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Y cmammi posensioaembsCs numarHsl  nio-
BUWEHHSI  eqheKmUBHOCMI  aHMUKPU308020
YNpas/niHHs,  BUKOPUCMOBYHOYU — a0anmusHy
30amHicmb  MapkemuHay — WBUOKO peagy-
Bamu Ha PUHKOBY cumyayito, cmsoprosamu
nepcriekmusHi  NiONPUEMHUULKI  MOX/TUBOCMI.
Ha npuknadi KOHKpemHoi opeaHizayii rnoka-
3aHO, 5K 3anporoHoBaHUU W/IsIX eheKmuBHO20
repepo3nodiny pecypcis Moxe Hadamu MOX-
JIUBiCMb KEPIBHUYMBY BUBECMU CBOE MIOMPU-
€MCMBO 3 KpU308020 cmaHosuwa. /1 oyiHKu
repcriekmus  OKpeMux —cmpameaidHux 6i3-
Hec-00UHUYb BUKopucmaHo memod General
Electric (McKinsey). [ins Bu3Ha4eHHs1 rnepesiky
thakmopis, 3a AOMOMO20I0 SIKUX byde oyiHrBa-
mucsi npusabsusicms PUHKY U echekmusHiCmMb
6i3Hecy, nposedeHe eKcriepmHe OonumysaHHs!
3 BUKOPUCMaHHSIM  MputioMy —aHKemyBsaHHsI
«KkoHcmpykmop  /1.C.  LLIKonbHiKa».  3Hady-
wicms ¢hakmopig 3arnporoHoBaHO BU3HAYUMU
3a OoromMozor Memody iepapxil. Buxoodsdu
3 po3paxyHkis 3a memodom General Electric,
BU3HA4YeHO WO repcrieKmusHicmb  bi3Hecy
BUPOBHUYMBAa MOoBapis i3 depesuHU BUWa, HK
6ydisesibHO20 BUPOGHUYMBA. [lidnpuememsy
3arpornoHosaHo 81PoBaduMu cmpameaito po3-
WuUpeHHs1 bisHecy depesoobpobKu, a 07151 Ybo20
epepo3nodilumu HasiBHi pecypcu Ha Kopucmb
yiei CBO.

KntouoBi cnoBa: mapkemuHe, aHmukpu3sose
yripas/iHHS; cmpameaiyHa 6i3Hec-00UHUUST; eKC-
riepmHe onumysaHHsi; Memoad iepapxidi.

B cmambe paccmampusaemcsi 80Mpoc Mosbi-
WeHus1  aghghekmuBHOCMU  aHMUKPU3UCHO20
ynpas/eHusi, onupasicb Ha adarnmusHYo Crio-
COBHOCML MapKemuHaa — bbIcmpo  peaz2upo-
Bamb Ha PbIHOYHYIO cumyayuro, co3dasamb
repcriekmusHble NpeonpuHUMame/ibcKue B03-
MOXHOCMU. Ha rpumepe KoHkpemHoUl opa2aHu-
3ayuu noKasaHo, Kak npeosioXeHHbIU sapuaHm
3hhekmuBHO20  repepacrnpedesieHusi pecyp-
€08 MOXem 0amb BO3MOXHOCMb PyKOBOOCMBY
BblIBECMU CBOE MPeonpusimue U3 KPU3UCHO20
MosIOXeHUs1. [151 OyeHKU nepcriekmus omoe/ib-
HbIX cmpameauyeckux busHec-eOUHUY UCMo/Ib-
308aH Memoo General Electric (McKinsey).
[ns onpedenieHusi nepedHs ¢hakmopos, oue-
HUBAKWUX  pUB/IeKame/IbHOCMb — PbIHKa
U aghghekmusHocmb 6U3Heca, MPoBeOeH 3KC-
MepPMHbIU 0Npoc C UCMO/Ib308aHUEM npuema
aHKkemuposaHusi «koHcmpykmop J1.C. LLkosb-
HUKa». 3Ha4yumocmb (hakmopos NpPeosIOKEHO
onpedesnsimb C MOMOWbI0 Memoda uepapxudi.
Ucxoost uz pacyemos o memody General
Electric, onpede/sieHo, Ymo nepcreKkmusHoCmb
6usHeca mpou3sodcmsa mosapos U3 oepesa
BbilUE, YeM CMmpPOoUMesIbHO20 MPOU3BOACMBA.
Npednpusimuto MpeosIoKeHo BHEOPUMb cmpa-
meeuro pacwupeHusi 6usHeca depesoobpa-
60mku, a 0719 aIMo2o repepacnpedenums ume-
rowuecsi pecypchbi 8 no/b3y 0aHHol CBE.
KnioueBble cnoBa: MapkemuHe; aHmuKpu-
3UCHOe yripas/ieHue; cmpameauyeckas 6u3-
Hec-eduHuya; aKkcrnepmHbIl onpoc; Memoo
uepapxu.

Anti-crisis marketing is the search for hidden market opportunities that can be implemented very quickly. Marketing can find hidden market opportunities to
slow down and even stop the downturn. The purpose of the article is to develop and investigate the effectiveness of an anti-crisis marketing strategy in the
activity of a particular enterprise. To assess the prospects of strategic business units, the firm used the method of General Electric Corporation. It is proposed
to improve the "General Electric" approach using the hierarchy method to determine the significance of the indicators — the construction of the matrix of their
pairwise comparisons. An expert focus group of 8 people was created to identify the list of factors that were used to assess the attractiveness of the market
and business efficiency, consisting of company executives and independent marketing experts. In order to increase the objectivity of the expert opinion,
the interview was used "designer of L.S. Shkolnik". The essence of the approach is a two-step survey. At the first stage, experts form a list of factors, on
the second, determine their significance. Based on the conducted expert survey, they decided to assess the attractiveness of the construction market by
the following indicators: total market volume; the growth rate of the market; profitability; intensity of competition; availability of funding; material capacity; the
state's influence on this business. For the market of wood products: total market volume; the growth rate of the market; profitability; requirements for product
quality; terms of supply of raw materials. The effectiveness of both types of business was decided on the following characteristics: market share; the growth
rate of the market share; production quality; business reputation; production capacity; management efficiency; efficiency of material and technical supply;
design (architecture) of products (structures). Based on calculations by the method of General Electric, they determined: which business direction is more
promising. The strategies of expansion of this business are offered, and for this purpose to redistribute the available resources in favor of this SBU. At the
expense of the funds received from the reduction of certain types of construction production, the company can expand the more promising production of
wood products and win more attractive and prospective markets. As an example of a particular company, it is shown how the proposed way of effective
redistribution of investments will enable the management to withdraw its enterprise from the crisis situation.

Key words: marketing; crisis management; strategic business unit; expert survey; hierarchy method.

MoctaHoBKa npo6nemu. [ins 6iNbLOCTI Kpr3a —
ue npobnema, ane Ans MapKeTosoris — Le iHoAi crnpu-
SATNMBE cepefoBuLle, TOMY LLO BigKpuBaE M BEnKy
KINIbKICTb HOBUX MOX/IMBOCTEN. MapkeTonor Moxe
3anponoHyBaTu ifel, SKi He Tifibku BuBeayTb hipmy i3
KPW30BOr0 CTaHy, a 1 CTaHyTb OCHOBOK MaibyTHLOrO
3pocTaHHsA Bi3Hecy.

B aHTMKpn30BOMY Yynpas/iHHI BaX/1MBO Makcu-
Mi3yBaTu afanTuBHY 3AATHICTb MapKETUHTY — MOro
MOX/IMBICTb  LUBMAKO  «Mig/iallToByBaTMUCS»  Mig
30BHILLUHE cepefoBuLLe, L0 3MIHIOETLCA, | CTBOPIO-
BaTU NEePCNeKTUBHI NiANPUEMHULbLKI MOX/IMBOCTI AN
cTabinizauii abo HaBiTb MO/MIMWEHHST €KOHOMIYHOro

CTaHoBULLA NignpveMcTBa. MapKeTVHIOBUIA IHCTPY-
MeHTapili B nepiof Kpu3n A03BOMSE, NOpsaj i3 kKna-
CMYHOK aHTUKPM30BOHO NOBEAIHKOK oipMu, BUCYBATK
a/IbTEPHATUBHI BapiaHTU 1T PO3BUTKY.

AHTVKPU30BUIA MApPKETUHI — Lie NOLUYK npuxoBa-
HUX MOXJIMBOCTEW PUHKY, SKIi MOXHA OyXe LUBUAKO
peanizyBaTtu. Lii MOX/IMBOCTI € Ha ByAb-AKOMY PUHKY,
asie B 3BMYaliHMX ymoBax, Kosim Bce fobpe, ix irHopy-
10Tb. PO HasABHICTbL Takoro haktopa, K NPUXoBaHi
MOX/IMBOCTI PUWHKY, 3HalOTb MapKeTonorun. 3HaHHA
LbOro paktopa Hajae CrnpoMOXHOCTI, W06 YrnoBifb-
HUTW | HaBiTb 3YNWHUTU NAAIHHA CErMEHTY PUHKY
3arasioM abo TiNIbKK1 CBOTO L,i/IbOBOTO PUHKY.
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IHOPACTPYKTYPA PUHKY

AHania ocTaHHiIX pocnigpkeHb i nyoGnikauin.
Barato nposigHWX axiBuiB y cdepi MapKeTuHry
MPOMOHYHTb IHTEHCUMIKYBATN BUKOPUCTAHHS IHCTPY-
MEHTIB MapKeTUHry B ymoBax Kpu3u. Poy3 k. [4]
BBaXKaE, L0 Mg Yac Kpu3u GiNblUicTb Nogein nepe-
rNSal0Tb CBOI 3BUYKM, @ HAWYaCTILWe | CTUMb XUTTS.
Uepes 3HMKEHHS CBOIX AOXO/IB BOHU LIYKaloTh GinbLu
OOCTynHi ToBapu. Kpusa 3mitae 6ap’epu, siki B ymMO-
BaxX CTabiNIbHOCTI CTOSA/IN MK CNIOXMBAYEM | TOBApPOM.
C. Maliep akueHTye yBary Ha ToOMy, L0 B cUTyaujil, Wo
ckflanacs, rpamoTHa MapKeTUHroBa nosiiTuka MnoBu-
HHa 6yTuK crnpsAMoBaHa Ha (DOPMYyBaHHS iMiZXy CBOEI
NPOoAyKLUIl, Sika 6yae BiANOBiAATN 3anuTamM CnoXunBadis
i 3abe3neyvyBaTy 4OCTaTHIn NonuT [2, c. 5]. ArpecuBHi
KOMMaHii MoYMHaloTh «HACTynaTu» Ha PUHOK, TOOTO
BECTU Oiflbll aKTUBHY AiS/IbHICTL 3 PO3paxyHKy Ha
Te, WO 3HaYHa YacTuMHa KOHKYPEHTIB CKOPOTUTL CBOI
BUTpPaTV Ha NO3WLIOHYBaHHA CBOEI MpoAayKuii. BoHM
aKTMBHO BMKOPUCTOBYHOTb KpeaTtus [6, c. 3]. Taki KoM-
naHii BCiMa MOXJ/IMBUMW Cloco6amu CnpusitoTb Npu-
MHOXXEHHIO CBOro iH(hopMaL,iiHOro Nons 3 METOH Big-
TATHYTN Ha cebe NEBHWUIA BiACOTOK pUHKY. Crif Takox
3a3HauUNTK, WO CTpaTerisi «arpecuMBHOMO HacTymy»
BMMarae He TiflbkW 30aTHOCTI TV Ha BENINKUIA PU3KIK,
ane i peTesibHOr0 aHaslidy BacCHUX MOX/MBOCTEN
i BUBaxkeHo! aHanitukn [10]. ®. Kotnep Harosnowuye
Ha HeOoOXiAHOCTI NOCUNEHOr0 MapKETUHTY B KPU30BUX
yMoBax, Npuv LbOMY NOTPIGHO 3MiHIOBATU MapKeTWH-
roBy cTparerito Ta iHcTpymeHTu [10, c. 162-178].

OTxe, HeobXiAHO pPO3POBUTU aHTUKPU3OBY Map-
KETVHIOBY CTpaTerito, fka [03BO/IUTb YHUKHYTU
NMOMW/IOK, 3HU3UTU PU3UKM | BUKOPMCTOBYBATU MOX-
JINBOCTI, WO 3'ABUANCS, 415 NOLUYKY HOBMX KaHanis
30yTy, ONTMMI3aLil BUTPAT, BIAKPUTTS NEPCNEKTUBHNX
HanpaMiB, AKi 3a/iManInca HenoMiYeHMMKn 3a 4vacis
€KOHOMIYHOI CTabifIbHOCTI, Le i BU3Ha4yae akTyasb-
HICTb LIiET TEMMN.

MoctaHoBKa 3aBAaHHA. OQHaK HEe MOXHa po3-
pPoGUTN aHTUKPU3OBY MAaPKETUHIOBY CTpAaTerito, sika
6yne nigxoauTyu BCIM KOMMNaHiAM. BoHa 3a/1exuTb

Bif, cdoepn AiANbHOCTI, CTaHy PUHKY, po3Mipy Kommna-
Hil, JOXOAiB CnoxuBadiB, GIOMKETY Ta iH. ToMy MeTa
cTarTi — po3pobutn Ta [ocniguTn edqpeKkTUBHICTb
aHTVKPN30BOi MapKETUHIOBOI cTparterii B AiASIbHOCTI
KOHKPETHOro nignpuemMcTBa.

Buknap ocHOBHOro marepiany AocnigXeHHs.
AHani3ylun pPUHKOBE TMOJSIOXKEHHA KOMNaHii, npo-
FHO3YHOUM MOKa3HMKM 06CAry npofaxiB i [Aoxogis,
y AesKux cutyauisx goXoAATb BUCHOBKY, WO dipMa
3HaxoAMTbCA Y KpU3oBOMY CTaHi. [logibHa cuty-
auis cknanacs gns BMPOGHWYOro MignprvemcTea
«KBIM «fAcen» y 2018 poui. Ons BuBefeHHA dipMu
3 Kpu3uM MapketosiorM Kopriopawil  Hacamnepep,
MOBWHHI PO3INSHYTA MOX/IMBOCTI PO3BUTKY MOTOY-
HOro HasiBHOro nopTtdhens komnadii [8, c. 178-182].
CxemMa BU3HAYEHHS HOBUX MOX/IMBOCTEN IHTEHCUB-
HOro 3pOCTaHHA cTpaTeriyHux 6i3Hec-o04MHULL KOM-
naHii — matpuusa  «IMpoayKT/PO3LLMPEHHS  PUHKY»
(puc. 1.) 6yna 3anponoHoBaHa |. AHcodhhom.

Ha nepLuomy etani npouecy MapKeTMHroBoi aHa-
nitukn ans «KBI «HAceH» OUiHEHO MOX/IMBOCTI pea-
nizauji cTpaTerii IHTEHCUBHOIO 3pOCTaHHA AN OKpe-
MuX 6i3Hec-oguHMLb koMnaHii (CBO). Ans Bignosigi
Ha Ue MuMTaHHA NPOBEAEHO OLIHKY cTpaTeriyHoro
NOJMIOXEHHSA Pi3HUX rpyn ToBapiB «KBI1 «AceH» ansa
BM3HAYEHHS HalinepcnekTUBHIWNX i3 HUX. Ha OCHOBI
NpoBeAeHOro aHaslisy BU3HaAYeHO, SIKUIA Hanpsm 6i3-
Hecy 6inbll NepcrnekTUBHUIA, KOTPWIA BapTo pPO3BYU-
BaTW, a sIKMiIA cCKopoUyBaTy abo NikBigyBaTu.

«KBIM «HAceHn» y 2018 poui peanidysaB: 6yai-
BE/NbHOT NPOAYKLUii Ha cymy 4222,0 TUC. TpH.; Aepe-
BWHW | TOBapIiB 3 gepeBa — Ha cymy 4600,8 Tuc. rpH.
[na ouiHkn 6yno BUKOPUCTAHO METOZ Kopriopauii
«General Electric» [8, ¢c. 77-82]. General Electric po3-
pobuna Mogenb, sika 6 OuiHBasla CTAHOBULLIE KOX-
HOI cTpaTeriyHoi 6i3Hec-oAMHUL RipMK, LLLO BUMYCKaE
OKpemuii ToBap, Y KaTeropisix puUHKOBOI npuBabnu-
BOCTI Ta epekTuBHOCTI Gi3Hecy, BMXOAsYM 3 TOrO
TBEPOPKEHHS, WO i CU/IbHWIA Gi3HEC Ha HenpuBabnu-
BOMY PWHKY, | cnabkuii Ha NnpuBab/MBOMY OLHAKOBO

HasBHa nmpoaykiis Hogi ToBapu
5
=
5 1. Crpareris 3. Crpareris
‘g NPOHMKHEHHS HA CTBOPEHHSI HOBOI
g PHHOK NPoayKIii
)
5
= 2. Crpareris
= e 4. Ctpareris
= MOIIYKY HOBHX .
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T

Puc. 1. Ctparerii iHTEHCMBHOIO 3pOCTaHHA
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ManoehekTVBHI. YcnilwHnM Byae Tinbkn epekTUBHUIA
6i3Hec Ha npuBabMBOMY pUHKY. CTyniHb NpnBa6u-
BOCTi PUHKY 1 eDeKTUBHOCTI 6i3HECY BU3HAYAETbLCSA
3a M'ATNbasIbHOK cucTemMoro (puc. 2).

[ns BU3HAYEHHA nepesiky YMHHUKIB, 3a 4ONOMO-
row AKMX 6yge ouiHBaTUCA NpPUMBabNUBICTL PUHKY
N edpekTuBHICTb 6idHecy CBO «KBIM «fceH» byna
CTBOPEHa ekcrnepTHa (hoKyc-rpyna YUCEeNbHICTHO
8 ocib, Wo cknaganacsa 3 KepiBHUKIB NignpuemcTsa
Ta He3a/IeXHNX EKCNEPTIB 3 MapKETUHTY.

[ns nigBuLLEHHS 06’EKTUBHOCTI OLiHKM AYMKMN €KC-
nepTis 6yB BUKOPUCTAHWIA NPUAOM ONUTYBAHHS «KOH-
cTpykTop J1.C. LKoNbHika». Liei npuiiom Ha3BaHWiA no
iMeHi ncuxonora JleoHiga CemeHoBuya LLKkoNbHika.
CyTHICTb nigxoAQy nonsirae B ABOETAnHOMY OMUTY-
BaHHi. Ha nepLuomy etani ekcnepty QOpMyHOTh nepe-
NiK dpakTopis, Ha APYroMy — apKyLl nanepy, Ha ssikomy
3anuncaHi haktopu, po3pizaroTb i Ha CMYXXKW. Ha KoX-
Hii cMyXLUi — oauH hakTop. MoTiM ekcnepTiB NPOcATb
PO3K/IACTM Lji YAHHMKN 3@ 3HAYYLLICTHO 3 TX Norsay.

Brxogsum 3 nNpoBeAEeHOr0 eKCrepTHOro OnuTy-
BaHHS, BUPILUMAN NPOBECTU OLiHIOBaHHA npuBabnu-
BOCTI OyAiBE/bHOIO PUHKY 3a TakvMK NMOKa3HUKamu,
AK: 3ara/IbHUIN 06CAT PUHKY; TEMMW POCTY PUHKY; NpU-
OYTKOBICTb; IHTEHCUBHICTb KOHKYPEHLIT; HasABHICTb
(hiHaHCyBaHHSA; MaTepia/IOEMHICTb; BMNVB AepXasu
Ha Lei Gi3Hec.

[Nns puHKy TOBapiB 3 AEePEBUHN: 3arasibHUI 06CAr
PVHKY; TEMMU POCTY PUHKY; NPUOYTKOBICTb; BUMOTU
[0 SIKOCTi BMpOGIB; YyMOBWM MNOCTayaHb CUPOBUHMN.
EdekTnBHICTb 060X BUAiB Oi3Hecy BuMpIiLLUAK OLi-
HIOBaTK 3a TakMMW XapakTepucTukamu, fK: JacTka
PUHKY; TEMN POCTY YaCTKM PUHKY; SKICTb MPOAYKLUIT;
penyTauis 6i3Hecy; BUPOOHMYI NOTYXXHOCTI; edhekTunB-
HICTb MEHEeMKMEHTY; edIEKTMBHICTb MaTepiasibHO-
TEXHIYHOro nocTavaHHs; An3aliH (apxiTekTypa) BUpo-
6iB (cnopya). OuiHKa 3a N'ATMGaNIbHOK CUCTEMOIO
MOKa3HWKIB, L0 XapakTepu3ylTb MpuBabnnBICTb
pUHKY i edheKkTUBHICTb Gi3Hecy, 3aHeceHa B rpady
3 Tabnuup 3 Ta 6.

MponoHyemo BAoOCKoHanUTW nigxia —«General
Electric» BUKOpUCTaHHSIM METOAY iepapXili Ans BU3Ha-
YeHHS 3HaUMMOCTI 06PaHNX MNOKa3HUKIB — NOBYA0BOKD
MaTpuLi X nonapHMX NOpiBHAHL (Tabnuui 1, 2, 4, 5).

Bnbip cTparterii po3BuUTKy OKpemux 6i3Hec-oau-
HULb «KBIT «fceH» 3AiACHIEMO Ha OCHOBI OLLHKK
npMBabNNBOCTI PUHKY 1 €DEKTUBHOCTI GI3HECY KOX-
HOT 3 HUX (puc. 3).

Buxogsaum 3 pospaxyHkiB 3a meTogom General
Electric, MOXHa AiiTV BUCHOBKY, L0 NEPCMNEKTUBHICTb
6i3Hecy BMpOOHMLTBa TOBapIiB i3 AEpeBUHU BULLA,
HX OyaiBenbHOro BUpOOHUUTBA. To6TO MiANpPUEM-
CTBO NOBWHHO 3BEPHYTU OiflbLLy yBary Ha po3BUTOK
6i3Hecy AepeBo0bpobkn. Hacamnepeq niagnpuemcTBy

EdektuBHicTh 013HECY
Husbka Cepenns Bucoka
Bubipkose IaBecTumii y 3axuieHa
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S BHPOOHHMIITBA | BUPOOHUIITBA

[aa]
e =~ Ob6MexeHe Bubipkose Bubipkose
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a “ | posmupeHHs PO3MIUpPEHHS PO3MIUpPEHHS
Ve R .
H =t a00 «30upaHHs | a00 yIpaBIiHHS PHHKY
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= 53 BPOXKAIO» TMOXiTHICTIO
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E Ha MIIBUIICHHS

3 JIOXITHOCTI
1,0 2,33 3,67 5,0

Puc. 2. Bubip ctparerii 3a metogom General Electric
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Tabnmya 1
BusHauyeHHs1 3Ha4yLWOCTi NOKa3HUKIB NpUBa6nnBOCTi OyAiBe/IbHOIO PUHKY
: J 1 2 3 4 5 6 7 ,Zl g,
1 3 2 3 2 3 3 16 0,19
2 1 1 2 1 3 3 11 0,13
3 2 3 3 2 3 3 16 0,19
4 1 2 1 2 3 2 11 0,13
5 2 3 2 2 3 3 15 0,18
6 1 1 1 1 1 2 7 0,08
7 1 1 1 2 1 2 8 0,10
Pasom : 84
Tabnmua 2
BusHaueHHs 3Ha4YyLOCTi NOKa3HUKIB edheKTUBHOCTI GyAiiBeNbHOro GisHecy
: I 2 3 4 5 6 7 8 ]Zl g,
1 2 3 3 3 3 3 3 20 0,18
2 2 2 3 2 2 3 3 17 0,15
3 1 2 2 2 1 3 2 13 0,12
4 1 1 2 1 1 2 2 10 0,09
5 1 2 2 3 2 3 2 15 0,13
6 1 2 3 3 2 3 3 17 0,15
7 1 1 1 2 1 1 1 8 0,07
8 1 1 2 2 2 1 3 12 0,11
Pa3om : 112
Tabnmya 3
OuiHKa NpuBaGNMBOCTI PUHKY /i ePeKTUBHOCTI GyAiBenbHOro GisHecy
dakTopM | 3HauyuyicTb chakTopa | Oujnka B 6anax | LLiHHiCTb
MpuBabnnBICTb PUHKY
1. 3arasibHuil 06’eM PUHKY 0,19 3 0,57
2. Temnu pocTy puHKY 0,13 5 0,65
3. MpunbyTKOBICTb 0,19 3 0,57
4. [HTEHCMBHICTb KOHKYPEHLT 0,13 2 0,26
5. HasBHICTb hiHaHCyBaHHS 0,18 2 0,36
6. MarepialoEMHICTb 0,08 3 0,24
7. Bnnve gepxasu 0,10 3 0,3
Pazowm : 1 2,95
EcheKTUBHICTb 6i3Hecy
1. flonsa puHKY 0,18 1 0,18
2. Temnu pocTy Aoni PUHKY 0,15 1 0,15
3. AkicTb 6yaiBesibHOT NPOAYKLiT 0,12 4 0,48
4. PenyTauis KBIMT «HAceH» 0,09 2 0,18
5. Bupo6HuMya noTyxHICTb 0,13 2 0,26
6. EQQeKTUBHICTb ynpas/liHHA 0,15 4 0,60
7. EdpektunBHiCTb MT3 0,07 5 0,35
8. ApxiTekTypa 0,11 2 0,22
Pasowm : 2,42
Tabnuuya 4
Bu3HaueHHs 3Ha4YyLWOCTi NOKa3HUKIB NPUBaGINBOCTI PUHKY TOBapiB 3 AePeBUHU
: ) 1 2 3 4 5 ; 9
1 2 2 3 3 10 0,25
2 2 1 3 3 9 0,23
3 2 3 3 3 11 0,28
4 1 1 1 2 5 0,13
5 1 1 1 2 5 0,13
Pasom: 40
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Tabnuusa 5
BusHauyeHHA 3HauyLWOCTi NOKa3HUKIB e(heKTUBHOCTI Gi3Hecy fepeBO0OPOGKMU
: I 2 3 4 5 6 7 8 ,zl g,
1 2 2 3 2 2 3 3 17 0,15
2 2 2 3 1 2 3 3 16 0,14
3 2 2 2 2 2 3 2 15 0,13
4 1 1 2 1 1 2 2 10 0,09
5 2 3 2 3 1 2 2 15 0,13
6 2 2 2 3 3 3 3 18 0,16
7 1 1 1 2 2 1 2 10 0,09
8 1 1 2 2 2 1 2 11 0,09
Pasowm: 112
Tabnuua 6
OuiHKa etheKTUBHOCTI PUHKY Ta NPMBaGnMBOCTI GisHecy ToBapiB i3 AepeBUHU
dakTopu | 3HaummicTb cpaktopa |  OujHka B Ganax | LliHHiCTb
MpuBabnBICTb PUHKY
1. 3arasibHuiA 06¢Ar PUHKY 0,25 4 1
2. Temnu pocTy puHKY 0,23 3 0,69
3. MpnbyTKOBICTb 0,28 4 1,12
4. IHTEHCUBHICTb KOHKYPEHLT 0,13 3 0,39
5. Bnnue gepxasu 0,13 2 0,26
Pa3om: 3,46
EdekTuBHIiCTb 6i3Hecy
1. YacTtka puHKy 0,15 3 0,45
2. TeMnu pocTy YacTKN PUHKY 0,14 3 0,42
3. AKicTb 6yAiBenbHOT NPOAYKLUT 0,13 4 0,52
4. PenyTauis KBIM «AceH» 0,09 4 0,36
5. Bupo6HMya NoTyXHiCTb 0,13 5 0,65
6. EQDeKTUBHICTb MEHEKMEHTY 0,16 4 0,64
7. EdpekTnBHICTE MTT1 0,09 4 0,36
8. [nzaiiH 0,09 4 0,36
Paszom: 3,76
E¢exTuBHicTh 0izHecy
Husbka Cepenns Bucoxa

5,0

&

Cepennss Bucoka
3,67

IIpuBadauBicTHL PUHKY
2,33

Huzbka
1,0

r
(=]

2,33 3,67 50

Puc. 3. OuiHka nepcnektuBHocTi CBO «KBI1 «fceH» 3a metogom General Electric

239




IHOPACTPYKTYPA PUHKY

HeoOXiAHO BNPOBAAMTU CTpaTerito  PO3LUNPEHHS
LbOro 6i3Hecy, a A/1a UbOoro Nepepo3nofiiMT HasBHI
pecypcu Ha kopucTb Ljel CBO.

Crpareria NPOHWKHEHHA Ha PUHOK. Bigomi Tpw
OCHOBHUX METOAM PO3LUMPEHHS PUHKOBOTO CErMeHTy
kKomnaHii. [o-nepwwe, cnoxusadi npogykuii «KBI1
«FceH» nig BMN/IMBOM peknamMu MOXYTb 36iNbLINTY
06cArn nokynok. [Ansi ubOro HeooXigHO 3po6uTK
NepeKoH/IMBILLMM PO3'ACHEHHS CMOXMBavyam nepe-
Bar npopykuii nignpuemctea. [lMo-gpyre, KomnaHis
Ma€E MOX/IMBICTb «MEePEXONUTU» KNIEHTYPY KOHKYPEH-
TiB, SKLLO 3HAAe Cepiio3Hi HedoMikn y X NpoayKuii
Y/ MapKETUHIOBUX Mporpamax. | no-TpeTte, KoMnaHis
Morna 6 3a/1ly4nMTn HOBUX CNOXUBAUIB, SKi MOKU L0 He
KopucTarTbes 1T npoaykuieto (puc. 4).

TakoX MOXAVBUMY LUMSIXaMU €  PO3LUMPEHHS
acoOpTUMEHTY TOBapiB Ta NOC/yr y Mexax Lboro 6i3-
Hecy, a came:

1) lMNowyk MOX/IMBOCTEN NpoJaxy BiAXOAiB Aepe-
BOOOPOGHOrO BMPOOGHULTBA TMPCU, CTPYXKU, KOpW,
TOLLO CnoXuBayam, SKMMU MOXyTb BYTH CiflbCbKOroc-
nogapcbki nignpruemcTsa, hapdopoBi 3aBoau Ta iH.

2) HapaHHS nocnyr HaceneHHo 3 po3nutoBaHHA
[epeBUHWN, KOHCYNbTaLil, BUKOHAHHS OKPEMUX BUAIB
POGIT, PEMOHT AepeB’sTHUX BUPOOIB.

3) OpeHpa pobounx micub abo o0bnagHaHHA.

Taki npono3uuii He NOTPebyTh Big, NigNPUEMCTBaA
MPaKTUYHO HISIKUX IHBECTULi/, ane 34aTHi NpUHEeCTH
[0[aTKoBuiA NPUBYTOK.

Crpareria nowyky HOBUX PpuHKiB. [lo-nepLue,
KBIM «fAceH» mMoxe cnpobyBaTv BU3HAUUTK Tpynu
NOTEHLiiHMX CNOXMBAYIB y perioHax, Ae NpoAaeTbCs
Moro npoaykuisi. Ak il OCHOBHWIA CNOXKBaY — Hace-
NEeHHs1, KOMNaHil BapTo cnpobyBaTy BUNTU Ha PUHOK
nignpuemcts. Mo-gpyre, «KBIM «HAceH» mMoxe CTBO-
puUTW [O4AaTKOBI KaHasv posnoginy. Akwo nignpu-
€MCTBO MpoJaBasio CBOK MNPOAYKLI Ti/ibki yYepes

ANCTpUG’I0TOpPIB, BOHO MOrNo 6 nepertyn Ha npsAMi
3B'A3KN 3 po3apibHoo Toprieneto. Mo-TpeTe, SKLWO
«KBIM «AceH» peanizoByBasio NPoAyKLil0 BUHATKOBO
B MexXax 06/1acTi, BOHO MOXe Mnoyartu nocradyaHHs
CBOIX TOBapIB B iHLLI PErioHN.

CTpareria CTBOpPeHHs HOBOI npoaykuii. Ha goga-
TOK [0 cTparteriii NoLwyKy i NPOHWKHEHHSI Ha PUHKM
MapKeTOsI0r1 NOBUHHI PO3ISHYTU NEPCMNEKTNBU PO3-
pobnieHHs HOBOI Npoaykuii. MignpnemcTso Mornio 6
3a/lyunTn HBECTULii Ta po3noyat¥ BUPOOGHULTBO
NamiHOBaHOI NJIMTU | B CBOKO 4Yepry i3 Hel BUIOTOB-
NATU KYXOHHI Mebni Ta HagasaTun nocnyru 3 ix nepe-
BE3EHHS Ta 36MpaHHs.

3anponoHoBaHi cTpaTeril po3LWMPEHHSA TOBApHOro
noptdoens NoTpedyoTb NOPIBHSAHO HE3HAYHMX iHBEC-
TWUiA, NPOTe [03BO/IATL Y HANGAMXKYI 2 POKM 36isTb-
LWnTK 06csrn 36yTy ao 30%.

Ane BMHWKAE Take NUTaHHA: Ae 3HaNTW KoWTn 4Ns
iHBECTULIN? Lle MoXHa 3p0obUTK 3a paxyHOK CKOpO-
YeHHS1 yM obepexHoi NikeBigauil 6e3nepcneKkTUBHNUX
BUPOOGHULUTB AN TOro, Wo6 BUBISIbHUTU HEOOXiaHi
pecypcu i 3HU3UTK BUTPATK KOMMaHii. TuM GinbLue Wwo
XPOHIYHO «XBOpWUit» BGi3HEC BMMAarae HenponopuinHo
BE/IMKOI yBarm 3 60Ky MapkeTosnoris. Ha npuknagi
«KBIM «ficeH» MOXHa ckasatu, L0 pPerioHasIbHWi
PYHOK BYAIBHULTBA 415 LbOro NignpruemcTBa 3aHaTo
KOHKYPEHTHWIA, TOMY LLIO Ha HbOMY NPUCYTHI KPYMHi Ta
JIiEeBI NigNpYeEMCTBa, SKi Maike He JarTb MOX/IMBOCTI
npautoBat HeBesMkMM pipmam. BUHVKaE NUTaHHSA:
HaBILL,O BMTpayaTy Yyac Ta iHBeCTuuji Ha 6e3nepcnek-
TUBHE BUPOBHULTBO? 3a paxyHOK OTPYMaHMX KOLUTIB
Bi, CKOPOYEHHSI OKpeMmux BMAIB OyaiBeNbHOro BUpPO6-
H1uTBa «KBI «AceH» Moxe po3LumproBaTn nepcrek-
TUBHILLE BUPOBGHMLTBO TOBapIB i3 AEPEBMHN i 3aBOIA-
oByBatu GiNbLL NPMBAGMUBI | NEPCNEKTVBHI PUHKN.

BUCHOBKM 3 NPOBEAEHOIO0 AOCNIMKEHHS.
7K nokasaB aHani3 TEOPETUYHUX AOC/IAKEHb POGIT

HasiBHa mipoayKitist
Hogi ToBapu

- 1.Peknama 1. BupoOGHHUIITBO
= 2 IlinBuiieHHs JIAaMIHOBAHOT IJIUTHU
= .
g SIKOCTI
g 3.3amy4eHHs HOBUX
E» CIIOXKUBAUiB
=
Q
L

1.Po3mmpenns 1.BuroroBneHHs
5 PHHKIB 30yTy HapKeTy
= 2.TicHa cmiBmpars 3 | 2.Viiagka mapkery
& PO3apiOHOIO 3.Hosa cepa
§ TOPIiBJIEIO JUSUIBHOCTI

Puc. 4. 3acTocyBaHHA cTparerii iHTEHCMBHOTIO 3pocTaHHA Ha npuknagi «KBIM «AceH»
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B EKOHOMIKA TA YIPABJIIHHA M AMPUEMCTBAMUN

BITUM3HAHNX Ta 3apybikKHMX aBTOpIB, e(eKTUBHUM
MeXaHi3MOM aHTUKPWU30BOro Ynpas/iHHA MOBMHEH
cTatm MapkeTuHr. /loro 3aBaaHHs nonsra€ B TOMy,
Wo6 cnpuiimaTty yaapu i WBUAKO i THYYKO NPUCTOCO-
BYBaTUCS 10 HOBOIO PO3BUTKY MOAIM | HOBUX MOX/TN-
BOCTEN. [/19 OLiHK/ NEepCneKkTMB OKPeMUX cTpaTeriy-
HUX Gi3HeCc-oAMHULb 3arnpornoHOBaHO BUKOPUCTaHHSA
maTpuui General Electric (McKinsey). Metog General
Electric nepegb6ayae, Wo po3p0o6OHMKN CTpaTeriyHoro
NAaHy BU3HAYarTb YNHHMKM OLLIHKM Ta iX 3HAYYLLICTb,
BMXOAAYM 3 OCOOAMBOCTEN PUHKY i crneuudikn 6is-
Hecy. [J/19 BU3HaYeHHA nepeniky cakTopis, 3a Aomno-
MOTO0 SIKMX Byzie OLiHIOBATUCA NPUBAG/MBICTb PUHKY
N edeKkTUBHICTb Gi3Hecy, y pob6OTi 3anponoHOBaHO
eKcrnepTHe OMUTYBaHHA 3 BUKOPWUCTaHHAM Npuitomy
aHKeTyBaHHA «KOHCTpykTOop J1.C. LUKoNnbHika». 3Ha-
yyLlicTb (hakTopiB 3anporoHOBaHO BU3HAUUTU 3a
[ONOMOrol MeToay iepapxiii.

Buxogaum 3 npoBefeHOro aHasisy puHKOBOT CUTY-
auji, NPONOHYETLCS HaMbiNbL [OUINbHWIA Nepepos-
noAin pecypcis opraHisauii. Ha npuknagi KOHKpeT-
HOro MiANPUYEMCTBA NOKa3aHo, K 3anpOroHOBaHWUI
LWISX ePEKTMBHOIO NEPepo3noaisy iHBECTUL, AacTb
3Mory KepiBHMLTBY «KBI1 «HAceH» BUBECTW CBOE Mif-
NMPUEMCTBO 3 KPM30BOIO CTAHOBMLLA.
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MARKETING AS A MEANS OF CRISIS MANAGEMENT

The purpose of the article. The urgency of the theme of the article is that the search for means of counter-
acting crisis phenomena is a problem for any organization, regardless of the branch of economy. Anti-crisis mar-
keting is the search for hidden market opportunities that can be implemented very quickly. Marketing can find
hidden market opportunities to slow down and even stop the downturn. The purpose of the article is to develop
and investigate the effectiveness of an anti-crisis marketing strategy in the activity of a particular enterprise.

Methodology. To assess the prospects of strategic business units, the firm used the method of General
Electric Corporation. It is proposed to improve the "General Electric" approach using the hierarchy method to
determine the significance of the indicators - the construction of the matrix of their pairwise comparisons.

An expert focus group of 8 people was created to identify the list of factors that were used to assess the
attractiveness of the market and business efficiency, consisting of company executives and independent mar-
keting experts. In order to increase the objectivity of the expert opinion, the interview was used "designer of
L.S. Shkolnik". The essence of the approach is a two-step survey. At the first stage, experts form a list of fac-
tors, on the second, determine their significance.

Based on the conducted expert survey, they decided to assess the attractiveness of the construction mar-
ket by the following indicators: total market volume; the growth rate of the market; profitability; intensity of
competition; availability of funding; material capacity; the state's influence on this business.

For the market of wood products: total market volume; the growth rate of the market; profitability; require-
ments for product quality; terms of supply of raw materials. The effectiveness of both types of business was
decided on the following characteristics: market share; the growth rate of the market share; production quality;
business reputation; production capacity; management efficiency; efficiency of material and technical supply;
design (architecture) of products (structures).

Results. Based on calculations by the method of General Electric, they determined: which business direc-
tion is more promising. The strategies of expansion of this business are offered, and for this purpose to
redistribute the available resources in favor of this SBU. The most expedient directions of growth are selected
by expanding the market segment of the company due to increased advertising, "interception" of custom-
ers' competitors, attracting new consumers. Also offered is an expansion of the range of goods and services
within the framework of this business, namely: the search for opportunities for the sale of waste woodworking
sawdust, shavings, bark, etc .; providing services to the population for sawing timber, consulting, performing
certain types of work, repairing wooden products, renting workplaces or equipment. Such offers do not require
an enterprise, practically, no investments, but they can bring additional profit.

In addition to strategies market penetration, prospects for the development of new products are consid-
ered. An enterprise could attract investments and start production of a laminated slab and, in its turn, produce
kitchen furniture from it and provide services for their transportation and assembly.

The proposed strategies for expansion of the commodity portfolio require relatively small investments, but
will allow in the next 2 years to increase sales to 30%. Funds for investments can be obtained by reducing or
cautiously eliminating hopeless productions in order to free up the necessary resources and reduce costs for
the company. At the expense of the funds received from the reduction of certain types of construction produc-
tion, the company can expand the more promising production of wood products and win more attractive and
prospective markets.

Practical implications. Based on the analysis of the market situation, the most appropriate redistribu-
tion of resources of the organization is proposed. As an example of a particular company, it is shown how the
proposed way of effective redistribution of investments will enable the management to withdraw its enterprise
from the crisis situation.

Valueloriginality. To increase the objectivity of the expert survey, the method of questioning was used
"designer of L.S. Shkolnik". The essence of the approach is a two-step survey. At the first stage, experts form
the list of factors, on the second - determine their significance. It is proposed to improve the "General Electric"
approach using the hierarchy method to determine the significance of the indicators — the construction of the
matrix of their pairwise comparisons.
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