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Abramenko A. S., Skrypnyk T. I. Smart specialization as a driving force for the
development of intellectual potential: world experience and domestic practices.
The article analyzes the theoretical bases of research of smart specialization essence
as a driving force of intellectual potential development. Approaches to determining
the essence and factors of intellectual potential development are revealed. Methods
for assessing the development of intellectual potential are presented. The economic
content of the concept of smart-specialization is investigated. The development of
intellectual potential in terms of smart specialization in EU countries and Ukraine is
assessed. The conclusion about the peculiarities of the world and domestik practice
of implementing the smart specialization strategy is made.
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specialization.

Aopamenko A. C., Ckpunuuk T. I. Cmapr-cnenianizanis Ak pywiiiHa cuia
PO3BUTKY IHTEJEKTYaJbLHOr0 MOTEHIliajdy: CBiTOBMIi J0CBi1 Ta BiTYM3HSIHA
MpaKTUKA. Y CTaTTi PO3TISHYTI TEOPETHYHI OCHOBH JOCIHIIKEHHS CYKYITHOCTI
cMapT-crierianmizamnii SK YHHHAKA PO3BUTKY IHTEIEKTYyaJhbHOTO IIOTCHIIIANTY.
Poskputo migxomm 0 BH3HAYCHHS CYTHOCTI Ta YHHHHKIB  PO3BHTKY
IHTENEKTYyalbHOTO ~ TOTEHIiany. HaBeneHi METOOWKH  OLIHKA — PO3BHTKY
IHTENEKTYaTbHOTO MOTEHIay. JociKeHO eKOHOMIYHUH 3MICT KOHIEHIIIT cMapT-
cnemianizamii. [IpoBeneHa oOIiHKAa PO3BHUTKY IHTENEKTYaJIbHOTO TOTCHIIATY B
yMOBaxX CMapT-cHemiaiizamii B KpaiHax €BpONENWCHKOro COI03y Ta B YKpaiHi.
3po0eH0 BHCHOBOK TIOAO OCOOJIMBOCTI CBITOBOi Ta BITYM3HSHOI TPAKTHUKH
BITPOBA/KEHHS CTpATeTii cMapT-creniai3amii.

KiarouoBi  cioBa: IHTEJIEKTyIbHUHA ~ TIOTEHIliad,  IHTEeJIeKTyalbHa
criertiamizarisi, po3yMHa CIeliani3alis, cMapT-Cremiati3amis.

1. Introduction
Theobject ofresearch isthe development of intellectual potential in the
world. Thesu b j e ct of the article is smart specialization as a factor in the
development of intellectual potential in the world economy. The
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purpose of the study is to reveal the impact of smart specialization on
the development of intellectual potential in the world and Ukraine.

The development strategies of the EU member states have
traditionally been aimed at improving the overall opportunities and
conditions of regional development, especially in the innovation
environment, affecting human capital, protection of intellectual property
rights, research and IT, competitiveness and openness at the general level.
Smart specialization policy includes not only innovation policy, but also the
whole process of finding competitive advantages, setting priorities for the
most effective development of scientific potential of any region at any state
of technology development.

Smart specialization promotes interregional and cross-border
partnerships in areas such as industrial modernization, digitalization, energy
efficiency and agriculture. This leads to the merging of the process of
intellectualization of the world by reorienting from the usual processes of
production to more perfect. The industry requires more qualified personnel
in the field of information technology, robotics, computerization and creative
spheres of economics, so employees take appropriate training courses, and
students graduate every 5 years with a new set of knowledge and skills that
meet modern challenges.

Currently, the concept of smart specialization is the driving force
behind the collaboration of countries to merge effective coexistence. Only
by gathering forces and sharing responsibilities among the participating
regions can sustainable development be achieved in the financial,
intellectual, entrepreneurial and educational spheres.

2. Smart Specialization: world experience
In current hypercompetent environment, it is important to take particular
action for sustainable economic development of the country. It is necessary
to involve specialists in various fields of socio-economic activities to create
and implement innovative solutions, i.e. intellectual potential of the country.

Intellectual potential is a combination of all intellectual and creative
abilities, knowledge and skills of people to create intangible assets with
appropriate intellectual capabilities that can be used in the form of
intellectual capital (visible result of intellectual activity) to be able to use it.

The formation, use and development of intellectual potential occurs at
different levels, such as: personal level, i.e. the intellectual potential of a
person; micro level — the intellectual potential of the enterprise or
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organization; meso level — region; macro level — society; mega level — the
world’s population. Influencing factors include natural, microeconomic,
macroeconomic and institutional. They cause transformations in the
educational and professional structure of the population.

As part of the smart specialization strategy, the intellectual potential
of the people is enriched by opening new innovative opportunities. These
include increasing the number of jobs, requirements for "new knowledge"
and the ability to coordinate the work of technological equipment.

Reasonable specialization takes into account internal and external
factors of intellectual potential formation to determine the competitive
advantages of the region and the sphere of activity. The strength of smart
specialization is manifested in the grouping of entrepreneurship within its
thematic specialization - domains, because this is how the management of
“bottom-up” works at a more effective level.

The European Union's smart specialization policy aims to increase
the efficiency of the association's innovation potential. Smart
specialization requires changes at the regional level, where the basis is
the development and implementation of technologically innovative ideas.
Thus, the basis for the development of intellectual potential is built. It is
important to attract financial support from the main funds of the smart
specialization project in order to create a research infrastructure, develop
human potential, prevent the "brain drain", and encourage European and
domestic researchers.

Taking into account Slovenia’s experience at the time of the
introduction of the concept of smart specialization in the EU, we may say
that the quality of public administration in the country was low. Currently,
Slovenia, according to its level of economic development, belongs to the
middle group of the countries, as GDP per capita is 70% of the European
Union as of 2019.

In 2015, Slovenia launched its own Smart Specialization Strategy,
which combined the following strategic documents and necessary measures:
Slovenia's Research and Innovation Development Strategy, Digital Agenda,
Slovenia's Industrial Policy and Slovenia's Development Strategy. The main
goal of the strategy is to introduce sustainable technologies for health care
based on high-tech solutions in niche segments. It is planned that by 2023
the strategy will be achieved [1].

Slovenia plans to achieve its goals by using the following groups of
tools: direct impact measures and measures to build an innovative ecosystem.
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Direct measures include tax credits with full coverage of research and
development costs and 40% of investments in intangible assets and
equipment.

Regarding the support of strategic research and innovation
partnerships in Slovenia, it is one of the measures to build an innovation
ecosystem, where 9 partnerships (clusters) have already been formed in the
priority areas of smart specialization. Figure 2.1 lists partnerships that bring
together businesses (over 80% of participants), universities and research
organizations, governments, innovation intermediaries, NGOs and
innovation consumers. The relationship between these organizations is long-
term.

UeveIUpIIIEQbHdélIdLEII'clIS as 37
Health and medicine _4550

SMart NOMES  e—— 73

Mobility 6 97

Sustainable food production 156 18

0 50 100 150 200

®m Number of participants

Fig. 1. Number of organizations grouped
by smart specialization into clusters

With regard to the field of education in Slovenia, it is important to emphasize
the measures envisaged by the country. These include the introduction of
national scholarships that meet the priorities of smart specialization, and the
renewal of educational programs in accordance with the requirements and
priorities of business. Additionally, employment measures include
coordinating the work of career development centers with partnerships based
on smart specialization priorities, and stimulating creativity and
entrepreneurial ideas at all levels of the educational process. We will single
out the mechanisms for stimulating innovation and building a favorable
innovation environment. An example is the Creativity Center, established in
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2017 [1, pp. 143-145]. Following this direction, it is possible to develop
measures with the priorities of smart specialization and develop startup
culture. An analysis of Slovenia's experience shows that a bottom-up
approach should be supported, involving organizations and foundations in
certain areas of smart specialization in order to achieve successful innovation
development.

3. Smart Specialization: domestic practices
Active use of the same approaches and appropriate methods by different
countries cannot allow the successful development of a smart specialization
strategy in each region without a common supranational system. Such
approach requirements for the quality of documentation and the quality of
the described strategies exist so far only in the European Union. Smart
specialization research is built on the notion of innovation as fully research-
oriented, based on research and development. This is what initiates structural
changes in the economy of each of the countries that have chosen a policy of
smart specialization.

Thus, the implementation of the concept of smart specialization has
shown the effectiveness of its implementation on the example of the EU and
some others. The results of launching the strategy in each country depended
on available resources and innovative development ideas. Slovenia's
experience has shown how important it is to cooperate at the local level in
order for a smart specialization strategy to succeed at the national level.

Ukraine is following the example of Slovenia in the development of
smart regions. Kharkiv oblast was chosen as the most successful oblast, as
startups and IT clusters are actively developing, new projects are planned,
the regional economy is being restructured in the innovation sector and
technologies are being developed. Odessa, with the aim of developing the
food industry and gastro-tourism, and the Dnieper, with a focus on the
chemical industry, mechanical engineering and IT, are catching up with
Kharkiv. Nevertheless, the Kyiv city remains the main leader in attracting
investment in the business and innovation sectors on an industrial scale [1].

The current state of economic development of the world is assessed
by innovative transformations. Due to intense competition in all sectors of
the economy, lagging behind in certain industries, ineffectiveness of state
and supranational innovation strategies, the European Commission has
launched a new concept - “smart specialization” to ensure sustainable
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development of each EU member state and countries, which focus on
European integration.

To achieve this goal, countries unite at the interregional and cross-
border level in areas not only involved in digitization, industrial
modernization, but also in the classical sectors of the economy - agriculture,
energy and medicine, to avoid duplication of research and competitiveness.
Hence merges the process of intellectualization of production by reorienting
from habitual actions to more perfect ones. Such a policy requires more
qualified personnel who will be able to keep up with the dynamic
development of science, and educates specialists to be "imprisoned" for
scientific discoveries in accordance with modern challenges. It is the
intellectual potential that determines the ability of countries to achieve their
goals.

Accordingly, the essence of intellectual potential is to combine the
abilities, knowledge and skills of people in intellectual and creative spheres
to create intellectual intangible assets with appropriate intellectual
capabilities that can be used in any area of innovative development of the
state in the form of intellectual capital.

4. Conclusions
Due to the uneven development of the regions of the EU, the concept of smart
specialization was created. Hence, smart specialization has become the EU's
strategic approach to defining and building the foundations for regional
competitiveness in the fields of education, science, various economic
activities and innovative technologies. This approach is based on the
characteristics and knowledge economy of the region.

In order to effectively use the resources of the region and avoid
duplication of scientific and technological developments, smart
specialization is beginning to be actively introduced at the micro level of
economic activity — enterprises that manage the innovation policy of the state
“bottom-up”. They are grouped into clusters when they have the same need
for resources, methods of use and geographical proximity, and into domains
when their economic performance is shared by niches to share valuable
information and share responsibilities within the group. Hence, the number
of jobs increases, the requirements for “new knowledge” and the ability to
coordinate the work of high-tech equipment increase.

Although the European Union's smart specialization policy is
primarily aimed at enhancing the effectiveness of the association's
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innovation capacity, other countries can apply the EU's experience in this
area, learn from the implementation of the strategy in consultation with the
EU and with financial support from EU funds. to develop the innovative
potential of the regions. Smart specialization has begun to be actively
implemented under the leadership of regional development in regions around
the world. Apart from the EU countries, 6 more countries and 16 regions are
registered on the smart specialization platform, which include Slovenia and
Ukraine.

Slovenia, as a country with a similar structure to Ukraine - low quality
public administration, can be a good example of implementing a policy of
smart specialization. The country has adopted the EU experience in
clustering, creating 9 partnerships (clusters) in certain areas of the economy.
Slovenia has reached an agreement on all actions and forms of smart
specialization that determine the activities of partnerships.

The results of the study show that smart specialization is a very
relevant strategy for innovative development of countries and regions, which
provides a stable basis for the development of intellectual potential. The
success of smart specialization is to focus on specific competitive areas of
economic activity in the region, to develop clear regional strategies for
innovation, increase funding for research and bottom-up orientation.
Duplication of research and development should be avoided by creating a
common base of the country's region, which will combine the development
of each business center in its areas of development, encouraging people to
develop in specific areas and improve processes. Smart specialization thus
creates the conditions for a more democratic policy and promotes sustainable
economic development, creating the basis for the intellectualization of the
population.
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Ahafonova A. O., Pirog I. 1. The article describes the study of foreign markets by
the method of external analysis, which is necessary to launch the most appropriate
and successful marketing campaign, taking into account various factors and features
of different countries all around the world. It is worth noting that insufficient
attention to this issue can lead to large losses due to poorly selected marketing
strategy, and, accordingly, to low sales. In a globalized world, where foreign trade
is an integral part of economic development, this problem is extremely important
today.
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AradonoBa A. O., Iipor 1. I. V craTTi HaBOOUTHCA ONIC BHUBYCHHS 30BHIMIHIX
PHHKIB 32 METOJIOM 30BHIIIHBOI'O aHANI3y, HEOOXiTHOTO JJIs 3aIMycKy HalOLIbII
JIOLIBHOT Ta YCHIIIHOT MapKETHHIOBOI KaMIIaHil, 3 ypaxyBaHHSM Pi3HUX (akTopiB
Ta 0cOoONMMBOCTEH KpaiH CcBiTYy. BapTo 3a3HaYMTH, 110 HEAOCTATHS yBara 10 I[bOr0
MUTAHHS MOXE NPU3BECTH JO BEIMKAX 30MTKIB uepe3 HeBAalIo mmimidpany
MapKeTHHTOBY CTPATETIIO 1, BIANIOBIIHO, 10 HU3bKKX HPOJaXKiB. Y riio0aai3oBaHOMY
CBITI, JIe 30BHILIHS TOPTiBJIS € HEBI'€EMHOIO YACTHHOK €KOHOMIYHOTO PO3BUTKY, LISt
npobJeMa € 0COOIHMBO BaXKITUBOKO.

Karouosi cioBa: rmobarmizartis, 30BHINIHIN aHai3 pHHKY, 30BHIIIHIH PHHOK,
MapKeTHHI0Ba KaMITaHis, MApKETHHIOBa CTpaTeris.

1. Einleitung
Der Gegenstand des Artikels ist globale Marketingstrategien von
Unternehmen auf ausldndischen Mérkten. Das T hema des Artikels ist
die Erforschung wirtschaftlicher und sozialer Fragen, die fiir eine
erfolgreiche Marketingstrategie in neuen Mérkten in verschiedenen Landern
beriicksichtigt werden miissen. D as Zie | der Studie ist die wichtigsten
Aspekte der externen Marktanalyse fiir die erfolgreiche Umsetzung von
Marketingkampagnenstudieren ~ zu  studieren,  einschlieBlich  der
wirtschaftlichen Situation und der kulturellen Besonderheiten der Lander, in
denen das Unternehmen nach einem neuen Absatzmarkt sucht. Um das zu
erreichen das Papier beschreibt die Komponenten der externen Marktanalyse
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und liefert auch Beispiele, um die Notwendigkeit dieser Forschung vor dem
Start einer Marketingkampagne zu untermauern.

2. Der Wert einer globalen Marketingstrategie
In der heutigen Welt ist die Rolle der Globalisierung und des Weltmarktes
sehr wichtig geworden. Der Eintritt in die Weltméarkte und der Export sind
daher die Priorititen der meisten grofen Unternehmen. Dies kann nur
Auswirkungen auf Marketingstrategien haben, denn die Eroberung von
Marktanteilen héngt direkt von der Qualitit und dem Erfolg der
Marketingkampagnen im Importland ab.

Die Globalisierung ist nicht der einzige Faktor, der das heutige Makro-
Marketing-Umfeld bestimmt. Erstens ist die aktuelle Situation durch einen
verschéarften Innovationswettbewerb gekennzeichnet, da das
Wirtschaftswachstum direkt von der technologischen Entwicklung abhéngt.
Dadurch sind neue Wettbewerber auf dem Weltmarkt erschienen, wie die
New Industrial Countries [2, S. 39-44].

Um dem verschirften Wettbewerb auf dem Weltmarkt zu begegnen,
kénnen Unternehmen auf die Bildung einer globalen Marketingstrategie
zuriickgreifen. Viele Unternehmen sehen globales Handeln als
Voraussetzung flir einen wirksamen Wettbewerb. Globale Strategie
unterscheidet sich von Multi-Domestic oder Multinational, wenn das
Unternehmen gezielt fiir verschiedene Linder entwickelt und eigenstindig
unabhéngige Strategien umsetzt. So kann ein Einzelhandelsunternehmen in
verschiedenen Léndern mehrere praktisch unabhingige Gruppen von
Geschiften eréffnen, die unabhingig voneinander arbeiten. Im Gegensatz
dazu wird eine globale Strategie in einem globalen Umfeld entwickelt und
umgesetzt, in dem die Beziehung zwischen den Markten verschiedener
Lénder genutzt wird, um Synergien zu schaffen, Skalierbarkeit, strategische
Flexibilitit und Moglichkeiten zu erreichen, Programme zu teilen und
Produktionskosten zu senken [1, S. 288].

Eine globale Strategie kann einem Unternehmen einen strategischen
Vorteil verschaffen oder den Vorteil eines Konkurrenten neutralisieren.
Beispielsweise konnen Produkte und Marketingprogramme, die in einem
Markt entwickelt wurden, in einem anderen verwendet werden. Oder das
Unternehmen erhélt die Moglichkeit, den Skaleneffekt auf dem Weltmarkt
oder die Einsparungen, die mit dem Einsatz relativ billiger Arbeitskréfte und
Rohstoffe verbunden sind, zu nutzen. Die gleichzeitige Tétigkeit in mehreren
Landern trdgt dazu bei, die Flexibilitdt des Unternehmens zu erhéhen und
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signifikante nachhaltige Wettbewerbsvorteile zu schaffen. Ein globales
Unternehmen erhilt die Mdglichkeit, als Reaktion auf wachsende Trends
oder die Aktionen von Wettbewerbern Kapital und Aktivitdten auf der
ganzen Welt zu bewegen. Die Produktion kann so verortet werden, dass
Markteintrittsbarrieren umgangen werden und so Zugang zum Zielmarkt
erhalten wird.

3. Externe Marktanalysestruktur
Zur effektiven Umsetzung von Marketingstrategien in anderen Lindern ist
eine externe Marktanalyse erforderlich. Die externe Analyse umfasst, wie
der Name schon sagt, eine Bewertung aller wesentlichen Elemente des
externen Umfelds der Organisation. Sein Zweck ist die Suche nach Chancen,
Bedrohungen, Trends, strategischen Unsicherheiten und strategischen
Alternativen [1, S. 41].

Das Ergebnis der externen Analyse ist die Identifizierung und
Untersuchung sowohl aktueller als auch potenzieller Chancen und Risiken.
Chancen sind Trends oder Ereignisse, auf die das Unternehmen mit der
richtigen  strategischen  Reaktion eine deutliche Umsatz- und
Gewinnsteigerung erzielen kann. Bedrohungen sind Trends oder Ereignisse,
die ohne strategische Reaktion zu deutlichen Umsatz- und
Gewinnriickgéngen fiihren.

Ein weiteres Produkt der externen Analyse ist die Identifizierung von
Unsicherheiten im Unternehmen oder seinem Umfeld, die die Strategie
beeinflussen konnen. Bei erheblicher oder dringender Unsicherheit kann
eine eingehende Analyse erforderlich sein, gefolgt von einer
Strategieentwicklung; in anderen Féllen ist die Informationsbeschaffung in
der Regel ausreichend.

Die externe Analyse besteht aus vier Teilen: Verbraucheranalyse,
Wettbewerbsanalyse, Marktanalyse und Umweltanalyse [1, S. 41].

Aufgrund der begrenzten Grofle des Marktes stehen Unternehmen
hiufig vor dem Problem, in den Markt einer Region oder eines Landes
einzutreten. Das heifit, es kommt vor, dass in der Region bereits ein
bestimmtes Monopol oder Oligopol existiert, sodass ein neuer Wettbewerber
einfach keinen Platz in der Nische hat. Ein Beispiel ist Kinepolis, eine
Filmgesellschaft, die das erste Megaplex-Kino geschaffen hat. Das
Erfolgsgeheimnis dieses Unternehmens war die geringe Grof3e des Marktes,
so dass es keine weiteren Konkurrenten aufnehmen konnte, da es fiir keine
der Parteien profitabel ist und keinen Gewinn bringt [4, S. 258-259].
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Dariiber hinaus miissen Unternehmen, die in den Markt bestimmter
Lander eintreten wollen, die Besonderheiten der Besteuerung und die
Haltung des Landes gegeniiber Markteindringlingen beriicksichtigen.
Beispielsweise weisen Entwicklungslander bestimmte Merkmale der
Verrechnungspreise auf. So verwendet Brasilien, das kein Mitglied der
OECD ist, eine feste Marge fiir Transaktionen, was der Methodik der OECD
zuwiderliuft, da Anderungen der Marktbedingungen zu Anderungen des
Transaktionswerts fiihren konnen. Sein Wesen ist, dass miteinander
verbundene Unternehmen mit Eigentums- und Kontrollebenen die
Moglichkeit haben, Gewinne aus der Macht mit einem hohen Steuerniveau
an die Macht ohne Steuern zu lenken. Wenn die Preise des Unternehmens
nicht dem Marktniveau entsprechen und das Unternehmen zu wenig Steuern
zahlt, fuhren Lander mit unterschiedlichen  Methoden  der
Transferbesteuerung eine zusitzliche Einkommensteuer ein. So musste sich
Sturbucks beispielsweise einer sorgfiltigen und detaillierten Uberpriifung
von Lizenzgebiihren unterziehen, die sich auf Einzigartigkeit und geistiges
Eigentum beziehen. Die in den Niederlanden anséssige Tochtergesellschaft
hat Verrechnungspreise angewandt, dh den Wert ihrer Waren oder
Vermogenswerte zu liberschitzen, um die Einkommensteuer zu senken, was
zusitzlichen Druck auf den Steuerhaushalt des Herkunftslandes ausiibt.

4. Kulturelle und sprachliche Aspekte der Marketingstrategie
Neben den mit den rechtlichen und wirtschaftlichen Besonderheiten der
Gesetzgebung der Regionen verbundenen Situationen gibt es jedoch auch
andere Vorfille aufgrund einiger sozialer oder sozialer Besonderheiten.

Kulturelle Unterschiede im Marketing sollten beim internationalen
Verkauf von Waren oder Dienstleistungen vorrangig beriicksichtigt werden,
da sich das kulturelle Umfeld von einem Land zum anderen dndert. Dies
bedeutet, dass multinationale Unternehmen die Kultur eines bestimmten
Staates verstehen miissen, bevor sie die Produkte verkaufen. Hier sind einige
wichtige kulturelle Faktoren, die Unternehmen, die auf die internationale
Biihne wechseln mochten, berticksichtigen sollten.

Sprachen sind einige der wichtigsten kulturellen Unterschiede im
Marketing, die Unternehmen verstehen sollten, bevor sie ihre Produkte und
Dienstleistungen im Ausland vermarkten. Zuvor sind bei der Ubersetzung
gravierende Fehler aufgetreten, die zu verheerenden Auswirkungen gefiihrt
haben. Einer der denkwiirdigsten peinlichen Fehler im internationalen
Marketing passierte, als General Motors seine Autos unter dem
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Markennamen ,Nova“ vermarktete, was in siidamerikanischen
Landessprachen iibersetzt ,das geht nicht“ bedeutet helfen dem
Unternehmen, seine Produkte zu verkaufen. Daher miissen Unternehmen auf
Sprache und Ubersetzungen achten, um Geschiftsausfille zu vermeiden.

Insofern Preisstrategien als wirtschaftliche Faktoren erscheinen, sind
sie wichtige kulturelle Unterschiede im Marketing. Es ist allgemein bekannt,
dass manche Kulturen eine hohere Kaufkraft haben als andere. Die
Menschen in den Vereinigten Staaten haben beispielsweise eine hohere
Kaufkraft als die in Afrika. Dies spielt eine wichtige Rolle bei der
Preisgestaltung Ihrer Produkte und Dienstleistungen. Zudem ist zu
beriicksichtigen, dass manche Menschen eine hohe Kaufkraft haben, aber
eher Geld halten als ausgeben. Daher miissen Sie einen strategischen
Marketingplan entwickeln, der die Menschen dazu bringt, ihre hohe
Kaufkraft auszuiiben.

Essgewohnheiten sind weitere wichtige kulturelle Unterschiede im
Marketing, die multinationale Unternehmen verstehen miissen. Fiir ein
Lebensmittelunternehmen ist es wichtig, die Essgewohnheiten einer
bestimmten Region zu verstehen, bevor es seine Speisekarte vermarktet.
Zum Beispiel mussten McDonald’s und andere Fast-Food-Unternehmen in
Indien Gemiiseprodukte anstelle von Fleischprodukten anbieten. Ebenso
haben diese Unternehmen begonnen, zunehmend internationale
Geschmécker zu bedienen, wie beispielsweise Reisgerichte fiir den
asiatischen Markt.

Religidse Uberzeugungen sind wichtige kulturelle Unterschiede im
Marketing, die beim Verkauf auf ausléndischen Mérkten beriicksichtigt
werden sollten. Sie beeinflussen, wie eine bestimmte Gesellschaft
verschiedene Produkte und Dienstleistungen wahrnimmt. Organisationen
miissen den Einfluss der Religion und ihre Rolle in der Gesellschaft
verstehen. In muslimischen Landern zum Beispiel konnte die Vermarktung
sdkularer Frauenoutfits fehl am Platz sein, da die Religion in diesen Landern
von Frauen verlangt, sich bescheiden zu kleiden, was stark reglementiert ist.
AuBerdem sind einige Marketingbotschaften mit religidsen Gruppierungen
in Konflikt geraten, nachdem ihre Botschaften als beleidigend gegeniiber
einer bestimmten Religion angesehen wurden. Religion ist ein sehr kritischer
Aspekt, den Unternehmen verstehen miissen, bevor sie ihre Produkte auf
internationaler Ebene vermarkten kdnnen.

Die meisten kulturellen Unterschiede im Marketing sind restriktiv.
Unternehmen sollten jedoch sicherstellen, dass sie alle kulturellen Faktoren
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vollstindig verstehen, bevor sie ihre Marketingstrategien formulieren und
einfithren konnen. Umfangreiche Recherchen wiirden einem internationalen
Unternechmen helfen, zu verstehen, was in verschiedenen Léindern und
Regionen gut und was schlecht ist. Die meisten Unternehmen, die sich auf
internationaler Ebene hervorgetan haben, haben dies dadurch getan, dass sie
ein Produkt oder eine Dienstleistung identifiziert haben, die in einer
bestimmten Region akzeptiert werden (5).

5. Schlussfolgerungen
Wie aus den obigen Beispielen ersichtlich ist, haben also makrodkologische
Faktoren einen erheblichen Einfluss auf den Erfolg der gesamten Kampagne.
Ein umsichtiger und verantwortungsbewusster Ansatz zur Erstellung und
Forderung einer Marketingstrategie in den Markten verschiedener Regionen
unter Berticksichtigung lokaler wirtschaftlicher, rechtlicher, kultureller und
demografischer Aspekte ist sehr wichtig. Denn das Ignorieren oder
Nichtbeachten bestimmter Funktionen kann zu Kundenverlusten bzw. -
gewinnen fiithren.

Die Entwicklung von Methoden zur Erforschung der sozialen und
okonomischen Faktoren von Absatzmirkten in einer multikulturellen
Weltwirtschaft kann in Zukunft zur Befriedigung einer groBeren Zahl von
Bediirfnissen fiihren und auch dazu beitragen, Fehler und jede Art von
Verletzung verschiedener Kulturkreise zu vermeiden die Welt.
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Akymenko K. M., llchenko V. V. The impact of COVID-19 pandemic on
English-speaking tourist flows to the Republic of South Africa. The COVID-19
pandemic has led the economies of developing countries to instability with resulting
devastating economic and social consequences in South Africa and worldwide. The
article analyzes the current situation in and abilities to recover of one of the world’s
worst affected destinations — the Republic of South Africa. The impact on tourism
industry is particularly disastrous since, nowadays, tourists from North America and
Europe prefer safer destinations or choose to stay at home.
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Axumenko K. M., Inbuenko B. B. Buius nangemii COVID-19 na anrjiomoBHi
TypuctuyHi moroku a0 IliBnenno-A¢puxancekoi Pecmy@uikm. Ilannemis
COVID-19 npuBena eKOHOMIKY KpaiH, 110 PO3BHUBAIOThCS, IO HECTAOIIBHOCTI, 110
CIPUYHMHWIO PYHHIBHI €KOHOMIYHI Ta collianbHi Hachiaky B [liBgeHHiN Adpuri Ta
B YChOMY CBiTi. Y CTaTTi aHANI3YETbCS IOTOYHA CHTYalis Ta MOJIHBOCTI
BiTHOBJICHHS OJHOTO 3 HAHOLIBII MOCTpaXKAalWx MIcIb y cBiti — [liBIeHHO-
Ad¢puxancekoi PecnyOnmikn. BrumB Ha iHAYCTpifo TypH3My €  Maibke
KaTacTpo(iYHUM, OCKUTEKH ChOTOAHI TypucTH 3 [liBHIYHOT AMepHKH Ta €BpomH
BIZTAfOTH TepeBary Oinbin Oe3neyHnM HanpsiMKaM abo 3aJIMIIAIOTECS BJIOMA.

Karouosi cioBa: kpaiHu, mo posBuBaroThes, nangemis COVID-19,
[TiBnenHa A¢puka, TypuCTHYHA IHIYCTPIsl, TYPUCTUYHI HAIIPSMKH.

1. Introduction
According to the report of the Republic of South Africa’s (the RSA) Minister
of Health on 1 August, 2020, more than half a million cases of coronavirus
were confirmed in the RSA. From that moment, the country was ranked as
the fifth worst affected country in the world. The Western Cape province
with the capital city of Cape Town — the center of the RSA’s economy and
inbound tourism — was the first province in country where the government
established lockdown. Since then, one of the biggest sectors the RSA’s
economy has ceased growing and earning income for people and
government, as English-speaking holidaymakers from North America,
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Australia and Europe constituting the majority of inbound tourists, have
stopped visiting the country [6, 3].

So, the purpose of this study is to assess the RSA’s chances to
recover English-speaking tourist flow and find ways to solve the problem of
the decreasing numbers of inbound tourists. The o b j e ¢ t of the research is
to assess the statistical information on the impact of COVID-19 on the RSA’s
economy. The subject of the research is the determination of possible
ways to improve the situation and find out new solutions to help the country
recover inbound tourism.

2. The pandemic effect on worlds tourism industry
The pandemic had alarming and devastating consequences not only from a
financial point of view, but also from the point of view of preserving the
tourism sector of industry. Before the COVID-19 pandemic, the tourism
sector was one of the most important industries of the world economy,
accounting for 10 percent of the world GDP and more than 320 million
working places [5].

This is first global problem which lead to devastating social and
economic consequences. The global pandemic has threatened more than 100
million jobs in small and medium-sized enterprises.

Tourism-dependent countries are likely to experience the negative
effects of the crisis much longer than other countries. Safe and modern
services is a key to tourism and travel sectors which have been
disproportionately affected by the pandemic and will continue to fight until
people feel safe to travel again.

3. The pandemic effect on the RSA’s tourism industry
According to the report, the total number of travellers (arrivals and
departures) decreased by 71.0% between 2019 and 2020. The total number
of travelers decreased by 50.7% over a 15-year period from almost 24.6
million in 2006 to 12.1 million [4].

Moreover, the COVID-19 disease has greatly reduced the number of
workplaces in the tourism sector. In 2018, the RSA published data showing
that one working South African in twenty-two worked in the tourism sector,
and provided additional diagrams showing the structure of the tourism
workforce [8].

In terms of job creation, the tourism sector remains resilient despite
difficult economic conditions. Tourism created almost 32,000 new jobs in



38

2017. As the number of international tourists visiting the RSA’s shores
increased from 10.0 million in 2016 to 10.3 million in 2017, the tourism
sector seems to remain an important driver of the job growth in certain
industries.

20
Arrivals
15 12,8M Departures

11,8M

Covid 19
21,8M Pandemic

——— )

20,1M

Millions

6,4M

5,7M

0

Source: [4]

Figure 1. The number of arrivals and departures
of travellers by year of travel in the RSA, 2006-2020

Trends show that the overall number of traveller (arrivals and departures)
decreased by 71% between 2019 and 2020. The overall number of travellers
has decreased by 50,7% over the 15-year period from 24,6 million recorded
in 2006 to 12,1 million travellers

Currently, the RSA’s core markets are travellers from the UK, the US
and Europe. So, the main the RSA’s visitors make tourism industry in the
country grow. But the pandemic turned the development in the opposite
direction in 2019.

4. Ways to recover the RSA’s tourism sector
The industry contributed $24.6 million to the RSA’s economy in 2019 and
employed 759,900 people. It accounts for 7% of the country’s GDP,
according to official statistics [7]. The government can reach these target
figures again in the shortest time by attracting more and more English-
speaking tourists from around the world.

As the vaccination continues to grow in 2022, a recovery is expected,
although it will take several years for incoming tourists to return to their pre-
pandemic numbers, and the 2019 figures are expected to be recovered by the
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end of 2025. As for the international arrivals in the country, specialists
predict that the figures for 2022 will be almost twice higher the in the
previous year [2].

To resume growth in the post-pandemic world, tourism industry needs
to improve service standards. Tourists from North America, Australia,
Europe and other developed countries give priority to safe tourism in clean
areas with vaccinated tourism workers.

Moreover, the Minister of Tourism said that in order to avoid excessive
tourism in the large cities of South Africa, South African Tourism is trying
to redirect travelers to smaller hidden pearls of the country. Most small towns
in the RSA have the opportunity to host small and medium-sized businesses
and attract tourists. All tourists need to learn more about the RSA, not only
about Cape Town [1].

5. Conclusion
The article analyzes the main problems of and prospects for the development
of the tourism industry in the RSA. The main tourist flow to the RSA comes
from English-speaking countries, so the RSA’s government is to focus on
attracting tourists from North America, Australia, Europe and other countries
where every citizen knows English.

The Covid-19 pandemic has had huge social and economic
consequences around the world. the RSA, as one of the countries worst
affected by the pandemic, needs to focus on development and reconstruction.
A new time has come when the need for safe tourism among English-
speaking people has increased significantly. It is necessary to adapt and
create favorable conditions, namely: reorganization of tourist flows in the
country, vaccination of the citizens and tourist staff and the use of sanitary
destinations. It is also necessary to promote the recovery of small and
medium-sized businesses by focusing entrepreneurs on tourism and
accommodation in modern post-pandemic conditions.
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Al-Tarawneh K., Karpusenko M. V. Theoretical foundations of international
consulting. The article considers the concept and essence of international
consulting. Based on the coverage of the essence of international consulting, we can
justify the international context of consulting services, which are the activities of
specialized firms in one country to provide advice on foreign economic activities to
firms in another country. The article also discusses specifics of consulting in general
and its most common types.
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Aab-Tapayne K., Kapnycenko M. B. Teoperu4Hi OCHOBM MiKHAPOJHOIO
KOHCAJITUHTY. Y CTaTTi pO3TISNAEThCA MOHATTS 1 CYTHICTE MIKHApOIHOTO
KOHCanTHHTy. Ha mimcraBi pO3KPHUTTS CyTHOCTI MDKHapOJHOTO KOHCAJITHHIY,
MOXEMO OOIPYHTYBATH MIXKHAPOJHUI 3MICT KOHCAJITHHTOBHUX MOCIIYT, IO SIBJISIOThH
co0010 IisUTBHICTH clienianizoBaHuX ¢ipM oaHiel KpaiHu 3 HaaHHS KOHCYJIbTAllil 3
MUTaHb 30BHIIIHBOEKOHOMIYHOI IisuibHOCTI (ipmam iHmoi kpainu. Takox Oyno
BUJIJIEHO crielin()iKy KOHCAITHHTY B LIJIOMY 1 Oro HaWMOMIMPEHII BUIM .

Kiawu4oBi cjioBa: KOHCYJbTAIlis, MDKHAPOIHHA KOHCAJITHHT, IOCIYTH,
PO3BUTOK.

Theobject of study is the market of consulting services. Thesubject
of research is the development of the world market of consulting services.
The purpose of the article is to determine the role of international
consulting in the formation of the national market of consulting services in
the context of the development of the information economy and the known
nature of consulting. The relevance of the study lies in the field of
management consulting in Ukraine which is constantly expanding. First, the
leading international consulting companies “McKinsey”, “Ernst and Young”
and others. are constantly expanding their business in Ukraine. Secondly,
university graduates are increasingly invited to work outside our country.
Third, there is a clear trend towards an increase in the number of employees
of domestic consulting companies. In this regard, it is extremely important
for international economists to acquire sustainable professional
competencies in order to acquire modern world experience in consulting,
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which will enable them to have significant competitive advantages in
employment after graduation.

The meaning of consulting is the implementation of economic
consulting of any scale. Consulting, or economic consulting, can address
both local purely economic issues (financial analysis, accounting, auditing,
taxation) and global management issues (strategic development,
reorganization, innovation process). Thus, management consulting is a type
of consulting activity aimed at assisting in solving management problems.
International consulting is usually considered as a way of specialization of a
certain type of consulting assistance (international financial, investment,
personnel consulting). The specifics of consulting services include the
creation of an intelligent product that remains in the possession of the client
after the consultation. Quite often consulting services are provided in parallel
or together with others, and therefore most often there are companies that
specialize in providing combined services (audit and consulting or legal in
combination with consulting etc.)

International consulting is a type of international service activity
carried out by specialized firms of some countries in the form of advice and
consultations to states, producers, sellers and buyers of other countries on a
wide range of economic activities. That is, international consulting is a
system of services at an international level, in which specialized firms
conduct research, analysis and issue recommendations on the object of
consultation and receive a certain reward for it. There are not so many purely
consulting firms in the world because consulting services are conducted in
parallel and together with the provision of other types of services. In
addition, consulting services are provided by well-known, giant firms that
create their subsidiaries and affiliates specializing in the consulting business.

One of the most common types of consulting is business planning, in
which various entities feel the need to enter the market, master new
segments, purchase industrial and other facilities, obtain loans. That is, if a
business entity in certain situations lacks the knowledge, experience,
confidence in the expertise of its staff, it uses the services of consulting firms.

Consulting on the issue and circulation of securities. Firms advising
on the issuance and circulation of securities assist their clients in developing
a strategy of behavior in the stock market, choosing the types of securities,
the volume of their issuance and timing of open subscription, preparation of
documents for registration of the issue, preparation of shareholders'
meetings, and issues of acquisition of securities, etc.
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Consulting on enterprise restructuring. Advising on enterprise
restructuring involves: assessing the prospects of the enterprise in the
market; optimization of the structure and management system of the
enterprise, as well as marketing and sales systems; improvement of cost
management systems, development of an effective accounting and financial
management system; optimization of the property complex.

As a result, of the consulting firm's activities on these issues may
develop the concept (program, plan) of restructuring in order to ensure the
company's adaptability to market conditions, the development of a flexible
system of planning management and control of production and sales.

Consulting on property privatization. During the preparation of state-
owned enterprises for privatization, issues arise related to various legal,
procedural aspects, preparation of documents, etc. (distribution of shares,
timing of privatization stages). Having them in sight, consulting firms divide
the whole process into the following stages: analysis of the state of the
enterprise; conducting pre-privatization restructuring; support of the
enterprise in the process of privatization (from the order of the State Property
Fund on privatization to the first general meeting of shareholders). At the
same time, they develop all the necessary documents and accompany their
passage in the relevant instances.

Consulting on optimization of consumer qualities of goods and
services. Consulting services for optimization of consumer characteristics of
goods and services are related to their testing, research of consumer
preferences, analysis of similar researched goods and services, as well as
their substitutes. An important area of their work is to identify factors that
affect demand.

Consulting on the organization of marketing services at the enterprise,
marketing research, implementation of marketing programs. The program of
marketing research is developed by consulting firms separately for each
enterprise after studying the features of its business and problem analysis
(examination of the market situation; study of market conditions; study of
competition and major competitors; study of consumers; analysis of industry,
region). They use mass, expert, postal, telephone interviews, analysis of
statistical materials and other research methods. One of the most common
marketing services of consulting firms is the planning and conduct of
promotions to stimulate consumer demand and increase in sales goods and
services. At the same time, they not only organize and control the
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implementation of advertising campaigns, but also analyze their results,
evaluating the effectiveness of the methods and tools used.

Legal consulting. It mostly concerns the following issues:
development and creation of constituent documents of enterprises and
organizations, their registration and amendments to them, liquidation of
existing enterprises; obtaining licenses for activities of enterprises that
require mandatory licensing; development, formation, maintenance, revision
of the internal regulatory framework of the client.

Engineering. As a type of consulting services, they are engineering
and consulting services for the construction of facilities and their operation.
The purpose of engineering is for the client to get the best results from
investing. The whole set of engineering services can be divided into two
groups: 1) services related to the preparation and development of the
business process; 2) services related to ensuring the efficiency of business
processes.

The main factors in the development of consulting services are as
follows:

- technical progress: there are increasingly complex problems of
interdependence, welfare, education, leadership, decision-making, but the
knowledge of entrepreneurs (potential customers of consulting services) to
create and effectively use different types of resources in a dynamic market
environment is not accumulated enough;

- human resources crisis: inefficient use of resources such as women,
youth, people with disabilities, the elderly, the unemployed and the
uneducated — a problem that needs to be addressed in order to boost
economic growth and improve living standards;

- underdevelopment of consulting skills of workers: many managers
and other employees of enterprises have potential skills of consultants,
coaches, teachers, instructors, advisors. The development of such skills
through staff training and further training can increase the level of knowledge
accumulation within the enterprise.

Based on the coverage of the essence of international consulting, we
can justify the international context of consulting services, which are the
activities of specialized firms in one country to provide advice on foreign
economic activity to firms in another country. The article also dwells on the
specifics of consulting in general and its most common types.
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SPACEX:
ROCKET MANUFACTURER
V. S. Antontsev,
Ye. M. Broslavska (language supervisor)
V. N. Karazin National University, Kharkiv

Antontsev V. S., Broslavska Ye. M. SpaceX: rocket manufacturer. The article
analyzes the work of one of the main rocket manufacturers that is likely to become
the first company to colonize space. Nowadays the issue of space is really important
and challenging. Every year more and more people have the opportunity to get into
open space and see the Earth with their own eyes. SpaceX, a company founded by
Elon Musk, are those who can give this opportunity. They have been developing
launch vehicles and rocket engines for more than 10 years, and have already
accomplished many successful launches. It should also be noted that this is a really
complicated process and it requires significant funds. The company is now working
closely with NASA and has great prospects for the future.
Keywords: company, manufacturer, space, space flight.

Antonues B. C., BpociaBcbka €. M. BupodHuk kocMiuHuX anapariB SpaceX.
VY cTarTi HABOIUTHCS aHaJi3 0JJTHOTO 3 OCHOBHUX BUPOOHHKIB PaKeT Ta KOMITaHil sika
Ma€e 3MOTy HEpLIO0 KOJIOHI3yBaTH KOCMOC. 3apa3 TeMaTHKa KOCMOCY € IiHCHO
aKTyaJIbHOIO Ta CKJIAJHOO JJIsl CYCHUIBCTBA. 3 KOKHUM POKY Bee Oliblie Ta Gliiblie
JFOJIEH MalOTh 3MOTY OIIMHUTHUCS Y BIJKPUTOMY KOCMOCI Ta MOOAYUTH TUIAHETY Ha
BitacHi oui. Came Taki MOXKJIMBOCTI JJIsl HAC MOYKe BIIKpUTH KoMmaHis [mona Macka,
SpaceX. Bonn 3aiimaroTbcs po3poOKor0 pakeT Bxke Outpmie 10 pokiB, Ta MpoOBEIH
BXKe 0araTto yCHIIIHMX 3aITycKiB pakeT. TakoX CIIii 3a3HAUYNTH, [0 BCE K TAKH 1€
IiiCHO CKIIaJHUH mporiec i BiH moTpedye 3HauHUX KomTiB. KommaHis 3apa3 TicHO
criBnparrroe 3 HACA Ta i MaifOyTHE Ma€ BEIHKI MTePCIIEKTUBH.
Karouosi ciioBa: BUpOOHUK, KOMITaHIsI, KOCMIYHAH ITOJIT, KOCMOC.

1. Introduction
Theobject ofthe article is a rocket manufacturer and company that has
achieved tremendous success in the development of the space industry over
20 years. Thesu b ject of the article is the state of the company, its main
results and the basics of success. Thep ur p o s e of the study is to examine
the development of the situation with commercial spaceflight using the
example of SpaceX.

Today the problem of space is really relevant and many scientists are
considering it. SpaceX is one of the key companies involved in rocket
launches. Over the past 20 years there have been many studies concerning
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the colonization of Mars, but SpaceX is at the forefront of this issue. The
article will outline the main points of the company activities, what it was
doing and when. The present study will try to explain why it now occupies
such a position in the space industry, find out where the investments and
contracts for rocket production come from and clarify what rockets SpaceX
launches now and what makes them better than their competitors.

2. Current state of industry
SpaceX was founded in 2002 by Elon Musk, who set himself the goal of
creating a rocket to colonize Mars. The company has developed the Falcon
1 and Falcon 9 reusable launch vehicles, as well as the Dragon spacecraft
designed for resupply on the International Space Station.

In March 2019, the passenger version of the Dragon V2 spacecraft for
transporting