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Abstract. The work aims to analyse the activities of business structures in
the issue of quantitative analysis of communication policy, as quantitative is
more common and allows assessing the various aspects of communication
policy of an enterprise in quantitative units. The tendency formed in
conducting the communication policy of business structures is a natural
change of the process in a certain time series. The paper graphically presents
the relationship among the fundamental aspects of trend formation: time,
place, and action. The study allows each promising trend selected from the
previous stage of communication policy analysis to assess the success of the
factors contributing to the speed of its spread to build input data for grouping
trends that will further form promising areas of innovative development of
industrial enterprises.

1 Introduction

The activity of business structures in modern conditions, when the global pandemic has
brought to the fore the instability of trends, significant changes in pricing due to variability
of supply and demand, competitive environment, essential macro - and microeconomic
factors, etc., requires management to implement continuous assessment as economic
potential as a whole, and opportunities for development in the future. One of the key
components of any business structure of any form of ownership is marketing and
communication policy. This component is closely related to both the production and financial
components and therefore requires a clear and adequate assessment, including quantitative.
According to the methods of measuring the results of communication policy, qualitative and
quantitative indicators are distinguished, among which the quantitative one is more common,
as it allows evaluating various processes and phenomena in quantitative units. The problems
of evaluating the effectiveness of communication policy of business structures were
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considered and analysed by politics, scientists [1-8]. The tendency formed in the process of
conducting the communication policy of business structures is a natural change of the process
in a certain time series [9-11].

2 Method

The methodological basis of this study is a dialectical method of scientific knowledge, a
systematic approach, modern concepts of marketing management in general, and
communication in particular, the work of domestic and foreign scientists devoted to
forecasting trends and quantifying them. The following research methods were used to solve
the objectives of the study: comparative, system-structural, and logical analysis; cluster
analysis [12-17], bibliometric analysis [18-23]. The information base of the study consisted
of the results of research by international organizations, monographs, and scientific and
analytical articles by domestic and foreign authors.

The bibliometric analysis was conducted. To begin with, all scientific publications
dealing with the analysis of tendencies based on the Web of Science database for the keyword
phrase "analysis AND tendency" in the article title until 2021 inclusive were selected. Four
hundred ninety scientific publications were found. The publications on the analysis of
tendencies by years were analysed as well. The analysis of co-occurrence by keywords using
the program VOSviewer was selected.

This interpretation of the concept of "trend" follows two main properties that characterize
it: they are directly cases of manifestation of the process (trends) and the time during which
these cases occurred. Based on these properties, the essence of changing the process
manifestation cases in time is based.

If talking about the occurrence of a specific case of the process under study, it must have
the geographical space in which it took place.

Together, these judgments are three indicators: time, space, and quantity. These indicators
form the properties of the trend, namely: time, place, and action. Confirmation of the logical
relationship of the trend properties is the trinity of time, place, and direct action - the classical
unity according to Aristotle.

This philosophical statement has already been adapted in economic scientific thought: the
three-dimensional scheme of D. Abel [24, 25].

It should be emphasized that knowledge of change patterns over time is a complex and
time-consuming research procedure, as any phenomenon studied forms many factors acting
in different directions. This problem was discussed by [26]. However, without considering
the time during which the trend develops, it is impossible to derive its resulting value.

From the theory of classical scientific thought, it is known that the time series is a
sequence of numerically ordered numerical indicators that characterize the level of state and
changes in the phenomenon under study [27].

In the essence of the quantitative expression of the trend development, there was laid
down the basic principle. To know what level will reach a particular process, you need to
know the average rate of change. Thus, the average change rate of the process forms the trend
parameters, by which it can be quantified [28]. From the basics of physics theory, it is known
that velocity is a physical quantity that corresponds to the ratio of the body movement to the
period during which this movement occurs. The speed is the easiest to determine when the
movement is uniform, rectilinear, i.e., covers the same distances at equal intervals. In this
case, the speed is defined as the ratio of distance to time (1):

V=S/t 1)
where V is the object's speed that passed the way S per t.
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Adaptation of this formula for the classical definition of speed was further developed in
the concept of the trend speed. It was explored by [12-17]. Thus, the rate of spreading the
trend is the resulting indicator of the development and spread of the trend in a certain period
of time, taking into account the geographical space.

The value of the parameter S, i.e., the path taken by the trend, should be interpreted to the
extent of the trend. Cases of the process manifestation that form the trend reflect the
availability of a certain development of the trend, similar to the path that the body travels,
i.e., develops in a certain direction [30]. The degree of spreading the trend theoretically
represents the relative expression of the degree of encouraging potential consumers to the
studied trend [25, 26].

The time that should be defined within the study of the rate of spreading the trend is the
total period during which the trend has spread, i.e., the period from the first manifestation of
the trend to the time of the study.

Adapting the formula for calculating the speed of rectilinear uniform motion of the object
to the speed of the trend, the following expression is obtained (2):

S =DTS/T @)

where S is the speed of spreading the trend per year; DTS is a degree of spreading the
trend; 7 is a period of trend existence, years.

Thus, the function of determining the rate of spreading the trend, which is of interest to
the industrial enterprise, is based on two variable indicators: the degree of the trend — DTS
and the time in which trends were manifested in the general period of the study — 7. Both of
these indicators are not negative. If at least one of the indicators has a value of 0, either the
phenomenon had no actual manifestation or there was no period in which the trend was
studied. Thus, the condition of the trend velocity presence is given in (3):

S>0, 3)

where S is the speed of the trend spreading.

After determining the velocities of trends, the next step is to identify the factors that
influence the acceleration of their velocity.

The speed of spreading innovation trends reveals the importance of the probability degree
of successful implementation of innovative ideas in the activities of industrial enterprises [31,
32]. The process that reflects further implementation of innovative ideas in the formed
innovations is manifested in the diffusion of innovations. Thus, the acceleration of this
process in the industrial enterprise is facilitated by certain factors, which are also key aspects
of implementing the promising trends in innovative ideas, which further shape the innovative
directions of development.

Different trends can evolve in different directions of innovative development, and this
can take different periods. Thus, the nature of the successful implementation of the promising
trends depends not only on external factors surrounding the company and on management
decisions within the company but also on the very nature of the trend, i.e., indicators of a set
of factors [33, 37].

E. Rogers argues that five main reasons govern the success of implementing innovations:
relative superiority, compatibility, ease of implementation, probation (ease of
implementation), and observation (communicativeness).

There are also additional factors that determine the pace of innovation when they already
have a material embodiment in goods and services, such as the type of decision on innovation;
the nature of communication channels, the nature of the social system, in which innovation
is widespread, the propaganda activity of agents [38]. By analogy with the diffusion of
innovation into trend dissemination, it is useful to analyse only the first five main factors
contributing to dissemination. After all, by its nature, the trend is the initial stage of
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substantiating innovation ideas. Its material embodiment in specific areas of innovation has
not yet been found [39-41].

The five main factors that help accelerate spreading the trends are concepts that contain
a significant set of aspects of the likely success of trends in the future [43]. Thus, the first
factor — the relative advantage of innovation — implies that at the time of implementing the
trend towards innovative development, this innovative idea will be better than the idea it
stands for. Relative advantages can be represented in the improvement of cost-effectiveness,
environmental friendliness, and (or) can represent technical improvements due to the trends’
implementation in the innovative direction of the industrial enterprise development. Thus,
the type of relative advantage that will be the most important is determined by the very nature
of the trend [44].

The ease with which a trend is implemented reflects the degree to which it is easy to
understand, use, and adapt to innovation. The degree of understanding, use, and adaptation
are related indicators, but their meanings can vary greatly [45]. Thus, the degree of use may
be much less than the degree of understanding and vice versa and the degree of adaptation,
i.e., implementation in a particular direction of innovative development of an industrial
enterprise [46]. The ease with which a trend is implemented is directly related to the speed
with which the trend spreads, because the greater is the ease with which the three indicators
are presented, the faster the rate can spread [47].

The trend compatibility represents the degree of its compliance with the current system
of socio-cultural values, ideas from the past, which are replaced by the positions of consumer
demand. A more compatible trend is more likely to materialize from potential consumers'
perspectives and more likely to spread faster [4850]. The degree of innovations compatibility
should be considered from the standpoint of socio-cultural norms and values and compared
with the ideas of the past that are being replaced.

The test of the trend determines the ease of its approbation on a certain limited scale. The
study of trends from the standpoint of further formation of promising areas of industrial
enterprises’ innovative development shows the possible testing of trends in innovations [51,
52]. When generating innovative ideas, the trend can be explored in the industrial enterprise
and within the enterprise's market share. Thus, the greater is the test of the trend, the faster is
its spread, and implementation within the studied industrial enterprise will be greater [53].
Besides, the innovative component in the system of proactive development management can
be defined as the degree of factors’ influence [54-120].

Observability or communicativeness of a trend, in general, is the visibility of innovation
results to other people. That is, this factor reflects the alternatives of increasing market share
by an industrial enterprise due to implementing a given trend towards innovative
development and the possibility of increasing demand from existing consumers. The analysis
of these factors that contribute to the diffusion of innovations and consequently the spread of
trends reveals the possibility of analysing the success of trends.

3 Results and discussions

There were found 490 scientific publications in the database of Web of Science articles,
reviews, book sections, abstracts, etc., published during 1997-2021, to analyse tendencies.
The number of publications by year is presented in Fig. 1.

As shown in Fig. 1, the number of publications has been growing rapidly over the last ten
years.

To understand the areas of research, a co-occurrence analysis was performed by
keywords. Figure 2 presents the results of hierarchical cluster analysis with the number of
repetitions from 3 except for geographical names in the sample. The sample includes the 490
publications based on the Web of Science database.
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Fig. 1. The co-occurrence analysis by keywords (Web of Science database, publications, more than
three keyword duplications excluding geographical names).

Fig. 2 shows that there are 9 main clusters: Cluster 1 (15 items): behaviour (Links: 9,
Total links straight: 11, occurrences: 10); Cluster 2 (9 items): stress (Links: 10, Total links
straight: 11, occurrences: 6); Cluster 3 (7 items): model (Links: 6, Total links straight: 6,
occurrences: 9); Cluster 4 (7 items): management (Links: 9, Total links straight: 12,
occurrences: 7); Cluster 5 (6 items): evolution (Links: 12, Total links straight: 15,
occurrences: 9); Cluster 6 (6 items): dynamics (Links: 7, Total links straight: 9, occurrences:
6); Cluster 7 (5 items): impact (Links: 15, Total links straight: 16, occurrences: 2); Cluster 8
(5 items): tendency (Links: 1, Total links straight: 1, occurrences: 8); Cluster 9 (3 items):
content analysis (Links: 2, Total links straight: 2, occurrences: 46).

It is possible to trace the evolution of scientific research on keywords in the years. Thus,
since 2016, the most commonly used terms used and the concept of Trends have become
Impact, Variability, Time, Management, Position, Adaptation. The emergence of new terms
in determining trends indicates the relevance and variability of this concept in scientific
studies. It determines the further scientific development of this concept and the need for its
adaptation in forming the macroeconomic stability.

For further analysis, this research proposes to evaluate each promising trend selected in
the previous stage of communication policy analysis for success by the factors that contribute
to the speed of its spread to build input data for grouping trends that will further form
promising areas of innovative industrial development. A set of factors contributing to the rate
of spreading trends and their components with the symbols of each are summarized in
Table 1.

Trends formed in the process of analysis of business structures’ communication policy
by their nature differ significantly from each other, as well as the influence of constituent
factors that contribute to their spreading speed. Thus, it is proposed to use different
methodological approaches to quantitative assessment for each component of the factor in
assessing its impact on the trend.

https://doi.org/10.1051/e3sconf/202130707002
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Fig. 2. A co-occurrence analysis by keywords (the Web of Science database, publications, more than
three keyword duplications excluding geographical names).

The main purpose of determining the calculation is to establish the degree of the
constituent factors’ influence on each trend. Studying the features of the constituent factors,
existing scientific and practical approaches and features of the resulting communication
policy of business structure trends, there have been identified the main techniques that can
be used for further analysis, which are summarized in Table 1. To analyse the degree of
factors’ influence on future trends, it is proposed to use different calculation methods for each
component. But to determine the relative estimates, it is proposed to find a degree of value
that will bring trends to the reference value, i.e., one that already exists in the market in a
particular embodied innovation. Suppose the component of the factor depends on several
indicators. In that case, their sum with the same weights is the numerator in the calculation,
and the set of dependencies is considered a single component of the factor.

There are three main advantages: cost-effectiveness, technical improvements, and
environmental friendliness. To assess the cost-effectiveness of the author's approach, it is
proposed to compare the economic effect that will be obtained due to the introduction of a
promising trend with the basic set of existing characteristics. To determine the
competitiveness of an innovative idea among potentially existing ones and to be determined
by comparing the innovation that will be obtained based on implementing a promising trend
with similar products of competitors by comparing the consumption price of products. The
price of product consumption consists of three main components: the cost of purchase,
operation cost, and disposal cost. Thus, for an innovation to find its buyers on the market, it
must meet two requirements: to have appropriate consumer properties, i.e., to be useful for
personal or public consumption, and to be competitive to make its purchase more profitable
and convenient for consumers than others with the same functions or the similar competitor.
Mathematically, the dependence of the economic effect on the components is presented in
the following expression (4)
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DTE = f(Cb, Co, Cu)

where DTE is a degree of the trend efficiency;
C, is the cost of buying an innovation, the idea of which is based on implementing a
promising trend;
C, is the cost of operation of the innovation, the idea of which is based on implementing
a promising trend;
C, is the cost of utilizing innovation, the idea of which is based on implementing a
promising trend.

Table 1. Factors contributing to the speed of the trend.

)
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Technical relative advantages that will be embodied in innovation, the idea of which is
based on implementing a promising trend, can be manifested in several components, namely:
ergonomics, aesthetics, technicality, manufacturability. This task was explored by Delanoy,
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N., Kasztelnik, K. [17], Lyulyov, O., Lyeonov, S., Tiutiunyk, 1., & Podgoérska, J. [33].
Mathematically, this relationship is shown in (5)

DTPT = f (ER, AES, TECH, PR) (%)

where DTPT is a degree of technology and producibility trends;

ERis a degree of ergonomic advantages of innovation, the idea of which is based on
implementing a promising trend;

AES is a degree of aesthetic advantages of innovation, the idea of which is based on
implementing a promising trend;

TECH is a degree of technical advantages of innovation, the idea of which is based on
implementing a promising trend;

PR is a degree of producibility advantages of innovation, the idea of which is based on
implementing a promising trend.

The environmental relative benefits of innovation, the idea of which embodies a
promising trend, can be assessed as a degree of environmental impact, which is manifested
at such stages of innovation as: production, consumption and disposal. This statement is
transformed into a mathematical dependence (6):

DETF = f(Rpr;; Rcon; Rut) (0)

where DETF is a degree of environmental trend friendliness;

R, is a degree of benefits caused by the reaction to the production of environmental
innovations, the idea of which is based on implementing a promising trend;

R..n 1s a degree of benefits caused by the reaction to the consumption of environmental
innovations, the idea of which is based on implementing a promising trend;

R.: is a degree of benefits caused by the reaction by reducing the eco-destructive impact
of the disposal of environmental innovations, the idea of which is based on implementing a
promising trend and improving the environment as a result of its implementation.

The calculation of a degree of influence of the factor "Ease of innovation" for different
components is proposed to be carried out by different economic analysis tools, namely: a
degree of ease to understand through consumer marketing surveys, where there is the actual
value for innovation, which will embody the trend. The degree of ease to use is determined
based on the experimental analysis at the enterprise. The specific feature of this method is
that it considers the probabilistic nature of forecasting. There are many methods for making
forecasts based on statistical analysis, but they do not cover random changes in the behaviour
of the forecast object. The impact of random events can be assessed with the help of experts
and their assessments. The advantage of the experimental method of forecasting is that the
specialist in each field knows all the activity features and problems and sees alternatives for
further development using innovations. The degree of ease to adapt is proposed to be
determined based on the analysis of the production potential of the enterprise carried out by
the representatives of the enterprise. Compatibility of innovation is determined based on
marketing research, namely: compatibility of innovation with the needs and demands of
consumers - marketing field research; compatibility of innovation with social norms -
marketing desk research. Probation of the innovation, which will be based on information
about the essence of the promising trend, consists of the possibility of testing in an industrial
enterprise, determined by analysing the production potential of the enterprise, and the
possibility of testing in the market share, which in turn is set by trial marketing and (or)
involving focus groups of potential consumers. Communicativeness of innovation is
considered an opportunity to increase market share (diagnostics of the competitive
environment of an industrial enterprise is carried out) and an opportunity to increase demand
(diagnostics of competitiveness of marketing communications is performed). For each of the
indicators, a relative assessment is determined compared to the basic sample of innovation
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already implemented in the market. The obtained relative estimates represent the degree of
influence of the constituent factors on spreading the given perspective trends.

4 Conclusion

Thus, analysing the activities of business structures in the current unstable pandemic,
marketing and communication policy continue to play a leading role in the work of
enterprises. It is the trend formed in conducting the communication policy of business
structures that affects the cases of the process itself, the time during which these cases occur,
and the geographical space in which the studied processes take place. The above statements
result in three indicators: time, space (place), and quantity (action).

In essence, the quantitative expression of the trend development in implementing
communication policy laid the principle that, knowing the average rate of the process change
leads to answering the question of what level this process will reach. The average rate of the
process transformation forms the parameters of the trend by which it can be quantified. It
follows that the rate of spreading the trend results from the development and spread of the
trend in a certain period, taking into account the geographical space. The degree of spreading
the trend expresses the degree of potential consumers’ encouragement to the studied trend.

However, in addition, a few factors influence the acceleration of the trends’ spread. After
all, the speed of spreading the innovative tendencies shows the value of the degree of
probability of successful realization of innovative ideas in the industrial enterprises.

The successful implementation of promising innovation trends depends not only on
external factors of the enterprise but also on the very nature of the trend, i.e., indicators of a
set of factors. The ease of implementation is directly related to the rate of spreading the trends
(the greater is the ease of the trend, the speed of its spread may become more important). A
more compatible trend is more likely to materialize from the perspective of potential
consumers but is also more likely to spread faster. When generating innovative ideas, the
trend can be explored both in the industrial enterprise and within the enterprise's market
share. The communicativeness of the trend is reflected in the visibility of the innovation
results to other people.

For further analysis, it is proposed to assess each promising trend for success by the
factors that contribute to speed up its spread to group trends that will further form promising
areas of innovative development of industrial enterprises.

The main purpose of the calculations was to establish the degree of the constituent factors’
influence on each trend. And also, the basic techniques which were used in the further
analysis were defined.

To assess the cost-effectiveness, it was proposed to compare the economic effect obtained
because of introducing a promising trend; to determine the competitiveness of an innovative
idea among potentially existing ones and to be determined by comparing the innovation that
will be obtained based on the implementation of a promising trend with similar products of
competitors by comparing the consumption price of products.

Communicativeness of innovation was considered an opportunity to increase a market
share (i.e., when diagnosing the competitive environment of an industrial enterprise) and the
possibility of increasing demand (performing diagnostics of the marketing communications
competitiveness). For each of the indicators, a relative assessment was determined compared
to the basic sample of innovation that has already been introduced in the market. The obtained
relative estimates represent the degree of influence of the constituent factors on the rate of
spreading the given perspective trends.



E3S Web of Conferences 307, 07002 (2021) https://doi.org/10.1051/e3sconf/202130707002
DSDM —2021

References

1. M. Brychko, Y. Bilan, S. Lyeonov, G. Mentel. Economic Research-Ekonomska
Istrazivanja, 34(1), 828-855 (2021).

2. 0. Chygryn, L. Liulova, O. Lyulyov, T. Pimonenko. Proceedings of the 35th
International Business Information Management Association, 1-12 April 2020, Seville,
Spain, p. 8551-8562 (2020).

3. H. Yarovenko, Y. Bilan, S. Lyeonov, G. Mentel. Journal of Business Economics and
Management, 22(2), 369-387 (2021).

A. Zolkover, M. Georgiev. Financial Markets, Institutions and Risks, 4(4), 83-90 (2020).

5. M. Soliman, O. Lyulyov, H. Shvindina, R. Figueiredo, T. Pimonenko. European Journal
of Tourism Research, 28 (2021).

6. H. D. Kaya. Financial Markets, Institutions and Risks, 4(3), 13-23 (2020).

7. S. Kolosok, V. Dementov, S. Korol, O. Panchenko. Journal of Applied Economic
Sciences, 13(8), 2375-2384 (2018).

8. Y.Bilan, I. Tiutiunyk, , S. Lyeonov, T. Vasylieva. International Journal of Economic
Policy in Emerging Economies, 13(2), 173-193 (2020).

9. Y. Bilan, T. Vasilyeva, O. Kryklii, G. Shilimbetova. Creativity Studies, 12(1), 75-101.
(2019).

10. O. A. Bilovodska, N. V. Gaidabrus, L. Y. Sager. Actual Problems of Economics,
161(11), 147-153 (2014).

11. A. Bonamigo, D. Mendes. Business Ethics and Leadership, 3(4), 66-73 (2019).

12. A. F. Bondarenko, L. S. Zakharkina, L. O. Syhyda, L. Y. Saher. International Journal
of Sustainable Development and Planning, 15(4), 439-449 (2020)

13. Y. Kharazishvili, A. Kwilinski, O. Grishnova, H. Dzwigol, Sustainability, 12(21), 8953
(2020)

14. R. Miskiewicz. Energies, 13(22), 6106 (2020)
15. 1. M. Boyarko, Y. V. Samusevych. Actual Problems of Economics, 117(3), 86-94 (2011)

16. O. Chygryn, O. Lyulyov, T. Pimonenko, S. Mlaabdal. Engineering Management in
Production and Services, 12(4), 92-104 (2020).

17. N. Delanoy, K. Kasztelnik. Business Ethics and Leadership, 4(2), 56-74 (2020).
18. H. Dzwigol, Marketing and Management of Innovations, 1, 128-135 (2020)

19. O. Lyulyov, T. Pimonenko, A. Kwilinski, H. Dzwigol, M. Dzwigol-Barosz, V. Pavlyk,
P. Barosz, Energies, 14(2), 373 (2021)

20. S. Shymon, E. Kolomiets-Ludwig, Jo. Osiejewicz, D. Krawczyk, B. Kaminska.
Marketing and Management of Innovations, 1, 303-311 (2020).

21. A. Rosokhata, M. Minchenko, L. Khomenko, O. Chygryn, (2021). E3S Web of
Conferences, 250

22. M. Taqi, N. Gurkaynak, M. Gencer. Marketing and Management of Innovations, 2, 185-
197 (2019).

23. V. Kondratenko, O. Okopnyk, L. Ziganto, A. Kwilinski, Marketing and Management of
Innovations, 1, 87-94 (2020)

24. L. L. Hrytsenko. Actual Problems of Economics, 159(9), 84-91 (2014).
25. K.B. Kouassi. Financial Markets, Institutions and Risks, 2(2), 22-30 (2018).
26. S. Kozmenko, T. Vasyl'yeva. Banks and Bank Systems, 3(1), 48-56 (2008).

10



E3S Web of Conferences 307, 07002 (2021) https://doi.org/10.1051/e3sconf/202130707002
DSDM —2021

27. S. V. Leonov, O. V. Isaieva. Actual Problems of Economics, 155(5), 416-425. (2014).

28. S.V.Leonov, T. A. Vasylieva, D. L. Tsyganyuk. Actual Problems of Economics, 134(8),
75-85 (2012).

29. A. Kwilinski, A. Kuzior, Management Systems in Production Engineering, 28(2), 119-
123 (2020)

30. Y. Petrushenko, N. Kostyuchenko, D. Smolennikov, A. Vorontsova. Problems and
Perspectives in Management, 15(3), 183-192. (2017).

31. L.Saher, L. Syhyda, O. Korobets, T. Berezianko. E3S Web of Conferences, 234 (2021).

32. N. Letunovska, O. Lyuolyov, T. Pimonenko. E3S Web of Conferences 234. (2021).

33. O. Lyulyov, S. Lyeonov, 1. Tiutiunyk, J. Podgorska. Journal of International Studies,
14(1) (2021).

34. P. Bhandari Medani. SocioEconomic Challenges, 3(4), 97-128 (2019).

35. H. Dzwigol, M. Dzwigol-Barosz, R. Miskiewicz, A. Kwilinski, Entrepreneurship and
Sustainability Issues, 7(4), 2630-2644 (2020)

36. A.Kwilinski, O. Vyshnevskyi, H. Dzwigol, Journal of Risk and Financial Management,
13(7), 142 (2020)

37. L. Melnyk, I. Dehtyarova, O. Kubatko, O. Karintseva, A. Derykolenko. Economic
Annals-XXI, 179(9), 22-30 (2019).

38. M.P.S.R. Mercado, J.G. Vargas-Hernandez. Business Ethics and Leadership, 3(1), 124-
133 (2019).

39. V.V. Dementyev, A. Kwilinski, Journal of Institutional Studies, 12(1), 100-116 (2020)
40. O. Skrynnyk, T. Vasylieva. CEUR Workshop Proceedings, 2732, 411-422 (2020).

41. Y. Samusevych, A. Vysochyna, T. Vasylieva, S. Lyeonov, S. Pokhylko. E3S Web of
Conferences, 234 (2021).

42. O. Akimov, M. Karpa, C. Dubych, D. Zayats, N. Movmyga, N. Tverdokhliebova.
International Journal of Emerging Trends in Engineering Research, 8(9), 6214-6219
(2020).

43. A. Vorontsova, H. Shvindina, T. Mayboroda, H. Mishenina, 1. Heiets. Problems and
Perspectives in Management, 18(4), 275-288 (2020).

44. A. Zolkover, J. Renkas. SocioEconomic Challenges, 4(4), 175-182 (2020).

45. L. Sineviciene, O. Shkarupa, L. Sysoyeva. SocioEconomic Challenges, 2(2), 81-93
(2018).

46. N. Stukalo, M. Lytvyn, Y. Petrushenko, Y. Omelchenko. E3S Web of Conferences, 211
(2020).

47. A. Teletov, S. Teletova, N. Letunovska. Periodicals of Engineering and Natural
Sciences, 7(2), 458-465 (2019).

48. 1. Vakulenko, L. Saher, O. Lyulyov, T. Pimonenko. E3S Web of Conferences, 250
(2021).

49. 1. Vakulenko, L. Saher, L. Syhyda, S. Kolosok, A. Yevdokymova. E3S Web of
Conferences, 234 (2021).

50. T. Vasilyeva, S. Bilan, K. Bagmet, R. Seliga. Economics and Sociology, 13(1), 271-294
(2020).

51. O. Kuzmenko, T. Vasylieva, S. Vojtovi¢, O. Chygryn, V. Snieska. Economics and
Sociology, 13(4), 318-340 (2020).

11



E3S Web of Conferences 307, 07002 (2021) https://doi.org/10.1051/e3sconf/202130707002
DSDM —2021

52

53.

54.

55.

56.

57.

58.

59.
60.
61.
62.
63.
64.

65.

66.

67.

68.
69.
70.
71.
72.

73.

74.

75.

76.

77.

. L. Akimova, O. Akimov, T. Maksymenko, Z. Hbur, V. Orlova. Academy of
Entrepreneurship Journal, 26(3), 1-8 (2020).

T. Vasylieva, O. Jurgilewicz, S. Poliakh, M. Tvaronavi¢iené, P. Hydzik. Journal of
International Studies, 13(2), 329-346 (2020)

S. Cyfert, A. Chwitkowska-Kubala, W. Szumowski, R. Miskiewicz, PLoS ONE, 16(4),
€0249724 (2021)

B. Czyzewski, A. Matuszczak, R. Miskiewicz, Technological and Economic
Development of Economy, 25(1), 82-102 (2019)

H. Dzwigol, M. Dzwigol-Barosz, Z. Zhyvko, R. Miskiewicz, H. Pushak, Journal of
Security and Sustainability Issues, 8(3), 307-317 (2019)

E. Gross-Golacka, M. Kusterka-Jefmanska, R. Miskiewicz, B. Jefmanski, A. Rzepka, T.
Kupczyk, European Research Studies Journal, XXIV(2B), 410-429 (2021)

L. Hrytsenko, I. Boiarko, O. Tverezovska, J. Polcyn, R. Miskiewicz, Marketing and
Management of Innovations, 2, 155-165 (2021)

R. Miskiewicz, Polityka Energetyczna, 21(2), 49-62 (2018)

R. Miskiewicz, Virtual Economics, 2(2), 37-47 (2019)

R. Miskiewicz, Marketing and Management of Innovations, 3, 371-381 (2020)
R. Miskiewicz, Journal of Risk and Financial Management, 14(2), 59 (2021)
R. Miskiewicz, R. Wolniak, Sustainability, 12(14), 5776 (2020)

K. Pajak, O. Kvilinskyi, O. Fasiecka, R. Miskiewicz, Economics and Environment,
2(61), 122-138, (2017)

0. Prokopenko, R. Miskiewicz, Entrepreneurship and Sustainability Issues, 8(2), 269-
284 (2020)

A. Rzepka, R. Borowiecki, R. Miskiewicz, Z. Olesinski, European Research Studies
Journal, XXIV(2), 1149-1162 (2021)

P.W. Satuga, K. Szczepanska-Woszczyna, R. Miskiewicz, M. Chiad, Energies, 13(18),
4833 (2020)

H. Dzwigot, Virtual Economics, 4(1), 98-117 (2021)

H. Dzwigol, Academy of Strategic Management Journal, 19(4), 1-8 (2020)
H. Dzwigol, Marketing and Management of Innovation, 1, 324-335 (2021)
H. Dzwigol, R. Wolniak, Przemys! Chemiczny, 97(7), 1114—1116 (2018)

H. Dzwigol, M. Dzwigol-Barosz, Academy of Strategic Management Journal, 19(5), 1-
7 (2020)

H. Dzwigol, S. Shcherbak, M. Semikina, O. Vinichenko, V. Vasiuta, Academy of
Strategic Management Journal, 18(SI1), 1-8 (2019)

H. Dzwigol, O. Aleinikova, Y. Umanska, N. Shmygol, Y. Pushak, Journal of
Entrepreneurship Education, 22(1S), 1-7 (2019)

H. Dzwigol, M. Dzwigol-Barosz, A. Kwilinski, International Journal of
Entrepreneurship, 24(1), 1-5 (2020)

Y. Kharazishvili, A. Kwilinski, O. Sukhodolia, H. Dzwigol, D. Bobro, J. Kotowicz,
Energies, 14(8), 2126 (2021)

Y. Kharazishvili, A. Kwilinski, H. Dzwigol, V. Liashenko, Virtual Economics, 4(2), 7-
40 (2021)

12



E3S Web of Conferences 307, 07002 (2021) https://doi.org/10.1051/e3sconf/202130707002
DSDM —2021

78. O. Lyulyov, I. Vakulenko, T. Pimonenko, A. Kwilinski, H. Dzwigol, M. Dzwigol-
Barosz, Energies, 14(12), 3497 (2021)

79. H. Dzwigol, M. Dzwigot-Barosz, Financial and Credit Activity: Problems of Theory and
Practice, 2(25), 424-437 (2018)

80. A. Kwilinski, H. Dzwigol, V. Dementyev, International Journal of Entrepreneurship,
24(1 Special Issue), 1-5 (2020)

81. O. Arefieva, O. Polous, S. Arefiev, V. Tytykalo, A. Kwilinski, IOP Conference Series:
Earth and Environmental Science, 628, 012039 (2021)

82. V. Boiko, A. Kwilinski, M. Misiuk, L. Boiko, Economic Annals-XXI, 175(1-2), 68-72
(2019)

83. S. Bogachov, A. Kwilinski, B. Miethlich, V. Bartosova, A. Gurnak, Entrepreneurship
and Sustainability Issues, 8(2), 487-499 (2020)

84. O. Chygryn, Y. Bilan, A. Kwilinski, Marketing and Management of Innovations, 3, 356-
368 (2020)

85. N. Dalevska, V. Khobta, A. Kwilinski, S. Kravchenko, Entrepreneurship and
Sustainability Issues, 6(4), 1839-1860 (2019)

86. V. Khrapkina, A. Kwilinski, J. Polcyn, K. Pajak, V. Stratonov, V. Kobets, V. Virtual
Economics, 4(2), 41-73 (2021)

87. V. Koibichuk, N. Ostrovska, F. Kashiyeva, A. Kwilinski, Marketing and Management
of Innovations, 1, 253-265 (2021)

88. A. Kuzior, A. Kwilinski, V. Tkachenko, V. Entrepreneurship and Sustainability, 7(2),
1353-1376 (2019)

89. A. Kuzior, A. Kwilinski, I. Hroznyi, Energies, 14(9), 2572 (2021)

90. A. Kuzior, O. Lyulyov, T. Pimonenko, A. Kwilinski, D. Krawczyk, Sustainability,
13(15), 8145 (2021)

91. A. Kwilinski, Virtual Economics, 1(1), 7-25 (2018)
92. A. Kwilinski, Marketing and Management of Innovations, 4, 116-128 (2018)

93. A. Kwilinski, Academy of Accounting and Financial Studies Journal, 23(SI12), 1-6
(2019)

94. A. Kwilinski, V. Tkachenko, A. Kuzior, Journal of Security and Sustainability Issues,
9(2), 561-570 (2019)

95. A. Kwilinski, N. Dalevska, S. Kravchenko, I. Hroznyi, I. Kovalenko, Journal of
Entrepreneurship Education, 22(SI1), 1-7 (2019)

96. A.Kwilinski, I. Ruzhytskyi, V. Patlachuk, O. Patlachuk, B. Kaminska, Journal of Legal,
Ethical and Regulatory Issues, 22(S12), 1-6 (2019)

97. A. Kwilinski, R. Volynets, 1. Berdnik, M. Holovko, P. Berzin, P. Journal of Legal,
Ethical and Regulatory Issues, 22(S12), 1-6 (2019)

98. A. Kwilinski, K. Pajak, O. Halachenko, S. Vasylchak, Y. Pushak, P. Kuzior, Marketing
and Management of Innovations, 4, 172-181 (2019)

99. A. Kwilinski, Y. Zaloznova, N. Trushkina, N. Rynkevych, E3S Web of Conferences,
168, 00031 (2020)

100.A. Kwilinski, M. Dielini, O. Mazuryk, V. Filippov, V. Kitseliuk, Journal of Security and
Sustainability Issues, 10(1), 345-358 (2020)

101.A. Kwilinski, D. Shteingauz, V. Maslov, Financial and Credit Activities: Problems of
Theory and Practice, 3(34), 133-140 (2020)

13



E3S Web of Conferences 307, 07002 (2021) https://doi.org/10.1051/e3sconf/202130707002
DSDM —2021

102.A. Kwilinski, 1. Slatvitskaya, T. Dugar, L. Khodakivska, B. Derevyanko, International
Journal of Entrepreneurship, 24(1 Special Issue), 1-8 (2020)

103.A. Kwilinski, V. Litvin, E. Kamchatova, J. Polusmiak, D. Mironova, International
Journal of Entrepreneurship, 25(1), 1-8 (2021)

104.Y. Kyrylov, V. Hranovska, V. Boiko, A. Kwilinski, L. Boiko, L. Journal of Risk and
Financial Management, 13(12), 303 (2020)

105.V. Lakhno, V. Malyukov, T. Bochulia, Z. Hipters, A. Kwilinski, O. Tomashevska,
International Journal of Civil Engineering and Technology, 9(8), 1802-1812 (2018)

106.0. Lyulyov, T. Pimonenko, A. Kwilinski, Y. Us, E3S Web of Conferences, 250, 03006
(2021)

107.K. Pajak, B. Kaminska, O. Kvilinskyi, O. Financial and Credit Activity: Problems of
Theory and Practice, 2(21), 204-217 (2016)

108.T. Savchenko, N. Basiurkina, O. Rodina, A. Kwilinski, Management Theory and Studies
for Rural Business and Infrastructure Development, 41(1), 43-61 (2019)

109.V. Tkachenko, A. Kwilinski, O. Korystin, N. Svyrydiuk, I. Tkachenko, Journal of
Security and Sustainability, 8(3), 375-385 (2019)

110.V. Tkachenko, A. Kwilinski, M. Klymchuk, 1. Tkachenko, Management Systems in
Production Engineering, 27(2), 119-123 (2019)

111.V. Tkachenko, A. Kwilinski, I. Tkachenko, P. Puzyrova, Marketing and Management of
Innovations, 2, 228-238 (2019)

112.V. Tkachenko, A. Kwilinski, B. Kaminska, I. Tkachenko, P. Puzyrova, Financial and
Credit Activity: Problems of Theory and Practice, 3(30), 85-94 (2019)

113.V. Tkachenko, A. Kuzior, A. Kwilinski, Journal of Entrepreneurship Education, 22(6),
1-10 (2019)

114.L.M. Karpenko, M. Serbov, A. Kwilinski, V. Makedon, S. Drobyazko, Academy of
Strategic Management Journal, 17(5), 1-7 (2018)

115.M. Borychowski, S. Stgpien, J. Polcyn, A. ToSovié-Stevanovié, D. Calovi¢, G. Lali¢, M.
Zuza, Sustainability, 12(24), 10362 (2020)

116.B. Czyzewski, A. Matuszczak, J. Polcyn, K. Smedzik-Ambrozy, J. Staniszewski,
Journal of Cleaner Production, 260, 121064 (2020)

117.]. Polcyn, Management, 22(2), 171-186 (2018)
118.]. Polcyn, Sustainability, 13(15), 6846 (2021)

119.A. Zielinska-Chmielewska, A. Olszanska, J. Kazmierczyk, E.V. Andrianova,
Agronomy, 11(2), 299 (2021)

120.R. Abazov, Herald of Journalism, 58(4), 34-43 (2021)

14



