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STATE AND ECONOMY

UDC 339.92

ZHYLENKO Katherine, Ph.D., Assistant Professor
Dniprovskiy National University by Oles Honchar

DETERMINANTS OF GLOBALIZATION
PROCESSES

The essence of the concepts "globalization", "transnationalization" are explored.
Analyzed the genesis of integration processes of international business under the influence of
globalization. The hypothesis is advanced on the mutual influence of transnational corporations
and the globalization of the world economy. Basic vectors are represented territorial
diversification of subsidiaries of TNCs. The factors of formation of competitive advantage are
Jformulated and the stability of TNCs functioning under the influence of globalization processes.

Keywords: world economy, globalization, transnationalization, international business,
transnational corporations, competitive advantage.

Kunenxo E.  /lemepmunanmel  2100anu3ayuoHuelx  npoueccos. Hccieoosana
cywHocmy noHamui "enobanuzayus”, "mpanchayuonanuzayus’. Ilpoananusuposan zemesuc
UHMEZPAYUOHHBIX NPOUECCO8 MENCOVHAPOOHO20 Ou3Heca noo 6030elicmsuem 2100anu3ayull.
Buiosunyma ecunomesa o 63aUMHOM GIUAHUU MPAHCHAYUOHATILHBIX KOPNOpayuu u 2nobanu-
3ayuu Muposoti skoHomuku. IIpedcmaegnensl 0CHOBHbIE 8EKMOPbI MEPPUMOPUATLHOU OUBepCH-
Qurayuu ooueprux nodpasoenoe THK. Onpedenenvl chakmopsl (popmuposariss KOHKYpeHmo-
cnocobnocmu  u  cmabunvhocmu - yukyuonuposanus THK noo eosdeticmeuem enobanu-
3AYUOHHBIX NPOYECCOS.

Knwuesvie crnosa: MHUpPOBasi DKOHOMHKA, rn06am/133u1/1;1, TpaHCHaUOHAJIU3alus,
Me)K,HyHapOHHLIﬁ 6I/I3H€C, TpaHCHAIMOHAJIBHBIC KOPIIOpalnu, KOHKypeHTOCHOC06HOCTB.

Background. For the world economy, the permanent process of system
transformation, during which its base changes, is characteristic in new terms.
The world economy is transformed in globalized, and in the end — in global.
Within the framework of global economy, not a single national economy is
able to avoid international integration; it necessarily will be involved in
international economic relations, even in unprofitable undefined form.
These processes create new terms in which multinational corporations
develop today.

© Zhylenko K., 2017
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STATE AND ECONOMY

Analysis of recent researches and publications. Such founders as
Harold J. Berman, Vernon Lomax Smith, R.C.O. Matthews, Perlmutter,
Howard V., etc. have studied an economic nature of multinational corpo-
rations for the first time. According to L.S. Vernon’s approach, the "institute
of such complication and scalene, as multinational corporation, cannot be
described as having clear outlined intentions. A similar enterprise presents
coalition of interests, the members of which co-operate in a number of cases
to achieve common aims, and in other conflict concerning different
priorities" [1]. From such positions, presumably, in principle it is impossible
to select the category of TNCs as such and to set, whether the concrete
examined corporation belongs to TNCs.

American economist J. Fayerweather uses a term "multinational
corporations" in wide sense, characterizing "all corporations which directly
carry out the business operations more than in two countries thus".
According to his opinion, "participating of corporation in such international
operations, as an export, transmission of licenses and control of activity of
enterprises abroad, is, essentially, unique criterion" [2]. This approach also
does not enable expressly to define the category of TNCs, as concentrated
only at one limited aspect.

In his turn, R. Robinson has attributed to transnational a corporation,
in which a foreign enterprise in the aspect of both organizational structure
and conducted business operations becomes equivalent activity of maternal
corporation in the country of its origin (country-donor) [3]. In this case,
TNCs' management have aimed at distribution of corporation’s resources
without the account of national scopes for providing of maximally possible
achievement of the set aims of all corporation. However almost all accepted
decisions serve interests of only country-donor, because management and
domain assets of a head corporation continue to remain national.

There are many concepts and definitions of globalization process in
the modern research works. Joseph Stiglitz, an economist and winner of the
Nobel Prize defines Globalization as follows: Globalization "is the closer
integration of the countries and peoples of the world ...brought about by the
enormous reduction of costs of transportation and communication, and the
breaking down of artificial barriers to the flows of goods, services, capital,
knowledge, and people across borders". Thomas Friedman, political reporter
for the New York Times, defines Globalization in terms of PARADIGM
SHIFTS (table 1) [4].

Table 1
Paradigm Shifts from the Cold War to the Age of Globalization
Cold War Globalization
Division Integration (of nations, markets and technologies)
the Wall the Web
8% of world's countries have free markets | 28% of world's countries have free markets
Different cultures Global culture
Weight (megatons) Speed (megabits)
Power of nations Power of individuals, markets

6 ISSN 1727-9313. HERALD OF KNUTE. 2017. M 6




STATE AND ECONOMY

Charles Oman has defined the globalization as "Globalization" is the
growth, or more precisely the accelerated growth, of economic activity
across national and regional political boundaries. It finds expression in the
increased movement of tangible and intangible goods and services,
including ownership rights, via trade and investment, and often of people,
via migration. It can be and often is facilitated by a lowering of government
impediments to that movement, and/or by technological progress, notably in
transportation and communications. The actions of individual economic
actors, firms, banks, people, drive it, usually in the pursuit of profit, often
spurred by the pressures of competition. Globalization is thus a centrifugal
process, a process of economic outreach, and a microeconomic pheno-
menon"[5].

"People around the globe are more connected to each other than ever
before. Information and money flow more quickly than ever. Goods and
services produced in one part of the world are increasingly available in all
parts of the world. International travel is more frequent. International
communication is commonplace. This phenomenon has been titled
"globalization" [6].

In spite of deep research and considerable interest to the phenomenon
of multinational corporations and globalization process, a row of problem
is unsolved. In modern economic science single theoretical conception,
allowing explaining the mechanism of influence of multinational corpo-
rations on functioning of other subjects and subsystems of the world
economy, is practically absent, intercommunication and cross coupling
of TNC and globalizations have not been studied in detail.

The aim of the study is profound research and analysis of modern
tendencies of correlation of transnationalization and globalization processes,
and level of their influence on TNCs' competitiveness and stable
development.

Materials and methods. Methodological base of research was works
of Ukrainian and foreign scientists. Statistical and analytical materials
of international organizations legislatively are legal documents and
normative acts were used. In the process of research the following methods
were used: mathematical, analytical, abstractly logical.

Results. Because of globalization an economy acquires new distingui-
shing features: there is more close connection and interlacing between its
components, the processes of international motion of production factors,
commodities and services, international division of labor intensifies. There
is a great number of determination of categories of globalization and
transnationalization. In our research we have understood that globalization
is the process of growth of economic interdependence of countries of the
whole world. It's the result of increasing volume and variety of the
transfrontal moving of commodities, services and international streams of
capital, and also due to more rapid and wide diffusion of technologies,
because of what transformation of separate national economies is integrated
in the economic system (common economic space).

ISSN 1727-9313. HERALD OF KNUTE. 2017. W 6 7
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As agents, stimulant development of globalization, select international
financial, trade, economic organizations; multinational corporations and
banks; regional integration groups; leading countries of the world. Globa-
lization is the personal touch of modern world economy. Its key feature is
that production process acquires an international form (transnationalization).
The economies of most countries begin to be oriented on common standards;
there are over national control structures; there is mutual penetration of
different forms of capitals and countries (mainly due to strengthening of
process of transfrontal confluences and absorptions); institutional barriers
that impede an international economic exchange go down.

Globalization gradually integrates the national states in the single
world economic system, that is a threat to sovereignty of the states because
it (especially developing countries) increases the degree of mutual
dependence and cross coupling of the separate states on each other.
Consequently, there is a necessity of co-ordination of their activity in the
field of international economic relations. To research of what is going on in
a modern world economy processes of globalization it is necessary to select
a concept of "global economy", which can be considered as the modern
stage of development of world economy. A global economy is characterized
with intensification of international connections, strengthening of cross-
coupling and mutual dependence of subjects of international economic
relations (countries, integration groups, TNC etc.).

Thus, a global economy is the evolutional development of the world
economy. Such phenomenon as transnationalization is closely related to
globalization. It means that becoming TNC is in the process of expansion
of activity of national companies in a world economy. Transnationalization
is forming of the transfrontal system of production, sale, financial relations
with the purpose of effective mutual addition of external and internal
economic resources of national economies, what will be realized in the TNC
organizational form.

It could be supposed that transnationalization is process of adaptation
of production attitudes toward the international level of development of
productive forces (on the basis of the diversification of monopoly), and also
to that the concentration of production and capital of a country outgrows
national scopes and becomes the financial base of world economy in
general. TNC, aspiring to transnationalization of the activity for the receipt
of specific competitive edges of global activity intensifies the process of
globalization of world economy.

Extending the sphere of the activity to the scales of all world eco-
nomy, multinational corporations objectively affect integration processes,
strengthening them. However, exactly TNC is considered to be a product of
globalization, as arose up based on moving abroad production and capital,
active participation in the processes of IDW and international migration of
production factors. Therefore, TNC is the result of globalization of world

8 ISSN 1727-9313. HERALD OF KNUTE. 2017. M 6
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economy, but here, arriving at the abovementioned corporate aims, they
render the reverse affecting on the world economy, strengthening globa-
lization processes.

It conditions a hypothesis about the cross coupling of multinational
corporations and process of globalization of the world economies on each
other. For this reason, a multinational corporation is of ambivalent nature:
on the one hand, it is a part of national economic complex of basing country
and accepting country, and on the other hand, it is a component of world
economy, inferior to its laws of development and rendering reverse
influence on a world economy.

From our point of view, globalization of economy is an objective
process, which is related to deepening of interdependence and mutually
beneficial of different spheres of functioning of the states, international
regions, firms, markets of economic resources etc. in the conditions of
converting of world economy into global (globalized). A global (globalized)
economy possesses the single market of the economic goods, resources and
information. It features general liberalization, deregulation of markets,
modification of role of the national states and their associations, sharp
development of transport, communications, information technologies, high
rates of transnational production and capital. The main feature is active
strengthening of role of multinational corporations and them achieving
dominant position as independent subsystem.

One of key trends of globalization of the world economy is financial
globalization (forming of single outer financial space), globalization of
activity of the largest international companies, intensification of world trade,
revivifying of economy, and passing to the informative economy. Thus,
globalization shows up simultaneously on all levels: micro-, mezzo- and
macroeconomic. We emphasize that exactly on a micro level globalization
results in modification of strategy, tactic and model of organization of
TNCs' activity. At the same time, multinational corporations, modifying an
external environment in the process of the development, influence as
catalysts on the process of globalization already on a macro level, becoming
an independent world subsystem.

TNCs occupy almost all dominant industrial positions in the modern
world economy. Practically all TNC-leaders belong to the capital of the
largest developed countries (a "triad" is the USA, EC and Japan). For the
last twenty years, the number of multinational corporations and their
subsidiary subdivisions has grown sharply. For example, in 2014
nonfinancial TNCs controlled activity of approximately 860 thousands of
subdivisions in different countries; more than 2/3 of international companies
belong to the production sphere, 37 % to the sphere of services and 3 % to
extractive industry and agriculture. The dynamics of approximate number of
multinational corporations in the world economy after a twenty-year period
is presented in a table 2. This table allows making conclusion that for

ISSN 1727-9313. HERALD OF KNUTE. 2017. W 6 9
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indicated period of development of the world economy in the conditions of
globalization amount of TNCs' operating has grown more than 2 times, and
their foreign subdivisions more than 5 times.

Table 2
Dynamics of TNC amount and their subsidiary subdivisions in 2008-2015
Period Amount of the associated Amount of filial companies (branches),
companies, units. units.

2008 35000 150 000

2009 39 000 270 000

2010 52 000 510 000

2011 63 000 630 000

2012 64 000 670 000

2013 77175 773 019

2014 79 000 790 000

2015 82 000 860 000

Source: it has been made by author on the basis of UNCTAD World Investment Reports
(2009-2015). World Investment Report 2015 Investing in and low-carbon
economy. UNCTAD, UN. N. Y., Geneva, 2016.

The main specific development of multinational corporations in new
terms is their transformation in global (planetary) corporations, aspiring to
overcome the increasing degree of risk of entrepreneurial activity in the
swiftly modified world economy, being in the process of system trans-
formation. TNCs modify an organizational and economic structure and
strategy of activity with that to become more flexible and adaptive to the
changes of external environment, and at times and independently to modify
the functioning environment. The characteristic feature of modern global
economy is sharp growth of role of countries’ TNC in the emerging markets
(China, India, Brazil, Russia, South Korea, Singapore and other) into
separate industries. Their active foreign expansion is frequently accom-
panied with the conflict of interests with the national subjects of economies
of countries-recipients, and fierce competitive activity with TNC of
countries-leaders of the world economy.

In spite of active growth of developing countries” TNCs, TOP-100 of
TNCs of the developed countries (less than 0,2 % from their general amount
of TNCs' in the world economy) to date are controlled by 15 % combined
foreign assets of TNC. Their stake is more than 18 % of combined volume
of foreign sales of TNCs and 14 % of personal are emplyed in TNCs. The
TNCs' world distribution is presented in the fable 3.

The organizational and economic forms of multinational corporations
change after system transformation of the world economy. The international
diversified business consortiums, holding companies and diversified
conglomerates predominate today. The TNCs' associated companies remain
brain centers to all the production, economic and functional TNCs' activity;
however, a role of foreign filial subdivisions is modified. In particular, the
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value of TNCs' foreign filial subdivisions increases with creation and
withholding of global competitive edges, namely, in countries-recipients
global corporate brands move up actively, outsourcing develops, local
intangible assets are used, innovation products are developed and moved up.

Table 3
World distribution of the associated companies and TNC's foreign filials
Amount of ;?trSh;rlre 101 in Amount of Aniha/rre Oif N
the TNCy til(;ugenz,rafiu(;nber foreign filial ci(r)ll{chggerelir;
Country/region ca(frslfcaiigzcsi of the TNC's (Cl;)r r;fjﬁlég)s number of the
ulljli ts ’ associated units > | TNC's foreign
companies, % filial, %
Developed countries 58 783 71.6 366 881 454
EU-27 43492 53.0 335577 41.6
USA 2418 2.9 5 664 0.7
?oeuvlftlr‘i’ssmg 21425 26.1 425 258 52.7
Africa 726 0.9 6 084 0.8
Republic
of South Africa 261 0.3 769 0.1
Latin America, 3533 4.3 39 737 4.9
Brazil 226 0.3 4172 0.5
Asia and Oceania 17 146 20.9 379 437 47.0
China 3429 4.2 286 232 35.5
South Korea 7 460 9.1 16 953 2.1
South-East European
countries and UIC 1845 2.3 15224 1,9
Ukraine — - 1176 -
The whole World 82 053 100.0 807 363 100.0

Source: it has been made by the author using the World Investment Report 2015.
UNCTAD, UN. N. Y., Geneva, 2016.

System transformation of economy renders destabilizing influence on
competition positions of multinational corporations. It means that a compe-
tition between TNCs and other subjects of world economy becomes
tougher; it moves from the national level to the global one.

A result is the change of the behavior function of practically all
subjects of global economy, forming of new markets, emergence of the
intergovernmental adjusting and affecting multinational corporations,
increasing aggressiveness and diversification of competitive activity.

Thus the characteristic feature of markets on which multinational
corporations is operating is their monopolization, and in most cases,
oligopolization. System transformation of economy has resulted in the sharp
growth of the value of small group of top-TNCs in the global markets.

A negative moment here is that multinational corporations, aiming to
minimize competition in the conditions of oligopolizated markets, provoke
own stagnation and decline of adaptation, that exposes to the threat of their
ISSN 1727-9313. HERALD OF KNUTE. 2017. W 6 11
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stability in periods of the global crisis phenomena. Swift globalization in all
industries of world economy induces TNCs to modify the strategies towards
the capture of maximally possible global market share in the long run and
innovative products, without depending on a particular branch or regional
specialization.

Formation of globalized enterprise environment results in greater
value of global macroeconomic events and progress trends, in particular
case global economic crisis, for development of multinational corporations.
During all period of existence of multinational corporations, their quantity
has a tendency to increase. According to international statistics data,
distributing structure of TNCs gradually changes in the world. Information
on TNCs' distribution in 2010 and 2015 is shown in table 4.

Table 4

A structure of multinational corporations’ location in the world economy

Amount of foreign filial
companies (branches)
in the region, units

Amount of the associated
companies, units

. 0 .
Region (% from an incurrence) (% from an incurrence)
2010 2015 2010 2015
Developed industrial 45077 58 783 102 560 366 881
countries (73.19) (71.6) (11.06) (45.4)
Developine countries 14192 21425 580 638 425258
ping (23.05) (26.1) (62.64) (52.7)
Central-East European 2313 1845 243 750 15224
countries (CEC) (3.76) (2.3) (26.30) (1.9)
61582 82053 926 948 807 363
The whole World (100) (100) (100) (100)

Source: UNCTAD World Investment Report 2010: The Shift Towards Services, 2011. —
Annex table A. 1.2; World Investment Report 2015. UNCTAD, UN. N. Y.,
Geneva, 2016.

From table 2 and 3 it is possible to see the unevenness of distribution
of the associated companies and TNCs' foreign subdivisions on the groups
of countries. Thus in the last few years there is a sharp reduction of TNCs'
stake of transitive economies, that is conditioned by many countries of CEC
becoming the developed ones after they have joined the European Union.

In the number of all multinational corporations the so-called "Selected
500 Club", in which 500 largest TNCs are included, control up to 90 % of
all lines of foreign investments. They have produced the greatest share of
TNCs' products; having control of above 80 % of countries and 25 leading
TNCs of CEC countries.

Total assets of 100 largest TNCs made up 6.9 billion USD at the end
of 2015. About half of them (48.1 %) is concentrated outside the basing
countries of the associated companies. It is necessary to mention that both
total and foreign TNCs' assets grew by about 12 % compared to a previous year.
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STATE AND ECONOMY

The combined employment by 100 largest corporations was 14.3 mil-
lion workers in 2015 (49 % in foreign branches), and total volumes of sales
of corporations were 4.7 billion USD, 57.5 % of sales were carried out by
foreign subdivisions. There was an increase of all TNCs’ indices in relation
to a previous year, except for insignificant (by 2.8%) reduction of workers
number in TNCs' foreign branches.

Overall, in the nineties of the 20" century and at the beginning of 21*
century a steady tendency is noticeable to increasing of assets volumes,
sales and workers number in TNCs, thus it is possible to draw a conclusion
about the constantly increasing role of multinational corporations in all
spheres of the world economy.

Conclusion. Due to taking advantage of the global scale of TNCs’
activity stability is provided to the crisis phenomena in the world economy
and national economy (recipient country or basing country). TNCs' stability
implies a long-term achievement of stable result of activity (absence of
sharp vibrations of indexes of profitability, to profitability etc.).

International commercial operations promote stability of corporation.
The mechanism of this phenomenon consists in coverage of losses of sub-
divisions of corporation in one countries by the income of subdivisions in
other. Thus, due to an income got in one foreign subdivision, TNCs can mini-
mize losses of other branches or the associated company in the basing country.

Globalization is one of the most difficult economic processes. It is
stipulated by the development of transnationalization in the world economy.
The process of communication between transnationalization and globa-
lization of the world economy has stipulated the process of geoecono-
mization, so all national economies, without an exception, have been drawn
into the modern transformation processes.
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Kunenxo K. /lemepminanmu znoéanizayiiinux npoyecie.

Ilocmanoska npoodnemu. [l c6imogoi eKOHOMIKU Xapakmepuuti NnoCmiuHul
npoyec cucmemnoi mpancgopmayii, wjo 3MiHIOE camy ii OCHO8Y 8i0N0GIOHO 00 HOBUX YMOS.
Oonum 3 npukiadie maxoi mpaucgopmayii € enobanisayis. B pamxax enobanbHoi
EKOHOMIKU He ICHYE IHCOOHOI HAYIOHANbHOI eKOHOMIKU, SIKA MOXCe VHUKHYMU MIDHCHAPOOHOT
inmezpayii; Koxcna 00608'13k080 6yOe 6KIIOYEHA OO0 Heil, Hexall HA8imb ) 30UMKO8iti abo
HeeusHaueHitl Gopmi. Li npoyecu i cmeopiowms HOBI YMOBU, 6 SKUX DPO36USAIOMbCS
mpanchayionanvui kopnopayii (THK).

Memoro Oocniodcennss € noznubnene 6USYEHHsE MA AHANI3 CYYACHUX MeHOeHYill
Kopenayii npoyecie mpancHayionanizayii ma enobanizayii, ix eniugy Ha popmyeants pieHs
KOHKYDEeHmMOCnpomodicHocmi ma cmabinohocmi pozeumxy THK.

Mamepianu ma memoou. Memooonoeiuny 6a3y 00CHIONCEHHA CIMAHOBUNU HAYKOBL
npayi GIMYUBHAHUX, 3aAPYOIXCHUX 6YeHUX ma NposiOHUX axieyis, cmamucmuyHni U
AHANIMUYHI Mamepianu MIDCHAPOOHUX Op2aHi3ayill, 3aKOHO0A840-NPABOSI OOKYMeHmMU ma
HopmamueHi akmu. Y npoyeci 00Cai0H#CeHHs BUKOPUCTNIAHO MAMEMAMUYHUL, AHATTMUYHUILL,
abcmpaxmmo-n02iuHuil Memoou.

Pe3ynomamu oocnioxcenna. Pozwuproouu cgepy ceoei disnbhocmi 00 macuimaois
CBIM0B020 20CNOOAPCMBA, MPAHCHAYIOHATbHI KOpnopayii 06'ekmuHo @nausaioms Ha
inmeepayiuni npoyecu, niocumowuu ix. Ilpome came THK esasicaromvcs npooykmom
2nobanizayii, OCKIIbKU SUHUKIU HA OCHOGI NepemilyeHHs GUPOOHUYmMea i Kanimauy 3a
KOPOOH, AKMUBHOL y4acmi 6 npoyecax MIdCHaApoOH020 PO3NOOLLY npayi ma MidCHApOOHOI
miepayii wunnukie eupoonuymea. Omowce, THK ¢ pesyremamom enobdanizayii ceimosoi
EeKOHOMIKU, ane Npu YboMy, 00CA2AIOHU NOCMAGIEHUX KOPNOPAMUGHUX yinel, GOHU
30TUCHIOIOMb 360POMHY 0§10 HA C8IMO8Y eKOHOMIKY, RIOCUTIOIYU 2100ani3ayiiHi npoyecu.

Bucnoexu. 3agosaku suxopucmannio nepesaz 2100a1bHO20 MaAcumady OisibHOCMI
3abesneuyemoca cmitkicms THK 00 kpusosux ssuwy y c8imositi ma HAYiOHANbHIl
exoHoMiyi (nputimarouoi Kpainu abo Kkpainu 6a3ye8anHs,).

Hio cmiuxicmio THK posymiembca 00820cmpoxose 00CACHeHHA CcmadiibHO20
pe3yabmamy OBLIbHOCMI  (8I0CYMHICMb  PI3KUX KOJIUBAHL NOKAZHUKIE NPUOYMKOEOCHII,
peHmabeIbHOCmi moujo).

Came MIJCHAPOOHI KOMeEpYItHI onepayii nidsuwyioms CMIUKICMb Kopnopayii.
Mexanizm yvoco ssuwa nonsieae 6 NOKpummi 30UmMKi@ Niopo30inie Kopnopayii 8 O0OHUX
Kpainax npubymxom niopo3oinie 6 inwux. Takum yunom, 3a805Ku NPUOYMKY, OMPUMAHOMY
00HuUMu 3apybixchumu niopozoinamu, THK mooicyme minimizyeamu 30umxu, sKi 3a3HaA0mMs
iHWi ab0 MamepuHcoKa KOMNAHIA 8 KpAiHi 6a3y8aHHS.

Knwuoei cnosa: cBiTOBa eKOHOMIKA, TII00aNI3allis, TPAaHCHAITIOHAI3AIIis, Mi)KHA-
pomHwmii 6i3HEC, TpaHCHAIIOHAIBHI KOPIIOpaIlii, KOHKYPEHTOCIIPOMOKHICTb.
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IMPORTANT ASPECTS
OF THE FUTURE GERMAN POLICY

The main problems of socio-economic, demographic and immigration policy
of Germany were considered. Possible ways of solving current problems in the context
of electoral programs of the most popular political parties of Germany were predicted.
There was made a conclusion that the main problems may be solved by the way of
strengthening the European integration, reforming of separate directions of social policy
and introduction of the appropriate educational programs.

Keywords: German federal elections, demographic gap, immigration, global
warming, European integration policy, digital revolution.

Jdanz @pany Ilemep. Badxicnvie acnexkmor 0yoywieii noaumuxu I'epmanuu.
Paccmompenvl  ochosHble npobiemvl COYuaAnbHO-IKOHOMUYECKOU, Oemozpagpuyeckol u
ummuepayuonnou noaumuxu Iepmanuu. CnpoeHo3uposanvl 803MOJICHbIE NYMU pPeuleHus
AKMyaibHelX npobieM 6 KOHmeKcme U30UpAmenbHblX NpocpamMm Hauboiee NONYIAPHLIX
noaumuyeckux napmuti I epmanuu. Coenan 8bl600, Umo 0CHO8Hbie NPOOIeMbL MOZYM Oblmb
paspeutenvl nymem yKpenieHus e8pOonelickoll unmezpayul, pegropmuposansi OmoeabHbix
HanpagneHuti COYyUanbHOU NOAUMUKY U 6HEOPEHUSL COOMBENCMBYIOWUX 00PA306aAMENbHBIX
npocpamm.

Knwuegvie crnosa: nemeykue gpedepanvHuie b100pul, demozpaguueckuti Kpusuc,
ummuepayus, 2100aibHoe nomenieHue, NOTUMUKA e8ponelcKol unmespayuy, yugpposas
pesomoyus.

Background. This paper focuses on the actual political situation in
Germany. It aims to analyse the main future problems the policy has to
solve. For current reasons we focus on the actual political difficulties to
build a stable government.

Materials and methods. The analysis is based on material from the
actual programs of the political parties, the announcements of their leaders
and the actual discussion in the media an in political economic analysis. As
method we use thinking based on normal human sense.

A new political landscape or a crisis of single persons? At first
glance it seems that the federal elections have changed the political
landscape. But this is not the case The Debate of the elections in the media
has largely focused on the AfD (Alternative for Germany) and the
aggressive rhetoric of its leaders. But political analysts found that nearly
fifty percent of the AfD voters protest against the immigration policy of the
federal government based on a coalition of Frau Merkel's CDU/CSU
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(Conservatives) the biggest looser of the elections and of SPD (social
democrats), looser No. two. The Polls show the rise of the AfD mainly
pushed by the impression that the German state has lost control over refugee
immigration. Mistrust especially against CDU/CSU Merkel has also pushed
the popular assurances that the reception of refugees would relieve Germany
of any economic burden. The ruling coalition lost many votes (but was not
voted out!) and with the AfD a party has moved into parliament, provoking
with right-wing populist slogans. But the AfD ultimately received not more
than 13 percent of the votes and will not be involved in any formation of
a government.

The rise of right-wing populist parties is actual the case in nearly all
European Countries and also Germany has a tradition of such parties since
the early fiftieth. The potential for such ideas lies between 15 and 20 % of
the voters. The majority of the Journalists and the young politicians may
have forgotten that fact. This forgetfulness may have caused a lot of
excitement, but nothing more! So no fundamental change in the political
landscape has happened.

The distribution of seats in parliament would allow two stable
governmental constellations for a majority in parliament. The first one is the
so called "Big Coalition" between CDU/CSU and SPD, which was in power
during the whole last election period and was very successful. It would have
the necessary majority to from a stable government and has a number
qualified politicians with great experience. The majority of the voters would
prefer such a coalition. But Schulz the luckless leader of the social
democrats declared on the elections eve in a rigorous manner the unwillin-
gness of his party to continue the "Big-Coalition". Experts knowing the SPD
think this declaration shows neither the opinion of the majority of the party
nor the opinion social democrat members of the parliament. Opinion polls
say that this was also not the opinion of the majority of the voters.

An alternative could be a coalition of the conservatives (CDU/CSU),
the greens and the liberals (FPD). The Media call it "Jamaica coalition" named
after the traditional colours of the German Parties "black" (CDU/CSU),
"green" (Green Party) and "yellow" (Liberals, their real colours are "blue
and yellow") equal to the colours of the Flag of Jamaica. But after six weeks
of consultations, this parties actually failed in their discussion to form
a coalition. Surprisingly to the public the Leaders of the Liberals came to
the result, that it would be impossible to step in a government with the
Green. The political goals of the two parties would differ too much.
Therefore, the leader of the Liberals Lindner ended the consultation of the
four parties and made a Jamaica Coalition impossible.

Fact is, that the decisions of Schulz (SPD) and Lindner (FDP) brought
the new elected parliament in a situation in which a majority to build
a stable government does not exist. Also Chancellor Merkel (CDU/CSU)
is considerably weakened because she failed in the attempt to organize her
new coalition.
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This is a situation the modern German democracy did not see in its
whole history since the end of the war. So it is not surprising that the public
is very disappointed and shocked by the fact having a parliament with
a majority of 87 % democratic oriented members which is even unable
to form a governmental majority; this is just a scandal!

Actually (November 2017) it seems, that a growing pressure on
leading social democrats will lead to a change in the strategy of the party
into the direction to a new coalition with the conservatives. If that will not
happen, new elections will be necessary, without knowing what their final
result may be. Especially the risks for the social democrats and the liberals
to loose voters in that election would be great. The small liberal party may
be again pushed out of parliament.

Nevertheless, the political situation is not a problem of the political
landscape, because the elections did not lead to this situation. It is caused by
the incompetence and ignorance of political leaders who lost any sense for
reality but can (should) easily be exchanged by their parties.

Regardless of this, Germany faces real problems that need to be
solved, regardless of which parties the government will provide. On the
following pages we will look at some central issues.

The upcoming political problems in Germany. The immigration
problem and the demographic Gap. The future immigration policy will be
one of these problems. It has to be seen against the background of
demographic change.

Low birth rates and an aging population will lead to a noticeable
shortage of skilled labor in Germany over the next years. The federal
statistical office, politics or population and labor market experts — everyone
agrees that due to demographic change, Germany will soon be missing more
and more workers. This is called the demographic gap of Germany.

The demographic gap [1] is the difference between birth rate and
death rate that develops when a country undergoes demographic transition.
As a country develops and the living conditions improve, there is first a
decrease in the death rate. But the birth rate continues to remain at a high
level. This form of the demographic gap results in an increase of the total
size of population. The demographic gap is maintained till the birth rate and
death rates become equal and the population size becomes stable. Sooner or
later modern life style may lead to a decrease of the birth rate under the
level of the death rate. Consequence is now a decreasing population. This is
the case of Germany today. To keep the population constant would need
a net immigration more than 300 000 immigrants per year [2].

As an important consequence a shortage of skilled workers is likely to
be felt from 2020 onwards. Labor force potential will decrease by around
3.5 million people by 2025 — even on favorable conditions such as further
increases in the employment rates of women and older people and an annual
net immigration of 100 000 people. Workers from abroad can also ease
bottlenecks in the labor market.
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In 2011, almost 280 000 more people came to Germany than moved
away. Most of them came from Eastern Europe and had a good education.
Between June 2011 and June 2012, the number of employee’s subject to
social security contributions increased by almost 116 000 to a total of
809 000 persons [3].

But the actual immigration from Africa and the Middle East differs
from these migrants from Eastern Europe by cultural background, religion
and qualification. So the structure of the immigrants has changed
fundamentally [2].

Polls say that the majority of the public wishes to restrict immigration.
On the other side Germany should actively seek qualified immigration and
must offer those who have successfully completed vocational training or
employment refugee prospects a chance to stay. To find out who is the right
immigrant is not easy. However, it is necessary to organize future
immigration by an immigration law. As a result, the population must once
again be able to trust that the German state can control who comes to
Germany from countries outside the EU. At the same time, it must be made
clear that the Immigration act is also a law limiting immigration. This
problem could be a time bomb for the future government.

Climate policy and development aid. An agreement is also difficult
in the field of climate policy. It is clear that Germany must fulfill its
commitments to reduce CO2 emissions. Controversial is the discussion on
the right way there. The Greens want, for example, that from 2030 no more
cars with internal combustion engines are allowed. The Liberals thing
selective interventions like the ban on internal combustion engines are
counterproductive. Experts say a better approach would be to include road
traffic in the emissions certificate system, because emissions could then be
cut where the costs are as low as possible.

Furthermore, with the combustion engine, there is a very dynamic
development towards low-emission or even emission-free technologies. Its
development would be good for the innovative German automotive
industry. The extent to which electric drives work as a nationwide solution
is currently unclear. Which drive technology achieves the climate goals at
the lowest cost ultimately has to be reflected in a competition in which
environmental pollution is blamed on the polluter (trading of emission
allowances). Climate policy will only meet sustainable social acceptance if
it avoids unnecessary costs [4]. These are some of the reasons why the
consultations of Jamaica failed.

Global warming also is a special aspect of globalisation, because it
creates social problems in many of the developing countries and pushes
emigration to the Europe, which is not the immigration European countries
need. Germany alone can do virtually nothing to limit it. So it is necessary
to work together with its European partners to achieve global climate
protection agreements.
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A higher development aid to the home countries of the emigration
countries could also help to solve the immigration problem. But it must be
combined with concrete programs to reduce social problems in combination
with programs for sustainable environmental protection which at the same
time create livelihoods. This should be done within an international
framework.

European Integration and Monetary Policy. In European politics
all parties agree that Germany has a great interest in stabilizing and further
developing the European Union. It is also clear that the EU should further
deepen the internal market and open up new fields of cooperation. Europe
needs to prosper so that it can continue to fulfill its role as a stabilizer of the
global economy. Examples are the foreign and the security policy and
further the development aid. A more intensive cooperation in the
procurement of military equipment could relieve national budgets.

A further problem lies in the policy of European monetary union. In
the election, the Greens accused the federal government of skimping on the
EU budget, insisting on a one-sided austerity policy. Thereby obstructing
debt relief for Greece, Eurobonds and public investment and thus deepening
the division of Europe. Accordingly, the Greens demand more funds for EU
investment and aid pots and European unemployment insurance. The
Liberals insist on compliance with debt rules and proposes to establish
a procedure for bankruptcies and an orderly exit from the Eurozone, where
the leaving country can remain an EU member. But this would lead to an
economy disaster in most of the cases [5]. The CDU/CSU is in a middle
position excluding the pooling of debt and wants to create a European
Monetary Fund to monitor European debt rules more consistently than the
European Commission has done. These are also some of the reasons why
the consultations of Jamaica failed.

Really important for the future of the Eurozone would be that banks in
the future hold less government bonds of their own countries and hold more
capital. Instead of a comprehensive procedure for sovereign bankruptcies,
accountability bonds should be introduced. These are subordinated bonds,
with which countries must finance the part of their current budget deficits,
which exceeds the agreed in the fiscal pact limit of cyclically adjusted
0.5 percent of gross domestic product. This would strengthen incentives for
sound fiscal policy and better protect taxpayers from being held liable for
the excessive debts of other euro area countries. At the same time, the
destabilization of countries that have accumulated high debts in the past
would be prevented [6].

French president Emmanuel Macron has laid out his vision of the
future European Union that he said offers the bloc’s population real
sovereignty to defend their interests and project their values in a globalized
world. His government detailed a wide range of proposals for future
European policies including defense, migration, universities, intelligence
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and asylum, as well as a new joint office to invest in innovations, a
European prosecutor to fight terrorism and an industrial program to foster
clean vehicles. In his view, common actions should also include a European
financial transaction tax, harmonized corporate taxes and a shared floor for
carbon price. "Europe needs to be an economic and monetary power and is
needed to fund investment and absorb economic shocks" [7].

With Macrons last points, the conservatives and the liberals do not
agree. So we will look forward to interesting negotiations between Germany
and France about the future of the integration of the "Fiscal Union of
Europe".

Globalisation and Tax Policy. Another important challenge is
globalisation. Its effects range from growing trade and capital flows, global
information and data exchange to political refugees and poverty-induced
migration. In recent decades Germany economically has benefitted from
globalisation. But internationalisation reduces the opportunities for political
action at a national level. This is partly because Germany is a member of the
EU and has signed several international agreements. On the one side,
growing cross-border mobility means high competitive pressure both as
a business location and in terms of taxation and social policy [2]. Germany
has an interest in companies investing in the country and creating as many
highly-paid jobs as possible.

At the same time, Germany stands to benefit from immigrants with
above-average qualifications who earn such high income levels that they
pay more in taxes than they receive in state benefits. To attract capital and
qualified immigrants, Germany has to offer attractive taxation conditions.
This also means that the potential for redistribution via taxation is limited.

Germany 1is still in a position to finance one of the world’s most
developed welfare states. But in a highly globalised economy, the idea that
problems in social security systems can primarily be solved by higher
subsidies financed by general tax revenue, is an illusion. If investors and
highly qualified individuals are taxed too heavily they will leave and if the
government also offers generous social transfers, then it will attract
individuals who rely on such benefits. In the long term this will lead to the
collapse of the welfare state [8].

To remain competitive as a location, Germany must reform its
corporate taxation. The US want to reduce the US tax rate to corporate
profits from 35 to 20 percent. France has announced that it will abolish
wealth tax and cut taxes on corporate profits significantly. The UK and
Sweden have also announced tax reduction on investment. Germany will not
be able to avoid this tax competition. In fact, the forthcoming reforms
should not only bring tax relief, but also prevent certain sectors — for
example digital businesses — from fully avoiding taxation [4].

Digital Revolution. Actually Germany is hovering between enthu-
siasm for nationwide "fiber expansion" and fear of the growing power and
consequences of new Internet companies like Uber and Airbnb.
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A nationwide fiber optic network would be expensive and inefficient. An
expansion should be concentrated in regions where this infrastructure is
really needed. A regulation of the digital economy should combat abuse, but
not hinder new business models. Here it is important to avoid mistakes.

Germany's digital economy, its information and communications
technology (ICT) sector and the internet economy — was only ranked sixth
out of ten countries with 53 of a possible 100 points by the international
2016 DIGITAL Performance Index [9].

Germany's ranking also reflects its technical and economic envi-
ronment despite an above-average performance in individual areas. The
intensity of use of new digital technologies and services is high in the
private sector but underdeveloped in the public sector!

The German ICT sector generated revenue of € 223 billion in 2015,
making it the fifth largest market after the USA, China, Japan and the UK.
It accounts for 4.7 percent of commercial value added, ahead of mechanical
engineering and behind transport and logistics, with gross value added of
€ 99 billion. Revenue generated by the German internet economy continues
to grow. At € 111 billion or € 1.379 per capita, it is ranked fifth in the world.
The German digital economy enjoys clear competitive advantages such as
market access, strong demand and the links between ICT and other areas of
the economy [9].

Its greatest weaknesses are the shortage of skilled workers, the
network infrastructure as well as the slow response of regulatory bodies to
new digital requirements. Existing strengths can be expanded by focusing
on promoting innovative applications such as the internet of things and
smart services. Robotics, sensor technology and big data should be second
priority. The key policy demands of the commercial economy mainly relate
to the expansion of broadband coverage and the timely adaptation of
the regulatory framework. Government funding is needed to digitalise the
"Mittelstand".

The legal framework must be quickly adapted to the rapid technical
and economic change on an ongoing basis, particularly with respect to data
protection and data security. The decision-makers responsible for the legal
framework must receive better and continuous training on creating
a suitable environment for innovative business models. The value of data
must be consciously treated as an opportunity. Analyses should benefit
customers, for instance to improve patient well-being in healthcare. Here,
too, the government must create the appropriate framework [6].
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Jane @pany Ilemep. Basxcnusi acnekmu maindymnuooi nonimuxu Himeuuunu.

Ilocmanoska npoonemu. Posenanymo ocHo6HI npobiemu COYidIbHO-eKOHOMIYHOI,
democpagiunoi ma immicpayitinoi nonimuku Himeuuunu.

Memoto cmammi € 8USHAYHHA NOMEHYIANY BUPIUEHHS HASABHUX NPOOIEM KONCHUM 3
MOJICIUBUX HOBGUX YPAOI68 y KOHMEKCMI 6UbOOpUUX NpocpaM HAUOIIbW NONYIAPHUX
noaimuunux napmiu Himeuuunu.

Mamepianu ma memoou. Ananiz 6azyemvcs Ha NPOSPAMAX NOJMUYHUX NAPMIL, 02010~
wenHsIx ix 1idepie ma akmyanbHux 0620680pens 6 3acobax Macosol ingopmayii ma Hayyi.

Pesynomamu 0ocnioycenna. Bcmanoeneno, wjo 011 noO0ONAHHA HE2AMUBHOZ0
enaugy Oemocpagiunoi Kpusu, wo cnocmepicacmoca y cyyacrii Himeuuuni, nHeobxiona
npozpama 3anyyeHHs KeaNiQhiKo8AHUX IMMIZDAHMIE — HA NPOMUBAZY COYIANLHO MOMUBO-
8amill iMmizpayii, AKa Nepesanmasdcyc coyidanvry cucmemy. 3anponoHo8ano pospodoumu,
V3200Uumuy ma 3anpo8aoumu MidCHaApoOHy Y200y Npo 2100aNbHUU 3axucm Kiimamy O
3MeHUleHHs NOMOKi8 iMmiepayii 0o Kpain €epocorozy. Ilpu yvomy eaxciugo epaxosysamu
"Egponeticokuil QickanvHuil cor3" ma MaudymHio MiZCHAPOOHY NOOAMKO8Y KOHKYPEHYIO.
Apaymenmosano, wjo po3eUmoK cexmopa yugppoeoi eKoHomixu, iHGOpMayitiHoO-KOMYHI-
KAYiliHUX ~MexXHON02il NOmpioHO CcnpaMyeamu Ha 3a0e3nedeHHsi KOHKYPEHMOCHpPO-
MOJUCHOCMI EKOHOMIKUL.

Bucnosku. Busnaueno Mmoxiciugi wiiaxu GUPIMEHHA PO32AHYMUX NPOOTeM.
3pobaeno 6ucHo8oK, o ocHoerHi npobremu cyuacuoi Himeuyunu mooicymo 6ymu supiwieni
SYCUMIAMU CMADIILHO20 YPAOY WLIAXOM 3MIYHEHHA €8ponelicbkoi inmezpayii, pedopmy-
BAHHA OKPEMUX HANPAMKI@ COYIANbHOI NOTIMUKU MA 8NPOBAONCEHHS 8i0N0GIOHUX OCBIMHIX
npozpam.

Knwuoei crosa: Himeupki denepanbHi BHOOPH, aeMorpadivyna Kpusa, iMMirpa-
1is1, TI00aTbHE MOTEIUTIHHS, IOJITHKA €BPOTEUCHKOT IHTEeTpallii, (g poBa PeBOIIOLIS.
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STRUCTURAL POLISEMANTICITY OF
THE RESORT-RECREATIONAL SPHERE

The article is substantiation of the actual importance of systematic scientific
studying the resort-recreational sphere as a socio-economic and regional component of the
national economy. There has been grounded the needs for a systematic analysis of the
currently available approaches to structurisation of the recreational, touristic-recreational,
resort-recreational and touristic systems. A particular personally developed model of the
resort-recreational system has been suggested and justified.
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Beomuov H., Pomanuyk JI. Cmpykmypuas noaucemMaHmu4HoCmb KypOPMHO-
Ppexpeauuonnoii cghepvl. O60CHOBAHO AKMYANbHOE 3HAYEHUE CUCMEMAMUYECKOU HAYYHOU
OesimenbHOCIU 0 U3YHEHUIO KYPOPMHO-PEKPEAYUOHHOU chepbl KaK COYUANbHO-IKOHOMU-
YeCKoUl U pecUOHANLHOU COCMABTAIoWel HAYUOHATbHOU dKoHOMuUKY. Onpedenenvt nompeo-
HOCMU 6 CUCTEeMAMUYECKOM aHANU3e UMEIOWUXCS 8 HACmosiyee 6pemsi N00X0008 K
CMPYKMYPUPOBAHUIO PEKPEAYUOHHBIX, MYPUCTHUYECKO-PDEKPEAYUOHNBIX, KYPOPMHO-PEKpe-
AYUOHHBIX U mypucmuyeckux cucmem. Ilpeonodicena modenv KypoOpmHo-peKpeayuoHHoU
cucmemol.

Kniouesvie crnoea: kypopm, KypopmHo-pekpeayuoHHas cgepa, pekpeayuoHHas.
cucmema, mypucmuyecko-peKpeayuortas cCucmema, KypopmHo-pekpeayuorHas cucmemd.

Background. Development of the resort-recreational sphere uniting
the market aspects of the economically-socially-oriented objectives of the
society development should be in correspondence with the up-to-date global
processes, take in consideration their fundamental trends and contradictions.
Structural components of the resort-recreational sphere (arrangement facili-
ties, the restaurant economy institutions, transportation, etc.) have not
developed properly in terms of infrastructure), they are lacking sufficient
provision with resources, efficient organisation of developing business
processes, production and organization of consumption of the resort-recrea-
tional services, so as to fulfill successfully their functional socio-economic
objectives. Besides, due to an expert assessment of the Statistical Commi-
ssion of the United Nations Organisation, in 2016 above 201m tourists
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travelled, while prognoses show that by 20130 that characteristic will amount to
the annual level of § 1.8 milliard, which is 7 % of the global export, one out
of eleven working places, and 10 % of the world’s GDP [1]. According to
the expert assessment of the Universal Touristic Organisation (UNVTO),
during 2005-2016 that will contribute to the economic growth of the
volume of the national touristic and recreational resources and to the trends
to rising the internal touristic streams. The resort-recreational sphere as
a sort of an economic activity has potential capabilities to increase the
incomes by 2.2 to 7.3 % annually [2]. The multifacetness of the resort-
recreational sphere as a socio-economic and regional element of the national
economy makes it possible to consider this sphere from the point of
a systematic approach, so as to provide a more detailed study and a complex
analysis of the problem.

The resort-recreational sphere as a systematic object for its scientific
studying has been formed quite recently. Though the scales and the variety
of aspects of this global socio-economic phenomenon make it interesting for
scientists. This means that we observe a structural polisemanticity of the
resort-recreational sphere. The point is that determination of orienting marks
in the development of the resort-recreational sphere accounts for perception
of its structural polisemanticity, which can be characterised by different
levels of a mutual qualitative dependence and by a quantitative intensity of
manifestation of the structurally functional parameters of the development
of the resort-recreational sphere in the glocal terms.'

Analysis of recent researches and publications. Studying the struc-
tural elements of the resort-recreational sphere, touristic industry, and the
recreational, touristic-recreational, resort-recreational and sanatorium-resort
complexes and systems, as well as the geography of recreational complexes,
theory of recrealogy, optimisation of the recreational activities aiming at
satisfaction of the health-improvement and resting of the population were
subject matters in a number of works written by such outstanding Ukrainian
and foreign scientists, as A. Mazaraki, T. Tkachenko, S. Melnychenko, O. Ko-
lesnyk, O. Bohadurov M. Oboronin, O. Nikolayeva, D. Dipin et al. [4-10].

It should be noted that the spatial polisemanticity of the resort-
recreational sphere is found in many types of territorial systems. No one of
the above said work by foreign and national scientists has not formed
a unique approach to the nomination and to the elementary and
correspondingly contextual details of different types of recreational systems,
including here also the resort-recreational one. So it seems reasonable to
express our supposition, that, when dealing with the problem of the
structural polisemanticity, a scientifically substantial is the idea, that the

' To demonstrate the inseparable nature of the process of globalisation and
localisation, as well as that of the processes of integration and fragmentation, scientists use
the term "glocalisation" [3].
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resort-recreational sphere is characterized by certain irregularities and
structural specific features, and that it can be described with the help of a lot
of parameters defining its structure.

On the base of the above said, the aim of the article is formation of
a theoretical basis of the structural polisemanticity of the resort-recreational
sphere.

Materials and methods. Information on development indicators of
resort and recreational sphere and determination of their structural
polysemanticism served as materials of research. Common scientific and
special methods of economics are used research: generalization, comparative
and structural analysis, comparison, systematization, system analysis, etc.

Results. The primary and dominating conditions for formulating the
type of a recreational system shall be availability of recreational resources,
which define its specialisation. Under Article 1 of the Law of Ukraine "On
resorts" [11], a resort is an area that: has a legally set up specific status, is
digested, is under protection, has natural curative resources, is used for the
medicinal and prophylactic purposes, has a certain infrastructure making it
easier to use the curative resources. Hence, the term "a resort" implies
primarily characteristics of an area.

Bearing this in mind, a recreational system, the principal objective of
which is provision of curative and health-improving services, shall be called
a resort-recreational system.

It is reasonable within the framework of the formulated above purpose of
the article, to discuss the currently available approaches to the structure of the
recreational, touristic-recreational, resort-recreational and touristic systems.

The basic model of a recreational system was suggested by
V. Preobrazhenskiy [12, p. 53]. It is a complicated socio-geographical system
made up of mutually interacting subsystems: recreators, natural and cultural
complexes, technical buildings, the servicing personnel, management
organs, and which is functionally and territorially integral. But at the same
time, all the system components are mutually complementing one another
and interacting between themselves both at the horizontal, and vertical
(hierarchal too) connections.

Quite a multisided scientific approach to the analysis of a resort-
recreational system (RRS) was suggested by M. Oboronin. To the opinion
of this scientist, different approaches should be used when disclosing the
structure of various systems. For example, for making an analysis of
a natural socio-economic system the author singles out three principal sub-
systems: the community, the environment and the social medium [8, p. 251].

These subsystems also make up the structure of an environmentally-
socio-economic resort. It seems very useful to identify the communicative
relations between the recreators and the servicing personnel, for under the
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modern conditions of the RRS activities there is rising the role of the service
component as one of its competitive advantage.

Besides M. Oboronin underlines, that the information about a RRS
shall be detailed and considered in terms of their structural content, the
system of the currently available mutual interconnections and interaction.

The resort-recreational potential is a system made up of three elements
(the resort-recreational resources, the social sphere, and the organisation of
processing), which in different ways of the recreational activity can perform
the principal, auxiliary and provisional functions. The two first components
is a resource base, while the third one is a socio-economical element [8, p. 18].

We support the idea of our national scientist T. Tkachenko of the
clemental structure of the touristic-recreational, which shall include the
following: facilities for resting, medical treatment, entertainment,
institutions of the hotel system, beach complexes with all the equipment
required, that is all material elements which make it possible to provide
services for the people having a rest. T. Tkachenko also underlines, that it is
necessary to include into the system the personal elements of the people
engaged directly in servicing the people having a rest, or those of the
personnel of the enterprises, which directly contacts customers of the
touristic-recreational services due to the kind of their activity [13, p. 189].

The structural scheme of the territorial environmentally-recreational
system proposed by the scientists O. Nikolayev and D. Dirin, particularly
includes a subsystem of the touristic-recreational service, which
characterises a complex of the services, having been provided to the people
having a rest, while putting in practice their recreational needs [9, p. 66].

G. Simonian analyses the touristic-recreational complex as an econo-
mic system, which, due to the author, is a combination of economic
relations and institutions defining the nature of the functioning, and the
interaction of the economic subjects, which guarantee and make it possible
the provision of a touristic-recreational service. At the input of this system
there are the touristic and natural recreational resources, while at the output
of that — the touristic recreational services and their accompanying goods
and commodities [14, p. 65].

In the social aspect functioning of a touristic-recreational complex
depends on the needs of people to have a rest, a treatment, a resort
rehabilitation, and to restore their physical, emotional and intellectual
energy. Therefore, studies of the national scientists are mainly focused on
the recreation-related problems, addressing the respective social and
medico-biological objectives, which dominate the commercial ones; that
fact can be explained by the specific character of the sanatorium-resort
sphere. In addition, content-models of touristic systems developed by
foreign scientists are structurally based on touristic services belonging
mainly to the economically-industrial and managerial sectors.
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The outcomes of a systematic analysis of the approaches of scientists to the
RRS structuring enabled the development of the author’s model (figure), which,
unlike the known scientific approaches, treat the resort-recreational system
as a unity of the territorial, socio-economic and servicing subsystems,
integrating in this way the spatial, economic managerial and service aspects
of the system formation.

- ~——

/;"e’"\torial Syste";\\

e .- -generahngm% - o

Structural polisemanticity of the resort-recreational sphere

Source: the original development of the author.

The servicing subsystem is made up of a set of the subjects, objects
and processes to be used for satisfying personalised needs of customers of
the resort-recreational services. The servicing system also includes the
servicing personnel of the sanatorium-resort and that of the health-
improving enterprises and enterprises of the infrastructural industries, as
well as the population of both the transit, and the directly receiving regions.

The socio-economical subsystem is a combination of subjects, per-
forming economic activities, and organisations, producing material and non-
material goods and services, which provide the procedures of the prepa-
ration, provision and organisation of consumption of a resort-recreational
product, with an obligatory usage and restoration of the curative and health-
improving resources on the land areas to be used for health-improvement.

The territorial subsystem covers the resort localities and the other
territories that have curative and health-improving properties, a transit zone
and the regions generating demands for resort-recreational services. The
region, generating demands for resort-recreational services, includes
customers of the resort-recreational services: the legal entities and
individual entrepreneurs that buy resort-recreational services for treatment,
health-improvement and resting of the employees of their enterprises, as
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well as the physical persons, who improve their health on their own funds;
the mediators, that is the Social Insurance Fund, a voluntary medical
insurance organisation, governmental organs, touristic operators and
touristic agencies. The receiving region is an area, that has curative and
health-improving properties (a curative and health-improving locality,
a resort, a suburban or a recreational zone) and is characterised by a resort-
recreational specialization and a certain level of its mastering. This
subsystem is a combination of the following: the customers (people having
a rest), that is those ones who gets a resort-recreational service paid for from
the budget, from the funds of the employing enterprises and with the own
money; the sanatorium-resort and health-improving institutions, which
guarantee the preparation and direct provision of sanatorium-resort and
health-improving services; the resort infrastructure — organisations and
institutions which provide functioning of the RRS, and in particular — the
transportation system, communication system, everyday household
servicing, informational servicing, education, etc.

The exterior environment factors are a component of the resort-
recreational system, and structurally they are subdivided in the ecological,
economic, social, institutional and servicing ones.

A systematic approach to the formation of the resort-recreational
sphere makes it possible to determine the managerial impact objects in
terms of the implementation of the service management. The subject of the
resort-recreational sphere was singled out in the subsystem of "a rest-taker",
which connects the above said subsystems and provides the system integrity
in terms of the system functioning. Different models define the customers of
their services in different ways, as a rule, in the recreational ones these are
recreators, while in the touristic ones those are tourists.

As for the functionality is concerned, recreators are subdivided in the
following groups: residents of urban and rural settlements, holiday-makers
and recreating tourists. In the group of the tourists there are singled out resort-
recreators, who, for the prophylactic, therapeutic and medical rehabilitation
purposes, visit specialised curative and health-improving institutions located
in resort areas characterised by favourable natural curative factors [15, p. 1].

Thus, customers of the sanatorium-resort and health-improving
services there can be both the local population, holiday-makers, and tourists,
including the foreign ones. The touristic terminology has transformed the
word "a tourist" into "a visitor", which has become the defining one in the
touristic statistics. Hence, due to the recommendations of the UNO World Tourism
Organisation (UNWTO) and the UNO Statistical Commission (UNSC), the
visitor is a physical person, who has been travelling anywhere beyond his or
her place of residence not longer, than 12 months. The purpose of such
a trip shall be not associated with the person’s business activity. The term
"visit" is used to describe touristic services in the place of destination
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(a country or a region) and characterises the time of visiting the said place.
An obligatory precondition of a visit is staying for the night, so the
incoming travelling visitors, who spend on a touristic area less than
24 hours, are called holiday-makers, while the tourists, who stay on a vi-
siting area longer, than 24 hours, are called the night-spending visitors [13].

As the customers of services of the resort-recreational sphere
enterprises include not only the national population, but also foreigners,
there rises the importance of the preventively-valeological (prophylaxis of
the healthy life style) and the health-improvement functions, and there are
implemented market mechanisms, it is unreasonable to use within the frame
work of defining the customers of the sanatorium-recreational and health-
improvement services of the corresponding enterprises, such terms as
"a recreator", "a resort-visitor", "a patient". The term "rest-takers" is sugges-
ted to be used for the following reasons:

firstly, the main purpose of visiting the sanatorium-resorting and
health-improving enterprises is restoration of health and labour ability
through a treatment (a sanatorium-resort one), prophylaxis and health-
improvement;

secondly, customers of the sanatorium-resort and health-impro-
vement services can be both the local population, and holiday-makers;

thirdly, for getting a sanatorium-resort and health-improving service
one has to stay at the enterprise for a long time.

Besides, as it has already noted above, there is a difference between
the customers and the direct receivers of the given service — rest-takers,
particularly, like in a region generating customers of both the sanatorium-
resort services and the health-improving ones, and on a transit territory —
it will be a customer of the given service, as even his or her being on
the transit territory does not yet guarantee his or his obligatory being
on the territory of the receiving region. The RRS management objects are
the sanatorium-resort and health-improvement enterprises, organisations and
institutions (with a complex of objects belonging to the touristic and resort
infrastructure), as well as territories to be used for the curative and health-
improvement purposes.

Conclusion. We may state, that the structural polisemanticity of the
resort-recreational sphere depends primarily on the fact, that it is considered
as a specific kind of the economic activities and as an important component
of the socio-economic system of the state and of the regions in terms of the
implementation of the human rights and needs of qualitative life-provision,
improvement of financial and economic mechanisms for the restoration of
the natural recreational potential, establishment of an accessible and
efficient market of recreational services at the level of the best world's
standards, so as to satisfy maximally the needs of Ukraine's citizens and
those of Ukraine-visiting foreigners.
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Taking in consideration the study of the structural polisemanticity of

the resort-recreational sphere, further studies should be made to define the
key indicators of the subsystem making up the said sphere, which would
enable making statistical observations of the development of the resort-
recreational system.
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Beomiov H., PomanuykJl. Cmpykmypua noaicemaHmuyuHicms KypopmHo-
Pexpeayinnoi chepu.

Ilocmanoska npoonemu. Macwmabnicme ma 6azamoacheKmuicms KypopmHo-
pexpeayitinoi cghepu AK cucmemHo20 00'€kma HAYKOB02O NIZHAHHA | 2100a1bHO20
COYIanNbHO-eKOHOMIYHO20 AGUWA npusepmac ysacy Haykoeyie. OKpecieHHs OpIEHmupis
PO36UMKY  KYPOPMHO-PEKpeayiiHol cghepu 00YMOBNIOE OCMUCIEHH iT  CMPYKMypHOT
NONICEMAHMUYHOCII, KA BUSHAYAEMbCS PI3HUM CIYNEHeM AKICHOI 83AEMO3ANEAHCHOCE MA
KINbKICHOI iHMeHCUBHOCMI Nposigy CMPYKMYPHO-(DYHKYIOHATbHUX Napamempis po36Umky
KYpPOPMHO-peKpeayitinol cghepu y 2N0KAIbHOMY 3DI3L.

Ananiz ocmannix oocnioxncensy i nyonaikayiii nokazae HeoOXiOHiCMb CUCTEMHO20
aHANi3y ICHYIOYUX Ni0X00i8 00 CMPYKMYypu3ayii pekpeayiliiHol, mypucmuiHo-peKpeayittoi,
KYpPOpMHO-peKpeayitinoi ma mypucmuiHoi cucmem.

Memoio cmammi € ¢opmysanns meopemuuno2o 0asucy wooo CMmpyKmypHoOi
NoaiceManmuyHOCmi KypopmHo-pekpeayitinoi cgepu.

Mamepianu ma memoou. Mamepianamu O0CHONCEHb CY2Y8AIU IHYOPMAYIHI
O0ami w000 NOKA3HUKIE PO3GUMKY KyPOpMHO-peKpeayitinoi cgepu ma 6usHauenus ix
CMPYKMYPHOI  noaiceMaumuyHocmi. Buxopucmano 3a2anbHOHAYKOGI ma  CheyianvHi
MEMOOU eKOHOMIUHUX OOCHIONCEHb: V3A2ANbHEHHS, KOMNAPAMUEHO20 MA CMPYKMYPHO2O0
ananizy, NOPIBHAHHA, CUCMEMAMU3AYLi, CUCTNEMHO20 AHANI3y ma iH.

Pesynomamu o0ocniodxcenna. OOTpyHmMOBAHO AKMYANbHICMb HAYKOBO2O NI3HAHHA
KYpOpmHo-peKpeayitinoi cgepu aK CcOYiaTbHO-eKOHOMIYHOI ma pe2ioHanbHOi CKIa008oi
HAYioHANbHOT eKOHOMIKU 3 NO3uYii cucmemno2o nioxody. 3anponoHosano e1achy mooeib
KYpOpmHo-peKpeayitinoi cucmemu, fAKd, HA GiOMIHY 6i0 8i0OMUX HAYKOBUX NiOX00i8,
po3ensoae il AK MepumopianrbHO COYIANbHO-eKOHOMIUHY Ma CepeicHy niocucmemy, uwo
iHmezpye HPOCMOPOBULl, eKOHOMIYHUL YNPAGNIHCbKULL ma CepsicHull acnekmu il
opmysanns.

Bucnogxku. CmpykmypHy noaicemanmuyHicms KypOPMHO-peKpeayitinoi cucmemu
nepeoycim 00yMOBIEeHO MUM, WO 80HA PO32TA0AEMbCA AK CheYUDIUHULl 8UO eKOHOMIUHOL
OIAILHOCMI MA 8ANCIUBA CKIAO08A COYIATLHO-EKOHOMIUHOI cucmemu 0epicasu i pecioHis.
Bpaxoeyiouu  cmpykmypuy —noxricemanmuuHicmv — KypopmHo-pekpeayitinoi  cucmemu,
nooanbuli 00CHiONHCEHHA MAOMb OYMU CNPAMOBAHI HA BUSHAYEHHS KIIOYOBUX [HOUKAMOPI6
niocucmem, wo il gopmyroms, AKI Oaromv 3M02y 30MICHIOBAMU  CMAMUCMUYHI
cnocmepedicensl 3a pO38UMKOM KypopmHo-peKkpeayitinoi cghepu.

Knwuosi crnosa: xypopT, KypOpTHO-pekpealliiina cdepa, pekpeariiiHa cucrema,
TYPUCTHYHO-pPEKpealliiiHa cucreMa, KypopTHO-peKpeaniifHa cucteMa.
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GLOBAL TRENDS OF TOURISM
DEVELOPMENT

The article analyzes tourism industry development trends in the context
of globalization, widely available information, political and economic instability and
terroristic threats. The factors influencing the development of the global tourism industry
have been determined. The factors that will shape the geography of touristic flows and
destinations in the coming years have been listed and trends must be taken into
consideration for the creation and improvement of any developmental strategy for
a tourism destination.

Keywords: international tourism, global tourism trends, tourism industry,
ETourism, online travel.

Pomanoea A. I'nobanvuvie mendenyuu pazeumus mypusma. llpoananusuposanvl
MUpOGble MEHOSHYUU Pa38UmMus Mypucmuieckoli UHOyCmpuy 6 YCl0GUAX 2100anu3ayuu,
ungpopmamuzayuy, NOIUMUKO-IKOHOMUHECKOU HEeCMAOUIbHOCMU U  MeppopuUCcmuyecKol
yeposuvl. Onpedenenvi haxmopul, emuAIOWUe HA PA3GUMUE MUPOBOU MYPUCIUYECKOL
undycmpuu, a makxdice mpeHovl, Komopwvie Oyoym gpopmuposams 2eocpaduio mypuc-
muyeckux Nomokog u OecmuHayuii Onudxcatiwue 200ul. Hccnedosanvl  ocHogHble
mpancgopmayuy 8 cmpykmype 2100a1bH020 MyPUCMU4ecKo20 cnpocd.

Knwouesvie crosa: MexayHapogHbII TypU3M, MUPOBBIE TYPUCTHUYECKHE TPEHBI,
TypucTHueckas uHaycrpus, ETypusm, onnaitH-nyTeniecTBys.

Background. In December 2015 the United Nations General
Assembly declared 2017 as the International Year of Sustainable Tourism
for Development. On the one hand, this event provided a unique opportunity
for national tourism products formation and promotion, but on the other
hand, tourism destinations even more than before come across with the
modern challenges influencing tourism industry. Global civilization pro-
cesses leaded to transformations of states socioeconomic development
models. The improvement of information technologies, scientific progress,
demand for security, healthcare and longevity as well as an industry of
impressions lead to behavior reaction changes for tourism services
consumers and to new modern trends appearance in tourism industry. The
problem is that a certain part of tourism field subjects including the tourism
destinations may not be ready to new trends of service market structure
models formation, which could lead to reduction of own tourism products

© Romanova A., 2017
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competitiveness. Thereby, in order to maintain and increase the index of
tourism competitiveness of subjects of tourism industry it's important to
constantly monitor the world trends of tourism industry development in
terms of modern service market and to create such tourism development
strategies, which could be reasonable towards the global transformations.

Actual scientific researches and publications analysis. The research
of modern trends in tourism in modern models of service market
organization is actual for leading world economic organizations. Such
international authoritative organizations as World Economic Forum [1],
United Nation World Tourism Organization [2] and World Travel &
Tourism Council [3] present annual reports with the analysis of current state
and the forecast of global tourism industry development.

In the field of Ukrainian science such scientists as G. Mykhailychenko [6],
T. Tkachenko [12], V. Fedorchenko [13] and S. Cherneka [14] study the
problem of international tourism trends and innovations of tourism industry.

The aim of the work is to determine and to analyze the world trends of
tourism development in terms of modern paradigm of socioeconomic
development as well as discover the factors, which influence the
development of world tourism industry and, thereby, must be counted while
designing and improving the strategy of any tourism destination and tourism
object development.

Materials and methods. In the course of the study, the following
methods were used: economic-statistical and induction to carry out a
dynamic analysis of global trends in the development of tourism industry
based on benchmarks; empirical (observation) to study the behavior of
target consumers of tourism services in the context of changes in demand;
forecasting to determine the factors that will affect the growth of the tourism
industry in the global world economy in the future; logical and comparative
analysis to determine the main transformations in world tourism demand;
analysis and synthesis to formulate substantiated conclusions based on
research results.

Results. International travels in 2016 reached the number of 1.235 bil-
lion arrivals, that is 46 million foreign trips more than in 2015 (an increase
of 3.6 %) [2]. Thus, starting from 2009 the global tourism sphere has been
constantly rising, the growth rate of which is increasing in average by 4 %
every year.

In general, the world tourism industry in 2016 generated $7.6 trillion
(10.1 % of world GDP) and maintained 292 million jobs, which is equal
to 1 to 11 jobs in the system of global labor market [3]. The dynamics of
travel and tourism in 2017 remain positive, despite economic and political
instability. Forecasts of GDP growth in the tourism sector anticipate the
outgrowth of world GDP.

World tourism account for about a third of world exports of services,
that is more than 6% of total exports of goods and services [3]. These
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figures indicate the large volumes and scale of the global tourism industry
(figure 1). Tourism as the export category is ranked fourth in the world after
fuel export, chemicals and food, but at the same time, ranked first in many
developing countries.
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Figure 1. Top S tourism countries in 2016
a) The most popular countries of tourism destination
6) The most consuming active tourists during the trip are from these countries

The largest growth of the tourism sector is observed in the Asia-
Pacific region (APR or the Pacific Rim), where the growth was 8 %. Even
though Europe continues to occupy a leading position as a tourism
destination, and it accounts for half of all travels in the world (figure 2), the
slower growth of traveling to European countries should be noted (increase
of 2 %).

The Americas Africa
16% 504 The Near East

4%

Figure 2. The structure of the geographical international
tourist flows distribution [7]

It’s important to say that during the period of 2010-2016 several
countries experienced a high increase of revenues from tourist flows. Such
countries as Myanmar, Sudan, Azerbaijan, Qatar, Sao Tome and Principe,
Sri-Lanka, Cameroon, Georgia, Iceland and Kyrgyzstan (Figure 3). Those
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countries succeeded in achieving such blissful results due to an effective
state strategy of development, emphasizing the tourism as a prospect
direction of economic development, increasing the expenditures for country
tourism resources promotion, investing in a tourism infrastructure etc.

Myanmar Sudan Azerbaijan Qatar
Sao Tome & Sri Lanka Cameroon Georgia Iceland  Kyrgyzstan
Principe

Figure 3. The numbers of average annual visitor exports growth (2010-2016) [9]

The comprehensive study of the current state, problems and trends of
the tourism industry is conducted annually by international organizations
such as the World Economic Forum [1], the United Nations World Tourism
Organization [2] and UNESCO World Tourism and Travel Council) [3]. Based
on the analysis and comparison of the annual reports of these organizations
on travel and tourism, one can identify factors that will influence the growth
of the tourism industry, determine the geography of tourist flows and the
global trends in the development of the tourism industry.

Factors, which will affect the tourism industry development growth in
global world economy:

e the gradual global economic crisis recovery, the growth of
purchasing power;

e behavioral stereotypes changes, popularization of the traveling
culture among a wide range of consumers;

¢ reducing the cost of tourism services due to falling prices for oil
and energy, and as a result cheaper transportation and energy costs in
accommodation facilities;

o further processes of globalization that will lead to the libera-
lization of visa regimes between many countries and the "erosion of
borders" and obstacles to move and to travel;

ISSN 1727-9313. HERALD OF KNUTE. 2017. W 6 35




STATE AND ECONOMY

e robotizing and automation of processes, the use of artificial
intelligence will lead to the release of many people who will receive basic
income, but will have enough free time for tourism and travel.

Besides, there are several factors, which influence the geography of
tourist flows and destinations:

¢ alevel of security for a certain tourism destination;

e some currencies stabilizing in relation to other national currencies,
which will affect the level of tourists purchasing power both in terms of
growth and downward;

e activity of a certain tourism destination to increase its own tourism
competitiveness. Priority of the tourism industry development for the state
(local) authorities of the country (destination).

Global trends in tourism industry development:

e the growth of the international tourism industry transnationa-
lization, accompanied by the implementation of joint programs and the
formation of global corporate associations;

o unprecedented scale and comprehensive nature of the tourist traffic;

e formation of a single world tourism market;

¢ informatization of various tourism industry sectors, which is locked
up in the global Internet information network;

¢ increase of competition in the world and regional markets;

e implementing of innovation paradigm as a factor of competi-
tiveness in tourism practice.

Basic transformations in world tourism demand.

A change of geographical international trips distribution. As
mentioned before, there is a gradual redistribution of tourist flows to the
growth of tourism destinations in the Asia-Pacific region and the America.
These trends are primarily caused by the policy of liberalizing the outbound
tourism and encouraging traveling in the People’s Republic of China. Only
in 2016, the number of the Chinese citizens traveling abroad has reached
more than 122 million people who have spent abroad $ 109.8 billions [8].
Countries that the Chinese choose as tourist destinations are primarily
located in the APR. The reasons of tourist flows growth in the Americas are
primarily caused by the stabilizing the US dollar, which leads to an increase
of traveling of US citizens to the countries of Central and South America.

In addition, there is a tendency of reducing the growth of tourism
attractiveness in such traditional destinations as Europe (table). This is
caused by both the over-saturation of the market and the change of popular
tourism types: therapeutic, recreational, active and adventure types of
tourism replace traditional cultural and cognitive tourism. Thereby, the
countries that chose the healthcare direction as one of the priorities (Turkey,
India, Thailand, Bali), as well as exotic countries, become competitive desti-
nations.
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Table
Dynamics of revenues from international tourism by regions in 2015
Amount of Growth compared to the previous year
World regions revenues in absolute numbers in relative
(billion USD) (billion USD) numbers (%)
Europe 509 17 3
The Asia-Pacific region 377 16 4
The American region 274 10 5
The Middle East 49 4 8
Africa 36 1 2.8

Developed by the author after (2)

Prevailing of the online sales of tourism services. With the rapid
development of information technology, such services as booking tickets for
the tourists and luggage transportation, booking places in accommodations,
tour choice and organization of leisure time during the travel are
increasingly implemented through Internet services. There is a new global
form of tourism product (services) implementation — ETravel. In particular,
the share of the Internet sector in the field of tourism have increased by
1700 % in 2011-2015 and more than 45 % of tourists use their smartphones
to book a tour [9]. Over the next four years, another 1 billion people around
the world will switch to the online market, and it should be borne in mind
that for the vast majority of consumers, the only personal digital device in
use will be a smartphone [10]. Consequently, it is now necessary to consider
the trends in the creation of electronic portals for the tourism services sales.

There is a fast market conquest of the following online services: Ctrip,
Booking, Tripadvisor etc. However, the informatization of space has led to
the emergence of so-called "virtual tours", that is traveling online without
actually staying in that certain place. Google has developed and launched
several approaches for online traveling from almost all of the world’s most
attractive spots: Google TourBuilder (Self Travel Planning), Google Street
View (Virtual Tours of Tourist Cities), Google Earth (Earths and Geolo-
cation through Space Satellites) and Google Maps (Global Navigation)
based on their own Internet Services. In particular, Google has developed an
online 3D tour of open-air Ukrainian museums. The pace of popularity of
virtual tours is growing rapidly: in July 2017, a trip to the International
Space Station was made available through the Google Street View portal.
On the one hand, this trend is inevitable in globalization and informa-
tization, but on the other hand, it is a certain threat and challenge for the
existence of the tourism industry as such. After all, with the popularization
of new ways to travel "without leaving home" the proportion of real tourist
flows decreases. Thus, virtual tours are one of the inevitable threats to the
global travel industry.

The growth of individual travels. The individual tours and persona-
lization of tours are becoming increasingly popular with the expansion of
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the services global market and the improvement of quality. The perso-
nification of tours means an individual selection of tourist services
components, which comprise a tourist product by a traveler according to his
needs. An online portal Zruchno.travel for organization of travels on your
own within the country has now been created for the Ukrainian tourists. At
the same time, the development of Internet services has contributed to the
development of independent travels, the emergence of so-called "Selfie-
tourists". Group tours currently are commen only for the Chinese market.
However, the tendency towards an independent organization of travels will
continue to grow, so traditional travel companies should reorient themselves
to the needs of the market: transfer services into online, change business
models and channels of communication with potential customers.

Growth of the health-improving tourism segment. Increased life
expectancy in developed countries, the cult of youth and longevity led to a
rapid increase in demand for health and wellness travel. Income from
medical tourism increased from 40 billion of USD in 2004 to 500 billion
USD in 2012, which represents 14 % of the total revenues from the tourism
industry (3 trillion 200 billion USD) in general, or 1.8 % of world GDP. In
the developed countries of the world, the health-improving sphere forms a
significant part of the state’s economy. According to the US Census Bureau,
the annual income of the healthcare sector in 2012 was about 1.7 trillion
USD. World Bank data indicates that healthcare costs in the European Union
may increase from 8 % of GDP in 2000 to 14 % by 2030 [11].

Increasing the demand for individual temporary accommodation
compared to hotels. Tendencies of personification, individual tours,
diversification of personal food (vegetarianism, special diets etc.) and the
development of amateur tourism have led to an increase of demand for
individual temporary accommodation facilities, such as apartments, villas
etc. Large hotels networks are already considering this trend and designing
new hotels as a collection of self-catering apartments and a separate
entrance.

Increasing the demand for security. Civilization challenges related to
terrorism, military conflicts, political instability and natural disasters caused
the increased demand for security during tourist trips. World-renowned
organization The World Economic Forum (WEF) annually publishes a
country-by-country report on security in tourism. Thereby, according to the
2016 report, the safest countries for tourism and travel are Finland, OAU,
Iceland, Hong Kong, Singapore. Instead, Ukraine in 2016 entered the top
ten most dangerous countries for travel and tourism, along with countries
such as Colombia, Yemen, El Salvador, Pakistan and Nigeria [1]. Thus,
states that have strategically identified tourism as a priority area of
development need to adjust the factors that affect the safety performance of
traveling.

38 ISSN 1727-9313. HERALD OF KNUTE. 2017. N 6




STATE AND ECONOMY

The growth of ecotourism needs and compliance with the conditions of
friendly environment. The so-called eco-marketing has become a global
modern trend in the market of goods and services. More and more
consumers are choosing environmentally friendly goods and services. This
is caused by both the cult of a healthy lifestyle and to the desire to protect
the environment. Similar changes in the behavior and lifestyles of potential
tourists have resulted in the growth of popularity of ecotourism, rural
tourism, and ecofriendly accommodation. In addition, the types of transport
that are the least polluting environment: bicycle, segway, water transport
etc., are gaining popularity. Especially among inhabitants of megacities
there is a growing demand for rest in rural farmsteads and farmers’ food.

Next year tourists around the world will pay more attention to the
social responsibility of tourism, namely, they will look at the environmental,
economic and social effects they make in the place of visit. Today social
campaigns have been launched around the world, aimed at cultivating simi-
lar values and motivations for travel. But similar information campaigns, on
the other hand, can reduce long-distance travel, as a modern traveler will be
inclined to stay close to home to reduce carbon footprint emissions. Today,
the tourist business should reorient to such business models, where there is a
strong awareness of the impact on the environment and the contribution of
each individual tourist to the restoration of Earth’s resources.

The emergence and differentiation of new types of tourism. Modern
challenges of civilization processes, unceasing scientific and technological
progress, rapid development of the information environment, growth of
consumption, demand of society for beauty, longevity and, at the same time,
globalization and radicalization of socio-political processes have led to the
emergence of new types of tourism, such as space tourism, shopping tourism,
wedding tourism, gastronomic tourism, political tourism, sentimental tou-
rism, yoga tours and beauty tours, anti-aging tourism etc. In addition, the
concept of the industry of impressions, which is typical of post-industrial
society, appears and extends.

One of the typical trends is the isolation of new directions from the
traditional types of tourism. For example, health-improving tourism is now
divided into many powerful segments: medical tourism (which in turn is
subdivided into other types, such as dental, reproductive etc.), wellness &
SPA tourism, whose purpose is health improvement with physiotherapy and
balneological procedures, beauty-tourism, which aims to improve appea-
rance, weight loss, detoxification etc., anti-aging tourism, aimed at restoring
youth and longevity. Event tourism is also divided into festival, wedding,
movie tourism, and religious tourism already contains such areas as
spiritual, pilgrimage, sentimental, tours to places of power etc.

Changing the socio-demographic portrait of a tourist services
consumer. On the one hand, a new generation of young people born in the
2000s (the generation of Millennials, "millenials") will be the newest
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category that will dictate the trends of tourism demand over the next 20
years, but on the other hand, there is a phenomenon such as the aging of
tourists, namely traveling on retirement.

Understanding of behavioral reactions of new tourist categories and
their needs is a necessary condition for the development of tourist
destinations and the successful functioning of the tourism industry. So, the
millenial generation uses online travel planning services, but as a rule, can
not determine its own needs for a tourist trip, actively uses social networks,
enjoys photographing places of visit (mostly on a mobile phone), prefers
active leisure activities and has an unstable income. As for traveling
pensioners, they are usually conservative and tend to use a live conversation
with the travel agent. This is the category of tourists who will be using the
outdated business models in tourism for a few more years, characteristic of
the end of the XX century.

As for the sex specifics, the female travelling is gaining popularity.
Today, about 80 % of decisions about a trip are taken by the women. Earlier
a woman made a decision and motivated her companion or family to travel,
but now more and number of women travelling alone is increasing. Acco-
rding to research, 72 % of American women made single trips in 2014 [10].

Change of the duration and frequency of travels. The rapid course of
events, the acceleration of the pace of life and the liberalization of visa
procedures led to a tendency to shorten the duration of international travel,
but increase their periodicity. Tourists began travelling more often (2—4 times
a year on average), but the terms of one trip have decreased (to 2—7 days).
The weekends remain the most popular travel choice for the European
countries while the duration of the trip is longer (7-10 days) for the
countries of the Asia-Pacific region, which is due to the health and
recreation goal of the trip.

To increase international tourist flows, the world tourism community
represented by the World Tourism Organization (UNWTO) has formulated
several main challenges facing the countries over the next decade [2]:
enhancing the shared responsibility and coordination role of the
governments of the countries that are contributing to the development of
tourism; organization of safety and timely provision of tourists with the
necessary information; increasing role of state policy in the field of tourism;
strengthening the role of public-private partnership; the need for state
support and financing of tourism development, first of all promotion of
tourist product and development of tourist infrastructure;

Conclusion. Thereby, as a result of the study, the following main
global trends in the development of modern tourism have been identified:
change in the geographical distribution of international travel; predo-
minance of online tourism services sales; increase in the share of individual
trips; growth of the medical and health tourism segment; increase in demand
for individual temporary accommodation establishments; actualization of
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the need for security; growth of the needs of ecological tourism and com-
pliance with friendly environment; emergence and differentiation of new
types of tourism; change of socio-demographic portrait of tourism services
consumer; change in the duration and frequency of travel etc. To increase
the effectiveness of the tourism development strategy of any tourist desti-
nations, it is necessary to take into account the above-mentioned world
trends of the tourism sector development within the structural model of the
modern services market.
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Pomanosa A. I'nobanvni menoeHyii po3eumxy mypusmy.

Ilocmanoska npoonemu. I nodbanvri yusinizayiuni npoyecu 00ymosunu mparcgop-
Mayiro coyianbHO-eKOHOMIYHUX MoOoenell po38UmKy Kpain. Yoockonanenms inghopmayiiinux
MexHON0zill, HAYKOBULl npozpec, 3anum Ha 6e3nexy, 300p08’s ma 00820Aimmsa, a MAaKoHC
iHOYCmpIlo  8padicenb  NpuGOOUMb 00 3MIHU NOBEOIHKOBUX Peaxyiti  CHOMCUBAYI8
MYPUCMUYHUX ROCTY2 MA NO6U HOBUX MeHOeHYill y mypucmuynin indycmpii. 3 memoio
30epeoicents ma 30i1bUleHHsT THOEKCY MYPUCMUYHOT KOHKYPEHMOCHPOMONCHOCME CY0 €K~
mam mypucmuyHoi iHOYCmpil 6axcau80 NOCMIUHO BIOCHIOKO8Y8AMU CEIMOSI MeHOeHYIl
PO3BUMKY MYPUCMUYHOT IHOYCMPIT Y KOHMEKCMI CYYACHO20 PUHKY NOCIYye Ma CMEOPH8amu
maxi cmpamezii  MypUCUYHO20 PO3BUMKY, WO OYOymb a0eK8amui 2100aATbHUM
mparcgopmayisim.
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Memoro cmammi € 6u3HAYeHHA MA AHANI3 CEIMOBUX MEHOCHYI PO36UMKY MYypu-
CMUYHOI IHOYCMPIi 8 YM0OB8AX CYYACHOI napaouemu coyianrbHO-eKOHOMIYHO20 PO3BUMKY, d
MAKoXHC OO0CTIONCEHHST YUHHUKIB, SKI GNIUBAIOMb HA PO3BUMOK C8IMO80i MypucmuyHoi
iHOycmpii.

Mamepianu ma memoodu. Y cmammi GUKOPUCMAHO MAKi Memoou HAYKOBO20
00CNIOHNCEHHA. eKOHOMIKO-CIAMUCMU4HUl ma iHOYKYii, eMnipuyHuili (CROCmepedsCceHHs),
NPOSHO3Y8AHHS, TO2IUHO20 MA NOPIBHANLHO20 AHATIZY.

Pesynemamu oocnioycennn. Ilpogedeno ananiz ceimogux meHOeHyitl po36UMKY
mypucmuuHoi iHoycmpii 6 ymoeax enobanizayii, inghopmamuszayii, noAIMUKO-eKOHOMIYHOT
HecmabinbHocmi ma mepopucmuynoi 3a2posu. Busnaueno uumnuxu, Axi eniueaiomv Ha
PO3BUMOK C8IMOB0I mypucmuyHoi iHoycmpii, popmysamumyms 2eocpagito mypucmuyHux
nomokie ma Oecmuuayii y HauOaudxicui poku. Jlocniodceno ochosHi mpauncgopmayii y
CMpPYKmMypi 2100a16H020 MypucmuyHo2o nonumy. Bushaueni menOenyii 0606 ’513k080
NOBUHHI 8PAX0BYBAMUCH NPU CINBOPEHHT MA 800CKOHANEHHI cpamezii po36umky 0y0b-axoi
MYpPUCMUYHOL OeCmMUuHayii ma mypucmuyHozo oo ’exma.

Bucnoexu. Buokpemneno ochosHi 2no0anvHi mpenou po3gUmKy Cy4dcHOi mypi-
oycmpii: 3MiHa 2e02paghiunoco po3nooiny MINCHAPOOHUX NOOOpPodicell, OOMIHYGAHHS
OHAAUH NPOOAdHCI8 MYPUCIMUYHUX NOCHAYe, 30INbUIEHHA YACMKU [HOUBIOYANIbHUX NOOOPO-
Jrcell; 3pOCMAHHI Ce2MeHma NKY8AIbHO-0300p06Y020 MYPUSMY;, AKMUBI3aYis nonumy Ha
[HOUBIOYANIbHI 3aKIA0U TMUMYACOB8020 PO3MIWEHHs, aKmyanizayis nompebu y Oesneyi,
3POCMAaHHsT NOMpedU eKoN02IMHO20 MYPUsMy ma 6IONOSIOHOCMI YMOBAM OPYICHLO20 00
npupoou cepedosuwya, nosiea ma GUOKPEMIEHHs HOBUX GUOI8 MYPU3MY, 3MIHA COYIATbHO-
demozpaghiunoeo nopmpemy CRoONCUBAHA MYPUCUYHUX NOCAYe; 3MIHA MPUBAIOCMIi ma
nepioouunocmi nodopodceil mowjo. /[nsa 30invuienns egpexmusHocmi cmpameeii mypuc-
MUYHO20 PO3BUMKY 0)0b-AKOI MYPUCMUYHOI OecmuHayii ma mypucmuyHozo 00 €kma
HeoOXiOHO 6paxo8yeamu 3a3HAYEHi C8iMoei MeHOeHYil pO3BUMKY MYPUCMUYHOT chepu 8
CIMPYKMYPHUX MOOEAX OP2anizayii punKy nociye.

Knwuoei cnoea: Mi>XKHaApOITHUHA Typu3M, CBITOBI TYPUCTHYHI TPEHIN, TYPUCTHYHA
iHgycTpis, E-Typusm, oHIaliH OZ0pOXKi.

UDK 351.82-026.564

SHKUROPADSKA Diana, post-graduate student of the Department
of Economic Theory and Competition Policy
Kyiv National University of Trade and Economics

RESILIENCE OF THE SECTOR
OF STATE GOVERNMENT

The essence of the sector of state government and signs of its resilience are
considered. The estimation of the resilience level of the state-owned sector for 2008-2016
was carried out and the main shock effects that occurred in the investigated period were
determined.

Keywords: resilience of economy, state government sector, national economy,
public finances, shock influences.

© Shkuropadska D., 2017
42 ISSN 1727-9313. HERALD OF KNUTE. 2017. ¥ 6




STATE AND ECONOMY

Memoro cmammi € 6u3HAYeHHA MA AHANI3 CEIMOBUX MEHOCHYI PO36UMKY MYypu-
CMUYHOI IHOYCMPIi 8 YM0OB8AX CYYACHOI napaouemu coyianrbHO-eKOHOMIYHO20 PO3BUMKY, d
MAKoXHC OO0CTIONCEHHST YUHHUKIB, SKI GNIUBAIOMb HA PO3BUMOK C8IMO80i MypucmuyHoi
iHOycmpii.

Mamepianu ma memoodu. Y cmammi GUKOPUCMAHO MAKi Memoou HAYKOBO20
00CNIOHNCEHHA. eKOHOMIKO-CIAMUCMU4HUl ma iHOYKYii, eMnipuyHuili (CROCmepedsCceHHs),
NPOSHO3Y8AHHS, TO2IUHO20 MA NOPIBHANLHO20 AHATIZY.

Pesynemamu oocnioycennn. Ilpogedeno ananiz ceimogux meHOeHyitl po36UMKY
mypucmuuHoi iHoycmpii 6 ymoeax enobanizayii, inghopmamuszayii, noAIMUKO-eKOHOMIYHOT
HecmabinbHocmi ma mepopucmuynoi 3a2posu. Busnaueno uumnuxu, Axi eniueaiomv Ha
PO3BUMOK C8IMOB0I mypucmuyHoi iHoycmpii, popmysamumyms 2eocpagito mypucmuyHux
nomokie ma Oecmuuayii y HauOaudxicui poku. Jlocniodceno ochosHi mpauncgopmayii y
CMpPYKmMypi 2100a16H020 MypucmuyHo2o nonumy. Bushaueni menOenyii 0606 ’513k080
NOBUHHI 8PAX0BYBAMUCH NPU CINBOPEHHT MA 800CKOHANEHHI cpamezii po36umky 0y0b-axoi
MYpPUCMUYHOL OeCmMUuHayii ma mypucmuyHozo oo ’exma.

Bucnoexu. Buokpemneno ochosHi 2no0anvHi mpenou po3gUmKy Cy4dcHOi mypi-
oycmpii: 3MiHa 2e02paghiunoco po3nooiny MINCHAPOOHUX NOOOpPodicell, OOMIHYGAHHS
OHAAUH NPOOAdHCI8 MYPUCIMUYHUX NOCHAYe, 30INbUIEHHA YACMKU [HOUBIOYANIbHUX NOOOPO-
Jrcell; 3pOCMAHHI Ce2MeHma NKY8AIbHO-0300p06Y020 MYPUSMY;, AKMUBI3aYis nonumy Ha
[HOUBIOYANIbHI 3aKIA0U TMUMYACOB8020 PO3MIWEHHs, aKmyanizayis nompebu y Oesneyi,
3POCMAaHHsT NOMpedU eKoN02IMHO20 MYPUsMy ma 6IONOSIOHOCMI YMOBAM OPYICHLO20 00
npupoou cepedosuwya, nosiea ma GUOKPEMIEHHs HOBUX GUOI8 MYPU3MY, 3MIHA COYIATbHO-
demozpaghiunoeo nopmpemy CRoONCUBAHA MYPUCUYHUX NOCAYe; 3MIHA MPUBAIOCMIi ma
nepioouunocmi nodopodceil mowjo. /[nsa 30invuienns egpexmusHocmi cmpameeii mypuc-
MUYHO20 PO3BUMKY 0)0b-AKOI MYPUCMUYHOI OecmuHayii ma mypucmuyHozo 00 €kma
HeoOXiOHO 6paxo8yeamu 3a3HAYEHi C8iMoei MeHOeHYil pO3BUMKY MYPUCMUYHOT chepu 8
CIMPYKMYPHUX MOOEAX OP2anizayii punKy nociye.

Knwuoei cnoea: Mi>XKHaApOITHUHA Typu3M, CBITOBI TYPUCTHYHI TPEHIN, TYPUCTHYHA
iHgycTpis, E-Typusm, oHIaliH OZ0pOXKi.
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HlIxyponaockaa /I. Ycmoituueocms cekmopa ooduyezocyoapcmeeHnozo ynpaeie-
Hus. Paccmompenwt cywynocms cexmopa 06ue2o0cyoapcmeeniozo YnpagieHus U npusHaKu
e2o ycmotiyugocmu. Jlana oyenka ypoeHs YCMOUYUBOCMU CeKmopa 00ue2ocyoap-
cmeenHozo ynpasnenua 3a 2008-2016 20061 u onpedenenvi OCHOBHblE UWIOKOBbIE
6030€licmeUsl, KOMopbie UMeNU Mecmo 8 UCCLedyeMOM Nepuooe.

Knwuesvle cnroea: yCcTONUMBOCTH SKOHOMHKH, CEKTOP OOIIErOCYIapCTBEHHOTO
praBHeHI/IH, HallMOHAJIbHAA O9KOHOMHUKaA, FOCyIlapCTBCHHI)Ie (bI/IHaHCbI, IIIOKOBBIC
BO3JCHCTBHA.

Background. The State Government (SG) is one of the main parts of
the national economy that provides socio-economic development, defines
the main directions of the political and economic direction of the state
policy, serves as the basis for the state to carry out its functions. The sector
covers all resources owned and administered by the state, consists of
separate economic entities, which enter into economic relations with each
other, take economic decisions and bear the responsibility for their
implementation. Determination of resilience level of the sector of state
government is an important task in view of its impact on all spheres of
economic activity, which provides a multiplier effect for the development of
the national economy. The SG sector affects the distribution of GDP
between institutional sectors and the formation of domestic and external
financial resources of the country. All this updates the importance of
research into the resilience of the state-owned sector.

Analysis of recent researches and publications. The problem of
resilience of economic systems is actively studied by Ukrainian and foreign
researchers and economists-practitioners. In particular, academician
V. Heiets substantiated an endogenously oriented model of economic
development, based on which it is possible to secure a new round [1]. The
publications of A. Boyko are devoted to the study of mechanisms to ensure
the resilience of Ukraine's economy to global challenges and risks of the
present [2]. The nature of shock disturbances and their consequences for the
national economy is disclosed in a collective monograph edited by
I. Kryuchkova [3]. The publication of L. Charles, D. Evans, A. Marshall [4]
is devoted to the study of fundamental macroeconomic shocks. The nature
of economic resilience and indicators of its evaluation are disclosed in the
publication of M. M. Hermansen [5]. The questions of the justification of
SG sector development and public finance are explored by such Ukrainian
scholars as T. Bogdan [6], S. Gasanov [7], T. Efimenko [8], V. Kudriashov [9],
C. Londar [10], I. Lunin [11], K. Pavliuk [12].

The aim of the study is to assess the level of resilience of the sector of
national government, which will reveal the main shock effects on the sector
and suggest ways to increase its resilience.

Materials and methods. Theoretical and methodological basis of the
research are general scientific and special methods of scientific knowledge,
the application of which allowed to achieve the set goal: systemic — to
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determine the essential characteristics of the resilience of the sector of
national government, methods of analysis and synthesis — to study the
theoretical and methodological foundations of the resilience of the SG
sector, comparison and systematization — to analyze and evaluate the
resilience indicators of the SG sector. The information base of the study is
presented by the works of Ukrainian and foreign scholars and statistical data
of the National Bank of Ukraine, the State Treasury Service, and the
Ministry of Finance of Ukraine.

Results. The sector of state government includes institutional units
whose activities are related to the fulfillment of tasks and functions of
public administration. Its main functions are the provision of socio-political
regulation, the provision of goods and services on a non-market basis for
their collective or personal consumption by members of society, as well as
the redistribution of income and expenditure through transfers and
subsidies. SG is a central part of the public sector economy. The separation
of the public administration sector as one of the sectors of the economy is
due to the fact that the formation of sectors in the system of national
accounts was carried out according to the functions of institutional units in
economic activity. The SG sector is a prerequisite for the formation of
a public finance management system at the national and regional levels.

In the broad sense, under the general government sector, one should
understand the totality of central and local government bodies, budget state
institutions that finance their expenses through taxes and partly due to
property income that they have at their disposal. In researching the resi-
lience of the SG sector, it is worth to determine the essence of the concept
of "resilience of the system", to give a description of the indicators of
resilience and to substantiate measures to ensure sustainable development.

In particular, the resilience of the economic system is the ability to
maintain and build vital parameters and functions at all stages of cyclic
development in the conditions of external and internal influences on it
[2, p.44]. Critical analysis of scientific approaches to determining the
essence of resilience of the macroeconomic system and its characteristics
makes it possible to determine the main signs of the resilience of the SG
sector. The stable state of the state-government sector (hereinafter — the
object) is characterized by the following features:

¢ financing of the stable development of the object is provided both
in the short and long term by using own and borrowed resources;

o liabilities arising from the attraction of assets under loan conditions
do not exert a devastating effect (do not cause a load that becomes a factor
in a significant limitation of current expenses financing) for the system of
financing the object in future periods;

e there are sufficient reserve funds to finance measures aimed at
limiting the possible shock effects (internal and external), which lead to an
aggravation of the risks of financing the development of the object [13, p. 56].
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Thus, a stable state of the state-government sector implies that costs
financing of its current activities is carried out by measures that do not have
a devastating effect on financing activities in future periods. When choosing
indicators for assessing the level of resilience of the SG sector,
methodological approaches were taken as a basis to assessing the level of
economic resilience developed by the Organization for Economic
Development and Cooperation [14] and the methodology for calculating the
level of economic security in Ukraine [15], as part of the threshold values of
indicators (table 1).

Table 1

Indicators for assessing the level of resilience of the sector of state government

Indicator Characteristics of the indicator Threshold
value, %
Displays the amount of financial resources of the state,
Level of GDP which are redistributed through the system of public
redistribution through finances, and indicates the degree of centralization of the <30
consolidated budget, % | financial system. It is one of the main factors influencing
the rate of economic development of the country
The ratio of the deficit | Determines the need for state borrowing, affecting the
(surplus) of the state volume of accumulation of public debts and payments <4
budget to GDP, % for them
Coverage of the
consolidated budget Determines the level of budget financing by external <30
deficit due to external borrowing, %
borrowings, %
Volume of transfers .
Characterizes the level of burden of the state budget at
from the state budget, the expense of transfer t =13
% to GDP P payments
The share of the state-
owned sector in Characterizes the level of income of public authorities <20
current incomes, %
The level of state and
guaranteed by the state .
. Characterizes the safe level of government debt <30
of external and internal
debt, %
Characterizes the level of international liquidity of the country.
The coefficient The coefficient indicates whether international reserves
of sufficiency of exceed the amount of planned payments on account of
international reserves repayment of external debt during the relevant period. >100
for servicing of Characterizes the ability of the country to implement
external debt scheduled payments repayment of external debt to non-
residents at the expense of their own reserves
The level of imple-
mentation of the plan Characterizes the correspondence of the planned budget N
. >98
on the consolidated revenues to the actual ones
budget revenues, %
Level of imple-
mentation of the plan Characterizes the compliance of planned budget > 08
on consolidated budget | expenditures with actual ones -
expenditures, %

Source: compiled and systematized by the author for [14, 15].
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The Organization for Economic Cooperation and Development
(hereinafter OECD) for the evaluation of resilience SG sector provides
17 indicators to calculate absolute values. Calculation of indicators
according to this methodology is foreseen for OECD member countries and
determining the level of resilience of the sector occurs as a result of cross-
country comparison. Most indicators of OECs are not calculated by the
State Statistics Service of Ukraine, therefore the proposed indicators have
been adapted to the Ukrainian statistical base. The choice of the above
9 indicators (table 1) is due to the fact that they characterize the provision of
solvency of the state, taking into account the balance of revenues and
expenditures of budgets and the efficiency of the use of budgetary funds. It
is economic development and proper financial support that allows resilience
of the SG sector. In table 2 shows the results of calculation of indicators for
estimating the level of resilience of SG sector of Ukraine for 2008-2016.

Table 2

Dynamics of indicators of estimation of the resilience level of the sector
of the state administration of Ukraine for 2008-2016

Indicator 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016

Level of GDP
redistribution through 31.42129.89 | 29.05 | 30.27 | 31.7 | 30.2 | 29.1 | 29.9 | 279
consolidated budget, %
The ratio of the deficit
(surplus) of the state 1.32 | 3.89 | 594 | 1.79 3.7 4.3 5.0 3.7 3.0
budget to GDP, %
Coverage of the
consolidated budget
deficit due to external
borrowings, %

Volume of transfers from
the state budget, % to GDP
The share of the state-
owned sector in current | 20.01 | 15.08 | 1535 | 18.16 | 17.72 | 16.7 | 15.6 | 19.36 | 19.56
incomes, %

Level of state and
guaranteed by the state
external and internal
debt, % of GDP

The coefficient of
sufficiency of interna-
tional reserves for
servicing external debt
The level of
implementation of the
plan on the consolidated
budget revenues, %
Level of implementa-
tion of the plan on
consolidated budget
expenditures, %

27.11 |120.24| 73.06 | 62.89 | 24 215 | 542 | 46.8 | 199

6.2 6.8 7.2 7.3 8.9 8.0 8.2 8.8 8.6

20.0 | 34.8 | 399 | 363 | 365 | 40.2 | 70.7 | 79.4 | 81.84

170.1 | 99.94 | 99.47 | 84.84 | 63.49 | 54.38 | 19.41 | 30.61 | 34.07

97.3 | 84.06 | 96.64 | 100.6 | 93.01 | 66.75 | 92.9 | 102.6 | 100.2

924 | 72.73 19344 | 935 | 924 | 91.2 | 88.7 | 85.6 | 94.6

Source: calculated and systematized by the author for [16; 17].
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The level of redistribution of GDP through the consolidated budget
[18, p. 50-51] in 2008 did not meet the threshold (no more than 30 %),
which was due to the beginning of the global financial crisis and financial
instability in the country. Also, in the period from 2011 to 2013, the
indicator slightly exceeded the threshold.

The ratio of deficit (surplus) of the state budget to GDP during the
crisis period of 2009-2010 actually exceeded the threshold. In 2011, the
decline was characterized by a slowdown in government debt growth. This
can be seen as a positive trend, especially against the backdground of the
dynamics of the cost of attracting debt. In the period of 2013-2014,
the indicator exceeded the normative value, the reason for which was
the fall in volumes of trade and the reduction of economic activity in the
occupied territories of Ukraine.

One of the reasons for the increase of the indicator of covering the
consolidated budget deficit due to external borrowing during the period of
2009-2011 was the global financial crisis, which resulted in a fall in GDP
and caused a deterioration of key financial indicators. In 2014-2015, this
indicator did not correspond to the threshold that was associated with the be-
ginning of the socio-economic crisis in the country and the decline in GDP.

The volume of transfers from the state budget to GDP for the period
of 2008-2016 stayed within the threshold, but gradually increased. The
growth of the indicator by 28% in 2016, compared to 2008, indicates an
increase in support from the state budget and lower budgets. This also
indicates a decrease in their independence, which leads to an increase in risk
and potentially unstable solvency [19, p. 322]. The share of the general
government sector in the existing revenues for the period under investi-
gation was within the normative scope and did not undergo significant
fluctuations. The level of state and guaranteed by the state of external and
internal debt was only normative in 2008. In 2008-2009, as a result of
the global financial crisis, a decrease in the country's GDP, the growth of the
state budget deficit and the deterioration of debt security due to a steep
increase in public debt. In 2010, the debt burden on the Ukrainian economy
increased, which resulted in a decrease in long-term and short-term credit
ratings of the country [20]. The development of the economy in Ukraine in
2014-2015 showed sharply expressed negative trends (GDP reduction by
31.3% in 2015 compared with 2013, reduction of gold and foreign exchange
reserves to $ 5.6 billion, rapid devaluation of hryvnia — 100 % per annum
etc.) [21]. All these processes during 2008-2016 negatively affected the
dynamics of the size of the state and guaranteed by the state of external and
internal debt. The adequacy ratio of international reserves for servicing
external debt corresponded to the threshold only in 2008. Analysis of data
from the fable 2 leads to the conclusion that Ukraine has never attained the
minimum required level (100 %) of this indicator for the last eight years.
That is, the country's reserves for covering external debt were not always
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enough. The reduction of the country's foreign-exchange reserves during
2013-2016 was due to significant expenditures of the National Bank, which
were aimed at maintaining the exchange rate of the national currency and
repayment of the state external debt. In the future, the regulator foresees a
constant dynamics of international reserves: during the periods of
improvement of the market conditions, their growth will increase, while
during the periods of strengthening of external pressure it is possible to use
them in order to absorb destabilizing shock influences [22]. The level of
implementation of the plan for the consolidated budget revenues was in line
with the normative value in 2011 and 2015-2016. Failure to implement the
budget revenues plan contributes to the increase of the budget deficit. The
indicator of the implementation of the consolidated budget revenues plan for
2008-2010 and in 2012-2014 did not meet the threshold, which is the
reason why the government is incapable of clearly defining the size of
future budget revenues and expenditures. There is also a significant impact
on the size of the consolidated budget revenues and expenditures, which is
the phase of the economic cycle, which during the downturn entails an
increase in budget expenditures and a decrease in tax revenues, and on the
contrary in the period of economic growth. The level of implementation of
the plan for consolidated budget expenditures for the period 2008-2016 has
never reached the normative value. However, over this period, the indicator
increased by 21.87% and returned to the pre-crisis value of 2008. Failure to
implement the plan on consolidated budget expenditures from year to year
indicates:

¢ insufficiency of consolidated budget revenues;

¢ inefficiency of budget planning system;

e constant overstatement of budget expenditures in the absence of

real sources for their financing;

o the lack of a real link between income and budget expenditures.

Under the resilience of the sector understand its ability after the action
of shock effects to return to a state that is not worse than the previous [23, p. 21].
A stable sector of national government should provide for the emergence of
macroeconomic shocks, which can be defined as a real sudden change in the
conditions of management, which displays the parameters of the economic
system for critical values [4, p. 5]. The main macroeconomic shocks that
took place in 2008-2016 and influenced the dynamics of the above-
mentioned indicators are:

e nominal shocks: reduction of currency offer and devaluation of
hryvnia; growth of external debt;

¢ real shocks: reduction of GDP and volume of goods turnover in the
country;

e shocks of demand: reduction of domestic investment of the
economy; deficit of foreign trade and balance of payments;

¢ shocks of offers: increase of tax rates for payments to the budget.
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Conclusion. Thus, the level of resilience of the sector of the state
administration of Ukraine is unsatisfactory. Only two indicators out of nine
corresponded to the thresholds for 2008—2016: the amount of transfers from
the state budget to GDP and the share of the state-owned sector in
disposable income. All other indicators highlighted the high sensitivity of
the SG sector to shock effects and its inability to adapt, to recover, to
counteract in the long run. The proposed set of indicators to determine the
level of resilience of the SG sector with the use of threshold values to
a large extent allows for the assessment and monitoring of the shock effects
on the relevant sector and, on this basis, develop measures to warn of
adverse and threatening economic development trends. On the basis of the
conducted research it will be advisable to propose ways to increase the level
of resilience of the sector of national government:

e to cover the budget deficit, the state must ensure the search for real
reserves to increase budget revenues, create favorable conditions for
taxpayers to develop their activities, increase tax objects;

e to achieve reliability of the forecast of the main macroeconomic
indicators, on the basis of which the income and expenditure part of the
state budget, volumes and rates of GDP growth, inflation rate, exchange rate
are formed;

e use budget funds mainly for state target programs aimed at
economic development;

¢ to improve mechanisms for the implementation of state borrowing
and repayment of public debt.

The prospects for further research in this regard are related to the
substantiation of mechanisms for ensuring the resilience of the sector of
national government of Ukraine.
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IHxyponaocovka /l. Cmiitkicmos cekmopa 3a2aiabHo0epHCA6HO20 YRPABIIHHAA.

Ilocmanoska npodnemut. Cexmop 3azanvHoOepacagHo2o ynpasiinua (3/V) € easwc-
JIUBOIO0 UACMUHOIW HAYIOHANLHOI eKOHOMIKU, Wo 3ab6e3neuye coyianrbHO-eKOHOMIUHUL
PO36UMOK, BU3HAYAE OCHOBHI HANPAMU NOJIMUYHO20 MA eKOHOMIYHO20 CHPAMYBAHHA
odepaicasu, Cy2ye 0OCHOB0I0 Oisl BUKOHAHHS 0epaicasolo ceoix (Qynxyiu. Busnauenns piens
cmitikocmi  cekmopa 3V ¢ npiopumemnum 3a80anusimM 3 021510y HA 1020 GNAUE HA BCi
chepu  exOHOMIUHOI OinbHOCMI, WO 3a0e3neyye MYIbMUNIIKamusHui egexm Ol
PO36UMK) HAYIOHAILHOI eKOHOMIKU.

Ananiz ocmannix 00cnioxcensv i nyonikayit. Ykpaincoki 0OCHIOHUKU MA eKOHO-
MICIU-NPAKmuKy aKmugHO 8UGYAIOMb NUMAHHS CIMIUKOCMI eKOHOMIYHUX cucmem. [Ipome
cmitkicms cekmopa 31V nompebye 6invuu 21ub0K020 00CTIOHCEHHSL.

Mema Oocniddcenns noasieae 6 oyiH8aHHI pieHa cmitikocmi cekmopa 34V, wo
dacme 3M02y GUABUMU OCHOBHI WOKOGI 8NIUGU HA Yell CeKMop ma 3anponoHyeamu Wisixu
3a0e3neyenHst BUCOK020 PIGHS CIIIKOCMI.

Mamepianu ma memoou. Teopemuxo-memoooa02iuHol0 0CHOBOW O0CNIONCEHHS €
3a2a1bHOHAYKOBI MA CeyianbHi Memoou HAYK08020 Ni3HAHHSA, 30KpeMd: aHAli3y, cuHmesy,
nopieusnuss ma cucmemamuzayii. Ingopmayitina 6aza Odocniddcenns npedcmagiena
CMamucmuyHUMy OGHUMUY, NPAYAMU YKPATHCOKUX | 3apYOIdNCHUX HAYKOBYIE.

Pesynomamu oocnioxycenusn. Cexmop 3/[V € 0cHoHOW0 nepedymosoio popmyeanHs.
cucmemuy YNpaeuiHHa O0epICABHUMYU (DIHAHCAMU HA HAYIOHAILHOMY Md pPeiOHATbHOMY
pisnax. Cmiiikuii cman cekmopa 3/Y nepedbauae, wo @inauncyeanns eumpam Ha 1020
NOMOYHY OIATbHICIb 30IUCHIOEMbCS 3AX00AMU, WO He YUHAMb PYUHIBHO20 6NIU8Y HA
Qinancysannsn OianbHocmi 6 Mmaubymuix nepiooax. Ilpu eubopi inouxamopie 0
oyintoeanHsa pieHa cmitikocmi cexmopa 3Y 3a ocHogy 63amo memoouuui nioxoou 00
OYIHIOBANHA PIGHS CMIUKOCMI eKoHOMIKU, po3pobreni Opeanizayicilo eKoHOMIYHO020
PO36UMKY | CniBpObIMHUYmMEa ma nepeddoayeni MemoouKoio pO3PAXyHKY PIGHsL eKOHOMIYHOT
be3neku Ykpainu 6 yacmumui nopo2o8ux 3uauenv iHOuxamopie. OCHOBHUMU MAKPOEKOHO-
Mivnumu  wokamu, wo mamu micye y 2008-2016 pp. ma enaunyau Ha OUHAMIKY
IHOUKamopie CMIUKOCMI, € HOMIHAIbHI. CKOPOUYEHHs 8ATIOMHOI Npono3uyii ma Oesaib-
6ayisi 2PUBHI,; 3POCMAHHS 306HIUHBO20 OOP2Y, peaibHi: ckopoueHHs piens BBII ma obcszy
mogapoobopomy 8 Kpaini; NONUMy. CKOPOUEHHS 6HYMPIUHbO20 [HBECMYBAHHS eKOHOMIKU,
Oeiyum 306HIUHBOMOPSOBEILHO20 | NIAMINCHO20 OANAHCY; NPONO3UYIL: 3POCHAHHSA
NOOAmMKOBUX CINABOK 3a NAAMENCAMU 00 O100dCcemy.

Llokosi enaugu weUOKO NOWUPIOBANUCA |  MYIbMUnIiKyganucs ¢ cekmopi 34V
ma 8 eKOHOMIYi 3a2anoM.

Bucnoexu. Ha ocnogi nposedenozo 00CniOdxHCeHHA 3aNpONOHOBAHO WIIAXU NIO8U-
WeHHs pieHA CMIUKOCMI CeKmopa 3a2aibHO0epI’CABHO20 VNPAGIIHHA. Ol NOKPUMMSL
0100%1cemno2o  depiyumy Odepoicasi HeobXiOHO 3abe3neduumu NOULYK PeabHUX pe3epeis
30iIbUEeHHS. 00X0016 DI00JCemy, CMEOPUMU NIAMHUKAM NOOAMKIE CAPUSINAUGL YMO8U 0I5
PO38UMKY IXHbOT OiSLIbHOCMI, 00CA2MU HAOIIHOCTI NPOZHO3Y OCHOBHUX MAKDPOCKOHOMIYHUX
NOKA3HUKIB, HA OCHOGI SIKUX (POPMYIOMbCsL 00XIOHA U BUOAMKOBA HACMUHU OEPHCABHOSO
b1000i1cemy, obcseie i memnie 3pocmanns BBII, memnis ingnayii, eantomnozo Kypcy,
01000icemHl  Kowimu  C1i0  8UKOPUCIOBYSAMU NEPEBANCHO Ol  OePAHCABHUX YLIbOBUX
npocpam, CnpAMOBAHUX HA eKOHOMIUHUL PO3BUMOK, 8OOCKOHAIUMU MEXAHI3MU 30IUCHEHHS
0€epPAHCABHUX 3AN03UUEHb MA NO2AULEHHS 0ePAHCABHO20 OOP2Y.

Knwuosi crnosa: cmillkicmb eKOHOMIKU, CEKMOP 3A2ANbHOOEPI’CABHO20 YAPAS-
JIIHHS, HAYIOHATIbHA eKOHOMIKA, 0epIHCABHT (DIHAHCU, WOKOBI 8NIUBH.
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It is proved that the marketing of innovations is an indicator of the innovation
activity of the enterprise and the structural component of its innovation policy. Formed in
such areas as market research, pricing and innovative renewal of the enterprise. The
methodical approach of the integrated assessment of innovation marketing of an enterprise
is substantiated, which synthesizes a number of indicators into a single quantitative one
and creates conditions for determining the qualitative and quantitative aspects of inno-
vation activity of the enterprise.

Keywords: innovativeness of activities, marketing innovations, innovation policy,
innovations, market research, price setting, directions of innovation upgrade, integral
indicator.

bnakuma A., Jlanoeéckaa I. Hnmezpansnaa ouenka UHHOBAUUOHHOCHIU Oeamenb-
Hocmu npeonpuamus. [JOKa3aHO, 4MO MApKemuHe UHHOBAYUL AGNAemcsi UHOUKAMOPOM
UHHOBAYUOHHOCTU OesIMeNbHOCU NPeOnpUsmus U CMpPYKMYPHOU KOMNOHEHMOU e20
UHHOBAYUOHHOU NOAUMUKU, KOMOPbLL (opmupyemcs 6 maKux HANPaeieHusx, Kax
uccne0o8anue poiHKa, YCMAaHosleHue YeH U UHHOBAYUOHHO20 OOHOBIEHU NPeonpusmusl.
ObocHosan memooudeckuili. no0xXo0 K UHMEZPAbHOU OYeHKe COCMOSHUSA MapKemuHed
UHHOBAYUL NPEOnpusmusl, KOMOpslll Cunmesupyem pso noxazamenel 6 eOUHblll
KONUYeCMEEHHbIN U cO30aem YCao8usl Oisi ONpeoeieHUsl KA4eCnmEeHHbIX U KOIUYECHBEHHbIX
ACNeKmos UHHOBAYUOHHOCIU OesIMEbHOCIU NPEONPUSIIMUSL.

Knwoueesvie cnosa: WHHOBAIMOHHOCTH AEATCIIBHOCTH, MapKETHUHT I/IHHOBaL[I/If/'I,
WHHOBAIlMOHHAsA TIIOJINTHKA, WHHOBAIMK, WCCICAOBAHHUA pPBIHKA, YCTAaHOBJICHUE IICH,
HarpaBJICHUSI MHHOBAITHUOHHOI'O O6HOBJ’I€HI/I$I, HHTCFpaHBHBIﬁ IOKa3aTclib.

Background. The modern domestic economy under the influence of
globalization processes is in search of mechanisms for stimulating economic
growth both on a country scale and on a separate enterprise.

© Blakyta H., Lanovska H., 2017
52 ISSN 1727-9313. HERALD OF KNUTE. 2017. M 6




ENTERPRISE

The priority direction in the international economic sphere for the last
years are the development of innovation and implementation of high-tech
developments.

It should be noted, that purposeful innovation activity is becoming one
of the inevitable factors of financial and economic development of business
entities. The primary direction of increasing the innovation activity of the
enterprises is the formation and implementation of innovation policy. The
complexity of the formation of innovation policy is determined by its
different nature and direct participation of various divisions. So, among the
main areas are the presence of marketing research, definition of innovative
capacity planning of innovation, selection of innovations and developments
of their implementation. Combination of these directions affects the
introduction of effective plan of innovative enterprise development.

The important step in the formation of innovation policy is the choice
of its type with the research of innovative climate, innovation activity and
innovation potential of the enterprise. It should be noted that marketing
innovations in turn allow to achieve the purposes of innovative
development, include the market research areas of innovative update and
setting up communications, pricing, organization, promoting innovation to
the market.

The lack of methods of complex assessment marketing innovation
activity of the enterprise makes it impossible to determine the vector of its
innovation policy.

Analysis of recent researches and publications. The main aspects of
developing the content of marketing innovation are disclosed in the
methodological document "Oslo Manual" [1], prepared by the Organization
for Economic Cooperation and Development of the Statistical Board of the
EU. Scientific and theoretical substantiation of the essence of marketing of
innovations is considered in the writings of foreign and Ukrainian resear-
chers, in particular P. Drucker, I. Balabanov, N. Illyashenko, T. Oklander,
N. Tunitskyi, N. Aldokhina, O. Komarist, S. Ilyashenko, Y. Karakai,
A. Gurzhii, D. Tabachnik, P. Mikitiuk, O. Ovsyanyuk-Berdadina, J. Krysko,
S. Skoczylas, T. Danilovich, N. Chukhray, V. Koyuda, T. Mazko,
E. Harrington, E. Vozniak, F. Kotler, K. Keller, A. Pavlenko [2-15],
and other scholars. At the same time, the issue of the content of the
structural components of marketing of innovations, research of their
formation and effectiveness within the limits of realization of the innovation
policy of the enterprise remain unsolved.

The aim of the article is to substantiate theoretical foundations on
the essence of marketing of innovations in the company's innovation policy,
the definition of the main structural components and the development
of a method for the integrated assessment of its status as an indicator of
innovation activity.
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Materials and methods. The theoretical and methodological basis of
the research is the conceptual provisions of the theory of management, the
theory of innovations, the theory of organizations and the works of domestic
and foreign scientists on the issues of innovation activity, the formation of
innovative enterprise policy and the marketing of innovations. In the process
of research, such general scientific methods as analysis and synthesis,
induction and deduction were used. Through analysis were identified the
components of marketing innovation, their study, identification of essential
features and relationships. Synthesis has created conditions for the
combination of fragmented structural components of innovation marketing
into integrity, taking into account the interrelationships between them. The
method of induction allowed to formulate a generalization of the theoretical
concept of "marketing of innovations" and make grounded conclusions on
the basis of studying the factors and methods of its formation. The most
significant aspects of the process of marketing innovation, its distinctive
features and contradictions were based on the dialectical method
of research. Using in the work the integral method allowed to develop
a methodological approach of assessing the marketing of enterprise
innovations.

Results. Effective formation and rationally weighed introduction of
innovation policy ensures stability of activity of the subject of entrepre-
neurship, achievement of its competitive advantages and strengthening of
the position of the enterprise in the market environment. Effective innova-
tion policy of an entity is likely provided that its structural components
interact: marketing of innovations; research and development policy;
structural changes policy; technical and investment policy. It should be
noted that all components of innovation policy are subject to the strategic
goals and tactical objectives of the enterprise. Thus, timely recognition of
the latest market trends is ensured by high-quality marketing of innovations,
the results of which determine the direction of innovation in the enterprise.

Exploring the essence of marketing innovations, we came to the
conclusion, as to the opposition of opinions among scholars. Thus, the
English researcher Peter Drucker argued that "in business there are only two
and only two main functions — marketing and innovation. It is marketing
and innovation that produces results, everything else — costs" [2, p. 72].

In the methodological document "Oslo Manual" prepared by the
Organization for Economic Cooperation and Development of the Statistical
Board of the EU, marketing innovation is seen as the introduction of a new
marketing method, including significant changes in the design or packaging
of a product, its placement, market promotion, or pricing. Also in this
document it is noted that marketing innovations are aimed at better
satisfying the needs of the consumer, opening new markets or gaining
new positions for the company's products on the market in order to increase
sales [1, p. 149].
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Marketing of innovations I. Balabanov defines as a process that
includes planning for the production of innovations, market research, commu-
nication, price setting, organization of innovation promotion and expansion
of service services. This target marketing is emphasized by a scientist who
is based on the choice of a particular market segment with the further
development of innovations and a marketing mix in relation to this segment,
and deals only with new products and new technologies [3, p. 155, 160].

S. Ilyashenko and his colleagues define the essence of marketing of
innovations, as an analytical process, which involves identifying market
opportunities for innovation development; as a means of active influence on
consumers and the target market as a whole, connected with the output and
promotion of innovations on the market; as a function of innovation
management, aimed at identifying possible areas of innovation activity, their
materialization and commercialization. At the same time it is possible to
consider simultaneously the innovation management as a function of
marketing of innovations, aimed at realizing the achievements of science
and technology in new products, able to satisfy the needs and demands of
consumers and provide the commodity producer (seller) profit; as the means
(market instruments) of orientation of individual economic entities, and, at
the same time, of the national economy as a whole, on innovative
development [4, p. 270]:

His vision of marketing innovations to a scientist T. Oklander,
namely, the use of the concept, methodology, methods, marketing techno-
logies in the innovation cycle at the stages of applied research and pro-
duction. The researcher argues that in this case, the subjects of marketing of
innovations are scientific organizations-manufacturers of scientific products
and enterprises-manufacturers of new science-intensive products" [5].

The use of the innovation marketing system at the enterprise points
out, N. Tunitskyi should be combined with the use of new information tech-
nologies, organization of information flows, as well as various advertising
tools. In carrying out innovation activities, one must also take into account
the fact that [6, p. 30]:

e innovations should be tied to the needs of consumers, rather than
the achievement of a technical advantage as an end in itself;

e the introduction of innovations to the market should be accompa-
nied by useful information about the product so that consumers can
understand why it is necessary to buy the particular product;

e before introducing innovations to the market, it is necessary
to conduct a deep marketing analysis;

o marketing should emphasize the competitive advantages of the product.

The term "marketing of innovations" is claimed by O. Komarist and
N. Aldokhina can be defined as a set of actions, techniques, methods,
systematic activity of economic relations subjects in the development and
promotion of new products, services and technologies on the market to meet
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the needs and demands of consumers (society) in a more efficient way than
competitors on the basis of updating and increasing the level of potential
components of the enterprise, finding new directions and means of its use
for the purpose of profit and ensuring the conditions of long-term survival
and development in the market.

According to innovative marketing, the concept of doing business stresses
S. Illyashenko, who provides creation of improved or fundamentally new
products (products, technologies, services, management decisions) —
innovations — and use in the process of its creation and distribution
of advanced or fundamentally new — innovative — tools, forms and methods
of marketing in order to more effectively meet needs both consumers and
producers [8, p. 27].

D. Tabachnyk, Y. Karakai, A. Gurzhii define "marketing of innovations as
a system of organization, management and analysis of innovations on the basis of
marketing information and with the help of marketing tools" [9].

Summarized the essence of marketing of innovations defined as
a systematic activity in relation to the development and promotion of new
products, services and technologies to meet the needs and demands
of consumers (and society) to more effective than competitors, the image on
the basis of increase of potential of the enterprise, finding new directions
and ways of its use with a view to profit and ensure the long terms survival
and development in the market [10, p. 103].

So, marketing of innovations is a structural component of innovative
policy of an enterprise, combining the processes of market research,
formation of the directions of innovative renewal of the enterprise, the
establishment of pricing policy to achieve strategic innovation goals and
tactical objectives.

During the implementation of innovative activities plays an important role
in the choice of principles for the implementation of marketing activities. You
can identify the following basic principles of marketing innovation [11, p. 164]:

1) aiming at achievement of final practical result of innovation;

2) capture a certain market share in line with long-term goals set
before the innovation project;

3) integration of research, production and marketing activities in the
management system of the enterprise;

4) the long-term perspective that requires careful attention to forward-
looking research, development on their basis of innovation, which provide
highly productive economic activity;

5) the use of interrelated and mutually agreed strategies and tactics of
active adaptation to requirements of potential users of innovations with the
simultaneous purposeful impact on their interests.

In our opinion, one of the important principles of marketing
innovation is to increase innovative activities of the enterprise.

The researchers V. Koyuda, T. Mazco in their writings offer
a methodical approach to integrated assessment of the marketing system of
the enterprise, which is that private performance evaluation is taxonomic,
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and then to a single generalized indicator, which is proposed to be corrected
by a factor of awareness and to consider the influence of factors macro- and
microenvironment of marketing a particular company [12, p. 134]. The
development of a system to evaluate the marketing potential of the company
devoted a lot papers, where to determine using an integrated assessment
with the versatile components and indicators help to ensure that the
company has achieved a specified level of target parameters, are formulated
in its marketing and strategic plans. Exploring the theoretical aspects of the
formation and implementation of innovative policy of the enterprise we
have identified the lack of analytical methods for its evaluation, and
quantitative research methods marketing innovation. We have proposed
a system of indicators, including qualitative and quantitative assessment of
marketing innovation that will allow you to set the strength of its influence
on the development of innovation activity of enterprise (figure 1).

STRUCTURAL COMPONENTS OF INNOVATION MARKETING ENTERPRISE
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Figure 1. Metodology of integral assessment of the marketing
innovation of the enterprise

The primary stage of formation of innovative policy of the enterprise
is the study of market structure, sales volume, market share, level of demand
and competition, behaviour of the buyer and the dynamics of its preferences,
the availability of competing products and opportunities for the conso-
lidation of innovative products on the market. These aspects are inherent in
the marketing innovation of the enterprise.
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Entities in the context of global competition strive to achieve mono-
polization in the market space. Among the economic indicators that chara-
cterize the level of market power of the enterprise, the most common is the Lerner
index. This figure shows that the largest monopoly power can have a enter-
prise that bidding in those markets where the elasticity of demand is less.

The following indicators, we elected to market share of enterprises in
terms of sales and cost indicators. The competitiveness of enterprises is the
key to its development and depends on its novacinema. Offer to enter into
the analytical system of market research indicators such as relative market
share for a competitor; relative market share for the leader; market share
relative to key competitors. This approach will allow to evaluate the
external environment of the enterprise in the system of marketing of
innovations.

Formation of the directions of innovative renewal of the company
includes innovative development, development of new and competitive
products. To study this structure in the direction of marketing innovation of
enterprise, we have determined the following most important indicators: rate
of production, the share of enterprises in the innovative renovation of the
industry and the share of innovative updates regarding industry leader. Their
comparison will allow to determine the degree of innovatisation of the
company's products and its place in the market environment of economic
activities of the entity.

The choice of pricing methods, analysing competitors' prices, demand,
supply and surplus production necessary factors of marketing innovation.
Research in this direction is requested to determine the following indicators:
the coefficient of elasticity, coefficient of market forces and margin ratio.

The proposed indicators organized into a single integrated
indicator (IMI) (see figure I). Indicators j-th direction of the i-th component
of marketing innovation calculated by arithmetic mean values as one of
the methods of generalization performance. To achieve comparability
of indicators used the following methodology:

a) by maximizing the indicator:

€. = X — Xpming ()
if =
Ximaxs = *iming
b) by minimizing the metric:
Xt maxy — %15
ymaxy — Npoung
x;  — the value of j-th indicator in the direction of the ith structural components

of marketing of innovations;

X; miny — the minimum value of j-th indicator in the direction of the ith structural
components of marketing of innovations;

X; maxy — indicator of j-the direction of the i-th structural components of marketing
innovation.
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To substantiate the criteria and limits of change of the integral
indicator of the state of marketing innovation it is proposed to use a scale of
Harrington [13], is based on the assumption that uneven distribution of the
criterion and the formation of the ranges of its changes so that the
probability of hitting the criterion in each was the same (table I).

Table 1
Criterion of the integral indicator of the state of marketing
innovation according to Harrington’ s scale
Qualitative assessment High Average Low

of the integral index

The limits of quantitative values of

integral indicator [0.640;1] | [0.360;0.639] | [0.00;0.359]

It should be noted that in determining the criteria for low and high
scores were considered interval with a length of 0.36 and the formation
range of the average of the interval has a length of 0.28.

Method of integral evaluation is that one indicator, however important
it may be, is not enough to study the marketing innovations of an enterprise.
Therefore, the essential group of indicators that collectively reproduced,
quantitative as well as qualitative aspect of the structural component areas
that will confirm the status of marketing innovation of the enterprise.
Therefore, these indicators are combined into a single complex (integral)
indicator. The use of an integrated assessment of the state of marketing
innovation provides the opportunity to synthesize the impact of all factors
on innovation activity, to determine the degree innovative activities and
authorizes the implementation of a market prospects of innovative
development of enterprises, strengthening its market positions, providing
a competitive advantage in the long run.

Conclusion. Considering the conducted study, it should be noted that
scholars distinguish a separate type of marketing-innovation marketing as
the market concept of enterprise activity, developing an innovative way. So,
we proposed to define marketing innovation as a structural component of
innovative policy of the enterprise. The main principles of marketing of
innovations prophets to include the principle of activation of innovative
activity of the enterprise. Innovative activity can be characterized by the
degree innovative activities, and consequently on the state of marketing
innovation.

Developed a comprehensive, practically oriented method for
evaluation of marketing innovations of an enterprise, including a system of
indicators in the areas of its components, which are integrated into a single
summary measure.
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bnakuma I., J/lanoscoka I. Inmezpansna ouinka innoeayitinocmi OianvHocmi
nionpuemcmaa.

Ilocmanoska npoénemu. Ilpiopumemuum cnpsamy8anHam y MiHCHAPOOHOM) eKOHO-
MIYHOMY NPOCMOpPI OCMAHHIMU POKAMU € PO3POONEHHA [HHO8AYill MA BRPOBAOIHCEHHS
BUCOKOMEXHONIO2IUHUX pO3p0OOK. Bpaxysanus yux menoenyitl oano 3mocy obrpynmysamu
OCHOBHI HANPSAMKU [HHOBAYIUHOT NOJIMUKU NIONPUEMCMEA MA GNPOBAOUMU [HMESPATIbHY
OYIHKY CMAaHy MAapKemuHey IHHOBaYill 5K [HOUKAmMopa IHHOBAYIUHOCMI OILIbHOCMI
nionpuemcmaa.
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Ananiz ocmannix 00cnidxcensv i NyoOniKayili noxasas, W0 NOAPU HAAEHICMb
OKpeMUX HAYKOBUX OO0pOOOK 3aNUUAIOMBCA HeGUDIUEHUMU NUMAHHA CIMOCOBHO 3MICIY
CMPYKMYPHUX KOMNOHEHM MApKemuHey iHHO8ayill, 00CNioxceHHs ix cghopmosanocmi ma
Pe3VIbMamueHOCME 6 MeCax peanizayii IHHO8ayiiHOL NOIIMUKU NiONPUEMCMEA.

Memoto cmammi € oOIpyHMY6aHHA MEOPEMUUHUX OCHO8 U000 CYMHOCMI MapKe-
muHey [HHO8ayill y CKIa0I IHHOBAYIUHOI NOMIMUKYU NIONPUEMCIEA, BU3HAYEHHS OCHOGHUX
CMPYKMYPHUX KOMHOHEHM Md POo3pOOKA MemoOUKU IHMeSpaibHo20 OYIHIOBAHHA U020
cmawy AK IHOUKamopa iHHO8AYIUHOCMI OiIbHOCHI.

Mamepianu ma memoodu. Y pobomi SUKOPUCMAHO 3A2ANbHOHAYKO8I Memoou
aHanizy, cunmesy, HOYKYii ma O0edyKyii, a maxox#c KOHYenmyaibHi NOJOHCEHHS Meopii:
YNPABNIHHA, IHHO8AYILl, Op2aHi3ayill.

Pezynomamu 0ocnioxcennn. Bucynymo Haykosi einomesu npo me, wjo 6ci KOMNO-
HeHmu IHHOBAYINIHOT NONIMUKU NIONOPIOKOBYIOMbCSL CIMPAMEZIYHUM YIIAM MA MAKMUYHUM
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Acunckan HU. Ilpumenenue kpusoit ipghexmuenocmu opzanuszayuu é ynpaeie-
Huu usmenenuamu. Hccrneoosana kpueas s¢hgexmusHocmu 6 xo00e OpeaHU3AYUOHHIX
usMeHeHul, onpedenenvl ee Oemepmuranmol. Tlodueprusaemcs, umo meneoxcepbl MO2ym
61UAMb HA 2NYOUHY U 8pems noddepdcku 3¢pgexmusnocmu. Ilpednosicensvt Oeticmsus,
KOMopble MO2Ym CHU3UMb CHUSUMbL CMOUMOCMb usmeHeHull. Ilpeocmaegienvt ¢hasvl
U3MEHeHU.

Knrouegwvie cnosa: U3SMEHEHUA, Qde)eKmLJGHOCWlb, Kpueast ynpaeieHusl USMEeHEeHUSIMU.

Background. The efficiency curve is widely described in literature as
to its essence and its effects. However, it did not translate into the practical
actions of change managers. The aim of the article is to translate the
consequences of the efficiency curve into practical actions to improve the
direction of change.

Resalts. Curve of efficiency — essence, determinants of depth and duration.

The point of departure of the reflections will be the following figure 1,
illustrating the essence of the phenomenon. The level of organization
efficiency in the change process was determined by the ordinate. There is
one synthetic measure of efficiency that is missing, so it is practical to use
a set of specific, detailed criteria. It can be considered that the efficiency
curve presented in the above figure is the result of these detailed measures
(individual course of each one may differ from this one and differ
in practice). The diagram shows the common phenomenon that each change
is accompanied by a temporary decrease in the level of organization
efficiency, after some time the efficiency returns to the level before the
change.

Level of performance

Time
1 — minimal, yet acceptable level of efficiency; 2 — moment of change;
3 — maximum waiting time for effects 0.

Figure. 1. Performance curve of the organization during the change period
Source: author’s development.
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It is only afterwards that "consumption" of the effects of change takes
place. This law is objective and reveals itself even in the case of a corrective
change. It does not mean, however, that the organizers of the change will
only accept the existence of this regularity. They may have an impact on
how long a fall in fitness and what is the scale of this fall. It's up to them to
decide whether and how quickly the organization will achieve the previous
efficiency and will begin to discount the effects of the change. Therefore,
the point of departure for considering the directions of practical use of the
curve is to identify the determinant of the duration and depth of this decline.
These are:

a) scope and depth of change. Well, the wider the area of the
organization involves changes and the more revolutionary they are, the
longer and longer the decline in efficiency. Greater strength of social
resistance, greater cost of implementation;

b) the correctness of the project. This is about the compatibility of the
project with the future conditions of its implementation. The more the
project responds to these conditions, the less the efficiency falls and the
shorter it takes;

c) strategy for the implementation of the change. In general, the
literature cites two extreme implementation strategies: stepping and striking.
The first one means the deployment of time-to-phase implementation. This
results in a smaller decrease in efficiency, but lasts longer. It is time to reach
the planned level of efficiency. However, you should be aware of the loss of
some of your planned benefits and beyond the time that your stakeholders
expect. Radical change brings with it a shorter but deeper fall in
organization efficiency. This may endanger efficiency below the level
acceptable to the stakeholders. The problem is illustrated in figure 2 longer
acquisition time;

d) scope of obtaining contractors for the change. This is not only
about reducing the resistance, but also about inducing the change in the
authenticity of the participants to change the authenticity of the whole
process (from the decision to take, through the design of solutions to the
realization). The greater the scale of contractor co-operation in the change
process, the smaller and shorter the downtime is. Under optimum
conditions, even after the implementation, there may even be a short-lived
and slight increase in the efficiency of the organization's functioning. This is
due to the mobilization of additional energy among change implementers.
R. Curie [1, p. 22] expresses the view that it is precisely the social aspects of
change that most significantly affect the efficiency of an organization in a
time of change;

e) preparation of changes. It is about technical, organizational and
personnel preparation. Deployment and preparation are inversely propo-
rtional. Inadequate preparation of the change results in prolongation of the
implementation time, discouraging contractors — and consequently a longer
and deeper decline in the efficiency of the organization.

ISSN 1727-9313. HERALD OF KNUTE. 2017. W 6 63




ENTERPRISE

What is the performance curve for the practice? The problem is
worth considering in relation to the three phases of the change management
process.

Preparation phase. Determination of stakeholder acceptability,
duration and depth of decline. Change agents are both the employees of the
organization and its management, board of directors, owners, customers,
suppliers, banks, social organizations. When deciding to change, the
organization must recognize how profound and long-lasting decline they are
able to accept (how long workers agree to freeze their wages, how much
credit, and how long they will agree to wait for suppliers), to pay as long as
management are willing to wait for the effects of change and how much
change costs they will accept). Be aware that if an organization does not
have enough resources to implement the change, even the most promising
endeavors need to be accepted by stakeholders (internal and external). They
are involved in the cost of change. The level of their acceptance should
depend on the depth, scope of change and the way they are implemented. It
may turn out that some solutions will have to be abandoned or delayed.
Neglect in this area results in conflicts, discouragements, difficulties in
implementing change. At worst, the organization can not achieve the level
of performance before the change.

Determining the moment of change. The two most common mistakes
are too early and too late to make a change. In the first case it is a conviction
that (due to variability of conditions) the only permanent element of the
organization's functioning is change. Changes are made before the
organization takes advantage of all the opportunities inherent in the solution
so far, thereby reducing the resources that can be invested in the future
change. It is also worth recalling here the concepts of K. Lewin
[2, p. 18], who distinguished three phases of each change — thaw, change,
freeze. Every change must leave the performers time to learn, acquire,
practice, create new social relationships. A source of haste may also be
discouraged by changes resulting from errors in the implementation of the
change and an increase in waiting time for the effects. Instead of identifying
and eliminating dysfunctions in implementation, we are dealing with a
waiver of change.

On the other hand, there is often a delay in the change until the risk
of losing the organization's ability to continue functioning. The symptom of
this may be the persistent loss of financial liquidity, the threat of takeover,
bankruptcy, the introduction of commissioning. This is all the more
alarming that the research conducted by the authors indicated that 95%
of the managers and the strongest motives for making changes are to realize
their inevitability. This results in a shift from a very low ceiling of effi-
ciency. This narrows the scope and depth of the change that can be
implemented and the time it takes. In practice, managers later explain the
difficulties with insufficient financial possibilities. The described situations
are presented in the following figure.
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Efficiency

A B C A’ Time
— planned performance during the change period,
— the efficiency of the change taken too early (withdrawal from the current change).
A — change initiating the process;
B — planned performance before change A;
C — planned efficiency level as a result of change A;
A' — another change (taken too early, before reaching the efficiency intended for change A).

Figure 2. The course of the organization's performance when
the change is taken too early

Source: author’s development based on: [3, p. 45].

\
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A B C A’ Time

— planned performance during the change period;
— the efficiency of the change taken too late.
A — change taken at the right moment;
B — planned performance before change A;
C —planned efficiency level as a result of change A;
A'- another change (taken too late).

Figure 3. The course of organization performance when the change is taken too late

Source: author’s development based on: [3, p. 56].
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Theoreticians and practitioners clearly suggest that the change should
be considered when the organization is in the maturity phase when it uses
and cumulates the effects of the previous change. Thinking does not mean to
introduce anymore, but it means predicting future conditions, the direction
of potential changes, taking steps to prepare conditions. Then we start to
change with the financial backdrop of the previous change. So we have a
better chance to decide the extent, depth and timing of the change. Only
then can you decide on the change, its purpose (assumed level of
elimination of dysfunction) and the cost of conducting.

Are there really techniques managers and team leads can use to
engage their teams during times of change? J. Jellison's, a professor of
social psychology at the University of Southern California, believes so [4,
p. 14]. Jellison has developed a J curve diagram that lays out what he calls
the five stages of change — from resistance through acceptance. Stage one,
the plateau, is where we start on our journey of change. We're going along
just fine doing our work; we have a high degree of mastery; we know the
routine. Suddenly, news of a big change arrives. Suddenly, we're faced with
the great unknown: What will this mean to me?

After a period of turmoil and questioning, we approach stage two, the
cliff. Here's where we step into the abyss, because we feel we have no
choice but to go along. "Performance drops sharply", writes J. Jellison. "The
Stage 1 pattern is reversed: failures now outpace successes". The problems
accumulate. We consider ourselves failures. We begin to panic. We want to
escape [4, p. 24].

That is when we begin to enter stage three, the valley. "Things begin
bottoming out. Errors aren't as frequent or as large, and workers are starting
to do more things correctly". At some point, we begin thinking, "Maybe I
can, sort of, do this".

That is when we begin our ascent, stage four. Performance improves —
"impressively". Our attitudes change. Challenges that appear insurmoun-
table in previous stages now begin to look like obstacles we can overcome
with a bit of creative problem-solving.

At some point, we make it to the mountaintop — stage five. We begin
to feel good about ourselves again. We begin to think, "We should have
done this long ago!" (As Jellison points out, some of the biggest naysayers
"may even claim it was their idea".

J. Jellison he talks about "persuasion tactics", in which managers
assume they have to change employees’ attitudes before they’ll actually
move in a new direction. Rarely do they work. People may leave the vision
meeting feeling good, but then reality hits and the J curve ride has begun.
A technique he labels "activation". It's also known as "learning by doing".
You can change peoples’ attitudes by changing their behavior. He explains
a set of tools that you can apply as the need arises and gives ample examples
for how to use them. For example, one activation tool is "the bamboo
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technique". Just as bamboo bends and then snaps back when a strong wind
blows through, so should you, by acknowledging the other person'’s feelings.
Maybe somebody on your team is complaining, "We'll never make this
work". "You bend", writes Jellison, "by saying, You may be right that it’s
going to be challenging to make this work" [4, p. 34].

J Curve

Performance/Productivity

Figure 4. The J. Jellison curve of change

Source: Managing the Dynamics of Change, 2006 [4, p. 14].

In other words, you get the person focused on taking a particular,
concrete, doable action. And you keep doing it — because the J curve has no
predetermine timeline. People adjust at their own paces.

Jellison offers up numerous "scripts", spells out why even the tiniest
of signs of progress deserve celebration, and provides several techniques for
getting people started in the direction where you want them headed. His
suggestions are simple and require a measure of sincerity — because they
involve meeting people not at the 30,000-foot level where corporate visions
often reside, but on the ground, where members of your staff are trying to
do their jobs. [4, p. 54—67].

Design change. In this area the manager should be aware of the
following relationships:

e the more rational (in line with anticipated future implementation
conditions) is the project, the shallower and shorter the decline will be;

e the existence of the so- The "birth defects" of the project is an
objective phenomenon, mainly due to two premises. First of all, the element
of the project is human and its behavior is subjective, difficult to predict.
Secondly, there is no way to simulate the functioning of a project, as it
sometimes has in terms of technical systems. As a result, actual project
verification takes place only when it is implemented. However, this does not
release the change managers from the obligation to make any necessary
adjustments;
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e the quality of the project is important for the design team. The
literature [5, p. 14-16] gives three possible solutions to the problem. You
can outsource the project to a consulting company. This results in the
following consequences: - good knowledge of design methods and
techniques, modern solutions, objectivity, but poor knowledge of the
specificity of a particular organization, alienation of workers. The opposite
is to set up a design team with your own employees. Here in turn we have
a good knowledge of the interior of the organization, a sense of subjectivity
of the employees, but poor knowledge of leading solutions, methods and
techniques of design, the risk of entanglement in internal systems,
preferential solutions. It seems that it is most rational to appoint teams
composed of own employees and outside professionals. Because this
solution carries the risk of conflict between the two groups of team
members, it is important that each of them assign tasks corresponding to
their competencies. Thus, specialists should develop research methods and
techniques, supervise research, participate in design and oversee project
implementation. Employees should conduct research, participate in project
design and implementation. It is also important to choose the participants of
the team. They should come from all basic areas of the organization to
ensure the interdisciplinarity of the project. They should be able to articulate
and justify their proposals, be open to the suggestions of others, and
consider projects of change from the interests of the whole organization. It
is also important for members of the team to act as a liaison with the rest of
the team. It is about promoting, justifying the solutions adopted, to provide
feedback and suggestions to the rational design team, the variant in design is
important. It's about leaving the "first satisfactory" solution. We then have
a chance to find a project of higher rationality. We also have ready-made
possible variants for other than expected conditions of functioning,

Another issue is the choice of the project strategy. In this case,
J. Machaczka [6] proposes two different approaches [7, p. 455]. One
assumes the design of a reactive (follow-up) change. This means designing
a change tailored to the current conditions. With the current turbulent
environment, the change after implementation may be outdated. The second
proactive approach (anticipation) implies anticipation of the future operating
conditions of the organization and design of change under these future
conditions. While this is a risk-free approach, it is the only one if you want
to take on a competitive position. The more proactive we use, the less likely
we will be forced to make changes and bear the costs. By choosing an
approach, however, we need to adapt them to the level of volatility in our
industry.

An interesting approach to the change strategy is presented by
C. Suszynski [8, p. 137-144]. It draws attention to the need to associate
incremental changes (for ongoing coordination and ad hoc improvement)
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with a vision of structural change (necessary for long-term building and
development of organizations). The former should be seen as providing
revenue needed to offset or even specifically buffer the future costs of
structural change that build long-term market opportunities for the organi-
zation. However, one should be aware of the dangers of this approach.
Deleting resources for future proactive changes involves time-consuming
"consumption" of current changes, employee conflicts, the need to modify
or abandon proactive changes, and stay with incremental adjustments.

Lastly, there is the problem of choosing the scope and rate of change.
They should be dependent on their own financial capacity and the
recognized level of acceptance by stakeholders of the depth and duration of
the decline in efficiency. So be aware that the more radical changes and
faster implementation, the deeper the decline, but the shorter it will take.
However, we must either have our own means of covering change costs or
accepting certain financial support from our shareholders. Otherwise we are
forced to either limit the scope of the change or lengthen its implementation.
This, however, poses a certain risk of discouraging performers, necessity of
making another change later.

Implementation phase.

Preparation of implementation conditions. The better prepared
conditions for the implementation of the change, the faster and faster the
implementation, the greater the range of creativity and activity of the
implementers. The fall in fitness is less deep and shorter. The scope of the
preparatory actions will depend on the scale of the project's needs and the
current state of the needs. However, preparation does not mean that all
conditions need to be prepared before implementation, but it is certain that
the necessary conditions are met in accordance with the implementation
schedule. The change manager should take and implement the following
actions: obtaining approval for the adopted change proposal. The first thing
is to get the consent of the decision makers or stakeholders (eg supervisors,
board, supervisory board, owners, banks). The choice of the decision-
making body will depend on the depth and scope of the change.
On the other hand, it is also necessary to accept the project by contractors.
This should be thought from the moment the change is planned. Various
techniques are known and described for the acceptance of change
implementers. The most comprehensive and most synthesized are
P. Schlesinger, V. Sathe, L. Schlesinger, J. Kotter [9, p. 99] who cite:
assistance and support, communication, education, participation, nego-
tiations, cooptations. It is also important to recognize the attitudes to
changes in the individual employees and to assign them the right role in a
particular change. This problem presents the two-dimensional classification
of "players".
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VIEWERS CHANGE NIMATORSANIMATORZY

understanding, cognition support for gchange
TRADICIONALIS"IK_/ OPPONENTS

safe positions

Passive Active
Figure 5. Classification of 'players"

Source: author’s development based on Z. Chroscicki [9].

Traditionalists should be able to emphasize what was good in the
current solution, to pay attention to the possible dangers of the adopted
solutions. You will then be able to make the appropriate adjustment and
reduce the risk of too early or unreasonable change. Indifferent must be
convinced to change, showing its assumed effects. Lastly, animators should
monitor the organization, indicate the time and place of possible changes.
Their proposals, however, must be analyzed. You can not assign permi-
ssions to a change. This could threaten the "vicious circle of change" with
all its negative consequences:

a) organizational preparation. It starts with planning a deployment
schedule, in which we envisage implementation time, stages and imple-
menters, division of tasks. We must take into account the fact that over-
decomposition in time weakens the dynamics of change and, on the other
hand, takes into account our own possibilities of real time reduction. It is
also important for everyone to know what is his role in the change process;

b) technical preparation. It means gaining timely technical resources
necessary to implement the change (eg premises, technologies, raw mate-
rials, machinery and equipment). It allows you to smoothly and seamlessly
implement the change and fit in the schedule. It is necessary to define here
the scope, the quality and the date of acquisition and the source of the
conditions and form of the acquisition;

c) staff preparation. These include the following: recruitment,
dismissal, training.

Supervision and ongoing correction of correctness and timeliness of
implementation. The aim of supervision is to take corrective actions, in case
of irregularities, to implement the change correctly and in time. This is not
an ex post check, where the irregularities will only appear as negative end
effects — prolonging the time and depth of degradation. It is about control in
the course of action, which makes it possible to make the change as
intended. It is worth noting that control should be vanishing until it reaches
normal level of control.
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Control effects. The main problem is the awareness of the two
"bottom right" recommendations. First of all, you can not control the effects
as soon as you make a change, because you will always notice a drop in
performance. Practice shows that change managers do not always follow
this guideline. Observing the decrease in efficiency starts the next change
and the next decrease in efficiency. This is due to lack of awareness, and
sometimes it is intended to discredit the change. Secondly, with effect
control it is necessary to wait until the performance parameters of the
organization stabilize. It can then be assumed that the organization has
achieved the level of efficiency resulting from the change.

It is difficult to uniquely determine the temporal limits of effects
control. This is a task for the change manager and requires experience.
Surely consider the scope and depth of changes, preparation of conditions
for implementation.

Conclusion. The existence of a "right" is an objective, independent of
the rationality of the change process. Managers of change, however, have,
by their actions, affected the depth and duration of this decline in efficiency.
This article outlines the steps that will be taking place in each phase of the
change cycle to help organizations manage long-term changes.

REFERENCES

1. Curie R. M. Work study. London : BIM, 2013.

2. Barabasz A. Rozwdj i zmiany w matej firmie, w: Zmiana warunkiem sukcesu.
Rozwoj 1 zmiany w matych i $rednich przedsigbiorstwach. Wroctawiu : Wyd-
wo Uniwersytetu Ekonomicznego, 2009.

3. Majchrzak J. Zarzadzanie zmianami w przedsigbiorstwie. Poznan : Wyd-wo
Akademii Ekonomicznej, 2012.

4. Jellison J. M. Managing the Dynamics of Change, McGraw-Hill. New York, 2006.

5. Skalik J. (red.) Projektowanie organizacji instytucji. Wroctaw : Akademia
Ekonomiczna, 2008.

6. Machaczka J. Zarzadzanie rozwojem organizacji. Czynniki, modele, strategia,
diagnoza, PWN. Warszawa, 2012.

7. Czerminski A., Czerska M., Nogalski B., Rutka R., Apanowicz J. Zarzadzanie
Organizacjami, Dom Organizatora. Torun, 2012.

8. Suszynski C. Zarzadzanie zmianami — wyzwania ambidextrous organization
(zarys problematyki) w: Systemy i procesy zmian w zarzadzaniu, Barabasz A.,
Belz G. (red.). Wroctaw : Wyd-wo Uniwersytetu Ekonomicznego, 2012.

9. Czerska M. Zmiana kulturowa w organizacji. Wyzwanie dla wspdtczesnego
Menedzera, Difin. Warszawa, 2013.

The article submitted to editor's office on 05.10.2017.

HAcincoxa H. 3acmocysanns kpueoi epexmusnocmi opzanizauii 8 ynpagninmi sminamu.

Ilocmanoeka npodnemu. Ynpasninusa smMiHamu € 8ax3CIUBUM ACHEKMOM 3a2aN1bHO20
VIPAGNIHHA OP2AHI3AYISIMU, OCKIIbKU 2100ani3ayis, HeoOMedceHe pPO3N0ECIOONCEHHS |
docmyn 00 iH@opmayii, Hapocmaroyua KOHKYpeHyis npu3eeu 00 mozo, wo YmpUMamuch Ha
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PUHKY © 00CACHYMU YCRIXY CbO20OHI MOJCYMb MITbKU MEXHOIO2IYHO | CMPYKMYPHO SHYUKI
ma iHHo8ayitini ymeopents. OOHAK Ol YCHIWHO20 BNPOBAONCEHHS OAXNCAHUX HOBAYIN
HeoOXiOHI 8i0N08IOHI 3HaHHA [ 00c6i0 y cepi ynpasninua 3minamu. HedocmamHbo
CKOHYeHmpy8amu y8azy HA Max 38AHUX HCOPCMKUX YUHHUKAX, HAcamnepeo HeoOXiOHO
VCBIOOMUMU, WO HCOOHA 3MIHA He Modce OYMuU peanizo8amda, AKWO NepPCOHAN RiOnpu-
eMcmea He egadcamume ii OoyinbHow. Boowuouac ynpaeninHa 3minamu mae ¢hynoa-
MeHmANbHe 3HAYeHHA i 011 MemoO0oa02ii YAPABNIHHA OP2aHi3ayiAMU 8 KPU308UX CUMYAYisAX
3 HOWLYKOM YMO8 | WISAXI6 GUX00Y 3 HUX.

Ynpaeninna sminamu € npoyecom nodonanHs HeCnpuliHAmMms ma He20moeHOCmi 00
HUX OPeaHi3ayitIHUX CKAA008UX — MPYOHOWIS, WO 3 A6IAI0MbC 8 COYIANbHIN, MEXHIUHI,
OpeaHizayitinitl, eKOHOMIUHIN | puouyHit cghepax. Hatisasicnusiuoro € coyianvra cghepa, 6
AKIU BUHUKAE 0COOAUB0 Da2amo HesionogioHocmell ma 30ypenv, y 36 3Ky 3 yuM ys cgepa
NOBUHHA 3alMamu npiopumemne micye y 6npo8aoA*CeHHi 600CKOHANEHb | CMamu OCHOBHUM
0oicepesom NOULYKY MOACIUBOCHEN YCIIUWHO20 YAPABIIHHI NPOYeCcamu 3MIiH 8 Op2aHi3ayisx.

Ananiz ocmanHnix 0ocnidxycenb i nyOniKkayili nokasas, WO NONPU HAABHICMb
OKpeMUX HAayKosux 0opoOoK i pekomeHOayiti 3 YNPAGIiHHS 3MIHAMU 6 Op2anizayisx 3
BUKOPUCMAHHAM MEXHIYHUX | Op2aHi3ayitiHuUX IHHO8AYIN, NUMAHHA 3ACMOCYBAHHA KPUBOL
epexmusnocmi opeanizayii @ YRpaeiiHHi 3MIHAMU NOMPeOYIOMb OKPeMOo20 CHeyidibHO20
00Ci0IHCEHMSL.

Mema cmammi — meopemuyne ma emnipuune OOCHONCEHHs NPoOIEMU YOOCKOHA-
JIEHHSL NPOYeCi8 YNPAGIIHHI 3MIHAMU 8 OP2AHI3AYIAX 3 OPIEHMAYIE0 Ha i0eHmugixayiio ma
HIGeN0BAHHs OUCQYHKYILL iX nepebicy 3 UKOPUCMAHHAM MEMOOUYHO20 [HCIMPYMEHMApPI
Kpusoi ehekmugHoCmi.

Mamepianu ma memoou. Buxopucmano inmepoucyuniinapruil nizHasaivbHull i
MemOoOONOSTUHUI THCMPYMEHMAPIL, WO 8KIIYAE MemOoOU HAYKO8OI abcmpakryii, ananisy i
cunmesy, iHOYKYii ma 0edyKkyii, cnocobu cucmemHozo nioxooy, epaghiune MoOOeNOBAHHS.

Pe3ynomamu oocnidscenns. Jocniodxceno kpugy egpekmugrnocmi 6 xo0i opeaHiza-
yivHux 3min i 30ilicheno auaniz ii oemepminanwm. Iloxazano, wo 3MiHU OXONTIOIOMD
HAUpisHOMAHIMHuIWI ~ s6UWa, HesanexHcHo 6i0 ix xapaxmepy, cpepu i 2nubuHu.
Ilpodemoncmposano, wo esonioyis noenadis i po36i0oK Ha memy 3MiH 00HAKO8A 5K Y 3apy-
6idicHill, mak [ noabcokill Jimepamypi 3 ynpaeninus. Iliokpecieno, wo meneddxncepu 3MiH
MOACYMb 6NAUSAMU HA 2TUOUHY [ 4aC NIOMPUMKU eeKmUeHoCmi. 3anponoHo8ano Oii, sKi
MOdACymy 3HU3UMU 8apmicms 3miH. [Ipedcmasneno gazu smiH.

Bucnoexku. [lumanus GUKOPUCMAHHS MemMOOUYHO20 [HCMPYMEHMAPIo Kpueoi
epekmusHoCmi 8 YNPAGAiHHI 3MIHAMU HeOOXIOHO po3ensdamu 3 NO3UYill 1020 Myabmud-
cnekmuocmi. JlocniodceHO 83a€MO038 A30K MIdHC BNIUBOM 3MIH, HANPAMAMU OpP2aHI3A-
YIIHO20 DPO3BUMKY, 8 MeHCax AKUX BUHUKIO Oazamo moldenell ma iHCMpPYMeHmis, uo
30azamunu HAyKy npo Ynpaeuinua 3minamu. OOHUM i3 YUHHUKIE, W0 0OYMOBTI0I0Mb YCHIX
3MiH, € ehexmugne YNpaeninHs npoyecamu ix nio2omoexu i peanizayii, sxi Habyeaiomo
0C00.1118020 3HAUEHHS CIMOCOBHO 3MIH, NPUMAMAHHUX Op2aHi3ayii 8 Yitomy ma ii oKpemum
CKAa008UM. AHaniz npobiem eghekmueHo20 ynpasiinHs 3MIHAMU 6KA3VE HA HEOOXIOHiCMb
HANeJICHO20 YNPAGIIHHA NPOYecamu 3MiH, HEGUKOHAHHS AKO20 MOJICEe CHPUHUHUMU KPUZ0GI
cumyayii. [lemepminaumamu Kpu3o8ux cumyayiti 8 OpeaHizayisix Modcymv Oymu
be3nocepeoni Ui OnocepeoK08aHi YUHHUKU SIK 6 IX SHYMPIWHbOMY cepedosuwyi, max i 6
omouenni. Ilpuyunamu 30e0inbwi020 € GHYMPIWHI YUHHUKY, 5KI 3HAX00AMbCA Nio
be3nocepeonim KoHmpoaem i cucmemu YHPAGIIHHSA, GU3HAYAIOMbCSA DIGHEM AKOCHI
OCMAHHBOI, MicyeM, pOILIIO MA NepenikoM HeOOXIOHUX XApaKmepucmux i KomnemeHyii
KepigHUuKi6 opeanizayitl. Ymosu po3pobKku ma 6npoeaodceHHs OOYLIbHUX [ HeoOXiOHUX
OpeaHizayii 3MiH BU3HAYAIOMbCA  CKAAOHICMIO, 3MIHHICMIO I HenepedbayygaHicmio
Opeanizayitino2o OMoyeHHs i nROmpedyIoms 3aCmoCY8aHHs CReYIAIbHO20 ITHCMPYMEHmMAapiio
OYIHIOBANHS eQheKMUBHOCT YRPAGIIHHSL 3MIHAMUL.

Knwuoei cnoea: 3minu, epekmuenicmo, Kpuea ynpagiiHHsI sMIHAMU.
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The use of different channels interaction with consumers by trade enterprises of
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Casuyk A. OMHUKaAHAIbHBIE CMpaAmMezuU NPEeOnPUAMUIl MOp2oenu: uHgopma-
yuonnoe obdecnevenue. llpoananuzuposano UCNONb306AHUE NPEONPUSMUAMU MOP2OGIU
Ykpaunvt pasuvix xananoe eszamooeiicmeus ¢ nompeobumensmu. OnpedeneHvl OanHvle,
Komopble npeonpusmue NoAyYdenm HpU G3auMoOeticmeur nompebumens ¢ pasHbIMU
kananramu. OXapakmepuzo8ana 63auMOCesi3b 6XO0AWUX U UCXOOAUUX UHDOPMAYUOHHBIX
NOMOKO8 U UCHONb306AHUE UHDOPMAYUOHHBIX MEXHONOUU NPU Pearu3ayuu OMHUKA-
HALHOU cmpame2uu Ha npeonpusimusix mop2osJi.

Kniouesvle cnoea: vHPOpPMALMOHHBIE NTOTOKH, MHOOPMALMOHHOE O0OecIieueHHE,
MYyJIbTUKaHaJIbHasg CTpATerusi, OMHHUKaHaJIbHasA CTpaTerusd, I/IH(i)OpMaLII/IOHHI)le TCXHOJIOT'MHU
B TOPT'OBJIE, MAPKETHHI OBbIE CTPATETHH.

Background. Globalization processes in economy of Ukraine and the
whole world, dissemination of Internet-technologies in all spheres of society
life predetermine considerable growth of volumes information which are
received by enterprises during interaction with consumers. According to the
forecasts of research company IDC (International Data Corporation), until
2025 year amount of digital information that is generated by enterprises,
will grow in 10 times, but interaction between human and devices which
produce different data, will grow in 4800 times a day [1]. Ordering this
information and its effective using with engagement newest technologies in
modern conditions is not a simply important, but necessary condition of
providing competitiveness of trading enterprises. It is important to establish
and maintain contact with the consumer in different channels of interaction
with enterprise (stores, online-stores, mobile applications, social networks)
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with providing mutual integration these channels in an uniform system, i.e.
omnichanneling. When combining a few channels a relevant problem
appears: management of informational traffic, because for enterprises criti-
cally important is abilities to select from big amount data valuable
information which can be used for making decisions.

Analysis of recent researches and publications. Omnichanneling and its
specialty of implementation in activity of enterprises were considered in
national works and foreign scientists, in particular O.Jagus [2],
0. Zozulyov, M. Levchenko [3], V. Lysytsa [4] studied different approaches
to definition of the concept "omnichanneling". Scientists P. Vergoef,
P. Kannan, J. Inman [5], J. Hu, M. Rahman [6] are determined the main
differences between multichanneling and omnichanneling. But insufficiently
investigated remains a question of regulation informational traffic of
trading enterprise at implementation omnichannel strategies and determi-
nation of efficiency separate channels and its interaction.

The aim of article is determination of essence omnichannel strategies
and research of informational traffic of trading enterprises at its realization.

Materials and methods. Research was carried out with using
methods of analysis, synthesis and theoretical generalization. When writing
an article was used materials of State Statistics Service of Ukraine, Kyiv
International Institute of Sociology, International company "SapientNitro",
national and foreign works of scientists.

Results. During the analysis about world trends of development retail
trade, one of main trends is using omnichannel strategies. It is due to that in
modern conditions consumers choose those enterprises, which give ability
make a purchase through sales channels that is more convenient for them
(through website and stores of enterprise, by using social networks, mobile
applications, e-mail, etc.) and providing interaction all channels. According
to research of international company "SapientNitro" (USA), 53 % consumers
among all channels prefer to make purchase through the stores, 81 % —
prefer an interaction with stores through smartphones, 61 % wish to use any
device (smartphone, tablets or PC) for buying things [7].

In Ukraine, the relevance of introducing omnichannel strategies is due
to the growth in the share of online trade in the total of Ukrainian retail trade
and the number of Internet users: for 2012-2016 period from 2.2 %
to 6.6 % [8]. According to the research of Kyiv International Institute of
Sociology, the proportion of Ukrainians who use the Internet is 63%. At the
same time, mobile phones (39 %), home laptops (31 %) and stationary
computers (30 %) are most often used for searching through he Internet
among Ukrainians. 41.6 % of Ukrainian adult population as of May 2017
at least once a month use the Internet on their mobile devices — mobile
phones or tablets [9]. The growth in the number of Internet accesses via
smartphones confirms the feasibility of introducing omnichannel strategies
that involve the use of mobile applications for the sale of enterprise goods.
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There is a significant part of traders which use different channels of
interaction with consumers. According to the survey conducted by the State
Statistics Service of Ukraine in 2016, the share of traders that have their
own site was 45 %, of which 72.4 % of enterprises’ sites contain product
catalogs or price lists, 33.3 % — provide the opportunity to place orders or
book products online, 18.9 % — make payments online, while 27.4 % use
personalized content for regular customers. In addition, trade enterprises use
social networks, in particular: 28.4 % — blogs or microblogs, 51.4 % — sites
with multimedia content, 48.7 % — knowledge-sharing tool. Among enter-
prises that use social networks: 93.1 % use social media to advertise the
enterprise, 65.5 % — to receive feedback from customers and 46.2 % —
attract customers to the development of the enterprise [10].

According to A. Zozulev's definition, omnichanneling is a process of
the organization and sale of the enterprise's products, in which the
integration of communication and marketing takes place independently of
a separate distribution channel, its objective is to unite them and create
conditions for a continuous process of acquiring goods, even providing
changeover from one sale channel to another [3].

Now for then, omnichanneling is identified with multichanneling, but
the difference in these terms is that omnichanneling involves the integration
of all sales channels, while multichanneling means giving consumers the
opportunity to buy a product or a service through various channels that do
not interact with each other. Multichanneling provides establishment,
development, coordination and evaluation of various sales channels with
a view to strengthening the experience of consumers from interacting with
the traders, attracting new consumers, retaining them and developing
relations with them [5]. The difference of omnichanneling is the absence of
barriers between sales channels, which helps by capturing the attention of
the consumer in interaction through one channel, continue to influence
through other channels [6].

Thus, it is proposed to consider the omnichannel strategy of trade
enterprise as a set of measures aimed at using additional sales channels,
ensuring the integration of information trafic from all available channels
according to the preferences of consumers of different market segments and
the dynamics of their purchases.

In the context of information support for the marketing of trade
enterprises, omnichanneling is a technology of integration the information
transfer of the enterprise entering its information system from different sales
channels of goods. Therefore, it is important to regulate such information
transfer for making management decisions.

From the economic point of view, the information transfer is a stable
data movement directed from the source of information to the recipient,
determined by the functional relationships between them [10].
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Information transfer management does suppose creating an informa-
tion structure, finding out the receiving channels and consumer identi-
fication, i.e. those who use this information. In the context of investigation
information transfer of enterprises, scientists use such terms as "generator"
and "receiver".

Thus, information transfer is considered as a way of internal and
external communication of the enterprise, intended for the purposeful and
organized movement of a certain amount of information, that is carried out
by communication channels of data distribution from its generator to the
receiver for the purpose of providing an operative and quality information
support of economic processes [10]. During the implementation of omni-
channel strategies, consumers become the generators of incoming
information which flows into the enterprise, and as channels, through which
the data are received, possess the company’s website, a traditional store, an
online-store, a mobile application, and pages on social networks. An
enterprise becomes a generator of outcoming informational transfer. Conse-
quently, incoming informational transfer, arising during the implementation
of omnichannel strategies, are the data that the company receives about the
consumer when he interacts with the sales channels, used by an enterprise,
and the outcoming data is the data that company provides to consumers with
regard to prices, assortment, discounts, stocks etc. (figure).

Most of the data that comes to the company’s information base from
online interactive channels, is similar, but the special value belongs to the
results of data analysis of different channels and the determination of
interconnections between them. By obtaining personal data, history of views
and purchases of a particular consumer, the enterprise can find an individual
approach and more quickly respond to changes in consumer preferences.

As the figure shows, the information is received about the time of the
consumer's presence, transitions, views, comparison of goods, average
check through the website and online store to the company. The consumer
can use the site and online store to study the features of different products,
to compare prices, to make a purchase decision, while the purchase takes
place directly in a traditional store.

In order to obtain additional information about the consumer,
enterprises use such tools as "push-messages" with proposals for news
subscription bonuses, which include the indication of gender, age, the
consumer‘s place of residence and it allows the company to obtain
demographic data, the analysis of which in the interconnection with the
history of views and purchases you can form a personalized message. As
bonus a trade enterprise often provides a certain sum of money which you
can spend on shopping at the store. In the case of purchasing through an
online store, the data on the chosen method of payment and delivery of the
goods are sent to the company, on the basis of which subsequent proposals
for the additional service are formed.

76 ISSN 1727-9313. HERALD OF KNUTE. 2017. N 6




ENTERPRISE

Consumer

v ' A

Searching and choosing Orderi .
) rdering (| Payment » Receivin
the commodity y g
: Channels of interaction between trade enterprise and consumers :
Store <> Mobile App 4P Web-site [P Social networks

1
),
1 1
1 \ |
1 \ |
Quantity and | F requency and ' Frequency and | The quantity of X Assortment i
frequency of ! quantity of ! quantity of ! reviews | Prices
purchases : purchases : purchases : The quantity of : Suggestions |
The average : The average receipt | The average receipt | "ikes" : The info |
; . 1 ’ 1 !
receip t ' The quantity of app ' Quantity of the ! The quantity of | about
The quantity of . users web-site visitors 1 sybscribers on ! enterprise |
| . :
consumers , The quantity of i The quantity of 1 the enterprise’s ! Prngct |
: ' - q yor, 1 characteristics
The quantity of , reviews | reviews i web-page 1 T of receipt |
loyal consumers ! ion " Lt |lems
Yy : Conversion : Conversion : : and delivery :
v \ v v !
. . |
The enterprise marketing database :
|
v i
Analysis L » Making a decision L [
Designations:

----% Incoming information flows;
— —» Outcoming information flows.

The scheme of information transfer from different channels of interaction with
consumer during the realization of the omnichannel strategy of trade enterprises

Source: developed by the author.

Online purchases can be made in the process of communicating
through social networking sites, as well as the personal visit to a traditional
store [11]. The advantage of social network is the ability to be alert to the
consumer’s feedback and preferences, to have an instant answer to the
question. Reviews of existing customers of the company are of special value
because they not only allow us to identify shortcomings in company’s
business, but also they form a certain image of the enterprise for potential
customers who can read these reviews. The analysis of the demographic
data of the page's subscribers allows you to identify the target audience; the
number of preferences and extensions of individual company posts is an
issue that is of interest to consumers.
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Smartphone applications have not gained such popularity as online
stores, but they are already being used by most of the major trade network
enterprises in Ukraine. The advantage of phone applications is the possi-
bility of constant contact with the consumer by means of announcements in
the form of offers of discounts, recommendations of related products or
special offers, if the consumer is in the process of choosing a product, as
well as monitoring its location.

With introducing omnichannel strategies, the consumer should have
the opportunity to order goods in different ways, in particular: to order
online by filling out a form with the type of goods and payment method or
by calling the contact center, contacting the company and ordering the
goods. In the process of interaction of the buyer with the enterprise it is
important to track his actions and moving through channels. The ability to
analyze the behavior of consumers passing through one channel to another
is complicated by the fact that the company's customers are not always
willing to register and provide personal information. According to a survey
conducted by the research company "Retail dive", 31% of consumers are
ready to share personal information for receiving individual offers, 61 % for
discounts and special offers, 61 % for bonuses in loyalty programs [12].
Consequently, bonuses and discounts will stimulate consumers to provide
personal data that will allow companies to receive valuable information.

By analyzing the data from the specified interaction channels, the
company receives information about which channel is convenient for the
purchase, which is used for the search, which are used more often to make
an order. On the basis of the data that a trade enterprise receives, initial
information flows for assortment, prices, communications, promotional
offers and others are formed. An analysis of the spending time on the site
and the history of the goods' views of a potential buyer make it possible to
draw conclusions about his interest and to determine the expediency of
sending individual messages to lower prices for the revised goods, special
conditions of payment, and offers of related goods. The study of consumer
reactions to company publications in social networks (number of
preferences, links to a page) and the analysis of reviews are influenced on
the choice of communication means and the content of further advertising
appeals. The sales volumes of different product categories of an enterprise
allow you to determine which ones are mostly implemented through online
or offline channels and, based on this information, to determine the need for
a more detailed presentation and description of their characteristics in each
of the channels. The chosen method of delivery and payment by the con-
sumer also is influence don the proper message content of a trade enterprise;
in particular, it can be advertising services, individual products, etc.

The outgoing information flows should be formed after collecting and
analyzing consumer information. When forming the outgoing information
flows, it is important to indicate the actual price of the goods, to update the
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information on their availability, to ensure its identity across all channels of
interaction, to use the obtained data in the formation of individual messages
for consumers.

The choice of software is important in the implementation of
omnichannel strategies, so the integration of information flows is ensured by
the availability of appropriate modules for collecting and processing data
from online and offline channels in software products.

The main functions of such software products should be synchro-
nization of the catalog of goods from the online store and enterprise
accounting system; synchronization of prices and information about the
availability of goods; the ability to add and edit content on different
channels; to collect and to analyze data on consumer behavior, etc.

When choosing software, an important feature is the ability to
integrate with other enterprise information systems, as well as statistical
analysis and finding relationships between data coming from different
channels of consumer interaction.

Among the software products of this type is to allocate programs to
study the history of customer interaction and the program of providing
service to consumers. "IBM Unica" is the software which is used to analyze
the history of relationships and to identify individual customer interaction
strategies; it allows collecting purchases and customer contact data through
online channels. "SAP Hybris Mobile Commerce" analyzes the history of
purchases from mobile devices. "SAP Hybris B2C Commerce" allows you
to analyze online and offline customer relationships for all sales channels.
"SAP Hybris Marketing" provides the opportunity to receive real-time
customer information and to use this knowledge to integrate purchasing
experience in the various sales channels functions. "SAP Hybris Order
Management" is the software which provides customer service and the
ability to control the execution of online orders. In this case, the execution
of actions on registration, rejection and delivery of the order is ensured in
the condition of any available channel using, informing the buyer about the
status of his order [13].

The systematic accumulation and analysis of data can analyze the
overall effectiveness of the implementation of omnichannel strategies in the
process of simultaneous usage of several channels for consumer’s purcha-
ses. To assess efficiency, it is advisable to compare such indicators as:
turnover, enterprise revenue, average check, the number of re-purchases, the
index of completeness of purchases, the number of consumers before and
after the implementation of the omnichannel strategy, etc. At the same time,
it is important to analyze not only the change in the performance indicators
of the trade enterprise, but also to determine the ratio of financial results of
the enterprise to the cost of implementing an omnichannel strategy.
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Conclusion. The usage of omnichannel strategies in the current
conditions of the development of trade enterprises is an objective necessity,
given the growing trend of online trade in Ukraine, the number of Internet
users and smartphone users. It is determined that the implementation of such
strategies allows integrating the information flows entering the information
system of the enterprise from online and offline sales channels of goods. On
the basis of this, the scheme of information flows in the implementation of
the omnichannel strategy is proposed, and the data that the business
enterprise receives when interacting with the consumer through various
channels is described. Analyzing data on these channels, the enterprise has
the ability to determine the effectiveness of individual marketing activities
and the convenience of various channels for the purchase. Thus,
preconditions for improving marketing activities are created by identifying
existing consumer interests, forecasting future needs, and using personalized
marketing communications based on the information received.
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Casuyk A. Omuixkananwvui cmpamecii nionpuemcme mopeieni: ingopmauiitne
3abe3neyenns.

ITocmanoska npoonemu. Bnposadicenns MynbmMUuKAHAIbHUX MA OMHIKAHATbHUX
cmpameeiil, sKi nepedbaiaroms UKOPUCMAHHA 0A2amMboX KAHAN8 Oisi 83aeMOO0il nIOnpu-
EMCMBA 3i CROJCUBAYEM € AKMYAbHUM HANPAMOM PO36UMKY nionpuemcme mopeieni. Ilpu
00’€OHaHHI O0eKINbKOX KAHANi8 HAOY8AE AKMYANbHOCMI npobiema YRpaeuiHHs IHpopma-
YIUHUMU NOMOKAMU, OCKINbKU 0151 NIONPUEMCIE KPUMUYHO BANCTUBUM € YMIHHA GUOLIAMU
ceped 3HAYHUX 00CA2I8 OAHUX YIHHY IHPOPpMAYIio 018 NPULHAMMS YNPAGIIHCOKUX PIlUeHb.

Memoro cmammi € BUSHAYEHHA CYMHOCMI OMMIKAHANLHUX Ccmpamei ma
00CHIOMHCEHHSL IHEHOPMAYIUHUX NOMOKIE NIONPUEMCME MOP2I6IE npu ix peanizayii.

Mamepianu ma memoou. J[ocniodxicenHs nposeoeno 3 BUKOPUCAHHAM Memodis
ananizy, cunmesy ma meopemuiro2o y3azanvienus. Ilpu nanucanni cmammi uxopucmano
mamepianu  docnioxcenv  [epoicasnol  cuyocou cmamucmuxu  Yrpainu, Kuiscvkoeo
MIDICHAPOOHO20 THCmumymy coyionoeii, misicHapooHoi komnanii «SapientNitroy, a makooic
npayi GiMYUHAHUX Ma 3apYOidNCHUX HAYKOBYIE.

Pezynomamu docnioycennsn. Binvwicms 0anux, ki HA0X00amv 00 H@opmayiiinol
bazu nionpuemcme mopeieni 3 OHIAUH-KAHANIE, NPU peanizayii OMHIKAHAIbHUX cCImpamezill
€ NoOIOHUMU, npome OCOOIUBY YIHHICIb MAOMb pe3yibmamu ix aHaniizy ma 6U3HaA4eHHs
83a€M038'a3Ki6 Midc Humu. AHanizyrouu OaHi wodo icmopii Kynigeib, nepexooie Midxc
KaHanamu ma nogediHKU CHOXCUBAYI8, NIONPUEMCIMEO OMpUMye IHpopmayiro, euKopu-
cmanhs Kol npu hopmyeanHi UXIOHUX THGOPMAYIHUX NOMOKIE HAOAE MONCIUBICHDb
suUKopucmosyeamu  iHOUiOyanrbHull NioXio 00 KONMCHO20 KIiEHMa ma OonepamusHo
peazysamu Ha 3MIHU CHONCUBYUX 8HO000AHD.

Bucnoexu. 3anpononosano cxemy iHGopmayiiinux nomoxie npu peanizayii OMHi-
KaHanvHoi cmpamezii ma oxapakmepusz08ano 0awi, Ki NIONPUEMCMBEO MOP2I6Ii OMpPUMYE
npu 63a€MOO0IL 3i Cnodcusauem 3a 00NOMO20K0 PI3HUX Kanalie. Busnauewno, wo, ananizyouu
O0aHi 34 3A3HAYEHUMU KAHANAMU, NIONPUEMCIMBO MAE MONCTUBICIL  YOOCKOHANEHHS
MAPKemuH20801 OIAIbHOCI 3A805IKU GUAGTICHHIO ICHYIOUUX [HMEPeCi8 CNoXCU8ayis, NpocHo-
3YBAHHIO MAUOYMHIX nompebd ma GUKOPUCMAHHIO NEPCOHANIZ08AHUX MAPKEMUHEOBUX
KOMYHIKAYill Ha OCHOBI OMpUManoi ingpopmayii.

Knwuosi crnosa: iHpopmaniitHi MOTOKH, iHPOpMaLiiiHE 3a0€3MEUCHHS, MYyJIbTH-
KaHallbHa CTpaTeris, OMHIKaHaJlbHA CTparteris, iHpOpMAIiiiHI TeXHOJOrIl Yy TOpPriBii,
MapKEeTHHIOBI CTpareril.

ISSN 1727-9313. HERALD OF KNUTE. 2017. W 6 81




ENTERPRISE

UDC 658.589:62

LOKHMAN Natalya, Candidate of Economic Sciences, Associate Professor,
Donetsk National University of Economics and Trade
named after Mikhail Tugan-Baranovsky, Kryvyi Rih city

INNOVATIVE ACTIVITIES
OF MACHINE-BUILDING ENTERPRISES

The stages of innovation activity of the machine-building enterprise are defined:
marketing, R&D, development and production, commercialization and sales. These stages
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activity.

Keywords: enterprise, innovative activity, business processes, stages, protocol
of innovation activity, machine-building.

Joxman H. Hunosayuonnas 0eamenbHOCHb RPEONPUAIMULL MAUWUHOCMDPOEHUSL.
Onpedenenvl 3manvl UHHOBAYUOHHOU OesIMENbHOCHU NPEONPUSIMUSL MAUUHOCTPOCHUSL:
mapxemune, HUOKP, oceoenue u npouzeoocmeo, Kommepyuanusayus u covim. Omu
omansl KOHKPeMU3UPOBAHbL Hepe3 OmoelbHble CMaduu UHHOBAYUOHHO20 npoyeccd,
Komopbvle codepacam psao OusHec-npoyeccos. busmnec-npoyeccbl npeocmasienvl 6 ude
HPOMOKONI08 UHHOBAYUOHHOU OesIMeNbHOCHIU.

Knrouesvie crosa: npebnpu}zmue, UHHOBAYUOHHAA aeﬂmeﬂbHOCWlb, 6u3Hec-np0-
yeccol, omanvl, NPOmMOKOJ uHHO@aL;UOHHOIZ ()eﬂmeﬂbﬂocmu, MawuHocmpoerue.

Background. One of the main factors in ensuring the stable
economic development of our country is the innovation activity (IA)
of enterprises [1, p. 33].

Machine-building as a strategically important branch of Ukraine is
characterized by differentiation, polystructure, adaptability, synergy and
antientropy of its structure as well as a wide range of products and active
participation in the territorial and sectoral division of labor. The current
state of the industry does not correspond to the goals and objectives of
increasing the long-term competitiveness of the economy and the
occupation of stable market niches in the world markets for science-
intensive products [1].

In the difficult economic and political conditions, which Ukraine has
hit, the machine-building industry, as a base for many sub-sectors of
industry, including military engineering, needs innovative transformations.
Implementation of the IA provides for its phased implementation: from
decision-making to obtaining final results, taking into account market
requirements and opportunities of the enterprise [2, p. 364].

Innovative activity is a complex process, which should be elaborated
in detail and explained from the standpoint of a separate enterprise of the
industry for its successful implementation. Therefore, there is a need to
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clearly define the structure and clarify the content of the machine engineer's
[IA by means of a protocol system as a document containing mandatory
actions at each of the specified stages.

Analysis of recent researches and publications. A. Kostyuk, M. Ry-
mar, O. Zakharkin, R. Yakovenko, O. Goncharova and others were studying
the enterprise's [A.

So, according to O. Zakharkin, innovation activity is a complex of
measures (scientific, technological, industrial, organizational, financial and
commercial), which together lead to innovations in the form of new or
improved product (service) or technology of doing business [3, p. 274].

R. Yakovenko, A. Chernega believe that the IA in its entirety has
complex, systematic character and covers such types of work as the search
for ideas, licenses, patents, personnel, the organization of research work,
engineering activities, which combines inventions, rationalization, desig-
ning, creation of engineering and technical objects, information and
marketing activities [4, p. 438].

Such scientists as M. Rymar, N. Lykun define the IA of the enterprise
as an activity that involves planning, organization, management, motivation
and control of the object of management by developing and applying
a system of strategies (selected depending on the innovation potential of the
enterprise and the factors of the external environment), aimed at achieving
the goal by the enterprise set before [2, p. 363].

As it can be seen from the proposed definitions, the authors treat
innovation activity as a set of actions, but the very actions, their consistency
and content have different interpretations.

The issue of the A on machine-building enterprises is considered by many
domestic scientists, but the directions of their research are differently vectored.

Thus, K. Zaichenko disclosed the role and place of innovation activity
in the national economy; the basic statutory framework regulating
innovation activity is analyzed and possible ways of improving the present
situation of the IA [5] are proposed. Y. Konoval pays attention to the current
state of innovation development of machine-building enterprises, including
the structure of innovative activity financing, determines the share of
enterprises that introduced innovations, the volume of industrial production
sold, etc. [6]. M. Boyarska considered the implementation of innovative
processes in the machine-building industry in Ukraine, identified the main
directions of the IA and problems that hinder the innovation processes in the
engineering industry of Ukraine [7]. T. Tsarova analyzed some aspects of
the TA of enterprises, determined the specifics of demand for innovative
technologies within the industry [8].

The results of the analysis of publications on innovation activities at
the machine-building enterprises indicate the lack of research results on the
issues of specification of the structure and content of the IA of an enterprise.
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Scientists point out the conjugated (connecting) nature of the IA.
However, the issues of its content are complex and inconsistent in terms of
different authors, therefore, it needs special attention precisely at the
enterprises of the machine-building industry and specification through the
system of protocols, which determines the relevance of the research.

The aim of the article is the presentation of the author's vision of the
structure of the TA and the specification of its content through the formation
of a set of protocols of enterprise innovation.

Materials and methods. Theoretical, methodological and informa-
tional basis of the research are scientific developments of domestic scien-
tists on the problems of the IA. The tasks have been solved using the
following methods: analysis and synthesis (for substantiation of theoretical
positions and practical recommendations), grouping (in the division of
business processes in separate stages of innovation activity); formalization
(for modeling the structure of innovation activity of the enterprise).

Results. Innovative activity involves a step-by-step implementation of
the project, aimed at optimizing the process from decision-making to obtai-
ning final results, taking into account market requirements and opportunities
of the enterprise [2, p. 364].

Thus, it is advisable to carry out the IA at the machine-building
enterprise on the following main stages: marketing, research and development
(R&D), implementation and production, commercialization and sales (figure).

idea

) )
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Z research formation Z
of the enterprise asAsessmem of the strategy
e innovation of innovative of innovation bl
@) climate risks activity @]
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The structure of the innovation activity of an enterprise
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Source: developed by the author based on his own research.
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An integral part of all stages of the innovation process is the financing
of the TA. All stages of the IA are linked and are a condition for further
steps. In turn, each stage consists of individual stages containing a number
of business processes (BP) that can be identified and presented in the form
of protocols of innovative actions (a document in which a clear and logical
sequence of business processes of the 1A is recorded).

Business processes create a continuous movement within the IA of an
enterprise.

Innovative activity at the machine-building enterprise should begin
with marketing, namely: research of the innovative climate; assessment of
innovative risks; formation of the 1A strategy.

The research report on the company's innovation climate should
include the following BP: defining the purpose of the IA; the decision to
collect the necessary information (at the macro, meso, and micro-level);
determination of the source and methods of information collection and
processing; developing a procedure for collecting information; collection of
information; processing and analysis of the collected information with the
help of the determined methods; interpretation of the processed information;
preparation and presentation of research results; evaluation of the
effectiveness of the research of the enterprise's innovation climate
(according to the criteria: relevance, reliability, completeness, relevance);
making a decision on the assessment of innovative risks.

The report on the assessment of innovative risks should cover the
following BP: definition of the goals and objectives of the assessment of
innovative risks; analysis of information on the innovation climate in terms
of innovation risk assessment; identification of the source of innovation
risks; determination of external and internal factors of innovation risks and
availability and nature of risk for implementation of IA; making a decision
on the development and implementation of measures to reduce the risk (in
case of unacceptable degree of risk); making decision on the formation of
the TA strategy.

The content of the protocol of formation of the strategy of innovation
activity is as follows: to form the strategic goal of innovation activity; to
determine the strategic innovation position of the enterprise based on the
assessment of the innovative climate and innovative risks; to formulate
strategic criteria and limitations; to develop an innovative strategy of the
enterprise (to define strategic alternatives; to evaluate strategic alternatives;
to develop an optimal strategy); to coordinate an innovative strategy with
other enterprise strategies; to approve the innovative strategy of the
enterprise; to develop a mechanism for implementing an innovation
strategy.

The next stage of the IA of the machine-building enterprise is R&D,
which includes: the search and generation of innovative ideas; development
of innovative project; reengineering of BP.
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When generating innovative ideas, firstly, it is necessary to decide on
the independence of generation of these ideas or their involvement. In the
first case, the protocol will cover the following BP: to create conditions for
their own search research (fundamental, applied, etc.); to provide attraction
and motivation of creative staff; to determine the task of generating
innovative ideas in accordance with the chosen innovation strategy;
to develop a mechanism for interaction of personnel and resources; to
formulate innovative ideas; to carry out analysis and selection of innovative
ideas by experts; to make innovative ideas; to get ownership title on
innovative ideas; to make a decision on the implementation of innovative
ideas (development of an innovative project). In the second case (with the
attraction of innovative ideas), the protocol will include the following BP: to
provide monitoring of the market of innovations; to evaluate the possibility
and feasibility of acquiring innovative ideas (patent, licenses, know-how,
etc.); to evaluate the feasibility and possibility of participation in the joint
venture in order to obtain innovative ideas; to evaluate the possibility and
expediency of venture business development; to decide on the attraction of
innovative ideas; to make a decision on the implementation of innovative
ideas (development of an innovative project).

The protocol of the development of an innovation project includes the
following BP: to define the objectives of the project; to form the structure
and content of the project; to determine the necessary resources for project
implementation; to draw up a budget; to determine the organizational
structure of the project; to draw up a project in the form of a document; to
provide feasibility of the study of the project; to form basic indicators on the
effectiveness of the implementation of an innovation project; to make
a decision on reengineering of BP at the enterprise.

Business processes of the protocol of business process reengineering:
to define the concept of reengineering of BP; to define goals and tasks of the
reengineering of BP; to form a team of reengineering personnel; to provide
documentation of the BP (construction of graphic models of BP, timing of
the components of BP operations); to conduct a comparative analysis of BP
with leading BP subdivisions or competitors; to develop the image of the
future enterprise; to provide analysis of problems and redesign of BP as well
as technologies (identification of bottlenecks); to introduce new BP and
technologies; to evaluate the results of new BCs [9, p. 82]; to make
a decision on marketing production.

The R&D phase can go both into the stage of development and
production of innovations (if the enterprise independently develops
innovative developments), as well as into the stage of commercialization
and marketing (if the enterprise considers it appropriate to assign the right
of ownership to its development to other economic entities on a commercial
or non-commercial basis).

The stage of development and production of innovations involves the
following stages: marketing production, business logistics, production
diffusion of innovations.
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The protocol of the stage of marketing production includes such BP:
to introduce and develop production technologies; to carry out an adver-
tising campaign on the market; to determine the forecast price for an
innovative product; to release a trial batch of innovative product; to research
and assess the demand for an innovative product; to make a decision on the
resource support of production and business logistics.

In the protocol of the stage of business logistics there should be such BP:
to develop a production plan; to form a package of orders; to determine
production costs; to make schedules for loading equipment; to draw up
schedules for the regulation of the volume and structure of raw materials in
time and space; to ensure the procurement and supply of raw materials; to
organize maintenance of stocks of raw materials and goods [10]; to decide
on the diffusion of innovation.

The protocol of production diffusion of innovations includes the
following BP: to define production technologies; to consolidate operations
for jobs; to determine the time of the production cycle; to make normative
documentation concerning volumes of production; to make normative docu-
mentation on the quality of production; to start production (technological
processes); to ensure quality control of production processes; to ensure
quality control of the innovative product; to decide on the sales of an
innovative product.

The final stage of the innovative activity of the machine-building
enterprise is the commercialization and marketing of an innovative product,
which includes the following stages: marketing sales & distribution support;
sales and service; reduction of commercial risks.

The protocol of marketing sales & distribution support includes the
following BP: to define the goals and objectives of the marketing support of
the innovative product; to explore traditional and new markets, to identify
niches for an innovative product; to distribute marketing functions among
the executors at the enterprise; to develop and implement a system for
promotion of an innovative product; to identify and engage the marketing
channels of an innovative product; to provide control over the results of
marketing support of an innovative product; to decide on the sales of an
innovative product.

The sales and service protocol consists of the following BP:
to develop a sales strategy; to provide focus and choice of target market;
to choose sales methods; to determine the place, time and method of
entering the market; to develop a service support program; to conduct pre-
sale service; to make sales of innovative products; to conduct merchandising
actions; to provide additional services; to carry out after-sales service; to
conduct marketing audit and evaluate service activities; to decide to reduce
commercial risks.
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The protocol of reduction of commercial risks covers such BP: to
identify threats to the sale of innovative products from the external and
internal environment; to determine the degree of risk (estimate the
possibility of the risk, assess the threat, to determine the importance of risk);
to implement measures for the leveling of risks [10, p. 49]; to decide on
further development of innovation activity at the enterprise.

Proposed BP protocols allow the company to have a clear algorithm
for innovation. However, each machine-building enterprise may, if neces-
sary, adjust these BPs depending on the strategic priorities.

Conclusion. Innovative activities at the present stage have a signi-
ficant impact on the results of the development of the country, region,
industry, enterprises. As a complex process, the innovation activity at an
enterprise involves a series of interconnected stages, namely: marketing,
R&D, development and production, commercialization and sales, which are
specified in separate stages. The scientific novelty of the research is to
determine the business processes of a particular stage of innovation, which
are proposed in the form of protocols of innovative actions. Prospects for
further research are laid down in the field of specification of business
processes for investing in innovation.
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Joxman H. Innosauiiina 0ianvricms nionpuemcme mauiuHo0yoy8anus.

Ilocmanosxa npoonemu. Innogayitina OisiibHiCMb — Ye CKIAOHA MA HEOOHO3HAYHA
OisIbHICMb, AKA MA€E Oymu O0emanbHO O00CHIOJNCeHA MdA IHMEPRpemogana 3 Mo4Ku 30py
OKPeMO20 MAuWUHOOYOI6HO20 NioNpueMcmaa 015 ychiutnoi ii peanizayii.

Ananiz ocmannix 00cnioxcens i nyonikayiii nokasas GiOCYMHiCmb pe3yrbmamie
00Cni0HCeHb 3 NUMAHL KOHKpemu3ayii cmpykmypu i 3micmy iHHO8aYIUHOI OisAIbHOCMI HA
niONpUEMCMBAX MAUUHOOYOYBAHHS.

Memoto cmammi € uKIA0 ABMOPCbKO20 DAYEHHS CIMPYKMYpU iHHOBAYINIHOI Oisiib-
Hocmi ma Koukpemuszayis i 3micmy uepe3 (HopMmyeaHHs CucmeMu HPOMOKONIE 5K
O0OKYMeHmis, wo Micmsms 0006 s13K061 Oii Ha KOJICHOMY 3 emanis.

Mamepianu ma memoou. Teopemuko-memooonociuHolo ma IHGOPMAYIUHOIO
OCHOB0I0 OOCHIOJNCEHHS € HAYKOGI PO3POOKU SIMYUSHAHUX 6UEHUX 3 NPOOIeM [HHOBAYIUHOT
oisnbHocmi. Tlocmaeneni 3a860anHs GUPIULEHO 3 GUKOPUCIAKHAM MAKUX Memooie. aHais i
CcuUHmes, epynysanHs, popmanizayis.

Pesynomamu oocniorncennsn. InHosayitina OIbHICMb HA MAWUHOOYOIBHOMY NiO-
NPUEMCMBE MAE CKIAOAMUCS 3 OCHOBHUX emanis: MapKemunzy, 00CaioxceHb ma po3poookx,
O0CBOEHHA ma UPOOHUYMEa, Komepyianizayii ma maprkemuney. L[i emanu xonxpemu-
3yI0muea uepes okpemi cmaodii iHHO8AYIIHO20 npoyecy (00CTiONCeHHS [HHOBAYIIHO20
KAIMamy, OYiHKA IHHOBAYIUHUX PU3UKIE, (popmyeanns cmpamezii IHHOBAYIUHOL isibHOCHI,
NnowyK i eeHepayis iHHOBAYIUHUX i0ell, pO3POOKA IHHOBAYIUHO20 NPOEKMY, DEiHHCUHIPUHS
bizHec-npoyecis, MapkemuH206e GUPOOHUYMBEO, BUPOOHUYA NI02ICIMUKA, 8UPOOHUYA Oupy3is
IHHOBaYIl, MapKemuH208e CYNpOBOOdCceHHs 30ymy, 30ym ma cepeiche 00Cny208y8aHHs,
3MEHUEHHS KOMEPYIUHUX PUBUKIB).

Bucnoexu. Yci emanu innogayitinoi disinbHocmi nos'sa3ani ma € ymo8o 30ilCHeHH s
nodanvuwiux emanie. Kooicen eman cknaoacmvcs 3 oKpemux cmaoii, sKi micmsamv pso
Oi3Hec-npoyecis, ujo UHAYAOMbCIL AK NPOMOKOIU IHHOBAYIUHUX Oill.

Knwuosi crosea: mianmpueMcTBO, iHHOBAIIHA MiSUTEHICTD, Oi3HEC-TIPOLIECH, €TaIlH,
MIPOTOKOJI IHHOBAIIHO1 isTIBHOCT1, MAaITHHOOYAyBaHHSL
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The concept of strategic analysis in the words of domestic and foreign scientists in
the context of the evolution of the basic essential characteristics of the concept was
investigated. Author’s definition of the essence of the strategic analysis was proposed and
for the first time it was given the definition of the strategic analysis of tourist services
promotion in two directions: "tourist operator-consumer" and "operator-travel agent".
There was proposed the algorithm of strategic analysis of tourist services promotion.
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I'nywiko B. Teopemuueckue 0cHOGbl cCIpamezuyeckoz0 AHAIU3A NPOOBUNCEHUS
mypucmuyeckux yciaye. HMccne0ogano nousmue Cmpamesudeckozo auamuzd 8 mpyoax
OMeyecmBenHblX U 3apyOediCHbIX YUEHbIX 34 I60TI0YUEl OCHOBHBIX CYUWHOCMHBIX XApaKme-
pucmux nousmusi. IIpednosceno asmopckoe onpedenenue CyWHOCMU CMPAMeSUiecKo2o
amanuza u enepevie OAHO onpeoeseHue Cmpamesuiecko20 AHAIU3A NPOOBUICEHUS MYPUC-
muyeckux yciye no 08yM Hanpasnerusm: "mypucmuyeckuil onepamop—nompedoumensv” u
"onepamop-mypucmudeckui nocpednux". Ilpeonooicen aneopumm npoeeoeHus cmpame-
2UUECK020 AHANU3A NPOOBUICEHUSL MYPUCIUYECKUX YCTIYe.

Kniouegvie cnoea: cTpaTernyeckuil aHajiu3, CTPATErMYECKUN aHaU3 IMPOJBHU-
JKEHUSI TYPUCTHUYECKHX YCIIYT, TYPHCTHYECKUI ONepaTop, BHEIIHAS CpeAd, BHYTPECHHS
cpena.

Background. In the modern market economy, tourist enterprises have
to clearly understand their position on the market, analyzing possible short-
term and long-term (strategic) development options to strengthen the
competitive position. Therefore, the issue of conducting strategic analysis at
tourist enterprises arises in order to determine the optimal parameters of
strategic decisions. It is necessary to define the concept of "strategic
analysis of the promotion of tourist (travel, tourism) services" and update its
algorithm in accordance with the identified promotion channels.

Analysis of recent researches and publications. The research of
strategic analysis for all spheres of economic activity has been reflected in
the works of such foreign scientists as M. Porter [1], D. Campbell,
J. Stonehouse [2], A. Thompson [3], as well as national scientists: I. Farion [4],
T. Tkachenko [5], N. Vasylyk, V. Morokhova [6], T. Golovko, S. Sagova [7],
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V. Zubenko, O. Makovoz, O. Shramenko, V. Dickan [8], K. Redchenko [9]
and others. Unfortunately, the question of strategic analysis remains
uncharted in the context of promoting tourist services, the authors focus
only on conducting strategic analysis at the enterprise level, without consi-
dering the peculiarities of the promotion of tourist services at the levels of
"tour operator-tourist intermediary" and "tour operator-consumer" separately.

The aim of scientific research is to determine the strategic analysis of
the promotion of tourist services and to update its algorithm in tourist
business with a view to detailing future strategic decisions and leveling out
possible risks.

Materials and methods. The information basis for the research was
the work of domestic and foreign scientists who are studying strategic
analysis and especially strategic analysis in the tourism business, own
research on strategic analysis of the promotion of tourism services. There
were used methods of analysis and synthesis, comparison, system approach
to achieve this goal.

Results. The deterioration of the economic situation on the Ukrainian
tourist market makes travel companies look for new ways to increase the profi-
tability of their own activities. One such tool is to conduct a strategic analysis.

Different authors have different approaches to the disclosure of the
essence of strategic analysis. Definition of the concept "strategic analysis"
was changing and also the opinion of scientists of different ages about its
main characteristics was also changing, it was supplemented by more
modern characteristics, focused on one of the main ones, which determined
the essence of the concept, and took into account more details (figure 1).

So A. Thompson and J. Strickland [3, p. 14] think that strategic
analysis is the basis for making the right strategic choice based on
reasonable alternatives and selection criteria. The company chooses
a strategy based on an analysis of the dynamics of market growth and its
own competitive position on it. It is practically impossible to apply the
strategies proposed by the authors in the modern world in its pure form,
since in practice the organization implements several types of them at once.

I. Ansoff examines the notion of strategic analysis and the process of
forming an enterprise strategy as a whole, because detailed analysis of an
enterprise's activity allows choosing one of the best from several strategic
alternatives for its development, which is believed to be the most effective
one. His concept was more detailed and complex than his predecessors.

T. Golovko and S. Sagova in their writings, believe that the basis of
the effectiveness of conducting strategic analysis is based on the study and
evaluation of the internal and external environment of the organization,
which makes it possible to determine the strategic capabilities of the
enterprise and its immediate development strategy [7].
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A. Thompson, Basis of making the right strategic choice,
1980-1989 3. Strickland based on substantiated alternatives
' and selection criteria

Y

The process
1989-1996 1. Ansoff of a business strategy forming

T. Golovko Method of information transformation obtained
’ as a result of the analysis of the environment into
the strategy (strategic plan) of the enterprise

1997-2002

==X
£

S. Sagova

E. Mnykh, The management function,
2002-2004 K. Redchenko which is aimed at the future

Method that provides information
2005-2006 O. Demyanova and analytical data to the process of strategic
planning and controlling

Cumulative analysis of the internal and external
2007-2009 Z. Galushka environment of the enterprise in order to
determine the direction of its further development

. Morokhova, The process that allows us to generalize the
2010-till now R. Shurpenkova, position of the enterprise and specify the
N. Vasylyk directions of its development in the future

Figure. 1. Evolution of the concept essence of "strategic analysis"
developed by the author on the basis of [1-13]

Adding information and analytical support, O. Demyanova examines
the process of strategic analysis [11]. The author believes that due to the
strategic analysis, the company is able to implement the strategic planning
process and manage the information and analytical data.

Further development of the essential understanding of the "strategic
analysis" concept was obtained in the works of Z. Galushka [12].
Supporting the opinions of E. Mnykh and K. Redchenko the scientist agrees
that the basis of strategic analysis is the analysis of the internal and external
environment of the organization. However, the analysis of internal and
external environment and strategic analysis are allocated separately.

R. Shurpenkova [13], V. Morokhova, N. Vasylyk [6] also believe that
the process of strategic analysis is generated by the results of studying the
internal and external environment of the enterprise. Its goal is to help the
company capitalize its strengths and minimize weaknesses, take advantage
of opportunities and protect themselves against possible dangers.
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In our opinion, strategic analysis can be defined as a comprehensive
study of quantitative and qualitative characteristics of the internal and
external environment of the enterprise in order to form strategic goals of its
development and to make optimal management decisions for their
implementation.

The strategic analysis of the enterprise is based on the using of the
following principles:

« the systematic approach, according to which an enterprise is consi-
dered as a complex holistic system, which consists of a certain set of
subsystems and ultimately exists with other system-like characteristics;

* the principle of complex analysis of all components of the system,
elements of the enterprise (external and internal environment);

* the dynamic principle and the principle of comparative analysis:
analysis of all indicators in dynamics, as well as comparison with similar
indicators of competitors;

* the principle of taking into account the specifics of the enterprise
(sectoral or regional) [15, p. 137].

The general principles of conducting strategic analysis mentioned
above, unfortunately, do not reflect the peculiarities of their conduct in
tourism business. In the writings of scientists engaged in the research of
strategic analysis, there is no clear structure for the creation and imple-
mentation of this analysis, its further use and verification of the effecti-
veness of the actions taken in the light of the specifics of the tourism
business. In general, scientists consider only strategic planning in tourism,
and pay little attention to the problems of strategic analysis. The domestic
tourism is still at the stage of formation and reformation, the formation of
internal and inter-branch ties, due to significant changes in the current
economic, socio-political environment, the issue of strategic analysis in the
field of tourism, remains unexplored.

Although there are many definitions of strategic analysis, none of
them take into consideration the specifics of the tourism business at the
level of promotion of tourism services. All of these concepts are more
general and not adapted to the realities of the tourism business.

In the scientific literature, none of the authors considered the issues of
strategic analysis of tourism services promotion. There is no methodological
basis for conducting and evaluating the result. Therefore, we have to define
the concept of "strategic analysis of travel services promotion".

So, strategic analysis of travel services promotion is a combination of
research methods of the enterprise's internal and external environment in
promoting travel services aimed at consumers and tourist intermediaries by
using elements of marketing communications, motivating and commu-
nicating with them.

Strategic analysis in the enterprise management system has an
important role, because due to it, the company defines its long-term goals
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and plans for developing its activities on the basis of an analysis of the
existing information provision, and may envisage possible changes in the
external environment and prevent or at least reduce their negative impact,
based on the obtained results.

Information provision of strategic analysis involves the collection,
verification, systematization and processing of data about external and
internal environment of the enterprise (table 1). At the same time, the force
of influence of each factor is manifest and the consequences of possible
threats are predicted.

Table 1
Information provision of strategic analysis
developed by the author on the basis of [13]

External environment

Internal environment

indirect impact direct impact
- normative-legal - scientific and - financial statements of the
documents; technological progress; enterprise and other
- legislative acts; - research directly at the accounting documents;
- inflation rate: enterprise; - staff schedule;
- mass-media; - specialized publications; | - OWn marketing

. . researches;
- activities of domestic

- conferences, fairs, : >
and foreign competitors

. - partnership agreements;
presentations

- inspection materials

Analysis of information provision is an integral part of the strategic
analysis of the enterprise. However, there are different approaches to
defining the stages of strategic analysis. It is common ground that the most
scientists emphasize the importance of the stages of the analysis of the
internal and external environment of the enterprise, but there are differences
of opinion regarding the allocation of the first and the final stages of
strategic analysis (fable 2).

After analyzing the authors' scientific opinions about the stages of
conducting strategic analysis at the enterprise, it is necessary to adapt this
algorithm to the tourism sector, because none of the authors considered the
strategic analysis in terms of promoting travel services. Therefore, the
algorithm for conducting a strategic analysis of the promotion of travel
services was developed (figure 2).
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Table 2

Approaches to the definition of stages of strategic analysis
sampling based [6, p. 32; 16, p. 309-313]

Authors Stages of strategic analysis

M. Volodkina 1. An analysis of the future based on information about
possible changes in trends, threats and opportunities.

2. Analysis of the company's own position and opportunities
for its improvement.

3. Choosing a strategy according to priorities.

4. Analysis of existing activities and opportunities,
and identification of new and promising species.

5. Setting up tactical and strategic tasks

K. Redchenko . Analysis of the idea.

. Analysis of opportunities.

. Performance analysis.

. Analysis of modernization.
. Analysis of experience

O I N O R N

E. Utkin 1. Comparison of selected goals and real possibilities, which are
defined by the environment of operation of the enterprise and
analysis of the gap between them.

2. Determination of the list of strategic alternatives regarding
the future state and development of the enterprise

O. Kyrychenko . Diagnostics of the organization state for the current period.

. Formation of a strategic vision of activity.

. Definition of mission and strategic goals.

. Consideration and evaluation of options for alternative strategies.
. Analysis of the chosen strategy.

. Final adoption and implementation of the strategy.

N N L AW N =

. Evaluation of the consequences of implementing the strategy
and possible changes required in the strategic plan

B. Miziuk 1. Formation of the goals and objectives of the analysis.
2. Collection of information and assessment of the situation.

3. Establishing cause-and-effect interactions of factors and
identifying threats and opportunities.

M. Sayenko 1. Analysis of the possibilities of the enterprise

and its strategic goals for their compatibility with

each other and the establishment of the gap between them.
2. Identification of alternative options for possible future
development
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I. Assessment of the current state
of tourism services promotion system
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e 4 of the chosen solution =~  F——————————
and adjusting actions

Figure 2. Algorithm of holding strategic analysis
of tourism services promotion
Source: developed by the author.

At the first stage, tourism enterprise should assess the current status of
the promoting travel services system in two systems of criteria: quantitative
(number of partners, tourists, marketing tools, etc.) and qualitative
(enterprise image, innovation activity, loyalty). At this stage you can
understand the positioning of your own brand in the tourism market and
compare the system of promotion of travel services with the systems
of competitors, distinguishing the positive and negative aspects of each of
them.

The second stage includes an analysis of the possibilities of improving
the system of promotion of tourism services using the potential of the
internal environment and unused external opportunities. At this stage, it is
important to take into consideration the technological progress and
innovation level of the tourism business, and on the basis of the analysis of
the advancement of tourist services by competitors, identify those positive
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aspects in their activities that can be implemented in the activity of their
own tourist enterprise.

At the next stage, it is necessary to determine their strategic goals that
are to be developed in terms of the objects targeted by the strategic
objectives: consumers and tourism intermediaries. If the company has its
own agencies, then the main goal for them is to use modern elements
of marketing communications to attract more consumers, to build a system
of wow-features and benefits for the customers, which will distinguish the
tourist enterprise among others. In terms of promotion of a tourist product
from an operator to an intermediary, it is important to support the agent at
all stages of the tourist product sales, to become an exclusive partner and to
offer the most advantageous terms of cooperation.

Taking into account alternative solutions in the system of promotion
of tourism services, the enterprise chooses the most optimal of the above
mentioned, in their opinion, strategic goals and implements them.

An important final step in this model is to evaluate the effectiveness of
the chosen solution in the above-mentioned system of quantitative and
qualitative indicators and adjust the actions of the enterprise. It is important
to clearly define the length of development and implementation of the
strategic analysis of the travel services promotion in order to timely adjust
its own actions.

Conclusion. Consequently, in the conditions of economic instability
and increasing competition in the tourist market, in order to survive and
stabilize the situation of the company on the market, improving its
performance is a necessary tool for tourism enterprises to use strategic
analysis. On the basis of the conducted researches, it was concluded that
strategic analysis can be defined as a complex study of quantitative and
qualitative characteristics of the internal and external environment of the
enterprise with the purpose of forming strategic goals of its development
and making optimal managerial decisions for their realization.

The special type of strategic analysis that was not previously
mentioned in the writings of scientists is the strategic analysis of
the promotion of travel services, the feature of which is the study of the
promotion of services in terms of two areas of such promotion: from
the tourist operator to the end user (customer) and from the tourist operator
to the tourist intermediary. Determining the specifics and updating of the
algorithm for conducting a strategic analysis of the promotion of tourism
services will enable the company to eventually develop a strategy for
promoting travel services, taking into consideration the features that arise
during the stages of advancement of services and timely adjust it in
accordance with existing economic challenges.
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I'nywiko B. Teopemuuni 3acadu cmpameziunozo GHANI3Yy RPOCYBAHHA MypUcC-

MUUHUX ROCTTYZ.

Ilocmanoska npoonemu. Y cyvyachux puHKoSUX YMOBAX MYPUCIUYHUM NIONpU-

eMcmeam ciio 4imko UHAYUMU CE0H0 NO3UYII0 HA PUHKY, AHANI3YIOYU MOXNCIUBL 8aAPIAHMU
KOPOMKO- ma 00820CMPOKOGO20 (CMPAmeziuno20) po3eumKy 015 ROCUNEHHS KOHKYPEHMHOL
nosuyii. Tomy npogedenns cmpameiuno20 aHANi3y HA MYPUCMUYHUX NIONPUEMCMBAX €
HeOoOXIOHUM 0151 GUIHAYEHHS ONMUMATLHUX NAPAMEMPI6 CMPAmMeiYHUxX pilleHs.
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Ananiz ocmanuix 00cnioxcenv ma nyoOniKaui GuUAGUS, WO, NONPU 3HAYHY
KINbKiCMb 8IONOBIOHUX HAYKOBUX NPAYb, NPoOLeMU cmpameiuHo20 aHaAli3y y KOHMeKCcmi
NPOCYBAHHA MYPUCTHUYHUX NOCTYE O0CAIOHCEHO HeOOCMAMHbBO.

Memorw cmammi € 8U3HAYEHH CMPAMEIYHO20 AHANIZY NPOCYBAHHS MYPUCUYHUX
nocnye ma akmyanizayis ancopummy to2o npoeedeHHs. Ha NIONPUEMCMEAX THYPUCINULHO20
bisnecy 3 memow Oemanizayii MauOYmHiX CmMpameziyHux piuleHb Ma HIGeNI0BAHHS
MOIACTUBUX PUSUKIB.

Mamepianu ma memoou. Ingopmayilinoro 0CHOB0I0 OOCHIONCEHHS CMATU Npayi
GIMYUSHAHUX MA 3aPYOINCHUX HAYKOBYIE 3 NUMAHbL CMpame2iynozo auanizy. /i docse-
HeHHsL Memu pobomu GUKOPUCMAHO MemOoOu aHani3y i cuHme3y, NOPIGHANHHS, CUCMEMHO20
nioxooy.

Pesynomamu 0ocnioxcenna. J[ocnioxceHo NOHAMMSA CMPAMe2iyH020 AHATIZY Y
npayax GIMYUBHAHUX MA 3apyOIXCHUX HAYKOBYI8 3a eBOMOYIEID OCHOBHUX CYMHICHUX
xapaxkmepucmuk. 3anponoHO8AHO ABMOPCbKe BUHAYEHHA CYMHOCMI CMpameziuHo2o
aHAni3y NPOCYBAHHA MYPUCMUYHUX NOCLYe 3d 080MA HANpAMAMU: "mypucmuunuil onepa-
mop — cnoxcusau”" ma "onepamop — mypucmuunuii nocepeonux”, popobaeno arcopumm
NPOGeOeHHs CMPame2ivHo20 AHALi3y NPOCYBAHHS MYPUCTIUYHUX NOCTLY2.

Bucnoexu. B ymosax exoHOMIuHOI HecmabiibHOCMI Ma NOCUNCHHS KOHKYPeHYIl Ha
MYPUCIMUYHOMY DUHKY OJid GUIICUBAHHA mMa cmadinizayii cmaHosuwa nionpueMcmea Ha
PUHKY, NIOSUWEHHS eDeKMUBHOCMI OILIbHOCME HeOOXIOHUM IHCMPYMEHmMOM OJil Mypuc-
MUYHUX NIONpueMcme € cmpameiynull ananiz. 3anpononosano 30iticniosamu cmpame-
2IUHULL AHANI3 NPOCYBAHHA MYPUCHMUYHUX NOCTYe, OCOOIUBICMIO AKO2O € O00CHIONMCEeHHs
3a6e3neyents nociye, 3a 080Ma HANPAMAMU: 8I0 MYPUCTIUYHO20 ONEPamopa 00 KiHYe8020
cnoxcugaya ma 8i0 MYPUCIUYHO20 ONepamopa 00 MYPUCTIUYHO20 NOCEePeOHUKA.
Busnauenns cneyugbixu ma axmyanizayis arzopummy npoeeoeHHs. CmpameiuHo20 aHanizy
NpOCYBAHHA MYPUCMUYHUX HOCTY2 Od€ 3MO2Y RNIONPUEMCMEY PpO3pobUmu cmpamezito
MYPUCMUYHUX NOCTIY2, 8PAXY8ABULU OCOOIUBOCTI, WO BUHUKAIOMb HA BCIX emanax HaOaHHs
yux nocuye.

Kniouoei crnosa: crpareridyHuii aHajui3, cTpaTteriyHuii aHaji3 MPOCYBaHHS TypHC-
TUYHHX IOCIIYT, TYPUCTHYHHUHI OTIEPaTOp, 30BHIIIHE CEPEIOBHIIE, BHYTPILIHE CEPEAOBHILE.
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THE APPLICATION
OF MEETOO INTERNET-PLATFORM
IN EDUCATIONAL PROCESS

The advantages of the application of Meetoo Internet-Platform in educational
institutions, in particular of higher education, are identified and analyzed. The analysis of
the creation process, peculiaritiest of use, filling and moderation of discussion topics using
this software platform is carried out. Additional features of the Meetoo platform including
the possibility of conducting online surveys, the placement of PowerPoint presentations,
images, video- and audio materials, and Internet links are considered. Suggestions on
application of this Internet-resource in the domestic practice are given.

Keywords: innovative information technologies, Internet platform Meetoo, online
discussion, interactive surveys, options for setting up the discussion topic.

IIpumynsckaa H., Anmiowro /l. Hcnonv3osanue internet-nnamegopmor Meetoo 6
obpazosamenvrhom npoyecce. Onpedenenvl U NPOAHATUIUPOBAHBL NPEUMYUJECBA UCHOIb-
308anus  internet-niamgopmvi Meetoo 6 yupedxcoenusx o0pa3oeanus, 6 HACMHOCHU
svicutezo. IIposeden ananuz npoyecca co30anus, cneyugpuru UCnonb3068anUs, HANOIHeHUs
u mooepayuu mem O0OCYHCOeHUA C UCHONbIOBAHUEM IMOU NPOSPAMMHOU NAAMPOPMUL.
Paccmompensvt dononnumenshvle 8osmodicnocmu naamgopmul Meetoo, cpedu Komopwix
B03MOJICHOCHb NPOBEOEHUs. OHIAUH-ONPOCO8, pasmeujenue npeeHmayui 6 opmame
Power Point, usobpadcenuii, 6udeo- U 38YKOBbIX MaAmMepuaiog U internet-cColiok.
IIpedcmaenenvl npeonodicenus nO UCHOIL306ANHUI0 OAHHO20 Internet-pecypca 6 ome-
uecmeeHHOl Npaxkmuke.

Knwouesvie cnosa: WHHOBAIMOHHBIE HWH(OPMAIMOHHBIE TEXHOIOTWH, —internet-
iatdopma Meetoo, oHIaliH-00Cy X JeHNE, MHTEPAaKTHBHBIN OIPOC, HapaMeTpbl HACTPOMKH.

Background. High pace of development of the newest information
tools, possibilities of accumulation of scientific and practical data, the use
of Internet resources necessitates the development and application of
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innovative information technologies in education, including the higher
education. In this connection, there is a need for new theoretical and
practical approaches to the implementation of pedagogical activities that
will fully meet the needs and capabilities of all participants in the modern
market of educational services.

Application of the latest smart-technology and innovative teaching
methods gives the opportunity to use the educational-scientific potential of
educational institutions more effectively, to provide an individual approach
and actively engage students in the learning process.

One of the most effective Internet platforms, which allows to provide
teaching in the higher education system more effectively, and especially
educational programs in English, is Meetoo [1].

Analysis of recent researches and publications. A significant
contribution of introducing into the practice of higher education institutions
of innovative technologies was made by domestic and foreign scientists
Y. Bystrov [2], V. Denisenko [3], N. Machinskaya [4], P. Layne [5],
D. Swanger [6], J. Brenna. The papers by E. Gromov [8], V. Rebenok,
P. Courant [10]. R. Cooke [11] are devoted to the solution of problems of
providing the higher schools with specialized software.

The aim of this paper is the detailed analysis of the main aspects of
the application of the Internet platform Meetoo in the study and learning of
academic disciplines in the higher education system, identifying features
and benefits of the use, the specificity of interaction of all elements in the
process of implementing educational programs in order to attract more
students, improvement of the quality of acquired knowledge and practical
skills of future specialists.

Materials and methods. The research is based on methods of scien-
tific knowledge, systematic approach and generalization, comparison,
analysis and synthesis, induction and deduction, systematization of
methodical approaches.

Results. The proliferation of the use of Internet resources, smart-tech
and technology causes changes in the style and psychology of modern life,
acceleration of its pace, the ability to quickly access a large amount of
information data. These changes are especially relevant for modern youth,
in particular students.

Based on the analysis of data [12; 13], it has been determined that in
our time, on average, every student has 5 digital devices. According to the
results of a sociological study conducted by the international company
Navitas Ventures in July 2017 [12], almost 86 % of higher education
graduates worldwide, including Ukraine, use their smartphones or tablets
during lectures and practical classes. It is also established that almost 54 %
of students use their electronic gadgets for Internet communication, text,
graphics, video messages, the search for certain information or other
purposes not related to their study.
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Methods that enable the educational process to meet the needs of the
modern and prospective labor market, to develop individual abilities and
interests, professional competences and skills are very effective. Taking into
consideration the increased level of informatization of the lives of
contemporary students and in order to keep up with their expectations, an
innovative digital element should be presented in the classroom,which is
how the learning process is provided.

Practically verified experience [12—14] shows that with the help of
modern information technologies, teachers have the opportunity to
encourage students, who use their smartphones and tablets during classes in
their personal interest, to apply these devices with the educational purpose
and concentrate their attention on the subject of the classes. Moderative
online platform for learning meetings Meetoo [1], which transforms
trainings, classes and meetings through wider engagement and activation of
the audience, has confirmed its effectiveness in this aspect.

This software is actively used in the teaching practice of leading world
universities, including Cambridge University, University of London,
Chester University, Southampton University, Central Lancashire, of various
companies and organizations, and by individuals [15].

An important advantage of using Meetoo is the storage of all the data
used in discussions and topics, not on personal computers, occupying space
on hard disks, but on a specific server that enables the placement and
moderation of the posted material, comments in the discussions. The
Meetoo system is accessible and easy in use from smartphones, tablets,
laptops, desktop computers of students and teachers, it has a clear and user-
friendly interface and allows to economically use Internet traffic.

The use of the Meetoo software platform is possible with the help of
individual and free registration of a particular user, who will moderate the
study and discussion of a certain topic or course with the number of
participants up to 100 people, and on the basis of contractual use by
a certain institution with the ability of processing and exchanging views on
many topics (up to 1 500 students in each) of a large number of academic
disciplines [16]. For an individual registration, it is enough to enter a certain
user's email address and password chosen, their subsequent confirmation
through the e-mail and contact information. When registering a certain topic
on the basis of collective use, it is necessary to enter the login and password
provided by the specified organization.

To start a new discussion topic, it is necessary to select the option
"New meeting" and specify the parameters by which it will occur (figure 1).
The proposed setting has the ability to discuss the name, time and date of its
start and end, identification of participants. After registering the topic for
discussion, it is given a specific ID number, using which students enable to
join the discussion by choosing "Join Meeting" option on the Meetoo site.
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Figure 1. Parameters of setting up discussion topics

After registering the necessary topic of discussion, it is given a certain
ID number, using which, after activating the discussion by the teacher,
students can join the discussion by choosing the option "Join meeting".
Then after setting own profile (name input) the ability to post messages in
a specific forum on the Meetoo site is activated (figure 2).

B | it e sl acaiet

Figure 2. Discussion of a specific question on the online platform Meetoo

This online platform allows not only to exchange messages in the
mode of discussing a particular issue, but also enables to systematize
students' questions in the process of presenting them the new learning
material. This opportunity is particularly relevant while conducting lectures.
So, when using this interactive support at the end of each lecture question,
the teacher can understand what is the most difficult for students’
perception, what needs to be paid more attention to and which array of
information must be explained in more details. It will also enable to provide
individualization of higher education, taking into account the particularities
of understanding of each participant.
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Among the Meetoo options in the section "Polls" there is also the
ability to conduct an online poll of participants of a specific topic discussion
on many questionnaires for the purpose of expressing thoughts and attitudes
to a particular phenomenon with the help of using smart-phones and tablets.
The development of test questions can use a significant number of response
options and the ability to provide several alternative responses, including
own proposed option.

Discussing various topics one can place Power Point presentations,
images, video and audio materials of various formats (mpeg, avi, mov,
wmv, flv, etc. and mp3, wma, wav, etc.) and Internet links to the informa-
tion on other sites. All of this greatly enhance the capabilities and con-
venience of using given software. An important advantage is the ability to
use these resources for students repeatedly to consolidate the material, for
teachers — for representatives of the following courses. This, in turn, saves
time and resources of students, teachers, and educational institutions.

One of the main distinguishing features of the application of this
Internet platform in the practice of higher education is gamification, which
is an additional way of attracting students to study and actively engaging in
classes. A non-standard peculiarity is the ability to accumulate like's for the
questions asked during the course of acquiring knowledge and skills and the
comments, this practice is popular and common in social networks. As
a result of using Meetoo, diversification of methods is also achieved, which
allows to diversify approaches to presentation and discussion of learning material.

So, the online platform Meetoo is an efficient, qualitative and simple
for understanding innovative component of the process of learning and
discussing new material, which is relevant, in the first place, in the higher
education system. Because of the increased ability to attract attention due to
the innovative component the use of this type of Internet resource is
recommended to teachers, marketers, coach trainers and representatives of
other professions, whose activities are related to the presentation and
organization of discussing new material.

Conclusion. The provision of an effective system of higher education
is characterized by the need of the introduction and application of
innovative information technologies, one of which is the Meetoo Internet
platform. It is a multifunctional and effective way of attracting students’
attention and simple for using. It also facilitates the processing material
through discussion, favors individualization of higher education provision,
taking into account the peculiarities of understanding of each participant.
The essential factor is the gamification of the learning process. The extra
benefit of Meetoo is the ability to conduct online surveys, placement of
PowerPoint presentations, images, video and audio materials, and Internet
links. On the basis of the analyzed material, it is recommended to
implement the use of online resources in the practice of higher education
institutions, in particular KNUTE.

Further exploring the results of using the Meetoo Internet platform is
promising.
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Ilpumynscoka H., Aumwwro /l. Bukopucmauns internet-nnamgpopmu Meemoo
oceimHbOMy npouyeci.

Ilocmanoseka npoodnemu. 3acmocysanHs HOGIMHIX SMArt-mexHon0z2ii ma IHHO8a-
YIUHUX MEMOOUK Y HABYAHHI Oar0mb 3M02y Oi€siule 8UKOPUCTIOBYBAMU OCBIMHbO-HAYKOBUL
nomenyian 3axknadié oceimu, 3abesneyysamu IHOUBIOYAIbHUL NIOXI0 ma Oilbl NOGHe
3anyueHHss cmyoeHmie 00 HaguanbHozco npoyecy. OOHi€l0 3 NPOOYKMUSHUX internet-
nramgopm, wo 00360J5€ Oilbll eHeKMUBHO BUKIAOAMU HABYATLHE OUCYUNIIIHU ) CUCTIEMI
BUWOT UIKOIUL, OCODIUBO OCBIMHI NPOSPAMU AH2NILICHEKOI0 MOBOIO Hasyanis, € Meemoo.

Memoro Oocniddcenns € OemanvHuti auHani3 OCHOGHUX ACHEKMIE 3aCMOCYBAHHS
internet-niameopmu  Meemoo npu eueueHHi ma 3AC60EHHI Mamepiany HABYATLHUX
oucyuniin y cucmemi uwoi 0ceimu, 8UseleHHi ocobnusocmell i nepesae GUKOPUCMAHHS,
cneyugbixu 83aemMo0ii 8CIX eleMeHmie y npoyeci peanizayii 0C8IMHIX NPOSPaAM 3 MEMO
WUPWIO20 3ATYYEHHST CHYOeHmi8, NiO8UWEHH AKOCMI 3HAHbL 1 NPAKMUYHUX HABUYOK
Manoymuix gaxisyis.

Mamepianu ma memoou. B ocHogy memo0o102iuHoi 6azu 00CAiOHCeH s NOKIAOEHO
Memoou HayKo8020 Ni3HAHHA, CUCTNEMHO20 NiOX00Y Ma y3a2albHeHHs, NOPIGHAHHS, AHANIZY
ma cunmesy, iHOYKyii ma 0edyKyii, cucmemamu3ayii MemooudHux nioxoois.

Pe3yromamu 00cniodcennsn. 3a 00nomocor Cy4acHux iHQOpMayiiiHux mexHonozil
BUKNIAOAYL MAIOMb MOJICIUBICIb 3A0X0YY8AMU CIMYOEHMIB, 5IKI 6UKOPUCIOBYIOMb GIACHI
cmapm@onu i niaHwemu nio Yac 3aHAms 8 0COOUCmMuUX inmepecax, 00 3ACMOCYBAHHSL YUX
npucmpois 3 HAGUANLHOI Memol0 ma KOHyeHmpayii yeazu na memamuyi 3ansams. Ceorwo
diegicmb y ybomy acnekmi niomeepouna Mooeposand OHIAUH-NAAM@POPMA OJi HABUATbHUX
ouckycii Meemoo, wo mpancopmye mpenineu, 3auamms ma 3yCmpidi WisiXom Wupuiozo
3aIY4eHHs ma aKmusizayii ayoumopii.

IHepesacamu euxopucmanna Meemoo € 30epediceHicms ycix OAHUX, BUKOPUCTNO-
8YBAHUX 8 0020B0PEHHAX | MeMax, He HA NePCOHATLHUX KOMN TOMepax, 3auMaiodu micye Ha
HCOPCKUX OUCKAX, d HA CNeyianbHOMY cepaepi, Wo 0a€ 3MO02y pO3MileHHsa ma Mooepayii
po3miwenozo mamepiany, komenmapie y obeosopennsax. Cucmema Meemoo € docmynHoio
ma npocmoi0 8 KOPUCMYSAHHI 31 cMapmEOHis, NAaHWiemis, HOYMOYKI8, CMAYIOHAPHUX
KOMN tomepie cmyOeHmis [ 6UKIA0Auie, MA€ 3PO3VMIAULL i 3pyuHull inmepgeic, 00360/15€
EKOHOMHO 8UKOpUCmogygamu internet-mpagix.

O0na 3 OCHOGHUX BIOMIHHUX O3HAK 3acmocyeéantHs Meemoo — eeumigikayis sk
000amko6uil CnociO 3anyyeHHs yeacu CmyOeHmie 00 HAGUAHHSA, AKMUBHOI yyacmi y
sauammsx. Y pesynomami 6uKOpucmanHs yici niam@popmu 0ocsieaemscs ousepcudixayis
Memooie HABUAHHS.

Bukopucmanna yvoeo eudy internet-pecypca peKomeHOyEMbCA BUKIAOAYAM, MAPKe-
MoN02aM, KOYY-MPeHepam i npedCmaeHUKAM THWUX npogecil, Yus isIbHICMb NO8 A3aHA 3
npe3eHmayicro ma opeamizayiero 002080penHs HOB020 MAMepIay.

Bucnosku. 3abesneuenns eghexmueHoi cucmemu uujoi 0C8Iimu Xapakmepusyemocsi
HeoOXIOHICMI0 8NPOBAONCEHHSL IHHOBAYIUHUX IHQOPMAYIUHUX MEXHON02Il, OOHIEI 3 AKUX €
internet-nnameopma Meemoo. Lle npocmuii y xopucmyeanni, bazamo@ynkyionanoHuil i
eexmusHull 3acib 3aIyYenHs yeazu CmyoOeHmis, wo CHpusic NOKPAWAaHHio ONpayto8anHs
mamepiany wWisxom 002060peHHs, THOUBIOYanizayii HAOAHHs GUWOT OCBIMU 3 YPAXYBAHHAM
ocobueocmeti po3yMinHs KOJICHO20 3000y6aua. Internet-niamgopma Meemoo pexomen-
0yeEMbCst 0151 BNPOBAOACEHHSL 8 NPAKMUKY 3aK1a0is euwoi oceimu, 30xkpema KHTEY.

Knwuyoei cnoea: iHHOBamiliHI iH(pOpMamilHI TEXHOJOTII, internet-ruratdopma
MeeToo, OHIalH-OOTOBOPEHHS, IHTEpaKTUBHE OIMTYBAHHS, IapaMeTPH HalAIUTyBaHHS
TEMH 0OTOBOPEHHS.

106 ISSN 1727-9313. HERALD OF KNUTE. 2017. N 6




HIGHER EDUCATION

UDC 37.015.3-057.33

MYRONETZ Sergii, Candidate of Psychological Sciences, docent, Associate
Professor, Department of Psychology, Kyiv National
University of Trade and Economics

KONOVALOVA Olena, post-graduate student, Department of Psychology, Kyiv
National University of Trade and Economics, Trade and
Economics College of Kyiv National University of
Trade and Economics, Senior Lecturer

MOTIVATION IN THE
PROFESSIONOGENESIS
OF SPECIALISTS

IN THE TRADE SPHERE

We considered the results of various scientific approaches to formation of
professional motivation in professional development of future professionals in the sphere
of trade. Basic preconditions for professional personality development and factors of
forming motivational readiness for future professional activity have been determined. We
found out determinants of conscious profession choice as a condition for effective
adaptation in the process of professional development.
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Muponey C., Konosanosa E. Momuesayus ¢ npogheccuozenese cneyuanucmos
mop2060it cghepul. Paccmompennvl pe3yibmambpl U3yueHus: pA3IUuYHbIX HAYUHbIX HO0X0008 K
dopmuposanuo NPogeccuoHaIbHOU MOMUSayUYU 6 npogeccuozenese cmyoeHmos — 0yoy-
wux cneyuanucmog cghepvl mopeognu. Onpedenenvl 0CHOBHbIE NPEONOCHLIKU NPOdheccuo-
HANLHO20 pA36UMUsl TUYHOCIU U (AKMOopbl GOPMUPOBAHUSL €20 MOMUSAYUOHHOL 20MO8-
Hocmu K OyOywell npogeccuoHanvHou OesmenvHocmu. Packpeimer  demepmunanmul
CO3HAMENBbHO20 8bLOOPA Npogheccull KaK ycaosus dhphexmusnot adanmayuu 6 npoyecce
npogheccuozenesa.

Knwuesvle crosa: cTyaeHT, NpoQecCHOHalbHAs MOTHBALMs, CO3HATEIbHBIN
BEIOOp Tpodeccuu, mpodeccroreHes.

Background. Socio-economic development is inextricably linked
with technical progress in all areas as well as with formation of human labor
resources, education and training of young people to perform socially useful
and attractive labor functions. Under such conditions reformation of society
is possible only through the development of personal potential, abilities and
motivation so that in the future individual could take a worth place in
society.

Due to the intensive transformation of modern society over the last
decade, the organization of the socio-cultural system in Ukraine has
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changed significantly, which has affected all spheres of activity. One of the
most sensitive to changes became the sphere of trade.

Success of future specialists’ professional activity depends on the
subjective and objective factors, among which motivation of each person
plays an important role [1, p. 59].

Understanding the underlying principles of personality behavioral
mechanisms based on the need-motivational sphere and the formation of
professional motivation of employed allows many institutions and trade
organizations to respond in a timely manner to all the challenges of present
time.

Harmonious formation of the personality of any sphere future emp-
loyee activity is a factor of economic, legal and political transformations
success in any state. The shift in the economy can only be achieved through
successful entrepreneurship. One of the main factors of entrepreneurship is
the formation of students professional motivation for future professional
activity [2, p. 6].

This determines the relevance of approaches scientific analysis to the
formation of professional motivation in individual professional
development, in particular to students of trade and economic specialties.
The results of such analysis give grounds for creating a plan of researching
and constructing motivation forming conceptual model for the specialists in
trade and economic sphere in their professional development.

Analysis of recent researches and publications. In many scientific
works [1; 3—5] the problem of professional formation of the personality in
the process of professional is highlighted, just when motivation plays
a leading role. There is a large number of ideas for the nature and structure
of individual professional motivation and the problem is sufficiently
developed in modern psychological science.

Over the last five years the problem of motivational readiness in the
process of professional development in Ukraine was studied by such
scientists as M. Korolchuk, V. Krainyuk, Yu. Pachkovsky, L. Karamushka,
0. Kredentser, V. Osodlo, Yu. Drozdova [1; 3; 4; 6-8], V. Barko, A. Voz-
nyuk, S. Kopylov, M. Kotyk, S. Maksimenko, E. Potapchuk, O. Timchenko,
Yu. Schwalb and others.

Issues bordering on the subject of the study were researched by:
O. Krushelnytska (2012) — peculiarities of referential relations of students as
a factor of educational and professional motivation; I. Mostova (2013) —
psychological support of future economic profile employees’ adaptation;
D. Romanovskaya (2013) — formation of future psychologists’ personal
activity in the process of vocational training; Yu. Drozdova (2015) —
psychological features of professional self-determination of future experts in
trade business; N. Golovach (2017) — the formation of professionally signi-
ficant qualities of future specialists on the staff supervision and labor
economics in the process of professional training, etc.
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At the same time the problems of formation of young people's
professional motivation to conscious choice of the profession connected
with commercial and economic field in the direct formulation were not
investigated that determined the relevance of the subject and the further of
research.

The aim of the article is to research scientific approaches to formation
of individual professional motivation and to find out factors for creating
preconditions for personal motivational readiness for future professional
activity.

Materials and methods. Data of general scientific approaches eva-
luation were used as materials for solving the problem of person
professional motivation in the professional development.

A wide range of general scientific and special methods of
psychological research has been used, namely: generalization, comparative
analysis, systematization of received information, content analysis, etc.

Results. Process of scientific understanding of professional formation
nature may be conditionally divided into three stages: pre-industrial (works
by K. Helvetius, I. Herbart, A. Disterveg, J. Comenskii, R. Owen, 1. Pesta-
lozzi, J. Russo), the primary achievement of these works is giving a main
stream of studying the person and profession; industrial (the works of
A. Adler, A. Lunocharsky, A. Maslow, 1. Moser, F. Parsons, K. Rogers,
V. Sukhomlinsky, K. Ushinsky, S. Freud, K. Jung), where the leading idea
was educational and diagnostic concept in organization a conscious choice
of future profession, appropriate approaches and helping methods for
successful professionalization had been created; post-industrial (works of
S. Berth, B. Bol, H. Dawson, E. Klimov, H. Litton, M. Pryazhinikov) when
personality perception conditions for attitude towards himself as a subject of
professional activity were created [1; 3; 5; 6].

Analysis of scientists’ approaches and attitudes to solving the problem
of individual motivational readiness for professional activity gives grounds
to affirm that formation of professional motivation as a process is a special
need for self-determination and the most important condition for reconsi-
dering life position to future professional realization. Taking under consi-
deration the works of L. Vygotsky, M. Korolchuk, and M. Makarenko, one
can conclude that conscious choice of the profession has its periodization,
which at a certain stage depends on formation of individual ideas about
desire for a particular professional choice [5; 6; 9].

Motivation of conscious profession choice is a system of means aimed
at realization the need to acquire a particular profession. Knowledge about
the profession may vary in consciousness depending on the level of their
formation.

Motivation is considered as a process of interference and the root
cause of any purpose origin or orientation of the individual. Researchers
also pay attention to the fact that motivational states are specific for certain
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needs. They arise as a result of certain variables interaction which can
include intensity of inclinations or needs, expectation of the individual,
incentive value of the goal, availability of relevant reactions and
contradictory motives [6, p. 265].

A thorough study of scientific sources shows that the motivational
sphere of personality is an integral quality characterized by a set of social
attitudes, values which form the basis of motives, in other words everything
that includes the concept of personality orientation. Scientists attach great
importance to the problem of forming a professional motivation for future
activity. There is a large number of views on the nature and structure of
personality professional motivation: V. Semichenko [1], S. Feskina [8], K. Gu-
revich [9], L. Karamushka [10], N. Nesterova, N. Ivanova, N. Komusova.

In studying motives that aimed at professional self-determination
V. Semichenko distinguishes two directions. Reasons why people prefer one
type of activity in relation to others are concerned as part of the first. The
second direction studies causes of different labor efficiency [1, p. 18].
L. Karamushka considers motive to be determining factor in choosing the
direction of behavior. Motive, in her opinion, is manifested and presented
in consciousness in the form of emotional experience. Its meaningful side
is reflected in connection with sence, values, needs of individual and
purpose of activity [10, p. 116].

According to K. Gurevich, favorable motivation is the most important
condition for development of professional competence [9, p. 124]. V. Yaku-
nin and N. Nesterov believe that professional formation of a future specialist
is possible only under the condition of well-formed motivational-value
relation to chosen specialty [11, p. 72].

According to researches made by N.Ivanova, N.Komusova and
S. Feskina development of students professional orientation in higher educa-
tional institutions is determined by earlier forms of expression a positive
attitude to the profession and motives that was a reason for it [12, p. 152].

According to the results of analysis we identified preconditions for
successful formation of professional motivation: general orientation
of individual; conformity of individual psychological characteristics of
personality to requirements of a number of professions; high level of interest
to profession, desire for professional growth; readiness for changes, new
conditions and requirements created by professional environment.

By generalization of the mentioned scientific approaches to formation
of motivational readiness of future specialists for activity in different
spheres we distinguished two general factors: external — the fact of pointing
out the concrete motive as the main motivator in the choice of the profession
and its inductive component.

The main motivating factors for choosing a professional way by
young people are:

direct interests arising under the influence of the attractiveness
assessment of a specific activity based on interest to the labor process, its
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result, the attractiveness of the profession general properties, individual
perception of the profession and sometimes on the situational,
"fragmentary" perception of the essence of particular professional activity,

indirect interests are formed under the influence of socially attractive
professional features (prestige, fashion, status, etc.), desire to understand the
world, to form a personal attractive qualities to meet the material and social
needs [13, p. 53].

Yu. Drozdova notes that professional self-determination begins in
childhood and ends in early adolescence, when it is necessary to make
a decision on the choice of education profile [8, p. 7].

Motivational readiness for professional activity is defined as a system
of professional knowledge and skills of the specialist, which is the
determining condition for successful professional adaptation, further
professional self-improvement and endless professional development.
O. Hrebenyuk distinguishes four levels of formation motivation readiness
for educational work: the first — motivation to educational and labor activity
at a low level; the second is the reinforcement of positive motivation for
activity with situational nature; the third — clear motivational focus at
professional development and sustainability of cognitive motives; the fourth — a
profound understanding of motives for choice of profession and general
purposefulness [1, p. 124].

Professional motivational orientation of individual involves positive
attitude to the profession, interest to its components, desire to improve
training. Also, understanding and internal adoption of goals and objectives
of professional activity is formed. All this serves as an indicator for
formation of professional motivation characterized by persistence
or instability, dominance of personal or socially significant motives, close
or distant prospect.

To form a positive motivation for mastering a professional activity
student must become its subject: identify free cognitive activity, intellectual
initiative and independence in making decisions about choosing ways and
contents of self-education, enrich inner world, be open to new experiences,
be oriented on personal future, build a personal perspective, develop
reflexive processes (self-esteem, self-criticism), inculcate the need to
implement own plans, realize potential capabilities.

Depending on the determination of behavior by physiological needs,
influence of environmental factors motivation is divided into external and
internal.

By the degree of generalization of activity professional readiness
of a person is differentiated into general, basic and situational, concrete
(B. Ananiev, M. Dyachenko, L. Kandybovich, N. Levitov, etc.) [11, p. 113].

In the process of studing in higher educational institution development
of cognitive and professional motives is the central chain of entire
personality of future specialist development process. Structure of motives,

ISSN 1727-9313. HERALD OF KNUTE. 2017. W 6 111




HIGHER EDUCATION

which is formed during the period of studying, is the core of future
specialist personal characteristics. Therefore, the formation of positive
professional motivation is an integral part of education of the student's
personality.

Attitude of the student to studying in higher educational institution
directly depends on the factors of profession choice. One can speak about
a successful choice of the future profession, successful professional
development only in case when a young person clearly understands the role
of general and special abilities necessary for successful professional
implementation and which of the motives for choosing a profession were
decisive.

To form students positive professional motivation teachers have to
create such an educational situation in which a young person who only
begins his professional development would understand the necessity and
feel the need for formation the qualities necessary for successful mastering
educational material and the acquisition of professionally important skills,
namely: regulation of free cognitive activity and intellectual initiative,
autonomy in decision making regarding the content and ways of self-
education and development of self-esteem, self-criticism and objectivity in
self-perception, enrichment of the inner world and openness to new
experience.

The organization of modern education should provide "the image of
a future professional”, which, according to S. Glazychyov and O. Kozlova,
is much less differentiated in comparison with the present. The future of
higher education is in full support of formation a "poliprofessional", which
can consciously and responsibly choose the direction of development in
society [3, p. 192].

Attitude of KNUTE College of Commerce and Economics students to
the future profession, the reasons for its choice are extremely important and
sometimes are determining factors for the successful formation of
motivation readiness for future professional activity.

Mastering the profession, as noted by M. Korolchuk, M. Makarenko,
V. Shadrikov, generates a desire to work in a certain way, a certain trend
and creates initial moment of formation psychological system activity. That
is why the process of mastering profession includes diagnosis of motives
and analysis of abilities [12, p. 62].

During the period of studying at KNUTE College of Commerce and
Economics and mastering special and humanitarian disciplines students
improve professional motivation — desire to apply their knowledge,
experience, and abilities in the chosen professional sector.

Conclusion. The results of the scientific analysis of modern
approaches to the formation of the students' professional motivation allowed
to conclude that they are a mechanism for preventing the alienation of the
individual from the process and the results of training, promoting the full
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development of the personality of the students of the trade sphere both at the
initial stage of studying in higher educational institutions and during the
subsequent professional formation because it directs a person to self-
development and self-improvement.

Choice of profession by a future specialist in the field of trade depends
on a positive attitude to the profession, understanding its socially significant
purpose. Only under such motivational orientation professional interests
may arise and form quickly.

The results of theoretical and methodological analysis of approaches
to the formation professional motivation of students at KNUTE College of
Commerce and Economics confirm the necessity to develop an author's
program "Psychological program for forming the college students'
motivation readiness for future professional activity".
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Muponeus C., Konosanosa O. Momuesauia é npogheciozenesi ¢paxieuie mopzo-
6envHoi chepu.

Ilocmanoska npoonemu. Posyminns enubunnux 3acad nogediHKOGUX MeXAHI3MIG
ocobucmocmi, 3ACHOBAHUX HA NOMPEOHICHO-MOMUSAYIUHIL chepi ma GopmysanHi
npoghecitinoi momueayii npayiouux, 0ae 3mo2y 6azamvbom YCMAaHo8AM I MOP20BEIbHUM
Op2eaHi3ayiamM CB0€YACHO pea2y8amu HA 6Ci GUKIUKU Cb0200eHHA. OOuH 3 OCHOBHUX
gaxmopie nionpuemnuymea — @opmyeanHs npogeciinoi momueayii cmyoeHmie 00
Matibymuvoi npoghecitinoi disnbHocmi, omaice, 8aNCIUBUM T AKMYATbHUM € AHANI3 HAYKOBUX
nioxodis 0o gpopmysants npogheciinoi momueayii cmyoeHmis.

AHaniz ocmanHix 0ocnidxyceHs | nyonikauiin 6us6us, wo npoobiemu QopmyeaHHs
npoghecitinoi momusayii Monodi 00 c8i0oM020 6ubOpy npogecii MmopeogenbHO-eKo-
HOMIYHO20 CHPAMYBAHHA V HPAMIL NOCMAHOBYI He O0O0CHIONCY8ANUCH, WO U BUSHAYUILO
aKmyanbHicmb memu ma ROOAIbWUL HANPAM OOCTIONCEHD.

Memoto cmammi € po3kpumms OemepMiHaHm eubopy npogecii cmyoenmamu
KONe0dcy AK yMmosu ix ecpexmugnoi adanmayii 6 npoyeci npogheciocernesy.

Mamepianu ma memoou. Buxopucmano wupoxuii cnekmp 3a2anbHOHAYKOGUX Ma
CReYianbHUx Memooi6 NCUXONOIYHUX OOCHIONCEHb. Y3A2ANbHEeHH S, NOPIGHAIbHUL AHALL3,
cucmemamuszayisi ompumarnol ingpopmayii, KOHmenm-anaiz ma iw.

Pe3ynomamu  00cnioycenna. 30iliCHeHO aHANI3 PI3HUX HAYKOBUX Ni0X00i8 00
Gopmyeanns npogecitinoi  momueayii maudymuix ¢paxieyie mopeogenvHoi cpepu.
Busnaueno ocnoeni nepedymosu npogeciiinoco pozgumxy ocobucmocmi ma Gopmysanis
Momugayitinoi eomogrHocmi 00 Maibymuvoi npogheciiinoi disnvrHocmi. Ilpoananizoearo
noensdu 00CniOHUKie Ha nepedymosu pozsumky ¢gaxieys y 3BO, wo nHaoae modxciugicme
Ppo3pobumu epekmusHi nputiomu ma Memoou O7ist NIOSUWEHHSL YCIIWHOCTE NPoghecitinoeo
DO3BUMKY.

Bucnoeku. Busnaueno, wo 6 0CHO8Y (OpMYSaHHs NO3UMUEHO2O CMAGIEHHA OO
npogecii noknadeno ycgioomnenus i coyianvno 3Hauywoi memu. Came 3a makoi
MOMUBAYINIHOT CNPAMOBAHOCMI NPOeCiliHi IHmMepecu UHUKAIOMb | QOPMYIOmMbCs usuouie.

Kniouoei crnoea: crynent, npodeciiina MoTuBauis, cBimomuil BUOip mpodecii,
npodeciorexes.
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