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Abstract. The relevance of the development of enterprises of Ukraine is characterized by the
presence of a significant number of factors that negatively affect the enterprises themselves and
their functioning as part of the state. These factors include: the national economy, the instability of
tax and regulatory legislation, inflation, unavailability of credit, increased competition, the decrease
in the level of investment activity of enterprises and regions, the slowdown of the national payment
turnover, the growing number of unprofitable enterprises. The effect of these factors appears in the
movement of material and financial flows and leads to significant losses, which in turn adversely
affects the economic security of enterprises. The aim of the research is financial risk qualimetry in
the system of economic security of enterprise and the development of proposals to improve
economic security by minimizing the financial risks. Methodology. In the scientific study
following methods were used — analysis (assessing indicators of financial stability and liquidity of
the enterprise), synthesis (in determining the impact of components of financial risk in the overall
structure of financial risk), Boolean method (in the justification of the main problems associated
with the occurrence of financial risk, and its impact on economic security), generalization (in
revealing the essence of economic categories “financial risk”, “economic security”). Results. An
important step of this work is to determine advantages, disadvantages, conditions for minimizing
financial risks in the system of economic security of the enterprise. Conclusions. In the course of
the study, the financial risk assessment of llyich Iron and Steel Works and its impact on the
economic security of the enterprise were researched. The economic boom of the metallurgical plant,
industrial regions and the development of industries that coexist together or depend on the
metallurgical business depend on the way the enterprise works today. The scientific importance of
the article is the possibility to develop enterprise policy to minimize financial risks and ensure
economic security. The value of the research lies in the fact that it is necessary to pay attention to
the system of risk management in the enterprise and to provide human resources, which will
conduct assessment of financial risks, as well as develop effective measures to minimize financial
risks and ensure economic security in the economic environment.

Keywords: economic security, financial risks, investment, potential, method, metallurgical
business.
JEL Classification: G32; D21.
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INTRODUCTION

The protection of the enterprise from various existing or possible threats forms the system of
economic security, which represents the organizational and technical complex of managerial,
technical, sensitive, preventive and promotional activities, aimed at high-quality implementation
and protection of the interests of the enterprise from internal and external threats.

However, not all economic security risks, which are a condition of any entity, characterized
by the presence of a stable income and other resources, with the aim to maintain the standard of
living in the moment and in the foreseeable future, can be predicted in advance, and therefore their
appearance can be a surprise (M. S. Klapkiv, 2002).

Financial risks management holds a special place in the system of economic security of the
enterprise, since they are closely related to the financial relations of enterprises, more than others
are exposed to the external environment, which is quite unpredictable. Considering that the
financial risks of enterprises are most threatening today, necessitates of their further scientific study
must be emphasized.

LITERATURE REVIEW

The study of the nature and interconnection of the concepts of “financial risk”, “danger”,
“threat”, as well as their impact on business activity is the object of the research of both foreign and
domestic scientists. In particular, O. Baranovsky, T. Vasyltsev, V. Kuznetsov, D. Zerkalov, M.
Zubok, E. Oleynikov, M. Kurkin were engaged in studying these issues.

However, despite the many studies that have been conducted, there is no consensus on the
nature and interrelation of relevant economic categories.

PAPER OBJECTIVE

The purpose of the article is to clarify the essence concepts of financial risk, threats, dangers
and the identification of their relationship with the enterprise's economic security system.

RESULTS AND DISCUSSION

The risk is the action aimed at attractive goal and is associated with the element of danger, the
threat of losing or failure.

Entrepreneurial risks represent the likelihood that the entrepreneur will incur losses in the
form of additional costs in excess of those foreseen by the forecast, or will receive income below
those on which he relied on implementing alternative solutions.

The most common types of entrepreneurial risk include:

- financial risk arising from various kinds of financial transactions;

- production risk associated with the implementation of production activities;

- commercial risk arising from the sale of goods and services;

- market risk associated with fluctuations in market interest rates of the national monetary
unit.

The most common risk of economic security of the enterprise, as well as the main reason for
the deviation of the actual development of the enterprise from the strategic plan is financial risk.
Financial risk is unpredictable threat to the economic security of the enterprise and its sustainability
functioning. Its essence and significance is determined by the structure long-term sources of
financing, the higher the leverage ratio capital, the higher is the risk level (M. S. Klapkiv, 2002).

The most important essential characteristics of financial risk include:

- direct connection with the formation of enterprise profits and the occurrence of estimated
economic losses;
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- the presence and inevitability of the need for choice in making each financial decision;

- the uncertainty of the consequences of occurrence risk, before a situation reflects the
achievement or none-achievement of a specific goal.

The main types of financial risk are presented in fig. 1:

( N\
currency risk [ price risk }

G J/

( N\
interest rate risk { credit risk }

G J/

Figurel. The main types of financial risk
Source: Own compilation

Thus, the special influence of financial risks in the organization affects the formation of
profitability and the threat of crash. Therefore, one of the main challenges faced by the system of
ensuring the economic security of the enterprise is such risks management.

The process of financial risk management usually consists of four stages. The first stage is
identification of risks enterprises, the second is analyzing and quantitative risk assessment, the third
is the selection of particular risk management techniques and the fourth — their implementation in
practice, and further assessment of the results achieved (fig.2):

Stage 1 — risk identification

Stage 2 — risk analysis
The stages of analysis of
financial risks

Stage 3 — selection of risk management methods

Stage 4 — the use of risk assessment methods and
determination of results

Figure 2. The stages of the process of financial risk management
Source: Own compilation

The key stage is the second one — risk analysis. It is at this point when the probability of
possible damages is determined and the magnitude of the risk reveals.

The analysis is qualitative, quantitative or complex. The qualitative analysis reveals possible
risk, examines the factors affecting the degree of risk. The factors are divided into external (political
situation in the country, tax system, competition, ecological disaster, etc.) and internal (strategy,
organization, qualifications of management, internal procedures and policies of the enterprise, etc.).
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In the quantitative analysis the concrete amount of money damage of separate subspecies and
financial risk in general are revealed.

Qualitative analysis can be performed by various methods, including the method of using the
analogues and the method of expert evaluations (V. V. Kostets'kyj, 2012).

The method of using the analogues is the application of experience financial manager in
dealing with similar issues. It is used in the case where the use of other methods for any reason is
impossible. It uses a database of similar objects to identify common dependencies and transfer them
on the object under study.

The method of expert estimates is the use of complex logical and mathematical-statistical
methods and procedures for processing survey results of the expert group, the results of the survey
are the only source of information. In this case there is the possibility of using intuition, life and
professional experience of survey participants. Method is used when a deficiency or complete lack
of information does not allow the use of other features.

A quantitative analysis of financial risks is carried out using mathematical and statistical
methods:

- statistical;

- minimize losses;

- mathematical;

- modeling of the “decision tree”;

- assessing the likelihood of expected damage;

- analysis of the financial condition of the enterprise.

The statistical method is to determine the probability of occurrence of losses and profits in the
enterprise on the basis of statistical data of the previous periods and the establishment of region
(zone) of risk, risk ratio, frequency of obtaining a certain result, etc.

Minimizing losses is based on the calculation of possible losses in the choice of a particular
solution. There are two types of losses:

- losses caused by inaccuracy of the studied model (object), or the so-called risk of studying.
Financial manager for a reason lack of deep knowledge about the object does not have the ability to
manage it effectively;

- losses caused by inaccuracy and inefficiency of management, or the risk of action.

This risk is associated with the possibility of making incorrect decisions and the occurrence of
losses during the execution of these decisions (O. Yaryshko, 2011).

The mathematical method consists of using the mathematical expectation criterion, the
Laplace criterion and the Hurwitz criterion for risk assessment. The main one is the expectation
criterion.

The simulation method of “decision tree” is based on the graphic construction of solutions. It
is used in phased solutions or in the case of occurring of changes in probabilities when moving from
one solution to another.

Decision tree is a way to represent classification rules in a hierarchical and sequential
structure.

A method of estimating the probability of expected loss is based on the fact that the risk is
defined as the product of the expected loss on the probability that this damage will occur. The best
is the solution with a minimum size of the calculated indicator.

Risk assessment based on the analysis of the financial condition is one of the most common
and reliable methods for the company and for its partners. Financial condition of the enterprise is
characterized by a set of interrelated criteria. The most objective result can be obtained on the basis
of use of both absolute and relative evaluation criteria in the analysis.

The analysis of the value of the absolute figures may not show the actual financial condition
of the company. For its objective assessment, absolute indicators should be measured in dynamics
over several years, which is not always possible in modern conditions — such as in the case of
absence of equivalent data for comparison, reduced to a single denominator for past periods.
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To assess the level of financial risk the system of relative indicators or financial ratios
calculation based on data from the financial statements of the company is of special interest.

The value of the specific factor itself on its own gives little information for analysis. It is
necessary to conduct spatial-temporal comparison of these coefficients with the regulations of their
importance, as well as similar indicators for the related companies, examine their dynamics over a
period.

The most important for the analysis of the financial condition of the enterprise and the
prevention of bankruptcy risk are the following financial indicators:

- solvency and liquidity of the enterprise;

- financial stability;

- profitability;

- business activity.

The third stage of the process of financial risk management is the selection of specific
methods of management. The main challenge when choosing a method of risk management at this
stage is the decrease in the degree of risk to the lowest possible level. In the system of methods of
management of financial risks of enterprise, the main role belongs to internal mechanisms of their
neutralization. Internal mechanisms to neutralize financial risks represent a system of methods to
minimize their negative consequences, selected and implemented within the enterprise (S. M.
Neskorodiev, and O. O. Hrachova, 2014).

The system of internal control mechanisms and/or neutralization of financial risks involves
the use of a number of methods.

Risk avoidance method. This method represents the complete neutralization of risks by a
complete refusal by any event that is associated with the risk, and is thus the most radical among all
the methods of financial risk management in the enterprise. Highly efficient, this method is limited
due to the fact that many financial transactions are associated with the implementation of the main
production and business enterprises to ensure regular receipt of incomes and formation of its profit.

The method of limiting concentration risk. The limitation is no limit, i.e. the limit of the
amounts of costs, sales, credits, etc. Limiting is an important method of reducing the degree of risk
and is used in enterprises when selling goods on credit, providing loans, determining the amount of
capital investment, etc. In this strategy risk is defined by the strategy of the organization. The more
aggressive the strategy, the higher may be scheduled the loss limit. It is believed that the limit of
losses in an aggressive policy is the capital of the organization, and in a conservative policy — its
profit.

Hedging method. Hedging is the conclusion of transactions in the derivatives financial
markets in order to insure price risks, presented in the form of options purchase, conclusion of
futures contracts and other transactions.

Hedging of financial risks through the corresponding operations with derivative securities is a
very effective tool to minimize possible financial losses in case of risk case.

A method of diversification. The mechanism of risk diversification is primarily used to
neutralize the negative financial consequences of nonsystematic (specific) risk. At the same time, it
allows to minimize a certain extent certain types of systematic (specific) risks — currency, interest
and some others. The principle of operation of this method is based on a different combination of
risks by diversifying the financial object of the risks (O. Y. Polyakova and L. A. Goltyaeva, 2013).

Describing the diversification mechanism as a whole, it should be noted that this method has
both positive and negative sides — on the one hand, an undoubted effect is provided in neutralizing
the complex, portfolio financial risks of an unsystematic (specific) group, and on the other hand, it
does not have an effect in neutralizing the overwhelming part of systematic risks (inflation, tax,
etc.).

Method of transfer (distribution) of risks. This method of financial risk management is based
on transferring part of the risk volume to partners for individual financial transactions. At the same
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time, risks are distributed in such a way that each partner is transferred that part of the financial
risks of the enterprise, according to which they have great opportunities to neutralize their negative
consequences and have more effective ways of internal insurance protection.

The advantage of this method is the possibility of completely transferring most of the risks to
partners, but the reverse side when this is due to the fact that many suppliers either refuse to accept
these risks or impose large costs on the company in the form of re-billing from insurance
organizations of suppliers.

Self-insurance method (internal insurance). The essence of this method is to divert internal
funds to the enterprise in the form of reservation of a part of financial resources that can be used
when risk events occur at the enterprise and are aimed at neutralizing negative consequences.

The most difficult and dangerous as to the financial consequences are the risks that cannot be
neutralized due to internal mechanisms that are subject to insurance.

The method of insurance of financial risks represents the protection of the property interests
of the enterprise upon the occurrence of an insured event by special insurance companies (insurers)
at the expense of monetary funds formed by them by receiving insurance premiums from insurers.

This method of financial risk management is one of the most reliable in the world and can be
used for any type of financial risk. But the disadvantage is that this method is the most expensive
among all the methods of financial risk management.

Financial risk management allows to ensure the economic security of the enterprise.

The original concept of financial risk management is the concept of economic security. Under
the economic security the qualitative characteristics of economic system that determines its ability
to support normal conditions health system, development within the goals set for the system, and in
the event of various threats (external and internal), a system that is able to withstand them and
restore their performance is understood (O. I. Baranovs'kyj, 2004).

Enterprise economic security is the state of efficient use of resources and existing market
opportunities that allows the company to avoid internal and external threats, ensures its long-term
survival and sustainable development in accordance with the selected mission (O. I. Baranovs'kyj,
2004).

The main goals of economic security include:

- providing high financial efficiency, financial stability and independence of the company;

- studying partners, clients, competitors, candidates for employment;

- the prevention of penetration of competitors’ economic intelligence structures and
individuals with unlawful intents;

- detection, prevention and suppression of illegal and other negative activities of employees to
the detriment of safety;

- effective organization of personnel security of the enterprise, its capital and property, as well
as commercial interests:

- preservation of information constituting commercial secrets of the company;

- the search for the necessary information to make optimal management decisions:

- the formation of a positive opinion of the company among the population and business
partners, contributing to the implementation of the core strategy and objectives of the enterprise;

- indemnification of material and moral damages caused by misconduct of organizations and
individuals.

To insure economic security, constant analyze of the internal and external environment to
identify risks and threats that affect the economic security is needed.

Risks to economic security are classified according to various criteria: according to the source
(external and internal threats); the possibility of neutralizing (those which are partially neutralized
and those that are not amenable to neutralization); the effect on the components of economic
security of enterprise (those that affect all of its components, several components and one
component); the time of occurrence (actual and potential); the sphere of origin (legal; economic;
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political; environmental; social; scientific and technological; demographic); the nature of events
(natural and accidental) (O. V. Orlyk, 2015).

Issues of assessing financial risks of business entities and finding ways to manage them in
order to minimize or neutralize and ensure economic security are presented on the example of Ilyich
Iron and Steel Works.

The risk of decrease of financial stability (risk of losing financial stability), which occurs for
unsatisfactory capital structure of the company, entails significant future cash flows of the company
during periods of repayment and payment of interest.

As an example of such an unsatisfactory capital structure, a structure of Ilyich Iron and Steel
Works can be given (table 1):

Table 1
Dynamics of indicators of financial stability of Ilyich Iron and Steel Works

deviation from the norm
Indicator Standard 2010 2015 2018

2010 2015 2018
Autonomy indicator >0,5 0,63 0,53 0,35 +0,13 +0,03 -0,15
Financial stability ratio >1 1,73 1,13 0,54 +0,73 +0,13 -0,46
Permanent capital ratio >0,5 0,64 0,65 0,43 +0,14 +0,15 -0,04
R @ eaplE] <1 184 | 088 | 046 +0,84 0,12 -0,56
structure

Source: Calculated by authors based on enterprise data (llyich Iron and Steel Works.
Metinvest Official Website, 2020)

After calculations, we can draw the following conclusions: 1) at the end of 2018, the
coefficient of autonomy of Ilyich Iron and Steel Works has a low value, below the standard; values
of the indicators of financial dependence and autonomy indicate that the company has a high level
of dependence on borrowed sources of financing; 2) the financial stability indicator is within the
regulatory limits at the end of 2010 and 2015, therefore, they are satisfactory and at the end of 2018
the indicator was low; 3) the rate of permanent capital at the end of 2010, 2015 is within the
standard value, and the value of the indicator decreased by the end of 2018, which indicates a high
proportion of current liabilities, namely satisfactory structure of borrowed capital of Ilyich Iron and
Steel Works; 4) the ratio of capital structure in 2010 was within the normative value, and at the end
of 2015, 2018 decreased, indicating a low level of equity capital at the end of the respective years.
Values of indicators of financial stability show a low financial sustainability of the enterprise during
the analyzed period.

It is advisable to consider multi-level scheme of a covering of stocks and costs in order to
determine the absolute indicators of financial stability. The availability of sources for their
formation will be determined by the extent of coverage and cost.

The presence of working capital (WC) is determined by the formula:

WC=E + NA 1)
where:
E — equity;

NA — non-current assets.

Indicator of own and long-term borrowings (OLTB) is determined by the formula:
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OLTB =WC + LTL — NA )

where:
LTL — long-term liabilities.

The total size of main sources of formation of inventories and costs is determined by the
formula (MS):
MS =WC + LTL+BSTL-NA 3)

where:
BSTL — borrowings and short-term loans.

Each of the above variables of sources of formation of inventories and costs must be reduced
for the amount of immobilization of current assets within other current assets and debtors.

Three indicators of the availability of sources of formation of inventories and costs
correspond to the three indicators of coverage of their formation.

Shortage (-) or surplus (+) of working capital:

+AWC=WC-IE (4)

where:
IE — inventtories and expenses.

Lack (-) or surplus (+) of long-term sources of formation of inventories and own working
capital (LTSRWC):
+A LTSRWC = LTSRWC - IE (5)

Shortage (-) or surplus (+) of total amount of the main sources of formation of inventories and
costs (MSFIC):

+A MSFIC = MSFIC — IE (6)

Using indicators of security of stocks and expenses by sources of their formation determine
the financial situation on the degree of stability (table 2):

Table 2
Assessment of financial stability of Ilyich Iron and Steel Works
deviation
Indicator 2010 2015 2018
2018/2010 2015/2010
1 2 3 4 5 6

Equity 16955797 23207851 26976303 10020506 6252054
Non-current assets 14041177 28459285 32369428 18328251 14418108
}’i\r’]‘;r'z‘;“g capital (line 1 — | 549 1600 -5251434 -5393125 -8307745 -8166054
Long-term liabilities 1528588 5570401 6715005 4041813 5186417
Availability of own and
long-term  sources  of | /10500 318967 1321880 -3121328 -4124241
coverage of reserves (line
3+ line 4)

Table 2 continuation on the next page
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Table 2 continuation

1

2

3

4

5

6

Short-term  loans and

borrowings

2579848

13864626

42454916

11284778

39875068

The total size of basic
sources to cover the
reserves (line 5 + line 6)

7023056

14183593

43776796

36753740

7160537

Fund

1952281

3069796

9568444

1117515

7616163

The surplus (+) or
shortage (-) of own
current assets (line 3- line
8)

962339

-8321230

-14961569

-15923908

-9283569

The surplus (+) or
shortage (-) of own funds
and long-term loans and
loans ( line 5 - line 8)

2490927

-2750829

-8246564

-10737491

-5241756

The surplus (+) or
shortage (-) key sources
of covering the stocks
(line 7-line 8)

5070775

11113797

34208352

29137577

6043022

financial
days

Stability  of
condition,
(psimox11-360/all
sources)

86,66219528

91,53101681

160,7112959

74,04910065

4,868821535

The surplus (+) or
shortage (-) key sources
of coverage for 1 UAH.
reserves (line 11/line 8)

2,597359192

3,620369888

3,575121723

0,977762531

1,023010696

The ind

icators of financial sustainability

The type of financial
stability

Normal
financial

The unstable
financial state

stability

The unstable
financial state

Source: Calculated by authors based on enterprise data (llyich Iron and Steel Works.
Metinvest Official Website, 2020)

Based on the performed calculations above, it was found that acute lack of working capital
throughout the study period, determined that of Ilyich Iron and Steel Works, as well as lack of long-
term funding sources as of 2015, 2018.
Over the period of analysis of financial stability of Ilyich Iron and Steel Works it deteriorated
from normal to the end of 2015 to unstable financial condition at the end of 2015, and 2018.

The risk of insolvency (risk of unbalanced liquidity) occurs together with a decrease in the
liquidity of current assets, which also causes the imbalance of incoming and outgoing cash flows

(table 3):
Table 3
Dynamics of liquidity indicators of Ilyich Iron and Steel Works
deviation from the norm
Indicator Standard | 2010 2015 2018
2010 2015 2018
Absolute liquidity ratio 0,2 0,06 0,03 0,03 -0,17 -0,07 -0,14
Intermediate liquidity ratio >1 0,91 0,81 0,8 -0,09 -0,19 -0,2
The total coverage ratio 2 1,26 1,02 1,03 +0,14 +0,15 -0,04

Source: Calculated by authors based on enterprise data (llyich Iron and Steel Works.
Metinvest Official Website, 2020)
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Table 3 lists the liquidity indicators, which indicate that the company has no absolute,
intermediate and current liquidity. Therefore, this type of risk that is presented in the enterprise is
critical.

For formation of effective system of financial risk management, the company must first
identify and assess quality. The portfolio of financial risks of Ilyich Iron and Steel Works that can
occur for the main types of its activities are shown in table 4:

Table 4

Distribution of portfolio financial risks of Ilyich Iron and Steel Works by types of economic activity

Activities and financial transactions

@ 8 financial activity

= 2

% B > § there is a risk for

Types of financial risks < T‘: - = 2|5 " llyich Iron and Steel
" — R
IS S 5 2 S| 8 S < Works
= — o

S @ E2 i 29| & ==

S = B = 5= o S o o ©

o (5] > o] —_ @ = _ =

S £ 28 | 2 58| % g8

S 8 £ G S & » O

External risks
Inflation + + + + + + + significant
Deposit + + + not significant
Tax + + significant
Interest + + significant
Currency + + + + + + + significant
Internal risks

The risk of decrease of A
. X . + + + + + + + significant
financial stability
Investment + + + + + + significant
Credit + not significant
The risk of loss of profits + + + + + + + significant

Source: Own compilation

Thus, the most profound types of risk for Ilyich Iron and Steel Works are defined — they are
the risk of replace point and the risk of decrease of financial stability. The results of the analysis of
financial risks shown in tables 1-4 revealed that the company has enough low values of the
coefficient of autonomy and other indicators of financial stability, as well as a significant reduction
in the liquidity of the company (N. A. Pimenov, 2014).

So, to the zone of catastrophic risk at Ilyich Iron and Steel Works got two kinds of risk:
financial stability and liquidity. It must be stated that the company should focus on them when
developing the relevant activities in the context of a strategy to further avoid these types of risk.

To improve the system, manage stated risks, a number of activities should be undertaken,
including optimization of capital structure, optimization of structure of assets and liabilities,
optimization of structure of receivables, implementation of the system of forecasting of market
environment.

Equally important is the formation of the structure of assets and liabilities, which will
improve the liquidity of the enterprise, and, accordingly, minimize the risk of insolvency.

In the structure of liabilities it is necessary to reduce the share of the most urgent and current
liabilities. To cover a large amount of non-current assets, which are necessary for the efficient
functioning and further development, Ilyich Iron and Steel Works should greatly increase the
proportion of fixed liabilities. The proposed structure will ensure the stability of the company in the
long term.
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Measures should be taken to minimize or neutralize financial risks in the future. These include
avoidance, diversification, limitation, domestic and foreign insurance. Each risk requires individual
solution depending on the objective and subjective circumstances.

CONCLUSION

Summarizing, we can conclude that the diversity of financial operations and financial risks, to
which they are exposed, determine the need for their effective management advice. We can
confidently say that there are no common methods of financial risk management for enterprises of
different economic activities in the world. There is a set that has been used by various companies
and is based on historical experience and mistakes of risk managers in modern conditions, taking
into account their personal professionalism in making decisions to form the most effective
mechanism of risk management consultation, which in turn guarantees the enterprise the
implementation of its strategy and expected profit. Great importance must be attended to the
enterprise’s type of economic activity, the size of its business qualifications and financial apparatus.

The analysis of risk factors of Ilyich Iron and Steel Works assess the efficiency of financial
risk management of the enterprise. The major measure to improve the situation is to enhance the
values of sustainability indicators and liquidity by optimizing the structure of assets (in particular,
property and receivables) and liabilities (to reduce the volume of loans), etc. Thus, the process of
minimizing risk reduces the likelihood of negative financial consequences for the company and
ensures the stability of its functioning. The novelty of this work is to study the structure of assets
and liabilities of Ilyich Iron and Steel Works and the provision of reasoned recommendations for
their optimization for further risk avoidance. The proposed measures can be considered by the
administration of the enterprise, that is in a crisis state and the results of the study can be the basis
for further scientific research.
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KBAJIMETPISI ®IHAHCOBUX PU3HUKIB B CUCTEMI EKOHOMIYHOI BE3NNEKA

HIAIMNPUEMCTBA
I'mups Bikropis IlerpiBna Kyuepenko Bosogumup MuxaiijioBua
Yepracvkuii Oeparcasrull OizHec Koaedxtc Hayionanenuii ynigeepcumem xapyogux mexHonoziti
M. Yepracu, Ykpaina M. Kuis, Ykpaina

AKTYyalbHICTb PO3BUTKY MIANPUEMCTB YKpaiHU XapaKTepPU3YeThCS HASBHICTIO 3HAYHOL
KUTbKOCTI YMHHHUKIB, SIKi HETATUBHO BIUIMBAIOTh HAa (DYHKI[IOHYBAaHHS iX ()YHKIIOHYBaHHS 5K 3 OOKY
Jep)KaBH, TaK CaMUX IiINPUEMCTB. J[0 TaKMX YMHHUKIB BIJHOCATHCS: HAIlilOHAIbHA E€KOHOMIKa,
HECTaOUIBHICTh  TOJATKOBOIO 1  PEeryasTOPHOrO  3aKOHOAABCTBA, 1H(IALINHI  mporecH,
HEIOCTYITHICTh KPEIUTHHUX PECypCiB, MOCHUJIICHHS KOHKYPEHIIii, 3HWKEHHS DPIBHS 1HBECTHUIIIHHOT
aKTUBHOCTI SIK MIATNPUEMCTB, TaK 1 PErioHiB, YHOBUIbHEHHS HAILlIOHAJIBHOTO IUIATLKHOTO 000POTY,
3pOCTaHHS YHMCIa 30MTKOBHUX MIANPUEMCTB. Jlisl IIUX YMHHUKIB BUHHKAE B PyCl MaTepiajibHUX 1
(iHaHCOBUX MOTOKIB Ta MPU3BOJAUTH 10 3HAYHMX 30UTKIB 1 BTpaT, L0 B CBOK Yepry HEraTHBHO
BIIJIMBAE HA €KOHOMIYHY O€3MeKy MiANPUEMCTB. 3 OISy Ha 1€ aKTyaJlbHUM HAIpPSIMKOM CTaJIOro
(GYHKIIOHYBaHHS BITUM3HSHUX MIANPUEMCTB € (OPMYBaHHS CUCTEMU YNPABIIHHSA €KOHOMIYHOO
0€3I1eKOo0 MANPUEMCTBA.

MeTo0 HaAyKOBOrO JOCTIDKEHHS € KBaliMeTpis (IHAHCOBUX pPH3UKIB B CHCTEMI
€KOHOMIYHOI O€3MeKH MiMPUEMCTBA Ta PO3POOKa MPOIMO3UINKN IIOI0 MiABUIIEHHS €KOHOMIYHOL
O€3IIeKH IIUIIXO0M MiHiMi3allli (hiHAHCOBUX PU3HKIB.

Marepiain Ta meronum. B HaykoBOMY JOCHIIPKEHHI BUKOPHUCTaHI HACTYIHI METOAU —
aHaui3 (IpY OIIHII MOKa3HUKIB (PIHAHCOBOI CTIMKOCTI 1 JIKBIAHOCTI MIANPUEMCTBA), CHHTE3 (TIpU
BHU3HAUEHHI BIUIUBY CKJIAJIOBUX (PIHAHCOBOTO PU3UKY B 3arajbHiil CTPyKTYypi (DiHAHCOBOTO PU3HKY),
JoTiYHUM MeTo] (Tmpu OOTPpYHTYBaHHI OCHOBHHMX MpOOJEeM, SIKi TOB’si3aHI 3 BUHUKHEHHSIM
(1HaHCOBOTO PU3UKY, Ta HOT0O BIUIMBOM Ha €KOHOMIYHY Oe€3MeKy), y3araJlbHEeHHs (IIpH 3’sICyBaHH1
CYTHOCT1 €eKOHOMIYHHX KaTeropiil «piHaHCOBHM PU3UK», «EKOHOMIUHA Oe3MeKay).
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Pe3yabTaTn. Baxnmusum etanom poOoTH Oyji0 BU3HAUEHHS IIepeBar, HEJOMIKiB, YMOB JJIs
MiHiMi3aii (iIHaHCOBOTO PU3HUKY B CHCTEM1 €eKOHOMIYHOI O€3MeKH i ITPHUEMCTRA.

BucHoBku. B X011 gocmipkeHHsT MpoBeaeHO OLiHKY (inancoBoro pusuky MMK im.Imniva
Ta WOTro BIUIMB HAa €KOHOMIYHY O€3IeKy MiANnpueMCTBA. Bimx TOro, SKMM HIUISXOM ChOTOJHI Oyne
NpPALOBATH MiJIPUEMCTBO, 3aJCKUTh CKOHOMIYHHHM MiJHOM MeTalyprifHoro KoMoOiHary,
MIPOMHCIIOBUX pPEriOHIB, Ta PO3BHTOK Tally3ed, sIKi CHIBICHYIOTh pa3oM abo 3ajexaTh Bij
MeTanypriiHoro 6i3Hecy.

HaykoBa 3HauylIicThb po0OTH IOJISITa€ B TOMY, III0 Ha OCHOBI MPOBEACHUX JOCIHIHKCHb
MO>KJIMBO BJJOCKOHAJIIOBATH IMOJITHKY IiIPUEMCTBA CTOCOBHO MiHiMi3amii (iHAHCOBUX PU3UKIB Ta
3a0e3neyeHHs] eKOHOMIYHOI OE3MEeKH.

LinnicTh MpoBeIeHOr0 JOC/IIKEHHS IOJSrae B TOMY, IO BCEe OuIbIIE HEOOXITHO
NPUAUISTA YBard CHUCTEMI PHU3MK-MEHEKMEHTY Ha IMiANPUEMCTBI, 3a0e3medyBaTH KaJpOBHMA
MOTEHIIIAN, KU Oy/le MPOBOJUTU CBOEYACHY OIIHKY (DiHAHCOBUX PU3HUKIB, a TAKOXK PO3POOISITH
e(heKTUBHI 3aXO0/IH 111010 MiHIMI3aIlil ()iHAHCOBHX PU3UKIB Ta 3a0€3TMCUCHHS eKOHOMIYHOI O€3MEeKH B
YMOBax TOCIOIaPIOBAHHSI.

KuarouoBi cioBa: exoHoMmiyHa Oe3meka, (iHAHCOBI PHU3MKH, 1HBECTYBaHHS, MOTEHIIIAN,
METOJ, METaTypriiHui Gi3HecC.

KBAJIUMETPHUS ®UHAHCOBBIX PUCKOB B CUCTEME SKOHOMHYECKOHN
BE30OITACHOCTHU INPEAITPUATUA

I'mbipst Bukropust Ilerposna Ky4epenko Baagumup MuxaiijioBuy,
Yepracckuil eocydapcmeenHulii OusHec Konneoie Hayuonanvnvii ynugepcumem nuuyegoix
2. Yepkaccwl, Yxpauna mexnonoeutl, 2. Kues, Yxpauna

AKTyaJlbHOCTb ~ pa3BUTHUA  NPENNPHUATHA  YKpauHbl  XapaKTEpU3YETCsl  HaJIUM4ueM
3HAYUTEJIBHOTO KOJIMYECTBA (PaKTOPOB, KOTOpPbIE HETaTUBHO BIMSIIOT Ha (YHKIMOHHPOBAHHUE HX
(GYHKIIMOHMPOBAHUS KaK CO CTOPOHBI TOCYAApPCTBa, TaKk U caMuX npeanpustuid. K takum pakropam
OTHOCSITCSI: HallMOHAJIbHAsT SKOHOMHUKA, HECTa0WJIBHOCTh HAJOrOBOIO M  PETyISATOPHOTO
3aKOHOJATEIbCTBA, MHQUIALMOHHBIE MPOLECCHI, HEJOCTYIHOCTh KPEIUTHBIX PECYpCOB, YCHUIIEHHE
KOHKYPEHLIUH, CHM)KEHUE YpPOBHS HWHBECTHIIMOHHOM aKTUBHOCTH KakK TMpEANpUATUH, Tak U
PETMOHOB, 3aMe/UIEHHE HAIMOHAIBHOIO IUIATEKHOTO 000pOoTa, POCT 4YHCiIa YOBITOYHBIX
npennpusTuil. JlelictBue 3Tux ()akTOpoB BO3HUKAET B JBM)KEHWU MaTEpUAIbHBIX M (PUHAHCOBBIX
MIOTOKOB M NPUBOAUT K 3HAYUTENbHBIM YOBITKAM U IOTEPSM, YTO B CBOI OYEpEIb HEraTUBHO
BJIUSIET HA OSKOHOMHYECKYIO O€30MacHOCTh NPEANpUSITHNA. YUUTbIBasg 3TO, aKTyaJlbHbIM
HamnpaBlICHUEM YCTOMYMBOIO (YHKLIMOHHPOBAHUS OTEUECTBEHHBIX NPEANPUATHNA sBIsETCA
(OopMHpOBAaHHUE CHUCTEMBI YIPABICHUS IKOHOMUYECKOM O€30MacHOCThIO MPEANPUATHS HA OCHOBE
MUHUMM3ALNUN (HUHAHCOBBIX PUCKOB.

eabo Hay4HOTrO MCCIEAOBAaHUS SBISETCS KBAIMMETPUsI (PMHAHCOBBIX PHCKOB B CHCTEME
HKOHOMHMYECKOW 0€30MacHOCTH MpeanpusATHs H pa3paboTka NPEAJIOKEHUH 10 MOBBIIIEHUIO
SKOHOMMYECKOI 0€30MacCHOCTH IyTeM MUHUMHU3alUU (PMHAHCOBBIX PUCKOB.

Marepunansl 1 MeToAbl. B Hay4YHOM HMCCIIEJOBAHUM UCIOIb30BaHBI CIECAYIOIINE METOABI —
aHanu3 (MIpU OLIEHKE MoKa3arened (PUHAHCOBOM YCTOWYMBOCTU W JIMKBUAHOCTH MPEIIPUSITHSA),
CHHTE3 (IpU OIpECICHUH BIUSHHUS COCTaBISAIOMIMX (PUMHAHCOBOTO pUCKAa B OOIIEH CTPYKType
(MHAaHCOBOrO pHCKA), JOrMUYecKUil MeTol (Mpu OOOCHOBAHWH OCHOBHBIX MPOOJIEM, CBSI3aHHBIX C
BO3HUKHOBEHHEM (MHAHCOBOTO PHUCKA, W €ro BIUSHHEM Ha 3KOHOMUYECKYI0 O€30MacHOCTbH),
00o00mieHre (Ipu BBISICHEHUH CYIIHOCTH SKOHOMHMYECKHUX KaTeropuil «(pUHAHCOBBIH PHUCK»,
«OKOHOMHYECKasi 0€30aCHOCTbY).
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Pe3yabTaThl. BaxkHbiM 3Tarom paboThl OBLIO OMpefelieHHue MPEUMYINECTB, HEOCTATKOB,
YCIIOBUH JUIsl MUHUMHU3alUU (PUHAHCOBOTO pPHCKAa B CHCTEME 3KOHOMHUYECKOW Oe30MmacHOCTH
MPEATPUSITHSL.

BeiBoabl. B xonme wuccnenoBaHusi mpoBeieHa oreHKa ¢uHaHcoBoro pucka MMK uwm.
Wnpuda u ero BIMSIHEE Ha YKOHOMUYECKYI0 0e30macHOCTh mpeanpusatus. OT TOro, KaKuM ITyTeM
ceroans Oyzaer paboTaTh MpeANpHUsITHE, 3aBUCUT IKOHOMUYECKUI MOIBEM METALTyPrUYECKOTO
KOMOMHATa, MPOMBIIIJICHHBIX PErMOHOB, U Pa3BUTHE OTpaciield, KOTOPbIE COCYIIECTBYIOT BMECTE
WM 3aBUCAT OT METa/uTypruueckoro ousneca. Hayuynas 3Ha4MMOCTh paOOTHI 3aKIIFOYAETCSI B TOM,
YTO Ha OCHOBE TMPOBEIEHHBIX HCCIEAOBAaHUN BO3MOXHO COBEPIICHCTBOBATH IMOJUTHUKY
OPEeNnpusaTHs. MO0 MUHUMHU3AUUMU (PUHAHCOBBIX PHUCKOB U OOECHEeYeHUs SKOHOMHYECKOMH
0€30MMacHOCTH.

LleHHOCTH TIPOBEIEHHOI0 WCCJAEAOBAHMS 3aKIOYaeTcs B TOM, UYTO Bce Oosblie
HEO0OXOIUMO YAENSATh BHUMAHUE CHCTEME PUCK-MEHEKMECHTAa Ha TPEIIPUSTAU, 00ECIeunBaTh
KaJIpOBbII MOTEHIMAII, KOTOPBIA OYAET MPOBOJUTH CBOEBPEMEHHYIO OIIEHKY (PMHAHCOBBIX PHCKOB, a
Takxe pa3padaTeiBaTh 3PPEKTUBHBIC MEPHI IO MUHUMHU3AIUN (PMHAHCOBBIX PHCKOB M O0ECTICUCHUS
HKOHOMMYECKOI 0€30MacCHOCTH B YCIOBHSIX XO35IICTBOBAHUS.

KiueBble cjioBa: S5KOHOMHYECKast 0€301MacHOCTh, (PMHAHCOBBIE PUCKH, HHBECTHPOBAHUE,
MOTEHIIUaJ, METO/I, METAJUTyprudecKuii OusHec.
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Abstract. The article aims to research problems and prospects of development of the tourist
services market of Ukraine. According to the method of developing the environmental profile, the
factors of external and internal environment that have impact on the development of Ukraine’s
tourism industry have been determined. It is defined that the most influential factors of the
microenvironment are the high degree of customer commitment to the services of tourist
enterprises, the provision of payment forms and terms of receiving services favorable to tourist
enterprises, the low level of consumer awareness about the tourist enterprises’ services, the
mismatch of the range (quality) of services to customer requirements, buyers’ high sensitivity to the
price. It is established that the tourism industry enterprises are most influenced by the following
macroenvironmental factors: economic, political, ecological, scientific and technological.
According to the research results, the paper determines the strategic goal of Ukraine’s tourist
services market development — to make Ukraine a country of clean and attractive environment, as
well as of culture, tourism and recreation. Coefficients of influence of micro-, macro- and internal
environmental factors on Ukraine’s tourist services market development are calculated and their
influence on Ukraine’s tourist industry development is investigated. According to the SWOT
analysis results, the strategy of the tourist services market development is substantiated. This is a
reference strategy of development — the strategy of concentrated growth implemented in the same
direction as the market development. The implementation of this strategy requires considerable
marketing efforts on the part of tourism enterprises. It is proved that the effectiveness of the strategy
depends on organizing the process of its implementation and control over the implementation. The
priority directions of implementing the strategy of Ukriane’s tourist services market development
are defined: to increase regions’ competitiveness and strengthen their resource potential, to ensure
human resources development and interregional cooperation.

Keywords: strategy, tourist services market, competitiveness, microenvironment,

macroenvironment.
JEL Classification: R58.
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INTRODUCTION

For the tourism industry, it is important to determine a strategy for Ukraine’s tourist services
market development, which is an instrument of external and internal promotion that defines the
prospects for Ukraine’s tourist services market development.

The rationale for choosing a strategy should take into account, as far as possible, the regional
specificity of tourist business entities’ development, the existing tourism potential of the territory,
and compliance with the strategic perspectives of other (related to tourism) economic activities’
development.

Despite the significant potential for developing the tourism industry, as well as its social and
economic importance, the tourism services market in Ukraine is underdeveloped, and its growth is
constrained by a number of unsolved issues that need to be supported by executive authorities and
local self-government, in order to define a development strategy. Therefore, the chosen research
topic is relevant.

LITERATURE REVIEW

Among domestic and foreign scientists who devoted their research to the tourism industry
development, we distinguish the works of V.O. Koshel (2017), O. V. Khrystenko (2015), V. V.
Podstavka (2014), O. V Korotunova, G. S. Klimush (2014), A.P. Bezkhlibna and S.V. Nikonenko
(2018), S. V. Hres-Yevreinova (2018), N. A. Semenov and O.S. Bohma (2006), P. V. Gudz (2001),
V. N. Vasilenko (2006), O.V. Shpyrnya (2018), J. Kelleher (2003) and others.

Most experts point out that the development of the tourist services market in Ukraine will help
to strengthen the country's image in the global tourist services market, replenish the state budget
and create a strong tourist base, but insufficient attention is paid to determining a strategy for
Ukraine’s tourist services market development.

PAPER OBJECTIVE

The purpose of the article is to study the problems and prospects of Ukraine’s tourist services
market development, determine the external and internal environmental factors’ influence on
Ukraine’s tourist services market development, substantiate the strategy of developing the tourist
services market of Ukraine.

METHODOLOGY

According to the method of developing the environmental profile, the external and internal
environmental factors that have an impact on the development of Ukraine’s tourist industry are
determined and the coefficients of these factors’ influence on the development of Ukraine’s tourist
services market are calculated. According to the methodology of SWOT-analysis the strategy of the
tourist services market development is substantiated.

RESULT AND DISCUSSION

The theoretical basis for developing a strategy for Ukraine’s tourist services market
development is a comprehensive theoretical and methodological research based on official statistics
and qualitatively conducted sociological studies of the tourism business.

The development of the tourism and recreational sphere in recent years has been characterized
by an increase in the main indicators of the industry development and the volume of services
provided and consumed. Budgets of all levels in 2017 received payments totaling UAH 11.4 min.,
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the volume of services provided reached UAH 91.9 min., having increased by 4 and 5.2 times
respectively since 2015.

Ukraine has favorable climatic conditions, access to the shores of the Azov and Black Seas,
the availability of significant mineral water and therapeutic mud reserves, which contribute to
forming a powerful recreational complex consisting of a resort household, tourism and recreation.

But at the present stage of tourism development, the lack of state support has led to
predominantly commercial forms and types of tourism. In these circumstances, the share of social
tourism has decreased significantly. Constantly increasing tariffs for tourist services, as well as the
termination of subsidies for tourist establishments and their underfunding by various agencies and
foundations, result in the number of potential tourists reducing. The state does not pay proper
attention to social tourism as a factor of social development. As a result, people's needs in
recreation are least met, thus causing other problems associated with maintaining health and
preventing illnesses, meeting educational and cultural demands, reducing life activity in people,
using rationally leisure time and weakening interpersonal contacts (V.O. Koshel, 2017).

While determining the strategy of Ukraine’s tourist services market development, it is
essential to consider:

- the correspondence to European and world parameters of services quality and prices on the
basis of systematic measures that standardize the level of services quality and stimulate enterprises
economically to increase them;

- the fastest possible adaptation of the legal and legislative acts of recreation and tourism
industry to the standards adopted in the European Community;

- attraction of external investments in order to implement the regional development program,
individual projects that are part of it, in particular the development of infrastructure for maintaining
recreational flows — transport, trade, communication, goods production for use in the resort and
recreational activities and services;

- creation of the region’s attractive tourist image and promotion of regional tourist product in
the national and international tourist market;

- development of the inventory base and infrastructure of sports and recreational types of
tourism (modernization with elevating the inventory base of the existing sanatorium and health
resort establishments and sites of the tourist industry to the world standards);

- putting newly built recreational facilities into operation as a result of developing an
economic mechanism for stimulating investment activity in this field;

- a comprehensive approach to improving the quality of tourist reception and service;

- elevating hotel classification and certification of other receiving structures to the norms and
international standards;

- elevating the organization of the restaurant business and its service to the international level,

- expanding the number and quality of tourist services provided,

- participating in the work of regional and European salons and fairs;

- organizing tours, which allows getting acquainted with the offered products and evaluating
the quality of reception;

- implementing system marketing of the tourist services market;

- creating favorable conditions for investment, tax and customs regulation of the region’s
development;

- ensuring the rational use and protection of tourist resources of the region, creating programs
and planning further prospects for the development of the tourist region.

The natural environment of Ukraine with favorable climate, steppe landscapes, reserves and
parks, healing mineral waters contributes to the development of Ukraine’s tourist and recreation
industry.

The strategic goal is to make Ukraine a country of clean and attractive environment, culture,
tourism and recreation, which includes:
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- improving the quality of the country's environment, ensuring its ecological stability and
attractiveness of landscapes;

- supporting contemporary and traditional art of Ukraine, its cultural potential and
multinational traditions;

- using Ukraine’s historical and cultural potential of Ukraine;

- developing tourist infrastructure;

- developing and promoting Ukraine’s recreational potential.

By comparing statistics on Ukraine’s travel agencies performance, we will calculate their
rating on the scale of Ukraine (Table 1).

Table 1
The main indicators of the tourism industry firms In Ukraine
Indicators Years Deviation
2015 2016 2017 2017/2015

Number of travel agzgf\ll?g‘;:at actually provided 3885 3182 4157 279
Number of tourists served, (persons) 1814827 | 2250107 | 2403987 589160
Foreign (inbound) tourists served, (persons) 14550 33784 38563 24013
ld)l;rrz;uonnl?)n tourists served while traveling abroad, 1498412 | 1841232 | 1972028 473616
Domestic tourists served, (persons) 1800277 | 375091 393396 -1406881
Number of tourist trips sold 129249 | 181607 294872 165623
Cost of tourist vouchers sold to the population 1780985 | 2802235 451302 -1329683
(thousand UAH)
Income from tourist services 4797732 | 413161 | 18502975 13705243
Average number of employees 1502 1867 8190 6688

* Excluding the temporarily occupied territory of the Autonomous Republic of Crimea, the
city of Sevastopol, and the temporarily occupied territories in Donetsk and Luhansk regions.

Source: Khrystenko, O. V. and Pulina, T. V., 2015

The data analysis in Table 1 shows a number of contradictions in the development of the
tourism industry in Ukraine, namely:

- for the researched 2015-2017, there is a positive dynamics in the number of domestic
tourists served and the increase in the value of tourist trips made by the population;

- there is an increase in the number of tourism firms and staff in the tourism sector;

- there is an increase in outbound tourism, income from the tourist services provision, which
contributes to the regional and national development of the country.

In order to better understand the prerequisites for the dynamic development of the tourism
business in Ukraine and to track its negative processes, it is necessary to analyze the situation in the
tourist services market in more detail (Table 2):
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Table 2

Dynamics of foreign citizens entering Ukraine due to countries of their origin and Ukrainian citizens traveling to other countries within 2015-2017

Number of foreign citizens entering Ukraine, in total Number of Ukrainian citizens traveling abroad, in total
Country Deviation % Deviation %
2015 2016 2017 2017/2015 2015 2016 2017 2017/2015

Bulgaria 32181 37821 41738 9447 0,6 43860 54162 58597 14737 3
Belarus 1891518 1822261 2727645 836127 54 1325546 1114457 1186466 -1139080 -241
Canada 22055 30281 30775 8720 0,6 2060 21 1 -2059 -0,4
China 12966 19599 29561 16595 11 8693 20480 23107 14414 3
France 45867 54152 61000 15133 0,9 98353 92733 106697 8344 1,8
Georgia 37772 48432 49205 11433 0,7 81601 104517 111981 30380 6
Germany 154498 17118 209447 54949 3,6 294797 275987 344150 49353 10
India 10748 14047 23173 12425 0,8 2522 55 208 -2314 -0,5
Israel 149386 216638 261486 112100 7 129311 146379 155074 25763 55
Italy 63258 77787 84638 21380 14 113373 122294 173573 60200 13
Moldova 4393528 4296409 4435664 42136 2,7 1727308 1655775 1680353 -46955 -9,9
Turkey 140691 199618 270695 130004 8,5 510537 930657 1185051 674514 143
RF 1231035 1473633 1464764 233729 15 4080414 3859820 4376423 296009 63
Poland 1156011 1195163 1144249 -11762 -0,8 9505713 10111086 9990978 485265 103
USA 108288 138006 153778 45490 3 28995 36040 32660 3665 0,8
In total: 9449802 9640965 10987818 1537906 100 17953083 18524463 19425319 472236 100

Source: Khrystenko, O. V. and Pulina, T. V., 2015
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The analysis of the tourist flows dynamics makes it possible to confirm that in the period from
2015 to 2017 in Ukraine there was an increase in the number of all categories of tourists.

2017 saw a sharp decrease in the number of Ukrainian citizens who traveled abroad to
countries such as Belarus, Moldova, Canada, India.

The positive importance of outbound flows of Ukrainian tourists during the crisis period is
due to the fact that the Ukrainian citizens preferred to travel to neighboring countries, which did not
require significant material costs — Turkey, Poland, the Russian Federation. Significant tourist flows
of Ukrainians to Poland were primarily in accordance with labor migration.

As it is known, the majority of Ukrainian citizens who go abroad for work (up to 85%) do not
go on the basis of a work visa, but with the help of tourist, guest visas, vouchers or invitations
(Turkey, Poland as an example). As you know, after such a visa expiring, employees do not
announce their presence in a foreign country, because they move to an illegal position. It is not
possible to provide accurate figures and numbers of labor migration in a particular country, as
migrants do not always work in the country where they planned to go or even went. Thus, the
departure of Ukrainians to Poland does not necessarily mean that this is their final destination. After
officially entering the Schengen area, a migrant may become illegal in any other country that is a
party to this treaty.

In other words, Poland, in many cases, plays the role of a stopover point from where people
go on to travel to Italy, Spain, Portugal and Austria.

At the same time, the aggravation of the situation on the world financial market, in fact, did
not affect the number of foreign citizens who came to Ukraine. For example, in 2017, Ukraine was
visited by the largest number of foreigners from such surveyed countries as: Belarus (54%), the
USA (42%), the Russian Federation and Turkey (15% and 9%). There is a decrease in the number
of foreigners who came to Ukraine from Poland (- 0.8%).

According to the results of the analysis, 2015-2017 saw slight, but albeit positive dynamics of
inbound tourist flows.

This indicates Ukraine's competitiveness increase in the international arena.

But there is a slowdown in the development of outbound tourism from Ukraine to Belarus,
Moldova, Canada, India.

In recent years, the development of the tourism and recreational sphere has been characterized
by an increase in the main indicators of the industry development and the volume of services
provided and consumed.

In 2017, 205,500 people used the services of tourist organizations, which is 2.3 times more
than in 2015. Almost one quarter of tourists are children, teenagers and young people.

More than one in two people went to the region for recreation and leisure, nearly overy third
went on business trips, business tours, and training.

The number of foreigners served increased by 1.3 times and reached 29,700 people, the
number of domestic tourists by 2.7 times amounting to 162,100 people. The number of sightseers
increased by 12% compared to 2017 and amounted to 62,700 people, while compared to 2015 —
decreased by 15%.

In addition, it is worth noting that the tourism industry is significantly influenced by macro-
and microenvironmental factors (Fig. 1).

From the point of view of microenvironment, particular attention is paid to researching the
labor market which is a provider of labor resources, banking institutions that are suppliers of
financial resources, the actions of competitors and changes in the requests of enterprises-tourist
services consumers.

It is known that the financial results of the tourism industry enterprises are significantly
influenced by the economic, political and technological components of the macroenvironment.

That is why, in order to determine the environmental factors’ impact on the tourism industry
development, it is proposed to quantify their impact on tourism enterprises.
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Figure 1. Relationships between the main elements of tourism industry
Source: Own compilation

To conduct factor analysis of the internal and external environmental factors’ impact on the
tourism industry development, it is proposed to use generalized indicators, which are the
coefficients of the internal, macro and microenvironmental factors’ impact on the activities of the
tourism industry enterprises (Table 3).

Table 3
Coefficients of internal, macro and microenvironmental factors’ impact
Environment
. . . . . . Internal
Indirect impact - .
p « [I)<|rect impact (microenvironment), (condition of tourist industry),
(macroenvironment), M M K,
n n n
; (Bmlicmli ) Zl (Bmziszi ) Zl (Bmsicm3i )
K, =———F7—; K =it K =it
m n M n Ma n

Table 3 continuation on the next page
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Table 3 continuation

where: ™22 — coefficient of internal, macro and microenvironmental factors’ impact on the tourism
industry enterprises functioning;
M3

— expert evaluation of each factor’s importance;

™23 _ expert evaluation of each factor’s weight.

It is proposed to determine the coefficients of internal, macro and microenvironmental factors’ impact on
the tourism industry enterprises functioning on the following scale of values.

If the value of the impact factor
If the value of the impact factor is positive: IS negative:
0 to 0.25 — small impact, 0 to 0.25 — negative impact;
from 0.25 to 0.50 — moderate impact; from 0 to 0.50 — critical impact;
from 0.50 to 0.75 — significant impact; from 0.50 to 0.75 — threatening
from 0.75 to 1.00 — very significant impact. impact;

from 0.75 to 1.00 — destructive

effect.

Source: Own compilation

The priority of the impact factors was determined by the expert evaluation method.

The respondents included the management of the tourism industry enterprises of
Zaporizhzhya region (5-6 people from each enterprise), which made it possible to evaluate the
proposed indicators from the point of view of different professional functions’ representation.

The management of the surveyed tourism industry enterprises was given a questionnaire
listing the impact factors and proposed to select them by importance in order to conduct factor
analysis of the impact of the internal and external environmental components on the tourism
industry development.

The estimation of the impact factors of the tourism enterprises’ internal environment on the
tourism industry development is given in Table 4.

Table 4

Evaluation of the impact components of the tourism enterprises’ internal environment on Ukraine’s
tourism industry development

(2}

o evZIEL c;g(r)n Factor weight, | Influence

=3 Components of the internal environment ’ P evaluation,

£ i +(1-3) M x P

S + (1-3)

o

1 2 3 4 5

Financial situation 2 2 4
Cost Management -2 2 -4
Financial management 2 2 4

§ Insufficient funding for development -3 2 -6

S Investments in fixed assets 1 3 3

LE,_ Profit growth -2 2 -4

Table 4 continuation on the next page
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Table 4 continuation

1 2 3 4 5
Personnel policy 3 3 9
Personnel variability and discipline 2 2 4

_— | Ratio of executive and managerial staff 2 2 4

(5

c

§ Working conditions -1 2 -2

$ | Motivation 2 2 4
Ensuring social protection for employees -1 2 -2
Wage growth 2 2 4

& Bureaucratic type of corporate culture -1 2 -2

(&) ) .

Level of influence on the tourist industry -2 2 -4
Image of tourism industry enterprise 2 2 4
Range of tourist services 2 3 6
Responding to changes in consumer demand 2 3 6
Saving and expanding markets 2 3 6
Increase in export of travel services 2 3 6

> Marketing research 2 2 4

o

'S | Use of modern consumer incentives 1 2 2

d=

& Availability of marketing departments at the

@ o - -1 2 -2

© | tourism industry enterprises

E Pricing policy 2 2 4

@ ['sales activities 2 2 4
Communication activities 2 2 4
Technology of providing tourist services -3 2 -4
R&D 2 2 4
Significant costs for developing tourist services -2 2 -4
Improving the quality of tourist services 1 3 3
Total by the internal environmental factors 53

Source: Own calculations

It is established that the factor of the internal environmental impact is 0.19. This indicates its
small influence on the tourism industry functioning.

In order to analyze the the microenvironmental impact on Ukraine’s tourism industry
functioning, the influence of consumers, competitors and suppliers on the tourist services market
development is considered. The analysis of the microenvironmental impact on the tourist services
market in Ukraine contains the identification of opportunities and the degree of factors’ influence
on the tourist services industry enterprises, helps to identify the possibility and the degree of
dominant factors’ influence, possible options for the appropriate reactions of the tourist services
industry enterprises, helps to build a profile of the immediate environment of the tourist services
enterprises.
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The evaluation of the microenvironmental impact on Ukraine’s tourism industry enterprises
functioning is given in Table 5.

Table 5

Evaluation of the microenvironmental impact on Ukraine’s tourism market functioning

@2

T Factor . Impact

§_ Microenvironment components evaluation, Fa‘}ﬁir vlveéght, evaluation,

£ M = (1-3) (1-3) M x P

O

» | Significant number of consumers abroad 3 3 9

@ | Reduced number of trips to CIS countries —2 2 —4

s -

2 Demographic structure of consumers 2 2 4

§ Geographical location of consumers 2 2 4
Reduced domestic demand -1 2 -2
Availability of vertical integrarion ahead 2 2 4
Energy prices increase -2 2 -4

g Geographical location 2 2 4

'S | Infrastructure services prices increase -2 2 -4

& | Quality of hotel services 2 2 4
Transportation conditions 2 2 4
Limited number of suppliers -2 2 -4
Signifiqant number of domestic and foreign ) 2 4
competitors

» | Availability of modern technologies among 5 2 4

£ | competitors

I3 Entry barrier for new competitors 1 2 2

g Possibility of new competitors -1 1 -1

O | Competitive struggle increase in domestic 1 1 1
and foreign markets
Decrease in the number of competitors 1 1 1

Total due to microenvironmental factors 10

Source: Own calculations

It is established that the coefficient of microenvironmental factors’ impact is 0.06. This
indicates their small impact on the tourism industry functioning and the fact that the
microenvironment uses opportunities at a low level.

Analyzing the data in Table 3, we can conclude that the most influential microenvironmental
factors are the high degree of customer commitment to the services of tourist enterprises, the
provision of payment forms and terms of service favorable to tourist enterprises, low level of
consumer awareness of tourist enterprises’ services, mismatch of customer service assortment
(quality), buyers’ high sensitivity to price.

The impact of the macroenvironment on tourism enterprises functioning is shown in Table 6.

According to Table 6, it is found that the following macroenvironmental factors mostly
influence the tourism industry: economic, political, environmental, scientific and technological.

The analysis of the data (Fig. 2) showed that the value of the macroenvironmental factor
impact is 0.1, so the macroenvironmental factors affect the tourism industry moderately.
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Table 6

Evaluation of the macroenvironmental impact on the tourism industry enterprises functioning

2
[
% M . Factqr Factor weight, Impa_ct
= acroenvironment components evaluation, Pt (1-3) evaluation,
S M= (1-3) M x P
(&)
Inflation rate -3 3 -9
Unemployment rate -1 2 -2
Interest rate -1 2 -2
L Productivity 2 2 4
g Taxation norms —1 2 P
§ Level of economic development 2 2 4
w Availability of natural resources 3 3 9
Investment climate -1 2 -2
Production rate decrease -1 2 -2
GDP size 2 2 4
Political stability -1 2 -2
Legislation features -1 2 -2
Legal regulation 2 2 4
Lobbying groups’ influence 1 1 1
s State program of tourism industry 1 3 3
= development
£ Transition to an innovative development
1 3 3
model
Consequences of financial and economic 1 2 )
crisis
EU accession 3 3 9
Demaographic structure of society -1 2 -2
Population growth -1 2 -2
.‘_g Level of the workforce education 1 2 2
& | Workforce availability 2 2 4
Significant fertility rate decrease -1 2 -2
Significant population mobility -1 2 -2
'S | Technological innovations 1 2 2
© | Implementation and creation of transport 1 5 5
S technologies
5 Considerable innovation in the hotel and 1 5 5
(5]
g restaurant
E Natural conditions -1 2 —2
‘s | Floraand fauna functioning -1 2 —2
USJ Air pollution by transport -1 2 -2
Total due to macroenvironmental factors 27

Source: Own calculations

It is established that the coefficient of macroenvironmental factors’ impact is 0.1. This
indicates their small impact on the tourism industry functioning.

To comprehensively evaluate the external and internal environmental impact on Ukraine’s
tourism industry, we used SWOT analysis by applying the coefficients of the matrix SWOT-
analysis fields’ impact on the industry.
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External environment
Macroenvironment, mac Microenvironment, mic
Opportunities, O Threats, T Opportunities, O Threats, T
m m m m

%) 2B, Coy B Cing 2B, Coy B Cos 2B Coy Bz Ciny 2B, CoytBroCiy
g 7 _ i _ iz K. =it K. =it
O E SOmac I ST I SOpmic I SThic |
= D 1 2 5 6
'g [
S | £
Z‘ (9]
£ = . 3
g | = ZBmLcmﬁB Cos ZBmL B C 2B Cry Bz Coy Z]BmL w1, By, Cons,
: [<5} =i K = K =12 KWTmic_
= @ SWinae I W~ I WO, I Iy
o= g 3 4 7
>
o X
=13

=

o — the factor of the SO field impact on the tourism industry formed by the strengths and opportunities of the
macroenvironment

Kot _ the factor of the ST field impact on the tourism industry formed by the strengths and opportunities of the
macroenvironment

e the factor of the SW field impact on the tourism industry formed by the weaknesses and opportunities of
the macroenvironment

K S . -
Wine _ the factor of the WT field impact on the tourism industry formed by the weaknesses and opportunities of
the macroenvironment

Kso,, _ the factor of the SO field impact on the tourism industry formed by the strengths and threats of the
microenvironment

KSTm’w— the factor of the ST field
microenvironment

impact on the tourism industry formed by the strengths and threats of the

Kwo,, _ the factor of the WO field impact on the tourism industry formed by the strengths and threats of the
microenvironment

Ku,, _ the factor of the WT field impact on the tourism industry formed by the strengths and threats of the
microenvironment

li _ number of cells in one field of the SWOT matrix of the tourism industry

If the value of the impact factor is positive: If the value of the impact factor is negative:
0 to 0.25 — small impact, 0 to 0.25 — negative impact;

from 0.25 to 0.50 — moderate impact; from 0 to 0.50 — critical impact;

from 0.50 to 0.75 — significant impact; from 0.50 to 0.75 — threatening impact;
from 0.75 to 1.00 — very significant impact. from 0.75 to 1.00 — destructive effect.

Figure 2. Evaluation of coefficients of the matrix SWOT-analysis fields’ impact on the tourist
industry

Source: Own compilation

The coefficients of the SWOT analysis results are shown in Table 7.

34


https://management-journal.org.ua/index.php/journal

But, T., Pulina, T. and Zaytseva, V. “Justification of Ukraine’s tourist services development strategy”, Management
and entrepreneurship: trends of development, Vol. 1, Issue 11, pp. 23-40, DOI: https://doi.org/10.26661/2522-

1566/2020-1/11-02

Table 7
Coefficients of the SWOT analysis results
Macroenvironment, mac Microenvironment, mic
Opportunities, O Threats, T Opportunities, O Threats, T
Strengths 0.43 0.1 0.47 0.074
Weaknesses 0.0016 -0.34 0.02 -0.37

Source: Own calculations

The analysis showed that the impact of the microenvironment SO field of the tourism
enterprises’” SWOT matrix on Ukraine’s tourist market development is 0.47. This indicates the
average level of this quadrant’s impact on Ukraine’s tourist market development. The impact of the
ST field of the tourism enterprises’ SWOT-analysis matrix on Ukraine’s tourist market
development is 0.074, which indicates the insignificant level of this quadrant’s impact on Ukraine’s
tourist market development. The impact of the WO field of the tourism enterprises’ SWOT-analysis
matrix on Ukraine’s tourist market development is 0.02, which confirms the insignificant level of
this quadrant’s impact on Ukraine’s tourist market development. However, the impact of the WT
field (-0.37) of tourism enterprises is negative and indicates this quadrant’s threatening impact on
Ukraine’s tourist market development.

According to the SWOT analysis results, the strategy of the tourist services market
development has been determined. This is a reference strategy of development — the strategy of
concentrated growth in the same direction as the market development. The effectiveness of the
strategy depends on the way the process of its implementation and control over its implementation
are organized. The implementation of this strategy requires considerable marketing efforts from
tourism enterprises.

The priority directions of implementing the strategy of Ukraine’s tourist services market
development are to increase the regions’ competitiveness and strengthen their resource potential,
ensure the development of human resources and interregional cooperation.

It is necessary to constantly seek and strengthen each region’s benefits, to understand what
functions of the industry can and should develop, which hinders the tourism product promotion, and
how to remove obstacles.

CONCLUSION

The main indicators of Ukraine’s travel agencies’s activities are investigated and their rating
is calculated on the scale of Ukraine. Positive and negative processes of tourism business
development are revealed.

According to the results of the research, the strategic goal of Ukraine’s tourist services market
development is determined — to make Ukraine a country of clean and attractive environment, of
culture, tourism and recreation, on the basis of which the directions of its implementation are
grounded.

According to the method of developing the environmental profile, the factors of external and
internal environment that influence Ukraine’s tourist services market development are determined.
Coefficients of micro-, macro- and internal environmental factors’ impact on Ukraine’s tourist
services market development are calculated, and their impact on Ukraine’s tourist services market
development is investigated. According to the SWOT analysis results, the strategy of the tourist
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services market development is substantiated. This is a reference strategy of development — a
strategy of concentrated growth, which is implemented in the same direction as the market
development. The implementation of this strategy requires considerable marketing efforts from
tourism enterprises.

The factors of external and internal environment that influence Ukraine’s tourist services
market development have been determined. Coefficients of micro-, macro- and internal
environmental factors’ impact on Ukraine’s tourist services market development are calculated and
their influence on Ukraine’s tourist services market development investigated. The strategy of the
tourist services market development, namely the strategy of concentrated market growth, is
substantiated. The implementation of this strategy requires considerable marketing efforts from
tourism enterprises.

The developed strategy of Ukraine’s tourist services market development and the proposed
directions of its implementation will increase the competitiveness of the tourism industry and will
help to strengthen the country’s positive image.
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OBIPYHTYBAHHSA CTPATETTI PO3BUTKY PUHKY TYPUCTUYHHUX ITOCJIYT

YKPAIHA
Byt Tersaina BikTopiBHa Ilyaina Terana BeniaminiBna 3aiineBa Banentnna MuxkoJsaiBHa
Hayionanvnuti ynisepcumem Hayionanvnuii ynieepcumem Hayionanvnuii ynieepcumem
«3anopizoka noaimexuika» «3anopizora nonimexuikay «3anopizvka noaimexuikay
M. 3anopixcocs, Yrpaina M. 3anopixcocs, Vrpaina M. 3anopixcoics, YVrpaina

JlocipkeHo mpo0ieMu Ta NepCHeKTHBH PO3BUTKY PUHKY TYPUCTHYHHX MOCTYT YKpaiHu. 3a
METOZOM PO3pOOKH MPO(UI0 CepeloBUIla BU3HAYEHO (DAKTOPU 30BHIIIHBOIO Ta BHYTPIIIHBOTO
CepelOBUIL, SKI MarOTh BIUIUB Ha PO3BUTOK  TYPHCTHYHOI ramy3i Ykpainu. Po3paxoBaHo
koeirieHTH BIUTMBY (DAaKTOPIB MIKPO-, MAaKpO- Ta BHYTPIIIHHOTO CEPEAOBHIINA Ha PO3BUTOK PUHKY
TYPUCTUYHHMX TOCIYr YKpaiHH Ta JIOCH/DKEHO IX BIUIMB HA PO3BUTOK TYPUCTUYHOI Traiy3i
Vkpaian. 3a pesynpratamu  SWOT-aHamizy o0OIpyHTOBAHO CTpAaTEril0 PO3BUTKY PHHKY
TYPUCTUYHHX TocyT. Lle eTanoHHa cTparerist po3BUTKY — CTpaTerisi KOHIIEHTPOBAHOTO 3pOCTaHHS,
sgKa peani3yeTbcs 3a HANpsSAMOM DPO3BUTKY pUHKY. Peamizariisi miei cTparerii BUMarae 3HaYHUX
MapKETUHTOBUX 3yCHJIb 3 OOKY TYpPUCTHUYHHUX MiANPUEMCTB. [loBeIeHO, M0 ePEeKTHBHICTh CTpaTerii
3aNIeXXUTh BiJl OpraHizalii mporecy ii peasizallii Ta KOHTPOJIIO 32 BUKOHAHHSIM.

BusHayeHO TpiOpUTETHI HampsMaMH peanmizamii crparerii po3BUTKY PHUHKY TYPUCTHYHHX
MOCIyr YKpaiHu I1€: MiIBULICHHS KOHKYPEHTOCITPOMOKHOCTI PErioHiB Ta 3MIITHEHHS X PECYPCHOTO
MOTEHIliay; 3a0e3MeYeHHs PO3BUTKY JIIOACBKHX pPECypCiB; Ta  PO3BUTOK MIKPETIOHAJIBLHOTO
CHiBpOOITHHUIITBA.

KuarouoBi cjoBa: crparerisi, pHUHOK TYPUCTHYHHX IIOCIYT, KOHKYPEHTOCIIPOMOXKHICTb,
MIKpOCepeIOBHUIIE, MAKPOCEPEIOBHIIIE.

OBOCHOBAHMUE CTPATEI'MU PA3ZBUTHUSA PBIHKA TYPUCTHYECKHUX YCJIYI

YKPAUHBI
Byr Tarbsina Iynuna Tatbsina 3aiineBa BajienTuna
BuxropoBHa BennamuHoBHA HuxkonaeBna
Hayuonanvnvii ynueepcumem Hayuonanvnviii ynueepcumem Hayuonanvnviii ynueepcumem
«3anopodicckas noaumexHukay «3anopodicckas noaumexHukay «3anopodicckas noaumexHukay
2. 3anopoorcve, Yxkpauna 2. 3anopoorcve, Yxkpauna 2. 3anopoorcve, Yxkpauna

HccnenoBansl npoOeMbl U MEPCIIEKTUBBI Pa3BUTHS PhIHKA TYPUCTHUECKUX YCIYT YKpauHBbI.
ITo mMeTony pa3pa®oTku mpoduist cpenbl ompesesneHbl (HakTopbl BHEIIHEW M BHYTPEHHEH cpepbl,
KOTOpBbIE BIMAIOT HA PAa3BUTHE TYpUCTUYECKOH oTpaciau Ykpaunsl. OmpeneneHo, yTo Hauboisee
BIUATEIbHBIMU  (AKTOpaMHU  MMKPOCPEIbl  SIBISIETCS  BBICOKAsi CTENEHb IPUBEP’KEHHOCTU
MOKyNarejae K yciayraM TYpUCTHYECKMX MPEANPUATHI, MPEAOCTaBICHUE IOCPEIHUKAMU
BBITOAHBIX I TYPUCTUYECKUX MPEINPUITUIA (HOPM OIUIATHI U YCIOBUM MOIYYEHUS YCIYT, HU3KUN
YPOBEHb HMH(DOPMUPOBAHHOCTH NOTpeOuTENe 00 yciayrax TYpPUCTHUECKUX NPEANPUSITHH,
HECOOTBETCTBHE aCCOPTMMEHTa (KayecTBa) YCIyr TpeOOBaHUSAM TMOKyHareiaeW, BbICOKas
YyBCTBUTEIBHOCTh MOKYIIAaTENEN K LIEHE.

VY CTaHOBIIEHO, YTO Ha MPEINPUATHS TYPUCTHUECKOH OoTpaciu OOJblie BCEro BIMAIOT TaKHUe
(bakTopbl MaKpPOOKPY>KEHHUS: SKOHOMHMYECKHE, IOJUTHUYECKHE, SKOJIOTMYeCKHMe M Hay4HO-
TEXHUYECKOT0 IIporpecca.

[lo pesynpTaTam uCCIEIOBaHUS ONpENENIeHa cTpaTernyeckas Leidb pa3BUTUS pbIHKA
TYPUCTUYECKUX YCIYT YKpauHbl — clejaTb YKpauHy CTPAaHOM YMCTOM M IPUBIIEKATEIbHOWU B
OKpY>Karolllel cpene, KyabType, Typu3sMa U peKpearui.

PaccuuTanbl KO3(pGUIMEHTH BIUSHUS (PAKTOPOB MUKpO-, MAaKpo- M BHYTPEHHEH cpeasl Ha
pa3BUTHE pbIHKA TYPUCTUYECKUX YCIAYr YKpauHbl M HUCCIEJOBaHbl MX BIMSHHE Ha pa3BUTHE
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TypucTH4YecKoi oTpacnu YkpauHbl. [lo pesynbraram SWOT-ananuza paspaboTtaHa crparerus
pa3BUTHA pPBIHKA TYPUCTUYECKUX YCIYI. OTO JTAJIOHHAs CTPATErus pa3BUTHUA — CTpPaTErys
KOHLICHTPUPOBAHHOI'O POCTa, KOTOPask PEaJIM3yeTCs 110 HAIIPABICHUIO Pa3BUTHUs phIHKA. Peanu3anus
9TOM cTpaTeruu TpeOyeT 3HAYUTENbHBIX MAapKETUHIOBBIX YCHJIMH CO CTOPOHBI TYPHUCTHYECKHX
KOMITaHUH.

Jloka3zaHo, 4yTo 3()(h)eKTUBHOCT CTPATErMH 3aBUCUT OT OPraHMU3alUuU MIpoLecca peaau3auy 1
KOHTPOJIS 32 BBIIIOJHEHUEM.

OnpeneneHbl NPUOPUTETHBIC HANPABICHUS pPEANU3allUd  CTPaTerdd DPA3BUTUSA  PBIHKA
TYPUCTUYECKUX YCIYI YKpauHbl 3TO: IOBBIILIEHUE KOHKYPEHTOCIIOCOOHOCTH PpErHOHOB M
YKpEIUIEHHE HMX PECYpCHOro NOTEHIMana, OOeCreyeHHe pPa3BUTHs UEIIOBEUECKUX PECYpCOB H
MEKPETHOHAJILHOTO COTPYAHUYECTBA.

KiroueBble cjioBa: crparerus, pblHOK TYPUCTHUECKUX YCIYT, KOHKYPEHTOCIIOCOOHOCTD,
MHUKpOCpEZa, Makpocpea.
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Abstract. It should be noted that the global financial crisis of 2008, which affected all spheres
of people’s livelihoods, pushed the development of the tourist industry. Governments in many
countries have begun to pay more attention to this market segment, as it is this segment that is able
to restore its position and profit in a relatively short time. Another situation is with the COVID-19
pandemic. When “deferred opportunities” turn into “lost opportunities”. The aim of the research is
summarizing the experience of travel companies in overcoming the negative consequences of crisis
situations; tracking the typical trends of the behavior of travel companies in the market for the
provision of travel services in such situations and development of practical recommendations for
the possible use of a compliance program at a travel company as a part of logistics management.
Methodology: while working at the article, the following methods of scientific knowledge were
used: the method of unity of analysis and synthesis, method of expert assessments, comparative
analysis and systemic approach. Scientific novelty: the implementation of a compliance program at
a travel company organically fits into the logistics management system. Practical value: the effects
of the global economic crisis due to COVID-19 pandemic and the quarantine have yet to be
understood. Many domestic travel companies, referring to force majeure, impose penalties on their
customers. In order to prevent corruption in such crisis conditions, it is necessary to introduce
compliance programs within the travel industry in the framework of logistics management. This
will help to meet the needs of the client as well as the development of the travel company even in
times of crisis.

Key words: logistics management, compliance program, travel companies, force majeure,
systemic crisis.

JEL Classification: E20, L83, M21.

INTRODUCTION

Throughout its existence, humanity is constantly faced with challenges of a different nature.

Different social and economic formations in different historical conditions have their own
distinctive features and ways of overcoming crisis situations. Crisis is a solution; turning point —
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“...a coup, a transitional state, a turning point, a state in which existing means of achieving goals
become inadequate, resulting in unpredictable situations” (N. D. Tvorogova, 2007; O. G. Danil'jan,
2013).

The situation that has developed in Ukraine during its independence can be described as a
systemic crisis.

The systemic crisis, which has become a peculiar phenomenon in all spheres of life of
Ukrainian society since the declaration of independence, did not arise by itself, it was preceded by
certain processes (S. V. Garmash, 2014, p. 317), namely:

1) systemic problems of social development of Ukraine (social and political contradictions,
loss of social legitimacy by the institutions of power, systematic ignoring of the humanitarian
component in state policy and dehumanization of Ukrainian society, unformed nationwide
humanitarian space, destructive external influences on the humanitarian space of Ukraine,
vulnerability of the information sphere, modern features of the public consciousness);

2) the problems of ensuring national security and defense (critical weakening of the security
sector, crisis situation of the state defense sector, crisis of the law enforcement system);

3) economic and social contradictions (sharp exacerbation of the institutional crisis,
deformation of economic policy, exacerbation of contradictions of public finances, destruction of
business climate and investment attractiveness, chronically low level of energy security, social
policy incapacity, contradictions between the Center and regions);

4) the problems of the foreign policy sphere (crisis of the international security system,
growing global and regional threats) (Ya. A. Zhalilo et al., 2014).

PAPER OBJECTIVE

The aim of the research is summarizing the experience of travel agencies in overcoming the
negative consequences of crisis situations; tracking the typical trends of the behavior of travel
companies in the market for the provision of travel services in such situations and development of
practical recommendations for the possible use of a compliance program at a travel company as a
part of logistics management.

METHODOLODY

While working at the article, the following methods of scientific knowledge were used: the
method of unity of analysis and synthesis, method of expert assessments, comparative analysis and
systemic approach.

LITERATURE REVIEW

In order to survive in the system of modern market relations and to increase the competitive
advantages for domestic enterprises, it is necessary not only to optimize the use of own resources,
limited by the situation of the systemic crisis in the country, but also to introduce a logistic
approach in the enterprise management system. The issues of logistic management of the enterprise
as a whole, its separate subsystems are given great attention by modern domestic and foreign
scientists and practitioners (S. V. Garmash, 2018, p. 103-104).

The works of Krykavs’kyi E. V. (2005), Aucklander M. A. (1997), Frolova L. V. (2011),
Sergeev V. I. (2010), Kobeleva T. O. (2019), Pererva P. G. (2019), Stok D. (1998) and other
researchers are considered different approaches to interpreting the term “logistics management”.

Nowadays the first publications only begin to appear based on the analysis of statistics and
expert opinions regarding the current situation due to the coronavirus pandemic: Anatoly Amelin
(2020), Yana Lavrik (2020), Daniil Monin (2020), Maria Brovinskaya (2020).
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RESULTS AND DISCUSSION

Experts of the Ukrainian Institute of the Future have made preliminary estimates of losses of
the Ukrainian economy and citizens from the crisis and quarantine. The global economy, and with it
the economy of Ukraine, have losses from the pandemic and quarantine, freezing of international
economic relations, as well as from the critical decline in business activity. Ukraine is a country
dependent on raw materials export and shocks in foreign markets. It is characterized by low labor
productivity and high cost of credit for business and citizens. Small and medium-sized businesses
are in a non-competitive conditions compared to large companies, and most citizens do not have a
financial airbag and live from paycheck to paycheck (A. Amelin, Ya. Lavrik and D. Monin, 2020).

For the domestic travel business, the experience of work of Russian travel companies in crisis
situations is interesting, for example, in the conditions of default of 1998 and in the conditions of
the global financial crisis of 2008. Representatives of different travel companies shared their
experiences during the correspondence seminar “Survival School or How to Survive a Crisis?”
(S. Dementiev, 2008).

Based on the analysis of the experience of these companies, we can draw the following
conclusions of practical interest to Ukrainian representatives of the travel industry:

1. The causes of the crisis in the activities of the travel company (internal and external):

a) internal: difficult financial situation due to the unsatisfactory value of a number of
indicators (coefficients) of the company's activities: solvency, profitability, turnover, financial
stability, etc.;

b) external: external factors affecting the travel business are quite diverse: this is the global
financial crisis, “bird flu”, natural disasters, terrorist attacks, and the epidemiological situation in
resorts; weather and natural disasters, political instability, oil prices and, accordingly, fuel for
aircraft, technical and administrative capabilities of airlines for flights from certain cities, technical
condition and diversity of their fleet, paying capacity of the population and much more. Such
factors often lead to problems and sometimes crises in the whole directions.

The crisis related to external causes is more dangerous. The cause of crisis phenomena within
the company is nothing but management problem. Therefore, with sufficiently perfect management,
crisis risks can be either reduced to zero or minimized without bringing the situation to crisis. Quite
different is the influence of external factors. Of course, many of them can be predicted, but mostly
the external factors look like force majeure. Terrorist attacks, high-profile political statements,
military conflicts, financial and banking crises, etc. This is something that cannot be influenced and
that can literally paralyze a travel company. In some cases, protection against the crisis can serve as
a multidisciplinary company.

2. Hints for travel companies:

a) if we talk about a stable reputation as a serious capital, then it can be increased, fulfilling
all its obligations in any, including crisis, conditions. Companies should be more attentive to their
clients and critically analyze the offers of low-cost operators; carefully study the target audience of
your company, paying special attention to those categories of customers who are least likely to
suffer from crisis phenomena (the pharmaceutical business, for example, the crisis is unlikely to
threaten).

b) not to panic; optimize costs, value staff, regular clients and agencies; free time should be
used to enhance skills and accumulate knowledge.

¢) to maintain your socially oriented mission.

3. In a crisis, the following should first and foremost:

a) to keep common sense, to act on the basis of analysis of information, not rumors, to remain
primarily professionals. Be optimists;

b) strengthen the moral climate in the team;
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c) to keep the good name of the travel company, the main backbone of the team
(S. Dementiev, 2008).

However, if in 2008 it was a matter of “deferred opportunities”, then in 2020 it is already a
question of “lost opportunities”.

According to the Mind.UA (2020), by the end of March 2020, 14% of Ukrainians lost their
jobs due to a pandemic, 60% felt lost, and 16% of Ukrainians lost their jobs completely because of a
coronavirus.

“According to the All-Ukrainian poll of Info Sapiens research agency, conducted on March
25-29, 60% of Ukrainians named at least one type of financial losses, in particular 38% of
Ukrainians reported a decrease in regular family income due to the epidemic, 16% — a complete loss
of income, 14% — a loss of employment , 10% — financial losses (non-refundable tickets, etc.). This
is stated in a report published by the agency (Mind.UA, 2020). The survey sample is 809
respondents. It was conducted by CATI (computer-assisted telephone interviews) based on a
random sampling of mobile telephone numbers”.

In this regard, it is of interest to forecast two scenarios for the development of the quarantine
situation made by experts of the Ukrainian Institute of the Future (UIF).

Preliminary estimates of the losses of the Ukrainian economy and citizens from the crisis and
quarantine (assumptions of UIF experts):

“Scenario No. 1 (basic), quarantine: April — May.

1. The global economy in 2020E is declining. The fall is 1-1.5% year-on-year, according to
Goldman Sachs and McKinsey (a negative scenario).

2. The peak incidence in Ukraine occurs at the end of April — beginning of May 2020.

3. Quarantine is extended until the end of May (in May — a more free regime).

4. The quarantine exit period is a month (following the example of Wuhan).

5. Sowing takes place according to the plan, on time.

6. A state of emergency is not introduced in Ukraine.

7. The expected reduction in employment in the second quarter of 2020 in the travel industry
is 28%.

Scenario No. 2 (moderately pessimistic), quarantine: April — May, July — August.

1. The global economy is declining in 2020. The fall is 1.5% year-on-year, — estimates
Goldman Sachs and McKinsey (a negative scenario).

2. There will be a second wave of morbidity, quarantine will not work (we will not pass the
peak), mass diseases will occur in June-July.

3. The quarantine exit period is more than a month.

4. Sowing takes place according to the plan, on time.

5. A state of emergency is not introduced in Ukraine.

6. The expected reduction in employment in the second quarter of 2020 in the travel industry
is 28%.

Evaluation results for both scenarios:

Scenario No. 1 (basic):

1. The fall in employment (official) for the second quarter of 2020E:

- 860 thousand people — in just a quarter;

- 14 thousand people — per quarantine day (in terms of the quarantine duration of 60 days).

2. The fall in the real GDP:

- 14.6% — for the second quarter of 2020 (to the quarter of the previous year);

- 6.4% — according to the results of 2020.

3. Losses of the economy during the quarantine in the second quarter of 2020E:

- 2.5 billion UAH per day (lost value added).

4. Budget losses, based on the fall in employment, are estimated at a single social
contribution and personal income tax in April at the level of 1.5-2 billion UAH. Instead of 23-24
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billion UAH. per month, fees are expected to be at the level of 21.5-22 billion. Losses in May
during the extension of the quarantine will amount to 3-4 billion UAH.

Scenario No. 2 (moderately pessimistic)

The fall in employment (official).

In the second quarter of 2020:

- 862 thousand people — in just a quarter;

- 14 thousand people — per day of the quarantine.

In the third quarter of 2020:

- 845 thousand people — just for the quarter;

- 14 thousand people — per day of the quarantine.

Thus, over two quarters, 1.7 million people will be left without a source of income. For
comparison: in the crisis year of 2008, 1.1 million Ukrainians lost their jobs.

2. The fall in the real GDP:

- 14.6% — for the second quarter of 2020 (to the quarter of the previous year);

- 23.5% — for the third quarter of 2020;

- 10.3% — according to the results of 2020.

3. Losses of the economy during the quarantine:

- 2.5 billion UAH per day in the second quarter of 2020 (lost value added);

- 4.7 billion UAH per day in the third quarter of 2020.

4. Losses of the budget for the second wave of the quarantine, based on the fall in
employment, are estimated in July-August at the level of 5-7 billion UAH. per month” (A. Amelin,
Ya. Lavrik and D. Monin, 2020).

Coronavirus continues to cause damage to the global economy. One of the main victims is
tourism. Bloomberg estimates that the global travel industry will lose $ 1.7 trillion in 2020. Airlines
are already being predicted bankruptcy. Ukraine is no an exception. Since March 17, Ukraine has
canceled all international passenger services. Tourists are massively trying to refuse tickets and
abandon tours, hoteliers go into forced downtime (M. Brovinskaya, 2020).

Based on forecasts of economic losses in the country, we consider the current situation in the
travel industry in Ukraine and the behavior of the main players in the travel industry in force
majeure. Many travel companies have widely announced the return of their tourists from foreign
resorts, but many tourists had to buy tickets at their own expense at inflated prices. By any possible
means, Ukrainian travel companies are trying to avoid bankruptcy by refusing to return money to
the tourists for the refused tours, making reference to so-called penalties and force majeure. For
example, the company “Join Up”.

“The tour operator is ready to return 100% of the cost of tours to its clients who bought tours
on quarantine dates. At least that is how the company writes on its website. Besides, Join UP
offered tourists a new type of insurance — from coronavirus, which allows returning money for the
tour if it is impossible to fly to the country where the epidemic is declared, as well as if the tourist
himself has coronavirus. Refunds are also available for early booking tours.

This option is valid for almost all tours available for booking if tourists apply at least 30 days
before the departure date. If the booking is made at an irreversible rate or during the May holidays,
then in case of cancellation, a refund is not possible,” — noted LIGA.net press service
(M. Brovinskaya, 2020).

The question arises of the legality of some decisions, for example, regarding the refusal to
return money for tours on May holidays at the request of tourists a month before the start of the
tour.

In order to avoid dishonest behavior of travel companies in relation to their customers in this
situation, it is offered to implement compliance programs at tourist enterprises (travel companies).

Improvement of compliance of actions of the travel company and its employees with the legal
norms in modern conditions has a great influence on the development of the tourist enterprise and
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its systems, which results in a positive image of the firm, qualitatively implemented innovative
projects, whose main purpose is to improve the efficiency of the tourist enterprise (travel company)
as a whole.

In order to solve this problem in recent years, an effective tool for preventing negative
manifestations in the company is recommended - a compliance program.

With regard to the practice of the tourist enterprise (a travel company) in the field of
intellectual-innovation activity, the goals of the compliance program can be combined to the
following items:

- to control, enforce laws, regulations, professional standards and internal rules, expectations
and expected negative consequences of the innovative activity of this tourist enterprise, as well as to
solve problems arising from it;

- ensuring transparency of operations, efficient use of resources and consumption of the
results of innovation activities of the tourist enterprise;

- creation of conditions for ethical corporate operations, prevention of corruption risks in all
directions of tourist enterprise (T. O., Kobeleva, O. O. Nosyrev, and S. V. Garmash, 2019, p. 66).

The implementation of a compliance program at a travel company organically fits into the
logistics management system, because its main principles are:

“... 1) systematicity; 2) complexity; 3) coordination of actions of all sections of the logistic
system; 4) integration communication; 5) introduction of an effective information base (modern
information technologies); 6) adaptability (the ability of the system to adapt to changes in the
changing environment)” (S. V. Garmash, 2018, p. 105).

CONCLUSION

It should be noted that the global financial crisis of 2008, which affected all spheres of human
life, has pushed the development of the travel industry. Governments of many countries have begun
to pay more attention to this segment of the market, as it is this segment that is able to restore its
position and profit in a relatively short time (S. V. Garmash, 2019, p. 425). Another thing with the
COVID-19 pandemic that the effects of the global economic crisis due to the quarantine have yet to
be understood. Many domestic travel companies, referring to force majeure, impose penalties on
their customers. In order to prevent corruption in such a crisis conditions, it is necessary to
introduce compliance programs within the travel industry in the framework of logistics
management.
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HOBI BUKJIMKHA CYYACHOCTI IJI51 YKPATHCBKOI IHIYCTPII TYPU3MY
(KOMIIVTAEHC-ITPOI'PAMA B PAMKAX JIOT'ICTUYHOI'O MEHE/UKMEHTY

B YMOBAX KPU3N)

I'apmam Cepriiit BotogumupoBu4 Ilepepsa IleTpo I'puroposuyu
Hayionanenuti mexuiynuil ynisepcumem Hayionanvnuti mexuiunuii ynisepcumem
«XapKiecoKuul NOAIMEXHIYHUL THCIMUMYM » «XapxiecoKuul NOAIMEXHIYHUL THCIMUMYM »
m. Xapxie, Ykpaina M. Xapxie, Vkpaina

Cnin 3a3HaunTH, MO cBiToBa (iHancoBa kKpu3za 2008 poky, sika TOpKHYy’Hacs ycix cdep
KUTTEAISIIBHOCTI JIIOJIEH, MiIITOBXHYJa PO3BUTOK TYPUCTHYHOI ramysi. Ypsaum OaraTbox KpaiH
MOoYaIy IPUILISATH OUIbIIE YBard IbOMY CETMEHTY PUHKY, OCKUIBKU caMe 1Iel CerMeHT 3JaTHUM 3a
BITHOCHO KOPOTKHI Yac BIIHOBUTHU CBOi MO3MII{ Ta MPUHOCUTH MpUOYTOK. [HIIIa cuTyanis ckianacs
3 mappeMmieto COVID-19, komm «BiAKmIageHi MOXIIHMBOCTI» TEPETBOPIOIOTHCS HAa «BTpPAYCHI
MOXJIMBOCTI». LlJUlt0 1BOTO MOCHIIKEHHSI € Yy3araJbHEHHsS JOCBily TYpUCTHUHUX GipM Yy
MI0JI0JIaHH1 HETaTUBHUX HACIHIJIKIB Y KPU30BHUX CHUTYAIIsIX; IPOCTEKYBaHHS TEHAEHUIN Y MOBEIIHII
TypoIlepaTopiB Ha PHUHKY HaJaHHS TYPUCTUYHUX IOCIAYr y TakKuUX CHUTyalisiX Ta po3poOka
MPAaKTUYHUX PEKOMEHJIAIii MOXKJIMBOTO BUKOPUCTAHHS KOMIUIAEHC-TIPOTPAaMH Ha TYPHCTUYHOMY
HiANPUEMCTBI Y paMKax JIOTICTUYHOTO MEHEDKMEHTY JUIsl 3armo0iraHHs KOpyMiii 1 HECyMIIIHHOTO
BIIHOIIIEHHS /10 KIJIIEHTIB y KPU30BiM cuTyarii. Meroaosoris: mijg yac poOOTH HaJ CTaTTero OYso
BUKOPUCTAaHO HACTYIHI METOAM HAyKOBOTO IMi3HAHHS: METOJ| €IHOCTI aHaNli3y Ta CHHTE3Y, METO]
EKCIIEPTHUX OIIHOK, TIOPIBHSJIBHUN aHam3 Ta CHCTeMHMH miaxia. HaykoBa HoBH3HA!
BIIPOBA/PKEHHSI KOMIUTA€HC-TIPOrpaMH Ha TYPUCTUYHOMY ITIIIPUEMCTBI OPraHiuyHO BIUCYETHCS Y
CUCTEMY JIOTICTUYHOTO MEHeIKMeHTy. [IpakTuuHe 3Ha4YeHHs: HACIiJIKM €KOHOMIYHOI CBITOBOI
kpusu BHachigok nangemii COVID-19 Tta kapanTtuny mie ciuif Oyae ocsartu. barato BITYM3HSHHX
TYPUCTUYHHMX KOMIAaHIM, MOCWIAaIounch Ha (opc-Ma)xkop, BBOAATH IITpadHl CAaHKII AJS CBOIX
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KJTieHTiB. [l 3amobiraHHs KOpyMuii B TAKMX KPU30BUX YMOBaxX Ha MiANPHUEMCTBAX TYPHUCTUYHOT
IHTyCTpii Cif 3ampoBaUTH KOMIUIAEHC-TIPOTPAMHU Yy PaMKax JIOTICTHYHOTO MEHEMKMeHTy. lle
CIPUSTHME SK 33JJOBOJICHHIO MOTpPe0 caMoro KIi€HTa, TaK 1 PO3BUTKY AISUIBHOCTI TyPHUCTUYHOT
KOMITaHi1 HaBITh Y KPU30BI1 YacH.

Kiro4oBi cjioBa: OriCTHYHMI MEHEHKMEHT, KOMIUIA€HC-IPOTrpaMa, TYPUCTHYHI KOMIIaHii,
bopc-Maxop, CUCTEMHa KpH3a.

HOBBIE BbI30BbI COBPEMEHHOCTH JIJISI YKPAUHCKOM UWHIAYCTPUA
TYPU3MA (KOMIVIAEHC-ITPOI'PAMMA B PAMKAX JIOT'THCTUYECKOI'O
MEHE/UKMEHTA B YCJIOBUAX KPU3UCA)

I'apmam Cepreii BragumupoBu4 Ilepepsa IléTp I'puropreBnq
Hayuonanvuwviii mexnuyeckuii ynugepcumem Hayuonanvnuiii mexuuyeckuii ynusepcumem
«XapvKoBCKULl NOAUMEXHUYECKULL YHUBEPCUMEN) «XapbKOBCKULL NOAUMEXHUYECKUL YHUBEPCUMEM »
2. Xapvros, Ykpauna 2. Xapwvros, Yxkpauna

Craemyer OTMETHTB, YTO MHPOBOH (rHaHCOBBIN Kpu3nuc 2008 roma, KOTOPHIA KOCHYIICS BCEX
cdep KU3HEASATETbHOCTH JIFOEH, TOATOIKHYJI pa3BUTHE TypuUCcTUUYecKol oTpacnu. [IpaButenscTBa
MHOTHX CTpaH HadalM yJEeNATh OOJibllle BHUMAHHUSA ATOMY CETMEHTY PBIHKA, ITOCKOJIBKY MMEHHO
3TOT CETrMEHT CHOCOOEH 3a OTHOCUTENBHO KOPOTKOE BpEMs BOCCTAHOBUTb CBOM IMO3UIMU U
NpUHOCUTH TpHOBLTL. Jlpyrast cutyamms ckiagsiBaeTcs ¢ mangemuein COVID-19, xorma
«OTJIOKEHHbIE BO3MOXKHOCTH» IPEBPALIAIOTCA B «IOTEPSHHBbIE BO3MOXHOCTH». Llenpio 3Toro
WCCIICIOBAHMSI SIBJIACTCSI 00OOIIEHUE OIBITa TYPUCTUYECKUX (UPM B NPEOJOJICHUU HETAaTHBHBIX
MOCJEJCTBUM B KPU3UCHBIX CHUTYallUsAX; IPOCICKUBAHUE XAPAKTEPHBIX TEHJEHLMH MOBEAECHUS
TypOIIEpaTOPOB HA PBIHKE TPEAOCTABICHUS TYPHUCTUYECKUX YCIYr B TaKUX CHTYyalUAX U
IPEJCTaBICHUE MPAKTHUECKUX PEKOMEHJAIMi BO3MOXHOIO HCIOJb30BAHUS  KOMILIAEHC-
IporpaMMbl Ha TYPUCTUYECKOM NPEANPHUSATHA B PaMKax JIOTHUCTHYECKOTO MEHEIKMEHTAa IS
NPEJOTBPALLICHUS KOPPYILMH U HEJOOPOCOBECTHOTO OTHOIIEHUS K KIHMEHTaM B KpPU3UCHOM
cuTyanud. MeTomonorusi: BO BpeMs paOOThl HaJ CTaThEW OBLIM HCIOJIB30BAHBI CIEAYIOIINE
METO/bl HAYYHOTO MO3HAHMS: METOJ| €JUHCTBA aHaJIM3a M CHUHTE3a, METOJ JKCIEPTHBIX OICHOK,
CPABHUTEIBHBIM aHAJIM3 W CUCTEMHBIM noaxoxa. Hayunas HOBH3HA: BHEIPEHHE KOMILIACHC-
IporpaMMbl Ha TYPUCTHUECKOM TMPEANPHUITHM OPraHMYEeCKH BIIMCHIBAETCS B  CUCTEMY
JOTHCTUYECKOTO MeHe/KMeHTa. [IpakThdyeckoe 3HauYeHHWE: TIOCHEACTBHS JKOHOMHYECKOTO
MHUpPOBOro Kpusuca u3-3a napaemMuu COVID-19 u kapanTuHa emé cieayeT OCMBICIUTb. MHOro
OTEYECTBEHHBIX TYPUCTHYECKUX KOMITAHWH, CCBUIAsACh Ha (OPC-MaKop, BBOAAT IMTpadHBIC
CaHKIIMM CBOMM KJIMEHTaM. [y mpenoTBpalleHusi KOPPYILUUU B TaKMX KPU3HUCHBIX YCIOBUSAX Ha
NPEINPUATHIX TYPUCTHYECKOW HWHIYCTPUH CIEIyeT BHEAPSATh KOMIUIACHC-TIPOTPAMMBI B paMKax
JIOTHCTUYECKOTO MEHEPKMEHTa. DTO Oy/leT crocoOCTBOBAaTh KaK YIOBJIETBOPEHHIO MOTpeOHOCTEN
CaMoTO KJIMEHTA, TaK W JJIS PAa3BUTHUS JEATEILHOCTH TYPUCTHYECKONH KOMITAHUH JJa)kKe BO BpeMeHa
Kpu3uca.

KiroueBble cjI0Ba: JOTHCTHYECKHN MEHEHKMEHT, KOMIUIAGHC-TIPOrpaMMa, TypUCTUYECKHE
KOMIIaHUH, (popc-Makop, CUCTEMHBII KpU3HC.
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Abstract. Nowadays, business competition is very intense, which is true in the case of
financial services business, including banks, Village Credit Institution and other financial service
business which must always try to meet customer satisfaction. The aim of the study is to prove the
need for ensuring customer satisfaction, considering its direct link with such concepts as customer
retention and customer value. From empirical test result, conducted due to the research, it is
obtained that customer value has a significant impact on customer retention in Village Credit
Institution and that significance level of customer value significantly influences Customer
Relationship Management in Village Credit Institution. In the same way, the results obtained
intended that Customer Relationship Management has a significant impact on customer retention in
Village Credit Institution and it can mediate the relationship between customer value and customer
retention. Taking into account the fact that Village Credit Institution is of strategic role in the well-
being of the region, serving micro small enterprises (MSEs) and citizens of Denpasar through
services that are carried out in accordance with customer needs, it must be managed with efficient
management pattern in all fields including services.

Keywords: Customer Relationship Management, customer value, customer retention,
marketing services.
JEL Classification: M19, M21, M30, M31.

INTRODUCTION

In globalization era, which is characterized by corporate and other competition, the prosses of
moving products or services must be able to adjust the needs and desires of consumers or customers
to meet expectations, so as to provide satisfaction to consumers or customers. Companies that can
compete in the market are those that can provide good quality products or services. This is so that
the goods and services offered will get a good place in the perspective of the community as a
customer, prospective customer and later customers can assess the extent of the services provided
by the company.

Currently, the goods and service industry sector is growing. So competition is increasingly
tight. This can be seen that so many business people invest more in services. Therefore, to be able
to compete, business people must have a specific strategy to be at the forefront. Business
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competition is very tight at this time, such in the financial services business, including banks,
Village Credit Institution (LPD) and other institutions, which must always try to meet customer
satisfaction. The customer or consumer must be served well, because if the consumers are satisfied
with the services provided, customer retention will arise. With the retention of customers, the
company will be more advanced in the future. Customer retention will make the company more
difficult to forget by customers and will increase sales in accordance with marketing objectives
namely to increase the number of customers, both in terms of quantity and quality.

Therefore, the definition of customer retention can be given — it is all forms of activities that
are directed or carried out by producers or companies to maintain good and ongoing interactions
with customers. In its development, customer retention is not only a measure of customer
satisfaction and loyalty, but the way to place customers as ambassadors / company representatives
who will be able to bring new customers to purchase the product. Because customer retention is a
key factor in business that reflects the company's ability to provide customers not only in form of
product purchases, but along with the pattern of relationships in the time period (Esti et al., in
Natalia, Erlika 2017).

So all of that will affect the business / company existence in the future. If the customer is loyal
— the customer is satisfied with goods and services provided by the company. Satisfaction can be
seen in the increasing number of customers or consumers of the company. Company's quality is
determined by the satisfaction of the customers, if the company provides good service, then
consumers will be satisfied with the services provided.

Consumer satisfaction is a level where the needs, desires and expectations of customers can be
met which will result in repeat purchases or continued loyalty. A consumer, if satisfied with the
value provided by a product or service, is likely to be a consumer for a long time. Satisfaction felt
by consumers will have a positive impact on the company (institution), and the company's
reputation will increasingly better in the prespective of society in general and consumers in
particular. The creation of customer or consumer satisfaction can make the relationship between
services providers and customers more harmonious, means that customers can provide an
assessment for the company on goods and services which customers or consumers can get.

Customer value is the value received by customers in choosing a product / service in a
company. Choosing a product / service, the customer always strives to maximize the perceived
customer value. Customer value is determined by customer satisfaction desired by the customer, so
customer satisfaction is a top priority, if customer satisfaction is provided by the company then the
value given by the customer will be good for the company. The offer of producer that meet
customer value expectations affect customer satisfaction and the possibility of customers
repurchasing (Mardikawati, 2012). It can grow and develop long-term satisfaction and encourage
customers to remain.

Based on the results of the research conducted by Pratiwi and Seminary (2015), the customer
value has a positive and significant impact on customer satisfaction so the hypothesis was accepted.
According to Win, et al (2013) the result of simple linear regression between variables showed a
positive regression coefficient value, this means that the higher the customer value and satisfaction,
the higher the customer retention. The results of Kurniawati and Krismawintari's research (2018),
found that consumer satisfaction and rational marketing consists of trust, commitment,
communication and complaint handling, partially only variable trust does not affect customer
retention.

Previous research was conducted by Kadir and Ramdani (2017), it suggested that customer
value variables have a positive and significant impact on customer satisfaction variables. The
influence was included in the moderate category, but still has a significant influence in practice.

According to Edwin (2018), it was found that customer satisfaction did not strengthen the
relationship between the independent variable which was logistic quality services to the dependent
variable which was customer retention.
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In conditions of intense competition, Village Credit Institution in Denpasar implemented
CRM strategy for ensuring customer satisfaction. Customer relationship management implemented
by each Village Credit Institution is an effort to establish communication between the company and
its customers, where the task is implemented by the customer service department (Customer
Relations). Each Village Credit Institution has an important role in maintaining good relations with
customers and is ready to solve various questions about products and services, to provide
information to every customer of Village Credit Institution of Denpasar, regarding service,
promotion of new products and events related to the company.

In addition, the after sales service found in Village Credit Institution of Denpasar also has an
influence on creating customer satisfaction. This after-sales service also has an important role in
achieving customer satisfaction when a product purchased by a customer is damaged or decreased,
so the company needs to give a guarantee to the customer. The Village Credit Institution of
Denpasar owned after-sales service facility namely partnership service where customer partners can
perform personal services, so customer partners will get a number of benefits, including:
determining the time of arrival and free queuing.

The Village Credit Institution of Denpasar has a service system called Inter-Customer
Services (AJAN) integrated with banking application as one of the sophisticated services. The
Village Credit Institution of Denpasar always strives to provide good services in order to increase
its customers.

The customer is the biggest asset in determining whether the company is developing or not. In
this case, the customer is not only a buyer but a partner for the company. Customers can also be the
main key in the sustainability of the company. Therefore, companies take many steps to pay
attention to the existing level of customer satisfaction and attract new customers with the aim of
further sustainable development.

CRM and after sales service are closely related to each other because they have a great
influence on the company in order to maintain the good name of the company and is a strategy that
must be observed by the company in achieving customer satisfaction. Customer satisfaction can be
achieved, if the company understand the needs and expectations of customers, maintaine
relationships with customers and provide good after-sales service (Suryadi, 2016).

But the direct relationship between the independent variable to the dependent variable is
stronger. Prasetyo, et al (2011) stated that the building of the marketing that is not supported by
good relationship quality through providing good quality service, good customer value and good
customer satisfaction will not cause retention to customers. Because there are many types of
financial institutions today that causes the strict competition, therefore customers have the choice to
determine which financial institution provide higher satisfaction.

The presence of Village Credit Institution in rural areas can reach groups in improving the
community's standard of living. Village Credit Institutions must also pay attention to Customer
Relationship Management issues in conducting their activities. Service is the main key to establish
the relationship with customers. The experience received by the customer can be a pleasant or
unpleasant one and will affect Customer Relationship Management. Because with satisfaction,
customer retention will be even better in the future and will affect the assessment of customers or
consumers.

Village Credit Institution has strategic role, serving micro small enterprises (MSEs) and
citizens in the Indonesia of Denpasar Bali through services that are carried out in accordance with
customer needs. Village Credit Institution must be managed with efficient management pattern in
all fields including services. If the Village Credit Institution is not managed properly, it will affect
Customer Relationship Management and customer retention, which is of great importance even in
the case of ensuring village welfare, otherwise villagers can switch to borrow or save to other places
as they are less satisfied with Village Credit Institution’s services. Therefore, Village Credit
Institution must be able to foster its clients’ trust in saving money in different forms, such as:
savings, deposits or credits. It must be provided by implementing good administrative and financial
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management. The implementation of impactive Village Credit Institution management is an
absolute thing and is a vehicle of organization’s further successful activity in managing business for
the benefit of customers and it will create retention from customers in the end. Retention is one of
the ways to maintain good relation with customers so Village Credit Institution in Denpasar
Indonesia can compete with other financial institutions to avoid bankruptcy.

The total assets of Village Credit Institution in Denpasar Indonesia reached more than IDR 2.2
trillion in 2018, with a profit of more than 72 billion IDR. Whereas there are 35 units of Village
Credit Institution in total namely: North Denpasar District (10 units), East Denpasar District (12
units), South Denpasar District (11 units) and West Denpasar District (2 units). Meanwhile, many
customers complain that service of Village Credit Institution is not satisfactory. The staff is not
friendly when serving customers, staff skills are not enough and they mistake in calculating
numbers, so customers feel uncomfortable. The process of borrowing credit is much more difficult
than saving or depositing money, the credit availability is longer and the interest is too high. So a
lot of customers move to another financial institution, resulting to the customer data fluctuating.
There is an increase and decrease in each month and can affect customer assessments that allegedly
can affect customer retention.

Based on the background that has been described, the research analyzes the role of Customer
Relationship Management in mediating the impact of customer value toward customer retention in
Village Credit Institution of Denpasar.

LITERATURE REVIEW
Customer Relationship Management (CRM)

According to Kotler and Keller (2012) Customer Relationship Management (CRM) is an
activity undertaken to manage detailed information about individual customers and customer touch
points to maximize loyalty. Customer touch points are customers facing brands and products, from
actual to personal experience or from mass communication to casual observation. CRM provides
fully satisfying services for customers by using impactive information about customers. Anton and
Petouhoff (2002) in Mulyaningsih (2013) describes Customer Relationship Management (CRM) as
a business activity and strategy that involves all resources to build, manage and maintain
relationships with existing customers, to find out the needs and desires of customers. CRM is an
effort or strategy in building and maintaining relationships with customers to stay loyal to the
company. The Customer Relationship Management (CRM) indicator, according to Sheth,
Parvatiyar and Shainesh (2001) in Sirait (2018) states that there are three customer relationship
management (CRM) programs: Sustainable Marketing Program, Head-to-Head Marketing Program,
Partnership Program. This program can create relationships with customers. It can also grow and
maintain relationships with customers in the long run, and create customer loyalty (Wina, 2017).

Customer Value

Customer value is a product characteristic in mind and is explained by the customer.
Boonlertvanich (Lia, 2018) states that customer value is defined as the difference between the total
value of the customer and the customer received from the product or service and the total cost of the
customer arising from the assessment, acceptance, use and rejection of the product. or service. The
customer value indicators according to Kotler (2005) are as follows: Product Value, Service Value,
and Image Value.
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Customer Retention

According to Hasan (in Nio, 2018), customer retention is an important target and indicator in
increasing purchases repeated and recommend that has a positive impact on the company.
Consumer retention can also be defined as a condition where the customer continues to establish
positive relationships with service providers. According to Zulkifi (2012) and Wahyu, et. al., (2016)
there are indicators used to measure consumer retention, namely: efforts to increase loyalty, efforts
to improve relationships with customers, and efforts to retain customers.

METHODOLOGY

Based on the theoretical study that has been described, the variables used are as follows:
customer value, customer retention and customer relationship management. So the framework can
be described in the following figure:

Customer
Retention ()

Customer
Value (X)

. H2 H1 H3,.*
R "7 H4
Information:
Customer Retention: ——»
Mediation impact: ~ ---------- >

Figure 1. Theoritical Framework of the role of customer relationship management in mediating the
impact of customer value toward customer retention in Village Credit Institution of Denpasar
Indonesia

Source: Own compilation

Based on the theoretical framework above, explaning influence of each relationship between
variables it can be explained that the customer value variable (X) has a positive and significant
impact on patient satisfaction (M) in Village Credit Institution of Denpasar. The Customer
Relationship Management (M) variable has a positive and significant impact on retention customer
(YY) in Village Credit Institution of Denpasar. Customer value variable (X) has a positive and
significant impact on customer retention (Y) in Village Credit Institution of Denpasar and through
Customer Relationship Management (M) variable. Customer value (X) has positive and significant
impact on retention customer (Y) in Village Credit Institution of Denpasar.

Location of Research

This research was conducted in the 35 Village Credit Institutions of Denpasar, Bali.
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Definition of Variable Operation

In this study, the operational definition of variable is as follows:
1. Customer Value (X)
Customer value indicators include: Product value, Service value, Image value.

2. Customer Relationship Management (M)
The variable indicators of Customer Relationship Management are as follows: Sustainable
Marketing Program, Head-to-Head Marketing Program, Partnership Program.

3. Customer Retention (Y)

Customer retention (Y) is the maintenance of on going relationship with Village Credit
Institution customers in long term. Indicators of consumer retention include: Efforts to increase
loyalty, Efforts to improve relationship with customers, Efforts to maintain customers.

Population and Sample

The population in this study is all customers in 2018 as the Village Credit Institution customer
population is unknown in number. The formula is needed to determine the number of samples by
using the Lemeshow formula (Riduwan and Akdon, 2010), namely: if the degree of trust is 95% and
the sampling error is 10% and the number of samples is 1.96 : n = Z2 4d2

n=(1,96)2 4(0,1)2
n=3,8416 4(0,1)2
n=96,04 = 100

Then the minimum number of samples needed in this study of 96 respondents was obtained.
Based on the above calculation, the sample of respondents in this study was adjusted to 100
respondents, this was done to obtain data processing and for better testing result.

The Technique of Sampling
The method used in this study is the technique of sampling by accidental sampling,
namely how to obtain a sample based on the customers who happened to be encountered

when conducting the research. The customer was taken from the study area and its outside.

Technique of Analyzing Data

1 Validity Test

2 Reliability Test

3. Descriptive Statistics
4 Path Analysis

RESULTS AND DISCUSSION
Validity Test Result

The recapitulation of the result of the validity test in this study can be seen in the following
table:
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Table 1
The Recapitulation of Validity Test Result of Research Instrument

No Variable Information
1 | Customer Value (X) Valid
Customer Relationship .
4 Management (M) Valid
3 | Customer Retention (Y) Valid

Source: Own calculation

Based on table 1 above, all variables have correlation coefficient value above 0.3, thus all of
these instruments are valid, so they are worthy of being used as research instrument.

Reliability Test

The result of the reliability of the research instrument with the help of SPSS Version 22.0 for
Windows can be explained as follows:

Table 2
The Recapitulation of Reliability Test Result of Research Instrument
AL Vitals Alpha Cronbach Information
1 | Customer Value (X) 0,813 Reliable
Customer Relationship .
2 Management (M) 0,805 Reliable
3 | Customer Retention () 0,814 Reliable

Source: Own calculation

Based on table 2 above, all variables have Cronbach Alpha coefficient above 0.6, so all of
these instruments are reliable, so they are worthy of being used as research instrument.

The Description of Research Variable

Descriptive statistical result can be seen in Table 3:

Table 3
Descriptive statistics
N Minimum | Maximum | Mean | Std. Deviation
X 100 7 20 15.37 2.553
M 100 7 20 15.53 2.552
Y 100 7 20 15.58 2.396
Valid N (listwise) 100

Source: own calculation

Based on table 3, it can be seen the minimum value that can be achieved on the variable
customer value was 7 and the maximum value was 20. The mean for customer value was 15.37. The
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standard deviation was 2,553, this mean that there was a deviation in the value of the customer to
the average value of 2.533. For Customer Relationship Management variable, the minimum value
was 7 and the maximum value was 20. The mean Customer Relationship Management variable was
15.53. The standard deviation was 2.552, this mean that there was a deviation of Customer
Relationship Management to an average value of 5.552. The minimumcustomer retention variable
was 7 and the maximum value was 20. The mean customer retention variable was 15.58. The
standard deviation of 2.339, this means that there was a deviation of customer retention of an
average value of 2,396.

Path Analysis

Theoretically, the relationship between variable can be modeled in form of a path diagram, as
follows.

Customer ' o Cust_omer
Value (X) ‘ Retention ()

\ Customer /

‘{‘,{ ~ Management (M)

Figure 2. Customer Value Relationship Pathway Model, Customer Relationship Management
and Customer Retention

Source: Own compilation

For the estimation of the parameter carried out by regression analysis through SPSS 23.0, the
following results were obtained:

Substructure 1: M=p; X +e

Table 4
Substructure Coefficient 1 (Model 1)

Coefficients?

Model Unstandardized Coefficients Sézzgﬁg?éfﬁf - Sig.
B Std. Error Beta
1 (Constant) [5.279 1.172 4.505 .000
X .667 .075 .667 8.866 .000

a. Dependent Variable: M

Substructure 2: Y= X+pB.M+e

Source: From the result on test data.
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Substructure Coefficient 2 (Model 2)

Table 5

Coefficients?

Model Unstandardized Coefficients %22%?2?;?2 T sig.
B Std. Error Beta
1 (Constant) [5.389 1.325 4.067 .000
X 428 .096 453 4.459 .000
M 231 .100 235 2.314 .023

a. Dependent Variable: Y

Source: From the result on test data.

From the result on substructures 1 and 2, it can be seen the magnitude of direct influence,
indirect impact and the total impact between variables. The result of impact between variables is as
follows:

Table 6
Direct Influence, Indirect Influence and Total Influence of Customer Value Variable,
Customer Relationship Management, and Customer Retention

Indirect influence
. Direct Mgy Total
Variable Influence Clsiomer Influence
Relationship
Management
Customer
Customer Value Relationship 0,667 0,667
Management
Customer
Relationship Customer Retention | 0,231 0,231
Management
Customer Value Customer Retention | 0,428 0,154 0,582

Source: Own calculation
The structural equation of this research is:

Substructure 1:

M=BX+e;

M =0,667 X + 0,75

Impact of error (Pei) = V1-R?
Pei = V1-0,445 = 0,75
Substructure 2:
Y=B1X+B2M + e

Y =0,428 X + 0,231 M +0,78
Impact of error (Pei) = V1-R?
Pei = V1-0,395 =0, 78
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Model validation check

Total coefficient of determination results is

R?>m =1 - (1-0,445) (1-0,395)

R?m = 1- 0.336

R?>m = 0.664

The pattern of data by the model is 66.4 percent or the information generated in the data is
66.4 percent and can be explained by the model, and the remaining 33.6 percent is explained by
other variables (not contained in the model) and errors.

Trimming Theory

The validation test on each path for direct impact is the same as the regression, the p value of
the t test, which tests the regression coefficient of the partial variable with the customer value (X)
on Customer Relationship Management (M) is 8.866 sig. 0,000, customer value (X) for customer
retention (Y) is 4,459 with sig 0,000, Customer Relationship Management (M) variable with
customer retention (Y) is 2,314 with sig 0,023.

Mediation Analysis of Variable Regression with the Sobel Test Method

To assess mediation variables that relate between dependent and independent variables, the
following steps are taken: Indirect impact of customer value on customer retention through
customer relationship management:

a=0.667,sa=0.075,b =0.231,sb = 0.100
1) Calculating Value of Sy

Sab = +/b?sa? + a?sb? + sa’sh?
Sab = ./(0,053*0,006) + (0,445* 0,010) + (0,006 0,010)

Sab = 0,005
2) Calculating Value of ab
ab = 0,667 x 0,231
ab = 0,154
3) Calculating Value of Z
_ab
Sab
/= O’lﬂ
0,005
Z=30,8
4) Determining Z table with a significance level of 0.05, namely 1,96
5) Comparing Z count (30.8) with Z table (1.96)
6) the conclusion that customer relationship management can mediate the relationship

between customer value and customer retention
Model Interpretation
1. The Impact of customer value on customer retention.

The result obtained indicate that the significance level of research for customer value variable
significantly influenced customer retention of 0,000 <0.05, so HO was rejected and H1 was
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accepted, in other words the first hypothesis, customer value has a positive and significant impact
on customer retention in Village Credit Institution and it can be received.

2. The Impact of customer value on Customer Relationship Management

The result obtained indicate that the significance level of research for customer value variable
on Customer Relationship Management of 0,000 <0.05, so HO was rejected and H2 was accepted, in
other word the second hypothesis, customer value has a positive and significant impact on
Customer Relationship Management in Village Credit Institution was accepted.

3. The Impact of Customer Relationship Management on customer retention

The result obtained indicate that the significance level of research for Customer Relationship
Management variable on customer retention of 0.023 < 0.05, so HO was rejected and H3 was
accepted, in other word the third hypothesis, Customer Relationship Management has a positive and
significant impact on customer retention in Village Credit Institution and it can be received.

4. The Impact of customer value on customer retention through Mediation Customer
Relationship Management

If Z count > Z table, then HO is rejected and H4 is accepted. Based on the calculation result, it
is obtained that Zcount (30.8)> Ziapie (1.96) so Customer Relationship Management could mediate the
relationship between customer value and customer retention.

CONCLUSION
The conclusions that can be drawn, in this study are as follows:

1. Based on the empirical test result, it is obtained that the significance level of research
for customer value variable significantly influenced customer retention of 0,000 <0.05, so H1 is
accepted, in other word customer value has a significant impact on customer retention of Village
Credit Institution of Denpasar.

2. Based on the empirical test result, it is obtained that the level of significance of the
study for customer value variable to Customer Relationship Management of 0,000 <0.05, so H2 is
accepted, in other word the customer value has a significant impact on Customer Relationship
Management of Village Credit Institution of Denpasar.

3. Based on the empirical test result, it is obtained that significance level of research for
Customer Relationship Management variable on customer retention of 0.023 <0.05, so H3 is
accepted, in other word Customer Relationship Management has a significant impact on customer
retention of Village Credit Institution of Denpasar.

4. Based on the empirical test result, it is obtained that Z count (30.8) > Z table (1.96)
so Customer Relationship Management could mediate the relationship between customer value and
customer retention. So H4 is accepted.
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OCOBJIMBOCTI YIIPABJITHHSI BITHOCHHAMM 3 KJIIEHTAMH 3 METOIO X
YTPUMAHHA B YMOBAX ITOCEPEJHUITBA CIJIbCBKOI KPEIUTHOI
YCTAHOBHU Y JEHITACAPI (LEMBAGA PERKREDITAN DESA / LPD)

A. A. Ngurah Gede Sadiartha
Inoyicmcokuil ynigepcumem
lennacap, Inoonesis

Ha choroanimHiii 1eHb KOHKYpEHIIisl B Oi3HECI € Iy’Ke HaIlPYyKEHOI0, IIe CTOCY€EThCS 30KpeMa
0i3Hecy 3 (pIHAHCOBHX IIOCIYT, BKIIOYAIOUM OaHKH, KPEIUTHI YCTAHOBU Ta IHIIMKA (piHAHCOBHIA
Oi3HeC, fAKI 3aBXIW I[IOBUHHI HaMaraTucs 3aJ0BOJIbHUTH KIIE€HTIB. METOI NOCIIDKEHHS €
JOBEICHHSI HEOOXiMHOCTI 3a0e3MedyeHHsl 3aI0BOJICHOCTI KITIE€HTIB, BPAXOBYIOUM HOTO MPSIMHUA
3B’SI30K 3 TAaKUMU MOHATTSIMH, SK YTPUMAaHHS KII€HTIB Ta I[IHHICTh KJIi€HTAa. 3 pe3ylbTaTiB
EMITIpUYHOTO TECTYBAaHHS, IPOBEACHOTO B XO1 JOCHIKEHHS, BUIUIMBAE, 10 I[IHHICTh KJII€HTa Ma€e
3HAYHUH BIUTUB HA YTPUMAHHS KJIIEHTIB Yy CUIbCHKIA KPEIUTHIN YCTaHOBI, 1 10 PiBEHb 3HAUYIIOCTI
IIHHOCTI KJII€HTa CYTTEBO BIUIMBA€ HA YIPABIIHHS B3a€MOBITHOCMHAMH 3 KiIi€eHTaMH. TakuMm ke
YUHOM, OTPHMaHi pe3ylbTaTH IependavyaioTh, IO YIPaBIiHHS B3a€MOBIIHOCHHAMH 3 KIIi€HTaMH
Ma€ 3HAYHUHA BIUIMB HAa YTPUMAaHHS KIEHTIB Yy CUIBCBKIH KpPEAWTHIM YCTaHOBI, 1 Ie MOXKe
OIIOCEPE/IKOBYBATH B3a€MO3B'I30K MIXK LIHHICTIO KJII€EHTAa Ta yTPUMaHHAM Kii€eHTiB. bepyun no
yBaru ToM (axT, 1m0 CUIbChbKAa KPEAWTHA OpraHi3allis BIAIrpae CTpaTeriuHy posib y 100poOyTi
periony, ob6cmyroBytoun Mikpomnianpuemcrsa (MCII) Ta rpomansn [leHmacapa 3a JOIOMOIOIO
MOCIYT, $AKI 3A1MCHIOIOTBCS BIANOBIAHO JO TMOTpPe0 KIIEHTIB, YCTaHOBOIO IIOBMHHI OyTH
3arpoBaKeH1 e(peKTHBHI CUCTEMH YIPaBIiHHS y BCIX cepax, BKIIOUAIOYH MOCTYTH.

KuarouoBi cjioBa: ympaBiaiHHS B3a€EMOBIIHOCMHAMM 3 KJIEHTaMM, YTPUMAaHHS KIIIEHTIB,
MapKETUHTOB1 MOCIIYTH.

OCOBEHHOCTH YIIPABJIEHUA OTHOIWEHUAMU C KIMEHTAMM C I EJBIO UX
YAEPKAHUSA B YCIOBUAX TIOCPEJHUYECTBA CEJIBCKOI'O KPEJAUTHOI'O
YUYPEXIEHUS (LEMBAGA PERKREDITAN DESA / LPD) B AEHITACAPE

A. A. Ngurah Gede Sadiartha
Hnoyucmeruii ynusepcumem
leunacap, Hnoonesus

Ha ceromusmauii eHb KOHKYpEHIIMsT B OW3HECE SBISAETCS OYEHb HAIPSHKEHHOHM, 3TO
KacaeTcsi, B TOM u4HuCle, Ou3Heca MO (UHAHCOBBIM yCIayraMm, BKJIOYas OaHKH, KpEIUTHBIC
YUPEKIACHUS U IPYrol (PUHAHCOBBIN OM3HEC, KOTOPBIE BCET/Ia JOJDKHBI CTapaThCsl yIOBICTBOPUTH
KnueHToB. llenpro McclienoBaHus —SBISETCS OOOCHOBAHHME HEOOXOAMMOCTH 00OeCIeUYCHUS
YIAOBJIETBOPEHHOCTH KJIUEHTOB, YYHUTBHIBAs €ro MpsSMyK CBSI3b C TaKUMU TMOHSTHSIMH, Kak
yAEp)KaHUE KIMEHTOB M LEHHOCTh KiMeHTa. M3 pe3ynapTaroB 3MIIMPUUYECKOTO TECTUPOBAHUS,
MPOBEJICHHOTO B XOJI€ HCCIEIOBAHUSA, CIEAYyET, YTO IEHHOCTh KIHEHTa MOXET BIHATH Ha
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ylep)kaHhe KIMEHTOB B CEIbCKOM KPEAWTHOM YUPEKICHHWU, U YPOBEHb 3HAUMMOCTH LIEHHOCTH
KIIMCHTa CYIIECTBCHHO BIHSCT Ha YIPaBICHHE B3aWMOOTHOIICHUSMHU C KJIMEHTaMU. TakuMm ke
0o0pa3oMm, TOJy4eHHBbIE PE3ylbTaThl IMPEINOJaralT, YTO YIPABICHHWE B3aWMOOTHOIICHUSMH C
KIIMCHTaMH HMMEET 3HAYMTEIbHOE BIMSHHE Ha YICp)KaHHE KIUCHTOB B CEILCKOW KPEAUTHOM
YUPEKACHUU U 3TO MOKET OIOCPEIOBATh B3aMMOCBSI3b MEXK/1Y IIEHHOCTBIO KIIMEHTA U YAEpKaHUEeM
KIMeHTOB. [IprHMMas BO BHMMaHHE TOT ()aKT, YTO CENIbCKash KPEIUTHAs OpPraHU3allusl HrpaeT
CTPATETHUYECKYIO POJIb B OJIArOCOCTOSIHUM peruoHa, obciyxuBas mukponpeanpustus (MCID) u
rpaxnan JleHmacapa ¢ TOMOIIBIO YCIYr, KOTOPBIE OCYIIECTBIISIIOTCS B COOTBETCTBUH C
MOTPEOHOCTSAMHU KJIMEHTOB, YUPEXKIECHUEM JIOJDKHBI OBITh BBEACHBI 3()DPEKTUBHBIC CHCTEMBI
yIIpaBJICHUS BO BceX cepax, BKIOYAs YCIYTH.

KiroueBble cjioBa: yrnpasieHre B3aMMOOTHOLICHUSIMU C KIIMEHTAMH, yJEpKaHUE KIHEHTOB,
MapKETUHTOBBIC YCITYTH.
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Abstract. The environment in which modern business operates is immeasurably more
complex, mobile and unpredictable than it was a decade ago. Changes in the world associated with
globalization, digital opportunities, social media make people reconsider their experience and
beliefs. Society has to meet many economic, social and environmental challenges and expects
business to participate in the process effectively. Companies that strive for success increasingly
need leaders who not only manage the current model of the organization well, but also transform its
mission, culture, and standards in conditions of increasing complexity, ambiguity, and fragility of
events. This requires unprecedented abilities and willingness for full commitment and puts forward
new requirements for the leader’s formation. The purpose of this article is to systematize
knowledge on the vertical leadership development in the new business environment that is typified
by an increased level of complexity and interconnectedness. General scientific methods are used to
substantiate the theoretical positions and reasoning of the conclusions. The system method allows to
consider the organization leadership development as an open, integrated, dynamic, contradictory
process in which all its structural elements are closely interrelated and interact. It is also used a
descriptive method with the elements of comparison and graphical visualization of factual
information. This paper shares findings from the research studies designed to explore the problems
of leadership development in the environment that places fundamentally new demands on the
managers mindset to develop ability to think comprehensively. A systemic view of the world helps
the leader to consider his corporation as not a separate organism for making money, but part of the
“life support system” of society. Research limitations / implications. The research focuses on
conceptual aspects of leadership development in terms of capacity that is sufficient to meet future
leadership requirements. The critical gauge of the current leadership results in the assumption that
failures are caused by the mismatch of leader’s mindset to the level that the company needs for its
development. It is the model of vertical leadership development that describes the most important
processes of understanding, through which people learn and interpret the experience they receive,
and then structure the knowledge into more or less complete pictures of the world and characteristic
ways of behavior. Originality / value. This study is of an overview nature. There are substantiated
the criteria of the VUCA world as far as business environment is concerned; the competencies that
will be most valuable to the future leader in managing complex and unpredictable environments are
reflected; the methods of horizontal and vertical development are attributed in terms of their key
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distinction for the collective leadership formation; the action logics of managers in the context of
corporate leadership are considered.

Keywords: manager, leader, leadership, vertical development, VUCA world, action logic,
Leadership Development Framework.
JEL Classification: L 14, L 29, M 12.

INTRODUCTION

Success in today's world of continuous change is becoming dependent not only on the
established and approbated ways of doing business in the past, but also to a large extent on the
dynamic capabilities of companies that allow them to transform existing ways of getting results in
accordance with the changing situation. “We’ve never experienced a more demanding, fast-paced
and complex leadership environment. To thrive as an organization in the 21st-century marketplace —
and execute on the vision of Conscious Capitalism — requires unprecedented leadership capacity
and delivery. Most leaders are in over their heads in the face of today’s challenges, unable to adapt
and evolve quickly enough. Many are failing as a result” (B. Brown, 2013).

Leadership is one of the most important factors of group integration, contributing to the
achievement of group goals with the greatest effect.

The New Oxford Dictionary of English defines leadership as: ‘the action of leading a group of
people or an organization'; ‘the state or position of being a leader' (The New Oxford Dictionary of
English, 2001). Merriam-Webster Dictionary defines leadership as ‘the office or position of a
leader, the capacity to lead, and the act or instance of leading' (Merriam-Webster's Dictionary and
Thesaurus, 2007).

The multifaceted nature of the phenomenon accounts for a variety of approaches to the
conceptualization of leadership. In the endeavor to interpret its essence some proceed from the
assumption that true leadership is an inborn capacity and people inherit certain qualities and traits
that make them better suited to leadership. Others assert that leadership is the result of acquiring
certain competences in the process of continuous and comprehensive development and people can
become leaders through the process of teaching, learning and observation (B. Hyacinth, 2015).
Tackling the problem in terms of teambuilding the best way for a leader to understand team players
is to have been in their footsteps and remember “To be a good leader is to be a good follower” (A.
Zaleznik, 2004).

The literature review on the problems of leadership allows to assume the following:

1) there is a general shift from outstanding individuals to collective leadership;

2) leadership is no longer associated with individuals at the top of the hierarchy, but rather
becomes more distributed among all managers, including line managers;

3) a critical requirement for effective leadership is associated with the formation of an intense
collective intelligence as well as with the development of a caring and supportive organization
culture;

4) the form of leadership should be adapted and depend on the type of activity and the
problem being solved, i.e. it should be more situationally dependent;

5) leadership becomes more dependent on the characteristics and expectations of the
interacting subjects;

6) new leadership involves a direct connection of minds, i.e. the mental connection between
the leader and the team is a critical factor;

7) a new category of leadership is emerging — transitional leadership within collective
leadership (T. Y. Liang, 2007).

The author of the famous aphorism "Managers do things right. Leaders do the right thing”, the
guru in the field of leadership theory and development of organizations Warren Bennis, together
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with Bert Nanus, in 1985 wrote the bestseller “Leaders: the strategies for taking charge” (W. Bennis
and B. Nanus, 1986), which brought them worldwide recognition.

Proceeding from their basic belief that “Leadership is the capacity to translate vision into
reality” the researchers describe the new context in which modern leaders are to work and identify
several criteria that make it particularly difficult to manage complex environments. As a result they
substantiate four necessary traits, or “competencies,” of a leader — the ability to manage attention,
trust, the significance of the task in a team as well as self-management skills.

Modern business environment is immeasurably more complex, mobile and unpredictable than
the situation of a decade ago. Global economic, social and environmental challenges are becoming
common to businesses, governments and society at large. Successful management in such an
environment is possible only if it is perceived by the system. Changes in the environment cause
transformation of the set of competencies that are most valuable for future leaders. Among such
skills, abilities and qualities, respondents most often indicated: adaptability, self-awareness,
building collaborative relationships, “network” thinking.

Thus, at the moment there is a shift in emphasis from the development of behavioral features
to changing the leader's mindset itself. It is important to get answers to the following questions:
what demands the growing complexity of the ambiguous environment makes on organizations
leaders to be equipped to cope with it; what makes the vertical type of development meaningful for
the leader to perform more effectively in complex, volatile, and unpredictable environments; what
competencies are critical to the success of leaders in the future.

LITERATURE REVIEW

Researchers identify several criteria that make complex environments especially difficult to
manage. They contain a large number of interacting elements. Information in the system is highly
ambiguous, incomplete, or indecipherable. Interactions among system elements are non-linear and
tightly-coupled such that small changes can produce disproportionately large effects. Solutions
emerge from the dynamics within the system and cannot be imposed from outside with predictable
results. Hindsight does not lead to foresight since the elements and conditions of the system can be
in continual flux (F. Laloux, 2015; N. Petrie, 2011).

Most relevantly the modern social and economic environment is characterized by the concept
of the “VUCA world” This is an abbreviation of the English words: volatility (variability — rapid
and large-scale changes), uncertainty (inability to accurately predict the future), complexity (multi-
factor and multicausal challenges), ambiguity (inability to unambiguously interpret events and their
potential impact) (B. Baran, 2017).

It was introduced into scientific discourse to describe the state of countries after the Cold War
as opposed to a stable, simple and predictable period of time - the SPOD world that was put an end
to with an impetuous development of technology and an active expansion of the information field.
Consequently SPOD is an abbreviation of English adjectives: steady, predictable, ordinary, definite.

In the early 2000s, the term VUCA was picked up by business community and strategic
consultants in their endeavor to explain why it was no longer possible to plan, predict and maintain
the former stability in the corporate world.

Now the concept gains increasing popularity especially in the field of technology, consumer
and financial markets. The ideology of communications as it is has changed. The communicator is
no longer just the mouthpiece of the company and the facilitator of the interaction with stakeholders
(the media included). Neither is he the barrier between the internal and external business
environment. It is a person (or structure) that obtains signals from both the external and inner
environment, initiates and manages changes in business processes.

The idea of the VUCA world as far as business environment is concerned implies the
following peculiarities (B. Baran, 2017; N. Petrie, 2011).
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Variability. For example, a trader tries to fundamentally change the game plan to adapt to the
market that has been in balance for a long time. His commitment to trading according to trends is
radically violated by the idea of variability because all balanced markets come to an end sooner or
later. And the trader might happen to adapt to the market with a big delay — just on the eve of a
major breakthrough. Being a “late majority” in the market is not profitable. Thus to accept the idea
of variability implies either a faster reaction, or, on the contrary, stubborn adherence to your own
plan. In our case the latter is more preferable, since leaving your familiar niche for another is
fraught with numerous mistakes.

Uncertainty. For example a person, in search of the perfect decision, used to constantly add
new indicators to optimize the entry rules. Thus he is highly likely to resist any uncertainty. It is not
obligatory to be a success in 70% of transactions, and moreover, it is impossible to say what result
the next transaction will give. Only a series of deals enables to state if the chosen approach is a
success.

Complexity. The following belief is ascribed to Einstein: everything should be done as simple
as possible but not easier, because too simple is becoming simplistic. The pursuit to simplify some
analysis or approach is inherent in very many people. One day fatigue from consuming excessive
information, reading analytical reports, forecasts etc. make a person give up and resort to time-
tested and well-proven tools. This approach is hardly prolific due to the fact that some
understanding of the market, or at least comprehending your actions is of crucial importance to
avoid random results.

Ambiguity. To accept the idea of ambiguity means to admit versions that either unfit or
contradict to your analysis. Provided any information on the market can be deceit and provocative it
is important to keep your finger on the pulse and admit possible distortion of reality. In the VUCA
world it is of vital importance to acquire a new everyday habit to “push” yourself out of the comfort
zone. In fact the sense of security emanating from the transaction can be an alarming indicator
while the feeling of explicit anxiety may precede success.

It is quite natural that the VUCA world challenge gave rise to the VUCA response strategy
based on the idea of replacement or matching. Notwithstanding the match of the both abbreviations
the latter implies different notions (B. Johansen, 2012).

Vision: communication to constantly convey the meaning of the goal (people must understand
where and why they are going to); faith (in oneself and others) that is based on facts and evidence;
focus to provide a situation in which all team efforts are coordinated and concentrated on the right
thing.

Understanding: curiosity as the awareness that daily change is the status quo in your
organization provides open mind for a constant exploration of new ideas, opportunities, reflection
and search for constructive criticism; empathy as understanding of people’s hopes, expectations,
fears and desires.

Clarity: simplification as the elimination of all superfluous elements to see the essence;
intuition as the use of the gift of knowledge without reasoning, instinct trust to experience available;
system thinking as the consideration of problems from a global point of view (a dynamic system, a
system of interactions and interdependent parts).

Agility: decisiveness as quick adaptation to changing consequences and making decisions
with confidence; innovation or death as learning from mistakes and constant looking for new ways
to help you become better at what you do. It is important to understand that delegating authority,
empowering in cooperation is of a greater value than control;

The above mentioned means that the level of complexity of the tasks solved by managers in
modern business requires an entirely different action logic and thinking. Almost all methods in the
field of personnel management and its recruitment were introduced in predictable times, and
therefore do not work in today's chaotic environment. The former methods of the leadership
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development are sure to consider insufficient to meet the totality of challenges that organizations
(and society as a whole) will face in the future (J. Hardy, 2019; S. R. Cook-Greuter, 2013).

Human resources managers, organizational development theorists, consultants and training
companies are unlikely to influence many of the events taking place in the organization. Yet they
may seriously affect how leadership is understood and how its potential develops.

A strategically focused leadership system provides the potential for sustainable company
development. Conducted by the Center for Creative Leadership (CCL — Center for Creative
Leadership) a global leadership competency study reveals that there is a fairly large gap between
competences and leadership skills critical to success in the present and future. The study was
conducted in three countries and was attended by 2,239 managers at different levels from 24
organizations (J. B. Leslie, 2009).

By comparing the competencies required for the future success of managers and the degree of
development of competences in the present, four main groups of leadership competences were
identified.

Table 1

The Future Leadership Gap

Over-investments: .
. . On Track:
competencies that are strengths but not considered . .
) competencies that are strengths and important.
important
respect for differences being a quick learner
composure building collaborative relationships
culturally adaptable taking initiative
compassion & sensitivity participative management
putting people at ease strategic perspective
Reserves: Key Gaps:
competencies that are not strengths and not competencies that are not strengths but are
considered important important.
inspiring commitment
confronting problem employees leading employees
career management strategic planning
balancing personal life & work change management
decisiveness employee development
self-awareness

Source: Adapted from J. B. Leslie, 2009

Modern competitive environment puts forward new challenges for management of a group
(business or political) to ensure effective leadership. The main changes in the modern leadership
model result from increasing complexity of new tasks, innovation management, the art of virtual
leadership and maintaining the authenticity of the leader himself within the multi-role concept of
organizational leadership (J. Mackey and R. Sisodia, 2013).

The challenges can be referred to as technical and adaptive. The former envisage skills,
processes, and tools, such as CRM implementing (Customer Relationship Management) or quality
control formalizing. The latter require, first of all, mental changes. It is impossible to “install”
creativity in the work of your team, or “implement” the ability to innovate. Adaptive challenges of a
leader are challenges of his thinking and awareness. It is the internal resistance to changes even if
they are vital, desired, leading to a more meaningful and rich in colors life.
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Metaphorically it may be described as “immunity to change”. It is just the notion that was
first put forward by Robert Keegan and Lisa Laskou Leichi (Harvard Business School). After a
long-term study of hundreds of executives and employees the researchers outline critical steps for
overcoming emotional pitfalls and arriving at true transformations. They proceed from the
assumption that the development of adults does not stop by the age of 25-30 as it was once
believed. Mental efficiency continues to be developed throughout life and the only thing that can
sometimes stop it in its development is the resistance to change. Thus the “immunity to change”
serves as a kind of protective mechanism to save our deep-rooted views (R. Kegan and L. Lahey,
2017).

It is noteworthy that modern manager’s development is not always focused on the direction
that ensures success in the future. Hence the core of the problem lies in the discrepancy between the
increasing complexity of the world and willingness to respond to the complexity by top managers
mindset: 80% of adults, regardless of their position keep remaining in the early stages of
development (R. Kegan and L. Lahey, 2001).

Thus, at the moment there is a shift in emphasis from the development of behavioral features
to changing the leader's mindset itself. The concept of the “adult development” implies the
“horizontal and vertical development”.

PAPER OBJECTIVE

The purpose of this article is to systematize knowledge on the vertical leadership development
in the new business environment that is typified by an increased level of complexity and
interconnectedness. The specific paper objectives are to substantiate the criteria of the VUCA world
as far as business environment is concerned; to reflect the competencies that will be most valuable
to the future leader in managing complex and unpredictable environments; to compare the methods
of horizontal and vertical development in terms of their key distinction for the collective leadership
formation; to consider the action logics of managers in the context of corporate leadership by the
following criteria: the sources of their actions, their preferred behaviors and forms of corporate
management, as well as the quality of their results in relation to the overall performance of the
organization.

RESULT AND DISCUSSION

The horizontal development traditionally sees the goal of learning in developing new skills,
abilities and behavioral patterns. The main thing is to give people more information and practical
approaches by developing new skills and competencies in addition to those that they already have;
the application of relevant knowledge in new areas. In this case, new information is supposed to be
used while solving problems at the corresponding level of complexity.

Thus, the horizontal development is apt in case when the problem is clearly defined and there
are known techniques to solve it. Developing in their current way of thinking people become more
experienced, productive and inventive, effectively using their full potential and choosing the most
appropriate behaviour.

Among the habitual actions through which the horizontal development is implemented there
are: university education, advanced training, professional retraining, degree seeking, lifelong
learning, attending seminars, trainings, master classes. To sum it up the horizontal development is
aimed at accumulating knowledge, functional skills, competence, expertise and experience.

Meanwhile the vertical development is much less common. It is targeted on changing mindset
and transforming the attitudes that motivate the leader’s behavior and decisions. One of its main
advantages is that it allows to see from the outside our actions and enhances the ability to think
systematically and comprehensively (J. B. McGuire, 2018).
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“Vertical learning is the transformation of how a leader thinks, feels, and makes sense of the
world. It includes the development of both mental complexity and emotional intelligence.
Increasing numbers of leaders and researchers have found that how we know is at least if not more
important than what we know. This statement is especially true when managing complex changes”
(B. Brown, 2013).

Leadership development contributes to job satisfaction for most employees, especially those
at a higher hierarchical level. Consequently it may significantly reduce staff turnover, especially
among talented and promising employees who are more in demand on the labor market. This fact is
very important for the public sector, in which it is difficult not only to attract talented employees,
but also to retain them.

Vertical learning cultivates a more complex mindset that makes leaders considerably more
effective than their counterparts. Robert Kegan sees the essence of the process in “... a quantum
shift in mental complexity, a transformation of the underlying operating system itself that shapes
our thinking, feeling, and social relating. As it evolves in a leader, the new mental, emotional, and
relational capacities that arise are the very abilities needed to address complex challenges” (R.
Kegan and L. Lahey, 2001). An obvious correlation is proved to be between higher levels of
vertical development and effectiveness. Therefore, people with well-developed intellect and
abilities work better in more complex environments.

The vertical development as a three-step process:

1. Awakening. A person understands that there is a different approach to understanding the
world, and that one can behave differently.

2. Refusal of acquired skills and awareness of differences. The old paradigm is analyzed and
changed. New approaches are being tested, a person is experimenting with them as with new
opportunities for everyday work and life.

3. Promotion. It occurs when a new idea, after some refinement and application of appropriate
efforts, is strengthened and begins to dominate the previous ones. A new level of development (the
logic of leadership) becomes more expedient than the previous one (J. B. McGuire, G. Rhodes and
C. J. Palus, 2008).

With the vertical development, leaders perform better across a host of mission: think
strategically; think systemically; think contextually; decision-making; lead transformational change;
inspire vision; build relationships; collaborate; create innovative solutions (R. Kegan and L. Lahey,
2001; D. Rooke and W. R. Torbert, 2005).

The need for the vertical development in the business environment will only increase
proportionally to the growing complexity of systems and the rate of change. The interdependence
between people and events will increase at different levels. Today, managers are to keep in mind
many perspectives as well as comprehend interactions in global systems, cultural differences and
preferences, the work of their own psyche and their patterns of behavior. All this becomes the
hallmarks of a mature personality (B. Torbert, S. R. Cook-Greuter et al., 2015).

The Leadership Development Framework provides a way of understanding how a leader or
manager is likely to interpret situations and thus how they may act. The basic assumption is that
leaders are distinguished not so much by their leadership philosophy, their personality or their
management style, but by their internal “action logic” that implies “how individuals interpret their
surroundings and react when their power or safety is challenged” (D. Rooke and W. R. Torbert,
2005).

Though the concept of action logic has its roots in ancient cultures it was adapted as an
instrument for professionals in management. The framework describes the most important processes
of understanding, with the help of which people give meaning and perceive life, transform their
thoughts, feelings or ideas into concrete actions. Such leadership styles cover seven general
categories based on the action logic theory: Opportunist, Diplomat, Expert, Achiever, Individualist,
Strategist, and Alchemist.
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Table 2
Overview of the key Action Logics of the Leadership Development Framework
LT &y Leadership style associated with each Action Logic Statistics*
Logic Characteristics
1 2 3 4
. Short term horizon; focus on concrete things; deceptive;
Wins any Way | oiects feedback; externalizes blame; distrustful; fragile self
3 ossible. Self- rejects feedback; externalizes blame; distrustful; fragile self-
= POSSIDTE. ) control; possibly hostile humor or “happy-go-lucky”; views
2 oriented, | 7o ) . o
S . . uck as central; views rules as loss of freedom; punishes 4%
= manipulative; ding to © " » ethic: treats what th ¢
o “might makes according to “eye for eye” ethic; treats what they can ge
o rioht” away with as legitimate. Seeks personal advantage: takes an
gt opportunity when it arises.
. Observes protocol; avoids inner and outer conflict; works to
Avoids overt ) . . ; . i
- conflict. Wants to | 9rCUP standard; speaks in cliches and platitudes; conforms;
g belon. - obevs feels shame if they violate norm; avoids hurting others; seeks
%_ roug’norn)]/' membership and status; face-saving essential; loyalty is to 11%
a group ’ immediate group, not distant organization or principles.
rarely rocks the . . o .
boat Attends_ to soc_lal affairs of group and individuals. Provides
' supportive social glue.
Is immersed in the self referential logic of their own belief
system, regarding it as the only valid way of thinking.
Rules by logic Interested in problem solving; critical of self and others based
- and expertise. on their belief system; chooses efficiency over effectiveness;
@ Searches for perfectionist; accepts feedback only from “objective” experts
e . ) . N o . 37%
i improvement and | in their own field; dogmatic; values decisions based on the
rational incontrovertible facts; wants to stand out and be unique as an
efficiency. expert; sense of obligation to wider, internally consistent
moral order. Consistent in pursuit of improvement. Strong
individual contributor.
Effectiveness and results oriented; long-term goals; future is
Meets strategic ylyl_d, inspiring; we_zlcomgs behavioral _feedback; fegls like
- . initiator, not pawn; begins to appreciate complexity and
Q goals. Delivery of . : e ) .
P systems; seeks increasing mutuality in relationships; feels 0
= results by most 1t if d dards- blind had 30%
5 offective means. | 941 t if does not meet own standards; blind to own shadow, to
< " | the subjectivity behind objectivity; seeks to find ways around
Success focused. - A
problems in order to deliver, may be unorthodox. Adopts
rather than creates goals.
Innovates Focus on self and less on goals; increased understanding of
- processes. complexity, systems operating and working through
% Relativistic relationships; deepening personal relationships; takes on
= position with different role in different situations; increasingly questions
S 3 . S ) 11%
= fewer fixed truths. | own assumptions (part of rise in self absorption) and
2 Self, relationships | assumptions of others; attracted by change and difference

and interaction
with the system.

more than by stability and similarity; increasingly aware of
own shadow.

Table 2 continuation on the next page


https://management-journal.org.ua/index.php/journal

Shavkun, I. and Dybchinska, Ya. (2020), “Vertical leadership development: problems of conceptualization and
implementation”, Management and entrepreneurship: trends of development, Vol. 1, Issue 11, pp. 67-80, DOI:
https://doi.org/10.26661/2522-1566/2020-1/11-05

Table 2 continuation

1 2 3 4
Recognizes importance of principle, contract, theory and
Creates personal | judgment - not just rules and customs; creative at conflict
and resolution; process oriented as well as goal oriented; aware of
3 organizational paradox and contradiction; aware that what one sees depends
> transformations. | upon one’s world view; high value on individuality, unique 0
© Links between market niches, particular historical movements; enjoys S%
S v P » ENnjoy:
n principles, playing a variety of roles; witty, existential humor (as
contracts, theories | contrasted to prefabricated jokes); aware of dark side of
and judgment. power and may be tempted by it — may misuse their own
abilities and manipulate others. Post conventional.
Seeks participation in historical / spiritual transformations;
Generates social | creator of events which become mythical and reframe
transformations. | situations; anchoring in inclusive present, seeing the light and
B Interplay of dark in situations; works with order and chaos; blends
= awareness, opposites, creating “positive-sum” games; €exercises own 204
S thought, action | attention continually; researches interplay of institution,
< and effect. thought, action and effects on outside world; treats time and
Transforming self | events as symbolic, analogical, metaphorical (not merely
and others. linear, digital, literal), involved in spiritual quest, often helps
others in their life quests.

* of people in a mixed sample of 4510 people

Source: Adapted from the Origins of the Leadership Development Framework, Cleveland
Consulting Group

People may be in transition from one action logic to another or rooted firmly in one central
logic. With the transition to each new action logic, the leader gains greater freedom of action,
flexibility, opportunities for transformation, and additional methods for coordinating actions with
core values. In the course from early to late stages of development the mindset evolves from simple
to complex, from static to dynamic and from ego-centric to sociocentric and further to world-centric
and cosmocentric.

Each stage is a map of reality, reflecting a certain mindset with its inherent values, insights
and behaviors. In this sequence each stage reflects an ever-increasing ability to skillfully treat
thoughts, feelings, relationships and cope with the challenges of modern life.

Ultimately, leaders who in their development reach the last stages acquire well-developed
mental, emotional and social abilities that other leaders do not have. They do not just see and feel
the situation and people differently — they see and feel more than other leaders. They see more
interconnections, perceive more subtleties, perspectives and opportunities. This allows more
effectively to respond to complex and uncertain leadership changes in the VUCA world of the 21st
century.

CONCLUSION

Thus, summarizing the theoretical and empirical material, we can conclude the following.

Ensuring the sustainable development of companies in conditions of rapid changes and
chaotic external environment is only possible for those leaders whose leadership mindset level of
development allows to see system connections. Hence strategic and system thinking, collaboration
need to feel comfortable with ambiguity in the coming era will increasingly expect managers to take
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on challenges that require them to engage in such competencies as: inspiring commitment; leading
employees; strategic planning; change management; employee development; self-awareness.

Though it is believed that no ideal leader exists, still among the attributes of true leadership
there is integrity of character, a high level of emotional intelligence, the ability to adapt and learn,
critical and strategic thinking, creativity, capacity to attract and manage talented employees.

The prerequisite for successful leadership is a correctly built team that effectively functions in
the atmosphere of respect and trust and combines all the elements into a single dynamically
developing, learning organism, striving to live long and successfully.

Today the importance of the vertical leadership development is widely recognized for self
understanding as well as comprehending others and different various systems within which we live
and work. Leadership development programs not only concentrate on mastering sKkills,
competencies and building effective relationships with different types of personality. They also
focus on the development of emotional intelligence, self-awareness and the ability to try on
different points of view and see a wider picture of reality.

While the horizontal leadership development is aimed at obtaining new knowledge and
developing functional skills by working at the same cognitive, emotional and social level, the
vertical leadership development expands the world picture and constantly increases the level of
awareness, so that the leader can become more attentive and wise. It involves the transformation of
the mindset, perception and giving meaning to everything that happens in the world. It promotes the
development of both mental abilities and emotional intelligence.

The vertical leadership development is associated with the transformation of mindset — that is,
how a person thinks, feels, what meanings and values determine his life. It includes the
development of cognitive abilities and emotional intelligence. Vertical growth tools transform the
way we look at the world and solve problems, and increase the ability to think systematically and
holistically, covering the whole picture.

The model of the vertical leadership development is based on the management, change and
transformation of complex dynamic systems — modern companies. The leadership formula becomes
much more complex, multi-dimensional, and is based on different factors: the leader, the system,
stakeholders, the external environment, behavior, and actions. The leader's task is to create
metasystems, manage contexts and turbulent environments, innovations, and strategic alliances.
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BEPTUKAJBHUHA PO3BUTOK JIAEPCTBA:
ITPOBJIEMHU KOHIENITYAJII3ALII TA PEAJII3ALIII

IlaBkyH Ipuna I'puropiBna JAudunnchka Slna CraniciaBiBHa
3anopizbkutl HAYioHANLHUL YHIGEpCUmMem 3anopizbrutl HayioHaNbHUL YHIGEpCUmem
M. 3anopixcocs, Yrpaina M. 3anopixcacs, Vipaina

Kommnanii, siki mparHyTh yclixy, Bce Oinblie MOTpeOyIoTh JiAepiB, IO HE TUIbKH 100pe
KEpYIOTh TIOTOYHOIO0 MOJICIITIO OpraHi3allii, aje i TpaHCc(hOpMYIOTh 11 MiCit0, KyJIbTypy i CTAaHIAPTH B
YMOBax 3pOCTar040i CKIAJAHOCTI, HEOJHO3HAYHOCTI 1 CTpIMKO MiHIMBHX monid. Lle Bumarae
Oe3Mpere/IeHTHO BUHATKOBUX 3J10HOCTE, TOTOBHOCTI JO IMOBHOI CaMOBiJJa4yi 1 BHUCYBa€ HOBI
BUMOTH J10 (hOpMyBaHHS JliJepa.

MeTtor0 naHOi CTaTTi € cucTeMaTu3allis 3HaHb PO BEPTUKAJIbHUI PO3BUTOK JIJIEpCTBA B
HOBOMY OI3HEC-CEpe/lOBUILll, 10 XapaKTEpU3YyeThCS MIJBUIEHUM pIBHEM CKJIAQJHOCTI 1
B33a€MOIIOB'SI3aHOCTI.

Jlis  oOrpyHTYyBaHHSI  TEOPETUYHMX  IOJIO)KEHb 1  BHCHOBKIB ~ BUKOPHCTOBYIOTHCS
3arajlbHOHayKoBI MeToau. CHCTEeMHMH METOA [JO03BOJSE€ pO3INISIATH  PO3BUTOK JIIJIEpCTBa
oprasizamii fK BIAKPUTHUH, LUIICHUM, NWHAMIYHHWM, CyNepewIMBHI Hpolec, y SKOMYy BCl HOro
CTPYKTYpHI €JI€MEHTH TICHO B3a€MOIIOB'A3aH1 1 B3a€MOJiI0Th. TakoX BUKOPUCTOBYETHCS OMMCOBHI
METO/I 3 €JIeMEHTaMH NOPIBHAHHSA Ta rpadivyHoi Bizyanizauii ¢pakTuyHoi iHdopmallii.

OcHOBHa yBara B JOCIHIDKEHHI MPHUIUISETHCS KOHLENTYaJbHUM acmeKkTaM (OpMyBaHHS
JiIepcTBa 3 TOYKM 30py PO3BHUTKY 3AATHOCTI JO KOMIUIEKCHOTO MHCJICHHS 3 METOI IOJOJaHHS
HEBIAMOBIAHOCTI MHCIEHHS JiJepa piBHIO, HEOOXITHOro sl pO3BUTKY Kkommadii. Came
BEepPTUKaJIbHA MOJETh PO3BUTKY JIiJepCTBa 3abe3reuye HaWBaKJIMBINII MPOIECH PO3YMIHHSA, 3a
JIOTIOMOTOI0 SIKMX 3aCBOIOETHCS 1 IHTEPIPETYETHCS OTPUMAHMNA JIOCBiJ, a TOTIM CTPYKTYPYIOTHCS
OTpHMaHi 3HaHHSI B OUTHII-MEHII TIOBHI KAPTUHU CBITY 1 XapaKTepHi CIIOCOOH IMOBEIIHKH.

Mogens BEpTHKAJIBHOTO PO3BUTKY JIIJIEpCTBA 3aCHOBaHA Ha YOPABIiHHI 3MiHAMH 1
TpaHcopmMallii CKIaJHUX TUHAMIYHUX CHCTEM, SKUMH € cy4yacHi kommadii. @opmyna migepcTBa
3HAYHO YCKJIQJHIOETHCS, CTa€ 0araTOBUMIPHOIO 1 IPYHTYEThCS Ha PI3HHMX IapaMeTpax: JiJep,
cucTeMa, CTeHKXOJIepPH, 30BHIITHE CepeOBHINE, MOBEAIHKA i Jii. 3aBmaHHs Jijepa — CTBOPECHHS
METACUCTEM, YIPABIiHHSA KOHTEKCTAaMH 1 TypOYJIEHTHHUMH CEpelOBHILAMH, I1HHOBAIAMH 1
CTpATETIYHUMU aTbTHCAMHU.
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Oo6rpynroBano kpurtepii VUCA-cBIiTY mono Oi3HEC-MPaKTUKU; OKPECIeHO HAaWOUIBII I[iHHI
KOMIIETEHIIIT JTijepa Ui yNOpaBlIiHHS CKIAQJHUMH 1 HemepeadadyBaHHUMH CEPEIOBHIIAMH;
MPOAHaII3BaHO METOAM TOPU30HTAIBHOTO 1 BEPTUKAIBHOTO PO3BUTKY HAa MPEAMET CIUIBHOTO i
BiIMiHHOTO Tipu (hOpMyBaHHI KOJEKTUBHOTO JIIJIEPCTBA; PO3TISHYTO JIOTIKY I MEHEIKEPIB Yy
KOHTEKCTI KOPIIOPATUBHOTO JIiJIEPCTBA.

KurrouoBi ciioBa: MeHemkep, Jiaep, JiaepcTBO, BepTUKaabHui po3BuToK, VUCA-CBIT, JIOTiKa
Iil, CTPYKTYpa PO3BUTKY JIiJIEPCTBA.

BEPTUKAJIBHOE PASBUTHUE JIUJEPCTBA:
IMPOBJIEMbBI KOHIEIITYAJU3ALIMA 1 PEAJIM3ALIUA

IITaBkyH Upuna I'puropsesna JAp10unHckas SAna CTtaHucJIaBoOBHA
3anopoKCKUil HallMOHATIBHBIN YHUBEPCUTET 3anopoKCKUil HallMOHATIBHBIN YHUBEPCUTET
T. 3amopoxne, YKpamHa r. 3armopoxne, YKpamHa

Komnanuu, crpemsiuecs K ycnexy, Bce 00Jbllie HYKAal0TCs B JIHIEPaX, KOTOPbIE HE TOJIBKO
XOpOIIO YIPABISIOT TEKYHIeH MOJEIBbI0 OpraHu3aldd, HO M TPAHCPOPMHUPYIOT €€ MHCCHIO,
KyIbTYPy W CTaHIApThl B YCIOBUSAX BO3pAacTalOIIEH CJIOXKHOCTH, HEOJHO3HAYHOCTH U
CTPEMMTEIBHO MEHSIOUIMXCS COOBITHH. OTO Tpebyer OecnpeneaeHTHO MCKIYUTEIbHbIX
CIOCOOHOCTEH, TOTOBHOCTHM K TIOJIHOW CamMoOTJaue M BBIIBUTAET HOBBIE TPEeOOBaHUS K
(bopMHpOBaHHUIO JTHEPA.

Llenbto naHHOM cTaThbU SIBISETCS CHUCTEMATU3allds 3HAHUH O BEPTUKAJIBHOM pPa3BUTUU
JUIEpCTBa B HOBOM OM3HEC-Cpele, XapaKTepU3YIOLIEHCs MOBBIILIEHHBIM YPOBHEM CIIOKHOCTH U
B3aMMOCBS3aHHOCTH.

Jliss 000CHOBAaHUS TEOPETUYECKUX IOJIOKEHUH M BBIBOJIOB MCIIOJB3YIOTCS OOLICHAyYHBIE
MeToibl. CHCTEMHBIM METOJI MO3BOJSET pacCMaTpUBaTh Pa3BUTHE JIMJEPCTBA OpraHM3aLUU Kak
OTKDBITBIM, LEJIOCTHBIM, JMHAMUYHBIA, IPOTUBOPEUUBBHIM IIpoLlECC, B KOTOPOM BCE €ro
CTPYKTYPHBIE JJIEMEHTBI TECHO B3aUMOCBS3aHbl M B3aUMOJCHCTBYIOT. Takke HCHOJIb3yeTcs
OINUCaTeIbHBI METO/ C 3JJIeMEHTaMU CPaBHEHUS M Tpapuueckoi BHM3yanu3aluu (aKTHUYECKOU
nH(pOpMaLINH.

OcHOBHOE BHMMaHHME€ B  HCCIEIOBAHMM  YIEISIETCd  KOHLENTYalbHBIM  acleKTam
(hopMHpOBaHUS TUAEPCTBA C TOUKU 3PEHUS Pa3BUTHUS CIOCOOHOCTH K KOMITJIEKCHOMY MBILIUIEHHIO C
LEJIbI0 TPEOJIOJICHUs] HECOOTBETCTBHUS MBILIUICHUS JIMAEpa YPOBHIO, KOTOPBI HeoO0Xoaum
KOMIIaHUM JUIsl €€ pa3BUTHs. VIMEHHO BepTHKallbHash MOJENb Pa3BUTHUS JUAEPCTBA 0OECIIEUUBaET
BaXHEHIINE IPOLIECCHl NOHMMAHHUA, MOCPEICTBOM KOTOPBIX YCBAWBAETCA M HMHTEPIPETUPYETCS
MIOJIYYEHHBIH OIBIT, a 3aTEM CTPYKTYPHUPYIOTCS MOJIyY€HHbIE 3HAHUS B OoJjiee WJIM MEHEE IOJIHbIE
KapTUHBI MUPA U XapaKTEePHbIE CIOCOOBI TOBEICHUSL.

Mogens BEpTUKAIBHOTO Pa3BUTHS JIMJIEPCTBA OCHOBAHA HAa YIPAaBICHWHM W3MEHEHUSMU U
TpaHc(hopMalMK CIOXKHBIX JUHAMHUYECKUX CHUCTEM, KaKMMHU SIBJSIOTCS COBPEMEHHBbIE KOMITAHUU.
@opMyna IUAEPCTBA 3HAYUTENIBHO YCIIOKHSETCSA, CTAHOBUTCS MHOTOMEpPHOHM, OCHOBBIBAETCS Ha
pasHBIX MapaMmeTpax: JUAEp, CUCTEMA, CTEHKXOJAEphl, BHEIIHASA Cpela, NOBEIECHUE U JCHCTBUSL.
3anava aujepa — CO3/1aHHE METacHCTEM, yNpaBiIeHHE KOHTEKCTaMU U TypOyJIEHTHBIMHU CpelaMH,
MHHOBAIMSIMHU U CTPATETMUYECKUMH aJIbsTHCAMH.

Ob6ocHoBanbl kputepun VUCA-mupa OpUMEHUTEIBHO K OH3HEC-NPAKTHUKE, OYEpPUEHBI
HanOoJyiee IIEHHbIE KOMIIETEHLIMU JIMAepa JUId YIPaBJIEHUS CIOXKHBIMH M HEMpeacKa3yeMbIMU
cpelamu; IpoaHAIU3UPOBAHBl METO/IbI TOPU3OHTAIBLHOTO U BEPTHKAIBHOIO Pa3BUTHUS Ha MpeIMET
O0IIEero M OTIMYHOTO Ipu (HOPMHUPOBAHMM KOJJIGKTHBHOIO JIMJEPCTBA; PACCMOTpPEHa JIOTHKA
JNEWCTBUN MEHEIHKEPOB B KOHTEKCTE KOPIOPATUBHOIO JIUJIEPCTBA.

KuroueBble cjioBa: MeHeEKep, JUAEP, JUAEPCTBO, BepTUKalbHOE pasButue, VUCA-mup,
JIOTHKA AEUCTBUM, CTPYKTYpa pa3BUTHUS JIUAECPCTBA.
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Abstract. The purpose of this study is to examine the management of educational assessment
taking into account several transcendental factors. Identification of transcendental factors arises
from the context of the study based on the framework of public management and educational
management. The research is focused on the weaknesses and strengths of data on the achievement
of the educational standards, namely the educational assessment standard. Methodology:
Concurrent triangulation design is used to examine the phenomenon of research. The Education
Quality Assurance Institute contributed to this study in the form of secondary data on the report
quality of education. Measures concerning eight National Education Standards are based on
indicators in school self-evaluation instruments. Quality report card grades on the assessment
standards are analyzed to obtain a frequency distribution consisting of standard deviations and
average scores. The focuse group was set up to confirm satisfaction with the educational assessment
services. The Miles-Huberman model is used as a qualitative data analysis procedure and processed
using the ATLAS.ti software version 8. The research findings show that the factors of educational
leadership, public service motivation, goal clarity, and commitment to values greatly influence the
management of assessment in high schools in Central Java.

Keywords: management, educational assessment, senior high school, province.
JEL Classification: A21, 128.

INTRODUCTION

The return of authority on managing high school education from the district/city to the
provincial government was realized in 2017. Since then, the task of the Provincial Education and
Culture Office is not merely to carry out socialization and coordination on the implementation of
educational programs. As the leading sector in the field of education, it should have strategic steps
in solving educational problems, especially those that are rooted and unresolved from 2003 to 2019,
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namely the practice of educational assessment which has so far been oriented to academic
justification. The Indonesian education world has undergone a fundamental change in the education
system up to the assessment standards that began in 2003, since the advent of law number 20 of
2003 concerning the national education system. Since then, the curriculum issues have changed,
national education standards have been changed to implement the 2013 curriculum, especially the
centralized education assessment standards from 2003 to 2012, then fifty-fifty management between
the central and regional governments in 2013-2016 and again decentralized since 2017 until now.
This phenomenon shows that it is as if Indonesia repeats the history of the decentralization of
valuation management that occurred between 1980 and 2002 (Puspendik.kemdikbud, 2019). This
repetition of history is closely related to the Indonesian government's uncertainty over a standard
format in printing the future of the nation's children.

Management of educational appraisal plays a large role in determining educational success
(Popham, 2001; Wyatt-Smith and Cumming, 2009). On the other hand, educational appraisal
without management appraisal is no different than a captain without a compass. Since the issue of
educational assessment has been returned to the provincial government in the spirit that assessment
is not justification for academic achievement, each province should have the characteristics of
assessment governance that are appropriate to the characteristics of their respective regions. In this
case, the Office of Education and Culture of Central Java Province was chosen to be a research site
based on the highest teacher qualification level compared to East Java and West Java. In 2017 it
was 97.39 and 98.1 in 2018. The qualifications of the teacher left East Java in 2017 at 96.86 and
97.65 in 2018. While West Java was at 95.59 in 2017 and 96.64 in 2018 (Ministry of Education and
Culture, 2019). In fact, until now high teacher competency has not influenced the improvement of
education assessment so that it requires an appropriate model in managing educational assessment.
Given, Central Java has more districts/cities, namely 34 districts/cities compared to East Java which
consists of 29 districts/cities, and West Java consists of 18 districts/cities. When mapped, increasing
teacher qualifications from 2016 to 2018 is not accompanied by the management of educational
assessments as shown in the following table:

Table 1
Teacher Qualifications and Assessment Management Design

Teacher Qualifications

Assessment Management Design

Year Achievements

2017 97.39 (X) empty
2018 98.1 (x) empty
2019 08.18 (X) empty

Source: Regional Education Balance Sheet, Ministry of Education and Culture, 2020

In addition to the qualifications and design of assessment management, teacher qualifications
also influence curriculum implementation (Darling-Hammond, 2004; Hodgson and Spours, 2002;
D. Thompson et al., 2013). Curriculum development is a necessity while implementing curriculum
design requires resource readiness, culture set, and mindset. The facts that occur in Indonesian
education show that since the 2006 curriculum titled Education Unit Level Curriculum (KTSP) to
the latest curriculum, namely the 2013 curriculum, the central government and even the provincial
government does not guarantee the presence of a curriculum format that fits regional characteristics.
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Whereas KTSP aims for each school to develop its curriculum, but the fact is that not many schools
can achieve that goal (Raihani, 2007). Not yet finished with the issue of school unpreparedness in
applying the curriculum, in 2013 the ministry of education and culture instructed the
implementation of the 2013 curriculum. Unfortunately, teachers were not accustomed to curriculum
changes so that in practice, many schools still used KTSP because of unprepared human resources
and in several provinces who became a pilot began implementing the 2013 curriculum but were
limited. Further development, from 2017 until now, every school has implemented the 2013
curriculum which is considered a holistic curriculum. Regrettably, the scientific approach leaves a
new problem, namely that each school has not been able to touch the needs of taxonomic aspects of
students to the analysis and application stages. Though the concept of the taxonomy of learning was
echoed by Bloom in the mid-19th century then revised by Anderson and Krathwohl at the beginning
of the millennium (Anderson et al., 2001; Bloom, 1956; Krathwohl, 2002).

Management strategy determines the achievement of objectives. (Certo and Certo, 2016;
Robbins and Coulter, 2018). On behalf of balancing curriculum implementation, in 2015 authentic
assessment strategies began to be put into practice. Not only that, to align between the needs of
government and schools, but the assessment manager is also divided into three actors; teacher,
school and government. The three actors are entitled to manage the achievements and development
of students' learning. Contradictory facts reappear, the Office of Education and Culture of Central
Java Province as an extension of the ministry of education does not have the right formulation in
measuring the competency aspects of the social-spiritual attitude as contained in the 2013
curriculum which has authentic assessment. Even not a few schools confuse in determining the
assessment of spiritual aspects.

The condition of high school education assessment in Central Java Province was reviewed
based on the school self-evaluation instrument on the achievement of one of the eight National
Education Standards. The eight standards include (1) graduate competency standards, (2) content
standards, (3) process standards, (4) education assessment standards, (5) standards of educators and
teaching staff, (6) facilities and infrastructure standards, (7) management standards, and (8)
financing standards. Where, eight national education standards are the minimum criteria about the
education system in the entire jurisdiction of the Unitary Republic of Indonesia (Government
Regulation of the Republic of Indonesia Number 32 of 2013 concerning Amendments to
Government Regulation Number 19 of 2005 concerning National Education Standards, 2013). The
focus of our research is on the weaknesses and strengths of data on the achievement of the fourth
standard, namely the educational assessment standard. The selection of school self-evaluation
instruments is due to the measurement of each indicator representing the standards to be achieved
according to national education standards. Besides, school self-evaluation instruments are internal
assessments that are managed directly by the school and for the benefit of the school. School
residents can see themselves for one school year. For this reason, in this study, we have examined
the achievement of assessment standards from 2016, 2017, until 2018.

LITERATURE REVIEW
The theoretical framework used in this study consisted of two groups. First is a review of best

practice management based on public management assessment. Second, the study of management
functions in public management. Public management best practice refers to the results of Ferrer's
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research on the educational assessment system in Latin America (Ferrer, 2006), Arnott on the
impact of governance restructuring on school management in Scotland and England (Arnott, 2000),
Fusarelli and Johnson about the effect of new public management on schools (Fusarelli and
Johnson, 2004), Pellegrino about the design of grading systems (J. W. Pellegrino, 2009), Clarke
about an effective assessment framework (Clarke, 2011), Pecheone about unifying assessments in
classroom instruction (Pecheone et al., 2018), Conley and Hammond question assessment
management for deeper learning (Conley and Darling-Hammond, 2013). While the study of the
practice of public management functions refers to the Robbins and Coulter framework with the
POLC model (Robbins and Coulter, 2018), Certo and Certo through the POIC model (Certo and
Certo, 2016).

The basis of the policy in the management of assessment refers to the Regulation of the
Minister of Education and Culture of the Republic of Indonesia Number 23 of 2016 concerning
Education Assessment Standards. The regulation explained that the manager of a valuation was (a).
assessment of learning outcomes by educators; (b). assessment of learning outcomes by the
education unit; and (c). assessment of learning outcomes by the Government. As for what is
managed are student competencies in the aspects of attitude, knowledge, and skills as stipulated in
the Minister of Education and Culture Regulation Number 20 of 2016 concerning Graduates
Competency Standards. A year later, the three aspects were oriented towards the achievement of
factual, conceptual, procedural, and metacognitive dimensions (Kemendikbud, 2017). Regulation
on assessment standards and graduate competency standards to respond to Indonesia's
backwardness in the 2015 International Student Assessment Program (PISA) which occupies 64
positions from 65 countries. Even the latest report released by the OECD-PISA at the end of 2018
still positions Indonesia with Marocco and Lebanon (PISA, 2018). Noting this phenomenon, the
Central Java province with high teacher qualifications should be able to prioritize pilot schools in
the field of literacy and not stipulate Governor Regulation Number 10 of 2019 regarding
Implementation of Anti-Corruption Education (semarang.bisnis.com, 2019). We are aware of the
importance of anti-corruption education, but one indicator of widespread corruption is the lack of
literacy, poor standards of minimum service in the field of education, as well as pure participation
rates and gross participation rates that do not increase.

Eleven years ago, countries in various parts of the world had formulated a 21st-century
learning framework (P21 Framework for 21st-century learning, 2009; Trilling and Fadel, 2009).
Before that, Indonesia had formulated a similar thing by rolling in law number 20 of 2003
concerning the national education system which was oriented towards meeting national education
standards. Unfortunately, the formulation was not enough to meet PISA expectations and the 21st
learning framework, so in 2005 the Republic of Indonesia Government Regulation No. 32 of 2013
concerning Amendment to Government Regulation No. 19 of 2005 concerning National Education
Standards. Again, ten years ago, namely, in 2015 Indonesia could not catch up in the world of
educational assessment released by PISA. Noting this phenomenon, the government does not yet
have a design regarding education management (J. Pellegrino et al., 2001; J. W. Pellegrino, 2014).
In the absence of design, it has implications for the management of educational assessments at the
level below it, which is carried out by the provincial government.

In addition to the lack of assessment management design, commitment to governance
restructuring is a systemic obstacle (Amirrachman et al., 2013; Arnott, 2000; Bjork, 2004; Ferrer,
2006). The Indonesian government still exercises authority in managing educational assessments
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between the central government and regional governments — before actually being returned to the
provincial government — namely the formulation of 100% graduation assessments through national
examinations from 2003 to 2005. In that year schools did not have the slightest right to pass the
student. Then changed to 30:70 (school: government) in 2006-2010, changed again 40:60 (school:
government). Then from 2011 to 2016 the management of educational assessment was at a ratio of
80:20 (School: Government). This final formulation is influenced by the issue of new public
management which has a real impact on the management of educational assessments in various
parts of the world (Fusarelli and Johnson, 2004) so countries in Asia are competing to improve the
education system and education assessment (Bandur, 2012; Heyward et al., 2011; Patrinos et al.,
2009). On the other hand, curriculum reforms are increasingly at odds with the goals of educational
assessment because of the changing policies (Mukminin et al., 2019; Pratiwi, 2019; Raihani, 2007)
so the goal seems ambiguous (Pandey and Rainey, 2007; Pandey and Wright, 2006). Towards 2017,
the issue of returning authority from the central government to the provincial government is
increasingly apparent. On the other hand, issues related to assessment as learning (Drake and Burns,
2004; Earl, 2013; Mutch, 2012; J. W. Pellegrino, 2014), assessment for learning (Black et al., 2005;
Black and Wiliam, 2006; Wiliam, 2009), and assessment management oriented towards deeper
learning (Conley and Darling-Hammond, 2013) also widely discussed by Indonesian scholars.

The search for an educational assessment management design that is suitable for the
characteristics of the province requires an appropriate theoretical formulation. In this case, aspects
of public management are examined using the POLC model (Robbins and Coulter, 2018). The
model is similar to the Chuck William model. Researchers also compared Certo and Certo's model,
POIC. The two models have been tested until now because they are the development of the POAC
model (Terry and Franklin, 2000) POSDCO model (Koontz and O’donnell, 1976) and POSDCORB
model (Gulick and Urwick, 2003). The two models try to be juxtaposed with the results of Ferrer's
research about the assessment system. From a theoretical comparative analysis of management
functions, this study focuses on transcendent factors in the management of educational assessment
in Central Java Province, Indonesia.

METHODOLOGY

The Education Quality Assurance Institute contributed to this study in the form of secondary
data on the report quality of education. Analysis of the data is to see the development of quality
report cards from 2016, 2017, and 2018 on the achievement of the eight out of eight assessment
standards that are standardized by the National Education Standards Agency. This quality report
card consists of 598 public and private schools in 35 regencies/cities in Central Java Province.
Measures to eight National Education Standards are based on indicators in school self-evaluation
instruments. Quality report card grades on the assessment standards are analyzed to obtain a
frequency distribution consisting of standard deviations and average scores (Bryman, 2006; Johnson
and Turner, 2003; Mertens, 2010; Sandelowski, 2000).

Focus group consists of students, parents, and school community members and has been
carried out to confirm satisfaction with the educational assessment services embedded with
purposive-mixed-probability techniques (Creswell and Clark, 2011; Kemper et al., 2010). The
sampling technique is part of the concurrent triangulation design (Creswell, 2012; Creswell and
Creswell, 2018; Fetters et al., 2013; Morse, 2003; Teddlie and Yu, 2007). The Miles-Huberman
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model is used as a qualitative data analysis procedure (Miles et al., 2014) and processed using the
ATLAS.ti software version 8.

RESULTS AND DISCUSSION

The manager of educational assessment is oriented to the output or quality of education.
Quality measures pay attention to the achievements of eight national education standards in the
form of quality report cards. The measure is managed by the Education Quality Assurance Agency
grouping them into 6 (six) categories, namely (1) towards National Standard Of Education 1 in the
range of values from 0.00 to 2.04, (2) Towards National Standard Of Education 2 in range of values
from 2.05 to 3.70, (3) to National Standard Of Education 3 in the range of values from 3.71 to 5.06,
(4) Towards National Standard Of Education 4, in the range of values from 5.07 to 6.66, and (5)
Meet the National Standard Of Education in the range of values 6.67 - 7.00, and (6) Exceeds the
National Standard Of Education if the achievement value > 7.00. The procedure for filling out a
school self-evaluation instrument involves the school supervisor to carry out socialization regarding
previous achievements. The school principal coordinates curriculum ship representatives and
teachers. The filling is done and validated by the school principal and then deposited with the
Educational Quality Assurance Institute to be corrected. If all data are valid, the Educational
Quality Assurance Agency distributes quality report cards at each school at every level of education
for evaluation.

The above statistical data are then continued by paying attention to thematic and categorical
data at the qualitative data analysis stage. Our findings focus on determinant factors including (a)
educational assessment standards that tend to be dynamic; (b) educational leadership that has not
been programmed; (c) public service motivation aspects have not been fulfilled; (d) clarity of
objectives in the computer-based national exams conducted by the government and school exams
conducted by teachers and schools.

Educational Assessment Standards

Questioning the management of educational appraisal is very closely related to the actors who
play a role in the management of educational appraisal. In this study we collected information and
conducted an in-depth analysis of data released by the Educational Quality Assurance Agency, the
Office of Education and Culture of Central Java Province, five sites at Semarang Central Java high
schools, the National Accreditation Agency, and standards set by the National Standards Agency
Education. The school as an implementer of assessment standards. The Office of Education and
Culture of Central Java Province is tasked with assisting the implementation of the achievement of
standards according to Norms, Standards, Procedures, and Criteria. The Education Quality
Assurance Agency guarantees the quality of education and is tasked with surveying with an output
report card on the quality of education. The National Accreditation Board measures the
achievement of standards. The National Education Standards Agency sets standards. The role of the
National Accreditation Board and the National Education Standards Agency is in the form of
secondary data because their task is only to study education standards every four years. So our
research focuses on three other actors.
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Data released by the Institute for Quality Assurance of Education shows that the achievement
of assessment standards is at an index of 83.61% and is the second-highest achievement after
funding standards. A significant increase in the achievement of standards occurred in 2016-2017,
namely 1.46 and continued to increase in 2018 amounting to 0.22.

Educational Assessment Standards
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Graph 1. The trend of average scores in the educational assessment standard

The phenomenon of changes in the determination of assessment and graduation from 80:30
(government: schools) in 2017 to 2021 is planned to be 100% of assessments determined by
schools. This phenomenon shows that the trust of the government in schools was tapped in 2020.
Whereas since 2014 the Republic of Indonesia Law No. 23 of 2014 has been issued concerning
local government which explains that the provincial government is responsible for managing
education, assessment up to graduation of high school and vocational high school.

Researchers investigated more deeply and found that in the quality report card there was an
indicator “determining student graduation based on appropriate considerations”, at 4.00-5.20 and
was the smallest lift compared to other indicators. Some schools are ready for this change, but not a
few are constrained because of teacher qualifications and the latest developments in making
assessment instruments (Setiadi, 2016). Thematic data shows that teachers and schools tend to do
academic justification. Student intelligence tends to be juxtaposed with report card grades. This
mindset is still thick, considering the centralized assessment of education in Indonesia for too long.
Though seeing the latest developments shows that the learning framework of the 21% century leads
to collaboration between educators and students. In other words, the Department of Education and
Culture of Central Java Province was late in responding to the latest educational developments.
Mapping of the management of educational assessment aspects of meeting the assessment standards
we describe as follows:
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Figure 1. Standard Conditions for Educational Assessment
Source: Own compilation
Educational leadership

The delay in the Office of Education and Culture in Central Java Province in responding to
the latest developments does not make schools anxious. Although schools are merely implementing
standard judgments each school plays its role through situational and transformative leadership
types. This phenomenon is recorded in the teacher's effort when making decisions related to the
implementation of higher-order thinking skills (HOTS) assessment and authentic assessment.
Ideally, assessment of higher-order thinking skills should lead to the application and creation stages.
Research findings show that most students are only able to analyze or C4 dimensions (Anderson et
al., 2001; Krathwohl, 2002). When compared with ten years ago, the achievements of the
dimensions C1 to C4 are significant achievements for the management of educational assessments
in the province of Central Java. This achievement is an indication of the implementation of
situational leadership where the teacher plays himself according to students' abilities. On the other
hand, this phenomenon is very contrasting when juxtaposed with regulations regarding the
assessment of higher-order thinking skills or metacognitive aspects. As noted, the rules regarding
the assessment of metacognitive aspects were issued in 2014 in the Republic of Indonesia Minister
of Education and Culture Regulation No. 104 of 2014 concerning Evaluation of Learning Outcomes
by Educators on Basic Education and Secondary Education.
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The aspect of transformative leadership appears from the cooperation between teachers and
students which is reflected through authentic assessment. The assessment of aspects of knowledge,
attitudes, and skills is a dimension in authentic assessment (Gulikers et al., 2004, 2006; Mueller,
2005). In the aspect of skills, teachers and students work together on small projects such as research
on the detection of borax in meatballs, the dominance of the use of MSG in daily food, to historical
research on the origin of the city of Semarang in Central Java. How teachers translate textual
knowledge into contextual dimensions is an indication of transformative leadership (Wright et al.,
2012; Yukl, 2010; Yukl and Lepsinger, 2004). Transformative leadership does not just influence
others but how to participate in the same activities (Certo and Certo, 2016; Robbins and Coulter,
2018). However, these two types of leadership do not occur in most schools. This is where the
Central Java Province's Office of Education and Culture and the Education Quality Assurance
Agency need to be present to provide more space through coaching and mentoring programs called
teacher-researcher programs. One of the disadvantages of education the two types of leadership are
described as follows:

B. Assessment Types

N i
of Q 1S part of
sa ofooem Q % \
\%’ L 4

Educational Leadership B.1. Higher-Order Thinking Skills B.2. Authentic Assessment

>
>

is part of

is a property of

Apply (C.3) Createv(C.G)

Knowledge Attitudes Skills

A =

A Leadership Types

A.1.Situational A.2.Transformative Analyze (C.4)

Figure 2. Conditions of Educational Leadership
Source: Own compilation

Public service motivation

The service on managing educational appraisal is not just measuring or formulating learning
achievements in the form of numbers and descriptions. Service is not just how to plan, carry out to
evaluate. Services regarding educational assessment should lead to loyalty, seriousness, and a
strong commitment to the future of students. From Greece until now, motivation has been an
integral part of educational services commensurate with pedagogy. All aspects of education position
the motivation to shape themselves, balance emotions, and achieve achievements (Caprara et al.,
2011; Christ et al., 2011; Corcoran and Tormey, 2010; H. Gardner, 2011; Gil-Olarte Marquez et al.,
2006; Goleman, 2000, 2009).

The track record of public service motivation is summarized in the practice of authentic
assessment of aspects of skills. The teacher and students collaborate on small-scale projects as
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described in the leadership type. We call this collaboration teacher-researcher. The stages of skills
assessment start from classical learning, search for research themes, prepare proposals in groups, a
research collaboration between students and teachers, and present research results. This stage is
carried out by taking into account that the teacher workload is 37.5 hours/week. While teaching
hours are 24 hours. The implementation of the workload refers to the Regulation of the Minister of
Education and Culture of the Republic of Indonesia Number 15 of 2018 concerning Fulfillment of
the Workload of Teachers, Principals, and School Supervisors. Through these regulations, teachers
and students have the opportunity and tendency to spend time in collaborative research.

Public service motivation is theoretically the individual's tendency to respond to unique basic
motives in public institutions and organizations. This theory is based on the opinion that there are
people who are interested and motivated to work in the public sector (Perry et al., 2010; Perry and
Hondeghem, 2008; Perry and Porter, 1982; Perry and Wise, 1990). Public service motivation is a
benchmark of achievement and performance (Pandey and Stazyk, 2008). High dedication and
strong commitment shown by teachers through research is an indicator of norm-based and affective
aspects. While at the rational stage or participate even advocating for social needs has not yet
appeared. A summary of research findings on aspects of public service motivation is shown in the
following figure:

Authentic Assessment

Public Service Motivation Attitudes

Knowledge Skills

R~
2

Rational Affective Norm-Based

Figure 3. Condition of public service motivation

Source: Own compilation
Clarity of purpose

Educational assessments conducted by educators have achieved the goal. Likewise, the
educational assessment carried out by the school through the school examination mechanism has a
clear purpose. This clarity was detected from the implementation of the assessment aspects of
knowledge, attitudes, and skills. Whereas the assessment conducted by the government does not
show clarity of objectives in the aspects of assessment for learning and assessment as learning.
Regulatively, the purpose of the national exam is directed at mapping the quality of education.
Questioning the goal and some other elements as shown in the following table:
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Table 2
Model, Purpose, Types, and Scope of Assessment
Approach / Purpose Assessment Type Scope

Assessment A "
Model ssessmen

Assessm_ent for Assessm_ent Summative | Formative | Teacher | School | Government

of learning learning as learning
National
Computer \ X X \ X X X \
Based
School v y v v y v v x
exams

Documents, Guidelines for Implementing High School Assessments (data processed by
researchers).

Source: Central Java Province Education and Culture Office, High School Development
Section

Noting the table above it must be shown that the computer-based national exam evaluation
model is oriented towards the assessment of learning, ignoring the importance of assessment for
learning and assessment as learning. The type of assessment is summative, which is separate from
assessment and learning. Actors from implementing computer-based national exams are conducted
by the government once a year. The school exam evaluation model is oriented towards all
assessment approaches and accommodates all types of assessments conducted by teachers and
schools. Two assessment models conducted by schools and the government have not been
summarized in the design of the assessment. Through determinant factors predicted to facilitate
policymakers and public managers in making the design of educational assessments.

CONCLUSION

Effective collaboration between the Educational Quality Assurance Agency and the Office of
Education and Culture in Central Java Province is needed in improving the achievement of
educational assessment standards. There is no guidance and assistance program so that research
findings on teacher-researchers are ignored. The practice of public service motivation is recorded to
be effective in norm-based and affective aspects, while the rational aspects were left untouched.

The clarity of the purpose of assessment is embedded in the school exams conducted by
educators and schools. The computer-based national exams conducted by the government do not
have clarity on aspects of assessment for learning and assessment as learning. Likewise, national
examinations aimed at mapping the quality of education were not achieved. By considering the
determinant factors, the design of the management of educational assessment will be easier to build.
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YHOPABJIIHHA OCBITHBOI OI[IHKOIO ¥ BH3: TPAHCIHEHAEHTHI ®AKTOPH

Moh. Zamili Ida Hayu Dwimawanti
Ynisepcumem [linonecopo Yuisepcumem [linonecopo
Cemapane, Inoonesis Cemapane, Inoonesis
Sri Suwitri Kismartini
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MeTo10 1aHOTO JTOCIIPKEHHSI € BUBUCHHSI YIIPABIIHHS OCBITHBOIO OI[IHKOIO 3 ypaXyBaHHSIM
KUTBKOX TPAHCICHJICHTHUX YWHHUKIB. BUSBICHHS TPaHCICHICHTHUX YWHHUKIB BUIUIMBAE 3
KOHTEKCTY JOCHI/DKEHHS, 3aCHOBAHOTO Ha MPHUHIMIAX JEP>KaBHOTO YIPABIIHHS, 30KpeMa —
YOpaBIIHHS CHUCTEMOIO OCBITOIO. JlOCHIIKEeHHS CPOKYCOBAaHO Ha CJIA0KMX 1 CHJIIBHHUX CTOPOHAX
JAaHUX TIPO JIOCSATHEHHS OCBITHIX CTaHIAPTIB, a CaMe CTaHJapTy OCBITHHOI OIIHKU. MeToa0J10ris:
JUIs BUBYEHHS (DEHOMEHA JOCIIKEHHS! BUKOPUCTOBYEThHCS MapaleNbHUM TPIaHTYJIALIMHUNA TU3aliH.
[HCcTUTYT 3a0€3meueHHsl SIKOCTI OCBITH TaKOX 3pOOHB CBilf BHECOK B II€ JOCHIHPKEHHS Y BHIJISAIL
BTOPUHHUX JAaHHUX MPO SIKICTh OCBITH. 3aXO0JH, IO CTOCYIOTHCS BOCHMH HAIllOHATHHUX OCBITHIX
CTaHJIapTiB, 3aCHOBaHI Ha TMOKAa3HMWKAX B IHCTPYMEHTaxX caMoOIliHku Ikl [IpoaHanizoBano
OI[IHOYHI KapTKU SIKOCTI 3a CTaHJApTaMU OIIHKK JUIsi OTPUMAHHS YaCTOTHOTO PO3MOALLY, IO
CKJIaJa€ThCsl 31 CTaHJIAPTHUX BIAXWIEHb 1 cepeiHix OaniB. Byma crBopena Qokyc-rpyna s
MIATBEPKEHHS 3310BOJICHOCT] MOCIYraMH 3 OLIHKHM OCBITH. BukopucroByeThcs Mojienb Maiinza-
XyOepMaHa SK MpOLEAYpU SIKICHOTO aHaji3y AAaHUX 1 00poOise€Thes 3 BUKOpPUCTaHHAM 81 Bepcii
nporpamMHoro 3a0e3neueHHss ATLAS.ti. Pe3yabTatH pociipkeHHS MOKa3ylOTh, 110 (haKTOpH
JiJepcTBa B OCBITi, MOTHBAIlIS 0 JEPKABHOI CIYKOH, SCHICTh LiJIEH 1 MPUXUIBHICTh LIHHOCTIM
CHJILHO BIUTMBAIOThH Ha YIPABITIHHSA OLIHKOIO B By3ax LleHTpanbHoi SABH.

Ki1r040Bi ci10Ba: MeHeKMEHT, OCBITHS OIIHKA, CTapllla CepeIHs MIKOa, TPOBIHIIIS.
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YIPABJIEHHUE OBPA3OBATEJBbHON OIIEHKOM B BY3E:
TPAHCHEHJAEHTHBIE ®AKTOPDbI

Moh. Zamili Ida Hayu Dwimawanti
Ynueepcumem /[unonezopo Ynueepcumem /Junonezopo
Cemapane, Unoonesus Cemapane, Unoonesus
Sri Suwitri Kismartini
Ynusepcumem Tuoap Ynueepcumem J[unonezopo

Macenane, Hnoownesus Cemapane, Unoonesus

LlesibI0 JTAaHHOTO MCCIIECAOBAHUS SBISICTCS M3yUCHHUE YIPABICHHUS 00pa30BaTeNbHON OLEHKON
C y4€TOM HECKOJBbKHUX TpPAaHCLUEHICHTHHIX (PAKTOpPOB. BrIsgBIIeHHE TpaHCLUEHIEHTHBIX (HaKTOPOB
clleyeT M3 KOHTEKCTa HCCIEJOBaHMUs, OCHOBAaHHOIO Ha NPHUHLHUIAX TOCYJapCTBEHHOIO
yIpaBieHUs, B YaCTHOCTH — YIpaBlieHUsl cucteMoil oopazoBanueM. Mccnenoanue chokycupoBaHo
Ha cJa0bIX ¥ CHJIBHBIX CTOPOHAX JAHHBIX O JIOCTMIKEHHUH 00pa30BaTEIbHBIX CTAHIAPTOB, a UMEHHO
CTaHIapTa oOpa3oBaTeNbHOW OICHKH. MeTomoJiorusi: Ui u3ydeHus (EHOMEHa HCCIeI0BaHUS
WCIIONB3YETCSl MapajuIeNIbHBIA TPUAHTYISITUOHHBIA Au3aiiH. MHCTUTYT obOecrneueHusi KadecTBa
o0pa3oBaHMs TaK)Ke BHEC CBOM BKJIAJ B 3TO MCCJEIOBAHUE B BUJE BTOPUYHBIX JAHHBIX O KaueCTBE
oOpazoBanms. Mepbl, Kacalomuecs BOCBMH HAIMOHAIBHBIX 00pa30BaTENbHBIX CTAHIAPTOB,
OCHOBaHbl Ha MOKa3aTeNIIX B MHCTPYMEHTaX CaMOOLIEHKU WIKOJ. [IpoaHann3upoBaHbl OLIECHOUYHBIE
KapTOYKM KadyecTBa IO CTaHAapTaM OLEHKH JUIsi TIOJYYeHHS YacCTOTHOTO pacIpeiesieHus,
COCTOSIIIIET0 M3 CTaHAAPTHBIX OTKJIOHEHUH U cpeaHux OamnoB. beina co3gana doxyc-rpynmna ass
MOJITBEPK/ICHUS YIOBJIETBOPEHHOCTH YCIyraMy 1O OLleHKe oOpaszoBaHms. Mcmonb3yercs mojens
Maiinza-XybepMaHa B KadecTBe IPOIEAYPbl KAaUeCTBEHHOTO aHAIM3a JaHHBIX U 00pabaThIBaeTcs ¢
MCIIOJIb30BaHNEM 8if Bepcuu nporpaMMmHoro odecrnieueHuss ATLAS.ti. Peszyibmamol MCCIICIOBAHUS
MOKa3bIBAIOT, YTO (haKTOPHI JHAEPCTBA B 00Opa30BaHUU, MOTHBAIIMHM K TOCYJAapCTBEHHOH ciyxo0e,
SICHOCTHU 1IeJIeH U MPUBEPKEHHOCTH IIEHHOCTSAM CHJIBHO BJIMSIIOT Ha YIPABJICHHE OLIEHKOM B By3ax
IlenTpanbHol ABbI.

KiroueBble ciioBa: MeHEIKMEHT, oOpa3oBaTesibHas OLIEHKA, CTapuias CpeaHss LIKOoJa,
MIPOBUHIIHUA.
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Abstract. This research contributes to efforts to improve marketing performance in batik
small and medium enterprises that care about the sustainability of the ecosystem through ecological
innovation and ecological marketing. This paper discusses the results of a study of the relationship
between marketing and the willingness to support environmentally friendly among small-scale
‘batik’ (Indonesian traditional clothing) producers in Central Java. The study was conducted on
natural color batik SMEs in Central Java with a total sample of 120 respondents obtained through
non-probability sampling to test the relationship between variables that developed in this study,
using SEM-PLS modeling. The findings suggest that the performance of green marketing can be
enhanced by ecological innovation through intervening variables of ecological marketing. The
study found that operators with higher marketing performance measured by customer growth,
market share and sales volume were more willing to replace synthetic dyes with more
environmentally friendly natural dyes, even though the price of batik products was more expensive.
The increased performance of green marketing in this study, it is expected to be able to encourage
batik SMEs who use synthetic dyes to switch to natural dyes to reduce environmental pollution and
protect the world from degradation through sustainable consumption and production.

Keywords: green marketing performance, ecological innovation, ecological marketing,
sustainability.
JEL Classification: Z1, K3, L5, L8.

INTRODUCTION

Sustainability becomes a strategic issue in realizing the goals of sustainable development,
although the idea of sustainability is not new to organizations, green businesses are still concerned
about the subsequent benefits that will be generated (Hassini, Surti and Searcy, 2012), which only
sporadically pay attention to sustainability issues (Leonidou and Leonidou, 2011; Seuring and
Miiller, 2008). To integrate sustainability into organizations is still a challenge and difficult for
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many people (Millar et al., 2012). Current ecological challenges require managers to formulate
green marketing strategies to achieve marketing performance. This conceptual paper is intended to
investigate the impact of green marketing strategies on the marketing performance of companies
doing green business through the analysis of green innovation.

Green marketing performance is a managerial perception of a company's ability to pay
attention to environmental impacts in carrying out its production processes to achieve market share,
sales growth, increase profitability, brand equity, customer satisfaction, and loyalty. However,
research related to past marketing performance measurement has not touched and contributed to
economic sustainability in the future. In previous studies, marketing performance measures can be
obtained through marketing function activities consisting of market share, customer satisfaction,
customer loyalty/retention, brand equity, and innovation (Gao, 2010). There are eight variables to
measure organizational performance consisting of customer satisfaction, employee morale, sales
growth, profitability, productivity, quality cost reduction, financial performance and environmental
performance (Padma, Ganesh and Rajendran, 2008).

There is still very little research that reflects sustainable marketing strategies (Kumar,
Rahman and Kazmi, 2013), so this area can be explored further. Current ecological challenges
require managers to formulate strategies that control pollution and conserve natural resources
(Millar et al., 2012). Marketing plays an important role in directing companies to improve
performance (Chabowski, Mena and Gonzalez-Padron, 2011). Some strategic policies and product
consequences from the adoption of green initiatives as marketing strategies were also carried out by
(Sharma, lyer, Mehrotra and Krishnan, 2010). Therefore, this implies that the involvement of green
marketing is very important and cannot be avoided to improve marketing performance.
Measurement of green marketing performance includes: improving a good corporate image,
reducing waste, minimizing costs, increasing customer satisfaction, increasing productivity,
increasing market share, and of course profitability (X. Chen, Zou and Wang, 2009). This research
refers to the aim to ensure production patterns through sustainable management of natural
resources, reduce environmental pollution, and improve green marketing performance. This study
will analyze the relationship between ecological innovation and the role of ecological marketing as
an intervening variable on the green marketing performance.

Relationship between Ecological Innovation and Green Marketing Performance

Ecological innovation is considered as a new product or process that adds value to businesses
and customers, significantly reducing environmental impact (Fussler, 1996). Ecological innovation
can be divided into green products and processes, including innovations in technologies involved in
the design of green products, using energy savings, waste recycling, and technology to prevent
pollution (Y. S. Chen, Lai and Wen, 2006). Ecological innovation is divided into the process,
product and organizational innovation (OECD, 2009). All technologies and innovations developed
for new products or services that provide positive benefits to the environment are key factors for
sustainability for the company (Ar, 2012). Many companies are willing to invest and put more
effort into developing ecological innovation, therefore, developing ecological innovation is a win-
win solution for resolving conflicts between economic development and environmental protection
(Chang and Taylor, 2016).

The Diffusion of Innovation Theory applies to support the relationship between ecological
innovation and corporate marketing performance. This theory explains how to increase the rate of
adoption of green products, services, and processes to help companies gain a competitive advantage
(Vaccaro, 2009). Therefore, ecological innovation can be considered as a unique resource that is
owned by the business that allows companies to gain competitive advantage and simultaneously
improve the performance of environmentally friendly marketing. Green marketing performance is
reflected in the perceived and expected benefits of the integration of environmental management in
their business operations (Psomas, Fotopoulos and Kafetzopoulos, 2011).
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Ecological innovation for Small and Medium Enterprises (SMEs), including in new
developments that include environmentally friendly products and change processes or
environmentally friendly production methods (Oxborrow and Brindley, 2013). In Indonesia,
ecological innovation can be found in natural color batik UKM that was developed in 2004, through
socialization and training to batik UKM, in order to use natural dyes. However, the development of
natural color batik SMEs is felt to be very slow, due to the difficult production process, high costs
and the resultant coloring of batik products that are not bright enough, making it less attractive to
the market. Therefore, through the analysis of the relationship between ecological innovations on
the performance of environmentally friendly marketing, it is hoped that the results of this study can
increase the number of natural color batik SMEs.

H1: There is a positive relationship between ecological innovation and the performance of
environmentally friendly marketing

Relationship between Ecological Innovation and Ecological Marketing

Ecological innovation is the creation of new and competitive efforts from products, processes,
systems, services, and procedures that are designed to meet human needs and provide better quality
of life for ecosystems, with a minimum utilization of the life cycle of natural resources and a
minimum release of toxic substances (Reid and Miedzinski, 2008). Ecological innovation is the
production, assimilation or exploration of a product, production process, service or management
method or business that is new to the organization (developing or adopting it). It is resulted
throughout its entire life cycle, in an environment with fewer risks, less pollution and impacts other
negatives of resource use, power inclusive, compared to relevant alternatives (Kemp and Pearson,
2007). Ecological innovation is a systemic process, technology, and / or social change, which
consists of the discovery of ideas and their application in environmental improvement practices
(Carrillo-Hermosilla, del Rio Gonzalez and K6nnola, 2009).

Ecological marketing addresses the needs of consumers with high environmental and social
awareness. Green marketing influences how companies manage their business and interact with all
stakeholders who might be affected by their environmental and social practices (Ottoman, 2008).
Green marketing is a process that includes: operations management, marketing ethics, consumption
ethics, corporate social responsibility, sustainable consumption, economic and consumer policies,
socially responsible investment and materialism (Chamorro-Premuzic, Furnham and Lewis, 2007).
Effective green marketing strategies must be further developed on green branding, packaging,
labeling, and advertising to create demand for environmentally friendly products (Juwaheer,
Pudaruth and Monique, 2012). The goal of ecological marketing is to reduce the impact on the
natural environment during the process of planning and implementing products or services, prices,
places, and promotions. Green marketing covers from production to post-purchase services with the
aim of balancing corporate profits and protecting the environment (Gordon, Carrigan and Hastings,
2011). Green marketing covers a variety of activities, including product modification, changes in
the production process, packaging changes, renovations, and styling and modifying green
advertisements (Sarkar, 2012). The goal of green marketing is to create profits and maintain social
responsibility (Mourad and Ahmed, 2012). This can be achieved if the company continues to carry
out ecological innovation.

H 2: Ecological innovation positively influences ecological marketing

Relationship between Ecological Marketing and Green Marketing Performance

As global markets continue to evolve, the pillars of sustainability (i.e., environment, economy
and social justice) are increasing, as part of marketing decision making (Huang and Rust, 2011).
Ecological marketing is a process that includes: operations management, marketing ethics,
consumption ethics, corporate social responsibility, sustainable consumption, economic and
consumer policies, socially responsible investment and materialism (Chamorro-Premuzic et al.,
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2007). Green marketing influences how companies manage their business and interact with all
stakeholders who might be affected by their environmental and social practices (Ottman, 2014).
Developing an environmentally friendly marketing (eco-marketing) strategy, which includes efforts
to produce, promote, package, and reclaim products in a way that is sensitive or responsive to
ecological problems, has received great attention. An environmentally friendly marketing strategy
will follow the attention of consumer consumption (Sheng, Zhou and Li, 2010).

The positive relationship is between the performance of green product development and the
two antecedents of green dynamic capabilities and green transformational leadership. That is partly
mediated by green creativity shows that green dynamic capabilities and green transformational
leadership cannot only directly affect the performance of green product development positively but
also indirectly directly influence it positively through green creativity (Y. S. Chen, 2013). In
applying ecological marketing in business, it is necessary to consider the extent to which managers
know and apply ecological marketing as a long-term strategy (Funaru, 2014). Ecological marketing
brings together a variety of activities including modifying products, changing production processes,
changes in packaging and advertising (Popescu, Corbos, Comanescu and Bunea, 2017).

H3: Ecological marketing has a positive influence on green marketing performance

Based on the research hypothesis, the empirical research model is projected in the following
diagram model:

H1

GREEN
MARKETING
PERFORMANCE

GREEN
MARKETING

ECOLOGICALI

NNOVATION

)\ 4

H2

Figure 1. Research Model
Source: Own compilation

This study examines the direct effect of ecological innovation on the performance of green
marketing and the indirect effect through ecological marketing.

Several previous studies related to the effect of ecological innovation on organizations
produce value in defining innovations that are able to attract green revenues in the market, reduce
environmental impacts while creating value for organizations (Foxon and Andersen, 2009).
Ecological innovation is involved in creating and spreading the benefits of new products called
environmental innovation varieties (Galliano, Magrini, Tardy and Triboulet, 2018). This involves
creating new spaces in markets, products and services or processes that involve social,
environmental, or sustainability. Other studies using three dimensions of performance include
environmental performance, economic performance, and marketing performance (Fraj-Andrés,
Martinez-Salinas and Matute-Vallejo, 2009). Environmental performance is defined when
organizations carry out operations at low cost, reduce energy consumption, use recycled waste to
preserve and protect the environment (Gholami, Sulaiman, Ramayah and Molla, 2013).
Environmental performance, economic performance, and intangible performance are used to
measure the overall appearance of the organization (Laosirihongthong, Adebanjo and Tan, 2013).
Thus, it is hoped that green marketing is able to mediate the relationship between green innovation
and green marketing performance. In general, the research model directly links green innovation to


https://doi.org/10.26661/2522-1566/2020-1/11-07

MANAGEMENT AND ENTREPRENEURSHIP: TRENDS OF DEVELOPMENT
ISSUE 1 (11), 2020

green marketing performance. In addition, green innovation is indirectly related to marketing
performance through green marketing.

Table 1
Sampling Frame
Variable Indicator Code Source
Raw material efficiency Y2.1 | (Gao, 2010)
Waste reduction Y2.2 | (Kotler and Armstrong, 2011)
HR Enhancement Y2.3 | (Orlitzky, Siegel and Waldman,
Green Marketing Sales growth Y2.4 | 2015)
Performance Customer growth Y25
Profitability Y2.6
Customer satisfaction Y2.7
Customer loyalty Y2.8
Process Innovation X1.1 | (Publishing and Assessment, 2010)
Product Innovation X1.2 | (Atalay, Anafarta and Sarvan, 2013)
Eco-Innovation Organizational Innovation X1.3 | (Hojnik, Ruzzier and Manolova,
Information Technology X1.4 | 2018)
Innovations
Ecological Product Y1.1 | (Dalstrom, 2013)
. . Ecological Price Y1.2
Ecological Marketing Ecological Promotion Y1.3
Ecological Distribution Y14
METHODOLOGY

This research is included in the type of explanatory research with a quantitative approach to
look for explanations in the form of a causal relationship between several variables through testing
one hypothesis with another variable. The populations in this study were natural color batik
businesses in Central Java. The sample selection uses a nonprobability sampling technique with a
judgment sampling technique, which is a sample determination technique with certain
considerations for natural color batik businesspersons and natural color batik incorporated in UKM
so that 120 samples are determined. Sources of data came from natural color batik businesspersons
and natural color batik in MSMEs and data collection was carried out through questionnaires to
respondents.

Validity and Reliability Testing

Validity testing is done to find out how well an instrument measures the concept or what
should be measured using the loading factor value of each question item. A valid research
instrument is required to have a loading factor of more than 0.5 (Ghozali, 2011). While reliability
testing uses Cronbach's Alpha method in which one questionnaire is considered reliable if
Cronbach’s Alpha> 0.6 (Ghozali, 2011).

Analysis Techniques

To test the model and connectedness developed in this research, an analytical technique is
needed. The analysis technique used in this research is Structural Equation Modeling (SEM) with
the PLS program. This technique is intended as a group of statistical testing techniques that make it
possible to examine a relatively complex set of relationships/models (Ferdinand, 2014).
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RESULTS AND DISCUSSION

According to factor analysis of confirmatory on an exogenous construct includes variable of
ecology innovation and ecology marketing can be known that all of indicators have been value of
Standardized Regression Weights > 0,5 with significance < 0,05 can be known from table below:

Table 2
Standardized Regression Weights

Estimate Estimate S.E. C.R. P Label
IEK1 <--- Ecology Innovation ,820 1,000
IEK2 <--- Ecology Innovation ,846 1,076 ,102 10,520 *** par_ 1
IEK3 <--- Ecology Innovation 797 1,001 ,083 11,993 *** par 2
IEK4 <--- Ecology Innovation ,868 1,030 ,098 10,469 *** par_3
PEK4 <--- Ecology Marketing ,865 1,000
PEK3 <--- Ecology Marketing ,855 968 ,082 11,778 *** par 6
PEK2 <--- Ecology Marketing ,756 ,897 1,090 9,935 *** par 7
PEK1 <--- Ecology Marketing ,896 1,027 ,082 12,486 *** par_8

Source: Primary Data Primer Managed, 2019

Moreover, the measurement of exogenous construct of ecology innovation and ecology
marketing will be executed by applying each indicator that has been decided.

Analysis of Outer Model (Measurement Model)

The outer model analysis is conducted to ensure that the indicators used are feasible (valid
and reliable) to be used as a measure of the variables studied. The Outer model defines the
relationship between latent variables and their indicators. Outer model analysis can be seen from
several indicators, namely convergent validity, discriminant validity, and un-dimensionality.

Convergent Validity

The value of discriminant validity is the value of the loading factor in the latent variable with
its indicators. The value of the loading factor is expected to be 0.70, but a value between 0.5 0 can
still be tolerated as long as the model is still in the development stage. The results of data
processing indicate a loading factor:

Table 3

Convergent Validity

Indicators | Loading Factor
1 2
X1.1 0.773
X1.2 0.808
X1.3 0.842
X1.4 0.848
Y1.1 0.546
Y1.2 0.761
Y1.3 0.785
Y1.4 0.804

Table 3 continuation on the next page
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Table 3 continuation

1 2
Y21 0.778
Y2.2 0.735
Y2.3 0.692
Y2.4 0.819
Y25 0.784
Y2.6 0.759
Y2.7 0.782
Y2.8 0.529

Source: calculated by authors

In addition to the value of the loading factor, convergent validity can also be seen from the
Average Variance Extracted (AVE). The expected AVE value is > 0.5. In the study of AVE values,
each construct is above 0.5. Therefore, there is no problem of convergent validity in the model
under test. The results of the data processing show the AVE value of construct:

Table 4
Average Variance Extracted (AVE)
Construct AVE
X1 0.535
Y1 0.547
Y2 0.669

Source: calculated by authors

Discriminant validity can be seen from the value of the cross-loading factor.

If the correlation of the indicator with its construct has a higher value than the correlation of
the indicator with another construct, it is said that the construct has high discriminant validity. The
correlation of the indicator with the construct has a higher value than the correlation of the indicator
with other constructs. Therefore, the construct has high discriminant validity.

Table 5

Discriminant Validity

. Marketing Greer_l
Innovation Ecology Marketing
Performance
X1 0.731
Y1 0.437 0.557 0.818
Y2 0.457 0.740

Source: calculated by authors
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Test for dimensionality

In dimensionality indicators are performed using composite reliability and Cronbach alpha.
Data that has a value of composite reliability and Cronbach alpha > 0.7 means that the data has a
value of reliability or high reliability. The results of the data processing show the Composite
Reliability construct and Cronbach Alpha construct, it is known that all constructs have a high
degree of reliability, because of the value of composite reliability and Cronbach alpha > 0.7.

Table 6
Composite Reliability Cronbach Alpha
Composite Cronbach's
Reliability Alpha
X1 0.818 0.702
Y1 0.890 0.835
Y2 0.905 0.881

Source: calculated by authors
Inner Model Analysis (Structural Model)

The inner model describes the relationship between latent variables based on substantive
theory. This analysis is done to ensure that structural models are built robust and accurate. Inner
model evaluation can be seen from several indicators namely Coefficient of Determination (R2).
The value of R2 is the coefficient of determination in endogenous constructs. The results of the data
processing show the value (R2) of the Endogenous Variables

Table 7
R Square
Endogenous R Square
Variable R Square Adjusted
Ecological
Marketing 0191 o1
Green Marketing 0.367 0.356
Performance

Source: calculated by authors

Hypothesis Testing
Hypothesis testing is done by looking at the probability value and t-count. The evaluation
criteria are if p-value <0.05 or t-count> t-table then the hypothesis is accepted.

Table 8
SEM-PLS, Hypothesis Testing Results
- Standard Deviation T Statistics | P
Original Sample (O) Sample Mean (M) (STDEV) (I0/STDEV)) | Values

ecological innovation -> green 0.264 0.271 0.087 3.017 | 0.003
marketing performance
ecolagical innovation -> 0.437 0.447 0.075 5.832 | 0.000
ecological marketing
ecological marketing -> green 0.442 0.446 0.082 5.396 | 0.000
marketing performance

Source: own calculation
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The results of hypothesis testing indicate that p-value <0.05, so it can be said that all three
hypotheses can be accepted.

RESULT AND DISCUSSION

The test findings in hypothesis 1 state that ecological innovation has a positive and significant
effect on the performance of green marketing. This means getting higher.

Ecological innovation can guarantee a marketing performance that is further improved.
Ecological innovation is the ability of companies to turn new knowledge and ideas into products,
processes, and organizations while maintaining the environment. Regarding organizational green
innovation, several authors state that green innovation involves the implementation of several
management activities aimed at reducing environmental impact (Triguero, Coércoles and Cuerva,
2014), although the study of ecological innovation in SMEs is not like that of large companies
(Dahlander and Gann, 2010). In this study, ecological innovation in SMEs in natural color batik can
affect marketing performance. The results of this study support previous research that was
investigated by (Saunila, Ukko and Rantanen, 2014).

The test findings in hypothesis 2 state that ecological innovation has a positive and significant
effect on ecological marketing. The findings of this study indicate that the higher the ecological
innovation can influence its ecological marketing. The findings of this study supporting the
relationship between various aspects of innovation have been empirically examined in detail,
especially for green innovation (Noailly and Ryfisch, 2015).

Hypothesis 3 states that green marketing has a positive and significant effect on the
performance of green marketing. This means that SMEs have higher ecological marketing
associated with innovating regional unique motifs, designs with nuances of cultural diversity,
symbols of local regional identity, and unique local cultural identities will enhance green marketing
performance. Even so, SMEs having green marketing will take action to design products and mix
marketing to create specific memories for customers, so customers from segmented target markets
understand and understand the innovation of batik products of the company. The success of green
marketing performance will still be an important managerial concern, because not only successful
green marketing is also a major source of financial markets and performance development but they
can also show undiscovered business opportunities (Wilkinson, Thomas and McNally, 2011).

CONCLUSION

The first research finding is the direct influence of ecological innovation on the performance
of green marketing is potential because it has a significant influence on the measurement results.
The direct influence of this ecological innovation shows that the ability of innovation to develop
products, processes, and organizations that favor sustainability can improve green marketing
performance.

The second research finding is the indirect effect of ecological innovation on the performance
of green marketing through ecological marketing. The direct effect on the first pathway between
ecological innovation and green marketing performance shows significant results, the alternative
second pathway has great potential in improving marketing performance. This means that
ecological innovation also has an indirect effect on marketing performance through the
development of green marketing. Thus, it can be said that ecological innovation can and can
improve marketing performance, another way can be done, namely by creating ecological
marketing development.
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POJIb EKOJIOTTYHUX THHOBAIIIN Y BAOCKOHAJIEHHI ITPOLIECY
BITPOBA/KEHHSA EKOJIOTTYHHOI'O MAPKETHHI'Y

Cicik Harini John J. O. I. Ihalauw
Xpucmusncokuil ynisepcumem Xpucmusncovkuil yHisepcumem
imeni Camos Bakana imeni Camos Baxana
Canamiza, Inoonesis Canamiza, Inoonesis

Sony Heru Priyanto Roos Kities Andadari
Ilpezudenmcoruii ynisepcumem Xpucmusancovkuil ynigepcumem
bexaci, Inoonesisa imeni Camwsi Baxana

Canamiza, Inoonesia

JlaHe AOCHIKEHHS CHpUsi€ TOKPAIICHHI0 MAPKETHHTOBHX IOKAa3HHMKIB MaJMX Ta CEepeIHiX
MIJIPUEMCTB JIETKOI MPOMHUCIOBOCTI, SIKI MIKIYIOTbCS PO CTIMKICTh E€KOCHUCTEMH MUIIXOM
BIIPOBA/KEHHS €KOJIOT1YHUX IHHOBAIIKA Ta €KOJOTIYHOTO MApKETHHTY. Y CTaTTi PO3IIIAar0ThCs
pe3yabTaTH JAOCHIDKEHHS B3a€EMO3B'A3KY MIK MAapKETMHIOM Ta TOTOBHICTIO MIATPUMYBAaTH
eKOJIOTIYHO 4YHCTe BHPOOHHUITBO cepel JpiOHMX BUPOOHUKIB «OaTHWKiBY» (iHIOHE31HCHKUI
Tpaauuiiaui oxsr) y Llentpanbuiit fBi. [dochimkenHs Oylo MpOBEIEHO Ha MalluX 1 CepedHix
MiANMPUEMCTBAX 3 BUPOOJIECHHS OATHKIB MPHPOTHOTO KOJIBOPY y IEHTpaibHIM SIBi, 3araibHOIO
BUOipKor0 3 120 pecnoHIEeHTIB, 3aJly4eHHX 3a JOIMOMOTOK BHIAAKOBOIO BimOopy mpol ais
MEPEBIPKU  B3a€MO3B'A3KY MK 3MIHHUMH, SIKi Oyau po3poOiieHi B [bOMY JOCITi/DKEHHi, 3a
nonomororo mojentoBanHs SEM-PLS. Otpumani pe3ynabTatu cBiuaTh Npo Te, MO €PEKTHUBHICTH
€KOJIOTTYHOTO MAapKEeTHHI'y MOXe OyTH MiJBHILIEHA 3a paXyHOK EKOJIOTIYHUX IHHOBalii uepe3
BIIPOBA/PKEHHSI 3MIHHUX €KOJIOTIYHOTO MAapKeTHUHTy. JlOoCHijyKeHHs BUSBWIIO, IO OIEpaTopH 3
OUIbII BHCOKMMM TIOKa3HUKaMU MAapKETUHIOBOI JISJIBHOCTI, SIKI BUMIPIOIOTBCA 3POCTaHHIM
CMOKMBAYiB, YACTKOIO PUHKY Ta 00CATOM NPOJaKiB, TOTOBI OyJM 3aMIHUTU CHUHTETUYHI OapBHUKHU
Ha OLIBII €KOJOTIYHI HPHUPOJAHI OapBHUKH, XOdYa I[IHa OAaTHKOBHUX BHpPOOIB Oyia JOPOXKUOIO.
JlociipKeH1 HUISAXH MiJIBUIIEHHS €()eKTUBHOCTI 3€JIEHOT0 MAPKETHHTY, 3MOXKE 3a0XOTHTH OaTUKOBI
MCII, ski BUKOPHUCTOBYIOTb CHUHTETHYHI OAapBHUKM, MEPEUTH HA HPUPOJHI OapBHUKH, 11100
3MEHIIUTH 3a0pyJHEHHS HaBKOJIMIIHBOTO CEPEOBMINA Ta 3aXUCTUTH TIJOOAJIBHUI CBIT BiX
Jerpajarii 3a paxyHOK CTaJIOTO CIIOKWBAaHHS Ta BUPOOHUIITBA.

Kuro4oBi ciioBa: exosioriyHa e(eKTUBHICTh MAPKETHUHTY, €KOJIOT1YHI 1IHHOBAIIi1, €KOJIOTIYHHUH
MapKETHUHT, CTIHKICTb.
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POJIb DKOJIOTHYECKHUX MHHOBAIIAM B COBEPIIEHCTBOBAHUH ITPOIIECCA
BHEJAPEHUS DKOJTOI'MYECKOI'O MAPKETHHI'A

Cicik Harini John J.O.1. Ihalauw
Xpucmuanckuti ynugepcumem um. Camos Bakana Xpucmuancxuti ynusepcumem um. Camos Baxana
Canamuea, Hnoonesus Canamuea, Hnoonesus
Sony Heru Priyanto Roos Kities Andadari
IIpe3udenmckuil ynusepcumem Xpucmuanckuil ynueepcumem um. Camos Bakana
bexacu, Hnoonesus Canamuea, Hnoonesus

JlaHHO€ MCCleIOBaHUE CIIOCOOCTBYET YIYUIIEHUI0 MAapKETUHTOBBIX IMOKa3aTelell MalblX U
CpPEeIHUX NPENNPHUITHNA JIETKOM NPOMBIIUICHHOCTH, KOTOpble 3a00TATCS 00 yCTONYMBOCTH
9KOCHUCTEMBI IIyTEM BHEJPEHUsS 3KOJOTMUYECKMX HMHHOBAIIMM U HKOJIOTMYECKOTO MapKeThHra. B
CTaThb€ pPACCMATPUBAIOTCSA PE3YJIbTATHl MCCIECIOBAHUS B3aUMOCBA3M MEXJY MAapKETUHIOM U
TOTOBHOCTBIO TIOJIIEP>KUBATH YKOJIOTUYECKUA YUCTOE TIPOU3BOICTBO CPEU MEIKUX MTPOU3BOIUTEIICH
«baTuKoB» (MHIOHE3WicKas TpaauluoHHas oaexnaa) B Llentpanbnoit SBe. MccnenoBanue ObuLio
MPOBEJICHO HA MAJIBIX M CPEIHUX MPEIINPHUITHIX IO BBIPAOOTKE OATHKOB €CTECTBCHHOTO IIBETA B
neHTpanbHOM SIBe, oOmel BeIOOpPKONH u3 120 pecrnoHAEHTOB, IPHUBJICYCHHBIX C TTOMOIIBIO
CIlydaifHOTO 0TOOpa MpoO IS MPOBEPKH B3aWMOCBSI3M MEXKIY IMEPEMEHHBIMH, KOTOPBIC OBLIH
pa3zpaboTaHbl B 3TOM HCCIEAOBaHUU C momomlpio MoxaenupoBanuss SEM-PLS. IlomyuenHsie
PE3yNIbTaThl CBUJICTEIBCTBYIOT O TOM, 4YTO 3()()EKTHBHOCTH IKOJIOTHYECKOTO MApKETHHTa MOXKET
ObITh TMOBBIIIEHA 3a CYET OKOJOTMYECKUX WHHOBALIMKA uepe3 BHEIPEHHE IEePEeMEHHBIX
9KOJIOTUYECKOr0 MapkeTuHra. MccinegoBaHue IMokaszano, 4TO OmepaTopel ¢ 00jie€ BBICOKUMHU
MOKAa3aTeIsIMI MapKETUHTOBOH JI€ATEIbHOCTH, KOTOPbIE U3MEPSIIOTCS pOCTOM MOTpeduTeneil, nonei
pBIHKA W OOBEMOM TIPOJAXK, TOTOBHI OBLIM 3aMCHHTH CUHTCTHUYECKHE KpAacHTEIW Ha Ooiee
SKOJIOTMYHBIE TPUPOAHBIE KPACUTENH, XOTS IleHa OaTUKOBBIX W3JEINil ObUla OpOXKe.
HccnenoBanabie crmocoObl MOBBIMICHUS d()(GEKTUBHOCTH 3€JICHOTO MApPKETHUHTA, KaK OXKHIACTCS,
cmoryt mpuBieds MCII mo mnpousBoACTBY OaTHKOB, KOTOpbIE HCHOJB3YIOT CHHTETHUYECKHE
KpacUTEeNH, MEePEeUTH Ha TPHUPOIHBIE KPACUTENH, YTOOBl YMEHBIIUTH 3arpsi3HEHHE OKPYKaOIIeH
Cpelsl W 3alIMTUTh TIOOANbHBIA MHUpP OT JAErpajaliu 3a CUeT YCTOWYMBOTO MOTPeOJIeHUs U
MPOU3BOJCTBA.

KiaroueBble cjoBa: »skonornueckas dPGEKTUBHOCTh MApKETHHTa, HKOJIOTHYECKUE
WHHOBAIIUH, SKOJIOTUYECKUM MAPKETHHT, YCTOUYHUBOCTb.
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Abstract. The study of social entrepreneurship and the assessment of its necessity caused by
socio-economic problems like low level of household purchasing power and state failure to solve is
relevant. The need to introduce and develop social entrepreneurship requires favourable
environment in the country, determined by state support, public acceptance and availability of
potential investors. The phenomenon of social entrepreneurship in the economy has dual nature: it
contributes to full satisfaction of households™ basic needs and ensures social entrepreneur's self-
realization. Social enterprise provides both non-commercial and commercial activity. A non-profit
component is a key one in the European model of social entrepreneurship. Assessment of nature and
opportunities of social enterprises development allows to reach the principle of “need-opportunity”
balance aimed at effective management decision-making regarding the expediency to introduce the
form of business in the country. If there is a need for social entrepreneurship national economy
demands building favourable environment for its functioning and development. The study purpose
is to propose the assessment method of social entrepreneurship nature and its development and the
necessity of its application around the world, to single out conditions for its development to solve
socio-economic problems and move towards the economy with a human face. The study object is
scientific and practical basis of social entrepreneurship development in the context of the necessity
of its implementation and operating environment. Methodology: comprehensive assessment
approach has been used in the study. It comprises different methods, namely: the index method (to
calculate sub-indices and the overall index, to make single system design to facilitate comparison);
the matrix method (grouping of countries according to their changing need for social
entrepreneurship); multiplicative model (analytical toolkit to determine overall index to estimate the
contribution of each indicator simultaneously). The study result is the assessment method of social
entrepreneurship nature and development implemented in the EU. Conclusions: it has been
determined that during 2016 and 2019, with a lag of three years, a third of European countries have
changed their attitude towards social entrepreneurship. Some countries have increased their need for
social enterprises, but favourable conditions for their development have not been built. Other
countries have been improving environment for social enterprise activities, but their demand has
been diminishing. The growing need for social enterprises in one third of the countries has been
accompanied by favourable environment for their activity and development. Scientific and
practical relevance is the possibility to apply the proposed method for any country or group of
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countries with similar level of economic development to prove the relevance of social
entrepreneurship implementation as innovation form of business, to identify the terms of its
advantageous development in the long period and to build the strategy of social enterprises
operations and their management.

Keywords: social entrepreneurship, index, EU countries, development, need for social
entrepreneurship, business environment with a human face.
JEL Classification: L31, O11, O15.

INTRODUCTION

The current stage of entrepreneurial activity is characterized by plunging spending power of
population, significant differentiation of income distribution, higher poverty and unemployment
rate, which will require new balanced mechanisms for the development of national economies, and
as a result harmonization of the world development. According to the World Bank statistics, about
46% of the world’s population is living on less than $ 5.5 a day (World Bank, 2018). The average
unemployment rate in the world has reached 5.6% (International Labour Organization, 2018).
According to ILO experts, the tendency for significant increase in the number of unemployed and
resource base contraction of national economies is displayed in many regions of the world.

The need to solve common problems of entrepreneurship produces the demand for effective
ways of controlled development of the world economy in general and individual national economies
in particular. Interdependence and level of economic openness, the need to solve common problems
form single system and develop successes and failures globally.

Traditional managerial methods have proved their ineffectiveness when meeting needs of
population, satisfaction of personal and public interests. One of the necessary hard factors is
introduction and development of social entrepreneurship as one of the advanced forms of economic
activity to ensure socio-economic development. In this case, the innovative form of business can not
completely offset existing problems, but can minimize their negative impact by successful
combination of creative business model with market-based management methods. The duality of
social enterprises lies not only in combination of commercial and non-commercial goals, but also in
the balance between public (solving socio-economic problems) and personal development of an
entrepreneur (vigor, self-realization, self-improvement, social consciousness).

Within the study's framework, we formulate several hypotheses regarding the nature and
further development of social entrepreneurship:

Hypothesis 1 (H1): higher unemployment rate requires enhancing development of social
entrepreneurship.

Hypothesis 2 (H2): higher income levels reduce the need for social entrepreneurship.

Hypothesis 3 (H3): the more favourable environment for social entrepreneurship a country
has, the less is need for it.

LITERATURE REVIEW

The issue of theoretical research of social enterprises and its relevance amid limited financial
resources make it impossible to meet primary human needs at the state level. Practical studies pay
special attention to the importance of social entrepreneurship when solving different economic level
issues.

Social entrepreneurship is a constant study object of foreign and Ukrainian scholars.
I.l. Bereznyak (2014), Z.I. Galushka (2013), O.B. Kireeva (2011), V.I. Udodova,
V.1. Shapoval (2013) and other Ukrainian scientists have been studying both theoretical and
practical aspects of functioning and development of social enterprises. Typically, scholars analyze
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and complement the concept of “social entrepreneurship”, demonstrate relevance of its functioning
and development in order to reduce the degree of uncertainty and risk in the context of growing
impact of global trends.

Monica Nandan, Tricia B. Bent-Goodley and Gokul Mandayam (2019) conducted thorough
analysis of social entrepreneurship and features of the portfolio of social values formation.
Scientists study the tendencies of social entrepreneurship development at the current stage of
economic development; determine peculiarities of this business form organization by building
innovative strategies to solve complex social issues. Foreign authors develop concepts, principles,
skills and practical examples of successful functioning of social enterprises in different countries
around the world. Scholars say that social entrepreneurs are agents of change who try to challenge
the hypothetical assumption of contradiction between social goods and entrepreneurship. This idea
is confirmed by the study of Byungchae Jin (2019), who found out the correlation between the
direct impact of social entrepreneurs™ intellectual abilities and the effectiveness in management to
combine social and economic goals. Besides, Grimes M., Vogus T. J., McMullen J. S. and Miller T.
L. (2013) emphasize that nowadays a social entrepreneur is usually a "built-in agent”, a highly
motivated person willing to take on this role.

Dahiya V.S. (2019) considers a social enterprise as an alternative way to solve social issues
by means of efficient business models and market economy in case the state cannot provide full
satisfaction of all human needs. This can be achieved, according to Battilana J. and Lee M. (2014)
by the combination of organizational forms of business and charity. This makes social enterprises
the ideal type of a hybrid organization.

The need for widespread of social entrepreneurship is proved by Corner P.D. and
Kearins K. (2018), who confirmed direct correlation between the number of social enterprises and
social problems that got solved.

Dacin T., Dacin M. and Tracey P. (2011) studied controversial aspects of social enterprises
functioning, analyzing advantages and disadvantages of this form of business and determining the
future prospects for its development.

Chandra Y. (2017) devoted his research to psychological impact of social entrepreneurship.
The scientist argued that social entrepreneurship is able to create self-confidence, avoid certain
ideological constraints, but also to form new life purpose, new social roles and connections that
provide the platform for shaping a new future. This is important, because social entrepreneurship, as
a form of business organization, provides autonomy focused on profitability and a high level of
emancipation for both entrepreneurs and those they serve.

Analysis of theoretical and practical studies of social entrepreneurship proves the importance
of the form of business organization amid plunging spending power of households and sustainably
high economic uncertainty. The need for social entrepreneurship allows the country to justify the
relevance of the form of economic activity's support depending on economic characteristics and its
internal environment, to assess social entrepreneurship impact on households™ topical socio-
economic issues. Positive decisions concerning formation and step-up of social enterprises requires
governments to build appropriate environment and favourable conditions for doing business. Our
assumptions confirm the relevance of the study and act as motivation for it.

PAPER OBJECTIVE

In the context of growing impact of global challenges and inability to fully take into account
socio-economic outcomes for national economies, the issue arises to find and implement alternative
options for maintaining standard of living and quality of life. Social entrepreneurship is an effective
tool to address this issue, taking into consideration the scarcity of material and intangible resources.
It helps to meet needs of people to optimize the cost of resources and fulfill their opportunities. The
purpose of the article is to assess the nature and development of social entrepreneurship at the
national level and to provide comparative analysis of the long-term benefits of this business form.
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METHODOLOGY

Quantitative and qualitative methods have been applied for a more complete analysis of social
entrepreneurship as there is the need for its introduction and formation of favourable environment
for its further development. The integrated approach is determined by the peculiarities of national
development, internal business environment, the nature of current issues, as well as by set
development priorities. In the article we consider the assessment of social entrepreneurship’s nature
and development: the case of the EU countries. Let us note that this toolkit can be extended to any
country or groups of countries having approximately the same level of economic development. The
algorithm of social entrepreneurship’s nature and development assessment involves the following
stages:

1) to identify indicators that determine the need for social entrepreneurship, i.e to recognize
problems (weaknesses) that can be solved as the result of formation and development of
social enterprises. We propose to distinguish two indicators: unemployment rate and per
capita income;

2) normalization, calculation of sub-indices and overall index on the basis of multiplicative

model;

3) comparison of the need for social entrepreneurship with its socio-economic environment in
European countries on the basis of the matrix method;

4) the comparative analysis of the EU countries™ trends regarding the development of social
entrepreneurship.

To calculate the sub-indices of the need for social entrepreneurship indicators and to
determine the overall indicator, we have used the index method. It is easy to apply it to make single
system design to facilitate comparison. To determine the Social Entrepreneurship Need Index for a
particular country, we have used the multiplicative model to objectively assess the contribution of
each indicator in the overall result. The matrix method allowed to group countries’ economic
indicators on the basis of their comparison, to make comparative analysis of the change of
countries” ranking over time regarding their need for social entrepreneurship and, accordingly, to
build the environment for its successful development.

RESULT AND DISCUSSION

Now the development of society faces lower households™ standard of living and quality of
life, the number of unemployed increases, which automatically leads to the growing number of
unresolved socio-economic problems that cause social tension. Social entrepreneurship is an
effective tool to avoid the situation or reduce its negative effects. Due to its activities, it is able to
meet basic needs and partially solve the problem of unemployment. This stipulates the necessity to
test hypotheses (H1, H2, H3).

Let us remind that to study the country's need for social entrepreneurship, we considered two
indicators: the unemployment rate and per capita income (Fig. 1).
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*higher unemployment rate requires

Unemployment rate to set up social entrepreneurship

+higher income per capita reduces the

Income per capita need for social entrepreneurship

Figure 1. Indicators of assessment of the need for social entrepreneurship
Source: Own compilation

Figure 1 demonstrates analysis of the demand for social entrepreneurship development aimed
to solve the following issues:

— to contract the unemployment rate. Launching new social enterprises induces lager
number of jobs and thus causes lower unemployment rate;

— income per capita is tangible indicator which proves positive or negative trends of
households™ living standards.

Based on the mentioned above indices we propose the calculation methodology of Social
Entrepreneurship Need Index.

Calculation methodology of Social Entrepreneurship Need Index includes the next stages:

— to build statistical data base: indicators of unemployment rate and income per capita
with a lag of three years: 2013, 2016, 2019 to analyze the dynamic pattern;

— to normalize indices to make single system design;

— to calculate the Social Entrepreneurship Need Index.

Calculations based on the proposed methodology are studied as case of the EU countries.

The social entrepreneurship model of the vast majority of European countries is geared
towards non-commercial goals, so amid the decline of Ukrainian households™ spending power, it
could be optimal pattern of business organization and socio-economic problems solution.

The indicators for calculating the Social Entrepreneurship Need Index are grouped in Table 1.

It should be noted that the unemployment rate in Ukraine in 2013 stood for 7.7%, in 2016 —
9.7%, in 2019 — 9.1%. That is, since 2016, the official unemployment rate in Ukraine has exceeded
the EU mean value by 0.9 percentage points, and in 2019 by 2.8 percentage points. According to
per capita income, Ukraine is far behind the EU countries: in 2013 — 2989.6 euros, in 2016 — 2317.6
euros, in 2019 — 3638.1 euros. Per capita income in Ukraine is 5 times less than the EU minimum.
Based on these statistics, it can be concluded that there is a significant demand of the national
economy to introduce social entrepreneurship and form favourable environment for its
development. To obtain the objective result and taking into account significant economic lag of
Ukraine, the methodology will be tested on the example of the EU countries.


https://doi.org/10.26661/2522-1566/2020-1/11-08

MANAGEMENT AND ENTREPRENEURSHIP: TRENDS OF DEVELOPMENT
ISSUE 1 (11), 2020

Table 1

Indicators for calculating the Social Entrepreneurship Need Index for the EU countries
in 2013, 2016 and 2019

No Country Unemployment rate, % Income per capita, €

2013 2016 2019 2013 2016 2019
1 | Austria 5,4 6,0 4,5 34600 35600 38600
2 | Belgium 8,4 75 5,4 31600 33500 35100
3 | Bulgaria 13,8 7,6 4,2 12000 13800 15200
4 | Greece 27,5 23,6 17,3 18800 19300 20600
5 | Denmark 7.4 6,0 5,8 33700 35900 38300
6 | Estonia 8,6 6,8 4,5 19800 21900 24700
7 | lreland 13,8 8.4 5,0 34600 50300 56800
8 | Spain 26,1 19,6 14,1 23500 26000 27700
9 | ltaly 12,1 11,7 10,0 15900 27600 28900
10 | Cyprus 15,9 13,0 7.1 22100 23800 26300
11 | Latvia 11,9 9,6 6,3 16400 18300 21300
12 | Lithuania 11,8 7,9 6,3 19200 21400 24500
13 | Luxembourg 5,9 6,3 5,6 68700 74100 77100
14 | Malta 6,1 47 3,4 22400 27100 29700
15 | the Netherlands 7.3 6,0 3,4 35500 36300 39100
16 | Germany 52 4,1 3,2 32600 35300 37400
17 | Poland 10,3 6,2 3,3 17600 19400 21500
18 | Portugal 16,4 16,2 11,5 20100 22000 23000
19 | Romania 7.1 5,9 3,9 14300 16900 19600
20 | Slovakia 14,2 9,7 5,8 20100 21900 23600
21 | Slovenia 10,1 8,0 4,6 21500 23500 26500
22 | Hungary 10,2 51 3,4 17600 19000 21300
23 | Finland 8,2 8,8 6,7 29800 30900 33500
24 | France 10,3 10,0 8,5 28500 29700 31500
25 | Croatia 17,4 13,4 6,8 15700 17400 19100
26 | Czechia 7,0 4,0 2,0 22000 24900 27500
27 | Sweden 8,0 6,9 6,8 33000 34700 36700

Ukraine 7,7 9,7 9,1 2989,6 2317,6 3638,1
Mean value by the EU countries 11,3 9,0 6,3 25244 4 28166,7 30559,3

*euro exchange operations made at the average annual rate for each current year

Source: Adapted from Eurostat, Total unemployment rate, 2020; Eurostat, Purchasing power
adjusted GDP per capita, 2020; Ministry of Finance of Ukraine, Unemployment rate 2020;
Ministry of Finance of Ukraine, Gross Domestic Product, GDP, 2020

The next stage of the methodology algorithm is to normalize indicators to make single system

by the formula:

where I,,,,-m — normalized indicator;

Zgqce — actual (fact) value;
Z max — Maximum value;
Zmin — Minimum value.

118

_ Zfact_Zmin

Inorm -
Zmax—Zmin

1)



https://management-journal.org.ua/index.php/journal
https://ec.europa.eu/eurostat/databrowser/view/tps00203/default/table?lang=en
https://ec.europa.eu/eurostat/databrowser/view/sdg_10_10/default/table?lang=en
https://ec.europa.eu/eurostat/databrowser/view/sdg_10_10/default/table?lang=en
https://index.minfin.com.ua/labour/unemploy/
https://index.minfin.com.ua/labour/unemploy/
https://index.minfin.com.ua/economy/gdp/

Pereverzieva, A. and Volkov, V. (2020), “Assessment method of social entrepreneurship nature and its
development”, Management and entrepreneurship: trends of development, Vol. 1, Issue 11, pp. 113-131, DOI:
https://doi.org/10.26661/2522-1566/2020-1/11-08

The results of unemployment rate and income per capita indicators™ normalizing in 2013,
2016 and 2019 are illustrated in Table 2.

The Social Entrepreneurship Need Index (Iggy;) consists of two sib-indices: the
Unemployment Rate Index (Iyygmp)and Per Capita Index (I;pc). To calculate The Social
Entrepreneurship Need Index we apply the multiplicative model, which eliminates the possibility to
offset low values of indicators at the expense of higher values of other indicators.

Table 2

Unemployment rate and income per capita indicators’ normalizing in 2013, 2016 and 2019

No Country Unemployment rate index Income per capita index
2013 2016 2019 2013 2016 2019
1 | Austria 0,009 0,102 0,163 0,399 0,362 0,378
2 | Belgium 0,143 0,179 0,222 0,346 0,327 0,321
3 | Bulgaria 0,386 0,184 0,144 0,000 0,000 0,000
4 | Greece 1,000 1,000 1,000 0,120 0,091 0,087
5 | Denmark 0,099 0,102 0,248 0,383 0,367 0,373
6 | Estonia 0,152 0,143 0,163 0,138 0,134 0,153
7 | Ireland 0,386 0,224 0,196 0,399 0,605 0,672
8 | Spain 0,937 0,796 0,791 0,203 0,202 0,202
9 | ltaly 0,309 0,393 0,523 0,069 0,229 0,221
10 | Cyprus 0,480 0,459 0,333 0,178 0,166 0,179
11 | Latvia 0,300 0,286 0,281 0,078 0,075 0,099
12 | Lithuania 0,296 0,199 0,281 0,127 0,126 0,150
13 | Luxembourg 0,031 0,117 0,235 1,000 1,000 1,000
14 | Malta 0,040 0,036 0,092 0,183 0,221 0,234
15 | the Netherlands 0,094 0,102 0,092 0,414 0,373 0,386
16 | Germany 0,000 0,005 0,078 0,363 0,357 0,359
17 | Poland 0,229 0,112 0,085 0,099 0,093 0,102
18 | Portugal 0,502 0,622 0,621 0,143 0,136 0,126
19 | Romania 0,085 0,097 0,124 0,041 0,051 0,071
20 | Slovakia 0,404 0,291 0,248 0,143 0,134 0,136
21 | Slovenia 0,220 0,204 0,170 0,168 0,161 0,183
22 | Hungary 0,224 0,056 0,092 0,099 0,086 0,099
23 | Finland 0,135 0,245 0,307 0,314 0,284 0,296
24 | France 0,229 0,306 0,425 0,291 0,264 0,263
25 | Croatia 0,547 0,480 0,314 0,065 0,060 0,063
26 | Czechia 0,081 0,000 0,000 0,176 0,184 0,199
27 | Sweden 0,126 0,148 0,314 0,370 0,347 0,347
Mean value by the EU countries 0,276 0,255 0,279 0,234 0,238 0,248

Source: Own calculations

The Social Entrepreneurship Needs Index for a particular country is calculated by the
formula:

Isgny = i/IUNEMP X Iipc (2)

where Isgy; — The Social Entrepreneurship Need Index;
Iynemp — the Unemployment Rate Index;
I;pc — Per Capita Index.
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The relevance of multiplicative model application is proved by the fact that social
entrepreneurship is seen as the way to reduce unemployment rate and raise per capita income at the
same time.

Let us calculate the Social Entrepreneurship Need Index according to the multiplicative model
for the EU countries (Table 3).

The Social Entrepreneurship Need Index (Table 3) shows that for the vast majority of the EU
countries, the issue of social entrepreneurship introduction to solve the problem of unemployment
(hypothesis H1) to ensure sufficient standard of living and quality of life (hypothesis H2) is
relevant. Only Ireland, Spain, Cyprus, Poland, Slovakia, Slovenia and Croatia have steady tendency
to reduce the need for social entrepreneurship. These countries amount for only 25% of the total
number of the EU countries. Thus, it may be stated that there is an increasing need to form and
develop such business form as social entrepreneurship.

Table 3

The Social Entrepreneurship Need Index of the EU countries in 2013, 2016 and 2019

No Country Social Entrepreneurship Demand Index
2013 2016 2019
1 Austria 0,060 0,192 0,249
2 Belgium 0,223 0,242 0,267
3 Bulgaria 0,000* 0,000* 0,000*
4 Greece 0,346 0,302 0,295
5 Denmark 0,194 0,193 0,304
6 Estonia 0,145 0,139 0,158
7 Ireland 0,392 0,369 0,363
8 Spain 0,436 0,401 0,400
9 Italy 0,146 0,300 0,340
10 | Cyprus 0,292 0,276 0,244
11 | Latvia 0,153 0,146 0,166
12 | Lithuania 0,194 0,158 0,205
13 Luxembourg 0,177 0,343 0,485
14 | Malta 0,086 0,089 0,146
15 | the Netherlands 0,198 0,195 0,188
16 | Germany 0,000 0,043 0,168
17 | Poland 0,150 0,102 0,093
18 | Portugal 0,268 0,291 0,280
19 | Romania 0,059 0,071 0,094
20 | Slovakia 0,240 0,198 0,184
21 | Slovenia 0,192 0,181 0,176
22 | Hungary 0,149 0,070 0,095
23 | Finland 0,206 0,264 0,301
24 | France 0,258 0,284 0,334
25 | Croatia 0,189 0,169 0,141
26 | Czechia 0,119 0,000* 0,000*
27 | Sweden 0,216 0,226 0,330
Mean value by the EU countries 0,198 0,203 0,232

Note: *value of indicator «0» for countries characterized by the minimum value of

corresponding indicator

Source: Own calculations
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Important indicator is countries ranking by favourable conditions for the development of
social entrepreneurship, among which the key are: government policy support, highly qualified staff
with required skills attraction, general public understanding, and chance to "earn™ for life,
improvement and development, access to investment resources. The value of the indicator for the
EU countries is given in Table 4.

Table 4

Index of favourable conditions for the development of social entrepreneurship
in the EU countries year-wise

Index of favourable conditions for the Index .O.f favourable
development of social entrepreneurship q COII'IdItIOI‘IS for the_
Ne Country year-wise, % evelopment i somal_
entrepreneurship year-wise
(normalized)
2016 2019 2016 2019

1 Austria 445 50,5 0,445 0,505
2 Belgium 54,8 61,7 0,548 0,617
3 Greece 42,4 50,4 0,424 0,504
4 Denmark 52,2 59,6 0,522 0,596
5 Ireland 35,1 43,8 0,351 0,438
6 Spain 46,9 48,7 0,469 0,487
7 Italy 55,9 54,0 0,559 0,540
8 the Netherlands 51,1 59,0 0,511 0,590
9 Germany 55,9 52,9 0,559 0,529
10 Poland 53,0 45,0 0,530 0,450
11 Finland 51,8 58,6 0,518 0,586
12 France 58,0 71,9 0,580 0,719
13 Sweden 51,9 54,6 0,519 0,546
Mean value by the EU countries 50,3 54,7 0,503 0,547

Source: Thomson Reuters Foundation, 2016; 2019.

In our opinion, comparison of the demand to start social enterprises and develop them with
the conditions created in a certain country confirms the need and possibility of social
entrepreneurship strategy implementation.

Let us compare the calculated Social Entrepreneurship Need Index with the ranking of the
best countries for the development of social entrepreneurship in 2016 and 2019 (Table 5).

Table 5

Comparative analysis of the EU countries™ dynamic pattern for social entrepreneurship

Index of favourable
The Social Entrepreneurship Need conditions for the
Index year-wise development of social
Ne Country . .
entrepreneurship year-wise
(normalized)
2016 2019 2016 2019
1 2 3 4 5 6
1 Austria 0,192 0,249 0,445 0,505
2 Belgium 0,242 0,267 0,548 0,617

Table 5 continuation on the next page
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Table 5 continuation

1 2 3 4 5 6
3 Greece 0,302 0,295 0,424 0,504
4 Denmark 0,193 0,304 0,522 0,596
5 Ireland 0,369 0,363 0,351 0,438
6 Spain 0,401 0,400 0,469 0,487
7 Italy 0,300 0,340 0,559 0,540
8 the Netherlands 0,195 0,188 0,511 0,590
9 Germany 0,043 0,168 0,559 0,529
10 Poland 0,102 0,093 0,530 0,450
11 Finland 0,264 0,301 0,518 0,586
12 France 0,284 0,334 0,580 0,719
13 Sweden 0,247 0,263 0,519 0,546
Mean value by the EU countries 0,241 0,274 0,503 0,547

was represented in %.

Source: own calculations

Data are grouped in Table 5 for 13 EU countries as the study objective. We should note that
the survey covered 46 countries in 2016 and only 43 countries in 2019. Therefore, we have selected
those EU countries, which have the determined rate of favourable environmental for social
entrepreneurship development. To provide the analysis, the indicator was normalized since its value

Homologous series of the EU countries' indicators by the Social Entrepreneurship Need Index
and the Index of Favourable Conditions for Social Entrepreneurship Development (fig.2 and fig. 3)
were built to demonstrate and compare the EU countries ‘indicators with the mean value.
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Figure 2. The comparison of the Social Entrepreneurship Need Index and the Index of Favourable
Conditions for Social Entrepreneurship Development with the mean value, 2016
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Figure 3. The comparison of the Social Entrepreneurship Need Index and the Index of Favourable
Conditions for Social Entrepreneurship Development with the mean value, 2019

Source: Own compilation

Fig. 2 illustrates that in 2016 the Social Entrepreneurship Needs Index exceeded the mean
value for 6 EU countries, while the Index of Favourable Conditions for Social Entrepreneurship
Development exceeded the mean value for 7 European countries. The situation changed in 2019
(fig. 3): the Social Entrepreneurship Needs Index exceeded the mean value for 7 European countries
and the Index of Favourable Conditions for Social Entrepreneurship Development exceeded the
mean value for 5 European countries.

Based on the obtained calculations, we make a matrix (Table 6), which consists of four
quadrants:

the first quadrant: the Social Entrepreneurship Needs Index is below the mean value and the
Index of Favourable Conditions for Social Entrepreneurship Development is higher than the mean
value;

second quadrant: The Social Entrepreneurship Needs Index is below the mean value and the
Index of Favourable Conditions for Social Entrepreneurship Development is below the mean value;

third quadrant: the Social Entrepreneurship Needs Index is higher than the mean value and the
Index of Favourable Conditions for Social Entrepreneurship Development is higher the mean value;

fourth quadrant: The Social Entrepreneurship Needs Index is higher than the mean value and
the Index of Favourable Conditions for Social Entrepreneurship Development is below the mean
value.
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Table 6

Matrix of comparison of countries™ economies according to the Social Entrepreneurship Need
Index and Index of Favourable Conditions for Social Entrepreneurship Development

in 2016 and 2019

2016 2019
the Index of the Index of the Index of the Index of
Favourable Favourable Favourable Favourable
Conditions for Conditions for Conditions for Conditions for
Index Social Social Social Social
Entrepreneurship Entrepreneurship Entrepreneurship Entrepreneurship
Development is Development is Development is Development is
higher than the below the mean higher than the below the mean
mean value value mean value value
The Social I quadrant 11 quadi"ant I quadrant )i quad_rant
. Denmark, Austria - Austria,
Entrepreneurship
; Italy, Greece,
Needs Index is
the Netherlands, Ireland,
below the mean .
Germany, Spain
value
Poland
1V quadrant IIT quadrant 1V quadrant III quadrant
the Social Belgium, Greece, Belgium, Germany,
Entrepreneurship Finland, Ireland, Denmark, Poland
Needs Index is France, Spain Italy,
higher than the Sweden the Netherlands,
mean value Finland,
France

Source: Own compilation

The Matrix of Countries” Economic Comparison (Table 6) shows that five EU countries faced
the need of social entrepreneurship and created favourable conditions for it in 2016, namely
Denmark, Italy, the Netherlands, Germany and Poland. The opposite was the case in 2019.
However, many European countries had favourable conditions for the development of social
entrepreneurship in 2019. Austria, Greece, Ireland, and Spain were added to Austria. Advantageous
situation in 2019 is characterized by larger number of countries in need of social entrepreneurship
development, which created favourable environment for it, namely Belgium, Denmark, Italy, the
Netherlands, Finland and France.

In order to analyze the changing trends in social entrepreneurship, we build the matrix of the
EU countries’ ranking shift in 2016 and 2019 with a lag of three year.
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Table 7

Matrix of the EU countries’ ranking shift by calculated indices in 2016 and 2019
with a lag of three years

2016—2019

Indices

the Index of Favourable
Conditions for Social
Entrepreneurship Development is

the Index of Favourable
Conditions for Social
Entrepreneurship Development is

higher than the mean value below the mean value

I quadrant 1I quadrant
The Social Entrepreneurship | | Germany, Poland 2016 Spain, Greece, Ireland | 2019
Needs Index is below the mean | pepnmark, the \
value Netherland, Italy 2016 |\
1V quadrant \ 111 quadrant
The Social Entrepreneurship v 2016 | Spain, Greece, Ireland
Needs Index is higher than the Denmark, the \
mean value Netherland, Italy 2019 \ '
4 Germany, Poland | 2019

Source: Own compilation

Analysis of the countries”™ dynamics pattern shows the next shifts:

1. Germany and Poland shifted the Ist quadrant in 2016 to the IIld quadrant in 2019. It
indicates the growing demand for social entrepreneurship development without
appropriate favourable conditions;

2. Denmark, the Netherland and Italy moved from the Ist quadrant in 2016 to the IV
quadrant in 2019. The countries face growing need for the formation and development of
social entrepreneurship. They simultaneously form advantageous conditions for these
business entities activity;

3. Spain, Greece and Ireland moved from the IIId quadrant in 2016 to the IInd quadrant in
2019. The need for social entrepreneurship development was contracting. The countries
did not pay attention for the environment of business with a human face.

Other EU countries did not change their policy as for the social entrepreneurship development

and, thus, remained in the same quadrants of the matrix.

The proposed methodology application to assess nature and development of social
entrepreneurship allowed identifying the growing role and importance of social entrepreneurship for
the economies of the most of the EU countries and the world economy as a whole. Two issues were
studied as they can be solved by creating social enterprise system: the ways of unemployment rate
reduction and per capita income growth were proposed. The results of the study showed that the EU
countries with high unemployment rate and low per capita income need additional number of social
enterprises, but they do not always have favourable conditions for their functioning and further
development. The number of issues and understanding of their content, possibilities of their solution
at the expense of social enterprises are controversial and form the basis for the further research.

Particular value of our research inheres in the opportunity for the national economy to choose
European model of social entrepreneurship, characterized by the dominance of non-commercial
goals over commercial ones, relevance of their optimal correlation and countries’ increased
economic sustainability in the face of global challenges.
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CONCLUSION

A new method to assessing nature and development of social entrepreneurship, as well as
perspectives of its further progress, determined by the creation of favourable environment for
business with a human face have been proposed in the article. Assessment methodology has been
tested on the example of the EU countries as a group of countries with a similar model of social
entrepreneurship placing a much higher importance on non-profit achievements. The results
obtained allowed us to demonstrate differences between countries, despite belonging to one
business model of social entrepreneurship.

To implement the proposed assessment method, we identified a clear sequence of actions in
the form of a science-based algorithm that can be used as a universal tool for more indicators
related to the study issues and could be solved by social enterprises. The Social Entrepreneurship
Needs Index was calculated with a lag of three years for 2013, 2016 and 2019.

The Matrix of comparison of countries” economies according to the Social Entrepreneurship
Need Index and Index of Favourable Conditions for Social Entrepreneurship Development in 2016
and 2019 indicated that a third of European economies have changed their attitude to social
entrepreneurship. The results show that some countries’ need for social enterprises has increased,
but they do not have favourable conditions for their development (Germany, Poland). Spain, Greece
and Ireland are improving environment for the innovative business form, but at the same time, the
need for it is being diminished. In response to the growing need for social enterprises, Denmark, the
Netherlands and Italy are creating an advantageous environment for social enterprises™ activity and
development, in particular, they are shaping their social economies.

As a result of our study the proposed hypotheses have been confirmed: H1 — higher
unemployment rate requires enhancing development of social entrepreneurship, H2 — higher income
levels reduce the need for social entrepreneurship, H3 — the more favourable environment for social
entrepreneurship a country has, the less is need for it. The first two hypotheses were confirmed by
the analysis of statistics on unemployment rate and per capita income in the EU countries. The third
hypothesis has been partially confirmed, since the pattern characterizes most of the EU countries,
but there are exceptions depend on country's particularities and its domestic policy. Further
research inheres in the increased number of indicators for the analysis that determine the possibility
of solving a particular social issue, taking into account national peculiarities, strategic trends of
national development and rising welfare.
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METO/ OOIHKH CTAHY TA PO3BUTKY COHIAJIBHOI'O HIAIIPUEMHUIITBA

IlepeBep3eBa Anna BacuiiBHa Bouikos Borogumup IlerpoBuy
3anopizvruti HAYIOHANLHUL YHIgepCUmem 3anopizvkuti HayioHANbHUL YHIgepcUumem
M. 3anopixcocs, Ykpaina M. 3anopixcocs, Vipaina

AKTyanbpHICTh JOCHTIJDKCHHS COLIAIbHOTO MiANPUEMHHIITBA Ta OIIHKK TOTPEOM B HBHOMY
00yMOBJIEHa 3arOCTPEHHSAM COI[iaIbHO-€KOHOMIYHUX MpOoOJeM, MOB’S3aHUX 13 3HIKEHHSM DPIBHS
TUTATOCTIPOMOKHOCTI HACEJIEHHS Ta HEMOXJIMBICTIO 11X BHpIIIEHHS Ha JIEpP)KaBHOMY piBHI.
HeoOxiaHicTh BNPOBAIKEHHS Ta PO3BUTKY COLIANBHOTO MiJIPUEMHUITBA MOTPEeOye CTBOPEHHS
CIPUSTIMBAX YMOB Yy KpaiHi, mo nepexdadae BpaxyBaHHS TaKUX UYWHHHUKIB SK Jep)KaBHA
MIATPUMKA, CIPUUHATTS CYCIHIIBCTBOM Ta HASBHICTH MOTEHIIMHMUX 1HBECTOPIB. ICHYBaHHS TaKOro
(eHOMEeHY B €KOHOMIIll SIK COLliaJbHE MiJIMPUEMHULTBO Ma€ AyallbHy NMPUPOAY: CIPHUSE TIOBHOMY
3aJIOBOJIEHHIO 0a30BUX MOTpeOd HaceleHHs Ta 3a0e3nedye caMmopeani3alilo  COLIaJbHOIo
nignpuemis. CoulaiabHe MTIANPUEMCTBO OpIEHTYETHCS B CBOIM JAISUIBHOCTI Ha peali3allito
HEKOMEpLIMHUX Ta KoMmepuiHux wnineil. OcoONMBICTIO €BPOMEWCHKOI MOAETl COLIaJbHOTO
MIJIPUEMHUITBA € JOMIHYBaHHS HEKOMEpLIHHOI ckianoBoi. OIiHKa CTaHy Ta MOXJIMBOCTEH
(GYHKLIOHYBAaHHS ¥ PpO3BUTKY COLIAJBHUX HIANPHEMCTB J03BOJIAE€ JOCSATAaTH  MPUHIMITY
30a71aHCOBAHOCT] «IOTPEOU-MOKIMBOCTI» 3 METOI HNPUUHATTS €(EeKTUBHUX YIPaBIIHCHKUX
pillleHb 11010 JIOLIJIBHOCTI 3alpoBa/LKEHHS Takoi (OPMH TroclojapioBaHHsA B KpaiHi. SIkmo €
norpeda B COLIaIbHOMY HIANPUEMHHUITBI, TO, BIANOBIIHO, MEpe] E€KOHOMIKOI KpaiHW MOCTae
NUTaHHA (OPMYBAHHS CIIPUSTIMBOIO CEPEIOBUILA ISl HOTO (PYHKI[IOHYBaHHS Ta PO3BUTKY.

MeTor0 NOCHIKEHHSI € 3alpONOHYBaTH CIOCIO OLIHKM CTaHy Ta PO3BUTKY COLIaJIbHOTO
HiANPUEMHUITBA, HEOOXITHOCTI HOro 3ampoBajKeHHs B KpaiHaX Ta BUOKPEMJIEHHS YMOB s
PO3BUTKY, IO JO3BOJISIE BUPIINIMTU COLIATbHO-€KOHOMIUHI MpOOJIEeMH Ta pyXaTucs B HampsMi
100yJJOBU €KOHOMIKH 3 «JTFOICBKUM OOINYUSAM.

[IpenmMeTroM JOCHIIKEHHS € HAyKoBl Ta MPAaKTUYHI OCHOBM PO3BUTKY COILIAJIbHOTO
MiANPUEMHUIITBA B KOHTEKCT1 CIIBBIJIHOIIEHHS HEOOXITHOCTI HOro 3ampoBa/KeHHS Ta YMOB
(GyHKI[IOHYBaHHSI.

MeTo0m0ris: y AOCHIKEHHI OyB BUKOPUCTaHHWN KOMIUIEKCHUN MIAXiJ O OLIHKH, KOTPUH
nependadae 3aCTOCYBaHHS pI3HMX METOJIB, a caMme: IHAEKCHUH MeTol (A7 pO3paxyHKY
CyOIHJIEKCIB Ta 3arajbHOTO I1HJAEKCY 1 NPHUBEIEHHS NAaHUX 10 €IWHOI CHUCTEMHU I 3PYYHOCTI
MOPIBHSIHHS); MAaTPUYHUI MeTo/ (TpyMyBaHHS KpaiH 3aJIe’KHO BiJl 3MIHM MO3UIIT 111010 TOTpedu B
COLIIAIbHOMY MiIIPUEMHMIITBI); MYJBTHUIUIIKATUBHA MOJENb (aHATITUYHUHA 1HCTpyMEHTapiil 1uis
BU3HAYCHHS 3arajIbHOTO 1HJIEKCY, 10 TO3BOJISIE OI[IHUTH BHECOK KOKHOTO 1HAMKATOPA OJJHOYACHO).
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PesynbratoM JOCHiIKEHHS € CHoci0 OIIHKH CTaHy Ta YMOB PO3BUTKY COIAIbHOTO
MIIMTPUEMHUIITBA, IKUH MPaKTUYHO peali3oBaHuid Ha mpukiIaai kpain €C.

BucHoBku: Bu3HaueHo, mo 3a mepiog 2016, 2019 pp. i3 TpuUpiYHUM JIarOM TpPETUHA
€BPOMNEHCHKUX KpaiH 3MIHHIIM CBO€ CTAaBJICHHS [0 COI[AJIBHOrO MiANMpUEMHHITBA. [ neskux
KpaiH 3pociia moTpeda B COLIaJbHUX HiANPHEMCTBAX, ajié HE CTBOPEHI CIPHUATIMBI YMOBH iX
PO3BHUTKY; 1HII KpaiHW MOKPAIIYIOTh YMOBHU JUISl IISUTBHOCTI COITiabHUX IMIAMPUEMCTB, aje MpH
[IbOMY 3MEHIIYETHCS MOTpeda B HUX; 3pOCTAaHHA MOTPEOH B COLaJIbHUX IiIIPUEMCTBAX Y TPETUHI
KpaiH CYIPOBOIKYETHCSI CTBOPEHHSIM CIIPUSATIIMBOIO CEPEOBUILA AT IX IISIIbHOCTI Ta PO3BUTKY.

HayxkoBa Ta mpakTHuyHa 3HAYYIIICTh TOJSTAE€ B MOXKJIMBOCTI BHKOPUCTAHHSI 3aIIPOITIOHOBAHOTO
METOAY OIIHKH JUIsi Oy/b-sIKO1 KpaiHU CBITY a00 Ipynu KpaiH 13 MPUOIM3HO OJHAKOBHM PIBHUM
PO3BHUTKY €KOHOMIKH JUII OOTPYHTYBAaHHS JOLIIBHOCTI 3alPOBAKEHHS TaKol IHHOBALIHOI popmu
TOCIIOIAPIOBAHHS SIK COIliaIbHE TANPUEMHHIITBO, 1, BIIMOBIIHO, BUBHAYEHHS YMOB, KOTP1 MOTPIOHO
CTBOPHUTH JJIsi HOTO CHPHUSTIMBOTO PO3BUTKY B JOBIOCTPOKOBIM MEPCHEKTHBI, PO3POOKU CTpaTerii
(YHKIIIOHYBaHHSI COIIAJILHUX TIPUEMCTB Ta YIPaBIiHHS HUMH.

KuarouoBi cioBa: comiaiapHe MiIIPUEMHUITBO, 1HAEKC, KpaiHu €C, po3BUTOK, morpeda B
COLIIaTbHOMY MiANPUEMHHUIITBI, cepeloBuIlle QyHKIIOHYBaHHS Oi3HECY 3 «JTIOJACHKUM OOIHUYSIM.

METO/Z OHEHKH COCTOAHUSA U PAZBUTHUSA COLNUAJIBHOI'O
NPEANTPUHUMATEJIbBCTBA

IlepeBep3eBa Anna BacuibeBHa Boukos Biaagumup IlerpoBuy
3anopoorcckuii HaYUOHANbHYILL YHUGEPCUMEM, 3anopoosrcckuii HaYUOHATbHBIL YHUGEPCUMEM,
2. 3anopoorcve, Yrpauna 2. 3anopooicve, Yrpauna

AKXTYaJIbHOCTh MCCIICIOBaHUS COLIMATBHOTO MPEANPHHUMATENILCTBA U OLICHKH IMOTPEOHOCTH B
HEeM 00YCIJIOBJIEHa 00OCTPEHNEM COIHATIbHO-3KOHOMUYECKUX MPOOIeM, CBI3aHHBIX CO CHHKEHUEM
YPOBHS IUIATEKECIOCOOHOCTH HACEJCHUS U HEBO3MOXKHOCTBIO MX PEIICHHS Ha TOCYAapCTBEHHOM
ypoBHe. HeoOXomuMOCTh BHEAPEHHS] M Pa3BUTHs COLMAIBHOTO NPEANPUHUMATEIBCTBA TpeOyeT
CO3JIaHMsl OJArompHUsTHBIX YCIOBMHA B CTpaHe, YTO MpeanojaraeT ydyeT Takux (aKkToOpoB, Kak
rocyaapCTtB€HHas MOAACPIKKA, BOCHIPUATUC O6HI€CTBOM U HaJIMYUC NNOTCHUOUAJIBHBIX WHBCCTOPOB.
CymiecTBoBaHME Takoro (peHOMEeHa B KOHOMHUKE KaK COLHAIbHOE MPEANPUHUMATEIbCTBO UMEET
AyalbHYIO IPUPOJTY: CHOCOOCTBYET MOJTHOMY YAOBJIETBOPEHUIO 0a30BBIX MOTPEOHOCTEH HACENCHUS
u obecreurBaeT caMopeau3aliio COLHAIbHOrO mnpeAnpuHuMaress. ColuanbHOe MPeanpusiTHe
OPHUCHTHPYCTCA B cBoeit ACATCIIBHOCTH Ha PCAIU3allMI0 HCKOMMEPUYCCKUX U KOMMCPUYCCKUX Heﬂeﬁ.
OCOOEHHOCTBIO ~ €BpPONEHCKOW  MOAETM  COLHUAIBHOIO  IMPEANPUHUMATENIbCTBA  SIBIISAETCS
JOMUHHPOBAHWE HEKOMMEpYECKOoi cocraBisitomeid. OIlleHKa COCTOSHHS H  BO3MOXHOCTEH
(YHKIMOHMPOBAHUS M Pa3BUTHs COLMAIBHBIX HPEANPUATHA MO3BOJSAET JOCTHraTh MPHHLIKINA
cOanaHCUPOBAHHOCTU  «IOTPEOHOCTU-BO3MOKHOCTH» C  LENbl0  NPUHATHS  d()PEKTUBHBIX
YIPaBJIEHYECKUX PELICHUH OTHOCUTEIbHO LEJIeCOO0pa3HOCTH BBEJIEHHUS Takol  (OpMbI
XO3SMCTBOBAHUS B CTpaHeC. Ecan ectb HOTpC6HOCTI) B COUMAJIBHOM MNpCANPUHUMATCILCTBE, TO,
COOTBETCTBEHHO, Mepe]l SKOHOMHUKON CTpaHbl CTOUT BOIIPOC (POPMHUPOBAHUS OIArONPHUATHON Cpe/ibl
U1 €ro (PYHKIMOHUPOBAHUS U Pa3BUTHUS.

Llenbto uccrienoBaHUs SBISETCS MPEUIOKUTh CIIOCO0 OLEHKH COCTOSHUS M Pa3BUTHS
COMMAJIBHOTO NPECANTPUHHUMATCIILCTBA, HeO6XO)II/IMOCTI/I €T0 BBCACHHUA B CTpaHax MW BBIACICHUA
YCIOBUH U1l Pa3BUTHA, YTO TO3BOJISIET PEIIUTh COLMAIBHO-DKOHOMUYECKHE MpoOIeMbl U
JBUTATHCS B HATIPABJICHUH TIOCTPOCHUS SKOHOMUKH C «9€JIOBEYECKHM JTHIIOM).

[IpenmeroM wHcceOBaHUS SBISAIOTCS HAy4yHble W NPAKTUYECKHE OCHOBBI Pa3BUTHUSA
COUAJIBHOTO MPCANIPUHUMATECIBCTBA B KOHTCKCTC COOTHOIICHHA HCO6XO,ZII/IMOCTI/I €ro BBCIACHUA U
yCI0BUN (PYHKIIMOHUPOBAHUSI.

Metopmonorusi: B UCCIETOBAaHUH OBUT MCTIOIH30BaH KOMILIEKCHBIN TTOAXO]T K OIIEHKE, KOTOPBIN
IpeaycMaTpUBaeT NMPUMEHEHHE pa3IMYHbIX METOJ0B, & UMEHHO: MHJCKCHBIA MeToa (A pacyera
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CYOMHJEKCOB W OOINEro HMHJEKCAa M MpPHUBEJCHHME MAHHBIX K €IMHON cucreme Ui ynoOcTBa
CpPaBHEHHS); MaTPUUYHBIM MeToja (IPYyHIHPOBKA CTpaH B 3aBUCHMOCTH OT W3MEHEHUS MO3UIUU
OTHOCHUTEJILHO MOTPEOHOCTH B COLMAIIBHOM MPEANPUHUMATENIBCTBE); MYJIbTUIUIMKATUBHASL MOJEIb
(aHaTUTUYECKU MHCTPYMEHTapuil JJIs onpeaesieHuss oOLIero MHAEKCa, YTO MO3BOJSET OLIEHUTh
BKJIAJ] KQX/10I'0 MHAUKATOPa OJAHOBPEMEHHO).

Pesynbratom wuccnenoBaHus SBISETCS CHOCOO OICHKM COCTOSIHUSI M YCJIOBHMM pa3BUTHUS
COLIMAJIbHOTO MPEANIPUHUMATEILCTBA, KOTOPBII MPAKTUYECKU peann3oBaH Ha npuMmepe crpad EC.

BriBoabl: ompeaeneno, yto 3a nepuon 2016, 2019 rr. ¢ TpexJIETHUM JIaroM TPETh
€BPOIEHCKUX CTpaH W3MEHUIIM CBOE OTHOILEHUE K COLHUAJIbHOMY IpeAlpUHUMATENbCTBY. s
HEKOTOPBIX CTpaH BO3pocia MOTPEOHOCTh B COLMAIBHBIX MPEANPUSATUSK, HO HE CO3JaHbI
ONarompusATHBIC YCIOBUS UX PA3BUTHS; APYIHE CTPAHbl YIYYIIAIOT YCIOBUS Ui JESATEIHHOCTH
COLIMAJIbHBIX MPEANPUATUH, HO TIPU STOM YMEHBIIAETCS MOTPEOHOCTh B HUX; POCT MOTPEOHOCTH B
COLMAJIBHBIX TPEANPHUATUAX B TPETH CTPaH COMPOBOXKAAETCS CO3JaHHEM OJIarONpHUSTHON Cpeabl
JUIS UX JI€ATENbHOCTH U Pa3BUTHSL.

Hayunas u mnpakTuueckas 3HAYMMOCTh 3aKJIIOYaeTcs B BO3MOXKHOCTH HCHOJIb30BaHUS
MPEIJI0KEHHOTO METOJIa OLEHKU i JIIoOOM CTpaHbl MUpa WM TPYHONbl CTpaH C MPUMEPHO
OJIMHAKOBBIM YPOBHEM pa3BHUTHUSI KOHOMHKH JUII OOOCHOBaHHS II€NIECOOOPAa3HOCTH BHEIPEHUS
TakOW HMHHOBAIMOHHON (DOPMBI XO3AHUCTBOBaHMS KaK COIHMAIbHOE MPEIIPUHUMATENbCTBO, U,
COOTBETCTBEHHO, OIPENEIICHUSI YCIOBUH, HYXHO CO3JaTh JUIsl €ro OJarompusiTHOTO Pa3BUTHS B
JOJNTOCPOYHOM  MEPCHEeKTHBE, pa3padOTKH  cTpaTerud  (PYHKIMOHUPOBAHUS  COIMAIBHBIX
NPEINPUATHA U YIPABICHUS UMH.

KiroueBble cioBa: couuaibHOE MpeANpUHUMATEIbCTBO, WHAEKC, cTpanbl EC, pasButue,
NoTpeOHOCTP B COIMAIBHOM TPEANPUHUMATENBCTBE, cpena (YHKIMOHUpOBaHHMS OW3Heca C
«YEJIOBEYECKUM JIULIOM.
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