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The dynamic development of the printed goods market requires ensuring manageability and flexibility of printing business.
Nowadays any printing company needs to meet stakeholders’ requirements. Moreover, it should constantly monitor, analyze
and assess their satisfaction. But monitoring and analysis without a quick and proper response to stakeholders’ actions do not
always bring the required results. Evaluating the competitiveness of a printing company can help it to keep up with the
competition. The integration of a decision support system into the automated system of a printing company will allow it to
make informed decisions. Maintaining the customer-oriented nature of a printing company requires the usage of modern
technologies and the leading place among these technologies belongs to CRM systems. Automated systems based on CRM
technologies are present in the market of printing services, but none of them makes it possible to improve the efficiency of the
relationship between a printing company and its stakeholders. Therefore, the development of the system that would meet all
the requirements of a printing company and support the effective decision-making process is quite relevant.

Keywords: printing company, CRM systems, decision support systems for printing companies.

ABTOMAaTH3aLisl IO0Y10BY BiIHOCMH BUJIABHUY0-TIOJIirpaiuHux
MiAMPHEMCTB i3 CTEHKXO0JIepaMu

Anaproumenko Tersina cmapuiuii UKIA0ay Kagheopu KOMn 10mepHUx cucmem ma mexHoaoz2iil
IOpiiBHa Xapxiecokuii HayionanbHuli ekoHomiunuii yrigepcumem imeni Cemena Kysueys,
np. Hayxu 94, m. Xapxis, 61022, Ykpaina

VY cyd4acHHX yMOBaxX OJHIEIO 3 KIIOYOBHX MPOOJIEM €KOHOMIYHOTO PO3BHTKY CTa€ 3a0e3MEeUYCHHS KOHKYPEHTOCIPOMOYKHOCTI
npoaykuii, 3okpeMa mnomirpadivyHoi. JIMHaMIYHMH pPO3BHTOK pHHKY MoOJirpagiyHuX ToBapiB BHUMarae 3a0e3MeueHHs
KepoBaHOCTI i rHyukocTi 6i3Hecy. s Toro, o0 BHUTPUMATH KOHKYPEHII0, BHIaBHHYO-TIONIrpadiuHe MiANpHEMCTBO Mae,
HacaMIiepe]], 3a0BOJIbHATH yCi BUMOTH He TiIbKM 3aMOBHHKa, ajle i ycix crelikxonaepiB. OliHKa 3a10BOJICHOCTI 3aMOBHHKIB
Ta CTEHKXOJIepiB MPOAYKIIEI0, MOCIYraMH Ta 3aMOBJICHHSMH MOTpeOye MOCTIHHOrO MOHITOPHHTY, aHali3y Ta KOHTPOJIO 3
00Ky BHAaBHHUYO-TIOTIrpaiqvHOrO MianprueMcTBa. MOHITOPHHT Ta aHaji3 0e3 mpaBHIBHOI BIAMOBiAI Ha Hii CTeHKXonaepiB He
npuHece TOTPIOHMX pe3yNbTaTiB. BHpoBapKeHHS CHCTEM MMIATPUMKHA NPUHHATTS pIIEHb B CHCTEMY BHIABHHUYO-
noJirpadivHOro MiAMPUEMCTBA HA/Ia€ KOHKYPEHTHI TIepeBary MiAPHEMCTBY.

Burpumatun KOHKYpeHIi0, BUAABHHYO-TIONIrpa@ivHOMY MiAIPUEMCTBY JO3BOJUTH 3a[JOBOJICHHS YCiX BUMOT CTEHKXOJIEPiB.
OwuiHKka 3aJ0BOJICHOCTI CTEHKXOJJepiB MoTpedye MOCTIfHOTO MOHITOPHMHTY, aHaNli3y Ta KOHTPOJIIO 3 OOKYy BHJIQBHHUYO-
nonirpadivHoro mignpremMcTBa. MOHITOPHHT Ta aHaii3 0e3 NpaBWIBHOI BINMOBiNI Ha Aii CTEWKXONIEpiB He HpHUHECe
HOTPIOHMX pe3ynbTaTiB. P0O3paXxyHOK KOHKYPEHTOCIPOMOXKHICTh BHJIABHHYO-TIONIragiyHOrO MiANPUEMCTBA JTO3BOJIUTH
HiATPUMYBaTH KOHKYpPEHTHI IlepeBaru IiANPUEMCTBY. BIpoBajUkeHHS CHCTEMH TMIATPUMKH TNPHUHHATTS pIlIeHb B
ABTOMAaTH30BaHy CHCTEMY BHIABHHYO-TONIrpadivHOrO MiANPUEMCTBA MO3BOJNUTH NPHUUMATH MiXIPHEMCTBY OOIDYHTOBaHI
pileHHs.

KitieHTOOpi€HTOBaHICTh BUAABHUYO-TIONITPadiqHOTO MiANIPHEMCTBA MOTPeOye BUKOPUCTAHHS CYYaCHHX TeXHOJOTrii. Bemyde
MicIle cepes MUX TeXHONIOTiH 3aiiMaioTh CRM-cucremu. ABTOMaTH30BaHi crcteMr 3acHOBaHI Ha CRM-TeXHONOTIsX MamTh
Miclle Ha PUHKY MOJIrpadidHMX IOCTYT, aue XOJHA 3 HUX HE HaJae MOXIIMBICTH Ui YIOCKOHAIEHHS e(eKTHBHOCTI
B3a€MOBIIHOCHH BHAaBHHYO-TIONIrpadiyHOro miAnmpueMcTBa 3 CTeHkxoiaepamu. Toxk po3poOka Takol CHCTeMH, sika O
BiIOBiasa yciM BUMOraM BH/IaBHUYO-MONIrpad)ivHOro MiAMPHUEMCTBA Ta JaBajia MOXKIIHBICTh e()eKTUBHA MPUAMATH PillICHHS
€ JIOBOJIi aKTyaJIbHOIO

Kniouosi cnosa: suoasnuuo-nonicpaghiune nionpuemcmeo, CRM-cucmem, cucmemu niompumku npuiiHamms piuieHv
BUOABHUHO-NONI2PAPIUHUX NIONPUEMCTNG.

ABTOMATH3AIUA OCTPOEHUSI OTHOIEHUH U3/1AaTEIbCKO-NOJIUTPAPUIECKHUX
NpeanpPUATHHA CO CTEHKXO0JIIepaMu

Anjpomenko TarbsaHa cmapwiuii npenodasamensd Kageopsbl KOMILIOMEPHBIX CUCEM U MEeXHOIOSUU
IOpbeBHa Xapvrosckull HAYUOHANBLHLIL IKOHOMUYeckull yHueepcumem umenu Cemena
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Brigepkate KOHKYpEHIHIO, H3aTelbCKO-MONUTPadUIecKOMY TNPEINPUATHIO ITO3BOJIUT YIOBIETBOPUTH BCE TPEOOBAHUS
creiikxonaepoB. OLeHKa yIOBICTBOPEHHOCTH CTEHKXONIEPOB HY)KIAeTCsl B IIOCTOSHHOM MOHHTOPHHTE, aHAJIHM3€ U KOHTPOJIE
CO CTOPOHBI M3JaTeNILCKO-MONUTPAQUIECKOr0 MPEeIIPHATHI. MOHUTOPHHT U aHAIN3 0e3 MpaBHILHOTO OTBETAa Ha JCHCTBHUS
CTEHKXOJIJepOB HE NMPUHECET HEOOXOAUMBIX Pe3yJIbTaToOB. PacueT KOHKYPEHTOCHOCOOHOCTH M3aTelbCKO-NOIHIpadhHIecKoro
HPEINpPUATHS JO3BOJUT TMOANCPKUBATh KOHKYPEHTHOCHOCOOHBIC JIOCTOMHCTBA MPENNPUATHIO. BHeOpeHue CcucreMbl
HOJICP)KKH TIPUHATHS PELICHUH B aBTOMATH3MPOBAHHYIO CHCTEMY H3/aTelIbCKO-NONUrpaduueckoro NpeAnpHaThs O3BOJIUT
HNPUHUMATh 00OCHOBaHHBIE pelieHus. KIIMeHTOOPUEHTHPOBAHHOCTh M3/aTENbCKO-TIOMUI PadUuecKOro MpeAnpusaTUs Tpedyer
UCIIONB30BaHUS COBPEMEHHBIX TeXHOJIOTHH. Bemymee Mmecrto mocpemu 3THX TexHojormii 3aHmMaror CRM-cuctemsl.
ABTOMAaTH3UPOBaHHBIE CHCTEMBI, OCHOBaHHBIe HA CRM-TeXHOJIOTHAX, IMEIOT MECTO Ha PBHIHKE MOJIUTpaduueckux yciyT, HO
HH OIHAa W3 HHUX HE JaeT BO3MOXKHOCTH YCOBEPHIEHCTBOBATh dS(GQEKTHBHOCTh B3aHMOOTHOIICHUH H3JaTelIbCKO-
HoMUrpaMIecKoro MpeAnpuaTHs co creiikxonnepamu. [ToaTroMy pa3paboTka Takol cHUCTeMBI, kKoTopas OBl OTBedala BCEM
TpeOOBaHUAM H3ATEIbCKO-TIOMUIPAGUIECKOTO MPENNPUATHS M JlaBajla BO3MOXKHOCTH 3(Q(EKTUBHO NPUHUMATH PELICHHS
JOCTaTOYHO aKTyaJbHa

Knrwouegwie cnosa: uzoamenvcko-noauzpaguyeckoe npeonpuamue, CRM-cucmem, cucmemvl no00epIHCKYU NPUHATNUSA PEUEHUTL
U30amenbCKO-NoAUSPaPUIecKux npeonpusmul.

1 Introduction

The functioning of a company in a market economy requires appropriate changes in its structure.
The process of transition to a new company structure should be focused on a customer-oriented
approach. This requires a detailed analysis of customer-oriented technologies in the context of relations
between a printing company and its stakeholders. The introduction of a customer-oriented approach in a
printing company requires harmonization of the relationships between stakeholders and a printing
company which is a complex time-consuming process and requires the appropriate methodological
support.

2. Formulation of the purpose of the article, setting the task

Object of research: stakeholder-printing company relationships.

Subject of research: a prototype of a decision support system for an effective stakeholder-printing
company relationship.

Purpose of research: to develop the technology of establishing a stakeholder-printing company
relationship.

To achieve the stated purpose, it is necessary to analyze the methods used to establish relations
between stakeholders and a printing company; describe the procedures used in the stakeholder-printing
company relationship; to develop a strategy of effective market positioning of a printing company and
to provide the recommendations to a company in order to achieve leading positions in the market of
printing services.

3. Presentation of the main material

Each operation in the full cycle of the technological process of manufacturing a printed product,
whether it be the process of ordering printing materials or other technological operations is a necessary
component of the economic activity of a printing company, as even a slight deviation of any operation
from the norm can disrupt the whole cycle and, as a consequence, lead to the reduction of product
quality, the lack of orders, or failures in the supply chain.

Nowadays it is very important for printing companies to implement the efficient procedures in the
stakeholders-printing company relationships. The key points in this process are the stages of quality
control, which should be agreed with stakeholders. The process of identifying (specifying) the needs of
the customer largely determines whether the client will be satisfied with the results of cooperation with
the service provider for program and project management. Having a clear idea of the problem allows
you to solve it in a short time and at the lowest cost. The quality of a product or service and its value to
the customer depends on how precisely the needs, that this product or service must meet, have been
identified [6].

The modern market, including the market of printing materials, is highly competitive. It is very
difficult to increase the competitiveness of a company by improving the quality of goods and services,
because this path is usually associated with a significant increase in production costs and, therefore,
with raised production prices, which can lead to the opposite effect — the loss of customers. In terms of
equalizing the quality of goods and services offered by different companies, the most effective way to
attract attention is an individual approach to each customer [4].
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In the current economic situation, the effective relationship between a printing company and its
stakeholders requires optimization of workhours and working personnel. These tasks can be solved by
means of introducing the decision support systems for printing companies. That will increase the speed
of data processing and allow making the reasonably correct decisions.

Complexity of decision-making lies in the necessity to take into account the various and complex
processes, such as business investment, production, financial, management etc., as well as the numerous
indicators of the external and internal market environment. Therefore, a decision maker faces complex
challenges, the effective solution of which is impossible without the use of a systematic approach [8].

The business relationships have been recently characterized by the dominance of customer-oriented
approach, the main purpose of which is to build individual relationships with all customers, suppliers,
partners and other stakeholders. Therefore, this approach involves retaining stakeholders, establishing
individual approach to stakeholders, as well as the cooperation with stakeholders, which is based on
relationships.

Thus, in today's economic environment, the process of attracting new customers, partners and other
stakeholders is very expensive for a printing company, so it is much more profitable for a company to
use the consuming potential of the existing client base in order to increase sales of its products.
Calculation, maintenance and accounting of each stakeholder’s personal data requires the
implementation of the technological process of printing enterprise information system such as DSS with
the elements of CRM to provide personal interactive relationships between a stakeholder and a
company.

The analysis of the latest research and publications shows that S. Apelbaum [1], D. Ling, R. lan [2],
Mukhortova O. [9], Mann 1. [7], Vorzhakova Yu. 3], Zinkevich A. [5] pay great attention to the issues
of customer-oriented approach for enterprises. Scientific researches of I.1. Bazhin, S.B. Arsenyev, V.B.
Britkov, H.A. Salnikov have considerably developed the systems management theory of enterprises’
relations.

Most existed automated systems embrace only some aspects of automating the technology of the
stakeholder-printing company relationship; relationships with the customers, for example, but none of
them allows making informed, accurate decisions concerning relations with stakeholders.

An overview of CRM class systems (Table 1), which allows solving certain problems of the
stakeholder-printing company relationship effectively, has made it possible to identify functions that
can be used in the prospective information system. Most of the CRM systems considered have a
standard set of functions and allows creating and maintaining a client base, creating and tracking tasks
etc. All these functions do not allow user (stakeholder) to make informed decisions, such as the choice
of materials for the order, order management, and other printing-related parameters.

Table 1. Review of CRM-systems presented in the Ukrainian market that can be used in printing production

CRM systems

Avreas of usage

Functions

Oracle Siebel CRM

Production. Service
Industries

SMS notifications. Client base. Business processes. Task management.
Marketing tools. Integration with mail. Access settings. Reports.
Billing and payment system. Statistics

B2B. Call centers.
Sales departments.

SMS notifications. Call analysis. Analytics. Client base. Document
flow. Task management. Order management. Integration with 1C, mail,

PERFECTUM Production. Retail telephony. Mobile application. Call center module. Reminder. Access
CRM . ; o
departments. Service |settings. Polls and notes. Reports. Billing and payment system.
Industries Warehouse accounting. Statistics.
Analytics. Client base. Business processes. Sales funnel. Document
SAP Sales departments. | flow. Task management. Marketing tools. Integration with mail,
Service Industries telephony. Mobile application. Reminder. Reports. Predictions.
Statistics.
rl?wf)ljulce agaclir;ter Analytics. Client base. Sales funnel. Documer_lt flow._ T_ask
TEAMWOX departrﬁents management. Order management. Access settings. Billing and payment
A system. Document editor. Order management. Financial Accounting
Production Services
BLOKNOTAPP Sales departments. | Client base. Sales funnel. Appointment. Integration with mail.

Service Industries

Calendar. Reports. Statistics. Order management. Financial Accounting
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Client base. Business processes. Sales funnel. Document flow. Task
APPTIVO CRM Sales departments management. Order management. Integration with mail. Reports.
SYSTEM ' Billing and payment system. Document editor. Order management.
Financial Accounting

However, automated systems have a number of disadvantages: 1) the systems do not take into
account the operating technologies of the customer-printing company relationship as a whole, and allow
solving only specific local problems; 2) most automated systems do not allow implementing a
customer-oriented approach due to the focus on certain features of the technological process; 3) none of
the systems presents reasonable decision-making support on the customer-printing company
relationship.

The usage of decision support systems with the elements of CRM-system in the printing industry
will solve a number of issues a stakeholder faces. But first of all, it allows increasing the
competitiveness.

Competition between printing companies is intensifying every year in the Ukrainian market. In the
current economic situation, market conditions are constantly changing, the number of small printing
companies (operational printing) is growing, and the equipment is able to perform a variety of printing
services. The struggle for the customer, supplier and stakeholder is becoming more intense.

Competition as an economic category is a struggle between producers for the most favorable
conditions of production and sale of goods and services, for the appropriation of the largest profits.
Competition acts as a regulator of the pace and volume of production, encouraging the manufacturer to
implement scientific and technical advances, increase productivity, improve technology, labor
organization, etc. [2]

No printing company today can afford to ignore the increasing competition, therefore, for achieving
stable position in the market it is necessary to identify the advantages of the company over competitors,
to establish the factors of competitive success.

Ensuring long-term competitiveness of a printing company should become the priority in the value
system of an enterprise. ldentifying the factors of competitiveness, managing these factors will form the
main effort in increasing the competitiveness of the enterprise.

The four main approaches to the concept of “enterprise competitiveness” are identified in [10]: as a
certain ability, capacity or capability of the enterprise; as a complex, relative or comparative
characteristic of the business entity; as a property or possession of certain properties; as an assessment
of total competitive advantages.

There are several reasons that can negatively affect the long-term competitiveness: the enterprise
management system does not work properly, focusing on short-term relationships; insufficient market
analysis; inefficiency of management and cost management systems; the decisions concerning the
enterprise do not always lead to the desired result.

Conducting a comprehensive study in the field of competitiveness management of a printing
company and creating a methodology will ensure the successful establishment of its long-term
competitiveness and provide a company with a number of advantages. Currently, the specifics of the
problem of a printing company competitiveness have not been sufficiently considered.

There is a need to identify all factors of a company’s competitiveness. Therefore, creation of the
methods and tools to ensure the development of printing companies and increase its long-term
competitiveness is relevant and in great demand.

To perform the analysis of a printing company and determine the level of its competitiveness in the
market of printing services, it is necessary to determine the intensity of relationships with customers:

IB = Zil% (1)
where 3 — the number of a company’s delivered orders, the quality of which have been assessed by a
stakeholder together with a printing company;

n — is the total number of orders.

The analysis of sales of the printing company has revealed that the intensity of the relationship with
stakeholders is expressed in the frequency and monetary equivalent of orders. The intensity of
relationships with stakeholders allows forming a client base and ensuring a stable demand. Thus,
strengthening relations with suppliers, for example, increases the competitiveness and loyalty of
stakeholders. The identified interdependence of factors allows determining the factors that characterize
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the competitiveness of a printing company, such as relationships with stakeholders that affect the
strategic position of the company.

The competitiveness and the efficiency of a printing company also depends on how effectively a
company uses the latest technologies, so such a factor as technical equipment of a company should be

taken into account. Technical equipment of a company can be calculated by the formula:
KBI‘I
Ke =70 )
where Kgr — is the number of the new technologies implemented by a printing company in the last year;

I, — the total number of a printing company equipment.
Comparing the indicators Iz and Kc, we can assess the capabilities of a printing company, using
the matrix shown in Fig. 1.

Intensity of the relationship
with a customer

High (0,5 < u <1) I v
Low (u<0,5) II 11
Low (0,5 <6) High (0,5 <6 <1) Level of technical

equipment
Fig. 1. Matrix for assessing the capabilities of a printing company

The capabilities of a printing company can be determined by the position in the quadrants of the
assessing matrix: |1 — the company has a significant advantage in the printing market, so to maintain

current level of competitiveness it is necessary to have active contacts with stakeholders; Il — it is
necessary to improve relations with stakeholders by introducing innovative technologies and invest into
the latest technical equipment; Il — a company should review the direction of its activities and order

appropriate printing equipment; IV — modern technical equipment allowed a company to reach the
current level of the quality of service. A company should initiate marketing activities that will attract
potential customers and improve its relationships with stakeholders. The usage of the matrix makes it
possible to position the printing company in accordance with the effectiveness of the customer-oriented
approach.

4. Conclusions

A printing company succeeds if it focuses on stakeholders, on the customers in particular, ensures a
high level of product quality and uses the latest management methods. Satisfaction of customer
requirements is the main task of modern printing companies in achieving their goals. Usage of perfect
technologies of relationships between a printing company and a stakeholders will ensure the
competitiveness, which is one of the crucial factors of the company success. The implementation of the
technology of the stakeholders-printing company relationship based on CRM-system in the company’s
technological process provides the competitive advantage. Therefore, we are planning to develop the
decision support system with the elements of CRM-system, which can be used to make informed
decisions about the cooperation of printing companies with stakeholders.
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