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ECONOMIC AND MARKETING ASPECTS

OF THE FUNCTIONING OF SMALL ENTERPRISES

Abstract. The purpose of the study is to effectively ensure and improve the marketing
management of small businesses and to substantiate a methodical approach to the choice of
strategies in the formation of commodity, price and product distribution policies in enterprises. The
following general and applied research methods were used in the research process: analysis and
synthesis, deduction and induction were used to determine the economic and marketing factors
affecting the functioning of small businesses; systematization and generalization to calculate the
performance of marketing department at small business enterprises; expert assessments — in
determining the factors of influence on the internal and external environment of a small enterprise;
monographic methods — for in-depth study of tasks; abstract-logical methods — for theoretical
generalization of research results and formulation of conclusions and proposals.

The aim of the study is to analyze the situation with the organization of small business and the
peculiarities of its doing. In order to improve the economic and marketing mechanisms of
functioning of small businesses, a methodology for creating conditions for effective business
activities of business entities, overcoming difficulties and solving problems related to lack of
knowledge and experience of doing business, providing opportunities to obtain loans and necessary
information, contributing to job creation, overcoming disparities in regional economic development,
increasing export opportunities for small businesses, increasing production and its restructuring, to
facilitate access of small businesses to modern innovative technologies, improvement of marketing
and creating marketing department in the company, the definition of the main functions of the
functioning of this structure. Certain scientific developments concerning the substantiation of
economic and marketing aspects of the functioning of small enterprises can be used for further
scientific developments in this area, as well as in the practical activity of enterprises to evaluate
their innovative, financial, marketing potential and formulate development strategies.

Keywords: small business, entrepreneurship, investment, employment, lending, competition,
management, marketing.
Formulas: O; fig.:1; tabl.: 3; bibl.: 15.
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EKOHOMIYHI TA MAPKETHHI'OBI ACITEKTH
OYHKIIOHYBAHHSA MAJIUX HIAITIPUEMCTB

AHoTtauis. MeToro JochipKeHHsT € eeKTHBHE 3a0e3MeUeHHs] Ta BIOCKOHAJICHHS
YIPaBJIiHHS MapKETHHTOM Majoro Oi3Hecy Ta OOIpYHTYBaHHsSI METOJUYHOTO MiAXOAy A0 BUOOPY
cTpateriii popmyBaHHsI TOBapHOI, IIIHOBOT Ta TOBAPHOI IMOJITHKH Ha MiANPHEMCTBaX. Y mporieci
JOCII/PKeHHS OyJid BHKOPHMCTaHI TaKi 3arajbHOHAYKOBI Ta MPHUKIAJHI METOIU JOCTIKCHHS:
ananizy i cunmesy, 0edykyii ma iHOyKyii BAKOPUCTOBYBAIUCS Il Yac BU3HAYCHHS SKOHOMIYHHX i
MapKETHHIOBUX YWHHUKIB BIUIMBY (DYHKI[IOHYBaHHS MallUX MIANPHEMCTB; cucmemamuzayii ma
y3aeanvHeHHs ISl pO3PaxyHKy MOKa3HUKIB eeKTUBHOCTI QYHKIIIOHYBaHHS BTy MapKETHHT'Y Ha

MIAMPUEMCTBAX MaJoro Oi3HECY; excnepmHux OyiHok — TPH BU3HAYEHHI YMHHUKIB BIUIMBY Ha
BHYTpIIIHE 1 30BHIIIHE CEPEOBUINE MAJIOTO MIANPUEMCTBA;, MOHOZpAiuni Memoou — IS
MOTJIMOJICHOTO  JOCIIKEHHST TIOCTaBJICHUX 3aBllaHb; AOCMPAKMHO-I02IYHI Memoou — JUIs

TEOPETHYHOTO y3araJlbHCHHS pPe3y/bTaTiB JOCTIHKCHHS 1 (OpPMY/IIOBaHHS BHCHOBKIB Ta
TIPOTIO3HIIIH.

3 MEeTOI0 yIOCKOHAJIEHHS €KOHOMIYHMX 1 MapKETHHTOBUX MEXaHI3MIB (YHKIIOHYBaHHS
MIANPUEMCTB MaJIOTO Oi3HECy 3ampomOHOBAHO METOJIMKY CTBOPEHHS YMOB Ui €(EeKTUBHOTO
3MICHEHHS A1JI0BO1 MiSUTBHOCTI Cy0’€KTiB TOCHOIAPIOBAaHHS, MO0JIAHHS TPYAHOILIB i PO3B’SI3aHHS
npo0OJeM, OB’ si3aHNX 3 OpakoM 3HAHb 1 OCBIYy BeleHHs Oi3HeCy, Ha/IaHHS MOKJIMBOCTI OTPUMATH
MO3UKK Ta MOTpiOHa iH(opMalis, MO CHpHSIE CTBOPEHHIO HOBHX POOOYMX MicCllb, MOJOJAHHIO
PO30DKHOCTEH B €KOHOMIYHOMY PO3BHUTKY PETIOHIB, 30UTbILIEHHS €KCIIOPTHUX MOKJIMBOCTEH MaIMX
MIANPUEMCTB, 3pOCTaHHS BUPOOHMILTBA 1 HOTO pECTPYKTYpH3allis, MOJErMIEeHHS JOCTYIy Majoro
Oi3HECY /IO CyYacHUX IHHOBAI[IMHUX TEXHOJIOTIH, YJOCKOHAJIEHHS MapKETHHTOBOI MiSUTBHOCTI Ta
CTBOPEHHS BiAOULy MapKETHHTYy Ha MiANPUEMCTBI, BHU3HAYEHHS OCHOBHUX (YHKILIH
¢yHKLIIOHYBaHHS Takoi cTpykTypu. OKpemi HayKoBi pO3pOOKH CTOCOBHO OOIpyHTYBaHHS
€KOHOMIYHMX 1 MapKETHMHIOBHX AacCleKTiB (YHKUIOHYBAaHHS MajluX MiANPUEMCTB MOXYTb OyTH
BUKOPHCTaHI U1 MOAAIBIINX HAYKOBHUX PO3POOOK y I[bOMY HaIpsMi, a TakoXX Yy NPaKTHYHIN
JISITBHOCTI MIANPUEMCTB AJIs1 OL[IHIOBaHHS IXHBOTO IHHOBALIHOTO, (PIHAHCOBOTO, MApPKETUHTOBOTO
MOTeHLiay 1 GOpPMyBaHHS CTPATeTiil pO3BUTKY.

Knrouoei croea. mamuii Gi3Hec, MiINPUEMHHUIITBO, IHBECTHUIII, 3aHHATICTh, KPSIUTYBaHHS,
KOHKYPEHIIisI, YIPaBIIHHSA, MaPKETHHT.

®opmyi: 0; puc.: 1; Tadmn.: 3; 6i6i.: 15.

186



Jvtmenxo M. A.

O0OKMOP dKOHOMUYECKUX HAYK, npogheccop,

Cymcxoil HayuoHanbHwlll azpapuslil yHueepcumem, Ykpauna,
e-mail: Im_1980@ukr.net; ORCID ID: 0000-0002-6321-5178
Yemuk T. B.

KaHOuoam 3KOHOMUYECKUX HAYK, OOYeHM,

CymcKOU HAYUOHANbHBIU A2PAPHBLI YHUBepcumem, YKpauna,
e-mail: tanya_ustik@ukr.net; ORCID ID: 0000-0001-9967-0669
Ilucapenko B. B.

O0OKMOP d9KOHOMUYECKUX HAYK, npogheccop,

Tlonmasckas s cocyoapcmeennas azpapuas akademus, YKpauua,
e-mail: volodymyr.pysarenko@pdaa.edu.ua; ORCID ID: 0000-0002-5240-415X
Macnaxk H. I,

KaHouoam 3KOHOMUYECKUX HAYK, OOYeHM,

CymcKoU HAYUOHANbHBIU A2PAPHbLI YHUBepcumem, Ykpauna,
e-mail: n.maslak@ukr.net; ORCID ID: 0000-0003-1482-4118
Konsaoenxo /1. JI.

KAHOUOAm IKOHOMUYECKUX HAYK, CMapuiull npenooasamen,
Bunnuyxuti nayuonanvHulil aepapHelii yHusepcumem, Ykpauna,
e-mail: noion@ukr.net; ORCID ID: 0000-0002-3183-0176

9KOHOMHUYECKHUE U MAPKETHUHI'OBBIE ACTIEKTBI ®YHKIHUOHUPOBAHUS
MAJIBIX IPEJIPUSTUAN

AnHoraumusi. llenpro  uccienoBanms — sBigercss  3GQEKTHMBHOE  OOCCIICUCHHE  H
COBEpILICHCTBOBAHNE YIPABJICHUS MAPKETHHIOM MaJIbIX MPEIIPUATHH U 000CHOBAaHUE METOANIECKOTO
MoJaXoJa K BBIOOPY cTpareruii (opMUpOBaHHMS TOBapHOW, IICHOBOM M TOBAPHON IOJMTHUKA Ha
npeanpuaTusaX. Jas  yCOBEpIICHCTBOBaHUS 3KOHOMHYECKMX U  MApKETUHTOBBIX MEXaHHU3MOB
(hYHKIIMOHMPOBAHMS MPEANPHIATHI Majoro OW3Heca NpeIIokKeHa METOIUKA CO3IaHUS YCIOBUM Ui
3 QEeKTUBHOTO OCYIIECTBICHHS ACIOBON JIEATEIHLHOCTH CYyOBEKTOB XO3SICTBOBaHHMS, IMPEOJIOJICHHE
TPYAHOCTEH M pelreHus NpoOiieM, CBSI3aHHBIX C HEXBAaTKOW 3HAHWM M OIbITa BeJCHMS OW3HECa,
MPEJOCTABICHUE BO3MOKHOCTH TIOJYYUTh 3aliMbl M HeoOxoaumas MH(OpMAIHs, 4TO CIOCOOCTBYET
CO3JIaHHIO0 HOBBIX pabOuYuX MECT, PEOJIOJICHUIO PAa3HOTJIACHHA B SKOHOMHUECKOM Pa3BUTHU PETHOHOB,
YBEIIMYEHUE SKCIOPTHBIX BO3MOXHOCTCH MalbIX MPEOIpPUATHHA, pPOCT TPOU3BOJCTBA U  €r0
PECTPYKTYpH3aIus, OOJICTYCHHE JOCTyla Majoro Ou3Heca K COBPEMCHHBIM HMHHOBAITMOHHBIM
TEXHOJIOTHSIM, COBEPIIICHCTBOBAHNE MApPKETUHTOBON JCATEIILHOCTH M CO3aHUs OT/ea MApKETHHTa Ha
MIPENPUSTHH, OTIPEICIICHUE OCHOBHBIX (DYHKIMI (PYHKITMOHUPOBAHUS TAaKOW CTPYKTYpbl. OTACIBHBIC
Hay4YHbIC Pa3pa0OTKH OTHOCHUTEIBHO OOOCHOBAaHMS 3KOHOMUYECKUX W MAapPKETHHTOBBIX aCIIEKTOB
(hyHKIIMOHUPOBAHHS MAaJIBIX TPEANPUATHIA MOTYT OBITh HMCIIOJIL30BAHBI IS ATBHEHIIIMX HAYYIHBIX
pa3paboTOK B JTAHHOM HAIPABJICHUH, a TAKXKE B MPAKTHYCCKON NEATEIHHOCTH TPEATIPUATHHI JUTS
OIICHKM WX WHHOBAIMOHHOTO, ()MHAHCOBOTO, MAapKETUHTOBOTO TOTEHIMATa U (POPMUPOBAHHIO
CTpareruii pa3BUTHI.

Knrwoueevie cnoea. manbiii OusHec, MPEANPUHUMATEIECTBO, WHBECTHUIMH, 3aHSATOCTb,
KpeIUTOBaHNE, KOHKYPEHIINS, MEHEDKMEHT, MapKETHHT .

®dopmyi: 0; puc.: 1; Tadn.: 3; 6ubm.: 15.

Introduction. At the present stage of development of the Ukrainian economy, the problem
of functioning of small business enterprises on the principles of marketing is of particular
importance. It is the development of marketing activities of enterprises in the regions, effective
organization of exchange and commodity circulation, optimal territorial organization are the most
important factors for stabilization of goods production, an important prerequisite for saturation of
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the country’s food market, a source of meeting the daily needs of the population for food
consumption.

Analysis of recent researches and publications. A great deal of focus has been recently
placed on the study of the issues of the organization, operation and economic of small business.
These issues are reflected in the scientific works of the following famous scientists: Bilan Yu.V.,
Nitsenko V.S. & Samoilyk lu.V. [12], Herr H. & Nettekoven Z.M. [5], Lypchuk V.V. [13],
Lyshenko M., Ustik T. & Thermosa I. [10], Poliatykina L.I. [11], Yatsenko O.M., Yatsenko O.V.,
Nitsenko V.S., Butova D.V. & Reva O.V. [14] etc. In modern economic literature, the issues of the
marketing aspects of the functioning of small business has been studied by Awan A.G. & Hashmi S.
[8], Brown J.M. [9], Ciubotariu M.S. [7], Gati M.G. [15], Hallberg K. [3], Negrut M.L. &
Mihartescu A-A. [2], Ogundele 0., Akingbade W.,
Saka R., Elegunde A. & Aliu A A. [4], Walsh M. & Lipinski J. [1] etc. However, a plenty of the
theoretical and practical aspects of using the potential of small business have not been addressed
yet.

Unsolved aspects of the problem. The main direction of promising activities of small
business is the creation of conditions for the effective implementation of business activities of
economic entities, overcoming the difficulties and solving problems related to the lack of
knowledge and experience on doing business, providing the possibility to obtain loans and required
information, facilitating the new job creation, overcoming the disparities in the economic
development of regions, increasing the export capacities of small enterprises, growth of production
and its restructuring, facilitating an access of small business to the modern innovation technologies.
That is why this problem is relevant in the current conditions of economic development. In Ukraine,
small business as the independent socio-economic phenomenon goes forward under the adverse
conditions of the market economy development. It is dogged by massive problems. Small
businesses are established and provided with certain support, but a competitive entrepreneurial
business pattern in small business has not been created yet. However, despite the large number of
theoretical and scientific and practical developments, the problems of effective functioning of small
businesses and marketing aspects of their functioning remain insufficiently elaborated and
substantiated [1; 2]. In particular, the theoretical and methodological foundations of forming
mechanisms of effective marketing management of the activity and behavior of small format
enterprises, including meaningful filling of components of conceptual-categorical apparatus,
identification and substantiation of laws and principles of effective functioning of enterprises-
production, require scientific deepening. The above determines the relevance of the topic of the
work, the specification of the chosen direction of research, its purpose, objectives and subject-object
area [3].

Purpose. The article goal is to study the current state and to determine the prospects of the
development of small business in Ukraine; to analyze the deficiencies and to formulate the main
trends in the activities of small business enterprises. In the process of the research conducted we
shall examine the specifics of the creation, operation and development of small business, and go
into the details of understanding their basic problems and features.

Research results. The process of the formation and development of entrepreneurial
activities requires the creation of economy, which is consistently integrated into the system of
global economic relations. For this purpose, the first thing to do is to provide all citizens of the state
with the ample opportunities to be involved in entrepreneurial activities, especially in the form of
small-sized entrepreneurship as the basis of mixed economy. However, a great number of issues
regarding the development of entrepreneurship in Ukraine require further study.

Small business operates as a separate sector of the market economy. The problem of small
business has recently become more pressing in the state. Small business performs a number of
important economic and social tasks. In addition to tax deductions into the budgets of all levels, it
develops the real sector of economy, increases employment opportunities, promotes competition.
Therefore, the development of small business is the important task of the state. The aim of the study
is to analyze the situation with the organization of small business and the peculiarities of its doing.
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The debating points are the issues of the formation and operation of small business, and the
organization and management of the small business enterprises [6].

Small business supports any field of activities: production, commercial, insurance, etc.
Therefore, small business is considered to be the main sector of the economy, which ensures the
reliability, efficiency and flexibility of the domestic market of the country. It is important to
emphasize that the socio-economic development of each state depends primarily on the domestic
market. Thus, the society and economy have no opportunity not only for their development, but also
for existence without small business. The state of the small business development in Ukraine in
recent years indicates a steady trend in growth of this sector of the state economy. The features of
small business enable to assert that this sector is characterized by the independence of actions, the
opportunity for more flexible and prompt solutions, the adaption to the peculiarities of local
conditions, strong sympathies among the population, low operating costs, the chance of quick
material success, long-term benefits, the possibility to combine multiple professions, etc. All these
features make it possible for small business to hold pride of place in the national economy.

In recent times, the government has implemented several programs to support small
business, the main objectives of which are to ensure the development and assistance of small
business. But despite the fact that small business is so important, its development and capabilities
do not reach peak level in Ukraine. Accordingly, over the years the indicators of the small business
development have remained quite low in comparison with other economically developed countries.
According to many experts, the main directions of further development of small business in Ukraine
are: the formation of the appropriate legislative framework conducive to the development of small
business; the improvement of financial and credit support; the provision of material and technical,
and innovative conditions for the development of small business enterprises; the information and
staffing provision of business; the promotion of international business activities of small
enterprises. Today, the most urgent problems are the development of new and the improvement of
the existing regulatory legal documents on the definition of clear approaches to property and the
forms of its protection; the creation of more favorable tax, investment, innovation and pricing
regimes for small businesses; the harmonization of the mechanisms of government regulation and
control of business activities. The creation of new jobs, the development of fair competition, rapid
saturation of the market with goods and services, the introduction of innovations occurs in the
domestic market of the state due to small business [7]. The financial and credit support of small
business is of prime importance. The state policy concerning the financial provision should be
pursued towards the creation of the extensive network of financial institutions, insurance
companies, investment and insurance funds; the development of mutual crediting and insurance
companies; the development and implementation of the commercial bank incentive scheme that
would provide preferential loans to small businesses.

Where the market economy is leading, suggests that up to 75—80 % of the working
population is employed in the service sector, whereas only 20—25 % of the workforce is engaged
in the production of material goods. In other words, the branching of the service sector testifies to
the qualitative changes in the economy. According to some economic sources in Ukraine, more than
87.5 % of the workforce is employed in the sphere of material production, and only 12.5 % of the
workforce is engaged in the service sector. The analysis of foreign experience enables to provide
new insights into the prospects of the small business development in Ukraine. Thus, since the
1990s, the share of small business has been significant in the industrially developed countries. In
Japan and France, 99% of all enterprises have been referred to small business. The degree of the
small business development directly characterizes the degree of the development of the state
economy as a whole. The development of small business in the West is fast-paced as the
government pays a considerable attention to the small business enterprises, and facilitates their
development at the national level. In most countries, small business represents the middle class,
which is the basis for the sustainable economic development. The countries, developing by virtue of
small-sized businesses, have made a great economic progress (Taiwan, Singapore, Indonesia, etc.).
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If we keep track of the changes in the development rate of small enterprises in these countries, we
can draw a parallel regarding the development of the whole country [8].

World experience proves the importance of the existence of small businesses in economy.
The main goal of the activity of the majority of enterprises of small business is the growing of
various goods production. At the same time, small producers do not consider it necessary to apply
marketing tools in their activities, and therefore the organization of marketing in the activities of
such producers of small business is extremely critical. As a result, domestic market is in a state of
deep economic crisis. The overwhelming majority of small-sized enterprises demonstrate too low
end-points of their activities. To increase the efficiency of management of small businesses, we
recommend that marketing tools be actively used. Application of marketing strategies in the
enterprise requires appropriate organizational support for marketing [9].

The conducted studies confirmed that the marketing organization in the activity of the
enterprises of small business is low. Let’s try to distinguish the directions of ensuring an effective
marketing organization, which can be used by any enterprise, including a small enterprise (Fig.).

.

Ensuring the organization of marketing at an enterprise of small business
| |

— I I ]

Introduction to the
staffing of a post as
a marketer

Involvement of
external marketing
specialists

Increasing the level of Create a marketing
marketing competence of department
top managers of the
enterprise

Transfer of marketing
functions to other
departments or officials

Fig. The directions of the organization of sales in the enterprise of small business
Source: authors’ generalization [9].

Let’s begin with the substantiation of the main directions of marketing introduction in the
management system of enterprises of small business by increasing the level of corporate culture on
the basis of marketing and at the expense of creating a marketing department (Table 1).

Table 1
Benefits of product marketing by increasing the level of corporate culture on the basis
of marketing and creating a marketing department

Organization of marketing by increasing the
level of corporate culture on the basis of
marketing

Marketing organization by creating a marketing department

Insignificant expenses on marketing training of the

personnel: trainings, self-education, self-
development

Significant labor costs for the marketing department

The cost and time spent on marketing awareness are
insignificant and periodic in nature

Continuous spending time and money on the functioning of the
marketing department

Marketing awareness of managers helps to change
the orientations of all staff

The orientation of the marketing department to the needs of the
consumer may not affect the entire staff of the small business
enterprise

Application of marketing approaches in all
directions of activity of the enterprise of small
business

There is a need for approval of the marketing department with
other departments and resolutions of top managers who may not
be fully aware of marketing activities.

Incentive to initiative and creativity in the activities
of all managers

Growth of competition between departments for obtaining
resources

Source: authors’ own research.

Top managers, knowledgeable

in marketing activities,

will actively ensure the

implementation of the marketing concept in the activities of the small business enterprise. No
significant marketing efforts are required in this direction. An important role in this play is the
psychological training and reorientation of top managers, their desire to learn and improve
themselves. Creating a marketing department at an enterprise of small business solves several
problems, namely: 1. Effective marketing management. 2. Comprehensive marketing research. 3.
Valid pricing policy. 4. Formation of optimal assortment and choice of distribution channels. 5.
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Development of marketing plan for pushing in the light of research, etc. On this basis, we have
made a design calculation of the costs of creating a marketing department, which is summarized in
Table 2, from the financial characteristics of the enterprise, its specifics, production costs and prices
for products, goods and services in 2018. The costs of marketing activities are constructed from
articles: the maintenance of the department of marketing, marketing measures and sales. Effective
marketing is evaluated as the difference between the following indicators with unchanged
technological and other internal operating conditions of the enterprise (without investment) before
and after the introduction of marketing measures: 1. Make a profit of any kind; 2. Growth
(decrease) of profitability in the whole economy, on separate types of products; 3. It is estimated
that there is a significant increase in current inflation (with inflation rate) [10].

Table 2

A prestigious review of the quality of the participation in the organization
of the Marketing Department of the Center for the Development of Small Businesses

Ne Cost items Capacity Amount, $
1 Capacity Amount:
11 software 5000
1.2 laser printers 166.7
1.3 stationery equipment 133.3
2.
2.1 Fixed costs (per year): salary (2 employees) with reciprocation 800
2.2 telephone conversations, co-operation 83
Total 1683.3

Source: authors’ own research.

At the same time, changes in the technical level of the functional of the department of
mercerization will lead to a revision of the specification of technical outputs and changes in the
activity of entrepreneurship as an actuality of profitability, which is not linked to the activity of the
service of the media in the enterprise. In order to influence the Banking Department, we should
consider changes in profits from the economic activity of the business with increased revenue from
sales of goods in the form of intra-corporate trade or with the exception of changed production
conditions. The price tag from the introduction of the marketing department at the small business
enterprise is listed in Table 3.

Table 3
Rate of efficiency of the entry into the action of the department of marketing in the enterprise
of small business

Conductors Entrance to the department of marketing 2018 to 2016,
2016 2017 2018 +,-
Costs, $ 395.0 440.0 4450 50.0
including to the marketing department - 1.68 2.14 0.46
Expenditure per marketing department, % - 0,3 0,4 0,4
Wal-Mart products, $ 204.28 265.56 345.23 140.95
Current products, $ 529.04 559.2 587.2 58.16
Profit, $ 84.24 85.66 109.07 24.83
including profit from the activities of the marketin
departmgmp 9 - 11.99 13.85 13.85
Increase in profit from the marketing department, % - 3.39 4.25 +0.86
Profitability, % 24.3 21.0 24.6 0.3

Source: authors’ own research.

For some of the previous accounts, it should be noted that the review of the marketing
department is a positive factor in the development of business-friendly business. At the same time,
it should be noted that the company did not increase production volumes due to the fact that the
company did not increase production volumes, with a profit of 0—50% of its profits in the range of
0 to 50%, while in the year 2018 the profitability of marketing increased to 4.25% which proves the
positive effect of scale for the marketing department.
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Consequently, on the basis of the above calculations, we can assert that the creation own
marketing department for a small enterprise increases the likelihood of stabilization of economic
activity in the market conditions. But, at the same time, the marketing department in itself is not
able to solve the problem of the crisis state of the economy, if there is a lack of financial and
material resources for the restoration of the production process. Regardless of the production
branches, all the requirements of the approved Statement of Standard Accounting Practice shall be
complied with in small enterprises [11]. Today, a private entrepreneur, despite the large number of
regulatory acts that would regulate this type of activities, is on a bad streak. The establishment of
voluntary associations of private entrepreneurs protects small businesses in their competition with
monopolistic structures in both domestic and foreign markets of sales of the manufactured products
[12]. Summarizing the positive and negative sides of the development of small-sized enterprises, it
can be noted that the formation of this sector of the economy based on the quantitative estimates is a
promising direction for the sustainable development of the Ukrainian economy [13]. In our opinion,
further development of small business in Ukraine is advantageously carried out in the following
directions: formation of their own market of product sales; introduction of the innovative
technologies of product manufacturing; implementation of investment projects on acquisition of
machinery and equipment under leasing agreements; making part of investments in the development
of technological and production infrastructure; establishment of voluntary associations of private
entrepreneurs; increase in volumes of direct investments of small business at the expense of their
own funds and loans; provision of subsidies for the implementation of innovations in the
manufacture of environmentally friendly products and their processing on site. At the same time,
further effective development of domestic entrepreneurship based on the innovative model is
possible only under the condition of stabilization of the political and, as a result, economic situation
in the state [14; 15].

Conclusion. The effective tool of promoting the development of small-sized business is the
infrastructure of its support, thanks to which the specific organizational and economic environment
for promoting entrepreneurship and rapid adaptation of small businesses to market conditions is
formed. The main direction of promising activities of small business is the creation of conditions for
the effective implementation of business activities of economic entities, overcoming the difficulties
and solving problems related to the lack of knowledge and experience on doing business, providing
the possibility to obtain loans and required information, facilitating the new job creation,
overcoming the disparities in the economic development of regions, increasing the export capacities
of small enterprises, growth of production and its restructuring, facilitating an access of small
business to the modern innovation technologies.
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