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POTENTIAL MANAGEMENT OF AGRO-FOOD ENTERPRISES: ANALYSIS OF
MEGATRENDS

The article summarizes the theoretical aspects of the concept of "megatrend”. The concept is considered
of “megatrend” from different perspectives. As a result, the megatrend can be understood as a dynamic
development of the world economy, encompassing all subjects of the global economic space, which are
manifested over a long time and are projected into the future. The confectionery industry is one of the most
developed food industry in Ukraine. The dynamics of net sales and the number of plants of Ukrainian and world
confectionery companies is analyzed. Megatrends affecting the confectionery industry in Ukraine are analyzed
in their global importance and have global vertical and horizontal branches, accordingly offering new options
for opportunities for Ukrainian companies. The factors determining the emergence of megatrends in the world
economy have been determined. The tasks of companies influenced by megatrends have been identified.
Confectionery companies need to monitor and take into account megatrends in solving these tasks. It is
important to build an effective system of relationships to use the existing potential and ensure the development
of the company in the direction of the megatrend, since this can be a source of competitive advantage and
create conditions for overcoming threats to the environment. The factors that must be taken into account in the
application and implementation of megatrends in the confectionery industry in Ukraine are highlighted. The
megatrends influencing the Ukrainian confectionery manufacturers have been identified.

Key words: potential, megatrends, confectionery industry, management, agro-food enterprises.

Introduction. The effective functioning of the modern world economy and the activities of
national and transnational companies are conditioned by the integration of behavior of megatrends in
their strategy. Respectively, the long-term strategy of socio-economic development of the world
depends on accurate identification of upcoming development of megatrends that were emerged as
tendency and patterns of historical development.

The confectionery industry of Ukraine is sensitive to external megatrends of the world
confectionery market, because, apart from providing its own market products, it is broadly export
oriented. Even the geographical location of Ukraine contributes to the active influence of various
megatrends on the domestic confectionery market, forcing local producers to apply new interacting
methods with customers. Consequently, the importance of monitoring and analyzing megatrends in the
global confectionery market plays an important role in order to ensure the competitiveness of
Ukrainian products, both domestically and internationally.

The current challenges that face global world and the trends, that affect Ukraine too, raise a
number of global problems and tasks that need urgent consideration. That is why the consideration of
global megatrends is gradually gaining in popularity and is the subject of widespread scientific debate
by scholars in various fields of knowledge.
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Literature review. Works of mostly foreign and partially domestic scientists are devoted to the
research of megatrends, including: O. V. Inshakov [3], E. S. Pankratova [4], A.P.Punchenko [5],
J. Benjamin [6], L. Brabandere [7], J. Naisbitt [12], G. Traitler [13], I. Hnatenko [9-11],
D. Zilberman [14] and others.

The purpose of the article is to substantiation of theoretical and methodical provisions of
management of potential of the enterprises of agro-food sphere on the basis of the analysis of
megatrends.

Results and discussion. Existent global trends that are comprehensive are capable of influencing
the vast majority of socio-economic processes, thereby forming the vectors of global community
development. The influencing trends are different in nature and scale. The biggest trends that are global in
nature can be grouped into one category, collectively called “megatrends”.

The promoter of the term “megatrend” is John Naisbitt, who published the book “Megatrends:
Ten New Directions Transforming Our Lives” in 1982, focusing on the analysis of 10 megatrends that
define the face and essence of “new” American society for two decades to come. Despite this, there is
no single definition for the term “megatrends”.

The essence of the concept of “megatrend” is interpreted in different ways (table 1).

Table 1
The concept of “megatrend”
Source Definition of the concept
] - The main directions of the movement, which determine the appearance and
ohn Naisbitt . .

essence of a changing society
A substantial social, economic, political, environmental or technological change that is
likely to have a major impact on a wide range of areas
Global, sustained, macroeconomic forces of development that affect business,
Frost & Sullivan economies, societies, cultures, and personal lives. In essence, these trends such as
urbanization, connectivity and convergence will define our future world
An inevitable evolution leading to a change of society, business, economics or
environment
Macroeconomic and geostrategic forces that are shaping the world. They are factual
PwC and often backed by verifiable data. By definition, they are big and include some of
society’s biggest challenges and opportunities
Source: generalized by the author according to the data [8; 10, p. 13; 11; 12; 13]

Luc de Brabandere

Arthur D. Little

As a result, the megatrend can be understood as a dynamic development of the world economy,
encompassing all subjects of the global economic space, which are manifested over a long time and are
projected into the future. At the same time, accepting the world economy as a complex managed
system, the cybernetic principle of feedback must be accepted automatically, which means that the
subject determines the development of the environment, and the environment forms the potential of
development for the subjects.

Therefore, the megatrend can be viewed from different perspectives (fig. 1).

The latter approach is a complex one, because it combines the two previous ones, that is why it is
difficult to embody it since it requires methods of historical and empirical analysis, synthesis of logic,
induction and deduction for its implementation.

Megatrends can also be considered as a form of expression of a set of tendencies that act as a
complex interconnection between trends of different realms of social reality on a megascale. Each
tendency has its own vector, which is composed as a sum total on megalevels of interaction between
macroeconomic systems. Therefore, the megatrend usually appears in a separate system, which
becomes a kind of multiplier of its distribution. Interaction generated even in one macrosystem and
perceived by other macrosystems is systemic in nature. Due to this effect, there is a synergy of the
general movement on the most powerful trend [3, p. 62].
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{ Megatrend ]

As a historical phenomenon, that is a reflection of a number of events that have taken place in the past,
and thus manifests a sequence of previous states of society

A 4

A 4

As a cause of the phenomenon, that precedes any change of the form of the prototype of the future

As a chain of previous events projected into the future in the correlation of historical and
futurological aspects

A 4

Fig. 1. Megatrend from different perspectives
Source: author’s development

In this manner, the world is developing under the influence of both long-term changes and
situational factors, which largely determine the recurring global economic tendencies. The isolation of
the content of megatrends is still a particular difficulty, as it is usually defined in a multidisciplinary
way, inextricably incorporating environmental, technological, economic and sociological components.
The task of science is to emphasize the concept of megatrend and to create a scientific apparatus for its
study, considering the integral nature of this object.

It is necessary to specify by industry and country to determine the positions and assess the status
of the subjects, power and activity of the driving forces of each megatrend in the global space in
analyzing megatrends. Unquestionably, technological and economic megatrends are closely
interconnected, which implies “synergistic” opportunities between them. Howsoever, we observe not
only production and sales technologies evolving, but also cultural values and social conditions for the
implementation of megatrends.

The confectionery industry is one of the most developed food industry in Ukraine. The analysis
of the state and prospects of the development of the confectionery market in Ukraine shows that the
premier source of supply in the market is domestic production, its production is 95 % in total. The
domestic market is highly concentrated, employing nearly 800 companies [2, p. 46].

The list of 100 largest sweets producers in the world includes 4 companies from Ukraine:
Roshen, AVK, Millennium and Konti (fig. 2).
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Fig. 2. Dynamics of net sales and number of plants of
Ukrainian and 10 largest confectionery companies, 2020
Source: generalized by the author according to the data [9]
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In order to compete successfully in the international and domestic market, Ukrainian
manufacturers join the megatrends that occur in the global confectionery market.

Megatrends affecting Ukrainian confectionery manufacturers are [1; 2, p. 49; 6]:

1. Minimalism. Products do not need to be superfluous. The packaging has one logo, no
additional elements. The box is transparent sometimes and presents the product in all its glory.

2. Latinization. Almost all the products of Ukrainian manufacturers exporting confectionery
products to foreign markets have changed their usual Ukrainian Cyrillic names to often English, or
simply Latin.

3. Environmental friendliness. All the big players in the market play on this topic. Promotion of the
naturalness of the product and its packaging is widely used by advertising companies. Thus, brands
occupy an important social niche and increase customer loyalty. Besides the materials such as cardboard
but also the chosen color palette helps to emphasize the eco-friendliness of the packaging. Pastel colors
(predominance of yellow, green and brown shades) underpin the chosen brand direction. There is a
tendency to design products in craft paper. For instance, Roshen chocolates. The visualization of the
filling enhances the attractiveness of the product, but overall the packaging is minimalistic.

4. No sugar. A large number of consumers are really concerned about high content of sugar in
food. This especially concerns the production of confectionery products, which are the most vulnerable
in this segment. Many buyers do not add corresponding products to their diet to reduce white sugar
consumption. The European market is interested in expanding its options to produce a worthy and
useful alternative. For example, adding brown sugar, sugar substitutes, and sweeteners in their
products. The major manufacturers in this segment are mainly represented by AVK and Korona by
Mondelez with their chocolate bar. The rest are small confectionery manufacturers. Ukrainian
producers mainly use fructose and stevia as sugar substitutes.

5. Grains. The trend towards healthy eating has reached the confectionery industry long time
ago. People look for good sweets, high-cocoa chocolate and good additives on store shelves. Thus,
chocolates and pastries with the addition of a variety of grains are particularly popular worldwide.
European producers use different ingredients as ingredients, cereals, corn flakes, aerial rice and other
well-known consumer supplements. These trends were joined by Ukrainian manufacturers too.
Nowadays in Ukraine, grain products are presented by Roshen in the form of chocolate bar with sesame.

6. Handmade. Sweets without chemistry and preservatives made at home or in small workshops
are popular all over the world. Major manufacturers have decided to play on this and use minimalistic
packaging, the main focus of which is still on the product itself.

7. Individual design. Brands are trying to find an approach for every buyer. The customer
chooses a sweetness that matches his feelings and emotions at the moment. Products in one series can
have completely different design. Big brands try to approach each buyer individually. This way
promotes interactive packaging design. Dynamic logos allow each customer to choose their own option.

8. Gift product. Many manufacturers offer original sweets as a gift. Beautiful and composite
shapes, luxury in every detail. Despite the widespread demand for minimalism in the design and
environmental friendliness of materials, new product options are emerging. For instance, AVK most
often prefers non-standard gift wrapping among other Ukrainian manufacturers.

9. Focusing on the brand, not the product. The trend is becoming more widespread as the brand
fades into the background and the product itself is made to focus the consumer's attention on the brand,
rather than on the manufacturer and its brand.

10. Snack products “on the go”. Modern people are accustomed to spend their day actively being
in constant motion. Due to this fact, there is a need to buy products that can be consumed without
being distracted. Many manufacturers are actively expanding the range of products for snacks “on the
go”: muffins, rolls, biscuits. This tendency continues to develop.

11. Pink chocolate. Two years ago, the world confectionery market was shaken by the news of the
creation of a “fourth type of chocolate” — a ruby, introduced by Barry Callebaut. Made from ruby cocoa
beans, according to the manufacturer, collected in different regions of the world, the new product was
presented at an exclusive event in Shanghai, and the company has been developing new Ruby sweets for
long 13 years. Nestle was first to introduce pink chocolate in Ukraine in the form of a limited edition Kit

38



ISSN 2707-5036 Bulletin of the Cherkasy National University. Economic Sciences. 2020. Issue 4

Kat Ruby bar for Silpo supermarkets, and subsequently launched into mass production for the Ukrainian
market. Soon this trend was joined by the Ukrainian company Millennium, which launched a series of
chocolate bars in pink chocolate under its own Rose Millennium brand.

Thus, the main megatrends affecting Ukrainian manufacturers can be attributed to marketing
activities, while the structure of the main products does not change drastically. Manufacturers continue
to experiment with product promotion and new flavors, as well as test their new products, including on
Ukrainian consumers.

Megatrends affecting the confectionery industry in Ukraine are analyzed in their global
importance and have global vertical and horizontal branches, accordingly offering new options for
opportunities for Ukrainian companies.

Here are the factors that cause the emergence of megatrends in the world economy (fig. 3).

Factors that cause the emergence of
megatrends in the world

Transition to R Liberalization of foreign
post-industrial society economic policy

A
A

Scientific and technological progress |« »> Transnationalization of business

Globalization and internationalization of | .| Accelerating the cyclicality of economic
interconnections development

y
A

Concentration of economic -~ Regional influence of economically
processes in world centers developed countries

A
A

Fig. 3. Factors that cause the emergence of megatrends in the world economy
Source: author’s development

It should be noted that not all megatrends reflect the movement of humankind as an “upward
elevator”, where all related trends are growth and development trends. Such an assessment may be a
short-term one, and future re-assessment of the megatrend will show that it was a combined
“downward elevator” movement, such as, for example, the modern depletion of natural resources,
which was initially perceived as an achievement of mankind, or the use of chemicals in the
confectionery industry, which has a negative impact on human health.

In modern conditions, Ukrainian confectionery companies need their own specialists and groups
of experts to respond quickly to megatrends, who will be able to develop branded, regional and
corporate strategies that will ensure better use of the opportunities provided by globalization.

Confectionery companies need to monitor and take into account megatrends in solving these
tasks (fig. 4).

It is important to build an effective system of relationships to use the existing potential and
ensure the development of the company in the direction of the megatrend, since this can be a source of
competitive advantage and create conditions for overcoming threats to the environment.
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( Tasks of companies
L influenced by megatrends

Y

Search for ideas for developing new products and services

Y

Operation of development strategy and marketing strategies

Increasing the level of service and development
of client strategies

A 4

Y

Substantiation of investment projects

Y

Development of advertising campaigns

A 4

Increasing customer satisfaction and loyalty

Fig. 4. Tasks of companies influenced by megatrends
Source: author’s development

The following factors should be taken into account when applying and implementing megatrends
in the confectionery industry in Ukraine:

1. Automation and robotization of production.

2. Technological breakthroughs and digitalization at the global level.

3. Climate change and lack of resources for production.

4. Demographic change: falling birth rates and an aging population.

5. Accelerated urbanization of the population.

6. Redistribution of markets in the world economy.

In this way, we have identified a list of major megatrends affecting the confectionery industry in
Ukraine (fig. 5).

[ Megatrends affecting the }
confectionery industry in Ukraine
Minimalism < > Latinization
Environmental friendliness < > No sugar
Handmade < > Individual design

Gift product

A
A 4

Focusing on the brand, not the product

Snack products “on the go” < > Pink chocolate

Fig. 5. Megatrends affecting the confectionery industry in Ukraine
Source: author’s development

Thus, it is expedient for Ukrainian companies to diversify production, looking for new ways of
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development and promotion of production for successful activity in the market of confectionery
industry in modern conditions. It is becoming increasingly important to respond quickly to changing
market demands, to stop concentrating on one segment. Design, packaging, as well as environmental
friendliness of sold products occupy an important place. Ukrainian consumers, as well as foreign ones,
want to buy healthy, natural and quality domestic products at an affordable price. In order to win
consumers in new segments, there is a need for thorough study of the market and significant financial
investments in the development and implementation of marketing strategies of confectionery
companies in Ukraine.

Conclusions. The effective functioning of the modern world economy and the activities of
national and transnational companies in it is determined by taking into account in their behavior strategy
of megatrends. The confectionery industry of Ukraine is sensitive to external megatrends of the world
confectionery market, because in addition to providing products for its own market, it is widely export-
oriented. The confectionery industry is one of the most developed food industry in Ukraine.

Analysis of the state and prospects of the development of the confectionery market in Ukraine
shows that the main source of supply on the market is domestic production, its production is 95 % in
total. The domestic market is highly concentrated and employs about 800 companies. The list of the
world’s 100 largest producers of sweets includes 4 companies from Ukraine: Roshen, AVK, Millennium
and Konti. Ukrainian producers join the megatrends that are taking place in the global confectionery
market in order to successfully compete in the international and domestic markets.

Megatrends that affect Ukrainian confectionery manufacturers include: minimalism, latinization,
environmental friendliness, no sugar, handmade, individual design, gift product, focusing on brand,
snack products and pink chocolate. When applying and implementing megatrends in the confectionery
industry of Ukraine it is necessary to take into account the following factors: automation and robotization
of production; technological breakthroughs and digitalization at the global level; climate change and lack
of resources for production; demographic change: falling birth rates and an aging population; accelerated
urbanization of the population; redistribution of markets in the world economy.

CnHcoK BUKOPHCTAHUX JKepet

1. Anani3 puHKY KOHIUTEpChKuX BupoOiB VYkpainu. URL: https://koloro.ua (mara 3BepHeHHS:
11.06.2020).

2. lem’ssnenko K. TenneHuii po3BUTKY KOHIUTEPCHKOTO PUHKY YKpaiHM B CydaCHHX yMoBax. Moaoouil
suenutl. 2016. Ne 9. C. 45-50.

3. MumakoB O. ®dopMupoBaHue KOHIICTIIIMKA METaTPEHJOB SBOJIIOIMU TJI0O0ATBHOH 3KOHOMHUYECKOM
cucremsl. Ixonomuxa. Hanozu. Ilpaso. 2012. Ne 5. C. 61-70.

4. [lankpatoBa E. K Bompocy o cymHOCTM ®  KJIacCCH(UKAIMOHHBIX BHIAX METraTpPeHIIOB
MHpOXOSHﬁCTBeHHOFO pa3BUTHUA. Becmnux Pocmoséckozo zocy@apcmeeHHoeo IKOHOMUUYECKO2O YHUBepcumemd.
2012. Ne 3 (39). C. 31-36.

5. Ilynuenxo O. I'mobamizawis — ocHOBa (hopMyBaHHSA HOBOTO iH(GOPMaLiiHOTO MOPSAAKY Ta MOAEpHi3awii
COLAJILHOI MOMTHKU. Bichux Xapkiecbkoco Hayionanrvnozo yuisepcumemy imeni B. H. Kapaszina. 2009. Ne 15
(861). C. 49-54.

6. Benjamin, J. (1996). Megatrends in Retail Real Estate. Dordrecht: NL. Springer.

7. Brabandere, L. & Iny, A. (2013). Thinking in New Boxes: A New Paradigm for Business Creativity.
New York, NY: Random House.

8. Eagar, R., Boulton, C. & Demyttenaere, C. (2014). The Trends in Megatrends. Prism, 2, 12-23.

9. Hnatenko, 1., Petryk, O., Semenov, A., Samiilenko, A., Rubezhanska, V. & Patsarniuk, O. (2020).
Conceptual model for assessing the investment attractiveness of innovative projects of industrial enterprises.
Accounting. Ne6 (7). P. 1345-1350.

10. Hnatenko, I., Kuksa, I., Naumenko, I., Baldyk, D. & Rubezhanska, V. (2020). Infrastructure of
innovation enterprise: features of formation and regulation in modern market conditions. Management Theory
and Studies for Rural Business and Infrastructure Development. Ne42 (1). P. 97-104.

11. Hnatenko, I., Samborskyi, O., Isai, O., Parkhomenko, O., Rubezhanska, V. & Yershova, O. (2020).
Modeling of foreign direct investment impact on economic growth in a free market. Accounting. Ne6 (5). P. 705-
712.

12. Naisbitt, J. (1984). Megatrends: Ten New Directions Transforming Our Lives. New York, NY:
41



ISSN 2707-5036 Bicuuk UHY im. b. Xmensaunpbkoro. Cepist «Exonomiuni Haykny». 2020. Ne 4

Warner Books.

13. Traitler, H. (2015). The Food Industry Innovation School: How to Drive Innovation through Complex
Organizations. Hoboken, NJ. John Wiley & Sons.

14. Zilberman, D., Heikes, K. & Petiard, V. (2018). Megatrends in Food and Agriculture: Technology,
Water Use and Nutrition. Hoboken, NJ. John Wiley & Sons.

15. Zos-Kior, M., Kuksa, I., Samoilyk, I. & Storoska, M. Methodology for assessing the countries’
globalization development (2017). Economic Annals-XXI. Ne11-12. P. 4-8.

References

1. KOLORO (2020). Analysis of the confectionery market of Ukraine. URL: https://koloro.ua (Accessed:
11.06.2020).

2. Dem’ianenko, K. (2016). Tendentsii rozvytku kondyterskoho rynku Ukrainy v suchasnykh umovakh
[Tendencies in the confectionery market of Ukraine in modern conditions]. Molodyi vchenyi, 9, 45-50.

3. Inshakov, O. (2012). Formirovanie koncepcii megatrendov jevoljucii global'noj jekonomicheskoj
sistemy [Formation of the concept of megatrends of evolution of the global economic system]. Jekonomika.
Nalogi. Pravo, 5, 61-70.

4. Pankratova, E. (2012). K wvoprosu o sushhnosti i klassifikacionnyh vidah megatrendov
mirohozjajstvennogo razvitija [To the question of the nature and classification types of megatrends of world
economic development]. Vestnik Rostovskogo gosudarstvennogo jekonomicheskogo universiteta, 3 (39), 31-36.

5. Punchenko, O. (2009). Hlobalizatsiia — osnova formuvannia novoho informatsiinoho poriadku ta
modernizatsii sotsialnoi polityky [Globalization — the basis for the formation of a new information order and
modernization of social policy]. Visnyk Kharkivskoho natsionalnoho universytetu imeni V. N. Karazina, 15
(861), 49-54.

6. Benjamin, J. (1996). Megatrends in Retail Real Estate. Dordrecht: NL. Springer.

7. Brabandere, L. & Iny, A. (2013). Thinking in New Boxes: A New Paradigm for Business Creativity.
New York, NY: Random House.

8. Eagar, R., Boulton, C. & Demyttenaere, C. (2014). The Trends in Megatrends. Prism, 2, 12-23.

9. Hnatenko, 1., Petryk, O., Semenov, A., Samiilenko, A., Rubezhanska, V. & Patsarniuk, O. (2020).
Conceptual model for assessing the investment attractiveness of innovative projects of industrial enterprises.
Accounting, Ne6 (7), 1345-1350.

10. Hnatenko, I., Kuksa, I., Naumenko, I., Baldyk, D. & Rubezhanska, V. (2020). Infrastructure of
innovation enterprise: features of formation and regulation in modern market conditions. Management Theory
and Studies for Rural Business and Infrastructure Development, 42 (1), 97-104.

11. Hnatenko, I., Samborskyi, O., Isai, O., Parkhomenko, O., Rubezhanska, V. & Yershova, O. (2020).
Modeling of foreign direct investment impact on economic growth in a free market. Accounting, 6(5), 705-712.

12. Naisbitt, J. (1984). Megatrends: Ten New Directions Transforming Our Lives. New York, NY:
Warner Books.

13. Traitler, H. (2015). The Food Industry Innovation School: How to Drive Innovation through Complex
Organizations. Hoboken, NJ. John Wiley & Sons.

14. Zilberman, D., Heikes, K. & Petiard, V. (2018). Megatrends in Food and Agriculture: Technology,
Water Use and Nutrition. Hoboken, NJ. John Wiley & Sons.

15. Zos-Kior, M., Kuksa, I., Samoilyk, I. & Storoska, M. Methodology for assessing the countries’
globalization development (2017). Economic Annals-XXI, 11-12, 4-8.

30Cb-KIOP MukoJaa BanepiiioBuu
JOKTOP €KOHOMIYHHX HayK, rpodecop,
[TontaBchka nep)kaBHaA arpapHa akajemis,
M. [lonraBa, Ykpaina

LJIbIH Banepiii IOpiiioBuy

JIOKTOP €KOHOMIYHHX HayK, mpodecop,

KuiBcbkuii HaIllOHATPHUN €KOHOMIYHUHN YHIBEPCUTET
iMeHi Baguma I'eTemana,

M. KuiB, Ykpaina
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JIECIOK Buaagucaas CraniciaBoBuy
3100yBau Buioi ocBitn OC Marictp,
[TonraBchka Jep:kaBHA arpapHa akajaeMis,
M. [TonTaBa, Ykpaina

KO3JIEHKO Inna OnexcanapiBaa
3100yBau Buioi ocBitn OC Marictp,
[TonraBchka Jiep:kaBHA arpapHa akajeMis,
M. [TonTaBa, Ykpaina

MEHEJJ)KMEHT IIOTEHIIIAJTY OIIIIPUEMCTB ATPOITPOJOBOJILYOI COEPH:
AHAJII3 MEI'ATPEH/IB

Ilpobnema. Egpexmusre (hyHKYiOHY8AHHS CYUACHOT C8IMOBOI eKOHOMIKU | OISIbHICMb 8 Hill HAYIOHAIbHUX
Mma MpaHCHAYIOHATLHUX KOMNAHIL 3YMOBIOEMbC YPAXYBAHHAM 6 IX cmpameeii noedinKu me2ampenois.
Bionosiono ooseocmpokosa cmpamezis coyianibHO-eKOHOMIYHO20 PO3GUMKY CIMY 3ANedCUms 8i0 NpasuibHOL
idenmugpixayii MabymHb020 po36UMKY Me2ampeHois, Wo CcOpMy8arucs K meHOeHYii ma 3aKOHOMIPHOCHI
icmopuunozo poszsumky. Ilomenyian nionpuemcms azponpooogorvyoi cgepu, 8 Momy Yuci KOHOUMEPCHKOT 2any3i
Yxpainu, € uymausum 0o 306HiwHIX MecampeH)is c8imo6o20 KOHOUmMepcbko2o putKy. CyuacHi GUKIUKUY, SKi CHOSMb
nepeo 2n06anbHUM C8IMoM ma meHOeHYil, nio enIU6oM AKUX nepedysae Yxpaina, aucysaroms nepeo Her Yiny HU3Ky
2n0banvHux npodreM ma 3a60ansb, Wo nompedyromv mepminogoeo poszenady. Came momy posensio 2n06anbHUx
Me2ampeHOie nocnynogo Habupae ece OLbUWOL NONYAAPHOCHI | CIMAE 00 €EKMOM UUPOKO20 HAYKOBO2O 002080PEHHS
BUEHUMU PI3HUX 2aLy3ell 3HAHD.

Mema. Memowo cmammi € HayKoee OOIPYHMYBAHMS MEOPEMUKO-MEMOOUUHUX NONONCEHb VYNPAGLIHHA
NOMEHYIAIOM NIONPUEMCIME A2PONPOO0BONLUOL Chepu HA OCHOBI AHALIZY Me2ampeHOis.

Pesynomamu. Y3acanvbneno meopemuuni acnekmu 00 NOHAMMA «me2ampeHOy». B pesynomami nio
Me2ampeHOOM MONCHA PO3YMIMU OUHAMIYHE 81ACMUBOCIE PO3BUMKY CBIMOB0I eKOHOMIKU, WO OXONII0IOMb 6CIX
cyO’exmie  2n00ANbHO20 EeKOHOMIYHO20 NPOCMOpPY, AKI NPOAGIAIOMbCA  NPOMSALOM  MPUBALO20  4Ydcy |
NpoeKmylomvcsi Ha Mmauoymue. Pozensnymo nowsmms «mezampeno» 3 pisHux mouox 3opy. Ilpu awnanizi
MezampeHOu HeoOXiOHO KOHKpemu3yeamu 6 3ajedCHOCmI 6i0 2any3i ma KpaiHu Ons U3HAYeHHs NO3uyiu i
OYiHKU cmawny cy0 €Kmie, NOMYHCHOCE | AKMUBHOCIE PYUMIUHUX CUT KONCHO20 3 Me2ampeHOi8 y 2100aIbHOMY
npocmopi. Konoumepcoxa eanyzv € oO0Hicio 3 HAUPO3GUHYMIUUX Y XAPHO8itl npomuciosocmi Yrpainu. Ananiz
CMany i NepcneKkmus Po36UMKY KOHOUMEPCbKO20 PUHKY 8 YKpaini ciouumv, w0 OCHOSHUM O0dHCEPEoM
Gopmysanna nponosuyii Ha punKy € imyusnaHe eupobHuymeo. Ilpoananizosano OUHAmMiKy wucmozo obcszy
npooasicie ma Kiibkocmi 3a600i8 YKPAIHCOKUX MA CEIMOBUX KOHOUMEPCOKUX KOMNAHILL.

Haykoea noeusna. Haykosa HOBU3HA 00epicanux pe3yrbmamie OO0CHiONCeHHA NoaA2ac y po3pooyi
MEeOPEemuYHUX HOLOIHCEHb, MEMOOUYHUX MA HAYKOGO-NPAKMUYHUX PEKOMEHOAYiti w000 3aCmOCy8aHHs.
Me2ampeHOig 8 KOHOUMePCobKill 2any3i Yxpainu.

Bucnoexu. Ilpoananizosamni mecampenou, wo GNIUBAIOMb HA KOHOUMEPCLKY 2any3b Ykpaiuu, 3a ceoim
SHAYEHHAM 2100AbHI I MAOMb 210006HI 6ePMUKATbHI | 20PU3OHMATIbHI GIO2ALYHCEHHS, MUM CAMUM NPONOHYIOYU
HOBI 8apiaumu MOXNCIUBOCMEU 0N VKPAIHCLKUX KOMNAHIL. BusHaueHo uuHHUKU, WO 3YMOGIIOIOMb NOAGY
Mezampenois Y ceimosiil exonomiyi. Konoumepcokum Komnauisim HeoOXIOHO siocmedicysamu ma 6paxoeyeamu
Me2ampeHou npu BUPILUEHHT NOCMAGIEHUX 3a60aHb. Busnaueno 3a60anns KOMNamitl Ha SKI 6NIUEAIONb Me2ampPeHOU.
Baocnueo nobyodysamu egpexmueny cucmemy 63a€MOGIOHOCUH O GUKOPUCIAHHA HAAGHO20 NOMEHYiany ma
3a0e3nedueHHs po3GUMKY KOMNAHII 6 HANpaMKy Me2ampeHoy, aojce came ye MOdce CMAmu O0Hcepenom
KOHKYDEHMHOI nepesazu i cmeopumu ymogu 0jis NOOONAHHSL 3A2P03 306HIUHb020 cepedosuya. Budineno gaxmopu,
AKI HeOOXIOHO 6paxogyeamu npu 3ACMOCYBAHHI ma peanizayii me2amperois 8 KOHOUMepCvKil 2any3i Yxpainu.
Buznaueno mezampenou, ujo eniusaroms Ha YKPaiHCbKUX BUPOOHUKIE KOHOUMEPCLKUX 8UPOODI8.

Kniouosi cnosa: nomenyian, mecampeHou, KOHOUMEPCLKA 24Y3b, MEHeONCMeHm, NiONpuemMcmed
azponpooogonvbyoi cghepu.

Ooepoicano pedakyiero. 20.09.2020
Iputinamo oo nyonixayii: 21.11.2020
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