Ha mormsn aBropa, BITUM3HSHHN PUHOK JIOTICTUYHHX TIOCIYT PENPEe3eHTYIOTh 5 CErMeHTIB:
TPAHCIIOPTHO-EKCIIEANIIIHHI TOCTYTH; TPOo(deciiiHi CKIAIChKI MOCIYTH, €KCIpPEec-I0CTaBKa; KOMITIEKCHI
JIOTICTHYHI pillleHHs (KOHTPAKTHA JIOTICTHKA); YIIPABJIiHHS JaHIFOTaMHU TIOCTaBOK.

Koxken 3 HIX Mae CBOi KIIFOYOBI (PaKTOpH yCITixy, cQOpMOBaHi ITiJ] BIUTMBOM Ta XapaKTEPOM MPSMOL
KOHKYpEHIIii, 3aJeKHOCTi BiJ poOIi, SKy BIAIrparOTh MOTEHIIHHI KOHKYPEHTH, TOBapH-CyOCTHUTYTH,
CHoXxwuBayi Ta nocradanbHUKH. CTPyKTypa i MacmTabl KOHKYpEHIlii BU3HAYAOTHCS TPaHCHAIIOHATbHUMHU
KOMIIaHIsSIMU 3 BIJJOMUMHU OpeHAamu, OiIBIIICTh 3 SKAX € MiOHepaMH PHUHKY JIOTICTHYHUX IOCIYT i
BBQ)KAIOTHCS TIEBHUM CTaH/IAPTOM LBOTO pUHKY. KOKHOMY 3 CErMEHTIB XapaKTepHUI CBili TEMIT PO3BUTKY,
HAIPUKIIAA, CETMEHTY eKCIpec-I0cTaBku — mopidyHo 15-25%; cermeHTy mnpodeciiHuX CKIaJIChKUX
MOCIYT — MIOPivHO MprOIM3HO 4-5%.

OCHOBHMMH JApaiiBepaMH PO3BUTKY PHHKY JIOTICTUYHHX IOCIYT B YKpPaBiHi €. PO3BUTOK MIKHAPOAHOI
TOPTiBII, SIKWI CIIPUSB MPUCYTHOCTI Ha YKPaiHCBKOMY PHHKY MaiiKe BCiX KPYIHHX CBITOBUX BHPOOHHKIB;
PO3BUTOK PO3/IPIOHMX MEPEXk Ta PO3BUTOK OH-JIAiTH TOPTiBiIi. BOHM 5K BUSHAYaTHMYTh HOTO NEPCIEKTUBY.

1. Bionemenv VJIIA. Nel, 2012 p. 2. Vkpaunckas noeucmuxa. Ha nymu K camonosnanuio | JK-n
“Tpancnopm i nocicmuxa™ Nel-2, 2011. C. 5. 3.PasnonanpagienHvie 8eKMOpPbl pA38UMUSL KOMIIEKCHOU
noeucmukul JJucmpubyyus u noaucmuxa Ne2 (89), 2012. — C. 6-13. 4. http:// attera. com.ua. 5. Cmupnos 1.1,
Kocapes T.B. Tpancnopmua nocicmuxa. Haeu. noc. — K.. Llenmp yuboeoi nimepamypu, 2008. — 224 c.
6. Burnewisz J. Polska w orbicie strategii europejskich operatoréw logistycznyh. Spedycja, Transport,
Logistyka Ne 5/2005, s.
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The starting point for determining the company’s core activity, its objectives and implementation
methods within the framework of the strategic management process is an answer to the question related to the
sense of the company’s existence, its identity and development prospects. Such an answer is commonly referred
to as the company’s vision, mission or general concept of its business activities. Although the notion of the
company’s vision and mission and their mutual relations are not explicitly defined, most authors believe that a
vision represents the notions, aspirations and dreams expressed by the company’s owners and executives with
regard to the company’s future, its desirable mode of development, its market position and functions performed
in the business environment. The company’s mission statement, on the other hand, is the way in which the
company’s strategic vision is communicated to its stakeholders in a clear and transparent manner. The
company’s mission is a declaration of the principles and philosophy of achieving its vision, being a practical
concept of the strategic vision for the needs of management activities.

M. Piercy, considering the mission’s narrow or broad content as well as its internal or external
orientation, distinguishes between comprehensive, organizational and market definitions of mission statements.

The comprehensive definition of mission including the following:

1) statements related to the company’s organizational philosophy which refers to the company’s
role in society, its organizational culture, social responsibility, desirable image, benefits for external and
internal stakeholders, aspirations and other attributes contributing to the organization’s unificating power,

2) identification of a product-market domain or the scope of corporate activities, i.e. an offering of
products or services, customer base and markets — a subjective, objective and territorial area for corporate
competitive activities,

3) a list of key corporate values, i.e. a system of values, principles and procedures related to
employees’ behaviour,

4) presentation of key success factors including the resources, competences and skills that
contribute to gaining a competitive advantage on the market or in a given industry.
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The organizational definition of a mission statement focuses exclusively on the company’s
philosophy and internal values.

The definition of a market mission identifies the company’s market and its key success factors.

The objective of the analysis of the exporters’ mission statements (within the Project’s framework)
was to:

1) identify companies’ declarations included in their mission statement content,

2) categorise missions and, consequently, identify the exporting companies’ orientation in
managing their international marketing activities,

3) determine the scope of the use of internet as a means for disseminating missions and
communicating their content to internal and external stakeholders.

Special attention was given to the mission statements of 173 companies included in 2005-2009
Polityka’s rankings of 100 largest Polish exporting companies.

Source: listed companies’ websites

Despite the unquestionable significance attributed by literatures to mission statements as strategic
management instruments, a number of companies do not display their missions on web sites. They account
for 37% of the analysed group of 100 Polish largest exporters in 2005-2009. These firms do not make an
effort to develop a mission which, they believe, is a natural consequence of their activities, or they do not
recognise the significance of the internet in communicating with the market.

The majority of exporters’ missions are clearly marketing oriented, which is characteristic of strategic
marketing (market oriented missions), relationship marketing and social marketing (comprehensive missions).

All the mission statements, regardless of whether developed with the company’s genuine
commitment or merely in an instrumental way, present company objectives. Depending on the content,
they perform, to varying degrees, the assigned functions of targeting business activities, motivating,
assessing or creating a corporate image.

Most of the mission statements developed by global and international corporations are
comprehensive in character, integrating economic, social and ethical objectives. In some cases, the Polish
subsidiaries of these corporations, included in the rankings of 100 Polish largest exporters, display Polish
or English versions of their missions, developed by overseas head offices.

The mission statements written by Polish exporters, with just a few exceptions, are brief, clear and
easy to remember.

1. N. Piercy, Marketing. Strategiczna..., op. cit., p. 160.
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3AJTYUEHHS IHBECTUILIIMHUX PECYPCIB
BIAITOBIZAHO A0 €TAIIIB KUTTEBOI'O HUKJIY TOBAPIB

© HM. Yynpuna, 2012

KutreBmii Luki TOBapiB Mae TICHUH 3B’SI30K 3 KUTTEBHM LHMKJIOM 1HBECTHLIHHHX PECypcCiB, SKi
Oynu 3anmydeHi MiANMPUEMCTBOM JJIsl BTUICHHS B JKUTTSA BOTO ToBapy. [1iJ 4ac po3poOku iHBEeCTHIIHHOI
CTpaTerii Ha MPOMHUCIOBUX MiAMPUEMCTBAX TOTPIOHO YITKO YCBIIOMIIIOBATH, Ha SKUX CTAJisIX JKUTTEBOTO
LUKy 3HAXOISTHCS TOBApH, SKi BHPOOJSE€ MiANPUEMCTBO. | BXKe BHXOASYM 3 LBOTO, OyIyBaTH CBOIO
THBECTHUIIIIIHY CTpaTeTilo.

JKuTTeBU# MUK iHBECTHIIIHUX PECYPCiB JOMIILHO BU3HAYATH 3a PIBHEM SIKICHOT (yIpaBIiHCHKHI
JIOCBiJl, B3a€MO3B’SI3KHM, TEXHIKa Ta TEXHOJOTIA) 1 KimbKicHOI (00CATM Ta CTPYKTypa iHBECTHIIIi)
3aIliKaBJICHOCTI Cy0’€KTiB PHHKY — JIOHOPIB Ta PEUUIIEHTIB. TPUBaNiCTh IHBECTUIIIHHOTO IUKITY 3aJICKHUTh
BiJl IMHAMIKH (paKTOPIB PUHKOBOTO CEPENOBUINA Ta BHYTPIIIHIX YHHHHUKIB PO3BUTKY IiAMPHUEMCTBA 1 MOXKE
PO3NOUISTHCH HA MEBHY KUTBKICTh CTaii, KUTBKICTh SKUX BU3HAYAETHCS OCOOIMBOCTAMH JTOCIITHHIIBKIX
migxonaiB. BriM, B yMoBax HeoOXigHOCTI (hopMmaizarlii MpoIeciB, TOMIILHUM € BUIIICHHS HACTYITHHX
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