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MIKPOEKOHOMIYHI ITPOIIECH B TOPT'OBIH JIAAJIBHOCTI
MAJIOI'O TA CEPEJHBOTI'O BI3BHECY

The microenvironment is rapidly evolving, increasing uncertainty and risks
in trading activities. Considering these and other challenges, the study of
microeconomic processes in the trading activities of small and medium-sized
businesses is becoming increasingly relevant. The outlined relevance has allowed
us to determine the aim of the research as the general identification and systematic
analysis of microeconomic processes in the trading activities of small and medium-
sized businesses. It has been stated that to study the trading activities logic of
small and medium-sized businesses, it is important to identify their interconnected
actions and decisions. Five key microeconomic processes can be identified
(demand and supply formation, pricing, supplier selection, inventory management,
marketing, and promotion), which not only influence individual aspects of the
activities of small and medium-sized business entities but also shape the overall
logic of their operations. Each microeconomic process uniquely guides the tactical

and strategic decisions and actions of small and medium-sized business entities, as



it has its specific impact on their trading activities. The analysis of demand and
supply formation and interaction determines which goods or services will be
offered in the market, their quantity, and their price. Pricing, based on this
analysis, details the algorithm for setting prices, taking into account procurement
costs, the competitive environment, consumer demand, and business objectives.
The selection of suppliers determines the process of searching for, evaluating, and
choosing those who best meet the needs of the business, ensuring an optimal
balance of price and quality. Inventory management aims to ensure uninterrupted
trading activities, minimize storage costs, and prevent losses from spoilage or
obsolescence of products. Marketing and promotion determine the methods for
attracting and retaining customers, increasing sales volumes, enhancing brand

recognition, and strengthening market positions.

Mikpocepedosuuge cmpimko e8oMOYIOHYE, 30LMbULYIOHUU HEBU3HAYEHICb Ma
PU3UKU 8 MOpeo8elbHill OisnbHocmi. Bpaxogyouu yi ma iHWI BUKIUKU,
00CNIOAHCEHHS MIKPOEKOHOMIYHUX NPOYECI8 Y MOP208eNbHIll OIIbHOCMI MA020 Ma
cepeonboco 0Oiznecy cmac 6ce Oinbul akmyanvhum. Buszmnauena axmyanvuicme
003601UIA BCMAHOBUMU Memy OO0CHIOJNCEHHs — 3a2albHy [0eHmugixayio ma
CUCMEeMHUL aHANi3 MIKPOEKOHOMIYHUX Npoyecié y mopeoBebHill OislIbHOCHI
Mano2o ma cepeoHvb020 Oi3Hecy. 3 Ha8edeHUMU NOJIONCEHHAMU KOHCMAMOBAHO, U0
0J151 BUBYEHHS CHEYUGDIYHOL JI02IKU MOP20BEbHOI OISIbHOCMI OKpeMux cy0'ekmis
Mano2co ma cepeoHbo20 Oi3HeCy BadCIUBO i0eHmu@iKysamu 61acmuei im
g3aemonosg'sizani  0ii ma piwenHsa. Moocna eudinumu  n'ame  KIHOY08UX
MIKDOEKOHOMIYHUX — npoyecie  (¢hopmyeanHs  nonumy  ma  NPONO3uYii,
YIHOYMBOpEeHH s, BUOIp NOCMAYANILHUKIE, YNPAGNIHHA 3aNndcamu, MAapKemuHe ma
NpoOCYBaHHs), SIKI He Juue 8NIU8aroms HA OKpeMi acnekmu OisibHocmi cy0'exkmis
Mano20 ma cepeoHvbo2o Ois3Hecy, a U GopmMyroms YilicHy 102IKy IXHboi pobomu.
Kooicen mixkpoexonomiunuil npoyec ocoonueum YuHOM GNAUBAE HA MAKMUYHI ma
cmpameziuni piuienus ma Oii cy0'ekmis mManoeco ma cepeoHbo2o bi3Hecy, OCKLIbKU

Mae cneyuiunuil 6naue Ha ix mopeogenvhy OisibHicmyb. Ananiz gopmysanHs ma



83a€EMO0II  nonumy ma Npono3uyii BU3HAYAE, AKI Moapu yu NOCiayeu
NPONOHYBAMUMYMbCA HA PUHKY, IXHIO KilbKicmb ma yiny. Llinoymeopenns,
IDYHMYIOUUCL HA YbOMY AHANI3L, O0emanizye anieopumm 6CMAHOBIEeHHS YIH,
8PAX08YIOUU GUMPAMU HA 3aKYNi6Ni0, KOHKYPEeHmHe cepeoosuwje, Nonum
cnoxcusauie ma yini 6izHecy. Bubip nocmauanvHukie susnavac npoyec nouiyky,
OYIHKU ma eubopy mux, Xmo Haukpauje 3a0080JbHAEC nompedu Oi3Hec),
3a0e3neuyouu  ONMUMAIbHe CNiBBIOHOUleHHsT YIHU ma sKocmi.  Ynpaeninus
3anacamu cnpsamosane Ha 3adesneuenis beanepeodilinoi mopeoeenbHoi OislIbHOCHI,
MIHIMI3ayilo eumpam Ha 30epicanis ma 3ano0ieanHs empamam 6i0 NCy8auHs abo
3acmapieanusn npodykyii. Mapkemune ma npocysanHs 8U3HAYAIOMb OCOOIUBOCI
3Q/yYeHHs ma YMPUMAHHS KIIEHMIB, 30i1bWeHHs 00CA2i8 npooaxdcia, Ni08UUeHHS.

BNI3HABAHOCMI OPEeHOY MAa 3MIYHEHHS NO3UYIL HA PUHK).

Key words: process; demand and supply; microenvironment; pricing;
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Knwwuoei cnoea: npoyec; nonum ma nponosuyis; MiKpocepeoosuuje;

YIHOYMBOPEHH S, 8UDIp NOCMAYANbHUKIG, YIPABIIHHS 3ANACAMU.

Problem statement. Since its inception and up to the present day, the economy
of small and medium-sized business (SMB) trading remains one of the most
dynamic systems, characterized by a unique microenvironment in which each
entity operates. This microenvironment is rapidly evolving, increasing uncertainty
and risks in trading activities. For example, the increasing demands and
unpredictability of consumers make it challenging for SMBs to identify the
specifics of changes in consumer preferences. Demand instability, caused by both
these changes and external factors such as economic crises or pandemics, creates
difficulties in inventory planning, which can lead to either shortages or surpluses of
goods. Limited financial and warehouse resources further complicate the creation
of optimal inventory levels for SMBs. Given these and other challenges, studying

microeconomic processes in the trading activities of small and medium-sized



businesses is becoming increasingly relevant. The identification and analysis of
these processes enable SMBs to make more informed decisions, improve business
efficiency, and contribute to the overall economic growth of the country.

The analysis of recent researches and publications. The content of
microeconomic processes as a category defining the development and
characteristics of small and medium-sized business (SMB) operations has been
studied by economists such as Petrushenko Yu.M., Lotysh O.Ya., Overchenko V.I.,
Mazhak Z.M., and Sofiy M.l. In particular, scholars generally view
microeconomics as a component of economics that studies the behavior of
individual economic agents, including SMBs, and the mechanisms by which they
make decisions.

However, detailed identification and in-depth systematic analysis of such
processes in the trading activities of small and medium-sized businesses remain
insufficiently addressed by scholars.

Goal setting (formulation of goals of the article). The research aim is the
general identification and systematic analysis of microeconomic processes in the
trading activities of small and medium-sized businesses.

The paper main body with full reasoning of academic results.
Microeconomic processes in the trading activities of small and medium-sized
businesses (SMBs) should be viewed as interconnected actions and decisions made
by entrepreneurs within their operations, taking into account limited resources and
market specifics.

Thus, the main microeconomic processes in the trading activities of SMBs
identified by us are as follows [1-2]: 1) formation and interaction of demand and
supply (interpreted by the authors as a key microeconomic process that determines
the interaction between buyers and sellers in the market); 2) pricing in trading
activities (interpreted as the process of setting prices for goods or services offered
In trading activities, taking into account production or procurement costs, the
competitive environment, consumer demand, and business objectives); 3) supplier

selection (interpreted as the process of searching for, evaluating, and choosing



suppliers of goods or services that best meet the needs of the business and provide
an optimal balance of price and quality); 4) inventory management (interpreted as
the process aimed at optimizing inventory levels to ensure uninterrupted trading
activities, minimize storage costs, and avoid losses from spoilage or obsolescence
of products); 5) marketing and promotion (interpreted as the process aimed at
attracting and retaining customers, increasing sales volumes, enhancing brand
recognition, and strengthening market positions). Defined processes determine the
effectiveness of business operations, competitiveness, and profitability.

According to the provided information, the basic microeconomic processes in
the trading activities of small and medium-sized businesses are summarized in

Figure 1.

Figure 1. Basic microeconomic processes in the trading activities of small and

medium-sized businesses

Source: formulated by the author based on [2; 4-6]

Noted that the list of outlined microeconomic processes is not exhaustive;
however, it provides a comprehensive understanding of the key aspects of trading
activities in terms of their economic indicators and their interrelationships, as well
as the objectives that contribute to achieving the economic goals of individual
small and medium-sized business (SMB) entities.

Thus, the microeconomic processes of demand and supply formation and
interaction encompass the actions of determining the number of goods or services
that buyers are willing to purchase at a certain price (demand) and the number of

goods or services that sellers are willing to offer at the same price (supply).



At the same time, demand and supply interact and are distinguished through

the analysis of consumer needs, competitors, product/service assortment, and

several other factors, as outlined in Table 1.

Table 1 - Characteristics of the content of the microeconomic process of

demand and supply formation in the trading activities of small and medium-

sized businesses

Processual characteristics of Characteristics of supply formation at |Specifics of the
demand formation at the micro the micro level manifestation
level of the
Process Specifics of Process Specifics of formation macroeconomi
formation € process
Price of the |The higher the price, |Price of the |The higher the price, the|The interaction
good/service |the lower the |good/service |more profitable it is to|of demand and
demand, and vice produce and sell the good, |supply
versa. so the supply increases determines the
Consumer |With an increase in|Production |An increase in costs for raw market price of
incomes income, demand for|costs materials, wages, etc., can a _good or
most  goods  and reduce the supply Service. It
services rises demand
exceeds supply,
Consumer |Fashion, trends, and|Production | The introduction of new the price rises,
tastesand  |individual technologies |technologies can increase  |and vice versa.
preferences |preferences influence supply, as it allows for the | at the
the demand for production of more goods equilibrium
certain goods at lower costs point,  where
Pricesof  |As demand for a|Numberof |The more producers in the|demand equals
complement | primary good |producers  |market, the greater the|SUPPly,  the
ary goods |increases, the price supply marke_t price Is
of Comp|ementary establishedThe
goods may decrease higher the
; —price, the more
Consumer |If consumers expect|Producers If producers expect prices

expectations

prices to rise in the
future, they may
increase their
demand for the good
now

expectations

to rise in the future, they
may reduce supply now in
order to sell the goods later
at a higher price

profitable it is
to produce and
sell the good,
so the supply
increases

Source: formulated by the author based on [1; 4-5]

Small and medium-sized traders need to understand the process of demand

and supply formation and interaction, as it allows them to determine the optimal

product/service assortment,

set competitive prices,

plan production and

procurement, and develop marketing strategies. So, the processes of demand and




supply formation and interaction are fundamental in microeconomics, determining
the characteristics of market functioning and influencing decisions in the trading
activities of small and medium-sized businesses [3].

Microeconomic processes of pricing encompass the actions and decisions
involved in setting prices for goods/services, taking into account the costs of
generating demand and servicing supply, as well as competitors' pricing strategies.
At the same time, pricing is formed based on how it allows small and medium-
sized businesses to generate profit, compete in the market, and meet consumer
needs (Table 2).

Table 2 - Characteristics of the content of the microeconomic process of

pricing in the trading activities of small and medium-sized businesses

Processual characteristics of pricing at the micro level Specifics of the
Process Specifics of formation man|festat|o_n of the
macroeconomic process
Limited SMBs often have a limited budget for market research
resources  |and competitor analysis, making it difficult to determine
the optimal price Pricing is a crucial
High SMBs have to compete with large market players who |E/ément of SMB success.

Properly  set  prices

competition |can afford to lower prices due to economies of scale. .
enable a business to

Flexibility |SMBs can react more quickly to changes in market|generate profit, compete
conditions and adjust prices faster than large companies |in the market, and meet

Focus on SMBs often focus on a narrow consumer segment, |COnsumer needs.

target allowing them to tailor their pricing strategy more
audience precisely to their customers' needs and purchasing
power.

Source: formulated by the author based on [2; 4; 6]

Small and medium-sized traders need to understand the pricing process, as it
allows them to calculate the cost of each unit of goods by adding a markup that not
only covers expenses such as rent, employee salaries, and utilities but also ensures
a profit that meets competitive requirements (i.e., setting prices at the same level as
major competitors or setting lower prices to attract new customers and increase
market share [3]).

Microeconomic processes of supplier selection encompass actions and

decisions related to finding and evaluating suppliers and negotiating supply




contracts for goods/materials. The effectiveness of these processes is directly

related to the outcomes of supplier selection, as demonstrated by the specifics

outlined in Table 3.

Table 3 - Characteristics of the content of the microeconomic process of

supplier selection in the trading activities of small and medium-sized businesses

Processual Specifics of Processual Specifics of Specifics of
characteri formation characteristics of formation the
stics of evaluating the manifestation
supplier effectiveness of of the
selection supplier macroecono
collaboration mic process
Identifying | They determine which Ensuring continuity | Suppliers ensure
needs goods or services the of trading activities |timely delivery of
business needs, in necessary goods or
what quantities, with services, which helps
what  characteristics, avoid sales
and  within  what interruptions
timeframes
Searching |Various sources of|Optimizing costs |Suppliers offer The_smal_l or
for information (such as products or services Lneo]mm-sued
potential  |the internet catalogs with an optimal USINESS
suppliers | ' ’ balance of price and |ENters into a
rade  shows, and . . contract with
. quality, enabling the
recommendations) are business to reduce the _selected
used to find suppliers costs and increase | SUPplier,
who can meet the profitability which
business's needs. specifies  the
terms of
Evaluating |Evaluating  potential | Improving product |Suppliers are focused c<r)_operat|on,
suppliers  |suppliers based on|or service quality |on using high-quality gellti:\?z,r
various criteria, such materials and y
. . . volumes
as price, quality, components, which | .~ " .
L . o . timelines, and
reliability, service, and positively impacts other
logistics the quality of the important
trading activities.
aspects
Selecting a |Based on the | Strengthening Collaborating ~ with
supplier evaluation, the | reputation reliable and verified
business selects the suppliers helps
supplier who  best strengthen the
meets its needs and company's reputation
criteria and increase trust
among clients and
partners

Source: formulated by the author based on [4-6]




Small and medium-sized traders need to understand the supplier selection
process, as it allows them to choose suppliers according to clear criteria. For
example, a small clothing store named "Panna" in Mukachevo selects suppliers
considering factors such as clothing prices, fabric and stitching quality, availability
of quality certificates, delivery times, return policies, and the supplier's reputation.

As a result, the store may consider both local producers and suppliers from
other regions of Ukraine or even from abroad, comparing their offers and selecting
the most advantageous options.

Microeconomic processes in inventory management encompass actions and
decisions related to optimizing inventory levels to avoid shortages or surpluses in
the trading activities of small and medium-sized businesses (SMBS).

The effectiveness of these processes is directly related to how well the
business is able to ensure continuous operations, minimize costs, and increase
profitability, as confirmed by the specifics outlined in Table 4.

Table 4 - Characteristics of the microeconomic process of inventory

management in the trading activities of small and medium-sized enterprises

Processual Specifics of formation Specifics of the
characteristics of setting manifestation of the
the focus for inventory macroeconomic process
management
Ensuring product Ensuring an adequate quantity of goods
availability in stock to meet customer demand.

A small or medium-sized
business ensures its
uninterrupted  operation,

Minimizing storage costs |Considering costs associated with
inventory storage

Avoiding losses from Considering the limited shelf life of|minimizes costs, and
spoilage or obsolescence |products or the risk of losing their|increases the profitability
relevance* of its trading activities.

Increasing the efficiency | Considering the optimal inventory level
of working capital usage |that allows for more efficient use of
financial resources **

Note
* It is important to consider expenses such as warehouse rent, personnel wages, utilities,
insurance, etc.
** |t is important to ensure that investments are directed towards business development rather
than freezing assets in inventory.

Source: formulated by the author based on [2-3; 6]




Noted that understanding the inventory management process is important for
small and medium-sized traders, as it allows them to ensure uninterrupted
operations, minimize costs, and increase profitability [1; 3]. The correct choice of
inventory management methods depends on the specifics of the business, the
assortment of goods, and the characteristics of demand.

Microeconomic processes in marketing and promotion involve actions and
decisions related to developing and implementing marketing strategies to attract
and retain customers [5]. The effectiveness of these processes directly depends on
strengthening the business's position in the market, as evidenced by the specifics
outlined in Table 5.

Table 5 - Characteristics of the microeconomic process of marketing and

promotion of goods by small and medium-sized businesses

Process features Specifics of formation Specifics of the
of marketing and manifestation of the
promotion macroeconomic process

Limited budget Considering the limited financial resources for
marketing and promotion, the most effective
and affordable tools are chosen

Properly selected and
implemented  marketing
strategies allow a business
to attract new customers,

Focus on target Focusing on a narrow consumer segment allows
audience for more precise tailoring of marketing
messages and communication channels

Creativity and A focus on unconventional and creative jncrease sales, and expand
flexibility marketing approaches, —experimenting  with |jts market presence
various tools, and quickly adapting to market
changes.
Use of digital A focus on the internet and social media as
channels budget-friendly tools for expanding the
audience

Source: formulated by the author based on [2-3; 5]

Noted that understanding the marketing and promotion process is crucial for
small and medium-sized businesses as it allows them to develop effective
marketing strategies [2-3].

Given the content of the outlined processes, noted that, collectively, model

the logic of trading activities for individual small and medium-sized businesses.




They are interconnected and define the overall strategy and tactics of the
enterprise, its success in the market, and its financial results.

Conclusions from this study and prospects for further exploration in this
direction. To properly understand the trading activities of small and medium-sized
businesses, it is crucial to recognize the interrelated actions and decisions. The
provided statement can be expanded with the following conclusions:

1. Five key microeconomic processes can be identified (demand and supply
formation, pricing, supplier selection, inventory management, marketing, and
promotion), which not only impact individual aspects of the operations of small
and medium-sized enterprises but also shape the overall logic of their functioning
(specifically, determining the focus of the most important actions and decisions).

2. Each microeconomic process uniquely guides tactical and strategic
decisions and actions of small and medium-sized enterprises, as it has its specific
Impact on their commercial activities.

3. The analysis of the formation and interaction of supply and demand
determines which goods or services will be offered in the market, their quantity,
and price. Pricing, based on this analysis, details the pricing algorithm, considering
procurement costs, the competitive environment, consumer demand, and business
objectives. The supplier selection process involves searching, evaluating, and
choosing suppliers who best meet the company's needs, ensuring an optimal
balance between price and quality. Inventory management focuses on ensuring
uninterrupted business operations, minimizing storage costs, and preventing losses
due to spoilage or obsolescence of products. Marketing and promotion define the
strategies for attracting and retaining customers, increasing sales volumes,
enhancing brand recognition, and strengthening market positions.

According to the content of the formulated conclusions, the prospects for
further research lie in developing a comprehensive approach to managing
microeconomic processes in the trade activities of small and medium-sized

enterprises,
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