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Abstract. The article substantiates methodological approaches to organizing the accounting
and internal audit of marketing expenses of a food-industry enterprise using the example of Nestlé
Ukraine LLC. It reveals the composition of marketing expenses recorded as selling expenses, including
advertising and marketing communications, advertising agency services, promotion in social media
and digital channels, exhibitions and promotional campaigns, trade marketing, merchandising, and
logistics support for product distribution. The need for detailed analytical accounting of these expenses
by the company's brand portfolio (Svitoch, Torchyn, Mivina, NESCAFE, KitKat) is substantiated,
since their generalized reflection limits management's ability to assess the return on specific marketing
investments. Problematic aspects of the current accounting system are identified: insufficient brand-
level detail, difficulty in separating advertising, logistics, and trade-marketing expenses, and a weak
link between accounting data and marketing analytics. It is established that over the period under
study selling expenses grew significantly, reflecting substantial investment in marketing activity, yet
despite rising net sales revenue the company continued to incur a net loss. A plan and program for
the internal audit of marketing activity are developed, covering verification of advertising and key-
brand promotion costs, digital-marketing accounting, evaluation of trade-marketing effectiveness,
and analysis of marketing budget execution. A set of organizational and economic measures for
improving the marketing policy is proposed, including detailed brand-level analytical accounting,
introduction of the ROMI indicator, strengthened internal audit, improved management reporting,
consumer-preference research, a digital advertising campaign, expanded trade-marketing programs,
and staff upskilling. A cost estimate for implementing these measures is prepared, and it is shown that
their implementation will increase net revenue and gross profit and reduce the net loss.
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OBJIIK, AYIUT TA HAIIPSAMU BIOCKOHAJ EHHSA
MAPKETHUHI'OBOI ITIOJITUKHA IIAITPUEMCTBA
XAPYHOBOI ITPOMHUCJIIOBOCTI

Anomauin. Y cmammi o0tpyHmoeano memooudri nioxoou 00 opeauizayii 6yxeanmepcovko2o 0OiKy
ma 6HYmMpIiuHb020 ayoumy MapKemuH208Ux Umpam nionpuemMcmea Xapio80oi npoMucio80cmi Ha npu-
knadi TOB «Hecmne Ykpainay. Po3kpumo cKiao MapKemuHz08ux sumpam, wo 8i000paxcaomucs y
CKAAOl sumMpam Ha 30ym. pekiama ma MAapKemuHe08l KOMYHIKayii, nociyeu pekiamMHux a2eHmcms,
NPOCYBAHHS 6 COYIATIbHUX MePeHcax i YUpposux KaHauax, y4acms y 6UCMAKax i N(POMOAKYIsAX, mpeuo-
MapkemuHe, Mepuanoauzume i 1o2icmuune 3abe3neuenus 30ymy. OOIpyHmMosano HeoOXioHicms Oema-
J308AHO20 AHANIMUYHO20 OONIKY YUX BUMPAM 3d MOP2OBENbHUMU MAPKAMU NOpM@ens nionpuem-
cmea («Ceimouy, «Topuuny, «Misinay, NESCAFE, KitKat), ockinbku y3acanshene ix 6i0o6pasicenns
00MeNCYE MONCTUBOCTNE MEHEONCMEHM) OYIHUMU 8I00AY) 810 KOHKDEMHUX MAPKEMUHE0B8UX THEeCU-
yiu. Buseneno npobnemui acnexmu uuHHOi cucmemu 00ORIKY. HEOOCMAMHIO 0emanizayio eumpam 3a
bpenoamu, cKIaOHICMb PO3MENCYBAHHSL PEKIAMHUX, JOLICMUYHUX | MPetio-MapKemUuH208UX GUMpPam,
CLAOKULL 36 'A30K MidC OYXeanmepCoKUMU OAHUMU MA MAPKeMUH208010 aHalimukorw. Bcmanoeaneno, ujo
3a 00CIIOANCYBAHULL NEPIO0 BUMPAMU HA 30VM NIONPUEMCMBA CYMMEBO 3POCIU, Npome Nonpu 30i1b-
WIeHHsL YUCMO20 00X00Y 810 peanizayii 60HO U HAOANi ompumyeano yucmuli 30umox. Pospooneno nnan i
npocpamy 6HYmpiuHb020 ayoumy MapKemuH2080i OislbHOCI, WO OXONII0I0Mb NEPESIPKY GUMPAm Ha
Ppexamy ma npocy8aHHs Kio4oeux opendis, oonix digital-wapxkemuney, oyinky egpekmuerocmi mpetio-
MApKemuH208Ux 3axo0i6 i aHani3 6UKOHAHH MAPKEMUH208020 O100xcemy. 3anponoHO8aHO KOMNJLEKC
OpPeaHI3aYIUHUX | eKOHOMIYHUX 3aX00i8 YOOCKOHANEHHS MAPKEMUH20801 NONIMUKU, 30Kpema 0emaniza-
Yito aHanimuuHo2o 0ONiKy 3a OpeHoamu, enposadicens nokazuuka ROMI, nocunenns 6HympiwHb020
ayoumty, yOOCKOHANEeHHS YIPABTIHCLKOL 36IMHOCI, MAPKEMUH208] OOCTIONCEHHS CNONCUBHUX Nepesae,
nposedenus digital-pexnamHoi Kamnawii, po3uupeHts npocpam mpetio-mapkemuney ma nio8UUeHHs.
keanigixayii nepconany. Ckiadeno Kowmopuc peanizayii 3axo0ié i 008e0eH0, Wo iX YNPOBAOHCEHHS.
3abe3neuumy 3pOCMAHHI YUCMO20 00X00Y Ul 8al108020 NPUOYMKY MA CKOPOUEHHSL YUCTNO20 30UMKY.

Ku1rouoBi ci1oBa: 0011k MapKeTHHIOBUX BUTPAT, ayIUT MApKETHHIOBOI AisTBHOCTI, MAPKETHHIOBA
MOJIITHKA, BUTpATH Ha 30yT, peHTabenbHicTh, ROMI, XapuoBa NpOMHUCIIOBICTb.

Formulation of the problem. The operation gaining increasing weight in the cost structure.
of food industry enterprises at the current stage This creates a need for the proper organization of
is developing under conditions of intensifying accounting for such expenses, since accounting
competition in the FMCG market, growing information serves as the basis for evaluating
consumer demands, and rapidly changing the effectiveness of marketing decisions and
consumer preferences. Under these conditions, for management decision-making regarding the
marketing activity is becoming one of the most further allocation of resources.
resource-intensive areas of enterprise functioning, This issue becomes particularly relevant for
and the amount of funds allocated to brand enterprises with a broad portfolio of trademarks,
promotion, sales incentives, and advertising is each of which has its own target audience,
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promotion channels, and profitability level. In
such a case, a generalized reflection of marketing
expenses without detailing by brand significantly
limits management's ability to assess the return
on specific marketing investments. At the same
time, an increase in marketing expenditures
per se is not a guarantee of improved financial
results for an enterprise, and therefore the
issue of systematic monitoring and audit of
the effectiveness of such expenses becomes an
integral component of effective management.

The relevance of the study is further
confirmed by the practical experience of Nestlé
Ukraine LLC — one of the leading food producers
in Ukraine, whose portfolio includes such
well-known trademarks as Svitoch, Torchyn,
Mivina, NESCAFE, and KitKat. The significant
volume of expenditures on promoting these
brands, combined with the need for constant
monitoring of their effectiveness, necessitates
the development of scientifically grounded
approaches to organizing the accounting and
audit of marketing activities, as well as the
formulation of specific directions for improving
the enterprise's marketing policy.

Analysis of recent research and
publications. The accounting of enterprise
marketing expenses has been the focus of
attention of many domestic scholars. In
particular, O. Vysochan and T. Vodianyi studied
the methodology of accounting for marketing
expenses in domestic practice and analyzed
approaches to forming the nomenclature of such
expenses [1, p. 30]. M. Popovych substantiated
the methodological and organizational aspects
of building an effective system for accounting
marketing expenses, proposing a detailed
analytical accounting model based on relevant
sub-accounts and responsibility centers [2].
A. Volosov and O. Mykhailova systematized
categorical approaches to interpreting the
concept of an enterprise's selling expenses,
establishing their derivative nature from selling
activity and the composition of such expenses
according to two scientific approaches [3, p. 39].
L. Lezhnenko and V. Stashenko examined the
specifics of accounting for marketing services
in social networks, emphasizing the absence of
clear regulatory guidance on the documentary
registration of such expenses and the limited
scope of existing research in this area [4].

The issue of auditing marketing activity
was studied by A. Sotnyk, H. Tkachuk, and
V. Vyhovskyi, who conducted a comprehensive

analysis of the concept of “marketing audit”
in the context of its application in enterprise
management, defined its connection with
the functions of planning and control, and
outlined the main directions and key stages of
conducting marketing audit at an enterprise [5].
The issue of improving marketing activity and
forming marketing strategy is covered in the
works of N. Kuzminchuk, H. Pysarevska, and
V. Liashenko, who revealed the components of
marketing strategy as an element of an enterprise's
overall marketing activity [6]; V. Hobela and
T. Ivanyshyn, who substantiated the theoretical
and applied foundations for improving marketing
activity [7]; and S. Bilous and N. Kalyta, who
studied the role of improving marketing activity
in ensuring enterprise competitiveness [8].

While highly valuing the results of the
research conducted, it should be noted that the
vast majority of scientific works consider the
issues of accounting for marketing expenses,
auditing marketing activity, and improving
marketing policy separately from one another.
Researchers have largely overlooked a
comprehensive approach that would combine
detailed analytical accounting of expenses by
individual brands, a methodology for internal
audit of the effectiveness of marketing measures,
and quantitative substantiation of the economic
effect of proposed areas of improvement — which
is particularly relevant for large food industry
enterprises with a multi-brand product portfolio.
This is precisely what defines the scientific niche
of this study.

Setting the task. The purpose of the article
is to substantiate methodological approaches
to organizing accounting and internal audit of
marketing expenses of a food industry enterprise,
to identify problematic aspects of the current
system of accounting and control of marketing
activity, and to develop practical directions for
improving the enterprise's marketing policy
with a quantitative assessment of the expected
economic effect, using the example of Nestlé
Ukraine LLC.

To achieve this goal, the following tasks have
been defined: to reveal the composition and
procedure for accounting for marketing expenses
of the enterprise under study; to characterize
the stages of accounting for marketing expenses
and identify problematic aspects of this area
of accounting work; to develop a plan and
program for the internal audit of the enterprise's
marketing activity; to summarize the results
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of the audit and econometric analysis of the
factors affecting the effectiveness of marketing
expenses; to  substantiate  organizational
and economic measures for improving the
enterprise's marketing policy, to develop a
budget for their implementation, and to assess
the expected economic effect. The object of the
study is the process of accounting, auditing,
and managing the marketing activity of a food
industry enterprise, while the subject is the set
of theoretical, methodological, and practical
foundations for organizing the accounting, audit,
and improvement of the marketing policy of
Nestlé Ukraine LLC.

Summary of the main research material.
The organization of accounting for the marketing
activity of Nestlé¢ Ukraine LLC is based on the
norms of the Law of Ukraine «On Accounting
and Financial Reporting in Ukraine» [9] and
National Accounting Regulation (Standard)
16 «Expenses» [10], which define the general
methodological principles for recognizing and
reflecting enterprise expenses, supplemented
by the company's internal regulations. The
specifics of applying these norms in practice,
however, largely depend on the scale and
structure of the enterprise's own marketing
activity: the broader the range of marketing
instruments, the more complex the task of their
correct accounting reflection becomes. In the
case of Nestlé Ukraine LLC, marketing activity
is not limited to traditional advertising but
encompasses a whole complex of interrelated
measures — brand promotion, sales incentives,
tastings, merchandising, trade marketing,
development of digital communication channels,
and support of relationships with retail chains.
This diversity of marketing activities means
that the vast majority of them, in accordance
with current legislation, fall under distribution
expenses and are concentrated in account 93
“Distribution Expenses,” which effectively
becomes the accounting “center of gravity” for
operations that are extremely heterogeneous in
economic content.

Itis precisely this heterogeneity that constitutes
the key methodological problem. While payments
for advertising agency services, product
promotion on social media and digital channels,
or participation in exhibitions can be more clearly
identified by purpose, items such as wages of
marketing and sales department employees,
transportation of finished products, logistics
support for sales, or the maintenance of finished

goods warehouses border, by their nature, not
on marketing but on logistics and administrative
expenses. Reflecting all these operations within
a single account without further detailing creates
a situation in which the accounting data itself
does not answer the management question of
which specific product or brand the funds were
directed toward promoting. For an enterprise
with as broad a trademark portfolio as Nestlé
Ukraine LLC (Svitoch, Mivina, Torchyn,
NESCAFE, KitKat, and others), this problem
becomes particularly acute: without detailed
analytical accounting of marketing expenses
by individual brands, product categories, and
distribution channels, it is impossible to assess
which trademark actually generates a real return
on invested funds and which requires a review
of marketing support [4, c. 168]. Consequently,
the proper organization of analytical accounting
becomes not merely a technical bookkeeping
requirement but a prerequisite for making sound
management decisions regarding the allocation
of the enterprise's marketing budget.

Ananalysis of the enterprise's activity revealed
a steady trend toward the growth of distribution
expenditures: during 2023-2025, they increased
by 22.3% and reached UAH 1,405,025 thousand
in 2025. This dynamic indicates significant
volumes of investment in marketing activity
and, accordingly, an increasing importance of
continuous monitoring of their effectiveness
through internal audit procedures.

The process of accounting for marketing
expenses at the enterprise can appropriately be
viewed as a sequence of several stages. At the first
stage, the marketing activity budget is formed
in accordance with strategic goals, sales plans,
and demand seasonality, which is particularly
important for the food industry, where demand
for individual product categories depends on
the season, the population's purchasing power,
and competitor activity. At the second stage,
documentary confirmation of expenses related
to advertising, promotional campaigns, digital
marketing, merchandising, and distribution
logistics is carried out — through contracts, acts
of completed work, invoices, media plans, and
internal requisitions. At the third stage, expenses
are recorded within account 93 «Distribution
Expenses» [10]. At the fourth stage, detailed
analytical accounting is maintained by individual
brands and product groups, while expenses of a
general nature (corporate advertising, support
of the enterprise's image) are allocated among
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product categories in proportion to a selected
allocation base — the share of net revenue, sales
volume, or share of gross profit. At the fifth, final
stage, control is exercised over the compliance
of actual expenses with the approved budget, and
an analysis is conducted of the effectiveness of
distribution expenses based on indicators such
as the profitability of distribution expenses, their
share in net revenue, sales growth following
marketing campaigns, and the effectiveness of
digital advertising.

The study revealed several problematic aspects
of the enterprise's current system of accounting
for marketing expenses. First, a significant
portion of them is aggregated within account
93 without sufficient detailing by brand, which
complicates the assessment of the effectiveness
of individual marketing instruments. Second,
given the broad portfolio of trademarks, the
absence of detailed analytical accounting makes
it impossible to determine which specific brand
or product category provides the highest return
on invested funds. Third, it remains difficult to
distinguish between expenses on advertising,
logistics, trade marketing, and sales promotion,
since all of them may be recorded in the same
account despite having different economic
content and different effects on the effectiveness
of marketing policy [1, c. 32; 3, c. 969]. An
additional problem is the insufficient connection
between the accounting of marketing expenses
and the management analysis of their
effectiveness: the formal reflection of expenses in
financial statements does not provide a complete
picture of the effectiveness of specific advertising
campaigns or promotional activities, which
creates a need to introduce management reporting
that would combine accounting data with
marketing indicators — sales volume, audience
reach, conversion, and brand profitability.

Given the significant volume of marketing
expenses and the identified shortcomings in their
accounting reflection, an important component
of the marketing management system of Nestlé
Ukraine LLC is internal audit, which makes
it possible to assess not only the correctness
of the reflection of expenses in accounting but
also the effectiveness of the use of marketing
resources and the degree of achievement of the
set marketing goals [5]. The purpose of auditing
the enterprise's marketing activity is to assess the
effectiveness of the implementation of marketing
strategy, the correctness of the accounting
reflection of marketing expenses, their level of

payback, and to identify reserves for improving
the effectiveness of marketing policy.

The main tasks of the audit include: verifying
the correctness of the formation and reflection
of marketing expenses in accounting; assessing
the effectiveness of the use of distribution
expenses; analyzing the execution of the
marketing budget; verifying the effectiveness
of advertising campaigns and sales promotion
measures; assessing the effectiveness of
brand and distribution channel management;
identifying reserves for improving the effecti-
veness of marketing activity; and preparing
recommendations for improving the enterprise's
marketing policy. The organization of internal
audit involves developing a plan that defines
the stages of the audit, its timing, and sources of
information (Table 1), as well as an audit program
that details specific audit procedures (Table 2).

Based on the results of the internal audit
conducted, it was established that the system
of accounting for marketing expenses at Nestlé
Ukraine LLC generally complies with the
requirements of current legislation and ensures
documentary confirmation of expenses related to
product promotion.

At the same time, it was revealed that,
despite the presence of a significant brand
portfolio, marketing expenses are predominantly
aggregated within distribution expenses without
sufficient allocation by trademark and marketing
instrument, which complicates the assessment of
the effectiveness of promoting individual brands.

Although distribution expenses increased
by UAH 256,355 thousand, or 22.3%, during
2023-2025, the enterprise does not use a sufficient
number of indicators to assess their payback.
The growth in marketing expenditures was not
accompanied by a proportional improvement
in financial results: despite a 22.9% increase in
net revenue from product sales, the enterprise
continued to incur a net loss of UAH 1,056,318
thousand in 2025. This confirms the need not
only to account for marketing expenses but also
to systematically assess their feasibility and
impact on profitability.

Based on the results of the research conducted,
a set of measures for improving the marketing
policy of Nestlé Ukraine LLC has been proposed,
divided into organizational and economic ones
(Table 3).

The primary organizational measure is the
detailing of analytical accounting of marketing
expenses by brand, since the current practice
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Table 1

Internal Audit Plan for the Marketing Activities of Nestle Ukraine LLC

Audit stage Scope of work Information sources
- — - -
b Rev1evy of the enterprise's marketing strategy; Marketing strategy, financial
reparatory analysis of trends in net revenue, sales d t i
expenses, and financial results for 2023-2025 and managetnent reporting
Identification of audit areas: sales expenses, Marketing department
Organizational advertising campaigns for key brands, and the |regulations, marketing budget,

effectiveness of digital promotion channels

campaign plans

Verification of
expense records

Verification of documentation and accounting
treatment for advertising, digital marketing,
trade marketing, and sales logistics expenses

Source documents, contracts,
acceptance certificates,
Account 93

Budget review

Analysis of actual sales expenses against
approved budget figures and identification of
variances

Marketing budget, budget
execution reports

Assessment Analysis of the impact of advertising campaigns .
o L Marketing department reports,
of measure and digital communications on sales volumes S
. - sales statistics

effectiveness and brand profitability

Analysis of Financial statements, results
Assessment of the return on sales expenses and . .

performance . of economic-mathematical
their impact on gross profit .

outcomes analysis

Summarizing the
results

Preparation of the audit report, identification
of deficiencies, and development of
recommendations

Auditor's working papers

Source: developed by the authors

Table 2

Internal audit program for the marketing activities of Nestle Ukraine LLC

Area of inspection

Objective of inspection

Sources of audit evidence

Reporting of advertising and
key brand promotion costs
within selling expenses

Verifying the accuracy of expense
reporting in accordance with National
Accounting Standards (NP(S)BO) 16

Source documents, contracts,
acceptance certificates,
Account 93

Accounting for digital
marketing and social media
advertising costs

Confirming the legitimacy of expenses
and their supporting documentation

Contracts with advertising
agencies, advertising platform
reports

Costs associated with trade
marketing activities in retail
chains

Assessing the intended use of funds
and the effectiveness of sales incentive
programs

Promotion reports, contracts
with retail chains, cost
estimates

Execution of the marketing
budget

Identifying variances between planned
and actual expenses

Marketing budget, management
reporting

Efficiency of selling expense
utilization

Evaluating the return on marketing
investments and their impact on gross
profit

Financial statements, analytical
calculations

Profitability metrics for
selling expenses

Determining the efficiency of
marketing resource utilization and
identifying areas for improvement

Financial statements, regression
and correlation analysis results

Source: developed by the authors

of aggregated reflection of expenses within
account 93 does not allow determining which
specific brand provides the highest return on
invested funds. The second important measure
is the introduction of the ROMI (Return on
Marketing Investment) indicator to assess the
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payback of individual advertising campaigns and
sales promotion programs: given the volume of
distribution expenses in 2025 (UAH 1,405,025
thousand), even a modest improvement in the
efficiency of their use can deliver a significant
economic effect.
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Strengthening control over the profitability
of distribution expenses and internal audit of
marketing activity (through quarterly reviews)
will make it possible to identify ineffective
marketing activities in a timely manner. Among
the economic measures, priority is given to a
comprehensive study of consumer preferences
regarding the products of the Svitoch,
Torchyn, Mivina, and NESCAFE brands,
the implementation of a digital advertising
campaign for the brands with the greatest growth
potential, and the expansion of trade marketing
programs in cooperation with national retail
chains, which directly affects product presence
at points of sale.

To assess the financial feasibility of
the proposed measures, a budget for their
implementation has been developed (Table 4).

The total volume of required investment
amounts to UAH 1,140 thousand, which is
equivalent to only about 0.08% of the enterprise's
actual distribution expenses in 2025.

The largest shares of the budget are occupied
by the digital campaign (36.8%) and the trade
marketing program (26.3%), which is due to
the need to maintain brand competitiveness in
the food products market and to stimulate sales
through retail chains. This confirms the financial
feasibility of implementing the proposed
measures even without attracting significant
additional resources.

To substantiate the feasibility of the proposed
recommendations, the projected financial results
of the enterprise after their implementation have
been calculated (Table 5).

The calculations performed indicate that the
implementation of the proposed measures will
increase net revenue from product sales by UAH
138,351 thousand, and the financial result from
operating activities by UAH 51,682 thousand.

A reduction in the net loss by UAH 45,872
thousand is expected, which will indicate an
increase in the efficiency of marketing resource
use. Given expenditures on implementing the

Table 3

Measures to improve the marketing activities of Nestle Ukraine LL.C

Organizational measures

Economic measures

by brand and marketing program

Granular analytical accounting of marketing expenses

Comprehensive study of consumer preferences
regarding the company's key brands

Implementation of a marketing investment
effectiveness assessment system based on the ROMI
metric

Execution of a digital advertising campaign for
brands with the highest growth potential

Improving the monitoring of sales expense
profitability

Expansion of trade marketing programs in
collaboration with retail chains

Strengthening internal audits of marketing activities
(quarterly reviews)

Implementation of analytical tools for demand
forecasting

Enhancing management reporting on the effectiveness

Professional development for marketing

of marketing policy department staff
Source: developed by the authors based on [6; 7; 8]
Table 4
Budget for proposed marketing activities
Activity Expense item Cost, UAH
Research on consumer preferences Online surveys, focus groups, and results 180000
regarding key brands processing
Digital campaign for brands with the |Targeted advertising (Meta Ads and Google 420000
highest potential Ads) — 3 months
Expansion of trade marketing POS materials, promotional displays, and 300000
programs promotional activities
fir:rl;l frﬂeg fg::(;lslt?nfgalsly?tl:gtlcal Setup of analytics modules and reporting 160000
Professional development for Training in marketing analytics and brand 80000
marketing staff management
Total 1140000

Source: developed by the authors
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measures in the amount of UAH 1,140 thousand,
the projected economic effect will amount
to UAH 44,732 thousand, which confirms
the economic feasibility of the proposed
recommendations.

Conclusions and prospects for further
research in this area. The study conducted has
demonstrated that the organization of accounting
and internal audit of marketing expenses at a food
industry enterprise is not merely an accounting
issue but also a management one, the resolution
of which directly affects the effectiveness of
marketing policy. Using the example of Nestlé
Ukraine LLC, it was established that the current
accounting system formally complies with
legislative requirements; however, its analytical
capabilities are limited: insufficient detailing
of expenses by trademark, the difficulty of
distinguishing advertising, logistics, and trade
marketing expenses within a single account, and
the weak connection between accounting data
and management analysis effectively make it
impossible to assess the effectiveness of individual
marketing decisions by means of accounting
alone. This confirms the study's initial thesis that
the proper organization of analytical accounting
is a prerequisite for, rather than a consequence
of, effective marketing management.

The developed plan and program for the
internal audit of marketing activity made it
possible to move this problem into the realm of
practical control, systematizing the verification
of the correctness of expense accounting, the
execution of the marketing budget, and the
effectiveness of advertising campaigns. At the
same time, the econometric analysis conducted
showed that the profitability of distribution
expenses is determined not by marketing activity

alone, but primarily by the profitability of
operating activity and the enterprise's material
return ratio. This result is of fundamental
importance: it indicates that reserves for
improving the effectiveness of marketing policy
should be sought at the intersection of marketing
and production-financial management levers,
rather than within purely marketing instruments
alone.

This is precisely why the proposed set
of measures for improving the marketing
policy of Nestlé Ukraine LLC combines an
organizational component (detailing analytical
accounting by brand, introducing the ROMI
indicator, strengthening internal audit) with an
economic one (marketing research, a digital
campaign, expansion of trade marketing). The
soundness of this approach is confirmed by the
calculations: with a relatively modest volume
of required investment — UAH 1,140 thousand,
which is financially insignificant compared to
the enterprise's overall distribution expenses —
the expected economic effect from implementing
the measures amounts to UAH 44,732 thousand.
This ratio of investment to result indicates
the high economic feasibility of the proposed
recommendations even under conditions of
limited financial resources.

Further research should appropriately focus
on developing a methodology for calculating
the ROMI indicator by individual brands of the
enterprise, which would allow moving from an
aggregated assessment of marketing expense
effectiveness to a differentiated one, as well as
on the empirical verification of the proposed
recommendations based on the results of
subsequent reporting periods of Nestlé Ukraine
LLC's operations.

Table 5
Expected economic effect of implementing the proposed measures
at Nestle Ukraine LL.C
Indicator 2025 After implementation | Deviation

of measures (+/-)
Net revenue from product sales, UAH thousand 14945191 15083542 +138351
Gross profit, UAH thousand 3866922 3919754 +52832
Financial result from operating activities,
UAH thousand petating 470304 521986 +51682
Net financial result, UAH thousand -1056318 -1010446 +45872
Sales profitability, % 3,15 3,44 +0,29
Economic effect, UAH thousand - 44 732 -

Source: calculated by the authors

107



IHionpuemnuymeo i mopziens. Ne 50, 2026

REFERENCES

1. Vysochan 0.0., Vodianyi
Oblik marketynhovykh vytrat pidpryiemstva
[Accounting of marketing expenses of the
enterprise]. Ukrainskyi ekonomichnyi chasopys —
Ukrainian Economic Journal, no. 5, pp. 28-34.
DOI: https://doi.org/10.32782/2786-8273/2024-5-5
(accessed September 17, 2026). (in Ukrainian).

2. Popovych M.P. (2025) Systema obliku
marketynhovykh  vytrat: metodychni ta
orhanizatsiini aspekty [Marketing cost accounting
system: methodological and organizational aspects].
Visnyk  Lvivskoho  torhovelno-ekonomichnoho
universytetu. Ekonomichni nauky — Bulletin of Lviv
University of Trade and Economics. Economic
Sciences, no. 83, pp. 163—166. DOLI: https://doi.org/
10.32782/2522-1205-2025-83-22 (accessed Sep-
tember 17, 2026). (in Ukrainian).

3. Volosov A., Mykhailova O. (2023) Vytraty
zbutovoi diialnosti pidpryiemstva: katehorialni
aspekty [Selling expenses of an enterprise:
categorical aspects]. Grail of Science, no. 32,
pp. 36-43. DOI: https://doi.org/10.36074/grail-of-
science.13.10.2023.004 (accessed September 17,
2026). (in Ukrainian).

4. Lezhnenko L., Stashenko V. (2026)
Stanovlennia bukhhalterskoho obliku marke-
tynhovykh posluh u sotsialnykh merezhakh
(SMM)  [Formation of accounting  for
marketing services in social networks (SMM)].
Ekonomika ta suspilstvo — Economy and Society,
no. 83. DOI: https://doi.org/10.32782/2524-0072/
2026-83-140 (accessed September 17, 2026).
(in Ukrainian).

5. Sotnyk A.A., Tkachuk H.Yu., Vyhovskyi V.H.
(2025) Marketynhovyi audyt: sutnist, planuvannia
ta  orhanizatsiia  provedennia  [Marketing
audit: essence, planning, and organization
of implementation]. Ekonomichnyi prostir —
Economic  Space, mno. 201, . 180-187.
DOI: https://doi.org/10.30838/EP.201.180-187
(accessed September 17, 2026). (in Ukrainian).

6. Kuzminchuk N., Pysarevska H., Liashenko V.
(2023) Formuvannia marketynhovoi stratehii yak
elementu marketynhovoi diialnosti pidpryiemstva
[Formation of marketing strategy as an element
of an enterprise's marketing activity]. Ekonomika
ta suspilstvo — Economy and Society, no. 56.
DOI: https://doi.org/10.32782/2524-0072/2023-56-110
(accessed September 17, 2026). (in Ukrainian).

7. Hobela V., Ivanyshyn T. (2024) Udosko-
nalennia marketynhovoi diialnosti pidpryiemstva:

T.B. (2024)

teoretyko-prykladni  zasady [Improving an
enterprise's  marketing  activity:  theoretical
and applied foundations]. Ekonomika ta

suspilstvo — Economy and Society, no. 64. DOI:
https://doi.org/10.32782/2524-0072/2024-64-44
(accessed September 17, 2026). (in Ukrainian).

8. Bilous S., Kalyta N. (2024) Udoskonalennia
marketynhovoi diialnosti v zabezpechenni konku-
rentospromozhnosti  pidpryiemstva [Improving
marketing activity in ensuring an enterprise's
competitiveness|. Ekonomika ta suspilstvo —
Economy and Society, no. 60. DOI: https://doi.org/
10.32782/2524-0072/2024-60-75 (accessed Sep-
tember 17, 2026). (in Ukrainian).

9. Verkhovna Rada of Ukraine (1999) Pro
bukhhalterskyi oblik ta finansovu zvitnist v Ukraini
[On accounting and financial reporting in Ukraine]:
Zakon Ukrainy vid 16.07.1999 Ne 996-XIV.
DOI: https://zakon.rada.gov.ua/laws/show/996-14
(accessed September 17, 2026). (accessed
September 17, 2026). (in Ukrainian).

10.Ministry of Finance of Ukraine (1999)
Pro zatverdzhennia Natsionalnoho polozhennia
(standartu) bukhhalterskoho obliku 16 “Vytraty”
[On approval of National Accounting Regulation
(Standard) 16 “Expenses”]: Nakaz vid 31.12.1999
Ne 318. DOI: https://zakon.rada.gov.ua/laws/
show/z0027-00 (accessed September 17, 2026).
(in Ukrainian).

JITEPATYPA

1. Bucouan O. O., Bogsgauii T. b. O6mix map-
KETUHTOBUX BUTpAT MIANPUEMCTBA. VKpaincvbKuii
exonomiunuti uwaconuc. 2024. Ne 5. C. 28-34.
DOI:https://doi.org/10.32782/2786-8273/2024-5-5
(mara 3Bepuennsi: 17.09.2026).

2. Mooy M. II. Cucrema o0miky mapke-
TUHTOBUX BHTpaT: METOAMYHI Ta OpraHizamiiHi
acneKkTu. Bicnuk Jlbgiscbko2o mop2o6enbHo-eKo-
HOMIUHO20 yHigepcumenmy. Exonomiuni nayxu.
2025. Ne 83. C. 163-166. DOI: https://doi.org/
10.32782/2522-1205-2025-83-22  (mara  3Bep-
Henus: 17.09.2026).

3. BomocoB A., Muxaiinosa O. Burparu
30yTOBOI JISUTBHOCTI MIJIPUEMCTBA: KaTEropi-
anpHi acriektH. Grail of Science. 2023. Ne 32.
C. 36-43. DOI: https://doi.org/10.36074/grail-
of-science.13.10.2023.004  (mata  3BEpHEHHS:
17.09.2026).

4. Jlexxnenko JI., Cramenko B. CranoBieHHs
OyXranTepchbkoro 00Ky MapKeTHMHTOBHX HOCTYT
y couianbHUX Mepexax (SMM). Exonomixka ma
cycninecmso. 2026. Ne 83. DOI: https://doi.org/
10.32782/2524-0072/2026-83-140  (mara  3Bep-
HenHs: 17.09.2026).

5. Corauk A. A., Tkauyk I. [O., Buros-
cekuii B. I. MapkeTHHIoBUil ayiuT: CyTHICTb,
IUIAaHYBaHHS Ta OpTraHi3alis NpoBeneHHA. FEko-
Homiunui npocmip. 2025. Ne 201. C. 180-187.
DOI: https://doi.org/10.30838/EP.201.180-187
(mara 3Bepuenns: 17.09.2026).

6. Ky3pmunuyk H.,, [TucapeBcbka I,
JIsmenko B.  ®opmyBaHHS ~ MapKETHHIOBOI

108



ISSN 2522-1256 (Print); ISSN 2522-1264 (Online)

cTpaterii sSK €JIeMEHTy MAapKETHHIOBOI JIislTb-
HOCTI mianmpueMcTBa. Exonomika ma cycnino-
cmeo. 2023. Bum. 56. DOI: https://doi.org/
10.32782/2524-0072/2023-56-110  (mata  3Bep-
Henns: 17.09.2026).

7. T'obena B., Isanmmuu T. VYmockonaieHHs
MapKETHHTOBO1 [iSTbHOCTI TIANPUEMCTBA: TEO-
peTuko-npuKiIagHi 3acamu. Exonomixa ma cyc-
ninbcmeo. 2024. Bum. 64. DOI: https://doi.org/
10.32782/2524-0072/2024-64-44  (mata  3Bep-
HerHs: 17.09.2026).

8. bimoyc C., Kamura H. YnockonaienHs: map-
KETHHTOBOI TisUTHHOCTI B 3a0€3MeUeHHI KOHKYPEH-
TOCIIPOMOKHOCT1 IiIIPUEMCTBA. EKoHOMIKa ma

cycnineemso. 2024, Bum. 60. DOI: https://doi.org/
10.32782/2524-0072/2024-60-75  (mata  3Bep-
HeHHs: 17.09.2026).

9. IIpo Oyxranrepchkuii OONIK Ta (hiHAHCOBY
3BITHICTH B YKpaiHi : 3akoH Ykpainu Big 16 mumHs
1999 p. Ne 996-XIV / BepxoBna Pamga Ykpainu.
URL: https://zakon.rada.gov.ua/laws/show/996-14
(mara 3Bepuennsi: 17.09.2026).

10.11po 3aTBEPPKCHHS HartionansHoTro
MOJIOKCHHS (cranmaprty) OyXTaJITepChKOTO
obmky 16 «Butparn» Hakaz MiHnictep-

ctBa Ginancis Vipairm Bix 31.12.1999 Ne 318.
URL: https://zakon.rada.gov.ua/laws/show/z0027-00
(mara 3Bepuennsi: 17.09.2026).

Hama naoxooacenns cmammi.: 17.09.2026
Jlama nputinammsa cmammi: 15.10.2026
Jlama nybnixayii cmammi: 09.11.2026

109



