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INTRODUCTION

Relevance of research. At the present stage of development of the Ukrainian
economy, the issues of increasing domestic industrial production, competitiveness
of manufactured products (works, services), meeting the domestic needs of the
country and its population are urgent, which should lead to an increase in the overall
standard of living in the country. However, at the microeconomic level, there is a
volatility in the economic situation of many businesses, which is strongly linked to
the problems of effective organization and systematic management of sales policies.
Insufficient attention to these issues leads to incomplete satisfaction of demand, lack
of sufficient working capital, low profitability, a large percentage of unprofitable
enterprises and so on. Achieving the goals is not possible due to the underestimation
of the role of the sales policy of enterprises and insufficient study of the mechanism
and means of improving the effectiveness of its management system.

Research of scientific developments and publications showed that the
problems of research of stimulation of sales at the enterprise were paid and paid
considerable attention by such scientists and specialists in the field of economics as:
L.V. Balabanov, O.I. Beley, S.E. Beley, N.M. Gudzenko, M.K. Kolesnik, V.V.
Mezhenskaya, V.V. Stadnichenko, I1.O. Khitrov and others. Given the significant
contribution of scientists, it is clear that some aspects and issues of research into the
process of managing the dealer network development still need clarification and
further scientific study.

The purpose of the work is to develop theoretical provisions and scientific and
practical recommendations on sales promotion at the enterprise.

— In accordance with the goal of the study it was necessary to solve the
following problems:

— to investigate the essence and key components of sales activity of the
enterprise;

— determine the methods, criteria, goals and strategies for managing the

enterprise's sales activities;



— to evaluate the sales activity of the enterprise and factors affecting sales;
— to carry out a decomposition analysis of the management of the sales activity
of the enterprise;

- to carry out the dominance of measures to improve the management of the
enterprise sales activities;

- to predict the results of implementation of improvement measures at the
enterprise.

The subject of the study is theoretical and methodological principles of sales
promotion at the enterprise.

The object of the research is the process of formation of sales promotion at
the enterprise.

Theoretical and methodological basis of the work is the fundamental
provisions of economic theory, management theory and sales, outlined in Ukrainian
and foreign scientific works on the formation of sales promotion at the enterprise.

The methodology of the study is based on the principles of the dialectical
method, which allows us to evaluate the dialectics of the general and private, content
and form, positive and normative approach. The principles of systematic,
observational, sociological survey, sampling and other economic-statistical and
general scientific methods were applied during the research.

The information base of the study was the data of accounting and statistical
reporting of «Cepheus-Group», LLC.

The practical significance of the results obtained is that the proposed ways
to promote sales at «Cepheus-Group», LLC. The practical significance of the results
is determined by the possibility of increasing the efficiency of the sales system of
«Cepheus-Group», LLC LLC products in key markets.

The results of the research partly described in the collection of scientific
articles of KNUTE students (Appendix A).

Structure of final qualifying paper. The total volume of the final qualifying paper
is 65 pages. The FQP contains 21 tables and 7 figures. Its structure includes 5

appendices. The list of sources used includes 47 titles on 6 pages.



PART 1

THEORETICAL AND METHODOLOGICAL FOUNDATIONS OF
ENTERPRISE SALES ACTIVITY MANAGEMENT

1.1.The essence and key components of enterprise sales activity

In the context of a market economy in Ukraine, the urgency of the problems
associated with ensuring effective regulation of product sales has increased
significantly. The significance of the problem is compounded by the changing role
of sales policies in the overall enterprise management system. The sales process is
complex and multifaceted in both organizational and economic-legal aspects. On the
one hand, the sales process must be considered as the final activity of the enterprise,
on the other hand - the sale of a specific product is an integral part of the realization
in the broad sense of the word, ie the realization of the aggregate social product. It
should be noted that sales can be viewed at different levels, namely: at the level of
enterprise, industry, region, economy of the country as a whole.

The notion of sales activities was first formulated by the Harvard Business
School in 1958: «Sales activities exist in order to satisfy consumer demands with
profity, that is, it is about coordinating the interests of the enterprise and market
requirements [35, p. 212].

In particular, the authors, O.V. Matviets and M.V. Koshivska, interpret
«salesy in broad and narrow terms [30, p. 123]. This method is the most widespread
in the scientific and educational literature today. In the broad sense of the sales
activity refers to the whole process of moving goods from the production area before
passing it on to the buyer. From this point of view, the process of goods transfer
(sale) is clearly implemented to convert it into money and to satisfy consumer
demand for payment. In a narrow sense, sales activities are the final operations of a
seller-buyer interaction with the transfer of ownership to the latter. The following 1s
a comparative table of the authors' approaches to interpretations of the concept of

«sales activities» (Table 1.1).
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Table 1.1

Definitions of the concept of «sales activities»

Ne ‘233;2:’ Definition of «sales activity» Feature definition concept
“Commercial sales efforts are the focus | The economic role of the sales
on the needs of the seller, and sales is the | activity is expressed in pursuit

Aoy fogusi on the needs of the buyer. Sa}es of the' mercantile goals, whif:h is
I[Lp.25] activities are always one of the main cost | explained by the concentration
N\ Y centers ... they are spread throughout the | on the exchange process, and,

€conomic process. « consequently, on the possible
costs and revenues in the field.
a) «in the broad sense of the sales The essence of the sales activity
activity - a holistic process of bringing is to obtain the highest profits
the goods from the manufacturer to the for future use for the purpose of
end consumer, in which the process of the manufacturer (expansion of
movement of goods is one of the stages | accumulation of funds, increase
of the entire production cycle, the of welfare, etc.).
Gavrish Y., | Process of transfer of gogd§ (sale) 1s
Sles I > | implemented to convert it into money
[9, p. 189] and meet consumer demand for
CONSUMErs «.
b) “in the narrow sense of the sales Sales activity acts as a separate,
activity is the actual sale (realization)”, independent of the production
that is, the phase of direct sphere of business to realize the
communication between the seller and commercial interest of the
the buyer, and all other operations in the | manufacturer.
field of sales are related to the sales.
«Sales activity should be understood as Sales activity is considered as a
systematic activity in the field of system of commodity relations
commodity relations, which forms the in the market, within which
infrastructure of the market, the purpose | there is a process of movement
TR A Qf which is the o'rgan.izat.ion Qf sales and | of goods, adapted to the needs
N implementation in this direction of the of the buyer, from the .
(17, p. 215] process of promoting goods from manufacturer (commercial
< producer (seller) to buyer (consumer), interest) to the consumer.
where the main goals are: the most
complete satisfaction consumers and
ensuring the profit of producers
(commodity exchange participants) «.
«Sales activities are a set of procedures The author characterizes sales
for promoting finished products to the activities on sales and financial
market (demand generation, order receipt | aspects, emphasizes the need
and processing, picking and preparation | for pre-production study of
of products for dispatch to buyers, market conditions, demand and
Lipchuk V. | shipment of products to a vehicle and on the basis of production
[27, p. 23] | transportation to a place of sale or opportunities, to formulate

destination) and organization of
payments for it (setting conditions and
performing billing procedures with

policies and conduct sales
activities. That is, it is not just a
process of selling goods, the
meaning lies in the coherence of
the enterprise's capabilities with




End of the table 1.1

Ne ‘233;2:’ Definition of «sales activity» Feature definition concept
buyers for shipped products). The the needs of the market to meet
main purpose of sales - realization of | both sides of the movement of
economic interest of the producer goods.

(profit) on the basis of satisfaction of
solvent demand of consumers. In
. market conditions, sales planning
IE;%C};IIE;S precedes the productiqn_ stage and is to
. study the market conditions and
production capabilities of the
enterprise to produce demand and the
preparation of sales plans, on the basis
of which supply and production plans
should be formed.
«Sales activities are a set of Sales activities are related to the
organizational, technical and production and distribution of
financial-economic measures related | goods, that is, the approach to the
5 Matviets O. | to the supply and sale of finished definition of the concept is
' [30, p. 123] | products.» productive, which puts the
emphasis on the need to minimize
costs by reducing costs and
inventories.

Source: developed by author on the basis of [1; 9; 17; 27,;30].

Thus, 1. Abramovich [1, p. 25] distinguishes the concept of sales, as the need
to realize the goals of the enterprise for profit, and sales, as the need to take into
account the wishes of consumers. Such a definition, in my view, shows the absolute
polarity of the interests of both parties to the exchange and does not represent in any
way the importance of their consistency in pursuing the common purpose of the
enterprise in the implementation of the business strategy. In this, his definition is
similar to that given narrowly by Gavrish Y. [9, p. 189], where sales determine the
commercial component of doing business. Also Havrysh Y. and Sles L. [9, p. 189],
in the broad sense of the definition of sales, indicate the complexity of the process
of movement of goods and communication with the production cycle. Supporting
Ivanochko N. [17, p. 215] with the interpretation of sales as organizational, technical
and financial-economic activities for the preparation and dispatch of finished

products to customers to meet their needs.
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It is worth noting that the common to all approaches (except Abramovich I.
[1, p. 25]) is the need to correlate the interests of the company in obtaining profits
and reducing costs to the real needs of the market and customer desires, but about
such an important component as the importance of sales research in sales planning
is only in the definitions provided by Burtseva V.V, and states that the main element
of sales activity is a comprehensive sales analysis to the immediate sale of products,
on the basis of which the needs of buyers, con ' the market and the state of the market
to coordinate the obtained data with the enterprise capabilities. Thus Lipchuk V. [27,
p. 23] emphasizes the importance of using logistics and customer service as one of
the objectives of increasing customer satisfaction. It also draws attention, unlike all
other authors, to the fact that sales should be considered as a system of sales relations
within the market of a particular firm, rather than the entire sphere of trade.
According to him, the specific features of each area of exchange should be clearly
distinguished, depending on the environment that this area generates. Due to its
complexity, the sales process cannot be considered as a one-off event, it should be
part of the firm's deeply thought-out long-term strategy.

Therefore, analyzing different interpretations of sales activity, we can speak
about its multidimensionality. Features of interpretation are explained by different
parties in its consideration - from the point of view of economist, businessman,
scientist. It should be noted that in each definition is traced an indication of the
relationship between the sale of goods to the company, depending on the needs of
the market and the interests of consumers. The most complete, in our view, is the
definition of Matviets O. [30, p. 123], therefore, taking it as a basis, | propose a
definition: sales activity - is an integral part of the commercial activity of the
enterprise to sell products in accordance with the requirements of the relevant
market. Thus we: 1) emphasize the need to allocate sales of the enterprise within the
specific market of its operation; 2) define the sale of products as the target orientation
of the enterprise; 3) point to the object of our activity - the one to whom we sell, that

1s, we are talking about the choice of a possible variant of the organization of sales
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activities by means of distribution channels; 4) indicate that sales activities are part
of the processes and operations of the firm's commercial activities.

We emphasize that the main component of sales is the distribution channel,
which is a collection of intermediary organizations or individuals involved in the
movement of products from producer to consumer. Positions held by firms in
relation to sales, have certain characteristics that allow to classify sales by type
(table. 1.2).

The main elements of the enterprise's sales activities include transportation,
storage of products, its implementation and service. The following sales functions
are distinguished: organization of market segmentation; advertising planning;
organization of contractual work with consumers or intermediaries; planning of
shipment of goods to clients; formation of a system of distribution channels; work
on organization of reception, storage, packing, sorting and shipment of products to
clients; information-resource and technical support of sales of products;
organization of sales promotion policy; formation of feedback from consumers

[10, p. 148].

Table 1.2
Classification of types of sales
classls%fr;(sza(gon Types of sales Scheme
Direct - direct sale of the manufacturer's products to a specific £
: aofeumer Manufacturer - consumer
Accor(.ilng. \oche Manufacturer -
organization of ey
the sales system | Indirect - The use of independent resellers in the sales channel (indrme diari?;) ¢
consumer
classls%fr;(sza(ifon Types of sales Scheme
Selective - Use a limited number of intermediaries. The main
goal is to reach a large volume of sales while maintaining Manufacturer -
Numbsebf control over the sales channels intermediary
intermediaries | Exceptional - a small (or single) number of (intermediaries) -
intermediaries. The goal is to maintain the consumer
prestigious image of the sales channel control

Source: developed by author on the basis of [20)].

Significant place in the sales activity of the company belongs to sales

channels. The sales channel is the way in which goods move from producers to
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consumers [10, p. 149]. It includes all individuals and legal entities involved in the
promotion and exchange of goods.

Thus, as a result of generalization of different points of view on the nature and
features of the functioning of sales activities, it should be noted that the conceptual
purpose of sales is the implementation of long-term decisions, which are determined
by the target planning of the enterprise policy (profitability, size and profile of the
company).

The strategic goal of the organization is to utilize the sales potential as far as
possible within these areas. The main purpose of sales activities is to achieve
appropriate profitability, which ensures the effective functioning of the enterprise.
Using a scientific approach «from general to private», we propose to consider sales
activity as a specific activity of the producer (seller), with the aim of selling products
in the relevant food markets (segments). In this regard, the sales activities of
enterprises should be understood as the process of sales products and the
organization of commodity exchange for profit. Determining its content, the most
universal criterion should be the minimum cost or maximum effect of all the sales
functions of the enterprise. The essence of this approach is to integrate the functional
areas associated with the flow of material flow from producer to consumer
(transportation, inventory management, warehousing, information support, etc.) in a

single complex.

1.2. Methods, criteria, objectives and strategies of enterprise sales

activity management

The process of sales management begins already before production, the
market for presence of points of sale is researched, the sales analysis is conducted,
the commodity policy is developed, the volumes of production, supply and sale are
forecasted. Sales activities involve the organization of a warehousing, transportation

and sales system. Improving sales activities involves the development of measures
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that can organize the sale of all products, works and services.

The object of managing the sales activity of the enterprise is sales, and the
activity itself is related to the promotion of the product to the market and to the
consumer [2, p. 393]. The entity is the entity that manages the management, in which
case it may be the heads of the enterprise, the sales department, the intermediary
company, if it is a question of managing sales in the industry, then the entity is the
association of the combined group of enterprises, in the case of product sales
management a certain branch in a particular region is formed the composition of the
subjects of influence (management), which includes representatives of state or local
authorities [25, p. 15].

The resources of the management mechanism are financial, labor, material,
intangible, information and sales tools that ensure the achievement of this goal. Not
only management functions (planning, organization, control and motivation) but
also other equally important functions, such as accounting and analysis, regulation,
stimulation and coordination, are functions of the sales activity management
mechanism. It is worth noting that the peculiarity of the functions of this mechanism
is that they act as a set of sales processes, which indicates that the sale should be
considered as an activity and not as a process, because the processes are functions
as part of the general and not the basis of sales.

Management of sales activities of the enterprise contains certain principles:

1. Availability and conformity of the goods to the needs of consumers.

2. Infrastructure support for managing the sales activity of the enterprise.

3. Information support of sales activity of the enterprise.

4. Selection of optimal distribution channels.

5. Personnel support of sales activity of the enterprise.

6. Financial support for sales activities of the enterprise.

7. Systematic sales activity [39, p. 98].

Achieving the desired results of sales activities requires not only a clear

description of them, but also a conscious orientation of the company to achieve them.
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Sales promotion should be aimed at products that are not in demand by offering new
customers and additional sales to existing customers.

Achieving strategic goals is achieved through the implementation of the
objectives of the tactical level, which can be attributed to current and one-time goals
in the field of sales. Sales strategy is the constant search and development of an
action plan, a process that repeats and begins with the statement of the current
position of the company. It is always individual and requires careful analysis of the
sales activities of the enterprise and its structural units.

As a result of scientific researches it is revealed that under the system of
management of sales activity of the enterprise (CMS) it is necessary to understand
the interconnected set of objects and subjects of management through realization of
the whole list of functions of management processes of sales activity in a single
complex on the basis of use of mechanisms of information and organizational

support. [40, p. 121] (Table 1.3).

Table 1.3
The basic elements of the concept of "enterprise marketing management system"
p p g g y
Elements ELEMENTS CONTENT
Goal — ncrease of efficiency of functioning of domestic enterprise by

reducing the level of expenses for the organization of sales activity

— application of a systematic approach to the organization of sales
activities in a single complex;

— implementation of the entire list of functions of managing a complex

Principles of sequentially implemented sales activities;

— the organization of sales activities should be based on the
introduction of information technologies;

— partnerships of the domestic enterprise with consumers

Goal — ncrease of efficiency of functioning of domestic enterprise by
reducing the level of expenses for the organization of sales activity

— acomplex of processes of sales activity and various services that are

Objects \ :
) influenced by the management entity
— planning and organization of the sales activity management system;
Subsystems - implementation of processes of sales activity management system;

— analysis of the functioning of the sales management system,;

— regulation of the processes of the sales activity management system

Management | integrated linear-functional organizational structure of sales activity
structure management.

Source: developed by author on the basis of [40)].
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Thus, the sales management system of a domestic enterprise is a system that
consists of several components (processing and implementation of orders,
transportation, warehousing, inventory management, customer service), which
performs the relevant functions and has developed links with the external
environment, ie with market (intermediaries, consumers and other partners). This is
a relatively stable set of structural units (functional divisions of the enterprise,
intermediary organizations, consumers), interrelated and unified management
processes of sales activities to achieve the strategic goals of the domestic enterprise.

Define the methods of managing the sales activities of the enterprise: methods
that result in material rewards or incentives; methods that result in psychological
encouragement or incentive; elimination of negative incentives; indirect efforts;
disciplinary methods. The effectiveness of the application of a particular method of
managing the sales activity of the enterprise depends on the specific conditions and
specificity of production and sales activities of the enterprise. Applying appropriate
sales management techniques is an important aspect of a systematic approach to
addressing strategic issues [33].

The performance of a sales channel is assessed by assessing the flexibility of
the channel and estimating the cost to distributors. Among the criteria for evaluating
the efficiency of sales management of tourist enterprises are: increase in the number
of clients, increase in the volume of services provided, increase in the number of
regional offices, which, in turn, creates the necessary conditions for increasing the
level of profitability, regional, regional and national market share [36].

A model of strategic optimization of the sales potential of an enterprise based
on a structural study of the sales activity of the enterprise, as well as the identification
of current trends in the development of the sales system can be used to optimize the
sales mechanisms. The organization of sales promotion involves: setting goals and
identifying means of stimulation, developing a program of sales promotion,
preliminary verification, implementation and evaluation of the results of program

implementation [38, p. 40].
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In view of all the above, we can conclude that effective management of sales
activities is one of the key elements of successful operation of a domestic enterprise.
Optimization of sales processes will allow the company to enter new markets and

thereby increase the efficiency and effectiveness of its own production activities.
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PART 2
INVESTIGATION OF ENTERPRISE SALES ACTIVITY MANAGEMENT
IN «CEPHEUS-GROUP» LLC, KYIV

2.1. Evaluation of enterprise sales activity and factors influencing sales

«Cepheus-Group», LLC 1is an agricultural enterprise engaged in growing
organic cereals, oilseeds and other crops. No chemicals are used in production. The
land bank is 2500 hectares, the company stores its products at its own or leased
warehouse capacities in the Novograd-Volyn district, Zhytomyr region, and then

exports almost all its products.

3,68 2,01

0%
T

/\‘
\\

1,5///‘
0,62

0,12

Grains
Wheat

Rye
Barley
Corn

Sunflower

¥ Sorghum

N Peas

Fig. 2.1. Cepheus-Group LLC Crop Structure as from 31 December, 2018
Source: developed by author on the basis of [40)].

Analyzing the data of Fig. 2.1, it can be said that in the structure of crop
production is dominated by production of grain and legumes, which is 51.1% of
the total value of crop production, instead, the smallest share is the production of
oats (0.12%).

Let us analyze the operating environment of LLC “Cepheus-Group” using

the enterprise SWOT matrix (Table 2.1).
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Table 2.1
SWOT matrix for «Cepheus-Group», LLC
Strengths Weak sides
1. A wide range of products. 1. Lack of online sales channels
2. High quality products. 2. Significant fluctuations in sales of
3. High technical and technological level of products.
work of the enterprise. 3. Not enough effective organization of
4. The use of new technologies in the sale of advertising service in the enterprise.
products. 4. High competition in the industry and
5. Highly qualified staff. the emergence of new substitute products.
6. Entry of the company into new markets. 5. Poor image in the market.

6. Insufficient motivation of employees of
sales department.

Opportunities Threats
1. Improving the quality and sales of products | 1. Further unpredictable change in
through attractive price fluctuations. macroeconomic indicators, fluctuations in
2. Development of advertising technologies. foreign exchange rates, as well as
3. Development, improvement of consumer strengthening the choice of the target market
market infrastructure. segment of sales activities in the industry.

2. Changing consumer preferences.
3. Increase in imports from abroad.
4. Changes in customs legislation.

Source: developed by author on the basis of [24].

Summarizing, we can draw the following conclusions: the main threats to the
enterprise are unpredictable changes in macroeconomic indicators, fluctuations in
foreign exchange rates, as well as strengthening the choice of the target market
segment of sales activity in the industry; changing consumer preferences; increase
in imports from abroad; changes in the customs legislation of exporting countries.
The main strengths of the company are: a wide range of crop products and its
sufficient popularity; high quality products; highly qualified staff; the enterprise's
entry into new markets.

We will carry out research of sales activity of «Cepheus-Group», LLC by
means of construction of the competitive letter which displays information on
economic, technical characteristics of goods (services) of competitors, conditions of

sale, data on quality, prices and other objective indicators (Table 2.2).
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Table 2.2
Competitive letter «Cepheus-Group», LLC
e Criteria for Criterion «Cepheus- LL(i;(;:fr;ci:el)t)ural Profile
< comparison -/0/+ Group», LLC P -/0/+
Nadrosya
1 Quality " standard standard ‘
Price, Euro / 175 182 |
2. tonne + /
Image High level of Relationships with /
customer potential customers
3. 0 awareness are not sufficiently
developed ‘
I
4. Assortment 0 20 14
Terms of delay of 7 days delay of 1-2 days
5. payment + /
Delivery 2-3 1-2
6. time, days 0 /
Minimum lot 3 3 /
7 of one "
delivery, t \
g Delivery 7 railways railways /
Advertising SO SO /
9. support 0

Note: developed by author on the basis of «Cepheus-Group», LLC website

The main competitor of «Cepheus-Group», LLC is LLC «Agricultural

Enterprise» Nadrosya «. It should be noted that the products of «Cepheus-Groupy,

LLC have more competitive advantages than LLC «Agrarian enterprise» Nadrosya

«, because the company we are investigating has a sufficiently high level of quality

of goods, a considerable level of customer awareness, the possibility of providing a

delay for the product for 7 days and enough fast delivery of goods.

Group», LLC (Table 2.3).

It is advisable to analyze the assortment structure of products of «Cepheus-
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Thus, it should be noted that in the structure of realization of the product range
of LLC Cepheus-Group LLC for the years 2016-2018 there were the following
changes: the volume of grain and leguminous crops increased by 295.52 thousand
UAH. or 14.47%.

Table 2.3
Assortment structure of assortment of sale of goods of LLC “Cepheus-Group” for

2016-2018 (thousand UAH)

Assortment groups Deviation
2016 3017 2003 2018/2016
Thousand o,
UAH >
Korcalzan¢legyaes 2042,30 | 7813,20 | 2337,82 | +295,52 | +14,47
Sunflower on grain 204230 | 722721 | 1631,04 | -41126 | -20,14
Soy 2859,22 | 2929.95 | 1087,36 | -1771,9 | -61,97
Rape 122538 | 1562,64 | 380,58 -844.8 -68,94
Together 8169,20 | 19533,0 | 5436,80 | -2732,4 | -33,448

Note: made by author on the basis of «Cepheus-Groupy», LLC balance sheet

Instead, in 2016-2018 the volume of sunflower on grain decreased by UAH 411.26
thousand. or 20.14%; during 2016-2018 the sales of soybean LLC “Cepheus-
Group” decreased by UAH 1,771.9 thousand. or 61.97%.

Here is a graphical interpretation of the range of products of «Cepheus-Group»,

LLC (Fig. 2.2).

120,00%
80,00% 0 \

60,00%

ST

40,00%

20,00%

0,00%
2016 . 2017 2018
N Grains M Sunflower ™ Soya M Rape seeds

Note: made by author on the basis of «Cepheus-Group», LLC balance sheet
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Thus, during 2018 the leading role in the assortment group is occupied by
cereals, legumes and sunflowers for grain.

Sales of products of «Cepheus-Group», LLC are made on the basis of
contracts with buyers, with whom the company has established rational economic
relations, mainly direct and long-term contractual relations, which allow to sell the
products both directly to buyers on a stable contractual basis, and wholesalers at
economic and organizational benefits of these sales.

Regarding the analysis of the fulfillment of contractual obligations for the
formation of the commodity chains, it can be noted that the timely execution of the
concluded contracts helps to maintain the business reputation of LLC “Cepheus-
Group” as a reliable and responsible partner.

LLC Cepheus-Group uses both direct distribution channels and indirect
channels. Direct sales are widespread in the sale of Cepheus-Group LLC products
to trading companies. Indirect sales are through trade organizations and large
grocery stores.

In the table. 2.4 presents an analysis of the contractual obligations of LLC
Cepheus-Group in 2018.

Table data. 2.4 indicates that in June, July and August, the company failed to
fulfill its contractual obligations. LLC Cepheus-Group strives to maximize the
breadth of the distribution network in order to make its products accessible to the
buyer.

When selecting a distribution channel, LLC Cepheus-Group considers which
distribution channels are used by competitors, market availability, the frequency of
purchases made by buyers, the cost of inventory storage and many other valuation
criteria. Simultaneously with the choice of the sales channel, production of each type
of production is envisaged.

Table data. 2.4 indicates that in June, July and August, the company failed to
fulfill its contractual obligations. LLC Cepheus-Group strives to maximize the
breadth of the distribution network in order to make its products accessible to the

buyer.
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Table 2.4

Fulfillment of contractual obligations of the agricultural commodity

enterprise in 2018

Reporting The volume of <
iod deliveries in Undelivered Performance of Reyahs forsor

perio . performance of

accordance with products under contractual i acina)
the concluded contracts, UAH. obligations,% oblications

contracts, UAH. g

Janyay 96,7 . 100 .

February 88,5 - 100 -

March 96,5 - 100 .

Aprll 98,0, _ 100 v

May 90,7 - 100 -

June 105,0 10,0 90,5

July 85,7 2,6 97,0 Delayed sales

August 86,4 3.9 95,5

September 92,0 1 100 )

October 88.9 ’ 100 )

November 97.4 4 100 .

December 168.9 ) 100 1

Ina yeat % 16,5 98,7 <

Note: made by author on the basis of «Cepheus-Group», LLC balance sheet

Table data. 2.4 indicates that in June, July and August, the company failed to

fulfill its contractual obligations. LLC Cepheus-Group strives to maximize the

breadth of the distribution network in order to make its products accessible to the

buyer.

When selecting a distribution channel, LLC Cepheus-Group considers which

distribution channels are used by competitors, market availability, the frequency of

purchases made by buyers, the cost of inventory storage and many other valuation
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criteria. Simultaneously with the choice of the sales channel, production of each type
of production is envisaged.

Sales activities of «Cepheus-Group», LLC are regulated through the
conclusion of freight invoices, payment orders and invoices.

In Fig. 2.3 we provide a general structural and logical diagram of the process
of formation of the organization of sales of Cepheus-Group LLC, which consists of
a set of interrelated steps. It should be noted that the system of sales organization

goals of «Cepheus-Group», LLC should logically proceed from the selected sales

goals.
Definition of strategic Performance evaluation
goals of the enterprise procurement policy
v A x

Formation of a system of sales goals in

accordance with the strategic goals of the Monitoring the progress of implementation

procurement policy

enterprise
vt tv
Defining procurement goals P Purchasing implementation
policies in line with sales goals Q policy
X
vt AN
Identification of factors contributing to the Qrlatioad .procurement
. policy
achievement of procurement goals
policy X
v Features overview
Development and analysis of alternatives > application

Fig. 2.3. Structural and logical scheme of the process of forming the

organization of sale of goods «Cepheus-Group», LLC

Note: made by author on the basis of «Cepheus-Group», LLC balance sheet

Under the current conditions, the sales activity of Cepheus-Group LLC
operates in a decentralized manner. «Cepheus-Group», LLC carries out production
of agricultural products. Changing customer behavior and increased competition are
forcing business executives to look for ways to research consumer needs that will
allow them to better position their product offerings. At the same time it is necessary
to maintain and increase its market share, reducing the cost of goods turnover,
increasing profitability and increasing the degree of satisfaction of growing needs of

buyers. Forming consumer needs is the most important task of business, sales and
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competition. The importance of finding new methods has been especially increasing
in recent decades in terms of the economic growth of the role of consumer needs in
improving the efficiency of the enterprise.

Ensuring effective sales is a necessary element of strategic planning and
management of the company, so it is advisable to analyze the effectiveness of the
sales activities of «Cepheus-Group», LLC and «Cepheus-Group», LLC. It is worth
noting that the sales strategy of «Cepheus-Group», LLC is developed on the basis of
the overall sales strategy of the enterprise, taking into account all its other
components (product, price, communication). Cepheus-Group LLC operates two-
tier distribution channels. Along with the traditional distribution channels in the
sales policy of «Cepheus-Group», LLC vertical sales systems, consisting of
«Cepheus-Group», LLC and wholesalers engaged in the sale of agricultural
products, became popular.

Sales costs at LLC Cepheus-Group include the following costs associated with

the sale (sale) of products (goods, works, services):

o remuneration of employees and employees of sales units;

o sales and sales (sales) costs;

o the cost of business travel for employees engaged in sales;

o expenses for the maintenance of fixed assets, other tangible fixed assets
related to the sale of products, goods, works;

o transportation costs, insurance of finished goods, freight forwarding services
related to the transportation of goods in accordance with the terms of the
contract (basis) of delivery;

o the cost of warranty repairs and warranty service;

o other costs associated with the sale of products, goods, works, services.

During 2016-2018, the largest share among the sales expenses is occupied by the

labor costs of the sales workers - the share varies within 40.11-44.98%.
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Determine the share of the main sales costs for «Cepheus-Group», LLC (Fig. 2.4).

2018

2017

2016

®m Remuneration of sales workers

m Expenses of maintaining fixed assets
m Other sales expenses

® Advertising costs

Fig. 2.4. Cost structure of Cepheus-Group LLC for the duration 2016-2018

Note: made by author on the basis of «Cepheus-Group», LLC balance sheet

The Cepheus-Group LLC sales channel has a set of functions that can be
divided into three groups: transaction-related features; logistic functions; service
functions. In the performance of these functions, there are five flows between the
participants in the exchange process: physical (moving goods from producer to
consumer), financial, property flows, order flows, information flows. Allocation
decisions are related to who the members of the distribution channel are and what
functions they will perform.

It is worth noting that Cepheus-Group LLC has an extensive distribution
network and supplies agricultural machinery to all regions of Ukraine (Fig. 2.5).

According to Fig. 2.5, distribution of sales of LLC Cepheus-Group LLC
products in the following Vinnytsia regions - 4.4%; Volyn - 2.5%; Dnepropetrovsk
- 8.1%; Zhytomyr - 3.0%; Transcarpathian - 3.1%; Zaporizhzhia - 4.4%; Ivano-
Frankivsk - 2.8%; Kyiv - 5.1%; Kirovograd region - 1.9%; Lviv - 9.5%; Nikolaev -
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2,5%; Odessa - 5.8%; Poltava - 3.6%; Rivne - 2.2%; Sumy - 2.5%; Ternopilska -
2.0%; Kharkiv - 9.4%; Kherson - 2.2%; Khmelnytsky - 3.2%; Cherkasy - 3.7%;
Chernivtsi - 2.3%; Kyiv - 13.3%.

Fig. 2.5. Distribution of Cepheus-Group LLC Agricultural Products Sales in 2018

Ju( Vinnytsia 4,4
Ju{Poltava 2,5

) Dnipro 8,1

s Zhytomyr 3

)l Zakarpatska 3,1
)l Zaporizhzhia 4,4
Jm(Kyiv region 5,1
Ju([vano-Frankivsk 2,8
s Lviv 9,5
Jm{Kirovograd 1,9
Js(Mykolaiv 2,5

s Odesa 5,8
JRivne 2,2

J Sumy 2,5

) Ternopil 2

) Kharkiv 9,4

hd Kherson 2,2

s Khmelnytskyi 3,2
Ju( Cherkasy 3,7

Ju( Chernivtsi 2,5

) Chernihiv 2,3
m(Kyiv 13,3

Made by author using «Cepheus-Groupy, LLC website

According to Fig. 2.5, distribution of sales of LLC Cepheus-Group LLC
products in the following Vinnytsia regions - 4.4%; Volyn - 2.5%; Dnepropetrovsk
- 8.1%; Zhytomyr - 3.0%; Transcarpathian - 3.1%; Zaporizhzhia - 4.4%; Ivano-
Frankivsk - 2.8%; Kyiv - 5.1%; Kirovograd region - 1.9%; Lviv - 9.5%; Nikolaev -
2,5%; Odessa - 5.8%; Poltava - 3.6%; Rivne - 2.2%; Sumy - 2.5%; Ternopilska -
2.0%; Kharkiv - 9.4%; Kherson - 2.2%; Khmelnytsky - 3.2%; Cherkasy - 3.7%;
Chernivtsi - 2.3%; Kyiv - 13.3%.

To create a holistic picture of the effectiveness of the sales activities of

«Cepheus-Group», LLC it is necessary to calculate the efficiency of the sales

system (Appendices AB), Table. 2.5.
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Table 2.5

Cepheus-Group LLC Performance Management Performance Indicators

(Indicators)
Indicator Absolute
deviation
Ne 2016 2017 2018 2018 /
2016
1. Market growth rate (total sales volume) 1.28 1,04 122 20,06
2 Growth rate of sales costs 1,18 1,85 1,14 20,04
3 Share of sales costs in gross sales 13,82 27.10 17,76 +3.94
4 Growth rate of sales growth from cost increase 1,08 0,56 1,07 20,01
5 Return on sales and sales costs 1,50 0,96 0,65 20,85
A Sales cost cap in net profit 0,015 0,009 0,006 -0,009
Growth rate of growth of sales volume from cost
7. | increase,% 1,18 0,75 0,57 -0,61

Note: made by author on the basis of «Cepheus-Groupy, LLC balance sheet

Therefore, according to the calculated indicators of sales performance, it is
worth noting the unstable situation in the sales sector of «Cepheus-Group», LLC,
which is associated with fluctuations in the value of sales, which in 2016-2018
decreased by 0.06%. It is worth noting the impact of rising costs on the supply and
sales of products, as well as the reduction in the efficiency of sales activities. During
2016-2018 we see an increase in the share of sales expenses in the gross sales of the
enterprise products, which is associated with an increase in sales costs - this indicates
an increase in sales at the enterprise, but it should be noted that the largest growth
rate of sales activity in LLC « Cepheus-Group “was held in 2017 (the growth rate of
2017 to 2016 was 1.85%). During 2016-2018, we observe fluctuations in the growth
rate of sales volume growth from cost growth, which indicates that there 1s no sales
strategy in LLC Cepheus-Group. The calculation of the profitability of sales
expenses for the sale of the enterprise testifies to the profitable activity of «Cepheus-
Group», LLC, because the financial result of the enterprise is represented by net

profit. During 2016-2018, we observed a deterioration in the sales performance of
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«Cepheus-Group», LLC, since there was a decrease in the growth rate of sales
volume growth by 0.61%, so some measures should be taken to improve the sales
activity of the company.

The success of the company is directly related to winning the customer's
trust in quality characteristics, assortment, price and other components of sales.
The economic activity of «Cepheus-Group», LLC is formed under the influence of
such factors as the quality of agricultural products, the level of assortment policy
of the enterprise, the sales and logistics policy of the enterprise, the production
potential of the enterprise, the energy intensity of the agricultural production
process. Therefore, in our opinion, it is advisable to determine the importance of
each complex factor affecting the level of sales activity of «Cepheus-Group», LLC
(Table 2.6).

Table 2.6
Assessment of key factors affecting the sales activity of LLC Cepheus-
Group

Years 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 | 2017 | 2018

Quality of agricultural
products 0,22 0,21 0,21 | 0,20 | 0,19 | 0,23 | 0,22 | 0,21 | 0,24 | 0,23

The level of assortment
policyofthe enterprise 0,19 0,17 0,17 | 0,18 | 0,18 | 0,19 | 0,20 | 0,21 | 0,23 | 0,21

Enterprise sales and logistics
policy 0,17 0,16 0,16 | 0,18 | 0,19 | 0,17 | 0,16 | 0,17 | 0,19 | 0,19

Production potential of the
enterprise 0,22 0,23 0,23 | 0,25 | 0,24 | 0,27 | 0,25 | 0,23 | 0,22 | 0,27

Energy intensity of

agricultural production 020 | 023 | 023 |0,09 | 020|014 | 0,17 | 0,18 | 0,12 | 0,10

process

Note: made by author on the basis of «Cepheus-Groupy», LLC balance sheet

* The proportion of factors is based on the processing of information sources, in particular,

these values were formed through their own subjective observations.
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Let's calculate the indicators that are necessary for the study of factors
affecting the level of sales activity of «Cepheus-Groupy, LLC:

1) on the basis of econometric studies for the first model of influence of factors
on the level of sales activity of the enterprise from a variety of factors used the
following: x1 (quality of agricultural products), x2 (the level of assortment policy of
the enterprise), x3 (sales and logistics policy of the enterprise), x4 (production
potential enterprises), x5 (energy intensity of agricultural production process). Using
formulas 2.1 - 2.4. Define the econometric parameters of the development of the
influence of factors on the level of sales of «Cepheus-Group», LLC, the coefficient
of determination and correlation:

R DY —a x>t
. t (2.1)
where a0, al are the econometric parameters;

Yt is the actual value of the studied indicator;

t is the period of the study (years).

ZY Xt_—(ZthZt)

a, = :
t (2.2)
tht_m
4 n
\/(tz—txt/n)x(Ytz—Y,XY;/n) (2.3)

where n is the number of study periods;
r 1s the correlation coefficient.
rr=rxr (2.4)
where 12 is the coefficient of determination.
As a result of the conducted research of the factors influencing the level of
sales activity of «Cepheus-Group», LLC, we obtained the following results:

1,94 x 45

9,92 -

T 85— (45%45)
9

q =0,0037.
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a0=1,94—W=0,1972.

Let's determine the average indicators of the factors that affect the level of
sales of «Cepheus-Groupy», LLC:
- 0,21+0,21+0,20+0,19+0,23+0,22+0,21+0,24+0,23

X, =0,22.
9
0,17+0,17+0,18+0,18+0,19+0,20+0,21+0,23+0,21
X, = 3 =0,19.
. _0,16+0,16+0,18+0,19+0,17+0,16+0,17+0,19+0,19_0 17
3 9 s/
0,23+0,23+0,25+0,24+0,27+0,25+0,23+0,22+0,27
X, < =0,24.
9
2 _O,23+O,23+0,19+O,20+O,14+0,17+0,18+0,12+0,10_O17

i 9

To determine the importance of each factor, it is advisable to present an
econometric model of the level of influence of factors on the level of sales of
«Cepheus-Groupy», LLC. The econometric dependence of factors affecting the sales
performance of LLC Cepheus-Group can be reflected by five transformational
models of agricultural product quality of LLC Cepheus-Group:

y(t)=aotaixitazxotasxstasxstasxs;

y(t)=aotarxotaszxztasxstasxs;

y(t)=aotaszxstasxstasxs;

y(t)=aotasx4tasxs;

y(t)=aotasxs.

1) y(t)1= 0,1972+0,22x1+0,19x2+0,17x3+0,24x4+0,1 7x5

Determine the correlation and determination coefficient for the first
econometric dependence:

R =0,751, R*=0,565.

2) on the basis of econometric studies for the second model of influence of
factors on the level of sales activity «Cepheus-Group», LLC of all multiple factors
used the following: x2, x3, x4, x5:

y(t)2=0,1972+0,19x2+0,17x3+0,24x4+0,17x5s
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Determine the correlation and determination coefficient for the second
econometric dependence:

R =0,814, R*=0,662.

3) on the basis of econometric studies for the third model of influence of
factors on the level of sales activity of «Cepheus-Group», LLC of all multiple factors
used the following: x3, x4, x5:

y(t)3=0,1972+0,17x3+0,24x4+0,17x5

Determine the correlation and determination coefficient for the third
econometric dependence:

R =0,720, R*=0,518.

4) on the basis of econometric studies for the fourth model of influence of
factors on the level of sales activity «Cepheus-Group», LLC of all multiple factors
used the following: x4, x5:

y(t)4a= 0,1972+0,24x4+0,17xs5

Determine the correlation and determination coefficient for the fourth
econometric dependence:

R =0,689, R*=0,474.

5) on the basis of econometric studies for the fifth model of influence of
factors on the level of sales of «Cepheus-Group», LLC of all multiple factors factor
x5 was used:

y(t)s=0,1972+0,17xs

Determine the correlation and determination coefficient for the fifth
econometric dependence:

R =0,483, R*=0,233.

The second model is considered to be the best model, since the coefficient of
multiple determination (0.814) and correlation (0.662) are the highest in the second
model under study - this indicates that almost all of the above factors have the
greatest influence on the agricultural product quality of the studied enterprise.
According to the economic and mathematical analysis, we can say that the formation

of agricultural product quality «Cepheus-Group», LLC is influenced by such factors



30

as: quality of agricultural products, the level of assortment policy of the enterprise,
sales and logistics policy of the enterprise, production potential of the enterprise,
energy intensity of the process production of agricultural products. In our opinion,
controlling the effects of these factors will positively affect the activities of the
company under study, which can lead to a significant increase in profitability of
«Cepheus-Group», LLC.

Let us determine the best econometric model characterizing the factors that influence
the formation of the quality of sale of agricultural products «CepheuGroup», LLC
(Fig. 2.6).

1,000

0,800 ) M eSS Y]

’ ; 474
0,400 :
0,200 = 0,233

0,000 1 2 3 e 5
——R 0,751 0,814 0,720 0,689 0,4834_R
-8R’ 0,565 0,662 0,518 0,474 0,233m=R?

Fig. 2.6. Dynamics of Correlation and Determination Factors for Factors Affecting
the Sales Activity of LLC Cepheus-Group

Note: made by author

Thus, according to the study, the level of sales activity of «Cepheus-Group»,
LLC is influenced by such factors as: the level of the assortment policy of the
enterprise, the sales and logistic policy of the enterprise, the energy intensity of the
agricultural production process; quality of agricultural products and production

potential of the enterprise.
2.2. Decomposition analysis of enterprise sales activity management
To assess the effectiveness of the organization of sale of goods in the market, we

will calculate the social indicators of the organization of sales activities «Cepheus-

Group», LLC (Table. 2.7)
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Table 2.7
Dynamics of social indicators of the organization of sales activities of «Cepheus-

Group», LLC for 2016-2018 (thousand UAH)

Indicator 2018 /2016
2016 | 2017 | 2018 | Absolute o
. Fe Z
deviation
Indicator
2018 /2016
2016 | 2017 | 2018 | Absolute %
deviation A
Purchase Completion Rate (CPR) 0.075 | 0.092 | 0.112 0.037 4933
Tigeyaty rago TR 0,958 | 1,021 | 1,009 | 0051 | 532
The factor that characterizes the level of customer
service (PPC) 1,006 | 1,072 | 1,059 0,054 5,32
The number of customer complaints recorded in the
review books per year 5 3 2 -3,000 -60,00
Number of violations of the rules of sale of goods
and trade equipment of buyers, recorded by the 8 5 3 ~4.500 -60.00
officials of the controlling bodies ’ :

Note: made by author on the basis of «Cepheus-Groupy», LLC balance sheet

According to the above calculations of social indicators of the organization of
sales activities of «Cepheus-Group», LLC, it is worth noting that for 2016-2018 we
see an increase in the completion rate of purchase by 49.33%, indicating an increase
in the number of purchases made in «Cepheus-Group», LLC Group «. The cost of
time to purchase goods for 2017-2018 was in compliance with the normative value
and indicates that the actual cost of time for purchasing goods at «Cepheus-Group»,
LLC is optimal. The factor characterizing the level of service delivery to buyers for
2016-2018 increased by 5.32% and amounted to 2018 in 2018. A positive factor in
the organization of sales of «Cepheus-Group», LLC was the reduction of the number
of customer complaints recorded in the books of reviews for the year and the number
of violations of the rules of sale of goods and trade equipment of buyers, recorded

by officials of regulatory authorities.
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Let's calculate the technical and technological indicators of the organization
of sales activities «Cepheus-Group», LLC (Table 2.8).
Table 2.8
Dynamics of technical and technological indicators of the organization of sales

activities of «Cepheus-Group», LLC for 2016-2018 (thousand UAH.)

Indicator 2018 /2016
2016 2017 2018 absolute
. %
deviation
: - - v

Share of inventory placed in the trading hall (CHT),% 7309 | 7459 | 75.98 +2.89 +3,95
Retail space based on:
- one trade and operative worker (SOP), m2 55 55,7 55.1 +0,10 +0,18
- one registrar of settlement operations (Stz), m2 121 125.1 127.8 +6,80 +5,62
Setting Area Ratio (Ku) 0.24 0.23 0.25 +0,01 +4,17
Demonstration Area Ratio (cd) 0,65 0,61 0,67 +0,02 +3,08
The share of sales of goods in self-service sections in the
total turnover of the shop (HR),% 75,21 77,08 | 77,35 +2,14 +2,85
Number of varieties of goods sold by the store (KRTY) 14987 | 15312 | 15410 4423 +2.82
Quantity of varieties of goods per I m2 of the trading floor
area (KRT'f) 4,2 7,1 7,9 +3,70 +88,10
Stability factor of the product range (XA) 0.5 0.6 0.7 +0,20 +40,00
Width ratio of the product range (Ksh) 0.68 0,72 075 +0,07 +10,29
Depth factor of product assortment (kg) 0.87 0,98 0,99 +0,12 +13,79

Note: made by author on the basis of «Cepheus-Group», LLC balance sheet

According to the data table. 2.8, it should be noted that the positive moment
in the organization of sales activities of «Cepheus-Group», LLC was the increase in
the share of inventory placed in the trading room by 2.89%. The sales area per one
trade and operative worker increased by 0.1m2. Also, in 2016-2018, the trading area
per account registrar increased by 6.80%. The ratio of the founding area increased
by 0.01. During the study period, we observed an increase in the demonstration area
coefficient of 0.02. The share of sales of goods in self-service sections in the total

turnover of the store for 2016-2018 increased by 2.14%. Also during 2016-2018 we
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see an increase in such indicators as: the number of types of goods sold by the shop
by 423 units or by 2.82%; the number of varieties of goods per 1 m2 of the trading
hall area by 88.10%; the stability factor of the product range by 40%; the width of
the product range by 10.29% and the depth of the product range by 13.79%.
Let's calculate the economic indicators of the organization of sales activities

«Cepheus-Groupy», LLC (table. 2.9).

Table 2.9
Dynamics of economic indicators of sales activity organization
«Cepheus-Groupy», LLC for 2016-2018 (thousand UAH)
2018 /2016
Igtycator 2016 | 2017 | 2018 | apsolute
L X %
deviation
1 0,
tatogsidgadie (RWD)% 12,0 | 1458 | 1798 | 4588 | 48,60
Level of operating costs (POPs) including costs for: 9.8 10,0 10.2 +0,40 +4,08
- 1 0
remuneration (ROVop),% 8.7 9.3 9.8 +1,10 +12,64
9 < 5
advertising (ROVr),% 0.23 0,51 0,65 +0,42 +182,61
= 5
Profitability of turnover (Pm),% 2.11 241 2.52 +0,41 +19,43
The ratio of the rate of increase in labor costs and:
Saimogeg (1) 052 | 065 | 071 +0,19 | +36,54
~eross-igeoi® (KA 0,65 | 091 | 095 | +030 | +46,15
Share of sales and operational personnel in the total number
of employees (PVP),% 61,11 63,28 | 65,17 +4,06 +6,64
Time of circulation of goods (CHO), days 71 23 25 +4 +19,05
Proportion of revenue from the provision of paid services in
the total amount of income (PPP),% 0,4 0,4 0,6 +0,20 +50,00
- 1 Y
Level of loss of self-service goods (PBC),% 0.5 0.6 0.7 +0,20 +40,00

Note: made by author on the basis of «Cepheus-Group», LLC balance sheet

Thus, during 2016-2018 we see an increase in the gross income level by
48.60% and the operating expenses of LLC Cepheus-Group by 4.08%. Also during

2016-2018 we see an increase in the level of operating expenses for salaries by
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12.64% and the level of operating expenses for advertising by 182.61%. The
profitability of Cepheus-Group LLC increased by 19.43%. In 2016-2018, the ratio
between the growth rate of labor costs and turnover increased by 36.54% and the
ratio between the growth rate of labor costs and gross income increased by 46.15%.
The share of sales and operational personnel in the total number of employees
increased by 6.64%. We also see an increase in the turnover of goods in the days of
commodity turnover in 4 days. In 2016-2018, the share of revenue from the
provision of paid services increased by 50% in total revenue and the level of loss of

self-service goods by 40% relative to the indicators.
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PART 3
IMPROVEMENT OF ENTERPRISE SALES ACTIVITY MANAGEMENT
IN «CEPHEUS-GROUP» LLC, KYIV

3.1. Planning measures to improve the enterprise sales activity management

For «Cepheus- Group», LLC, it is important to improve the mechanism of sale
of agricultural products, which directly affects the improvement of financial results
of operations and, accordingly, has a positive impact on the development of the
enterprise. In this regard, it is proposed to open an online store through which
agricultural goods will be sold .

Considering that, as a result of the analysis in section 2, it was found that one
of the weaknesses in the present activity of the investigated enterprise is the lack of
sales channels through the Internet , it is quite appropriate to propose «Cepheus-
Group», LLC to include in its strategic plan of development of creating a channel
for setting up online sales of agricultural products. It should also be noted that the
use of opportunities for online communication with consumers as a whole can have
a positive impact on both the organization process and the results of managing the
sales activity of the enterprise. Therefore, we propose as one of the ways to solve
this problem to develop a plan of action for opening a special online store.

We plan that the online store of «Cepheus- Group», LLC will be accessible
for all who use the Internet resources and interested in the company's products.
Unlike a regular store, which, unfortunately, is difficult to place in every district of
the city, in each regional center, the online store will operate everywhere. At any
time of the day the visitor will be able to visit the site of «Cepheus- Group», LLC
and search for the necessary range of cereals, oilseeds and other crops.

It is worth mentioning that in the online store of «Cepheus- Group», LLC will
display an assortment of agricultural goods with photos, illustrations, description,
which will allow the visitor to himself to deal with the offered goods and services.

At the same time, the company does not need to retain a huge staff of employees
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who would answer endless questions of visitors. But the site will create a section of
frequently asked questions of customers.

By creating an online store «Cepheus- Group», LLC will always be able to
determine what is most interesting to visitors, which product is in greatest demand,
which is important now in the market.

The steps and timing of the initial phase of the online store project are given
in Table. 3.1.

Table 3.1
Stages and time parameters of the initial stage of the project of creation of the

online store of Cepheus- Group», LLC are offered

Time of
Stage implementation, Costs, UAH
days
p i i ill deal with

1 Contac.:tlng firm CMS FloMaster , which will deal wi ] da) 336.73
the creation of an online store

2. Conclusion of the contract 1 day 330,00
3. Creating a store 14 days 4785,00
4. Recruitment staff to maintain the store 5 days 1683,67
5. Setting up work in officially second store 14 days 4532,46
6. Saturation of the product range 7 days 2357,14
7. Starting an advanced online store to work 7 days 2475,00
Total X 16500,00

Source: developed by the author

It should be noted that items 1-2 are executed simultaneously. In view of this,
the total duration of the initial stage of the project is 49 days.

The forecast of the sales plan for 2020-2022 at «Cepheus- Group», LLC was
based on the needs of the market and was adjusted to take into account the
possibilities of sales of agricultural products. We plan that during 2020-2022 the
creation of an online store for «Cepheus- Group», LLC will influence the increase

of the total income of the enterprise by 3181.3 thousand UAH. To create an online
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store of «Cepheus- Group», LLC need to develop a Web site (development cost
online store official data of CMS FloMaster is about 16,500 USD.).

In Appendix E, we present a plan of income and expenses as a result of the
creation of the online store of «Cepheus- Group», LLC for 2020 with a monthly
distribution and for 2021-2022 with a quarterly distribution.

Thus, the introduction of modern information technology in the activities of
«Cepheus- Group», LLC allows to increase the number of orders, to increase
productivity of staff, to improve service, to reduce certain categories of expenses
(communication, mailing); increase the competitiveness of the enterprise and its
communication products , enhance the economic security of the organization

Based on the above indicators, we will evaluate the effectiveness of an
alternative project to create an online store under three development scenarios. We
calculate the indicators of a realistic scenario of creating an online store (Table 3.2).

Table 3.2
Estimated cost-effectiveness of creating an online store for «Cepheus-

Group», LLC in a realistic scenario

Years
Parameter

0 years 1 year 2 years 3 years
Cash flow, Rk , ths . 0 11959,6 13155,6 13753,6
Vol. of investment investments, IP, thousand UAH . 16.5 60.7 66,8 73.5
The discount factor, o and 1 0.8 0.64 0.51
Discounted cash flows, CF * o ,ng UAH thousand . 0 9567,7 8419,6 7014,3
Discounted investment, and * o aq thousand . 16.5 48.6 42.8 37.5
oo, bomalativly NPV sathousnd UK | 165 | 9519 | 3768 | o976
EBITDA / Operating profit, ths. -16.5 11898,9 13088,8 13680,1
Index of Return on Investment 197,0 X X X
Payback period 0.1 X X X

Source: developed by the author
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Thus, under the realistic scenario of the discount rate of 20%, the net present
value of the project was positive (in 2020, the figure is UAH 9,519.1 thousand),
which indicates the effectiveness of investments. Summarizing the above
calculations, it is worth saying that the total amount of cash flow in the first year of
creation of the online store exceeds the investment costs by UAH 11898.9 thousand,
which is a positive phenomenon for the activity of the enterprise. As a result of
creating an online store, «Cepheus- Group», LLC will profit; the return on
investment index is 197.0. Since the index of return on investment is higher than 1,
this project should be taken into account and implemented in the practical activity
of the enterprise, because it is appropriate and profitable for «Cepheus- Group», LLC
analyzing the payback period, we conclude that the investment project to improve
the management of the company's sales activities by creating an online store will
pay off within the first month of project implementation.

We calculate the indicators of the pessimistic scenario of creating an online
store, provided that the planned income level is reduced by 3% (Table 3.3).

Table 3.3
Estimated cost-effectiveness of creating an online store for «Cepheus-

Group», LLC under the pessimistic scenario

Years
Parameter

0 years 1 year 2 years 3 years
Cash flow, Rk , ths . 0 11600,8 12760,9 13341,0
Volume of investment investments, IP, thousand 16.5 60.7 66.8 735
UAH .
The discount factor, o and 1 0.8 0.64 0.51
Discounted cash flows, CF * o ,ng UAH thousand . 0 9280,634 8166,996 | 6803,9059
Discounted investment, and * o ang thousand . 16,5 48,56 42,752 37,485
EBITDA / Operating profit, ths. -16.5 11540,09 12694,13 | 13267,492
Index of Return on Investment 191,1 X X X
Payback period 0.1 X X X

Source: developed by the author
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So, under the pessimistic scenario of development based on the creation of an
online store for «Cepheus- Group», LLC, we also plan to generate operating profit
(the indicator ranges from UAH 11540.09 thousand in 2020 to UAH 13267,492
thousand in 2022 ). Profitability index greater than 1, payback period is 1 month.

In the table. 3.4 calculate the indicators for the optimistic scenario of creating
an online store for «Cepheus- Group», LLC «, provided that the revenue is increased
by 3% to the corresponding indicators of the realistic scenario.

So, under the optimistic scenario of development based on the creation of an
online store «Cepheus- Group», LLC, we plan to get operating profit (the indicator
ranges from UAH 12257.7 thousand in 2020 to UAH 14092.7 thousand in 2022 .).
Profitability index is more than 1, payback period is less than 1 month.

Table 3.4
Calculation of cost-effectiveness indicators for creating an online store for

«Cepheus- Group», LLC under an optimistic scenario

Years
Parameter
0 years 1 year 2 years 3 years
Cash flow, Rk , ths . 0 12318,4 13550,3 | 14166,2
Volume of investment investments, 16.5 60.7 66.8 735
IP, thousand UAH . ' ' ) ’
The discount factor, o and 1 0.8 0.64 0.51
Di ted cash fl F * o and UAH
gopuitted el gRs, L") 0 0854,7 | 86722 | 72248

thousand .
The net present value of the
project, cumulatively , NPV a4 thousand -16.5 98006,1 8629.4 7187,3
UAH .
EBITDA / Operating profit, ths. -16.5 12257,7 13483,5 | 14092,7
Index of Return on Investment 202.94 X X X
Payback period 0.06 X X X

Source: developed by the author



40

Summarizing the various possible scenarios of creating an online store for
«Cepheus- Groupy», LLC «, it should be noted the cost-effectiveness of improving
the management of sales activities of the enterprise through Internet resources.

Thus, the opening of the online store of «Cepheus- Group», LLC for sale of
agricultural products is effective and will increase the profitability and sales level of

the goods of the enterprise.

3.2. Forecasting the results of implementation of improvement measures

at the enterprise

The system of management of sales activity should correspond to the main
directions of economic activity of the enterprise, to provide such maintenance of
production, sales, warehouse, transport and other activity at which products are sold
to the consumer in a timely manner. We consider it expedient to consider a logistical
approach to the organization of the sales process at the enterprise, as logistics is
guided by the principles of rational management of inventory, it is necessary to
create such organizational systems that would reflect this flow. Integration of the
principles of logistics and sales into the organizational structure of enterprise
management involves the concentration of functions related to the sale of
manufactured products in the sales and logistics department. Such structure creates
wide opportunities of logistical optimization of material flow at the stages of market
situation research, supply of materials, raw materials, as well as at the stages of
distribution, sale of products to consumers and after sales service.

In our view, a sales forecast is an element of the enterprise's sales policy
around which all business planning revolves. Each structural unit of the enterprise
needs a sales forecast to coordinate its activities with the overall goals and objectives
of the enterprise. Businesses develop production programs in accordance with
forecast requirements. In today's environment, short-term forecast periods based on

seasonal needs or production cycles are effective for many businesses. The diploma
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thesis should offer a method of forecasting the volume of sales, which takes into
account seasonal fluctuations most.

Let's forecast the additional profit by improving the sales of agricultural
products in «Cepheus- Group», LLC. To develop a predictive model, we use an
algorithm for constructing econometric models of enterprise sales activity:

1. Here are the actual performance indicators of sales activities of «Cepheus-
Group», LLC.

2. We calculate the econometric parameters of forecasting sales activities of
«Cepheus- Group», LLC, using the method of least squares and build a forecast (
trend ) model.

3. We calculate the forecast values of sales activity of «Cepheus- Groupy,
LLC for the next 3 years.

We build dynamics of additional profit at the expense of improvement of sale
of agricultural products of «Cepheus- Group», LLC

We build dynamics of additional profit at the expense of improvement of sale

of agricultural products of «Cepheus- Group», LLC (Fig. 3.1).

Indicators of the sales activities effectiveness

2015-2018
2015 CARATN NN \\X¥Y (IS AU TN 2?2 NY 1]
2006 T UONAY AL Y ANV U™ AL T LY T
2017 RNT AANT ALY O\V IWNT _LYXL7 NV A
20018 BN AWV I\ AU (0 XKL
0 100 200 300 400 500

Fig. 3.1. Dynamics additional revenue by improving the sales of agricultural

products of «Cepheus- Group», LLC (ths. UAH).

Source: developed by the author

Investigating the value of additional profit due to the improvement of
agricultural products sales in «Cepheus- Group», LLC, it can be said that during the
period under review, the figure gradually increased - in 2018, compared to 2015, the

indicator increased by 1.52%.
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We calculate the table of values for the additional profit at the expense of

improvement of sale of agricultural products in «Cepheus- Group», LLC (table. 3.5).
Table 3.5

Calculation of the theoretical value of the additional profit due to the improvement

of the sale of products in «Cepheus- Group», LLC

Gerioay | Y (e perormanee ndicator, [, Yoot
1 312,38 1 312,38
2 369,27 4 738,54
3 400 9 1200,00
4 475,2 16 1900,80
10 1556,85 30 4151,72

Source: developed by the author

Using formulas 3.1 and 3.2, we will determine the econometric parameters of

additional profit by improving the sales of agricultural products in «Cepheus-

Group»,LLC :

2V -ax )t (3.1)

CIOZ—

t

where a 0, a 1 are the econometric parameters;

Y t is the actual value of the studied indicator;

t 1s the period of the study (years).

B
21 (3.2)

t

A t
1 th_(zt)z

t

451,72 1556,85%10

%= T30 (10x10)
4

=51,919.

£ X 1556,85—:1,919><10 259,415,
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The function of the forecast model of the additional profit at the expense of
improvement of sale of agricultural products in «Cepheus- Group», LLC will look

like this: v, =259,415+51,919xt

We calculate the estimated value of additional profit by improving the sales
of agricultural products in «Cepheus- Group», LLC for the next 3 years:

Y, =259,415+51,919x5=519,01 mavan — forecast of the value of the

additional profit due to the improvement of the sale of agricultural products of
«Cepheus- Groupy», LLC in the 1st year of forecasting;

Y, =259,415+51,919x6=570,93 wasvan — forecast of the value of the
additional profit due to the improvement of the sale of agricultural products of
«Cepheus- Groupy», LLC in the 2nd year of forecasting;

Yo =259,415+51,919x7 = 622,85 mes.van — forecast of the value of the

additional profit due to the improvement of the sale of agricultural products of
«Cepheus- Groupy», LLC in the 3rd year of forecasting.

To determine the predictability of additional profit by improving agricultural
sales on the basis of pre-existing trends, it i1s advisable to use trend analysis based
on the correlation-regression method, which is based on the actual values of sales
activities .

We construct a trend model of change of additional profit at the expense of

improvement of sale of agricultural products of «Cepheus- Group», LLC (Fig. 3.2).

Dynamics of sales activity indicators
y=51,919x + 259,42
R2=0,9956

600,00 o
400,00 e S - :
200,00
0,00
2015 2016 2017 2018 2019 2020

«=@== |inear trend

Fig. 3.2. Trend model of additional profit at the expense of improvement of sale of

agricultural products of «Cepheus- Group», LLC (thousand UAH)

Source: developed by the author
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Thus, according to the calculation of the forecast model of additional profit at
the expense of improvement of sales of agricultural products of «Cepheus- Groupy,
LLC, it can be said that the increase of the value of additional profit at the expense
of improvement of sales of agricultural products of «Cepheus- Groupy», LLC - in
2019, compared from 2018, it will increase by 9.22%. This technique of forecasting
sales volumes can be used by enterprises with large-scale, mass production of
products during short-term forecasting and organization of operational management

of production at the enterprise.
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CONCLUSIONS AND RECOMMENDATIONS

Therefore, the results of the study should draw the following conclusions:

1. It is stated that the marketing activities of enterprises should be understood as
the process of promoting products to the market and organizing commodity
exchange for profit. Determining its content, the most universal criterion
should be the minimum cost or maximum effect of all sales functions of the
enterprise. The essence of this approach is to integrate the functional areas
associated with the flow of material flow from producer to consumer
(transportation, inventory management, warehousing, information support,
etc.) in a single complex.

2. It is revealed that effective management of marketing activity is one of the
key elements of successful functioning of the enterprise. Optimization of sales
processes will allow the company to enter new markets and thereby increase
the efficiency and effectiveness of its own production activities.

3. It is researched that "Cepheus- Group", LLC is an agricultural enterprise
which is engaged in growing of organic grain, oil and other crops. It is worth
noting that in the structure of economic activity of "Cepheus- Group", LLC
for the years 2016-2018 there were the following changes: the volume of grain
and leguminous crops increased by 295.52 thousand UAH. or
14.47%. Instead, in 2016-2018 the volume of sunflower on grain decreased
by UAH 411.26 thousand. or 20.14%; during 2016-2018 the sales of soybean
"Cepheus- Group", LLC decreased by 1771.9 thousand UAH. or
61.97%. According to the conducted economic and mathematical analysis, it
can be said that the formation of agricultural product quality of
"Cepheus- Group", LLC is influenced by such factors as: quality of
agricultural products, the level of assortment policy of the enterprise, sales
and logistic policy of the enterprise, production potential of the enterprise,
energy intensity of the process production of agricultural products.

4. Ttis analyzed that during 2016-2018 we see an increase in the level of gross
income by 48.60% and the level of operating expenses of "Cepheus- Group",
LLC by 4.08%. Also, during 2016-2018 we see an increase in the level of

operating expenses for salaries by 12.64% and the level of operating expenses
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for advertising by 182.61%. Profitability of "Cepheus- Group", LLC
increased by 19.43%.

. It i1s important for "Cepheus- Group", LLC to improve the mechanism of sale
of agricultural commodities , which directly influences the improvement

of financial results  ofactivities and accordingly positively influences the de
velopment of the enterprise . In this regard, it is proposed to open
an online store through which agricultural goods will be sold . By means
of the creation of the Internet -shop of "Cepheus- Group", LLC always will
be able to identify , that the most interested visitors , which product is the
most demand, which is important on the market.

Summarizing the various possible scenarios for creating Internet -shop for
"Cepheus- Group", LLC should be noted economic efficiency improvement
of management of marketing activity of the enterprise by using Internet
resources . According to the conducted calculation of predictive models
of additional income for the expense of improving sales of
agricultural products of  ""Cepheus- Group", LLC you can say, that
the projected increase in the value of additional income for the expense of
improving sales of agricultural products of "Cepheus- Group", LLC - in
2019 year , compared with 2018  year, the indicator will increase by
9.22%. This method of forecasting the volume of sales of
products can be used by enterprises of  the serial , mass production of
products under a short-term forecasting and organization of

operational management of production at the plant .
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PoGora Bukonana nin naykosum KePIBHHIITBOM KaHI. €KOH. HayK, JOLEHTA SIALIUHOI K.B.

ENTERPRISE SALES ACTIVITY MANAGEMENT: OBJECTIVES
AND SCIENTIFIC APPROACHES TO EFFECTIVE IMPLEMENTATION

PAROVENKO 0., the 1* year of Master program FEMP KNUTE,
Specialization «Trade Management»

1 V' cmammi  eusnaveno cymuicme 30ymosoi  disnbrocmi nionpuememea. Ilobyoosano
b CMPYKMYPHO-N02IYHY CXeMy npoyecy YOOCKOHANeHHA cucmemu Ynpasninua 36ymoeoio dianvuicmio
AN nionpuemcmesa. Obrpynmosano HANPAMU 600CKOHANEHHSA YNPAGNIHHA 36ymom npooykyii Ha ocHosi
Q)

SUKOpUCMAHHA MemoOonozii konwmponinzy. IToxasana MOJCIUBICMb  KOOPOUHAYIT pi3Hux cayxnco
\l nionpuemcmea e npoyeci 36ymy npodykyii.
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The article defines the essence of the sales activities of the enterprise. The structural and
logical scheme of the process of improving the management system of the sales activity of an
" enterprise has been built. The directions Jor improving the management of product sales based on
« the use of the controlling methodology are substantiated. The possibility of coordinating various

« services of the enterprise in the process of product sales is shown.

Relevance of research. The economic situation of the domestic economy in the current
\( instability of the business environment characterizes the decline in demand in foreign and domestic
. markets, as well as the strengthening of competition. In this case, Ukrainian enterprises are in
adifficult situation to maintain their market positions when the choice of effective methods for
promoting finished products to markets and organization of commodity exchange is complicated.
‘ Nowadays, the main means that determines the results of economic activity and performance
of any organization, is an effective system of sales activities, which includes both the main
interacting elements, and the methods of sales at the enterprises. That is why, in the face of growing
competition between global producers of various goods and services, enterprises need to reorient
their marketing activities to meet the needs of major customers, timely response to consumer
market demands, as well as effective interaction with internal and external contractors.
< A review of research publications and recent papers. Research on the improvement of
A the organization of sales activities of the enterprise was reflected in various scientific papers of such
‘\élthors as LA. Abramovich, L.Y. Gnilyanska, N.V.Ivanochko, A.V. Kvitka, D.V.Korneva,
+ G.M. Tarasyuk, 0.V. Sheremetinskaya and others. However, despite the significant contribution of
Scientists, certain aspects and issues of the study of the management of sales activities of the
terprise still need to be clarified and further scientific elaboration.
The purpose of the article is to develop theoretical fundamentals and scientific and
tical recommendations for management of sales activities of the enterprise.
. Scientific researches on the improvement of the organization of sales activities of the
erprise were formed on the basis of studying, analyzing, rethinking theoretical and
€th0dological developments of both domestic and foreign scientists.
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The main results of the research. In today’s conditions of a developed market economy 1
among the factors of effective work of the company is allocated a system of ensuring effective sales
policy. However, in our country, marketing application as a holistic concept of market management
is now an exception rather than a rule. The marketing experience available in other countries is not
always applicable in a specific domestic market. In Ukraine, managers often lack knowledge of
management and marketing, decisions are made intuitively.

Only those who guessed the direction of market development survive. Therefore, first and
foremost, it is advisable to determine the essence of the concept of «sales activityy in order to
ensure the development of the management of sales activities of the enterprise. In our opinion, it is
advisable to clarify the definition of this concept (Fig. 1).

I Author, Source l:::;[ Definition of the concept ]
L Sales activity is a set of actions performed from the moment when the
I. Abramovich product, in the form in which it will be used, enters the commercial
[1, p. 25] enterprise or the final producer, and until the moment when the <

| consumer buys it.

p Sales activity is a subfunction of marketing, which includes all actions that
L.Y. Gnilyanskaya occur with the product in the interval of time after its production and before
= p

[3] consumption begins.

Sales activity is a complex process, which contains not only measures for the
N.V. Ivanochko - formation of distribution channels and the trade in goods and services, but also
[4, p. 215] the whole range of actions that ensure the increase of sales efficiency.

y

A.V. Kvitka S

Sales activity is a chain that connects the manufacturer with the consumer

5, P'll 56] through the intermediate links: salesmen, resellers.
G'?;[' pTaSr;?{uk Sales activity is an integral process that involves planning the volume of sales

of goods, taking into account the expected level of profit.

Sales activity is the distribution of goods, which constitutes the transfer of
O.V. Shereme- =X ownership of goods in the process of its transfer from producer to consumer.
tinskaya [8]

Fig. 1. Interpretation of the concept of «sales activity» by different scientists
* Made by the author.

The analysis of various scientific papers (Fig. 1) suggests that modern scientific thought v
offers several approaches to the definition of «sales activity of the enterprise»: some identify it with
the concepts of «distribution», «commodity» or «sales»; others regard as sale or as the final stage of
the enterprise’s business, or actually reveal sales activity through the management of marketing‘i
activities.

Increasing sales efficiency is impossible without choosing the best selling tools: advertising,
promotion, special pricing methods and other methods. Promotion of products in the market
involves the use of aggressive sales methods, active advertising policies, the application o
measures to stimulate sales, which are discounts on products, its abolition, the holding of'
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exhibitions, lotteries, etc.). An important role in promoting products is the packaging, used by the
manufacturer to provide its products with features that distinguish it from competitors’ products [2,
p191]¢

In fig. 2 we offer a general structural and logical scheme of the process of improving the
management system sales activities of the enterprise, which consists of a set of interconnected
stages. It is worth noting that the system of purposes for the formation and development of a
management system marketing activities of the company should logically proceed from the chosen
goals of sales.

Change in buyer behavior and intensification of competition forces executives to look for
such methods of studying the needs of consumers, which will allow them to better position their
product offer. It should maintain and increase its market share, reducing the cost of goods turnover,
increasing profitability and increasing the degree of satisfaction of the growing needs of buyers.
Formation of the needs of consumers is the most important task of commercial activity, marketing
and competition. The value of the search for new methods has increased especially in recent
decades in terms of economic growth the role of consumer needs in improving the efficiency of the

enterprise [1, p. 27].

Definition of strategic goals of the enterprise Evaluating efficiency
procurement policy
vt ¥
Formation of the system of sales goals in = . g
accordance with the strategic objectives of the Monitoring the progress of lfnplementanon
. procurement policy
enterprise
vt tv
Determine the purpose of the procurement Procurement implementation
policies according to sales goals B politics
f
11 Purchasing formati
Identification of factors contributing to the y ;lgm:srm as
achievement of the objectives of the
procurement politics ¥
v Capability overview application
Development and analysis of alternatives >

Fig. 2. Structural-logical scheme of the process of improving the management of sales
activities of the enterprise (built on the basis of [6, p. 189])

In our opinion, the main purpose of sales - is the realization of the economic interest of the

»“ manufacturer (obtaining business profits) on the basis of satisfying consumers’ solvent demand.

Sales carry the functions of determining the final result of the enterprise and increasing the

Q\\competitiveness of its production through a well-organized sales. On the basis of effective

distribution of services, the focus is on satisfying the various requests of end-users, as well as the
Construction of a distribution system that would be effective both for the enterprise itself and for its
clients. In this case, the way of existence of this effective distribution system will be considered as a
set of actions to maximize the approximation of services to the target group of consumers, or vice
Versa, attracting consumers to the place of production of services. The choice of orientation and

thod of satisfying consumer inquiries is the essence of the company’s «policy» of the enterprise,

[ hich is the most important aspect in the field of service sales, which is a special kind of product.
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Planning of sales of the domestic enterprise is a means of achieving the objectives of the
enterprise, aimed at meeting the needs of consumers [3]. The importance of product sales planning
lies in the fact that the planned sales volume determines all the most important indicators of the
enterprise: the size of income, profit, the level of profitability, etc. From the quality planning of
sales depends on the production process and material and technical supply. The sales process ,
determines the results of the entire company and aims to expand the market. ! ¢

The sales process of the company’s production largely depends on the environment.
Therefore it is necessary to study the environment for timely response to changes. The external
environment greatly influences the adoption of effective solutions, therefore, the necessary tools
that allow for the planning of product sales to consider the factors of environmental change. The
complexity with consumer products increases uncertainty in the formation of sales plans, and,
consequently, increases the risks in achieving the objectives, therefore, alternative strategies for
product sales, agreed with the overall strategy of the enterprise [5, p. 157).

Strategic planning plays a pivotal role in improving the management system of the sales
activity of an enterprise, because the strategy of sales, which should be developed for the long-term
period, determines the mission of the enterprise in the most effective way.

In the existing system of enterprise management, the coordination of the interaction of
specialists of various services of the enterprise in the performance of their functions faces
conflicting interests. To effectively reconcile inter-functional contradictions, a system of controlling
the management of sales of products should be developed [7, p. 531]. It can be noted that from the
organizational and functional content controlling is a subsystem management, which covers all
levels of management of sales, as well as coordinates sales interaction with the divisions of the
enterprise both vertically and horizontally.

In general, the need and the possibility of introducing controlling are determined by the
following provisions: it is a new and effective tool for solving the tasks of enterprise management
that meets the conditions of market relations and information of the enterprise; promotes increase of
competitiveness of the enterprise in conditions of instability and uncertainty of a market
environment; uses modern tools for optimizing sales management processes and for developing
managerial decisions; is based on the basic provisions of the system approach; provides efficient
solution of tasks and development of managerial decisions of a strategic and operational character.

Currently, as shown by the analysis, there are a number of concepts, each of which reflects
both scientific development and certain views of researchers. These concepts are not contradictory,
but complement the scientific arsenal of research controlling. 9

Conclusions. Consequently, the approaches to managing the sales of domestic enterprises ' \'eygam
are investigated. The results of the study suggest that the methods and tools used in domestic
enterprises do not contribute to the successful solving of sales problems. Also in the scientific -
article the possibility of using controlling instruments is defined: in the modernization of the
structure of sales management; the need to apply modern methods of strategic and ongoing
planning; in creating a feedback system with consumer products; in coordination of various services
of the enterprise in the process of coordinating interrelated performance indicators.
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IHCTPYMEHTH JIATHOCTHUKHA KOMEPLIMHOI AISLJIBHOCTI

CABYEHKO A., Im kypc ®EMII KHTEY,
cneniaabHicTh «MeHeKMEeHT,
cneniamizanis «Ynpasiinag 6i3Hecom»

Cmamma npucesuena po3sumxy meopemudnux 3acad ma MemooudHoz0 iHCmMpyMeHmapio
KOMRNEKCHOIOIazZHOCMUKY KOMepYiunoi Oisnsnocmi nionpuemcmea. Busnaveno memy ma emanu
KOMNIEKCHOI QiazHOCMUKU KOMepYitinoi disnbHocmi nionpuemcmea. 3 mMemoio OideHOCMuKY pieHs
egpexmusHocmi  Komepyitinol OianbHOCMI  NIONPUEMCME MOp2iéni 3aNPONOHO6AHO BUKOPUCTO-
syeamu cucmemy abCOMOMHUX MA BIOHOCHUX NOKA3HUKIE, w0 NOEOHAHi 6 GNOKU, 3aNeHCHO i)
OCHO8HUX KoMepyiunux npoyecié ma onepayiu. Po3po6ieno mampuuny modens diaznocmuku egex-
mugHOCMI KomepyitiHoi dianbrocmi nionpuemcmea cghepu 2ocmunnocmi

The article is devoted to the development of theoretical foundations and methodical tools of
complex diagnostics of commercial activity of the enterprise. The purpose and stages of complex
diagnostics of commercial activity of the enterprise are determined. In order to diagnose the level
of efficiency of commercial activity of trading enterprises, it is proposed to use a system of absolute
and relative indicators, which are combined into blocks, depending on the main commercial
processes and operations. A matrix model for diagnosing the efficiency of commercial activity of

_hospitality industry is developed

1
A

AKTyanbHicTh TeMH. 32 OCTaHHI JECATHIITTS KOMepUiiiHa MisTbHICTE 3a3HaNa CePHO3HUX
3MiH. TeopernyHi Ta METOAONOriYHi CTOPOHM MIArHOCTHKA TAKOi MiSUIBHOCTI B TPaH3HTHBHIi
CKOHOMILli aKTHBHO JIOCHIUKYIOTBCS BITYH3HSHUMH BYEHHMH, OJIHAK OTPHMAHi HUMH pE3yIbTaTH
N0TpeGyIoTh y3aranbHEHH, a [0 HU3Li MO0KeHb BUMAraloTh HOBOTO OCBITIICHHSL.

Komepmiitna misuibRicTs sik criemuivuna chepa eKOHOMIKH PO3IIISIAETHCA B PI3HAX acmek-
Tax Ta mij pisHHMH KyTaMH 30py, ajle 3HAYHOIO MipOIO 6e3 3aCTOCYBaHHS IIPHHITMILY CHCTEMHOCTI.
Bonnouac JIarHOCTHKY TaKOi JisUIBHOCTI HE MOXHA BiJJOKDEMHTH Bi CHCTEMH IiarHOCTHKH
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Appendix B
Bananc (3BiT npo ¢inancosnii cran)
Ha 31 rpyans 2016 p.
AKTHB Kon Ha nmouyaTok 3BiTHOTO Ha kinensp 3BiTHOrO
paaKa nepiogy nepioxy
1 2 3 4
1. HeoGopoTHi akTHBH | <] |
HewmatepianbHi akTHBH 1000 8162 6 502
TIepBICHA BapTIiCTh 1001 8300 8300
HAKOIMYCHA aMOPTH3AILis 1002 (138) (1798)
HesaBepiieni kamitanbHi iHBECTHITIT 1005 59 638 4 586 564
OcHoBHi 3ac00H 1010 1459 652 8918 429
TIepBICHA BapTIiCTh 1011 1556 985 9773 941
3HOC 1012 (97 333) (855512)
[HBecTHITIIIHA HEPYXOMICTh 1015 - -
JloBroctpokoBi 6i0JIOT14HI aKTHBH 1020 - -
JloBroctpokoBi (hiHaHCOBI IHBECTHUIIIT: 1030 - -
SIKI OOJIIKOBYIOTBCS 32 METOJIOM Y4acTi B
KaniTani iHIIMX [iIITPUEMCTB
iHI1 QinaHcoBi iHBecTHII] 1035 z 3
JloBroctpokoBa /1e0iTopchKa 1040 - -
3a00proBaHiCTh
BincTpoueHi monaTkoBi aKTUBU 1045 - -
[HII1i HeOOOPOTHI AKTHBH 1090 - <
Yceboro 3a pozaisiom I 1095 1527 452 13 511 495
II. O6opoTHi akTUBH
3amacu 1100 5955 341 12 732 463
BupoOuuui 3amacu 1101 35253 1027 338
HesaBepiene BUpOOHUIITBO 1102 5017613 5 248 409
l'otoBa mpoayKIist 1103 902 474 6456 716
[ToroyHni 6i0JIOT1YHI aKTHBH 1110 - -
JlebiTopchka 3a00proBaHiCTh 3a MPOAYKIIITO, 1125 17 803 5918988
TOBapH, poOOTH, OCITYTH
JlebiTopchka 3a00proBaHicTh 32 1130 - -
PO3paxyHKaMu:
32 BUJIAHWMH aBaHCAMHU
3 OI0KETOM 1135 198 247 1863 671
Yy TOMY YHCII 3 TIOIATKY Ha MPHOYTOK 1136 - -
Irma norovHa J1e0iTopchKa 3a00proBaHicTh 1155 2767 548 5544 512
[Totouni ¢iHaHCOBI IHBECTHUIIIT 1160 - -
I'pomri Ta iX eKBiBaJICHTH 1165 336 4967
PaxyHku B OaHKax 1167 336 4967
Butparn maitbyTHix niepionis 1170 - =
a1 000POTHI aKTHBH 1190 28 333 602 799
Yceboro 3a posgiziom 11 1195 8967 608 26 667 400
I11. Heo60opoTHi akTHBHU, yTPUMYBaHi ISl 1200 - -
NPOAAXKY, TA TPYNU BHOYTTS
Bananc 1300 10 495 060 40 178 895
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ITacus Kon Ha nmouyaTok 3BiTHOTO Ha kinenp 3BiTHOrO
psiAKa nepioxy nepioxy
1 2 3 4
L. BiiacHuii kamiTaj
3apeectpoBannii (malioBuii) Kamitan 1400 105 575 105 575
Kamniran y nooriakax 1405 - Y
JlolaTKOBUI KarmiTa 1410 - -
PesepBHuii KamiTan 1415 - -
Heposmoninernuit mpuOyTok (HETOKPUTHN 1420 3969 542 15169 515
30MTOK)
Heonumauennii kamitan 1425 - -
Butyuennii karmitan 1430 - -
Yeboro 3a posgiiiom I 1495 4075117 15275090
II. ToBrocrpokosi 3000B’si3aHHs i
3a0e3neYeHHs
BincTpoueHi monaTkoBi 3000B's13aHHS 1500 - -
Jl0BrocTpoKoBi KpenTH OaHKIB 1510 - a
[HII TOBrocTpokoBi 3000B's13aHHS 1515 - 895 358
JloBroctpoxoBsi 3a0e3neueHHs 1520 - -
LinboBe iHaHCyBaHHS 1525 - -
Yceboro 3a posaisiom 11 1595 - 895 358
II1. TloTouHi 3000B’si3aHHA |
3a0e3nmeYeHHs
KopoTkocTpoKoBi KpeinTH OaHKIB 1600 - -
[ToTo4na KpeanTOpChKa 3a00proBaHICTh 3a:
JIOBTOCTPOKOBHMH 3000B'sI3aHHSIMH 1610 - -
TOBapH, poOOTH, MOCITYTH 1615 4 884 205 13 977 421
pO3paxyHKaMu 3 OI0/DKETOM 1620 1336 21 340
Yy TOMY YHCII 3 TIOIATKy Ha NPHOYTOK 1621 - -
pO3paxyHKaMH 31 CTpaxyBaHHs 1625 5 865 14 005
pO3paxyHKaMH 3 OIUIaTH Mparti 1630 12 928 54 683
[Torouni 3abe3neyeHHs 1660 - o
Jloxonu MaitOyTHIX repiosiiB 1665 - S
a1 MoTOYHI 3000B'13aHHS 1690 1515 608 9940 999
Yceboro 3a pozginom 111 1695 6419 943 24 008 447
IV. 3000B’13aHHS1, OB’ sI3aHi 3 1700 - -
HEe00OPOTHUMH AKTHBAMM,
YTPUMYBAHUMH /TSI MPOAQAKY, TA
rpynaMu BUOYTTS
Bananc 1900 10 495 060 40 178 895
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3BiT npo ¢inancosi pesyabTaTn (3BIT IPO CyKYNHMII J0Xix)

2016 p.
I. DIHAHCOBI PE3YJIbTATH
CrarTsa Kon 3a 3BITHHI 3a a”HaJIOrYHui
psnka niepioz niepioz
TIOTIEPETHHOTO
POKy
1 2 3 4
YucTuit 1oxin Bix pearizanii npoaykuii (toBapis, | 2000 25126914 7506 857
pobir, mociyr)
Co0iBapTicTh peai3oBaHol MpoayKmii (ToBapis, 2050 (9 510 6406) (1 000 697)
pobir, mociyr)
BasioBwuii :
puOyTOK 2090 15616 268 6 506 160
30UTOK 2095 - %
[Hnmi omeparniiHi 10Xo0au 2120 1218 487 72 622
AZMIHICTpAaTHBHI BUTPATH 2130 (1584 747) (365 821)
Butpartu nHa 30yT 2150 (2594 098) (206 151)
IHmri omepaniiiHi BUTpaTn 2180 (1 385 764) (24 153)
®inaHCOBHI pe3yabTaT Bi onepauiitHoi
JisIBHOCTI:
IpuOyTOK 2190 11270 146 5982 657
30UTOK 2195 - -
Jloxon Bix ydyacTi B KamiTami 2200 - -
[ami dinancosi goxoau 2220 23 469 710
[ami noxonu 2240 - -
(DiHaHCOBI BUTpATH 2250 (93 541) -
Brpatu Big yuacrti B Kamitani 2255 - -
THmi BuTpaTH 2270 (100) (294 401)
DiHaHCOBHI Pe3yJbTaT 10 ONOAATKYBAHHS:
IpuOyTOK 2290 11199 974 5 688 966
30UTOK 2295 - -
Butpaty (10Xi[) 3 TOAATKY Ha IPHOYTOK 2300 - r
[TpnOyToK (30MTOK) B/l MPUIMHEHOT JiSUTEHOCTI 2305 - -
TTiCIISL OTIO/IATKYBAHHS
Yucrnii pinancoBuii pe3ybTar:
IpuOyTOK 2350 11199 974 5 688 966
30UTOK 2355 - -
II. CYKYITHUM JTOXIJ
HaiimenyBaHHs1 mOKa3HUKaA Kon 3a 3BITHUI 3a a”aJoriYHui
psnka mepion epion
MOTIEPETHHOTO
POKy
1 2 3 4
Joouinka (yrinka) HeOOOPOTHUX aKTHUBIB 2400 - -
Jlooninka (yrinka) ¢piHaHCOBHX IHCTPYMEHTIB 2405 - -
Haxomnrueni KypcoBi pi3HHII 2410 - -
YacTka IHIIOr0 CYKYITHOTO JIOXOly acomiioBanux | 2415 - -
Ta CIUIBHUX ITITPUEMCTB
[HImmMi cykymHui 1oxin 2445 - -
IHmmii cykynHmnii 10Xig 10 0N0JaTKyBAHHS 2450 - -
[Tonarok Ha MpUOYTOK, MOB'I3aHUHN 3 IHIIIAM 2455 - -
CYKYIIHUM JIOXOJIOM
IHmumii cyKkynmHmnii 10Xig mic/is onogaTKyBaHHS 2460 - -
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Cyxynnuii noxin (cyma psaxkis 2350, 2355 ta 2465 11199 974 5 688 966
2460)
I11. EJJEMEHTHU ONEPAIIIHHAX BUTPAT
HaiimeHnyBaHHs TOKa3HUKaA Kon 3a 3BITHHUI 3a a”HaJOriYHUI
psnka niepioz nepion
TIOTIEPETHHOTO
PpOKy
1 2 3 4
MarepianpHi 3aTpatu 2500 22 821 344 4371 636
Butpatn Ha orutaTy nparti 2505 693 472 223 796
BigpaxyBaHHs Ha conliaJibHI 3aX0/11 2510 153 170 82 524
Awmopruzamis 2515 775 939 86 554
[HIIi omepariiiHi BUTpaTH 2520 15411412 3787543
Pazom 2550 39 855337 8552053
IV. PO3PAXYHOK INOKA3HHUKIB IIPUBYTKOBOCTI AKIIII
Hassa crarti Kon 3a 3BiTHUN 3a a”aJIOrIYHUI
psnka niepion nepioz
TIOTIEPETHHOTO
POKy
1 2 3 4
CepeiHpOpIUHA KITBKICTh MPOCTUX aKINiN 2600 - -
CkopuroBaHa cepelHbOpiYHa KUIBKICTb TIPOCTHX 2605 - <
aKIin
YucTuii mpuOyTOK (30MTOK) Ha OJJHY IpocTy akiiro | 2610 - -
CkopuroBanuii 4ncTuii mpuOyToK (30MTOK) Ha 2615 - -
OJTHY NPOCTY aKILIO
JIMBiJIeH 1M Ha OJTHY MPOCTY AKIIO 2650 \ -
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Appendix C
Bananc (3Bit npo ¢inancosuii cran)
Ha 31 rpyans 2017 p.
®opma Nel Koxza IKY /[ 1801001
Ha xinens
AKTHB &on Ha nouarok 3BiTHOrO0 nepioxy 3BITHOrO
PR nepioay
1 2 3 4
1. HeoOopoTHi akTHBHM
HewmatepianbpHi akTHBH 1000 6502 4 842
TIepBiCHA BAPTICTh 1001 8300 8300
HaKOMMYEeHA aMOPTHU3AILis 1002 -1 798 -3 459
HesaBepuieHi kanitaibHi iHBECTHIIIT 1005 4 586 564 5958 666
OcHoBHi 3ac00H 1010 8918 429 11648 267
IIepBiCHA BAPTICTh 1011 9 773 941 14 625 726
3HOC 1012 -855512 -2 977 459
IHBecTHIIIIiHA HEPYXOMICTB 1015 - -
JloBrocTpokoBi 6i0JIOTiYHI aKTHBH 1020 - i
JloBroctpokosi (hiHaHCOBI IHBECTHIIIT:
SIKI OOJTIKOBYIOTBCS 32 METOJIOM Y4acTi 1030 < =
B KaIliTaJli iHIIMX MAMPUEMCTB
iHI1 iHaHCOBI iHBECTHIIIT 1035 < 5
JloBrocrpokosa J1e0iTopchka 1040
3a00proBaHiCcTh ) .
BincTpoueHi moaTkoBi aKTUBU 1045 - -
[H11i HeOOOPOTHI AKTHBH 1090 - 5
Ycboro 3a pozaisiom I 1095 13 511 495 17 611 774
II. O6opoTHi akTHBH
3amacu 1100 12 732 463 17 262 004
BupoOuuui 3amacu 1101 1027 338 1473 829
HesaBepuieHe BUPOOHUIITBO 1102 5248 409 7517 630
['oToBa MpoAyKIist 1103 6456 716 8 053 587
ToBapu 1104 - 216 958
[Toroysi 6i0JIOTIUHI AKTHUBH 1110 - -
I[e61T9pCLKa 3a00proBaHiCTh 3a 1125 5918 988 7907372
TIPOJIYKIIiI0, TOBAPH, POOOTH, MOCIYTH
JlebiTopchka 3a00proBaHiCTh 3a
pO3paxyHKaMHu: 1130 - <
32 BUJIAHMMH aBaHCAMH
3 OI0KETOM 1135 1 863 671 895 904
y TOMY YHMCIIi 3 TTOJIATKY Ha MPHOYTOK 1136 - >
Iulfla QOTOHIE ReQTRODCEKD 1155 5544 512 22 884 586
3a00proBaHiCcTh
[Toroyni ¢inaHCOBI iHBECTHIIIT 1160 - -
['pomi Ta iX eKBiBaJICHTH 1165 4967 113 315
PaxyHkn B OaHKax 1167 4967 113 315
Butparn maitbyTHIX niepioais 1170 - o
[HO1i 000POTHI aKTHBU 1190 602 799 2 664 893
¥Ycboro 3a pozaisiom 11 1195 26 667 400 51728 073
ITI. HeoG0opoTHi aKkTHBH, yTPUMYBaHi 1200 \ )
IS IPOJAIKY, TA TPYNH BHOYTTS
Bananc 1300 40 178 895 69 339 847
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Ha kineus
IMacus Kon Ha nmouarok 3BiTHOrO nepioxy 3BITHOTO
e nepioay
1 2 3 4
1. BuiacHuii kamitaj
3apeectpoBanuii (TalioBHi) KamiTan 1400 105 575 105 575
Kamnitan y goorinkax 1405 - -
JlomaTkoBHH KartiTanx 1410 - -
PezepBHwmii Kamitai 1415 - -
Hepo3snoxinennii npuOyToK (HETOKPUTHH 1420 15169 515 12 240 720
30HTOK)
Heonauenwnii kamitan 1425 - -
Buuryuennii kamitan 1430 - -
Yeboro 3a posainom I 1495 15 275 090 12 346 295
II. ToBrocrpoxkoBi 3000B’s13aHHS i
3a0e3nmeYeHHs
BinctpoueHi momaTkoBi 3000B's13aHH 1500 - -
JlOBrocTpoKoBi KpeanTH 0aHKIB 1510 - -
IHmIi 10BrocTpokoBi 3000B'13aHHS 1515 895 358 3349 226
J10BrocTpoKoBi 3a0e3MeueHHs 1520 - -
[isboBe (iHaHCYBaHHS 1525 - -
Ycnboro 3a posaisiom 11 1595 895 358 3 349 226
III. TloTo4Hi 3000B’s13aHH |
3a0e3nmeYeHHs
KopoTkocTpokoBi kpenuty OaHKIB 1600 - -
[Torouyna xpeanTopchKa 3a00proBaHicTh
3a:
JTOBFOCTPOKOBUMH 3000B'sI3aHHSIMH 1610 - -
TOBapH, pOOOTH, MOCIYTH 1615 13 977 421 20295971
pO3paxyHKaMH 3 OI0DKETOM 1620 21340 42 570
y TOMY YHCIIi 3 TTOJIATKY Ha MPHOYTOK 1621 - -
pO3paxyHKaMH 3i cTpaxyBaHHs 1625 14 005 26 526
pO3paxyHKaMH 3 OIUIATH Mpari 1630 54 683 113 222
[Morouni 3a0e3neueHHs 1660 - -
Jloxomn MaiiOyTHIX mepio/iiB 1665 - -
Iami noro4ni 3000B's13aHHS 1690 9 940 999 33166 037
Ycboro 3a pozaisiom 11T 1695 24 008 447 53 644 327
1V. 3000B’s13aHHS1, OB’ si3aHi 3
HeO0OPOTHUMH AKTHBAMHU, 1700 ) \
YTPUMYBAHUMH /UISI MPOAAKY, TA
rpynamMu BUOyTTS
Bananc 1900 40 178 895 69 339 847
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3BiT npo ¢inancosi pesyabTaTn (3BIiT NPO CYyKYNHUI 10XiN)

3a 2017 p.

I. ®ZIHAHCOBI PE3YJIbTATHU

CrarTa Kon 3a 3a aHaJoriuHmi
psiika | 3BiTHHH nepiog
nepion NoIepeJHLOro
PORY

1 2 3 4
UncTnii 1oXi]1 B peattizamnii npoayKiii (ToBapiB, pooit, Mociyr) 2000 | 27970 154 25126914
UYucTi 3apobiieHi ctpaxoBi npemii 2010 - -
[pewmii mianucani, BanoBa cyma 2011 - -
[Tpewmii, nepenani y nepectpaxyBaHHsI 2012 - -
3MiHa pe3epBy He3apoOIeHNX MpeMiii, BaJloBa cyma 2013 - -
3MiHa YaCTKH MTEPECTPAXOBUKIB y pe3epBi HE3apOOJICHNX MpeMii 2014 - -
CobiBapTicTh peanizoBaHol MpoayKii (ToBapis, pooiT, MociyT) 2050 | -23 591521 -9 510 646
UncTi noHeceH1 30MTKH 32 CTPaXOBUMH BHTUIATAMHU 2070 - -
BasoBwuii :
TIPUOYTOK 2090 | 4378633 15616 268
30UTOK 2095 - >
Jloxiz (BUTpaTH) Bl 3MiHN y pe3epBax JIOBIOCTPOKOBHX 2105 - -
3000B’s13aHb
Jloxi (BUTpaTH) BiJl 3MIHU IHIINX CTPaXOBUX PE3epPBiB 2110 - -
3MiHa IHIMINX CTPaXOBUX PE3epBiB, BAIIOBA CyMa 2111 - -
3MiHa YaCTKH MEPECTPAXOBHUKIB B IHIINX CTPAXOBHX PE3EPBAX 2112 - -
11 omeparniiini goxou 2120 1 713 467 1218 487
Jloxin BiJ 3MiHU BapTOCTi aKTHBIB, SIKi OIIHIOIOTHCS 32 2121 - -
CIpaBeUIMBOIO BapTiCTIO
Jloxiz Bij epBiCHOTO BU3HAHHS 010JIOT1YHUX aKTHBIB 1 /T 2122 - -
MPOAYKITii
J1oXiJT BiJi BAKOPHUCTAHHS KOIITiB, BUBUTLHCHUX BiJl OMTOJATKyBaHHSI | 2123 - -
AJMIHICTpAaTHBHI BUTPATH 2130 | -4 653 651 -1 584 747
Butparn Ha 30yt 2150 | -1293927 -2 594 098
[HIm1 omepaniiini BUTpaTH 2180 | -1796 440 -1 385 764
Butparn Bz 3MiHN BapTOCTI aKTHBIB, sIKi OLIHIOIOTHCS 32 2181 - -
CIpaBeUIMBOIO BapTiCTIO
Butparu Bi iepBicHOrO BU3HAHHS 010JIOT1YHUX aKTHBIB 1 2182 - -
CLITBCHKOTOCTIOIAPCHKOT MPOAYKITIT
dinaHCOBHII Pe3yJIbTAT Bi/l onepaniifHol AisVILHOCTI:
IpUOYTOK 2190 - 11270 146
30UTOK 2195 | -1651918 -
Jloxom BiT y9acTi B Karmitami 2200 - -
[rmni dinancosi goxoau 2220 - 23 469
[Hmm noxoan 2240 - -
Jloxia Big OnaroaifiHoi J0moMoru 2241 - -
diHaHCOBI BUTpaTH 2250 | -1 187816 -93 541
Brpatu Big yuacrti B Kanitani 2255 - -
[Hm1i BuTpaTn 2270 -89 060 -100
[TpnbyTox (30MTOK) Bij BIUIMBY iH(IIALIT HA MOHETapHI CTATTI 2275 - -
@iHaHCOBHII Pe3yJIbTAT /10 ONOJATKYBAHHS:
IPUOYTOK 2290 - 11199 974
30MTOK 2295 | -2928 794 -
Butparu (0Xi[) 3 MoaTKy Ha IPHOYTOK 2300 - -
[TpubyTox (30MTOK) Bil MPUMHHEHOT iSUTEHOCTI TICIIs 2305 - -
OTIOJIATKYBaHHS
Yucrnii pinaHcoBHii pe3ynbTar:
IpUOYTOK 2350 - 11199 974
30UTOK 2355 | -2928 794 -
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II. CYKYITHUM 1OXIJT

HaiiMmenyBaHHs OKa3HUKA Kon 3a 3BITHUI 3a a”aJOriYHui
psinka nepion niepioz
HONEPETHBOr0
PpOKy
1 2 3 4
JHoorminka (yIiHka) HeOOOPOTHHX aKTHBIB 2400 - -
Jlooninka (yrinka) iHaHCOBHX IHCTPYMEHTIB 2405 - -
Haxomniueni KypcoBi pi3HHLI 2410 - -
YacTka IHIIOTO CyKYITHOTO JOXO/Iy acOliHOBaHHUX Ta CHUTBHUX 2415 - -
T ATPUEMCTB
[HIMmMi cyKymHuN 10Xi1 2445 - -
Inmmii cykynHui 10Xig 10 ON0gaTKyBaHHS 2450 - r
[Tonarok Ha MpUOYTOK, MOB'A3aHUH 3 IHIIMM CYKYITHUM JIOXOJIOM 2455 - -
Inmmii cykynHui 10Xig micjisi omogaTKyBaHHS 2460 - -
Cyxynnuii noxig (cyma psaaxkis 2350, 2355 Ta 2460) 2465 | (2928 794) 11 199 974

1. EJIEMEHTHU ONEPAIIIMHAX BUTPAT

HaiiMenyBaHHS OKa3HUKA Kon 3a 3BITHUI 3a aHaJIOr YHUI
psinka niepion niepioz
TIOTIEPETHHOTO
POKYy
1 2 3 4

MarepiasipHi 3aTpaTn 2500 | 37195381 22 821 344
Butparu Ha orutaty mparti 2505 1 563 472 693 472
BigpaxyBaHHsI Ha COLIiaJIbHI 3aX0/T1 2510 349 899 153 170
Awmopruzaris 2515 2201 758 775 939
[HImi omeparniiini BUTpaTH 2520 | 23908 266 15411412
Pazom 2550 | 65218776 39 855 337

IV. PO3PAXYHOK TOKA3HUKIB TIPUBYTKOBOCTI AKIIII

Hasga crarti Kon 3a 3BITHUUI 3a a”aJOr YHui
psinka nepion niepioz
TMOTIEPETHHOTO
POKY
1 2 3 4

CepenHbOpIYHA KUTBKICTH MPOCTUX aKIIiH 2600 - z
CkopHrosaHa cepeHbOpiYHa KUIBKICTh IPOCTHX AKITIH 2605 - -
UYncTnii npuOyTOK (30MTOK) Ha OJTHY NMPOCTY AKIIIIO 2610 - -
CkopuroBaHuii YUCTHI MPUOYTOK (30MTOK) HA OIHY IPOCTY aKIII0 2615 - A
JlMBiZieHaM Ha OJIHY ITPOCTY aKINio 2650 - -
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Appendix D

Hopatok 1
[0 NonoxeHHs (cTaHaapTy) Byxrantepcbkoro obniky 25
"®iHaHcoBWIA 3BIT cyb'ekTa Manoro nianpuemMHuuTea"

Kogu
MianpuemcTso Hara(pik,micsiub,uncno)| 2019 [ 01 | 01
ToBapucTBoO 3 oOMexeHoto BignosiganbHicTio "LUEPEN-TPYN" 3a €QProy 37529380
TepuTopis XUTOMUPCBKA 3a KOATYY 1824080401
OpraHisaujiiHo-npasoBa hopma rocnogapioBaHH ~ TOBapucTBO 3 0OMEXEHOIO BIANOBIAANBHICTIO 3a Koner 240
Bua ekoHOMIYHOT AisinbHOCTI BupoLuyBaHHs 3epHOBIX KyNbTYp (KpiM pucy), GOGOBIX KYNBTYP i HACIHHA OMIAHMX KYNbTYP 3a KBEQ 01.11

CepeaHs KinbkicTb NpauiBHukis, ocic 50

OFWIHMLH BVIMipyI TUC. TPH. 3 OAHUM AeCATKOBUM 3HAaKOM

Anpeca, TenedoH Bynuus Becena, 6ya. 7, c. BPOHVKN, HOBOIPAL-BONTMHCbKUA PAVOH, XKUTOMUPCBKA obn., 11772 0673818964

1.BanaHc Ha 31 rpyaHsa 2018 p.
®dopma Ne 1-m  Kopg 3a OKY[ 1801006
AKTUB Koa Ha nouaTtok Ha kiHeub
psagka 3BITHOrO poKy 3BiTHOrO nepioay
1 2 3 )
|. Heo6opoTHI akTUBM

HesaBepulieHi kanitTanbHi iHBecTULiT 1005 59587 84271
OcHOBHI 3acobtu 1010 11 653,1 12 391,0

nepsicHa BapTicTb 1011 14 634,0 17 542,8

3HOC 1012 | ( 2980,9 )| ( 5151,8 )
[oBrocTpokosi GionoriuHi akTnen 1020 - -
[oBrocTpokosi dhiHaHcoBI iHBeCTULT 1030 - -
IHWi HeoBopOoTHI akTMBKN 1090 - -
Ycboro 3a posginom | 1095 17 611,8 20818,1

1. O6opoTHI aKTMBM

3anacu 1100 19 276,6 22 161,3

y TOMY Yucni rotoBa nNpoayKuis 1103 8 259,5 5329,9
MoTouHi GionoriuHi akTneK 1110 - -
[ebiTopcbka 3aboprosBaHicTe 3a Npoaykuito, ToBapu, poboTtu, nocnyrm 1125 7 907.,4 33 859,9
[eb6iTopcbka 3aboproBaHicTb 3a pospaxyHkamu 3 GrogxeTom 1135 895,9 -

y TOMy Yucni 3 noaaTtky Ha npubyTok 1136 - -
IHWwa notouHa AebiTopcbka 3aboprosaHicTb 1155 24 5431 68 670,7
MoTouHi diHaHcoBi iHBECTULT 1160 - -
Ipowi Ta ix eksiBanNeHTn 1165 113,3 10,4
ButpaTtu maiibyTHix nepioais 1170 - -
IHWi 060pOTHI akTUBK 1190 2 664,9 59149
Ycboro 3a posginom Il 1195 55401,2 130617,2
1. Heo6opoTHI aKkTMBK, yTPUMyBaHi ANA npoaaxy, Ta rpynu subyTTa 1200 - -
BanaHc 1300 73 013,0 151 435,3




Macus Koa Ha noyatok Ha kiHeub
pagka 3BIiTHOrO pPoKy 3BiTHOro nepioay
1 2 3 4
I. BnacHun kanitan
3apeecTpoBaHunii (NainoBuin) kanitan 1400 105,6 105,6
[opaTkoBuii Kanitan 1410 - 3
PesepBHuii kanitan 1415 - -
Heposnoainernit npubyTok (HENOKPUTUIA 3BUTOK) 1420 16 1421 27 437,6
HeonnaueHnuii kanitan 1425 | ( - )| ( - )
Ycboro 3a po3ginom | 1495 16 247,7 27 5432
1l. DoBrocTpokoBi 3060B’A3aHHA, LinboBe iHaHCYBaHHA Ta 3abe3neyveHHs 1595 3 349,2 2551,0
Ill. MoTo4Hi 3060B’A3aHHA
KopoTkocTpokosi kpeautu 6aHkis 1600 - -
[MoTouHa kpeauTopcbka 3aboprosaHicTb 3a:
AOBrocTPOKoBUMM 3060B’A3aHHAMU 1610 - -
ToBapw, poboTu, nocnyru 1615 20296,0 514126
po3spaxyHkamu 3 GroaxeTom 1620 426 696,3
y TOoMy umncni 3 nogaTky Ha npubyTok 1621 - -
po3paxyHkamm 3i cTpaxyBaHHs 1625 26,5 191,5
po3paxyHkamu 3 onnaTtu npaui 1630 113,2 11253
Hoxoaun manbyTHix nepiogis 1665 - -
IHWIi NoTOYHI 3060B’'A3aHHA 1690 32 937,8 67 9154
Ycboro 3a po3sginom Il 1695 534161 121 341,1
IV. 3060B’A3aHHA, NOB’A3aHi 3 HEOOOPOTHMMM aKTUBaMK, yTPUMYBaHMMM ANA 1700 - -
npogaxy, Ta rpynamu subyTrsa
BanaHc 1900 73 013,0 151 435,3
2. 3BiT npo hiHaHCOBI pe3ynbTaTn
3a Pik 2018
dopma Ne 2-m Kog 3a AKY[ 1801007
CratTtsa Koa 3a 3BiTHUIN 3a aHanoriyHuin nepiog
psaka nepiog nonepeaHbOro Poky
1 2 3 4
MucTtuin goxig Big peanisauii npoaykuii (tosapis, pobiT, nocnyr) 2000 64 849,0 27 970,1
HLUi onepauiiiHi foxoau 2120 7 659,1 5625,9
HLWi goxoam 2240 - -
Pazom goxoau (2000 + 2120 + 2240) 2280 72 508,1 33 596,0
ICob6iBapTicTb peanisoBaHoi npoaykuii (ToBapis, pobiT, nocnyr) 2050 | ( 40911,1 )| ( 23602,5 )
HLUi onepauinHi BUTpaTu 2180 | ( 19 4540 )| ( 7744,0 )
HLWi BUTpaTN 2270 | ( 847.,5 )| ( 1277,0 )
Pazom Butpatu (2050 + 2180 + 2270) 2285 | ( 612126 )| ( 326235 )
PiHaHcOBMIN pe3ynbTaT 4o onoAaTkyBaHHA (2280 — 2285) 2290 112955 9725
Moaartok Ha npndyTok 2300 | ( - )| ( - )
Muctun npudyTok (36mutok) (2290 — 2300) 2350 11 295,5 972,5
KepiBHUK Konomieub Mukona OnekciitioBuy
(nianuc) (iHidianu, npizsuLle)

[onosHwuit Byxrantep

(mignuc) (iHidianu, npissuLle)
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Appendix E

Table E.1

Cepheus-Group LLC Income and Expenditure Plan for 2020 with monthly breakdown by marketing and sales department (UAH)

IokazHukn Civenn Jhothii Bepesenn Ksitenn Tpasenb YepBeHb Jlunenn Cepnenb Bepecennb /KoBTeHb JIncronajn I'pynennb Bc"[:)i:co .
I
R 147720,9 139341,8 112032,0 96515,1 125686,9 132204,0 127704,1 1123424 153151,8 157341,4 132204,0 115445,8 1551690,3
VAT
25112,6 23688,1 19045,4 16407,6 21366,8 22474,7 21709,7 19098,2 26035,8 26748,0 22474,7 19625,8 263787,4
Savings from the
implementation of
sales management to
increase the
efficiency of 1812,4 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 1812,4
marketing chain
management in LLC
"Cepheus-Group"
Ext t E
FRCughExBensts 157,5 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 157,5
Qeeting cxpenscy 48678,9 45917,7 36918,3 31804,9 41418,0 43565,6 42082,7 37020,5 50468,6 51849, 43565,6 380432 5113332
Total cost
73949,0 69605,8 55963,7 48212,5 62784,8 66040,3 63792,4 56118,7 76504,4 78597,2 66040,3 57669,0 775278,1
Profit before tax
75584,3 69736,0 56068,3 48302,6 62902,1 66163,7 63911,7 56223,6 76647,4 78744,2 66163,7 57776,8 778224.,6
Income tax
12849,3 11855,1 9531,6 82114 10693,4 11247,8 10865,0 9558,0 13030,1 13386,5 11247,8 9822,1 132298,2
Net profit
62735,0 57880,8 46536,7 40091,2 52208,8 54915,9 53046,7 46665,6 63617,4 65357,7 54915,9 47954,7 645926,5




65
Table E.2

Plan of income and expenses of LLC «Cepheus-Group» for 2021-2022. with quarterly distribution on terms of organization of

marketing and sales department (UAH)

Indicators 2020 pik 2021 pik
Beboro 3a Benboro 3a
1-it kBapTan 2-ii kBapTan 3-ii kBapTaJ 4-ii kBapTaJa 2021 p. 1-ii kBapTan 2-ii KBapTan 3-ii kBapTaJ 4-ii kBapTan 2022 p.
Income
439004,2 389846,7 432518,1 445490,3 1706859,3 458958.,9 407567,0 452178,1 4657398 17844438
VAT
74630,7 66273,9 73528,1 757333 290166,1 78023,0 69286,4 76870,3 79175,8 3033554
Operating expenses
144666,4 128467,3 142529,0 146803,8 562466,5 159133,0 141314,1 156781,9 161484,1 618713,2
Total cost
219297,1 194741,3 216057,1 222537,1 852632,6 237156,1 210600,5 233652,2 240659,9 922068,6
Profit before tax
219707,1 195105,4 216461,1 2229532 854226,7 221802,9 196966,5 2185259 225079,9 862375,2
hooetRe 35153,1 31216,9 346338 35672,5 136676,3 354885 31514,6 34964,1 36012,8 137980,0
Net profit
184554,0 163888,5 181827,3 187280,7 717550,4 186314,4 165451,8 183561,7 189067,1 724395,1




