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BLT PEJAKIIIT
HE®OPMAJIBHA OCBITA MAPKETOJIOTI'IB

Cucrema BUIIOI OCBITH YKpaiHM T[OBHHHA TpaHCPOpMyBaTUCS B CHCTEMY
Oe3nepepBHOi OCBITM MPOTSATOM BCHOTO JKUTTSA. BBakaio 3aliBUM, B JaHOMY BHIIAJIKY,
PO3TOPHYTO OOTPYHTOBYBATH IO Te3y. 3a3Hady TUIBKH OJHEe. Buxoasuu 3 cydacHOi
nepioau3aiiii JKUTTEBOTO IHKIY, 30UIBIIYEThCS Tpare3gaTHUl Bik. JIHOJACTBO MoOJOiE.,
BcecBiTHst oprasizaiiisi OXOpOHH 3/I0POB’ sl BITHOCUTE 59 POKIB /10 MOJIOJIOTO BIKY JTIOIUHU. AJle
creriasbHi KOMIETEHII MBHUJIKO MOpPaJbHO 3acTapiBaroTh. Y LIbOMY — OCHOBHA IMPUYMHA
MOSIBU CYy4acHOT OCBITHBOI KaTeropii «Oe3nepepBHa 0CBITa.

Y memopannymi «IIpo 6e3nepepBHY OcBiTY €Bpormneiicbkoro Coro3y» Oyno BBEICHO
npuHIMO — «HaBuaHHs JnoexkuHO B xkuTTs (lifelonglearning)». ¥ cyuacHomy cBiTi 1M
MIPUHITMIIOM HEOOX1THO KepyBaTUCS Y BCiX 0€3 BUHATKY OCBITHIX cUCTeMax. ToMy KOHIICTITis
Oe3nepepBHO BUIOT OCBITH B YKpaiHi BKIIOUAE TPH SKICHO PI3HOPITHUX OCBITHIX ITiICHCTEMHU:
dbopMmanbHy, HepopMalbHy, iHPOpPMaANbHY (CaMOOCBiITa). B CyKyNHOCTI BOHHU YTBOPIOIOTH
OCBITHIO TAPMOHIIO, JUIS SIKO1, SIK B1JIOMO, XapaKTEPHUM € PI3SHOMAHITTS B €THOCTI Ta €THICTh B
pizHOMaHiTTI. DOpMmanbHa, HeopMalibHA Ta IHPOPMaIbHA BUIA OCBIT € KOMIZIEMEHTAPHUMU.
KommieMeHTapHICTh — KIIOYOBE CIIOBO, SIKE BKa3y€ Ha iX B3a€EMO3B’S30K.

dopmalibHa BUIIA OCBITa € MAKCHUMAaJIbHO 1HCTUTYai30BaHOIO, OIOPOKPATHU30BAHOIO,
PO3MOMITICHOI0 32 KypcaMH, KpeAWTaMH, NUIJIOMaMd. BoHA BiJIMOBiZa€ TaKUM OCHOBHUM
BUMOTaM: HAasSBHICTh TPhOX PIBHIB BIIIOI OCBITH; HASBHICTH JIIIEH30BAaHUX OCBITHBO-
npodeciiHUX MPorpaM 3a KOXKHOIO CIELIaIbHICTIO (CHEeiani3ali€ro), TAKUX, O IPYHTYIOThCS
Ha HAIIOHAJILHUX OCBITHIX CTaHAapTax; CIeHiaJlbHO IMATOTOBICHUH TpodecopchKo-
BUKJIANAIPKUN CKJIAJ; 3aHATTA B JIIEH30BaHUX 3aKiafax BHUIIOI OCBITH; HAasBHICTbH
CHeliaIbHUX MPUMIIIEHb, 00aAHaHHS, 1HOPACTPYKTYPH; IUILJIOM JEPKABHOTO 3pa3Ka, IO
HiATBEPIKYE OTPUMAHY KBami(ikariiro.

HedopmanbHa ocBiTa nependayae GyHKIIOHYBaHHS 3a MeKaMH (pOpMaIbHUX OCBITHIX
CTPYKTYp, BOHA, SIK IPABUJIO, € KOPOTKOCTPOKOBOIO, T0OPOBUILHOIO Ta BUHUKAE, TIIBKHU SKILO
JUIs 1IbOTO € YMOBH. BinMiHHOCTI HepoOpManabHOI OCBITH BiA (OpManbHOI MHOJATAlOTh B
HACTYITHOMY: HaBYaHHS 3 ypaxyBaHHSM IOTPeO; 3B’S30K 3 MPAKTHUKOIO; THYYKI Iporpamu,
po3kian i BuOip Mmicis mpoBeAeHHs. OJHUM 3 HAWOUIBII BaKIMBUX (PAKTOPIB, AKI CIIiJ
nam’siTaTy, € Te, 10 OUTBIIICTH JIOJEH 3aiiMaloThCst He(hOPMAIBHOIO OCBITOIO, TOMY III0 BOHH
IIbOT'O XOUYTh, @ HE TOMY, 10 iX XTOCh 3MYyIIye 11e pooutu. Kpim Toro, yacto OyBae BUTiIHIIIE
OTpUMYBaTH HeOpMaNbHY OCBITY, a HE (hopManbHy odimiiiny. Hacripasi, Oysio BcTaHOBIIEHO,
II0 JIFOIX MOKYTh BUUTHUCS Ha0arato Kpaiie, KoJid BOHH BiT4yBalOTh cebe KOM(DOPTHO 1 MEHII
3aJIsIKaH1 MPOIIECOM HaBUYaHHS. SIK TIJIbKU THUCK 3 O0KY OUTBIN (hOpMaTBLHUX METO/IIB MIPOIAIaE,
JqroAMHa Habarato Kpaiue crpuiiMae iHpopmanito. TecTyBaHHS pIIKO € BHMOTOK B
He(OpMaJIbHOMY HaBYaHHI, JO3BOJISIIOUM pO3yMy IMOTJIMHATH 1H(pOpMalilo 0e3 THUCKY.
HedopmanbHa ocBiTa BU3HAHA SKICHOIO 1 MOTY)KHOIO BIAMOBIJJIIO HA PI3HOMAHITHI MOTpedU
Cy4acHOTO CyCI1JIbCTBA.

BBaxkaeMo AOIITBHUM po30yayBaTH cUCTEMY He(OPMaIbHOI OCBITH 1 TAKMM YHHOM
MOCUJIUTH CUCTEMY BHILIOT OCBITH Y KpaiHH.

Hanpuknan, B Ogeci knactep 3akiaaiB BUIOI OCBITH MiHiCTEpCTBA OCBITH 1 HayKH
Vkpainu, sAKud 3aiMaeThCcs MapKETHHTOBOIO OCBITOIO, CKiamaerbcsi 3 OmechbKoro
HAI[IOHAJILHOTO TOJIITEXHIYHOTO YHiBepcuteTy, OHEeChbKOro HaI[lOHATFHOTO EKOHOMIYHOTO
yHiBepcuteTy, O/1echKoi HalllOHAIbHOI akaJeMii XapuoBUX TeXHOJOoriH, Oxecbkoi aepkaBHOI
akajgemii OymiBHHITBA 1 apxiTekTypu. OTpuMaHHA B IHX 3akiaaax (GopmaibHOI OCBITH
TUIUIOMa JepXaBHOro 3pa3ka ramy3i 3HaHb 07 — VYmpaBiniHHA Ta aAMIHICTpYyBaHHS 3a
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cnenianbHicTio 075 — MapkeTHHr, CTyneHs BUIIOI ocBiTH «bakanaBp» mependadae OCBOEHHS
ocBiTHBOI mporpamu obcarom — 240 kpenutiB €EKTC 3a 3 poku 10 micsiiB, cTyneHss BULIOT
ocsitn «Marictp» — 90 kpemauriB €KTC 3a 1 pik 4 wmicsmi. BunmyckHuk, MOYMHAIOYH
caMoOCTiHY NpodeciiiHy AiSUIbHICTh, Yepe3 KOPOTKHUHA TEPMiH 3yCTPIYAETHCS 3 MPOOIEMOIO
«MOPAIBHOTO 3HOCY» OTPUMAHMX CIICLIaTbHUX KOMITETEHIIIH.

Y uudpoBiii eKOHOMIll KOXHI MIBPOKY 3’SIBISIOTHCS HOBI TEXHOJIOTi{, a 3HAYUTh,
notpiOHi HOBI 3HaHHs 1 BMiHHS. [lepen ¢axiBusmu, a 0COOIMBO MEpe; MapKETOJIOTaMH, B CHITY
cnenudiku ix mpodecii, mocrae mpobdiema: «/le miaBUIIYBaTH CBOIO KBamidikaiito, o0
BiMNoOBigaTu morpedam uyacy?». 3akiagu (opMalbHOI OCBITH HE HAIUIEHI HA TOJaJbIIIe
MiABUINECHHS KBaji(ikamii ¢axiBIliB 3 BHIIOK OCBITOI. [lepkaBHa cucTeMa ITiJIBHIICHHS
KBayidikarii, ska GyHKLIOHYBaJIa paHile, 3pyiiHoBaHa. ToMy B Mexxax YKpaiHChKOI acomiartii
MapkeTHHry 3 2008 poky nie mporpama ceptudikailii MapKeTOJIOr1B, sIKa 103BOJISIE B KOPOTKUI
TEPMiH OTPUMATH HAHHOBIIII CIIENialbHI MAPKETUHTOBI KOMIeTeHIIii. J{s cuctemaru3anii miei
MPAKTUKKA B MApTHEPCTBI 3 YKPATHCHKOIO acoOlialli€l0 MApKETUHTY Ta TPYNOI KOMIaHii
«Infomiry» Oyso crBopeHo MikHapoauuii iHCTUTYT MapkeTuHry (http://mim.website).

MEXOYHAPOOHLIA

HHCTHUTYT
MAPKETHHIA

MiKXHapogHHH IHCTHTYT MapKeTHHTY € 3aKiagoM He(opManrbHOT MapKeTHHTOBOi
OCBITW JJIs1 OTPUMaHHA aKTyaJbHMX MpodeciiHMX 3HaHb BiJ (axiBLIB MepeToBUX
MDKHApOJHUX KOMIIaHIA. 3a pe3yibTaTaMy HaBYAHHS BHUITYCKHUKH OTPUMYIOTH cepTHU]iKaT
VYkpaincbkoi Acorianii Mapkerunry. ¥ CILA 1 kpainax €Bponu HasBHICTh aHAJIOT1YHOTO
ceptudikaTa, 1m0 MIATBEPKYE MpodeciiiHi 3HaHHSA B cdepl MapKETHHTY, € CIPUSTIUBUM
daxTopoM A mocaau GaxiBls 3 MApKETHHTY a00 TOM-MEHEKepa.

Cryxaul MiKHapOJHOTO 1HCTUTYTY MApKETHHTY HABYAIOTHCS y BUIBHHM BiJI pOOOTH
yac. Cepenns TpuBaiictb Kypcy — 30 ronus (1 kpeaur). CrieniasiizoBaHa MiAr0TOBKa, HalllJIeHa
Ha HeraiiHe BIPOBA/DKCHHS OTPUMAaHHMX 3HaHb B MpakTUKy. [lyn BHKIIagadiB CKIamaeThes 3
ABTOPUTETHUX BYEHHUX 1 MAapKeTOJIOTIB-IPAKTUKIB, $KI JOMOIJIMCA pE3YJIbTaTiB, IIO
MiATBEPKYIOTH iX KOMIIETEHTHICTh. Hanpukiaz, kypc «[HTepHeT-MapKeTHHT» BUKJIAA€ThCS
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3 pa3u Ha THXKICHb MO 2 TOIMHH. 3MICT KypCy CKIaJaloTh HacTymHi Moxyii: «Ctpateris
IaTepuer-mapketuary», «SEO», «PPCy», « SMM», «Emaily», « Web-ananitukay, «KoHTEHTY.
[pyHTYHOYHCH Ha JOCBiAI YKpaiHCHKOI acomianii MapKETHHIY, MOKHA 3aIPOIOHYBATH
dbopMyBaHHS HAI[IOHAIBHOI CUCTEMHU HE(OPMAIIbHOT OCBITH B MeKax MpodeciiitHuX 00’ € qHaHb,
110 JT03BOJIUTH KOHTPOJIIOBATH SKICTh MiABHILIEHHS KBaJi(iKkallii TpyI0BUX pecypciB YKpaiHu.

Muxaiijgo Oxnanaep
Tonoenuii peoakmop acyprany «Mapxemune i yugposi mexunono2ii»
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Innsmenko Cepriit MukoaaiioBu4

0-p eKoH. HayK, npoghecop, 3asidyeay kagedpu mapxemuney ma VI
Cymcokuil depoicagrull yHigepcumem

(Cymu, Vrpaina)

0-p xabinimosarnutl, npogpecop

Buwa wxona exonomixo-eymanimapua

(BPervcwvko-Bsna, Ionvwa

IMunyaina FOQuis CepriiBHa

0-p. eKOoH. HayK, 0oyeHm, npoghecop Kaghedpu eKOHOMIUHOI KibepHemuKu
Ma MApKEeMuH208020 MEHEONCMEHTY

HTY «XI1l» (Xapxkie, Yxpaina)

cmapuiuil HayKoeuil CRiepooimHuK

Cymcokuil depaicagrull yHigepcumem

(Cymu, Vrpaina)

MEXAHI3M YIIPABJIITHHSI 3BHAHHSIMU B OPTAHI3AIIL B KOHTEKCTI ii
PUHKOBO OPIEHTOBAHOI'O IHHOBAIIIMHOI'O PO3BUTKY

Pospobneni i naykoso oOIpYHMOGAHI MeOPemuUKO-MemooonociuHi 3acaou @opmyeaHHs
Op2aHi3ayiiHO-eKOHOMIYHO20 MEXAHI3MY VNPAGAiHHA 3HAHHAMU 6 Opeauizayii sAK OCHO8010 iT
IHHOBAYIIHO20 PO3GUMKY AKI, 30Kpema, GKIUAIOMb: NPUHYUNU POPMYBAHHA | (QYHKYIOHYE8AHHA
3A3HAYEHO020 MEXAHI3MY, U020 QYHKYIL i cmpyKmypy, HOCHIO06HICMb § 3MIC APOYEOYp VNPAGIIHHS
NPOOYKYBAHHAM | GUKOPUCIAHHAM AKMYANbHUX PeNeGaHmHux 3Hanv. Pospobaeno i obrpynmosano
nioxio 00 YNPAGNIHHS 3HAHHAMU OpPeaHi3ayii 3 3ACMOCYBAHHAM  CYYACHUX KOMN HOMEPHUX
IHOPMAYITIHUX MEeXHONO02TH, OKPECIEHO POib | MICye MEXAHIZMY YNPAGLIHHSA 3HAHHAMU Y CIMPYKMYpI
cucmemu ynpasninus Web-pecypcamu opeanizayii. [lpakmuyna peanizayis OmpuUMaHux HayKo8ux
Ppe3yIbmamie HA0AE MONCIUBICIb OOIPYHMOBAHO20 | YINIECNPAMOBAHO20 YNPAGIAMU [HHOBAYIUHUM
PO3BUMKOM OpP2aHi3ayill 8 YMOBAX eKOHOMIKU 3HANb, WIAXOM (POPMYSAHHA HA OCHOGI 3HAHL CIIUKUX
KOHKYPEHMHUX nepesas Ha HAYIOHATbHOMY [ MIJICHAPOOHUX PUHKAX, CIMEOPIOE NepedyMOBU iX nepexody
00 GunepeoIHCaryo2o IHHOBAYIUHO20 PO3GUMNKY.

KirodoBi cioBa: MexaHi3Mm YINpaBiIiHHS 3HAHHSIMH, MPOAYKYBAaHHS 3HaHb, KOMeEpIliami3ailis
3HaHb. IHHOBAIIWHKUI PO3BUTOK opranizaiii, Web-pecypcu oprasizaiiii, iIHTEpHET-MapKETHHT.

DOI: 10.15276/mdt.3.1.2019.1

ITocranoBka mpolJeMH B 3arajJlbHOMY BHIVIAAI Ta 1i 3B’fI30K 3 BasKJIMBHMH
HAYKOBMMHM 200 NPAKTHYHUMHU 3aBJaHHAMM. Ha cyuacHOMy eTarii EKOHOMIYHOTO PO3BUTKY
3/IaTHICTh MPOAYKYBAaTH 1 BUKOPUCTOBYBATH aKTyallbHI 3HAHHS € BaXKJIMBOIO KOHKYPEHTHOIO
NepeBaroro Ik OKPEMUX OpraHizalliil (marnprueMCTB Ta YCTaHOB), TaK 1 HAllIOHAIbHUX EKOHOMIK.
[Tounnarouu 3 2005-2007 pp. cBiTOBa €KOHOMIKa BBIHIILIA B CIIaJHY XBHJIIO 5-TO EKOHOMIYHOTO
UKy 1 3rigHo Teopii M. KonapaTheBa Buxija 3 HET MOKIMBUI JIMIIE HMUISIXOM 1HHOBAILIHHOTO
OHOBJICHHSI TEXHIKHM, TEXHOJOTI1H, METOJIB YNpPAaBIiHHSA TOLIO, B OCHOBY SIKMX ITOKJaJI€HO
3HaHHS.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0/)

Innawenko C.M., lunynina IO.C. Mexanizm ynpasninnsa 3HAHHAMU 8 Op2aHi3ayii 6 7
KOHmeKcmi ii puHKOB80 OPIEHMOBAHO20 IHHOBAYINIHO20 PO3GUMKY
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B nux ymoBax mocrae mpobGiema (popMyBaHHS €(PEKTUBHUX IHCTPYMEHTIB 1 METOJIB
YVOpaBIIHHSA 3HAHHSMH Ha PI3HUX PIBHIX €KOHOMIKH. OCOOJMBO BOHA 3arOCTPIOETHCS JJIS
VYkpaiau, Ui SKOi OUIAX 1HHOBAIIHHOTO 3pOCTaHHA y PYCJi KOHIEMIii BHIIEPEIKa0yoro
PO3BUTKY HE Ma€ anbTepHaTUB. BuOip HanpsMiB BULIEpEIKar040ro pO3BUTKY OTPeOye HOBUX
3HaHb 1010 TEH/CHIIIH PO3BUTKY HAYKH 1 TEXHIKH, CIIOKUBYMX 3AIHUTIB TOIIO, & TAKOXK 3HAHB
111010 MOXKJIMBOCTEH peani3allii HasBHUX 1 NEPCHEKTUBHUX PUHKOBHUX MOKJIMBOCTEH 1 3arpo3
Ha piBHI KOHKPETHHUX OpraHi3amiid i eKOHOMIKHM KpaiHM y IIOMY. YTpPaBIiHHS MpOLEcCaMu
MPOJYKYBaHHS 1 BHKOPUCTAaHHs (Komepiiamsailii) akTyaJbHUX 3HaHb JO3BOJIMTH
iIeCHpSMOBAHO 0OMPATH TPAEKTOPIT BUIIEPEHKAIOYOT0 IHHOBALIHOTO PO3BUTKY, (hopMyBaTu
1 MOCHJTIOBATH BiJIIOBITHI KOHKYPEHTHI IepeBaru, 3a0e3neuyBaTi YMOBH CTIHKOTO 3pOCTaHHS
BITYM3HSHOT CKOHOMIKH Ta MiABUIICHHS SKOCTI )KUTTS HAaCEeJICHHS Y KpaiHH.

AHaJIi3 OCTaHHIX JoCHiIKeHb 1 mnyOJikamiid, B SKHUX NOKJAJeHUN MNMOYATOK
BUPIlIEHHIO 1aHOI NP00JieMH i Ha sIKi ciupaeThes aBTop. [TuTanus ynpaBiiHHS 3HAHHSIMU
MIIMPUEMCTB Ta YCTaHOB aKTHUBHO JOCTIIKYIOTBCS y poOoTax OaraTboxX 3apyOiKHHX Ta
BITYM3HSIHUX HAYKOBIIIB. 3aCa{HIY1 aCIEKTH yIPABIiHHS 3HAHHSIMHU B OpraHizalisx po3poouim
Davenport T. [22], Sveiby K. [30], Jxanerro K., Yumep 3. [4], Koymnonoyaoc T.M.,
Opanmaono K. [8], Mineaep b. [13].

AKTyanbHI MpoOJIEMH Cy4acHOIO MEHEI)KMEHTY 3HaHb B OpraHi3alisix 3 MO3UIlii
3a0e3nedyeHHs X iHHOBaIiifHOro po3BUTKY nociimkyBamu Blanc B.L., Bouillon J.-L. [20],
Borjigen C. [21], Jennex M.E. [23], Khedhaouria A., Jamal A. [26], Landry R., Amara N. [27],
Matschke C., Moskaliuk J., Cress U. [28], Peter M. [29].

JlochimkeHHss 'y ramy3i ymnpaBiiHHS 3HAHHSIMH Oprasizamiii, y ToMy 4ucm  ix
IPOJYKYBAaHHSM 1 HOIIMPEHHSM (KOMEpIiaTi3ali€to), IPOBOIMIN TAKOX BITIN3HIHI HAYKOBII],
3okpema: Bosk f.10. [1], Boctpsikos O.B., I'pebenikoBa O.M. [2], denuctok B.A. [3], MatBiiB
M.4. [10], Memko H.IT., Po6ora I1.B. [12], Moiiceenko LII. [14], Onedipenko O.M. [15],
Crynnikep I'.JI. [16], Tomax B.B. [17], Uepkacosa [.B. [18].

Bupinennss HeBHUpilIeHMX paHille YacTHH 3arajibHOI Npo0JeMH, KOTPHM
NpHUCBAYYEThbesl cTaTTA. [IpoTe He3Bakarouum Ha TIMOOKE OMpPALOBAHHSA MPOOJIEMATUKU
JOCTIJDKEHHST ~ HEeIOCTaTHhO  JIOCHIDKEHUMH  3aJMIIWINACS  THTaHHS  (opMyBaHHS
OpraHizanifHO-€eKOHOMIYHOTO MEXaHi13My B3a€MOY3TOPKEHOI'0 YIPaBIIiHHSA (3 3aCTOCYBaHHAM
KOMIT IOTEpPHUX 1H(OpPMALIMHUX TEXHOJOri) mponecaMu NpOAYKYBaHHSA 1 BUKOPUCTaHHS
aKTyaJbHUX 3HaHb B OpraHi3allii, sKi BTUTIOIOTHCS Y 00’ €KTH 1HTEIEKTYyallbHOI BIACHOCTI, HOBI
MPOJYKTH, TEXHOJIOT1], METOJIM YIIPaBIIiHHS, IO CTBOPIOE MEPEIYMOBH TIEPEXOIY OpTaHizarlii
Ha [IUIAX IHHOBAIIHOT0 3pOCTAaHHs B YMOBaX CTAHOBJICHHS €KOHOMIKH 3HaHb.

®opMyJIIOBAHHSI MeTH CTaTTi (NMOCTAaHOBKA 3aBAaHHs). MeToo cCTaTTi €
PO3pOOIJIEHHS! TEOPETUKO-METOJOIOTIUHUX 3aca]l (JOpMYyBaHHS OpraHi3auniiHO-eKOHOMIYHOTO
MeXaHI3My YIpaBIiHHS MPOIECaMU MPOAYKYBAaHHS 1 BUKOPUCTAHHS 3HAaHb HAa PIBHI OKPEMHUX
opraHizauiif B KOHTEKCT1 iX pUHKOBO OpPIEHTOBAHOI'O IHHOBALIIHHOTO PO3BUTKY.

BukiageHHs1 OCHOBHOro0 Marepiajy IOCJTiI’KEHHSl 3 NOBHMM OOIPYHTYBAHHAM
OTPUMAHMX HAYKOBHUX pe3yabTartiB. Jlochmi/pkeHHs TpOBOAWIOCA Yy  HACTYyNHIN
IIOCJI1JOBHOCTI.

1. BusHaueHHs OCHOBHUX MPHUHUUIIB (OpMYBaHHS 1 (DYHKIIOHYBaHHS MEXaHI3My
yIpaBJIiHHS 3HaHHSMU B OpraHi3arlii.

2. Po3po0iieHHs KOHIENTYyaJbHOI CXEMH OpraHi3aliifHO-eKOHOMIYHOI'O MEXaHi3My
yIpaBJIiHHS 3HaHHSMU B OpraHi3allii, sika pO3BUBAETHCS 1HHOBAIIITHUM LUISIXOM.

3. Po3pobneHHs METOAMYHUX 3acaj YIpaBliHHA 32 (OpMalli30BaHUMHM IPOIEypaMH
MPOJYKYBaHHSAM (OTPUMaHHSIM) 1 BUKOPUCTaHHSIM (KOMEpIIiali3alli€lo) 3HaHb B OpraHi3aliii.
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4. Po3pobnenns rpadiunoi iHdopMaliifHOT Mojaeni MeXaHi3My YIpaBIiHHA 3a
3allpOIIOHOBAHMMU MPOLElypaMH 3HaHHSIMM Oprasizallii, sika PO3BHBAETbCS 1HHOBALIMHUM
HIISIXOM.

5. Po3po0nenHs y3arajlbHEHOI CTPYKTYpHU 0a3M 3HaHb, sIKa pO3IJISIIAEThCA K CKIIa10Ba
Web-cucremn opranizaiii i mependavyae BHKOPHUCTaHHS KOMIT FOTEPHUX 1H(pOpMAIiiHUX
TEXHOJIOT1H 115 i1 popMyBaHHS 1 BUKOPHUCTAHHS.

6. BusznauenHst micus, poiii 1 3aBaHb MEXaHi3My YIPaBIIiHHS 3HAHHSAMH B CTPYKTYpi
ynpasiinas Web-cucremoro opranizartii.

CucreMHu#t aHami3 1 y3aralbHEHHs JiTepaTypHux mkepen [1-4, 8, 10, 12-18, 20-23,
26-30], a TaKo>X BITYM3HIHOTO 1 3apyO01>KHOTO JOCBIAY YIIPABIiHHS IHHOBAIIIMHUM PO3BUTKOM
HiANPHEMCTB Ta YCTAHOB, B OCHOBY SIKOTO TOKJIa/ICHO HOBI aKTyaJbHI 3HAHHS, JIA€ MiJCTaBU
pPO3MIISIIATH  OPTaHi3aIliiHO-CKOHOMIYHUI MEXaHI3M YIpPaBIiHHS 3HAHHSAMHU OpraHizaiii B
KOHTEKCTI 3a0e3neveHHs ii iHHOBAIIfHOTO PO3BUTKY SIK BIAKPUTY, aAaNTUBHY 1 AMHAMIYHY
CHUCTEMY, III0 MAa€ IMOBIpHICHUH XapakTep (MpuHIMIU GopMyBaHHS 1 QYHKIIIOHYBAHHS ).

BigkputicTs mposiBIsi€ThCA y 0OMiHI 3HAHHSIMH 3 30BHIIIHIM CEPEIOBHILEM:

— OTPUMAHHS 3HaHb 13 30BHINIHIX JDKEPET,

— TommMpeHHs (KoMepliani3amis) 3HaHb OpraHizalii y 30BHIIIHBOMY CEpEIOBHILI:
a)0e3nocepeHR0 — MPOAAK MATEHTIB, JIIEH31 HOy-Xay; 0) OMocepeqKOBaHO — IIISTXOM
BUTOTOBJICHHS IIPOAYKIIil HA OCHOBI 3HAHb 1 11 30yTYy.

AJanTUBHICTH MPOSIBISIETHCSA Yy THYYKOCTI pearyBaHHS Ha 3MIHY YMOB 30BHIIIHBOTO 1
BHYTPIIIHBOTO CEPETOBUINA IUISIXOM OTPHUMAHHS BIATIOBIAHUX 3HAHB 1 X BUKOPHCTaHHS IS
OpraHizalli€lo Ha BCiX eTanax BUTOTOBIICHHS 1 KOMepIliaizallii MpoAyKIii 3 METOIO IPUBEICHHS
y BIIMOBIAHICTH BHYTPIIIHIX MOJIMBOCTEH I1HHOBALIMHOTO PO3BUTKY 3OBHIIIHIM, fKi
TCHEPYIOTHCS PUHKOM. JIMHAMIUHICTh MPOSIBISIETHCS Y MTOCTIMHUX 3MiHAX POJTi 1 3HAYEHHS HOTO
MiJICUCTeM 3aJIe)KHO Bil YMOB 30BHIIIHBOIO MAakKpo- 1 MIKpOCEpEAOBHINA, MOTOYHHUX 1
NEpCHEeKTUBHUX LUIeH oprafizamii, MOTHBamii JisTIBHOCTI TEPCOHANTY 1 BIIACHUKIB.
HeoOxigHicTh ypaxyBaHHS pI3HUX CIIEHapiiB PO3BUTKY 30BHIIIHBOTO CEpeJOBHIIA 1
BIJIOBIAHOTO iX ypaxXyBaHHS y pO3pOOJIEHHI 1 peani3alii cTpaTeriii po3BUTKY CBIIYUTH PO
IMOBIpHICHHMH XapakTep 3a3HaU€HOI0 MEXaHi3My.

BuinieHo OCHOBHI MiJICKCTEMH 1 €JIEMEHTH OPraHi3aliifHO-€KOHOMIYHOTO MEXaHIi3My
yIIpaBIIiHHS 3HAHHSAMH OpraHizaiii B KOHTEKCTI 3a0e3neueHHs i IHHOBALIHHOTO PO3BUTKY 1
po3pobiieHo cxeMy iX B3a€EMOY3rOJKEHOT B3a€MOJIii, CTPLIKaMH IOKa3aHO 1H(opMaIiifHi
notoku (puc. 1).

[Totenuian iHHOBauiiHOro po3BUTKY (IIIP) opranizamii po3risaaeTbes sIK KOMILIEKC
B3a€MOIIOB’SI3aHUX PECYPCIB 1 3AaTHOCTEH /10 iX peanmizallii, [0 BU3HAYAIOTh 11 CIIPOMOXKHICTh
(MapKeTUHIOBY, HAYKOBO-/IOCJIITHUIIbKY, IHTEIEKTyaJIbHy, BUPOOHNY0-30yTOBY, EKOHOMIUHY
TOII0) MPUBOJUTH Y BIAMOBIAHICTB /10 30BHIIIHIX BHYTPIIIHI MOXJIMBOCTI PO3BUTKY Ha OCHOBI
MOCTIMHOTO MONIYKY, BUKOPUCTAHHS 1 pO3BUTKY HOBUX cep 1 crnoco0iB eeKTUBHOI peaizaliii
HASBHUX i TEPCIEKTHBHUX PHHKOBUX MosxmBocTeil [19]. Moro ckmamoi moTenmiamu-
MIJICUCTEMH 3a3HavyeH1. Po3riistHEMO JeTalbpHIIIE MIACUCTEMH MEXaHI3MY.

Iliocucmema npooyKkyeamnHs 3uanb. XapaKTEPUCTHKU JDKEpeN IMPOJYKYyBaHHS
(oTpuMaHHS) HOBUX 3HAHBb IOJI0 CTaHY CKJIQJOBHUX IMOTEHIIATy 1HHOBAIIMHOTO PO3BUTKY 1
BIJIMOBiAaNbHI 32 iX OTPUMaHHs Moj1aH1 y Taom. 1.

PimenHs mono AOUIIBHOCTI MPOAYKYBaHHsS (OTpUMaHHsS) HOBHMX 3HaHb 1 BHOOpY
KOHKPETHHX JKepen (IHCTPYMEHTIB) 3allpOIIOHOBAHO MPUIMATH Y HACTYIHIN MOCHIJOBHOCTI:

1. Buxonatu anaii3 piBHs ckiaagoBux migcuctem [P (puc. 1) 3a BioMor0 METOAUKOIO
[11, C. 52-73]. AnHani3z BHKOHAaTH Ui KOHKPETHOTO HAampsMy iHHOBAI[IHHOTO PO3BUTKY
(paxTHYHOTO YK MOTEHLIHHOTO).

Innawenko C.M., lunynina IO.C. Mexanizm ynpasninnsa 3HAHHAMU 8 Op2aHi3ayii 6 9
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2. SIkmo piBeHb 3aJ0BIIBHUMN, TO TIEPEHTH 10 1. 1 (MOHITOPHUTH PiBEHB CKJIAZOBUX ).

3osHuiwne maxpocepedosuuye

3osHiwne mikpocepedosuuje A
_______ Y N
=
[
)
S 5
= |
E Cy0’exT ympaBmiHHS (KEPiBHUITBO 5
'5 oprasizarii i ii miapo31aiiiB) =
S & o
& gz
A E g
~
ITincucrema »| IlincucreMa BUKOPHUCTaHHS
NPOJYKYBaHHS < 3HaHb, y T.4.:
(oTpuMaHHS) 3HaHb, y T.4.: Bukopucranus 3HaHb B - HanpsIMU BUKOPUCTAHHSA
- Jokepena (IHCTPYMEHTH) oprasizamii (xomepriamizarii) 3HaHb;
OTPUMAaHHS 3HAHb, - METOMKA 1 KpUTepii
- METOJMKA 1 KpUTepil P BUOOpY HanpsMiB
9
BUOOPY JKepen > O6’exr A
d .
< yOpaBaiHHS |~ ?
(3HaHHSA
T ATIPHEMCTBA)

Buympiwne cepedosuye
BuyTpimHi mkepena

A4

PunkoBuii [HHOBaNIHNI Bupo6un4o-36yToBuit
IMOTEHITAI IMOTEHITIAI MOTEHI A

[Morenmian irHOBamiHOTO po3BUTKY (I1IP)

Pucynok 1 — KoHuenryanbHa cxema opraHi3amiifHo-eKOHOMIYHOT'O MEXaHI3My yIpaBIIiHHS
3HAHHSMM OpraHi3allii B KOHTEKCTI 3a0e3nedyeHHsl ii IHHOBAI[IHHOTO PO3BUTKY
(aBTOpCHKA PO3pOOKA)

3. SIkm1o piBeHb HEJIOCTATHIM — MPOBECTH 32 METOAMKOIO [6] BUOIp KOHKPETHHUX JDKEPET
1 IHCTPYMEHTIB MPOAYKyBaHHS 3HaHb (Tabi. 1) 1mO70 MIABUIIEHHS PIBHS BIJAMOBIIHUX
CKJIaJIOBHX.

4. BukoHaTH OLIHKY MOXJHMBOCTI 1 EKOHOMIYHOi JOIUIBHOCTI MPOAYKYBaHHS
(oTpuMaHHsA) HEOOXIHMX HOBHMX 3HaHb 3 OOpaHuUX y WM. 3 pKepen. 3a HasBHOCTI
albTepHATUBHUX BapiaHTIB BUKOHATH iX MOpiBHIbHUM aHami3. Kpurepii Bigbopy — NPV, PP,
Pl, IRR.

5. SIkuo mpuHHATHI BapilaHTH BIJICYTHI, TO MeperTH 10 M. 1 1 meperjasHyTd BapiaHT
IHHOBALIIHHOT'O PO3BUTKY.

10
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6. SIkmo € mpuiHATHI BapiaHTH, TO 0OpaTH Kpamuii (Kpaiii) 3 HUX BIIIOBITHO 110
kputepiiB 1. 4. [licns ix peanmizanii moBepHyTHcs A0 1I. 1.
Tabmuus 1 — Xapakrepuctuka 3uadb 110710 [1IP opranizauii ([7], axanToBano)

IMorenmiamm migcucremu [P opranizamii

PECICBAaHTHUX 3HAHb

MAapKETHHT 3HaHb.
KyniBis 3HaHb

XapaKTepUCTUKU > Prva— "
P p PurkoBwMiA IHHOBAITHAHT Bupobando-30yToBHit
N L Crparerigyamii
Crpareriqanit Crparerigyamii . .
. . . . . MapKeTHHTOBHI aHaI3.
Jlxepena i MapKeTHHTOBHH aHalli3. | MapKETHHIOBHI aHAMI3. . . .
g . ) . AHaii3 BIacHOi AiSIIBHOCTI y
IHCTPYMEHTH MapkeTuHroni puHkoBi | IlaTeHTHHH, . . .
. . . . T.4. BHYTPIIIHBO] 3BITHOCTI.
OTpPUMaHHS JOCITiIKSHHS, JiTepaTypHUH aHaMi3.

HaBuanns nepconainy.
HJAJKP. Kymisist 3HaHb.

AHai3 pHHKY 1HBECTHIIIH.
HauanHs nepconaiy.
HJJKP. Kynisist 3HaHb

BinnosiganpHi 3a
OTpPUMAaHHs 3HaHb

MapKeTHHroBi
MAPO3LTH

HaykoBo-mocmiaHi
Hipo3ainy,
KOHCTPYKTOPCBKI Ta
TEXHOJIOTIUHI TiAPO3IIIH,
HAYKOBO-JOCITiTHI
nmabopaTopii

DiHaHCOBO-EKOHOMIYHI
MiAPO3 1K, BUPOOHUYI
MiAPO3 117K, MAPKETHHTOBI
MAPO3LTH

Iliocucmema 8uxkopucmaHms 3HAaHb.

Pexomenpmamii 11010 OCHOBHHMX HamlpsMiB

BUKOPUCTAHHS 3HaHb IMIANPHEMCTBA 1MojaHo y Tabum. 2. [lepenik HampsiMiB B3ATO BiJIOBIITHO
10 [6, 7]. 3Hak «+» CBiIYMTH MPO TOCTATHIM piBEHB BiMOBIIHOI CKIIAH0BOI, «-» — HEAOCTATHI.

Tabmuus 2 — Hanpsimu BUKOpUCTaHHS 3HaHb Opranizailii (aBTopchbka po3po0ka)

Hampsimu

Hotenmianu migcucremu [P opranizamii

PunkoBmit

IHHOBaIITHMIT

Bupoban4o-30yToBuit

+ +

1. Komepmiamizatist BHpOOiB 1 TEXHOIOTIH, 10
CTBOPCHI Ha OCHOBI HOBUX 3HaHb

+

+

+

2. besnocepenHs KoMepiiiani3ailist 3HaHb

+

+

+

3. YI0CKOHAJIEHHS CUCTEMH YIIPaBIiHHS
OpraHi3ali€ero

4. BHeceHHs! KOPEKTUB Y HalPsIMA OTPUMAaHHS
3HAHb

5. BHeceHHs KOPEKTHB y HAPSIMH BUKOPUCTaHHS
3HaHb (BU3HAYCHHS HOBUX HATPSAMIB PO3BUTKY).
YV IOCKOHAJICHHS CUCTEMH YIIPaBIiHHS
OpraHi3ali€ero

7. BHECEHHS KOPEKTHB Y HANIPSIMU OTPUMAaHHSA 1
BHKOPHCTAHHS 3HaHb (BU3HAUCHHS HOBHX HAIPSIMiB
PO3BUTKY). Y IOCKOHAJIEHHS CUCTEMU YIIPABIiHHS
OpraHizaIi€er

JlBa nepiux HanpsMu MOXKYTh OyTH pealli3oBaHi 3a pi3HUX yMOB. BapianT 1 moxe Oytu
peasizoBaHUM sIK IPH BUCOKOMY piBHI ycix ckianoBux ITIP (moBHUi iHHOBaLIHHUI UKIT), TaK
1 MpU HEJOCTaTHBOMY pPIBHI 1HHOBALIHOTO MOTEHIlaNy (KYNyIOTh MaTE€HT YM JIIEeH31I0 1
KOMEPIIai3yloTh HOBY MPOIYKIIIO YM TEXHOJOri0). Bapiant 2 moxke OyTH peanizoBaHUil
HUIIXOM OOMpaHHS OJHOTO 3 JIBOX PI3HOBHJIB BEHUYPHOTO Oi13HECY: pO3pOOMTH 1HHOBAILIO,
JIOBECTH JI0 CTafil Komepliamizamii 1 NpoJaTH JIIEH31l0 Ha MpPaBO BUTOTOBICHHS,
3araTeHTyBaTH 1HHOBALIWHY po3poOKy 1 mpojaTu nateHT. Hu3bkuil piBeHb ycixX CKIaAOBHUX
ITIP cBimuuTh PO HEOOXIAHICTH YJOCKOHAJICHHS CUCTEMHM YIpaBliHHA. BapianT 4 CBiIUUTH
PO B1JICYTHICTb MOMUTY Ha IHHOBALIHHY MPOAYKIIiIO, 110 MOTPeOYe JOBEIECHHS XapaKTePUCTUK

Innawenko C.M., lunynina IO.C. Mexanizm ynpasninnsa 3HAHHAMU 8 Op2aHi3ayii 6 11
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IpOAYKIil 10 BUMOT puHKY. OCTaHHI IBa BapiaHTH NOTPEOYIOTh BUKOHAHHS KOMIUIEKCY il SIK
3 BUKOPHCTAHHS 3HaHb, TaK 1 MABUIICHHS piBHA ckianoBux [1IP opranizamii.

Buknanene BuIlle ONHMPAETbCS HA YKPYMHEHY (CepeaHbO3BaXKEHY) OLIHKY CTaHy
nigcucreM I1IP. IIpote y psiai BunaaKiB, HapUKIIad, KOJU OIlIHKA KOHKPETHUX MOTEHIIIaTiB-
nijicucTeM (PUHKOBOTO, iHTEJIEKTYAIbHOT0, BAPOOHMYO0-30yTOBOT0) HE3HAYHOIO MipPOIO MEHIIIA
uu OiNbIIa JOCTATHHOTO PiBHS, CJIiI BpaXOBYBaTH OLIHKH ix ckiamgoBux [9, C. 304-350].

PuHKOBHMII MOTeHIIa XapaKTepU3ye TOTOBHICTh PHHKY CHPUNUHSATH 1HHOBAIl MEBHOI
CIIPSIMOBAHOCTI (HAsABHICTh TOMUTY), a00 > MOXJIUBICTH C(HOPMYBATH TMONMUT (I
panuKanbHUX 1HHOBaNi). BiH BKIIIOYa€ MapKETUHTOBY CKJIJIOBY.

[HTENeKTyaTbHUI TTOTEHITIAN XapaKTepPU3ye 3/aTHICTh BTUICHHS JTOCATHEHb HAyKH i
TEXHIKM Yy IHHOBaLidHI MPOAYKTH, IO BIANOBIAAIOTH 3alMTaM, BKJIIOYAE: IHHOBALIWHY
KYJIbTYpY, IHTCJIICKTyalIbHY, iH(hOpMaIliiiny, iHTep(eiicHy Ta HayKOBO-IO0CTIHY CKJIaJIOBI.

Bupo6Hnu0-30yTOBHIA MOTEHIIIA XapaKTEPU3Y€E TEXHIUHY CIIPOMOMKHICTD 1 EKOHOMIYHY
JOIUTHHICT, BUTOTOBUTH 1 KOMEpIiali3yBaTH 1HHOBAIIMHI TPOJIYKTH, IO BiJIMOBIIAIOTh
3anMTaM CroXuBadiB. Bxirouae: hiHaHCOBY, KaApOBY, TEXHIKO-TEXHOJIOTIYHY, MAPKETHHTOBY,
Oprasi3amiifHo-yIpaBIiHChKY CKJIAOBI.

[TobynoBana rpadiuna iHdopmamiiftHa Mojenb (YHKIIOHYBaHHS OpTraHi3alliitHo-
€KOHOMIYHOTO MEXaHi3My YIpaBJIiHHS 3HAHHSIMH OpraHizaiii B KOHTEKCTI 3a0e3redeHHs ii
IHHOBALlIHHOTO  PO3BUTKY, IO  BijoOpaka€ MOCTIMOBHICT 1 3MICT  NpOLEAYp
B3a€MOY3TO/DKEHOTO  IIJICCIIPIMOBAHOTO  YIPABIIHHSA MPOAYKYBaHHSM (OTPHUMAaHHSM) 1
BUKOPHUCTAHHAM (KOMEpIlialli3ali€0) 3HaHb B OpraHizamii 3 TO3WIN 3a0e3nedecHHs Il
IHHOBAI[IITHOTO PO3BUTKY (pHC. 2).

v

MOoHITOPHHT CTaHy i TCHICHIINA PO3BUTKY

30BHIIIHBOTO 1 BHYTPIITHEOTO CEPEIOBHIIA <
A4
3HaHHSI 1[0]I0 PUHKOBUX 3HaHHS 1010 CHJIBHUX 1 CTAa0KHX
MOJKJIMBOCTEH 1 3arpo3 ctopi I1IP opranizamii

\ 4

KopuryBaHHs icHyrouMX 4 BUOIp HOBUX HAIPSIMIB
iHHOBaIliiiHOTrO po3BUTKY (SWOT-anarni3)

3abe3neueHHS
HEOOXiTHOTO
Ourinka pigas migcucrem [P oprauizariii, PIBHA HIZICHCTEM
[11, C. 52-73] 1P
A
. N 3-7 Haxomuuenss i
SIki HanpsiMu peadtizanii 3HaHb € .
peaiisallll SHdHb € | cHCTeMaTH3allis
JouitbHUME? (Tab. 2)
A 3HaHb
1,2
i A
Peanizanis oOpanoro HanpsMy Bubip mxepern 1 iHCTpyMEHTIB
IHHOBALlIHHOTO PO3BUTKY NPOJIyKyBaHHs 3HaHb, Ta0I. |

Pucynok 2 — I'padiuna iHpopmariitHa Mosienb (PyHKIIIOHYBaHHS MEXaHI3My yIpaBIiHHS
3HAHHSMHU OpraHi3allii, 10 PO3BUBAETHCS IHHOBAIIMHUM IUISIXOM (aBTOPCHKa pO3po0Ka)
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BpaxoByroun peanii po3BUTKY Cy4acHOI €KOHOMIKH, YSBISIETbCS HEOOXITHUM aKTHBHE
BUKOPHUCTAHHSM CY4aCHUX KOMIT I0TEPHO-1HPOPMAIITHUX TEXHOJIOT1H K IHCTPYMEHTAIBHOTO
3a0e3neueHHs 3a3HaUYeHOr0 BUILE MEXaHi3My YIPaBJIiHHs 3HaHHSAMH OpraHizanii. Buxonsum 3
[IbOTO 3alPOINIOHOBAaHA CTPYKTypa KOMII FOTEpH30BaHOI 0a3u 3HaHb OpraHizaiii, Mo
BiZJoOpaxkae B3a€MOJIII0 3HAHb PI3HOTO BHJYy Y MpPOIECI YIPaBIiHHSI HUMH, @ TAKOXK KaHAIIN
HaroBHEHHS 0a3u 3HaHb (puc. 3).

3HaHHSA 3 BHYTPILIHIX 3HaHHs 3 30BHILIHIX
mxepen: HAAKP, JDKEpEN: MapKETHUHT 3HAHb,
HaBYaHHsI, aHaJi3 BJACHOI kymiBis 3HaHb, HJIJIKP,
IISTTBHOCTI 1 T.II. HaBYaHHS TOIIO

Kananu OMPUMAHHA 3HAHb

Cucrema ympaBiiHHs 6a3010
3HaHb

ITupopmayitina niocucmema b6a3u 3HaHs

1

1 . .

1 | 3HaHHA 1I0AO CTaHy 30BHIIIHBOIO 3HaHHS OO0 CTaHy 30BHILIHBOTO 3Hanug moqao I11P
1 . co . . .o . - o

1| | MakpocepeIoBHINa i TeHACHIII I MIKpOCEpEIOBHINA | TCHACHIIIN opraHizarii i iforo
1 o . o .

| #oro 3minu HOTO 3MIHHA CKJIaIOBUX

1

. [ [ |

| | |

1 . [

| 3HAHHSA U100 JKepes 3HaHHS OO0 CTAaHy 1 TEHACHLIH

1 . . o . . . .

. (iHcTpyMeHTiB) iX oTpUMAaHHS i PO3BUTKY HaYKH 1 TEXHIKH Y raiys3i

1 . . .

. HANPAMiB BUKOPHCTAHHS oprasizanii (CyMiKHUX TaIy35X)

1

1

1

1

Pucynok 3 — CTpykTypa KOMIT F0TepU30BaHOi 0a3u 3HaHb OpraHizarlii

BuxinHi (pe3ynbTyroui) 3HaHHsI, Ha OCHOBI SIKMX NPUHMAaIOTh YMPaBIIHCHKI PILIEHHS
MOKa3aHo BUUIEHHSIM. Oco0IMBO BaXXJIMBY POJIb Y BUOOPI CTpaTeriil iIHHOBAIIITHOTO pO3BUTKY
oprasizaiii BilirparTh 3HaHHS LOJ0 CTAHY 1 TEHJEHIIM PO3BUTKY HaYKU 1 TEXHIKU Y ramysi
oprasizauii (CyMKHUX raimy3sx). st ekoHoMiku YKpaiHu 1 OKpeMUX HiANPUEMCTB Ta yCTaHOB
SK 11 €JIeMEHTIB IPaKTUYHO 0e3albTePHATUBHOIO € CTPATETis BUIIEPEHPKa0uOro IHHOBAIIIHOTO
PO3BUTKY [24], a U1 OLIHKY MOKJIMBOCTEH 11 po3po0IeHHs 1 peati3allii aHali3yloTh TeHACHIIIH
PO3BHUTKY HayKH 1 TEXHIKH y Taly3i OpraHizailii Yu CyMDKHHUX ranys3six. 3 HUIMU IOPIBHIOIOTh
MNOTEHLIHHO MOXJUBI (Buxoisuu 3 HasBHoro IIIP) HampsiMmu po3BUTKY MigIpHEMCTBA 1
OLIIHIOIOTh IIAHCH HA YCHIX peaji3alii cTparerii IHHOBalliiHOTO BUNIEpEKEHHS [S].

3anpornoHOBAaHUI MEXaHI3M YIpaBJIiHHS ONEpye 3HAHHIMH, K1 HaIXOASATh PI3HUMU
KaHalaMu (Ha TanepoBUX JOKyMEHTax ab0 Ha eNeKTPOHHHMX HOCISX 4Yepe3 JIOKaJbHY 4u
r00anbHy MEpexy TOIIO) 1 (PIKCYIOThCA Y 1HGOpMAIIiiHIN TiAcucTeMi 0a3u 3HaHb.

CydacHa oprasi3ailis 3[1iCHIOE aKTUBHMM OOMIH 3HaHHSMH 3 EKOHOMIYHHUMU
KOHTpareHTamu (CIO)KMBa4aMHM, IOCTa4YalbHUKAMHU, TOCEPEAHUKAMH) Ta KOHTAaKTHHUMH
ayauTopisMu  (OpraHaMM  MICHEBOi  BJaJd, MICIIEBUM HAceJIeHHAM, TI'POMAJICBKUMHU
oprauizamismu, 3MI) uepe3s mepexy iHTepHery. Web-cucrema opranizaifii BUKOHYE JBi
OCHOBHI (pyHKIIT:

Innawenko C.M., lunynina IO.C. Mexanizm ynpasninnsa 3HAHHAMU 8 Op2aHi3ayii 6 13
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— TOWIUPEHHS KOMEPIIHO 3HAYyIUX 3HaHb (3araibHa iHQOpMAaIlis, HOMEHKIATypa
MpOyKIii, O13HEC-IMipKeBa iH(OpMaIlis) y IHTEPHET-IIPOCTOPI;

— OTPUMAaHHS KOMEPLIHHO 3HAUYIUX 3HaHb (PO KOHKYPEHTIB, CII0)KUBAYiB, KOHTAKTHI
ayIUTOPii, TEHICHIIT PO3BUTKY 30BHIITHROTO MaKpO- 1 MIKpOCEPEI0BHINA, YMOBH pOOOTH Ha
[IThOBUX PUHKAX).

Ha puc. 4 nomana TunoBa crpykrypa Web-cucremu opranizariii, B IKiii oka3aHo MicIle
OpraHizalifHO-€KOHOMIYHOTO MEXaHI3My yHpaBiliHHA 3HaHHAMH. CTpiIKaMH IOKa3aHO
HarpsMu iHQOpMaIiHHUX MOTOKIB (MPsAMI 1 3BOPOTHI).

DyHKLIIT
YIIPaBIIIHHS
Crpykrypa
METOIHU
Web-
KyabTypa [8]
[punumnu

IHcTpyMeHTH 1

Cucrema ynpaBiHHSI
Web-pecypcamu opranizairii
AA A A

A 4

1 (]
basa 3HaHb Mexanizm < E
(muB puc. 3) |4 »|  YNPaBIiHHA z
3HAHHSIMHU ¢
(muB. puc. 1-2) @
A 5
=
o,
o]
o . > £
> Caiit opranizanii v =
<+—» .
A A Cropinku
. . oprasi3artii
Cropinku (caiitu) v prafisamit y <
migpo3iniB CoaIbHIX
1 N Mepexax

2 N A 7y
| A\ 4

Pucynok 4 — Miciie MexaHi3My yIpaBiliHHs 3HAHHSIMHU B CTPYKTYpi yrnpasiinas Web-
CUCTEMOIO OpraHizarii

B naHoMy KOHTEKCTI 3alIpONIOHOBAaHUI MeXaHI3M nepeadayae akTUBHE BUKOPHUCTAHHS
IHCTPYMEHTIB IHTEPHET MAPKETHHTY JJIsl BUPILIEHHS TAKUX OCHOBHMX 3aBJ/IaHb!

1. OrpumaHHS aKTyaJlbHMX 1 pEJNE€BaHTHUX 3HAaHb 3 EJIEKTPOHHUX JDKEpel, IO
OpeJCTaBieHl B I1HTEpHET: CalTIB MIANPHUEMCTB Ta YCTaHOB, OpPraHiB MICIEBOIO
CaMOYIPAaBJIIHHSA 1 J€p>KaBHOT BJIaJl, HAYKOBO-OCBITHIX YCTAHOB, BITUM3HSAHUX 1 3apyOLKHUX
aHAJIITUYHUX OpraHizalliif, peno3urapiiB, HAyKOBHX BHJIaHb, TEMAaTUYHUX I'PYI Y COLaTbHUX
Mmepexkax. Ha iX ocHOBI, 3 ypaxyBaHHSM 3HaHb, 110 XapakrtepusytoTh I[IIP opranizamii,
o0uparoTh (BIAMOBIIHO O 3alPONOHOBAHMX BHUIIE MPOLENYp) MEPCHEKTUBHI HaNpPSIMU
IHHOBAITITHOTO PO3BUTKY.

2. IlpocyBanHs (popMyBaHHS 1 CTUMYJIIOBaHHS MOMUTY) 1 30yT HOBUX 3HaHb HA PUHOK,
BJIACHOCTI: MAaTEHTH, JIIIEH31i, MPOMHCIOB] 3pa3Ku, KOPUCHI Mojaemni Tomio. HamaromkeHHs i
HiATPUMaHHS TPUBAIMX B3a€MOBHTITHUX 3B’SI3KIB 31 CIIO’KMBaYaMU Ta 1HIIUMUA €KOHOMIYHUMU
KOHTpareHTaMH, a TaKOK KOHTAaKTHUMH ayTUTOPISIMH.
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Moro ponp momsirae y oOIpyHTOBaHOMY BHMOOpi 1 IilecHpsMOBaHil peaizariii
BIJIMOBIIHUX YIPABITIHCHKHUX Jid. AKTHBHE BHUKOPUCTAHHS KOMII IOTEPHHUX 1H(MOpMAIiiHUX
TEXHOJIOT1H 1 IHCTPYMEHTIB IHTEPHET-MapKETHHTY JI03BOJIsIE 3a0€3MEUNTH IIBUKHUH 1 BITHOCHO
JEIIeBUI JOCTYII JI0 3HAHb, 110 XapaKTePU3YIOTh 30BHILIHE MAKpO- 1 MIKpOCEpeOBHILE Ha
00paHuX UTbOBUX PUHKAX (BITYM3HAHUX 1 3apyOiXKHUX), TSHIEHII1 PO3BUTKY HAYKH 1 TEXHIKU
B Tally3l JISJILHOCTI Oprasizamii 4yu CyMiKHHX Tany3sx. OkpiM TOro, BOHO 3abe3mnedye
OlEepaTUBHE 1 IIMPOKE OXOIUICHHS LITHOBUX AyJUTOPIA 1 OJHOYACHO BHCOKY aJPECHICTh
BIUTMBY Ha OKPEMHX iX NPEICTaBHHKIB, IO J103BOJIsI€ CHOPMYBATH 1 MOCHUIUTH BiTHOCHI
KOHKYPEHTHI TlepeBaru Ta MiABUINUTH €(EeKTUBHICTh KOoMeplliami3amii akTyaJbHHX 3HaHb,
3a0€3MeYNTH 3a PaxyHOK IIbOTO YMOBH I1HHOBAILIMHOTO 3POCTAHHS B PYyCJi KOHIETIi
IHHOBAIIIITHOTO BUTIEPEIKCHHSI.

BHCHOBKH 3 IaHOT0 JOCJII’KEHHS | MePCNEeKTUBH MOJAJbIINX PO3POOOK 32 JaHUM
HanpssMoM. Po3pobneni 1 HaykoBO OOIPDYHTOBaHI TEOPETHKO-METOJOJOTIUHI 3acaau
dbopMyBaHHS OpraHizalifHO-eKOHOMIYHOTO MEXaHi3My YIPaBIIiHHS 3HAHHAMH B OpraHi3aii,
SK OCHOBOIO 1ii IHHOBALIHHOTO PO3BUTKY, $Ki PO3BUBAIOTH 1 MOMIHOIIOIOTH TEOPit0
MEHE/PKMEHTY 3HaHb 1 IHHOBAIIHHOTO MEHEKMEHTY. BusHnadeno mpuHmunu GopmMyBaHHSA i
(GyHKIIOHYBaHHS 3a3HaYEHOTO MeXaHi3My, HOTo (YHKIIT i CTPYKTYpY, HOCTITOBHICTD 1 3MiCT
pOLEAYp YIPaBIiHHS MPOAYKYBAaHHSAM (OTPUMAHHIM) 1 BAKOPUCTAHHSAM (KOMEpIIiani3ali€ero)
aKTyaJbHHUX PEJICBAaHTHUX 3HAHb 3 METOIO CTBOPEHHS HAa 1X OCHOBI 00’ €KTIB IHTEJIEKTYaIbHOI
BJIACHOCTI, HOBUX IPOJAYKTIB, TEXHOJOTI iX BHUTOTOBJCHHS, METOIB YIPAaBIiHHS TOIIO,
3a0e3nedeHHs] YMOB CTIHKOTO IHHOBALIHHOTO 3pOCTAaHHS Yy PYCI]i KOHIENI] iIHHOBALIHHOTO
BUIIEPEKEHHS. 3apoNOHOBAHO 1 OOIPYHTOBAHO MiJIX1/1 A0 YIPaBIiHHS 3HAHHAMHU OpraHizarii
3 3aCTOCYBaHHSIM CyYaCHHMX KOMIT IOTEPHUX 1H(POPMALIHHUX TEXHOJIOTiH, OKPECIEHO POJIb i
Miclle MeXaHi3My YIpaBJIiHHS 3HAHHSAMH y CTPYKTYpi cuctemu ympasiinas Web-pecypcamu
oprasxi3arii.

[IpakTuuna peanizallis OTPUMAHUX PE3yNbTATIB HAJAA€ MOXKIHUBICTH OOTPYHTOBAHOTO 1
[IECIPSMOBAHOTO YIPABIiHHS (3 BUKOPUCTAHHSM Cy4acCHHUX KOMIT IOTEpHHX iH(POpMamiiHUX
TEXHOJIOT1}) IHHOBALlIHHUM PO3BUTKOM OpraHi3alliii B yMOBax Cy4acHOr'0 €Tany CTaHOBJIECHHS
€KOHOMIKHM 3HaHb, JJO3BOJISI€ ICTOTHO YIOCKOHAJIUTHU MIAXOAM 10 (OpMyBaHHS, NOCUJICHHS 1
peasizanii BiIHOCHUX KOHKYPEHTHHX IIepeBar opraHi3alliil Ha HalllOHaJIbHOMY 1 MI)KHApOJIHUX
PUHKAaX, CTBOPIOE MEPETYMOBH iX MEPEXOY, a TAKOXK HAI[IOHATbHOI EKOHOMIKH Y LIJIOMY J10
BUIIEPEIKAI0YOT0 IHHOBALIHHOTO PO3BUTKY.

[lomanpmn JoCHiAKEHHS MOBUHHI OYTH CHpPSIMOBaHMMM Ha (OPMYBaHHS MEXaHI3MIB
B3a€MOY3TO/IPKEHOTO YIIPABIiHHS MPOLEecCaMy MPOyKYBaHHS 1 BUKOPUCTaHHS 3HaHb Ha PiBHI
Jep>KaBH, Taidy3l, OKpeMOi opraHizaiii, o J03BOJIWIO O OTPUMATH CUHEPTeTHUYHUUA e(]EeKT,
CHPUSIO 1HHOBALIHHOMY 3POCTaHHIO €KOHOMIKM YKpaiHM 1 MiJBUIIEHHIO SKOCTI >KUTTS 1l
HaCEJICHHS.
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The knowledge management mechanism in the organization in terms of its market oriented
innovative development

The aim of the article. This article provides the theoretical and methodical bases to form the
organizational and economic mechanism to manage the knowledge producing and using processes in
separate organizations in terms of their market oriented innovative development.

The results of the analyses. The main principles regarding formation and functioning of the
organizational and economic mechanism of the knowledge management in the organization, which is
being innovatively developed, are defined. The conceptual scheme of the above mechanism is
investigated, its functions and structure, consequence and procedures to control the producing
(obtaining) and using (commercialization) of the relevant knowledge with purpose to form the
intellectual properties, new products, technologies, controlling methods, based on them, to provide
conditions for stable innovative growth within the innovative advance are defined. The methodical bases
to control the formalized procedures for the knowledge producing and using in the organization are
developed. The criterion base to make the proper managerial decisions is formed. The approach to
control knowledge in the organization through modern computer informational technologies
implementation is proposed and grounded, the role and place of the mechanism to control knowledge
in the system of Web-resources management in the organization is outlined. It is proved that the active
use of the computer informational technologies and tools of the internet-marketing enables to provide
rapid and relatively cheap access to knowledge, which characterize external macro- and
microenvironment at the chosen target markets (native and foreign), tendencies of the science and
technology development in the activity of organization or related branches. Due to this fact, the
operative and extend comprise of the targeted audience and high target orientation on its
representatives is provided. It enables to form and to strengthen relatively competitive advantages and
to increase the actual knowledge commercialization efficiency, to provide the conditions for innovative
growth within the innovative advance conception.

Conclusions and perspectives for further research. The theoretical and methodological
principles to form the organizational and economic mechanism of the knowledge management in the
organization are investigated and scientifically grounded as the base for its innovative development,
deepen and develop the theory of knowledge management and innovative management. The practical
implementation of the obtained results makes the opportunity for the sound and meaningful management
(on using of modern computer informational technologies) of the innovative development under
conditions of the modern stage for establishment of the knowledge-based economy, enables essentially
to improve approaches to form, to strengthen and to implement the relative competitive advantages of
organizations at the national and international markets, creates prerequisites of their transition, and
national economy on the whole to the advancing innovative development. Further studies have to pay
attention on the formation of the intercoordinated management mechanisms to produce and to use
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knowledge at the state, sector, separate organization level, that will enable to obtain synergetic effect,
will further innovative growth of the Ukrainian economy and will improve its citizens’ life standards.

Key words: knowledge management mechanism, producing of knowledge, commercialization
of knowledge, innovative development of the organization, Web-resources of organization, internet-
marketing.
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IByenko Ipuna IOpiiBHa

KAHO. eKOH. HAYK, OOYeHMm

doyenm Kagpedpu eKoHOMIUHOT KibepHemuKy ma iHPOPMayiiHux mexHoa02ill
Ooecovkutl HayYioOHANbHUL NOTIMEXHIYHUL YHIGepcUmem

(Ooeca, Ykpaina)

MOJIEJIOBAHHSA ITPOBUX CUTYAIIN IJISI OFTPYHTYBAHHSA
YIPABJIIHCHKHUX PIHIEHD B IT-KOMITAHII B YMOBAX HEBU3HAYEHOCTI
TA PUBUKY

Y ecmammi npogedeno OocnioscenHs 3acmocy8anHs Mooeni meopii i2op Ha NiONPUEMCMBAX,
sauHAMUX y cghepi inghopmayitinux mexnonoziu. Ilposedeno ananiz MoNCIUBOCHE 3ACMOCY8AHHS i2P0BOT
EKOHOMIKO-MAMeMamuyHoi MoOeii 0l NPUUHAMMSA pilueHdb i 8ubopy Halikpawloi cmpamezi ynpasiinHs
6 [T-xomnanii. Pospobneno 6azamoxpumepiaibHy meopemuKo-iepogy moodeiv O0Jid onmumizayii
NPULIHAIMMSA YIPABTIHCOKUX PIlleHb 8 CUMYayii HeGU3HAYEeHOCMI Ma pU3UKy OJisl RIOBUULEHHS NOKA3HUKIE
egpexmuernocmi distbrocmi nionpuemcmea. Ilposedeno ananiz ma 3HaN0eHO ONMUMANbHE PDIUEHHS 3
BUKOPUCMAHHAM PO3POONEHOI eKOHOMIKO-MaAMeMaAmuyHoi MooeJi.

KirouoBi cioBa: indopmMariiiini TexHosorii, Teopis irop, IT-kommanis, onTHMI3arlis,
MOJEIIIOBaHHS, MaTEMaTU4YHA MOJEIIb.

DOI: 10.15276/mdt.3.1.2019.2

IlocTtanoBka mpobieMH B 3arajJibHOMY BHUIUIAAL Ta il 3B’fI30K 3 Ba'KJIMBUMU
HAYKOBHUMH 200 NPAKTHYHUMHU 3aBJaHHAMM. CydyacHi €eKOHOMIYHI YMOBH CTaBJIATh Iepes
Oynp-skoro IT-kommnaHi€ro 3aBIaHHS MPUUHSTTS ONTHUMAIBHOTO PIIMICHHS JJISl IT1IBUIICHHS
e(EeKTUBHOCTI MOKA3HUKIB CBOEI AISIIBHOCTI. Y 3B'3KY 3 IIUM BUHHUKAE rocTpa HEOOXIIHICTh
BJIOCKOHAJICHHSI POOOTH 3a PAXyHOK MNPUNHATTS €QEKTUBHUX YIPABIIHCHKUX pIIIEHb B
OCHOBHIH gistibHOCTI [T-miignmpuemcTBa.

MopnentoBanHsl AisIbHOCTI IT-MIANPUEMCTB € BaXJIMBUM €JIEMEHTOM KEpyBaHHS M
HEOoOXiJJHE KOXKHOMY MIANPUEMCTBY, 1110 Oa)ka€ HTH B HOT'Y 3 YaCOM 1 MaTH BUCOKI MTOKa3HUKU
e(eKTUBHOCTI BHUPOOHUIITBA, TOMY IO JO3BOJISIE HANMOUIBII TOYHO BigOoOpa3uTH HEOOXiTHI
nporecu 1 sBuma. s epekTUBHOrO pillleHHS LbOTO 3aBIAHHSA MPOMNOHYETHCS PO3POOUTH
€KOHOMIKO-MaTeMaTHU4Hy MOJENb JJIs ONTUMI3alli NPUUHATTSA YHPaBIIHCHKUX pIIIEHb B
CHUTYallii HeBU3HAYEHOCTI Ha npukiazi [T-komnaHii.

AHaJji3 ocTaHHiX gocailzkeHb i myOaikaniii, B SIKUX NOKJIAaJeHMI I0YaTOK
BHUPILIEHHIO JaHOI Mpod/eMH i Ha siki cnupaeTbes aBTop. Ha nanuii MoMeHT po3pobiieHo
OaraTo MeToAIB 1 MojeNiel onTUMI3allli NpUHHATTS pimieHs Ha [T-mianpuemctsi. Taki Mmoxeni
3aCHOBaHI Ha MeETOJaxX MAaTeMaTHMYHOIo NpPOrpaMyBaHHA — JIHIMHOTO Ta HEMiHIMHOTO,
CTaTMYHOTO 1 AMHaMiuyHOro. Haitbinpmuii iHTepec cepel HUX MPEeCTaBIAIOTh ONTUMI3allIiH1
moneni [1, 2, 3]. OxHak, He3BaXkalOUM Ha BENUKY KUIBKICTh METOMIB 1 MOJIETIeH, OMICAaHUX Y
HAyKOBIH JIiTEpaTypi, JIUIIe AesKi 3 HUX HaOyJIM 3aCTOCYBAaHHSI Ha MPAKTHII.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0/)
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AKTyanbHICTD JaHOT POOOTH OOTPYHTOBYETHCS THM, IIO MOJICIIOBAHHS PI3HUX BUJIB
IismbHOCT! [T-TAnpUEMCTB € BaXUIIMBUM €JIEMEHTOM KEpyBaHHS 1 IMiJIBHIICHHS MOKa3HUKIB
e(eKTUBHOCTI.

AHai3 BITYM3HSHUX 1 3apyODKHMX TyOJtikariii 3 mpoosieM moxaentoBanHs B cdepi IT-
HOCITYT JI03BOJII€ 3pOOMTH BUCHOBOK IPO HEJOCTATHIO OIPALbOBAHICTh PANYy MUTaHb Yy
nociipkyBaHid cdepi. Lle crocyeTbes, HampukiIam, METOMIB ONTHMAIBHOTO PO3IMOALTY
npoekTiB Mk koManaamu B IT-mianpuemctsi [3]; mpouenyp B3aemonii IT-miampuemcTBa i
3amoBHHKa [4]; 613Hec-iporieciB B IT-ayrcopcunry [5].

Mertoau, mOB’A3aHI 13 38BAAHHSAMHU IUIAHYBAHHS MPOEKTY, SK MPABWIO, HE
dopmaitizoBani. KpiMm TOoro, omiHka BapTICHUX BHUTpAT 1 BUTPAT 4Yacy € HAOIMIKEHOIO 1
HAYacTile CIUPAETHCS HA TOCBI IPOBEICHHS AHAJIOTTYHUX POOIT 3a IHIIMMH MpoekTamu. B
peautbHii MPAKTHUIIl MPOIeC MOJETIOBAHHS 33aBAAHb, MOB'I38HUX 3 YIPABIIHHSAM MPOEKTIB B
YMOBAX OOMEXEHb M0 pecypcax B JAHUN Yac 3BOAMTHCSA, B OCHOBHOMY, J0 €BPUCTHYHUX
METO/IiB 800 /10 HAOIM)KEHOI MiITOHKU OFOJKETY pOOIT Ta CTPOKIB MPOEKTY 10 3aTBEPIKEHUX
38 MPOEKTOM 3HA4eHb. J[i1st migBUIIEeHHS e()eKTUBHOCTI MPOIIECiB MOHITOPUHTY Ta YIPaBIiHHS
IT-mpoexktamu HEOOXiAHA po3pOOKa AKTYyaITbHOT EKOHOMIKO-MATeMaTHYHOI MOJIEINI OpraHi3aiii
MIPOIIECIB yIPaBIiHCHKOT AisuTbHOCTI HA [ T-miqnpueMcTBi.

Bupninennsi HeBMpIilleHHX paHile 4YAaCTHH 3arajbHoi mpo0JieMu, KOTPUM
npucBsA4YyeTbest cTarTa. ChOroaHi aKkTHBI3allisl BUKOPUCTAHHS iH(OPMAIIHAX TEXHOJIOTIN
crocTepiraeTbcsi B OyIb-sSKOT MIANPUEMHUIIBKINA TisIbHOCTI, ToMy IT-mampuemcTBa MaroTh
BHCOKHUH TIOITUT Ha CBOIO MPOJIYKIIIIO Ta MOCHYyTrH. [ epekTuBHOT poOOTH ITiITPHEMCTBA, 1110
npauoe y cdepi iHpopmariitnux texnonoriit (IT), Ha pi3HUX eTamax ympaBiiHHS MOCTalOTh
3aBIaHH, JJIS BHPIIICHHS SKUX PO3pOOJSIOTH Pi3HI €KOHOMiKO-maremMarnyHi moxenm. Taki
3aBJIaHHS MOXYTh OyTH TOB'sI3aH1 SIK 3 PO3POOKOIO CTpaTerii KOMMaHii, Tak 1 3 ONTUMI3AIIE0
NPURHATTS YIPABIIHCHKUX PIllIEHb B TiSUTBHOCTI KOMITaHii.

YenimHicTh (PYHKIIIOHYBaHHS BITUM3HAHOTO pHUHKY IT-mociiyr Bu3Ha4yaeThCs:

—3parHicTio [T-koMmIaHil miABHUIYBaTH SKICTh HAJaHUX MOCTYT;

— BIANPaIbOBAaHOCTI TEXHOJIOTIH 1 Mpoleayp NPUHHATTS pillIeHb PO po3noil Gi3Hec-
npoueciB ycepeauHi [T-kommanii.

3 MeTol0 BHMBUEHHS HAsABHUX Ha peadbHOMy IT-mianpuemMcTBi BIACTHBOCTEH 1
3aKOHOMIPHOCTEH 1 TMOIIYKY ONTHMAaJbHOIO PIIIEHHS BHUKOPUCTOBYIOTH €KOHOMIKO-
MaTEMAaTHYHI MOJENI.

Pe3ynbratroM mnpoBeneHOro aHamizy ICHYIOUMX y HaydHIM JiTepaTypi METONIB 1
MoJienell MiJANpUEMCTBA CTaB BUCHOBOK, 110, HE3BAXKAIOUM Ha X NepeBaru, >KOJEH 3 HUX Y
YHCTOMY BUTJISIII HE TO3BOJISIE TIOOYAYBAaTH MOJENh KepyBaHHS AisutbHICTIO [ T-mianpremcTBa
HEOOXIJHOi ToYHOCTI 1 Aerami3amii. IcHyroui Meroau 1 Mojemni, MpUCBAYEHI HpoliemMam
MOJICITIOBAHHS IiIPUEMCTBA, BOJIOJIIOTH a00 HAIMIPHO y3araJbHEHUM TOTJISAIOM Ha
JOCIIJKYBaHy Ipo0ieMy, abo 3aiiBy AeTaizamilo 1 € CKJIaJHUMH 3 TOUKHU 30py 300py BXITHUX
nanux. Kpim toro, IT-nignpueMcTBa MalOTh CBOIO CHEUM(IKY, BIAMIHHY BiJl POMHCIOBUX
MiAIPUEMCTB.

dopmy/I0BaHHA MeTH CTATTi (MOCTaHOBKAa 3aBaaHHsi). MeToio cTarTi € BUOIp
MaTeMaTHYHOTO amapary Ta po3poOka eKOHOMIKO-MaTeMaTH4YHOI MOJeNi ONTHMi3amii
MPUMHSTTS yIPaBIIHCHKUX pilieHb B IT-kommanii.

OO’exTOM JOCHi/PKEHHSI € yIpaBmiHChKI pimeHHs B IT-xommanii. IIpeanmerom
JOCITIJKCHHSI € METOTY MOJICTIOBAHHS TMPHHHSTTS PINIeHb B yMOBaX HEBU3HAYEHOCTI Ta
PH3HKY.

Mera pochipKeHHST — MOJCIIOBAHHS MPOIECIB MPUUHATTS PIMICHHS MI0JI0 BHOOPY
ONTUMAJILHOI MPOrpaMu YHPABIiHHS cepell MPEACTaBICHUX AJbTEPHATHB JUIS ITiJIBUILICHHS
e(eKTUBHOCTI BUPOOHMIITBA.
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B pamkax ynpasninas IT-npoekramu pecypcu, He0OXiaHI Ui BUKOHaHHS pooit 3a IT-
MIPOEKTaMU, € 0OMEXEHUMH, TOMY OJHUM 3 HAaHOUIbII PO3MOBCIOIKEHUX 3aBJAaHb KEPYBAHHS €
3aBIaHHS PO3MOJILTY pecypciB (TpynoBuX, piHAHCOBUX). SIK IPABHIIO, OJHOYACHO CTABUTHCS 1
3aBJlaHHs MakcuMizallii npuOyTKy mianpuemcra. Tomy 3aBnanHs kepyBanHs [T-npoextamu
BIZTHOCSTBCS JI0 CKJIaJHUX OaraToKpuTepialbHUX 3aBlaHb. B HaykoBii miteparypi edeKkTuBHI
METOJM BUPIIICHHS TaKMX 3aBJaHb BIAOMI TUIBKH JUISl PSITYy OKPEMHUX BHITAJIKIB, IO POOUTH
3aBJIaHHs BHOOpPY ONTHMAalIbHHUX cTparteriii amis pimenns IT-3amau B ynpaBiiHHI IPOEKTaMH
AKTyaJIbHUM Ta CBOEYACHHM.

BukJ/ageHHs1 OCHOBHOro Martepiajy AOCJHiAKeHHSI 3 MOBHHM OOIPYHTYBAHHSIM
OTPHUMAHHMX HAYKOBHUX pe3yJbTaTiB. 3aBJaHHs, 10 pO3pPOOIISIETCSA B JAHOMY JOCTiIKEHHI,
NOB'A3aHE 3 ONTUMI3AIl€I0 NPUHHATTA YNpaBIHCHKUX pimieHb B IT-kommanii B ymoBax
HEBU3HAYEHOCTI Ta pu3uKy. OJJHUM 3 OCHOBHUX 3aBJaHb YIPABIIHHSA, SKi CYTTE€BO BIUIMBAIOTh
Ha NpUOYTOK WiANPHEMCTBA, € TMPUHHATTSA pIIIEHHS Npo BHOIP ONTUMAIBHOI cTparerii
MOBEJIHKK 3 ICHYIOUMX QJIbTEPHATUB 3a KPUTEPIEM MaKcUMi3allii mpuOyTKOBOCTI, abo 3a
KpHUTEpieM MiHiIMi3allil BUTpaT.

[IpononyeThecst po3podbutu meroi omntumizanii misubHOcTi [T-kommanii 3a paxyHOK
pO3poOKH Ta BIPOBAKEHHS EKOHOMIKO-MAaTEeMaTHYHOI MOJENi ONTHMAIBHOTO BHOOpY
CTpaTeriii po3BUTKY MiANPUEMCTBA MPHU YIIPABIIIHHI IPOEKTaMH iH(popmaTu3arii.

BinmoBiganeHUN 32 ONTHMI3aIil0 MPOAYKTUBHOCTI IT-mignpueMcTBa — MPOEKT-
MeHeKep. Voro 3aBiaHHs 3M0JIsArae B PO3NOJiNi pecypciB Kommanii Ta 3abesmedeHHi ix
e(eKTUBHOTO BUKOPUCTAHHSI.

[IpoekT-MeHepKep BiAMOBIAaE 3a!

— BHOIP TEXHOJIOTIH, SKi Oy IyTh BUKOPUCTOBYBATHCS B TOMY YH IHIIOMY TIPOEKTI;

— ¢opmysanus komana IT-po3podHUKiB;

— posmoain 3aBaans Mix [T-komangamu;

— OLIHKY (iHAHCOBUX 1 TUMYACOBUX BUTPAT Ha [T-mpoexkT;

— OLIIHKY TPUBAJIOCTI MPOCKTIB;

— IJIAHYBAHH TA MOOYA0BY MPOIECIB PO3POOKH;

— 3a0€e31e4eHHs TeMITY 1 IKOCTI PO3POOKH HA BINOBIIHOMY PiBHI;

— BiACTe)KeHHS SKOCTI mpocyBanHs [T-mpoekTis;

— TEeXHIYHUI Pre-sale KIroYoBUX MPOCKTIB;

— OLIHKY MPOAYKTUBHOCTI CIIBPOOITHHKIB 1 PillIeHHs PO PiBeHb TXHIX 3aPIaT.

OnTumasibHe KePyBaHHS LIMMHU MPOLIECaMU PU3BOIUTH A0 MiABUIIEHHS €()eKTUBHOCTI
¢bynkuionyBanss [T-nignpuemMcTsa B LiJIOMY.

Ockinbku [T-ampueEMCTBO MOKHO PO3TIISIATH K CKJIAJHY €KOHOMIYHY CHUCTEMY, TO
JUIs TOOYIOBM MaTeMaTHYHOI MOJIeNi YIPaBIiHHA CKOPUCTAEMOCS HACTYITHUMHU NPHUHIUIIAMHU
CHCTEMHOTO MOJIEITFOBAHHSI:

— TIOCITITOBHA PO3po0Ka eTarriB moOyI0BH MOJIENI;

— Y3TOJKEHHS BCIX BaroMux Xxapaktepuctuk IT-mignpuemcrBa (pecypcHUX,
¢binaHcOBHX, iHGOPMAIIHHUX Ta 1HIINX);

— IIUTICHICTB BCIX CTaJill po3pO0KH EKOHOMIKO-MaTeMaTH4YHOT MOJIEII.

Ile macTh MOXKIUBICTH CTBOPUTH TaKy MOJIeNb yrpaBiinHs [T-nianprueMcTBOM, METOIO
akoi Oyne BuOip HallKpamioi cTparerii HOBEeIIHKM B YMOBaX HEBU3HAUYEHOCTI Ta PU3UKY, TOOTO
B YMOBaX, KOJI CTaH 30BHIIIHBOTO CEPEIOBHIIA HEBITOMUH.

[lin craHOM 30BHIIIHBOTO cepeloBUIa OyIeMO PO3YMITH CYKYIHICTh 30BHIMIHIX
(bakTopiB, 110 XapaKTePU3YIOTHCSI HEBU3HAYEHICTIO Ta BIUIMBAIOTh HA MiPUEMCTBO Ta Horo
MaliOyTHIN po3BUTOK. HeBH3HAUEHICTH CTAHY 30BHIIIHBOTO CEPEJOBUIIA IOB’sI3aHA 3
COLIIATBHO-/IeMOTPaAGIYHUMH, TTOJTITHYHUMH, €EKOHOMIYHUMU (akTopamu [6].

LIO Isuenxo. Mooentosanns izposux cumyayiti 015 002pYHMYSAHHS YRPAGTIHCOKUX 23
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HeBusnauenictp cepemoBuma Beepeaui camoro IT-mingnmpuemcrBa Moxke OyTu
BUKJIMKAHA TMOTAHUM KEPiBHUILTBOM, HEIOCTATHIM KOHTPOJIEM, HE30&IaHCOBAHICTIO Yy JiX
¢axiBiiB TA IHITUMHA TPUIHHAMHU.

B nanomy mociimkeHHI PO3MIISTHEMO MOMJIMBICTH BHUKOPHCTAHHS TEOPii irop uist
noOynoBu Moieni kepyBanHs [T-mPoeKkTamMu 3 METOIO 3HATTS HEBU3HAUCHOCTI JIJISl IPUHHSATTS
PillIEeHHS PO BUOIP ONTUMAIBLHOTO BAPiaHTA yIPABIIHHS.

Teopito irop B HaAyKOBIH JTiTepaTypi pO3MIISIAI0Th y TBOX aCIEKTaX:

1) Sk Teopit0 MaTeMaTHYHHX MOJEICH NPUHHATTS ONTUMAILHHUX pIlIeHb B
KOH(IIKTHUX CUTYAIisIX — CTpATETi4Hi irpy.

2) 51k Teopiro MaTEMAaTHYHUX MOJICIICH MPUHHATTS PillleHb B yMOBaX HCBH3HAYEHOCTI —
CTaTHCTUYHI irpH [7].

[Ipu ubomy OyayeThCs BIAMOBIIHA TEOPETUKO-ITPOBA MOJEIIb, 38 SIKOK BU3HAYAETHCA
ONTUMAIbHE PIIICHHS.

Jly1st CTBOpEHHS iIrpoBOi MaTeMaTHYHOI MOJIEI HEOOX1aHi:

— TO-TIepIle, HASBHICTh JAEKUIPKOX (3a3BHYail JBOX) YYaCHHKIB, SKHX Ha3UBAIOThH
IpaBLSIMH;

— MO-JIpyTe, ONUC MOKJIMBHX /il KOKHOT 13 CTOPiH, TOOTO aIbTEPHATHBHHUX CTPATET1i:

— MO-TPEeTe, BA3HAYCHUX PE3YNbTATIB [iH, 1110 MOJAt0ThCs QYHKIIiIMU BUTrpanry [8].

3aBIaHHIM KOXKHOTO IPaBIs B KOXKHIN TPl € 3HAXOKEHHS ONTHMAJIBbHOT CTpaTerii, sika
3a YMOBHU 0araToKpaTHOTO MOBTOPEHHS IIi€l Ipu 3abe3rneuye TaHOMY T'pPaBII0 MaKCUMAJIbHO
MO>JIUBHUH BUTpai [9].

[Ipouiec MoenOBaHHS CKJIAIa€THCS 3 KUTBKOX €TaIliB.

Eram 1.

ChopmynroeMo eKOHOMIKO-MaTeMaTHYHY MIOCTAHOBKY 3a/1adi.

SIk mpuKIIa] PO3TIISIHEMO €KOHOMIUHY CHTYalilo, 3 sKoro 3itkaynacs IT-dipma, sika
Mpaloe Ha PUHKY 1HGOPMALIHHUX TEXHOJIOTIH 1 30MpaeThCsl YKIACTU JOTOBIP 3 1HO3EMHUM
3aMOBHHKOM Ha PO3pOOKY HOBOTO IMPOrPaMHOT0 MPOAYKTY Ha cymy 1,5 mutH. nonapis. [Ipogykr
Mae OyTH HallMCaHUN Ha MPOTs31 2-X POKIB.

VY xommaHii € KiabKa CTpaTerii, MOBsS3aHUX 3 BUOOPOM albTEPHATUBHOTO rpadika
OIUIATH 3a MPOEKT, SIKHii Tpeda po3podutH (Tadi. 1).

Tabmuus 1 — I'padiku omnatu

Crparerii I'padixu ortatu Cyma

As nepenoruiata 50% 750 THc. nonapis
B KiHui 1-ro poky 10% 150 tuc. gomapis
micis peni3y npoaykry penrra 40% 600 tuc. nonapis
nepenoruiata 10% 150 Tuc. nonapis

Az B KiHII 1-T0 poky 40% 600 Tuc. nomapis
TTiCIIs pesti3y NPOAYKTY B KiHI 2-ro poky 50% 750 THc. nonapis
nepenomuiara 30% 450 tuc. nonapis

Az B KiHIi 1-T0 poky 30% 450 Trc. nonapis
TTicyIs pesti3y NPOAYKTY B KiHI 2-ro poky 40% 600 THc. nonapis

Ilepen xepiBHunTBOM IT-ipMu CTOITH 3aBHaHHA: I OTPUMAaHHS HaWOUIBIIOrO
npuOyTKy CIiJl NPUHAHATH ONTHMAaJbHE YIPABIIHChKE pIIIEHHS MNpO BHUOIp ONTUMAIbHOL
cTpaTerii (iHaHCYBaHHS, IO CTOCYEThCS OIJIATH KJIIEHTOM HOT0O 3aMOBJIEHHS Ha PO3POOKY
HOBOTO TPOTPaMHOTO 3a0€3MCUSHHS B OTIMCAHUX BHUIIIE YMOBAX.

Jns BuOOpy HaWKpaloro ymnpaBIiHCBKOTO PILIEHHS PO3pOOMMO irpoBYy MOJAETb 3
BUKOPUCTAHHSIM TeOpii irop.
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3a 0a3y Bi3bMEMO TEOpil0 CTATUCTHYHUX irop, a00 TaK 3BaHy «Tpy 3 MpUpoAoo» [7]. YV
CTATUCTUYHIHN TPl IPUPOJA HE € PO3YMHUM TpaBIIeM, IO MparHe oopaTu i cede ONTUMAaNIbHI
ctparerii. Lleii rpaBenb He 3aliKaBICHUH y BUTpaIIi.

[HI1a piv — MrOIMHA, Y TAaHOMY pa3i cTaTHCTUK. BiH Mae Ha MET1 BUTPaTH rpy 3 YIBHUM
CYIPOTHBHHKOM, TOOTO 3 IPHPO1010. [ paBerp-npupoia He 00Mpae ONTUMAIBHOI CTpaTerii, ane
CTaTUCTHK TMOBUHEH MPAarHyTH J0 BU3HAYCHHS PO3MOJILUTY IMOBIPHOCTEH CTaHy NPUPOIM IS
TOrO, 11100 00paTH HAWMEHIII PU3UKOBAHE PIIICHHS.

Jlany cutyartito yssBUMO SIK TPy, B sIKiii CBimoMuM rpasieM (rpaBuem A) e IT-komranis,
sIKa BUKOHY€E 3aMOBJICHHSI Ha pO3pOOKY MPOrpaMHOro 3a0e3MeYeHHs, a HECBIIOMUM IpaBIeM
(rpaBuem /1), TOOTO IPUPOOIO, € EKOHOMIYHA KOH'FOHKTYpa PUHKY, MTOB’s3aHa 3 KOJMBAHHSIM
KypCy BaJIOT Ha 30BHIIIHBOMY PHHKY.

Eran 2.

[Tepeiinemo 10 TeopeTuko-irpoBoi hopmanizamii 3aBaaHHs.

Hexaii IT-xommnanis (rpaBenb A) mae M MOXKIMBUX CTPATETridl A, A, A,,..., 4,, a

€KOHOMIUHA KOH IOHKTypa pUHKY (rpaBeub //) Moxe mepedyBaTu B OJHOMY 31 CBOiX CTaHIB
Hl, ceey Hn.

[lepenbavaeTscs 3a3BUYaid, M0 BioMi pe3ynbratu BuOopy IT-koMmaHiero KOXHOT 31
CBOiX CTpareriii 4, npu KOXHOMY CTaHi IPUPOJM [I; NOPIBHIOKOTH &;. 3 LMX MOKA3HUKIB

CKJIAJIA€ThCS IJIATDKHA MATPHUI PO3MIPY MxN , PsAKH SKOI BiINOBiIarOTh cTpaterism [T-
KOMIIaHii, a CTOBMII — PI3HUM MEBHUM €KOHOMIYHUM CHUTYAIlisIM, SIKI CKJIAJTHCS Ha PUHKY Ha
IaHWUH 4Jac.

3apnanns IT-xkommanii momsirae y BuOOpI ONTUMAJbHOI CTpaTerii ymnpaBiiHHS,
BUXOJISTYM 3 ONTUMICTHYHOT a00 MECHMICTUYHOI TOBEIIHKHI 0COOHM, sSKa MpHUiiMae pillieHHS
(OITP) B yMOBax HEBU3HAYEHOCTI Ta PU3HUKY.

SIx roBopmiocs paHime, 0co0o0l0, sKa MpUiMae PIlIeHHS B JTaHOMY JOCIHIKEHHI, €
npoekT-meHekep IT-komnanii.

Hexaii B Mozeni kepiBHULITBO [T-koMmaHii B CBOEMY pO3MOPSAKEHH] MAE TPU YUCTHX
cTpaterii JUlsi OTPUMAaHHS MaKCHUMA&IBHOTO HPUOYTKY BiZl PO3pOOKHM HOBOI'O MPOTPAMHOTO
POIYKTY:

1) crparerist A1 — orpumManHs nepenoruiata 50%, B kiHmi 1 poky 10%, micist po3poOku
npoaykty perra 40%;

2) crpareris A2 — orpuManns nepenoriaté 10%, B kinmi 1 poky 40%, micist po3poOku
HOPOAYKTY B KiHII 2 poKy 50%;

3) crparerist Az — orpumManns nepenoriati 30%, B kinii 1 poky 30%, micist po3poOku
IPOAYKTY B KiHLI 2 poky 40%.

Hexait ponws rpaBms I/ rpae KOJAMBAHHS KypPCy B&TIOTH B 3a3HAYCHUN MePioa 3
01.12.2018 o 1.12.2020.

IIpupona Mosxe nepedyBaTH B OTHOMY 31 CBOIX YOTHPBOX CTaHIB:

1) I11 — xypc BaOT cTaOiIbHUN;

2) [T — najiiHHs KypCy BaIIOT;

3) 113 — 3pocTaHHs KypCy BaJIOT;

4) I14 — KOJMBAHHS KypCy BaJIOT.

[Ipunyctumo, mo y BuximHomy Micaui Ha 01.12.18 3a manumu iHopmariitHoro
pecypcy Finam [2] kypc Bantotu ctanoBuB 1 gonap = 27,72 rpH.

[Tporuo3 Ha Kypc BaJIIOT y HACTYITHUX POKax MpeACTaBICHUH y Ta0I. 2.

LIO lguenxo. Mooeniosanust izposux cumyayiii 0151 002pYHMYSAHHA YAPAGIIHCOKUX 25
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Tabmuus 2 — [Iporuo3 Ha Kypc BaltoT

[lomicsuHe 3HaUCHHS KypCy BaJIIOT
Curyarii (rpH. 0 BimHOMmIEHHTO 10 1 y.0.)
Howmep Buau xonMBaHHS Kypcy BallioT, Ha mowarky 1- | B kinni 1-ro | B kinmi 2-ro
curyanii (rpH /Usd) ro poky (A1) poky (Az) poky (Az)
1 CrabinpHmii kypc (=),(rpH /Usd) 27,72 27,72 27,72
I Hapgians (]), (rpa /Usd) 21,72 28,98 29,64
JIE 3pocrannsi (1), (rpu /Usd) 21,72 27,65 27,28
11, KommBanns (| 1), (rpa /Usd) 27,72 29,64 27,65

Sk Burpam rpaBusg A OyaeMo po3mIsgaTé NMPHOYTOK BiJ MPOJaXy HpPOTrpPaMHOTO
IPOAYKTY 3aMOBHHUKY TIPH PI3HUX «CTaHAX MPUPOIM.

[TosicHUMO anropUTM pO3paxyHKy MATPHUIIl BUIUIAT HA MPUKIIA cTpaTerii Ay
I'padik omnaru (50%;10%;40%).

1. Slkmio Oyne cTabinpHul Kypc BamioT (/11), TO O4iKyBaHUI MPUOYTOK CTAHOBUTUME:

1500000 $ x 0,5 x 27,72 + 1500000 $ x 0,1 x 27,72 + 1500000 $ x 0,4 x 27,72 =
= 41580000 rpn.

2. SIk6m xypc nanas (I12), To cymapHa oriata B TpH.:

1500000 $ x 0,5 x 27,72 + 1500000 $ x 0,1 x 28,98 + 1 500000 $ x 0,4 x 29,64 =
=42921000 rpH.

Y upomy BUnajiKy Oyne HernependaueHuit MpuOyTOK Yepe3 3pOCTaHHs KypCy BaJIIOTH B
TPH. JI0 J0Japa BiTHOCHO CTa0lIBHOTO KypCy.

3. SIk6u xypc Bupic (/13), To cymapHa BHILIaTa B TPH.:

1500000 $ x 0,5 x 27,72 + 1500000 $ x 0,1 x 27,65 + 150000 $ x 0,4 x 27,28 =
=41305500 rp=.

Taxum ynHOM, MPUOYTOK Oy/Ie MEHIITNI Yepes MaliHHs KypCy BaJlOTH B TPH. 70 J0Japa
BIJIHOCHO CTabUJILHOTO KYypPCY.

4. Slxmo xypc BamoT Oyzae konmBatucs (/14), To cymapHa oruiata B rpH. Oyze:

1500000 $ = 0,5 x 27,72 + 1500000 $ x 0,1 x 29,64 + 1500000 $ + 0,4 x 27,65 =
= 41527500 rp=.

To6to npulyTok Oyne MeHIMi a0 OLIBLINIA Yepe3 MaiHHs/3pOCTaHHS KypCy BaJIIOTH
B T'PH. JI0 JI0jIapa BIIHOCHO CTabUIBHOTO KypCy.

AHaJIOTi4HI pO3paxyHKH OyJM MPOBEACHI TS IHIIUX cTpaTterii (A2 Ta A3).
Pe3ynpraTi po3paxyHKiB 3BeJIeH] y IUIATIKHY MaTpUIo (Tabm. 3).
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Tabmuus 3 — [Mnarixaa MATPUI (MAaTPUIT OYiKYBaHOTO MPUOYTKY)

Tpadixn
BUILIAT Cran curyamii
1nh 1L 115 114
Ay 41580000 42921000 41305500 41527500
Az 41580000 43776000 41208000 42679500
As 41580000 43299000 41284500 42402000
max; 41580000 43776000 41305500 42679500

SIK110 IMOBIPHOCTI CTaHiB MPUPOIU HEBIIOMI 1 HEMa€e MOXIIMBOCTI OTPHUMATH PO HUX
OyIlb-sKy CTaTUCTHYHY iH(popMalliro, rpaBerb A 3HAXOAUTHCS B CUTYAIlli MPUUHSTTS PIILICHHS
B YMOBaX HEBU3HA4YEHOCTI [7]. B Teopii cTaTUCTHYHUX irOp sl IPUHHATTS PillIeHh B yMOBax
HEBU3HAYEHOCTI BUKOPUCTOBYIOTHCA HACTYMHI 3ac00M, SIKI BIAPI3HSIOTHCS 3a CTYIEHEM
KoHcepBaTu3my [7, 10]:

— KpuTepiil Banpaa (kputepiii KpallHBOTO MECUMI3MY);

— KpUTEPil KpallHLOTO ONTUMI3MY;;

— kputepiit CeBimka (KpuTepiil mecuMiamy);

— kpurepiii Jlamnaca (HeJOCTaTHHOTO OOTPYHTYBaHHS);

— kputepiii ['ypBina (kputepiil mecuMizMy-onTuMizmy).

Bulip BiANOBITHOTO KpPUTEPiI0 MPUUHATTS PIIICHHS B YMOBaX HEBH3HAUYEHOCTI Ta
PU3HKY € HAWCKJIQJHININM 1 HAWBIAMOBINAIBHINIAM €TAalOM IPOIECY PO3B’S3aHHS 3ajadi.
Bubip notpibnoro kputepiro OIIP 3a3Buyail mpoBoaaTh, 6a3yrounch Ha JOCBiII Ta BIACHIH
IHTYIIIT 13 BpaxyBaHHSAM crneuu(piku 3aaadi, MO PO3B’SI3YEThCS, 1 BIIMNOBIIHO IO CBOTO
BiJTHOILICHHS J0 PU3HKY.

30kpema, SKIIO HaBiTh MiHIMAJBHUN PHU3UK € HENPUITYCTUMHM, TO HEOOXiTHO
3aCTOCOBYBATH KpHuTepiil Banpaa. Skiio x HaBmaku, meBHUN pu3UK Moxke mMaTtu Micue i OITP
OpIEHTYETHCS Ha OUIBIINIA BUrpall — o0uparoTh kputepiil I'ypsina. Axmo OIIP rorosa ity Ha
PH3UK, BAKOPUCTOBYIOTh KPUTEPii KPaltHbOTO ONTUMIZMY.

[ToOGymoBa eKOHOMIKO-MAaTEeMAaTHYHOI MOJIEIII.

CkopucTaeMocsi OCHOBHUMH TOJIOKEHHSAMHU TEOpii irop JUisi BU3HAUYEHHsS HalOLIbII
npuOyTKOBOro rpadika BUILIATH.

1) Kputepiii Banbaa

H,, = max;min;a;;
H, = max;q; 1)
a; = mlnjau
Je a;; — BUTpam rpaBis A, sKmO BiH BUOpaB crpareriro Ai, a mpupoga obpana
ctparerito /j;
Q; — TapPaHTOBaHUM BUTPANI rPaBus A (BapiaHT «KPAIIUi 3 T1PIIIX»).

3a popmynoro (1) 3HaineMO HaWMEHIIMH €IEMEHT Min;a;; i BUOEpEMO HaHOLIbII
ONTHMaJbHy cTpaTerito, A, ska BianmoBigae HaHGIMTBIIOMY 3HAYEHHIO i3 IMX HAMMEHIIMX

eneMeHTiB (Tabut. 4).
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Tabmuns 4 — Kpurepiit Banbna

I'padixu Cran cutyanii min a
BHUILIAT A J7a 113 Il i
Ay 41580000 42921000 41305500 41826000 41305500
A> 41580000 43776000 41208000 42679500 41208000
A3 41580000 43299000 41284500 42402000 41284500

H,, = max (41305500,41208000,41284500) = 41305500 rp=.

ToGTo obepexHuit kputepiii Bambaa peKOMEHIye CKOPUCTATHCS CTPATEriero A1 s
OTPUMAaHHSI MAKCHMAJIbHOTO BUTPAIY B HAUTIPIIIMX YMOBAX.

2) Kpurepiii kpailHbOro onTuMi3mMy (Kpaiiuii 3 Kpariux).

H, = max;max;a;;
H, = max;q; (2)
a; = maxjal-j
Je a;j — BMrpam rpasus A, skmO BiH BuOpas crpareriro Ai, a mpupoma obpana
ctparerito /j;
@; — TAPAHTOBAHMIA BUTPAII TPABISE A (BapiaHT «KPALIHIA 3 KpaIux»»).

3a dhopmynamu (2) BUOEpeMO Kpalry 3 albTepHATHB, KA BIJINOBIIa€ MAKCHMATLHOMY
CNIEMEHTY MAaTpHIIi BUrpaiiB (Tadm. 5).

Tabmuus 5 — Kputepiit kpaltHbOro oNnTUMI3MY

Tpadpia
BHILIAT CraH cutyauii max a;
Ih e 113 I !
A1 41580000 42921000 41305500 41826000 42921000
A2 41580000 43776000 41208000 42679500 43776000
As 41580000 43299000 41284500 42402000 43299000

H, = max;a; = (42921000,43776000,43299000) = 43776000 rps.

BuIHO, 10 HAMKPAIMM 3 KPAIUX MOKA3HUKIB € alIbTepPHATHBA A2.
3) Kpurepiii Cesimxka.
pi = max;a;j — a;; 3)
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Hg = minymax;p;;
H; = min;q; (4)
a; = maxjpij
e p; — BTPATH, 1110 BiJIOBIIAIOTH I-TOMY PIIIEHHIO, TIPH |-TOMY BapiaHTi 00CTaHOBKH;
a;j — BUrpam rpasug A, Ko BiH BUOpas crparerito Ai, a npuposa odpaia CTpaTeriio
11;;
Q; — TAPAHTOBAHM BUTPAI TPABIS A (BapPiaHT «KpaLIHid 3 TIPIIUX»).
JIs1st BUpILICHHSI 3aBJIaHHS CKJIQJIEMO MaTpPUIIO p; 3a popmyioro (3). Bona HazuBaeTbes
MaTpULCI0 HEJIOOTPUMAHHS NPUOYTKY Ta BUXOAUTh 3 MATPUI[l BUTPALIB &jj HUIIXOM

BUPAXyBaHHS 3 MAKCUMAJIBHOTO €JIEMEHTa KOKHOT'O CTOBOIISI BCIX IHIIUX eleMeHTiB (Tadur. 6).

Tabnuus 6 — MaTpuilst HeAOOTPUMAaHHS MPUOYTKY (MAaTPHIIS MIPOTpaILiB)

Crpareris CraH cutyarii
p; = max;a;; — a;j
1n 15 11 s
Ax 0 855000 0 853500 855000
A3 0 0 97500 0 97500
As 0 477000 21000 277500 477000
3HaiaeMo
H; = min;(855000,97500,477000) = 97500 rpH.
Tomy 3a kputepiem CeBimxa ciif BHOpaTH CTpaTETito Az .
4) KpuTepiit Jlamnaca.
1
H, = max ;Z?ﬂ a;j (5)

ne a;; — BUTpam rpasud A, AKmO BiH BUOpae crparerito Ai, a mpupojpa obpana

ctparerito /j;
N — KUTBKICTh PO3TJISIHYTHX BapiaHTIB CTAHIB MPUPOJIH.

SIKIIO TPUIYCTHTH, MO KOXKEH BapiaHT PO3BUTKY CHUTYaIlil «CTaHy MPHPOIN
PIBHOMMOBIpHUI, HAPUKIIA]], BBAYKATH Ii CTAHU PIBHOWMMOBIPHUMMU:
(P(A1) = P(A2) = P(43)=1/4),
TO JIJIs1 IPUNHATTS PIIIEHHs] He0OXiTHO po3paxyBaTH (YHKIII0 KOPUCHOCTI 3a hopmyroro (5)
JUIT  KOXKHOI ~ aJbTePHATHUBH, MO0 JOPIBHIOE CEPeAHbOAPU(METHUYHOMY MOKA3HUKY
NPUBAOJIMBOCTI KOXKHOI 110 KOKHOMY «CTaHy HPUPOIM.
OO6upaeThCs Ta aabTEpHATUBA, IS AKOI (PYHKIIISI KOPUCHOCTI MakcuMalbHa. DyHKIISA

KOpHUCHOCTI KpuTepito Jlamnaca HaBeaeHa y Tabm. 7.
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Tabmuus 7 — DyHKIis KOPHCHOCTI 3a Kputepiem Jlamnaca

Crpareris Cran cutyamii
a..
I I 113 I Z( U )
A1 10395000 10730250 10326375 10456500 41908125
A2 10395000 1094400 10302000 10669875 42310875
As 10395000 10824750 10321125 10600500 42141375

o= max (41908125, 42310875, 42141375) = 42310875
OckinbKku MakCHUMaJlbHE 3HAYCHHS Ma€ cTpaTeris A2, TO CIiJ o0paru ii.

5) Kpurepiii ['ypgiia.

Hg = max;(xa; + (1 —x)p)
a; = minjaij (6)
:Bi = maxjaij

Jie @; — BUTpaILl, 11O BiANOBia€ i-My PillIeHHIO IPY j-OMy BapiaHTi 00CTaHOBKH;

X — MOKa3HUK onTuMizMy (0<x<1).

[Tpu x = 0 — niHig TOBOKEHHS B pO3pPaxXyHKy Ha Kpalie, mpu x = 1 — 1iHig TOBOKEHHS
B PO3paxyHKY Ha TipIie.

ITpu x = 1, kputepiit ['ypBina npupiBHIOETHCS 10 KpuTepito Banbaa, To6TO opieHTawis
Ha 00epexHE TTOBOKEHHS.

ITIpu x = 0, opieHTallis Ha TPAaHUYHUI PHU3MUK, 1O BIANOBIJA€ KPUTEPiIO KPallHHOTO
onTtuMizmy. 3HaueHHs X MK 0 1 1 € MpOMIDKHUM MIXK PU3UKOM 1 0OOEPEKHICTIO 3aJIE)KHO B1J
KOHKPETHOT 00CTAHOBKH 1 CXMJIHOCTI 0COOH, 1110 TIpHiiMae pimeHHs, 10 puzuky [10].

Jliis mpukany Hexait x = 0,6.

3a gopmyioro (6) po3paxyeMo MEeCUMICTUYHO-ONTUMICTUYHUN KpUTepiil 1 Bubepemo
CTpAaTerilo, sika € HalOLIbII BUTiAHOO (Ta0. 8).

Tabmuus 8 — Kpurtepiit mecumizmy-ontumizmy ['ypBima

Crpareris CraHn cutyamii min a.. max a, x min ajj +
i Y ! +(1-x) max ajj

In I Vg 1,

A 41580000 | 42921000 | 41305500 | 41826000 | 41305500 42921000 42113250
Ay 41580000 | 43776000 | 41208000 | 42679500 | 41208000 | 43776000 | 42492000
As 41580000 | 43299000 | 41284500 | 42402000 | 41284500 | 43299000 | 42291750

H; = max;(42113250,42492000,42291750) = 42492000 rpH.

OO6pano crparerito A2, OCKIILKYA BOHA Ma€ ONTUMATbHE 3HAUCHHS.
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3BeneMO OTpUMaHi pe3ynapTatd B Tabmuio 9, s BuOOpY HaOimbIl mpuOYTKOBOT
crparerii, To6TO rpadika BUILIAT.

Ta6muis 9 — HaitOinpin mpuOyTKOBI CTpaTerii 3a pi3HUMHU KPITEPIsIMH

Kpurepii PexomenioBaHa crpareris
Kpurepiii Banbaa A1
Kpurepiii ontumizmy Az
Kpurepiii Cesimka Az
Kpurepiii Jlarnaca Az
Kpurepiii ['ypsiia Az

B naniit 3agadi B pe3yipTari pilleHHS CTaTUCTHYHOI TPH 32 PI3HUMH KPUTEPIIMU
YacTille 3a IHITUX PeKOMEH1yBajacs cTpareris A».

Yci po3paxyHku npoBoauiaucs y Excel.

B nmocnimkenHi Oyno MOCTaBI€HO NUTaHHS — Ky CTpaTeriro cCiil BUOUpaTH,
OPIEHTYIOUMCH OJHOYACHO HA BCi HIIHOBI (DYHKIII].

Jlnisi BUPINIGHHS MMOCTABJICHOT MPOOJIIEMH PO3MIIIHEMO MMHUTaHHS OaraTOKpUTEpiabHOI
onTUMi3allii B yMOBaX HEBU3HAYEHOCTI. baraTokpurepiaqbHUil MiIXil BUKOPUCTOBYETHCS IS
MOJIOJIaHHS TIE€BHOI MIpH HETOYHOCTI 1 HEMOBHOTH MOYATKOBUX JaHUX IMpPH BUPIIICHHI
ONTUMI3AIiTHUX YIPABIIHCHKHUX PIIICHb AISUTBHOCTI MiIPUEMCTB.

VY 3aranbHOMY BUIJIAJI 3aBAaHHsS OaraTOKpUTEpialbHOI OMTHUMI3AIll CTaBIATh TAaKUM
YUHOM:

0i(x) = fi(F(x)), ()

Jie X — MHOXKHHA aJIbTCPHATHB,;

fi — MHOXHHA KpUTepiiB (LIbOBUX DYHKIIIN);

F(x) — dyHKis, m1o BigoOpaxae MHOKUHY aIbTEPHATHB Y MHOKHHI BUTIA/IKIB;

@;(x) — QyHKIIisI 3rOPTKY 3aBAAHHs 0araTOKpUTEPiaTbHOI ONTUMI3AIl].

BapiaHT pilleHHS — KOHKpPETHE 3HAUE€HHs BEKTOpIB IapaMeTpa yIpaBiiHHS, B JaHii
3ajadi — KOHKpeTHUi BapiaHT ¢inaHcyBaHHA [T-ipoexTy.

Binomo, mo B pealbHHUX cHUCTEMax ICHYBaHHS CTPOrO ONTHMAJIbHOTO pIIIEHHS
OaraToKpHUTepiaJibHOI 3aJlaui MaJOHMOBIpHE, a 4acTO 1 HEMOXJIMBE Yepe3 CyNepewInBiCTh
B3a€MOIOB'SI3aHUX KPUTEPIiB.

bararokpurepiaabHa MoJeNb, ska Oyia po3poOiieHa, Mae I’ sITh HINbOBUX (YHKLIN. 3
HUX JIBI — TECHUMICTUYHI, BOHHM CIpSIMOBaHI Ha oOepexHEe KEepyBaHHsS, OJHA — BKpai
pU3UKOBaHAa. A B JIBOX OCTaHHIX (YHKLIAX NPUHHATTA KEpYy4oro pillleHHs Hpo BHUOIp
CTparTerii 3aJIeKUTh BiJ] IMOBIPHICHUX MOKa3HUKIB. Y TaKMX BUNAAKaX 311HCHIOETHCS MOLIYK
BapiaHTIB, OJM3BKUX J0 ONTHUMAIbHUX.

3a pe3ysibTaTaMH PO3paxyHKIB BUJIHO, 1[0 HAMOUIBII BUT1IHOIO JJIs MiANPUEMCTBA €
crpaterii  A2. Otox, kepiBHMUTBY IT-kommanii HeOOXiZHO NPUHHATH ONTUMAalbHE
YIpaBJIiHCHKE PILIEHHS PO OTpUMaHHS MpUOYTKY 3a po3poOKy HoBoro [13 Bix 3aMoBHUKa 3a
TaKUM IUIAHOM BHIUIAT: CHOYATKY nepenoruiata y po3mipi 10%, B xinmi 1 poky - 40%, i micis
pelnizy NpoAyKTY OTpUMaHHS 3aIMIIKOBOI cCyMuU y po3mipi 50%.

OnHak 11e okpeMuil BUNaaoK. J[jst oTpUMaHHs pillleHHs1 6araToKpUTepiaIbHUX 3aj1ad,
AK1 Ha3uBaroTh [lapeTTo-onTUMaNbHUMU BapiaHTaMU, BUKOPUCTOBYIOTh Pi3HI BUAM 3rOPTKU
KpuTepiiB. BuOip BiINOBITHOTO KPUTEPiIO — 3aBAAHHS HACTYITHOTO JOCIIKEHHS.

BHCHOBKHM 3 1aHOT0 T0CTi>KEHHS i MePCNeKTHBH MOAAJbIINX PO3POOOK 32 JaHUM
HANPSAMOM. Y CTaTTi 3[[IICHEHO IOCTAaHOBKY Ta BUPIIIEHHS HOBOT'O aKTYaJIbHOTO HayKOBOT'O
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3aBJaHHS — MOJeNoBaHHs AisutbHOCTI IT-kKoMmaHii 3a gomomoror Teopii irop. Po3poGiena
OaraTokpuTepiajibHa irpoBa €KOHOMIKO-MaTeMaTUYHA MOJICb MOXKEe OyTH BUKOPUCTAaHA JUIS
aBTOMATH3allii, MPUCKOPEHHS, MOKpAIIEeHHs 1 YAOCKOHaJeHHA poboru IT-miampuemcTs, a
TaKOXX MiHIMIi3allii PU3KKIB NMPU TPUHUHATTI YIPaBIIHCHKUX PIllIEHb MPOEKT-MeHeKkepom IT-
KOMITaHii B yMOBaX HEBHM3HAYCHOCTI Ta pu3uKy. OnTuMmaibHe KEpyBaHHS IPOLECAMU
NPUUHATTSA PINICHh MPU3BOAWTH 10 ModinmeHHs ¢yHkuionyBanus [T-mignpuemcTsa,
HiABUIIEHHS €(EKTUBHOCTI OKPEMHUX MPOLIECIB 1 MiIPUEMCTBA B IIJIOMY.
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Modeling ignition situations for obtaining outlook solutions in it-company in conditions of
personality and perspectives.

The aim of the article. The task developed in this study is related to the optimization of
management decisions in the IT company in terms of uncertainty and risk. One of the main management
tasks that have a significant impact on profit is making decisions about choosing the optimal behavior
strategy from existing alternatives to maximize profits or minimize costs. Development of the method of
optimizing the IT company's activity by developing and implementing an economic-mathematical model
of optimal choice of enterprise development strategies when managing information in projects under
uncertainty.

The results of the analyses. Modern economic conditions are becoming the challenge for any
IT company to make the best decision to improve its business performance. In connection with this, there
is a need to improve management processes. Mathematical modeling allows you to make optimal,
balanced management decisions that can increase company profits. The development of economic and
mathematical models for making managerial decisions using optimality criteria is a promising direction
that can be successfully applied in IT companies. The article considers the possibilities of using
mathematical models in the management of IT-enterprises, describes the process of modeling the
economic activity of the enterprise, analyzes the stages of constructing a model theory of games for
making managerial decisions in the IT company.

Conclusions and perspectives for further research. The scientific novelty of the study is to
develop a multi-criteria game economic and mathematical model that belongs to the class of the theory
of statistical games. The model can be used to automate, accelerate, improve, and improve the
performance of IT companies, as well as to minimize the risks involved in decision making by the IT
project manager in terms of uncertainty and risk. Optimal management of decision-making processes
leads to improved IT business performance, increased efficiency of individual processes and enterprise
as a whole. The article shows the stages of finding the optimal solution and analyzes the results of the
model implementation on the example of the IT company.

Keywords: information technology, optimization, modeling, marketing, management, IT-
project, mathematical model.
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ANALYSIS OF THE IMPACT OF GOODS CHARACTERISTICS ON THE RESULTS
OF PERSONAL SELLING

The article deals with the relationship between the characteristics of the product and the results
of its selling, identifying the search direction of relevant characteristics of the goods. The article
proposes an algorithm for determining the relevant characteristics of the product or service for the
purpose of increasing sale due personal selling. Goods characteristics are analyzed based on their
importance, influence and significance determined by the results of consumer survey in the process of
personal selling. To identify the significant characteristics of the product a search area was developed,
which is based on different approaches to the classification of characteristics of the product (services).
The evaluation of the influence of significant characteristics (service efficiency, reliability, company
reputation) on the result of the personal selling was carried out on the single example.

Key words: relevant characteristics, algorithm, personal selling, influence, importance,
significance.

DOI: 10.15276/mdt.3.1.2019.3

Statement of the problem in general form and it’s connection with important
scientific or practical tasks. An important problem of marketing is to identify the whole set of
incentive factors that affect the consumers choose a product. Such influence determines the
formation in the consumer's imagination of certain selection criteria, some of which have a
rational origin, it can be measured or recorded using well-known indicators. Others derive from
the subjective perception of the individual, psychology of purchases, situational consumer's
burden. The determination of such characteristics of the product that will be relevant to the
solution of the forenamed question is an essential issue for forecasting the consumer's choice
and, as a consequence, for the providing of increasing the volume of goods' sales.

Search for relevant characteristics is hampered by the fact that the seller does not always
understand where to find meaningful characteristics, what exactly is the reference point of
customers choose?

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0/)
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Essential assistance in finding answers can be provided by direct marketing methods,
and most of all -personal sales. In the process of direct communication with a potential
customer, an experienced sales agent can record consumer's reactions to the product,
expectations, more precisely understand consumer inquiries, etc. The use of the method of
personal sales for innovation products is the most appropriate. The value created by the seller,
consumer expectations and the buying process should be taken into account at the stage of
goods creation. Studying these aspects is also best done through personal selling.

It should be borne in mind that consumers are people who have the will, they follow a
certain psychology of consumer behavior, and they have certain preferences in the course of
making a decision on the purchase of different goods. If to create a formalized scale of the
benefits on buying one product to another is not possible, then the task may be to study the
patterns of consumer behavior, the identification of the most significant characteristics of the
product for the choice.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. The connection of product characteristics and their
significance to consumers' preferences and behavior has been analyzed in marketing for more
than fifty years, but the possibilities of applied research not only question, another level of the
problem settles in general methodological approaches. The contribution to the study of
attribution, multi-attribute models was made by K. Lancaster, A. Tversky, M. Fishbein and M.
Rosenberg, J. Kelly, M Johnson. The concept of human values was embodied in the works of
M. Rokich.

The marketing theory uses terms saliency, importance and determinacy of product
characteristics. The saliency was investigated by D. Krech and R. Krutchfield, the importance
- by M. Ryan, M. Etzel, the influence - by J. Mayers and M. Elpertom.

The works of Russian scientists 1.V Gladkikh, Zh. V. Svetlanova [1] is devoted to the
analysis of the methods of measuring the significance of characteristics, the problem of
consumer choice psychology is thoroughly investigated by O.S. Posypanova [2], the question
of the relevance of the company's response to consumer inquiries is substantiated in the work
of A. Coville, P. Braun [3].

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. The question of determining the field of search significant characteristics of
the product, which affect the buyers' choice; the problem of verification of the consumer's
awareness of the significance’ degree of these characteristics; the identification of relevant
characteristics for the purposes of increasing the consumption of goods requires further
research.

Formulation of the purpose of the article (statement of the problem). The purpose
of the work is to study the relationship between the characteristics of the product and the results
of its selling, identify the search area of significant characteristics of the goods, the formation
of an algorithm for determining the relevant characteristics of the product.

Statement of the main material of the research with full justification of the
scientific results obtained. Goods and services are the economic benefits that result from
human labor. Their main criterion in modern economy is the ability to meet the needs of
consumers.

In connection with the huge variety of goods it is impossible to create a single, consistent
and comprehensive classification. Among all the signs of classification, the main characteristic
of the product is its consumer properties.

The consumer properties of products are estimated by the buyer on the following
parameters:

V. Atiushkina, A. Zhekul. Analysis of the impact of goods characteristics on the results of 35
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* Product category. In order to meet their needs, the general category of the product and
the choice of brand are determined by the consumer in the first stage. This is mainly due to the
purchase of non-consumer goods (electronics, appliances, etc.).

* Price is one of the most important parameters, related not only to the ability of the
consumer to buy this product, but also to the quality of the product itself and the image of its
owner.

* Functional characteristics. The consumer always considers the purchase in relation to
their needs, how fully and economically the specific product may satisfy this need. The more
complicated the complex needs, the longer the product life and the higher the price is the greater
the list of functions of the product.

» Satisfaction with the purchase. The consumer wants to get emotional satisfaction from
the process of buying a product, usually subconsciously. Satisfaction from the purchase and the
result of consumption are very important criterions.

* Quality is the criterion, which is estimated by the consumer together with the previous
parameters, it is guided by the objective indicators taken in the commodity research.

There is a lot common between the goods and the service. Although there are significant
differences: the service is elusive, non-permanent, inseparable from the subject of its provision
and incapable of preservation. And the main difference between goods and services lies in the
materiality of the first one and non-materiality of the second one. All these features
considerably complicate the assessment of the quality of the service provided. If the consumer
properties of products can be estimated by at least objective physical criteria, then for the
services are much more difficult to determine their characteristics and qualities.

Service is the object of sale in the form of actions of the performer, which give the
consumer benefits or useful result. In the process of providing services does not create a new,
none previously existing material product, but changes the quality of the existing, prior created
product. It is a benefit provided in the form of activity or its results, but not in the form of items
of consumption or exchange. It is the fact of the provision of services that contains the desired
outcome for the consumer.

The features of the services and their significant differences from each other make it
impossible to create a well-founded classification of services. Traditionally, they are divided
according to the areas in which they are applied. It is accepted to separate medical, passenger,
sports, educational, informational, bank, legal, security, veterinary services, as well as services
in the field of catering, beauty, repair, cleaning and real estate.

Distinctive service features are:

— intangibility of services: services cannot be hold, heard, seen or tasted before the time
of its acquisition, or at the time of receipt. This criterion is a problem for all potential buyers,
because there is no guarantee that the provided service will really be of high quality;

— inseparability, production contiguity and consumption of services: services are
provided and consumed at the same time that is can be provided only upon receipt of an order.

Services, unlike material goods, are initially sold, but only then they produce and
consume. The inalienability of services implies that services cannot be separated from their
source, regardless of who provides this service. A person will be considered a part of the service
if he provides this service.

— the quality of services is not constant: the quality of services can vary considerably in
depend by who, under what conditions and when they were provided. This is in contrast to
material goods, the quality of which remains constant in the general sense.

— durability of services, impossibility of their storage: services cannot be stored for
further use or resale.
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— lack of ownership. The consumer of the service is not the owner of the service, but
only uses it for a limited time of its provision. Services do not have the owner unlike material
goods. In most cases, the service cannot be used long time, because for long-term use this
service becomes irrelevant to the consumer.

— interchangeability of services with material goods. The goods have ability to replace
those services that meet similar needs. This feature of services may also appear in inverse
relationship: services can replace goods.

Consumer properties of the service according to the criteria of selection by the consumer
are the same as for goods. This is a prestige, price, category, satisfaction. But the specifics of
the services provide additional consumer properties, such as:

* Reliability. The stability of the service result under the impact of various influencers
has the main role.

» Effectiveness. That means ability of service to meet consumer's needs in relation to its
entire set of conditions of provision.

» Reputation of the service provider. This implies the professionalism of service
providers, material and technical support for equipment, and compliance needs sanitary
requirements and safety standards.

The attribute of the goods is a significant feature of the product, which defines the goods
in the customer perception as suitable for him. That is, the attribute is not all the signs of the
product, but only important to the individual. The attributes are related to the properties of the
product, such as importance, necessity, uniqueness. Attribution in consumption has associative
nature, that is, the attributes of the product are not only objectively defined characteristics, but
also those that exist in the imagination, the understanding of an individual. In statistics, for
example, qualitative attributes are recognized as attributes that do not have a numerical
expression.

Thus, "the consumer's attitude to the product is considered as a function of the
individual's belief that the objects have some characteristics that have a certain meaning for the
consumer." [1]. To date, this the dominant meaning of the term "attribute” in marketing, and in
general, it corresponds to its use in English: according to the dictionary, "attribute” is any
somebody's or something's characteristic inherent or attributed to them.

The multi-attribute product model (according to Fishbein and Rosenberg [4]) puts the
product as a set of attributes, some of which are perceived as more important, those others. The
seller's task is to identify the attributes that are important for most consumers (their significant
amount). On the other hand, the attribute is not important on its own; it should be a reflection
of certain benefits to the consumer (functional, social, aesthetic, ergonomic, operational and
economic) [2]. This researcher emphasizes as each product has its own set of attributes, as each
consumer has its own attribute system. Consequently, the same product choice can be made for
different attributes, the set of which is significant for the consumer.

The term “product characteristic” is also used for the study of consumer behavior.
Characteristics are any consumer-identified product feature, the process of its purchase,
consumption (exploitation), utilization, to which the consumer forms certain judgment. K.
Lancaster emphasized that "goods, as such, are not immediate objects of preference or utility
or welfare, but have associated with them characteristics which are directly relevant to the
consumer,” [5] that is, with his pleasure, and assumed that the characteristics of the product
should be defined not in terms of the reaction of consumers to them, but as a result of their
objective measurement.

But the differences interpretation of the terms "attribute™ and "characteristic™ are not of
fundamental importance for this study, therefore, further the term product or service
"characteristics™ is used in the broad sense.
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Marketing and Digital Technologies

Taking into account the characteristics of the goods given above, we will conduct a
study of the results of personal sales of different for types and purposes goods, during which
several sellers presented their goods consistently to one audience of potential buyers, processed
objections, entered into agreements for the purchase of goods. The audience (23 people) was
chosen arbitrarily and it is fairly homogeneous (by age, lifestyle, income level, occupation).

The following products were offered to potential consumers:

"Faculty"” — mobile application, which provides informational and organizational
services for consumers in providing education area, based on the latest technology and had a
higher level of originality.

"ZubOK" — chewing toothpaste is intended for rapid cleaning of the oral cavity in the
absence of time and the absence of special devices conditions for this. Has a higher level of
novelty, there are no analogues of this product, there are substitutes products, but they inferior
to the functionality of this product.

UGGold — ugg boots are a kind of shoes, seasonal goods, it has low level of novelty; it
is created to provide comfort and warmth to the consumer.

"Syrup" — a service of sudden vacation. The company provides services of a fast
organization various kinds of rest or holidays outside the city, in the park and other places with
the full equipment provision for active recreation, depending on the consumer's wishes. It has
a higher level of novelty.

"MatchUp" is a detox drink aimed at maintaining the health and good physical form of
the consumer. Medium level of novelty.

"Energon" is a charger in the form of a bracelet which charging the phone through a
bluetooth headset, has a higher level of novelty, analogues at the moment does not exist.

According to the estimation of the goods and services characteristics by experts of the
enterprises-manufacturers, the following results are obtained: the 1st point on the importance
for consumers of product characteristics is the quality, on the 2nd is the price, on the 3rd is the
functionality, on the 4th is the category of the goods, on the 5th is the satisfaction with the
purchase. For services, the ranking of characteristics is different from the material goods: on
the 1st place is the quality of service, on the 2nd is the price, on the 3rd is reputation, on the 4th
is reliability, on the 5th is efficiency, on the 6th is satisfaction from consumption, on the 7th is
prestige.

According to observations during the speeches of the sellers a Table 1 was drawn which
showing what product characteristics were highlighted during the selling.

Table 1 — Availability of information about characteristics during the presentation of a
product / service

Name of Inherent characteristics
product For all types of product | For services
Functionalit | Quality Price Product Pleasantnes | Effectiven | Reliabili | Reputat
y category | s purchase €ess ty ion
Mobile Present Present Present None None
application
Chewing Present Present Present None None
toothpaste
UGG boots Present Present Present Present None
Service of Present Present Present Present Present Present None None
sudden vacation
Detox drink Present Present Present None None
Bracelet-charger Present None Present Present Present

Source: prepared by the authors
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We will conduct a ranking according to the lexicographic method of research to evaluate
the importance of characteristics. The lexicographic method involves that the available set of
criteria is ordered according to importance. For comparable objects, values are first measured
by the most important criterion. The best object is that one whose value of this criterion is
greater. In the case when the values of the comparable objects are the same, it should shift to a
comparison on the basis of the next by importance criterion. The procedure ends with the
iteration, in which it is possible to arrange objects by advantage, or when comparisons have
been performed according to all the criteria. The expression of the characteristics is measured
in increments of 1 to 5 points.

We will proceed to the selection on the basis of compensatory and non-compensatory
rules of the purchase decisions.

Compensatory rules allow "replacement” of the poor implementation of some
characteristics on the good implementation of others in the overall assessment of value; the
disadvantage can be offset by the benefits. The principle of compensation for a product is a
pattern that consists in segregate the good’s characteristics present in the product and acceptable
to the consumer according to the parameters that prevail over the other. This allows to some
extent give way to other characteristics and properties.

The main feature of compensatory rules is that a compromise is allowed when choosing
a product. This happens when the good’s advantages offset its disadvantages. The results of the
selection are presented in the Table 2 and Table 3.

Table 2 — Results of the choice by the rule of simple addition

Assessment of characteristics
Characteristic Mobile Chewing Ugg Detox Bracelet- Choice
application toothpaste boots drink charger
Quality 4 5 5 4 3
Price 5 5 2 5 3
Functionality 5 5 3 5 5 Mobile
Product Category 3 3 4 3 5 application
Pleasantness purchase 5 3 5 2 5
Total 22 21 17 21 21
Source: prepared by the authors
Table 3 — Results of the choice by the rule of weighted addition
Assessment of characteristics
Characteristic Weight Mobile Chewing Ugg Detox Bracelet- Choice
application toothpaste | boots drink charger
Quality 35 4 5 5 4 3
Price 30 5 5 2 5 3
Functionality 20 5 5 3 5 5 Chewin
Product Category 10 3 3 4 3 5 toothpas?e
Pleasantness 5 5 3 5 2 5
purchase
Total 100 445 470 360 430 370

Source: prepared by the authors

Non-compensation rules provide in the general case for the formation of a zero value of
the product for consumer, if one or more attributes to be implemented worse than some
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threshold value. These rules of the decision do not allow the compensation for low product
ratings by the one attribute through high ratings the other attribute.

1. A common or conjunctive rule. The objects that meet the minimum level for each of
the attributes are selected. If at least one attribute does not match the objects' acceptable
minimum, it is discarded (Table 4).

Table 4 — Results of the choice by the conjunctive rule

Assessment of characteristics
Characteristic MOt_) |Ie_ Chewing Ugg Detox Bracelet- | Minimal Satlsf!e_s the Choice
applicati : conditions
on toothpaste boots drink charger

Quality 4 5 5 4 3 5 2,3 L
Price 5 5 2 5 3 4 1,24 S
Functionality 5 5 3 5 5 5 1,2,45 s
Product =
Category 3 3 4 3 5 4 3,5 2
=
Pleasantness 5 3 5 2 5 3 1,235 2
purchase (&)

Source: prepared by the authors

2. Separate or disjunctive rule. When it chooses objects that meet the minimum
requirements only by significant criteria (Table 5).

Table 5 — Results of the choice according to the disjunctive rule

Assessment of characteristics
= . Chewin fofi
Characteristic S | Mobile g Ugg Detox | Br2elet | Minimal Satisfies the | -, .o
L | applicati . - conditions
= toothpa | boots |  drink
on ste charger
Quality 35 4 5 5 4 3 5 2,3
Price 30 5 5 2 5 3 4 1,24 2
®©
o
Functionality 20 5 5 3 5 5 5 1,245 5
o
(@]
Product 10 3 3 4 3 5 Not matter | All products £
Category 2
<
Pleasantness 5 5 3 5 2 5 Not matter | All products ©
purchase
Total 100 445 470 360 430 370

Source: prepared by the authors

The rule of the "elimination on the aspects”. Brands are considered consistently
according to the pre-ranking by importance criteria. At the beginning goods that meet the
minimum allowable value of the criteria are selected, then only the goods selected in the
previous step are considered (Table 6).

Thus, according to all calculations, the presence of the most important characteristics in
terms of the manufacturer is the biggest for the "Chewing paste™, but the choice of buyers is
another. 16 of 23 people chose the product "Mobile Application” and only 11 selected
"Chewable Paste". During the consumer survey in the process of presented products' sales, the
following results were obtained (Table 7).
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Table 6 — Results of the choice by the rule of "elimination on the aspects”

Assessment of characteristics o
= Satisfies
Characteristic | .2 Mobile Chewing | Ugg | Detox | Bracelet- | Minimal the Choice
= | application | toothpaste | boots | drink | charger conditions
Quality 35 4 5 5 4 3 5 2,3 ©
Price 30 5 5 2 5 3 4 1,24 8
=
Functionality | 20 5 5 3 5 5 §
Product 10 3 3 4 3 5 Next are not 2
PICategory considered 2
easantness | 5 3 5 5 5 5
purchase

Source: prepared by the authors

Table 7

— Consumer interest in the product / service

Product /

Characteristics

Characteristics of the

. of the goods / How was expressed interest in this product / :
services . - goods / services not
services service .
name . caused interest
caused interest
Mobile Functionality | Consumers listened carefully to the seller. There are | Product category
application Price no objections to the product after the presentation. Satisfaction with the
The questions concerned the conditions of purchase
exploitation of this service and terms of its purchase
only.
Chewing Functionality | Consumers responded positively, emotionally to the | Product category
toothpaste Quality slides of the presentation. At the end of the Satisfaction with the
presentation the seller was asked questions about the purchase
ratio price-quality, place of purchase and side effects
of the product.
Ugg boots Product Interest in this product was poorly expressed, because | Functionality
category that product, in contrast to the other, is not a novelty.
Price But consumers who were interested in purchasing
this product posed questions about the ratio price-
quality of this product and the differences this one
from similar products.
Service of Reliability Consumers responded positively to seller's reports. Product category
sudden Functionality Most of the questions concerned the reliability of the | Reputation of the service
vacation service, its independence from external factors of provider
influence and terms of delivery.
Detox drink | Price Consumer's interest was discovered precisely in the Satisfaction with the
Functionality active work after the presentation of the product: purchase
many people questioned about the functionality of Product category
this product, its instructions for acceptance and its
response to other products, with regard to its
differences from analogues (coffee, phyto-tea, fat
burning capsules).
Bracelet- Price The present products interested consumers in the fact | Satisfaction with the
charger Quality that it is an innovation in the market of electrical purchase Functionality

appliances. Most of the customers' questions
concerned the conditions of exploitation of this
product, the ratio price-quality of this product,
guarantees and maintenance of the device.

Source: prepared by the authors
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According to the present characteristics of the studied goods can be divided into groups
according to different criteria:

1) focus on the "quality-price" ratio, this group includes: chewing toothpaste, ugg boots
and bracelet-charger.

2) focus on product functionality: Mobile application, Detox-drink.

3) focus on reliability (this criterion refers only to the service of sudden vacation).

Consequently, the importance of the characteristics of the product in the perception of
the seller and consumer may vary. Even if the characteristic has a high level of importance, it
does not prove that it will affect the choice of the consumer in a particular situation of choice.
From here, for example, J.H. Myers, M. I. Alpert proposed to consider two types of importance
— global (characteristic is important in principle) and local (it is important in this situation) [6].
On the other hand, the importance of the characteristics may not be taken by the consumer as
such and may not influence the choice if it is present in all choices (perceived for granted).

That is, it is expedient to focus on those characteristics of the goods that will affect the
choice of the buyer, and it should be understudied the differences between the importance and
influence of the characteristics of the product.

In most cases, important features include existing intrinsic characteristic of the product,
but their list is situational. Studies have found that the level of importance of the product's
characteristics it is always a subjective assessment, which attributed to the characteristics (both
verbally and mentally) by the consumer himself. An assessment of importance is usually given
for the abstract purchase situation, that is, whether a characteristic is important "in principle"”
for purchase a product of this category [1].

Definition of the term "influence™ of the characteristics of the product was first given
by J.H. Myers, M. I. Alpert. They state, "Attitudes toward features which are most closely
related to preference or to actual purchase decisions are said to be determinant; the remaining
features or attitudes - no matter how favorable - are not determinant[6]. So, under the influence
(determinacy) of the characteristics of the product should be understood as the degree of its
benefits and influence on the purchase decision. In many cases, highlighted as important
characteristics do not act as influential.

A number of characteristics may have a low degree of importance (subjective,
perceived) for the consumer, but in reality, make a significant impact on his choice and purchase
decision. A. DiPaula and B. Justuson call these characteristics "implicit” [7]. If most important
characteristics are present in all variants of the choice, then it is obvious that the choice will be
made on the basis of not so essential, but required level of characteristics, called influential.

Since the evaluation of the importance and influence of the characteristics of the product
depends on the consumer, it would be advisable to formulate the concept of "significance" of
the characteristics of the product to predict by seller the choice of the consumer. Significance
is a characteristic that determines the degree of relevancy of characteristics. Significance is
aimed at the result, namely, in changing the behavior of the consumer. That is, the goal of the
seller must be to giving goods the significant characteristics or their formation in the perception
of the buyer.

In turn, the information used to calculate in the preparation of management decisions
should be relevant. Relevance means that the data must meet the specific information needs of
users. Information is relevant if it can influence to a decision. On the other hand, usually the
buyer chooses what suits him in specific life situation. And this is also relevance information
in terms of the consumer.

However, it is difficult to determine which information can be considered relevant, since
there are no clear criteria for the relevance of the information. We can ask certain conditions
for recognition the relevance of an object:
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— to consider as relevant information which relevant to this problem and able to
influence the choice of the subject;

— the relevance of the information is determined depending on the object of the
relationship: purpose, understanding or decision;

— untimely information cannot be relevant, it should be used to make a decision before
it loses the ability to influence the decision;

— attribution of the status "relevant” to certain indicator should be based solely on the
conditions of a particular situation.

The main task of using relevant information is to reduce (but not necessarily eliminate)
the existing uncertainty. Thus, when dealing with consumers, there is a set of relevant
information from consumers about the product or its individual characteristics and determine
the non-conformity the requirements of consumers.

However, the information relevant from the seller's point of view will not always be
relevant to the consumer. Significance is a characteristic that determines the degree of
relevancy. Consumers, choosing even the simplest things, evaluate the many characteristics of
the proposed product and react to those, which meet their expectations and understanding
precisely. That is, we need a filter to understand what requires attention and what does not and,
therefore, significance performs two important functions in this regard:

— sorting and provide the relevancy of characteristics, that is, the correspondence of the
result obtained to the desired;

— identification of priorities for features worth paying attention to.

The tasks of analysis of product characteristics' impact on sales results are:

— determining the search area of important, influential, significant for the consumer
characteristics that determine his choice;

— the assessment of the presence and severity (presence degree) of the same important
characteristics compared with the competing goods;

— the definition of a list of significant characteristics;

— the assessment of the influence degree on the sale's results of characteristics that are
different from the characteristics of competing goods.

The algorithm for determining the relevant characteristics of the goods/services is
shown in Fig. 1.

It should be determined the parameters of the search field for significant characteristics
for consumer in the form of Table 8 with the application of different approaches to the
perception of the product.

The image of a product is a widespread and fairly sustainable idea of the excellent or
exceptional product characteristics that give it a special uniqueness and distinguish it from a
number of similar goods.

The image of the product has different manifestations, which related to different good's
characteristics and reflects different consumer approaches to the product.

According to O.S. Vikhanskyi when purchasing a product that has a particular image
for an additional fee for this image, the buyer indeed pays the association related with the
product. At the same time, the buyer, as if buying not only the product, but also a special place
of this product in the environment, which is reflected in a concentrated form in the image of a
product [8].
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Definition of goods / services
characteristics according to different
criteria

y

Identification of groups of goods' or
services' characteristics according to the
criteria of importance, influence and
significance

Assessment of the importance of

Relevant S .
characteristics characteristics (groups of characteristic)
. by methods:
goods /services —ranking (lexicographic method)
3 — selection on the basis of compensatory

and non-compensatory purchasing
decision rules

Assessment of the influence of
characteristics (groups of characteristic)

Identification of significant
characteristics of the goods /
services in terms of consumer
choice

Figure 1 — The algorithm for determining the relevant characteristics of the goods/services
Source: prepared by the authors
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Table 8 — Different approaches to the perception of the product

Goods/services attributes

According According to According to According According According to
to the the consumer the to the to the model the "model of
image approach motivational marketing- of the significance"

approach approach mix cognitive
(psychoanalytic structure of
model) the
consumer
The product Consumer Utilitarian Characteristics | Attributes of the | "Rational”

The motives of
tradition

The
characteristics is
valuable in
themselves
(terminal)

The
characteristics
which used to
achieve
common goals
(instrumental)

has better functions and characteristics of the product goods characteristics
qualities than properties of (operational)
competing the goods,
goods which
determine the
type of goods,
its belonging to
a certain
commodity
group
The product Characteristics Esthetic Characteristics | Abstract product | "Emotional”
is presented that satisfy the characteristics of the price characteristics characteristics:-
with special specific needs values
qualities of a particular - social
The product consumer Motives of Characteristics | The functional - sensory
expression prestige of the place of consequences of
the buyer purchase / the goods
status consumption
The product Motives of Characteristics | The
has an assimilation, of the psychological
exceptional achievement of distribution consequences of
distinction the ideal process the product
(uniqueness, (conformity to a
originality) certain image)

Source: prepared by the authors

The seller because of the features of his position in relation to the product mainly sees
the product through the prism of the first subgroup of consumer properties. The buyer, in turn,
mainly perceives consumer properties as belonging to the second subgroup. Recently there is a
tendency to change the ratio in the direction of increasing the proportion of the second
subgroup. Therefore, for a successful operation, the firm must increasingly consider the

consumer qualities of its products as they are perceived by the consumer, not the producer.

0. Vikhansky proposes to consider the product as a set of characteristics of what the
firm sells and that the customer buys [9]. Therefore, it is very important to keep in mind that

the goods are not what is being produced, but what the customer is buying, what he pays for.

The psychoanalytic model emphasizes the attitude of people towards things and
accordingly recommends to influence this attitude or to change it in such a way as to motivate
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the purchase of a product or service. The marketing-mix factors according to Ph. Kotler [10]
are a powerful incentive for buying decisions, but not enough for the consumer to make a
choice. In addition, it is influenced by psychological, socio-cultural and situational factors.

M. Johnson formulated a model of the cognitive structure of the consumer, which
consist of six levels: "Attributes of the goods - Abstract product characteristics - The functional
consequences of the goods - The psychological consequences of the product - The
characteristics is valuable in themselves (terminal) - The characteristics which used to achieve
common goals (instrumental)™ [11].

The most important conclusion of the model is that the greatest importance in consumer
behavior is not the physical properties of the product, but the perception of the product as a set
of values - utilitarian and symbolic (i.e., terminal, instrumental).

The "Model of Significance”, proposed by A. Covill, P. Braun, identifies four groups of
meaningful factors of consumer choice, each of which corresponds to a certain approach to the
perception of the product [3]. The first one has an orientation towards the "rational”
characteristics of the product: price, functionality, place of purchase etc.; the other three group
"emotional” characteristics - value (they are associated with important values, corresponding to
consumer persuasion), social (they are emphasizes belonging to the social group, to a certain
way of life), sensory (such as comfort, security, order, image) [12, 13, 14, 15].

It should be concluded that the characteristics of a good / service that are of a high degree
of importance but present in similar goods, as well as influential characteristics that is
distinguish for similar goods and reflect the client's situational needs, can be determine as
significant in the buyer's point of view. Determining the set of significant characteristics
requires further study taking into account the characteristics of different types of goods.

We will conduct an assessment of the significance of the services on the example of the
service «Syrup» (sudden rest) which defined in the previous stages of this study. As the
characteristics that can influence the choice of the consumer, the efficacy of the service, the
reliability of the service and the reputation of the company are taken. It is used the method of
correlation-regression analysis and programmatic capabilities Excel (calculation of model
parameters using the "Data Analysis" application) for primary statistical processing of
measurement results, analytical description of the results of the experiment.

The input data of the evaluation are: the number of observations, y - the number of
purchases per day, X1 - the percentage of consumers among the total number of potential buyers
who have chosen as the most significant characteristic of "efficiency”, Xz - the choice of the
characteristic of "reliability"” (in percent), Xs - the choice of the characteristic of "reputation”(in
percent). Input data are summarized in Table 9.

The free member (shift) bo, equal to -8,883, is formally to be understood as follows - in
the absence of evaluated characteristics of the service, sales volume is reduced. In general, the
shift bo should be taken as an auxiliary value needed for optimal predictions, but it not be
interpreted literally.

The regression coefficients by, b2, bs should be considered as the degree of influence of
each of the variables (service efficiency, reliability, company reputation) on the sales if all other
independent variables remain unchanged. Thus, the coefficient by, equal to 0.224, indicates that
(in other equal terms) an increase the frequency of the choice of the characteristic “efficiency"”
on 1% leads to an increase in sales of services by 22.4%; similarly, b is responsible for
increasing reliability by 14.5% and bs - for company reputation by 31.6%.

Thus, for the considered example, the regression equation (or prediction equation) will
have the following form:

¥ = b0 + bixg + boxe + baxs = -8,883+0,224x1 +0,145x2+0,316x3 (1)
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Table 9 — Input data of correlation-regression analysis

TQESZE\ZEEL? y, purchases per day X1,% Xo,% Xs, %
1 12 40 38 15
2 8 25 22 20
4 7 22 26 25
6 12 36 35 25
8 9 20 35 25
9 6 25 35 20

Source: prepared by the authors

In order to evaluate the validity of our regression analysis, we draw the standard error
(Su) techniques, which gives an idea of the approximate magnitude of the prediction error, and
the determination coefficient (R?). It indicates which percentage of the variation of the function
is due to the influence of the factors xk. The results of the calculation of statistical indicators of
regression are given in Table 10.

Table 10 — Results of calculation of statistical indicators of regression

Regression statistics

Multiple R 0,909717
R-square 0,827585
Normalized R-
square 0,741377
Standard error 1,593816
Observation 10
Dispersion F Significance F
analysis
Regression 9,60 0,01

Coefficients Standard error t-statistics P-values
Y-intersection -8,883 3,830 -2,319 0,060
X1 0,224 0,063 3,549 0,012
X 0,145 0,083 1,744 0,132
X3 0,316 0,113 2,801 0,031

Source: prepared by the authors

The results of the statistical evaluation show that the standard error for the function is
1.59. This result, in relation to our example, should be considered as follows: the actual amount
of sales of services differs from the projected figures by no more than 1.59 purchases per day.
The determination coefficient R? is 0.83, which is 83%. This result should be interpreted
as follows: all investigated factors explain 83% variation of the analyzed function (sales

volume).
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The validity of the model consists of the following sequence of actions. We will make
an F-criterion check. The computer printout gave us the value of F, equal to 9.6. For the analysis
of the equation, we will use the value of Fcaic, the inverse of the presented Excel calculation. It
will be 0.104. We find the critical value of Fcrit under the reference table, provided that for the
numerator the degree of freedom f1 = k, that is, it will be 3 (the number of influencing factors),
and for the denominator f2 = n - k-1 = 6. Then we will have the following values for Ferit: 4.76.
The ratio of Fcac <Fcrit IS executed, so we can confidently speak of the high degree of adequacy
of the analyzed equation.

Verification with using the significance level a. In fact, it has been determined that o =
0.01. This suggests that the dependence of this function y (value of service sales) on the
influence factors x1, X2 and xs is really stable, that is, the volume of sales is not purely random
value.

Verification with using the coefficient of determination. According to our evaluations,
the determination coefficient R? is 0.83 or 83%. The test table at the level of significance of 5%
in the case of a sample of n = 10 and the number of variables k = 3 gives the critical value R%it
= 0.704. Since the ratio R%aic> R%;it is executed, then with the probability of 95% it can be
argued that this regression equation is significant. As you can see, all methods of statistical
verification confirm the validity of the model.

The verification of the adequacy of the regression coefficients is performed using the t-
criterion. The analyzed factor is considered significant if its t-criterion in absolute value exceeds
2.00 (more precisely 1.96), which corresponds to a significance level of 0.05. In our example
we have for the coefficients bo, b1, b2, bs the following indicators of Student's criterion: ty = -
2,32, th1 = 3.55, thy = 1.74, tn3 = 2.8. From all of the foregoing, it follows that not all coefficients
of our equation are significant. The coefficient tn does not meet the criterion, is not statistically
significant and cannot characterize the degree of influence on the end result. That is, the
interpretation of the influence of the "reliability” characteristic needs to be clarified through
further explored.

Conclusions from this research and prospects for further developments in this
area. In the study of the relationship between the characteristics of the product and the results
of personal selling it was found that not all characteristics of the goods have a direct influence
on the consumer's decision to buy. This is due to the presence of characteristics, the importance
of which for the consumer has a different degree, the influence of which is limited by the
presence of similar characteristics of analogues, as well as the possibility to determine the
significant characteristics of the product. On an example of the sudden vacation service
"Syrup”, the evaluation of the influence of significant characteristics (service efficiency,
reliability, company reputation) on the result of the sale was carried out.

To identify significant features of the product developed a search area, which is
composed on the basis of different approaches to the classification of characteristics of the
product (services); also an algorithm for determining the relevant characteristics of the product
was formed. These questions require a more detailed and in-depth study, namely towards the
elaboration of a list of important characteristics; the composition of characteristics' groups on
the basis of similarity; the definition of the method for evaluating the significance of the
product's characteristics; setting criteria for the relevance of the data.
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Ananiz 6naugy xapaKkmepucmuk moeapie Ha pe3yabmamu 0coOUCmo20 RPOOA;HCy.

YV cmammi posenamymo 63a€M036’A30K MIdC XAPAKMEPUCMUKAMU MO8apy i
pe3yibmamamu. U020 npooaxcy, SUAGIEHO HANPAMKU NOUWLYKY DeLe6AHMHUX XAPAKMEPUCTNUK
moeapy. Ilpoananizosano xapaxmepucmuxku npoOyKyii, 6U3SHAYeHi 3a pe3yIbmamamu
ONUMYBAHHA CRONACUBAYIE Y NPOYEC NEPCOHANLHO20 NPOOAdXCy, 34 O3HAKAMU BANCIUBOCHI,
enaugosocmi ma sHayywocmi. B pobomi 3anpononoeaHull ancopumm  GUIHAYEHHS
PeNeBaHmMHUX XapaKmepucmux npooyKkmy (nociyeu) 3 memoro 30iibulenHs 06csa2y npooaxicy 6
npoyeci nepcoHanbHo20 npooaxcy. i 6UsenieHHs CYMmEGUX XApaKmepucmux npooyKmy
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pospobnena obaacmv NOWLYKY, sKA 0a3yeEmMbCs HA PI3HUX Ni0Xo0ax 00 Kiacugikayii
xapakmepucmux npooykmy (nocuye). 30iliCHeHO Ha OKpemMOoM)y NPUKIAOi OYIHIOBAHHS GNIUBY
CYmMmeBUX Xapakmepucmux (eexmusHicms nociye, HAOIUHICMb, penymayis KOMNAawuii) Ha
pe3yibmam nepcoHanrbHO20 NPooaicy.

KitouoBi cioBa: peneBaHTHI XapaKTEPUCTUKH, ANTOPUTM, MEPCOHATBHUN MPOJAK,
BIUTMBOBICTh, BAXKJIUBICTh, 3HAYYIIICTh.
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Myxauiscokuii Oepoicagnuil yHisepcumen
(Myxaueso, Yxpaina)

MAPKETHHI'OBA JIAT'HOCTHUKA YIIPABJIHHA TPAHCKOPJOHHUM
CHIIBPOBITHULITBOM Y KAPITATCBbKOMY €BPOPEI'TOHI

Y cmammi 3pobnena cnpoba nobyoysamu ma anpoOysamu MapKemuHeo8y MemoOuKy
JiaeHocmysanHs e€spopecionie. [lpuuuna yvoco noasicac 6 MoOMY, WO HAAGHI Memoou OYiHKU
€8DOPE2IOHIB 868ANCAIOMBCA ONOCEPEOKOBAHUMU, HO3AAK CIOCYIOMbCA MINIbKU 306HIUUHIX pe3)1bmamis
OISIbHOCIE W00 NPOYECié MPAHCKOPOOHHO20 chispobimuuymea. Tomy 0ns amanizy 0Oyio 63amo
Hatbinbul npobremuuli egpopezion Ha 3axioniu mepumopii Yxpainu — Kapnamcorkuii €epopecion.
Peszynomamom oyinku cmano me, wjo yKpaincbke HayioHaibHe NPeoOCMAasHUYME0 CKOHYEHMPOBYE Y8azy
He HA eKOHOMIYHUX HanpsAMKax chienpayi (AKi Ha cb0200Hi NOBUHHI Oymu 6 npiopumemi), He 8paxo8ye
MIdHCpe2IOHANbHULL NiOXI0 63aeMO0il (AKuil nosuHen Oymu 3 02110y HA (HOPMYSaHHS OAHO20
iHme2payitino2o0 YMEOPeHHs — NePpULoYepeosUM) ma He GUKOPUCNOBYE CUCMEMHI MOOeli PUHKOBO20
ynpaeninua. Takuii cman €6popeciony He MOd#ce NPUHOCUMU NO3UMUGHT Pe3yTbmamu MPAanCKOPOOHHO20
cnigpobimuuymea, npunaimui ¢ XXI cmoaimmi.

Knrouosi cnosa: mapkemunzosa oiacnocmuxa, Kapnamcokuii €8pope2ion, mpanckopoouHe
cnigpobimuuymeo, €epopezion Kapnamu — Ykpaina, mpanckopOoHHi npoekmi.

DOI: 10.15276/mdt.3.1.2019.4

IlocranoBka mnpo0JieMH B 3arajJilbHOMy BHIVISAI Ta 1i 3B’SI30K 3 BaK/JIMBUMH
HAYKOBMMHM a00 NPAKTUYHMMM 3aBAAaHHSAMHU. €BpOpErioHd Ha ChOTOJHILIHINA J€Hb
BBAXXAIOTbCA KJIACHYHMMHU 1 B TOH e dYac HalOuibll JieBUMHM ¢dopMaMu oOpraizarii
Tpa"ckopaoHHoro cniBpobiTHulTBa (TKC) B kpainax €sponeiicbkoro Coro3y.

ITix eBpoperioHoM ciin po3yMiTu (3a TBepkeHHAM H. Mikynn), mo ne «omHa 3
oprasizaliiHux (OopM TPaHCKOPJIOHHMX BIJHOCHH, JI€ Y MeXaX CBO€l KOMIETEHIl Ta 3a
3roJI010 IIEHTPAJIbHUX JIeP’KaBHUX OpPraHiB — Ha 0a3i CHeliabHUX PO3LIMPEHUX TOBHOBAXKEHb
Ha MDKHApOJIHE CHIBPOOITHUITBO — MICIIEBl OPTaHU BIaJM MPUKOPJOHHUX O0JIacTell MaroTh
MOYJIMBICTh PO3POOIATH CHeliajdbHI KOMIUIEKCHI MPOrpaMu €KOHOMIYHOI, KyJIbTYpHOi Ta
TYMaHITapHOi B3a€MOJIIi, peayli30BYBaTH KOHKPETHI TPAHCKOPJOHHI E€KOHOMIYHI IMPOEKTH,
BUPILIYBAaTH MNpoOJeMHU 3alHATOCTI, 1HPPACTPYKTYpH, €KoJorii. €BpOPETriOHH MOXKYTh
CTBOPIOBATHCA SIK IOPHJIMYHA Ta HEIOPUAMYHA 0c00a, MAIOTh CBOIO OpraHi3aliiiHy CTPYKTypy
Ta BU3HAYeHl Jpkepena QiHaHcyBaHHsA. DOpMyBaHHS €BPOPETIOHIB Iependayae TaKOX
MOJKJIMBICTh CTBOPEHHSI OpraHi3aliiHOI CTPYKTYpH Ta cucTeMU (iHaHCYBaHHS y (opmi
MDKHApOJHUX MIKpErioHaIbHUX acollialliid, 00’ eIHaHb, KOHCOpiyMiBy» [1, c. 14].

Sk 3a3nauatots gociigauku M. Jlenaen ta [1. Ctynensik [2, ¢. 134], «0OCHOBHOIO ii€€10
Ta MICIEI0 €BPOPETIOHIB € iXHS (YHKIS SIK OprasizaiiiiHoi miaatgopmu s 100pOBLILHOI
CHiBIpall MiCT, TpOMa/l, IHCTUTYTIB B IPUKOPAOHHY IPOCTOPI CYCiJIHIX AeprkaB. | '00BHI pucH,
10 XapaKTepu3yloTh eBpoperioH sk popmy TKC, € [2, c. 134]:

© 2019 The Authors. This is an open access article under the CC BY license
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— reorpadivyHa: €BpPOPETIOH — II€ TEPHUTOPis, KA Ma€ KOHKpeTHe reorpadidne
HIOJIOXKECHHS,

— TOJITHYHA: YaCTHHA 1€l TEPUTOPil 3HAXOAMTHCS IMiJ] IOPUCIMKIIEI0 CYBEpEHHHUX
JIepKaB, 1110 MAIOTh CIUIBHUM KOPJIOH;

— aJMIHICTPAaTUBHA: B IIbOMY CEHCi €BPOPETiOH YTBOPIOIOTH MPHUKOPIOHHI TEPUTOPIi
JIepKaB, 1110 MAIOTh CIUIBHUM KOPJIOH;

— (ynknionanbHa: eBpoperion — ¢opma TKC, kpama opranizaimiiina ¢popma Takoro
CITIIBPOOITHUIITBAY.

«Heo0xinHOIO yMOBOI0O €(pEeKTUBHOIO (PYHKIIOHYBAaHHS €BPOPETIOHIB € HAasBHICTh
YiTKOTO0 BU3HAUCHHS CMUIBHUX 1HTEPECIB iXHIX WieHiB. Lle MOXyTh OyTH 1HTEPECH Y TOPTrOBO-
E€KOHOMIUHIA Taly3i 3 ypaxyBaHHSIM MiCLsl PETiOHIB-TIAPTHEPIB y MIKTEPUTOPIaIbHOMY
PO3MOALT Tpalli, B TAIy31 CIJIBHOTO PO3BUTKY TYPUCTHYHOI AISUTBHOCTI, HaJlaHHS B3a€MHUX
HOCITYT 4epe3 JIep>KaBHUM KOPAOH, CTBOPEHHS MEpeki CIIBpOOITHHLTBA B cepax HayKw,
OCBITH 1 KyJIbTYpH. Y HIBEpPCAIbHOIO c(heporo CIIILHUX 1HTEPECIB 17151 MAPTHEPIB € BUSHAYCHHS
CHIBHOI CTpaTeTii MPOCTOPOBOTO PO3BUTKYY [3, c. 55].

B Toii ke wac, cimiag 3BepHYTHM yBary Ha Te, 110 B YKpaiHl Taki MiXKperioHaJbHI
YTBOPEHHS, Ha KaJlb, HE 3MOIVIUA 3 psAAYy 00 €KTUBHUX Ta Cy0’€KTUBHUX MPUYUH JOCATHYTH
OakaHUX IUIeH 100 PO3BUTKY MepudepiiiHo BiAnaIeHUX MNPUKOPIOHHUX TEPUTOPIH, SKi
3HAXOJATHCA JAJICKO BiJl IEHTPY KpaiHU. TakuM 4MHOM, MOCTa€e KpaiHs HEOOXI1IHICTh MO0
BHUBUYEHHS MeXaH13My (YHKI[IOHYBaHHS €BPOPETIOHAIBHUX YTBOPEHb.

AHaJi3 ocTaHHiX AociailzkeHb 1 myOaikauniii, B SIKUX NOK/JIAaJeHUH I0OYATOK
BHPillIeHHIO 1aHOI Mpo0JieMH i HA sIKi ciupawTbesa aBTopu. HaykoBi KoHIENIIil 3 MUTaHb
BUBYCHHS e(pekTHBHUX MexaHi3MiB po3BUTKY TKC y eBpoperioHanbHUX yTBOPEHHSIX 3HANIILIN
CBO€ BioOpaskeHHs y poOoTax Oaratbox BITYM3HAHUX BueHuX: . AptbomoBa, H. Mikyu,
M.Jlennena, I1. Crynenska, B. Miknosni, I. Uyuku, I'. bimaka, M. Py6im, C. Ycruua,
B.IIpuxonpko [1-6].

Buninennsi HeBMpIilleHHX paHile 4YaCcTHH 3arajbHoi mpo0JieMu, KOTPUM
NPUCBAYYETHCA CTATTA. bUIBINICTD BYEHUX, 100 HaJaTH EKCIEPTHE OLIHIOBaHHS
€BPOPETriOHAILHUM YTBOPEHHSIM 111010 €PEeKTUBHOCTI iX (PYHKI[IOHYBaHHS B TPAHCKOPIOHHOMY
MIPOCTOPi, BUKOPUCTOBYIOTH OMOCEPEIKOBAHI METOIU JIIaTHOCTYBAHHS: OIlIHKA TTPUKOPIOHHOT
TOPTiBJi, OOCAT 1HO3EMHUX IHBECTHIil B MPUKOPIOHHY 30HY BiJ KpaiH-CyCiJliB, KIJIbKICTb
CHUIBHMX  MIANPUEMCTB, PO3BUTOK MPHUKOPAOHHOI  1HQPACTPYKTypH, €(PEKTUBHICTh
peaizoBaHUX MI)KHApOJHUX MPOEKTIB.

Sk GauMMo, OLIHKAa MEpPEeBaXHO CHPSIMOBAHA HAa BHUBUYEHHS 30BHILIHIX (QakKTopiB
€BpOpErioHaJIbHOTO ynpasiiHHs. [IpoTe BBaXkaeMo, 1110 OCHIHKYBATH HEOOX1HO KOMIIEKCHO
— yepe3 J1arHOCTYBAaHHS BHYTPILIHBOI CTPYKTYpPH B MOEIHAHHI 13 30BHILIHIMU pe3yJIbTaTaMu
JISJIBHOCTI.

@opMyTI0BaHHS METH CTATTi (MocTaHoBKa 3aBaaHHs1). CripoOyBaTH po3poOHUTH Ta
anpoOyBaTH  METOAMKY  MAapKETMHIOBOI  JIIarHOCTUKM  IIOAO  OI[IHKM  MEXaHi3My
(GYHKIIIOHYBaHHS €BPOPETIOHAIBHUX YTBOPEHb.

BukiageHHs1 OCHOBHOIO MaTepiajy JOCTIIKEHHSA 3 NMOBHHM OOIPYHTYBAHHAM
OTPUMAHHMX HAYKOBHX pe3yabTaTiB. /{15 aHanizy G yHKIIOHYBaHHS €BPOPETiOHIB BBAXKAEMO
3a HEeoOXiJHEe pO3pOOUTH HACTYNHY METOAMKY INPOBEACHHS MAapKETHHIOBOI J1arHOCTUKU
yIpaBIiHHA:

1. BusHauuTH NpUYMHY, K1 3MYCHIIN CPOPMYBATH €BPOPETiOHANbHE 00’ €IHAHHS.

2. BuBuuTH MiCiI0 Ta METY €BPOPETIOHATILHOTO YTBOPEHHS B LIJIOMY Ta MO OKPEMHX
HaIl[lOHAJIBHUX YaCTHHAX 30KpeMa.

3. SIxi nependayyBaHi KOpUCTYyBayi Bij cipusiTiiuBoro po3BuTky TKC.
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4. BuzHauntu oprasizauniiny ctpykrypy ynpasiinus (OCY) eBpoperiony B LijloMy Ta
[0 OKPEMMX HAI[lOHAJIbHUX YaCTHHAX: LEHTpali3oBaHe / JELEeHTpalIi30BaHEe; OJAMHUYHE
yIpaBiiHHs / KOMOiHOBaHE (3 IEKUJIbKOX PI3HMX YYaCHUKIB); OQHOBEKTOpHE (1—3 HampsMKu
PO3BHUTKY) / 6aratroBekTOpHE (OiIbINIE 3-X).

5. IlpakTu4Ha AisIbHICTE — (OpYyMHU, KOH(DEPEHLii, MPOEKTH: Y BiIMOBIIAIOTH BOHU
METI Ta HampsMaM po3BHUTKY? Hackinbku BiINOBIZAIOTh KOHKPETHHM KOpHCTyBauaM (y
BIZICOTKOBOMY BinHOMIEHH])? SIKiif MeTi MeHIIe IpUIUIAI0Th yBark Ta yomy? IIpoueHT y4acri
KOXKHOT Kpainu (B T.4. obOjyacti) y 3axomax eBpoperiony? I[IporeHT ydacti opraiB Biaju,
MICIICBOTO CaMOBpSAyBaHHs, Oi3HEC-CTPYKTYp, HAyKOBUX Ta TPOMAJICHKHX YCTAaHOB Y
nismbHOCTI eBpoperiony 3 po3Butky TKC? SWOT — ananiz teputopiii eBpoperiony; Yum
BignoBigae OCY BuMOraM mpakTHYHOI JIHCHOCTI PUHKOBOT'O TPAHCKOPIOHHOTO CEpeIOBHINA?

6. ®iHAHCOBI ACTIEKTH POOOTH.

3 mo3uilii HAayKOBUX IHTEpECiB aBTOpa Oyiia 3podiieHa crpoba anpoOyBaTH po3podiieHe
BHILIE METOJIWYHE 3a0e3IleueHHs Ha Npukiaal MikperioHanbHoi Acorianii «Kapmarchkuii
€Bpoperion» (30kpeMa yKpaiHChKOi HaIliOHAILHOT YaCTHHH ).

B munynomy tepuropii, siki BXOAATh Tenep a0 ckiany Kapmnarcekoro €Bpoperiony
(KE) ympomorxk XIX — mouyarky XX CTONITh, IepeOyBalid y CKJIAJi €JMHOTO JEP>KaBHOTO
YTBOpEHHS — ABCTpo-Yropuuni. Lle cipusiio cBoro pony peHOMEHY B3a€MOIONIOBHIOBAHOCTI
puHKiB. HaBiTh y moganbiomy, Ko OyB Mepiof «ComialiCTHYHOTO Tabopy», M0 Ha PAKTHUII
03HayaJI0 JKOPCTKUI KOHTPOJIb 32 KOpJOHAMH MiX KpaiHamu LlentpanbHoi 1 CxinHoi €Bpony,
HE 3MIr JIKBiTyBaTH SBHIIE X0 1 IpiOHOI, OJHAK MPUKOPIOHHOI TOpriBii y perioni Kapnar,
B3a€MOJIONIOMOT'H MiJ] 4ac 300py CUILCHKOTOCIOIaPCHKOI0 BPOXKA0, TPAIULIII0 YUHIBCHKUX Ta
CTYACHTCHKUX OOMIHIB, 3yCTpiuell mapTiiHOI Ta JepKaBHOI perioHabHOT eiTH .

[Tounnatoun 3 1990-ro poky VYkpaiHa po3moyana akTUBHO pO3BUBATU cdepy
MDKHApPOJHUX €KOHOMIYHUX BIJIHOCHH, IO SK HACTIAOK BiAOOpa3wmiiocs Ha ii iHTErpamiiHuX
mpouecax B mnoganbmioMy. OJHAK, HE3BaKalOYW Ha I BCl OOCTaBMHU I MOTEHIIHI
MOJKJIMBOCTI, KpH3a, sSKa CYIPOBOJKYBaJla BCIO TEPUTOPIO KpaiHH (i3-3a 3aKpUTTS OaraThox
HiANPUEMCTB Ta PO3KpaJaHHs Jep>KaBHOIO MaifHa) — Heciaa HEraTWBHI AacCHeKTH MO0
COLI1AJIbHO-€KOHOMIYHOT'O PO3BUTKY ii PET1OHIB, OCOOJIMBO MPUKOPJOHHUX, SIKI HAa KIITAIT
CBOTO pO3MIILIEHHA, 3aiiManu 3aBxkau nepudepiiiHe craHoBumie. | Tomy mnepudepiiini
MPUKOPJIOHHI TepuTOpli YKpaiHU Ta PErioHU CYCIAHIX €BPOINEHCHKUX JIEPKaB, sIKI HE MAIOYU
JIOCTaTHBOTO JOCTYITY 710 HEOOX1JJHOTO KamiTanry, TEXHOJIOT1H Ta pUHKIB, 3317151 IPU3YITUHEHHS
COLIIaTbHO-€KOHOMIYHOTO 3aHETay, IKHd CYITPOBOJIKYBABCS B ITEPi0 MEPEXOTY 10 PUHKOBOT
€KOHOMIKH, BUPILIMIN 00’ €THATH CBOI 3yCHJUISI, BHKOPUCTOBYIOUH MOKJIMBOCTI IPUKOPIOHHOT
perioHanbHOI criBpari. TakuM YHHOM PO3MOYABCS NEPIIUI eTan TPaHCKOPAOHHOI CIIBIpalll
3axiAHUX oOjacTell YKpaiHM 3 LEHTPAIbHO-CXIIHUMHU €BPOIEHCHKUMM JepKaBaMH, SKi,
nounHarouu 3 1993 poky, copmyBaimcs sk KaTeropisi EBpOperioHaJIbHOrO CIiBPOOITHULITBA.

Bxe Ha mouatky 1990-X pokiB, MiCiIst BIIKPUTTS KOPJOHIB Mk KOJHMIIHIMH KpaiHaMH-
yjieHaMu BapiiaBcbkoro 0roBopy, po3modaniocss (OpMyBaHHS ~HOBUX MEXaHI3MIB
TPaHCKOPJIOHHOI criBmpari. 3aBasku HedopMalbHil criBIpali MK 0i3HEC-CTPYKTypamu IO
o0naBa OOKM KOPAOHY, NEPECIYHUMH IPOMaJsiHAMH Ta 1 BPELITI PEelIT MK OpraHaMH BIIaJH
cycigHix teputopiil Yropmunu, CrnoBauunnu, Pymynii, [Tonbmi, a pasoM i3 HuMu i Ykpainu
— 1 mepenyBad CTBOPEHHIO 1HHOBAIIITHOTO MEXaHI3My TPaHCKOPJIOHHOTO CIIBPOOITHUIITBA,
SKHMI 3aroyaTKyBaBcs y 3axiaHii €BpoIli — €BPOPErioH.

Hy 1 ans toro, mo6 1e Bce noyaio ¢GyHKIIOHYBAaTH Ha HajleKHOMY piBHI, B 1990 pori
VYropumHoto Oyno iHinidoBaHo ctBopeHHs Acoriamii «Kapnatu-Tuca»; B 1eil ke yac
pO3MoYasiocss 3AIACHEHHS TMPOEKTY TPAHCKOPAOHHOTO CHiBpoOiTHUIITBA Yy [lombimii.
HeoOximuumu missMu  ais  po3poOKM  €IMHOiI MIAaTPOpMH y CHIBpOOITHUITBI  CTaB
TpaHCKOPAOHHUHN sipMapok y micTi Scno (Ilonbiia), mpoBeeHi HayKOBI CEMIHApU Ha TEMY
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MOYJIMBOCTEH CHIBPOOITHUITBA MK IPUKOPIOHHUMHE perioHamu [lonbii, YexocimoBauunau,
Yropmuau Ta Ykpainu. Teopernuna mozenb ¢yHkiionyBanHs KE Oyma po3pobieHa 3a
cnpusiHHA ekcnepTiB [Hctutyty mocmimpkenp «Cxim — 3axim», sKi BYaCHO MiAMITHIH, IO
YUCJICHHI JIOKAJIbHI 1HIIIaTUBY TPAHCKOPJOHHOTO CIIBPOOITHUIITBA HE 3HAXOSATH MIATPUMKH 1
MOPO3YMIHHSI y CEPEOBHIII HAIIOHATBHUX ypsAiB. OHOYACHO BUHHUKIIA 3arpo3a MOCTaHHS
HOBOIT «3aJli3HOT 3aBicH» — MK KpaiHamu LleHTpanbHOT €Bponu 1 KOJUIIHIMU pecyOiKaMu
Pagsuacekoro Corosy. I came Tomy y nucronani 1991 poky B micti Mixanosue (CioBaqunHa)
Ha MDKHapoAHid KoHpepeHIii «Perionn B MIDKHApOAHOMY CIIBPOOITHHITBI» OyJ10
chOpMOBAaHO  KOHLEMIIIO Ta BHU3HAUYEHO TPIOPUTETH  B3AEMOMAII  HPUKOPJOHHHX
aJIMIHICTPATUBHO-TEPUTOPIATBHUX OJIWHUIG. [loganbivM opraHi3alliiHUM €TaroM cTraja
KoH(epeHiris, mpoBeacHa y TpaBHi 1992 poky B wmicti Hipenpraza (Yropmuna), ae 0ymno
3alIPOIIOHOBAHO 00’ €HATH YKPAaiHCBKY, YTOPCBKY Ta HOJbCbKY 1HILIATHUBH LIOJ0 CTBOPEHHS
€IMHOI 1HCTUTYLIMHOI CTPYKTYpHU TpaHCKOpAOHHOI cmiBmpani. Ha Hapaai mpeacTaBHUKIB
3aIliKaBJICHUX PETiOHIB, sKa BiIOyJIacs y YepBHI TOTO X POKY y MicTi Ykropo (Ykpaina), 0yino
c(opMOBaHO KOMITET, KM MirOTYBaB yCTAaHOBYI JOKYMEHTH 00’ €qHaHHsA — Yrony i CtaryT
— 1o 1 Oynu 3aTBepKeHi y motomy 1993 poky Ha 1mepeMOHii CTBOPEHHSI MIXKPETi0HAIbHOT
acorriaii [ 7].

Taxum ynnom, Kapnarcekuii €spoperion 6yB ctBopenuii 14 mororo 1993 poky B MicTi
Hebpeneni (Yropuipaa) opraHaM Biaad Ta MICHEBOIO CAaMOBPSIYBaHHS MPHUKOPIOHHUX
obnacreii [lonpmii, CaoBayuunu, Yropumau i Ykpainu. Oxkpyru Pymynii y 1993 poui HaOynu
e crarycy crocrepirada y K€, mo Oyno 3yMOBICHO HEJOCKOHAIICTIO HAIiOHAJIBHOTO
3aKOHO/JABCTBa, a TOYHINIE HEAOCTAaTHIM pPIBHEM KOMIIETEHIIH PErioHiB y HaJlaroJKeHH1
3B’A3KIB 3 TEPHUTOPIAMHU MO iHIMKA Oik KopaoHy. OgHaK, Imicis MPOBEIEHHS perioHalbHOL
pedopMH, aKTUBHOI JOOICTCHKOI KaMIlaHii MpeACTaBHUKIB IIBHIYHO-3aX1IHUX TIOBITIB,
3MiHCHEHOT Ha PIBHI HAI[IOHANBHOTO Yypsdy, BIITKY 1997 poky oxpyrum PymyHnii cramm
IOBHOIPAaBHUMM YI€HaMU eBpoperiony. Ha cboro/iHi Teputopist eBpoperiony ckianae 145 tuc.
KM? 3 HaceneHHsM 61 14,2 MitH. 9om1oBik [8].

Orxe, sk Mu 0aynMo, JlaHE YTBOPEHHs OYJO pe3ylbTaTOM IparHeHHs Y KpaiHu
chopMyBaTH HOBY MOJIEJIb IHTErpallii B CBITOBUI rOCIONapChKHUIA IPOCTIp.

3rigHo 31 CratyToM, acomiaimis HE € HOBOCTBOPEHOIO HAIHAIIOHAIBHOK YU
Ha/IJIep’KABHOIO YCTAHOBOIO, a JIMIIE€ BHUKOHYE (YHKIII CIHPHUSHHA MIDKpPEriOHAIBHOMY
CHIBPOOITHUITBY Mk MMApTHEPAMHU.

YTBOpeHHs 1 JiSVIbHICT €BPOPETIOHY BIJKPHBA€ 3HAUYHI MOXIIMBOCTI Yy CIIpaBi
aKTHBI3alll 30BHIIIHBOEKOHOMIYHUX 3B’S3KIB Ta MPUKOPJAOHHOTO CHIBPOOITHUITBA B
NPaKTUYHOMY po3pi3i. HaliBaxIuBIIIMMU CITiJ] Ha3BaTH HACTYIHI: BUPOOJICHHS 1 BTIJICHHS B
YKUTTS IPOTPaM PETIOHATILHOTO PO3BUTKY; Ha OCHOBI PO3pOOJIEHUX MpOorpam — BUPOOHUIITBO
KOHKYPEHTOCTIPOMOKHOI MPOAYKIl; MOXXJIHMBICTh CHUIBHOTO BUKOPUCTAHHS E€HEPreTMYHHX
pecypciB; PpPO3BUTOK TpPAHCHOPTHOTO 3B’si3ky Ha Tepurtopii K€, Bupimenns mpobdiem
HEIOCTaTHbO PO3BMHYTOI 1H(QPACTPYKTYpH, 301JbIIEHHS MPUTOKY 1HO3EMHOIO KamiTany;
PO3BUTOK CHUCTEMH OXOPOHH 3JIOpPOB’S, COIIAJBHOTO 3aXHCTy Ta KYJIBTYpPHOTO
CHIBPOOITHUIITBA; PI3HOOIYHUI PO3BUTOK Typu3My Ta pekpeanii B KE€; BupoOi1eHHs criabHOT
MOJIITHKH CTOCOBHO OXOpPOHM HAaBKOJMIIHBOTO CEPEOBHIIA; 3MIIIHEHHS €BPOMEHCHKOTO Ta
aTJIIAHTHMYHOTO criBpoOiTHHUITBA [1, ¢. 189-198].

Micis K€ — mokpamuty SKiCTh KUTTS, 30epertu Mup Ta CIokiid, chopMyBaTH 100pi
CTOCYHKM MIXK JIIOAbMHU B TPUKOPJOHHUX pErioHax, 3HU3UTH PO3IULIIOUY (QYHKIIIIO
JIEPYKaBHOTO KOPJIOHY, & TAKOX — 3a0€3MEYUTH JICTIIHIA ITEPETHH KOpaoHY [8].

3rigno crarti 3 Crarytry MA «Kapnarcekuii €Bpoperion», MoKHa BUOKPEMUTHU
OCHOBHI 111711 1 3aBJaHHS OpraHizailii:
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— opraHizamis 1 KOOPAWHYBAaHHS MiSUTBHOCTI, WIO CIPHUATAME EKOHOMIYHOMY,
HAyKOBOMY, €KOJIOT1YHOMY, KYJIbTYPHOMY Ta OCBITHBOMY CIIBPOOITHUIITBY M1X 11 UJI€HAMH;

— HaJIaHHS JTOTIOMOTH y po3po0Ili KOHKPETHUX MPoeKTiB 3 muTaHb TKC mix wieHamu
Acomiaii y cdepi B3aeMHHUX 1HTEPECIB;

— CHOpHUSHHA PO3BUTKY KOHTAKTIB CepeJ] HAcCeIeHHS TEpPUTOpid, AKi BXOIATH B
AcoriaIlito, 30KkpeMa cepeJl CIelialiCTiB B PI3HUX Tainy3sx;

— COpUSTHHS JOOPOCYCIICHKUM BiTHOCHHAM MiX WiIeHaMu Acoliallii;

— BH3HAYCHHS TOTCHIIHHUX cdep 1 0araToCTOPOHHBLOTO TPAHCKOPIOHHOTO
CHiBPOOITHUIITBA CepeI WICHIB AcoIialii;

— BUCTYIIM Y POJIi MOCepeIHrKa Ta 3a0e3MeyeHHs CiBpOOITHUIITBA WieHIB Acorialii 3
MDKHapOAHUMU OpTaHi3allisIMi Ta YCTAHOBAMHU.

Ha cworoani, six BugHO 3 puc. 1, g0 ckimany Kapnarcekoro €Bpoperiony BXOISTh
HACTYIIHI aJMiHICTPaTUBHO-TepuTOpianbHi ogunui [9, c. 190]:

1. B Yropumni — obnacti bopmoa-Abayii-3emmneitn, Iaiiny-birap, I'eBem, Slc-
Hanpxyn-Comaok, Cabomu-Catmap-beper Ta wmicra 3 obnacamM cratrycom Hipenprasa,
Mimkonsl, JleGpeuen ta Erep;

2. y lonsmi — [TigkapraTcbke BOEBOICTBO;

3. y CnoBayuuni — [psamriBebkuii Ta Kominpkuii kpa;

4. B Pymynii — okpyru Cary Mape, Mapamypen, birop, Cyuasa, 3inar, boromasni,
birop i1 XapriTta (HOBHOIIIHHUMH WieHaMH cTanu juuie y 1997 poui);

5. B Ykpaini — 3akapratceka, JIbBiBcbKa, IBaHO-DpaHkiBchka Ta UepHiBerbKa 00IacTi.

3

Wojewddztwo podkarpackie

L'vivs'ka

Ivano-Frankivs'ka
Kosice o

Zakarpats'ka
.

Borsod-Abauj- Chernivets'ka
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. M
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Pucynok 1 — I'eorpadiuna kapra Kapnarcekoro €Bpoperiony [8

Otox, KapnaTcbkuii €BpoperioH siBiisie co0010 MiXKHApOAHY acouialito B LleHTpanbHii
ta CxigHii €BpOIIi, SIKa CIIPHUsIE CIIBIIPAIll B CYCIUIBHOMY JKUTTI, y chepax eKOHOMIKH, HAYKH,
€KOJIOT'11, KyIbTypH, OCBITH Ta CIIOPTY Yepe3 peaizallito Iporpam miATPUMKHA TPAHCKOPIOHHUX
MPOEKTIB 3a JOMOMOTOK JIOOIFOBAaHHS B3a€MOBUTIAHOI CHIBIpalll 3 HaIlOHATBHUMHU
YCTaHOBaMU Ta OpraHi3allisiMH.
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KopucryBauamu Bin edextuBHOI amisuibHOCTI Kapmarcekoro €Bpoperiony € (abo
MMOBHHHI OyTH) HACTYITHI KaTeropii HaCeJICHHS:

— KOHKPEmHO Jcumeii OaHUX mepumopiti, ki MarOTh MOKJIUBICTB: JICTIIC TIEPETHHATH
JIHIIO KOPJIOHY 3 METOO IMOI3/IKH JI0 CBOIX OJM3BKUX, POJUYIB UM HA POOOTY (Y paMKax Majoro
OPUKOPJIOHHOTO  PyXYy);  KOPUCTYBaTHCA  SIKICHOIO  €BpPONEHUCHKOI  JOPOXKHBOIO
1HPpacTPyKTypOIO, CydaCHUMH KOMYHIKAIlIIMH 3B’SI3Ky W 1HITUMH HAHOUIBII BayKJIMBUMH
KOMIIOHEHTaMH, $Ki ICHYIOTb B IMBUII30BaHMX KpaiHax CBITy (HAasSBHICTb YHCTOL
npoJie3iH(pIKOBAaHOT MUTHOI BOAM, KaHATI3AIIMHUX CTOKIB TOIIO); MOMJIMBICTh TPHIOAHHS
PI3HOMaHITHOTO aCOPTUMEHTY TOBapiB y paMKax YOBHUKOBOI NMPHKOPAOHHOI TOPTiBii; OyTH
3a0e3leueHMMH pOOOTOI0 Ta HAIEKHOK OIUIATOI Ipalll; KyJIbTypHO 30aradyBaTHcCs
TPaIUILIsIMH CYCIIHIX TPUKOPAOHHUX TEPUTOPIN ABOX 1 OLIbINE AE€pKaB, B TOMY YMCII i uepes
PO3BHUTOK IIPUKOPIOHHOTO TYpU3MY; 3MIMCHIOBATH MiABUIIICHHS KBai(hiKaIlli Y1 HaBYATHCS B
CyCiIHIHM KpaiHi, 10 SKOI BifcTaHb ONMXKYa HK JIO CTOJMII BJIACHOI KpaiHH, a piBEHb 3HAHb
BIJITIOBIJJa€ Cy4aCHUM HOPMaM PUHKY;

— Jrcumenti, K He NPOAHCUBAIOMb HA OAHUX MEePUMOopisx, aje MPOiKIHKAIOTh yepe3 Hel,
MaroTh MOXJIUBICTh: PO3MAITHOIO HAOOPy TYPUCTUUHO-IIPUBAOIMBUX MiCLb JUISl BIATIOUYMHKY,
03/IOPOBJICHHS, €KCKYpCiif; BUKOPHCTaHHS HIMPOKOTO CHEKTPY MOMYTHHX MOCIyr (ToTeni,
XOCTEJIH, aBTO3aIMpPaBHi Ta CEPBiCHI CTaHIIil, Kade, I1albHi MBUIKOTO XapuyBaHHS);

— npedcmasHuKU OizHec-cekmopa MaroTh MOKJIMBICTb: PO3BUBATH Pi3HOMaHITHI chepu
TYPUCTUYHMX TIOCIYT; JIOTICTUYHMX IOCIYT, OCKUIBKM JlaHli TEepUTOpii BBa)KaKOThCS
Tpam3utHUMH MK Cxomom 1 3axofoM; 3aiiMaTucs MDKHAPOJHHUMH MapKETHHTOBHMHU
JOCTIIPKEHHSMH 1 MPOJIaBaTH JaHi MOCHYTrd BITYU3HSAHUM YU 3apyO1KHHUM MHIANPUEMCTBAM;
pO3BUBATH Manuid i cepenHii Oi3HEC, 3a0BOJILHSIOYH 15-MUTBHOHHUN PUHOK IT'SITH KpaiH
oJipazsy;

mepumopianbHi Opeanu 61aou, 2pOMaOCybKi Opeanizayii ma HayKoei yCmaHo8u MaroTh
MOJKJIMBICTh: OOMIHIOBATHCS [JIOCBIIOM MIOAO KpalluX MPAaKTHK YIPaBIiHHS PErioOHOM;
M0JIaBaTH 3asiBKH HA TPAHTOBI MMPOEKTH B paMKaX €BPONEHCHKUX MPOTrpaM TPAHCKOPJOHHOTO i
TPaHCHAIIOHAJILHOTO CHIBPOOITHHUIITBA 331151 BUPIIIEHHS CNIUJIBHUX HAOOJIUINX MPOo0IieM IBOX
1 O1JIb1IIE TPUKOPIOHHUX TEPUTOPIH.

B crparerii Kapnarcekoro €spoperiony no 2020 poky [8], npoaHanizoBaHi HacTyIHI
¢yHKLIOHATBHI piBHI ymnpaBiiHHA MixperioHansHoro Acowmianieto: Paga 3 Ilpesumiero ta
ronoBa Panu nupexrtopiB MixHapoaHoro cekperapiaty, HamionanbHi odicu Ta poboui
komitetu. Bunmm opranom Kapnarcekoro €Bpoperiony € Pama, 1mo ckiagaeTbcst 3 TpboX
IpeJICTaBHUKIB KOXKHOI KpaiHU-yuacHu1l. Pana 3acinae koxHi micts Micsauis. [1ig yac 3aciganp
00rOBOPIOIOTHCS Y3TOKEH1 CIUIbHI MPOEKTH, Paga mpuiiMae pilieHHs 1010 BaXJIUBUX TEM,
10 CTOCYIOThCS CHIBpOOITHUITBA (MpU3HAYEHHS, OIOJKET Ta opraHizauiiHi 3MiHu). ['onoBa
Oo0MpaeTbCsl Ha KOXHI JiBa POKM JJIi TOJIOBYBAaHHS IMiJ Yac 3YyCTpided 1 3arajabHOro
npencraBHuITBa Kapnarcbkoro €Bpoperiony.

MixHapoaHuii  cekperapiaT  BIAMOBiZa€e 3a Taki  ONEpaTUBHI  3aBJaHHS:
aJIMIHICTPYBaHHS; Y3TOPKEHHS IIOJIEHHO1 JiSTTLHOCT1; OpraHi3allis 3acilaHb pajiy; MATPUMKA
BITHOCUH, $KI CKJaJUCs MDK HalllOHQJIbHMMHU YacCTMHAaMH; HaJaro/UKEHHS BIAHOCHH 3
MDKHApOJAHUMHU OpraHi3aiisiMu.

VY KOXHIM KpaiHi-y4acHUI (QYHKLIOHYE MO OJHOMY HalLllOHAJIBHOMY oOdicy 3ajyis
3abe3neyeHHs cmiBnpaui. Odicu 6epyTh yyacTh B opraHizailii, KOOpAMHALII Ta MOMIUPEHH]
3aBJIaHb 1 peasizamii CiJIbHUX MIKPETIOHATbHUX MPOEKTIB.

Po60o4i KOMITETH CTBOPIOIOThCS 3a pimeHHsAM Pamu. Ix mMera — 30cepenutu yBary Ha
OKpeMHUX HamnpsMax MDKpErioHaJbHOrO CHIBpOOITHUITBA. Po3mozin po6ounx KOMITETIB MiX
KpaiHaMH-yJacCHUIIMA Ta KOMIUIEKCHA oOpraHizaiiiHa crtpykrypa ympasmiaHs (OCY)
300pakeHi Ha puc. 2.
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Pana Kapnarcekoro €Bpoperiony

BukonaBuuii
IAPEKTOP Po6oui komiTeTn
3 UTaHb PETiOHATHLHOTO
[pencraBuuinreo [ombi, po3BUTKY (YropuiuHa)
Micto XKenrys
MbKHapoaHWIA 3 nuTaHb TPAHCKOPAOHHOI
cekperaplat [IpencTaBHUIITBO ] Toprisii (PymyHis)

VYkpainn, micto JIbBiB (3
2008 poky), Yxkropona

(1993-2008) 3 nUTaHp TYpU3MYy Ta
OXOPOHHM JOBKLILIS

I[TpencTaBHUIITBO (ITonb1ma)

YropmuHU, MicTO

Hipensrasa 3 muTaHb CoLiaabHOI
iHppacTpykTypu (YKpaiHna)

IIpencraBHULITBO

CroBaY4MHH, MICTO

[Ipemos 3 NuTaHb MONepPeIKEHHS

- L MIPUPOAHUX JUX
[IpeacraBaunTBO PyMyHIii,

) (CnoBayunHa)
micto bas-Mape

Pucynok 2 — Oprani3aniiina crpykrypa Acomianii «Kapnatcbkuit €Bpoperion»*
*y3aragpHEeHO Ha OCHOBI [1, . 120; 8]

B uinomy Bussneno, mo OCY Kapnarcbkoro €BpOperioHy HaleXHUTh 0
JENEHTPANTI30BaHOTO  OAMHUYHOrO OaraToBeKTOpHOTO ympaBimiHHSA. [Ipore Halupae
aKTyaJbHOCT] JIOCTIPKEHHsS OUTbII JeTalbHINIOlI e(peKTUBHOCTI ympasiiHHs KapmaTcbkum
€BpoperionoM. [[ns 11boro HeOOX1JHO BHUBUMUTH HAIIOHAJIbHI OCOOMHMBOCTI (CpoOyeMoO Ha
YKpaiHCbKOMY MPHUKIA[I).

B Vkpaini 3 2008 poky HalioHaIbHUM IpeacTaBHULTBOM Kapnarcbkoro €Bpoperiony
€ TpoMaJchka opranizaiis Acolialis opraniB wicieBoro caMmoBpsayBanHs (AOMC)
«EBpoperion Kapnatu — Ykpaina» (10 11p0T0 4acy IpencTaBHUIITBO, sike OyJ0 B Y Kropoi,
npezcTaBisia 3akapnarcbka objacHa Aep)kaBHa aaMiHicTpalis). Jlane Heyps10Be YTBOPEHHS
ctBopeHe y 2007 poui sik mepmia B YKpaiHi o0’e€lHyBaJlbHa CaMOBpsHA 1HINIATHBA, IO
OynyBanacsi «3HU3Y». Unenamu Acouianii € 66 opraHiB MiCLIEBOr0 CaMOBPSAYBaHHS Ta iX
00’eqHanb 3akapnaTtchkoi, [Bano-dpankiBcbkoi, JIbBiBChKO1, UepHIBEIHKOI 001acTEH.

Micisst AOMC «EBpoperion Kapnartu — Ykpaina» — 11e popMyBaHHs MOJTITUKHA PO3BUTKY
Kapnat Ha mijctaBi MepexeBoi CITIBIpal MyoJiYHOro, IPUBATHOTO Ta HEYPSI0BOTO CEKTOPIB.
HanpsiMku Iis7IbHOCTI: CHPUSHHS PO3BUTKY TPAHCKOPIOHHOT 1 MIXKpErioHaJbHOI CIiBIIpalli;
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dbopMyBaHHS Ta YTBEPHKCHHSI HOBHX ITiIXOIB I0JI0 MICIIEBOTO 1 PETiIOHAIBHOTO PO3BUTKY Y
pamkax KE€; ¢dopmyBaHHS MepexeBHX 3B’S3KIB Ta TMPOLEAYp B3aeMOil Yy pamKax
Kapnarcekoro €Bpoperiony; momyisipu3aliisi KyJbTYpHOTO, iCTOPUYHOTO, TYPUCTUYHOTO Ta
MIPUPOTHOTO MOTEHIIiaNy ykpaiHchkoi yactuau K€ [10, 11, 12].

OCY Acomniamii opra”iB MiclieBOro caMoBpsifyBaHHS «EBpoperion Kapnatum —
VYkpaina» BioOpakeHo Ha puc. 3.

3aranbHi 300pu

(Bci wreHn Acorriartii)

|

[IpaBaiaasa Pegiziiina koMicist

BukonaBumuii gupextop

AnMiHICTpaIis
dinancosuii MenemxmenT mo poboti 3 MeHeHKMEHT 5 _
; - . ranTepis
MEHEKMEHT — —— TCpUTOPIATIEHIMH HPOEKTIB — ¥ P
rpoMazaMu

Pucynok 3 — Opranizauiiina ctpykrypa Acomianii «EBpoperion Kapnatu — Ykpainan™®
*y3araabHeHO Ha ocHOBI [10]

Onintoroun OCY  ykpailHCBKOrO IMpEICTaBHUITBA, CIIJI BKa3aTH, WI0 CHUCTEMa
YIpaBIiHHA € JEeleHTPaTi30BaHO-OJMHUYHOI0. JleleHTpani30BaHa MOSICHIOETHCS THM, IO
YJIeHaMH JIaHOl1 acoliarii, a TakoX mnpeactaBHukamu [IpaBiinus Ta Pei3iitHOI Kowmicii,
BUCTYNAIOTh OOJIaCHI pajy, palloHHI pagu Ta OpraHu MICIIEBOTO CaMOBpsIyBaHHSA. ToOTO
crocTepiraeTscsi 0araTopiBHEBE BEPTHKAIbHE yIIpaBiIiHH:. AJle BOHO HE € TOPU30HTaJIbHE (a00
K MU 3a3HayYaid B METOJUII JIOCHIDKEHHS — KOMOIHOBaHE), MO3asiK TPOMAJIChKi OpraHi3arii
YOTHUPHOX 00JaCTe Ta MpUBATHUN O13HEC-CEKTOpP HE BXOAATH B JJaHY CTPYKTYpY Ta HE € il
yieHaMu. Tomy cuctemMa oauHUYHA (PaKTHUHO Kepye MyOsIiyHui cekTop). Xoua B Micii Oyio
BKa3aHO Ha (OpMyBaHHS TOJITHUKH MEPEKEBOi CIHIBOpall MyOJIYHOTo, MPUBATHOTO Ta
HEYPSJIOBOTO CEKTOpiB. TOMy BaXJIHMBO OyJe OLIHUTH MPAaKTUYHY AISUIBHICTh YKPaiHCHKOTO
K€, Tomy mo popmyBaHHS MepeKEBOT MOJITUKH MOXKE CaMe TaM 1 BJIOOpaKaTUMETHCS.

VYnponosx 2008-2018 pokis B Acomuianii «€Bpoperion Kapnatu — Ykpaina» ocHOBHa
yBara B JisUIbHOCTI Oyia cripssMOBaHa Ha IPOBEJEHHS HaBUYaHb Maike BCIM INpeJCTaBHUKAM
OpraHiB MICIIEBOIO CaMOBpsJyBaHHS Ta BUKOHABYOi BIAJAM 3 TMHUTaHb IPOEKTHOTO
MEHE/P)KMEHTY, HaJlaHO HeaOHsKy KUIbKICTh KOHCYJbTAaIlil IpeACTaBHUKAM CUIbCHKHUX,
CEJIMIIIHUX, MICBKUX, PaHOHHUX Ta OOJACHUX paj 3 MUTaHb MiATOTOBKU MPOEKTIB MiICLEBOTO
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PO3BHTKY, B TOMY YHCIIi Y paMKax BceykpaiHCbKOT0 KOHKYPCY MPOEKTIB Ta IPOTrpaM MiCLIEBOTO
caMOBpsyBaHHs, 00JIACHOTO KOHKYPCY MIKpPOIIPOEKTiB Ta KOHKYPCY OCBITHIX MiKPOIIPOEKTIB.

binem neranpHuii Ta rmOokuit anamni3z cBiquuth [10], mo 3a nepiox 2010-2018 poku
Acormiamiero «E€Bpoperion Kapnatu — Ykpaina» Oyno po3poOiieHO Ta 31HCHEHO HACTYIHI
IPOEKTH TPAHCKOPJOHHOTO XapaKTepy:

1. «Enepeis Kapnamy (ciuens — nmucromnan 2010 poky; teputopii: JIbBiBChKa, IBaHO-
@pankiBcbka, 3akapnarcbka 007acTh) — BCTAHOBJICHO J[BAa COHSYHI KOJEKTOpU IS
3a0e31evYeHHs] HarpiBaHHS BOOIMPOBIIHOT BOAM Yy OY/IBII CTalliOHAPHOTO BIIIJICHHS 3
NaJliaTUBHOIO TA XOCHICHOIO OIIKOIO JUIS MOCTIHHOTO a0 THMYAacOBOI'O MEIIKAHHS OJAMHOKHX
HeIpaIe31aTHUX TPOMaJIsH, 1HBATIAIB Y ¢. MikeHelb Ta y OyaiBii iHOEKIIHHOTO BiUIUICHHS
CKOMIBCHKOI IEHTpalbHOI pailoHHOi JikapHi y M. CKoJyie; NPOBEICHO ayauT HasSBHUX
EHEpreTUYHUX pecypciB y Tipchkux paiioHax JIbBiBcbkoi, IBaHO-DpaHKiBCbKOi Ta
3akapnarcbkoi ~ obOsacteil;  po3poOneno  PerioHanbHy ~— mporpamy  IiJBHUIICHHS
eHeproe(EeKTUBHOCTI TPCHKUX paiioHIB JIbBIBITUHHU.

dinancosi acriektu podotn: @oun Cxigna €Bporna; 3aranpamid 0romKkeT: 351052 rpH.,
3 skux 109 276 rpH. 3 BIaCHOIO BHECKY.

2. «Kapnamcoxuii 'opuzonum 2013 — 062060penHs nepcnekmus onepayitinoi npoepamu
€C ona peciony Kapnamy (depBenb-rpyneHb 2010 poky; teputopii: JIbBiBchKka, IBaHo-
@pankiBchka, 3akapnarcbka, UepHiBenbka 00J1acTh) — HApaIibOBaHO KOHIEIIIIO ONeparifHoi
nporpamu €C st periony Kapnat Ha ¢dinancoBy nepcnektuBy 2014-2020 Tta anroputwm ii
MPOCYBaHHS, IPOBEJCHO KOH(epeHIlito «PerioHaapHuil BUMIp €BPOIHTETPALIMHUAX MTPOIIECIBY»
y pamkax X Exonomiunoro ®opymy «TpaHcKOpAOHHE CHIBPOOITHUITBO: MOTISAL Y
MaiOyTHEY, o opraHizoByBaBcs JIbBiBchbkor0 OJIA mig matponatom [Ipe3umenra Ykpaiau 7—
8 xostHs 2010 poky y M. Tpyckasenb JIbBIBCbKOi 007aCTi.

dinancoBi acmekTd podotu: Mikaaponuuii Dounx «Bimpo/KeHHS»; 3arallbHUN
oromxket: 121 683 rpH., 3 sikux 43183 TrpH. 3 BIaCHOTO BHECKY.

3. «lllkona micyesoco po3eumky O0aa uleHie 2epomaocvbkux pao Kapnamcwvkoeo
E€spopeziony» (munensb 2011 — nunens 2012 poky; Teputopii: JIbBiBCbKa 0051aCTh) — CTBOPEHO
IPOMAJICHKI pajiy pU 5 palOHHUX pajax ripcbkoi yacTHHM JIbBIBCHKOT 0071aCTi, 1€ TAaKOX OyJ10
MIJBUIIEHO TpOoQeciiHui pIBeHb 3HAHb IUX pPaJ 3 METOK MIABUIIECHHS €(PEKTUBHOCTI
MICIIEBOI'O PO3BUTKY I'pOMaJ]; MOLIMPEHO JIOCBIJ LIOJO MISUIBHOCTI TPOMAJCBKUX DPaj Ipu
palloHHMX pajax Ta MOKJIMBOCTEW 1X BIUIMBY Ha BUPIIICHHS MUTaHb MiCIIEBOTO PO3BUTKY Ha
TEPUTOPiI0 YKpaiHChKOi yacTHHM Kapnarcekoro €Bpoperiony.

®inancosi acnektd pobotu: Ponna CnopusHHs naemokpartii [loconmsctBa CUHIA;
3aranpHui OropkeT: 156 983 rpH., 3 sskux 44921 rpH. 3 BIaCHOTO BHECKY.

4. «llpoexm niompumxu mpaHcKOpOOHHUX oceimuix iHiyiamuey (uepBeHb 2011 —
nunens 2014 poky; tepuropii: JIbBiBcbka 001acTh) — 3abe3nedyeHo miomicsuno 380 roauH
J0JTATKOBUX 3aHATH 3 1HQOpMATHKHU, I'py Ha 6aHaypi Ta TaHLiB A 350 yuHiB HuykaHKOBUIIBKOT
ta ['onoBenpkoi mKin; 3aiiicHeHo pemoHTHI podotu B Huxankosuipkiii 3CIL I-11I cryneHis;
3akymeHo aBToOyc «llxomspux» ans T'omosernpkoi 3CII I-III crymeniB; oOnamtoBaHO
koM 'torepHuit kiac y Tepmiebkiit 3CII I-1I crymneniB; 30y10BaHO BHYTPIIIHI CaHBY3IH Y
3aranbHOOCBITHIN cepeaniit mkom [-1II cryneniB c. ['onoseubko; mnpoeneno dopym
TPaHCKOPJIOHHOI criBnpani B pamMkax €sponeiicekux JHiB [lo6pocycincTBa «Kopmon 480» B
cMmT. HuxankoBuui CtapocaMOipcbkoro paiioHy; moOyJI0BaHO pO3ISATaIbHIO CTA/IIOHY Y CMT.
HwxankoBui.

®inaHcoBi acnekTu podoTu: [Iporpama KopnopaTHUBHOI COIiaIbHOT BIAMOBIAIBHOCTI
United Parcel Services Co; 3aransnuii 6ropket: 830345 rpH.

5. «Kapnamcoki mac-media ax incmpymenm npomoyii mpanckopOOHHOI cnisnpayi 6
Kapnamcoxomy €epopezioniy (uepBens — nuctonan 2013 poky; Teputopii: JIbBiBchbKa, [BaHO-
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@pankiBcbka, 3akapnarcbka, UepHiBeubka obmacti Ykpainu, Ilizkapnarcbke BOEBOJCTBO
[Tonpii) — mpoBecHO HABYAHHS VIS MPEACTABHUKIB YKPAaiHCHKHUX 1 MOJBCHKUX Mac-Mezia Ha
TEMy TOLIYKY 30BHILIHIX JpKepen (iHaHCyBaHHS iX AiSUTBHOCTI Ta MIATOTOBKM IOB’SI3aHUX 3
MM TIPOCKTIB; 3IHCHEHO I1HBEHTApHU3allll0 YCiX Melia B YKpaiHCHKO-IOJBCHKIM YacTHHI
Kapmarcekoro €Bpoperiony Ta omyOIiKOBaHO BIATOBIAHMN Kartajior; mposeneHo Popym
Kapnarcbkux mac-mexnia ta ctBopeno Pany Kapnarcbkux Mac-meznia 3 METOI0 MiITPUMKH
TPAaHCKOPJOHHOI CHiBIpAIli )KypHAIICTIB.

dinaHCOBI aceKTH poboTH: MiHicTepcTBO 3aKopaoHHUX cripaB PecnyOmiku [Tonpma;
3aranbHuil 010/pKeT: 156480 MOIbCHKUX 370THX.

6. «Mepesica micyesoeo pozeumky Kapnamcvkoeo €8popeciony — Modciusocmi 0us
Vxpainuy (tpaBenn 2013 — kBitens 2014 poky; teputopii: JIbBiBchKa, IBaHO-DpaHKiBCHKA,
3akapnaTchka obyacti Ykpainu, Ilinkapmarceke BoeBojcTBO Ilombii, IlpenriBcekuit kpaid
CrnoBauymHM) — CTBOPEHO MEPEXKY CIiBMpaIlli 3a y4acTio 50 yKpaiHChbKUX arcHIlii MiCIIeBOTO
PO3BUTKY — MOTEHUIWHUX MapTHEpIB JUIS MOJIbCHKUX, CJIOBAllbKUX Ta YEChKUX areHIii
PETiOHATBHOTO PO3BUTKY; MPOBEICHO aHAJI3 JISUTBHOCTI areHIliid PerioHaAIbHOTO PO3BUTKY B
[Tonpmi, CrioBauumHi, Yexii, Ykpaini Ta Hanmparb0BaHO Ha HOTO OCHOB1 peKOMEH Al 11010
HiABUIIEHHS €()EeKTUBHOCTI MISUTBHOCTI JJISl YKPAiHCHKHUX 1HCTUTYLIH, 30KpeMa HEUI0JaBHO
CTBOPEHHUX; PO3POOJICHO CTpaTeriyHi IUIAHU PO3BUTKY JUIS TPhOX YKPAiTHCHKUX areHIii
MICIIEBOTO PO3BHUTKY; MiBUIICHO NMpodeciiiHmii piBeHb MPEJACTaBHUKIB YKPATHCHKHUX areHITii
MICIIEBOTO PO3BHUTKY LUISIXOM MpoBefaeHHs 10 HaBuyanb ans 3aranoM 200 ocib; 3aificHeHO
HOIYJISIPUA3ALIII0 KPAIIUX MPAKTHK MICIIEBOTO PO3BUTKY Buierpaachkux aepxaB B YKpaiHi.

dinaHcoBI acmekTH podotu: MixHaponuuii Bumerpancekuit @oHp; 3araibHHMA
oromxket: 670 325 rpH., 3 sikux 70709 TpH. 3 BIACHOTO BHECY.

7. «Kapnamcvka mepesca niompumxu po3eumky micyesux spomady (tpaerb 2013 —
tpaBenb 2015 poky; Tepuropii: 3akaprarchka, IBaHO-®panKiBchKa, JIbBIBCbKa 0071aCTh) —
METOI0 TPOEKTYy OYJIO CTBOPEHHS CHPHUATIMBOIO CEpEeAOBUINA MJIi CTaJoro CoLiajJbHO-
€KOHOMIYHOTO PO3BHTKY Ha MICIEBOMY piBHI IUISIXOM caMOOpraHizamii Tpoma,
HaJIarO/KEHHsI 1X CHiBOpalli 3 opraHaMu MICIIEBOI BJaJd Ta BIPOBAKEHHS I'POMAJCHKUX
1HILIaTUB Y BUOpaHUX rpoMaiax 3akaprarcbkoi, [Bano-dpaHkiBcbKoi Ta JIbBIBCbKOT 00IaCTEH.
B pesynbrati Oyno crBopeHo Kapmarcekuii pecypcHHH LEHTp TpoMajl; OpraHi30BaHO
npoBegeHHs1 KoHKypcy MIKpOIIpOEKTiB rpoMajl, MPOBEAEHO 3 palloHHI CeMIHAapH — Mpe3eHTallli
KOHKYpPCY, a TaKoX 3 KOHCYJIbTAllliiHI ceMiHapu B pailoHax i HaJlaHHsS JOIOMOTHU Mija Yac
HiAroToBKH 3asBOK Ha KoHkypc; 10 ¢iHaHcyBaHHS BiiOpaHo 14 MIKpONpOEKTiB, MPOBEAECHO
14 rpoMajiCbKUX CIyXaHb B KOXKH1M IpoMa/ii, sika BU3HaHa nepemoxiieM KoHkypcy, mpoBeaeHo
3 HaByaHHS NOTEHUIWHUX YYAaCHUKIB MIJIOTHUX MIKPOIPOEKTIB, 3aKOHTPAKTOBAHO Ta
peanizoBaHo 12 MiKpOIIPOEKTIB Ha 3arajibHy cymMy 632542 rpH., 3aiiicHeH0 13 MOHITOPUHTOBUX
BUI3/IB 710 MicIb peami3anii MikponpoekTiB y CambipcbkoMy, boropomuancekomy Ta
BenukoOepe3HsSIHCbKOMY palioHaX; OpraHi30BaHO O3HAWOMYMI BI3UT MPEACTAaBHUKIB rpoMajl
1o micta XKoBkBa Ta JKOBKIBCHKOI'O paliOHY 3 METOIO Mpe3eHTAallil KpalluX NPaKTUK 3aTy4YeHHs
IPAaHTOBUX KOIITIB JJIsi PO3BUTKY I'POMAJI.

®inancosi acniektH podoTtH: [loconscTBo DiHNAHAI B YKpaiHi; 3araJbHU OOIKET:
996443 rpH., 3 sikux 366062 rpH. 3 BIaCHOTO BHECY.

8. «Cmpamezis possumky pekpeayivnoco mypusmy llonvcoko-Ykpaincoxoi wacmunu
Kapnamcovkoeo €spopeciony» (motuit — Bepecenb 2014 poky; tepuropii: JIbBiBcbKa, [BaHO-
®paHkiBchKa, 3akapnaTchbka obOmacti Ykpainu, Iliaxapmarceke BoeBojcTBO [lombiil) —
po3pobiieno CtTparerito po3BHTKY Ta CTBOpEHO iH(popMaliifHy miatdopMy IMIOAO0 MPOMOIIii
peKpeaniifHoro Typu3My MojibCbKo-yKpaiHchbKkoi yacTuHu KE.
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dinancoBi acniektu pobdotu: IIporpama TpanckopoHHOro criBpoOiTHHITBA [TonbIia-
binopyce-Ykpaina 2007-2013; 3aransuuii Oromker: 739980 rpH., 3 skux 73998 rpH. 3
BJIACHOTO OIOJIKETY.

9. «llpomoyis nomenyiany Kapnam — cmeopenHsi mpanckopOOHHOI NPOMOYIUHOT
naamgopmuy (motuil — mucronan 2014 poxy; tepuropii: JIpBiBcbka 00nacTh YKpaiHw,
[Tinkaprarcbke Bo€BocTBO Ilosbmi) — po3pobiaeHo BeO-caldT 3 iH(opmaliiero K mpo cami
KYpOpPTH Ta iX MOXKIJIMBOCTI, TaK 1 MICIl pO3Bar Ta BiJNOYMHKY, BU3HAYHI MaM SITKU TOILIO;
PO3p0o0JIeHO Ta OIMYyOJIIKOBAHO APYKOBAHHMK KaTajor 3 iH(GOpMAIli€o MPo KypOpPTHI MOCITYTH, a
TAaKO’)X MOJXKJIMBOCTI BIJNOYMHKY B MICTaX-KypopTax; MpPOKMBAaHHS aJbTEpHATHBHE [0
PO3MIIIIEHHS Y TPAAMIIIHHUX CaHATOPISAX, XapuyyBaHHs, BU3Ha4H1 Micil Kaprmar ta myTiBHUK
TEPUTOPIEI0  YKPAiHCHKO-TIOJNBCHKOI 4acTHHH Kapmarcbkoro €BpoOperioHy; MpPOBEACHO
HaBYaJIbHO-O3HAHOMYI BI3UTH 110 8 MICT-KypopTiB Ykpainu Ta [loaeIni ajis mpencTaBHHUKIB
TYpUCTUYHHX onepaTtopiB Ykpainu Ta Ilombiii 3 mMeToro (opMyBaHHS HOBUX TYPUCTUYHHUX
MIPOJIYKTIB.

dinancoBi acriektu podotu: IIporpama TpanckopaoHHOro criBpoOiTHHITBA [Tonbiia-
binopycb-Ykpaina 2007-2013; 3aranbuuii Oromxet: 743700 rpH., 3 skux 74370 rpH. 3
BJIACHOTO OIOJDKETY.

10. «Po3pooxa incmpymenmie TKC na 6a3i cninoHoi icmopuuHo-Ky16mypHoi cnawjuHu
Mocmucwkoeo pationy Jlveiecvkoi oonacmi ma Ilepemuuiivcokoeo nogimy Iliokapnamcokozo
soesoocmeay (TpaBeHb 2014 poky — rpynenb 2015 poky; Tepurtopii: JIpBiBcbka 005acTh
VYxpainn, [linkapnarcbke BoeBoACTBO IloJbii) — CTBOPEHO TPAaHCKOPAOHHHUHA MIKpOPETiOH
«DopTH NPUKOPAOHHS»; po3pobieHo CTpaTerito MpoMolLii TPAaHCKOPJOHHOTO MIKPOPErioHy
«DopTH MPUKOPAOHHS»; po3pobiieHo [Iporpamy TpaHCKOpAOHHOI criBmpani MOCTHCHKOTO
paifony VYkpainu Ta Ilepemunuibcbkoro moBiTy Pecny6miku [lombmia; migBuiieHo
npodeciiiHicte 60-TH 0Ci0 — MNpenCTaBHUKIB BIAAH, HEYPSIOBOTO CEKTOpa, CYyO’ €KTiB
HiAIPUEMHHUIBKOT AiSITBHOCTI B chepi TYPUCTUYHOTO MaPKETUHTY.

dinancoBi acriektu podotu: IIporpama TpanckopaoHHOTrO criBpoOiTHHITBA [Tonbiia-
binopyce-Ykpaina 2007-2013; 3aranbuuit Oromxer: 749325 rpH., 3 skux 74933 rpH. 3
BJIACHOTO OIOJIKETY.

11. «llpoexm mooepHizayii meouunoz2o obnaouanus y JIv6iecwKiti obnacHiti oumsayiil
kainiuniu aikapui Oxmamoumy (koBTeHb 2015 — xoBTeHb 2016 poky; Teputopii: JIbBiBChKa
o0nacte) — HpUAOAHO Ta BCTaHOBJIEHO JabopaTopHe OOJIaJHAHHSA JUIi aHali3iB KpOBIi,
oOJasiHaHHA JUId ONepaliiHOro BiAIIIEHHS; 00JIaqHAHHSI JUIsl peaHiMallil HOBOHAPOIKEHUX.

®inancosi acnektu pobotu: I[loconberBo fAnonii B YkpaiHi; 3aranbHuil OrJUKeT:
2053000 rpH., 3 skux 178000 rpH. 3 BIACHOTO OIOKETY.

12. «O6’eonytimocs c8ioomo: niosuujenns egpekmusHocmi npoyecy 06’ €OHaHH 2POMA0
v JIvsiscwvkin oonacmiy (muctonan 2015 — Bepecens 2016 poky; Tepuropii: JIbBiBcbka 001aCTh)
— MPOBEJICHO Ta MPEACTABICHO HIMPOKIM IPOMaJICHKOCTI aHATITUYHI JOCHIHKEHHS pECYpPCHOTO
NOTEHLIaNy /Ul TPhOX MUIOTHUX Tpomal, sKi cdopmyBanu iHopmauiiiHy O6a3y s
IUIAHYBAaHHS MICLIEBOTO PO3BHUTKY; PO3pOOJIEHO IUIAHICTHUYHI JOKYMEHTH, 110 BHU3HAYaIOTh
HUISXU PO3BUTKY TPOMAJN 3 MAKCUMAJIbHUM ypaxXyBaHHSIM 1HTEPECIB YCIX 3al[IKaBIE€HUX IPYII;
3a0e3MedeHo MOMUPEHHS T0CBIY 1010 Pe3ybTaTIiB Ta METOJI0JIOTI], alTpOOOBAHOT MPOEKTOM
y rpoMazax Kapnarcpkoro €Bpoperiony y xo/i npouecy AeleHTpati3arii.

dinancoBi acriektu podotn: @onn CxigHa €Bporna; 3aranpHui 6r0mKeT: 396000 rpH.,
3 KX 46324TpH. 3 BIIACHOTO OIOJIKETY.

13. «Myniyunanoni napmuepcmea 0nsa nokpawjents enepzoegexkmuernocmi y Cambopi
ma JKoexei» (motuit 2014 — tpaBenb 2016 poky; Teputopii: JIbBiBcbka 001acTh) — 371HICHEHO
pPEMOHTHI poOoTH Ta 0bJasHaHO 2 JeMoHcTpamiiiHi knacu y Cambopi Ta JKOBKBi; poBeIeHO
HaBYaHHS MIPEICTaBHUKIB OPTaHiB JEP>KaBHOI BJIaJ Iy Ta MICLIEBOTO CAMOBPSAYBaHHS 00J1acT1 y
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cdepi HiABUIICHHS eHeproeeKTUBHOCTI Ta BUKOPUCTAHHS BiJHOBIIIOBAHUX KEPET €HEpril;
nmpoBesieHO iH(dOpMaIliiHy KamIaHiio (mpec-KoH(epeHInii, TeJaeciokKeTH, myomkamii B
JPYKOBaHUX Ta elNeKTpoHHUX 3MI).

®dinancosi acriektu podotu: @ong CxigHa €Bpona; 3aranpHuii 6r0xeT: 571600 rpH.

14. «Hosa sikicmv npoekmuux menedxncepis Jlvsieuunuy (1 uepBus — 1 nucromnana 2016
poKy; TepuTopii: JIbBiBChKa 00acTh) — miABHUINEHO npodeciiiauii piBeHb 100 npeacTaBHUKIB
HEYpsIOBUX opraHizauiii JIpBiBCbKOi 007acTi 3 MUTaHb 3alydeHHS KOIITIB MIiXKHApOIHOI
TEXHIYHOT JONMOMOTM Ta YIpPaBIIHHS MPOEKTaMHU; MIiATOTOBICHO Ta PO3MOBCIOHKEHO
CUCTEMAaTHU30BaHy 1H(QOPMAIIIIO M0I0 3aTyUYeHHs KOIITIB MIXKHAPOIHOT TEXHIYHOT JJOTIOMOTH,
B MEpIIy Yepry 3 MporpaM TPaHCKOPAOHHOI CHIBIpali Ta YNpaBIiHHS TPAHCKOPAOHHUMU
IPOCKTaMH.

dinancosi acriekTu podotu: JIbBiBchka OJIA; 3aranbpamii Oroket: 38000 rpH.

15. «/[baii npo maribymue — suxopucmosyli enepeiio epexmuenoy (depBenb 2017 poky;
teputopii: JIbBiBCchKka 00macTh) — 275 memkaHIiB 11 mict JIbBIBIIMHU OTpUMaIN aKTyaJlbHY
iH(pOpMaIlifO 3 MUTaHb BUKOPHCTAHHS HOBHUX TEXHIYHUX Ta TEXHOJIOTIYHHUX MOXKIMUBOCTEH y
chepl eHepro3OepekeHHs Ta €HEProe(peKTHUBHOCTI, MOXKJIMBOCTI OTpUMaHHS (HDIHAHCOBOTO
pecypcy Ha eHeprosz0epirardi 3axo/Iu.

dinancosi acniektu podotu: JIbBiBchka OJIA; 3aransuuit 6romket: 35000 rpH.

OTxe, TmpoBeNeHWI BHIIE aHANI3 TPOEKTHOI  MiIsTIBHOCTI  HALlIOHAJIHHOTO
npeacraBHUIITBOM KE B YKpaiHi 1a€ MOKIMBICTh BIIOBICTH HA TaKi Ba)KJIMB1 MUTAHHS:

[To-nepre, MisUTbHICTD 3AIHCHIOETHCS HE 3 yciMa KpaiHamu-ydacHUIsiMu KE, Ta pigko
3 BCIMa BHYTPIIIHIMU perioHaMH YKPAiHChKOI HAI[lOHAIbHOI YacTUHU. [[1si TOYHOI OLIHKHU
BKa3ye€MO BiJICOTOK BiHOIICHHS:

JIpBiBChKA YacTHHA (/i€ 1 3HAXOAUTHCA O(Dic HAIIOHAIBHOTO MPEICTaBHUIITBA) Opasia
yuacth B ycix mpoektax TKC B K€, — T006TO 100-BificOTKOBAa €(PEKTHUBHA MisUIbHICTS;
3akaprarceka Ta IBaHO-@paHKiBChbKa yacTHHA OyIia BKIFOYEHA B 6 mpoekTax 3 15, To6to — 40-
BiZICOTKOBa e()eKTUBHA JisUTbHICTH, UepHiBerbKa B 2 npoektax 3 15 — 13-BigcoTkoBa.

Hlono kpain-uneHiB K€ 3 eBponeiicbkoi cTopoHH, TO TiIbKU Iloibchka yacTHHA €
NOCTIMHMM HapTHEpOM Yy chiBhpaini. YropmuHa, CrnoBayunHa Ta PyMmyHIs 3HaxoIsThCs
OCTOPOHB 11010 B3aEMHOT €BPOPETIOHAIBHOI CITIBIIpALli.

Takum yHOM, BBa)Ka€MO, 1110 MPoOJIeMa MIBUIIIE BChOTO Ma€ Cy0’ €KTUBHI MPUYMHU,
BKa3Yyl0YM Ha HECIIPOMOKHICTh MOBHOILIIHHOTO (DYHKIIIOHYBaHHS J1aHOi cTpyKTypH. HaykoBii
Ta TPAKTUKH Ha3BaHI BHUIIE MPOOJIEMH MOACHIOIOTH TUM, 1m0 K€ 3aiimae ayxe BeNHKi
TepuTopiasibHl MacmTabu. Jlns npuknany, JIpBiBcbka 005acTh HE Ma€ HISKUX CHITBHHUX
KOPJIOHIB 3 Ti€to 3k ClI0BauuMHO0, YTOPIIMHO0 4i PyMyHi€l0, a BIICTaHb M1’k HUMHU NTOACKYIU
csarae 500 kimometpiB. Opraizauis 3axXoJiiB y pi3HUX KyTO4KaxX yKpaiHChbKoi yacTuHu K€
JIOCUTh TaKu JOPOro KomrTye. I, ik HaclioK, HallloHAJIbHE YKpaiHChKe MpeAcTaBHULTBO KE,
K€ 3HAXOMUThCS Ha JIbBIBIIMHI, MiJl BILIMBOM Cy0’€KTUBHUX UMHHUKIB CIIPHUSIE «EKOHOMIi»
KOIITIB, CIIPSIMOBYIOUH X Y pO3BUTOK JIbBIBCHKOI 00IACTI.

[To-mpyre, kKOoprcTyBa4yaMH B MEPEBaKHIM OLIBIIOCTI Bil TPAHCKOPAOHHOI MisSITBHOCTI
BUCTYIAlIOTh OpraHM BJaAM Ta TepurTopiaiabHi rpomaau (Outemr HiKXK B 50% mpoOekTiB €
3aiISHUMH — 1I€ T[E€PEeBaXXHO HANpsMOK OCBITHIM, OpraHi3aliiHO-eKOHOMIYHHUH Ta
E€HePTreTUYHUI ), TPOMaIChKI opraHnizaitii (6111 40% TpoeKTiB — 3aiiMal0ThCs OpraHi3allitHUMHU
MoMeHTamu B TKC, aHamiTHYHUMHU JOCIIPKEHHSAMH Ta PO3POOKOI0 CTPATETIYHUX MPOrpam),
MenikaHii Teputopid (3amisHi B 30% TMpOEKTIB — 1€ OCBITHIA HAMpPSIMOK, MEIUYHUH,
KyJIbTYpHHUH, comiaabHMi) 1 Oi3Hec-cTpykTypu (B 20% mpoekTax — OCBITHIM HampsMOK,
€KOHOMIYHUH PO3BUTOK).

OTtxe, 3 aHami3y BUAHO, 10 €KOHOMIYHMHA HAINpPSIMOK PO3BUTKY TPAHCKOPJAOHHOIO
CHIBPOOITHUIITBA 3HAXOAUTHCA B HE3aJOBUILHOMY CTaHl, XO4ya caMe BIH TOBHMHEH OYyTH
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NPIOPUTETHUM, OCKUIBKH ITiIBUIIICHHA €eKOHOMIYHOI €()EKTUBHOCTI CIIPUSIE MiABUILICHHIO PiBHA
KUTTA. Ha Hamy nymKy, Takuid BUJT CITIBIIpAIli, SKUH € HA ChOTO/IHI (OpiEHTAIIIS Ha COIIAJIbHY,
KYJIBTYPHY CKJIAJIOBY, YIOCKOHAJICHHS CHIBIpaIli MiCLIEBUX paJl Ta iH.), HOBUHEH BTUIIOBATHCS
B OJKUTTA TOJi, KOJM €KOHOMIYHI MpOOJIeMHI NHUTaHHA OyayTh BHpilleHI, abo WTH B
napajieIbHOMY HamnpsiMKy O aKTHBi3allii eKOHOMIYHOTO PO3BUTKY. Taka cmiBmpans He Oyne
pe3yIbTaTOM OJHOPA30BOrO €(hEeKTy, Ha BIAMIHY BiJ THX, SKI € Ha ChOTOJHINIHIA JIEHB.
BupimeHHs: eKOHOMIYHUX MHUTaHb 32 PaXyHOK BTUICHHS MPOEKTIB, SIKi peaJIbHO CIPUATHMYTh
PO3BHUTKY MiIMPUEMHHIITBA TI0 O0MIBa OOKM KOPAOHY, HAJACTh HOBHI BEKTOpP PO3BUTKY
COLIaTbHO-EeKOHOMIYHOTO J0OpoOyTY rpoMajIsiH, 110 MPOKUBAIOThH Ha TepuTopii Kaprnarchkoro
€Bpoperiony. AJjie 11 TOro, 00 peali3oByBaBCs JaHUIH HAIIPSMOK, B TIEPIITY Yepry HEOOXiTHO
3MIHIOBATH Ta JOTOBHIOBATH OpTaHizalliiiHy CTPYKTypy ynpasminusa B KE. J{s 6iabi TouyHOi
peKoMeHaIlii, siki Byt Oy 6 HaHOUIBIIT aKTyaIbHUMU JUTsl €eKTUBHOI AisimpHOCTI KE B
TKEC, neooxiano 3aiicauta SWOT — anaini3 Tepuropii (tabim. 1).

Tabmuus 1 — SWOT-anani3 Teputopiii Kapmarcexoro €Bpoperiony*

CuibHI CTOPOHU

Caabki cTopoHu

1) pi3HOMaHITHa eKOHOMIUHA iH(pacTpyKTypa;
2) HasBHICTh BAXKIMBUX HPUPOIHUX PECYpCIB
(HampuKIaj, JICOBE TOCIONAPCTBO, CHPOBUHA IS
OyniBesbHUX POOIT);

3) BUPOOHHITBO (PYKTIB  BHUCOKOT
BHUHHOI IPOIYKIIiT, TICOBOT MPOAYKIIIT;

4) HOBI IIOJIFOCH 3pOCTaHHS, LI0 CIPHSIOTH
PO3BUTKY HOBUX raiysei MPOMUCIIOBOCTI
(Hampukiam, iH(pOopMaiifHO-KOMYHIKaIifHI
TEXHOJIOTI1);

5) BEJIMKA KIIBKICTh TYPUCTHYHUX aTpaKIii
(barati mpuponHi, OaNbHEOJNOTIYHI, KYJIBTYypHI Ta
nmaHmmadTHI MIHHOCTI, BEJIMKa KUIBKICTh iCTOPHKO-
KyJbTYPHUX [aM’ITOK, YACJICHHI KYPOPTH TOILO);

SIKOCTI,

6) BHCOKA YacTKa Mpare3JaTHOr0 HaCeJIeHHS;
7) BHCOKA YacTKa JIIOJEH 3 BHIIOI0 OCBITOIO
(ocobnuBO B yKpaiHCBKHX perioHax 0e3 pobounx
Micup);

8) HIDKYI BUTpaTH Ha OIUIATy Mpaii, HDK Y
peITH YacTUHU €BpoNH;

9) po3mip puHKy K€ sBisie co6or0 mpuOII3HO

15 MiNBHOHIB CIOKHUBAYIB;

10) 30UIBIICHHST PO3MIPY PUHKY 30yTy IS BCiX
CTOpIH;

11) no0pe po3BHHEHA Mepexka aBTOMOOLTBHUX Ta
3aJI3HUYHUX [UISIXIB (32 BHMHSITKOM YKpaiHChKOI
YaCTUHH);

12) HEe3BaXKAIOYM Ha  HEBHCOKI  ITOKa3HUKH
iHpopManifHO-KOMYHIKalliHHUX TEXHOJIOTiH, HasBHI
YiTKO TO3WTHBHI TeHAeHmii (J4acTka ocib, ki
PETYISIPHO KOPHUCTYIOTHCSI [HTEpHETOM 301IBITY€ETHCS
B T€OMETPHYHIH nporpecii);

1) y IESKHX PEerioHax He TOTOBI €KOHOMIYHO
PO3BHBATHCS B HANIPIMKY €BpOIIH;

2) BHCOKa qacTKa HiANPUEMCTB i3
BUKOPHUCTAHHSM 3aCTapijiol TEXHIKH i TEXHOJIOTT;

3) JesiKi iHyCTpianbHi HapKH
XapaKTePU3YIOThCSA HHU3BKAM PIBHEM CKOHOMIYHOI
e(heKTUBHOCTI (HEmocTaTHBO pO3BHHEHA
iHppacTpyKTypa, HU3bKMI piBeHb abo B3araii
BiJICYTHIi Oi3Hec-TUIaH);

4) HU3BKUHA IHHOBAII MHAI IOTEHIIIAT

IPOMAJCBKOr0 Ta IPHBAaTHOTO CEKTOPIB, HHU3BKUIl
piBeHb peamizamii iHHOBAIIHHUX TPOEKTIB, HU3BKE

3a0e3leUYeHHs  TEXHOJNOTIYHHMH  HOy-Xay  Ta
iH(pOpMaIiHHO-KOMYHIKaIli THIMHA TEXHOJIOTiIMHU
(TexHONOTiYHMIT Ta HAyKOBUI 3acTiif, HM3bKa

IHTEHCHUBHICTh JJOCII[)KeHb Ta IHHOBAITIH);

5) KOMIaHii  HE  3HAITh  MOJMIJIMBOCTEH
TPaHCKOPJIOHHOTO PHUHKY 1 JIIOBHX MOXJIHMBOCTEH
4yepe3 HeI0CTaTHiil piBeHb J0CTyIy 0 0araTOMOBHOT
iHpopManii TpeICTaBHUKIB MaJloro 1 CepeIHbOro
0i3HeCy Ta TPOMAISIH;

6) HENOCTAaTHIN  piBEHb  TPAHCKOPJOHHOTO
chiBpoOiTHUITBA y cdepi Oi3HECY i MapKEeTHHTY;

7) CTa0KWil MapKeTHHT Ta TPOMOINS SIK
TYPUCTHIHHX  MapmipyTiB, TaKk 1  CHUIBHOL
iHpOpMaIIHHOT CUCTEMH TYPU3MY;

8) B 1iytoMy ciaabkuii MapkeTunr K€,

9) BIZIHOCHO BHCOKHMH piBeHb 0e3po0iTTs

(Takox mpuxoBaHe 0€3pO0ITTS, sIKe HE BiZJOOpaKEeHE B
odimiiHii craTrcTUI — 0c00MMBO B YKpaiHi);

10) BiCyTHICTh BaximBoi 11 €C Mepexi
aBTO/I0PIT, 0co0aMBO B HanpsAMKY [liBHiu-IliBneHb Ha

13) Xopommid  JocBim y  cmiBmpami 3 | Tepuropii K€  (TpaHCc-€BpomeHChbKi  TpaHCIOPTHI
MDKHapOJHUMH (DiHAaHCOBHMH ITPOTpaMaMH B paMKax | Mepexi);

TKC.
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11) II0TaHO pO3BUHEHA MyJBTUMO/IaIbHA
TPaHCIOPTHA CHCTEMa, BIJCYTHICTH Ha KOPJOHI
TPAHCHIOPTHO-JIOTICTUYHUX [ICHTPIB;

BHCOKOKBaJi(pikoBaHoi poOouoi cumu Ta ii OOMIH
yepe3 HalliOHaIbHI IporpamMu Ta nporpamu €C;

8) Kpallle IHTETPOBaHUI PHHOK MpUBEIE 10
LIMIITKX MOXJIMBOCTEH ISl pO3BUTKY POOOYMX MiCIIb,
3MEHIIUTh piBeHb 0e3poliTTs (B TOMY YHCIHI
0e3po0ITTS cepell MOJIONI) Ta 3HIDKCHHS PH3UKY
couiabHOT HECTIPaBeJIMBOCTI;

9) po3pobKa  KOMIT FOTepHO-iHpOpMAIiHHIX
TEXHOJIOTIH 3a0e3reuye pilleHHs Ajs criBnpaii 0e3
0COOMCTHX 3yCTpiueil 1 MOI3M0K JJIs MEIIKAHINB BCE
O1IpLIOT KIIBKOCTI TEPUTOPIT;

10) noganeiuii  po3Butok TKC Ha OCHOBI
CIUTFHUX TUIAHIB Ta IHCTHTYHIHHOTO PO3BUTKY.

12) YaCTKOBO  BIACYTHI  BOAONIPOBIAHI  Ta
KaHaNi3aliiHi Mepexi, OCOONMBO B  CIJIBCHKIH
MicueBocTi (HaWOLIBII NpPUTAMaHHO YKPaiHCBKIH
gacTuHi KE);
13) oOMe)XeHe TOBITpPSIHE  CIIONYYeHHS IO
cromunp KE.
Mo:KIuBOCTI 3arpo3u
1) posymMHa crmemiamizamis  Teputopiit K€ | 1) mojaieie  30UTBIICHHS  PErioHANBHHUX
OKpEMHMMH  HampsMKaMH  PO3BUTKY  (Typu3M, | €EKOHOMIYHUX JUCIIPOIIOPLIH PO3BUTKY MiXK MiCTaMH 1
JepeBooOpoOKa, €HepreTuka, iHpOpMaNiiHO- | CIIBCHKUMHU paiioHaMHU;
KOMYHIKaIlii{HI TEXHOJIOT11, TBOpYA 1HIYCTPist); 2) HecTallIbHICTh i HEI0CKOHae
2) HaWOUIbIIMKA MOTEHIIa 3pOCTAHHS TOPIiBJi | 3aKOHOAABCTBO HEraTHMBHO BIUIMBAIOTH Ha Oi3Hec-
Mix €C ta YKpaiHoto; Cepe/IOBHUINe, 3aJy4CHHS 1HO3CMHUX IHBECTHIIIH,
3) NOTEHI[ial  Juli  PO3BUTKY  JIOTICTHKH | PO3BHTOK TPaHCKOPAOHHOTO JIJIOBOTO
(OB’ s13aHMI 13 TpaH3UTOM depe3 €Bporry); CHiBpOOITHUIITBA;
4) 30UIBIICHHS TPAHCKOPIOHHUX KOHTAakTiB 1 | 3) HE TIOB’S3aHICT OCBITHBOI TporpamMu i
KOMYHIKaIliil Ha piBHI Oi3Hecy; po3BUTKY Oi3Hecy 30inbmrye ©0e3poOiTTS cepen
5) 3pOCTaHHs  iHTepecy PpI3HHX TIpyln Yy | MOJOJIHUX JIHOJCH;
CHOXKMBaHHI / MpuA0aHHI MICIIEBUX Ta opraHiuHux | 4) MOCWICHHS KOHKYPEHIi MK perioHamH,
XapuoBUX TPOJYKTIB, 110 MOTEHLIHHO 3MOXE | PO3TAllOBAaHMMHM Ha KOPJOHI, 4epe3 aHaJIOTIYHUM
MOCTIPUATH  30IJBIICHHIO  KIIBKOCTI  1HO3CMHHX | @COPTUMEHT MPOAYKIi 1 mocuyr (Hampukiam, Yy
TYPHCTIB; CUIBCBKOMY FOCHOAAPCTBI, TYPUCTUYHOMY CEKTOpI);
6) YIOCKOHANCHHS ~ MEpeXi  BEIOCHICTHUX | 5) perioHanbHi 1 MICUEBI YpsAAM NPUALISAIOTH
MapuIPyTiB, OCOOJIMBO Yepe3 KOP/IOH; Oinbllle yBard CBOEMY BHYTPIIIHBOMY PO3BUTKY, a HE
7) PO3BHUTOK inHoBariitHoi, | TKC;

6) MOBHHUIA 6ap’ep MiX
HaIlOHAIEHUMH 1 eTHIYHUMH Tpynamu KE.

pi3HUMH

* y3araJbHEHO aBTOPOM Ha OCHOBI [8]

Orxe, mpoBenenuit SWOT — anami3z tepuropiii Kapmarcekoro €Bpoperiony, naB
MO>KJIUBICTh MOKa3aTH, HA SKI BaXKell 3a/J11 eKOHOMIYHOTO TJHECEHHS CIIiJl 3BEPHYTH yBary

npeacTaBHUKaM yopaBiiHHi K€, Ane BaxIMBO 3ayBaKWUTH,

mo TpoOJeMU HOCSTh

pi3HOCTOpOHHIN Xapaktep. Tox, ToMy TenepimHs cucrema ynpasiiHHS K€ (y BUKOHaBuy
CTPYKTYpPY $IKOT BXOJIUTH BT pOOOTH 3 TEPUTOPIAIbHUMHU TIpOMajJaMM, MPOEKTHUN Ta
(biHaHCOBUI MEHEIKMEHT), He 3Moxe ocarHyTd Bci mpoOiemu TKC. A e o3nauae, 1m0
HEOOX1/IHE PO3YKPYITHEHHS, CTBOPHUBIIM HACTYMHI BHMKOHaBul CTpykTypu y KE€: nentp
TYPUCTUYHOTO po3BUTKY KE€; 1IEHTp OCBITHBOTO TPAaHCKOPIOHHOTO Oi3HEC-MEHEIKMEHTY;
HEHTp 1HHOBaIliitHOro po3BUTKY KE; iHTepakTUBHO-1H()OpMAaLIIHHUN TPaHCKOPIOHHUH O13HEC-

HEHTP;

TPAHCKOPJOHHUM LIEHTp 3alHATOCTI;

€KOJIOT1YHO-IOCHITHUIbKUN  1eHTp KE;
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comianeHO-peabimitaniitanii  nearp TKC B KE€. Po3pobneHHss geranbHOI cHCTEMHU
MEHE/DKMEHTY Y BUILE3a3HAYCHUX [IEHTPAX € 00 €KTOM OKPEMOT0 HayKOBOT'O JTOCIIKEHHS.

Ane BaxJMBO 1 He 3a0yBatu TOW (hakT, LIO0 HAIlOHAIBbHE MNpeaAcTaBHUNTBO KE
NEPeBAKHO CIPSIMOBYE iHTEpPEC Ha TEPUTOPi0 cBOro mnepedyBaHHsA. ToMmy 3a3HaYMMO, IO
BRYUIMBO CTBOPHUTH perioHaNbHI mpenactaBHunTBa KE€. I mis Oinbmn cucTeMHOT Ta TOYHOI
poOOTH BaXKJIMBHUM € BKIIIOUUTH B ITPOIIEC YIPABIiHHSA Ha KOHCYJIbTaTHBHIA OCHOBI HEYpSAIOBi
TPOMAJICBbKi Oprasi3ailii, HayKOBI yCTaHOBHU Ta 0i3HEC-CEKTOp, OCKIIHbKM HA3BaHI OCTaHHI € B
MIPUHIUII 1 KOPUCTYBauyaMu Bijl CpUATIMBOTO po3BUTKY TKC, TO Temep 3MOXKyTh 1 SAKICHO
BIUIMBATH Ha €QEeKTHBHICTh JisuibHOCTI MikperioHanbHoi Acomianii Kapnarcbkmii
€BpoOpeEprioH.

BucHOBKM 3 1aHOT0 J0CTiAKeHHS i MePCNeKTHBH NOAAJIBIIMX PO3POOOK 32 TaHUM
HanpsimoM. Po3pobneHa MeToAMYHAa  CHCTEMa  MAapKETHHTOBOTO  J1arHOCTYBAaHHS
€BPOPETiOHAILHUX YTBOPEHB — Ja€ OLIbII TOYHY OI[IHKY Cy4aCHOTO CTaHy IIOJO iX BIUIMBY Ha
PO3BUTOK TPAHCKOPIOHHOTO CHiBPOOITHULITBA. TaKUM YHHOM, i3 JOCHIPKEHHS CTAJIO SICHO, 110
npobnema (QyHkionyBaHHsS MixperionansHol Acomianii «Kapnarcekuii  €Bpoperion»
MoJIATa€ B TOMY, IO TYT BIACYTHI PUHKOBI MOJENi YNpaBIiHHS, SIKI 30pI€EHTOBaHI Ha
TOPH30HTANIbHY 0araToBEKTOPHY CHCTEMY MapTHepCTBa. TakMM YHMHOM, B MOJAIBLIOMY
JOCITI/PKEHHST TIOBHHHI CHPSMOBYBATHCS Ha OKpPEMi BHIM TPAaHCKOPAOHHMX BiJHOCHH, SKi
BUHUKAIOTh B Cy0’€KTIB PETiOHATIBHOI MPUKOPIAOHHOI EKOHOMIKH.
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Marketing diagnosis management of cross-border cooperation in the Carpathian Euroregion.

The aim of the article. The majority of scientists to provide expert evaluation Euroregional
formations about the effectiveness of their operation in cross-border space, use indirect methods of
diagnosis: assessment of cross-border trade, foreign investment in the border area from neighbouring
countries, the number of joint enterprises, development of border infrastructure, the effectiveness of
implemented international projects, and the like. As you can see, the evaluation is mainly focused on the
study of external factors of Euroregional management. However, we believe that it is necessary to
investigate comprehensively through diagnosis of the internal structure in combination with external
performance.
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Therefore, the aim of this article is to develop and test the methods of marketing diagnostics for
the assessment of the functioning of Euroregional formations.

The results of the analyses. For the analysis of functioning of Euroregions, we consider it
necessary to elaborate the methodology of marketing management diagnostics: 1. To determine the
reasons that led to form of Euroregional Association. 2. To study the mission and objectives within the
European education in General and individual national parts in particular. 3. What are the expected
users from the favourable development of CBC. 4. To determine the organizational structure of
management of the Euroregion as a whole and the individual national parts: centralized / decentralized;
isolated control / combo (from multiple participants); adenovector (1-3 areas of development) /
multidimensional (more than 3). 5. Practical activities — forums, conferences, projects: whether they
correspond to the objectives and areas of development? As the specific users (in%)? What is the reason
to pay less attention and why? % of participation of each country (including region) in the events
Carpathian Euroregion? % of participation of government bodies, local authorities, business-
structures, scientific and public institutions in C for the development of CBC? SWOT analysis of
territories Carpathian Euroregion; organizational structure of management meets the requirements of
practical reality market cross-border environment? 6. Financial aspects of the work.

Conclusions and direction for further research. Developed methodical system of marketing
diagnosis proregenwald entities, provides a more accurate assessment of the modern state in relation
to their impact on the development of cross-border cooperation. Thus, from the study it became clear
that the problem of the functioning of the Interregional Association "Carpathian Euroregion™ is that
there are no market management model that is focused on horizontal multi-vector partnership system.
Thus, further research should be directed towards certain types of cross-border relations of the subjects
of the regional border economy.

Key words: marketing diagnostics, Carpathian Euroregion, cross-border cooperation,
Euroregion Carpathians — Ukraine, cross-border projects.
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Cemeniok CgiTi1ana bornaniBua

KAHO. eKOH. HAYK, 00YeHMm Kapeopu npomMuciosoeo MapKemuHey
Tepuoninvcoxuii HayionanvHull mexniynull yHigepcumem imeni leana Ilynios
(Tepnoninw, Ykpaina)

BIIEOMAPKETHHI B JIAJIbHOCTI 3AKJIAJIIB BUIIIOI OCBITH

Y emammi npoananizoeano mpenou ioeomapkemuney. Busnaueno anzopumm cmeopenus
BIOCOKOHMEHMY MA 3aNPONOHOBAHO WIAXYU SUKOPUCIANHA B8I0€OMAPKEeMUH2Y 6 OiAlbHOCMI 3aK1A0i8
euwoi oceimu, a came: CMBOPEHHs SAKICHO20 6i0eo, opmam 6i0e0 NosuHeH OeMOHCHpPYEamu
coyianvHull 00Ka3 AKOCMI 0CIMHIX NOCY2, NPU NPOCYBAHHI OCBIMHIX NOCTIY2 8apMO 8PAX08Y8AMU 8CL
CY4acHi meHOeHYyii, CMBOPeHHs [HMEePaKMUBHO20 KOHMEHMY, OeMOHCmpayis npoyecy HAOAHHS
OCGIMHIX NOCTYe 3aKNA0aMu Ui oceimu y 8ideo 0 30inbuenHs Koueepcii. Poszenanymo nepesacu
3ACMOCYBAHHSA BI0COMAMEPIANIE Y MAPKEMUH208Il KaMnaHii 3axnadie euwoi oceimu. Jocaiodxceno
suxopucmanns cepsicy YouTube ax cnocoby nowupenHs 6e3KoumosHoi 8ideopexiamu 6peHoo8uUMU
€8PONENUCLKUMU, AMEPUKAHCOKUMY A GIMYUSHAHUMY TNON-YHIGEPCUMEMAMU.

KirouoBi cioBa: 3akjaiyd BHUIIOi OCBITH, BiJICOMAPKETUHI, KOHTEHT, OCBITHI MOCIYTH,
BiJICOKOHTEHT, COIiabHiI MEepexi, BiZeo.

DOI: 10.15276/mdt.3.1.2019.5

IlocranoBka mpo0JieMH B 3arajJibHOMY BHIVISIAI Ta ii 3B'AI30K 3 Ba'KJIMBHUMHU
HAYKOBUMH 200 NMPAKTHYHMMH 3aBJAAHHSAIMHU. YCIIIIIHA BCTYIHA KaMIIaHIS € OJHHUM i3
BaYIMBHX 3aBJaHb 3akia/iB BUIIO1 ocBiTH (3BO). KibKicTh 1 SIKICTh TPUMHATUX BCTYIHUKIB
1 BU3Hayae Horo Miclie Ha pUHKY OCBITHIX MOCHYT, a A 6aratbox 3BO mpuiioM aGiTypieHTIB
Ha IJIaTHI MICIISl € OJTHIEIO 13 KJIFOYOBUX CTaTel JOXOIB.

BaxxnuBa posib y BCTYIHIN KOMITaHii BiJiBe/IeHA B1ICOKOHTEHTY, TOOTO pi3HOMaHITHUM
BiJleomarepianaM. BiZleOKOHTEHT po3MillyeTbesl B IHTepHET-IpOCTOpi — Ha odiliifHOMY caifTi
3BO, cTopiHKax B COLIaIbHUX MEpEeXax fK 3aKiagy, Tak 1 HOro CTPYKTYPHHUX IiJIPO3/LJIiB.
Tomy BimeomMapkeTHHI 3aiiMae OcOOJMBY HINIy B MpocyBaHHI OCBITHIX mocinyr 3BO. Bin
3/1aTHUH 3a0€31eYUTH MaKCUMaJIbHY 3pYUYHICTh CIPUIHATTS 1HPOpMaIIii CIoKHBayaMu, HaJla€
BEJIMKI MOKJIMBOCTI ISl TBOPYOCTI, € OJJHIE0 3 HAWOUIBII IBUKO3POCTAIOUYHX 1 3aTpe0yBaHUX
¢dopM IHTEpHET-MapKETHHTY.

AHaJli3 OCTaHHIX JOCHiIKeHb i myOJikauniii, B AKMX NOKJAJAeHUHA NOYATOK
BHUPIillIeHHIO /1aHOI Mpo0JjeMM i Ha AKi cIMpaeTbest aBTOP. B ocTaHHI pOKU MOCUIIMBCS
1HTepec HayKOBIIB 1 MPAKTHKIB A0 MUTaHb [HTEpHET-MapKETHHTY K 3acC00y IMpPOCYBaHHS Ta
(dbopMyBaHHS IMIJKY KOMIIaHil Ha LIJIbOBOMY PHUHKY. 30KpeMa, I[iil mpoOaemMaTHlill IPUCBSIUYEHO
npaui A. Bopontoka ta A. Ilomimyka, O. laBuaenko ta M. €BueBuy, J[. Munuisesa, /. Ckorra
ta iH. [IpoTe nuiIe HE3HaYyHa YacTWHA 3 HUX CTOCYEThCS BimeomapketuHry. Ille menme
nyOJikalidf € CTOCOBHO BHUKOPUCTAHHS 1HCTPYMEHTIB BiJICOMAapKETHHIY 3aKjaJaMd BHIIOi
OCBITH.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0/)
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BugisieHHsi HeBHpPIIIEeHWX PpaHille YacTHH 3arajbHoi Mpo0JeMH, KOTPHM
npucBsYyeThbes crarTa. OJHAK MPaKTUKA CBITYUTH, UI0 BITYM3HAHI 3aKJIay BUIIOI OCBITH
BCE IIUPIIE BUKOPUCTOBYIOTh IHCTPYMEHTH SIK [HTepHET-MapKEeTHUHTY, TaK 1 BiIECOMapKETHHTY
y CBOIH AISUTBHOCTI, X04a 1 HE 3aBXIU e(DEKTHUBHO.

@opMyJIIOBAHHSI MeTH CTATTi (IOCTAHOBKA 3aBAaHHs1). MeETO JaHOI CTATTi €
PO3pOOIICHHS TPAKTUYHUX PEKOMEH A1 10/10 BUKOPUCTAHHS B1ICOMapKETHHTY B JIISITBHOCTI
3aKialiB BUMIOI OCBITH. BigmoBigHO 10 MeTH CcHOPMYJIHLOBAHO TaKi OCHOBHI 3aBlIaHHS:
BHU3HAYUTH TPEHIU B1ICOMAPKETUHTY B IPOCYBAaHHI TOBAPIB Y MOCIYT, CHOPMYBATH AJIITOPUTM
CTBOPEHHS SIKICHOTO BiZICOKOHTEHTY, 3alIPOIIOHYBATH HIISIXW BUKOPUCTAHHS BiIGOMAPKETHUHTY
B JIISUTBHOCTI 3aKJIaiB BHIIOI OCBITH, a TAKOXK JTOCTIIUTH BUKOPUCTaHHS cepBicy YouTube sk
crnoco0y TMOIMPEHHs OE3KOIITOBHOI  BiJCOpEKIaMH  OpPEHIOBHUMH  €BPOICHCHKUMH,
aMEpUKaHCHKUMU Ta BITYU3HIHUMHU TOM-YHIBEPCUTETAMHU.

BukJ/iageHHs1 OCHOBHOrO MaTtepiajy AO0CJTiAKeHHSI 3 MOBHMM OOIPYHTYBAaHHSAM
OTPHUMAHHUX HAYKOBHMX pe3yJbTaTiB. B ocTanHi kinbka pokiB [HTEpHET CTaB BaXJIMBUM 1
000B’SI3KOBHM IHCTPYMEHTOM IMPOCYBAHHSI CBOTO Oi3Hecy. 3apa3 CIOXHUBadi pPi3HOI BIKOBOT
KaTeropii, pi3HUX IHTEPECIB 1 3aIUTIB, 3 PI3HUM PIBHEM JI0XO/IIB 3HAXOAAThcs B [HTEepHETI. Bee
11 MPUBOAMTH JO TOTO, IO 30UIBIITYEThCS KIIBKICTh CaiTiB, [HTEpHET-peKIIaMU, KOHTEHTY, a
BapTICTh 3aIY4YEHOrO KIli€eHTa B [HTepHeTI 3pocTtae i 1eil mpoiec Oyne MpoaOBKYyBaTUCs 1 B
MaiOyTHROMY [2].

Pa3oMm 3 TuM BinOyBaeThcs peBOIIOLIS B cdepi MUPPOBOTO Biieo, TOMY Bce Ouiblie
CIOXKHBauiB (POKYCYIOThCsI Ha BificokoHTeHTI. B xommanii CiSCO migpaxysanu, 1mo mo 2021
poky vacTtka BineoTpadiky ckiaae 80% Bcboro Tpadiky.

BineomapkeTuHr — npekpacHuii crocid OpenauHry. Bineo TpuBamicTIO M’ATh XBUIJIMH
MOXKe JTOHECTH Habararo Oumbmie iHdopmarlii, Hk moct ado crarTs. [Ipodecop GioiHxkeHepil
Bamunarroncekoro yriBepcutety Jxon Menina y kau3i «[IpaBmiia MO3Ky» CTBEPIUKYE, IO
yepe3 72 TOAWHM NtoauHa mam atae 06au3bko 10% mpouuTaHoro TeKCTy. Y BUMAAKY 3 Bi€O
el TOKa3HUK 30UThIIY€EThCs 10 65%.

OTxe, 3aBASKM Bi3yali3allii CIIOXXKHBadl 3armaM’sITOBYIOTh OpeHJ] KOMIIaHIl 1 CTaloTh
JOSUTHHIIIUMH /10 HOTO. JIOCITi THUKY aMepUKaHCHKO1 KOHCAITUHTOBOT KOMITaHii 3 MapKETHHTY
Tubular Insights BBakaroTh, 1m0 64% KOpHCTYBauiB 3iHCHIOIOTH KYIIBIIO TOBapy HicCis
MepErJIsiy BiIEO pOJIMKA MPo OpeHaA. Y KOMMaHil, sKi BAKOPUCTOBYIOTh B1JICOMAapKETUHT, HA
27% Bumuit CTR (moka3HUK KJ1iKaOeIbHOCTI YM PEUTUHTY KIIKiB) 1 HA 34% BUIIUN PiBEHb
KOHBepcii caifTi [3].

bepyun no yBaru mi ¢akTd, CbOTOAHI KOJHA KOMMAaHIS HE MOXKE JO3BOJIUTH cOOi
ITHOPYBATH B1/1€0-OyM 1 HE BUKOPHCTOBYBATH LM MOTYKHUN 1HCTPYMEHT JAJsi JOHECEHHS
iH(popMarii 10 CBOIX peaibHUX 1 NOTEHLIHHUX KIieHTIB. Lle ctocyeTrnes 1 3BO.

B cporoaHimHix ymMoBax AiSUIBHOCTI YHIBEPCUTETH MOBHMHHI OYTH aKTyalbHUMH, Ha
yaci, IHHOBAIIfHUMH, MalOTh HaNpalbOByBaTH aBTOPUTET, MOCTIHHO OyTH B iH(opMalliiiHOMY
MoJIi, THYYKO pearyBaTd Ha BCl 1HHOBAIlli, B TOMY YHCJl 1 KOMYHIKaIlliHI, K1 JO3BOJISTH
3a]y4aTtd OUIbIly KUIBKICTH aOiTypieHTiB. Jlo Takux iHHOBaLil BiAHOCATH BUKOPUCTAHHS
BiJIeOMapKeTUHTY B AisuibHOCTI 3BO. 3 iHIIOro 60Ky, BIIEOKOHTEHT - 11€ BEJIMKI BUTPATH Yacy
1 KOIITIB, 3aTpayaTH ki rotosi He Bci 3BO.

BapTto 3a3HaunTH, 1110 BiJI€0 — OJIMH 13 OCHOBHUX TpeH[IIB [HTepHeT-MapkeTuHTy 2018
poky. Ha croromHimHiii 1eHb BiJEOKOHTEHT BUKOPUCTOBYIOTh, 100 30UIBIINTH KOHBEpPCIi Ta
MPOJaXi, MABUILUTH JOBIPY 1 3aJIy4UTH OLIBIIY KUIBKICTh MOKYMIIB. Bieo Moxe MosicHUTH
BCE - HABITh HaWCKIAAHINIY 1 MajoBioMy mociayry. 83% Kommnasiid, y SKMX Ha TOJIOBHIN
CTOpIHII € pO3’SICHIOBaJbHE BiJI€0, BIJ3HAYAIOTh, 10 TAKUH IHCTPYMEHT € €()EeKTUBHHUM 1
3alTyda€e HOBUX TMOKYIIIB [5].

C.b. Cemeniok. Bioeomapkemune 6 0isanbHOCMI 3aK1A0i8 U0l ocgimu 69
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B 1ipoMy HanpsiMKy po3BUBAIOTHCS 1 colliaibHI Mepeski - Instagram, Facebook, Twitter,
YouTube. Tak, Instagram 3amycTuB qomatok mjis myoOsikaiii BeptukaabHux Bimeo IGTV nHa
nojady 1o icropii 1 mpsmux edipiB. Facebook BukopuctoBye 360-rpagyche Bigeo, live-simeo
1 stories. YouTube Bxe He mepiuii pik cTae Apyroro 3a MOMYJISAPHICTIO COIIAIBHOIO MEPEKEIO
y cBiTi, a Twitter Mae OKpeMHiIl IPOEKT, KU MOB’S3aHUN 3 OHJAMH — TPAHCIALISAMHU —
Periscope [3].

BiCcOKOHTEHT MIMPOKO BHUKOPHUCTOBYE TMoOIIyKoBa cucremMa Google — pomuku
JIO3BOJISIFOTH 30UIBIIMTH 4Yac NepeOyBaHHS KOPUCTyBava Ha CaiTi, 1 I MiJHIMA€E CTOPIHKY
KOMITaHii BUIIE B paH)KyBaHHI CUCTEMH. 3T1IHO 31 CTATUCTUKOIO, CTOPIHKH B 53 pa3u yacTime
3’ aBIsItOThCs B Google, sIkio B HUX BOYI0BaHO BijI€o.

TakuM 9MHOM, BUAUISIOTH OCHOBHI TPEH/IU BigeoMapKeTHHTYy [1].

1. Video first. Tepmin «video firsty mpuaymanumii kommnaniero Facebook, mo6
BU3HAYUTU TEHJICHIIII0 KOPUCTYBauiB HE TUIbKH CIIOKMBATH OLIbIIE BiICOKOHTEHTY, aje i
BUKOPHUCTOBYBAaTH MWOro Il BHpaXeHHs ceOe 1 momupeHHs iHdopMarii. VYcminmHi
PEeKIIaMOIaBIli 3HAIOTh, IO X OTOJIOIMICHHS MTOBHHHI OYTH TaMm, Jie IPUCYTHS IXHS ayauTopis, i
TOBOPUTH TXHBOIO MOBOIO.

2. CTBOpEHHS BiIeo cTa€ BCe JOCTYMHIMMM. JIocHTh 4acTo BijjeopekiiaMma acolifoe€ThCs
3 BeIMKMMHU BuTpatamu. llpore Maibke koxkeH 3apa3 Mae TenedoH YU cMapTHoOH 3
BiJICOKaMEepOI0, 1, BIJTIOBIIHO, 3aBJISIKM YUCIICHHUM IPOTpaMaM JJIs peJaryBaHHs Bico, pa3oM
3 KpEaTUBHICTIO 1 TOTOBHICTIO BUMTHUCS, MOXKE YCIIIIIHO CTBOPIOBATH BiJI€O, HE BUTpAYarOuu
OaraTo yacy Ta KOIITIB.

3. Bigeopomuku craroTh KOpOoTHIUMHU. OCKUIBKHM MOJIOAE IIOKOJIHHS — OCHOBHI
cnoxwuBadyi (1 TBOPIIi) BiIGOKOHTEHTY, 3arajbHa TCHCHIIIS /1€ 10 CTBOPEHHS BCE KOPOTIINX
Bifeo. KepiBuuku Facebook 3asBunu mpo cBoi Hamipu npuIUIsTH OUIbIIE yBaru Bifeo, sKi €
KOPOTKHMH PEKJIAMHUMHU POJINKAMHU.

4. Bigeo mnomobaeTbcs MOOUIBHUM — KOpPUCTYBayaM. 3riIHO 3  OCTaHHIMHU
nociimpkeHHsMA, 90% KopHCTyBaviB MEPErsAIaloTh BijIeo Yyepe3 MOOUTbHI ra/pKkeTu. binbiie
Toro, sk crBepaxkye Google, kopuctyBadi cMapToHiB B 1,4 pa3u MBHUJIIIE MOIAUBIATHCA
pekiamy, HiXK TeJerisaadl, 1 BABIYI IBUALIE BITUYIOTh 0COOMCTUH 3B 30K 3 OpEHI0M, IPOMO
SIKOT'O JIEMOHCTPY€ETHCS Ha TeNe(OHI.

5. IosicHroBabH1 BiZIe0 = pekiama. Sk cBimYaTh JOCTITHUKH, TMOSICHIOBAJIbHI BIJCO
MOXYTh CIYXXHMTH B IpoMo. 3rifiHo 3 pochimkeHHsIMH Google 50% iHTepHET-KOpUCTyBauiB
IIYKalOTh Bi/I€0 MPO MPOAYKT abo ioro ceppic 10 TOro, fK MmiTh B Marasud. Lle Takox
BIIMIHHMH c110C10 MOKa3aTH NPOAYKT «B A1i», AKHI BUKOPUCTOBYIOTh YNCIIEHHI KOMMaHii, 11100
PO3BIATH CYMHIBH NMOTEHIINHUX KJIEHTIB, MiJIITOBXHYTH IX JI0 MMOKYIKH 1 3aBOIOBATH JIOBIPY.

6. IIporpamaTuk-Bizeo /i 1Ib0BOI ayauTopii. TexHOmorii milM Tak 1ajaeKko Boepes,
[0 TeTep ICHYE MpOrpaMaTUK-peKIamMa — 1€ KYIIBJIsS PeKJIaMd B PealbHOMY 4aci Ha OCHOBI
aykuiony. Lle 103BoJIsI€ HAIUTIOBATH peKiaMy Ha OajkaHy ayJUTOPIiIO 1 TOMY BCE YacTille CTae
OCHOBHOIO CTaTTE€I0 BUTPAT B OIOJKETI MAPKETUHTY.

Takum unmHOM, g ePeKTHBHOI poOOTH Ha OYyJb-SIKOMY PHUHKY KOMIaHii MOBHMHHI
BUKOPHUCTOBYBATH BiJileOMapKeTHHT. [l Toro, mo6 3011bIIyBaJIUCh NMPOJIaXki, BiIEOKOHTEHT
NOBHMHEH OyTH SIKICHUM, a B1I€OPOJIUKY - KopucHUMH. 11106 cTBOpUTH Take Bifeo, MOTpiOHO, B
nepiry 4epry, BU3Ha4YUTHCh 3 METOI0, TOOTO YOTo MOTPIOHO TOCSTTH — IPOCTO MPOAATH TOBap,
HiABUIIUTH TOMUT, MiJKPECIUTH EKCKIIO3UBHICTh MPOJYKTIB, 3aBOIOBATH JOBIPY KIIEHTA.
Peanizaniss MeTH 3A1MCHIOBaTUMETbCS 4epe3 po3pOoO0JIeHy KOHLEMIII0 - BiJl HEl 3aleKUTh
MOJIOBUHA YCIiXy. AJle 100 BUIUIUTHUCS 3 COTEHb MOMIOHUX POJIHMKIB, BAPTO MITH 1HIIUM, HE
TPaAUIIIAHUM TUIIXOM. T0oOTO Tpebda 3HalTH CUIIBHI CTOPOHH CBOET MPOIYKIi 1 TapreTyBaTH
POJIMK Ha MIEBHY LIJILOBY ayAUTOPIIO.
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[Ticns mporo mMOTPiOHO BU3HAYMTH, SIK TEXHIYHO OyJe peani3oBaHUl Mpoiec 3MOMOK,
XTO OyzIe B KaJpi 1 siKe MOTpiOHE 1 bOro ycTaTKkyBaHHsA. CTBOPIOBATH BiJICO MOYKHA KiJTbKOMa
crocodamu:

1) CamocriitHo. [[yist CTBOpEHHS BiIcO B OKPEMHX BUIT IKaX BUCTAYAE [IU(DPOBOI KaMepr
JUIs 3HIMaHHS aKTHBHOI JTiSUTBHOCTI Oe3rmocepeiHiM y9acCHUKOM 1 (POTOTeHIYHOI JIFOJMHH, SKa
PO3IOBiIa€ MPO 1MI0-HEOYb B KaIpi. 3a3BUYail TaKk poOISITH OJ0TEepH 1 BIIACHUKH HEBEITUKHUX
KommaHid. Llel BapiaHT TaKOX MOXe MiJINTH Il CTBOPEHHS II0YaTKOBOTO BiJICOKOHTEHTY.

2) I3 BUKOpHCTaHHS crielianizoBaHux (¢axiBiiB. SIKIO IUIaHYeThCS 3HIMAaTH Oararo
POJIUKIB, € CEHC 3aJIy4UTH JI0 POOOTH oOmeparopa, Beaydoro, ciueHapucra i T.a. Pazom Oyne
MO>KJIUBICTh CTBOPIOBATH O1JIBIII SIKICHUM KOHTEHT JjIsl OJIOTY, OTJISIIB 1 T.JI.

3) 3aiydeHHs ayTCOPCHHIOBOTO areHTCTBA, SIKE MPOQECiiHO 3aliMaEThCSI CTBOPEHHSM
BiJIeopoauKiB. TyT CTBOPIOEThCS OpeHI0BaHA peKjIama, KIIIH, POJIUKH 31 creredeKTaMu Ta
IHIIMIA BiIGCOKOHTEHT.

Kommanii moBuHHI BUOUpaTH Croci0, sSKUA iM MiIXOAUTh MO OFOKETY 1 KOHIEMIi
ponuka. Ilpyu oMy BapTO mam’gTaTd, M0 KOPHUCTYyBadi HE YCKAIOTh 1J€aIbHUX BIEO - iM
noTpiOHa JuIIe sIKicHa iHpopMallis Ta BIAMOBIAI Ha TXHI 3alTUTaHHA.

Jlnst 1pOoro BapTo MigiOpaT 3arojOBOK 1 OOKIAAMHKY, SIKI NPUBAOIATH IOKYIIL,
BUKOPHCTOBYBATH TETH 1 pO3MIIIYBaTH BiJIEO HA PECYpCH, /i€ HOTO MPOCTO 3HANTH.

BripoBamkeHHs BieoMapkeTHHTy € HeoOximHuM 1 s 3BO, sKkmo #oro mpaBUiIbHO
BUKOPHUCTOBYBATH. /|71 IbOrO MO>KHA 3alIPOIIOHOBYBATH TaKi IUIsIXH [7].

1). CtBOpeHHS SKICHOTO KOHTEHTY. MiclieM 3 HaWOUIbIIOK aKTHBHICTIO IIILOBOT
aynutopii 3BO e conianbHi Mepexi. CTBOpEHHS SKICHOTO 1 [IIKaBOTO KOHTEHTY TYT J03BOJIUThH
3alliKaBUTH TMOTEHIIIMHUX KII€HTIB (abiTypi€eHTIB 1 iX 0aThKiB) 1 3aIy4dTH iX Yy «BOPOHKY
npoaaxiBy. [Iporte ciij mam’staTy, M0 JOMUCH Ha CTiHI CTOPIHKH MalOTh OOMEXCHHUIH TEPMiH
«TIPUIATHOCTI», aJKe KOHTEHT BiJOOPa)KaeThCsl y CTPIvLli MIAMUCHUKIB TUTbKH Ha TpoTs3i 10-
48 roauH. BigMiHHUM BiA IIMX COLIaJBbHUX Mepex € BigeoxoctuHr YouTube. Tyt
BIJICOKOHTEHT 30epiraerbcs TpuBanmii mepiog vacy. Ha ceorogmimuiii nerp YouTube
TpaHc(hOpMyBaBCs B CBOEPIIHY colliabHy Mepexy. Tomy Bizeo, sike 3aBaHTakeHe Clou, Oye
MOCTIfHO KOPHUCTYBATHUCS TIOMTUTOM Y HOBOT ayTUTODIi, sIka pocTe 3 KO)KHUM pokoM. L{st mepexa
Ma€ TIOUTYKOBHUH PsIIOK, /i€ BBOAUTHCS KIIOYOBUHN 3alMT 1 TAKUM YMHOM MOKHA OTpUMATH
CIIUCOK CaMHUX MONYJSPHUX POJIMKIB, SIKI HaOLIbIlle IEePeryiaaloThCs. 3a TAaKUX YMOB B1JI€O
MOXe OyTH MOMYyJISpHUM TpUBAIUN MMeEpioA 4Yacy. 3 JOMOMOIOI0 SIKICHMX BiJICOPOJIMKIB €
MO>KJIUBICTh 3aJy4yaTH MOTCHIIMHUX CHOXXHBAYiB IIOJACHHO. XOPOIIUH BiACOpOIUK Oyje
reHepyBaTH MOTHBOBAaHHUH Tpadik TOCUTH TOBTO.

2). Bizeo sk comianbHUi J0Ka3 SKOCTI OCBITHIX mociyr. [lepen THM, ik oOpaTu TOH 4u
iHmmi 3BO, cnoxuBaui NparHyTb OTpUMaTH sKoMora Oibiie iHpopMallii mpo HbOro Ta Horo
OCBITHI TOCIYTM, B TOMY YHCIl 13 calTy Ta couiagbHux Mepex. Tomy 3BO mnoBuHHI
PO3MIIIYBaTH Ha CBOiX CTOPIHKAX PI3HOMAaHITHI BiJIeO: IHTEPB IO 13 PEKTOPOM, CTYICHTaMH,
poOOTOABISAMU YM IHIIMMHU KOHTAKTHHUMM ayAMTOPISIMH, BiJI€O 3BITH MpPO MEBHI 3aXO0JH
HaBYaJIbHOT0, HAYKOBOI'O Ta IMi3HABAIBHOTO Xapakrepy. Lle 703BoNUTh MiABUIIUTH OBIpY 10
3BO Ta #10r0 OCBITHIX TOCIYT.

3). [IpocyBaHHs OCBITHIX MOCIYT B HOTY 3 TeHICHLIsAMH. Y ouTube mocTynoBo noranse
Google B pelTHHTY MOIYJSIPHOCTI MONIYKOBHX CHUCTEM. 3a OCTaHHI JIBa POKH OCOOJIMBOI
HOMYJSPHOCTI  BIACOXOCTUHI HaOyB 1 Ha Teputopii VYkpainu. YouTube-kanamu 3
PI3HOMaHITHUMHM T€MaMU HaOHMpaloTh MUIBHOHHY ayauTopito. [IpakTH4yHO Bech TpeHIOBUI
KOHTEHT CTBOPIOEThCS y hopMati Bizeo [6]. s 3BO 11e € mpekpacHOI0 MOKIHBICTIO 3aTy4YUTH
Olble abiTypIEHTIB 1 CTYACHTIB.
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4). CTBOpEHHS IHTEPAaKTUBHOTO KOHTEHTY. HOBI TEXHOJIOTIT JO3BOJISIIOTH CTBOPIOBATH
SKICHUW 1IHTepaKTUBHUH BifcoKOHTEHT. [TounHaroun i3 2016 poky CTBOPIOIOTHCS MEpIIi SAKICHI
npoMo-poiuku B hopmari 360, 3apa3 Ha YouTube nosiBnsitorbes ponuku B popmari VR, AR.

5). JlemoHcTpalis nporecy HagaHHs OCBiTHIX mocayr 3BO y Bimeo i 301IbIIeHHS
KOHBepcii. SIK MOKa3ylTh pe3ylbTaTH NOCHIKeHHS, 64 % KIIEHTIB 3MIMCHIOIOTH KYITIBIO
TOBApiB TUIBKH IICIIS MEPETJISITY Bijeo 3 MOBHUM orrcoM npoAykty [8]. Tomy 3BO vepe3 Bigeo
MOJKYTh ITOKA3aTH BCl MIEPEBATW CBOTO OCBITHHOTO 3aKJIaly i OCBITHIX mociyr. Came mepersij
BIZICOPOJIMKA MOXE CYTTEBO BIUIMHYTH Ha IMPOIEC NPUUHATTS PIICHHS MPO BUOIp TOTO 4H
HIIIOTO OCBITHBOTO 3aKJIQAY YU OCBITHBOI OCITYTH.

[lIupoke 3acTocyBaHHs BigeoMmaTepiayliB y MapKeTHHroBid kammanii 3BO mae psina
nepeBar:

— BIJICOKOHTEHT CIpusie 3aram aToByBaHHIO 3BO (SK MOKa3yloTh IOCITIKCHHS
3apyOiKHUX BUCHHX, 80% CIIOXHBAYiB TaM'ITAIOTh 3MICT BiJICO, IKE BOHH NIEPETJISIAIH MICSIh
Hazan);

— BIJICOKOHTEHT € iealbHUM IHCTpyMEHTOM sl (gopmyBaHHs i po3BuTky 3BO i
MiJBUIICHHS HOTO BII3HABAHOCTI cepejl iJIbOBOI ayIUTOPii;

— CIOYKUBAUl BiJICOKOHTEHTY CXWJIbHI caMi HOTO MOIIMPIOBATH, TUTATUCS 3 APY3SIMH 1
00roBOPIOBATH, TOMY SIKICHHI PEKJIAMHHIA POJIMK MOJKE IIBUIKO CTATH BIPYCHUM;

— BiJICO MOXKE€ BHKJIMKATH CHJIbHI €MOIlii, CTUMYJIIOIOUH CIIOKMBada BUOpAaTH came
pexnamoBanuii 3BO.

Insixom CTBOpEeHHS 1H(POPMATUBHOTO, JOCTYIIHOTO 1 JIETKOTO JUIi PO3yMIHHS
BiJICOKOHTEHTY YHIBEPCUTETH MOXYTh MOCTIHHO 30UIbIIYBAaTH KUIBKICTh MIANUCHHUKIB Y
COLIIAIBHAX MEpexkax, PO3IINPIOI0YN CBOIO MIPUCYTHICTH Y BIpTyaJIbHOMY IIpocTOpi [4].

Halinomynsipuimmm MalijaHuMKOM ISl PO3MIILIEHHS BifeoMaTepialiB € miatdopma
YouTube. CepBic YouTube sk cmoci® mnomupeHHss OE3KOMTOBHOI BijeOpeKIaMu
BUKOPHCTOBYIOTh OPEH/I0B1 €BPOIIEHCHKI Ta aMEePUKAHCHKI YHIBEPCUTETH [9].

Posrisaemo YouTube-kananu HalOUIBIIT TOMYISAPHUX YHIBEPCUTETIB CBITY (Ta0I. 1).

Tabmuus 1 — Xapakrepuctuka YouTube-kaHaniB Ton-yHiBepcuTeTiB CBITY [11]

VYHiBepcurer Yucno KinbkicTsb Ywucno nepersis
MiINUCHUKIB BiJICOPOITHKIB 33 OCTaHHIN
MicsALb
Massachusetts Institute of 420 tuc. 472 27457
Technology
Stanford University 888 Tuc. 3532 13032
Harvard University 825 Tuc. 3182 110796
California Institute of Technology 90 Tuc. 844 6100
University of Oxford 154 Tuc. 633 23227
University of Cambridge 152 Trc 994 10777

PosrisineMo KOpOTKO BiIECOKOHTEHT JESKUX 3 [IUX YHIBEPCUTETIB.

MaccadyceTchbKHii TEXHOJIOTUHUHM IHCTUTYT — OJ1H 3 Halikpauux y CIIA, Ta 3aramom
y CBITi, TEXHIYHUX YHIBepCHUTETiB. 3acHOBaHUi1 Binmbsimom bapronom Pomxepcom y 1861 pori
y Mmicti KemOpumk, mrary Maccauycerc (CLLA). Lieii yHiBepcUTET BiirpaB KIIOYOBY POJIb y
PO3BUTKY KOMIT'IOTEpiB, CUCTEM 1HEpIiabHOI HaBiramii Ta MeauuHoi TexHikd. Ha YouTube-
KaHaJli MOKHa MOOAYMTH, SIK )KUBYTh CTYJEHTH, MOOYBaBIIM Ha BIpTyalbHIH eKCKypcii Mo
KaMITyCy, SIK1 JOCTIAHM MPOBOJATH, SIK1 JIEKIII 1 CEMIHApH BOHHU CIIyXalOTh Ta 1H.
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KamidopHiiicbkuil yHIBEpCUTET € HAMCTAPIIIMM 1 OJJHUM 3 HAUTIPECTHKHIIINX B CHCTEMI
yuiBepcuteriB Kanidopnii. Horo xanan na YouTube KOPHCTYETbCS HMOMYIAPHICTIO 3aBISKH
KpPEaTUBHOMY MiIXOJy J0 KOHTEeHTYy. TyT MokHa mobauutu npodecopa-0ionora, mo rpae B
¢byT00:1, a TAKOXK JIEKIIIi PO Te€, SIK MPOCYBATH CBiil pO3YMHHUN KOHTEHT y TBITTEpI.

Bbyru B kypci HOBHH OKC(OpPACHKOTO YHIBEPCHTETY JOMOMOXKE HOro OQiiiHuI
YouTube xanan — Oxford Academic. Bin o0'eqnye Bigeo3amuc iHTEPB’I0 3 MPOBITHUMHU
aBTOpaMH, €KCIIEpTaMH 1 BYUSHUMH B Pi3HHX cepax 3HaHb, a TAKOK 3HAUOMUTH 3 HOBUHAMU
YHIBEPCHUTETY.

Ha YouTube-kanani KeMOpupKChKOTO YHIBEPCHUTETY MOKHA IMOOAYUTH BiACOPOIUKU
Mpo JTOCHIJDKEHHS, JTUCKYCli, 1HHOBaIii OHJIalH - TpsAMo 3 JsabopaTtopii 1 ayauTopii
yHiBepcuTeTy. Ha kaHami € 6arato pojuKiB Ipo KUTTA 1 poOOTY IbOTO HABYAILHOTO 3aKJIALy.

Bnacuuii kanan Ha YouTube i3 28 sxoBTHsI 2005 poky Mmae OKkchOpACHKHI YHIBEPCUTET
(Anrmis), 3acHoBaHUU opieHTOBHO mie 10 1096 poky. Bineokanan Ha YouTube omnoro 3
HalcTapilMX yHIBEpCUTETIB CBITY Mae 154 Tuc. KOpUCTyBauiB, sKi mianucanucs, 1 282 095
HeperysiiB.

lapBapacekuii  yHiBepcuTeT, 3acHOBaHUM 1636 poky, MPOBIAHMI aMepUKAHCHKUN
YHIBEpCHUTET IPUBATHOI (DOPMHU BIACHOCTI, 3aCHYBaB BIacHU kaHai Ha YouTube 25 BepecHs
2005 poky, 3 THX mip 3a’dy4uB 152 THC. KOpUCTYyBauiB, skl mianucamucs, Ta 16118795 Bcix
HeperysiiB.

Koportkuii anani3 nokasas, 110 Ha cBoix YouTube-kananax yHiBEpCUTETH PO3MIIIYIOTh
KOHTEHT HaBYAJIBHOTO YHM HAyKOBOTO Xapakrtepy. OcHoBHa ¢(opma mepemadi indopmarii
a4y — MoHoJor crikepa. KpiM 11p0ro, 3HauHa yBara npuijieHa i CTyJJ€HTCbKOMY KHUTTIO.

YkpaiHChKi 3aKJIai BUIOi OCBITH HaMararoThCsl TAKOXK BIIPOBAHKYBATH 1HCTPYMEHTH
B1JICOMapKETHUHTY Y CBOIO JisJIbHICTh, YaCTKOBO BUKOPUCTOBYIOUYH Y ouTube-cepBic.

AKajieMiYHUI pedTHHT 3aKiaaiB BUIO1 ocBiTH «Tom-200 Ykpaina 2018» BuaiInuB TOM-
10 3BO: HamionanpHuii TexHIYHHM yHiBepcuTeT Ykpainu «KHUIBCBKHMI MONITEXHIYHUN
iHctuTyT M. Iropst Cikopcbkoro», KuiBchkwii HarioHanpHUHM yHiBepcuteT iM. Tapaca
[[leBuenka, XapkiBchbkuil HarioHanbHUI yHiBepcuteT imMeHi B.H. Kapasina, Harionansuuit
TEXHIYHUN  yHIBEpCUTET «XapKIBCbKUW TMOJITEXHIYHUH 1HCTUTYT», HamioHnanbHMit
yHiBepcuteT «JIbBiBChbka TMoONiTeXHIKa», HarioHanpHUIl yHiBepcuTeT OiopecypciB i
NpUPOJOKOpUCTYBaHHS YKpainu, Haimionansuuit Meauunuii  yHiBepcuteT iMmeHi O.0O.
boromonseiisa, HamionansHu TeXHIYHUN yHIBEpcUTET «JIHIMpOBChKaA MoiTexHiKay, CyMChbKU
Jiep>KaBHUM yHIBEPCUTET, JIbBIBChKUI HaIllOHAIBHUM yHIBepcUuTeT iMeHi [Bana dpanka [12].

I3 necsiti Ton-yHIBEpCUTETIB YKpaiHU TiJIBKU TPOE 3 HUX MatoTh YouTube-kanam: HY
«JIpBiBCcBKa momiTexHIKa» (538 mianmucHukiB, 3aBaHTaxxkeHo 150 Bineo), HTY «J/lninpoBcrka
nomnitexHikay (110 miagnucHuKiB, 3aBaHTaxkeHo 123 Bieo), CyMcbKuil AepKaBHUN YHIBEPCUTET
(192 mianucHuky, 3aBanTaxeHo 208 Bigeo). Yucmo miAMUCHUKIB TOBOPUTH PO MOMYJISPHICTD
YHIBEPCHUTETY B JAaHIl COLiaNbHINA Mepexi.

Ha mux YouTube-kaHanax yHIBEpCHUTETIB YCIIIIHO arnpoOOBaHO HOBUHHI POJIMKH,
BiJIEO E€KCKYpCii yHIBEpCUTETOM, TEMAaTHU4HI IJIEH-TUCTH, aMaTOpChbKi CTYIEHTCHKI BIIEO,
JEeKIli OKpeMHUX BHKJIAJadiB, TaKOK poOOTH OKpeMux (axiBIiB YHIBEPCUTETY, PO3MIIIEHO
NapTHEPChKI MPOEKTH, a TAKOXK € BiJICO3BEPHEHHS BINOBIJAIIBHUX CEKpEeTapiB MpUHMaTbHUX
KOMICI{ YHIBEpCUTETIB, i€ BOHU PO3IOBIIAI0Th PO aJITOPUTM BCTYIY B YHIBEPCHUTET, 3 IKOTO
PO3MOYMHAETHCA TEMAaTHUHUM TUIEH-TUCT pyOpuKH «AOITypieHTY». A cami Iie-mucTu B
nepioj] BCTYNMHOI KaMIlaHii TpUBAJIMN Yac TPUMAIOTHCA Ha MEPHIMX MO3MIISAX y MOUIYKOBIN
cucreMi YouTube Ha 3anut «abitypienty». Takuil miaxig He MOXe MOBHOLIHHO PO3KPHUTH 1
MOKAa3aTH AISUIbHICTh YHIBEPCUTETY 3 PI3HUX CTOPIH.

Sk Oaynmo, BITYM3HSHI YHIBEPCUTETH TUIBKH POOJATH TUIBKH TEPINi KPOKU IIOJI0
BIIPOBA/KEHHS B1JICOMApKETUHTY B MOPIBHSAHHI 13 3apyODKHUMHU KOHKypeHTamu. Jlyig Toro,
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mo0 e(peKTUBHO BUKOPHCTOBYBAaTH II€ I1HCTPYMEHT, B OpraHi3amiiHIi CTPyKTYpi
YHIBEPCUTETY MMOBUHEH OYTH CTBOPECHHMH BT MAPKETHHTY, OJHIEIO 13 QyHKIIHN sKoTO Oyme
IPOCYBaHHS OCBITHBOTO 3aKJIaJy B COLIIBHUX MEpekax, B TOMY YHCII 1 BeieHHs YouTube-
KaHaJly, CTBOPEHHS 1 MPOCYBaHHS BiJICOKOHTEHTY.

VY BizeopoJiMKax BapTO BUCBITIIFOBATH KIIOYOBI 3aXO0JM, BIPTYalbHI JHI BIIKPUTHX
JBepel, 0O0roBOpIOBATH IIiKaBl Ta aKTyajdbHI TEMH 31 CITIKEpaMHU-TIPAKTUKAMH B Til 4M 1HIIIN
cdepi. BiieokoHTEHT KaHaTy BapTO JOMOBHIOBATH CYCIITbHO-3HAUYIIUMHU MaTepianamu. J{is
IIbOT'O B YHIBEPCUTETI MOBUHHA OYTH CTBOpPEHA CUCTEMa MOTHBAIII1 /IS CTYICHTIB 1 BUKJIAaviB,
sIKa IOTIOMO’KE PO3BUBATH BiJICOMAaPKETHHT, CTBOPIOIOUH I[IKABHIA 1 AKICHUN BiJICOKOHTCHT.

Bignin mapkerunary 3BO noBuHeH (opmMyBaTH MapKETHMHTOBHMM IUIAaH 10 CTBOPEHHIO
BiJICOKOHTEHTY, JI¢ BKa3yBaTH:

— Sk yacTO NOBHHHI BUXOJIUTH BIJICO POJIUKU?

— Slka ix moBHHHA OYTH TPUBATICTH?

— Slke MOBMHHO OyTH HANIOBHEHHS LIUX POJIUKIB?

CaMe BIiIII MapKETUHTY TOBUHECH CIIJKYBaTH 3a CTBOPEHHSM SIKICHHX BiJI€O
MIPOJIYKTIB, SIKI PO3KPUBAIOTh BCI CPEpPH ISIBLHOCTI YHIBEPCHUTETY 1 NPEICTaBIATH iX Y
notpibHoMy cBiTmi. [Ipu oMy BapTO CTBOPUTH IPaMOTHY CUCTEMY MOTHBALIIT TS 3a7TyYCHHS
CTYJICHTIB y MIPOLIEC CTBOPEHHS BiACOMPOIYKTY.

100 BinCTEXUTH €PEKTHBHICTH BiICOKOHTECHTY, MOTPIOHO BU3HAYUTU TaKi METPHUKH
BU3HA4YCHHS 11i€i ehekTBHOCTI [10]:

1) BiZICOTOK 3aBEpIICHHUX MEPEIJISIIB;

2) nopiBastaHs CTR po3cuinok 3 Bifeo i 6e3 uporo (CTR — 11e moka3HUK, SIKHi BUMIPIOE
KUTBKICTh MepeXo/iB (KIIIKIB) IO peKJIIAMHOMY OTOJIOIICHHIO);

3) kinbKicTh mepermsamiB Bimeo Ha 1 mig (JIig - me «XOJOAHMI KOHTAKT», SIKH MOKE
CTaTH KIIIEHTOM, a MOXKe 1 He ctaTh. Lle Mosxe Oyt email, Homep TenedoHy, HaBiTh IKACh OIS
- BCE, 110 MOXE TMOCITYXHUTH JKEpeloM IJii MEHEKEepiB 3 MPOJaxy; BCe, 3a II0 MOXHA
«3aYCTIUTHUCS», II00 B MAlOYTHHOMY OTPHMATH KIII€HTA.);

4) KiIbKIiCTh MEPEXO/IiB Ha CAUT MiCIIs ePETIIsy.

BucHOBKM 3 1aHOT0 T0C/TiIKeHHS i MepCNeKTHBH MOJAJBIINX PO3POOOK 32 TaHUM
HANpsAMoOM. BUKOpHUCTaHHS TPEHAOBUX IHCTPYMEHTIB JUIsl IPOCYBAaHHS OCBITHIX mociyr 3BO
JI03BOJIUTh OyTH JIIJAEPOM Ha PUHKY OCBITHIX MOCIYr. TOMYy KOXHOMY OCBITHBOMY 3aKJIaay
NOTPIOHO BUBUUTHU CIIOCOOM €(PEeKTUBHOTO BIPOBAIKEHHS BiIECOMAPKETUHTY 1 MOYaTH POOUTH
nepui kpoku. 1100 cTBopuTH LiKaBe BiJeo, 3a3/ajierib BapTO BU3HAYUTH, YOr0 MOTPIOHO
nomortucsa. Bubuparoun popmar Bigeo, moTpiOHO BUXOIUTH 13 3aBAaHb 1 mineil. Kpim mporo,
OJIHMM 13 OCHOBHHMX 1 TEPIIOYEPrOBUX 3aBAaHh € BHUBYCHHS LUILOBOI ayautopii. [Ipote
rmam’sTaT, 00 BiJICO MPaIoBajIo, KOHIICIIIiS TOBUHHA BPaXOBYBAaTH OCOOIUBOCTI 1 OaskaHHS
LIIbOBOI ayAUTOpii OCBITHBOrO 3akiany. CTBOpEHHs pOJIMKIB BHMAara€ BKJIQJE€Hb 4acy 1
rpoureii. He moTpiOHO €KOHOMHUTH Ha pecypcax, aje maM’ aTaTH, o adiTypieHTH 4H iX 0aThbKU
(uibOBA ayAUTOPIs) HE YEKAIOTh 11€aJIbHUX B1JI€O.

Pa3zom 3 TumM moTpiOHO BiAcTekyBaTH €(EKTHBHICTh, BUKOPUCTOBYIOUH METPUKHU
e(eKTUBHOCTI, 1 IPH LIbOMY OPIEHTYBATHUCS HA PE3yJbTaT PU CTBOPEHHI HOBUX BiJI€O.

OTxe, BITYM3HAHUM 3aKJiajJaM BHUIIOi OCBITH TOTPIOHO OLNBII  AKTUBHO
BUKOPUCTOBYBaTH METOJM 1 TEXHOJIOTII BIJJEOMAapKETUHTY AJIsi MPOCYBAaHHS CBOIX OCBITHIX
MOCIYT Ha PUHOK. SIK MOKa3ye JOCBiJ 3apyOiKHHMX YHIBEPCUTETIB, aKIIEHT BapTO POOUTH Ha
HaBYaHHI Ta HAYKOBUX JOCIIKEHHSX, K1 IPOBOJUThH YHIBEPCUTET.
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Video marketing in the activities of higher education institutions.

The aim of the article. The article is concerned with the tools of using video marketing in the
activities of higher educational institutions. It is noted that video marketing is great way of branding
because through the use of visualization consumers remember the company's brand and become loyal
to it.

The results of the analyses. No companies can afford to ignore the video boom and not use this
powerful tool for sending of information to their real and potential customers. It is determined trends of
video marketing, there are: video first. Creation of video becomes more and more available, video clips
become shorter, mobile users like videos, explanatory videos = advertising, programmatic videos are
for target audience. It has been investigated algorithm for creating of video content, which include
forming a goal, development of the video concept, selection of the material, header and cover, defining
how to create a video. It has been proposed way of using video marketing in the activity of higher
education institutions, specifically creating of high-quality video, demonstration of social proof of the
quality of educational services by means of the video, taking into account all current trends during the
process of promotion of educational services, creation of interactive content, demonstration of the
process of providing educational services in higher education institutions with the purpose to increase
the conversion. It has been considered the advantages of using video materials in the marketing
campaign of institutions of higher education and there is noted that video content provide to
remembering of an educational institution and is an ideal tool for its formation and development,
consumers of video content are inclined to distribute it themselves, the video can cause positive emotions
among potential entrants by means of stimulating of the consumer to choose the most advertised
educational institution. It has been explored the using of YouTube as a way to promote free video
advertising by branded European, American and domestic top universities. A brief analysis showed that
leading foreign universities successfully use the YouTube platform for promoting an educational
institution and its services to the market. Domestic universities in this regard make the first steps for
creating of YouTube channels and fill it with high-quality video content. In order to use this tool
effectively it should be created in the organizational structure of the university marketing department.
One of functions of this department will be promoting of the educational institution in social networks,
including the maintenance of the YouTube channel, the creation and promotion of video content. It is
exactly the marketing department must monitor the creation of high-quality video products that reveal
all spheres of activity of the university and present them in the best way. It is necessary with it to create
the adequate system of motivation for involving students in the process of creating a video product.

Conclusions and perspectives for further research. It is necessary to use the following metrics
for determining of video content efficiency: percentage of completed views; comparing CTRs with and
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without video; number of video views on 1; the number of passes to the site after viewing. Consequently,
domestic higher education institutions need to use the methods and technologies of video marketing
more actively for promoting their educational services to the market.

Key words: institutions of higher education, video marketing, content, educational services,
video content, social networks, video.
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PROBLEMS OF PROTECTION CONSUMERS' PERSONAL DATA BY DOMESTIC
ENTERPRISES: ASPECTS OF SOCIAL AND ETHICAL MARKETING

In modern conditions society pays more and more attention to the ethical problems of marketing
activities of enterprises. Among these problems the important role belongs to the protection of personal
information about consumers and the adequate using of this information. Researches show that people
do not pay enough attention to these issues in Ukraine. It can negatively affect the image of enterprises
and the attractiveness of their cooperation with foreign partners. Cases of leakage of consumers'
personal data at domestic enterprises have been analyzed (with the help of) using secondary marketing
information. Most of them are related to the human factor - the actions of their employees. The level of
interest of Ukrainian citizens about safety of their personal data has been determined on the basis of
collecting primary marketing information using Google Forms. The analysis was the basis for
justification of the measures in the field of increasing the level of personal data protection at the
enterprise level and the level of individual consumers.

Keywords: customer personal data, data protection, social-ethical conception of marketing,
privacy policy, social networks.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. Nowadays it is known about the great role of the marketing in the
activities of domestic enterprises. The successful using of marketing can lead to enterprises’
market share increase, improvement of financial results, attraction of new and retaining of
current customers. Nevertheless, at the same time society's attention to ethical marketing issues
is increasing. Among these problems the important role belongs to the protection of personal
information about consumers and the adequate using of this information. The urgency of this
problem is compounded by the increaseing of users' number and the intensity of using of the
Internet, which allows tracking the behavior of consumers.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0/)
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Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. The ethical aspects of marketing activity of domestic
enterprises are not analyzed enough in the scientific publications on marketing. In particular, in
publication of Reshetnikova I.L. [1] the essence of ethical marketing and its main directions are
defined. The issues of social and ethical marketing are analyzed in publications of Sokoly I.1.,
Katashinskaya M.O. [2], which state that marketing is aimed at building respect for people, the
environment for their staying now and in the future. The basic principles of the implementation
by enterprises of business ethics are given in [3].

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. The analysis of literary sources on marketing shows that these sourses do
not pay enough attention to the issues of safety of consumers' personal data in marketing activity
of enterprises, and to the conviction of consumers that information which they provided will be
used only purposefully. The issues of protection of information from a technical point of view
are widely researched in scientific publications in the field of computer sciences and
information systems and networks [4].

Formulation of the purposes of the article (statement of the problem). The purpose
of this article is to develop recommendations for strengthening the protection of consumers'
personal data by domestic enterprises in the direction of their implementing of the concept of
social and ethical marketing.

Statement of the main material of the research with full justification of the
scientific results obtained. Personal data includes information or a set of information about a
particular individual that is identified or can be specifically identified [5]. These data includes
passport data, bank account data, e-mail addresses, and different physiological, genetic,
intellectual, economic, and socio-cultural indicators [6]. Everyone aspires the access to this
information was private and could be provided only with the knowledge and consent of the
owner. Social networks open up significant opportunities for obtaining consumers' personal
data. In exchange for free using of Skype and Facebook services consumers provide a wealth
of information about themselves. This information can be used for forming a sample in
marketing researches or in development of new marketing campaigns in the field of product
promotion, or in determining the target audience [7].

On May 25, 2018, the General Data Protection Regulation (GDPR) began to operate in
the countries of the European Union. The Regulation is a set of rules; in accordance with them
the EU has strengthened and unified the protection of personal information about individuals
in the EU. By this time, Directive 95/46/EU of the European Parliament and of the Council
"Protection of individuals with regard to the processing of personal data and free movement of
such data" was the main document which governed the right of EU citizens to protect their
personal data [8].

The main principles of the functioning of the Regulations are presented in Table 1.

Exceptions to the Regulation includes the conducting of actions with information used
in law enforcement, the fight against crime or terrorism and in the area of ensuring national
security.

The difference between the GDPR and the previously developed legal regulation is the
imposition of significant penalties. For non-compliance with the existing GDPR rules, the
company must pay up to 2-4% of the company's total annual revenue income or 10 million
euros [10].
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Table 1 — The main principles of functioning of the GDPR

Principles

Characteristic

The principle of lawfulness, fairness
and transparency

It demands to provide a clear and understandable definition of the
purpose of data collection and directions for their further using

The principle of limiting the purpose
and minimizing the collection of data

Actions with personal data should always provide for a legitimate
purpose. Actions on personal data must always have a legitimate
aim. Also, enterprises must guarantee that the information they
store and process is relevant and limited

The principle of accurate and relevant
processing of data

It requires constantly checking by the controllers that the processed
information is still accurate, relevant and suitable for the purposes

The principle of limiting the storage of
personal information in a form that
allows its identification

It restricts the movement and duration of the accumulation and
preservation of information

The principle of confidentiality and
safety of information storage

It demands the protection of the integrity and confidentiality of the
collected data through the further maintenance of their storage
reliability

The principle of accountability and
responsibility

At any time enterprises must provide confirmation to public
authorities regarding the compliance of conducted operations with

the specified requirements of the GDPR
Formed on the basis [9]

Ukraine also operates GDPR, which, although not directly related to the legislation of
Ukraine but relates to the activities of many domestic enterprises. This is explained by the fact
that according to Art. 3 The regulation has an extraterritorial effect, that is also extended to
companies located outside the EU and receive information from the source in the EU member
states [6]. The principle under which Ukrainian enterprises will be held liable is applied in case
of failure non-fulfillment of the Regulation requirements. A company located in the territory of
the EU, which entrusted with the processing of personal information to an enterprise in the
territory of Ukraine should be aware that in case of a breach of the Regulation requirements
European company will be the first one that falls under its penalty. That's why it is primarily
unprofitable for European company to cooperate with those Ukrainian enterprises that do not
comply with the main provisions of the Regulation.

Despite the fact that the technology in the field of information security is progressing
rapidly, even leading specialists can't always guarantee the absolute safety of clients' personal
data. The larger, more influential and more profitable the company is, the more attempts and
ways of stealing important data by outsiders and competing companies exist.

Frequently there are cases when the transfer of personal data is carried out for the
personal benefit of enterprises’ employees. The result of such case is the enforcement of the
judgment of the Moscow District Court of Kharkiv on February 16, 2018, under Art. 361 and
art. 361-2 (computer network hacking and illegal sale of restricted information) regarding the
employee of "Nova Poshta", who accessed the company's database and tried to sell clients'
personal data [11].

Information about clients of the bank can be stolen not only by "reading™ cards: on June
6, 2018, it became known about a collective lawsuit against "PrivatBank”. It is noted that the
bank has unauthorized transfers of their clients™ personal data to the third parties. The lawsuit
is directed from 750 clients of the bank, whose representative is the lawyer association "ISU
LAWYERS" [12].

Three months later, on September 27, 2018, by the court decision found guilty the
manager of the branch of "PrivatBank™, who deliberately unauthorizedly copied the information
with limited access to the clients' personal data, after which provided them to the unidentified
person by using the messenger Telegram, which specify on the leak of such information. It is
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also determined that in February the manager transferred data of the client of "PrivatBank™ to
an outsider and he had received 400 UAH to his bank account for it. [13].

A progressive way to receive an access to personal data is social engineering, which
involves the wrecking of a private account through the preliminary legitimate collection of the
personal information. Exactly by this way the famous service Moneyveo provided a large
number of fake online loans, having issued them to Ukrainians, as it became known on
November 12, 2018, on the news site Segodnya.UA. The Security Service of Ukraine reported
that the number of deceivers exceeds 1,000 people [14]. The same day, officers of the cyber
police during the monitoring of the Internet revealed an intruder who tried to sell personal data
of Ukrainian citizens. A man previously held a managing position in one of the Ukrainian
banks. He was trying to sell the database which contained the information about 500 thousand
people [15].

One more example of leakage of data through deliberate actions of the employees of the
enterprises is that on November 14, 2018, the Kyiv Prosecutor's Office sent a prosecution of an
employee of the State Fiscal Service in the Kyiv region, who in May 2018 copied the
information about legal entities, which are taxpayers, and transferred the information to the
third party for the corresponding monetary compensation [16].

The above analysis allows to conclude that most cases of data leakage in Ukraine arise
precisely because of the human factor: individuals who have an access to the confidential
information, wish to receive additional funds, self-assert, or influence other persons with the
help of this information. According to the existing data, 25% of the employees of the enterprises
are ready to betray the interests of their own enterprise immediately, 50% are ready to do so
under certain conditions, and only 25% are patriots of their enterprise [17]. Employees may
provide information to third parties as a result of bribery, intimidation or prosecution. That's
why domestic enterprises should pay much attention to working with employees in order to
create a loyalty to the company through the implementation of internal marketing measures.
They should also increase responsibility for disclosing confidential information about the
enterprise and its employees through the using of administrative methods.

Non-compliance with established requirements of the legislation on the protection of
consumers' personal data, which resulted in unauthorized access to them by third parties
(outsiders) or in violations of the rights of the subjects' personal data, may lead to the imposition
of fines on citizens in the amount of 100 to 500 non-taxable minimum incomes of citizens, and
on business entities - in the amount from 300 to 1000 non-taxable minimum incomes (according
to Art. 188 of the Code of Ukraine on Administrative Offenses) [18]. Illegal collection, as well
as storage, use or dissemination of confidential personal information about a person may result
in the imposition of fines in the amount of 500 to 1,000 non-taxable minimum incomes of
citizens or involvement in correctional proceedings for a term up to two years or until the term
of arrest up to six months, or until the restraint of liberty for a term of up to three years
(according to Art. 182 of the Criminal Code of Ukraine) [19].

The losing of money by an enterprise due to the payment of fines for violating the Law
"On Protection of Personal Data" is not the worst thing that happens to an enterprise. In addition
to administrative and criminal responsibility for the admittance of leakage of data, there are a
many others also important consequences for the enterprise. Among them:

. temporary violations in work schedules, schedules of certain events, etc.;
. system can't be accessible for users;
. damage of hardware devices;
. damage of company's software;
. losing of important resources (monetary, investment, labor, intellectual, etc.);
. losing of monopolistic using the information;
N. Kosar, N. Kuzo, A. Kyrylenko. Problems of protection consumers personal data by 81
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. violation of rights (copyright, adjacent, patent, inventive);
. complete or partial failure of the company's security system;
. reduction of client base.

It is clear that each of the listed consequences is undesirable for the enterprise, but the
most serious one is a significant decrease of the level of consumers' confidence.

Enterprises should use methods for providing the safety of information in order to
establish a high level of personal data protection during the development and implementation
of information processing systems. These methods are conventionally divided into legal,

software, technical and organizational-economic — Figure 1.

Methods of ensuring the safety of personal data of consumers

!

:

:

Legal methods:
development of politics of
information security;
determining the order and
rules for processing personal
data;
establishing responsibility for
violations in this area;
development of a package of
documents  for  ensuring
information ~ security  of
citizens;
adoption of other normative
legal acts which regulate
information relations

Software and technical
methods:

» detection of embedded
third-party devices;

+ eliminating the possibility
of unauthorized access to
information;

+ preventing the interception
of information by technical
means;

» avoiding the effects that
lead to failures in the
informatization means;

« the use of cryptographic

means  of  information
protection  during  the
transmission of

communication channels;
* conducting an audit

Organizational and economic
methods:

formation of systems of

personal data protection;

certification of these systems

in accordance with the

requirements of information

security;

licensing of activities in the

field of information security;

standardization of methods

and means of information

protection;

staff training;

control over observance of

the order of safe processing

of personal data;

analysis of the effectiveness

of security

Figure 1 — Methods of protecting personal data
Developed by the authors on the basis of [20]

All methods for protecting of personal data at enterprise level will be more effective if
they are integrated into an algorithm to provide reliable protection of personal data [21]. This
algorithm contains a series of stages — Figure 2.
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Determining the purpose of collecting personal data, namely, what data should
be collected and how they will be used in the future

Developing of a project providing consent of consumers for the processing of
personal data

[
Developing of the project for the processing of personal data in the database
[
Developing of a draft message from consumers on the introduction of personal
data into the enterprise’s database
[
Determining the forms and procedures for collecting, storing and personal data

[
Formulating of obligations regarding the storage of restricted information

[
Control of the execution of the order regarding the conditions of work of the
personnel with the database of the enterprise's data
[
Designating of access rights (by department or by post) to the database
[

Making changes or additions to the job descriptions of employees responsible
for processing personal data and their protection against unauthorized access or
processing
[

Choosing the right software
[

Developing of the program for implementing the system of collecting personal
data

[
Control and support of system operation

Figure 2 — Algorithm for providing protection of personal data
Developed by the authors on the basis of [21]

The main condition for the successful using of the algorithm is that all of the above
actions should be executed in accordance with the Law of Ukraine "On Protection of Personal
Data".

The active using of the Internet by domestic enterprises in different directions makes
this algorithm relevant for most domestic enterprises — Table 2.
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Table 2 — Directions of use of websites by domestic enterprises

Directions of using Amount of The share of the total
enterprises amount of companies
which have a website
Customer service 7442 45,83
Supply of products and services on-line 2774 17,08
Possibility for visitors to create order of goods and 4457 27,44
services on-line
Observation of the status of placed orders 4003 24,65
Personalized information content for regular or 4018 24,74
recurring clients
Link to the company's website in social media 6847 42,16
Announcement of open vacancies or filing an 4575 28,17
application for filling vacant positions online
Staff training 1598 9,84

Developed on the basis of [22]

The poll was conducted in order to develop recommendations for strengthening the
protection of personal data of consumers. The sample size was determined by the formula given
in [23]. During forming of the sample, the error in the results was 4%. In this case, the maximum
value of the coefficient of variation which is taken into consideration is 0.25. Intended sample
size is 150 people.

The survey was conducted within two weeks — from January 15 to January 28, 2019,
using the Google Forms service. During this time, 222 people were interviewed.

During analyzing of the answers to the question about public wi-fi connection, it's
possible to differ three large groups. The respondents from the first group (27%) connect to the
public network every time they come into the area of "free wi-fi" coverage; interviewed from
the second group (34.2%) use the public network only when they want to save the resource of
mobile Internet and the respondents of the third group (28.8%) do not use public wi-fi at all
(Figure 3).

Other| 4.1%

I try not to
connect with Everytime | come
public wi-fi into public places
288% \ 27%

In cases when |
want to save

Only in cases
where the output

to the network resources of
isn't related with mobile Internet
work 5,9% 34,2%

Figure 3 — Using of public wi-fi connection by respondents
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While analyzing answers to the question about the amount, complexity and way of
storing passwords for accounts, it has been discovered that the most common (every second
one) is the choice of creating several simple passwords that "protect” all the accounts of a
person. Every fifth respondent has created only one reliable password that is used for all his
user pages, every tenth person store his passwords on paper. Only 7.2% of respondents use a
special application for generating and storing passwords (Figure 4).

For each resource

| create a separate For le Slltes I
password which | Other 3,1% created only one
complicated

notice on paper

11,7% password that |

remember 22,1%

I use an
application that
generates secure
passwords for In total there are
different 3-4 easy

passwords which
I use for many
sites
55,9%

resources 7,2%

Figure 4 — Using different options for setting the password by respondents

Survey results showed that more than 50% of respondents do not publish their mobile
phone number on social networks. Another third do it, "protecting™ it from strangers by using
point "only for friends". Every tenth of the respondents publishes the work telephone number
on the page, and only 5.9% of respondents set free access to their phone number on social
networks (Figure 5).

Yes, | give my
personal number
"for everyone"
5,9%

Other 1,3|%

Yes, | give my
personal phone
number "only for
friends"
32,4%

Yes, | specify a
work number that
is also posted on
the site of the
job9,5%

Figure 5 — Accessibility of the telephone number of the respondents
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On the question about "sign in via Facebook / Google" feature, which is available on
almost every web-resource, the most respondents (47.3%) answered that they often use it, as it
saves time on registration. One third of the respondents (30.6%) use this function only when
they trust the site where the registration takes place. A fifth of the respondents answered that
they favored a separate registration on each site (Figure 6).

No, | try to make
a separate
registration /
login on every
site 22,1%.

Yes, it saves time
during
registration on
other sites 47,3%

Yes, but only if |
trust the site
30,6%

Figure 6 — Using of "log in via Facebook / Google" by respondents

In one of the questions, respondents were asked to indicate a protocol indicating that the
data transmission on this site is protected. Every second (49,5%) respondent marked the right
answer "https://", and 40,1 % answered, that they don’t know the answer for this question. The
rest of respondents gave incorrect answers (Figure 7).

http://
3,|6%

| don't know

20,1% https://

49,5%

Both of them are
reliable
6,8%

Figure 7 — Awareness of the respondents regarding the availability of secure data transmission
protocol in the network
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Based on the analysis of the collected primary marketing information, it was found that
only 12.6% of users are thoroughly familiarizing with the privacy policy on the sites before
agreeing with it. More than half of the respondents (52.7%) believe that the rules of privacy on
all resources are the same, therefore refamiliarization does not make sense, and another 34.2%
of respondents do not attach importance to this document at all (Figure 8).

Other Yes, because
0,5% they are different
in different
resources
12,6%

No, | think that
it's a waste of
time 34,2%_\

I know the
meaning, but |
have never read
it completely
52,7%

Figure 8 — Relation of respondents to the privacy policy on the sites

In order to determine whether consumers are interested in the purpose of using their
data, respondents were offered a situation in which the store consultant offers to fill out a
questionnaire for obtaining a customer's card. One in three answered that in this situation he
would not ask the consultant about the purpose of obtaining personal data, because of "all shops
are asking for the same standard data™; next 24.3% of respondents will be interested only if the
guestionnaire contains questions that are not related to the seller-buyer relationship; almost 30%
will answer only those questions which they consider necessary, and only 10.4% of consumers
in any case will be interested in the purpose of collecting and processing their personal data
(Figure 9).

Other Yes, | will be
2,2% certainly interested

in the purpose of
using my data

No, but I will
answer only the

questions that | 10,4%
consider
necessary Yes, if the
questionnaire will
28,4 include questions
"not by topic"
24,3%

standard data
34, 7%

Figure 9 — The importance of the purpose of using the personal data of the respondent while
providing information about him for obtaining the Customer's card
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It has been established that the most popular correspondence channels are messengers
that use message encryption (Figure 10). The second place in popularity is the standard (without
encryption) correspondence in social networks, on the third - e-mail. The last place is the SMS
correspondence channel (only 16.2%), which is also considered the most vulnerable channel
for data transmission.

Other | 1%

None, only personal contacts | 0%

Standard correspondence in social networks 54,5%

Messengers that use encryption 92

E-mail 40,1%

SMS message 16,29

3%

0 10 20 30 40 50 60 70 80 90 100

Figure 10 — Benefits of respondents regarding the using of different channels of
correspondence

The last question was not required for the answer, so only 49.1% of respondents
answered it. The respondents were asked to imagine a situation in which the "unknown"
company had illegally gained their data, and now it imposes its' goods / services by using this
data. The vast majority of respondents (86.7%) answered that they would immediately block
this contact and hope that this company will no longer care for them. Only 13.3% answered that
they would solve this problem by filing complaints and involving law enforcement officers.

Therefore, effective protection of personal data of consumers in Ukraine requires efforts
of state bodies, enterprises and, of course, consumers. Taking into account the foregoing, it is
possible to provide certain recommendations for the protection of personal information by
enterprises and consumers — Table 3.

Compliance with these recommendations by businesses and consumers will not provide
one-hundred percent guarantee against the leakage of personal data, but will facilitate their
effective control and better protection.
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Table 3 — Recommendations for the effective protection of personal information

Protection of personal data by consumers

Protection of personal data by enterprises

1. Do not use public wi-fi, or minimize its use.

2. Set up secure passwords for your accounts
using mobile add-ons of complex password
generators.

3. Use reliable communication channels.

4. Avoid using the "sign in with Facebook /
Google" feature.

5. Check the address bar of the visited sites.
Data sharing is secure if it starts with the "https"
protocol.

6. Pay attention on the purpose of
collecting consumers' personal data and how they
will be processed.

7. Incase of data leakage, customer should
file the complaints, and require the removal of his

1. Collect only the information necessary for the
operation of the enterprise and / or agree to provide the
consumer with a detailed explanation of the purpose for
which they will be used.

2. Delete consumers' data at the first requirement, if the
consumer breaks the relationship with the enterprise.

3. Provide instructions for creating a secure password
for access to your personal cabinet.

4. Provide reasonable answers to all questions of
consumers about ways of collecting personal data and
methods of their processing.

5. Use secure  communication
conversations.

6. Carefully select employees who will work with
consumer databases and warn them about administrative
and criminal liability in case of leaking information.

channels  for

data.

Developed by authors

Conclusions from this research and prospects for further developments n this
area. Nowadays Ukraine is on the list of countries with a low level of protection of personal
data, that reduces not only the attractiveness of business and possible cooperation with other
states, but also the reputation of Ukraine in general. It has been established that the majority of
leaksages of personal data are caused by a human factor - deliberate or unintentional actions of
employees of enterprises and inadequate attention to this issue at the enterprise level.

The survey provided an opportunity to define the level of interest of Ukrainian citizens
in the security of their personal data. According to the results of the study, it was found that
people in many cases behave carelessly when providing their data to third parties, and in the
case of theft of these data often choose to ignore the situation, measures for protection of
personal data by consumers were developed on the basis of the results of the analysis of
secondary and primary information. These recommendations include creation of complex
passwords for accounts, checking the address line of sites, avoiding of using of public wi-fi
connection and the "log in through Facebook™ function, active protection of law to privacy on
their own or with the help of law enforcement agencies.

The article also claimed the recommended measures to ensure a high level of protection
of personal data at the enterprise level, in particular: to collect only the necessary information
for the enterprise; to delete consumers' data at their request; to provide instructions and advice
for creating reliable passwords; to select employees to work with databases carefully; to use
secure communication channels. For minimizing the threat of massive leakages of consumers'
personal data, first of all the following measures are needed: a legislative base, an effective
control system and, most importantly, a high level of legal literacy among the population. In
case of a successful combination of these three factors it becomes possible to make reliable
protection of personal data of Ukrainian citizens and to reduce the amount and complexity of
thefts and fraud related to them.

Prospects for further development are related to the analysis of trends in the use of
personal data of consumers in the marketing activities of domestic enterprises.
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Kocap H.C., xanO. exou. Hayk, Ooyeuwm, OoyeHm Kagheopu mapkemuney i J102iCmuKu,
Hayionanvnuti ynisepcumem "Jlvgiscorxa nonimexuixa'(/lvie, Yxpaina).

Ky3vo H.E., cmapwuii euxiaoay rxaghedpu mapkemuney i nocicmuxu, Hayionanvrui
yHieepcumem "Jlvgiscvora nonimexuixa" (J/lvsis, Yxpaina).

Kupunenko A.A., cmyoenmra kagedpu mapxemuney i nocicmuxu, Hayionanvuuil ynigeepcumem
"Jlvsiscora nonimexuika"(/lveis, Yrpaina).

Ilpobnemu 3axucmy nepcoHanbHux OAHUX CROMCUBAYIE GIMYUSHAHUMU NIONPUEMCIEAMU:
acnekmu coyianbHO-eMUYHO20 MAPKEMUH2Y.

YV cyuacnux ymosax 3pocmac ysaca cycnitbemga 00 emuuHux npooiem MapKemunzo80i
OIANbHOCII NIONPUEMCIES, Ceped AKUX BAJNCIUBA POIb HALEHCUMb 3AXUCTY THGOpMayii ocobucmozo
Xapakmepy HpoO CROXCUBAYI8 ma ii a0eKeamHoMy BUKOpUCMAanHio. Jlocnidocenusa ceiouams, wo 8
Yxpaini nedocmamnvo ysaeu npudirsiemvcs yum RUMAHHIM, WO HEe2AMUBHO MOXCe NOZHAYUMUC HA
IMIOXCT niOnpUeEMcme ma npueadausocmi ix cnienpayi 3 iHO3eMHUMU NApmMuepamu. 3 GUKOPUCAHHAM
BMOPUHHOI MApPKemuH2080i THGopmayii npoananizoeaHo 6UNAOKU GUMOKY NEPCOHANbHUX OAHUX
CROJICUBAYI8 HA GIMYUSHAHUX NIONPUEMCMBAX, OITLWICIb AKUX NO8 A3AHA 3 THOOCHKUM YUHHUKOM —
oisimu ix npayisnuxis. Ha niocmasi 30upants nepeuHHoi Mapkemun2080i ingopmayii 3a 00nomo2or
cepgicy Google Forms 6usHayeHo pieeHb 3aYiKaBIeHOCMI 2poMadsiH YKpainu 6e3nexkow ce0ix
nepconanvhux oanux. Ilposedenutl ananiz Oys niocmaeoio 01 0OIPYHMYSAHHS 3aX00i8 y cepi
niOGUWEHHST DIBHS 3AXUWEHOCMI NePCOHANbHUX OAHUX HA PIGHI RNIONPUEMCMBA MA OKPeMUx
CNoJCUBayis.

KittouoBi ciioBa: nepcoHabHI JaHi CIIOKUBAYiB, Oe31eKa JaHUX, KOHIICTIIisl COIIalTbHO-€THYHOTO
MapKETUHTY, TOJIITHKA KOH(1ICHIIITHOCTI, COIialbHI MEpExi.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. The rapid digital business development in recent years in Ukraine
proves its effectiveness. In conditions of high market competition, the digital business is able
to quickly respond to changes in a changing marketing environment, as well as adapt its own
business processes. Considering the above, the relevance of the justification and
implementation of approaches that contribute to the effective management of digital business
are increasing.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. Ukrainian and foreign scientists and economists
have researched different aspects of the digital business conduct and development in a changing
marketing environment. In the work by Cabolis C. (“The World Digital Competitiveness
Ranking”, 2017) and the monograph by Oklander M., Oklander T. and Yashkina O. (“Tsyfrovyi
marketynh — model marketynhu XXI storichchia”, 2017) the authors revealed the features of
digital marketing usage and the development of a digital business model in a digital business
transformation. The benefits of business digitalization and characteristics of drives digital
transformation are justified in study by Kane G., Palmer D., Philips Nguyen A., Kiron D. and
Buckley N. (“Strategy, Not Technology, Drives Digital Transformation”, 2015).

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0/)
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Bharadwaj A., El Sawy O., Pavlou P. and Venkatraman N. (“Digital business strategy:
toward a next generation of insights”, 2013) described in detail the business processes
digitalization, the use of relevant marketing tools for the development of digital business, as
well as rapid adaptation to changing environmental conditions.

Despite the significant amount of studies about digital business, it remains relevant to
regard the assessment of the marketing environment for the digital business. Today, there is no
universal methodology for assessing marketing factors that influence digital business.

Formulation of the purpose of the article (statement of the problem). The purposes
of the articles are to justify the methodical approach to the qualitative assessment marketing
factors that influence the digital business and test this approach on online retailers; to develop
proposals and recommendations for online retailers based on the results of methodical approach
validation.

Statement of the main material of the research with full justification of the
scientific results obtained. Today, digital business is one of the important parts of the
Ukrainian economy in the context of ensuring its sustainable development. Marketing
commodity policy is the determinant of successful digital business. The issue of marketing
commodity policy realization can be solved only taking into account the effective functioning
of management system of marketing commodity policy (MSMCP). The online retailers’
MSMCEP is affected by a combination of private immanent components of qualitative and
guantitative measurement. In this study, an appropriate approach to the assessment of the
private immanent components of qualitative measurement that influence online retailers’
MSMCP are justified taking into account its complexity when applied in practice.

The Figure 1 represents the architectonics of the private immanent components of
qualitative measurement that influence online retailers” MSMCP.

Notes: Cql — the private immanent components that influence online retailers’ MSMCP
(qualitative measurement); PR — the product range competitiveness; PR1 — the rhythm of the
goods sale; PR2 — the rationalization of the product range; PR3 — the level of product range
update; PR4 — the product range harmony; PR5 — the product range sustainability; PR6 — the
level of marketing elements usage in the product range formation; PR7 — the degree of
integration with the product category management system; OI — the interaction with online
shoppers; Ol1 — the loyalty level of online shoppers; OI2 — the degree of online shoppers needs
satisfaction.

Figure 1 — The architectonics of the private immanent components of qualitative

measurement that influence online retailers’ MSMCP

Source: developed by the author
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According to the Figure 1 Cql ={PR,Ol}, where
PR ={PR1; PR2; PR3; PR4; PR5; PR6; PR7} and OI ={OI1;0I12}.

It is the first immanent component of qualitative measurement that affects MSMCP. The
seven latent root causes of MSMCP formation determine this component.

1. The rhythm of the goods sale (PR1).

The rhythm of the goods sale is a latent root cause, because it allows to provide the
timely receipt of the required amount of goods to online shoppers. It affects the online retailer’s
online shopping revenue. The low rhythm level leads to the loss of planned profit, which
complicates the financial position of the online retailer and contributes to the emergence or
growth of accounts payable. Therefore, the development of measures to prevent disruption of
the rhythm of the goods sale is one of the main tasks in the framework of the stable operation
of the online retailer and its sustainable development. Thus, the adjustment of the online
retailer’s activity is carried out to ensure the rhythm of the goods sale, as well as to identify and
eliminate the possible causes of a drop in the level of rhythm.

2. The rationalization of the product range (PR2).

This is the latent root cause of the MSMCP formation, which reflects the concentration
of efforts in market segments. According to the monitoring results of the demand for assortment
positions, the online retailer makes decision about the implementation of further marketing
commodity policy, including the rationalization of the product range.

3. The level of product range update (PR3).

It is possible to get competitive information about the market, online retailer, behavior
and tartget audience needs. It is advisable for online retailers to use this knowledge to
distinguish themselves from the competition in terms of digitalization, given the positive
experience and the experience of online shoppers, that depends on the level of renovation
product range. This indicates the direct impact of the level of product range update on the
MSMCP formation and confirms the expediency of considering the indicator as a latent root
cause.

4. The product range harmony (PR4).

This is the latent root cause of the MSMCP formation, which characterizes the degree
of proximity between the goods of different product groups in terms of their intended use,
requirements for the organization of distribution marketing channels of online retailers. The
biggest group harmony different assortment with more types of goods, and the smallest
harmony — a mixed assortment.

5. The product range sustainability (PR5).

This is the latent root cause of the formation of MSMCP, which demonstrates the ability
of the product range of online retailers to meet the demand for the same commaodity positions,
which feature strong demand. However, if there is a universal value of the stability coefficient
of the product range for retailers that carry out traditional activities, the value of this coefficient
is not universal for online retailers. Therefore, in practice it is determined by the results of using
the method of expert assessments.

6. The level of marketing elements usage in the product range formation (PR6).

During formation of the product range in the Internet and for finding and attracting
online shoppers, online retailers determine online marketing elements and the corresponding
elements necessary for use in their own activities, based on the developed portrait of potential
online shopper.

7. The degree of integration with the product category management system (PR7).

This is a latent root cause, which demonstrates the ability of online retailers to respond
quickly and promptly to the actions of competitors operating in a dynamic market with a high

94



ISSN 2522-9087  (Print)
ISSN 2523-434X (Online)

MapkeTtusr i nuh)poBi TEXHOJIOTIT Tom 3, Ne 1, 2019

degree of uncertainty in the external environment, which, in particular, requires an appropriate
level of integration with the product category management system.

Below are two latent root causes that determine the interaction of online retailers with
online shoppers (Ol), as the second private immanent component of qualitative measurement
that influence online retailers’ MSMCP.

1. The loyalty level of online shoppers (OI1).

The loyalty and positive experience of online shoppers to certain product positions in
the online retailer product range is a prerequisite for increasing the number of regular online
shoppers. That is why the loyalty level of online shoppers is one of the latent root causes.

2. The degree of online shoppers needs satisfaction (OI2).

This is a latent root cause, which demonstrates the online retailer ability to satisfy the
varied demands and preferences of online shoppers. Indicator of the degree of online shoppers
needs satisfaction can be the availability of online shoppers’ reviews on the online retailer’s
website. The combination of positive reviews and negative ones allows online retailers to
increase the level of trust of online shoppers.

Thus, according to the British agency Reevoo (2018), the presence of a certain
percentage of negative reviews has a positive effect on site conversion. Online shoppers read
the negative reviews and pay more attention to this web pages with goods. It increases the
likelihood of purchase. Online shoppers trust more that online retailer on which web pages they
see positive and negative ratings, and their absence causes suspicion and mistrust. Therefore, a
significant amount of positive feedback is one of the main criteria that an online shopper uses
when making an online order. That is why online shoppers’ reviews are an important
component of the online retailer’s activity and at the same time a latent root cause.

Reviews help an online shopper to make the final choice of goods from several
alternatives. According to a study of experts in the online commerce (The World Economic
Forum, 2018):

— 63 % of online shoppers in a stable market environment will quickly make a purchase
in the online shop, which has reviews than in the one on whose pages they are not;

— 86 % of online shoppers claim to rely on reviews from other online shoppers as well
as personal recommendations;

— availability of reviews of the product catalog offers ensures the growth of online sales
at about 18 %.

In addition, online shoppers’ reviews have a number of other advantages for online
retailers, in particular, the positive impact on search engine rankings.

In this context, the advantages of having feedback from online shoppers will be as
follows (Prom.ua, 2017):

1) additional unique content — product descriptions usually contain descriptions
from producers that are not unique and are duplicated on various websites, so online shoppers’
reviews are a way to increase the amount of unique content on such pages and improve their
ranking in search results;

2) the growth of transitions on low-frequency queries, namely, these are “product
name” + “review / feedback” type requests, which are especially popular in a certain niche; the
availability of such information on the online retailer’s website has a positive effect on the
growth of search traffic for the above requests;

3) product rating in the online search. It is the rating from the product page, which
is displayed using the micro markup and in the search results, increases the click-through rate
in the search results, the number of transitions of potential online shoppers and ranking in
general. This rating is based on the evaluation of goods by online shoppers.
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The methodical approach for the assessment was tested on Ukrainian online retailers.
According to the results of analytical studies at the international and national levels (All Retail,
2018; GfK Ukraine, 2018; KPMG, 2018; Ukrainian Retail Association, 2018), it was found that
the set of Ukrainian online retailers can be divided into seven segments, depending on their
field of activity and specialization: DIY-retailers (construction, furniture and household
retailers); drogeries; pharmacy retailers; food retailers; retailers in the field of household
appliances and electronics; fashion retailers; retailers in other areas. Considering the activity of
online retailers in the Internet, it was identified the largest Ukraine online retailers (21) in 2018
in four market segments, among which food retail, drogeries, retail in household appliances and
electronics, DIY-retail.

As part of the study, the necessary calculations were carried out in the demo versions of
the software packages “SPSS Statistics” and “STATISTICA”. This formed the basis for the
canonical models development, and the assessment of the private immanent components
influence on MSMCP.

The latent root causes were identified as a first step of this study and the models for
assessing the private immanent components of qualitative measurement that influence online
retailers’ MSMCP were developed. The methodical approach, applied in assessing the influence
of private immanent components of qualitative measurement that influence online retailers’
MSMCP (PR, Ql), is to find the average scores of evaluations of experts in Ukraine online
commerce. To determine the consistency of expert answers, the mathematical tools were used,
namely — the Spearman’s rank correlation coefficient and the concordance coefficient.

So, to determine the degree of consistency of expert opinions about assessment of latent
root causes of the MSMCP formation, the coefficient of concordance was calculated by the
formula (1) (according to Matskul, V.M., 2016):

> df
Keon = = ) (1)
1| 2,3 J_
H{m (n —n)—mg:lT,}

where K, — the coefficient of concordance, N — the number of factors, M — the number of

experts, T; — the results of intermediate calculations (2), d j — the deviation of the amount from
the average sum of ranks (3) (Matskul, V.M., 2016):

L 3
Ti = Z(te _te)’ (2)
1=1
2.5
dj=5;-1——, (3)
n

where L — the number of groups of related (identical) ranks in the ranking, t, — the number

of related ranks in each group, Sj — sum of ranks, intended by experts j (4) (Matskul, V.M.,
2016):
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The second step is to determine the significance of the estimates of indicators. Based on
the use of the demo version of the “SPSS Statistics” software package, the calculations were
automated and the concordance coefficients ( K, ) for two latent root causes were calculated.

They are defined so that they are significant, and the consistency of expert assessments is
satisfactory.
Based on the fact that K,,, thus obtained, is a random variable, its reliability was

investigated, i.e., the statistical significance of the coefficient of concordance was checked. The
assessment of the significance of the coefficients carried out by the Pearson criterion ( 4?).

Kgon in the presence of connected ranks with v =n—1 degrees of freedom has »2—
distribution (5) (Matskul, V.M., 2016):

>.d?
e T ©)

According to the results of the calculations, it was found that x> for two latent root

causes there is more than a tabular ;(tz subject to a confidence level of 0.95, so it is the

evidence of the coincidence of expert opinions.

The Table 1 demonstrates the general results of the canonical analysis of the private
immanent components of qualitative measurement that influence online retailers’ MSMCP
(based on the results in “STATISTICA”). According to the Table 1 shows, R = 0.894 which

indicates a strong relationship between the groups of variables. y? equals 32.953 at the level p
less than 0.005 indicate the significance of the canonical correlation.

Table 1 — The general results of the canonical analysis

Canonical R =0.739 4 (15) =20.618 p =0.004
Left set Right set
No. of vars. 5 3
Variance extracted 81,035 % 100,000 %
Total redundancy 18,979 % 43,121 %
Variables: 1 TS1 CP1

2 TS2 CP2

3 TS3 CP3

4 TS4

5 TS5
Source: calculated by the author
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As can be seen from the Table 1, the left set is formed by 7 variables, and the right — by
2. The dispersion of the left set is 69.125 %, and the right one is 100.000 %. In the left set,
42.032 % of the variables are explained by the right set, and in the right, 74.673 % of the
variables are explained by the left set. Under each set are listed variables that are included there.
The values of the canonical roots, as determined by the results of canonical analysis, are shown
in the Table 2.

Table 2 — Values of the canonical roots

Parameter Root 1 Root 2
Value 0.786 0.481

Source: calculated by the author

It should be noted that the number of canonical roots is equal to the number of variables
in a smaller plural number. In our case, the number of canonical roots equal 2. When calculating
the roots, all maximally correlated weighted amounts are considered to define the canonical
root as the “designation” of latent root causes. The Figure 2 shows the fall in eigenvalues of
canonical roots, which confirms the results, which also the Table 2 shows.

Plot of Eigenvalues
0,9

79%
08} o
0,7 ~

06| -

05}t ~ 48%

Value

04}

03}

02

01}

0,0

Number of Canonical Roots

Figure 2 — The Graphic of canonical roots values
Source: developed by the author

To check the significance of all canonical roots, y*-statistics are defined for each of
them. The y?-test results are given in the Table 3.
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Table 3~ y?-test results

Root Canonical R Canonical R-sqr. x P A
0 0.887 0.786 32,953 | 14 | 0.003 0.111
1 0.693 0.481 9.830 6 0.132 0.519

Source: calculated by the author

According to the results of the Table 3, canonical roots should be considered statistically
significant in order to use them for further calculations. The load of canonical factors (structural
factors) are given in the Tables 4-5. In the left set, the first root is determined by PR5 (product
range sustainability), and the right root is defined by PR2 (rationalization of the product range),
that equal to -0.773 and 0.788 respectively (Table 4).

Table 4 — The factor structure of the left set

Parameter Root 1 Root 2
PR1 -0.422 0.675
PR2 -0.415 0.788
PR3 -0.597 0.763
PR4 -0.485 0.484
PR5 -0.773 0.466
PR6 -0.567 0.341
PR7 -0.396 0.770

Source: calculated by the author

For the right set (Table 5), the first root is determined by OI1 (loyalty level of online
shoppers) and it equals to -0.965, and the second root is determined by OI2 (degree of online
shoppers needs satisfaction) and it equals to 0.433.

Table 5 — The factor structure of the right set

Parameter Root 1 Root 2
Ool1 -0.965 -0.263
0Ol2 -0.901 0.433

Source: calculated by the author

The Table 6, that placed below in the text, shows the dispersions of the left and right

sets.
Table 6 — The dispersions of the left and right sets
Left set Right set
Parameter Variance Variance
extracted Redundancy extracted Redundancy
Root 1 0.288 0.227 0.872 0.685
Root 2 0.403 0.194 0.128 0.062

Source: calculated by the author
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The dispersions in the Table 6 can be characterized as average, which is explained by
the corresponding roots. So, in the left set the second root explains 40.3 % of the variance, and
the first root is 28.8 %. The right set of first root explains 87.2 % variance, and the second —
12.8 %. In addition, according to the results of canonical analysis, canonical weights for each
set of variables are determined (Tables 7-8). Weights can be used to interpret canonical roots.
The larger the absolute weight, the greater the contribution of the corresponding variable in the
canonical variable value.

The Table 7 shows that, for the right set, the largest contribution to the weight of the
first canonical variable is made by the OI1 (loyalty level of online shoppers), which equals to -
0.661. The largest contribution to the weight of the second canonical variable is OI2 (degree of
online shoppers needs satisfaction), that equals to -0.402.

Table 7 — The canonical weights for the right set

Parameter Root 1 Root 2
on -0.661 -0.376
0Ol12 -0.402 0.372

Source: calculated by the author

For the left set, the largest contribution to the weight of the first canonical variable is
made by the PR5 (product range sustainability). It equals to 0.979. For the right set, the largest
contribution to the weight is made by the PR7 (degree of integration with the product category
management system). It equals to 0.932 (Table 8).

Table 8 — The canonical weights for the left set

Parameter Root 1 Root 2
PR1 -0.269 -0.431
PR2 0.775 0.806
PR3 -0.756 0.317
PR4 0.048 0.258
PR5 -0.779 -0.551
PR6 -0.688 -0.826
PR7 0.279 0.932

Source: calculated by the author

The canonical weights can be interpreted as factor loadings, so it can be argued that at
the first canonical root OI1 (loyalty level of online shoppers) is on the negative pole, and PR5
(product range sustainability) is on the positive pole. At the second canonical root OI2 (degree
of online shoppers needs satisfaction) and PR7 (degree of integration with the product category
management system) are on the positive pole.

The Figure 3 shows a graphic interpretation of the relationship between canonical
variables from the right and left sets.
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Figure 3 — Scatterplot of canonical variables
Source: developed by the author

In the Figure 3, there are no pronounced outliers. In addition, deviations from the
regression line do not form any characteristic outlines (for example, being located in the form

of U or S around the regression line). Therefore, it can be concluded that no significant
violations of the fundamental assumptions of the canonical analysis are not observed. The
Figure 3 clearly reflects the division of observations into specific groups (clusters). It shows
that the sample of 21 online retailers under consideration is heterogeneous.

To develop a mathematical models for assessing the influence of private immanent
components of qualitative measurement that influence online retailers” MSMCP, the canonical
weights for the left and right sets were used. The obtained canonical models for assessing the

traffic statistics ZPR (6) and filling the commodity portfolio Zo, (7) are given below:

ZpR =(0.431PR1+0.806PR2 - 0.756PR3+

Zo) =|-0.661011-0.402012

+0.258PR4—0.779PR5 - 0.826PR6 +0.932PR7] ©6)

()

To assess the private immanent components of qualitative measurement that influence
online retailers’ MSMCP, namely, the product range competitiveness and the interaction with

online shoppers, in the canonical assessment models Zpg and Zq) , the value of the PR1-PR7
and OI1-0O12 were set as latent root causes. The results of calculations are shown in the Table9.
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Table 9 — Results of calculations the private immanent components of qualitative
measurement that influence online retailers’ MSMCP

Online retailer | FR1 | FR2 | FR4 | DR1 DR2 HA1 HA2
ZpR | 3.733 | 4.022 | 3553 | 3.282 | 3.388 4.031 3.361
Zo | 5.315 | 5315 | 3.764 | 3.898 | 4.606 5.315 4.606
Online retailer | HA3 | HA4 | HA5 | HA6 | DIY5 FR3 FR5
ZpR | 2638 | 3.720 | 4211 | 3.584 | 3.129 2.552 2.168
ZOI 3.677 | 4961 | 4.827 | 4.606 | 4.606 3.764 3.409
Online retailer | FR6 | DIY3 | DIY1 | DIY2 | DIY4 DIY6 DIY7
ZPR 3.106 | 3.782 | 3.766 | 4.088 | 4.169 3.194 3.423

ZOI 4,338 | 4559 | 5.181 | 4.693 | 5.315 4.338 4.300
Source: composed by the author

According to the results of the calculations, three groups of online retailers were
identified, depending on the influence of private immanent quality measurement components
on online retailers’ MSMCP. For this purpose, taking into account the minimum and maximum
value of impact assessment, three rating intervals were determined (Table 10).

Table 10 — Intervals for assessments

Influence ZpR Lo
Low (1) 2.168 < Zpg < 2.849 3.410< Zg, <4.045
Average (a) 2.849<ZpRr <3.530 4.045<Zn <4.680
High (h) 3.530< Zpg <4.211 4680 <Zq, <5315

Source: developed by the author

The Table 11 reflects the summarized results of dividing online retailers into three
groups depending on the assessments.

Table 11 — The assessments of the private immanent components of qualitative
measurement that influence online retailers’ MSMCP

Online retailer

Z
Z

Online retailer

Z
Z

PR

Ol

PR

Ol
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Tabl. 11 continued
DIY3 | DIY1 | DIY2 | DIY4 | DIY6 | DIY7

Online retailer | FR6

Z
ZOI

Source: developed by the author

PR g @

a a

Conclusions from this research and prospects for further developments in this
area. The results of the calculations indicate that online retailers of group 1 with a low
assessment of the influence of private immanent quality measurement components on online
retailers” MSMCP, do not fully take into account the influence of latent root causes (product
range competitiveness, interaction with online shoppers). This leads to online retailers
conducting a detailed analysis of the product portfolio and identifying reserves for its renewal
or differentiation; increasing the loyalty of online shoppers, in particular, increasing the number
of marketing communication Internet channels and marketing instruments with online shoppers
for communicating with them before and after online sales. Online retailers of groups 2 and 3
have, respectively, medium and high rates for the influence of private immanent quality
measurement components on online retailers’ MSMCP. For online retailers with an average
impact assessment, it is advisable to implement appropriate marketing efforts for increasing
degree of integration with the product category management system; market development
strategy; try to maximize the ever-changing individual needs of online shoppers. For online
retailers of group 3, it is advisable to follow the chosen action vector in the framework of the
marketing commodity policy.
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A.O. Hamopina, kaHo. eKOH. HAYK, HAYANbHUK BIOOLLY CMAMUCMUKU I AHATIMUKY SUUoi
oceimu, [THY «Incmumym oceimnvoi ananimuxuy (Kuie, Yxpaina).

Keanimamuena oyinka mapxemunzoeux YuHHUKIG 6nUGY HA YUDposull 6i3Hec.

Cucmemamu306aHo YACMUHHI IMAHEHMHI KOMNOHEHMU GNIUBY HA CUCmeM) YNpPAGIiHHS
Mmapxemunzo6oto mosapuoio nonimuxoro (CYMTII) ounatin-pumetinepie AKIiCHO20 GUMIPIOGAHHS MA
PO3podIIeHO 8ION0GIOHY IX apximekmouiky. 10enmugpixosano ramenmui nepulonpuyUnY QOPMyEanHs
CYMTII onnavin-pumetinepis, uo 0emepmiHyioms YaCMUHHI IMAHEHMHI KOMIOHEHmMU 6NAUBY AKICHO20
BUMIDIOBAHHSL, A MAKONC NOSCHIOIOMb KOPeayilo MIdic 8I0NOGIOHUMU O3HAKAMU MA 3MICIMOBHO iX
inmepnpemytoms. Po3pobneno kanoriuni MoOeni OYiHKU YACMUHHUX IMAHEHMHUX KOMINOHEHMIE 6NIUBY
Ha CYMTII onnaiin-pumetinepis, peanizayisi akux € @yHOameHmom Ol 2eHepy8aHHs OI€8UX
MAPKeMUH208UX piuleHb Ma 00CACHeHHS 8I0NOGIOHUX Yilel 34 PAXYHOK MOYK08020 YNPABIIHCHbKO20
enaugy. O6IpyHmMogano mMemoouyHuli nioxio 00 KAImamueHoi OYiHKU MAPKEMUH208UX YUHHUKIG, U0
8naUBAIOMb HA Yuposuil 6isnec. Pozpodaeno nponosuyii ma pexomenoayii 015 ounatin-pumeiliepis 3a
pe3yibmamamu anpobayii i anioayii MemoouyHo2o nioxooy.

KitouoBi cnoBa: uudpoBuii 0Oi3Hec, OHIAlH-puTeiliep, cUcTeMa YHpPaBIiHHS
MapKETHHTOBOIO TOBAPHOIO MOJITHKOI0, IMAHEHTHHI KOMITOHEHT, KAaHOHIYHA MOJICITb.
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