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ìó âàí íÿ ðèí êî âèõ â³ä íî ñèí â Óê ðà ¿ í³.
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Basic strategic directions for the entry  
of the enterprise into foreign markets

The subject of the research is the theoretical and practical foundations of the study of key 
strategies and main strategic directions for exporting enterprises to enter foreign markets. 

The aim of the research is to determine the main strategies for entering the enterprise into 
international markets, namely direct, indirect export and production abroad, with the help of which the 
goals of the development of exporting enterprises in the international sphere are achieved. 

Research methods. When writing the article, a system of scientific research methods was used, 
such as analysis and synthesis, comparative analysis and complex analysis. 

Results of the investigation. Because of writing the article, it was determined that modern 
business activities in the foreign market require the use of new methods for conducting foreign 
economic activity and ensuring its effective management. It has been established that the 
organization of the international activity of an enterprise involves the choice of a way to enter 
foreign markets, depending on the purpose of the enterprise, the scale of activity, the nature of the 
product and intentions to control sales. It has been determined that among the main strategies 
for enterprises to enter foreign markets there are indirect exports, direct exports, an assembly 
plant and joint ventures. 

Scope of the results. International economy, foreign economic activity, international trade, 
entrepreneurship and business. 

Conclusions. Because of writing the article, it was found that foreign economic activity contributes 
to the development of promising areas of export potential. Export operations, as an integral part of 
foreign operations, are the most important source of state profit. Achieving maximum efficiency in 
export operations and maximizing profits is possible only with the use of knowledge and experience 
accumulated over a long period. It has been established that a necessary condition for the successful 
conduct of export operations is the analysis of their effectiveness in order to establish the most optimal 
export structure and make informed management decisions. It is determined that the export income 
of the enterprise from the export of goods is the foreign exchange earnings received on the current 
account of the enterprise. 

Keywords: international economy, trade, direct export, indirect export, foreign markets, enterprise, 
strategy, export income, export operations, export potential.
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Formulation of the problem. In modern con-
ditions, enterprises are increasingly aware of the 
need to develop a comprehensive market strat-
egy and a strategy for entering the foreign mar-
ket. Typical for most enterprises is the practical 
absence of clearly formed goals, and if they do ex-
ist, they have not been reviewed for a long time, or 
their achievement is not monitored. In the period 
of a protracted economic crisis, in the sense of the 
instability of the economic and financial situation 
at the enterprise, the use of strategic planning is 
a necessary component for the enterprise’s entry 
into the foreign market [8; 9; 10; 17]. To date, the 
main problem of strategic planning at enterprises 
is the lack of correctly developed goals of the enter-
prise’s activities in the main directions and strat-

egies for their achievement. In today’s conditions, 
the development of an enterprise’s comprehen-
sive economic strategy should be a priority. Thus, if 
the foreign economic strategy is a set of rules and 
techniques, with the help of which the set goals of 
the enterprise’s development are achieved, then 
the development of a comprehensive strategy for 
entering the foreign market includes both the set 
goals of activities in the main directions, and ways 
to achieve them.

Analysis of research and publications on 
the problem. The main issues of strategic plan-
ning and research into the strategies of enter-
prises entering foreign markets, the activities of 
exporting enterprises were studied in the works 
of many economists, such as A. V. Aharkova, 

ÏÓÇÈÐÜÎÂÀ Ï.Â.
ÕÌÅËÅÂÑÜÊÈÉ Ì.Î.

ÃÅÐÀÑÈÌ×ÓÊ Ì.Ä.

Áàçîâ³ ñòðàòåã³÷í³ íàïðÿìè âèõîäó  
ï³äïðèºìñòâà íà çîâí³øí³ ðèíêè

Ïðåäìåòîì äîñë³äæåííÿ º òåîðåòèêî–ïðàêòè÷í³ îñíîâè äîñë³äæåííÿ êëþ÷îâèõ ñòðàòåã³é òà 
îñíîâíèõ ñòðàòåã³÷íèõ íàïðÿì³â âèõîäó ï³äïðèºìñòâ–åêñïîðòåð³â íà çîâí³øí³ ðèíêè.

Ìåòîþ äîñë³äæåííÿ º: âèçíà÷åííÿ îñíîâíèõ ñòðàòåã³é âèõîäó ï³äïðèºìñòâà íà ì³æíàðîäí³ 
ðèíêè, à ñàìå ïðÿìîãî, íå ïðÿìîãî åêñïîðòó òà âèðîáíèöòâà çà êîðäîíîì, çà äîïîìîãîþ ÿêèõ äî-
ñÿãàþòüñÿ ïîñòàâëåí³ ö³ë³ ðîçâèòêó ï³äïðèºìñòâ–åêñïîðòåð³â íà ì³æíàðîäí³é àðåí³.

Ìåòîäè äîñë³äæåííÿ. Ïðè íàïèñàíí³ ñòàòò³ áóëî âèêîðèñòàíî ñèñòåìó ìåòîä³â íàóêîâîãî äî-
ñë³äæåííÿ, òàêèõ ÿê: àíàë³ç òà ñèíòåç, ïîð³âíÿëüíèé àíàë³ç òà êîìïëåêñíèé àíàë³ç.

Ðåçóëüòàòè ðîáîòè. Â ðåçóëüòàò³ íàïèñàííÿ ñòàòò³ áóëî âèçíà÷åíî, ùî ñó÷àñíå âåäåííÿ ï³ä-
ïðèºìíèöüêî¿ ä³ÿëüíîñò³ íà çîâí³øíüîìó ðèíêó âèìàãàº çàñòîñóâàííÿ íîâèõ ìåòîä³â ïðîâåäåí-
íÿ çîâí³øíüîåêîíîì³÷íî¿ ä³ÿëüíîñò³, òà çàáåçïå÷åííÿ ¿¿ åôåêòèâíîãî óïðàâë³ííÿ. Âñòàíîâëåíî, ùî 
îðãàí³çàö³ÿ ì³æíàðîäíî¿ ä³ÿëüíîñò³ ï³äïðèºìñòâà ïåðåäáà÷àº âèá³ð ñïîñîáó âèõîäó íà çàêîðäîí-
í³ ðèíêè, ÿêèé çàëåæèòü â³ä ìåòè ï³äïðèºìñòâà, ìàñøòàá³â ä³ÿëüíîñò³, õàðàêòåðó òîâàðó é íàì³ð³â 
êîíòðîëþâàòè ïðîäàæ. Âèçíà÷åíî, ùî ñåðåä îñíîâíèõ ñòðàòåã³é âèõîäó ï³äïðèºìñòâ íà çîâí³øí³ 
ðèíêè º íåïðÿìèé åêñïîðò, ïðÿìèé åêñïîðò, ñêëàäàëüíèé çàâîä òà ñï³ëüí³ ï³äïðèºìñòâà. 

Ãàëóçü çàñòîñóâàííÿ ðåçóëüòàò³â. Ì³æíàðîäíà åêîíîì³êà, Çîâí³øíüîåêîíîì³÷íà ä³ÿëüí³ñòü, 
ì³æíàðîäíà òîðã³âëÿ, ï³äïðèºìíèöòâî òà á³çíåñ.

Âèñíîâêè. Â ðåçóëüòàò³ íàïèñàííÿ ñòàòò³ áóëî âñòàíîâëåíî, ùî çîâí³øíüîåêîíîì³÷íà ä³ÿëüí³ñòü 
ñïðèÿº ðîçâèòêó ïåðñïåêòèâíèõ íàïðÿì³â åêñïîðòíîãî ïîòåíö³àëó. Åêñïîðòí³ îïåðàö³¿, ÿê ñêëàäîâà 
÷àñòèíà çîâí³øíüî¿ òîðã³âë³ º íàéâàæëèâ³øèì äæåðåëîì îäåðæàííÿ ïðèáóòêó äåðæàâè. Äîñÿãíåí-
íÿ ìàêñèìàëüíî¿ åôåêòèâíîñò³ åêñïîðòíèõ îïåðàö³é òà ìàêñèì³çàö³ÿ ïðèáóòêó ìîæëèâ³ ò³ëüêè ç 
âèêîðèñòàííÿì çíàíü ³ äîñâ³äó, íàêîïè÷åíèõ ïðîòÿãîì òðèâàëîãî ÷àñó. Âñòàíîâëåíî, ùî íåîáõ³ä-
íîþ óìîâîþ äëÿ óñï³øíîãî ïðîâåäåííÿ åêñïîðòíèõ îïåðàö³é º àíàë³ç ¿õíüî¿ åôåêòèâíîñò³ ç ìåòîþ 
âñòàíîâëåííÿ íàéá³ëüø îïòèìàëüíî¿ ñòðóêòóðè åêñïîðòó ³ ïðèéíÿòòÿ îá´ðóíòîâàíèõ ð³øåíü â îá-
ëàñò³ êåðóâàííÿ. Âèçíà÷åíî, ùî åêñïîðòíèé äîõ³ä ï³äïðèºìñòâà â³ä åêñïîðòó òîâàð³â öå âàëþòíèé 
âèòîðã, ùî íàäõîäèòü íà ðîçðàõóíêîâèé ðàõóíîê ï³äïðèºìñòâà. 

Êëþ÷îâ³ ñëîâà: ì³æíàðîäíà åêîíîì³êà, òîðã³âëÿ, ïðÿìèé åêñïîðò, íåïðÿìèé åêñïîðò, çîâí³øí³ 
ðèíêè, ï³äïðèºìñòâî, ñòðàòåã³ÿ, åêñïîðòíèé äîõ³ä, åêñïîðòí³ îïåðàö³¿, åêñïîðòíèé ïîòåíö³àë.
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V. Yu. Kashchieieva, O. M. Bilousov, I. H. Imshenyts-
ka, A. M. Yefremov, K. P. Boldovska, D. V. Andriei-
eva, Ye. Zh. Zamiatina, M. Yu. Latushko, K. M. Vla-
sova, O. Ye. Dzhur, V. V. Klepikova, O. M. Kovinko, 
E. O. Kovtun, Ye. S. Denysevych, D. Ye. Zaitseva, 
O. M. Kravchenko, A. I. Bohdan, V. A. Myshchenko, 
O. H. Martynenko, V. H. Misevra, S. Polkovnychen-
ko, I. Yelchyshcheva, T. V. Ponomarova, H. S. Tymo-
fiieva, A. S. Cheban, T. V. Averikhina, A. V. Cherep, 
A. H. Ivanova and others. 

Presenting main material. Successful busi-
ness activity on the international market is primar-
ily a correctly chosen strategy, correctly set mis-
sion, goals and objectives of the company. This will 
allow the company to function effectively in the for-
eign market, which will lead to a leading position in 
the future and will provide an opportunity to obtain 
excess profit. In connection with such an objective 
necessity, the management of the company faces 
the question of the need to develop a comprehen-
sive strategy for the company’s entry into the for-
eign market, which would give a positive result of 
activity on the international market [1–4]. 

Modern business activity on the foreign mar-
ket requires the use of new methods of conducting 
foreign economic activity and ensuring its effective 
management. When entering a foreign market, an 
enterprise has many problems, such as: develop-
ing an effective strategic program, choosing a way 
to enter the foreign market, finding a foreign part-
ner for cooperation, and it is also necessary to take 
into account the risks that arise when conduct-
ing foreign economic activities [5–7]. The organi-
zation of the international activity of the enterprise 
involves the choice of a way to enter foreign mar-
kets, which depends on the purpose of the enter-
prise, the scale of activity, the nature of the product 
and intentions to control sales. The potential vol-
ume of sales, costs and investments for organizing 
the movement of goods, availability of trained per-
sonnel (salespeople) and other conditions are al-
so taken into account. It can focus on exports, joint 
ventures or direct investment abroad. Each sub-
sequent strategic approach requires taking on a 
greater volume of obligations and greater risk, but 
also promises higher profits [16]. A number of pos-
sible strategies are presented in (Fig. 1) [11–13].

These strategies differ depending on whether the 
company exports products manufactured by it in its 
own market or creates a production unit in a for-

eign market. There are the following strategies for 
entering world markets: indirect export; direct ex-
port; production abroad [18–20]. Indirect export 
is the cheapest and least risky way. The enterprise 
does not directly participate in international trade, 
that is, it does not create special divisions, does not 
attract additional funds and human resources. For-
eign deliveries are processed as domestic, and in-
ternational operations are entrusted to other or-
ganizations [14; 15]. The company does not focus 
its activities on the long–term perspective, while the 
following options are possible: foreign deliveries are 
presented as internal to a local commercial organi-
zation that conducts business with foreign partners 
present on the domestic market; sales of goods 
through international trading companies abroad, 
which control sales networks in various regions. The 
inconvenience is that the trading company repre-
sents competing goods and does not always accept 
the offered products; sales organization through 
the export–import company of its country, which 
is a group of non–competing enterprises. The re-
muneration of the trading company is based on the 
commission, the costs of enterprises are variable, 
and therefore this option is especially convenient for 
small and medium–sized enterprises [11–14]. 

Direct export means more involvement of en-
terprises, they manage the export function them-
selves. A special department of the enterprise deals 
with the analysis of foreign markets, the move-
ment of goods, determination of prices, etc. [1–4]. 
Ways (options) of implementing this strategy: the 
use of its foreign representatives aimed at market 
preparation; entering into an agreement with local 
agents who will look for customers, make contacts 
and conduct negotiations on behalf of the export-
er; cooperation with local trade enterprises that will 
buy goods from the manufacturer and resell them 
on the local market on exclusive or non–exclusive 
terms; creation of a trade branch abroad, which will 
provide an opportunity to ensure better control over 
operations. Creation of a branch is possible with the 
participation of a local enterprise in order to take 
advantage of its connections [2–7]. 

Reasons prompting the enterprise to start pro-
duction abroad: high transport costs, high customs 
tariff, import restrictions (quotas), preferences for 
local producers. There are also factors that con-
tribute to such a decision: the size and attractive-
ness of the market; favorable level of production 
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costs; proximity to customers; benefits granted by 
the authorities [6; 7]. Next is the assembly plant. 
It represents a compromise between direct export 
and foreign production. This way allows you to avoid 
high transport costs and take advantage of lower 
duties on unfinished products. The enterprise uses 
local labor force [2–6].

Contracts for production with a local manufac-
turer enable the enterprise to do without invest-
ments in production and without costs for trans-
port and customs. However, there is the problem 
of quality control, the risk of transferring produc-
tion know–how to a foreign company, which may 
later become a competitor. This risk is reduced if 
the main factors of competitiveness are brand im-
age and marketing know–how [11–14]. License 
agreements – this method is more formal and 
long–term. The enterprise (licensor) transfers the 
patent, trademark, name, know–how and provides 
technical assistance to the local enterprise. The 
buyer company (licensee) pays the initial amount 
and royalties. The advantages of the agreement 
for both partners are the same as for the franchise 
agreement. The problem is the difficulty of con-
trol and lack of direct involvement of the company 
that sold the license [18–20]. The last way to en-
ter the market is joint ventures. Thus, a multina-
tional company invests part of the capital and has 
the right to vote in the management of the created 
enterprise. This provision provides better control 
over operations. Cooperation with a local organi-

zation is the factor that facilitates integration into 
an unfamiliar environment. With direct investment, 
the company independently invests in production in 
another country, buying an existing one or creating 
a new one. This is the maximum involvement of the 
enterprise in production abroad [12–14].

Thus, the forms of entering the foreign market are 
diverse and associated with quite different risks and 
scale of investments. In addition, there are certain 
factors that also affect the company’s entry into the 
world market. These include differences in the lev-
el of production costs in different countries; differ-
ent levels of pay and labor productivity; inflation; tax 
rates; electricity costs; differences in state regula-
tion, etc. All of them give rise to differences for costs 
in different countries. In some countries, the level of 
production costs is quite low, which is achieved due 
to cheap labor, legislation that promotes the devel-
opment of production or unique natural resources. 
In a similar situation, many foreign enterprises are 
located in these countries, and most of the manu-
factured products are exported abroad. Companies 
that have their branches in countries with a low level 
of production costs, or that cooperate with manu-
facturers of such countries; usually have competi-
tive advantages over those who do not have such an 
opportunity [13–15]. Therefore, the general inter-
national strategy is a set of strategies by country. 
While a multinational strategy is better suited for 
industries where multinational competition prevails, 
global strategies are mostly for industries that com-

Fig. 1. Ways of entering the market of a certain country and choosing a sales channel
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pete on a global level. The company’s global strate-
gy is the same for all countries. Although there are 
slight differences in strategies in each market due to 
the need to adapt to its specific conditions, the basic 
competitive approach (low costs, differentiation or 
focus) remains the same for all countries where the 
company operates. Thus, global strategy includes 
integration and coordination of strategies of com-
panies around the world; making sales in most or all 
countries where there is significant purchasing de-
mand [1–5]. Table shows a comparison of multina-
tional and global strategies [2–7].

Conclusions
Therefore, foreign economic activity contributes 

to the development of promising areas of export 
potential, which leads to the solution of the prob-
lems of lack of energy carriers, the latest machines 
and equipment, technologies and some consumer 
goods. Export operations, as a component of foreign 
trade, are the most important source of the state’s 
income. Achieving the maximum efficiency of ex-
port operations, and therefore maximizing profit, is 
possible only with the use of knowledge and experi-
ence accumulated over a long period. The purpose 
of the enterprise when entering the foreign market 
and carrying out export operations is to obtain profit 
from exports. At the same time, this profit should be 
more than the possible profit when selling the prod-
uct on the domestic market; otherwise, the costs of 
organizing export operations are impractical and in-
effective. A necessary condition for the successful 
conduct of export operations is the analysis of their 

effectiveness in order to establish the most opti-
mal export structure and make informed decisions 
in the field of management. The export income of the 
enterprise from the export of goods is a foreign ex-
change gain that goes to the settlement account of 
the enterprise. In most cases, export income must 
be presented in hryvnia equivalent.
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Point–by–point comparison of multinational and global strategies
Strategy Global strategy Global strategy

Areas of 
strategy 

Selected target countries 
and trade areas 

Governments of countries that are the most important 
product sales markets, North American countries, 

European Community countries, Pacific Rim countries

Business 
strategy 

Development of strategies 
that meet the conditions 

of each country, little or no 
coordination by term 

Similar basic strategy around the world; slight deviation by 
country if necessary

Product 
strategy

Products adapted to local 
demand The most standardized products sold in the world

Production 
strategy

Factories. 
Located in different countries 

Factories are located according to the principle of 
maximum competitive advantage (in countries with low 

costs, close to major markets, geographically distributed 
to minimize transportation costs, or using several large 

factories to maximize economies of scale)
Sources of raw 
materials and 
components

Local suppliers are preferred Favorable suppliers from any market in the world
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Ìàðêåòèíãîâå ñåðåäîâèùå ôóíêö³îíóâàííÿ  
ï³äïðèºìñòâ ó ñôåð³ òóðèçìó

Ïðåäìåòîì äîñë³äæåííÿ º ìàðêåòèíãîâå ñåðåäîâèùå ôóíêö³îíóâàííÿ ï³äïðèºìñòâ ó ñôåð³ 
òóðèçìó.

Ìåòîþ äîñë³äæåííÿ º ïðîàíàë³çóâàòè ìàðêåòèíãîâå ñåðåäîâèùå ôóíêö³îíóâàííÿ ï³äïðè-
ºìñòâ ó ñôåð³ òóðèçìó.

Ìåòîäè äîñë³äæåííÿ. Ó ðîáîò³ âèêîðèñòàí³ ä³àëåêòè÷íèé ìåòîä íàóêîâîãî ï³çíàííÿ, ìåòîä 
àíàë³çó ³ ñèíòåçó, ïîð³âíÿëüíèé ìåòîä, ìåòîä óçàãàëüíåííÿ äàíèõ.

Ðåçóëüòàòè ðîáîòè. Ó ñòàòò³ âèçíà÷åíî äâ³ îñíîâí³ ìîäåë³ âåäåííÿ ä³ÿëüíîñò³ ï³äïðèºìñòâ ó ñôåð³ 
òóðèçìó, à òàêîæ äîì³íóâàííÿ íåçàðåºñòðîâàíî¿ ôîðìè çä³éñíåííÿ ö³º¿ ä³ÿëüíîñò³. Ðîçãëÿíóò³ êàòå-
ãîð³¿ îñ³á, ÿê³ ìîæóòü çä³éñíþâàòè ä³ÿëüí³ñòü ó ñôåð³ òóðèçìó. Íàâåäåí³ ïðàâîâ³ ôîðìè, ÿê³ äîçâîëÿ-
þòü çä³éñíþâàòè ñóá’ºêòàì ä³ÿëüí³ñòü ó ñôåð³ òóðèçìó. Îêðåñëåí³ ð³çí³ ôîðìè îðãàí³çàö³¿ ïðîæèâàí-
íÿ. Ïðîàíàë³çîâàíå ìàðêåòèíãîâå ñåðåäîâèùå ôóíêö³îíóâàííÿ ï³äïðèºìñòâ ó ñôåð³ òóðèçìó. 

Âèñíîâêè. Âèçíà÷åíî, ùî ïî Óêðà¿í³ ïåðåâàæàº íåçàðåºñòðîâàíà ôîðìà âåäåííÿ á³çíåñó, ÷àñò-
êà ÿêî¿ ïðîòÿãîì îñòàíí³õ ðîê³â ïîâ³ëüíî çìåíøóºòüñÿ çà ðàõóíîê ïåðåâàæàííÿ ê³ëüêîñò³ çàðåº-
ñòðîâàíèõ ï³äïðèºìñòâ ó Êàðïàòñüêîìó ðåã³îí³. Âèÿâëåíî ð³çí³ ôîðìè îðãàí³çàö³¿ ïðîæèâàííÿ ³ ¿õ 
ðîçïîä³ëåíî íà äâ³ ãðóïè: 1) ñàäèáè, ïðèâàòí³ ïîìåøêàííÿ, ñ³ëüñüê³ òà ãîñòüîâ³ áóäèíêè, â ÿêèõ ðîç-
òàøîâóºòüñÿ îäíî÷àñíî íå á³ëüøå 10–15 îñ³á; 2) êîìïëåêñí³ îá’ºêòè, äî ÿêèõ íàëåæàòü àãðîòóðèñ-
òè÷í³ êîìïëåêñè, ãîòåë³ òà áàçè â³äïî÷èíêó, ³íø³ òóðèñòè÷í³ êîìïëåêñè. Âñòàíîâëåíî, ùî ë³äåðàìè 
ðîçâèòêó òóðèçìó º ²âàíî–Ôðàíê³âñüêà òà Çàêàðïàòñüêà îáëàñò³, âîäíî÷àñ Ëüâ³âñüêà îáëàñòü º 



ÇÌ²ÑÒ

Ìàêðîåêîíîì³÷í³ àñïåêòè ñó÷àñíî¿ åêîíîì³êè
ÏÐÎÑÎÂ Â.Ì., Ñòóä³íñüêà Ã.ß. Ñòðàòåã³÷í³ ï³äõîäè äî ôóíêö³îíóâàííÿ ÀÏÊ â óìîâàõ  ðîñ³éñüêî-óêðàíñüêî¿ â³éíè.......5
ÇÎÐ²ÍÀ Î.À. Ñèñòåìè êàëüêóëþâàííÿ ñîá³âàðòîñò³ «äèðåêò-êîñòèíã» òà «àáçîðïøåí-êîñòèíã»: ïîð³âíÿëüíà
õàðàêòåðèñòèêà..............................................................................................................................................................................................................16

Åêîíîì³÷í³ ïðîáëåìè ðîçâèòêó ãàëóçåé òà âèä³â åêîíîì³÷íî¿ ä³ÿëüíîñò³
ÎËÜØÀÍÑÜÊÀ Î.Â., ÏÓÇÈÐÜÎÂÀ Ï.Â., ÏÀÐÀÙÀÊ Î.Â. Àêòóàëüí³ àñïåêòè çîâí³øíüîåêîíîì³÷íî¿ ä³ÿëüíîñò³ 
òà çîâí³øíüîåêîíîì³÷íèõ çâ’ÿçê³â â ñó÷àñíèõ óìîâàõ ãîñïîäàðþâàííÿ ...........................................................................................21
ØÀÖÜÊÀ Ç.ß., ÊÎÑÒ²ÍÀ Í.Ñ. Òðàíñíàö³îíàëüí³ êîðïîðàö³¿ àãðîïðîìèñëîâîãî ñåêòîðó: ñó÷àñíèé ñòàí
òà ïåðñïåêòèâè ðîçâèòêó ..........................................................................................................................................................................................28
ÃÀÂÐÈËÊÎ Ï.Ï., ÊÀÃÀÍÅÖÜ-ÃÀÂÐÈËÊÎ Ë.Ï., ÃÓØÒÀÍ Ò.Â. Âïðîâàäæåííÿ ìîäåë³ ôîðìóâàííÿ ãîòåëüíî¿ 
ìåðåæ³ ÿê ³íòåãðîâàíî¿ ï³äïðèºìíèöüêî¿ ñòðóêòóðè .....................................................................................................................................34
ÊÎÖÅÐÓÁÀ Í.Â. Ìåòîäèêà ïðîãíîçóâàííÿ ïîòåíö³éíîãî áàíêðóòñòâà ï³äïðèºìñòâà ................................................................39
ÏÓÇÈÐÜÎÂÀ Ï.Â., ÕÌÅËÅÂÑÜÊÈÉ Ì.Î., ÃÅÐÀÑÈÌ×ÓÊ Ì.Ä. Áàçîâ³ ñòðàòåã³÷í³ íàïðÿìè âèõîäó ï³äïðèºìñòâà 
íà çîâí³øí³ ðèíêè .........................................................................................................................................................................................................50
ÊÎËÎÄ²É×ÓÊ À.Â., ÂÀÆÈÍÑÜÊÈÉ Ô.À. Ìàðêåòèíãîâå ñåðåäîâèùå ôóíêö³îíóâàííÿ ï³äïðèºìñòâ 
ó ñôåð³ òóðèçìó..............................................................................................................................................................................................................57
Í²ÊÎËÀªÍÊÎ Ñ.Ì. Ôîðìóâàííÿ êëàñòåð³â çà ó÷àñòþ  ï³äïðèºìñòâ ìîëî÷íî¿ ïðîìèñëîâîñò³ ..............................................62
ÊÐÀÌ×ÅÍÊÎ Ð.À. Îðãàí³çàö³éíî-åêîíîì³÷í³ çàñàäè ôîðìóâàííÿ ô³íàíñîâîãî 
ïîòåíö³àëó ï³äïðèºìñòâà ..........................................................................................................................................................................................70

Ðîçâèòîê ðåã³îíàëüíî¿ åêîíîì³êè
ØÅÄßÊÎÂ Â.ª. Ðåã³îíàë³çàö³ÿ â óäîñêîíàëåíí³ åêîíîì³÷íî¿ ñòðàòåã³¿...............................................................................................75


