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®OPMYBAHHA MAPKETI/IHFOBQ:I CTPATEITI AHTUKPU3OBOTO YIIPABAIHHSA
IIIAIIPUEMCTBOM: TEXHOAOTTIL, IHCTPYMEHTH, MOAEAI

The article deals with anti-crisis management that encompasses all aspects and functional areas of enterprise activity. Anti-
crisis management is interpreted as a system of measures intended to prevent, mitigate, or overcome crises that jeopardize the
stability of enterprise functioning. Marketing is seen as part of the anti-crisis management system due to its multifunctionality in
terms of implementing a set of marketing measures and solutions aimed at stabilizing and adapting the enterprise activity during
a crisis in order to minimize its negative consequences and ensure the survival and strategic development of business. It was
substantiated that the marketing strategy of anti-crisis management is aimed at maintaining competitiveness, retaining customers,
and searching for new opportunities for strategic development, i.e., it involves the interaction of an enterprise as a business entity
with the market and consumers.

The mechanisms of creating a marketing strategy for anti-crisis management through the consistent implementation of
seven key stages were substantiated. The stages include diagnostics of the marketing environment, setting the goals of anti-crisis
management, market segmentation and identification of target audience, creation ofa marketingstrategy, planning of marketing
activities, selection of marketing tools, implementation and control, strategy execution, evaluation of results and improvement.
Each stage facilitates gradual adaptation to crisis settings, ensures enhanced effectiveness of enterprise perfomance and helps
maintain its competitive ability.

Contemporary approaches to creating a marketing strategy intended to maintain competitive ability and attract customers
in challenging times were generalized. It was emphasized that effective technologies used to improve the marketing strategy for
anti-crisis managementinclude marketing digitalization, customer-oriented approach and service improvement, anti-crisis price
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setting and flexible payment options, communication with customers and their support, partnership and cooperation, innovation
and technology, and raising the level of corporate social responsibility (CSR). The following anti-crisis management technologies
were singled out: emergency planning, building up financial reserve and insurance, and training staff in the fundamentals of anti-
crisis management.

B craTTi aHTMRpU3OBe yIIpaBAiHHS, OXOIAIOIOYM YCix acnieKTH i PyHKIIiOHaABHI chepH AISIABHOCTI MIATIPUEMCTBA, PO3TASAAETHCS
SIK CCTeMa 33X OAIB, CIPSIMOBAHMX HA IIONEPeAKeHHsI, IOM 'SIKIIeHHS 260 TOAOAAHHS KPU3OBUX CUTYaLil, SIKi 3arPO3KYIOTh CTa6iAb-
HOCTI 110ro GyHKUioHyBaHHs. Miclje MapKeTHHIY B CUCTeMi aHTUKPU3OBOTO MEHEAKMEHTY iAeHTU(IKY€EThCS 1oro GaraTodyHkuio-
HAABHICTIO 3 IO3MLI peaAisalil KOMIIAEKCY MaPKETMHIOBUX 3aXOAIB i pillleHb, CIPSIMOBaHMX Ha CTabiAi3aliro Ta apanTauiio AisAb-
po3BuUTKY GizHecy. OGrpyHTOBaHO, IO MaPKETHHIOBA CTPATETris aHTUKPUIOBOTO YIPABAIHHS CIPSIMOBaHA Ha 30epesKeHHs KOHKY-
PEHTOCIPOMOIKHOCTI, yTPUMAHHS KAIEHTIB Ta IOLIYK HOBUX MOJKAMBOCTEN CTPATEr{YHOrO PO3BUTKY, TOOTO IepepGadac B3aEMOAIIO
miAnpMEMCTBA SIK cy6'eKTa GisHeCy 3 PUMHKOM i CIIOJKMBaYaMIu.

O6rpynToBaHO MexaHi3mMu ¢GOpMYyBaHHS MapKETHHIOBOI CTPATErii aHTMKPU30BOTO YIIPABAIHHS Yepe3 MOCAIAOBHY peaiizanito
ceMM KAIOUOBMX eTamiB (AlarHOCTMKA MapKeTMHIOBOTO CepPeAOBMINa; BUSHAUEHHS LjiAeil aHTUKPU3OBOI'O YIIPABAIHHS; CerMeHTallis
PMHKY Ta BU3HAYEHHsI iAbOBOT AyAUTOPii; PO3PO6Ka MAPKETMHIOBOI CTPATETrii; IAAHYBAHHS MAPKETUHIOBUX 3aXO0AIB, A0Gip MapKe-
TUHTOBMX IHCTPYMEHTIB; yIIPOBaA’KEHHS Ta KOHTPOAB; peaAi3aljid CTpaTeril; OlliHKa pe3yAbTaTiB Ta BAOCKOHAaAEHHS), KOJKeH 3 IKMUX
YMOSKAMBAIOE MOCTYIIOBY aAANTaLil0 A0 KPU3OBMX YMOB, 3a6e3reuye miABumeHHs epeKTMBHOCTI po6oTH mipAnpueMcTBa Ta 36epe-
SKeHHS JIOr'0 KOHKYPEHTHOT'O CTaTycy.

V3araapHeHo cyvacHi mipxoAu A0 GOpMyBaHHS MapKeTHHIOBOI CTPATerii AAS MIATPUMKY KOHKYPEHTOCIIPOMO3KHOCTI Ta 3aAy-
YeHHS KAI€HTIB y CKAAAHMX YMOBaX. AKIIEHTOBAHO YBary, [0 AiI€BUMM TEXHOAOTSIMM YAOCKOHAAEHHS MAPKETUHIOBOT CTpaTeril aH-
TUKPU30BOTO YIPaBAiHHSA €: IMGPOBi3allisl MAPKETHHIY; KAIEHTOOPIEHTOBAHICTh i MOKPAILEeHHS CEPBiCY; aHTUKPU3OBE LIHOYTBO-
PeHHS Ta 'Hy4YKi yMOBY ONAaTH; KOMYHIKaNLis i MATPMMKA KAI€HTIB; mapTHepCTBA i cHiBIpans; iHHOBaLil i TeXHOAOT']; miABMIe HHS
piBHS KOpHIOPaTUBHOI couiaabHOT BiaTIoBipaAbHOCTI (CSR). AOLiABHMMYU TEXHOAOTISIMYM AHTUKPUIOBOTO MEHEASKMEHTY BU3HAYEHO:
NAQHYBaHHS HaA3BMYAMHNUX CUTYaLiif; GopMyBaHHA (HiHAHCOBUX pe3epBiB Ta CTpaxyBaHHS; HABYaHHS [IEPCOHAAY OCHOBAM aHTHU-

KPU30BOT'O YIPaBAiHHS.

Key words: marketing strvategy; anti-crisis management; crisis settings; strategic planning;

strategic development ; business processes.

Karouo06i caoba: maprxemunzoba cmpamezia; anmurxpusobuii menedxmenm; xpu3obi ymobu; cmpa-
meziune naanybanna; cmpamezivnusi po3bumor; 6i3nec-npoyecu.

GENERAL PROBLEM STATEMENT
AND ITS CONNECTION TO IMPORTANT
SCIENTIFIC AND PRACTICAL TASKS

Given the volatility of the market business
environment and potential crisis issues, it is a
relevant and timely task to develop a marketing
strategy for the anti-crisis management of an
enterprise. Modern businesses face economic,
technological, and social challenges more and
more often, which requires rapid adaptation and
response to crises. In addition to preserving market
positions in times of crisis, a marketing strategy
can be used to spot new opportunities for strategic
development. Effective anti-crisis management
helps to minimize financial losses and maintain
consumer loyalty.

ANALYSIS OF RECENT PUBLICATIONS
AND RESEARCH

Several domestic researchers have studied the
issue of developing a marketing strategy for the
anti-crisis management of an enterprise, including
M. Bahorka, O. Budnik, V. Butenko, T. Bilous,
A. Velychko, O. Vovchanska, I. Volkova, T. Voron-
kova, V. Dalyk, V. Zinovchuk, G. Kuznetsova,
O. Kukhlenko, A. Oliinyk, O. Prokopyshyn,
G. Sobolieva, N. Stepanenko, P. Shevchuk, etc.

[1—15]. Although the findings of these studies are
valuable, it should be highlighted that more
research in this area of the issue is required
because, in the context of crisis events, marketing
strategy is a crucial tool for guaranteeing business
sustainability.

PURPOSE OF THE STUDY
The purpose of the study is to provide
theoretical and methodological substantiation of
the technologies and features of developing a
marketing strategy for the anti-crisis management
of an enterprise (a case study of the Vet House
Veterinary Center).

PRESENTATION OF BASIC MATERIAL
OF THE RESEARCH

Anti-crisis management is a system of mea-
sures intended to prevent, mitigate, or overcome
crises that jeopardize the stability of enterprise
functioning. It encompasses all aspects of enter-
prise activity. Marketing plays a special role in this
process, as it ensures interaction with the market
and consumers [4; 7]. The major objective of anti-
crisis management is to maintain business sus-
tainability and its continued development after
overcoming the crisis.

IlepeanraTumit inpexc 21847




7

\\\ RSO IR EIRN NN Y ) % A \

Table 1. Profile of the current and potential crisis states
and conditions in the Vet House Veterenary Center

Crisis states Occured

and conditions

Description

yes | no

Local

Clinic
congestion

Many patients or urgent cases can lead to
staff overload, which lowers the effectiveness
of treatment. Congestion can also cause long
waiting times, which worsens the customer
experience and contributes to a decrease in
the quality of medical services.

Not enough
equipment or
its breakdown

The clinic provides intensive care and
specialized services (ultrasound, X-ray,
laboratory) that depend on reliable
equipment. A breakdown or wear and tear on
the equipment can disrupt the clinic’s
operations and delay treatment.

Financial
difficulties

If a clinic faces financial difficulties, it can
affect the capacity to upgrade equipment,
provide medical supplies, or even pay
salaries to employees. This leads to a lower
quality of services and the risk of closure.

Staff shortages
or unqualified
personnel

The lack of experienced doctors or veterinary
technicians can result in a lower quality of
treatment, errors during procedures, and a
low level of trust among clients.

Epidemics
in animals

Veterinary clinics can face crises during
outbreaks of infectious diseases among
animals, which requires strict infection
control measures and may require additional
resources to isolate patients.

Customer
dissatisfaction
and conflicts

A low level of service or unresolved issues
can lead to customer complaints and negative
reviews, which can damage the clinic’s
reputation and reduce the flow of patients
over time.

General

Martial law
in the country

Interruptions in the supply of medicines and
equipment, a decreased number of clients,
problems with staff, danger to the operation
of the facility, economic difficulties, an
increase in the number of stray animals, etc.

Consequences
of COVID-19
pandemic

Restriction of contacts and intriduction of
new security protocols, financial difficulties,
interruptions in the supply of medical
supplies, overwork and stress among staff, etc.

Source: summarized by the author based on the data about the enterprise.

In this study, the marketing strategy of anti-
crisis management is viewed as a set of appropriate
measures and managerial decisions meant to
stabilize and adapt the activities of the Vet House
Veterinary Center throughout the crisis in order
to minimize its negative consequences and ensure
further development.

Vet House has not yet experienced any serious
critical situations, with the exception of general
circumstances involving the war and the COVID-
19 pandemic. Table 1 presents the profile of the
current and potential crisis states and conditions
in the Vet House Veterinary Center.

Overall, the clinic provides a high level of
service and has received positive reviews from
clients, which suggests its stability and confidence
of animal owners. However, like any healthcare
facility, the veterinary clinic experiences typical

N

problems (various crises and circumstances) that
affect operational processes and the quality of
service. They include technical difficulties,
congestion due to many patients (some reviews
indicate that clients occasionally complain about
insufficient professional service or delays in the
provision of certain services), unforeseen
circumstances related to hostilities in the country
(power outages (the clinic has its own generator),
various threats to the life and health of patients,
etc.), work during COVID-19, and other.

Obviously, these circumstances require
professional management to develop a marketing
strategy for anti-crisis management. It is proposed
to follow seven key stages, each of which enables
gradual adaptation to crisis settings, enhances the
efficiency of the clinic, and maintains a competitive
level (Fig. 1).

ITepeannatumitinpexc 21847



\

N 8 S S
NG \§§ N

&N \§§ § \\\?\‘} \ \ [ QNNE \t\\§§\;\\§"f‘

Stages of developing a marketing strategy

Marketing technologies

Marketing strategy for

~ | Diagnostics of 1. external environment; Wecbsitc and SEO, Marketing
S | the marketing 2. compctitive cnvironment; social media, digitalization
£ environment 3. SWOT analysis. online advertising
~ | Setting the goals 1. financial objectives; Loyalty program, Focus on
¥ of anti-crisis 2. customer retention; SCEvIce: customer and
§ management 3. market expansion. persopallzanon, service
reviews and improvement
rccommendations
o |Market segmentation 1. analysis of customer needs;
Y | and identification of S N N
¥ mrqerdidience J 2. market segmentation; Flexible discount Anti-crisi;
3 S g
= 3. target audience. system, payment by | pricing and
instalments, service flexible
S Creation ofa |\ 1. product strategy; packages payment
) marketing _> 2. pricing stratcgy; conditions
‘E strategy 3. promotion strategy;
4. distribution strategy. Anti-crisis Communicatio
communication, n with clients
-: Planning of 1. short-term activitics; 24/7 consultation and z‘hellr
& marketing > 2. long-term activities. SUPROIL SUppon
2 activities
o | Implementation 1. strategy execution; Collaborations with
v — opehi
¥ and control _> 3 control. pet stores and Partnership
= shelters, veterinary and
insurance collaborations
'; Evaluation of | | 1. cvaluation of results; — — 5
‘SE’J .re.s'ults and 2. strategy adjustment. 4 Veterinary services ata Innovation 3
@ improvement 4 distance, introduction of arid )
T a CRM system -
technology

Increasing the

the anti-crisis Charitable level of
management of the Vet initiatives, corporate |3
House Veterinary Center cnyironmental social
practices responsibility  f:
(CSR)
-
Emergency Financial Staff
planning reserves and training Anti-crisis management
insurance technologies
N

Fig. 1. Imperatives of creating a marketing

strategy for the anti-crisis management

in the Vet House Veterinary Center

Source: author's research.

Stage 1involves the analysis of the external and
internal environments: 1) analysis of the external
environment (assessment of macroeconomic
factors affecting the activities of the center makes
it possible to identify threats and opportunities
related to the current state of the veterinary
services market in Vinnytsia); 2) analysis of the
competitive environment by investigating
competitors, their marketing strategies, pricing
policies, and innovations. This is an evaluation of
how other clinics are adapting to the crisis and
what can be borrowed or improved at Vet House);
3) SWOT analysis (assessment of strengths and
weaknesses, as well as opportunities and threats

that may arise in a crisis, which helps determine
internal resources that should be mobilized and
external threats that should be neutralized).

Stage 2 determines the objectives of anti-
crisis management: financial (keeping a steady
cash flow, cutting fixed and variable costs,
sustaining profitability even in the face of
declining demand); customer retention (main-
taining a loyal customer base through loyalty
programs, personalized offers, and improved
quality of service); market expansion (develo-
ping new business lines or entering new market
segments (additional services or cooperation
with animal shelters).
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At stage 3, it is advised to segment the market
and identify the target audience: 1) analysis of
customer needs (research of customer needs during
a crisis. For instance, in times of economic
instability, clients may be looking for more
affordable or basic veterinary services); 2) market
segmentation (dividing clients into groups based
onvarious criteria, such as financial capacity, type
of pets, and frequency of clinic visits); 3) target
audience formation (identifying major client
groups to be targeted by the marketing strategy.
For example, these may include young pet owners,
families with children, or owners of rare breeds of
animals, etc.)

Stage 4 involves the development of a mar-
keting strategy: 1) product strategy (expanding or
modifying the range of veterinary services in
response to crisis settings (introducing remote
consultations or special preventive packages);
2) pricing strategy (establishing a flexible system
of prices and discounts (providing promotional
offers or services in installments will make it easier
for clients to pay for expensive procedures);
3) promotion strategy (raising brand awareness
through active advertising campaigns in social
media, targeted advertising to attract new clients,
regular publications about achievements);
4) distribution strategy (introduction of online
services — a system of healthcare at a distance that
will facilitate clients, access to services, including
in times of crisis or travel restrictions).

Planning of marketing activities (stage 5) encom-
passes short-term (quick anti-crisis actions that
can be taken immediately (temporary promotions,
discounts on basic services or offers for regular
customers) and long-term measures (strategic
initiatives intended to improve the clinic's position
after the crisis (investing in innovative equipment)).

Stage 6 — implementation and control —
focuses on strategy execution (forming a team that
will be responsible for executing each aspect of the
strategy), as well as monitoring and adjustment
(monitoring the results of the marketing strategy
using key performance indicators such as
increasing the number of customers, profitability,
or customer satisfaction).

Stage 7 of strategy development is the
evaluation of results and improvement, which
entails the following: 1) evaluation of results (after
the strategy is executed, it is necessary to assess its
success by analyzing relevant indicators, such as
customer base growth, increased profitability,
customer retention, and brand strengthening,
which helps understand how successful the
measures taken were); 2) adjusting the strategy
(future activities can be modified to further

N
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enhance the effectiveness of anti-crisis mana-
gement and marketing measures based on the
evaluation of results).

At the next stage of the study, contemporary
approaches to creating and improving a marketing
strategy intended to maintain competitive ability
and attract customers in challenging times are
substantiated. The directions for improving the
marketing strategy for anti-crisis management are
as follows:

1) Marketing digitalization: website and SEO
(creating a high-quality website with information
about services, price lists, and online registration;
improving search engine rankings through SEO to
make the clinic more easily accessible to clients
from Vinnytsia and the region); social media
(active presence in social networks (Facebook,
Instagram, Tik Tok); online advertising (using
targeted advertising on Google and social networks
to promote services).

2) Focus on customer and service impro-
vement: loyalty programs for regular customers
(discounts for repeat visits or free services after a
certain number of visits, which will help to retain
customers and build long-term relationships);
service personalization (creation of individual
service packages for different types of customers,
which will help to expand the customer base);
reviews and recommendations (motivate satisfied
customers to leave positive reviews on Google and
social media platforms, which increases the trust
in the clinic among potential customers).

3) Anti-crisis pricing and flexible payment
conditions: a flexible discount system (introduction
of special offers and discounts for basic services like
vaccination and sterilization), the option of pay-
ment by installments (offering services on credit
or the possibility to pay for expensive procedures
in installments to reduce financial pressure on
clients), service packages (creating package offers
for regular veterinary services, such as preventive
examinations and vaccinations, which will help
clients save on complex services).

4) Communication with clients and their
support: anti-crisis communication (frequent
updates to clients regarding the center's
operation throughout the crisis, implemented
security measures, and client safety while using
the clinic's services); 24/7 consultation support
(introduction of online consultations via
messengers or by phone, which will assist animal
owners even during restricted movement or other
crisis settings).

5) Partnership and collaborations: cooperation
with pet stores and shelters (partnerships with local
pet stores or animal shelters can help attract new
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customers through mutual recommendations and
organizing joint events); veterinary insurance
(collaborating with companies that offer pet
insurance can enable customers to more easily
cover the cost of medical services, which will have
a positive impact on the number of visits).

6) Innovation and technologies: veterinary
services at a distance (during times of restricted
movement or increased economic instability, it is
crucial to introduce the possibility of remote
consultations via video, which will expand the
center's ability to provide advice and assistance);
introduction of a CRM system (using cutting-edge
software to manage customer interaction, which
will help track the treatment history of each animal
and improve service).

7) Increasing the level of corporate social
responsibility (CSR): charitable initiatives
(organizing free or discounted vaccination or
treatment of animals from shelters, as well as
supporting local animal protection initiatives. This
will improve the clinic's reputation and attract
public attention); environmental practices (use of
environmentally friendly solutions (waste
management, use of environmentally friendly
materials) can be an advantage for clients who care
about the environment).

Additionally, it is proposed to improve anti-
crisis management through the following: a)
emergency planning (in case of war, pandemics,
or supply disruptions, it is crucial to have
detailed crisis plans, including reserves of
medicines and equipment); b) financial reserves
and insurance (ensuring financial stability by
creating a reserve fund can help in case of
unexpected changes in the economic situation
or a decrease in client flow); c) staff training
(regular training on anti-crisis management and
emergency preparedness will increase the ability
of staff to respond quickly and effectively to
unforeseen situations).

CONCLUSIONS AND PROSPECTS
FOR FURTHER RESEARCH

At present, anti-crisis management at Vet
House has several advantages, but better stability
and readiness for future challenges will require
investment in improving the anti-crisis mana-
gement measures. Developing a marketing strategy
for anti-crisis management at the Vet House
Veterinary Center involves a thorough analysis of
market conditions, setting objectives, market
segmentation, development of a product and
pricing strategy, planning of activities, and
monitoring of results. Improving the marketing
strategy for anti-crisis management should focus

\
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ondigitalization, flexible pricing, partnerships, and
innovation. These approaches will help to adapt
to new realities, retain customer loyalty, and
attract new customers in challenging economic
conditions.

Aireparypa:

1. Baropka M. O., Vcrik T. B. O6rpyurysanus
BGOpY MapKkeTMHroBoi crparerii yupaBaiHHS
nianpuemctsom. [Ipo6aemu cydacuux Tpancdop-
manin. Cepisi: ekoHOMiKa Ta ynpaBainusa. 2022.
Ne 5. URL: https://doi.org/10.54929/2786-5738-
2022-5-04-01. (aata 3Bepuenns: 22.09.2024).

2. Byrenxo B., Toronaa A. ®opmyBanus map-
KeTMHTOBOI cTparerii mianpuemcrsa. Ilianpuem-
uuiTBo Ta innosarii. 2022. Ne 24. C. 61—67. URL:
http;//surl.li/ouyrjv. (AaTa 3BepHenns: 12.09.2024).

3. Bosuanceka O., IBanosa A. Oco6ansocTi
peaaizanii iHCTpyMeHTIB MapKeTMHTY B yMOBax
BO€HHOTO cTany. Ekonomika Ta cycmiasctso. 2022.
Ne 38. URL: http://surl.li/szzwnc. (aaTa 38epHeH-
us: 12.09.2024).

4. Bopoukosa T. €., I'pumyk K. B. Dopmysasn-
HA CHCTeM! aHTUKPU30BOTO YIPaBAIHHA HiATIpHE-
MCTBOM y CyYaCHMX YMOBAax IOCIOAApIOBaHHA.
Exonomika ra pepskaBa. 2017. Ne 5. C. 82—84.

5. Aaaux B.I1., ITaBarenunk A. O., ®enux B. O.,
Marsiescoknit H. A., ®epopura 3. A., IIpucryna
A. A. ®opmyBaHHs cuCTEMU aHTUKPU3OBOTO YII-
paBAiHHA Ha mianpueMcTi. MiskHapOAHNIT HayKO-
Buit kypHaa "Inrepnayrka”. Cepia: "ExoHomiuHi
mayku". 2023. Ne 10. doi: https://doi.org/
10.25313/2520-2294-2023-10-9000. (paTa 3B.:
12.09.2024).

6. Isuenxko €. A., Maprtuuos A. A., Mapruso-
Ba A. B. ITepeaymoBu opmyBaHHS cucTeMu aH-
TUKPM30BOI'O YIPaBAIHHA Ha IPOMUCAOBUX HiA-
npuemcTBax. Exonomika. @inancu. ITpaso. 2021.
Ne 5/2.C.5—13.

7. Kysuenosa I'. B. DopmyBaHHs cuctemu aH-
TUKPU3OBOTO yNpaBAIHHA Ha BITUYM3HAHUX
nianpueMcTBax. BicHuK ekoHOMiKM TpaHCIOPTY i
npomucaosocti. 2018. Ne 62. C. 312—319.

8. Oniitaux A. C., Typreas }O. C., CokoroBch-
ka lO. €. Bupo6unuo-maprernHrosi crparerii an-
TUKPU3OBOTO yIpaBAiHHA. IHBecTnIii: mpakTuKa
ta pocsia. 2020. Ne 19—20. C. 110—116. DOI:
10.32702/2306-6814.2020.19-20.110. (aaTa 3Bep-
uHenns: 12.10.2024).

9. ITpoxonyuus O. C. CucremMa aHTUKPU3OBO-
IO YIPaBAIHHA AK HIATPYHTS HONEPeASKEeHHA KpU-
30BMX IBUII Ha mianpreMcTBax. [HBecTunii: mpak-
Tuka Ta pocsia. 2021. Ne 9. C. 40—45.

10. Pomamaykeswa M. 1., Birenpka I. M. Oco6-
AMBOCTi BUKOPUCTAHHA CY4YaCHUX {HCTPYMEHTIB
MapKeTMHIY B yMOBaX Kpuau. EpekTuBHa eKoHO-

IlepeanraTumit inpexc 21847

N




\\\\wsxx BIL.Ne 20. 2024 \

mika. 2021. Ne 8. URL: http://www.economy.nay-
ka.com.ua/?op=1&z=9143 (paTa 3BepHEHHA:
12.09.2024).

11. Co6oaesa I'. ®opmyBanHs aHTURPU3OBOT
IOAITMKM yIpaBAiHHA nianpueMcTBoM. EkoHOMI-
Ka Ta cycmiaberBo. 2022. Ne 41. URL: http://
economyandsociety.in.ua/index.php/journal/
article/view/1567 (aaTa poctymy: 30.09.2024).

12. Tyapumucekuit P. B., Kupnuuenko C. O.,
Pyskunpruit A. B., Caroia C. B. Crpareriuni ac-
nexTy GOpMyBaHHSA CUCTEMN aHTUKPI3OBOTO YII-
paBAiHHA mianpuemcTBoM. IHBecTuii: npakTuka
Ta pocsip. 2021.Ne 9. C. 15—19.

13. SInayxk T., boenko O. BnpoBaaskenHsa
CRM-cucrem sik 3aci6 miaBuneHHs e(eKRTUBHOCTI
MapKeTMHIroBoi AisapHOCTI. EROHOMIKA Ta cycn-
iabcTBO. 2023. Ne 48, URL: http://surl.li/vbitoy
(Aata 3Bepuenns: 18.09.2024).

14. SIpemosa M.I., Tapacosna A.B., Kirbuins-
ka O.C., byanik O.M. Axrusizanis insecturinuo-
IO IOTeHIliaAy K CTpaTeriyHa nepeAyMoBa yIpas-
AlHHS po3BuTKOM 6i3Hecy. [HBecTHunii: npakTnka
Ta pocBip. 2023. Ne 2. C. 65—72. DOI: https://
doi.org/10.32702/2306-6814.2023.12.65. (aara 3B.:
18.10.2024).

15. Tarasovych L., Yaremova M., Vlasenko O.
Strategic marketing in the management system:
business adaptation technology under global
challenges. IuBecTnnii: npaktuka ta pocsia. 2023.
Ne 7.P. 46—50.DOI: 10.32702/2306-6814.2023.7.46.
(Aata 3Bepuenns: 12.09.2024).

References:

1. Bahorka, M.O. and Ustik, T.V. (2022), "Jus-
tification of Choice of Marketing Strategy of
Enterprise Management", Problemy suchasnykh
transformatsij. Seriia: ekonomika ta upravlinnia,
vol. 5. https://doi.org/10.54929/2786-5738-2022-
5-04-01.

2. Butenko, V. and Toiunda, A. (2022), "For-
mation of the marketing strategy of the enter-
prise", Pidpryiemnytstvo ta innovatsii, vol. 24, pp.
61—67, available at: http://surl.li/ouyrjv (Acce-
ssed 12.09.2024).

3. Vovchans'ka, O. and Ivanova, L. (2022),
"Specifics of marketing tools under martial law",
Ekonomika ta suspil'stvo, vol. 38, available at:
http://surl.li/szzwnc. (Accessed 12.09.2024).

4. Voronkova, T. and Grischuk, K. (2017),
"Formation of crisis management in the modern
business environment", Ekonomika ta derzhava,
vol. 5, pp. 82—84.

5. Dalyk, V.P. Pavlenchyk, A.O. Fenyk, V.O.
Matviievs'kyj, N.A. Fedoryha Z.A. and Prystu-
paD.A (2023), "Formation of the anti-crisis mana-
gement system at the enterprise", Mizhnarodnyj

N

naukovyj zhurnal "Internauka". Seriia: "Ekono-
michni nauky", vol. 10. doi: https://doi.org/
10.25313/2520-2294-2023-10-9000.

6. Ivchenko, Ye.A. Martynov, A.A. and
Martynova, L.V. (2021), "Prerequisites for the
formation of the anti-crisis management system at
industrial enterprises”, Ekonomika. Finansy.
Pravo, vol. 5/2, pp. 5—13.

7. Kuznetsova, H.V. (2018), "Formation of the
anti-crisis management system at domestic enter-
prises"”, Visnyk ekonomiky transportu i pro-
myslovosti, vol. 62, pp. 312—319.

8. Oliinyk, A. Turhelia, Yu. and Sokolovska,
Yu. (2020), "Production and marketing strategies
of anti-crisis management", Investytsiyi: praktyka
ta dosvid, vol. 19—20, pp. 110—116. DOI:
10.32702/2306-6814.2020.19-20.110

9. Prokopyshyn, O. (2021), "System of crisis
management as a base for prevention of crisis
phenomena at enterprises”, Investytsiyi: praktyka
ta dosvid, vol. 9, pp. 40—45.

10. Romanchukevych, M. and Biletska, I.
(2021), "Specifics of using modern marketing tools
under conditions of crisis", Efektyvna ekonomika,
[Online], vol. 8, available at: http://www.econo-
my.nayka.com.ua/?op=1&z=9143 (Accessed
12.09.2024).

11.Sobolieva, H. (2022), "Formation of an anti-
crisis policy of enterprise management", Ekono-
mika ta suspil'stvo, vol. 41, available at: http://
economyandsociety.in.ua/index.php/journal/
article/view/1567 (Accessed 30.09.2024).

12. Tulchinskiy, R. Kyrychenko, S. Ruzhytskyi, A.
and Saloid, S. (2021), "Strategic aspects of
formation of the system of anti-crisis management
of the enterprise”, Investytsiyi: praktyka ta dosvid,
vol. 9, pp. 15—19.

13. Yanchuk, T. and Boienko, O. (2023), "Im-
plementation of CRM systems as a means of
increasing the effectiveness of marketing ac-
tivities", Ekonomika ta suspil'stvo, vol. 48,
available at: http://surl.li/vbitoy (Accessed
18.09.2024).

14. Yaremova, M.I. Tarasovych, L.V.
Kil'nit's'ka, O.S. and Budnik, O.M. (2023),
"Activation of the investment potential as a
prerequisite for managing business development”,
Investytsii: praktyka ta dosvid, vol. 2, pp. 65—72.
https://doi.org/10.32702/2306-6814.2023.12.65.

15. Tarasovych, L. Yaremova, M. and Vla-
senko, O. (2023), "Strategic marketingin the mana-
gement system: business adaptation technology
under global challenges", Investytsii: praktyka ta
dosvid, vol. 7, pp. 46—50. DOI: 10.32702/2306-
6814.2023.7.46.

Cmammasa naditimaa 0o pedaxyii 10.10.2024 p.

ITepeannatumitinpexc 21847



