EKOHOMIKA TA YMNPABNIHHA

OAHI PO ABTOPIB

TroxTeHko Hatanis AHaTtoniiBHa, JOKTOP EKOHOMIYHWUX HayK, npodecop,
NPOPEKTOP 3 HAaBYarbHOI Ta HAayKOBO-NeadaroriyHoi poboTtu, npodecop kaeapn MEHEIXKMEHTY | aAMIHICTpYBaHHS,
XepCOHCLKUI AepxaBHUIN yHiBEpCUTET
http://orcid.org/0000-0003-4634-9139

MakapeHko Ceprin MukonanoBuy, kKaHaMaaT EKOHOMIYHUX HayK, AOLEHT,
OOUEHT Kadheapy MeHeXKMEHTY | aAMiHICTpyBaHHS,

XepCoHCLKUIN AepaBHUA YHiBEpCUTET

e-mail: makar0684@gmail.com

http://orcid.org/0000-0001-9929-8967

Researcher ID: P-1533-2018

OnekceHko fAHa AHaToniiBHa, acnipaHTka

XepCOHCLKU AepXaBHUIN yHiBEpCUTET
http://orcid.org/0000-0003-4954-0545

OAHHbIE OB ABTOPAX

TroxTeHKo HaTtanua AHaTonbeBHa, JOKTOP SKOHOMUYECKUX HayK, npodeccop,

npopektop no y4ebHOM M HayyYHO-Negarornyeckon paboTte, npodheccop kadedpbl MEHeOXMEHTa U
agMUHUCTPUPOBaHUS,

XepCoHCKNIN rocyfapCTBEHHBIN YHUBEPCUTET

MakapeHko Cepren HukonaeBud, KaHangaT 3KOHOMUYECKUX HaYK, JOLIEHT,

OOLUeHT Kadheapbl MEHEMKMEHTA M agMUHUCTPUPOBaHNS,

XepCOHCKNN rocygapCTBEHHbIN YHUBEPCUTET

e-mail: makar0684@gmail.com

OnekceHko flHa AHaTonbeBHa, acnvpaHTka

XepCOHCKMI rocyaapCTBEHHbIN YHUBEPCUTET

DATA ABOUT THE AUTHORS

Tyukhtenko Nataliya, D. Sc. in Economics, Professor,

Vice-Rector for Academic, Scientific and Pedagogical Affairs, professor of Management and Administration
Department,

Kherson State University

Makarenko Serhii, Candidate of Sciences (Economic), Associate Professor,

Assistant Professor of Management and Administration Department,

Kherson State University

e-mail: makar0684@gmail.com

Oleksenko Yana, PhD student

Kherson State University

Y[K 339.187.42 https://doi.org/10.31470/2306-546X-2020-44-106-111
OOCNIIKEHHSA OCOBNIMBOCTEN MPSIMOIO MAPKETMHIY KOMIMAHIA
NPU BU3HAYEHHI IX PUHKOBOI OPIEHTALLII

MixannoBsa Mixaena

AxkmyanbHicmb memu docnidxeHHs1. HeobxioHicmb 360py iHghopmauii ma ii aHani3y eidiepae supiwansHy
porb, Konu tdembcs npo 3ad080MIEHHS CrioXuBayie Kpaule, HRK ue pobrnsimbs KoHKypeHmu. [NnaHyeaHHsI ma
KoopOuHauisi dissribHocmi KomnaHii 8idrnogidHo A0 euMoe crioxueadie 3adnsi GocsigHeHHSI 00820CMPOKOBO20
ycnixy € eaxnueumu numMaHHsMuU, Wo nidnszaroms 00CNIOKeHHI0 8 daHili cmammi.

AHarni3z ocmaHHix docnioxeHb i nybnikayil. IcHyroua nimepamypa 8 2arsysi npsMo20 mMapkemuHay byna
rpoaHarizogaHa 8 acriekmax 8U3HaqYeHHs PSIMO20 MapKemuHay, Crifiky8aHHs 3 KIieHmamu Ha iHousiOyaibHOMy
pigHi, rioxody 0o nobydosu 00820CMPOKOBUX BIOHOCUH 3 HUMU, 3bepieaHHs ma aHani3y iHghopmauii, wo
cmocyembCs peaKUujii crioxxusadyis.

lTocmaHoeka 3aedaHHsI, Memu docnidxeHHs. [lpedcmaernsiodu HewodasHO po3pobrieHy Memodorsiogito
docnidxeHHs1 ocobriusocmel rnpsiMo2o MapKemuHay KoMnaHril, wo 3acmocosytome uel nioxid, us cmammsi Mae
Ha memi 3anporoHysamu iHcmpymeHmapiti 0ns1 dugbepeHuiauii makux KommnaHit fpu eU3HaYeHHI PIieHs X
PUHKOBOI opieHmauii.

Memod abo memodosiocifs npoeedeHHs1 docnioxeHHs. [aHi 6yno 3ibpaHo 3a 0ornomMozor IHmepHem-
ornumyeaHHsi oHnaliH. PuHkoga opieHmauis KomnaHilt eumiproemscs 3 3acmocysaHHaM wikanu MARKOR.
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BuknadeHHs1 OCHOBHO20 Mamepiany (pe3ynbmamu pobomu). Lis cmamms siefisie coboro 00uH 3 emarnie
docnidxeHHs, nposedeHozo 8 bonzapii 8 2018 poui, MemMOoto K020 € OUiHKa PigHs1 PUHKOBOT opieHmMau,ii KommnaHid,
wo 3acmocosyroms Midxid MpsMo20 MapKkemuHay, roe’s3aHul i3 e3aemModicto crioxueadie ma KomnaHii i
cripsimosaHuli Ha 36ip, 06pobky, npedcmasrnieHHs ma 36epicaHHS hakmuyHOI iHpopmauii. B skocmi
pecrioH0eHmie sucmynunau KoMnadii, wo npauytooms Ha 6052apcbKoMy PUHKY ma akmueHO 3acmocosytomb
nidoxid npsimoeo MapkemuHzy. [lpouec JOugbepeHuiayii komnaHil rnpoxodumes Kpidb dea nocnidoeHUX ma
g83aemonog'szaHux emanu. [epwuli eman mae Ha memi Oocridoumu OisfnibHICMb KoMnaHil w000 fnpsmMo2o
MapKemuHay, 8CmaHOB8J/IIoYU, YU Marmb Micuye Oekinbka 3 Uo20o 3axodie 8 pobomi komnaHii. [pyeut eman
Ccknadaembcs 3 aHanidy creyugbiku 3acmocyeaHHs KOXH020 makoeo 3axoly. [lepenik 3anumaHb 00
pecrioHOeHmie Ha 060x emarnax 0brpyHmMosyembcs y 00CniOKeHHI 8i0N08iOHO 00 MiOX0dy MPSIMO20 MapKemuHey.

BucHoeku eidnogioHo do cmammi. [Npsmuli MapkemuHe ma (Jo2o 3acmocysaHHsI 8 60r12apChKUX KOMIIaHisIX
30iticHreMbCST 32i0HO 3 MpuHUUNamu 36epexXeHHsT akmyaribHOI Orisi MOKymnyje iHgbopmauii; MOHIMopuUHay, 3arucy ma
aHarizy eidroesidel rMoKynuise; po3pPO6KU PI3HUX MPoro3uuiti Orisi PisHUX KITiEHMIe 8UX00s4U 3 iX UiHHOCMI Orist KOMITaHii.

Knro4voei cnoea: npsamull MapkemuH2, PUHKOBa oOpieHmauis, npolykm, IiHmepakmueHul rpoyec,
KoMyHikauisi, 00820CmMpoKO8i 8iOHOCUHU.

WCCNEQOBAHUE OCOBEHHOCTEWU MPAMOIO MAPKETUHIA KOMIMAHWUNA
NMPU ONPEQENEHUN NX PbIHOYHOW OPUEHTALIUU

MuxannoBa Muxaana

AkmyanbHocmb membi uccriedoeaHusi. Heobxodumocmb cbopa uHgopmayuu u ee aHanusa uspaem
pewarowyro pornb, kozda peuys udem 06 ydoenemeopeHuu nompebumenel sydwe, 4Yem amo denaom
KOHKypeHmbI. [TnaHuposaHue u KoopOuHayus desimesibHOCMU KOMMaHuu 8 coomeemcmauu ¢ mpebosaHusimMu
nompebumened dnsi docmuxeHusi 00N120CPOYHO20 ycriexa — 8axHble 80MpPOChkl, nodnexawjue uccriedo8aHur 8
OaHHoU cmamee.

AHanu3s nocnedHux uccnedoeaHull u nybnukayul. Cyujecmsyouwjas numepamypa 8 obriacmu rnpsimozo
MapkemuHeaa Oblia rpoaHanu3uposaHa 8 acrekmax ornpedesieHuUs MnpsMo20 MapkemuHaa, ObuweHus ¢
KnueHmamu Ha UHOugUOyaslbHOM YpOo8He, nodxoda K MOCMPOEHU0 O0120CPOYHBIX OMHOWEHUU C HUMU,
XpaHeHUs u aHanu3a UHgopmauuu, kacarowelicsl peakyuu nompebumerned.

lMocmaHoeka 3adayu, yenu uccriedoeaHusi. [lpedcmasrisiss HedasHO pa3pabomaHHyr Memodosioauto
uccnedosaHusi ocobeHHocmel npsiMo20 MapKemuHaa KoMriaHul, MPUMeHSIIouUX amom nooxo0d, ama cmamasi
umeem yenb — npednoxume UHCMpyMeHmaput Ons dughghepeHyuayuu maxkux KomrnaHul npu ornpedesieHuu
YPOBHST UX PbIHOYHOU OpueHmauuu.

Memod unu memodosiozusi npoeedeHusi uccriedoeaHusi. [aHHble Obinu cobpaHbl C MOMOWbIO
UHmMepHem-ornpoc oHnalH. PbiHOYHas opueHmauyus KomnaHul usmepsiemcsi ¢ npumeHeHuem wkasnsi MARKOR.

UN3noxeHue ocHoeHO20 Mamepuana (pe3ysbmambl pabombi). Oma cmambsi npedcmasrisiem coboli 00UH
u3 smarios uccrnedosaHusi, npogedeHHo20 8 borzapuu 6 2018 20dy, Ueribro KOMOPO20 A8/157€MCS OUeHKa ypPO8HS
PbIHOYHOU — opueHmayuu KoMmraHul, [PUMEHSIIoOUWUX M00X00 [MpsMO20 MapKemuHaa, C853aHHbIlU C
83aumodelicmeuem nompebumernel U KOMraHuu U HarpaeneH Ha cbop, obpabomky, npedcmasneHue U
XpaHeHue ¢hakmuyeckol uHghopmayuu. B kayecmee pecrioHOeHmMo8 8bicmynuiu KoMnaHuu, pabomaruwue Ha
bos12apCcKOM  pbIHKEe, KOmMOpble aKmueHO MpPUMeHsom 1o0xo0 npsMo20 MapkemuHea. [lpoyecc
OughbghepeHyuayuu KomnaHul rnpoxodum ckeo3b 0ea rocriedosameribHbIX U 83aUMOC8sS3aHHbIX amarna. Llenb
rnepeoeo samana — uccriedogaHue 0esameribHOCMU KOMaHull o npsiMoMy MapKemuHay, ycmaHaernueas, Kakue
u3 eeo mMepornpussmul ucronk3yromes 8 pabome komnaHuu. Bmopoul amarn cocmoum u3 aHarnu3a creyupuku
MPUMEHeHUs1 Kax0020 mako2o Mmeponpusmus. [lepeyeHb 6orpoco8 K pecroHOeHmam Ha 6cex amanax
obocHosblgaemcs 8 uccriedosaHUU cOOM8emMcmeeHHO € MoOxXo00M rPsIMO20 MapKemuHaa.

Bbieodbl coomeemcmeuu co cmambell. [Tpsimoli MapKkemuHa U €20 npuMeHeHue 8 60/12apCKUX KOMMIaHUsIX
ocyujecmsrisiemcsi 8 CO0OM8emMcmauU C NMpuHYyUNamu coxpaHeHuUsi akmyasibHouU 01151 oKynamesed uHgopmayuu;
MOHUMOPUH2a, 3arnucu U aHasu3a omeemos roKynamersned; pa3pabomxu pa3nuyHbIX npeosioxeHuli 051 pa3Hbix
KueHmos ucxo0s u3 ux UeHHocmu 07151 KoMraHuu.

Knroyeeble cnosa: npsMoli MapKemuHe, pbIHOYHasi opueHmauyus, npolyKm, UHMepaKmueHbIl Mpouecc,
KOMMYHUKayusi, 00/120CPOYHbIE OMHOWEHUS.

OUTLINING DIRECT MARKETING FEATURES OF COMPANIES APPLYING THIS APPROACH
WHEN MEASURING THEIR MARKET ORIENTATION

Mihaylova Mihaela
Relevance of research topic. The need of gathering of information and its analysis plays a crucial role when
it is question about satisfying customer better than competitors. Planning and coordinating the company’s
activities according to customer’s requirements in order to achieve long-term success are important themes
commented and present in the article.
Analysis of recent research and publications. The existing literature in the field of the direct marketing was
analyzed on issues of Direct Marketing definition, communicating on individual level, a long-term relationship
approach, keeping and analyzing the information related to the customer’s reaction.
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Setting the task, the purpose of the study. Presenting a newly developed methodology of outlining direct
marketing features of companies applying this approach, this article aims to offer a tool to distinguish these
companies when evaluating their level of market orientation.

Method or methodology for conducting research. The data has been collected by an Internet online survey.
The market orientation of the companies is measured by the scale MARKOR.

Presentation of the main material (results of work). This article represents one of the stages of a study
taken in Bulgaria in 2018 aiming to evaluate the level of market orientation of companies applying direct marketing
approach related to the interaction between the customer and the company, and aimed to collection, processing,
presence, maintaining and storage of actual information. The respondents are companies operating on the
Bulgarian market which actively apply direct marketing approach. The process of differentiating the companies
passes through two consecutive and interrelated phases. The first phase aims to outline the direct marketing
activities by checking if several of them are present and applied by the company. The second phase consists of
analyzing the specifics of each activity. The set of questions to the respondents within the both phases is
substantiated in the study according to the direct marketing approach.

Conclusions according to the article. In Bulgarian companies the direct marketing and its application is
guided by the principles of maintaining the information actual for customers; monitoring, recording and analyzing
the customer’s response; developing different proposals for different clients based on their value for the company.

Key words: direct marketing, market orientation, customers, product, interactive process, communication,
long-terms relations.

JEL Classification: M31, L11, L20.

This article represents one of the stages of a study taken in Bulgaria, in 2018 aiming to evaluate the level of market
orientation of companies applying direct marketing approach. The data has been collected by an Internet online survey.
The respondents are companies operating on the Bulgarian market which actively apply direct marketing approach. This
means that they have communicated during the last 24 months with their clients without using an intermediary. The
observed units represent employees working in different department within these companies, taking into consideration
that market orientation is a conception which affect the organization as a whole. Mainly these are employees from
Marketing, Sales, Project management and Customer Service departments. The sample is composed by 97 respondents.

The process of differentiating the companies — object of this article — passes through two consecutive and
interrelated phases: The first phase aims to outline the direct marketing activities by checking if several of them are
present and applied by the company. Such activities are: offering products or services directly and without an
intermediary, collecting and using actual information based on individual level, possibility of monitoring and
measuring customer’s reaction, drive to provoke a reaction and a drive to initiate and maintain an ongoing interactive
process between the customer and the company. The second phase consists of analyzing the specifics of every
concrete activity (its manifestation and impact) which is typical for the direct marketing approach.

The first phase starts with the following question: «Taking into consideration the interaction with your
customers [1, 2], please select the level of your agreement with the following statements». These statements are
framed after analyzing the existing literature in the field of the Direct marketing. In addition, the respondents can
choose the following levels of agreement: (1) Strongly disagree; (2) Disagree; (3) Neither agree nor disagree; (4)
Agree; (5) Strongly agree.

Statements one and two:

1. When offering our product, we aim for customers to contact us (by phone, by mail, by visiting our physical
store, etc.) and this to happen without an intermediary.

2. When offering our product, we aim for the customer to provoke immediate reaction on their behalf.

They are related to the reaction which is provoked as a consequence of the applied direct marketing as this is an
essential element of its conception. When interpreting the Direct Marketing, Marinov Kr. comments that it is «... the
interactive use of advertising media targeting to stimulate an immediate behavior change» [2]. We find a similar position
exposed in the definition of the American Marketing Association: «The set of all activities targeted to the audience by the
seller when one or more media are used (...) during the exchange of products and services with the buyer» [3]. The goal
of this activity is provoking a response by phone, mil, e-mail or initiating a personal visit by the client or potential customer.

3. Our company possesses information for every single customer who has bought our products and to whom
they have been offered.

Communicating on individual level is one of the distinctive characteristics of the direct marketing as mentioned
by Bauer L. C. and Miglautsch J. [4]. This is a feature defining the appropriate applying of personalization approaches,
establishing and maintaining long-term relations, as well as building customer loyalty approach. Desmet [5] is one of
the scientists commenting the «systematic use of information on individual level» and for «management of (...)
personal transactions»

4. We make efforts to maintain the information actual for our customers (personal data, contact data, proposal
history, order history, etc.).

This statement is based on the apply of direct marketing approaches. When commenting the appropriate applying
of personalization approach, it could be achieved only if an actual information is present. The long-terms relations, in the

' The term “customer interaction has been chosen based on the conception supported by academics like Arens and Marinov Kr.
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context of long-term relationship approach, are possible when historical data, based on the interaction between the
company and the customer, is present. And although Zeithaml, V. A., et al. [6] report the historical nature of the data in the
systems for managing information as a defect (i.e. they register events that are already passed), it is exactly the historical
element which helps in outlying trends — i.e. it is a reference point when applying the long-term relationships approach.

This statement is based as well on other direct marketing characteristic — the striving to initiate an immediate
customer response. As a consequence, this response helps on actualizing the customer’s profile.

5. We develop different proposals for different clients (or clients’ groups) based on their value for the company.

The term «long-term customer value» could be found in the expression — customer value for the company.
This statement aims to track the application of the long-term relationships approach which is based on the evaluation
of the long-term customer’s value.

6. We develop different proposals (e.g. different products’ modification; products with different related
services, etc.) for the different clients (clients’ groups) based on the whole information that we posses about them.

For the direct marketing is crucial to select the right segments in order to target them with an offer representing
an actual and valuable possibility for satisfying their needs. In this way an immediate response could be provoked.

7. Customer’s response to the offers is being monitored, recorded and analyzed.

Keeping and analyzing the information related to the customer’s reaction is one of the main direct marketing
subjects. When defining the direct marketing Marinov Kr. [2] stresses on the fact that it aims an «immediate behavior
change ... so, this could be monitored, recorded, analyzed and stored into databases ... and used in the future». Bauer
L. C. and Miglautsch J. [4] confirm this by using the term «tracking codes» and more concretely: this is a process, related
to the marketing of searching, transforming and maintaining, which includes feedback on individual level.

8. We strive to personalize our communication with the clients.

Personal approach is a starting point when creating long-term relationships with the customers.
Personalization is based on the technologies application in order to obtain and to confirm the specific customers
characteristics which can be used during the offer creation or during the communication with them.

9. Our customers have the possibility subscribe for our newsletter.

Several dimensions can be commented within the context of the subscription:

- First dimension of this subscription is related the customer’s reaction and their wish to affiliate to the company;

- Second dimension represents the direct relation between the company and the customers is being established;

- The third one is oriented toward the company and its possibility to acquire actual contact information for the customers;

- The fourth one is that the subscription can be a prerequisite for communication’s personalizing

10.We prefer offering our products to customers who are being previously subject of research.

This statement aims to check if the companies are oriented to an auditory which is being researched in advance. It is
based on the American marketing association definition for direct marketing which includes «the total of all activities by which
the seller, in effecting the exchange of goods and services with the buyer directs efforts to a target audience». Desme’s
opinion has its impact on compositing our statement as well because of the presence of the term «systematic information
use» within the direct marketing context and more precisely: «marketing activities, which are related to offers and personal
transactions management as a consequence of the systematic use of information individual level information» [6].

Another reason for our statement could be found in our purpose to check if the phase of products/services
offering happens after the process of gathering information for the customers.

The second phase consists of analyzing the specifics of every concrete activity which is typical for the direct
marketing. In addition, its manifestation and impact are also subject of this part of the process of differentiating the
companies applying direct marketing. For example — if during the first phase the respondent confirms the presence
of activities related to provoking of customer’s response, then during the second phase the possibility of specifying
this activity is being provided.

The question is formulated into the following way:

«The offer oriented towards our potential customers often aims to provoke them to:» Please select up to 3 answers.

a) do a purchase;

b) search an additional information for the company or for the product;

c) ask for a product demonstration;

d) share their opinion;

e) provide us with their contact information;

f) other (please specify)

The term «offer»? is present into the question as one of the direct marketing elements. Taking into
consideration the clarification done by the expression «often aims» the respondents are given up to 3 options for an
answer. This is due to the fact that we should check which are the consequences that the company aims to generate
when contacting potential customers.

Other example for specifying and detailing a concrete activity is expressed into the following question:

Which channels/media are used by your company in order to reach your customers? Please select as many
answers, as you want.

2 The content of the offer in the direct marketing is not limited to the product or to the service to which it is being related. It includes
pricing, warranting and additional features, related to the products and the services, as well as different reliefs.
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a) e-mail (sending mail);

b) classical mail;

c) telephone (outbound calls);

d) print media (publishing direct marketing message in newspaper or in a magazine);

e) an insert;

f) television;

g) radio;

h) Internet;

i) other (please specify).

The explanation of the presence of this question is the following : if after the first phase a given company is
defined as a direct marketing applying one, and as one of conditions of being such is to reach the customers by one
or several media, then during this second stage the concrete type of the media used will be revealed.

The analysis of the existing literature gives us the reason to add this question. Scovotti, C. and Spiller, D. L. define the
direct marketing as «a process driven by data extraction from the direct communication with targeted or potential customers
when using whichever one mean in order to obtain a measurable response or transaction via one or more channels» [7].
They track direct marketing development in the context of using the phone, computer, databases, Internet and the e-mail.
The presence of so many options to select as answers of the question and without any restriction on their number, is based
especially on this fact. Also, we can confirm that even the possibility of using one media exists, the addition of any other media
could only generate a bigger positive effect because media in direct marketing are the complement of one another.

As the direct marketing features are analyzed in the context of market orientation, the market orientation is
being measured by the scale MARKOR [8] developed by Kohli, Jaworski and Kumar.

In brief, the conclusion that could be done after conducting the research is the following. In Bulgaria, the direct
marketing and its application is guided by the principles:

- We make efforts to maintain the information actual for our customers;

- Monitoring, recording and analyzing the customer’s response;

- Developing different proposals for different clients (or clients’ groups) based on their value for the company.

The most preferred media are the e-mail and the phone, and the main goal when contacting customers is to
make them order.
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OUIHKA PO3BUTKY TEPUTOPIANIbHUX TPOMA/L]
3 BUKOPUCTAHHAM TEOPII HEYITKMX MHOXWH

MepeBep3eBa A. B.

AkmyasnbHicmb memu 0oclidxeHHs. B ymoeax 3Ha4HO20 8Mnugy HOBIMHIX pegioHanbHUX ma arnobanbHuUx
YUHHUKIE OUiHKa po3eumky o06'cOHaHUX mepumopianbHUx epomad € aKkmyasbHOK, OCKibKU 00380/15€
8UOKpeMumu ocobiueocmi ma gusHayumu rpiopumemu po3sumky Ha maltbymHe.

lNocmaHoska npo6nemu. Ha cydyacHoMy emani po3eumky cycrinbcmea 8i0byeacmbCsi 3HaqyHa KiflbKicmb
3MiH y pisHUX cghepax ¢hyHKUIOHy8aHHSI eKOHOMIKU, siKi mompebyromb 8idnoesiOHux Oil. Sk npasusio, eKoHoMiIKa
He ecmuzae adanmysamucsi 00 BUKIIUKI6 Cb0200eHHS 3a Kopomkul nepiod 4acy. Toli sk 06°c¢dHaHi
mepumopiasibHi epomadu (OTI) 3a paxyHOK camoopeaHisayii 30amHi weudKo peaz2ysamu Ha 3MiHU ma 8UKITUKU,
i He ouvikyeamu npulHaAMMSs piueHb Ha BUWUX PIBHSIX (OYHKUIOHY8aHHSI €KOHOMIKU. Tobmo epomadu €
8bydosaHumMu cmabinizamopamu po38UMKY SIK pe2ioHallbHOI, makK i HauioHa IbHOi €KOHOMIK 3a2anom. 3asHaqyeHe
aKkmyarnisye numandHsi OUiHKU PO38UMKY mepumopianibHUX ymeOopeHb 3 MeMmOK BU3HA4YeHHsI cmilikocmi ma
adanmueHOCMi 8CiX PiBHI8 (OYyHKUOHYB8aHHST EKOHOMIKU.

AHarniz ocmaHHix docnidxeHb i nybnikauyil. [NumaHHsIM po3sumky 06’eOHaHUX mepumopianbHux epomad
rpucesiyeHa HU3Kka meopemuyHuUX ma rnpakmuyHux AocridxeHb HayKosuig, ceped SKUX HeObXiOHO 8UOKpemMumu
B. babaesa, I. [jpoboma, HO. MonodoxeHa, B. HakoHe4Ho2o0 ma iHwux. BueHi docnidxyroms npobrnemu
yrpasniHHS po38UMKOM mepumopianbHUX ymeopeHb SK rnidcucmemM 3 8UCOKUM pigHeM camModocmamHocmi.

BudineHHs1 HedociOXeHUX YacmuH 3a2asbHoOi npobsiemu. Hesgaxaro4u Ha 3Ha4yHy KinbKicmb rpaub
meopemuko-mMemo00si02iHHO20 xapakmepy Wodo pyHKUiOHYy8aHHS ma po38umky 06’edHaHux mepumopiarbHUX
epomad eUHUKae HeobXxiOHICMb MOWYKY egeKmuU8HO20 aHanlimu4yHo20 IHCMpyMeHmapito, Harpuknad, meopii
HeyqimKux MHOXUH ma ii 3acmocygaHHs 8 rnpakmuui po38umky mepumopianibHUX ymeopeHs.

lpedmemom OoOcCiOXKeHHsI € HayKosi ma npakmuyHi OCHO8U PO38UMKY 06°¢0HaHUX mepumopianbHUX
epomad y KOHmMeKcmi 8rugy HO8IMHiIX pezioHabHUX ma a106anbHUX YUHHUKIG.

Memoro docnidxeHHs1 € ouiHka po3sumky 0b6’eOHaHUX mepumopianibHUX 2poMad 3 8UKOPUCMAaHHSIM meopil
HeYimKux MHOXUH.

3ae0daHHs1 A0CiGXKeHHS: 8UOKPEMUMU 3 HasiBHOI cmamucmuy4HOi 6a3u MoKa3HUKU, SKi xapakmepusyoms
OYHKUIOHy8aHHSI ma po38UMOK mepumopianbHux epomad; 30ilcHUMU OUiHKY pO38UMKY mepumopianbHux
ymeopeHb Ha OCHO8I 3arporoHOB8aHO20 Ccrocoby 3 BUKOPUCMAaHHS Meopii HeYimKuX MHOXUH, Ha OCHO8I
ompuMaHUX pe3yrbmamig eusHa4yumu Hanpsamu rnid8UUWEHHS PiHST PO3BUMKY mepumopianibHuUX gpomad.

Memodu: cmamucmuKo-eKOHOMIYHUU; cucmeMHul nidxio; abcmpakmHOo-/102iyHUd.

Pe3ynbmamu pobomu: 3arnporoHo8aHo criocib oyiHKU po3sumky ob’e0HaHUX mepumopiasibHUX epomad i3
BUKOPUCMAHHSAIM meopii  He4YimKux MHOXUH, SKUU rpakmu4yHo pearnizoeaHo Ha npuknadi deaduysmu
mepumopianbHux 2pomad 3anopizbKoi obracmi.

lany3b 3acmocyeaHHs1 pe3ysibmamie: rpoyec pPo3pobKu 3azanibHOOepKasHOi KOHUenujii po3eumky
06’eOHaHuUx mepumopiasibHUx epomad, po3pobka cmpameeii po38uUmKy Ha pigHi epomadu, mepumopiansbHUl
MeHedXMeHMm.

BucHoeku: susHa4yeHo, wjo 70% (16 epomad) 8id 3azarnbHOi Kinbkocmi (20 epomad 3ariopizbkoi obriacmi)
XapaKkmepu3yrmbCsi 8UCOKUM pieHEM po3eumkKy, 5 epomad i3 cepedHim pisHem po3sumky (22% eid 3a2aribHOi
Kinbkocmi), 2 epomadu i3 HU3bKUM pieHem po3sumky cknadaomb 8%. ObrpyHmoeaHo, wo € epomadu, sKi
rnepebysaromb Ha MEXi MK BUCOKUM | cepeldHiM pieHEM po38uMKy, rnompebyomb U3Ha4YeHHS HU3KU
opeaHizauiliHux 3axodie ma saxesis, ski 6 dorromoanu 3atHImu cmilKi no3uyii y 3azanbHoMy pelmuHay.

Knro4oei cnoea: 06’c¢dHaHi mepumopianeHi epomadu, po38UMOK, ef1eMeHMU meopii HEYIMKUX MHOXUH,
Kpumepii, 3a2anbHuli pelimuHe, YUHHUKU pPO38UMKY.

OLIEHKA PA3BUTUA TEPPUTOPUAIIbHbLIX OBLUWH
C NCNOJIb3OBAHMEM TEOPUUN HEYETKUX MHOXECTB

MepeBep3eBa A. B.

AKkmyanbHOCMb memMbl uccsiedo8aHust. B ycriosusix 3Ha4YUMeribHO20 8/USIHUSI HOBEULWIUX PeauoHasbHbIX U

enobarbHbIX (haKmopos oueHKa pa3eumusi 06be0UHEHHbIX meppumopuarnbHbIX 0BUWUH Sersemcsi akmyasbHOU,
MOCKOJIbKY 1103807151em 8bi0esiumb 0cobeHHocmu u onpedeniume rpuopumemsi pasgumusi Ha 6ydyujee.
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