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Tax efficiency program evoluation of small business support 

In modern condition, the solution of problems related to ensuring faster growth of small and middle 
businesses is of great importance nowadays. Futher pace a the firction of small a middle businesses development 
as well as local budgetiny are mostly predetermined by the state and above all the negional authorities support. 
 The purpose of this study is scientific and practical motivation for assessing tax efficiency government 
support programs for small and middle businesses. 
 In this paper, theoretical and practical problems of the tax efficiency of state support for small and 
middle businesses as a source of fiscal revenue in the region have been considered. Comparative analysys has 
proved thed there are significant differences in the methods of state support and the needs of small and middle 
businesses. The obtained results allowed to characterize the support small and middle businesses for this 
criterion ineffective; and therefore recommend annually to detect deviation of the actual distribution of funds 
from the  expected support of small and middle businesses. 
 The aproach to the evaluation of the effectiveness of tax financing of small and middle businesses 
support local authorities offered. Calculated on the basis of budgetary efficiency coefficients in Mykolayiv and 
Balta ragion and town Voznesensk of the direct relationship between the amount of funding programs to support 
small businesses and small businesses tax revenues to the local budget hasbeen confirmed. 
Taxes, budgetary efficiency, small and medium business, region 
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Providing of economic safety of the country based on strategic marketing 

The aim of the study is to analyze the strategic frameworks to ensure the economic security of the 
international activities of the country in terms of globalization and development of practical recommendations 
for consideration of the factor of economic security of international activities in the development strategy of the 
national economy.  

 In this article the list of uses of the marketing approach in government activities is proposed. Using of 
resource potential and positioning in industrial, scientific and technical environment is the part of a strategic 
approach of long-term development policy of the government regarding. In terms of technological progress 
dependence competitiveness of corporate social and institutional environment in the country was acknowledged.  

We propose to consider the impact of country of origin effect on consumer behavior in terms of the 
perception of products and purchase decision as part of branding. The main task of government is to promote the 
improvement of the competitiveness of national businesses in the most stable position and country.  
economic security, economic activity, public policy, internationalization, image, branding 
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