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CONTEMPORARY MANAGEMENT PROBLEMS:
MARKETING AND MANAGEMENT OF SMALL BUSINESS

CYYACHI NMPOBJIEMU YTNPABIIHHA:
MAPKETWUHI | MEHEOXMEHT MAJIOIO BISHECY

The main problems of management at small enterprises are reviewed and particularities of
marketing and management in small business are highlighted in the article. Lately the number of
small enterprises are being shrunk in correspondence with the lowering of their profitability and
personal income and the conditions of business activity overall in connection with the military
situation in the country as a whole. In such conditions the questions of effective small business
management become of the highest priority. Indeed proper management and marketing decisions
let an enterprise to adapt to the new conditions and continue its activities. The significance of
these questions arises from the fact that small business forms competitive environment inside the
consumers’sector of economy and influences the economical development directly.
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Y emammi poszenanymo ocrnosui npobiemu ynpasiinHa Ha MAnux NiONPUEMCMBAX, UOIIEHO
0COONUBOCI MAPKEMUHZY MA MEHEOHCMEHMY Y MaloMy Oi3Hecl. B cyyacnux ekonomMiuHux ymo-
8aX PO3BUMOK MAL020 DI3HECY € OOHUM i3 HAUBANCIUBIUUX 3A80AHb 0epHCA8HOI norimuxu. Bu-
COKULL CMYNIHb COYIATbHO-EKOHOMIYHOI 3HAUYWOCII MAN020 Oi3HeCy 00YMOBIIE HeoOXIOHICMb
VOOCKOHANEeHHs cucmeMu 1020 NiOMpumMKy ma peayniogants 01 3abe3nevents CHpUusmiIueux
YMO8 (PYHKYIOHYBAHHSL, 30epedCcenHs ICHYIOUUX NO3uYitl ma nooanbuio20 po3eUmKy niOnpuem-
HUYbKUX cmpykmyp. B 0anuii uac manuil Oi3Hec € He8i0'€MHUM eleMeHmMOM PUHKOBOI cucmemu
20CNO0apIOGaHHsl, AKULL GUHAYAE MEMNU eKOHOMIUHO20 3POCTNANHA, CHPUSE PO3GUMKY THHOBA-
yitl i mexuonoeit, 3abe3neuye opmy8aHHs NOOAMKOBUX HAOXOONCEHb 34 PAXYHOK CMBOPEHHS
000amKOBUX POOOUUX MICYb, MUM CaAMUM NIOMEEPONHCYE CB0K epeKmMUSHICMb | CIILKICIb 00
PUHKOBUX YMO8, WO UBUOKO 3MiHIoombCA. OOHAK 3a 3HAYHO20 eKOHOMIUHO20 NOMEHYIATY MAL0-
20 Oi3necy npobaemu, nos'azami 3 Hecmauero QIHAHCOBUX PeCYPCiB, WO 0OMENCYIOMb 3POCTANHS
BUPOOHUYMBA HA NIONPUEMCIBAX, NOMPeOYIOMb NOOAILULO020 8UusUeHHs. Manutl 6i3Hec € 0OHUM
3 CeKMopi6 eKOHOMIKU, W0 HAUOLIbLU WBUOKO PO368uealomuvcs. IIpome 0yiice Mano Maium nionpu-
EMCMBAM 8OAEMBCS BeCMU CRPABY MAK, WO IM MOJNCHA NPOCmo no3asopumu. Yenix oisnivhocmi
MAUX NIONPUEMCME BEUKOIO MIPOIO 3ANLENCUMb 8I0 PEMeNbHO NPOOYMAHOL Noiimuxu, 0oope
POo3p0obaeH020 naany Oitl. OCMAHHIM YaCOM CKOPOUYEMbCSL KIIbKICIb CY0'ekmie Mano2o bisnecy,
WO NOB'I3aHO 31 3HUICCHHAM IX NPUOYMKOBOCHII, CKOPOUEHHAM 00X0018 HACENEeHHs Ma YMOBAMU
NIONPUEMHUYLKOT OISIbHOCMI Y 36 53K 3 GILICLKOBUM CIAHOGUWEM Y Kpaiti 6 yitomy. Y yux ymo-
64X Ha nepuie micye GUX00SMb NUMAHHSL eeKMUBHO20 YIPABTIHHsL MATUM 6i3necom, addice epa-
MOMHO NPULIHAMI PIUEHHS 8 2ATY3T MEHEOICMENNTY Ma MAPKemuH2y 003680IsII0Mb NIONPUEMCINGY
aoanmyseamucsi 00 peaniit ma npoo08ICY8AMU C80I0 OISIbHICIb. AKMYanbHICMb YUX NUMAHb 3)-
MOGIIeHa mum, wo came Manuil 6izHec 003605€ CMEOPUMU KOHKYPEHYIIO 8CePeOUNT CRONCUBYO20
PUHKOBO20 CEKMOpa eKOHOMIKU ma 6e3n0cepeonbo Nnu6aAc Ha eKOHOMIYHUL PO36UmMOoK. 3acmo-
CYBAHMS MEXHON02I MAPKeMUH2Y Ma MEHEOICMENNTy 0e3nocepeonbo GNIuealomy Ha eghekmus-
Hicmb manoeo bisnecy. Mapkemune 0036015€ 3HAX0OUMU HOBUX KILIEHMIB, HOBI MOXCIUBOCMI OISl
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3POCMAaHHA, 4 3ACMOCYSAHHS SPAMOMHUX YNPABTIHCOKUX PilleHb 003601AE MOMUBYEAMU CNiG-
POOIMHUKIG, pOZWUPIOBATU OCOOUCMICHUN PUHOK A 00360IAE NIONPUEMCIMEY MPUMAIUCA HA
PUHKY mpusanuii yac. Meneoscmenm y manomy 6isHeci € npasuibHum 6UOOPOM CIMUNIO ma Memo-
0i6 YNPAGIIHHA, A SPAMOMHE 3ACMOCYBAHHS MEXAHIZMIE MA THCMPYMEHMIB MEHeOHCMEHmY 003-
BOIUMb MALOMY NIONPUEMCINEY OOMOSIMUCH 00820CMPOKOBUX NOZUMUBHUX PE3YIbINAMi8 ) C80ill
OiIbHOCME MA CMILKO20 CMAHOBUWA HA PUHK) KOHKYDEHMIE.

Knrouoei cnosa: manuii 0iznec, mapkemune, eghekmugHutl MEHEONCMEHM, PUHOK, KOHKYDEHYI.

Formulation of the problem. Modern market relations are very dynamic and indepen-
dent, which makes it possible to form all kinds of ownership, as well as to build different
structures within them. Today, one of the most important links in the Ukrainian economy is
entrepreneurship, which has found its niche in small business. Mostly, it is small business
that allows to create competition within the consumer market sector of the economy. In the
international sector, the influence of small business is very significant. It involves changes
in the economic sphere, and more precisely in the growth rate, and the impact is also mani-
fested on the gross national product, on its qualitative and structural part.

Analysis of recent research and publications. In the process of writing this article,
such general scientific methods as description, analysis, alignment, grouping were used. An
analysis was made of scientific and primary literature, the Internet was carried out.

Smaller business is an economic entity in the system of market-based businesses that
function like others, and create middle-sized autonomous businesses. For small businesses,
the market assortment of goods and services, which hopes to improve, among them, there is
a decrease in unemployment in the country in connection with the invasion of Russia into
Ukraine (war), and the base is also significantly increased grants for the budgetary sectors of
the economy. It is impossible not to notice the impact of small business on economic devel-
opment, with its dynamics, and to build the stability of internal systems. [1]

Formulation of the purpose of the article. The relevance and purpose of this article
is determined by the fact that small business itself allows to create competition in the
middle of the slow market sector of the economy and directly invest in economic devel-
opment. Encouraging marketing and management technologies to directly improve small
business performance.

Presentation of the main material. Small business acts as an integral part of the finan-
cial sector of the country, as well as in the role of a fairly profitable link in the budget system
of the state, as a result of which there is a general increased interest of various sectors of the
economy in the development of entrepreneurship. The given course leads to positive results,
the investment part improves, and at the same time an innovative and productive structure.

In the domestic market, the concept of small business is not so old, but, despite this,
it functions with enviable success, develops, and is enriched with experience and skills in
competent business management.

The decrease in the number of small business entities is associated with a decrease in
their profitability, a decrease in the income of the population and the conditions of business
activity in general, due to the military situation in the country.

Undoubtedly, in these conditions, the issues of effective management of a small business
come first, because competently made decisions in the field of management will allow the
enterprise to adapt to realities and continue its activities.

Running a small business can be called an art, since it, unlike a medium or large one,
has its own nuances and pitfalls. First of all, it was provoked by the compilation of laws,
norms, rules and accounting forms that regulate the functioning of small businesses. One
of the theories of small business says that a small number of personnel at the enterprise
affects its effective working capacity, because it is easier to regulate and direct the activ-
ities of employees.

Let's consider some features of management at small business enterprises, namely
management and marketing.
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The beginning of the management process has a special influence on organizational
management.

Problems that the management system can solve:

— formation and structuring of job duties and powers;

— organization of the rating system of all employees of the enterprise;

— development of the most optimal organizational plan.

The main difference of a small business is the presence of one manager, in the role of the
director, that is, the owner of the enterprise himself.

With one-person management, it is possible to minimize disagreements in various man-
agement processes, as well as in choosing the vector direction of business development.
In a situation where there are several owners, a decision is made to remove the position of
director or general director. His authority includes decision-making in management matters,
but the final decision rests with the owners, who are informed by the director. Consequences
of decisions can be positive and negative. If there are contradictions between the owners of
the enterprise in management decisions, they resort to the voting method. As for the sole
management of the organization, the owner manages finances, deals with issues of taxation,
production, and supply [2].

At least the expansion of one's business arises in the creation of a management structure.
The group may include both the director and the supply specialist, the chief accountant,
including the commercial director. Despite the simplicity of this structure, certain difficulties
arise in small and medium-sized businesses that need to be resolved.

One of the main reasons for the emergence of problems is the marketing illiteracy of
small business owners, or rather their lack of qualification in management decisions. As a
result, organizations are forced to turn to consulting companies or hire experienced manag-
ers for successful operation.

The main task of managing a medium and small business is its stabilization and consol-
idation of positions on the market.

There are special qualities in the management of small and medium-sized enterprises.
The head of the organization must have a universal set of qualities. Most often, his responsi-
bilities include managing the company, engaging consumers, studying risks, and recruiting
personnel.

The difference of a small business is the exercise of power in an informal way, as a result
of which special requirements are placed on the manager. His tasks include ensuring the
proper atmosphere in the team and positive results in the organization's activities, respec-
tively. The manager's responsibilities include setting goals and objectives, as well as moni-
toring their implementation, that is, performing several tasks at the same time.

Perhaps, the main problem of small business is the limited resource base and the occur-
rence of large risks, the limited budget for advertising and marketing activities. The func-
tioning of the organization directly depends on successful marketing and advertising. Mar-
keting activity affects the stability and positioning of the company in the market segment.

Small business owners do not have the ability to use expensive advertising and market-
ing unlike large net profit organizations. This prompts small business owners to increase
profits and strengthen their positions in the market segment to look for different methods of
promoting goods and services and attracting new consumers with minimal costs.

Over the last period, the term "guerrilla marketing" has become quite relevant among
marketers. This is the name of marketing and advertising methods that ensure the attraction
of new consumers without large financial investments or do not require them at all. Hence
the conclusion that guerilla marketing is marketing with minimal costs [3].

There are several ways to minimize the costs of the organization:

1. Systematically implement marketing and advertising measures. The maximum effec-
tiveness of advertising promotion can be achieved systematically, quick and expensive
advertising will not bring the desired result.
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2. Choose. The market assortment is full of inexpensive tools for small businesses. The
effectiveness of the tools is determined on the basis of the audience reached, the establish-
ment of contacts, the cost of one involved consumer.

3. Evaluate. In order to always remain relevant on the market, it is necessary to con-
stantly monitor user requests, take into account their opinions, hobbies and needs, and find
out their attitude to products. This allows you to invest in something that can really bring
profit to the company.

4. Invent. To compete successfully, companies need to use familiar and create new ways
and types of marketing.

Marketing management refers to the relationship between consumer demand and the
organization's ability to offer one or another product. A positive result of the study is consid-
ered a situation when the organization receives the necessary profit for its further activities,
in the form of meeting the needs of customers. In order to achieve such a result, it is neces-
sary to adhere to a marketing plan, the development of which involves solving the identified
problems. Each company develops its own marketing strategy. Tasks can be adjusted. They
can be synthesized or, on the contrary, separated, based on the volume of production, its
demand, and even the size of the enterprise itself.

1. Analysis of consumers and their needs. This analysis allows you to determine for
which users which product is intended. It is rational to use the method of segmentation in
relation to consumer needs. It involves dividing the market into different groups of consum-
ers who are interested in different products, therefore, different approaches should be applied
to them. And that is why it is necessary to define the exact subject of research. Analysis of
the target segment is the starting point in business activities.

2. Evaluation of market segments. The next point of the strategy development plan is the
analysis of the degree of attractiveness of the proposed market sector. This technique involves
the use of various marketing tools. The factors of market trends, the size of the market seg-
ment, opportunities, goals and objectives of the organization must be taken into account. The
basis of the attractiveness analysis method is the study of the opportunities of the market sector
under investigation. One should not forget about the life cycle of the studied product.

3. Assessment of one's capabilities in competition. This event involves a sober assess-
ment of the possibilities of small and medium-sized enterprises in the market sector. Both
own advantages and competitors' advantages are analyzed. This method is directly related to
the preliminary positioning of each available product included in the «portfolio» provided
to certain target groups. There are many analytical approaches that are based on the analysis
of the proposal.

4. Determination of the range of products. Conducting this analysis allows you to choose
the most relevant product that is successful among consumers.

5. Determination of the development strategy. The entire plan of action of the enterprise
depends on the correctly chosen strategy. Therefore, this is a priority task for marketing
activities. There are such types of strategies as concentrated marketing, undifferentiated
marketing, differentiated marketing [2; 5].

Thus, the marketing system is currently one of the key elements in the structure of
medium and small businesses in Ukraine.

The following set of measures to support medium and small entrepreneurship are identified:

— Ability to competently use double productive analysis;

— Necessary redistribution and accounting of marketing costs for the cost of manufac-
tured goods;

— The ability to properly use state support and state funding, participation in various
programs, subsidies and grants is required. At the enterprise, it is not enough to use average
statistical data, among other things, there is a need for personal analytics that compares and
compares different marketing channels. Applying double analysis in your business allows
you to find weak points in it. The main advantage of the personal methodology is the abso-
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luteness and specification of relationships between marketing channels. This can be traced
in a situation where, depending on the choice of partner programs, an absolutely identical
procedure can give the opposite result;

— The possibility of full or partial payment with the help of partner bonus programs. It
follows from this that it would be more expedient to establish friendly relations with partners
who, in fact, will develop their bonus programs, than to plunge into the abyss and study an
unfamiliar economic structure. The preferred and priority task is considered to be the system
when there is stimulation of labor payment. The advantage of this structure is its fair ratio
of the proportion of wages to the quality of the work performed or its productivity. Such a
system will stabilize the economy in a critical situation. This, in turn, will affect the fact that
partner offices can provide the opportunity to freely move on someone else's platform [4].

Conclusion. Thus, it can be concluded that the application of marketing and manage-
ment technologies directly affects the efficiency of small businesses. Marketing allows you
to find new customers, new opportunities for growth, and the application of competent
management solutions allows you to motivate employees, expand the personal market and
allows the company to stay on the market for a long time. Management in a small business
is the right choice of management style and methods, and the competent application of man-
agement mechanisms and tools will allow a small business to achieve long-term positive
results in its activities and a stable position in the market of competitors.

References:

1. Zhosan H.V., Kyrychenko N.V. (2022) Menedzhment personalu v umovakh postpandemiyi ta
voyennoho stanu v Ukrayini. Tavriys'kyy naukovyy visnyk. Seriya Ekonomika, vol. 12, pp. 48-54.
Available at: http://tnv-econom.ksauniv.ks.ua/index.php/journal/article/view/245/240

2. Kurbatska L.M. (2013) Marketyngh v systemi upravlinnja pidpryjemstvom [Marketing in
enterprise management system|. Elektronne naukove fakhove vydannja "Efektyvna ekonomika"
Dnipropetrovsjkogho derzhavnogho aghrarno-ekonomichnogho universytetu, no. 5. Available at:
http://www.economy.nayka.com.ua

3. Jay Conrad Levinson (2015) "Guerrilla Marketing: Easy and Inexpensive Strategies for Making
Big Profits from Your Small Business".

4. Kyrychenko N., Zhosan H. (2021) Kharakterystyky marketynhovoho seredovyshcha pidpryyem-
stva. Ekonomika ta suspil'stvo, no. 33. DOI: https://doi.org/10.32782/2524-0072/2021-33-82

5. Dymova H., Larchenko O. (2023) Sensitivity analysis of dynamic systems models. Internation-
al security studios: managerial, economic, technical, legal, environmental, informative and psycho-
logical aspects: International collective monograph. Georgian Aviation University. Tbilisi, Georgia,
pp- 283-298. DOI: https://doi.org/10.5281/zenodo.7825520

Cnncoxk BUKOPUCTAHUX JIZKepeJI:

1. Kocan TI'B., Kupnuenko H.B. MeHemkMeHT mepcoHady B yMOBax IMOCTIAHJAEMii Ta BOEH-
HOTO cTaHy B YKpaiHi. Tagpiiicoruil Haykosuti gichux. Cepis Exonomika. 2022, Bum. 12. C. 48-54.
URL: http://tnv-econom.ksauniv.ks.ua/index.php/journal/article/view/245/240

2. Kyp6aupka JI.M. MapkeTHHT B CHCTEMi YNpaBIIiHHS MiIIPHUEMCTBOM. EnekmponHe Haykoge
paxose euoanns «Egexmusna exonomixay J[ninponempoecbkoo 0epiucagno2o azpapHo-eKoHOMIYHO-
2o ynigepcumemy. 2013. Ne 5. URL: http://www.economy.nayka.com.ua

3. Jay Conrad Levinson. «Guerrilla Marketing: Easy and Inexpensive Strategies for Making Big
Profits from Your Small Business». 2015.

4. Kupuuenko H., Xocan I. XapakTepHCTHKH MapKETHHIOBOTO CEPENOBHUINA ITiIIPHUEMCTBA.
Exonomirxa ma cycninecmeo. 2021. Ne 33. DOI: https://doi.org/10.32782/2524-0072/2021-33-82

5. Dymova H., Larchenko O. Sensitivity analysis of dynamic systems models. International
security studios: managerial, economic, technical, legal, environmental, informative and psychological
aspects : International collective monograph. Georgian Aviation University. Tbilisi, Georgia, 2023.
P. 283-298. DOL: https://doi.org/10.5281/zenodo.7825520




