
Ministry of Education and Science of Ukraine
Poltava State Agrarian Academy

MANAGEMENT OF THE 21ST CENTURY: 

GLOBALIZATION CHALLENGES. ISSUE 2

Collective monograph

In edition I.Markina, Doctor of Economic Sciences, Professor 

Nemoros s.r.o.
Prague, 2019



Editorial Board:
Roman Rossi, Hon. Dr., President of the Eastern European Center of the 

Fundamental Researchers (EECFR), Prague, Czech Republic;
Valentyna Aranchii, Ph.D. in Economics, Professor, Rector, Poltava State 

Agrarian Academy, Poltava, Ukraine;
Yurii Safonov, Doctor of Sciences (Economic), Professor, Kyiv National 

Economic University named after Vadym Hetman, Kyiv, Ukraine;
Viktoriia Riashchenko, Dr.oec., Professor, ISMA University, Department of 

Management, Riga, Latvia;
Oksana Zhylinska, Doctor of Sciences (Economic), Professor, Taras Shevchenko 

National University of Kyiv, Kyiv, Ukraine;
Dmytro Diachkov, Ph.D. in Economics, Associate Professor, Poltava State 

Agrarian Academy, Poltava, Ukraine;
Diana Kucherenko, Ph.D. in Economics, Associate Professor, member of 

Academic Council of the Eastern European Center of the Fundamental Researchers, 
Science and Research Institute of Social and Economic Development, Kyiv, Ukraine;

Chief Editor:
Іryna Markina, Doctor of Sciences (Economic), Professor, Poltava State Agrarian 

Academy, Poltava, Ukraine;

Reviewers:
Csaba Lentner,  Prof. Dr., Full Professor, Head of the Public Finance Research 

Institute, Head of the Scientific Council of the Eastern European Center of the 
Fundamental Researchers, Hungary;

Mariana Petrova, DSc, Professor, St. Cyril and St. Methodius University of 
Veliko Tarnovo, Bulgaria;

Tetiana Lepeyko, Head of the subcommittee on specialty 073 «Management» 
scientific and methodological commission of the Ministry of Education and Science 
of Ukraine, Doctor of Sciences (Economics), Professor, Head of the Department 
of Management and Business, Simon Kuznets Kharkiv National University of 
Economics, Ukraine.



Recommended for publication by Academic Council of 
Poltava State Agrarian Academy 

(Protocol No. 23 dated 26 June 2019)

Recommended for publication by Academic Council of 
the Institute of education content modernization of 
the Ministry of Education and Science of Ukraine 

 (Protocol No. 6 dated 26 June, 2019)

Recommended for publication by Scientific Institution of 
the Information Systems Management University

 (Protocol No. 3-19 dated 17 June, 2019)

The monograph is prepared in the framework of research topics: «Macroeconomic Planning 
and Management of the Higher Education System of Ukraine: Philosophy and Methodology» 
(state registration number 0117U002531, Institute of education content modernization of 
the Ministry of Education and Science of Ukraine, Ukraine), «Management of the socio-
economic system in the context of national and global challenges» (state registration number 
0117U003102, Poltava State Agrarian Academy, Ukraine),  «Development and evaluation 
of organizational and economical aspects of Latvia’s innovative potentials at the micro and 
macro levels» (Protocol 3-19 of 17 June, 2019, Information Systems Management University, 
Latvia).

Any partial or entire reproduction, of this document should cite the source. Materials are 
printed in original languages. The authors are responsible for the statement, the content and 
reliability of the materials.

© Copyright by
Eastern European Center of the 

Fundamental Researchers,
Nemoros s.r.o.,

Rubna 716/24, 110 00, Prague 1

ISBN 978-611-01-1608-4

 Nemoros s.r.o.,
Rubna 716/24, 110 00, Prague 1

Czech Republic, 2019



6

CONTENT

PREFACE
PART 1. DEVELOPMENT OF MODERN PARADIGM OF MANAGEMENT 

IN UKRAINE GLOBALIZATION AND NATIONAL ASPECTS  

Markina I. The peculiarities of ensuring demographic security of the      
country . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                        10

Safonov Y., Borshch V. Basis for strategic management at healthcare 
enterprises. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                      17

Dehtjare Je., Ryaschenko V. Trends of social entrepreneurship. . . . . . . . .         23
Li Ting Ting, Mykhailov A., Zhang Hong Jun. The current situation of 

china’s foreign investment in the economy, existing management problems and 
countermeasures. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                 33

Тereshchenko S. Modeling of the process of resource risk minimization 
with consideration of transport expenditures in the field of foreign economic       
activity. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                         39

Opeoluwa O. Methodological managing principles of enterprise sustainable 
development. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                    46

Bilovska O. Factors affecting the competitiveness of the country. . . . . . . .        52
Diachkov D. Threats to information security: monitoring aspect . . . . . . . .        60
Kalnyi S. Implementation of eco-innovation management to achieve 

sustainable development goals. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                      65
Potapiuk I. The shadow economy aspect in the national security system. .  73
Fedirets O., Voron’ko-Nevidnycha T., Halych O. Inclusive development of 

the Ukrainian economy: strategic aspects. . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              79
Chernobay L., Yasinska T., Malibroda S. International labor migration as 

an instrument for ensuring the national economy competitiveness on the world 
market. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                         85

Varaksina E. The formation of food security mechanism as a main condition 
of the national economy stability. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                    92

Diukariev D. Outsourcing: history of development and practical      
application. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                      97

Mazilenko S. The importance of food safety policy in the structure of national 
security of Ukraine. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                              102

Tkachenko V. Organizational and economic reconditions of forming of the 
effective system of management of the universal security management . . . . .     107



7

PART 2.  MANAGEMENT OF MODERN SOCIO-ECONOMIC SYSTEMS A 
SECTORAL AND REGIONAL APPROACH

Pisarenko V.,  Pisarenko P., Pisarenko V, Gorb O. Directions of adaptation 
of agricultural market to the climate change. . . . . . . . . . . . . . . . . . . . . . . . . . .                           112

Marmul L., Kucherenko S. Marketing strategies of enhancing 
competitiveness of the enterprises of budget generating branches of the food 
sector. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                         118

Vaníčková R., Bílek S. Principles of transfer of european versus czech rights 
and obligations arising from labour relations. . . . . . . . . . . . . . . . . . . . . . . . . .                          125

Ihnatenko M., Levaieva L. Methodological principles of modeling and 
comparative evaluation of agricultural enterprises competitiveness . . . . . . . .        139

Tomilin O. Food security and the value of the vegetable crop in agroindustrial 
production. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                     144

Dorohan-Pysarenko L., Kononenko Zh., Yehorova O. Resource potential of 
the agrarian sector of economists as an object of scientific research. . . . . . . .        150

Dorofyeyev O., Martynienko M., Roi O. System approach in methodology of 
management of agrarian enterprises economic development. . . . . . . . . . . . . .              156

Ovcharuk O. Anti-crisis activities of agro-food sphereenterprises using 
programmed-target approach . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                      161

Aksyuk Ya. Integration of production mechanism of agricultural and grain 
processing enterprises. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                            167

Bolshakova Ye. Meat processing industry in ukraine: monitoring the state and 
trends in the development. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                         171

Kobchenko M. Economic levers improvement of rational land use of 
agricultural enterprises. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                           177

Lopushynska O., Klymenko V. State of development of the meat and milk 
processing industry in Ukraine. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                     183

Marchyshynets S. Methodological management instruments of innovation and 
investment development of regional enterprises. . . . . . . . . . . . . . . . . . . . . . . .                        188

Stetsenko M. The role of environmental management in the enterprises of the 
agricultural complex. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                             193

PART 3.  CURRENT NATIONAL AND GLOBAL FUNDAMENTALS OF 
SOCIAL AND ECONOMIC SYSTEMS’ DEVELOPMENT

Aranchii V., Golban T. Monetary flows in ensuring a stable condition of 
enterprise’s financial resources. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                     199

Makarenko Y., Makarenko P., Volkova N., Piliavskii V., Mohylat M. The 
formation of commodity credit limits for the borrowing enterprises. . . . . . . .        206

Sumets O., Kozyrieva O., Zoidze D. Grounds for the necessity of 
implementation and development of clinical research management . . . . . . . .        224



118

3. Buchinsky, I. E. (1970). Drought, dry weather, dust storms in Ukraine and the 
struggle with them. Kiev: Publishing house «Urozhaj», 234.

4. Grigoriv, Ya. (2019). Enchanted spring. Desert movement – prospects in the 
spring? Grain, 1(154), 71-76.

5. Izmailsky, A. A. (1937). How our steppe has dried up. Moscow-Leningrad: 
OGIZ-Sel’khozgiz, 81.

6. Ivashchenko, O. (2017). To share nowhere. The Ukrainian Farme, 74-76.
7. Miller, S. (2018). Climate change is already affecting agriculture. Agropolitics, 

4, 8-11.
8. Pisarenko, V. М., Antonets, A. S., Lukyanenko, G. V., Pisarenko, P. V. (2017). 

The system of organic agriculture of the agroecologist Semen Antony. Poltava, 124.
9. Pogosyan, H. P. (1959). General circulation of the atmosphere. Leningrad: 

Gimiz, 394.
10. Tarariko, Yu. O., Saydak, R. V., Soroka, Yu. V., Witwick, S. V. (2015). 

The zoning of the territory of Ukraine on the level of availability of hydrothermal 
resources and volumes of utilization of agricultural land reclamation. Kyiv: CP 
«Komprint», 62.

11. Academy of Sciences of the SSRI VASKHNIL (1973). Recommendations 
for combating drought in the regions of the south of the Ukrainian SSR, Approved 
by the scientific session of the January 31-February 3, 1973. Moscow: Kolos, 233.

12. Yasnolob, I. О., Pysarenko, V. M., Chayka, T. O., Gorb, O. O., Pestsova-
Svitalka O. S., Kononenko Zh. А., Pomaz, O. M. (2018). Ecologization of tillage 
methods with the aim of soil fertility improvement. Ukrainian Journal of Ecology, 
8(2), 280-286. DOI : 10.15421/2018_339 [ONLINE] Available at: http://ojs.mdpu.
org.ua/index.php/biol/article/ view/_339. [Accessed 11 June 2019].

MARKETING STRATEGIES OF ENHANCING
 COMPETITIVENESS OF THE ENTERPRISES OF 

BUDGET GENERATING BRANCHES OF THE FOOD SECTOR

Larisa Marmul,
Doctor of Sciences (Economics), Professor, 

Svitlana Kucherenko, 
Ph.D. in Economics, Associate Professor, 

Pereyaslav–Khmelnytsky Hryhoriy Skovoroda State Pedagogical University, 
Pereyaslav–Khmelnytsky, Ukraine

The technological level of business process in enterprises of budget generating 
branches and activities of the food sector cannot be permanently audited to radical 
changes due to traditional production and sustainability technologies. Similarly, the 
objective possibility of creating unique or newest food products does not always 



119

exist, and the whole assortment of finished products is practically mastered by the 
leading business entities. Therefore, it seems appropriate to consider providing 
reputation and establish close and well-established relationships with customers as 
mainstream competitive advantages for enterprises of budget generating branches 
of the food sector.

In determining this task, it is advisable to agree with the opinion of Markina I.A., 
Andryeyeva N.M., Golovchenko O.M. that it is important to establish the requirements of 
consumers to producers on properties, quality, cost and other competitive characteristics 
of their products [1, p. 153]. A set of expectations and needs of consumers can be 
presented as follows: consumers want peace and security; consumers are very grateful 
to those who can take care of their everyday problems that they themselves difficult to 
handle; many entities grow and prosper because they are more comfortable for their 
consumers; consumers want personal attention and communication; consumers want 
quality. Sometimes consumers want to be partners of the company; consumers want to 
be able to turn things or products that are not fully satisfied; consumers want to bring 
joy and pleasure; consumers want to live in an atmosphere of the relative predictability 
of businesses entities or consumer markets, services and products.

According to Aranchiy V.I. and Ihnatenko M.M., consumer’s expectations 
and demands form the reasons for the purchase, which include security reasons, 
affection, comfort, pride and novelty [2, p. 55]. The motive of security is determined 
by the businesses entities reputation, a sign of good’s quality, money back guarantee 
on the purchase. The attachment motive is formed by the quality of service, an 
effective system of discounts. The motive of comfort is determined, first of all, by 
the ease of operation, goods quality, and high-quality products. The motive of pride 
is determined by belonging to a certain social class and status, possession of rare 
things. The motive of novelty is formed the consumer’s desire to buy new goods.

The decision of numerous of the above aspects appears to ensure proximity to 
customers, establishing trust, personal relationships with customers, individualized 
marketing, satisfy and retain loyal customers. In practice, these trends, according 
to Marmul L.O. and Rusnak A.V., can be implemented through the development of 
branding tools, the improvement of the trade organization, brand and assortment 
policy, measures for the enterprise public mission formation and the industry as a 
whole [3, p. 269].

The essence of branding is to create long-term consumer advantage to the brand. 
The use of branding in a competitive environment caused by the need to distance 
themselves from competing products facilities management. The objective necessity 
of applying to brand on the market for food and other goods is explained by the 
fact that in each country’ region there are manufacturers who simultaneously try to 
enter the markets of neighboring regions and, at the same time, they are experiencing 
pressure on their domestic market by competing manufacturers from these regions. 
Forming a unified system of creation and distribution of advertising media is a part of 
branding. Its task is to determine the place of the trademark in the consumers’ minds.
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Thus, branding forms the psychological commitment of consumers to a particular 
brand of goods. The psychological commitment to trademarks is based on the fact 
that consumers have a limited ability to perceive and analyze marketing information. 
As «taking a decision on what to buy», apparently brain full of logical calculations 
considering all «for» and «against» compared with one another [4, p. 238]. 

Instead, people are exploring information about products and goods exclusively, 
and only then make decisions based on very large and general representations 
and their feelings about which product is best for them. These general ideas and 
sensations determine the degree of adherence to this or that brand. The pride of a 
stable brand is the loyalty of consumers; low vulnerability to competitive marketing 
activities and crises; higher profits; inelasticity with increasing prices; increase 
profitability and efficiency of marketing communications; additional opportunities 
to promote the brand.

The essential difference between a trademark and a brand (trademark) is that 
the trademark allows identification of the products of one or another manufacturer. 
While the perception of a trademark is accompanied by various associations, 
images, and expectations of consumers, which ultimately determine the consumer 
choice. According to Ihnatenko M.M., the development and perfection of branded 
trade in the market is the most reliable tool for the branding development and the 
formation of psychological commitment to the brand [5, p. 267]. Branded trade 
carries out two important organizational functions in modern conditions: firstly, it 
allows to fully control the channel of sales of products; and secondly, it provides a 
continuous flow of funds, improving the turnover and financial position of business 
entities and the industry as a whole.

In our opinion, branded trade can solve the problems of forming a psychological 
commitment to the trademark and satisfy consumer motives by using a high culture 
of service, offering the most diverse product ranges, the freshness of sold products, 
and tasting. The task of branded trade is to establish effective feedback from the 
consumer with the manufacturer on quality issues, prices, product ranges as well.

Along with the considered directions, the tools of general communication 
influence should be used to form the consumer’s commitment. This requires the 
constant presence of developed combinations of information broadcasting of 
institutional advertising in the product sales field. The objectives of the advertising 
information are to inform consumers of the new product arrival on the market, 
lower prices and the introduction of discounts system, lotteries, and raffles, etc.

The objectives of the speech advertising are the formation of the brand 
advantages, change the product perception properties, the conviction to make a 
purchase. Repeated advertising is intended to support product awareness and place of 
its purchase, maintain a commitment to the brand, recall the need to purchase goods 
in the near future. Institutional (prestigious) advertising should form and maintain 
a favorable image of the businesses entities, which affects the competitiveness of 
budget generating branches of the food sector.
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According to Romaniuk I.A. and Levayeva L.Yu., except of planned advertising 
campaign is necessary to implement a set of the following measures: firstly, the 
constant development of various forms of communication with consumers, for 
example, conducting consumer conferences, participating in exhibitions, fairs, 
seminars, holding tastings in the largest retail outlets, contact phones availability for 
direct communication of consumers on quality issues, the goods range of businesses 
entities and express claims [6, p. 48]. Secondly, it is important to promote the use 
of mass media to disseminate commercially sensitive information on products 
and businesses entities of budget generating branches of the food sector based 
on establishing a long-term mutually beneficial relationship with the heads and 
specialists of leading experts and media.

The proposed measures are able to create sustainable, long-term, trusting 
relationship between businesses entities and consumers in their systematic, consistent 
and regular use. They can provide the consumers psychological commitment to 
the manufacturer’ brand, improve the businesses entities reputation. They can also 
create significant competitive advantages and increase the products competitiveness, 
potential for enterprises of budget generating branches of the food sector.

However, considering the formation of businesses entities reputation, it seems 
necessary to highlight some aspects in more detail [7, p. 85]. The image components 
are organizational and managerial culture of businesses entities, internal social and 
psychological climate, image of businesses entities from consumers (quality, design, 
trademark popularity, service, discount system, price, corporate style), business 
image of industries (business reputation, honesty, reliability, loyalty to partners, 
information openness, business activity), social image (sponsorship, patronage, 
participation in solving environmental problems, employment, health care, 
assistance to specific individuals), and the image of industries for state structures 
(products importance for the region, participation in regional social programs, 
adherence to laws, jobs creation).

Positive image improves the competitiveness in the market by attracting 
customers and partners, as well as facilitating access to resources. In our opinion, the 
social image of budget generating branches of the food sector is also an important 
tool for consumer opinion forming, as information about facilitating industries to 
social programs will always have a response to domestic consumers. Thus, the 
development of these areas will strengthen the reputation of the businesses entities 
of budget generating branches of the food sector among consumers and the degree of 
their commitment. It should be noted that the consideration of the businesses entities 
image as a derivative of several components corresponds to the modern understanding 
of the marketing role in the market activities management of businesses entities and 
the allocation integrative function as the main function [8, p. 49].

Integration marketing pays special attention to the market actors, which affects the 
activities of businesses entities of budget generating branches of the food sector. The 
basic principle of classical marketing is market orientation, which in the framework 
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of integration marketing is interpreted not as customer orientation, but as a focus 
on all groups of influence: on staff, suppliers, sales partners, competitors. However, 
the ultimate effectiveness of marketing depends on the degree of integration of 
individual measures and the effectiveness of coordination between them.

In our opinion, this understanding of marketing confirms the validity of the 
chosen method of studying the competitiveness of businesses entities of budget 
generating branches of the food sector as a system of interdependent factors of 
competitiveness, as a system actually used in the management practice businesses 
entities competitiveness. In analyzing the competitiveness of a separate business 
entity and developing reasonable management decisions, it is necessary to use a wide 
set of indicators that characterize the effective activity of the business entities and it is 
an indicator of effective work and interaction of all units. This circumstance allowed 
us to develop a system of indicative management of the decisions system adoption to 
increase the competitiveness of budget generating branches of the food sector.

The proposed system combines a set of solutions that are both internal and external 
orientation action allows you to create an integrated approach to decision-making to 
ensure competitiveness as summarizing the characteristics of the businesses entities 
of budget generating branches of the food sector in the market and can be used as 
part of operational management and control. Sustainable competitiveness of the 
budget generating branches of the food sector will be ensured through the use of 
all the paths of certain organizational and economic principles and the formation 
of significant competitive advantages on the basis of the proposed set of methods. 

However, it should be noted that the development budget generating branches 
of the food sector as a whole is largely dependent on unregulated domestic facilities 
management tools impact factor - aggregate demand in the market [9, p. 141]. The 
elasticity of demand for population income and high potential demand suggest that 
increasing the consumers living standard will lead to an increase in aggregate demand 
and supply, will ensure the efficient operation of all production system elements, 
allowing them to develop within the cluster of competitive budget generating 
branches of food sector (the most sustainable form of economic interaction).

In modern conditions, there is a need to change the orientation and evaluation 
criteria for food products produced by agricultural enterprises belonging to the 
budget generating branches of the food sector. The competitiveness of any product 
can only be determined by comparison, and therefore it is a relative indicator. It 
is a characteristic of the goods, reflecting its difference from rival products on the 
degree of satisfaction of social needs competition. Competitiveness is determined 
by the combination of properties of these products, which are part of its quality 
and importance to consumers that determine consumer spending in the purchase, 
consumption (use) and waste products.

The competitiveness assessment of goods (services) of enterprises belonging to 
the budget generating branches of food sector begins with the research goal definition: 
if it is necessary to determine the product position in a number of similar, then it is 
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enough to conduct their direct comparison of the most important parameters; if the 
aim is to estimate the prospects of good sales in a particular market, the analysis of 
the information should be used, which includes information about products that will 
come to market in the future, and information about changing the current standards 
and legislation in the country, the dynamics of consumer demand as well [10, p. 189].

Regardless of the research purpose, the market research conditions are the basis 
of the competitiveness assessment, which should be conducted continuously, both 
before the new products development and during its implementation. The task is 
to distinguish the group of factors that influence the demand formation in a certain 
sector of the market: changes in the requirements of constant customers of products 
are considered; directions of similar developments are analyzed; areas of products 
possible use are considered; circle of regular customers is analyzed.

Long-term forecasting of market development takes a special place in its study. 
The products, which will be conducted by analysis or emerging requirements for 
future good, are selected on the market research basis and customer requirements. 
Next, the nomenclature of parameters is determined. The analysis should use the 
same criteria that the user operates when choosing a product. A comparison is 
made for each group of parameters shows how these parameters are similar to the 
corresponding option needs.

The competitiveness analysis begins with a normative parameters assessment. 
If at least one of them does not correspond to the level that is punished by norms 
and standards, then a further products competitiveness assessment is inappropriate, 
regardless of the comparison result on other parameters. At the same time, the excess 
of norms and standards and legislation cannot be considered as an advantage of 
products, because from the consumer’s point of view it is often useless and does not 
increase the consumer value. Exceptions may be cases where the buyer is interested in 
some exceeding the existing norms and standards, based on their rigidity in the future.

The results of competitiveness evaluation use to develop a conclusion about it; to 
choose the ways to optimally increase the product competitiveness to solve market 
problems as well [11, p. 85]. However, the fact of the product high competitiveness 
is only a necessary condition for the product implementation in the market at a given 
volume. It should also consider the forms and methods of maintenance, advertising, 
trade and political relations between countries and etc.

The following management decisions regarding the set of ways to increase it 
can be taken as a result of the products competitiveness assessment: the change 
in the composition, structure of materials (raw materials, semi-finished products), 
component parts or product design; change the order of product design; change in 
production technology, test methods, production quality control systems, storage, 
packaging, transportation, installation. An important direction is the changes in 
prices for products, services, maintenance and repair, spare parts; changes in the 
order of products on the market; changes in structure and size of investment in the 
development, production, and marketing.
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It is also important to change the incentive system of producers, change the 
products export and import structure by volume, types, channels of implementation. 
Overall, the strategy of improving food quality is an important part of the strategy to 
increase the enterprise’s competitiveness belonging to budget generating branches of 
the food sector. The objects of its forecasting for the future are indicators of quality 
and value of food products, inferior to similar indicators of competitors’ goods.
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