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ABSTRACT

The thesis consists of 57 pages; 8 tables; 4 figures; 33 sources of literature
placed on pages 36; 2 appendixes.

The aim of the work is to substantiate and develop theoretical provisions and
methodological approaches to improve the promotion of food industry enterprises
on the basis of innovative approaches.

The first chapter reviewed the basic theoretical concepts of the products
promotion on the basis of innovative approaches.

In the second section of the thesis the organizational structure of the enterprise
was analyzed, also the technical and economic analysis was carried out. In order to
study the subject area, a generalized analysis of the enterprise was carried out. The
following characteristics were calculated: labor productivity, material productivity,
material capacity, fund productivity.

In the third section of the study to improve the promotion of food industry
enterprises LLC "FM Khladoprom" were proposed options for the promotion of food

industry enterprises and calculations of costs for their implementation.

Keywords: food industry, innovation, product promotion, consumer
Year of work 2022
Year of protection 2022.
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INTRODUCTION

The food industry plays an important role for the economy of Ukraine, but
today many enterprises use outdated equipment and technology, which negatively
affects the results of their activities. In these conditions, it is possible to ensure
effective innovation processes in the industries through the conduct of new projects
at the enterprises.

Enterprises of food industry in Ukraine are characterized by low rates of
reproduction processes and, accordingly, high rates of depreciation of fixed assets.
Manufacturing companies are interested in the introduction of innovations of
different types, because it contributes to the growth of their efficiency in the
activities, the dynamics of innovation is unstable. First of all it is connected with
absence at the majority of the enterprises of means for introduction of innovations
and qualified workers, difficulties in reception of the state help or subsidies for
innovations [24].

Effective development of the investigated industry at the present stage is
possible by increasing the share of enterprises that implement innovative processes
to the level of 40-45%. It is important for half of the food industry enterprises to
ensure that their innovation activities comply with modern procedures and
complicate them. There is a need to increase production flexibility, increase
production capacity, improve working conditions, reduce environmental pollution,
create new markets outside of Ukraine, reduce energy costs, reduce material costs
and replace obsolete products.

Enterprises of the food industry carried out the financing of innovation at the
expense of their own funds. The study of the state of internal sources of financing of
innovation activities of food industry enterprises showed that despite the presence
of reserves, these sources are not sufficient for large-scale technical and
technological modernization of enterprises, even in the conditions of their future
growth. The activity of innovation processes in the food industry is directly related

to the financial condition of enterprises, since at the present stage more than 70% of
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innovation financing is carried out at the expense of enterprises' own funds, which,
on the one hand, reduces the burden on the national budget, and on the other hand,
entails a lack of funding for the proper implementation of scientific and
technological progress achievements [30].

In the structure of industries that can have the highest level of innovation
activity in Ukraine, there 1s food production. And then, the government's priorities
for the development of innovative processes in the food industry are: the creation of
a monitoring system to track the needs of the population for its maximum possible
satisfaction in high-quality food products, the timely detection of innovation
industries.

The most prominent scientists dealt with the problems of innovation
development of export-oriented enterprises, such as: O.T. Bogomolov, VA Suprun,
J. Schumpeter, M. Kondratiev, M. Porter, P. Romer, B. Santo, M. Afanasyev, V.
Grineva, as well as T. Lepeiko, O. Orlova, P. Pererva, V. Ponomarenko, O.
lastremskaya and many others.

The aim of the work is to substantiate and develop theoretical provisions and
methodological approaches to improve the product promotion of food industry
enterprises on the basis of innovative approaches.

In order to achieve the goal it is necessary to solve the following tasks:

to study the theoretical and theoretical aspects of selling the products of
food industry enterprises;

study of the current state of the food industry of Ukraine;

to analyze the features of the food industry;

analyze the technical and economic and financial performance of the
enterprise;

to make suggestions for improvement of sales of food industry enterprises
on the basis of innovative approaches.

The object of the work is the process of managing the innovative development

of the company in the promotion of products of food industry enterprises.



SECTION 1. ASPECTS OF PRODUCT PROMOTION

1.1. Basic theoretical concepts of the products promotion on the basis of
innovative approaches

Innovations, innovative activity and innovative policy are new categories
which appeared in economic development of our state in conditions of formation
and development of market relations. Directly innovations in the modern
environment of functioning play a significant role and influence the change in the
life of society.

Innovations also did not pass over food industry in general and food
production in particular. At present the most urgent problem is the modernization of
the domestic food industry in order to meet domestic demand, as well as the
development of new markets. Due to the growing competition with imported goods,
production gets an additional incentive to improve its own competitiveness. In the
field of food industry the most likely solution to this problem is the introduction of
innovation, advanced innovative technologies and stimulation of innovative
development of the industry.

The innovation process can be considered as a set of successive actions, as a
result of which the innovation develops from an idea to a specific product and
spreads during practical use. The course of the innovation process, like any other, is
determined by the complex interaction of many factors. Success in this way depends
on the management mechanism, which unites in a single stream the origins of the
scientific idea, its development, implementation of the result in production,
implementation, distribution and consumption.

To begin with, it is necessary to understand what “innovation” is. The term
"Innovation" comes from the Latin word "inovatio", which means innovation,
innovation. For the first time, Joseph Schumpeter used the concept of innovation.
According to J. Schumpeter's approach, innovation can be considered a new look at
some well-known process, the successful application of a new invention or

discovery in economics and other spheres of human activity. There are hundreds of



definitions in the literature. For example, according to the content of the internal
structure, innovations are distinguished technical, economic, organizational,
managerial, etc.

Features such as the scale of innovation (global and local) are highlighted; life
cycle parameters (identification and analysis of all stages and substages), patterns of
the implementation process, etc. Various authors, mainly foreign (N. Monchev, 1.
Perlaki, Hartman V.D., Mansfield E., Foster R., B. Twist, . Schumpeter, E. Rogers,
etc.) interpret this concept depending on the object and subject of their research.
Let’s look at the most popular definition of the term.

Table 1.1

Definition of the term “innovation”

Author Definition

An innovation can be considered a new look at some well-
known process, the successful application of a new invention
or discovery in the economy and other spheres of human
activity.

Schumpeter Joseph [9]

B. Santo [14] Innovation is such a social - technical - economic process that,
through the practical use of ideas and inventions, leads to the
creation of products, technologies that are best in their
properties, and if it focuses on economic benefits, profit, the
emergence of innovation on the market can lead to additional
income.

Illyashenko and Prokopenko [7] | Innovation as the final result of the creation and use of
innovations embodied in the form of improved or new products
(goods or services), production technologies, management
practices at all stages of production and marketing of products
that contribute to the development and improvement of the
enterprises, that are used.

M. Huchek [30] Innovation in the implementation of any new things, news, and
reforms and proposes to define innovation in three ways:
functional, objective and attributive. For functional approach
«innovationy is seen as a process.

Zabolotskii [16] Innovation as the formation of new thinking, creation,
development, introduction to industrial use and dissemination
of new technical, trade, systemic, social, and environmental or
other solutions (innovations) which satisfy certain industrial,
social needs or a national interest.

Pavlenko [12] Innovation was a sequence of interrelated activities of the birth
of innovation in the form of the idea to create it in the form of
products, services, technologies and dissemination.

Antoniuk [1] Innovation as a new phenomenon, innovation or any change
which is brought by an entity into its own activities in order to
enhance competitiveness in domestic and foreign markets.
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International standards in statistics of science, technology and innovation -
recommendations of international organizations in the field of statistics of science
and innovation, providing their systematic description in a market economy. In
accordance with these standards, innovation is the end result of innovation,
embodied in the form of a new improved product introduced in the market, a new
improved technological process used in practice, or in a new approach to social
services. Thus, innovation is a consequence of innovation. Analysis of various
definitions leads to the conclusion that the specific content of innovation is change,
and the main function of innovation is the function of change.

Innovative food enterprise can be considered as a modern production of
traditional and new food products, based on the achievements of scientific and
technological progress, providing the active use of new technological and technical
solutions in order to continuously increase the social and economic efficiency of
economic management [26].

The food industry is a sector of the economy, where the introduction of
innovations, including technological, is immediately reflected in the commodity
markets. First of all, it is the development and promotion of new goods, both
modified and really new. This leads to a transformation in the needs of certain
segments of consumers who are inclined to buy innovative goods, which contributes
to the return on investment. Consequently, innovations in the food industry have a
faster payback period, which strengthens the work of enterprises in this direction.

According to the world practice, the leading enterprises of the food industry
have research institutes, and for them the innovation process is not just a part of daily
work, but also the only opportunity for further development. "The largest food
company in the world Unilever (about 400 brands, including Calve, Lipton,
Hellman's) with a turnover of 48 billion dollars spends on scientific research to 2.5%
of its own sales. 10 years later this figure was 1.9%" [22].

Activation of introduction of technological innovations is caused by the fact
that the domestic food industry has a rather low scientific, technical and

technological level of production, there are no high-performance innovative
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developments related to deep processing of raw materials, processing of by-products
into ingredients used in feed mills and other industries. And the disadvantages are
related to the fact that there is a tendency to create enterprises with medium and
small production volume, which do not have enough investment, both for the
purchase of modern innovative technologies in developed countries, and for their
own developments in this area. On the other hand, the low level of implementation
of technological innovation is due to the fact that Western countries have a
significant economic benefit, exporting to Ukraine ready-made products and buying
cheap raw materials for their own production.

The main advantages of the introduction of innovative technologies are [9]:

the possibility to eliminate in a short time the lag of Ukraine in the production
and sale of a wide range of health products, functional ingredients, dietary
supplements;

the constant expansion of domestic and foreign markets of food products,
including health promotion;

the interest of producers in creating high-quality products that provide a high
profitability of production, a quick payback on investments, the possibility of
expanding production;

consumers' interest in the development of innovative activity, because they
get high quality products, safe for health at affordable prices, achieving an optimal
ratio between the indicators of quality: price

the interest of the state, because GDP, sales volume, and budget funds are
growing;

increase in investment attractiveness for foreign investors and the inflow of
foreign capital to expand domestic production;

increasing the competitiveness of domestic food products, which is a reliable
guarantee of Ukraine's membership in the WTO;

effective use of scientific and technical potential of scientific development

and discoveries of Ukrainian scientists.
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The introduction of innovative technologies in the food industry can be
considered effective if the market amount of food, primarily health foods, will
exceed the minimum need of the population of the country in it, and the cost of a
balanced daily diet at market prices will be affordable to all segments of the
population [23].

Also, a unique feature of the food industry is that a number of its products
have a short shelf life. The increase in this time period naturally stimulates the
introduction of the latest developments in science into production.

The introduction of innovative technologies at all stages of the life cycle of
goods is a key area for improving the competitiveness of enterprises in the domestic
food industry. Buyers are interested not only in the quality of food, but also in its
nutritional properties, the conditions under which it is made, transported, and stored
[19].

In modern conditions, one of the conditions for the development of enterprises
in the food industry is the development and implementation of an effective
innovation policy, the main objective of which should be the introduction of
advanced innovative technologies and solutions to improve the efficiency of
production and marketing processes.

At the present stage, most food industry enterprises face the problem of
insufficient financial and investment resources in the process of development and
implementation of innovative technologies and products [20]. Therefore, reducing
the tax burden, adjusting the customs and tariff system, providing subsidies to
innovative enterprises, state financial support for scientific and technical support of
the industry and the formation of a favorable investment climate should become a
priority of innovative activity of the state. Since the activity of innovative
development of food industry is largely determined by the financial aspect, the
creation of a favorable investment climate in the state is a necessary condition [27].

Intensification of innovation activities of food industry enterprises will

contribute to strengthening the competitive advantages of the industry in the
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domestic and foreign markets through the implementation of scientific and
technological potential, which will manifest itself in:

- improved quality and respectively competitiveness of food products through
the use of new or upgraded production methods;

- capturing new markets and increasing sales volumes by introducing
innovative technologies in the organization of sales and positioning of goods on the
market;

- improve the financial results of companies due to the increase in cash
receipts from the sale of innovative products;

- optimization of business processes and rational use of production capacities

of the enterprise by launching advanced innovative technologies.

1.2. Methodological approaches to the promotion of products of food
industry enterprises

Scholars use different approaches to the understanding of the concept of
product promotion. By promotion of participation in the purpose of the activity,
engaged in the production of the firm, to inform the consumer about the firm and its
products; in other words, the movement of information on the promotion in the
physical sense, and the flow of information. It is important to assume that promotion
is the subjectivity of information; the consumer demands objective information, but
has to be limited to that which is available. However, the subjectivity of information
has a limit. There is a concept of "unfair promotion" (within the general concept of
"unfair competition"), errors or dangerous incomplete information, implying
consciousness; such promotion rich studies lose consumers' trust, and sometimes
carry administrative or even criminal penalties.

L.V. Balabanova and V.V. Cholod under the competitiveness of products
understand (in comparison with the goods-substitutes) its qualitative and cooking
characteristics which meet high market requirements, as much as possible satisfy
consumers consumers and create advantages of the goods in the market [17]. Other

sciences consider its product competitiveness as the property of being more
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attractive for the consumer with the goods-analogues due to better compliance of its
qualitative and diverse characteristics with the market needs and consumer
evaluations [20]. The objects of promotion are all the subjects of the market: end
consumers, organizations-exporters, sales channels, governmental organizations,
and, to some extent, competitors.

The goals of promotion are to improve the image of the company and / or to
stimulate demand for this product. In specific situations, one or both of these goals
may be pursued, but with greater or lesser respect for one of them. In general, the
formulation of consumption and sales stimulation as a goal is more frequently
encountered (sometimes in the literature there is a more precise notion that reveals
the other of these goals in the form of an abreviation: "FOSSTIS" - "consumption
formulation and sales stimulation") [25].

The form in which the information is incorporated can be, together with the
brand names, trademarks, packaging, as well as posters on the walls, announcements
in mass media, TV and film spots, spotlight advertisements, rows, store windows,
personal letters and interviews, mailings, exhibitions, press conferences, catalogs,
flyers, price tags and much more.
According to the means of action, marketing is divided into rational, emotional and

irrational (Fig. 1.1).

[ Promotion of products ]
Rational Emotional

Irrational

/f \ / appeals to notio@ / \

ocuses on the
performance of the
product, consumer
properties,
profitability,
including compared
to competitors

N /

of prestige, a sense
of duty,
patriotism,
nostalgia, and the
like; in a sense,
such an appeal
also contains a

promotion seeks to
arouse sympathy for
the company or its
product, not
amenable to logical
explanation

krational grain /

- /

Fig. 1.1. Promotion of products of enterprises by means of action
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Promotion can perform various functions, depending on what stage of the life
cycle the "promoted" product is at:

the message about the product not yet known at the stage of implementation;

branding - formation of attitudes towards well-known products together with
a specific brand; there is a difference between positive branding (mainly at the
growth stage), when the product is just being promoted, and competitive branding
(mainly at the maturity stage), when the emphasis is put on competing with the
competition;

renewal (or renewal) - for reduction of the existing attitude at the stage of
maturity and especially for renewal of partially or completely lost at the stage of
recession.

But first of all, the quality of products is very important. Product quality is a
set of properties and characteristics of products that determine the ability to meet the
needs of consumers in the market in accordance with its purpose. This is a
comparative characteristic, because the quality of the same product may be high for
some purposes and low for others. It is measured by a set of indicators that
characterize the reliability, functionality, durability, appearance, ease of use and
other consumer properties. Improving quality is one of the ways to compete, an
effective mechanism for winning and maintaining a competitive position in the
market [16].

Product quality promotes investment growth, meets consumer demand,
ensures the company's entry into foreign markets, forms its positive image. It is
influenced by labor productivity, development of scientific and technological
progress, organization of production and management methods, technical control,
effective implementation of experience of foreign and domestic enterprises in the
design and manufacture of high quality products, and standardization that reflects
product compliance with its functional purpose. An important factor in the
competitiveness of products is their price. When setting the price, the tasks set by
the company are taken into account, namely obtaining the maximum profit, entering

a certain market segment, etc.
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SECTION 2. COMPLEX ANALYSIS OF THE ACTIVITIES OF LLC
"FM Khladoprom"

2.1. General characteristics of the enterprise LLC "FM Khladoprom"

The industrial production of ice cream in the USSR was established in 1932
in Kharkov at the facilities of the Ice Cream Factory.

Today LLC "FM Khladoprom" is one of the five largest producers of ice
cream and semi-finished products in Ukraine. In 2019, the volume of products
amounted to 300,000 kg per day.

AOZT Khladoprom has at its disposal a significant material and technical
base: refrigeration capacities of 16,000 tons, a specialized motor vehicle, an
extensive branded network, which provides wholesale and retail trade in ice cream,
meat and dairy products and other food products, as well as provides storage and
delivery services.

Products of the Hladik trademark have the “Brand of the Year 2009 mark,
the “Golden Jaguar” mark, and awards from all-Ukrainian and international
competitions, including 1 gold, 3 silver and 2 bronze medals, 5 marks of the “100
Best Products of the Year”. Each award has its own story, each award is a
confirmation of the implementation of the Company's mission: “We turn experience
into quality”.

Organizational structure of enterprise management - the basis of the
management system, which determines the composition, subordination and
interaction of its elements outlines the required number of management staff,
distributes it by units, regulates administrative, functional and informational
relations between management staff and units, establishes rights, responsibilities and

responsibility of managers, etc.
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Fig. 2.1. Organizational structure of LLC "FM Khladoprom"

Based on the structure of the enterprise we can conclude that this model is
linear-functional. Linear-functional organizational structure of management
involves the distribution of powers and responsibilities for management functions
and decision-making vertically. In this case, management is organized on a linear
basis, and functional units of the management staff help line managers to solve
management problems.

It is also important for the company to analyze internal and external factors,
and assess the risks and competitiveness of goods (services), this can be done using
SWOT analysis.

Each organization (enterprise) has certain advantages in the market and is
endowed with disadvantages. SWOT analysis - allows you to identify the strengths

and weaknesses that require the most attention and effort from the company.
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Table 2.1

SWOT analysis of the activities of LLC "FM Khladoprom"

STRENGTHS

OPPORTUNITIES

The breadth of the assortment and the
presence of the top assortment

Prices and availability of special price
promotions for top products

Convenience of location for the target buyer
and the level of geographic expansion

Ease of navigation through the assortment in
the store = ease of finding what you need
Point appearance - visibility and
attractiveness of the sign

Outlet furnishings: cleanliness, interior
design, size of retail space, quality of
display in the store

The convenience of moving around the
outlet for the buyer, incl. with kids

Product packaging

Reaching the Internet audience (as one
of the ways to attract new customers)
Expansion of assortment groups
Increase in purchase volume per
customer (with the help of promotions,
special offers, active sales)

Search and tracking of ways to reduce
the cost of rent, the cost of storage of
goods, accounting, personnel and other
organizational costs

Search for methods to reduce the tax
burden

WEAKNESS

THREATS

Return guarantee

Availability of programs for inventory
management

Point of sale advertising

Modern service technologies

Change in consumer preferences,
change in taste preferences, the
emergence of new interests (as a result
of new requirements for the store's
assortment)

Decrease in income of the target
audience as a result of an economic
downturn or instability in the economy
Decrease in the actual free cash of the
buyer as a result of the growth of
mortgage lending and consumer
lending.

Increases in rental and brand support
costs exceed potential sales growth
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Continuing of table 2.1

1 2

Increase in selling prices for goods
Changes in the legal and tax
regulation of the industry

Based on the results of the analysis, the main priorities of the enterprise were
identified, and it is possible to conclude that the strategy of LLC "FM Khladoprom"

is functional and it functions positively.

2.2. Analysis of technical and economic characteristics of LLC "FM
Khladoprom"

Technical and economic analysis - a comprehensive study of industrial and
economic activities of the branches of material and production association,
enterprises and their subdivisions to identify the impact of the development of
technology, technology and organization of production on industrial and economic
practice.

Currently, the role of technical and economic analysis has increased, because
the main indicators characterizing the effectiveness of measures to introduce new
techniques, technology, organization of production, enterprises calculate and plan
their own. Hence the need for a thorough analysis and justification of technical and
economic indicators.

The main task of technical and economic analysis is to show the dynamics of
changes in the main indicators of the enterprise for the last two years (2020 - 2021).
The feasibility study reflects the change in indicators in absolute and relative terms.
The analysis is performed in relation to the previous period, ie 2021 is compared

with 2020.
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The calculation of indicators of resource efficiency and the level of

profitability of production and economic activities of the enterprise are given in the

table. 2.2.

Table 2.2

The main technical and economic performance of the LLC "FM Khladoprom"

Period Change
Units of ) in abs.
Ne Indexes previous . .
measurement reporting year | expressions %
year
(+s ')
1 2 3 4 5 6 7
Volume of | thousand
marketable UAH
1 | products 95169,1 121146,2 25977,1 127,2
excluding VAT at
current prices
Revenue from | thousand
1 f t AH
, | sales of products | U 1020294 811374 2208920 | 79,5
without VAT at
current prices
f 1 h
3 | Costofgoodssold | thousand 473759 542128 68369 | 1,14
including UAH
Basic wages of | thousand
3.1 basic workers UAH 116501 85137 -31364 73,07
Admini - o
3.9, | Administrative thousand 57105 37004 20101 | 64,79
expenses UAH
Selling expenses thousand
3.3. UAH 25618 18820 -6798 73,46
Average number persons
4 | Of employees 1121 1101 220 98,2
including by
categories:
4.1. | main workers persons 748 738 -10 98,7
4.2. | auxiliary workers persons 19 18 -1 94,7
43, | Specialists, persons 215 225 10 104,7
employees
44 admlmst.ratlve and persons 11 115 4 103,6
managerial staff
Number at the persons
5 | beginning of the 1963 1794 -169 91,39
period
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Continuing of table 2.2

1 2 3 4 5 6 7
6 Employees  are persons 569 498 71 87.52
accepted
Workers left persons
7 1. . 738 487 -251 65,99
including
due to  staff persons
7.1. . - - - -
reductions
7.2. | voluntarily persons - - - -
73 for violation of persons
" | labor discipline
g Number a‘t the end persons 1794 1805 1 100,61
of the period
Remuneration thousand
9 fund UAH 3211088 3360 288 149 200 104,7
jo | Working  time yeat 162047503 | 171892678 1 004 51753 | 106,08
fund 3
p | Profitfromsales ) - thousand 0 o) 345 139 66458 | 123,85
UAH
The cost of fixed | thousand
[p |dssets (OVE) at} UAH 345 139 474 964 129825 | 137,62
the beginning of
the period
The cost of OVF thousand
13 | at the end of the UAH 86 159 145 508 59 349 168,88
period
The cost of the | thousand
14 received OVE UAH 19 701 15 683 -4018 79,61
The cost of| thousand
15 discharged OVE UAH 311910 410 051,5 98 141,5 | 131,46
The average | thousand
16 |annual cost of UAH 202 329,5 235316 32 986,5 116,3
OVF

The analysis of technical and economic characteristics of the company is

carried out for two years. The main sources for collecting information and

conducting the analysis should be: the financial statements of the enterprise for the

previous two years.
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If the company has planned data of indicators, it is necessary to analyze the
level of implementation of the plan in the reporting period and the dynamics of
indicators compared to the previous period.

The level of implementation of the plan in absolute terms is equal to:

IP = Av — Bv (2.1)

where IP — the implementation of the plan in absolute terms;
Av — the actual value of the indicator;

Bv — basic value of the indicator.

Calculation of the percentage of plan implementation, growth rates and
growth rates in absolute and relative terms.

The growth rate of the indicator is calculated by the following formula:

AV

where GR — growth rate, %;
AV — the actual value of the indicator;
PPV — the value of the indicator in the previous period (baseline).

The growth rate is calculated by the following formula:

__ (GV-PPV)
PPV

GR x 100% (2.3)

Productivity is the efficiency of the use of resources: labor of capital, land,
materials, energy, information - in the production of various goods and services. It

reflects the relationship between the quantity and quality of goods produced or
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services provided and the resources expended on their production. Productivity is

determined by the following formula:

LP = — (2.4)

where LP — labor productivity, thousand UAH / person;
V — volume of marketable products, thousand UAH;

Nav— the average number of employees, persons.

Material return is the ratio of the value of output to the amount of material
costs. This indicator characterizes the return on materials, ie how many products are
produced from each hryvnia of used material resources (raw materials, fuel, energy,

etc.). The following formula is used for calculation:

MR = MC

(2.5)

Coutput

where MR — material return, UAH / UAH;
MC - the amount of material costs, thousand UAH;
Coutput — cost of output, thousand UAH.

Material consumption shows how much material costs actually account for
the production of a unit of output. The calculation of material consumption of the

enterprise is carried out according to the formula:

MC
Mcon =

(2.6)

Coutput

where Mcon — material consumption, UAH / UAH;
MC — the amount of material costs, thousand UAH;
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Coutput — cost of output, thousand UAH.

The most generalizing indicator of the use of fixed assets is the return on

assets, which is determined by the ratio of output to the value of fixed assets:

_Q
RA = > 2.7)

where RA — return on assets, UAH / UAH;
Q — volume of marketable products, thousand UAH;

Aav — the average annual value of fixed assets, thousand UAH.

Capital intensity - an indicator, the inverse of the return on assets, it
characterizes the value of fixed assets per 1 UAH. products and is calculated by the

following formula:
(2.8)

where CI- capital intensity, UAH / UAH;
RA — return on assets, UAH / UAH.
Costs per hryvnia of products are defined as the ratio of planned or actual costs

of production to its value in the comparative prices of the enterprise.

Table 2.3
Basic technical and economic indicators
Period Change
Ne Indexes Units of previous | reportin . ab,s' Change
measurement expressions %
year g year S
(+7 ')

1 productivity UAH / person| 84,89 | 110,03 25,13 129,6 29,6
2 | material efficiency | UAH/UAH | 0,33 0,25 -0,08 76,85 | -23,15
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Continuing of table 2.3

2 3 4 5 6 7 8
material UAH/UAH| 3,05 | 3,97 092 | 130,12 | 30,12
consumption
return on assets UAH / UAH 0,47 0.51 0,04 109.4 9.4
capital intensity | UAH/ UAH 2,12 1,96 -0,16 92,15 -7,84
costs per 1 hryvnia
of marketable UAH / UAH 0,68 0,65 -0,03 95,35 -4,65
products;
profitability of
production, % 80,84 56,25 -24.59 69,58 -30,42
products.

From the technical and economic analysis it can be concluded that labor
productivity decreased in the current period by UAH 25,13/ person (or 129,6%)
compared to the previous period. Return on assets decreases in the current period by
UAH 0,04 / UAH. (or 9,4%) compared to the previous period, indicating a
deterioration in the use of fixed assets. Capital intensity increases in the current
period, it increased by UAH 0.16 / UAH. (or 7,84%) compared to the previous
period, indicating a deterioration in the use of fixed assets. In the current period, the
profitability of products decreased compared to the previous period by 24.59

(30.42%), the reason is that in the current period the company has reduced profits.

2.3. Analysis of the state of enterprise product promotion of LLC "FM
Khladoprom"

From the very beginning of its activity the company has observed the
established quality standards, carefully making sure that the finished products are
not only tasty, but also completely safe. Developing its own unique technologies of
ice cream production, the company has remained faithful to the basic principles of
work.

Nowadays the products are made with the modern equipment including mixture

preparation unit, ripening tanks, freezers, in which the mixture is turned into ice-
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cream, packing line into different packing, low temperature chambers, in which ice-
cream is hardened to the appropriate temperature, packaging machines, storage
chambers.

The products are sold through branded trade and distribution network. The delivery
of products to retailers and distributors is carried out by the company's own
specialized vehicles. Freezing refrigerators are leased free of charge to retail outlets.
The  company's  products are  represented  throughout  Ukraine.
Today the enterprise is one of the leaders among the Ukrainian ice-cream producers.
The products not only meet the needs of consumers, but also exceed their
expectations. Even the most demanding customers can find their own taste in the
range of products. Quality ice cream is made only from selected milk, cream, sugar,
yolks. Therefore, these products are ready to enter new markets.
Many variants are used to promote the products, one of them is participation in
international food fairs.

One of them is Anuga exhibition. Anuga, a leading global trade fair for the
food and beverage industry, is taking place in Cologne, Germany. This company
participated in this exhibition 2 times. Because of Covid19, the measures of the
exhibition were changed, the company needs to develop and use innovative
techniques..

The offline portion used innovative technologies to address the pandemic,
such as:

- the use of virtual brochures and business cards (scanning by QR code to
download a PDF file) to represent the company;

- using paperless technology to collect and process visitors' business cards
(using a tablet and special software);

- using during the exhibition the application ANUGA, which allows passing
to the exhibition on electronic tickets, find contacts, communicate with people, find
stands and companies, navigate on the exhibition itself, because the total area of the

exhibition was more than 29000 sq.m.)
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- the use of electronic visitor registration allowed to send the first letters with
the terms of cooperation and bonuses during the exhibition, only a few hours after
the visit to the booth.

Since COVID-19 decreased the number of visitors, it is necessary to use
innovations at the exhibition to attract additional visitors, namely:

- presenting a glass, luminous booth;

- demonstration of 3D products. This requires the use of a 3D fan at the booth;

- the ability to charge a cell phone;

- provision of antiseptic at the booth for visitors. [4]

Another example is the future ANUFOOD China exhibition. There, an
innovative technology of "remote exhibition" is offered to solve the problems caused
by the pandemic:

company presentation;

webinars with visitors;

Business Match-making and meeting scheduler;

service center for handling contacts and messages.

The company provides stand design and sends product samples. The
organizers of the exhibition arrange the booth according to the provided design and
exhibit product samples and provide an English-speaking employee to present the
company at the exhibition. This representative goes through a short online training
at the company, answers visitors' questions during the exhibition and, if necessary,
organizes a video link with the company representative.

In this way, the "presence effect" is preserved, and the risks and costs for the
company are reduced (the team's flight, transportation, contact at the exhibition, and
SO on).

To summarize, the company is coping with the limitations, as it comes up
with innovative approaches. It also expands its product range and enters new

markets.
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SECTION 3. IMPROVEMENT OF PROMOTION OF PRODUCTS OF LLC
"FM Khladoprom"

3.1. The main proposals for the sale of products of LLC "FM
Khladoprom"

The way out of the deep economic crisis, which for a long time affected the
Ukrainian economy, used to be considered as an oasis of stability and prosperity, is
impossible without a qualified analysis of the reasons which provoked this crisis,
and, of course, impossible without taking into account the achievements of the world
economic thought [Ommuoka! UcTOUYHNK CCHIJIKH He HaiijleH.].

Increased importance of the market, the power of the role of the sphere of the
economy in the process of vidtvodvoreniya became the reason for the recognition,
in practice, industrial and commercial firms, the concept of marketing. Marketing
symbolizes the new space in the interconnected sphere of production and
consumption, expresses the need to take into account multiple, rapidlyminimizing
public and individual priorities and needs [3].

Marketing is the most important area in the activities of any modern
enterprise. Its use contributes to reaching a match. between expectations of
consumers and the capabilities (resources) of the enterprise. Marketing activity
includes a huge number of vypolnuvannya functions, such as: conducting marketing
research, market segmentation, understanding of consumers, determining the
position of products on the market, and much, much more. But dispersed their
implementation does not lead to anything else, as well as to failure to allocate the
marketing budget. Only the carefully planned and goal-oriented marketing activities,
can lead the organization to positive financial results.

"Marketing is really necessary to know over the long term what exactly the
power of the product is desired by the consumer in the first place, which will allow
to specify a strategy for the behavior of the company.

Marketing today is seen as a market concept of corporate management, it

becomes the basic, purposeful function that determines all aspects of the firm's
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activity, and thus it becomes the main business function that determines all the
aspects of the firm's activity, and thus becomes the main function of the firm itself.
function in the very nature, the essence of the pattern of functioning of the firm,
which seeks to to obtain the maximum profit.

Marketing is the coordination of the activities of the company on the market,
and is characterized by characteristic features are consistency and complexity.

Thus, marketing activity - the basis of an integrated To solve their tasks:
search for customers, determining ownership capabilities, assessment of the level of
competitiveness of the firm and products.

Marketing today will ensure minimum losses and maximum profits on the
way to the success of the company.

Ignoring marketing management of the company in today's conditions can be
very expensive even before the exit from the business.

The problem of ensuring the highest level of efficiency of marketing activities
and all types of its costs in the current environment requires a substantive research.

One of the elements of the solution of the problem can be the creation of a
real system of analysis of marketing activity of the company. The current research
takes a general approach to determining the effectiveness of marketing activities of
the company by comparing the effect and costs.

The effects or results of marketing activities are often understood as the
following: increase in the volume of consumption of products, increase in the
volume of sales of products, increase in income from the sale of products, Increased
customer satisfaction, increased market share, increased customer loyalty to the
company, etc.

The cost of marketing activities include: the cost of sales and advertising, cost
of market research and development of new products, cost of shaping the structure
of the release of products by assortment groups, cost of maintaining the marketing
department, the cost of shaping the pricing policy of the enterprise, etc.

The efficiency of marketing activity should be analyzed in a short- and long-

term perspective: in the short-term perspective, the main effect of marketing activity
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is the increase of income from the sale of existing products; in the long term
conclusions should be made on the basis of volumes of realization in accordance
with changes in the needs and loyalty of consumers and compliance of the developed
structure of the assortment of products of the enterprise to these changed
requirements of the market. Proceeding from the current market situation, the
algorithm of realization of the analysis of marketing activity efficiency must have
the characteristics of operational analysis that will allow to make quick conclusions
and respond to the situation without incurring considerable additional costs for
realization of the analysis procedure itself.

The algorithm should include the following steps: specifying a list of
indicators and evaluation criteria, establishing a standard value of evaluation
indicators, calculating evaluation indicators, analyzing the obtained indicators,
identifying reserves for their improvement, developing measures to assimilate the
identified reserves [11].

The main proposals to promote the products of LLC "FM Khladoprom" are
subordinated to the marketing objectives of the studied enterprise. Therefore, a
legitimate assessment of the effectiveness of improving the promotion of the
company's products could be considered an increase in the size of sales. However,
apart from advertising and sales promotion activities and other elements of the
promotion complex, the sales of LLC "FM Khladoprom" ice cream are influenced
by a number of factors including competitors, level of effective demand, prices for
ice cream and other factors. Therefore, a compromise can be considered in
evaluating the effectiveness of each element of the complex of promotion methods
(by evaluating the consumer awareness, brand loyalty of the studied company). The

advertising planning process can be represented as a sequence of seven stages (fig.

3.1).
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Identification of the target advertising market
STAGE 1 ) products
STAGE 2 ::> Defining the goals of advertising
STAGE 3 :> Adding up the advertising budget
STAGE 4 4> Developing an advertising appeal
STAGES ) Choice of advertising media
STAGE 6 4> Scheduling the release of advertising
STAGE 7 :> Evaluating the effectiveness of advertising

Figure 3.1. Planning process for advertising products of LLC "FM
Khladoprom"

The communicative, or extra-economic, purposes of advertising as a means
of marketing communications, aimed at achieving a certain consumer reaction, can
include:

- informing about the new type of ice cream of LLC "FM Khladoprom", its
parameters, about the new trademark, about the investigated enterprise, certain
events, price reductions, about where you can buy ice cream and what are the
advantages of its consumption;

- enticement - to form attachment to the LLC "FM Khladoprom" trademark,
to influence ice-cream consumption habits, to cause the desire to follow the example
of those who consume the ice-cream;

- reminding - keeping in consumers' minds information about the product and
the period between purchases; reminding them where to buy the products, about
lower prices for the products;

- positioning/re-positioning of LLC "FM Khladoprom" trademark;
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- creating and maintaining the image of the researched firm, as well as forming
clear distinctions from competitors' products.

To improve the effectiveness of advertising activities of the researched
enterprise we suggest to apply Public Relations (hereinafter - PR) technology and
expand the range of clients of LLC "FM Khladoprom".

Technology PR - "public relations" - provides (Fig. 3.2):

- Communication with the media (press conferences and briefings, sending
press releases to the media; preparation of television and radio reports with the firm's
participation, interviews of company managers and representatives to the media,
formation of a journalist lobby (friendly relations with media representatives);

- PR through printed products (publication of annual reports on the firm's
activities, publication of corporate magazines and corporate propaganda leaflets)

- Participation of representatives of the firm in conferences, conventions of
unions of enterprises, industry associations and public organizations

- Organization of events of an event nature;

- PR in the Internet, first of all Web-page posting; sending press-releases by
e-mail, participation in Internet-conferences, publication of own electronic
newspapers and magazines, transmission of information materials through mailing
lists;

- other means of PR: presentations, open days, photo exhibitions.
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3.2. Organizational suggestions to improve the sale of products of food
industry enterprises on the basis of innovative approaches

Entering the European market for LLC "FM Khladoprom" under the
conditions of global financial crisis and a significant decrease in the ability to pay
customers in the domestic market is a very urgent issue. Nowadays, deficiency of
financial assets, unreliable condition of basic equipment, inadequacy of products to
international standards, as well as obsolete technology is one of the main reasons for
many domestic enterprises to prevent entry into foreign markets. However, FM
Khladoprom LLC is the company whose products are competitive not only in the
domestic market, and the production potential allows them to enter export markets.
Also increasing the volume of sales of products, improvement of their competitive
status and efficient use of production capacity surveyed company needs to look for
new markets. In view of the geographical proximity and prospects, the European
market seems to be the most attractive. At the same time, taking into account the
specifics of development and key success factors, markets in the European Union
(EU) require different marketing efforts and production of sales priorities from
Ukrainian enterprises [29].

The innovative process of LLC "FM Khladoprom" includes the production of
new products called Zlakomka [12]. This ice cream is made from oat milk - a
vegetable substitute, most similar in color and consistency to cow's milk among
vegetable drinks. Dessert contains fewer calories and much less fat, it is rich in
soluble fiber, which lowers blood cholesterol. Oatmeal with a delicate aroma is
designed specifically for people who exclude animal products from their diet, follow
vegan principles of diet or fasting, who are allergic to milk proteins, as well as for
people with lactose intolerance.

While most consumers perceive ice cream exclusively as a delicacy, without
great attention there is a huge potential for positioning it in the segment of "healthy
eating". Currently, the main supply on the market is represented by products with
high fat and sugar content, and consumers pay more attention to the taste

characteristics of ice cream than its nutritional value. But the growing awareness of
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the population is changing consumer buying habits, which opens up significant
prospects for the development of new types of ice cream that will be more useful
than traditional delicacies, while maintaining the characteristic taste and texture.

One of the new products already on the market in the United States and
Western Europe is Frozen yogurt, ie yogurt ice cream with probiotics and low fat.
In addition, the "healthy" segment includes sorbets, sherbets and fruit ice, which
contain natural fruits and juices.

As there 1s a tendency to increase the consumption of safer food, it is possible
to enter the market with such a product.

One of the areas of promotion of food products in foreign markets is
participation in international exhibitions [9].

To do this, there are international events that are of great importance to any
company, which is why attention is paid to the organization of exhibition activities
of the company at them. Events of this magnitude play a significant role in the
development of all industries.

An international exhibition is one of the tools to expand the markets for any
product, a way to introduce the world to what you do. But it is important to
understand that you need to come to a foreign exhibition of any scale with an
understanding of what your goal is [5]. It is necessary to go already with strategy.
After all, large events are held annually, or even less often.

This is not only a great advantage for any international event, but also a great
responsibility, because the event is the "face" of the industry and represents its
achievements and the level of development of the world community [32].

It is after such events that foreign companies and sponsors form their
impression of production in general. Therefore, the organization of international
exhibitions is monitored not only by industry experts and companies, but also
government agencies.

Within one company, the organization of exhibition activities of the enterprise

at an event of this scale is no less important. After all, such an event provides an
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opportunity to establish business cooperation, find foreign partners and sponsors, as
well as promote their products in a new market.

In addition, international exhibitions are an excellent platform for studying
industry trends around the world and assessing the prospects for change in the
domestic market. Such events are an excellent platform for presenting the results of
scientific and technical activities, as well as the achievements of companies and
centers in the field of innovation.

It should be noted that international exhibitions stimulate the introduction of
new technologies in production and are an excellent platform for launching new
projects.

In addition, at events of this scale, groups and innovation centers can find new
sources of funding, particularly from abroad.

The company's participation in the exhibition stimulates the sale of products
on the market, and is also a quality tool for competition. Some companies become

exhibitors to improve their reputation [1].

Table 3.1
The main motives for the participation of the exhibiting company in the

exhibition and fair events

Ne Reasons %

1 | Search for new customers 90,0
2 | Product presentation 87,0
3 | Strengthening the image 86,0
4 | Presentation of new products / services 85,0
5 | Strengthen relationships with regular customers 84,5
6 | Preparation of agreements 84,5
7 | Contact support 80,0
8 | Concluding contracts 78,5
9 | Information about new products 75,0
10 | Monitoring the achievements of competitors 70,0
11 | Other goals 62,0
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In general, the exhibition is a channel of interaction between the manufacturer
and the target audience. Exhibitors of sectoral events gather on one platform and
demonstrate to visitors, competitors and partners their developments and
achievements.

What gives the company participation in the exhibition: increase sales.

The effectiveness of participation depends on the uniqueness and demand for
goods on the market, as well as the active work of staff: improving the image.

The formation of a positive image depends on:

uniqueness and originality of the exhibition stand;

attractive design of the structure;

non-standard approach to staff work;

availability of souvenirs (cups, pens, bags, etc.);

use of advertising media (audio and video equipment, modern technical

equipment, etc.).

3.3. Evaluation of economic efficiency of measures to improve the
promotion of food industry products based on innovative approaches

Preparing a detailed and accurate budget plan is one of the most important
considerations when holding exhibitions. It needs to be prepared soon after you have
defined your goals of participation in the exhibition and plan to participate in the
event [14].

Although your budget is affected by several factors, the type of exhibition you
visit and the partnership with the right exhibition company can help you plan better
and more accurately with all the fixed and variable costs in mind [7].

Let's start with what exactly should be included in the calculation budget:

— All costs for the stand (flat stand or online platform, registration fee
(media package), construction and design of the stand, additional equipment,

cleaning, staff);
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- Logistics (air, car, accommodation, transport at the venue, delivery of
samples, delivery of materials);

- Promo (development of materials, publications, media and online
promotion, participation in awards or performances, tastings).

— Each stage of expenditure will now be considered in more detail.

The Space Rental — Space rentals are fixed amounts that you need to pay to
secure a place at the exhibition. This includes paying for your chosen space for the
booth, conference room, advance payment for the use of various facilities (for
example, the use of conference rooms may be an additional fee), etc. You will need
to deposit this amount in advance and register to participate in conferences. event.

Exhibit Structure — The next significant expense is the exhibit structure. While
budgeting for this, think about the design of the exhibit, how you are
building/refurbishing it, graphic design/production, tax on the materials, storage,
rentals A/V, carpet, computer-equipment, floral, furniture cleaning costs, custom
signage, and insurance. Complex, large structures will incur more expenses as
opposed to simple, smaller ones due to more materials and talent involved in creating
them. Do ask your exhibition design partner for a detailed breakup of all such costs
[14].

Shipping — Shipping costs can have a significant impact on your overall
exhibition budget. For instance, a domestic trade show will be easier on your pockets
due to low shipping charges while an international trade show will be a costlier
affair. You need to consider factors such as ground transportation to and from the
show and air/sea freight to and from the show.

Show Services — There are certain expenses that you need to pay for on-site
work. These include (electrical), exhibitor badges, plumbing/compressed air,
riggers, security, Wi-Fi. However, since different exhibitions have different terms
and conditions, check with the organizers to know the details and costs of these
services. An exhibition stand company who has handled domestic as well as

international exhibitions can manage all these logistical aspects for you.



39

Promotion — To ensure the success of your exhibition, you need to promote it
as much as you can. The budget for promotional activities include but are not limited
to advertising, customer hospitality, direct mailers, exhibition-specific
incentives/premiums/offers, product/service literature, management of mailing,
production of various presentations, press kits/materials, and even event-specific
sponsorships.

Promotional costs are as important as the cost of the exhibition stand as these
can make or break your participation in the event. You can get an idea about the
costs by taking a look at similar exhibitions and how various brands (including your
competitors) promoted their exhibits.

Personal Expenses — Next up on our list is personnel expenses. This will
include all the salaries to be paid to the professionals, staff training costs, pre-show
dinners, special attire/uniform for the booth staff, transportation, accommodation,
food/entertainment, etc. In addition to this, you may also need to pay for temporary
personnel.

Lead Gathering/Fulfillment — If one of the main objectives of your exhibition
participation is lead generation, then you need to have a proper system in place to
capture the leads properly so that your sales team can take it forward post the
exhibition. Some of the expenses this particular step encompasses printing the lead
forms, printing the cover letter, on-site lead-capture equipment rental, postage costs,
labor, etc.

Miscellaneous costs: Apart from these expenses, you also need to have some
costs for miscellaneous or unexpected activities. This can be your contingency
budget for things you didn’t see coming. What if you end up meeting potential
business partner in the exhibition and have to go for dinner to network with them?
Even crew overtime, additional catering, printing more collaterals when you run out
of them, are some of the unforeseen costs that you may need to cover. So, it is better

to assign at least 10-15% of the budget allocation to these extra expenses.
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With a realistic budget in place and a well-thought-out strategy, nothing can
stop you from ensuring the success of your exhibition participation.
After the exhibition, you should evaluate the effectiveness of exhibition

activities.

Calculating ROI will give you a clear idea of the level of efficiency of your
investment. In simple words, it is an opportunity to estimate the percentage of profit
that you will receive after investing money. An indicator such as ROI can help.

Return on Investment (ROI) is a measure that reflects the return on all your
investments in a product, advertising campaign or project [6].

How to calculate ROI: ROI is calculated by dividing the net profit of a
particular investment by the cost. The result is expressed as a ratio or percentage.

This is the ROI formula (Formula 3.1):

ROI = (CVI — CI) / (CI) (3.1)

CVI - Current Value of Investment

CI - Cost of Investment

In this formula, the current value of investment refers to the benefit of the
investment - i.e., the proceeds received from the sale.

But unfortunately, ROI has two drawbacks to consider:

It is static and in no way tied to exchange rates or economic factors.

The assessment is not very informative. The indicator works only in
conjunction with other data. Without them, it is very difficult to evaluate the project,
since there are a large number of nuances that are not taken into account in the basic
formula.

In any case, after the exhibition, the company should analyze its

effectiveness. First of all, to process all received contacts, to contact all potentially
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useful visitors of the stand, to process a lot of information about the activities of
competitors and the market situation, to summarize the statements and assessments
of guests - what they said about the prospects for cooperation, partnership programs,
new products, etc. etc.

At the same time, it is not easy to determine the real results of participation.
It may take one person two months, another three years. Sometimes exhibition
contacts “shoot” even after five years.

Based on the study, the author of the presented work together with experts
determined the approximate amount of initial and projected annual current costs of

the studied enterprise for its entry into the international market (Tables 3.2, 3.3).

Table 3.2
The amount of initial costs of LLC "FM Khladoprom" to enter the

international market

Ne Activities Estimated amount of costs,
thousand UAH
1 Overcoming the language barrier (payment 25
for training of two employees of the enterprise)
) Study of international payment rules 12
(legal services)
3 Passing the process of product 125
inspection and certification
Positioning of LLC "FM Khladoprom"
4 products on European markets 80
5 Search for a partner 28
6 Creating a  system of  integrated 54
communications with European partners
7 Implementation of the concept of affiliate 73
marketing with market participants
8 Promotion of goods abroad 50
Total 452

Table 3.3
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The amount of current annual costs of the project to enter the international

market
Ne Cost elements Amount, thousand UAH
1 Raw materials 94,3
2 Electricity 32,90
3 Salary expenses 50,30
4 Deductions for social events 10,20
5 Depreciation of equipment 4,80
6 Other expenses 20,96
7 Total production costs 213,46
8 Sales costs 26,90
Total costs 188,10

Thus, we can say that the main initial costs of the project are the costs of
overcoming the language barrier (payment for training of two employees), study of
international payment rules (lawyer services), the process of product inspection and
certification, positioning products LLC "FM Khladoprom" in European markets,
search partner, creating a system of integrated communications with European
partners, implementing the concept of affiliate marketing with market participants
and promoting goods abroad.

Based on the identified costs and projected sales of LLC "FM Khladoprom"
on the international market, you can calculate the expected profitability of export

activities of the investigated enterprise (Table 3.4).
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Table 3.4
Indicators of expected profitability of export activity of LLC "FM
Khladoprom"
Indicators Years
No ’ Total
thousand UAH 2022 | 2023 | 2024 | 2025 | 2026 o
1 2 3 4 5 6 7 8
Expected income
from the sale of
1 ice cream abroad | 1651,58 | 1816,74 | 1998,41 | 2198,25 | 2418,08 | 10083,06
2 VAT 330,32 363,35 | 399,68 | 439,65 | 483,62 2016,61
Net income from
3 sales 1321,26 | 1453,39 | 1598,73 | 1758,60 | 1934,46 | 8066,45
4 | Production costs 188,10 | 20691 | 227,60 | 25036 | 27540 | 114837
Profit from
ordinary activities
6 before tax 1133,16 | 1246,48 | 1371,13 | 1508,24 | 1659,06 | 6918,08
Income tax
on ordinary
7 activities 203,97 | 224,37 | 246,80 | 271,48 | 298,63 | 124525
8 Net profit 929,19 | 1022,11 | 1124,33 | 1236,76 | 1360,43 | 5672,82

The results of the calculations indicate the feasibility of implementing the

project of entry of LLC "FM Khladoprom" on the international market. Thus, we

can observe an increase in the forecast profitability of the enterprise in the dynamics

of five years of the project. The company's cash flows will also increase. The trend

line constructed by the method of exponential smoothing testifies to the stable

dynamics of growth of the project profitability indicators. Thus, we can say that LLC

"FM Khladoprom" has all the prerequisites and opportunities for effective export

activities.
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CONCLUSIONS

The bachelor's thesis is devoted to the study of ways to improve the promotion
of food industry products based on innovative approaches. The first section
considers the theoretical aspects of product promotion of the food industry. The main
approaches of foreign and domestic scientists to the interpretation of the concepts of
"innovation", "competitiveness" are analyzed. The results of the study suggest that
the desire to push back competitors and increase their market share necessitates the
identification of the main factors of success. Solving these problems requires the
introduction of progressive methods and approaches of strategic management,
development of a competitive strategy, the use of which will strengthen the
competitive position of enterprises in a dynamic competitive marketing
environment, increase product competitiveness and gain competitive advantage in
the long run.

In the second section of the thesis the organizational structure of the enterprise
is analyzed, the technical and economic analysis is also carried out. In order to study
the subject area, a generalized analysis of the enterprise. The following indicators
were calculated: labor productivity, material efficiency, material intensity, capital
efficiency, capital intensity. There are many advantages, so the company needs to
focus on its strengths, try to meet the needs of the middle segment of consumers and
further improve its marketing policy to increase the competitiveness of its products.

The third section examines that entering the European market for LLC "FM
Khladoprom" in the global financial crisis and a significant reduction in the solvency
of consumers in the domestic market is a very important issue. Therefore, in order
to determine the main obstacles to the entry of the researched enterprise into
international markets, the author of the presented work was to conduct an expert
survey. Based on the study, the estimated amount of initial and projected annual
current costs of the researched enterprise for its entry into the international market
was determined, as well as the indicators of expected profitability of export activity

of the researched enterprise were calculated.
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INNOVATIONS IN INTERNATIONAL EXHIBITIONS
Aiinaposa [lapia OnexcanapiBua
CTyJIeHTKa 4 KypcCy nepioro (0akajaBpcbKoOro) piBHsi BULIIOI OCBITH
cneniajabHOCTi 073 «MenemkmenT», XHEY im. C Ky3neuns

aydarova.daria@gmail.com

The sudden COVID-19 epidemic has dramatically changed the way
companies and virtually all sectors of the economy operate. Entrepreneurial activity
is almost always a risk because there are no guarantees of the proper level of sale of
goods or implementation of services. Firms must find the latest methods of doing
their business, and try to reduce their own costs and losses associated with the
pandemic. [1]

Due to the tangible pressures of the COVID-19 pandemic, business processes
in most industries are severely disrupted. For many multinational companies,
globally managed services that are complex and key to business processes must be
reviewed and redesigned. Organizations must respond quickly to change and thereby
ensure continuity as well as operational risk protection and mitigation to keep their
businesses running now and into the future. [2]

The current world situation is pushing companies to rapidly change their
approaches to operations and is putting the resilience of various systems to a serious
test. Businesses are facing a number of new system priorities and challenges.

While direct-to-consumer B2C or B2B (Business-to-business is a situation
where one business makes a commercial transaction with another) organizations are
trying to meet the immediate and urgent needs of their customers, the coronavirus
pandemic has sparked a new wave of commercial innovation. New buying behaviors
are emerging that are likely to persist beyond the end of the crisis, and this presents
new opportunities.

Ready-made food and beverage shows are a tool to develop a company's

markets as well as expand the sales area. This event provides a demonstration to an
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audience of finished products produced by a particular company. Such exhibitions
belong to corporate events. They can find new customers and partners, conclude
mutually beneficial contracts, sign contracts for the supply of their products, analyze
competitors.

The main objective of the exhibition - communication between people, which
entails the conclusion of profitable deals with new partners.

The first and the main problem the exhibiting companies face is a lack of
communication due to the restrictions of COVID-19.

The second problem is the limitations of the event, to which the organizers
have to adapt.

Visitors have the same problems — lack of opportunity to get acquainted
directly with the company, make personal contact, taste the products.

But for the company to stay in the market, we must look for ways to solve the
problems caused by the pandemic. Innovations, both organizational and technical,
can be used to solve them.

Organizational — reducing direct contact. This is done by making the aisles at
the exhibition wider, controlling for absence of diseases at the entrance, using
electronic (non-contact tickets), using masks, protective barriers between visitors
and the team at the stand, regular treatment of tables and panels with disinfectants,
respecting the distance, using samples of products and handouts in individual
packages, transition to paperless technology in handouts.

Technical — avoiding direct contact. It is the organization of virtual online
exhibitions, communication not directly, but with the help of technical means
(Skype, Zoom, messengers), the formation of virtual stands (product presentations)
on special IT exhibition platforms.

The solution to the problem is virtual and hybrid exhibitions. These kinds of
exhibitions require just as easy preparation as the offline format. Because these are
innovations and should be studied in detail to get a good result.

To this end, the use of modern technology in the organization of exhibitions

1s important in the design of the booth and the presentation of their products.
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One of the innovations is the transfer of exhibitions to the online mode. An
example is the international exhibition of innovations and technologies INOTEX.
The 9th INOTEX, which was supposed to be held on an area of 20,000 square meters
with the presence of all components of Iran's innovation and technology ecosystem
- including startups, investors, business incubators, etc. was transferred to online,
1.e. held virtually. The virtual exhibition event was not only held for the first time,
but also with a heavy technical load. More than 400 exhibitors and 20,000 visitors
took part in the INOTEX 2020 virtual exhibition. [3]

A second example is the largest international exhibition of ready-made food
and beverages ANUGA, which was held with certain restrictions (the number of
exhibitors was reduced, the distance between stands was increased, the number of
visitors was reduced and, of course, masked mode was introduced).

Hybrid format — a combination of online and offline. The following
innovations were used in the online part:

- gaining access to digital content as a visitor or as a company representative;

- profit as an exhibitor from the chance to access new target groups and to
present your solutions to a broad public;

- as a user, you can also go live anytime or call up content precisely then when
you have time.

The offline portion used innovative technologies to address the pandemic,
such as:

- the use of virtual brochures and business cards (scanning by QR code to
download a PDF file) to represent the company;

- using paperless technology to collect and process visitors' business cards
(using a tablet and special software);

- using during the exhibition the application ANUGA, which allows passing
to the exhibition on electronic tickets, find contacts, communicate with people, find
stands and companies, navigate on the exhibition itself, because the total area of the

exhibition was more than 29000 sq.m.)
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- the use of electronic visitor registration allowed to send the first letters with
the terms of cooperation and bonuses during the exhibition, only a few hours after
the visit to the booth.

Since COVID-19 decreased the number of visitors, it is necessary to use
innovations at the exhibition to attract additional visitors, namely:

- presenting a glass, luminous booth;

- demonstration of 3D products. This requires the use of a 3D fan at the booth;

- the ability to charge a cell phone;

- provision of antiseptic at the booth for visitors. [4]

A third example is the future ANUFOOD China exhibition. There, an
innovative technology of "remote exhibition" is offered to solve the problems caused
by the pandemic:

- company presentation;

- webinars with visitors;

- Business Match-making and meeting scheduler;

- service center for handling contacts and messages.

The company provides stand design and sends product samples. The
organizers of the exhibition arrange the booth according to the provided design and
exhibit product samples and provide an English-speaking employee to present the
company at the exhibition. This representative goes through a short online training
at the company, answers visitors' questions during the exhibition and, if necessary,
organizes a video link with the company representative.

In this way, the "presence effect" is preserved, and the risks and costs for the
company are reduced (the team's flight, transportation, contact at the exhibition, and
SO on).

To summarize, the use of innovations in international exhibitions helps to

overcome the limitations caused by the pandemic.
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Xapkiscokuil Hayionanvrull ekoHomiunull ynieepcumem imeni Cemena Kysueys, Xapxie

PO3LUUPEHHA ®YHKLIOHANY CAATY NEPCOHANBHUX HABYATNbHUX
CUCTEM (MHC)

Caiit nepconanpHuX HaB4ainbHHUX cucteMm (ITHC)
MPU3HAYCHUH JJIs IHTEPaKTUBHOI B3aEMOJIi CTYICHTIB 1
BUKJIAJIa4iB 3 METOI OiLTbII e()EeKTUBHOI'O IIPOLECY
HaByaHHSA. Ha OCHOBI BHMBYEHMX MarepialiB TIpo
TEHJEHLI] PO3BUTKY IHHOBAaIIfHUX CHCTEM HaBYAHHA
[1,2,3,4], mpononyto posmmputy ¢pysHkumionan [THC.

Y IIHC pomatu Kypc IUIsI PO3BUTKY TIEBHHX
HaBUYOK, sKi 3rofoM OynyTeh MHOTpPiOHI CTyAEHTaM.
Hampuxnan, xkypc mBuakouutanHs. lLleil  kypc
JIOTIOMOXE IIBHJIIE O3HAHOMIIIOBATUCH 3 BEIMKUMHU
TEKCTaMHM Ta YUTaTH KHUTH. [Ipoiitu nporpamy «Solo Ha
KiaBiaTypi». L{s mporpama, mpusHaveHa JUIs HaBYAHHS
CJIINOMY JIECSITUIIATBLIEBOMY METOJY JIPYKY.

Jo temu 3ausath B [THC oKpiM KOHCHIEKTiB MOXHA
JoJaBaTH i Bimeo-yiekmii. [Ipu meperisaai Bimeo-eKkmil,
CTYIEHT MOXX€ POOWTH HOTATKH, SIK 1 Ha 3aHATTAX B
aymuropii. Lle Ounbin epeKTUBHHN CHOCIO, OCKINBKH:
CTy/IeHT caM BHOHMpae 4Yac i Miclle O3HAHOMJICHHS 3
TEMOI0; €KOHOMHUTh 4Yac Ha LULIXY 10 YHIBEPCHUTETY;
MOXe€ JEKIIbKa pa3iB MeperisiHyTH MaTepial.

Takoxk Ha caldTi NEepPCOHAIBHUX HaBYAIBHUX
CHCTEM MPOTOHYI0 3po0uTH Bineo-koH(pepeHiii. [e nae
3MOTY CTYAEHTCBKIH Tpymi OopraHi3yBaTh iHTEpaKTHBHE
CHUIKYBaHHSA MiXK CTYJCHTaMH i BUKJIaJadaMH.

Ha mpakTmdHMX 3aHATTSX BUKOPHCTOBYBATH
TEXHOJIOTi1 TPyIOBOi POOOTH 3 TOIOCYBaHHAM (HOIIOHO
3acTocoBaHUM B nporpami «Kahoot»).

Y THC w™atm MOXIHBICTh 3aBaHTaXyBaTH
JIOJIATKOBY JIITEpaTypy Ta MIUTUTHCA HCHO 3 IHIINMH
CTY/ICHTAMH.

[IporoHy!0 BHKOPHCTOBYBAaTH Ha IPaKTHYHHX
3aHATTSAX €JEKTPOHHI KHUTH. Lle 103BONNTH CTyaeHTaM
OTPUMYBATH JOCTYII JI0 NOBHOI KapTUHM MarepialliB Ta
30epeke gac XOMiHHS 0 6i0mioTexku. it IbOTO KHUTH
Ta KOHCIIEKTH JISKIIi¥1 moTpiOHO 3aBaHTaxxyBaTH B [THC y
CrieIialbHAX (opMaTax came Uil eIeKTPOHHUX KHHT
(fb2, epub Tta iHmmi).

3 BHIIE 3ampONOHOBAHWUX TEXHOJIOTIM MOXKHA
opraHizyBath, Tak 3BaHe, Flipped learning
(ITepeBepuene naBuanHs). Ll TexHousorist mependavae
HOTIepeTHE CaMOCTii{HE BMBYEHHS CTYyAEHTAaMH Bifeo i
TEKCTOBHMX MaTepialliB /10 3aHsTh, & HA OYHHUX 3aHATTAX 3

BUKJaladyeM — OOTOBOPCHHSA BXKE OIPAIbOBAHOTO
Mmarepiainy.
Takok MOXXHa  3aCTOCOBYBAaTH  BiKi-IOAIOHI

CHCTEMH, ITOJIKACTH Ta BipTyalbHy PEabHICTb.

OcCKiTbKM HaBYAJNBHUHN 3aKiajg pealizye IMporec
nepeTBOpeHHs abiTypieHTa y (axiBIs IUIIXOM HABYaHHS
Ta CTOITh 3aJjaya 3a0e3MeUnTH IHCTPYMEHTH MiATPUMKH
LLOT0 ITpolLiecy, oaHuM 3 sikux 1 € [THC.

Mertoro naHoi poOOTH € YIOCKOHAJIEHHS OTHOTO 3
mux iHctpymentiB  — IIHC, mnwuisixom BHeceHHA
MPOTO3MLIM IOJ0 pO3IIUPEHHsT (YHKIIOHATY, IO
IIPE/ICTaBIICHO Ha pHC. 1.

|
ADITypiedT

AyouTopil ——
[ BuMOrY pUHKY
EifinioTexa | F——» I pouec
HaB4YaHHSA [€— HasuyankHi nnaqn
e | [T

Mponoanuir

PO3WMHPEHHA
thyHKwionany MHC

Paxiseus

Puc. 1. Cxema npouieca HaBuanust B XHEY
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