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A fundamentally important role of marketing is already a long-known truth. In addition this
statement is relevant to enterprises of any branch of the economy.

One of the most important components of marketing policy is the promoting policy of the
company's good/services on the market.

A promotion is any form of communication that an enterprise or organization uses to inform,
convince, remind of oneself, one’s goods and/or services. Promotion in marketing is a complex as it
combines a number of elements with their qualities: advertising, public relations, sales promotion,
personal sales, etc. Accordingly, a range of promotion is a set of means of influence the target
market segments or other target audiences in order to form a favorable attitude towards the
enterprise, its goals and objectives, goods and / or services.

The topic of work is relevant as in most enterprises the problem of product promotion is
critical. The problem is due to increased competition in goods markets, competition from foreign
and the largest domestic producers, as well as from a number of small businesses. Nowadays most
companies ignore the importance of marketing element such as product promotion on the market.
Therefore, it is very relevant to consider this issue more detailed.

The theoretical basis and various aspects of the practical application of product promotion
were studied by such domestic and foreign scientists: Yu.S. Apchel, 1. E. Astakhova,
S. V. Blyzniuk, S.I.Bai, L. V. Balabanova, V.M. Heiets,, N. S. Illiashenko, S. V. Kovalchuk,
M. Ya. Matviiv, P. Sabluk, L. V. Novoshynska, N. I. Chukhrai, V. V. Bozhkova, A. E. Voronkova,
E. N. Holubkova, M. H. Karhapolova, I. H. Klimova, I. V. Krasnokutska and others.

The research object of this work is the promotion policy of confectionery products of Private
Joint Stock Company (PJSC) "Dominic".

The subject of the study is a set of theoretical, methodological and practical aspects of the
implementing marketing tools for product promotion process.

Tasks set in this paper are:

- to define the gist of marketing promotion concept;

- to analyze the basic approaches to the marketing promotion classification;

- to consider the main ways of effective organization of development of product promotion
means on the market;

- to give a description of the market and the competitive environment of PJSC "Dominic".

In order to ensure the effective enterprises functioning, it is necessary to implement the whole
marketing complex. Effective management skills need to be applied to successfully implement
elements of a marketing complex.

Ensuring and maintaining the competitiveness of enterprises in these conditions should
depend primarily on the management quality of the marketing policies.
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The formation of the promotion complex determines the structure and tasks of the promotion
marketing policy, creation of the system of general principles, criteria and guidelines in the field of
relations between the enterprise or organization, on the one hand, and with consumers or other
contact audiences, on the other hand, in order to achieve marketing goals, goals of the enterprise
and creation of conditions for the implementation of its mission on the market.

Promotion policy is part of mass communication. During the current development state of
communication processes, the increasing role of public opinion in Ukraine, each enterprise has the
need for systematic informative and analytical, coordinating and influential-controlling actions
aimed at establishing relations with the public and its individual groups. Particular attention should
be paid to strengthening the enterprises' orientation actions to the demands of society, which
involves improving the use of the promotion policy.

Analyzing various information sources one can see that the term "promotion policy", even
within a single science, characterizes different processes. In our opinion, the most generalized and
comprehensible is the interpretation of N. S. Palii [1, p. 98]: "The promotion policy is the process of
sharing meaningful information and psychological energy between people through various means of
communication, signs and symbols, with the aim of establishing bilateral psychological contact and
creating conditions for the normal functioning of people, organizations and society as a whole". In
the author's opinion, this definition made it possible to look at the communicative process in a new
way and build its complex model, which differs from others while taking into account individual
and mass communications; the presence of intelligent information and psychological energy flows
coming from one to another in the information space. In this case, the types of communicative
messages vary depending on their direction and form depending on the output and perception of
these messages by the subjects on the way of information movement [2, c.145].

The concept of "promotion policy" by a large number of authors is identified with the
marketing communications policy of the enterprise. This approach is used from a long time ago, but
it is important to note that, in addition to the elements of the promotion complex, the
communicative functions are endowed with the rest of the elements of the marketing complex.
Marketing communication policy is a broader concept, due to the presence of multilateral
communication links between market subjects not only when the goods arrive from the
manufacturer to the consumer, but also during market research, due to the development of a new
product, the adjustment of supplies and materials delivery, the performance of financially-
calculated operations, creation of a positive image of the enterprise, formation of relations with the
public. Promotion of products in the market is carried out only at the stage of receipt of goods from
manufacturer to consumer and along with communicative functions should include actions related
to the establishment of the final price, the formation of an effective distribution system [1, p. 117].

Thus, the promotion policy is the information-psychological link between market subjects
(consumers, suppliers, intermediaries, etc.) that are established to ensure their economic activity in
order to maintain long-term mutually beneficial relations between them in the process of creating
certain values. Marketing promotion policy is a promising course of action of the company, aimed
at ensuring interaction with all subjects of the marketing system in order to meet the consumers’
needs and get the profit.

Promotion policy is implemented through a suitable process of many elements:

- sender (source of information) — an enterprise that offers its goods and services and sends
relevant information about them, addressing it to its target market;

- coding is a representation of the idea of a promotion policy, which transmits the information
to the addressee in the form of texts, symbols and images;
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- addressing — this information is addressed to the target audience, presented in the form of a
character set;

- channel of promotion policy — means of information distribution, its specific carriers;

- decoding is a decoding of the addressing when the characters which are received by the
channels of promotion policy acquire specific values n the consumer's presentation in the
consumer's imagination;

- the recipient is the consumer to whom the information about the goods or services of the
enterprise is transmitted;

- reverse reaction — consumers' feedback, their actions in response to receiving and decoding
addressing;

- feedback is part of the reverse reaction that becomes known to the sender;

- Obstacles — unplanned distortion of information as a result of interference in the promoting
of environmental factors policy process [3, p. 225].

It 1s worth noting that the objectives of the promotion policy can be divided into two groups:

- promotion policy for the purpose of creating goods that will be in demand on the market;

- promotion policy for the purpose of promoting goods [2, ¢.120].

Communication tools used for this purpose are: advertising, sales promotion, personal sales,
public relations, propaganda, direct marketing, etc. [4, p. 23]. Marketing promotion policy uses
elements of the promotion complex as an arsenal of communication tools. Communication — in the
broadest sense — is the process of information exchange.

The marketing promotion policy is often identified with the marketing communications of the
enterprise. This approach has established traditions, but it is advisable to point out that, in addition
to the promotion elements, communicative functions are allocated in the rest of the elements of the
marketing complex. In particular, the product itself in real implementation may already have its
own communication (for example, I see the bread — I feel hunger — I buy a purchase); this is the
same for the price and place of sale (I see the goods in a convenient place for me — I need it — I can
or can not buy it). However, the elements of the marketing promotion complex have the greatest
impact on communication.

Therefore, we propose to consider the promotion policy as the system of means of influence
on the market relations subjects, which is connected with the establishment of bilateral relations in
order to obtain a communicative and economic effect. It is worth noting that each communicative
solution, selected from the numerous existing means, methods, models, methods of promotion
policy, directly affects the level of interest from consumers to the enterprise and its products.
Further retention of this interest, even in mature, sustainable markets, essentially depends on the
effective conduct of marketing communication policy [5, c. 55].

The variety and amount of means and methods of promotion policy is a very obvious fact.
Indeed, for the establishment of the desired interconnections with specific destinations addressee,
the sending company can use such a powerful means as advertising in its various manifestations.
The communicator can also attract the attention of consumers or intermediaries with the help of
public relations methods. They can be an editorial article in a newspaper or magazine about the use
of new technologies by the company; an interview with the head or employee of the firm on
television or radio; specific video, where along with the beauty of nature "accidentally" falls into
the frame the company's products, etc.

The above mentioned main means of promotion policy (advertising, public relations, sales
promotion and direct marketing) form a complex, sometimes referred to as a marketing mix — a
"communication mix" or a "promotional mix" (promotion blend).

The promotion complex creates a communicative influence through the actions of its
elements. Among the main elements are the following:

1.  Advertising is any form of non-personal paid representation and promotion of products,
services and ideas on behalf of and at the expense of their manufacturer or owner (intermediary,
etc.). Main features of advertising are:
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- wide reach of the audience;

- cheap per one recipient;

- repeating a message repeatedly;

- enables the company to present the goods effectively and clearly;

- impersonal character;

- advertising is a monologue;

- very expensive (TV commercials) [5, ¢.102].

2. Stimulating the sale of goods — short-term measures to encourage participants of
marketing communications to purchase, obtain additional information or to further resell these
products. The main features of sales promotion are:

- informative;

- attractiveness;

- invitation to purchase;

- the short-term nature of the effect in the growth of sales [6, c. 65].

3.  Public relations is a complex of actions of a non-profit nature aimed at the formation,
maintenance or restoration of a positive image of the subject of politics, state or entrepreneurship
(political personality, party, state institution, enterprise, separate product) because of the
distribution of important information of propaganda or prestigious nature in the media or on the
stage (arena, podium). The key features are:

- high degree of certainty;

- broad reach of the target audience;

- effective presentation of goods [6, c. 131].

4.  Personal sale is an oral presentation of a product in the process of conversation with one
or more buyers (actual or potential) for the purpose of concluding with agreement (contract) for the
purchase of the goods. The key features of Personal Sales are:

- direct nature;

- promotes the establishment of long personal relationships;

- implies a certain reaction of the buyer;

- the most expensive type of communication (per one contact);

- difficulties in the case of changing the sales staft [7, c. 77].

5. Direct marketing is a kind of marketing that uses advertisements to directly address a
potential consumer to gain feedback without interruptions of retail or personal sales. The types and
characteristics of direct marketing are:

- non-massive: the message is addressed to a specific person;

- customer-oriented: the message can be changed during the addressing to a specific person;

- operational: the message to a particular person can be compiled very quickly;

- updated: message can be changed [8, c.78].

Today there is a further differentiation of marketing policy tools. Such tools as branding,
sponsorship and prestigious advertising have been distinguished from public relations. They are
perhaps the most important in modern marketing, especially branding (brand development) and
prestigious advertising (promoting the activities of the enterprise as a whole or some kind of
"prestigious", "significant" goods of unsurpassed quality).

Domestic manufacturers of the food industry, confectionery in particular, do not use
sophisticated communication systems to maintain contact with intermediaries and counterparties.
Promotion of the domestic confectionery product is carried out by using a certain proportion of
Internet advertising and sales promotion methods, ignoring personal sales and communication
methods due to their high cost and significant time expenditures illustrated in Table 1.1.
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Table 1.
Features of enterprises’ marketing communications in promoting products on the
foreign markets [8]
Advertising Personal Sales
Typical means are Internet advertising and
advertising in printed media, mostly of a highly
specialized nature, as a tool for mass audience coverage
and multiple influences and persuasions.
There are significant costs in the case of using
professional foreign intermediaries
Propaganda Direct Marketing
It is used in the form of address requests both in
direct (offer) and reverse order (request or order) and
prevails in the search for a potential counterparty
This type of marketing communication is not | (direct) and established foreign trade relations (reverse).
typical in promoting products to the external market. This type is characterized by high reliability of
information, trust in it counteragent and long-lasting
effect, aimed at forming a stable customer loyalty to one
brand.
Public Relations Promotion of sales
As propaganda is not typical for the foreign trade It has a short-term effect; therefore, in the
practice of promoting products through its predominant | relations with permanent contractors, it is usually
form of news, which are wusually additions to | supplemented by advertising of new export-oriented
advertising. products.

The personal character of this marketing
communication makes it the most expensive in terms of
one foreign economic contact.

By directing its communication efforts to potential counterparties, the company hopes for the
feedback especially from potential importers — purchases of the enterprise's goods; from potential
exporters and marketing foreign intermediaries — cooperation on mutually beneficial terms; from
state authorities — formation of the most favored regime. Each of these groups of influence's means
is characterized by specific communication techniques: exhibitions, fairs, product demonstrations,
exhibitions in sales places. At the same time, the communication efforts are also the registration of
goods, packaging, and even the gratitude of the enterprise for the purchase.

Analyzing the actual effectiveness of using the marketing potential at the industrial
enterprises of the confectionery industry in Ukraine and the main trends of its development, it can
be assumed that in the near future the main focus of marketing activities will be market
segmentation and product placement in order to develop marketing relations. In Ukraine, it is
expected the strengthening of the consumers' economic separation by their purchasing ability, so it
1s possible to assume that domestic consumers will form a different attitude to food, which will lead
to the development of differentiated assortment of goods, designed for different price segments of
the market in all sectors of the food industry, herewith the particular importance will be research in
the field of category management [9].

Most Ukrainians are positive about taking part in surveys and marketing research, it can be
assumed that this circumstance creates the perspective of establishing good relations between
producers and consumers, and this may serve as the basis for further development of the food
market.

So, after analyzing the theoretical promotion policy, we can clearly say that the promotion of
products is an integral part of bringing the products to the final user.

The longest stage in the life cycle of a product is maturity. At this stage, it is recommended
that all forces are directed to maintain market positions. In order to stimulate demand, it is
necessary to apply mostly reminding advertising and stimulating discounts.

In the end, the sale of a certain variety or brand of goods still starts to fall. At this stage, PJSC
"Dominic" should use intensive sales promotion with the help of new advertising, personal sales
and propaganda.

112 7" #13 |8  Economics and Region Ne 1(72) - 2019 - PoltNTU [




| ExoHomika ma ynpaeninHs nidnpuemcmeamu

According to the existing and proposed measures, we can say that the choice of stimulating
demand means for products of PJSC "Dominic", taking into account the life cycle of the product,
will allow the company to quickly distribute information about the release of new goods on the
market, to gain the affection of a large audience with a rapid pace and to maintain demand at the
high level as long as possible.

In order to increase the efficiency of goods promotion of PJSC "Dominic", it will be advisable
to use additional stimulation methods such as, for example, merchandising, drawings and lotteries,
tasting and demonstration of goods, gifts for purchase, etc. This will allow accelerating the process
of product penetration into the market, and therefore shortening the time to achieve profit, and will
provide the opportunity to attract a wider range of consumers, which, accordingly, will improve the
competitiveness of the enterprise as a whole.

Determining the effectiveness of stimulation means is an important element of the promoting
process of the product and advertising activities of each enterprise, in particular PJSC "Dominic",
and is a significant factor in improving overall efficiency and profitability of entrepreneurial
activity.

Also, we propose to implement a special system of discounts on products, we have developed
a discount card model of 5, 10 and 15% in Figure 1.1. These discount cards can be applied as

following:

1) To be issued to customers when products' of the trademark "Dominic" purchase is
for the amount of 75, 100 and 150 UAH in one check at the appropriate point of sale of the
company.

2) To use as a promotional line for the sale of certain products, a corresponding

discount card will be provided to a certain package for the next purchase of trademark "Dominic"
products.

-15%

/ﬁ%@&@% |

Fig. 1. Discount cards for trademark "Dominic"
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In addition, we propose to provide updated brand packaging (packages). When you visit a
shop, a customer buys products and gets a package with the Dominic logo for free. Due to this, the
logo can be seen by thousands of people, because they can be used quite often and in places where
there 1s a great crowd of people. We have developed our own example of a paper package, Figure
1.2.

K..
Ball 0CO6UCTHI A
al 0CO6NCTUN
KOHauTep! : R onuep!

Fig. 1. Paper package for trademark "Dominic"

In addition, these solid paper packages can be a simple alternative to polyethylene bags, since
recycled eco-bags or conventional woven bags with the logo of the trademark "Dominic", in which
any goods can be delivered, will not only be a mean of daily packaging, but also environmentally
effective product. Since, according to ecologists, each of us uses about three hundred different bags
per year. Polyethylene decomposes for more than a hundred years.

Thus, from the above mentioned promotion means not only advertising is one of the main
components of the stimulation of sales, which expands sales markets, helps to accelerate the
turnover of funds, by which increases the efficiency of production in general. We have offered
several options for improvement and updating regarding the promotion policy of PJSC Dominic.
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Moxkiasik  MupociaaBa BoJsogumupiBHa, KaHAMIAaT TEXHIYHUX  HAyK, JIOLICHT.
Ilepenepiii SpocaaB OJgexcanapoBuy, wmarictp. I[lonTaBchbkuii HalIOHATBHUN TEXHIYHHUI
yHiBepcuter iMeHi lOpis Konppatioka. CadonoB Mukona CepriiioBuy, nianpuemens TOB
«Anma3 JIT]». OcobauBocTi NpoMoLiiiHOI MOJITHKH KOHAMTEPChKOI IPOMMCJI0BOCTI.

BusHaueHO CyTHICTH Ta METY MpOIeCy NMPOCYBaHHS MPOIYKIlI HA PUHOK, KOHKPETHU30BaHO
eTanu i MpocyBaHHs. Po3risiHyro 0cCOOJIMBOCTI oOprasizaimii IbOTO HPOLECY 3 ypaxyBaHHSIM
cnenudiku mpoayKIlli. 3ampomOHOBAaHO AJITOPUTM YIOCKOHAJICHHS TEXHOJIOTIM, opraHizamii
IpoLIeCiB BUPOOHUIITBA i yIIPaBIIHHS MIANPUEMCTBOM I1iJ] 4ac MIPOCYBaHHS HAa pUHOK 1IHHOBAIIIHOT
nponaykuii. HoBi  ¢opmu cTUMyIIOBaHHS, OpraHizaliiiHi CTPYKTYPU,METOOH  PO3POJIECHHS
YIPaBIIHCHKUX PILIEHb — YC€ 1I€ IHHOBAIIIHA MPOIYKITIs.

3 METOI NMPUCKOPEHHS Ta MIJBUILEHHS SKOCTI MPOLECy MPOCYBAaHHS MPOIYKIT HA PUHOK
cy0’eKTaM TroOCHOJapOBaHHS 3allpONIOHOBAHO JAUIMTHCS CBOIMHU 3HAHHSAMH NP0 MOTEHIIMHUX
CHOXKMBayiB 13 mapTHepaMu. CydacHOIO TEHAEHLIEI0 OpraHizalii Mpoiecy MpocyBaHHS MPOIyKIi
Ha PUHOK € MONIYK MiANPUEMCTBAMHM BEPTUKAIbHUX 1 FOPU3OHTAIBHHUX IHTETpalliiHUX 3B S3KIB
OJIMH 3 OJHHUM, IO 3yYMOBJIEHO Je(QIIUTOM BIACHUX (DIHAHCOBUX KOIUTIB, IMOJAOPONKYAHHIM
MMO3UKOBUX PECYPCIB, YCKIQJIHCHHIM 3aJIy9CHHS 1HBECTHIIIM, 3HWKECHHSIM TPHUBAJIOCTI KUTTEBOTO
IUKITY 1HHOBAIIMHOI TPOAYKIIl, HEOOXIIHICTIO KOMIUIEKCHOTO BHUKOPHUCTAaHHS PI3HUX METOJIB
MpOCYBaHHS ¥ IHIIUMU (aKTOPaMHU.

Kpim Ttoro, mpuaiieHo yBary JOCIDKEHHIO OCOOMMBOCTEH  TOJITUKKA  MPOCYBaHHS
MIAPUEMCTBA KOHJIUTEPCHKOT Tamy3l. PoO3MisHyTo TeopeTndHi, METOAM4YHI 3acaaud (popMyBaHHS 1
peaizalii MoJIITUKY IPOCYBAHHS Ha MIIPUEMCTBAX KOHAUTEPCHKOT IPOMHUCIOBOCTI.

JlocnipkeHO YMHHUKH, $IKI Tpeba BpaxoByBaTu IpH PO3pOOIEHHI BUXOJYy HAa HOBI PHUHKH.
Po3risiHyTo OCHOBHI HampsiMHM, 32 KOTPUMH IPALOIOTh HIANPUEMCTBA KOHIUTEPCHKOI ramysi, a
TaKOXX KOHKYPEHTHI IepeBaru, sKi OTPUMYE NIANPUEMCTBO ILISAXOM 3AIMCHEHHS MOJITUKH
IpocyBaHHs. BulblIl fHeTanbHO MPOaHaNTI30BaHO MOJITHKY MPOCYBAaHHS Ha MPUKIAAl JISIBHOCTI
KoHuTepcbkoi pipmu  «Jlominik». Ha 0CHOBI BUKOHAHOrO aHali3y OOIPYHTOBAHO MPHUIYIIEHHS,
10 B KOHJIUTEPCHKIN raily3i JOLUILHO BBOJUTH HOBITHI Cy4yacHI METOJM IMPOCYBAHHS MPOAYKIII 3
METOI0 OTPUMAaHHS MiIPUEMCTB-ITIIEPIB.

PosrisiHyTOo mopanblii MEpCHeKTUBU raly3l 3 YpaxyBaHHSM HaJlarO/DKEHHsSI BHPOOHMUIITBA
(YHKIIOHAJIbHUX KOHIUTEPCHKUX BUPOOIB.

Knrouoei cnosa: puHox, TpoyKIlisi, KOHIATEPChKI BUPOOH, MAMPUEMCTBO, TEXHOJIOTII.
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Features of the promotion policy of the confectionery
industry. The article defines the essence and purpose of
the product promotion process on the market, the
specified stages of its promotion. The organization
features of this process taking into account product
specifics are considered. The algorithm of technologies
improvement, organization of production processes and
management of the enterprise during the innovative
products promotion on the market is offered. New forms
of stimulation, organizational structures and methods
for developing managerial decisions are all innovative
products. In order to accelerate and improve the quality
of the product promotion process on the market,
business entities are encouraged to share their
knowledge of potential customers with partners.

The modern tendency of organizing the product
promotion process on the market is the search for
enterprises of vertical and horizontal international links
with each other due to the shortage of own funds, rising
cost of borrowed resources, the complication of
attracting investments, reducing the life cycle of
innovative products, the need for the integrated use of
various methods of promotion and other factors. In
addition, the attention was paid to the study of the
promotion policy specifics in the confectionery
industry. The theoretical, methodological principles of
formation and implementation of the promotion policy at
the confectionery industry enterprises are considered. The
factors that need to be taken into account while developing
new markets are described in the article. The main
directions of the confectionery industry enterprises, as
well as the competitive advantages that the enterprise
receives through promotion policy, are considered.

The promotion policy is more detailed analyzed
on the example of the confectionery firm "Dominic".
Based on the made analysis, the assumption was made
that in the confectionery industry it is expedient to
introduce the latest modern methods of product
promotion in order to obtain the leading enterprises.
Further perspectives of the industry, taking into account
the establishment of functional confectionery products
production, are considered.

Keywords: market, products, confectionery,
enterprise, technology.
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Moxkasik Mupociaasa BaagumupoBHa,
KaHIUIaT TEXHUYECKUX HaVK, JIOLIEHT.
Ilepenepunii SIpociaB AJjleKCAaHAPOBHY, MAarucCTp.
TlonTtaBckuii HalMOHAJILHBIN TEXHUYECKUH
YHHUBEPCUTET UMEHU IOpus Konnparroka.
CadonoB Huxomaii CepreeBHd, IIpeIIIPUHUMATEID
000 «Anma3 JITI». OcodeHHOCTH MPOMO MOJTUTHKH
KOHJIUTEPCKOH mpoMblnUieHHOCTH.  OrmpeneneHbl
CYIIHOCTb U TEeJIb TpoIecca MPOABMKEHUS MPOAYKIIUU
Ha PBIHOK, KOHKPETH3UPOBAHBI 3TAIII €¢ TPOIBIKCHUS.

PaccMoTpeHbl  OCOOCHHOCTHM ~ OpraHM3alMd  3TOroO
mporecca ¢ y4eToM  cHemU(pHUKH  IPOAYKLHUH.
[Tpennoxen aNrOpUTM COBEpPILIEHCTBOBAHUS

TEXHOJIOTUH, OpraHW3aluy MPOLECCOB NMPOU3BOACTBA U
YIpaBJCHUS TPEANPUSTHEM IIPH TPOJIBIKEHHH Ha
PBIHOK WHHOBAIlMOHHOW mpoaykuuu. HoBbie (opmbl
CTUMYJIUPOBAHMs,  OPraHU3ALIMOHHBIE  CTPYKTYpBI,
METO/Ibl pa3pabOTKH YIPaBJICHYECKUX DPEUICHHH BCe
9TO MHHOBAIMOHHAA MpoAyKIus. C elIblo YCKOPEHUs U
MOBBIIEHUsT ~ KadecTBa  Mpolecca  MPOABIKEHUS
MPOAYKIMK Ha PBIHOK CYObEKTaM XO3sSHCTBOBAHUS
MIPEVIOKEHO  JIENUThCSI  CBOMMHU  3HAHUAMH O
MOTEHIIMAJBHBIX ~ TOTPEOHMTENSIX  C  I[apTHEpaMHu.
CoBpeMeHHON TeHJCHIIMEH OpraHu3aldu Mpolecca
MIPOJBIDKEHUSI MPOIYKIUK Ha PBIHOK SIBJISIETCS TTOHMCK
MPEANPUSATHIAME  BEPTHKAJIBHBIX M TOPU30HTAIBHBIX
HHTETPAILlMOHHBIX ~ CBSI3e Jpyr ¢  JpyroMm, 4YTO
00yCJIOBICHO AC(PUIIMTOM COOCTBEHHBIX (HDHHAHCOBBIX
CPEICTB, yIOpOXKAHUEM 3a€MHBIX pecypcos,
OCJIOKHEHHEM TNPUBJICUEHNUS HWHBECTULIMH, CHI)KEHUEM
MIPOIOJIKUTEIBHOCTH KU3HEHHOTO LUK
WHHOBAIIMOHHOM MIPOAYKIINH, HEOOXO0MMOCTHIO
KOMIUIEKCHOTO HCHOJB30BAHUS Pa3IMYHBIX METOJIOB
MIPOJBIDKEHUST U JIpyrumH (axropamu. Kpome Toro,
yIOENeHO BHHMAaHHE WCCJIEIOBAaHHUIO OCOOEHHOCTEH
TIOJIUTUKH TIPOJBIIKCHUSI TPEANPUSTHS KOHIUTEPCKOM
oTpaciy. PaccMoTpeHBl TeopeTHudeckre, MEeTOIMYECKHe
OCHOBBI (pOpMHUpOBaHMS W peaNTN3alU  OJUTHKH
NPOJBIDKEHUSI  HAa  NPEANPHUATHSIX  KOHIUTEPCKOM
MpOMBIIIeHHOCTH. VcciaenoBaHbl (akTopbl, KOTOpbIE
HEOOXOJMMO YYHTHIBATh NMPU pa3padOTKe BBIXOAa Ha
HOBBIE PBIHKU. PaccMOTpeHBl OCHOBHBIE HalpaBJICHUS,
[0 KOTOPBIM pabOTaroT TMPEINpHUsITUS KOHIUTEPCKOM
oTpacid, a TakXkKe KOHKYpPEHTHbIE IPEeUMYIIecTBa,
KOTOpbIe TONYy4aeT MPEeANpUsATHE IyTeM IpPOBEICHUS
TIOJIUTHKH MIPOABIKEHHUS. Bonee OJPOOHO
MIPOAHATU3UPOBAHA  TOJUTHKA  TPOJBIKEHUS  Ha
npumepe KoHauTepckoi  ¢upmbl  «lomuHuk». Ha
OCHOBE IIPOBEIEHHOT O aHanu3a 000CHOBaHO
MPENONIOKEHHe, YTO B KOHAUTEPCKOM oTpaciu
LlesIecoo0pa3Ho  BBOJMTH  HOBEHINME COBpEMEHHBIE
METO/BI NPOABWKEHUS MIPOAYKLUH C LENBIO MOTyYeHHS
MpeanpusATUH-TUACpoB. PaccMoTpeHbl  nanbHeiive
MEpCHEeKTUBBl  OTPACIM C Y4ETOM  HaJla)KMBaHUS

MIPOM3BOJICTBA (G YHKIIMOHATBHBIX KOHJIUTEPCKUX
W3 IEITUI.
Knioueevie  cnoea:  PLIHOK,  IIPOAYKIUSA,

KOHAUTEPCKUC U3ACJIUA, NIPCATIPUATUEC, TCXHOJIOT .
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