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APPROACHES TO THE MANAGEMENT OF RELATIONSHIPS
OF PUBLISHING-POLYGRAPHIC ENTERPRISES
IN THE SYSTEM OF SUPPORTING DECISION MAKING

In today s market economy, publishing and printing companies are under the influence of intense competition
forthe customer; the client. Making every effort to meet the demand of your consumer; establishing relationships
with suppliers, freelancers, third parties by establishing partnerships.

Publishing and printing companies in the course of their work enter into relationships with market
participants. Company relations with customers, contractors, suppliers and other participants for the
production of goods, services or supplies of various goods, provide for the conclusion of contracts and are
common practice of enterprise interaction. A special feature in the activity of publishing and printing companies
is the provision of comprehensive services, both in the publishing (creation of the edition from work with the
author to the production of the layout of the publication) and printing industry (execution of all pre-printing,
printing and post-printing processes). Various stakeholders are involved in the execution of orders, that is,
stakeholders, material suppliers, outsiders, freelancers and others, which creates partnerships between them.

The purpose of this study is to analyze partnerships and identify key approaches in building such relationships
between publishing and printing companies and its stakeholders to build a decision support system.

The first step towards creating a decision support system for managing partnerships of publishing and
printing companies is to create a knowledge base that describes the subject area of partnerships. Partnerships,
in turn, require the identification and analysis of meaningful concepts that form the subject area of the decision
support system for managing the partnership relations of publishing and printing companies. This raises an
urgent question as to the type of partnerships between publishing and printing companies with stakeholders.
The practical result of this study is to identify approaches in managing partnerships between publishing and
printing companies.

Key words: managing partnerships, publishing and printing companies, partnerships, partnerships of
publishing and printing companies, decision support systems.

Problem statement. Increasingly, businesses are
realizing that in order to work effectively, they need to
be constantly in close contact with their stakeholders.
Analyzing the inside information (derived from the
performance of such systems) allows you to analyze
the status of each stakeholder more clearly based on
objective data. This is far more reliable than making
certain judgments based only on a subjective view of
the situation. Therefore, the creation of decision sup-
port systems for managing partnerships of publishing
and printing companies gives the company certain
advantages and economic preferences.

The first step towards creating decision support
systems for managing partnerships with publishing
and printing companies is to create a knowledge

base that describes the subject area of partnerships.
Partnerships, in turn, require the identification and
analysis of meaningful concepts that form the subject
area of decision support systems for managing part-
nerships between publishing and printing companies.
This raises the pressing question of choosing the type
of partnership relations between publishing and print-
ing companies with stakeholders.

Latest research and publications analysis. Ana-
lyzing literary sources [1-2; 4-5; 7—11; 14—13], there
are two approaches to managing partnerships. Issues
of value approach in the management of partnership
relations are considered in the works of domestic and
foreign scientists. A. Rappaport [1], B. Stewart [2], T.
Copeland, J. Murrin, and T. Coller [10]. A valuable
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approach in managing partnerships was consid-
ered in the works of such scholars as Chukhray N.,
Kryvoruchko Y. [13], Girnaya O. [4], Gordon Y. [5],
Zavgorodij A. [7], Kovalev A., Voilenko V. [8].

The article aim analyze partnerships and iden-
tify key approaches in building relationships between
printing and publishing companies and stakeholders
to create a decision support system.

Object of research — processes of managing part-
nerships of publishing and printing companies with
stakeholders

Subject of research — information technology of
decision making in the sphere of partnership relations
of publishing and printing companies with stakeholders

Basic material. The analysis of the literature has
made it possible to conclude that the concepts of
“value” and “value” are not entirely correct in the con-
text of partnerships, since the essence of partnerships
is connected not only with value aspects but also with
value [12]. As noted in their work [12] Pushkar O.,
Kurbatova Yu. The value of partnerships is the set of
economic benefits that enterprises receive as a result
of their relations, which contributes to the emergence
of results in monetary and non-monetary dimensions.

The value approach in partnerships is aimed at
increasing the individual profits of partners, without
taking into account the individual needs of each part-
ner. Affiliate management in this approach is aimed at
achieving certain goals, maximizing profits, which are
reflected in quantitative indicators, such as increased
sales, reduced costs, or increased profits. Partnership
management, taking a cost approach, allows you to
focus on the quantitative (cost) characteristics of rela-
tionships that are associated with increased profits
and cost minimization, but only unilaterally.

The value approach in managing partnerships has
a certain purpose — to ensure mutual benefit for all
stakeholders, which is related to the acquisition of
values and is revealed in the formation of quantita-
tive and qualitative characteristics of relations, at the
same time for both or more partners [14]. Based on
this, the fundamental concept of a value approach in
managing partnerships is “value”.

Therefore,  value-based and  value-based
approaches were chosen as the basic ones in manag-
ing the partnership relations of publishing and printing
companies, first of all, because the use of value-based
approach makes it possible to achieve maximum
results of enterprises. That is, all businesses receive
the highest possible profit or benefit.

In their work [14] Chukhray N., Kryvoruchko Y.
indicate that companies understand the values of
the partner, as well as establishing partnerships with
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“their environment, as they are aware of the link in the
whole value chain”. Secondly, the value approach is
chosen as fundamental because, as many businesses
goals lie not only in the value approach [14], partners
in today’s economic environment aim to form values,
not just value.

Dligach A. in his work [6] introduces the notion of
system-reflective control, as a form of control with sys-
temic (regular) reflection, a constantly operating system
of “wide object” management, to which others (subjects
of confrontational control) are involved, whose inter-
ests, intentions, actions are foreseen and managed.

An overview of the automated information and con-
trol systems, which, presented on the Ukrainian market,
found that universal and specialized systems such as
Asystem, Hiflex, Prinance, DISO are intended to assist
in essentially the same issues, the difference lies only in
the functions present in those or other systems.

Systems such as Asystem, Hiflex, Prinance
and DISO are intended mainly for large and medi-
um-sized enterprises. Smaller businesses use simpler
systems, such as Print-Effect and PrintSmith. At the
stage of technical preparation, the production infor-
mation system can solve the following main tasks [3]:

— calculation of the cost of the order on the basis
of the lists of operations and resources required to
execute the order. The information base for calculat-
ing the cost of orders is provided by equipment direc-
tories, material consumption rates (including techni-
cal waste), time costs, as well as a directory of the
basic types of orders and operations required for their
execution;

— planning of expenses and purchases;

— managing the composition of materials and fin-
ished products;

— calculation and recalculation of the cost of the
order;

— preparation of product templates;

— installation of printing letters;

— development of original layout and formation
of technological route;

— manpower planning and tracking;

— control of order completion at all stages of pro-
duction and others.

Customer relationship management systems,
CRM-class systems, increase customer service effi-
ciency. Customer relationship management systems
provide comprehensive customer information by
storing customer data, the task of which is to optimize
customer service by maintaining customer informa-
tion and relationships with them. CRM allows you
to: manage business processes and contacts, maintain
an incident database and incident knowledge base,
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and this class system allows you to plan and manage
sales, including automatic workflows, managing staff
downloads, reminding you of scheduled appoint-
ments and calls, get work results. At the same time,
customer relationship management systems, CRM-
class systems, do not fully allow to make decisions
regarding partnerships between publishing and print-
ing companies and its stakeholders.

Automated enterprise management systems
such as Asystem, Hiflex, Prinance, DISO and Print-
Effect and PrintSmith process control systems were
analyzed. The analysis did not reveal in any of these
systems such functions that could be used to make
decisions regarding partnerships in publishing and
printing companies.

The decisions made should be based on reliable,
current and predictable information on the analysis of
all the factors that influence the decision, taking into
account the anticipation of its possible consequences.
A late decision significantly reduces the efficiency
and quality of decisions and accordingly influences
the activity of the enterprise as a whole. In order for a
competitive printing company to function, it is neces-
sary to implement DSS in the enterprise.

When manufacturing printing products, there are
a number of problems or decision-making problems
that need to be addressed immediately by the technol-
ogist, manager or manager. Only the right and timely
decisions can be made to avoid significant quality
problems and a critical breach of time.

The analysis of the activity of publishing and print-
ing companies has revealed a number of strategic and
operational decisions in the sphere of managing the
relations of publishing and printing enterprises with
suppliers, whose computer support is currently miss-
ing or not perfect:

a) strategic decisions: decisions regarding the
choice of partner suppliers, decisions on a strategy for
promoting suppliers, decisions regarding the direc-
tions of enterprise development taking into account
the interests of partner suppliers;

b) operational decisions: deciding whether to send
an order to a particular supplier, decisions regarding
the technology of order fulfillment by the supplier
according to the wishes of the enterprise, solutions
regarding delivery time and benefits, procurement
logistics decisions, decisions regarding compensation
for damages.

Computer support for solutions in the field of
relationship management of publishing and printing
companies with employees is also not perfect: deci-
sions on a strategy for workers’ incentives; decisions
regarding compensation for lack of products; deci-

sions regarding promotion or career advancement of
employees; decisions regarding dismissal or removal
from office; decisions regarding the choice of a pay
strategy for employees.

In order to provide mathematical and computer
support for the decision-making process of managing
partnerships between publishing and printing compa-
nies and its stakeholders, we will formulate an appro-
priate set of decision-making tasks facing, for exam-
ple, managers of printing and printing companies.
The following basic types of tasks may be included
in the decision-making complex of managing partner-
ships between publishing and printing companies and
their supplies suppliers:

Task 1. Strategic decision-making problem in
choosing the type of relationship between an enter-
prise and suppliers of a given type of materials.

Task 2. The decision-making task of choosing a
partner among the suppliers of a given type of mate-
rials.

Task 3. The decision-making task of determining
the volume of the order from the partner supplier of
materials for carrying out current operational activi-
ties.

Most of these solutions are poorly formalized.
Therefore, computer decision support can be pro-
vided by Decision Support System (DSS) informa-
tion systems of the DSS. It can also be concluded that
the DSS under discussion should include strategic
and operational modules to support different levels of
decision making.

Conclusions. The analysis of partnerships was
carried out and the main approaches in the construc-
tion of relations between publishing and printing
companies and its stakeholders were identified. The
analysis concluded that in order to build a decision
support system in managing partnerships of publish-
ing and printing companies, it is necessary to use not
only the value and value approach, but also the use of
reflective management. Generally speaking, it can be
said that the use of reflective partnership management
is that the relationship enterprises must anticipate and
take into account the values of partnership that each
partner expects to receive.

In analyzing the activities of publishing and print-
ing companies, a number of strategic and operational
decisions have been identified in the management
of the relationship between publishing and printing
companies and its stakeholders, whose computer sup-
port is missing or not perfect. This made it possible
to formulate a complex of decision-making tasks for
managing the partnership relations of publishing and
printing companies with suppliers of consumables.
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Anapromenko T.1O. IIIJIXOAU 10 YIIPABJIIHHSA B3AEMOBIIHOCUHAMU BUJIABHHUYO-
MOJITPA®TYHUX HIAIMPUEMCTB Y CUCTEMI HIITPUMKHU IPUMHATTA PINIEHD

YV cyuacnux ymosax punkoeoi ekonomixu 6udasHuuo-noaiepaghiuni nionpuemcmea nepedysaioms nio eniu-
60M IHMEHCUBHOT KOHKYPEHMHOI OOpOMbOU 3a 3AMOBHUKA, KIiEHma. Bonu maroms doknadamu bazamo 3ycuiv
07151 3A008071eHHs NONUMY CB020 CHONCUBAUA, HALA00NCEHHS CMOCYHKI8 3 NOCMAYANbHUKAMU, NO3AUMAan-
HUMU NPAYIHUKAMU, CTMOPOHHIMU BUKOHABYAMU, BCIMAHOBIIO8AMU NAPMHEPCHKI 8IOHOCUHUL.

Buoasnuyo-noniepagiuni nionpuemcmea 6 npoyeci c8oei pobomu 6CmMynaomv y 63aeMOGIOHOCUHU 3
yuacHukamu punky. Bzaemosionocunu nionpuemcmea 3 3aMOBHUKAMU, GUKOHABYSAMU, NOCAYATbHUKAMU MA
IHWUMU YUACHUKAMU NPOYecy SUSOMOGIEHH MO8aApie, HAOAHHSA NOCHye ab0 NOCMAYAHHS DIZHOMAHIMHUX
mosapie nepeddayaoms yKiaoauHs 002060pi6 i € NOUUPEHOI0 NPAKMUKOIO 63aeMo0ii nionpuemems. Oco-
Onugicmio 8 OiAILHOCMI BUOABHUYO-NONIZPADIUHUX NIONPUEMCME € HAOAHHS KOMNIEKCHUX NOCTYe, 5K ) 8U0A6-
HUYill (CMBOperHs BUOAHHS, NOYUHAIOYU 80 POOOMU 3 ABMOPOM 00 BUSOMOBIEHH MAKemy UOAHHS), MAK i
noniepagiunii eany3i (BUKOHAHHS YCIX 00OPYKAPCHLKUX, OPYKAPCOKUX MA NICAAOPYKAPCLKUX npoyecis). Y npo-
yeci GUKOHAHHS 3aMO61eHb Oepynib YHacmbp PisHi 3ayiKasieni cmoponu, moomo cmetikxondepu. Lle i nocma-
YAIbHUKY MaAmepiaiis, i CIOpoHHi UKOHABYI, [ no3awmamui npayienuxu ma inwi. Omoice, 8Kpati 8aiciusum
€ 6CMAHOBNEeHHS NAPMHEPCHKUX GIOHOCUH MIJC HUMUL.

Memoto nawioeo 00CaiONHCeHHsT € AHANI3 NAPMHEPCLKUX BIOHOCUH MA BUABTEHHS. OCHOGHUX NIOX00i8 00
noOY008U MAKUX GIOHOCUH MIJNC BUOABHUUO-NONICDADIUHUMU NIONPUEMCIBAMU MA 1020 CMEUKXA0epamu Y
cucmemi NIOMPUMKYU NPUUHAMMSA PilieHb.

Tepuium KpoKom HA WIAXY CIMBOPEHHS cCucmemMu RIOMPUMKY NPULIHAMMS PileHb 3 YNPAGIIHHA NapmHep-
CbKUMU BIOHOCUHAMU BUOABHUYO-NONICPADIUHUX NIONPUEMCING € CIMEOPEHHS DA3U 3HAHb, KA ONUCYE Npeo-
MemHy 001acmv NApMHEPCbKUX 8IOHOCUH. [lapmHepcobKi 8i0HOCUHU CBOEI0 Yepeo0 NOMpPedyIOmb BUABLEHHS
ma aHanizy 3miCmosHUX NOHAMb, AKi CKAa0aome npeomemuy oOnacme cucmemu NIOMPUMKY NPUUHAMMA
piutens 3 YnpasiinHi NAPMHEPCoKUMU BIOHOCUHAMU SUOABHUYO-NoRiepagiunux nionpuemcms. Ilpu yvomy
nocmae akmyanvbhe nUmanHs wooo eudopy muny napmuepcvbKux 6i0HOCUH BUOABHUYO-NOTIZPADTUHUX nio-
npuemMcme 3i cmeukxonoepamu. IIpaxmuunum pe3yivmamom Hauo20 00CTIONCEeHHsL € BUSHAYEHHS NI0X0018 00
VIPABIIHHA NAPMHEPCOKUMU BIOHOCUHAMU Y BUOABHUYO-NONI2PADIUHUX NIONPUEMCMBAX.

Knwuogi cnosa: ynpasninna napmuepcoKumMu GiOHOCUHAMU, BUOABHUYO-NORIepadiuni nionpuemcmaa,
NAPMHEPCHKT  BIOHOCUHU, NAPMHEPCHKI  8IOHOCUHU GUOABHUYO-NONIZPAPDIUHUX NIONPUEMCIEG, CUCTEMU
RIOMPUMKU NPULTHATNMS PILUEHD.
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