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The article examines the role of social programs as an effective tool for increasing the
competitiveness of enterprises in modern crisis conditions and during martial law. The
purpose of the work is to theoretically substantiate the strategic importance of corporate
social responsibility (CSR) and comprehensively analyze the practical experience of its
implementation using the example of the national retail network ATB-Market LLC. The
methodological basis of the study is the concept of creating shared value (Shared Value),
methods of systemic and structural analysis, as well as the assessment of socio-economic
indicators of the enterprise’s activities. The study proves that CSR for modern retail has
transformed from episodic philanthropy into a critical condition for the legitimacy of
business and ensuring its stable development. It was found that the integration of large-
scale social programs into the business model allows for the formation of a strong emotional
connection with consumers, reducing the level of staff turnover and creating a reputational
buffer that increases resilience to market challenges. The company’s external social projects
(assistance to vulnerable groups, support for the Armed Forces of Ukraine) were
additionally analyzed. It was found that attracting customers to charity forms a new type
of competitive advantage based on the value perception of the brand. The scientific
novelty of the study lies in the comprehensive approach to evaluating social initiatives,
where social costs are considered not as losses, but as a factor of innovative development
and a source of long-term economic benefits. The practical value of the work is confirmed
by the proposed approach to assessing the effectiveness of the enterprise’s internal social
policy based on the dynamics of labor costs and social contributions. It was concluded
that investments in personnel and community support minimize personnel risks and
directly strengthen the company’s market position.

Keywords: corporate social responsibility, social programs, enterprise competitiveness,
retail trade, shared value, social investments, business sustainability.

Introduction and problem statement
Current events in Ukraine are taking place amid

a significant economic crisis: the growth of prices
significantly outpaces the growth of wages. Enterprises
are trying to conduct business transparently, taking
into account the financial condition of the country.
In connection with the war, society and businesses
have adapted to new conditions and are trying to

maintain stable operations. Consumer choice is based
on “not just stores with affordable prices”, but brands
that actively support the country in difficult times.
Therefore, for large retail chains, helping citizens in
recent years has ceased to be ordinary charity. Based
on this, a key question arises: how should enterprises
organize their activities so that social initiatives bring
maximum benefit to society while also supporting
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business development and at the same time work for
the business itself – increase its competitiveness,
strengthen customer trust and ensure stable further
development.
Analysis of recent research and publications

The issues of corporate social responsibility
(CSR) development and its impact on business
performance are the subject of the work of many
domestic and foreign scientists. In particular, the
fundamental principles of ethical business conduct
and social partnership were studied by such scientists
as A. Kolot, O. Grishnova, as well as M. Porter and
M. Kramer, who laid the foundations of the concept
of “shared value”. Theoretical aspects of the
competitiveness of enterprises in the field of trade
were considered in the works of many modern
economists and marketers.

Identification of previously unresolved parts of
the general problem

Despite a significant body of scientific work, the
mechanisms for transforming social and charitable
initiatives into real competitive advantages remain
insufficiently structured. Most studies consider CSR
as a reputational tool in relatively stable economic
conditions. At the same time, the specifics of integrating
large-scale social programs into the business model of
national food retail (in particular, the discounter
format) during a period of prolonged crisis phenomena
and martial law require a deeper applied analysis.

Purpose of the article
The purpose of this study is to theoretically

substantiate the role of social programs as an effective
tool for increasing the competitiveness of an enterprise,
as well as a comprehensive analysis of the practical
experience of implementing corporate social
responsibility using the example of the retail network
ATB-Market LLC.

The novelty lies in the comprehensive study of
the social programs of the enterprise as a strategic
tool for increasing competitiveness in conditions of
martial law and economic instability in Ukraine. The
work substantiates that corporate social responsibility
for modern retail is not only a reputational factor, but
also an important element in ensuring business
stability, forming consumer loyalty and strengthening
competitive positions in the market. Unlike traditional
approaches, the article considers social initiatives
through the concept of creating shared value (Shared
Value), where social costs are transformed into long-
term economic benefits of the enterprise. The practical
novelty of the study lies in conducting a socio-
economic analysis of the activities of LLC “ATB-
Market” and systematizing the impact of the
company’s social projects on its personnel stability,

reputational capital and competitiveness. In addition,
the paper proposes an approach to assessing the
effectiveness of the enterprise’s internal social policy
based on an analysis of the dynamics of labor costs,
social contributions and job creation, which allows us
to consider social investments as a factor in the long-
term development of the enterprise.

The practical novelty of the study lies in
conducting a socio-economic analysis of the activities
of LLC “ATB-Market” and in identifying the
relationship between the implementation of social
programs and key parameters of the enterprise’s
sustainability, in particular, personnel stability,
reputational capital, adaptability to crisis conditions
and the ability to maintain competitive advantages.
The study proves that the company’s social projects
have not only social, but also strategic importance, as
they contribute to the retention of personnel, support
of local communities and the formation of trust from
consumers.

Presentation of the main material
Corporate social responsibility and social

programs initiated by business have long ceased to be
simply elements of situational philanthropy. Today
in Ukraine they are becoming an important component
of strategic management. Many companies are moving
from episodic volunteer actions to systematic
cooperation with communities, integrating social
projects into their activities. Such a solution allows
not only to solve current social problems, but also to
create a long-term competitive advantage [8]. In
conditions of intensifying competition for consumer
loyalty, social responsibility is becoming a critical
condition for the legitimacy of business and ensuring
its stable development.

The basis of this transformation is the European
approach to doing business. According to the European
Commission’s approach, companies must take
responsibility for their impact on society, integrating
social, environmental and ethical aspects into their
activities. In this context, the UN Sustainable
Development Goals play an important role as a
universal benchmark for assessing the success and
sustainability of business at the global level [1]. Current
areas of support for Ukrainian companies have become
assistance to veterans and internally displaced persons,
environmental protection and employment. Such
measures have not only a social but also an economic
effect: they positively affect the image of companies,
contribute to the formation of a loyal corporate culture,
reduce staff turnover and establish a strong emotional
connection with customers, which is difficult for
competitors to break.
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The international platform for coordinating these
efforts is the UN Global Compact, which unites more
than 25 thousand companies around the principles of
protecting human rights, safe working conditions and
combating corruption. Participation in such initiatives
indicates a high level of organizational maturity of
the business. At the same time, the greatest value lies
in the fact that social investments are transformed
into real added value. Expenditures on social support
are not only budget expenses, but also significant
investments. Companies that take an active part in
solving socially significant problems demonstrate crisis
resilience, achieve high consumer loyalty and
consolidate their positions as market leaders [2].

In Ukrainian scientific thought, in particular in
the works of Pushak Ya. Ya., Chernukh D. V.,
Trushkina N. V. [3], this process is considered as a
kind of “social contract”. A company gains customer
loyalty and market advantages when it takes
responsibility for the general well-being of society.
Instead of focusing exclusively on earnings, a modern
enterprise is forced to act more broadly. It needs to

address several areas simultaneously: guarantee the
quality of goods for customers, create safe and
comfortable workplaces for its staff, protect the
environment and provide real support to communities
in difficult times [7]. The main task for a company is
to find a balance. On the one hand, the business
must remain profitable, and on the other hand, its
activities must benefit society and minimize any harm.
That is, today corporate responsibility works as a two-
way communication. Society is the main controller:
people “vote with their wallets” for brands that do
not stand aside from social problems. For companies,
this means that constant dialogue with the public and
transparency in working with customers or partners is
no longer just a reputational tool, but a basic condition
for survival and further commercial success [3; 4].
Table 1 systematizes the main factors that encourage
companies to implement socially responsible behavior.
Traditionally, these factors have been viewed mainly
as external pressure on business, in particular from
legislative requirements, public expectations and the
need to strengthen their reputation.

Table 1
System of factors influencing the company’s social responsibility strategy

External factors Internal factors 

Market structure 
Intangible resources of the 

company 
Values 

Stakeholder 
needs 

Competition Human capital 
Social component of corporate 

ideology 
Employees 

Market concentration Social capital Strategy Suppliers 
Product/service life 

cycle stage 
Goodwill Corporate image Customers 

Level of market 
differentiation 

Stakeholder engagement National/global 
Local 

companies 
Growth rate Intangible capital Intangible assets Investors 

Market barriers 
Misalignment of the strategy with the social requirements of a 

specific market or its segment 
State and 
society 

 
Source: compiled by the authors on the basis [3; 4]

Table 1 summarizes the main factors that
motivate companies to adopt socially responsible
behavior. Traditionally, these factors have been viewed
primarily as external pressures on business, including
regulatory requirements, societal expectations, and the
need to enhance reputation.

Now the approach to corporate social responsibility
has changed significantly. While previously the model
prevailed in which the company first makes a profit
and then directs part of its resources to charity, the
concept of “Shared Value” is now popularizing. Its

essence lies in the fact that business not only bears the
costs of solving social problems, but also uses them in
its own business model, turning social challenges into
a new source of economic opportunities. In practice,
this means changing production processes to recycle
waste, creating products with added social or
environmental value, and employing representatives of
different social groups. In this case, social responsibility
ceases to be just an expense item and becomes a tool
for innovative development, creating mutual benefits
for society and the company [4].
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Modern businesses are increasingly involved in
solving social problems, not only to create a positive
image among consumers, but also to ensure
sustainability and continuity of operations. Enterprises
that employ internally displaced persons, adapt
workplaces for veterans, or interact with communities
to solve infrastructure issues, invest in their own human
resources, the safety and loyalty of the local
environment, and address one of the UN sustainable
goals, namely Goal 8 “Decent work and economic
growth” [5].

It is most appropriate to study the effectiveness
of such a socio-economic model using the example
of specific market players. A vivid example of a
domestic company that transforms its strategy in
accordance with the challenges of the time is the
retail chain ATB-Market LLC. Since access to the
company’s internal management information is
limited due to commercial secrecy, our socio-economic
analysis is based on open sources, analytical materials
and official public reports of the company.

The company’s activities demonstrate how social
responsibility stimulates the development of the
enterprise itself, starting from within. A significant part
of the network’s socio-economic policy is systematic
investment in the professional development of the team.
Administrative staff and sales floor employees regularly
undergo training in specialized corporate centers, which
increases their competencies and overall productivity.
In addition, the company maintains financial reporting
according to international standards. This makes its
activities transparent and creates a high level of trust
from investors and partners [6].

Strengthening the partnership with the state and
confirming the status of a nationally significant
network. The mission of the enterprise - to provide
the population with quality goods at affordable prices
– has a pronounced social character. However, in the
conditions of a full-scale war and humanitarian crisis,
the company has gone far beyond its basic functions.
Through the ATB Charity Fund, systematic support
is implemented for the most vulnerable groups of the
population: veterans, IDPs, the elderly, people with
disabilities and large families.

The corporation actively participates in providing
humanitarian aid, supporting the Armed Forces of
Ukraine and ensuring food security of our country.
By implementing systemic social projects, the company
not only supports society in the most difficult times,
but also achieves pragmatic economic goals – forms
long-term loyalty of millions of consumers and
strengthens its own market advantages. This creates a
powerful strategic tool and an important factor of
competitiveness in the Ukrainian retail market.

The war has significantly complicated both the
lives of the population and the activities of businesses:
Ukrainians are faced with the loss of housing, jobs,
forced displacement, reduced income levels,
psychological exhaustion, and limited access to basic
services. In turn, businesses are forced to operate in
conditions of a shortage of financial resources,
destruction of infrastructure, loss of retail facilities in
occupied and frontline territories, disruptions in
logistics, and employee turnover.

For retail chains such as ATB-Market LLC,
this means the need to simultaneously ensure
operational continuity, support employees, and respond
to the social needs of communities. An additional
constraint is the insufficient level of state support for
socially responsible business, in particular the lack of
effective tax incentives for large-scale social initiatives,
in such conditions, business adaptation to the crisis
environment and support for society during the war
becomes particularly important.

As of the beginning of 2025, the total number
of employees of the group of companies exceeds 59
thousand people, of which about 48 thousand works
directly in the ATB-Market network (Fig. 1). Such a
scale of human resources gives grounds to consider
the company as one of the largest employers in
Ukraine, especially in the retail sector. A high number
of personnel not only ensures the operational
continuity of the network, but also creates a socio-
economic effect for the regions where the company is
present. A characteristic feature of the company’s
personnel policy is the high dynamics of employment.
The expansion of the store network is accompanied
by the creation of new jobs, which indicates the
connection between business scaling and employment
growth. In 2024–2025, more than 2 thousand new
jobs were created within the framework of operational
activities, and in 2026, the number of employees will
be about 60 thousand people, which confirms the
intensive development model of the company and its
significant role in the labor market.

An important component of the human resources
management system at ATB is internal training and
personnel development. The company uses its own
training centers, where employees undergo advanced
training, master related professions and adapt to
corporate standards. This approach allows you to
reduce the staff shortage, accelerate the adaptation of
new employees and improve the quality of operational
processes. As a result, ATB’s personnel policy is not
only a tool for ensuring the operation of the network,
but also an important competitive resource that supports
the stability, scalability and market resilience of the
company.
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The established financial stability and sufficient
operational support create a foundation for the
implementation of social initiatives not only at the
level of corporate responsibility, but also at the mass

level. The enterprise implements a number of nationwide
charitable initiatives that contribute to increasing the
level of consumer loyalty and strengthening its
competitive position in the market (Table 2).

Fig. 1. Dynamics of job creation and retention by the ATB-Market network (2022–2026)

Source: constructed by the authors based on [5]

Table 2
Key social projects of ATB-Market LLC as tools for creating competitive advantages

Source: compiled by the authors based on [5]

Initiative Partners Goal and scope Impact 

“This concerns 
me. And you?” 

Charitable 
Foundation 

“Tabletochki” 

Helping children with oncological 
diseases: involvement of famous 
people and millions of customers 

Formation of a “human” 
brand; deep emotional 

engagement of customers 

“Charitable 
contribution” 

All-Ukrainian 
Charitable 

Foundation “ATB” 

Support for the Armed Forces of 
Ukraine and medical institutions 

through a system of micro-donations at 
checkouts 

Customer loyalty 

“Charity 
shelves” 

Ministry of Social 
Policy of Ukraine 

Transfer of thousands of grocery kits 
for vulnerable segments of the 

population 

Strengthening partnership 
with the state 

To analyze the external direction of corporate
social responsibility of the enterprise, let’s consider
the most significant programs of the company in
Table 2. The data presented indicate that the company
uses not only classic charitable deductions. It creates
unique, proprietary mechanisms of interaction with
consumers and society. For example, the initiative
“It concerns me. And you?” allowed the chain to go
beyond the traditional sales function, additionally
involving famous figures in solving an important social
problem – financing serious illnesses in children.
This contributed to strengthening the emotional
connection between the brand and the buyer, forming
a sustainable loyalty model.

“The Charitable Contribution program”
demonstrates another aspect of social activism – the
convenience and mass engagement. By using a cashier
infrastructure to collect micro-donations, it turns a
regular purchase into an act of social participation,
which strengthens the brand’s impact and creates
positive social value.

The transformation of ATB’s competitive model
consists in the transition from predominantly price
competition to value-based competition. Traditionally,
the chain held strong positions thanks to the hard
discounter format, where the key advantage was low
price. At the same time, in modern market conditions,
this factor is no longer unique, since similar price



341ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê Äåðæàâíîãî âèùîãî íàâ÷àëüíîãî çàêëàäó
“Óêðà¿íñüêèé äåðæàâíèé õ³ì³êî-òåõíîëîã³÷íèé óí³âåðñèòåò”, 2026, ¹ 1, C. 336-344

Social programs as a tool for increasing the competitiveness of enterprises in the Ukrainian market

incentives are also actively used by competitors, in
particular “Silpo-Food” LLC and “Omega” LLC
(Varus). Under such circumstances, ATB’s social
initiatives form a new type of competitive advantage,
associated not only with the product offering, but also
with the reputation and social significance of the brand.
As a result, consumers tend to perceive individual
operational shortcomings more loyally if the company
demonstrates a real contribution to supporting the
Armed Forces of Ukraine and socially vulnerable

groups of the population. Such an effect can be defined
as a reputational buffer that increases the brand’s
resilience to crisis and competitive challenges.

A structural analysis of the company’s social
initiatives demonstrates the diversity of its charitable
activities. The dominant direction is the program to
support the Armed Forces of Ukraine (Fig. 2). These
programs demonstrate how the company builds a
diverse model of corporate social responsibility,
covering various social needs.

Fig. 2. Structure of the main social programs of the company “ATB-Market” by areas of charitable activity

Source: built by the authors according to [5; 6]

Analysis of the results of the activities of LLC
“ATB-Market” for 2025 is characterized by high
adaptability of the business model to extreme
conditions (Fig. 3). The enterprise demonstrated

positive dynamics of net profit, which increased by
10.58% and exceeded the mark of 3.42 billion UAH,
and the profit growth rate was lower than the revenue
growth rate (18.4%).

Fig. 3. Structure of total assets of the enterprise

Source: built by the authors according to [5; 6]
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The structure of the company’s assets (Fig. 3)
clearly shows a reliable financial foundation for the
implementation of social initiatives. The majority of
assets (54%) are fixed assets – an extensive network of
stores and logistics centers, which the company
effectively uses as a nationwide platform for
humanitarian programs. At the same time, a high share
of cash (26%) guarantees unprecedented financial
strength for retail. The presence of such a volume of
highly liquid assets allows you to quickly finance large-
scale charity and support personnel without attracting
loans and harming operational activities. As a result,
this balanced material base acts as a guarantor of business
stability, which is directly transformed into consumer
trust and a sustainable competitive advantage.

The scale of the internal corporate social
responsibility of LLC “ATB-Market” is
mathematically confirmed by the dynamics of the
company’s operating expenses. According to financial

statements, only labor costs in 2025 compared to the
previous similar period increased by almost 30% and
reached UAH 37.18 billion. At the same time,
deductions for social measures increased to UAH
3.57 billion. In the conditions of a general economic
recession, such financial investments in preserving
human capital indicate that the company consciously
assumes the function of a social shock absorber. This
strategy not only ensures the financial security of tens
of thousands of employees, but also turns into a high
level of staff loyalty, minimizing personnel risks and
securing the company’s status as one of the most
competitive employers in the industry.

Since access to ATB-Market’s internal reporting
is limited, the effectiveness of the social program was
determined based on an expert approach. The indicators
given in Table 3 are calculated and based on open
sources, including official company announcements,
industry materials, and marketing research results.

Table 3
Dynamics of personnel costs and social efficiency indicators of LLC “ATB-Market”

Source: constructed by the authors based on [6]

Indicator 2022 2023 2024 2025 2026 (forecast) 

Labor costs 16.02 29.23 28.79 37.18 44.60 

Deductions for social events 1.79 1.93 2.67 3.58 4.50 

Labor cost growth rate, % – + 82.5 - 1.5 + 29.1 + 20.0 

Growth rate of social contributions, % – + 7.8 + 38.3 + 34.1 + 25.7 

Based on the identified trends, a forecast of the
development of the company’s internal social policy
for 2026 was formed, indicating that the company
will continue to make a strategic bet to support its
staff. Total wage spending is expected to increase by
about 20%, but social deductions will increase by
25.7%. Due to such dynamics, the predicted lead
factor will reach 1.29. For the economic analysis of
the enterprise, this means a very important thing: the
expansion of the social package for workers is not just
a temporary phenomenon during the period of military
crisis, but a conscious long-term policy. Such
dynamics testify to the long-term nature of the social
policy of ATB-Market Corporation, according to which
personnel costs are transformed into social investments
that support the stability of the company and its
strategic advantages in the market.

Conclusions
The study confirmed that social programs are

no longer merely charity. It is an important tool for
increasing the competitiveness of the enterprise. For
Ukrainian business, corporate social responsibility is
increasingly gaining strategic importance, affecting

consumer trust, the company’s stability and its market
position.

Using the example of the company
“ATB-Market”, it was established that the
implementation of social programs aimed at improving
the well-being of society forms a positive image of
the company and increases customer loyalty. The
mentioned projects contribute to solving socially
important problems, create competitive advantages.
Investments in personnel, the development of social
guarantees and support of communities have a positive
effect on the stability of the enterprise’s activities,
reduce personnel risks and ensure its adaptation to
crisis conditions. Corporate social responsibility in
the modern economy acts as a strategic resource for
the development of the business environment.

Prospects for further research are related to
improving methods for assessing the effectiveness of
social programs, analyzing their impact on the financial
results of enterprises, and studying the relationship
between social initiatives, consumer behavior, and the
formation of competitive advantages in various sectors
of the economy.
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ÑÎÖ²ÀËÜÍ² ÏÐÎÃÐÀÌÈ ßÊ ²ÍÑÒÐÓÌÅÍÒ
Ï²ÄÂÈÙÅÍÍß ÊÎÍÊÓÐÅÍÒÎÑÏÐÎÌÎÆÍÎÑÒ²
Ï²ÄÏÐÈªÌÑÒÂÀ ÍÀ ÐÈÍÊÓ ÓÊÐÀ¯ÍÈ

Êåéäà À., Ðÿáèê Ã.

Ó ñòàòò³ äîñë³äæåíî ðîëü ñîö³àëüíèõ ïðîãðàì ÿê åôåê-
òèâíîãî ³íñòðóìåíòó ï³äâèùåííÿ êîíêóðåíòîñïðîìîæíîñò³
ï³äïðèºìñòâ ó ñó÷àñíèõ êðèçîâèõ óìîâàõ òà ï³ä ÷àñ âîºííîãî
ñòàíó. Ìåòîþ ðîáîòè º òåîðåòè÷íå îá´ðóíòóâàííÿ ñòðàòå-
ã³÷íîãî çíà÷åííÿ êîðïîðàòèâíî¿ ñîö³àëüíî¿ â³äïîâ³äàëüíîñò³
(ÊÑÂ) òà êîìïëåêñíèé àíàë³ç ïðàêòè÷íîãî äîñâ³äó ¿¿ ðåàë³-
çàö³¿ íà ïðèêëàä³ íàö³îíàëüíî¿ ðîçäð³áíî¿ ìåðåæ³ ÒÎÂ «ÀÒÁ-
Ìàðêåò». Ìåòîäîëîã³÷íîþ îñíîâîþ äîñë³äæåííÿ ñëóãóþòü
êîíöåïö³ÿ ñòâîðåííÿ ñï³ëüíî¿ ö³ííîñò³ (Shared Value), ìåòî-
äè ñèñòåìíîãî òà ñòðóêòóðíîãî àíàë³çó, à òàêîæ îö³íêà
ñîö³àëüíî-åêîíîì³÷íèõ ïîêàçíèê³â ä³ÿëüíîñò³ ï³äïðèºìñòâà. Ó
ðåçóëüòàò³ äîñë³äæåííÿ äîâåäåíî, ùî ÊÑÂ äëÿ ñó÷àñíîãî
ð³òåéëó òðàíñôîðìóâàëàñÿ ç åï³çîäè÷íî¿ ô³ëàíòðîï³¿ ó êðè-
òè÷íó óìîâó ëåã³òèìíîñò³ á³çíåñó òà çàáåçïå÷åííÿ éîãî
ñòàá³ëüíîãî ðîçâèòêó. Âñòàíîâëåíî, ùî ³íòåãðàö³ÿ ìàñø-
òàáíèõ ñîö³àëüíèõ ïðîãðàì ó á³çíåñ-ìîäåëü äîçâîëÿº ôîðìó-
âàòè ì³öíèé åìîö³éíèé çâ’ÿçîê ç³ ñïîæèâà÷àìè, çíèæóâàòè
ð³âåíü ïëèííîñò³ êàäð³â òà ñòâîðþâàòè ðåïóòàö³éíèé áó-
ôåð, ÿêèé ï³äâèùóº ñò³éê³ñòü äî ðèíêîâèõ âèêëèê³â. Äîäàò-
êîâî ïðîàíàë³çîâàíî çîâí³øí³ ñîö³àëüí³ ïðîºêòè êîìïàí³¿ (äî-
ïîìîãà âðàçëèâèì âåðñòâàì íàñåëåííÿ, ï³äòðèìêà ÇÑÓ).
Âèÿâëåíî, ùî çàëó÷åííÿ êë³ºíò³â äî áëàãîä³éíîñò³ ôîðìóº
íîâèé òèï êîíêóðåíòíî¿ ïåðåâàãè, çàñíîâàíèé íà ö³íí³ñíîìó
ñïðèéíÿòò³ áðåíäó. Íàóêîâà íîâèçíà äîñë³äæåííÿ ïîëÿãàº ó
êîìïëåêñíîìó ï³äõîä³ äî îö³íþâàííÿ ñîö³àëüíèõ ³í³ö³àòèâ, äå
ñîö³àëüí³ âèòðàòè ðîçãëÿäàþòüñÿ íå ÿê âòðàòè, à ÿê ôàê-
òîð ³ííîâàö³éíîãî ðîçâèòêó òà äæåðåëî äîâãîñòðîêîâèõ åêî-
íîì³÷íèõ ïåðåâàã. Ïðàêòè÷íà ö³íí³ñòü ðîáîòè ï³äòâåðäæóºòü-
ñÿ çàïðîïîíîâàíèì ï³äõîäîì äî îö³íþâàííÿ åôåêòèâíîñò³
âíóòð³øíüî¿ ñîö³àëüíî¿ ïîë³òèêè ï³äïðèºìñòâà íà îñíîâ³ äè-
íàì³êè âèòðàò íà îïëàòó ïðàö³ òà ñîö³àëüíèõ â³äðàõóâàíü.
Çðîáëåíî âèñíîâîê, ùî ³íâåñòèö³¿ ó ïåðñîíàë òà ï³äòðèìêó
ãðîìàä ì³í³ì³çóþòü êàäðîâ³ ðèçèêè òà áåçïîñåðåäíüî
çì³öíþþòü ðèíêîâ³ ïîçèö³¿ êîìïàí³¿.

Êëþ÷îâ³ ñëîâà: êîðïîðàòèâíà ñîö³àëüíà â³äïîâ³äàëüí³ñòü,
ñîö³àëüí³ ïðîãðàìè, êîíêóðåíòîñïðîìîæí³ñòü ï³äïðèºìñòâà,
ðîçäð³áíà òîðã³âëÿ, ñï³ëüíà ö³íí³ñòü, ñîö³àëüí³ ³íâåñòèö³¿,
ñò³éê³ñòü á³çíåñó.
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The article examines the role of social programs as an
effective tool for increasing the competitiveness of enterprises in
modern crisis conditions and during martial law. The purpose of
the work is to theoretically substantiate the strategic importance of
corporate social responsibility (CSR) and comprehensively analyze
the practical experience of its implementation using the example of
the national retail network ATB-Market LLC. The methodological
basis of the study is the concept of creating shared value (Shared
Value), methods of systemic and structural analysis, as well as the
assessment of socio-economic indicators of the enterprise’s activities.
The study proves that CSR for modern retail has transformed
from episodic philanthropy into a critical condition for the legitimacy
of business and ensuring its stable development. It was found that
the integration of large-scale social programs into the business
model allows for the formation of a strong emotional connection
with consumers, reducing the level of staff turnover and creating a
reputational buffer that increases resilience to market challenges.
The company’s external social projects (assistance to vulnerable
groups, support for the Armed Forces of Ukraine) were additionally
analyzed. It was found that attracting customers to charity forms a
new type of competitive advantage based on the value perception
of the brand. The scientific novelty of the study lies in the
comprehensive approach to evaluating social initiatives, where social
costs are considered not as losses, but as a factor of innovative
development and a source of long-term economic benefits. The
practical value of the work is confirmed by the proposed approach
to assessing the effectiveness of the enterprise’s internal social policy
based on the dynamics of labor costs and social contributions. It
was concluded that investments in personnel and community support
minimize personnel risks and directly strengthen the company’s
market position.

Keywords: corporate social responsibility, social programs,
enterprise competitiveness, retail trade, shared value, social
investments, business sustainability.

REFERENCES

1. Awa, H. O., Etim, W., & Ogbonda, E. (2024).
Stakeholders, stakeholder theory and corporate social responsibility
(CSR). International Journal of Corporate Social Responsibility,
9(11), 1-14. DOI: https://doi.org/10.1186/s40991-024-00094-y
[in English].

2. Fedotova, I., Bocharova, N., & Rachwal-Mueller, A.
(2023). Corporate social responsibility as an instrument of
sustainable business development: Exploring types and dimensions.
WSEI Scientific Papers, 19, 84-111. DOI: https://doi.org/
10.60154/ZeszytyNaukoweWSEI.2023.19.1.1.03 [in English].

3. Pushak, Ya. Ya., Chernukh, D. V., & Trushkina, N. V.
(2024). Rozvytok systemy korporatyvnoi sotsialnoi vidpovidalnosti
ukrainskoho biznesu v umovakh viiny [Corporate social
responsibility system development of ukrainian business in the
war’ conditions]. Efektyvna ekonomika – Effective Economy,
11. DOI: https://doi.org/10.32702/2307–2105.2024.11.22
[in Ukrainian]

4. Arziantseva, D., Zakharkevych, N., & Stets, A. (2025).
Social initiatives as a factor of social economy growth. Journal of
Geography Politics and Society, 15(4), 34-40. DOI: https://
doi.org/10.26881/jpgs.2025.4.04 [in English].

5. Clarity Project. (2026). Finansova zvitnist za 2023-
2025: TOV “ATB-Market” [Financial statements for 2023-2025:
LLC “ATB-MARKET” (EDRPOU code 30487219)]. clarity-
project.info. Retrieved from https://clarity-project.info/edr/
30487219 [in Ukrainian]

6. ATB-Market. (n.d.). Official website. Retrieved from
https://www.atbmarket.com/ [in Ukrainian].

7. Ivanova, M., Sannikova, S., Varyanichenko, O., Kharin, S.,
Boichenko, M., & Riabyk, H. (2024). Statistical methods in
risk management in planning foreign economic and logistics
activities to ensure sustainable development of an enterprise.
Financial and Credit Activity Problems of Theory and Practice,
3(56), 241–256. DOI: https://doi.org/10.55643/
fcaptp.3.56.2024.4380 [in English].

8. Fernandez-Ferrin, P., Castro-Gonzalez, S., & Bande, B.
(2021). Corporate social responsibility, emotions, and consumer
loyalty in the food retail context: Exploring the moderating effect
of regional identity. Corporate Social Responsibility and
Environmental Management, 28(2), 648–666. DOI: https://
doi.org/10.1002/csr.2077 [in English].




