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VY pesynbTaTi AOCHIHPKEHHS BCTAHOBJIEHO, II0 MAapKETHMHIOBA CTpaTeris €
KJIIOYOBUM €JIEMEHTOM CHCTEMHU YIpPaBIiHHS MIANPUEMCTBOM, SIKUU 3a0e3neuye
aJanTalio 0 3MiH 30BHIIIHBOIO CEPEJIOBHINA, MIABUIICHHS e()EKTUBHOCTI
BUKOPHUCTaHHSI PeCcypciB Ta (pOpMyBaHHS KOHKYpPEHTHHUX repesar. JloBeneHo, 110 B
YMOBax KpHU3M MApPKETHHTOBlI CTpaTerii BUCTYIMAIOTh BAXKJIUBUM 1HCTPYMEHTOM
MiHIMI3aIlli pU3HKIB Ta 3a0e3leyeHHs1 CTaluIbHOCTI AisuibHOCTI. OcoONMBY yBary
OPUAUIEHO POl UU(POBUX TEXHOJOTIA Ta MPOEKTHOTO MIAXOAY Y IMIJBHUILEHHI
e(eKTUBHOCTI peasizaiii MapKETUHTOBHUX PIIICHb.

BucHoBKM cBi4aTh Mpo HEOOXITHICTh 1HTETpallli MAPKETUHTOBUX CTpaTerii 13
CHUCTEMOIO aHTHUKPU30BOTO YIPABIIHHA Ta AKTUBHOTO BUKOPHUCTAHHS Cy4YaCHUX
IHCTpYMEHTIB ITU(pOoBi3allii 1 MPOEKTHOTO MEHEKMEHTY. 1{e 103BOIUTh i IBUIITUTH
aJanTUBHICTh arpapHUX MIJMNPUEMCTB JI0 3MIH PUHKOBOTO CEPEJIOBUINA, 3a0€3MEUUTH
iX CTIMKMI PO3BUTOK Ta 3MIHUTH KOHKYPEHTH1 O3MULIII.
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Abstract: The article examines the essence, role, and features of marketing
strategy development within the management system of agricultural enterprises under
conditions of economic instability. The purpose of the study is to substantiate the
importance of marketing strategies as a tool for ensuring competitiveness and
sustainable development, considering the principles of crisis management and the
project-based approach.

The methodological basis of the research includes general scientific and special
methods, such as analysis and synthesis, a systematic approach, comparative analysis,
and strategic marketing methods. The paper explores modern approaches to the
formation of marketing strategies, identifies their structural elements, and determines
the stages of their implementation.

The results show that a marketing strategy is a key element of enterprise
management, ensuring adaptation to environmental changes, improving resource
efficiency, and forming competitive advantages. It is proven that under crisis
conditions, marketing strategies serve as an important tool for risk minimization and
business stability. Special attention is paid to the role of digital technologies and project
management in enhancing the effectiveness of marketing decisions.

The conclusions highlight the need to integrate marketing strategies with crisis
management systems and actively use modern digital and project management tools.
This will increase the adaptability of agricultural enterprises to market changes, ensure
sustainable development, and strengthen their competitive positions.

Keywords: marketing strategy, agricultural enterprises, crisis management,
project approach, digital marketing, competitiveness, strategic management, risks,

sustainable development.

Statement of the problem. In today’s economic environment, the effective
operation of agricultural enterprises depends to a large extent on the level of
organization of their marketing activities, their ability to adapt quickly to changes in

the market environment, and their focus on consumer needs. Ukraine’s agricultural
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sector is undergoing structural transformation, accompanied by increased competition,
changing market demands, the active development of digital technologies, and the
growing importance of strategic management. Under these conditions, marketing
strategies have become a vital tool for ensuring stable development, strengthening
competitive positions, and increasing the profitability of enterprises in the agricultural
sector.

At the same time, the modern business environment is characterized by a high
level of uncertainty, risks, and crises, which necessitates the integration of marketing
strategies into a company’s crisis management system. It is marketing that serves as a
tool for timely response to changes in demand, reassessment of market priorities,
diversification of sales channels, and the development of sustainable competitive
advantages during crises. An effectively developed marketing strategy allows
enterprises not only to minimize the negative consequences of crises but also to use
them as an opportunity to update their business model and increase management
flexibility.

In modern conditions, the development and implementation of marketing
strategies should also be viewed through the lens of a project-based management
approach, which involves clear planning, resource allocation, performance monitoring,
and evaluation of the effectiveness of marketing initiatives. Marketing project
management allows for the systematization of the process of implementing strategic
decisions, increasing their effectiveness, reducing costs, and ensuring that set goals are
achieved within specified timeframes. The use of project management tools helps
increase companies’ adaptability to changes in the external environment and ensures
their resilience in crisis situations.

Marketing in agriculture plays a special role, as it allows not only for the
effective sale of produced goods but also for the formation of strong ties between
producers and consumers, the development of flexible pricing policies, the
improvement of distribution systems, and the creation of a positive corporate image in

the market. In the context of the digital economy, marketing strategies must rely on
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modern information technologies, data analytics, e-commerce, and communications,
which enable a new level of business process management.

The purpose of this article is to examine the essence, role, and characteristics
of marketing strategy development within the management system of agricultural
enterprises, considering the principles of anti-crisis management and the project-based
approach, as well as to justify their importance for enhancing competitiveness and
ensuring sustainable development in a dynamic and risky market environment.

Analysis of recent studies and publications. The issue of forming and
implementing marketing strategies in the enterprise management system, in particular
the agricultural sector, is the subject of active research by both domestic and foreign
scientists. Considerable attention is paid to the issues of increasing the competitiveness
of enterprises, adapting to changes in the market environment and implementing
modern strategic marketing tools, especially in conditions of instability and crisis
challenges.

The theoretical principles of marketing management are widely disclosed in the
works of F. Kotler and K. L. Keller, Charkina,T.Yu. who consider marketing strategy
as a key element of the enterprise management system, focused on meeting consumer
needs and achieving long-term development goals [9,10]. Similar approaches are also
followed by Ukrainian scientists, in particular L. V. Balabanova, Hramatovych Yu who
emphasizes the strategic role of marketing in ensuring the effective functioning of the
enterprise [3; 4]. A significant contribution to the development of the theory of
marketing activity was made by V. Ya. Kardash, who studies the issues of forming a
product policy and the integrated use of marketing tools [7; 8].

In scientific works, considerable attention is paid to determining the essence of
marketing strategy, its structural elements and stages of formation. Researchers
emphasize the need for a comprehensive analysis of the internal and external
environment of the enterprise, taking into account industry characteristics and ensuring
the flexibility of the strategy in the conditions of market changes [3; 9]. These

approaches become especially relevant in crisis conditions, when marketing strategies
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must ensure a rapid response to risks, minimize losses and maintain the financial
stability of enterprises.

Issues of anti-crisis management of enterprises are studied in the works of
modern Ukrainian scientists. In particular, the works of Yu. Aleskerova and co-authors
substantiate the importance of financial planning as a tool for minimizing risks [1], and
also reveal the theoretical and methodological aspects of anti-crisis financial
management [2]. Research by O. A. Smetanyuk et al. are devoted to the management
of anti-crisis processes at enterprises [11], while A. Marachevska focuses on the
practical value of anti-crisis management in the conditions of the war and post-war
period in Ukraine [13].

A separate area of research concerns the specifics of the functioning of
enterprises in the agricultural sector. Thus, the works of V. A. Mamchur and N. V.
Germaniuk consider methodological approaches to assessing the development of
entrepreneurship in agriculture [12]. Researchers emphasize the influence of
seasonality of production, dependence on natural and climatic conditions, perishability
of products and high price volatility on the activities of enterprises, which necessitates
the formation of adaptive marketing strategies.

The financial aspects of the functioning of enterprises in modern conditions are
also reflected in the works of L. Fedoryshyna and co-authors, who study the issues of
financial control of small businesses [5] and the impact of imbalances in the economic
space on the financial mechanism of the enterprise [6]. These studies emphasize the
importance of integrating financial and marketing instruments to ensure the stability of
enterprises.

Modern scientific approaches also focus on the digitalization of marketing
activities, the use of CRM and ERP systems, data analytics and e-commerce as tools
for improving the efficiency of enterprise management. At the same time, the
implementation of such solutions requires the use of a project approach that ensures a

clear structuring of processes, effective allocation of resources and control of results.
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At the same time, the analysis of scientific sources indicates the presence of a
number of unresolved issues. In particular, the aspects of integrating marketing
strategies into the anti-crisis management system of agricultural enterprises remain
insufficiently studied, which limits the possibilities of timely response to risks and
instability of the external environment. The mechanism for combining strategic
marketing with risk management tools requires further development.

In addition, the issue of effective application of the project approach to the
development and implementation of marketing strategies remains relevant, in
particular regarding the structuring of processes, allocation of resources and evaluation
of results. Insufficient attention has been paid to the formation of methodological
approaches to assessing the effectiveness of marketing strategies, taking into account
the dynamics of the market environment.

Thus, there is an objective need for further development of the theoretical and
methodological principles of forming and implementing marketing strategies based on
the integration of the concepts of strategic marketing, crisis management, and a project
approach, which will contribute to increasing the efficiency of the functioning of
agricultural enterprises in conditions of uncertainty and risks.

Statement of main research material. In modern economic conditions, a
marketing strategy serves as a key tool for ensuring a company’s competitiveness,
focused on meeting consumer needs, and achieving long-term development goals. For
agricultural enterprises, whose operations depend on environmental and climatic
factors, seasonal production, and market fluctuations, developing an effective
marketing strategy is not only an economic necessity but also a crucial condition for
ensuring stability, adaptability, and sustainable growth.

In the conditions of the increased uncertainty and risk, marketing strategy takes
on particular importance as a component of anti-crisis management, as it enables
companies to respond promptly to shifts in demand, adapt their distribution channels,
optimize their product range and pricing policies, and minimize the negative impact of

external threats.
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In a corporate management system, the marketing strategy serves as a
coordinating element that integrates the functions of planning, organization,
motivation, and control. Its significance lies in: identifying strategic directions for the
company's development in line with market trends; improving the efficiency of
production, financial, and human resources; building long-term relationships with

customers, partners, and suppliers; strengthening the company's image and reputation.

The main types of marketing strategies used in agriculture include (see table 1).

Table 1

The main types of marketing strategies used in agriculture

Type of Essence of strategy Main goals and Expected outcomes for
marketing objectives agricultural enterprise
strategy
Product Creating a unique value Building competitive Boost in market share,
differentiation proposition based on product advantages, brand selling price increase, and
strategy quality, sustainability, natural development, and enhancing reputation of the
ingredients, or origin of increasing customer manufacturer
products loyalty
Pricing strategy | Determining the optimal price Ensuring Increase in revenue,
for products, considering competitiveness, stability of sales,
production costs, solvency of optimizing establishing of price flexing
consumers, and competitors' profitability,

improvement of sales
channels, logistics networks,

and cooperation with
intermediaries and partners

transportation costs
and increasing product
availability for
consumers

actions increasing sales
volume
Sale strategy Development and Reducing Marketing development,

increase of efficiency of
logistics, reduction of
product losses

Building an effective system

Building a positive

Increase company

marketing processes, and use
of e-commerce

costs, and quick
adaptation to the
market

Communication of marketing image, promoting recognition, rise in demand,
strategy communications: advertising, | brand, attracting new strengthening business
PR, branding, social media customers reputation
Strategy of Implementation of digital Improving Increase productivity,
innovative technologies, CRM and ERP management digital transformation of
development systems, automation of efficiency, reducing the business, sustainable

development of the
enterprise

Source: compiled by the authors based on their own research
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Strategic planning of marketing activities is particularly important for the
agricultural sector, as it considers the specific characteristics of agricultural products
(perishability, seasonality, dependence on weather conditions, significant price
fluctuations, etc.). Under such conditions, a marketing strategy must combine elements
of market adaptation with innovative approaches to managing production and
distribution processes and risks.

In modern conditions, the implementation of marketing strategies is increasingly
based on project management principles, which involve clearly defining the objectives,
resources, timelines, and outcomes of marketing initiatives. This approach allows for
more effective implementation of strategic decisions, ensures control over their
execution, and enables a flexible response to changes in the external environment,
which is particularly important in crisis situations.

The use of marketing strategies within the management system of an agricultural
enterprise helps ensure synergy between production, sales, and consumption, focusing
the enterprise’s activities on meeting demand and establishing a stable market position
[10].

From a strategic perspective, a marketing strategy serves as a comprehensive
platform for managerial decisions, integrating market analysis, demand forecasting,
innovative product development, and customer relationship management. Its
implementation establishes a solid foundation for a company’s economic growth,
market expansion, and overall management efficiency. This takes on particular
significance in times of instability when marketing strategy becomes a vital tool for
ensuring the company’s adaptability and resilience [9].

In the context of anti-crisis management, a marketing strategy ensures the timely
identification of market threats and opportunities, enables the reassessment of target
segments, optimizes the product portfolio, and facilitates the development of new sales
channels. This helps mitigate the impact of crisis factors and enhances the flexibility

of management decisions.
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As a practical matter, having a clear marketing strategy enables a company to
achieve several promising goals at once (Fig. 1). It serves as a systematic management
tool that integrates analytical, communication, production, and sales components into

a single, coherent model for the company’s development.

Marketing strategy — the foundation of market management

: : !
respond effectively to allocate resources increase customer
changes in the external optimally across business loyalty and strengthen
environment while areas market position
minimizing risks
v .
ensure profitability growth build the brand's image and
through the rational reputation which contributes
combination of marketing to long-term competitive
tools advantages

Fig. 1. The benefits of implementing marketing strategy in a company

Source: compiled by the authors based on their own research

Developing an effective marketing strategy is a complex, multi-step process that
requires a systematic approach, in-depth market analysis, and a clear definition of the
company’s goals. In today’s dynamic business environment, strategic planning is of
critical importance, as it enables a company not only to adapt to changes but also to
stay ahead of them, building its own competitive advantages and ensuring long-term
stability. [1].

An important aspect of modern marketing strategy development is the use of
project management tools, which involves breaking down the process of strategy
development and implementation into distinct phases, identifying responsible parties,
allocating resources, and establishing performance evaluation criteria. This approach
allows for greater control over the strategic planning process, ensures monitoring of

goal achievement, and minimizes risks, which is particularly relevant in times of crisis.
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Following the stages of marketing strategy development in sequence ensures that
the strategy aligns with the company’s overall development strategy, enables optimal
resource allocation, and enhances the effectiveness of management decisions. Each
stage has its own objectives, tools, and expected outcomes, which form a
comprehensive system for managing marketing activities and create the conditions for
the effective implementation of the strategy (Table 2).

Table 2

Stages of formation and implementation of effective marketing strategy of

agricultural enterprises

Stage Essentiality of the stage Main tools and results

1. Analysis of Comprehensive diagnostics of | SWOT analysis, PEST analysis,

the market situation, competitive analysis, and market research.
external and ) . . . .
ot 1 consumers, competitors, and The result is the identification of the
interna . .
. the enterprise resource company’s opportunities, threats, and
environment .
potential. strengths.

Establishing long-term
marketing goals in line with
the company’s mission and
vision.

2. Determination
of strategic
marketing goals

Setting SMART goals (market share,
profitability, brand awareness, entering
new markets, etc.).

Development of strategies: differentiation,

3. Development Identifying potential areas of ) . .
P ymngp cost leadership, focus, and innovation.

f strategi devel t and strategi .
o Sta e.glc eve opmen. and strategic Effect: the selection of the most
alternatives ways to achieve goals. . L

appropriate direction.

4. Selection and | Deciding on the optimal Budget planning, selection of marketing
implementation strategy and implementing it in | tools (4P/7P), coordination of departments,
of the strategy business operations. implementation of CRM/ERP system:s.
5 Control Measuring the results of the Analysis of KPI, ROI, market share, and

' . marketing strategy, identifying | customer loyalty. Effect: improving
evaluation, and p ) : )

) deviations, and making efficiency and adaptation of the strategy to
adjustment .
adjustments. market changes.

Source: compiled by the authors based on their own research

Therefore, the development of marketing strategy should be viewed not as a one-
time managerial act, but as a continuous, cyclical process that combines analytical,
planning, organizational, and control functions. This approach ensures timely

adjustments to strategic objectives in line with changes in the market environment and
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enables the company to maintain a high level of adaptability and management
effectiveness in the long term.

In conditions of instability and growing risks, marketing strategy takes on
particular importance as a component of anti-crisis management, since its flexibility
and adaptability ensure a timely response to crises, mitigate the negative impact of
external factors, and preserve the company’s competitive position. [4].

At the same time, the effective implementation of marketing strategies
increasingly relies on project management tools, which help structure the process of
executing strategic initiatives and define clear stages, resources, timelines, and
responsible parties. This approach ensures greater control over the implementation
process, monitoring of results, and minimization of risks which is particularly
important in crisis conditions of enterprises functioning.

Based on an analysis of the practical experience of Ukrainian and foreign
companies, several examples can be identified that demonstrate the impact of strategic
marketing on business performance. In particular, the effective application of strategies
for differentiation, innovative development, branding, or partnership cooperation
allows for increased competitiveness, optimized costs, strengthened market positions,
and long-term stability. In the context of anti-crisis management, such strategies serve
as a tool not only for survival but also for the development of the enterprise.

Thus, a marketing strategy is not merely a conceptual document, but a full-
fledged management tool that takes on practical significance during implementation
and ensures the transformation of the company’s potential into tangible economic
results. [15].

To gain a clearer understanding of how it is applied, it is advisable to analyze
various types of marketing strategies, their substantive characteristics, and the
management outcomes achieved during their implementation. In this context,
marketing strategies also serve as a crisis response tool, helping to reduce risks and

increase the adaptability of enterprises.
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Table 3 provides an overview of the most common types of marketing strategies,
their areas of practical application, and expected outcomes, considering their potential
use in the context of anti-crisis management and project implementation.

Table 3
Examples of the practical significance of marketing strategies in the

agricultural enterprise management

Essentiality and practical Results and management

Type of marketing strategy implementation impact

Focus on the product’s unique
properties: eco-friendliness,
quality, and regional origin.
Product differentiation Implementation of

strategy certifications (EU Organic,
ISO 22000) and creation of
own trademark for farm

Increase in selling prices by
20-30%, entry into premium
markets, growth in consumer
confidence, and increase in
competitiveness.

products.

Use of digital management
technologies: CRM, ERP, Big
Data, and online sales.
Optimization of planning,
communication, and sales

Reduction in communication
costs by 10-15 %, improvement
of demand forecasting, enhance
of management efficiency, and
increase of customer loyalty.

Innovative marketing strategy

processes.

Building a positive corporate

image through advertising, Increasing brand awareness,
Communication strategy public relations, social media | enhancing customer loyalty,
(branding and CSR) marketing, participation in improving corporate reputation,

social projects, and corporate | and stabilizing market position.
social responsibility.

Cost optimization,
strengthening bargaining power
in the market, increasing sales

Establishing associations of

Il and medium-sized
Strategy Ofpartnership and Small and medium-Ss1ze

) enterprises for co-marketing,
cooperation

. volumes, improvin
logistics, export, and > 1P &

profitability and sustainable

rocurement.
P growth.

Formation of the optimal ) )
Increasing sales, attracting new

customers, stabilizing revenue,
and maintaining market
position in a highly competitive

price/quality ration, utilizing
flexible discounts, and
implementing price
differentiation for various

Competitive pricing strategy

environment.

market segments

Source: compiled by the authors based on their own research
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Thus, the practical significance of marketing strategies lies in enhancing a
company’s competitiveness, improving management efficiency, and ensuring its long-
term stability. Their competent implementation allows not only for achieving positive
financial results but also for building sustainable strategic advantages in the market,
which is particularly relevant in the context of Ukraine’s economic transformation and
rising levels of uncertainty [2]. In this context, marketing strategies also serve as a
crisis response tool, helping to reduce risks and increase the adaptability of enterprises.

Conclusions. As a result of the study, it was found that a marketing strategy is
a key tool for business management, enabling the company to adapt to changes in the
market environment and develop competitive advantages. It has been demonstrated
that the effective implementation of marketing strategies contributes to increasing
profitability, optimizing resource utilization, expanding sales markets, and
strengthening corporate image. It was determined that the process of forming a
marketing strategy has a complex, systematic and cyclical nature, involves a
combination of analytical, planning and control functions, and requires taking into
account industry specifics, in particular the characteristics of the agricultural sector.
The need for active use of modern digital technologies, data analytics and innovative
marketing tools that increase the effectiveness of management decisions is
substantiated. It has been proven that in the conditions of crisis phenomena and
instability of the external environment, marketing strategies act as an important
element of the anti-crisis management system, ensuring management flexibility, timely
response to market changes and reducing the negative impact of risks. It has been
established that the effective implementation of marketing strategies is achieved under
the condition of using project management tools that allow structuring the process of
their implementation, ensuring a rational distribution of resources, control of results
and achievement of strategic goals within the specified time frame. [6].

Thanks to marketing strategies, the enterprise can adapt to changes in the
external environment, determine priority areas of development, optimize the use of

resources and create sustainable competitive advantages that ensure stable economic
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growth and sustainable development, especially in the conditions of transformation of

the economy of Ukraine.

CnuCcoK BUKOPHUCTAHMX JIZKePeJT
1.  Aleskerova Y., Kolomiiets M., Karpinskyi Y. Financial planning in the
enterprise as a method of minimizing financial risks. Ikppacmpyxmypa punxy. 2024.

Bumn. 78. . C.53-58. DOI: https://doi.org/10.32782/infrastruct78-10.

2. Aleskerova Yu., Hramatovych Yu Anti-crisis financial management:
theoretical and methodological issues under conditions of enterprise crisis operation.
Ingppacmpyxkmypa DUHKY. 2025. Bun.87. C.58-63. DOI:
https://doi.org/10.32782/infrastruct87-10.

3. Balabanova L. V. Strategic Marketing. Donetsk: DonNUET, 2012.

4. I'pamaroBnu FO. B. TeopernuHi 3acagu MEHEIKMEHTY KalliTaly
HIINPUEMCTBA B YMOBaX €KOHOMIYHOI HECTaOLIbHOCTI. AKTyaJibHI ITHUTaHHS
eKOHOMIYHMX Hayk. 2026. Bum. 19. https://doi.org/10.5281/zenodo.18499883

5. Fedoryshyna L., Bilyk T., Pavlyk V. Financial control of small business
enterprises in modern conditions. Ingppacmpyxkmypa punky. 2024. Ne 80. C. 100-104.
DOI: https://doi.org/10.32782/infrastruct80-18.

6.  Fedoryshyna L., Vilchynska N. Influence of economic space imbalances
on the functioning of the enterprise financial mechanis. Green, Blue & Digital
Economy Journal. 2021. Vol. 2, Ne 1. P. 68-72.

7. Kardash V. Ya. Marketing Product Policy. Kyiv: KNEU, 2017.

8.  Kardash V. Ya. Marketing. Kyiv: KNEU, 2018.

9. Kotler P. Marketing Management. Pearson, 2019.

10. Yapkina T. FO. Mexani3Mu Ta HanpsAMK{A aHTUKPU30BOTO YIPABIIHHS
MAaCAKUPCHKUM KOMIUIEKCOM 3allI3HUYHOTO TPAaHCHOPTY. Bicnuk XmenvHuybko2o
Hayionanvrno2o yHigepcumemy. Cepis: Exonomiuni nayku. 2020. Ned, T. 2. C. 67 —71.

11.  Smetanyuk O.A., Karpinsky Y.V., Sichev D.O. Management of anti-crisis
management of enterprises. [ngppacmpyxmypa punxy. 2021. Bun. 81. C. 185-189.

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

VYBech KOHTEHT JlinieH30BaHo 3a ymoBamu Creative Commons BY 4.0 International license



1 AKTYAJIbHI MUTAHHA
v’ | EKOHOMIYHUX HAYK

URL: https://doi.org/HTTPS://DOI.ORG/10.32782/INFRASTRUCTS&1-31.

12.  Mamuyp B.A, I'epmantok H.B. MetoauuHni mojioKeHHS 1HIUKATUBHOL
OI[IHKMA PETYJIOBAaHHS Ta PO3BUTKY MIAMPUEMHHUIITBA B CUTBCHKOMY TOCIOAApPCTBI.
Exonomika ma CYCRIIbCMEO. 2023. Bur. 56. URL: 5
https://economyandsociety.in.ua/index.php/journal/  article/view/3094/3018 DOI:
https://doi.org/10.32782/2524-0072/2023-56-153

13. MapaueBcbka A. IIpakTHMuHa ULIHHICTH AHTUKPU30BOIO YIPABIIHHS
HIPUEMCTBOM Y BOEHHHH Ta MichsiBoeHHUHN Yac B Ykpaini. SWorldJournal. 2022. Ne
13- 02. C. 8-13.

14. Ckibiupkuit O. M. AHTUKPU30BUN MEHEIKMEHT | HaBYAJIbHUN TTOCIOHUK.
KwuiB : llenTp HaBuanbHoi giTeparypu, 2025. 568 c.

15. HOpux H. €., Kupuu H.b. AHTUKpU30BUI MEHEIKMEHT : MiAPYYHHUK.

Tepunonine : THTY im. L. Ilymros, 2025 (onoBnene Buaanss). 159 c.

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

VYBech KOHTEHT JlinieH30BaHo 3a ymoBamu Creative Commons BY 4.0 International license



