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H.II. Kpm:xkaHoBcbKa, acmipaHTKa MEpIIOr0 POKYy JeHHOI (OopMHU HaBuUaHHs, Kadenpu
¢inaHciB OaHKIBCBKOI CIIpaBH Ta CTpaxyBaHHS (PaKyIbTETy €KOHOMIKH Ta MiANPHEMHHIITBA
BiHHUIIBKOTO HAIlIOHAIBHOTO arpapHOro YHIBEPCUTETY.
I'OJIOBHI CKJIAJOBI YACTUHU BAPTICHO-OPIEHTOBAHOI'O YIIPABJIIHHSA TA IX
OCOBJIMBOCTI Y CUIbCBKOT'OCHHOAAPCBKUX HIAINIPUEMCTBAX

B nmamiii ctati po3risimaroThes (Ginocodis Ta METOMOJNOTis BapTiCHO-OPIEHTOBAHOTO
yIpaBJiHHA Ta HWOro 3acCTOCyBaHHS Ha CYYaCHUX HIJNpUEMCTBaX. Y I CTaTTI JOCIIIKEHI
TiepeBaru BapTICHO-OPIEHTOBAHOTO YIPABIiHHS, MPOIEC BapTICHO-OPIEHTOBAHOTO YIPaBIIHHS,
HOro OCHOBHI CKJIQJIOBI YaCTMHM Ta iX XapaKTePUCTHKU. Y 3arajibHUX pHCax OKPECIICHO
BUpIIATBHY pOJIb arapHUX MINPUEMCTB B yKpaiHChKiM ekoHoMmimi. [IpoananizoBaHO
OCOOJIMBOCTI arpapHHUX MiJNPUEMCTB Ta iX cy4dacHMd craH. OcoOnuBa yBara CIpsMOBaHa Ha
OCOOJTMBOCTI  BapTICHO-OPIEHTOBAHOTO YMpaBITIHHA B arpapHUX MANpUEMCTBax. byio
3aIpOIIOHOBAHO BIPOBAHKEHHS METOY «CLIbCHKOTOCTIONAPCHKOI» I0JJAHOI BAPTOCT] Y arpapHUx
mianpueMcTBax. byB onucanmii mporiec 1o1aBaHHs BApTOCTI Y CUTbChKOMY TocriofapcTBi. Hamani
pEeKOMeH 1allii 010 MPHHIMIIIB BIPOBA/KEHHSI KOHIIEMIIIi BapTICHO-OPIEHTOBAHOTO YIPABIIiHHSI
y  CYYaCHHX  CUIbCHKOTOCMONAPCHKUX  TIAMPUEMCTBAX 3  METOK  TIIJIBUIIICHHSA
KOHKYPEHTOCTIPOMOYKHOCTI 1 CTIHKOCTI IIMX MiANPUEMCTB. POOUTHCS 3aranbHUii BUCHOBOK LI0I0
HEOOX1THOCTI, 0COOIMBOCTEH, TIPUHITUIIIB BIPOBAHKEHHS BapTICHO-OPIEHTOBAHOTO MIAXOMY 0
YIIPaBIIiHHA CY9aCHUMHU CLIbCHKOTOCTIOAPCHKUMH MiIPUEMCTBAMH.

KurouoBi cjoBa: BapTiCHO-OPIEHTOBAHE YMPaBIiHHS, CLIBCHKOTOCTIONAPCHKE
MiIPUEMCTBO, T0JIaHA BapTiCTh, JIAHIIOKOK BAPTOCTI, MPOIIEC YIPABIiHHS.
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H.II. KpbrkaHoBckast

OCHOBHBIE COCTABJIAIOIMUE HEHHOCTHO-OPUEHTUPOBAHHOI'O

YIPABJEHUS 1 X OCOBEHHOCTH B CEJIbCKOXO03SMCTBEHHOM

NPEAITIPUATHUN

B nmaHHOIi cTaTthe paccMaTpuBalOTCA (GHIOCOPUS W METOAOJOTHS IIEHHOCTHO-
OpPUEHTUPOBAHHOTO YIIPABJIICHUS U €r0 IPUMEHEHUE Ha COBPEMEHHBIX MPEANPUATHIX. B 3101
CTaTb€ MCCIEA0BaHbl NMPEUMYIIECTBA LEHHOCTHO-OPUEHTUPOBAHHOTO YIIPABJIECHUSI, MPOLIECC
LIEHHOCTHO-OPUEHTUPOBAHHOIO  YIPABJIEHUS, €ro OCHOBHBIE KOMIIOHEHTBl M  HX
XapaKTepUCTHKU. B 001mux yeprax 0003Hau€HbI PELIAIOLIYIO POJIb arpapHbIX MPEANPUATHI B
YKpanHCKOW 3koHOMUKe. I[IpoaHanu3upoBaHbl 0COOEHHOCTH arpapHbIX MNPEANPHUITHN U UX
coBpeMeHHoe cocTosiHue. Ocoboe BHHMaHUE HAIpPaBIEHO Ha OCOOEHHOCTH IIEHHOCTHO-
OPUEHTUPOBAHHOTO YIIPABJICHUS B arpapHbIX NPEANPUATHAX. BBUIO NMPEaIoKeHO BHEAPEHUE
METOJIa «CeNIbCKOXO035HCTBEHHOW» 100aBJICHHON CTOMMOCTH B arpapHbIX NpeAnpHUsITUIX. bbut
ONHCaH Iporecc A00aBIEHHUsS CTOMMOCTH B CEIbCKOM XO3sicTBe. JlaHBI pexkoMeHJanuu
OTHOCUTEJILHO  IPUHLMIIOB  BHEAPEHMS  KOHUENIMM  LEHHOCTHO-OPUEHTHPOBAHHOIO
YIPAaBIEHUS B COBPEMEHHBIX CEIBCKOXO3IMCTBEHHBIX MPEANPHUATHAX C LEJIBIO IOBBIIICHUS
KOHKYPEHTOCTIOCOOHOCTH M yCTOMUMBOCTH 3TUX mNpennpusatuil. [lemaercs oOuiuii BHIBOJ O
HEOO0XOAUMOCTH, OCOOEHHOCTSX, MPUHIMIIAX BHEAPEHHUS CTOMMOCTHBIC-OPUEHTHPOBAHHOTO
[I0/IX0J1a B YIIPaBJICHUE COBPEMEHHBIMH CEJIbCKOX03MCTBEHHBIMU MPEATNPUATUAMU.

KiroueBbie CJI0BA: LIEHHOCTHO-OPUEHTUPOBAHHOE yIIPaBJICHUE,
CENIbCKOXO3SMICTBEHHOE TMpEeAnpuaTue, JJ00aBIeHHAas CTOMMOCTb, LENOYKa IIHHOCTEH,
IIPOLIECC YIIPABJICHHUS.

N.P. Krizhanovska
THE MAIN ELEMENTS OF VALUE-BASED MANAGEMENT AND ITSFEATURESIN
AGRICULTURAL ENTERPRISES
The present article deals with a philosophy and methodology of vaue-based
management and its application in the modern enterprises. The benefits of value-based
management, process of value-based management and its main components with their
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characteristics were examined in this study. The crucial role of agrarian enterprise in the
Ukrainian economy was outlined. The features of agricultural enterprises their current state
were analyzed. Specia attention was paid to individual characteristics value-based
management in agriculture enterprises. The application agriculture value-added method to
agriculture enterprises was proposed. The value added in agriculture was described.
Recommendations on the disciplines of application of the concept of value-based
management in the modern agriculture enterprises in order to enhance the competitiveness
and sustainability of these enterprises have been given. A genera conclusion was made
concerning necessity, features and disciplines of application value-based approach to
management of modern agriculture enterprises.
Key words: value-based management, agricultural enterprises, value added, value

chain, management rocess.

Statement of the problem. The agricultural sector plays a major role in the Ukrainian
economy. According to the Ministry of Agrarian Policy and Food of Ukraine, agriculture
provides 14 % of the total GPD of Ukraine. Exports of agriculture sectors in 2015 amounted
to USD 14,6 hillion, representing the unprecedented 38,2 % of Ukraine's total exports. There
are over 3 million people employed in agricultural industry. At the same time, there are many
problems that threaten the sustainable developments of agricultural enterprisesin Ukraine [1].
There are some of them: physical, technological and moral deterioration of basic production
assets of agricultural enterprises; the presence of a significant disparity in prices for
agricultural products and industrial means of production and labor, causing permanent lack of
financial resources and limiting the activities and development of agricultural producers;
irrational use of land, labor and financial resources of the agricultural sector; a reduction in
soil fertility, inefficient use of existing potential of agricultural land; insufficient development
of agricultural market infrastructure .

In our opinion, to solve most of these problems will help the introduction of value-
based management in agricultural enterprises. Value-based management is advanced concept
that recognized worldwide

Analysis of recent research and publications. .From the academic point of view, vaue-
based management is not a new issue. One of the most important proponents of it, Rappaport,
introduced the concept of creating shareholder value back in 1986 [2].Timothy Coller, Tom
Copdand, David Vessels have described the main dements of vaue-based management, their
characteristics and principles [3]. J. William Petty, John D. Martin, James S. Wallace have pad
specifically attention to the process of implementation value-based management at enterprises and
such necessarily aspect of this process as socid responsbility [4, 5] Many other famous researchers
have examined this theme, among of them: Simms, Mc Taggart, Boulos, Merchant, Morrin and
Jarel [6, 7, 8, 9, 10]. Such Ukrainian scientis have researched vaue-based management as
Milinchuk O.V [11], Mendrul O.G [ 12]. We use researches such Ukrainian scientist as Aleskerova
U.V, Makhnush S. for discovering modern Ukrainian agriculture [13, 14].

However these still remains a problem coverage of the use of vaue-based
management on particular enterprise, such as agriculture in our case. This was the reason for
choosing the purposes of our article.

Formulation of article aim. The purpose of this article is describe the elements of
value-based management in the agriculture enterprises.

Realization of thisgoal hasled to the following tasks:
- to consider in generate the process of value-based management;
- to describe the main components of value-based management;
- to discuss the process of value creation in agriculture enterprises,
- to recommend some disciplines for successfully implementation value-based management in
agriculture enterprises.
The main material of research. We can describe value-based management as output:
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“Value-based management is essentially a management approach whereby companies
driving philosophy is to maximize shareholder value by producing returns in excess of the
cost of capital.” [6, p. 10]

We can describe value-based management as a combination of process and the
outcome: « Value based Management is a combination of beliefs, principles and processes
that effectively arm the company to succeed in the battle against competition from the outside
and the institutional imperative from the inside. These beliefs, principles and processes form
the basis of a systematic approach to achieving the company’ s governing objective.” [7, p.15].
We can consider value-based management as a process. “Value-based Management is a
holistic management approach that encompasses redefined goals, redesigned structures and
systems, rejuvenated strategic and operational processes, and revamped human-resources
practices. Value-based Management is not a quick fix but a path requiring persistence and
commitment.” [8, p. 13].

In genera, the distinctive features of value-based management are:

- Management: VBM is a management tool, a control system; an apparatus that is used to
integrate resources and tasks towards the achievement of stated organizational goals[9, p.3].

- Approach: VBM is a prescribed and usually repetitious way of carrying out an activity or a
set of activities that propagate its values all over the organization. It is a robust disciplined
process that is meant to be apparent in the heart of all business decisions[10, p.6].

The process of value-based management consists of four main steps: setting of goals, finding
the value drivers, management process and compensation design (according to figure 1)
[3, p.26-35].

There are three main elements of val ue-based management:

- Creating value. How the company can increase or generate maximum future value.

- Managing for value. Governance, change management, organizationa culture,
communication, leadership.

- Measuring Value. Value Based M anagement is dependent on the corporate purpose
and the corporate values. The corporate purpose can either be economic (Shareholder Vaue)
or can also aim at other constituents directly (Stakeholder Value) [10, p. 25].

Value creation is the first, most important, the starting point of the whole system of
value-based management. Consider this process in more detail at agricultural enterprises.
Industry characteristics of agricultural enterprises directly affect on this process. Among of
them:

- Uncontrolled nature-climatic conditions impact on agriculture;

- seasonality of production;

- long time periods between costs incurred and income;

- the using of its products in the manufacturing process,

- different periods of storage and different conditions of product’s sales;

- the use of living organisms as objects and means of |abor;

- earth is the main resource production;

- the low level of concentration and monopolization of agriculture;

- low profitability of agriculture;

- the need for continuous determination of the market value of biological assets[11,

p9].

Obvioudly, this value-added strategy is very different from the commodity-oriented
strategy with which most agricultural bisinessmen are familiar. In a commodity strategy, a
producer focuses on the costs of production with the goal of being a low-cost producer. This
IS, in essence, a“ supply-side” focus.
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Figure 1. The steps of value-based management
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The value-added strategy, in contrast, involves a “demand- side” focus —determining
who the customers are and what they want.

The term value chain was first popularized in a book published in 1985 by Michael
Porter, who used it to illustrate how companies could achieve what he called “competitive
advantage” by adding value within their organization. *’Value chain’’ describes the full range
of value adding activities required to bring a product or service through the different phases of
production, including procurement of raw materials and other inputs’. [12, p. 24-26].

Subsequently the term was adopted for agricultural development purposes and has
now become very much in vogue among those working in this field, with an increasing
number of bilateral and multilateral aid organizations using it to guide their development
interventions.

The agricultural value chain concept has been used since the beginning of the
millennium, primarily by those working in agricultural development in developing countries.
Although there is no universally accepted definition of the term, it normally refers to the
whole range of goods and services necessary for an agricultural product to move from the
agriculture enterprise to the final customer or consumer [12, p.13].

“Agriculture value chain” can be seen in general and individual sense. At the heart of
the agricultural value chain concept (in general means) is the idea of actors connected along a
chain producing and delivering goods to consumers through a sequence of activities.

Agribusiness, particularly the food sector, is rapidly consolidating and increasingly
responding to the changing tastes and preferences of consumers. Consumers have higher
incomes than ever before. They are focusing more on convenience, quality, variety, service,
health and social consciousness. They are aso faced with the increasing value of (and
demands on) their time. In a nutshell, consumers are more value conscious than ever.
Consumers' rising disposable incomes and the market fragmentation caused by retail
consolidation exacerbate competition, but at the same time leave many niche markets to be
exploited. This creates opportunities for producers to add value to their products. Examples
could include “the global cotton value chain”, “the southern African maize value chain” or
“the Brazilian coffee value chain” [13, p. 25-31]..

Note that agriculture value chain in individual means is primordial of general
agricultural value chain. Consider it thoroughly and comprehensively.

In fact, adding value to agricultural products beyond the agriculture enterprise gate
usually has several times the economic impact of the agricultural production aone.
Agricultural producers receive a much smaller portion of the consumer’s money than do food
processors, especialy processors who produce brand name items. Capturing that additional
money by adding value to farm or ranch productsis agoa of many producers [13, p.35].

Value added means adding value to araw product by taking it to at least the next stage
of production. This can be as simple as retaining ownership of your calves and wintering them
on wheat pasture or placing them in a feedlot. Value can be added through membership in a
cooperative that processes your products, such as a cooperative cotton gin. Or, adding value
may be as elaborate as going all the way to the consumer with a“case-ready” food product.

“Customer value’ reflects the relationship between the benefits customers receive
from and the price they pay for a product. The more benefits relative to the price, the higher
the customer value. This does not necessarily mean that greater value results from alow price.
The price of a particular product may be high, but if the associated benefits are high as well,
the customers perceive the product as valuable. This interaction creates customer value and,
thus, the opportunity to add value to your product [14, p. 21-29]..

Creating customer value is critical in building a profitable and substantial business.
However, one must bear in mind that it is the customers perception of vaue, not the
producers’, that is critical. It is aso important to recognize that different customers have
different perceptions of added value. These perceptions correspond to their expectations of
quality, service, convenience and selection.
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There are many different opportunities to create added value in agriculture. Consider
this process in more detail on the case of wheat grain (according to figure 2) [15;16].

Value can be added to wheat grain in many ways. One way is for farmers to produce
wheat grain for use in feed or food products. Wheat straw, a waste product, can be harvested,
processed and then turned into building materials. Another way to add value to wheat is to
graze it with stocker cattle, which increases the yield of wheat by causing “tillering” of the
plant, and also generates income from the cattle operation. Wheat grain also can be converted
into organic natural foods and sold at health food stores.

N

Usein feed or
food

production

N |
to grazeit Wheat straw, a waste product, |
with stocker can be harvested, processed .

cattle and then turned into building
materials

can be
converted into
organic natural

foods

Figure 2. Possibilities of value-based management of wheat growing.

It should be noted that not only the value creation, but also managing for value is an
important and necessary component of value-based approach. This component must also be
adapted for use in agriculture enterprises.

There are several admitted operating disciplines that any value-driven enterprises are
employing to meet. We have tried to clarify the meaning of these disciplines for agriculture
enterprises (table 1) [17;18].

Table 1. Disciplinesfor value-oriented business

Any enterprise Agricultural enterprise

Harness innovation for the Public Service-oriented agriculture through information
Good technology;

Biofuel production, growing crops for this purpose

Put People in the centre Meeting the request to disclose information of
products;

Respect tenure of land, fisheries and forests, and
access to water;

Engage and empower youth;

Foster gender equality and women’' s empowerment.

Spread economic opportunity Contribute to sustainable and inclusive economic
development and eradication of poverty.

Creation of regional brands of agricultural products.

Engage in new Alliances Cooperation with agrarian universities, research
organizations and extension organi zations,
consumer, worker organization and so on.

Be performance-driven in everything | Incorporate inclusive and transparent governance
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structures, processes grievance mechanisms.

Practice superior governance Conserve and sustainably manage natural recourses,
increase resilience, and reduce disaster risks;

respect cultural heritage and traditional knowledge
and support diversity and innovation;

Pursue purpose beyond profit Business development with an emphasis on
freshness;

Contribute to food security and nutrition

Promote safe and healthy agriculture and food
systems.

Each of these points is important and worthy to be realized. But regional branding is
the most innovative. Regiona branding means to utilize natural and other resources found in a
certain region to create differentiation from other products and to develop locally-triggered
businesses. One of the ways to protect such regional brands could be to protect labels that
indicate the origin of products (geographical indicators), if the established quality and social
valuation of the product are attributed to its origin (e.g. champagne, wine, €tc.).

Conclusions. Process of value-based managements consists of four main steps:
embracing value maximization as the ultimate goal for an enterprise, finding the value drivers,
management process and compensation design. There are three main components of value-
based management: value creating, managing for value and measuring value. These three
components are unchanged in any enterprise. However, the features of their implementation
depend on the industry sector enterprises; the use of living organisms as objects and means of
labor; earth is the main resource production — are the main features of agriculture enterprises.
The transition from commodity-oriented strategy to value-added strategy is the main element
of value-creating in agriculture enterprises. “Agriculture value chain” lots of different options.
Managing for value implementations according to proverbial disciplines, but we have brought
new means in this principles. In our opinion, contribute to food security and nutrition,
promote safe and healthy agriculture and food systems, to meet the request to disclose
information of products and creation of regiona brands of agricultural products are the
immediate steps of managing for value in any agriculture enterprises. Further research will
cover implementation value measuring in the budgeting system of enterprise.
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