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SOCIAL AND ECONOMIC
DETERMINANTS OF POST-WAR
RE-EMIGRATION

Introduction. After the full-scale invasion of
the russian federation a large number of citizens
left Ukraine. Most of them have chosen Euro-
pean countries as their place of residence, whose
government have shown interest in the assimi-
lation of Ukrainian refugees, and some of the
migrants plan to return home.

Problem. The departure of a significant num-
ber of Ukrainian citizens abroad had a negative
impact both on the state of the domestic market due
to a significant drop in demand, and on the labour
market, in particular in the service sector, which
suffered significantly during the war. In the future,
for some families, the question of reunification may
arise not in Ukraine, but abroad.
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COLIAJIBHO-EKOHOMIUHI
IETEPMIHAHTHM IIOBOEHHOI
PEEMITPANII

Bemyn. Ilicisa nognomacuimadbHo2o emope-
Henust pgh Yrpainy sanuwuna eenuxa KiibKicmb
epomaoan. binbwicms 3 Hux obpanu micyem npo-
HCUBAHHSA €BPONEUCHKI KpAiHU, YPAOU AKUX U-
AGUNU 3aYIKABNEHICMb 8 ACUMINAYIT YKPATHCOKUX
OidICeHYi8, a YACMUHA 3 MISDAHMIE NIAHYE NO-
BEPHYMUCL O00OMY.

Ilpoonema. Bui30 3naunoi kinokocmi yKpain-
CbKUX 2POMAOAH 3d KOPOOH He2Amu6HO NO3HA-
YUBCS AK HA CMAHI 6HYMPIUHLO020 PUHKY Yepe3
8i0uymue NAOdiHHA NONUMY, MAK i HA PUHKY
npayi, 30kpema U y cgepi nocuye, AKa 3HAYHO
nocmpasicoana 8 ymosax 8itiHu. Y nepcnekmugi
O YacCMuMU cimetl Modce ROCMAamu NUMAHHS
npo 06’ e€Onanmus He 6 VKpaini, a 3a KOpOOHOM.
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STATE AND ECONOMY

The aim of the study is to determine the
factors that will influence the return of Ukrai-
nian refugees after the end of the war.

Methods. The research was conducted using
methods of systematic and comparative analysis,
sociological method in combination with cultu-
ral and behavioural methods.

Results. Despite the strong "sense of home"
many parents have, their decision to return home
to Ukraine is influenced by the desire to ensure
a stable life for their children in countries that
guarantee social protection, security and trans-
parency of business, opportunities for social
growth.

Conclusions. At the beginning of Russia’s
full-scale invasion, mostly representatives of
small and medium-sized businesses and/or their
relatives or friends left Ukraine. The possible
threat to their lives and health during hostilities
keeps them from returning. The availability of
housing is a determining motivational factor for
return for a relatively small number of respon-
dents, the most important factor is the opportu-
nity to work or manage legitimate business
structures.

Keywords: migration policy, population
migration, population employment, external la-
bour migrations, national security.

JEL Classification: F22.

Memoro 0ocniodxceHHs € BUSHAYEHHS YUHHU-
Ki8, AKi 6NAUBAMUMYMb HA NOBEPHEHHS YKPAiH-
CbKUX OIdICEeHYI8 NICAA 308ePULeH S BIlIHU.

Memoou. Jlocniosicents nposedeHo i3 3acmo-
CYBAHHAM CUCMEMHO20, KOMNAPAMUBHO20, COYIOo-
JIO2IMHO20 AHAMIZY Y NOEOHAHHI [3 KYIbMYpo-
JIO2IYHUM MA NOBEOIHKOGUM MEMOOAMU.

Pezynomamu docniosycenns. Ilonpu cunvhe
"nouymms oomy" y 6azameox 6amvKié Ha iXHE
Pilents nogepHymucs 000oMy 8 Ykpainy enmueae
basicanns 3abe3neuumu c8oim oimsam cmadiioHe
Jlcummsl @ Kpaiax, sKi 2apaHmyioms cOyianbHuti
3axucm, 6e3nexy ma npo3opicme OizHecy, Moxdc-
JUBOCMI O COYIANBHO20 3POCMAHHAL.

Bucnoexu. Ha nouamky nosHomacuimao-
HO20 emopenenHs pgh Vkpainy 3anuwunu nepe-
BAJICHO NPEOCMABHUKU MAL020 MA CEPEOHbO2O
biznecy ma/abo ixui poouuu uu opysi. Mooiciusa
3a2p0o3a IXHbOMY JHCUMmio ma 300po8 1o nio uac
botiosux Oiti ympumye ix 6i0 noseprenns. Hase-
HICMb JHCUMIA € BUSHAYATLHUM MOMUBAYIIHUM
gaxmopom nosepHents 0/ NOPIBHAHO HeBell-
KOI KITbKOCI pecnoHOenmie, Hatloiiblul AXCIUBUM
YUHHUKOM € MOMCIUBICMb npayrosamu abo Kepy-
eamu 3aKOHHUMU DI3HeC-CIMPYKMypamu.

Kniouosei cnoea: MirpamiiiHa TOJITHKA,
Mirparisi HaceJleHHs1, 3alHATICTh HACEJIEHHS, 30B-
HILIHS TPYIOBA Mirpailisi, HallioHaJIbHa Oe3I1eKa.

Introduction. Due to the full-scale invasion of the troops of the

Russian Federation into Ukraine, according to the UN, 7 891 977 Ukrainian
citizens (as of the end of November 2022), about 90% of whom were women
with children [1], were forced to leave Ukraine, and almost 4.8 million of
them received temporary protection [2]. The explanatory note to the draft
Law of Ukraine "On the State Budget of Ukraine for 2023" stated that the nega-
tive balance of migration in 2022 could amount to 9.43 million people [3].
The vast majority of Ukrainian citizens who left the country did so during the
first weeks after Russia’s full-scale attack. However, already in the summer
of 2022, a significant part of those who left returned home. And later, even
the aggressor’s massive missile attacks on infrastructure facilities in Ukraine
did not cause new migration waves. The vast majority of citizens decided to
spend the winter in their homeland, avoiding moving abroad. Thus, 67 % of
respondents did not even plan to go abroad, and another 20 % of respondents
emphasized that they did not plan to leave, but could change their opinion if
there was no electricity or heating for a long time [4].

By the end of 2022, hopes for a relatively quick end to hostilities
proved futile, and it became clear that the war could continue indefinitely.
This, in turn, actualized the question of the further fate of Ukrainian forced
migrants with the determination of the prospects and nature of re-emigration.

ISSN 1727-9313; eISSN 2616-5856. SCIENTIA FRUCTUOSA. 2023. Ne 2 5



STATE AND ECONOMY

It is extremely important to understand the scale of future re-emigration in
conditions where it is necessary to ensure the reconstruction of industrial and
infrastructure facilities destroyed by the enemy, to ensure the growth of the
domestic market of goods and services for further economic development.
An increase in demand for domestically produced goods due to re-emigration
would make it possible to stimulate production and improve the work of the
service sector. Therefore, determining the measures that could positively
affect the growth of re-emigration rates is an important task of ensuring the
national security of the state.

Analysis of recent research and publications. Some aspects of the selec-
ted research topic are presented in the scientific works of E. Libanova [5; 6].
The researcher has repeatedly emphasized the possibility of reunification of
Ukrainian families abroad after the war in case of prolonged hostilities. In
her opinion, a significant number of Ukrainian citizens will be forced to look
for ways of socialization abroad due to the impossibility of ensuring their
own safety in Ukraine. 1. Gerlach, O. Ryndzak [7] emphasize the impor-
tance of choosing a method of socialization of Ukrainian citizens abroad
for their subsequent decision on re-emigration. The scholars have expres-
sed their conviction that the successful migration policy of the recipient
countries can become an important obstacle to the return of Ukrainian
citizens to their homeland. C. Greenaway, G. Fabreau, K. Pottie [8] stu-
died this policy in connection with the Russian-Ukrainian war, emphasizing
the importance of the Canadian government introducing a three-year visa for
refugees from Ukraine in order to accelerate their socialization. The impor-
tance of state support for the socialization of Ukrainian refugees in Europe is
discussed in the work of G. Bosse, and the role of foreign educational
institutions in preventing re-emigration is revealed by L. Morrice [9]. In ge-
neral, foreign scholars try to analyse the attractiveness of economic
programs for the socialization of forced migrants, while domestic scho-
lars try to analyse the influence of the "homeland factor". However, both
of them are united in the fact that in the conditions of the war, the struggle
for Ukrainian labour resources developed, which can become a significant
factor influencing the development of the economy of the countries
concerned.

The aim of the article is to determine the prospects for the return
of Ukrainian refugees after the end of the war.

Methods. The findings of the study were obtained by using the socio-
logical method in combination with cultural and behavioural methods. This
combination allowed us to obtain verified knowledge about Ukrainian refu-
gees’ assessments of the prospects of returning to their homeland. The com-
parative analysis allowed us to compare the attitudes of different categories
of refugees to returning to Ukraine. The use of the behavioural research
method made it possible to determine the attitude of the political leadership
of the EU and Ukraine to the problem of returning Ukrainian refugees, as

6 ISSN 1727-9313; eISSN 2616-5856. SCIENTIA FRUCTUOSA. 2023. Ne 2



STATE AND ECONOMY

well as the expected steps of the governments of the EU states in assimilating
them. The method of systematic analysis made it possible to form a holistic
picture of the migration crisis after the beginning of Russia’s full-scale
invasion into Ukraine.

Results. The full-scale invasion of the Russian Federation into
Ukraine, according to the conclusion of the Office of the United Nations High
Commissioner for Refugees, has created the largest migration crisis since the
Second World War. In the first days after Russia announced a "special mili-
tary operation" against Ukraine, Russian troops advanced relatively quickly
in the southern direction, capturing Kherson and approaching Kharkiv and
Sumy. Such actions led to a sharp increase in the number of refugees, some
of whom were moving to the western border of the state with the intention of
leaving Ukraine [10]. Only as of March 3, 2022, a week after the Russian
invasion, more than 1 million refugees (2.3% of Ukraine’s population) were
forced to move to neighbouring European countries [11]. In total, according
to the UN, more than 7.9 million citizens were forced to leave the country [2]. At
the same time, the Director of the Ptoukha Institute for Demography and
Social Studies of the National Academy of Sciences of Ukraine, E. Libanova,
considers the figure of 7 million refugees from Ukraine, which is most often
used in assessments of migration processes, to be significantly overestimated.
In her opinion, about 5 million citizens left Ukraine because of the war [12].

Such scales of foreign migration pose a significant threat to the state’s
economy. The loss of a significant part of employees and the resulting
narrowing of domestic demand will negatively affect the stability of the
development of certain sectors of the economy and the service sector [13].
With large-scale external migration at the end of February — beginning of
March 2022, the aggregate domestic demand decreased by almost 25% [14].
The total number of jobs lost during the war is estimated at 4.8 million [15].
In addition, the departure of the able-bodied population abroad will certainly
complicate the implementation of innovative projects, the reconstruction of
production facilities destroyed during the hostilities, and may become
a strong argument against the restoration of some of the destroyed mono-
functional settlements in the East and South of Ukraine. Ukraine is already
experiencing a shortage of medical workers, educators, and service sector
employees. The departure of a significant number of children abroad will be
increasingly noticeable in the future. It is possible that some of them will
refuse to return due to security or other reasons. This can cause uneven filling
of schools with students and a decrease in the number of potential applicants.

The authors of the study "Ukrainian refugees 2022 in Europe —
teenagers" [16] determined that the majority of children over the age of
14 left for Poland (47%) and Germany (31%). Among the respondents, 77%
had no plans to migrate abroad before Russia’s invasion, and 81% of
respondents plan to return home, while only 12 % have no such intentions.
At the same time, the intentions of adults are somewhat different in the
direction of an increase in the number of those who want to return to Ukraine.
ISSN 1727-9313; eISSN 2616-5856. SCIENTIA FRUCTUOSA. 2023. No 2 7



STATE AND ECONOMY

Thus, almost 90% of adults intend to return, while 7 % have refused to return.
21% of the surveyed adults are ready to return to Ukraine under any
conditions, 15% — if they have a job, 7% — if their hometown/village is re-
built, 2% — if they receive new housing. As a condition for returning, 56% of
adults named safe living conditions, 40% — cessation of shelling, 25% — a quick
end to the war. Teenagers were more categorical in this case: 59% of them
named security at their place of residence as a condition for return, 58% —
cessation of shelling, 39% — end of the war [17]. At the same time, according
to the results of telephone surveys in 2022, adult respondents had a more
pronounced "sense of home"[18; 19], and the desire to return to the usual
rhythm of life and established forms of economic activity remained noti-
ceable, even despite the threat of enemy shelling.

In favour of the decision to return to Ukraine in the summer and early
autumn of 2022, there were successes of the Armed Forces of Ukraine, which
not only stopped the enemy, but also forced him to retreat in a number of
important directions. The decision on re-emigration was also facilitated by the
expectation of an end to active hostilities, the lack of funds for staying abroad,
difficulties in social adaptation at the new place of residence, the desire to
reunite with family and friends who remained in Ukraine, and the conviction
that the war would not affect the central and western regions of Ukraine.

However, in the fall and winter of 2022, it became increasingly clear
that the previously predicted terms for the end of the war were far from
reality. It became more and more obvious that the warring parties were
preparing for a protracted military campaign. Great damage was caused to
Ukraine by Russian strikes on critical infrastructure facilities, which led to
long-term blackouts of electricity, water and heat supply in many cities. In
some cases, it was not possible to restore the full operation of utility enter-
prises, and disconnection of consumers from electricity supply became
a common phenomenon due to the destruction of thermal power plants and
equipment intended for the transmission of electricity. The need to balance
the Ukraine’s energy system under hostile attack led to the use of emergency
and stabilization blackouts. This negatively impacted the ability of employers
and employees to provide remote work, which led to certain changes in the
labour market. Some employees lost the opportunity to work remotely. And
this is despite the fact that on the eve of the massive rocket attacks, about
40% of migrants could not keep their previous place of work, even if they
could work remotely [20].

Therefore, for some migrants, the issue of employment abroad was
already on the agenda in late summer and fall of 2022. And for many, lack
of knowledge of a foreign language became the main obstacle. On the other
hand, 60-70% of migrants were people with higher education [21], which
allowed them to adapt to new working conditions abroad if they wished. That
is why appropriate language courses have been organized in the countries that
received the most Ukrainian migrants (primarily Poland and Germany).

8 ISSN 1727-9313; eISSN 2616-5856. SCIENTIA FRUCTUOSA. 2023. Ne 2
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Some EU countries have shown interest in socializing Ukrainian mi-
grants. The reason for this was the reduction in the number of the population
due to the decrease in birth rates, and therefore they tried to solve this problem
thanks to external migrants [22]. Germany has established the highest pay-
ments for Ukrainian citizens fleeing the war among the EU countries, and
Poland has increased the number of vacancies in those industries where the
employment of Ukrainian citizens was the most noticeable.

The greatest chances for legal employment in the EU countries were
given to persons with the appropriate level of professional and qualification
training, knowledge of modern information and communication techno-
logies, knowledge of at least two foreign languages, who showed a high level
of adaptation to the culture of the host country. Educational migrants who
received their first or second education abroad with the possibility of further
employment also had advantages. For other migrants, official employment
usually meant a lower professional status and significant difficulties in fin-
ding a legal job. Knowledge of the features of the labour market of EU count-
ries and the ability to adapt to the conditions of long-term residence proved
to be insufficient for the majority of Ukrainian migrants.

However, in Poland, which experienced a shortage of workers in cer-
tain sectors of the economy, it was Ukrainian migrants who saved the
situation on the labour market. While in 2020-2021 the main reason for
Ukrainians to work in Poland was a higher level of wages, then in 2022, 45%
of respondents surveyed as part of the OTTO Work Force study "How do
Ukrainians evaluate work and stay in Poland in 2022?" emphasized the
importance of their own security, 37% — the opportunity to earn money, and
29% — the desire to provide a better life for their families. A significant part
of Ukrainian forced migrants in Poland (43%) answered that they want to
wait and see how the situation in Ukraine would develop in the future. At the
same time, 38% of respondents announced plans to learn the Polish lan-
guage. And 21% of the surveyed Ukrainian workers in Poland said they wan-
ted to find their own apartment. In addition, about 20% of respondents
expressed their intention to bring their family to Poland, 25% stated that they
do not intend to return to Ukraine from Poland after the end of the war, and
almost the same number of respondents are still undecided about this.
Therefore, according to the OTTO Work Force study, only about half
of Ukrainian migrants retained their intention to return to Ukraine at the end
of 2022 [23]. And this figure is close to the results of a study by the Kyiv
International Institute of Sociology, where it was stated that 42.9% of
Ukrainians are ready to plan the future for their children and grandchildren
in Ukraine [24]. But even if we take as a guide the indicator of the end of
2022 of about 50 percent of those who plan to return to Ukraine after the war,
then this indicator is lower than the expected indicators that were published
in the summer of 2022. Thus, at the end of August 2022, according to the
results of the survey of the Razumkov Center, almost 71% of respondents
planned to return to Ukraine after the war and in case of improvement of the
security situation [25].

ISSN 1727-9313; eISSN 2616-5856. SCIENTIA FRUCTUOSA. 2023. Ne 2 9
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The decrease in the number of potential re—emigrants can be explained
primarily by the influence of two factors: the desire to protect children from
war and ensure a higher standard of living in the EU countries, which gua-
rantee social protection, security, transparency of doing business and oppor-
tunities for social growth. This desire encourages them to learn the language
of the host country, educate their children in local schools, and decide
whether to purchase or rent housing for a long time.

By that time, the tools used by European countries for the socialization
of migrants may become more and more effective: retraining for professions
in demand on the labour market, encouraging employers to hire migrants,
part-time and temporary employment programs, the practice of creating pro-
grams for the development of self-employment among immigrants, providing
legal and information support for their business [26, p. 28].

On the other hand, for some refugees, the difficulty of adapting to
living conditions in the EU countries can be a determining factor for making
a decision to return to Ukraine. Despite a relatively long stay outside Ukraine,
not all migrants (even children) have been able to get used to new living
conditions. Some Ukrainians are not satisfied with the working conditions in
the service sector, healthcare, and purchase of housing. Those who planned
to leave Ukraine even before the war are more adapted to such conditions.
Their total number can be about 10 % of migrants [27].

The massive shelling of Ukraine’s critical infrastructure in the fall and
winter of 2022 did not cause a new wave of migration from Ukraine. Most
respondents did not want to leave the territory of Ukraine in winter.

However, the duration of hostilities and the extent of settlement
destruction are most likely to be among the most determining factors for
external Ukrainian migrants. The optimistic forecast about the end of the war
in 2023 is most likely to come true no earlier than the fall.

Ukrainian legislation does not provide a solution to the entire complex
of problems that may arise in conditions of large-scale re-emigration. This
primarily concerns determining the conditions for rebuilding destroyed hou-
sing and providing temporary housing to those who have returned to Ukraine.
The terms of restoration of destroyed commercial premises, including the
procedure for compensating entrepreneurs for losses, also require settlement.
Assignment of responsibility on the aggressor country cannot ensure
expedited refunds and compensation for losses. Therefore, it is important that
returnees receive the right to participate in the local distribution of funds
allocated by foreign partners for the reconstruction of Ukraine. This is also
important taking into consideration that a significant number of those who
return may prefer to live in regions that have been less affected by hostilities.
This is likely to lead to significant changes in the settlement structure of the
population, and therefore it is important to take this fact into account when
providing assistance and compensation payments to re-emigrants.

Conclusions. At the beginning of Russia’s full-scale invasion, mainly
representatives of small and medium-sized businesses and/or their relatives
and friends left Ukraine. A significant number of migrants had enough money
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to ensure their own residence abroad for a certain period of time. At the same
time, there were many enterprising citizens among the migrants who were
able to adapt to different business conditions, and the general level of edu-
cation of the migrants turned out to be quite high, which made it easier for
them to find employment if they were ready to master the language of the
recipient country.

In most cases, migrants live abroad on their savings, and the possible
threat to their lives and health in the hostilities keeps them from returning. The
availability of housing is a determining factor for returning for a relatively small
number of respondents. The possibility of free economic activity after the end
of hostilities is much more important. The opportunity to work in business
structures or to manage them acts as the biggest motivating factor for the return
to Ukraine of the interviewed citizens of Ukraine who became forced migrants.

At the same time, slightly better business conditions, particularly in
Poland, attract those who refuse to return to Ukraine. Thus, in order to encourage
the return of business representatives, Ukraine needs to ensure an attracttive
investment climate and the possibility of stable economic development. The
fulfilment of these conditions can be a significant incentive for those who plan
to return in the future but have not yet decided on a possible time of return.

Ukrainian scholars somewhat exaggerate the influence of the "sense of
home" as a decisive factor in re-emigration. And foreign scientists tend to
exaggerate the possibility of earning more on the territory of the EU compared
to Ukraine as a decisive factor in the decision not to return to Ukraine.

The end of hostilities will become a decisive factor in determining the
pace of re-emigration. If in the spring of 2022, the absolute majority of res-
pondents, expressing hope for a quick end to hostilities (perhaps by May 9),
hoped to quickly return to Ukraine, then over time a growing number of
respondents expressed the opinion about the forced necessity to stay abroad
for permanent residence. The change in the respective moods was already
noticeable in the summer of 2022 and became dominant in the autumn. At
this time, a significant number of Ukrainian migrants who planned to return
to Ukraine have already done so, and mostly women with children remained
abroad, for whom security issues as a condition for returning became do-
minant. Realizing that they would have to stay outside Ukraine for an inde-
finite period of time, Ukrainian migrants began to think more and more about
the prospects of economic activity outside their home country. The duration
of the hostilities and the nature of the war with rocket attacks on the civilian
population led to the migrants’ awareness of the difficulties of resuming
economic activity in the field of private entrepreneurship in Ukraine.

Enterprising citizens among the re-emigrants will become the object
of confrontation between Ukrainian local officials who will want to concent-
rate such citizens as much as possible on the territory under their control. The
presence of enterprising businessmen can contribute to the revival of pro-
duction, intensify entrepreneurial activity, and create new jobs in the regions.
And this, in turn, can stimulate demand, which will then become a driving
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factor in the development of production. Therefore, the creation and imple-
mentation of regional programs to support entrepreneurial activity can be-
come a significant factor in ensuring re-emigration.

Such programs may include quantitative and qualitative components.
The quantitative component may involve an increase in the number of bene-
fits for running a private business, and the qualitative component may include
the deferral of tax payments and payments determined by local authorities
for certain types of business activity. The problem of allocating land plots for
the development of business projects will also become quite acute. The impos-
sibility to resume business activities in the de-occupied territories and in the
combat zone in the near future (including due to the need to demine these
territories) will contribute to the growth of demand for land plots in regions
where there have been no direct hostilities, where the energy infrastructure
has been preserved after enemy shelling, and where there are intact trans-
portation routes. Therefore, it will be important for the local authorities to
restore the road connections as soon as possible, which can be a significant
factor in business development in the region and, at the same time, a moti-
vator for re-emigration, as the restoration of logistics will provide an oppor-
tunity to quickly restore the business environment.

After the end of hostilities, it is possible to recommend to local autho-
rities in Ukraine to offer migrants to decide on their place of residence due to
restrictions on remote work for public sector employees. At the same time,
such a decision should not be made in the conditions of war, as it could harm
re-emigration in the future. It is also worth preserving the possibility of dis-
tance learning in Ukrainian higher education institutions, as in the future the
desire to obtain a relevant diploma may become decisive in choosing
a permanent place of residence.

The vast majority of Ukrainian migrants in the EU countries do not
call the de-occupation of their native settlement a condition for returning to
Ukraine, as for many of them, the cessation of hostilities is enough for return.
For a large part of forced migrants, their possible participation in the post-
war reconstruction and ensuring Ukraine’s economic leap is important. Awa-
reness of the need to provide foreign assistance to rebuild the destroyed cities
and villages of Ukraine may also be important for returnees in terms of their
own participation in the distribution of funds allocated for local recon-
struction. In this case, their business experience can serve to increase the
efficiency of the using local resources.
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in Ukraine, maintaining the necessary and suf-
ficient level of economic security is one of the
main problems of any domestic enterprise. The
above mentioned determines the expediency of
their in-depth study, in particular by constructing
modern classifications of the economic interests
of the enterprise.

The aim of the article is to supplement the
classification features of the economic interests
of the enterprise in the theory of economic
security.

Methods. General scientific and special
methods of cognition are used. abstract-logical
and comparative; analysis and synthesis, analogy
and system approach; theoretical generalization and
formulation of conclusions.

Results. The main classifications of the eco-
nomic interests of the enterprise, presented in the
scientific literature, were studied, and certain short-
comings of the features of the classification of ec-
onomic interests proposed by the authors were
revealed. The author’s classification of the economic
interests of the enterprise was proposed. Supple-
menting the classification of economic interests of
T.V. Sak with indicators according to the following
characteristics: according to the national form of
ownership of the capital of stakeholders, according
to the level of social utility, according to the level of
materiality of the influence on the economic pro-
cesses and economic security of the enterprise,
according to the potential of achievement, according
to the level of need for implementation, according to
the dynamics of increasing relevance.

Conclusions. The study made it possible to
clarify and supplement the main characteristics
of the classification of the economic interests of
the enterprise. The use of the proposed signs will
contribute to deepening the understanding of the
economic interests of the enterprise in the
modern concept of economic security.

Keywords: economic security of the enter-
prise, economic interest of the enterprise, classi-
fication, bearer of interests, sign of classification.

JEL Classification: L.20; L21; M20.

HE0OXiOH020 ma 00CMAMHBLO20 PIBHA EeKOHO-
MIUHOT Ge3nexu € 0OHIEI 3 20/l06HUX NPOoOieM
6y0b-sK020 GIMHUU3HAHO20 nionpuemcmed. 3a-
3HaueHe O00YMOGIIOE OOYLIbHICMb IX no2nuo-
JICHO20 GUBYEHHS, 30KpeMa WIISAXOM HoOY00su
cyuacHux Kacugixayiti eKOHOMIUHUX IHmepecie
nionpuemcmea.

Memoto cmammi € 0onosHeHHs Kiacugixa-
YIUHUX O3HAK eKOHOMIYHUX [Hmepecie nionpuem-
cmea 6 meopii eKOHOMIUHOT be3nexu.

Memoou. Buxopucmano 3a2anbHOHAYKOGI
ma cneyianvHi Memoou Ni3HAHHA. AOCMPAKMHO-
JIO2TUHUL, NOPIGHANLHUL, AHANIZY MA CUHME3)Y,
ananoeii, CUCmemMHo2o nioxody, MeopemuyHO20
V3a2anvHeH s, POpMYTIOBAHHS GUCHOBKIE.

Pesynomamu  docnioxcennn. Posenamymo
OCHOGHI  Kaacugikayii eKoHOMIYHUX IHmMepecié
nionpueEMcmea, npeodcmasieti 8 HAyKosiil Jime-
pamypi, 8UABNEHO NeGHi HeOdONIKU 3anponoHO-
8aHoi asmopamu Kiacugikayii eKOHOMIYHUX iHme-
pecis. 3anponoHo8aHo asmopcvKy Kiacugikayiro
eKOHOMIYHUX inmepecié nionpuemcmaa. Knacu-
Qixayiro  exonomiunux inmepecie T. B .Caxa
O00NOBHEHO NOKASHUKAMU 30 MAKUMU O3HAKAMU.
HayioHANbHA Gopma 61acHOCMI HA Kanimal
cmeuKxon0epie; pieeHsv CYCRIIbHOI KOPUCHOC-
mi; pigeHb CYmmeg8ocmi 6Nau8y Ha eKOHOMIYHI
npoyecu ma eKOHOMIYHY Oe3neky nionpuem-
cmea; nomenyian 00CAcHeHHsl, pieeHb nompeou
y peanizayii; OUHAMIKA 3POCMAHHA AKMYAlb-
HOCMIL

Bucnoexu. [locniosicenns dano 3mozy ymouy-
HUMU 1 OONOBHUMU OCHOBHI O3HAKU KIACU-
Qixayii exonomiunux inmepecie nionpuemcmaa.
Bukopucmaunnsa 3anpononosanux 03Hax cnpusi-
mume nO2NUONEHHIO PO3YMIHHA eKOHOMIUHUX
[Hmepecie nionpueEMcmea 6 Cy4acHit KoHyenyii
EeKOHOMIUHOT be3neKu.

Knwuoei cnoea: exkoHOMiuHa Oe3meka
HiANIPUEMCTBA, €KOHOMIYHMH IHTEpeC MiInpH-
€MCTBa, Kiacuikarlisi, HOCii iHTepeciB, O3HaKa
kiacuikarii.

Introduction. In the conditions of military actions of the russian
federation against Ukraine, which have been ongoing for more than a year,
and the legal regime of martial law on the territory of our country, the
activities of domestic enterprises take place under complete uncertainty and
the constant influence of a large number of threats, both internal and, above
all, of external origin. This, more than ever, actualizes the issue of formation
and maintenance of the necessary and sufficient level of their economic

security by domestic business entities.

16

ISSN 1727-9313; eISSN 2616-5856. SCIENTIA FRUCTUOSA. 2023. Ne 2



ENTERPRISE

Problem. Taking into account the provisions of scientific works [1; 2]
the economic security of an enterprise is interpreted as a state of security
of its economic system and economic processes, which provides the ability
to prevent the occurrence, minimize and overcome the consequences of
internal and external threats, the ability to implement priority economic
interests as efficiently as possible in the conditions of the variability of the
external business environment, using the available resource potential, reser-
ves of stability and self-improvement. Therefore, the concept of "economic
interest of the enterprise" is an integral component of the formation and
scientific substantiation of the modern concept of economic security of enter-
prises (ESE) in Ukraine, which is a necessary condition not only for ensuring
the sustainable pace of development of domestic economic entities, but also
for their survival.

Thus, within the framework of the development of the conceptual
foundations of ESE research in modern conditions, it is appropriate to consi-
der the types of economic interests of enterprises (EIE) according to the main
classification features.

Analysis of recent research and publications. A significant contri-
bution to the formation of the conceptual apparatus of the modern concept of
ESE was made by domestic and foreign scientists, among whom it is
appropriate to single out the works of T. Zubko [1] and A. Yaroslavskyi [3].
These scientists comprehensively researched the conceptual principles of
ensuring economic security at enterprises, in particular, studied the content
of economic security, systematized and summarized the essential features
of the main components of the definition of "economic security of an enter-
prise", indicated the features of the classification of ESE, considered the
features of economic security management, etc.

The theoretical and methodological foundations of the definition
of EIE were reflected in the works of such domestic and foreign scientists as:
Ye. Mishchuk [4], S. Romanenko [5], T. Andreieva, O. Bohdan, P. Walras,
F. Wieser, A. Kirik, O. Liashenko, S. Mil, A. Mykhaylov, S. Mykhailiuk,
N. Novikova, T. Sak, V. Smiesova, A. Filipchenko, N. Chernetsova, and others.
In particular, in the context of economic security, the nature of economic
interests was investigated in the mentioned scientific works, and the main
types of EIE and its stakeholders were also considered.

Despite the importance of the scientific contribution of modern scien-
tists, currently the theoretical basis for the formation of the modern concept
of ESE in Ukraine requires more thorough research, in particular, in the field
of studying the economic interests of the enterprise (elements of ESE)
according to the main classification features, one of which is EIE, which can
supplement and expand opportunities for systematic research of the issues of
ESE provision.

The aim of the article 1s to supplement the classification features
of the economic interests of the enterprise in the theory of economic security.
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Methods. The issues of the theoretical substantiation of the classify-
cation of the economic interests of the enterprise in the theory of economic
security are based on such general scientific and special methods of cognition as:
abstract-logical and comparison — during the consideration of the classifyca-
tions of the economic interests of the enterprise proposed by individual
scientists. Methods of analysis and synthesis, analogy, system approach were
used to formulate the author’s classification features of the economic
interests of the enterprise, which complement the theory of economic security
of enterprises. The method of theoretical generalization and formulation of
conclusions was used to formulate conclusions.

Results. Many scientists pay attention to the problems of economic
interests at different levels (household, enterprise, region, state, society),
studying their content and essential features, as well as looking for effective
tools for their implementation. In the context of our research, the economic
interests of the enterprise are considered as needs realized by their carriers
(enterprises), which they believe can be satisfied thanks to economic activity
and prompt them to directly or indirectly influence the components of the
internal economic system in order to obtain a certain benefit.

The complexity of the definition of "economic interest of the enter-
prise" determines the scientific and practical necessity of systematizing its
structural elements into classification features. In turn, the construction of the
author’s classification of economic interests at the level of enterprises deter-
mines the need to study the currently existing main features of the classi-
fication of the definition under study.

The results of the analysis of foreign sources prove that scientists
mainly focus either on the study of economic interests at the mega-level [6];
or they study separate aspects of the theory of EIE, such as the content and
essential properties of economic interests [7] or the assessment of the level
of satisfaction (coherence) of the interests of participants in economic rela-
tions [8], etc., without resorting to considering the types of economic inte-
rests at the level of enterprises; or consider individual types of EIE without
building their classification [9].

For the most part, domestic researchers of economic interests at the
micro level focus on the study of their content, elements, essential features,
and only some scientists pay in-depth attention to the study of types of
economic interests at the enterprise level with the construction of author’s
classifications.

Thus, O. Bohdan and S. Mykhailiuk classify types of EIE according
to four classification features [10, p. 37]:

e nature of occurrence: natural and forced;

« degree of significance: global, priority and secondary;
« time of implementation: current and strategic;

« localization: branch, regional and functional.

However, in our opinion, the coercive nature of EIE is a debatable point,
because the interest as a perceived need by the bearer is always aimed at obtaining
various kinds of benefits, which calls the possibility of its coercion into question.
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Regarding the second sign, we believe that the priority interest of the enterprise
can be global and vice versa, because the position of the enterprise on the market
directly affects the amount of profit it receives. Regarding the last feature, the
question remains open, why the authors are limited only to the meso-level of
economic interests of enterprises, without taking into account the scale and
volume of activities of various enterprises, macro- and mega-level interests.

Emphasizing the possibilities of ensuring ESE through constant
monitoring of EIE, G. Savina and O. Zaitseva classify the economic interests
of the enterprise based on the business environment into external (interests
of various groups of external stakeholders) and internal (to which they pro-
pose to introduce the social status of employees, personnel, financial, resource,
technological and information support) [11, p. 230]. However, in this case,
it is not entirely correct to talk about the economic interests of the enterprise
only, to a greater extent it concerns the economic interests of the enterprise
and its stakeholders in the context of ensuring economic security.

A fairly extensive classification of EIE is proposed by O. Lia-
shenko [12, p. 57]. However, in this classification it is difficult to clearly
separate the actual economic interests of the enterprise from the economic
interests of its stakeholders, which should not be identified.

Ye. Mishchuk [4, p. 136] divides EIE into current and strategic ones,
which, in turn, into the appropriate number of basic components, which
makes it possible to talk about the specific structure of EIE, but not about
their classification.

We consider the classification of economic interests developed by
T. Sak to be the most successful, which proposes to distinguish EIE accor-
ding to seven classification features:

subject level: interests of the enterprise in general; interests of the
structural unit; interests of "responsibility centres";

type of economic activity in the field of: operational activity; financial
activity; investment activity;

object of interest: finance; personnel; technology; information; enter-
prise image, etc.;

ownership interest. owner’s interest; interest of the manager; interests
of employees;

significance: main; priority; secondary;

implementation period.: strategic; tactical; operational,

direction of interests: domestic economic; external economic [13, p. 68].

Accordingly, as the basis of the author’s classification of EIE in the
concept of economic security, we have taken T. Sak’s classification [13],
which, based on the results of the conducted research into the essence of the
specified scientific definition, is proposed to be supplemented with the follo-
wing classification features:

by national ownership of the capital of interest holders: interests of
national enterprises; interests of foreign enterprises. The necessity of distin-
guishing the specified feature is due to the essential difference between the
interests of national enterprises, the owners of which are interested in the
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unlimited existence of the state, and foreign enterprises, the owners of which
are not citizens of Ukraine, so they can only have short-term or purely hostile
interests aimed at undermining the economy. We consider it impractical to single
out the economic interests of joint enterprises on this basis due to the predo-
minance of the national capital in the latter’s capital, therefore, we consider
their interests to be identical to the economic interests of national enterprises;

according to the level of social utility: socially useful; socially dan-
gerous. During the formation and implementation of economic policy at the
level of a separate region and state in general, it 1S important to recognize the
content of the EIE in a timely manner in relation to the threats or benefits
inherent in them for society, since these parameters directly affect the nation-
nal, including economic, security of the relevant territory (state);

by the level of influence on economic processes and economic security
of the enterprise: global influence; moderate impact; insignificant impact.
This criterion determines the share of financial resources, which should be
used to satisfy this or that economic interest, or the level of influence of the
results of interest realization on ESE;

by achievement potential: achievable; unattainable. Thus, the enterprise
in the person of the owners can have an unlimited number of economic inte-
rests, some of which, in turn, can have a utopian character and cannot be realized
at this stage of the development of society due to various objective reasons;

according to the level of need for implementation: priority implemen-
tation; implementation according to the final principle; which should not be
implemented. The economy represents the realization of the economic inte-
rests of their holders in conditions of limited resources. The limited resources
require the priority of satisfying the economic interests of the holders, there-
fore, there is an important scientific and practical need to analyse the potential
utility of economic interests for the enterprise in the short-, medium- and long-
term period with the aim of the most effective distribution of limited resources;

according to the dynamics of increasing relevance: potentially rele-
vant; the relevance of which is increasing; stably unchanged; the relevance of
which is decreasing; irrelevant (relevant in the past). The ability to recognize
the relevance of economic interests in relation to their significance for the
enterprise over time in the process of forming and implementing economic
policy determines the development prospects of the appropriate enterprise,
the presence or absence of conflicts, threats to economic security at the
current moment of time or in the future.

At the same time, in the classification based on "by significance", we
consider it expedient to leave only priority and secondary interests, taking
into account the impact on the amount of the company’s net profit, because
it 1s not clear what is the fundamental difference between the main interests
of the company and its priority interests.

These classification features are capable of deepening the understan-
ding of the content of the economic interests of the enterprise in the modern
concept of ESE. The proposed classification of the economic interests of the
enterprise is shown in the Figure.
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Economic interests of the enterprise
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Source: constructed and supplemented by the authors based on generalization [13].

The author’s proposed classification will contribute to the deepening
of the understanding of the meaning of the definition "economic interest of
the enterprise" as one of the basic components of the scientific justification
of the modern concept of economic security of enterprises in Ukraine, as
a necessary condition for ensuring not only the development, but also the
survival of domestic business entities.

Conclusions. One of the main concepts in the issue of economic
security is the concept of "economic interest of the enterprise". In turn, the
multifacetedness and complexity of this concept determines the expediency
of systematizing its structural elements into classification features.

ISSN 1727-9313; eISSN 2616-5856. SCIENTIA FRUCTUOSA. 2023. No 2

21



ENTERPRISE

The results of the study of classifications of economic interests show
that scientists mostly systematize them at the state level, instead, insufficient
attention is paid to the construction of classifications of economic interests at
the level of enterprises. Therefore, on the basis of the generalization of the
classification of economic interests by T. Sak, the author’s classification of
the economic interests of the enterprise was built, which was supplemented
with classification features, according to: the national ownership of the capi-
tal of the interest holders; the level of social utility; level of impact essen-
tiality on economic processes and economic security of the enterprise; achie-
vement potential; the level of need for implementation; dynamics of incre-
asing relevance.

The prospect of further scientific investigations is the formation of an
author’s classification of threats to the economic security of the enterprise.
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CONTENT MARKETING
AT TRADE ENTERPRISES

Introduction. The development of digital
technologies is stimulating businesses to adopt
creative approaches to managing marketing
communications. Content marketing is beco-
ming a relevant tool for presenting valuable
content to the target audience. In times of war, it
changes according to the demands of society to
strengthen market positions and improve brand
interaction.

The problem. The use of content marketing
at trade enterprises requires the development of
an effective implementation strategy and its sta-
ges, that harmoniously combines the practice of
digital marketing of trade enterprises with the
classic principles, methods, functions and tools
of content marketing.

The aim. To substantiate the current trends
in the use of content marketing in the digital
communication environment and to develop
stages of implementation of content marketing
strategy at trade enterprises.

Methods. The methods of theoretical gene-
ralization, analysis and synthesis, system struc-
tural analysis, comparison, and grouping were
used.

Results. The approach to content creation by
trade enterprises is substantiated and a strategy
for the implementation of content marketing is
developed. The peculiarity of its use is to ensure
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KOHTEHT-MAPKETUHT
HA NIANPUEMCTBAX TOPI'IBIII

Bcmyn. Po3gumox yughposux mexnonozii cnu-
MYTIOE NIONPUEMCMBA MOP2i6Hi 00 BUKOPUC-
MAHHS KPeamuHux nioxooié 8 ynpaeiiHHi map-
KemuH208umMu KomyHixayisimu. Koumenm-mapxe-
MUHZ CMAE PenesaHmMHUM THCMPYMEHMOM Npeo-
CMABNEHHs YIHHICHO20 KOHMEHMY OISl Yilb08oi
ayoumopii. B ymoeax @iliHu 6iH 3MIHIOEMbCSL IO0-
NO8IOHO 00 3aNUMi8 CYCHITbCMEA 3 Memoio 3Miy-
HeHHsl NIONPUEMCMBAMU PUHKOBUX NO3UYIll mda
NoCUNeHHs 83AEMOOTT 3 OpeHOOM.

Ilpoonema. BukopucmaHHs KOHMeHmM-MapKe-
MUH2Y HA NIONPUEMCMEAx mopeieni nompeodbye
Ppo3pobnennst dicgoi cmpamezii ma aoanmueHux
MApKeMUH206UX PileHb, SIKI CHPUSIMUMY b 2APMO-
HILHOMY NOEOHAHHIO NPAKMUKU YUPPOBo2o map-
KemuHzy NIONpUEMCmE mopeieni 3 KIACUYHUMU
NPUHYUNAMU, MemOOaMU, (QYHKYIIMU, THCMpYMeH-
mamu KOHMEeHmM-NaAPKemuHzy.

Mema. Po3xpumms cyuachux Hanpsamie 8uKo-
PUCMAHHS KOHMEHM-MAPKeMUH2Y 8 cepe0osulifi
yugposux KomyHikayiti ma oOIPYHMYE8AHHS ema-
nig peanizayii cmpamecii KOHMEHM-MaAPKEeMUH2Y
Ha NIONPUEMCMBax mopeieii.

Memoou. Buxopucmaro memoou meopemuy-
HO20 Y3a2QlbHEHHA, AHANIZY A CUHME3)Y, CUCEMHO-
CIMPYKMYPHO20 AHAIZY, NOPIGHSAHHS. MA 2DYNYEAHHAL.

Pesynomamu docnioxncenns. Poskpumo nioxio
00 CMBOPEeHHS KOHMEHMY NIONPUEMCINEAMU MOop-
2ieni ma obIpyHmMo8aro emanu peanizayii cmpa-
mezii konmenm-mapxemunzy. Ocobaugicmio
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consistency of content with marketing goals and
objectives, selection of adaptive techniques for
content creation, distribution, promotion, con-
sideration of the relevant norms and restrictions
of the respective target audience, and ensuring
the strengthening of brand loyalty by increasing
the value of content throughout the consumer
Jjourney.

Conclusions. As trade enterprises reduce
their territorial coverage in the online format,
content marketing is becoming the basis for suc-
cessful digital marketing communications. It
helps to expand target audiences, improve pe-
rsonalized and targeted online interaction with

BUKOPUCMAHHA € 3A0E3NeYeHHsT Y3200HCEHOCMI
KOHMEHmMY 3 MAPKeMUH208UMU YLIAMU Ma 346-
OanHAMU, NIOOIp A0AnMUEHUX NPULOMIE U000
CMBOPEHHS, PO3NOBCIOONCEHHS, NPOCYBAHHS KOH-
TEeHMY, 8PAXY8aHHS PeNe8aHMHUX HOPM ma 0OMe-
JHCeHb 8I0N0BIOHOT YiNbosoi ayoumopii, 3abesne-
YeHHsT NOCUNEHHA JIOSAbHOCMI 00 Opendy Ha
OCHOBI NIOBUWEeHHS. YIHHOCMI KOHMEHMY 8Nnpo-
008IHC YCbO2O WATIAXY CROJICUBAYA.

Bucnoexu. B ymosax ckopouenHs nionpuem-
CMeamu mopeieni mepumopiaibHO20 OXONAEHHS
8 OHAAUH-GhopMami OCHOBOIO YCRIWHUX YUPpo-
BUX MAPKEMUH20BUX KOMYHIKAYIL CMA€E KOHMEeHm-
mapkemune. Bin cnpuse poswupenno yinbosux
ayoumopiil, NOCUIEHHIO NePCOHAI308aAHOT Ma map-

2eMU308AHOI OHNIAUH-E3AEMOOTL 31 CROACUBAUAMU,
onmumizayii 0OisHec-npoyecie. Buxopucmanus
KOHMEeHM-MapKemuHey niONpUEMcmeamu mop-
2igni nompebye cmeopenHs, po3noeCcrO0NCEHHS,
NpOCy6ants. KOHMEHNTy 3a GIONOGIOHUM aneopum-
MOM Ma 6RPOBAICEHHS A0anmueHoi cmpamezii
KOHMEHM-MapKemuHe).

consumers, and optimize business processes.
The use of content marketing by trade enter-
prises requires creation, distribution, promotion
of content according to an appropriate algo-
rithm, and introduction of an adaptive content-
marketing implementation strategy.

Keywords: content marketing,
tools, promotion, value.

digital Kniouoei cnoea: KOHTEHT-MapKeTHHT, IUQ-

POBI IHCTpYMEHTH, peKjaMa, IiHHICTb.

JEL Classification M31.

Introduction. The evolution of digital technologies is forcing trade
enterprises to re-evaluate the effectiveness of traditional marketing com-
munications. This requires the development of creative approaches to imple-
menting marketing solutions in both offline and online environments. In
times of war, digital marketing communications are especially important as
they become the focus for achieving strategic marketing objectives and
business goals. Content marketing is becoming an alternative and a com-
plement to traditional advertising campaigns, allowing to take into account
social and political factors in building the brand and image of companies.

In the context of Russian aggression in Ukraine, content marketing
can ensure the entry and consolidation of Ukrainian business in the inter-
national environment, increase interest in the country, popularization of do-
mestic producers, brand strengthening and a more sensitive internal marke-
ting environment. The effectiveness of content marketing in commerce should
be ensured by adhering to the principles of the Marketing 5.0 concept, which
involves the use of technologies that mimic human behavior to create, com-
municate, deliver and enhance value throughout the customer journey. It com-
bines elements of the previous two concepts: Human-Centered Marketing 3.0
and Technology-Centered Marketing 4.0. This concept requires flexibility
and adaptation to the changing world and its trends. [1, p. 320].

The problem. It is important to develop a content marketing strategy
that can ensure sustainable contact with potential consumers, interest in the
company’s products, while avoiding advertising blindness and strengthening
the social position. It is necessary to disclose the principles, methods,
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functions and tools of content, to ensure its consistency with marketing goals
and objectives, to select adaptive techniques for creating, distributing, pro-
moting and increasing its value.

Analysis of recent research and publications. Today, scholars pay
attention to the theory and practice of developing "content" and implemen-
ting "content marketing". In most English-language works, the authors,
providing definitions, refer to Joe Pulizzi, the head of the Content Marketing
Institute [2]. The essence of the concept was also studied by M. Stelzner, a
well-known author of books on content marketing [3], K. Zemlik [4], as well
as researchers such as J. Rowley [5], P. Bokariya [6]. Among domestic
scholars, Z. Dvulit, K. Zybina, E. Krykavskyi, O. Kapral, S. Sapigura,
G. Saidova, G. Radchenko, I. Dyachuk made a significant contribution to the
study of content marketing [7-9]. With the popularization of content mar-
keting in the world and in Ukraine, the number of journalistic articles, blogs
and tips on the use of content marketing is increasing. However, there are no
scientific works that would reveal the essence of this concept and the
peculiarities of its implementation at trade enterprises. There is also a lack of
research on the practical aspects of content marketing implementation by
trade enterprises operating under martial law.

The aim of the article is to reveal the current trends in the use
of content marketing in the digital communication environment and to sub-
stantiate the stages of implementation of the content marketing strategy
at trade enterprises.

Methods. The methods used are theoretical generalization, analysis
and synthesis, system-structural analysis, comparison and grouping.

Results. Today the use of content marketing is important in the acti-
vities of trade enterprises. In connection with military operations in Ukraine,
content marketing is able to ensure the formation and maintenance of the
state’s image in the international community and the marketing environment.
It is an effective tool to increase the interest and loyalty of citizens of different
countries. In addition to improving the image of Ukraine in the global com-
munity, the increased interest is supported by the growing demand for do-
mestic products on the global market, which helps to increase the inflow of
foreign currency to Ukraine. Another important advantage of content mar-
keting in times of war is a more sensitive approach to the presentation of
a product or service, which avoids the annoyance sometimes associated with
classic advertising campaigns. The need to use content marketing is also
caused by the saturation of the Internet space with advertising, which has led
to the so-called "ad blindness". When a network user identifies certain informa-
tion as advertising (by the way the message is presented, its appearance, or
keywords), he or she often turns his or her attention to other content without
even trying to delve into the content of the advertising offer [10, pp. 46-47].
"Ad blindness" requires marketers to look for other approaches to "ecolo-
gical" contact that would not cause automatic ignoring and would allow them
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to build stronger relationships with potential consumers. An example of such
an approach is content marketing, a strategy for finding contact with con-
sumers and attracting their attention not to an advertising offer, but to
information that is relevant to the company’s business and relevant to the
consumer. Over the past twenty years, content marketing has gained wide
popularity around the world. Domestic companies use content marketing to
some extent, but in general, as 0of 2023, the tool is not yet commonly practised
in Ukraine.

The term "content marketing" consists of two elements: "content" and
"marketing". Therefore, the adaptation of its tools to the peculiarities of prac-
tical activities of trade enterprises in today’s conditions requires a primary
study of the essence of "content" and "marketing", as well as existing theo-
retical approaches to their use.

Scientists and practitioners have formulated a wide range of interpre-
tations of the essence of the concept of "marketing". One of the most widely
accepted is that of the American Marketing Association: "Marketing is the
activity, set of institutions, and processes for creating, communicating, deli-
vering, and exchanging offerings that have value for customers, clients,
partners, and society at large" [11]. This approach is best suited to the spe-
cifics of marketing management in both online and offline environments.

The essence of the concept of "content" has been revealed by many
researchers in the last decade. However, it 1s characteristic of modern rese-
arch that this concept is increasingly emphasized in the field of digital
communication. In the English dictionary, the word "content" is defined as
the physical substance, subject matter, or theme of a work, as well as some-
thing expressed through speech, writing, graphics, or other art [12].

In everyday communication, content is defined as any information on
websites, blogs, or social networks, regardless of the purpose for which the
information is published. However, the existing definitions have one thing in
common: from a marketing perspective, information can be called content if
the purpose of its publication is to influence the consumer. The key characte-
ristic of content is its focus on achieving the goals of a particular organization.

At this stage, it is very difficult to clearly identify the characteristics
that make certain information content. After all, all content is a tool for
developing the personal brand of its author, which is an important component
of business development and promotion. This is especially true for the com-
merce, which is a highly competitive industry. The impact of published
information on the reader and the potential to leverage that impact to achieve
business goals is difficult to measure. Therefore, it is impossible to think of
content only as information that a company publishes for a specific purpose.
All of the company’s contacts with potential consumers can have a positive
impact and the potential to increase customer loyalty. Therefore, when ana-
lyzing the effectiveness of content marketing, general indicators are usually
measured for all content published over a certain period of time.
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The definition of content is given by S. Macera in her work "Content Mana-
gement in Marketing Communications", where she states that content is "multi-
format materials represented by text, photo, audio, video, etc.". [13, p. 91-94]. The
definition focuses on the form of the content created and does not take into
account the specifics of how content is used by a company to achieve its goals.

In her monograph "Methodological Aspects of Internet Marketing"
I. Lytovchenko defines content as "the filling of a web-site; it includes gra-
phics, text, multimedia, sound" [14]. The definition describes in detail the
possible forms of content, but does not provide sufficient information about
who is the subject of content placement and what goals are expected to be
achieved by placing content on a web page.

A more complete definition of content as a marketing tool can be
found in the article "Content Marketing: Advertising without advertising"
by E. Krykavsky and N. Figuna. It is noted that content is "a set of useful
information about a product, company, event, etc., which does not contain
advertising appeals, offers to purchase goods" [7, p. 474-483]. The definition
emphasizes the difference between content and advertising, but does not
reveal the purpose of publishing such information.

C. S. Sapigura argues that content is "light information that allows to
keep the attention of the reader of the corporate site" [15, p. 186-191]. In the
definition, the researcher focuses on the purpose of using content, but does
not consider the forms of content presentation that can be used depending on
the specifics of the target audience and the goals of the enterprise.

M. Stelsner, author of works on the practical use of content in busi-
ness, provides an informal definition of content, noting that content serves as
"fuel for a company-rocket. According to the researcher, the main task of
content is to inform, engage, encourage the audience and refute certain ideas
about products and companies [3].

In his research, V. Dovbenko emphasizes that the creation of content
requires an individual approach and there are no general recommendations,
as it depends on the objectives set by the company, the goals of commu-
nication with customers, and the characteristics of the channels used to
distribute content [16, p. 99-109].

M. Grant emphasizes the impossibility of formulating a universal defi-
nition of "content marketing". This is due to its excessive abstractness and
breadth of goals and methods of information transfer. The researcher believes
that content is a general term for "form as such", which can take a physical
form or be a traditional media form, video, show, essay, blog posts [17].

In order to identify the main components of the concept under study
and the characteristic features of its application by commercial enterprises, it
1s advisable to conduct a content analysis of 34 definitions. Some definitions
contain more than one characteristic feature. Figure 1 shows the frequency
of use of individual content features among the total number of definitions.
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Figure 1. Characteristics of content in the works of scholars and practitioners

Source: compiled by the authors.

So we can conclude that:

« Today, content is one of the most important digital tools for attracting
consumers;

« Content is distributed through social networks, websites, email news-
letters and other digital channels, but can also be delivered to consumers
through newspapers, magazines, outdoor and indoor advertising, etc;

o Content is a broad term that encompasses a variety of forms of infor-
mation presented to the consumer. The main forms of content are text, gra-
phics, video and audio;

« Content helps to avoid the rejection that readers experience after
recognizing an advertisement, because content does not involve a direct offer
of a product or service, but rather aims to provide a conditionally free benefit
to the reader;

« The benefit of consuming content can be expressed not only in the
reader’s acquisition of practical knowledge in a field related (but not nece-
ssarily related) to the company’s goods or services, but also in the reader’s
positive emotions;

« Depending on the field of activity, size and type of company, content
as a tool will vary, take different forms, be aimed at achieving different goals, etc.

The obtained results are the basis for formulating a modern definition
of "content". Content is useful or entertaining information in textual, graphic
or multimedia form published by a trade enterprise to attract, inform and
increase consumer loyalty. In this case, the concept of content is studied
specifically for implementation at trade enterprises, although it can be
considered typical for enterprises of various types of economic activity.

Content marketing is the main tool for planning, creating and distri-
buting content. The tool has gained popularity relatively recently. Therefore,
its implementation in order to achieve the goals of the marketing strategy and
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ensure an effective marketing policy in the digital environment requires a
clear understanding of its nature, principles, functions, tasks and tools. The
basis for understanding the essence of content marketing is a clear, com-
prehensive and understandable formulation of the concept of "content marke-
ting" itself, which will form the basis for further research of implementation
tools and promote the spread of its use among trade enterprises.

I. Lytovchenko in her monograph "Methodological Aspects of Internet
Marketing" notes that "content marketing is a tool by which a manufacturing
enterprise, by placing relevant and quality information on information reso-
urces (websites, social networks, webinars, round tables, books, media, etc.),
can position itself in a favorable light among potential consumers" [14].
According to this approach, content marketing is presented as an activity
aimed at positioning the manufacturer among consumers, although the same
goal is also relevant for trade enterprises.

The founder of the Content Marketing Institute, J. Pulizzi, whose defi-
nition is used by most foreign researchers, defines content marketing as "a
strategic marketing approach focused on creating and distributing valuable,
relevant, and continuous content to attract and retain a clearly defined audi-
ence — and ultimately increase profits" [2]. In this definition, the purpose of
creating and using content is to attract and retain an audience to generate
profit, which is relevant to both manufacturing and trade enterprises.

According to G. Saidova and G. Radchenko, "content marketing is a
strategic marketing approach that involves the creation and distribution of
content to attract and retain a specific audience, as well as to stimulate cus-
tomers to take profitable actions, and content marketing is an effective com-
ponent of business promotion" [8] (similar to the approach of J. Pulizzi). This
approach shows the universality of this definition for both digital and trade-
tional content promotion channels. An important point is the authors’ empha-
sis on the key characteristic of content marketing, which is the absence of
offering goods and services, but offering consumers relevant and useful
content that can even create demand in the future [8, p. 144-149].

O. Tertychnyi offers his own approach to content marketing, noting
that this tool has become the most popular Internet marketing tool in recent
years. The researcher considers content marketing as a set of marketing tech-
niques based on creation and distribution of useful information for the consu-
mer in order to gain trust and attract potential customers [18, p. 382-385].
The definition is exhaustive, although it does not mention other functions of
content marketing, except for building trust and attracting new customers.

The authors of the article "Content Marketing: Advertising without
advertising" E. Krykavskyi and N. Figuna define content marketing as a tool
for influencing the formation of long-term partnerships with consumers
through e-marketing tools and using text, audio, photo and video information
of a cognitive and review nature [7, p. 474-483]. This definition, unlike the pre-
vious one, emphasizes the increase in the duration of the customer life cycle
with the help of this tool, rather than the attraction of new customers. In fact,
if trade enterprises consider the customer lifecycle and ways to influence
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each stage of the sales funnel, they can increase customer value across the
entire customer base as a result of a timely response to customers’ interests
and needs. Thus, content marketing is a fairly versatile tool that can achieve
different goals depending on the needs of the company.

Among foreign researchers, it is also worth mentioning the Polish
researcher K. Zemlik, who defined content marketing as "a technology for
creating and distributing content (a set of information) aimed at finding cus-
tomers or stimulating sales". As she noted, "the distributed information should
be unobtrusive and not contain offers to purchase or get acquainted with the
product, and therefore does not require additional push in the market, it is
attracted by consumers and spread among them independently" [4].

M. Stelzner defines content marketing from a different perspective,
stating that content marketing should be understood as the promotion of free
values that are tangentially related to the company. By free values, he means
the benefit that the reader can receive by consuming the content provided by
the company [3].

Numerous definitions of the concept under study can be found in
manuals and articles with tips and instructions on how to use content mar-
keting. However, these approaches are of less scientific value because they
do not claim to be exhaustive and are rather a metaphorical representation of
this tool and its potential benefits.

Given the proposed definition of content, let’s analyze the definition
of content marketing in a similar way. Researchers who study content marke-
ting use different approaches to define this concept. Scholars classify content
marketing as a tool, a strategic marketing approach, a set of techniques, a
technology, and even advertising of free values. These definitions are fully
revealed when looking at the purpose of content marketing: the delivery of
content to the direct consumer. As for the other characteristics, their analysis
allowed us to identify certain differences. Using content analysis methods,
we will determine the frequency of use of content marketing characteristics
based on a study of 30 definitions. Some of them include several content
marketing characteristics. The results are shown in Figure 2.

Thus, content marketing:

eis a tool or a set of techniques for all the different content formats
available and strategies for creating them, depending on the resources avai-
lable, the amount of content required, and the goals of the organization;

eincludes content planning, preparation, selection of distribution chan-
nels, and finding ways to increase the reach of content to potential audiences;

eis useful and relevant information that allows the reader to feel the
consumer’s gain by receiving free value from the company, which can be expre-
ssed in both utilitarian useful content and emotionally entertaining content [19];

ecreated for a specifically defined audience to build loyalty, brand awa-
reness, and attract a specific set of potential consumers rather than casual
network users;

edifferent types of trade enterprises use content for very different pur-
poses, with different strategies for creating and distributing content.
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Source: compiled by the authors.

The results of the analysis reflect the need to reveal the modern essence
of content marketing for trade enterprises, taking into account the specifics of
their functioning. We consider the following definition to be the most accep-
table: a set of techniques for creating, distributing and promoting relevant con-
tent that ensures the implementation of the digital marketing strategy of the trade
enterprise by increasing its value throughout the customer’s journey.

The clarified essence of content marketing shows that in modern con-
ditions any business can increase the effectiveness of marketing activities if it
uses a strategic approach to the implementation of content marketing (Figure 3).

Stages of content marketing
strategy

Publishing

./

Generation
of content
ideas

Content
creation
* Content

plan

Figure 3. Implementing a content marketing strategy

Source: developed by the authors.
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As part of the stages of implementing a content marketing strategy,
each trade enterprise should develop its own marketing goals in accordance
with the chosen overall marketing strategy, make marketing decisions, and
use acceptable tools and technologies.

Establishing company’s goals. This component of the content marke-
ting strategy includes consideration of goals such as increasing sales, increa-
sing customer loyalty, increasing brand awareness, etc. The goals should be
specific, measurable, and achievable, which will allow to effectively imple-
ment content marketing in the company.

Identifying the main audience that would benefit from the content
created. This stage involves identifying a group of people who make up the
company’s core audience based on market analysis and consumer behavior
research. A qualitative definition of the target audience is essential for crea-
ting content that meets their needs and interests.

Determining the type of content and publication channels. This step
implies choosing the type of content that meets the needs and interests of the
target audience: text content (blog posts, articles), video content, infographics,
photo and audio content, etc. At this stage, one also chooses the channels for
publishing content, such as the company website, social networks, blogs,
forums, media resources, partner sites, etc. Each channel has its own charac-
teristics and requires a different approach to content creation and publishing.

Implementing a system for measuring content quality and audience
response. This phase identifies key indicators for assessing content quality
and establishes metrics for tracking results, such as the number of views,
ratings, comments, reviews, social media shares, and link clicks. It is nece-
ssary to analyze the established metrics on a regular basis to understand which
indicators best reflect the quality of audience interaction.

Generating content ideas for each of the identified business objectives.
In this phase, a list of topics and ideas for creating content that addresses the
business objectives is developed based on the previously identified audience
interests and the selected content type. Generating ideas may include such
steps as conducting competitive analysis, reviewing industry trends, collec-
ting data on target audience behavior, etc. Content ideas should be selected
based on their uniqueness, value to the audience, feasibility, and the resources
the company is willing to invest in creating and distributing the content.

Creating a content plan. At this stage, a content plan is created —
a document that contains a list of planned publications for a given period of
time. The content plan typically includes publication dates, titles, content
descriptions, formats, and distribution channels. The content plan ensures a
systematic and consistent flow of information to audiences and helps track
the effectiveness of content marketing activities.

Content creation is a key step in implementing a content marketing
strategy. Content is created according to the ideas generated and the pres-
cribed content plan. At this stage, it is important to take a creative approach
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and create unique content that will interest the audience. It is important to
follow a style and tone that is appropriate to the goals and target audience.
Content creation can be done using internal company resources as well as
external specialists, which will allow to get diverse and high-quality content.
When creating content, it’s advised to use keywords and terms to improve
SEO optimization.

Publishing content. In this stage, the content is published to the desig-
nated distribution channels. It is important to ensure the optimal publishing
schedule for each channel. To do this, it is necessary to conduct research on
the best times and dates to publish. To ensure effective content promotion, it
1s important to use search engine optimization techniques and work with
influencers, as they have a large audience and can help attract new customers.
Another promotion tool can be the use of paid traffic to attract the target
audience to the website and increase conversion. This requires the use of a
variety of advertising platforms and formats (contextual advertising, banner
advertising and social media advertising).

Obtaining feedback and measuring key indicators of goal achievement.
At this stage, it is necessary to collect data on audience interaction with con-
tent using previously defined indicators and metrics, as well as track audience
feedback on content and maintain active communication with them to im-
prove the experience of interacting with content and increase brand loyalty.

Analysis of results. This stage involves the analysis of the collected
content performance indicators determined at the stage of implementing the
content quality measurement system and audience feedback. Both statistical
and data visualization methods can be used for this purpose. After analyzing
the data, it is necessary to draw conclusions about the achievement of the set
goals, as well as possible ways to improve the effectiveness of future itera-
tions of the content marketing strategy.

Thus, with each cycle, the consistency of the implemented content
marketing with the company’s goals improves, and the published content is
adjusted according to the audience’s reaction.

When implementing content marketing, it is necessary to take into
account the specifics of trade enterprises. Given the identical assortment of
competing trade companies, the task of content marketing is to create an emo-
tional connection and increase the commitment to a particular trade company,
its service and after-sales service [20]. In the presence of the same range of
goods and a small difference in price, the position of a trade enterprise in the
market can be determined by a certain psychological barrier associated with
the tendency of consumers to save their time and convenience of choice. In the
case of regular consumption of content from this company, customers may
avoid searching for alternative outlets. A similar effect can be achieved even
with a one-time contact of a potential consumer with the company’s content,
if the content helped to make a decision on choosing a specific product from a
set of relatively identical alternatives, especially if the choice was not obvious
to the consumer before reading an article or watching a video [21].
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Trade enterprises vary in size, pricing and assortment strategies, and
target different consumer groups. Accordingly, content marketing is used as
a tool to achieve the goals of a particular business and its specifics. Obvi-
ously, an online store that ships products to multiple regions can more easily
realize the potential of content marketing. For small stores that are not repre-
sented by a large network within a city or district, content strategies are less
effective, but all trade enterprises can use content marketing to increase brand
awareness among potential consumers in a neighborhood or settlement [22].

The national specificity of using content marketing in Ukraine can be
seen in the choice of channels for content distribution depending on the cho-
sen audience of potential consumers. For example, one of the most common
channels for distributing information is a website of a trade enterprise, but
such interaction will be episodic, as the consumer will come into contact with
the content only when he or she decides to visit the site. A more sustainable
interaction might be an email newsletter, but large articles sent by email may
become too resource-intensive to read, and a large number of short messages
sent this way may cause irritation. Social media sites and Telegram channels
can be an alternative. Such interaction is more stable, has more variability in
the company’s choice of content formats, and is more favorable for the
distribution of entertaining and light content aimed at increasing awareness
and creating an emotionally positive connection with the brand [23]. Accor-
ding to the Digital 2023 Ukraine report, as of January 2023, 26.7 million
people (more than 70% of the population) will use social media in Ukraine.
Compared to 2022, this number has increased by almost 10% due to a decre-
ase in the number of people in the country due to the ongoing military combat.
The most popular social networks in 2023 will be YouTube (about 26.7 mil-
lion users), TikTok (13 million), Facebook (about 12.85 million), and Insta-
gram (11 million). In addition, the use of messengers such as Viber and Telegram
and the LinkedIn network for business communication is increasing [24]. To
reach an audience that is not encouraged to subscribe to additional sites or
newsletters, one can collaborate with bloggers who are known to potential
consumers to create articles or videos related to the product range of trade
enterprise and the problems solved by its goods. For larger content marketing
projects with significant funding, TV or radio programs on related topics with
trade enterprise as a sponsor may be a good option.

In most cases, trade enterprises do not manufacture products, so crea-
ting content about the production of goods is complicated by the need to con-
tact the manufacturer. Given the wide range of products, it is also difficult to
choose the product for which such content will be created. A possible way
out of this situation is to develop a set of content dedicated to the production
of various products. Implementing such a project can be costly in terms of
both time and resources. Determining the effectiveness of such an initiative
requires further research and evaluation.

Conclusions. In order to popularize the content marketing tool among
domestic trade enterprises, an accurate, clear and comprehensive definition
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of the concept of "content marketing" is necessary. In colloquial usage, con-
tent is any published information, and in marketing it is information public-
shed to influence the consumer.

The study revealed the variability of the terms "content" and "content
marketing". Based on the content analysis, the main key statements are out-
lined and own definitions are proposed. Content should be interpreted as use-
ful or entertaining information in textual, graphic or multimedia form public-
shed by a trade enterprise to attract, inform and increase consumer loyalty.
The author proposes to define content marketing as a set of techniques for
creating, distributing and promoting relevant content that ensures the imple-
mentation of the digital marketing strategy of the trade enterprise by increa-
sing its value throughout the customer’s journey.

The use of content marketing at trade enterprises should be carried out
through the development and implementation of an appropriate strategy.
Reasonable stages of content strategy implementation include the following
components: establishing the company’s goals; identifying the main audi-
ence, determining the type of content and publication channels; implemen-
ting a system for measuring content quality and audience response; genera-
ting content ideas; creating a content plan; content creating; publishing con-
tent; obtaining feedback and measuring key indicators; analysis the results.
Their interaction and coherence ensure that, with each cycle, the alignment
of content marketing with the company’s goals improves and the published
content can be adjusted according to the audience’s response. As a result, it
will increase the effectiveness of marketing campaigns of trade enterprises,
increase conversion, strengthen the impact on the audience in the online envi-
ronment, which will ensure an increase in sales by expanding the customer
base. Consistency of the proposed stages of the content marketing strategy
will allow the company to effectively use the resources available to it, save
time and reduce efforts to plan and implement marketing campaigns.

In the context of martial law, trade enterprises should take into account
the principles of socially responsible marketing and the concept of Marketing
5.0 when developing their content marketing strategies. This will ensure pro-
per positioning of the company as a socially responsible brand, create favo-
rable conditions for strengthening consumer loyalty, and identify a potential
target audience for long-term interaction. Taking these factors into account
will help companies maintain their competitive advantage in an unstable
environment and determine the success of their marketing strategies.
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SOCIAL MEDIA MARKETING
IN THE BUSINESS
INTERACTION SYSTEM
OF THE ENTERPRISE

Introduction. The digital economy is deve-
loping very quickly in the world, so all busi-
nesses understand the need to use modern
interactive technologies in predicting consumer
behavior and are ready to adapt the informa-
tional potential of campaigns to the conditions of
global digitalization.

Problem. The digital economy accelerates
changes in marketing communications and requi-
res new relevant channels of digital interaction.

The aim of the article is to substantiate the
selection and implementation of modern digital
marketing communications in the business envi-
ronment of the campaign in order to predict con-
sumer behavior and develop entrepreneurial infor-
mation potential.

Methods. Methods of systematization, grou-
ping and comparison, analytical and epistemo-
logical methods (for assessing the state and
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Bcemyn. Poseumox yugpoeoi exonomixu y
c8imi 8i00y8aAcMbCsl 3 be3npeyeOeHmHo WUeUo-
xicmio, momy 0izHec YCei0oMIoeE HeoOXiOHICMb
3ACMOCYBAHHSL CYHACHUX THMEPAKMUBHUX MEXHO-
JI02I Y POSHO3Y68AHHI NOBEOIHKU CRONCUBAUIS.

IIpoonema. Llugpposa exonomixa npuui6uo-
Wye 3MIHU Y MAPKEMUHS08UX KOMYHIKAYIAX
[ BUMA2a€E HOBUX Pele6AHMHUX KAHANIE Yugppo-
60i 83a€MO0ii.

Memoro cmammi € 0b6rpyHmy6eauns 6iobopy
ma iMnaemMeHmayii Cy4acHux yu@dposux mapke-
MUH20BUX KOMYHIKAYIll y Oi3Hec-cepedosuiie Kam-
Nauii 3 Memoro NPOSHO3Y8AHHS NOBEOIHKU CHOJICU-
6ayie I pO36UMKY NIONPUEMHUYBKO20 THPOpMa-
YIitiHO20 nomenyiay.

Memoou: abcmpaxmuo-102iunuLl aHali3, cuc-
memamu3ayii ma eHOCeoN02iuHUll,; 2PYNYBaAHHS
i NOPIBHANHA, AHATIMUYHI — ON OYIHIOBAHMHS
CMany ma nepcnexmus 3aCMoCy8aHHs COYIATbHUX
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prospects of the use of social networks), graphic
and analytical methods (for illustrating research
results), abstract-logical analysis (for resear-
ching the evolution of marketing communica-
tions), and Internet monitoring (to determine the
effectiveness of the most relevant channels of
digital marketing communications, their ranking
by popularity) were applied in the paper.

Results. The authors determined that social
networks during the war became the fastest,
most effective and most accessible channels of
communication with the audience. Social media
marketing channels and their rating were
analyzed; the most relevant for the enterprise —
B2C and B2B consumers — were justified in the
context of the development of the information
potential.

Conclusions. The necessity of increasing the
monetization of digital marketing communica-
tions and strengthening their communicative
effectiveness in the context of a two-way app-
roach is proven. On the one hand, it is necessary
to improve the quality of content and its delivery
methods to consumers, commercial activities
that ensure the finalization of acts of purchase
and sale and delivery of goods and receipt of
services. On the other hand, monitor the existing
and potential channels of digital marketing com-
munications, respond to their popularity among
different types of consumers, scale the use of
digital technologies, facilitate the accessibility
of their use, improve the information infrastruc-
ture, strengthen the digital trust and technolo-
gical competence of specialists, as well as form
a new digital business culture.

Keywords: digital economy, information
potential, digital marketing communications,
digitalization of business processes, forecasting
consumer behavior.

JEL Classification: M31, M37.

Mepedic;,  2papoananimuyni;  IHmMepHem-moHi-
MOPUH2Y — 0I5l BUSHAYUEHHS Pe3YIbMAMUSHOCI
HaUbLIbUWL pele6anmuux Kananie yupposux wap-
KemuH208ux KOMYHIKayii, ix peiumuneyeanus 3a
NONYIAPHICIO.

Pe3ynomamu oocniorycenns. Busnauerno, uwo
coyianvii mepedci nio yac GilHu cmaiu Hal-
WBUOUWIUMY, HAUPE3YIbMAMUSHIUUMU Md HAUOOC-
MYNHIWUMUY KAQHAAAMU KOMYHIKAYii 3 ayoumo-
piro. Ilpoananizoeano xanamu coyianprhozo meoia-
MApKemuHzy, ix peumuHzyeanus, o6IpyHmMosano
Haubinbw penesanumui o B2C i B2B cnoowcu-
6a4i6 y KOHMEKCMI PO36UMKY [HEOPMAYIiHO20
nomeHyiany nionpuUEMCmad.

Bucnoeku. Jloseoeno neobxionicmo niosu-
WeHHs MOHemUu3ayii yupposux MapKemunzoeux
KOMYHIKayitl | NOCUNEHHSI IX KOMYHIKAMUGHOI
epexmusHocmi 8 KOHMeEKCMi 080CMOPOHHBO2O
nioxody. HeobxioHo, 3 00H020 60Ky, noKpawumu
SAKICMb KOHMeHmY i cnoco0ie 11020 OOHeCeHH s 00
CHOJCUBAYI8, 80OCKOHATUMU KOMEPYIUHI Han-
PAMKU OBUIbHOCMI, w0 3abe3neuyroms QiHali-
3ayiro akmis Kynieni-npooa;cy ti 00CmagKu mo-
6apie ma OMPUMAHHA NOCAYe; 3 IHUW020 — Bi0-
cmedcyeamu HAsA6HI Ma NOMEHYItHI KaHanu
Yupposux MaprkemuHz06ux KOMyHiKayit, peazy-
8amu Ha ix NONYIAPHICMb ceped PI3HUX MUnie
cnoJKcu8ayis, macuimabdysamu GUKOPUCTHAHHS
yugposux mexwoao2il, noje2uty8amu O0OCHyn-
Hicmb X 6UKOPUCMAHHS, 600CKOHATIIOBAMU THOP-
MayiiHy iH@pacmpykmypy, nocumosamu yugp-
PO8Y 006ipy | MEXHOAOSIUHY KOMNEMEHMHICMb
Gaxisyie, a marxooic popmysamu HO8Y Yu@PpPo8y
RIONPUEMHUYBKY KYAbMYP).

Knwuosi cnoea: umdpoBa €KOHOMIKA,
iH(bOpMaLiiHUH TOTEHIIa], IUGPOBI MAPKETHH-
roBi KOMyHiKarii, nudposisaiis Oi3Hec-mpo-
IIECiB, TPOTHO3yBAHHS MOBEAIHKH CIIOKHBAYiB.

Introduction. Digital economy continues to evolve at an astounding

pace in the world. More than half (63%) of the world’s population actively
uses the Internet, it is quite easy to navigate in the virtual business space. The
UNO has recognized access to the World Wide Web as one of the basic,
inalienable human rights along with the right to education and freedom of
speech. The possibilities of digital platforms are expanding, new ways of
communication are emerging. Learning, buying, starting a business and
declaring its uniqueness has become easier, cheaper and more profitable than
in the industrial age. According to the data of the Razumkov Centre [1], the
trajectory of sustainable growth will be accompanied by shocks for those
countries, regions and industries that have not created the economic prere-
quisites for the realization of the benefits of technological and digital inno-
vations in time; there is a danger of digital inequality and backwardness for
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them. Therefore, almost all conscious businesses understand the need to use
modern interactive technologies in predicting consumer behavior and they
are ready to adapt the informational potential of campaigns to the conditions
of global digitalization.

There are many barriers in the transition of business to "digital
footing", such as gaps in the degree of availability of digital technologies and
the scale of their use; lack of digital corporate culture; shortage of digital
solutions that take into account the specifics of business; underdevelopment
of the information infrastructure; lack of standards regarding the use of IT
technologies and their high cost; lack of digital trust; shortage of specialists
who implement and maintain digital technologies; technological incompe-
tence of users and different levels of digital knowledge [2; 3]. However,
entrepreneurs have already taken the first steps towards a fundamentally new
technological reality, and digitalization is being implemented in almost all
business processes: from consumer behavior research, production, external
and internal communications to the promotion and sale of goods and services.
In this regard, marketing interaction systems are being transformed with con-
tact audiences, they are changing from declarative (traditional and industrial)
to client-oriented (service and digital). This transition takes place at an
extremely fast pace, in fact for several decades.

The evolution of marketing communications took place in accordance
with the chronology of changes in the types of economy. Horizontal single-
channel communications were used with the unbranded goods offer of a simple
assortment in the unsaturated market of crop production, animal husbandry,
handicrafts, and primitive processing industries in the agrarian economy. In
the industrial economy, the first brands appear, the promotion of brands is
intensified, the market is saturated, and there is competition at the level of
rational consumer preferences, reputational crises of brands appear. Most
marketing communications take place through a monologue aimed at decla-
ring brand values and propaganda which is directed to disseminating facts,
arguments, rumors and other information to influence consumer behavior in
favor of a particular brand and position of the manufacturer. Industry 4.0 era
1s characterized by a human-centric economy of impressions and a relational
economy, which fundamentally transform communications into a dialogue
(a two-way exchange of information): bringing information to consumers and
receiving feedback on them. The relational economy establishes cooperation
and certain personal relationships between consumers and producers; a loyal
target audience is formed through trust and the creation of "live", honest
brands that meet customer expectations; a conscious culture of consumption,
charity, partnership co-creation, exchange of social capital is formed [4]. The
logic of closed information does not work and the paradigm of open inno-
vation appears, when companies use external ideas for their own develop-
ment and become system integrators of technologies from the position of
creating consumer value and inter-firm partnership mutual benefit [5].
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Problem. The digital economy accelerates changes in marketing com-
munications, responds to the need for flexibility, convenience and proximity
to consumers. The events related to the pandemic and full-scale military
operations facilitated online shopping [6]. Therefore, modern scientists, mar-
keters, communication managers and brand strategists are constantly looking
for fundamentally new relevant channels of digital interaction; these factors
have determined the choice of the topic of this paper, its purpose, tasks and
methodological guidelines.

Analysis of recent research and publications. The scientists and prac-
titioners study existing channels of digital marketing communications (DMC)
and find new ones. The dual approach (from the Latin dualis — double) of
most researchers to the digitalization of marketing communications manage-
ment is convincing: on the one hand, it complicates the control of communi-
cation support for a product or service, on the other, it has greater opportuni-
ties to increase the involvement of potential consumers and additional cove-
rage of the target audience [7-9]. DMC are communications on the basis of
digital technologies and have two-way communication, which can be initia-
ted by both the marketer and the consumer [10]. M. Oklander defines DMC
as a set of activities for the promotion of goods using Internet technologies [11].
Z. Ivanova and V. Ivanov [4] consider that DMCs function on the basis of
the application of modern IT technologies with the involvement of the target
audience in the online environment through traditional and digital media chan-
nels with the subsequent development of integrated communications that cor-
respond to individual consumer needs [12]. The authors have identified the
advantages of modern DMC tools (3D technologies), augmented reality (AR),
virtual reality (VR), QR code, which are based on the works of well-known
experts. The authors of the paper emphasized that systematic sales promotion
with the development of a specific communication program will enable the
company to substantiate a marketing plan and effective strategy for the future.
A. Rizaldi, H. Hidayat, O. Marchuk [13; 14] emphasize that it is important to
take into account the fact that campaigns strive to make the most available
channels and ways of informing consumers in order to obtain a synergistic
effect from the setting of marketing communications, as their availability may
be limited by the budget and expertise of marketers, IT and PR services. All
the authors agree that the realization of the campaign informational potential
is possible through the modernization of DMC tools. This will help to retain
loyal and devoted consumers, and to attract new ones outside the traditional
target market. Such strategies will have to focus on solving today’s problems,
as well as prepare business for the post-war recovery after victory. Under
these circumstances, the online space will become the most effective environ-
ment for business interaction with consumers and partners.

The aim of the article is the scientific justification of the selection and
implementation of modern digital marketing communications in the business
environment of the campaign for forecasting consumer behavior and the
development of entrepreneurial information potential.
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The purposes of this paper are: (a) to identify possible barriers in the
digitalization of marketing business processes; (b) to investigate the available
and tested channels of the DMC; (c) to substantiate the choice of the most
appropriate channels for forecasting consumer behavior and the development
of the digital potential of the enterprise in the conditions of military opera-
tions and consequences corona Crisis.

Methods. Induction, deduction and dialectical methods, analysis and
synthesis, abstract and logical analysis were used to study the evolution of
marketing communications in accordance with the chronology of changes in
the types of economy and consumer requests; methods of systematization,
grouping and comparison, analytical and epistemological methods (for assessing
the state and prospects of the use of social networks), graphic and analytical
methods (for illustrating research results), abstract-logical analysis (for resear-
ching the evolution of marketing communications), and Internet monitoring
(to determine the effectiveness of the most relevant channels of digital marketing
communications, their ranking by popularity) were applied in the paper.

The theoretical basis of the paper includes relevent articles of
domestic and foreign scientists who study issues related to the use of DMC
in predicting consumer behavior and developing the informational potential
of the campaign.

Results. The volumes of DMC are constantly increasing, cover
various businesses and broad segments of the population, and the possibilities
of the virtual space are expanding. There are many ways to promote a
company in the digital world, but it is important for marketers to understand
how digital channels work, which options are the most suitable for certain
products and types of consumers, and how to develop a clear strategy that
will achieve business goals and measure results.

Websites, electronic catalogs of local companies, mobile applications,
email newsletters, digital television, search engines, and social media
marketing are used to present a company online. Social networks have
become the fastest and most accessible channel of communication with the
audience during the war. There is no general approach to choosing social
networks for business, SMM specialists should consider each business
separately. Different platforms for solving different business tasks and

consumer requests are presented in the 7able.
Table

Classification of SMM communications depending on the types of business
tasks and end consumers

Type Classical Multimedia Creative Business Specific
SMM- Facebook, YouTube, Twztter, LinkedIn, Viber,
.. . Pinterest, .
communication Instagram TikTok Twitter Telegram
Snapchat
Consumers B2C B2C/B2B B2C/B2B B2B B2C/B2B

Source: compiled by the authors
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The Facebook audience is the most open and sociable. It is a simple
and convenient channel to build marketing communication, but lately it has
turned into a political battleground of bots, and most consumers have immi-
grated to Instagram. This platform is also classified as a classic selection of
social networks, and it seems quite simple and clear, modern consumers need
very high-quality content and visuals, which affects the overall communica-
tive monetization and requires additional work from designers, photogra-
phers and other professionals.

YouTube and TikTok are channels of quality multimedia content, the
preparation of which takes more time, and this should be taken into account.
To achieve efficiency in working with these sites, it is better to contact crea-
tive professionals or hire a separate specialist who will develop these pages.

The Twitter, Pinterest, and Snapchat platforms are more popular
abroad, but they can also work in Ukraine. The range of business tasks that
they help to solve is narrower than of classic platforms. For example, Twitter
becomes a good business tool if the team has a copywriter with a bright and
ironic presentation, and then this social network builds a strong connection
with the audience and strengthens consumer loyalty to the brand.

LinkedIn is more relevant for the B2B segment: a business page, a
private entrepreneur or an individual specialist will become an online busi-
ness card and help in the search for partners and sales.

Viber and Telegram channels as tools are not always suitable for busi-
ness, they should be used if the brand has constant and daily updates.
Messengers are used to solve marketing tasks: sending promotional offers,
quick response to unsatisfied demand and complaints, as well as corporate
chats. It should be noted that experts from communication agencies note
Twitter and Telegram as the most effective digital channels, and this should
be taken into account in predicting consumer behavior.

World trends in the use of SMM communications are similar to
Ukrainian ones, but have consumer differences. According to [15], Western
marketers have systematically abandoned Facebook as a platform for
engaging and predicting consumer behavior since 2019; their commitment
fell from 67% in 2018 to 47% in 2022. Only 41% of brand strategists plan to
increase organic marketing on the platform. Instagram is the second most
important marketing social platform, 79% of marketers use it, and 61% of
professionals plan to increase their organic activity in the next 12 months.

It should be noted that interest in YouTube is increasing: 67% of
marketers plan to increase video content. Commercial adoption of TikTok is
growing rapidly, interest in it has tripled in the last two years and 37% of
marketers plan to increase their activity on the platform, and 47% are
interested in learning more about 7ikTok’s target audiences professionally.
However, Facebook dominates consumer engagement (Figure 1).
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Figure 1. General indicators of the popularity
of social media marketing channels

Source: summarized and adapted by the authors based on [15].

Modern marketers believe that it is necessary to use integrated com-
munications in several networks. They identified the benefits of social media
marketing, 85% of respondents reported that SMM presence and advertising
efforts increased business visibility and consumer engagement. Increased
traffic is the second biggest benefit, 75% of respondents reported positive
results; 66% of respondents noted generation of leads and potential custo-
mers; 58 % of respondents stated the increase in consumer loyalty and 57%
in sales. We should take into account consumer differences when choose
certain social networks. Almost all B2C marketers use Facebook and Insta-
gram, Snapchat accounts for the minimum of their interest (Figure 2).
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Figure 2. Popularity of B2C social media marketing channels
Source: summarized and adapted by the authors based on [15].

There are characteristic differences between B2B and B2C marketers.
While Facebook clearly dominates in the B2C space, B2B marketers are more
interested in LinkedIn, which takes the second place by usage importance
(Figure 3).
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Figure 3. Popularity of B2B social media marketing channels
Source: summarized and adapted by the authors based on [15].

Thus, the popularity of social media marketing channels for different
types of consumers is constantly changing. A two-way approach is appropriate to
increase their monetization and communication efficiency. On the one hand,
it is important to improve the quality of the content and delivering methods
to consumers, as well as all commercial activities that ensure purchase fina-
lization and sale acts, including comfortable delivery of goods and modern
channels for obtaining services, the use of e-banking and the minimization of all
risks, including reputational. On the other hand, it is necessary to systematically
monitor the existing and potential channels of the DMC, respond to their po-
pularity among various types of consumers, expand the scope of digital tech-
nologies use, facilitate the degree use of their accessibility, improve the infor-
mation infrastructure, strengthen the digital trust and technological competence
of specialists, develop a digital corporate culture of companies.

Conclusions. There are many barriers to the digitalization of marketing
business processes, but entrepreneurs are adapting to the new technological
reality and looking for new digital channels that are most suitable for promoting
certain products among different types of consumers. Social networks became
the fastest and most accessible channels of communication with the audience
during the war. The choice of the most relevant social media marketing channels
for B2C and B2B is substantiated depending on the types of business tasks and
end users. The proposed approach will make it possible to use modern virtual
technologies more effectively, increase the conversion of digital brand activities,
strengthen the communicative effectiveness of interaction with the target
audience, and increase the enterprise’s information potential.

Our further research will be aimed at the analysis of the implemen-
tation of the provided recommendations regarding the largest introduction of
relevant channels of social media marketing as fast and accessible digital com-
munications in order to develop the information potential of the enterprise.
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Introduction. In the conditions of uncertainty
against the background of the state of war in Ukraine,
the analysis of socially responsible projects, their
adaptation to the media space, support of spheres that
initiate social changes is relevant.

Problem. Wartime significantly affected the de-
velopment of all spheres, especially sports, reduced
the level of activity of enterprises, actualized the
need to transform mass media and strengthen
socially responsible projects.

The aim of the article is the development of recom-
mendations on measures to strengthen mass media
activities in terms of socially responsible marketing for
Ulrainian enterprises, using the example of football
clubs, in the conditions of martial law.

Methods. General scientific methods such as
synthesis, comparison and generalization are applied.

Results. The media transformation of socially
responsible projects during the military aggres-
sion of the Russian Federation against Ukraine
was studied, the dynamics of the level of influ-
ence of social media platforms on brand popula-
rity were analyzed, measures were proposed to
increase media activity in the direction of so-
cially responsible marketing, today, using the
example of football clubs in the field of sports,
recommendations for further work were develo-
ped and adaptation to realities.
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MEIOIATPAHC®OPMAIIIA
COLIAJIBHO BIAIIOBINAJIBHUX
[IPOEKTIB

Bemyn. B ymosax neeusnauenocmi na mii
B80EHHO20 CIMAHY 8 YKpaiHi akmyanbHUM € aHali3
COYIanbHO BIONOBIOAILHUX NPOEKMIE, adanma-
yist ix 00 medianpocmopy, niompumka cep, sKi
iHiYyi1010Mb COYIaNbHI 3MIHU.

IlIpobnema. Bocunuti uac cymmego enaunys
HA pO36UMOK YCIX cghep, 0cobnueo cnopmy, 3meH-
w8 pigeHb aKmueHOCmi NIONPUEMCING, BUOKDe-
MUue HeobxioHicmev Mmediampancgopmayii ma
NOCUTIEHHS COYIATLHO BIONOBIOATLHUX NPOEKMIS.

Memotro cmammi € po3podieHHsi peKOMeHOa-
Yitl Wooo 3axo0ie 3 NOCUNEHHS MediaaKmueHOC-
metl y 4aCmuHi COYIaIbHO 8iON0BIOAILHO20 MApPKe-
MUHZY 07181 YKPATHCOKUX NIONPUEMCIMG, HA NPUKILA-
0i pymbonbHUX K1Y0I8, 8 YMOBAX BOEHHO2O CIAHY.

Memoou. 3acmocoseano maxi 3a2anbHOHAYKOGI
Memoou, SIK CUHIME3, NOPIGHHHSL MA Y3a2ATbHEHHS.

Pesynomamu docnioxcennsn. [ocniodceno
Mediampancopmayiro coyianbHo 8i0N08ioab-
HUX NPOEKmMi6 nio uac 6iicbkoeoi azpecii pg
npomu YKpainu, npoananizo8ano OUHAMIKY DieHsl
8NIUBY COYIANbHUX Medianiamgopm Ha nonyiap-
HiCMb OpeHOdy, 3anponoHOBAHO 3aX00U OISl NOCU-
JIeHHs MediaaKmugHocmell y Hanpami coyianbHO
8I0N0BIOAILHO20 MAPKEMUHZY, PO3POONIEHO peKo-
MeHoayii nooanvuioi pobomu ma adanmayii 00
peaniti cb0200eHHsT HA NPUKIadi QymoOoabHUX

K1y0ie y cehepi cnopmy.
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Conclusions. Structural changes and pecu-
liarities of media transformation of socially res-
ponsible projects during the military aggression
of the Russian Federation on the territory of
Ukraine caused a reorientation of the strategic
goals of all spheres of activity. The results of the
analysis of the activities of media sector enter-
prises using the example of the sports sphere
allowed us to determine the approach by which
media transformation increases the importance
of social initiatives. It has been established that

Bucnoexu. CmpykmypHi 3minu ma ocoob.nu-
60Ccmi Mediampanc@opmayii coyiaibHo 8ION08I-
OAIbHUX NPOEKMIE Ni0 uac SIUCbKOGOI azpecii
p@ Ha mepumopiio YKkpainu cnpuuunuiu nepe-
opiermayito cmpamezivHux yineu 6cix cgep Oisino-
Hocmi. Pezynomamu ananizy OisitbHocmi nionpu-
emMcma y medianpocmopi Ha npuKiadi cghepu cnopniy
HAOQIU MOACTIUBICING BUIHAYUMU NIOXIO, 3a AKO20
Mediamparcghopmayisi NIOCUTIOE 3HAYEHHS CoYiaTb-
HUX tHiyiamus. Bemarnoeneno, wo gyymoonshi Openou
Maroms  3HAXO0UMU OANAHC NOMIXHC KOMepYicro,

COYIANLHOIO KOPUCHICIIO Ma ROMPedamu CHoCU-
sauig. 3axoou Ons nocunents MediaaKmueHocme
Y NOEOHAHNT 3 MAPKEMUH208UMU MEXHONO0IAMU
3AMUUAIOMbCA HEGIO 'EMHOI0 Yacmunoio 6iznecy,
OCKIbKU NONE2ULYIOMb COYIANbHY KOMYHIKAYIIO.

Ilepcnexmusu nooanvuux 0ociodicens 60a-
YamvCsl y cucmemamusayii Hayko8o-memooo-
JIOCTYHUX 3acad ma nobyoosi cmpamezii coyi-
ATBHO BIONOGIOAILHOLO MAPKEMUH2Y NIONPUEMCING

vy cgpepi cnopmy.

Kniwouosi crnoea: couiaabHO BIATIOBIIAIE-
HHI MapKeTHHT, Memiariatropma, memiarpancdop-
Mallist, MEIapOCTip, COMIATEHO OPIEHTOBaHI aKTHB-
HOCTI, KpU30BI YMOBH, BOEHHHH cTaH, GpyTOOIB-
HU# K1y0, chepa cropry.

football brands must find a balance between com-
merce, social utility and consumer needs. Media
enhancement measures combined with marke-
ting technologies remain an integral part of
business as they facilitate social communication.

The prospect of further research is seen in
the systematization of scientific and methodo-
logical principles and the construction of a stra-
tegy for socially responsible marketing of enter-
prises in the field of sports.

Keywords: socially responsible marketing,
media platform, media transformation, media space,
socially oriented activity, crisis conditions, mar-
tial law, football club, sports field.

JEL Classification: D47, L1, L82, M31.

Introduction. In the conditions of uncertainty and the influence of the
martial law in Ukraine, the analysis of socially responsible brand projects,
their adaptation to the media space, support of any sphere that initiates social
projects is quite relevant. The development of socially responsible projects
takes place thanks to the responsibility of business to society.

Media transformation of socially responsible projects creates a halo of
opportunities for strengthening the market position of the brand, its compe-
titiveness and sustainable development. Thus, using the example of the pro-
fessional activity of football clubs, which in itself is socially oriented, the
tools of promoting a healthy lifestyle and promoting the identification of the
brand’s corporate culture are highlighted.

Problem. The wartime singled out the need for media transformation
and strengthening of socially responsible projects of football clubs, informa-
tion coverage, vital activities of economic and social initiatives. The imple-
mentation of socially responsible projects increasingly requires a strate-
gically thought-out management approach, which determines the relevance
of this study.

Analysis of recent research and publications. Issues of social res-
ponsibility of brands, aspects of their implementation and coverage in the
media space are reflected in scientific works A. Carroll [1], M. Kramer [2].
In their works, I. Gamova [3] focus on the brand’s marketing communica-
tions in social networks as a trend in its awareness. Marketing research in the
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field of sports is covered in articles by M. Maslyukivskyi [4], in which the
essence and role of marketing activities in the in the promotion of socially
responsible initiatives

Analytical aspects of the influence of social media platforms on brand
formation remain relevant and require theoretical deepening and justification
as an important marketing category in the communications system.

The aim of the article is a development of recommendations on
measures to strengthen mass media activities in terms of socially responsible
marketing for Ukrainian enterprises, using the example of football clubs,
in the conditions of martial law.

Methods. The study is based on the analytical method of data on the
influence of media platforms on brand popularity, statistics, expert forecasts
and analysis of media platforms. Such general scientific methods as syn-
thesis, analysis, comparison and generalization are used; systematization,
decomposition and graphical presentation of the results — to substantiate the
media transformation of socially responsible projects. Materials and data
from reports of the Statista platform — a research investment database, official
analytical and research materials in the analyzed area were used.

Results. The digitalization of everyday life in society and the new
conditions of today, the full-scale invasion of the Russian Federation on the
territory of Ukraine affects the structural changes and features of the media
space, contributes to the diversification of the manifestations of socially
responsible marketing, introducing new projects of social direction in all
spheres of the population’s life.

Research by scientists has proven that a modern person spends a lot
of time on the Internet using social media platforms. On average, Internet
users spend 147 minutes per day (as of 2022) on social networks and messa-
ging applications [5].

Today, social networks are a strategic element of popularization and
improvement of the harmonization of relations in society, and it is the media
transformation tools of any sphere that play a leading role. No event can be
imagined without informational support. The attention of millions of viewers
i1s focused on national championships every day, and events such as the
Olympic Games, World Championships or other major tournaments unite
billions of fans from all over the world. Today, the field of physical culture
and sports, which is a factor in preserving the country’s gene pool, is in the
process of modernization. The commercialization of professional sports, on
the one hand, brings financial investment in the industry, and on the other
hand, it gives an impetus to the implementation and realization of the socio-
economic development of the state.

According to the 2022 Social media marketing industry report, 85 %
of all surveyed marketers said that their social media efforts contribute to
business growth. An analysis of the level of popularity of social media
platforms makes us understand that Facebook and Instagram are the two most
popular platforms used by marketers (Figure 1) [6].
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Instagram

Linkedln ot r e e r e 61%

YouTube
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Figure 1. The level of popularity of social media platforms
Source: compiled by the author based on [6].

Among the main trends of SMM promotion, the following can be
distinguished:

Dominance of the social network Facebook: 90 % of marketers use
Facebook. However, Facebook is in decline: marketers are moving away from
Facebook starting in 2019. Only 47 % of marketers consider Facebook the most
important platform in 2022, down 20 % from 67 % in 2018. 13 % of marketers
will reduce their marketing activity on Facebook in the next 12 months and only
41 % of marketers plan to increase their activity on the platform.

Instagram social network: 79 % of marketers use this platform to
cover events. It is the second most important social platform for marketing
(after Facebook). 61 % of marketers plan to increase their Instagram activity
in the next 12 months.

The popularity of looping short videos is growing. Almost every
fourth marketer believes that it is the most important video format.

High interest in the YouTube channel: 67 % of marketers plan to
increase the use of YouTube videos in their work to cover events [6].

Social networks help modern people perceive sports. With millions of
users, they are practically the perfect tool to promote a company’s product. All
conditions are created in social networks to increase brand recognition, con-
sumer loyalty to it, as well as informing users about manufactured products [4].

Sports brands are founders of social initiatives through social media
platforms. Thus, sports practice unites a whole pantheon of successfully
tested and implemented social projects in accordance with the needs and
requests of society. This type of activity is the prerogative of marketing,
because you need to be an artist to combine sports and business.

According to analytical data [7] and data from the Association for the
Promotion of the International Movement "Sport for All" (TAFISA), which
represents the permanent working group of the IOC "Sport for All" commis-
sion, soccer is the largest and most popular sport in the world, so the emphasis
is on precisely at the football clubs of the highest championship of Ukraine —
the Ukrainian Premier League (UPL) [8]. It is worth noting that the asso-
ciation of professional football clubs of Ukraine "PREMIER-LEAGUE" was
created in 2008. UPL is a collective member of the Football Federation of
Ukraine. For the 2022/2023 season, 16 football clubs are fighting for victory.
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Today, theorists and practitioners are increasingly talking about the
dominant role of social networks as the main communication tool in the
system of integrated marketing communications. Social networks level the
assimilation of information and significantly level the index of information
democracy. The positive attitude of society towards sports has caused the
process of growth in the number of people who are involved in sports
activities. The development of information technologies increases the spread
of social network tools and applications that are related to sports topics, they
are the ones that develop society and attract the population to sports in an
offline environment.

Therefore, today every football club, regardless of sports ambitions
and level of play, entering the markets, both domestic and foreign, conducts
systematic marketing work: first of all, the creation of its own corporate
website and pages in the most common social networks. The scale of
audience coverage in social networks by football clubs of the UPL of Ukraine

1s presented in Figure 2.
9 &

VORSKLA METALIST 1925 METALIST

worox Nm

Instagram | 40,3 &

Facebook | 71 k.

vourube [ 39.4%

2
[y

Avrarcar
—_— |
ZORYA
Instagram | 6k

Facebook | 10k
YouTube | 18

SHAKHTAR

Instagram | 540k

KKRYVBAS OLEXANDRIYA
7k

Instagram | 16,3k

Facabosk | 4.4k
YouTubs | 137k

Figure 2. Social media platforms of UPL football clubs*
*Data as of 01/22/2023.
Source: developed by the author according to [9-24].

So, the football map of the highest Championship of Ukraine is quite
extensive and is represented by football clubs from different regions. An ana-
lysis of the number of followers in the most popular social networks singles
out two leaders, constant duelists for the golden awards of the national
championship, FC Shakhtar and FC Dynamo. The Donetsk club already has
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more than 1.5 million followers on its Facebook page — this is a decent result
even for European clubs. In turn, Dynamo Kyiv has more than 111.5 million
views on its YouTube channel. These indicators show that the clubs are
constantly working on updating their communication components and taking
care of attracting and increasing their fans all over the world. All other clubs
are at the stage of formation and development of digital communications and
are making the first successes in conquering social networks.

A football club today is a node of objective-virtual and associative-
emotional components of a brand. In turn, each component of the brand is
constantly intertwined with other interested parties: fans, stakeholders, mass
media, club members (players and employees), state or regional authorities,
shareholders.

The brand of a football club correlates a specific set of associations used
to identify the product (football, atmosphere and stadium, specific emotional
state of fans), thanks to the unique characteristics of the identity, appeals of
individual players (football players) and promises made publicly to fans.

The social phenomenon of sports is the everyday development and
strengthening of health of all age groups of the country’s population, their
involvement in sports. Marketing activities in symbiosis with social respon-
sibility form hidden investments, which in the future turn into worthy re-
wards. At the same time, the most important goal of a marketer is to build
such a relationship with the informal owners — fans, that regardless of the ups
and downs of the club — from birth to death, they continue to be with the team.

The socially responsible orientation of the leading football clubs
of Ukraine is united by exceptional modifications of social work and is
implemented in the following areas:

sports (development and popularization of mass football in Ukraine;
opening of own football academies, which unite different age groups of the
population);

barrier-free programs (creating conditions to encourage children with
special needs to play football);

preventive (promoting a healthy lifestyle, giving up bad habits);

commercial (sale of souvenir products under the football club brand);

civil (events of expressing a civil position, appeals of players against
the war and for the unity of the country);

information and communication (constant communication with the mass
media; updating social networks, the corporate website about the life and
activities of the club, holding conferences and briefings, autograph sessions);

technical (building and maintaining in proper condition the necessary
infrastructure under the football club brand);

charitable (carrying out patronage and implementation of charity ini-
tiatives with the involvement of players and club employees, in particular the
club president);

educational (creating training courses);

corporate (open corporate reporting);
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humanitarian (supporting the population affected by the war);

fair play (respect for players, coaches, club staff);

gender equality (increasing the role of women’s football).

The influence of martial law factors emphasized the strong patriotic
positions of brands in Ukraine and forces them to strengthen with the help of
marketing tools and socially responsible projects, conveying to the consumer
their mission, purpose, views and attitude to the surrounding events.

Football brands use and combine marketing technologies in the imple-
mentation of business social responsibility tasks. Shakhtar football club is the
undisputed leader in the introduction of a socially responsible policy in the
field of sports in Ukraine.

In 2018, the non-profit foundation "Shakhtar Social" was created for
the implementation of social and charitable projects of the club, as well as
for the development of mass children’s football in Ukraine. The main tasks
of the foundation are the formation of the values of a healthy way of life and
the creation of equal opportunities for everyone who loves football and is
engaged in it. During 4 years of operation, the fund implemented projects
worth about UAH 43 million. More than 8 thousand children took part in social
programs. Every year, Shakhtar Social organizes an average of 10 projects
and 50 events — offline and online [9].

Shakhtar Social works within 3 goals in the field of sustainable deve-
lopment of the UN (Figure 3). Brand strategy is an example of successful mar-
keting through the years and a great case study for young marketers. On its
website, the brand itself talks about its social responsibility, what it is aimed
at and in which areas it seeks to contribute to people and the planet. The
integrated plan of regular socially responsible activities is shown in Table.

GOOD HEALTH QUALITY 5 GENDER
AND WELL-BEING EDUCATION EQUALITY

. E!H

Figure 3. UN Sustainable Development Goals '"Shakhtar Social"

After the beginning of the full-scale invasion, Shakhtar continues to
work unceasingly (before the beginning of the full-scale invasion of the
Russian Federation, the geography of the socially responsible project "Let’s
Play" included 43 settlements of Ukraine and more than 74 sports grounds)
in 2022, within the scope of the "Let’s Play" project, sports classes were held
in 13 settlements. As of June 30, 2022, more than 1,000 children have joined
the program.
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Table
Integrated plan of socially responsible activities of FC Shakhtar

Strategic directions Content/direction

In order to improve children’s health and popularize football, the "Let’s Play"
project was created — the largest social program for the development of children’s
amateur football in Ukraine. More than 6000 children took part in this project, which
Health began to be implemented in 2013, and the geography includes 43 settlements of
Ukraine and more than 74 sports grounds. Young people between the ages of 7 and
12 have the opportunity to practice for free with all the necessary equipment and
under the supervision of trainers

Inclusive education for children with physical or mental disabilities took place in 9
Social engagement | cities of Ukraine with the support of partners UNFPA Ukraine, Special Olympics
Ukraine and DTEK

In 2022, Shakhtar, with the support of EFDN and the UEFA Foundation for
Children, continued the implementation of the STEM (science, technology,
engineering, mathematics) educational program started a year earlier, which allows
children to learn the basics of programming with the help of football. Children learn
three types of programming: drawing, block coding and text, similar to JavaScript.
Another educational project is Shakhtar Smart — this is a series of three lessons:
English with a football bias, proper nutrition and a healthy lifestyle, as well as
physical education with an Academy coach and a Shakhtar player. A physical
education lesson is basically an adapted soccer training in which both boys and girls
take part, regardless of the level of physical fitness

Shakhtar Social supports the development and popularization of women’s football.
As part of the partnership with the United Nations Population Fund (UNFPA
Ukraine), "Shakhtar" in 2018 created a girls’ team in Kharkiv. The Shakhtar
women’s national team constantly allocates time for training with girls with special
physical and mental development. More than 200 girls took part in the "Let’s Play"
project during the year

Education

Gender equality

Source: developed by the author according to [9].

The most significant socially responsible achievements of Shakhtar
FC are shown in Figure 4.

FOOTBALL FOR PEACE

25,6 million @

FC Shakhtar and the club's partners were involved
for a charitable purpose, and then split this amount,
here is a text message above from where who gave how much

13,2 million 2 7,2 million 2 4 million 2 1,2 million @
The Shakhtar Global Tour Joint charity auctions To accumulate Shelter By getting the Shakhtar
series of games with Sorare Center Social Foundation
for Peace series has and Binance "Shakhtar at the Lviv Arena
generated a total of
income

Figure 4. FC Shakhtar charity programme "Football for peace"
Source: developed by the author according to [9].

As we can see from the given data, the members of a large team are
engaged in charity work and make a great contribution to the common
victory. The Ukrainian brand "Shakhtar" is associated throughout the world
with willpower, indomitable spirit and boundless courage. And despite all the
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difficulties, air strikes and power outages, FC Shakhtar continues to raise
funds to support Ukraine.

After the start of the war on February 24, 2022, the most popular post
was a photo of the flag of Ukraine with the slogan "We will endure" (reach —
almost 11 million users, 214 thousand likes and 16.5 thousand retweets [9]).

In addition to supporting socially responsible projects, it was estab-
lished that Shakhtar FC is aware of its role as a communicator for the deve-
lopment of Ukraine. Analysis of marketing communications of Shakhtar FC
1s presented (Figure 5). In total, more than 3 million users from all over the
world are subscribed to the football club’s social networks. The total audience
reach for the 2021/2022 season was more than 494 million 584 thousand
views.The football club successfully uses social media platforms to increase
public awareness of the social problems of modern Ukraine. The brand
successfully combines the implementation of its social projects with the
support of sports media.

vy 0ns [[]]]
0 500 1000 1500 2000 2500 3000 3500 4000

Number the subcribers. The unit of measurement is millions
O Website B1Facebook HEInstagram B1You Tube @Twitter & Addition Shakthtar Club B Tik-Tok

Figure 5. Marketing communications FC Shakhtar

Source: developed by the author according to [9].

The main criteria for evaluating the socially responsible activity of
a football club are continuity, long-term and obtaining specific results. This
requires large capital investments, media transformation of socially respon-
sible projects of Shakhtar FC increases audience loyalty, serious attitude
towards the brand, respect, attracts investments and a solid foundation for the
future.

Conclusions. Structural changes and peculiarities of media transforma-
tion of socially responsible projects during the military aggression of the Rus-
sian Federation on the territory of Ukraine caused a reorientation of the stra-
tegic goals of all spheres of activity. The results of the analysis of the acti-
vities of media sector enterprises using the example of the sports sphere
allowed us to determine the approach by which media transformation incre-
ases the importance of social initiatives. It has been established that football
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brands must find a balance between commerce, social utility and consumer
needs. Media enhancement measures combined with marketing technologies
remain an integral part of business as they facilitate social communication.

The prospect of further research is seen in the systematization of scien-
tific and methodological principles and the construction of a strategy for soci-
ally responsible marketing of enterprises in the field of sports.
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STATE
WARTIME BUDGET: 2022

Introduction. Increasing the quality level of
implementation of the State Budget of Ukraine
requires a systematic approach in view of the
importance of the development and adoption of
mutually agreed decisions of financial and bud-
getary institutions under martial law.

Problem. It is important to ensure dynamic
budget balance, take into account the principles
that determine the basic model of the budget
regulation mechanism in the conditions of large-
scale military operations, which significantly
influenced the change in the trend of economic
development.

The aim of the paper is to identify the main
principles of implementation of the State Budget
of Ukraine under martial law.

Methods. Complex analysis, scientific gene-
ralization, comparison and analogy, specifica-
tion, generalization of theoretical and practical
material, sampling; scientific abstraction, induc-
tion, deduction and dialectical, abstract-logical,
economic and statistical methods were used in
the paper.

Results. The role of the State Budget of
Ukraine in ensuring the financial and budgetary
security of the country was defined. The peculia-
rities of the budget toolkit were revealed. An ana-
lysis and assessment of revenues and expenditures
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of the State Budget of Ukraine was carried out.
The author developed approaches to the use of
financial and budgetary tools and substantiated
strategic directions of the budget policy of
Ukraine under martial law.

Conclusions. An effective revenue mobili-
zation mechanism is an important prerequisite
not only for increasing budget revenues, but
also for restoring economic balance in the
country. At the same time, under martial law,
considerable attention should be paid not only
to the task of ensuring an effective mechanism
of revenue mobilization, but also to the obser-
vance of the principles of fairness of taxation,
related to the rational redistribution of the level
of tax burden among taxpayers. Important tasks
of budget policy are to increase the efficiency
of budget expenditures and ensure a balance
between financing the most critical items of the
state budget and stimulating the recovery of the
economy.

Keywords: budget policy, budget regu-
lation, budget mechanism, budget, budget reve-
nues, budget expenditures.

0cobaugocmi 6100HCEMHO20 THCMPYMEHMapiio.
Ipoananizosarno ma oyineHo 00X00u i 8UOAMKU
Hepoicasroeo brodacemy Vrpainu. Poszgunymo nio-
X00U 00 3aCMOCY8AHHA (DIHAHCOBO-OHOOHCENHO2O
IHCmMpyMeHmapito ma oOLPYHMOBAHO CMpame2iyHi
Hanpamu 6100xcemHoi norimuxku Yxkpainu 8 ymo-
84X 60OEHHO20 CMAHY.

Bucnosku. Epexmuenuii mexanizm mobiniza-
Yii 00x00i8 € BANCIUBOIO NEPEOYMOBOIO He uuLe
0151 30UIbUEHHSL DI00ICEMHUX HAOXOONCEHD, de U
BIOHOBJICHHSL eKOHOMIYHOI pigHOBazU 8 Kpaini. Boo-
HOYAC, 8 YMOBAX BOEHHO20 CMAHY BelUKA y6azd
Mae npuoisimuchy He Juwe 3a60AHHAM 3abe3ne-
YeHHs eqheKmUBHO20 MeXanizmMy Mobinizayii doxo-
018, a 1 QOMPUMAHHIO NPUHYUNIE CHPABEOTUBOCIE
ONOOAMKYBAHHSI, NOB S3AHUX 13 PAYIOHWILHUM Nepe-
PO3NOOIIOM Pi6HSL NOOAMKOB020 HABAHMAICEHHS
MIDIC NIAMHUKamMy nooamkie. Bazomumu 3a60am-
HAMU DI00XCEMHOT RONIMUKU € NIOBUWEHHS eeK-
MugHOCMi O100HCemHUX BUOAMKI8 ma 3abe3ne-
YeHHSI OAIAHCYy MIJC QIHAHCYBAHHAM HAUOLTLW
KpUMUYHUX cmamell 0epoicagHo2o Oroiceny ma
CMUMYTIOBAHHAM BIOHOBNICHHS eKOHOMIKU.

Kniouwosi cnoea: OW0KETHA TIOJITHKA,
OFOJDKETHE PeryiTroBaHHs, OIOKETHUI MEXaHi3M,
OIOKET, JOXOAU OFOKETY, BUAATKU OIOIKETY.

JEL Classification: E62, G28, H 61.

Introduction. Validity of the budget policy is one of the most important
factors in ensuring financial and budgetary security of the country. Increasing
the quality level of implementation of the State Budget of Ukraine requires a
systematic approach, considering the fact that the development and adoption of
mutually agreed decisions by financial and budgetary institutions under martial
law are very important. All the above-mentioned facts emphasize the signifi-
cance of finding ways to ensure dynamic budget balance, taking into account
the principles that determine the basic model of the budget regulation mecha-
nism in the conditions of large-scale military operations on the territory of Ukraine,
which influenced the change in country’s trend of socio-economic development.

Problem. It is important to develop tools for the formation and imple-
mentation of the state budget to ensure the appropriate level of funding for
defense needs, social support measures for the population and critical infrastruc-
ture facilities. A meaningful discussion continues regarding the selection and
application of financial and budgetary instruments in order to achieve macro-
economic stabilization, restore economic balance, rethink the role of the state
budget and strengthen its regulatory influence on the socio-economic develop-
ment of Ukraine under martial law. Development of basic principles and impro-
vement of the quality level of implementation of the State Budget of Ukraine
became urgent.
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Analysis of recent research and publications. The issues of improving
the regulatory mechanism of budget policy in the sphere of formation and
implementation of the state budget have been studied by scientists domestic and
foreign scientists. J. Buchanan has made a significant contribution to the deve-
lopment of this issue. He has emphasized that "the political aspect of budget
policy in the area of formation and implementation of the budget (the choice and
adoption of certain decisions and development directions) is based on the
implementation of public choice" [1]. E. Abbott, F. Jones, B. Lin and J. Zhu have
studied cause and effect relationships between the system of formation and
implementation of the state budget [2; 3].

The issues of improving regulatory mechanism of the budget policy in
the field of income and expenditure, the basis of its coordination with other
components of the financial policy of the state are very important; S. Kachula,
L. Lysiak, I. Chugunov have studied these issues [4; 5]. I. Chugunov, M. Pasich-
nyi and A. Nikitishin emphasized that "the state should strengthen the quality
of formation and execution system of the state budget and its coordination
with monetary policy in order to maintain macroeconomic stability under
martial law" [6].

The issue of increasing the fiscal significance of tax and non-tax reve-
nues of the state budget has been studied by such scientists as N. Bak, V. Pri-
chard, P. Salardi, P. Sigal, K. Sefa-Nyarko, 1. Okafor-Yarvuda, E. Boadu,
B. Davis, M. Arkayi, D. Williams, N. Krieger, K. Lahir, K. Yan [7-11].

While acknowledging the achievements of scientists in the field of
formation and implementation of the state budget, it should be noted the
insufficient level of research and validity of the specified issues under martial
law. There is a need for a qualitative assessment of the implementation system
of the State Budget of Ukraine, fiscal risks related to changes in the macroeco-
nomic environment, and taking measures to minimize their impact on the for-
mation of budget revenues, finding additional sources of financing the needs
of the Armed Forces of Ukraine, social protection of the population, critical
infrastructure facilities.

The aim of the article is to reveal the basic principles of implementing
the State Budget of Ukraine under martial law.

Methods. General scientific and special methods (dialectical, abstract-
logical, complex analysis, scientific generalization, comparison and analogy)
based on the systematic study of economic phenomena and processes were used
in the paper to examine the works of domestic and foreign scientists on the
implementation of state budget, highlight its role in ensuring country’s financial
and budgetary security. Concretization, generalization of theoretical and prac-
tical material, sampling methods were applied to solve the tasks of displaying
the peculiarities of the implementation of the budgetary policy of Ukraine under
martial law. Methods of scientific abstraction, induction and deduction were
used for substantiating the strategic priorities of the budget policy of Ukraine
ISSN 1727-9313; eISSN 2616-5856. SCIENTIA FRUCTUOSA. 2023. No 2 61
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under martial law. Economic and statistical methods were used to assess the
revenue and expenditure part of the State Budget of Ukraine and increasing
efficiency of the financial and budgetary tools.

Results. Validity of the implementation of the state budget in the process
of realization of the budget policy provides an opportunity for effective
harmonization of the financial and budgetary tools, orienting the participants of
the budget process to achieve specific results. The driving force of structural
changes is the coordination of strategic management in the state sector of the
economy with budget policy, ensuring its adaptability to economic and socio-
political processes in the conditions of large-scale military operations on the
territory of Ukraine. The tasks of strengthening financial and budgetary
discipline, increasing the level of predictability of budget revenues and
reasonableness of budget expenditures, mutual coordination of the actions of the
participants in the budget process have become important. The conceptual
foundations of the formation of the revenue part of the state budget should be
developed as they ensure an increase in the level of tax revenues and minimize
the risks of expanding the shadow sector of the economy.

The key challenges of budgetary policy under martial law are:
a) a decrease in the economic activity of economic entities, the destruction of
economic potential (which causes economic decline and a significant decrease
in the level of tax revenues to the state budget); b) a change in the place of
registration (residence) of a significant number of economic entities and
households, which changed the needs of state authorities, local governments and
their financial capabilities and increased the need for additional financial
resources; ¢) growing differentiation of incomes of local budgets of various
administrative and territorial units; d) insufficient internal financial resources,
unpredictability of the economic situation and impossibility of high-quality
budget forecasting [12].

The revenues of the State Budget of Ukraine in 2022 compared to the
previous year increased by 37.82% through the increase of official transfers
from the European Union, foreign governments, international organizations,
donor institutions of 370 times; value added tax on goods (works, services)
produced in Ukraine, taking into account budget compensation by 37.29%;
personal income tax by 7.85%; part of the net income of state or communal
unitary enterprises and dividends accrued on shares of economic companies, in
the authorized capital of which state or communal ownership is 64.56% (Table 1).
Tax revenues of the State Budget of Ukraine decreased by 14.21%, including
revenues from value added tax on goods imported into the customs territory of
Ukraine by 33.52%, revenues from corporate income tax by 20.77%, revenues
from excise tax on manufactured goods of excise goods in Ukraine by 26.78%,
revenues from excise tax from excise goods imported into the customs territory
of Ukraine by 47.61%.
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Table 1

Revenues of the State Budget of Ukraine in 2020-2022, billion UAH

Revenues 2020 2021 2022 2022 to 2021, %
Total 1076.0 | 1296.9 | 1787.4 137.82
Tax revenues 851.1 1107.1 949.8 85.79
Yalue gdded ta?c on goods (works, services) produ'ced 1265 155.8 2139 137.29
in Ukraine, taking into account budget compensation
Val}le added tax on goods imported into the customs 2741 380.7 2531 66.48
territory of Ukraine
Personal income tax 117.3 137.6 148.4 107.85
Corporate income tax 108.7 147.8 117.1 79.23
Rent and fees for the use of other natural resources 52.5 80.7 83.4 103.35
Excise tax on excise goods produced in Ukraine 80.5 82.9 60.7 73.22
Exglse tax on excise goods imported into the customs 578 796 417 5739
territory of Ukraine
Non-tax revenues 212.9 175.3 346.3 197.55
Part of the net profit of state or communal unitary
enterprises and dividends accrued on shares of economic
companies, the authorized capital of which includes 707 285 469 164.56
state or communal property
Income from capital transactions 79.4 0.3 0.6 200.00
Official transfers from state administration bodies 10.7 12.6 9.5 75.40
Official transfers frorp the Eurqpeap Union, fqrelgn ‘ 1.0 13 4811 by 370 times
governments, international organizations, donor institutions

Source: calculated by the author based on data [13—15].

Expenditures of the State Budget of Ukraine increased significantly in
2022 compared to the previous year (7able 2). Increase in expenditures of the
State Budget of Ukraine exceeded by almost 8 times the increase in the total
amount of its revenues in the first half of 2022. Decrease in the level of tax
revenues affected the reduction of their role in financing state budget expen-
ditures. Tax revenues in 2022 covered only 35.11% of state budget expen-

ditures (63.73% in 2021, 66.08% in 2020).

Table 2

Expenditures of the State Budget of Ukraine in 2020-2022, billion UAH
Expenditure article 2020 2021 2022 2022 to 2021, %
State functions 163.8 206.6 202.0 971.77
Defense 120.4 127.5 1142.9 by 9 times
Public order, security and judiciary 157.7 174.4 443.3 by 2.5 times
Economic activity 168.9 181.0 95.4 52.71
Environment protection 6.6 8.2 4.7 57.32
Utilities 0.9 0.2 0.5 by 2.5 times
Health care 124.9 170.5 184.3 108.09
Spiritual and physical development 9.8 16.0 11.1 69.38
Education 52.9 63.8 58.5 91.69
Social protection and social security 322.7 3393 425.9 125.52
Total 1288.0 1490.3 2705.4 181.53

Source: calculated by the author based on data [13—15].

As a result of the increase in expenditures of the State Budget of
Ukraine and simultaneous decrease in the level of tax revenues, the deficit of
the state budget in 2022 increased more than four times compared to the
previous year, and the state and guaranteed state debt doubled (7able 3).
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Table 3

Deficit of the State Budget of Ukraine, state and guaranteed state debt
in 2014-2022

Year Deficit Debt
billion UAH % to GDP billion UAH % to GDP

2014 78.1 4.92 1100.8 69.4
2015 452 2.27 1572.2 79.1
2016 70.3 2.95 1929.8 80.9
2017 47.9 1.61 2141.7 71.8
2018 59.3 1.66 2168.4 60.9
2019 81.0 2.04 1998.3 50.2
2020 217.6 5.15 2551.9 60.4
2021 198.8 3.65 2672.1 49.0
2022 914.9 18.96 4071.7 84.39

Source: calculated by the author based on data [13—15].

Support of the State Budget of Ukraine by the National Bank is a nece-
ssary measure under martial law considering significant needs for financial
resources of the security and defense sector, social needs. In 2022, a significant
share of financing of the State Budget of Ukraine was carried out at the expense
of the issue through the purchase of military bonds by the National Bank of
Ukraine from the government. However, this support from the regulator cannot
be the main source of financing budget expenditures, as it causes a rapid increase
in the level of inflation (the consumer price index was 126.6% in 2022, 110%
in 2021; 105% in 2020; 104.1% in 2019; 109.8% in 2018) [10].

In view of the above, stimulation of market demand for relevant secu-
rities 1s an important task today. The National Bank of Ukraine "allows foreign
investors to transfer funds abroad, which will be received in connection with
the repayment or income payment of domestic state loan bonds; a new accoun-
ting model for non-resident securities has been introduced; the approaches to
assessing the value of domestic state loan bonds, which are accepted as colla-
teral for refinancing loans, have been softened" [16].

Strengthening of the fiscal potential of taxes and improving methodo-
logy for assessing fiscal risks; increasing the effectiveness of the tax admini-
stration mechanism, which minimally distorts the economic decisions of
business entities; optimization of the expenditure part of the state budget,
which involves reducing the level of funding of the part of costs that have the
least impact on the provision of basic types of budget services; formation of
budget programs for the reconstruction of the national economy in accor-
dance with public priorities have become extremely important tasks.

The budget policy should be implemented in accordance with the
needs of the real economy, which determines strengthening of the connection
between budget financing and strategic plans for the socio-economic deve-
lopment of the country under martial law. It is important to optimize public
spending in general, but the level of funding for important programs should
be sufficient in the medium term. In order to intensify the budgetary policy,
it is necessary to develop the institutional foundations of state support for
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business entities, which is a significant prerequisite for the post-war recovery
of the national economy. The need to find additional internal sources of finan-
cing budget expenditures is growing, it actualizes the issue of introducing
extraordinary fiscal instruments to increase budget revenues.

It 1s advisable to develop a budget strategy that will contribute to the
strengthening of the purposeful influence of the formation system and imple-
mentation of the state budget on the economic growth rates in order to ensure
the post-war recovery of Ukraine’s economy. The substantiation of the adap-
tive toolkit of the formation system and implementation of the state budget
will contribute to increasing the level of financial and budgetary security of
the country [17].

Conclusions. The state budget execution system is a powerful tool for
influencing socio-economic processes in countries with developed and trans-
formational economies. In the conditions of large-scale military operations
on the territory of Ukraine, the own revenues of the state budget have signi-
ficantly decreased, while expenditures have increased for defense, public
order, security and judiciary.

An effective revenue mobilization mechanism is an important pre-
requisite not only for increasing budget revenues, but also for restoring eco-
nomic balance in the country. Considerable attention should be paid not only
to the task of ensuring an effective revenue mobilization mechanism, but also
to the observance of the principles of fairness of taxation, related to the ratio-
nal redistribution of the level of the tax burden among taxpayers under martial
law. Efficiency increasing of the budget expenditures and ensuring a balance
between financing the most critical items of the state budget and stimulating
the recovery of the economy are important tasks of the budget policy.

Our further research will be aimed at achieving the set tasks and sub-
stantiation of new approaches that would ensure their implementation.
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KPUTEPII MOOLIJBHOCTI
BIOOXETHOI MNIOTPUMKU
KOMYHAJIBHUX IIIAINIPUEMCTB

Bemyn. Komynanwui nionpuemcmea (KII) ¢
BANCTIUBUMU NOCMAYATIGHUKAMU HCUMMEBD He0D-
XIOHUX NOCTYe HACENEHHIO, KOMNAHIAM ma ycma-
HOBAM, 3a6e3Nneuyiouu BUKOHAHHS KIHOHOBUX COYi-
anbHUX YHKYIL Oepaicasu 6cepeouri 2pomao.

Ilpoonema. Y meopemuunomy ma npakmuy-
HOMY WIAHI UHUKAIOMb NPOMUPIYYSL U000 OOTPYH-
myeanns 0oyinbHocmi (PiHanco680i NIOMPUMKU
niONpUEMCME KOMYHAIbHOI 61ACHOCMI 30 PAXy-
HOK O10024CEeMHUX KOUIMIB.

Memoro cmammi ¢ 6cmano8ienHss 0coonu-
gocmetl O100HCeMHO20 (DIHANCYBAHHSA KOMYHATb-
HUX RIONPUEMCIMG, WO HAOQIOMb COYIANILHO 8aJIC-
JUBL nocayau, ma OOIPYHMYBAHHS epheKmusHUX
opm PIHAHCYBAHHS COYIATLHO 3HAUYUUX KOMY-
HANIbHUX NIONPUEMCING.

Memoou. Buxopucmano cucmemnuil nioxio
i3 3aCMOCYBAHHAM PO3PAXYHKOBO-AHAIMUYHO20
Memooy 3 mabauuyHumM ma 2pa@iuHumM npeo-
CMAGIEHHAM OaHUX, MEMOOU NOPIGHAIbHO20 AHA-
JI3Y ma cuHmesy, y3a2aibHeHHs.

Pesynrvmamu  oocnioscennsn. JJocniosiceno
ponv KII y cucmemi naoanus nociye coyiaio-
Ho2o cnpsmysanns. Ilpoananizosano OUHAMIKy
010021cemHo20 (HIHAHCYBAHHA COYIATLHUX GUOAMKIE
6 Yxpaiuni 3azanom ma OunHamixy 610x4cemmno2o
inancysanns nionpuemMcme KOMyHaabHol (popmu
enacrnocmi m. Kuesa, wo naoaiome coyianvro
sHauywi nocayeu. Bemanoeneno oucnponopyii
y po3nodini 6rdxcemnozo ¢hinancysanus KII,
SAKI BUKOHYIOMb COYIANbHY (DYHKYIIO.

Bucnosxku. Ha npuxnadi ananizy pizHux
Gdopm 610001cemnoco PiHaAHCYBAHHI KOMYHATb-
Hux nionpuemcme m. Kuesa, wo naoasanu coyi-
AILHO 3HAYYW NOCTY2U, NPOOEMOHCIPOBAHO HEPIG-
HOoMipHicmb ix po3nodiny. Taxodc 6cmanosieHo,
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She also found out that the financing of socially
significant municipal-owned enterprises was not
a priority in the capital compared to the sphere
of construction, repair and maintenance of roads.
Optimizing the number of municipal companies
can be one of the ways to solve the problem.
Another way to solve the problem is to develop
scientifically based financial and non-financial
criteria for decision-making on financing and
means of control over the funds distribution.

Keywords: municipal enterprise, munici-
pal finance, social function, budget financing.

wo ¢hinancysamnns coyianvho snauywux KI1 ne €
npiopumemHum y cmouyi NOPieHIHO 3i cgheporo
6yOi6HUYmMEA, pPeMOHmY Ma YMPUMAHHS O0pie.
Oo0num i3 winsaxie eupileHHs npooiemiu Modice
cmamu onmumizayisi kinekocmi KII. Tnwum wins-
Xom modice Oymu po3pobaeHHS HAYKOBO 0OIDYH-
MOBAHUX (DIHAHCOBUX T HepIHAHCOBUX KpUumepiis
015l NputiHAmMms piieHb wooo (HIHAHCYBAHHS
ma 3acobig KOHMPOTIO 3d PO3NOOLIOM KOULMIB.

Kniouogi cnoea: KoMmyHanbHe MiANpH-
€MCTBO, MicleBi (iHaHCH, colliayibHa (QYHKIIS,
Oro/pkeTHE (PiHAHCYBaHHS.

JEL Classification: G32; H72; 1L.97.

Introduction. One of the crusial tasks of local public finance is to
ensure living standards for community residents and to provide financial
support for critical needs, primarily of a social nature. As is known, even in
the time of the Ancient World, the local finance social component had its
origins in the scientific concept of the welfare state, its theoretical justi-
fication was initiated and received its development in the works of repre-
sentatives of the classics, neoclassicists, socialists and Keynesians. There-
fore, it is developing nowadays. For many centuries scientists, philosophers,
and economists justified the expediency of government institutions to take
responsibility for financing the urgent needs of specific segments of the
population and/or particular social groups. These views can be found in
antiquity: Plato described the ideal society where the state took care of all the
citizens’ needs. Christian scientists also had slightly socialist considerations
based on religious ethics. Similar views on the common good were expressed
by modern utopian philosophers (Thomas More, Tommaso Campanella).
Moreover, at the end of the Age of Enlightenment, after the Great French
Revolution, the newest doctrine of socialism was systematically formed in
the works of Fourier, Saint-Simon, and Oven.

In general, the development of the welfare state financial component
concept was manifested in various models of the financial relations organi-
zation in society according to the level of GDP state’s centralization [1]. Thus, the
Continental and Scandinavian models provide for a relatively high share of
the state presence both in the distribution of GDP and, accordingly, in the
financing of social expenditures at the expense of budget funds (up to 70%).
In comparison, the Anglo-American model is characterized by a minimal
share of the state’s presence in GDP. The results of the Ukrainian budgetary
legislation evolution analysis regarding the local budgets’ expenditures com-
position regulation indicate a tendency towards the Western European model
of local expenditures without appropriate financial support from own and
fixed revenues prior to the decentralization reform. The situation began to
change only after the introduction of budget decentralization which caused
an increase in the local budgets revenue base. At present, the total share of
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tax revenues, together with the inflows of the Unified Social Tax in Ukraine,
1s about 39% of the GDP, which is slightly higher than the average European
level of 34.3% [2; 3].

Problem. Municipal-owned enterprises (MOEs) are essential providers
of vital services to the population and companies with institutions, including
those that provide an on-site performance of vital social functions of the state.
In addition, certain areas of commercial utilities independently implement
a social function through the provision of such services as water and heat
supply, garbage removal and disposal, school nutrition, extracurricular
education services, medical and pharmacy services. The organizational and
legal form of MOEs (which do not have signs of non-commercialism),
provides for their operation on a market basis. At the same time, the social
importance of such enterprises for the community make them applicants for
funding from the local budget on a par with budgetary institutions and
organizations. Therefore, there is a contradiction about justification of the
feasibility of financial support for municipal-owned enterprises with budget
funds in the theoretical and practical spheres.

Analysis of recent research and publications. The problematic issues
of MOEs’ financial support are covered in the scientific papers of Ukrainian
scientists. They emphasized the significant underfunding of this economic
sector for the period up to 2016. After the decentralization reform, the finan-
cing of MOEs was significantly improved, primarily in some communities.
Scientists paid attention to the financial relations optimization between
socially significant MOEs and local authorities. These questions have been
studied by such scientists as V. Lukianov, O. Petruk, O. Kotsiurba, E. Ba-
latskyi, V. Lavryk, D. Zahirniak, O. Zhulina, O. Andrenko [4—11] and others.
However, the analytical and applied aspects of capital formation of the
municipal-owned enterprises and performers of social functions are not
properly described in the professional literature.

The aim of the article is to establish the peculiarities of the budget
financing process of municipal-owned enterprises that provide socially
essential services and to substantiate effective forms of socially significant
municipal-owned enterprises funding.

Methods. Calculation and analytical method with a tabular and gra-
phical presentation of data were used to systematize the social expenditures
of the budget and assess Kyiv’s MOEs financing; comparative analysis and
synthesis were applied to examine the peculiarities of the municipal-owned
enterprises financing. Generalization method was used to draw the conclu-
sions based on the research results.

Results. The social orientation of local Ukrainian budgets remains
high, which is legally enshrined in the Articles 89-91 of the Budget Code of
Ukraine [12]. These articles provide for the social needs provision of the
community through appropriate expenditures of local social budgets. They
include expenditures according to the following functional classification:
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social protection and social security; education; spiritual and physical develop-
ment; health care; housing and communal services. Social expenditures (SE)
are essential for ensuring the proper standard of community living and mee-
ting social needs. They belong to current consumption expenditures. On the
one hand, the growth of the share of SE in the community budget indicates
the so-called "eating away" resources that could be directed to economic deve-
lopment; on the other hand, effectively distributed SE creates a comfortable
and attractive environment for life in the community, which may encourage
the relocation of new residents, the opening of new businesses, etc. and
growth of local budget revenues. Therefore, the issue of optimizing SE in the
system of local finances in general and expenditures on the communal sector
in particular deserve special attention due to the high level of decentralization
in Ukraine compared to European countries.

The dynamics of the SE structure in the total expenditures of the
Ukrainian local budgets until 2017 were studied in the paper [13]. The dyna-
mics of the SE structure in the following years is shown in the Table 1.

Table 1
Social expenditures in total inflows of local budgets of Ukraine, %

. January-
Indicator 2018 2019 2020 2021 November 2022
Share of SE in the total expenditures 79 46 770 68.66 6925 7475
of local budgets
Including expendltqres on housing 597 6.07 6.72 996 301
and communal services
The share of expen@lture.s on housing 6.63 788 9.79 1438 1072
and communal services in the SE

Source: compiled by the author according to the data [14].

Thus, from 2012 to 2018, the average share of SE in local budgets
was 88.2% [13, p. 222-223], which indicated the priority of social direction
of local budget expenditures. From 2018 to 2022, the share of the SE in the
budget significantly decreased; instead the share of expenditures on housing
and social housing and economic activity increased (the increase in the social
component in 2022 was due to martial law). As part of expenditures on eco-
nomic activity, there is a gradual increase in expenditures on municipal servi-
ces other than housing and communal services, particularly local transport.
That is, an increase in the share of communal services financing in local
budgets’ expenditures characterizes the analyzed period.

At the same time, the multi-year underfunding of MOEs, along with
their irrational use of the equity and borrowed capital, prompted local autho-
rities to increase the amount of budget financing. The unsatisfied need for
MOE capital was emphasized by practically all Ukrainian scientists resear-
ching the issue of MOEs financing.

In addition, Ukrainian scientists mostly adhered to the position of the
need to preserve the budget financing of municipal companies at the same
time as developing other forms of financing, taking into account the social
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importance of municipal companies for the community and the social func-
tions inherent in specific categories of municipal-owned enterprises. These
studies proved the ineffectiveness of budget funding and raised the question
of its feasibility, appeared after the decentralization reform when the number
of funds to cover the MOEs equity needs increased. And the state subsidies
mechanism for utility services payment for underprivileged sections of the
population was implemented, which made it possible to partially solve the
problem of receivables for tariff MOE:s.

The question of the MOEs’ budgetary financing expediency arose
in connection with the publication of empirical evidence of their activities
ineffectiveness, as well as numerous reports about the facts of financial abuse
and corruption. Thus, according to the State Audit Service of Ukraine, from
January to October, 2019, non-targeted expenses and shortages of communal
resources amounted to more than UAH 414.2 million, which was 36.8%
of the total amount of resources that were used in violation of legal acts.
In addition, the loss of revenues from local budgets amounted to more than
UAH 210.7 million, almost UAH 60 million of which were funds for muni-
cipal-owned enterprises, institutions, and organizations. The most significant vio-
lations in the use of municipal resources at enterprises, institutions, and organiza-
tions were recorded in Kyiv and the region (UAH 46.8 million), Mykolayiv
region (over UAH 43 million), Zaporizhia region (over UAH 33 million), Dnipro-
petrovsk region (over UAH 28.8 million), Chernihiv (almost UAH 28.6 million)
and Cherkasy (almost UAH 25.4 million) regions, where the number of of local
budget funds and municipal property losses from January to October, 2019
totaled about UAH 177 million [15].

European analytical documents also emphasize the need for the justi-
fication of MOE financing, in particular, OECD reports on state-owned and
municipal-owned enterprises [16], as well as foreign scientists [17; 18].
At the same time, researchers see the expediency of MOE functioning in the
social significance (importance and necessity of MOE for society) and/or so-
cial functions performed by such enterprises. Those functions are mostly of
no interest to private business.

Thus, the general opinion of scientists and government officials regar-
ding the need for budgetary financing of MOEs, along with the urgency of
developing alternative forms and methods of their financing, draw attention
to the issue of substantiating the decision-making criteria regarding the
formation and replenishment of MOE capital. The key criteria for decision-
making regarding the policy of MOEs’ capital formation and replenishment
from the local budget should be the social importance of such enterprises at
the local level and the social function they perform for the community.

At the same time, we understand the critical importance and need for
a specific MOE for all the community residents, as well as for enterprises,
institutions, and organizations located in this community (the social signifi-
cance of MOE), and the activity aimed at solving social problems of the com-
munity to ensure acceptable social standards of living the social function).
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The expediency and necessity of MOE financing in both forms, such as
capital replenishment and income, but excluding the form of covering losses,
is determined by one or both criteria. According to the specified criteria, we
recommended classifying MOEs according to the primary type of activity.
We developed a MOE financing matrix that can be applied by local authorities
when determining priority candidates for budget funding among MOEs [19].
Firstly, allocation of budget funds to those municipal-owned enterprises that
do not perform social functions distorts competition; secondly, it can po-
tentially deprive more important funding recipients of budgetary support.

We will demonstrate visually the level of MOEs funding that perform
social functions, on the example of Kyiv, where 128 MOEs operate. These
MOEs do not have non-commercial status; therefore, they work to make
a profit. Table 2 shows data on the MOEs’ invested capital (statutory and
additional) growth from 2017 to 2020, which is usually replenished by the
expense of budget allocations. Also, Table 2 demonstrates data on budget
participation in financing MOE’s capital investments.

Table 2
Financing of Kyiv municipal-owned enterprises, which perform
a social function, UAH million
Increase/decrease Budget funding Budget participation
MOE group in invested capital of capital investments in revenues

in 2017-2020 2018 2019 2020 2018 2019 2020
Kyivteploenergo 0.543 28.90 354.63 | 472.18 0 0 0
Kyivcomunservice 3.07 45.01 23.71 1.64 0 0 0
Kyivpastrans 5.64 1174.93 | 842.76 | 1162.83 | 572.09 | 925.42 | 1079.13
Kyiv Metropolitan 1612.05 351.87 | 225.15 | 247.16 0 780.76 | 364.61
Sportcomplex "Start" 90.30 0 0 0 0 1.07 0
"SportComlex" —40.85 12.40 10.72 34.37 0 10.09 9.26
Kyivvodfond 322.20 25.55 41.62 32.41 0 33.48 42.56
MOE:s in the field of school
meals (data aggregated 3.054 0 0 0 0 0 0
for 9 MOEs)*
Darnytskyi Medical 0.09 0 0 0 0 0 0
Center
Pharmatcia ** 61.05 0 0 0 0 0 0
Kyiv City Hospital
of Veterinary Medicine -5.774 1.85 26.38 1.91 0 23.26 25.20
Crematorium —0.076 31 1.70 10.90 0 0 5.42
Spetscombinat 0.213 10.10 17.05 29.78 0 42.40 68.14
Total 2051.50 1650.64 | 1543.73 | 1993.18 | 572.09 | 1816.48 | 1594.31

*MOEs that provide services in the field of school nutrition have a budgetary share in the
structure of revenues, since the city finances school lunches for junior classes pupils, but
do not reflect these revenues separately in the report on the financial plan implementation.

** MOE"Pharmacy" sells part of the goods to healthcare institutions financed from the
budget, therefore indirectly it also has a budget share in revenues.

Source: compiled by the author according to the data [20].

Since the city budget, can indirectly capitalize MOEs through direct
participation in revenues, ordering services from them, in addition to capital
funding, or indirectly through creating conditions for the provision of MOE
services to budget institutions, it is advisible to present data on Kyiv’s budget
funds participation in MOEs revenues.
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Table 2 shows that budgetary participation in ensuring the activities
of socially significant MOEs in Kyiv is present but distributed unevenly. The
largest recipients are public transport MOEs. The healthcare sphere is financed
from the budget only for non-commercial enterprises and budgetary institu-
tions. MOE:s that provide pharmacy and school food services indirectly receive
budget funds and do not report on them. A significant increase in budget par-
ticipation of socially substantial MOESs revenues has been observed since 2019,
which may be caused by changes in the financing policy after the change
of authority.

Thus, tariff enterprises providing heat supply and waste removal and
disposal services receive budget funding for capital investments. Considering
the fact that the revenues of these MOEs are formed under the influence of the
local authorities through the establishment of tariffs, the tariff policy for both
enterprises can be called successful: MOE "Kyivcomunservice" is the most
profitable Kyiv’s MOE, and MOE "Kyivteploenergo," which has been returned
to the municipal property in 2016, after four years from a state of the absolute
crisis reached solvency.

The largest recipients of funds from Kyiv’s budget were passenger
transport enterprises. Despite the presence of budget funding both in income
(about 50%) and in the capital replenishment, it is insufficient, due to which
enterprises receive losses. The quarantine period and the subsequent intro-
duction of martial law led to a significant deterioration in the financial con-
dition of these largest MOEs in Kyiv.

Enterprises in the maintenance of recreation areas and the funeral
services sector have relatively equal financing and participation in revenues.
In sports, the priority in financing is given to MOE "SportComplex," while
MOE "Sportcomplex "Start," having budget funding in the plans, did not receive
it in fact (Figure I).

Spetscombinat 56,93 | 110,54 |
Crematorium 12,63 | 5,42 |
Kyiv City Hospital of Veterinary Medicine 30,15 | 48,46 |
Kyivvodfond 99,59 | 76,05 |
“SportComlex” 57,49 19,35 |
Sportcomplex “Start”0,00 1,07 |
Kyiv Metropolitan 824,18 | 1 145,36 |
Kyivpastrans 3 180,52 | 2 576,64 |
Kyivcomunservice 70 369 | 0
Kyivteploenergo 855710 | 0
0% 20% 40% 60% 80% 100%
O capital investments budget funding Obudget participation in revenues

Figure 1. Budgetary participation structure
of Kyiv’s socially important MOEs from 2018 to 2020, UAH million

Source: developed by the author according to the data [20].
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The assessment of the priority level of social functions financing in
the general budgetary funding of Kyiv’s commercial MOEs in the part of
capital investments is presented in Figure 2.

@ Financing social functioningMOEs @ Total MOE:s financing

12,00

10,00

8,00

6,00

4,00

2,00

0,00

Figure 2. Dynamics of Kyiv’s MOEs capital investments
budget funding, UAH billion

Source: developed by the author according to the data [20].

The share of capital investments budget funding in socially significant
MOEs of Kyiv is 17-18%. In total, 65-69 commercial MOEs are financed
annually (about a half of them). At the same time, construction enterprises
and structural divisions of the municipal corporation "Kyivavtodor" were the
priority recipients of Kyiv’s budget funding from 2018 to 2020. These reci-
pients received annually about 60-62% of the total amount of budget funding
for Kyiv’s capital investments.

The total amount of budget funding of capital investments in MOE 1is
16-18% of Kyiv city budget expenditures. Annually, about 75 MOEs received
full or partial income at the expense of the city budget; in general, about 20%
of the city budget is directly or indirectly distributed through commercial
MOE:s of the city [21]. We consider this structure of the city budget distribution
as inefficient since the reason for the stay of a commercial enterprise in muni-
cipal ownership in countries with a market economy should be precisely the
provision of those important services that have a social component and are
mostly not of interest to the private sector.

Performance of the donor functions for the budget can be a good rea-
son for the MOE municipal ownership. That is a strategic goal for two MOE "Kyiv-
reklama" and "Transparkservice" in Kyiv, which were created to supplement
the revenues to the city budget. The remaining MOEs were exempted from
paying dividends to the city budget from 2017 to 2020. Accordingly, they
performed the function of a budget donor only partially.

The issue of optimizing the number of MOEs under the financing of
the primary social component has been solved in some Ukrainian regional
centers, in particular, there are 15 MOEs in Sumy and Lutsk and 14 MOEs
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in Zhytomyr, which provide services only for socially important spheres of
community life. The rest of the regional centers, cities, and other commu-
nities are in the process of optimizing the number of communal enterprises.

Conclusions. The need for state budget funding of social services and
enterprises and organizations performing social functions was formed evolu-
tionarily based on the socialist orientation theories evolution. The problem of
providing budget support to business entities in a market economy remains
relevant throughout the entire period of Ukraine’s independence, both at the
state and local levels. This problem becomes especially urgent during the
period of martial law when funding priorities change, and there is an objec-
tive lack of budgetary resources.

Financing the primary social needs of Ukrainian communities tradi-
tionally relies on budgets, as evidenced by the structure of their expenditures
at the local level. The expediency of life support functions and additional
social needs financing remains debatable. On the example of the various
forms of Kyiv MOEs budget financing analysis, which provided socially sig-
nificant services, the unevenness of the financing forms distribution was
proven. We found out that financing socially significant MOE:s is not a priority
in Kyiv compared to construction, repair, and road maintenance. Even though
about 18% of city budget expenditures go through the municipal-owned
enterprises of the capital, the total financing of socially significant MOE 1is
about 17% of all MOEs capital investments financing.

Since losses were observed during the analyzed period in the largest
ME:s of critical infrastructure, despite the availability of budget funding, it is
possible to ascertain the inefficiency of priorities in the distribution of budget
funding of MOEs in Kyiv. One of the ways to solve this problem can be
optimization the number of municipal-owned enterprises, as it has been done
in some regional centers. Our further research will be aimed at developing
scienti-fically based financial and non-financial criteria for decision-making
on financing and means of control over the funds’ distribution.
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Introduction. Strengthening the responsibi-
lity of enterprises for the timeliness of all calcu-
lations raises the question of the availability of
well-founded financial plans and methods of their
calculations.

Problem. Ensuring timely settlements with the
financial and credit system, employees, suppliers,
fulfillment of basic financial tasks and achieving
a stable financial condition requires a scientific
organization of financial planning at every
enterprise.

The aim of the article is to strengthen the
scientific validity of financial planning at indust-
rial enterprises, which will contribute to the
adoption of effective management decisions.

Methods. A set of methods and approaches
are applied: dialectical, synthesis, balance.
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Bemyn. Ilocunenns 6ionogioanvHocmi nio-
NPUEMCING 3A CBOEYACHICMIO 30TUCHEHHSL 8CIX PO3-
PAXYHKI8 20CmMpO CMAsums NUMAHHA NPO HAAE-
HiCMb 00IPYHMOBAHUX (DIHAHCOBUX NIAHIE MA
MemOoOUKU iX pO3PAXYHKIS.

Ilpoonema. 3abesneuenns c60€UACHUX poO3pPa-
XYHKI8 3 (DIHAHCO6010, KPEOUMHOI CUCMEMOIO,
C8OIMU NpayiBHUKAMU, NOCMAYATTGHUKAMU, BUKO-
HAHHA OCHOBHUX (DIHAHCOBUX 3A4680aHb MA 00Cse-
HeHHs CMano2o (DIHAHCO0B8020 CMAHY BUMA2AE
HAayKo80i opeawizayii ¢iHaHco8020 NIAHYEAHHS
HA KOMCHOMY RIONPUEMCINEI.

Mema cmammi — nocunenHs HayKoeoi 0OTpyH-
MOBAHOCMI  (DIHAHCOBO20 NAAHYBAHMS HA NPO-
MUCTOBUX RIONPUEMCIBAX, WO CHPUSIMUME NPULL-
MAHHIO eheKMUBHUX YNPABIIHCOKUX PillieHb.

Memoou. 3acmocosano cykynnicmos mMemooie
ma nioxooie. OlaneKmuyHULl, CUHmMe3y, OAIAHCOBU.
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Results. An attempt was made to reveal theo-
retical and practical issues regarding the pro-
cedure for calculating the financial plan, sepa-
rate recommendations were developed for its
preparation and ensuring balance.

Conclusions. On a specific example it was
developed the financial plan of an industrial
enterprise, the procedure for balancing income
and expenses and it was shown the determining
the volume of loans as a tool for eliminating the
shortage of cash. Further areas of improvement
of the financial plan are the development of tax
planning methods.

Keywords: financial plan, income and
expenditure balance,cash-flow.

Pesynomamu oocnioxscennsa. Poskpumo meo-
PEMmUYH ma npakmudHi RUMAanHs wooo nopsoKy
PO3PAxXyHKy (pinancosoeo nuamy, po3pobrero
OKpemi pekoMeHOayii oo 1020 CKIA0AHH Ma
3a0e3neuents 36a1aHcO8AHOCHIL.

Bucnoexu. Ha xoukpemunomy npukiadi pos-
pobneno hinancosuil nian NPOMUCIOB8020 Nio-
APUEMCMBA, NOKA3AHO NOPSOOK 30ANIAHCYBAHHS
Midic 0oxooamu ma sUMpamamil, BUSHA4eHHs 0ocazy
Kpeoumie ax iHcmpymeHnmy yCyHeHHsA Oeqhiyumy
epoutosux kowmis. Tlooanvwi nanpsmku yO0ocko-
HAleHHst (DIHAHCO8020 NIAHY NOAASAIOMb ) PO3-
POONEeHHT MEMOOUKU NOOAMKOBO20 NIAHYBAHHSL.

Knwuoei cnosa: ¢dinancosuit mman, Oa-
JIAHC JOXO/IB Ta BUTPAT, TPOIIOBI IIOTOKH.

JEL Classification: E9; H3.

Introduction. Strengthening the responsibility of enterprises for the
timeliness of all calculations actualizes the issue of having sound financial
plans. How economically justified the financial plan will be drawn up and
how it will be executed depends largely on the financial situation of enter-
prises, the timeliness of salary payments, the fulfillment of obligations in
terms of settlements with suppliers and payments to the budget, financing in
the full amount of capital investments, creation in the necessary amounts
reserve funds. The management decisions are made on the basis of the
financial plan, in particular regarding the volume and terms of lending to
enterprises, the implementation of capital repairs, revision of contracts regar-
ding payment terms for products, etc. In fact, the quality of the enterprise’s
business plan and the influence of finance on all aspects of its production and
economic activity largely depend on the quality of the development of
financial plans.

Problem. Ensuring timely settlements with the financial and credit
system, its employees, suppliers requires a scientific organization of financial
planning at every enterprise. Only in this case it is possible to maneuver
rationally the monetary resources, balance income and expenses, and have an
active influence of financial instruments on production. The solution to this
issue will be facilitated by the development of the form of the financial plan
and the methodology of its preparation.

Analysis of recent research and publications. The theoretical and
practical principles of developing financial plans are devoted to the works
of I. Blank, G. Sytnyk, S. Kalambet, O. Bilousova, H. Semenov, V. Buhai,
A. Semenova, A. Buhai, T. Holovko, N. Kovalchuk, A. Mykhailiuk and others.
Among earlier foreign studies it should be noted the works of L. Hitman,
L. Rue, M. Erhard, E. Brigham, and S. Schwenk [1-4]. As it was noted by
M. Erhard and E. Brigham, strategic plans help to effectively manage finan-
cial resources [3, p. 127]. However, not all issues of this complex problem
have been studied completely.
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In the works of V. Stepura, V. Rudyk, L. Dokiienko, O. Nestor,
L. Tiesheva, T. Zhukova, N. Kovalchuk [5—11] and others there is no procedure
for calculating individual items of the financial plan, their relationship with
other plans of the enterprise, determining the need for loans. The principles
of building and functioning of the financial planning system at the enterprise
were developed by V. Rudyka and D. Shpirna [6],they are contradictory and
incomplete. Among the defined principles, there is no principle of balance,
availability of reserves. In the works of V. Rudyk [6], V. Varenyk, and G. Niko-
laicheva [12], there is no analysis of the mechanism of balancing financial
plans, assessment of their quality in terms of ensuring the adequacy of financial
resources. The statement about the purpose of the financial plan is false. Thus,
clause 3 of Order No. 205 states that the financial plan should ensure an increase
in the indicators of the profitability of the enterprise, assets and equity
compared to the planned and forecasted indicators for the current year [13].
However this contradicts the theory of the financial plan. On the basis of the
financial plan it is impossible to determine the profitability of the enterprise
and its own capital. The main purpose of the financial plan is to check the
correspondence between income and expenditure of financial resources.

Mistakes were made during the formation of elements of the financial
plan developed for economic entities of the state sector of the economy [13].
In fact, the form of the financial plan largely duplicates form No. 2 "Report
on financial results". A number of revenues are not included in the composi-
tion of income, in particular, advance payments, value added tax, etc. The
inclusion of the indicator "cost of sold products (goods, works, services)"
in the financial plan is erroneous. This contradicts the theory of financial
planning, since only a part of the costs is included in the cost price. Costs for
the formation of production stocks, finished products, etc. are not included in
the cost price. In addition, amortization deductions are part of the cost price.
But amortization does not cause a real outflow of cash, so it is not included
in the financial plan. Thus, there are still many "white spots" in financial
planning, and there is room for its further improvement.

The aim of the article is to strengthen the scientific validity of finan-
cial planning at industrial enterprises, its stability and continuity over time,
which will make it possible to make effective management decisions.

Methods. During the development of the financial plan, not only special
value indicators are used, but also specific methods: standard, balance sheet,
ratio. The initial data when drawing up a financial plan are: contracts for the
supply of products, cost estimates for production and sale of products, estimates
for the maintenance of non-production areas, tax rates, interest on loans, etc.

Results. Financial plan (FP) (balance of income and expenses of the
enterprise) is a system of indicators characterizing the comparison of income
and receipts of funds of the enterprise with expenses and deductions, as well
as payments of the enterprise to the budget with appropriations received from
the budget. The balance of income and expenses is a synthesizing section
of the business plan, it reflects the results of all its other sections in value
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terms. All aspects of the production, economic and financial activity of the
enterprise are reflected in the FP: the main activity, capital construction,
capital repair, all types of auxiliary works, non-production sphere. In the
process of developing the FP it was established the amount of funds, methods
of mobilizing financial resources and financing expenses, and the ratio
between own and borrowed funds.

FP is based on the cost form of the movement of material resources
(capital) of the enterprise and uses only cost indicators. At the same time, the
flow of money in the financial institution does not completely coincide with
the flow of material resources. The specifics of the preparation of the FP
is that it does not contain a value reflection of those material resources that
are not related to the opposite movement of cash (flows). At the same time,
financial planning includes all distribution processes related to the formation
and distribution of funds.

The FP of the enterprise includes: drawing up perspective, current and
operational financial plans, developing and bringing to the structural divi-
sions (branches) individual financial indicators and monitoring their imple-
mentation.The form of financial statements at industrial enterprises is the
balance of income and expenses which reflects the results of their economic
activities, the relationships of enterprises with the budget, banks, other enter-
prises and organizations, as well as with workers and employees.

In order to build a balance sheet of income and expenses, the enter-
prise additionally prepares: a plan for the production and sale of commercial
products; an estimate of production costs; estimate of administrative expen-
ses and sales expenses; capital investment and capital repair plan; cost esti-
mate for research and development works, cost estimate for personnel trai-
ning; tax payment plan (tax planning); loan repayment schedule (plan). These
types of plans are the basis for drawing up the company’s financial plan. Let’s
consider the order of its assembly.

The method of drawing up the balance of income and expenses of an
industrial enterprise. The financial plan (balance of income and expenses of
the enterprise) reflects all income and expenses of the enterprise and consists
of four subdivisions: income and receipts; expenses and deductions; relations
with the budget; relations with the credit system. In each of the sections, the
main articles are provided, the list of which changes and is supplemented,
based on the specifics of the production and economic activity of the enter-
prises and the tasks to be solved in the planned period. There is a close con-
nection between the FP sections, because each type of expenditure is covered
by certain sources.

The first section "Income and inflow of funds" consists of the follo-
wing elements: balances of funds at the beginning of the year in the cash
register and on current accounts; income from the sale of products (goods,
works, services); Other operating income; income from financial and invest-
ment activities; deferred income; other income and resources of the enter-
prise (proceeds from the sale of abandoned property; income from housing
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and communal services; under contracts for scientific and research works;
income from construction work; from parents for the maintenance of daycare
centers; other income).

The main part of the income and receipts of the industrial enterprise
is the income from the sale of products. Therefore, we will consider in more
detail the procedure for determining this article of the FP.The article "Income
from the sale of products" includes sums of money from the sale of products,
goods, works or services, taking into account the discounts provided, the return
of previously sold goods and indirect taxes and fees (value added tax, excise
duty, etc.). Income from the sale of products includes all cash receipts that
will be received by the company during the planned period, regardless of the
volume of product deliveries. Income from the sale of products can be divi-
ded into two parts: income from the sale of products of the reporting period;
income from the sale of products of past periods. The cost of products sold
by barter is not included in the composition of income

Income from the sale of products of the reporting period includes
receipts for products produced and sold and for which the company received
funds from buyers. The basis for determining income from the sale of pro-
ducts of the reporting period is the terms of contracts.

Income from the sale of products (goods, works, services) of past periods
includes the amount of repayment of receivables for sold products. Revenue
volumes are planned in accordance with the terms of the contracts, and in their
absence — in the total volume according to the data of the reporting period.

An example of calculating income from product sales is given in Tablel.

Table 1

The procedure for calculating income from the sale of products

Indexes January February
Sales volume, pcs. 93 111
Sale price, hryvnias per unit. 2 700 2 700
Revenues from sales, hryvnias 251 100 299 700
Buyers’ debt at the beginning of the period, hryvnias — 50220
Income from sales, hryvnias:
products of the reporting period 200 880 239 760
products of the past period — 50 052.4
Total cash receipts, hryvnias 200 880 289 980
Buyers’ debt at the end of the period, hryvnias 50220 59 940

Source: compiled by the authors.

As can be seen from the data in the table. 1, the income from the sale
of products will be attributed to the FP: in January 200,880 UAH, in February —
289,980 UAH. These amounts correspond to cash receipts from the sale of
products. As part of income from the sale of products, it is advisable to dis-
tinguish the main products, the production of which the company specializes
in and the secondary products.

"Other operating income" includes other income from the enterprise’s
operational activities in the reporting period, except income (revenue) from
the sale of products (goods, works, services).
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Revenues from financial and investment activities include company
revenues received from financial and investment activities. They include: income
from equity participation; other financial income; other income. Equity in-
come includes income from investments made in associated, subsidiary or
joint ventures and accounted for using the equity method. Other financial
income includes income arising in the course of the company’s financial acti-
vities, in particular dividends, interest and other income from financial activities,
which are not recorded in account 72 "Income from equity participation".

Deferred income includes the amounts of income received in the
reporting period, which are subject to inclusion in income in future reporting
periods. In fact, these revenues belong to advance payments and are not
included in the income when determining the financial result.

Other incomes include incomes that arise in the course of activity, but
are not related to the operational and financial activities of the enterprise:
incomes from the non-production sphere (fees for a dormitory, parents’
contributions to the maintenance of kindergartens, etc.).

The list of incomes, which are included in the section "Incomes and
receipts of funds", is given in the Table 2.

The second section "Expenses and deductions" includes all monetary
expenses of the planned year for production purposes, including wages as
well as expenses for financing the non-production sphere. The following
expenses and deductions are provided for in the expenditure part of the
financial plan.

Table 2
Composition of the section of the financial plan "Income and inflow of funds"
Type of income Composition of income
Income from the sale | Income from the sale of products (goods, works, services) of the reporting period;
of products income from the sale of products (goods, works, services) of past periods

Income from the sale of foreign currency; income from the sale of other current
assets (except financial investments); income from operating lease of assets;
income from the operational exchange rate difference for operations in foreign
currency; amounts of fines, fines, penalties and other sanctions for violation of
economic contracts, which are recognized by the debtor or in respect of which
decisions of the court or commercial court have been received on their collection;
income from write-off of payables for which the statute of limitations has expired;
reimbursement of previously written-off assets (receipts of debts written off as
bad); sums of free circulating assets and subsidies received; other income from
operating activities

Income from equity participation (income from investments in associated
enterprises, income from joint activities, income from investments in subsidiaries);
other financial income (dividends received, interest received, other income from
financial transactions)

Prepayment amounts for products (goods, works, services); income in the form of
received advance payments for leased fixed assets and other non-current assets
(advance lease payments), proceeds from the sale of tickets of transport and theater
and entertainment enterprises

Income from contracts for research works; income from construction works;
Other income incomes of housing and communal services; income from parents for the
maintenance of kindergartens, etc

Other operating
rooms
income

Income from financial
and investment
activity

Deferred income

Source: compiled by the authors.
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Costs related to the main activity (costs for the production of products).
Production costs include all costs of primary and secondary production, which are
related to the production and sale of products, as well as external services. Costs
are determined in the estimate without depreciation deductions!, payroll taxes?,
intra-factory turnover and the cost of the side services. The amount of expenses 1s
determined on the basis of the data of the estimate of production costs for the
planned period, taking into account the adjustment.

Administrative costs and sales costs (non-production costs). Admini-
strative expenses include expenses related to the management and mainte-
nance of the enterprise. Sales costs include costs related to the sale (reali-
sation, sale) of products, goods, works and services. Sales costs, in turn, can
be divided into three types — costs for packaging and sorting, costs for storing
finished products and the so-called net costs of circulation.

Expenditures on capital investments, which include costs for the acqui-
sition or production (creation) of tangible and intangible non-current assets.

Expenses for financial investments, which include expenses for the purchase
of certain types of financial assets (units, shares, bonds, deposits in banks, etc.).

Costs for research, training, and development of new technology.

Expenses for meeting the cultural and household needs of the team
(maintenance of kindergartens, nurseries, camps, sports clubs, covering losses
of housing and communal services).

The list of expenses that are included in the section "Expenses and
deductions" is given in the Table 3.

The excess of income over expenses is shown in the balance of income
and expenses of the enterprise after Chapter II "Expenses and Deductions".

Table 3

Composition of the section of the financial plan "Expenses and deductions"

Type Composition of expenses
of expenses
For the Material costs (costs of raw materials and materials; costs of purchased semi-finished
production products and components; fuel and energy costs; costs of packaging and packaging
of goods materials; costs of building materials; costs of spare parts; other material costs);

labour costs (basic and additional wages); other expenses
Administrative | Expenses for the maintenance of administrative and managerial personnel, expenses for their
business trips, expenses for the maintenance of fixed assets (costs associated with the use
of their own service vehicles; costs for renting service vehicles), other non-current material
assets for general purposes (rental, repair, utilities), security, legal, insurance, auditing,
transportation services, postal and telegraph services, office expenses

! Depreciation is excluded from the cost estimate for the production of depreciation due to the fact that the
turnover of fixed assets in physical and value terms does not coincide. Depreciation deductions, which are
included in production and circulation costs, are one of the components of the cost price of manufactured
products. After its implementation, the sums of money, which express the value of the worn-out part of fixed
assets, are returned to the enterprise and can be used in the future for the purpose of their partial (repair) or full
(purchase, construction) compensation. That is, there are no direct receipts and expenditures of monetary funds
in the amount of depreciation deductions.

2 According to the legislation of Ukraine, payroll taxes include: personal income tax, military levy, a single
contribution to mandatory social insurance. The exclusion of payroll taxes is explained by the fact that these
taxes are included in the third section of the financial plan "Relationships with the budget". Including them
would result in a recalculation
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End of the Table 3
Type Composition of expenses
of expenses
For sale Expenses for packaging materials, transportation of products and goods under the contract,
marketing and advertising expenses, expenses for wages and commissions to salespeople,
trade agents, employees of the sales department, repair and maintenance of fixed assets,
other non-current assets used to support the sale of products, goods, works, and services
Capital Capital construction (expenses on construction and installation works); acquisition
investments of fixed assets (equipment, both assembled and unassembled, vehicles, etc.);
acquisition of other non-current tangible assets; acquisition of intangible assets
(acquisition of rights to use natural resources and property, software and databases,
rights to commercial designations, industrial property objects, copyright
and related rights, patents, licences, concessions, etc.)
Financial Purchase of stocks, securities, units, shares, etc.
investments
To maintain Salary, heating, costs of materials, electricity, and other resources related
the non- to the maintenance of non-production areas of the enterprise
production
sector

Source:compiled by the authors.

In the third section of the FS "Relationships with the budget" (the
composition is shown in Table 4), on the one hand, there are reflected all
types of payments to the budget, including taxes on employees and financial
sanctions that are paid into budget income (income tax, tax on added value,
single tax, excise tax, environmental tax, single contribution to mandatory
state social insurance, etc.), and on the other hand, the above mentioned are
in the form of appropriations from the budget (state capital investments, loan
interest compensation, budget subsidies, etc. ). The procedure for calculating
and payment terms for individual taxes is carried out in accordance with the
tax legislation of Ukraine.

Table 4
Composition of the section of the financial plan ’Relations with the budget
Payments to the budget Allocation from the budget.
I. National taxes: I. Targeted budget financing:
1. Corporate income tax. 1. Capital investments.
2. Personal income tax. 2. Current expenses (already incurred
3. Value-added tax. or future)
4. Excise tax.
5. Environmental tax. II. Direct and targeted budget subsidies.
6. Royalty. III. Preferential lending:
7.  Customs duties
II. Local taxes and fees: 1. Provision of loans.
1. Property tax. 2. Partial compensation of interest rates for
2. Single tax. loans provided for the implementation of
3. Parking fee. entrepreneurship projects
4. Tourist tax
III. Military fee. IV. Preferential subsidising.
IV. Single contribution for mandatory state social | V. Financial support for the implementation of energy-
insurance. saving and environmentally friendly technologies.
V. Financial sanctions for violations of tax legis- | VI. Other types of state support
lation (penalties, fines).
VI. Other taxes, fees, and payments
Total payments to the budget Total budget appropriations

Source: compiled by the authors.
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Considering the procedure for calculating basic taxes (Table 5). The
summary of relations with the budget (state and local) is defined as the differ-
rence between payments to the budget and appropriations from the budget
and 1s shown at the end of Chapter III "Relations with the budget".

Tax payment terms determined in accordance with the Tax Code
of Ukraine. For example, in 2023, a group 3 company pays a single tax
in May (22.05), August (21.08), November (20.11) and February (19.02). The
deficit or surplus of funds received is balanced by mutual relations with banks.

The fourth section "Relationships with the credit system" provides the
data of obtaining loans in the established order (long- and short-term), as well
as repayment of loans. The amount of repayment of long-term and short-term
loans is established taking into account the arrears on loans at the beginning
of the planned period, their repayment terms, as well as the future receipt of
new loans and the establishment of repayment terms for them.

Table 5
Procedure for calculating tax liabilities when paying basic taxes
Tax Calculation formula Designation Data source
personal income tax PO = .. - Cryoo @;, — planned salary f;und
(IIADO) 100 Crioo — tax rate (18%)
i buti Labour plan
Single contribution for Cecs Cecp— tax rate for mandatory state
mandatory state social €CB=9, -—= social insurance (22%)
insurance (€CB) 100 ’
IT — profit before taxation
g I =I-C !
Tax on profit (17,) " " C, — income tax rate (18%) Profit plan
Production
s program, cost
Value Added Tax _ _ 113 — Tax liability . .
(VAT) (I11B) 1B =113 - TIK TIK — tax credit estimate;
mvestment
plan
Unified Tax 5 JT — income included in the tax Production
Group 3 is not a value- €en=J1 — base: 5 tax rate Fooram
added tax payer (€11) 100 i prog

Source: compiled by the author.

The difference between loan payments and the amount of loans
received determines the sum of financial relations with banks and is reflected
in the fourth section — "Relationships with the credit system".

Financial statements of enterprises are compiled for the year with
a breakdown by quarters (months). All parts of the balance sheet, as well as
the main indicators given in the summary, are organically interconnected.

The content and structure of the enterprise’s balance of income and
expenses can be illustrated by the example of "Vertical" LLC (Table 6). The
company is a single taxpayer of group 3 (not a VAT payer) and specialises
in production of electrical equipment.
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As evidenced by the data of the FP (see Table 6), in general, for all
months of the planning period, revenues exceed expenses and deductions,
that is, the financial plan is balanced in terms of expenses and revenues. In some
months, there was observed a shortage of financial resources, which was
covered by short- and long-term loans. In particular, in January, the company
will have a deficit of financial resources in the amount of UAH 20.576. To
cover it, the company will need to take a short-term loan in the amount of
UAH 30.000. This measure taken will make it possible to fully finance
expenses and ensure a certain reserve of money (9424 UAH).

With the help of credit planning, there is carried out a mutual connec-
tion of income and expenses and there is ensured a coverage of the deficit of
financial resources (7able 7). The need for a bank loan for production purpo-
ses and its repayment are determined by comparing the income part of the
plan with the expenditure part for each month (quarter). The amount of the
excess of expenses over the receipts of funds for a particular period deter-
mines the size of the loan required for the corresponding month (quarter),
and the excess of income over expenses — the amount of loan repayment.

Table 7
Calculation of credit needs (UAH)
Indexes Mounth
7 8 9 10 11 12
Balance of funds at the beginning of the year (quarter) | 146974 | 168178 | 27223 | 66333 | 60474 | 54415
Receipt of funds 316924 | 319307 | 383415 | 322281 | 346610 | 311942
Expenses 295720 | 580261 | 290305 | 280140 | 310669 | 267256
Exceeding income over expenses 168178
Exceeding expenses over income 92777 | 120333 | 108474 | 96415 | 99101
Credit needed 120000
Loan repayment 54000 | 48000 | 42000 | 36000
Balance of funds at the end of the year 27223 | 66333 | 60474 | 54415 | 63101

Source: compiled by the author.

In the given example, spending of funds in August exceeded their receipts
by UAH 92.777. In addition, at the end of the month, a minimum balance of funds
required is provided within the amount that must be in the current account and in
the cash register of the enterprise. For the enterprise, this amount is estimated at
UAH 27.2 thousand. In general, in this way, it is determined that in July there will
be a need for a short-term loan in the amount of UAH 120.000.

To determine the costs of repaying and servicing loans, draw up an
appropriate schedule (plan) (7able §8).

Table 8
Loan repayment schedule (UAH)*
Loan amount Repayment Payment Repayment amount The balance
Mounth | at the beginning of the principal of i}rll terest and interest of the loan at the
of the month amount of the loan payment** end of the term
1 120000 30000 24000 54000 90000
2 90000 30000 18000 48000 60000
3 60000 30000 12000 42000 30000
4 30000 30000 6000 36000 0

*Lending terms: loan amount — UAH 120.000, loan term — 4 months, interest rate — 20%.
**In addition to loan repayment and interest payments, the amount of expenses also includes other payments,

in particular, cash service fees, loan insurance, etc.

Source: compiled by the authors.
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At the same time, the FP of an industrial enterprise must contain the
necessary financial reserves. The purpose of the financial reserve is to ensure
the financial stability of enterprises during the period of temporary deteriora-
tion of production and financial indicators. Their availability makes it possible
to cover unplanned expenses arising in the process of production and sale of
products, or to compensate for a reduction in income for any reason.

Conclusions. There is developed the content of the main articles of
the financial plan of an industrial enterprise, for example, the financial plan
of a specific industrial enterprise, the procedure for balancing income and
expenses, determining the amount of loans as a tool for eliminating the shor-
tage of cash is shown. There is a form of FP with distribution of totals by month
which can be recommended for medium and large enterprises. The develop-
ment of certain issues of the financial planning methodology will partially
contribute to the successful solution of tasks in the field of planning impro-
vement and management decision-making. Further improvement of financial
planning requires the development of a tax calendar, which will make it pos-
sible to transfer payments to the budget and extrabudgetary funds in a timely
manner. One of the main areas of improvement of financial planning should
be the consideration of financial risks.
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FOR THE IMPLEMENTATION
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Introduction. Remote forms of control are
becoming widespread and popular. In order to
effectively introduce e-audit tools into the real
sector of the economy, special attention is requ-
ired for its comprehensive research, analysis
and understanding.

Problem. The article presents the author's ge-
neralization of the development and implementa-
tion of e-audit in foreign countries and provides
possible ways of its implementation in domestic
practice. The transition of the world's leading
countries to the implementation of electronic audit
in their practice indicates that control and very-
fication work has reached a qualitatively new level.

The aim of the article is to outline the ways
of e-audit development in domestic practice,
based on advanced international experience.

The authors contribute equally.

DOI: 10.31617/1.2023(148)09

BE3BEPXUM Kocrsintun,

K. €. H., JIOIICHT, JOIICHT Kadeapu
(hiHAHCOBOTO aHAJI3y Ta ayUTy
Jlep’xaBHOTO TOPrOBEIbHO-EKOHOMIYHOTO
YHIBEPCHUTETY

By Kioto, 19, M. Kuis, 02156, Ykpaina

ORCID: 0000-0001-8785—-1147
k.bezverkhyi@knute.edu.ua

NOJAAYBHA Haranis,

K. e. H., CAP, ACCA DiplFR, aynurop
JlenapTamMeHTy BHYTPILIHBOIO ayAuUTy,

Amnapat Ynpasninas [IAT "Ykpradra"
HecropiBcpkuii mpoByIok, 3-5, M. Kuis, 04053, Yxpaina

ORCID: 0000-0001-7591-5377
poddubna.nataliia@gmail.com

[IEPEIYMOBM
BIIPOBAIXEHHSI E-AYIUTY
B YKPAIHI

Bemyn.  JJucmanyitini  oopmu  KoHmpoo
Habysawomev NOWUpeHHs ma nonyaapHocmi. /[ns
eheKmusHo20 8NPOBAOIICEHHS THCIMPYMEHMIB eleK-
MPOHHO20 AYOUMY 8 pPeanbHUll CeKmop eKOHO-
MiKU 0co0UB0I y8acu nompedyIoms tio20 KoMn-
JIeKCHe 00CNI0NCEeH S, AHAI3 Ma PO3YMIHHSL

Ilpobnema. I[Ipeocmasneno agmopcoie y3a-
2AbHEHHS PO3GUMKY | 6NPOBAONCEHHSL e-AYOUMY
6 3apYOIJCHUX KPAIHAX MA HABEOEHO MONCIUG]
WNAXY 1020 IMnIeMenmayii y 6IM4YusHAHY npax-
muxy. Ilepexio npogionux Kpaiu ceimy Ha enpo-
8A0CEHHS eeKMPOHHO20 AYOUMY 8 C80H0 NPaK-
MUKy C8I0YUMb Npo BUXI0 KOHMPOIbHO-NEpe-
8IPOUHOI poOOMU HA AKICHO HOBULL PiBEHb.

Memotro cmammi € 8USHAYEHHA WIIAXIE PO3-
BUMKY e-ayoumy y imuusHAHILU npakmuyi, wo oa-
3YEMBCA HA NEPEO0BOMY MIHCHAPOOHOMY OOCBIOL.
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Methods. General scientific and special
methods of observation were used, such as sy-
stem, abstract and logical analyses. The pro-
spects and advantages of implementing the
e-audit concept in modern business conditions
are outlined using generalizing and prognostic
methods.

Results. The essence of the electronic
standardized format of providing information to
tax authorities as a basis for e-audit has been
considered. An author's approach to optimal
ways of implementing foreign experience of e-
audit functioning into domestic practice has
been formed. The practical significance of this
research is in the approximation of the domestic
approach to conducting inspections to best
international practices, thereby adding trans-
parency to them.

Conclusions. The effective launch and skill-
ful use of e-audit tools will allow to build very-
fication work at a qualitatively new level, pro-
viding a risk-oriented approach to control pro-
cedures, to improve the accuracy of the perfor-
med checks, to reduce the time for checks, and in
general, it will allow increasing the confidence
of investors in the transparency of doing
business in the country.

Keywords: audit, e-audit, control, trans-
formation of activities, digital technologies.

JEL Classification: E62, H20, H32, H71.

Memoou. BuxopucmaHo 3a2anbHOHAYKOSI ma
cneyianbHi Memoou CNOCMEPENCEHHA. CUCEM-
HO20 aHanizy, abcmpakmuo-n02iunui. 3a y3a-
2AIbHIOBANLHUMU MA NPOSHOCIUYHUMU Memo-
O0aMU OKpecieHo NepCneKmusU ma nepesazit 61po-
6a0JICEHHs. KOHYenyii e-ayoumy 6 Cy4acHux ymo-
8ax gedeHHsl OizHec).

Pesynomamu  oocnioncenna. Posenanymo
CYMHIiCMb eleKMPOHHO20 CMAHOAPMU308AHO20
Gopmamy nadanns ingpopmayii 00 nodamrosux
opeaHtie AK 0asuUcy npu npogedeHHi e-ayoumy.
Cehopmosano aemopcokuil nioxio 00 ONMuUMaio-
HUX WIIAXIE IMnieMeHmayii 3apyoiscHo2o 00-
C8I0Y (DYHKYIOHYBAHHS e-ayoumy y GIMmyu3HIHY
npakmuxy. Ilpaxmuuna suauywicms ybo2o 0oci-
OJICEHHsL NONIACAE 8 HAOMUINCEHHI GIMYUSHAHO2O
nioxo0y npogedenHs nepesipok 00 NepedoBozo
C8IM06020 00C8I0y, MUM CAMUM 000aOHU im
npo3opocmi.

Bucnoexu. Edhexmusnuii 3anyck ma eémine
BUKOPUCMAHHSA  THCIPYMEHMI8  eleKMPOHHO20
ayoumy dacme 3mM02y noOyO0yeamu nepesipouny
pobomy Ha AKICHO HOBOMY pi6Hi, 3abe3neyusuiy
PUBUK-OPIEHMOBAHUL NIOXI0 00 KOHMPOJILHUX
npoyeoyp;, NiOsUWUMU MOYHICIb NPOBEOCHUX
nepesipox; CKOpomumu 4ac ix nposedenHst ma
3a2anom nioguugumu 008ipy iHecmopie 00 npo-
30pocmi edeHHsl bisHecy 6 KpaiHi.

Knwuoei cnoea: aymut, e-ayquT, TpaHC-
(hopMariist TisSUTBHOCTI, TUIKUATATI-TEXHOJIOT 1.

Introduction. The successful implementation of e-audit as a form
of control requires research, study and analysis of the international experience
of electronic audit, which has shown significant effectiveness.

Nowadays, e-audit is widely used in the European Union countries,
the USA and Australia during inspecting the compliance of business entities
(especially large taxpayers) with tax legislation [1].

In general, in the world practice of auditing, the issue of the use of

information technologies is given considerable attention, in particular, by
professional organizations. This is evidenced, for example, by the constant
renewal (with an interval of 1-2 years) of virtually all International Auditing
Standards issued by the International Federation of Accountants, in which
the most significant changes are the standard and provisions on International
Auditing Practices relating to audit computerization.

Analysis of recent research and publications. Control activity is a
perspective and necessary subject to transformations, which is the characte-
ristic feature of the economic systems of many developed countries. Substan-
tial transformations of the structure of the audit activity are due to the libera-
lization of financial and tax legislation, transformation to global economy,
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the invention of new control instruments and the gradual universalization of
control activities in general. The issue of determining and practical imple-
mentation of the concept of "e-audit" was considered by researchers at differ-
rent times from the following perspectives: as the automation of the activities
of the audit activity subjects (B. Mashayekhi, F.Jalali, Z. Rezaee [2],
D. G. Mihret, M. Kansal, M. B. Muttakin, T. Rana [3]); in the format of
digital methods of control work (R. Manita, N. Elommal, P. Baudier,
L. Hikkerova [4], M. Usman, E. Ezeani, R. I. A. Salem, X. Song [5]); as a part
taxes’ control tools [1; 6-8]; as an integral part of financial reporting [9—12];
as a future of all audit activity [13-16].

The aim of the study is to outline the ways of development of e-audit
in domestic practice, based on advanced international experience.

Methods. The following methods such as theoretical generalization
and grouping (to determine the ways of development "e-audit" concept in
foreign countries), formalization, analysis and synthesis (to substantiate metho-
dological approaches to the implementation of e-audit, both abroad and local
in Ukraine); logical generalization of results (formulation of conclusions and
proposals) were used in the research process.

Results. An electronic audit is a computer audit in which electronic
data and records are used to conduct and complete an audit of a company.
It is noteworthy that the electronic audit uses the same procedures as the
traditional audit. The difference is that there is a wide use of electronic means
for auditing in a remote format. In practice, you can often hear that an
electronic audit is called a remote audit.

It should be noted that this is a relatively new format for auditing
procedures. And therefore, as you know, there is a certain resistance in
society to everything new and incomprehensible. In practice, a two-fold rela-
tionship to the initiation and conduct of an e-audit is felt. There are companies
that do not accept or are skeptical of remote audits. But this public concern
regarding audit methods is not confirmed by the requirements of the modern
world, which is converting all spheres of life into a digital format. The fact
that the audit is conducted remotely does not mean that the teams do not
communicate with each other and with the customer, and this should not be
considered as a decrease in the quality and reliability of the audit results.
Moreover, thanks to online technologies, there is constant communication of
all involved parties in operational mode, there are more opportunities for
testing and coverage of most operations.

E-audit, carried out in a digital environment, also involves a syste-
matic, independent process of obtaining documented evidence using elec-
tronic means of communication in order to express a professional opinion on
the compliance of activities and reporting with established criteria. Electronic
auditing is gaining popularity precisely because many technologies that we
use in our daily lives are carried out via the Internet. And therefore, the more
authentically and widely we get acquainted with the latest technologies and
their advantages — the less concern arises about its interactive use.
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The use of e-auditing depends on the technologies used and on the
ability of auditors to organize and moderate virtual meetings while coordi-
nating with a remote location to search for (detect) inappropriate evidence. It
is clear that such coordination of these activities is not an easy task for
persons who do not have the relevant skills and knowledge in the field of IT
technologies. Therefore, the main priority for external and internal auditors
should be the study of technologies used in electronic audit methods.
Countries and companies that invest resources in the development of e-audit
allow remote offices to learn from each other. This allows for a better under-
standing of remote processes and thus allows them to use and standardize
common processes in remote locations in their work.

Until 2005, there were several international standards and regulations
from international practice, which regulated the methodology of conducting
audits in the environment of computer information systems, as well as requi-
rements for auditors' special knowledge in the field of information systems,
and starting from 2005 onwards in the new editions of the ISA there were
changes regarding the use of information technologies. Audit standards in the
context of the application of information computer systems have been
removed, and instead the de facto audit is considered computer-based. That
is why comments and guidance on these issues are now contained in almost
every audit standard.

The Ottawa framework conditions for the taxation of electronic com-
merce dated 1998 became the basis for the implementation of electronic
audits in the activities of fiscal authorities of various countries. And nowa-
days it is an integral part of conducting audits of compliance with tax
legislation by business entities [7].

The first step towards the transformation of the Ottawa framework
conditions on the taxation of electronic commerce into practical management
was the development by the Committee on Fiscal Issues of the Organization
for Economic Cooperation and Development in Europe in 2005 of the con-
cept of e-audit by implementing the standard of electronic reporting — Stan-
dard Audit File for Tax (SAF-T is a standardized format for taxpayers to
provide accounting and financial information in electronic form to tax
authorities, which contains reliable data exported from the original account-
ting system about the availability and state of assets, equity and liabilities, as
well as changes in the financial and economic status of the taxpayer for a
certain period). However, based on the request of OECD member countries,
an updated version (2.0) of SAF-T was approved in April 2010 (the structure
was expanded, and the original specification was improved) [7].

SAF-T 1.0 contained 4 sections: "Header", "Main files", "Journal of
accounting entries" and "Primary documents"; in version 2.0, 8 subsections
were added to the Main Files section: Taxonomy, Table of Measurement
Units, Analysis Table, Operations Guide, Products, Inventory, Owners, and
Assets, the "Primary documents" section was also expanded with information
on the movement of goods and transactions with assets [7].
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Due to SAF-T, tax authorities are given unhindered access to relevant
data to ensure the efficiency of tax audits and reduce the number of any addi-
tional requests. File requirements are expressed using XML, but the OECD
does not impose any specific file format [17].

The tax audit file is currently the most widespread basis for conducting
an e-audit. This international standard for the electronic transfer of accoun-
ting data from enterprises to national tax authorities has been implemented
in many countries, in particular — in Singapore (the first country that uses the
tax audit file for e-audit purposes), Portugal (the first European country that
implements SAF-T in practice of fiscal authorities), Germany (the first
country whose government decided to develop its own audit file format),
Austria, Luxembourg, Norway, Lithuania, Poland, the Netherlands, Sweden,
France, the Czech Republic and other countries, which allows the fiscal
authorities of these countries to obtain the data necessary for effective tax
audits, perform analytical procedures in full and volume, and minimize
additional document requests [1].

The main advantage of a standard tax audit file is the possibility of
using the data it contains for e-auditing with the help of specialized software.
Well-known GAS tools in the field of e-audit are software products deve-
loped by Audit Command Language (ACL) and Interactive Data Extraction
and Analysis (IDEA), namely: ACL AuditExchange2 and IDEA Version§,
as well as SESAM (ESKORT Computer Audit).

Today, ACL is used in more than 150 countries (France, Croatia, Fin-
land, Bulgaria, Austria, Netherlands, Belgium, Great Britain, Poland). This
software is also used by the "Big Four": PricewaterhouseCoopers, Ernst &
Young, KPMG, Deloitte & Touche (Deloitte Touche Tomatsu International).
The IDEA software product has been leading the international market for two
decades. According to Case Ware IDEA data, the IDEA system is used by
organizations in more than 90 countries performing financial analysis and
audit tasks.

It should be noted that ACL and IDEA support the loading of any
structured information from SAF-T, because this format is developed on the
basis of the XML programming language, and to load it into SESAM it is
necessary to use specially developed (purchased) converters.

It should be noted that simple borrowing of a standard tax audit file is
impossible due to the specifics of each individual state. Therefore, it is
necessary to take into account the peculiarities of the tax system and the
country's administration practices, which actualizes the need to analyze the
world practice of using tax audit files in order to choose the most optimal
way of its implementation.

A comparison of the SAF-T electronic format of different countries of
the world is demonstrated in the Table 1.
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Table 1
Comparison of the implementation of SAF-T in different countries
of the world
Country Name Year of implementation Structure (sections) Software
. . 3 ("Enterprise
The fourth 2005 — initial version 9f Informatgon", "rl\r/)Iain Files",
. . IAF v. 1 (IRAS Audit File), WD "
Singapore version of Primary Documents ACL
2008, 2009 and 2014 — 2
the IAF amendments (contains "Journal of
Accounting Records"))
2008 — on a voluntary basis
only for large taxpayers, 4 ("Header", "Main files",
2010 — as a mandatory "Journal of accounting
Portugal SAF-T (PT) . o "o IDEA
measure for all economic entries" and "Primary
entities that keep records documents")
in the electronic system
6 ("Header", "Main files",
"Journal of accounting
Austria SAF-T (AT) April 2009 ,,Inventf)?;saiancesny ACL
"Primary Documents"
and "Asset Information")
2011 — pilot project E-
Bilanz, 2013 — mandatory E-Bilanz for Germany —
Germany E-Bilanz for all taxpayers who Versions Taxonomy and IDEA
prepare financial statements E-Bilanz Sheet
in electronic form
2008 — adoption of the 4, based on OECD SAF-T
FAIA (FAIA | regulatory act on cooperation version 2.0 (FAIA 2.01
2.01 full, between tax authorities, full); v. A —less Program
Luxembourg | FAIA 2.01 v. November 2009 — first subdivisions, v. based on
A and FAIA edition (November 2010 — B — only 3 sections SAP ERP
2.01v.B) implementation), 2013 — (no "Primary Documents"),
published FAIA v. 2.01 fewer subsections
SAF-T 2014 — SAF-T Financial 3 '('"Header", "Main ﬁles", ACL,
Norway . . 1.0, June 2017 — SAF-T Journal of accounting
Financial 1.2 . . - SESAM
Financial 1.2 entries")
January 1, 2014 — a unified
France SAF-T FEC file format and structure 4 different XML schemas ACL
was put into effect
Standard 4 types: balance; additional
Sweden Import 2014 balance; profit; operations ACL,
Export (SIE) Eransac;ions ’ SESAM
XML
. . SESAM
Lithuania SAF-T 2015 nggiléisfétg;fe%f; ac
) ESKORT)
7 parts (JPK VAT ("Title",
"Entities", "Sales", "Tax
2016 — only large taxpayers liabilities", "Purchases",
had to submit JPK to the "Tax credit") — mandatory;
fiscal authorities; Janua JPK KR, JPK WB, JPK
Poland JPK 2017 — the obligation wla?; MAG, JPK FA, JPK ACL
imposed on small and PKPIR and JPK EWP —
medium-sized enterprises submitted within 3 days
at the request of the
supervisory authority)

Source: arranged by the authors based on [1; 7].
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Despite the SAF-T in different countries has a similar format based on
the OECD SAF-T SCHEMA VERSION 2.0, local legislation defines the
mandatory fields to be filled in the report differently. Therefore, it is impor-
tant to consider these specific rules and standards in each individual country.

World experience shows that the introduction of audited tax files was
gradual and needed further correction, but none of the countries that started
this process refused to implement it. Each tax office faces various challenges,
such as the legislative environment, administrative practices and the tax
culture of taxpayers. Therefore, the standard approach is neither practical nor
desirable. It is necessary to carefully consider the country's experience and
assess in detail the factors that have shaped each approach.

During studying the international experience of implementing e-audit,
it is also necessary to pay attention to the fact that today one of the main
international processes which taking place is the harmonization of national
accounting and financial reporting systems of different countries, which is
implemented through the creation of International Financial Reporting
Standards (IFRS). The goal of developing and implementing IFRS was achie-
ved by transitioning to the preparation of financial statements in a single elec-
tronic format — eXtensible Business Reporting Language (XBRL is a data
markup language that allows financial or other information to be transmitted
in a structured form). XBRL is used to display and provide reporting com-
piled using the IFRS taxonomy. IFRS taxonomy technical files can be
downloaded and viewed using XBRL-enabled software and tools. The format
is based on the XML language, extended through specifications that allow
you to focus on the economic essence of the transmitted information. These
specifications were developed by the international non-commercial
consortium XBRL International [9; 12].

The first international taxonomy XBRL US GAAP was developed in
2000 (released on 2001) for commercial organizations and recommended by
the American regulatory body for financial reporting. The XBRL taxonomy
for IFRS (IFRS) was created in 2006 [9].

Currently, the United States and the European Union are the largest
users of XBRL, but XBRL has become quite widespread not only in the
European Union countries and the G20, but also beyond them. To date, more
than 50 foreign organizations have implemented XBRL reporting in their
activities, both for intra-departmental exchange and in terms of providing
financial reporting to regulatory bodies, namely: national banks and regula-
tory bodies (Austria, Belgium, Germany, Spain, France, India, Japan, Lithuania,
Poland, South Korea, Luxembourg); fiscal authorities (Germany, Japan, the
Netherlands, Great Britain); Ministries of Finance and Treasury (Belgium,
China, Spain, Singapore); stock exchanges (Belgium, China, Germany, Spain,
India, Iran, Japan, South Korea, Poland) [12].

Various conditions for submitting financial statements in XBRL
format and examples of countries in which these conditions apply are pre-
sented in the Table 2.
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Table 2
Basic conditions for submitting financial statements in XBRL format
Terms of submission Countries
Voluntary application Sweden, Switzerland

Canada, France, Germany, Italy, Japan, USA,

Mandatory application Israel, Poland, Spain

Mandatory application under the condition of reporting
according to IFRS

Mandatory application under the condition of reporting
according to IFRS and providing an independent audit | China, India, Denmark, Netherlands
opinion

Australia, Great Britain, Belgium

Source: arranged by the authors based on [9].

In practice, the concepts of e-audit and digital audit are often equated.
This is primarily due to insufficient awareness and a certain lack of accep-
tance by our society of advanced methods of conducting inspections. Should
be note that the main difference between these types of audit is the legislative
regulation; subject, initiator and executor of the inspection. E-audit is an
integral part of the documentary check of large taxpayers, regarding the
completeness of the calculation and payment of tax obligations, while the
digital audit 1s an independent check of accounting data and financial repor-
ting indicators of a business entity, which is carried out by audit firm using
advanced information systems and technologies.

It is interesting to recall European experience in the further impro-
vement of e-audit. Such, the Single European Electronic Format (ESEF is an
electronic reporting format based on ESMA's regulatory requirements for
issuers on EU regulated markets to submit financial statements in the Inline
XBRL format (abbreviated as iXBRL) is a significant step forward for the
availability and comparability of issuers' financial information on regulated
EU markets. Therefore, each EU Member State have to develop the ESEF
implementation and maximize the benefits that digitization can offer [18].

The stages of ESEF implementation and their characteristics are dis-
closed in Table 3.

Table 3
Implementation phased of ESEF
Date Obligation
January | Voluntary filing of the ESEF can begin. The national depository mechanism has been updated
2021 to accept annual financial reports in the ESEF

The first stage of mandatory requirements for reporting in electronic format applies to issuers included
in the scope of activities that prepare consolidated financial statements in accordance with IFRS.

2022 Annual financial reports for all issuers, which must be published and submitted in an electronic format
defined by technical standards. Mandatory marking of basic financial information
2023 The second stage — issuers included in the scope of activity, as indicated above, must mark the

notes to the annual financial statements

Source: arranged by the authors based on [10].

Based on the analysis of regulatory and legal support of e-audit in
Ukraine, we established the stages of its development which is demonstrated
in the Table 4.
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Table 4
Development of E-audit in Ukraine
The stage name Characteristic
Preparatory Development of requirements for electronic documents, conducting electronic checks

Adoption of the concept of e-audit in Ukraine, which defines the basics and methodology
of electronic tax audit. Development and review of the draft Law of Ukraine "On
Amendments to the Tax Code of Ukraine regarding the introduction of electronic audits
(e-audit)" No. 6255 dated November 2, 2021

Establishment of mandatory submission:

a) by large taxpayers at the request of the supervisory body during the inspection of the
standard audit file (SAF-T UA) and its analysis with the help of specialized software
using modern audit methods is expected from January 1, 2023;

b) by large taxpayers the standard audit file (SAF-T UA) is expected from January 1,
2025 (subject to the adoption of relevant changes to the tax legislation);

¢) VAT payers of the standard audit file (SAF-T UA) may be introduced no earlier than
January 1, 2027 (subject to the adoption of relevant changes to the tax legislation)

Organizational

Practical

Source: arranged by the authors.

At the preparatory stage of the development of e-audit in Ukraine,
a number of legislative acts were adopted, namely:

e Tax Code of Ukraine dated 02.12.2010, No. 2755-VI;

« Law of Ukraine "On Accounting and Financial Reporting in Ukraine"
dated July 16, 1999, No. 996-X1V;

« Law of Ukraine "On Electronic Documents and Electronic Document
Management" dated May 22, 2003, No. 851-1V;

e Law of Ukraine "On Electronic Digital Signature" dated May 23,
2003, No. 852-1V;

« Law of Ukraine "On Electronic Trust Services" dated October 5, 2017,
No. 2155-VIII;

e Order of the Ministry of Finance of Ukraine "On approval of the
Regulation on documentary support of records in accounting" dated
05/24/1995, No. 88;

e Order of the Ministry of Finance of Ukraine "On approval of the
Procedure for providing documents of a large taxpayer in electronic form"
dated November 7, 2011, No. 1393;

e Order of the Ministry of Finance of Ukraine "On Approval of the
Procedure for Exchange of Electronic Documents with Controlling Bodies"
dated June 6, 2017, No. 557;

« Decree of the Cabinet of Ministers of Ukraine "On the approval of the
Strategy for reforming the state finance management system for 2017-2020"
dated February 8, 2017, No. 142;

o Letter of the State Fiscal Service of Ukraine dated January 4, 2017,
No. 30/6/99-99-15-02-02-15, which in turn became the basis for the forma-
tion of the organizational stage.

The organizational stage of e-audit development is characterized by the
adoption of the Concept of e-audit in Ukraine, as well as further directions of its
development. At this stage, consideration and adoption of the draft Law of
Ukraine "On Amendments to the Tax Code of Ukraine Regarding the Imple-
mentation of Electronic Audits (e-Audit)" dated November 2, 2021, No. 6255 is
proposed, which will affect the needs (requests) of interested parties (7able 5).
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Table 5

Impact of the draft Law of Ukraine "On Amendments to the Tax Code
of Ukraine on the Implementation of Electronic Audits (e-Audit)"
on the Stakeholders Needs
Impact of the act

Stakeholders implementation Explanation of expected impact
on the Stakeholders

Creation of opportunities for taxpayers to self-verify submitted tax
returns;

T .
axpayers reduction of personal contacts between the taxpayer and the
controlling body, reduction of the influence of the "human factor"
. Positive Improvement of risk-oriented approaches at the pre-verification
Controlling ) .
. and verification stages;
bodies (State . . . .
Tax Service improving the quality and effectiveness of tax control due to
of Ukraine) automatic analysis and testing of tax and financial reporting

indicators, identifying discrepancies and risks

Source: arranged by the authors.

The practical stage is characterized by the planned introduction of e-
audit for the electronic verification of certain groups of taxpayers. It will
enable the state in the form of the State Tax Service of Ukraine to strengthen
the control and verification work of such taxpayers, and as a result will form
an effective tool that will make it possible to detect violations in the field of
taxation. Along with this, the above-mentioned measures will provide addi-
tional revenues to the state budget of the country, which is a positive pheno-
menon that has been used in European countries for a long time and it is not
appropriate to neglect it. The introduction of e-audit as a modern form of tax
control of legal entities will:

« contribute to more effective performance of the functions assigned
to tax authorities;

« resolution of conflict situations in the relationship between taxpayers
and tax authorities;

« reduce business pressure;

« strengthen the protection of the rights and interests of taxpayers;

e increase the attractiveness of conducting business and improving the
investment environment in Ukraine.

It is clear that legislative initiatives and innovations are an undoubted
step towards the future of our Country. However, we must also understand
that it is still too early to talk about the complete transfer of the audit to an
electronic format, and perhaps it is not even advisable. We suggest that
Companies should focus on the specifics of the business and consider the
format of the audit case by case. The hybrid audit format, could include a
combination of multivariate models, such as: onsite audits, e-audits, reviews
of document information and procedures testing.

An approach where a hybrid audit format is used is relevant for orga-
nizations to fully examine internal and external issues in order to meet stake-
holder requirements.
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Hence, e-auditing is a progressive, effective and efficient way of thin-
king based on a real-time risk-based approach that allows for better under-
standing requirements among all stakeholders.

Conclusions. Therefore, we have much more qualitative and effective
audit thanks to the use of IT technologies. That’s why, the relevance and
importance of e-audit implementation cannot be overestimated.

It should also be mentioned that in 2014, after signing the Association
Agreement with the European Union, Ukraine undertook to reform national
legislation according to European standards. This also applies to the legisla-
tive regulation of audit activities in the country.

Therefore, it can be confidently stated that the introduction of e-audit
in Ukraine is a mandatory future step that is expedient and rational.

The development of e-auditing of taxpayers is an important direction
in the modern activity of tax authorities. For Ukraine, several ways of deve-
loping electronic audit are possible.

One of them is the development of electronic reporting. For the succe-
ssful implementation of e-audit, modern electronic reporting is necessary,
which provides the possibility of automatic data exchange between the tax-
payer and the bodies of the State Tax Service of Ukraine. Ukraine should
continue to develop electronic reporting and ensure its interaction with the
electronic audit system of taxpayers at a qualitatively new level.

Another option is the development of legislation. It is necessary to
create a legal framework for the development of e-audit, which would ensure
the security and confidentiality of the exchange of information between the
taxpayer and the tax authorities, as well as guarantee the legality of the use
of electronic documents during its implementation.

It is necessary to ensure the training of qualified personnel who have
the necessary knowledge and skills to work with electronic systems and rele-
vant software, as well as understand the specifics of e-audit implementation.

In addition, Ukraine can create its own methods and standards for the
e-audit of taxpayers, which will meet the requirements of international insti-
tutions and the best practices of its implementation.

It is also necessary to create an information campaign for taxpayers
and employees of tax authorities so that they learn about the advantages of
e-audit and the possibility of its implementation in practice. Ukraine can
cooperate with international partners to gain experience in the use of e-audit
in other countries and introduce it into the Ukrainian practice of auditing
taxpayers.
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