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pimeHp, abo K MiHIMyM BHTICHSIOTBCS Ti pIiIIEHHS, SIKi € HE TUIIOBUMH. MOIINBO, 110 caMe TaKun
IPOIIEC 10JaB y BU3HAUCHHS PU3HKIB SBUILE MOXKJINBOCTEH.

MoskHa TOMITUTH, IIO CHIBPOOITHMKH, MEHII OOTSDKEHI TOCBIIOM HACTAaHHS PH3MKOBHX
o1 1 0COOMCTUX HEBIAY, O1IBIN ONTUMICTUYHO AWBJIATHCSA Ha CKIIAHI TPOEKTH, B YCAKOMY pa3i,
Ha TOYAaTKOBUX cTajifax. Haifuactime iX onTHMIi3M [103BOJISIE TMOBIPUTH B HEMOXKIIUBE, 1 3HAWTH
MOXJIMBOCTI peajizaiii, KOJM OIIbII JOCBIMYEHI CIIBPOOITHUKH, HAJAIITOBAaHI CKENTHUYHO,
CIIpUIMAIOTh NMOIOHI TPOEKTH SIK Oe3MepCIeKTUBHI.
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MAPKETHHTOBI MIAXOIU AJANTALIT EKOHOMIYHUX
CHUCTEM JIO YMOB IHHOBALIHHO-KOHKYPEHTHOT'O TPOCTOPY
®YHKIIOHYBAHHS
MARKETING APPROACHES TO ECONOMIC ADAPTATION
SYSTEMS TO THE CONDITIONS OF INNOVATION-COMPETITIVE SPACE OF
FUNCTIONING

BuxopuctaHHs €J1eKTpOHHUX TEXHOJIOTIH 1 IHTEPHETI y BCIX cdepax >KUTTSI € OAHIEI0 3
ICTOTHHX pHC 1 mepeayMoB (GopMyBaHHS iH(OpPMALIMHOTO CyCHuUIbCTBA 1 Mpolecy rinobdamizamii
CBITOBOI €KOHOMIKHU. |HTEpHET BIAKPUB HOBI MOXKJIUBOCTI 1 (DOPMH E€KOHOMIUHHX 3B'S3KIB MIXK
y4yaCHMKaMH pyXy TOBapiB, pecypciB i rpomeil. B exkoHOMillli pPO3BMHEHHX KpaiH OTpuUMallu
OypXJIUBUH PO3BUTOK pi3HI (HOPMH €JIEKTPOHHOTrO Oi3HECy 1, 30KpeMa, WOro HaWBaKJIMBIIIIOTO
CErMEHTa - €JIeKTPOHHOI TOPTiBIIi.

[TommproloYnCh MOBCIOJHO 1 MPOMOHYIOYM BCE OLIbII IIUPOKUNA AaCOPTUMEHT TOBapiB 1
MOCTYT, €JEeKTPOHHA KOMEpIlisi Ta MapKEeTHHI CTa€ IHCTPYMEHTOM IHTerpaiii OKpeMHX oci0,
MIJIPUEMCTB, Taly3ed, Nep)KaBHUX YCTaHOB 1 JIep)KaB B €JIMHY CHUIBHOTY, BCEPEIUHI SKOTO
B3a€MOJIisl MapTHEPIB €PEeKTHBHO 1 Oe3MepenikoJHO peanizyeTbesi 3acobamu iH(opMaliiHuxX i
TEJIEKOMYHIKALIMHUX TEXHOJOri. 3aCTOCYBaHHS Cy4acHMX 1H(GOpPMAIifHUX TEXHOJIOTIH 1 CUCTEM
KOMYHIKaliii  (€JIeKTpOHHOTO OOMiHY JaHHMH, Mepexi [HTepHeT, eNeKTpOHHOi MOUITH,
€JICKTPOHHHUX TIJIaTEeXKIB) 3/JaTHE BUBECTH HA SIKICHO HOBHUH PIBEHB BCI aCTIEKTH BEACHHS O13HECY.

Po3BUTOK €71eKTPOHHOI KOMEPLii Ta MAPKETHHTY 1 301IBILIEHHS X 00CATIB CYNPOBOIKY€EThCS
PSAIOM TO3UTUBHHUX €(EKTIB JJis CBITOBOI €KOHOMIKH. Lle pe3ynbTratu po3LIMpeHHs eNeKTPOHHOI
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KOMEpIIii: mepil 3a BCE, CKOPOYEHHS TpaH3aKLUIHHUX BUTPAT, CIPOIICHHS MPOLEAYp TOPTiBIIi,
PO3MIUPEHHS MOXKJIMBOCTEH JIJIs1 IPUIUIMBY 1HBECTHUIIIHA, PO3MIUPEHHS Teorpadii Ta JOCTYIMHOCTI s
y4acTi B 0i3Heci, MiABUIECHHS KOHKYPEHIIIi.

ABTOMaTH4YHA BOPOHKA MPOJIaXiB - 11e e(heKTUBHUIA aHATITUYHUN IHCTPYMEHT, 1110 J03BOJISIE
pO3Mi3HATH KOXKHOTO BiJBigyBada i chOpMyIIOBaTH MPOIMO3UILI0, IPYHTYIOUUCh HA TOMY, Ha SIKIH
cTajil mpolecy NpoaaxiB BiH 3HAXOUTHCA.

ABTOMaTHYHI BOPOHKH 200 aBTOBOPOHKH - 1€ TMOCITIIOBHICTh i, SIKi CIIOYaTKy 3HAHOMIISITh
MOTEHILIMHOTO KII€HTA 3 BalllUM MPOIYKTOM, a IMOTIM BEIyTh JO CKOEHHS BCE HOBUX 1 HOBHX
nokynok. O3HallOMJICHHS 3 TOBapOM / TOCIYTOIO Ta 1l MOAAIBIINM MPUAOAHHAM 31HCHIOETHCS HA
aBTOMaTUYHOMY PiBHI 3a JIOIIOMOTOIO CIICIIAJIbBHUX CEPBICIB.

Came Takuii MeTOJ] Ja€ CHJIbHY KOHKYPEHTHY IepeBary cepeja iHIIMX Oi3HeciB 1 Jae
BEJIMYE3HY MOJKJIMBICTH HOBHM IPOEKTaM IIBUJIKO BHUPOCTH 1 JOCATTH BHCOKHUX (HDIHAHCOBHX
pe3ysbTaTiB
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CEKIIA 7. HOCWJIEHHA KOHKYPEHTHUX MO3UIINA EKOHOMIYHUX CUCTEM B
KOHTEKCTI TPAHC®OPMAIIN CTPATEITA MEHE/UKMEHTY YVCIX PIBHIB
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SERVICE QUALITY MANAGEMENT MODEL
AND RELATIONSHIP MARKETING

Service quality is defined by the American Society for Quality Control as “totality of
features and characteristics of a product or service that bear on its ability to satisfy stated or implied
needs” [1]. The second part of the definition clearly indicates that the satisfaction of the customers’
needs is a function of quality. The connection between service quality, customer satisfaction and
profitability appears to be evident. Higher levels of quality contribute to higher levels of customer
satisfaction, which often results in lower costs of production and higher prices [2]. Research results
have indicated a high correlation between relative product quality and company profitability [3].
The quality of service delivery is to great extent determined by the employees’ competence, which
is due to the inseparability of the service from the provider. It is the contact employees that
constitute the connection between the organization and the customer [4]. The customers’
interactions of the service employees, along with the physical assets, are the basis for their
perception and evaluation of service quality. According to the calculation made by Carlzon, a
former President of Scandinavian Airlines SAS, in one year 10 million customers interacted, on
average, with five employees of the SAS for 15 seconds, which resulted in the company image
being created in the minds of 50 million customers. Carlzon refers to those interactions as the
“moments of truth” which determine the success, or failure, of the company [5, p.39]. The author
points out that the customers’ individual needs are highly varied and therefore all the frontline
employees, such as ticket agents, flight attendants, and baggage handlers, have to be empowered
with responsibility to make decisions and to take actions themselves, as the instructions in the rule
books often fail to apply to all possible service encounter scenarios and there is never enough time
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