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Introduction. The basis of competitiveness of an enterprise in a hyper competitive environment
[5, p. 39-54] is the maximum satisfaction of needs and expectations of customers, thus building a loyal
clientele and stable position on the market. At the same time, it must generate the planned profit or free
cash flow [13, p. 67] previously specified by the firm owner and to set a balanced relationship
management with other stakeholders. A modern concept of customer relationship management
[10, p. 35-48] is based on the application of the company or client marketing mix into all target groups of
customers, among which are not only clients, but also suppliers, banks, employees, minorities or e.g.
state, with result being the so-called client-oriented product, communication, price and distribution
policy [10, p. 35-48].

Recent geopolitical changes characterized by the economic integration means that not only large
companies but also small and medium-sized enterprises in fact have currently no barriers to conquer
any global destinations. At the same time, they must face an unprecedented competition arising from
opposite effort of producers from across the world to open their business and investment acquisitions in
Europe, the European Union and in the Central Europe.

A fast development of information technologies characteristic by technological integration results in
the escalation of the fight of firms for each and every client. The customers have available extensive
information of products and their comparison with each of the suppliers. According to Association of
Small and Medium Sized Enterprises and Czech Bank Association research about Electronic data
processing from 2015, 95% of the Czech small and medium-sized enterprises use the Internet and in
accordance with findings of the Czech Statistical Office regarding the Use of Information and
Communication Technologies in Households and among Individuals from 2014, 70% of the Czech
households have a connection to the Internet. The customers in both B2B and B2C areas have
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extensive information of products and use modern technologies to compare prices of the
products offered.

Finally, the global economic crisis in 2008-2011 fundamentally transformed the behaviour of firms,
including small and medium-sized enterprises that are more intensively dedicated to risk and potential
crises management.

Analysis of recent researches and publications. For firms, and not only the family ones, it means
that they have fundamentally changes their process management which is now based not only on
planning, research, visions and missions but also on active controlling resulting in an increasing need to
use fully price marketing controlling. As part of their research and publications, the authors have long
examined the phenomena of small and medium-sized enterprises managed on the basis of
M-C (Management- Controlling) process model.

M-C Model, the so-called Management-Controlling model is based on an interdisciplinary concept of
SME management, based on an understanding of a relation between the strategic planning, operative
planning, risk assessment and management. The process model of M-C based company management
has been systematically dealt with by Karel Havli¢ek, a co-author of this paper. In the publication “Role
of managers in Company Management” [6, p. 72], he described the process planning and its relation to
management activities. Subsequently, in the professional monograph — “Management& Controlling of a
Small and Medium-Sized Enterprise” [4, p. 210], he systematically dealt with the follow-up to the
controlling process based on management accounting which also includes risk management.

The managerial activities in companies’ management are based on the strategy definition [12, p. 57],
and operative plans follow [4, p. 210]. The controlling departments (which are sometimes part of financial
departments) are responsible for the control of future deviations from the set objectives and in small and
medium-sized enterprises they are usually responsible for risk management arising from the established
deviations. Due to the fact that each plan (both strategic and operative) must have defined goals, the
controlling is oriented on detection and subsequent management of deviations of specific strategic and
operative objectives. The entire model is based on SME specifics, including but not limited to:

—different system of owner relationship management (they are often part of executive
management of SME),

— different system of financing, based on the enterprise balance sheet,

— different system of reporting of financial results, based on optimisation measures,

— different system of management of critical processes, based on personnel capacities,

— different system of management of supporting processes, based on the enterprise size.

The difference of SMEs arise from a long research of AMSP CR in cooperation with Czech Statistical
Office, which involved the total of 35 quantitative researches (CATI) oriented on the analysis of
environment, identification of critical process planning and financial management of SMEs [1]. Each
research included responses of more than 500 respondents, local small and medium-sized enterprises.

For the reasons above, the authors decided that the aim of this paper would be to analyse the
problem of application of controlling in small and medium-sized enterprises with an emphasis on the
price controlling and to show the importance of process controlling in a small and medium-sized family
enterprise.

Basic material

1. Characteristics of small and medium-sized family enterprises. Family enterprises are in integral
part of the majority of national economies. In the Czech Republic, as in other countries of the Eastern
Europe the tradition of family business was disrupted as a result of centrally planned economy.
According to long-term researches of AMSP CR in cooperation with Czech Statistical Office, oriented on
the analysis of family business of SMEs from years 2012-2015, family business participates in the gross
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domestic product of a country by only 20 to 30%. Within the conference “Family Business on the
European Platform — Competitive Edge and Challenges”, at the Masaryk University, Brno (12.4. 2007),
Professor Matti Koiranen said that approximately 80% of the total global business is owned by family
enterprises. The situation in the Czech Republic and Eastern Europe is entirely different to the global
situation, nevertheless we may assume that their share will grow as in similarly functioning market
economies. There are many options how to characterize a family business and different states have
different definitions of the term “family business”. From the legal perspective, the business is defined as
a continuous activity performed by the entrepreneur independently, under his name and responsibility in
order to achieve profit. It can be derived from the above that one of the primary objectives of each
entrepreneur is to generate profit. In the event of family business, the main objectives include keeping
the firm for posterity.

In total, we may speak of three scopes of definitions of a family business:

1. Broad definition: in a family enterprise, the family has a strategic influence on further direction of
the enterprise and the family also intends to keep the enterprise going. However, the family does not
have to own a controlling interest of shares.

2. Medium definition: the family manages the enterprise and owns a controlling interest of shares.

3. Narrow definition: there are more family generations in the enterprise, they manage and own the
enterprise with more than one family member having a major management position in the
enterprise [7, p.7-15].

Therefore, the specifics of family business are always based on the involvement of family members
in the management or direction of the business. For this reason, we need different set of rules for the
management of small and medium-sized business as opposed to business that are not built on family
relationships. As mentioned above, there are also specifics in the business objectives. In addition to
traditional business objectives a personal goals of managers or owners, the family business must also
take into account family objectives.

All these specifics give rise to a unique business culture and in-house relationships that may be
extremely strong, but also prone to family conflicts that may jeopardize the very existence of the whole
business.

Be it a family conflict in the family business or decision regarding the direction of the business or
partial activities, there should be more emphasis on internal communication and etiquette in the family
business as opposed to non-family business. Avoiding or resolving conflicts may be facilitate by a third
party, being either an employee or professional who has no family ties in the business, but is involved in
decisions regarding the business direction.

It follows a long-term research oriented at family business (which was conducted by AMSP CR in
cooperation with Czech Statistical Office 2012-2015) in which the authors of the paper were involved
that especially flexibility arising from a possibility to take fast decisions are among strengths of small and
medium-sized family enterprises. As family business are not laden by the so-called bureaucratic rigidity.
A psychological factor also plays an important role. The family is proud of its name and this is reflected
in the total corporate identity and in the end, in the final product quality. In the event of family business,
we may also assume a greater willingness to sacrifice free time of family member for commitment to the
work for the business. It is based on an assumption that the whole family is dependent on the profit from
the family business, not only a marginal portion of the family. Any loss or profit would this put the
economic and social status of the whole family at risk. Their resilience in the times of crisis is yet another
strength of family business when we may observe that family ties and will to keep the business are
strong attributes ensuring longer life cycle of the enterprise [4, p.100-150].

According to the data from the research made by the Association of Small and Medium-Sized

100 MapkeTuHr i MeHemXXMeHT iHHoBaUin, 2017, Ne 2
http://mmi.fem.sumdu.edu.ua/



Po3pin 2 IHHOBaLii y MapKeTuHry

Enterprises in 2014 (AMSP CR and Czech Statistical Office research oriented on family business of
SMEs), a generation change which is not survived by approx. 70% of business poses the greatest
existential threat to family businesses. The situation is even more alarming due to the fact that the first
massive handover of family business to younger generations is nearing and almost half of the family
businesses has not yet started to resolve the succession issue. At the same time, we may assume that
the family business with properly set controlling system, management and decision making has more
chances to maintain its position and to continue to build its market position than family business who
ignore this problem entirely. Another characteristics of family business is their higher inclination to tax
optimisation which applies to small and medium-sized enterprise in general.

2. Controlling in the small and medium-sized family business. With the increasing speed of
information flow, the multiple external effects on the market, industry and individual business escalates.
Thus, the 21st century becomes a turbulent marketplace where one must continuously respond and
predict potential changes or development. It also brings the necessity to adjust the business
management system and fully make use of controlling across the whole business. This management
system can be defined as monitoring, discovering of deviations, designing measures and management
of problematic and crisis situations. A comparison of the actually achieved results with the plan, finding
and subsequently resolving deviations is at the core of the controlling [4, p.100-150].

According to Bohumil Kral, the content of controlling is defined by two subsystems:

- subsystem of planning and control;

- subsystem of providing the information base [11, p. 19-41].

In particular, the integration of planning and control into a single subsystem is deemed to be the
basis of an effective functioning of controlling. In total, the appeals is on consistent link between the plan
and its control, using an appropriate information system.

At the same time, we differentiate between operative and strategic controlling [13, p.50-59].
The operative controlling focus on short-term plans and is usually evaluated based on quantitative
parameters. On the contrary, the strategic controlling is oriented at long-term stability of the business.
The evaluation of strategic objectives is done based on qualitative parameters and partially through
quantitative parameters [5, p. 39-54].

The marketing controlling together with business, innovation and personal controlling, operative
quality controlling and restructuring form a concept of a complex business controlling.

Even the marketing controlling itself is divided into strategic marketing controlling and operative
marketing controlling. By its focus, the strategic marketing controlling aims at critical factors of long-term
marketing, i.e. to the influence of the enterprise as a whole.

Therefore, the strategic marketing controlling focuses on the following areas:

- macroenvironment: monitoring and evaluation of sociological, macroeconomic, technology,
environmental and business factors, such as using STEEP analysis;

- internal environment: analysis of impacts inside the business and its close vicinity, e.g. SWOT
analysis;

- pricing strategy;

- image of the brand;

- life cycle of the product or service.

As opposed to the this, the operative marketing controlling is more oriented at:

- monitoring of competitive environment;

- distribution paths and their optimisation: special attention is paid to international markets in case
of distribution;

- segmentation monitoring: specifically small and medium-sized enterprises have an effective
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targeting to these segments that yield the highest expected income. As opposed to large companies,
small and medium-sized enterprises may not serve loss-yielding clients;

- the product mix and optimisation of product lines: most critical in manufacturing companies.
Here, controlling has a role of a moderator between the section of marketing, business, manufacture,
logistics and quality.;

- optimisaton of communication [5, p. 39-54].

As opposed to the controlling of other business processes, controlling of marketing activities is more
challenging and often neglected in small and medium-sized enterprises. Even more so, the controlling is
underestimated by family businesses, as family ties often lead to unwillingness to assume responsibility
for wrong strategy or operative goals. The minimisation of external managers at the controlling level in
order to keep some information, especially of an accounting character, secret is another reason why
controlling fails in family businesses. Family members acting as controller do not fulfil his critical mission
to discover faults of the management in timely manner, to calculate negative variations of future
performance and to ensure the business in periods of growth for future crises. Particularly, the
calculation of failures of marketing objectives, as the basis of marketing controlling will not show
immediately, but with some delay. However, to respond to the failure of marketing researches, plans and
targets only when the production or relationships with clients are disrupted may prove fatal for the
business.

Therefore, the controller has a key role for healthy functioning of the business. However, there is still
an issue who should hold such position in family businesses. The current research [2] shows that if we
speak of micro businesses with 10 employees at maximum or small enterprises with the total of
50 employees at maximum, the role of the controller is assumed as one of his many competences,
the owner or manager, i.e. a family member. With regard to medium-sized enterprises there is both a
room for a position of an independent controller and implementation of the controlling process into the
business process management. In such cases, the controller has a role of a top manager who is in close
contact with both company management and the employees as well. If the controller has no family ties to
the business, it becomes a key benefit both for the business as such and each of the family members
too. He may act as some kind of a counsellor giving recommendations and in the event of conflicts
among family members in management positions may tone down emotional discussions. On the other
hand, there is an danger of mistrust of family members in management position in crisis situations when
a strategic decision need to be taken. Therefore, it is desirable in all situations that exact rules and
competences of individual staff members are defined.

3. Product pricing and role of controlling. From the client perspective, the price of the product or
service is one of the key factors that are decisive for potential purchase. In the same manner as the
price is important for the customer, the price has key importance for the business too. The business
addresses the issue of the price amount in times when it introduced a an already existing product in the
market, launches an innovative product, or if the product passes to another phase of the life cycle, or if
the pricing conditions change, i.e. sudden change of the price of raw materials, tax system and so on
[11, p. 46-64]. At the same time, new players, competition, or global fashion trends etc. may enter the
market. Therefore, a continuous controlling has a key role.

When adequate price is being set, both internal and external factors must be taken into account.
Internal influences are fixed and variable costs together with the requirement for profit. Therefore, the
business turning point, i.e. situation when the production volume equals total costs, must be taken into
account [13, p.70-150].

Figure 1 illustrates that the Breakeven point is reached when the price equals average costs (sum of
fixed costs per production unit and variable costs per production unit). In this situation, the business
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does not generate income, respectively generates zero economic profit [13, p. 70-150].
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Figure 1 - Breakeven Point [4, p.170-175]

Precise determination of the turning point can only be determined by minimum production volume,
respective the degree of how production capacities are utiized [3, p.15-40]. For this reason,
the information about the turning point is important for both financial and marketing controlling.

Other factors that are in play for product pricing are external effects, i.e. price of competition and
expectations of customers. Small and medium-sized family business have a rather marginal market
share and thus the monitoring of external effects, especially of the prices of competition, is critical for
successful functioning of the business. The pressure of the competition to price makes small and
medium businesses, including family business to adjust internal factors to market requirements.

The demand price, i.e. the current price on the market, is a representation of a maximum limit that
the customer are willing to pay for the given product. On the contrary, the supply price is the minimum
limit that is still beneficial to businesses, i.e. the business is able to pay for its costs [11, p. 97-120].
To obtain this information regarding the demand price is entirely within the competence of marketing
department, the calculation of the cost price is then within the competence of the controlling department.

MapkeTuHr i MeHemXXMeHT iHHoBaUin, 2017, Ne 2 103
http://mmi.fem.sumdu.edu.ua/



J1. Pxuzoea, K.laenuyex. OcobnuBoCTi LiHOYTBOPEHHS Ta KOHTPOMI 3a LiHaMM Ha NpOAYKUil Manux i cepeaHix
cimeiiHMX nignpuemcTs

The equilibrium price is the the ideal situation when supply price and demand price meet
[8, p. 53-85]. The customers are satisfied and show sufficient interest in products. When equilibrium
price is reached businesses pay their costs from the economic point-of-view. Therefore, there is neither
any surplus nor shortage. Seemingly it may appear that a relatively high price is more beneficial for the
business as they can make more profit. From the perspective of small and medium-sized family
enterprises it may be the case, but only in short time horizon. In the long run, high prices decrease the
demand of customers. Thus, there is higher pressure on lower price driving less competitive businesses
out of the market. By this process, the price will strike an equilibrium again. On the contrary, the lower
price than the equilibrium one positively stimulates the demand, however with the result being short-term
losses for the company.

In case of small and medium family business the price is given exogenously, specifically by the
situation on the market [6, p.14]. For this reason, the information regarding the current activity on the
market is critical. Small and medium-sized business functional on markets of monopoly competition, i.e.
numerous representation of competing firms with relatively similar economic strength, the products of
which are not homogeneous, but may be substituted [11, p. 97-120]. For the client's point-of-view, their
differentiating characteristics consist mostly in the service, distribution network and of course, quality.
Therefore, small and medium-sized businesses try to gain external completive edge. Due to the market
characteristics, there is a potential to fully utilize marketing activities to attract customers.

It can be said based on the above and long-term research that marketing activity has more effect on
pricing with small and medium business than in large businesses. This is given by the fact that external
effects (demand of customers and prices of competition) have much more influence to the behaviour of
small and medium-sized enterprises, including family business than to large corporations. As opposed to
large enterprises, family businesses must adjust prices of their products to external effects and fixed and
variable costs internal effect) must be adjusted accordingly to the market situation. On the contrary, large
corporations with a dominant market share may partially ignore external effects and adjust prices of
products only to internal effects. Therefore, it may be said that requirements of the ability of marketing
staff to work flexibly with the market are higher in small and medium family business than of the
marketing staff working in large corporations.

4. Demand-oriented pricing methods. Exact definition of a specific relation of the amount demanded
by customers and product selling price is fundamental for each small and medium family enterprise, both
from the competitiveness and profit generation perspective. The prediction of demand flexibility, i.e. how
the demand will respond to the price change and what impact the price will have on proceeds from sale
is not an easy one and in real market environment often an impossible one. The calculation of price
flexibility is given by the percentage share of the change of the amount of products and percentage
change of the product price.

Figure 2 — Options of price flexibility of the demand [11, p. 530-594]

Price flexibility of the demand Flexibility type
Higher than 1 Relatively flexible demand
Less than 1 Relatively rigid demand
Equals 1 Flexible demand per unit

A relatively flexible demand is an ideal situation for every business. If such demand reached,
the percentage of the increase of the goods sold is higher for the firm than percentage price reduction.
The price reduction is thus compensated by increased sale volume. To increase profit such business
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must have total increase of sale revenues higher than additional variable costs. A different situation
occurs with a relatively rigid demand where the percentage increased of the amount of the products sold
is less than the percentage price reduction. There may be many reasons why the business decides to
reduce the price of products in such situation, including competition or vision to take higher market
share. At any case, business will sacrifice short-term maximum profit. Whether or not such step will be
beneficial to the business in the long run is a question of specific objectives and motives of the business.
A third option of a price flexibility of the demand is the flexible demand per unit when the percentage
reduction of the product price is compensated by identical increase of the sale volume, and the total
revenues thus remain constant.

In reality, there is a problem of the number of effects influencing the decisions of the customers at
any given moment when the price flexibility is being determined. It follows from the above that the
analysis of price flexibility always yields only approximate data. The client's decision is influenced not
only by the price of the given product, but also the price of substitution or complementary products,
together with psychological and social factors, such as current global trends, momentary emotions of the
client and so on. One of the main benefits of family business as shown by the research of the
Association of Small and Medium-Sized Enterprises, is seen in their flexibility according to family
business themselves. This stability should also concern price fluctuations which may not be beneficial in
the event of small and medium-sized businesses. The fluctuations in price products may result in the
loss of trust of customers and harm the firm in the long run.

The key issue remains whether the profit is generated with the higher product price and less sale
volume or lower price and higher sale volume [11, p. 530-594]. Therefore, it is possible to apply
the policy of low price, the so-called penetration or opposite price policy, the so-called price skimming
[9, p. 13-36]. However, it always depends on the particular market when the business is active,
possibilities of the given business, such as sufficient long-term capital, and also on price sensitivity of
clients, ale but also on the product life cycle.

Price setting according to the development of the demand, the so-called empirical pricing is another
approach towards the price setting [9, p. 215-239]. Based on the poll, the customers is interviewed what
is the minimum and maximum price he would be willing to pay for the product. However, the relevance of
the client data gathered is the weakness of the empirical pricing. The responses of clients may differ
from their real behaviour while making a purchase.

At the same time, we must remember, and the research among enterprise proves this trend, that
other factors of a controlling nature come into play. The sale of higher quantity of goods with less added
value is dangerous for small and medium businesses due to an increased risk of claim management.
Outstanding claims are the most frequent reason for the bankruptcy of small and medium business,
family enterprises included. If the business has a large number of claims against its customers and
achieves only low added value, failure to settle of a portion of these claims, may liquidate the business,
as the margin will neither cover the loss of cash nor economic result.

On the contrary, lower quantity of claims and higher added value eliminates this risk. This is shown
in the business case management on international markets where higher prices must achieved in risk-
entailing territories, and in more stable countries lower prices can be accepted. For this reason,
according to AMSP CR (Trade and Investment Activities between the Czech Republic and the USA
2015), the market of the United States of America where high added value is achieved and the market is
sufficiently large even for increase of sales becomes a very attractive territory for small and medium-
sized European enterprises.

5. Cost-oriented pricing methods. Not only is the pricing dependent on external factors that are
analysed in more detail in the previous section, but also on internal factors, i.e. costs and requirement on
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the profit.

For cost-oriented pricing methods, the setting of guide price is the most important thing. The guide
price is such price amount which under the given circumstances of the sale volume will yield the required
profit to the business.

On the basis of the guide price and market selling price the calculation related to the market
distribution, cost development and so on will be made [11, p. 530-559]. These calculations are closely
related to the main business budget and parts thereof, particularly to the sale plan, budgeted revenues
and many more.

The calculation of the guide price consists of two main parts, from the calculation of costs and setting
of profit margin. The amount of the expected profit, included in the product price, should be equal to the
expected appreciation of the invested capital [11, p.530-559].

The calculation of costs then serves as the basis for the price calculation itself and has a direct
impact on the price. The cost calculation is an overview of specific cost components that are
subsequently calculated under calculation items that are shown in the calculation formula.

Choosing the most suitable calculation method is thus one of the main tasks of controlling decisions
that should be based on the nature of the business of the given enterprise. The main calculation method
utilized are calculation by division and surcharge calculation [4, p.10-210].

The calculation by division is based on the assignment of the costs of production to the amount of
differently expressed calculation units. The surcharge calculation is mostly used by companies that focus
on the production of higher numbers of different products. The principle consists in the division of costs
to direct and indirect costs.

The failure to utilize such price calculations may be fatal for small and medium-sized enterprises and
business that do not utilize such calculations are able to accept high levels of risk. Therefore, we may
infer that these businesses do not realize the level of risks taken and the reason why they do not utilize
calculations is that they are not aware that such calculations exist.

With an aim to establish the level and reasons of utilization of different calculation approaches,
Ruzena Kafkovad made a representative research in 2015, the results of which were presented at the
2015 Conference of Postgraduate Students organised by Vysoka $kola finanéni a spravni, o.p.s.
(University of Finance and Administration). 112 business participated in the research and the research
showed that the surcharge calculation is utilized by 49% of business, with 38% of business using the
calculation by division, and 1.5 % of businesses utilize both calculations, however almost 11.5% of
businesses use other methods, estimates or no calculations at all.

Conclusion. Family enterprises are in integral part of the majority of national economies. It is
estimated that family enterprises participate in the entire global business by 80% share, while in the
Czech Republic, family enterprises participate only by 20 to 30% in the gross domestic product, with the
reason being the disruption of tradition of family businesses as a result of centrally planned economy.

Small and medium-sized businesses are active in the marketplace with features of monopoly
competition. Therefore, in the pricing of products and services they must predominantly orient
themselves by external factors, such as price of the competition and client expectations. The family
businesses are often forced to adjust internal factors to market requirements.

The role of marketing department in the pricing is higher with small and medium-sized businesses
than with large corporations. This brings us to another conclusion that small and medium-sized
businesses must be more flexible from the marketing perspective and that in many aspects,
requirements on the marketing staff members are more demanding than with large corporations.

In case of small and medium family business the price is given exogenously, specifically by the
situation on the market. For this reason, the information regarding the current activity on the market is

106 MapkeTuHr i MeHemXXMeHT iHHoBaUin, 2017, Ne 2
http://mmi.fem.sumdu.edu.ua/



Po3pin 2 IHHOBaLii y MapKeTuHry

critical. To obtain this information regarding the demand price is entirely within the competence of
marketing department, the calculation of the cost price is then within the competence of the controlling
department.

The selection of the price calculation method is one of the critical controlling decisions.
The calculation by division and surcharge calculation are the most utilized methods.

In short-term the business, e.g. for competition reasons, resort to the setting of lower product prices
than the equilibrium price. This results in a shot-term loss for the business. High degree of fluctuations in
price products may however result in the loss of trust of customers and harm the firm in the long run.
On the other hand, low price levels in combination with higher volumes of sales increase the risk of
management of outstanding claims, and the risk increases particularly on international markets where
the probability of default is higher than in the local environment. It follows from the above that on risk-
entailing market, higher prices must be achieved.

The turbulent features of the 21st century marketplace make the need of controlling across the
whole company even more pronounced. However, controlling activities are often neglected by smaller
companies, and the ignorance of the marketplace and failure of marketing plans may result in
destabilization of the enterprise in the long run.

Thus, it can be said that consistent controlling management of small and medium-sized family
businesses result in their increased competitiveness, it timely eliminates external risks, improves their
stability and extends the life cycle and has a positive effects on the overall economic climate.
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J1. Pxuzoea, K.laenuyex. OcobnuBoCTi LiHOYTBOPEHHS Ta KOHTPOMI 3a LiHaMM Ha NpOAYKUil Manux i cepeaHix
cimeiiHMX nignpuemcTs

cepepHix nignpuemcTs y Yeckkiit Pecnybnidi, YHiBepcuteT thiHaHcis Ta ynpasnitHs (Mpara, Yecbka Pecnybrika)

0co6nmMBOCTi LiIHOYTBOPEHHS Ta KOHTPONIO 3a LiHaMW Ha NPOAYKLil0 Manux i cepeaHix ciMeiiHUX nignpuemcTs

BusHayeHo, wo y ceimosili ekoHomiuyj yacmka cimelHux nidnpuemcme cmaHosumb 80%, y moli camuli yac y Yexii yacmka
cimetiHux nidnpuemems € pisHoto 20-30%, wo € pe3ynbmamom UeHmpaniaosaHoi nnaHosoi ekoHoMiku. BemaHoeneHo, wo Ha
marnux i cepedHix nidnpuemMcmeax UiHu 8CMaHOoBITIOOMBLCA eK3026HHO, 30KPEMa, Ha OCHOBI 8paxysaHHsi cumyauii, wo cknanacs
Ha puHKy. Y x00i 0ocniOxeHHs 6yno 3’acosaHo, wo eubip memody po3paxyHKy UiH € 0OHUM i3 Halieaxnusiwux ynpagmniHCbKux
piweHb Ha Manux i cepedHix cimelHux nidnpuemcmeax. TaKoxX 8USHAYeHO, WO NocidogHe ynpassiHHA Manumu ma cepedHimu
cimeliHumu nidnpuemcmeamu 00360715€  NidBUWUMU iX KOHKYPEHMOCNPOMOXHICMb, CB0€YaCHO YCYHymU 308HIWHI PUBUKU,
nidguwumu ix cmabinbHicms, N0008KXUMU XUMmMesUU YUK, @ MakoX YUHUMb NO3UMUBHUL 8N/IU8 Ha 3a2aslbHuUll eKOHOMIYHUL
Knimam y Kpaii.

Kntoqosi cnosa: ynpaeriHHS, KOHTPOMb, PO3paxyHOK, Masi Ta cepedHi NANPUEMCTBA, CIMerHe MianpUEMCTBO, MapKeTHHT,
BUTPATU, KOHKYPEHTOCTIPOMOXHICTb.

J1. Pxuzoea, acnupaHT, Ing., YHuBEpcUTET PMHAHCOB W YNpaBReHWs, HayuHbI COTPYAHMK HayyHo-uccnenoBaTensekoro
MHCTUTYTa TPyAa W coumanbHbix Bonpocos (Mpara, Yewckas Pecnybnuka);

K. Faenuyek, PhD, poueHT, AekaH cakynbTeTa SKOHOMMYECKUX uccneposaHuit, Mpeacepatens CoeeTa AMPEKTOPOB
Accoupamn ManbIx 1 cpeaHux npeanpusaTuil B Yelwckoin Pecnybnuke, YHusepcuteT cuHaHcoB v ynpaenenus (Mpara, Yewickas
Pecny6nuka)

OcoGeHHOCTHM LIeHo0Opa3oBaHNsA U KOHTPONS 3a LieHaMM Ha NPOAYKLIMIO ManbIX W CPeAHUX CEMENHbIX NPeAnpUATUiA

OnpedeneHo, Ymo 8 Mupogoli 3koHoMuKe 00s1si ceMeliHbix npednpusimuli cocmaensiem 80%, 8 mo xe epems 8 Yexuu 0ons
cemeliHbix npednpusmull sensemcs pasHol 20-30%, Ymo senssiemcs pesyibmamom UeHmpanu3ogaHHoU nnaHoeol 3KOHOMUKU.
YcmarosneHo, Ymo Ha Manbix U cpedHUX NpednpUSMUSX UeHb! yCmaHaeueamces 3K302eHHO, 8 YaCMHOCMU, Ha 0CHO8e yyema
cumyayuu Ha pbiHKe. B xode uccrnedogaHusi 6bino 6bIACHEHO, Ymo 8bl6op Memoda pacyema UeH se/siemcs OOHUM U3
BaXHEUWUX ynpaeneHYyeckux peweHull Ha Manbix U CPpedHux cemelHblx npednpusmusix. Takxke onpedeneHo, 4Ymo
nocnedosamesnioHOE  ynpasnieHUe  MasbiMu U CPEOHUMU  cemelHbIMU  npednpusmusiMu  no3gonsiem  nogbicumb — UX
KOHKYPEeHMOocnocobHOCMb, C80E8PEMEHHO yCMPaHUMb 8HEWHUE PUCKU, NOBbICUMb UX CMabuibHOCMb, YONUHUMb XU3HEHHbIU
YUKIT, @ maKxe okasbigaem NnomoXuUmesbHoe e/usiHue Ha 0bUull SKOHOMUYECKUL Kumam e cmpake.

Knioyesble crnosa: ynpasneHue, KOHTPONb, pacyeT, Marble 1 CpeaHue NpeanpuaThs, ceMeitHoe npeanpuaTie, MapKeTuHr,
pacxofbl, KOHKYPEHTOCMOCOBHOCTD.
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