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The issue of implementation of Value Based Management in Small Family Retail Business has
been investigated in the study and its feasibility has been proved. Despite the absence of statistical
record about family business in Ukraine, we assumed that majority of medium-size, small and (as a
part of small ones) microenterprises were family-owned (especially those which are registered as
individual entrepreneurs). The tendency revealed by the authors (on the base of analysis of statistical
data on those types of business) indirectly proves the increasing role of family business in Ukraine,
regardless of insufficient attention paid to it by the government and local authorities and even absence
of such a term in Ukrainian law.

Firstly, special characteristics of family business and its difference from ordinary businesses
have been clarified. The main principles of family business are: strength in unity, ability to handle
conflicts, fairness, social engagement, strong values, pride and mutual support. Hence, taking into
account that the biggest obstacle of VBM implementation is transformation of the way of thinking into
the value-oriented one with perception of business as your own (by every manager and employee), we
are convinced that it would be much easier to implement value philosophy (and VBM as a whole
concept) in family business. Besides, the aim of maximization of the long-term value instead of current
revenue is fully consistent with the objective of begueathing effective business to the heirs.

Secondly, the stages of implementing VBM in Small Family Retail Business have been
identified. They are: Task set, Assessment set, Clarification set, Culture set, Planning set, Analysis set,
Result set. Furthermore, the value chain for Small Family Retail Business has been built in the study.
It includes Manufacturers and suppliers, Logistics (delivery, storage), Shops (management, sales
areas, equipment), Customers service.

Finally, the Value Drivers Tree for Small Family Retail Business has been developed, taking
account of specificity of the type of business being examined. The three key value drivers are: Spread
(between ROIC and Cost of Capital), Sustainability and Growth. Spread creates value, Growth
accelerates value and Sustainability makes it possible to prolong existing of a firm on the fast-
changing market.

The results obtained in the study can be used in further research in this realm.

Keywords: Value Based Management, Family Business, Small Family Retail Business,
value chain, value drivers.

BITPOBA/IKEHHSA BAPTICHO-OPIEHTOBAHOI'O YIIPABJIIHHSA
Y MAJIOMY CIMEVMHOMY BI3HECI PO3/PIBHOI TOPT'IBJII

Ha3zapenxo LJL., k.e.n., 0oyenm,
Cyxopyxosa /1.0., cmyoenmka mazicmpamypu (Yxp/l1Y3T)

Y cmammi  Oocniodceno numanHs  6npo6a0NCeHHs  B8APMICHO-OPIEHMOBAHO20
MEHEOIHCMEHMY Y MANOMY CIMEUHOMY PO30PIOHOMY Oi3Heci ma 008edeHO 1020 0OYLIbHICIb.
Heseaorcarouu na siocymuicms cmamucmuyHux OaHux npo cimeuHuti OisHec 6 YKpaiui, mu
NPUNYCMuIU, wo OLIbUicms cepeoHix, Maiux ma (K YaCmuHa MAauiux) MiKponionpuemMcms €
cimeunumu (0cobauso mi, AKi 3apeccmposaHi K IHOugioyanvui nionpuemyi). Tenoenyis,
BUSIBIIEHA ABMOPAMU (HA OCHOBI AHANI3Y CIMAMUCIUYHUX OAHUX NPO Yi 6uou Oi3Hecy), NOOIUHO
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00800umMb 3POCMAIO4y poib Ccimelino2o Oi3Hecy 6 YKpaiHi, He38adcaroyu HA HeOOCMAMHIO
yeazy, AKy npuoilisaoms tomy ypsao ma micyesa 61aoaq, i Hagimv GiOCYMHICMb MAKO20 MePMIH
8 YKpAiHCbKOMY Npasi.

Ilo-nepute, 6ynu 3'acoeani 0coOIUBI XAPAKMEPUCTMUKY CIMEUH020 Oi3Hecy ma U020
8IOMiHHICMb 610 38U4aliH020 Oi3necy. OCHOSHUMU NPUHYUNAMU CIMEUHO020 Oi3Hecy €. cuna 8
€OHOCMI, 30aMHICMb BUPTULY8AMU KOHGIIKMU, CNpaseodIusicms, COYianbHA NPUHATEHCHICMb,
Miyni yinnocmi, 2opdicme ma 63acmooonomoza. Omoice, bepyyu 0o ysazu, wo HaubiIbLUOIO
nepeuKoo0ol0 8NPOBAOINCEHHS B8APMICHO-OPIEHMOBAHO20 MEHEONCMENN) € NepemeopeHHs
CnOCOOY MUCIEHHS V OPIEHMOBAHUN HA 8apmicmb I3 CHPUUHAMMAM OI3HeCy 5K 8020
(KOJICHUM KEpIBHUKOM mda NPAayiGHUKOM), MU NepeKoHamui, wjo ye Habazamo npocmiuie
enposaoumu came y cimetinomy 0izneci. Kpim moeo, memoro maxcumizayii € He nOmMo4Hull
00Xi0, a 00820CMPOKOBA 8APMICMb, WO NOBHICMIO BION0GIOAE Yini nepedamu e@exmuenull
bi3Hec cnaokoeEMysim.

Ilo-opyee, BU3HAYEHO emanu  6NPOBAOICEHHS  8APMICHO-OPIEHMOBAHO20
MEHEeOIHCMEeHMY V MAIUll Cimelnull po3opionuil 6iznec. Lle: eman 3a60anv, eman ubopy 6uody
sapmocmi ma mMemoouKu OYiHIOBAHHS, eman YMmouHeHHs (no0y0y8aHHs NAHYIO2Y 8APMOCMI
ma Oepesa Opatigepie eapmocmi), eman QOpMYSaHHs 6aPMICHOI Kylbmypu ma MpeHiHzis,
eman NIaHy8aHHs, eman aHanizy 6HecKy 8CiX niopo30inie y hopmysanHs eapmocmi, eman
oopmnenns pezyromamis. Kpim moeo, 6 ypomy oocniodicenni 6yno nobdyoo8amHo 1anHytoHcox
sapmocmi  Mano2o cimelino2o po3opionoco 6iznecy. Cioou 6x00imb  SUPOOHUKU MA
NOCMAYANbHUKU, J102ICMUKa (00cmaska, 30epicants), macazunu (YAPAaeiintsa, mopeosi niowi,
001a0HAHHS), 0OCY208YBAHHS KILIEHMIS.

Taxooic Oyno pospobreno Oepeso Opaiisepié 8apmocmi Ojisi MAl020 CIMEUH020
Po30pibHo20 Giznecy 3 ypaxyeanusim tioeo cneyugixku. Tpu ocnosni ¢phaxmopu - ye Spread
(pisnuys mioc ROIC ma eumpamamu na xaniman), Cmitikicme ma 3pocmanns. Spread
CMBOPIOE BaApmMIicmMb, 3POCMAHHA NPUCKOPIOE NIOBUWEHHST 8ApMOCMI, a CMIUKicmb 0de
MOIACIUBICI NOOOBIHCUMU ICHYBAHHS (DIPMU HA PUHKY, U0 UBUOKO 3MIHIOEMbCSL.

Ompumani pezyromamu OOCHIONCEHHA MONCYMb OVMU BUKOPUCIAHT 8 NOOANbULUX
O00CTIONCEHHAX Y Yill YAPUHL.

Knrwouoei cnoea: ynpaeninna Ha o0cHo6i eapmocmi, ciMmeluHuil 0i3Hec, MaIUil
cimeniHuil po30pionuil Giznec, 1aHUIOHCOK eapmocmi, opaiiéepu YiHHOCHI.

BHEJAPEHUE CTOUMOCTHO-OPUEHTUPOBAHHOI'O
YIIPABJIEHUA B MAJIOM CEMEHHOM BU3HECE PO3HUYHOHN
TOPI'OBJIA

Hazapenxo H.JL., K.3.H., Oouenm,
Cyxopykosa /I.A., cmyoenmka macucmpamyput (Ykpl'YKT)

B cmamwe  o0bocHosama  yenecoobpasHocmv — 6HeOpeHus — CMOUMOCMHO-
OpPUEHMUPOBAHHO20 YNPABIEHU 6 MAIOM CceMeuHoM Ouznece, 6 MOM uucie OusHece
PO3HUYHOU MOP20GITIU.

Hccneoosanvl cneyughuueckue uepmoul cemelinozo OusHeca U COCMOSHUE DPA3GUMIUSL
cemetiHo2o busHeca 6 Yxpaune.

Onpeoenenvl s5manvl 6HeOpeHUs CMOUMOCMHO-OPUEHMUPOBAHHO20 YNPABLEHUS 8
MAnom cemeuHoM posHuuHom oOusnece. Kpome mozco, nocmpoena yenouka co30auus
yeHHocmu Ol Mano2o CcemMeunoeo po3nuunoeo Ouszneca. OHa exkmouaem 6 cebs
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npoussooumenei  u
(ynpaenenue,

nocmasuuKkos,

Jgoeucmuxy  (Oocmaska,
mopeogvie naowaou, 060pyoosanue),

MA2a3uHbl
Taxoce

XpaHenue),
o00cCIydCUBaHUE  KIUEHMOB.

paspabomano 0epego Opaueepos CMoUMOCMU Ol MAL020 CEMEUH020 PO3HUYHO20 Ou3Heca ¢

yuemom e2o cneyugpuxu.

Knrouesvie cnoea: ynpasnenue Ha 0CHO6e CMOUMOCHU, CEMEUHbBLI OU3HEC, MAbLI
CceMelHbLIl POZHUYHBLIL OU3HEC, UeNOYKA CO30AHUA CHOUMOCHU, OPATIEEPbl CIOUMOCHIU.

Introduction. Family business is
known to be one of the foundations of the
world’s business community. Such famous
companies as Walmart, Facebook, Volkswagen,
BMw, Fiat Group, Hyundai Motor, Toyota Group,
Nike, Samsung Group, LG Group, Motorola,

Oracle, IKEA, L'OREAL, Ferrero Rocher and many
others are flourishing family businesses which (with small
and medium-sized family firms) create the bulk of Gross

Domestic Product (GDP), play a key role in the

economic growth and job creation in many
countries.

Unfortunately, there is no accurate
statistical data about family business in
Ukraine, but we assume that majority of
medium-size, small and (as a part of small
ones) microenterprises are family-owned
(especially those which are registered as
individual entrepreneurs). According to State
Statistics Service of Ukraine, in 2018 their
shares in Volume of products (goods,
services) sold were 39,8%, 25,1% and 13,0%
respectively. As for individual entrepreneurs,
their relative weights increased over 2010 —
2018 vyears this way: in the structure of
Volume of products (goods, services) sold by
medium-size enterprises their share raised
from 1,4% to 7,6%; by small enterprises -
from 27,1% to 29,3 %; by microenterprises -
from 51,1% to 53,6 % (calculated according
to the data [1]). This tendency indirectly
proves the increasing role of family business
in  Ukraine, regardless of insufficient
attention paid to it by the government and
local authorities.

We also should add to the point that,
for the time being, there is no definition
either of the term «family business» or
«family entrepreneurship» in Ukrainian law;
the keyword search on The Verkhovna Rada
of Ukraine site has given only one result with
antiquated document. Therefore, having

analysed several definitions from scientific
publications, we arrived at the conclusion
that the one by I. Kulyniak and O. Koshyk
can be accounted as the most correct:
«Family business is a business which belongs
to the members of one family (totally or
mainly) and is bequeathed to the next
generations by right of heredity» [2, p. 392].
Nevertheless, The Family Business
Network (FBN) exists in Ukraine and its
motto is «We increase the number of happy
and successful families» [3]. FBN Ukraine is
a part of the global FBN International.

According to their data, the percentage of Family
Business contribution to National GDP is nearly 45% in
Belgium, 49% in the Netherlands, 50% in Finland, Brazil
and Portugal, 57% in Germany, 63% in the United States,
68-70% in Argentina, 70% in Singapore, Uruguay and Costa

Rica, 94% in Italy [4].

As for Ukraine, according to V.
Burda, the president of FBN Ukraine [5], the
entire retail, from grocery to household
appliances, as well as the construction
business (the two largest burgeoning sectors
that create jobs) is nothing else than the
family business.

A family business needs to be
developed in Ukraine for a number of
reasons.

1. It gives predictability to a country.
In terms of the world, family-owned
companies account for more than 80% of all
enterprises in countries with free economy
and bring 70-90% of the world GDP. They
can be called the basis of the economy.

2. Family-owned companies play in
the long run. Unlike public or state-owned
companies, the aim of family ones is to
develop and grow for the next generation.

3. Family business - it is about
efficiency. There are about 14 million family-
owned companies in EU, 50% of which
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indicated a steady increase in sales over the
past 10 years.

4. Family business pays salaries for
60% of the working population on the
planet. Another reason why Ukraine needs
family business is the fact that it increases
the level of employment in the country.

5. Family-owned companies are
influential and develop their countries of
presence. This is benefit to the citizens [5].

However, about 90% of such companies
do not survive after moving into third generation
ownership. The reason is the lack of training of
the younger generations for the demands of the
growing business [6].

Taking into  account all  the
aforementioned, we can state that there is a high
necessity of support of family business
development in Ukraine. In our view,
implementation of Value Based Management as a
contemporary management concept would be
very effective in this case, especially in small
family enterprises (including retail firms), whose
owners can embrace value philosophy and share
it with their small staff without any conflicts.
Besides, the aim of maximization of the long-
term value instead of current revenue is fully
consistent with the objective of begueathing
effective business to the heirs.

Analysis of recent researches. As the
role of family business in the world has increased
during the recent decade, the number of
publications devoted to family business has
grown too. The issue of developing small
business in Ukraine is discussed in the works of
O. Dykan, O. Poliakova, H. Obruch, A. Tolstova
and others [7 — 10].

Value Based Management (VBM) has
been widely discussed in the economic literature.
Among them there are a few publications about
implementation of Value Based Management in
family business [11 - 14]. For instance, A.
Lewandowska and M. Sajdak studied the
consequences of VBM for developing an
organisational agility potential of a family
business [11]. The Mini-dissertation by R.
Mafirowanda is devoted to measuring the
understanding of VBM in small businesses in
Gauteng, South Africa [12]. The determinants of

VBM use and its performance measures in family
firms are explored in the study by C. Briick, J.
Ludwig and A. Schwering [13], and the fact that
VBM can help family firms to improve decision-
making quality by enabling consistent and goal-
congruent decision support and performance
measurement is proved. In the study by F. Krol
[14] the analysis of internal and external impulses
and possibilities of implementation Value Based
Management in Small and Medium Enterprises is
done.

Unexplored aspects of the issue. But
until now, there has not been enough attention
paid to implementation of VBM concept in Small
Family Retail Business in the literature, clarifying
stages of implementing and value drivers in this
case.

The purpose of the study is identifying
particular stages of the implementation of VBM
concept in Small Family Retail Business,
building the value chain and the Value Drivers
Tree for Small Family Retail Business.

Main body of the study. Starting in the
late 1980s and early 1990s, the discussion about
the shareholder value as a corporate goal led to
the evolution of Value Based Management. The
concept of VBM has been widely discussed since
then and found a large acceptance and adoption
among large and listed companies.

Although there is an ongoing polemic
regarding the sense of VBM, we consider the next
definition to be the most appropriate: «Value
Based Management is a management approach
which puts shareholder value creation at the
centre of the company philosophy. The
maximization of shareholder value directs
company strategy, structure and processes, it
governs executive remuneration and dictates what
measures are used to monitor performance»
(KPMG Consulting, 1999) (quoted in [15, p.7]).

The object of this study is given in the
fig.1 and lays at the intersection of the three
spheres — Family Business with its specificity,
Retail Business and VBM. Therefore, the special
features of the Family Business and Retail
Business have to be outlined in order to identify
particular stages of implementing VBM concept
in small family retail business.
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Fig.1 The object of the research - VBM in Small Family Retail Business (developed by
the authors)

The specific features of the family
business has been outlined in the studies in
particular in [16] by Denise Kenyon-
Rouvinez, Professor of Family Business and
Director of the IMD Global Family Business
Center and in [17] by L. Ceja and J. Tapies.
The main principles of family business
according to [16] are: Strength in unity,
Ability to handle conflicts, Fairness, Social
engagement, Strong values, Pride and Mutual
support.

Top Five Values Unique to Family-
Owned Firms (not mentioned by non-family-
owned firms), according to the survey made
in study [17] are: Generosity, Humility,
Communication, Service, Quality. In sum,
these values concern positive traits that
contribute to the fulfililment of the
organization’s members; therefore, they
appear as fundamental and more people-
oriented. However, it must be noted that
although values Pride and Humility are
opposite, they could exist together.

Hence, taking into account that the
biggest obstacle of VBM implementation is
transformation of the way of thinking into the
value-oriented one with perception of
business as your own (by every manager and
employee), we are convinced that it would be
much easier to implement value philosophy

(and VBM as a whole concept) in family
business.

The main characteristics of the retail
business are set out below.

1.In the entire distribution chain, a
retailer is considered to be the final link, who
deals directly with the customer.

2.A retailer purchases in bulk from
wholesalers and sells the products to
customers in small quantities.

3.A retailer essentially maintains a
variety of merchandise.

4.The aim of a retailer is to achieve
maximum satisfaction by exceeding their
expectations and delivering exceptional
services [18].

Based on the aforementioned statements
and features, the next stages of implementing
VBM in Small Family Retail Business have been
identified and given in the fig.2. The Assessment
Set includes choosing an appropriate cost
indicator (from EVA, MVA, SVA, CVA,
CFROI) based on considerations of efficiency,
benefits and costs associated with obtaining the
information necessary for its calculation. The
Clarification Set is likely to be the most important
stage in the whole process of implementation. If
any mistake is made in building Value chain or
Value Drivers Tree, it will make it impossible to
successfully implement VBM and maximize
value.
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2. Assessment §3.Clarification] 5.Planning | 6

* Setting the task * Choosing « Implementation * Creation of ~ * Analysisof ~ * Creation of a
* Benefits of VBM  Proper type of of value thinking operational every Report on the
implementation ~ Value (EVA, * Trainings for and strategic ~ department value
* Analysis of pros MVA, SVA, CVA, employees decisions contribution
and cons of etc.) * Creation of Assessment in creating
VBM * Methods of motivation and  System value

assessment
system

Identification
of Key Value
Drivers

Building Value
(T

EVA - Economic Value Added;
SVA - Shareholder Value Added;

remuneration

"Value Drivers

MVA - Market Value Added
CVA - Cash Value Added

Fig.2 The stages of VBM implementation in Small Family Retail Business
(developed by the authors)

The Value chain of Small Family Retail
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Fig.3 Value chain of Small Family Retail Business
(developed by the authors)

Identifying and monitoring the key
drivers of any business is essential for
generating profits and keeping it sustainable.
That is why it is critical to discover what they
are, if they are measurable and if they can be
acted upon.

Value drivers are the factors that are
likely to have the greatest impact on a
company's success, and they are specific to
different industries and companies. The range
of value drivers varies enormously from
business to business. They can be financial
and non-financial, both types are remarkably

important. The Value Drivers Tree of Small
Family Retail Business is shown in the Fig.4
below.

The three key value drivers are: Spread
(between ROIC and Cost of Capital), Sustainability
and Growth. Spread creates value, Growth
accelerates value and Sustainability makes it
possible to prolong existence of a firm on the fast-
changing market, to compete and win in rivalry.
ROIC depends on the Margin (measured by
subtracting costs from revenue) and Cycle Time
(time of one capital turnover).
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Rivalry
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Fig.4 The Value Drivers Tree of Small Family Retail Business
(developed by the authors)

Conclusions and prospects for the
further research.

The issue of implementation of Value
Based Management in Small Family Retail
Business has been investigated in the study and its
feasibility has been proved.

Firstly, special characteristics of a family
business and its difference from the ordinary
businesses have been clarified. Secondly, the stages
of implementing VBM in Small Family Retail
Business have been identified. They are: Task set,
Assessment set, Clarification set, Culture set,
Planning set, Analysis set, Result set. Furthermore,
the Value chain for Small Family Retail Business

has been built in the study. It includes
Manufacturers and suppliers, Logistics (delivery,
storage), Shops (management, sales areas,

equipment), Customers service.

Finally, the Value Drivers Tree for Small
Family Retail Business has been developed. The
three key value drivers are: Spread, Sustainability
and Growth.

The results obtained in the study can be
used in further research in this realm, in further
clarification of value drivers for a particular small
family retail firm, choosing proper value metric and

assessment of the value and contribution of every
retail shop of a firm.
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YUHHUKU 3ABE3NIEYEHHS MIXKHAPOJIHOI
KOHKYPEHTOCIPOMOKHOCTI YKPAIHCHbKUX NIJIMPUEMCTB
MAJIOI'O I CEPEAHBOI'O BI3BHECY

Conommnikoe 1.B., k.e.n., cm.euxknaoau (Yxp/lY3T)

Y Oawiti  cmammi  onucyiomvca  Kaow08i  acnekmu  NiOBUWEHHS  MINCHAPOOHOT
KOHKYDEHMOCHPOMONCHOCHI NIONPUEMCIME MAI020 i cepednbozo Oisnecy 6 Ykpaini. Ocno6ui winaxu
BUDIWIEHHS 32PYNOGAHT 8 WICHb KAIOUOBUX 2PYN: CIMPYKMYPHA, PECYPCHA, MeXHIYHA, YNPAGNIHCbKA,
punkosa i @yukyionarvHa. Takooc okpemo po3eisaHymo RIOBUWEHHS KOHKYDEHMOCHPOMONCHOCHI 3d
00NnoM02010 002080pi6 CYONIOPsdy - 83AEMOOISL MANUX | CEPEeOHIX NIONPUEMCIE 3 KOPHOPAYIIMU.

Kniouosi cnosa: manuii o6iznec, maie nionpuemMHuymeo, cepeonii Giznec, nionpuemcmaeo,
Ppecionanvruil pigeHb, CEKMOp eKOHOMIKU.

®AKTOPBI OBECIIEUEHUSI MEXKJIYHAPOJJHOM
KOHKYPEHTOCHOCOBHOCTH YKPAMHCKHUX NPEANPUATUN
MAJIOI'O 1 CPEJHEI'O BUBHECA

Conomnukoe U.B., k.3.1., cm.npenooasamens (Yxpl'Y7KT)

B Oannoii cmamve onucwvigaromcs Kiuouegble ACNeKmbl NOBbIUEHUS MENCOYHAPOOHOL
KOHKYPEHMOCHOCOOHOCIU NPeOnpusmuil Maioco u cpednezo ousneca 6 Yxpaune. OcHogHble nymu
pelleHus Cepynnuposansbl 6 Wecmsv KI4esblX 2PYnn. CMPYKMYPHAs, PecYpPCHAs, MeXHUYeCKas,
YNpagneHyecKas, pulHOYHAA U QYHKYUuoHanibHasa. Taxoice o0moenbHo paccmMompeHsvl NOGblUeHUe
KOHKYPEHMOCHOCOOHOCIU NHOCPEOCHBOM 002080P0O8 CYONOOPsA0a - 83aumoodeticmaue Maiblx U CpeoHux
npeonpusimuil ¢ KOpRopayusiMu.

Knioueevie cnoea: manwiii o6usznec, manoe nPeONPUHUMAMENbCMEO, CPEOHUIl OusHec,
npeonpusmue, pe2UOHAIbHBLI YPOBEHD, CEKMODP IKOHOMUKU.

FACTORS OF PROVIDING INTERNATIONAL COMPETITIVENESS
OF UKRAINIAN SMALL AND MEDIUM-SIZED BUSINESSES

Solomnikov 1., Ph.D., Senior Lecturer (USURT)

Improving the competitiveness of small and medium-sized enterprises, as an opportunity to
realize the country's competitive advantages in foreign markets, has always been one of the strategic
tasks of any state. However, without solving a certain number of problems, it is simply impossible.
Ukraine occupies a significant place in the global economy in terms of its resource potential and
human resources. Unfortunately, the standard of living of the population, which is determined by the
unstable political situation and economic stagnation, does not reach the level at which it should have
been, given the resources that our country has. Therefore, the consideration of such an urgent
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