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Marketing activities management system
The subject of the research is the theoretical principles of marketing management of agricultural 

enterprises in Ukraine. 

The purpose of the study is to determine the nature and role of marketing management in the 
enterprise, to determine the stages of the marketing management system to increase the efficiency 
and competitiveness of the enterprise.

Research methods. The system approach, dialectical method of scientific knowledge, analysis and 
synthesis, method of comparison and generalization of data are used in the work. 

Results of work. The article analyzes the modern approaches to defining the essence of 
management, which allowed to clarify the concept of «enterprise management system». The study of 
the elements of the system, which include the purpose and objectives, subsystems, functions, subject, 
object, principles and support. The purpose of the marketing management system is to bring the 
existing state of the system to the desired state. 

Field of application. Marketing. 

Conclusions. The content of functions and principles of the enterprise management system is revealed. 
The definition of «marketing management system» as a set of elements whose relationship is provided by 
the purposeful action of the subject on the object, which is organized to provide the subsystem of marketing 
management subsystem desired state, which differs from existing disclosure of the relationship of individual 
elements marketing systems, taking into account the purpose, as well as complexity. 

Key words: marketing, marketing activity, principles of marketing, management of marketing activity of 
the enterprise, approaches to management of marketing activity, purposes of marketing activity.
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Ñèñòåìà óïðàâë³ííÿ ìàðêåòèíãîâîþ 
ä³ÿëüí³ñòþ ï³äïðèºìñòâ

Ïðåäìåòîì äîñë³äæåííÿ º òåîðåòè÷í³ çàñàäè óïðàâë³ííÿ ìàðêåòèíãîâîþ ä³ÿëüí³ñòþ àãðàðíèõ 
ï³äïðèºìñòâ â Óêðà¿í³.

Ìåòîþ äîñë³äæåííÿ º âèçíà÷åííÿ ñóòíîñò³ òà ðîë³ óïðàâë³ííÿ ìàðêåòèíãîì íà ï³äïðèºìñòâ³, 
âèçíà÷åííÿ åòàï³â ñèñòåìè ìàðêåòèíãîâîãî ìåíåäæìåíòó äëÿ ï³äâèùåííÿ åôåêòèâíîñò³ òà êîíêó-
ðåíòîñïðîìîæíîñò³ ï³äïðèºìñòâà.

Ìåòîäè äîñë³äæåííÿ. Ó ðîáîò³ âèêîðèñòàí³ ñèñòåìíèé ï³äõ³ä, ä³àëåêòè÷íèé ìåòîä íàóêîâîãî 
ï³çíàííÿ, àíàë³ç òà ñèíòåç, ìåòîä ïîð³âíÿííÿ òà óçàãàëüíåííÿ äàíèõ.

Ðåçóëüòàòè ðîáîòè. Ó ñòàòò³ ïðîâåäåíî àíàë³ç ñó÷àñíèõ ï³äõîä³â äî âèçíà÷åííÿ ñóòíîñò³ óïðàâ-
ë³ííÿ, ùî äàëî çìîãó êîíêðåòí³øå äàòè óòî÷íåííÿ ïîíÿòòþ «ñèñòåìà óïðàâë³ííÿ ï³äïðèºìñòâîì». 
Ïðîâåäåíî äîñë³äæåííÿ åëåìåíò³â ñèñòåìè, äî ÿêèõ â³äíîñÿòü ìåòó òà çàâäàííÿ, ï³äñèñòåìè, ôóíê-
ö³¿, ñóá’ºêò, îá’ºêò, ïðèíöèïè òà çàáåçïå÷åííÿ. Ìåòà ñèñòåìè óïðàâë³ííÿ ìàðêåòèíãîâîþ ä³ÿëüí³ñòþ 
ïîëÿãàº â ïðèâåäåíí³ ³ñíóþ÷îãî ñòàíó ñèñòåìè â áàæàíèé ñòàí. 

Ãàëóçü çàñòîñóâàííÿ. Ìàðêåòèíã.

Âèñíîâêè. Ðîçêðèòî çì³ñò ôóíêö³é ³ ïðèíöèï³â ñèñòåìè óïðàâë³ííÿ ï³äïðèºìñòâîì. Óòî÷íå-
íî âèçíà÷åííÿ ïîíÿòòÿ «ñèñòåìà óïðàâë³ííÿ ìàðêåòèíãîâîþ ä³ÿëüí³ñòþ» ÿê ñóêóïí³ñòü åëåìåíò³â 
âçàºìîçâ’ÿçîê ÿêèõ çàáåçïå÷åíèé ö³ëåñïðÿìîâàíîþ ä³ºþ ñóá’ºêòà íà îá’ºêò, ÿêà îðãàí³çîâàíà ç 
ìåòîþ íàäàííÿ ï³äñèñòåì³ óïðàâë³ííÿ ìàðêåòèíãîâîþ ä³ÿëüí³ñòþ áàæàíîãî ñòàíó, ùî â³äð³çíÿºòü-
ñÿ â³ä ³ñíóþ÷èõ ðîçêðèòòÿì çì³ñòó âçàºìîçâ’ÿçêó îêðåìèõ åëåìåíò³â ñèñòåìè ìàðêåòèíãó, âðàõó-
âàííÿì ìåòè, à òàêîæ êîìïëåêñí³ñòþ.
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Formulation of the problem. One of the most 
effective tools to influence the results of the enter-
prise is the management of marketing activities. 
Given the changing business climate, characterized 
by increasing competition, imperfect system of gov-
ernment regulation, it is necessary to improve the 
company as a whole and, in particular, its market-
ing component, which will enable them to increase 
their competitive advantage in domestic and foreign 
markets. Exacerbation of the competitive environ-
ment necessitates the search for new approaches 
to ensuring high competitiveness of the enterprise. 

The reason for the lack of profitability of enterpris-
es is an inefficient marketing management system. 
A significant proportion of enterprises today need 
timely adaptation to changes in the environment in 
which they operate, in solving strategic tasks and 
in maintaining a competitive position in the market. 
This problem is increasingly faced by domestic en-

terprises, as most of them do not use or use at a 
relatively low level of the marketing component as 
one of the main elements of effective economic ac-
tivity. Thus, the study of improving the management 
of marketing activities of enterprises and the devel-
opment on this basis of the necessary guidelines is 
quite relevant in today’s market conditions. 

Analysis of recent research and publica-
tions. Research of problems of management of 
marketing activity of the enterprise has been re-
flected in works of such scientists: À.V. Voychak, 
Ì.V. Volkova, T.D. Girchenko, I.M. Komarnytsky, 
I.G. Klimova, I.V. Mosiychuk, A.V. Tkachenko, 
I.O. Shcheblikina and others. The question of as-
sessing the effectiveness of marketing activities 
is reflected in the works of a number of domes-
tic economists, among which should be noted the 
work of L.V. Balabanova, V.A. Shapovalova, N.V. Bu-
tenka, N.K. Moiseeva, A.F. Pavlenko, V.À. Parkhi-

Êëþ÷îâ³ ñëîâà: ìàðêåòèíã, ìàðêåòèíãîâà ä³ÿëüí³ñòü, ïðèíöèïè ìàðêåòèíãó, óïðàâë³ííÿ ìàðêå-
òèíãîâîþ ä³ÿëüí³ñòþ ï³äïðèºìñòâà, ï³äõîäè äî óïðàâë³ííÿ ìàðêåòèíãîâîþ ä³ÿëüí³ñòþ, ö³ë³ ìàðêå-
òèíãîâî¿ ä³ÿëüíîñò³.
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Ñèñòåìà óïðàâëåíèÿ ìàðêåòèíãîâîé 
äåÿòåëüíîñòüþ ïðåäïðèÿòèé

Ïðåäìåòîì èññëåäîâàíèÿ ÿâëÿþòñÿ òåîðåòè÷åñêèå îñíîâû óïðàâëåíèÿ ìàðêåòèíãîâîé äåÿ-
òåëüíîñòüþ àãðàðíûõ ïðåäïðèÿòèé â Óêðàèíå. 

Öåëüþ èññëåäîâàíèÿ ÿâëÿåòñÿ îïðåäåëåíèå ñóùíîñòè è ðîëè óïðàâëåíèÿ ìàðêåòèíãîì íà 
ïðåäïðèÿòèè, îïðåäåëåíèå ýòàïîâ ñèñòåìû ìàðêåòèíãîâîãî ìåíåäæìåíòà äëÿ ïîâûøåíèÿ ýô-
ôåêòèâíîñòè è êîíêóðåíòîñïîñîáíîñòè ïðåäïðèÿòèÿ. ñïîñîáû èññëåäîâàíèÿ. 

Ñïîñîáû èññëåäîâàíèÿ. Â ðàáîòå èñïîëüçîâàí ñèñòåìíûé ïîäõîä, äèàëåêòè÷åñêèé ìåòîä íà-
ó÷íîãî ïîçíàíèÿ, àíàëèç è ñèíòåç, ìåòîä ñðàâíåíèÿ è îáîáùåíèÿ äàííûõ. 

Ðåçóëüòàòû ðàáîòû. Â ñòàòüå ïðîâåäåí àíàëèç ñîâðåìåííûõ ïîäõîäîâ ê îïðåäåëåíèþ ñóùíîñòè 
óïðàâëåíèÿ, ÷òî ïîçâîëèëî êîíêðåòíåå äàòü óòî÷íåíèå ïîíÿòèþ «ñèñòåìà óïðàâëåíèÿ ïðåäïðèÿòèåì». 
Ïðîâåäåíû èññëåäîâàíèÿ ýëåìåíòîâ ñèñòåìû, ê êîòîðûì îòíîñÿòñÿ öåëü è çàäà÷è, ïîäñèñòåìû, 
ôóíêöèè, ñóáúåêò, îáúåêò, ïðèíöèïû è îáåñïå÷åíèå. Öåëü ñèñòåìû óïðàâëåíèÿ ìàðêåòèíãîâîé äåÿ-
òåëüíîñòüþ ñîñòîèò â ïðèâåäåíèè ñóùåñòâóþùåãî ñîñòîÿíèÿ ñèñòåìû â æåëàåìîå ñîñòîÿíèå. 

Îáëàñòü ïðèìåíåíèÿ. Ìàðêåòèíã. 

Âûâîäû. Ðàñêðûòî ñîäåðæàíèå ôóíêöèé è ïðèíöèïîâ ñèñòåìû óïðàâëåíèÿ ïðåäïðèÿòèåì. 
Óòî÷íåíî îïðåäåëåíèå ïîíÿòèÿ «ñèñòåìà óïðàâëåíèÿ ìàðêåòèíãîâîé äåÿòåëüíîñòüþ» êàê ñîâî-
êóïíîñòü ýëåìåíòîâ âçàèìîñâÿçü êîòîðûõ îáåñïå÷åíà öåëåíàïðàâëåííûì äåéñòâèåì ñóáúåêòà 
íà îáúåêò, îðãàíèçîâàííàÿ ñ öåëüþ ïðåäîñòàâëåíèÿ ïîäñèñòåìå óïðàâëåíèÿ ìàðêåòèíãîâîé äåÿ-
òåëüíîñòüþ æåëàåìîãî ñîñòîÿíèÿ, îòëè÷àþùåãîñÿ îò ñóùåñòâóþùèõ ðàñêðûòèåì ñîäåðæàíèÿ 
âçàèìîñâÿçè îòäåëüíûõ ýëåìåíòîâ ñèñòåìû ìàðêåòèíãà, ó÷åòîì öåëåé, à òàêæå êîìïëåêñíîñòüþ. 

Êëþ÷åâûå ñëîâà: ìàðêåòèíã, ìàðêåòèíãîâàÿ äåÿòåëüíîñòü, ïðèíöèïû ìàðêåòèíãà, óïðàâëåíèå 
ìàðêåòèíãîâîé äåÿòåëüíîñòüþ ïðåäïðèÿòèÿ, ïîäõîäû ê óïðàâëåíèþ ìàðêåòèíãîâîé äåÿòåëüíî-
ñòüþ, öåëè ìàðêåòèíãîâîé äåÿòåëüíîñòè.
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menko, T.E. Derevyanchenko, A. Reznichenko and 
others. However, according to research results, in 
the domestic scientific literature there is no com-
prehensive study of the management of marketing 
activities in a competitive environment. 

The purpose of the article is to determine the na-
ture and role of marketing management in the en-
terprise, to determine the stages of the marketing 
management system to increase the efficiency and 
competitiveness of the enterprise. 

Presentation of the main material of the study. The 
issue of ensuring the effectiveness of the manage-
ment system of marketing activities of the enterprise 
(firm, organization) can be confidently identified as the 
main task of economics in general. This situation is 
based on many factors, among which are: 

– enterprise (firm, organization) is one of the links 
of the economic system and the main market player 
in the state and it is from its efficiency, which is car-
ried out through an effective management system, 
achieves sustainability of the economy as a whole; 

– enterprises (firms, organizations) operate in 
conditions of fierce competition in a market that is 
oversaturated with enterprises of various forms of 
ownership, and therefore each of them is interest-
ed in creating a competitive and efficient manage-
ment system; 

– Almost all employees are members of a man-
agement system, depending on their own employ-
ment or participation in business. This determines 
the interest of almost market participants in the 

quality and efficiency of the management system of 
marketing activities of the enterprise. 

The study of theoretical and practical aspects of 
management is devoted to the work of many sci-
entists: some scientists study the theoretical and 
organizational principles of management, others 
– practical aspects, some scientists study foreign 
experience and try to adapt it to national condi-
tions. taking into account the characteristics of a 
particular enterprise. However, in our opinion, the 
study of the theoretical basis of the outlined issue 
needs the most attention, because the theoreti-
cal research is the basis of effective practical deci-
sions and results. Therefore, we focus on existing 
definitions of management (Table 1). 

As can be seen from table. 1, approaches to the 
definition of «management» are sufficiently differ-
ent from each other, but more generally such ap-
proaches can be outlined as follows: 

– management as a process of distribution and 
movement of all resources; 

– management as a purposeful action; 
– management as an element, function of orga-

nizational systems; 
– management as a process of planning, organi-

zation, motivation and control; 
– control as a process of transferring the man-

aged system to a predetermined state.
The approach of treating management as a 

process of resource allocation and movement is 
somewhat legitimate, but it is more appropriate 

Author, source Definition

Bolshakov A.S.
Management is the process of allocating and moving resources within an organization 
with a predetermined goal, a pre–designed plan, and continuous monitoring of 
performance.

Borisov A.B.
Management is a deliberate purposeful action by the state, economic actors on people 
and economic objects, carried out in order to direct their actions in the right direction 
and get the desired results.

Mocherny S.V. Management is the process of planning, organizing, motivating, and controlling the 
formulation and achievement of an organization’s goals.

Vechkanov G.S. 

Management – an element, a function of organizational systems, which ensures 
the preservation of the structure, support for the mode of operation, program 
implementation, objectives. Management consists of two components: the ability to 
organize, including the ability to delegate authority, and intuition.

Economic 
encyclopedic 
vocabulary

Management – conscious, purposeful action of entities on individuals, labor collectives 
and wider communities, as well as on economic objects in order to achieve these goals 
and ensure the stability and dynamism of the managed object. Management can also be 
considered as a set of processes of planning, organization of coordination, motivation, 
control and implementation of economic property relations in order to achieve the goals 
set by the subjects.

Table 1. Modern approaches to the definition of «management»

Source: generated by the author according to [1–4].



ÅÊÎÍÎÌ²×Í² ÏÐÎÁËÅÌÈ ÐÎÇÂÈÒÊÓ ÃÀËÓÇÅÉ ÒÀ ÂÈÄ²Â ÅÊÎÍÎÌ²×ÍÎ¯ Ä²ßËÜÍÎÑÒ²

72

to define resource allocation as the process that 
accompanies management rather than as a sub-
stantive feature of management itself. 

Management as a purposeful action to some ex-
tent limits the essence of management due to the 
fact that purposeful action only reveals the content 
of the subject’s influence on the object [1, p. 149]. 

An approach that considers management as an 
element or function of organizational systems re-
veals the content of the organizational system as 
an orderly construction. [2, p. 451]. At the same 
time, the essence of management in this approach 
remains undisclosed.

Management as a process of planning, organiza-
tion, motivation and control reduces the essence 
of management to a list of well–known functions 
of management, which also generally narrows the 
essence of the concept of management [3]. 

The most appropriate, in our opinion, is the ap-
proach according to which management is the 
process of translating a controlled system into a 
predetermined state [4, p. 153]. 

This approach can be fully considered appropri-
ate and comprehensive, and therefore can serve 
as a basis for clarifying the concept of «enterprise 
management system». 

Therefore, there is an objective need to consider 
the principles of such a system. 

The system is often interpreted as a set of cer-
tain elements and connections between them, 
which are characterized by signs of integrity and 
the presence of a common goal. The elements of 
the system usually include the purpose and objec-
tives, subsystems, functions, subject, object, prin-
ciples and support. 

Therefore, first of all, it is advisable to determine 
the purpose and objectives of the marketing man-
agement system. 

The purpose of the marketing management sys-
tem can be most fully disclosed in the light of the 
above considerations as follows: the purpose of the 
marketing management system is to bring the ex-
isting state of the system to the desired state. 

In this case, the main tasks of the management 
system of marketing activities can be attributed [2, 
p. 454]:

– organization of sales of goods and services
taking into account consumer demand under the 
influence of both internal and external environment 
of the enterprise; 

– transition to the use of highly qualified employ-
ees, skills that can think quickly and critically; 

– incentives for employees through appropriate
working conditions and pay systems; 

– identification of the necessary resources and
sources of marketing activities; – development of 
enterprise development strategy (firm, organiza-
tion) and implementation of its marketing activities; 

– definition of the purposes of development of the
organization by marketing activity; 

– development of a system of measures to
achieve this goal; 

– control over the effectiveness of marketing ac-
tivities of the enterprise (firm, organization). 

This list of tasks facing the management system of 
marketing activities can be considered fully exhaustive. 

With regard to the subsystems of the enterprise 
management system, in this context it is worth 
noting that such subsystems are formed person-
ally by each individual enterprise, but traditionally 
such subsystems include [5]: 

– financial management subsystem;
– production management subsystem;
– subsystem of marketing management;
– subsystem of internal services management;
– personnel management subsystem.
If we consider the functions of the management 

system of marketing activities, it is appropriate to 
assume that the management system performs 
the same functions as management in general. 

In turn, the main functions of management in the 
well–known sense of planning, organization, moti-
vation, control. 

Characteristics of the functions of the enterprise 
management system are given in table. 2. 

Regarding the subject and object of the marketing 
management system, it is worth noting that this is 
too individual a matter, which is determined by each 
individual enterprise in accordance with the man-
agement structure, organizational structure of the 
enterprise and the characteristics of the activity. 

Management of marketing activities at the en-
terprise is carried out in three directions: the for-
mation of the marketing mix, management of the 
marketing department, internal marketing. 

Thus, the model of management of marketing activ-
ities of the enterprise is a set of certain subjects, ob-
jects, tools and methods of management, which in the 
process of interaction are aimed at effective manage-
ment of marketing activities of the enterprise. 
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It should be noted that the growing role of mar-
keting in the activities of economic entities has 
gradually been reflected in the construction of or-
ganizational and managerial structures and their 
functions. As an economic function, marketing has 
gone through four stages of development, such as 
the distribution functions, organizational concen-
tration (concentration on sales functions), the al-
location of independent marketing services and the 
transformation of marketing into a general function 
of enterprise management. Under such conditions, 
the importance of internal marketing increases, 
which is a tool to increase employee motivation, 
and therefore can be considered as part of mar-
keting management. The main functional areas 
that the company can use in the field of internal 
marketing are the organization of trainings, lead-
ership and support, internal communications and 
dialogue, external communications, planning, pro-
motion, use of technology, internal research.

In general, the subject can be described as a con-
trol subsystem, and the object – the controlled sub-
systems of the enterprise management system. 

In this case, the influence of the subject on the 
object is carried out through the purposeful action, 
which was discussed above. 

The principle is the basic, initial position of the 
theory, the rule of activity of the organization in any 
sphere, or the rule of behavior of the person. 

The initial point in building an enterprise man-
agement system is the formulation of principles of 
marketing management. The following basic prin-

ciples of enterprise management system can be 
identified [6–9]: 

1. The principle of reproduction of the life sup-
port system. The functioning of the enterprise as a 
management system should ensure the preserva-
tion of the ecosystem, resource–saving reproduc-
tion of all components of the system. 

2. The principle of social orientation of the enterprise. 
The ultimate goal of the enterprise should be the pro-
duction of goods and services necessary for society. 

3. The principle of legal regulation of manage-
ment. Economic and legal regulation of enterprise 
management processes in compliance with regu-
lations governing the legality of management. 

4. The principle of scientific validity of the man-
agement system involves taking into account eco-
nomic laws and laws of thought in the formation 
of the system, as well as the use of scientific ap-
proaches that help increase the stability of the 
management system. 

5. System approach to management. This ap-
proach involves the consideration of the enterprise 
as a system, a set of interdependent elements 
(subsystems), the relationship with the external 
environment. The systems approach allows to take 
into account all the necessary relationships and in-
teractions in the management system, and when 
setting goals – to comprehensively weigh all the 
factors and direct management mechanisms to 
achieve goals. 

6. The principle of orientation of the enterprise on
an innovative way of development.

Table 2. Characteristics of the functions of the enterprise management system

Source: formed by the author according to [6, p. 44]

Function Characteristics of the function

Planning

The planning function determines the production objectives, norms and standards of 
consumption of resources per unit of output, estimates of production costs in terms of 
production units of the enterprise, the financial results of economic activity. The strategy laid 
down in specific plans, programs developed taking into account possible changes in economic 
activity – the basis of successful management, and hence the survival of the enterprise.

Organization

Organization is a process that is aimed at the most optimal combination of resources – 
material, energy, labor, financial, information in the production process. The effect of the 
organization is manifested in the successful combination of all types of resources. Therefore, 
much of the working time of the management staff is used to organize the production process.

Motivation

Motivation, as an element of management, is aimed at making decisions and supporting 
them with orders, instructions, guidelines on the use of living labor and material resources, 
involves subordination and subordination between team members. To do this, employees are 
endowed with administrative and executive functions.

Control

In the general sense, control acts as a tool that provides all parts of the management 
apparatus with information about the state of the object of management. Control activities 
are to develop standards for the functioning of the system and coordination with planned 
tasks, creating an information system and more.
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To increase the competitiveness of the enter-
prise, its economic development must focus on in-
vesting in innovation (mainly in new technologies 
and management). 

7. The principle of maintaining and developing
competitive advantage. Identifying the strengths 
and weaknesses of the enterprise allows you to 
form a strategy based on their forecasting, to gain 
a competitive advantage in the production of goods 
(services). 

8. The principle of unity of theory and practice
of management. Any management decision must 
comply with the logic, principles and methods of 
management, solving one of the practical tasks. 

9. The principle of comparability of options for
management decisions in their choice. Options for 
management decisions are presented in compa-
rable form by the following factors: time, quality, 
level of development, method of obtaining informa-
tion, risk factors and uncertainty. 

The list of principles is not clearly declared, so the 
list, number and content of the principles of the en-
terprise management system may vary depending 
on the overall mission and objectives of each indi-
vidual enterprise. 

Given the above justification of the essence of 
management, taking into account the general-
ized management system of marketing activities, 
we can propose a refined definition of «marketing 
management system» as follows: marketing man-
agement system is a set of elements whose rela-
tionship is provided which is organized in order to 
provide the subsystem of marketing management 
of the desired state. 

The proposed definition differs from the existing 
ones by disclosing the content of the relationship 
between the individual elements of the marketing 
system, taking into account the purpose, as well as 
complexity. 

At the present stage of development of market 
relations, no company can function properly with-
out the use of marketing to determine its market 
position, analyze their capabilities, study the mar-
ket environment, determine development strate-
gies and more. Therefore, marketing activities are 
a recognized feature of modern successful enter-
prise management. 

An important step in improving management 
is a radical change in the entire planning sys-
tem. Based on in–depth market research, sales 

system, consumer characteristics of goods, and 
competitiveness, advertising, economic analysis 
of costs, profits, prices and other indicators, mo-
tivational analysis should be planned marketing 
strategy. This strategy in the form of the formed 
purposes, the set tasks, a certain sequence of ac-
tions finds concrete execution in the marketing 
program.

Conclusions 
The main task of marketing management is to 

synchronize the process of managing the elements 
of the marketing complex in such a way that each 
of them, fulfilling its functional purpose, while im-
proving the efficiency of other elements and thus 
increase the synergistic effect. 

A marketing management system is a set of el-
ements, the relationship of which is ensured by 
the purposeful action of the subject on the object, 
which is organized in order to provide the market-
ing management subsystem of the desired state.
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Ïðîáëåìè ôîðìóâàííÿ äæåðåë ô³íàíñóâàííÿ 
ïðè ïðîºêòíîìó ³íâåñòóâàíí³ ï³äïðèºìñòâ 

òà øëÿõè ¿õ âèð³øåííÿ
Àêòóàëüí³ñòü äîñë³äæåííÿ. ²íâåñòèö³éíà ä³ÿëüí³ñòü âèðîáíè÷îãî ï³äïðèºìñòâà º ñòðàòåã³÷íîþ 

òà òàêòè÷íîþ âïðîäîâæ âñüîãî éîãî æèòòºâîãî öèêëó ³ ïðàêòè÷íî çâîäèòüñÿ äî ñóêóïíîñò³ öèêë³÷íî 
çä³éñíþâàíèõ ð³çíîìàí³òíèõ ïðîºêò³â çàäëÿ çàáåçïå÷åííÿ îñíîâíî¿ ä³ÿëüíîñò³. Åôåêòèâíà ðåàë³-
çàö³ÿ áóäü–ÿêîãî ïðîºêòó çàëåæèòü çîêðåìà â³ä ô³íàíñîâèõ ðåñóðñíèõ ìîæëèâîñòåé. Òîìó îäíî-
÷àñíî ç âèáîðîì ñòðàòåã³÷íèõ íàïðÿìê³â ³íâåñòèö³éíî¿ ä³ÿëüíîñò³ íåîáõ³äíî ïîäáàòè ïðî ôîðìó-
âàííÿ ô³íàíñîâèõ äæåðåë äëÿ ñòâîðåííÿ ³íâåñòèö³éíèõ ðåñóðñ³â. 

Ìåòîþ äîñë³äæåííÿ º îêðåñëåííÿ îñíîâíèõ ïðîáëåì ôîðìóâàííÿ äæåðåë ô³íàíñóâàííÿ ïðè 
ïðîºêòíîìó ³íâåñòóâàíí³ ï³äïðèºìñòâ òà øëÿõ³â ¿õ âèð³øåííÿ.

Ìåòîäè äîñë³äæåííÿ: ñèñòåìàòèçàö³¿, ³íäóêö³¿ òà äåäóêö³¿, óçàãàëüíåííÿ.

Ðåçóëüòàòè äîñë³äæåííÿ. Ñôîðìîâàí³ îñíîâí³ ï³äõîäè äî âèð³øåííÿ ïðîáëåì ôîðìóâàííÿ 
äæåðåë ô³íàíñóâàííÿ ïðè ïðîºêòíîìó ³íâåñòóâàíí³ ï³äïðèºìñòâ.

Ãàëóçü çàñòîñóâàííÿ ðåçóëüòàò³â: ðåçóëüòàòè äîñë³äæåííÿ ìîæóòü çàñòîñîâóâàòèñü ó ñôåð³ 
ô³íàíñîâîãî ïðîºêòíîãî çàáåçïå÷åííÿ ³íâåñòèö³éíî¿ òà çàãàëüíî¿ ä³ÿëüíîñò³ ï³äïðèºìñòâà.

Âèñíîâêè. Â îñíîâ³ ðàö³îíàë³çàö³¿ ³íâåñòèö³éíî¿ ä³ÿëüíîñò³ òà åôåêòèâíîãî ïðîãíîçîâàíîãî 
ôîðìóâàííÿ ³ âèòðà÷àííÿ ô³íàíñîâèõ ðåñóðñ³â ìàº áóòè ³íâåñòèö³éíà ñòðàòåã³ÿ ï³äïðèºìñòâà, ÿêà 
´ðóíòóºòüñÿ íà ñòðàòåã³÷íîìó âèáîð³ íà òîìó ÷è ³íøîìó åòàï³ æèòòºâîãî öèêëó. ²íâåñòèö³éíó ä³ÿëü-
í³ñòü ï³äïðèºìñòâà âàðòî ðîçãëÿäàòè ÿê ñóêóïí³ñòü ð³çíîìàñøòàáíèõ ³íâåñòèö³éíèõ ïðîºêò³â ð³çíî-
ãî ïðèçíà÷åííÿ, ïðè öüîìó ð³çíîìàí³òòÿ ïðîºêò³â äîö³ëüíî ïðèâåñòè ó â³äïîâ³äí³ñòü äî åòàï³â æèò-
òºâîãî öèêëó ï³äïðèºìñòâà: ïðîºêòè çàïî÷àòêóâàííÿ á³çíåñó, ïðîºêòè ï³äòðèìêè ôóíêö³îíóâàííÿ, 
ïðîºêòè çðîñòàííÿ, ïðîºêòè ðîçâèòêó. Ïðàêòè÷íî óñ³ ïðîºêòè ìàþòü ïîçèö³îíóâàòèñü ÿê ³ííîâà-
ö³éí³, çîêðåìà öå ìîæóòü áóòè ñòàðòàïè, àáî ³ííîâàö³éí³ ïðîºêòè ç àìá³ö³ÿìè ñòàðòàïó. Ñóêóïí³ñòü 
ð³çíèõ ïðîºêò³â çàëåæíî â³ä åòàïó öèêëó ìàº ñâîþ ñïåöèô³êó ô³íàíñóâàííÿ. Ïðè öüîìó ìàþòü áóòè 
çàä³ÿí³ ìåõàí³çìè ïîïåðåäíüîãî òà çàïîá³æíîãî ôîðìóâàííÿ (çîêðåìà íàêîïè÷åííÿ) äæåðåë ô³-


