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Chukurna O. P.Tools of Ecological Marketing in the Price Policy of the Enterprise in the Conditions
of Sustainable Development

The article substantiates the relevance of taking into account ecological marketing solutions in the price policy of the enterprise in the conditions of sustain-
able development. Sustainable development involves focusing on the ecological factor as one of the key aspects of the strategy of sustainable development
of enterprises. In this context, the marketing decisions in the part of the price strategy of the enterprise become relevant, since it is the price factor that is the
most influential in creating additional value. The purpose of the article is to study the influence of factors of ecological marketing decisions on the formation
of the price policy of enterprises in the conditions of sustainable development. That is an influential factor influencing the formation of the general strategy of
sustainable development of the enterprise, as a reserve for the creation of added value. As a result of the conducted research, the strategy of price differentia-
tion based on the environmental properties of the product was substantiated. It was proposed the formation of the price on the basis of an additional price
premium for markets with a high level of demand for ecologically safe goods. A matrix of price differentiation strategies based on the ecological properties of
the product is developed. The evolution of approaches to ecological innovations is improved, taking into account the purpose of pricing. Prospects for further
research should be the determination of mutual coordination of all sustainable development goals when making marketing decisions in terms of influence on
the formation of a general marketing strategy.
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YykypHa 0. I1. IicmpymeHmapiii ekonoziyH020 MapKemuHzy 8 yiHo8ili noaimuyi nidnpuemcmea 8 ymosax cmasno20 po3gumKy
Y cmammi 06rpyHMo8aHo akmyasnbHicMe ypaxysaHHA eKoao2iYHUX MapKemMuUH208UX pilueHb y YiHosili moaimuyi nionpuemMcmea 8 ymosax cmasno2o po3eu-
mky. Cmanuli po3gumok nepedbayae 30cepedeHicme Ha eK002iYHOMY (aKmMOpi AK Ha 00HOMY i3 K/KOYOBUX acrieKmie cmpamezii po3guUMKy nidnpuemcme.
Y ybomy KoHmeKcmi Habysarme aKMyaneHOCMi Came MAPKeMUH208i PileHHs 8 YaCMUHI UiHo8oi cmpameaii MidnpueMcmea, OCKinbKu came yiHosuli Gak-
mop € Halibinbw 8nUB0BUM MpU cMeopeHHi 000amKo8oi yiHHocmi. Mema cmammi nons2ae 8 0ocaideHH 8nausy harkmopie eKoa02iYHUX MapPKeMUH208UX
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Mii 0191 PUHKi8 3 BUCOKUM pigHEM onumy Ha ekoa02i4Ho be3ne4Hi mosapu. Po3pobaeHo mampuyto cmpamezili 4iH08020 OuepeHyi8AHHS 30 eKo0IMHUMU
anacmusocmamu mosapy. BdockoHaneHo egontoyjto nioxodie 0o exonozivHuX iHHOBAY 3 ypaxy8aHHAM Memu YiHOymeopeHHs. lepcrnekmusamu nooanbwux
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he principles of rational nature management and
environmental protection are a priority of mod-
ern world development. In the conditions of the
further globalization of the economy and the develop-
ment of scientific and technical progress, the problem of
creating a national system of eco-security in the context
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of sustainable development of society is becoming par-
ticularly urgent. Among the priority tasks in this direc-
tion, the Law of Ukraine [1] defines the following tasks:
technological re-equipment of production aimed at en-
ergy and resource conservation; development of renew-
able and alternative energy sources; decrease in specific
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consumption of land resources, water; ensuring higher
quality and comprehensive processing of raw materials;
improvement of technologies for purification of atmo-
spheric air, water bodies, minimization of waste genera-
tion. The complexity of solving the above-mentioned task
is caused by a number of economic, political, social and
technological factors. At the same time, it should be not-
ed that the main limiting factor should be recognized as
insufficient financing of modern environmental protec-
tion measures both at the level of enterprises and at the
regional and state levels. Regarding the issue of the intro-
duction of ecological marketing solutions in the condi-
tions of sustainable development, its consideration in the
pricing system is of the greatest importance.

The study of modern trends in the economic deve-
lopment of many countries of the world shows that tak-
ing into account the influence of the environmental fac-
tor is of primary importance. In the current conditions,
the study of the impact of the environmental factor on
the pricing process is gaining relevance. The environ-
mental factor is manifested in the aspect of the product's
ecological properties, i.e. its ability not to have a harmful
effect on the environment during operation.

The following Ukrainian scientists deal with the
problems of ecological marketing solutions in conditions
of sustainable development: Bozhkova V., Riabchenko I.
(2], Dligach A. [3], Koriniev V. [4; 5], Revutska N. [6], and
others. It have been developed the theoretical and meth-
odological aspects of the influence of ecological market-
ing on the marketing system, on the price policy, justified
marketing price strategies depending on various market-
ing factors in the works of these scientists. However, the
issue of the impact of the environmental factor and en-
vironmental properties of the product on the policy of
marketing pricing has not been studied enough. That is
why this issue is quite relevant and deserves the attention
of scientists and researchers.

The purpose of the article is to study the influence
of factors of ecological marketing decisions on the for-
mation of the price policy of enterprises in the conditions
of sustainable development.

The analysis of scientific studies on determining the
influence of factors on price formation in the context of
the concept of marketing pricing allowed us to conclude
that the environmental properties of the product are not
considered as a factor influencing the price. However,
consumer requirements for the product include the en-
vironmental factor and its environmental safety. Usually,
the environmental factor manifests itself in the environ-
mental safety of the product's production and opera-
tion. In the countries of the European Union, the envi-
ronmental safety of the product is a basic requirement
for its quality. An additional price premium is added to
ecological goods in EU countries. In Ukraine, the price
of the product includes only the environmental levy,
which industrial enterprises deduct from the budget in
case of environmental pollution. In this case, this tax is
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included in the cost of production. However, Ukrainian
enterprises do not use price differentiation of products
based on their environmental friendliness and do not
use additional price premiums for such products. In the
conditions of European integration and the entry of the
Ukrainian economy into the global space, there is a need
to apply the progressive experience of the EU countries
when forming a price policy for goods that take into ac-
count the environmental factor.

ccording to the main purposes of using the re-

ceived income, environmental taxes are divided

into the following types: fees to cover costs; in-
centive taxes; taxes that raise revenues. Analysis of for-
eign experience shows that the introduction of strict
tax mechanisms, along with measures to increase the
requirements of environmental standards, plays a prior-
ity role in improving the condition of natural objects [7].
Three types of environmental taxes have been introduced
in Ukraine: a fee for environmental pollution, waste tax-
es, and taxes specific to our country (related to radioac-
tive waste) [8]. In addition, there are taxes in Ukraine that
regulate the use of natural resources, electricity and the
operation of vehicles. At the same time, the system of
environmental taxation in Ukraine needs further harmo-
nization in order to increase the level of environmental
safety and create the foundations of sustainable devel-
opment. It should be noted that the European Commis-
sion has repeatedly raised the issue of harmonization of
environmental taxes of EU member states, as there are
significant differences in the structure and methods of
application of national environmental taxes, which signif-
icantly affects the conditions of economic competition.

An important direction of financial provision of
environmental protection measures is the creation of a
system of excise-type environmental taxes on goods and
services with a high level of environmental risk and the
allocation of funds to appropriate technological and or-
ganizational measures to eliminate them. Thus, in Ger-
many, a tax has been introduced on products whose pro-
duction or consumption pollutes the environment in the
form of a price surcharge. Accordingly, in Poland — a fee
for products that do not meet environmental standards,
and in Latvia — a fee for products that harm the environ-
ment [7]. There are no environmental taxes of this type
in Ukraine. At the same time, the introduction of excise
taxes on goods and services with a high level of environ-
mental risk is one of the possible ways not only to raise
the awareness of the population, but also to accumulate
funds for solving urgent problems related to the disposal
and processing of household waste, cleaning domestic
wastewater, etc.

In the context of reforming environmental taxa-
tion in Ukraine, attention should be paid to studying
the specifics of the impact of taxes related to the natural
environment on the activities of economic entities. It is
primarily about the fact that, unlike income taxes, the
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main function of "green" taxes is not to fill the budget,
but to stimulate producers and consumers to limit the
demand for fuel and energy resources and other environ-
mentally harmful goods. Governments use green taxes
to influence the relative prices of goods and services that
are harmful to the environment, thereby controlling the
production and demand for such goods and services. In
the event of the introduction of such taxes, the ecologi-
cal situation in the country should improve, but at the
same time, one should expect a reduction in tax revenues
due to a decrease in demand for products harmful to the
environment. Therefore, "green" taxes are an instrument
of state policy that provides stimulation of economic
growth, primarily not at the expense of accelerating the
pace of economic growth, but at the expense of «improv-
ing the quality of economic growth» [8].

n Ukraine, the importance of environmental tax re-

form has been talked about for a long time. Among

the main advantages of such a measure, the possibil-
ity to solve «problems of the transition from a resource-
intensive and polluting structure of the economy to an
environmentally friendly one» is emphasized by increas-
ing the level of «green» taxes [9].

Along with this, within the scope of the ecological
tax reform, the issue of the possibility of increasing the
level of mandatory payments in state revenues related to
the maintenance of natural rent — additional income of
economic entities, which arises not at the expense of the
activities of enterprises, but at the expense of exploitation
of natural resources. The effectiveness of the economic
mechanisms for the regulation of environmental protec-
tion activities depends to a large extent on the function-
ing of an integrated system that includes control over the
payment of environmental payments and fees, reforming
the system of special funds for environmental protection,
improving methodological approaches in determining
damage caused as a result of violations of legislation in
the field of environmental protection and deterioration
of the quality of natural resources.

Let's consider some scientific approaches to the
classification of factors influencing marketing pricing
in terms of their compliance with regard to the environ-
mental factor. In the scientific literature on marketing
pricing, there are many approaches to the classification
of pricing factors. After analysing the scientific works
of domestic and foreign scientists, it was found that the
approach of dividing all pricing factors into external
and internal is traditional. This approach is followed by
Ya. V. Lytvynenko [10]. V. L. Koriniev [5], on the contrary,
divides all pricing factors into controlled and uncon-
trolled. In this context, he refers to the controlled factors
that are under the control of the company's management
and the marketing department. He refers to the uncon-
trolled factors of price formation as external factors and
factors of the intermediate environment, under which he
understands a set of micro-level factors, namely: busi-
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ness environment, competition, demand for products,
requirements and needs of consumers, purchase motives
and purchasing power of consumers, the system of inter-
mediaries, banks and insurance companies, a system of
marketing research firms [5].

A. O. Dligach distinguishes those pricing fac-
tors that have the main influence on traditional pricing
methodology, which include costs, demand, competition
and product utility [3]. An interesting point of view is
V. V. Bozhkova and [. M. Riabchenko, who separates the
natural-geographic factor of influence on price forma-
tion, under the influence of which she understands the
climatic conditions and resource potential of the country
[2]. However, the author does not indicate how this factor
affects pricing. Summarizing the theoretical generaliza-
tion of pricing factors, it can be concluded that none of
the scientists separates the environmental factor influenc-
ing the price and the pricing process. There are no studies
devoted to identifying the impact of the environmental
factor on the pricing of Ukrainian industrial enterprises.

In the theory of marketing, the environmental fac-
tor in the concept of the marketing activity of the enter-
prise is usually attributed to the non-price factors of the
influence of the marketing environment of the enter-
prise. Given the fact that the pricing policy of enterprises
is based on cost-based pricing methods, and environ-
mental fees are attributed to the cost of production, the
environmental factor has a great influence on the setting
of prices by industrial enterprises.

he general trend in the field of waste production

and processing indicates their minimization. This

process is mostly accompanied by a decrease in
industrial production, since the largest share of waste be-
longed to manufacturing enterprises.

This fact is confirmed by statistical data, according
to which the highest level of environmental pollution due
to the production of emissions and waste is observed in
the mining and processing industry (Fig. I).

The overall level of emissions and waste by Ukrai-
nian industrial enterprises into the environment has
decreased over the last two years (Fig. 2). This trend is
primarily related to the decline in industrial production.
However, if considered in a retrospective format, it can
be seen that the dynamics of the generation of waste and
emissions is positive.

Statistical data confirm that the role of the envi-
ronmental factor for Ukrainian industrial enterprises is
significant. In addition, according to international ac-
counting and management accounting standards, indus-
trial enterprises must pay an environmental fee, which
is included in the cost of production. It should be noted
that according to the Tax Code of Ukraine, the object and
basis of taxation for environmental fees are:

+ volumes and types of pollutants emitted into the
atmosphere by stationary sources;
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Fig. 1. Generation of waste affecting the environment by economic sectors of Ukraine
Source: compiled by the author based on the [11].
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Fig. 2. Generation of waste and emissions by Ukrainian industrial enterprises for the period 2002-2015

Source: compiled by the author based on the [11].

toms territory of Ukraine under the customs re-

gimes of export or re-export or processing in the

customs territory of Ukraine certified by a duly

executed customs declaration;

fuel oil and furnace fuel used in the process of

heat and electricity production;

+ volumes and categories of radioactive waste gen-
erated as a result of the activities of business enti-

+ volumes and types of pollutants discharged di-
rectly into water bodies;

+ volumes and types (classes) of waste placed, ex-
cept for volumes and types (classes) of waste as
secondary raw materials, which are placed on the
own territories (objects) of economic entities;

+ volumes and types of fuel, including those pro-

+

duced from raw materials, sold or imported into
the customs territory of Ukraine by tax agents,
except: volumes of fuel exported from the cus-

ties and/or temporarily stored by their producers
beyond the term established by the special con-
ditions of the license;
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+ amounts of electrical energy produced by operat-
ing organizations of nuclear installations (nuclear
power plants) [8].

Payments for pollution of the natural environment
are an important element in the system of the economic
pricing mechanism. Depending on the degree of impact
on the environment, two types of payment standards are
established: for maximum permissible emissions (emis-
sions, disposal of waste) of pollutants into the natural
environment (within the established standards) and for
exceeding these indicators. In the latter case, payments
increase several times. At the same time, payments with-
in the norms are included in the cost price, and over-nor-
mative payments are reimbursed at the expense of the
company's profit. This mechanism has a direct impact on
marketing pricing, as it involves taking into account all
costs in the cost of production, including environmental
costs. The cost approach involves focusing on price de-
pendence only on costs and refers to traditional pricing.

n the other hand, in marketing pricing there is

an approach to setting a price based on con-

sumer demand. In the conditions of the deve-
lopment of demand for ecologically safe products, there
is an opportunity to set a higher price, which is based on
demand. In this case, it is possible to implement a strate-
gy of price differentiation based on the ecological proper-
ties of the product. In addition, within the framework of
this approach, there is an opportunity to introduce "green
innovations" at the expense of obtaining excess profits.
Approaches to environmental innovations and the main
concepts within which they are implemented and their
impact on pricing are presented in T5hl. 1.

The problem of improving marketing pricing in the
context of the growing role of the environmental factor
in the production and consumption of products can be
considered in two aspects:

1) reasonable increase in prices for natural resourc-
es. More complete consideration of the environ-
mental factor in the price structure for products
of industries that deal with nature use. This ap-
proach should stimulate the transition of pro-
ducers to the resource saving regime;

2) the price should more fully take into account the
level of environmental safety of products. This
approach is based on the application of the strat-
egy of price differentiation according to the eco-
logical properties of the product.

The strategy of price differentiation based on the
ecological properties of the product involves price dif-
ferentiation based on environmental characteristics. For
those markets where there is a corresponding demand
for environmentally safe goods, it is necessary to set an
additional price premium for environmentally safe goods
when forming the price. Thus, a high price for the prod-
uct is formed when the goal of maximizing the value of
the product for consumers due to the environmental
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factor is achieved, or the goal of leadership in terms of
quality is achieved due to the environmental properties
of products.

For markets with low demand, where there is a
weak reaction of consumers to the need for environmen-
tally safe goods, it is necessary to form incentive (low)
prices in order to stimulate the demand for these goods.
For this direction, ecologically clean products should
have a lower price for the consumer than ecologically
dirty ones. For this, a system of taxes on ecologically
dirty products and a system of mark-ups, subsidies, and
benefits for producers and consumers of clean products
should be introduced. For example, in agriculture, it is
necessary to make it more profitable for producers to use
biological means of protection than pesticides and to give
preference to organic fertilizers over mineral ones. Thus,
it is possible to regulate and influence the level of pro-
duction of ecological goods. The author has developed
a matrix of price differentiation strategies based on the
ecological properties of the product (Fig. 3).

he main goal of marketing pricing when setting a

price taking into account the environmental fac-

tor should be the creation of additional value and
a high margin while maintaining a competitive price.

It should be noted that one of the directions of the
regulatory policy of the state should be the formation of
extra-budgetary environmental funds, which should sup-
plement state spending on environmental needs. Their
goal is to supplement the financing and crediting of envi-
ronmental programs, to promote the development of en-
vironmental education and training. The sources of fund
formation can be: payments by enterprises for emissions
of pollutants and disposal of waste, penalty payments,
funds for compensation for environmental damage in
case of violation of environmental protection legislation
by enterprises, voluntary contributions, etc. The forma-
tion of environmental programs at the international lev-
el, within the country or region is of great importance
for society. We can cite examples of grandiose environ-
mental programs in the USA for the revival of the Great
Lakes, Japanese environmental programs, etc. The use of
the market tool of selling pollution rights is widespread,
primarily in the USA. But it is possible to use this experi-
ence in the international space as well.

One of the most proven economic tools in envi-
ronmental protection is the recycling system, which in-
volves the introduction of processes for processing waste
from consumption. In addition, this approach assumes
that when a consumer buys a product, he also pays an
additional cost, which is then returned to him (return of
empty bottles, spent electric batteries, plastic contain-
ers, etc.). This mechanism makes it possible to reduce
the amount of waste entering the environment, including
toxic waste, and to save significant funds and resources
through disposal.
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Table 1
Evolution of approaches to environmental innovation taking into account the purpose of pricing
The main
L Approaches . New forms o
. New directions . Basic . criterion of Purpose
Period . . to ecological of reporting . .
of innovation . : concepts . the company's of pricing
innovations regulation .
efficiency
. The formal Governmental .
Construction of . . . Net profitin .
. compliance Environmental | regulation of Profit maximiza-
1960-1970 | treatment facili- . . o the payback .
. with state re- protection emissions and . tion
ties . period
quirements waste
Reaction to
Environmental the need for -
. o Profit maximiza-
management environmen- . Maximizing the | .
" " ) Environmental tion;
1980s systems. "Green" | tally friendly market value .
. management leadership in
goods as a posi- | products on of shares .
L terms of quality
tioning tool the part of
consumers
Cost leadership,
. which implies
International ' Imp
. o reducing the
Sustainable legislation,
. . . . . cost of produc-
Systemic envi- | development, | international Reduction of .
Energy and re- ) s . tion due to the
1990s . ronmental risk triple bottom | standards of environmental | . .
source efficiency e . . implementation
management line" (Triple environmental | risks
) of the concept
bottom line) management of eneray and
(10 14000) ¥
resource con-
servation
Investments S
. Kyoto Proto- Maximization
in renewable
. col, Voluntary of profit;
energy sources; | Integration of | Low-carb pro- . -
. . Reporting leadership in
waste process- environmental | duction, zero .
N : . L Systems on terms of quality
2000 - ing; information | factors into emissions, CO, .
Sustainable due to the eco-
present systems, model- | the general (carbon neu- .
. ) N . | Development, logical proper-
ing and monitor- | strategy of the | trality), "Green T -
. . participation in ties of products;
ing of climate company economy : .
corporate as- social responsi-
and the state of - o
sociations bility
ecosystems
Environmental- . .
. . Social responsi-
Conservation ly and socially o
. Integrated bility;
and recovery of | oriented prod- |, " N o L
2030, Green" com- reporting is Maximization maximizing the
. natural ecosys- ucts and ser- Lo .
prognosis o . - pany enshrined in of social value | value of the
tems and biodi- vices; mission L
. . legislation product for con-
versity as the main
: sumers
cost driver
. Reporting on
Gradual transi- The company porting
. ; the impact of
tion to produc- as a harmoni- . . _
The more . . Economics of business pro- Maximizing . .
tion systems and | ous socio- i Social responsi-
remote . . aclosed re- cesses on the the quality of o
) chains supplies natural and A i bility
perspective . . source cycle environment life
with a closed economic S
and society in
resource cycle system :
real time
Source: compiled by the author.

Another economic tool is environmental insurance, = mechanism of nature management in a market economy
which is liability insurance of enterprises from sources of ~ should be aimed at solving environmental problems. But
increased risk for causing losses in connection with an  at the same time, in the context of the marketing concept,
accident, technological failure or natural disaster that to solve the consumer's requirements for the ecological
leads to environmental pollution. Thus, the economic  properties of the product.
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(Market share more than 20%)
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Fig. 3. Matrix of price differentiation strategies according to the ecological properties of the product

Source: composed by the author.

The main marketing directions should include: for-
mation of financial structures supporting environmental
actions; environmental assessment of the level of impact
on the environment; environmental insurance of compa-
nies' actions; change of reporting forms of producers' ac-
tivities; new forms of advertising; formation of new trade
principles (for example, sale of environmentally friendly
products); formation of additional value of the product
due to its high ecological properties.

CONCLUSIONS

As a result of writing the article, conclusions were
formed regarding the justification of the relevance of tak-
ing into account the environmental factor in the concept
of marketing pricing. The concept of the strategy of price
differentiation based on the ecological properties of the
product is formulated, by which the author understands
price differentiation based on the product's environmen-
tal characteristics. In the context of this understanding
of the strategy of price differentiation, it is proposed to
form a price based on an additional price premium for
markets with a high level of demand for environmentally
safe products. As a result of this approach, the enterprise,
when forming a high price for the product, achieves the
goal of maximizing the value of the product for consu-
mers due to the environmental factor or the goal of
leadership in terms of quality due to the environmental
properties of products. For markets with a low level of
demand for ecologically safe goods, incentive (low) prices
should be formed in order to stimulate demand for these
goods. For such markets, ecologically clean products
should have a lower price for the consumer than ecologi-
cally dirty ones. Based on this approach, a matrix of price
differentiation strategies based on the environmental
properties of the product was developed. u
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Ko6epHiok C. O. Lindpposi TexHonorii B arpapHOMy MapKeTNHry

JaHa cmamms npucesayeHa 00CnioHeHHI0 aKMyanbHUX HaNPAMIe 3acmMocyeaHHA Yugposux mexHosnoeaili 8 azpapHomy mapkemutey. Memoto cmammi € eu-
3HQYeHHA CyMacHuX meHOeHYili y po3sumKy yugposux mexHosnoeaili 3 Memoto oyiHKuU ix nomeyiany, npobaem 8uKOpUCMaHxHs, adanmayii moxciusocmeli 0na
nidsuLeHHA edekmusHOCMIi MapKemUuH2080i disbHOCMI azponpomucaosux nidnpuemcme. Y cmammi 8usHa4eHo yughposi mpeHOU y ceimosili exoHomiyi ma
eKOHOMIUi YKpaiHU, poaHani308aHo OUHAMIKY PUHKY enekmpPOHHOT peknamu 8 YkpaiHi, cmaHosneHo npiopumemsi naameopmu 0118 po3sumky 4ugposozo
MapkemuHey cyb’ekmamu 20crnodaprosaHHs 8 azpapHiti cgepi. Po3kpumo ocHosHi meopemuyHi nioxodu 0o 0brpyHMysaHHA 00YinbHOCMI BUKOPUCMAHHSA
Yueposux iHcmpymeHmie CinbCbKO20CMOOAPCLKUMU MIONPUEMCMBAMU. BUSHAYEHO KAKY08I nepesaau BUKOPUCMAHHA COUIanbHUX MepeX, enekmpoHHOI Ko-
Mepyjii, MoBinbHUX 30CMOCYHKi8 AK naamgopm 015 nidsuweHHs epekmusHocmi aepobizHecy. OCHOBHUM KOHUeNMyanbHUM 3a80GHHAM npu nobydosi map-
KemuHz080i cmpamezii KomnaHii 86a4aemocs KOMOIHYBAHHA MAKMUK, ONepamueHuUX 3acobie, MexaHismie peanizauii iHHosayjiliHux ideli 019 opmysaHHs
bpeHOdy, 3080H08GHHA MPOBIOHUX KOHKYPEHMHUX no3uuili, nodonaHHs bap’epie po3gumKy ma npomupiy 8 op2aHi3auii 63aemodii 3 puHKoBUMU Cy6’ekmamu.
paKMUKa BUKOPUCMAHHA YUGPOBUX IHCMPYMeHmis, MaKux AK eneKmpPOHHA KoMepyis, coyianbHi mepexd, nowykosa onmumizayia calimie (SEO, SMO),
MobinbHi 3acmocyHKU ma iHwi, 008ena ix 8UCOKY MPOOYKMUBHICMb i NPOBIOHY oAb 8 0NePAMUBHOMY 0NPAUBAHHI PUHKOBUX OGHUX, 106Y008i eheKmuBHUX
KOMYHIKayili, 3HUMEHHI 8UMPam, 0CBOEHHI HOBUX CIOM(UBAYbLKUX CeameHmi8. Ha Yybomy Hanonseaome nposioHi Mapkemosnoau ceimy, onucyroyu ix y cyvac-
HUX KOHUenuiax «mapkemuey 4.0, «mapkemurey 5.0». Takox npudineHo yeazy aHanisy npobaem, 3 AKUMU MOXCYMb 3iLiMoexXHYymuUcA KOMNAHIi 8 npoyeci
peanizayii npoexkmie yughposizayii MapkemuHz080i disnbHOCMI,

Kntouosi cnosa: yucposi mexHonoeii, aepapHull MapkemuHe, Yuehposisauis, coyiansHi Mepesi, enekmpoHHa KoMepyis.
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