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program documents at the regional level, including Strategy of Sumy region, and for a multitude of current problems,
particularly those requiring urgent decisions by state and local authorities.
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USING THE INTEGRATEDED MARKETING COMMUNICATIONS AT
SALES POINTS

The urgent issues concerning the use of integrated marketing communications at the sales point have been
considered in the article, their constituents have been characterized. The aim of the article is the deep study of the use of
integrated marketing communications at the sales point (IMCSP) and creation the model of integrated marketing
communications, the determination of the degree of influence of marketing communications elements on consumer’s
behavior. The method of system analysis and grouping information has been used as the basis of this research. It has been
proved that the use of the majority of components of integrated marketing communications leads to the main result -
purchase. Previously the main strategic goal of marketing communications was a direct sale of goods, services, trade
mark, within the new concept of relationship marketing strategic objective is the formation of loyalty target market as the
foundation of favorable conditions for the sale of goods or services. The basic characteristics of marketing
communications at the sales point, as well as ways of influencing buyers with IMCSP for improving the efficiency of
marketing policy in general have been formulated. Scientific novelty of this investigation lies in creation the model of
integrated marketing communications, that is the way of the implementation of the objectives of the enterprise through the
use and delivering the constituent elements of marketing communications target audience, as well as grouping and
Justification tool elements of IMCSP into external and internal. Using this model has practical value, as it enables more
efficient use of components of IMCSP by the home enterprises. It has been concluded that the use of set of elements or
techniques of integrated marketing communications at the sales point impact the purchases in retail trade. Further
research will be focused on the formulating the proposals concerning the expansion of the range of components of IMCSP
and improving their use in the practice of commercial enterprises.

Key words: marketing, consumer, promotion, integrated marketing communications in the places of purchasing,
advertising.

INTRODUCTION

Formulation of the problem. Today, integrated
marketing communications are widely used in the activities
of both global and Ukrainian enterprises. Until recently,
the integrated marketing communication at points of sale
in the majority of cases were considered as a kind of "on-
site selling advertising" or "advertisement in a shop." This
approach, in our opinion, does not enough characterize the
content of the concept of integrated marketing
communications at points of sale (IMCPS). Means and
methods of IMCPS is a much broader concept than the
application and conduct of promotional activities.

Analysis of recent publications and sources. The
works of foreign and Ukrainian scientists, marketers,
namely: P. Smith, F. Kotler, I. Aleshyna, A. Voychak, N.
Kudenko, T. Primack, I. Reshetnikova, N. Oklander, T.
Lukyanets, A. Bratko, T. Tkachenko covered the
theoretical and practical application of integrated
marketing communications in the activity of enterprises.
Papers of foreign and Ukrainian scientists are of great

theoretical and practical significance, but the changes that
are taking place in the economic development of the
Ukrainian enterprises, taking into account international
experience, need regular development and research. This
has contributed to the choice of research topic.

The aim of article (problem). The aim of the
article is an in-depth study of IMCPS essence, the use of
integrated marketing communications at the point of sale,
the research of model of integrated marketing
communications, as well as the degree of influence of
marketing communications elements.

RESULTS

Today, the transition to accepted in the West
concept - a set of integrated marketing communications —
becomes relevant. The complex began to develop in the
early 20th century due to the fact that traditional schemes
had lost their effectiveness. In general, a complex of
marketing communications is inextricably linked with the
objectives of the enterprise. P.Smith noted that integrated
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marketing communications start with the consumer
perception of the system activity of the enterprise; IMC
should generally integrate the enterprise strategy with the
needs and wishes of an individual customer, to coordinate
all business communications within a set of tools, to ensure
the establishment of contacts with customers and
conducting dialogue, to be created and formed for each
brand, company or brand alone [5, p. 71]. These principles
are taken into account by enterprises in the planning and
management of integrated marketing communications
complex. Scientist I.V. Aleshyna characterizes this process
as a reflection of the company's strategy in relation to
consumers, intermediaries, competitors [1, p. 37]. The
founder of the theory of marketing, F.Kotler argues that
marketing communication is a means of promoting
products and contain the following key elements:
advertising, sales promotion, public relations, personal
selling, direct marketing, sales promotion process
management — before selling, at the time of sale,
consumption and after consumption [2, p. 64]. External
integrated marketing communication strategy of the
company, as a rule, is more complex structure and
comprises several functional purposes: informing of the
external environment, the feedback organization, providing
corporate mission. In each direction of the communication
strategy the low-level strategies and successive stages can
be identified, which greatly facilitates the planning of

financial resources and specific activities. Thus, planning
of a single set of integrated marketing communications is a
complex process, which includes planning of internal and
external marketing communications of companies and
assumes their binding interactions [3, p. 222].

Interest, direct carrying out of consumer behavior
research prompted faster development of IMCPS. So, the
American experts in the sales points have found that the
vast majority of the decisions (70%) on purchase of a
product or service are made directly on the trading floor or
sales outlet. According to other results of marketing
surveys, this figure is about 80%.

Today, business rarely applies only one element of
a complex of marketing communications. Most or all of
the elements of «communication mix» (for example, the
launch of new types of products is ineffective without prior
advertising, the advertising campaign should always use
branding style of the company, etc.) must be used during
the specific campaigns. Using some or all elements of the
integrated marketing communications causes a synergistic
effect, which is to enhance the effectiveness of each of the
elements.

For this purpose, a model of the main components
of the integrated marketing communications has been built
and their interaction has been indicated. Model of
integrated marketing communications is shown in Fig.1
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Target audience:
Customers, suppliers, competitors, investors, media,
government, staff, business partnership

Fig. 1. Model of Integrated Marketing Communications *

* Developed by the author

As for the structure, i.e. the components of the
complex of marketing communications, we will consider
IMCPS as a complete set of synthetic means of marketing
communications, including both the basic components of a
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complex of marketing communications (advertising, public
relations, direct marketing, sales promotion), and
supporting  (exhibitions, fairs, branding). Of great
importance are elements of the other components of the
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marketing mix (packaging as a commodity item, sales
techniques, pricing policy instruments) [4].

Until recently, IMCPS was often seen as a kind of
advertising and associated with an element of a complex of
marketing communications as «advertising in the point of
sale». This approach does not reveal the essence of
IMCPS. Tools and techniques that are used in such
communications are much broader and more diverse.

IMCPS have effect after the advertisement. Experts
argue that the vast majority of advertising is very rarely
leads to the fact of sale. Keeping this fact in mind,
employers should take into account the need for
communication in the point of sales, namely: to
communicate with customers and explain to them the need
to purchase.

In recent years, such direction of marketing as the
merchandising has gained very wide use in the retail
practice. This concept is very similar in content to IMCPS,
and sometimes these concepts are considered identical.
This term refers to activities that provide an effective sales
promotion in retail outlets. Merchandising refers to
marketing technology, which means there is all the
components of the marketing mix, namely: product, price,
distribution, and marketing communications. IMCPS can
be defined as a communication component.

However, IMCPS is not a set of different fragments
or marketing communications components. All the
component elements used therein are combined into a
single system. On this basis, one could argue that this
system is a synthetic form of means and supports the
implementation of IMCPS.

The conditions limit is one of the features of
realization of IMCPS under which there is direct link
between sellers and end-users of the product.

The main target audience of IMCPS are individual
buyers who purchase goods and services for final
consumption, i.e. for their personal goals and needs.

We can distinguish the following main important
features of marketing communication at points of sale:

1. The practical application of the constituent
elements of IMCPS as a result of the integrated common
approach to creating a communication directly at retailers
using the methods and techniques of most elements of the
marketing communication policy.

2. The scope of this type of service consumption is
retail trade, services, catering.

3. The audience, which IMCPS aims at, are buyers
who have not yet made the decision to purchase a
particular product or service.

4. IMCPS also consist of specific tools such as the
windows and laying out for them, advertising signs,
monitors etc.

5. Communication impact on the purchaser or the
consumer and feedback in most cases coincide in time.

In practice, experts divide the basic tools of IMCPS
on external and internal.

Signboards, installation on the roof of buildings,
light boards, light boxes and display cases are the external
instruments or means of IMCPS. The main objective of
these means is to urge shoppers who are near or passing by
the shopping places to visit the point of sale. A special
kind of external objects used to attract more visitors to the

store or in the cafe is blickfang or eye-stopper. Blickfang
(from the German word «blickfangy) is the form of
outdoor advertising, and it is an object with light, color and
sound effects. Another term is borrowed from the English
language, from which the eye stopper literally means to
stop the eye or eye appeal. Professionals call eye stoppers
unusual in appearance objects that are placed close to the
store to call the attention and interest of the people who
pass by the point of sale. To be effective, eye stopper must
have bright look due to movement of parts or change of
image, selection of the original, unusual shape or color
palette etc.

The internal funds of IMCPS are all the various
methods and facilities allowing to promote goods or
services directly in the shopping area. These funds are used
to draw maximum attention of visitors to the product,
distinguish this product from the list of similar offers of
competitors, to recall the product and cause desire to buy it
immediately.

Talking to a potential buyer who has entered the
store room begins with the creation of special shopping
environment. This process involves means of
demonstrating and presenting the goods and the
trademarks, elements of corporate style of the store, that is,
an individual interior design, corporate identity apparel of
vendors and staff, shopping packaging, and so on.

Experts believe that the most effective are such
internal means of integrated marketing communications at
point of sale as:

- stands for product demonstrations or for its
tasting,

- display of goods for advertising purposes on the
interior space in the window,

- bright and clearly visible location pointers of the
goods and the path to its location,

- brochures, posters, banners etc.

Today commodity information stands can be often
seen in large shopping centers. Here are the terminals
equipped with multiple monitors, broadcasting videos
about the products offered in the stores of the shopping
center. Advertising clips are successfully combined with
scenes of the world and local news, or music videos on
these monitors. With the help of monitors customers are
informed how and where to find the products which are
advertised. The practice of the past few years shows that
the use of the described terminals can increase the sales of
certain product groups to 75 percent.

Trolleys in a supermarket effectively advocate as
internal resources, where advertised special offers with
images are placed. In most cases placement of advertised
goods inside the store is enough effective, which experts
call displays or POP-Displays.

Among the most innovative and unexpected means
are such as indicators of different odors: vanilla, chocolate,
smoke and the like. Created with the help of special
devices odors cause worsening of hunger and quite
understandable desire to buy particular food product as
much as possible Such factors of integrated marketing
communications as package, personnel clothing and other
are important in the process of interaction with a potential
buyer .
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CONCLUSIONS AND PROSPECTS FOR
FURTHER RESEARCH

IMCPS allow the manufacturer, the seller to
communicate with the buyer, which is a positive factor.
It has been proved that the maximum use of elements of
IMCPS is much more effective than advertising, as a
separate element of the complex of marketing
communications. In addition, IMCPS gives the
opportunity to learn about the tastes and preferences of

customers, consumers. This information is extremely
important, and the possession of the necessary
information and the ability to use it properly in modern
conditions is one of the competitive advantage for any
company.

It should be noted that the individual activities to
promote products or services in practice do not give a
significant effect. In our opinion, only the use of all
elements of IMCPS will provide communication effect -
a fact of sales, and hence significant increase of sales.
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Pocona Yasana BacuiaiBaa

BUKOPUCTAHHSI IHTETPOBAHUX MAPKETUHIOBUX KOMYHIKAIIN B MICISIX ITIPOJJAKY

Y cmammi pozensioaromeca ma supiwiyromeca akmyanibHi NUMAHHA WOO0O BUKOPUCMAHHA IHMEe2POBAHUX
MAPKEMUH208UX KOMYHIKAYIL HA MICYSX Npooajicy, OXapakmepuzoeano ix ckiadogi komnonenmu. Memoio cmammi €
noenubnene 00CAONCeHHsL Cymi GUKOPUCMAHHS 3AC00i6 THMEe2POBAHUX MAPKEMUH20BUX KOMYHIKAYIN HA MICYSX NPOOaicy
(IMKMII) ma nobyoosa moodeni iHmezspo8aHux MApKeMUH208UX KOMYHIKAYIL, A MAKONC SUSHAYEHHS. CIMYNEHIO 6NIUSY
eleMeHmie MapKemuHe08Ux KOMYHIKAYIll Ha NOBEOIHKY CNOXMCUBaYd. Y O00CHiOdNCeHHI BUKOPUCIAHO MemOoO CUCTEMHO20
ananizy ma memoo epynysanus ingopmayii. OOIPYHMOBAHO, WO 3ACMOCYBAHHS OIILULIOCMI CKAAO0SUX [HME2POBAHUX
MAPKeMUH208UX KOMYHIKAYitl npu3gooums 00 207108HO20 pesyivmamy — @akmy Kynigni. fAxwo pauiuie 0CHO8HOW
CMpame2iuHo YL MAPKeMUH208UX KOMYHIKayill 0ye 6e3nocepeouiil npooaxic moeapis, nociye, mopeieeibHoi MapKu,
Mo 8 Mmexcax Ho8oi Kouyenyii 8IOHOCUH Y cghepi MapKemuHzy CMpameiyHuM 3A80AHHAM € (QOPMYBAHHA JIOANbHOCMI
YiNb0802O PUHKY K (DYHOAMEHMY CRPUAMAUBUX YMO8 OJid 30iliCHeHHA 30ymy mosapis yu nociaye. byno cgpopmynvosano
OCHOBHI XApaKmMepucmuKku MapKemuH208Ux KOMYHIKayill 8 Micysax npooaxcy, a maxoxc cnocoou eniugy Ha noxKynyis sd
donomozoro IMKMII ons niosuwenns epekmusHocmi nposedents MapKemun2060i noaimuku 3azanom. Haykoea nosusna
0aH020 O0CNIONCEHHST NOJA2AE Y (DOPMYSAHHI MOOEIL [HMESPOSAHUX MAPKEeMUHZ08UX KOMYHIKAyil, mobmo cnocoby
6mineHHs 8 Jcummsi yineu NiONpUEMCmMea uYepes GUKOPUCMAHHS MA OOHECEHHs CKIAO0BUX eNeMEHMi8 MAPKEMUHe08UX
KOMYHIKQYil Yinbosiiu ayoumopii, a makooic y epynysarni enemermie IMKMII na 306niwni ma enympiwini. Buxopucmanms
0anoi mMoodeni Mae NPuKiaoHe 3HAYEeHHS, MAK K 60HA 0AE€ MONICIUGICMb Oinbl eheKmUsHoO 3acmocy8amu CKIaoo8i
IMKMII  gimuusHanumy  nionpuemcmeamu. 3a  pesyniomamamu  OOCHIONCEHHS 3DPOONEHO  BUCHOBOK, WO HA
Pe3VIbMAmMUGHICIG NOKYIKU 8 MOP2i6elbHO-PO30PIOHIN Mepedici 00HO3HAYHO BNIUBAE 3ACMOCYBAHHA YIN020 KOMNIEKCY
eneMenmié Yu NPULioMie [THMeZPOBaAHUX MAPKEMUHS08UX KOMYHIKayil Ha micysx npooasicy. Tlooanvuui Oocriddcerns
6y0yms  CnpAMOBAHI HA (OPMYTIOBAHHA NPONO3UYIL w000 po3wiupenus cnekmpy ckiaooseux IMKMII, a makooic
NOKPAUeHHs iX 3aCMOCY8AHHA y NPAKMUYI MOP2iBeTbHUX NIONPUEMCINS.

Knrouosi cnosa: mapxemune, cnoxcusad, npocy8amnHs mosapis, iHmezposani Mapkemuneo8i KOMyHIKayii 6 micysx
npooaxcy, pekiama.

Pocoaa Yabana BacuiabeBHa

HNCIHOJIBb30OBAHUME UHTETPUPOBAHHBIX MAPKETHHI'OBBIX KOMMYHI/IKAI_[I/II7I B MECTAX
MPOJAXK

B 0annoii cmamve paccmampusaromes u pewaromcs akmyaibHble 80NPOCHL UCHONb30BAHUSL UHMESPUPOBAHHBIX
MAPKEeMUH208bIX KOMMYHUKAYULL HA Mecme NpoO0adc, OXapakmepuszo8ansvl ux Komnonenmsl. Llenvio cmamovu sensemcs
yenybneHHoe Uccie0o8anue Cymu UCnOIb308aHUS CPEOCHE UHMEZPUPOBAHHBIX MAPKEMUH208bIX KOMMYHUKAYUL HA Mecme
npooasicu (MMKMII) u nocmpoenue mooenu uHme2pupOBaHHbIX MAPKEMUHE08bIX KOMMYHUKAYUL, A MaKdice onpedeieHue
CmeneHu GIUAHUA I1eMEHMO8 MAPKeMUH208bIX KOMMYHUKAyull Ha nogedeHue nompedoumens. Hcnonv3oean memoo
CUCMEMHO20 AHATU3A U Memo0 pynnuposku ungopmayuu. O6OCHO8aAHO, YMO NpUMEHEeHUe OONLUUHCMEA COCMABIIOWUX
UHMESPUPOBANHBIX MAPKEMUH208bIX KOMMYHUKAYUIL NPUBOOUM K 2A6HOMY pe3yibmamy — ¢axmy nokynku. Eciu panbuie
OCHOBHOU CMpame2u4ecKoll Yeiblo MApKeMUH208b1X KOMMYHUKAYUL ObLia HenocpeoCcmeeHHds npooaxca mosapos, YCiye,
mMop2o8ou MApKu, Mo 8 PAMKAX HOBOU KOHYEeNnYUU OMHOUEHUIL 68 chepe MapKemunea cmpame2uyeckol 3a0ayell siisemcst
Gopmuposanue N0AILHOCMU YeNes020 PbIHKA KAK (YHOAMeHma O1a2onpusimuslX YCI08ull 01 OCYUWecmeieHus cobima
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moeapog unu yciye. bviiu copmynuposanvl 0cHoBHbIE XAPAKMEPUCUKY MAPKEMUH208bIX KOMMYHUKAYUL 6 MeCmax
npooaic, a maxoice cnocobvl 8o3oeticmeusi Ha nokynameneu ¢ nomowwro UMKMII ons nosvlwenus s¢hgpexmusnocmu
npo6edeHUs MApKemuH2060ll NOAUMUKY 68 yenom. Hayunas Hosusna OaHHO20 UCCIEO0068AHUSL 3AKIIOUAEMCS 6
gopmuposanuu mooenu UHMESPUPOBAHHBIX MAPKEMUHEOBbIX KOMMYHUKAYUL, MO eCMmb CHOcoOd BONIOWEHUS. 6 JHCU3HD
yeneti npeonpusimusi yepe3 UCNOAb308aAHUE U OOHECEHUsl COCMABNAIOWUX DNIEMEHMO8 MAPKEMUH208bIX KOMMYHUKAYULI
yenesoll ayoumopuu, a maxdice 8 epyNnuposanue u 000cHosanuu uHcmpymenmapus snemenmos UMKMII na enewrue u
eHympenHue. Hcnonv3oeanue OaHHOU MOOenu umeen NPUKIAOHOe 3HAYeHue, MaK KaK OHA O0dem 603MONCHOCMb bojee
aghpexmugro ucnonvzosams cocmasasrougue snemernmol UMKMII omeuecmeenuvimu npeonpuamusmu. Ilo pezyiemamam
UCCNe008aHUA COeNAH 8bl800, YMO HA Pe3YIbMaAMUEHOCHb NOKYNKU 8 MOP2080-PO3HUUHOL cemu 0OHO3HAYHO Oelicmsyem
NpUMEHEHUs. YeN020 KOMNIEKCA, dNIeMEHMO8 Ul NPUeMO8 UHMeSPUPOBAHHBIX MAPKEMUH2O08bIX KOMMYHUKAYUL HA Mecme
npodadicu. Jlanvuetiuue ucciedo8anus 6yo0ym HanpasieHvl Ha Gopmyruposanue npeodiodiCceHull no pacuupeHuio CRekmpa
cocmasnsiowgux UMKMII, a makoice ynyuuienue ux npuMeHeHus: 8 RPakmuKe mopeogulx npeonpusimuil

Kniouesvie cnosa: mapxemune, nompebumens, npoogudiceHue mMoeapos, UHMeSPUPOBAHHble MAPKEMUH20Bble
KOMMYHUKAYUU 8 MECAX Npooadic, peKkiama.

Odepaicano 15.02.2016 p.

YK 339.13.017
Ceae3nboBa Ogbra OuiekcanapiBua,
K.e.H., doyenm, 0oyenm Kapeopu MapKemunzy,
Ooecvka depoicagra akademis OyOIGHUYMEA Ma apXimeKxmypu

OLIIHKA EKOHOMIYHOI PE3YJIbTATUBHOCTI YIPABIIHHA
MAPKETUHIOBOIO AIANBHICTIO BYAIBEJIBHUX NIANPUEMCTB

Memoto 0ocniodcenns € npoeedeHHs OYIHKU eKOHOMIYHOL pe3yibmamueHoCmi YIpAasninusa MAapKemuH208010
OisitbHicmiIo 6yOigenbHUX nionpuemMcme Ykpainu, wo cnpusmume niOSUWeHHIO iX iHopmayiinoi obizHanocmi ma
CHNPOMODICHe NIOBUWUMU  KOHKYPEHMO30amHicmos  cyb €kmis  20Cnooaprogants 0y0igenvHol  eanysi y PUHKOBOMY
cepedosuwi. 'Y npoyeci O00CHIONCEHHS BUKOPUCMAHO Memoou aHANi3y, CUHme3y Mma Y3aealbHeHHs npu o06poodyi
cmamucmuynux Odawux. Memodonoziuni ma meopemuyHi OCHO8U POOOMU IPYHMYIOMbCSA HA OlANeKMUYHOMY Memooi
NI3HAHHS COYIANbHO-EKOHOMIUHUX S8ULY, KOMNIEKCHOMY NIOX00i 00 iX aHAni3y, CYYACHUX HANPAYIOBAHb GIMYUSHAHUX Md
iHO3eMHUX 6YeHUX ) cpepi YNpasniHHA MapKemuHeom 0yOieenvHUx nionpuemcms. Y cmammi NpoBeOeHO OYIHKY
EeKOHOMIYHOI pe3yIbmamueHOCI YNPAGIiHHA MAPKeMUH206010 OisnbHicmio OydisenvHux nionpuemcms. Ilpoananizosano
OUHAMIKY CYKYRHUX (DIHAHCOBUX Pe3yIbmamie, 4acmku npUuOYmKo80 npayiooyux 6y0igeibHux niOnpuemMcmes, Cmpykmypu
00x00i6 ma 6uUOaAmKie, (QIHAHCOBUX pe3VIbMAamie MAIuUX, CepeOHiX ma GeauKux OyOieNbHUX HNIONPUEMCMS, DIGHI6
peHmabenvHocmi onepayitiHoi OisIbHOCMI, Oanancy ma U020 CMPYKMypu. 3pobneHo 6ucHO8KU, w0 OyOigenrbHUMU
nionpuemcmeamu Yxpainu Oyno ompumarno 6i0 emui cyKynti gpinancogi pesynomamu na npomsszi 2008-2014 pp. 36umxu
Manux ma cepeownix OyoigenvHux nionpuemcmeé 3nauno spociu 3a 2010-2014 pp. Ilosumusni pieni penmabenrvbHocmi
onepayitinoi distbHocmi 6ydisenvhux nionpuemcms cnocmepicanucy y 2011 ma 2014 pp. Habyna nodanvuiozo po3eumxy
OYIHKA EeKOHOMIYHOL pe3ylbmamueHOCmi YNPAGIiHHA MAPKEeMUH2060i0 OULIbHICIIO 0Y0i6e/lbHUX RIONPUEMCME, WO, HA
BIOMIHY 610 IHUUX NIOX00I8, PO3KPULA CYUACHI NPOOIeMU 2ANY3L Y KPAIHI 1l CHPOMONCHA A0eK8AMHO 8IONOBICMU NOMPedam
VIPAGNIHHA CYO €EKMI8 20CNO0APIOBAHHS OYOIBHUYMBA U000 HEeOOXIOHOCMI ROCULEHHS IX MAPKeMUH2080i OisIbHOCmI ma
OMPUMAHHSL NOSUMUSHUX KOMEPYITIHUX Pe3yIbmamie y puHKosomy cepedosuuji. Pesynemamu npogedenozo oocniodcenns
PEKOMEHO08aHi 00 3acmoCy8aHHs OyOigenbHUMU NIONpUEMcmeamuy YKpainu nio yac cmpameiuHo2o, maKkmuiHo2o ma
ONepamueHo20 WIAHY8aHHs. ix mapkemuneo6oi Oisibnocmi. Tlodanvwi po3spobKu Rpunyckaromes npogeoeHius: OLibiu
0emanbHo20 00CNIONHCEHHA OKpPeMo20 pelioHy ma nioeanysi OyOieHUYmMBEA 3 Memor SUSHAYEHHA HAUBNIUBOGIUUUX
haxmopie na ynpagninHs MapKemure068010 OisLIbHICHIO NIONPUEMCING.

Knwwuosi  cnrosa:  6yodieenvne  nionpuemcmeo, — 0yOignuymeo,  QiHaAHCO8i  pe3ynbmamu, — eKOHOMIYHA
Pe3VIbmamueHiCmb, MapKemun206a OLsIbHICb.

BCTYII poboTn  OyniBeNbHMX  MIANPUEMCTB 1  BU3HAYCHHS

CTpaTeriYHuX MPIOPHUTETIB IX MOAANBIIOTO PO3BUTKY [1-2].

IHocTanoBka npoojemMn. Exonomiuna ByniBenbHMI pPHHOK € CBOTOAHI  Ba)KIHMBOIO

rio0aizamisi, TEPCHeKTHBH IIOCWJICHHS KOHKYpPEHII B  CKJIQJOBOIO CYCHUIBHOTO BHPOOHMITBA 1 KJIIOYOBOIO

KOMEPIIHHOMY CEepeIOBHIIi, HECTabIIbHICTE OTOYYHOUOTO
CepeoBHIa, IOCTIiHI 3MiHH Y JIepKaBHOMY pPETYIIFOBaHHI
Ta iHOI ()aKTOPH BHMAraroTh MPOBEICHHS palliOHai3amii

JAHKOI y 3a0e3MedeHH] HaJe)KHOTO PIiBHA SKOCTI JKUTTS
Jroel 1 MPUCKOPEHHS iIHHOBAIIHOTO PO3BUTKY 0aratbox
chep  marepiampHOrOo  BHpOOHHITBA.  [Ipomykiiero
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