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Scientific principles of accounting and reporting

of marketing activities of agricultural enterprises

Abstract. The purpose of the article is to study the achievements in accounting and reporting of
marketing activities of agricultural enterprises to form a scientific basis. Achieving the stated goal required
the use of the following methodological apparatus: the method of concretization, the method of abstraction,
the method of historical and logical research, the method of generalization, methods of analysis and
synthesis. It has been established that in the conditions of the functioning of the market environment,
agricultural enterprises must take into account the marketing aspects of product sales. Agricultural
enterprises conduct marketing and sales activities, which must be supported by primary documentation,
accounting registers and be reflected in a consolidated form in the annual financial statements. In the
domestic scientific literature, there is a plurality of views on the issue of improving account 93 “Sales
expenses”. It has been found that all the author's approaches can be divided as follows: 1)to supplement and
expand analytical accounts (Sales expenses) without changing the name of the account; 2) to change the
name and supplement and expand analytical accounts within the framework of marketing and sales activities
(marketing costs and sales costs); 3) to change the name and supplement and expand analytical accounts
within the framework of marketing, advertising and sales activities (marketing costs, advertising costs and
sales costs); and 4) to radically change the name of the account and introduce new analytical accounts
(marketing costs and commercial activity costs). Based on the analysis of scientific approaches to
accounting and reporting of marketing activities of an agricultural enterprise, a corresponding flowchart is
proposed. The proposed author's approach provides an organic union of three subsystems of the work of an
agricultural enterprise: marketing subsystem, accounting subsystem and reporting subsystem. In further
research, attention will be paid to the formation of accounting and reporting documentation at the level of
agricultural enterprises.
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Introduction. The functioning of agricultural enterprises involves, in addition to the
production of products, also their sale. In a market economy, the management of agricultural
enterprises must use the existing potential as effectively as possible. One of the key aspects of such
a policy should be a balanced and targeted marketing policy of the enterprise. The marketing
activities of an agricultural enterprise should become an element of effective management decisions
that will ensure the timely delivery of products to a predetermined place under the conditions
prescribed in the contract (Nitsenko, 2016; Nitsenko & Tsukanov, 2014; 2016). Operations related
to marketing need to be reflected in the accounting, statistical accounting and financial reporting of
the enterprise. That is why the scientific basis for accounting and reporting of the marketing
activities of agricultural enterprises requires further development and research.

Literature Review. For a long time, domestic scientists have been working to improve the
accounting and reporting of marketing activities of enterprises, in particular agricultural ones. Thus,
V.V. Derechyn et al. (2007), H. Bykova (2013) and V.S. Nitsenko and M.M. Hohol (2018) are
engaged in research into the reflection of marketing research in accounting and financial reporting.
Continuing this issue, the authors O. O. Lavrova-Manzenko et al. (2023), in addition to accounting
for marketing research costs, also added sales costs. Scientists noted the need to distinguish these
categories in order to eliminate errors in accounting and financial reporting.

H. R. Verzilova (2020) draws attention to the accounting of marketing costs in the process of
making managerial decisions. The author emphasizes the need to improve existing provisions on the
methodology for accounting for marketing costs and the formation of practical recommendations on
this issue.

O. Sherstiuk and N. Zhuk (2024) note the need to include a group of indicators for marketing
activities for management purposes. In the opinion of the authors, this will ensure a complete,
accurate and timely reflection of all marketing activities and increase the degree of efficiency of the
functioning of an agricultural enterprise in particular.

V. V. Kozhukhar (2023) and I. Sadovska, K. Nahirska and O. Kulai (2024) chose marketing
communications at enterprises and their accounting for management purposes as the object of
research.

Ya. V. Bakharyeva (2013) raised a whole layer of unsolved issues, including marketing
budgeting in two forms (investment and expense), its planning, and its features from a marketing
and accounting perspective.

V. Lytvynenko and O. Kryvoshei (2023) focused on a scientific approach to the stratification
of marketing activity costs for accounting purposes. In addition, Ya. V. Bakharyeva (2013)
proposed to improve the existing system of operating expenses with an adjustment for marketing
expenses.

V. Ya. Plaksienko and Yu. O. Romanchenko (2019) focused on the issues of accounting and
analytical support of marketing services. In their opinion, this should ensure a positive economic
effect and preservation of the financial resources of the agricultural enterprise.

N.Yu. lershova (2022), supplementing the research of V. Ya. Plaksienko and Yu. O.
Romanchenko (2019), adds her own vision of the role and place of accounting and analytical
support in the structure of marketing management of the enterprise. The author also formed and
revealed the functions of accounting and analytical support for marketing management of the
enterprise.

O. V Palchuk., V. M. Savchenko and N. M. Toshyna (2008) revealed the features of
accounting processes of marketing work, focusing on accounting policy and the latest achievements
in marketing technologies with simultaneous reflection in accounting.

A lot of work has been done by domestic scientists to accumulate, improve and update the
scientific foundations of accounting and reporting of marketing activities of agricultural enterprises.
Over time, the study of this issue requires additional more modern disclosure.

Purpose, objectives and methods of the study. The purpose of the study is to process the
achievements of accounting and reporting of marketing activities of agricultural enterprises to form
a scientific basis.
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Achieving the stated goal required the use of the following methodological apparatus: the
method of concretization - to study the connection between the elements of accounting and
reporting of marketing activities in space and time; the method of abstraction - to study scientific
approaches in order to form a general concept of accounting and reporting of marketing activities;
the method of historical and logical research - to study the evolution of the subject of research in
order to conduct analysis and form conclusions; the method of generalization - to establish the
general properties of the subject of research, based on its separate characteristics; the method of
analysis and synthesis - to study opposite directions of scientific research, based on the
decomposition or combination of individual details of accounting and reporting of marketing
activities.

Research results. In the Ukrainian scientific community, the issues of accounting and
reporting of marketing activities of agricultural enterprises have become widespread.

An indispensable condition is the study of the categorical apparatus, which lays the
foundation for subsequent research (Nitsenko et al., 2013). In the context of constant improvement
of existing regulatory issues of the subject of research, approaches to the concepts of marketing
research, marketing communications, marketing costs, analysis of marketing costs, etc. are also
undergoing changes. The specified scientific categories are used by scientists to reflect the changes
that, in their opinion, should occur in accounting records, more precisely in the name, composition
and content of account 93 "Sales costs™” (Table 1).

Table 1. Directions for improving

account 93 "Sales costs"

Author's approach

Suggestions for improving the
account

Suggestions for improving sub-accounts

Palchuk O. V., Nechai N. M.
(2004)

93 "Marketing and sales
expenses"

931 "Marketing expenses”, 932 "Sales
expenses"

Hudzenko N. M. (2006)

93 "Marketing expenses"

931 "Sales expenses”, 932 "Commercial
expenses”, 933 "Other marketing expenses"

Pushkar M.S. (2006)

93 "Marketing and commercial
expenses"

931 "Commercial expenses", 932 "Marketing
expenses"

Banasko T.N. (2015)

93 "Sales and marketing
expenses"

931 "Sales expenses”, 932 "Marketing
expenses"

Nazarova K., Mysiyuk V.
(2017)

93 "Sales expenses"

931 "Costs related to the work of the sales
department", 932 "Costs related to the work of
the marketing department”

Mulyk T.O., Mulyk Ya.l.
(2018)

93 "Marketing and sales
expenses"

931 "Marketing expenses"; 932 "Sales
expenses”

Pravdiuk N.L. (2019)

93 "Marketing activity expenses"

931 "Costs for the implementation of product
policy"; 932 "Costs for the implementation of
sales policy"; 933 "Costs for the
implementation of pricing policy"; 934 "Costs
for the implementation of market policy"; 935
"Costs for implementing communication

policy"

Zasadnyi B., Bashkin 1. (2019)

93 "Sales, advertising and
marketing expenses"

931 "Sales costs", 932 "Advertising costs", 933
"Marketing costs"

Verzilova H.R. (2020)

93 "Marketing and sales
expenses"

931 "Sales costs", 932 "Marketing costs"

Source: constructed using the above data

For example, N. L. Pravdiuk (2019) recommends making changes to account 93 regarding the
orientation towards strategic development, adding the following analytical accounts to the relevant
subaccounts: product strategy, pricing strategy, sales strategy, market strategy and communication
strategy.

M.S. Pushkar (2006) sees an improvement in the composition of account 93 by adding sub
account 932 “Marketing expenses” with the following detailing of analytical accounts. Analytical
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accounts are related to the formation of a fund and payment of salaries to marketing employees,
accruals for salaries, expenses for servicing the marketing department, expenses for renting and/or
maintaining and repairing own premises and inventory, advertising expenses, expenses for market
research, expenses for attracting third-party enterprises or organizations, servicing expenses for
conducting research, other types of expenses.

K. Nazarova and V. Mysiyuk (2017) propose to enrich the existing account 93 with sub
account 932 “Expenses related to the work of the marketing department”. This subaccount,
according to their vision, will include two blocks of analytical accounts: expenses that ensure the
work of the marketing department (7 accounts) and expenses related directly to the marketing
department (9 accounts). The first block includes: expenses for salaries and commissions for
marketing employees; accruals for salaries, travel expenses, depreciation for the maintenance of
fixed assets, inventory expenses, expenses of accountable persons, telephone expenses. The second
block, in turn, includes: expenses for marketing research, expenses for visual presentation of
products (exhibitions, fairs, display racks, etc.); expenses for advertising brochures, advertising in
the media, video and audio advertising, outdoor advertising, and other advertising expenses.

T. M. Banasko (2015) allocates in account 93 sub account 932 "Marketing expenses"”, which
includes expenses for: brand, trademark, public relations, advertising and other marketing expenses.

H. R. Verzilova (2020) concluded that it is necessary to allocate subaccount 932 “Marketing
expenses” in account 93. The specified subaccount should include the following analytical accounts
of expenses for: wages, inventories, regular and premium advertising products, merchandising,
outdoor advertising, advertising in the media, voice technologies, ensuring the work of marketing
employees, and other activities.

B. A. Zasadnyi and I. E. Bashkin (2019) propose to keep records of marketing expenses in
account 93, taking into account two subaccounts: 932 “Advertising expenses” and 933 “Marketing
expenses”, without their detailing and characteristics.

O. V. Palchuk and N. M. Nechai (2004) have a different vision and allocate subaccount 931
“Marketing expenses” with their further detailing into analytical accounts.

N. M. Hudzenko (2006) sees the need to introduce subaccount 933 “Other marketing
expenses”, which should include expenses not included in sales expenses and commercial expenses.

The above indicates the importance of improving the existing system of accounting and
reporting of marketing activities of agricultural enterprises. At the same time, scientists do not have
a unipolar vision regarding the necessary implementation of such changes. Therefore, we
recommend the following scheme of the process of accounting and reporting of marketing activities
of agricultural enterprises (Fig. 1).

Agricultural enterprise

l

Marketingf.ubsystem Accou ntinﬁ) subsystem Reporting subsystem

Marketin% activities

—» Formation of primary and [ Generating reports on

Marketing expenses consolidated accounting data marketing activities

Evaluating the effectiveness
of marketing costs

Fig. 1. Flowchart of accounting and reporting of marketing activities of agricultural enterprises
Source: author's research.
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The marketing subsystem is within the competence of the marketing department of an
agricultural enterprise. The department's employees plan, organize and implement various
marketing activities. Marketing activities should be understood as a set of various activities
(physically or via the Internet) aimed at forming a positive image of an agricultural enterprise
among society and customers and promoting products, works, and services to the end consumer.

In the process of conducting marketing activities, an agricultural enterprise incurs relevant
costs (Nitsenko, 2012). Costs are regulated by P(S)BO 16 "Expenses” (1999), where the regulator
allocates only sales costs, and therefore the latter include marketing costs. The scientific community
notes the need to make appropriate changes to the chart of accounts for accounting for marketing
costs, and therefore to P(S)BO 16 "Expenses”. According to Ya.V. Bakharyeva (2013), marketing
costs include several approaches: 1) they are non-returnable costs and 2) in the form of investments.
The first approach includes the costs incurred for the implementation of marketing activities and is
divided into organizational costs, strategic marketing costs and marketing tactical costs. In this area,
V.A. Deriy (2015) proposes to keep advertising costs as part of account 93 on analytical account
933 “Expenses for pre-sales preparation of goods, advertising and market research (marketing)”.
For this purpose, he recommends opening the following subaccounts 9331 “Productive advertising
costs” and 9332 “Unproductive advertising costs”. In his opinion, this approach will increase the
efficiency of management decisions regarding the costs incurred, including advertising costs.

The result is the reflection of marketing costs in primary documentation and accounting
registers on accounting records, the formation and completion of reporting on the marketing
activities of an agricultural enterprise.

The final stage of the work is to establish the effectiveness of the costs incurred for marketing
activities. The result is obtained by comparing the total costs of marketing activities and the
increase in income from implemented marketing activities. A positive balance indicates
effectiveness, a negative balance indicates ineffectiveness of marketing work.

Discussion. Despite scientific proposals in this area, the issue of accounting and reporting of
marketing activities has not been reflected in the relevant regulatory documents, in particular in
P(S)BO 16 “Expenses” (1999). In this context, H.R. Verzilova (2020) indicates the need to make
appropriate changes to the Report on Financial Results and Notes thereto. We agree with the
author’s opinion, since without making changes to P(S)BO 16 “Expenses”, it is impossible to
change the reporting documents.

H.O. Protopopenko (2005) considers it necessary to update and improve the existing content
of the Order on the accounting policy of the enterprise, adding items on marketing costs.

I. Sherer and O. Belinskaya (2019) noted the special place of accounting in the information
and analytical support of management for marketing and sales work of the enterprise.

O. Vysochan and T. Vodyanyy (2024) point to the need to build effective models for
accounting for marketing costs, which should include individual, common and distinct cost items.

T. A. Naumova, N. S. Akimova and O. V. Toporkova (2020) and Ya. Mulyk (2022) see the
need to develop and supplement the existing accounting record 93, which currently does not reflect
marketing expenses, and therefore their formation and accumulation are quite difficult to reflect in
the current situation.

O.M. Lukan (2017) in his work raises the issue of the lack of organizational support for the
reflection of marketing costs in accounting and reporting, and notes the need to improve the existing
legislative and regulatory framework for accounting for marketing costs.

V.V. Kozhukhar (2023) indicates the need to separate marketing communications costs by
dividing them into costs for traditional types of marketing communications and costs for innovative
types of marketing communications. In the scientist’s view, such a classification of costs will
enhance the objectivity and accuracy of data in management reports.

O. O. Lavrova-Manzenko et al. (2023) cite the facts of violations detected by fiscal authorities
due to the inclusion of marketing research costs in the current expenses of the enterprise. Therefore,
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entrepreneurs try to reflect them as part of general production costs. This approach distorts
accounting and financial reporting data.

L. I. Lezhnenko and V. V. Stashenko (2025) revealed the lack of sufficient attention to the
interactive aspect of marketing. In the conditions of total digitalization, scientists emphasize the
need to reflect marketing services in social networks. They also analyzed the modern system of
marketing expenses and identified problems with advertising costs on social networks, which
complicates their reflection in accounting documents and taxation.

Conclusions. It was established that in the conditions of the functioning of the market
environment, agricultural enterprises must take into account the marketing aspects of product sales.
Agricultural enterprises conduct marketing and sales activities, which must be supported by primary
documentation, accounting registers and reflected in a consolidated form in the annual financial
statements. In the domestic scientific literature, there is a plurality of views on the issue of
improving account 93 “Sales expenses”. It was found that all the author's approaches can be divided
as follows: 1) to supplement and expand analytical accounts (Sales expenses) without changing the
name of the account; 2) to change the name and supplement and expand analytical accounts within
the framework of marketing and sales activities (marketing expenses and sales expenses); 3) to
change the name and supplement and expand analytical accounts within the framework of
marketing, advertising and sales activities (marketing expenses, advertising expenses and sales
expenses); and 4) to radically change the name of the account and introduce new analytical
accounts (marketing expenses and expenses for commercial activities). Based on the analysis of
scientific approaches to accounting and reporting of marketing activities of an agricultural
enterprise, a corresponding flowchart is proposed. The proposed author's approach ensures the
organic unity of three subsystems of the work of an agricultural enterprise: marketing subsystem,
accounting subsystem and reporting subsystem. In further research, attention will be paid to the
formation of accounting and reporting documentation at the level of agricultural enterprises.
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Haykogi 3acaau 001Ky i 3BiTHOCTi MADKETHHI0BOI AiSVILHOCTI arpapHUX MiANPHEMCTB

AHoTanis. MeToro CTaTTi € ONMparoBaHHs 3000YTKIB 3 00MIKY i 3BITHOCTI MapKEeTHHTOBOI JisSUTBHOCTI arpapHUX
mignpueMcTB i GOpPMyBaHHS HAyKOBHX OCHOB. JlOCSTHEHHS O3HA4eHOI METH MOTpeOyBajo BHUKOPUCTAHHS
HACTYIHOTO METOJOJIOTIYHOTO amapary: MeTOAy KOHKpeTH3alii, MeToAy aOcCTparyBaHHA, METOXy ICTOPHYHOTO M
JIOTIYHOTO JIOCTI/DKCHHA, METOAY Yy3arajibHEHHS, METOJIB aHajli3y Ta CHHTE3y. BCTaHOBIEHO, MO B yMOBax
(YHKI[IOHYBaHHST PUHKOBOIO CEPEAOBHINA, arpapHi MiANPUEMCTBA MOBMHHI BpPaxOBYBaTH MAapKETHHIOBI acIeKTH
peaiizariii mpoAyKiii. ArpapHi MiANPHEMCTBA BEAYTh MapKETUHIOBO-30yTOBY JiSUTBHICTD, SIKa Ma€ IMiJKPIILIFOBATHCS
NEPBUHHOIO JOKYMEHTAIIE€0, PEricTpaMu OyXraiarepchkoro oONiKy i y 3BeJIeHOMY BHUIJISI BijoOpaxaTtucs y piuHiit
(iHaHCOBIH 3BITHOCTI. Y BITYM3HSHIH HAYKOBIH JIiTEpaTypi IUIOpasi3M HOTJISIIB HAa MIUTaHHS YAOCKOHAJICHHS PaXyHKY
93 «Bwutparu Ha 30yT». 3’sCOBaHO, IO yCi ABTOPCHKI MiJXOMM MOXKHA PO3IOJUTUTH HACTYIHHM dYMHOM: 1) He
3MIHIOIOUM Ha3BU PaxyHKY, JOIMOBHUTH Ta PO3IIUPUTH aHAIITHYHI paxyHku (Burpatn Ha 30yT); 2) 3MiHUTH Ha3BYy Ta
JOTIOBHHUTH Ta PO3IIUPUTH aHATITUYHI paXyHKH B MEKaX MapKETHHTOBO-30yTOBOI MISUTBHOCTI (MApKETHHTOBI BUTPATH
Ta BUTPATH Ha 30yT); 3) 3MIHHTH Ha3By Ta JIOIOBHUTH Ta PO3ILHPHTH AHATITHYHI PaXyHKH B MEKaxX MapKeTUHIOBOI,
pexaamMHOi Ta 30yTOBOi MisITBHOCTI (MapKEeTHHTOBI BUTpPATH, BUTPAaTH Ha pEKIaMy Ta BHTpaTH Ha 30yT); U 4)
KapJMHAJIbHO 3MIHHTH Ha3BY paxyHKY Ta BBECTH HOBI aHANITMYHI PaxyHKH (MapKeTHHIOBI BUTpPAaTH Ta BUTpAaTH Ha
KOMepUiiHy AisbpHiCTE). Ha 6a3i aHamily HayKOBHX MHiAXOIIB MO0 OONIKY 1 3BITHOCTI MapKETWHTOBOI HisUTBHOCTI
arapHoro MiJNPUEMCTBA, 3aMPOIIOHOBAHO BIAMOBIAHY OJOK-cxemy. [IporoHOBaHMN aBTOPCHKHMI miaxia 3abesneuye
OpraHiyHe €JHaHHA TPHOX IIJCHCTEM POOOTH arpapHOro MiANPUEMCTBA: MAapKETHHIOBOI MiJCHCTEMH, OOJIIKOBOT
MIiJICUCTEMH Ta MiJICUCTEMH 3BITHOCTI. Y MONANBIIHNX JAOCIHIPKEHHs yBara Oy/ie mpucBsiucHa (OpMyBaHHIO 00JIIKOBOI Ta
3BITHOI JIOKYMEHTalii Ha piBHI arpapHUX ITiATPUEMCTB.

Kniouogi cnosa: nayxosi ocnosu, mapkemunz06a OiANbHICIb, GUMPAMU HA 30YM, RIOCUCHEMA MAPKEMUHzy,
niocucmema 006Ky, niocucmema 36iMHOCMI, AZPapHi NIONPUEMCMEA.

®opmymu: 0; puc.: 1; Tabdmn.: 1; 61651.36:

Jna yumysanns: Vlasov V., Prodanchuk M. Scientific principles of accounting and reporting of marketing
activities of agricultural enterprises.. ®iHaHCOBO-KpEIUTHI CHCTEMH: IEPCIIEKTUBH PO3BUTKY. Ne2(17) 2025. C. 93-101.
DOI: https://doi.org/10.26565/2786-4995-2025-2-07

Crnucok JiTepatypu

1. bBanaceko T. M. [IpobaeMHi nuTaHHA OyXraaTepchbKOTro 00Ky MapKETHHTOBUX BUTpAT. Haykoesutl gichuk MixchapooHnozo
2ymanimapnozo ynieepcumemy. Cepis «Exonomixa i menedscmenmy. 2015. No 12. C. 239-242. URL.: http://www.vestnik-
econom.mgqu.od.ua/journal/2015/12-2015/55.pdf

2. baxapesa f. B. [lizxogm n0 MapKEeTHHIOBOTO OFO/KCTYBAaHHS Ta iX BIUIMB Ha OLIHKY €(EKTUBHOCTI MapKETHHTOBUX
Butpar. O6nik i gpinancu. 2013. Ne 2. C. 123-127. http://nbuv.gov.ua/UJRN/Oif apk 2013_2_19

3. bBuxosa . MapKeTHHTOBi JIOCITiKEHHS B o0ItiKy Ta 3BIiTHOCTI. Hebem-Kpeoum. 2013.
Nel9. https://online.dtkt.ua/2013/19/50051

4. Bepzinosa I'. P. OGuikoBa iHTeprperalisi BUTpaT Ha MapKETHHIOBY IiSUIBHICTH TOPrOBEJIBHOTO MiANpUeEMcTBa. biznec
Ingpopm. 2020. Ne3. C. 284-292. https://doi.org/10.32983/2222-4459-2020-3-284-292

5.  Bucouan O., Bogsuuii T. O0sik MapKeTHHIOBHX BUTpAT MiIIPUEMCTBA. YKpaincokuil exoHomiunuu yaconuc. 2024. Ne 5.
C. 28-34. https://doi.org/10.32782/2786-8273/2024-5-5

6. Tynsenxo H. M. OGmnik i KOHTpOIb 30yTy B onepauiiiHiil JisUTbHOCTI CilIbCHKOTOCHOAAPCHKHX MiAMPHEMCTB: aBTOped. HC.
... KaHJ. exoH. Hayk: 08.06.04. Kui, 2006. 25 c.

7. JHepeunn B.B., Hinenko B.C., Cyxiit 1.B., Uymauensko O.B. ®opmyBanHs 00:1iKOBOT IOJITHKY HA MiIPUEMCTBI. Bichux
Xapx. Hay. mexH. yH-my cintbcbkoeo eocnodapcmesa: Exonomiuni nayku. 2007. Bun. 64. C. 10-14.

8. [epiit B.A. BinoOpakeHHs BHUTpaT Ha peKIaMy MiANPUEMCTBA B CHCTeMi OOJIKYy 3 MO3MIII MOUUIBHOCTI iXHBOTO
3ailicHenHs. Exoromika: peanii uacy. 2015. No 2 (18). C. 219-225. http://economics.opu.ua/files/archive/2015/n2.html

9. €pmosa H.IO. O6nikoBo-aHamiTHYHE 3a0€3MEYCHHS MapKETHHIOBOI IisUTbHOCTI. Enepeoszbepedicenns. Enepeemuxa.
Enepeoayoum. 2022. No7-8(173-174). C. 3-11. https://doi.org/10.20998/2313-8890.2022.07.01

10. 3acammmii b. A., bamkin I. E. OcobnuBocTi Ta NIIIXM yJOCKOHAIEHHS OOJIKY BHTpAaT Ha MapKETUHIOBY MisUTBHICTb.
Monoouii guenuii. 2019. No 3(67). C. 428-431. https://doi.org/10.32839/2304-5809/2019-3-67-92

100


mailto:vlasov@poshta.me
https://orcid.org/0009-0001-2908-504X
mailto:prodanchukma@gmail.com
https://orcid.org/0000-0003-3504-4583
https://doi.org/10.26565/2786-4995-2025-2-07
http://www.vestnik-econom.mgu.od.ua/journal/2015/12-2015/55.pdf
http://www.vestnik-econom.mgu.od.ua/journal/2015/12-2015/55.pdf
http://nbuv.gov.ua/UJRN/Oif_apk_2013_2_19
https://online.dtkt.ua/2013/19/50051
https://doi.org/10.32983/2222-4459-2020-3-284-292
https://doi.org/10.32782/2786-8273/2024-5-5
http://economics.opu.ua/files/archive/2015/n2.html
https://doi.org/10.20998/2313-8890.2022.07.01
https://doi.org/10.32839/2304-5809/2019-3-67-92

ISSN 2786-5002 (online) ®IHAHCOBO-KPEANTHI CUCTEMW: MEPCNEKTUBU PO3BUTKY
ISSN 2786-4995 (print) FINANCIAL AND CREDIT SYSTEMS: PROSPECTS FOR DEVELOPMENT

11.

12.

13.

14.

15.

16.
17.
18.
19.
20.

21.

22.

23.

24.

25.

26.

27.
28.
29.
30.

3L

32.
33.
34.

35.

36.

2(17)2025

Koxyxap B. B. ExoHoMi4Ha CyTHICTh i BUAM BUTPAT Ha MapKETHHTOBI KOMYHIiKaLii MiANPUEMCTB. EKOHOMIKA, YyNpaeninHa
ma aominicmpysannsi. 2023. Ne 3(105). C. 66—74. https://doi.org/10.26642/ema-2023-3(105)-66-74

JlaBpoBa-Manzenko O. O., bytko H. B., Kocrorpus B. I'., YManceka B. I'. Metoauuni acriektn oOJiKy i ayAnTy BUTpaT
MiANPUEMCTB Ha MapKETHHIOBI JOCITI/DKCHHsI K CKJIaJOBOI KiHLEBOI WiHU ToBapy. Aepoceim. 2023. Ne 20. C. 86-
91. https://doi.org/10.32702/2306-6792.2023.20.86

Jlexxnenko JI. 1., Cramenko B. B. MapkeTHHTOBI MOCIYrH B COIIaIbHAX MEpEKax SK 00 €KT OOJIKY 1 KOHTPOIIO.
Exonomixa ma cycninecmeo. 2025. Ne 71. https://doi.org/10.32782/2524-0072/2025-71-141

JIntBunenko B., Kpusome#t O. Kmacudikariss BUTpaT MapKeTHHTOBOI MiSTIBHOCTI B OOJIKY CUIBCHKOTOCIIOAAPCHKUX
MiNPHEMCTB. bioexonomixa i azpapHuii biznec. 2023. Tom 14, No3, C. 67-
83. https://doi.org/10.31548/economics14(3).2023.057

Jlykar O.M. OGmik i aHaii3 BUTpaT MapKeTHHTOBOI AisUIBHOCTI. Pykommc. [lucepraris Ha 3700y TTsI HAyKOBOTO CTYHEHS
KaHIuIaTa eKOHOMIYHUX Hayk 3a crewiaibHicTio 08.00.09 — Oyxrantepchkuil 00JiK, aHami3 Ta ayauT (3a BUAAMHU
eKOHOMIYHOI nisutbHOCT). JKUTOMHpPCHKHMI Jep)KaBHHI TEXHOJOTIYHMI yHiBepcHTeT MiHICTepCTBa OCBITH 1 HayKH
Vpainu, XKXutomup, 2017. 23 c. http://eztuir.ztu.edu.ua/jspui/bitstream/123456789/7159/1/L ukan.pdf

Mymuk T.O. Mynuk S.1. Opranizauist 00JiKy Ta ayAUTy BUTpAT Ha 30yT MiIIPHEMCTBA: CTaH Ta HATPSIMU BIOCKOHAJICHHS.
Tnobanvui ma nayionanshi npobnemu exonomixu. 2018. Bum. 22. C. 965-971.

Mynuk S1. ®opmyBaHHS Ta 00K MAapKETHHIOBUX BUTPAT MiAOpUEMCTBA. Exonomiunuil ouckypce. 2022. Bum. 1-2. C. 52-
63. https://doi.org/10.36742/2410-0919-2022-1-6

Haszapoga, K., Muciok, B. O0:ik BUTpatT Ha MapKeTHHIOBI KOMYyHiKaLil mianpueMcTsa. Bicnux Kuiscokoeo nayionanshozo
mopeogenvHo-exonomiuno2o ynisepcumenty. 2017. No 5. C. 129-140. http://visnik.knteu.kiev.ua/files/2017/05/12.pdf
HaymoBa T. A., AkimoBa H. C., Tomopkosa O. B. Opranizaiiss o0JiKy MapKEeTHHIOBUX BHUTpat. [Ipuazoscvruii
exonomiunutl gichux. 2020. Bum. 6(23). C. 256-261. https://doi.org/10.32840/2522-4263/2020-6-45

Hinenko B.C. Ympapmiacekuii oOMiK B CHCTEMiI MEHEIPKMEHTY arpoXONIUHTY. YHpaseninHsa cyuacHum nionpuemcmeom:
Marepiamu VIl Mixnapon. Hayk.-mipakT. koH}. Kuis: HYXT, 2012. C. 240-241.

Hiuenko B.C. WEB-caiiT sik iHCTpyMEHT MapKeTHHrY Ta pKepeso iHdopmalii mpo KOMOaHilo Ha arpapHOMY PHHKY.
Mapremuneose 3abe3neuentsn npodykmosoeo punxy. Marepiamu VIII MixkHapoaHoi HayKOBO-TIpaKTHYHOT KOH(pEPEeHIIii (M.
INonrasa, 17-18 tpaBus 2016 poky). ITontaa: [TJJAA, 2016. C. 95-97.

Hiuenko B.C., T'oronp M.M. CyuacHuii CcTaH CHCTEMH YIOpaBliHHA 1 O0ONiIKy Ha BEPTHKaJIbHO-IHTEIPOBaHUX
mianpueMcTBax. Bicnux Cymcbroeo HayioHanbHo2o azpaprozo yuigepcumemy. Cepis «Exonomixa i menedcmenmy. 2018.
Ne 6(76). C. 49-52.

Hiuenko B.C., MuxaiinoBa M.B. MapkeTHHroBe MmiaHyBaHHs B MPOMHUCIOBHX IMiANPHEMCTBAX. AkmyanvHi npobremu ma
nepcnekmusu po3eumky YKpainu 6 2any3i YnpasninHa ma aOMiHiCmpyeéauHa: iHiyiamueu monodi: marepiand MixHap.
HayK.-TIpaKT. iHTepHeT-KOoH(}., 17 TpaBHs 2018 p. / pexkon.: O. 1. UepeBko Ta iH.; XapKiBChKUI IepXk. yH-T Xapd. Ta TOPT.
X.: XJIYXT, 2018. C. 332-334. http://www.hduht.edu.ua/index.php/uk/nauka/conf/1635-conf-17-5-18.

Hinenko B.C., Lykanos O.FO. MapkeTnHroBi crtpaTerii pocTy BepPTUKAIBHO-IHTEIPOBAHHUX CTPYKTYp. Mapkemune i
yugpposi mexuonoeii: 30. marepianie I MixnHap. Hayk.-mpakT. koH®. 29-30 TpaBHs 2014 p. / I'.O. O6opcekwmii, C.B.
®dimunmosa, M.A. Oxnannep; Onechbk. Hai-Hui nonitexHivunmid yH-T. Oneca: TEC, 2014. C. 113-114.

Hinenko B.C., yxanos O.10. WEB-caiit sk mxepeno inpopmarii npo kommanio. Mapxkemure i yugposi mexnonoeii: 30.
marepianiB I MixHap. Hayk.-mipakT. KoH}. 26-27 TpaBus 2016 p., M. Oneca / I.O. O6opcrkuit, C.B. ®imummosa, M.A.
Oxunanzep; Onechbk. Hall-HU omiTexHiunui yH-T. Oneca: TEC, 2016. C. 119-121.

Hinenko B.C., Hykanos O.10., 'anuupkuit O.M. [IpobieMu HOpMAaTHBHO-IIPABOBOTO PETYIIIOBAHHS OOJTIKY PO3PaxyHKIB 3
COIITBHOTO 3a0e3MEeYCHHS Ha MiIIPUEMCTBAX CUILCHKOTO TOCmoaapcTBa. Bichux CymcvbKko2o HAYIOHATLHO20 A2PAPHO20
ynigepcumemy. Cepisn «Exonomixa i menedxcmernmy. 2013, Bur. 6 (57). C. 95-99.

Hampuyk O. B., Hewait H. M. O6nix mapketuHroBux Ta 30yToBuX BHUTpaT. Haykosi mpaui KipoBorpazn mepxaBHOTO
TexHiuHOro yHiBepcurery. 2004. Bum. 5. Y. I1. C. 378-387.

Manpuyk O. B., CaBuenko B. M., Tommna H. M. Mapkemune i 6yxeanmepcoruii 00ix Mapkemun2o60i OisiibHOCmi: HaBY.
noci6. Kiposorpan: [Tomiym, 2008. 228 c. https://dspace.kntu.kr.ua/handle/123456789/5966

[Tnakcienxo B. S1., Pomanuenko 0. O. O6nikoBo-aHamiTHYHE 3a0€3MeUeHHs MOCIYT MapKeTUHTY. Vkpaiucokuil dcypHan
npuknaonoi exonomirxu. 2019. Tom 4. No 3. C. 48-55. https://doi.org/10.36887/2415-8453-2019-3-6

Ionoxennst (ctanmapt) Oyxranarepcbkoro oo6iiky 16 «Butparu»: Hakas MinicteperBa ¢inanciB Ykpainu Big 31.12.1999
p. No 318. http://zakon.rada.gov.ua/cgi-bin/laws/main.cgi?nreg=z0027-00

Ipasmrok H. JI. O6nikoBe 3a0e3neueHHs yNpaBiIiHHI MapKeTUHIOBOIO CTPATEri€ro MmianpueMctBa. Exonomika. Dinancu.
Meneoacmenm: akmyanvHi nUManHsi HayKu i NPAKMuKu. 2019. No 2. C. 100-
115. http://nbuv.gov.ua/UJRN/efmapnp_2019 2_11

IIpotononenko I.O. Butpatu Ha MapkeTHHT 1 30yT: mpoOJieMH po3MeXyBaHHA Ta oOniky. Haykosi npayi
Kiposoepaocekoeo nayionansinoeo mexuiunozo ynisepcumemy: exonomiuni nayku. 2005. Bumn. 7. . I1. C. 403-407.
Nymxap M.C. Kpeamusnuii obaix (cmeopenus inghopmayii 0na menedicepis): Monoep. Teprominb: Kapt-6manm, 2006.
334c.

Canosceka 1., Haripeeka K., Kymait O. Opranisauist ynpaBiaiHCHKOro OOJIiKy BHTpaT Ha MapKeTHHTOBI KOMYyHikamii B
MANPUEMCTBAX CaAiBHUITBA. Exonomixa ma cycnitecmeo. 2024. Ne 64. https://doi.org/10.32782/2524-0072/2024-64-120
Iepep 1., beminceka O. CyuacHi migxoau oo oprasizamii o0JiKy BUTpaT Ha 30yT Ta MapKETHHI TOPrOBEILHOTO
nignpuemctBa. Haykosuil sichux O0ecbko2o HAYioHANbHO2O0 eKoHoMiunozo yHisepcumemy. 2019. Ne 7-8. C. 162-
174. https://doi.org/10.32680/2409-9260-2019-7-8-270-271-162-174

IHepctiok O., XKyxk H. OGnikoBe 3a0e3medeHHs aHaNi3y €(QEKTHBHOCTI MApKETHHIOBOi ISUIBHOCTI IiJIIPUEMCTB.
Exonomixa i pezion. 2024. Ne 4(95), C. 196-206. https://doi.org/10.26906/EiR.2024.4(95).3626

Cmamms naoitiwna oo pedakyii 17.04.2025

Cmammio pexomendosaro do opyxy 30.05.2025

BHecok aemopieg: eci asmopu 3pobunu pieHuUli BHeCOK y Ut pobomy
KoHdbniikm inmepecia: asmopu nosidomsisioms rpo 8idcymHicmb KOHIiKmy iHmepecis

101


https://doi.org/10.26642/ema-2023-3(105)-66-74
https://doi.org/10.32702/2306-6792.2023.20.86
https://doi.org/10.32782/2524-0072/2025-71-141
https://doi.org/10.31548/economics14(3).2023.057
http://eztuir.ztu.edu.ua/jspui/bitstream/123456789/7159/1/Lukan.pdf
https://doi.org/10.36742/2410-0919-2022-1-6
https://doi.org/10.32840/2522-4263/2020-6-45
https://dspace.kntu.kr.ua/handle/123456789/5966
https://doi.org/10.36887/2415-8453-2019-3-6
http://zakon.rada.gov.ua/cgi-bin/laws/main.cgi?nreg=z0027-00
http://nbuv.gov.ua/UJRN/efmapnp_2019_2_11
https://doi.org/10.32782/2524-0072/2024-64-120
https://doi.org/10.32680/2409-9260-2019-7-8-270-271-162-174
https://doi.org/10.26906/EiR.2024.4(95).3626

