Kyiv National University of Trade and Economics

Management Department

FINAL QUALIFYING PAPER

on topic:

«Customer relationship management in trade»
(Based on the materials of PJSC “Kyiv Cardboard and Mill”, Obukhiv)

Student of 2" year group 7
Specialty 073 «Management»
Specialization «Trade Managementy

Scientific adviser:
Doctor of Sciences
in Economics, Professor

Manager of the educational program:

Doctor of Sciences
in Economics, Professor

Kyiv 2021

Fedorenko Rostyslav
Yevheniyovych

Piatnytska Galyna
Teziyivna

Piatnytska Galyna
Teziyivna



CONTENTS

MINTROBDUCTION 6. N 8o\ N X L X e e Tt (G 3

PART 1. THEORETICAL AND METHODOLOGICAL FOUNDATIONS OF
CUSTOMER RELATIONSHIP MANAGEMENT IN TRADE ........cccccoviieiinenn 6

1.1 The essence of customer relationship management, classification of CRM-
systems and their composition IN trade..........ccoeiiiiiriieiieeee e 6

1.2 Scientific approaches to customer relationship management in the process of
performing trade functions by enterprises in a manufacturing sphere ................. 11

PART 2. INVESTIGATION OF THE Customer relationship management
PROCESS AT THE enterprise “Kyiv Cardboard and Paper Mill”, PJSC, Obukhiv

2.2. Assessment of factors that affect the customer relationship management
Process Of the BNEIPIISE. .......ov i i it be s ate s s e 37

PART 3. IMPROVEMENT OF THE Customer relationship management
PROCESS AT THE enterprise “Kyiv Cardboard and Paper Mill”, PJSC, Obukhiv

............................................................................................................................... 46
3.1. Development and justification of measures to improve the CRM-systems at
the BRIETPEISE . NN G2 AN o Grad s e s e S ng AN Y pne] e e N oo 46
3.2. Predictive evaluation of the implementation of improvement measures at

The ENRIPYISEAN X AL e A\ N N K O e AN S M O 51
CONCLUSIONS AND RECOMMENDATIONS ........cov i, 54
REFERENCESSY.... G N ALY oG O N Y ol O N N o ML a0 © 57

APPENN CE R S . Y N O WY ot 2 el o G e S7



INTRODUCTION

Today, competition at all levels of the market is quite high. In order to win the
competition, the company is forced not only to attract new customers, but also not to
lose existing ones. All activities of enterprises — development of new products,
planning and implementation of production programs, financial and personnel policy
should be subject to meeting consumer demand. Marketing technologies help to make
enterprise to be competitive and its goods and services to be in demand. These
technologies are diverse, but the purpose of their implementation is the same — to
increase the competitiveness of the enterprise in a market economy. In our days the
introduction of innovations is very important not only for the overall growth of
competitiveness of enterprises, but also for the formation of effective customer
relationships, which, in turn, provide profitability. Modern solutions of CRM systems
allow companies to optimize the process of interaction with customers, as well as
create an effective mechanism for management, marketing, sales and services.

The concept of customer relationship management has been known since the
early 1970s, when customer satisfaction was assessed through annual surveys or
through direct inquiries. Customer relationship management was promoted in 1997
through Siebel, Gartner and IBM. Therefore, in the late 1990s and early century,
companies initiated large-scale investments in CRM systems [28].

However, in the trade sector of Ukraine CRM systems and technologies are
almost not used: in 2017 only 6% of Ukrainian enterprises actively used CRM
systems, although it was expected that by 2021 the number of CRM users will
increase in 2 times [38]. Therefore, the issues of selection, implementation and
improvement of CRM-systems for management of commercial enterprises are actual
and important.

Theoretical and methodological aspects of the enterprise activity in the
conditions of customer relationship management are reflected in the scientific works
of Jaber, Simkin, Kotler, Armstrong, Popovich, Lambert and other domestic and

foreign economists.



4

The purpose of the Final qualifying paper is to improve the process of
customer relationship management in trade on the example of the enterprise "Kyiv
Cardboard and Paper Mill”, PJSC, Obukhiv city, Kyiv region. According to the
purpose of the study, the following tasks were settled and solved:

— to determine the essence of customer relationship management, classification
of CRM-systems and their composition in trade;

— to investigate scientific approaches to customer relationship management in the
process of performing trade functions by enterprises in a manufacturing sphere;

— to analyze the main results of activities and CRM-systems at the enterprise;

— to assess the factors that affect the customer relationship management process
of the enterprise;

— to develop and justify measures of improving the CRM-systems at
the enterprise;

— to evaluate the implementation of improvement measures at the enterprise.

An object of the research is a customer relationship management process at the
enterprise of a manufacturing sphere, which performs trade functions.

The subject of the research is theoretical, methodical and practical aspects of
the process of customer relationship management in trade on the example of the
enterprise “Kyiv Cardboard and Paper Mill”, PJSC, Obukhiv.

The data of financial statements of the enterprise and statistical data of product
sales have been used to obtain analytical information in the Final qualifying paper.
Various research methods have been used to select and justify the management
technologies of the enterprise and to improve its customer relationship management
system. Among them are the method of comparison, which was used to compare the
actual indicators with the normative ones to identify the difference between them and
assess the current state of the enterprise; the method of synthesis, which allowed to
comprehensively assess the state of the enterprise at the moment; the method of
statistical analysis of enterprise performance indicators that provided an opportunity
to explore the dynamics of enterprise development over the past 3 years, etc. The
theoretical basis of the study is the works of leading foreign and domestic scientists
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on customer relationship management. To achieve the goal of the study, the results of
a survey of employees and other data from our own research were also used.

The novelty of the final qualifying paper is the identification of trends in the
development of CRM systems of enterprises during the period of new market
challenges. The practical significance of the paper lies in the development of
recommendations for improving the CRM system of the enterprise "Kyiv Cardboard
and Paper Mill”, PJSC, Obukhiv city.

The results of our study were partially presented in the scientific article
“Valuable functions and characteristics of CRM systems at the trade enterprises”
(Appendix A).

The final qualifying paper consists of an introduction, three parts, conclusions
and recommendations, references and appendices.

The final qualifying paper is placed on 50 pages of the main text, including
contains 14 tables and 4 figures; 6 appendices, the list of used sources includes 40

sources (including Internet resources).
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PART 1. THEORETICAL AND METHODOLOGICAL FOUNDATIONS OF
CUSTOMER RELATIONSHIP MANAGEMENT IN TRADE

1.1 The essence of customer relationship management, classification of CRM-
systems and their composition in trade

A high level of competition and the rapid development of technology recently
encourage a company to continue improving its proximity to customers. A company
continues to understand customer behavior by optimizing potential customer data. A
successful company is a company that can do its business transformation to network
based digital and where the company will provide a different customer experience
integrated into their daily life. A company creates strategy relationship management
to obtain a competitive advantage [2].

The concept of relationship marketing depends on customer data. Customer
data is always important for companies. From the data, the companies can make a
faster decision. Customer relationship management (CRM) is a part of relationship
management which is like a classification of customers at risk; it creates profitable
customers and customer retention. According to this approach, companies can
identify which customer that is loyal and generates substantial value for the
organization through a high-profit contribution [1].

CRM is a computer program with a wide range of functionalities that greatly
simplifies customer service. For example, such software can improve and accelerate
the work of managers. In terms of communication with customers, CRM is able to
provide employees with all the necessary information about the customer:

e Name and surname of the customer (if he is already in the database);
e Place where you want to send the order;

e Current and backup contact details;

e Current order;

e Order history and customer interaction;

e Current delivery status of the current order;

e Payment status.
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In practice, this works as follows: When a customer calls a company, the
manager who receives the call displays all the necessary information on the computer
screen. This means that the manager already knows how to address the person, knows
what and when she ordered and sees up-to-date information on whether payment has
been made and in what status the delivery process is. Among other things, the CRM-
system usually works with VolP telephony, which provides speed of receiving and
making calls, as well as multichannel. Such systems are installed in call centers and
technical support services [12].

In addition to the convenience of managers, CRM-systems allow managers to
monitor staff performance:

e |f necessary, listen to calls;

e Conduct detailed analysis of incoming and outgoing calls;

e Analyze successful and unsuccessful transactions;

e Track employee performance and workplace performance and more [35].

There is an opinion that CRM-systems are the choice of an exclusively large
business, but this is far from the case. In fact, such software solutions can be adapted
to any goals and needs of the client. For example, even the owner of a small online
store, beauty salon or law firm can save a lot of time with the help of CRM-system. It
will allow you to work more effectively with new customers and retain existing ones.
Fortunately, there are a lot of ready-made solutions for reasonable money that allows
you to properly configure work with customers in any area of business now on the
market of this software. From this we can conclude that CRM is no longer a complex
system of accounting and interaction, which is needed only by large companies, but a
common attribute for the normal systematic operation of almost any business [4].

The main functions of the CRM-systems:

e Automation and optimization of the workflow. Thanks to CRM functionality,
companies are able to optimize workflows and automate repetitive functions in
the work of employees. This eliminates the unnecessary workload of constant
and monotonous actions, which have a positive effect on the efficiency of

employees.
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e Automation of communication. Thanks to the CRM system, communication
functions with customers become simpler, as the call is made with one click.
Any information can be sent to the customer via email, SMS, messenger or
social network directly from the system management console.

e Sales automation. Sales automation tools help to optimize many features in the
transaction cycle. This includes fast order formation, payment control,
consignment note generation, delivery tracking, warranty period control and so
on.

e Marketing and analytics. Thanks to the CRM functionality, it is possible to
create customer databases, which in turn allow you to determine the target
audience during the creation of marketing campaigns. In addition, it is possible
to analyze indicators and draw some conclusions from which decisions were
successful for the company and which were not.

e Personnel management. CRM systems help to track information about
employees, their actions in the workplace, the number and quality of calls, their
success in certain tasks. Such information helps to increase sales efficiency by
selecting the most productive staff [39].

The following table shows the modules of CRM systems and the functions they

perform (table 1.1).

Table 1.1
Modules of CRM systems and functions performed by them
Name Function
Contact Maintaining an extended re_cord for_ eac_:h_contact, com_pilin_g a
management separate profile for each client, maintaining contact histories,
submitting organizational charts, the ability to collect clients into
different groups, etc.
Keeping information on contractors (in particular customers,
Account partners, agents, competitors), taking into account the history of
management relationships, planned / implemented agreements, contracts,
financial (accounting) data, etc.
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Continuation of table 1.1

Sales
management

Keeping information directly related to sales — cycles, statistics,
location, reporting, sales history, etc. Looking at sales as a process

with its division into stages and steps allows you to forecast and
effectively manage sales.

Time

Coordination of work of all departments in time: calendar, to-do list,

as well as interaction with various modules of communication by
fax, e-mail and other ways of communication.

management

Customer
service

Interactive customer support (Internet, virtual private networks,
etc.). Ability for customers to obtain the necessary information;
planning of work with clients, statistics of appeals, generation of
reports, the account of time expenses of experts, possibility of an
estimation of cost of support and other.

Field force
automation,

Telemarketin

g/telesales

Ability to work in groups with customers, divided by regional,
sectoral and other characteristics, work together with remote
units, integrate with the order processing center, keep statistics,
record standard questions and answers and take full advantage
of many other opportunities to communicate with customers via
e-mail, IP telephony, etc.

Marketing

Collection and processing of statistical data, planning and
conducting of various marketing actions, control of return and
calculations of efficiency, modeling, auxiliary (educational)
material, segmentation of consumers, etc.

Lead

management

Management of relations with potential clients: collection of primary|
information, distribution of contacts between employees of sales

departments, tracking of efficiency of sources of primary contacts.

PRM

Partner relationship management.

Knowledge
management

Knowledge management, collection of all necessary reference
information (maps, industry information, analytical materials,
statistics) for the operation of the enterprise, creation of separate
sections, integration with Internet sources, powerful search tools.

E-business

Organization of interaction with customers via Internet and support
of relevant functions: content management of the company's
website, teleconferencing, chat services, implementation of the
online store, B2B trading platform, online auctions, etc.

Business
intelligence

Automatic possibilities of control and escalation of problems,
implementation of preventive actions, generation of individual
reports and reports on templates (as a rule, set of ready forms),

planning, modeling.

Built-in user support, tips.

User support
Source: [15]

Types of CRM-systems:
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On-premise CRMs are systems that run on the company’s own servers. Their
administration, configuration, performance and data storage is entirely the
responsibility of the company’s employees. Simply, it’s when a company buys a
software product and installs it on its own computer. This type of CRM is more
expensive and is suitable mainly for large companies, as it includes the availability of
special equipment and maintenance of technical staff.

Cloud CRM. Administration, configuration, performance and data storage are
provided by employees of the company that provides CRM system services. This
version of the system is less expensive and will be relevant even for small firms [26].

A large number of CRM systems were born from systems that automated certain
processes of interaction with clients. Many of the existing CRM systems are
descendants of the SFA, SMS and CSS systems. Previously, CRM systems were used
as a system for automating services [29].

CRM component framework classify into three as following: (1) Operational
CRM, known as the "front office" of the company. Operational CRM application has
a role in the interaction with customers and it includes an integrated automation
process of the entire business processes, such as marketing automation, sales, and
service. The application example of CRM Operational is the form of web
applications; (2) Analytical CRM, known as the "back office” of the company. This
CRM application plays a role in understanding customer needs, for example is
carrying out the analysis of customers and markets, such as the analysis of market
trends and customer behavior analysis. Data used in Analytical CRM is the data
derived from Operational CRM; (3) Collaborative CRM, including e-mail,
personalized publishing, e-communities, and the like which are designed for
interaction between the customer and the organization. Its main objective is to spread
cheer and customer loyalty to other customers who are still not at the level of
customer loyalty. Collaborative CRM also includes an understanding or awareness
that loyal customers can be a magnet for other customers [34].

CRM classification by functionality:
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Sales management. By working closely with each client, the company can
identify the most profitable deals for them, thereby increasing its profit. Effective
cash flow management is impossible without CRM, since these systems allow
predicting the probability of transactions with an accuracy. Cost reduction is achieved
by avoiding routine manipulations, for which employees spend a lot of time.
Personnel turnover decreases. Each employee can compare the result of his activities
with the work of a colleague. This provides an opportunity to learn from the valuable
customer acquisition experience.

Marketing Management. Due to the planning and analysis system, the company
has the opportunity to conduct targeted marketing. Advertising campaigns are carried
out taking into account the client's interests and needs.

Service management and Call-centers (systems for processing complaints from
subscribers, fixing and further work with customer requests). Routine operations are
automated, thereby improving the control process of the passage of orders, reducing
unplanned costs. With the help of the system, you can improve the quality of service,
therefore, increase customer loyalty. Any customer who once contacted and received
excellent service will want to return to continue cooperation with the company.
However, the most popular are CRM systems that provide all of these functionalities.
In recent years, the world has widespread the sales model of CRM systems On-

demand or Software as a Service (SaaS) [32].

1.2 Scientific approaches to customer relationship management in the process of
performing trade functions by enterprises in a manufacturing sphere

Judging from the core concept of CRM, CRM emphasizes to use modern
technical methods to cultivate customer satisfaction and customer loyalty. Whether
traditional or modern marketing means, the fundamental purpose is to meet customer
needs, enhancing customer satisfaction is the fundamental aspect of business
survival. Needless to say, CRM is much more than a technology, it is a management
method and management models. All is for customer, improve customer satisfaction
Is the essence of CRM [5].
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Customers are the primary revenue source of any organization, and managing,
organizing, satisfying, supporting are the key constraints. We can define that the
customer relationship management (CRM) is a process of interaction with the present
and targeting the future customers to improve the organization’s marketing, sales and
revenue by evaluating the satisfaction index. Customer satisfaction is a trending
business and economic index studies, which is adopted by many organizations in
many countries and used to achieve high satisfaction index with their customers on
organization services, in turn evaluate the quality of economic result [33].

The concept of CRM is not fundamentally new; many companies have used it
In their practice, establishing direct and close relationships with their customers —
potential buyers of goods and services offered. Trade and provision of small services
has always been based on the personal relationship between buyer and seller, between
the master and the customer. With the advent of the industrial age and the emergence
of supply of goods in mass demand, this style of relationship began to be replaced by
standardized service. While there was a shortage of goods and services, unsatisfied
demand for standard goods — the level of competition was low, and markets grew
with the growth of supply of goods and services. The process of civilization has led
to the fact that in the post-industrial era, a simple supply of goods or services, even in
the presence of solvent buyers does not guarantee the sale of the product. Low price,
mass advertising and traditional marketing do not guarantee successful sales. It's time
to return to the well-known but forgotten methods of communicating with customers
— to personalized sales. In the world there is no longer a shortage of goods and
services offered for sale. There is a shortage of buyers, consumers of goods.
Companies compete with each other for consumer money [19].

CRM includes an integrated approach, methodology, tools and all business
processes that a company uses to create and track all staff contacts with its current
and potential customers. With the help of CRM-functionality of different systems,
many customer service processes are automated, and all the accumulated information

about the customer serves the purposes of further sales and marketing services [23].
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CRM is not just a system or a solution; it is a whole business strategy of a
company, which determines the ways of interaction with customers in all "points of
contact™: advertising, sales, information systems, invoicing, delivery, maintenance,
production of new products.

CRM approach is based on the following principles:

¢ the main task of the company — to meet customer needs;
e the customer is given maximum attention to all stages of interaction;
e retaining existing customers is more important than attracting new ones [40].

In the present world, customers interact and communicate with organizations
through different communication channels such as World Wide Web, telephone
centers, marketers, sellers, and partners’ network. Electronic customer relationship
management encourages customers to do business with organizations and provides a
way in which the customer receives any goods, anywhere, anytime through any
channels and by any language. Further, the customers feel comfort as they are
uniquely behaved. ECRM systems create a central repository for storing and keeping
customers’ information, it is placed in staffs’ computers easily accessed at any time.
Customer relationship management, at its most fundamental level, requires
integration of front office and back office systems; moreover, customer data
centralization is also of these requirements. The most critical notions of CRM may be
customer attraction, customer retaining, and customer satisfaction to achieve
customer loyalty [7].

CRM is based on the formation of certain values of the consumer. Therefore,
we immediately note that the components of the so-called "value zone" of the
consumer are three components, which include product sales, price and
personalization. That is, when creating the concept of CRM is necessary to keep in
mind that the company's products or services must be of appropriate quality, have a
certain level of novelty; the price must correspond to the quality of the product, as
well as the capabilities and requirements of consumers; the company must respond
quickly to requests and make the product available to them. Today, with the use of

CRM tools, service companies can achieve extraordinary mass personalization
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practices. As a result, mass personalization is not a privilege of individual businesses.
Research should aim to identify a balance between the requirements of customers for
mass personalization and the search for opportunities to implement it on the basis of
resources of firms in any industry. For example, considering the possibility of
introducing a personalized approach to agribusiness production, skeptics may say that
such an approach will only complicate the situation. But why is it not possible to be
creative in personalizing the orders of agricultural production? It's no secret that
every buyer orders a product already knowing why he needs it. Similarly, producers
should know at the beginning of the season what, how much and for whom they will
produce [14].

Customer relationship management is a complex and multifaceted process that
involves a very large part of marketing tools with proper immersion in it. Speaking
about the basic principles of customer relationship management, the following were
identified and described:

e The principle of ethics — principles based on proper treatment of the client, his
personal information and data, and not the use of appeals to him in the scale
and form of spam

e The principle of authenticity — which is based on the basic principles of
providing truthful information to the consumer. This method is often neglected
in the Ukrainian market.

e The principle of control — based on the direct management of customers
through various incentives and incentives to action (loyalty programs,
promotions, events, etc.) [13].

As a result, the methodology itself flows into tangible and intangible tools,
which in turn allow implementing the customer management process in practice.

CRM enhances a company’s capability to coordinate marketing and service
strategies in the means of reaching and retaining long-term partnerships. Since the
basic strategic goals of each organization include long-term growth and
sustainability, the need to meet customer needs and demands, as well as to improve

customer satisfaction is considered the main CRM target [8].
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The very desire to recognize and satisfy a need is a decisive factor in
establishing a partnership. With this approach, the client is a key figure in the system
of priorities of the company, which requires appropriate orientation and interaction of
all structural units of the company. According to this definition, a distinction should
be made between internal and external customers.

Internal customer orientation involves meeting the needs of the company's
employees from the standpoint of effective interaction of departments to meet the
needs of external customers, as external customers are the basis of cash flow and
market value of the company. This approach involves understanding the needs of
customers in order to take into account the interests of the company [20].

The strategic approach to the development of the company, which increases its
competitiveness, involves the mobilization of all its resources to identify and attract
new and retain existing ones through the formation of mutually beneficial
partnerships, meeting their explicit and latent needs and expectations [11].

Today, competition in the market is shifting towards improving the quality of
customer service and providing additional services to the customer. It should be noted
that sales systems are constantly evolving. Yes, transactional sales, which result in
one-time customers, are replaced by sales with advice, which allows you to form
regular customers. But the latter is already being replaced by a trusting sale, as a
result of which the company receives loyal customers [30].

Numerous organizations overspend when courting new customers and
underspend when striving to retain existing customers. For instance, at least 80
percent of marketing budgets is spent on attracting new customers, while the
remainder is spent on retaining customers. Thus, customer retention is a factor to
which numerous firms attach little or no importance and are therefore unable to
appreciate the advantages and value that customer retention provides. Research has
indicated that not all retained customers are satisfied and, in some cases, only remain
with the provider because there are no alternatives. Furthermore, it is evident that not
every retained customer is satisfied — which reinforces the argument that it is only a

lack of alternatives that persuades customers to stay with their current provider [21].
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Actually, CRM can simplify a company’s remote processes of order reception,
update, and placement. On the other hand, CRM allows it to keep an ongoing register
of project investment, comprising materials, expenses, and time consumption.
Finally, it gives access to a customer service agreement database. All of these
enhanced capabilities are integrated to keep customers exactly where they belong: at
the centre of the company’s strategy [8].

Customer-oriented approach, which is characterized by the focus on the
formation of long-term relationships with consumers, individual communications and
cooperation and is based on a value-based approach, involves the use in the
management of the concept of relationship marketing. This leads to a new approach
to management that has shifted the emphasis to intangible resources, co-creation of
values and relationships. Thus, the activities of enterprises in the field of B2C
processes should contribute to the consumer becoming a business partner. Then he
will be as committed and loyal to the brand and the company as a whole [16].

Although CRM has a crucial impact on the firms and organizations, there are
some advantages and benefits of implementing CRM which have a direct impact on
the customers, and will bring customer’s satisfaction and improving retention of
customer. Assessing and finding the benefits of CRM is a vital aspect of managing.
These benefits will help the firms to realize the way that increase effective
relationship with customers and finally will profit firms. It is very important that,
firms understand the value of establishing close relationships with customers to
growing retention. Knowing customers will permit firms to serve them better and
keep them loyal forever. This is the main theme of CRM. Therefore, defining of
CRM is essential for rising and developing a clear perceptive and vision of what
CRM means to a business and organization while the need of such obvious
understanding is considered as a hindrance to successfully implement CRM [31].

The most progressive trend at the moment is the marketing policy, in which the
company tries to determine the needs of each client, his individual preferences and

offer him a unique product. This situation is quite natural: many companies have
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already reached the limits of quality and cost minimization, and customers pay more
attention to the aspects that accompany the purchase and service [36].

The survey we conducted at the company is also one of the most common
methods of managing customer relationships and between departments.

A survey is an identification of employees' opinions through relevant
questions. This method allows you to evaluate what cannot be observed directly. The
source of information is the opinions of interviewed employees, reflecting their
values, opinions and motives for behavior.

In addition to clarifying employees' views on a particular issue, research can be
used to prioritize problems that require management action; those that employees
believe require an immediate response. With a lot of information from many people,
it is possible to get clear results based on which make the right decisions with
confidence (because it will already be known that they reflect the opinion of most
employees).

Conducting surveys provides an opportunity to look at the activities and
development of the company through the eyes of its employees, to learn their attitude
to leadership style, the system of material and moral motivation, what they value and
what they are dissatisfied with, and so on. According to the results of the survey,
conclusions can be drawn about the internal environment of labor organization.

Personnel research solves the following tasks:

1. Determination of priorities in management: research is aimed at identifying
problem areas at the enterprise, and the information collected allows us to
understand what to look for and what to improve firstly;

2. Assessment of employees 'response to change: surveys provide an opportunity
to identify employees' attitudes to changes that affect working conditions (for
example, such as the introduction of new technologies, reorganization of
business processes , staff reductions, reform of the motivation system, etc.);

3. Evaluation of the effectiveness of tools for working with staff: the survey is
conducted to see how employees perceive the motivation system or training

system, how they relate to management methods;
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4. Identification of key parameters of the culture of the personnel of the
enterprise: the research is aimed at determining the system of values and
beliefs that form the basis of thinking and behavior of employees;

5. Generating ideas and suggestions: in this case, the survey is used as a way to
introduce ideas and suggestions from employees to improve workflow,
management methods or working conditions;

6. Risk assessment, recruitment and retention: staff surveys are used to assess the
risk of conflict and predict dismissal of employees through the expression of
satisfaction, involvement and loyalty.

The scope of surveys is not limited to this: it is very large and depends on what
Is now most relevant for the company and how it is planned to use the survey results.

Frequently, employee surveys are conducted as part of a consumer survey, as
they are an integral part of the interaction between consumers and the enterprise.
Most service industries, by definition, make their offers through employees, and as a
result, employees must "buy" the service to, in turn, sell it to the end consumer.
Although the development and emergence of a service should benefit consumers, if
there is something that does not attract employees, it can lead to business loss. Such
difficulties can arise from ways to reward employees if they spend more time selling
services that bring more incentives. If the new service does not meet the incentive
scheme, it may affect the dynamics of its sales. Simple research (who is more
attracted to the concept of the service) will not reveal the real reason for low sales [9].

Thus, the customer is the main asset of the business. CRM approach is based
on the following principles: the main task of the company — to meet customer needs;
the customer is given maximum attention to all stages of interaction; retaining
existing customers is more important than attracting new ones. So, with the use of

CRM tools, companies can achieve extraordinary mass personalization practices.
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PART 2. INVESTIGATION OF THE Customer relationship management
PROCESS AT THE enterprise “Kyiv Cardboard and Paper Mill”,
PJSC, Obukhiv

2.1. Analysis of the main results of activities and CRM-systems at the enterprise

PJSC “Kyiv Cardboard and Paper Mill” is a very big European enterprise that
produces paper products and cardboard. The company is a part of the Pulp Mill
Holding, which is located in Austria. It produces over 25% of total pulp and paper in
Ukraine. Company remakes over 1500 tons of secondary raw materials per day.

Kyiv Cardboard and Paper Mill consist of three main industries:

e Manufacturing of packages, coated and uncoated cardboard, corrugated
paper, with a total capacity of more than 200 thousand tons of paper.

e Production of the mass consummated sanitary and hygienic products made
of base paper, such as toilet paper, towels, napkins, etc.

e Plant for production of corrugated packages, equipped from the best
European countries [25].

Products of PJSC “Kyiv Cardboard and Paper Mill” are well known among a lot
of companies in Ukraine and Europe. Its package is made of corrugated paper which
Is eco friendly and is used for packaging a variety of goods. Products of the company
have high quality and brands of the enterprise called Obukhiv 65, Soffione, Miracle
became very popular [37].

The enterprise has implemented a management system for quality, environment
and product safety in accordance with the requirements of international standards 1SO
9001, ISO 14001, FSSC 22000. It has certificates of conformity issued by
independent organizations and annually undergoes supervisory audits and confirms
the validity of issued certificates and the ability to ensure high quality and product
safety [24].

Next, we will calculate the main results of activities at the enterprise on the basis

of financial statements (table 2.1).
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Dynamics of technical and economic indicators of PJISC "Kyiv Cardboard and Paper Mill" in 2016 — 2019

Table 2.1

Absolute increment

. Year N Relative increase (deviation),%
Indicators (deviation) +,—
2016 2017 2018 2019 2019/2016 |2019 /2018 2019/2016 2019/2018
Net income, thousand UAH 4352280 |5083045| 6498891 | 6472462 2120182 -26 429 48,71 -0,41
Cost, thousand UAH 3242214 |3911380| 5169114 | 4983671 1741457 | -185 443 53,71 -3,59
Gross profit (loss), thousand UAH 1110066 |1171665| 1329777 | 1488791 378 725 159 014 34,12 11,96
Share of fixed assets 0,48 0,43 0,44 0,56 0,08 0,12 16,67 27,27
Depreciation rate of fixed assets 0,46 0,47 0,41 0,39 -0,07 -0,02 -15,22 -4.88
Asset turnover, transformation ratio, turnover - 1,64 1,62 1,37 - 0,25 20%33/ 523 Y -15,43
Return on assets, turnover - 3,62 3,72 2,75 - -0,97 20%35/ 5217 -26,08
Capital intensity - 0,28 0,27 0,36 - 0,09 201298/527017 33,33
Inventory turnover ratio, turnover < 571 6,19 5,73 : -0,46 201_%/3%.)017 -7,43
Turnover ratio of receivables, turnover - 7,12 6,35 5,76 < -0,59 20%30/ gg 17 -9,29
PI’OfIt_ablllty of sales by operating profit (operating 1458 113 8,49 1072 3.86 2.23 26,47 26.27
margin),%
Material consumption 0 0 0 0 0 0 0 0
Expenses for one hryvnia sales, UAH 0,74 0,77 0,8 0,77 0,03 -0,03 4,05 -3,75
Ratio of own working capital stocks -0,96 -0,52 -0,67 -0,68 0,28 -0,01 -29,17 1,49
Financial autonomy ratio 0,34 0,39 0,38 0,47 0,13 0,09 38,24 23,68
Current liquidity ratio (coverage) 0,76 0,87 0,91 0,95 0,19 0,04 25 4.4
Absolute liquidity ratio 0,02 0,03 0,03 0,03 0,01 0 50 0
Average number of employees, persons 0 0 0 0 0 0 0 0
Remuneration fund, thousand UAH 0 0 0 0 0 0 0 0

Source: Developed by author on the basis of data from Appendices D-F




21

In 2016, PJSC "Kyiv Cardboard and Paper Mill" generated revenue of UAH
4,352,280 thousand.

At the end of the study period (2019) revenue amounted to UAH 6,472,462
thousand, which is 48, 71% more than at the beginning of the analysis period. This
indicates the ability of the enterprise to operate in difficult economic conditions, to
use the existing competitive advantages, to meet the needs of its target market
segment. This leads to the fact that the company has more financial resources to
cover fixed and variable costs, encourage efficient employees, repay financial
obligations and solve other operational and strategic tasks.

On reducing the efficiency of business processes shows the company's net
income, which grew at a slower pace (by 48.71%) than cost (by 53.71% in 2016 -
2019). It is important to achieve the opposite situation, which will form a more
tangible financial result of PJSC "Kyiv Cardboard and Paper Mill".

Gross profit of PJSC "Kyiv Cardboard and Paper Mill" was positive at the end
of 2019 and amounted to 1,488,791 thousand UAH against UAH 1,110,066 thousand
in 2016, which indicates the effective operational processes that allow you to create
added value in the daily activities of the workforce. As a result, there are additional
funds that can be used to implement management costs, marketing costs, financial
costs.

The operating margin of the enterprise is an indicator of competitiveness, so the
high value of such an indicator indicates the quality of goods and services of the
enterprise, which provides a stable position in a competitive market. In 2019, PJSC
Kyiv Cardboard and Paper Mill earned 10.72 kopecks of operating profit for each
hryvnia of sales. Managers do not do their job, namely — do not look for
opportunities to ensure higher efficiency of operational processes of the enterprise, as
evidenced by the reduction of -3.86 in 2016 - 2019.

Further we will calculate the dynamics of assets of PJSC “Kyiv Cardboard and
Paper Mill” (table 2.2).
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Dynamics of assets of PJISC "Kyiv Cardboard and Paper Mill" in 2016 - 2019

Table 2.2

Eieabors Year Absolute increment (deviation) +,— Relative increase (deviation),%
2016 2017 2018 2019 2019/2016 2019/2018 2019/2016 2019 /2018
Intangible assets 16 442 17 454 21187 22 575 6133 1388 37,3 6,55
Incomplete capital investments 111 260 189 910 259 854 66 203 -45 057 -193 651 -40,5 -74,52
Fixed assets: 1 366 332 1441 539 2 055 255 2 655924 1289 592 600 669 94,38 29,23
s S e I T [N TR S B B, KTl S MRS SRS 2 i
Long-term receivables 24118 24 162 28 760 16 572 -7 546 -12188 -31,29 -42,38
Deferred tax assets 34 954 28270 18 428 8126 -26 828 -10 302 -76,75 -55,9
Other non-current assets 0 0 0 6 436 6 436 6 436 - -
NON-CURRENT ASSETS 1553106 1706689 | 2388838 2782890 1229784 394 052 79,18 16,5
Stocks 613 751 757 048 914 297 824 968 211217 -89 329 34,41 -9,77
Accounts receivable for products, goods, works, services 528 547 659 164 934 931 804 842 276 295 -130 089 52,27 -13,91
Accounts receivable on advances issued 31730 128 746 164 496 100 085 68 355 -64 411 215,43 -39,16
Accounts receivable according to budget calculations 8 246 9 647 25198 18 642 10 396 -6 556 126,07 -26,02
Other current receivables 34 387 27922 97 908 101 916 67529 4008 196,38 4,09
Money and their equivalents 25290 51 235 83 745 55513 30 223 -28 232 119,51 -33,71
Deferred expenses 22721 25492 32921 14 551 -8 170 -18 370 -35,96 -55,8
CURRENT ASSETS 1264 672 1659254 | 2253496 1920517 655 845 -332979 51,86 -14,78
Non-current assets held for sale and disposal groups 0 0 36 094 36 102 36 102 8 - 0,02
BALANCE 2817778 3 365 943 4678 428 4739 509 1921731 61 081 68,2 1,31

Source: Developed by author on the basis of data from Appendices D-F
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The growing amount of assets of PJSC "Kyiv Cardboard and Paper Mill" in
2019 amounted to UAH 4,739,509 thousand against UAH 2,817,778 thousand in
2016.

Both current and non-current assets affected this dynamics (increase of 68.2%).
The former increased by 51.86%, while the latter by 79.18% in 2016 - 2019.

The following elements of the assets of PJSC "Kyiv Cardboard and Paper Mill*
had a stimulating effect on the total amount:

- Inventories (+34.41%)

- Receivables for products, goods, works, services (+52.27%)

- Receivables for advances issued (+215, 43%)

- Receivables from the budget (+126.07%)

- Other current receivables (+196.38%)

- Cash and cash equivalents +119.51%)

- Intangible assets (+37.3%)

- Fixed assets: (+94.38%)

- Long-term financial investments, which are accounted for by the method of
participation in the capital of other enterprises (+7 054 thousand UAH)

- Other non-current assets (+6 436 thousand UAH)

The following elements of assets of PJSC “Kyiv Cardboard paper mill ":

- Deferred expenses (-35.96%)

- Work in progress (-40.5%)

- Long-term receivables (-31.29%)

- Deferred tax assets (-76.75%)

Next we will calculate the dynamics of financial results of PJSC “Kyiv Cardboard
and Paper Mill” (table 2.3).
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Dynamics of financial results of PJISC "Kyiv Cardboard and Paper Mill" in 2016 - 2019

Table 2.3

Year Absolute increment (deviation) +,— | Relative increase (deviation),%
Indicators
2016 2017 2018 2019 2019/2016 2019/2018 2019/2016 2019/2018
Net income from sales of products (goods, works, services) 4 352 28015083 045|6 498 891 (6 472 462 2120182 -26 429 48,71 -0,41
Cost of goods sold (goods, works, services) 324221413911380(5169114(4983 671 1741 457 -185 443 53,71 -3,59
Gross profit (loss) 1110066(1171665(1329 7771488 791 378 725 159 014 34,12 11,96
Selling expenses 272 423 | 333850 | 412 124 | 361 495 89072 -50 629 32,7 -12,28
Financial result from operating activities: profit (loss) 634 426 | 574 476 | 551 470 | 693 902 59 476 142 432 9,37 25,83
Other financial income 11 202 6 266 8715 184 444 173 242 175729 1 546,53 2016,4
Other income 21638 | 32053 | 115142 | 78414 56 776 -36 728 262,39 -31,9
Financial expenses 170174 | 105269 | 69485 86 007 -84 167 16 522 -49,46 23,78
Other expenses 195351 | 87227 48 317 | 326 398 131 047 278 081 67,08 575,53
Pre-tax financial result: profit (loss) 301741 | 420 299 | 557 525 | 544 355 242 614 -13 170 80,4 -2,36
Expenses (income) from income tax 60288 | 73266 | 101836 | 97 396 37 108 -4 440 61,55 -4,36
Net financial result: profit (loss) 241 453 | 347 033 | 455689 | 446 959 205 506 -8 730 85,11 -1,92

Source: Developed by author on the basis of data from Appendices D-F
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Management decisions in the field of operational management of PJSC "Kyiv
Cardboard and Paper Mill" were effective, as there is a growing amount of profit
from operating activities by 9.37%, which indicates the availability of funds to repay
financial obligations and form a net income.

The final financial result of the enterprise is the most important indicator that
indicates the ability of the enterprise to create added value, to occupy a stable market
position through the implementation of quality business processes. Net profit is
formed under the influence of all management decisions that were made during the
analysis period, as well as objective external and internal processes. Net profit of
PJSC "Kyiv Cardboard and Paper Mill" is 241 453 thousand UAH in 2016

The positive dynamics of the indicator of PJSC "Kyiv Cardboard and Paper
Mill" (increase of 85.11%) indicates the ability to increase the amount of borrowed
capital of owners and operate steadily over a long period of time in the market.

Dynamics of liquidity indicators is also a very important part of analysis of the

main results of activities (table 2.4).

Table 2.4
Dynamics of liquidity indicators of PJSC "Kyiv Cardboard and Paper Mill" in
2016 — 2019
A Absolute increment

(deviation) +,—

Indicators

2016|2017|2018|2019 POTRA\) * 2010%

2016 2018
Current liquidity ratio (coverage) 0,76 {0,8710,91|0,95| 0,19 0,04
Rapid liquidity ratio 0,39(0,47 {054 |054| 0,15 0
Absolute liquidity ratio 0,020,03(0,03({0,03| 0,01 0

The ratio of short-term receivables and

payables 0,520,68 (0,76 | 0,82 0,3 0,06

Source: Developed by author on the basis of data from Appendices D-F

PJSC "Kyiv Cardboard and Paper Mill" works to reduce short-term risks during
2016 - 2019, so managers are taking measures to ensure a balance of short-term
sources of financing and current assets. This is evidenced by the increase in the
current liquidity indicator from 0.76 hryvnia to 0.95.
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If we compare it with the normative (>2), we can conclude that companies may
have problems with repayment of liabilities to suppliers of material resources,
services, financial resources, etc.

PJSC "Kyiv Cardboard and Paper Mill" was able to repay 39% of its current
liabilities within three to six months from the first reporting date (2016). As for the
value of the indicator at the last reporting date (2019), it is not within the regulatory
limits, because for each unit of short-term liabilities the company had only 0.54
hryvnias of current assets, which could be quickly sold on the market and turn into
cash.

The risk of late fulfillment of obligations of PJSC "Kyiv Cardboard and Paper
Mill" in the coming month was significant, because the company had cash in the
amount of 3% of the total amount of current assets commitments in 2019. This value
is low relative to the normative.

In general, the company has managed to build good relationships with suppliers
and customers, because debtors divert less money than provided by suppliers, other
parties that form the accounts payable of the company. Each unit of accounts payable
of PJSC "Kyiv Cardboard and Paper Mill" accounts for UAH 0.82 of receivables.
This reduces the need for additional financial resources, which are expensive to
maintain.

Next we will see the dynamics of financial stability indicators of PJSC
“KCPM?” (table 2.5).
Table 2.5
Dynamics of financial stability indicators of PJSC "Kyiv Cardboard and Paper
Mill" in 2016 — 2019

Absolute
Year increment
Indicators (deviation) +,—

2019/ | 2019/
2016 2017 2018 2019 2016 | 2018

-589 898 |-396 483 (-614 995|-562 088 | 27 810 | 52 907

Own working capital,
thousand UAH
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Continuation of table 2.5

Ratio of current assets with
own funds

Maneuverability of own
working capital

The ratio of ownworking | 596 | g5 | 067 | -068 | 028 | -0,01
capital stocks

Financial autonomy ratio 0,34 0,39 0,38 0,47 0,13 0,09
Financial dependence ratio| 2,93 2,57 2,64 2,13 -0,8 | -0,51

-0,47 -0,24 -0,27 -0,29 0,18 | -0,02

-0,04 -0,13 -0,14 -0,1 -0,06 | 0,04

Financial leverage ratio 1,93 1,57 1,64 1,13 -0,8 | -0,51
cuity maneuverability | g1 | 03 | 035 | 025 | 036 | 01
Short-term debt ratio 0,9 0,93 0,85 0,8 -0,1 | -0,05
F_manmal stability ratio 0,41 0,43 0,47 0.57 0.16 0.1
(investment coverage)

Asset mobility ratio 0,81 0,97 0,94 0,69 -0,12 | -0,25

Source: Developed by author on the basis of data from Appendices D-F

The estimated amount of working capital of PJSC "Kyiv Cardboard and Paper
Mill" is negative (-562 088 thousand UAH), which indicates the inability of
management to attract the necessary funding from the owners to purchase material
resources to form stocks, provide commodity loans to customers, solutions other
tasks. The company depends on external sources of funding to replenish working
capital. The amount of these funds increased by UAH 27,810 thousand in 2016 -
2019.

Managers of PJSC "Kyiv Cardboard and Paper Mill" did not provide high
financial flexibility of the enterprise, as insufficient working capital was created at
the expense of the owners. As a result, the company is more dependent on external
suppliers of financial resources. The indicator is equal to -29% in 2019.

Own working capital is characterized by a low level of maneuverability, which
reflects the corresponding ratio (-0.1) which are then used in the production process
and the process of providing services. If there are supply disruptions, it threatens both
the implementation of the production program and the image of PJSC "Kyiv
Cardboard and Paper Mill". The low value of the stock of own working capital (-68%
in 2019) suggests that the risk of such disruptions is significant. In addition, there is a

decrease in the risk of insufficient supply of materials, raw materials and other
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resources during the period 2016 - 2019, which would lead to a temporary cessation
of operational activities of PJSC "Kyiv Cardboard and Paper Mill". This is evidenced
by the growth of the share of working capital in inventories by 0.28 percentage
points.

Scientists and practitioners distinguish two main groups of indicators of
financial stability. The first, discussed above, takes into account the amount of
working capital. The second group of indicators reflects the ratio between liabilities
and equity of the company.

PJSC "Kyiv Cardboard and Paper Mill" is able to independently finance a
significant share of required assets, namely 47%. The fact that the corresponding
figure increases by 0.13, indicates an increase in confidence in the company by
financial market participants, suppliers of material resources and services. After all,
even if the company loses its solvency and goes bankrupt, a high share of equity will
repay most of the liabilities.

Based on this logic, the indicator of financial leverage and financial dependence
of PJSC "Kyiv Cardboard and Paper Mill" is also within the regulatory limits and
records a low dependence on external suppliers of financial resources. It is advisable
to continue to monitor compliance with the acceptable ratio between equity and
borrowed funds, which allows getting a better assessment of creditworthiness, and
thus reducing the costs associated with attracting additional financial resources on a
fee basis. Each hryvnia of equity of PJSC "Kyiv Cardboard and Paper Mill" has 2.13
hryvnias of liabilities. PJSC Kyiv Cardboard and Paper Mill had 1.13 hryvnias of
liabilities for each hryvnia of equity at the time of reporting.

The equity maneuverability indicator indicates the low level of financial
flexibility of this source of financing the company's assets. At the end of 2019, the
value is -25%.

In its policy of attracting liabilities as a source of financing, as can be seen from
the indicator of short-term debt, the company emphasizes short-term debt, which
allows you to remain more maneuverable, to attract and pay for the funds only if

necessary. On the other hand, if an enterprise is restricted from accessing such short-
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term debt, it will not be able to ensure the sustainability of business processes.
Current liabilities formed 80% of liabilities in 2019. For 2016 - 2019, the indicator of
PJSC "Kyiv Cardboard and Paper Mill*" decreased by 0.1.

The asset structure of PJSC "Kyiv Cardboard and Paper Mill" in 2019 indicates
to a low level of adaptability, as if necessary, the company will not be able to quickly
restructure their business processes, free up financial resources from those assets that
are not promising and not productive enough in changing conditions, on the other
hand, direct them according to the updated asset formation policy. There was 0.69
hryvnias of current assets for each hryvnia of non-current assets.

Further will be the calculation of dynamics of profitability indicators of PJSC
“KCPM?” (table 2.6).

Table 2.6
Dynamics of profitability (loss) indicators of PJSC "Kyiv Cardboard and Paper
Mill*
Absolute
vaF incr(_am_ent
(deviation)
Indicators s
2019|2019
2016 | 2017 {2018 2019 | / /

2016(2018
Profitability (liabilities) of assets (net profit in the 112201133 949 | - |-184
numerator),%
Return (liabilities) of assets (EBIT in the numerator),% - 17 |15,59(13,39| - |-2,2
Return on assets (EBITDA in numerator),% - 122,11]19,94| 185 | - |-1,44
Return on equity,% - 130,53(29,55(22,38| - |-7,17
Profitability of production assets,% - |24,72|26,06/18,97| - |-7,09
Profitability of sales by gross profit (gross margin),% 25,51|23,05|20,46| 23 [-2,51(2,54
Profqablllty of sales by operating profit (operating 1458 11,3 | 8.49|1072 |-3.86/2,23
margin),%
Profitability of sales on net profit (net margin),% 5551683 (701|691 |1,36|-0,1
Operating profitability,% 18,05|13,53|9,88 (12,98 |-5,07| 3,1
Reinvestment ratio,% - (100,12]99,92|103,17| - |3,25
Economic growth stability ratio,% - |26,52125,67|20,76| - |-4,91
Payback period of assets - 8,91 (8,83(1054| - |1,71
Payback period of equity - 3,28 [3,38| 4,47 | - |1,09

Source: Developed by author on the basis of data from Appendices D-F
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The indicator of return on assets of PJSC "Kyiv Cardboard and Paper Mill"
shows that for every hryvnia used to finance the assets of PJSC "Kyiv Cardboard and
Paper Mill", a net profit of 9.49 kopecks was generated in 2019.

Income level is higher than inflation in the country, so it can be argued that there
IS an increase in the real value of the company's assets involved in the economic
process. Thus, the management is able to effectively use limited financial resources
to achieve the goals of growth and development of the enterprise "Kyiv Cardboard
and Paper Mill" from 455 689 thousand UAH up to UAH 446,959 thousand and an
increase in borrowed assets from UAH 2,817,778 thousand up to UAH 4,739,509
thousand led to a decline in return on assets in 2016 - 2019.

Naturally, such an enterprise could not act without support from information
systems before. However, until recently, the plant used disparate, not integrated
applications — 1C-Accounting, Excel, a number of self-written, etc. As a result, it
was impossible to obtain information in real time — basically only summing up the
results of certain time periods. Similarly, any change in business processes required
significant software rework and adjustments to data transfer methods, and after the
successful completion of these tasks, an adaptation period invariably followed.

Thus, they had an understanding of the need to implement a bundle of full-
fledged solutions of the ERP (Enterprise Resource Planning) and MES
(Manufacturing Execution System). The choice of the later was virtually uncontested,
due to the presence of a clear industry leader — Optivision from Honeywell. With
ERP, the situation turned out to be more complicated, due to a number of specific
requirements, the main among which are: the ability to adapt to various types of
production cycles (continuous and custom) and advanced integration with external
systems.

These requirements were met by CRM system Microsoft Dynamics AX,
however, at the time of the formal start of the project (April 2009), there were no
companies with experience in implementing this product in the pulp and paper
industry either in Ukraine or in neighboring countries. Therefore, in the spring of
2010, the project was actually restarted; the plant formed its own project team,
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consisting of five specialists with experience in implementing Microsoft Dynamics
AX, and the contractors were ERP PROFI (formed precisely in the process of
working on this project) and SMART business. To manage such a team, according to
Vlad Berezin, project manager since 2010 and ERP PROFI director, it is extremely
difficult, so they had to create a whole working infrastructure based on Microsoft
Project Server and Team Foundation Server, organize an automatic code building
process, etc.

Kirill Rudnev, SMART business sales director, also drew attention to the need to
implement a large number of modules supporting numerous business processes and
operations. There were introduced financial accounting, inventory accounting,
purchases, sales, as well as, for the first time in Ukraine, — accounting and tax
accounting in accordance with the current Ukrainian legislation with all the changes
in 2011-2012; complex interfaces have been developed for interaction with MES-
systems Optivision and PMASC; integration with control systems of railroad and
automobile weighing scales has been completed.

The fact that the project at the Kiev Cardboard and Paper Mill is unique not only
for Ukraine, emphasized Henrik Salikat, director of Microsoft Business Solutions in
Central and Eastern Europe. And the very fact of the successful completion of the
implementation in a fairly short time, in his opinion, indicates that Microsoft
Dynamics AX has become a full-fledged player in the enterprise segment.

As a result, the Kiev Cardboard and Paper Mill received a single consolidated
management system that provides control over the full technological cycle - from the
supply of raw materials to the sale of finished products.

As we pointed previously, PJSC “KCPM” uses Microsoft Dynamics AX system.
Microsoft Dynamics AX covers all business, production and distribution, supply
chain and project management, financial management and business analysis tools,
customer relationship management.

Microsoft Dynamics AX (Axapta) is a multifunctional ERP system for

enterprise resource management for medium and large companies. It covers all areas
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of management: manufacturing and distribution, supply chains and projects, finance
and business intelligence, customer and personnel relationships.
Key benefits of Microsoft Dynamics AX:

¢ Increase the efficiency and productivity of employees of the company

e Operational change management and development of competitive advantages

e Optimization management of a geographically distributed company:

e The system implements the standard operating principles of Microsoft products
and does not require long training

e High ergonomics of role-based user interfaces and role-based centers;

e The ability to prioritize the execution of current tasks a single interface when
accessed from the workplace and via the Internet

e Specialized business analysis and reporting tools allow you to analyze data
based on balanced scores, using Microsoft Office Excel and Microsoft
SharePoint Server with Performance Point Services

e Working with Microsoft Dynamics AX directly from Microsoft Office
applications

e Providing accurate information for quick adoption of the right p Solutions

e Reducing the cost of financial reporting and analysis

e Effective cash flow management

e Convenient toolkit for strategic planning

e Improving customer service through more efficient organization of the sales
process optimization of purchases and stocks

¢ Minimization of the production cycle and flexible production planning

e The possibility of organizing an internal and external service center

o Effective management of qualifications and personnel development

e Compliance system to the requirements of Russian legislation

e The system supports local requirements of more than 40 countries and provides
work in more than 40 languages

e Consolidation of financial, operational and customer information in a single

center
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e Support of an unlimited number of companies in the territorial-distributed
structure of the organization

e A convenient mechanism for extending unified business processes to
departments and representative offices of companies

e Organization of operations [18].

The enterprise implemented a lot of mechanisms, such as automatic extraction of
documents for products, automatic transfer of raw material receipts and automatic
calculation of the cost of a paper mill for each product. The time that employees
earlier spent on the calculation, they now spend on more important issues [10].

Specific algorithms and processes used in corrugated production have been
developed. For example, about 2.5 thousand production orders are produced every
month. The calculation of the cost before the introduction of Microsoft Dynamics AX
was possible only in terms of product types. Also, as a result of the introduction of
Microsoft Dynamics AX, it has become possible to automatically control the
placement of orders in production, depending on the number of orders already placed
in production, manufactured goods that are still in stock, and financial relationships
with each customer [22].

The ability to keep accounting and tax accounting in Microsoft Dynamics AX
was implemented. The decision can be divided into the following main blocks:
general financial accounting; VAT accounting; tax accounting [14].

Strategic AX weaknesses include the following:

e Software as a Service and cloud ERP options are still limited, and don't
compete favorably with pure-play cloud ERP solutions.

e Dynamics AX incurs higher costs and risks associated with partner hosting,
due to reduced investments, competencies and resourcing as compared to
publisher hosted SaaS ERP solutions.

e The user interface (Ul) is satisfactory, but fails to take advantage of the lessons
learned from consumer technologies and does not deliver a rewarding user
experience Microsoft is extremely behind in recognizing and delivering

Enterprise 2.0 and social business solutions.
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e Dynamics ERP offers very limited cross-platform support-including narrow
support for browsers, operating systems and databases.

e Despite Microsoft's company strategy of aligning along industry markets,
Dynamics ERP systems seldom venture into verticals markets. Instead the
company relies on its ISV and business partner channels to develop and
integrate industry solutions. The strategy is not unreasonable, however, creates
a layer of abstraction between the publishers and its customers.

e The lack of some modules and the fact that some functionalities are provided
by partners and third parties can create integration complexity, drive up total

cost of ownership (TCO) and impact return on investment (ROI) [6].

Let’s observe the main functional areas of Microsoft Dynamics AX (figure 2.1).

Industry-specific
capabilities

[ Core ERP capabilities ]

Manufacturing
Lean, process and discrete
manufacturing

Financial
management
General ledger;
Accounts receivable;
Bank management;
Budgetary control;

Shared service support;

Human capital management
Organizational and workforce
management;

Recruitment and selection;
Development, training and
performance management;
Employee self-service portal;

Business intelligence
and reporting

Standard, impromptu and
analytical reports with
Microsoft SQL Server
Reporting Services;

Role tailored, predefined,

Distribution Compliance Expense management multidimensional data
management cubes;

Wholesale, warehouse Dashboard views of key

management, distribution performance indicators
Production Supply chain management

Retail
Merchandising, point of
sale, store management

Services

Project and resources
operations; talent and
skills management

Material and capacity
planning;

Resource management;

Job scheduling and
sequencing;

Product configuration;
Shop floor
management

Procurement and
Inventory management;

o sourcing
Multisite warehouse . L.
Direct and indirect
management; \
procurement;

Trade agreements;
Order promising;
Distribution planning;
Quality management

Purchase requisitions;
Supplier relationship
management;

Vendor self-service portal

Public sector

Grants management,
commitment accounting
and fund accounting

Project management
and accounting
Project accounting and
invoicing;

Project cost control;
Work breakdown
structures;
Interoperability with
Microsoft Project

Sales and marketing
Sales force and marketing

Service management
Service orders and

automation; contracts;
Lead and opportunity Service calls and
management; dispatching;

Sales management;
Microsoft Dynamics CRM

Repair management;
Service subscription

Connector

Figure 2.1 Functional areas of Microsoft Dynamics AX 2012

Source: Developed by author on the basis of data from [27]
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To sum up, the main goal of any commercial enterprise is to achieve the goals set
by the owners. They usually consist of generating a profit. The increase in equity by
130.56% in 2016 - 2019 indicates both the achievement of this goal and the
strengthening of the financial potential of PJSC "Kyiv Cardboard and Paper Mill".
The amount of equity of PJSC "Kyiv Cardboard and Paper Mill" is equal to UAH
2,220,802 thousand at the end of 2019 against UAH 963,208 thousand in 2016

The financial position of the owners of PJSC "Kyiv Cardboard and Paper Mill"
Iin 2016 - 2019 is increasing, as after deducting liabilities, the volume of available net
assets increases by 130.56%. Thus, the company is characterized by an effective
business model.

In 2016, PJSC "Kyiv Cardboard and Paper Mill" generated revenue of UAH
4,352,280 thousand.

At the end of the study period (2019) revenue is UAH 6,472,462 thousand,
which is 48.71% more than at the beginning of the analysis period. This indicates the
ability of the enterprise to operate in difficult economic conditions, to use the existing
competitive advantages, to meet the needs of its target market segment. This leads to
the fact that the company has more financial resources to cover fixed and variable
costs, encourage efficient employees, repay financial obligations and solve other
operational and strategic tasks.

The final financial result of the enterprise is the most important indicator that
indicates the ability of the enterprise to create added value, to occupy a stable market
position through the implementation of quality business processes. Net profit is
formed under the influence of all management decisions that were made during the
analysis period, as well as objective external and internal processes. Net profit of
PJSC "Kyiv Cardboard and Paper Mill" is 241 453 thousand UAH in 2016

The positive dynamics of the indicator of PJSC "Kyiv Cardboard and Paper
Mill" (increase of 85.11%) indicates the ability to increase the amount of borrowed
capital of owners and operate steadily over a long period of time in the market.

A more rapid increase in net income of PJSC "Kyiv Cardboard and Paper Mill"

and a less significant increase in inventories suggest that the company uses more
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efficient methods of inventory management, constantly looking for opportunities to
release some of the financial resources that are loaded in inventories. As a result,
such funds can be used in alternative areas. In general, the efficiency of inventory
management increases in 2016 - 2019.

Accounts receivable of PJSC "Kyiv Cardboard and Paper Mill" made 5.76
turnovers per year, and the period of debt collection is 62.52 days receiving goods
and services of the enterprise, suppliers when receiving advances, other debtors divert
the company proportionally larger amounts at the end of the study period, which led
to a decrease in turnover of this element of the asset by 1.36.

Customers and other debtors used in 2019 the company's funds for a shorter
period (62.52 days) compared to the period during which the company diverted part
of the working capital of suppliers and other partners in the financial and economic
relations in the formation of accounts payable 103.49 days). If this does not lead to
deterioration in relations with suppliers, it is advisable to continue to follow this
policy, generated a net profit of 9.49 kopecks in 2019.

The level of return on assets is higher than inflation in the country, so it can be
argued that there is an increase in the real value of the company's assets involved in
the economic process. Thus, the management is able to effectively use the limited
financial resources to achieve the goals of growth and development of the enterprise.

Decrease in net profit of PJSC "Kyiv Cardboard and Paper Mill" from UAH
455,689 thousand up to UAH 446,959 thousand and an increase in borrowed assets
from UAH 2,817,778 thousand up to UAH 4,739,509 thousand led to a decline in
return on assets in 2016 - 2019.

Accordingly, in 2019 the level of return on assets of PJSC "Kyiv Cardboard and
Paper Mill" is 10.54 years.

An important indicator is the return on equity, which reflects the efficiency of
the company in terms of owners or potential investors. Each hryvnia of the owners'
capital provided them with a net profit of 22.38 kopecks in 2019.

It is extremely important for the company to be able to form the necessary

stocks of material resources, which are then used in production and service. If there
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are supply disruptions, it threatens both the implementation of the production
program and the image of PJSC "Kyiv Cardboard and Paper Mill". The low value of
the stock of own working capital (-68% in 2019) suggests that the risk of such
disruptions is significant. In addition, there is a reduction in the risk of insufficient
inventory of materials, raw materials and other resources during the period 2016 -
2019, which would lead to a temporary suspension of operations of PJSC "Kyiv
Cardboard and Paper Mill". This is evidenced by an increase in the share of working

capital in inventories by 0.28 percentage points.

2.2. Assessment of factors that affect the customer relationship management
process of the enterprise

Positive customer relations are long-term, mutually beneficial relationships
between a customer and a company. These relationships are built by creating a stable
environment of trust that results in the continued growth of both the customer and the
organization. Positive customer relations include consistent quality of what the
business is offering as well as how they are offering it the customer.

It should be noted that the effective satisfaction of customer needs is possible
not only through their identification, but primarily by establishing and developing
partnerships with customers, as well as with any counterparties in the business
ecosystem and within the organization.

Often the customer is understood as the end user. It should be noted that these
terms are not synonymous because, as defined in the professional dictionary, a
customer is a natural or legal person who uses the products of another natural or legal
person who enters into a business relationship with him, and a consumer is a natural
or legal person who receives or intends to receive the product for its own
consumption or use. Under the product in this case we understand "tangible or
intangible object (including works, services) that meets any social need, produced for
exchange and one that has a value that is established in the process of its exchange
for other goods" [15, p . 559]. That is why the customer-oriented approach focuses on
the concept of the customer, which is broader and includes both the end user and

employees who are customers for units in the production chain. This means that the
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definition should include the desire of the company's staff to establish long-term
relationships with the customer based on understanding and meeting its active and
latent needs, as unmotivated staff is unlikely to effectively meet customer needs.

Customer-oriented approach involves the formation of a wide range of products.
With this in mind, the company must constantly improve existing products and create
new ones, taking into account today's volatile and forecasting future needs. Knowing
your customer well, understanding his needs and anticipating his potential desires,
you can create a product or service that cannot be abandoned. Taking into account the
interests of the customer and his active involvement in the interactive process of
developing and creating new products will allow by attracting customers who
previously could not find the product they need at an affordable price, but also reduce
their operating costs by transferring part of the work to create a product to the
customer, as well as transaction costs.

To ensure appropriate quality, the company must create a quality management
system in which each process is related to the customer. A formal approach to the
description of business processes does not allow the organization to become truly
customer-oriented.

An important component of a customer-oriented approach is the formation of
customer loyalty to the company, through the development and implementation of
programs that contribute to the formation of customers' strong sense of commitment
to a company, which is manifested in its stable focus on purchasing goods.

In our opinion, customer loyalty includes two components: first, the customer's
actions as a buyer, the rational motives of which can be clarified and evaluated,
secondly, the emotional component of customer loyalty, measuring the degree of
which is quite a difficult task.

Seven factors of loyalty as a habit — are factors that significantly affect the
formation of customer experience, form a strong desire to repeat certain actions by
the client. These factors lead to a positive perception of interaction with the supplier

both in its process and after.
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1. Time — the speed of solving customer problems, quality over time. This is
about the speed of response to customer requests, about any delays, expectations,
queues and more. And also — about the duration of the order, delivery time, duration
of after-sales service, the effect of the result, etc.

For example, the speed of answering an incoming call; the duration of the effect
of the cosmetic procedure; preservation of the appearance of the goods due to its long
operation, speed of courier delivery, etc.

2. Simplicity — how accessible, simple and convenient for the client to get the
desired result.

For example, make and place an order, return a product or receive
compensation, advice or delivery.

The less effort a customer needs to meet his or her needs, the higher his or her
commitment to the company that was able to provide him or her.

3. Freedom of choice — giving the client the opportunity to make their own
choices and decisions. It is about the ability to choose a solution from among the
proposed, about the convenient time and place, form and content. This is about
choosing a convenient communication channel for researching the properties of the
product, for advice, ordering. Multichannel significantly contributes to the creation of
a positive experience for the client. The well-known slogans are "the customer
decides", "the customer is always right”, but how does the customer actually assess
the opportunity to choose? In fact, when a client is given the opportunity to choose,
he does not claim to be right, but rather needs respect and support. When the supplier
skillfully conducts dialogue, provides an opportunity to choose, if necessary helps to
simplify the decision-making process, advises, skillfully responds to customer
requests, through words-markers encourages action in the comfort zone, the customer
tends to make decisions in the interests of such supplier.

4. Security is about the reliability of cooperation, the ability of the supplier to
minimize risks and undesirable consequences.

For example, what will be the actions of the supplier, if the customer has

unforeseen problems or the product has poor quality, what are the warranty
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obligations and more. It is also about how secure it is to transfer personal information
to a provider. Once you have placed your phone number in the online order form, the
customer will not receive unwanted calls from bots and fraudsters.

5. Finance — about the value of money. It's about the economy and the
economy, the price of the issue, the transparency of pricing, the intentions of the
supplier of the product or service, the possible violation of a sense of justice for the
customer — “what do I pay money for as a customer?” and also about what the client
Is willing to pay more for.

6. Impressions are both about emotional reactions that arise situationally, and
about the experience as an effect due to interaction, service or use of goods. This is
about the predicted development of emotional states of the client, which form the
attitude to make decisions in the future, and the impression of a particular process, a
separate conversation with a representative of the supplier, and the overall impression
of interaction with the company or brand.

7. Previous experience is about the previous experience of the client, for
example, the failure of the supplier to fulfill its promises, obligations to the customer.
When they promised to call the client, but did not do so.

Experience can be direct when you previously bought from this supplier, or
indirect — bought from other suppliers, but subconsciously can transfer this
experience to a new supplier (both positive and negative).

Table 2.7 identifies the main factors influencing the process of customer
relationship management and evaluates their significance for the studied enterprise on
a 10-point scale.

Table 2.7

Expert assessment of the factors influencing the process of customer relationship

management of PJSC “KCPM”

Factor Rating
Expert #1 | Expert #2 Expert#3 Average
rating
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Continuation of table 2.7

Level and 10 10 9 9,7
quality of
customer
service
Quality of 8 7 8 X
products
Reliability of Y 6 6 6,3
cooperation
Level of 8 8 7 7,7
qualification of
employees
Level of 6 5 4 5
communication
between
departments
CRM system 9 9 8 8,7
functionality
Quantity and 10 10 10 10
quality of
technical
means
Source: Developed by author

The first factor that was evaluated was the level and quality of customer service.
It involves providing efficient, quick, and friendly service to customers as well as
building strong relationships with them. It also entails responding to customers' issues
in time and handling any complaints swiftly. According to the evaluation, this factor
received an average score of 9,7, which indicates that it is very important for the
process of managing relationships with customers of the enterprise.

The next was quality of products. Product quality refers to how well a product
satisfies customer needs, serves its purpose and meets industry standards. When
evaluating product quality, businesses consider several key factors, including whether
a product solves a problem, works efficiently or suits customers' purposes. The
Average rating of quality of products factor is 7,7. It means that the product quality
has medium importance for the process of customer relationship management of
PJSC “KCPM”.
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Reliability of cooperation with the company is how responsibly the company
treats its responsibilities and the company's ability to minimize risks. Our evaluation
shows that reliability of cooperation has an average score 6,3. It is almost the lowest
score among all factors, so the reliability of cooperation has a low importance for the
process of customer relationship management of the enterprise.

The level of qualification of employees is the level of professional suitability
provided by the total availability of employees of general and special knowledge,
skills, abilities, experience required to perform work of a certain complexity in the
relevant profession or specialty. Low professional and qualification level of
employees is one of the main reasons for low competitiveness of the enterprise,
which affects the level of profitability of the enterprise and its own in turn, limits the
financial opportunities for training, staff development. This factor received an
average score of 7,7, so it also has average importance for the customer relationship
management process.

Communication is a complex process consisting of interdependent steps. Each
of these steps is necessary in order to make our thoughts clear to another person.
Each step is a point where, if we don't think about what we are doing, the meaning
can be lost. The goal of each leader is to make the communication process as
effective as possible and not to lose meaning. Level of communication between
departments received an average score 5. It is the least important factor for the
process of customer relationship management of the enterprise, but it should still be
given attention.

Each company needs a different amount of CRM system functionality for an
effective customer relationship management process. Therefore, management must
ensure that employees have all the important functions of the CRM system for their
work. The factor of CRM system functionality received an average score 8,7, which
means that functionality of CRM system of the enterprise is highly important for the
process of customer relationship management. So, if the company’'s CRM system
doesn’t have all key features, the enterprise should solve this problem as fast as

possible.
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Sufficient quantity and quality of technical means for the necessary
communication interaction is a key factor in the process of customer relationship
management. It directly affects the company's ability to work with customers more
effectively, encourage more new customers and retain existing ones. The company
must pay the most attention to it and constantly improve. Quantity and quality of
technical means received an average score of 10 on a 10-point scale, which is proof
of its absolute importance for the process of customer relationship management.

The more important the factor for the customer relationship management
process for the company, the faster management must respond to their deterioration,
as well as constantly improve the level and quality of these factors to retain and
encourage more customers and be more profitable.

CRR is customer retention. This is a ratio that shows the ability of the business
to maintain a relationship with the customer. We calculated the CRR for PJSC
“KCPM”:

CRR =(29-22)/16 =0,4375*100% = 43,75%

The retention rate is 43,75%, which means the enterprise loses more than a half
of clients.

The company is mainly focused on selling its products to other large retail
companies, so although the number of customers is small, but they bring significant
income to the company. This is demonstrated in the following calculations.

CAC is a customer acquisition cost. This is the amount of how much one new
customer costs the business.

CAC = 260000 UAH per month / 2,41 clients per month = 107883,8 UAH

So, on average, the company spends about 107883 hryvnias to attract such a
client every month.

LTV is a lifetime value. That is, the profit you will receive from the client for all
the time working with him.

This indicator is very important in marketing, advertising, sales, especially for e-

commerce. And here's why:
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e one way to calculate ROI (return on investment) will involve LTV. ROl — one
of the few ways to assess whether your advertising pays off or leads your
business in the red,

e LTV helps identify the target audience for marketing and better understand the
workings of the business;

e knowing the real life value of the client for business, you can build a more
effective advertising strategy and modify the strategy of customer retention;

e helps in customer segmentation as it shows which part of the audience is most
profitable for the business.

LTV = 18599028 UAH —107883,8 UAH = 18491144,2 UAH

In this situation, judging by the calculations, the lifetime value of the client is
very high.

LTV / CAC is the ratio of a customer's lifetime value to the length of his "life"
for the company. This indicator is conventionally called customer quality, that is how
much the customer is profitable for the business financially.

Inour case LTV/CAC=1714

This means that each 1 hryvnia invested by the company brings the enterprise
171,4 hryvnias.

Employees are central to an effective CRM and such firms must manage its
relationships with their employees if they have any hope of fully serving customer’s
needs and that this is especially important in companies where employees are the
eyes of customers. The success of CRM initiative relies on involving staff in
designing it at an early stage, rather than simply imposing it on them, employees who
interface with customers need to be empowered to address customers concern
promptly.

As for the need for customer relationships, it is clear that if the company has
some tension or misunderstanding between colleagues, it can also negatively affect
the customer service process. We conducted a survey of employees of the company
according to which 80% of employees are satisfied with the relationship with

colleagues and managers, and 20% are partially satisfied. Also, according to the
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results of the assessment of communications between departments and awareness of
employees about their work, not everyone is satisfied with this level. The results of
the survey indicate problems in the relationship between units (see Annex B).

Consumers of the company's products are the second part, which reflects the
level of customer service and the relationship with the seller, which is a direct part of
the CRM-system. To find out how satisfied consumers are with the product and the
interaction with the seller, we conducted another survey.

The survey showed that the average rating of satisfaction with feedback from the
seller is 3.7 on a 5-point scale. Although consumers are not entirely satisfied with the
communication with the company, so the work of the CRM-system too, they still
focus more on price and quality characteristics of the product than on the
relationship. In addition, the interaction between consumer and seller occurs through
the product that produces and sells the company. Therefore, an important role in the
operation of the CRM system is indirectly influenced by how the consumer perceives
the price and quality characteristics of products sold by the company (see Annex C).

After analyzing the factors of the external and internal environment of PJSC
"KCPM" we can conclude that the enterprise has both strengths and weaknesses in
the management of relations with suppliers, customers and between departments. The
positive aspects are that the company provides continuous professional training;
significant funds are allocated for social protection of employees, additional benefits
and guarantees are established and a reliable system of labor protection is provided.
PJSC "KCPM" is active in foreign affairs and interacts with various organizations,
which gives the company stability and image not only in the Ukrainian market but
also abroad. Compared to competitors, it has a balanced pricing policy, which shows
the average prices of products on the market and also provides high environmental
friendliness and product quality through a quality management system,
environmental protection and product safety in accordance with the requirements of

international standards.
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PART 3. IMPROVEMENT OF THE CUSTOMER RELATIONSHIP
MANAGEMENT PROCESS AT THE ENTERPRISE “KYIV
CARDBOARD AND PAPER MILL”, PJSC, OBUKHIV

3.1. Development and justification of measures to improve the CRM-systems at
the enterprise

According to the results of the study of the CRM-system and relationships
between departments and with consumers at the PJSC "KCPM", it can be concluded
that this CRM-system is not sufficiently functional and effective for the work process
of PJSC "KCPM", as we observe problems in relationships between departments and
with customers. This problem can be solved in two ways:

1) Switch to an improved version of the existing system, called Microsoft
Dynamics 365.

2) Switch to an alternative modern CRM-system Salesforce.

Microsoft Dynamics 365 has many advantages over its outdated version of
Microsoft Dynamics AX. Salesforce unites your marketing, sales, commerce, service,
and IT teams from anywhere with Customer 360 — one integrated CRM platform
that powers entire suite of connected apps.

In the future it is necessary to develop a project and implement it step by step.
It makes sense to start with the determination of responsible. During the internship, it
was decided that the implementation project would be initiated by the head of the
sales team. Several sales managers will use the new CRM system for a certain period
of time to test it. The implementation plan is similar for both systems.

To begin with, a plan has been developed to implement the CRM system (table

3.1).
Table 3.1
Project plan for the implementation of CRM-system
The name of the task Deadline Responsible
1. Implementation of CRM- 3 weeks Head of the sales team
system, basic settings
2. Automate the process of 2 weeks Head of the sales team
finding contacts, calls and
sending emails
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Continuation of table 3.1

3. Test period by an employee 4 weeks Head of the sales team
of the sales department of PJSC
"KCPM" in the new CRM-
system

4. Measurement of results, 1 week Head of the sales team
comparison with the current
system at the enterprise

5. Forecasting performance 1-2 days Head of the sales team
indicators and return on
investment

Source: Developed by author

Companies carefully consider how to deploy a CRM system to ensure that it
meets their business goals. Some organizations may benefit from on-premises
software, but the cloud CRM system also has its advantages.

When opting for on-premises CRM, companies need to purchase a subscription
to use it in advance. Due to the fact that the software is located on the company's
servers, local CRM will be a good choice for organizations with strict security
policies.

Choosing a local CRM deployment process requires more time and IT
resources. The task of the buyer is also to ensure continuous maintenance of the local
system; the supplier is not responsible for the smooth operation of the customer's
servers. At the same time, the supplier continues to provide technical support to solve
critical problems.

On the other hand, software as a service (SaaS) or cloud CRM stores data on
the servers of a certified cloud provider. In this case, users have full access to the
database wherever they are. The vendor is responsible for the smooth running of the
system and provides all necessary updates and support.

It is important that cloud CRM is highly scalable. This means that an
organization can easily expand not only the functionality of the system, but also its
productivity as business requirements grow.

The stage of improving the existing CRM-system begins with the collection
and analysis of user recommendations to prepare requirements that will be taken into

account in system updates, and then use the updated CRM-system, taking into



48

account errors or shortcomings. Further improvement of the CRM-system should be
aimed at solving the following tasks:

e The need to record each incoming call, each request of a potential customer,
automate receipts, accumulation of information about requests, sales and
customers;

e Accumulation of information from various sources, formation of a statistical
base that will allow the manager more consciously and with the use of a certain
amount of information to make decisions and plan further work of the
enterprise;

e Improving and optimizing the department because by installing a CRM system,
the owner gets not only product and tools, but also the vision of suppliers of
the software product on how to work sales department.

The following figure justifies our choice of measures to improve the workflow of

CRM systems in the enterprise (figure 3.1).

Challengers Leaders

Ability to

execute Niche players Visionaries

S

Completeness of vision

[ As of June 2021

J

Figure 3.1 Magic Gartner’s Quadrant for Sales Force Automation
Source: [3]
Figure 3.1 shows The Gartner Magic Quadrant — an annual report on the best

CRM systems from the authoritative analytical company Gartner.
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From the quadrant you can see that Salesforce and Microsoft Dynamics 365 are
leaders among CRM systems.
It is necessary to clearly define the sequence of actions to configure the system.
They are listed in order of priority:
1. Import existing contacts into the system.
2. Import existing companies into the system.
3. Configure the sales funnel (sequence of actions for sales managers).
4. Configure fields to automate filling in by sales managers.
Sales managers will use the following contact search tools:
e LinkedIn Professional Social Network;
e Excel or Google Sheets to enter information.

The basic process of finding contacts in the company is as follows:

Defining the industry of potential consumers-
enterprises

JL

Identification of a key person from potential
consumers

J L

Search for contacts on LinkedIn

AN

Automatic import of data into the CRM system

J L

Get started with contacts and transfer to the
contact department

Figure 3.2 The process of finding potential customers
Source: Developed by author
The first two stages are key and unchanged for the company — it is necessary
to clearly identify the segment of potential consumers to whom commercial activities

will be directed.
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Defining the segment of potential consumers-enterprises includes the following

parameters:

e To select a specific industry (for example, IT companies, manufacturing

enterprises, etc.);

e The size of the enterprise 1-50 employees, medium enterprise 51-500

employees, large company 500+ employees);

e Select the country in which the enterprises are located.

Identifying the key person of potential consumers is an integral part of the

work process, because the company can sell its product only to specific employees of

specific companies. To do this, it is necessary to determine the position of a potential
buyer (most often — CFO or CEO).

Finding contacts on the professional social network LinkedIn is the next step in

directly finding the companies and their representatives. This process is based on the

first two stages, and working on LinkedIn helps to use filters to identify the necessary

potential buyers (figure 3.3).
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Figure 3.3 Example of using LinkedIn Sales Navigator to search for potential

customers

Source: Developed by author on the basis of data from [17]
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To get acquainted with new CRM systems we can register a trial version. In this

case, we will reduce the cost of implementing a new CRM system.

3.2. Predictive evaluation of the implementation of improvement measures at
the enterprise

Successful implementation of the CRM system at the enterprise involves many
actions and calculations that must be performed. These calculations will show
whether it is profitable for the company to implement these systems.

To begin with, let's calculate the profitability of the enterprise for recent years
(table 3.2).

Table 3.2
Profit of PJSC “Kyiv Cardboard and Paper Mill”
Year 2017 2018 2019 2020
Profit, UAH 420299 557525 544355 453825
Profitability 39,2% 32,6% -2,4% -16,6%
ratio

Source: Developed by author on the basis of data from Appendices D-F

Table 3.2 shows that the profitability of the enterprise since 2017 began to
decline, due directly to the outdated CRM system of the enterprise.

Our previous methods of improving the CRM system at the enterprise, namely
the transition to an alternative system called Salesforce, or upgrading to a new
version of Microsoft Dynamics 365, which have much greater functionality and
efficiency, will help to solve the problem of lower profitability.

It is necessary to forecast profit after the implementation of the previously
mentioned CRM systems at the enterprise.

According to our forecasts, the company's annual profit using the Microsoft
Dynamics 365 system will increase by 22%, and using the Salesforce by 17% (table
3.3).
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Table 3.3

Forecast of the profit after implementing the improving measures

Indicator Year

2021 2022 2023 2024 2025 2026

Microsoft | 553666,5 | 675473,1 | 824077,2 | 1005374,2 | 1226556,5 | 1496398,9
Dynamics
365 profit
forecast,
UAH

Salesforce |530975,3 | 621241,1 | 726852,1 | 850416,9 | 994987,8 | 1164135,7
profit
forecast,
UAH

Source: Developed by author

Table 3.3 shows the result of the implementation of CRM-systems and profit
forecast for the next 5 years.

But not everything is as simple as it seems. It is also necessary to calculate the
cost of implementing these improvement methods.

First of all, the number of employees which will use CRM system is 25.
Therefore, the following calculations will be performed on the basis of this number.

Pricing of Microsoft Dynamics 365 is 63% per user and the Salesforce is 25%
per user (table 3.4).

Table 3.4
Total costs of implementing improving measures
System Total costs, UAH
Microsoft Dynamics 491400
365
Salesforce 195000

Source: Developed by author

According to the calculations of implementation costs and forecasted profits,
we can see that the CRM system Microsoft Dynamics 365 gives a larger increase in
profits annually, although it is more expensive to use. On the other hand, the
Salesforce CRM system is cheaper to use, but gives less profit growth than Microsoft

Dynamics 365.
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Payback period of the investment project — this ratio shows the period for
which the initial investment (costs) in the investment project will pay off. The
economic meaning of this indicator is to show the period for which the investor will
return his invested money (capital). It is necessary to calculate payback period for

implementation both of the systems (table 3.5).

Table 3.5
Calculation of payback period of the investment project
Period, year Microsoft Dynamics 365 Salesforce

Initial costs, Cash flow Initial costs, Cash flow
UAH cumulative UAH cumulative
total, UAH total, UAH

1 491400 121807 195000 90266

2 270411 195877

3 451708 319442

4 672890 464013

Payback period 3 years and 3 months 2 years

Source: Developed by author

Table 3.5 presents the calculations of the payback period of the investment
project. As we can see, the implementation of CRM system Microsoft Dynamics 365
will pay off in 3 years and 3 months, while the implementation of Salesforce system
in 2 years.

Net present value is an indicator that reflects changes in cash flows and shows
the difference between discounted cash inflows and outflows.
Net present value is used to select the most investment-attractive project.

Project evaluation based on NPV criterion:
1. NPV <0 — an investment project that has a negative NPV value should be
excluded from consideration.
2. NPV = 0 — the investment project will provide a break-even level when all
income is equal to costs.
3. NPV> 0 — investment project is attractive for investment.
4. NPV1> NPV2 — comparison of NPV1 of one project with NPV2 of another,

shows the investment attractiveness of the first.
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Therefore, it is necessary to calculate the NPV for proposed investment

projects (table 3.6).
Table 3.6
Calculation of Net Present Value for proposed investment projects
Indicator Microsoft Dynamics 365 Salesforce
Amount of investment, 491400 195000
UAH
Discount rate, % 10 10
Amount of receipts in the 121807 90266
1st year, UAH
Amount of receipts in the 148604 105611
2nd year, UAH
Amount of receipts in the 181297 123565
3rd year, UAH
Amount of receipts in the 221182 144571
4th year, UAH
Amount of receipts in the 269842 169148
5th year, UAH
NPV, 195280 270949.6
UAH

Source: Developed by author
NPV (Microsoft Dynamics 365) = 121807/1.1 + 148604/1.21 + 181291/1.331 +
221182/1.4641 + 269842/1.61051 = 195280 UAH.
Since the obtained NPV> 0, then this project is effective and it could be accepted.
NPV (Salesforce) = 90266/1.1 + 105611/1.21 + 123565/1.331 + 144571/1.4641 +
169148/1.61051 = 270949.6 UAH
Since the obtained NPV> 0, then this project is effective and it could be accepted.

As we can see NPV (Salesforce) > NPV (Microsoft Dynamics 365), that means
the implementation of CRM system Salesforce is more investment attractive.

Based on the fact that NPV of Salesforce implementation project is bigger than
NPV of Microsoft Dynamics 365 and the payback period of Microsoft Dynamics 365
is longer than the payback period of the Salesforce system, we would recommend the
company to switch to an alternative CRM system called Salesforce. Also the costs of

Implementation of Salesforce are lower than another suggested CRM system.
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CONCLUSIONS AND RECOMMENDATIONS

The first part of the Final qualifying paper is devoted to defining the essence of
CRM systems, their classification and composition in trade. It is determined that
CRM systems have such basic functions as marketing and analytics, sales
automation, automation and optimization of the workflow and others. The basis for
the CRM concept is an individual approach to any customer of the organization, as
well as the collection of all available information and data about them, to give
products maximum consumer value and provide the level of pre-sales and after-sales
service desired by the buyer.

Also in the first part, scientific approaches to customer relationship management
in the process of performing trade functions by enterprises in a manufacturing sphere
were identified. The basic principles of customer relationship management were
formed, namely the principle of ethics, the principle of authenticity and the principle
of control. CRM allows a company to keep an ongoing register of project investment,
comprising materials, expenses, and time consumption. It was determined that one of
the most effective methods of evaluating the CRM workflow is a survey.

In the second part of the Final qualifying paper, the main results of activities and
CRM-systems at the PJSC “KYIV CARDBOARD AND PAPER MILL” were
analyzed. The study of key indicators showed that starting from 2018 the company's
profitability began to decline. The enterprise using a CRM system called Microsoft
Dynamics AX was also studied.

We pay high attention to factors that affect the customer relationship
management process of the enterprise. The workflow process of the Microsoft
Dynamics AX system was analyzed. We also conducted a survey of consumers of
products and employees of PJSC "KYIV CARDBOARD AND PAPER MILL" and
concluded that this CRM system is outdated and has low efficiency in modern trade
of the studied enterprise.

In the third part of the Final qualifying paper recommendations for improving
customer relationship management at KYIV CARDBOARD AND PAPER MILL,

namely the transition to an alternative system called Salesforce or an upgrade to a
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newer version — Microsoft Dynamics 365 were provided. A plan was developed to
Implement a new CRM system, the advantages of new CRM systems are determined
and the transition to alternative systems is justified.

Also in the third part the costs of implementation of each proposed CRM system,
the costs of using them were calculated. The payback period of the investment project
was calculated for each proposed CRM system. Net present value of implementation
projects was calculated. A recommendation was given to choose one of the proposed
CRM systems, namely Salesforce, as it has lower costs of implementation, shorter

payback period and its NPV is bigger than Microsoft Dynamics's 365.
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p03BHUTOK OPTAHIBALIL: OPTAHI3ALIIITHI ITEPETBOPEHHS
EQ@EKTUBHICTb, KOHKYPEHTOCIIPOMOXKHICTE

vALUABLE FUNCTIONS AND CHARACTERISTICS OF CRM SYSTEMS
AT THE TRADE ENTERPRISES

FEDORENKO R., the 1" year of Master program FEMP KNUTE,
Specialization «Trade Management»

The role and purpose of using CRM systems at a trading comp
jecessary characteristics and functions of the CRM Sy
The influence of CRM systems on the level of economi

any are determined. The main
stem at the trading company are established
¢ efficiency of the enterprise is substantiated.

Busnaveno ponb ma yemy eukopucmanns CRM cucmem na mopzosensmonmy nionpuescmei
e MR P S HeobxiOHi xapakxmepucmuxu ma dyuxyii CRM cucmemu na mOP?OBC’.‘IbHOH}..
nionpuemcmel. Obipynmosano enwe CRM cucmem wa pisens ekonomiunoi eli)ekmueuoc'mi
nionpUEMEMEA.

Relevance of the research. Increasing competition, signifi
identical goods, growing demand on consumers who dictate cond
sellers, escalates the struggle for customers. Today it is important for
goods they need, but also how it is treated, how quickly and effectively company is ready to solve
their problems. Lack of customer oriented business strategy is a challenge for most domestic
companies. Therefore, increasing the efficiency of customer interaction for many companies is a
key factor in development. Solving of the problem of increasing customer loyalty requires the
accumulation and processing of large amounts of information. Therefore, in the information society
the use of modern information is essential, in particular the usage of customer relationship
automation systems — CRM (Customer Relationship Management).
Customer relationship management helps companies to gather information about behavior of
its customers and to understand them better. In that case companies can improve their relations with
clients and ensure the best serving for them. For this aim enterprises should know about all valuable
characteristics and functions of CRM systems and learn how to use it in better way.
The following domestic and foreign scientists have made a significant contribution to the
development of theoretical and applied principles of customer relationship management:
S. Garkavenko, N.Kudenko, E.Krykavsky, L.Moroz, A.Starostina, T.Primak, G. Piatnytska,
P. Kushch, P. Hinston, K. Anderson, P. Kotler, D. Jill and others. However, not all aspects of the
use of CRM systems in retail and wholesale have been studied in depth by the above scientists.
| The aim of the article is to analyze the importance of customer relationship management
systems for trade companies and to determine the most valuable functions and characteristics of
CRM systems.

The main results of the research. The primary purpose of CRM systems is to help the
company build relationships with customers of its products, manage the sales process, improve the
‘ quality of service with customers and maintain business profitability in the long term. CRM also
1 collects a database of consumers on the basis of which managers can make better business
! decisions. o
' Customer relationship management assists an institution to tap into a range of business
benefits such as profitability, customer satisfaction, allegiance while enabling -effective
communication between the firm and the customer. CRM is vital to service quality and a quick
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response to market changes. Due to technological advances, the use ofﬂ(;ml'?s a mark Cing

paradigm is increasing, and it is used as a strategy to enl'm.nce o'rgamzallllc;nal_ghl Y f:) ])]' [4],

Among the main functions and capabilities of CRM it is advisable to fghll e following [,

— Customer accounting — CRM system maintains a sipglt_a database :) EQT:an;efs‘ Culerpers
contractors, which registers all the details, communication channels, :te;yaccollgeractmns
purchases. Contacts in the database can be managed, filtered and segme rding to Varigy,
criteria. .

— Sales management — maintaining data on potcr:mal an
control of each transaction, particular automation of t
automation of the sales funnel.

— Analytical functions of the CRM system
builds various statistical reports, which can assess
activities, staff work, make sales forecasts and plan changes.

: t automation.
— Automated document designer and document management at
The tasks and functions of such system may differ in each company that uses ¢

Therefore, when manager choosing CRM-system, he / s'he must first det;rmme the by
requirements for the CRM system, for what purposes it will be plaq to usc:',ff ecause the ch
CRM for sales, service center or to build work within the company will be different.

In practice, there are three types of CRM systems (Flg..l). Tl'}ese are such as [5]:

1. Operational CRM. These systems simplify interaction with customers, systematize daty
on applications and agreements, issue invoices, remind to call l?ack to the client and can sepg it
messages, record phone calls, etc. The main task of operating CRM systems are ‘to inCreaSe
customer loyalty in the process of direct contact between employees of the enterprise and the
consumer. All operational CRM can:

— register incoming traffic (calls, letters, requests on the site);

— store in the database data of customers, applications, transactions, tasks, etc.
— automate document management within the company;

— record the promotion of transactions in the «sales funnel»;

— remind about scheduled calls, letters, meetings;

— set tasks and monitor the work of employees.

In its «pure» form, operational CRM solutions are rare today. More and more developers go
adding in their programs analytical and statistical functions.

2. Analytical CRM. Unlike operating systems, analytics not only capture the history of
customer interaction, but also help to trace patterns in sales: customers from which sources buy
most often, at what stage most deals fail — and all this data is updated online, in section of each
parameter. CRM system’s goal is an analysis of accumulated customer’s information and sales to
form more effective strategy. An analytical CRM can:

— segment customer base;

— determine the value of the client;

— analyze their profitability;

— monitor customer behavior at each stage of the operation;
— show the distribution of transactions in «Sales funnels»;
— analyze the dynamics of sales;

— analyze the effectiveness marketing tools;

d actual transactions, up to the ph
he company’s business Processes S

_ on the array of collected information CR o
the effectiveness of marketing Chann:;:

SineSS
Olce of

\,« — forecast sales.

TR

\{\%{ 3. Collaborative CRM (CRM interaction). Such CRM systems  establish communication

with customers to collect feedback. Information received from them helps to adjust the range of

% . . .
vnggds, price policy, as well as the customer service process. For example, employees of the call-

) & . . .
l*center of the car dealership call customers, asking questions about the quality of service, recording
answers.
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For automation of relations with domestic clients th
A study conducted at Gartner indicates that the cust
001S-
s becom® 9.5 billion. Gartner” e
M systems reached $39,5 billion. Gartner’s experts believe
CR

solutions will continue to grow. According to research
e enterprises actively used CRM systems. Most compa
o/, These are enterprises in the field of retail, IT, social service
21 4'19_202‘* the number of users of CRM systems will doubl
in 20 ¢ of enterprises Which are located in Western Ukraine and w

5 ) iy
expe?mclion [6]. Due to the pandemic, these predictions came
cons

stems was even faster than expected.
sy
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¢ market offers a variety of software
omer relati
the largest segment of the world software market now.

onship management system
In 2017 revenue from the sale of
that in the future the demand for
by BITRIX in 2017, only 6 of
nies are concentrated in Kyiv -
s and industry, It is predicted that
e. This growth will occyr at the
ork in education, agriculture and
true, and the spread of the CRM

Operational CRM systems

R

ERP/ERM
systems

Back offices

Supply chain
management

R
-

¢
Front offices Service Marketing
automation automation

.

Sales
automation

Y
v
\Mobile offices Mobile sales I

Field sales

5\

|

Analytical CRM systems

Information storage

\ 2 v v
Client’s activity Client’s database Product database
database
1 A t )
v v
Vertical programs Marketing company
management Data automation
k analysis /
Collaborative CRM systems
Personal contact Internet E-mail Call-center

Fig. 1. Types of CRM systems *
Note. * Compiled by author on base of [5].
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’s make a comparison of popular CRM systems: , '

- Salei?gjce Sales Cloﬁd is a miﬁi CRM type all-in-one, a cloud lSOll;thn thtzslt 'mcludef, all
main functions of CRM systems: lead generation, contact base, sales ;or::l::as » integratiop \,;
social networks and the ability to work with mobile devices. Althoudgmosct: :ffamz l]_.s) COmmgy,
associated with large companies, Sales-force offers one of the peszto«';r; : ordable gq|
for small businesses according to the ranking of popular CRM n w, A

— Another good option for small businesses is Zoho CRM, as it can no ree for a

of up to 10 users. The advantages of the system include its cross-p latform nature, as we|] o the

| the really important information about Customers.

fact that it allows company to collect al
istory, activities, traffic sources; : A

- ?r?xt:é:,r\: is arri, easy-to-learn system that contains sufficient sales f;]n‘nne'lt ﬁ;nclt(lsonahty for sm all
and medium-sized businesses, and users of the system note that 1 ]ac Oi_' convenjey
mechanisms for internal communications, which requires reﬁr}ement in imp ementam?n;

— Terrasoft BPM-online is a full-scale CRM system for r.nedlum and large ‘companies tht are
ready to invest in IT infrastructure. As the name implies, the company 1s most focuseq on
building business sales processes; . : |

- MS Dynamics CRM is a comprehensive enterprise-class SOll.l.thIl for .full organization of s
marketing and support, the only downside is the lack of a web 1pterface, .

- Bitrix24 is essentially a multifunctional enterprise portal with some CRM functions, more
focused on communication between the company’s employees, but allows enterprises
maintain customers’ base and generate some reports, usually requires significant customizatiop
during implementation. } 2

A lot of customers are still looking for those basic CRM functions which were implementeg
many years ago (Fig.2). It means that managing of clients and contacts for automating sales
processes stays one of the main features of CRM.

L ead management 88%

Contact management
Email

Reporting and
analytics

Marketing

Fig. 2. CRM software features most wanted by buyers *

Note. * Compiled by author on base of [3].

Marketing functions are also becoming popular today with help of the many available

channels for addressing to customers. Similarly, the demand for reporting and analytics is

increasing, as companies are leveraging data to understand customer behavior and predict sales
volumes [2].

Conclusions,' quaini.an market of CRM systems is dynamically growing in recent years.
Many of CRM solutions available on the domestic market allow achieving maximum efficiency in

management, because one of the main vrinci g i

: : ; 3 : _ ; principles of today’s business

(including retail and whol‘?e%g“le) 1s customer orientation. CRM systems provide tools for interaction
AN

A , 78

Ly
llll()ns

69

-



70

Continuation of Appendix A

S IS perspective trends
concept of ¢y
d customer sa

’ ystem
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presents modern models, the algorithm
implementation of strategic planning in

AKTyanbHiCTh 00panoi Temu rnomsrac B TOMY,
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e OKYTh OyTH Mo36aBJIeHi YiTKOrO crocofy OUiHKM MeTH aGo HANPAMKIB PO3BHTKY m,ur.lpHCMCTBa,
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10 oTBETOB

OTBETHI HE MPHHUMAIOTCA .’

CoO6LLEeHNE AN1A PECTIOHAEHTOR

37a dhopma 3aKpbiTa. OTBETLI GOMbLUE HE MPUHUMAIOTCA.

Ceopgka Bonpoc OTaenbHLIA NoNk3oBaTens

CkinbkKn pokie By NpaukoeTe Ha MpAT "KKMNK"?

10 oTBETOB

@ Meuswe 1 pory
@ 1-2 poxn

@ 2-4 poru

® 5 pokis

@ Binkwe 5 pokiz

Yu nogobacTbea Bam pofoTa y BalloMy KONEeKTWBI?

10 oTBETOB

® Tax

@ Ginbwe Tak, Hi% Hi
0 He BNesHeHNI

@ Ginciwe i, Hik TaK

@ Hi

Bu3aHauTe Gyab Nacka, Akoko Mipoio Bac 3a00BONLHAS pexumM poboTtu?

10 oTBETOB

u{ul%) o{ol%) 0(0%)  0(D%)

. | |
1 2 3 4
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BuaHauTe Bynb Nacka, AKoK Mipok Bac 3a00BoNsLHAS piBeHb opradisauii npawi?

10 oTBETOB

1

uwl%) o[ol%) u[ol%) (10 %) n(ol%) u[cia-a)

1 2 d 4 5 ]

Un 3a00BONbHATE Bac BIOHOCUHK 3 KoneraMmu/6eanocepeqHiM KepiBHMKoM?

10 oTBETOB

@ Tak

@ 230080NEHAKTE YACTHOED
@ He eneeHaHuii(a)
@ HanesHo Hi

@ Hi

Ouinite No 5-Tr BanbHin Wkani piBeds kKoMyHikauii Mix nigposginamn?

10 oTBETOB
6
4
3 (30 %)
2
0(0 %) 1(10%) 1(10 %)
0 I
1 2 3 4 5

Yu oTpuMyeTe Bu gocTaTHeo iHpopmauii ona Bawoi pobotnu?

10 oTBETOB

® T=

@ OTpumyrs He B NOBHIA Mipi
@ He eneeHenuil(a)

@ HanesHo Hi

@ Hi
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Ywm enawToeyoTe Bac 3acobu 38'A3Ky Ta nepenadi iHdopMauil mix nioposginamn?

10 oTBETOB

@ Tax

@ Tak, ane He NoEHICTID
0 He enesHexuii(a)

@ HanesHo Hi

@ Hi

Ywn nocTaTHLO BU NpoiHdopMoBaHi Npo NOToYHI NpOeKT Ta Nodil koMnadi?

10 oTBETOB

4 (40 %) 4 (40 %)

D({.‘i %) 0(0%)

Lo va Bawy oyMky, NoTRIBHO 3MIHMTK ANA NoKpaleHHa B38EMOBIOAHOCHH 3 KONeraMm Ta Mix
nigpo3ninammn?

10 oTBETOB

MOKPaLLMTH B32EMOZIK NigPO034iNnis, WO NPUWBNAWWTE Ta NOKPaLWWTE NPOLUEC POBOTH

MeToau KoMyHiKaLii Mix nigpo3ginamu

MoKpaleHHa KagpoBsol NoMiTMKK, 3aUiKaBNesicTh 3HaYH0l YACTUHU NPALIBHMKIB B HOBOBEEIEHHAX
Ha paHuWii Yac MeHe BCe BNALITOBYE ¥ LILOMY NUTaHHI

MOpansHO-NMCUXONONIYHKUA KNIMaT, 3anpoBagXeHHa iIHHOBaUiAuMX 3aco6iB KOMYHIKaLIW Mix
nigpo3sainamMu

Binblue KoMyHIKaLlll MiX Koneramu Ta ninposainaMm
Y KOMHOIO MOBWHHE BYTH GaMaHHA pOGUTH CBOK pOo6OTY AKICHO.
Hiyoro

HanoroouTH KOMVHIKaLUI 3 nigno3ainamu X
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29 oTBeTOB :

OTBETHbI HE MPUHUMAIOTCA .'5

CooblieHne ANg pecrnoHAeHTOB

3Ta opMa 3aKpbiTa. OTBETHI 60NbLUE HE MPHHUMAIOTCA.

Ceogka Bonpoc OTOoenbHbIM NONL30EATENL

BraxiTb Bawy cTtath

29 0TBETOB

@ Honosiua
@ Hinoua

Axi naneposi BMpo6y BK 3BMUYaliHO cnoxueacsTe?

29 oTBETOB

@ TyaneTHui nanip
@ Taneposi pyWHWEA
@ CepeeTin

Ak yacTo B kKynyeTe nanepogi Bupotn?

29 OTBETOB

@ Kinbka pazis Ha TH¥IeHs
@ Faz Ha Ti#asHE

@ Pa3 Ha MicAUb

@ [Ea pa3n Ha MiCALL
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Ak Bu BBaXkacTe, AKi Ha CbOrOOHILWHIA OeHb WiHW Ha NanepoBi BUpobu?

29 QTBETOB

@ HesunpasnaHo sucox
@ LlinkoMm npWAHATHI
@ Hu3ski

lllo ennueae Ha BUBip Bamu nanepoeux enpobia?

29 oTBETOB

Llixa

18(62,1 %)
AricTe 19 (65,5 %)
BupoSHuk

Peknama

Cknag

YnakyeaHHA

e By BaxacTe KynyBaTW Nanepoei Bupobtu?

29 0TBETOB

Y HAWGNUHHOMY MaraavHi

Ha puHky

Y ipMOBKX MaraznHax

¥ cynepMapreTax

Mpooykuio Aakux BMpo6HMKIE Bu kynnacTe HaluacTiwe?

29 oTBETOB

@ MpAT "KKMK"

@ [pAT "PyDi%aHCekMid KAPTOHHO-TapHUIA
KomGiHat"

) TOB "KapToHHO-Naneposa KoMnaHia™

@ Cuixna nauna

® Zewa

@ He o0palya BHHMaHUA

@ wo geweswe

® He zHaw
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Hackinkku Ha Bawy oymky, uiHa Bignosinae AkocTi?

29 0TBETOB
15

12 (41,4 %)

10 (34,5 %)

5 (17,2 %)

Yu roToei B npnaobaTk Ton caMnia Tosap?

29 oTBETOB

@ Tax

@ Moxrueo

) He enesxenuii(a)
@ HanesHo Hi

@ Hi

Yu 3pepTanuch B1 KONWMCL Ao BUPOBHKWKA 3 NPOXaHHAMM WOOO UiHW/AKOCTI ToBapy?

29 oTBETOB

® Tax
@ Hi

& Hi, ane xotis(na) Gu

Akwo Bawa eignoeios “Tak", TO UM 3a00BONEH] BU 3BOPOTHIM 3B'A3KOM?

13 otBeTOS

2(154 %)

17,7 %)
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Ulo Ha Bawy aymky, noTpiBHo aMiHuTK, uo6 Bu Bynn 3a0oBoneHi HacTYNHOK NOKYNKoK/

obcnyrosyeaHHam?

29 oTBETOB

X3

He 3Hato

LiHa

Bce ok

an

KavecTBO+LiEHA

Kynyto y dipmoBoMy marasudi MpAT "KKMK" i 3axaun 3an008onedHa nokynkow. Llina Bignosigae AKocTi.
Bce BnaluToBye

LonaTw MOXIWBICTE WBWAKO aHOHIMHO 3aNWIWIETH BIATYKM Ta peKoMeH4auil Woao npoaykuil i wob ui
BIATYKW BEPaXOBYBanUCe. Hanpuknag, A 6 3MIHKE yNaKkyBaHHA. v
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KOJH
Jlara (pix, Micaun, 4iea0) ulofo
i [1pUBATHS AKX 1a €JIPI10Y
05509659
Tepiropin Kainckka 06y, sa KOATYY 3211600000
Oprasinauifiso-npasosa dopua rocnosaposasig AKUIOHCHHE TORIPHCTEO 3 KOner 230
Bia exanomi=rol 2ianseoeri BHpodusnm uaaepy Ta xaproKy 3a KBEJ 17.12
Cepexna xinnkicTs npaissmxis 1710
Aapeca, Teacdon gy Kuinchr, Gy, 130, m. OGyxie, OGyxiscurmil palion, Kuinceka
b, 08700
Oanmes sseipy: THe. Fpi. 6e3 Aecarxosoro InaKa
Cranacio (spolus neanasky *v" y BanoBiasif xumiui);
30 nonokcHAMg (cramaaprani) Gyxrammepesxoro obiky
3 MDEHEPO MM CTARIAPTANMK DIHAHCOBOT 38iTHOCTI v
Koncoainopamuii Ganane (3sit npo dinauconuii cran)
wa 31 rpyans 2017 p.
®opua N 1-k  Koasa JIKYIT 1801007 |
Kon Ha 04aTO0K Hu.dn:ub
AxTie 3BITHOrO IniTHOrO
A3 | nepiony nepiony
1 2 3 4
L HeoGoporni axtuen
Hemavepianbii akTiam 1000 16 442 17 454
NCPBICHE BAPTICTS 1001 30 493 37049
HIKONHYENR AMOPTHZALIA 1002 (14 051) (19 595)
Hesapepweni kanitansui insecriauii 1005 111 260 189 910
Ocrossi 3acolin 1010 1366 332 1441539
nepsicHa sapTicTs 1011 2512 836 2728629
IHOC 1012 (1 146 504) (1 287 090)
InsecThuiftia Hepyxosticms 1015 - -
Josroctpokogi dinanconi insectinil;
AKi 0GAIKOBYIOTRES 2 METOAOM YHACTI B Kanirani inamx nianpuemcrs 1030 - 5354
inti Gisancosi insecrinil 1035 - -
Honroctpoxosa acbitopeska sabopromasicts 1040 24 118 24 162
BiacTpoucni NOZaTKOBI axTHEK 1045 34 954 28270
Tyasin npu xomcoxigauii 1055 - -
1nuri weoGopoTri axTHENK 1090 - -
Yenoro 3a poiakaom | 1095 1 553 106 1706 689
11 O6oporul akTuen
3anacu 1100 613 751 757 048
[lovousi Gioaoriuni axTisu 110 - -
Jebitopenra 3a60prosanicTs 3a npoayKuil, Topapu, podoTi, nocayri 1125 528 547 659 164
Jebitopcska 3a60prosanicn, 3 pospaxysxanit:
38 SMAANMMM 0RHCIMH 1130 31730 128 746
3 Glomkerom 1135 8§ 246 9 647
Y TOMY YHCTTI 3 NOBATKY Ha nprbyTox 1136 920 1038
Trewna noTossa aeGitopeska sboprosanicrs 1135 34 387 27922
NoToysi disancont innectinil 1160 - -
I'pousi va ix exninanestn 1165 25 2% 51235
Burpari madiGyTHiX nepionis H70 22 721 25492
Trui oGoporsi axriny 1190 - -
Veworo su poaaiaom 11 1195 1264672 1659254
1L HeofopoTai akTiss, y1pusysani 118 npotaxy, ta rpym 1200 \ _
. sulyrra
Batanc 1300 2817778 3365943
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v Ha nowarox Ha_xiuem-
Macun pama uhnm 3BITHOTO
nepioay nepioay
1 2 3 4
1. Baacunit kaniraa
3apeecypovannil (nallosnit) xaniran 1400 10 035 10 000
Kanitan y aoouisxax 1405 40 745 40 745
Jlonavxomuii kanitan 1410 107 997 107 997
Pesepsuuii xamitan 1415 3364 3364
tiaenuit npuGyTOK (HenoKpHTHA Y6UTOK) 1420 802 625 1150077
Heomnavennii xanivan 1425 - -
Biurysenuit xanitan 1430 - -
Hexonrpoasonasm vacTka 1490 (1 558) (1977)
Yenoro sa posainom 1 1495 963 208 1310 206
1L Josrocrpoxosl 3060n'saauns i 3abesnesenus
Bincrpoueni nozarkosi 30608'a3aina 1500 1 2
Howrocrpoxosi xpeantn Ganxis 1510 168 394 117 309
|1 aosrocTpoxosi 30608'T3asHA 1515 2159 5968
JlonrocTpoKoBi 3a0¢3NCHEHAR 1520 21 187 24 452
Himose dinancyvanus 1525 - -
Yeworo 3a posgiom 11 1595 191 740 147 729
L Hovouni 3o6on'symunsn i abesnesenns

Koporxoctpokosi kpeami Ganxin 1600 403 400 593 793

MoTouna kperropesxa 3aboprosasic, ja:
JOBrOCTPOKOBIMI 30008 TIAHHAMN 1610 91730 119579
TOBAPH, POBOTH, NOCTYrH 1615 1004 115 979272
poIpaxynkamy 3 Gioamerom 1620 18 027 52 807
¥ TOMY 4HCH 3 NOJATKY HE npHBYTOK 1621 - -
POIPEXYHKRMY 31 CTPAXYBAHHR 1625 968 961
POSPAXYMXEMI 3 ONNATH npani 1630 12 605 18 904
OACPAUIIMH ZBAHCAMI 1635 23 339 44 629
[orouni sabesnescnnn 1660 33238 45 244
Joxoau MafiGyTuix nepioais 1665 - -
It noTouHi 30008 T3aHHA 1690 75408 52819
Yevoro 3a posgizom 11 1695 1662 830 1908 008
1V, 3060n'm3auns, Nos'w3aMi 3 NeOBOPOTHIMM AKTHBAMM, 1700 4 .

YTPAMYBAHHUME LTS NPORAAKY, T8 rpynavu snbyTrs

Baaaue 1900 2817778 3 365 943

Nianucano i 3aTeepIKeHO A0 BUNYCKY Bia iMeni [pym:

rugienymed
e casn /¢
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Nara (pix, micaus, wscao)

3a €/IPIIOY

KOM
17101 [0
15509659

Koncoaizosauuii 3sit npo ¢pinancosi pesyastaru (3sir npo cyxyuunii 1oxiz)

3a 2017 p.
@opya Ne2-x  Koasa IKV]] | 1801008 }
I. DIHAHCOBI PE3VJILTATH
3a
P, Koa 3a IBiTHHA ana'::r‘:l‘mn
P nepioa NONEPENHBOTO
poxy
1 2 3 B
Huctiil 20xia sin peanizauil npoaykuii (vosapis, pobit, nocayr) 2000 5 083 045 4352280
CobinapricTs peanizosarol npoaykuil (Tosapin, pobir, nocayr) 2050 (3911 380) (3242 214)
{Basosmi:
npubyTox 2090 1171 665 1 110 066
I0HTOK 2005 » R
I OTepanifini ZOXOXH 2120 - .
AaMiHICTPaTHEME BITPATH 2130 (263 339X (203 217)
Byrtparn wa 36yr 2150 (333 850) (272 423 )
{si onepauifiui surpati 2180 - -
[@inanconuit pesyasrar sia onepauifinof nisasnocri:
npubyToK 2190 574476 634 426
36uTOK 2195 - -
Jloxia sia yyacti B xaniTani 2200 - -
[Hmri disanconl Noxoan 2220 6 266 11 202
Lt s0xo0am 2240 32 053 21638
iHancosi BuTpaTH 2250 (105 269) (170 174)
Brpaty Bia yvacri s kanirani 2255 - E
[l sxTparn 2270 (87 227) (195351
IHAHCOBNIA PEIYALTAT 20 ONOJATKYBANMA:
npilyToK 2290 420 299 301 741
30HTOK 2295 - -
|Burpati (30xia) 3 nogarky #a npudyrok 2300 (73 266) (60 288)
pulyrok (36uToK) Bin nprnunero! aisaLwocT nicis > .
NOJATKYBAHHA 2305
[Yscrun ¢inancosni pesynrar:
nprbyToK 2350 347 033 241 453
306uTOK 2355 - -




II. CYKVIIHHI 10X
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3a
Koa 3a snivani aHanoridxni
o paaka nepioa nepioa
NONEPETHBONO POKY
1 2 3 4
[loouinka (Viiska) HeoBOPOTHHX AKTHBIS 2400 - -
Tloouisxa (yitinka) GiHaAHCOBHX INCTPYMENTin 2405 - -
Haxonuueni kypeoni piasuui 2410 - -
YacTka iHINOro CYKYTHOIO JOX0AY ACOMA0BAKMX TR CRIMbHIX ) \
rianpuemcrs 2415
[l cykynsui soxia 2445 - -
{Inmnii cyskynmuit 10Xia 10 0N0IITKYBARIR 2450 - -
{Monarox 1a npHGYTOK, 08" A3 3 IHUIIM CYXYIIIIM A0XOIOM 2455 - -
Innit cykynuiii 20Xin nicas onoaaTRYBanus 2460 - -
Cykynnnit goxia (cyma psukin 2350, 2355 va 2460) 2465 347 033 241 453
Yucruil ppubyrox (30NTOK), 10 HANEKNTE:
DIRCHIKEM MaTepHHCLEO! Komnauil 2470 347 452 242033
HEXOHTPONLOBAKI HacTw 2475 (419 (580)
ICyKkynaui 1oxi1, o HAACKHTE:
BASCHIKAM MATEPHHCHKOT Kosnanil 2480 347 4352} 242 033
HEXOHTPONLOBAKHIA HacTi 2485 (419) (580)|
1L ENEMEHTH OHEPALLAHUX BUTPAT
b %
Koa 32 saiumii ananorigmi
Uspeerard panxa nepioa nepioa
(O PELHBOTO POKY
1 2 3 4
[Marepianuyi 3avpars 2500 2415003 2 078 810|
|Bstpari 1a onnaty npaui 2505 435 512 317 756/
[Bispaxysamma wa couiannmi saxoan 2510 122 837 89 624
|[Amopricauis 2515 158 193 136 397
[1s00i onepauinsi srTpaT 2520 1377 024 1095 267
[Pazom 2550 4 508 569) 3 717 854
1V. PO3PAXYHOK NNOKA3ZHHKIB IIPHEYTKOBOCTI AKLUIA
3a
Kon 3a 3iTHMi aHanorivHMi
Bl gyt pAaLKka nepioa nepion
NONEPEAHBOIO POKY
1 2 3 -+
CepelbopitHa KIALKICTS IPOCTHX axuiil 2600 40 000 DOOY 40 000 000"
CKOPHrOBAHA CEPEANBOPIYHE KIBKICTL MPOCTIX Ak 2605 40 000 DO 40 000 000]
Ynctri npHGYTOK (36HTOK) Ha 0AHY NPOCTY AXiiIo 2610 8 68] 6,04
JCROPIrOBaHIi *HACTHi NPUEYTOK (361TOX) HA OJHY NPOCTY AKLID 2615 8 68 6,04
LICHIM MO OQHY NPOCTY AKIIN0 o 2650 4 -
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KOHCOJIIJIOBAHMIA 3BIT ITPO PYX I'POINOBUX KOWITIB (33 npsvum Mero10Mm)

3a 2017 pix
®opma Ne 3-k Kon sa JIKY L
Koa . 3a muqﬁwnun
Cratra paaxa 3a 3siTHHA nepion nepion
|nonepeaLoro po
1 2 3 4

L. Pyx xowTis y peayasrari oncpauifinoi ainasnocri
Haaxonxenns six:
[Peanizauil npoxykuii (Togapis, podir, nocayr) 3000 5564112 4981039
ITopepHEHHS NOJATKIR i 300pis 3008 26 25038

TOMY YHCHE NOBATKY HA NORANY BAPTICTH 3006 26 49
LlinboBoro §iHaHCYBaHHE 3010 16 999 166
|THim HAAXOMEHHS 3093 67 237 67 406
[Birrpavans wa omnary:
Tosapie (pobir, nocayr) 3100 (4 368 952) (3 758 724)
Mpaui 3105 (347 153) (262 074)
{BinpaxypaHs Ha COUiATLHI 3AX0M 3110 (80 343) (73 142)
30008’ 1321k 3 NOAATXIN § IGOpPIN 3118 (363 523) (296 413)
1w sRTpasIaHHg 3190 (168 982) (47 885)
UncTuil pyx xowTie 813 onepauifisol siankHOCT 3195 319 421 585 411
1. Pyx kowrin y peayasvari innecruuiiinol aisasnocri
HaaxomscHua in peaaisauii:
Winanconmux inpecTuii 3200 - -
11e0BOPOTHIX AKTHRIR 3205 341 385
HaaxomseHns BT OTPHMaHHX:
[vincorxin 3215 - -
|auBinenais 3220 . <
[Hanxomxcnns sia acpisatusis 3228 . .
{1311 saaxomEeHHA 3250 4182 1820

HIPAUSHHS Ha npUAGaHHA:

iHAHCOBHX IHBECTHUIN 3255 (1 082) -
|#eoBopoTHiX axThsin 3260 (308 144) (230 370)
[BunaaTy 3a nepisaTusass 3270 s s
{Inwi nagrexi 3290 (28 608) (13 703)
[Mucrifi pyx sourris Big iHpecTHUiiEOT AixABHOCTI 3295 (333311 (241 868)

L Pyx l:onnis. ¥ peayasTati pinancosol aisannocri

[AAXO/UKEHHR BT

BACHOIO KRniTary 3300 - -
OTPHMAHHA DO3HK 3305 423 707 1 195 789
IHIr HAIXOKCHIEA 3340 66 462
Barpadasns Ha:
Baxyn sracHux axuin 3345 - -
[ToramweHHA NOINK 3350 (296 684) (1368 399)
ICrutamy AnBiaenin 3355 - -
BHTPatiaHHA HA CINIATY BIACOTKIS 3360 (59 646) (139 767)
[} naTesi 3390 (29 526) {37619)
[Yncrnit pyx wowris sia pinancosol imavuocri 3395 37917 (349 534)

12
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Koa ] ; 3a muc-ariunnn
Crarm 3a ssiTind nepioa nepion
o BONCPEAHLOND POKY|
1 2 3 4
MucTil pyX rpomosux KowTie 3a sniviui nepioa 3400 24 027 (5 991)
(3 IMIWIOK KOWITIB H3 NOYATOK POKY 3405 25290 29475
Brims IMiHH BAAKTHIX KYPCIB HA IATHIIOK KOWTIB 3410 1918 1 806
3aaMmoK KOWTIB HA KiHCHb poRY 3415 51235 25290

[Tianucano i 3aTBCPLACHO 10 BUITYCKY Bl ideni Cpynu:

Ienepaasumii mnpexrop HpAT «Knisensuit KITK»

13
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]
U w
Nara (pix. wicsin, ea) |17 10 [0l
Maspesrwcres [ousannt ANSonepoe Tuaageciag el Sg et (Rpcnll it = CfIPNOY | 00w
[ E T
Koncorizosanuil 38iv npo mancuuit xanivas
3a 2017 p.
Dopaa Nk Koa s KV
AN M o L
Koa | sapecerp | wsamuy o ¢ 2c wateny |nrre -
Crarme . P Farem
pocs | sssad u:n-““"!""".m": ‘”‘f’; hooponrivnd IO SN et
——
| 2 3 4 5 & 7 8 9 10 11 12
- w00 | 10035 | 40745 107997 | 3364 | BO2628 | - .| veares [(1ss)’ 963 208
T et iad wos | . ~ E R x o A = A .
B bs oMK | 4010 | . - - - . . - - - x \~1
A0 | . = > < 2 Y % = g o
405 | 10035 40745 107 997 | 1364 B2 625 - . 964 766 | (1558)| 963208
Mol - - - - MTa82 - - | MTasI | (419) | MM
oo - - = ~ 4 = A ) ¥
am | - - \ - . . ~ » . > {
w8 | - . . . - - . . - - ;
“.o - - - - - - - - - - ‘
ol . 2 X 2 . - > & R p '
‘w - - - - - - - - - -
am| - P ) 4 X . e 3 = A,
‘u, - - - - - - - - - -
a| - . - - A - . - - a
4278 - - - - - . - - - -
AW G5 L - - . - - - 1 (8 . 3
oy | (35) - - . 7 - - 1 3T4T | (a9 | MHe 998
00 | 10000 [ 40745 107997 | 3364 | T1SR0TT| - 1 - e a9 13020

T
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Koucoaizosaunii 3siv npo saacunii kaniraa

3a 2016 p.
Qopma Mo d-k - Koasa JIKY]L
Hanesn s Bascsisan v IS SROT KOMITAMIT Hetoh
g HOpOIBOAINEN
Crurra p':::' i mmum i peyon | woomsanen (warywenin| ] Pasont
Pz > sanivay | kanivan | (nenoxperil | @ kasrad | i kaniTan wacns
2 3 4 5 L N\\Y 8 9 10 1 12
4000 [ 10000 | 40 745 | 107997 | 3 356 | 556 189 - - TIS 287  (978) | 717 309
4005 < - - > . - - > o .
4010 - - - - - - - - » -
4090 - - - - - . - - & =
Cropurosasit
JAAMMOK HA ROSKTON 4095 | 10000 | 40 745 | 107997 | 3386 | 556 189 - - TIS 287 | (978) | 717 309
Hwcruil npubyrox
) 38 3niTiendt 4100 - - - - 242033 - - 242033 | (580) | 241453
0
Animwit cysynumit aoxia | o e 2 - C o K 2 - - - -
; wniTini neplon
Poynoaia npubyrxy:
B-m AIACHHKIM 4200 - - - - - - - - a \
4208 - - - - - - Py o - .
4210 - - - - - - - - - <
4240 | - - N - - - - . - -
4245 . . - - - - - v - e
4260 - - - - - - - - - .
4265 - - - - - - - - - -
4270 - - - - - - - - - -
4275 - - - - - - - - . -
4290 | 35 - - 8 4 403 - - 4446 - 4446
|Pasos ansin y xamivanl | 4295 | 3% - - 8 246 436 - - 246 479 | (580) | 245 899
Jaanmos
I'ﬂ or<a 30 4300 [ 1O 035 (40 745 | 107997 | 3364 | 802625 - - 964 766 ' (1 558) | 963 208
[lianucano i sarsepoaeno 20 swnycky sia imesi Tpyom:
BT IIITITI
Uenepansuuii mupexrop [pAT .~ (backo B'?;)
Togousnmii Gyxravrrep Hp ! HM)

A me i
e
"] \Sb‘““

I5
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Appendix E
KO
Jara (pik, MicAls, WACHO) o [n
Mianpaescreo [pesoraue Asuiouspus Tosapuctee Kkl cqiomie-atspondt 2o €JIPTIOY 08509659
Tepwropia Kulscaxn ofa, 3a KOATYY 3211600000
Opraizalifro-apanosa Gopya rocHoNIPIOBIHHR AKILNHCPIE TOSDRCTID 3a KONnar 230
Batx exonosivnol inasnocti BupoGuniuree numspy 16 KapIoHy 3a KBEJT 17.12
Cepenn xiankicrs mpasinnukin 1710
Anpeca, Teacon gy, Kyiscexs
0062, (8700
OInEHILE BIEMIPY: THE. rpH. e JECATROBOIO 3KaKa
Cxanaeno (3polur noasasxy *v" y signosizniit ki)
34 NOMRSHHAMM (CTaraapTas) Gyxrasrepeasoro 06Ky
30 MEKHAPOIHAMK CTARNAPTANMN (inancopol SniTnoCTi v
Koncoaizosannii 6ananc (3sir npo pinancosuii cran)
ua 31 rpyans 2018 p.
@opma N 1-k Koa3a [T1s01007 [
Kox Ha nosaToK Hl_n'uem
Axtie WITHOTO IBITHOTO
PAA | nepiony nepiony
I 2 3 4
1. HeoGoporai axTnen
Hewmarepiatbri axTian 1000 17454 21187
NEPBICHR BAPTICTH 1001 37 049 47 517
HAKOMITYSHA AMOPTHIAUIX 1002 (19 595) (26 330)
Hezapepuieni xanivansni inpecTiuii 1008 189 910 259 854
Ocnonni 3acobu 1010 1441539 2 055 255
NEPIICHA BAPTICTH 1011 2728 629 3498 247
INOC 1012 (1287 090) (1442 992)
IHBSCTHUI KD HEPYXOMICTH 1015 - -
Josrocrpokosl $inanconi insecriani:

1 S50 OTIKORVIOTRCR 13 METONIOM YSACTi B KT TR IHIWHX MiANPHENCTE 1030 5354 5354
B $IHANCOB] IHBESTHLTT 1035 - -
JosrocTpokosa 2e6iTopchKa 3a60prosasicTs 1040 24 162 28 760
BiacTposes N0IATKOBI AKTHEN 1045 28 270 18 428
yasia npi xoncoaLsauil 1055 - -

| Intmi HeoTopoTHi aKTHEN 1090 - -
¥ cworo 3a posairom | 1095 1 706 689 2 388 838

11. OGoporwi axTusn
3anacu 1100 757048 914 297
TNorouki Gioneriyni axTHes 1110 - -
JleGivopeexa 3360propakicys 3a NPOAYKUIO, TOBIPH, POOOTH, NOCAYTH 1125 659 164 934 931
Jebiropeaki 1RGOProBANicTs 38 POIPAXYHKAMH:
32 DILIAHIMS ABAHCAMH 1130 128 746 164 496
3 GromeToM 1135 9 647 25 198
¥ TOMY MHCA 3 NOAATKY KA NpuByToK 1136 1038 714
Isiua noTowna aeGitopebxa saboprosanicn, 1155 27922 97 908
Toroyni ginanconi insecTruii 1160 - -
T'pouwi 72 iX CKBIBAICHTH 1165 51235 83 745
Burpar MafiGyTHix nepioais 1170 25492 32921
T oBoporii axTini 1190 - -
Yeworo 13 pozaivom 11 1195 1659 254 2253 496
111, HeoBoporal akTien, y:m:::ul A3 BPOKY, TA TPYNI 1200 7 36 094
bananc 1300 3365943 4678 428
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Koa Ha nosatox Ha‘xiueub

Macua praka 'sait!com 3BiTHOrO

neproay feproay

1 2 3 4
L Baacuuit kaniran
JapeecTposanii (nafiosuit) xaniran 1400 10 000 10 000
Kanitan v noouinxax 1405 40 745 40 745
JHenarxosni kaniran 1410 107 997 115 945
Pexepaunfi kanirtan 1415 3364 3364
Heposnoxinesnft npuSyrox (senoxpiraii 161mox) 1420 1150077 1 605 402
Heonzaweunit xanitan 1425 - -
Buaywenuh xaniran 1430 - -
HexonTponsosana wacTxa 1490 (1977) (1613)
Yeworo 3a posaisom 1 1495 1310206 1773843
I1. osrocTpoxoni sofos'ssanns i 1abesneqenns
Bigctposeni noaarxosi 10600 3akkT 1500 - -
Hoeroctpokosi kpeaurs Sankis 1510 117 309 350216
[Hwi A0ErocTpokosi 30608 wsaHHE 1513 5968 53251
Josrocrpoxosi 1abeineyennn 1520 24 452 21619
Uineose dirascysanna 1525 - -
Yeworo sa poxaiaowm 11 1595 147 729 425 086
HL NMorouni 30608'swanus | 3abesneacnus
Koporkoctpokoi kpesrru Gankin 1600 593 793 696 131
ToTo4mna speanTopchka 3a6oproganicTs sa:
0KTOCTPOKOBIMH JODOR' AIAHHAMI 1610 119 579 130 407
TOS2DM, pOGOTH, NOCIVIH 1615 979272 1286 277
PopETIVHEAMHE 3 GomKeTOM 1620 52 807 74 942
¥ TOMY SWCal 3 NO2ATKY Ha npHGYTOK 1621 - 44 427
POTPEXVICAMH 1 CTPAXVBAHHR 1625 961 4716
L POTPETY RN 3 OMLIATH Npaui 1630 18 904 14235
o S3ICDEIEMMIT 2BAHCAMM 1635 44 629 101 491
| Morossi sabeinesenun 1660 45244 69414
+ Jowozn waivruix nepioais 1665 - -
! b notowsi 30508 manma 1690 52 819 101 886
¥Yesoro 3a posairewm 11 1695 1908 Dos 2479 499
{ IV. 3oGos's3anns, nos'slani ) ueoBopornumMi akTHEA MK, 1700 S 2
YTPHMYBAMUMIS 1I% OPOAAAKY, T3 FpYnasy snbyrs

_Baaaue 1900 3 365 943 4 678 428

[ianncano | sateepasxeno a isseni Fpyre:

10
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Jara (pix, Micaus, wncao)

= CAPNOY

KOJIH
19 ] o1 [ ol
Q5509659

Koncoainosaumii ssir npo ¢inancosi pesyasraru (3sir npo cykynuuii aoxia)

3a 2018 p.
dopma Ne 2-x Ko sa JIKY/L
I. ®IHAHCOBI PE3Y.JILTATH
3a
fo Koxu 3a u'fnmﬁ a"ﬂ‘:;?‘""n
) R NONEPEAHEOr0
POKY
1 2 3 Rl
“ucTih 10Xia BiA peanisauil ppoayxuwii (Tosapis, poliT. nocayr) 2000 6 498 891 5 083 045
CobipapTicTs peanizosanol npoayxuii (rosapis, podir, nocnyr) 2050 (5 169 114) (3911 380)
|Basomwii;
npudyTOK 2090 1329777 1171 665
30uTOR 2095 . 5
HII onepawifigi J0X0 2120 - .
AJMIRICTPETHBHI BHTPATH 2130 (366 183 {263 339)
Burparu u3 38yt 2150 (412 124) (333 850)
s onepauifui sHTPaTH 2180 > .
pelvasTaT Bia onepauifuol ginannocri;
spalyTox 2190 551 470 574 476
soeros 2195 - -
BLT YE3CTI 8 xaniTan 2200 - -
Sesancont 20X 2220 8715 6 266|
| e 2240 115 142 32 053
Womascost arrpaTH 2250 (69 485) (105 269)
Brpery w2 veacTi 8 Kanitati 2255 - -
Tz aurpatio 2270 (48 317) (87 227)
Dimanconnil PEIYILTAT 10 ONOJIATRYBAHHA:
NprGVTOK 2290 557 528 420 299
WuTox 2295 - -
[Burpatit (10Xi1) 3 NOAZTXY HA NPRBYTOX 2300 (101 836) (73 266)
PHOYTOK (3GMTOK) BLa NMpUAKHEHOT AIRIKHOCT THicaa : 4
ONOIATKVEAHHA 2305
ueTuit dinancoBuil peyasrar:
npuiyToK 2350 455 689 347 033
0HT0K 2355 - -

88
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1L CYKYNHUH JOX1T
3a
Cravih Kon 3a Jli:l’)luﬁ aHAROrHMI
pAzKa nepioa nepion
NONEPEansOro poxy
| 2 3 Rl
00UIHKD (YIIHKA) HCOBOPOTHUX AKTHEIB 2400 - -
Uloowinka (Vitinka) GIHAHCOBMX IHCTPYMEHTIB 2405 - -
Haxkomuuesi kypeosi pissiui 2410 - -
HacTka IHIWOro CYKYMHOro A0X0AY 2cOMIA0EAKMX Ta CIiNMNX \ >
|nianpuemeTs 2415
I cyxynuun aexia 2445 -
{Teuinn eyxynumi aoxin 20 ononarkysanim 2450 = -
klomox Ha npnOYTOK, NOB T3aKMH 3 IHIWMM CYKVIHIM 20X020M 2455 - -
[Tauni CYRYIHUI qoxia micas onogarkysanns 2460 - -
Cywynuuii aoxia (cyma praxie 2350, 2355 ra 2460) 2465 455 689 347 033
Hueruit npudyrox (36HTOK), U0 HAACHNTH?
BIACHHEIM MATEPHHCHKOT KOMMaHil 2470 455 325 347 452
HEKOHTPOAOBEHIA wacTui 2475 364 (419)
CyRynHuit 20Xi, 110 HRAERNTY:
BAACHHKIM MATEPHHCHKOT KOMMTAHIT 2480 455 325 347 452
HEKONTPOABOBANIA wacTui 2483 364 (419)
111 ENEMEHTH ONEPALUAHUX BUTPAT
3a
) Koa Fa amimumii aHanorigHui
Hygsmaiv: pRaxa nepion nepion
OMICPE/IHEONO POKY
1 2 3 4
Plarepsatim RTPITH 2500 3384777 2415003
Barpar s2 onrary npaui 2505 600 194 435512
LIPENYRAKHE HA COLIATBHL 3aX0AM 2510 169 286/ 122 837
MMODTIORLON 2515 175178 158 193
Trei Otpepai v siTpaTH 2520 1617986 1377 024
Parou 2550 5047 421 4 508 569|
IV. PO3PAXYHOK MOKA3HHKIB MPHEYTKOBOCTI AKLLIA
3a
. Ko 3a 3miTHuA ananoridmmii
Sk pu:a nepion nepion
nonepeaHLoro poky
| : 3 4
Cepeans0pitKEA KiNbXICTh NPOCTHX aKUIN 2600 40 000 00D; 40 000 000,
(Cx0pHrosasa CepeasbOpiiKa KinbKiCTs IPOCTHX aKuil 2605 40 000 D0O; 40 000 000
HscTatit npubyTox (304TOK) HA OHY NPOCTY AKUIX 2610 11,39 8§68
CxopHIosmmii YHCTa NPHOYTOK (SBUTOK) Ha 0IHY NPOCTY aKuilo 2615 11,39/ 8.68_{
i 2650 -
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Continuation of Appendix E

Jlara (pix, sicaun, wacio)
3a CAPNOY

KOJH

1910l

05509659

KOHCOJIJIOBAHHH 3BIT ITPO PYX I'POLIOBHUX KOMITIB (32 npsmum meToaom)

3a 2018 pik
GopuaNe3-x  Koasa AKYIL
Koa . . 3a annm‘;riuuua
Crarra 3a 3siTHHA nepion nepioa
= NONEpPeAHLOTO POKY|
1 2 3 4
1. Pyx kourvie y pesyabrati onepanifiuof aisnnocti
HaaxouxcHHR Bia:
Peanisawii npoaykuii (zoBapie, podir, nocayr) 3000 7123950 5564 112
[Topeprenna nonarkis i 36opis 3005 4383 26
' TOMY MMCII MOATXY HA J0JAHY BAPTICTS 3006 1011 26
Llinsonoro dinancyeanna 3010 270 16 999
IHW Haaxoa#enns 3095 269 514 67 237
Butpasarus Ha onaary;
Tobapia (pobiT, nocayr) 3100 (5 497 700) (4 368 952)
Mpaui 3105 (485417) (347 153)
LIPAXYBAHL KA COUIATHLHI 32X0aN 3110 (110 569) (80 343)
30608 5334s 3 noJaTxis i 3Gopis 3115 (401 043) (363 523)
L sirTpasanna 3190 (288 096) (168 982)
MucTill pyX KOLITIS 313 onepauifinol AIANLHOCT 3195 615292 319 421
Pyx sowrin y pesyastari insectnulftnol aisannocri
cHRS 813 pearizauilt
- X DipecTiwd 3200 - -
wu\ LTINS 3205 4368 341
m'.‘l 213 OTPHMARNAX:
- 3215 130 -
L3 T1E 3220 - -
OLMS IR 811 ICPIBATUHBIE 3225 . -
Dol M2 IXOTREHNHA 3250 78128 4182
pm;\aq.mxu Ha npualanns:
IDIHIHCOBMY INBECTHLLIR 3255 - (1082)
{4e000POTHHX AKTHBIB 3260 (597 731) (308 144)
Bitiiame 3a sepusarneami 3270 - -
[ nasTesi 32% (332 103) (28 608)
(YncTiil pyx xodrtis sia insecTHUiftHO TigasHOCTI 3295 (847211) (333311)
L, Pyx xomrin ¥ pe3yasTati pinancosoi Alnannocri
QINOTAHCHHA B
AACHOrO XaniTany 3300 - -
OTpUMaHAS MO3NK 3305 642 268 423 707
THWT RAIXOAXCHHA 3340 32 66
HTPAYAHHA HA:
BuKyn 8aacHuX akuii 3345 - -
[ToraweHns noInK 3350 (236 923) (296 684)
(Criary AnBineHtis 3355 - -
BHTpatasnz Ba cinary BiacoTkia 3360 (66 109) {59 646)
[Hwi naarexi 3390 (71 426) (29 526)
[Uscrni pyx wourrin pia pinancosol ainannocri 3395 267 842 37917

13
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Continuation of Appendix E

Koa ‘ \ Ja aua.n(?ri-lmm
Crarrs palKa 3a asimsuil nepion nepioa
NONePeAHLOID POKY
1 2 3 4

Hucrinil pyx rpomioBmX KousTis 33 seivumi nepioa 3400 35923 24 0127
FaTHLIOK KOIWTIB HA NOYATOK POXY 3405 51235 25 290
BOaus 16K BATUIOTHHX KYPCIB HR SA1NIOK KOWITIR 3410 (3413) 1918
3801W0K KOWTIE HA KiKeus poKy 3415 83 745 51235

uuit KIIKy < ZPRp££22PC4AF (Backo BO,)
: e —
b it KIHK» ) :;%”_

———
——

:.iillcn-mmo H.M,)
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Continuation of Appendix E

Jata (pix, MicRus, Yen0)

sa €JIPTIOY

Koncoaizosanuii 3siv npo saacnnii kanitan

KOJH

19101 ] ot

05509639

3a 2018 p.
®opma N 4-x  Koa 3a JIKYJL
Hasexirrs nascunxast Marepuichyol
Kox | yapeectp | samiran y . i sy 5
Crarra pAsra ; n e il . ToK :::mmu- wa ::o:::; Payow
xanivan X ey

I 2 3 4 5 6 7 8 9 10 Il 12
Jaamwon
e maNEYOX poxy 4000 | 10000 [ 40 745 | 107997 | 3364 | 1150077 - - 1312 183 [ (1977)| 1310206
‘Kopﬂquuu:
3ycins oGaiKoBol noiTwkH| 00 3 & X B z = \ > - '
Brnpasyenus noswnsox | 4010 - - - - - - - - - »
TRl Iainn 4090 - - - - - - J - - \e
(C»opnmauun
AANWOK HA HOMATON 4095 (10000 | 407451 107997 | 3364 | 1 1530077 - = [ T3I2183 |(1977) 1310206

54
F;{a.,'&.. nprlyrox
(16ur0K) 10 ImiTiwR 4100 - - - - 455 325 - - 455 325 364 455 689
‘neploa
Tl eykynunit doxia 4110 ¢ . \ ~ - R & m = >
334 AsiTunit nepi
Po3noain npubyrxy
Bunaary snacuuxas 4200 - - - < - - - » . -
il
npaMYEINRE PRty TXy
FAPOCCTRORMNOTD 4208 - - - - - - - - - -

o —— 210 > \ 3 5 g 3 3 i N -
Pocpameeo cxrTan 4
Beecke yacwexie: | R ~ 5 3 =
Beecor 0 pasa | B 7948 - 7948 7948
Teeramcwess \ |
IaSepronsRocT 3 248 - - - - - - - - -
T i
Baaywewsns sanirary: 4260 > s . / .
Baxyn awiil sacton) R | % z 3 2 5
{Mepenpoaas s TLICHIX 4265 | B 2 g « e 2 5 \ P A
2 (STUK) < M
ARy TOBIHRSE |
By fLICHNN 2KGIA 27 - - - - - - . - - -
(acto)
Brrywenns wacTen B
joke 4 oy 4278 - - - - - . . . = -
TRzl aseise o xanitani 4250 - - - - - < -
Pasosm swin y kanitani | 4295 - - 7 948 - 455 325 - - 463 273 364 463 637
Inammwox
Ma kiweus_poxy 4300 | 10000 | 40 745 115945 | 3364 | 1 605 402 - = 1775456 |(1613)) 1773843




Jara (pik, Micsith, 9HCA0
l-.

EoMGTs

Teparropis Kuiincexn 063,

Opranizaimifio-npasoss hopya rocno1aploRaRHE AXIHOHEDNS TORIDICTRD
B exonosivnol gisaniocts BUpoGHIITR TAREDY. T4 KapToHY

Cepeann xiapkiers mpatisrins 1710

Anpeca, rencdor sya. Kiincaxa, Gya |30, v, Ofyxin, Ofvxiscexii pafion, Kuirchia
06, 08700

Omomms sipy: Te. rpat. 663 RECHTKOROTO SHaxs

Craaneso (spoburi momayxy “v* y Biamosi oG KaimE

u WHAMN (CTansap ) Gyxranmepeskoro obaixy

38 MITIBPOIIMI CTARAApTAV Giranconol IMTROCTY

s CAPHIOY

1a KOATYY
1a KOller
1a KBE]]

Koncoainosanwii 6ananc (3sir npo dinancornii cran)

Appendix F

X0, ‘
20| m 0l

05509659

321 1600000

1712

ua 31 rpyans 2019 p.
@opya N 1-x _Kop 3a JIKY]] I 1801007 |
Ko Ha TONATOR Ha ximeus
AxTin pikuck q IniTHOrO nhgm
TpasiTicn nepioay nepioay
i 2 2a 3 4
L. HeoBoporwi axymsn

Hemarepiann axmuan 1000 9 21 187 22 575

TICPBICHA BAPTICTH 1001 47517 55 689

HAKOUNYCHI AMOPTHSALIN 1002 (26 330) (33 119)
Hesamepweni xanitansui insecrni 1005 8 259 854 66 203
Ocxomni 1cobn 1010 8 2 055 255 2655924

NEPRICHA BapTicTa 1011 3 498 247 4320161

o 1012 (1442 992) (1 664 237)
Howroctpoxos: dinancosi innecThiii;
AKI OOIXOBYIOTLCR 33 MCTOIOM YHSCTI % KADFTAFI NI 10
DiANPHEMCTH 1030 5354 7054
1M IHAHCOBI IHBeCTIAT 1035 - -

| Jlonrocpokoss AcSitopenka TBopropaticTs 1040 Il 28 760 16 572
BiacTpoucsi noasTsoss axtamn 1045 31 18 428 8126
Twmi peofoporsi 1090 12 - 6436
Veboro 3a posaizom 1 1098 2 388 838 2782 890
11 Ofoporsi akyunn
Janacu 1100 13 914 297 824 968
[orouni Sionorivei axTHs 1110 - -
JeGiropcnka saboProRanicTs 3 NPOLYKUIN, TONRpP,
|_pofori, nociyen 1125 14 934 931 804 842

JleGiropesxa 2afopropasicns s poapaxyRKam:

33 DHADNIMH REARCAMM 1130 15 164 496 100 085

3 GromKeTOM 1135 15 25198 18 642

_Y YoMy wmcm 3 noaatxy #a npubyrox 1136 15 714 429
Ininea moToama aefitopesxs saboprosanicrs 1155 15 97 908 101 916
Torovm divancosi inBecTHuii 1160 - -
I A IX CRBIBANCHTI 1165 16 83 745 55513
Buparn MadiGy tsix neprosvin 1170 15 32921 14 551
Dok oBopors axrims 1190 - -
Yenoro sa poxtiaom 11 1195 2253 496 1920517

111 HeolopoTwi axTiey, yipwsysani 118 npoaaxy, 1a
rpynm sulyrise 1200 8 36 094 36102

Basanc 1300 4 678 428 4 739 509
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Continuation of Appendix F

Kon Ha nouarox I-lu.nduau;
Macns IRITHOrO IRITHOrD
PRI Mpuair nepioay neploay
1 2 2a 3 4
1. Baackuil kaniraa 17
3apecctposannil (mafioniti) Kanitan 1400 10000 10 000
Kanfran y foouissax 1403 17 40 745 40 745
Jlosarxospit kanitan 1410 17 115945 115945
Peyeppinft xanitan 15 3 364 3164
Hepesnoainerini npuGyTok (Henokprri 36HToK) 1420 17 1 605 402 2066 537
Heorzavenuit xanitan 1425 - -
Bivnywenit kamizan 1430 ’ -
HEROHTPOAROBAHE HECTEA 1490 17 (1613) (15 789)
Yesnoro 3a poaaiom | 1495 1773843 2220 802
1L Josrocrpoxoni sobon'ssanus i 3abesnetenns
Bizcrpotteni noaaTkoi JoGow niania 1500 P .
Josroctpokosi kpeasti Galkin 1510 18 350216 389473
Inwi A0srocTPOKOBI 30608 A3IHHN 1515 | 12,1819 53254 33818
HlonrocTpoxoBi 3ae3nceHHA 1520 20 21619 26 904
Uirkone qinancysanss 1528 - -
Yenoro 38 posaizom (1 1595 425 036 500 195
1L Morousi soGon'ssannsn | sadeineaenns
KoporxocTpokosi kpeanth Gankin 1600 '8 696131 631 842
TToTouHE KpeAUTOPCHED RGOProBANICTS 380
OBFOCTPOKOINEL 30608 MIAMIAMA 1610 | 12,1819 130 407 136428
JOREpK, POBOTH, HOCHYTH 1615 21 | 286277 928 453
POIPAXYBKAMH 3 BIOARETOM 1620 22 74 942 83445
¥ TOMY 9HCAi 3 HOJATKY 10 NPHOYTOK 1621 44 427 17 689
POIPAXYHKEMH 3i CTPAXYBAMILE 1625 22 4716 3554
POSPAXYHKEMIL 3 OIUTATIE MpaiL 1630 22 14235 22189
| GREpKAHNMI ABAHCAMIL 1635 22 101 491 79270
Tlorousi sabesncucusns 1660 20 69414 81792
Jloxoan saidyTsix nepioain 1665 - -
Inwi noTouHi 30608 A3akkHS 1690 22 101 836 51538
¥Yenoro 3a pozainom 111 1695 2479499 2018512
1V. 30608 'saannsn, nos'siani 3 ueobopornnyi
BXTHEAMM, 1700
YTPHMYBARMMI L35 1O rpynasmu suby T - -
Banauc L 4678 428 4 739 509
Tlianucano & savwepxenly
Tenepanuunii 3 (Cemenens B.M.)
Toaosuuil Gyxraurrep Ip (Ilesuenko HLM.)
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Continuation of Appendix F

Jara (pix, MICKIS, 9Hen0)

w €PNoY

KOJIH

20 [ o1 [ o1

05305659

Koncoainosannii 3sir npo dinanconi peryvanraru (3sir NPO CYRYMHMHE 10Xi1)

3a 2019 p.
®opyi Ne2-x Ko sa JIKY]L
L @THAHCOBI PE3V/ILTATH
3a ananoriusmi
Koa g 3a 3piThsit o
Cratys paaka | TP nepion non:;’;.uubom
Ppoxy
1 2 2a 3 4
UneTii zoxia sin peanisanii nponyxuii (rosapin, podir,
[nocayr) 2000 6,23 6472 462 6418457
{CoGinapricTs peantsosasoi npoaykuii (vopapis, pobir, nocayr) | 2050 8 (4 983 671) (5169 114)
OBMNH;
npudyrox 2090 1 488 791 1249 343
0mToK 2095 - -
\Ismi onepawizi aoxoam 2120 - -
AaMisicTpaTnsm BiTpaTH 2130 25 (433 394) (366 183)
Bytpary na 3Gyt 2150 26 (361 495) (331 690)
{lvasi onepaiiing ssurpari 2180 - -
[Dinancosun PeIVALTAT Bia onepaniiuol xiaannocri:
npuGy ok 2190 693 902 551470
shyrox 2195 - -
X1 BI3 Y4ACTi B Kanijan 2200 - .
[lewi dimancom: noxomn 2220 27 184 444 8715
{33 2ox0m 2240 28 78414 115 142
[@inancori BHTpaTH 2250 29 (86 007) (69 485)
BrpaTy si yiact s xanmitom 2255 - -
It mutpam 2270 30 (326 398) (48 317)
Phaum-l PEIYARTRT 10 ONOIATRYBAHNS
npniytox 2290 544 355 §57 525
sGurox 2295 - -
[Birrpath (n0xia) 3 noaTKy Ha npubyToR 2300 31 (97 396) (10] 836)
[TpnGyToK (36:TOK) Bin NpHNIBCHOT AIRTLHOCTI MHCAN
ONOJATKY it HNSA 2305 - -
METHil pinawconnit pesyanrar:
npudyTok 2350 446 959 455 689
GTOK 2355 - -
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1l. CYKYTTHHE 10X
3a
Koa 3a anirumii ANRIOTIaMI
Crevin pRaxa nepioa nepioa  monepears
010 poKy
1 2 3 4
pouinka (vuisxn) #eofoporinx aKTinin 2400 -
uinka (yisxa) iHaHcoBNX (HCTpYMeHTIB 2403 - <
Hakommeewi kypeos| pissmui 2410 - -
MacTxa IHIIOro CYKYMHOTO NOXOLY ACOUTROBAHKX Ti CHUTBHIX \ >
lAnpHeNcTD 2413
ﬁ-mua CYKYTUHMI noxin 2443 - -
{Immmmid cysymunit 20xia a0 onozaTkypanms 2430 - 2
[l'lo,umx Hit npHOYTOX, 108 A3aMMN 3 IMIIHM CYKYIIHIM J0X010M 2455 - -
it | CYRYIImA 20xia niean onoaarkysanns 2460 - -
(Cyxynuuf qoxin (cyma paaxis 2350, 2355 va 2460) 2468 446 959 452 639
Yucruit npubyrok (30HTOK), WO HANCKHTL:
BIACILIRAM MaTepricLx0l Kosnanil 2470 461 13§ 458 328
HEKOHTPOThOBAKIA HacTLi 2475 (14 176) 364
(Cyxynsnit Joxin, wo HAACKITL:
BASCHAKAM MATepHACLEOT KoMnanii 2480 461135 455 325
HEXOHTPORBOBARIN vacTil 2485 (14 176) 364
11, ETEMEHTH OTIEPALIHNX BHTPAT
3a
; Ko Fa wirsmit gHAROrSHIT
Hasgp crard pm}:a nepion  [nepioa  tonepe
PoKy
1 2 3 4
IMarepiansui 3aTpatn 2500 184973 3384 777
Buypari a onnary npaui 2505 84533 600 194
i3 B M3 COLEILMT SAXOE 2510 156 969 169 286|
opTIGANIS 2518 240978 175 178
i oRepanifi exTpari 2520 1 011 946 1 617.986!
2550 6 104 9381 5947 421
IV. PO3PAXYHOK NOKAIHHKIB NMPUEYTKOBOCT] AKIL 15
3a
o ST, W Koa 3a ni_‘nmﬂ ) ARAI0F TN
pRaKa nepioa Inepion  nopepeassoro
poxy
1 2 3 4
Cepenupopitsa KiasKicTs NPOCTHX aKwifl 2600 40 000 40 004 000
CKOPUrOBaHA CePEARBOPIHA KilLEICTh NPOCTHX AKLif 2605 40000 000 40 000 000
Uneruit npuGyTok (SEHTOK) KA ORHY DPOLTY KL 2610 11,17 11,39
Cropurobanit) e Tl nprbyTox (3BHToK) 53 0IHY IpOCTY aKui0 | 2618 11,17 11,39]
BiICH/IH H3 O1HY NIPOCTY aKuio 2630 E -]

QY CX Y v 12 Iseesi Tpyimn:

7520

/

(Cemenenn B.M.) J
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Continuation of Appendix F

KOJIH
Jara (pix, socsman, sweo) | 20 [ 01 [ o1
Tiampnecro Upiaame_ Axivoncpes Tonspucros s Kificwait karomeo-nangponil sosGingm 3 €IPTIOY | 0ssesesy
(maitvcuynmms)
KOHCOJILIOBAHHA 3BIT PO PYX I'POLIOBHX KOLITIB (32 NPAMUM METO10M)
3a 2019 pix
®opma Ne3-x  Koxaa JIKYJL
Kox . " ) 3- AHAIOTIHHIA
Crarm [Tpusitxa  3a swivunit nepion |nepioa nonepenxsoro
pRaxE
poxy
1 2 2a 3 4
L. Pyx xowvis y pexyasrari onepauiiinoi ainannocri
Haaxompxenns sia;:
inawii mpoaykuil (ToBapis, pobit, nocayr) 3000 7367 203 7123 950

OBCPHENNA MOJATXKIB | 360pis 3005 33R14 4383

TOMY i NONATXY Ha A0JAHY BAPTICTS 3006 30232 1011
[Lliasonoro pivancysanns 3010 157 270
s masxomens 3005 141 302 269 514
[Birpauasns na onnary:

Toeapis (podSit, noeiyr) 3100 (5 500 909) (S 497 700)
Mpani 3105 (643 677) (485417)
BinpaxyBane Ha cowitani saxomm 3110 {161 330) (110 569)
30608 $3aHE 3 NOARTKIN | 360pin 3115 (548 564) (401 043)
H11} BHTPAYAHHN 3190 (124 §24) {288 096)

PYX KOUITIN B OnCpauiiisol AiansHOCTY 3195 563 172 615292

L. Pyx wowrvie y pesyantari invecrnuilinoi ainasnocri

AAX0UKCHMR Wi peanizpi:

iMANCOBHX iHRCCTHILH 3200 - -

POTHHX AKTHBIE 3205 558 4 368
Hamxomaes i sift orpimann;
[sincorxin ns - 130
lﬂn'umuin 3220 - -
HIXOKCHHA BT ACPHBATHBIR 3225 - -
Inni waax0KCHHR 3250 14 38) 78 125
YAHHA Ha npHAGaHHA:

[HAHCOBMX IMBECTINN it 3255 (700) -
eoGoporiix axrmia 3260 (477 882) (597 731)
[Bunnat 3a aepusarisasy 3270 - -
[l naavexi 3290 (61 984) (332 103)
[Ysciii pyx xousmi mia inncenuiitiol niansHocTi 3295 (525 627) (847 211)
[:::. Pyx xomrin y peayasrari pinancosol tinanuocri
HaaxomweRas B

RCHOTO KA TANY 3300 - -
KOTPHMAHHN 03K 3305 18 857 954 642 268
M MaaxosesH 3340 162 32

HIPAYANNS Ha: Buxyn BaacHHx akuiil 3345 - -

OTIMEHHA NOIHK 3350 |8 (799 980) (236 923)
Crisary anusiacnais 3355 - -
|Birtpayasig B2 cnaaTy BACOTXIE 3360 (81 917) (66 109)
[lsuni naaresxi 3300 (36 283) (71 426)
['llcrnl PYx xomTin 8ia pinancosol ginannocti 3395 (60 D64) 2067 842
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Fa ananorasui

Crarra Kog TTpymi 3a switunii nepion  (nepioa nonepeansoro
pRaka poxy
1 2 2a 3 El
Uncrnit pyx rpomosnx KOWTie 33 BiTHNE nepiod 3400 (22 519) 35923
BATMUIOK KOLITIB HA TIORATOK POXY 3405 16 83 743 $1235
Brayn SMIHN BATOTHRX XYPCIB H3 IATNOK XOWTIB 3410 16 (5713) (3413)
AWIOK KOUITIB N8 Kinens poxy 3415 S5513 83 745
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Continuation of Appendix F

KO
Jara tpix, sicauh, swcno) | 19101 | 01
Tlanpnesctso Dpupan o «Kuing PIOHMO- DD : w CAroY 05509559
(HAMNCHYBAKRR)
Kowucoaizopanmii 38iT npo saacuuil kanirax
3a 2019 p.
Gopwa Ne d-x  Koa s JIKY /1
Hasean i S9aCnxis MarepuIscLior koMt
Ko | sspecctp |sasman y Py ity niyse Phodis
i s | casma | pocinea RSTRow| BePnt| i o e |t | nckaro, | e |
b el PR smon) it ERETA
1 2 3 4 5 6 7 L4 10 1 | 12 i
Anmgion 4000 | 10000 | 40745 | 115945 | 3364 | 1605402 - (1775456 | (1613 1773843 |
HA NOMETOK 3
Kopurysasnm: |
3u1l3l ofixixosol 1008 - - - - - . - - -
Banpagseans nowwnox | 4010 - - - - - - - 2 = ¥
it 3miarn 0% | - - - s < 5 - - I 1
Croprosamuit | |
IAMEOK B3 movaTer | 4095 1 10 000 (40745 | 115945 | 3364 | 1605402 = L1T7I5456 | (1613) 1773883
Hucruit npubyrox
(a6irox) 3a suirmaik 4100 - - - - 461 135 - 461 135 {(14 176) | 446959
Tttt cynynmmil goxin
N wpdn ioa 4110 - - - - - - - - o
Pownoaia mpuliymey:
Banaate saackiKaM 4200 - - - - - & N € -
deslicnae
Capsuysanis nprGyrky
4205 - - - - - - . = =
4210 - - - - - . & . "
240 - - - - - - . -
ais| - . ¢ . X . \ . A\ }
260 | - S . : A " A ) T ol N - |
268 | % - > 4 - . Y = >
a2Zn - - - - - - = - +
Bty Meany SacTRN 0
AT 273 e Az = £ o > - = 2
Istestt aaviatm o xcantirauni 2% = - - - - - [
461 135 - 461135 | (14176) | 446959
< | 2236591 (15789) 1210002;
(Cestenens B.M.)

(Ilenuenxo H.VL)




