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BANKRUPTCY DIAGNOSIS AS THE ELEMENT OF STRATEGIC MANAGEMENT
OF THE ENTERPRISES MARKETING ACTIVITY

Abstract. The article is aimed at the forming approaches for the estimated probability of
bankruptcy in the system of strategic management of marketing activity which serves as a tool for
coordinating production and distribution of goods and services based on the customer needs, market
characteristics and the development of practical measures to meet identified needs. It is proved that
strategic management of marketing activity is the difficult task because it is necessary to achieve a
dynamic balance between environmental factors and internal resources of the enterprise.

The proposed analytical and applied support for the estimated probability of bankruptcy in
the system of strategic management of marketing activity is based on the use of diagnostic expert
systems that make it possible to formulate reasonable conclusions, to implement the necessary
procedures aimed at the obtaining answers, to obtain the generalized results of analysis and to
assess the probability of bankruptcy in a convenient form.

It is substantiated the procedure for the estimated probability of bankruptcy in the context of
strategic management of marketing activity providing for the formation of a set of indicators based
on the selected criteria characterizing the state of the enterprise as a whole and the level of
marketing activity. It is established the membership functions of the fuzzy value of the indicator to
the previously introduced term-sets of the levels of the probability of bankruptcy. The results of
calculating membership functions for each of the selected indicators made it possible to obtain the
objective result of the estimated probability of the enterprise bankruptcy according to the selected
system of indicators grouped by the activity areas in conditions of uncertainty and variability of the
external environment for the current and future periods. The proposed approach for the estimated
probability of the enterprise bankruptcy based on the regression mechanism of inference serves as
the basis for the production of strategic management influences aimed at the stabilizing the financial
condition of the enterprise by harmonizing production and sales activities in the context of
marketing activity.

Further areas of researches are the formation of a mechanism for strategic management of
the enterprise marketing activity based on the implementation of the marketing concept in the
context of the need to adapt to changing environmental conditions and consumer needs.
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JIATHOCTUKA BAHKPYTCTBA SIK EJIEMEHT CTPATEI'TYHOI'O YIIPABJIIHHS
MAPKETUHI'OBOIO AKTUBHICTIO NIANTPUEMCTB

AHoTanisg. CripsMoBaHO Ha (OPMYBaHHS IMiJXOIB JIO0 OLIHIOBAHHS MMOBIPHOCTI HACTAHHS
OaHKPYTCTBa MiJMPUEMCTBA B CHCTEMi CTPATEriyHOTO YMPABIIHHA MapKETHHTOBOIO AKTHBHICTIO,
10 BUCTYIIA€ IHCTPYMEHTOM KOOPJWHAIlT BUPOOHHIITBA 1 PO3IOALTY TOBApiB Ta MOCIYT HA OCHOBI
JOCHIJDKEHHSI TOTpeO KIIIE€HTIB, OCOONMBOCTEH PHHKIB 30yTy 1 pO3pOOJICHHS MPAKTUYHUX 3aXO0JIiB
3aJI0BOJICHHS BHUSBICHHX mOTpeO. JloBeAeHO, IO CTpaTeridyHe YHpaBIiHHA MapKETHHTOBOIO
AKTUBHICTIO SBJIsIE COOOIO CKIIA/IHE 3aB/aHHs, OCKUTBKA HEOOX1IHO JOCITTH AMHAMIYHOT piBHOBAary
Mk (pakTOpaMu 30BHILIHBOTO CEPEIOBHIIA 1 BHYTPIIIHIMU peCypcaMy HiANPHUEMCTBA.

3amponoHOBaHE  AHAJNITUKO-TIPUKIAgHE  3a0€3MEeUeHHs  OLIHIOBAaHHS  HMOBIPHOCTI
OaHKpYTCTBa B CHCTEMI CTPATEri4HOTO YIPaBIIHHS MapKETHHTOBOIO AKTHUBHICTIO 0a3yeThcs Ha
BUKOPUCTAHHI JIIarHOCTUYHUX E€KCIIEPTHUX CHUCTEM, IO J03BOJISIOTH (POPMYIIOBATH OOIPYHTOBaHI
BUCHOBKH, YIPOBA/KyBaTH TOTPiOHI NpOLEAYpH, CIPSIMOBaHI Ha OTpPUMaHHS BiMNOBIiICH,
OTPUMYBATH y3arajbHeHI pe3yJbTaTH aHalli3y Ta OLIHKM MMOBIPHOCTI HAacTaHHS OAaHKPYTCTBa Y
3py4HOMY (hopMaTi.

OOrpyHTOBaHO TMpOLEAYpPY OIIIHIOBAaHHS WMOBIpHOCTI OaHKPYTCTBA B  KOHTEKCTI
CTPATEeTiYHOTO YMIPABIIHHA MapKETHHIOBOIO aKTHBHICTIO, IO mependayae ¢opmMyBaHHS HabOpy
MOKAa3HHUKIB HAa OCHOBI OOpaHUX KpPUTEPIiB, sIKI XapaKTEepPU3YIOTh CTaH MiANPHEMCTBA B ILIOMY
1 piBEeHb MapKETUHTOBOI AaKTHUBHOCTI. YCTAaHOBJICHO (YHKIi HaJEKHOCTI HEYITKOrO 3HAYCHHS
MOKa3HUKA TIOTIEPEIHHRO BBEACHUM TEPM-MHOKMHAM DPIiBHIB IMOBIPHOCTI HacTaHHsS OaHKPYTCTBa.
Pesynbratu po3paxyHKy (DyHKITIH HaJIEKHOCTI IS KOXKHOTO 3 BiliOpaHUX MOKA3HUKIB JTO3BOJIHIH
OTpUMATH OO0’ €KTUBHUU pPE3yJbTaT OIlIHIOBAHHA HMOBIPHOCTI OaHKPYTCTBa IMMANPHEMCTBA 34
00paHOI0 CHCTEMOIO TIOKa3HWKIB, IO 3rPYINOBaHI 3a HampsMaMHd OiSUTBHOCTI, B yMOBax
HEBH3HAYCHOCTI Ta MIHJIMBOCTI 30BHIIIHBOTO CEPEOBHINA JIJIsi TOTOYHOTO 1 MaiiOyTHHOTO TIEPiOIiB.
3anpornoHOBaHUN TMIAXiA M0 OI[IHIOBaHHS HWMOBIPHOCTI OaHKPYTCTBA MiIIPHEMCTB, 3aCHOBAHHM
Ha perpeciitHOMy MeEXaHi3Mi JIOTIYHOTO BHCHOBKY, CIYI'YE€ OCHOBOIO [UIS TPOJYKyBaHHS
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YOPaBIIHCHKUX BIUIUBIB CTPATET1YHOIO XapakTepy, CHPSIMOBAHMX Ha cTabimizamiio (hiHaHCOBOTO
CTaHy HIANPUEMCTBA HUIAXOM TapMOHI3alii BHUPOOHHYOI Ta 30yTOBOI MiSJIBHOCTI B KOHTEKCTI
MapKETHHTOBOi aKTUBHOCTI.

[lomanpmMu  HampsMaMu  JOCHIDKEHb € (OpPMYBaHHS MEXaHI3MY CTpPATEriyHOro
YOpPaBJiHHA MapKeTHMHIOBOIO AaKTHBHICTIO MIJIMPHEMCTBA HAa OCHOBI peaii3alii MapKeTHHIOBOi
KOHIIETIIIii B YMOBaX HEOOXIJHOCTI MPUCTOCYBAaHHS /10 MIiHJIMBHX YMOB 30BHIIIHHOTO CEpPEIOBHUINA
1 moTped croXKuBaviB.

Knwuosi cnoea: ynpaBimiHHA, CTpaTeriuHe YOpPaBIiHHA, MapKETUHT, MapKETHHTOBa
AKTHUBHICTh, OAHKPYTCTBO, OI[IHFOBAHHS HMOBIPHOCT1 OAaHKPYTCTBA.

®opmyi: 0; puc.: 3; Tabmn.: 5; 616m.: 21.

Introduction. Marketing activity in the system of strategic management of modern
enterprises is a key characteristic of business processes occurring in a separate organizational unit in
a certain period of time. The key activity in this case has the signs of competitive advantages which
determine the productivity of business processes, create their added value, support synergy and it is
the tools of increase of competitiveness and can become a source of economy and additional effect.
One of the main factors ensuring the achievement of the strategic development goals of domestic
enterprises is the level increasing in marketing activity which including the activities aimed at the
efficiency increasing of the enterprise. Marketing activity is determined by the flexibility of
adapting production, sales, trade, financial and other activities of the enterprise to the changing
conditions of the external environment, the market situation and the consumers requirements. There
is a growing need for strategic business process management based on solving the critical problems
for the further development of the enterprise, finding and actively using available resources to
ensure continuous operation. A special place among such problems is the problem of violation of
the financial stability and the emergence of a crisis due to reduced marketing activity and erroneous
management decisions on the choice of strategic priorities of the enterprise. This sharpens the
research interest in the problem of diagnosing the crisis as the element of strategic management of
the enterprises marketing activity and the development of practical recommendations on the use of
procedures for the estimated probability of bankruptcy.

Analysis and statement of the research problem. The analysis of the approaches to the
enterprise strategic management and the directions of the definition of priorities of their further
activity is thoroughly presented in the works of such foreign and Ukrainian scientists as Fedorovych
R. [1], Kotler P. [2, 5], Lomovskykh L. [3] and others. The modern mechanisms of the bank staff
motivation based on the value system have been the subject of the researchers researches, in
particular Bagozzi R. [4], Hooley G. [6], Martynenko M. [7], Kosova T. [8]. Strategic aspects of
marketing activities and a comprehensive study of marketing activities are the source for the study
in the works of scientists: Czepiel J. A. [9], Kerin R. [10], Ranchhod A. [11]. Bankruptcy as the
essential phenomenon in the enterprises development in a market economy is studied Sokhatska O.
[12], Gabay J. [13], Lambin J.-J. [14].

Specific instruments of strategic management are not able to solve the problem as a
wholesince they do not take into account the consequences of the impact of a decrease in the
enterprise marketing activityon its financial condition and the emergence of the threat of
bankruptcy. The presence of the complex unresolved problems in the strategic management system
caused by insufficient marketing activity and the need for a systemic vision of the issue of
diagnosing bankruptcy determines the relevance of the study.

In this regard, the aim of thearticle is the development of analytical and applied ensuring
for the estimated probability of bankruptcy in the system of strategic management of marketing
activity in the context of increasing the efficiency of enterprises in general.

Results of a research study. In the circuit of strategic management of the enterprises
marketing activity it is important to choose a modern decision-making method for diagnosing the
state of the enterprises to identify the probability of bankruptcy based on the general principles of
the diagnostic system by using the economic and mathematical methods. Expert systems are
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characterized by the use of technologies for modeling the expert specialists behavior in the process
of searching for options for solving the specific problems in the field of the enterprise activities
which determines the appropriateness of their use.

The expert system using for analyzing the various aspects of the functioning of the
enterprises based on the concentration of the practical experience of experienced specialists in a
selected specific industry allows:

perform the consulting functions on the specific issues at a high professional level to process
the available information about the object;

make the operational decisions on the implementation of management activities aimed at
addressing key issues;

speed up the time for preliminary research of the state and conditions of the object’s
functioning;

create the conditions for the enterprise personnel to master the theoretical and
methodological basis for the analysis and diagnosis of the conditions of the object, the formation
and implementation of the results of the effective administrative decision-making [15; 16].

Thus, the expert systems using in the context of strategic management of the enterprises
marketing activity for estimated probability of bankrupcy has the following advantages and
capabilities, in particular, it allows [17; 18]:

— to form the reasonable conclusions that allows increasing user confidence, especially
when developing and managing the process of making managerial decisions by the
enterprises managerand thestructural divisions of the enterprises;

— toprovide the users (enterprise manageress, structural divisions) with the opportunity to
implement theprocedures aimed at the receiving answers;

— to form and providethe users (enterprise manageres, structural divisions, structural
units) the generalized results of the analysis and assessment of the object in a
convenient and understandable format.

The procedure for estimating the probability of bankruptcy in the system of strategic
management of the enterprises marketing activityis implemented in a fuzzy system with a logistic
conclusion based on the regression mechanism, in the following sequence (Fig. I).

The choice of indicators for the regression polynomial was made by the rating expert
selection based on a survey of experts taking into account the following selection criteria [19; 20]:

— indicators refer to each of the characteristic groups that determine the direction of the
enterpriseactivities (asset valuation, liquidity, financial stability, profitability, marketing
activity);

— the rate with which indicators are included in the traditional models for estimated the
probability of the enterprises bankruptcy;

— taking into account the specific characteristics of the industry;

— lack of multicollinearity.

It was proposed to use the following indicators forestimated the probability of bankruptcy of
the investigated enterprise in the system of strategic management of marketing activity: the
coefficient of asset mobility (X); the rate of turnover ofaccounts payable (X3); the level of equity
capital turnover (X3); payback period of assets (X3); the provision with own circulating assets (Xs);
loan capital concentration ratio (Xs); the coverage ratio of liabilities from equity capital (X7); the
level of marketing activity (Xs); the volume of current assets (Xo); the intermediate coverage ratio
(X10); the coefficient of monetary independence (Xi;).

The membership functions were calculated for the selected indicators of each of the possible
states (Fig. 2).
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increase the level of marketing activity of the
enterprises which will ensure the stability and
balance of its activities
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Fig. 1 Analytical and appliedensuring for estimated the probability

of bankruptcy in the system of strategic management of marketing activity
Source: developed by the authors.
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Source: developed by the authors.
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For the level of marketing activity (X;) is as follows:
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In accordance with the indicated ranges of possible values X, we determine the belonging of
each linguistic variable to a certain term and the value of the corresponding membership functions.
In Table 1, the value of the membership functions for the studied enterprise is grouped in the
context of the selected indicators.

Table 1
The value of the membership functions of the indicators
for the enterprise in 2008

Indicator Coefficient LX) | LX) | (X)) | Hoe(X)
X, the coefficient of asset mobility 0 0 0 0,759
X, the rate of turnover of accounts payable 0 0 0 0,697
X; the level of equity capital turnover 0 0 0 0,352
Xy payback period of assets 0 0 0,9 0
X5 the provision with own circulating assets 0 0 0 0,667
X loan capital concentration ratio 0 0 0 0,8
X, the coverage ratio of liabilities from equity capital | 0 0 0 0,826
Xy the level of marketing activity 0 10865 0 0
Xy the volume of current assets 0 0 0 0,557
Xio the intermediate coverage ratio 0 0 0 0,96
X the coefficient of monetary independence 0 0 0 0,058

Source: calculated by the authors.

The calculated values of the membership functions for the studied enterprise for the period
2008—2020 taking into account the previously calculated weight coefficients ¢, we substitute it

into the regression relation. The results of calculating the regression polynomials are summarized in
Tables 2—3.
Table 2
The value of calculating regression ratios for the studied enterprise
for 2008—2013

Year
Indicator
2008 2009 2010 2011 2012 2013
Y 0 0 0,0057 0 0 0
Ve 0,11245 0,0774 0,2071 0,0914 0,09139 0,1229
Ve 0,081 0,1686 0,0816 0,3149 0,2155 0,3015
Voe 0,47713 0,3379 0,081 0,2433 0,28783 0,2336

Source: calculated by the authors.
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The value of calculating regression ratios for the studied enterprise
for 2014—2020

Year
Indicator
2014 2015 2016 2017 2018 2019 2020
Y 0 0,0809 | 0,28992 | 0,13524 0 0 0
Ve 0,2846 | 0,1416 | 0,00864 | 0,25974 | 0,12114 | 0,1288 | 0,227
Vs 0,2566 | 0,2972 | 0,21973 | 0,2698 | 0,26045 | 0,34401 | 0,224
Yoe 0,0082 | 0,1151 | 0,20307 0,03 0,27333 | 0,14462 | 0,263

Source: calculated by the authors.

Table 3

The proposed algorithm for diagnosing bankruptcy in the system of strategic management of

marketing activity using the mathematical apparatus of the theory of fuzzy sets makes it possible to
obtain the objective result for estimated probability of the enterprise bankrupcy according to the
selected system of indicators grouped by areas of activity in conditions of uncertainty and
variability of the external environment [21]. A substantiated approach for estimated probability of
theenterprises bankruptcy based on the regression mechanism of inference, serves as the
information and analytical basis for estimated probability of the enterprise bankruptcy in the future
period which makes it possible to produce a managerial influence aimed at preventing possible
problems in various areas of its activity, in particular, marketing one.

It is proposed to forecast the probability of bankruptcy in this work using the method of time
series, the advantage of which is a clear presentation of the results. The values of the probabilities
of the states of the studied enterprise for 2008—2020 are summarized in Tables 4—35.

Table 4
The value of the probabilities of possible states of the studied enterprise
for 2008—2013
Year
Indicator
2008 2009 2010 2011 2012 2013
Vu 0 0 0,0152 0 0 0
B, 0,16769 0,1325 0,5517 0,1407 | 0,15367 | 0,1869
Ve 0,12079 0,2887 0,2173 0,4848 0,36236 0,4582
Yoe 0,71152 0,5788 0,2158 0,3746 0,48398 0,3549
Source: calculated by the authors.
Table 5
The value of the probabilities of possible states of the studied enterprise
for 2014—2020
Year
Indicator
2014 2015 2016 2017 2018 2019 2020
B 0,4242 0,223 0,01198 0,36007 0,16793 0,20861 0,368
Ve 0,3826 0,468 0,30461 0,37402 0,36105 0,55716 0,395
Yoo 0,0122 0,1813 0,28151 0,04159 0,37891 0,23423 0,426

Source: calculated by the authors.

Thus, the most likely in 2020 was a state indicating the highest level of stability of the
enterprise (Yo, = 0.426) and a low probability of bankruptcy.
The predicted value of the probability of the corresponding state of the enterprise in 2021 is
calculated for each row of the 7Tables which made it possible to construct the approximating curve

(Fig. 3).
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Fig. 3. Dynamics of the probability of bankruptcy of the studied enterprise
Source: developed by the authors.

From the resulting graph (see Fig. 3), we can conclude that the probability of bankruptcy of
the studied enterprise in 2021 will be 2%

Timely identification of signs of possible bankruptcy in the system of strategic management
of marketing activity will allow the owners and managers of the enterprises to take urgent measures
to correct their financial condition and reducethe probability of bankruptcy by forming and
implementing a set of management decisions aimed at the preventing possible problems in
production, sales and other areas. activities of the enterprise in harmony with the external
environment.

The generalization and systematization of the calculations of the probability of bankruptcy
makes it possible to draw conclusions about the possibility and necessity of further organizational
measures in the strategic management system to restore the enterprise stability with a certain threat
of bankruptcy as the element of marketing activity which makes it possible to coordinate the
possibilities of production and the process of distribution of goods and services in order to increase
flexibility and its long-term performance.

Conclusions. The article substantiates the approach for estimated probability of the
enterprise bankrupcy in the system of strategic management of marketing activity which allows to
coordinate efforts in the production sphere and sales system based on the research of customer
needs, market features of goods and services and the effective use of modern methods. It is
established that the purpose of strategic management of marketing activity of the enterprises is the
task of achieving a dynamic balance between environmental factors and internal resources of the
enterprise.

It is substantiated the analytical and applied support for estimated probability of the
enterprise bankrupcy in the context of strategic management of marketing activity, involving the
use of diagnostic expert systems that make it possible to formulate reasonable conclusions on the
object under study, to implement the necessary procedures in the direction of finding effective tools
for solving the identified problems, to obtain the generalized results of the analysis for estimated
probability of the enterprise bankrupcy in the current and future period.

The procedure for estimated probability of the enterprise bankrupcy in the system of
strategic management of marketing activity which involves the formation of a set of indicators
based on the selected criteria that characterize the activities and the state of the enterprise as
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a whole, and in particular the level of marketing activity. The established functions of belonging to
the fuzzy value of the indicator to the previously introduced term sets of the levels for estimated
probability of the enterprise bankrupcy allowed to form a regression function. Based on the
obtained values of regression ratios, the objective result for estimating the probability of the
enterprise bankruptcy according to the selected system of indicators, grouped by areas of activity.
The values of the probabilities of the studied enterprise for 2008—2020 became the basis for
predicting the probability of bankruptcy in 2021 based on the construction of the approximate curve
that allows to assess the effectiveness of available resources and potential marketing activities,
identify the possible factors and problems in strategic management.

The implementation of the proposed approach for estimated probability of the enterprise
bankrupcy allows from the standpoint of strategic management to form the adequate corrective
influences on the production and sales activities in order to eliminate the threats at the initial stage
of the economic crisis and bring them to the trajectory of positive shifts, stabilization and growth.

Further areas of research are the formation of a mechanism for strategic management of the
enterprise marketing activity based on the implementation of the marketing concept in the context
of the need to adapt to changing environmental conditions and consumer needs.

Jlitreparypa

1. denopouu P. B. MapkeTHHroBuii iHCTpyMEHTapili yNpaBIiHHSA MONMUATOM Ha TOBapH 1 MOCIYrd : MoHorpadis. TepHoOmisis :
[igpy4ynuku i mocioHuky, 2016. 244 c.

2. Kotler P., Roberto N., Lee N. Social Marketing: Improving the Quality of Life. London : New Daily, 2002. 438 p.

3. Jlomoscekux JI., I[TonomaproBa M., Yin JI., Kpusomest E., JlicoBa O. MeHe)KMEHT Ta OpraHi3amiifHO-eKOHOMIUHI yMOBH
MOCWICHHS MapKeTHHIOBOI MisIIBHOCTI IIANPHEMCTBA Ta BeleHHsA e(eKTHBHOro arpobizHecy. Dinancoso-kpedumua
disinbHicmy.: npobremu meopii ma npaxmuku. 2021. Ne 2 (37). C. 263—270.

4. Bagozzi R. P. Marketing as Exchange. Journal of Marketing. 1975. Vol. 39. Ne 4. P. 32—39.

5. Kotler P., Lee R. Social Marketing: Influencing Behaviors for Good. Thousand Oaks, California : Sage Publications, 2008.
444 p.

6. Hooley G., Piercy N. Marketing strategy and competitive positioning. Upper Saddle River : Financial Times Press, 2008.
632 p.

7. Martynenko M. V., Gerasimov O. K., lastremska O. O. Social and marketing aspects of transformation processes in Ukraine
in conditions of european integration. Financial and credit activity: problems of theory and practice. 2018. Ne 4 (27).
P. 485—496.

8. Kocosa T., CmepiueBcokuii C., IBamenko A., Pagquenko H. TeopeTnuHi acrektu MoJienell pu3uK-MEHEKMEHTY B EKOHOMIIII,
MapKeTHHTy, (iHaHcax i OyxrantepcbkoMy o0IiKy. Dinancogo-kpeoumna OisibHicmb: npobliemu meopii ma NPaKmuKu.
2021. Ne 3 (38). P. 409—418.

. Czepiel J. A. Competitive marketing strategy. Hoboken : Prentice Hall, 1992. 491 p.

10. Kerin R., Peterson R. Strategic marketing problems: cases and comments. New York : Pearson Higher Education, 2007.
736 p.

11. Ranchhod A. Marketing strategies: a contemporary approach. Upper Saddle River : Financial Times Press, 2007. 440 p.

12. Coxampka O., Jlaromnpka H. CtpaTeriyne MapKeTHHIOBE yrpaBiiHHs. JKypHan €eponeiicbkoi exonomiku, 2013. T. 12. Ne 1.
C. 120—123.

13. Gabay J. Make a Difference with Your Marketing (Teach Yourself). London : Hodder & Stoughton, 2010. February 26.
352 p.

14. Lambin J-J., Schuiling I. Market-Driven Management: Strategic and Operational Marketing. 3rd edition. London : Palgrave
Macmillan, 2012. August 21. 624 p.

15. Munn6epr I'., Ansctpann b., JIammen [ix. Hxonst crpareruit. Cankt [etepOypr : [Tutep, 2000. 336 c.

16. Kuzmynchuk N., Kutsenko T., Strygul L., Terovanesova O., Klepikova S. Intellectual instrumental analysis in economic security
management of the enterprises for countering raiding. Financial and credit activity: problem of theory and practice. 2021.
Vol. 23. Ne 37. P. 231—243.

17. Ky3pmunuyk H. B., Hlaiitypo O. II., €Brymenko B. A., Kymenko T. M., TepopanecoBa O. 0. VYmpasiuinus
KOHKYPEHTOCTIHKICTIO MIJAMPUEMCTB: TEOpis 1 METOAM CYYacHUX JOCHTIDKeHb, OpraHi3alliifHO-paBoBe 3a0e3MedeHHs
moHorpagis. Xapkis : XHY imeni B. H. Kapasina, 2021. 423 c.

18. IIpokomuyk JI. O. Ctparerndyeckuii MEHeXKMEHT : yuyeOHuK 1t By30B. CankT-[leTepOypr : M3a-Bo Muxaitnosa B. A., 2004.
511c.

19. Ilerpos A. H. Ctparerndecknii MeHepkMenT. Cankt-IlerepOypr : [Turep, 2007. 496 c.

20. Delios A. How Can Organizations Be Competitive but Dare to Care? Academy of Management Perspectives. 2010. Vol. 24.
P. 25—36.

21. Noruzi M., Vargas-Hérnandez J. How Intellectual Capital and Learning Organization Can Foster Organizational
Competitiveness. International Journal of Biometrics. 2010. Vol. 5. Ne 4. P. 183—193.

Cmammio pexomenoosaro 0o opyky 11.01.2022 © Kyzvmunyyx H. B., €emywienxo B. A., Kyyenxo T. M., Cmpoxkos E. M.,
Teposanecosa O. IO.

444 ISSN 2306-4994 (print); ISSN 2310-8770 (online)



FINANCIAL AND CREDIT ACTIVITIES: PROBLEMS OF THEORY AND PRACTICE 2022 N2 1 (42)

References
Fedorovych, R. (2016). Marketynhovyi instrumentarii upravlinnia popytom na tovary i posluhy [Marketing tools for demand
management for goods and services]. Ternopil: Pidruchnyky i posibnyky [in Ukrainian].

2. Kotler, P., Roberto, N., & Lee, N. (2002). Social Marketing: Improving the Quality of Life. London: New Daily.

3. Lomovskykh, L., Ponomarova, M., Chip, L., Kryvosheia, E., & Lisova, O. (2021). Menedzhment ta orhanizatsiino-ekonomichni
umovy posylennia marketynhovoi diialnosti pidpryiemstva ta vedennia efektyvnoho ahrobiznesu [Management and
organizational and economic conditions for strengthening the marketing activities of the enterprise and conducting effective
agribusiness]. Finansovo-kredytna diialnist: problemy teorii ta praktyky — Financial and credit activities: problems of theory
and practice, 2 (37), 263—270 [in Ukrainian].

4. Bagozzi R. P. (1975). Marketing as Exchange. Journal of Marketing, 39, 4, 32—39.

5. Kotler, P., & Lee, N. (2008). Social Marketing: Influencing Behaviors for Good. Thousand Oaks, California: Sage Publications.

6. Hooley, G., & Piercy, N. (2008). Marketing strategy and competitive positioning. Upper Saddle River: Financial Times Press.

7. Martynenko, M. V., Gerasimov, O. K., & lastremska, O. O. (2018). Social and marketing aspects of transformation processes in
Ukraine in conditions of european integration. Financial and credit activities: problems of theory and practice, 4 (27), 485—496.

8. Kosova, T., Smerichevskyi, S., Ivashchenko, A., & Radchenko, H. (2021). Teoretychni aspekty modelei ryzyk-menedzhmentu v
ekonomitsi, marketynhu, finansakh i bukhhalterskomu obliku [Theoretical aspects of risk management models in economics,
marketing, finance and accounting] Finansovo-kredytna diialnist: problemy teorii ta praktyky — Financial and credit activities:
problems of theory and practice, 3 (38), 409—418 [in Ukrainian].

9. Czepiel, J. A. (1992). Competitive marketing strategy. Hoboken: Prentice Hall.

10. Kerin, R., & Peterson, R. (2007). Strategic marketing problems: cases and comments. New York: Pearson Higher Education.

11. Ranchhod, A. (2007). Marketing strategies: a contemporary approach. Upper Saddle River: Financial Times Press.

12. Sokhatska, O., & Lahotska, N. (2013). Stratehichne marketynhove upravlinnia [Strategic marketing management]. Zhurnal
Yevropeiskoi ekonomiky — Journal of European Economics, Vol. 12, 1, 120—123 [in Ukrainian].

13. Gabay, J. (2010). Make a Difference with Your Marketing (Teach Yourself). London: Hodder & Stoughton.

14. Lambin, J.-J., & Schuiling, I. (2012). Market-Driven Management: Strategic and Operational Marketing. 3rd edition. London:
Palgrave Macmillan.

15. Mintzberg, G., Alstrand, B., & Lampel, J. (2000). Shkoly strategij [Schools of strategies]. Saint Petersburg: Piter [in Russian].

16. Kuzmynchuk, N., Kutsenko, T., Strygul, L., Terovanesova, O., & Klepikova, S. (2021). Intellectual instrumental analysis in
economic security management of the enterprises for countering raiding. Financial and credit activity: problem of theory and
practice, Vol. 23 (37), 231—243.

17. Kuzmynchuk, N. V., Shaituro, O. P., Yevtushenko, V. A., Kutsenko, T. M., & Terovanesova O. Iu. (2021). Upraviinnia
konkurentostiikistiu pidpryiemstv: teoriia i metody suchasnykh doslidzhen, orhanizatsiino-pravove zabezpechennia [Management
of competitiveness of enterprises: theory and methods of modern research, organizational and legal support]. Kharkiv: KhNU
imeni V. N. Karazina [in Ukrainian].

18. Prokopchuk, L. O. (2004). Strategicheskij menedzhment [Strategic management]. Saint Petersburg : 1zd-vo Mihajlova V. A. [in
Russian].

19. Petrov, A. N. (2007). Strategicheskij menedzhment [Strategic management]. Saint Petersburg: Piter [in Russian].

20. Delios, A. (2010). How Can Organizations Be Competitive but Dare to Care? Academy of Management Perspectives, 24,
25—36.

21. Noruzi, M., & Vargas-Hérnandez, J. (2010). How Intellectual Capital and Learning Organization Can Foster Organizational
Competitiveness. International Journal of Biometrics, 5 (4), 183—193.

The article is recommended for printing 11.01.2022 © Kuzmynchuk N., Yevtushenko V., Kutsenko T., Strokov I,

Terovanesova O.

ISSN 2306-4994 (print); ISSN 2310-8770 (online) 445



