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Cepnyxoe M. 10. ®opmyeaHrHa memoduyHo20 nidxody 00 BU3HAYEHHS
«HedoMopP208aHUX» 308HIWHIX PUHKig

Cmamma npucssyeHa anpobayii memoduyHo20 nidxody 00 BU3HAYEHHS
«HedoMop208aHUX» 308HIWHIX PUHKie. Kntoyosoko npobaemoto npu akmu-
si3ayii ekcnopmHoi disabHoCMi Ma nidsuweHHA i egekmugHoOCMi € MowyK
Hosux, binbw npueabaugux, puHKig 3 mpocmiwum Aocmynom i Kpauumu
ymosamu mopeieni. [1na supiweHHs 3a80aHHS 3 NOWYKY HOBUX PUHKI8 po3-
pobaeHo memoduyHuli nioxio, Akuli anpobo8aHO HA MPAKMUYHUX OQHUX.
Memoduka 8u3Ha4eHHs «HeAdomop20BaHUX» PUHKiG BKAtYaE 8 cebe npo-
X00xEeHHA 4 emanig, Ha AKUX 3 pi3HUMU Kpumepiamu 8idbysaembca gidbip
puHKie. Ha nepwomy emani 8idbysaemocs OUiHKG eKCOPMHUX MOM/IUBOC-
med, 30 MiOCyMKaMu AKOi BUSHAYAEMBCS, YU € 8iON0BIOHI MoXIUBOCMI 045
eKkcropmy npodykyii 06paHoi mosapHoi epynu ma AKoto 6yde i yacmka Ha
ceimogomy puHKy. [pyeuli eman ekato4ae 8 cebe oyiHKy momewuyiasy 30-
BHIWHbB0O20 PUHKY. Ha ybomy emani oOyiHKEMbCA MOMeHYian po3sumKy 30-
BHIWHIX PUHKi8, 30 MIOCYMKaMU Y020 8USHAYAEMbCA, YU € MEPCeKMUsU po3-
BUMKY PUHKY 30 06PaHOI0 MOBAPHOIO 2pyroto. Tpemili eman — BU3HAYEHHA
PUHKie, AKi marome eenukuli obcae imnopmy npodykyii ma numomoi saeu
8iMYU3HAHOI MPOOYKYi Ha HUX. Y MIOCYMKy 8U3HAYAOMbCA KPAiHU, AKi Cro-
HUBAIOMb Y 3HAYHUX 06CA2aX mosap, AKUl NAAHYEMbLCA eKcropmysamu.
Ha yemeepmomy emani npos8oduMbCA oyiHKa nepcrekmusHoCMi ekcropmy
Ha «HeAOMOP208aHI» PUHKU. 3a BUSHAYHUMU Kpumepiamu docmynHocmi
PUHKY M@ Kpawjux ymog mopeigsi 0buparomeca nepcrnekmugHi puHKu, Ha
AKi MOXCHa ekcropmysamu npodyKuyito. Ha KoxcHomy 3 emanie po3ensHymo
CMpyKMypHi 610KU MeMOOUKU BUSHAYEHHS «HEOOMOP20BAHO20» PUHKY; HA
MPAKMUYHUX OaHUX MPOAHANI308aHO puHKU Mpodykyii 1101 «bopowHo nwe-
HUYHe abo i3 Cymilui IWeHUYi Mma }uma (MecauHy)»; 8U3Ha4eHo nomeHyiliHi
PUHKU, HO AKUX 8IMYU3HAHI NIONPUEMCMBA MAMb MOXAUBICMb 36inbWU-
mu obcszu excrnopmy npooyKyii.
Kntouoei cnosa: «Hedomopa08aHi» puHKU, nomeruiliHi puHKku 36ymy, exc-
nopm, iMnopmo3samiujeHHs, mopeosenbHi 6ap’epu, MPOMeEKYiOHI3M, Mik-
HapodHa mopeiens.
Puc.: 8. Taba.: 5. bi6a.: 10.
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Cepnyxoe M. 10. ®opmuposaHue memoduyeckozo nodxoda
K onpedeneHuto «HeA0Mop208aHHbLIX» BHEWHUX PbIHKO8

Cmames noceaweHa anpobayuu memoouyeckoeo nooxoda K onpedeneHuro
«HeA0MOpP208aHHbIX» BHEWHUX PbIHKoB. Kntovesoli npobnemoll npu akmu-
8U3aYUU 3KCopmHol OesmensHOCMU U MOBbILIEHUA e€ hekmusHocmU
ABIAEMCA MOUCK HOBbIX, bostee MpussneKamenbHbiX, PbIHKO8 ¢ Mpocmoim 00-
CMyMom U Ay4wumU ycnosuamu mopeoenu. [ns peweHus 3a0a4u no noucky
HOBbIX PbIHKO8 Pazpaboman memoduyeckuli nodxod, Komopbili anpobuposaH
Ha npakmuveckux 0aHHblX. Memoduka onpedeneHus «HeAOMOP20BAHHbIX»
DPbIHKO8 BKAK0YaEM 8 cebs npoxoxOeHue 4 3maros, Ha KOMOPbIX MO PA3HLIM
Kpumepusm rpoucxodum ombop peiHKos. Ha nepeom smane oyeHusaomcs
3KCIOPMHbIE BO3MOMHOCMU, 10 UMO2aM Ye20 0npPedeastomca Hanuyue coom-
gemcmeyrowieli cneyuanu3ayuu o sKcropmy npooyKyuu ebibparHol moeap-
Holi 2pynnbl U yoenbHbIl 8ec omeyecmeeHH020 SKCOPMA HA MUPOBOM PbIHKe.
Bmopoli aman eksto4aem e cebs OUeHKy MOMeHYuana 8HewHe20 puiHKa. Ha
3MOM 3mare oyeHUBAemca MOMeHYUa Pa3sUMUs BHEWHUX PIHKO, 10 UMo-
2aM Yez0 onpedensemcs, ecmo /U Mepcrekmugsl PAa3sUMUS PbIHKA Mo OaHHOU
mosapHoli 2pynne. Tpemuli sman — onpedesieHue PLIHKOB, KOMopble umerom
Haubonbuiue 06vEMbI UMMOPMA NPOOYKYUU U yOesbHo20 8eca omeyecmaeH-
Holi MpodyKyuu Ha Hux. B umoze onpedenstomcs cmpaHbl, nompebasioujue 8
3HaYUMesbHbIX 06BEMax MoBap, KOMopbIL MAAHUPYEMCA SKCIOPMUPOSAMb.
Ha yemsepmom smane nposodUMca OUeHKa MepCrekmMuBHOCMU SKcropma
Ha «HeAoMop208aHHbIE» PbIHKU. 10 8bI6PAHHBIM Kpumepuam docmynHocmu
DbIHKG U Ay4wUx ycaosuli mopzoenu 8bI6UParomcs MepcrekmugHble PoiHKU,
Ha KOMopble MOXHO KCmopmuposams npodyKyuto. Ha Kaxdom u3 smarnos
paccmompeHsl cmpykmypHble 6710Ku MemoOuKu onpedenerus «Hedomopeo-
BUHHO20» PbIHKG; HA MPAKMUYECKUX OQHHbIX MPOAHAU3UPOBAHbI PbIHKU MPO-
Oykyuu 1101 «MyKa MWeHUYHAA unu U3 CMeCU MUEHUYb! U pxuy; onpedeseHsl
10MeHYUasnbHble PbIHKU, HO KOMOpbIe omeyecmaeHHble MpednpuAMuUA Mozym
ygenu4yums 06bEMbI IKCMOpmMa npooyKyuU.
Kntovesble cnosa: «HedomopaosaHHble» pbiHKU, MOMEHYUAsIbHbIE PbIHKU
c6bima, sKcnopm, UMMOpMOo3ameweHue, mopaossie 6apbepsl, MPOMeKyu-
OHU3M, MeOyHapOOHaA MopP206/A.
Puc.: 8. Taba.: 5. bu6n.: 10.
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odern foreign trade of Ukraine is character-

ized by the transformational restructuring,

which is based on the change in the vectors in
its foreign policy and deterioration in the trade relations
with the Russian Federation — Ukraine’s largest trading
partner in previous years — as well as the creation of pref-
erential trade conditions. The latter is connected with the
operation of the Agreement on the Deep and Compre-
hensive Free Trade Area (DCFTA), which is part of the
EU-Ukraine Association Agreement [1]. The transforma-
tion, in the face of increasing international competitive-
ness, requires searching for new markets and diversifying
export activities.

The aim of the study is to solve the scientific and
practical problem of justifying the model for searching
for new markets that have more attractive characteristics
than existing ones. To solve this problem and build the
mentioned model, it is necessary to determine the stages
of and criteria for the market research, as well as to justify
an appropriate algorithm.

Among the scientists engaged in the investigation
of this problem, a significant contribution was made by
T. D. Brandao, M. Pinat, who studied the nature of the
relationship among trade, economic growth and welfare
as well as the impact of the structure of trade relations
on economic growth [2]; E. D. Mansfield considered the
issue concerning institutional barriers through the prism
of concluding preferential trade agreements among in-
dividual countries, which, on the one hand, provides for
revitalization of trade among the countries participating
in the agreement, and, on the other hand, creates barriers
to trade with other countries [3]; V. Marano carried out
research of the impact of internal and external conflicts
on trade relations among countries [4]; Alan V. Dear-
dorff, Quy-Toan Do and A. A. Levchenko [5] studied the
issues associated with trade policy and identification of
sensitive sectors of the economy within the framework of
trade agreements.

The very concept of under-served market does not
have a clear definition and includes various aspects, in
particular:

+ an under-served market is a market which has
a potential volume of consumption of a product
corresponding to our specialization and simpler
terms of trade compared to existing ones, which
makes foreign trade more attractive in terms of
range of product and geographical diversification;

+ an under-served market is the market situation
in the national market of a country, which dem-
onstrates certain characteristics of the market
and our potential exports or imports of goods in
trade with this country.

It should also be noted that an under-served mar-
ket can be both a foreign market and the domestic mar-
ket since, as shown by the analysis of intra-industry trade
for certain commodity items, we also have under-served
markets within the country.
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As can be seen, the interpretation of the concept of
under-served market is quite broad, but criteria for iden-
tifying an under-served market are practically absent.

The methodological approach proposed by the au-
thor considers the scheme for searching for under-served
product markets using the example of a particular prod-
uct manufactured and exported by domestic companies.
The approach can be applied to any product for which
one needs to find under-served markets.

The methodology comprises 4 stages through
which we will be able to identify under-served markets
and possibilities for exporting goods to them.

Totest the methodology, the commodityitem 1101 -
Wheat or meslin flour (the code of the Ukrainian Clas-
sification of Goods of Foreign Economic Activity (UC-
GEA) - is chosen.

The Ukrainian economy demonstrates a steady
trend of exporting low value added products; therefore,
it is advisable to intensify activities related to export of
final products.

omestic companies are actively exporting the

commodity item 1004 — Grains, in terms of ex-

ports of which Ukraine is among the five world
leaders. However, this product is only the raw material
for manufacturing the product 1101 — Wheat or meslin
flour, which in turn is the raw material for manufacturing
such final products as bread and other bakery products.
Taking into consideration that grain export is essentially a
raw material export, and further processing of this prod-
uct into flour creates value added and new jobs, changing
priorities in export activities is economically feasible.

STAGE 1 “Assessment of export possibilities”
(Fig. 1). To assess the exportablility of the product 1101,
we analyze the specialization of Ukraine and possibilities
for exporting this product to foreign markets.

As a result, we will determine the exportability of
the product and the country’s current potential for ex-
porting this product to a foreign market. To assess export
possibilities, we use the following assessment tools and
selection criteria (Thl. 1).

Thus, based on the developed scheme, to identify
under-served markets for the product 1101 — Wheat or
meslin flour, it is advisable to assess export possibilities.

Flour production is a common activity through-
out Ukraine, in which more than 1000 manufacturers of
these products of various sizes are engaged. Fig. 2 shows
the overall trends in the production of flour for 2011-
2017 and the volume of its exports.

As can be seen from Fig. 2, flour manufacturing has
a steady trend to reduce by almost 2 times. Thus, we have
the corresponding specialization that needs to be further
developed. The next step is analyzing trends in imports of
the product to Ukraine and calculating the coefficient of
import substitution (7Dl 2).
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manufacturing of the
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country’s specialization

product in Ukraine

Calculation of the

s
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substitution
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Import substitution
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Export orientation

Determination
of the feasibility <
of export

Estimation of export volumes
in the international market:
- market leader — from 20% or more;
« major exporter — from 10-20%;
« medium exporter — 5-10%;
- small exporter - from 1-5%;
« niche exporter—up to 1%

Fig. 1. Scheme of Stage 1“Assessment of export possibilities”

Source: developed by the author.

Table 1

Indicators used at Stage 1“Assessment of export possibilities”

Indicator

General characteristics

Analyzing trends in the manufacturing of the product in order to determine

Trends in and volume of the manufac-
turing of the product in Ukraine

whether exporting this product corresponds to Ukraine’s specialization.
Result: the decision is made on whether the product corresponds to the country’s spe-
cialization

Trends in imports of the product
to Ukraine (Coefficient of import substi-
tution)

Determining whether the country is export-oriented in manufacturing this product.
Result: it is determined whether the country is export- oriented or not; if not, import
substitution should be applied

Share of Ukrainian exports in the world
volume

Identifying the position of the country in the international market for this product.
To do this, it is necessary to calculate the share of Ukrainian exports of the speci-
fied product on the world market.

Result: the market position is identified (market leader — from 20% or more; major ex-
porter — from 10-20%; medium exporter - 5-10%; small exporter — from 1-5 %; niche
exporter—upto 1%)

Trends in the manufacturing and export
of the product on the international
market

Analyzing activity in importing the product and the overall trends in the develop-
ment of the market.
Result: prospects for the development of the market and its growth rate are determined

At the same time, the earnings from exporting this
product, after a reduction in 2016, tend to increase. Thus,
we see that the potential of Ukraine in the manufactur-
ing of flour is quite high and the country has possibilities
necessary to increase its manufacturing and exports.

he data for the period 2011-2017 demonstrate

that exports significantly exceed imports, which

allows to make a conclusion that it is advisable to

export this product, i. e., as concerns flour, Ukraine is an
export-oriented country.

To identify under-served markets, it is necessary to

analyze the share of Ukrainian exports in the internation-

al market. For this purpose, we will consider trends in the

36

world exports and the share of the Ukrainian exports in
it. Based on the analysis, we can conclude that the volume
of Ukrainian exports of the product 1101 to the interna-
tional market is small. Therefore, according to the devel-
oped classification (market leader — from 20% or more;
major exporter — from 10-20%; medium exporter —
5-10%; small exporter — from 1-5%; niche exporter — up
to 1%), Ukraine is a niche exporter. This means that the
country, with its small export volume of this product in
individual segments of the market, is not an influential
player in this market. The situation is different with the
grain market, where Ukraine is in the top 5 countries of
exporters of this product, which is a raw material for the
manufacturing of flour.
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Fig. 2. Overall trends in the manufacturing of flour and exporting of this product by Ukraine

Source: developed by the author based on [8].

Table 2
Results of calculating the coefficient of import substitution for the commodity item Wheat or meslin flour
Year
Indicator

2011 2012 2013 2014 2015 2016 2017
Export from Ukraine, USD bin 0.04 0.05 0.07 0.07 0.07 0.05 0.10
Import to Ukraine, USD bln 0.03 0.02 0.02 0.02 0.01 0.01 0.01
Export-import coverage ratio 1.56 2.21 3.20 442 10.35 8.27 7.57

Source: developed by the author.

This indicates the need to intensify export activi-
ties and to further research under-served markets for
the product. In general, based on the results obtained at
Stage 1, it can be concluded that Ukraine has a sufficient
export potential in the manufacturing of the product
1101 — Wheat or meslin flour — and should increase ex-
ports to the international market.

STAGE 2. “Evaluation of the potential of the for-
eign market”. At Stage 2, it is advisable to evaluate the
potential of the foreign market, which will allow to deter-
mine its size and trends in it (7bL. 3).

After assessing the potential of foreign markets, it
will be possible to determine trends in their development
and establish priority markets for exporting the product
for individual countries.

The general scheme of Stage 2 aimed at evaluating
the potential of the foreign market is shown in Fig. 3.

Based on the developed scheme for evaluating the
export potential of a foreign market, we will have the an-
swers to our questions regarding the largest markets for
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the product and the current trends in the development
of import of the product 1101 — Wheat or meslin flour.

s can be seen from the analysis, the international

market demonstrates a steady downward trend,

which is a negative feature, however, Ukraine’s
share in the international market is scanty, which indi-
cates the need to intensify export activities and increase
the volume of exports to foreign markets.

To identify priority markets, it is advisable to ana-
lyze the countries that are the largest importers of the
product 1101 — Wheat or meslin flour - in the world.

Analyzing the trends in imports of the product
by countries that are the largest importers, it should be
noted that a downward trend is observed only in some of
them, including Brazil, Angola, Ireland, Uzbekistan.

However, the markets of Iraq, Afghanistan and the
USA demonstrate a significant growth.

The next group of countries importing this product
is the group of the largest consumers of the product.
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Table 3

Indicators used at Stage 2 “Evaluation of the potential of the foreign market”

Indicator

General characteristics

Trends in imports of the product
on the international market

Analyzing the trends in the import of the product and overall trends in the
development of the market.

Result: prospects for the development of the market and its growth rate are deter-
mined

Analysis of the structure of exports
of the product on the international market

Assessing and analyzing the geographical structure of foreign trade of countries
in the chosen product.
Result: countries to which the product under study is exported are identified

Analyzing countries that have the largest volume of import of the product and

Analysis of countries that are the largest
importers of the product in the world

accordingly are the largest consumers in the world.
Result: countries with the largest market potential are identified

Evaluating
the potential
of foreign markets

Analyzing the trends in
importing the product

on the international
market

Identifying

A

the largest importers

y

Determining
countries to which
Ukraine exports
the product

’/ Increasing <
Stable <
Decreasing <

Fig. 3. Scheme of Stage 2 “Evaluation of the potential of the foreign market”

Source: developed by the author.

Another group is the group of countries with an aver-
age for the international market volumes of consumption
of the product 1101 — Wheat or meslin flour. The overall
trend in this group shows a certain growth. An active in-
crease in the volume of imports of the product 1101 -
Wheat or meslin flour is observed in Sudan and China.

All these countries are potential consumers of the
product 1101 — Wheat or meslin flour, that is why it is
reasonable for domestic manufacturers to enter their
markets.

o determine the potential of foreign markets, it is

advisable to evaluate those ones to which Ukrai-

nian manufacturers export their product 1101 —
Wheat or muslin flour.

Analyzing the geographical structure of exports of
the product 1101 — Wheat or meslin flour, the following
should be noted (Thl. 4):

+ wide geographical diversification (Ukraine ex-
ports the product to more than 30 countries);

+ volume of exports to some countries show un-
stable development trends;

38

+ export to certain countries is of situational (per-
manent) nature;

+ there are no countries that are the main consum-
ers of Ukrainian flour.

et us analyze countries to which Ukraine exports

the studied product in terms of export volume.

To carry out a detailed analysis aimed at identify-
ing countries that are under-served markets, we need to
cluster Ukraine’s export volume and analyze the potential
of the markets.

The largest group in terms of Ukraine’s export vol-
ume of the product 1101 — Wheat or meslin flour — is
shown in Fig. 4.

The analysis of the trends presented in Fig. 4 shows
that:

+ in 2017 China became the largest export mar-
ket for Ukrainian manufacturers, while in 2016
the volume of their exports to China was small.
However, China is an active buyer of Ukrainian
flour, which indicates that Ukraine should inten-
sify its activity in the Chinese market;
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Table 4

Geographical structure of the Ukrainian exports of the product 1101 on the international market (countries with the
largest export volume), USD min

Country Year

2011 2012 2013 2014 2015 2016 2017
China 0 0.278 9.14 20 16.9 0.152 232
Angola 0.0427 0.0798 0287 0.013 1.54 0 104
Moldova 16.4 16.2 13.9 9.87 7.81 5.92 8
Israel 2.14 2.79 7.25 9.87 7.31 2.35 6.9
Palestine 1.27 244 3.88 4.29 3.95 21.9 6.8
United Arab Emirates 0.0812 0.0359 0.0776 0.0543 0.272 1.27 6.77
Somalia 0 0 0 0.037 0 0 5.36
Panama 0 0 0 0.711 2.26 0 3.99
Libya 0 294 0 0 0.147 0 34
Indonesia 11.8 124 1.83 36 44 7.26 331
United Kingdom 0.101 0 0 0 0.101 0.0672 2.32
Marshall Islands 0 0 0.00276 237 0 0 1.93
Singapore 0.0583 0.0568 0.0615 0 0 0.0191 1.64
North Korea 0 0.0322 3.28 7.64 10.1 0 1.58
Hong Kong 0 0 0.555 0.686 0.587 0 15
Lebanon 0 0.259 2.67 0 0 0.993 1.45
Georgia 1.61 0.985 5.61 1.58 0.819 1.28 1.11
Belarus 0 0 0 1.4 0.332 0.301 0.871
South Korea 0 0 0 0.143 3.12 0.0294 0.535
Philippines 0.117 0.187 0.386 1.35 22 1.04 0.238
Azerbaijan 0.407 6,6 4.58 0.0204 0.286 0.0269 0,0265
Oman 0 0 0 0 0 2 0
Egypt 0.0754 0.0183 0 0 0.106 0.993 0
Syria 0.0142 0 6.1 3.01 2.69 0 0
Zambia 0 0 0 0 1.07 0 0
Thailand 0.357 1.02 1.67 1.09 0 0 0
Turkmenistan 0.55 1.1 1.68 0.864 0 0 0
Sierra Leone 0.487 0.0359 0.724 0.742 0.535 0.751 0

Source: developed by the author based on [7].

+ the reduction in exports to the Moldovan market
requires additional analysis and identification of
reasons for the reduction in order to increase the

ased on the results of the analysis, we can identify
countries for which a detailed review of the rea-
sons for the slowdown in exports and the devel-

amount of exports to this market in subsequent
periods;

the trends in Ukraine’s exports to Palestine are
also unstable, which indicates the potential for
trade with this country;

Ukraine is losing the South Korean market to
which it previously exported significantly larger
volumes of the product;

Ukrainian exports to the Indonesian market,
which previously consumed the product in large
volumes, is gradually declining.
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opment of a program to boost exports should be carried
out. On the whole, the results obtained suggest that these
countries are under-served markets.
Thus, the analysis of the geographic structure of
export activities of Ukraine has revealed the following:
+ Ukraine has small, compared with its potential
opportunities, volume of exports of the product
1101 on the world market, while it has an ap-
propriate raw material base (in terms of wheat
exports it is in the top 5 of the largest exporting
countries of the world);

w
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i Palestine 1,27 2,44 3,88 4,29 3,95 21,9 6,8
M Israel 2,14 2,79 7,25 9,87 7,31 2,35 6,9
B Moldova 16,4 16,2 13,9 9,87 7,81 592 8

= China 0,278 9,14 20 16,9 0,152 23,2

Fig. 4. Group of countries to which Ukraine exports the largest volume of the product 1101 - Wheat or meslin flour

Source: developed by the author based on [7].

+ Ukraine’s exports are diversified, i. e., it exports
the product to more than 30 countries of the
world;

+ the total consumption of the product 1101 in the
international market tends to decrease;

+ Ukraine’s exports of the product 1101 to the mar-
kets of consuming countries has a tendency to
change, is declining or growing, which indicates
unstable market positions of the country;

+ there are a large number of markets in which
Ukraine is represented occasionally, ie., it ex-
ported only once or stopped exporting, which are
also Ukraine’s under-served markets and require
further work to intensify our export activities.

STEP 3. “Identification of markets with a large
volume of imports of the product and determination
of the share of the Ukrainian product on them”.

At Stage 3, we will compare the volume of imports
of the product by the largest consumers in the world and
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the geographical structure of exports of Ukrainian com-
panies. As a result, we will obtain the share of the domes-
tic product in foreign markets.

We will group these markets and identify under-
served ones - i. e., those markets where we can significant-
ly increase exports of the product and its market share.

The general scheme of Stage 3 aimed at determin-
ing the share of the Ukrainian product in foreign markets
is shown in Fig. 5.

share of the Ukrainian product 1101 in foreign mar-

kets, we will compare the exports of the domestic

product to the largest importing countries in the world

with the total exports of the product on their markets. The
results of the comparison are presented in ThL. 5.

Analyzing the results of the comparison, it should

be noted that Ukraine exports the product to 13 coun-

tries from among the 32 largest countries importing it.

Based on the developed scheme for determining the
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Identifying countries that
are the largest importers
of the product

Determining the share
of exports of the Ukrainian
product on foreign markets

Comparing the markets to which Ukraine exports the product and the
largest markets among the countries consuming the product

Fig. 5. Scheme of Stage 3 “Determination of the share of the Ukrainian product in foreign markets”

Source: developed by the author.

A

Identifying markets of countries with the
highest potential consumption
of the product

Table 5

Share of exports of Ukrainian companies on the markets of countries importing the product 1101, USD min

Year
Country
2011 2012 2013 2014 2015 2016 2017
1 2 3 4 5 6 7 8

Volume of the imported product on the market 2130 2100 250.0 211.0 2290 159.0 169.0
of Angola
Volume of exports of the product from Ukraine 0.0 0.1 0.3 0.0 1.5 0.0 104
Market share, % 0.0 0.0 0.1 0.0 0.7 0.0 6.2
Volume of the imported product on the market 1220 | 1160 | 1300 | 1520 | 1730 | 1720 | 1840
of the USA
Volume of exports of the product from Ukraine 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Market share, % 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Volume of the imported product on the market 1140 | 1200 | 1230 | 1230 | 1180 | 1090 | 107.0
of Hong Kong
Volume of exports of the product from Ukraine 0.0 0.0 0.6 0.7 0.6 0.0 15
Market share, % 0.0 0.0 0.5 0.6 0.5 0.0 1.4
Volume ofjche imported product on the market 281.0 173.0 756 70.4 208 398 166
of Indonesia
Volume of exports of the product from Ukraine 11.8 124 1.8 3.6 44 73 33
Market share, % 4,2 7.2 24 5.1 14.8 18.2 19.9
Volum_e of the imported product on the market 103.0 106.0 897 753 645 56.6 445
of Thailand
Volume of exports of the product from Ukraine 0.4 1.0 1.7 1.1 0.0 0.0 0.0
Market share, % 0.3 1.0 1.9 1.4 0.0 0.0 0.0
Vqurpg ofthe imported product on the market 546 870 848 959 924 574 49.1
of Philippines
Volume of exports of the product from Ukraine 0.1 0.2 04 1.4 22 1.0 0.2
Market share, % 0.2 0.2 0.5 1.4 24 1.8 0.5
Volume of the imported product on the market 33 192 113.0 119.0 990 108.0 804
of Syria
Volume of exports of the product from Ukraine 0.0 0.0 6.1 3.0 2.7 0.0 0.0
Market share, % 0.4 0.0 5.4 25 2.7 0.0 0.0
Volqme of the imported product on the market 508 508 646 583 517 478 502
of Singapore
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End of the Table 4

1 2 3 4 5 6 7 8
Volume of exports of the product from Ukraine 0.1 0.1 0.1 0.0 0.0 0.0 1.6
Market share, % 0.1 0.1 0.1 0.0 0.0 0.0 33
Volume of the |mp9rted product on the market 1270 334 444 %66 427 836 39.1
of United Arab Emirates
Volume of exports of the product from Ukraine
United Arab Emirates 0.1 0.0 0.1 0.1 0.3 13 6.8
Market share, % 0.1 0.1 0.2 0.2 0.6 29 17.3
Volume of the imported product on the market 0.0 709 705 448 187 59 366
of North Korea
Volume of exports of the product from Ukraine 0.0 0.0 33 7.6 10.1 0.0 1.6
Market share, % 0.0 0.0 4.1 17.1 54.0 0.0 43
Volume c?fthe imported product on the market 533 415 209.0 107.0 979 874 836
of Somalia
Volume of exports of the product from Ukraine 0.0 0.0 0.0 0.0 0.0 0.0 54
Market share, % 0.0 0.0 0.0 0.0 0.0 0.0 6.4
Volume of the imported product on the market 78 88 196 427 4022 398 814
of China
Volume of exports of the product from Ukraine 0.0 03 9.1 20.0 16.9 0.2 232
Market share, % 0.0 3.2 46.6 46.8 42.0 0.4 28.5
Volume ofthe |mported product on the market 393 354 545 586 481 463 461
of the United Kingdom
Volume of exports of the product from Ukraine 0.1 0.0 0.0 0.0 0.1 0.1 23
Market share, % 0.3 0.0 0.0 0.0 0.2 0.1 5.0
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Moreover, with the exception of China and North Ko-
rea, Ukrainian exporters have small shares in the largest
markets in the world. This situation points to the need to
mainstream the issue of increasing the efficiency of ex-
port activities in these markets.

he top 5 countries of flour importers include:

Iraq, Afghanistan, the Netherlands, Uzbekistan

and Ireland. However, Ukrainian companies are
not represented in the markets of these countries. Fig. 6
illustrates the behavior of the volumes of the imported
product with the code 1101 for 2011-2017.

Having analyzed the data, we can note that the
group of the top 5 importers of the product 1101 dem-
onstrates an increase in the imports of the product due
to Iran and Afghanistan — which are the largest countries
importing flour. Given that these countries are the largest
markets for the product 1101, Ukrainian companies need
to search for ways to enter these markets.

Another group of the largest importers of the prod-
uct includes countries where Ukrainian manufactures
are not represented (Fig. 7).

The volume of imports in the group of countries
that are the largest importers of flour, but where the prod-
uct of Ukrainian manufactures is not represented, shows
signs of a downward trend, in particular due to a decrease
in imports in Brazil, Bolivia, Malaysia and Guinea. At the

same time, flour imports are growing in France, Bolivia,
Sudan, Saudi Arabia and Canada.

Taking into account the volume of imports of the
product to the markets of these countries, we can con-
clude they have significant potential and are under-
served for Ukrainian companies.

Thus, based on the comparison of the geographi-
cal structure of exports of flour and the largest importers
of the product in the world market, it is found that the
product of domestic manufacturers is not represented
in countries with large consumption volumes, which re-
quires the intensification of export activities and search
for ways to enter these markets.

STAGE 4. “Assessment of prospects for export-
ing to under-served markets”.

After identifying the largest import markets for the
product 1101and the share of Ukrainian manufactures of
the product in these markets, it is reasonable to analyze
factors that significantly affect exports to these countries
and select the most promising under-served markets.

The general scheme of Stage 4 aimed at evaluat-
ing prospects for exporting to under-served markets is
shown in Fig. 8.

As a result of the previous stage, we compiled a
large list of countries importing flour (product 1101), in
the markets of which domestic manufacturers can in-
crease their presence. To optimize the identification of
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m Iraq
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Fig. 6. Trends in the markets of the top 5 countries importing the product 1101, in which domestic manufacturers
are not represented

Source: developed by the author based on [7].

promising under-served markets, it is advisable to select
the most promising ones using a number of criteria.

The criteria for assessing the priority of under-
served markets considered in [9], include the following
ones:

+ market value (volumes of imported products and
the total market value);

+ trends in the market development (growth, stag-
nation, decline);

+ marginality (export profitability, export perfor-
mance);

+ trade barriers (technical, phytosanitary, logistic
barriers; quotas, tariff and customs regulations,
etc.) [6];

+ competitive situation in the market (ease of entry
and internal competitive situation in the market).

This will make it possible to collect the necessary
data on each product from the group 1101 and each of
under-served markets individually to make a compari-
son of the markets among themselves and determine the
under-served market of the highest priority.

Thus, we can sum it up that the under-served mar-
ket is a comprehensive characteristic of the market en-
vironment with a specific product group described by
a set of criteria for assessing potential for exporting the
product and expected results of its sale. Comparing the
results of calculation of the specified criteria and building
the comparative model will make it possible to identify
under-served markets and intensify export activities of
Ukraine in accordance with its export strategy [10]. H
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Konsda T. A., KysemeHKo H. B. YnpaeneHue KopnopamueHbIMU npasamu

20cy0apcmea: oyeHKa ghgheKmusHOCMU U HANPaAB/eHUs PedhopmuposaHus
Llenb cmamou 3akato4aemcs 8 onpedeneHuu CywHoCmu KoprnopamugHozo
YpasneHus, oCywecmeneHuu OueHKU 3GghekmugHoCmuU ynpasneHus Kop-
M0PaMUBHLIMU MPABAMU 20Cy0apcmea, Packpsimuu (akmopos eausHUA
U 060CHOBAHUL OCHOBHbIX HAMpPaBAeHul peghopmuposaHus 8 amoli coepe
8 YkpauHe. [JoKa3aHo, Ymo paccmampusame 3ggekmusHocme ynpas-
/IeHUs KOPMopamugHLIMU Npasamu 20cyoapcmea yesnecoobpasHo yepes
npu3smy nonyyeHHbIX mocmynaeHuli 8 Brodxem u/unu npedocmasneHHsIX
obuwiecmaenHbix baae u ycaye. Mpednpusmus ¢ eocydapcmeerHol doneli
cobcmeeHHOCMU 8 YCMaBHOM Kanumase naamam Hanoeu 8 6rdxem no
obuwell cucmeme Hano2006n03eHuA, Kak u npednpuamus opy2ol dopmel
cobcmeeHHocmu. [pu amom donoaHUMenbHO nepevucasiom 6 brodxem
yacme yucmoli npubbinu u dusudeHA08 6 8UOe HeHA0208biX naamexcell. Ha
0CHO8e UccedosaHuA OUHAMUKU yOenbHo20 eeca nocmynaeHuli 8 focydap-
cmeeHHbili 6r00HEem YKpauHsl om ynpasaeHus KoprnopamugHeiMu npasamu
2ocydapcmea 3a 2014-2018 22. bbino 0oKa3aHo, Ymo cywecmayem mpeHo
803pPACMAHUA (PUCKANBHO20 MomeHyuana 2ocyoapcmeeHHol cobcmeeH-
Hocmu. 3mo onocpedosarHo caudemenscmayem 06 dgpekmusHocmu
ynpasneHus Umywecmeom, komopoe Aensemca 0bbekmom npasa 2ocydap-
cmea. OnpedeneHbl OCHOBHbIE (aKMopsl, 8auAWUe Ha 0bbem nocmynae-
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Koliada T. A., Kuzmenko N. V. Management of Corporate Rights
of the State: Evaluation of Efficiency and Directions of Reforming

The article is aimed at defining the essence of corporate management,
evaluating the efficiency of corporate management, disclosing the factors
of influence and substantiating the main directions of reforms in this sphere
in Ukraine. It is proved that an appropriate consideration of the efficiency
of management of corporate rights of the State be made through the prism
of revenues received to the budget and/or the public goods together with
services provided. Enterprises with a State-shared ownership in the statu-
tory capital pay taxes to the budget under the general tax system, same as
enterprises with other forms of ownership. At the same time, part of the
net profit and dividends in the form of non-tax payments are additionally
transferred to the budget. Based on the study of dynamics of the share of
revenues to the State Budget of Ukraine from the management of corpo-
rate rights of the State for 2014-2018, it is proved that there is a trend of in-
creasing the fiscal potential of public property. This indirectly demonstrates
the efficiency of property management, which is the object of the rights
of the State. The main factors influencing the amount of revenue received
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