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ACTIVATION OF THE INVESTMENT POTENTIAL AS A PREREQUISITE FOR MANAGING
BUSINESS DEVELOPMENT

Y crarTigocnipxeHo iHBecTuuiiHy npuBabanBicTb Cy6 €KTIB rocnogapioBaHHs IK CTpaTeriyHy ne-
peayMoBy 4551 po3BUTKY OisHecy. MeToro [OCig)XeHHSI € OOrpyHTYBaHHS TEOPETUYHUX acrneKTiB
¢opMyBaHHS iHBECTULIIHOIro NOTeHuiany Ta po3po6ku NpakTUYHNX peKOMeHAali Lo[o yrnpaBJiiH-
HS iHBecTuLiriHO AisnbHicTio nignpuemcTBa. JOCArHeHHs N0CTaB/eHOi MeTn 06yMOBUJ10 BUPILLIEH-
HSI HACTYNHUX 3aBAaHb, 30kpema: 3a gornomoroto SWOT-aHaniay ouiHnTy cunabHi Ta cnabki CTOPOHN
BHYTpilwHbOro cepenosuwa TOB "AneHpyA"”, L0 4O3BOJINIIO if€HTUQIKyBaTH BNJINB €K30reHHUX YUH-
HUKIB Ha rocnogapchbKy AiAIbHICTb, a TaKoX, 6epy4yn [o yBarn 6a3oBi npobsemMu nignpmemMcTBea, a
came: 1) nocusneHHs1 KOHKYpPeHLii Ha pUHKY KOHAUTEPCbKOI rnpoaykKLuii B pe3ynibTraTti BAHUKHEHHS 3Ha4-
HOT KinbKOCTI APi6HNX NekapeHb; 2) NigBULLEeHHS BapTOCTi eHeproHociiB, 30kpema ra3sy, e/leKTpoe-
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Heprii, Lo CTaHOBATb 3HAa4YHY 4acTKYy cOb6iBapToCTi npoAykuii; 3) niagBuweHHs 4iH Ha nanbHO-Mac-
TUJIbHI MaTepianu; 4) 3acTapisie yctaTrkyBaHHs1 Ha NignpUeMcCTBi, 3HOLLIEHICTb OCHOBHUX POHAIB;
5) HeagocTaTHiI piBeHb NPOBeAEHHS MapKeTUHIOBUX AOCJigKeHb (PYHKUIT BigRiny MapkeTUHry nvuwie
4aCTKOBO BUKOHYE Biaain TopriesiTa 36yTy) TOLO0, BUSHAYNTU CTPATErivyHy No3uLito cyb '€kTa rocrno-
AaploBaHHs1 B KOHTEKCTI ioro iHBecTuUuiriHoi npuBab/MBOCTI; HagaTn pekoMeHaauii woao peani3auii
IHBecTuyiHoi cTparerii, BpaxoByloYun AOCNia)XeHHs koeilieHTa ¢pakTopa ycrnixy; akTuBi3yBaTn map-
KeTUHIOBY Bisl/IbHICTb LU/ISIXOM YAOCKOHaJIeHHS BiAainy MapKeTUHry, 3abe3ane4yntv opraHisawiio Ko-
MYHIKaTUBHOI AiiIbHOCTIi, NPOBeAEeHHS HAJIeXXHUX MapPKeTUHIrOBUX [OCJlig)KeHb BHYTPILUHbOro Ta 30B-
HILLHbOro PUHKIB, WO 3a6e3rne4YnTb 06 ' €eKTUBHNI MOHITOPUHI CMIOXNBYNX iIHTepeciB, Yepe3 po3pooky
6aHepHOi peknamu, sika cnpssMoBaHa Ha oA4ep XaHHsI eKOHOMIYHOro egpekTy Big ii peanisauii; cnpor-
HO3yBaTu asibTePHaTUBHICTb PO3BUTKY AisisibHOCTi TOB "AneHpya” 3a TPUBUMIPHUM cUueHapieM, Bpa-
XOBYIOYM 3aJ1€XXHICTb CY0'€KTa rocrnogaploBaHHs Bif 34aTHOCTI pearyBsaTtvi Ha 3MiHN Y 30BHILLHbOMY
b6i3Hec-cepenoBuLli. IMnnemeHTauliss OKpecsiIeHnx 3axoAiB 4acTb MOXJ/INBICTb MOCUJINTH iHBECTULLIV -
Hy NpuBabNBICTb NigNPUEMCTBA IK BU3HA4YaJIbHOIro YNHHUKA CTPaTeriyHoro po3BnUTKy Gi3Hecy.

The paper examines the investment attractiveness of business entities as a strategic prerequisite
for business development. The study aims to substantiate the theoretical aspects of the investment
potential formation and develop practicalrecommendations for managing the investment activities
of the enterprise. To achieve the purpose, the following tasks were set and completed: to evaluate
the strengths and weaknesses of the internal environment of "Alenrud” LLC based on SWOT analysis,
which made it possible to identify the influence of exogenous factors on economic activity; to
determine the strategic position of the business entity in the context of its investment attractiveness;
to provide recommendations on the implementation of an investment strategy, taking into account
the study of the success factor ratio; to intensify marketing activities by improving the marketing
department; to organise communication measures and proper marketing research of internal and
external markets, which will ensure objective monitoring of consumer interests, particularly through
banner advertising, which is aimed at obtaining an economic effect from its implementation; to
forecast the alternative development of "Alenrud” LLC according to a three-dimensional scenario,
taking into account the dependence of the business entity on the ability to respond to changes in the
external business environment. The basic problems of the enterprise were taken into account, namely:
1) increased competition in the confectionery market due to the emergence of numerous small
bakeries; 2) rising cost of energy carriers, in particular gas and electricity, which constitute a
significant share in cost price; 3) increase in prices for fuel and lubricants; 4) outdated equipment at
the enterprise, wear and tear of fixed assets; 5) insufficient level of conducting marketing research
(the functions of the marketing department are only partially performed by the trade and sales
department), etc. Implementation of the outlined measures will make it possible to strengthen the
investment attractiveness of the enterprise as a determining factor of strategic business
development.

KaroyoGBi cnoBa: inBecmuuii, 6isnec, SWOT arnasniz, iHBecmuyiina npuBabauBicme, mapkemuHe, cmpameaidHi
opieHmupu.
Key words: investment, business, SWOT analysis, investment attractiveness, marketing, strategic landmarks.

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

The investment activity of the business, which is a
strategic prerequisite for improving the financial and
economic activity of the business entity, effective
organization of material and technical support, and
strengthening of marketing activities under the influence
of exogenous and endogenous destructive factors,
determine the economic policy of the enterprise and its
strategic development in today's highly competitive

environment. The reasons given above highlight the
necessity to research theoretical and methodological
aspects of how the investment climate is formed and to
develop practical recommendations for the strategic
management of business investment activities.

ANALYSIS OF THE LATEST RESEARCH
AND PUBLICATIONS

Numerous eminent domestic economists, including
I. Blank, I. Klymenko, Yu. Kravchenko, N. Kravchuk,
V. Liashenko, L. Mikhalska, O. Mozgovyi, M. Styrskyi,

IHBecTuuli: npaksTKa TQ gocsig N 122023




External
environment

Internal
environment

Opportunities

Threats

1. To increase product sales in
foreign markets

2. Affordable prices for products
3. Transition to a closed-loop
production cycle

4. To attract direct investment

5. Maximum workload of
production

1. Strengthening of the
competitors’ positions

2. Dependence of the cost price
on imported raw matetials

3. Growing tax pressure

4. Declining purchasing power
of consumers

Strengths

1. The company has a
significant market share

2. The existence of reserve
production capacity (126
tons)

3. The annual upgrade of the
product range (20 new types
of products)

4. Highly qualified
production personnel

5. High-quality products

6. Gradual expansion of
international economic
activity

The company should take active
measures to strengthen its position
in the market by increasing its
share, diversifying production, and
introducing new products to the
market in order to ensure reserve
production capacity. The financial
situation allows allocating
additional funds for research and
development, maximizing the
product portfolio, deepening
foreign sales markets

It is advisable to focus attention
on lowering costs and
improving the competitive
ability of products. In order to
protect against competition, the
company should develop and
implement effective marketing
measures regarding product,
price, sales and communication
policies; take into account the
tastes and wishes of consumers
when producing products

Weaknesses

1. Inefficient management.
2. Production capacity is not
used to its maximum
potential.

3. InelTicient sales system,
lack of marketing.

4. Outdated equipment and
high-cost technologies.

It is possible to ensure reserve
capacity through expanding sales
markets and introducing new
products. The attracted funds can
be used to replace the existing
equipment with resource-saving
equipment. To provide a marketing
approach to the management of the
company’s activities (improvement

It is necessary to gradually
diversify the enterprise and
reinvest funds in other related
industries. The company can
integrate with another firm for
further active development.

5. Low profitability.

service).

of the sales system and
organization of the marketing

Fig. 1. SWOT matrix for "Alenrud” LLC

Source: authors' research.

S. Suprun, O. Sherstiuk, S. Yukhymchuk, and A. Yakovlev,
have studied the topic of business investment attrac-
tiveness. Among foreign scholars, the investigations of
Yu. Brigham and L. Gapenski were focused on this issue.
The formation of investment potential as a strategic
prerequisite for business development, however, requires
amore in-depth study.

FORMULATION OF THE PURPOSE
OF THE PAPER (SETTING THE TASK)

The purpose of the study is to substantiate the
theoretical aspects of the formation of investment
potential and develop practical recommendations for the
strategic management of business investment activities.
The object of the study is the process of investment po-
tential formation as a strategic prerequisite for business
development. The subject of the study is a set of
theoretical and practical aspects of the formation of
investment attractiveness of economic entities. The
systematic approach serves as the methodological
foundation for the investigation of research issues,
particularly the abstract-logical method and its tools,
analogy and comparison, induction and deduction. Key
concepts are clarified, and conclusions are drawn.
Economic and statistical analysis methods, particularly
comparison and statistical grouping, were used to
determine the enterprise's investment attractiveness. To

develop the enterprise's investment activities, strategic
directions were defined using the goal structuring
approach.

PRESENTATION OF THE MAIN MATERIAL
OF THE STUDY

The intensification of investment activity depends on
the investment climate. The investment climate shows how
favourable is the business environment for investment
within the country, region, or industry. At the same time,
the investment climate forms investment attractiveness
in order to attract additional receipts. It is formed over an
extended period of time as the primary factor of economic
growth. It depends on economic dynamics, the demand /
supply ratio in investment markets, the degree of mono-
polization in leading industries of material production, and
the presence of reliable strategic investors.

The expansion of investment activities necessitates
the creation of perfect investment projects, the
implementation of which entails certain risks that may have
adetrimentalimpact on both the investor's and the entity's
financial situation. Choosing the best alternative for
investing money requires systematic monitoring of
economic activity, identification of potential hazards, and
economic justification of the feasibility of investment
projects in order to prevent financial losses and implement
investment programs efficiently.
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Table 1. Key success factors for "Alenrud” LLC
(based on expert evaluation)

KSF
KSF description weight,
%
Product quality 25
Product range 15
Diverse and well-established sales channels |25
Appealing products and packaging 15
Company’s reputation 20

Source: authors' research.

In order to identify the available opportunities for
attracting foreign investment, it is suggested to evaluate
the level of investment attractiveness of "Alenrud" LLC.
The enterprise produces flour confectionery, candies,
cakes, and pastries and sells them in the market in
Zhytomyr oblast and other regions. "Alenrud"” LLC
operates under the "RUDEN" trademark established in
2003. The company was founded with the intention of
conducting business and pursuing the interests of its
shareholders based on the revenue made. More than 200
varieties of confectionery goods are available in the
company's product range. The assortment minimum is 25
types of confectionery products per day. The largest share
in the assortment belongs to biscuits and candies. Other
goods are produced and sold in considerably smaller
quantities. In particular, there is a significant increase in
demand for goods like oatmeal and shortbread biscuits,
biscuits with different fillings and condensed milk.

In order to find opportunities for development,
"Alenrud” LLC systematically investigates the strategic
behaviour of business entities in the market. At the same
time, the company's activities are significantly impacted
by the factors of the shifting external environment, which
forces the company to adapt to rapid changes. It is
proposed to keep track of the internal state of the company
and the influence of the external environment with the help
of a SWOT analysis of the economic activity of "Alenrud”
LLC (Fig. 1).

The conducted investigation makes it possible to
determine the company's strategic position. In particular,

"Alenrud" LLC should focus its efforts on minimizing
weaknesses by taking advantage of available external
opportunities, as this will increase the company's
investment attractiveness. In addition, to determine the
ratio of the company's strengths and weaknesses, it is
suggested to evaluate the key success factors (KSFs). The
corresponding coefficient, at which each factor that is
crucial for achieving success in the market, is given a
weight corresponding to the degree of importance among
the selected factors using an expert method (Table 1).

The highest KSF weight is given to appealing products
and packaging, as well as diverse and well-established
sales channels. They are crucial in the competitive business
environment in a particular industry, both in domestic and
international markets. In light of this, it is essential to
evaluate the current position of the enterprise in the market
using the McKinsey matrix (Table 2).

The assessment of the industry attractiveness and
the company's competitive ability is the basis for
summarizing the results within each coefficient to
determine the overall assessment for KSFs (Table 3). The
analysis carried out according to the McKinsey matrix
gives grounds to state that "Alenrud” LLC is in square
"5" of the McKinsey matrix, which is in the second
strategic zone (selective growth zone), which
corresponds to the average industry attractiveness and
the company's competitive ability.

Strategic business units situated in the zone of
selective growth should constantly keep track of the state
of the enterprise in order to avoid moving to the third zone,
which is the harvest zone. Consequently, using the results
of the calculations, the McKinsey matrix was constructed
(Fig. 2).

Monitoring of financial and economic, production,
marketing, and sales activities of "Alenrud"” LLC based on
SWOT analysis suggests that the enterprise may be
experiencing the following problems:

1) increased competition in the market for bakery
products due to the emergence of numerous small bakeries
in Zhytomyr and Zhytomyr oblast, as well as strengthening
the positions of the main competitors;

Table 2. Evaluation of industry attractiveness and competitive
ability of "Alenrud” LLC

No. Indicators .Of industry Weight Rank Indicators of Fhe copl.pany’s Weight Rank
attractiveness competitive ability
1. Market capacity 0.20 5 Product quality 0.10 4
2. Market growth rate 0.10 4 Profitability level 0.10 4
3. Competitive intensity 0.10 3 Relative cost level 0.15 5
4. Entry and exit barriers 0.05 2 Class of technology 0.10 4
(equipment)
5. Seasonality 0.05 1 Market share 0.15 5
6. Need for capital 0.10 3 Auvailability of qualified 0.10 5
investment personnel
7. Threats and opportunities 0.05 4 Ramified distribution 0.10 4
of the industry network
8. State regulation 0.20 5 Well-established relationships | 0.05 2
with suppliers
9. The level of technological 0.05 3 Effectiveness of conducted 0.05 3
requirements marketing research
10. Provision of resources 0.05 4 Management structure 0.05 2
11. Market risks 0.05 2 The level of sales promotion 0.05 4
Total 1 Total 1

Source: authors' research.
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Table 3. Overall assessment
of "Alenrud” LLC based on success factors

Indicators of industry Grade | Indicators of the company’s | Grade
No . o -
attractiveness value competitive ability value

1. |Market capacity 1.00 | Product quality 0.40

2. |Market growth rate 0.40 | Profitability level 0.40

3. | Competitive intensity 0.30 | Relative cost level 0.75

4. | Entry and exit barriers 0.10 | Class of technology 0.40
(equipment)

5. | Seasonality 0.05 | Market share 0.75

6. |Need for capital investment [0.30 | Availability of qualified 0.50
personnel

7. | Threats and opportunities of [ 0.20 | Ramified distribution network | 0.40

the industry

8. | State regulation 0.10 | Well-established relationships | 0.10
with suppliers

9. | The level of technological [0.15 | Effectiveness of conducted 0.15

requirements marketing research

10. | Provision of resources 0.20 | Management structure 0.10

11. | Market risks 0.10 | The level of sales promotion 0.20

Total 3.80 |Total 4.15

Source: authors' research.

2) rising prices for energy carriers, such as gas and
electricity, which constitute a significant share in the cost
price of products manufactured by the enterprise;

3) growing prices for fuel and lubricants needed to
service the company's motor vehicles, which are used to
transport goods;

4) increasing prices for flour of all grades and other
raw materials, which account for more than half of the cost
price;

5) outdated equipment, wear and tear of fixed assets.
In particular, the enterprise uses outdated energy-intensive
ovens for baking, which in turn leads to anincrease in the
cost price;

6) absence of a marketing department. The trade and
sales department only partially performs the functions of
the marketing department, which has a negative effect on
the company's sales activity. It is also impossible to
conduct effective business activities without marketing
research.

In the outlined circumstances, there is a need to ensure
the development of the enterprise, taking into account the

need to overcome exogenous and endogenous challenges,
attract additional investments and develop an investment
strategy that will help scale up production in a highly
competitive business environment (Fig. 3).

Given that in order to be a leader in a highly competitive
market, an enterprise needs to keep its production costs
lower than those of its competitors, the following is
advised:

1. To update the production facilities by attracting
investment in new resource-saving equipment (such as
tunnel ovens). This will allow for more efficient use of raw
materials, gas, and electricity, as well as an improvement
in the quality and consumer properties of products, i.e. to
increase the competitive ability of products on the
domestic and foreign markets. While investing in new
equipment will increase fixed production costs, it will
ultimately result in lower variable costs per unit of output.

2. To switch to 100% production from own-produced
flour through association with grain producers (agricultural
enterprises in the Cherniakhiv raion), i.e. apply the reverse
vertical integration strategy, or purchase a sufficient

Company’s competitive

ability

1.0 ,
I 1 3 6
=
un
o
V
=
= £
£ £ 2 5 8
S u=l
Plad [0}
3 >
IS 3.8 [
2
3 .
= 4 7 Y
S ;
o] '
= i
1.0 i
High Medium Low
11.0 4.15 1.0

Fig. 2. McKinsey matrix for "Alenrud” LLC

Source: authors' research.




Formation and implementation of the investment strategy for “Alenrud” LLC

— determining the objective, goals, and activity areas;

— assessment and analysis of external political, legal, and economic environment;

— assessment of strengths and weaknesses of the company’s financial and economic
activity;

— analysis of strategic alternatives;

— choicc of viable strategy and planning of its implementation.

=

Mission

— considering the enterprise as an open system capable of self-regulation;

— taking into account basic strategies of the operational company activities;

— primary orientation towards the entrepreneurial style of strategic management of
investment activities;

— covering all levels of investment activities management;

— adapting the investment strategy to the changes in the external environment factors;
— ensuring optionality of the strategic investment choice;

— considering the degree of the investment risk when taking strategic investment
decisions;

— focusing on the expertise of the company’s investment managers when implementing
the investment strategy.

Principles

— company’s financial condition;

— technical level of production;

— availability of the company’s financial resources, its capacity to secure loans and
credits;

— financial investment conditions in the capital market;

— commercial and budgetary efficiency of investment projects to be implemented;

— the terms of insurance and the ability to obtain adequate guarantees against non-

commercial rigks.

Factors

— increasing the volume of capital investments of enterprises due to profit and
depreciation;

— improving the credit basis of investment financing;

— increasing the volume of investment resources formed at the stock exchange due to the
savings of the population;

— introducing the economic mechanism for insurance of investment risks;

— ensuring the stability of legislation that regulates investment activities. Before
choosing the company’s investment strategy, one should form certain alternative
strategies and analyse them thoroughly.

Framework

— achieving economic, scientific and technical, and social effects from investment;

— using certain methods to assess efficiency for each investment object. Based on the
assessment, investment projects, which ensure maximum efficiency, are selected and
implemented;

— getting the highest return on investment;

— sound expenditures on the implementation of non-profit projects, i.e. reducing costs
for achieving scientific and technical, social, and economic effects;

— use of state support to improve the efficiency of investment in the form of budgetary
loans, government guarantees, etc.;

— ensuring the minimization ol investment risks related to the implementation of certain
projects.

Results

Fig. 3. Determinants of the investment strategy implementation for "Alenrud” LLC

Source: authors' development.

amount of grain on the Agri-industrial Exchange during the
lowest grain prices in the market (August to October). The
company has all the resources necessary to accomplish
this, including its own mill and idle reserve warehouses for
storing flour. These measures will contribute to the
reduction of the cost price. For instance, confectionery
products will be more affordable for low-income
consumers because of the price reduction.

3. To establish a marketing department in the company
and carry out thorough market research, simulate the
situation regarding the demand and supply for the products
the enterprise produces, and clearly identify consumer
preferences.

Apart from the implementation of particular invest-
ment projects, strategic marketing functions should be
performed on a regular basis. In particular, during the
constant analysis of the market and the strategic situation,

there should be a search for adequate situations of changes
in the strategic potential of the company, that is, future
investment projects. As a result of the shift to markets,
there is the task to shape a new policy, create new
structural divisions, intensify marketing activities, etc.

At present, there are six employees in the company's
marketing department. Moreover, one of them specializes
in price policy, two in creating demand and boosting sales,
two more in marketing research, and one is the head of
the marketing department. Product sales are handled by
the sales and trade department. It is proposed to
reorganize the marketing by involving a product policy
specialist who will be responsible for planning and
analyzing the findings of marketing research for each
product item (Fig. 4).

Enhanced cooperation between employees of the
marketing department will make it possible to maximize
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the product portfolio and activate

the company's product policy. Given
the need to possess objective and
pertinent information about
consumer demand and preferences,
it is crucial to interact with spe-

i /Current structure of the marketing department

e

‘ HEAD OF MARKETING DEPARTMENT ‘
|

cialists from the department of

market research. First and foremost, Speciqlist in Spfcial(ilsts ind Specililists in

e . . . price creating deman marketng

!t Is important to_paY atten.t|<.:>n t_o """ policy and boosting sales research
improved communication activity, in ||

particular, making sure that the NN oo A
company's advertising operations [{\ i il il L
are organized with the goal of ‘E i e \

popularizing products, and disse-

minating information about their

[

HEAD OF MARKETING DEPARTMENT ‘
I

quality and available assortment.
Advertising activities in the
company are carried out by
employees of the marketing depar-
tment. The company's corporate

Specialist in
price
policy

Specialist in Specialist in : Specialist in : :
creating demand marketing 1 product 1|
and boosting research : policy Ll
sales | : |

website is one of the important attri-

butes of the brand, and its signi-
ficance is constantly increasing. It is
expedient to place banner ads on the
Internet on advertising platforms
with high traffic, which will ensure the promotion of new
products and image campaigns. An estimation of the
optimal parameters of international banner advertising

Fig. 4. Improvement of the marketing department at "Alenrud” LLC

Source: authors' development.

Table 4. Description of the banner advertising
parameters in the context of the product policy
implementation at "Alenrud” LLC

is given in Table 4.

Therefore, the calculations show that a number of

factors, the most important of which are the cost of 1000

banner displays, the cost of attracting one visitor, the

number of deals concluded as a result of visiting the site,

and the average profit per deal, determine the profit from

banner advertising. In addition, the average profit per

deal should be as large as possible for banner advertising

to remain profitable. In the opposite case, expenses will

exceed the profit, and banner advertising will become

unprofitable (option 2). According to calculations, the

Indicator Option 1 | Option 2
Cost of 1000 banner displays, UAH 180.0 90.0
Cost of attracting 1 visitor, UAH 40.0 20.0
CTR, % 0.45 0.45
Number of visitors, people 100 100
Number of banner displays, thousand times 15 15
Costs of banner display, UAH thousand 4.0 2.0
Number of deals as a result of visiting banner, pcs. 5 5
Average profit per deal, UAH 1280.0 170.0
Gross profit from banner advertising, UAH thousand | 6.4 0.85
Costs of banner advertising, UAH thousand 4.0 2.0
Profit from banner advertising, UAH thousand 24 -1.15

economic effect of banner advertising will amount to
UAH 2.4 thousand.

However, it should be noted that if calculations are
performed over a longer time period (in the example above,
calculation parameters valid for a month were used), the
numerical indicators will more accurately reflect the
profitability of banner advertising. In addition, specialists
of the marketing department at "Alenrud” LLC should
conduct a constant survey of visitors who have concluded
apurchase agreement for the company's products. There
should be questions about how they found the enterprise,
as well as the goods and services it offers. Therefore, in
order to ensure the high investment attractiveness of
"Alenrud" LLC, it is essential to continuously monitor the
market through marketing research. This is because
managers will be able to quickly respond to market changes
and make effective managerial and marketing decisions
as a result of this information.

It is important to conduct a comparison forecast of
the volume of sold goods in order to determine the
strategic prospects for the development of "Alenrud" LLC
within the context of the outlined measures intended to
shape the investment attractiveness of the firm. The

Source: authors' research.

forecast should be carried out using the method of
extrapolation of the dynamic series trend. The analysis
found that the time series of the volume of sold products
is characterized by an upward trend. In particular,
Student's t-test, in this case, is f,, = 6.77, while the

critical value of the coefficient for the significance level
a=0.05is¢,,6 =4.55.

The existing trend of the indicator development was
mathematically described using a variety of functions, the
most significant of which is the 2nd-order polynomial
function, which has the following form:

¥ =25802-3569.7x+297.09x".

The obtained trend is adequate, as evidenced by the
comparison of the actual and critical values of the Fisher
criterion for the significance level ¢z = (0.05: the actual
level of the criterion /', = 13 .3 is greater than its tabular

value F, , =5.12. The mathematical equation indicates

that the average annual slowdown of the volume of goods
and services sold by "Alenrud" LLC is UAH 6,169.4 thousand,
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while the average annual acceleration of the growth of this
indicatoris UAH 289.3 thousand.

The conducted research suggests that the efficiency
of the economic activity of "Alenrud"” LLC and its
investment attractiveness is largely dependent on the
ability to adapt its internal environment and develop the
potential of the enterprise following the constructive and
destructive changes in the external business environment.

CONCLUSIONS AND PROSPECTS FOR
FURTHER RESEARCH IN THIS DIRECTION

The findings of the investigation into the activities
of "Alenrud" LLC suggest that the company is
significantly influenced by exogenous factors. The main
problems of "Alenrud” LLC in the context of its strategic
forecast are the intensifying competition in the
confectionery market; rising production costs;
insufficient marketing research, etc. In these
circumstances, it is necessary to concentrate efforts on
the activation of investment activities, the organization
of communication activities, and the proper marketing
research of domestic and foreign markets, which will
ensure objective monitoring of consumer interests. It is
proposed to reorganize the marketing department by
involving a product policy specialist. The future
investment climate and alternative development of the
business will be determined by the implementation of the
mentioned steps.
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