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THE BEST PRACTICE OF BUSINESS ETHICS
AND COMPLIANCE: EXPERIENCE OF A LEADING INSURER
IN THE UKRAINIAN INSURANCE MARKET

AHoTauis. La ctatta rpyHTyeTbCd Ha iHpopmauii ctpaxosoi komnaHii (UF), wo € ykpai-
HCbKMM CTPaxOBWMKOM i YN€HOM MiXKHapo4HOiI CTpaxoBoi rpynu. Mu He maemo Jo3Bony
3ragyBaTu Ha3BY CTPaxoBOI KOMMaHii, ane 3a3Ha4mMmo, Wo y 2024 poui BOHa Bxoguna ao
M'ATIPKM HANBINbLUMX CTPAXOBUKIB 3aranibHOrO CTpaxyBaHHs 3a 0OCSIromM BanoBuX NpeMmi.
KomnaHis 6yna 3acHoBaHa y 2000 poui. PerioHanbHa mepexa UF Haniyye noHag 80
npeacTaBHULTB No BCin YkpaiHi. Komanaa UF cknagaetbca npubnuato 3 600 cniBpobiT-
HUKIB.

UF, sk uneH MiXHapo4HOI rpynu, KepyeTbCs 3aranbHMMK MNpaBunamu CTPYKTYPHOro
ynpaBerniHHA Ta BefeHHsi Bi3Hecy, 3okpema «Kogekcom Bi3Hec-eTuku», WO IPYyHTYETbCA
Ha KoprnopaTWBHIV MICii Ta LiHHOCTAX rpynu, TakMx SIK couianbHa BignOBiAanbHICTb, Knie-
HTOOPIEHTOBAHICTb i 3a40BONeHHsA NoTpeb 3auikaBneHux CTopiH. BpaxoBykoun cydacHi
TEHOEHLUji B CTpaxoBii ranysi, CTPaxoBMKN MOBUHHI KepyBaTUCsl MEBHUMW NpaBuniamm y
BiJHOCMHAX 3 KMOYOBMMMW 3auikaBeHUMKU CTOPOHaMMU. TakMM YMHOM, BUKOPUCTaHHS
NPaKkTUK MPOBIQHOIO YKPAiHCLKOro CTpaxoBMKa, Ha Hawy AYMKY, OOMOMOXE iHLIMM KOM-
naHigam ccopMyBaTi BriacHe GavyeHHs Ta KePIBHULTBA AN BHYTPILLHLOIO PUHKY CTpaxy-
BaHHS. Xo4ya YMOBM Ha PUHKY MOXYTb Bigpi3HATUCA, 3auikaBrieHi CTOPOHW 3anuwatoTbCs
TMMWU caMUMK, TOMy OO’€KTOM HalIoro JocnigXeHHs € aHani3 «Kogekcy eTukm ctpaxy-
BaHHA» komnaHii UF. BaxnvMBuM acnekTom OOCNiAKEeHHS € BignoBigHICTb AOisnbHOCTI
cTpaxoBuka Bumoram 3akoHy Ykpainm «[po ctpaxyBaHHa» Ne 1909-1X, wo BcTaHoBOE
nigBULLEHI CTaHAAPTU WOAO0 AOTPMMAaHHSA NPUHLMNIB NPO30pOCTi, 40OpoYeCcHOCTI Ta 3a-
XUCTY MpaB CNoXuMBayiB CTpaxoBux nocnyr. [JoTpumMaHHA LUMX HOPM J03BOJISIE CTPaXoBU-
Kam 3MiLHI0BaTK JOBIPY KNIEHTIB Ta MigBULLYBATK AKICTb HaAaHHS MNOCNYT.
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Kpim TOro, ctaTTs BpaxoBye nonoxeHHs OQupektus €C, WO peryniolTb NUTaHHSA noBegi-
HKW CTPaxOBUKIB Ha PWHKY, BKMNOYaYM BUMOMM A0 KOPMOPATUBHOMO YNpaBmiHHSA, pPO3K-
pUTTS iHOpMAaLi Ta HaNeXHOro CTaBneHHs 00 cnoxusadiB. [JocnimkeHHa cnpsmoBaHe
Ha BM3HAYEHHS MOXIMBOCTEN 3aCTOCYBaHHs OKkpemux nonoxeHb «Kopekcy 6isHec-
€TUKNY» YKpaiHCbKMMUN CTpaxoBMKamm Ta po3pobKy pekomMeHaaLin Woao Noro BAOCKOHa-
neHHdA. [JOTpUMaHHA eTUYHUX CTaHAapTiB i perynsaTopHUX BMMOP CNPUSE NiABULLEHHIO
KOHKYPEHTOCMPOMOXHOCTI CTPaxoBMKiB Ta iX iHTerpauii y MiXHapoAHi pUHKU. Y LbOMYy
KOHTeKCTi aHani3 gocsigy komnaHii UF € BaxnuBmMM eTanom gnsg po3pobku eekTMBHMX
MexaHi3MiB aganTauii kpawux NpakTuK y cdpepi cTpaxyBaHHS.

KnoyoBi cnoBa: cTpaxoBuii puHOK YKpaiHW, CTpaxoBuk, GisHec-eTuka, KOMMMaeHC,
ynpaBniHHA CTanMm PO3BUTKOM, LiIHHOCTI CTPaxoBuKa, CTeNKXONaepw.

Abstract. This paper is based on the information of the PJSC “IC “Unnamed Firm” (UF),
which is a Ukrainian-based insurer, and a member of an international insurance group.
We do not have permission to mention the insurer's name, but we will only say that as by
the end of 2024 it was among the top 5 largest general insurers in terms of gross
premiums. The company launched in 2000. The regional network of UF includes more
than 80 representative offices throughout Ukraine. The team of UF consists of about 600
staff members. UF, as a member of the international group, is governed by the general
rules of structural management and doing business, in particular, the “Code of Business
Ethics”, based on the group’s corporate mission and values, such as social responsibility,
customer proximity, meeting the stakeholders’ needs, etc. Following the current
insurance trends, insurers should be guided by a set of rules in their relationships with
their key stakeholders. Thus, the usage of the top Ukrainian insurer conductions, in our
opinion, will help others to form their vision and manuals in the domestic insurance
market. Insurance conditions on the market are different, but stakeholders are the same,
so the object of our article is the “Code of Insurance Ethics” analysis of UF. Our paper
aims to outline the probability of applying certain provisions of the “Code” by Ukrainian
insurers and provide recommendations for its upgrade. Compliance with ethical
standards and regulatory requirements plays a crucial role in enhancing the
competitiveness of insurers, fostering customer trust, and facilitating their seamless
integration into international markets. In this context, analyzing UF's experience provides
valuable insights into the practical implementation of corporate ethics and governance
standards. This analysis serves as an important step toward developing effective
mechanisms for adapting and improving best practices in the insurance sector, ensuring
long-term sustainability and alignment with global industry trends.

Keywords insurance market of Ukraine, insurer, business — ethics, compliance, sustainability
management, insurer’s values, stakeholders.

JEL codes D21, G22, M14

Introduction. Any company's long-term existence and development depends not
only on its profitability. According to international experience, one of the main fac-
tors determining entrepreneurial success in modern entrepreneurship is the profes-
sional culture of business. Effective business strategies successfully coexist with
many ethical principles that in one way or another improve the business, and increase
its social responsibility and attractiveness.

The term ‘Business Ethics’ refers to the system of moral principles and rules of
conduct applied to business. Business being a social organ shall not be conducted in a
way detrimental to the interests of the society and the business sector itself. Every
profession or group frames certain do’s and don’ts for its members. The members are
given a standard in which they are supposed to operate.
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Literature analysis. The standards in doing business are influenced by the pre-
vailing economic and social situations. The codes of conduct are periodically re-
viewed to suit the changing circumstances. The scientists have not agreed on the defi-
nition of “business ethic”. Thus, according to A. Crane, “Business ethics is the study
of business situations, activities, and decisions where right and wrong are addressed”.
As to R. Baumbhart, “The ethics of business is the ethics of responsibility. The busi-
nessman must promise that he will not harm knowingly”.

Speaking about business ethics in a broader sense, we can determine it as the rules
and norms that govern the relations of business entities, which have the following fea-
tures:

- Dbusiness ethics is a code of conduct, which tells what to do and what not to do
for the welfare of society. All businessmen must follow this code of conduct.

- Dbusiness ethics provide a basic framework for doing business. It gives the social
cultural, economic, legal, and other business limits. Business must be conducted with-
in these limits.

- Dbusiness ethics is based on moral and social values. It contains moral and social
rules for doing business. This includes self-control, consumer protection and welfare,
service to society, fair treatment to social groups, not exploiting others, etc.

- business ethics protect different social groups such as consumers, employees,
small businessmen, government, shareholders, creditors, etc.

- business ethics is a newer concept. It is strictly followed only in developed
countries. It is not followed properly in poor and developing countries [2]. In
Ukraine, we have a Code of ethics in insurance activity provided by the League of In-
surance Organizations of Ukraine (LIOU). This Code of Ethics defines the rules of
conduct for insurers, under which subscribers insurers — Members of the LIOU, take
the responsibility to demonstrate loyalty and honesty to each other and to their con-
tractors (policyholders, insured persons, intermediaries, competitors, etc.) as well as
the positive impact on solving social problems and provide public benefit [3]. UF is a
member of LIOU and follows this Code; however, it has its own based on interna-
tional prescriptions.

The unresolved aspects of the general problem. Despite the extensive research
on business ethics and corporate social responsibility, there remains a lack of consen-
sus on the definition and practical implementation of ethical principles in business
operations. Specifically, the alignment of ethical standards with stakeholders' expec-
tations in different economic and cultural environments requires further investigation.
Moreover, the extent to which companies in developing countries adhere to interna-
tional ethical standards and how these standards impact their competitive advantage
and reputation remains an open question.

The purpose of the article. This study aims to analyze the role of business ethics
in modern corporate governance and its influence on stakeholders' expectations. Ad-
ditionally, the research seeks to identify key ethical principles that contribute to sus-
tainable business development, enhance corporate reputation, and ensure long-term
profitability. The study will also assess the impact of ethical business practices on
consumer trust, employee satisfaction, and fair market competition.

Research methodology. The study employs a mixed-method approach, com-
bining qualitative and quantitative research methods. The qualitative analysis in-
cludes a literature review of business ethics theories, international ethical stand-
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ards, and corporate codes of conduct. It also involves case studies of companies
that have successfully implemented ethical business practices. The quantitative
analysis is based on surveys and structured interviews with stakeholders, includ-
ing customers, employees, investors, and competitors, to assess their expectations
and perceptions of ethical business conduct. The collected data will be analyzed
using statistical tools to identify correlations between ethical business practices
and corporate performance indicators.

Results. The foundation for an insurer's strategy is the organization’s purpose, as-
pirations, and values. These can be reflected by the statements of the organization’s
mission, vision and values. The first two issues are outside the range of our research.
Therefore, we will concentrate our attention on an insurer’s values, which concern its
stakeholders of different kinds, as well as their expectations. A stakeholder is any-
body who can affect or is affected by a company. Analyzing stakeholders is vital to
the success of a company or a specific project for each stakeholder has specific ex-
pectations against insurer. To succeed in the competition in modern times it is not
enough for companies to show high efficiency, innovative potential and growing
profit indicators. It is important to gain a positive business reputation and public trust
to provide a favorable social background for business development [4].

UF adheres to its obligations to conduct business following applicable law and the
highest international standards of business ethics:

e UN “Set of Multilaterally Agreed Equitable Principles and Rules for the Con-
trol of Restrictive Business Practices” and

e G20/OECD “Principles of Corporate Governance”.

In 1964, the business leaders of Europe, the USA and Japan adopted “The Caux
Round Table (CRT) Principles for Business” [9]. UF tries to follow these principles
in particular because they represent a system of ethical standards shared by most
world-class entrepreneurs:

1. Social responsibility of the business — transition from nurturing the interests of
shareholders to respecting all stakeholders;

2. Control over the economic and social impact of business — a desire for innova-
tion, justice, and the international community;

3. Transition in business conduct from the letter of the law to the spirit of mutual
trust;

4. Respect for business rules;

5. Support for international business and the development of comprehensive eco-
nomic ties;

6. Environmental concern;

7. Prevention of illegal operations and corruption.

Moreover, CRT prioritizes relations with subjects of cooperation, putting employ-
ees in front of the owners: 1. customers, 2. employees, 3. owners and investors, 4.
competitors, 5. society.

UF tries to follow this prioritization principle and to answer to this assignment will
be built around 3 key groups of stakeholders identified above in bold. All of them are
located in Ukraine. However, it is fair to say that CRT’s list of stakeholders is not full
and UF works with other target audiences as well. Each of them plays an important
role in the value chain of the company and their positive evaluation majorly shapes
UF’s brand and reputation. To assume responsibility, the company must first know its

52



stakeholders’ expectations. Doing this makes it possible to consider sustainability
management strategically and focus on material issues.

All of them are listed in Table 1 below, ranging by their importance to UF as of
this moment with their business expectations identified. It is interesting to note that in
many cases expectations are non-material.

TABLE 1. STAKEHOLDERS AND
THEIR EXPECTATIONS (WORK IN PROGRESS)

Key stakeholders Expectations
Customers Products and services (fair price, high level of quality, ease of use).
Employees -fair remuneration of labor;

-job satisfaction;

-safe working conditions;
-non-discrimination;

-fair employment conditions;
-power and prestige

Competitors -fair competition;

-counteract of any form of corruption, including extortion and brib-
ery;

-counteract of liber and slander;

-active position and participation in effective market development for
the common good (workshops, associations, lobbying of legislative
changes).

Owners and investors -improving wealth through the receipt of dividends, growth in the
value and quantity of shares.
-investment security (low risk of not returning the funds invested).

Society -full and timely fulfillment of social obligations;

-taxes;

-growth of employment and population incomes;

-protection and improvement of the environment (maintenance of the
favorable environmental conditions within the area of the company’s
activity — in terms of noise, pollution etc., creation of infrastructure
facilities.

Other stakeholders Expectations

Suppliers and buyers, lend- | -accurate and full fulfillment of contractual obligations;

ers, business partners, social | -flexibility and the ability to adjust the conditions of the contract if
program partners, media, | necessary;

rating agencies etc. -long term business relationship;

-invest on profit and timely payments;

-investment security (transparency of the company, the ability to
timely and accurately track the dynamics of its key financial indica-
tors and financial situation as a whole to access the level of risk);
-obtaining complete reliable information.

Source: completed by the authors based on [10].

UF has a Code of Business Ethics (hereinafter — COBE) that contains rules and
standards of conduct, which are mandatory for all employees. COBE aligns with in-
ternationally recognized ethical standards and corresponds to the values of UF, its
mission, and its vision [5].
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Practices regarding Customers:

UF tries to build long-lasting partnerships with its customers. Therefore, employ-
ees are obliged to provide clients with complete and reliable information about all
benefits, risks and possible results of interaction with UF. Customer service may be
provided only within the scope of the client's instructions and mutual agreements.

Employees should not create conditions that harm the company's interests or un-
reasonably restrict its customers' rights.

UF takes responsibility for the accuracy and reliability of its marketing and pro-
motions. Promotional information should not give rise to unrealistic expectations.

UF protects information about its clients. Personal information should only be
used for the purposes for which it was collected and in situations provided for by law
and internal documents. Transmission of any information about clients may be done
only with the client’s consent. This rule also applies in situations related to providing
information to other branches of the company.

Practices regarding Employees:

Employees should treat each other and external partners with respect and good-
will. Management has a special responsibility in this regard — to be a role model for
others. Spirit of cooperation is very important and UF does not welcome internal
competition between employees and departments.

UF follows the tolerance principle towards ideological, personal and physical dif-
ferences. The following is not allowed:

- discrimination and any form of harassment on the grounds of: sex, nationality,
race, age, sexual orientation; political, religious or other personal beliefs; disabilities;

- aggression, intimidation, insults;

- pressure on management decisions regarding hiring choices;

- use of company's resources for personal gain;

- statements and actions that may cause damage to UF;

- unreasonable (excessive) consumption of alcohol, or drug use.

Compliance with ethical standards is one of the criteria for individual evaluation
of employees and UF fully supports whistleblowing regarding unlawful or unethical
behavior. Suppose an employee has questions about COBE or has reasonable suspi-
cions of ethical standards violation. In that case, an employee should contact one of
the following authorities: Board, Chief Security Officer, Chief Compliance Officer,
Legal Department.

An employee has the right to maintain anonymity of his oral and written state-
ments.

Employees should also strive to avoid situations of conflict of interest. UF limits
the ability to make independent decisions (actions) for employees who find them-
selves in conflict of interest. In such cases, he should inform the CSO and the latter is
obliged to give necessary consultations. If it is impossible to eliminate conflict of in-
terest for objective reasons interests of Customers shall prevail.

Practices regarding Competitors:

UF acknowledges it cannot develop in isolation from processes taking place in the
country as a whole and in regions where UF operates.

In recent Annual Report CEO sent a strong message to all stakeholders saying he
is “convinced that compliance with principles and norms of ethical corporate behav-
ior guarantees the civilized direction of development of the insurance industry in par-

54



ticular and the economy of Ukraine as a whole”. He continued that “any insurer and
persons representing it, including its employees and insurance intermediaries, must,
in addition to the requirements of the law, comply with the ethical standards stipulat-
ed by the specific nature of insurance business — insurers are guarantors of stability,
reliability and equilibrium in society”.

Such a statement tells everyone that UF refrains from any action that distorts the
market economy and undermines the reputation of the insurance profession.

UF is a member of two professional market associations, its employees visit indus-
try conferences and workshops with other insurers. UF contributes to the prosperity
of the economy through the development of the insurance market and professional
business environment, participates in activities aimed at strengthening ties within the
business community.

However, it is strictly forbidden for employees to discuss with competitors any is-
sues related to obstruction or restriction of competition, such as strategies or specific
aspects of pricing, market or customer allocation, promotions, and more. UF wants to
win and succeed only through fair and honest competition. Therefore, it conducts its
business in full compliance with current antitrust laws. It is forbidden to dishonestly
prevail over competitors by manipulation, concealment, misuse of classified infor-
mation, misrepresentation, libel and slander or any other similar means.

All employees, particularly those related to marketing, sales or interaction with
competitors, should know and comply with COBE standards and applicable competi-
tion law.

For example, arrangements that impede or restrict competition need not necessari-
ly be in the form of an official document or generally be in writing — they may also
be oral agreements. To be illegal, such arrangements must not be successfully imple-
mented — the mere achievement of such agreements is already a violation. Because
this legal area is quite complex and penalties are large, employees who have ques-
tions or concerns about antitrust matters should seek clarification from the Legal De-
partment or CSO/CCO.

Analysis of the extent to which ethical business practices meet stakeholders'
expectations. Hardwick (2019) pointed out that stakeholders' satisfaction is a bar-
gaining process and the company needs to find a compromise between different con-
flicting views.

For example, corporate social responsibility (CSR) and corporate culture satisfy em-
ployees and society. In addition, they help to meet expectations of the government, but
may receive resistance from shareholders, because any action in CSR is an extra cost.

With production automation (digitalization) company meets the expectations of
shareholders, managers, government and consumers (product quality rises). However,
the appreciation of employees will decline because such actions are a threat to their
workplace. For fear of losing their job, employees may lose motivation to work,
which will hit financial indicators and cause dissatisfaction of the interests of share-
holders and creditors.

Meeting expectations of all:

The information needs of all stakeholders are met through a system of disclosing
various information about the company’s activities. Stakeholders expect to have an
equal decision-making basis to avoid inconsistencies in actions and evaluations. UF
consistently publishes annual financial reports and a series of general-purpose reports.
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It also never rejects requests from any media source to give an interview or opinion
on a specific matter.

Despite this activity meeting the expectations of a wide range of stakeholders, UF
carefully determines the content of such statements — UF identified the circle of key
stakeholders and strives to reflect the most significant issues for them in reporting. In
many cases, UF tries to disclose information in a broader context (including social
aspects if this gives the information significant additional value).

Meeting the expectations of Customers.

UF is sympathetic to every case of harm done to its customers and takes into ac-
count the feelings and emotions of people in a difficult situation.

UF does not:

- force the client to refuse the current terms of the policy or to make changes;

- interfere with the client's decision to change the insurer and doesn’t force such
change;

- disclose information about clients and policies, except as required by law.

UF's information is always correct, complete, accurate, comprehensible and not
misleading. Any exaggeration or silencing is prohibited.

UF handles claims per the law. Such settlement is always done as quickly as pos-
sible, based on the nature and magnitude of the loss.

UF takes care of the quality of services it provides by using the following princi-
ples:

- offers the client a set of preventive measures that mitigate risk and therefore the
cost of insurance;

- informs the client about principles and rules applicable in the insurance business
and explains the rights and obligations of parties in a way that facilitates the client's
rational decision-making;

- doesn’t use advertising that may mislead potential customers, in particular about
the scope of coverage, terms and purpose of the policy;

- provides the client with information to which he is entitled by law;

- offers the client coverage that best suits his needs and budget.

UF properly performs obligations arising from the policy by using the following
rules:

-ensures that employees and agents have appropriate professional training,
knowledge, and understanding of their responsibilities to clients;

- avoids conflicts with the client, in particular by: communicating about situations
in which conflict may arise; determining the order of action in such situations and
their possible consequences;

- takes care of the client and provides him with professional assistance throughout
the period of insurance.

Meeting expectations of Employees.

UF encourages employees, develops their intellectual abilities and provides them
with appropriate training and education in relevant areas of insurance. UF has the
Corporate Business Ethics Program that is based on:

- training of all employees to use COBE in everyday activities and decision-
making;

- providing each new employee access to COBE during the adaptation period to
learn its provisions in conjunction with other internal guidelines;
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- responsibility of authorized persons for monitoring and conducting internal re-
search on the state of corporate culture and level of business ethics, as well as for in-
troducing changes to COBE and conducting training.

Many corporate programs are being implemented, which are about the internal
values of human beings and therefore affect the behavior of employees. These are
quality management programs, lean service guidelines, environmental, social and
charity projects, etc.

The biggest difficulties encountered by UF in trying to introduce a corporate ethics in-
frastructure and establish its work were related to cross-cultural differences between
Ukraine and Western countries and the lack of a specialized base: business ethics depart-
ments, ethics authorized positions, ombudsmen; special communication networks, tele-
phone, and e-mail “hotlines”, related software, databases on acute problems.

To solve these issues UF had to use structures, positions and lines of communica-
tion that already existed in the company (human resources, legal departments, securi-
ty services and their appropriately trained employees).

Unfortunately, external training was still not widespread in Ukraine even before
the war.

Meeting expectations of Competitors.

UF believes that insurers must cooperate in good faith to ensure mutual interests,
follow established rules and procedures in overcoming disagreements, reach agree-
ments, and avoid criticizing each other.

Marketing, advertising and promotions are conducted perfectly — on principles of
fair competition, while not abusing customers' trust and not using their inexperience
and lack of sufficient knowledge to gain undue profit. UF never uses negative facts
about competitors to create or enhance its reputation and customer trust.

UF respects competition principles and in particular, does not:

- hinder competitors from entering the market;

- incite employees of competitors and other parties to actions that may harm the
interests of UF’s competitors;

- collect and distribute false or incomplete information about competitors;

- use ads that may be misleading or contrary to generally accepted rules and regu-
lations;

- harm the good reputation of competitors;

- enter into agreements with other insurers that would harm the interests of policy-
holders.

When cooperating with other parties UF fulfills obligations undertaken timely and
adequately; ensures the confidentiality of information under law; and makes every ef-
fort to resolve disputes through negotiations.

UF is aware that it is a part of the insurance market, which is still under develop-
ment. Ukrainian market requires building a positive and highly professional image
and achieving socially important tasks. By increasing the quality of its services UF
confirms its collegiality as a member of insurance community, as well as mutual soli-
darity in the framework of healthy competition within principles of market economy.

Discussion. Due to the non-material nature of many stakeholders’ expectations, it is
very hard to assess the exact level of their fulfillment by UF. However, the war of 2014
started by the russian Federation and continuing now, showed the particular importance
of taking into account interests of stakeholders. This period was a true test of the strength
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of UF’s stakeholder management system and for the company as a whole. UF is a vivid
example of how a responsible attitude to business ethics increases the sustainability and
competitiveness of the company and is the key to stability in the most difficult times.

In 2008-2009 despite of crisis UF kept offering its customers high-quality prod-
ucts and fair claims handling process, which ensured a significant group of loyalists
that believed in UF throughout 2014 as well.

Until 2014, the average wage of employees was higher than the market average.
Salary payments were regular. Requirements for working conditions were strictly ob-
served. In addition, employees received a good social package. During 2014-2015,
UF retained a significant part of its core personnel.

During war years, UF always faithfully, on time and in full fulfilled its obligations
to its competitors (in the role of reinsurer), distribution partners, and other counterpar-
ties. In difficult times, the company even used borrowed funds for these purposes. As
a result, UF has secured the status of a reliable partner. Relations with creditors were
trusting. Fulfillment of obligations on loans was the priority. High level of social cor-
porate responsibility of UF and the fulfillment of its functions as an industry-forming
and socially oriented company were signs of the high social usefulness of the compa-
ny’s activities both for the local community and for the economy of Ukraine as a
whole. Balanced and stable satisfaction of interests of stakeholders in the past played
the role of a powerful intangible asset of UF during the war:

- UF was short on renewals, however, the overall loss was much smaller than the mar-
ket average. This was the evidence of high level of trust and loyalty among customers;

- Loyalty of the management was manifested in the voluntary cut of bonuses of
administrative and managerial personnel, which led to significant savings; ordinary
employees were also sympathetic to the situation of their enterprise and didn’t ask for
a salary increase;

- Some intermediaries, reinsurers, and creditors of UF agreed to adjust payment
schedules;

- The state also provided support to the enterprise. UF was not distracted by the
supervisor’s audits and checks, whereas, many competitors were under such pressure.
Supervisory authority believed that other companies that had a history record of mis-
behavior, misconduct and low discipline level are those that need strict control during
such crisis period while UF was in the category of “trustworthy”. Hardwick (2019)
stated that stakeholders’ management can ensure a long-term existence of the compa-
ny and it appeared to be true. As a result of the comprehensive support of its stake-
holders UF overcame the most difficult crisis in its history, proving the crucial role of
stakeholders as the most important intangible asset and a very valuable investment in
the future of any company. Therefore, the extent of UF meets stakeholders’ expecta-
tions can be considered at a high level.

Conclusions

1. Some findings suggest that UF should consider using social networks within its
stakeholders’ management system to influence customers [6];

2. To create an Ethics Committee — the single channel through which the person
shall apply for a decision in case of violations of ethical principles;
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3. To not copy blindly Western practices due to some mentality and regional dif-
ferences. Even in Ukraine, ethics training in the headquarters (Kyiv) should differ
significantly from those conducted in regional branches.

4. To support young financial professionals — future generations of employees.

5. To fight alongside competitors against fraud and misbehavior of customers and
refuse to take risks from customers that abuse the trust of insurers [7].

6. To intensify the influence on society’s view. Social programs, sponsorships, and
good relations with authorities and the local community increasingly affect business repu-
tation and determine a company’s investment attractiveness and competitiveness. Some-
times up to 85% of the market value of a company is based on its business reputation [6].

7. UF stakeholders’ management should be more precise and systemic. For exam-
ple, describe a multilateral valuation approach based on the «value tree» concept [8].
This approach allows us to define the goals and objectives of stakeholders with more
precision. It is easy to implement and allows consideration of whether a particular
project can lead to positive relationship changes.
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