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Assessment of the development
state of organizational

and cultural resources of
international tourism business

M. O. Kalnitska'

Purpose - to investigate the state of development of organizational culture of legal entities engaged in tourism business in order to further
improve the mechanism of development of organizational and cultural resources involved in the international tourism business.

Design/Method/Approach. The method of analysis has been applied when investigating the state of market development of tourism business;
the questionnaire method — when assessing the state of development of organizational culture of the tourism business in Dnipropetrovsk
oblast; the method of logical generalization — to draw conclusions based on the results of the survey.

Findings. Author has analyzed current market of tourist services and revealed main trends in development. The trend of further development of
the sector has been illustrated; active growth in the number of accommodation facilities has been identified, specifically hotel chains. The
rating of hotel brands has been compiled, which compares national and international hotel brands in terms of the number of accommodation
facilities available in the tourist market. The author has given the authentic definition of organizational and cultural resources in the business
of international tourism. Competitiveness factors for the entities of tourism business have been determined, which include organizational
culture among the organizational and cultural resources. An express-algorithm has been presented in order to evaluate the state of
development of the organizational culture of a tourism business entity. The results of the study graphically illustrate the assessment of the
state of development of the organizational culture by the tourism business entities in Dnipropetrovsk oblast.

Practical implications. The research results will be applied in the further formation of the mechanism of development of organizational and
cultural resources in tourism business. The proposed express-algorithm and the questionnaire could be used in order to estimate the state
of development of organizational culture by enterprises in different businesses.

Originality/Value. The scientific-theoretical provisions for the formation of tourism business in Ukraine have been further developed through the
assessment of state of development of organizational culture, which, in contrast to existing ones, are based on the results of surveying the
entities of tourism infrastructure, which makes it possible to identify the main components in the system of competitiveness management
by assessing key performance indicators in the management system related to the development of organizational and cultural resources.

Research limitations/Future research. The research results could create a basis of the mechanism for developing the organizational and cultural
resources in international tourism business.
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senior lecturer,
Oles Honchar Dnipro National University,

Paper type - empirical.
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OujiHKa CTaHy pO3BUTKY
OpraHisauifiHO-Ky/IbTYpHUX pecypciB
MiXXHapoAHOro TypucT4Horo 6isHecy

MapuHa OnekcaHdpieHa KanbHiybkat

t/IHinposcbKuli HayioHaabHUl yHiBepcumem
imeHi Onecs FoHuapa, AHinpo, YkpdiHa

MeTa po60TH — 4OC/IiAUTU CTaH PO3BUTKY OpraHizaLiMHOI Ky/bTypu
Cy6’eKTiB TypUCTMYHOrO 6Gi3Hecy AaA noga/bluoi po3pobKM
MexaHi3My PpO3BWTKY OpraHisaLiifHO-Ky/IbTYpHUX pecypciB
Mi>KHapOAHOr 0 TYPUCTUYHOTO Bi3Hecy.

Aunsaitn/MeTtopa/MNigxia AocaigKeHHA. BUKOPUCTaHO MeTOZ, aHanizy
npu A0C/igXeHi CTaHy PO3BUTKY PUHKY TYPUCTUYHOrO bBisHecy,
MEeTO/, aHKeTyBaHHA — A4A OUiHKM CTaHy pPO3BUTKY
opraHisaujinHoi Ky/bTypH TYPUCTUYHOTO BisHecy
[IHinponeTpoBCcbKOI 06/1aCTi, METOZ /I0MYHOr 0 y3ara/ibHeHHA —
417 GOpMyBaHHA BUCHOBKIB 3a pe3y/ibTaTaMM aHKeTYBaHHA.

Pesy/bTatn pgocsigeHHA. [lpoaHani3oBaHO Cy4YacCHUM PUHOK
TYPUCTUYHMX MOCAYT Ta BUAB/NEHO OCHOBHI TPEHAMU PO3BUTKY.
MpointocTpoBaHO TEHAEHL0 NOoAaNbLIOr0 PO3BUTKY ranysi,
BM3HAYeHO  aKTMBHE  3pOCTAHHA  Ki/IbKOCTi  cy6’eKTiB
PO3MilLLleHHA, 30Kpema roTe/IbHux mepex. CKAageHo peruTuHr
roTe/bHUX OpeHiB, g4e 3a3HayeHe MOPIBHAHHA HALiOHA/IbHUX
Ta MiKHApPOAHWUX rOTe/IbHUX BPEHAB 3 TOUKM 30PY Ki/bKOCTI
npeACTaB/leHUX  Ha  TYPUCTMHHOMY  PWHKY  0b’ekTiB

PO3MilLleHHA. HaBegene aBTOpCbKe BU3HaYeHHsA
OpraHi3auiiHO-Ky/IbTYPHUX pecypcis Mi>XHapOgHOro
TYPUCTUYHOTrO bi3Hecy. BusHaueHi dakTopu

KOHKYPEHTOCNPOMOKHOCTI Cy6’eKTiB TypUCTUYHOrO bisHecy,
cepe AKMX € OpraHisauiiiHa Ky/bTypa B YMC/i opraHisaliiHo-
Ky/ZIbTYpHMX pecypciB. [lpeacTaB/€HO eKCnpec-aAroputm
OLiHKM CTaHy PO3BWTKY OpraHisauiiHOi Ky/bTypu cy6’ekta
TYpPUCTUYHOrO 6i3Hecy. Pe3y/ibTaTh goc/igKeHHA rpadiyHo
iNOCTPYIOTb OLiHKM CTaHy PO3BWTKY OpraHi3aLiiHoi Ky/bTypu
cy6’ekTiB TYpUCTMHHOrO Bi3Hecy /HiNponeTpoBCbKOi 06/1acTi.

MpaKkTUYHe 3Ha4YeHHA AOCAIAXKEHHA. Pe3y/bTaTh AOCiANKEHHsA
6yAyTb BUKOPUCTaHI Npy Noganbliomy GOpMyBaHHI MexaHi3my
PO3BUTKY OpraHi3aLjiiiHO-Ky/IbTYPHUX PecypciB TYPUCTUYHOrO
6i3Hecy. 3amponOHOBaHUI EeKCMpec-a/iIropuTM Ta aHKeTa
MOXYTb OyTM BMKOPUCTaHi A8 OLUIHKM CTaHy PO3BUTKY
OpraHi3ayiiHoi Ky/IbTypu Cy6’eKTiB pisHUX BUAIB Bi3Hecy.

OpwriHanbHicTb/LiHHicTb/HayKOBa HOBU3HA gocAigxKeHHs. Haby/m
noAasblloro  PO3BUTKY — HAyKOBO-TEOpPeTWMuHi  3acagu
dopMyBaHHA TypucTUYHOro GisHecy B YKpaiHi yepe3 oOLujiHKY
CTaHy pO3BUTKY OPraHisauiiHol Ky/bTypu, AKi Ha BiAMIHY Big
iCHYIOUMX, PPYHTYIOTbCA Ha pe3y/IbTaTax aHKeTyBaHHA Cy6’eKTiB
TYPUCTUYHOT iHPPACTPYKTYpH, WO [O03BO/AE BUOKPEMUTU
OCHOBHi CK/1aZ0Bi CUCTEMM YNPaB/iHHA KOHKYPEHTO34aTHICTIO
LLAAXOM OLLIHKM K/NOYOBUX MOKA3HUKIB CUCTEMU MEHEAKMEHTY
B YaCTMHI PO3BUTKY OpraHi3aLiiHO-Ky/IbTYPHUX pecypciB.

O6MmexeHHA Aoc/igKeHH:A/lTlepcnekTUBU NOAANBLUMX AOCAIAKEHD.
Pesy/bTaTh foC/igKeHHA MOXYTb OyTW 3aK/iageHi B OCHOBY
MeXaHi3My PpO3BWTKY OpraHi3auilfHO-Ky/IbTYypHUX pecypciB
Mi>KHapOAHOro TypUCTUYHOrO HisHecy.

Tun cTaTTi — emnipuyHa.
Kaouosi  cnoea:  opraHisauiiiHa  Ky/ibTypa;  OpradisauiiiHo-

KY/IbTYPHUIA  Pecypc; MiXKHapOAHWIA  TypucTUuHUiA - bisHec;
cy6’eKTU TypUCTUYHOT O GisHecy.

OueHKA COCTOAHUA Pa3BUTUA
OpPraHM3aLMOHHO-KY/IbTYPHBIX pecypcoB
MeXAYHapOAHOIro TYPUCTYHOro 6M3Heca

MapuHa AnekcaHdpoeHa KanbHuykast

t/IHUNposcKulli HaYUUOHANLHLIL yHUBEpCUMEM
umeHu Onecs lonHyapa, [JHUnpo, YKpauHa

Uenb  paboThl -  uccieqoBaTb — COCTOAHWME  PasBUTUA
OpraHM3aLMOHHOM  Ky/IbTypbl Cy6BEKTOB TYPUCTUHECKOrO
busHeca anA ganbHelwel paspaboTKu MexaHU3Ma pasBUTUA
OpraHU3aLMOHHO-KY/IbTYPHbIX PECypCOB  MEeX/AYHapOAHOro
TYPUCTUYECKOro bu3Heca.

Ausaiii/MeTtog/Moaxoa uccregoBaHuAa. McCno/sb3oBaH  MeTOZ,
aHa/M3a MNpU UCCAEA0BaHWMM COCTOAHWMA PasBMTUA PblHKA
TYpUCTMYECKOro Ou3Heca, MeTOy aHKeTUpOBaHuA — AAA
OLleHKM COCTOAHMA PasBUTUA OpPraHM3aLMOHHOM Ky/bTypbl
TypucTMyecKkoro busHeca /lHenponeTpoBcKoit 06/1acTu, MeToy,
niorudeckoro 0606uwerHna — aaa GopMUMpoBaHUA BbIBOAOB MO
pe3y/ibTaTam aHKeTUPOBaHUA.

Pesy/bTaThl Ucc1eAaoBaHUA. [1poaHa/M3MPOBaHO COBPeMeHHOoe
PbIHOK TYPUCTUYECKUX YCAYT U BblAB/IEHbI OCHOBHbIE TPEeH/bl
pa3BuTMA. [POMANIOCTPUPOBAHO TEHAEHLUMIO Aa/lbHellero
pasBUTUA OTPaC/u, Orpese/ieHbl aKTUBHbINA POCT KO/MYecTBa
Cy6beKTOB pasMellleHusd, B TOM YMC/Ie TOCTMHUYHBIX CeTei.
CocTaB/€H PEeUTUHr TOCTMHWYHBLIX OpeHAoB, rAe yKasaHo
CPaBHEHWA HALMOHA/bHBIX U MEXAYHAPOAHbIX FOCTUHWUYHBIX
OGpeHA0B C TOYKM 3PEHUA KO/IMYeCTBa MpeaCTaB/eHHbIX Ha
TYPUCTUYECKOM pblHKE 06BEKTOB pasmelleHus. NpuBegeHHoe
aBTOpCKOE  orpegesieHMe  OpraHu3aLMOHHO-KY/IbTYPHbIX
pecypcoB  MeXAyHapoAHOro TypucTMdeckoro 6usHeca.
OnpepeneHbl GpakTOpPbl KOHKYPEHTOCMOCOOHOCTU CyObeKTOB
TypuCTMHecKoro busHeca, cpeaun KOTOPbIX OpraHW3aLMOoHHasnA
Ky/IbTypa B 4MC/1e€ OPraHM3aLMOHHO-KY/IbTYPHBIX PeCcypcoB.
MpepacTaBneHbl S3KCNPeCcc-MeTo/, OLEeHKM COCTOAHUA Pa3BUTUA
OPraHu3aLMOHHOM  Ky/bTypbl CyGbekTa TYpUCTUHECKOro
busHeca.  PesysnbTaThl  McCiegoBaHMA  Ha  rpadukax
WANOCTPUPYIOT OLLeHKY COCTOAHMA pasBuTHA
OpraHu3aLMOHHOM  Ky/bTypbl Cy6BHEKTOB TYpPUCTUHECKOro
6usHeca /lHenporneTpoBCKOM 06/1aCTu.

MpaKTnyeckoe 3Ha4yeHue ucc/ies0BaHUA. Pe3sy/bTathl
uccieaoBanua  OyayT  MCNO/Ab30BaHbl  MpU  Aa/bHelllem
$GOPMMPOBaAHUM  MeXaHW3Ma PasBUTUA  OpraHWM3aLUOHHO-
KY/IbTYPHbIX pecypcos TYPUCTUYECKOrO 6usHeca.
Mpea/soxKeHHbIM  3KCMpecc-meToa M aHkeTa MoryT  6biTb
UCMO/Ib30BaHbl  A/1A  OLEHKM  COCTOAHUA  pasBUTUA
OpPraHU3aLMOHHOM Ky/IbTYpbl CYObEKTOB Pas/IMYHbIX BUAOB
6usHeca.

OpuruHaabHocTb/LieHHOoCTb/HayyHass HOBM3HA MCC/1€[0BaHUs.
Monyunan pasbHelillee pasBUTHE Hay4yHO-TeOpeTUYecKue
OCHOBbI GPOPMUPOBAHMA TYPUCTUHECKOrO Bu3Heca B YKpauHe
yepes OLEHKY COCTOAHWMA pasBUTUA  OPraHM3aLMOHHOM
Ky/IbTypbl, B OT/IM4ME OT CyLLECTBYIOLLMX, OCHOBBIBAIOTCA Ha
pe3y/bTaTax aHKETMPOBaHMA CYOBEeKTOB TypUCTUHECKOM
MHPPACTPYKTypbl,  MO3BO/AIOLLIENA  BblAe/NTb  OCHOBHbIE
cocTas/AoLMe cUcTembl yrpaB/ieHus
KOHKYPEHTOCMOCOBHOCTbIO  MyTeM  OLLeHKM  K/IOYeBbIX
roKkasateneil CMCTeMbl MeHeA)XMeHTa B YacTu pa3BUTUA
OpraH13aLMOHHO-KY/IbTYPHbIX PeCypCoB.

OrpaHuyeHune uccaegoBanua/llepcnekTUBbI A/IbHENLLINX
ucciesoBaHUid.  Pesy/bTaTbl  MUCC/eq0BaHMA  MOMYT  ObiTb
3a/10’KeHbl B OCHOBY MexaHu3ma pasBUTUA OpraHM3aLMOHHO-
KY/IbTYPHBIX PECYPCOB  MEX/YHAapOAHOrOo TYPUCTUHECKOrO
6usHeca.

Twvn cTaTbu — SMMNnUpuUYecKan.
Kntouesvie cnosa: OpraHusayMoHHaA Ky/bTypa; OpraHu3ayuMoOHHO-

KY/IbTYPHbI PeCypC; Mex4yHapO/HbI TYpUCTUHEeCKUi BusHec;
Ccy6beKTbl TypucTUieckoro 6usHeca.
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Introduction

he conditions of business globalization have almost

completely changed the system of relations between the

employer and the worker, the organization and the
consumer, business and industry. The turbulence in external
environment puts forward more pressing issues and challenges to
business entities, which require flexible internal organizational
environment to the demands and trends of rapid changes in tourist
flows, therefore, in order to improve competitiveness and
sustainable growth of their economic efficiency, to enable the
constructive development of tourism industry, it is a relevant task
to implement innovative ideas and technologies in the processes
of domestic and international tourism business.
The tourism sector is an important component of GDP in many
countries of the world. The rapid growth in profits of international
business due to tourist activity, as well as the trend towards further
growth, is ensured by the social, economic, and technological
drivers. The increased competition, emergence of new players in
the global tourism market, consolidation of business, make
companies look for new ways to improve efficiency, strengthen
competitive advantages, ways to define individuality, creating and
maintaining the image and brand. Along the path to expansion and
retention of leading positions in the world arena, the key players in
international tourism business highlight, among the priority
directions of transformation, the development of organizational
culture as part of the organizational and cultural resources.

The issues of developing the organizational culture were
addressed in many works by both foreign and domestic scholars.
E. Shein (Shein, 2016) argues that the organizational culture of any
business acquires the form of an iceberg and has a defined set of
elements that support the three main levels of culture. The classic
V. Sathe (Sathe, 1983) outlines seven organizational processes that
are impacted by organizational culture and proves that a holistic,
structured and strong organizational culture regulates the
economic efficiency of business by influencing the cooperation
between employees and company's departments, the process of
decision making, monitoring, communications, organizational
patriotism, perception of organizational environment, justifying
personal conduct. G. Hofstede (Hofstede, 1980) emphasizes the
national and cultural influence on the process of forming an
organizational culture at enterprises, which brings studying the
organizational and cultural processes at the global level. He
highlights a certain identity in the organizational cultures of
businesses depending on six cultural measurements, characteristic
of a given cultural group, and claims that it is possible, based on the
defined measurements, to assess organizational culture in order
to facilitate making management decisions. A significant
contribution to the development of scientific and practical
application of organizational culture in individual sectors of the
economy has been made by Ukrainian scientists as well. O.
Kharchishyna (Kharchishyna, 2011) identified the features in the
formation of organizational culture at enterprises in food industry.
To study this issue, she analyzed the procedures and methodology
of diagnosing, and performed an analysis of the current state of
Ukraine's food industry, as well as Zhytomyr oblast; the results
were reported from a questionnaire survey on the state of
formation and development of the organizational culture of food
business; she identified the main problems and prospects for
forming organizational culture in the system of management of
Ukraine's food industry. G. Zakharchyn studied the theory and
methodology in the formation and development of organizational
culture at a machine building enterprise (Zakharchyn, 2011); this
work suggested a model for the choice of optimal strategy in the
formation and development of organizational culture at the level
of a machine-building enterprise. The development of
organizational culture of services was revealed in the works by O.
Krupskyi (Krupskyi, 2014). In particular, the author argues that the
organizational culture of tourism business is capable of providing a
high level of service at all stages of a trip, which increases the cost
and value of a tourist product.
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However, there remain the unresolved issues about the specificity
in the development and evaluation of the economic impact of
organizational culture on international tourism business. There is
an actual need to refine the conceptual apparatus, to explore key
directions in the development of international tourism business.
More relevance is acquired by the mechanism that manages the
social resource of international business related to services, in
particular, the development of organizational and cultural
resources in international tourism business.

Problem statement

ur aim is to explore the state of development of

organizational culture by entities in tourism business in order

to further develop the mechanism of development of
organizational and cultural resources in international tourism
business.

Methods and Data

he method of analysis has been applied when investigating
@the state of market development of tourism business; the

questionnaire method — when assessing the state of
development of organizational culture of the tourism business in
Dnipropetrovsk oblast; the method of logical generalization — to
draw conclusions based on the results of the survey. The
information basis of this study includes international and domestic
scientific publications on the topic of research, as well as responses
to the survey.

Results and Discussion

he tourism industry develops quite dynamically, although it
experiences crises from time to time, as a result of economic
and political crises in the world.

Based on statistical data by UNWTO and UNCTAD, one can argue
that in terms of such indicators as a share of the world travel
market, the intensity of tourist flows and the level of profits, there
is a group of countries that are the traditional monopolists in the
world tourist market. These include China, France, Spain, Italy,
Germany. The main factors that predetermine the leading position
of a given group of countries are a strong tourist infrastructure, the
high level of service for tourists, and considerable marketing
activities in promoting their tourist product to the world market
(UNWTO, 2017).

The world tourism industry showed a robust growth over five years
up to 2017. International tourist arrivals continued to rise (World
Bank Annual report, 2017) because a global income per capita
increased while consumer confidence improved (Fig. 1).

It is expected that the industry will continue to grow in coming
years as the world economy continues to strengthen. Despite
certain problematic areas because of conflicts or regional
economic problems, such factors as an increase in the available
income per capita and the improved consumer confidence testify
to a significant growth of tourism.

Over the investigated period of 2011-2016, the demand in the
international market of tourism services was quite high. However,
the results of tourist destinations appear ambiguous, driven by
rapidly fluctuating foreign exchange rates, falling prices for
commodities, including oil, increasing concerns related to safety
and protection of people. That was contributed to by an increase
in available income in the countries that import tourists and by a
decrease in demand in exporting countries. Being a core category
of international trade in services under conditions of slow
economic recovery, the expenses for international tourism grew
considerably.
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Fig. 1. The global dynamics of tourists' arrivals™

*Source: compiled by Author based on statistical data (UNWTO, 2017).

The tourist industry in Ukraine, and globally in general, acts as an
important component of socio-economic development. According
to data from studies, the positive influence of tourism on economic
activity is constantly growing (Font, 2017). Ukraine occupies one of
the leading places in Europe in terms of resort facilities and
recreational resources. Among them, the most valuable are the
unique climatic zones of sea coast and the Carpathian Mountains,
as well as mineral waters and therapeutic muds of almost all known
balneological types. According to statistics, resort and recreation
areas in Ukraine make about 9.1 million hectares, 15 % of its
territory. Evaluation of the potential of resort and natural
medicinal resources makes it possible to expect that Ukraine has
significant prospects for the development of tourism industry
(Miroshnyk, 2013).

It should also be noted that in Ukraine there are all the
prerequisites for the development of tourism. Convenient
geographical location, favorable climate, varied terrain, a unique
combination of natural recreational resources, cultural and
historical heritage, the developed sanatorium-resort base - all
these factors predetermine the competitive advantages of Ukraine
when offering a tourist product. The tourist potential of Ukraine
has not been fully revealed up to now, as evidenced by a 1.5-2.5 %
share of tourism industry in the structure of the country's GDP
(Miroshnyk, 2013).

Difficult political situation, military activities, "the fall" of the
Ukrainian hryvnia, the rising cost of goods and services under
conditions of "frozen" wages, issues related to dangers of
holidaymakers, are taking a toll on the tourism sector. In addition,
the military conflict in the East of Ukraine significantly worsened
tourist attraction for foreigners, which is testified to by the
dynamics of foreign citizens that enter Ukraine (Fig. 2). However,
starting from 2016, there has been a marked growth in foreign
guests.

In addition, Ukraine has recently seen an annually growing number
of visitors from Western countries such as the United States,
France, Germany, ltaly, United Kingdom, Canada, and others.
(Fig. 3). At the same time, the number of people from neighboring
countries, such as Russia, Poland, Hungary, Slovakia, on the
contrary, decreases.

This means that the facilities in tourist infrastructure (hotels,
restaurants, recreational complexes) undergo some changes in the
requirements by customers and have to respond to these
challenges. Western customers, on the one hand, tend to have
higher levels of income, and, on the other hand, are more
demanding in terms of services, quality of a service, digital
technologies, as well as organizational culture related to entities in
tourist business. The dynamics of visits of Ukrainian citizens abroad
are shownin Fig. 4.
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Fig. 2. Foreigners that enter Ukraine”

*Source: compiled by Author based on statistical data (UNWTO, 2017).
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Fig. 4. Departure of Ukrainian citizens abroad, thousand people*

*Source: compiled by Author based on statistical data (UNWTO, 2017).

When assessing the current organization of Ukraine's recreation
industry, it can be argued that it is unsatisfactory and non-
competitive in the world market. Thus, the basic material-technical
complex is outdated - 70 % of its infrastructure need renovation
and restoration, the level of service does not meet international
standards, the entertainment sector is practically underdeveloped
and not organized, monuments of culture and history are
abandoned, a series of problems of the ecological, social and
economic nature were not resolved. The current state of tourism
in Ukraine is still dominated by the Soviet practice of the
organization of tourism industry aimed at meeting the domestic
demand and focused on treatment and rehabilitation activities.

Active growth is taking place not in the sector itself, but rather at
the level of international corporations. Every year such giants as
Marriott International, Inc, Hilton Worldwide Holdings Inc, Hyatt
Hotels Corporation, increase the number of their brands and
hotels, creating global corporate structures, which however
require high-quality management decisions and individual
approach to each client and employee.

International hotel network as the subjects of international tourist
business operating in many countries create their own
management companies or use the services of independent
companies. It is a common fact that hotel owners enter into
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contracts for the management of their property if the number of
rooms in a hotel exceeds 300 (Bothg, 2018). Despite the advantage
of management contracts, which implies managing a hotel
professionally, there are disadvantages, too.

It should be noted that growing competition and the emergence
of new brands in the global tourism market forces companies to
seek new sources to improve efficiency, strengthen competitive
advantages and to ensure sustainable growth.

A widely used organizational-legal form in the organization of
international tourism business is a corporation. Such commercial
structures, mostly large organizations, have much more
opportunities to shape organizational and cultural resources. They
typically affect not only the economy of a country, but politics and
social life as well. Hence the meticulous attention to their activities
from society, as well as the importance of organizational culture
for business.

Promising directions and trends in the development of the
Ukrainian market of hotel services include the following
(Kutschera, 2016):

1. Active growth of small hotels. It is associated with the modern
preferences of tourists — to regard a hotel not only as a means
of accommodation, but to feel home comfort, uniqueness, and
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originality, which is one of the distinctive features of small
independent hotels. A competitive advantage of a small hotel
is the individual attitude to each client, that is they apply a
personalized approach to guests to create an atmosphere of
home away from home. The advantage of a segment of mini-
hotels is a rather fast payback (3-5 years) at relatively small
investment (USD 0.2-2 million).

2. Great demand for the cheapest accommodation facilities —
hostels. There is practically no competition among them while
the demand is huge, since most visitors are those on business
trips from regions, students, low-cost tourists who are
satisfied with the minimum facilities overnight. In Kyiv, there
are slightly more than a dozen hostels.

3. A developing market of apartment hotels, which has not yet
been saturated in Ukraine. Apartments in the world practice
are the furnished hotel rooms that combine comfort and
hospitality of hotel services. Most apartment hotels are
arranged at the upper floors of hotels and multifunctional
complexes, located in prime areas. Apartments can be offered
for both short-term and long-term rentals, as well as for sale.
The world practice has long ago accepted acquiring a separate
residence in a hotel as a private property; in Ukraine, however,
similar projects are at the stage of implementation.

4. Hotels of high-end class the type of a congress hotel. Due to that
the capital and major cities of Ukraine are dominated by
representatives of business circles, businessmen who come to
negotiate or on business trips, there is a need in hotels with
large conference rooms, banquette and negotiation facilities,
located not far from offices and business centers.

5. Expansion of the market for hotels rated at 2-3 stars and hotels
of lower categories, as there are too many hotels rated at 4-5
stars.

6. Development of local hotel chains.

In recent years, the hotel sector enterprises have developed under
negative conditions, which led to a decrease in tourist and business
activity, financial underpayment, the lack of hotel complexes
attractive for construction, land plots, long payback period of such
projects, etc. Only those hotels that are staffed with highly skilled
specialists can withstand competition, which is why one of the
ways to solve the problems related to the development of hotel
industry in the regions of Ukraine is the professional training of
personnel. In addition, enhancing the activities to promote the
hotel industry in Ukraine will, to some extent, reduce external
competition. In addition, the entities of tourism business under
current tourist market conditions in Ukraine should emphasize the
formation of extra service as an element of organizational culture,
that is to meet the needs of the consumer to outperform his
expectations, and that necessitates continuous development and
personnel training.

1] 5

We believe that an important factor for the successful
development of a hotel is the formation of its brand and the
network. In Ukraine, national brands have only started to emerge.
The most powerful national network is Reikartz Hotels & Resorts —
a chain of hotels rated at 3 and 4 stars, located in big cities and
attractive resorts of Ukraine. The network has 5 brands: VitaPark,
Reikartz, Reikartz Collection, Optima, and Raziotel, 36 hotels in
total located in 24 cities and regions (Fig. 5).

Based on data from the official websites of hotel chains, we have
compiled a rating of hotel brands, which compares national and
international hotel brands in terms of the number of
accommodation facilities available in the tourist market (Table 1).
Premier Hotels and Resorts is the first hotel chain in Ukraine, a
collection of hotels rated at 5 to 3 stars. The chain "Black Sea Hotels
Group" includes 7 hotels in Ukraine.

In Ukraine, the rating system based on stars is not very popular. For
example, according to the website booking.com, only 95 % of all
represented hotels have been rated based on "stars" (Table 2).

Given this, both small hotels and hotel chains have to focus on the
development of organizational and cultural resources that would
provide a tourism business entity with competitor advantage and
match the trend of current tourism market. The concept of
organizational and cultural resources and the development of
organizational culture as one of the components in the Ukrainian
tourism business have not taken a proper place in the list of the
most important categories operated by top managers.

The organizational and cultural resources in tourism business are
understood here as the integrated set of cultural values and
organizational resources, whose specific arrangement affects the
management system of a separate entity, which, under condition
of high reactivity and adaptation to the external environment,
gives a competitive advantage to a tourism business entity by
forming a unique image, improving competitiveness and
investment attractiveness. Among the elements of organizational
and cultural resources of tourism business we highlight the
phenomenon of organizational culture, which manifests itself
through the identification of an employee's own goals with the
goals of the organization and of the organization in general. Thus,
in turn, the organizational objectives and organizational culture of
anindividual entity are identified with the goals and strategy of the
development of tourism business through the creation of generally
accepted cultural norms and values.

Thus, we believe that the organizational culture of a separate
tourism business entity is the value-forming element of the
organizational and cultural resources of the international tourism
business in general, which is why we shall focus our further
research on studying the status and specificity of development of
the organizational culture of tourism business entities.

10 15 20 25

Feikartz I

Premier Hotels s 1 J

RoyalHotels DI | ]

YopHe mope I )

Oplima  ———
Raziotel I 5
Premier Compass Hotels M
Senator Hotels & Apartments  ———
Rekart: Collection - 2
Premier Palace Hotels . 7

VitaPark mm 1

Fig. 5. National brands of hotels in Ukraine, number of hotels, 2018)"

*Source: compiled based on official websites of hotel chains.
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Table 1

Rating of national and international hotel brands based on the number of hotels in Ukraine*

Ne| National brandsin | Number of Parent company Ne | International brands in | Number of Parent company
Ukraine hotels in Ukraine hotels in
Ukraine Ukraine
1 | Reikartz 22 Reikartz 1 | Radisson Blu 3 Rezidor Hotel Group
2 | Premier Hotels 12 Premier Hotels & Resorts 2 | Hotel IBIS 3 Accor
3 | Royal Hotels 1 Royal Hotels & Spa Resorts 3 |Ramada 2 Wyndham Worldwide Corp
4 | Black Sea 9 Black Sea Hotels Group 4 | Hilton 1 Hilton Worldwide Holdings
5 | Optima 5 Reikartz 5 | Renaissance Hotels 1 Marriot International
6 | Raziotel 5 Reikartz 6 |Hyatt 1 Hyatt Hotels Corp
7 |Premier Compass 4 Premier Hotels & Resorts 7 | Sheraton 1 Starwood Hotels & Resorts
Hotels
8 |Senator Hotels & 3 Senator Hotels & Apartments | 8 |Aloft 1 Starwood Hotels & Resorts
Apartments
9 | Rekartz Collection 2 Reikartz 9 |InterContinental 1 Intercontinental Hotels
Group
10 | Premier Palace 2 Premier Hotels & Resorts 10 | Design Hotels 1
Hotels
11 | VitaPark 1 Reikartz 11 | Park Inn by Radisson 1
12 |Holiday Inn Hotels & 1 Intercontinental Hotels
Resorts Group

*Source: compiled based on official web sites of hotel chains.

Table 2
Distribution of hotels rated based on "stars"*
Rated based on stars Number of hotels Share, %
1star 8 0,08%
2 stars 30 0,31%
3 stars 278 2,86%
4 stars 170 1,75%
5 stars 43 0,44%
Not rated 9196 94,56%
Total 9725 100,00%

*Source: compiled based on official web sites of hotel chains.

Organizational culture is expressed in the interaction between a
tourist company and a client. This includes all the elements that
characterize the features of contact between the enterprise and
external environment: the capability to make their voices heard, to
attract attention, to elicit sympathy. This certainly includes
advertising activities and the work of public relations specialists at
a tourism organization, etc. Of great importance in the formation
of culture is the existence of the image and brand of the
organization.

The image is in other words a psychological image and a "good"
name of a company that are created in the external environment.
This is one of the most important components of successful
development of a tourism company, the aim of which is not so
much to ensure popularity, but to form trust to a company, its
activity and the resulting product.

A hotel network is a long-term mutually beneficial association of
hotel businesses, as well as firms in related industries, into a single
structure and the system of strategic cooperation with the aim of
creating common distinctive competencies. The development of
cooperation is promoted by the unified strategy and joint mutually
beneficial strategic actions (especially marketing activities) based
on a general system of information communications (including
unified reservation systems and global distribution systems) and a
strong network brand, which leads to the mutual strengthening of
competitive positions and brands of hotels and firms in related
industries and to the formation of complementary assets within an
entire network. Companies enter the network in order to develop
and transfer to each other the new competences, which is
accompanied by the creation of key drivers in the competitiveness
of a hotel network and communication rents.
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To assess the specificity of the development of organizational
culture among the components of organizational and cultural
resources in the tourism business in Ukraine, we have devised a
procedure for rapid evaluation of the level of development of
organizational culture (Fig. 6).

Area of
11.1. Description of entityl\ tourism
activit
1.2. Values and A
traditions Size of
I. Input business
components 1.3. Interaction between
of entity management and staff Experience
in the market
1.4. Education
and development

2.1. Quality of service I

2.2. Focus on financial

11. Results result

2.3. Readiness to changes I

| I11. Construction of diagnosing matrix |

l IV. Design of action plan related to correction and development I

Fig. 6. Algorithm for the express evaluation of the level of
development of the organizational culture at tourism business
entities”
*Source: compiled based on (Kalnitska, 2018).

Based on the specified algorithm, a questionnaire was compiled,
which similarly consisted of a two-stage analysis — input data and
the results of activities by a business entity.

The survey was conducted among the tourism business entities
from Dnepropetrovsk oblast — hotels, hotel-entertainment
centers, cafés, restaurants, travel agents, insurers, and carriers.
The survey engaged both managers at different levels of
administration and average staff. We received and processed more
than 180 questionnaires. An analysis of the results will be
interpreted in the diagrams listed below.
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Thus, first of all, a pattern has been identified implying that the
longer a tourism business entity in the market the higher the
overall index of its organizational culture (the level of
organizational culture development) (Fig. 7). However, it is a clear
trend that over the period of a company's activity, at the stage of
development of approximately 7—10 years, it undergoes certain
critical changes, which leads to a reduced level of organizational
culture and, as a result, decreased organizational and cultural

resources. Such a phenomenon can be explained by phases in the
development of a firm. In particular, this may be due to a crisis in
leadership (Yang, 2007), when the leader's knowledge and skills are
not enough, and the organization requires professional
management and delegation of authority, or to the crisis of
autonomy when the organization, as a result of its growth,
experiences internal conflicts between the higher and lower levels
of management.
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Fig. 7. Indicators of the overall index of organizational culture depending on experience of a tourism business entity in the market”

*Source: compiled based on Author's calculations.

Development of organizational culture occurs simultaneously with Table 3
the development of the organization. Similarly to an organization Results of calculating the index of organizational culture of
that undergoes certain stages of its life cycle during the process of tourism business entities*

its development takes, the organizational culture of any

organization also passes certain phases in the process of its Entity Overall index of "Sub—mdex Sub-index
development. The stages in the life cycle of organizational culture experience in | organizational Input data "Performanc
coincide with the stages of the life cycle of the organization, while the market culture to rgnde"r e results"
the formation and development of organizational culture occurs services
only in the process of setting up and further activities of the 20—50 years 2.17 2.33 2.00
organization (Shein, 2016). 4-6 years 2.08 2.17 2.00

1to 3 years 2.07 2.1 2.03
In addition, an analysis of the sub-index "Performance results" 10-15 years >.10 2.07 2.13
shows that at the. b.eginning F)f their acf:ivities companies 710 years 260 T 3,00
demonstrate higher indicators, which can explain the focus on the Total 5.08 12 2.04

desire to enter the market with the best product and win over their
own customers. However, the greatest attention to effective
indicators of the organization is paid to over the period of 10—15
years (Table 3), which can relate to the fact that during this period
special attention is paid to the performance of organizational
culture, all business processes and key indicators of employees'
performance (KPI) are compiled.

*Source: compiled based on Author's calculations.

Second, the findings of our research illustrated the direct
dependence: the more employees an Organization employs, the
higher the overall index of its organizational culture (Fig. 8).
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Fig. 8. Indicators of the overall index of organizational culture depending on the number of employees”

*Source: compiled based on Author's calculations.
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Third, a direct interdependence was identified between the
turnover of a company and the level of development of its
organizational culture (Fig. 9).

Fourth, the study showed that the highest level of organizational
culture had been demonstrated by tourism business entities that
render restaurant services (Fig. 10). They are followed by hotels and
tourist and entertainment centers.

As regards the characteristics of labor force in Ukraine's tourism
sector, according to expert estimates (Noonan, 2017), labor market
in tourism sector faces a real "hunger for human resources": travel
companies lack about 50 % of middle-management employees and
80-90 % employees in higher management. At the same time, over
20 thousand of young professionals graduate from the specialized
higher education institutions (HEIs) each year.

In tourism, a manager is a profession that enjoys the greatest
demand. Especially popular are professionals that major in hotel
and tourism business, tourism management, financial
management in tourism, tour management, management of
sports tourism, management of sanatoriums and resorts. Typically,
managers work at companies — tour operators, engaged in the
development and creation of tours. The main task of manager is to
find and offer to experienced travelers new sights for exploring
and relaxing, to create a route, to select closely located hotels, to
determine which transportation means can deliver tourists (plane,
train, etc.), to consider excursions. A future manager studies
management subjects. These can be general ("marketing",
"management", "HR") and specific, that is, directly related to the
activities of travel agencies ("organization of inbound, outbound
and domestic tourism", "quality of tourism services"). To train
students to properly handle conflicts, one third of the schedule is
devoted to psychological trainings and business games. For
example, the situations that simulate an "angry customer" or a
"client that distrusts you" are trained.

One of the most important factors in the attractiveness of
investment into innovative activity of tourism industry is the
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development of a clear-cut strategy for the competitiveness of
Ukraine, as well as its business entities. In addition, all the
components and elements of tourism activities should tap into the
scientific and technical progress. Only such interaction among all
elements in tourism industry can lead to substantial synergies, to
be expressed as growth in tourism sector (Botha E., 2018). The
winner in the end is the first one among competitors that will
provide its tourism product with new consumer quality and
properties and will be of interest to a consumer due to these
innovations.

Innovative changes in tourism create internal energy of efficient
growth. These changes disrupt the balance, but they create a basis
for further development, a system's transition to the new quality.
Therefore, professional introduction of innovations underlies the
development of different fields. Modern experts in the
development of society argue that none of the problems that
businesses face these days is more important and more difficult
than the challenge of innovations. In addition to the drivers in
external environment that impede innovation processes in the
development of tourism industry, a lot in the development of
organizational culture and establishment of organizational and
cultural resources depend on the internal environment. The factors
of internal environment include:

- policy and strategy of a tourism business entity;

- the presence of a leader in the team;

- unconditional support for innovative ideas by top management;

- comprehensive promotion of innovations by managers and staff;

- the use of motivational systems that include various forms of
rewarding creative and innovative activity;

- the presence of the innovation group;

- the required level of financial capabilities;

- developed communication systems;

- organizational and technical readiness for the implementation of
innovation, a clearly planned system of personnel
management, their intellectual potential.
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Fig. 9. Indicators of the overall index of organizational culture depending on the turnover of a company (UAH million)*

*Source: compiled based on Author's calculations.
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In our opinion, in order to develop tourism in Ukraine, it is
necessary to perform a series of tasks, which are as follows:

- a substantial extension of the network of tourist facilities and
infrastructure;

- support for small businesses in the tourism sector;

- the development of international cooperation in the tourism
sector;

- economic stimulation of material assets, tourism infrastructure,
by attracting non-government sources, in particular foreign
investment, for renovation and new construction of tourist
objects;

- improvement of the system of information support of tourism
industry, creating a local information and referral system for
tourism, conducting active publicity activities;

- improvement of the system of training, retraining and advanced
training of tourism personnel;

- conducting the necessary scientific research in the area of
tourism;

- development and support of private sector.

In the process of market reforms in Ukraine, hotel businesses
began to attract the attention of large corporations, various
associations, as well as smaller companies and private
entrepreneurs. Integration processes of the development of hotel
business in the country are related to the activities of international
hotel chains. Market research shows that the most popular type in
the market of hotel services are so-called mini-hotels, rather than
big hotel complexes. In this regard, many owners of houses,
cottages, different buildings start to consider the idea of
converting their real estate to small mini-hotels with a capacity
from 7 to 50 rooms (Fernandes, 2018). In this case, they prefer both
the facilities located in environmentally clean areas far away from
the city noise and downtown hotels for business travelers.
However, despite all the progress in the development of hotel
business, there is a series of problems: the instability of business
environment, bureaucracy and corruption, legal insecurity, lack of
incentives to voluntary categorize private accommodations of the
hotel type. Business flounders when planning even in the short
term, thus complicating the process of formation of organizational
and cultural resources of tourism business in general.

Conclusions

identified the main trends of development, which show that

the tourism industry in Ukraine and in the world is actively
developing. We have illustrated the trend in the further
development of this industry and identified an active increase in
the number of accommodation facilities, specifically hotel chains.
The rating of hotel brands has been compiled, which compares
national and international hotel brands in terms of the number of
accommodation facilities available in the tourist market. We have
presented an authentic definition of the organizational and cultural
resources in international tourism business and the position of
organizational culture of business entities in the process of their
development. An express algorithm has been proposed in order to
assess the state of development of the organizational culture of a
tourism business entity, which consists of two stages —assessment
of an enterprise's input data and the results of its activities. Based
on a given algorithm, we have compiled a questionnaire for the
evaluation of the level of development of the organizational
culture of a tourism business entity, sent out to the electronic
addresses of tourism business entities in Dnipropetrovsk oblast.
The results of the survey were processed, the following indicators
of assessment were selected: the overall index of organizational
culture, the sub-index "input data for rendering services", the sub-
index "Performance results". The findings are summarized in the
graphic material.

:: e have analyzed the current market of tourist services and
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CtpaTteriyHe ynpaB/AiHHA KOMNaHi€lo
y uudppoBomy 6isHec-cepegoBULLi

Mukona NeHHaditiosuy Hikonaes'

tTOB «/JHinponemposcbKuli 3a80d npeyusiliHux mpy6»,
AHinpo, YKpdiHa

MeTta po6oTM - npoaHaniyBaTM CTpaTeriyHe ympas/iHHA
KoMMaHieto y undpoBomy bisHec-cepegoBMLL.

Aunsaiii/Metoga/Migxia AOCNAXKEHHA.
3araZlbHOHAYKOBi  MeTOoAMu:  cucTemaTtum3salii,
y3araZibHeHHA, aHa i3y Ta CUHTe3y.

PesysbTatn AOC/iAIKEHHS. MpoaHanizoBaHo CyTHiCTb
CTpaTeriyHoro ynpas/iHHA Ta MOro 3Ha4YeHHA A/1A KOMMAHil.
Po3’AcHeHO 3B'A30K MiXK CTpaTeriyHUM ynpaB/iHHAM KOMMaHii
Ta uudposum bHisHec-cepegoBuLLEeM. Bu3Ha4YEHO OCHOBHI
TeHAeHLi BegeHHA Bi3Hecy y LudppoBOMY cepe/0BHLL.

TeopeTuyHe 3HaY€HHA AOC/NIAXKEHHA — PO3BMHYTO AYMKY 040
cTpaTeriYyHOro ynpaB/iHHA KOMMaHielo B uudppoBomy bisHec-
cepegoBuLL.

MpaKkTUyHe 3Ha4YeHHA AOCAIAXKEHHA. Pe3ynbTaTu AO0C/iAKEHHA
MOXYTb 3aCTOCYBaTH AK Mi*HapPOAHI, TaK i BITYM3HAHI KOMMaHIT
nig 4Yac cTpaTeriyHoOro ympas/iHHi B uudpoBOMYy bisHec-
cepeaoBHyLLI, AKe BUHMK/IO BHACNiA0K YeTBepTOi NpOMMUC/I0BOT
peBotoL;i.

OpwriHanbHicTb/LiHHicTb/HayKoBa HOBM3HA AOC/iAKEHHA.
BugineHo ocHOBHI TeHaeHLji cy4acHoro bisHecy y uuppoBomy
cepeaoBuLli. BusHayeHo BWOIp cTpaTerii  MiXHapOAHMX
KOMMaHiit Ta X HanpAMKKM 3aCTOCYBaHHA Yy LudpoBOMYy GisHec-
cepegoBuLL.

Ob6merkeHHA gocigkeHHs/lepcnekTUBY NOAA/bLLMX AOC/iAKEHD.
BuBuaTi cTpaTeriyHe ynpasaiHHA MiXHapOAHMX KOMMNaHii Ta
aHani3yBaT BM/MB UMPpoBoro 6OisHec-cepegoBuMlLa Ha X
PO3BMUTOK.

3acTocoBaHo
NOpPiBHAHHA,

Tun cTaTTi-TeopeTunyHa.

Karovoei croea: cTpaTteriyHuii MeHeaXMeHT; LuppoBa eKOHOMIKa;
MeHe/XMeHT; undpoBse cepeaoBULLEe; adanTaLlia.

&

CTpaTernyeckoe ynpas/ieHUe KOMMaHuel
B un¢ppoBoit 6usHec-cpese

Huxkonaii FeHHadvesuy Hukonaes!

t000 «/Henponemposckuii 3a800 NPeyU3UOHHbIX Mpy6»,
AHenp, YKpauHa

Lesb paboTel — NpoaHa/nM3MpoBaTh CTpaTerMyeckoe yrnpas/ieHue
KOMnaHwue B uudppoBom busHec-cpege.

Ausaitn/MeTog/Moaxos ucc/eg0BaHuA. MprmeHeHbl
oblieHayyHble  MeTOoAbl:  CMCTemMaTu3auMu,  CpaBHeHus,
0606LW,eHNA, aHa/M3a U CUHTE3a.

PesysnbTaTthl uUccregoBaHuA.  [1poaHanM3MpoOBaHbl  CYLLHOCTb

CTpaTernM4yeckoro yrnpae/ieHUA M ero 3Ha4yeHue 4/19 KOMNaHWu.
PasbAcHeHa CBA3b MeXgy CTpaTerMyeckum yrnpas/ieHUeM
KOMMaHnn 1 uudposbIM  BusHec-cpegoit.  OnpegeseHbl
OCHOBHble TeH/eHL M BeAeHua busHeca B LMppoBoii cpege.

TeopeTnyeckoe 3HauyeHMe uccieaoBaHuA. PasBUTO MHeHue o
CTpaTerM4yeckom ynpas/IeHUM KOMMaHuel B unpposoit brusHec-
cpege.

MpakTHyeckoe 3HaueHue uccef0BaHuA. Pesy/bTathl
1Cc1eq0BaHUA MOFYT MPUMEHNUTbL Kak MeXgyHapogHble, TaKk U1
OTeYeCTBEHHbIE KOMMaHWK NPU CTpaTermyeckom yrnpas/IeHnu B
undposol busHec-cpege, BO3HMKLLIEe BC/AeACTBME YeTBepTOM
NPOMBILL/IEHHOM PEBO/IIOLUM.

OpUrMHaabHOCTb/LleHHOCTb/HayyHass HOBM3HA  MCC/IeAOBaHUA.
Bblge/1eHbl OCHOBHble TEeHAEHLUM COBpEeMEeHHOro busHeca B
undposort  cpege.  OnpegeneHbl  BbIGOp  CTpaTeruit
MEXAYHapO/AHbIX KOMMaHUIA U UX HanpaB/IeHWUA NPUMEHEHNSA B
undpoBoi busHec-cpese.

OrpaHuueHue nccaegosaHus/llepcneKkTuBb AaNbHeNLINX
uccnefoBaHuii.  M3yqaTb  cTpaTerndeckoe  yrnpas/ieHue
MEXAYHapOAHbIX KOMMaHW W aHa/AM3MpoBaTb B/AUAHUE
udpoBOI-6U3HEC CpeAbl HA UX pa3BUTHE.

Twun cTaTbu — TeopeTuyeckasn.

Knwoueeble cn08a: cTpaTernyeckuii  MeHegXMeHT; uudposas
3KOHOMMUKA; MEHEAKMEHT; UppOoBan cpesa; aganTauus.




ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

Introduction

environment require that companies should perform

continuous monitoring and analysis. The business
environment, in turn, is characterized by a high degree of
dynamics, informational uncertainty, as well as the non-
predictability of events, which requires that traditional approaches
to the formation of strategic company management in the global
digital space should change. Under conditions of postindustrial
development, competitiveness of companies is formed through
the use of digital technologies in their activities. At the same time,
the economic behavior of companies undergoes changes owing to
their implementation of digital economy technologies. That is why
interest in companies' development and management in the digital
business environment has been growing from both scientific and
practical point of view.

:: urrent turbulent conditions for the development of business

Theissues related to the development and existence of companies
under conditions of digital business environment were actively
discussed even in the last decade of the past century — when the
Internet became available both to business entities and private
individuals. Specifically, digital technology contributes to
improving the effectiveness and efficiency of decision making
(Molloy, & Schwenk, 1995).

The importance of strategic management was emphasized by the
outstanding scientist and so-called "father" of strategic
management |. Ansoff, who believed that the successful company
management implies performing a constant monitoring of the
external and internal environment of the firm (Ansoff, 1989). The
purpose of the strategic analysis of international business
environment is to identify the current and prospective state of its
components, trends in change of drivers, opportunities, and
threats to an enterprise based on expert assessments. The choice
of a particular analysis method is predetermined by the level of
uncertainty in the external environment, by research goals, by
capabilities of information support, the degree of experts'
preparedness, etc. (Frolenko, 2012).

The impact of the Fourth industrial revolution on business
environment is the inevitable shift from trivial propagation of
digital technologies that are characteristic of the third industrial
revolution towards more complex forms of innovations based on a
combination of different technologies in a new way. That requires
that all the companies should reconsider their methods of doing
business, adopting various forms of management in the digital
business environment. This "world of now category” implies
companies' immediate feedback in real time, wherever they are
and wherever their customers or consumers happen to be
(Schwab, 2019).

As stressed by O. Dzhusov and S. Apalkov, those companies that
invest in information technology can expect that those countries
where it is adopted will soon accomplish the economic growth and
prosperity owing to the use of modern technologies. One of the
imperatives in the digital economy is the capability to predict global
market shifts in real time. Efficiency in managing companies under
modern conditions manifests itself through the speed of digital
changes and considerable spending by states and companies for
research and development in the area of robotics, ICT,
informatization, cloud platforms, "big data", nano- and micro
system technologies, renewable energy sources, energy storage
mechanisms, etc. (Dzhusov, & Apalkov, 2017). However, despite
numerous scientific publications, the issues related to strategic
company management and its development in the digital business
environment remain insufficiently studied.

Problem statement

company management under conditions of the digital

C he aim of research is to explore and analyze strategic
business environment.

&6

Results

the global business environment makes it possible to identify

characteristic changes in the theoretical substantiation of the
impact of its state on determining the strategic competitive
objectives for companies development and on selecting models of
their implementation.

:: n analytical review of publications on dynamical processes in

The classic definition of the concept "business environment" was
provided by Y. Rubin, according to which business environment is
"a set of external conditions, factors in activities and features of
environment for each business entity, which directly or indirectly
influence the formation of content for the activities of a given
business entity and its mutual relations with other business
entities" (Rubin, 2003). The existing business environment of
companies is a direct result of the fundamentals for the
establishment and functioning of states' economic mechanisms.
Each country has its own business practices, which may have
certain deviations from rational methods, because one way or
another the world is changing, thereby altering the terms and
conditions for doing business. The economic growth of a state and
its economic security depend on the effective functioning of
entrepreneurial structures, because their activity has a significant
impact on employment, the pace of economic development,
structure and quality characteristics of the internal gross domestic
product, restructuring of the economy, etc. (Papp, 2013).

However, according to some studies (Melnik,. 2007), one can
highlight current trends relating to the business world in general.
First, business environment is part of the social environment and,
under condition of a positive status, acts to increasing national
wealth and well-being. Second, a function of the business
environment quality is the effectiveness of economic processes in
a country. Third, no less important feature is that the business
environment has properties of territorial integrity, within which
relationships and relations among business people, nation, and
institutions (government, financial-credit, etc.) are created.

Scientific and technical progress makes it possible and necessary
to manufacture products with a market novelty while new digital
resources contribute to that communication process engages
people from most countries of the world. The trends toward
revolutionary transformation of technologies, first of all,
information and digital, predetermine the increase in the impact of
globalization and monopolization in the international business.

The scientific literature puts more emphasis on the perception of
business environment in the global dimension. At the present
stage of the business environment development, as noted by the
head of the Ukraine's Association of doctors of philosophy D.
Lozovitsky, one can formulate the ten global trends in business
that fundamentally alter the essence of the concept of
management (Lozovitsky, 2017). Development of modern business
environment is characterized by a rapid growth in the rate of
change and intensity of competition, which strengthens the
dependence of entrepreneurial structures on the level of
information awareness and the adaptive capabilities of companies
(Marchenko, 2013). Global companies, in particular, need to
accelerate their businesses and adjust processes, strategies, and
business models in proportion to the course of events. In a world
where markets are in constant motion, the strategies for searching
and advancing a product must restructure very fast. At the time
when digital technologies disrupt the dynamics of markets, they
also bring solutions for companies that are forced to work at the
speed of the Internet networks.

Therefore, the first trend in the modern business of the 21st
century can be described as: "the future comes faster than
management expresses a desire to say goodbye to the present.

The essence of the second trend is in the statement: "the capability
to adapt is the evolutionary feature of business efficiency, and the
ability to adapt quicker than others is a competitive advantage of
the future". The distinctive features of modern world are a high
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degree of uncertainty, enhanced dynamism, globalization, tough
competition. Under these conditions, there is no any single
universal method of management that could ensure that a specific
company adapts quickly, since its state depends on many factors
(the potential of the company, demand for products, behavior of
competitors, state of the economy in general, etc.), which is why
each company must devise its own strategy for survival and
development, based on the general principles of strategic
management (Babiy, 2016).

The third defining trend (Lozovitsky, 2017) is the need to not just
predict or plan a company'’s activities, but its clear, profound, multi-
variant, current and future forecasting, under continuously
variable conditions". In the classical management theory, scientists
have no consensus on defining the role of forecasting in the
strategy of a company and in the system of strategic management.
Thus, for example, D. Shandle and K. Hatgen believe that strategic
management is the "process of determining and establishing a
relationship between the organization and its environment,
consisting in the implementation of the selected goals and in the
attempt to achieve the desired state of relationships with the
environment by resource allocation, which would make it possible
for the organization and its units to function efficiently and
effectively (Schendel, & Hattch, 1972). J. Higgens understands this
concept as "a management process aimed at implementing the
mission of the organization by managing the organization's
interaction with its environment" (Higgins, 1983). According to I.
Ansoff, strategic management is "a multi-faceted, formally-
behavioral management process that helps formulate and

implement effective strategies, which contribute to balancing the
relations between an enterprise and the external environment, as
well as achieving the defined goals" (Ansoff, 1989). O. Vikhansky
and A. Naumov argue that strategic management is such a
management of the organization, which relies on the human
potential as the foundation of the organization, directs the
production activities to consumers' needs, providing flexible
regulation and timely changes at the enterprise, which match the
challenges from the environment and make it possible to achieve
competitive advantage" (Vikhansky, & Naumov,1996).

Authors K. Coyne and C. Subramaniam note that strategic
management, rather than "the ability not to go off the chosen
course", has transformed into a process of active continuous
management of strategy development depending on changes in
the sectoral conditions (Koin, & Subramanym, 2011). P. Drucker
believes that modern idea of management and its methods are
applicable to all structures of society and provide a sustainable
existence and development under conditions of uncertainty,
variability in not only market environment, but also non-
commercial activities in the social and scientific areas of society
(Drucker, 1999).

The external environment of a company is characterized by
complexity, variability, and uncertainty, and, typically, it defies
direct control. The theory of strategic management distinguished
four levels of uncertainty in the external environment of the
company, which are formed by different combinations of its
complexity and variability (Table 1).

Table 1
Characteristic of uncertainty levels in a company's external environment”
Uncertainty . External Characteristic
level environment state
Low Simple and steady If external conditions are quite certain, they can be anticipated, controlled, and taken into
consideration in advance when making decisions.
Moderate Complex but stable | The elements of such an environment do not change very quickly or unexpectedly.
Rather high | Simple and | Even though such a company is affected by a small nhumber of elements from the external
unsteady environment, their effect is very difficult to predict because they suddenly interfere in the activities
of the company and destroy its plans. Rapid changes create difficulties for management team.
High Complex and | Insuch a situation a company faces a large variety of factors from the external environment that are
unstable changing extremely rapidly and unpredictably. In some cases, such an environment poses a threat to
the existence of the company.

*Source: compiled by author based on (Yuriy, 2015).

In order to determine the level of uncertainty of the external
environment of the company, a management team will need to
answer two questions: first, how many external elements are
important for the activities of a given company, and, second,
whether these elements change slowly and predictably or
frequently and unpredictably.

Comparing the approaches by different researchers to defining the
content aspect of strategic management, one can state that the
complexity and dynamic nature of companies complicate the
development of a model of the strategic management process.

Underlying the classic models of strategic management are the
principles by I. Ansoff, H. Minzberg, M. Meskon and others
(Gerasimchuk, 2000). At present, when there is a substantial
transformation of the external environment, it is very important to
not only change the management mechanism, but to study the
feasibility of adjusting the adopted strategy.

Thus, researcher A. Babayevsky proposed, for structuring the
activities of a management team, a matrix of management actions
depending on the level of change in the instability of the
company's external environment (Table 2).

Table 2

Matrix of management actions depending on the level of change in the instability of the company's external environment

Change in the environment

Management actions depending on the level of changes

instability Essential

Moderate Negligible

Growth in instability Adjustment of mechanism for
implementing the strategy and
determining the expedience of

strategy refinement

Adjustment of mechanism for
implementing the strategy and
determining the expedience of
strategy refinement

Stability of mechanism for
strategy implementation

Decline in instability Adjustment of mechanism for
implementing the strategy and
determining the expedience of

strategy refinement

Possible adjustment of mechanism
for implementing the strategy

Stability of mechanism for
implementing the strategy

*Source: compiled by author based on (Babayevsky, 2016).

&
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Thus, to decide on the adjustment of strategy or a mechanism for
its implementation, the primary task is to identify the cause of
failure to meet the strategic parameters of the company's
development (Skoruk, 2016).

Thus, as noted by researchers M. Nebava and O. Ratushnyak
(Nebava, & Ratushniak, 2012), strategic management should
become the basis and, at the same time, a tool for effective long-
term development of company in any industry, as well as a tool for
solving prospective economic tasks and accomplishing socially-
relevant results.

The advantages of the strategic company management under
condition of change in the external environment, according to
scientists, include several arguments, namely V. Dykan (Dikan,
Zubenko, & Makovoz, 2013). notes that the great advantage of
strategic management is reducing to a minimum the negative
effects of occurring changes, as well as factors related to
"uncertainty of the future". According to the author, it is the
strategic management that provides an opportunity to consider
the objective (external and internal) factors that lead to changes,
to focus on studying these factors, to compile relevant information
databases, etc. According to O. Kovtun, the feasibility of
implementing strategic management has the following positive
aspects: first, the strategy, by reflecting the system of values, the
views of senior management of the company, its vision of the
future, would help refocus staff towards right direction; second,
the formed strategy would become the tool of coordination, which
would ensure the alignment of goals, and, in the event of
contradictions, contribute to the achievement of compromises,
would help analyze activities of the enterprise, determining the
causes of deviations between results and objectives (causes of
strategic gaps) (Kovtun, 2006). Scientists O. Berezin and M.
Bezpartochny believe that ensuring the long-term competitive
advantages and a long-life cycle of an enterprise are not less
important as advantages of strategic management (Berezin, &
Bezpartochnyi, 2010).

Consequently, strategic management has quite a lot of positives; it
should be noted that it is owing to it that a company's
management team can ensure effective solutions to the success
and sustainability of the company.

It should be noted that possibilities of strategic management are
not unlimited; this type of management, similarly to all others, is
not universal for any situations and tasks (Petukhova, & Stavitsky,
2015). The systematization of reasons why strategic management,
under conditions of changes in the external environment, is not
applied by companies' management teams has made it possible to
identify three groups of factors: the lack of professional skills for
building a successful company, focus on "short-term" business
projects for local market and too much focus on current affairs.

A review of existing scientific approaches to strategic
management and the choice of a marketing strategy shows that
studies by both foreign and domestic researchers contain many
opinions on the diversification of management models. Thus,
based on the above definitions, one can conclude that in order to
implement its objectives a company must manage the process of
its interaction with the external environment, first and foremost,
by building an effective system to control the accomplishment of
strategic goals. However, the scientific papers do not not include
conceptual provisions regarding the patterns in the formation of
development strategies of companies in a global digital
environment.

In this context, it is advisable to note the generalization of practical
experience of successful international companies and countries
focused on creating the digital economy in a globalized world.

Speaking at a private breakfast, organized by Cll and BCG during
annual meeting of the World Economic Forum in Davos
(Switzerland), Mr. Prabhu pointed (Press release, 2018) that "India
opens up like never before. We welcome investors in all sectors
and invest money in removing old obstacles to doing business. We
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believe that there is no alternative to be part of a globalized
society. By forming a new globalized system, we also solve the
problems of globalization for the benefit of our culture, economy,
and society".

Modern globalization underwent several different stages. The
global economic crisis gave way to the new phase in the
digitization of the economy and society — the integration of data,
businesses, and communities within the global space. A tireless
pace of ongoing digital evolution has specific development drivers:
digital economy, industry 4.0, the Internet of Things (loT),
including cloud computing, intelligent systems, open standards,
and cyber-security (The Changing Competitive Environment:
Standards and the Digital Economy, 2016). Inclusive digitization will
be a strong incentive for the united new globalized world.

Underlying the support to digital economy are the new technical
standards. The standards of doing business have shifted to the new
plane: from technical problems to positions that are of strategic
importance. Success in the digital economy will require both an
understanding of the standards and processes of digitizing
business and participation in the process of the evolution of
standards, which promote the development of digital evolution
(The Changing Competitive Environment: Standards and the Digital
Economy, 2016).

A characteristic feature of the digital business environment is that
it relates to the on-demand economy, which implies, rather than
selling goods and services, an access to them at the moment you
need them. Orders are placed online while their delivery is offline.
The benefits of such a digital business environment are, first of all,
the high speed of obtaining the necessary services or goods;
decrease in their price to end user by reducing the number of
intermediaries; simplification of finding consumers by suppliers of
goods and services.

Digitization is accompanied by a transformation of business
processes: from robotics in manufacturing goods and services of
mass consumption to new industries to create products with
individual characteristics for each customer.

Examining the impact of digitizing the business environment on
the overall innovations of international companies, a group of
experts (Press release, 2018) established that those companies that
invest heavily in digital technology demonstrate even stronger
relationships between diversity and innovation. In addition, these
companies reported an even bigger percentage of revenue from
new products and services. "If companies want to accelerate
growth, it is important to take advantage of the digital business
environment," said Mickey Tsusaka, a senior partner at BCG and
coauthor of the report. "Our research indicates that those
international companies that invested in digital technology and the
development of employees' skills demonstrate the largest
advantages over other business groups. They are able to take
advantage of the wealth of new ideas that can be created by these
teams of professionals".

According to study (Lozovitsky, 2017), in today's global business
environment, among the significant trends that affect the choice
of strategies by international companies are the following: the shift
from mass market to a changing market of individual or micro
groups of customers with the focus on a constantly increasing
speed of products output to the market, with a simultaneous trend
towards decreasing the life cycle of products and their quick
replacement.

It should be noted that international companies in the global digital
environment must constantly monitor dozens, even hundreds,
various factors that influence their activity, as well as dynamically
prioritize their responses to these factors.

All the above trends relate to business at any country in the world,
including the business in Ukraine, whose present stage of
development undergoes a serious shift in terms of stimulating
entrepreneurship. Of particular importance in this context is the
development of small and medium business entities, which,
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without requiring large starting investments and ensuring a high
rate of resources' turnover, are capable to quickly and
economically solve the problems related to restructuring the
economy, the creation of market and its saturation with consumer
goods and services (Papp, 2013).

The importance of the effective functioning of small and medium
businesses is emphasized in the Act on small business for Europe,
which is a program document for the EU countries in terms of
policy for development of small and medium-sized businesses,
where it says: "Our ability to use the potential of the development
and innovation of small and medium enterprises will be crucial to
the future prosperity of the EU. In a global context, characterized
by permanent structural changes and increased pressure of
competition, the role of small and medium enterprises in our
society has become even more important. They create jobs, as well
as play a key role for the welfare of local and regional communities.
Vigorous small and medium enterprises are able to make Europe
more resilient to the uncertainty that is inherent in today's
globalized world"(Commission of the European Communities, 2008).
But, despite this, the legal entities in Ukraine operate at present
under rather adverse conditions in the external and internal
environments. Factors such as the rapid devaluation of the national
currency and, as a consequence, the drastic reduction of
investment attractiveness of the Ukrainian economy, the military
activities in the east of this country, as well as other destabilizing
factors, negatively influenced and continue to affect the activity of
legal entities, predetermining the additional threat to their
commercial activities (Skoruk, 2016).

The sector of small and medium entrepreneurship is a very
important part of the market economy, as well as an integral
element of the competitive mechanism. However, despite this, the
Ukrainian economy has been traditionally characterized by a

Poland (position 24)

Kazakhstan (position 35)

Belarus (position 37)

Russian Federation (position 40)

Moldova (position 44)

Mean indicator per region (Europe and Central Asia)

Kirghizstan (position 75)

Ukraine (position 80)

relatively unfavorable business climate, which has always created,
and still does, obstacles for the development of small and medium
legal entities in particular.

According to the results of research, including such international
ratings as ""Doing business" and "Index of global competitiveness",
the business climate in Ukraine lags its neighbors and similar
economies. However, the results of these studies argue that the
situation was rapidly changing over the past years (Draft Strategy
for the Development of Small and Medium-Sized Entrepreneurship in
Ukraine for the Period up to 2020, 2017).

For example, in the report "Doing business" in which the rating of
favorable business conditions includes 189 positions — and the
higher a country's position in the rating, the more favorable the
business environment is for starting and operating an enterprise
(Maziy, 2015) — Ukraine climbed from position 152 (2012) to position
80 in the 2017 ranking. Such dynamics indicate that Ukraine has
significant potential and is currently introducing positive changes,
however, the country still needs to implement a large number of
measures to improve its business climate (Draft Strategy for the
Development of Small and Medium-Sized Entrepreneurship in
Ukraine for the Period up to 2020, 2017).

Fig. 1 shows the position that Ukraine holds based on the "Doing
business" rating, compared with neighboring economies in the
region. All countries in the group are ahead of Ukraine with Poland
being the leader of the group (position 24). Ukraine lags the region
in general in terms of the number of points to the first position in
the ranking, that is, the country that leads the ranking (Draft
Strategy for the Development of Small and Medium-Sized
Entrepreneurship in Ukraine for the Period up to 2020, 2017).

77,81

75,09

74,13

73,19

72,75

30 40 50 60 70

Points to first positions in the rating

100

Fig. 1. Rating of Ukraine and similar economies based on the index "Doing business — 2017" *

*Source: compiled by author based on WB Doing Business 2017.

Fig. 2 shows positions of Ukraine according to the basic points from
the rating "Doing business". Thus, for business in Ukraine, the most
difficult issue is to restore solvency (position 150), and the easiest
one is lending (position 20), which could be a consequence of the
presence of international lending and financial resources from
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different international financial organizations. However, the
access to financing has remained a substantial problem for small
and medium legal entities (Draft Strategy for the Development of
Small and Medium-Sized Entrepreneurship in Ukraine for the Period
up to 2020, 2017).
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Enterprise initiation (20)

Ensuring fulfillment of
contractual obligations (81)

International trade (115)

Taxation (84)

Permission for construction

Ownership registration (63)

Lending (20)

Protection for investors (70)

Fig. 2. Ukraine in the rating "Doing business"”

Scale: rating 189 — center, rating 1 — outer network.
*Source: compiled by author based on (WB Doing Business 2017).

These indicators do not demonstrate the level of digitization of
Ukraine's business environment. However, according to a separate
study (Chmeruk, & Kralich, 2018). Ukraine has been systematically
creating its own digital infrastructure. Ukraine had started at basic
technologies, the basic data transfer rate, and then gradually
developed more robust network to connect rural areas. More
importantly, this process, which is also aimed at the eradication of
poverty, requires major government initiatives and financial
support for infrastructure. On the contrary, the EU countries face
another problem of digital infrastructure, which s to provide a very
high-speed infrastructure for more common areas. The EU has a
very advanced statistical system for tracking progress in bridging
the digital divide, which helps EU politicians to develop more
targeted programs to address the discrepancies among the EU
countries.

According to the report by Factum Group Ukraine (Ukraine Factum
Group Ukraine, 2018), which was published by the Ukrainian
Internet Association, the increased quality level of digital skills of
Ukraine's population is a significant factor in the formation of the
national digital environment. Taking into consideration a decrease
in the total population of Ukraine, the Internet penetration over
the period from 2016 had increased and, as of May 2018, was 64.9
% (the number of the Internet users per 100 inhabitants). In 2018,
the Ministry of Economy attracted technical assistance from the US
Government worth of USD 78 million, of which USD 23.6 million
were intended to improve the legislative and strategic
environment according to European standards, improvement of
functions of public monitoring and public participation in the
processes of governance, to enhance the level of accountability of
the Ukraine's Government to citizens and to comply norms of the
rule of law (State Statistics Service of Ukraine, 2018).

The largest share among enterprises belongs to small businesses
(94.28-94.45 %), which are the integral components of modern
entrepreneurship. Therefore, supporting these legal entities by the
state would greatly affect the prospects of the development of
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domestic enterprises in general. According to a research provided
by the Institute for socio-economic transformation (Stricun, 2018),
Ukraine demonstrates negative trends in the development of small
and medium-sized businesses. The situation for private
entrepreneurs that work legally had significantly deteriorated
since the beginning of 2017, after the introduction of obligatory
monthly payment of a unified social tax regardless of the actual
revenues from entrepreneurship (at the time of this work — UAH
819, in 2019 — UAH 919). About 400 thousand entrepreneurs from 2
million of those registered had closed their businesses —they either
stopped activities or entered the "shadow" economy. The burden
of taxation in terms of paying a tax on revenues and a unified social
tax on employees directly increases for micro- and small
businesses.

Thus, about 80 % of micro-entrepreneurs, on average, believe that
a tax on revenues and a unified social tax are too high for doing
business.

Based on the results from "Annual evaluation of business climate"
(2015), the index of business climate for small and medium legal
entities was rather low even at that time (Program USAID
Leadership in Economic Governance, 2015), (Fig. 2). Out of four of its
components, the index of business environment (short-term) had
a negative value (-0.26), the other two - the index of business
activity (long-term) and the index of changes in regulatory
environment — had positive values (0.17 each), and the fourth one
— the index of business activity (short-term) — had a conditionally
negative value, close to zero.

An analysis of components in this index shows that despite the
unfavorable conditions in the business environment and economic
situation in 2015, there was a tendency to a slight revival of
business activity in the short-term, which had a relatively high
chance to become sustainable in the long term under the condition
for a change in the business environment.
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Fig. 2. Index of business climate for small and medium businesses in 2015 and its components™

*Source: compiled by author based on data from (Program USAID Leadership in Economic Governance, 2015).

However, still, there are more negative aspects in the field of
Ukraine's entrepreneurship than positive ones, and, judging by the
Ukraine's position in a series of world rankings, these are the
systems problems that exist in both the business environment and
in public administration (Boyda, 2016). And some of them are so
global in character that handling them calls for fundamental
economic reforms (Skoruk, 2016).

Based on the undertaken study, N.G. Maziy notes that one of the
most significant problems in business climate is corruption (Maziy,
2015). Corruption is considered to be one of the key reasons for the
slowing growth of the Ukraine's private sector, low diversification
of the economy and exports, as well as low productivity. In 2015,
according to data by Transparency International, Ukraine ranks 123
out of 167 countries in the Corruption Perception Index (Program
USAID Leadership in Economic Governance, 2015).

In addition to the common problems of business environment, the
development of small and medium-sized businesses is inhibited by
specific factors and problems that are inherent to this sector of the
economy, in particular the limited access to financial resources, to
markets, as well as technological barriers, that is, the limited access
to innovations and research (Popsky, 2015). All the above problems
exert an extremely significant destructive influence on the
formation of effective business environment.

Despite a number of challenges that complicate the activity of
enterprises, their elimination was addressed by the Government
that has already executed the following significant activities
(Skoruk, 2016): it organized procedures for inspecting legal entities
by administrative bodies and reduced their quantity; it followed
first steps to protect domestic businesses from illegal seizures
(raiders); it simplified mechanisms for obtaining permits; it carried
out significant work to prepare legislative acts in the field of
deregulating business activities; it introduced a unified simplified
procedure of state registration of legal entities and private
entrepreneurs, as well as rendering other administrative services;
it created a unified State Register of legal entities and private
entrepreneurs, which is open and public, it introduced electronic
registration of legal entities, etc.

Based on the characteristics of the state of business environment
and opportunities, the Government of Ukraine defined six strategic
goals for the development of small and medium businesses (Draft
Strategy for the Development of Small and Medium-Sized
Entrepreneurship in Ukraine for the Period up to 2020, (2017): 1) the
improvement of the legal, institutional and operational
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environment for small and medium legal entities; 2) the
improvement of access by small and medium enterprises to
financing; 3) simplifying tax administration; 4) promoting
entrepreneurial culture and the development of competitive
human capital and entrepreneurial skills; 5) promoting export and
internationalization of small and medium legal entities in the
context of the Association Agreement and the Agreement on free
trade area; 6) improving the competitiveness and innovation
potential of small and medium businesses.

An analysis of accomplishment of the set goals is correlated with
the strategy for creating digital economy for the member countries
of OECD, which should be implemented until 2020. A review of the
status of implementation of the planned measures (Organisation
for Economic Cooperation and Development, 2017). indicates that
the progress in the implementation of strategies of digital
development in 2016 amounted to 66 % in the field of infrastructure
development, 78 % —in the public sector, 56 % — in providing access
to the Internet, 62 % —in the use of digital technologies, and 52 % —
in the implementation of programs of e-commerce and
introduction of digital business processes.

Effective management of a company in the digital business
environment could include several stages that are closely related
and complementary. At the first stage, the company must
implement common software for use in different departments at
the enterprise; harmonize operational processes in the corporate
center and at production units; introduce certain pilot digital
management technologies. The next stage of company
management implies the development of organizational processes
at all its structural units. A rapid, unified, secure, and convenient
general system of data exchange is extremely important in order
to activate innovative development, especially for operational
decision-making, flexibility, and operating efficiency. At this
management stage, the key areas include the technological
automation of business-processes; automation of business
communications; deep development of IT infrastructure;
implementation of a budgeting system and the unified electronic
document circulation; providing companies' offices with modern IT
tools and mechanisms.

Thus, it is worthwhile to note that changes in the global digital
environment and business environment have common trends for
the development of international companies in local and national
markets. Under these conditions, most companies choose the
digital environment for rendering services, to sell products, to
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obtain alternative sources of financing via crowdfunding platforms
(Dzhusov, & Apalkov, 2016). New strategies for international
business development and innovation entrepreneurship
demonstrate attributes of employing cloud-based offices,
resources and business models of electronic commerce (Scorpio
Partnership Global Private Banking Benchmark, 2016).

Conclusions

A general conclusion drawn by most authors is that the business
environment is a rather complex concept and, in order to
substantiate the causal effect that its state exerts on strategies in
the development of companies, it is necessary to take into
consideration the scale of its impact both within a national market
and within the global economy. However, the impact of digital
transformations in the global economy on the structural changes
in the global market is not commonly accepted as the object of
research.

The conditions of global digital business environment change basic
classic rules of strategic management on the hierarchy of decision-
making. Traditional organizational "heavy" structures are
substituted with flexible business models. In the new economy,
"heavy organizations" would eventually die out, while those
"light" —would survive because they can change easier and adapt
to the dynamic conditions of the digital economy. The traditional
hierarchy of decision-making is too slow for the realities of the
global digital environment; therefore, the new management
approaches are needed. Classic theories of strategic management
do not provide answers to these questions. Most of the systems
related to business processes management are not designed to
support the high-speed mode of decision making.

Based on the results from an analysis of existing publications, one
can highlight several characteristic trends in the choice of
development strategies by international companies. The fourth
industrial revolution (Industry 4.0) for industrial enterprises has
shifted their strategic directions, and the transition to the digital
economy has led to the creation of new cyber-physical complexes,
which are combined in a unified digital ecosystem. For many
companies in the fast-moving industries, such as financial services
and retail and consumer goods, the lack of tools for business
intelligence in real-time is one of the greatest risks for their
strategic planning.

According to research, companies and their clients now require
tools inreal time, capable to provide insight and useful information
at the right time. Most companies face a problem on processing
the vast array of data whose amount is growing in the global
dimension. Increasingly, the competitive advantage and the price
to attract a client will be acquired by gathering market information
from a wide range of sources, including social networks and Web
analysis tools. Despite the need to work in real time, a significant
number of companies still do not have a proper business
environment to implement it.

Global digital environment changes the economic processes. The
infrastructure of modern business is the share of total economic
infrastructure, which is used to support e-business processes and
to conduct e-commerce. It includes hardware, software,
telecommunication networks, support services, and human
capital, all of which are employed in electronic business and trade.
Basic business processes are carried out owing to cloud-based
technologies and include purchasing, sale, production
management, logistics, as well as services for internal
communication and support. If a company is not able to adapt to
technological development, then, most often, the economic and
financial indicators of its activity quite dramatically change towards
negative because of the high competition in the market. Of
increasing popularity in today's society is the use of social
networks. Thus, in the global digital environment, the
competitiveness of countries, sectors, and companies undergoes
profound changes. These include the fundamentally complex
business and personal transactions, as well as strategic,
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technological and innovative solutions, and the new state policy. It
is expected that the impact will be widespread and devastating,
affecting all sectors of the economy, including services and goods,
as well as the involvement of jobs, innovations, and global
competitiveness.
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AunHamiyHi 34i6HOCTI B HimeLbKux
¢diHaHCOBMX KOMNaHIAX

Tobiac Oesep’

t«Horvdth & Partners», LLimymzapm, Himey4uHda

MeTa po60TH - A0C/iAUTU MpoOLecH, WO YTBOPIOKOTb AUHAMIYHI
34,aTHOCTI B HiMeLIbKMX PpiHaHCOBMX KOMMaHIAX.
Aunsaiti/MeTog/MNigxig pocaigKeHHA. EKCNAOpaTMBHMI AKICHUIA

aHani3  emnipuM4yHUX  AAHUX  METOAOM  MHOMKWHHOMO
cuTyauiHoro aHazisy (multiple case study)..

PesyabTaTM  Aoc/igKeHHA.  PesysibTaTu  cBigyaTb  mpo
B3aEMO3B'A30K  AMHAMiYHMX  3gibHOCTell 3 AMHaMIKOO

30BHILUHBOrO CepeaoBUWA KOMMaHii. Ha gaHuii mMomeHT
AVHAMIYHI 34iBHOCTI BUAB/AIOTBCA B Onepauifx, NoB'A3aHuX 3
OCHOBHOO 6i3Hec mogennto. Hanpuk/iag, BOHM MPUCYTHI B
PO3BUTKY KaHa/iB MOCTaBKM MOCAYr, a/se He BUAB/EHI B
PO3BWUTKY NPOAYKTIB.
TeopeTuyHe 3HayYeHHA
peKkomeHgauii 3 pO3BWUTKY  KOHUenuii  NOPiBHA/ILHOro
BUMIPIOBaHHA  AMHaMiYHUX  3gibHocTei.  [igTBEpAKeHO
B3aEMO3B'A30K 3 AMHAMIKOIO 30BHILLHLOrO Cepe/oBuLLA

BAOC/AXKEHHS. 3anponoHoBaHo

KOMnaHii.
MpakTMyHe  3HA4YeHHA  AocdigKeHHA.  KomnaHii  MOXyTb
BMKOPUCTOBYBAaTM  CTPYKTYpy sensing ->  seizing ->

reconfiguration i BUkopuctosysaTu gaHi Bumipu (dimensions)
ANA NOPIBHA/IBHOT OLiHKM CBOIX iHHOBALiIMHMX onepaLiin.

OpwuriHanbHicTb/LiHHICTb/HayKOBa HOBIi3Ha AOCAIAKEHHA.
MigTBEpAKEHO B3aEMO3B'A30K AMHAMIYHMX 3gibHOCTeN 3
AVHAMIKOO 30BHiLLUHBOrO cepegoBsuLLa KOMMaHii.
MpouecyasbHuii  nNiAXig 3po6bMB  TEOPETUYHWMI  KOHCTPYKT
AVHaMIYHUX 34i6HOCTe 6i/bll 3pO3YMi/IMM A/18 BUMIDIOBaHHS.
3anponoHOBaHO  LW/AXM  OnepawioHanisauii  KOHCTPYKTY
AVHaMIYHKX 3gi6HOCTEN..

Tun cTaTTi — emnipuyHa.

Katouosi croea: guHamivHi 34i6HOCTI; iHHOBaLifA; piHaHCOBI nocayru;
AMHaMiKa 30BHILIHbOrO cepe/oBULLa.

O

AVIHaMVI‘-leCKVle CrnocobHOCTU B HEMEUKUX
(I)VIHaHCOBbIX KOMMaHHUAX

Tobuac O33zep’

t«Horvdth & Partners», LLimymzapm, lrepmaHus

Lenb paboTbl - uccieqoBaTb  npolecchl,  obpasyrolime
AVWHAMUYECKME  CMOCOBHOCTM B HeMeUKUX  (GUHAHCOBBIX
KOMMaHuAX.

Ausaitn/MeTog/Moaxos uccneAoBaHus. JKCM/I0PaTUBHBIN

Ka4yeCTBEHHbIM aHa/IM3  3MMUPUYECKMX AaHHbIX MEeTOA0M
MHOMECTBEHHOTO CUTyaLMOHHOro aHaimsa (multiple case
study).

PesyabTaTbl UccieaoBaHuA. PesyabTaTbl CBMAETENbCTBYIOT O
B3aMMOCBA3N AMHAMUYECKUX CMOCOBHOCTEN C AMHAMUKOWM
BHeLIHeM  cpeAbl  KOMMaHWW. Ha  gaHHbIA  MOMEHT
AVHaMUYecKne CrnocobHOCTM MNPOABAAIOTCA B Onepauuax,
CBA3AHHBIX C OCHOBHOWM 6u3Hec Mogenbto. Hampumep, OHM
NPUCYTCTBYIOT B PasBUTUM KaHa/OB MOCTaBKW YC/AYr, HO He
0b6Hapy»KeHbl B pa3BUTUM MPOAYKTOB.

TeopeTnyeckoe  3HayeHuMe  ucciegoBaHuA.  [Ipea/oxeHbl
peKoMeHaauuM Mo PasBUTMIO KOHLEMNUUU CPaBHUTE/IbHOrO
M3MepEeHNA AMHaMU4ecKmnx crnocobHocTei. [oaTBepxaeHa
B3aMMOCBA3b C 4MHAMUKON BHELLIHEl Cpesbl KOMMNaHWUU.

MpaKTMyeckoe 3HayeHMe UCCIeqoBaHUA. KomnaHun  MoryT
MCMo/b30BaTh CTPYKTYPY sensing -> seizing -> reconfiguration
M  WCno/sb30BaTb AaHHble wu3mepenus (dimensions) aas
CPaBHUTE/IbHOM OLEHKM CBOMX MHHOBALMOHHbIX OnepaLimii.

OpuruHaabHocTb/LleHHocTb/HayyHash HOBM3HA  UCC/e40BaHuA.
MoaTBEpK/AeHa B3aMMOCBA3b AMHAMUYECKMX CMOCOBHOCTEN ¢
AVHaMUKOW BHeLWHel cpeabl KomnaHuu. [poueccyasibHbli
NnoAXo4 CAe/san TeopeTUHEeCKUi KOHCTPYKT AMHAaMMYeCKMX

cnocobHocTelt  6osnee  MOHATHbIM A1 U3MEpPEHUs.
MpeAsoxeHbl  MyTM  OMEpauMOHaZnM3aLMM  KOHCTPYKTa
AVHAMUYECKMX CMOCOBHOCTEN.

Tun cTaTby — SMNMpUYecKas.

Kniouesble cnoea: pguHamuueckue CrnocoBHOCTM, WMHHOBALMA,

¢dUHaHCOBbIE yCyrH, AVHAMKKa BHELLHEN cpe/pbl.
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Introduction

create a sustainable competitive advantage. At the heart of

this question is the generation of future cash flows which are
the foundation for corporate valuation (Teece, 2014). The search for
an answer proves to be extremely difficult and has fittingly been
compared to the quest for the Holy Grail (Helfat, & Peteraf, 2009).
It is further strained by depictions of a dynamic economic
environment where long-term success might stem from a firm’s
ability to constantly reinvent its sources of wealth creation
(McGrath, 2013). But what constitutes to such an ability?

:: ne of the essential questions in strategy literature is how firms

The Dynamic Capabilities approach shall provide an explanation for
sustainable success of firms especially in dynamic market
environments (Teece et al., 1997). Dynamic Capabilities are argued
to enable a firm to modify or renew its resources to address market
changes and can thus explain intra-industry differences in firm
performances. They supposedly reside with managerial and
organizational processes which comprise sensing, seizing and
reconfiguration (Teece, 2014). Yet the research remains mostly
conceptual and output-oriented without sufficient explanations of
the mechanisms behind these three clusters (Ambrosini, &
Bowman, 2009).

This paper investigates how Dynamic Capabilities look like in the
German financial services sector. Qualitative case-based methods
are applied to identify processes which underlie sensing, seizing
and reconfiguration in multiple financial services firms under
consideration of the market environment. Thus this paper is an
attempt to open the lid of “the Elusive Black Box of Dynamic
Capabilities” (Pavlou, & El Sawy, 2011, p. 239) in order to facilitate
operationalization and give graspable guidance for practitioners.

Research question

Dynamic Capabilities look like in the financial services sector? In

particular, processes of banks and insurers in Germany which
underlie the clusters sensing, seizing and reconfiguration are
investigated in order to substantiate Dynamic Capabilities
(Eriksson, 2014). Multiple firms are explored to identify
commonalities, as researchers were urged to do (Wang, & Ahmed,
2007).

:: his paper endeavors to answer the research question How do

Theoretical background

Origins and development of

Capabilities concepts

Dynamic

explain sustainable competitive advantage especially in high-

velocity environments characterized by rapid technological

change (Teece, & Pisano, 1994; Teece et al, 1997).
Accordingly, capabilities embody a firm’s potential for a
competitive advantage. They are embedded in managerial and
organizational processes which are shaped by asset positions and
available future paths. Sustainability of a competitive advantage
stems from the potential idiosyncrasy of capabilities (Teece et al.,
1997). Dynamic Capabilities, the “ability to achieve new and
innovative forms of competitive advantage given path
dependencies and market positions” (Teece et al., 1997, p. 516), can
thus be a source of sustainable competitive advantage (Teece,
2014). They are initially defined as “the firm’s ability to integrate,
build, and reconfigure internal and external competences” (Teece
et al,, 1997, p. 516), i.e. processes and routines (Teece, & Pisano,
1994; Barreto, 2010).

:: he early works develop the Dynamic Capabilities approach to

Several definitions arose as well as discussions about the potential
of Dynamic Capabilities to create a sustainable competitive
advantage (Eisenhardt, & Martin, 2000). An attempt to integrate
and unify the different viewpoints was made by Helfat et al. (2007)

&b

who define a Dynamic Capability as “the capacity of an
organization to purposefully create, extend, or modify its resource
base” (Helfat et al. 2007, p.4). The authors explicate the role of
managers and organizational processes. Asset-orchestration is
emphasized as an especially relevant managerial function in
dynamic markets, besides traditional coordination and adaptation
functions of managers. This asset-orchestration includes the
design of business models, configuration, orchestration and
coordination of co-specialized assets, selection of investments in
situations of uncertainty, selection of structures (organization,
governance, incentives), and nurturing of processes for change
and innovation. Antecedents to these managerial functions are
information gathering and analysis, possibly by organizational
routines (Helfat et al., 2007).

To understand Dynamic Capabilities it is argued that processes
which relate to the firm’s resource position must be understood
since not the capability itself is observable, but rather the
constituting processes. These comprise both managerial and
organizational processes which support change in the firm,
explicated as processes for search, decision-making and change-
management. This process lens effects research: The focus shifts
from content-oriented ‘what’-questions (e.g. what defines
Dynamic Capabilities, what is their outcome) to process-oriented
‘how’-questions (e.g. how does change occur, how are decisions
implemented) (Helfat et al., 2007). Teece (2007) built a framework
which disaggregates Dynamic Capabilities into the capacities “(1)
to sense and shape opportunities and threats, (2) to seize
opportunities, and (3) to maintain competitiveness through
enhancing, combining, protecting, and, when necessary,
reconfiguring the business enterprise’s intangible and tangible
assets” (Teece, 2007, p. 1319).

Wang and Ahmed (2007) emphasize a recurring character of
Dynamic Capabilities. Furthermore, they claim that Dynamic
Capabilities might display common features across firms at a
general level. Similarly, Ambrosini and Bowman (2009)
acknowledge that the routines of Dynamic Capabilities might
resemble one another from firm to firm, but that “the dynamic
capability in practice, would display subtle but important
differences across firms” (Ambrosini, & Bowman, 2009, p. 44).

Helfat and Winter (2011) reemphasize to consider market
dynamism in the research and suggest to include markets without
rapid change. Since capabilities can be built, firms that operate in
dynamic environments might be more prone to develop Dynamic
Capabilities than firms in more stable markets. Conceptualizations
of industry dynamics still display “serious deficiencies” (Hauschild
et al., 2011, p. 438). A possible definition includes technological
changes, changing customer preferences, and varying demand for
products or supply of production material (Jansen et al., 2006).
Hauschild et al. (2011) developed a measurement concept which
captures frequency, magnitude and irregularity of changes in
customer preferences, competitive situation and technology.

An attempt to reconcile the research on Dynamic Capabilities and
integrate the different perspectives acknowledges that Dynamic
Capabilities alone will not ensure superior firm performance but
that “the joint presence of strong Dynamic Capabilities, VRIN
resources, and good strategy is necessary and sufficient for long-
run enterprise financial success” (Teece, 2014, p. 334). Whilst
strategy should identify and determine ways to deploy VRIN
resources, Dynamic Capabilities allow the firm to perform these
activities repeatedly and thus serve as an enabler for strategy by
providing the firm with the necessary flexibility (Teece, 2014).

Understanding of Dynamic Capabilities in this
paper

ynamic Capabilities are regarded as the firm’s capability to
@react to or create changes in the market. Their input is an
opportunity or threat and their output the firm’s reaction,
possibly including a change of its resource base. As capabilities,
they can be a source of a sustainable competitive advantage if they
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work effectively and display idiosyncratic elements. Especially but
not exclusively in highly dynamic markets they are likely to be
relevant for firm success.

Regardless of the degree of environmental dynamism, Dynamic
Capabilities might be an enabler for the firm’s strategy. This is
recognized by the disaggregation into sensing, seizing and
transformation/ reconfiguration: Dynamic Capabilities can enable
the firm to sense opportunities and threats in the market
environment, to seize these opportunities, and to transform firm
resources if required. As capabilities themselves, these three
clusters are likely to be created and put into use through processes.
In order to investigate Dynamic Capabilities, it is thus necessary to
observe processes that constitute to sensing, seizing, and
reconfiguration.

For sensing, the input is an opportunity or threat that exists in the
market environment. The output are options for the firm, i.e. the
sensed opportunities or threats. These options are the input for
seizing. The output is an option that is seized through a decision, a
modified business plan, or the like. This decision or formalized plan
of action is the input for reconfiguration. The output is a
transformed or reconfigured resource, i.e. a changed process, a
new technology, a new location, an innovative product, a modified
governance, and so on. Dynamic Capabilities deal with change in a
firm and should not be understood as static entities. The underlying
processes are also prone to change as the firm develops. Thus their
observation is always contemporary.

It seems possible that the observed processes display
commonalities between firms, especially in the same industry.
Managerial skills and the actual integration of the clusters sensing,
seizing and reconfiguration still allow for idiosyncrasy, even in the
hypothetical case that the underlying processes were completely
identical. Thus it is necessary to examine multiple firms of an
industry.

Methodology

Research design

field investigations on Dynamic Capabilities (Ambrosini, &

Bowman, 2009; Wang, & Ahmed, 2007; Helfat et al., 2007).
The chosen industry is the German financial services industry,
which has been described as interesting for research on innovation
(Jansen et al., 2006). The investigation is twofold: Industry
characteristics are considered, and at firm level activities and
processes of the three clusters identified.

:: his paper answers requests from scholars for more qualitative

Methodologies used for process research are applied, as
suggested by e.g. Helfat et al. (2007). An aim of process research is
to gain an understanding of the temporal evolvement of things
(‘how’) as well as to provide an explanation for such an evolvement
(‘why’) (Langley, 1999). In line with this, this study’s purpose is
exploratory and descriptive. The use of the three clusters adds a
deductive element. However, since no a priori hypotheses are
drawn and tested this paper remains mainly inductive (Saunders et
al., 20009).

“To get a feel of what was going on” (Saunders et al., 2009, p. 126),
case-based research is applied (Eisenhardt, 1989; Yin, 2009). A
phenomenon of contemporary nature is investigated in its real-life
context and it is possible that the boundaries between the
observed phenomenon and its context are blurred. For process
research and its focus on ‘how’-questions, case studies are an
applicable and prevalent methodology (Helfat et al., 2007; Yin,
2009).

" Operations might seem surprising. However, as one interview partner put
it, in an industry such as banking operations might serve as the main
intelligence of a company. Furthermore, Teece (2014) recognizes that
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Dynamic Capabilities can be an enabler for a firm’s strategy. Thus
the research is conducted on firm level, in contrast to e.g.
examining single departments. To identify commonalities multiple
firms are included. This results in a holistic multiple-case design
(Yin, 2009).

(Semi-structured) interviews with experts are used as a major
source to collect case study evidence (Yin, 2009; Gioia et al., 2013).
Observation at the site of the firms, a standardized questionnaire
and documentation, either publicly available or handed out by the
interview participants are further used for data triangulation (Yin,
2009).

The questionnaire aims at identifying the participants’ assessment
of the market dynamism on a 7-point Likert scale. The questions
concerning dynamism were guided by the matrix customers,
competition, and technology; as well as frequency, magnitude, and
predictability of change. Regulation was added since several
regulatory measures influence the German financial system (IMF,
2016).

Two strategies are used to theorize from the process data:
Narrative strategy to give a feel for the context in which the
respective firms operate; and synthetic strategy to allow for cross-
case comparisons (Langley, 1999).

Population and sample selection

resemble characteristics of the German financial services

industry (Behr, & Schmidt, 2015). In 2015, around 70% of the
institutions were banks, 15% insurances, and the remaining
companies were funds (IMF, 2016). The German Central Bank lists
1.689 reporting banks which are divided into three so called pillars,
namely commercial banks, savings banks, and cooperative banks
which differ in their legal ownership structure. Different business
models operate in all three categories (Koetter, 2013; IMF, 2016).
Savings and cooperative banks represent more than three quarters
of institutions and their business models often require a dense
regional coverage. However, direct banking plays an increasingly
important role (Deutsche Bundesbank, 2015).

:: ingle organizations serve as cases. The sample should

The cases were selected for the following criteria: Resemblance of
banks from all three pillars, resemblance of the variety of business
models, resemblance of different sizes of banks, focus on
cooperative and savings banks, and inclusion of at least one direct
bank. For further comparison an insurance company was included.

Since firms are the cases, the interview partners must be in a
position which allows them to gain an understanding of the
processes at firm level. Directors, first and second level
management of certain departments were identified as suitable
informants.  Promising departments comprised strategy,
innovation, market research, in-house consulting, business
development, product development, organization and operations.’

Sample

comprises four cooperatives banks, two commercials and one

savings bank as well as one insurance company. In each
company at least one of the interviewees was a member of first or
second level management with regular contact to the directors.
Wherever possible, multiple interviews per firm were conducted.

:: ight companies were selected as the cases. This sample

“many discussions of operations strategy drift into what | think of as
dynamic capabilities” (p. 331).
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The interviews were led with open questions. In the progress of the
interview phase, information from the already conducted
:: guide was prepared for the semi-structured interviews. After interviews were used when appropriate, e.g. an example to keep

Research procedure

each interview, a protocol was completed to capture the the flow of the interview when participants struggled with a
environment and any occurrences during the appointment. question.
Table 1
Selected cases

. o Rank in this research (largest = 1, smallest = 7)
— . Business model specifics
Institution Pillar - Balance sheet
(simplified) total Number of employees
Bank A* Cooperatives Provides basically one product 6 6
Bank B Commercials Connected to manufacturer 2 1
Bank C* Cooperatives Building association 3 4
Bank D Cooperatives Focused on occupational 5 5
group
Bank E Cooperatives Regional retail bank 7 7
Bank F Commercials Direct bank 1 3
Bank G Savings Regional savings bank 4 2
All-sector insurer (nfa)
Insurance A (n/2) (life and non-life) medium-sized firm

* Note that these two institutions do not have the legal form of cooperatives (“eG”) but are part of a cooperatives’ group structure in which the

institutions act independently.

13 interviews were conducted. Six participants requested
telephone interviews, the other seven took place face-to-face at
the site of the firm. All interviews were conducted by the author
during three weeks in July and August 2017. 11 participants gave
their permission to record the interview, and for two participants
extensive field notes were crafted. The appointments lasted on
average one hour, with an average interview time of 50 minutes.
After the interview, the participants were asked to fill in the
questionnaire. 11 participants returned the questionnaire, including
all face-to-face participants. Further data was collected from
company publications and secondary literature. Transcripts were
prepared by the author. All interview data was analyzed following
the procedure laid out by Gioia et al. (2013). A basic structure for
codification was already laid out by the three clusters. Further
identified themes include industry and company characteristics.
The above mentioned narrative and synthetic strategies were
applied to draw conclusions.

Limitations

meant to be representative, but shall give a look and feel of

what is going on. However the validity of the findings might
be further limited. Case-based data are prone to subjectivity from
the researcher. This might occur in the design of questions and in
the interpretation of findings. To overcome this limitation, the
interview guide was based on arich theoretical foundation and the
questions designed in a non-specific way. Interpretations are rarely
used in the presentation of the findings to allow for a neutral
assessment by the reader. For discussion, the strategies to theorize
from process data allowed for a step-by-step interpretation of the
transcripts.

:: ince this paper applies case-based methods it is inherently not

Another limitation might stem from the limited sources of data.
This paper did not aim at getting the finest-grained process data of
a single firm, but to find out how Dynamic Capabilities look like in
an industry. The selection of cases and the collected data appeared
suitable for this endeavor. Additionally the interview partners have
a rather high seniority which might increase the data validity.

2 OPEX stands for ‘operational excellence’. For the chapter ‘4. Findings’,
quotation marks indicate direct quotation from a participant.

Results

Industry characteristics and dynamism

in the last two decades, mostly due to mergers and

acquisitions (Koetter, 2013). The participant from a banking
association reports a “high cost pressure” on banks, and the
industry is characterized as efficiency-driven with an “OPEX-
tradition”.? Prevailing business models of banks and insurance
companies are vulnerable to the monetary policy of low interest
rates which adds to an overall low profitability (IMF, 2016). The
increased M&A-activity as well as the still high number of firms, the
low profitability and efficiency orientation indicate strong
competition and saturated markets (Jansen, 2006). A decline in the
number of branches points to a shift of business models towards
activities that do not require a dense network of local agents, e.g.
by nurturing other distribution channels such as online-presence
(Deutsche Bundesbank, 2017; Koetter, 2013).

C decline of more than 50% in the number of banks took place

The responses to the questionnaire indicate an ongoing dynamism
of the market environment. Especially the magnitude of changes is
perceived as strong. Whilst the frequency of changes also indicates
a dynamic environment, all changes seem to appear rather
predictably. Statements by the participants underline the changes
which currently stir the German financial services industry and
might lead to a future where “banking will be needed. But not
banks”. The traditional role of banks as a “risk intermediary for
financial allocation” might no longer be a differentiator but a
prerequisite. The actual success will stem from the banks’ ability for
“relationship management” for which it will be key to make the
“intangible financial services” comprehensible.

The main reported drivers for dynamism are technological
changes. In line with this, all interviewees mentioned digitization
initiatives which are either efficiency-oriented or aim at “chances
related to the customer interface”. Interestingly, changes in
customer preferences for products and services are perceived
comparatively small.
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This might either indicate a well-functioning customer centricity
which was mentioned as a key decision making parameter by
several participants, or that the customer needs are misperceived.
As one participant put it, financial services providers “believe to
know what the customers think. Without actually asking them””.

Another explanation might be that the actual financial products
and services remain rather stable, whilst the channels to distribute
and provide these services change: An app or online loan
application is not a new product, but a technological change. This
observation is even more apparent for insurers: The “home and
content insurance did not change for 115 years. This product
survived the First, the Second World War, the ‘Wirtschaftswunder’,
the hippie period, the ‘Generation Golf’, September 11, it survived
everything”. Thus innovation might not be found in products and
services, but in the underlying infrastructure (technology,
processes, etc.) to provide and distribute these services.

Regulatory changes have a high frequency of occurrence and a
strong impact but a rather high predictability. Yet, their
implementation seems very capacity-intensive as these topics
“certainly need the most in terms of resource management”.
Competitor-induced changes add to a dynamic environment for
financial services but only rank third, despite the competitive
environment.

Case Bank A

sector and belongs to a holding. The bank distributes a narrow

range of retail products through the branch network of other
cooperative banks in Germany and online channels. In terms of
balance sheet total and headcount it is a smaller bank and the
second smallest institute in this research. The assessment of the
environmental dynamism was the highest of all cases. Bank A
experiences a growing market for its core product with strong
competition in which the bank was able to increase its market
share.

: ank A is a deposit-taking credit institution of the cooperatives

The structure for future development is laid out in strategic
guidelines by the directors which are reviewed on a yearly basis.
Several channels carry stimuli for changes into the bank. This is
somewhat unstructured and ideas “are coming from everyone”.
However, in order to be recognized for implementation a project
profile must be created. This is “no scorecard, therefore not
quantified”.

The first selection is carried out by a transformation management
unit and includes checks for a strategy-fit and an IT-fit. Afterwards
the idea is proposed to a management circle of “all those who
report directly” for further discussion. The final decision remains
with the directors.

For realization, formal planning of the implementation and
different formats for employee participation shall ensure a formal
and cultural stabilization of the changes. The formal planning
involves the identification of required employees of the affected
departments and providing required documents and guidelines.
Standards include a change of the organization manual and other
governance-related documentation. Transformation management
serves as a knowledge memory and provider in all these activities.

Involvement of the concerned parties shall increase the willingness
to change. Every project must have a target which consists of a
problem and the solution to encourage the employees, e.g. “to
look forward to a new CRM system which will facilitate your work”.
A high employee participation is intended: For example, to spread
the strategy the employees were asked to propose slogans that
they connect with the current target vision for a company-wide
poll. Furthermore, the most heavily affected department usually
acts as sponsor in the steering committee to “reduce surprises”
and also “establish commitment within the departments”.

&b

Case Bank B

that belong to a world leading manufacturing group (parent).

It aims at sales promotion of the parent’s products by offering
financing and insurance solutions. The bank in the group is a
deposit-taking credit institution and belongs to the commercial
sector. It is the second largest in this research in terms of balance
sheet total and largest in headcount.

: ank B (group) comprises several financial service providers

The assessment of the market dynamism yielded the second
lowest perception of all cases, possibly due to the connection to
the parent. Changes mainly stem from regulations. Bank B is
characterized as not very agile and has a low grade of digitization
with “IT that is 50 years old”. Ideas for initiatives are mainly
developed on top management level. This results in an idea
development which mostly derives “from its own terms”.

Initiatives can be divided into strategic projects from the parent
and others. Projects of the former are pushed into the organization
top down but the actual completion involves the internal or
external customer. In a digitization initiative, for example, “the
prioritization of the order of products was developed together
with the customer”.

Discussion and prioritization of all other initiatives take place every
four to six weeks in a “decision-making circle” of managers from
different departments. Decisions are generally reached rather
flexible, “sometimes formalized in a business case, with all the
trimmings, and sometimes from a gut feeling”. The final decision
remains with the directors.

Participation and engagement are central to create a willingness to
change. Yet in large projects “participate maybe two, three
employees, but it affects 500”. This shall be mitigated through
different communication formats but to “reach an extensive
willingness to change at project start is rather not the case”. In a
large and successful restructuring project which started last year,
involvement of the management levels in “every detailed process”
proved as a success factor. On employee level a willingness to
change exists at least with regard to technology due to the old IT.
Customer feedback plays an integral role for the employees to
accept a change or not. If an external customer signalizes support
for anidea, the implementation and stabilization at employee level
are more likely. Vice versa, negative external feedback results in
blaming the management: “They have decided it”.

Case Bank C

ank Cis a deposit-taking credit institution of the cooperatives
sector. As one of the largest German building associations
Bank C is specialized on building society savings and real
estate financing for retail clients. Its products are distributed via

branches. In terms of employees it is the fourth largest bank in this
research, and third in balance sheet total.

Bank Creports a challenging market environment, especially driven
by the low interest rate environment. However, the perceived
market dynamism was lower than the average of all banks. The
bank is rather traditional and did not experience many changes in
the past decades due to ongoing success and a strong market
position. Yet the bank currently has to undergo a cultural “change
in thinking and procedure” towards a more agile organization: An
ongoing strategic re-orientation into a field of business with fiercer
competition requires quicker responses.

“No concrete channel exists” where ideas enter the bank and “no
standardized process exists to pour these in”. The responsibility
remains with the line managers “to collect and channel” ideas. In
order to identify needs and discuss ideas, two circles come
together every month. Furthermore, a department for innovation
management was set up two years ago to actively look for new
technological solutions and increase acceptance from the business
department by “pre-thinking solutions”.
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Whilst every department has their own budget for smaller
initiatives, larger scale decision making remains with the directors.
The yearly strategy process develops strategic guidelines. During
the year ideas require a proposal to the directors.

For prioritization, the promised benefit is central. Key questions for
its evaluation are “do we need this, do we want this, or does the
customer want this?”” The bank “rather tends to take too long than
to be too fast” to make decisions.

Changes concerning the business model are embedded into a
standardized and established “new product development
process”. Smaller ideas are “cut up small, tested, and if they work
out well many arguments exist for scaling”. This shall ensure that
multiple ideas can be tested at once without overstretching
budgets.

The tardiness to change originated on management level. Success
factors for the ongoing transformation are an awareness of the
necessity to change in all managers, and to make new initiatives
graspable. On employee level transparency is important and a
higher degree of personal responsibility. Tools such as “creative
zones”, design thinking workshops, and the like are regarded
ineffective. It is believed that “today’s organizations are not yet
made for such freedoms” and thus stimuli from the outside are
important.

Knowledge management remains heterogeneous across the
departments which act quite independent in “their own small
princedoms”” once the budget is allocated. Whilst certain degrees
of freedom are important for an entrepreneurial spirit, the current
situation is considered negative since company-wide interests
seem to be neglected.

Case Bank D

ank D is a deposit-taking credit institution and one of the
Iargest banks in the cooperatives sector. Unlike other

cooperatives the bank does not have a regional footprint but
operates more than 80 branches all over Germany. It is specialized
in banking for an occupational group and regards its business
model as unique in Germany. The offering comprises solutions for
retail and wholesale clients. It is the fifth largest bank in terms of
headcount and balance sheet total in this research.

Band D reports a strong market position and favorable business
environment of its target group. The assessment of the
environmental dynamism was the lowest of all banks. Still,
technological and regulatory changes are the most frequent and
have the strongest magnitude. All changes seem to appear
predictably, and the bank is able to “purposefully gather
information” from its environment and also to evaluate these
information, but the realization is often hampered by unavailable
capacities which are bound by regulatory topics.

The main initiatives stem from the bank’s directors and top
management who “notice what is going on in other houses, or in
FinTechs”. Ideas concerning new fields of business derive from the
departments as these have the deepest knowledge of their
respective market.

The directors are the main decision-making body. Strategic
guidelines are reviewed and developed on a yearly basis. “Project
portfolio circles” in the bank “evaluate and prioritize strategic-
structural projects on a quarterly basis”. The participant calls this
procedure “the classical, bureaucratic way”.

Perfectionism appears inherent in the bank’s culture. A low error
rate persists and traditionally the whole industry has a low
tolerance for mistakes. This perfectionism is not regarded as
positive as “possibly things need a little longer or chances are

3 Only changes in customer preferences are regarded as predictable.
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seldom seized”. Therefore, “the directors sent out the clear
message” that the employees should more actively test out ideas
with pilot projects, e.g. in single branches.

Ideas for changes are realized in projects. The project structure is
usually “very classical” which shows a rather centralized approach,
confirmed by the participant with regard to politics which emerge
in the headquarters.

Case Bank E

ank E is a deposit-taking credit institution and part of the
cooperatives’ sector. It is a retail bank with a strong regional
footprint and has retail as well as corporate clients. It is the
smallest bank in this research. Besides its network of more than 20

branches, the bank is accessible for customers through online
channels and regards itself as a pioneer in online banking.

The assessment of the market dynamism yielded one of the highest
results in this research. Main drivers are technological changes.
Interestingly, Bank E is the only bank that does not regard the
occurring changes as predictable.? In line with this, the participant
mentioned that “nowhere happens this teasing out, this hunting
for good ideas”.

The search for new ideas is “distributed among the shoulders of
the management”. This supposedly results in a pre-filter since
every idea is evaluated under consideration of the impact for the
respective manager’s department. However, the participant
described the relationship between the department heads and also
the directors as trustful and a weekly exchange takes place across
all management levels. Large ideas and strategic changes such as
massive changes of the business model usually originate on
director’s level. The participant exemplified the concentration on
“media channels for customer sales” that was triggered by one
director.

An idea must promise some kind of measurable benefit in order to
be decided upon. “Operands” for measurability can be monetary
or qualitative. All projects are reviewed, the operands measured
and the project declared successful or not.

The decision-making speed is evaluated as part of a yearly poll on
management level and always “yields values better than 2 in the
school grading system”.4 Furthermore, the poll assesses project
realization and the crucial success factor appears to be resource
availability.

For project staffing, the person responsible publishes the required
knowhow and all employees can apply to participate. Thus “a
project organizes itself in an appropriate structure”. Rejected
candidates are frequently integrated into quality assurance tasks.
This leads to employee involvement which is regarded as the
central success factor for the implementation of changes. Besides
involvement, another success factor for the implementation of
changes is transparency as “I can only participate if | know what’s
going on”. Furthermore, the participant regards it as essential that
each employee must have the feeling that autonomous work is
desired by the superiors: A basic attitude that “at our place,
everything is always in progress” must be initiated by the directors
and communicated “mantra-like” over all hierarchical levels.

A public forum for discussion on employee level does not generate
much participation and rather serves as an informational tool.
Similarly, attempts to establish the collection of best practices
were not successful. A central department as a knowledge
provider e.g. for project methods is therefore regarded as
important.

4The German grading system ranges from 1to 6 with 1 being the best
possible grade.




ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

Case Bank F

ank F is a deposit-taking credit institution that belongs to the
commercial banks sector and operates as a direct bank which
means that it does not have any branches. It is one of the
largest retail banks in Germany and has a wholesale offering for

corporate clients. In terms of balance sheet total, it is the largest
bank in this paper and third largest in headcount.

The assessed market dynamism yielded above average frequency
and magnitude of changes. Main drivers of both categories are
technology and regulations. However, all changes are regarded as
rather predictably.

Organizational agility appears as a key factor for the success of the
bank. This topic is specified as the collaboration between business
development units that operate in each department and the bank’s
IT. On a cultural level, an encouragement of personal responsibility
and autonomy are regarded as central elements. Such agile
elements are contradictory to the bank’s original operations that
derive from a “hard, or very stringent model, guided by Tayloristic
principles” with “many small process sections”. Yet the bank was
able to establish a culture where changes “are almost always
successful”.

The classical entrance channel for ideas is that “some manager,
director comes along, gets a stimulus, and carries that stimulus into
the organization”. Noteworthy is an organized “learning journey”
in which companies of different industries and sizes visit each
other, following a specific procedure, and take a look at certain
solutions. The participant exemplified that Bank F received ideas
for handling their call centers from a food logistics company.

Employees are another important entrance channel. The
participant appraises that “a whole lot of employees wake up every
morning with the thought what could be improved today”. In order
to achieve such a “self-supporting process with its own dynamics”
it is important for the management to set an example of
commitment.

Ideas from employees are captured by the respective manager or
by an “idea management” platform. The former needs a level of
trust and is inspired by regular visits from the manager. The latter
is a tool to position an idea at an organizational level, followed by
the necessity to find supporters. If enough colleagues “like” the
idea, it is transferred to the business development unit of the
affected department.

The bank tries to delegate the decision-making away from the top
management levels. Three categories are differentiated according
to their “impact on the overall development”: Decisions on (1)
large changes of the business model, (2) the business policy, and
(3) products and services. The first might be that the bank opens
up branches. In this case, the directors and probably the holding of
the bank would make the decision. The second could be the
introduction of an account maintenance charge, decided by the
local directors. Considering these two categories “something of
this kind only happens in very few moments”.

Changes concerning products and services, such as the
introduction of a new app to assess the value of real estate, are
decided on a running basis by the “people responsible from the
respective departments” and the directors are only informed,
albeit possessing a veto power. For “all necessary decisions
remaining” which mainly comprise changes with IT-impact or
requiring larger-scale implementation efforts a “prioritization
committee” meets every month. This committee consists of
experts from business departments, process owners and people
responsible for IT, “thus everyone having a stake in this game”.

Prioritization criteria are “always the same topics: Employee
satisfaction, customer satisfaction, costs, and efficiency” as the
main drivers. Moreover, the effort needed for realization is
considered and guidance is available to prepare a business case.
The participant characterizes these criteria “very simple, but very
clear”.

O®

The realization of an idea “is basically a part of the process
intelligence: No matter what kind of change we have, the same
mechanism must be triggered every time”. This mechanism
includes implementing the idea and monitoring its practicality. The
participant evaluates that the realization of changes “works out
extremely well”.

Especially autonomy and personal responsibility constitute to a
willingness to change. On management level this requires trust and
tolerance for mistakes. Furthermore, the bank’s structure is
traditionally rather decentral with a lot of autonomy for the
individual department heads. As for knowledge management, no
“clean institutional approach” exists.

Case Bank G

ank G is a deposit-taking credit institution and one of the
biggest German savings banks. It is focused on retail

customers and small and medium sized firms. Bank G operates
in an economically strong region with a dense branch network of
more than 150 physical access points. It is the fourth largest bank
in this research in terms of balance sheet total, and the second
largest in headcount.

The evaluation of the market dynamism is in line with the other
banks. Yet, the magnitude of technological changes is higher, as
well as of competitors’ product offering and customer
preferences. Furthermore, it is noteworthy that technological
changes are regarded as rather unpredictable. The bank currently
finds itself faced with changes “induced by the so-called
digitization” that is regarded as less technical but as a “cultural or
social development”. This pressures the bank which “functions
according to classical hierarchical processes”. Thus it requires “an
organizational development on management level which is
running, smoothly, but in total too slow for the existing
requirements of change”.

The yearly strategy process is “the main gateway” to “identify
needs of changes” and to decide on different options.
Environmental analyses and “simply the intuition of managers” are
the two main entrance channels for ideas into the organization.
The latter is considered the stronger factor and mostly takes place
on director’s level in the strategy process as “the lower level
managers carry a more operative responsibility”. Employees’ ideas
are usually captured by their line managers. However, the bank
does not have adequate systems and processes to unlock “many
hidden potentials” in the workforce and ideas “develop from the
strategic work of a handful of staff”.

Depending on the assumed impact decisions are carried out by the
directors or department heads. Minor changes of the business
model, e.g. to target certain customer segments, or slight
alterations of the product portfolio usually follow an informal
decision-making process “where the success factor is simply a
good culture of discussion”. All other initiatives require board
proposals which “used to be exclusively closed-job meetings”, but
are gradually opened up by including on-topic employees.

The aforementioned tardiness to change on management level is
accompanied by a “protection mentality” on organizational level:
In order to pursue induced changes, “many basic conditions must
be very transparent and clearly described”, indicating a low
propensity to take individual responsibility. Additionally, the
management struggles with giving up responsibility and does not
yet have the ability to cope with “high uncertainty in processes,
such as new services and so on, high uncertainty concerning
market requirements, versus high certainty in project topics like a
IT-migration”. Once all parameters are clarified the bank is
described as “highly energetic”, indicating that an overall
willingness to change exists.

Realization of changes is mostly conducted in projects. Success
factors are directors’ backing, unambiguous responsibilities, early
involvement of the affected people, and cross-functional inter-
hierarchical teams.
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The rather centralized sensing and seizing of ideas is reflected in
the organizational structure that is more hierarchical than process-
oriented. This “silo way of thinking” also affects knowledge
sharing with a prevailing “knowledge is power” attitude. Besides
this cultural aspect another hindrance is supposedly the lack of an
adequate central platform: At present, in order to access certain
resources “you have to know the people”. Thus it is assumed that
many knowledge resources remain isolated in the departments.

Case Insurance A

insurance group. Private individuals and small and medium

sized firms form the customer group. Excluding the home
market, Germany is roughly the second largest market in terms of
business volume. One participant classified the company as a
medium-sized firm.

C he insurance company is part of a foreign international

The assessment of the market dynamism was lower than for all
banks. It appears that the insurance industry is less affected by
changes in the market environment than banking and that
technological innovations did not have a huge “impact on the
insurance industry yet”.

Larger changes in the company are usually induced by the parent,
including a centralized search for new fields of business. These
stimuli enter the German subsidiary in form of guidelines. Initiatives
originating from the German subsidiary mostly affect business
policies such as new distribution channels and processing.

In the German subsidiary, sensing ideas rests with individuals of the
firm and usually originates on management level. Internal changes
such as process improvements sometimes stem from employees,
yet the largest impact have the directors.

The directors are also the main decision-making body but the
underlying process is “somewhat less than perfect”. Decisions are
often induced informally and not always transparent. However,
approachability induced by the rather small company size and an
informal conversional culture are regarded as positive but the lack
of formalization sometimes results in ambiguity of decisions.

The company is considered to be not very prone to changes. It is
reported that the company is in very good shape which adds to the
typical risk aversion of the insurance industry where “as of January
1st, 70 per cent of the earnings are already ensured” due to annual
premium payments. As a result, “no one wants to float something
which turns out to be a nonstarter” and the decision-making
process tends to take long due to hedging behavior.

In order to increase the willingness to change it is important that
the respective manager sets an example. Communication plays an
essential role, especially validity of argument and speed. Employee
participation and reduction of uncertainty were success factors in
past changes, i.e. a post-merger integration.

Processes for the realization of changes are “average”. The
company appears hierarchical and top management backing is
important, underlined by the statement that “if the boss says turn
left, the employees turn left”. The focus on individuals also applies
to knowledge carriers. One participant exemplified that “if | am on
holidays, education and training, | return and they say ‘all
knowledge was gone’”.

Discussion and Conclusions

products seem to remain rather stable, but change with
regard to the provision and distribution of these products.
Thus, changes in German financial services companies mainly occur
in the distribution of products and operations. Product

:: he findings suggest that customer preferences for financial

5 Note that this does not mean that every decision needs all possible

influence factors. It even seems favorable to take decisions on a broader
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development processes appear not to be an integral part of
Dynamic Capabilities. Rather, Dynamic Capabilities operate in the
integration of technology-related solutions and the adaptation of
processes in the firm.

Environmental factors seem to influence Dynamic Capabilities.
Banks in this research which are not as exposed to market changes
or competition appear to have more difficulties to deal with
changes than their peers: The manufacturer’s bank is “not very
agile”, the building association reports that the company is too
slow for the new field of business, the occupational bank reports
resistance to change. The large savings bank also indicates
difficulties in changes: An ongoing transformation might be
hampered by the economically strong region in which the bank
operates and past success of the business model. In contrast, the
direct bank reports that changes are almost always successful, and
the bank with the narrow retail product focus as well as the small
regional retail bank report a high willingness to change. The
insurance company generally reports a lower dynamism and also
lower willingness to change.

Directors play an important role in the observed firms and Dynamic
Capabilities seem to originate on top management level: Search,
decision-making, and change processes are at least steered by
managers, if not conducted discretely. Constituting organizational
processes for search and decision-making are directed by strategic
guidelines and strategy processes.

Processes underlying the clusters sensing, seizing and
reconfiguration display commonalities in their basic structure, but
are tuned to the specifics of the individual companies. This
complicates an evaluation of the performance of these processes:
Perhaps the occupational bank might not have an advanced
employee suggestion scheme, but still senses all information
relevant for its business. Maybe the manufacturer’s bank does not
need a huge employee participation to effectively implement its
initiatives. Exemplary, the insurer stated that it does not need a
huge radar to observe market changes, but that it needs effective
decision-making to capture the right chances as it is too small to
allow for too much experimentation.

However, certain common characteristics and goals might
facilitate a comparative measurement. Sensing is mostly described
as an unstructured and possibly discrete activity. Units for market
research seem to surveil only defined areas. But the evidence
suggests that a connection between the predictability of changes
and the verbal assessment of the companies’ sensing capabilities
exists. Thus predictability might be one dimension for sensing.
Additionally it is reported that ideas might get lost or do not even
enter the firm as channels are not clear or not accessible. Thus
unambiguity and accessibility of entrance channels could serve as
further objects for an evaluation of sensing activities.

Seizing activities happen informally every day, as depicted by the
direct bank, but are also embedded in formal structures such as
strategy processes. They include decision-making in the firm where
speed, validity, and clarity seem important. Again, these categories
should not be regarded in absolute terms, as for example Bank A
states that four weeks are too long, whilst the insurer reports that
three months “are nothing”. Thus an indication of perceived speed
of decision-making is more promising. For validity, it is important to
consider if the taken decisions are fruitful in the eyes of the
participants, i.e. if they were right in retrospectivity. This will not
ensure the effective functioning of future decision-making but
could be used as a proxy to evaluate contemporary capabilities.
Clarity is another factor: At the direct bank, the criteria are said to
be simple and clear which ensures effective decision-making, whilst
the insurer reports that sometimes decisions are reached but it
remains unclear what should happen afterwards.5 Thus clarity of
decisions might be another component of a seizing capability. In
addition to decision-making, resource availability is important for

goal, such as customer satisfaction and define the details during the
implementation. Rather, a decision should not leave ambiguity.
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seizing. Regulatory requirements reportedly use up many
capacities of the firms and to have available resources in terms of
skill and manpower at the right moment seems to be a factor.

Reconfiguration in the investigated firms takes place in parallel to
line activities or in projects. For larger changes, the latter is
exclusively used. An assessment if decisions are actually realized
can be used as a proxy for this category: Whilst the direct bank
reports that decisions are realized very rigorously and successful,
other banks report that realization is hampered.

Besides these possibilities for comparison the findings suggest
success factors that can give guidance to practitioners. Firm culture
and especially the role of leadership are emphasized again: Success
of initiatives seems to originate on management level and is broken
down the firm.

Sensing activities are divided in managerial sensing and employees’
sensing. The former can firstly be reinforced if managers have
room beside operational tasks. Second, an active exchange on
management level, both formal and informal, has a positive effect.
A common understanding of the future direction of the firm and
trust are enablers, open space solutions and meeting points
facilitate their development. Third, external stimuli should be
gathered: This starts in internal units, e.g. service centers for
customer feedback and market research for environmental
analyses, and can be expanded by activities with e.g. startups,
competitors, or companies from other industries. Sensing on
employee level heavily depends on trust in the superior: The
workforce must feel comfortable to express ideas and confident
that their ideas might be implemented. Just as for the
management levels, exchange intensifies ideas generation and can
be nurtured by the premise design and the deployment of cross-
functional teams: “Suddenly the right process experts sit
together”.

For seizing opportunities, it is promising to lead the decision-
making or at least prequalification away from top management.
Various strategies might be applied: Department heads might
receive higher autonomy, templates for the input of ideas could be
provided, or regular expert circles established. To ensure effective
realization a description of the first steps after the decision should
be included in prioritization. Reconfiguration is mostly conducted
in projects, requiring methodological knowhow. To implement an
initiative inside the firm the participants reported that it is
especially relevant to include all affected stakeholders and to
consider formal demands, such as regulatory requirements. Guides
can provide orientation for these integrative and formal
requirements.

Cultural factors affect all clusters. Participation and involvement
are recurring themes on employee and management level,
connected to personal responsibility. They start in sensing, e.g. to
create teams with a semi-concrete task such asimproved customer
satisfaction, continue in seizing, e.g. by using a knowhow tender
for project staffing, and carry on in the realization, e.g. through the
use of agile methods. Personal responsibility is connected to
feedback. The findings suggest that ascribing success and
responsibility to employees is important for acceptance. This might
be external through transparent production numbers, customer
feedback, or the like, or internal, e.g. through integration of
employees in top management meetings to present results. In
terms of communication, speed and validity of argument are
central elements. Directors’ backing is once more important and
should underpin these approaches.

In various firms of this research it proved successful to establish
particular teams to deal with perceived difficulties in changes: The
direct bank employs units in every department to connect IT with
business, the building association has an innovation team to carry
solutions into the departments, and Bank A deploys a
transformation management unit to establish changes in the bank.
In order to develop certain capabilities that do not yet function as
required it seems promising to mandate units with specific tasks.

OHD

These teams serve as a knowledge accumulator and provider.
Especially in their initiation a strong mandate from the directors is
required. Regular exchange can expand the knowledge inside the
organization. Tools for knowledge management such as a Wiki
seem to be only supportive in the investigated firms. This also
applies for employee suggestion schemes and forums for internal
exchange: A cultural development appears to be a prerequisite for
technological facilitators.

Further research could pick up the discussed categories and apply
statistical methods. The survey for the perceived environmental
dynamism can function as a tool to include market factors.
Furthermore, an inclusion of a measurement of competition in the
industry can be another section to test against. A more rigorous
assessment of the companies’ financial performance than
conducted in this paper is advisable. Interviews appeared adequate
to get a feel for the functioning of Dynamic Capabilities inside the
firms but also for factors that are important in the industry. Thus a
mixed method with an identification phase based on qualitative
data and a phase for relative measurements appears promising to
converge towards an operationalization of Dynamic Capabilities.
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TpaekTopia pyxXy MapKeTUHry — TpaeKkTopusa ABUXKEHUA MapKeTUHra —
Big Tpaauuii go iHHOBaLii OT TPAAULMIA K UHHOBALMAM
Mempo Pomaxoeuu IMyyeHmeiinot, Memp Pomarosuu lMyyexmetino,
Bimariii Mukonatiosuy HaHokof, Bumanuii Hukonaesuu HaHbko',
Bimaniti /leonidoeuy Kapnerko' Bumanuti /leoHudosuy Kapnenko'ft
*TepHonianbKuG HauioHasbHUl ekoHoMiYHUl yHigepcumem, fTepHono/bckull HaUUOHAAbHEIU SKoHOMUYecKUl
TepHoNiL, YKpdiHd, yHusepcumem, TepHONo/b, YKpauHd,

#acmHoe sbicwiee yue6Hoe 3asedeHue

«YHUBepcumem 3KOHOMUKU U npednpuHUMame/1cmea,
XmenbHuuKul, YKpduHa,

#XmenbHUYKUl HayuoHabHbIl yHUBEepcumem,
XmenbHuuKull, YKpauHa

#ﬂpueamHud suwulli HasyasbHUl 3dknad «YHigepcumem
€KOHOMIKU i nidnpuemHuymea», XmeaeHuubkud, YKpdiHd,
HXmenbHUUbKUU HayioHAnbHUU yHiBepcumem,
XmenvHuybKull, YkpdiHa

MeTa po60TM - Or/AAHYTM CyvacHi KoHUenuii MapKeTuHry,
BM3HAYUTU CKA3AHWUKM CUCTEMM MapPKEeTUHTY MiANPUEMCTB i
OBrpyHTYBaTM OCHOBHi MOCTY/1IaTU PO3BWTKY iHHOBALiiHOMO
MapKeTUHry nignpuemcTs ans nigBULLEHHA
KOHKYPEHTOCMPOMOXHOCTi MPOAYKLi.

Aumsaitn/MeTtopa/MNigxia gocnigkeHHs. Y gociigxeHHi 3acTocoBaHo
MeTOAM TEeOPeTUYHOro Yy3ara/lbHeHHA, aprymeHTauii Ta

Lenb pabotbl — 0630p COBPEMEHHbIX KOHLEMUMA MapKeTWHra,
onpege/ieHne COCTaB/AIOWLMX 3/1EMEHTOB CUCTeMbl MapKeTuHra
NpeAnpuATUA M 0BOCHOBaHWE OCHOBHBIX MOCTY/IATOB Pa3BUTHA
WMHHOBALMOHHOrO MapKeTWHra MpeAnpuATUA  A/1A  NOBbILLEHUA
KOHKYPEHTOCMOCOBHOCTH MPOAYKLMM.

[Amsaiin/Metog/Moaxoa ucciegoBaHuA. B npouecce Mccies0BaHuA

abcTpakLji, aHaNITUYHUIA, MOHOTPadiYHUi, AiaieKTUHHUIA. MCNo/b30BaHbI METOAB! TeopequeCK“oro 0606L”'eH”’j’
Pe3y/bTaTh AOC/IAXKEHHA. PO3KPUTO CyTb i 3MICT MOHATTA aprymeHTaLyn 1 abCTpaKLK, aHa/MTUIeCkUi, MOHOTpadHecku,
AVANEKTUYECKUMN.

MapKeTuHry. O6r'pyHTOBaHO, LU0 PO3BUTOK MapKeTWHrOBOroO
3abe3neyeHHs — Lie CKAAAHUI giaseKTUYHUIA NpoLiec B3aeMogil
YMHHUKIB 30BHILUHBOrO Cepe/AoBMLLA | LisecnpAMOBAHOrO
BNAVBY YUHHUKIB, NoB’A3aHMX 3 BUMPOGHULTBOM
KOHKYPEHTOCMPOMOXHOI MPOAYKLi, O 3340BO/bHAE MNeBHi
PUHKOBI noOTpebu. Po3rnAHYTO i OOrpYyHTOBaHO CYTHICTb,
3aB/laHHA, OCHOBHi iIHCTPYMEHTM Ta NPUHLMMU MapKETUHIOBOrO
3abe3neyeHHs. Po3pobneHo | HaykoBO  OOIrpyHTOBaHO
OpraHisauinHi CKN1aA0BI iHHOBaUiHOrO MapKeTHHry
niANPUEMCTB Ha OCHOBI 3abe3Mne4YeHHA y3roAKeHoi B3aeMog;i ix
{HHOBALLMHOT Ta MapKeTUHroBOi AiA/NbHOCTI. Bu3HaveHo
CYTHiCTb, 3MIiCT | nNpPUHUMNM  TepMiHY  «iHHOBALiMHWIA
MapKeTWHr».  3anponoHOBaHO  Kaacudikauito  pisHOBUAIB
{HHOBALMHOrO  MapKeTWHry Yy  3aiexHocTi  Big X
$YHKLiOHAbHOT NPUHANEXKHOCTI.

MpaKkTUyHe 3Ha4YeHHA AOCAIAXKEHHA. Pe3y/bTaTu A0C/igKeHHA
MOXHa BMKOPUCTOBYBATU Mpu po3pobLi mponosuuiit wwoao
edeKTMBHOrO GOPMYBaHHA Ta BUKOPUCTAHHA MapKeTUHry Ha
nigNpPUEMCTBI.

OpwriHanbHicTb/LiHHicTb/HayKkoBa HOBM3HA AOC/iAKEHHA.
3aificHeHO  KAacudikalilo  MapKeTMHroBoro 3abesneyeHHs
nignpuemcrea. O6rpyHTOBaHO OCHOBHI NPUHLMMIK
MapKeTMHroBoro 3abesneyeHHA. BusHauyeHO MeTOA0/10TiHHI
3acagM  AOC/iAXEeHHA  MapKeTMHroBoro  3abesmneyeHHs

Pe3y/bTaTbl UCCNeA0BaHMA. PacKpbiTbl CyLLIHOCTb M COAEepKaHue
MOHATUA MapKeTuHra. OBOCHOBaHO, YTO Pa3BUTUE MApPKETUHIOBOrO
obecriedeHnss - 3TO  CIOXKHbIM  AMANEeKTUHEeCKU  mpouecc
B3aMMOg,encTBHA GaKTOPOB BHELLIHEN Cpe/bl U Lie/leHanpaB/IeHHOro
BO3/4eNCTBMA  (PaKTOpPOB,  CBA3AHHbIX C  MPOU3BOACTBOM
KOHKYPEHTOCMOCOOHOM NpoAYyKLMM, yA0BAETBOpAIOLLEN
ornpe/e/ieHHble  pblHOYHble  MOTPebHOCTU.  PaccMOTpeHbl U
060CHOBaHbl  CYLLIHOCTb, 334344, OCHOBHbIE WHCTPYMEHTbl U
MPUHLMMBI MApKETUHIOBOro obecreyeHus. Pa3paboTaHbl 1 Hay4HO
000CHOBaHbl OpraHU3aLMOHHble COCTaB/IAOLLIME UHHOBALMOHHOrO
MapKeTUHra NpeanpUATHI Ha OCHOBE 0becreyeHnA Cor/IacoBaHHOMO
B3aMMOAENCTBUMA  MX  MHHOBALMOHHOW M MapKeTMHroBOM
AeATenbHoCTU. Onpege/ieHa CyLHOCTb, COAepKaHWe U MPUHLMMbI
TEepMUHA «MHHOBALMOHHbIN MapKEeTUHI». MpeanoxeHa
KMaccupuKauma  BUAOB  MHHOBALIMOHHOTO — MapKeTuHra B
3aBMCUMOCTY OT UX QYHKLIMOHA/IBHOW NMPUHA//IEHOCTH.

MpakTnyeckoe 3HaYeHUe UCCIeAOBaHUA. Pesy/bTaTbl UCC/IeA0BaHWA
MOXHO WCMO/b30BaTb NpU  pa3paboTke Mpes/IoxKeHuit  no
3pPpeKTMBHOMY GOPMUPOBAHMIO 1 UCMO/Ib3OBAHWUIO MapKETUHra.

OpurMHasbHOCTb/LleHHoCTb/HayuHas HOBM3Ha UccieAoBaHuA.
OcyLiectB/ieHa  K1accudUKaLMA MapKeTUHroBOro  obecredeHus
npeanpuATHA. OBOCHOBaHb! OCHOBHbIE MPUHLIMBI MAPKETUHIOBOrO
obecneyeHua.  OnpegeneHbl  METOAO/IOTMHECKME  OCHOBSI
UCC/IeA0BaHNA  MApKETUHIOBOro  obecriedeHua  npeanpuATHii.

nignpuemMcTe. Bu3Ha4eHO CyTHiCTb, 3MIiCT | CTPYKTypy o
iHHOBALiMHOrO MapKeTUHry AK BaX/MBOI i HeBig’eMHOT MPEAC/IGHA CYLLHOCTE, Sop,epmaHme " CTPXKTypy MHHOBALIOHHOTO
KOMMOHEHTH BedeHHs FOCTIOAAPCHKOT AiRABHOCTI MapKETMHra KaK BaXKHOW 1 HEOTHEM/IEMOI KOMMOHEHTbI BeAEHMA

XO3ANCTBEHHOM AeATe/IBHOCTH npeAnpuATUS, KoTopas
rpeAycMaTpuBaeT Co34aHue MPUHLMIMA/IBHO HOBOW MPOAYKLIMM
(ToBapa, TexHo/OrMM, YCTyrM);  BblAE/EHbl  MCMO/Ib30BAHMA
MHHOBALIMOHHOTO MapKeTUHra A/1A COBEpLUEHCTBOBaHUA Ou3Hec-
NPOLIECCOB Ha MPeAnpHUATUM.

OrpaHnyeHune nccneoBanus NepcrnekTUBbI A/IbHENLLMX
UCUIeAO0BaHUNA. Paspabotatb 3 PeKTUBHDIV MeXaH13M
PaLMOHa/IbHOrO PYHKLIMOHMPOBAHWMA MapKeTUHra A/1A Pas/IMHHbIX
CUTYaLMOHHBIX M KOHDBIOHKTYPHbIX ~KO/lebaHWii B YCIOBMAX
BO/IATW/IBHOCTY PbIHKA.

nigNpUeEMCTBa, KOTpa, nepeabayae CTBOPEHHA MPUHLMUMOBO
HOBOI MpOAYKLii (TOBapy, TEXHO/OrIT, MOC/YrK); BUOKPEM/IEHO
BUKOPUCTAHHA iHHOBaLliliHOrO MapKeTUHry ANnA
B/lOCKOHa/IeHHA bi3Hec-npoLieciB Ha MignpueEMCTBI.
O6mexeHHs goc/igxeHHaA/llepcneKTUBU NOAa/IbLIMX AOC/IAMKEHD.
Pospobutn edeKTUBHUN MeXaHi3m pauioHanbHOro
GYHKUIOHYBaHHA MapKeTUHIY AAA  Pi3HUX  CUTyauiiHux i
KOH’OHKTYPHMX KO/IMBaHb B YMOBaX BO/AaTU/IbHOCTI PUHKY.

Tun cTaTTi - TeopeTuyHa.
Knrouosi cnosa: mapkeTuHrose 3abesneveHHs; MapKeTUHrose Tun cTaTby - TeOpeTH-eckan.
cepeAoBuLLE; yNpaBAiHHA NiANPUEMCTBOM; MAPKETUHrOBi

AOC/]i,CI,)KeHHH' iHHOBaIJ,W[HMﬁ MapKeTHHT Kmtouessbie croea: MapKeTUHroBoe o6ecneqem4e; MapKeTUHIroBadA Ccpeaa;
H .

ynpaB/ieHue npeanpuATUEM; MAPKETUHIOBble  UCC/IeA0BaHuUA,
WMHHOBALMOHHbIN MapKeTUH.
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Introduction

need to improve the effectiveness of marketing management

in the formation and development of competitive advantages
in economic systems at different levels of the economy, to create a
modern institutional framework to ensure favorable conditions for
the improvement of competitiveness of domestic producers in the
local and international markets. At present, development of the
economy depends on the feasibility and creativity of the marketing
system, which is an effective means to solve a task on the quality
management and competitiveness of goods and services.

:: nder conditions for the globalization of Ukraine there is the

Marketing activity integrates the function of management
decision-making and is the basis of core competence at an
enterprise, involved in the design of its profitability. Therefore, the
operational efficiency of any enterprise in a market depends on the
effectiveness of marketing activity, which contributes to the
creation of new possibilities for its further development. That leads
to the realization of the important role of marketing activity in the
creation of techniques and mechanisms to regulate production and
business processes at an enterprise.

Thus, it is necessary that the market concept of an enterprise
should be completely aligned with the marketing strategy of
development, because marketing at an enterprise is closely
interconnected with its entire production and business activities. It
is the use of market research that would make it possible to obtain
full information for the production of certain products at maximum
efficiency for the enterprise; in other words, marketing is one of
the three most important components in the activity of any
enterprise, along with production and financial management.

Marketing is a business philosophy that forms through formal
education and a direct reflection on the experience; it is
implemented as a set of activities (marketing-mix), aimed at
improving the interaction between a company (or other economic
entity) and a market, as well as consumers; it consists of: research;
analysis; development and implementation of programs to forman
offer and promote goods and services to consumers. Modern
marketing requires, in addition to creating a product with high
consumer properties, proper pricing, organizing an effective
system of distribution of the product, that an enterprise should
communicate with its actual and potential customers and buyers,
that is, promote the product in the market. The ultimate goal of
marketing activities is to make profit and expand business
operations.

P. Kotler and G. Armstrong interpret marketing as a kind of human
activity, aimed at meeting the needs of specific customers and
target markets through exchange, defining not only the attributes
of marketing, but its objective as well - to satisfy target markets
through exchange. That is, marketing is the management of
profitable relationships with customers. A twofold objective of
marketing is to attract new clients by promising to maintain a high
value of the product or service and to attract more clients by
meeting their needs (Kotler & Armstrong, 2012, p. 4-5).

At the same time, the authors outline specific steps in creating
value for customers and building relationships with customers by
using the model of a marketing process (Kotler & Armstrong, 2012,
p. 28-29).

It is also important to take into consideration a possibility to use
marketing as an element (a subsystem) in the functioning of an
organization (a system). A variety of interaction and dependence
of elements that define their existence, the place and role in the
system, indicate the presence of a relationship between elements.

In market research and assessment of consumers, the latter are
increasingly referred to in theory as producers (Cova, Dalli, 2009).
Some researchers emphasize that marketing currently faces a task
to provide rational support to marketers in the form of necessary
recommendations and procedures (Agic, Cinjarevic, Kurtovic, &
Cicic, 2016; Cortez, Johnston, 2018).
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Depending on the goals and methodology used by scientists, it is
advisable to highlight certain approaches. Thus, according to
definition by Jean-Jacques Lambin: "Marketing is a social process,
aimed to meet the needs and desires of people and organizations
by providing a free competitive exchange of goods and services
that are of value to the buyer (Lambin, 1996, p. 4). J. Evans and B.
Berman suggest that marketing in the classic sense is defined as a
business activity that manages the promotion of goods and
services from producer to consumer, or a social process through
which the demand for goods and services is predicted, extended,
and satisfied by their development, promotion, and sale (Evans, &
Berman, 2004, p. 16). The American Marketing Association defines
marketing as an activity, a set of institutions and processes, aimed
at creating, communicating, delivering, and exchanging offers,
which have value for customers, partners, and society in general
(The American Marketing Association). L. Balabanova notes that
marketing is the concept of enterprise management, the sales of
goods and services with a focus on consumer, based on a
systematic approach, and it meets the needs of the market,
accelerates turnover and profitability in production and trade
(Balabanova, 2001, p. 33). A. Voichak argues that marketing is a
complex-systems approach to solving the problems in the market,
which covers the stages of movement of goods, starting from
defining the needs and demand, organization of production,
rendering various services related to sales, and ending by
organizing the after-sales service (Voichak, 2001, p. 42). P. Dixon
believes that connecting the manufacturer and consumer, helping
them find each other, thereby making the work of the former truly
demanded and efficient is the main objective of marketing activity.
The importance of implementing a global marketing approach, not
only at the level of a division or structural unit, but also at the level
of the entire enterprise, by each employee, is highlighted by
foreign researchers of marketing activity (Dikson, 2009, p . 24).

German marketer H. Schwalbe notes that it can be argued that
marketing has always existed: it was simply not termed that way
(Schwalbe, 1990).

In the opinion of some scientists, marketing is a special case of
human activity, aimed to meet the economic needs of consumers,
which enables the balance between the needs of buyers and
resources of manufacturers. From the perspective of a firm,
meeting consumers' needs is the result of the marketing strategy
it had adopted (Enis, Koks, & Mokva, 2001; Balaji, Roy, &
Quazi, 2017; Haberstroh, Orth, Cohen, Maria, Corsi Bouzdine-
Chameeva, Crouch, & De Marchi, 2018; Kasabov, 2015; Martin,
Javalgi, & Cavusgil, 2017; Zhao, & Priporas,2017).

At the present stage, marketing is interpreted not only as a
management function, but as the marketing management of
product competitiveness under market conditions. An analysis of
the economic literature that was conducted (Balabanova, 2007;
Berman, 2016; Dikson, 2009; Frésén, & Tikkanen, 2016; Kleber,
Florack, & Anja, 2016) has made it possible to select the marketing
approach as one of the most dominant approaches to the
assessment of an enterprise's competitiveness. Therefore, the task
related to the management quality of marketing and product
competitiveness is universal in character. The degree of success at
solving it affects the socio-economic situation of a country and any
consumer. Thus, O. Bolotna believes that modern methods to
manage the competitiveness of an enterprise by using marketing
tools make it possible to ensure the timeliness of management
decision-making aimed at improving resistance against negative
impacts, achieving the target market positions while minimizing the
level of business risk (Bolotna, 2013, p. 334).

Therefore, a constantly changing environment in which an
enterprise operates requires that special attention should be paid
to the effectiveness of marketing activities. Marketing is necessary
to solve the following tasks:

- to coordinate the processes to create an idea, concept, design of
a new product, its pricing, distribution, and promotion in the
market;
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- to segment potential consumers (taking into consideration the
needs, expectations, perception, motives) and to create target
markets;

- to position the innovative product;

- to ensure the competitiveness of an innovative product and the
enterprise itself in target markets;

- to enhance customers' satisfaction and loyalty to an innovative
product;

- to establish and maintain long-lasting and sustainable
relationships with customers and other business partners
(Nereting, 2009, p. 32—33).

An analysis of research results in the scientific sources has revealed
the interpretation of general concepts of marketing, however,
despite the importance of these studies, there remains a series of
issues regarding the construction of a rational system of marketing
at enterprises, the optimal structure of its constituent elements,
which has necessitated our research.

Problem statement

concepts, to define constituent elements in the system of

marketing at enterprises, and to substantiate basic postulates
in the development of innovative marketing at enterprises in order
to enhance competitiveness of products.

:: he purpose of this paper is to review modern marketing

Methods and Data

he methods used in the study involved the theoretical and
<]>creative interpretation of the selected topic. The theoretical

and methodological basis of this research is the provisions
from economic theory, scientific papers by domestic and foreign
researchers in the field of marketing. We have used the following
research methods: monographic method - when studying the
essence of marketing at an enterprise, a dialectical method of
cognition — when studying the planning and justification of the
concept of marketing; theoretical generalization and comparison -
for the development of a conceptual apparatus and to examine
marketing function; abstract-logical - to theoretically generalize
the essence and methods in the mechanisms of marketing
management. The information basis of this research includes
monographic works and scientific publications in line with the
chosen topic.

Results and Discussion

cycle, but the significance, volume, and the content of work

at these stages are different. At the stage of product
development, of importance is the coordinating role of marketing
in forming an idea and a concept of product or service. In this case,
important role belongs to the results of market research.
Marketers must also participate in the development of an
innovation strategy, product, and product range policy. The
importance of marketing grows at the stage of project
implementation when it is necessary to solve the tasks associated
with the distribution and promotion of a product or service (Efrat,
Gilboa & Yonatany, 2017).

:: arketing plays a certain role at every stage of the product life

Marketing concepts have their own evolution development, which
can be divided into three main stages:

— the concept of classic marketing (1960—1980), which was formed
based on production, commodity, and sale concepts: "4P"
marketing mix, the concept of marketing myopia, the theory
of consumer behavior, the concept of positioning;

- the concept of socio-ethical marketing (emphatic marketing)
(1980-1995): social-oriented marketing, strategic marketing,
the concept of marketing wars, the concept of integrated
logistics, mega-marketing, competitive marketing;

- the marketing concept of interaction (the concept of relationship
marketing, global integrated communicative marketing (1995
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to present): a model of marketing relationships; a customer-
oriented service approach, the theory of trust and affection)
(Balabanyts, 2012, p. 10; Tankov, 2012, p. 182).

A modern marketing concept includes three main tasks, studying
and development of which underlie a successful sale of the
product:

- focusing on the consumer (his needs, requests, tastes);

- approach to marketing at the company-wide level, whose success
depends on all functional units and requires their structural
and organizational cooperation;

- focus on profits as the ultimate result of the entire production-
economic activity that defines the specific selling technique
(Broekhuizen, Bakker, & Postma, 2018; Kleber, Florack & Anja,
2016).

Y. Vdovenko argues that the comprehensive study of the consumer
is important, but insufficient, factor for success, because other
subjects of direct impact act in the market, in particular
competitors, which might possess advantages in competition and
be able to more adequately respond to different situations. Even
though marketing primarily focuses on consumers, to elucidate
who they are and what precisely they require from a product or
service, work related to studying competitors is no less important
because they define the criteria that need to be outperformed to
achieve long term success. Thus, in the framework of an integrated
market research, there is a need to analyze competitors in order to
determine spheres of influence in the market and to weaken
competition (based on the knowledge of needs and, at the same
time, about actions of competitors, it becomes possible to find a
niche in the market) (Vdovenko, 2011, p. 119—120).

In other words, marketing approach is implemented by studying
the interests and needs of consumers and other counterparties of
an enterprise, development of strategic plans, based on them, and
their further execution. Formation of the competitive strategies
for managing competitive advantages is based on the application
of basic principles of marketing, aimed at development of the
market, design of a new product, extending the existing market,
finding new segments, diversifying the types of activities.
Consequently, the quality of marketing management, as well as
competitiveness of products, is the concentrated expression of the
totality of possibilities for an enterprise.

The main marketing tools that underlie the development of a
marketing mix are (Skrynkovskyi, & Protsiuk, 2013, p. 22):

- product (development of appropriate measures concerning the
strengthening and improvement of the quality and
competitive properties of goods);

- price (determining and setting such a price for products that
would fully cover the cost of their production and provide
enterprise with a profit);

- place (creating the appropriate channels to sell products in order
to bring it to the end user);

- promotion (forming an appropriate system of communications
and sales promotion).

The main characteristics of classic marketing are: need; desire;
demand; product or service (object of exchange); the process of
interaction and the emergence of a relationship that involves the
stages of exchange and concluding an agreement; meeting the need
by buying and using a good or consuming a service.

Thus, success of an enterprise in the market today depends on
making the rational marketing decisions and their further
effectiveness. All this is achieved owing to the marketing support.

Marketing support enables the optimization of channels "producer —
market — consumer" and manages the flow of goods, services, and
technologies. That is why a necessary condition for the effective
activity of enterprises is to use marketing support. Development of
marketing function is a sophisticated dialectical process of
interaction between factors in the external environment and the
targeted influence of drivers associated with the production of
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competitive products that satisfy specific market needs. The concept
of "marketing support" is used quite often and in different
interpretations (for example, "marketing potential"), as well as an
additional linguistic tool that specifies the semantic understanding of
a phenomenon, ignoring the analogy with other areas of knowledge;
they systematically use the term "support" as a concept apparatus,
which is distinguished by its structural and systemic character ("legal
support", " pension provision", "methodological support").

Therefore, in the theory and practice of marketing the term
"marketing support" is used by specialists in various contexts when
describing marketing activities, but, nevertheless, it can hardly be
argued that it possesses a specific, coherent meaning and is
unambiguously perceived, as is the case for such long-established
marketing concepts as, for example, "a complex of marketing",
"the process of marketing", "a marketing system", "a market
research", etc. (Tatarenko, & Budrin, 2012, p. 210).

Marketing support implies the organization of a creative process
that takes into consideration a series of external and internal
factors:

1) main directions in the development of marketing support in the
market;

2) trends and the state of development of market relations among
the subjects of economic activity;

3) the level of relations between legal entities.

Marketing support is a set of methods, techniques, tools, which are
used to address tasks related to maximum satisfaction of
consumers and maximization of profits from the sales of products
(work, services) (Prychepa, & Ohorodnyk, 2017). Therefore,
marketing support is the set of all kinds of resources (both material
and intangible) that comprehensively provides support for the
adequacy of the system and the process of marketing. The system
of marketing support is necessary for normal (high-quality and
uninterrupted) functioning of the process of development and
decision making in the network of relations between business
entities involved in the process of exchange of values (goods and
services) based on commercial or non-profit principles. A
marketing support system implies a series of subsystems, the main
among which being the subsystems of informational,
organizational, legal, economic, technical, social support, as well as
security. Therefore, marketing support as a system makes it
possible to define the role and essence of the category of
marketing, intended to neutralize the factors of risk and threats to
the implementation of the vision (strategy), to determine the
essence and structure. A system of marketing support as the
subsystem of socially significant exchange relationships (with
respect to that marketing is interdisciplinary in character) is formed
taking into consideration the functional development and is the
functional subsystem of management.

Marketing support evolves in the process of overcoming
contradictions between the external conditions and the internal
capabilities of an enterprise. Provided that marketing support
enables the adequate estimation of actual market environment
and is based on its scientific analysis, while not ignoring the
peculiarities in an enterprise development related to the
production of competitive products, it can effectively influence the
process of need formation. The process of marketing support
evolves through a combination of interrelations,
interdependences between the objective and subjective, the
market-led and internal.

The main objectives of marketing support are:

- to train, aimed at the possibility to apply marketing tools when
undertaking a market research;

- to design, based on knowledge and market practices, the
principles and programs of marketing activities;

- to constructively implement the philosophy and marketing
toolset in the economic relations;

- to support and advance innovative activities.

The methodological principles for investigating marketing support
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at enterprises are as follows:

- a view of the marketing support as the basis of management
hierarchy.

- consolidation of actions of all functional divisions at an enterprise
around its key interests;

- applying all the constituent elements of the marketing mix in
combination;

- taking into consideration special features in the production of
innovative products at enterprises;

- informational support as a key component of marketing support;

- innovation and creativity in the process of marketing support;

- consideration of current concept of the socio-ethical marketing
as a means to achieve a balance between the main objectives
of marketing — an enterprise profit, customer requests, and
interests of society.

The basic principles of marketing support are the following:

1. The principle of benefit, that is decreasing the uncertainty related
to the application of marketing means.

2. Principle of alternativeness. One needs to consider several
alternative variants to apply marketing means thereby
selecting the most optimal one for a particular situation.

3. The principle of operativeness, which implies the adjustment of
a procedure to use marketing means with the aim of
considering the terms for fulfiling mutually beneficial
contractual relationships.

4. The principle of clarity and substantiation. This requires that the
scheme for applying the tools of marketing should be clear to
participants in the relationship, and all of its component parts
should have economic and commercial justification.

The process of formation of marketing technologies implies: a
choice of specific marketing techniques that make it possible to
fulfill the set tasks; studying conditions and limitations in the use of
specific technologies; the evaluation of capacities to implement
specific technologies; adapting technologies to the needs and
capabilities of an enterprise (Shymko, 2014, p. 97).

Considering the tasks that should be solved by marketing function
at enterprises, it is expedient to form the following units in a
marketing department:

1. Department (manager) of market research.

2. Department (manager) to handle a product range. It is known
that the market success for enterprises engaged in the light
industry largely depends on the way they treat the
modification and extension of their own product range.

3. Department (manager) responsible for the distribution that
directly interacts with end-users or intermediaries and can
prove very helpful in the establishment of feedback.

4. Department (manager) of advertising, PR, and sales promotion.

5. Department (manager) responsible for pricing.

6. Department (manager) responsible for post-sale service
(probably, a PR specialist or a conflict-manager).

Marketing activities as the most important function in the field of
entrepreneurship should provide sustainable, competitive position
of the subject of marketing system in the market of goods and
services taking into consideration the state of the internal and
external environment. In this case, marketing activity implies active
market research and the development of a program of marketing
activities that are used to improve the performance of a firm and
the efficiency of meeting the needs of the end user or a client.

Special features in the marketing approach to the assessment of
competitiveness of an enterprise, outlined by J.-J. Lambin, are the
capability to meet the needs of consumers better than competitors
do (Lambin, 2008, p. 66). Common is the approach to
competitiveness as a set of consumer properties of the product to
its value. In this case, it is assumed that low competitiveness leads
to lower prices for goods and, on the contrary, enhanced
competitiveness predetermines an increase in price. In this case,
competitiveness is identified with the quality of products, although
as only one of the factors of competitiveness.
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Today, it is necessary to rely on new conceptual approaches based
on the marketing management of competitiveness of an enterprise
product. The greatest recognition among products designed to
meet a public need is obtained by the one that meets it better
compared with the goods-competitors. That distinguishes it from
the total commodity mass, ensures success in the competition, in
other words, it makes it possible to argue that the product is
competitive.

In this case, it is necessary to strive for a shift from marketing
management as one of the functional subsystems in the micro-
economic system to the marketing management that provides
integration, interaction, and continuous process of recreating
sustainable competitive advantages.

The marketing approach to managing the business
competitiveness of a legal entity makes it possible to accomplish a
series of key objectives:

- to prevent the expenditure of all types of resources related to
production and introduction of non-competitive goods to the
market;

- to ensure that the current and strategic objectives of an
enterprise are aligned with the potential opportunities in the
market;

- to find the possibilities and resources to form a sustainable long-
term competitive position.

The marketing approach aimed at solving these tasks implies the
orientation of a management subsystem toward:

—improving the quality of the object to the needs of the consumer;

- saving consumer's resources by improved quality;

- saving the resources in production, selling, exploiting the effect
of scale, scientific and technical progress;

- by implementing a quality management system.

Therefore, a key issue for marketing-led management of
competitiveness of an enterprise's product is the target
orientation and comprehensiveness, the integration of all
functional subsystems into a coherent system, functioning in the
interests of the entire enterprise, which ensures a unified process
of reproducing sustainable competitive advantages. Consideration
of competitiveness as an object of the marketing-led management
significantly changes goals in economic systems. In this case, the
main objectives of marketing-led management of an enterprise
are: to achieve high competitiveness of products, the creation and
formation of sustainable competitive advantages over
competitors. The concept of marketing-led management of
enterprise competitiveness must consider not only the identified
factors of competition and a limited range of needs by customers,
suppliers, competitors, manufacturers of products-substitutes.

Y. Vdovenko proposes studying competitors in the following
sequence:

— to detect and categorize competitors, to build a data bank on
competitors;

- to analyze performance indicators of competitors;

- to identify strengths and weaknesses of competitors' activity
(Vdovenko, 2011, p. 120).

From a systems position, the process of managing the
competitiveness of an enterprise should be considered as a set of
interrelated actions, the aim of which is to ensure its stable market
position. Criteria for achieving an objective in specific cases,
depending on the initial position and established strategic goals,
may include: an increase in sales volume, territorial growth of the
market, increasing the profitability of sales, increase in profits, as
well as other market, economic, or financial indicators for an
enterprise operation. The elements of this set (a system to manage
competitiveness) include almost all structural subdivisions of the
enterprise, among whose production functions one must specially
select those whose implementation directly defines the market
position of an enterprise. Such a choice forms the organizational
structure of the system, that is a system of relationships among
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structural units of the enterprise with regard to cooperation when
managing competitiveness. When determining the functional
composition of the system that manages the enterprise's
competitiveness, one must consider the fact that it should
represent all the functions of management.

Thus, a marketing approach to managing the competitiveness of
an enterprise makes it possible to prioritize the factors, methods,
guidelines, and other tools in their entirety, in order to establish the
rational ratio and improve the substantiation of resource
allocation.

The evolution of marketing makes it possible to argue that it is a
process of its consistent introduction to various spheres of
economic activity. This process manifests itself in the formation,
extension, deepening of the marketing function, in general
patterns, trends, and specific features of its development. Current
challenges necessitate the revision of concepts, theories,
approaches, and enable the detection and utilization of the newest
marketing opportunities.

Marketing support depends in the innovation policy chosen by an
enterprise. It implies continuous introduction of innovations to
products with a fairly modest market success. Work with such
goods is based on the established production technology and
knowledge about the requirements and requests of consumers. An
enterprise thus successfully exploits its main capabilities. Such new
(and, in fact, improved) products do not significantly alter the
market and the enterprise, but, in combination, ensure a stable,
profitable enough activity of the enterprise. At present, most
Ukrainian enterprises implement such an innovative policy
(Kuznetsova, Yu. A. (2012, p. 373).

The classic definition of innovative marketing is considered to be
the innovative marketing based on knowledgeable marketing,
according to which an enterprise should constantly introduce real
improvements to its products and marketing function (Kotler,
2006). The modern idea of innovative marketing is considered
within the concept of innovation management. Thus, L. Ogoleva
believes that the term "innovative marketing" is broader than the
concept of "marketing of innovations". Innovative marketing
includes a mission of the organization, the philosophy of thinking,
a field of scientific research, management and behavioral style
(Ogoleva, 2001). Innovative marketing is the area of activity of an
enterprise directed towards forming new markets and other needs
by potential and actual users (needs that are based on the
development and creation of innovative potential).

Some authors understand innovative marketing as a concept of
doing business, which implies the creation of the improved or
fundamentally new products (technology, service) — an innovation
- and the application, in the process of its creation and
dissemination, of the improved or fundamentally new - innovative
- tools, marketing forms and methods, in order to more effectively
meet the needs of both consumers and producers (Agic, Cinjarevic,
Kurtovic, & Cicic, 2016; Bozhkova, & lllyashenko, 2009, p. 35).

Innovative marketing is understood by N. lllyashenko as the
concept of doing business, which implies the creation of the
improved or fundamentally new products (goods, technology,
service, a management decision) — an innovation — and the
application, in the process of its creation and dissemination, of the
improved or fundamentally new - innovative - tools, marketing
forms and methods, in order to more effectively meet the needs of
both consumers and producers. In other words, an enterprise
produces innovations, above all those that satisfy both the needs
of consumers and its own needs, and applies innovative
approaches for the implementation of the principles of marketing
(llliashenko, 2011, p. 32). Innovative marketing is a systematic
approach of producers to managing the production of innovations,
as well as intermediaries (sellers) to managing the implementation
of innovations, as well as buyers to managing the acquired
innovations. This is a process, which includes planning of
innovation  production, market research, establishing
communications, setting prices, promotion of innovations and the
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deployment of service departments (Nianko, 2014, p. 229). In the
opinion of some authors, innovative marketing is, on the one hand,
alarge proportion of risk, but on the other hand, itis a higher return
provided the course is properly selected. Marketing function
always incurs expenses from the budget of a company, so while
allocating them it one must calculate possible risks. Innovative
marketing can bring the company to a new level of development,
help conquer a new niche, then the cost will pay off. However, if all
the allocated funds are invested in innovative ideas that do not
work, the company runs the risk of losing a certain share of its
clients (Starytska, & Starytskyi, 2014, p. 245).

The major goal of marketing in the market of innovations can be
stated as determining the magnitude of demand for a new
product, expressed in terms of volume of sales and its share of the
market, which contributes to its achievement. The marketing
function is to examine and form reproduction processes, ensuring
their continuity, cost reduction and efficiency level, sufficient for
the development of an enterprise. Thus, it becomes particularly
important to study and apply the strategy for development of
enterprises employing the concept of marketing as the innovative
approach in this area. An important part of the overall strategy of
an enterprise is its innovative strategy, which determines the focus
and essence of innovations that are adequate to the needs and
changes in the external environment, and, ultimately, to the
interests of the consumer (Gugelev, 2008, p. 165).

The main characteristics that could distinguish innovative
marketing from the classic one are:

- marketing activities aimed at the creation, accumulation,
dissemination and effective application of knowledge in all
forms of its manifestation;

-the specificity of the product, whose consumer value is
determined not only by supply and demand, but also by a set
of marketing efforts to promote it in the market;

- marketing of new information technologies at businesses,
government and municipal structures.

Thus, at the current stage of modern historical development, we
highlight the following distinctive features of innovative
marketing:

1) strategic focus on searching for and meeting the new needs
suggests that innovative marketing should be used not only at
the "output", but at the "input" of management of innovative
activity;

2) organization and management of innovative activity of an
enterprise is carried out through the prism of interaction with
the market, which assumes the use of a network theory and
studying modern forms of relations at the innovative market;

3) the subject of the study and the product in a market are not the
finished product, but rather an idea that predetermines the
application of methods for using and assessing intellectual
property.

Innovative marketing is the marketing that is associated with the
promotion of innovations to market. The innovative potential of an
enterprise is the capability to perform the tasks that ensure the
achievement of the set innovative target, that is a measure of
preparedness for the implementation of a project or program of
innovative changes. The innovative goal, towards which
management of changes is oriented, acts as a global strategy for
the organization, as a means of achieving its higher goals, as well
as a means to implement the mission of an organization. Thus, for
example, most of the products in the stores are in excess. The
reason for this is that the largest part of them is made without
regard to the innovative resource; even when something is
modernized, it mostly refers to partial improvement of a product.
Itis in this direction that marketing activity is executed; even when
an innovative constituent is observed, it is difficult to detect it
among a huge mass of products offered in the market. The
innovative component of marketing activities is not yet present
well enough in the market. Therefore, a change management as a
means of achieving an innovative goal at enterprises is part of the
marketing function, thereby implying the implementation of a
series of activities (Table 1).

Table 1

Description of stages in the consumers' perception of innovations”

Stage title

Stage characteristic

1. Initial awareness

Consumer learns about a new proposal in the market of goods or services (an innovation) but
does not have enough information to assess possible benefits

2. Knowledge about a product or service

Consumer expresses interest in the new thing, can search for more information about
innovations (advertising, booklets, references)

3. Brand promotion

Connection between the brand and the consumer is carried out by different means; by phone,
by mail, over the Internet, via a personal contact. Communication channels should be open to
the buyer so that he could easily communicate with the brand.

4. ldentification of the new product or service

Consumer starts comparing a novelty with personal needs and needs

5. Assessing the possibilities to use the novelty

Consumer decides on testing a new thing (product or service) in a daily practice

6. Novelty approbation

Consumer tests a novelty in the field of application of goods or services

7. Making a decision

Based on the results of tests, consumer makes a decision about buying an innovation in the form
of a product or service; there may be a decision about investing in the creation of a novelty

*Source: adapted by Author based on (llliashenko, 2011; Nianko, 2014; Starytska, & Starytskyi, 2014).

At present, winning and retaining a consumer is challenging. Thus,
marketing support for the implementation of designed innovations
is one of the priority areas in the activity of innovative enterprises.
Given the uniqueness of an innovative product and the uncertainty
of demand for it in the innovative market, the proposal has to play
an important preemptive role. Research into what is needed in the
market, identification of its capacity and the real solvency when
competition in markets gets tougher must become anintegral part
of the processes for development and introduction of innovative
products at enterprises.

This is exactly the reason why innovative marketing is characteristic
of enterprises that build their activities on the principles of
business and innovation competition, introducing products to the
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market with fundamentally new consumer properties. Within the
innovative marketing, behavior of a buyer is dramatically
transformed, it becomes more active, the buyer directly takes part
in forming not only the demand and the idea on buying, but he is
also involved in product creation, in the improvement of its
production, as well as in selling it. Capabilities of marketing
function as an institutional sphere of legal entities in innovative
development can be more productive at large enterprises, because
they possess significant material and financial resources that
enable them to organize wide-range comprehensive marketing
activities.

Today, the market of household and industrial products, similar to
any other market, specifically services, seeks to maximize
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consumer loyalty, because commitment by a consumer provides
additional possibilities for an enterprise to maintain and increase
its market share. Thar leads to an increase in the enterprise's
competitiveness and creates conditions for its future
development. This can be achieved through a variety of innovative
tools, in particular the creation and support of a sustainable
marketing system in the structure of an enterprise, using its
resources to model a system of marketing business processes in
the market. The effectiveness of marketing function within the
structure of an enterprise should be interpreted as a degree of
market power, a level of capabilities to ensure the implementation
of the chosen marketing strategy, which are predetermined by
marketing resources at the disposal of the enterprise and by the
ability of the enterprise to move forward, which is predetermined
by its following features: quality, that is the level of mobilization of
the marketing potential, external and internal quality of
enterprise's marketing strategy, methods, and culture in the
application of the totality of factors that provide for the marketing
function at the enterprise, as well as time — a match between the
reaction of marketing activities and the character of competitive
situation, the rate of marketing changes.

Marketing function should be guided by the principle that
satisfaction and keeping a consumer are the key success factors for
entrepreneurs while consumer satisfaction is the basis of customer
loyalty. P. Kotler defines two ways to keep customers: creating
conditions that inhibit contacting other sellers, and complete
satisfaction of the consumer who would not be tempted by lower
price or other incentives proposed by competitors (Kotler, 2006).
Another way to obtain a consumer loyalty is his involvement in the
process of creating a new product at all stages of design, that is the
search for ideas for new products, their selection and diagnosing,
as well as the development of the concept of a product, the design
of the product and a modern brand, assessment of product quality,
its competitiveness, and development of selling techniques. Thus,
the consumer perceives that he creates what he would use. There
are several types of commitment to a given product:

- for self-assertion, a consumer achieves it by influencing the life of
a given product, thereby enhancing his self-esteem;

- differentiated, based on the consumer's awareness of the
benefits of a product; — as a result of awareness, which is the
result of consumer knowledge about the product.

The main systemic principles underlying innovative marketing in
the commercialization of processes to create and
development new equipment are:

- compliance with acting laws regarding innovative processes;

- high culture of service to consumers of highly technological
goods;

- optimality of commercial decisions when entering the market of
high technologies;

- profitability and ROI of innovative products;

- the competitiveness of goods and services produced in
compliance with scientific advances and achievements.

in science-intensive industries;

- high-quality and timely implementation of contractual
obligations of contractors in the market of highly technological
industries.

Given the necessity for further innovative development, there are
requirements to new approaches, techniques and methods that
would make it possible to ensure the appropriate development of
innovative marketing. An effective method of innovative
marketing under conditions of competition is to create small
innovative firms within companies, the base of which is the
development of arisky science-intensive project, which implies the
need for a systematic update of the nomenclature of products that
are made under tougher competition from other firms.
Additionally, an important role in sales channels belongs to factors
of the non-price competition (quality, design, reliability), while the
implementation of innovations is achieved at the expense of rapid
replacement of products that are made, which predetermines the
application of innovative marketing over a transition period. Thus,

OO

the system of innovative marketing is aimed at ensuring the
acquisition of information about current demand in the market, the
development of a strategy for determining the expected demand
for innovations in the future.

Selecting the innovative approach to solving the task on improving
the efficiency of functioning of a marketing system within the
structure of an enterprise makes it possible to draw a conclusion
about its leading role in the implementation of strategic marketing
management of the enterprise. The degree of use of the innovative
approach in the system of marketing management characterizes
the competitive status of an enterprise, its competitive power, as
well as the degree of application of innovative marketing toolset in
the implementation of the chosen strategy. For example,
employing innovative approaches to the promotion of products in
the market of consumer and industrial products, for instance, the
establishment of customer clubs, gives certain warranties in the
short term, while the use of innovative component in the creation
of a brand platform guarantee its further successful re-positioning
to other market segments. One can use this type of a system as the
fundamentally new marketing approach to create and sell
innovative goods or services.

Therefore, innovative marketing prepares introduction to the
market of an innovative product, service, or technology. It also
exploits a range of tools and methods that enable an enterprise, in
a timely and proper manner, to assess its existing chances in the
market and to implement an innovative product at maximal
efficiency.

All this leads to the emergence of the concept "a set of systemic
innovations in marketing". A set of systemic innovations in
marketing implies improving the quality of meeting the needs of
buyers by treating them in a friendly manner by providing them
with a system of values, based on the primary basic
communications, selecting and adjusting them based on the
wishes of clients, creating new values and obtaining the effect of
multiplication. In this case, this a system of creation and
maintaining a customer base that satisfies the needs of customers
in line with the principle "give the people what they want in a new
and unexpected form. In this case, such an innovative marketing
system at the input will possess a customer base, and at the output
it successfully achieves the target — making a profit.

The task of marketing is to influence production, enhancing the
management in a change of making a product. In this case, the
solution to this task should be based on the joint efforts of
marketing and management functions, in this case, the marketing
function, based on the undertaken market research, defines the
main directions for innovative development in the production of
appropriate goods while the goal of management function is to
employ the organizational-engineering solutions for the
implementation of appropriate innovative developments into an
actual practical result. In this case, innovative products are
characterized by the following features:

1. Short life cycles, not exceeding 3—5 years. The life cycle of most
industrial goods covers 10—15 years.

2. Creative approach to the application of new technologies, that
is, a technology creates a new market.

3. Volatile competitive environment. The result of constant
dynamic phenomena by competitors is the high technological
uncertainty.

4. Innovations are based on the long-term target and strategic
planning;

5. The size, structure, and financial resources of an enterprise
promote the diffusion of innovation;

6. An enterprise must have sufficient competitiveness in the field
of the applied technologies and products in the market;

7. The permanency of relationship with consumers and experts for
the timely consideration of change in needs;

8. A distinction between own "product” of innovation and that by
competitors (Table 2).
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Table 2

Basic concepts and forms of implementation of marketing approach”

Basic concepts

Form of their implementation and results

Focus of innovation organization on
marketing strategy. Development of

specific ~ strategies for innovative
marketing: strategy of competitive
advantage, import substitution,

leadership in costs, expansion to new
markets. Development of a strategy for
introducing an innovation to the market.
Operational, tactical, and innovative
marketing. The choice of the type of
marketing. Forecasting and planning the
costs and revenues if marketing.

Focus of enterprise' activity, its subsystems, structures and personnel, on the commercialization of
innovations with regard to the requests by customers.
Comprehensive market research.

Analysis and forecast of market conditions.

Research into capacity, structure, market segmentation.
behavior of competitors, types and forms of competition.
Goal setting, selecting a variant and time to introduce innovation to the market.

Design of activities and stages to position an innovation.

Design of concrete measures to introduce an innovation to the market.

Activities related to conversion, creative, stimulating, and other types of marketing.

Formation of sales channels.

Organization of advertising campaign, exhibitions, presentations, trial direct sales, warranty service.
Analysis and forecast of sales of innovation, assessment of marketing revenues.

Defining price elasticity of profit.

Studying the pricing policy of competitors.

Setting a pricing policy for innovations.

Research and forecast of demand,

Analysis of marketing costs.
Determining the expenses to promote innovation in the market.

*Source: adapted by Author based on (Kotler, 2006; llliashenko, 2011; Ogoleva, 2001).

Thus, at all stages of marketing management, one of the main
factors is an innovative component. This means that an innovative
approach to the management of a marketing system at enterprise
becomes a leading element of strategic management. Therefore,
any implementation of a strategic decision is innovative in
character. However, in practice, most enterprises employ only a
small part of modern marketing toolset, which can be explained by
that individual tools are not used under current conditions, and by
low qualified marketing managers at an enterprise. Therefore, the
need for innovative renewal of the marketing component is
predetermined by the urgent need of the market, as well as certain
enterprises. That would facilitate the selection of functional areas
within a marketing complex in a single target market, which will
make it possible to reveal hidden reserves in the activity of every
enterprise in the market with the aim to improve the efficiency of
its activity, and, therefore, increase the return from the better
substantiated application of modern marketing toolset.

We propose the following basic approaches and principles of
positioning in the framework of promotion of innovative products
in the domestic and international markets:

- accent on positioning the innovative products based on quality
and functional benefit for consumers and producers;

— differentiation of positioning the innovative products for price at
each of the market segments;

- the use of positioning of innovative products in the point of sale;

— differentiation of positioning the innovative products for various
trade channels.

The base of a program for the promotion of innovative productsin
markets must be a diversified platform of marketing
communications, adequate to the intersectoral character of
innovative products. At the same time, all its components have to
be integrated into a coherent whole.

The concept of innovative marketing of interaction is based on the
principles of deep market research and an active search for new
strategies in order to diffuse innovations within new market
segments, which will make it possible to flexibly analyze market
conditions and to select the desired niche in the market and to
model demand, taking into consideration the behavior and wishes
of a particular client. A key factor in the innovative strategy is to
predict the demand for a new type of product and its positioning
in the market, which would predetermine, when implementing an
innovative project, the product, the quality, and the type of a client
that should be proposed, considering meeting his future wishes.

According to R. Koch, the process of forming the concept of
innovative marketing of interaction is predetermined by the
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following shifts in the global economy (Koch, 2000):

- the importance of international business networks;

- the establishment of the privileged positions of developed
economies;

- the development of the Internet;

- a change in the structure of global economy and value chains.

Therefore, the development of innovative marketing now is a
leading concept, which will help enterprises achieve a rational
breakthrough in their activities and move to a qualitatively new
level of development. That will make it possible for domestic
enterprises to get out of the crisis that they face now, and catch up
with the size of turnover and profits of foreign enterprises, which
operatek in a similar field, and, after a certain time, to win leading
positions in the market or new niches in the market (Bozhkova, &
lllyashenko, 2009, p. 35).

Thus, in order not to lose innovative opportunities, managers must
permanently seek out innovative approaches. In modern society,
which is dependent on the resources and production factors, it is
impossible to create an innovative product that would consist only
of a scientific-technical achievement. Innovative marketing is
essential as a factor that accompanies its development. The
processes of adaptation of products to their commercial use
require innovative marketing solutions and adjustment of existing
marketing concepts.

Conclusions

allows us to select key management concepts that can be

accepted in the activity of enterprises: the concept of
improving production; the concept of improving products; the
concept of integrated marketing; the concept of knowledge
marketing; the concept of marketing management; the concept of
strategic marketing; the concept of marketing agreements; the
concept of marketing relations; the concept of competitive
rationality; the concept of mega-marketing.

:: n analysis of works by foreign and domestic researchers

In this case, marketing control over the competitiveness of
products by an enterprise is aimed at ensuring the coordination of
interests and goals of economic systems of at least three different
levels:

- the interests of individual enterprises and firms (microeconomic
systems) and regional interests (meso-economic systems of
territorial level and corporate associations of micro-economic
systems);

- the interests of meso-economic and macro-economic systems;



ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

- the interests of macro-economic systems and the interests of
individual enterprises, which are the representatives of micro-
economic systems.

The basis of all marketing services, the starting position for market
research and for selecting a competitive strategy of an enterprise,
is the concept of innovative marketing. That relates to that one of
the main conditions for the introduction of product innovations
today is the existence of an effective sales and marketing system,
which connects the enterprise and end-users aimed to constantly
identify new requirements by buyers to the quality of
manufactured goods. Development and implementation of a
marketing mix for new products makes it possible to introduce
innovative products to markets, ensuring their appeal to the target
audience and profitability for the manufacturer, which makes this
area of marketing activities by an enterprise one of the most
relevant ones.

Innovative marketing is the area of activity of an enterprise
directed towards the formation of new markets and other needs
by potential and actual customers. The rational application of
technologies associated with innovative marketing reduces the
risks related to the development of an innovation, because they
make it possible to estimate the potential demand, define the
target market segment, and provide an answer to the question on
continuation of the product or its termination. Experience confirms
that most enterprises that gain success in their markets attribute
this success to innovations.

Thus, an innovative approach to current marketing studies implies
the selection of a new subject of research - the values and value
preferences of consumers. The innovation should be understood
as a purposeful change, which introduces into the implementation
environment new stable elements (innovations), causing the
transition of a system from one state to another.

Innovative marketing has been used previously as a term to
describe the process of market-led research and development.
Now, the concept of innovative marketing is applied much more
widely: as the principles underlying the introduction of new
products to the market in general. The innovative marketing refers
to the marketing concept, under which an enterprise must
continuously improve the products and methods of marketing,
that is, it represents a set of market research and measures aimed
at commercially successful implementation of products,
technologies and services developed by an enterprise.

Among the factors that hinder the development of innovative
marketing, it is advisable to highlight the following:

- the lack of professionally trained personnel that could apply
innovative marketing;

- the undeveloped market of innovations;

—-the lack of competition and competitive advantages of
enterprises as a result of innovation;

- the shortage of funds to finance innovations;

- poor information support to marketing system;

- psychological unpreparedness of personnel to implement the
marketing of innovations;

- inadequate funding of market research at the entire stage of the
life cycle of innovations.

Resolving the above-mentioned problematic issues would make it
possible in the future to move the innovative marketing to the
higher and more qualitative level.
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lgeHTUdikalia TeopeTUdHUX
acnekTiB penyTauii nignpMemcTea

IHHa MukosdisHa Penina,
Bima NempigHa KoemyH?

t1BH3 “Kuiscbkuli HaYioHA/bHUL eKOHOMIYHUU
yHigepcumem imeHi Baduma lrememaHa”, Kuis, Ykpaita

MeTa pobotn — igeHTUIKYBaTH TEOPETUYHI acnekTu penyTauil
nignpuemcraa.

Aunsaiii/MeTop/Migxis Aoc/igKeHHA. 3acTOCOBAHO CTPYKTYPHO-
GYHKUiOHA/IbHUIA MeTOZ, Mif 4aC CUCTEMHOrO AOC/IANKEHHA Ta
OBrPYHTYBaHHA METOAMYHOrO {HCTPYMEHTapilo OLHIOBAHHA
penyTauii NigANPUEMCTBA Ta METOZ, /I0MYHOrO y3ara/ibHeHHA Mig,
Yac aHani3y eBo/oL,ii HAYKOBMX NOT/AIAAIB HA MPUPOAY TEPMIHY
«penyTauia».  IHGOPMaALiMHOIO  OCHOBOKO  AOC/iAMKEHHA
cnyryBann MoHorpadiyHi poboTu Ta HaykoBi nybaikauii 3a
BiA,NOBi4HOO TEMATUKOLO.

PesysbTatn pocigxeHHA. O6rpyHTOBaHO TEOpEeTUYHI acrnekTu
penyTauii NigANPUEMCTBA, 3rigHO AKMX penyTaLia nignpuemcrsaa
$bOpMyeTbCA  Mig  BNAMBOM  AK HemaTtepiaZbHuX, TaKk i
MaTtepiasbHuMx  ¢akTopiB. CMCTeMaTM30BaHO nigxoau Ao
BM3Ha4YeHHA penyTauii nignpuMeEMCTBA Ta 3anporoHoBaHa ix
HoBa  K/nacudikalif, AKa  BUOKPEM/IOE  iIMaHEHTHO-
ObyHKUiOHanbHUI, — BapTicHUK,  emouiiHuit  (imigseBwit),
MOHITOPUHIOBUIM,  PUHKOBWK,  iHTerpasibHUit  nigxoau.
[poaHani3oBaHO  Cy4acHW MeTOAMYHMIA  IHCTPyMeHTapiit
OL|iHIOBaHHA penyTalLlii NigNPUEMCTBA Ta BU3Ha4eHO cdepy oro
BMKOPUCTaHHA, OCHOBHI MepeBaru Ta Hego/iku. Po3pobreHo
a/rOpuTM OLjiHIOBaHHA penyTaLlii nignpuemMcTBa BignoBiAHO 40
3aMponNOHOBAHOrO TEOPETUHYHOrO MiAX0oAy, YaCTKM PUHKY,
CYKYMHOCTI LiHHOCTe CroXumBaYiB.

MpaKkTUYHe 3HaYeHHA AOCAIAXKEHHA. Pe3y/bTaTu AO0C/iAKeHHA
MOXYTb CTaTU OCHOBOW AN (POPMYBaHHA  MOAITUKM
nignpyMemMcTBa LWOAO aKTWBI3auil npoueciB  ynpaBaiHHA
pernyTaui€lo 3 MeTOW MOro CTpaTeriyHoro pO3BUTKY Ta
NPUCKOPEHOro 3a/,0BO/IEHHA OYiKyBaHb MOro CTelKXo/Aepis,
Lo 3a6e3neunTb CMHepreTUYHUIN edeKT.

OpwriHanbHicTb/LiHHicTb/HayKkoBa HOBM3HA AOC/iAKEHHA.
3anponoHOBaHO BU3HA4YeHHA CyTHOCTI MOHATTA “penyTauia”
nigNpUEMCTBA, Y AKOMY, Ha BigMiHy Big iCHYIOUMX TPaKTyBaHb,
30cepe/KeHo yBary Ha KOMHITUBHO-CMNOr1AAa/bHIN
XapakTepucTuui  nignpuemctsa, WO  popmyeTbcA 32
pe3y/bTaTamu  3iCTaB/€HHA  CYKYMHOCTi  MaTepia/lbHuX,
HemaTepiaZbHKUX, OCOBUCTICHMX | couianbHUX LiHHOCTEMN,
B/1aCTUBMUX MOrO 30BHILLIHIM i BHYTPilWIHIM CTelKkxongepam,
3MiHa AKUX y 4aci Ta NPOCTOpi OnocepegKoBaHO BN/IMBAE Ha
no3uLito MigNPUEMCTBA Ha PUHKY BHAC/iAOK 3MiHWM 1Oro
CMPUNHATTA CTEMKXO0/1A4epamu.

O6MmexeHHsA A0C/iAKeHHs/TTepcrnekTUBU NoAANBLIMX AOC/IAKEHD.
Pe3y/abTaTn goc/igxeHHA MatoTb OyTH NOKA3AEHUMM B OCHOBY
imnnemeHTauii  3anpOMNOHOBAHOrO  a/IFOPUTMY  OLHIOBAHHA
penyTauii B npouec ynpas/iHHA NiANPUEMCTBOM.

Tun cTaTTi - TeopeTuyHa.

Kawuoei cnoea:  iMigx; igeHTUYHICTb; penyTauiiHuii Kanitan;
a/rOPUTM OLLiHIOBaHHS.
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NaeHTUPUKaLUA TeOpeTUYECKUX
acneKkToB penyTauuu NpeAnpUsaTUs

MHHa HukosnaeeHa PenuHat,
Buma MempoeHa Koemyn!

BY3 “Kuesckuli HauUOHd/1bHbIl 3KOHOMUYeCKul
yHusepcumem umeHu Baduma lememara”, Kues, YkpauHa

LUeab paboTtbl — WAEHTUPULMPOBATL TEOPETUHECKME acreKTbl

penyTauun npeanpuUATUA.

Ausaiii/MeTtog/Moaxoa uccnegoBaHusA. NpUMeHeHbl CTPYKTYpHO-

dYHKLUMOHA/IbHBIA METO/, MPU CUCTEMHOM UCC/1e40BaHUU U
060CHOBaHMM  METOAMHYECKOTO  MHCTPYMEHTAapUA  OLEHKM
penyTauumu npeanpuATUA U METOZ /IorMyeckoro o6o6LeHmA
NpU aHa/M3e 3BO/IOUMKM HayyHbIX B3I/IAAO0B Ha NpUPOAY
TepMMHa  «penyTauma». MHopMaLMOHHOM  OCHOBOM
UCC/IeA0BaHUA  TOCNYKUIM  MOHOrpaduyeckne paboTbl U
Hay4Hble My6/IMKaL MM MO COOTBETCTBYIOLLIEN TeMATHKeE.

Pe3yl|bTaTbl uccaeaoBaHuA. O60CcHOBaHbI TeOopeTHU4eCcKne acneKTbl

penyTauuu MpeAnpuATHA, COr/IACHO KOTOPbIM  pernyTauua
npeAnpuATMA  GopmMpyeTcA  Mo4  BAMAHMEM  Kak
HemaTepuasbHblX, TaK W  MaTepuasbHbIX  (GaKTOpoB.
CUCTEeMaTU3MPOBaHbl MOAXOAbl K OMpeae/seHUo penyTauuu
NpeAnpUATUA U MNpeA/oXKeHa WX HOBaA Kaaccudurauus,

KoTopas BblaenaeT MMMaHEHTHO-QYHKLMOHa/IbHbIN,
CTOMMOCTHOM, 3MOLMOHa/IbHbI (MMugsKeBbIit),
MOHWUTOPMHIOBbIM,  PbIHOYHbINA, WMHTErpa/ibHbIA  MOAXOAbI.
MpoaHanusupoBsaH COBPEMEeHHblI MeTOoAMNYEeCKUi

MHCTPYMEHTapuii  OLEHKM  penyTauuu  MpeanpuaTvA U
onpeseneHa chepa €ro  MCMO/Mb30BaHWA,  OCHOBHblE
npenmyLL,ecTBa 1 HeAoCTaTKW. PaspaboTaH airopuTm oLeHKK
penyTaumM NpeanpuATAA B COOTBETCTBUU C MPEe//IONKEHHbIM
TEOPETUYECKUM MOAXOAO0M, A0/1ei PblHKa, COBOKYMHOCTHIO
LleHHOCTel noTpebuteneit.

FIpaKTquCKoe 3Ha4yeHue ucc/i1eaoBaHuA. PESy/IbTaTbl

UCC/eA0BaHUA MOryT CTaTb OCHOBOW A/1A (POPMUPOBAHMA
MO/IMTUKM  MPeAnpUATUA MO  aKTMBM3ALMM  MpOL,ECCOoB
yrpaB/ieHUA penyTauMeil C Le/bldo ero CcTpaTerMyeckoro
PasBUTUA U YCKOPEHHOTO YAOB/IETBOPEHUA OXWAAHWI ero
CTeWKX0/14epOoB, YTO 0becrneynT cuHepreTuieckuit 3G deKT.

OpurMHanbHocTb/LleHHOCTb/HayyHas HOBM3Ha UCC/Ief0BaHUA.

MpeA/oxKeHO onpegesieHne CYLLHOCTU MOHATUA «penyTaLuA»
NpeAnpuATUA, B KOTOPOM, B OT/IMYME OT CYLLECTBYHOLUX
TPaKTOBOK, BHMMaHME COCPEeAOTOYEHO Ha KOTHWUTMBHO-
cosepLaTe/bHOM XapaKTepuUcTuKe npeAnpuATHA,
dbopmMUpyemoit No pesy/ibTaTam COnoCTaB/IeHUA COBOKYMHOCTH
MaTepua/ibHbIX, HeMaTepHa/ibHbIX, IMYHOCTHBIX U COLMA/IbHBIX
LLleHHOCTel, TMPUCYLMX €ero  BHEWHWM U BHYTPEHHUM
CTEMKXO/AEpaM, U3MEHEHUE KOTOpbIX BO BpPEMEHW U
NpPOCTPAHCTBE  OMOCPEAOBAHHO  B/AMAET  Ha  MO3ULMIO
NpeAnpUATUA  Ha PblHKE BC/IEACTBME U3MEHEHUA  ero
BOCMPUATHA CTEUKXO/AEPaMU.

OrpaHuyeHus uccnegoBaHus/llepcnekTmebl Aa/bHENLINX

uccnefoBaHuii.  Pesy/bTaTbl  UCC/€40BaHMA  MOTYT  ObiTb
MO/IOXKEHHBIMU B OCHOBY MMI/IEMEHTALUN MPea/I0KEHHOro
a/ropuTMa OLEHKM penyTauuu B MpoLecc ynpas/ieHus
npeAnpuATUEM.

Tun cTaTbu — - TEOPETUYECKAA.

Knatouegvlie cnoea: UMUAX; UAEHTUYHOCTb; pEI'lyTaLIMOHHbI]‘/‘i

KanuTaz; aArOPpUTM OLEHKWN.




ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

Introduction

important and key intangible assets is the reputation of an

enterprise. Numerous studies prove that the loss of business
reputation is a significant strategic risk for business and emphasize
the importance of reputation management (Deloitte, 2014). In
addition, Allianz Risk Barometer and AON Global Risk Management
Survey point out that the loss of reputation is one of the ten most
important business risks (Allianz, 2016, 2018; Aon, 2017). The loss of
confidence by investors, analysts, customers, and other interested
parties has been recognized as a potentially destructive to the
stability of business in the long run (Resnick, 2004), which is why it
is important to properly control and manage this intangible asset,
because over the last two decades the role of intangible factorsin
business development has fundamentally changed. Their
contribution to the cost of an enterprise significantly exceeds
specific weight of key balance sheet assets. In the consumer goods
and information-intensive sectors it may account for up to 90 % of
the cost (Resnick, 2004).

:: n today's changing business environment one of the most

Reputation of an enterprise reflects the perception by numerous
interested parties and is a key factor for forming the trust within
society (Baur & Schmitz, 2011; Mahon & Wartick, 2003, Roper & Fill,
2012). Positive reputation among various interested parties is a
driving force in a changing, hostile business environment; this is an
important source of goodwillin crisis situations; thisis an additional
competitive advantage, enabling an enterprise to attract the best
workers and ensure their loyalty (Foreman & Argenti, 2005).
Corporate reputation is a valuable asset that provides businesses
with stable competitive advantages and that impacts their financial
performance (Rindova et al., 2005, 2006, 2007). Thus, positive
corporate reputation has a strategic importance for an enterprise
(Roberts & Dowling, 2002). Customers choose products supplied by
enterprises with a positive reputation, and they are ready to buy
these goods at higher prices (Fombrun & Shanley, 1990). In addition,
enterprises with high reputation get more potential vacancies
(Fombrun & Shanley, 1990), they may find a wider circle of
communication connections (Schwaiger, 2004; Fasaei et al., 2018)
and financial resources (Chun, 2005; MacMillan et al., 2005). Studies
show that the reputation of an enterprise is directly proportional
to its success (Lange, Lee & Dai, 2010; Roberts & Dowling, 2002).
Accordingly, reputation is considered to be a valuable intangible
asset that helps businesses improve stable competitive advantages
in the market (Rindova, 2016; Boyd, Bergh & Ketchen, 2010; Fombrun,
1996). In addition, it has become one of the most important
components in forming the cost of a corporation (Beheshtifar &
Korouki, 2013). Market challenges tend to contribute to the process
of formation and management of reputation (Goldstein, 2010); In
other words, corporate reputation can also be a critical factor in
the response to a crisis (Schnietz & Epstein, 2005).

Despite the presence of quite a large number of works and studies
in the field of reputation management, opinions of their authors
significantly differ not only in the field of interpretation and
differentiation of such notion as reputation, but also in the area
related to the systematization of approaches to defining the
reputation of an enterprise and methods for its assessment as a
core construct of current business environment. All this
predetermines the unquestioned relevance of this research and its
scientific novelty.

Problem statement

he aim of this work is to identify the theoretical aspects of
enterprise reputation.

Methods and Data

e have applied a structural-functional method in the course of
<VJ>a systemic investigation and substantiation of the

methodological toolset for an enterprise reputation
assessment and a logical generalization method during analysis of
the evolution of scientific views on the nature of the term
"reputation”". The information base of this research is the
monographic works and scientific publications on relevant
subjects.

Results and Discussion

enterprise acts as the most valuable strategic asset of the

enterprise and the most effective tool of competition.
Business reputation is a multi-aspect concept, which is why this
term has a lot of synonyms and interpretations, similar in content,
such credibility, trust, recognition, popularity, image, brand,
respectability, and others. Before the middle of the twentieth
century the notion "reputation of an enterprise" came down to the
popularity of its owner, while today it is interpreted much broader
and refers to the enterprise itself.

:: nder current economic conditions, business reputation of an

Academic interest to corporate reputation started with the
literature on branding in the 1990s and literature on organizational
identity (Martin, Beaumont, Doig, & Pate, 2005). Corporate
reputation is structurally closely related to the theory of
stakeholders as the perceptual perception and evaluation of an
enterprise based on its various components (Winn et al, 2008;
Bromley, 2000; Meijer & Kleinnijenhuis, 2006). Reputation is also
seen as social expectations, that is, how consumers perceive an
enterprise (Berens & Van Riel, 2004).

As noted by authors Barnett, Jermier & Lafferty (2006, p.28), when
considering corporate reputation such concepts as identity, image,
and reputation are examined, which are very often used as
synonyms. Walker (2010) summarized the differences, established
between the terms, by a systematic review of the literature on
corporate reputation over a 27-year period (Table 1).

Thus, corporate reputation is based on the external and internal
perception of the way an enterprise carries out its business
(Table 1). Given that corporate reputation is built on current
perceptions by external and internal interested parties
(stakeholders), it can be both positive and negative. In this sense,
it can be differentiated based on such concepts as identity and
image, which are conceptualized by only one type of stakeholders
(identity for internal participants and image for external).
Corporate reputation can be studied as a function of both image
and identity (Tkalac & Vercic, 2007). Identity is built within an
enterprise, it is based on the culture of the enterprise. It consists of
current practice, history, values, and behavior (Melewar,
Karaosmanoglu & Paterson, 2005).

Table 1
Differences between identity, image, and reputation
Identity Image Reputation

Stakeholders (internal/ external) Internal External Internal/ external
Perception (actual/ desired) Actual Desired Actual

Emanation (internal/ external) Internal Internal Internal/ external
Positive/ negative perception of enterprise Positive/ negative Positive Positive/ negative
Responds to ... "Who are we and what do we "What/ who do we want "What do we want to see?"

believe in?" to think of us?"

VO




ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

Image is built by external stakeholders, in accordance with their
temporary impression about the enterprise, formed by a direct or
indirect experience: the way they perceive the identity of the
enterprise at a certain time (Balmer & Greyser, 2002; Melewar,
Karaosmanoglu & Paterson, 2005; Hatch & Schultz, 1997). Corporate
reputation is built over time (the historical aspect) that empowers
it with relatively more stable and long-term nature than image.
Both concepts are interlinked, corporate reputation is considered
as the accumulation of image over a long period of time (Gotsi &
Wilson, 2001; Mahon, 2002; Brown et al., 2006).

The concept of reputation of an enterprise is complex and rather
ambiguous, it is differently understood in different countries andin
various industries, the differentiation of this concept was the focus
of many scientists (Logsdon & Wood, 1999). Within the paradigm of
reputation there is no up to now any source that would cover a
coherent concept of reputation (Chun, 2005). Dictionaries define
reputation as beliefs or opinions about someone or something, and
it is widely believed that someone or something has a special
characteristic (Soanes & Stevenson, 2005). Study by Gabbioneta et
al,, (2007) defines reputation as a general perception, which is a
level of respect and loyalty to an enterprise. Reputation is a set of
collective views on the capability of an enterprise to meet the
interests of its stakeholders. The leading consulting enterprise in
the field of reputation studies Reputation Institute (Reputation
Institute, 2018) interprets the corporate reputation of an enterprise
as a cognitive representation of an enterprise's capability to meet
the needs of interested parties (stakeholders) of the enterprise.

Corporate reputation is a multidimensional concept, it has a
number of aspects and differs depending on the different groups
of stakeholders (Bouchikhi & Kimberley, 2008). Fombrun (1996, p.
37) defines corporate reputation as "the overall assessment, in
which a particular enterprise owns its different components".
Schwaiger (2004) argues that the corporate reputation should be
viewed through the prism of attitude to affiliates. Zyglidopoulos
(2001, p. 418) defines reputation as "the totality of knowledge and
emotions on the part of different groups of stakeholders in terms
of their attitude to the enterprise and its activities". Corporate
reputation is also a collective task for a corporation, which is based
on the assessment of financial, social, and environmental
consequences (Barnett et al., 2006, p. 34). Doorley & Garcia (2007)
in their book "Reputation management" use a different approach
to defining reputation. They acknowledge that reputation is a set
of beliefs and opinions about an enterprise by various interested
parties, defining reputation using a simple formula: Reputation =
Sum of Images = (Performance and Behavior) + Communication.
This formula explains how ideas about an enterprise and its
behavior form.

Reputation is regarded by Schwaiger (2004) as:

- aresult of corporate branding in the field of marketing;

- asignal about future actions and behavior;

- integrity in the reported documents;

- a manifestation of a corporate identity in the field of theory of
organization;

- a potential barrier to enter the market in the field of
management.

Corporate reputation also makes it possible to compare
enterprises (Dowling, 2004). The most noticeable difference in
defining reputation: a perception of the likelihood that it will
protect its markets and those working in marketing and strategic
directions and is defined as the accumulation of impressions by the
enterprise's interested parties. Reputation is regarded as a
valuable intangible asset in terms of accounting, for example, the
revaluation of profits and use of financial methods, which enables
businesses to accumulate debt, without revealing them in their
balance sheets. Unfair accounting practices could threaten not
only the reputation of an enterprise, but also those accounting
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firms that verified financial statements of the enterprise (Chun,
2005).

For centuries, the belief that corporate reputation positively
influences the efficiency of an enterprise was documented (Iwu-
Egwuonwu, 2011). Strong corporate reputation helps win the "war"
for talent and contributes to keeping employees (Schwaiger, 2004).
Thus, the reputation of an enterprise is related to its financial
indicators (Duhe, 2009). There is also a large body of empirical
evidence that establish a positive link between a positive
perception of the public reputation of an enterprise and its
financial and stock market indexes (Iwu-Egwuonwu, 2011). Fombrun
(1996) noted that those enterprises that manage corporate
reputation have additional competitive advantages.

In a study by Gorin (2006), reputation of an enterprise is considered
as a general formed opinion on the quality, advantages and
disadvantages of the enterprise in the field of business activities,
which determines the external environment's attitude to it and can
generate additional profits. Work by Blank (1999) regards the
reputation of an enterprise as a set of measures aimed at
increasing its profits without a corresponding increase in assets
through the use of better management capabilities, the dominant
position in the market of products (operations, services), new
technologies, etc. As one can see from the definition, the
consequences of the built reputation include achieving a dominant
position in the market (increasing sales, improving the quantitative
and qualitative composition of staff at an enterprise, etc.) and
increased profits —important components in the economic security
of the enterprise.

Study by Harris (1988) defines reputation as the perception of
representation of the past actions of an enterprise and the future
activities, which describe the full appeal of its components
compared to the leading competitors. Work by Davies & Miles
(1998) considers business reputation to be a function of the
development of the enterprise's organization. In addition, Tirole
(1996) proposed to consider reputation as the aggregated
reputation of group's members. This approach assumes that
reputation management is a dynamic process, that is, it has a
memory. One should assume that reputation cannot be changed
instantly, a certain time must pass. In contrast to this opinion, study
by Grebeshkova & Shimanska (2007) proposed a model of
reputation with forgetting. This means that the loss of reputation
is only temporary, provided further support to a good reputation.
The above authors regard the essence of reputation as the
existence of a single positive opinion by contractors regarding the
activities of an enterprise/legal entity. In this case, reputation can
be both positive and negative.

It is obvious that building a reputation implies many different tasks
(Weber, 2007). It is clear that reputation occurs as a result of
various activities related to profession (Iwu-Egwuonwu, 2011). In the
case of family businesses, reputation is an integral part of the
business that affects the identity of the enterprise (Dyer &
Whetten, 2006). Since family businesses tend to have a long life,
while the family that owns one identifies itself with the business,
the family seeks to create a unique image and build a good
reputation (Dyer & Whetten, 2006). Very often family businesses
have the best reputation (Deephouse & Carter, 2005), confirming
the importance of image and reputation. However, the relevance
of image and reputation are not limited by their influence on
corporate success; they also affect the related non-financial
objectives, such as social status and family interests (Dyer &
Whetten, 2006).

Despite numerous publications, one of the obstacles on the way to
building an effective reputation management system is the lack of
simplicity in the terminology. Therefore, the systematization of
approaches to defining the notion of an enterprise reputation is an
important aspect of enterprise strategic management in terms of
forming a positive reputation (Table 2).
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Table 2

Approaches to defining the notion of enterprise reputation”

No.| Approach Key postulate Supporters
1 | Immanent- Business reputation is a general awareness about the activities of an | Blank, 1999; Gorin, 2006; Deephouse,
functional enterprise, which encourages customers to continue to use its products and | 2005; Bergh, 2010; Ketchen, 2010;
could bring additional profits. Beheshtifar, 2013.
2 | Cost Business reputation is a key intangible asset that has a significant value,anon- | Scott, 2000; Lane, 2000; Grebeshkova,

or economic asset.

material object that has a cost representation, that is, in essence, is a financial

2007; Shimanska, 2007; Chun, 2005; Duhe,
2009

3 | Emotional

Business reputation is a general awareness about the activity of an enterprise

Roberts, 2002; Dowling, 2004; Tirole,

(Image) as a social object that does not involve deep criterion analysis and evaluation, | 1996; Rindova, 2005; Martins, 2012;
and is based on the views of the appraiser. Petkova, 2007
4 | Monitoring Business reputation is a certain knowledge, obtained by direct involvement of | Wartick, 1992; Davies & Miles, 1998;
target groups in the assessment of an enterprise's state, based on own | Fombrun, 1996; Gioia, 2000; Schultz, 2000
experience or opinions by third-party experts.
5 | Market Business reputation is a general awareness about the activity of an enterprise | Harris, 1988; Fombrun, 1996;

based on a comparison of success in the market.

Shenkar,1997; Riepina, 2012; Kovtun, 2012

6 |Integrated

Business reputation of an enterprise is its main intangible asset that has
significant cost and is formed at the expense of such enterprise's assets as
reputation, brand image, and financial stability of the enterprise.

Lange, 2010; Lee, 2010; Dai, 2010; Fasaei,
2018; Tempelaar, 2018; Jansen, 2018

*Source: systemized by Authors.

Thus, within the context of our study, reputation is considered to
be an integrated cognitive-contemplative characteristic of an
enterprise, formed based on the results of comparing a totality of
tangible, intangible, personal, and social values, inherent to its
external and internal stakeholders, whose change in time and
space indirectly affects positioning of an enterprise in the market
as the result of a change in its perception by stakeholders.

Note that the existence of a positive reputation of an enterprise
makes it possible to (Dowling, 2004):

— raise prices on goods, adding a value of its reputation to goods'
prices;

— improve competitiveness of the enterprise;

—have expanded access to market capital;

— improve organizational assessment by employees, partners,
potential investors and consumers;

— provide for a buffer zone of reputation capital;

—reduce marketing expenses;

—involve highly skilled workers;

—seek to increase customer loyalty.

In the United States, 96 % of executives believe that positive
reputation is important to their companies; 77 % believe that it
helps sell products or services; 61% — it makes it possible to attract
better employees; 53 % — improves the credibility to the enterprise
in crisis situations (Davies et al., 2001).

In view of the above, we can conclude that reputation in the first
place influences sales volumes, contributes to attracting highly
qualified workers, helps adapt to circumstances that do not
depend on the activities of an enterprise in crisis, as well as
positively affects the degree of confidence in the enterprise. Trust
is the hope that people on which we depend would live up to our
expectations (Davies et al., 2001).

One of the most successful world investors in securities markets,
billionaire Warren Buffett said: "If you lose the company money, |
take it with understanding. If you lose its reputation, you will not
be pardoned" (Dowling, 2004). Under actual conditions, the
reputation of an enterprise, which is part of the intangible assets
of an enterprise, can be estimated in a monetary equivalent. And
the better the reputation the higher the price. For example, the
cost of tangible assets by "Coca-Cola" company is only 2 % of the
total value of the enterprise. And the remaining 98 % account for
the value of intangible assets, including its reputation, and image
(MacMillan et al., 2005).

Although the concept of corporate reputation has already evolved
over decades, the attempts by empirical literature to assess it were
not always successful. The assessment of corporate reputation is
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based on events, communication, and symbolism, which represent
information about activities of an enterprise. Strategic reputation
management implies that reputation can be assessed in time and
space. Thus, an enterprise can control the relationship between
internal and external stakeholders' groups (Tkalac & Vercic, 2007).
Regular tracking of the position of an enterprise on the map of
reputation could also help identify potential problems (Carroll,
2011). In addition, the most frequently used tools do not have the
intercultural reality that would make it possible to provide for
international comparability (Fombrun et al., 2000; Mahon, 2002;
Ponzi et al., 2011).

Corporate reputation is a complex or an overall assessment of
groups of people at an enterprise that goes beyond the estimates
forindividual features or qualities (Shenkar & Yuchtman-Yaar, 1997).
Often, the constructs used to characterize corporate reputation do
not cover all its scope and conceptual attributes. Consumers
cannot always clearly elucidate positions in financial reports. In this
case, the external signals of image (for example, a corporate
reputation rating) can come in handy and help businesses to assess
their own performance based on external perception (Sarstedt &
Schloderer, 2010; Smith et al., 2010). Some researchers, when
assessing reputation, distinguish its two components: emotional
identification and competence (MacMillan et al., 2005).

The most recognized and such that can be considered standard is
the procedure by the Reputation Institute, termed the Global
RepTrak ™ system (Reputation Institute, 2018; Barron & Rolfe, 2011),
which is standardized in the United States. Underlying this
procedure is Scorcard, a tool that tracks the attributes of
reputation of an enterprise, which are influential in determining the
effectiveness of relationship with customers (Fig. 1). Some of them
belong to the emotional (respect, sympathy, trust, self-esteem),
while most — to the rational factors to support the reputation of
an enterprise (effectiveness, product quality, innovative activity,
corporate culture, social responsibility, management, leadership).
The essence of the procedure implies that ordinary citizens vote,
by using the Internet or a telephone, for companies that operate in
their country, according to all the criteria; the results form the
rating of the enterprises chosen by consumers.

The advantage of a given procedure is determining the current
level of an enterprise reputation, simplicity in conducting a survey,
the lack of pressure on respondents due to the anonymity of the
survey, as well as the degree of sample representation. The
disadvantages of the procedure are in that the assessment of
reputation is given as a weighted average of all listed factors, but
consumers probably point to the most important and the most
significant factor in the choice of the enterprise among many
others, so the score is more comprehensive than directed.



https://journals.sagepub.com/doi/citedby/10.1177/0149206309355320#top-content-scroll

ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

Corporate
management

Social focus

Goods and services

Innovations

Effectiveness

Leadership

Work conditions

Fig. 1. Significance of rational factors that shape an enterprise reputation

In addition, the estimate is given to all businesses, notwithstanding
whether they belong to the same industry, or to a different; neither
production capacity nor accessibility of enterprises are taken into
consideration. Furthermore, another shortcoming of the analyzed
procedure is that the assessment of reputation disregards internal
assessment, which is also extremely important.

There are other methods to assess reputation. Conditionally, they
are split into quantitative and qualitative (Barron & Rolfe, 2013;
Chun, 2005; Duhe, 2009). The quantitative ones include a method of
excess profit, a method based on the magnitude of an indicator for
the volume of product sales, a method of surplus resources, as well
as the analytical, qualimetric, "multiplier", and statistical methods.
Among the qualitative ones, there is a method of sociological
surveys, the rating and expert models (Barron & Rolfe, 2011; Chun,
2005; Duhe, 2009).

Based on the interpretation of an enterprise reputation proposed
in the study, such reputation has exogenous and endogenous
fields. Fig. 2 shows that in accordance with the procedure for
estimation by Reputation Institute the assessment of reputation
covers in full only the upper part of the so-called "iceberg" and
leaves almost without attention a significant component of an
enterprise reputation, which is formed by internal stakeholders,
the so-called reputation capital. As exhibited in Fig. 2, the main
components of an enterprise reputation, located in the exogenous
and endogenous fields, are its reputation capital and image. A
reputation capital, which forms the endogenous field of an
enterprise reputation, has a value dimension, although
determining its overall magnitude may cause certain difficulties
because of the need to use not only direct calculations, implied by
financial reporting, but the indirect as well, for example, when
determining the value of intellectual potential of the enterprise's
managers.

An exogenous field of an enterprise reputation is represented by
image, whose nature is responsible for a set of its contemplative
characteristics, which are consequently difficult to formalize.

The contemplative-value nature is the main reason for the
difficulties arising in the course of research into an enterprise
reputation, because completely different approaches to the
measurement of exogenous and endogenous fields make it hard to
derive a uniform overall assessment of reputation. The procedure
for obtaining such an assessment can also be complicated due to
changes in the ratio of exogenous and endogenous fields of
reputation (dashed lines in Fig. 2): at a sufficiently high reputation
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capital, the image of an enterprise can be quite low, and vice versa.
In addition, the reputation's both fields are largely influenced by
the factors in external and internal environment of the enterprise.

The main disadvantage of many methods for the estimation of
reputation is that they do not take into consideration the specificity
of an enterprise and the focus is on the financial component of the
enterprise's reputation, while this study considers an enterprise
reputation as its complex cognitive-contemplative characteristic.
Therefore, in the course of the study we have developed a specific
algorithm for the estimation of an enterprise reputation, taking
into consideration the approach, chosen in this research, to its
definition that combines an object component, which is a market
share, and its subject part, which is a set of consumer values.

Thus, in order to build an algorithm for the estimation of an
enterprise reputation, one should pay attention to this specific
combination, as well as apply all knowledge, gathered about the
enterprise in general, and its stakeholders in particular. Note that
the sequence of assessment of an enterprise reputation should
include both quantitative and qualitative methods of analysis, as
well as, at the final stage, one must use the statistical processing of
data acquired. By analyzing the qualitative and quantitative
methods of reputation assessment, in the study we have chosen,
among qualitative methods, an expert poll method, which helps
identify the set of values of the enterprise's stakeholders. In order
to identify the totality of values inherent for its internal
stakeholders, the experts selected are the employees of the
enterprise; in order to define a set of values inherent to its external
stakeholders — consumers of the enterprise's products.

Among the quantitative methods, we have chosen in the present
study a survey method, which is the most appropriate to assess an
enterprise reputation. Given that in this study an enterprise
reputation consists of two parts (the external and internal
components of an enterprise reputation), one should conduct a
survey involving both the external and internal stakeholders. When
constructing questionnaires for the most important groups of
stakeholders, one combines a Scorcard toolset, developed by
Reputation Institute, and underlying the reputation assessment
method Global RepTrak reputation (Reputation Institute, 2018), and
the system of reputation assessment TRI*M, proposed by the
research company Kantar TNS (Kantar TNS, 2018). The attributes of
the enterprise's reputation are the key task when constructing the
questionnaires for different groups of internal and external
stakeholders (Table 3).
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Fig. 2. Content components of enterprise reputation

Table 3
Key attributes of an enterprise reputation for different groups of internal and external stakeholders
Attributes of reputation Characteristic Attributes of reputation Characteristic
Goods/services High quality of goods/services Social focus Responsible attitude to environment
Goods/services High price of goods/services Social focus Support to social initiatives
Goods/services After-sale service Social focus Positive impact on society
Goods/services Meets requirements and expectations Leadership Strong and honest leader of enterprise
Innovations Innovative enterprise Leadership Clear vision of future
Innovations Fast adaptation to changes Leadership Close communication ties
Innovations Continuous improvement Leadership Excellent management
Work conditions Fair and transparent remuneration Effectiveness Enterprise profitability
Work conditions Care for safety and health of employees Effectiveness Financial results exceed expectations
Work conditions Equal opportunities for employees Effectiveness Prospects for better effectiveness
Corporate governance Openness and transparency of enterprise | Corporate governance Honesty and compliance with legal
norms
Corporate governance Compliance with ethical norms

Based on Table 3, we have constructed a questionnaire consisting
of socially responsible questions in order to assess an enterprise
reputation by a group of external stakeholders, which are in this
study are the enterprise's consumers (Annex 1). The questionnaire
includes a single main question on the general perception of an
enterprise by respondents (promotion of social, economic, and
ecological improvement of society as stated in the questionnaire)
and six other constructs that characterize an enterprise reputation:
existence of high-quality products/services, relationships with
consumers, emotional component, leadership and innovation, the
internal environment, ethical norms at an enterprise and practices
of social responsibility. They all must be evaluated by a respondent
according to six points at a Likert scale (1 — fully agree, 6 — fully
disagree).

After conducting a survey, such information should be processed
using statistical methods. We have chosen as the most acceptable
method within this part of the study a compatible statistical
analysis method. The specified method is designed to measure and
compare the attributes of products in order to identify those that
affect the decision to purchase the products of the enterprise. A
consumer cannot easily state his own system of values. Thus,
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instead of forcing respondents to think about each attribute
separately, within the framework of analysis a system of values is
defined that underlies their choice, and consumers judge on their
own about the product in general. Next, based on the results of
analysis, one gives an estimate to the "usefulness" of products,
that is, its capability to meet the needs of consumers.

Thus, by analyzing the existing methods for reputation
assessment, we propose the use of a specific method that must be
comprehensive in character, taking into consideration the
quantitative and qualitative characteristics of the enterprise
reputation at the same time. In order to construct an enterprise
reputation assessment algorithm, it is required to:

- select key external and internal values for stakeholders of the
enterprise (methods of qualitative analysis, preliminary expert
survey) with the help of experts;

- construct a questionnaire with respect to the values of the
enterprise's stakeholders;

- to conduct a survey of the enterprise's external stakeholders,
using a questionnaire that is intended for the enterprise's external
stakeholders (methods of a quantitative analysis, preliminary
surveys);
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- to conduct a survey of the enterprise's internal stakeholders,
using a questionnaire that is intended for the enterprise's internal
stakeholders;

- to process statistically the data acquired and to evaluate the
enterprise reputation (using methods of statistical analysis and the
method of expert polls).

Thus, by applying all these recommendations, we have developed
an algorithm for enterprise reputation assessment, which includes
three stages (Fig. 3).

According to the proposed algorithm (Fig. 3), at the first stage, one
performs the internal identification of the enterprise reputation.
To this end, top managers of the enterprise should identify the
most significant characteristics for the enterprise reputation,
which could affect the formation of values by different interested
groups, as well as to identify possible outcomes of the impact of
individual characteristics for the enterprise reputation on the
reputation of the enterprise itself.

Given the fact that various interested groups have different
relations with the enterprise, and, as a consequence, render its
reputation a different content, therefore, the most important
groups of stakeholders are determined. These groups include: the
staff of the enterprise, owners, shareholders, suppliers,
consumers, general public (potential consumers), the state and the
legislature. All the specified groups pursue their goals during their
interaction with the enterprise. That is why an important task for
the leadership of the enterprise is to identify possible types of
relationships between stakeholders and the enterprise. Therefore,
in addition to known methods of qualitative analysis, one should
apply a method of focus groups, aimed to interview
representatives of the different groups of stakeholders. Thus, at
the first, opening, stage of enterprise reputation assessment, the
enterprise leadership should pay attention to the self-analysis of
the enterprise activities.

Setting sufficient and necessary
conditions for evaluating the
reputation of the

.53 enterprise

Identification of the
enterprise and identification
of the products with which
the enterprise is associated

Is information
sufficient to determine the
market share of
an enterprise?

Gathering information
about the enterprise

reputation

Current level enterprise

Determining the market
share of the enterprise

Is information
sufficient to determine the
complex of values of the consumers
of the enterprise that form
its reputation

Determining and
evalustion of & complex
of values of the
consumers of the
enterprise, forming its
reputation

Statistical analysis of
the obtained estimates

Fig. 3. Algorithm for enterprise reputation assessment

At the second stage of enterprise reputation assessment, one must
use one of the methods of quantitative analysis to find out the
opinion of consumers about both the enterprise and in relation to
its competitors. When applying quantitative research methods,
information is collected by various means: by means of telephone
interviews, the Internet online surveys, survey of the place of
residence or work, etc. The choice or a combination of methods
depends on the specificity of the enterprise and its products. Note
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that given all existing differences between the specified methods,
they have a common element - a questionnaire (a system of
questions interrelated by the research task).

Prior to a questionnaire construction, Noel (1978) proposes to
describe the ideal enterprise. Since a person, when answering a
question, might differently interpret what he read (or heard,
depending on the form of a survey), the given analysis will help
correctly formulate questions whose answers are of interest to the
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enterprise. One should particularly carefully prepare those
question that relate to the management of the enterprise,
evaluation of the enterprise financial activity, results of the
enterprise leaders' activities and their reputation, quality and
product range, its brand, and the values that stakeholders give to
the enterprise. A comparative analysis in such matters will help a
person answering a question to draw a parallel between the
activities of the enterprise and the activities of direct competitors.
That would help the enterprise develop an action plan aimed at
improving its state and raising the level of its competitiveness. The
volume of questions is also a key factor of success during
questioning. A very small number of questions will not be able to
fully characterize an attitude towards the enterprise, too large —
will exhaust a person answering a question. Moreover, there is a
risk that a respondent might refuse to participate in the survey: he
could be worried by a large volume of questions, or he would not
be able to allocate the required amount of time to calmly
contemplate responses (Noel, 1978).

At the third stage of enterprise reputation assessment, one should
focus on a statistical analysis. This stage is very important for
providing a quantitative assessment of an enterprise reputation
under current situation. At this point, one should pay particular
attention to a comparative analysis of the enterprise reputation
assessment, obtained at the first and second stage of the
algorithm.

The suggested algorithm for an enterprise reputation assessment
(Fig. 3) can be considered as the basis for an enterprise reputation
assessment. However, when assessing reputation, there is a series
of reservations that it is advisable to consider when applying the
proposed algorithm: a bias of the certain groups of stakeholders.
Selection of respondents and evaluation criteria is typically biased.
In addition, one should avoid problems related to the
representativeness of the sample of stakeholders as respondents.
Therefore, to assess reputation, one must first define which group
of interests the enterprise intends to consider, and at what stage it
plans to evaluate the reputation. Thus, consideration of the
incompatibility that occurs when comparing perceptions by
different groups of stakeholders may limit the comprehensiveness
of the proposed algorithm, although it improves its effectiveness.
The condition for taking into consideration the values of
consumers of the enterprise's products is necessary when
assessing an enterprise reputation because it makes it possible to
refine the quantitative expression for the reputation of the
examined enterprise taking into consideration the current
situation in the market where the enterprise acts. In addition to the
objective accounting for the technical and economic indicators of
the examined enterprise, experts estimate their weight with
respect to the values of consumers. Such clarification is the
necessary condition during evaluation, because its quantitative
characteristics should account for the values of stakeholders that
indirectly affect the state of the enterprise's economic security and
its competitive position in the market.

Conclusions

regarded as a key variable in improving the attractiveness of

an enterprise and its ability to keep both clients and investors.
However, it is difficult to move in this direction without a clear and
universally agreed definition. Therefore, based on the theoretical
generalization of results of scientific research into the issues
related to reputation of an enterprise, we have proposed a more
precise definition of the notion of corporate reputation and
elucidated the differences between reputation, image, and the
identity of an enterprise. Although the suggested definition is not
comprehensive or integrative among a multitude of definitions
that exist today, it reflects the modal claim expressed by scientists
that paid attention to decisive issues. And it is also consistent with
lexicology of the word reputation, which reflects a judgment or
assessment.

C t present there is no doubt that corporate reputation is
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Owing to the built reputation, an enterprise obtains a significant
advantage whose essence implies the coherence of the
enterprise's interests. The interests of an enterprise are largely
related to the improvement of its economic condition, increasing
its competitiveness, expanding a sector of the market. Every
enterprise chooses its certain ways to achieve such a state
depending on its capabilities, size, condition of development,
however, regardless of the enterprise characteristics listed, a
certain link that would guide an enterprise to the state of economic
security could be the enterprise's reputation. In this sense, the
proposed algorithm for enterprise reputation assessment could be
regarded comprehensive (taking into consideration a number of
caveats) since, first, determining an index of reputation is preceded
by a deep qualitative analysis of values of internal and external
stakeholders of an enterprise, and, second, it includes
quantification using a survey of internal and external stakeholders
of an enterprise concerning the eligibility of relationships with the
enterprise (both direct and indirect through products of the
enterprise), and, third, it includes a qualitative indicator that
reflects the way an enterprise reputation could change in the
future. Therefore, reputation becomes a management tool that
enables businesses to improve and strengthen their market
positions in key areas.

Thus, the main steps to building a positive corporate reputation
are:

1. Statement of a strategy of corporate reputation and key factors
for the stability of business.

2. The integration of communication and social responsibility into
the corporate strategy of enterprise reputation.

3. Development of a crisis management strategy to protect against
threats to reputation.

4. Coordination of the corporate history with internal and external
stakeholders.

Undoubtedly, corporate reputation can become a key success
factor for an enterprise. Therefore, the issues of building a positive
reputation as a factor of stability of the enterprise are primary and
relevant. Filling a scientific gap between a knowledge base
concerning corporate reputation and empirical developments on
its assessment confirms the fact on that the meaning of the
conceptual construct of corporate reputation exists separately and
independent of the scientific efforts on its evaluation.
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Annex 1.

A sample questionnaire used in the study when assessing an enterprise reputation
Enterprise: XXX
Using the scale below, please indicate how much you agree with the following statements regarding enterprise XXX.

do disagr agree a?ir;et
fully not eein in in fully
disagree fully some some agree
everyt
agree ways ways hing

The enterprise is socially responsible. The enterprise takes an active and
voluntary participation in social improvement, promotes the development Q Q Q Q Q Q
of economic and ecological social situation.

The enterprise offers products/services that meet the needs of consumers
and the criterion of "quality-price".

The enterprise is responsible to the consumer (customer focus).

The enterprise carefully treats customers, communicating with them and Q Q [m] [m] a a
taking care of their safety and health.

The enterprise evokes positive emotions.

The enterprise generates respect, admiration, and trust.
The enterprise is the leader and innovator in its field.
The enterprise is a recognized leader, it is innovative and committed to a a a a a a
continuous development.

The enterprise with a high level of corporate culture.
The enterprise has acceptable working conditions, well-developed social a a a a a a
infrastructure, and a high level of corporate culture.
The enterprise has a high degree of ethics.

The enterprise adheres to the values that are consistent with the law, a a a Q a a
transparent, and based on respect for people and the environment.

a a a a a a

(o) I This is an open access journal and all published articles are licensed under a Creative Commons «Attribution» 4.0.
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Purpose - to elucidate the «economic nature» of an emergencies, to expand the list of reasons for the formation and consequences of the
emergencies, taking into account the economic component, and to provide a description of their interrelation in this process.

Design/Method/Approach. This work evaluates and summarizes studies that provide economic characteristics and assess the causes and
consequences of a emergencies.

Findings. An analysis of previous studies on emergencies pointed to a limited focus on economic issues associated. In this paper, the authors
substantiated the feasibility and proposed to highlight the economic component in the management of prevention of emergencies, in the
management of minimizing negative consequences and to consider this component in the classification of types of emergencies. This work
focuses on the causal link between economic costs for the prevention, elimination and elimination of the effects of emergencies (economic
losses) in the emergency management system. The examples have proved that all of the emergency preceding processes are economical,
that emergency actions are limited to an economic factor, and that emergency situations can have economic consequences. An economic
component can be both a cause and a consequence of an emergency. At the same time, the economic causes of emergencies directly affect
only the economic consequences (inflation - impoverishment of the population), and their impact on the remaining consequences - indirect,
due to the impact of other factors-consequences.

Theoretical implications. This research identifies a new classification group "economic circumstances" in the classification of types of
emergencies for the causes of the emergence and spheres of manifestation of the consequences.

Practical implications. The isolation and systematization of the economic component of emergencies allows us to take into account the
economic factor in the development of appropriate prevention algorithms, actions in emergencies or actions to eliminate the negative
effects of these events.

Originality/Value. The originality of the work is to illustrate the connection between the cause of emergencies and each of its manifestations
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EKOHOMi4Ha KOMMOHEHTA B NPUYUHAX
i Hac/igKax HaA3BUYAMHUX CUTYaL i

Tpyw OnekcaHdp Onezosuv',
Foposuii Amumpo AHamonitioguu

tHauioHanbHuli mexHiyHUl yHisBepcumem «Xapkigcokuli
nosimexHivyHUl iHcmumyms, Xapkis, YkpdiHa

Merta po6oTu - 3'AcyBaTV «€KOHOMI4HY MPUPOAY» HaA3BUYANHUX
cutyauit (HC), 3 ypaxyBaHHAM EKOHOMIYHOI CK/1ag0BoOl
po3WKMpUTK nepesik npuinH GopmyBaHHA Ta Haciigkis HC,
OMUCaTH iX B3aEMO3B'A3KM Y LIbOMY MpOLLeci.

Ausaitn/MeTtoa/Nigxia AocnigxeHHA. OujHKa Ta y3ara/sbHeHHA
AOCAIAMEHb, AKI HagalTb EKOHOMIYHI XapaKTepUCTUKKM Ta
OLLiHIOKOTb NMPUYMHK Ta HacaiaKkM HC.

Pesy/bTaTh pocC/igKeHHA. AHani3 nonepegHix Ao0C/igXeHb 3
nutaHb HC BKasaB Ha obMmexeHe 30cepesXeHHA Ha
E€KOHOMIYHMX MNWUTaHHAX. Y AaHii poboTi 06rpyHTOBaHO
AOLi/IbHICTb | 3aNPONOHOBAHO BUAI/MTU €KOHOMIYHY CKAag0BY
B ynpas/iHHi 3anobiranHAam HC, B ynpaaiHHi MiHimi3aujieto
HeraTMBHMX Hac/igkiB HC i po3r/iAHYTM Leli KOMMOHEHT B
knacudikauii Buais HC. 30cepeaskeHO yBary Ha NPUYMHHO-
Hac/ligKoBOMY 3B'A3KY MiX €KOHOMIYHMMM BUTpaTaMu Ha
3anobiraHHA, /iKBigauilo Ta  ycyHeHHA  Hacligkie  HC
(exoHOMI4HUX BTpaAT) B cucTemi ynpasaitHa HC. Ha npukaagax
A,0Be/eHO, LLL0 €KOHOMIYHWI XapaKTep MatoTb yCi npoLecH, Lo
nepegytote HC, wo aii nig 4yac HC obmekeHi eKOHOMIYHUM
YMHHUKOM, @ TaKOX Lo HC MOXKYTb MaTh €KOHOMIYHI HaciAKK
nposBy. EKOHOMI4Ha KOMMOHEHTa Moxe ByTh AK MpUYKHOLO,
TaK i Hacrigkom HC. Pasom 3 TuM, eKOHOMiYHi npuyinHu HC
MPsIMO BM/IMBAIOTb /IMLLIE HA EKOHOMIYHI Hacnigku (iHbaALis —
3y6OKIHHA HacesneHHA), a iX BM/MB Ha PELTY HacligkiB —
nobiyHuii, Yepes Bn/MB peluTh GpakTopiB-HaCiAKIB.

TeopeTuyHe 3HAYEHHA AOC/NiAXKEHHA. BHWOKpPem/seHO HOBY
KAacudikaLiiHy rpyny «eKOHOMiYHi 06CTaBUHK» B KAacudiKaLlii
BugiB HC 3a npuyYMHamy BUHWMKHEHHA Ta cpepamu npoABy
HacnigKis.

MpakTuyHe  3Ha4YeHHA  AOCIiAXeHHA. BuOKpem/seHHA  Ta
cucTemartaTusalin  eKOHOMIYHOI KomnoHeHTu HC po3BosAe
BPaxoByBaTM EKOHOMIYHMM UMHHWMK Mg Yac PpoO3pobKu
BiANOBiAHNX aAropuTMmiB 3anobiraHHA, gi nig yac HC abo gl 3
YCYHEHHA HEeraTMBHUX HaCNiAKIB LUX Nogin.

OpwriHanbHicTb/LiHHicTb/HayKOBa HOBM3HA AOC/iAKEHHSA. 3B’A30K
MiX npuinHoto HC i KOXHMM 1i MpOABOM MPOIiNOCTPOBAHO 3a
A,0MOMOroto BiA/n10BOI MaTpuui. Takuii nigxisg £0380AMB GinbLu
YiTKO OKPeC/ITU Ta HAOYHO MOKa3aTW NPUHMHHO-HACAIAKOBUI
B3aEMO3B’A30K Yy npouecax, MoB’A3aHMX 3 Ha/A3BU4YaKHOW0
cuTyauiero. [aa npuKaagy 3a AOMOMOrol Bifi/10BOI MaTpuLi
NpOi/NOCTPOBAHO NMPUYMHHO-HAC/iAKOBMIA 3B’A30K Tnamu HC 3
ypaxyBaHHAM €KOHOMI4HOT KOMMOHEHTMU.

O6MmexeHHA Aoc/igKeHH:A/lTepcnekTUBU NOAA/BLIMX AOC/iAKEHD.
Lle aocig»eHHA € OCHOBO A/ NOAA/ILLONO YA0CKOHA/IHHA
nigxoAis A0 OLUHKM EeKOHOMIYHMX TMOKasHukis HC 3
ypaxyBaHHAM 3anpornoHOBaHWX KaacudikauiiHux rpyn Tunis
HC.

Tun cTaTTi - TeopeTnyHa.
Knrovosi cnoea: knacudikalis; Bifs0Ba MaTpuLA; MPUHUHHO-

HaC/liAKOBUI B3aEMO3B’A30K; BUTPATU Ha MOA0/1aHHA HaC/iAKiB;
CTpaxyBaHHs; ynpaB/iHHA.

OGO

DKOHOMMHYECKaA KOMIMOHEHTa B NpUYINHax
n nocieacTBmAax qpeBBblanIHle cmyau,uﬁ

AnekcaHop Onezosuu Tpyui,
Amumputi AHamonvesuuy Fopoeolit

tHayuoHabHelli mexHuYeckul yHusepcumem «XdpbKosckuli

nosumexHu4eckuli UHcmumyms, Xapokos, YKpauHa

Uenb paboTbl - BbIACHATD  «3KOHOMMYECKYIO  NpUpOAY»
ypesBblyaiHbix cuTyaumit (4C), C y4eToM 3SKOHOMMHECKOM
COCTaB/IAOLLEN paclUMpUTb NepeyeHb NpuinH GOopMUPOBaHKA
n nocneactsuii HC, onmcaTb MX B3aMMOCBA3M B 3TOM npoLjecce.

Auzaiin/MeToa/Moaxos mccnegoBanua. OueHka M 0606uieHNe
UCC/e,0BaHUA, KOTOpble MpeaoCTaB/AT SKOHOMUYEeCcKue
XapaKTePUCTMKK M OLEHUBAIOT NPUYMHBI M nocneacTeua HC.

Pe3yabTaTbl Mcc1eaoBaHMA. AHaM3 NpeablAYLMX UCCIeA0BaHMIA
no sonpocam YC ykasa/ Ha orpaHu4eHHOe COCpes0TO4eHHOCTb
Ha 3KOHOMMYECKMX BOMpocax. B gaHHoM paboTe o6ocHOBaHa
L,e/1ec006pasHOCTb 1 NPea/10XKeHO BblAe/MTb SKOHOMUYECKYIO
COCTaB/IAOWYIO B YrpaB/ieHun rnpegoTepaljeHnem 4G, B
ynpaB/ieHUM MUHUMM3aLMeN HeraTuBHbIX nocieacTsuii HC u
paccMOTpeTb 3TOT KOMMOHEHT B KaaccuduKauum suaos HC.
BHMMaHMe cocpesoTO4EHO Ha MPUYUHHO-C/1eACTBEHHOM CBA3M
MeXAYy SKOHOMMYECKUMM 3aTpaTamMu Ha MpeaoTBpallieHue,
/IMKBUAALMIO U yCTpaHeHue nocneacteuii YC (3KOHOMUHECKMX
noTeps) B cucTeme ynpasseHua HYC. Ha npumepax gokasaHo,
YTO 3KOHOMMYECKMIA XapaKTep MUMelT BCe MpoLecchl,
npeawectsytowme HYC, aelicteua Bo BpemAa YC orpaHuyeHbl
SKOHOMMYecKum dakTopom, a Takke HC moryt wumeTb
SKOHOMMUYECKMEe MOC/IeACTBUA MPOAB/IEHUA. DKOHOMUYECKan
KOMMOHEHTa MOXeT BbITb Kak MPUYMHOW, TaK U creactenem HC.
Bmecte ¢ Tem, npudmHbl HC npAMO BAMAIOT TO/bKO Ha
SKOHOMMUYecKne nocneacTsua (MHPAAUMA -  OBHULLAHMe
HaceseHuA), a WX BAWAHME HA OCTa/bHble MOCAEACTBUA -
no604HbIN, U3-3a B/IMAHUA OCTa/IbHbIX GAKTOPOB-C/1eACTBUNA.

TeopeTuueckoe 3HaueHMe uccnegoBaHuA. BbigeseHa HoBanA
K1accuPUKaLMoHHan rpynna «3KOHOMMYeCKHe
obcToATenbCcTBa» B KAaccudumKaumm Bnaos HC no npuymMHam
BO3HWKHOBEHUA U chepamu NPOAB/IEHUA NOC/eACTBUIA.

MpakTMyeckoe 3HayeHMe UCCIeAOBaHUA.  BblgeneHne u
cMcTemaTaTusaumAa  3KOHOMMYECKOM  KOMMOHeHTbl  HC
Nno3BO/IAET  Y4WTbIBaTb  SKOHOMMYECKMI  paKkTop  npu
paspaboTke COOTBETCTBYHOLLMX a/IropuTMOB
npeAoTBpallenunsa, aAenctsmii npu YC uwam  aencTBuit  no
YCTPaHEeHUIO HeraTUBHbIX NOC/EACTBUIM 3TUX COObITUM.

OpuruHanbHocTb/LleHHocTb/HayyHass HOBM3HA  UCC/N€A0BaHUA.
CBA3b MexAy npudmnHon HC M KaxAabiM ee nposAs/ieHuem
NPOW/IIIOCTPUPOBAHO C MOMOLLIbIO BEEPHOM MaTpuLbl. Takoit
noAxo4 mno3Boiua 6osee YHeTKO OnpeAe/UTb WU HaraAagHO
riokasaTb NPUYUHHO-C/1eACTBEHHYIO B3aMMOCBA3b B NpoLeccax,
CBA3AHHbIX C Ype3BblMalHOM cuTyauueil. Hanpumep ¢
NMOMOLLbIO BEEPHOM MATPHLLbl TPOU/IIIOCTPUPOBAHO MPUYUHHO-
/e CcTBEeHHasA BA3b Tunamu HC C y4eTom 3KOHOMMYECKOM
KOMMOHEHTbI.

OrpaHuyeHus uccnegoBaHusA/llepcneKkTmBb Aa/bHENLLINX
nccnefoBaHuii. JTO UCC/IeA0BaHME AB/AGTCA OCHOBOW AA
fa/lbHeNLIero COBEpLUEHCTBOBAHMA MOAXOAOB K OLEHKe
SKOHOMMYECKMX MoKasaTeneir HC c y4eTOM npea/ioKeHHbIX
KMacCnPUKaLMOHHbIX rpynn Tunos HC.

Tun cTaTbk — TeOpeTUHECKanA.
Katouesvlie croea: knaccndukauma; BeepHasa MaTpuLa; NPUUUHHO-

CleACTBEHHAsA B3auMMOCBA3b; PacxXodpl Ha Mpeogo/seHue
NocC/1e4CTBUI; CTPAXOBAHWE; yrpaBiHHA.
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Introduction

odern statistical data prove that the number of emergency

situations (ES) has increased in the world recently. The

reasons for this are climate change, the advent of new
technology and growing demands for this technology control as a
result of scientific and technological progress, increasing world’s
population and changing ecosystems, increasing the number of
military conflicts and the occurence of new hybrid threats.
Separately, one must distinguish an economic reason. Increasingly
there is information about the underfunding of preventive
measures to prevent the onset of man-made disasters. In addition,
more and more often the very economic reasons lead to the
occurence of new emergency situations. Thus, attempts by the
French government in autumn 2018 to raise fuel prices triggered
mass protests that had become riotous and resulted in emergency
situations.

The situation in the big spheres is demostrated in extraordinary
situations. Thus, the Tohoku region, North-East Japan, was struck
by the gigantic earthquake that happened in the Pacific Ocean near
Tohoku, and subsequently hit by a giant tsunami. These dangers
inflicted enormous damage on the eastern coast of Japan. Such a
loss had a strong impact on both recovery and economic activity in
the country as a whole (Mimura, Yasuhara, Kawagoe, Yokoki, &
Kazama, 2011).

Every new emergency effective control mechanisms for the rapid
emergency situations resolution and development of measures to
prevent the occurrence of new emergency situations. This,
accordingly, requires some economic expences.

With this regard, there is a need to increase focus on economic
factors related to emergency situations, which can cause them, or
among other consequences, to distinguish the economic component
of emergency situations in order to prevent and divert them.

Theoretical background

n overview of scientific research on emergency management
and its economic basis allowed revealing the following.

Ukrainian researcher V. Yevdokymov with his colleagues
characterized the management features of economic activities in
emergency situations (Yevdokymov et al., 2016).

Also these problems are devoted to the work of foreign authors.
The predominant subject of work of American and German
researchers is the principles and construction of emergency
management (e.g., Trainor (Trainor&Subbio 2014), D. McElreath
(McElreath et al., 2014) and M. Jansen (Jansen, 2010)). Chinese
researchers led by K. Zhou (Zhou, Huang & Zhang, 2011), using fuzzy
logic, determined the factors that have an impact on effective
emergency management.

The issues of assessment and accounting of the economic
component of emergency situations are not, in principle, new. Like
in the whole world, in Ukraine, there are many researchers have
been involved in recent years. V.0. Vasiichuk (Vasiichuk et al., 2010),
V.V. Mogylnichenko (Mogylnichenko, 2008) touched upon the cost
of civilian protection during emergency situations. The state of the
accounting and analytical system for managing economic activity
in emergency situations was considered by Hrytsyshen and Polyak
(Hrytsyshen, & Polyak, 2016). E.V.Khlebystov conducted a
comparative analysis of Ukrainian and international practices to
assess the consequences of emergency situations (Khlobystov,
Zharova, & Voloshyn, 2009). G. M. Ploskonos (Ploskonos, 2003)
studied from issues of assessment to issues of forming
mechanisms for minimizing the economic consequences of
accidents and disasters.

Y. A. Opanasyuk proposed the assessment principles of ecological
and economic damage from emergency situations in his works
(Opanasiuk, & Melnyk, 2013), M.I.Bublyk has developed a
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industrial
enterprises in a modern economy (Bublyk & Koropetska, 2012).

methodology for estimating industrial losses in

Summarizing this review, it can be noted that the main focus of the
research was on approaches to emergency management,
assessment of the cost of response in case of emergency situations
and on elimination of consequences of emergency situations. In
some studies, scientific articles and books, emergency reports
separately indicate the economic factors of emergency situations
and, separately, the economic consequences of the emergency
situations occurence. The causes and consequences of emergency
situations associated with economic factors were not well studied.
The relation between these two categories is not cached. Our
analysis points to the facts that confirm the relation between
economic causes and the economic consequences of emergency
situations. And there are far more such facts than expected by the
authors. Therefore, there is a clear need to determine the
correlation between the economic causes and the consequences
of emergency situations, especially in the context of limited actions
in the prevention of emergency situations due to lack of funds.

Problem statement

urpose to elucidate the «economic nature» of an

emergencies, to expand the list of reasons for the formation

and consequences of the emergencies, taking into account
the economic component, and to provide a description of their
interrelation in this process.

Methods and Data

his paper includes methods, in particular, of general sciences:
@induction, deduction, analysis, synthesis, scientific abstraction

and generalizations - for the formation, substantiation and
development of the formalized conceptual-categorical apparatus
of the research; a comparative analysis, a theoretical
generalization of a causal correlation - to determine the differences
between the causes of the occurrence and the consequences of
emergency situations’ demonstration; a system approach - for the
development and substantiation of fan matrices system making;
specific: semantic analysis - for analyzing the flow of publications
to determine the methodological basis for determining the
economic causes and consequences of emergency situations;
processing expert information - to determine the key factors for
fan matrices; project priority - for making fan matrices and the
formation of conclusions based upon them. Information sources of
research are the scientific papers of local and foreign scientists on
the problems of assessment and management of emergency
situations, regulatory documents and the legislative framework of
Ukraine and other countries on the classification of emergency
situations.

The distinction between the social and purely economic causes of
emergency situations and the relation establishment between the
types of emergency situations are identified in the Code of Civil
Protection of Ukraine (Kodeks tsyvilnoho zakhystu Ukrayiny, 2018),
with the aid of a new feature, was carried out by a fan matrix (the
Kordonskyi Matrix) (Kordonskyi, 2011).

"Fan matrix is a table used in methodology, semiotics, classification
theory to describe taxonomies and ontologies" (Veyernaya
matritsa, 2018). Its essence lies in the fact that such a matrix has a
"level structure", that is, it allows the information in the form of a
certain set of levels (by structure, management or functioning),
allows considering each concept as the level of organization from
the derivative of the fan matrix. In addition, the fan matrices are
substantially limited, since the scope of their interpretation can not
go beyond the limits defined by previous levels (organization,
structure, management, operation). The fan matrices allow
building ontologies of scientific pictures of the world; to predict the
existence of concepts (objects, phenomena) and relations
between levels of research; generate partial picture of the world,
based on the basic picture of the world; to simulate (to set
character sets) structures of different levels, to operatively
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represent (solve) the so-called paradoxes of belonging. "Fan
matrix is in the fact that its fragments, taken according to certain
rules, unfold in derivatives from the original table of structure,
which preserve its logic" (Veyernaya matritsa, 2018).

Results and discussion

n "Emergency Law" adopted in the United Kingdom defines

an emergency situation as depriving a society of sources of

vital needs and requiring special actions and opportunities
(Civil Contingencies Act, 2004). This definition should meet the
challenges, risks and threats faced by each state in the new
millennium.

Based on the already existing definitions of military and man-made
emergency situations (Nadzvychaina sytuatsiia, 2018), under an
emergency situation of an economic nature (economic
emergency), we consider the situation as a result of the
government's false economic actions, the use of economic
sanctions by other countries, hybrid hostilities, inflation,
impoverishment population and loss of savings, unemployment
and bankruptcy of enterprises and organizations, investors
outflow, depreciation of the national currency and securities.

To identify the economic nature, causes and consequences of
emergency situations associated with economic factors, the
authors of this paper have studied the emergency situations
classification.

Classification is not only important for science, but is also one of
the main components of thinking.

Separate results of the researches of emergency situations
classification are presented in the papers of G. M. Kharamda
(Kharamda, 2012), V.C.Zhidetsky (Zhidetsky, Dzhyhyrey, &
Melnykov, 1999), V.S. Dzhigireya (Dzhyhyrey, & Zhidetsky, 2000),
V. E. Goncharuk, S.I.Kachana, S.M.Orel and V.I.Putsylo
(Goncharuk, Kachan, Orel, & Putsylo, 2004), Ya. O. Sierikov (Sierikov,
2007), D.Yu. Polkovnichenko (Polkovnychenko, 2014), D. Mladan
and V. Cvetkovi¢ (Mladan, & Cvetkovi¢, 2010) and many other
authors.

G. M. Kharamda (Kharamda, 2012) proposes a classification of the
emergency situations causes, which also highlights economic ones.
Among such causes, he defined: "imperfection of technical means
and technological processes, environmental change due to nature
use (pollution, exhaustion of resources), poverty (wearing
equipment, lack of funds for modernization, prevention)" (Fig. 1).
However, this interpretation, in our opinion, is incomplete and
controversial.

D. Yu. Polkovnychenko (Polkovnychenko, 2014) identified two
groups of contradictions: "between nature and society and within
society." In turn, in the latter group of contradictions, that is, within
the society, it is possible to conditionally identify a set of socio-
political, including  military-political and  socio-economic
contradictions, on two levels: interstate (international) and in-
state. " However, in the general author's definition of emergency
situations, he does not distinguish economic causes: "Using such
grouping and considering emergency situations as a consequence
of the contradictions intensification in the absence or lack of
effectiveness of the mechanism for managing the development of
society, we can distinguish four classes of emergency situations:
military-political and social-political conflicts; natural disasters;
man-made disasters; emergency situations of the "combined
type", that is, those with a mixed natural-technological (epidemic
of oncological diseases, lung silicosis, etc., as well as landslides,
desolations, etc.), natural-social (some mental illness) nature. "

D. Mladan and V. Cvetkovi¢ (Mladan&Cvetkovic, 2010) proposed
another approach to classification - the ability to manage
emergency situations through means of prediction and influence
(Table 1). However, this classification is not based directly on
economic rather than on purely managerial actions.
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The emergency situations in the world get classified and are at the
legislative level, depending on the causes, scales, consequences,
etc. Depending on the geographical location, the peculiarities of
the legislation or customs of each country, inherent features of
such classification (Emergency, 2018).

For example, in the UK, the types of emergency situations are
distinguished according to the facility, which includes emergency
situations: emergency situations that threaten life, health,
property or the environment (Emergency, 2018).

Similar to British, there is the Chinese emergency situations
classification, but unlike Britain, only three factors are taken into
account: depending on the threats to life, health and the
environment. According to the law, life threatening is considered
to be an emergency situation with the highest priority, because
"nothing is more important than human life" (Jinji gingkuang, 2018).

In the United States, there is no single federal classification. The
type of emergency situations is different for each state, where local
authorities manage emergency situations. For example, in Texas,
emergency situations are classified into 4 levels depending on the
impact degree (supervised by specialist personnel; uncontrolled,
but occurring on small territory; an uncontrolled situation requiring
an additional protection zone; a completely uncontrolled situation)
(Emergency Classification Levels & Responsibilities, 2018).

In view of the significant upheavals in recent history of Serbia
(military actions, significant population displacement) in that
country, the criteria for emergency situations classification are:
time (unexpectedness, rate of cases’ development); social and
ecological consequences (human sacrifices, epidemics, mass
destruction of cattle, preparation of production, use of a significant
amount of natural resources); social and economic consequences
(big conflict, high risk, provoking internal political instability,
domestic political cases, increasing inter-ethnic tensions,
expressed international instability, economic consequences
(significant economic losses and the threat to financial and
material resources, violations of the regular transport system, the
need for significant material costs and compensations, the
formation of funds, the need to use a large number of methods to
prevent situations and eliminate the consequences); the body
Management (Unpredictable Situations in Management)
(BaHpedHa cumyauuja, 2018).

Despite single emergency management body in the EU, the
European Center for Monitoring and Information on Emergency
situations, there is still no single emergency situations classification
in the EU. For different countries, the classification varies.

In Germany, emergency situations are classified according to the
principle of responsibility for resolving the situation, due to the fact
that there are a large number of services in this country (civilian,
military, and even volunteer) who should come to the rescue in
case of emergency. In addition, the country’s government
distinguishes such groups of emergency situations as: general
emergency situations for health, fires, accidents or water saving
with a message by telephone 112; general emergency situations in
other threats and accidents with police reports by telephone 110 or
using the emergency call system 734; Emergency situations in the
Alps with the alert of the mining rescue service; dangerous casesin
railway transport with the notification of the emergency manager
of DeutscheBahn, accidents in mines, emergency situations in
underground caverns and caves; other disaster cases with
notifications of it (Notfall, 2018).

A simpler classification of emergency situations is used in Finland:
criminal offenses, natural disasters (fires, marine accidents,
earthquakes, floods, tornadoes, tsunamis, volcano eruptions),
man-made disasters (structures collapse through fires, explosions
(terrorism) or bad design, air crashes, car accidents),
administrative ~ emergency  situations  (terrorism,  war)
(Pelastustoiminta, 2018). In the Czech Republic a multilevel
classification of emergency situations is used, which classification
types are givenin Table 2.
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Emergencies

Natural causes

Anthropogenic causes

Topological

Social

Economic

Meteorological — | Growth of population

Urbanization Poverty

Lack of regulatory

Imperfection of

Tectonic — Corruption — technical means and
framework .
technological processes
Lack of information on Environmental change
Terrorism the situation in the — due to nature

Emergencies management

Lack of regulatory
framework

Carelessness and
incompetence of
officials, excess of
authority

Fig. 1. Classification of the causes of emergencies by G.M. Haramda (Kharamda, 2012)

Table 1

Emergencies classification, presented in the work of D. Mladan and V. Tsvetkovich

Ability to predict

Possibility of influence on the ES

Controlled

Uncontrolled

Predictable

Traditional emergencies

Uncontrolled emergencies

Unpredictable

Unexpected emergencies

Unpredictable emergencies

Source: made on the basis of ( Mla d an & Cvetkovi¢, 2010 ).

Table 2

Emergencies types in the Czech Republic

Cases caused by natural phenomena

local (flood, earthquake)

abiotic (storms, fires caused by natural phenomena)

global (e.g., super misfortune, pandemic)

biotic (epidemic, pest infestation)

extraordinary events caused by a person

unintentional (technical failure, accident, negligence)

military (military attack of another state)

intentional (sabotage, terrorism, war)

non-war (unrest, social or economic reasons)

Emergency situations with mixed cause

Source: made on the basis of ( Mimorddnd uddlost, 2018 ) .

In Ukraine, the types of emergency situations are defined in the
Code of Civil Protection of Ukraine (Kodeks tsyvilnoho zakhystu
Ukrayiny, 2018) and the Resolution of the Cabinet of Ministers of
Ukraine "On Approval of the Procedure for Classifying Emergency
situations by their Levels" (Postanova Kabinetu Ministriv Ukrayiny,
2013), which distinguish four main types of emergency situations
depending on the emergency consequences (Kodeks tsyvilnoho
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zakhystu Ukrayiny, 2018) or territorial spreading (Postanova
Kabinetu Ministriv Ukrayiny, 2013) (state, regional, local, object) and
4 main causes depending on the nature origin of cases that may
lead to their occurence (man-made disasters, natural disasters,
social, military) (Kodeks tsyvilnoho zakhystu Ukrayiny, 2018).
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At the same time, in the modern world, the fifth cause of
emergency situations is becoming more and more significant -
economic. After all, the sources of information show that inflation
(for example, in Venezuela 2017-2018), the population
impoverishment through financial pyramids (e.g., in Albania in the
1990's), depreciation or loss of savings (Russia, 1993), own
miscalculations of government officials or false economic
development strategies (Chile, 1973), hybrid economic challenges
of neighboring countries (sanctions, boycotts, blockades,
embargoes, etc.) (Libya, 2009-2011) can also be a source of
emergency situations.

The causes of emergency situations are not always clear and often
coincide (Spiegel, Le, Ververs, & Salama, 2007). For example, A. Sen
(1999) argued that hunger is usually caused by a lack of purchasing
power, but not necessarily by drought or as a consequence of a
food shortage. But these factors can aggravate the low level of the
population solvency (Sen, 1999; Spiegel, Le, Ververs, & Salama,
2007).

In many cases, effective response, impact and management of
emergency situations prevention, emergency operations, and
emergency response minimization are only possible with
appropriate economic support for such processes, which
differences in economic costs depend on the emergency situations

type. Depending on the emergency situations type, the economic
costs of processes associated with them may vary.

However, from our point of view, in all these papers insufficient
attention is paid to the study of the emergency situations nature,
including their "economic nature", because:

1) the economic causes of the emergency situations are not clearly
defined or included as social (social and political);

2) not all factors that may trigger emergency situations due to
economic reasons are identified;

3) there are not clearly defined consequences of emergency
situations, which, in their turn, can have both economic
reasons and economic demonstration.

For a clearer delineation of social and purely economic causes for
emergency situations, the authors attempted to relation those
with all types of emergency situations (involving a new feature),
defined by the Code of Civil Protection of Ukraine (Kodeks
tsyvilnoho zakhystu Ukrayiny, 2018), by a fan matrix (the matrix of
S. Kordonskyi) (Kordonskyi, 2011).

Such a matrix, proposed from the research perspective, is
presented in Table. 3.

Table 3

Emergencies types under the Civil Protection Code of Ukraine and the Resolution of the Cabinet of Ministers of Ukraine "On Approval of the
Procedure for Classifying Emergencies by Their Levels"

L Territorial spreading
By nature of origin (cause) - -
state level regional level local level object level

economic ( new feature ) +

military + +
social + +
natural nature + +
man-made nature (technogenic nature) + +

Source: generaled by the authors.

The matrix depicts a clear distinction between "economic" and
""social" causes of emergency situations. Economic causes are a case
of the state level, since their consequences will affect all citizens of
the country, and the social cause of the occurrence can trigger an
emergency situation in the territorial spreading of not only the state
but also of the lower level - regional, local, or even object.

An example of such emergency situations in the world can be
considered as follows:

1) Ulster crisis - social (more precisely, social and political), conflict
of Catholics and Protestants in Northern Ireland (part of Great
Britain) - regional level (The Troubles, 2018);

2) genocide of Tutsi nationality in Rwanda - social, but with the
whole country’s level spreading (Rwandan genocide, 2018);

3) the population impoverishment and power change in Libya (as a
consequence of sanctions against the regime of Muammar
Gaddafi) - economic cause (Muammar Gaddafi, 2018);

4) constant riots with human victims in the face of significant
inflation in Venezuela due to the economic strategy of the
country’s government, the economic cause (Economy of
Venezuela, 2018).

When conducting classifications of emergency situations, some
scientists suggest taking these signs into account (Bereziuk, &

Lemesheyv, 2011): "The general cause of occurrence, demonstration
type, scope, consequences, timing and scale of occurrence.”

Of particular interest is the category of "consequences" that
results in occurrence of new emergency situations. Traditionally,
the consequences of demonstration of emergency situations
include technogenic, social and political, environmental, and
economic (Bedriy etal., 1997). However, V.P. Kniazeva, N.S. Scanavy
and T.V. Averchenko (Kniazeva, Scanavy, & Averchenko, 2002) also
distinguish those as the ones that can be called historical. Historical
consequences of emergency situations should be considered as
leading to the decline and looting or distortion of cultural and
historical heritage (destruction of architectural objects, loss of
religious or cultural values, etc.).

At the same time, the economic consequences of emergency
situations should be considered such that lead to direct material
losses of the state, economic entities, communities, population.

The economic consequences can be resulted in cases of all
consideration levels of emergency situations: state, regional, local,
and even object due to the fact that at each level the case requires
direct funds spending to eliminate it, it causes certain direct losses.
At the same time, the expenditure amount depends precisely on
the level of emergency situations (Table 4).

Table 4

The correlation matrix between the types of emergencies on the result of their demonstration and on the territorial of spreading

As a consequence

Territorial spreading

of demonstration state level

regional level

local level object level

historical

social and political

man-made (technogenic)

ecological

+ |+ |+ [+ |+

economic

+ |+ |+ |+

Source: generaled by the authors.
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At the same time, we believe that the historical consequences of
emergency situations can only be at the state level, since cultural
heritage is the gain of all people and the whole state, because they
are kept in state museums, are protected by the state, and some
objects of cultural heritage are even recognized as the property of
world civilization (Cultural heritage, 2018).

The expediency justification of the category on historical and
economic consequences of the emergency situations can also be
disclosed by the fan matrix, shown in the Table. 5, - a combination
of emergency situations types as a consequence of their
demonstration and types of necessary expenses.

Table 5

The emergencies types by the consequences of their manifestation and types of necessary expenses

As a consequence

Types of necessary expenses

of demnonstration on insurance from

to cover direct damage

for prevention (except for elimination of

the onset of a case from the case for insurance) consequences
historical 4 4
social and political + + +
man-made (technogenic) + + +
ecological + + +
economic + + +

Source: generaled by the authors.

So, from the economic point of view, the historical consequences
of emergency situations are only direct losses, and it is almost
impossible to determine the costs of preventing or eliminating the
consequences. However, one can insure historical objects of
cultural heritage for their (possibly partial) restoration. Although
the newly constructed object will only be a copy of the historical,
and the object of cultural heritage will be lost (as, for instance, St.
Michael's golden-domed cathedral in Kiev). Instead, the economic
consequences of emergency situations are not only a direct
economic loss (e.g., savings depreciation) but can also be insured
(by converting part of funds into other currencies or liquid assets).
In addition, funds can be used to prevent the economic
consequences of emergency situations (currency interventions on
the interbank exchange to stabilize the national currency) and their
elimination (subsidies, material assistance to the population, and
subventions to local budgets).

The economic consequences of emergency situations are manifest
in their demonstration. At the same time, one and the same
problem may require a long time to solve, and can be solved

instantly. For instance, the steady growth of foreign exchange rate
during 2014 in Ukraine was not quickly stopped by the government.
Opposite panicin the currency market at the end of December 2018
was resolved in a few days. However, in our opinion, it is more
interesting to combine by the fan matrix the classification of
emergency situations "for the causes of occurrence" and "the
consequences of their demonstration" and emerging (Table 6) the
cause-effect correlation.

From the philosophical point of view, the "cause" and
"consequence" categories generalize and distinguish one of the
concrete and specific forms of such correlation. So, every
phenomenon or group of interacting phenomena generates other
phenomena. At the same time, the phenomenon that causes other
phenomena to life, serves as a cause. In turn, the cause itself
generates a consequence, because "the cause is a phenomenon,
the thing that directly causes, generates another phenomenon,
which is called a consequence" (Nadolnyi, 1997). Hence, there is a
certain chain of cause-and-effect correlations between certain
previously identified groups of emergency situations.

Table 6
The matrix of cause-and-effect correlation between types of emergency situations
classified according to the causes of origin and the consequences of demonstration
As a consequence For cause of origin
of demonstration military social man-made nature (technogenic nature) natural nature economic
historical + - - - -
social and political + + - - -
man-made (technogenic) + + + =
ecological + + + ¥ B
economic ones + + + + +

Source: generaled by the authors.

This combination allowed determining the direct and indirect
effects of each cause of emergency situations on corresponding
effects of demostration. After all, the causes of maritime
emergency situations (military emergency situations) can have
only direct consequences: historical (destruction of cultural
values), social and political (revolution), man-made (destruction of
industrial objects), environmental (environmental pollution) and
economic (inflation, population impoverishment due to the loss of

property).

At the same time, the economic causes of emergency situations
directly affect only the economic consequences (inflation - the
population impoverishment), and their impact on remaining
consequences is indirect, due to the impact of other factors-
consequences. For example, due to the depopulation (economic
cause), mass disorder begins (social and economic crisis) and
robbery and destruction of cultural heritage objects (historical
consequences). Or due to the population impoverishment
(economic cause) there is a shortage of funds for education (social
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and economic crisis), which causes technological, historical or
environmental consequences of emergency situations. Direct
effect in tabl. 4 is marked with "+", and the side one is marked
with """,

It should also be noted that the direct impact of emergency
situations can cause not only negative but also (in some cases)
positive effects (including in economic terms). For example, the
change of tyranny by democracy as a result of revolution, the
destruction of an environmentally harmful objects due to military
actions, etc. While side effects have only negative consequences
(e.g., the destruction of historical objects, trade facilities or
property of people through mass riots, caused in turn by rising fuel
prices in Paris in the fall of 2018).

Separating the economic component in emergency situations and
informing the public hereof allows realizing economic risks, and
this affects the decision-making and behavior of people.
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The economic consequences of emergency situations are decisive
in assessing such a macroeconomic indicator as the capacity of the
state. After all, the capacity of the state should be evaluated, firstly,
from the point of view of solving the main task of systemic
transformations - deepening the market transformation of the
economy and preventing the economic causes of emergency
situations (Trush, & Litvinenko, 2008). The determinants of this
process are the institutional provision of policy reforms, the
completion of the process of forming a ramified market
infrastructure, the establishment of an effective legislative field
and stable rules of economic activity. Another problem is sharply
eliminated - elimination of existing deformations in property
relations, ensuring legalization of its main forms, political support
and reliable state protection of private property, interests of
business partners and lenders, national capital in general, since
property issues often appear to be the main stimulus of popular
discontent and occurrence of emergency situations (e.g. example,
the crisis of car owners on a foreign registration). The state should
actively interfere in this process, to assume the main burden of
responsibility for its results. Itis, in the end, about the formation of
the necessary critical mass of reforms in the short term, which will
allow the Ukrainian economy to develop in the long run on a self-
sufficient market basis.

Secondly, the state’s capacity should be assessed also from the
point of view of its ability to provide (with all available tools,
including regulatory means) the creation of economic, political and
social preconditions for realization of existing (and potential)
competitive advantages of the Ukrainian economy. In a situation
where such advantages can not be realized on the basis of market
self-regulators due to their absence, the state should act as an
entity that strengthens the emerging market mechanisms to refine
what the market is not able to do at the moment itself. By such
steps the state can create new economic causes of emergency
situations.

Thirdly, the competitive advantages realization must be realized in
strengthening position of domestic market, the establishment of
an innovative model for the development of the Ukrainian
economy, energy saving mechanisms and structural policies, and
overcoming the accumulated over the years of independence of
reproductive deformations, because a stable internal market
ensures elimination of both social and economic causes of
emergency situations.

Fourthly, it requires reconsideratoion of the macroeconomic
stabilization logic. It is also one of the determining factors of the
state's capacity to act. In previous years, the macroeconomic
stabilization rate was applied to monetary policy. However,
Ukraine's own experience, as well as the experience of other post-
socialist countries, demonstrates limited ability of reliable
stabilization of money purely by monetary instruments.
Increasingly, the social and even psychological factors contribute
to the stabilization of the course of the domestic currency
exchange rate.

Fifthly, strengthening of the state effectiveness is associated with
a significant increase in its impact on the development of the social
sphere. The basis of this is the reliable protection and state support
for socially unprotected sections of population, as the main driving
forces for social and economic causes of emergency situations.

Conclusions

revealed a limited focus on the economic issue. This paper

proposes to identify the economic component in
management of emergency prevention and emergency situations
in order to minimize the negative consequences. The examples
proved that the economic nature of all processes preceding
emergency situations, actions in emergency situations limited to
the economic factor, emergency situations can have economic
consequences. An economic component can be both a causeand a
consequence of emergency situations. At the same time, the

:: he analysis of previous research on emergency situations

O&®

economic causes of emergency situations directly affect only the
economic consequences (inflation - population impoverishment),
and their impact on remaining consequences - indirect, due to the
impact of other factors-consequences.

The practical significance of the research’s results is that the
isolation and systematization of the economic component of
emergency situations allows considering economic factor in the
development of appropriate prevention algorithms, actions in
emergency situations or actions to eliminate the negative effects
of such cases, to improve approaches to assessment of economic
indicators of emergency situations with a focus on causal relation
between economic costs, preceding emergency situations (costs
of emergency situations prevention), economic costs of
eliminating emergency situations and economic consequences of
emergency situations (losses or costs of eliminating consequences
of emergency situations) in the emergency management. All this
will help ensure a comprehensive and coordinated response to the
emergency situations.

The value of this research’s results is that with the isolation of
economic component of emergency situations, further
development of methodological approaches to the emergency
situations types classification. In the emergency situations types
classification on the basis of "causes of occurrence,”" the authors
proposed to consider the group of factors of the emergency
situations occurrence - economic circumstances, and in types of
emergency situations, classified by the "emergency response" -
considering the groups - economic and historical. This grouping,
unlike the existing one, allows focusing on the economic problems
associated with emergency situations and to take into account the
economic component in development of management decisions to
prevent, eliminate, and minimize the consequences.

The results of the research can be applied at different government
levels from the state to the object during the formation of policy
and planning of economic costs for the emergency situations’
prevention, actions during emergency situations and to reduce or
eliminate negative effects of such cases.

References

Bedriy, Ya.l., Dzhyhyrey, V.S., Kydysyuk, A.l., Ohrynskyi, P.l. at al.
(1997). Bezpeka zhyttyediyal'nosti. Navchal'nyy posibnyk
[Safety of life. Teaching manual], Afisha, Lviv, Ukraine (in
Ukrainian).

Bereziuk, O.V. & Lemeshev, M.S. (2011). Bezpeka zhyttyediyal'nosti
[Life Safety], VNTU, Vinnitsa, Ukraine (in Ukrainian) .

Bublyk, M.l. & Koropetska, T.0. (2012). Otsinyuvannya
tekhnohennykh zbytkiv promyslovykh pidpryyemstv v
umovakh formuvannya evolyutsiynoyi ekonomiky [Estimation
of technogenic losses of industrial enterprises in the
conditions of evolutionary economy formation]. Visnyk NU
«L'ivs'ka politekhnika». Problemy ekonomiky ta upravlinnya
[Bulletin of the National University "Lviv Polytechnic". Problems
of Economics and Management], 725, 32-41 (in Ukrainian).

Civil Contingencies Act (2004): A Short Guide, Cabinet Office, Civil
Contingencies Secretariat, London, 2-3.

Cultural heritage (2018 ) Available at:
https://en.wikipedia.org/wiki/Cultural_heritage.
Dzhyhyrey, V.S. & Zhidetsky, V. Ts. (2000). Bezpeka

zhyttyediyal'nosti. Navchal'nyy posibnyk [Life Safety. Teaching
manual], Afisha, Lviv, Ukraine (in Ukrainian).

Economy of Venezuela (2018). Available at:
https://en.wikipedia.org/wiki/Economy_of Venezuela.
Emergency (2018). Available at:

https://en.wikipedia.org/wiki/Emergency



https://en.wikipedia.org/wiki/Cultural_heritage
https://en.wikipedia.org/wiki/Economy_of_Venezuela
https://en.wikipedia.org/wiki/Emergency

ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

Emergency Classification Levels & Responsibilities (2018). Available
at: https://www.ci.la-marque.tx.us/176/Emergency-
Classification-Levels-Responsi .

Goncharuk, V.E., Kachan, S.I., Orel, S.M. & Putsylo, V.l. (2004)
Otsinka obstanovky u nadzvychaynykh sytuatsiyakh.
Navchal'nyy posibnyk [Assessment of the situation in
emergencies. Teaching manual], Vydavnytstvo NU «Lvivska
politekhnika», Lviv, Ukraine (in Ukrainian).

Hrytsyshen, D.O. & Polyak K.Yu. (2016). Suchasnyy stan oblikovo-
analitychnoyi systemy upravlinnya hospodars'koyu diyal'nistyu
v umovakh nadzvychaynykh sytuatsiy [The current state of the
accounting and analytical system of management of economic
activity in the conditions of emergency situations], Visnyk
ZHDTU. Seriya: ekonomichni nauky [Bulletin of the ZhDTU.
Series: Economic Sciences], 4 (78), 61-75 (in Ukrainian).

Jansen, M. (2010). Startseite des
Katastrophenvorsorge und -management.
www.kavoma.de (in German).

Studiengangs
Available at:

Jinji gingkuang (2018). Available at: https://zh.wikipedia.org/wiki/
Z21E% (in Chinese).

Kharamda, G .M. (2012). Tsyvilnyi zakhyst: Navchalnyi posibnyk
[Civil Protection: Teaching manual], NTU, Kyiv, Ukraine (in
Ukrainian).

Khlobystov, Ye.V., Zharova, L.V. & Voloshyn, S.M. (2009).
Metodychni pidkhody do otsinky naslidkiv nadzvychaynykh
sytuatsiy: porivnyal'nyy analiz ukrayins'koyi ta mizhnarodnykh
praktyk [Methodological approaches to the assessment of the
consequences of emergencies: a comparative analysis of
Ukrainian and international  practices]. Mekhanizm
rehulyuvannya ekonomiky [Mechanism economy
regulation], 4, 1, 24-33 (in Ukrainian).

of

Kniazeva, V.P., Scanavy, N.S. & Averchenko, T.V. (2002). Okhrana
okruzhaiushchei sriedy [Environmental protection], Logos -
Razvitiie , Moscow, Russia (in Russian).

Kodeks tsyvilnoho zakhystu Ukrayiny [The Code of Civil Protection

of Ukraine] (2018). Available at:
http://zakon3.rada.gov.ua/laws/show/5403-17.
Kordonskyi, S. (2011). Veyernyye matritsy kak instrument

postroyeniya ontologiy [Fan matrices as an ontology
construction tool]. South-East Publishing House, Washington,
USA (in Russian).

McElreath, D., Doss, D., Jensen, C., Wigginton, M., Nations, R., Van
Slyke, J. & Nations, J. (2014). Foundations of Emergency
Management (1st ed.). Kendall-Hunt Publishing Company,
Dubuque, IA, USA.

Mimoradna udalost (2018). Available at:
https://cs.wikipedia.org/wiki/Mimorddna_udalost (in Czech).

Mimura, N., Yasuhara, K., Kawagoe, S., Yokoki, H., & Kazama, S.
(2011). Damage from the Great East Japan Earthquake and
Tsunami - A quick report. Mitigation and Adaptation Strategies
for Global Change, 16(7), 803-818. doi:10.1007/511027-011-9297-
7. (https://link.springer.com/article/10.1007/511027-011-9297-
7#citeas).

Mladan, D. & Cvetkovi¢, V. (2010). Classification of Emergency
Situations. Available at:
https://www.academia.edu/11135696/CLASSIFICATION_OF _E
MERGENCY_SITUATIONS .

Mogylnichenko, V.V. (2008). Zakhyst naselennya i terytoriy vid
nadzvychaynykh sytuatsiy. T. 3. Inzhenerno-tekhnichni
zakhody tsyvilnoho zakhystu (tsyvil'noyi oborony) ta
mistobuduvannya [Protection of the population and territories
from emergency situations. T. 3. Engineering and technical
measures of civil defense (civil defense) and urban planning],
KIM, Kyiv, Ukraine (in Ukrainian).

OO

at:

Muammar Gaddafi (2018). Available
https://en.wikipedia.org/wiki/Muammar_Gaddafi.

Nadolnyi, I.F. (1997). Filosofiya. Navchalnyi posibnyk [Philosophy.
Teaching manual], Vikar, Kyiv, Ukraine (in Ukrainian).

at:
(in

Nadzvychaina sytuatsiia [Emergency] (2018). Available
https://uk.wikipedia.org/wiki/Hag3suyaitta_cutyauia
Ukrainian)

Notfall (2018). Available at: https://de.wikipedia.org/wiki/Notfall (in
German).

Opanasiuk, Yu.A. & Melnyk, Yu.M. (2013). Metodychni pryntsypy
otsinky ekoloho-ekonomichnoho zbytku vid nadzvychaynykh
sytuatsiy [Methodical principles of estimation of ecological
and economic damage from emergency situations]. Ekonomika
i upravlenie [Economics and Management], 5, 63 (in Ukrainan).

Pelastustoiminta (2018). Available at:
https://fi.wikipedia.org/wiki/Pelastustoiminta (in Finnish).
Ploskonos, G.M. (2003) Kontseptual'ni pidkhody shchodo

formuvannya mekhanizmiv minimizatsiyi ekonomichnykh
naslidkiv avariy i katastrof [Conceptual approaches to the
formation of mechanisms for minimizing the economic
consequences of accidents and disasters]. Problemy
informatyzatsiyi ta upravlinnya: Zbirnyk naukovykh prats
[Problems of informatization and management: Collection of
scientific works], 8, 94-98 (in Ukrainian).

Polkovnychenko, D.Yu. (2014) Klasyfikatsiya nadzvychaynykh
sytuatsiy: derzhavno- upravlinskyi pidkhid [Classification of
Emergencies: Public Management Approach]. Teoriya ta
praktyka derzhavnoho upravlinnya [Theory and Practice of
Public Administration], 1, 350-356 (in Ukrainian)

Postanova Kabinetu Ministriv Ukrayiny «Pro zatverdzhennya
Poryadku klasyfikatsiyi nadzvychaynykh sytuatsiy za yikh
rivnyamy» [Resolution of the Cabinet of Ministers of Ukraine
"On Approval of the Procedure for Classifying Emergencies by

Their Levels"] (2013). Available at:
http://zakon.rada.gov.ua/laws/show/368-2004-n (in
Ukrainian).

Rwandan genocide (2018). Available at:

https://en.wikipedia.org/wiki/Rwandan_genocide.

Sen, A. (1999). Development as freedom. New York, Random
House.

Sierikov, Ya.0. (2007). Osnovy okhorony pratsi. Navchalnyi
posibnyk [Fundamentals of Labour Safety. Teaching manual],
KHNAMH, Kharkiv, Ukraine (in Ukrainian).

Spiegel, P. B., Le, P., Ververs, M.-T., & Salama, P. (2007). Occurrence
and overlap of natural disasters, complex emergencies and
epidemics during the past decade (1995-2004). Conflict and
Health, 1(1). doi:10.1186/1752-1505-1-2.
https://conflictandhealth.biomedcentral.com/articles/10.1186/1
752-1505-1-2.

The Troubles (2018). Available

https://en.wikipedia.org/wiki/The_Troubles

at:

Trainor, J.E. & Subbio T. (2014). Issues in Disaster Science and
Management: A Critical Dialogue. Federal Emergency
Management Agency Higher Education Program; Emmitsburg,
MD, USA.

Trush, 0.0. & Litvinenko, I.V. (2008). Modernizatsiya ukrayinskoyi
ekonomiky v umovakh hlobalizatsiyi [Modernization of
Ukrainian economy in globalization conditions] . Derzhavne
budivnytstvo [Public Administration], 1 . (in Ukrainian)
Available at: http://www.kbuapa.kharkov.ua/e-book/db/2008-
1/doc/5/09.pdf.

Vasiichuk, V.0., Goncharuk, V.E., Kachan, S.I., & Mokhnyak, S.M.
(2010). Osnovy tsyvilnoho zakhystu: Navch. posibnyk



https://www.ci.la-marque.tx.us/176/Emergency-Classification-Levels-Responsi
https://www.ci.la-marque.tx.us/176/Emergency-Classification-Levels-Responsi
http://www.kavoma.de/
https://zh.wikipedia.org/wiki/紧急情况
https://zh.wikipedia.org/wiki/紧急情况
https://cs.wikipedia.org/wiki/Mimořádná_událost
https://link.springer.com/article/10.1007/s11027-011-9297-7#citeas
https://link.springer.com/article/10.1007/s11027-011-9297-7#citeas
https://www.academia.edu/11135696/CLASSIFICATION_OF_EMERGENCY_SITUATIONS
https://www.academia.edu/11135696/CLASSIFICATION_OF_EMERGENCY_SITUATIONS
https://en.wikipedia.org/wiki/Muammar_Gaddafi
https://uk.wikipedia.org/wiki/Надзвичайна_ситуація
https://de.wikipedia.org/wiki/Notfall
https://fi.wikipedia.org/wiki/Pelastustoiminta
http://zakon.rada.gov.ua/laws/show/368-2004-п
https://en.wikipedia.org/wiki/Rwandan_genocide
https://conflictandhealth.biomedcentral.com/articles/10.1186/1752-1505-1-2
https://conflictandhealth.biomedcentral.com/articles/10.1186/1752-1505-1-2
https://en.wikipedia.org/wiki/The_Troubles
http://www.kbuapa.kharkov.ua/e-book/db/2008-1/doc/5/09.pdf
http://www.kbuapa.kharkov.ua/e-book/db/2008-1/doc/5/09.pdf

ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

[Fundamentals of Civil Protection: Teaching manual], National
University "Lviv Polytechnic", Lviv, Ukraine (in Ukrainian).

Veyernaya matritsa [Fan matrix] (2018). Available at:
https://ru.wikipedia.org/wiki/BeepHasi_matpuua (in Russian).

Yevdokymov, V.V., Hrytsyshen, D.O. & Polyak, K.Yu. (2016).
Informatsiyna model upravlinnya hospodarskoyu diyalnistyu v

umovakh nadzvychaynykh sytuatsiy: monohrafiya
[Information model of management of economic activity in
emergency situations: monograph], ZhDTU, Zhytomyr,

Ukraine (in Ukrainian).

Zhidetsky, V. Ts., Dzhyhyrey, V.S. & Melnykov, O.V. (1999). Osnovy
okhorony pratsi [Fundamentals of labor protection], Afisha,
Lviv, Ukraine (in Ukrainan) .

Zhou, Q., Huang, W., & Zhang, Y. (2011). Identifying critical success
factors in emergency management using a fuzzy DEMATEL

method.  Safety science, 49(2), 243-252. , doi:
10.1016/].55¢i.2010.08.005.
BaHpegHa cuTyaumja (2018). Available at:

https://sr.wikipedia.org/wiki/Banpeana_cutyauuja (in Serbian).

(co) This is an open access journal and all published articles are licensed under a Creative Commons «Attribution» 4.0.

O&®



https://ru.wikipedia.org/wiki/Веерная_матрица
https://sr.wikipedia.org/wiki/Ванредна_ситуација

ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

TABLE OF CONTENTS

Kalnitska M. O. Assessment of the development state of organizational and cultural
resources of international tourism business

Nikolaev M. G. Strategic company management in the digital business environment
Oeser T. Dynamic capabilities in the German financial services in-dustry

Putsenteilo P. R., Nyanko V. M., Karpenko V. L. Trajectory of marketing function — from
traditions to innovations

Riepina I. M., Kovtun V.P. Identification of the theoretical aspects of enterprise
reputation

Trush O. 0., Gorovyi D.A. Economic component in the causes and consequences of
emergencies

O

71

82

92

103

114

126




ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

3MICT

KasnbHigbka M.O. OuiHka CTaHy pO3BUTKY OpPraHi3auifHO-Ky/bTYpHUX pecypciB
Mi>XHapOAHOro TYpUCTYHOrO Bi3Hecy

HikonaeB M. I'. Bn/ivB cTaHy 6i3Hec cepesoBuLLa Ha BUOIp CcTpaTerii pO3BUTKY KOMMaHil
Oe3zep T. AMHaMi4Hi 34i6HOCTI B HiMeLbKMX PiHAHCOBUX KOMMAHiAX

MyueHTeino M. P., HaHbKo B. M., KapneHko B. /l. TpaexkTopia pyxy MapKeTuHry — Big,
TpagmLin 40 iHHOBALM

Penina .M., KoBTyH B.I. |geHTHdiKkaLiAa TeOpeTUYHMX acneKTiB penyTaLii nignpMemcTaa

Tpyw O.O., lTopoBuit A.A. EKOHOMiYHa KOMMOHEHTa B MpUYMHAX | Hac/igKax
Ha/A3BMYaAMHUX CUTYaLin

OO

71

82

92

103

114

126




ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

COAEPXAHUE

KasnbHuukaa M.A. OueHka COCTOAHMA PasBUTMA OpPraHU3auUMOHHO-KY/IbTYPHbIX
pecypcoB MeX4yHapOAHOro TYpMCTYHOro bmsHeca

HukonaeB H.T. CTpaTernyeckoe ynpas/ieHue KoMmnaHuer B uudpoBoi busHec-cpeae
O3sep T. nMHamu4ecKme cnocobHOCTM B HEMELKMX PUHAHCOBbLIX KOMMaHUAX

MyueHTeiino M. P., HaHbKo B. H., KapneHko B. /l. TpaeKkTopuA ABUMKEHUA MapKeTUHra —
OT TPAAULMM K MHHOBALMAM

Penmna WU.H., KoBTyH B.Ml. MgeHTudumKauma TeopeTMHeCcKMX acnekToB penyTauuu
npeanpuATUA

Tpyw A. O., FopoBoit [. A. JKOHOMUYECKAsA KOMMOHEHTA B MPUYMHAX U NOCAeACTBUAX
YypesBblHaMHbIX CUTYyaL Ui

OO

71

82

92

103

114

126




ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2018. - 26 (3-4)

NOTE

O&Y



Academic publication

European Journal
of
Management Issues

Volume 26 (3-4), 2018

The academic journal was founded in 1993.
The series was founded in 2012.
English, Ukrainian and Russian

The editorial board does not always share the opinion of the authors.
The authors are responsible for the accuracy of the data provided.
Some reports are printed in the author’s wording

Certificate of registration of print media
KB series 23114-129541P number of 02.01.2018.

Technical editor N.V.Sergienko
Corrector N. V. Sergienko
Original layout by I. Y. Privarnikova

Signed for print December 25, 2018. Format 60x84 '/s. Printing paper. Print flat. Mind. printing.
The arch 8.6. Mind. Flashing 8.6. Obl. The arch 8.9. Circulation 100. Pr. No. 377.

LIRA Itd, Naukova str., 5, Dnipro, Ukraine, 49010.
Certificate of entering into the State Register Series /1K No. 6042 of 26.02.2018.



