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Yepuenro [I.C.
Hammonanbablll HAYYHBI 1IeHTP «J/HCTUTYT arpapHOi SKOHOMMKIL»

MNOAXOAblI K TPARTOBRE IIOHATNA «MIHBECTNIN»

Aunorauus

JVluBecTUIIUN ABJIAIOTCA BasKHENIINM MHCTPYMEHTOM (POPMUPOBAHMA MUKPO- ¥ MAKPOSKOHOMUYECKNX IIPOIIOPIINIL S9KOHO-
Mudeckoro pocra. Hanmmume pas3imyHbIX IIOAXOA0B K TPAKTOBKE MHBECTUINII B COBPEMEHHOJ SKOHOMIYECKON JUTepaType
SIBJISIETCS CBUJIETEJIBLCTBOM IIMPOTHI CYIIIHOCTHBIX YEPT JTON CJOMKHONM KaTeropun. B craTbe paccMaTpuBarOTCA ITOAXOIbI K
PaCKPBITUIO CYII[HOCTH IOHATUA «MHBeCTUIUM». [IpenoskeHo cobCTBEHHOE BUEHME DTOM AePUHNINY KaK KOMIIJIEKCHOTO
BJIO’KEHNA BCEX BIUJIOB KalMTaja B 00BEKTHI IIPEAIPUHNMATENBCKON U APYIUX BUJOB AEATEJBHOCTU B I[€JIAX YIOBJIETBO-
peHus moTpebHOCTEN M AOCTVUIKEHNA IOJIOMKUTENbHBIX PEe3yJbTaTOB JeATEJbHOCTY CyOBEKTOB XO3:AICTBOBAHMA 33 CUET
IIOJIy4YeHN A 9KOHOMMYECKOTo 1 COIMaJbHOrO ddpdperra. PaccMoTpeHb! IPOTHBOpeUna BO B3IJIALAX OTHOCUTEJBHO TPAKTOB-
KU KanuTajia ¥ NHBECTULINI, BOSHMKABIINX B IIPOLIECCE Pa3BUTHUA OOIIECTBEHHO-9KOHOMMUYECKUX OTHOIIEHNI U MEHSJINChH
C IIOABJIEHVIEM HOBBIX O9KOHOMIMYECKIMX IIIKOJI, yqumﬁ[ n HaHpaBJIeHI/II;’[ B E)KOHOMI/I‘-IECKOI‘;I TeOpI/II/I.

KualoueBble ciioBa: MHBECTUINN, KAaINTaJ, cOeperkeHne, MHBECTUIVMIOHHAA 1eATeJIbHOCTDb, IHBECTUIIVIOHHBI IIPOLece, MH-
BECTUI[MIOHHBIE IIPOEKTHL
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APPROACHES TO INTERPRETATION OF THE CONCEPT OF «INVESTMENT»

Summary

Investment is an important tool for micro- and macroeconomic proportions growth. Due to the different approaches
to the treatment of investments in modern economic literature is evidence latitude essential features of this complex
category. In the article the approaches to disclosure the term «investment». An own vision of this definition as a
complex of all types of capital investment in business and other activities to meet the needs and achieve positive
performance of businesses by gaining economic and social impact. Considers contradictions in the views regarding the
interpretation and capital investment that occurred in the process of socio-economic relations and changing with the
emergence of new economic schools, doctrines and trends in economic theory.

Keywords: investments, capital, economy, investment activity, investment process, investment projects and
achievements of positive results of activity of subjects of menage, are due to the receipt of economic and social effect.
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MODERN FEATURES OF BUSINESS MANAGEMENT SERVICE ENTERPRISES

Shaposhnykov K.S.
Kherson State University

The article describes the features of the modern enterprise management services. The author proves the importance of
the development of this sector to the national Economy, global economy, development of human resources. The modern
trends in management of the enterprises in this sphere were determined. Model Management service industries discussed
in this article. The basic problem of the management of such enterprises and the ways of solving them were described.
Keywords: business, national economy, management, service industries, services.

Background and its connection with important
scientific and practical tasks. One could argue
that service is ultimately based on knowledge, and
knowledge on the interaction between human and
information resources. A significant phenomenon is,
information resources exhibit a propensity to connect
with each other especially when they are digitized.
Evidence is manifested in the evolution of enterprise
databases, peer-to-peer applications on the Internet,
and the Web world itself. One would be tempted to
liken the connection to the formation of galaxies,
stars, and planets from the basic elements of the uni-
verse. The «gravitational pull» in the case of digital
integration seems to be the utility of connection, or,
the economy of scale of digital resources. Therefore,
service seems to be poised to not only reap the ben-
efits of Information Technology as manufacturing

does, but also to enjoy more economy of scale than
manufacturing can, since the latter is constrained by
physical materials when it comes to connection.
However, the service sector of the economy has
long lagged behind manufacturing in productivity
gains from computerization. This presents an unfor-
tunate problem since our economy is in creasingly
based on services. The root cause is commonly at-
tributed, ironically, to the lack of economy of scale
for service (co-)production. Its justification seems to
rest on the difficulty of standardization of knowledge
workers and out her production factors for services;
as compared to what manufacturing has achieved
since Industrial Revolution — e.g., standard parts,
bills-of-materials, and machining processes.
However, standardization does not have to be the
only mode that allows for large scale production. For
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instance, we submit that connection gives scale and
sharing yields economy. Therefore, services could
possibly enjoy economy of scale by, e.g., exploring
new modes of production.

Analysis of recent research study of the problem
and determine the issues not resolved. In a general
sense, many researchers (H. Assael [1], P. Doyle [2],
B. Karlof [3], T. Levitt [4], V. Markova [5], J. Ordonez
[6], J. Urbany [7]) believe that when service and man-
ufacturing both rely on information technology for
their production, then what happened to one due to
IT should have a way to happen to the other. To
explore this conviction, a common approach in the
field is to identify the IT-enabled generic results
of manufacturing enterprise engineering and apply
them to service enterprises. Modifications and new
results would then be figured out to accommodate
the differences between n these two genres. In addi-
tion, new thinking is possible and, perhaps, desirable.

In our view, these approaches while not conflict-
ing, but not the result of a universal economic knowl-
edge. Purpose is to substantiating features modern
enterprise management of services.

Presentation of the main research, scientific sub-
stantiation of the author of the results. The market
for services is in unity with the commodity market
as one of its varieties, subject to the general laws
of market economy [1-7]. In this market of services
has a number of features, among which are such as
high dynamism, territorial segmentation and local
character, the high rate of turnover of capital due
to the short production cycle, the predominance of
the production of services for small and medium en-
terprises, especially the process of providing services
related to personal contact producers and consumers,
individuality and originality of services and technolo-
gies in many industries, the uncertainty of the result,
in many cases the provision of services. In services,
unlike in many other spheres of human activity are
closely intertwined function of creating and imple-
menting services, bound up in a single manufacturing
process. In comparison, for example with industry,
the service sector, as a rule, no outside mediators to
implement its product. Services are brought to the
consumers mostly individually.

The process associated with the service can be
divided into two interrelated parts: a human service
organization and organizing material production ser-
vices [2]. Because the collar is designed to serve a
specific person with his individual needs, the original
and a prerequisite for the production of the material
is in direct contact with the customer. In this regard,
there is a need to study the demand for their ad-
vertising, collecting orders, according to your wishes.
It is also necessary to agree with him during their
performance, forms of service. It is important to cre-
ate thus a maximum of convenience, comfort, proper
ethics and culture, to take into account many other
aspects of customer service organization. Because the
collar is designed to serve a specific person with his
individual needs, the original and a prerequisite for
the production of the material is in direct contact
with the customer. In this regard, there is a need
to study the demand for their advertising, collecting
orders, according to your wishes. It is also necessary
to agree with him during their performance, forms
of service. It is important to create thus a maximum
of convenience, comfort, proper ethics and culture,
to take into account many other aspects of customer
service organization.

The success of management in the service sector
depends on many factors related to the psychology
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of customers, natural and climatic conditions of the
region, people's living standards, national character-
istics and traditions of the population, changes in the
structure of demand, enterprise network services,
transport communications. Service — the most visible
side of service activities, which are often judged by
the state of the service at all.

The ultimate task management of the enterprises
in the service sector is to increase the total result of
the activities of the employees of the contact zone
and the production in the form of provision of ser-
vices, satisfying the needs of the customer. Quality
management depends largely on the efficiency of in-
teraction processes of proper maintenance and mate-
rial production services ensuring smooth functioning
of the whole system [3].

System services, according to B. Karlof, similar
to the system of production and distribution of in-
dustrial companies, although it is often presented in
a very different form System services, according to
B. Karlof, similar to the system of production and
distribution of industrial companies, although it is of-
ten presented in a very different form [3]. A service
management system, according to H. Assael, similar
to the control systems Goods [1].

However, there are a number of specific features
of services that distinguish it from the sphere of ma-
terial production: the unique features known to have
services themselves (intangibility, heterogeneity is
inseparable from the consumption of services).

Services are often opposed to production, although,
according to P. Doyle [2], «friendly goods and services —
more scientific abstraction. Most trade offers are vari-
ous combinations of tangible and intangible elements».
As Professor T. Levitt [4]: «service industries, as such,
does not exist. Just in some sectors the share of ser-
vices is higher than in others. Services provide every-
thing». For example, most manufacturers offer cus-
tomers along with the goods delivery services, repair
and maintenance, insurance, consulting and training.
Airline along with the carriage of passengers offering
them lunch, drinks, magazines and newspapers. This
opinion is shared by B. Karlof, which states [3]: «The
concept of a company operating in the field of non-ma-
terial production, should be used with some caution,
since the production of many industrial products is ac-
companied by a currently providing a large range of
services» Services are often opposed to production, al-
though, according to P. Doyle [2], «friendly goods and
services — more scientific abstraction. Most trade offers
are various combinations of tangible and intangible el-
ements». As Professor T. Levitt [4]: «service industries,
as such, does not exist. Just in some sectors the share of
services is higher than in others. Services provide ev-
erything». For example, most manufacturers offer cus-
tomers along with the goods delivery services, repair
and maintenance, insurance, consulting and training.
Airline along with the carriage of passengers offering
them lunch, drinks, magazines and newspapers. This
opinion is shared by B. Karlof, which states: «The con-
cept of a company operating in the field of non-material
production, should be used with some caution, since the
production of many industrial products is accompanied
by a currently providing a large range of services» [3].
To resolve this apparent contradiction, refer to the clas-
sification of services offered by H. Assael, according to
which all services are divided into services relating to
goods, services based on the use of equipment and ser-
vices based on human labor [1]:

1) characteristics of services are increasing and
most pronounced with the transition from the first to
the third group of services;
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2) varied not only services, but also organizations
that can they provide: public institutions (education,
health, transport, information and other services),
commercial organizations (banks, insurance compa-
nies, advertising agencies, etc.) as well as non-profit
organizations (charitable giving, entertaining, educa-
tional and other services) varied not only services,
but also organizations that can they provide: public
institutions (education, health, transport, information
and other services), commercial organizations (banks,
insurance companies, advertising agencies, etc.) as
well as non-profit organizations (charitable giving,
entertaining, educational and other services);

3) services are not only the specialized industry
and service sector companies, but also production
plants (product delivery, repair and maintenance, in-
surance, consulting, and training and so forth.). As
pointed out by P. Doyle [2], «xmany manufacturing
firms are actually servicing companies. About half of
the production costs related to the acquisition of ser-
vices (eg, advertising, transportation, financial ser-
vices). More and more employees of industrial firms
engaged in designing, marketing, finance, after-sales
service, rather than the production of goods»;

4) oriented services as individual consumers (for
example, medical facilities, catering, public services),
and to meet the needs of companies and other orga-
nizations (such as the provision of business services:
engineering, accounting, auditing, legal, etc.);

5) There is a direct correlation between rising in-
comes and increased demand for various services,
for example, allows to get rid of the routine duties
(house cleaning, cooking, etc.) associated with leisure
activities (arts, sports, recreation, etc.). There is a di-
rect correlation between rising incomes and increased
demand for various services, for example, allows to
get rid of the routine duties (house cleaning, cooking,
etc.) associated with leisure activities (arts, sports,
recreation, etc.).

These features have an impact on the formation
of a control system in service. These features have an
impact on the formation of a control system in ser-
vice. Model Management services offered by B. Kar-
lof [3], considered by us below.

Model Management Service starts with a niche
market (market segment) and then moving clock-
wise, leads to the concepts of «service concept,» «ser-
vice delivery system» and «image». The image is seen
here as a tool of information that management can
use to influence the staff, customers and suppliers of
resources, the perception that the company and its
prospects affect the position of firms in the market
and cost-effectiveness. Culture and philosophy of the
company are of paramount importance, with their
help management monitors, maintains and develops
the social process is carried out in the form of supply
of services that benefit customers. Along with the or-
ganization of the delivery system and the elaboration
of a realistic concept of services, culture and philos-
ophy of the company are the most important factors
in long-term effectiveness. It was part of the culture
and philosophy of the company formed by the values
and morale, underlying its viability and success.

When developing the system of services and, con-
sequently, the management system must take into
account a number of factors [3]:

— The location of the enterprise to provide ser-
vices is mainly determined by the location of custom-
ers, and not by any other factors;

— The needs and desires of consumers usually go
ahead for reasons of efficiency;

— Scheduling of work depends largely on consumers;
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— The definition and measurement of quality of
services is difficult;

— Workers must possess good communication
skills with customers;

— Production capacity is usually calculated on the
«peak» demand from consumers, rather than on an
average level of demand;

— The efficiency of employees is difficult to mea-
sure, since the poor performance may be due to lack
of demand from consumers rather than the poor per-
formance of the employee;

— Large enterprises in the services sector are
atypical (with the exception of airlines, banks);

— Marketing and production in the services sector
is sometimes difficult to separate.

These differences make the management of ser-
vices operations in the service sector, according to
V.D. Markova, more difficult than in the industry,
from the viewpoint of efficiency, and determine the
specificity of a given sphere [5].

The main reason for the management features of
the service sector is the nature of the services them-
selves. The process of provision of services is differ-
ent from the production and sale of goods in many
characteristics, which determine the presence of fea-
tures of managerial activities in service organizations.
Thus, the intangibility of services makes it difficult to
demonstrate to consumers the intended result and the
quality of services before their maintenance requires
special attention managers not only to the process of
customer service, but also to other factors that indi-
rectly indicate the quality of services and have a much
lower value in production fields: location and interi-
or space, comfort and design of the equipment, the
appearance and behavior of employees, the operating
mode of the organization. Thus, the intangibility of
services makes it difficult to demonstrate to consum-
ers the intended result and the quality of services be-
fore their maintenance requires special attention man-
agers not only to the process of customer service, but
also to other factors that indirectly indicate the quality
of services and have a much lower value in production
fields: location and interior space, comfort and design
of the equipment, the appearance and behavior of em-
ployees, the operating mode of the organization.

Heterogeneity service causes their standardiza-
tion is difficult and sometimes impossible. Therefore,
the traditional methods for the production of goods
planning, motivation and control of employees, based
on the use of standards and regulations are not al-
ways acceptable in servicing customers. A particular-
ly complex and requires special approaches becomes
control of the quality of services, since it depends not
only on the material and labor factors in the organi-
zation, but also by a specific customer.

One of the main problems of management in the
service sector creates inability to save services, which
does not allow to quickly and easily respond to chang-
ing demand through the creation of reserves [6; 7]. This
problem is less noticeable for services with relatively
stable demand: cleaning, repair of audio, etc. Howev-
er, services are characterized by the presence of peak
demand during the day, week or season — transport,
treatment, spa facilities, etc. Inability to save services
leads to a sharp decline in the effectiveness of activity
due to downtime of personnel and equipment during
periods of falling demand and lost income during peri-
ods of peak that makes managers in making manage-
ment decisions to seek ways to reduce the impact of
this problem, use the methods of statistical surveys to
help define the scope and the structure of demand for
services. the differentiated client.
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Since services can not be separated from their
consumption, the managers of the organization are
put specific problems related to the participation of
consumers in the provision of services — training staff
attentive, responsive to consumers; create favorable
conditions not only for directly serve customers, but
also for others, such as Sway waiting queue; building
an effective control system, which allows to separate
the results associated with the work of employees of
the factors resulting from the features of the client.
Many services are provided in the immediate pres-
ence of the consumer, so the chosen mode of oper-
ation of the organization should be useful for most
customers. The degree of involvement of the client
service process varies in different services from high
(in health care, education) to low (in telecommuni-
cations). With this, in particular, the specificity as-
sociated management practices in the provision of
various services.

Conclusions and prospects for further research.
Thus, the main characteristics of services, manage-
ment problems and their solutions can be summa-
rized as follows:

1. Intangible. The main problems: the lack of goods;
service is an act or experience; difficulties in providing
reference materials: the provision of services associ-
ated with the risk for the customer; service can not
be demonstrated: difficult differentiation proposals;
the absence of the patent system: a free market entry
for competitors. Response: promotion of the services
of satisfied customers, recommended their friends and
acquaintances, the definition of opinion leaders and
encourage them to use the company's services; tangi-
ble development guidelines, indicating a high level of
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service: the appearance of the premises, equipment,
personnel, advertising the brand.

2. The inseparability of services and their con-
sumption. The main problem: consumers are involved
in the provision of services; involvement in the pro-
cess of service user groups, the issue of control; Com-
panies providing services, it is the staff; a distinctive
feature of the service provider; difficulties with the
expansion of service companies: the need to create
networks. Response: training staff to communicate
effectively with clients; availability of spaces that en-
able the simultaneous large groups of consumers; fast
service; creating a network of offices.

3. Heterogeneity. Main problems: standardization
of services is difficult, because their characteristics
are largely determined by users; the problem of qual-
ity control services. Response: investing in the selec-
tion of staff, their motivation and training; Optimiza-
tion of service; personalization.

4. Inability to save. Main problems: no inventory;
low work efficiency; difficulties in establishing pric-
es for services. Response: differential pricing; expec-
tations of acceptable conditions; an increase in de-
mand outside the peak periods; the use of pre-orders;
switching to part-time work; redistribution of work;
assistance from the customer; separation of services.

Features of management related to the main
characteristics of the services, identify those key is-
sues that confront the leaders of service companies.
Of the variety of the problems listed above, the most
important are those associated with the human factor
plays a crucial role in the service industries, name-
ly: quality management; achieving high performance;
personnel Management.
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IMManomuaukos K.C.
XepCcoHCHKUI AepsKaBHMUII yHIBEpCUTET

CYYACHI OCOBJMBOCTI YIIPABJIIHHA HNIAIIPUMEMCTBAMU CHOEPHU MMOCJIYT

Anoranis

Y crarTi ommcaHi cy4acHi 0coOMIMBOCTI yIIpaBJIiHHA HifIpreMcTBaMy cpepyt IOCTIyT. ABTOP JOBOAUTD BaKJIVBICTH PO3BUT-
Ky i€l cdepm A HaLiOHAJIBHOI €KOHOMIKM, IJI00aJIbHOI €KOHOMIKM, PO3BUTKY JIIOACBKMX pecypciB. OkpecseHi cyudacHi
TeHJEHIll MeHeIKMeHTy mianpueMcTs Iiei cdepn. PosryisaHyTo Monesb yHpPaBJiHHA MiANPUEMCTBAMM cepy IMOCIYT.
Buokpemiieni ocHOBHI mpobiseMy yIpaBJliHHA TaKUMM [TAIPUEMCTBAMI Ta BU3HAUEH] MIIAXYM iX BUpPIlIEHHS.
RurodoBi cnoBa: 6isHec, HaIlioHaJIbHA €KOHOMIKa, MiANPUEMCTBA cpepy MOCIyT, chepa IOCIYyT, yIPaBIiHHA
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ITamomaukos K.C.
XepCoHCKMUII TOCYIapCTBEHHbBIN YHUBEPCUTET

COBPEMEHHBIE OCOBEHHOCTU YIIPABJIEHU{ ITPEANIPUATIAMN COEPHI YCJIYT

Au"orauus

B craTbe omycaHbl cOBpeMeHHble 0COOEHHOCTY YIIPABJIEHMA NPENIPUATUAMM cephl yCIyr. ABTOpP JJOKa3bIBaeT Ba’KHOCTb
PasBUTUA STON chephl AJIA HALMOHAJIBLHOV SKOHOMUKM, IJI00AJIbHOM S9KOHOMMKY, Pa3BUTHA YeJIOBEUECKIX PeCypCoB. YKa3aH-
Hble COBPEeMeHHbIe TeHJIEHIMN MEeHeIKMeHTa IIPeANpUATHIL 9Toi cdepbl. PaccMoTpeHna Mozesb yripaBiaeHusa IpeIpuaTia-
Mu cpepbl yeIryr. BeiiesieHbl OCHOBHBIE ITPOOJIEMBI YIIPABJIEHNA TaKVMM IPENIPUATIAMA VM OIIpeJieJIeHbl IIy TV UX PEelIeHNsI.
RuoueBble ciioBa: O13Hec, HAllMOHAJIbHAS DKOHOMMKA, NIPEANPUATUA cephl yCJIyr, cepa yciyr, yIpaBJeHue.

YIEK 339.138:005.33

CYYACHMUI CTAH PO3BUTKY KOHIIENII BPEHJA TA BPEHJIHTA
B PECTOPAHHOMY TI'OCIIOJAPCTBI

KOpuak E.B.
Kuiscpkuil HalioHAJIBHMIT TOPTOBEJIbHO-EKOHOMIUHNI yHIBEpCUTET

YzaraJibHeHi cyJacHI KOHILENTyaJIbHI MiAXoay 3apyOiwHMX Ta BITUM3HAHMX IOCJHITHMKIB [0 BU3HAYEHHA CYTHOCTI (peHOMe-
Ha «OpeHm» Ta MeTomoJioril ympaBiinHA iM («OpeHAMHra») 3 BpaxyBaHHAM CIIelMQiKy rajgysi pecToOpaHHOrO TOCIOJapCTBa:
a) OpeHp 3 mo3ulii BUpoOHMKA TOBapY/IIOCIYyTM — AK 0OIIAHKA YHIKAJIbHOI (DYHKIIIOHAJIBHOCTI Ta KOPMCHOCTI TOBapy /IOCIIYTH,
patioHasbHOIL (KinbKicHOI) 1 eMoriiiHOI (AKicHO1); 6) OpeH 3 MO3uIii CcrosKMBava — fAK KOMILJIEKC BpajkeHb, AKI 3aJMIIAI0ThCA
y IOKYIIA MicJA Npua0aHHA | BUKOPUCTAHHA TOBapy, Ta € OCHOBOIO JIA HACTYIHOI IPUXMJIBHOCTI Ta JIOAJBHOCTI CIIOKIMBaYa
10 OpPeH/I0BAHOTO TOBapy/IOCJYTrY; B) OpeHJ AK pel3yJbTaT IPOECifHOr0 HEMPOJIHIBICTMYHOIO IIPOrpaMyBaHHA CBIZIOMOCTI
CIIO’KMBavYa — II0sBa HaB’A3aHUX pedJIeKCiB NpuxmMibHOCTI Ta 3arsmbseHocTi B OpeHIoBaHI TOBapy/MOCIYrY, BHYTPIIIHbOL
[IEPEKOHAHOCTI B CYCIIJILHO-CXBAJbHOMY 3MICTi )KUTTEBOTO iCHYBAaHHA B CYCHIJIbCTBI CIIOYKMBAHHA.

KuouoBi cnoBa: Openp, OpeHpiHr, OpeHI-MeHePKMEHT, iIeHTUYHICTb OpeHza, imimk OpeHpma, Mapo4yHmMiti Kamitasa OpeHpa,
Mozesib OpeHza, cuia OpeHpa, imentudikaTopy Openpa, acorianii OpeHza, IPOHMKHEHHA OpeHma, JIOAJNBHICTH 10 OpeHna,
aTpubyTu 6peHza, HiHHOCTI OpeHza, Mo3uIliloBaHHA OpeHya, CIpMitHATTA OpeHaa.

HOCTaHOBKa npobsiemn. Bpenan B cydacHiin exo-
HOMIiIi — 1le mIo0aJibHI KOMYHIKaTOpM, IIO
II0B’A3YIOTh ITPOJIABIIiB, TOBAPY Ta IOKYIIIIB, 1€ eMOLIili-
Hi iHgmBixyaseHi 00pasu ToBapy (rmocsyry) abo KOMIIaHii,
AK] BimoOpaskaroTh IX yHIKAJIbHI pucK 7 XapaKTepPUCTIKNA
[12, c. 5] Croromni MapKeTOJIOTM IIifi TEepMIiHOM «OpeHI»
PO3yMIIOTh CYKYIIHICTb K MaTepiaJbHIX, TaK 1 HeMaTepi-
aJIbHMX KaTeropin, o pOpMyTh y CIIOYK/BAYA ITO3UTUB-
HuMt iMipx ToBapy (mocsyrn) abo KoMrasii 7 HemepebopHe
OasxaHHA IIpPUAOATM TOBAP 3 KOHKPETHVM MapKyBaHHAM,
3pobuBIIN Takyii BUOIp 3 PI3HOMAHITTA MPOIO3NILIl, He
3BasKAIOUM Ha IABMUINEHY LiHy OpPEeHJOBAHOTO TOBapy.

Komnrenniii 6penyia Ta OpeHAMHra MpeCTaBJIeH] Ha
BITYMBHAHOMY METOJOJIOTIYHOMY IIOJI JIMIIIE B BY3BKO-
crelfiajli3oBaHMX HaIpaAMKax 1 B 3Ha4HIN Mipl Jmire
B IepeKJafHill JiTepaTypi AK oTpedIeKCcOBaHMII J10-
CBiJI 3aKOPIOHHMX IIPAKTMKIB 1 pmocaimamkiB. Bigi-
PBaHICTH 3aKOPAOHHOI JiTepaTypu Bin yKpaiHCcbKOi
criennpiky €KOHOMIKM IlepexXimHoro mepionmy i cori-
aJIbHOI MEeHTaJbHOCTI, AyaJliCTUYHICTb CUCTEeMHMX Iif-
XOOiB J0 POBKPUTTA CYTHOCTI OpeHAa Ta OpPEeHAMHIO-
BIX KOMYHIKaIiil POOJIATH MOMKJIMBICTH IIPUKJIAITHOTO
3aCTOCYBaHHA HAaKONMYEHNX 3HAaHb MaJioe(eKTVBHOIO
Ta BUMAarailoThb MHOJAJBIINX OOCJIAMKEeHb MeTOHOJIOTIN
epeKTUBHOCTI BIpoOBa»KeHHA OpeHna i OpeHauHra Ha
YKPalHCBKMX HAlllOHAJBHUX PUHKAX.

AnaJjiz ocraHHIX pocaig:keHb i myoOsairamii Jlia-
JIEKTUKA PO3BUTKY OpeHJa fAK JOCUTH CKJATHOTO de-
HOMEeHa MapKeTMHTY, JOIIOBHEHOTO MapKeTVHIOBUMMU
IHCTpyMEeHTaMM KepyBaHH:A, a TaKO¥K CTPYKTYPOIO I
apxitekTypow noprtdenda OpeHAiB, omucaHa B MPaIfaxX
TaKMX 3aKOPIOHHMX aBTOpiB, Ak: J. Aakep, P. Bmat-

6epr, H. Bopaen, T. Texn, K. Kandepep, K. Kennep,
II. Cumxnn, T. Xeviguur, . lyaery i immmx. Jo-
CJIPKEHHAM B 00JacTi NPaKTMYHOTO MapKeTUHTY I
OpeHauHra NpUCBAYEHA 3HAYHA KIJBKICTb poOOIT, ¥y
TOMY YMCJi TaKUX 3aKOPJOHHMX aBTOpiB, ak: JI. Paiic,
3. Paiic, M. Xeiir, P. Kmudron, . Cummons, M. Ilop-
Tep, I. Apmcrponr, II. Toiinb Ta iHIINX.

Ha repenax CH] micoa nepexony y 1991 pomi mo
PMHKOBOI €KOHOMIKM Ta II0-fBi KOHKYPEHIIii Ha CII0-
JKVBYMX PUHKAX TOBAPIB 1 MOCIYT CKJIAJINCA JEeKiJb-
Ka MapKeTMHIOBMX TIPYI CHUCTEMHUX JOCJIiTHVKIB
Openny, OpenauuHry Ta OpeHA-MeHeIkMeHTy B Pocii
(C.A. Crapos, BH. Jomuann, M.O. Maxkames, B. Ilep-
nia, ®.I. IITapkos, 1.B. I'pomres, A.A. Kpacuocmobos-
nes, Kapnosa C.B.,, HH. Onexkcaunpos, A.B. BagbuH,
B.B. Tambepr, A.M. T'onun, V1.9, Posxxkkos, B.I. Kucwme-
pemkuH, I'JI. Tynpunmucknit) ta B Yrpaini (O.B. 3o-
3yspoB (KIII), OJL. IlleBuenko, A.A. Juurau (KHEY),
€.B. Pomar (KHTEY), Kengioxos O.B. (JouYEII)).

Pociiicbkknvn  pocaigunkavu  JI.B. CosiositoBoro Ta
C.B. AdanacbeBoro (2012) BuiseHi TpyM eBOJIIOLHI eTa-
o (popMyBaHHA TepMiHy «OpeHm» 11 BimmmoBimHi iM mmim-
X0 B OpeHIMHTY 3aKOPAOHHUX MOCJITHUKIB [3, ¢. H2]:

1) 3 moyatky 30-x pp. — #o Kinna 60-x pp. XX B. —
kaacuaaMii ninxin (Korsep, 1991; Kotaep, Resmep,
2010; Nilson, 2002; Ogilvy, Parker, 2012).

CyrtHicTs migxony — Bpenp poarasanaeTbes AK Ipo-
IyKT + HEBJIOBMMA HeMaTepiasJpHa Haa0yzoBa (IIOUIyT-
TS CIIOXKVBAYIB CTOCOBHO TOBAapy).

2) 3 kinna 60-x pp. — mo kisna 90-x pp. XX B. —
baratoacrnextHmii migxixm (Chernatony, McDonald,
Wallace, 2010; Riley, 2010;).
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