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image; tipped marketing materials and campaigns culture of the country, region,
city, where manufactured goods, to take into account the demands of consumers
for whom it is intended, and especially the area where it is sold; use three very
important to appeal to the advertising audience factors - historical roots, the
realities of today and forecasts for the future.

The term "brand" that came in the Ukrainian language in English, has
several meanings. Its literal translation - factory mark, stamp producer.

The main meaning of the brand is that it is not so much a characteristic of
the product or service as precise and implemented ideology that offensively and
implementing advertising in the mass consciousness of certain attitudes and
principles. The brand actively encourages consumers to a certain social group,
which is inherent in this ideology. With the purchase of goods or services the brand
offers people to join this social group, which is inherent in this ideology and thus
effectively solve many problems real or imagined physical, emotional and even
spiritual nature. Consumer brand advertised goods and services as it falls under its
protection. From this perspective, the brand solves the problem of alienation of
man from society. The brand is a marketing concept and means well-known
trademark. Usually, if at least 20% of the target audience are positive about the
product, then it can be called brand. Of course, this figure depends on the
competitive market, as determined by an expert. The conversion brand in the brand
is at that moment when the objective perception of product value and brand
replaced personal resistant to them. The consumer gives his subjective, assessment
of quality, reliability, safety, ergonomics, design, product name; He adds to his
emotions.

The process of creating the brand and manage is called branding. It can
include the creation, enhancement, restoration and change the stage of
development of the brand, its expansion and deepening. Branding is defined as a
firm set of actions aimed at the implementation of a strategy to promote its
products and services is to create a brand. This strategy should be formed from the
earliest days of the company and performed throughout his follow-up [13, p. 124].
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OUIHKA KOHKYPEHTHUX MO3NLIN MIANPUEMCTB
MACAXWMPCbBKOIO KOMMMNEKCY 3 YPAXYBAHHAM
NOoANbHOCTI CTPATEINNYHNX NMAPTHEPIB

B cTaTTi aBTOp [OCMIA>KYE NWTAHHA BM3HAYEHHS KOHKYPEHTHWX MO3WLii
MigNPUEMCTB NACa>kMPCbKOr0 KOMMNEKCY 3 ypaxyBaHHAM NOANbHOCTI CTpaTeriyHux
napTHepis, WO [03BOMMTb 6ifbll O6'PYHTOBAHO 06MPaTX MEPCNEeKTUBHI KOHKYPEHTHI
cTpaTeril
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KntoyoBi cnoBa: cTpaTeris, KOHKYpeHLis, Naca>knpcbkuidi KOMMAEKC, NapTHePCTBO.

B cTaTbe aBTOp MCCnedyeT BOMPOC O OMNpefeneHUn KOHKYPEHTHUX NPEUMYLLECTB
NPeanpUATUIA Macca>KMPCKOro KOMMJeKCa C YyY4eTOM JOSTENbHOCTW CTpaTernyeckmx
napTHEepOB, YTO NO3BOMT 60/ee 060CHOBAHHO BbibUpPAThb NEPCNEKTUBHLIE KOHKYPEHTHbiE
cTpaTermu.

KntoueBbie  cnoBa:  CTpaTerus,  KOHKYPeHUMS,  MaCCa>KMPCKMA  KOMMEKC,
napTHepPCTBO.

MoctaHoBKa npo6nemu. O6paHHA CcTpaTerii PO3BUTKY MNAacaXMpCbKOro
KOMMNJIEKCY € CKNaAHO i BiaMOBIAanbHOK CMPaBol), Tak K Bif MpaBUAbHOCTI Ta
06r'pyHTOBAHOCTI Ti BUOOPY 3aNeXUTb He TiflbKW NPUBYTKOBICTb AiANbHOCTI, ane i
cama MOro >XWTTe3faTHiCTb. HeBipHO nouyaTkoBe 06paHi cTpaTeriyHi uini Ta
BIAMOBIAHO LUAAXM TX AOCATHEHHS MOXYTb NPUBECTM NacaXMPCbKUA KOMNIEKC A0
6aHKpyTCTBa. TakoX i HaBNaku, NpaBWU/bHO 3BaXEHI NapameTpy 30BHILLIHLOMO Ta
BHYTPILLHLOrO cepefoBuMLLA 3abe3neyaTb NpaBW/bHWIA BMUOIp AOr0 CTpaTeriyHoro
PO3BUTKY i BUBEAEHHS NOr0 Ha HOBWIA PiBEHb AiSSIbHOCTI.

[0N0BHOK NPOGMEMOID [N MApKeTONoriB  MacaXMpPCbKUX KOMMNEKCY €
AMHaMiKa KOHKYpeHUiT. Y LbOMY CK1afaeTbCA CYTHICTb KOHKYPEHTHUX CTpaTeriii -
CYMEpHMLUTBO Ha PUHKY MNacaXupcbkux nepeseseHb, L CApaBXHs BiiHa 3a
NOTEHUIHMX nacaxupis.

[na nacaknpcbKoro 3aisHUYHOrO TPAHCMOPTY, LU0 MpaLtoe Ha TUX CerMeHTax
PVHKY MacaXXMpCbKUX NepeBe3eHb, e KOHKYPEHTU CX0Xi OAMH Ha OJHOro, PUHKOBA
KOHKYPEHLLif iICTOTHO BMJIMBAE Ha Pe3ynbTaTh iXHLOT rocnofapcbKoi AisNbHOCTI B
uinomy. Tomy AOCNIIKEHHA KOHKYPEHTIB 3 METOK BUPILIEHHI E€KOHOMIYHUX
npobsem nacaXupCbKMX mnepeBe3eHb - 060B’A3KOBi. Lle uyacTuHa MOCTIAHO
AIH04Oro npouecy AOCNifXKeHHA puHKIB. HeobXigHICTb  JOCNifKeHHs  Aii
KOHKYPEHTIB Ha OCHOBI CCTEMHOIO NiAX04y i CUCTEMHOrO aHanisy NigBULLYETLCA
TOMY, LIO pe3ynbTaTu AOCNIKEHb PO3rNAAArTbCA HE TiNbKM AK iHopMayiliHi
3acobK, ane i AK Taki, L0 [03BOMAKTL KepiBHMKaM CY6’eKTiB rocrnofaproBaHHS
NacaXmMpcbKOro KOMMEKCY KOHKPETHOro BWAY TPaHCMNOPTY MPUAMAaTK pilleHHSs,
CNpsIMOBaHi Ha MOMIMLWEHHA CUCTeMW YMpaBAiHHS MNPOLECOM MepeBe3eHb -
OCHOBHWM BUOM AifSIbHOCTI.

MeTta cTatTi. BW3HauYeHHA  KOHKYPEHTHMX  MO3uuiidi  NignNpMeEMCTB
NacaXmMpcbKOro KOMMEKCY 3 ypaxyBaHHAM NOANbHOCTI CTpaTeriyHux napTHepiB.

AHania oCHOBHMX gxepen. [MWTaHHAMW KOHKYPEHTHMX CTpaTeriin B cdepi
nacaxupcbKoro KOMMeKcy 3aimanucs Taki BUYeHi: AKcboHOB |I.M., BakaeB A.A.,
YapkiHa T.HO. Ta iHLwi.

BuknageHHA OCHOBHOro Matepiany. OuiHlO4YM B UiNOMYy TeHAEHUIT y
cthepi NacaXXMpPCbKMX MepeBe3eHb, CNif 3a3HaunTH, WO KOHKYPeHLis B TenepiluHil
yac € JocuTb HKOpPCTKOw. Lle 06ymoBAOE Heo6XigHICTb MOCTIMHOro ix
MOHITOPUHIY Ta KOMMMIEKCHOrO AOCNI[AXEHHA CBOr0 KOHKYPEHTHOIO MOMOXEHHS
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Ha PUHKY TPaHCNOPTHUX NOCAyr. BnavMBy KOHKYPEHTIB NifAaeTbCcs 3anizHUYHWIA
TPaHCMOPT, PUHKOBI MO3WLiT KO0 BCE aKTMBHIlle 3aBOMOBYHOTb KOHKYPEHTM -
aBTOTPAHCMNOPT (NMPUMICLKI MepeBe3eHHs) Ta aBiaTpaHCMopT (faNbHi NepeBe3eHHs).
Kpim TOro, fK BXe 3a3Hayasocs, MacaXupcbKi MepeBe3eHHs 3ani3HUYHOro
TPaHCNOpPTY [0Ci 3aMLLAa0TbCA 36UTKOBUMMU.

ToMy AN BU3HAUYEHHA KOHKYPEHTHUX MO3WLiA NiANPUEMCTB NacaXupebKoro
KOMMNIEKCY 3anponoHOBaHWiA HOBWI MeTOAMYHWIA NiAxi Ha OCHOBI OUiHKM
KOHKYPEHTHOT no3uuii nignprvemcTBa 3 ypaxyBaHHSAM OSAMbHOCTI CTpaTeriyHnx
napTHepiB, WO [03BOANTb 6ifblW 06rpyHTOBaHO 06UpaTM MEPCMEKTUBHI
KOHKYPEHTHI cTpaTerii.

MoKasHWK «napTHepcbka KOHKYpeHTHa no3uuis» (MKM) nponoHyeTbes
po3paxoByBaTu 3a hOpPMy/IoLo:

MKM =KIM eKun, @
fe KM - KOHKYpeHTHa mo3uuisi nignprvemcTaa (BU3HaueHa 3a MeToankow GE

Mc Kinsey);
Knon - Koe(ilieHT  NOSNbHOCTI  CTpaTeriyHMX  NapTHepiB,  SKWi

3anpornoHoBaHO BM3Ha4aTu 3a (bOpMyfIOIOZ

n
Kncn:E Xi'a’ (2)
i=1
e Xi- NOoKa3HWK NOSANLHOCTI i-ro NignpueMcTBa-napTHepa;
af- nuTOMa Bara 3HauywL|OCTi i-ro NiANPUEMCTBa-NapTHepa s NeBHOro

TpaHCcnopTHOro nignpvemctea, » a =1

N - KifIbKIiCTb CTPaTErivHnX napTHepiB..

Matpuuss Mc Kinsey nepegbavae Bubip cTpaTterii 3a [JOMNOMOrot
CniBCTaBNeHHA [BOX K/OYOBMX MOKAa3HWUKIB - rany3eBoi npuBabiMBOCTI Ta
KOHKYPEHTOCNPOMOXKHOCTI Cy6’eKkTy rocnogaptoBaHHa. Matpuus GE/Mc Kinsey
Ma€e po3mipHicTb 3x3 i cknagaeTbea 3 9 ocepedkis (KBagpartis).

PiBeHb NOANBHOCTI NPOMOHYEMO OLiHIOBATU 3a AOMOMOrOK OMUTYBaHHS
npoBigHUX (axiBLiB TPaHCMOPTHUX NIANPMEMCTB. 3pa30K aHKeTW HaBeAeHO B
Tabn. 1

Tabnuus 2.- AHKeTa ONUTYBaHHSA NPO PiBEHb NOANBHOCTI
cTpaTeriyHux nmapTHepiB nignpuemcTBa

MapTHepn OuiHKa piBHA NT0ANBHOCTI
HU3bKUIA HK4e cepefHin BULLE BMCOKMIA
cepeaHbLOro cepefHbLOro
1.MpunBaT6aHK +
2.Ekcnpec GaHK +
3.BAT +
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«KpHoKiBCbKMIA
BaroHoOyAiBHUIA
3aBOf»

N nocTa4anbHMK
n-ro Bugy +
pecypcis

Micns 06po6neHHs aHKeTW BUKOHYEMO MepeTBOPeHHN BepbasbHOI WKanu Ha
umdposy:

«HU3bKWUI piBeHb» - 0 6Ganis;

HWXYe cepeaHboro» - 0,5 6anis;

«cepefHin» - 1,0

«BULLE cepeHbOro» - 1,5

«BUCOKNI» - 2,0.

0 6aniB - He MOX/MBE NAapPTHEPCTBO abo Oro BiACYTHICTb.

16ana- HelTpanbHe BiHOLIEHHS NapTepiB.

2 6ana- MPUCBOIOKOTLCA, MPW BUCOKOMY PiBHI MapTHEPCTBI.

OTXe, KO MOKa3HUK «MapTHepCbKa KOHKYPEHTHa No3uuis» MeHwe 1, T0
CMiBPOBITHULUTBO NapTHepiB He [fyXe HafiliHe No BiAHOWEHHIO [0 HaLoro
nignpremctea. AKWO X nokasHuk MK 6inbwe 1, TO AaHa No3uuis BKasye Ha
BUCOKWIA CTYNiHb JOBIpM A0 HALIOMO MiANPUEMCTBA 3 MO3ULLIT NapTHepCTBa.

BWCHOBKM. 3 ypaxyBaHHAM 3anpornoHOBaHUX CTpaTeriii Tpe6a BU3HAUYUTM Ha
maTtpuui HoBi (NepcnekTWBHI) CTpaTeriyHi Mno3uuil KOXHOro rocnojapcbkKoro
nigposainy. Hapgani cnig nopiBHATM TX nonepeaHi cTpaTerivyHi  nosuyii 3
MOX/IMBUM MOJSIOXKEHHAM Yy MaiibyTHbOMY, NpoaHanisyBaT MMOBIpHY TPAEKTOPIt0
pyxy. Ons Toro, wo6 npaBWAbHO 06paTW CTpaTeritd AiANbHOCTI NacaXupcbKoro
KOMIM/EKCY, MNOTPI6HO NpaBWAbHO OWIHUTWM MOTEHUiVHI Oro MOXAMBOCTI Ha
OCHOBI aHanisy BHYTPIlUHbOro CepefloBULLA Ta 3AIACHUTM aHani3 ranysi Ta iHWKUX
30BHILUHIX YAHHUKIB.
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K.N. Razymova

ESTIMATION OF COMPETITIVE POSITION OF PASSENGER
COMPLEX ENTERPRISES TAKING INTO ACCOUNT
LOYALTY OF STRATEGIC PARTNERS

Electing of strategy of development of passenger complex is difficult and
responsible, so not only profitability of activity but also its viability depends on a
rightness and validity of the choice. Incorrect initial strategic aims and accordingly
selected ways of their achievement can bring a passenger complex over to
bankruptcy. Vice versa, the correctly self-weighted parameters of external and
internal environment will provide a correct choice its strategic development and
lead it outto the new level of activity.

In this article the author researches the question of determination of the
competitive position of passenger transport companies on the basis of loyalty
strategic partners that will elect a reasonably promising competitive strategies

For passenger rail transport that operates on the passenger transport market
segments where competitors alike, market competition significantly affect the
results of their business as a whole. Therefore, research competitors in order to
solve the economic problems of passenger transportation - are required. This is part
of a permanent process of market research. The need to study the actions of
competitors on the basis of a systematic approach and system analysis increases
that research results are considered not only as a means of information, but also as
to permit the management of the entity passenger transport specific mode of
transport decisions aimed at improving process control Transportation - main
activity.

Estimating on the whole tendencies in the field of passenger transportations, it
should be noted that a competition in present tense is hard enough. It stipulates the
necessity of their permanent monitoring and complex research of the competition
position at the market of transport services. A railway transport market positions of
that all more active conquer competitors are a motor transport (suburban
transportations) and air transport (distant transportations) yields influence of
competitors. In addition, as marked already, passenger transportations of railway
transport remained unprofitable until now.

Therefore for determination of competition positions of enterprises of
passenger complex new methodical approach is offered on the basis of estimation
of competition position of enterprise taking into account loyalty of strategic
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partners, that will allow more reasonably to elect perspective competition
strategies.
Keywords: strategy, competition, passenger complex, partnership.

YK 338.512:339.138(477)
[aBpuneHko A.B., Maspunko T.0.

IHOOPMALINHI CUCTEMW B YTMPAB/IHHI
KOPMOPATUBHWMW BIBHEC-MPOLLECAMU

Y cTaTTi AOCNig>KeHi 0C0BAMBOCTi KOPNOpaTWBHKX IHChOPMaLiiHUX cUcTeM, X
poni BynpasniHHi 6i3Hec-npoLiecamun Ha NignpreMcTBi.

KntouoBi  cnosa:  KopnopaTWBHI  iHopmauiiiHi - cucTemu,  BMMOrM [0
KOpPropaTuBHAX iH(OpPMALiiHNX CUCTeM, MeTOAM BrPOBAL>KEHHS  KOPMopaTMBHUX
iHopMaLiiHNX cMCTEeM, MeTOAMKa BMPOBALYKEHHS KOPMOPATMBHWX iH(hOpMAaLiiHNX
CUCTEM.

B cTaTbe wuccnegoBaHbi  OCOGEHHOCTW  KOPMNOPaTMBHUX MH(OPMAaLNOHHUX
CUCTEM, NXPO/b BYNpaBaeHnn B13Hec-npoLeccamn Ha NpeanpuaTug.

Kntoyesne cnosa: KopnopaTwBHUE WMH(OPMALMOHHWE CUCTeMU, TpeboBaHWA K
KOpPNopaTMBHUM WH(OPMALMOHHAM CACTeMaM, MeTOAM BHEPEHWUs KOpnopaTWBHWX
VH(OPMAaLNOHHUX CUCTEM, MEeTOAMKA BHEAPEHWA KOPMNOPaTMBHUX WHKHOPMALMOHHNX
cucTeMm.

MocTaHOBKA npo6nemun. byab-fKe CcyyacHe BeluKe MigNPUEMCTBO,
HesaneXxxHo Bif cdepn AiANbHOCTI i (OPMM BNacHOCTI, He MOXe YCMiLLIHO
po3BmBaTUCb 6e3 (PYHKLIOHYBaHHA €AWHOT iH(OpMaLUIAHOT cucTemMu, WO
aBTOMaTU3ye 3[IMCHEHHS BCiX KNOYOBMX Gi3Hec-npouecis. CuCTeMU ynpasniHHA
6i3Hec-npoLecamu f03BONAIOTL KOOPAMHYBATU AisNbHICTb AK CNiBPOBITHUKIB, Tak
i nigpo3ginie, 3abe3neuyounm HeobXifHY WBUAKICTb | TOYHICTb NPUAHATTA
TaKTUYHUX | CTPATEriYHMX PilLeHb.

B ocTaHHI pokn Ha BIiTUM3HAHWUX NIANPUEMCTBAX AOCUTb CTPIMKO MoYanu
BMNPOBALKYBaTUCb KOPMOPATWBHI iH(OPMaLLiiHI cucTeMun, AKi Pi3HATLCA NO pagy
XapaKTepuCTUK, TakuX $K BapTiCTb, (YHKLUIOHa/bHI MOXAMBOCTI, TEPMiHM
BMKOHaHHS po6iT. lMonpu Te, WO iCHYIOTb BignarofxeHi MeToau i MeToAMKa
BMPOBa)KEHHA KOopnopaTuBHMX iHGopMauiinHux cuctem (KIC), He y BCix
BMNagkax (QyHkKuioHyBaHHA KIC npmBoguTb [0 6aXaHOro  MifBuWLLEHHS
e(eKTUBHOCTI AifANbHOCTI NiANPUEMCTBA.

HeobxigHum € 6inbLu 3BaXkeHWI Nigxig 4o snéopy KIC ansa 3abesneveHHs
BiANOBIAHOCTI LUineid, WO CcTOATL nepes NIANPUEMCTBOM, | MOXIUBOCTAMM
BNPOBaMKEHOI iH(opMaLiiHOT cuCTeMK, ydvacTi y Mpoueci BMPOBAMKEHHSI He
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