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Introduction.Today rapid and complex projected transformational changes are taking place in the
internal and external environment of the enterprise. That's why the most important question is raised about
the importance of a well-balanced implementation of the business strategy to achieve the most competitive
positions in the market.

An overview of the latest sources of research and publications. The researchof the aspects and
specific business strategies of the enterprise has been reflected in the open cases by most foreign and
domestic scholars, among them are the contributions by D. Aaker, 1. Ansoff, P. Drucker, D. Cleland,
G. Mintzberg, A. Mazaraki, A. Mishchenko , S. Oborska, M. Porter, A. Thompson, J. Streklenda,
H. Tarasiuk, S. Shershniova and others. In this case only the mechanism of its realization in the national
economy of Ukraine were studied by N. Briukhovetska, 1. Bulieiev, O. Vikhanskyi, H. Guizhyna,
M. Kyzyma, N. Klymova, N. Rylska. However, the breach of the questions in this article does not need to be
disclosed, and therefore requires additional research with specific examples and suggestions.

Setting objectives.The aim of the research is to study the peculiarities of the mechanism of the
formation and implementation of the business strategy of the company as a complex multidimensional
process of strategic management, as well as the development of practical recommendations and proposals
for the implementation of its effective directions in the investigated trading enterprise in order to strengthen
and maintain its competitive positions in the market.

Main material and results. The strategy of the enterprise is formed depending on the chosen
strategic goal, which lies within the overall mission of the enterprise, and, therefore, it is also within its
strategic management. Moreover, the search for an appropriate strategy is initially carried out within the
framework of the choice of the concrete level to which it will be influenced — corporate, business, functional
or operational (fig. 1). Naturally, in their hierarchy they form a pyramid, each higher level of which includes
the strategic measures of the previous one.

As we can see from Fig. 1, the highest level is the corporate strategy that is responsible for developing
a general management plan for a diversified enterprise and extends to all its divisions, areas of activity,
outlines the general direction of development. Consequently, we can say that this level or type of strategy is
inherent only for large enterprises.

A business strategy is subject to corporate strategy. It focuses on managing a successful business in
one particular area of its business (that is, a defined business unit) and is to achieve long-term business
(competitive) benefits. It should be noted that for small and medium enterprises the level of corporate
strategy is eliminated and therefore transfers its characteristics to a business strategy that in this case plays
the role of a corporate strategy aimed at achieving and maintaining its competitive advantages and disclosure
of competitive potential.
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Source: developed by the authors by materials of scientific works [1, 2]

In turn, the business strategy includes measures of a functional strategy. A group of strategies for this
level specifies details in the overall strategy of the enterprise (respectively, corporate or business) by
defining approaches, actions in the management of the units and the functions assigned to them. That is, a
functional strategy is aimed at the efficient use of enterprise resources that are at the disposal of its divisions,
within the framework of the implementation of a common strategy.

The lowest level is an operational strategy that defines the principles of managing the links of the
organizational structure and methods for solving strategically important operational tasks (procurement,
inventory management, repair, transportation, advertising). Develop it, respectively, for functional areas in
order to implement strategies of higher rank.

The choice of a specific strategy for the development of each particular business enterprise is the basis
of strategic management, and the business strategy is the basis and the most important subsystem of the
organization's strategy. So, let's focus on business strategy of the enterprise.

A business level strategy is a management plan for a separate business entity in order to enhance and
maintain the achieved level of competitiveness, to ensure timely and adequate response to changes in the
external environment and coordination between subdivisions. It includes a number of approaches and
directions that are developed by the management to achieve the best performance indicators in a specific
area of activity, and includes setting goals and targets that are disclosed in terms of "profit", "market share",
product recovery, analysis of its own position in the market.

A business strategy determines how to win strong long-term competitive positions in a particular
business. In a specific strategy for a separate business unit, it consists in the subordination of its main
elements to the leading strategic directions of the enterprise as a whole and in the particular emphasis on the
development of functional strategies of business units (an independent unit, a separate type of activity, a
business enterprise division) [3].
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Today, the concept of business strategy has not been fully explored, and therefore its interpretation by
various scholars is often similar to each other. Therefore, we give the main ones, quite authentic in their
interpretation, in tabular form (Table 1).
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Table 1
Definition of the concept of business strategy of the enterprise
Definition of the concept Author
A strategy that determines the approach of an enterprise or a defined strategic business unit to
. L o . . . - D. Aaker [1]
achieve and maintain competitive advantage in its strategic business area (business)
Strategy of business units, which determines the direction of action to ensure competitive | D. Gorelov,
advantages in a specific area of the enterprise S. Bolshenko
[4, p. 42]
The business concept of functioning and (or) development of this business for a given strategic
perspective is presented in the form of a system of critical management decisions and a program | S. Popov
of adequate actions that can realize this concept and provide for this business competitive | [5, p. 119]
advantages and acceptable efficiency
A top-level strategy for highly specialized enterprises or a second-tier level for diversified
corporations (the level of individual business units of the corporation), which determines the | V. Dykan,
development of measures aimed at enhancing competitiveness and maintaining competitive | V. Zubenko
advantages in the long run; formation of a mechanism for responding to external changes; | O. Makovoz
unification of strategic actions of the main functional units; solving specific problems associated | [6, p. 65]
with business
The general algorithm, the scenario of an alternative behavior of an enterprise in a changing N. Rvlska
environment, the realization of which should lead it to achieve the set of strategic concept [3'] y
objectives: a competitive advantage in selected segments,
The system of management decisions that determine the perspective directions of enterprise S Savehuk
development, the sphere, forms and methods of its activity in the changing environment and the [7. p.46]
order of distribution of resources to achieve the goals P
A plan for management of a separate business unit of an enterprise, based on actions and | I. Sokirnyk
approaches aimed at ensuring successful activity in one particular business sphere [8, p. 219]
The plan of management of the sphere of activity of the enterprise, which consists of a number of .
. . H. Strokovyich
approaches and areas, developed by management in order to achieve the best performance [1]
indicators in one particular area of activity

Source: generalized by the authors on the materials of scientific works [1, 3, 4, 5, 6, 7, 8]

Thus, the essence of the business strategy is to formulate a system of strategic measures that will
allow the company in the future to conquer and hold strong long-term competitive positions. It is embodied
in most cases in business plans, which defines the methods and forms of managing various types of business
in order to balance the economic portfolio. On the basis of its analysis one can understand how the company
will succeed in the competition [6, p. 61].

The enterprise strategy, including at the business level, must fulfill the following tasks:

- to synthesize technical, technological, ecological, economic, managerial and other aspects of the
development of the object of management;

- to integrate different aspects of the managed object, for example, for the enterprise - the mission,
potential, structure, corporate culture, management system, etc.;

- to orient the activity of the enterprise to achieve not immediate tasks, and strategic goals, ensuring
the satisfaction of strategic social, corporate and personal interests;

- to embody scientific achievements in the field of economics, technology, management and other
sciences;

- be flexible, take into account the multivariable strategic situations that arise in space and time;

- to concentrate strategic and tactical competitive advantages of subjects and objects of management,
the external environment, knowledge, skills and experience of the whole collective. All the creative workers
of the organization (systems) must participate in the development strategy, and the responsibility for the
final strategic results (zero goal level tree) must be borne by the first manager, for the intermediate results
(other levels of target trees) - relevant managers and responsible executives;

- be moderately risky, but do not understate the strategic advantages of competitors and not
overestimate their advantages [9, p. 87].
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In general, they are reduced to the creation of the necessary prerequisites for the formation of
competitive advantages, the realization of which will enable a certain enterprise to take and hold more in the
market of its management [17].

In general, the essence of strategic planning for enterprise development can be considered as a system
set of planning (an organizational model that includes planning systems), planning functions (a functional
model that contains detailed elements), and an information component (which includes input and output
parameters) that combined into a single mechanism for strategic planning.

Schematically, the organizational and economic mechanism for the formation and implementation of
business strategy for enterprise development is shown in Fig. 1.
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Fig. 2 - Organizational and economic mechanism of formation and implementation of business
strategy for enterprise development

Source: Improved by the author on the materials [10]

Thus, according to the developed mechanism and the logic of applying the reverse order method, the
state of the current system of strategic management was analyzed, for example, LLC "Hyundai Center
Poltava".

For clarity on the above pic. 1: triangles are assigned functional blocks of strategic management,
which are not fully activated on "Hyundai Center of Poltava" Ltd, namely:

— at the level of functions: it is necessary to determine the mission of the enterprise and its strategic
goals, to introduce a financially detailed business strategy with an increased level of reliability of strategic
assumptions and calculations, to develop a system of ongoing control over its implementation;

— At the level of tasks: it is necessary to analyze the factors of influence on the competitive position of
the company, to systematize the selected goals in a hierarchical order, to develop strategic alternatives, to
allocate the most optimal ones and economically substantiate the choice, and also to introduce a system for
monitoring the implementation and adjustment of the strategy;

- at the level of processes of influence: it is necessary to put into practice methods for constructing a
goal tree, the Delphi method and strategic analysis (PEST, GAP, CVP, SWOT analyzes, etc. [18]).
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Strategic management at the enterprise should be carried out on the basis of the analogy method,
which consists in activating and using the associative thinking of man to generate new ideas and proposals
by comparing the investigated phenomenon, process, object with other similar [11, ¢. 169]. At the same time
we can take direct competitors as analogues of LLC "Hyundai Center Poltava". This approach allows us to
establish the equivalence relation between the two systems based on the assumption of their similarity and,
on the basis of this, transfer the properties of one system or their totality to another.

The main group of competitors in the Hyundai price segment in the Poltava region LLC Hyundai
Center Poltava considers car dealers of brands Renault, Ford, Skoda, KIA, Toyota, Honda, Nissan,
Mitsubishi and Mazda. At the same time, the Bosch-service station is currently open in Audi, Mitsubishita
LADA, in Poltava. However, this group of competitors does not accurately reflect the real picture, because in
fact, listed brands are in different areas of strategic management — certain segments of the environment,
within which the enterprises carry out or intend to carry out activities. Such inaccuracies arose due to lack of
substantiation from the positions of strategic management.

In this case, for Hyundai Center Poltava Ltd, in determining direct competitors, it would be advisable
to conduct a more in-depth analysis, based not only on the rating statistics of car sales in the price segment
and popularity among customers within each model line [12], but and on the map of strategic groups (Fig. 3),
where enterprises of "one type" are united in large circles, which schematically indicate their own strategic
areas of management.
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Fig. 3 - Map of strategic groups of competing enterprises of automotive market
of Poltava region by parameters:
a) "segment in the automotive market — the speed of updating the model range"
b) "customer satisfaction index — average price for cars"
Source: compiled by the author

As we see from Fig. 3a, within the parameters of "segment in the automobile market — the speed of
updating of the lineup" direct competitors of "Hyundai Center Poltava" LLC are car dealers in the Poltava
region, representing the brands Volkswagen, Ford, Suzuki, Nissan and Skoda. But making a final conclusion
based on only one map of strategic groups is not acceptable. Therefore, we will build a second card
according to the parameters "customer satisfaction index - average price for cars" (Fig. 3b).

According to the developed map of strategic groups for parameters "Customer satisfaction index —
average price for cars", LLC Hyundai Center Poltava is within the second group of competing enterprises,
which also includes car dealers-representatives of such brands as Renault, Ford, Suzuki, Nissan and Skoda.

Let's turn to the third card of strategic groups, the basic parameters of which are "techno-technological
equipment ASC — the attitude of staff ASC to customers" (Figure 4).
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Fig. 4 - Map of strategic groups of competing enterprises the automotive market of the Poltava region
for parameters "Techno-technological equipment STO - the attitude of staff to service customers"
Source: compiled by the author

As can be seen from Fig. 4, Direct competitors of Hyundai Center of Poltava Ltd, within the
framework of this strategic group map, are competitors of the brands Renault and Volkswagen.

Therefore, taking into account the data of Fig. 3-4, we can conclude that the direct competitors of the
investigated company are car dealers of the following automotive brands: Renault, Volkswagen, Ford,
Suzuki, Skoda and Nissan.

As you can see, the above list is much shorter and more precise than the one defined at the enterprise.
Therefore, due to such inaccuracies, the strategic management of "Hyundai Center of Poltava" Ltd. from the
position of identifying its main competitors is not sufficiently precise and insufficiently substantiated.

However, in order not only to identify direct competitors, but also to know which parameters they are
ahead of the investigated company, it would be advisable to carry out a more in-depth analysis and
comparison of the goods and services provided by LLC "Hyundai Center Poltava" with similar proposals of
its direct competitors In this case, the analysis process would take place in four stages:

—collection, data compilation and construction of a comparative table for the automotive market
(Table 2);

—general analysis according to the data of the previous table and summarization of the received
information in the matrix of the competitive profile;

—construction and analysis of the profile of competitive advantages (Table 3);

—summing up the proposals and proposing promising strategic measures within the strategic
management of the enterprise.

Therefore, in order to better understand the essence and advantages of this technique, we will conduct
an appropriate study for the above sequence.

As can be seen from the profile of competitive advantages (see Table 3), the company should focus its
efforts on strengthening its own market position. To do this, at first glance, it would be necessary to focus on
more efficient implementation of the car through lowering existing prices, implementing more aggressive
advertising policies and introducing know-how or other unique offers that this company will be able to
attract new customers. However, according to the peculiarities of the car dealership, the price for each car is
fixed (regardless of the location of the car dealership). And, consequently, it can not be lower than the level
provided by LLC Hyundai Motor Ukraine, the corporate rules of which are subject to the investigated LLC
"Hyundai Center Poltava". That is why the company should focus on reviewing the advertising policy and
finding such key success factors, the realization of which allowed the company to form exclusive advantages
over the main group of competitors.

Thus, on the basis of a comprehensive comparative analysis of "Hyundai Center Poltava" Ltd with the
competitors of its strategic zone of management, the following conclusions can be drawn:
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Table 2
Comparison of "Hyundai Center Poltava" Ltd. with the strategic group of competitors (GCS) in the
auto market
Parameters of Competitors of the strategic zone of management Hvundai
comparison Renault VW Ford Suzuki Skoda Nissan yu
| Sales volume 2016, 1, 140 103 71 71 65 83
8 pes.
< B
n Market share (in the
14,3 11,1 10,7 7,3 7,3 6,8 3,1
Oblast)’% 2 2 2 2 2 2 2
= : A, B, C, DA, B, C, DA, B, C, D A,B,C,D, 1A, B, C, DJA, B,C, D, E|
S |Modelline (classes) |-" vy i R M EJLwm ABGDLE E. 1 M F.J.H L
"O 2 2 2 2 el 2 2 2 2 2 2 2 2 el
E Update lineup  |moderate  |dynamic very moderate  moderate |~ dynamic
dynamic dynamic
b= : Internet, TV .
o= .. Internet, TV, radio. . S TV radio
w) ‘: ¢4 | 2 2 K
§ § g Advertising billboards  billboards Internet, TV,|Internet, TV,[TV, radio Zizdlo’blllboarbillboar ds
<
s
8 Average range of 302584 342543 304520 377900 317055 367750 341300
‘g %JJ 5\, prices for cars. UAH
Z 2% ’ 980637 1478956 1381196 917000 1382575 1103410 1237300
£ & Discount on . ] ] ] ] . .
KASKO
§'_ Attitude of Individual Sociable andCareful and ' ' Professional |Individual
Z2 to client approach to rofessional Ibrofessional Professional | Professional but  overlylapproach to the|
~ personnel to clients o client P P pathetic client
(o] . g
2 Validity of
g guarantee on an 5 2,5 3 3 3 2,5 5
& | automobile, years
Source: compiled by the author
Table 3

The matrix of the competitive profile of ""Hyundai Center Poltava" Ltd. and competitors of its
strategic area of management

g Hyundai | Renault Vw Ford Nissan Suzuki Skoda
Indicator S < g = g = 8 - g - § o 5 - §
o (] (] (] (] (] (] (]
. en = o0 @» = o0 » = [T 7 R = o0 » = o0 » = o0 @» = o0 »
ranking 5 | E| 52 BB g |E|B2 E|B2 ElT2|E|BY
= 2 2 z 3 z 3 z 3 z 3 2 2 2
Market share 0,10 |4 | 0,40 | 1 | 0,40 0,20 0,30 0,70 |5 | 050 |5 | 0,50
Sales volume for 0,15 |4 0,60 |1 |0,15 0,30 045 |7 | 1,05 |5 (075 |5 |075
2016, pcs.
Dynamics of sales 1 151 s | 050 [ 1 0,10 [2]020 |6 |060|7 |00 |4 |040 |3 |030
volumes
Model line 0,10 |1 | 0,00 |2 |020 |2]020 |2 0205 |050 |7 0,70 |6 | 0,60
Prices for cars 0,15 |4 060 |1 |05 |5]075 |2 0306 |09 |6]09 |3 |O0,45
Warranty on cars 0,0 |1 0,00 |1 | 0,10 |6 ]060 |3 0303 |030 |3 ]030 |6 |O0,60
Safety of the car 0,10 |1 | 0,00 |4 |040 |1]0,10 |4 |040 |2 |020 |6 |060 |6 | 0,60
Presentability of the | o511 1 005 [ 1 (005 [4]020 |6 |030 |1 005 |6 030 |4 |020
car dealership
Advertising 005 |1 005 |1 005 |4]020 |4 [020]1 |0,05 6030 |7 |0,35
Level of customer 1 1611 1010 [ 1 0,10 [5]050 [1 |o10|5 |050 |5 050 |1 |o0.10
satisfaction
Sum 1 ~ 2,60 [— [ 1,70 |- [ 3.25 |- | 3,05 |- |495 |- |525 |- |445

Source: compiled by the author

—Despite the short time of its existence, the company has a rather strong position in the primary
market of cars and maintenance;
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—the company offers cars to customers within the average price range (compared with competitors of
the strategic group);

—The main leader of the strategic group, which includes the company, is the automobile brand
Renault, which for the past 3 years has occupied leading positions in the Poltava region, far ahead of
competitors in market share due to fairly low prices for products and successful marketing campaigns;

—in its activities, the company focuses on the maximum satisfaction of the needs of consumers and the
achievement of their commitment, and therefore, in terms of the breadth of the range of represented cars and
the range of services provided, availability and denomination of discounts, guarantees, interesting offers for
customers is one of the most competitive;

—In order to strengthen its own competitive positions, the company needs to review its marketing
campaigns, to position the Hyundai brand in its entirety more aggressively and, in fact, Hyundai Poltava Ltd.
as the official representative of the cars of this brand in Poltava and Poltava region.

One of the ways to strengthen the position of the company on the market can be the introduction of the
CRM-system (Customer Relationship Management - Customer Relationship Management) is aimed at
reducing costs and increasing the profitability of the system by accumulating customer data, processes and
interactions between them, and which collects in the only integral whole of the company's data [13].

The effectiveness of the CRM system is evidenced by the following statistics on its use in Western
European enterprises:

—the cost of attracting a new client, on average, is 5 times higher than the maintenance of all existing;

—an increase in the percentage of customer retention by 5% will increase the company's profit by 50-
100%;

—satisfied customer will tell about the company on the positive side - on average, 5-th familiar, and on
the negative side - at least 10-th;

—About 50% of existing customers are not profitable precisely because of the ineffective interaction of
enterprises with them [14].

The functionality of the CRM system includes market research, sales and service, product portfolio
modeling, customer support, data analysis that meets all stages of the customer engagement process - from
contracting to further maintenance. The feasibility of implementing the CRM strategy is substantiated in
tabular form (Table 4).

The main factor in the effectiveness of the CRM-system is the presence of a strategy for developing
relations with customers, consistent with the business strategy of the enterprise [15, p. 76].

Table 4
Comparative table of goals and priorities of enterprises in the absence / existence of the
implementation of the CRM-system

In the absence of a CRM system As a result of the introduction of the CRM-system

The need for constant construction, coordination, data | Speedand ease of work due to the availability of a single
analysis and processing, which may take a lot of time | information base, which all managers and managers have
and effort. access to, automate the process of data mining and
analysis, and the construction of corresponding schedules.

The need for complex accounting of the assessment of | Ability to formulate strategic goals within the CRM
the measure and the quality of the tasks performed and | system that detail the strategy and define tasks for different

the achievement of goals levels and divisions.

Focus on finding and attracting new customers Focus on retaining existing customers

Competition on the basis of product quality Competition as a service

Territorial dependence of clients from the enterprise Territorial independence of customers due to the

development of Internet technologies

Limited ways to interact with your customers: phone | Enhanced customer and enterprise interaction: In addition
calls, faxes, emails, WAP sessions, and direct customer | to traditional forms, there is an interactive help system for
referral to the company's specialists. voice menus (IVR), compatible browsing of web pages by
agent and client through the server system.

Source: compiled by the author

Therefore, in our opinion, the implementation of the CRM-system at "Hyundai Center of Poltava" Ltd.
will have a positive effect at the expense of consistency of the CRM-strategy with the overall strategy of the
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enterprise through an effective mechanism for distributing strategic tasks by subdivisions based on the data
of the CRM-system.

Advantages on the market of enterprises using CRM-systems are obvious: managers work in a single
information space, marketers see the results of marketing actions (exhibitions, advertising campaigns,
seminars) at the expense of automatic management of the system of accounting information on attracting
customers, and management has the opportunity to analyze work with clients on incomes under concluded
contracts, expenses for various marketing actions for attraction of clients, analysis of work of each specific
manager (quantity of the concluded agreement in their monetary expression) [14, ¢. 29].

At the same time, the realization of the CRM system allows to significantly expand the sales funnel,
that is, the volume of sales of cars, accessories, spare parts, fuel and lubricants and service services of LLC
Hyundai Center Poltava (Figures 5, 6).

Maximum number of people
who may be interested in

0,
Hyundai cars 100 %

100

the number of people who discovered IS
81 % < interest in the site and come T 97 %
in the auto showroom

Number of people who got acquainted

44 % with cars 57%

Number of people who have expressed a
desire to purchase a car 10 %

Number of cars sold

Fig. 5 - Expected change of crushers sale of cars under the condition of realization of CRM-system
Source: compiled by the author

The number of potential hits for

100 SRT services 9285 100 %
Traffic of STO visits, site 9005
73 % and phone calls Sl 97 %
. The number of consultations conducted by 0
58 % service station managers 79 %
43 The number of preliminary costing of repairs 2%

and issued invoices for payment

The number of carriages at the service station for

0,
30% technical inspections and repairs

Fig. 6 - Expected change of machine funnel funnel provided CRM-system is implemented
Source: compiled by the author

That is, the implementation of CRM-system on the basis of LLC "Hyundai Center Poltava" will
increase the degree of customer satisfaction by analyzing the accumulated information about the behavior of
customers, regulation of tariff policy, the configuration of marketing tools, effectively and with the minimum
participation of employees of the company take into account the individual needs of customers, and at the
expense of processing efficiency - to make early identification of risks and potential opportunities for
enterprise development and faster achievement of the strategic objectives lei.

Thus, CRM is a company's strategy of attracting new customers and retaining existing customers of its
products, which aims to create long-term and profitable relationships with them through the understanding of
their individual needs, in order to increase the profit of the enterprise. In practice, it is an application
software designed to automate business interaction strategies with clients, in particular to increase sales,
optimize marketing, and improve customer service by keeping customer information and history of
relationships with them, establishing and improving business processes and further analysis of results.
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Thus, LLC Hyundai Center Poltava will be able to increase its gross revenue from the sale of cars and
provision of services from 28897.2 thousand UAH. to 52880,4 thousand UAH, that is, the increase in income
will be almost 83%, with a planned increase of cars sold out of 49 pcs. up to 91 pcs and an increase in
caravans from 2865 to 4982 times.

In the framework of the developed business strategy, another promising direction of "Hyundai Center
of Poltava" LLC is expanding the range of sales at the expense of cars working on alternative fuels, namely,
electric cars, which in recent years have become more and more popular among car drivers, and the opening
of a post on the base of service stations, which will not require significant investment, since maintenance of
an electric vehicle is even easier than servicing gasoline and gas cars.

According to analysts of the Oxygen Group, in 2017 there are about 3000 electric vehicles in Ukraine
- almost twice as many as in 2016. Also, the number of electric power stations is increasing: in Ukraine they
are more than 400. According to the forecasts of world experts, by 2030 the fleet of electric vehicles will be
100 million units (about 20% of the world fleet of cars) [15].

The Nissan Leaf model remains the leader on the Ukrainian market of e-cigarette lorries, but it's
mostly cars with mileage. The second most popular among Ukrainians is the Ford Focus Electric. Lock the
leader three at once two cars: Tesla Model S and Bmw i3 [16].

The Hyundai loniq model in the Hybrid and Electric version has just emerged in the Ukrainian
automotive market and has every opportunity to push the top three leaders. According to the dealership
agreement, Hyundai Poltava Ltd. has the opportunity to get Hyundai loniq in one version of Hybrid and
Electric without paying on a responsible storage, and therefore, with the possibility of an auto show in the
cabin. So, we propose to apply for the distributor for the exposition of the Hyundai loniq Hybrid car, since at
present the discount is 50 thousand UAH. and any kind of equipment.

Thus, this will give an opportunity not to spend working capital to buy a car into a warechouse. Also,
the transport of a car on an automobile will be paid by the distributor, therefore no additional transportation
costs will be required. The main costs will be marketing costs for promotion of the Hyundai [oniq model.

Consider the below total expenses for the start of the initiative in tabl. 5

Table 5
Total Costs for Starting a Sales Projectof Hyundai Ioniq Hybrid / Electric
Total Costs Amount, Comment
UAH omme
Getting a car to the warehouse for exposure _ is carried out on a royalty-free basis on the basis of a
contract of responsible custody
Transportation from a Distributor to an _ Carriage by car - at the expense of the distributor
Autocentre
Training staff training topic of the training: "Features and technical
1500,00 e . b
characteristics of electric vehicles
Marketing activity, including 25000,00
- radio advertising 5000,00 | Audition: "Innovative Hyundai Ioniq"
- billboards - 2 pcs. Billboards: "Ioniq sets new standards for aerodynamics
4800,00 . . Tt
among hybrids and electric vehicles
- banner advertising on the Internet 1000.00 Banner ad: "Connect to the future of the automotive
’ world"
- calls - invite clients to the presentation - conducted by the managers of the car dealership
- Car presentation 10000,00 | invitation of the driver, festive registration of the car
- advertising printed materials purpose: to tell about electric cars and advantages of
4200,00 RO
Hyundai Ioniq
Total: 26500,00

Source: compiled by the author

So, we propose to apply for the Ioniq car for the exposition in the Hybrid version of Premium. The
price of Ioniq Hybrid Premium at a special discounted price for a customer is UAH 702,900. In case of
interest and sale of the car from the exposure to the client, the dealer margin will be UAH 37,047. and will
fully cover the total project start-up costs. If no car of this model is sold, the marketing activity of Hyundai
Ioniq will support the innovative image of the company, enliven traffic in the car dealership. And this is an
opportunity again to remind potential clients about themselves, to hold meetings, to familiarize them with all
model range of cars Hyundai.
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Electric vehicles and hybrids need not only to be sold, but also serviced at the service station.
However, the list of special equipment for servicing and basic types of repair of electric cars is small: first of
all, protective gloves, rubber glove with an insulated handle and a megger to determine the state of isolation.
And diagnosing the parameters of the electronic equipment of an electric vehicle or a hybrid can be done
using the universal KTS 590 scanner. Its ESI Tronic software contains all the data necessary for checking
electric cars and hydrides. A diagnostic of some types of traction batteries may require a modern battery test
of a standard specimen. All this equipment is available on the service station LLC "Hyundai Center Poltava".

So, analyzing the ecological state and global and Ukrainian trends, we can state: the sooner LLC
"Hyundai Center Poltava" will start selling and servicing electric cars, the higher its chances are on
strengthening its own competitive positions, capacity building, attracting new customers, improving image as
well among consumers and among partners. After all, this will allow the company not only to survive in the
period of modern instability, but also to take leading positions in the automotive market.

Conclusions. In today's economic conditions research of the theoretical and practical bases of strategic
management, the formation of approaches to the diagnostics of existing business strategy development
systems, which will optimize the process of strategic management and increase its efficiency, becomes
especially important. An effective business strategy can become a multifactorial target formula for success,
since it enables the company to direct the inertia response to the influence of external factors before decisive
active action, which will allow to take a more competitive position in the market; to develop a plan of
activity of a business entity of a specific quantitative and qualitative nature, which, although it will require
detailed and correct adjustments, however, will steadily lead the enterprise to a specific purpose; to target the
subject on developing and implementing the most promising strategic directions of activity, the realization of
which will be able to "bring" him to a completely new, high-quality level of activity.
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Kynakora Ceitiana IOpiiBHa, KaHIuIaT EKOHOMIYHMX Hayk, jgoieHT. Ueranosa Bipa SIkiBHa,
KaHJHUJIAT eKOHOMIYHUX HaykK, mpodecop. [lontaBchkuil HamioHa IbHUN TEXHIYHUE yHiBepcuTeT iMeHi HOpis
Konnparioka. HosikoBa Oubra ®@egopiBHa, JJOKTOp CKOHOMIYHUX HayK. [HCTHTYT €KOHOMIKH
npomucioBocti HAH  Vkpainn. Oco6auBocti ¢opmyBanHs Ta peanizanii  0i3Hec-cTparerii
nignpuemcrBa. [IpoBeneHuid aHami3 HAYKOBOI JiTepaTypH JO3BOJHMB BUIUIMUTH Taki CTpaTeridyHi piBHI
MPUAHATTS PillIeHb, SIK KOPIIOpAaTHBHA CTpaTeris, Oi3Hec-cTpareris, (yHKIIOHaTbHA CTpaTeris, onepaiiiHa
crpareris. Po3risiHyTo iCHYIOYiI TEOpEeTHM4YHI MiAXOAM /O BHU3HAUCHHS KaTeropil «Oi3Hec-cTpaTerisy»,
PO3KpHUTO ii 3HAYCHHS Ta POJIb Y AISTIBHOCTI MiJIPUEMCTBA, CPOpPMYITHOBAHO OCHOBHI 3aBJaHHS, sIKI BOHA
Ma€e BUKOHYBAaTH Ha piBHI Oi3Hecy. YIOCKOHAJCHO OpTaHi3alliifHO-eKOHOMIYHHI MeXaHi3M (popMmyBaHHS i
peamizamii Oi3Hec-cTpaTerii mianpueMcTBa NUIIXOM yTOYHEHHs (QyHKIIN 1 3aBoaHb cy0’ €KTiB 11 peanizalli,
0 JO3BONMJIO BUAUIUTH METOIW, Baxkeml, iH(pOpMalliiiHe Ta HOpPMAaTHBHE 3a0C3ICUCHHS, a TaKOXK
THCTPYMEHTH CTpATETiYHOr0 TUIAHYBaHHS Ha MiANPUEMCTBI. BiAMoBimHO 10 po3po0lieHOro MeXaHi3My i
JIOTIKA 3aCTOCYBaHHS METOAY 3BOPOTHOIO MOPSJAKY, OyJ0 MPOaHali30BaHO CTaH [il0Y0i CHCTEMH
cTpaTteriydoro ynpaeiinHsa Ha npukiaai TOB «Xrwoupait Lentp IlonraBa». BuokpemieHo (QyHKI[IOHAIbHI
OJIOKM CTPaTEriuHOro YIpapJIiHHS, SKi IOBHOK MIpOI0 HE aKTHBOBAaHI Ha IIbOMY IIAMPHEMCTBI Ta BIAMOBIIHO
CTPUMYIOTh HOTO PO3BUTOK. 3alpONIOHOBAHO CTpaTErivHe YIPABIIHHS HAa MiAMPUEMCTBI BapTO 3/IHCHIOBATH
HA OCHOBI METOJy aHajorid. BimoBisHO 10 HBOrO MOOYJAOBAHO KAPTH CTPATEriYHHX TPYI KOHKYPYIOUHX
MiANPHEMCTB  aBTOMOOUTBHOTO puHKY [lonTaBchkoi oOnacTi, BH3HA4YE€HO MPSIMUAX KOHKYPEHTIB
JOCITIDKYBAHOTO MIiANPHEMCTBA W TapaMeTpH, 32 KOTPUMHU BOHO Ma€ KOHKYPEHTHE BiJiIcTaBaHHS. 3 OTJIsLy
HA OTpPUMaHi pe3yNbTaTH INPOBEACHUX MPOIEAYp aBTOpaMH CTaTTi HAJaHO MiANPHUEMCTBY MPAKTHYHI
PEKOMEHIAIII] 00 TOCATHEHHSI KOHKYPEHTHHX TIepeBar, 3BaXKalour Ha SIKi 3aIpOITOHOBAHO BIIPOBAKCHHS
CRM-cucremu yrpaIiHHS BiIHOCHHAMH 3 KIIEHTAMHU Ta PO3IIUPEHHS CIIEKTPa MPOJAXKIB 338 paXyHOK aBTo,
KOTpi TMpaIlOl0Th Ha aJbTCPHATUBHOMY MaJlMBi, 30KpeMa €ICKTPOMOOUTIB. 3IIMCHEHO EKOHOMIUHE
OOIPYHTYBaHHS 3allPOIIOHOBAHUX 3aXOJIB 1 CTpATEriyHUX IHIIIATUB, IO MIATBEPPKYIOTh €(PEKTUBHICTh
3aMpoNoOHOBaHUX 3ax0iB. Ha 0a3i BHIIIEBHKIIaIEHOTO 3pO0JICHO y3aralbHIOKUI BUCHOBKH II0JI0 BaXKJIMBOCTI
(dbopmyBaHHS Ta peaiizaiii Oi3Hec-cTpaTerii mianprueMcTBa.

Knrouoei cnosa: crparteris, Oi3Hec-CTpaTeris, peaiizamis Oi3Hec-CTparerii  MiANPUEMCTBA,
KOHKYPEHTOCIIPOMOKHICTh, KOHKYPEHTHI TIepeBary.
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Features of the Formation and Implementation of
the Enterprise Business Strategy. The conducted
analysis of scientific literature allowed to highlight such
strategic decision-making levels as "corporate strategy",
"business strategy”, "functional strategy", "operational
strategy". The existing theoretical approaches to the
definition of the category '"business strategy" are
considered, their importance and role in the activity of
the enterprise are disclosed, the main tasks which it
must perform at the level of business are formulated.
The organizational and economic mechanism of the
formation and implementation of the business strategy
of the enterprise was improved by specifying the
functions and tasks of the subjects of implementation of
the business strategy of the enterprise, which allowed to
allocate methods, levers, informational and normative
support, as well as strategic planning tools at the
enterprise. In accordance with the developed
mechanism and the logic of applying the reverse order
method, the state of the current system of strategic
management was analyzed, for example, LLC "Hyundai
Center Poltava". The functional blocks of strategic
management are isolated, which are not fully activated
in this enterprise and accordingly hinder its
development. The proposed strategic management at an
enterprise should be carried out on the basis of the
analogy method. According to it, maps of strategic
groups of competing car market enterprises of the
Poltava region were constructed, direct competitors of
the investigated enterprise and the parameters on which
the company has a competitive backlog is determined.
In view of the results of the procedures carried out, the
author of the article provided the company with
practical recommendations for achieving competitive
advantages, taking into account the proposed
introduction of CRM-system for managing customer
relations and expanding the range of sales at the
expense of cars working on alternative fuels, namely,
electric vehicles. The economic substantiation of the
proposed measures and strategic initiatives, which
confirm the effectiveness of the proposed measures, has
been carried out. On the basis of the foregoing general
conclusions about the importance of the formation and
implementation of business strategy of the enterprise are
made.

Key words: strategy, business strategy,
implementation of business strategy of the enterprise,
competitiveness, competitive advantages.
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KynakoBa Caeriiana IOpbeBHa, kanauaat
SKOHOMHMYECKMX HaykK, JoueHT. YeBranoa Bepa
SlkoBJeBHA,  KaHAWAAT  OSKOHOMHYECKHX  HayK,
npodeccop. [lonTaBckuii HAIMOHATBHBIA TEXHHYCCKHIMA
yauBepcuter umeHu lOpus Konppatioka. HoBukoBa
Oabra @enopoBHa, IOKTOP SKOHOMHUYECKHX HayK.

Wnctutyr  3KkoHOMUKM — npombinuieHHoctH  HAH
YkpauHsl. OcobenHocTn (popmupoBanus "
peanuzanuM  OM3Hec-CTpaTerMM  NpeINpHUATHS.

[IpoBeneHHbIN aHATU3 HAy4YHOH JUTEpaTyphl MO3BOJIUII
BBIICIUTh TaKUE CTPATETHYCCKUC YPOBHH IPUHATHS
peIllcHHi, KaK KOPIIOpaTUBHAs CTpaTerus, OW3Hec-
cTpaterus, GyHKIIMOHAIBHAS CTPATETHs, ONePAIlHOHHAS
cTpaTerusi. PaccmoTtpenst CYIIECTBYIOIINE
TEOPETUYCCKHE IMOAXOJBI K ONPEICIICHHIO KaTEeropuu
«OU3HEC-CTpATEeTHs», PACKPBITHI €¢ 3HAYCHUE U POJIb B
JIESITeIbHOCTH MIPEIIPUATHS, chOpMyYITHPOBAHBI
OCHOBHBIE 3aJ1a4d, KOTOPBIC OHA JTOJDKHA BBITIONHATH Ha
ypOBHE OM3Heca. YCOBEPUIEHCTBOBAH OpraHU3AIMHHO-
OKOHOMHMYECCKMIA  MeXaHu3M  (OPMHUpPOBAHUA U
peanu3anuu  OM3HEC-CTPATECIMU NPCANPHITHA ITyTeM
yroyHeHus (QYHKUMA W 3amad  CcyObekToB &€
pealu3aliyi, 4YTO TO03BOJWIO BBIICIUTh METOIHI,
phIyary, HH(POPMAIMOHHOE u HOPMAaTHBHOE
obecrieueHre, a TakKe WHCTPYMEHTHI CTPATErHYeCKOro
TUTAHUPOBAHHUS Ha MIPENPHUSITUH. CornacHo
pa3pabOTaHHOMY MEXaHHU3MY M JIOTHKE IPUMCHEHHS
MeToJa 00paTHOrO MOpPsIIKa, OBUIO NMPOAHATM3UPOBAHO
COCTOSITHUE JEHCTBYIOIIEH CHUCTEMBI CTPAaTErHueCKOro
ynpapienust Ha npumepe OO0 «Xrwonpmaii IleHTp
[lontaBay. BbigeneHB  (QYHKIIMOHAIBHBIC  OJIOKH
CTPATETUUECKOTO YIPABJICHUS, KOTOPBIC B TIOJIHOW Mepe
HE AaKTHBHPOBaHBl Ha JIAHHOM TPCANPHATHU |
COOTBETCTBEHHO CAEPIKUBAIOT ero pa3BuTHe.
[IpemyiokeHHOE  CTpaTerMyeckoe  yIpaBiIeHHE  Ha
NPEANPUSATHN  CIEIyeT OCYIIECTBIATh Ha OCHOBE
MEeToJla aHaJIOrui. B COOTBETCTBMM C HUM TMOCTPOEHBI
KapThl  CTPATETHYECKUX TPYII  KOHKYPUPYIOIIUX
MPEANPUSITHH  aBTOMOOWJIBHOTO pbhIHKAa IlonTaBcKoi
obnacrw, OTIpeIeNEeHBbI MIPSIMBIC KOHKYPCHTBI
HCCIICAYEMOr0 MPEANPUATHS W  [apaMeTphl, IO
KOTOPBIM OHO HMEET KOHKYPEHTHOE OTCTaBaHUE.
Hcxonms W3 TONYYEHHBIX PE3YJIbTATOB MPOBEACHHBIX
mpouenyp, aBTOpaMH  CTaThbH  IPEIOCTABJICHBI
NPEANPUSATHIO  TPAKTHUYCCKAE  PCKOMEHIAIMU IO
JIOCTIDKCHUIO KOHKYPEHTHBIX MPEHMYINECTB, CPEIU
KOTOpBIX mpemiokeHo BHeapeHne CRM-cucreMsr
yIpaBJICHUs] B3aMMOOTHOUICHUSAMU C KJIMEHTAaMH U
paciligpeHre CHeKTpa TNpoJak 3a CueT  aBTo,
paboTaoNMX Ha aJbTEPHATHUBHOM TOIUIUBE, B YACHOCTH

JNIEKTPOMOOUIIEIL. ITposeneHo 9KOHOMHYECKOE
00OCHOBaHME  MPEJVIOKECHHBIX  MEpPONPUSATHH |
CTpaTEeTHUECKUX HMHULIATHB, MIOJTBEP K JAFOIINX

3¢ GeKTHBHOCTD MPEIOKEHHBIX Meponpustuii. Ha 6a3ze
BBIIIEU3JIOKEHHOIO CIEJIaHbl  0000IIAOIINE BBIBOILI
OTHOCHUTEJIHO BaXXHOCTH (DOPMHUPOBAHUS M PEaTU3AITUH
OM3HEC-CTPATEruu MPEANPHUITHUSA.

Knwuesvie cuoea: CTparerus, ousHec-
CTparerus, pcaiusanus 61/I3HCC-CTpaTeFI/II/I
NpeaAnpusa T, KOHKYp eHTOCHOCO6HOCTB,

KOHKYPCHTHBIC IPCUMYIICCTBA.
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