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I. GRYSHCHENKO!
' Kyiv National University of Technologies and
Design, Ukraine

Introduction. The modern higher
education market is highly
competitive. Universities compete for
budget seats, for applicants, for
attracting and  retaining  highly
qualified personnel, for attracting
additional funds from various sources.
Universities are interested in finding
additional competitive advantages in
the form of brand capital of the
university.

Research hypothesis. The image of
the national system of education
acquires a special importance for
building the university brand, which is
important to take into account when
positioning the university brand on the
global market of educational services.
The conceptual basis of the university
brand is its mission, which absorbs the
values shared by the university staff
and transmitted to external audiences.
Purpose of this article: to offer

methodological tools for forming
brand capital of an innovative
university.

Research  methods: comparative

analysis, ratings, graphical, tabular and
specific methods of marketing

comparative analysis, rating, tabular,

graphical, specific = methods of
marketing research: field (target
audience surveys) and desk surveys.

Results: The process of formation and
subsequent formation of brand capital
of KNUTD was analyzed. The
concepts of  competition  and
competitiveness, brand capital and
branding within higher education are
compared. The degree of possible
influence of brand on the level of
competitiveness of the university and
the graduate within the framework of
further employment is considered. The
evaluation of international and
Ukrainian ratings is given, which
allows to draw a conclusion about the
importance of using brand capital of
the university in the educational
sphere.

Conclusions. The proposed modified
model of evaluation and promotion of
brand capital allows to increase the
efficiency of the university activities.
Keywords: competitiveness; brand
capital;  brand-platform; branding;
university; image; brand.
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I. TPUIIIEHKO!

! Kuiscorkuul

HayioHanbHUull YHieepcumem

mexHoo02il ma ouzauny, Yxkpaina

Beryn. CydacHudi pUHOK — BHILOI
OCBITH BIJIPI3HAETHCSI BUCOKUM PIBHEM
KOHKYPEHLIi. YHIBEpCUTETH KOHKYPY-
I0Th 32 OTPUMAHHS OIOJKETHUX MICIb,
aOITypi€HTIB, 3aJlydeHHS Ta yTpHU-
MaHHSI BUCOKOKBaJII(DIKOBAaHUX KaJIpiB,
JOJATKOBUX KOINITIB 3 PI3HUX JKEPE.
VYHIBepCcUTETH 3allIKaBJ€HI B IMOUIYKY
J0JIATKOBUX KOHKYPEHTHHUX TepeBar y
BUTJISII  OpeH-KamiTaly YHIBEpCH-
TETYy.

I'imore3a pociaixKeHHs.
3HaYeHHS [ 10o0yJIoBH  OpeHzy
YHIBEPCUTETY HaOyBae IMIJTKY
HAIlIOHAJILHOI CHCTEMH OCBITH, IO
BaXJIMBO BpPAaxOBYBAaTH IpPHU IO3UIIIO-
HyBaHHI OpeHJy YHIBEpPCUTETy Ha
[JI00AJIBHOMY PUHKY OCBITHIX IOCIYT.
B dkocTi KOHIENTyaJbHOI OCHOBHU
OpeHIly YHIBEpCUTETYy BHUCTYIA€ HOTO
Micid, sika BOupae B ceOe I[IHHOCTI, 110
PO3IISIOTHCS CH1BpOOITHUKAMU
YHIBEPCUTETY Ta TPAHCIIOIOTHCS Ha
30BHIIIHI ayUTOPII.

Merta naHoi cTraTTi: 3anponoHyBaTU
METOJIUYHUN 1HCTpYMEHTapid (opmy-
BaHHS OpEHJ-KaIliTaly 1HHOBAIIHOTO
YHIBEPCUTETY.

Meroam JA0CHIIKEHHSI: TOPIBHSIIb-
HOT'O aHaJli3y, pEUTUHTY, TAOJIMYHUM,

Oco0imBe

rpadiunmii,  cneuudiuHi  METOIU
MapKETHHTOBUX JIOCTIIKCHB: IOJHOBI
(omuTyBaHHA LIUIBOBOI ayAauTOpli) 1
KaO1HETHI.

PesyabTatu. IlpoananizoBano nporuec
dbopMyBaHHS 1 MOJATBIIOTO CTaHOB-
nenHs Openpa-kamitany KHYT/. Tlpo-
BEJICHO TIOPIBHSIHHS MMOHSATH KOHKYPEH-
mi 1  KOHKYPEHTOCHPOMOKHOCTI,
OpeHy, OpeHI-KaIiTany Ta OpeHIUHTY
B paMKax BHUIIOI OCBITU. Po3risHyTO
CTYIMiHb MOJIMBOTO BIUIMBY OpeHIy
Ha pPiBEHb KOHKYPEHTOCHPOMOYKHOCTI
YHIBEPCUTETY 1 BUIIYCKHUKA B paMKax
MOIAJTBIIIOTO IpaIeBIAMITyBaHHS.
HaBonutbcsi OIIHKA MDKHAPOJHUX 1
YKPaAiHCBKUX PEUTHHTIB, MO JO3BOJISIE
3pOOWTH BHCHOBOK TMPO BaXKJIUBICTH
BUKOPUCTAHHS OpeHI-KamiTany
YHIBEPCUTETY B OCBITHIH cepi.
BucnoBku. 3anponoHoBaHa Moaudi-
KOBaHA MOJIEb OI[IHKM 1 TPOCYyBaHHSA
OpeHI-KamiTajy J103BOJISIE ITiABUIIUTH
e()EeKTUBHICTh JISVIBHOCTI YHIBEpPCHU-
TETY.

KaouoBi cioBa: KOHKYpPEHTOCIPO-
MOXHICTB, OpeHA-KamTal, OpeH -
wiatopma; OpEHIIHT; YHIBEpCHUTET;
IMIJIK; MapKa.
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Formulation of the problem. Today, educational institutions are actively
mastering market mechanisms. The race for resources is more about higher
education. Today they have to compete for budget seats, paid forms of
education, qualified teachers, additional funding. In recent years, education has
become a growing and promising sphere of the economy. The demand and
supply of educational services is increasing every year. The higher education
system is developing most dynamically. The global educational market is being
intensively formed, which leads to competition for applicants not only between
Ukrainian universities, but also foreign intermediaries offering educational
services in the Ukrainian market. The universities have to defend
competitiveness, introduce innovations in management and achieve quality
standards. Under the current conditions it is impossible to do without marketing,
namely, marketing of educational services. Marketing of educational services is
understood as a scientific and practical discipline that studies and forms the
philosophy, strategy and tactics of civilized behavior and interaction of subjects
of the market of educational services that produce (provide), sell (provide), buy
and consume educational services and related services. Thus, the higher school
resorts to the introduction of one of the most effective marketing tools — brand.

Analysis of recent research and the unresolved part of the problem.
Both foreign and domestic authors, theorists and practitioners pay great attention
to the problems of brand formation and effective use of branding: K. Keller [1],
D. Aaker [2], J.-N. Kappferr [3] and others. The image and brand of an
educational institution as a competitive advantage, which allows to increase the
attractiveness of the university itself in the eyes of target audiences (employers,
applicants, authorities, etc.), as well as the educational and other services offered
by it are considered in the works of V. Shcherbak [4], O. Nifatova [5],
S. Marchenko [6], G. Plisenko [7], J.Karabel [8], 1. Gryshchenko,
N. Krahmalova [9], A.Prokhorov [10], E. Neretina, 1. Gvozdetskaya,
Yu. Korokoshko [11]. At the same time, insufficient research has been devoted
to the problem of brand capital assessment in universities and its further
development. The necessity to overcome these difficulties pushed the
universities to master marketing management technologies, including those
related to the mechanisms of building an attractive image and a competitive
brand of an educational institution.

The aim of the article is the theoretical substantiation and improvement of
the methodological tools for the development of the image, specific competitive
advantages, reputation, name, recognizable brand — the university brand.

Research results. Changing vectors of strategic development of
universities, increasing competition on labor markets and educational services,
wide use of modern information technologies and means of communication in
the conditions of emerging Smart-Community encourage higher education

11
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institutions to search for new ways to increase competitiveness and create
competitive advantages. Each university tries to be more attractive to its target
audiences (applicants, students, employers, government authorities, investors).
The solution to this problem is related to creating and maintaining a memorable
image and brand of the university.

The opinion of representatives of target audiences about the image of the
university forms its image. All components of the image (location, name,
mission, corporate identity, logo, history, legends, outstanding personalities,
website and other attributes) should be used in such a way that the university is
attractive, arouses interest among target groups and encourages them to take
certain actions. Therefore, each university should translate the solution to this
problem in a strategic way and deal with the image on a permanent basis. If this
task is not solved in time, the target audiences will still have their own
perception of the university and its services, and not the fact that it will be
positive. Image formation is complicated by the fact that image is a subjective
opinion and an intangible process. It is influenced by many external and internal
factors (fame in the region, country, world, rating positions, demand for
university graduates, qualification of the faculty, level of material and technical
base, infrastructure, etc.). Many foreign and domestic universities have realized
the necessity of purposeful systematic work on forming positive image through
the use of technologies and marketing tools. The most widely used by them is
branding, which is understood as a marketing process to create, recognize and
increase the popularity of a brand (brand) for consumers [10].

Branding in relation to a university can be defined as a management
process aimed at the formation and development of its special tangible and
intangible characteristics, which allow it to stand out among competitors and be
unique. At the same time, it is important to bear in mind that the boundaries of
uniqueness are rapidly eroding. Branding technologies make it possible to bring
the distinctive features of the university, its products and services, to make them
understandable and recognizable to the target audience, to preserve and improve
competitive positions. In addition, a university's branding provides it with a
number of other competitive advantages:

- to be more attractive to consumers, employers and other target groups, to
form their loyal attitude towards both the university itself and its products and
services;

- to create barriers for competitors in the labor and educational services
markets;

- be more successful in bringing new products and services to the market
compared to competitors;

- to establish close ties with leading domestic and foreign universities;
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- be attractive for investment. In this regard, the formation and
development of brand and image are the most important strategic objectives of
any university. They should be solved on a professional level by marketing and
brand management specialists.

The main purpose of branding is to personalize the offered product or
educational service in the market and help consumers identify it as something
different, better, special, unique, unique. Therefore, a brand is needed in order to
explain to consumers how a given university service differs from other
universities and why consumers should give it their preference. Moreover, it is
desirable that the product (service) is not just liked by the consumer, but that the
consumer wants to buy it again and again and has the opportunity to do so (was
available).

The use of branding technology is complicated by the fact that the
educational service has a dual conflicting form of provision in market
conditions. On the one hand, it is a "public good" designed to enhance the social
status of the citizen, to ensure the right to get a well-paid job and to adapt
quickly to changes in the external environment. On the other hand, educational
service 1s a market category reflecting the commercial interests of the university,
which may contradict the social and cultural needs of the individual, the state
and society. If before the end of the twentieth century education was considered
to be a public good in Ukraine, nowadays there is a growing perception of it as a
market category. In this regard, contradictions in the process of brand formation
are increasing. On the one hand, the university wants to promote as many
products and services as possible at higher prices, and on the other hand, to build
its brand on a unique offer, paying attention to public and personal values of
education. Therefore, by expanding the audience of users, the university should
not sacrifice its uniqueness, otherwise it will inevitably lead to the deterioration
of its image.

It is also necessary to systematically present its brand to consumers from
new angles, focusing on solving their problems and the benefits they can derive
from the brand. In addition, by changing the promises of a brand, the university
can change the 'field' of competition, restoring and maintaining the unique value
of its marketing offer. Brand formation, as a rule, is carried out in two
directions: external and internal positioning. The first direction is related to
market positioning (for the university it is the markets of labor, educational
services, intellectual property, scientific products and technologies), which is
designed to ensure a certain competitive position. The second direction reflects
internal brand positioning through brand identification, communications,
internal marketing and organizational support.

In the process of positioning, the university should bring its main idea —
uniqueness — to the consumer. It is designed to reflect its values, mission and

13



ISSN 2415-3206 Journal
MANAGEMENT Issue 1 (31), 2020

vision. This is how well-known higher education brands such as Harvard,
Oxford, Cambridge, Humboldt, Sorbonne and others do it. [4; 6; 8; 10]. They
focus on history, graduates' achievements, highly qualified teachers, freedom
and democracy in learning and research processes, and decision-making. A
special role is played by marketing communications with target groups
(advertising, PR, use of mass media, modern means of communication, among
which Internet communications and direct marketing play a special role). While
positioning the university itself as well as its products and services, it is
necessary to take into account the goals and objectives of competitors in target
markets, which also seek to maintain and improve their positions. In this regard,
it is important not only to monitor market situations, but also to predict
competitor behaviour.

Brand creation and development is a complex task. Their solution should
be the result of well thought out product, price and communication policies of
the university, which form the brand platform. Brand platform development is
carried out after the university has chosen the strategy of positioning, which is
one of the components of the university development strategy (Figure 1).

University Development Strategy

— =

The strategy for positioning the university, its
products and services

— =

University Brand Platform
1. The idea of brand positioning
2. Value field of target groups
3. Rational and emotional benefits
4. The promise of the brand
5. Character of the brand
6. Communication filters

Source: [4; 6; 8; 10].
Figure 1. University Brand Platform

The brand platform of the university, which includes a set of elements,
should be presented as a document describing the image of the university to be
formed. The initial start of building the brand platform is the search for the main
idea of positioning the university. Any brand of the university should be formed
and reinforced with a system of visual and auditory techniques that will help to
remember information about the university among potential consumers more
quickly. Such techniques include: logo, symbols, motto and style. Very often in
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marketing they are combined and called the common term "trademark". Thus, a
trademark, together with the emotional component and subjective evaluation of
the university image, forms its brand in the eyes of consumers. One of the
important factors that has a significant impact on the development of the
university brand is its entry into the world and Ukrainian rankings of
universities. The leading international rankings of universities are (Table 1).

Table 1

Leading international university rankings

No Title Features Criteria for calculating the rating position

1 ARWU — Includes Top 500 of the The rating is based on the choice among all
Academic world's top universities. world universities of those in which teachers
Ranking of and graduates are Nobel or Fields Prize
World winners, as well as publish their scientific
Universities, works in publications indexed in Science
Shanghai Citation Index-Expanded and Social Science
Jiao Tong Citation Index. The best university is awarded
University 100 points for each index, while for other
Ranking universities it is calculated as a percentage of

the maximum.

2 \'THE Times | Includes the top 300 Universities are ranked according to 13
— The Times |universities in the world. different criteria grouped into 5 groups:
Higher Rating is based on the teaching (30% of the total score), research
Education methodology of the British |(30%), citation in research circles (30%),
World publication Times Higher | innovation and economic impact (2.5%),
University  Education (THE) with the |international cooperation at all levels -
Rankings participation of the students, faculty, university staff (7.5%).

information group Thomson
Reuters.

3 /QS World- | Annually compiled by The ranking is based on six criteria (the
University- | Quacquarelli Symonds and |importance of the criterion is given in
Rankings includes 100 best descending order): 1) academic reputation —

universities in the world. 40% of the total evaluation; 2) employer's
attitude towards university graduates — 10%
of the total evaluation; 3) the level of citation
of university staff publications — 20%; 4) the
ratio of students to teachers — 20%; 5) the
number of foreign students at the university —
5%; 6) the number of foreign teachers at the
university — 5%.

4 |International |It is conducted by the The place of universities in the ranking is
ranking of  |research group from Spain |assessed by the quality of the university
universities | "Laboratoriode Internet". | website reflecting the educational and
Webo- Includes 4000 of the best | scientific achievements of the university. The
metrics universities in the world. methodology is based on 4 criteria:
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No Title Features Criteria for calculating the rating position

1. Website size (size — S) — total number of
pages on the website (weight — 25%);

2. Quotability/visibility (visibility — V) —
number of unique hypertext links to the site
from other resources (weight — 50%);

3. "Rich" files / data files (richfiles — R) —
number of files of publications of scientific
works and research results (weight — 12.5%);
4. Number of scientific publications of the site
and links to them by other authors, which are
collected from Google Scholar database (Sc
weight — 12.5%).

All four criteria (the given values — criterion
V, criterion S, criterion R and criterion Sc) are
summed up taking into account weightings:
4 x criterion V + 2 x criterion S + 1 X
criterion R + 1 x criterion Sc

A university that is positioned as competitive and innovative should
perform new functions:

- innovation and venture capital, associated with the introduction of
innovative products created by the university into specific business practices;

- entrepreneurial related to the development of economic independence of
the University, the ability to profitably and competitively promote the results of
its educational, scientific and production activities in the regional, national and
international markets;

- support of an educational career, development of the system of
continuous education and inclusion of "service" in it;

- cluster, related to the positioning of the university as an ideological and
innovative educational center of regional development [12, p. 37-38].

The brand, which i1s formed on the basis of the model of innovative
university, is designed to transmit the above mentioned functions through the
values, which are the core of the brand itself. The key values of such a brand
should include: entrepreneurial activity, commercialization, strong corporate
culture, etc.

While forming the brand capital of the university, it is necessary to follow
the following principles (Table 2).

The conducted analysis of the influence of the brand on the
competitiveness of the university allows us to offer a modified approach to the
evaluation of brand capital of the university in six groups of parameters (both
individually and in aggregate) taking into account the weighting factors:

1) educational activity (0.2);
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2) research activities (0.2);
3) social environment of the university (0.15);
4) international activities (0.15);
5) university brand (0.15);
6) innovation and entrepreneurship (0.15).
Table 2
Principles of forming a university brand

# Principle Description

—

The principle of continuity of|Even when a brand is already considered to be
the university brand creation |successful, further work on its improvement is needed.
activities

2 | The principle of targeting brand | Each university is unique in its own way, so brand
building programs formation should be individual for each institution.

3 | The principle of orientation of|Act on the principle of "the client is always right",
brand formation programs |regularly monitor potential students and employers for

towards consumers their perception of a "successfully functioning
university".
4 | The principle of partnership|Maintain partnerships with students, introduce an
with clients information accessibility system at the university.
5 |Synergistic principle The conclusion is to ensure mutual coordination and

mutual complementing of different marketing directions

6 |[The principle of parallel|Brand formation takes place simultaneously and in
organization of brand formation |parallel in the internal and external environment of the
programs university.

7 | The principle of adaptability of | Adapting the process of formation of the university brand
the university brand formation |to the current and changing environment conditions, both
programs external and internal.

The group Ne 5 includes the following parameters of the university brand
(Table 3) [4].

In accordance with the proposed modified approach of brand capital
assessment we will analyze the history of brand capital formation of KNUTD
and the degree of its implementation at this stage.

Kyiv National University of Technologies and Design (KNUTD) is a
multi-disciplinary educational and scientific-innovative complex with a widely
developed infrastructure and modern material and technical base, which
provides multi-level training of qualified specialists in various specialties. The
University is a flagship in the field of training specialists for light and chemical
industries, fashion industry, business, art and technical modeling and design of
industrial products, art, economics and consumer services, law, etc. This is one
of the oldest higher educational institutions of technological profile in Ukraine.
The University has a number of unique scientific schools engaged in scientific
and innovative activities and recognized both in Ukraine and abroad.
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Table 3
Parameters of the Brand Group in the modified brand equity
valuation tour of the university

Estimated parameter W qlghto Data Sources
criterion, %

University Brand 0.15
b1. University contribution to the formation of Own data
national elites — academic, public administration, 0.3
business.
B2. Level of quality and efficiency of university 0.3 Website assessment tools
communications with target audiences. ' and social media data
B3. Level of media activity of the university, Social network data:
public activity of the rector and representatives of 0.3 Facebook, Telegram,
the university during the calendar year. Instagram
Bb4. Level of perception of university research Scopus and Web of
activity results by international academic 0.3 Science data
community.
B5. Level of perception of results of research Google scholar data
activity of the university by Ukrainian academic 0.3
community.

Kiev National University of Technology and Design was founded on April
17, 1930 by order of the Supreme Council of National Economy Ne 1240 as an
Institute of Leather Industry. This date can be considered as the starting point of
the history of the university in the formal approach, because research into the
origins of training indicates that in fact it should have been attributed to the
beginning of the XIX century. when the professional training of craftsmen who
produced goods from leather, fur, textiles by hand and cooperative methods
(Figure 2).

The analysis of brand-capital potential development of separate
components of KNUTD has proved that during the historical period of its
existence (1930-2020) there was a constant growth, which mainly took place
before 1992 due to internal activation of social factors, development and
implementation of complex programs to activate educational activities,
implementation of complex measures for transition from unprofitability to
competitive stability. The data in Figure 2 shows that the NGTTC is developing
dynamically in accordance with rapidly changing requirements of the time. As
evidenced by the data of Figure 2 KNUTD received the initial stimulus in its
development in 1992, when the Kiev Institute of Light Industry was accredited
at the fourth (highest) level of special training and renamed the State Academy
of Light Industry of Ukraine, and then in 2001 — the Kiev National University of
Technologies and Design (KNUTD), which testifies to the national and
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international recognition of the results of the university and its significant
contribution to the development of national education and science.

Number of faculties / specialties

1930 1935 1939 1944 1992 1999 2001 2020
Kyiv . Kyiv Kyiv . Kyiv . State Kyiv State Kyiv National
Polytechni Institute of Technologi  Technological Academy of University of University of
cInstitutc  Leather  cal Institutc  Institute of Light Lisht Technology and Technologies and
of Leather and Shoe of Leather Industry Industry of  Desien . gles ¢
Industry  Industry and Shoe Ukrai Y = Design
Industry .
Legend: @ - number of faculties, institutes O - number of specialties

Source: [4; 5; 6].
Figure 2. Historical digression of the KNUTD brand development

In addition to international rankings of universities, there are several
national domestic rankings "Top-200 Ukraine", Consolidated ranking of free
economic education of Ukraine, TOP 10 best Kyiv free economic education. In
the used calculation methodology, university activity is assessed using an
aggregate indicator (integrated index) (Figure 3).

Direct measurement (80%), expert assessment of the quality of graduate
training by representatives of employers and academia (15%), as well as using
international scientometric and webmetric data (5%). The integrated index is
represented by three components: the quality of scientific and pedagogical
potential, quality of education, international recognition [13; 14; 15] To
determine the degree of realization of the brand capital of KNUTD, a
comprehensive approach to estimating their value is proposed, where based on
the application of the proposed modified approach, university brand positioning
maps are developed by parameters: the size and degree of realization of brand
capital.
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Figure 3. Map of brand positioning of the capital's higher education
institutions on the educational services market

According to the results of these assessments, since the first publication of
the ratings (2012) KNUTD took 200 places in the ranking of TOP 200: from 24
(2014) to 31 (2019), in the ranking of "Best Higher Education Institutions of the
Capital of Ukraine" — 67 places, respectively. The Osvita.ua information and
education resource in 2015 compiled a consolidated rating of higher educational
institutions of Ukraine, which used the most authoritative national and
international ratings of higher educational institutions of Ukraine among experts
and the media: "Top 200 Ukraine", "Scopus" and "Webometrics", each of which
uses different criteria for evaluating higher educational institutions. According
to the results of this assessment, in 2019 KNUTD received the following rating
places: according to the "Top-200 Ukraine" — 32nd place, "Scopus" — 32nd,
place in the general rating — 3 1st, the final point — 140 [14].

According to the constructed map of brand positioning (Figure 3) KNUTD
except for the well-known leaders of higher education (Kyiv National University
named after M.V. Lenin). Shevchenko Kiev National University, "National
Technical University of Ukraine" Kiev Polytechnic Institute", National
University of Bioresources and Environmental Management of Ukraine,
National Aviation University) is also in the elite segment, but to get closer to
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prestigious universities need to strengthen the reputation among employers. A
high image on the labour market and the educational services market will
increase the success of graduates, as well as the cost of education, in order to
increase investment in the development and implementation of new information
technologies in the educational process. Thus, an effective product offering of
KNUTD brand can be formulated: an innovative university, which implements
modern information technologies of education, is a flagship in science, has a
high reputation among employers and ensures the success of graduates on the
labor market.

Looking at the TOP-200 universities on the parameter "Brand" of the
analyzed rating and taking into account the above mentioned modified model of
brand capital evaluation, the following conclusions can be drawn:

1) basically all Ukrainian ratings in the TOP-200, ratings of the best brand
capital are presented by the same universities;

2) the ratings take an important, but not the main place in the formation and
formation of the university brand;

3) the university brand should be based on professionalism and high
qualification of the faculty;

4) human resources should be put as a basis for forming the brand;

5) in the modern market of educational services there is a tendency to
increase the importance of the university brand in conditions of competition
between educational institutions;

6) constant work of the university in the direction of brand strengthening is
necessary.

The following activities can be singled out among the tools: expanding
international partnership with universities and enterprises, offering new types of
educational services, conducting PR-companies, offering potential students
additional education and training courses, building partnerships with students, as
well as improving the recognition of the university brand.

Conclusions and suggestions for further research. The main idea of
KNUTD positioning is dual education, which is based on a harmonious
combination of training of future specialists both within the walls of the
university and at the enterprise. The idea of positioning the university brand is
designed to incorporate the values of academic and corporate culture, which are
synthesized in its mission. The proposed structure of the brand platform of the
university allows to develop the values of the university culture also projected to
the external and internal audience through the brand of the educational
institution. The functional model of an innovative university can be considered
as an economic engine. It is this category of universities that should form a
competitive brand on the basis of the model of an innovative university and fight
for inclusion in the cohort of world-class universities.
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Introduction. The active use of the
institution of public-private partnership
(PPP) allows us to distinguish PPP
from the totality of financial and
economic relations between the state
and the private sector based on the
principles of equality and freedom of
PPP participants, stability of the
agreement and its  flexibility,
responsibility of the  parties,
competitiveness, non-interference,
incentive and guarantees, retribution.
The research hypothesis. The
algorithm for selecting and assessing
the effectiveness of projects in the road
transport market to select the most
effective form of financing with the
participation of the state and the
private sector will create conditions for
attracting private investment in the
development of transport infrastructure
on the basis of public-private
partnership.

The purpose of this article is to
improve the system of public-private
partnership in the market of road
transport services.

The methodology of the study:
expert, statistical, comparative, factor
and scenario analysis; empirical data
analysis using grouping, generalization
methods.

Results. An algorithm for selection and
evaluation of the efficiency of projects
in the sphere of the road service market
to select the most effective form of
financing with the participation of the
state and the private sector has been
proposed and tested, in particular: four
alternative options for project financing
to select the optimal one (state order,
life cycle contract (LCC) without extra-
budgetary financing, LCC with extra-

budgetary financing, concession
agreement);  clarification of the
methodology  for  evaluation  of
commercial, socio-economic  and

budgetary indicators of the road service
market.

Conclusions. Theoretical provisions
developing the methodological basis of
public-private partnership were
formulated, including: the concept of
public-private partnership was defined
and its main principles were
highlighted; classification of PPP
forms and models was proposed taking
into account the existing world and
national practice; methodological tools
for evaluation of PPP projects
efficiency were improved.

Keywords: public-private partnership;
life  cycle contract; automotive
services.
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Beryn. AKTHUBHE BUKOPHCTaHHS
IHCTUTYTY NEP’KaBHO-IIPUBATHOTO
naptaepctsa (I1I1) nqo3Bonse BuainuTH
JIIIT 3 yciei cykynHoOcTi (1HAHCOBO-

C€KOHOMIYHHMX BIJIHOCHH J€pKaBH 1
OpPUBAaTHOTO  CEKTOpa Ha  MIiJACTaBi
OPUHLMIIB  pIBHOCTI 1 cBOOOIHU

yuacaukiB JIIII, craGinpHOCTI yromu i
HOrOo  THYYKOCTI,  BIJIMOBIIALHOCTI
CTOpIH, KOHKYPEHTHOCTI, HEBTPYUYaHHS,
CTUMYJIIOBaHHS 1 TapaHTIH, OMJIaTHE.

I'inore3a  jgociigkeHHs.  AJITOpUTM
BIIOOPY Ta  OIIHKKM  €(PEKTUBHOCTI
NPOEKTIB HA PUHKY IMOCIYT aBTOMOOLIb-
HOTO TPAHCIIOPTY LTSI BUOOPY HAMO1IBII
epexkTuBHOT (QopMHu (piHAHCYBaHHS 3a
y4acTIO JIep>KaBH 1 MPUBATHOTO CEKTOpa

JO3BOJIUTH ~ CTBOPUTH  YMOBU  JUIA
3aJy4yeHHS MPUBATHUX I1HBECTHULINA Y
PO3BUTOK TPAHCIOPTHOI 1H(paACTPYyK-

TYpH Ha OCHOBI JEepXaBHO-IPUBATHOTO
apTHEPCTRA.

MeTo10 1aHOI CTATTI € YIOCKOHAJIECHHS
CUCTEMH JIEpKABHO-IPUBATHOIO MapT-
HEPCTBA HAa PUHKY IMOCIYT aBTOMOO1JIb-
HOT'O TPAHCIIOPTY.

MeToau JoC/IiZKeHHsI: BUKOpPHUCTaHI
CKCIIEPTHUN, CTATUCTHYHUH, TOPIBHSIb-
HUM, (aKTOpHUIA 1 CLEHApHUU aHai3;
aHaJi3 eMIIPUYHUX JaHUX 33 JOTIOMOTOIO
METOJIIB YTPYIIOBAHHS, y3arajJbHEHHSI.
Pe3yabTarnm. 3anponoHOBaHO 1
anpoOOBaHO aNTOPUTM BiIOOPY

Ta OIIHKU €(EKTUBHOCTI IPOEKTIB B
chepl pUHKY aBTOMOOUIBHUX TOCTYT
JUTsi BUOOpy HaiOubi epexkTuBHOI op-
MU (1HAHCYBaHHS 32 y4acTIO JE€P’KaBH 1
IPUBATHOTO CEKTOPa, 30KpeMa 3arporio-
HOBaHI: YOTUPHU aIbTEPHATHBHI BapiaH-
T (PIHAHCYBaHHA IMPOEKTY JUIsl BUOODPY
ONTUMAJIBHOTO 3 HUX (JepKaBHE 3aMOB-
JICHHS, KOHTPAKT JKUTTEBOTO IUKITY
(KOKII) 6e3 mozabromxeTHOTO (hiHAHCY-
BanHsa, KXXI[ 3 nmozabromkeTHux ¢inan-
CyBaHHSM, KOHIIECIMHY yTromay); YTO4-
HEHHS METOAUKHU OLIHKHA IIOKA3HHUKIB

KOMEpIIIHOI, COLIaJIbHO-€KOHOMIYHOT
Ta OM/KETHOI  €(QEeKTHUBHOCTI, IO
JO3BOJISIIOTh ~ BpaxyBaTH  crenu@iky

npoektiB JAI1IT; iHTerpanbHuii Moka3HUK
JUTSI 31CTaBIICHHS 3a3HAYEHUX BapiaHTIB 1
BUOOpY HANOUIBII ONTUMAJIBHOTO 3 HUX.
BucnoBkn. CpopmysiboBaHO TEOpPETHY-
Hi TOJOXEHHsI, 110 PO3BHBAIOTh METO-
JUYHI OCHOBU JEp>KaBHO-IIPUBATHOTO
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NOHATTS JIeP>KaBHO-TIPUBATHOTO MapT-
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Kuro4oBi cioBa: 1epkaBHO-IIPUBATHE
NapTHEPCTBO;  KOHTPAKT  YKUTTEBOTO
[UKITY; aBTOMOO1JIbHI TIOCTYTH.
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Formulation of the problem. The most progressive way to increase the
efficiency of the state's performance of public functions is the public-private
partnership (PPP), which provides for the transfer of economic, organizational
and management functions to private business in the production of public goods,
provision of public services to the population, management of state property.
This is legislated by a number of laws and by-laws (the Law of Ukraine "On
Public-Private Partnership" [1]; the Law of Ukraine "On Amending Certain
Laws of Ukraine regarding the Removal of Regulatory Barriers to the
Development of Public-Private Partnership and Stimulation of Investments in
Ukraine" [2]; the Law of Ukraine "On Concession" [3], etc.). These documents
substantiate the architectonics of the organizational and legal basis for
interaction of state partners with private partners and business; determine the
basic principles of public-private partnership on a contractual basis.

The development of public-private partnership in Ukraine, given the
limited financial resources of the state, should become one of the factors of
economic growth and development of its infrastructure sectors. It is assumed
that budget investments in the economy should stimulate private investment
growth and contribute to the formation of modern transport and engineering
infrastructure. One of the reserves for optimizing the structure of budget
expenditures is the active use of mechanisms of public-private partnership,
which allows to attract investments and services of private companies to solve
state tasks.

The advantages of public-private partnerships are confirmed by the practice
of their use in foreign countries. In particular, PPP makes it possible to attract
financial resources from the private sector in industries and spheres of activity
under the state responsibility, to use the experience of private structures to
improve the efficiency of public property management, and also promotes the
introduction of innovative technologies in capital-intensive industries.
Implementation of the first PPP projects in Ukraine has started relatively
recently, mainly in the infrastructure sector (transport, energy, housing and
utilities sector, etc.). At the same time, the analysis of their implementation
process reveals the insufficient level of theoretical, legal and methodological
support for PPP in Ukraine, which prevents successful implementation of such
projects.

An analysis of recent research and an unresolved part of the problem.
In the domestic literature on the topic of public-private partnership and its
mechanisms of use, the most significant are the works of R. Kucher [5],
M. Solodarenko [6], Y. Pashchenko [7], K. Lernichenko [8] and others. The
works of Graeme H., Carsten G. can be noted in foreign literature on the topic of
PPP. H. Graeme, G. Carsten [9], G. Fishbein, B. Suman [10], A. Quium [11],
T. Frye, A. Shleifer [12], as well as materials and publications by specialists of
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the World Bank, International Monetary Fund, consulting organizations,
departments responsible for implementation of PPP projects in foreign countries.
Despite the high degree of development of the problem of implementation of
PPP projects abroad, this problem requires detailed analysis and generalization
from the standpoint of the specifics of the national economy. In recent years,
there is an increased interest to this topic in the Ukrainian scientific
environment. At the same time, the available publications are mainly of
theoretical, fragmented nature. In this regard, the conceptual apparatus and
methodology in this field need to be developed; the theoretical generalization of
the first results of PPP projects implementation in Ukraine is necessary. It is also
necessary to identify the main problems of implementing PPP in the system of
providing socially important services, including motor transport, and develop
specific proposals for their solution in order to improve the efficiency of budget
funds use and development of this sector of the economy.

The aim of the article is to improve the system of public-private
partnership in the market of automobile transport services.

Research results. Legislation in Ukraine identifies 11 main areas of PPP,
which include: construction and / or operation of highways; provision of socially
important services to the population, which include road transport services.
Efficient functioning of the road complex is the main condition for
modernization of the Ukrainian economy and improvement of the quality of life
of the population, the activity of which is carried out in accordance with the
Concept of Long-term Social and Economic Development of Ukraine until 2050
and the Transport Strategy of Ukraine for the Period until 2030 [4] and other
strategic documents on transport development.

The successful functioning of the road transport complex depends on the
coherence of the work of executive authorities, enterprises and organizations:
public and commercial carriers, repair factories, petrol stations, bus stations,
motor stations, logistics enterprises and road services.

One of the directions of GPT system reforming is introduction of strategic
management elements [6]. The highest level of management is public
authorities. At this level, the task of organization of centralized transportation
management on a single base with the possibility of effective data exchange
between dispatching and information systems of different ministries and
departments, ensuring coordination of transport and other subdivisions of city
services during the performance of functional tasks is solved. Functions of road
transport regulation should be assigned to an organization (government agency)
that will be administratively independent from the carriers. This agency should
concentrate all primary information about the city's transport operations,
collected by technical means, the reliability of which will not depend on the
human factor.
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It is reasonable to assign such basic functions to the state institution of road
transport management:

- formation of indicators of planned work and schedules of rolling stock
movement on the route network;

- fixing the actual work of the rolling stock and operational dispatching
control of traffic on the entire route network;

- preparation of reports on the work of the rolling stock on the line to cover
the losses of carriers from the budget (for work on social routes).

The transport policy of the state in the field of GPT as a whole should be
based on the principle of distribution of state regulation functions of the region
and performance of economic functions. At the same time, the state, reducing its
participation as a business entity in competitive sectors of the road transport
services market, should improve the efficiency of intersectoral regulation in
transport, directing it to improve the quality of service and reduce public costs
associated with transport activities.

During the formation of a promising financial and economic model for the
functioning of road transport, the State is called upon to address the following
tasks:

- make it impossible to create unjustified competitive advantages for some
operators over others;

- to reduce monopoly spheres of activity with gradual replacement of direct
state regulation (including by means of tariff setting) by market regulation
methods (including by methods of antimonopoly regulation and control);

- when subsidizing certain types of activities, to ensure a transition from
covering losses of transport operators to the purchase of transport services or to
targeted compensation of consumers of transport services.

The improvement of the system of SPT regulation should, in our opinion,
cover a number of important areas.

One of the promising areas of improving the efficiency of the transport
industry in general and SPT in particular is the attraction of private capital in the
form of public-private partnerships. The PPP mechanism also makes it possible
to overcome the limited opportunities for financing infrastructure projects. With
the help of the PPP mechanism, it is possible to optimize the distribution of risks
between the state and private sector, to establish effective control over the use of
budgetary funds. It was important to keep in mind the advantages of PPPs, such
as the distribution of public and private sector obligations, the sustainability of
their interaction, ownership of assets and profit sharing.

The main features of the institution of public-private partnerships for road
transport service provision are:
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- unification of possibilities of the state and private business for general
provision of socially significant services and implementation of socially
significant projects;

- finding the optimal balance between two extremes - 100% state provision
of services and their full privatization;

- preserving the PPP object (depending on the source of investment and
creation of this object) in public or private ownership;

- direct regulation of activities of the sole operator of transport services
where it is impossible or unreasonable to develop competitive environment;

- transparency of relations between the state and private sector and
competitiveness in the choice of commercial contractors.

When assessing the feasibility of implementing a PPP-based project in each
case, it is important that the higher cost of attracting financing is compensated
by an increase in the efficiency of project implementation through a better
distribution of risks and introduction of new technologies. In the world practice
for these purposes is used indicator of comparative cost (Public comparator,
PSC), not without disadvantages.

The main directions of the development of the transport system of Ukraine
are determined in the approved program documents based on the needs of the
development of the economy as a whole and the need to eliminate "bottlenecks"
on the transport network, on the basis of which a list of objects can be formed,
and thus the problem can be presented in the form of a diagram according to
Figure 1.

Possible schemes of project implementation depend mainly on the level of
its profitability as well as on the level of project risks. Implementation of a
complex contract, uniting several stages of the object's life cycle (LC) can be
carried out both without attracting extrabudgetary funding and with its
involvement. Methodological recommendations on efficiency assessment of
investment projects do not take into account the specifics of PPP and do not
establish any order or algorithm of decision-making on the implementation of
projects based on PPP as an alternative to the public order.

In this connection, an algorithm of project selection has been proposed that
provides for comparison of the following implementation options (both for
projects with and without income flow), taking into account project risks
(hereinafter — options 1 — 4 respectively):

1) the traditional state order which assumes the conclusion of separate state
contracts for each stage of life cycle of object (estimation of cost of realization
of the project on the given variant taking into account risks corresponds to PSC
indicator used in world practice);

2) CGC without extra-budgetary funding;
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3) CGT with attraction of extrabudgetary funding, with reimbursement of

costs and cost of financial resources to a private party at the stage of operation;

4) Concession with reimbursement of costs to the private party from the
flow of income from the object, including state support at the stage of market

entry.

National Transport Strategy of Ukraine for the period until 2030

= =

State program "Development of road system"

T 1

Individual objects of transport infrastructure (construction,
reconstruction, repair, maintenance, operation)

Requirements to the project
by the state criteria:
Socio-economic efficiency
Budget efficiency
Commercial (financial)
efficiency

~

Algorithm for

selection and
\|  evaluation of project

performance

Selection of
implementati

on
mechanism

Requirements to the project
by the investor

Criteria:
Commercial (financial)
efficiency

Detailed project structuring, re-check
of project implementation efficiency

D

Competitive procedures

—_ =

Project realization

Source: proposed by the author.
Figure 1. Selection of mechanism for implementation of PPP projects
in the automobile transport services market

The efficiency of projects for their subsequent selection and ranking is
assessed on the basis of commercial (financial), socio-economic and budgetary
efficiency. Calculation of these indicators can be carried out in accordance with
current methodological documents (indicators of net present value (NPV),
internal rate of return (IRR), payback period (PBP) and discounted payback
period (DPBP) for the project as a whole, as well as these indicators for budget
cash flows (VNPV, VIRR, VRVR) and economic cash flows (ENPV, EIRR,
ERVR), taking into account the following clarifications due to peculiarities of

PPP projects implementation:

- inclusion of the project debt sustainability indicators (DSCR and PLCR

debt coverage ratios) in the calculation of commercial efficiency;
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- calculation of social and economic efficiency based on monetization of
external effects (monetary conversion) with subsequent inclusion in the financial
model.

At the same time, the commercial efficiency indicators, including debt
sustainability, are the criteria of feasibility and attractiveness of the project for
the investor, but not the efficiency of the PPP project in the automobile market
for the government and society as a whole, therefore, their consideration as one
of the criteria for comparing the projects when deciding on the implementation
mechanism seems inappropriate.

Therefore, when choosing the implementation option, it is proposed to be
guided by the criteria of budgetary and socio-economic efficiency during the
project implementation period. The PPP option is considered when the financial
efficiency values are positive. As an integral performance indicator (Eint), it is
proposed to use the arithmetic sum of NPV of the budget and socio-economic
performance indicator, since a large benefit for the budget (BNPV) can
compensate for a lower socio-economic performance of the project as a whole
(ENPV), and vice versa. In this case, the sum of these indicators reflects the
benefit of the state and society as a whole, in accordance with equation (1).

E,. = BNPV + ENPV. (1)

The variant with the highest value of the integral efficiency indicator is
chosen as the most optimal one. Taking into account the above, the algorithm
for selecting and assessing the effectiveness of transport infrastructure projects
to determine the form of financing can be presented in the form of the following
scheme in accordance with Figure 2.

Implementation
option

=]
Prolect E [ BNPV.BIRR,BPBP, |
. g ENPV.EIRR, EPBP>] Eint
- 9
= 2 by
E £ ves & % | BNPV.BIRR, BPBP, :
g |l State order _o5| NPV.IRR.PBP, [=—>% Z | ENPV.EIRR, EPBP.?| Fint
g € | DPBP.DSCR. PLCR [ & 2
gl | . = | ve. 5 2 | BNPV.BIRR, BPBP,
% ﬁﬁ'&ifarw”t!:;‘gi;"“a _.}'5 NPV, IRR, PBP, I &% | ENPV.EIRR EPBP={ Eimt [ ~
A seaty £ [7Z|DPBP, DSCR, PLCR |21 £ e
E T e g | ys.& | BNPV,BIRR, BPBP, -
gl sk toe D LyS| NPV.IRRPBP, [T -2 ENPV.EIRR, EPBP™| Eint |8 &
= I ~ | DPBP, DSCR, PLCR ——>: =
8' K. Concession |
—> *——>1 Option not considered

Source: proposed by the author.
Figure 2. Algorithm for selection and evaluation of project effectiveness
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For approbation of the proposed algorithm of selection and efficiency
assessment of the projects, the investment project on provision of PAT
"CONNECTOR" transport automotive services for penitentiary system
enterprises was considered.

The calculations performed by the author have shown the realizability of
variants 3 and 4 for the investor (variant 4 is more profitable — NPV for the
investor makes UAH 2 80.0 m, against UAH 16.0 m in variant 3, IRR — 15.8%
against 12.3%). Debt sustainability indicators are acceptable for financing
organizations in option 3 (minimum DSCR values = 1.1 LLCR = 1.23 PLCR =
1.3), and may be unacceptable for financing organizations in option 4 (minimum
DSCR value = 0.88 in the first year of project implementation). Estimated
budgetary and socio-economic performance indicators for the above options are
presented in accordance with Table 1.

Table 1
Value of performance indicators for different options of project
implementation (for the period up to 2050)

Indicator | Casel | Case2 | Case3 | Case4d
Budget efficiency
BNPV, UAH million -13872,4 | -12831,7 | -6852,3 | -18630,8
BIRR, % 3,6 4,1 4,3 -
BPBP, years 19 20 21 25
BDPBP, years 33 31 rona 30 35
BBCR, coefficient 0,85 0,87 1,00 1,01
Socio-economic efficiency
ENPV, UAH million -1 537,7 383,0 6362,4 -6 313,1
EIRR, % 5,6 6,1 7,1 4,4
EPBP, years 19 18 18 19
EDPBP, years 29 25 24 29
Integral index

Eint | -16413,1 | -13537,7 | -5889 | -25857,9

Source: proposed by the author.

Calculation of integral efficiency index for the analyzed project shows the
highest efficiency of variant 3 implementation (Eint = - 219.9 million UAH with
the project implementation term of 26 years). It should be noted that when
extending the time interval for 12 years (the period between overhauls) the
indicator takes a positive value, which indicates a long payback period even for
projects of state and society as a whole.

Based on the analysis, the following conclusions can be drawn:

- the best option for the state to implement the project is Case 3 (LCD with
attraction of extra budgetary funding);
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- financial performance indicators indicate that the project is feasible for
the investor as well as for the financing organizations (in terms of debt coverage
ratios);

- the option based on concession with direct fee collection is more
profitable for the investor, but less profitable for the state and society, which
confirms the need to compare both PPP options within the selection algorithm;

- the project even with monetization of external effects shows positive
budgetary and socioeconomic efficiency only for a sufficiently long period of
time, which indicates the importance of monetization in the calculation of
performance indicators.

The performed calculations allow us to say that the proposed project
selection algorithm can be used when making decisions on the form of project
financing with the participation of the state and private sector.

Conclusions and suggestions. Implementation of the proposed measures
on improvement of mechanisms for financing of projects on development of
automobile services market on the basis of PPP, including development of
methodological tools for selection and evaluation of projects efficiency,
improvement of regulatory regulation of PPP, as well as development of tools
for financing and activation of attraction of private investments into PPP
projects, will contribute to improvement of efficiency of financing of
automobile services market, attraction of private investments and introduction of
new technologies in this sector.
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Introduction. The transport industry and
its supporting component — transport
infrastructure are extremely important for
ensuring the innovative development of the
country. This is due to the fact that the
operation of transport infrastructure,
transport networks and vehicles covers
almost all types of innovations: product,
procedural, marketing, management.

The hypothesis of scientific research is
finding out that the results of the transport
industry obtained in the course of
inovation activities extend to other sectors
of the economy (there is a so-called
diffusion of innovations).

The aim is substantiation of the
architecture of the national innovative
transport HUB as a system of state
regulation of innovative development of
transport infrastructure.

The research methodology is comparative
analysis and graphical method — to reflect
trends in  transport  infrastructure;
systematization and classification — for the
classification of structural elements of
transport infrastructure; system approach —
for the formation of theoretical foundations
of state  regulation of  transport
infrastructure in the system of economic
knowledge; modeling — to substantiate the
model of innovative development of
transport infrastructure.

Results: the main factors determining the
conditions and nature of forced internal
migration in Ukraine in 2014-2017 were
determined. The main directions of forced

internal migration since the beginning of
hostilities in the Donbass were determined.
The emergence of regional asymmetry of
migration processes at the level of
aggregate migratory flows is investigated
developed a model of innovative
development of transport infrastructure in
the form of national innovative transport
HUB as a system of state regulation of the

hexagon of individual components:
innovation-production, resource-energy,
environmental, investment, international

and social, the use of which will create
integrated into the world transport network
safe, interactive, innovative and efficient
transport infrastructure of Ukraine, increase
the level of competitiveness of the national
economy.

Conclusions: the concept of innovative
development of transport infrastructure is
specified; a systematic analysis and
classified models of state regulation of
transport  infrastructure, proposed a
theoretical and methodological approach to
the formation of national innovative
transport HUB as a system of state
regulation of innovative development of
transport infrastructure, the implementation
of which will bring the level of their
provision and infrastructure to European
standards. environment, to ensure socially

responsible innovative development of
transport infrastructure.
Keywords:  innovative  development;

transport infrastructure; national innovative
transport HUB; state regulation.
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JTEPKABHOI'O PETI'YJIIOBAHHSI
VJIK 338.49:656.078.1 THHOBAIIHOT' O PO3BUTKY

TPAHCHOPTHOI IHOPACTPYKTYPH
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O. IMUTPIEBA'

! Xapxkiscokuii

HAYIOHAbHUU asmomooinbHO-

00podICHIll yHigepcumem, YKpaina

Beryn. TpancnopTHa ramyss Ta ii 3a0e3mne-
YyIOUM CKJaJoBa — TpPAaHCIOPTHa iH(pa-
CTPYKTypa MalOTh BHHSTKOBY BaXXJIUBICTb
IU1s 320€3MeUeHHs] IHHOBAI[IHHOTO PO3BUTKY
kpainu. lle mosicHIO€TBCS 3 THUM, WIO
¢GyHKIIIOHYBaHHS O0'€KTiB TpPaHCIOPTHOI
1IHQPACTPYKTYypH, TPAHCIOPTHUX MEPEXK 1
TPaHCIOPTHUX 3aco0iB OXOIUTIOE MpakK-
TUYHO BCl BHJM 1HHOBAIlIM: MPOJYKTOBHX,
npolecyalbHHX, MapKETUHTOBUX,
YIPaBIIHCHKHX.

l'imore3a HaykoBOro [mOCJiIKeHHS €
3’siICyBaHHA, IO OTPUMaHI B XOJ1 IHHOBA-
[iHHOT NisNIBHOCTI pe3yJbTaTH TPAHCIPTHOL
ragysi TOIMIUPIOIOTHCA Ha IHII Tamy3i
eKOHOMIKM  (BimOyBaeThCs, TaK 3BaHa
nudy3is iIHHOBAIIIN).

MeTtoro € OOIrpyHTYBaHHS apXiTEKTOHIKH
HaIIOHAJBHOTO 1HHOBAIIMHOTO TPaHCIOPT-
Horo HUB sk cucremu nep:kaBHOrO pery-
JIOBAaHHS 1HHOBAI[IMHOTO PO3BUTKY TPaHC-
HOpTHOT iHQPACTPYKTYPH.

MeTo10J10Ti€I0  JOCJITKEHHT € TIOpiB-
HSAJTBHUNA aHami3 1 rpadiyHuid METOJ — AJIs
B110OpaKeHHS TEHJCHIIN PO3BUTKY TpaHC-
nopTHOI 1H(PACTPYKTYpH; CUCTEeMaTH3aLlis
1 xmacudikamis — aisa kiaacudikamii CTpyK-
TYpPHHUX €JIEMEHTIB TpaHCHOpTHOI iH(]pa-
CTPYKTYPH; CUCTEMHHH Minxix — aias ¢op-
MyBaHHS TEOPETUYHUX OCHOB JEPKaBHOTO
peryIloBaHHS TPAaHCHOPTHOI 1HPPACTPyK-
TypH Y CUCTEMi €KOHOMIYHUX 3HAHb; MOJE-

JIOBaHHSA — M OOIPYHTYBaHHS MOJENI
IHHOBAL[IHHOTO  PO3BUTKY TPAHCHOPTHOI
1IHQPACTPYKTYpH.

Pe3yabTaT: po3po0JICHO MOnENTb 1HHOBA-
IIfHOrO PO3BUTKY TpPaHCHOPTHOI iH(pa-
CTPYKTYPH Y BUTJISAJII HAI[IOHAIBHOTO 1HHOBA-
niitnoro TtpancnoptHoro HUB sk cuctemu
JIEP>)KaBHOTO PETYJIOBAHHSA LIECTUKYTHUKY
OKpEMHUX CKJIQJOBUX: 1HHOBAIIIHO-BUPOOHU-
40i, PECYypCHO-CHEPreTUIHOi, EKOJIOTIUHOI,
IHBECTUIIIITHOT, MI>KHAPOJHOI Ta COIIAIBHOI,
BUKOPDHCTAHHA $KOi O3BOJIUTH CTBOPUTHU
IHTErpoBaHy /10 CBITOBOI TPAHCIIOPTHOI Mepe-
XK1 Oe3reuHy, 1HTepaKTUBHY, IHHOBAIIIHY Ta
e(EeKTHBHY TpPAaHCIOPTHY 1HPPACTPYKTYPY
VYkpaiau, TABUIMUTH PIBEHb KOHKYPEHTO-
CIIPOMO’KHOCTI HaIlIOHAIBHOT EKOHOMIKH.
BuCHOBKH: yTOYHEHO TOHATTS I1HHOBAIlIM-
HOT'O PO3BUTKY TPAHCHOPTHOI iH(PaCTPyKTy-
pH; TIPOBEICHO CUCTEMHUW aHai3 1 KIacHh-
¢bikoBaHI MO JEPKABHOTO PETyJIIOBAHHS
TPAHCIIOPTHOI 1H(PACTPYKTYpH, 3aMpPOTIOHO-
BAaHO TEOPETUKO-METOIUYHUHN MigXiJ 010
dbopMyBaHHS HAI[IOHAJILHOTO 1HHOBAIIMHOTO
tpancnioptHoro HUB sk cucremu nepxas-
HOTO PETYJIIOBaHHS 1HHOBAIIMHOTO PO3BHUTKY
TPAHCHOPTHOI 1H(QPACTPYKTYpH, peanizaiis
SKOTO JI03BOJIMTH 3a0€3MeYUTH HaOIMKEeHHS
piBHS X HaJaHHA Ta PO3BHUTKY 1H(pACTpPyK-
TypHY 10 €BPONEUCHKUX CTaHIApPTIB, 3MEHIIIH-
TH HETAaTUBHUI BIUTUB HA HABKOJIMIIHE TPH-
POJIHE CepeIoBHINE, 3a0€3MEUNTH COIAIbHO-
BIJIMOBIAAIbHUN  IHHOBAIIMHUIA  PO3BUTOK
TPAHCIIOPTHOI 1HPPACTPYKTYPH.

KalouoBi cioBa: iHHOBaIiifHHMI PO3BUTOK;
TpPaHCHOPTHA 1H(QPACTPYKTYpa; HALIOHATb-
HUM 1HHOBawiiHui TpaHcnoptHuit HUB;
JIepKaBHE PETYIIOBAHHS.
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Formulation of the problem. Innovations play a paramount role in the
development of the transport sector and further increase the efficiency of its
operation. Innovative activities of transport service manufacturers should be
aimed at improving their quality, increasing productivity, increasing the range of
transportation and, ultimately, increasing market share, entering new markets
and at the same time increasing their own flexibility, reducing production costs.

According to the latest CIS (Community Innovation Survey) survey in
Ukraine [1], the share of enterprises engaged in innovation was 14.6%, and the
share of innovation-active transport enterprises — only 7.13% [2, p. 87-92].
Today the innovative activity of transport enterprises of Ukraine is characterized
by negative dynamics, namely: reduction of the number of innovatively active
enterprises, reduction of the share of implemented and developed innovations,
reduction of the number of innovation partners.

An analysis of recent research and an unresolved part of the problem.
Issues of innovative development of transport infrastructure are studied by well-
known foreign and domestic scientists: O. Kotlubay [3], O. Edin, Yu. Tsvetov,
L. Sokolov [4], Yu. Pashchenko, A.Davydenko, L. Chernyuk [5], E. Sich,
V. Ilchuk [6], D. Dabiev, U. Dabieva [7], T. Vermienko [8]. In their works,
these scientists consider such important issues in determining the main factors
influencing the state regulation of innovative development of transport
infrastructure. All these studies allow us to identify the main aspects and issues
that arise in the field of state regulation of innovative development of the
transport sector. Some institutional-organizational and socio-economic aspects
of establishing a system of effective relations between public authorities and
business, innovative development of transport infrastructure remain out of the
attention of scientists and legislators and need to be considered and addressed.

The aim is to determine the main factors influencing the state regulation of
innovative development of transport infrastructure.

Research results. The transport infrastructure includes the following
technological facilities: railways, trolleybuses, trams, domestic air and
waterways, highways and routes, contact lines, overpasses, tunnels, bridges,
railway and bus stations, railway stations, subways, navigable hydraulic
structures, marine , river trade, fishing, specialized ports, port facilities, airports
and airfields of international and domestic communication, navigation facilities,
communication systems, traffic control of all types of vehicles, ensuring the
functioning of the transport complex of buildings, devices, structures, equipment
. Subjects of transport infrastructure: legal entities and individuals of various
forms of ownership, have objects of transport infrastructure and vehicles owned
or used on other legal grounds. In addition to the facilities that ensure the
operation of transport to the actual vehicles include: rail, road, electric urban
land passenger rolling stock, various types of vessels: aircraft, merchant
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shipping or shipping. The transport industry and its supporting component —
transport infrastructure are extremely important for ensuring the innovative
development of the country. This is due to the fact that the operation of transport
infrastructure, transport networks and vehicles covers almost all types of
innovations: product, procedural, marketing, management. The results obtained
in the course of innovation activities extend to other sectors of the economy
(there is a so-called diffusion of innovations). Due to its initial "communication"
purpose — as a means of ensuring material communication between the
territories — the transport industry also affects the balance of innovative
development. First of all, this should be achieved through the technical
development of the industry and the elimination of existing gaps from more
developed countries. The innovative development of the industry should be
aimed at full and effective satisfaction of existing needs in passenger and freight
transportation. Innovations fill the transport industry in the form of
interconnected supply systems, cargo tracking and tracing systems, radio
frequency identifiers, software optimization, etc.

The model of state regulation of innovative transport development in the
form of a national innovative transport HUB is shown in Figure 1.

According to Figure 1, the model of the national innovative transport hub
as a system of state regulation of innovative development of transport
infrastructure is a hexagon of connection and interaction of individual
components: innovation and production, energy, environmental, investment,
international and social, which will implement the main mission of the National
Transport Ukraine's strategy for the period up to 2030 — the creation of an
integrated into the world transport network safe, interactive innovative and
efficient transport infrastructure of Ukraine, the operation of which will meet the
needs of the national economy in transportation, improving business conditions
on the basis of corporate social responsibility to ensure competitiveness and
efficiency economy. The implementation of each of the components is as
follows.

The implementation of the innovation and production component allows to
provide innovation and technology leadership in each segment of the transport
infrastructure. Formal provision of this component is due to the implementation
of regulatory and legal support for innovation in accordance with European
standards; implementation of state programs to support innovation; special tax
regime (tax holidays, subsidies, preferences, reduction of income tax); state
order for innovations; preferential treatment for the import of innovative
equipment; simplification of licensing and patenting; formation of a national
base of innovative technologies.
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The tools for implementing the innovation and production component are
the introduction of transport and logistics technologies by expanding the use of
multimodal transportation, the introduction of e-government to reduce the
workload and simplify administrative procedures for business; introduction of
electronic services of administrative services in the transport sector; securing
Ukraine's place in the top 50 in 2025 and in the top 20 of the world ranking in
the logistics efficiency index (LPI of the World Bank) in 2030 through the
development of a system of multimodal transport and logistics clusters and
logistics centers at borders, ports and airports; ensuring the separation of the
infrastructure operator of PJSC "Ukrzaliznytsia" from freight and passenger
carriers; separation of unusual functions of public administration of the state
enterprise "Administration of seaports of Ukraine"; improving the management
of state assets in aviation infrastructure; ensuring the development of
multimodal transportation technologies, modernization and reengineering of
infrastructure complexes to ensure interactive interaction of different modes of
transport; creation of a network of multimodal transport and logistics clusters,
"dry ports", basic logistics centers, terminals, specialized transshipment
complexes; optimization and proportional redistribution of freight traffic
towards rail and inland water transport.

The target indicators for achieving the planned indicators of development
of the innovation and production component should be: the share of non-state-
owned carriers in railway transport; the percentage of multimodal cargo
transportation is not lower than 10-15% of the transport market; door-to-door
delivery speed and on time; the share of container traffic in the total volume of
traffic; specific weight of mobile dimensional and weight complexes in the total
volume of traffic.

The implementation of the second component — energy allows to increase
energy efficiency in each segment of the transport infrastructure. Formal
provision of this component is due to the implementation of regulatory and legal
support in the field of energy saving and energy efficiency; tariff policy for
energy and heat resources for the industry.

The tools for the implementation of the energy component are the
establishment of a maximum price level for fuel and energy resources for the
needs of the industry; state financing of energy saving and energy efficiency
projects in transport; R&D funding in the field of energy saving and energy
efficiency; introduction of a system of key energy efficiency indicators, a
mechanism for their monitoring and an energy management system.

Targets for achieving the planned indicators of energy component
development should be: the percentage of R&D funding in the field of energy
saving and energy efficiency; the share of electric cars in the total fleet.
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Implementation of the third component — investment allows to increase
economic efficiency and investment attractiveness of the transport
infrastructure. Formal provision of this component is due to the implementation
of regulatory and legal support for investment activities; branching out of the
system of public-private partnership; price regulation; carrying out of reform of
tariff regulation of transportations according to the European experience; state
investment insurance; implementation of structural reform of PJSC
"Ukrzaliznytsia" — financial and organizational separation of the infrastructure
operator and the carrier.

The tools for implementing the investment component are the creation of
reserve investment funds; state guarantee of credit and investment loans;
introduction of a single taxation system for all entities engaged in one type of
activity; the only mechanism for the examination of sectoral investment projects
and programs; preferential (investment tax credit, government interest-free and
preferential loans) and direct project financing; issue of securities for investment
projects of transport development; setting a limit on bank lending rates.

The target indicators for achieving the planned indicators of investment
component development should be: the share of preferential (investment tax
credit, government interest-free and preferential credit), direct project financing
in the total amount of loans issued for the development of transport
infrastructure; share of securities issue under investment projects of innovative
transport development in the total volume of securities issues.

Implementation of the fourth component — social allows to ensure the
development of corporate competencies of employees, to increase the social and
corporate responsibility of transport activities. Formal provision of this
component is due to the introduction of a new approach to licensing of road
carriers in compliance with the requirements of business reputation, financial
capacity, professional competence of staff and ensuring access to the road
transport market in accordance with EU legislation; improvement of standards
of branch education, coordination of plans and programs of professional
training; state order for training and advanced training; employment level
planning in the industry; establishing the procedure for indexation and
conditions for wage differentiation; direct and credit financial support of
housing and youth transport policy; formation of minimum social and labor
guarantees; popularization of the prestige of the profession; introduction of a
special program for financing the sectoral health care system; state social and
pension insurance; regulation of collective agreements.

The tools for implementing the social component are the development of a
network of road service points to ensure verification of compliance with the
requirements of work and rest of drivers in accordance with the European
Agreement on Crews of Crews of Vehicles Performing International Road
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Transport (EUTR) (Law of Ukraine of September 7, 2005 Ne 2819-1V), and
regulations; guaranteeing equal, open and transparent access of operators to the
transport infrastructure; ensuring the transparency of the national market of
freight forwarding services; entry of the transport industry in the top 5 sectors of
the national economy in terms of attractiveness in the labor market.

The target indicators for achieving the planned indicators of the
development of the social component should be: the level of wages of workers
in the industry; the share of points of road service of rest of drivers in the total
volume of stopping points of vehicles; the level of labor productivity in transport
(ton-kilometers, passenger-kilometers per employee per year), the number of
new jobs created.

The implementation of the fifth component — international — allows to
expand international cooperation on a new, innovative and interactive basis.
Formal provision of this component is due to the unification and harmonization
of the regulatory framework in the field of international transport; gradual
liberalization of international transportation; implementation of the Common
Aviation Area Agreement with the EU; liberalization of the transport services
market in accordance with the Association Agreement and the Common
Aviation Area Agreement with the EU; organization and use of Ukraine's
airspace in accordance with ICAO standards and recommended practices, the
European Organization for the Safety of Air Navigation (Eurocontrol), other
international aviation organizations and EU legislation.

The tools for implementing the international component are the provision
of an interoperable national transport system with a world transport network
(railway network of 1435 mm wide track); increase the efficiency of internal
logistics operations of freight transport by removing existing barriers and
improving the relevant infrastructure for international transport, integration with
the international and trans-European transport network (TEN-T); simplification
of customs procedures, synchronization of customs legislation with EU
standards; reduction of time of cargo handling and registration of documentation
by simplification of administrative procedures during international
transportations; technical improvement of the air navigation system for the
organization of air traffic; introduction of free routes (FRAU) and navigation
technologies based on GNSS in the airspace of Ukraine; development of
terminal passenger and cargo complexes with multimodal technologies; creation
of a cyber security system for civil aviation in accordance with ICAO practice
and EU legislation.

The target indicators for achieving the planned indicators of the
international component development should be: the volume of transit traffic
through Ukraine; the number of ship calls to the ports of Ukraine, the level of
quality of transport services during export transportation; obtaining a rating of
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the top 100 largest ports in the world by Ukrainian sea trade ports in terms of the
number of processed containers; the share of cargo transportation in intermodal
transport units from the total volume of traffic; interoperability of the transport
system of Ukraine; the number of routes of regular container / multimodal
freight trains synchronized with the routes of trains of EU member states; time
of cargo handling and documentation during international transportation.

Implementation of the sixth component — environmental allows to ensure
environmentally responsible activities in transport. Formal provision of this
component is due to the implementation of environmental legislation; creation
of an environmental insurance system; support and development of an
interactive system of state sanitary and epidemiological surveillance.

The tools for implementing the environmental component are the
introduction of environmental audit; regulation of emissions of harmful
substances and noise; instructional and methodological and technical support in
the field of environmental protection; budget financing and support of
environmental projects; promoting the creation of special structures for the
processing of hazardous transport waste.

Target indicators for achieving the planned indicators of development of
the environmental component should be: the percentage of environmentally
insured vehicles in the total volume of rolling stock; the number of special
structures for the processing of hazardous transport waste.

Conclusions and suggestions. The implementation of the proposed model
of interaction between public authorities and business allows to implement a
comprehensive interactive mechanism of state regulation of innovative
development of transport infrastructure. As evidenced by the analysis of all
components, forms, tools and targets of formation and implementation of the
national innovative transport HUB as a system of state regulation of innovative
development of transport infrastructure will bring the level of their provision
and development of infrastructure to European standards, reduce the negative
impact on the environment socially responsible innovative development of
transport infrastructure.
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Introduction. The specifics of the
formation and evaluation of the
effectiveness of human capital in
national research universities of
technical profile is aimed at creating
conditions that meet the interests of the

development of the innovation
economy of Ukraine. Institutions of
higher education, which can be

classified as national research technical
universities, have a significant role in
the formation of human capital, the
development of the national innovation
system and innovation culture, thus
contributing to the development of the
innovation economy of Ukraine.

The research hypothesis. The human
capital management of the university
on the basis of application of three-
level model of human capital
management will provide increase of
efficiency of formation of human
capital by means of expansion of
possibilities, increase of
competitiveness and improvement of
image of national research university
of technical profile.

The purpose of this article is to
improve the human capital
management  system in  higher
education institutions.

Design, Ukraine

The methodology of the
comparative, scenario analysis;
analysis of empirical data using
grouping, generalization methods.
Results. The proposed model of
human capital formation in national
technical universities can be used to
assess the comparative efficiency of
Ukrainian and  foreign research
universities, to determine their impact
on the innovative development of the
economy, the performance of an
important social and economic
function of human capital formation,
ensuring its use in their own scientific
and business activities.

Conclusions. It is proposed to improve
the mechanism of human capital
management on the basis of the
principles of partnership, which ensure
the effectiveness of higher education
by increasing its capacity in the
context of  national research
universities, it is justified to increase
the profitability of research universities
while reducing the amount of public

study:

funding.
Keywords: public-private
partnerships; national research

universities; human capital.
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Beryn. Crenudika dopmyBanHs 1
OIliHKa e(EeKTUBHOCTI BUKOPUCTAHHS
JFOJCBKOrO KalliTajgy B HallOHAJIbHUX
JOCIITHULBKUX YHIBEpCUTETAX
TEXHIYHOTO MpOo(diT0 CrpsMOBaHA Ha
CTBOPEHHS YMOB, SIKi BiJNOBIJIAI0Th
1HTEpecaM  PO3BUTKY  I1HHOBALIHHOT
E€KOHOMIKH YKpaiHu. Y CTaHOBH BHUIIO1
OCBITH, SKI MOXKHa BIJHECTH [0
KaTteropii HaIllOHAJIBHUX JIOCIITHUIIb-
KHX TEXHIYHUX YHIBEPCHUTETIB,
MOKJIMKaHI 3irpaTd 3HAYHY pOJIb Y
dbopMyBaHHI JIFOACHKOTO  KaIliTay,
PO3BUTKY HAIllOHAJIIBHOI 1HHOBAIIMHOT
CUCTEMHM Ta IHHOBAUIMHOI KYJBTYpH,
TAM CaMHUM CIPHUSIOYA  PO3BHUTKY
1HHOBAI[IHHOT EKOHOMIKU Y KpaiHHU.
I'inore3a pociigkeHHs. YNpaBiiHHSA
JIOJCBKUM  KamliTajloM YHIBEPCUTETY
Ha OCHOBI 3aCTOCYBaHHSI TPUPIBHEBOI
MOJEJI YIpaBJiHHS JIOJICHKUM KariTa-
JoM 3a0e3MeunuTh MiJIBUIINCHHS e(eK-
TUBHOCTI  ()OpPMYBaHHS  JIFOJICHKOTO
Kamirtaly 3a pPaxyHOK pPO3IIUPEHHS
MO>XKJIMBOCTEH, TMIJBUIIEHHS KOHKY-
PEHTOCIIPOMOXKHOCTI Ta IOMIIIIESHHS
IMIJDKY HaI[lOHAJIBLHOTO JOCIIITHUIIBKO-
r0 YHIBEPCUTETY TEXHIYHOTO MPOPiIIO.
MeTo10 1aHOI CTATTI € YJOCKOHAJICH-
HS CHCTEMH YIIPaBIIHHS JIIOJCHKUM
KamiTajaoM B 3aKjajax BUIIOI OCBITH.
Mertoamn noc/igsKeHHsi: BUKOPUCTaHI
NOPIBHSUIbHUM, CHEHApHUI aHami3;

YIIPABJIIHHSA JTIOACBKHUM
B 3AKJIAJIAX BUIIIOI OCBITH

KAIITAJIOM

P. KOXKYHIKO!
! Kuiscokuiti
mexHo02il ma ouzauny, Yxkpaina

HAayioOHaNbHUl YHieepcumem

aHaJII3 eMIIPUYHUX JIAHUX 32 JOIOMO-
rOI0 METOJIB YTPYIOBaHHS, y3araib-
HEHHSI.

Pe3ysabTraTH. 3anporoHoOBaHa MOJEIb
(dbopMyBaHHSI JIIOJICBKOIO KariTainy B
HaI[lOHAJIBHUX TEXHIYHUX YHIBEpPCHUTE-
Tax MOXke OyTH BUKOPUCTAHA JIJIsl OIliH-
KU TOPIBHSUIHOT €(QEKTUBHOCTI yKpa-
THCBKUX 1 3apyODKHMUX JOCIHITHUIIBKUX
YHIBEPCUTETIB, Il BU3HAYCHHS 1X
BIJIMBY Ha I1HHOBALIMHUA PO3BUTOK
C€KOHOMIKH,  BHUKOHAaHHS  BaXKJIIMBOI
COLIIaJIbHOT Ta €KOHOMIYHOT (PyHKIIIT IO
(GhopMyBaHHIO JIIOJICKKOTO KaIiTamy, 10
3a0e3reyye Moro BHUKOPUCTAHHSA IpH
3MIMCHEHH] 1iX BJIACHOI HAYKOBOI 1
H1ITPUEMHUIBKOI JISUTBHOCTI.
BucHOBKH. 3anpONOHOBAHO BIIOCKO-
HaJCHHS  MEXaHI3My  YIpaBJiHHSA
JIIOJICBKUM KaIiTaJoM Ha OCHOBI MPUH-
[UIIB TapTHEPCHKUX BIAHOCHUH, IO
3a0€31euyIoTh IiJIBUIICHHS €()EeKTUB-
HOCTI JISUTBHOCTI BHIIOI IIKOJXA 3a
PaxXyHOK PO3IIMPEHHS 11 MOXKJIUBOCTEU
B YMOBaX HaI[lOHAJbHHUX JIOCIITHHUIIb-
KHUX YHIBEPCUTETIB, OOTPYHTOBAHO ITiJI-
BHIIICHHS MPHOYTKOBOCTI JIOCIITHHUIIb-
KHX YHIBEPCUTETIB NIpPU CKOPOYEHHI
00CSTiB Iep>KaBHOTO (hIHAHCYBAHHS.
Kuro4oBi cjioBa: nep:xaBHO-IIPUBATHE

MapTHEPCTBO; HAIlIOHAJbHI  JOCIIJI-
HULBKI  YHIBEPCUTETH;  JIFOACHKUMN
KariTall.
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Formulation of the problem. Transition to innovative economy requires
from all subjects of economic activity complex organizational and economic
work on development of national economy with application of the most
advanced technologies and methods, creating conditions for realization of high-
tech manufactures, provided with professional personnel capable of embodiment
and commercialization of innovations. Orientation on innovative principles of
development of economy is an argument in favour of creation of single strategy
of management of formation of human capital (physical conditions and creative
abilities, scientific knowledge and specialized unique skills).

Human capital is one of the most complex objects of management in the
economy; its formation occurs in different directions and goes through different
stages of human life cycle. However, traditionally, the system of higher
education is recognized as the main sphere of public life directly affecting the
formation of human capital.

An analysis of recent research and an unresolved part of the problem.
Such famous foreign scientists as G. Becker [3], E. Denison, J. Kendrick, J. Clark,
D. Minzer, J. Stiglitz, L. Thoreau, J.R. Walsh, L. Hansen, B. Chiswick, T. Schultz,
and others made significant contributions to the development of the theory of
human capital in different periods. Among Ukrainian scientists, the most
prominent representatives are: O. Giselo [1], A. Grishnova [2], T. Oksenyuk [4],
O. Bilichenko [5], A. Bazilyuk [6], A. Antonov [7], V. Cherednik [8], O. Kubatko,
J. Pronikova [9], V. Shcherbak [10] and others. Mainly human capital is
considered as an object of investment, while insufficient attention is paid to human
capital as an object of this process. Therefore, there is a need for further research
into the essence of human capital and its difference from other types of capital, and
for research into the efficiency of human capital development in universities.

The aim of the article is the development of theoretical and methodological
provisions on the formation of the human capital management system in
national technical universities for their integration into the national innovation
system and the world innovation process.

Research results. In this study, human capital is considered by the author
on the basis of fundamental approaches as a factor of economic development of
the country and increase in public productivity, a source of increasing income of
the employee and a separate economic entity. Human capital in the broad sense
should be regarded as a qualitative characteristic of the used human potential,
1.e. stock of physical and mental health (physical potential), professional training
and other acquired abilities (acquired potential) of qualified labor resources.
Namely, as a set of acquired physical conditions, creative abilities, accumulated
knowledge, skills, experience and skills of people (or a person), obtained in the
process of training and professional activity, which the labor resources of the
country (or individual workers) possess and which make them valuable for the
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economy (or economic entity). Taking into account that at the present stage of
society's development the main source of human capital increase is the system of
higher education, it is proposed to consider human capital, in the narrow sense,
as a set of acquired knowledge, skills, and creative abilities of qualified labor
resources, which are productively used by business for profit making.

In the current social and economic conditions, the opportunities to realize
the potential inherent in human capital largely depend not only on the
intellectual capital of the employee, but also on the availability of abilities and
willingness to use it to create intellectual property objects. In this connection, an
important element of human capital, capable of increasing the intellectual capital
of a business entity, is organizational and entrepreneurial capital. The study of
modern approaches to the formation of human capital (continuous education and
competence approach) allows to determine the structure of human capital in
terms of the purpose of competencies acquired in the process of training, as well
as to determine the role of higher education in the process of its formation
(Figure 1).

Human capital

Total human capital Specific human capital
L
Cultural competencies Professional competencies
. General professional Specific
Experience competence competences
. . Research

Universit cseare Cgrpor.ajce

universities universities

Source: [1; 5; 6].
Figure 1. Competencies that form human capital
in higher vocational education

With regard to the issue of human capital formation in the higher education
system, the total human capital is a set of general cultural and part of the
professional competencies of the educated part of the labor force (person),
acquired as a result of general professional training and experience. Specific
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human capital, in the author's opinion, should be considered as a set of
professional competencies acquired by a person and yielding the maximum
result from their use not only within a single organization, but also within a
certain type of professional activity, such as scientific activity.

The process of formation and accumulation of specific human capital comes
to the fore and is realized mainly on the basis of world-class research universities,
which actively attract business to participate in its formation and are active
subjects of innovative activity. In accordance with the role assigned to research
universities in the development of innovative economy, the main components of
human capital formation in a research university can be identified: educational,
intellectual, organizational-entrepreneurial and social capital.

In order to develop the innovation economy of Ukraine, it is necessary to
close the gap that has arisen over the past two decades between higher
education, science and innovation, given the significant potential contained in
human capital. As a theoretical basis for improving the system of human capital
formation in higher education it is proposed to use a model that includes
subsystems of formation, development, accumulation and evaluation of the
effectiveness of investment in human capital at different levels of the economy:
1 macro level — national, 2 meso level — regional (sectoral), 3 micro level —
higher education institutions and enterprises.

In modern conditions, changes in approaches to education affect the nature
and types of interaction of all elements of the human capital formation system.
Principles of the organization, methods of education in higher education and,
accordingly, the whole system of formation of the human capital change. At
formation of the human capital in higher education institutions managing
influence is carried out by management (administrative and administrative
personnel) and the faculty (scientific-teaching) structure of higher education
institution. The main objects of influence are the knowledge, skills and abilities
of the student (Figure 2).

The management subsystem influences the managed subsystem by means
of development and implementation of educational programs, application of
special methods, techniques and technologies of training, as well as various
forms of education (full-time, part-time and part-time (distance) education). The
development of the management measures system is based on the concept of
human capital formation, which determines the final requirements to the system
of knowledge, skills and abilities acquired in the learning process. Together with
a set of other elements of the management subsystem it is regulated on the basis
of the existing regulatory framework, according to the needs of the development
of tangible and intangible spheres of social production and other factors of the
external environment to create a managed labor market.

53



ISSN 2415-3206 Journal

MANAGEMENT Issue 1 (31), 2020
Normative legal support for the human capital formation
system
P Control subsystem &
Organizational
structure and University professors Education
management of the and lecturers programmes
university
Methods, techniques Means of education
and approaches to and educational
learning | technology
=8 Managed subsystemtuman capital) <
Knowledge Skills Qualification
< | ‘l' | >
Material Managed labor Scope of
production market services

Source: [2; 8; 9; 10].
Figure 2. Human capital formation management system in the university

Taking into account the global mission of national technical universities,
the problem of evaluating the effectiveness of human capital formation in
national technical universities is the difference in criteria and indicators
(indicators) of evaluation of universities at the national and international level.
On the basis of analysis and systematization of methods to assess the
effectiveness of technical universities, established in the global and Ukrainian
practice, the author has developed a system of criteria and indicators to assess
the effectiveness of human capital formation management.

The issue of improving the quality of human capital is closely related to the
ability of national technical universities to accumulate the necessary resources
for its formation, as well as their ability to use these resources for their own
accelerated development and increase of intellectual capital under conditions of
active changes in the external and internal environment. The author identified
and classified the main tools to improve the quality of human capital: changing
the organizational and legal form of the university, restructuring, improving the
marketing strategy and tactics of the university, improving the system of
motivation for work and training, the development of entrepreneurial activity
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and much more. To improve the efficiency of management of human capital
formation, national technical universities need to focus on priority areas of
development, as well as to bring the organizational structure of management of a
classical university in line with the requirements and objectives of national
technical universities.

Conclusions and suggestions. The correlation between the notions
"human capital" and "intellectual capital" has been revealed, their role in
increasing the competitiveness of a business entity has been schematically
reflected, and the correlation between the quality of human capital formation
and the stages of national economy development has been established. The
competences forming general and specific human capital in the system of higher
professional education, as well as the structure of human capital in research
universities, have been defined. The main characteristics of national technical
universities have been defined and their key goal has been to transform them
into world-class research universities by actively stimulating the educational,
scientific, business, innovation and marketing activities of the university. It is
recommended that all the proposed mechanisms and tools be used to improve
approaches to human capital management in national technical universities and
to improve the efficiency of university management by using available
resources, taking into account the experience of world-class research universities
for the innovative development of Ukraine.
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Introduction. The use of methodical
tools of pricing in the marketing of
exhibition activity by the companies-
organizers of exhibition events allows to
strengthen their competitive positions in
the internal and external markets of
exhibition services, to improve the
financial results of their activities.

The research hypothesis. When
improving the methodological tools of
pricing in the marketing of exhibition
activities, it 1s advisable to use the
concept of extremely high, preventing
the formation of demand, the price,
which the author called the "price of
alternative".

The purpose of this article is to offer
methodological tools of marketing
pricing in the field of expo business
and to substantiate the economic and
mathematical model of the optimal
market price of the exhibition area.

The methodology of the study:
methods of observation and collection
of facts, statistical, content analysis,
comparative and functional analysis,
system approach based on modeling of
economic reality, tabular, graphic,
specific  methods of marketing
research: field (surveys of exhibition
organizers, participants of expositions)
and desk research.

Design, Ukraine

Results. The four-level marketing
model of the exhibition service as a set
of various interrelated attributes and
benefits expressing the usefulness of
the considered expo service for the
participants of the exhibition event was
developed. The use of the developed
model allows exhibition organizers to
form marketing relations with all
market participants in the best possible
way, to position the company taking
into account consumers' expectations,
and to differentiate expo-services
suppliers taking into account their
quality characteristics.

Conclusions. The use of the "price of
alternative" allows the company
organizer of the exhibition events to
get scientifically grounded toolkit of
exhibition pricing, developed on the
basis of benchmarking and containing
economic and mathematical model of
the optimal market price, which takes
into account the interests of the client
and the organizer of the exhibition
events and promotes the development
of interaction between them.

Keywords: marketing; price;
expoevent; exposervice; exhibition;
expobusiness.
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Beryn. BukopucranHs METOAUYHOTO
IHCTPYMEHTapil0  I[IHOYTBOPEHHS B
MapKETUHTY BHUCTAaBKOBOi JisUIBHOCTI
dbipMaMHu-OpraHizaTopamMu €KCI03aXo0-
JIiB JI03BOJISI€ TIOCUIIUTHU 1X KOHKYPEHT-
HUX TIO3UI[IA Ha BHYTPIIIHHOMY 1
30BHIIIHBOMY PHHKaX BHUCTAaBKOBHUX
MOCIYT, MOJIIMIITUTH ¢biHaHCOBI
pE3yAbTATH iX JISIIBHOCTI.

I'imore3a pocaimkenus. [Ipu Boocko-
HaJEHHI METOJUYHOTO 1HCTPYyMEHTa-
pit0 ILIHOYTBOPEHHS B MAapKETUHTY
BHUCTABKOBOI  JIISUIBHOCTI  JIOIIJIBHO
BUKOPUCTOBYBATH TOHSATTS TPAHUYHO,
gKa  TepelKo/pkae  (popMyBaHHIO
NOMUTY, IIHYW, SKa Ha3BaHa aBTOPOM
«1l1Ha aTbTePHATUBUY.

Mera craTTi 3anpornoHyBaTH METO-
JTUYHUN THCTPYMEHTapid MapKETHHTO-
BOTO IIIHOYTBOPEHHsSI B c(epi excmo-
Oi3Heca 1 OOIpyHTYBaTh EKOHOMIKO-
MaTEeMaTUYHy MOJCIb ONTHMAIBHOI
PUHKOBOI L[IHK BUCTABKOBOT IIOMI].
MeToau I0CTITKEHHS: METOIHU CIOC-
TepeKeHHs 1 300py (hakTiB, CTATUCTUY-
HUN, KOHTEHT-aHaJli3y, MOPIBHSUIBHOTO
1 PYHKI[IOHAJILHOTO aHAJI3y, CHCTEMHO-
ro miAXoay, 3aCHOBAHOI'O Ha MOJIEINIO-
BaHHI €KOHOMIYHOI JIHMCHOCTI, TaOJIN4-
HUM, rpadiuHui, cnenudiuyHl METoIu
MapKETUHIOBUX JOCIIHKEHb: TOJIbOBI
(omuTyBaHHSI OpPraHi3aTOpPIB BHCTABOK,
YYaCHUKIB €KCII03aX0/1iB) 1 KaOIHETHI.
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Pe3yabTaTu. Po3p00sieHO 4YOTHPHOX-
piBHEBa MapKETUHIOBa MOJEIIb
BHUCTABKOBOI MOCIYTHW SIK CYKYITHICTb
B3a€EMOIIOB'SI3aHUX MK COOOI0 PI3HHUX
aTpuOyTIB 1 BWTiJ, IO BUPAXKAIOTh
KOPHUCHICTh JJaHOi €KCIIOMOCIYTH IS
YYaCHHMKIB ~ BUCTaBKOBOTO  3aXOIy.
Bukopucranus po3poOieHoi mojeni
JIO3BOJISIE  OpraHi3aTopaM  BHCTaBOK
HakpammuM  9uHOM  (opMyBaTu
MapKEeTUHIOBl BIJHOCHMHM 3 ycIMa
YYaCHHKaM{  PHHKY, 3JIHCHIOBATH
MO3ULIIOBaHHS KOMIIaHii 3 ypaxyBaH-
HSIM OYIKYyBaHb CIIO’KMBAuiB, a €KCIIO-
HEHTaM — JAUQEpeHIiloBaTH MOoCTa-
YaJIbHUKIB E€KCIIOMOCIYT 3 YypaxyBaH-
HSIM iX SIKICHHX XapaKTEPHUCTHK.
BucHoBkn. Bukopucranns — «I1iHu
aIbTEPHATUBIW» J103BOJIsIE IS (pipmMu-
opraHizaTopa €KCII03aXO/lIB OTpUMaTH
HAyKOBO OOIPYHTOBAaHUI IHCTPYMEHTa-
piii  BHCTaBKOBOI'O LIIHOYTBOPEHHS,
pO3p00JIeHHIT HA OCHOBI 3aCTOCYBaHHS
OCHUMApKIHTY 1 MICTUTh EKOHOMIKO-
MaTeMaTUyHy MOJENb ONTHUMAaJbHOI
PUHKOBOT 1[1HU, 1[0 BPAXOBY€E 1HTEPECH
KJIIEHTA 1 OpraHizaTopa eKCro3axo/iB 1
CHpHsi€ PO3BUTKY B3a€MOJI1i MI>K HUMH.
Kiaiwo4oBi cjoBa: MapKkeTHHT; I1iHA;
€KCII03ax1]]; eKCIOMOCIyra; BHUCTaBKa;
eKcIooi3Hec.
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Formulation of the problem. The establishment of market economy in our
country, including in the field of exhibition services, began relatively recently —
in the 90s of XX century. This led to the use of the marketing concept based on
a set of marketing tools. These tools allow us to have a significant impact on the
consumer behavior of the target audience and interact with it regularly through
the established feedback. The use of a complex of marketing communications in
exhibition activities plays a crucial role in a number of economic spheres. In
turn, the success of this activity largely depends on the adopted pricing policy
for the main exhibition service, which is provided by the organizing firms
(sellers) to exhibitors (buyers) in the form of providing them with booth space at
market price.

Practice shows that the solution of pricing issues in the exhibition business
so far has been carried out mainly on the basis of the cost method, taking into
account, first of all, the commercial interests of the firms-organizers of
exhibitions, which in a competitive environment does not always lead to the
expected results. Besides, their activity is characterized by the insufficient level
of practical use of marketing pricing policy instruments. There are market
approaches to pricing alternative to cost methods. They are based on research of
demand of participants (exhibitors) of exhibition events and competitive
environment and are used very rarely due to labor intensity and cost of use. In
this regard, the improvement of methodological tools for pricing in the
marketing of exhibition activities seems to be quite relevant, which led to the
choice of research topics.

An analysis of recent research and an unresolved part of the problem.
The substantive essence of the concept of marketing in the service sector is
considered in the works of foreign authors: G. Armstrong, R. Best, F. Kotler,
J.-J. Lamben, E. Rice, D. Trout, J. Evans. The study of exhibition and fair
activity and its marketing aspects are devoted to the works of I. Antonenko,
T. Duplyak [1], M. Arshevskoy [3], N. Aleksandrova, I. Arshevskoy [3].
I. Filonenko [4], I.Burgela [5], T.Tkachenko [6], E. Dobrobabenko,
N. Dobrobabenko [7], G. Zaharenko [8], O. Melnikovich, T. Burgimova [9],
V.Pekar [10] and other authors. Nevertheless, the issues of scientific
substantiation and effective use of methodological tools of pricing in the sphere
of exhibition services are not fully developed.

Their solution would contribute to the improvement of marketing pricing
for the main exhibition service, which is provided by the companies-organizers
to the participants of exhibitions in the form of providing them with the stand
space at the market price, and at the same time — to the development of
interaction between the buyers of the service (exhibitors) and its sellers
(organizers), which was the basis for choosing the topic of the article.
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The aim of the article is the theoretical substantiation and improvement of
the methodical tools of pricing in the marketing of exhibition activities, which
allows to increase the competitiveness of the companies-organizers of exhibition
events on the internal and external markets of exhibition services.

Research results. For deeper understanding of the need to improve the
methodological tools of pricing in the marketing of exhibition activities, the
author has analyzed and systematized various approaches to the definition of the
concept of "marketing". By analogy with the three-level model of F. Kotler's
goods, the author developed a four-level marketing model of the exhibition
service, which contains a set of hierarchically interrelated attributes and benefits,
reflecting its overall utility, or consumer value, for the participants of the
exhibition event, that is, exhibitors (Figure 1).

service by plan
4. Image (brand) Organizational
of an exhibition services :
e Inforn:_latlon
services
Personal
approach to the Exhibition
client taff
company sta Assembly and
— dismantling
Exhibition services
- Brand of S
Cleaning exhibition
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e the exhibitor dule
Reliabili Exhibition e -
v price / quality Markfa‘img
Exhibition Services
Security Room design equipment
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\_/ Banking
3. Exhibition Legal services SELuICES 2. Exhibition
SEEVIEC with Hotel services service in real
reinforcements performance
Quality
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Source: [2].

Figure 1. Four-level marketing model of exhibition service

As a result, the concept of marketing of exhibition activities was clarified
and thoroughly disclosed — as a multifunctional communication process
providing interaction between subjects of the exhibition services market to meet
the commercial interests of each participant of this process through the
implementation of product, price and other strategies of the exhibition
organization. The author considers the price strategy in the expo business as an
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important element of the marketing policy of the exhibition company which is
aimed at formation and management of the expo space price taking into account
the characteristics of the exhibition service, factors of the marketing
environment, conditions of the expo services market, goals and financial
possibilities of the company.

According to the graphical representation of the linear function of demand
(1) presented in Figure 2, the sought optimal market price of the exhibition area
is in the gap between the above marginal values of the original price (P). The
marginal high price, at which the zero value of exhibitors' demand for the
exhibition area is set, is proposed to be called the "alternative price" and denoted
(Palt = a/b). Then the equation of linear demand function (1) can be presented
in the following form:

O=a(l — P/ Py, (1)

which also makes it possible to better understand the economic essence of

the price of the alternative (Palt) in relation to the export-oriented business. It

consists of the fact that at the specified "alternative price" the demand of

exhibitors for this exhibition event disappears due to the possibility of

participation at the same price in an alternative exhibition event characterized by
higher quality.

The economic and mathematical model of determining the optimal market
price of the exhibition area (point G, Figure 2), which together with the price of
the alternative (point J, Figure 2) takes into account the marginal costs (MC) of
the organizer of the exhibition events:

Pop = 0,5(Pay +MC), )

where Pg,, — the optimal market price of the exhibition area (UAH/m?),
which maximizes the total profit of the company organizing the exhibition. This
is possible if (Pg,,) is higher than the average full costs (Pg, >ATC), and the
marginal income (MR, UAH/m®) is equal to marginal costs (MC, UAH/m?),
which arise at the organizer firm in connection with the service to the exhibitor
and its stand space during the opening, holding and completion of the exhibition
event.

The process of determining the optimal market price is presented in
Figure 2.

In a market economy, the main exhibition service is in the form of goods
and therefore has two important properties — utility, or consumer value — for the
buyers of the service represented by exhibitors, and value — in the form of the
market price of the exhibition space.
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P, MR, MC,
rpH A

Pa;_f =a/b

Pop_fz Pa.:p"z

MR

MR=MC=0

Source: suggested by the author on the basis [1; 3; 5].
Figure 2. Graphical representation of the process of determining
the optimal market price of the exhibition space, based on the search
for a balance between marginal income and marginal costs

Proceeding from the assumption that in the market conditions the only
source of positive cash flow is the client, the author has placed the target
audience of the exhibitor in the "core" of the model under consideration (its first
level — exhibition service by design), which is represented by clients in the form
of visitors to the exhibition. In the course of searching for ways to improve the
methodical tools of pricing in the marketing of exhibition activities was
conducted a study of pricing policy of exhibition companies in Kiev (Ukraine)
and a survey of exhibitors to identify their attitude to exhibition pricing. The
results are presented in Table 1.

The conducted research has shown that at the exhibition enterprises of Kiev
(Ukraine) there is an insufficient level of practical use of tools of marketing
price policy, and the survey of exhibitors has allowed to reveal their attitude to
the exhibition price formation carried out by the organizing firms. According to
the results of the marketing research, the author made recommendations to the
companies-organizers of exhibitions to establish the price of the booth space
offer taking into account the competitive situation on the market of expo
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services and the attitude of the exhibitors to the exhibition pricing, which should
contribute to the development of the expo business sphere.

Table 1
Level of practical use of pricing tools by organizers of exhibition events and

attitude of exhibitors to exhibition pricing

Organizers .Of expo events (3 companies Exhibitors of exhibition events held in Kiev
represented in the market of expo services Ukraine in 2019 (sample — 315 participants)
in Kiev, Ukraine) P P P
Questlonna} re T.OOIS Level of practical use Questlonna} e T.O ols Attitude of exhibitors
of marketing price L of marketing price o ..
.S of pricing tools S to exhibition pricing
policy policy
1 2 3 4
The role of the price Prif:t 1: éﬁgg?;tﬁgm
Apphcatlon .Of th? Not used by any for ex‘hl.b itors when factor (140 exhibitors,
pricing algorithm in e deciding on the o .
. exhibition company. o 44.4%). Price is the
practice. purchase of exhibition
services key factor (119
) exhibitors, 37.8%).
. . Factors that influence 1st place — event
Setting the pricing | One company out of the decision to buy an | theme, 2nd — related
goals. five. e . . }
exhibition service. | services, 3rd — price.
The average market
Study of derpgnd and Two out of five Optimal price for | price of the exhibition
competitive . s "
environment companies. exhibitors. area (175 exhibitors,
' 55.6%).
. Threshold price for Above the average
Predominantly o .
expensive method exhibitors, above market price or 3.5—
Pricing methods use. . which they will give | 4.0 thousand UAH
(three companies out \ o
of five) up the company's (133 exhibitors,
) services. 42.2%).
Large-scale
Qualitative advertising campaign
Account in exhibition characteristics of an (210 exhibitors,
pricing of strategically| No company takes exhibition event for 66.7%), territorial
important factors of such factors into which exhibitors are (geographical)
internal and external | account: "availability |willing to pay a higher location (71
marketing of specialized price than specified in | exhibitors, 22.5%),
environment of an exhibition space". the price list at the availability of
enterprise. time of purchasing the | specialized exhibition
service. space (42 exhibitors,
13.3%).
Optimal price of stand fnerg:y app r§c1z'1't10n ’
. foreign policy" and - -
space for organizers. |,, "
unemployment rate".
The use of A price that covers
discounting system costs and makes a B B
" | profit (5 companies).
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In order to establish the price of the exhibition space depending on the
quality of the exhibition events, the author, through a correlated analysis, has
processed a large amount of information about 67 international exhibitions held
in 2019 in four countries (Ukraine, Germany, Italy, France) in such a leading
sector of the economy as "Machine Building, Industry, Manufacturing,
Machinery, Tools, Equipment" (Table 2).

Table 2

Estimate the tightness of the relationship by using the correlation

coefficient between the number of visitors, exhibitors and the size of the
leased space at exhibitions (Ukraine, Germany, Italy, France) in 2019

. The size of the Number of exh1b1t0rs, Number of visitors,
Indicators Iy legal and physical
exhibition area, sq. m. person per day
persons
Ukraine 0,930718 0,781029
The size of the Germany 0,8011913 0,810515
exhibition area, sq. m. Italy 0,964913 0,934048
France 0,916914 0,979132
o 0,950608 Ukraine 0,886711
N‘lléngf; l‘fi e’l‘lhlsbilct;’f % 0,811923 Germany 0,644155
& persfng 0,964913 Ttaly 0,869213
0,927964 France 0,881019
0,790029 0,886751 Ukraine
Number of visitors, 0,810505 0,634355 Germany
people per day. 0,923038 0,869213 Italy
0,9591132 0,881019 France

As can be seen, correlation coefficients are close to one, which indicates a
high degree of correlation between random variables that characterize the
quality of exhibitions. Similar researches of the author of statistical data on
exhibitions for 2019 confirmed the regularity established in Table 2, which is
inherent to specialized exhibitions held in other sectors of economy, as
evidenced by the research conducted by the author. Due to the fact that in
practice the contract for participation in an exhibition and fair event is based on
the size of the leased exhibition space by the exhibitors, rather than the number
of visitors or exhibitors, this gave the author a reason to consider the size of the
leased exhibition space as a generalized (integral) indicator of the quality of the
conducted exhibition event. It allows to determine the value of the relative
price/quality ratio established at this or that exhibition event.

Conclusions and suggestions. Justified recommendations for improving
the methodological tools of pricing in the marketing of exhibition activities take
into account the interests of both the organizers of exhibitions and their
participants  (exhibitors). Thus, in accordance with the author's
recommendations, exhibitors will pay for their participation in a particular
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exhibition at a price determined depending on its quality, and the organizers of
exhibition events at this price will maximize the total profit, but only if the
market price calculated by the proposed methodology covers the costs of the
exhibition. Offering the exhibition area to the exhibitors at the market price
calculated in accordance with the methodology developed by the author will
lead to an increase in competitiveness of the organizer firms. The coincidence of
interests of the main subjects of the exhibition market will contribute to the
development of cooperation between the organizers of exhibition events and

exhibitors.
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Introduction. Nowadays, the
development of the economy of Ukraine
is a demonstration of the trend towards
globalization and the necessity for
enterprises, including greater
understanding, to give more nutrition to
the form and brand development.
Hypothesis of scientific research. The
management of brands’  portfolio
positioning should not be based only on
trademarks, which belong to an enterprise,
but also on the construction of molecule
of brands portfolio, which affect on the
decision of the consumer independently of
holding  them, that allows the
increasement of the validity of proper
brand in the eyes of consumer.

Aim of this research is the extension of
the theoretical foundations and the
development of science-and-practical
recommendations, which is followed by
the complete management of the brand
portfolio.

Methods of investigation: The following
tools: (goal setting, information and
marketing communications; marketing
research); models, methods and
techniques  (traditional —methods of
statistics, analysis, marketing) modeling;
model of brand code and mental fields
according to T. Ged; naming techniques);
the method of generalization of
information, the result of which is the
development of the brand / brands, the
formation of the portfolio; formation of a
brand beech were used in the study.

Results of research. Based on the
analysis of portfolio concepts in brand
management, the essence of the brand
portfolio as a set of brands that make up
the brand carrier and affect the associated
position in theperception of the consumer,
regardless of ownership of the company is
precised. The meaning "brand carrier"
refers to a product, brand, enterprise,
organization, person or  character
associated in the minds of consumers with
a certain distinctive quality.

Conclusions:  Approaches to  the
formation of brand portfolios, which can
be centric (based on the hierarchy of
brands and based on systems / networks
of brands) and invariant — based on the
"molecule" of the portfolio. The model of
the organization of management of a
brand which includes principles, the
purpose, tasks, essence of management

and directions of works is formed.
Systematized  principles of  brand
management, which we divide into
general and  specific.  Methodical

approaches to brand management on the
basis of brand positioning are studied, it is
established that the method of brand
management on the basis of brand
positioning should be understood as a way
of its practical implementation, then the
method is a set of methods and techniques
of its appropriate application.

Keywords: brand; molecule of brand;
brand-code; portfolio of brands.
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MHOPTP®EJIA BPEH/IIB BITUU3HAHUX
YK 339.138:659.127.6 (043.3) I aAInPUEMCTB
DOI: 10.30857/2415-3206.2020.1.6 II. YAKO!
! Kuigcoxuii HAYIOHAIbHUU YHigepcumem

mexHo02it ma ouzauny, Yxpaina

Beryn.  CywacHuit  cTaH  pPO3BUTKY
€KOHOMIKH Ykpainu JIEMOHCTPYE
TEHICHIIIIO hi (o) rio6anmizarii Ta

HEOOX1THICTh MJIs MiJNPUEMCTB, B TOMY
YHUCIi 1 BITUM3HSIHUX, OLIbIIE yBaru
OPUIUIATA TUTAaHHSAM (OPMYBaHHA Ta
PO3BUTKY OpEH/IIB.

Iinore3a nociaixkeHHsl. YTpaBIiHHS
MO3UI[IOHYBaHHIM TOpTdens OpeH B Mae
TPYHTYBaTUCS HE TUIBKA Ha TOBapPHHUX
MapKax, 110 HajieXXaThb MiJIPUEMCTBY, a i
Ha 1OOYIOBI  MOJIEKYNIH  MOPTQeEns
OpeHiB K CyKyMHOCTI BCiX OpeH/iB, II0
BIUTMBAIOTh HA PINICHHS  CIIOXHBada
HE3aJIC)KHO BlJ BOJOMIHHS HHMH, IO
J03BOJISIE TIOCUJIUTH B OYaxX CIOXKKMBaya
3HAYMMICTh BIIACHOTO OpeHIY.

MeTo0 aaHOI CTATTi € Yy3arajJbHEHHS
TEOPETUYHUX OCHOB 1 PO3pOOKa HAYKOBO-
NPAKTUYHUX PEKOMEHIAIN II0A0 BJIIOC-
KOHAQJICHHSI YIPABIIHHS IO3UIIOHYBaH-
HsAM nopTdens OpeHiB.

Meroaun pocaimxenns. Bukopucrano
IHCTpYMEHTH (IiJIenoKIaanHs, iHpopma-
[IHHO-MapKETHHTOB1 KOMYHIKaIIii; MapKe-
TUHTOBI JTOCIIDKCHHS); MOJIEIi, METOIH 1
METOJUKH (TPAAMIIiiiHI METOIU CTaTHUC-
TUKH, aHaJ13y, MApPKETUHIY) MOJEIIOBaH-
HS, MOJeib OpEeHI-KOay 1 pPO3yMOBHUX
nomiB 1o T. I'emy; MeToaukn HEHMUHTA);
crnocio y3araJbHEHHS 1H(popmaii,
pe3yJbTaTOM SIKOTO € po3poOka OpeHmy /
openaiB, popmyBanus noprdens; popmy-
BaHHS OpeHn-Oyka.

PesyabTaTn. Ha migcraBi a”amilzy mopr-
dbenpbHUX KOHIEMNIINA B yrnpaBiiHHI OpeH-
JIOM YTOYHEHa CYTHICTh mopTdenst OpeH-
JIiB, K CYKYIHOCTI OpeHIIB, CKJIaJIOBHX
OpeHII-HOCIH 1 BIUTMBAIOTh Ha acoIliio-
BaHy MO3HUIII0 B CIPUHHATTI CIIOKHMBaya
HE3JIC)KHO BIiJl BOJOJIHHS MiAMPUEMCTBA
M. Ilix OpeHa-HOCIEM PO3YMIETHCS TOBAp,
TOproBa Mapka, MiJIPUEMCTBO, OpraHi3a-
s, mnepcoHamis abo MepcoHaX, Mo
acoLIIOIOTHCA B CBIJOMOCTI CIIOXHMBaya 3
MEBHUM B1JIMITHOIO SIKICTIO.

BucunoBku. BusmaueHo miagxomu 10
(dbopMyBaHHSI MapoOYHMX HOPTQENiB, SKi
MOXXYTbh OyTH IIECHTPUCTCHKUMH (Ha OCHOBI
iepapxii OpeHMIB 1 HAa OCHOBI CHUCTEM /
Mepexx OpeHaiB) 1 I1HBapiaHTHUM — Ha
OCHOBI «MOJICKY I noptders.
CdopmoBana Mozens oprasizaiii ympas-
JiHHA OpEHIIOM, IO BKJIIOYAE MPUHIIHIIY,
MeTa, 3aBJIaHHS, CYTHICTb YIPAaBIIHHS 1
HanpsMKua pobiT. CrucTeMaTu30BaHi MPUH-
UMK YOPaBIiHHSA OpeHIIOM, SIKi PO3JLIeHI
HAMH Ha 3arajibHi i cnerudivni. Jocmia-
KEHO METOJUYHI MIAXOAU A0 YMpaBIiHHS
OpeHIOM Ha OCHOBI MapOYHOIO ITO3MIIIO-
HYBaHHS, BCTAHOBJICHO, IIO TiJ METOIOM
yOpaBIiHHS OpeHJAOM Ha OCHOBI Mapou-
HOTO TMO3UITIOHYBaHHS CJIiJT PO3YMITH CIO-
ci0 HOoro MpakTUYHOTO 3MIMCHEHHS, TO I
METOJUKOK0 — CYKYIHICTb METOIIB 1
MIPUHOMIB HOTO JOIIBHOTO 3aCTOCYBaHHS.
KaouoBi ciaoBa: OpeHn, Molekyia
Openny, OpeHa-koa noptdens OpeHiB.
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Formulation of the problem. Modern achievements in engineering and
technology are very significant, which led to a situation where the product is
easier to produce than to ensure its marketing. There are many enterprises and
commercial offers with different characteristics, quality, price characteristics,
and so that the consumer can more easily recognize the product or enterprise in
this variety of offers, a brand is needed, the main task of which is to take some
stable position in the consumer’s head. In recent years, a large number of
translated and native literature has appeared regarding marketing, management,
advertising and promotion; foreign terms are firmly used in business practice,
but there are a number of issues that require more systemic knowledge for
successful business, including those related to promotion, brands, branding and
managing the positioning of a portfolio of brands, which confirms the relevance
of the research topic.

Analysis of recent research and unresolved part of the problem. The
concept of brand, brand management were considered in their scientific works
by the following domestic and foreign scientists: D. Aaker [4], M. Batey [5],
E. Du Plessis [6], I. Ellwood [7], J. Engel, R. Blackwell, P. Miniard [8], J.-
N. Kapferer [9], F. LePla, L. Parker [11], T. Nilsson [12], P. Temporal [13],
M. Thompson, H. Pringle [14]. The following Ukrainian scientists dealt with the
issues of the brand: V. Shcherbak [15], O. Nifatova [1], L. Hanushchak-
Yefimenko [15], L. Balabanova [2], O. Shevchenko [3]. At the same time,
previous research can serve as a basis for the formation of adequate to modern
realities of the concept of product promotion management and brand portfolio
positioning. Insufficient elaboration of the theory, unresolved problems of
theoretical, methodological and practical nature in the management of brand
portfolio positioning determine the relevance of the research topic.

The aim of the study is generalization of theoretical foundations and
development of scientific and practical recommendations for improving brand
portfolio positioning management.

Results of research. The development of methodological aspects and the
expansion of scientific approaches to improve the process of managing the
brand portfolio positioning made it possible to clarify the concept of "brand
portfolio", substantiate the principles of managing a portfolio of brands,
developing conceptual provisions that reveal the essence, content and main
stages of managing the formation and positioning of an enterprise’s portfolio of
brands, which complements a number of sections of the modern theory of
marketing, brand management, systematic use of the methodology of the
molecular approach to managing the positioning of a portfolio of brands.

In particular, the categorical apparatus for managing brand portfolio
positioning has been refined by defining the brand category as follows. A brand
is an associated position specially developed and systematically supported by
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the brand owner in the perception of the consumer of the brand object, which
steadily distinguishes it from competitors or other competitive offers. The
categoru of brands’ portfolio — as a set of brands that make up a brand carrier
and affect the associated position in the perception of the consumer, regardless
of the ownership of the enterprise); a carrier brand (product, trademark, service,
enterprise, personality or character associated in the consumer’s mind with a
certain distinctive quality). The "key brand" category — as the leading brand of
the manufacturer in relation to which the "brand molecule" is being built).
Categories of sub-brands — as brands that are associated with the main brand and
are determined depending on the product range of the manufacturing company).
The category of supporting brands — as trademarks that may become a
household name in the future). The category of "auxiliary" brands — as all
organizations that directly or indirectly participate in the process of promoting a
key brand and enhance the ability of making a transaction with a buyer). The
brand molecule category is a model that allows the management entity to deeply
understand the brand’s organizational structure, take into account the specifics
when setting up a promotion budget, clearly establish the goals of the brand’s
strategy and positioning the brand portfolio, contributing to adequate consumer
perception of the brand. The systematic principles of brand management, which
are divided into general (related to management organization) and specific
(directly related to brand management features).

When managing a brand based on brand positioning, it is important to
understand and focus on the fact that positioning allows you to emphasize the
individuality of both the product offered by the enterprise and the corresponding
brand, and the brand as a whole.

As studies have shown, at the basis of positioning lies the implementation
of three elements:

- determination of the features of the proposed product or the enterprise as
a whole, expressed in the benefits that the consumer / buyer receives;

- the establishment of the needs and expectations of the target market
segment from the proposed product or enterprise as a whole;

- tracking the positions of competitors in the market of interest to the
enterprise.

Absolutely any strategy should be based on these fundamental elements,
since deviation from the implementation of these positioning elements or their
incomplete implementation leads to the fact that:

- the company can spend time, efforts (including financial) to implement a
position that is already taken by competitors;

- the company’s actions may not meet the expectations and needs of the
entire market segment;
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- the actual capabilities of the product offered by the company or the
enterprise itself may not coincide with the actual capabilities.

From the point of view of the choice of strategies, studies have shown that
it is possible to distinguish the well-known eight strategies used by world
companies (Table 1), although there are many more, and creative ones as a
continuous process of their development by various enterprises in order to most
fully meet the expectations and needs of its customers, which is unstoppable.

Table 1

The main brand positioning strategies of global brands of companies

Strategy name

Essence

Company Name /
The direction of use

Competitive It is based on opposing the brand to|Used by second / third place
positioning competitors and is based on desires that have | companies.: 7up; Coca-Cola;
remained unsatisfied. IBM; Apple.
Example: a car as a carriage without horses.
Category Emphasis on brand promotion as a leader in|Xerox — new marked was
positioning a specific product category. created; Tesla Motors —
Example: created a new alcove.
- an innovative solution for the market;
- the product has unique properties;
- there is a demand for a new approach to
solving the problem.
Consumer Focusing on a specific target audience. PrivatBank; Lenovo; Pepsi;
positioning An example of theses: "created for ... ", "for |Linux; Famous Fixtures.
those, who..."
Positioning by | Emphasis on emotional and rational benefits. |Honda; = Toyota;  Volvo;
profit Example: an unambiguous answer to a|Crest; Nike.

customer’s question "What will 1 get by
choosing this brand?"

Brand price
positioning

Implemented approaches:
- the same for less cost;

- greater for greater cost;

- more for the same cost;

- more for less cost;

- less for much less.

When selling goods FCGM,;
for economy segment

Positioning of
use

Snapping to a specific consumption
situation.

Saab; Coca Cola.

Positioning by
the attribute

The brand’s distinctive characteristics are
used, based not on differences from
competitors, but on the presence of unique
product properties, its uniqueness.

Schlitz; Schlitz; Pillsbury;
Ready Crisp Bacon.

Prestige
positioning

Emphasis on prestige or luxury.

Chanel; Tiffany; Vera Wang;
Parker; Rolex; Maserati;
Bentley; Porsche.

Source: compiled by the author according to [18].
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When managing a brand, positioning should ensure a steady difference
between the product offered by the company and competitors or other
competing offers in the perception, in the "minds", in the thoughts of the
consumer. Moreover, for positioning purposes, it is advisable to use the well-
known models of T. Gad’s brand code and thought fields [16], the Rossiter and
Percy models [17] and the logical differentiation method [3]. Based on our
studies, we developed a conceptual approach to managing the positioning of a
portfolio of enterprise brands (Figure 1).

The main goal of the proposed conceptual approach is to create a brand and
determine its place in the market to most fully meet the needs of consumers and
make a profit.

From our point of view, in order to ensure effective brand management on
the basis of brand positioning, it is very important to take into account the
hierarchy of portfolio brands depending on the place occupied, the scenario used
— "House of brands" or "Branding house"; the portfolio visualization is chosen
by taking into account the possibilities of compiling the molecule and opinions
about consumer brands. So, from our point of view, a portfolio of enterprise
brands can be formed:

- on the basis of a wide range of brands included in it, which is financially
less costly for the enterprise and is consistent with such a scenario as "House of
brands";

- on the basis of a long line, when the portfolio includes many brands,
which is financially more costly for the enterprise and is consistent with such a
scenario as "Branding house".

The work of organizing and conducting activities carried out by the
company at each stage of brand development aimed at implementing integrated
regular management by building and improving is called brand management or
traiding mark management.

The goal of brand management is to maximize sales of the branded product
offered by the company to the selected target audience.

Based on the goal, we can distinguish several important tasks that must be
solved in the process of brand management, namely:

- ensuring the attractiveness of the proposed branded product of the
company for the selected target audience, i.e. final consumer;

- development and implementation of activities related to the promotion of
the proposed branded product of the company within the marketing channel.

The essence of brand management is manifested in the identification and
monitoring of new opportunities related to the consolidation of a branded
product in the minds of selected target consumer groups. Consequently, when
implementing brand management, it is positioned as an independent object of
marketing management using the marketing mix that the company implements.
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Principles: general scientific
and specific

The aim: brand formation and determination of brand’s
position in the market for the most complete satisfaction
of consumer needs and receiving the profit

Brand portfolio positioning management prES=—

\]

organizational, informational,
methodical, financial

Subject | Process _| Object
I A
Ensuring of HR Functions of planning

management, organization,
accounting, control, analysis,
regulation, motivation

Tasks: ensuring the promotion of
goods / services of the enterprise
on the basis of formation and
stimulation of consumers” interest
in products; optimization of
enterprise costs for promotion and
sales promotion to maximize
profits; the formation of strategies

Source

......... Instrumentis Lo ms
E Goal setting Information and Marketing Trade Brand E
! marketing research marks molecule '
! communications '
jmmmmmm Models, methods and methodologies = (------ ;
E Traditional methods of Model of Methodology Naming E
: statistics, analysis, Modeling brand-code of thought fields methodology!
! marketing T.Geda by T.Geda !
: - The result
! The development Brandbook The development of The development .
! of brand/brands Tangboo brand/portfolio of strategy and '
! formation portfolio management strategy promotion programs !
A 1
The mechanism of brand portfolio positioning management P

. author’s development.
Figure I. The conceptual approach to the management
of brand portfolio positioning
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The construction of the molecule of the company’s portfolio of brands
allows a deeper understanding of the organizational structure of the brand, takes
into account its features when setting the budget for promotion, clearly sets the
goals of the brand’s strategy and positioning of its portfolio, contributing to an
adequate perception of the brand by consumers.

It should be noted that the most important stage of positioning is precisely
the choice of strategy, which determines the competitiveness of the most
promoted brand and the emergence of consumers loyal to it.

Brand portfolio positioning is a process caused by the active actions of the
enterprise (brand owner), as well as the activities and reactions of all market
entities directly or indirectly involved in the branding process. The positioning
process is aimed at creating a positive brand image, which will ensure its certain
position in the market.

The proposed conceptual approach to the management brands’ portfolio
positioning is based on the construction of a molecule of brands’ portfolio as the
aggregate of all brands that influence the decision of the consumer regardless of
their ownership, which makes it possible to strengthen the importance of their
own brand in the eyes of the consumer.

The studies have shown that in relation to documents such as a brand book,
guideline and cut guide there is no uniformity in understanding and using them
in practice, which requires the removal of attention to this issue, since it is
directly related to the topic research.

A common document, which is mistakenly called a brand book in practice,
is a guideline or Corporate Identity, used to satisfy most of the requests of
stakeholders (partners, consumers, contractors, clients, etc.) with which the
company has relationships and that use or otherwise the style of her brand. The
purpose of the document is to regulate the actions of stakeholders using the
company’s trademark. Guideline — corporate identity — this is the image of the
company, its decor.

Corporate identity — a certain set of visual elements aimed at identifying a
trademark and ensuring its recognition, which allows it to stand out among
competitors. Its development includes a selection of unique color and graphic
solutions, the search for interesting stylistic moves that are later used to design
letterheads, business cards, souvenirs, promotional materials and much more.
Upon completion of work on an individual corporate identity, a brand book is
formed as a document, which is a detailed guide to its practical application.

Katgayd is a technical documentation regarding the technology of creating
complex (non-printing) components and corporate identity components (for
example, outdoor advertising structures, websites, interiors and decor of
buildings and structures, etc.).
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A brand book is a philosophy of a company — a document representing a
trade secret describing the values and characteristics of a brand, i.e. the ideology
of the company, as well as ways to convey them to consumers, which includes
the documents described above — Guideline — corporate identity and Katgayd —
technical documentation.

A brand book is a set of guidelines and rules that describe the practical
application of the components and composites of a corporate identity and the
technical side of its implementation, as well as a document that contains
information about the essence, idea, mission, philosophy and values of a brand,
including information on relative features product, corporate culture,
implemented in the company and other nuances significant for it, which
constitute a trade secret and are not intended for general use. Thus,
methodological approaches to brand management based on brand positioning
have been investigated; substantiated the conceptual foundations of brand
portfolio positioning management.

Conclusions and suggestions for further research. The practical
significance of the results of the study consists in expanding the methodological
apparatus of brand management (a methodological approach to the formation
and promotion of a portfolio of brands is proposed, the use of a die matrix of a
brand book for assessing the quality of a document, the main directions for
increasing the value of the portfolio of enterprise brands are indicated). The
scientifically based recommendations received by the author can be used in
practical marketing activities to manage the positioning of a portfolio of brands
and are of interest not only for enterprise management, but also for specialists
involved in research and development of brands and branding.
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Introduction. Efficient functioning of
educational organizations is impossible
without scientifically grounded activity
on creation and promotion of a brand
of educational services rendered by
them. The problem of increasing
competitiveness in front of modern
Ukrainian universities, which have
faced in the last decade with a decrease
in the number of applicants and the
need, in this regard, to strengthen the
branding of their capabilities in the
market of educational services, 1is
particularly acute.

The The

creation and promotion of educational

research  hypothesis.
services of a modern university will be
carried out effectively if the tools of
rebranding educational services are
used.

Purpose of the article: development

of the rebranding system as a
component  of  the  university
development strategy, factors and

tools, conditions of its implementation

and evaluation of the efficiency of its

use.
The methodology of the study:
methods  of  system, structural,
situational approaches, survey

methods, expert evaluation method,
SWOT-analysis.

Results. The developed concept of
KNUTD to
determine the main directions of
KNUTD rebranding based on domestic
and foreign experience and the basic

rebranding  allows

directions of the university rebranding
in modern conditions.

Conclusions. The developed concept
of KNUTD to
determine the main directions of
KNUTD rebranding based on domestic
and foreign experience and the basic

rebranding allows

directions of the university rebranding

in modern conditions.

Keywords: competitiveness, brand,
rebranding, university, SWOT
analysis.

78



ISSN 2415-3206
MANAGEMENT

Journal
Issue 1 (31), 2020

JEL Classification: A22; 123; P36
VK 339.138

DOI: 10.30857/2415-3206.2020.1.7

PEBPEH/IIHI
E®EKTUBHUU
KOHKYPEHTHOI BOPOTbBHU

YHIBEPCUTETY AK
THCTPYMEHTAPIHA

B. HIEPBAK!, O. HIEBUEHKO!
' Kuiscokuil

HAYIOHATbHUL VHIgepcumem

mexHo02it ma ouzauny, Yxpaina

Beryn. EdextuBHe (yHKUIOHYBaHHS
OCBITHIX OpraHizaiiil HEMOXJIMBO 0e3
HAYKOBO OOTPYHTOBAHOI iX MisUTBHOCTI
31 CTBOpPEHHSI Ta MPOCYBaHHS OpeHy
HaJ[aBaHUX HUMH OCBITHIX MOCIyT. 3
0COOJIMBOIO ~ TOCTPOTOIO  MOCTala
npobiema T IBUATIICHHS
KOHKYPEHTOCTIPOMO>KHOCTI nepen
Cy4aCHUMHU YKpaiHChKUMHU
YHIBEpCUTETaMH, IO 3ITKHYJUCA B
OCTaHHE JCCATUIITTA 31 3MEHILECHHIM
KOHTHHI€HTY abITypilEHTIB 1
HEOOXITHICTIO, B 3B'SI3Ky 3
MOCUJICHHSAM pOOOTH 3 OpEeHAIHTY
CBOIX  MOXIJIMBOCTEM  Ha  PUHKY
OCBITHIX MOCHYT.

I'inoTe3a nociaimxenHsi. CTBOpeHHS 1
MPOCYBaHHS OCBITHIX MOCTYT
Cy4acHOTO YHIBEPCUTETY oyne
3MIMCHIOBATUCA  €(PEKTUBHO,  SIKIIO
Oyle BUKOPUCTaHUN 1HCTpPYMEHTapid
PEOPEHIMHTY MTISITBHOCTI.

Mera pgaHoi crarTi:  po3poOka
CUCTEeMH DPEOpPEHAMHTY SK CKJIaJOBOi
CTpaterii  pO3BUTKY  YHIBEPCHUTETY,
(akToOpiB 1 IHCTPYMEHTIB, YMOB HOTO
BIIPOBAPKCHHS 1 OIIIHKU €(PEKTHBHOCTI
HOro BUKOPUCTAHHS.
MeToam  JI0CJHiTKEHHS:
CHUCTEMHOTO, CTPYKTYPHOTO, CUTYyaIli}i-

1IM,

METOIHN

HOTO MiJIXO/AIB, OMUTYBaJbHI METOJIH,
METOJI eKcrepTHUX ouiHok, SWOT-
aHami3.

PesyabTratn. BusaBieHo  KIHOYOBI
bakTopu MapKeTUHTY, L0 JO03BOJIUIN
BUJAUIMTHA TOJIOBHI KOMIIOHEHTH JUIA
YCIIIIHOT PO3p00OKHU KOHIIeTIIIi
peOpeHIUHTY Kuiscbkoro
HaIllOHAJILHOTO YHIBEPCHUTETY
texHosorii Tta auzaiiny (KHYTUH).
3anponoHOBAHO MeXaHi3M
pPEOPEHIMHTY YHIBEPCUTETY, IiJl SIKHUM
PO3yMIETHCS TJ1aH 3aXO0/IiB,
CIIPSIMOBAaHHX Ha IHTeTpaIio
COIllaJIbHUX T4 PUHKOBUX KOMIIOHEHTIB
st €(EeKTUBHOTO  BHUKOPHUCTAHHS
notexmiany imimxy KHYT/I.
BucHoBkn. Po3pobneHa KoHIenIis
peopenaunary  KHYTJ  nmosBosisie
BU3HAYHTH OCHOBHI HaTPSIMKH
peopenaunry KHYT/l, Buxonmdauum 3
BITUM3HSHOTO 1 3apyOiKHOTO JIOCBimy
Ta 0a30Bl HaNpSIMKH PEOPEHAUHTY
YHIBEPCUTETY B CYJaCHUX YMOBaX.

Karouosi ¢JIOBA:
KOHKYPEHTOCTIPOMOXKHICT, OpeH,
pebpenaunr, yHiBepcurer, SWOT-
aHaJi3.
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Formulation of the problem. Due to high competition in the market of
educational services and introduction of market principles into the process of
higher education institutions reform, universities everywhere strive to become
more attractive for their potential clients — applicants, students, investors. In
recent years, many higher education institutions have seen a way out of this
situation — to create a strong and memorable brand. University brand is formed
by the opinion of target groups, it is a subjective opinion, a process that is
complicated by external and internal factors. With the help of the name,
location, logo, history, corporate identity, website and other attributes can make
an educational organization attractive and desirable in the eyes of the target
audience. Based on this, we can conclude that the formation of a brand is a
strategic task, which should be done on a permanent basis. If this task is not
solved in time, the image of the university will be formed spontaneously.

An analysis of recent research and an unresolved part of the problem.
Leading domestic and foreign economists, such as D. Aucker [1], K. Keller [2],
S. Coomber [3], P. Temporal [4], J. Trout [5], D. Aucker [5]. D. Elzinga,
J. Gordon [6], S. Wheeler, E. Hirsch [7], F. Wang, X. Zhang, M. Ouyang [8],
J. Karabel [9], V. Shcherbak, S. Marchenko [10], G. Plisenko [11], V. Savon
[12], E. Neretina, 1. Neretina [12], and others. I. Gvozdetskaya, Yu. Korokoshko
[13] and others paid considerable attention to the essence and peculiarities of
rebranding development. These scientists understand rebranding as renewal,
revival, brand improvement, and increase of its effectiveness. Leading foreign
and domestic universities in recent years began to actively use it. At the same
time, in the activities of many domestic universities there is an inefficient use of
methods and techniques of rebranding, as well as their inexpedient application.
Today, in Ukraine, for some universities the introduction of rebranding tools is
inexpedient, while for others it is an important factor for competitive success in
the market of educational services. Under such conditions, the problem of
research into the specifics of the application of types, tools and conditions of
rebranding implementation for higher education institutions becomes
particularly relevant.

The aim of the article is to analyze rebranding as a component of
marketing strategy of the higher school, factors and tools, conditions of its
implementation in the university and evaluation of the effectiveness of use.

Research results. Domestic and foreign institutions of higher education
realize the need to create a positive perception of their organization and use a
well-known marketing tool — rebranding. Rebranding is a management process,
which is aimed at the creation and development of important material and non-
material characteristics of the university, which will allow it to be unique and
stand out among similar ones on the market of educational services. Today,
there are few domestic universities, which are ready to boast of their "name" at
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least on the national scale. On this basis, there is a need to systematize the
existing concepts of rebranding to apply them in practice in future work, as well
as to create practical effective recommendations.

Rebranding is an active marketing strategy, which includes a set of
measures to change the brand (both the company and its products) or its
components: name, logo, slogan, visual design, with a change in positioning. It
is carried out in line with the change of the conceptual ideology of the brand.
This implies that if quite significant changes have occurred in the company
(product), it is necessary to carry out restyling and repositioning of the brand as
components of the rebranding process. The main purpose of this process is to
strengthen relations between the brand and the consumer through the
development of four components of brand quality, functional quality of the
product, individual quality of the brand (values), social quality (respect) and
communicative quality (ability to establish and maintain contacts with the
consumer). There are many reasons for brand renewal: the brand is outdated,
there is a competitor with a more interesting brand, the brand has to perform
new tasks, the company changes or covers a new field of activity. Brand re-
branding tasks: strengthening of the brand (i.e., increase in consumer loyalty);
brand differentiation (strengthening its uniqueness); increase in the target
audience of the brand (attracting new consumers).

The practice of branding activity of Ukrainian universities confirms the
thesis that Ukrainian universities are actively searching for competitive
advantages, including the university brand. The work on building and
maintaining the brand is carried out in a constant mode by ensuring brand
communication with the target audiences, monitoring the perception of the
brand by the audience, the tone of media mentioning, covering various criteria
of the educational system of the university rebranding leads to a holistic image
of a prestigious university.

In the process of positioning the university brings to the target markets the
main idea — its uniqueness. As the world practice shows, the leading world
universities — Oxford, Cambridge, Harvard — carry out their positioning in this
way. These universities focus on traditions, famous graduates, highly qualified
teachers, freedom and democratic values in the process of education and
research. Summarizing the Western experience, experts note that the main idea
of positioning universities in Germany, Switzerland and Austria is a dual
education, which is based on a harmonious combination of training future
specialists both within the university and in the enterprise. The positioning of
university brands in these countries often emphasizes the absence of a gap
between theoretical and practical training of students. The brands of these
universities are associated by applicants and their parents with job security and
the demand for graduates [4, p. 16]. The idea of positioning the university is
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designed to incorporate the values of academic and corporate culture of a
particular university, which, as a rule, are synthesized in its mission. The
mission is, as a rule, a brief formulation characterizing the uniqueness of the
university through its strategic goal or perspective vision (Table 1).

Table 1
Features of national university concepts
Country Features of national university concepts
Great Britain - the concept of liberal education;

- high attention to the formation of the learner's personality, his
individual characteristics;

- preference for graduates with broad intellectual abilities and personal
qualities;

- aspiration to fulfil the university's super task by educating individuals'
personal characteristics;

- striving for high quality of research and professional training.

France - professional, educational model of education;

- strict hierarchy of subordination to the state;

- high degree of differentiation of scientific practice into intra- and
extrauniversity ones;

- activation of the university work in the direction of professionalization
based on the results of pragmatically oriented university science.

Germany - a strong emphasis on scientific research;

- high cohesiveness and cooperation of students and teachers for science
and research, interaction of their work for co-research;

- high speed of processing of research results and their transformation
into material for curricula and other educational purposes.

US - the consistent implementation of three models of European education;

- adoption of the English system model at the first level of higher
education in the form of four-year colleges;

- using the experience of French education, expressed in the form of
universities with six-year training;

- active use of the experience of German higher education in the form of
research orientation;

- a great deal of attention is paid to the master's degree.

Japan - considerable planning in the field of education;

- focus on long-term, well-established ties with certain social strata —
elitism;

- focus on priorities and expectations of consumers of educational
services;

- focus on organizations that are branded in terms of staff;

- a high degree of orientation to the requirements to the intra-company
atmosphere, to the traditions of the personnel,

- caste and elite principles of the university model construction.

Practice shows that the models of education in each country are determined
to a greater extent by the national structure: political system, mentality, set of
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values of peoples, their history, traditions and the established social and
economic system [5, p.141]. Despite the fact that individual educational
institutions reflect the characteristics of national models of higher education to
varying degrees, in general, the outlined features are quite tangible. A SWOT
analysis was carried out to develop a rebranding of the Kyiv National University
of Technology and Design (KNUTD). This analysis allows identifying the
factors directly affecting its activities and the most promising and effective areas
of rebranding (Table 2).

Table 2
SWOT-analysis matrix KNUTD
Strengths (S) Weaknesses (W)
Availability of budget seats; Impressiveness of technical

professions;
Low percentage of young
scientific and pedagogical
staff (SPS);

State subordination (status);
The status of "university";
High accreditation figures;
Location in the capital of

Ukraine; Weak material and technical
Wide range of educational base (laboratories,

services; workshops);

Stable team; Insufficient space;

Availability of social security
mechanism for employees and
students;

Availability of: thesis defense
councils, scientific schools,
scientific journals of category B,
international relations,
employment service for
graduates, hostels;
Implementation of the system of
continuous education;

Demand for graduates;
Recognition of achievements by
the society and professional
community;

Ranked 62nd among the world's
best fashion and design schools;
High quality of students' training
Ranks 71st in the world among
the best medical and
pharmaceutical schools in the
world.

Lack of sponsorship funds;
Insufficient relationship with
employers;

Lack of mobility of SPS;
Small number of economic
contracts;

Small number of status
graduates;

Low percentage of foreign
students.
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End of Table 2
Opportunities (O) SO-strategy WO-strategy

Grants; Additional education on all Strengthening ties with

Additional education in all |specialties using remote employers, attracting foreign

specialties; technologies and with the students through international

Social and professional involvement of foreign teachers |cooperation

partnership;

Contractual relations;
Opening of "remote"
departments, branches
(subdivisions);

Opening of small
innovative enterprises;
Development of distance
education and learning

technologies;
Nostrification of diplomas;
Strengthening of
international relations.

Threats (T) ST-strategy WT-strategy
High level of competition; |Reduction of budget places, Lack of accommodation
Demographic situation; decrease in financing of facilities for international
Economic crisis; demographic decline and decrease | students.
Public policy on in the number of applicants in the |Reduced demand for
education; next 3—5 years. graduates in a number of
Decrease in the state order |Increased competition in target specialties, problems with
for university services; market segments: increase in the |their employment.
Decrease in budget number of non-state universities | High and constantly growing
financing; in the region, dumping policy and |level of expenses for
Decrease in budget places; |wide use of modern educational |maintenance of educational
Profiling of universities;  |technologies by competitors. buildings and scientific and
Lack of housing for newly laboratory equipment.
employed workers. Availability of resource

limitations in the
implementation of complex
programs..

The SWOT-analysis revealed the following prospects for the development of
KNUTD: additional education in all specialties using remote technologies and
with the involvement of foreign teachers; strengthening the relationship with
employers; attracting foreign students in international cooperation. Besides, the
following risks were revealed: demographic decline and decrease in the number
of applicants in the next 5 years; decrease in demand for educational services due
to high requirements on entrance tests and high cost of education; increase of
competition on target market segments: increase in the number of non-state
universities in the region, dumping policy and wide use of modern educational
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technologies of education by competitors; decrease in demand for graduates on a
number of specialties, problems of their employment; high demand for graduates
on a number of specialties, problems of their employment and employment.
Conclusions and suggestions. The analysis of the KNUTD brand shows the
increasing loyalty of consumers to the brand, positive satisfaction with the
education received at the university, complex and not always clearly expressed
perception of the brand leadership by clients (students). The increase of brand
popularity requires considerable efforts of PR and advertising companies. We also
believe that serious analysis requires the perception of brand values by internal
audience. The individual features of the university brand are quite high. But in
order for the public to feel the same way, a number of targeted PR-campaigns are
required. Consumers in the market of educational services face the problem of
differentiation of KNUTD brand and brands of other universities. The solution of
this problem also requires strengthening PR and advertising campaigns. The same
can be said about the general low awareness and public information about the
university brand in Ukraine. In general, the history of KNUTD existence and
development testifies to the successful and dynamic formation of its brand
awareness. The market behavior of the university can be called effective.
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Introduction. The implementation of
modern tools for the transfer of
innovative technologies from research
centers to the business environment is
one of the main criteria for Ukraine to
enter the globalization space of
technologically advanced countries. In
view of the above, the analysis of the
current state of innovation and
technology transfer in Ukraine in order
to form development priorities with a
focus on advanced global models
becomes relevant.

Research hypothesis. It is assumed
that the implementation of modern
tools for the transfer of innovative
technologies from research centers to
the business environment will be the
basis for the creation of a new type of
university, the effectiveness of which
will be measured by the introduction of
enterprises in various fields of
innovation and projects.

The purpose of the article is to
analyze the current state of innovation
and technology transfer in Ukraine.
Research methods: statistical analysis
and logical generalization — to study
trends in the field of technology
transfer in Ukraine.

Results: the current state of innovation
and technology transfer in Ukraine is
analyzed. Ukraine's place in the global
innovation index is assessed according
to the main indicators. Factors of
efficiency of commercialization of
university inventions are allocated. The
functioning of effective technology
transfer centers on the example of
Spain is considered.

Conclusions: technology transfer is a
promising mechanism for economic
stabilization of a country. In Ukraine,
due to weak interaction between
science and business, technology
transfer is not developed at the proper
level. To overcome such negative
trends, it 1s necessary to use
institutional factors — improving the
legal framework in the field of
technology transfer and developing
public policy on the commercialization
of intellectual property, intensifying
the development of technology market
infrastructure and involving enterprises
in working with intellectual property.
Keywords:  technology  transfer;
university;  business  environment;
global innovation index; patent; utility
model.
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Beryn. [Ins Ykpainu iMruiemMeHrartis
Cy4acHOTO 1HCTPYMEHTapit Tmepenadi
IHHOBaLIMHUX TEXHOJIOTIN BiJ HAyKO-
BUX OCEPEJIKIB /10 O13HEC-CEPEAOBHUILA €
OJTHUM 3 TOJIOBHUX KpHUTEpPIiB BXOJ-
YKEHHS 10 T7100ali3aiiitHoro npocTopy
TEXHOJIOTTYHO PO3BMHEHUX KpaiH CBITY.
3 ornsiAy Ha BUIIE3a3HAuCHE, aKTyallb-
HOCT1 HaOyBa€e aHai3 Cy4yacHOTO CTaHy
IHHOBAIIMHOI JISUTBHOCTI Ta TpaHchepy
TEXHOJIOT1 B YKpaiHi 3 MmeToro popmy-
BaHHS IPIOPUTETIB PO3BUTKY 3 OpI€HTA-
II€0 Ha TIePEIOB1 CBITOBI MOJIEIII.
I'imore3a HayKoOBOIO JIOCJIiIKEHHS.
[lepenbavaerhcsi, 1O IMIIEMEHTAIIis
Cy4acHOr0 I1HCTPYMEHTapiio Mepeaadi
1IHHOBAILIHHUX TEXHOJIOT1HI B
HAyKOBHX  OcCepeAkiB 10  Oi3Hec-
CepeloBHINla CTAaHE OCHOBOIO  JUIS
CTBOPEHHSI  YHIBEPCHUTETIB  HOBOIO
TUITy, pPE3YyJbTaTUBHICTb POOOTU SKUX
BHUMIPIOBATUMETHCS YIIPOBAHKEHHSIM Y
MPaKTUYHY AISUTBHICTh MIANPUEMCTB
pI3HUX rajxysei 1HHOBAIITHUX
PO3pOOOK 1 IPOEKTIB.

Mertoro crarTi € aHami3z Cy4acHOTO
CTaHy 1HHOBAIIMHOI [ISUIBHOCTI Ta
Tpancdepy TexXHOIOrii B YKpaiHi.
Metoau AOCJIiIKEHHS:
CTaTUCTUYHOI'O aHaJ3y Ta JIOIIYHOIO
y3araJlbHEHHS — I JIOCHIKCHHS
TEHJCHIII PO3BUTKY chepu
TpaHcdepy TEXHOJIOT1 B YKpaiHi.

CYUYACHUU
TPAHC®EPY TEXHOJIOT'IA B YKPAIHI

CTAH THHOBAIIM TA

O. HI®ATOBA!, B. CBATEIIbKHI!
! Kuiscokuii
mexHoo2il ma ouzauny, Yxkpaina

HayioHanbHull YHieepcumem

Pe3yabTaTH: npoaHanizoBaHO cydYac-
HUHA CTaH 1HHOBAILIMHOI IISUIBHOCTI Ta
TpaHncepy TexXHONIOTIH B YKpaiHi.
OuineHo wicue YKpaiHM 3a OCHOB-
HUMHU 1HAMKATOpAMH K IJ100aIbHOMY
iHJeKkcl  iHHOBaiiil.  BuokpemieHno
(dakTopu epeKTUBHOCTI KOMepliani3za-
i YHIBEPCUTETCHKUX  JIOCIIKEHb.
PosrnsnyTo GyHKIIIOHYBaHHS J1€BUX
IEHTPIB TpaHcepy TEXHOJOTIH Ha
npukiai Icrnanii.

BucHoBku: Tpancdep TEXHOJOTIH €
MEPCIEKTUBHUM MEXaHI3MOM
C€KOHOMIYHOI cTabimizaiii nepxasu. B
VYkpaini, uepe3 ciabKy B3a€EMO/III0
HayKH 1 613HeCy, TpaHc]ep TEXHONOT1H
HE PO3BUHYTO Ha HAJIEKHOMY pIiBHI.
JIsi TOMIOJTaHHST TaKWX HETaTHUBHUX
TEHIEHIIH HEOOX11HO 3a1STH
THCTUTYLI1MH1 YUHHUKA —
BJIOCKOHAJICHHSI 3aKOHOJ/aBY0i 0a3u y
chept TpaHchepy TEXHOJOTIH Ta
pO3pOOJICHHST  HampsIMiB  JIepKaBHOI
MOMITUKK  II0JI0  KOoMepIiasizari
pe3ynbTaTiB THTEJIEKTYaJIbHOT
JISJIBHOCTI, aKTHBI3AIII0O  PO3BUTKY
1HGPACTPYKTYPH PHUHKY TEXHOJIOTIH 1
3aITydeHHs] TiANPUEMCTB 0 poOOTH 3
IHTEJIEKTYJIbHOIO BJIACHICTIO.

Kirouosi CJI0Ba: TpaHcdep
TEXHOJIOT1;  yHIBepcuTeT;  Ol3Hec-
cepelioBuIlle;  II00ATbHUM  1HJIEKC

1HHOBAII1}; TATEHT; KOPUCHA MOJICIIb.
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Formulation of the problem. The innovative way of economic
development is one of the priority directions in the global sphere. The positive
experience of the developed countries of the world confirms the primary role of
scientific centers in the formation of the country's innovation potential. Research
and development (R&D) is an activity aimed at gaining new knowledge and
their practical application in creating a new product or technology. In developed
countries, such as Canada, the United States, Germany and Japan, 70% of total
R&D expenditures are concentrated in a small number of powerful research
centers. Among such research centers, universities and research institutions play
an important role. For the successful transfer of technology from universities to
business, it is necessary to realize the importance of close cooperation between
the inventor and the company. The commercialization of university research
today is becoming an important economic and globalization stimulus for a
country. In addition, the cooperation of universities with business in the field of
research, licensing agreements, the possibility of establishing joint ventures, can
bring additional income to the universities and employment opportunities for
academic researchers and students.

For Ukraine, the implementation of modern tools for the transfer of
innovative technologies from research centers to the business environment is
one of the main criteria for entering the globalized unity of technologically
advanced countries. In view of the above, the analysis of the current state of
innovation and technology transfer in Ukraine, in order to form development
priorities with a focus on advanced global models, becomes relevant.

Analysis of recent research and unresolved part of the problem. An
analysis of previous research on the effectiveness of technology transfer from
the research community to the business environment has shown that most
scientists emphasize the importance of establishing a relationship between
science, innovation and business [3—7]. In most developed countries, universities
aim to facilitate the rapid and effective conversion of their know-how into
commercial use [8]. Veugelers R. argues that in order to achieve this goal,
universities need to create an effective strategy aimed at developing guidelines
for technology transfer management [9]. D. Siegel notes that a barrier to the
commercialization of university research is the inability of scientists to disclose
their inventions to a wide range of business environments. Overcoming this
barrier is possible through the creation of technology transfer centers in
universities [10]. Clearly defined license agreements can act as a mechanism to
encourage inventors to disclose their inventions and participate in the
commercialization process [6, 11].

Research results. The main indicator of innovation development on a
global scale is the estimated Global Innovation Index. Ukraine is among the top
50 countries that have maintained a relatively stable rating since 2014.
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According to the Global Innovation Index, Ukraine in 2019 ranked 47th among
129 countries. The Global Innovation Index includes 81 indicators of innovation
activity and is divided into seven areas: 1) Institutions; 2) Human capital &
research; 3) Infrastructure; 4) Market sophistication; 5) Business sophistication;
6) Knowledge & technology outputs); 7) Creative outputs. Global Innovation
Index — calculated as the average between the sub-indices of innovation
resources (Innovation Input Sub-Index) and innovation results (Innovation
Output Sub-Index). Estimates of Ukraine on the main indicators to the global
index of innovations in comparison with 2018 and 2019 are presented in
Figure 1.

INSTIF3JTIONS

HUMAN CAPITAL &
CREATIVE OUTPUTS RESEARCH
KNOWLEDGE &
TECHNOLOGY INFRASTRUCTURE
OUTPUTS
BUSINESS MARKET
SOPHISTICATION SOPHISTICATION

==2018 =#=2019

Source: based on data [8)].
Figure 1. Estimates of Ukraine on the main indicators of the global index
of innovations in comparison between 2018 and 2019

Since the focus of this study is on science and technology, the greatest
interest in the global innovation ranking is the "Knowledge & technology
outputs" indicator, because it reflects the development of science and
technology. The analysis of this indicator shows a paradoxical trend for Ukraine.
On the one hand, the number of patent applications for inventions filed with the
national patent authority per billion dollars of GDP and the number of patent
applications for utility models, Ukraine is in the lead. On the other hand, the
GDP growth rate due to the introduction of new technologies is less than 1%,
while in developed countries it is 60-90% (Table 1). This situation necessitates
a thorough analysis of the effectiveness of innovation for Ukraine.
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Table 1
The place of Ukraine in the world ranking
of Knowledge & technology outputs

Indicator Score Place

Patents by origin/bn PPP§ GDP 6.2 17
PCT patents by origin/bn PPP§ GDP 04 38
Utility models by origin/bn PPP$ GDP 243 1

Scientific & technical articles/bn PPP$ GDP 9.2 54
Citable documents H-index 15.0 49
Growth rate of PPP$ GDP/worker, % 3.2 22
New businesses/th pop. 15—64 1.5 60
Computer software spending, % GDP 0.5 19
ISO 9001 quality certificates/bn PPP$ GDP 3.5 70
High- & medium-high-tech manufactures, % 0.2 56
Intellectual property receipts, % total trade 0.2 43
High-tech net exports, % total trade 2.0 53
ICT services exports, % total trade 4.8 11
FDI net outflows, % GDP 0.1 96

Source: [8].

One of the indicators that characterizes innovation activity and the
possibility of creating a facility for technology transfer is the number of
applications for inventions and utility models. It should be noted that in the first
quarter of 2020, the number of applications for inventions and utility models
submitted by national applicants — judicial person decreased compared to the
corresponding period of 2019 by 42.7% and amounted to more than 1 thousand.
Accordingly, their share in the total number of applications decreased (59.8%
against 65.0% in 2019). Individual applicants submitted 685 applications for
inventions and utility models, and their activity decreased by 28.6%.

The distribution of the submitted applications by types of economic activity
of the applicants allows to determine the industries with the largest number of
applications. 74.5% of the total number of applications for inventions and utility
models were submitted by organizations working in the field of Education,
13.5% — in the field of Research and Development, and only 12.0% of
applications were in other fields. In the first quarter, there was a sharp decline in
the number of applications for inventions and utility models in the field of
"Education" (—44.6%), in the field of "Research and Development" (—48.5%)
compared to the same period last year. It should be noted that the number of
applications submitted by educational institutions annually exceeds the number
of applications submitted by scientific organizations [1].

91



ISSN 2415-3206 Journal
MANAGEMENT Issue 1 (31), 2020

The level of inventive activity in industry remained quite low. Thus,
industrial enterprises submitted 40 applications for inventions and utility
models, which is 3.9% of the total number of applications. The most active in
submitting applications in the industry were enterprises for the production of
machinery and equipment (16 applications), vehicles (8 applications), electrical
equipment (4 applications), computers and metallurgical production
(3 applications each) (Figure 2).

® Education
15,00%

m Professional, scientific and
technical activities

Other industries
® [ndustry

m Health care

Source: [1].
Figure 2. Distribution of applications for inventions and utility models
submitted in the first quarter of 2020, by type of economic activity
of applicants

The American and European experience shows that in order to manage the
transfer of technology between the main providers of innovation (universities)
and those who can potentially commercialize them, universities must create
specialized intermediary structures. Technology transfer centers are generally
the most important intermediaries in the commercialization of university
research.

The analysis of 147 institutions of higher education of Ukraine showed
that, in 29 institutions there is no activity on technology transfer and academic
entrepreneurship at all, 118 institutions have relevant departments. With regard
to the structural unit responsible for technology transfer issues, 10 institutions of
higher education and research institutions reported the absence of such unit in
their structure, 108 — indicated the existence of a separate unit, or a specialist
responsible for such activities (in 96 institutions of higher education and
scientific institutions the issues of technology transfer belongs to the
competence of 1 structural subdivision, in 7 — to the competence of 2-3
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structural subdivisions, in 5 — such activity is assigned to one specialist). Such
statistical analysis shows a very low level of development of technology transfer
university centers.

Regarding the structural subdivision, which is responsible for academic
entrepreneurship, 50 institutions of higher education reported the absence of
such a subdivision in its structure, 68 — indicated the existence of a separate
subdivision or a specialist responsible for carrying out such activities. Thus, in
58 institutions of higher education the issues of academic entrepreneurship
belong to the competence of 1 structural subdivision, in 3 institutions — to the
competence of 2 structural subdivisions and in 3 institutions — such activity is
carried out by only one specialist.

Thus, the results of the study confirm the presence of a problem regarding
the existence of effective technology transfer centers in Ukrainian institutions of
higher education.

It should be noted that the effectiveness of the commercialization of
university research depends on many factors. The most influential among them
are — patents and licenses, income from licenses and the formation of companies
through start-ups (Figure 3).

| patents and

11_061151118 licenses
income

creation of
companies

Factors of efficiency of university researches
commercialization

Figure 3. Factors of efficiency of university researches commercialization

In addition to the listed factors of effectiveness of university research
commercialization, university science parks can also play a positive role in
generating knowledge clusters and improving technology transfer between
universities and industries. The effectiveness of scientific developments in the
higher education sector can be assessed by the number of applications for
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copyright documents. It is noteworthy that higher education institutions submit
the largest share of the total number of applications for the issuance of copyright
documents in Ukraine. Ukraine shows relatively high activity in the field of
patenting, although the levels of patenting in some sectors differ significantly.

A good example of the implementation of experience in the formation of
effective technology transfer centers is Spain. Virtually every Spanish university
has a technology transfer center that provides a number of services, including:
quality assessment of inventions, support for patent applications, negotiation of
license agreements, support for researchers in creating university spin-offs.
About half of all Spanish universities have a science park. Geographical
proximity optimizes information flows, reducing the cost of finding and
monitoring technology consumers and increasing the likelihood of a successful
relationship between the university and the business environment. In addition,
science parks provide infrastructural support for further development of
inventions. Given that most university inventions are in the process of
implementing innovation at the time of patenting, science parks take on the
process of developing and testing new technology and bringing it to market
needs.

Successful technology transfer depends not only on the quality of research
and involvement of inventors, but also on the size and experience of the
technology transfer center. Successful and experienced technology transfer
centers have a high-quality portfolio of inventions, which gives them certain
competitive advantages in the market of innovative technologies.

In addition, research shows that universities that give a higher share of
royalties to the inventor generate more inventions and higher licensing income.
This stimulating effect seems to work both by streamlining scientists and by
streamlining the efforts of scientists.

Insufficient funding remains one of the main factors hindering the
transition of universities to the full application of the model of innovative
development. This is due to a number of reasons: the general economic crisis,
the lack of a sufficient number of competitive educational products, the
imperfection of the mechanisms of interaction between universities and the
business environment, foreign partners and so on. This causes a devaluation of
the innovation potential of most domestic free economic zones.

Thus, Ukraine has great potential for technology transfer from universities
to the business environment, but even some technological breakthroughs cannot
provide the main result — a new competitive economy based on innovation. This
requires a set of measures based on effective public administration, successful
interaction between universities, business, government and society, and so on.

Conclusions and suggestions. In the environment of globalization and
integration, the level of economic development of the country is determined by
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the ability to commercialize the results of R & D and the efficiency of
technology transfer. Technology transfer is a promising mechanism for
economic stabilization of a country. In Ukraine, due to weak interaction between
science and business, technology transfer is not developed at the proper level.
Due to the insufficient spread of advanced technologies, the opportunities to use
the strategy of building innovation potential in priority areas are lost, which
threatens to consolidate the extensive model of economic development. To
overcome such negative trends, it is necessary to use institutional factors —
improving the legal framework in the field of technology transfer and
developing public policy on the commercialization of intellectual property,
intensifying the development of technology market infrastructure and involving
enterprises in working with intellectual property.

Today, technology transfer is becoming one of the most important factors
in ensuring sustainable socio-economic and environmentally safe development
of both individual countries and the world as a whole. For the effective
implementation of the link "higher education — research — innovation" it is
necessary to provide conditions for the creation and active operation of new
types of universities, the effectiveness of which will be measured by the
introduction into practice of enterprises in various fields of innovation and
projects.
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Introduction. At the present stage of
world economic relations, integrated
business structures (IBS) are equal
participants in international economic
market. Acting as both a derivative and
a conductor of globalization, they have
become the structure-forming factors
of world development, have an
increasing impact on the functioning of

the world economy, specific economic
entities, and individual emerging
markets.

Research  hypothesis. A full

adaptation of foreign methods for
evaluating and promoting brands will
take into account the specifics of the
Ukrainian economy, use branding as a
source of corporate competitive
advantages for Ukrainian business
participants, and help improve the
investment climate by strengthening
national brands.

Purpose of this article: to offer
methodological tools for international

branding of integrated business
structures in Ukraine.
Research  methods:  comparative

analysis, ratings, graphical, tabular and
specific methods of marketing research.
Results: a methodological approach is
proposed, according to which it is
necessary, on the one hand, to
distinguish  between  international
branding technologies depending on

the level of the country's economic
development, and on the other, to take
into account the mutual influence of
the country's image, global
competitiveness of its economy and the
main directions of the branding
development strategy of national
companies; countries' approaches of

implementing the international
branding strategy are evaluated
depending on  their level of

development, taking into account the
importance of branding as a marketing
tool and as a means of increasing
companies' capitalization.
Conclusions. The modern mechanisms
of brand promotion in IBS strategies in
Ukraine are evaluated on the basis of
assessing  the  advantages and
disadvantages of global marketing
programs in assessing the effectiveness
of international brands, choosing the
best methods for expanding the brand
portfolio; modern strategies and a
global planning system for
international branding are defined in
terms of standardization criteria,
product specifics, IBS capabilities and
the international competitive
environment, and criteria for brand
relationships within the portfolio.
Keywords: competitiveness; brand;
international  branding;  integrated
business structures.
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MI)KHAPOJHUI
THCTPYMEHT PO3BUTKY IHTETPOBAHUX

BPEHJAIHI' AK

BI3HEC-CTPYKTYP B YKPAIHI
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' Kuiscokui

HAYIOHATbHUL VHIgepcumem

mexHon02itl ma ouzauny, Yxpaina

Beryn. Ha cywacHomy erarii cBitorocmo-
JApChKUX 3B'SI3KIB 1HTErpoBaHi Oi3Hec-
ctpyktypu (IBC) € piBHONpaBHUMHU
y4aCHHUKaMH MDKHAPOJIHUX €KOHOMIYHUX
BITHOCHH.  BucTynarounm  OJHOYACHO
MOXIJTHOIO 1 TPOBIIHUKOM TJioOai3ariii,
BOHHU TEPETBOPUIIUCS B CTPYKTYpPO YTBO-
pIOIOYl YUHHHMKH CBITOBOTO PO3BHUTKY,
poOyATh BCe OUIBLIMIA BIUIMB Ha (PYHK-
IIIOHYBaHHS ~ CBITOBOTO  T'OCHOAAPCTBA,
KOHKPETHUX TOCHOJApIOI0UuX CyO'€KTIB,
OKpEMI PUHKH, 1110 PO3BUBAIOTHCA.

linoreza pocaimkennsi. IloBHouiHHA
ajanTaris 3apyObKHUX METOJMK OITIHKH 1
NpOCYBaHHSI OpEH/IIB JI03BOJIUTH Bpaxy-
BaTH CrielUQiKy YKpaiHChKOI €eKOHOMIKH,
BUKOPUCTOBYBATH OpEHIIHT 5K JDKEPEIo
KOPIIOPAaTUBHUX KOHKYPEHTHHX IiepeBar
YKpaTHCbKHUX YYaCHHUKIB O13HECY, CIIPUSATH

MOJIMIIEHHIO 1HBECTUIIIMHOTO KJTIMaTy
HUIIXOM  TOCWIEHHS  HAIllOHAJIbHUX
OpeHiB.

Mera pmaHoi crarTi: 3anpoONOHYBaTH

METOAUYHHUM THCTPYMEHTapiil MIKXHAPO/I-
HOro OpeHIIHry IHTerpoBaHuX Oi3Hec-
CTPYKTYp Ha YKpaiHi.

Metoan aocaigKeHHsI: TIOPIBHSUTBHUIM
aHa3, peUTHHT, rpadiuHuid, TaOIMYHUH,

cnemmdiuyHi  METOAM  MapKETHHTOBHX
JOCIPKeHb, KOMITApATUBHUY aHATII3.
PesyabraTH.  3anponoOHOBaHO  METO-

JAYHANA IOX17, BIATOBIIHO 10 SIKOTO

HeoOX1/THO, 3 OJTHOTO OOKYy, PO3MEKOBY-
BaTH TEXHOJOTI MIKHApOJHOrO OpeH-
JIHTY B 3aJIEKHOCTI BiJl PIBHSI €KOHOMIY-
HOTO PO3BUTKY KpaiHH, a 3 1HIIIOTO — Bpa-
XOBYBAaTH B3a€EMOBIUIMB IMIJKY KpaiHW,
r7100aJIbHOT KOHKYPEHTOCIIPOMOKHOCTI 11

CEKOHOMIKM 1 OCHOBHHMX HANpsSMKiB
cTparerii PO3BUTKY OpeHaiHry
HAIllOHAJIBHUX KOMIIaHII; OLIIHEH]

MiAXoau KpaiH 10 peanizalii crparerii
MDKHAPOJHOTO OpEHIIHTY B 3aJICKHOCTI
BIJl PIBHS IX PO3BUTKY 3 ypaxyBaHHSIM
3HA4YCeHHS OpEHIIHTYy SK IHCTPYMEHTY
MapKeTUHTy 1 $K 3aco0y 3pOCTaHHA
KaItiTaai3amnii KOMIaHii.

BucHoBku. OriHeHI cy4acHi MeXaHi3MH
npocyBaHHs OpeHniB B ctparerisix IbC Ha
VYkpaini Ha 0asi OIIHKKM TiepeBar i Helo-
JIKIB Tporpam Ti00abHOrO MapKeTHHTY
MpH OIIHII €()EeKTUBHOCTI MIKHAPOIHUX
OpeHziB, BUOOPY ONTUMAIBLHUX METOJIIB
PO3IIUPEHHS nopTdens OpeHmiB;
BH3HAYEHO CYYacHI CTpaterii 1 riaodaibHa
cucreMa IUIaHyBaHHS — MDKHApOJHOTO
OpeHIIHTYy 3 TOYKH 30py KpHUTEpIIo
CTaHmapTH3alii, crnenudika  ToBapy,
MoxxauBocter  IChb 1 MDKHapoOIHOTO
KOHKYPEHTHOT'O CEpeIOBUIIIA 1 KPUTEPIIO
B3a€MUH OpEH/IIB BcepeIuHi MOpTQers.
Kuiro4oBi cj10Ba: KOHKYPEHTOCIIPOMOK-
HICTh; OpEHJ; MDKHAPOJIHUN OpEHJIIHT;
1HTErpOBaHi O13HEC-CTPYKTYPH.
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Formulation of the problem. The process of globalization of the world
economy in the 21st century is largely realized due to the growing role IBS and
increased competition between them, accompanied by widespread
standardization of marketing technologies and cost reduction. One of the tools to
increase competitiveness for IBS in such conditions is the increase in the cost
and effectiveness of brand portfolios. International branding for IBS in recent
decades has become a vital factor in the formation of additional competitive
advantages.

The parallel development of the global consumer goods market and fierce
competition on it between manufacturers, large intermediary networks and other
participants contributes to a change in the branding concept in IBS strategies
towards taking into account the socialization trends of the world economy, the
factor of its further post-industrialization and the transformation of many
national economies of large developing countries from production society into a
consumer society.

As a result of the development of international integration in the field of
intellectual property, there is also a tendency to increase the capitalization of
IBS brands. Therefore, the relevance of the topic is also explained by the need
for a comprehensive study of the experience of leading IBS in the field of the
formation of strong brands. The value of this experience, especially in the field
of optimizing and increasing the capitalization of brand portfolios, can hardly be
overestimated for Ukrainian companies, especially from the angle of the
importance of creating a reliable legal base, increasing the competitiveness of
domestic brands and stimulating their integration into international economic
relations.

Analysis of recent research and the unresolved part of the problem. In
domestic and foreign literature, the range of questions devoted to the study of
globalization and transnationalization of the global economy has been studied
and worked out quite widely, however, it should be noted that the number of
works exploring the relationship between IBS strategies and international
branding, key aspects of the impact of internationalization of the global
economy on branding strategies has been studied slightly. The following foreign
scientists dealt with the problems of international branding: D. Aaker [2],
J.-N. Kapferer [3], L.Keller [1], K.Hanna [4], M. Porter, S. Shindo,
N. Matsubayashi [5], L. Blajut [6], E. Becerra, V. Badrinarayanan [8], M. Roll
[9], D. Knights, M.Tullberg [11] and others. The analysis of the importance of
international branding in the development and enhancement of the
competitiveness of world economy entities is barely considered. The work of the
following domestic researchers is devoted to the study of similar problems:
L. Ganushchak-Efimenko, V. Shcherbak, O. Nifatova, O. Kolodiziev, R. Rebilas
[7], V. Marchenko [10], S. Starov, O. Alkanova [12] and others. The circle of
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developments in the field of international branding, which was confirmed in the
course of this study, is reduced to the study of its theoretical and methodological
i1ssues and practical tools for use in relation to IBS in Ukraine.

The aim of the article is the theoretical and methodological overview and
improvement of the tools of international branding for the development of
integrated business structures in Ukraine.

Research results. The study of the main approaches to the analysis of
competitive strategies of IBS in the modern world economy revealed that the
transition of globalization of the world economy to a new stage of its
development contributed to a serious transformation of the system of
competitive relations among leading IBS. The growth in the volume and
significance of foreign direct investment, the further internationalization of IBS
activity, their technological leadership are the most significant factors
determining their competitiveness in world economic relations.

The global financial and economic crisis has actualized the problem of
finding new effective standards of corporate governance, which, in the context
of financial globalization, has made the growth of market capitalization and
investment attractiveness the key parameters of IBS competitiveness. In addition
to these factors and parameters, the specifics of their network structure, the scale
of internal corporate competition and the change in the value of intangible assets
in their activities play a decisive role in the development of competitive IBS
strategies. Despite the fact that their participation in international strategic
alliances, mergers and acquisitions has become a successful competitive strategy
of IBS on the world market, they cannot be called the most effective tools for
expanding the activity of IBS. In the state of overflowing brand portfolios of
many IBS, the most urgent problem is the effective management of brands of
leading companies, ensuring their unhindered promotion in foreign markets,
which becomes a key element in ensuring competitiveness. For IBS, brands
have become the most important and most valuable intangible asset, and the
increase in their role in corporate strategies is associated with the rapid
development of corporate management and information technologies. The
creation of multi-brand IBS that had arisen in recent decades on the basis of
cross-border mergers and acquisitions has become one of the sources of
increasing the competitiveness of IBS, previously operating under one or two
brands.

Strategic branding is gaining a significant place in the formation of
competitive advantages of IBS. The decision to choose a branding strategy is
made by IBS when it is going to develop or buy a new product (service) that it is
going to make part of the brand. A similar question arises when restructuring an
existing portfolio of brands. In the world market over the past two decades,
many multi-brand companies have developed mainly through mergers and
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acquisitions. In particular, this is especially noticeable in the global automotive
industry. For example, Ford Motor Company acquired Volvo Cars (Sweden),
Aston Martin (Great Britain), Jaguar Cars Ltd, Land Rover (Great Britain) and a
significant stake (29%) in Mazda Motor Corporation (Japan). The options for
branding strategies are mutually overlapping, so there are many different models
that IBS can use to create and manage their brand portfolio (Figure 1).

Brand Length
4 Brand width

Premium
brand

International
brand
S . §
S - National
==
o0 & brand
g <

» Brand depth

Individual Family Corporate
brand brand brand

Source: compiled by the authors.
Figure 1. The model of relation of national and international brand

Creation and support of successful brands is the basis of the corporate
strategy of most IBS. The studies note that successful branding can be
considered both from the perspective of the concept of brands (formed in the
strategy of the corporation), and from the perspective of the image of brands
(formed in the minds of consumers). The following stages of brand development
can be distinguished (Table 1).

The intangible and "global" nature of international brands has made them
objectively less manageable than domestic brands. Until now, a unified
approach to assessing the value of an international brand has not been developed
in foreign practice; existing ones do not fully take into account such parameters
as internal and external goals of cost estimation, category of goods, size of
advertising costs in IBS, as well as the geographical extent of distribution,
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features of positioning and differentiation of international brands in the world
market (the latter applies mainly to strong brands).
Table 1

Stages of brand development in corporate strategy

# of stage Name Content

Characterized by excess demand over supply, which is typical for
developing countries and is rare in developed countries.
Manufacturers do not make efforts to make their products
distinctive and the consumer perception of these products is purely
utilitarian.

Unbranded

Stage 1 g00ds

Competition encourages manufacturers to make their products
distinctive. They begin to use "brand names", which allow
consumers not only to achieve utilitarian goals, but also to get
some pleasure from owning or using similar goods. "Brand name"
is registered and protected legally. At this stage, the emphasis is
not only on the functional usefulness of the product, but also on
the pleasure that the consumer experiences. Therefore, the term
3Fs (fantasies, feeling, fun) was introduced, which are of key
importance when deciding on the purchase of a product.

Brand as a

Stage 2 Reference

At this stage, consumers are offered a huge number of brands.

Brand as | Technological advances make it difficult to maintain functional
Personality |benefits. To highlight their products, emphasis is placed on the
emotional appeal of the brand.

Stage 3

At this stage, the brand becomes a symbol. Successfully created
symbols (icons) that have been used for decades are associated
with quality, prestige, status (for example, a star in a circle is a
Mercedes symbol, a red-and-white packaging of cigarettes is a
Marlboro symbol). The selected symbol creates a certain brand
perception in all countries.

Stage 4 | Brand as Icon

Few companies have entered this stage, which is characterized by
Brand as  |a harmonious relationship of the company with the ethical, social

Policy and political aspects of life (the most famous examples are The
Body Shop and Benetton)

Stage 5

Source: compiled by the authors.

An analysis of the structure of key international brands showed that:

First, it should be noted that often the brand value can exceed the value of
all tangible assets of the company (even taking into account the value of the
company's production volume added to the assets) (Figure 2).

The top 100 most expensive brands in the world for the year rose by an
average of 7%, up to 4.7 trillion dollars. For comparison, in 2006 their total cost
was $ 1.6 trillion. There were eight American brands in the top 10, and there
were 54 in the top 100. China accounted for 15 top brands, Germany became the
third with eight companies. Ukrainian brands were not included in the top 100
according to BrandZ.
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BrandZ"™ Top 100 Most Valuable

1 amazon Retail 315,505 a +52% 2 &
2 ‘_ Technolagy 309,527 4 +3% 0 - |
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s B® Microsoft Technolagy 251,244 4 +25% o &£
= VISA Payments 177918 5 +22% 2 @
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12 ﬁ' Mastercard Payments 91,929 4 +30% 3 %

:ZE::‘%‘; Technolagy 86,005 4 % 2 =
14 Cﬁﬂfg% Beverages 80,825 5 1% o =
15 . m Tabacco 71958 3 2% 2 =

Source: compiled according to [14].
Figure 2. 100 of the most expensive brands
in the world according to BrandZ

The top ten most expensive brands in the world in 2019 also included
Microsoft, VISA, Facebook, Alibaba Group, Tencent, McDonald’s and AT&T.
The best dynamics over the past year was shown by Instagram, which rose from
O1st to 44th place, whose value increased by 95% to $ 28.2 billion. Uber added
51% over the past year, Nexflix — 65%, Linked In — 46%, Salesforce — 58%,
Adobe — 57%. In the new list, 9 new companies entered the BrandZ top-100:
Chanel made the best debut, rising right up to the 31st line of the rating.

Secondly, one should point out the unequal growth rate of the value of
various international brands. In addition, it should be noted that there i1s a serious
increase in the value of brands of high-tech companies, while the cost of brands
of traditional "giants" is declining or has a very moderate growth (Figure 3).
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Figure 3. Dynamics of growth in the value of some international brands
in 2018-2019, (+ -) in USD m

Thirdly, if we analyze the
among key international brands

dominance of certain sectors and industries
(in terms of total cost), then for 20182019 it

turns out that the value of brands in the high-tech sector has increased

significantly (Figure 4).
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Source: based on [15, 16].
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Figure 4. Change in the total value of brands by sectors in 2018-2019
(in the context of the 500 most expensive brands)
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A study of the differentiation of international branding used by countries of
different levels of development allowed us to conclude that the country's image
1s a determining factor in the formation of corporate and product branding
strategies. The relationship between international branding and the country's
global competitiveness, which was observed earlier, is currently lost due to the
active development of large companies from developing countries (primarily
China) in the international branding system (Table 2).

Table 2
The interconnection of international brands of the country and the global
competitiveness index

The number of
brands included in Ease of doing The Global
Country | the rating "The most | business ranking — Competitiveness
expensive brands in 2019 Index — 2019
the world — 2019"

USA 55 8 2
China 14 46 28
Germany 8 24 7
Great Britain 4 9 9
France 4 32 15
Japan 3 39 6
Spain 2 30 23
Ukraine 0 86 85

Source: compiled from [17-19].

The success of developed countries in the creation of international brands is
due to the fact that they became the founders of the creation of strong brands,
and also successfully rebranded both to maintain the position of their
international brands and to penetrate new market segments. Except for a few,
developing countries mainly pursue a policy of exporting resources, without
focusing on creating strong brands and promoting them on the world market.
International brands of developing countries have not yet reached the level of
developed countries in terms of their power, cost, and geographical coverage.

The increased attention of IBS to brand promotion and the expansion of the
brand portfolio is the result of: the objective need for international branding for
some product markets, which is determined by the development of global
communications and the activity of IBS itself; the presence of the same market
segments (there are no completely identical markets, however, each of them has
a niche that exists in any country); increasing consumer loyalty to international
brands.
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For the effective functioning of communication at the international level
and the creation of an international brand of IBS, it is necessary to take into
account both the local characteristics of various countries and the global changes
taking place on the world market. The mechanism for promoting an international
and national brand is not much different from each other, but in practice,
significant differences in the situation in foreign markets, consumer behavior in
them, and national legislation on marketing approaches dictate their own rules
for IBS. One of the key aspects of promoting an international brand is the
growth of its capitalization and profitability, while the appearance of new
products on the market, changes in the top management of companies, the
activities of competitors and problems with antitrust laws can affect the capital
of an international brand.

Meanwhile, the construction of an international brand is associated with a
number of limitations: the inability to achieve full-scale savings, since local
programs can be more efficient and less costly than adapting and importing their
global options; one may not find the optimal strategy for supporting an
international brand in the form of a lack of human resources, creativity,
information; fundamental differences between markets. The impact of an
international brand will be small when: there are serious differences in market
shares; there is a different brand image in the country of origin and in the
foreign market; strong market leaders with similar identities; consumer
motivation and their reaction to symbolism and advertising are differentiated;
the wrong strategy of international branding was chosen, since the priority
should not be the formation of international brands, but brand leadership, i.e., its
presence in all markets and its support from effective brand management.

A key determinant of international branding is the competent and effective
application of brand valuation methodology. Different models of brand value
forecasting, for example, Brand Equity Ten, Brand Dynamics, Brand Assets
Valuator, TNS (Taylor Nelson Sofres), BrandZ, Brand Capital, Imager Power,
are most widely used abroad. Their disadvantage, in our opinion, is the use of
many non-financial, difficult to formalize indicators. More effective methods are
cost-based methods (calculating brand replacement costs), various revenue
methods (future earnings, stock returns), as well as an Interbrand cost model.
The main advantage of the latter model is a financial assessment of the brand
value and taking into account the brand "global" factor, therefore we consider it
necessary to use this model to assess the value of international brands, while
other methods should be applied only at the level of factor analysis of brand
value.

Conclusions and suggestions for further research. To successfully
position Ukrainian brands in the international brand environment, it is proposed:
when developing and promoting a brand, special attention should be paid to all
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four classical factors ("4P") of the marketing mix; it is necessary to describe the
target consumer audience of the brand as detailed as possible, taking into
account the demographic, social structure of the export market and the
differentiation of consumer income in this market; when creating a brand, it is
necessary to pay special attention to its mission and identity, which should
reflect the values of potential consumers; at the same time, the brand’s mission
under which goods will be exported should initially determine those specific
market segments in which the brand will be successfully competitive; at all
stages (from brand formation to its promotion), non-traditional communication
methods, means and methods of BTL marketing, direct marketing should be
actively used, while comparing, evaluating and choosing methods suitable for
brand promotion in the domestic market and, conversely, not suitable for
overseas; use the most effective brand promotion mechanism: franchising,
which can be especially effective when promoting brands, for example, catering
establishments; it is necessary to strictly focus on the interests and motives of
foreign consumers, which will help to correct the image of a given brand,

improve its perception and will contribute to the growth of products under this
brand.
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Introduction. One of the complex
social and economic problems facing
Ukraine in the XXI century, is the
urgent need to transfer the economy to
a new technological base of post-
industrial development. This becomes
the most important condition for rapid
overcoming of the technological
backwardness of the country. This
problem can be solved by relying on
innovative technologies in production
and management.

The research hypothesis. The
practical implementation of tactical
and operational ~management in
accordance with the chosen strategy of
innovation and investment activities of
the enterprise will achieve a positive
economic effect based on the
optimization of technological and
business processes, marketing,
logistics, financial relations.
Objectives to offer methodological
tools for evaluating the effectiveness of
management  of
investment activities of enterprises.

innovation and

The methodology of the
methods of comparative

study:
analysis,
rating, tabular, cluster
analysis.

Results. The key feature of the
proposed approach is the choice of
innovation strategy based on the
effectiveness of management of

innovation and investment activities of

graphical,

enterprises, analysis of the parameters
of the projected stability of the
enterprise under given conditions of
implementation of both product and

technological and managerial
innovations by attracting foreign
investment.

Conclusions. Methodical tools for
evaluating the  effectiveness of
management of innovation and
investment activities of enterprises are
proposed.
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Beryn. Crparterii ympaBiiHHS 1HHO-
BallliHO-1HBECTULIIHHOK  JISTIBHICTIO

HIIPUEMCTBA  JIO3BOJISIE ~ MEHEIK-

MEHTY 1 BJIACHMKAM IMI1JNPUEMCTBA

BU3HAUUTH  HAWOUIBII ~ NPUUHATHY
IHHOBAI[IHHY CTpATerit0 PO3BUTKY 3
MONEepPeAHLOI0  OIIHKOI0  dopM 1
pO3MipiB HEOOXITHMX 1HBECTUIIMHUX
peCypciB IIPU MOXIJIMBOCTI KOPEKTY-
BaHHS CTpaTerii Ha Oyab-sIKOMY eTari
il MpakTUYHOT peatizallii.

I'imore3a. IlpakThuHa peamnizaiis Tak-
TUYHOTO 1 OMEPATHUBHOTO YIPaBIiHHSA
BIIMOBIAHO 10 0OpaHOi

IHHOBAIIHHO-1HBECTUIIIMHOI ISLIIBHOC-
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Ti MIJMNPUEMCTBA JO3BOJIUTH JOCSTTH
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PEe3yIbTATUBHOCT] YIPABIiHHSA 1HHO-
BallliHO-1HBECTULIIHHOK  JISJILHICTIO

H1IPUEMCTB.

MeToau: TIOPIBHSJIBHOTO  aHAJi3Yy,

PEUTHHIYBaHHS, TaOJIMYHUHN,
rpaiyHHii, KJIACTEPHOTO aHaII3y.
PesyabraTtn. KiroyoBowo — ocoOunu-
BICTIO 3alpOMOHOBAHOTO TMIAXOAY €
BUOIp 1HHOBALIMHOI cTpaTerii Ha
OCHOB1 PE3yJIbTaTUBHOCT1 YIIPaBIIIHHS
1HHOBAI(IHO-1HBECTUIIHOKO  JISIIb-
HICTIO MIANPUEMCTB, aHaNi3y Mapa-
METpPIB  MPOTHO30BAHOI  CTIMKOCTI
MiIIPUEMCTBA TIPU 3aJaHUX yMOBax
HEOOXITHOCTI ~ BHOPOBAKEHHS  SIK
MPOAYKTOBUX 1 TEXHOJOTIYHUX, TaK 1
YIpPaBJIIHCHKUX 1HHOBAIM 3a JTOMIOMO-
rOI0 3QJIyYEHHS 30BHIIIHIX 1HBECTHIIIN
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Formulation of the problem. In order to make an innovative breakthrough
in the national economy, transition from stagnant situation in all sectors of the
economy to innovative structural transformations in high-tech sectors of the
national economy, wide introduction of know-how, the company's development
strategy should be developed through the introduction of product and
technological and managerial innovations, volumes.

At the same time, a positive innovation effect from the activities of
enterprises at this time can be obtained by using existing innovation and
investment strategies through the realization of endogenous and exogenous
potential, finding a niche market segment, not just adapting their economic
activities to external conditions.

The purpose of the article is to study the methodological tools for
evaluating the effectiveness of management of innovation and investment
activities of enterprises.

Research results. Innovation policy is a powerful lever to overcome the
consequences of the crisis in the economy, to ensure its structural adjustment
and sustainable economic growth, to saturate the market with a variety of
competitive products [4]. The formation of the innovation and investment
activity mechanism starts with specific objects and subjects of management.
Managers (organizers of production) can be state bodies, enterprises, individuals
and legal entities that are capable of carrying out innovation and investment
activities, taking appropriate decisions and participating in the production
process. The industrial, economic and business relations which arise in the
course of innovative and investment activity allow transforming objects of
management into economic subjects (Figure 1).

Currently, only the economic effect is determined when calculating the
effect of an innovation development strategy. Other types of effects are not
quantified due to the lack of methodological guidelines and difficulties in
collecting information. At the same time, ecological and social types of effects
play a major role in the evaluation of strategic development alternatives,
especially for industrial enterprises.

Efstr = Efpr + Eftechnol + Efmanag + Ef exter/invest + Efinter/investa (1)

where Efy, — efficiency of the existing strategy of innovation and
investment activity of business; Ef,;
Eficcnnot; Efmanag — efficiency, respectively, of product, technological
and managerial innovations;
Ef exterinvest; Efinerinvest — €fficiency, respectively, the attraction and
use of external and internal investment resources.
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A 4

Development or clarification
of the company's mission

Determining the stage
of the life cycle

v

\ 4 ¢

Formulation of tasks of
innovation and investment
transformations
entering new markets,
diversification, improving
operational performance,

strategic sustainability, etc.

Assessment and analysis
of endogenous factors,
financial indicators, labor

Evaluation and analysis of
exogenous factors
capacity and opportunities of
productivity indicators, innovation and investment
staff, management system, markets, competition, regional

etc. averages (sectoral) indicators,
political factors

A 4

Choosing the direction of innovative transformations

v

v

Active transformations
implementation of technological, product or
active management innovations

Passive transformations of marketing innovations
product rebranding, entry into new target markets,
innovations in the field of sales, pricing,
communication policy

v

Choosing the direction of innovation strategy

v L 4
R&D strategies Strategies for implementing and adapting
licensing, research leadership, life cycle innovations

guidance, parallel development, advanced

science, etc.

preservation of technological positions, product
and process imitation, stage overcoming,
technological transfer, vertical borrowing

the results are unsatisfactory

v

Determining the size and form of the required investment,

A 4

calculation of possible risks
v

Choice of alternative innovation strategies
v
The final justification of the chosen strategy

v

Implementation of the selected strategy, development of tactical
and operational management plans

Figure 1. Algorithm for building a strategy for managing business

Periodic evaluation of previously set tasks

innovation and investment activity
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The efficiency of product innovations should be understood as an increase
in the share of innovative products, the effectiveness of technological
innovations — the introduction of innovative technologies, and, accordingly, the
effectiveness of managerial innovations — an increase in the overall profitability
of management.

The analysis of the theory and practice of domestic business, the main
types of strategies for innovative development of enterprises were identified and
characterized (Table 1).

Table 1

Type of strategies of innovative development of the enterprise

Type of strategy for innovative and investment business development

Characteristic > - .
Regressive Adaptive Progressive
Focus on government . . .
1S on g Simple playback with |Comprehensive
) subsidies, lack of . .
Business development .. elements of advanced, |innovative
promising development, | . . .
simulated innovation |development

lack of innovation

Ways to create added

Investment and

Operating Point investments . .
value innovation
The relative value of .
value added Low Average High
. . Leadership in
. Uncompetitive, lost State corporations, . .
Type of enterprises " .. . creating/promoting
market position extractive industries .
high technology

Stability and stability
of the enterprise

A financially unstable
company

Financially stable
enterprise in the short
and / or long term

An economically
stable enterprise
with balanced
stability

The most relevant
forms of risk

Lack of opportunity to
borrow, due to

unsatisfactory indicators

of financial stability,
liquidity

Business processes,
planning levels, staff
resistance to
innovation, the
necessary
transformation

Investment long-
term risks due to
the introduction of
innovations

The performed classification allowed to conclude that each strategy of
development of domestic enterprises differ in the degree of risk, stability and
opportunities for hedging innovation and investment activities, which determine
the key features of tactical and operational levels of management of agricultural
enterprises in terms the need to invest in different types and levels of economic
activity. Therefore, the strategy of the enterprise can be represented as the

following dependence:
OR
=Gt
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where St — enterprise strategy;

oG : o .
P changing the degree of stability of the enterprise;
R : . .

o change in the risks of the enterprise.

On the other hand, all endogenous and exogenous processes of industrial
and economic activity of enterprises should be considered at three
interdependent levels: macro (state economy); meso (industry, region) and micro
(enterprise, business). Therefore, the process of substantiation of the strategy of
innovation and investment activity management of the enterprise as a function
of the parameters of its projected stability and the total relative amount of risks
of its activities in terms of the need for both product and technological and
managerial innovations. taking into account exogenous and endogenous factors
in the innovation market. The obtained dependence can be represented by the
following equation:

f(innov)

St:f{ﬁ_G R 8NPV},

oot ot 3)

f(exo)

where f(innov) — business attractiveness for innovation and investment;
flexo) — exogenous and endogenous innovation market factors;
ONPV

ot

— change in the net present value of the enterprise.

In order to assess the effectiveness of management of innovation and
investment activities of enterprises, we will typologize the surveyed enterprises
on the basis of "Results of innovation and investment activities" by cluster
analysis using the application package STATISTICA 7. Initial data for analysis
of innovation and investment activities of enterprises in Kyiv region. The results
of calculations by the method of cluster analysis (listing of the program
STATISTICA7) are shown in Figure 2.

The results of the analysis of production and economic performance of 25
agro industrial enterprises (Figure 2) allowed to distinguish three clusters. We
will analyze the composition of each of the obtained clusters — a group of
enterprises that have homogeneous specific features of the results of innovation
and investment activities. The list of enterprises that were part of the first cluster
1s shown in Figure 3. The RMS value of indicators of innovation and investment
activities of enterprises of the first cluster according to the results of cluster
analysis is shown in Figure 3.
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CepefHLOKBAN PATHYHI BIXUNEHHA NOK33HWKIB Y KNacTepax

-z Cluster 1
-0- Cluster 2
- Cluster 3

3In Bln ,J],I;P mlaT PII(I'I PF‘,J], TDII(B TII'II |(I: t;\
Source: calculated by the author.
Figure 2. K-average performance chart of 25 agricultural enterprises

(STATISTICA listing)

¥ ) Members of Cluster Mumber 1 (wcx.aad.25 npegnp)
Analysis (noxaan.25 npeanp) and Distances from Respective Cluster Center
1eans clustering results dialog Cluster contains § cases
Plot of Means for Each Cluster Distance
Members of Cluster Mumberl | 7 | 113444_1!
Members of Cluster Mumber 2 || 18 100102,3
Members of Cluster Mumber 3 || 111 521091
Mn19 88001,0
Mna4 61311.8
nas 605247

Source: calculated by the author.
Figure 3. RMS value of indicators of innovation and investment activities of
enterprises of the first cluster (listing of the STATISTICA7 program)

As evidenced by the data from Figure 3 to the first cluster got mostly large
enterprises — violets (6 enterprises out of 25 studied). In relation to innovation
and investment, violent behavior is characteristic of large companies with large
resources, they operate in the market from a position of strength, allocate a lot of
funds for research and development, marketing and distribution networks. The
list of enterprises that are part of the second cluster is shown in Figure 4.

As evidenced by the data from Figure 4 the second cluster includes mainly
moderately active in innovation and investment activities, medium and small
enterprises — patients, which are characterized by serving the needs of
consumers of mass, but not standard; specialized profile of production of
innovative products, adaptation to a special market (17 enterprises out of 25
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studied). The list of enterprises that are part of the third cluster is shown in
Figure 5.

¥ . Members of Cluster Mumber 2 {ncx gan.25 npeanp)
Analysis (ucx.pan.25 npeanp) and Distances from Respective Cluster Center
1eans clustering results dialeg Cluster contains 17 cases
Plot of Means for Each Cluster Distance
Members of Cluster Number1 || 11 [ 8979538l
o 7416502
Members of Cluster Mumber 3 || [13 73404 .5

M4 91v7eZ7

MG 98404.9

[k 82993.3

n12 2427198

M3 97187.8

L 668171

Mia 495733

16 106171.4

mv 67048.5

Mn1s 53132.0

Mnz20 65307.5

Mn21 224349 5

n22 62267.5

Mn23 91087.2

Source: calculated by the author.
Figure 4. RMS value of indicators of innovation and investment activity of
enterprises of the second cluster (listing of the STATISTICA7 program)

” _ Members of Cluster Number 3 (wcx gaH.25 npeanp)
Analysis (wcx.aan.25 npeanp) and Distances from Respective Cluster Center
neans clustering results dialog Cluster contains ? cases

Plot of Means for Each Cluster Distance

Mermbers of Cluster Numberl || 5 | Tgm&gg!

Members of Cluster Mumber 2 || (110 79794 98

Source: calculated by the author.
Figure 5. RMS value of indicators of innovation and investment activities of
enterprises of the third cluster (listing of the STATISTICA7 program)

As evidenced by the data from Figure 5 the third cluster includes expert
companies (venture enterprises) — enterprises characterized by servicing the
innovative needs of consumers; high level of R&D expenditures, advancement
in innovations, low level of stability in the market (2 enterprises out of 25
surveyed). The results of calculations by this method are shown in Figure 6. In

the listing, the indicators that have an impact on the studied process are
highlighted in red.
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Factor Loadings (Unrotated) (wcx gan 25 npegnp)
Extraction: Principal components
(Marked loadings are > 700000}
Factor Factor Factor

MokaaHukw 1 2 3

3n | 09475281 0.136933 -0.102248

BN 0.967737 0,179234 -0,014858

nOge 0,964241) 0,213981 0,033271

OeT 0,924994 0,295035 0,117382

PEN -0,223495  0,242523 0,766943

Pro 0,948388 -0,234214 0,231238

TOKB 0,296314 0741028 -0,132541

T 0478221 0,557436 -0,371698

IC 0,543605 0,320672| 0,782692

Ll 0.257035 08554258 0,602998

Expl.Var 5,248632 1,804233 1,062014

Prp.Tatl 0,524863 0180423 0,106201

Source: calculated by the author.
Figure 6. Listing of factor analysis of indicators that have an impact
on the effectiveness of innovation and investment activities
of the surveyed enterprises

As can be seen from Figs. 6, the effectiveness of innovation and investment
activities of the surveyed enterprises are influenced by 3 components
(respectively: factor 1, factor 2, factor 3 listing). Thus, the components of the
first component of the diagnosis of the effectiveness of innovation and
investment activities of enterprises are characterized by the following
dependence on the analyzed indicators:

FI = 1/5,248632+( 0,947528 « 311 +0,967737 + BIT + 0964241 I8P
+0,924994s JIBT + 0,948388 * PTJI).

The second component, which includes indicators: TOKV (return on
capital investment / investment), CHI (investment in successful innovation
projects), has a load of 18.0429% and is responsible for the effectiveness of
investment activities of enterprises. Thus, the components of the second
component of the diagnosis of the effectiveness of innovation and investment
activities of enterprises are characterized by the following dependence on the
analyzed indicators:

F2 =1/ 1,804293 «( 0,741028 » TOKB + 0,855428 » UI). (5)

The third component, which includes indicators: RCP (level of
qualification of employees), IP (implementation of innovative projects at the
enterprise), has a load of 10.62014% and is responsible for the effectiveness of
innovative activities of agricultural enterprises. Thus, the components of the
third component of the diagnosis of the effectiveness of innovation and
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investment activities of enterprises are characterized by the following
dependence on the analyzed indicators:

F3=1/1,062014 «( 0,766943 « PKII + 0,782692 « IC). (6)

According to the results of the multifactor analysis, we can propose a
model for assessing the effectiveness of management of innovation and
investment activities of enterprises on the basis of determining the maximum
values of both innovation and investment and economic effects. In the offered
model it is necessary to carry out a gradation of results of activity of the
enterprises on economic and innovation-investment signs. It should be noted
that increasing efficiency and increasing profits of enterprises leads to a
synergistic effect:

Efinnov/invest = Efinnov + Efinvesta (7)

where Efiovinvest — €fficiency of innovation and investment efficiency of
economic activity of the enterprise depending on its type;
Ef..nov — achieved economic effect from innovative transformations;
Efiv.st — achieved economic effect from investment transformations.

In turn, the innovation, investment and economic effects, which correspond
to the 3 factors of the program listing, can be calculated using the following
equations:

E(I)iHBeCT = a_B + aEKOH
ot ot N
Ed,onen = 9B + OTexnon N OluTen N oludopmarr
ot ot ot o
where 6_B; —— ; e, aIH(bOpMaH; OBkon - _ change, respectively, of

o’ ot o0 ot ot

production, technological, intellectual, information and economic
efficiency, acceleration of scientific and technological progress,
increase in economic efficiency, increase in income of enterprises
engaged in innovation and investment activities.

Substituting the data of the system of equations (8) into equation (7), we
obtain the following dependence:

oB N OEkoH N OTexHon N OluTen N Jlugpopmarr . )
Ot Ot Ot Ot Ot

Efficiency of management of innovative-investment development of the
enterprise is defined as efficiency of use of the allocated budget for the
innovative changes received incomes from innovative-investment activity. The

E (biHHOBaH _
inBect
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conducted analysis has allowed to differentiate determinants of innovative-
investment development of the agro industrial enterprises in two directions:
degrees of innovative activity and characteristics of industrial and economic

activity (Figure 7).

Indicators of investment and innovation type
of enterprise development

A 4

A 4

Value of that degree of differentiation of
investments

The magnitude of the degree of
differentiation of innovation

A 4 \ 4

A 4 A 4

external (A) internal (B)

active (X) passive (Y)

. factors (B1)

X ry Iy

; factors (B2)

factors (A1)

Source: proposed by the author.

Figure 7. Types of factors of innovative support
of system transformations of the enterprise

The conditions for transition to an innovative type of enterprise
development are determined by four classification indicators: external active
(AX), external passive (AY), internal active (BX), internal passive (BY). This
differentiation allows for a comprehensive description of all possible stimulators
and distimulators of innovative activity, taking into account the nature of the
sources of formation, possible limitations and risks of innovative development.
At the next stage it is offered to consider an indicator of probability of
realization of innovative transformations at the level of the enterprise in the form
of a matrix of the factors different on classification type.

AX, AX, ..

AY, AY, ...
WINV =

BX, BX, ...

BY, BY, ...
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where Wiy — relative probability of introduction of innovations in
production and economic activity of the enterprise.

The use of the proposed indicator for practical purposes allows for a
comparative analysis of the level of innovative development, probability and
degree of realization of innovative potential. The use of the proposed indicator
for practical purposes allows potential investors to hedge risks when making an
investment decision when forming an investment portfolio. Thus, probability of
introduction of innovations in practical activity of the enterprise and,
accordingly, maximization of a degree of return of investments, is defined as
follows:

ZAX +ZAY +ZBX +ZBY
Wiy = 100%
" max(ZAX +ZAY +ZBX +ZBY ) *, (1)

where > AX, , > AY, ZBX > BY,, — general assessment, respectively, of
. =

n=l|

external active, external passive, internal active, internal passive
indicators of the transition to an innovative type of enterprise

development;

max() AX; + Y AY,+> BX, + > BY,)— maximum possible value of
i=1 j=1 n=1 n=1

indicators.

The degree of market influence on the innovation activity of an enterprise
may vary. The degree of market influence can be ranked in three gradations:
negative, zero (no influence) and positive. Selection of the most significant
factors was made with the help of equations 4—6 taking into account the
obtained correlation-factor relations on sufficiency principle (Table 2).

The substantiated set of factors is sufficient for carrying out the analysis of
efficiency of innovative and investment development of the enterprise. For
carrying out of a complex estimation of efficiency of innovative-investment
management of business it is enough to minimize effect of cross-correlation. In
some cases it is possible to expand the offered list by separate factors which as a
result of the spent analysis render less essential influence on efficiency of
business and a competitive position of the enterprise. The positive moment of
the offered technique is carrying out of the analysis of degree of use of
innovative and investment potential of development of the enterprise. As a result
of this analysis it is possible to compare individual market operators by the
degree of use of their innovative and investment potential, the possibility and
probability of their transition to a higher level of development. The calculations
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of the WINV indicator have proved that the achieved level of innovative
development of an enterprise directly depends on the size of the spent
investment resources (Table 3).

Table 2
Ranking and classification of factors of transition
to an innovative type of enterprise development
Classification type Factor
External active factors Direct sectoral or targeted grants or state guarantees on loans
Tax policy
Sectoral regulatory and technical regulation
External passive factors The level of competition in the market
The degree of development in the areas of activity of the
enterprise

Innovation infrastructure
Legislation in the field of innovation regulation
Presence of barriers to entry into the foreign capital market

Internal active factors Availability of strategic and tactical levels of enterprise
planning

Innovative orientation of staff

Management qualification

Internal passive factors Existing production and technical base
Form of organization, management and ownership

Table 3
Assessment of the degree of probability of transition
of enterprises to innovation
. The degree of probability of the Ensuring innovative
Indicator value . o : : . .
WINV company's transition to an innovative transfqrmatlon with the help
path of development of investment capital
Maximum possible market position of
+100%<WINV<0% the company for further innovative Low
development
Possibility to use "inhibition" factor for
WINV=0% innovative development of the Average
enterprise
Extremely negative position of the
0%<WINV<-100% enterprise in the market, lack of High
practical opportunities for further
innovative development

Based on the proposed approach in the study, an assessment of the
effectiveness of innovation and investment activities of the surveyed enterprises,
the results of which are presented in Table 4.
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Table 4
Evaluation of the effectiveness of innovation and investment activities
of the studied enterprises

Result, %
. Experts
Indicator Violents Patients (venture
companies)

Efficiency of product innovations 58 21 72
Efficiency of technological innovations 71 13 82
Effectiveness of managerial innovations 32 17 44
Efficiency of external investment resources 48 21 17
Efficiency of domestic investment resources 56 37 10

Conclusions and suggestions. The analysis of the effectiveness of
management of innovation and investment activities of the studied enterprises
allowed to determine the differences in the investment resources involved in the
enterprises of 3 defined clusters (the largest in violent — large enterprises (up to
60%), the smallest — in small enterprises of venturers — 10—17%, in the use of its
own financial and resource subsystem — components of investment potential,
organizational and economic subsystem for the implementation of innovative
projects: (the largest in small enterprises of experts (venture enterprises) (up to
80%), the smallest — in patients — medium enterprises (about 20%
Comprehensive consideration and analysis of the components of innovation and
investment potential will allow the company to identify weaknesses and
strengths in its innovation and investment activities, and as a consequence — to
increase its efficiency.
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INTEGROWANYCH W PODZIALE REJONOW

N. IZDEBSKA'

! Kijowski Narodowy Uniwersytet Technologii i
Projektowania, Ukraina

Wstep. Osiggniecia nauki oraz technologii
wystepuja gtownym faktorem polepszenia
jakosci produkcji 1 ushug, oszczedzenia sity

roboczej 1 zasobow  materiatlowych,
zwigkszenia wydajnosci pracy, polepszenia
organizacji ~ wytwarzania oraz  jego

efektywnosci. Reasumujac, to wszystko
tworzy konkurencyjno$¢ panstwa i jego
odrebnych rejonéw. Niestety, zacofanie
struktur technologicznych, niski poziom

techniczny bazy przemystowej, stabe
fundowanie  przez panstwo  rozpraw
naukowych oraz  prac badawczo-

rozwojowych, brak §rodkow finansowania,
nie dajg mozliwo$ci narodowej gospodarce
rozwija¢ si¢ na podstawie wlasnej bazy
naukowo-technologicznej, kiedy naukowe
oraz badawczo-rozwojowe prace staja si¢
podstawowym elementem produkcyjnosci.

Hipoteza. Ukraina posiada potezny
potencjal naukowo-technologiczny, ktory
jest obecny we wszystkich rejonach, ale

wyniki  przeprowadzonego monitoringu
zarzadzania  rozwojem  innowacyjnym
struktur  integrowanych  potwierdzaja

tendencj¢ istnienia jadra przemystowego
rozwoju kraju, do ktorego nalezy m. Kijow,

charkowski, zaporoski, dniepropetrowski
obwody.

Cele. Uzasadnienie priorytetowych
kierunkow  efektywnosci  zarzadzania
rozwojem innowacyjnym struktur

integrowanych na podstawie rejonow.
Metody. Analiza porownawcza,
rankingowa, tablicowa, metody graficzne.

Wyniki. Obiektywnymi predyspozycjami
dla przejscia do innowacyjnej gospodarki
Ukrainy jest bliski kontakt z najwigkszymi

centrami nauki, obecnos¢
interdyscyplinarnego centrum naukowo-
dydaktycznego, wysoki poziom
innowacyjnej aktywnosci struktur

integrowanych, dzialalno$¢ przedsigbiorstw
wysoko uprzemystowionych w kompleksie
wojskowo-przemystowym, maty biznes,
ktory dynamicznie si¢ rozwija, wysoki
poziom edukacji spoteczenstwa oraz jego
umiejetnos¢ przyswaja¢ nowa wiedze.
Whioski. Dla cigglego rozwoju gospodarki
jest niezbedny system rozwigzan w kierunku
ochrony 1 rozwinigcia naukowo-
technologicznego, a takze potencjalu
innowacyjnego, dzigki ktérym kwestie
zostang rozwigzane za pomoca kolejnych
zadan: wsparcia prac badawczo-
rozwojowych ~ w  celu  rozwigzania
probleméw rozwoju rejonu, zapewnienie
jednolitego badawczo-technologicznego
oraz ekonomicznego progresu, wraz ze
spotecznym 1 duchownym rozwojem,
udoskonalenie mechanizmu panstwowe;j
kontroli innowacyjnego rozwoju gospodarki
rejonu,  realizacji  oraz  zachowania
innowacyjnego potencjalu dzieki
ksztattowaniu 1 efektywnemu zarzadzaniu
strukturami integrowanymi biznesu.
Kluczowe wyrazy: kooperacja; integracja;
stowarzyszenie;  rozwdj  innowacyjny;
przedsigbiorczos¢; integrowane struktury
biznesu; ekonomia wiedzy.
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B PO3PI3I PEI'TOHIB

H. I3AEBCKA'

! Kuiscokuul

HAayioOHaNbHUL YHieepcumem

mexHoo02il ma ouzauny, Yxkpaina

Beryn. JlocsrHEHHST HayKd 1 TEXHOJOTIH
BUCTYTMAIOTh KITFOYOBUM (dakTopom
HOJIMIIEHHS SIKOCTI MPOAYKLIi Ta MOCIYT,
€KOHOMIi TPYJIOBUX 1 MaTepiaJIbHUX 3aTpart,
3pOCTaHHS POJTYKTHUBHOCTI npari,
BJIOCKOHAJICHHSI OpraHi3allii BUpOOHHUIITBA Ta
MiABUIICHHS Horo edekTuBHOCTI. Bee 1e, y
KIHIIEBOMY MiJCYMKY, 3abe3neuye
KOHKYPEHTOCIIPOMOKHICTb SIK JIepKaBH, TaK 1
OKpeMux perioHiB. Ha xamp, BiACTaIICTh
TEXHOJOT1YHOT CTPYKTYpH, HU3bKHUU
TEXHOJIOTIYHMM pPiBEHb BUPOOHHMUYOT 0a3m
NPOMHCIIOBOCTI, cnabke (¢iHAHCYBaHHS 3
Ooky nmepxaBu HaykoBux poOit ta HJIJIKP,
Opak (iHaHCOBHX pecypciB HE JalTh
MOYKJIMBOCTI HaIlOHAJIBHIN €KOHOMIIII
PO3BHUBATHCS HA BJIACHIN HAayKOBO-TEXHIUHIH
OCHOBI, KOJM HAyKOBI Ta JOCIIIHHUIIBKO-

KOHCTPYKTOPCBKI PO3poOKHU
HEpETBOPIOIOThCA  Ha  0a30BHH  €IEMEHT
BUPOOHUIITBA.

I'inore3a. VYkpaima BoJiogi€ TMOTYXHUM

HAYKOBO-TEXHOJIOTITYHUM TOTEHIIIaJIOM, SIKUI
30CEepeKEHO MO  BCIX  perioHax, ajue
pe3yiapTaTd  MPOBENEHOIO0  MOHITOPUHTY
YOpaBIiHHSA  IHHOBAI[IHHUM  PO3BHTKOM
IHTETPOBAaHUX  CTPYKTYp  HIATBEPAXKYIOThH
TEHIEHIIII0 1010 HasIBHOCTI sapa
POMHCIIOBOTO PO3BUTKY KpaiHH, JI0 SIKOTO
BiHOCITHCS M. Kuis, XapkiBChbKa,
3amnopi3bka, J{HimponeTpoBchbka 00IacTi.
Lini € oOrpyHTyBaHHA  TPIOPUTETHUX
BEKTOPIB e(eKTUBHOCTI yOpaBIiHHS
IHHOBAI[IfHUM  PO3BUTKOM  1HTETPOBAHUX
CTPYKTYP B PO3pi3i pErioHis .

Metoau MOPIBHSIBHOTO aHaizy,
peUTHHTYBaHHS, TAOMUYHUH, TpadiuHui.

PesyabTaT. O0'eKTUBHUMHU TNEpeayMOBaMU
JUISL TIEpeXOoay 10 1HHOBAIIHHOT €KOHOMIKH
VYkpaiHu € TepuTopiasibHa OIU3BKICTH [0
HaWOIIBIIMX HAYKOBUX IICHTPIB, HASBHICTh
OaratonpodiIbHOTO HAYKOBO-OCBITHBOTO
KOMIUIEKCY, BHUCOKHMHA pPIiBEHb 1HHOBAIIHHOT
aKTUBHOCTI IHTETrpOBaHMUX CTPYKTYP,
HasIBHICTh BHUCOKOTEXHOJIOTTYHUX
HiANPHEMCTB BOEHHO-TTPOMHCIIOBOTO
KOMIUIEKCY, Majui Oi3Hec, IO JUHAMIYHO
PO3BHMBAETHCS, BHUCOKHM OCBITHIH piBEHb
HACEJICHHA Ta MOro 3JaTHICTb OCBOIOBAaTH
HOBI 3HAHHS.

BucHoBku. JI)1s 1M0gaapnioro eKOHOMIYHOTO
3pOCTaHHs HEOOX1THUM BOAYa€THCS
peamizaiisi CHCTEMH 3aXO/diB Yy Hampsmi
30epeXeHHsT  Ta  PO3BUTKY  HAYKOBO-
TEXHOJIOTTYHOT O i 1HHOBAIIIITHOTO
NOTEHIlially, 3aBASKH SIKUM  TpoOJeMHi
NUTaHHS  3HAWAYTh  MOMJIMBOCTI ISt
BUDILICHHS HACTYNHHMX 33434 MiITPUMKU
HayKOBO-JOCTITHUX POOIT JJIs1 pO3B’sI3aHHIM
mpo0JieM PO3BUTKY pETiOHY, 3a0e3rneueHHs
€HOCT1 HAYKOBO-TE€XHOJIOTTYHOTO MPOTPECY 3
CeKOHOMIYHUM, CYCIIJIBHUM Ta JYXOBHUM
PO3BUTKOM,  YyJOCKOHAJIEHHS  MEXaHI3MiB
JIepKABHOTO PETYJIIOBaHHA 1HHOBALIMHOTO
PO3BUTKY €KOHOMIKH PETiOHYy, PO3BHUTKY,
peamizamii Ta 30epeXeHHS 1HHOBALIWHOTO
MOTEHITIAy 3a paxyHOK (opmMyBaHHS Ta
e(EeKTUBHOTO YIPaBIiHHSA IHTETPOBAHUMU
CTPYKTypaMu Oi3HeCY.

KuarouoBi ciioBa: koonepyBaHHs; iHTerparlis;
00’ eTHAHHS; IHHOBAIIAHUHI PO3BUTOK;
HiAIPUEMHUITBO;, 1HTETPOBaHI CTPYKTypH
0i13HeCy; eKOHOMIKa 3HAHb.
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Sformulowanie problemu. Epoka globalizacji oraz zwigkszenie dynamiki
srodowiska zagospodarowania w polaczeniu z informowaniem spoteczenstwa,
stajg si¢ podstawa do nowego modelu rozwoju ekonomicznego w narodowym
systemie gospodarki. Jednoczesnie odbyta si¢ pogorszenie warunkow
prowadzenia konkurencyjnej walki oraz aktualizuje si¢ potrzeba wyjscia
narodowych producentow na rynek Swiatowy. Natomiast wsparcie efektywnej
dziatalno$ci gospodarki zewnetrznej u przemystowcdéw jest mozliwe tylko pod
warunkiem wzrostu potencjatu. Jednym z kierunkéw tego wzrostu jest
poszerzanie procesOw integracyjnych 1 powstanie stowarzyszen przedsigbiorstw.

Nierozwiazanie czeSci zagadnien. Wazne znaczenie w tym procesie majg
aktualne zagadnienia ksztalcenia ekonomii wiedzy 1 informatyzacja
spoleczenstwa. Wiadomo, przettaczajaca cze¢$¢ dorobku naukowego staje si¢
odrebnym rozdzialem zarzadzania wiedzg dla poszczegdlnego podmiotu
gospodarczego.

Celem artykuhu jest uzasadnienie priorytetowych kierunkéw efektywnosci
zarzadzania rozwojem innowacyjnym struktur integrowanych na podstawie
rejonow.

Wyniki badania. Tendencja wzmacniania tradycyjnych innowacyjnych
centrow technologicznych na Ukrainie S$ci§le powigzane 2z naukowa,
innowacyjng oraz inwestycyjng aktywnos$cia odpowiednich rejonéw 1 to
potwierdza obecno$¢ potencjatu zasobdéw dla realizacji przetomowej strategii
innowacji w kierunku podwyzszenia konkurencyjnosci Ukrainy i zapewnia jej
systemowi gospodarczemu godne miejsce w skali §wiatowej. Jednak opoznienie
W jej innowacyjnym rozwoju na poziomie rejonéw jest wynikiem niskiego
stopnia elastyczno$ci 1 zdolno$ci adaptacyjnych przedsiebiorstw. Do
podstawowych przyczyn tego zjawiska zalicza si¢:

- niska aktywno$¢ wewnetrznych 1 zewnetrznych inwestorow;

- spowolnione tempo wzrostu odnowy podstawowych zasobow w wyniku
gwalttownej dewaluacji obecnej techniki na przedsigbiorstwach;

- dysonans poziomu rozwoju technologicznego przedsigbiorstwa z
wysokoprogresywnymi parametrami innowacji,

- wysoka cena rodzimych wzoréow nowej techniki itd.

Analiza statystyk w ciggu ostatnich lat daje mozliwo$¢ zrobi¢ wniosek o
stabilnie powolnym stanie innowacyjnej aktywnos$ci struktur integrowanych w
rejonach Ukrainy i ten stan odpowiada jego ogdélnym tendencjom rozwoju
innowacyjnej dziatalno§ci w calym kraju. Mimo tego obecne sa niektore
zmiany: czastka innowacyjnie aktywnych przedsigbiorstw przemystowych w
ogolnej liczbie przedsigbiorstw przemystowych w 2019 r. na ogo6t po calym
kraju zwiekszylta si¢ do 14,2% w poréwnaniu do 11,2% w 2018 r. Zastuguje tez
na uwage zmiana rejonow-liderow wedlug tego wskaznika, do ktorych zalicza
si¢ oprocz tradycyjnego m. Kijowa (33,4% innowacyjnie aktywnych
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przedsiebiorstw), obwod iwanofrankowski (30,6% w 2019 r. w poréwnaniu do
12,9% w 2018 r.), a takze wolynski (23,9 w porownaniu 12,5 w 2018 r.),
czerniowiecki, lwowski, kirowogradzki, czernichowski oraz pottawski obwody,
ktore majg ten wskaznik powyzej §rednicy na Ukrainie [7,8].

Z reguly w 2019 roku najwickszy cigzar wilasciwy przedsigbiorstw
przemystowych, ktéry wprowadza innowacje za rejonami w 2019 roku, zostal
oszacowany w m. Kijowie, obwodach winnickim i iwanofrankowskim 1
wskazuje na powstanie nowych liderow w ksztaltowaniu innowacyjnego
srodowiska rejonow.

Glownymi zrédtami tej sytuacji sa:

- obecnos$¢ naukowo uzasadnionych strategii naukowo-technologicznego
oraz innowacyjnego rozwoju zaznaczonych rejonow, a takze dziatanie
monitoringu ich realizacji;

- wysoki poziom zaawansowania technologicznej polityki modernizacji na
przedsiebiorstwach przemystowych;

- r0zw0j obiektoéw innowacyjnej infrastruktury;

- wprowadzenie  nowoczesnych metod zarzadzania  innowacyjng
dziatalnoscig itp. [1].

Zgodnie z wynikami analizy zarzadzania innowacyjnym rozwojem struktur
integrowanych w rejonach obecnie wymagaja udoskonalenia metodologiczna
oraz metodyczna strony ilosciowego 1 jakosciowego oceniania odrebnych
sktadnikow innowacyjnego progresu [3]. Do glownych elementéw zasobu
innowacyjnego potencjalu, ktére warto zmierza¢ iloSciowo, zaliczany jest
personel, wyposazenie materiatlowe 1 techniczne, zabezpieczenie finansowe,
informacyjne, struktura informacyjna i1 zarzadcza. Na podstawie rankingu ocen
innowacyjnego potencjalu rejonéw Ukrainy mozna wnioskowaé, ze na
pierwszych miejscach w 2020 r. znajdowaty si¢: m. Kijow (Rj = 2,392384),
charkowski (Rj = 1,192027) oraz lwowski (Rj = 1,14072) obwody Tablica 1.

Tablica 1
Grupowanie regionow wedlug poziomu potencjalu innowacyjnego w 2019 r
. Poziom
Wartos¢ oceny . . .
Ri innowacyjnego Rejony
J potencjatu
1,000 <Rj<3,000 | Bardzo wysoki Kijéw, charkowski, lwowski
0,500 <Rj < 1,000 Wysoki zaporoski
0,300 < Rj < 0,500 Sredni dniepropetrowski, winnicki, 'sumskl, mikotajowski,
odeski
Niski kijowski, kirowogradzki, poltawski, czernihowski,
. czerkaski, zytomierski, iwanofrankowski,
0,000 = Rj < 0,300 zakarpacki, wotynski, tarnopolski, chersonski,
rowienski, chmielnicki

Zrédto: wyliczone przez autora na podstawie [7, 8].
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Owszem, najwyzszy poziom innowacyjnego potencjalu na Ukrainie majg
wspodlnie m. Kijéw oraz obwod kijowski. Niezmiennymi liderami w ciggu pigciu
lat z niektérymi zmianami sg obwody charkowski, lwowski 1 dniepropetrowski.
Jednak w 2018 r. na 4 miejscu zasiadt obwod zaporoski, dzigki wprowadzeniu
nowych proceséw technologicznych na przemystowych przedsigbiorstwach
obwodu na 144%, a takze zwigkszeniu finansowania prac naukowych i
technicznych, takze innowacyjnej dziatalnosci (odpowiednio 17,5% 1 36,1%).
Srednie miejsca te wszystkie lata bez szczegdlnych zmian przypisywane do
sumskiego, mikotajowskiego i czernihowskiego obwodu [7]. Te rejony maja
stabilny potencjal innowacyjny, chociaz nie bardzo wysoki. Niski potencjat
innowacyjny maja obwody rowienski i chmielnicki.

Nalezy uwzgledni¢, ze podana analiza podaje tylko og6lng charakterystyke
zarzadzania innowacyjnym rozwojem struktur integrowanych w rejonach bez
wliczenia struktury przemystu. Oczywiscie, ze w grupie rejondOw ze Srednim
poziomem innowacyjnego potencjalu moze by¢ osiggni¢ta wysoka stopa
efektywno$ci zainwestowania w poszczegolnym przemysle. I na odwrdt
priorytetowe rejony mogg nie da¢ wysokiej wydajnosci zainwestowanego
kapitatu w poszczegolnej branzy.

Droga dla wybudowania konkurencyjnej gospodarki jest wykorzystanie w
przemysle obecnej bazy naukowej 1 technicznej, czyli nawigzanie S$cistego
zwigzku migdzy naukowymi osiggni¢ciami oraz wprowadzeniem wynalazkow
technologicznych w proces produkowania. Jesli rozpatrywa¢ dynamike w
rejonach, wida¢, ze prawie dwie trzecie ogdlnej liczby organizacji naukowych
znajduje si¢ w przemystoworozwinigtych rejonach: 24,8% — w m. Kijowie,
15,7% — obwodzie charkowskim, 7,2% — dniepropietrowskim, 5,6% —
lwowskim, 5,4% — donieckim [7, §].

Czastka innych obwoddéw w ogolnej ilosci organizacji naukowych jest
niewielka. Od 2% do 5% wynosi winnicki (2,0%), czerkaski (2,1%) kijowski
(2,5%), zaporoski (2,5%), mikotajowski (2,7%) 1 odeski (4,9%) obwod. Inne
regiony w ogolnej liczbie organizacji, ktore wykonujg prace naukowego 1
technicznego charakteru, nie osiagaja 2%, a niektére majg pojedyncza liczbe
organizacji naukowych [7, 8]. Warto podkresli¢, ze z powodu braku zgody w
metodologii prowadzenia obserwacji statystycznych na Ukrainie oraz UE,
niektére wskazniki bardziej charakteryzujace europejska dzialalnos¢
innowacyjna, nie da si¢ oszacowac i przeanalizowac.

Badania na poziomie ekonomicznego rozwoju przemystu oraz dynamiki
postepu technologicznego w strukturze kompleksu przemystowego rejondéw
ujawnity, ze liderami wystepuja tylko te rejony, gdzie jest potaczony przemyst z
branzami nauki 1 technologii (m. Kijow, charkowski, dniepropietrowski,
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Iwowski oraz odeski obwdd), one sg najbardziej konkurencyjne 1 atrakcyjne dla
inwestycji.

Dominujace jest wytwarzanie trzeciego oraz czwartego paradygmatu
technologicznego w przemystowym kompleksie, ktorych cigzar wiasciwy
wynosi okolo 80%. Podstawg pigtego oraz szostego paradygmatu
technologicznego jest elektroniczny przemyst, oprogramowanie,
telekomunikacje, ustugi informacyjne, biotechnologie, ktore wynosza nie wigcej
5% w ogolnej wielkosci produkcji. Archaiczna struktura technologiczna
skojarzona z archaiczng strukturg eksportu produkcji, w ktorej czastka gotowych
wyrobow to 30-35%, a czastka surowcow i1 poifabrykatow — 65-70% (w
swiatowym eksporcie produktow gotowe wyroby wynosza 77,5%, suréwce i
potfabrykaty — tylko 12,5%).

Mimo pozytywnej dynamiki wzrostu krajowego produktu brutto, czastka
ojczystej naukochtonnej produkcji w strukturze PKB prawie nie zmienila sig,
ona wynosi okoto 6%. Wysokotechnologiczne przemysty pigtego 1 szostego
paradygmatu technologicznego ulokowane s3 w kijowskim, charkowskim i
Iwowskim obwodach [7].

Nie kazdy rejon Ukrainy jest w stanie uksztattowaé skuteczny model
rozwoju produkcji przemystowej, ktory bedzie stale generowaé nowosci
technologiczne, know-how, wynalazki, a takze méc przysposobi¢ si¢ do nowych
procesow, technologii, produktéw stworzonych w innych krajach. Akurat temu
celowi ma stuzy¢ innowacyjny rozwdj struktur integrowanych, ktérych ktopoty
instalowana w roznych rejonach zalezag od poziomu rozwoju faktorow
produkowania, strategii, konkurencyjnych zalet, wzigcia oraz zasobow ludzkich.
Modele innowacyjnego przemystu struktur integrowanych pracujg w winnickim,
wotynskim, zakarpackim, iwanofrankowskim, Ilwowskim, mikotajowskim,
odeskim, rowienskim, tarnopolskim, chersonskim, chmielnickim,
czerniowieckim obwodach. Wraz z tym, mimo braku zgody w sferze prawniczej
oraz matorozwinigtej infrastruktury, na Ukrainie odbyla si¢ wprowadzenie
nowych zasad gospodarczych, ktére sg oparte na sieciowym modelu organizacji
produkcji oraz adaptacji do gospodarki kraju, ktora przebywa w stanie
transformacji. Niebagatelng pomoc w tym kierunku zabezpieczyli naukowcy
lokalnych uniwersytetow oraz instytutow [7].

W okresie informacyjnym, ktore charakteryzowany jest bardziej wysokim
stopniem niepewnos$ci, gwattownym nasileniem zmian na rynku pod wpltywem
globalizacji, powstaja nowe wymagania. W dzisiejszej dobie wazne sg nie tyle
obecne surowce, ile nawyki wtadz lokalnych oraz biznesu do rozwoju i
tworzenia nowych. W warunkach dominujagcego biznesu prywatnego
administracja regionalna moze dokonywa¢ wplywu wylacznie poprzez
kreowanie atrakcyjnego klimatu biznesowego na podwtadnym terytorium.
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Tworzenie innowacyjnego rozwoju gospodarki krajowej, jak 1 wczesniej
pozostaje jednym z priorytetowych kierunkéw reformowania panstwowego
systemu ekonomicznego. Przy uksztaltowaniu panstwowej innowacyjnej
polityki trzeba $ciSle okresli¢, iz udoskonalenia struktury przemystu we
wczesniejszej postaci staje si¢ niemozliwe 1 ekonomicznie nieuzasadnione.
Warto sprobowaé¢ mozliwosci wewnetrznego 1 zewnetrznego Srodowiska i
wytyczy¢ ,,wektory wzrostu” dla adresowanego wsparcia inwestycyjnego.
Potrzebna jest precyzyjna polityka innowacji, ktéora przewiduje komplet
zasobow skierowanych na stymulacje sprzedazy produktu lokalnego na
ukrainskim i zewnetrznym rynku, wsparcie eksportu przemyslowego oraz
ochrona producentow lokalnych, elastyczna regulacja cen 1 taryf na ustugi
monopolu przyrodniczego itd. Gloéwnym ilosciowym wskaznikiem skutecznos$ci
przebudowy strukturalnej powinno zosta¢ zwigkszenie liczby produktow
przetworstwa gatezi kompleksu rolno-przemystowego, radioelektronicznego
przemystu, czgsciowo przywrocenie wielkosci produkcji w przemysle obronnym
1 w szeregu galezi innowacyjnych innych sfer budowy maszyn, gdzie obecna
odnawiana baza materiatowa.

Przeciwdziatanie negatywnym dla ukrainskiego przemyslu procesom i
ochrona jej konkurencyjno$ci moze sta¢ si¢ pomystowa tylko pod warunkiem
planowania strategicznego, koncentracji ekonomicznej oraz kreowania struktur
integrowanych, ktore sprostatyby si¢ $wiatowym standardom, wigc moglyby
przeciwdziata¢ agresywnej polityce korporacji transnarodowych na rynku
regionalnym [2].

Warto zaznaczy¢, ze dominujgca w kraju wewngtrzna przemystowo-
terytorialna  organizacja  wigkszosci  rejondow nie  przewiduje ich
konkurencyjnosci na rynku globalnym. W wyniku polityki rozmieszczenia sit
wytworczych na Ukrainie nie istnieje prawie zadnego konkurencyjnego klastera
terytorialnego jako dynamicznej 1 wewngetrznej wspotzawodniczacej sieci blisko
potozonych przedsigbiorstw, ktore wytwarzaja takg samg lub podobng produkcje
1 wspodlnie zabezpieczaja pomys$lnie rynkowe pozycje dla kraju, branzy 1 samych
przedsiebiorstw.

W warunku statego deficytu krajowych s$rodkéw finansowych, ktore
skierowane sg na wsparcie i zabezpieczenie dziatalno$ci naukowej, technicznej
oraz innowacyjnej, rozwoju struktur integrowanych to obiecujgca droga
podjecia oraz wzrostu innowacyjnej aktywnosci we wszystkich branzach
dzialalnosci ekonomicznej na poziomie regionalnym. Dla pomyS$lnej realizacji
takiej perspektywy niezbedne jest wykreowanie systematycznego mechanizmu
wspoldziatania organow wladzy regionalnej z korporatywnym sektorem
gospodarki (szczegdlnie jego naukochlonnym elementem), ktory miescitby
intuicyjne, organizacyjne, finansowe, ekonomiczne oraz socjalne dzwignie,
skierowane na zabezpieczenie stymulujacego srodowiska rozwoju wszystkich
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etapOw innowacyjnego procesu zardwno na regionalnym, jak 1 na mikro
poziomach.

Wiec jednym z kierunkdw innowacyjno-technologicznego rozwoju
krajowej gospodarki musi zosta¢ wykreowanie warunkow dla modernizacji
przemystu oraz wsparcia 1 rozwoju konkurencyjno$ci terytorialnie
integrowanych struktur biznesu na rynku globalnym. Jak juz zostato okreslone,
konkurencyjnych struktur integrowanych w skali globalnej prawie nie istnieje.
Natomiast ich powstanie jest warunkiem wejscia Ukrainy do dlugotrwalej
konkurencyjnos$ci, totez stymulacja uksztattowania struktur integrowanych
powinna naleze¢ do liczby priorytetow panstwowej polityki rozwoju
ekonomicznego. Oprécz tego, struktury integrowane powinny zosta¢ rodzajem
integracji oraz wsparcia matego 1 $redniego biznesu. To znaczy, iz tradycyjne
makroekonomiczne 1 gateziowe podejscia do rozwoju matego i1 Sredniego
biznesu warto uzupethi¢ lokalnym, ktory jest uwzgledniany jeszcze na poziomie
ksztattowania terytorialnych struktur integrowanych.

Obecnie nalezy potaczy¢ wysitki oraz zasoby, ktore sg dostepne panstwu w
celu rozwigzania podstawowego zadania — przej$cia krajowego systemu
ekonomicznego na innowacyjng droge rozwoju. Strukturalne oraz
technologiczne transformacje, niezbgdne dla podwyzszenia tempa wzrostu
ekonomii, wymagaja zlozonego podejscia, ktory przewiduje opracowanie oraz
realizacje systemu wspotuzaleznionych $rodkéw skierowanych na wsparcie,
oraz koordynacje¢ dziatalno$ci wszystkich sektorow procesu (organow wiadz
lokalnych, naukowcow, przedstawicieli finansowych i kot przemystowych).

Whioski. Uksztaltowanie skutecznej infrastruktury dziedziny nauki oraz
innowacji jest wazng cze$cig panstwowej polityki skierowanej na
zabezpieczenie strategicznych panstwowych priorytetow Ukrainy, do ktorych
naleza podwyzszenie jakoSci zycia obywateli, osiggniecie wzrostu
ekonomicznego, rozwoj fundamentalnej nauki, edukacji, kultury, zabezpieczenie
obrony 1 bezpieczenstwa kraju. To powinno sta¢ si¢ strategicznym
przewodnikiem dla struktur integrowanych. Pomys$lne funkcjonowanie modelu
rozwoju innowacyjnego wymaga rewidowania dziatajacej infrastruktury
innowacyjnej i potrzebuje powaznego udoskonalenia.

Niezbedne jest jak najszybsze uksztaltowanie naukowo-innowacyjnych,
technologicznych  struktur integrowanych powstalych na  podstawie
przodujacych uczelni wyzszych. Taki system powinien zabezpieczy¢ integracje
szkoty wyzszej z rzeczywistym sektorem gospodarki w celu rozwigzania
socjalno-ekonomicznych kwestii 1 realizacji docelowych oraz branzowych
programow, najpierw zwigzanych z technologicznym rozwojem przemystu. Do
najlepszych nowoczesnych ksztalttow mozna zaliczy¢ naukowo-innowacyjne
klasterne potaczenia.
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Podstawowym narzgdziem mechanizmu realizacji krajowej polityki
Innowacyjnego rozwoju moga by¢ programy innowacyjnego rozwoju rejonow

skierowane na:

- najbardzie; aktywne

zaangazowanie

konsumentéw do procesu

opracowania nowej produkcji majacej na celu najlepsza adaptacje jej

charakterystyk do warunkow rynku;
- stowarzyszenie

przedsigbiorstw ~ w

roznych  formach  struktur

integrowanych dla podziatu wydatkéw i1 ryzyku zwigzanych z wprowadzeniem

innowacyjnej produkcji;

- zintegrowanie naukowo-badawczych organizacji i przemystu w celu
powstania wydziatéw naukowo-badawczych, wykonania wspdlnych programéw

naukowych, wymiany do$wiadczeniem.
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