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At this stage, we should introduce the well-known Marshall Plan (MP) 
practice for the post-war reconstruction of the Ukrainian energy system. 

However, this requires a more detailed analysis of the practice and the 

effectiveness of its application by the country during complex recovery 
processes.  

Researchers at the Razumkov Center analyzed the impact of the Marshall 

Plan on the recovery of European countries after World War II [4]. 

The main postulates of this plan for the post-war recovery of European 
countries were 

 investment component, 

 actualization of market and competitive relations, 
 internal incentives for the survival and economic growth of the 

population of the states, 

 elimination of any manifestations of corruption, 
 promotion of the rule of law by building an objective and transparent 

judicial system. 

The main directions of the PM implementation were launched in 1947 to 

achieve concrete results. The founder of this action plan was US Secretary 
of State George C. Marshall, who developed a four-year plan to reconstruct 

cities, industries, and infrastructure that were severely damaged during the 

war. Another area of this plan was eliminating trade and customs barriers 
among the Commonwealth of Europe to intensify international economic 

relations with the United States. 

Sixteen European countries implemented the European Recovery 

Program (ERP), but subsidies were directed to the United Kingdom, France, 
Italy, West Germany, and the Netherlands [19]. 

However, after World War II, not all states applied the measures declared 

by the Marshall Plan. For example, Japan, which suffered from industrial 
destruction, focused on restoring technological innovation and the 

functioning of industrial enterprises. Subsequently, a detailed analysis of the 
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methodology for implementing this step was proposed under "The Main 

Problems of Japan's Economic Reconstruction" [18]. 
The authors, electrical engineers Saburo Okito and Yonosuke Go, 

outlined the introduction of production parties that would allow the 

accumulation of specific scarce resources in several industries with a cross-

sectoral multiplier effect [5, 11]. 
When implementing this plan in the context of current national realities, 

it is necessary to outline specific aspects that could be taken into account in 

the necessary implementation: 
- A unified European policy for the reconstruction of Ukraine. This policy 

is aimed at improving the national security of economic and food processes; 

- activation of the business legal and competitive environment of 
Ukraine;  

- addressing integrity problems concerning the focus and priority of 

specific industries and areas.  

However, analyzing the existing developments in this regard, it should be 
assumed that the implementation and application of the Marshall Plan will 

serve, in the conditions of modern national statehood, as a kind of basis for 

the economic reconstruction of the National Recovery Plan by adapting the 
reintegration of multi-sectoral processes and subjective interaction to the 

European Development Strategy for dynamism and transparency in joining 

the European Union [1]. 
Considering the likelihood of implementing certain aspects of the D. 

Marshall Recovery Plan on a macroeconomic scale, the following should be 

taken into account 

- to outline some of the most favorable and priority conditions for 
cooperation between Ukraine and European institutions for political 

purposes; 

- create the necessary technological, institutional, and competitive space 
for interaction between domestic and foreign partners, which would facilitate 

the implementation of recovery projects 

- to ensure the security of networks for the transfer of financial, 

humanitarian, material, and other resources to help the domestic economic 
system rebuild it; 

- to highlight Ukraine's place and role in demographic, security, climate, 

digital, and energy strategies for European recovery, to formulate a vision of 
Ukraine's future place in the European community, etc; 
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- to implement in Ukraine common approaches to European policy in 

terms of sectoral growth and diversification of supply, transportation, 
production, storage, and preservation of energy resources within the 

transport, environmental, energy, and food sectoral structures; 

- include national development strategies and common goals in the 

implementation of the EU's sustainable development goals; 
- to outline safe, reliable logistics networks between Ukraine and the EU 

for stable food, energy, and other supplies.  

- to digitize and digitalize the processes of Ukraine's energy system, to 
create "smart cities" and "smart energy" centers; 

- to consolidate the efforts of small, medium, and large businesses in 

projects and measures to rebuild the domestic economy; 
- expand the scope of cross-border cooperation and intersectoral 

cooperation between Ukraine and the rest of the world; 

- to strengthen the level of energy security of Europe and Ukraine in the 

direction of carbonization network processes, the formation of a single green 
course, and the introduction of "green technologies"; 

- to combine environmental and energy sectors to counter military, natural 

and artificial risks; 
- systematically apply energy renovations for energy-efficient production 

in the housing, energy, and related sectors of the economy;  

- build and expand the utilization of waste and resource processing plants 
to increase the types of alternative energy sources and energy sustainability. 

In summarizing the macroeconomic Strategy for restoring the national 

economic system, we should focus primarily on economic and social 

modernization. A multidisciplinary plan for Ukraine's reconstruction similar 
to the Marshall Plan cannot be implemented separately from European 

values and goals. First and foremost, social and economic stability in our 

country is intended to compensate for the social, moral, and economic losses 
caused by the war with the aggressor. At the same time, the aggressor's 

competitive position in world markets should be reduced to zero. In contrast, 

it is necessary to achieve the necessary balance to strengthen European 

companies and form a new approach to communication between market 
players and institutions in Europe and Ukraine, increasing their investment 

capacity [6-8, 13-16]. 
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