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FOREIGN EXPERIENCE OF USING MARKETING TOOLS IN
THE PUBLIC ADMINISTRATION SYSTEM

The article reveals the relevance of using marketing tools in the
activities of a modern state. Today, under the conditions of long-term
reform and modernization of the public sphere, namely the processes
of providing public services, the importance of a customer-oriented
approach is growing, the main requirement of which is customer
orientation, identification of their needs and ensuring a high level
of services provided. These processes of reform and transformation
require the public administration system to increase the efféectiveness
of management activities, and therefore to search for new innovative
management tools that will meet the requirements of the time regarding
the quality, effectiveness and customer-oriented activities of public
authorities.

The concept of «marketing» and the possibilities of its application
in the public administration system are considered. It is emphasized
that marketing in the context of public administration is a set of actions
aimed at meeting the needs of citizens, increasing the efficiency of state
bodies and improving the quality of life of the population. It includes
studying the needs of target audiences, developing and implementing
relevant services and programs, as well as their efféctive communication
and promotion. It was found that in addition to this term, a number of
synonymous concepts are used, and given the current state of development
of the science of public administration, it should be noted that research
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on this topic not only does not lose its relevance, but also needs to be
continued, since the concept of «marketing in the public administration
system» is at the stage of its initial development.

State marketing tools are proposed, in particular: advertising,
market analysis, development of a marketing strategy, communication
campaigns, public relations, reputation management, conducting
research, development and implementation of programs, public
involvement, and others. These tools are aimed at forming a positive
image of the state, promoting its interests and attracting investment. An
analysis of the results of using such tools in the public administration
system of foreign countries was conducted. It was emphasized that
marketing in the public administration system is a complex system that
requires an integrated approach and the use of various tools to achieve
the set goals.

Keywords: marketing, public administration, territorial marketing,
state support, marketing tools, marketing programs.

Statement of the problem in a general form. The modern system
of public administration of most countries of the world, given the com-
plex processes in the world, is undergoing a stage of necessary trans-
formation. The need to make the transition from the existing system of
public administration to best practices is still an unfinished process, and
given the transformations of the world community, it generally requires a
significant revision. That is why, given the lack of effective mechanisms
for managing transformation processes, the interconnection of the public
administration system with the public sector to ensure monitoring and
control processes, the search for optimal approaches to forming a system
for providing necessary public services at a qualitatively new level is
not being implemented quickly enough, and transformation processes
in general are occurring too slowly. As a result, the question arises of
finding effective mechanisms and management tools at the state level
as a priority task for ensuring sustainable socio-economic development
and positioning the modern state on the world stage as a full member
of a democratic society, a competitive and competitive subject of all
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world processes. Studying and using the best world experience in the
development of public administration processes in accordance with their
adaptation to the specific conditions of development of modern society
and its needs is an effective mechanism for the development of modern
statehood. It is also worth emphasizing the expediency of highlighting
the importance of increasing the effectiveness of management activities
and finding new innovative marketing management tools that will meet
the requirements of the time in terms of quality, effectiveness and cus-
tomer-oriented activities. After all, this is a necessary prerequisite for
the implementation of a marketing approach in the public administration
system, which has already confirmed its own effectiveness and efficien-
cy in the private sector. This state of affairs actualizes the need to adapt
marketing tools to the sphere of public administration.

Results and Discussion. Today, the concept of «public
administration» is used in many sciences, but there is no single definition
of this term as interdisciplinary yet. At the same time, there are several
interpretations of the category of «public administration»:

— management of society by the state;

— management of the state by society [5].

The presence of such a dual interpretation of the concept of «public
administration» is explained by the presence of the «public» component
in it and the need to control social and political processes in the state.

Transformational changes in modern society and the state have
led to the need to rethink management processes in general, and
public administration in particular. As a result, the concept of «public
administration» begins to be interpreted as — «the influence of a
management subject on society (social processes, relationships) in
accordance with the socially significant functions and powers assigned
to it; the interaction of the state apparatus and society when making
decisions important for the country or society» [3]. We can argue that
public administration is «<management of society together with society»
[10].

It is worth noting that most studies by both Ukrainian and foreign
researchers characterize the concept of «public administration» from
different points of view, in particular as [4]:
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— «professional activities of public servants, which include all
types of activities and are aimed at implementing government decisions»;

— «study, development and implementation of the main directions
of state policy»;

— «forms of implementation of public administration, carried out
by the relevant representative bodies of democratic governance with the
help of their own executive structures»;

— «technical component of governance (implementation of public
policy), which should be carried out on a professional (non-political)
basis and, the further, the more resort to the involvement of non-state
partnersin joint solutions to problems arising in the field of administrative
activity» etc. [4].

In other words, public administration is «a mechanism for
improving internal coordination, management of human, financial and
material resources and communication and information systems, as
well as management that is interconnected with the provision of public
(state and municipal) services» [5]. In addition, public administration
has «a power-managing influence on the objects of management (social
relations and their participants, processes, phenomena, etc.), which are
implemented by the subjects of such management, that is, the state and
its authorized bodies and officials» [1]. We emphasize that according
to some researchers, «public administration is the management of the
organization and direction of human and material resources to achieve
the desired goals» [15].

Thus, in a general sense, the concept of «public administration»
reflects «an integrated system mechanism, the subsystems and elements
of which are political program guidelines and priorities, regulatory
regulation, procedures financed by the state or local self-government
bodies, centralized and decentralized organizational and management
structures and their personnel at the national, subnational and local
levels» [9].

As for the public administration system, it is represented by a
«multi-level character (state, regional, local, corporate) and functions
taking into account the regulatory legal acts regulating the activities of
public administration entities» [19]. As a result, the public administration
system is endowed with a number of features, in particular:
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— «public administration is implemented within the framework of
the implementation of public policy taking into account the peculiarities
of the socio-economic development of the country;

— decisions made in the process of implementing public
administration are based on the opinion of the expert community in a
particular field, as well as representatives of the public;

— the subjects of the public administration system are authorities,
business entities, non-governmental organizations and associations;

— the activities of authorities are controlled and accountable to
society;

— public authorities are decentralized» [8].

Given the above, we can argue that the public administration system
is aimed at meeting the needs of the population for certain types of
goods and services. The general state of development of society and the
country’s economy as a whole depends on this. Under such conditions,
the importance of using marketing in the public administration system
increases from a practical point of view. It is worth noting that marketing
plays an important role in the effective functioning of the state, in
particular:

— promoting economic growth;

— forming a positive image;

— promoting investment;

— improving the quality of life of citizens, etc. [19].

In addition, it is marketing that helps the state to effectively interact
with citizens and business, ensuring transparency and trust. Therefore,
marketing is «an important tool for a modern state that can be used to
achieve a wide range of goals, including economic development, the
formation of a positive image, improving social welfare and strengthening
democracy» [6].

We emphasize that regardless of the scope of application, marketing
involves the mandatory use of the «philosophy of marketing», according
to which marketing must fundamentally adhere to the principle of
«customer orientation», that is, focus on the consumer and his desires and
needs [7]. In fact, the modern consumer, his desires are the determining
factors of what exactly should be the management services provided by
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public institutions and public authorities [17]. Given the above, it is worth
focusing on the peculiarities of interpreting the concept of «marketing»
in the public administration system. For example, according to some
researchers, marketing in the public administration system is «the use of
marketing concepts, mechanisms, and tools in the public administration
system» [30]. Others believe that marketing in this area is «a mechanism
of public administration of a non-commercial nature, designed to
facilitate the implementation of a certain public decision through the
use of various tools of certain types of marketing» [12]. It is worth
mentioning the approach according to which marketing in the public
administration system is «a system of using the management concept
and practical marketing tools by the relevant subjects of management
activity, which is implemented by satisfying social needs or individual
groups of it through the mechanism of mutual exchange of certain actions
and resources, which contributes to the improvement of communication
policy and organizational principles of management activity» [17].
Researchers also emphasize that marketing is «a system of using the
management concept and practical marketing tools by subjects of public
management activity, which is implemented by satisfying the basic needs
of society or its individual groups using the mutual exchange of certain
actions and resources» [13]. Let us also recall the approach according
to which marketing is «the management activity of public institutions,
the main content of which consists, on the one hand, in the information
and analytical study of existing problems of territorial communities,
identifying current and forming prospective needs, and on the other, in
the application of marketing methods and tools in order to contribute to
meeting the needs of the community, increasing the competitiveness of
the territory, ensuring fruitful interaction between the authorities and the
public» [7]. It is quite interesting to define that marketing in the public
administration system is «a type of public marketing, which, in order
to gain and maintain control over the market, uses forms, methods and
technologies of research, design and implementation in socio-political
practice:

1) procedures for regulating the socio-political, socio-economic
and socio-cultural market;
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2) special information operations to influence public consciousness,
techniques of persuasion, persuasion and motivation» [18].

That is, marketing in the public administration system can be aimed
at:

— identifying the needs of market entities;

— providing an assessment of the market situation and analyzing
trends in its further development;

— ensuring the promotion of goods and services to the consumer;

— selling the relevant goods and services [30].

In other words, marketing in the public administration system is
aimed at solving existing problems and meeting the needs of society,
individual groups, associations, communities. However, no less
important is the presence and adherence to the strategic direction of
marketing efforts, taking into account external environmental factors, in
particular, increasing competitiveness by forming sustainable long-term
competitive advantages [7].

Thus, marketing in the public administration system has its own
specifics, which are determined by the following main features:

— specific market relationships;

— the scale of marketing activities in areas of action, which is
designed for a long period and takes place in the presence of certain
stable conditions and is attractive, primarily, to entrepreneurs;

— a significant part of the activity takes place in the form of
participation in various competitive procedures (auctions, tenders,
auctions, purchases, etc.);

— the need for effective implementation of higher than in the
commercial sphere, openness and control by society;

— the presence of a high dependence of the market of state
customers on the provisions of regulatory acts, decisions made by
government bodies, political conditions, etc. [33].

Given the above, we can argue that increasing the efficiency of public
administration «without the active use of marketing is quite problematic,
and the complexity of market processes and the peculiarities of state
participation in them currently require the allocation of such a type of
marketing in the marketing system as public marketing» [32]. In our
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opinion, public marketing is a strategy for promoting goods, services or
ideas aimed at the general public, often using the media and public events.
It is worth noting that the state, as a marketing entity, performs a specific
role along with sellers and consumers. Without directly satisfying the needs
of consumers, it must regulate this process and contribute to the effective
achievement of a compromise of interests with minimal costs to society.
This is due to the need to consider economic and social processes in unity
and interaction. At the same time, the state, unlike a separate enterprise,
is interested in the effective functioning of the economy as a whole. On
the other hand, the state can be considered from the point of view of
providing citizens with important social services (education, security,
environmental protection, etc.). The above indicates the need to ensure a
marketing approach to public administration, both in general and during
the implementation of individual reforms in the state. The implementation
of this approach is possible through the use of effective marketing tools,
which are various methods and means used to promote the necessary goods
or services, attract customers and increase sales. Given the availability
of best practices for using marketing tools in the public administration
system, we can state the presence of generally accepted tools:

— territorial and local branding is a set of measures aimed at
forming a unique image and positive image of a particular city, region
or country. It includes the development of visual, communication and
strategic brand elements that emphasize the unique cultural, economic,
tourist or social features of the territory, forming its attractiveness for
tourists, investors and citizens;

— strategic marketing of territories is the process of long-term
planning of the development of the territory, taking into account
its potential and competitive advantages. It involves the creation of
comprehensive marketing strategies, determining priority areas of
economic and social development, forming a vision of the future and
developing measures to support key sectors of the economy and the
social sphere [36];

— public-private partnership in the field of marketing development
of territories involves joint work of authorities and business on the
implementation of projects aimed at the development of the economy;,
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infrastructure, tourism and other priority areas. Such partnerships allow
combining resources, expertise and innovations to achieve sustainable
development of the territory;

— investment marketing is a set of measures to form attractive
investment proposals and actively attract investors. It includes the
organization and holding of exhibitions, forums, presentations, the
creation of agencies for the development of investment activities, as well
as the promotion of the territory as a promising business and investment
environment;

— marketing tools in the field of public administration include PR
campaigns of authorities, active information of citizens through social
networks, web portals and the media, in particular in crisis situations.
They provide reputation management, support of citizens’ trust and
transparency of the activities of authorities;

— digital marketing and Smart technologies allow analyzing
the needs of the population, creating electronic platforms for citizens’
participation in decision-making, implementing chatbots, mobile public
services and other innovative solutions for effective management of
territories;

— public participation marketing is aimed at actively involving
citizens in the formation of strategies for the development of territories,
participation in public initiatives, petitions and other mechanisms for
influencing decision-making, which increases social responsibility and
community involvement;

— cluster marketing involves the promotion and development of
regional clusters — associations of enterprises in a certain industry, which
contributes to strengthening the competitiveness of the region at the
national and international levels, organizing promotional campaigns and
positioning clusters in a global context;

— diplomatic marketing is focused on the active promotion
of national companies in international markets, their participation
in exhibitions, trade missions, the activities of trade and economic
departments of embassies and other international events, which
strengthens the country’s economic presence in the world [2];
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— social marketing in public administration is aimed at popularizing
changes in behavioral patterns, such as a healthy lifestyle, environmental
awareness, safety, as well as supporting and disseminating state social
responsibility programs;

— marketing tools for auditing territories allow for a detailed
analysis of the competitive advantages of the territory, assessing the needs
of the population, the effectiveness of public policy and development
programs, which provides a basis for making strategic decisions and
improving territorial management [26; 31; 35].

In our opinion, it is worth dwelling in more detail on the main
aspects of these tools. First of all, it is worth mentioning advertising,
since it occupies an extremely important place among marketing tools,
since its effectiveness has been repeatedly confirmed by practice in
achieving the set goals. In the field of public administration, advertising
has always played a special role: it was aimed not at making profits, but at
implementing socially significant tasks, in particular: informing citizens,
forming public opinion and supporting important social projects. The
main goal of advertising is to ensure interaction between the state and
citizens, raising awareness and promoting positive changes in society. In
addition, in the context of the field of public administration, advertising
can be a fairly effective means of achieving the set goals, in particular:

— properly informing the population about important events and
changes, in particular regarding the provision of relevant information
about new regulatory and legal norms, state reforms, social programs or
security measures;

— formation and correction of public opinion, since it is thanks to
advertising that one can achieve the formation of responsible behavior of
citizens, increase the level of trust in state institutions or contribute to the
solution of urgent social problems;

— support and popularization of social initiatives, since the state
can use advertising to draw special attention to extremely important
social problems or to involve people in charitable or volunteer projects;

— promote law-abiding behavior and respect for human rights,
since it is such advertising that helps to increase the level of legal culture
and make citizens aware of their own rights and obligations [34].
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The experience of Great Britain is an illustrative example of the
effective use of advertising in the field of public administration. In
particular, the government actively «uses advertising in social networks to
inform citizens about employment opportunities» [36]. Such advertising
campaigns are aimed at disseminating up-to-date information about the
labor market, available vacancies throughout the country and programs
to support the unemployed. This allows citizens to quickly navigate
employment opportunities, and the state to more effectively address
employment issues.

The role of advertising was particularly evident during the Covid-19
pandemic. Official government pages and social networks posted
advertising materials urging citizens to adhere to quarantine measures
and social distancing, informing about the rules of safe behavior, and
disseminating information about vaccination and the procedure for its
implementation. Thanks to this, advertising performed an important
social function — the formation of conscious, responsible behavior of
citizens during a crisis situation, contributed to reducing the risks of
spreading the disease, and increased trust in state institutions.

Thus, the British experience demonstrates that advertising in public
administration can be an effective tool both for informing the population
and for shaping public sentiment and supporting socially significant
initiatives. It allows the state to «achieve specific social goals without
having a commercial purpose and is aimed exclusively at the benefit of
society» [16; 28].

It is worth focusing separately on the experience of the United
States, which is «one of the world leaders in the field of state and
social advertising» [20]. The USA has accumulated significant practical
potential in using advertising tools to influence social processes and
shape public consciousness. Social advertising is considered here as an
integral part of public policy and an important mechanism for interaction
between the state and citizens.

Researchers identify several key features of modern American social
advertising:

— the state acts as the main initiator and customer of social
advertising campaigns. Some researchers believe that such a practice
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is @ manifestation of responsible public administration: the government
demonstrates concern for the population, promotes the development
of social stability and supports citizens in solving socially significant
problems;

— the use of a wide range of information channels, taking into
account the specifics of the target audience. For example, social messages
are distributed through television, radio, Internet platforms, social
networks, billboards, public transport, etc. The channels are selected
so that advertising is as accessible and relevant as possible for different
groups of the population — young people, the elderly, military personnel,
parents, drivers, etc.;

— an orientation towards creativity and psychological impact.
American social advertising is known for its bright images, non-standard
solutions, emotional slogans and a high level of visual execution. It is
creativity that allows you to achieve a strong emotional response and
stimulate behavioral changes;

— high susceptibility of the population to such campaigns.
US citizens are generally open to social appeals and are ready to
reconsider their attitude to certain problems. This is due to both cultural
characteristics and the long tradition of state educational campaigns that
have been present in the country for over a century;

— emphasis on responsibility, civic duty and ethical norms. The
content of most social advertising is dominated by themes of personal
responsibility, the importance of law enforcement, respect for the rights
and freedoms of other people. Such campaigns are often imperative in
nature and appeal to universal human values — justice, equality, dignity,
respect for one’s neighbor and the importance of conscious choice [24;
25].

Examples of successful advertising campaigns in the US include:

— programs to combat drug addiction («Just Say No»);

— campaigns on road safety («Drive Sober or Get Pulled Over»);

— advertising aimed at combating smoking and alcohol
consumption among young people;

— campaigns on equal rights, non-discrimination and tolerance;

— social advertising aimed at supporting veterans and military
personnel [29].
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Thus, the American model demonstrates the high efficiency of
advertising as a tool of public administration. Its effectiveness is due to
both the historical heritage that contributed to the formation of a culture
of social communications and the modern awareness of the role of
advertising in the development of civil society. The USA considers social
advertising not simply as an information resource, but as an important
element of a state strategy aimed at forming a responsible, informed and
socially active nation.

Secondly, in addition to advertising, it is worth paying attention to
the methods of program-targeted management, which are widely used
today in the development of comprehensive programs for the socio-
economic development of territories. Their main purpose is to form
strategic goals aimed at identifying, strengthening and promoting the
competitive advantages of a particular area, as well as increasing the level
of economic security and stability. Achieving these goals is determined
by the effective use of internal resources, the potential of communities
and the opportunities of local markets.

An important element of such practice are organizational structures
that directly implement program-targeted methods. In some countries,
these functions are concentrated at the regional level. For example, in
the USA, a significant part of the work on strategic planning of territorial
development is carried out by state administrations. It is they who
determine priority areas, develop programsto support business, innovation
and infrastructure projects. For example, in the state of California, there
are special economic development offices that coordinate investment
programs and cooperate with local communities to support high-tech
clusters (for example, in Silicon Valley) [22].

In most European countries, on the contrary, the formation and
implementation of socio-economic development goals is entrusted mainly
to local governments - municipalities. This provides greater flexibility and
compliance of policies with the real needs of territorial communities. An
illustrative example is the example of Great Britain, where the concept of
the so-called «local imperative» is actively being implemented. It is based
on the idea that economic growth is most effectively ensured through local
development, and not through external redistribution of resources and
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activities. This means the need to bring decision-making mechanisms as
close as possible to the local level. Hence the intensification of the role of
local councils, the development of local partnerships between business,
educational institutions and public organizations. For example, in many
British cities, local enterprise zones are being created (Enterprise Zones),
where municipalities independently determine incentives for investors,
support start-ups and form employment programs [27]. This approach
demonstrates that focusing on the internal potential of territories and
transferring management powers to places can significantly increase the
effectiveness of socio-economic development [21].

Another important marketing tool is the initiation of marketing
programs for the development of territories by the business community
or the public itself. This approach is based on the active participation of
local stakeholders in the formation of strategic development directions,
which allows taking into account the real needs and opportunities of a
particular area.

An illustrative example is Canada, where economic development
corporations operate, created on the principles of public-private
partnership. Such organizations unite representatives of business, local
authorities and public structures. Their main task is to develop and
implement development programs, ensuring the attraction of financial
resources from the private sector. For example, in the province of Ontario,
such corporations invest in the development of tourism infrastructure,
support for small businesses and projects to create a positive image of
territories, since active business is directly interested in improving the
investment climate of the region [14].

In France, the public also plays a key role in the formation of
strategic directions for the development of territories. The country has
a widespread practice of creating legal public communes — collective
bodies that develop socio-economic development programs and monitor
their implementation. It is important that the work of such communes
is often based on strong local leadership. They include authoritative
public figures, well-known politicians, and honored residents of cities
and regions. They act not only as initiators of new projects, but also
as “guarantors” or controlling persons who monitor the compliance of
decisions with the interests of the community [23].
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Thus, the involvement of business and the public in territorial
development processes creates conditions for more flexible, proactive,
and responsible management, which has a positive impact on the
competitiveness and attractiveness of territories.

Today, the best practices of foreign countries are evidence of
a wide range of successful approaches to the formation of marketing
strategies and programs aimed at the comprehensive development of
regions, the activation of key sectors of the economy, and increasing
their attractiveness for individual target groups, in particular, investors,
tourists, entrepreneurs, or residents. In different countries, these
strategies combine territorial branding tools, stimulate innovation, create
a favorable investment climate, and develop partnership models of
cooperation between authorities, businesses, and citizens.

A feature of foreign approaches is the presence of clearly defined
alternative marketing development scenarios that take into account the
specifics of the economic potential and socio-cultural context of the
regions. Such strategies prescribe in detail the mechanisms of interaction
between different groups of stakeholders: authorities, business structures,
educational institutions, and public organizations. This makes it possible
to form flexible partnership models that support the development of
territories on a long-term basis [10].

It is important that such documents are comprehensive and well-
structured: they clearly formulate a strategic vision for the development
of the territory, identify key tasks, and select a set of practical tools
— from communication campaigns and tourist brands to investor
motivation systems and infrastructure development. In addition, the
strategies prescribe quantitative and qualitative performance indicators,
which allows assessing progress and adapting actions in accordance with
changes in the external environment.

Thus, foreign experience confirms that the implementation of
well-thought-out and institutionally supported marketing strategies is
an important element of increasing the competitiveness of regions and
creating conditions for their sustainable development.

Conclusion. Thus, it can be confidently stated that marketing tools
are gradually becoming an integral element in the field of public admin-
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istration. In the context of global competition and dynamic socio-eco-
nomic changes, the task of the state is not only to regulate and control,
but also to create the most favorable conditions for meeting the needs
of the population. This involves active support for national producers,
the development of the domestic market and strengthening the country’s
positions in the international economic arena. In this context, it is import-
ant to develop a comprehensive strategy and flexible tactics to support
national producers both within the country and abroad. Such a strategy
should include tools to stimulate innovation, ensure access to financial
resources, improve infrastructure, promote exports, create a positive im-
age of domestic products and increase their competitiveness. It is also
important to establish communication between the state, business and
consumers, ensuring transparency of decisions and taking into account
the interests of all market participants. As a result, marketing in the field
of public administration appears as one of the key factors influencing
economic sustainability, the well-being of citizens and the effectiveness
of the development of a modern state. It allows you to form a long-term
vision of the country’s progress, adapt public policy to changing needs of
society and create conditions for sustainable prosperity — both economic
and social.

3APYBI)KHHUM JJOCBIJ] BAKOPUCTAHHSA
MAPKETUHI'OBUX IHCTPYMEHTIB Y CUCTEMI
HYBJIIYHOI'O YITPABJITHHSA

Y cmammi euseneno axmyanvuicmos 3acmocy8ants incmpymenmio
Mapkemuney 6 OisiibHocmi  cywacHoi Oepocasu. Ha  cvoeoowmi,
3a YMO8 mpueano2o pepopmyeanus U MOOepHIizayii nyOaiuHOl
cepu, a came npoyecie¢ HaOAHHA NYOMYHUX NOCTYe, 3POCMAE
3HAYEHHA  KAIEHMOOPIEHMOBAHO20  NiOX00Y, OCHOBHONW — BUMO20I0
AK020 € opienmayis Ha Kiiewma, i0eHmughikayis tioco nomped ma
3a0e3neyents GUCOKO20 PiBHs NOCTYe, Wo Haoaromucs. Brasaui npoyecu
peopmysanus 1 mpanchopmayii eumazaroms 6i0 cucmemu nyoOIUHO20
VYNPABNIHHA RIOBUWYEHHS Pe3YIbIMAMUSHOCTE YNPAGIIHCHKOI OIIbHOCHI,
a omoice NOWYKY HOBUX THHOBAYIUHUX IHCIMPYMEHMIG YNPAGAiHHI, WO
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3A0060ILHAMUMYMb GUMOSU HACY WOOO AKOCTI, Pe3VIbmamueHOCmi ma
KAIEHMOOPIEHMOBAHOI QIAIbHOCI 0OpeaHie nYONiuHOI 61a0U.

Pozenadacmuvca nowamms «mapxkemuney» ma MONCIUBOCMI U020
3acmocygeanns 8 cucmemi nyoniynoco ympaeninus. Haeonoweno,
Wo MapkemuHe y KOHMeKCmi NyOniuHo20 YAPAGNiHHA — ye KOMNIEKC
Oill, CNPAMOBAHUX HA 3A0060NIeHH NOmped 2SpoMadsiH, NiOGUUCHHS
ehexmusHocmi pobomu 0epICABHUX OP2aAHI8 MA NOKPAWEHHS AKOCTI
ocumms Hacerenusi. Bin exniouae 6 cebe uguenns nomped yitbosux
ayoumopiii, po3pooKy ma GnpoeadNCeHHs GIONOGIOHUX NOCIYye Md
npocpam, a makodxc ix epexmueny KOMYHIKAYil0 ma NpPOCYBAHHSL.
Busieneno, wo oxpim yvozo mepminy 3acmoco8yemvcsa yina HU3Ka
CUHOHIMIYHUX NOHAMb U 36aXHCAIOYU HA CYYACHUL CMAH PO3GUMKY
HayKu nyoniyHo20 YNpPAGiHHs, CII0 3ay8ancumu, wo OO0CHIONCEHHS.
3a Yi€lo MmemMamuKkolo He Jaule He 8mpauaioms CE0€i aKmyaibHOCHI,
ane i nompebyioms nNpoO0BIHCeHHs, OCKINbKU NOHAMMS <MAPKeMUH2y
6 cucmemi NyOIIUHO2O YNPABNIHHA» Nepedysac HaA emani c8oco
HOYAmMKOB020 PO3GUMKY.

3anpononosano  iHcmpymenmu  0epiCcaABHO0  MAPKEMUHZY,
30KpemMa: pekiama, anaiiz purKy, po3pooKy Mapkemun2080i cmpameeit,
KOMYHIKQUYIIHI ~ KAMNAHil, 36>583KU 3 SPOMAOCbKICMIO, YNPAGLiHHS
penymayieio, npo8eodeHHs. Q0CHIONCEeHb, PO3POOKY Ma BHPOBAOICEHHS
npozpam, 3anyueHHsi epomaocvkocmi ma iHwi. L[i  incmpymenmu
CHPAMOBAHI HA POPMYBAHHS NOZUTHUBHO20 IMIOACY 0epIIcasu, NPOCY8aAHHS
il inmepecie ma 3anyuenns ineecmuyii. Ilpogedeno ananiz pesyromamis
BUKOPUCMAHHS MAKUX THCIMPYMEHMI8 Y cucmemi nyOniuHo20 ynpasiiHHs
3axopoouHux Kpain. Hazonowerno, wo mapkemune ¢ cucmemi nyoaiuno2o
VIPABAIHHA € CKIAOHOI0 CUCTHEMOIO, SIKA BUMALAE KOMNLEKCHO20 Ni0OX00y
Ma UKOPUCMANHS PISHUX THCIMPYMEHMI6 018 00CACHEHHA NOCMABIEeHUX
yinet.

Knrouosi crosa: mapkemune, nyoniune ynpasiints, mepumopiaib-
HUL MapKemune, 0epicagHa niompumKda, MapKemuH208i iHCmpymeHmu,
MapKemuH2061 nPocpamu.
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