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Anoranig. CTarTs npucBsueHa (OPMYBAHHIO HOBHMX HAyKOBHMX pILIEHb LIOJO0 PO3pOOKU
METOAMKH OI[IHKM KOHKYPEHTOCIIPOMOYKHOCTI YKpPaiHCBHKOI MPOAYKIlii TBAPMHHHIITBA HAa CBITOBUX,
MDKHApOJHMX Ta HalllOHAJBHUX PHUHKaxX 30yTy 3 BpaxyBaHHs BIUIMBY €KOHOMIYHUX BHKIIUKIB.
HaromomeHo, mio ykpaiHCBbKi MiANPUEMCTBA TBAPUHHUITBA MAIOTh IOMWJIKH Y OLIHII
KoHKypeHTocnpomoxHocTi mponaykiii (KII) Ta BusBIeHHI CHUIBHHUX 1 CIaOKUX CTOpIH BJIACHOI
KOHKYPEHTHO1 TMO3WIIi Ha CBITOBUX, MDKHApOJHUX Ta HalllOHAJBPHUX pHHKax 30yTy uepes
BIJICYTHICTh aJekBaTHUX MeToauk omiHku KII. Mertoro crtaTtti € po3poOka METOTUKH OLIHKH
KOHKYPEHTOCIIPOMOYKHOCTI YKpaiHChKOi MPOJYKIii TBAPUHHUITBA HAa CBITOBUX, MIKHAPOJHHUX Ta
HaI[lOHAIBHUX pHUHKaX 30yTy 3 BpaxyBaHHs BIUIMBY €KOHOMIYHMX BHUKJIMKiB. MeToaoJioris:
BUKOPUCTAHO KOMIUJIEKC 3arajbHUX Ta CHELIaJIbHUX METOJIB Ha €MIIPUYHOMY 1 TEOPETUYHOMY
pIBHAX, TakuxX SK: ICTOPMYHMM Ta  KOMIApaTMBHOI OIHKM — JUIS  OLHIOBAHHS
KOHKYPEHTOCIPOMOYKHOCTI YKpAiHChKOI NMPOJYKIIi TBAPMHHUIITBA HA CBITOBOMY PHHKY 30yTYy;
MOPIBHSAHHS — JUIs (POpMyBaHHS BUMOT JI0 Cy4acCHOi METOAMKH OLIIHKM KOHKYPEHTOCIIPOMOKHOCTI
npoaykuii TBapuHHULTBa (KIIT) Ha CBITOBMX, MDKHApOAHMX Ta HAIllOHAJBHUX PUHKAX 30yTy 3
BpaxyBaHHs BIIMBY €KOHOMIYHMX BMKJIMKIB; JIOTIYHOTO y3araJbHEHHS Ta HayKoBOi aOcTpakuii —
JUI BU3HAYEHHS KIIIOUOBUX CKIIAJIOBUX METOJUKH, L0 PEKOMEHIYETHCS JUIsl MIPOBEACHHS OL[IHKU
KOHKYPEHTOCIIPOMOKHOCTI YKPaiHChKOI MPOIYKIIii TBAPMHHUITBA HA HAILlIOHATbHUX, MIXXHAPOTHUX
Ta CBITOBOMY pHHKax 30yTy; aHalli3y Ta CHHTE3Y — JJIsi XapaKTEpPUCTUKH TPYHOBHUX OJIOKIB
metoaukun owiHku KIIT; meronu cucremarusanii, TpynyBaHHS 1 JIOTIYHOTO y3araJdbHEHHS IS
cucreMmarusanii iHopmamii, GopMyBaHHS BUCHOBKIB 1 HAyKOBUX MPOMO3MIIA cTaTTi. Y CTaTTi
BUKOPHUCTAaHO CHUCTEMHO-(DYHKI[IOHATbHUN, 1CTOPUYHUI Ta CUCTEMHMH MiIXOJH y PO3KPUTTI Ta
BUPIIIEHHI MPOOJIEMaTUKU PO3POOKH METOJMKH OIIIHKHM KOHKYPEHTOCIPOMOXKHOCTI YKpaiHCHKOT
NOPOAYKIIl TBAapUHHMILITBA Ha CBITOBHX, MDKHAPOJHMX Ta HAI[lOHAIBHUX pHHKaxX 30yTy 3
BpaxyBaHHSIM BIUIMBY €KOHOMIYHMX BHUKIHUKIB. Pe3yjabTaTtu: po3po0ieHO METOJUKY OLIHKH
KOHKYPEHTOCIIPOMOKHOCTI YKpaiHChKOI MPOJYKIii TBAPUHHULITBA 3 BpaxyBaHHAM BIUMBY Ha KIIT
€KOHOMIYHUX BUKJIUKIB.
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IHOCTAHOBKA IMTPOBJIEMH

VYkpaiHChbKe TBAapUHHUIITBO Ma€ 3HAa4YHI IpoOieMu om0 (GOpMyBaHHS 1 3a0e3MEUCHHS
KOHKYPEHTOCTIPOMO>KHOCTI poaykiii. Tak, 3a mepion 3 2012 mo 2022 pik CBITOBHI PUHOK M’sica Ta
MPOJYKTIB 3 M’sica Bupic Ha 16,29 %, a BUpOOHUIITBO M’sica Ta MPOJYKTIB 3 M’sica B YKpaiHi 3pociio
TinbKH Ha 2,71 %, 1m0 npu3Beno 10 3MEHIIEHHs TUTOMOI Bark YKpaiHChKOI MPOIYKIIii Ha CBITOBUX
punkax Ha 0,08 % mo 0,65 % y 2022 poui. TiabKHM MO BUPOOHUITBY KYPSATHHH YKPAiHCBHKI
BUPOOHMKH TOKa3yBaJld MO3UTHBHY AMHaMiKy BUpoOOHMITBA 1 30yry. CuTyarlisi y BUpPOOHUIITBI
MOJIOKA Ta MOJIOYHHMX MPOAYKTIB B YKpaiHi e kputuyHima. 3a nepioa 3 2012 mo 2022 pik Ha ¢oHi
3pOCTaHHs CBITOBOTO PHUHKY MOJIOKa Ta MOJOYHHMX MpoAykTiB Ha 27,14 %, B VYkpaini #oro
BUPOOHULITBO 3HU3MIIOCH Ha 26,16 %, 1110 MpHU3BeNo 10 3MEHILIEHHS YaCTKU KpaiHW Ha CBITOBOMY
punky Ha 0,49 % no 0,55 % y 2022 poui. HaiiGinp1n KpuTHYHOO Oyiia CUTYyallisi Ha pUHKY S€Ib Ta
MIPOJYKTIB 3 f€lb, ¢ HAa (POHI 3HAUHOTO 3POCTAHHS CBITOBOTO pUHKY y mepiof 3 2012 mo 2022 pik
Ha 28,08 %, B Ykpaini BUpoOHUITBO 3HU3MIOCH Ha 28,71 %, 1m0 mpu3Besao A0 3MEHIICHHS YaCTKU
KpaiHu Ha cBiToBOMY puHKY Ha 0,65 % 10 0,68 % y 2022 poi [1].

[Ipobnemu yKpaiHCPKOTO TBAaPHHHUITBA 3 KOHKYPEHTOCIPOMOXHICTIO MPOAYKIii Oyiu
MOB’sI3aHI 3 HE MOXJIMBICTIO YKpaiHCHKHUX BHPOOHMKIB a/JIeKBAaTHO pearyBaTh Ha EKOHOMIYHI
BHUKJIMKH Ta MIBUJKI 3MIHM CHUTYyaIlii Ha CBITOBHX, MDKHAPOJHHMX Ta HAIOHAIBHUX PUHKAX 30yTy
npoaykiii. CBiToBa MaHieMis, Mepexili Ha MOCTIHAYCTpiadbHy MOJENb PO3BUTKY EKOHOMIYHUX
CHCTEM pI3HOTO PiBHS, 3pOCTaHHS €KOJIOTIYHHX BHMOT, HApOUIyBaHHsS LU(pPOBi3alii, mepexia Ha
LUPKYJISAPHY MOJIeNIb PO3BUTKY, pOCiiicbka BIHChKOBA arpecisi MPU3BEIM JI0 BTPATH KOHKYPEHTHHUX
MO3MIINA YKpailHCHKOI MPOIYKIii TBApMHHHIITBA HAa CBITOBUX, MIKHApOJHUX Ta HaIlOHAJIBHUX
pUHKax 30yTy.

3HayHOI0 TPOOIEeMOI0 JUIsl YKPaiHCBhKUX BHUPOOHMKIB MPOAYKLIi TBapUHHHIITBA Ta
0e3mocepeIHbO YKpPaiHChKOI MPOAYKLIi TBAPUHHHULTBA Yy cepi KOHKYPEHTOCHPOMOXKHOCTI OyiH
MIOMMJIKM Y OIHI[I KOHKYPEHTOCIPOMOKHOCT1 Ta BHUSBJIEHHI CUJIBHHUX 1 CIIA0OKHMX CTOPIH BJIACHOL
KOHKYPEHTHOI MO3MLii Ha CBITOBHUX, MDKHapOJHUX Ta HallOHAJBbHUX pHHKax 30yry. Jiroui
METOJIMKH OLIHKM KOHKYPEHTOCIPOMOKHOCTI IPOAYKLII € HEJOCTaTHhO MPUIATHUMHU AJISl OLIIHKU
KOHKYPEHTOCIIPOMOKHOCTI MIPOAYKIIiT TBAPUHHULITBA B YMOBAaX €KOHOMIUYHUX BUKJIMKIB Ta MIBUIKO]
TpaHcopMallii eKOHOMIYHUX CUCTEM PI3HOTO PIBHS, 110 BUMArae MouryKy HOBUX, aJJalTOBAHUX IO
CY4aCHUX YMOB METOJUK OIIIHKM KOHKYPEHTOCHPOMOXHOCTI mponykuii tBapuHHMLTBa (KIIT).
HaBenena HaykoBO-TIpakTH4YHA Mpo0sieMa BUMAarae MmpoBeIeHHS MOAANBIINX HAYKOBUX PO3BIJIOK Ta
(bopMyBaHHS BIAMOBIIHUX MPAKTUYHUX PEKOMEHAAIlIH, 1110 1 00YMOBMIIO aKTyalbHICTh IPOBEIECHHS
JIOCIIIKEHHS.

AHAJII3 JOCJLIKEHD I MYBJIIKALII

[IpoGnematuka po3poOKH METOIUK OLIHKH KOHKYPEHTOCHPOMOKHOCTI HPOAYKIIi, y TOMY
YHCI1 MPOAYKIIi TBAPUHHHUIITBA, 3HAXOAUTHCS Y (POKYC1 yBaru ykpaiHChbKHX Ta IHO3€MHUX BUEHHX.

3aKkOpJIOHHI ~ BY€Hl, AakKIEHTYIOTh yBary, a00 Ha 3arajJbHUX AacHeKTaX OILIHKHU
KOHKYPEHTOCIIPOMOKHOCTI Ta HaMararoThCsl 3allpONIOHYBATH yHIBEpPCaJIbHY METOJUKY OI[IHKH, a00
aKLEHTYIOTh YBary Ha HOBITHIX pO3poOKax y MEBHMX HampsMax OLIHKU (rpadiduHi METoAH,
eKCIepTHI METOJM 3 MaTeMaTHM4YHOIO IHTEpIIpETalli€el0 pe3yiabTaTiB, aKUEHT Ha NEeBHI BHIU
MPOJYKIIIT 3 BpaxyBaHHAM cHEU(IKU KOHKYPEHTOCIIPOMOXHOCT1). 3BEPTaEMO yBary Ha po3poOKu
y cdepi OLIHKH KOHKYPEHTOCIPOMOXHOCTI MPOAYKIii, Y TOMY YMCIi TBapMHHHIITBA, HACTYIMHHUX
3akopaoHHUX HaykoBiiB: E. ®@yiop, T. 3aBartki, 1. Makcim [2]; A. Jliycraitiene, K. ITepeckic, H.
Cnasinckaire, T. JIlim6a [3]; 1O. Jlonr [4]; C. Boxuek [5] Ta iHIIHMX.
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VYkpaiHChbKI HAyKOBII Y CBOiX HAayKOBHUX PO3pOOKaxX, akIEHTYIOTh yBary, abo Ha ajamnTarii
3aKOpAOHHUX METOJMK OLIHKH J0 YKpaiHCBKHX peasiii 3a0e3rnedeHHs] KOHKYPEHTOCIIPOMOXKHOCTI
MPOAYKIIT HA CBITOBUX, MIKHAPOJIHHUX Ta HALlIOHATBHUX PUHKAX, a00 Ha pO3pOOKY YHIKAIbHUX IS
YkpaiHM METOAMK OIIIHKA KOHKYPEHTOCIIPOMOXKHOCTI TPOAYKIli, y TOMY YHCI MPOMYKIIii
TBapMHHHITBA. Binmiuaemo poGotu: B.M. bakaii Ta JI.B. Jlinnuk [6]; A.A. Crenaukosoi [7]; C.®.
Kyuep ta B.I'. Bacuinsesa [8]; H. JIucenko [9]; H.M. 3apuiskoi [10] ta iHmmx.

He 3Baxkarounm Ha 3HAYHUI HAyKOBUH JOpPOOOK MIOJO0 BUPINICHHS NPOOIEM OIIHKH
KOHKYPEHTOCIIPOMOXXHOCTI ~ MPOAYKII Ta po3poOKH BIANOBITHUX METOAMK IPOBEICHHS
OLIIHIOBAHHS, HE PO3KPUTHMHU 3JUIIAIOTHCS TEOPETUKO-TIPAKTUYHI TMPOOJIIEMH  OIHIOBAHHS
KOHKYPEHTOCIIPOMOYKHOCTI YKPaiHCBhKOI NMPOAYKI[il TBAPUHHUIITBA HA CBITOBHUX, MDKHAPOIAHUX Ta
HAI[lOHAIBHUX pHUHKaX 30yTy 3 BpaxyBaHHSA BIUIMBY EKOHOMIYHMX BHKJIMKIB, IO BHMAarae
IPOJIOBXKEHHS TIPOBEACHHS JIOCIIIIKEHb.

®OPMYJIIOBAHHS HIJIEM CTATTI TA IOCTAHOBKA 3ABJIAHHSA

Meror0o  TpOBENCHHS ~ JOCHI[DKEHHS  BUCTYNa€  pPO3pOOKa  METONMKM  OLIHKH
KOHKYPEHTOCTIPOMOKHOCTI YKpPaiHCHKOI MPOAYKIii TBAPHHHUITBA HA CBITOBHX, MDKHAPOTHHX Ta
HalliOHAJTBHUX PUHKaX 30yTy 3 BpaxXyBaHHS BIUIUBY €KOHOMIYHUX BUKJIUKIB.

METOAOJIOI'TA

B Mmexax HayKOBOTO OCIHIIKEHHsI, JJIs JOCSITHEHHS METH CTaTTi, BUKOPUCTAHO KOMIUIEKC
3arajlbHUX Ta CHEIabHUX METOMIB Ha EMIIIPHYHOMY 1 TEOPETHYHOMY pIBHAX, TaKHX SK:
ICTOPUYHMIA Ta KOMITAPATUBHOI OLIHKU — JUIs OLIHIOBAaHHSI KOHKYPEHTOCIIPOMOKHOCTI YKPaiHChKOT
MPOAYKIil TBAPUHHUIITBA HA CBITOBOMY PUHKY 30YTY; MOpIBHAHHS — AJIsi ()OPMYBaHHSI BUMOT JIO
Cy4acHOi METOJMKH OLIHKH KOHKYpPEHTOCHpoMoOkHOCTI mpoxaykuii TBapuuHuiTBa (KIIT) Ha
CBITOBUX, MDKHAPOJHHMX Ta HAI[IOHATBHUX PHUHKAX 30yTy 3 BpaxyBaHHsS BIUIUBY EKOHOMIYHHX
BUKJIMKIB; JIOTIYHOIO Y3arajJbHEHHS Ta HAyKOBOi aOcTpakuii — JUIsi BHU3HAUEHHS KIHOYOBUX
CKJIAJJOBUX METOJWKH, IO PEKOMEHIYETHCS ISl TPOBEICHHS OIIIHKHM KOHKYPEHTOCIPOMOKHOCTI
YKpaiHChKOi MPOJYKIi TBAPMHHULITBA HAa HALIOHAJIBHMX, MDKHApOJHUX Ta CBITOBOMY pPHHKax
30yTy; aHali3y Ta CHUHTE3Y — U1 XapaKTepUCTHKU TpynoBux OnokiB meroauku ouinku KIIT;
METOAM CHUCTeMaTHu3allii, TPYNyBaHHs 1 JOTIYHOrO y3arajibHEHHs Ui cucTeMmaru3alii iHdopmarlii,
(hopmyBaHHSI BUCHOBKIB 1 HAYKOBHX ITPOIIO3HIIiH CTATTI.

Metomonoris JIOCHiIKEHHsI CHHMPAETbCs HAa CUCTEMHO-(DYHKIIOHAJIBHUH, ICTOPUYHUM Ta
CUCTEMHHMH MIOXOAM Y PO3KPUTTI Ta BUPIIIEHHI NPOOJIEMATUKH PO3POOKHM METOJUKU OLIHKH
KOHKYPEHTOCIIPOMOKHOCTI YKpaiHChKOi MPOJAYKIil TBAPUHHHUITBA Ha CBITOBMX, MIKHAPOJHHUX Ta
Hal[lOHAJIbHUX PUHKaX 30yTy 3 BpaXyBaHHSM BIJIUBY €EKOHOMIYHHMX BUKJIUKIB.

BUKJIAJL OCHOBHOI'O MATEPIAJTY JOCJIIKEHHSA

IcHytoun MeETONMKHM OLIHKHM KOHKYPEHTOCIPOMOXHOCTI MpOAYKIIi, HE y MOBHIH Mipi
OiAXOJATh /10  aJeKBAaTHOI OI[IHKM KOHKYPEHTOCIIPOMOXKHOCTI HPOJYKIii TBapUHHUIITBA
YKpaTHCHKUX MIANPUEMCTB Ha HaIllOHAIbHUX, MDKHAPOAHHUX Ta CBITOBOMY PHHKAX, OCKUIBKH, a0 €
JOCUTh MPOCTMMU 1 CHOUPAIOTBCA HAa OJUH YM  JEeKUIbKa  KJIIOYOBUX  IOKa3HMKIB
KOHKYPEHTOCIIPOMOKHOCTI, 1[0 HE J03BOJSE OTPUMATH JOCTaTHIA 3a PO3MIPOM MAacuB
yIIpaBIIiHCHKOI 1H(opMarlii, abo € 3araJlbHUMH 1 HE BPaXxOBYIOTh crelM(}iKy KOHKYpeHLii y ramysi
TBApUHHUIITBA HA CBITOBOMY, MDKHApOJAHHUX Ta HAIllOHAJIbHUX PHUHKaX, a00 HE BPaXOBYIOTh BIUIMB
€KOHOMIYHUX BHKJIHKIB, TaKUX SIK: CBITOBa MaHAEMis, MepexXili Ha MOCTIHIYCTpialbHY MOJIENh
PO3BUTKY E€KOHOMIYHUX CHCTEM PI3HOTO pIBHS, 3pOCTAaHHS E€KOJOTIYHHUX BUMOT, HapOIIyBaHHS
udpoBizallii, nepexia Ha LUPKYJSPHY MOJIENb PO3BUTKY, pOciiichbKa BilicbKOBa arpecis.


https://management-journal.org.ua/index.php/journal

Perehuda, Yu. (2024). Methods for assessing livestock products competitiveness under economic challenges.
Management and Entrepreneurship: Trends of Development, 2(28), 8-19. https://doi.org/10.26661/2522-1566/2024-
2/28-01

[Tpobnemu 11070 3MIHCHEHHS OLIHKH KOHKYPEHTOCIPOMOXXHOCTI MPOAYKIIi TBapUHHUIITBA
YKpaiHCBKUX MIJNPUEMCTB Ha HAllOHAJIbHUX, MDKHApOJHUX Ta CBITOBOMY PHHKaxX BHMAararoTh
po3poOKkK HOBOT MeToauKu, mo Oyzae BpaxoByBarh BIUMB Ha KIIT ekOHOMIYHMX BHKITHKIB.
HaBenemo BuMOrm 10 cydacHOi METOAMKHM OIIIHKM KOHKYPEHTOCHPOMOXHOCTI MPOIYKIi
TBApUHHUIITBA HA CBITOBUX, MDKHAPOAHUX Ta HALIOHAJIBHUX PUHKaX 30yTy 3 BpaXyBaHHS BILIHBY
€KOHOMIYHUX BUKJIHUKIB (puc. 1).

Bumorn no metonuku orinku KIIT

[ToBuHHA BpaxoBYyBaTH KJIIOYOB1 €JIEMEHTH | THyYKiCTh (MOXKITUBICTH 3aMIHU OKPEMHX
. e . . .
dbopMyBaHHS KOHKYPEHTOCITPOMOXKHOCTI 0JIOKIB YM MOKA3HUKIB OI[IHKH)
IToBuHHA BpaxoByBaTu NpoOLECU IToBuHHA BpaxoByBaTH Iepexif Ha
g posizarii > IOCTIHAYCTpiaJlbHy MOJEIb PO3BUTKY

€KOHOMIYHUX CHUCTEM PI3HOTO PiBHS

IToBuHHA BpaxoByBaTH Mepexij Ha IToBuHHA BKIIIOUaTH KiNbKICHI Ta SIKICHI
LMPKYJIAPHY MOJIENIb PO3BUTKY < NOKA3HUKHU OLIIHKU
€KOHOMIYHUX CHUCTEM PI3HOTO PiBHS

V

[ToBuHHA 6a3yBaTHCh HA BUKOPHCTaHHI | IloBuHHa OyTu npuaatHa juis owinku KIIT
pO3pO0OK IHO3EMHUX Ta BITYM3HAHHX | Ha HaI[lOHAJbHUX, MI)KHAPOJIHUX Ta
BUCHUX CBITOBOMY pHUHKax 30yTy

Puc. 1. Bumoeu 0o cyuacHoi memoOouxu oyiHKu KOHKYPEHMOCHPOMOHNCHOCHE NPOOYKYIi
MBAPUHHUYMEA HA CBIMOBUX, MIDCHAPOOHUX MA HAYIOHANLHUX PUHKAX 30YMY 3 8PAXYEAHHS GNIUEY
EeKOHOMIYHUX UKTIUKIE

IDicepeno: enacmi 00cnioHcenHs.

Po3kpreMo KITIOUOBI CKJIaZIOBI METOJUKH, IO PEKOMEHJYEThCS IS HPOBENEHHS OLIHKH
KOHKYPEHTOCIPOMOKHOCTI YKpPaiHChKO1 MPOIYKI[iT TBAPMHHUIITBA HA HALlIOHAJIbHUX, MI>KHAPOTHUX
Ta CBITOBOMY pUHKaX 30yTy:

1. OuiHtoBaHHs OyJe 31HCHIOBaTUCH MO IIECTU TPYNOBUX OJoKax, siKi OyJyTh BpaxoByBaTH
BB Ha KIIT @akropiB Mmakpo-, Mme30-, MikpopiBHA. KoxkeH piBeHb (yHKIIOHYBaHHS
€KOHOMIYHUX CHCTeM Oyjie BKIIOYATH JBa IPYNOBI OJOKU OI[IHIOBAHHS: MaKpOpPIBEHb - JIep)KaBa Ta
PHHOK; ME30PiBEHb - Trayly3b Ta PETriOH JepXaBH; MIKPOPIBEHb — MiJIPUEMCTBO Ta MPOIYKIis. Y
MpoLIEC] OLIHIOBaHHS KUIBKICTh OJIOKIB MOXJIMBO 30UIbIIyBaTH a0O 3MEHIIYBAaTH IiJ| BIUIMBOM
3MIHU BUMOT JI0 YIIPaBIIIHCHKOI iH(OopMaIlii, AKy HaJa€ METOAMKA OI[IHIOBaHHS.

2. KoxeHn rpymnoBuii 0J0K MpOBEIECHHS OI[IHKM BKJIFOYAE JCCATh OJUHUYHUX KUTBKICHHX Ta
SKICHUX TMMOKa3HUKIB 3/IIHCHEHHS OomiHKH. KiNbKICTh Ta Ge3mocepeHh0 caMi OJMHUYHI TTOKa3HUKU
OI[IHKA TI0O KOXXHOMY TPYIMOBOMY OJOKY MOMJIMBO 3MIHIOBAaTH IIiJi BIUIMBOM 3MIHH BHMOT [0
yIIpaBJIiHCHKOI 1H(OpMaIlii, IKy HaJJa€ METOMKA OL[iHIOBAaHHS.

3. OrmiHOBaHHSA 3/IACHIOETHCS 3a MATPUYHUM OaJbHUM METOJIOM OIlIHKM Ha OCHOBI
BUKOpHCTaHHs «marpuui Himbcenay [6, c. 278].
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[Tpu 1bOMy KOXKHOMY T'PYIOBOMY OJIOKY NMPHCBOIOETHCS MUTOMA Bara (cyma nopiBHioe 1,0)
Ul PO3paxyHKy IIJCYMKOBOIO IIOKa3HHMKA (3arajbHOi OI[IHKM KOHKYPEHTOCIIPOMOKHOCTI
NPOAYKIil TBApUHHUITBA HAa BIJINOBIIHOMY pPHHKY): mponykmis Ta mignpuemctso mo 0,30;
Jiep>KaBa, pUHOK, raiysb, period 1o 0,10. ¥ rpynoBux 610kax NMTOMa Bara OAMHUYHUX [TOKa3HUKIB
JOPIBHIOE MMUTOMIH Ba3i rpynoBOTo OJIOKY.

4. Jlns mpoBeNeHHsI OI[IHKK OOMparoTh NMPOIYKTHU-aHAJIOTH, TOOTO 1ACHTHYHI MPOJIYKTH 3a
CKJIaJIOM, SIKICTIO Ta CMaKOBHUMH XapaKTEPUCTHUKAMH a00 MPOAYKTHU-3aMiHHHKH, TOOTO MITYy4HI
MPOAYKTH 200 POCIMHHI 3aMIHHHMKH MPOAYKIIT TBAPUHHMIITBA, & TAKOXK BIJMOBITHI PUHKU HA SKUX
Ooyne ouintoBatuck KIIT. Punku oOuparoTbesi 3a JBOMa MapaMeTpaMu: OXOIUICHHS (CBITOBHIA,
MDKHApO/IHI, HalllOHATBHUT), piBEHB KOHKYpEHIIii (BUCOKOKOHKYPEHTHHUH,
CepeTHbOKOHKYPEHTHHH, HU3bKOKOHKYPHEHTHHI PUHOK, PUHOK 3 0OMEKEHHSIMH).

5. OuiHKu poOJIATECS MO OAMHUYHMM IIOKA3HUKaM, TPYHOBUM OJOKaM Ta 3arajoM IO BCIM
OnokaM (3arajibHa OIIHKa KOHKYPEHTOCIPOMOXHOCTI MPOAYKIiT TBAPUHHUIITBA HA BiAMOBIAHOMY
PHHKY).

VY meronuui Oeperbesi CTOOATbHA LIKANA OLIIHIOBAHHS, IO OCOOJMBO 3pY4YHO IS SKICHUX
MOKA3HUKIB OLIHKH. {7151 OMMHUYHUX MOKA3HUKIB Ta IPYMOBHUX OJIOKIB BUALIEHO YOTUPHU KPHUTEpIi
ouinku: 0-25 — ayrcaiinep - KpUTUYHI TPOOIEMH 3 TOKa3HUKOM (OJIOKOM TOKa3HHKIB), IO BUMArae
KOHIIEHTpallli Ha X YCYHEHHI a00 HiBeNIOBaHHI BIUIMBY Ha KOHKYPEHTOCIPOMOXKHICTb MPOIYKIIil;
26-50 — HasBHICTH 3HAYHUX NPOOJIEM 3 MOKA3HUKOM (OJIOKOM MOKa3HHUKIB), [0 BUMAararTh yBaru

Ta BupimeHHs; 51-75 — BiacyTtHicTh mnpobnem; 76-100 — migep 3a mnoka3HUKOM (OJIOKOM
nokasHukiB). 3aranbHa ominka KIIT Ha BU3HAYCHOMY PHHKY Oy[e MaTH TaKOX YOTHUPH KPHUTEpIi
ouminku: 0-25 — ayrcaiinep (pekomMeHAOBaHO MTITH 3 pHUHKY); 26-50 — mnpobremu 3

KOHKYPEHTOCTIPOMOKHICTIO (PEKOMEHJIOBAHO INTH 3 PUHKY a00 KPUTHYHO 3MIHHTH MiAXOIU IO
dbopMyBaHHs 1 3a0e3meueHHs] KOHKYPEHTOCIIPOMOXHOCTI mpoaykuii); 51-75 — mocraTHiit piBeHb
KOHKYPEHTOCIIPOMOKHOCTI  (DEKOMEH/IOBAaHO CKOHIICHTPYBaTHCh Ha 3aXUCTI KOHKYPEHTHHX
no3uiiit abo nepeiTu y Jiaepu punky); 76-100 — minep puHKY (PEKOMEHA0OBAHO CKOHIIEHTPYBATUCH
Ha 3aXHMCTI KOHKYPEHTHUX IO3WIII Ta PO3MMpPEHHI PHUHKY a00 Ha 3aXOIUICHHI OUIBIIOI YacTKH
PUHKY).

6. VY xoxuuii 6ok oninku KIIT 6yne BkiItoueHO 0OAMHUYHI TOKa3HUKHU PiBHS UG pOBi3alii Ta
PiBHS Iepexoay Ha MOCTIHAYCTpialbHy LUPKYJSPHY 3€JI€HY MOJEb PO3BUTKY, 3 aKI[EHTOM Ha iX
BIUIMB Ha KOHKYPEHTOCITPOMOXHICTb TTPOAYKIIi1 TBAPUHHHIITBA.

Jlnist OLIHKM PIBHSI Mepexoay Ha MOCTIHAYCTpiaJibHy LMPKYISPHY 3€J€HY MOJIENb PO3BUTKY
(ITL3MP) pexomennyerbcst BukopuctoByBaTH mnokasHuku OECP [11], inaukartopu 3eneHOi
exoHomiku FOHEII [12], moka3nuku 3eneHoi exkonomiku [lompmi [13], inaukatopu ['moGanbpHOTO
[nnekcy 3enenoi ekoHOMIKH [14], MOKa3HUKM CUCTEMH BUMIPIOBAHHS MIPOrPECY 3€1€HOI EKOHOMIKU
(GEP), o po3po6iena IMapTaepcTBoM st aiit oo 3enenoi ekonomiku (PAGE) OOH [15].

Hapani Hamamo xapaktepuctuky rpynoBuM Ornokam wmetoauku omiHku KIIT, a Ttakox
PO3KPHUEMO OJTMHUYHI MTOKA3HUKU JIJIs1 KOXKHOTO OJIOKY OLIIHKU:

1. Jlep>kaBa — reHepye MO3UTHUBHI @00 HETATUBHI LIOKH Ul PUHKIB Ta MPOIYKIIi 32 paxyHOK
YIIPaBJIIHCHKUX BIUIMBIB, Yy TOMY YHCII Yepe3 MOJATKOBY IOJITHUKY Ta 3aKOHOJIaBYO-HOPMATUBHI
IOKyMeHTH. Jlep>kaBa Mae 3HauHE ajleé HE KIIFOYOBE 3HAYEHHS IS KOHKYPEHTOCIPOMOXKHOCTI
npoaykuii (KII), mo 1o3BoawiIo B3sTH MUTOMY Bary Ajis po3paxyHkiB y po3mipi 0,1. Haenemo
matpuiio ouinku KIIT 3a 6mokom «JlepkaBay BpaxOBYHOUYHM OJMHUYHI TOKA3HUK OLIHKH Ta TUTOMY
Bary OJIOKY 1 OKpeMHUX IOKa3HUKIB, @ TAKOXK KpUTEPii OLliHKH (Tab. 1).
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Tabnauys 1

Mampuys oyinku KIIT 3a 610kom «/lepocasay

npoGIemMn) npoGiemn) npoGitem) 3a KpUTEpieM)

0,10

0,10
0,10
0,10

0,10
0,10
0,10
0,10
0,10
0,10
0,10
0,10

IDicepeno: enacui 00cnioxHceHHs.

2. PUHKHM BU3HAYAIOTh MIAXOAU 10 (OPMYBaHHS KOHKYPEHTOCIIPOMOKHOCTI MPOAYKIi Ta
CYKYIHICTh KOHKYPEHTHUX IepeBar, IO BaxuiuBl i 30yry mnpoxaykuii. Ilpu 1pomy
BHUCOKOKOHKYPEHTHHUH PHHOK XapaKTePH3YEThCS: 3HAYHOI KUTBKICTIO KOHKYPEHTIB, BHUCOKHMH
BUTpaTaMM Ha BX1Jl Ta BUXiJ, aKLIEHTOM Ha MapKETHUHT Ta KPEaTUBHICTh y MPOCYBaHHI MPOAYKIIT 10
CTIOKHMBAYiB, )KOPCTKOI KOHKYPEHTHOIO OOPOTHOOI0 HaBIiTh 32 HE3HAYHI YACTKH PUHKY, MTOCTIHHUM
MOIIYKOM  HOBHUX  KOHKYpPEHTHUX nepeBar. CepeAHbOKOHKYPEHTHHH PHHOK  JI03BOJISIE
CKOHIIEHTPYBATUCh Ha KIFOYOBUX JUISI PUHKY (PAaKTOpax KOHKYPEHTOCIIPOMOXKHOCTI MPOAYKIIii,
OOMEXUTH BUTPATH Ha MApKETHHT, CKOHLIEHTPYBATUCh HAa YroAax 3 KOHKYPEHTaMM Ta (OpMyBaHHI
PUHKOBHX aJbsHCIB BHUPOOHMKIB. HW3bKOKOHKYPHEHTHHH PHHOK XapaKTEPU3YEThCS: Maiike
MOBHOIO BIJICYTHICTIO KOHKYPEHTHOI OOpOTBHOM, MOXJIMBICTIO JUISI HiANPHUEMCTB OTPUMYBATH
JOJJATKOBI TPUOYTKH BiJl MPOAAXKY MPOIYKIii Yepe3 HasSBHICTh PUHKOBOI CHJIM Ta BUKOPWCTAHHS
acuMeTpii iH(popMarllii, HU3bKMMH BHUTpaTaMH HAa MAapKETUHI Ta MPOCYBAHHSA NPOAYKLIi 10
CTOXKHMBAYiB, HASBHICTIO 11032 PHHKOBUX YTOJ MK BHPOOHMKaMH mpoaykuii. Jns puHKY 3
OOMEKEHHSIMH XapaKTEpPHUM € HasBHICTb OOMEXEHb, 1110 He 03BOJSIOTh BUMTH Ha HHOTO 1HILIUM
BUPOOHHMKAM TIPOIYKIIii a00 pOOJIATh TaKWi BUXiM BKpal CKIQAHUM Ta BUTPATHUM IO pecypcam, y
TOMY 4Hcli BUTpaTaM dacy. OOMeXEHHSAMH Ui PUHKY MOXYTb OyTH: JiepKaBHO-a/IMiHICTpaTHBHI
OOMEXEHHsI 100 BXOAYy Ta (PYHKIIOHYBaHHS Ha PUHKY; BHUPOOHHYI OOMEKEHHS, €KOJOTIuHI
oOMeKeHHs; peliriiHi oOMeXeHHs; KyIbTypHI oOMekeHHs. BpaxoByroui BaJIMBICTh PUHKIB JJIS
KOHKYPEHTOCIIPOMOXKHICTh TMPOAYKI[T aje MOXJIHUBICTh MJIs MIANPUEMCTB OOINTH OUIBIIICTD
PUHKOBHUX OOMEXeHb, IIbOMY OJIOKY OLIHKM Oyia mpucBoeHa nuroma Bara — 0,1. Hasenmemo
Matpuirto omiHku KIIT 3a 610kom «PUHOK» BpaxoBYHOUM OJWHWUYHI MOKA3HUK OILIIHKH Ta MMUTOMY
Bary OJIOKY i OKpeMHUX TIOKa3HUKIB, & TAKOXK KPUTEPil OLliHKH (TabI. 2).
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Tabauys 2
Mampuys oyinku KIIT 3a 610kom « Punoxy

51-75 76-100
(BimcyTHiCTh (tmimep 3a
mpodem) KpHUTEPIEM)

0-25 (ayrcaitmep, 26-50 (3HauHi
KPUTHYHI MPOOIEeMH) TPOOIIeMN)

0,10

0,10
0,10
0,10
0,10
0,10
0,10
0,10
0,10
0,10
0,10
0,10
IDicepeno: enacui 00cnioxnceHHs.

3. Tanmy3b A7 KOHKYPEHTOCHPOMOXHOCTI MPOIYKIi BiJirpae CyTTeBE aje HE BU3HAYaIbHE
3Ha4eHHs. PiBHI pO3BUTKY Tramy3i Ta IiHTerpamii YYacHHKIB Taly3i MOXYTh BHUCTYNATH, SIK
JIOJAaTKOBOIO KOHKYPEHTHOIO IIepeBaroro, Tak 1 OyTd mpoOiiemMoro, W0 BIUIMBAaE Ha
KOHKYPEHTOCIIPOMOKHICTh Tponaykimii. [Ipy mboMy MiANPHEMCTBO MOXKE HE CKOPUCTATUCH
KOHKYPEHTHUMH  [lepeBaramMi, IO HaJgae rainy3b abo HiBenwoBaTd nOpodiemMu s
KOHKYPEHTOCTIPOMOKHOCTI MIPOAYKIIii, [0 OPOJPKEHI pO3BUTKOM raiy3i. BpaxoByioun HaBexeHe,
bOMY OJIOKY OIliHKM Oyno HajgaHo 3HaueHHs nutoMoi Baru — 0,1. HaBememo MaTpuiro OLIHKH
KIIT 3a Gnoxom «['amy3p» BpaxOBYIOUM OJMHHUYHI IMOKA3HUK OI[IHKK Ta TMHUTOMY Bary OJIOKY i
OKpPEMHUX MOKa3HHUKIB, a TAKOK KpHUTEPii OIliHKH (Tadi. 3).

Tabnuysa 3
Mampuysa oyinku KIIT 3a 6noxom «I any3sy

0-25 (ayrcaiinep, 26-50 51-75 76-100
KPUTHYHI (3Ha4Hi (BincyTHiCTh (timep 3a

npooiemu) npo0Oemmu) mpodiem) KpHUTEepieM)

0,10

0,10
0,10
0,10

0,10
0,10
0,10
0,10
0,10
0,10
0,10
0,10
IDicepeno: enachi 00cniodxiceHHs.



https://management-journal.org.ua/index.php/journal

Perehuda, Yu. (2024). Methods for assessing livestock products competitiveness under economic challenges.
Management and Entrepreneurship: Trends of Development, 2(28), 8-19. https://doi.org/10.26661/2522-1566/2024-
2/28-01

4. 3pocTaHHs BaXJIMBOCTI perioHiB kpaiH s ¢popmyBanHs KII, ocobamuBo arponpomykiii, y
TOMY YMCJ1 TBapUHHHIITBA, 1110 MMOYaaoch 3 KiHug XX cTopivyus Ta nmpojosxuiock y XXI cropiuui
MIPU3BEIIO 10 HEOOXIAHOCTI BUIUIUTH iX Y OKpeMHil OJIOK OLIIHKHM Mo3a OJ0KOM OLIHKU «Jlep:kaBay.
[Ipu npomy, 5K 1 3 AepkKaBOlO, PETIOHU MOXKYTh T€HEPYBATH MO3UTHBHI 1 HETaTUBHI IIOKU B MEXax
dopmysanus KII, ski mianpueMcTBa MOXKYTh BUKOPUCTOBYBAaTH a00 HE BUKOPUCTATH/HIBEIIOBATH.
HaBenene no3Boisie HajgaTu 3Ha4deHHs MUTOMOI Baru Osioky Ha piBHi 0,1. HaBenemo marpuirio
ouinku KIIT 3a 6mokom «Perion» BpaxoByrOUM OJUHHYHI MOKa3HUK OLIIHKU Ta TUTOMY Bary OJIOKY
1 OKpeMUX IMOKa3HKKIB, a TAKOK KpUTEpil OliHKHU (Tadm. 4).

Tabnuys 4
Mampuys oyinku KIIT 3a 6noxom «Peziony

0-25 (ayrcaiimep, 26-50 51-75 76-100
KPUTHYHI (3HauHi (BiICYTHICTH (migep 3a

npooiemu) mpooIemMu) mpooiem) KpHUTEpieEM)

0,10

0,10
0,10

0,10

0,10
0,10
0,10
0,10
0,10
0,10
0,10
0,10
IDicepeno: enachi 0ocniodxiceHHs.

5. IlignpueMCTBO € KIIFOYOBUM Yy Mexkax (popMyBaHHS KOHKYPEHTOCIIPOMOKHOCTI MPOIYKIIii,
BU3HAYaIOUN PiBEHb Ta OE3MOCEPEHHO BIUIMBAIOYM HA 3MIHH DPIiBHS KOHKYPEHTOCIIPOMOYKHOCTI
MPOAYKIT, 10 JO3BOJIMIO BUZHAYUTH MMUTOMY Bary 1poro 00Ky omiHku Ha piBHi 0,3. [Ipu ipomy
caMme MiAMPUEMCTBO, B MEXax 3J[IHCHEHHs YIPaBIIHCHKUX BIUTUBIB KEPIBHUKAMHU Ta MEPCOHAIIOM,
MO’Ke HiBemroBaTH HeraTuBHI BIUIMBM Ha KII ckiaagoBuX IHINMX OJIOKIB OIIHKH, a TaKOX
301TBITYBaTH KUTBKICTh KOHKYPEHTHHX TIepeBar BJIACHOI MPOAYKIIl YW HABIIAKW, 3MEHIIYBaTH iX
KUTBKICTh Yepe3 MOMMUIIKH, K1 MaIOTh Pi3HI IPUYUHM: YIIPABIIHHS; BUPOOHULITBO; MAPKETUHT; 30yT;
MOCTa4YaHHs; B3a€EMOBITHOCHHU 3 KOHTPareHTaMH, KOHKYPEHTaMH, CIIOKHBAYaMH, CYCITUTECTBOM Ta
MEePCOHANIOM; piBEHb aJamnTallii 10 EeKOHOMIYHMX BHUKJIHKIB, THYUYKICTh, HAsBHICTh Ta SIKICTh
AQHTUKPU30BOTO YIMpPaBIiHHSA, Yy TOMY YHCJII aHTHUKPU30BOTO (PIHAHCOBOTO  YIIPaBIIiHHS,
30BHIITHLOCKOHOMIYHA TMOJIITHKA; (piHAHCOBA MOJIITHKA; IIHOBA MOJIITHKA; MOJITUKA 3a0e3MeueHHs
skocTi. HaBenemo matpwuito omiaku KIIT 3a 6moxkom «IliampueMcTBO» BpaxoBYIOUH OJWHUYHI

MOKa3HHUK OI[IHKM Ta MUTOMY Bary OJIOKY 1 OKpEMHUX MOKa3HMKIB, a TAKOXK KpHUTepii OIiHKH (Tali.
5).

T
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Tabauys 5
Mampuysa oyinxu KIIT 3a 6noxkom «Ilionpuemcmaoy

0-25 (ayrcaiinep, 26-50 51-75
KPUTHYHI (3Ha4Hi (BimCyTHICTB
mpoOemu) poOIeMHu) mpoOIem)

76-100 (mimep
3a KpUTEpieM)

0,30

0,30
0,30

0,30

0,30
0,30
0,30
0,30
0,30
0,30
0,30
0,30
IDicepeno: enacui 00cnioxiceHHs.

6. Ilponykuis € Oasucom, Ha piBHI 3 miampueMcTBoM, (opmyBanHs KII, mo no3Bose
BU3HAYUTU MHUTOMY Bary Lboro Onoky ouiHku Ha piBHi 0,3. L{iHa, fKicTb, KaHaJU MPOCYBaHHS,
CMaKOBi SIKOCTi, TaKyBaHHA Ta (acyBaHHS, MapKETUHTOBE CYIMPOBO/KCHHS BH3HAYAIOTh
CIPUHHATTA NpOAyKUii pUHKOM Ta cnoxkuBadyamu. Baxmusum s KII e piBens nudposizanii,
iHHOBarii Ta BUKOopucTaHHsa ckianoBux [II[3MP. HaBenemo marpuiro orinku KIIT 3a Giokom
«IIpoaykuiss» BpaxoBYIOUM OJMHHWYHI TMOKAa3HUK OI[IHKM Ta MHMTOMY Bary OJIOKYy 1 OKpeMHX
MOKa3HUKIB, a TAKOXK KpUTEPii OIiHKH (TabdJ1. 6).

Tabauys 6
Mampuys oyinku KIIT 3a 6noxom «IIpodykyisny

0-25 (ayrcaiinep, 26-50 51-75
KpUTHYHL (3uauHi (BimcyTHICTh
mpobeMu) mpobeMu) mpobJiem)

76-100 (simep
3a KpUTEpieM)

0,30

0,30
0,30
0,30
0,30

0,30
0,30
0,30

0,30
0,30
0,30
0,30
IDicepeno: enacti 00CnioHceHHs.
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Binznauaemo KPUTUYHY  BaXKIIUBICTb ISt (dbopmyBaHHS Ta 1 ABUILCHHS
KOHKYPEHTOCIIPOMOYKHOCTI IPOIYKIIii TBAPHHHHUIITBA B YMOBaX €KOHOMIYHHUX BHKJIMKIB OTPUMaHHS
MEHeJDKepaMH  MIIIPUEMCTB JOCTaTHbOI Ta OO0’ €KTHBHOI yIpaBIiHCHKOI iHGopMamii, sKa
TeHEePYEThCS B MEXKaX BUKOPUCTAHHS aIeKBaTHUX MeToauK ok KIIT.

BHUCHOBKHA

ExOHOMIYHI BUKJIMKH, IO CYIPOBOKYIOTh PO3BHUTOK YKpAiHCBHKOI raiy3i TBapMHHUIITBA,
HOCTIHHO N1eOPMYIOTh KOHKYPEHTOCIIPOMOXHICTh BITUM3HSIHUX ITJIPHEMCTB TBAPHHHUIITBA Ta
NpOAYKIil TBapuMHHUITBA. HaBeneHe BuUMarae OTPUMAaHHS MEHEKEpaMH  MiANPHEMCTB
ynpaBiiHChKOi 1H(opMarlii, ska gomomoxke ¢GOpMYyBaTH MPaBUIBHY pEaKIil0 HAa EKOHOMIYHI
BUKIMKU Ta 3a0e3neunTtH aoctatHiid piBeHb KIIT. B mmx ymoBax 3HauHO 3pOCTa€ BaXIJIMBICTh
po3poOKM 1  3ampoBa/DKCHHSI ~ aJeKBAaTHUX  CYYaCHHUM  pealliiM  METOOUK  OIlIHKH
KOHKYPEHTOCIIPOMO>KHOCTI POAYKIIi1 TBAPHHHUIITBA.

[IpoBenene nOCTIKEHHS MO3BOJIMIIO PO3POOHMTH Ta 3alpONOHYBAaTH JIi BHUKOPHUCTAHHS
METOAMKY OLIHKA KOHKYPEHTOCIIPOMOKHOCTI ~ YKpaiHCBKOi ~MpPOAYKIi TBapUHHHUITBA 3
BpaxyBaHHsM BILIHBY Ha KIIT ekOHOMIYHUX BUKIIMKIB.

[IpakTU4HE BIPOBAHKCHHS MPOIO3UIIA 1 BHCHOBKIB JAaHOi CTaTTi CJIiJ PO3IISIaTH B
KOHTEKCT] iX Ba)IMBOCTI Ul MiJBUINEHHS KOHKYPEHTOCIIPOMOXHOCTI MPOMYKILIi yKpaiHCHKUX
HiANPUEMCTBAX Taly3i TBAPUHHUIITBA HA CBITOBUX, MKHAPOJIHUX Ta HALlIOHAJTHHUX PUHKAX 30YTYy.

[TepcriekTHBY MOJANBIINX TOCTIHPKEHb HA OCHOBI 1 3 BAKOPUCTAHHSAM HAYKOBHX PE3YJbTATIB
MIPOBE/ICHOTO JIOCITIDKCHHS, TOJSTaloTh Y po3polii cTpaTeriyHoro 3ade3rnedeHHs (HOpMyBaHHS
KOHKYPEHTOCIIPOMOYKHOCTI IPOYKIIil TBAPUHHHIITBA B YMOBAaX €KOHOMIUYHHMX BHKIIHKIB.
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METHODS FOR ASSESSING LIVESTOCK PRODUCTS COMPETITIVENESS UNDER
ECONOMIC CHALLENGES

Yuliia Perehuda
Kyiv, Ukraine

Annotation. The article is devoted to the formation of new scientific solutions regarding the
development of methods for assessing Ukrainian livestock product competitiveness in world,
international, and national sales markets, considering the impact of economic challenges. It has
been emphasized that Ukrainian livestock enterprises have errors in assessing the competitiveness
of products (CP) and identifying the strengths and weaknesses of their own competitive position in
the world, international, and national sales markets due to the lack of adequate methods of
evaluating CP. The article aims to develop a methodology for assessing Ukrainian livestock
product competitiveness in world, international, and national sales markets, taking into account the
impact of economic challenges. Methodology: a set of general and special methods has been used
at the empirical and theoretical levels. It includes historical and comparative assessments to
evaluate the competitiveness of Ukrainian livestock products in the world market, comparison — to
form requirements for the modern method of assessing livestock products competitiveness of (CLP)
on world, international, and national sales markets, taking into account the impact of economic
challenges; logical generalization and scientific abstraction — to determine the key components of
the methodology recommended for assessing Ukrainian livestock products competitiveness in
national, international, and world sales markets; analysis and synthesis — to characterize the group
blocks of CLP assessment methodology; methods of systematization, grouping, and logical
generalization for information systematization, formation of conclusions and scientific proposals of
the article. The article uses system-functional, historical, and systemic approaches to reveal and
solve the problems of developing a methodology for assessing Ukrainian livestock product
competitiveness in world, international, and national sales markets, taking into account the impact
of economic challenges. Results: methods for assessing Ukrainian livestock product
competitiveness have been developed, taking into account the impact of economic challenges on the
CLP.

Keywords: economic challenges, competitiveness, methods for assessing, assessment,
livestock products.
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Abstract. Strategic factor plays an important role in determining firm’s performance even
though it’s not clear whether firm size affect organizational performance. Therefore; an
investigation is required to assess the effect firm size, location and structure will have on firm’s
performance. For the purpose of this study primary data was used. The ex-post facto method was
employed. The population consists of the members of staff of Guinness International PLC Plant,
Lagos Nigeria. Yamane formula was adopted to determine the sample size. The data was analyzed
using manual and electronic based methods through the data preparation grid and statistical package
for the social sciences, (SPSS). Linear regression analysis method which also makes use of
ANOVA was employed to test the hypothesis. The findings of this study have shown a positive
relationship between Firm Size and competitive advantage such that competitive advantage is
affected by Firm Size. A finding from the study also shows that there is significant relationship
between organizational structure and firm performance. It was concluded that Strategic factors
cannot be overemphasized in determine the size, structure and performance of firm. This study has
made us understand the effect of strategic factor on firm performance and also revealed immense
benefit to both local and international firms as well as useful to students for further research. More
so, there was a positive relationship between Location and Profitability such that Location does not
affect Profitability in the organization. This study will make organizations to understand the effect
of strategic factor on firm performance and it will also be of immense benefit to both local and
international firms as well as useful to students for further research. It will help management and
manager to identify the effect of strategic factors on firm performance. For academician, the study
will give more insight into the relationship between strategic factors and firm performance.

Keywords. Strategic factor, Firm Size, Structure, Location, Organizational Performance.
JEL Classification: L10, L12, L21.
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INTRODUCTION

The world is becoming very competitive and firms are faced with environment which has
increased complexity, globalization, and dynamism (Fererrero et al, 2014). Daft (2013) posit that it
is generally confirmed that a value is achieved by improving firm performance persistently leads to
dynamism in the organization field, for decades, researchers argue that performance is discovery
and exportation at the same time. Hence strategic factors are those things that an organization or
business unit needs to get right in order to succeed with firm key stakeholders that is, firm
consumers, supplier’s employees, owners and any organization, business unit or individual that you
depend on for success (Abdullah et al, 2013). Strategic factor are also concerns with any issues
which regards gaining competitive advantage in the market place, strategic factors are usually
determined or identified by top management because they are differ from operational issues which
are directed by middle level or first line mangers because they focus on the daily function of the
business or firm at shop floor (Luttmer, 2010; Akinlo, 2010).

However, the concept of strategic factors is stretched to encompass several themes. In
today’s Nigeria, firms and industry operate under various conditions and constraints, which stand
on their way to the achievement of organizational performance; these are, high cost and shortage of
raw materials, shortage of funds, inability to recruit competent staff. Others include firm size,
location, organizational structure, speed of growth, irregular power supply, and the gender of
owner. Also, a section of the organized private sector contends that the various policies, incentives
and strategies, so far put in place for the firm and industrial sector, have either not been
implemented or have been inconsistent or are inappropriate, to stimulate growth and address the
problems of firm performance. (Ojo et al, 2006; Okoye, 2013; Kowo, Sabitu & Adegbite, 2018).
Daft (2013) showed that in order to achieve a desired level of organizational firm performance and
improve it, we must reinforce different strategic capabilities. They stated that abilities and
capacities must be created, integrated, and configured. This requires integration of some strategic
factors and capabilities including individual dominance, transformational leadership, common
ideals, reactiveness, and environment. According to Powell (2014) strategic factor lead to deal with
rapidly changing environment, increase competitive advantages, and improve firm performance.

The stakeholders use these criteria to evaluate you. Strategic Factors provide not only a
pathway to success but also a common currency that links the way in which strategic planning and
performance measurement are undertaken. The key word is link, and Strategic Factors form that
link. Strategic Factors across Sectors, Strategic Factors also provide the tools to be able to address
the needs not just of private sector profit-seeking organizations, but also of nonprofit organizations
from both the public and private sectors. Here again Strategic Factors act as integrators because all
organizations have them at their core. Firms’ idiosyncrasies intangible assets, offer superior
explanatory value for performance differentials irrespective of sectors (Busienei, 2013; Fan & Scott,
2003; Machuki & Aosa, 2011). Strategic factors are critical to firm and organizational performance.
However, this can only be possible in a situation whereby those selected strategic factors are well
implemented. Strategic factors are often considered as a possibility for large enterprises especially
multinational organizations than small businesses because of variations in size and ability to
overcome challenges in the business environment. Well implemented strategic factors are an
essential part of firm performance.

Statement of Problem

Ling, Zhao and Baron (2007) urged that organizational structure assessment has helped
companies in the alignment between their strategy and performance. Freeman and Mcvea (2014)
extended that organizational structure is a key element in establishing and managing the link
between strategy analysis and firm performance. Link between strategy analysis and firm
performance using organizational structure has actually led to strategic success or added firm’s
value. Even though it is not clear weather organizational structure affect firm performance indicated
by increased profit, revenue and growth, this research will examine the problem). This research
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seeks to answer the following questions (i) what extent does firm size affect firm performance? (ii)
What influence does organizational structure have on firm performance?

LITERATURE REVIEW

Conceptual Review

Concept of Strategic Factors

Strategic factors are critical to firm and organizational performance. However, this can only
be possible in a situation whereby those selected strategic factors are well implemented. Strategic
factors are often considered as a possibility for large enterprises especially multinational
organizations than small businesses because of variations in size and ability to overcome challenges
in the business environment. Well implemented strategic factors are an essential part of firm
performance. Strategic Factors are those things that your organization or business unit needs to get
right in order to succeed with your key stakeholders, that is, your customers, suppliers, employees,
owners and any other organization, business unit or individual that you depend on for success. The
stakeholders use these criteria to evaluate you. Ojo et al, (2006) pointed out that strategic factor
includes the size of a Firm, New Entrants, Technological and knowledge contribution, Location of
the firm, Speed of growth, Investment sector, Equity Base, Working Capital, Tariff Policy and
Organizational Structure (Ojo, 2006; Ongeti, 2014, Kowo, Akinbola & Akinriola, 2019)..

Firm Size and Firms Performance

It has always been the objectives of the firms to multiply in size in order to have an edge over
their competitors (Esteban, Yancy & Christian, 2010; Akhtar et al, 2012; Mufudza et al, 2013). The
positive relation between size and performance is theoretically explained by economies of scale.
However, many firms while increasing in size are having poor performance on yearly basis (Hall,
2013; Kinnu, 2014; Ramadan, 2011; Nameda et al, 2014). Generally the firm’s size, performance,
and survival differ from firm to firm in the market economy (Luttmer, 2010). The firm size means
that the ability of a firm possesses and the variety and number of production capability or the
quantity and multiplicity of services a firm can be offered concomitantly to its customers. The
firm’s performance has vital role in running businesses and, measuring performance helps to
identify firms’ position in a given time. Firm can optimize its capability through understanding the
determinant factors of its performance. In this way finding the relationship between Firm’s size and
profitability is valuable to the industry (Luthans et al, 2008; Yip et al, 2009; Combs, Crook &
Shook, 2003; Dogan, 2013).

Organizational Structure and Firm Performance

The traditional view of organizational structure describe structure as the way an organization
is configured into work groups relationship that link them seamlessly, together (Bhayani, 2010;
Ilian & Yasuo, 2005). Organizational structure and processes should fit/match its environment in
order to achieve to achieve its desired performance. There is empirical evidence that firms with
good structural organization fit perform better than those without good fit (Powell, 2014;
Accaoucaou, Merce & Castan, 2009). Many empirical studies have advanced the findings that
higher degree of formalization leads to lower performance and that centralized decision making
may only work better in stable public sector conditions (Donaldson, 2001; Kala & Guanghua,
2010). However there are various assumptions to these conceptualizations. First, enormity in size
leads to formalization, bureaucracy and more mechanistic mode, and also that this style is suited to
a stable environment (Burns & Stalker, 1961). Secondly, in a more dynamic environment,
centralized and mechanistic structure may be unable to change and make timely and relevant
decisions. It is imperative to note that even large organizations today need to be dynamic and
centralized. Strategic decision making is almost impossible in an organization with hundreds or
thousands of people in different cultures, time zones and business units. Therefore even in a
relatively stable and standardized environment, it is essential to decentralize decision making for
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quality in order to inspire customer loyalty and spur business success and hedge the firm against
any contingencies (Porter, et al.1980; World Bank, 2014).

Theoretical Review

Contingency Theory

Contingency theory is based on the original works of (Burns and Stalker, 1961) and was later
amplified by (Lawrence and Lorsch, 1967), who emphasized the need to examine the role of
contingencies or situations on organizations and their behavior. The theory argues that
organizations have to be integrated and differentiated to an extent of optimality, contingent upon the
level of environmental uncertainty (Okeyo, 2013;Miller & Cardina, 1994; Al- Dubai et al, 2014).
The contingency theory underscores the role of strategic alignment which enhances the fit between
an organization strategic priorities and its environment, which in turn leads to support
organizational performance (Morton & Hu, 2008; Okeyo, 2013). The underlying construct of
strategic fit is fundamental as it leads to a higher level of organizational consensus associated with
improved coordination and cooperation in the strategy and ultimately with organizational
performance (Walter et al., 2013; Ling et al (2007). It is imperative to note that effectiveness in
contingency theory has a wide range of meaning that includes, but is not limited to, efficiency,
profitability worker satisfaction and ultimately culminating better firm. Hence, good structural co-
alignment matched with prudent strategic choice and successful implementation usually leads to
superior performance. In the current study, the use of contingency theory is an endeavor to explain
how a strategy factor enhances better firm performance.

Empirical Review

Not too many studies have been conducted on the effect of strategic factors on firm
performance both in Nigeria and other economy of the world. However, in most researches carried
out, it has been established that strategic factors has had some significant effect on firm’s
performance. Some of their findings will be discussed below. (Ojo et al, 2006) Another study by
Ongeti (2014) found that structure plays a crucial determinant role in the expansion of firms and
industries. Based on the above argument, it is evidenced that structure factor plays important role in
the entrepreneurship development. Thus, this study commences to examine the effect of structure as
the moderator to the relationship between individual determinant, external factor and firm
characteristics with firm performance. It is visualized that the structural factor strengthens the
relationship between individual determinant, external factor and firm characteristics with firm
performance.

Gap in Literature

Very few studies have been conducted on the effect of strategic factors on firm performance,
most researches focus on the effect of selected strategy variables on firm yet it is still of great
disappointment that these problems still continue to occur in everyday business function. This may
be as a result of the fact that, something essential is not paid attention to. Several literature reviews
reveal that various seminars and conferences has been held in order to stimulate and enhance
strategic factors and their performance on firms, by performing some roles such as; the persuasion
of top management to enforce some strategies that would stimulate performance in their
organization, encouraging the use of strategic factors for firms benefit, and educating the top
management on the benefit of adopting some useful strategic instrument for firms performance.

METHODOLOGY

The ex-post facto method which involved the use of secondary data from the internet,
journals, articles, and so on was also used (Cooper & Schindler, 2001). For this research project, the
guantitative research design was used. A cross-sectional design was adopt as well. The aim and
objective of the study is to know the effect of firm size and structure on organizational performance.
The population consists of the members of staff of Guiness PLC Plant, Lagos Nigeria. For this
study, it is determined using Yarmane formula.


https://doi.org/10.26661/2522-1566/2024-2/28-02

MANAGEMENT AND ENTREPRENEURSHIP: TRENDS OF DEVELOPMENT
ISSUE 2 (28), 2024

To this extent the sample size is determined by [n = N ]
1+Ng?

Where: n = the sample size
N = population
= the limit of tolerance

Therefore, n = 280
1+280(0.05)*

= 280

1+280(0.0025)

= 280
1+0.7

= 280
1.7

= 165 respondents

A sample size of one hundred and sixty-five (165) employees out of the two hundred and
eighty (280) employee population of Guiness PLC Plant, Lagos Nigeria. All members of the
population had equal chances to be chosen as part of the sample because one hundred and sixty-five
(165) questionnaires were administered randomly to the entire employee population. The instrument
used for this research work is questionnaire and it valid because it is designed in such a way to
deduce information in the variables of the research problem. The data was analyzed using manual
and electronic based methods through the data preparation grid and statistical package for the social
sciences, (SPSS). The utilization of structured grids allows specific responses to be located with
relative ease and facilitate the identification of emerging patterns (Hair et al, 2006). In this research
work, linear regression analysis method which also makes use of ANOVA was employed to test the
hypothesis. Other methods of data analysis which was also used in this study include parametric and
non-parametric measurement such as trend analysis.

RESULTS AND DISCUSSION

Table 1
Analysis of Response Rate

300 88.7
38 11.3
338 100

Source: Author’s Fieldwork Computation, 2024
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Table 2
Descriptive Statistics
N Minimum Maximum Mean S.td'.
Deviation
FIRMSIZE 300 1.25 4.00 2.7108 54128
LOCATION 300 1.50 5.00 2.8500 62421
ORGANISATION
STRUCTURE 300 1.50 450 2.8842 .63592
COMPETITIVE
ADVANTAGE 300 1.50 4.25 2.8250 .60809
PROFITABILITY 300 1.00 4.25 2.8658 57552
CORPORATE
CULTURE 300 1.00 4.25 2.8658 57552
Valid N (listwise) 300

Source: Author’s Fieldwork Computation, 2024

Data Analysis Based on Hypotheses

The hypotheses of the study are: (1) firm size, location, and organisation structure does not
significantly affect competitive advantage; (2) There is no significant effect of firm size, location,
and organisation structure on profitability; (3) There is no significant effect of firm size, location,
and organisation structure. To test these hypotheses and achieve the objectives of the study,
multiple regression analysis was used. Multiple regression is based on correlation but allows a more
sophisticated exploration of the interrelationship among a set of variables. It makes a number of
assumptions about the data which are

1. Normality: It is assumed that the dependent variable is normally distributed (i.e. Learning
and Development Outcomes).

2. Multicollinearity: It is assumed that the independent variables (Operation Budget,
Cashflow Budget, and Static Budget) are not highly correlated.

3. Homoscedasticity: It is assumed that the variation among observations is even.

4. Linearity: It is assumed that the relationship between dependent and independent variables

is linear.

Mean = 2 83
Stel. Dev. = 608
N =300

80+

Frequency
3

204

[N

- 2(EDOI‘\"IPET|TI\n"SEDUAD\l'.ANTM;;IJ -
Fig 4.4.1.1: Histogram of Perceived Competitive Advantage Scores
Source: Author’s Fieldwork Computation, 2024
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Mean = 2.87
Stel. Dev. = 576
M =300

60—

Frequency
T

204

00 1.00 200 3.0 400 500
PROFITABILITY

Fig 4.4.1.2 Histogram of Perceived Profitability Scores

Source: Author’s Fieldwork Computation, 2019

Mean = 2.87
Std. Dev. = 576
N =300

60—

Frequency
3

juis] 1.60 2.IUD 3.IDD 4.IDD 5.00
CORPORATE CULTURE

Fig 4.4.1.3 Histogram of Corporate Culture Scores
Source: Author’s Fieldwork Computation, 2024

Test of Multicollinearity

Multicollinearity exists when the independent variables are highly correlated (that is r = .7
and above). Tabachnick et al (2001) suggested that you ‘think carefully before including two
variables with a bivariate correlation of, 0.7 or more in the same analysis’. There is need to consider
omitting one of the variables. To check for multicollinearity, bivariate correlation was conducted in
Table 4.4.2.1 below. In the table, the highest correlation was 0.470. It shows low multicollinearity
problem among Training Budget variables (Firm Size, Location, and Organisation Structure).
Therefore, all the variables are retained.

26
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Table 3
Correlation among Training Budget Variables

FIRM ORGANISATION

Pearso_n 1 642" 504"
Correlation
Sig. (2-tailed) .000 .000

N 300 300 300
Pearso_n 642™ 1 200"
Correlation
Sig. (2-tailed) .000 .000

N 300 300 300
Pearson ok ok
Correlation 504 702 1
Sig. (2-tailed) .000 .000

N 300 300 300

Source: Author’s Fieldwork Computation, 2024

Test of Homoscedasticity and Linearity for Hypothesis One

A scatter plot could be drawn to test for homoscedasticity and linearity of the relationship
between dependent variables (i.e. Competitive Advantage, Profitability and Corporate Culture) and
independent variables (i.e. Firm Size, Location and organization structure). Fig 4.4.3.1, 4.4.3.2 and
4.4.3.3 present the output of scatter plots. From the output below, there appears to be a moderate,
positive correlation among the variables. Respondents that are highly affected by Firm Size,
Location and organisation Structure experience high levels of Learning and development outcomes
which include Competitive Advantage, Profitability and Corporate Culture.
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(=]
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2 00— (o] (o] o] (] o o o
o] Le] o Q
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1.00 1.50 2.00 250 300 350 4.00
FIRM SIZE

Fig 4.4.3.1: Scatter Plot of Perceived Firm Size and Competitive Advantage Scores
Source: Author’s Fieldwork Computation, 2024
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Fig 4.4.3.2: Scatter Plot of Perceived Location and Competitive Advantage Scores

Source: Author’s Fieldwork Computation, 2024
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Fig 4.4.3.3: Scatter Plot of Perceived Organisation Structure and Competitive Advantage
Scores

Source: Author’s Fieldwork Computation, 2024

Test of Hypothesis One

Hol: Firm Size, Location and organisation structure do not significantly affect. Standard
multiple regressions were used to explore the effects of Firm Size, Location and Organisation
Structure does not significantly affect Competitive Advantage. Preliminary analyses were
performed to ensure no violation of the assumptions of normality, Multicollinearity,

28
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homoscedasticity and linearity. The result of regression as contained in Table 4.4.3.1: ANOVA,
shows that the F-test was 166.312, significant at 1 percent [p<.000]. This showed that the model
was well specified.

Table 4.
ANOVA?
Model Sum of Df Mean F Sig.
Squares Square
Regression 69.394 3 23.131 166.31  .000°
2
1 Residual 41.169 296 139
Total 110.562 299

a. Dependent Variable: Competitive Advantage
b. Predictors: (Constant), Organisation Structure, Firm Size, Location
Source: Author’s Fieldwork Computation, 2024

Hypothesis One

Also, the result of regression as contained in Table 4.4.3.2: Model Summary, shows that the R
Square gave a large value of 62.8 per cent. This means that the model (which includes Firm Size,
Location and Organisation Stricture) explained about 62.8 per cent of the variance in perceived
Competitive Advantage.

Table 5.
Model Summary
Model R R Square  Adjusted R Std. Error of the
Square Estimate
1 792° 628 .624 37294

a. Predictors: (Constant), Organization Structure, Firm Size, Location
Source: Author’s Fieldwork Computation, 2024

Specifically, the result of regression as contained in Table 4.4.3.3 Regression Coefficients,
tests the first hypothesis of this study. From the output below, there was positive relationship
between perceived Firm Size and perceived Competitive Advantage such that a unit increase in
Location scores caused about. 212unit increases in perceived Competitive Advantage scores which
was statistically significant at 1 per cent with the aid of the p value (0.004). Based on the result, the
null hypothesis is rejected; thus, there was positive relationship between Competitive Advantage
and Firm Size. Also, there was positive relationship between perceived Location and perceived
Competitive Structure such that a unit rise in perceived Location scores induced about .033-unit
increase in perceived Learning Effectiveness scores which was statistically not significant at 1 per
cent going by the p value (0.129). Based on the result, the null hypothesis is accepted; thus,
Competitive Advantage is not affected by Location. Furthermore, there was positive relationship
between perceived Organization Structure and perceived Competitive Advantage such that a unit
rise in perceived Organization Structure scores induced about .677-unit rise in perceived
Competitive Advantage scores which was statistically significant at 1 per cent going by the p value
(0.001). Based on the result, the null hypothesis is rejected; thus Organization Structure affected
Competitive Advantages.
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Table 6.
Coefficients®
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 516 122 4.243 .000
FIRM SIZE .043 .052 .039 .830 407
LOCATION .084 .055 .086 1.521 129
ORGANISATION 677 .048 708 14.151 .000

STRUCTURE

a. dependent variable: Competitive Advantage
Source: Author’s Fieldwork Computation, 2024

Test of Homoscedasticity and Linearity for Hypothesis Two
From the output below, there appears to be a moderate, positive correlation among the
variables. Respondents that are highly affected by Firm Size, Location and Organisation Structure
experience high levels of Profitability experience. On the other hand, firms that are less affected by
Firm Size, Location and Organisation Structure have less levels of Profitability. There is no
indication of a curvilinear relationship (test of linearity) and the scatter plot shows a fairly even
cigar shape along its length (test of Homoscedasticity).
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Fig 4.4.4.1: Scatter Plot of Perceived Firm Size and Profitability Scores
Source: Author’s Fieldwork Computation, 2024
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Fig 4.4.4.2: Scatter Plot of Perceived Location and Profitability Scores
Source: Author’s Fieldwork Computation, 2024

5.00
o
4.004 [=] o o
a [+] Lo} [}
|>_- o o o o
% ] [+ o [+] [+]
T 300 o o o o o o o
g o o o o
e o o o o o
o o (o]
2.007 o [e] o o
o
o
1.004 o o

1.50 2IDD Q‘SD SIDD SISD 4.00 4.50
ORGANISATION STRUCTURE

Fig 4.4.4.3: Scatter Plot of Perceived Organisation Structure and Profitability Scores
Source: Author’s Fieldwork Computation, 2024

Test of Hypothesis Two

Ho2: Firm Size, Location and Organisation Structure do not significantly affect Profitability.
Standard multiple regression was used to explore the effects of Firm Size, Location and
Organisation Structure on Profitability. Preliminary analyses were performed to ensure no violation
of the assumptions of normality, Multicollinearity, homoscedasticity and linearity. The result of
regression as contained in Table 4.4.4.1: ANOVA, shows that the F-test was 64.884, significant at 1
percent [p<.000]. This showed that the model was well specified.
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Table 7.
ANOVA?
Model Sum of Df Mean F Sig.
Squares Square
1 Regression 39.290 3 13.097 64.884 .000°
Residual 59.747 296 202
Total 99.037 299

a. Dependent Variable: Profitability
b. Predictors: (Constant), Organisation Structure, Firm Size, Location

Source: Author’s Fieldwork Computation, 2024

Also, the result of regression as contained in Table 4.4.4.2: Model Summary, shows that the R

Square gave a value of 39.7 per cent. This means that the model (which includes Firm Size,
Location and Organisation Structure) explained about 39.7 per cent of the variance in perceived
Employees Performance.

Table 8.
Model Summary
Model R R Square Adjusted R Square  Std. Error of the
Estimate
1 .630° .397 391 44927
a. Predictors: (Constant), ORGANISATION STRUCTURE, FIRM SIZE, LOCATION

Specifically, the result of regression as contained in Table 4.4.4.3 Regression Coefficients,
tests the second hypothesis of this study. From the output below, there was positive relationship
between perceived Firm Size and perceived Profitability such that a unit increase in Firm Size
scores caused about .869 unit increases in perceived Profitability scores which was statistically
significant at 1 per cent with the aid of the p value (0.000). Based on the result, the null hypothesis
is rejected; thus, Profitability is affected by Location. More importantly, there was positive
relationship between perceived organisation Structure and perceived Profitability such that a unit
rise in perceived Location scores induced about .066-unit increase in perceived Profitability scores
which was statistically not significant at 1 per cent going by the p value (0.128). Based on the
result, the null hypothesis is accepted; thus, Profitability is not affected by Location. Lastly, there
was positive relationship between perceived Organisation Structure and perceived Profitability such
that a unit rise in perceived Organization Structure scores induced about .295-unit increase in
perceived Profitability scores which is statistically significant at 1 per cent going by the p value
(0.000). Based the result, the null hypothesis is rejected; thus, Profitability is affected by
Organisation Structure.

Table 9.
Coefficients?
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) .869 146 5.933 .000
FIRM SIZE 316 .063 297 5.022 .000
1 LOCATION 101 .066 110 1.528 128
ORGANISATION .295 .058 326 5.123 .000

STRUCTURE
a. Dependent Variable: PROFITABILITY
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4.4.5. Test of Homoscedasticity and Linearity for Hypothesis Three

From the output below, there appears to be a moderate, positive correlation among the
variables. Respondents that are highly affected by Firm Size, Location and Organisation experience
low levels of Corporate Culture. On the other hand, firms that are less affected by Firm Size,
Location and Organisation have high levels of Corporate Structure. There is no indication of a
curvilinear relationship (test of linearity) and the scatter plot shows a fairly even cigar shape along
its length (test of Homoscedasticity).

500

4.00- -] ]
E o [s] (o] o]
5 o o o o
2
3 o o o 0
E 3.004 o o o o o
& o o o o
[*]
& o o o o o o o
8 o o
2.00 o o [e] Q s}

1.00 <] o
T T T T T T T
1.00 150 200 250 3.00 350 4.00
FIRM SIZE
500+
[=]
4.00 o 0 ¢
& ° ) )
=]
5 o o o ¢
3 o o o [
500 o 6 0o 0 o ©
§ o 0O 0 0O o o©
[o]
e o 0o o o o o
8 o o o
2,004 (n] [e] o o [=}
o <]
o o
1,004 o o
T T T T T
1.00 200 300 400 500
LOCATION
5.00-
o
4.00 o o o
& o (e} s}
2
[~ o o -]
=
o o o o o o
w - o o o o o o
= 300
3 o o o [ o
[=]
. o o o o -]
8 o o
2.00 o o o o
o
o o
1.00 o o

1.50 Z.IUU 2 ISU 3 IUD 3.'50 4 IDU 450
ORGANISATION STRUCTURE


https://doi.org/10.26661/2522-1566/2024-2/28-02

MANAGEMENT AND ENTREPRENEURSHIP: TRENDS OF DEVELOPMENT
ISSUE 2 (28), 2024

Test for Hypothesis Three

Hol: Firm Size, Location and Organisation does not significantly affect Corporate Culture.
Standard multiple regression was used to explore the effects of Firm Size, Location and
Organisation on Corporate Culture. Preliminary analyses were performed to ensure no violation of
the assumptions of normality, Multicollinearity, homoscedasticity and linearity. The result of
regression as contained in Table 4.4.5.1: ANOVA, shows that the the F-test was 6.884, significant
at 1 percent [p<.011]. This showed that the model was well specified

Table 10.
ANOVA?
Model Sum of Df Mean F Sig.
Squares Square
Regression 39.290 3 13.097 64.884  .000°
Residual 59.747 296 202
Total 99.037 299

a. Dependent Variable: CORPORATE CULTURE
b. Predictors: (Constant), ORGANISATION STRUCTURE, FIRMSIZE,
LOCATION

Also, the result of regression as contained in Table 4.4.5.2: Model Summary, shows that the R
Square gave a value of 3.9 per cent. This means that the model (which includes Firm, Location and
Organisation Structure) explained about 3.9 per cent of the variance in perceived Corporate Culture.

Table 11
Model Summary
Model R R Adjusted R Std. Error of the
Square  Square Estimate
1 .630° 397 391 44927

a. Predictors: (Constant), ORGANISATION STRUCTURE,
FIRM SIZE, LOCATION

Specifically, the result of regression as contained in Table 4.4.5.3 Regression Coefficients,
tests the third hypothesis of this study. From the output below, there was no positive relationship
between perceived Firm Size and perceived Corporate Culture such that a unit increases in Location
scores caused about .214-unit decrease in perceived Corporate Culture scores which was
statistically not significant at 1 per cent with the aid of the p value (0.000). Based on the result, the
null hypothesis is accepted; thus, Firm Size did not affect Corporate. Also, there was positive
relationship between perceived Location and perceived Corporate Culture such that a unit rise in
perceived Location scores induced about .063-unit increase in perceived Corporate Culture scores
which was statistically significant at 1 per cent going by the p value (0.128). Based on the result, the
null hypothesis is accepted; thus, Corporate Culuture is not affected by Location. Lastly, there was
negative relationship between perceived Organization Structure and perceived Corporate Culture
such that a unit rise in perceived Organisation Stucture scores induced about .295-unit decrease in
perceived Corporate Culture scores which is statistically not significant at 1 per cent going by the p
value (0.000). Based the result, the null hypothesis is accepted; thus, there was no relationship
between Static Budget and Corporate Culture.
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Table 12
Coefficients®
Model Unstandardized  Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) .869 .146 5.933 .000
1 FIRM SIZE .316 .063 297 5.022 .000
LOCATION 101 .066 110 1.528 128
ORGANISATION .295 .058 326 5.123 .000

STRUCTURE
a. Dependent Variable: CORPORATECULTURE

Discussion of Findings

The findings of this study have shown a positive relationship between Firm Size and
Competitive Advantage such that Competitive Advantage is affected by Firm Size. Firm Size is the
annual budget of an activity stated in terms of budget classification code, functional categories and
cost accounts. It contains estimates of the total value of resources required for the performance of
operations (Myers, 2004). The findings have shown that operation budget affected the degree at
which learning outcome is being achieved and the effectiveness of learning programs adopted by
the organization. In other words, this research finding is tangential to past findings of scholars that
have discovered that Firm Size has the tendencies to affect Competitive Advantage. The findings of
hypothesis two further revealed a positive relationship between Location and Profitability such that
Location does not affect Profitability in the organization. A Location is an estimation of the cash
inflow and outflows for a business over a specific period of time (Shpak, 2018) and from findings
Location does not affect the job related activities expected of an employee and how well those
activities were executed. The findings of hypothesis three resonates with the views of Owens
(2006) which emphasizes the fact whether organizations cut down training budget or maintains an
organization structure, they still sponsor programs that are essential to recession and prepare for
economic recovery which in turns does not affect their competitive advantage. Based on this
finding, there is no relationship between organization Structure and competitive advantage that is
whether the organizations increase or decrease the amount spent on learning and development or
whether they maintain the same training budget as in the previous year, it does not affect affects the
organizations competitive advantage.

CONCLUSION

Strategic factors that explain firm performance in an emerging economy can consist of both
firm level and external factors. It is plausible therefore to argue that a misfit between the external
moderating factors and the firm level factors could affect the degree of firm performance. In this
study, in addition to the firm level factors (firm size and workforce productivity), type of industry
and where a firm is located were significant. With regard to firm experience, the results imply that
new and younger firms, in recognition of the challenges posed by their newness, could still position
themselves with extra aggression from the start of trading, in order to compete side-by-side with
their more established counter-parts. This is accounted for by the fact that in today’s globalized
world, because of easy access to national and international business information following the
advancements in communication and transportation technologies, difference in firm age cannot
disadvantage new and younger firms to a larger extent. Strategic factors cannot be overemphasized
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in determine the size, structure and performance of firm. This study has made us understand the
effect of strategic factor on firm performance and also revealed immense benefit to both local and
international firms as well as useful to students for further research. This study is also significant
from both application perspective of management as well as from an academic point of view.
Strategic factors are something most people recognize when they see it in action, but find it difficult
to define. This study will help management and manager to identify the effect of strategic factors on
firm performance. For academician, the study will give more insight into the relationship between
strategic factors and firm performance.

RECOMMENDATIONS

i.As a result it is recommended that the organizational strategy should be all inclusive and
preferably a bottom up approach be adopted and although it might be expensive, its cost benefit
analysis will suggest the approach.

ii. Secondly, the study found out that the innovation process in a firm is time and
resource consuming. The process should not hurried much and beverage firms should adopt the
most economical procedure offer less waiting time and a higher spatial convenience than traditional
process and thus attractive to a large and quickly growing segment of customers.

iii. Thirdly, firm clustering should be more encourage by the government in other to
bring about unity among competitive product.
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Crpateriuynuii GpakTop BiJirpae BaxKJIUBY POJb y BU3HAUCHHI PE3yIbTaTIB AISUIBHOCTI BipMH,
X04Ya He 30BCIM 3p03yM1JIO, YU BIUIMBAE po3Mip (ipMu Ha pe3yJabTaTh AisUIbHOCTI opraHizaiii. Tomy
HEOOXITHO TPOBECTH JOCHIIKEHHs, 00 OLIHUTA BIUIMB PO3MIPYy, MICIE3HAXOIKECHHS Ta
CTPYKTYpH (pipMu Ha Ti MisuIbHICTB. IS 1ijel 1bOro AOCHIKEHHsT Oy BUKOPUCTaHI TIEPBUHHI
nani. Bymo 3actocoBano meronm ex-post facto. [Momynsmis ckmamaeTbcs 3 TpAIiBHUKIB 3aBOIY
«I'tunec Iarepuemnn [1JIC», Jlaroc, Hirepis. Jlns BusHaueHHs 0OcsATy BUOIpKHU OYyJI0 3aCTOCOBAHO
bopmyny Smane. Jlani OyaM mpoaHalli3oBaHi 3a JOMOMOIOI0 PYYHHX Ta €JIEKTPOHHUX METOMIB 3a
JIOTIOMOTOFO CITKH ITiITOTOBKY JJAHUX Ta CTATUCTHYHOTO MaKeTy JIs comianbHuX Hayk (SPSS). s
MEPEBIPKH TIIOTE3U BUKOPHCTOBYBABCS METOJ JIIHIKHOTO PErpeciiiHoro aHamisy 3 BUKOPUCTAHHSAM
ANOVA. Pe3ynbpTati IbOT0 JOCIIIKEHHS TTOKA3a7M MO3UTUBHUH 3B'I30K MK po3MipoM ¢ipMu Ta
KOHKYPEHTHUMH IlepeBaraMu, TOOTO Ha KOHKYPEHTHI IepeBaru BIUIMBA€e po3Mip ¢ipmu. Pezynbratu
JOCTIIKEHHSI TaKOXK MMOKa3yIOTh, 110 ICHYE 3HaYHHMM 3B'I30K MK OpraHi3aliiiHOIO CTPYKTYpOIO Ta
epexTuBHICTIO (GipMu. byrno 3po0ieHO BHUCHOBOK, WO cCTpareriyHi (akropu HEMOXKIUBO
MEPEOLIHUTH TPU BHU3HAUYECHHI pO3MIpY, CTPYKTypU Ta pe3ylbTaTiB JisiabHOCTI (ipmu. Lle
JOCIIJKEHHS IOMOMOTJIO HaM 3pO3yMITH BIUIMB CTPATEriyHOro (hakTopy Ha pe3yiabTaTH TisSIbHOCTI
¢bipMH, a TaKOXX BHUSBHWIO BEJIWYE3HY KOPUCTH K JJIS MICHEBUX, TaK 1 JAJii MDKHApoAHUX (ipwM, a
TAaKOXX € KOPUCHHUM JUIsI CTYJIEHTIB JJIS MOJANBIIMX JOCHIPKEeHb. binbiie Toro, Oyno BHSBIEHO
MO3UTUBHUMN 3B'SI30K MK MICIIEM pO3TallyBaHHS Ta MPUOYTKOBICTIO, TOOTO MiCIle PO3TalIyBaHHS
HE BIUIMBa€ Ha MpUOYTKOBICTh opradizauii. Lle qocmikeHHs JOMOMOXKe OpraHi3allisiM 3po3yMiTH
BILJIUB CTpATEriYHUX (DAKTOPIB HA pe3yNabTaTH AISUIBHOCTI KOMIIaHii, a TaKoX Oyze 1yXe KOPUCHUM
AK ISl MICLIEBUX, TaK 1 JJI1 MDKHApOJAHMX KOMIIAHIM, a TakoXX CTaHE B HArofi CTyJIeHTaM JUis
MOAANIBIIAX JIOCHIKEHBb. JIJIsl HAyKOBIIIB JOCTIHKEHHS ACTh OLIbIIE PO3YMIHHS B3a€MO3B'SI3KY
MK CTpaTeriYyHUMHU (PaKTOpaMHU Ta pe3yabTaTaMu IisIIbHOCTI (ipMHu.

KarouoBi cioBa: crpareriunuii ¢akrop, po3Mmip GipMu, CTpyKTypa, MiCIe3HaXOKECHHS,
opranizariiina e()eKTUBHICTb.
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Abstract. The changes in the economic environment in Algeria, especially after the openness
of the national market to global trade since the beginning of the nineties and the competitive
advantages it brought, led to shifts at the level of value creation, which moved from exploiting
natural resources to valuing the human resources, and here many companies have found themselves
faced with the necessity of employing human resources capable of management and bearing
responsibility for improving the product or service while retaining it to enhance its survival, that is,
preserving it and reducing voluntary turnover rates. Within this context, the current research paper
seeks to identify the most important determinants that affect voluntary turnover rates in the Algerian
companies. To achieve this endeavour, a quantitative approach was employed, we distributed a
questionnaire to 87 managers active in the Algerian Canning Plant, holding various positions within
the company under study and they possess previous experience in other companies. Through SPSS
program, Principal Components Analysis (PCA) was employed in analyzing the statistical data
collected. The results revealed that managers’ voluntary turnover in Algerian company is linked to
five variables, which are listed in descending order as follows: the job content and management
style, career path planning, working conditions, formation level and work alternatives, and material
incentive.

Keywords: voluntary turnover, determinants, manager, Algerian company.

JEL Classification: J24, 015

INTRODUCTION

Since the early 20™ century, the how and the why of voluntary turnover, i.e. the freedom of an
individual to leave the organization to move to another without being expelled or laid off (Al-
Sabbagh, 1983), have occupied an important area of research and studies. Particularly following the
confirmation that this occurrence is not the result of coincidence, but rather is an accumulation of
negative factors that interacted with each other, which established the foundation for a broad
theoretical structure that emerged at the beginning of the fifties of the same century, through a
model that indicated that the state of balance within the organization is embodied through the
employee’s contributions within the organization and the temptations (incentives) offered to him by
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the latter. The more the temptations respond to the employee’s requirements, the less inclined he
will be to leave the organization and vice versa (March & Simon, 1958).

Another model centered on expectations, highlighting them as the primary factor influencing
an individual's decision to depart from an organization. This model underscores the disparity
between the challenges an individual encounters in their work and what they initially anticipated
(Porter & Steers, 1973). In a separate approach, a third model considers two key variables. The first,
operating at the external level, encompasses three sub-variables: environmental factors like
opportunities, individual factors such as training, and structural factors including responsibility. The
second variable, internal in nature, is assessed through job satisfaction, intention to leave, and
organizational commitment, acting as a mediator between these two aspects. It is primarily
characterized by factors such as compensation, routine, centralization, effective communication,
equitable distribution, and opportunities for advancement (Price & Mueller, 1981), in addition to
many other models.

The existence of various models for explaining the phenomenon of voluntary turnover has
greatly increased the range of reasons behind an individual leaving one job to pursue another. It is
unreasonable for the latter to separate from his work voluntarily unless there are temptations that
attract him to get out of it, or negative pressures make him feel dissatisfied within their current
organization (Beleid, 2016).

At the local level, the voluntary turnover poses significant challenges for organizations and
their human resources officials, especially when it comes to the manager, that is, the individual
“who within the organization bears responsibility for improving the product or service, managing a
specific sector, carrying out research and study activities, or other tasks that require high
organizational or technical skills and capabilities” (Mérani, 2001). Because of, its material
consequences, such as the increase in the amount of costs related to compensation, training, and
cognitive costs due to the loss of reliable sources in formulating plans and the strategy visions for
the company. It is crucial for employers to investigate and understand the factors contributing to
this phenomenon, considering it is not a sudden occurrence but rather a result of both internal
pressures and external variables to which the individual is exposed. Within this context, we will
attempt, through the current study, to identify the phenomenon of voluntary turnover as one of the
most important challenges that threaten the stability of the Algerian companies, by searching for the
most important determinants that could stand behind the latter, based on the following question:
What are the determinants behind the high rates of managers' voluntary turnover in the Algerian
company?

The study seeks to reveal the determinants contributing to the significant voluntary turnover
among managers in Algerian companies. To conduct a thorough and systematic analysis, we
reviewed pertinent literature to identify key variables for our experimental study, which was
conducted in the Algerian Canning Plant, where the quantitative approach was relied upon for data
collection and analysis before presenting its results.

LITERATURE REVIEW

The multiplicity of models for explaining the phenomenon of voluntary turnover has
contributed significantly to the diversity and variation of the reasons that may stand behind an
individual leaving work in the organization in order to move to another. It is unreasonable for the
latter to separate from his work voluntarily unless there are internal pressures or external
temptations. In this context, some of the literature that dealt with the phenomenon of voluntary
turnover distinguished between three variables. The first is of a material and moral nature, such as
wages, rewards, promotion opportunities (Mouloudj, 2015). The lack of transparency and justice
according to which incentives are distributed within the organization leads to instability of labor
relations and increases the severity of Tension and pressure among individuals, which ultimately
pushes them to leave the organization, and therefore the more the variables of a material and moral
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nature respond to the requirements and desires of the individual, the less his tendency to leave the
organization and vice versa (Harald, 2006).

The second factor pertains to organizational aspects, encompassing the establishment of
effective communication channels between employees and officials, the removal of any hindrances
impeding the smooth progress of this communication process (Kabkoub & Briwass, 2015), and the
cultivation of leadership style fostering a work environment free from tension (ElI Koudairi, 1991).
Additionally, there is an ongoing requirement for diversification in skills and knowledge renewal at
the organizational level, achievable through participation in training programs (Parent, 1999). These
programs play a crucial role in shaping an individual's perspective on their career path within the
organization (Ito & Brotheridge, 2005).

The space and internal surroundings of work and the physical requirements it includes, such
as equipment, the work location, and working hours (Benrahmoune, 2013), along with
organizational aspects encompassing both formal regulations governing workflow and informal
dynamics tied to personal and social relationships within the workplace, exert a significant
influence on the individual satisfaction, and encouraging them to stay in the organization (Al-
Shinawani, 1992). Conversely, the individual’s feeling that his job tasks are disappearing due to
routine and low responsibility and self-esteem for work creates a kind of boredom in him, and thus
he seeks to search for alternatives (Boyar & al., 2012).While the third variable concerns economic
aspects. Based on the findings from studies conducted by Cotton and Tuttle (1986), Lynch (1991),
and Park et al. (1994), it has been observed that there exists an inverse correlation between the
unemployment rate and voluntary turnover rates within organizations. This negative relationship
stems from the fact that limited job market availability intensifies competition for available
positions, motivating individuals to remain more committed to their current jobs. In contrast, when
job opportunities increase, individuals tend to seek the most favorable options, leading to a higher
likelihood of leaving their current organization for another one (Steel & Lounsbury, 2009).

METHODOLOGY

As mentioned earlier, the current study aims to understand the determinants that could stand
behind the high rates of managers’ voluntary turnover in the Algerian company. Within this context,
this section summarizes the methodological framework employed at the field level, which was
carried out at the level of the Algerian Canning Plant. Employing a quantitative approach, we
distributed a questionnaire to 87 managers holding various positions within the company under
study and they possess previous experience in other companies [see Table 1], the answers to the
items in this questionnaire were according to a Fifth Likert Scale.

To analyze the collected data, Principal Components Analysis (PCA) was employed, a
statistical method that synthesize the data by constructing a small number of new variables by
several inter-correlated quantitative dependent variables, its purpose is to extract the important
information, to represent it as a set of new orthogonal variables called principal components
(Carricano & Poujol, 2009). All of this through SPSS program in its 19th edition.

According to the data presented in Table 1, it is evident that the majority (81,6%) of the
cmpany's executives are male, totaling approximately 71 individuals, while the remaining 18,3%
are female. The reason for this gender disparity may be due to several reasons, the most important
of which is the nature of the company’s activity, which requires the presence of this type of human
resources in the production process, and the majority of respondents (84,9%) are people with an
average age ranging between 31-50 years.
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Table 1
Statistical summary of survey respondents

Male 71 81,6
Female 16 18,3
<30 05 5,7
31-40 42 48,2
41-50 32 36,7
>51 08 91
Single 13 14,9
Married 74 85,0
Separated 00 00
Widowed 00 00
<4 47 54,0
5-9 24 27,6
10-14 11 12,6
215 5 5,7
<4 21 24,1
5-9 36 41,3
10-14 27 31,0
215 3 34

Source: Calculated by author based on the questionnaire and SPSS outputs

In terms of marital status, the result revealed that the majority of the managers included in the
study were married, with a percentage of 85%, and the rest were single, with a percentage of 14,9%,
including no divorced or widowed people among the sample. Furthermore, the results also showed
that 81,6% of the respondents had work experience don't exceed up to 9 years in the current
company, versus 65,4% outside the company, and these ratios are considered an indication of the
company’s interest to experience when recruiting.

RESULTS

Kaiser-Meyer-Oklin Measure

As depicted in the table (3) below, the value of the Olkin measure reached (0.641), which is
greater than (0.5). This indicates an increase in the reliability of the determinants that we obtain
from factor analysis and we also judge the adequacy of the sample size. Additionally, the value of
the significance level for the Bartlett’s test is equal to (0.000) which is less than (0.05), this implies
that the correlation matrix equals the unit matrix, and there is a correlation between some variables
in the matrix, so factor analysis can be performed.

Table 2

KMO and Bartlett’s Test

Approx. Chi-Square 1173,276
df 153
Sig. ,000

Source: Calculated by author based on SPSS outputs.

-
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Communalities

The following table displays the amount of shared variances (commonness) for each
statement after the process of extracting its latent factors.

Table 3
Communalities
Ini Ext Ini Ext

Al Limited of wages and rewards 1,000 ,820 @ A10 Bias in granting privileges 1,000 ,705
system...

A2 Not receiving subsidies and 1,000 ,857  All  Lack of courses and training 1,000 ,855
loans opportunities

A3 Not getting opportunities for 1,000 593  Al12  Absence of planning for training 1,000 ,861
promotion programmes

A4 Absence of dynamism at work 1,000 ,613 A13  Lack of a clear career path for 1,000 ,882
(routine) promotion

A5 Ambiguity of job 1,000 ,719 Al4  Conflicting career path and ambitions 1,000 ,841
responsibilities and tasks

A6 Incompatibility between 1,000 586  Al5 Distance of the place of work fromthe 1,000 72
formation and position place of residence

A7 Difficulty in contacting officials =~ 1,000 597 A16  Conflict between working hours and 1,000 797
family responsibilities

A8  Absence of support and 1,000 ,783 Al7  Diversity of job opportunities 1,000 776
encouragement from superiors
A9 Misuse of power by officials 1,000 ,735 Al8  Better job offers outside the company 1,000 ,631

Extraction Method: Principal Component Analysis.

Source: Calculated by author based on SPSS outputs.

The table results show the subscription values of the determinants, i.e. contrast ratio of the
variable that can be explained by the factors. The column for (Initiales) shows the assumed initial
subscription for each variable and its value is (1.000), while the column (Extraction) contains the
subscription of each variable after extracting the factors from the analysis. For example : The
subscription of the variable “lack of a clear career path for promotion” was 0.882, which means that
the determinants extracted from the analysis explain 88% of the variance of this variable. The basic
components analysis method was used to extract the subscriptions, which is indicated at the bottom
of the table.

Total Variance Explained

Using the Scree Plot associated with the linear components (elements) before and after the
extraction process and after the recycling process, the results summarized in the table below were
reached.
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Table 4
Total Variance Explained
Component Initial Eigenvalues Extraction Sums of Squared Rotation Sums of Squared Loadings
Loadings
Total v E':/roI aOrTce % Cumulative Total % of Variance CumilAI)ative Total V:/roi :r:ce % Cumulative
1 6,769 37,606 37,606 6,769 37,606 37,606 3,212 17,846 17,846
2 1,982 11,011 48,617 1,982 11,011 48,617 3,198 17,769 35,615
3 1,725 9,581 58,198 1,725 9,581 58,198 2,406 13,368 48,982
4 1,558 8,653 66,852 1,558 8,653 66,852 2,357 13,096 62,079
5 1,389 7,719 74,571 1,389 7,719 74,571 2,249 12,492 74,571
6 ,975 5,418 79,989
7 173 4,293 84,282
8 ,650 3,612 87,894
9 ,463 2,570 90,463
10 ,394 2,187 92,651
11 ,346 1,920 94,571
12 ,299 1,662 96,232
13 ,191 1,063 97,295
14 ,179 ,992 98,287
15 ,129 ,719 99,006
16 ,076 420 99,426
17 ,069 ,382 99,808
18 ,034 ,192 100,000

Extraction Method: Principal Component Analysis.

Source: Calculated by author based on SPSS outputs.

Through the results of the table above, it was obtained through the process of extracting the
factors whose the eigenvalues exceeded one out of five determinants, while the other factors did not
reach one and were therefore ignored. According to the results of the total variance explained, the
first factor was able to explain 37,606% of the total variance with eigenvalue 6,769, while the
second factor was able to explain 11,011% with eigenvalues 1,982, while the third factor explained
9,581% with eigenvalues 1,982 1,725, and the fourth and fifth factors are 8,653% and 7,719%,
respectively, with eigenvalues 1,9821,558 and 1,389. Based on collecting the previous variances,
we find that the factors were able to explain 74.571% of the total variance of the study data, which
is an acceptable value, which means benefiting more from the results of the factor analysis. The
following figure shows the ranking of the determinants according to the Scree Plot value.

A graph of the eigenvalues Scree Plot of the various factors to which the change is attributed
shows that these factors disappear sharply as successive factors are extracted, and that the aggregate
begins to appear between the first factor and the fifth factor, while we find that the sixth factor

corresponds to a latent root of less than one. Accordingly, the first five factors are retained.
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Fig. 1. Scree Plot
Source: Calculated by author based on SPSS outputs.

Determining the factors using the components matrix

In order to determine all the loading values for the determinants with the basic components
matrix, a certain percentage was given for the disappearance of the loading, which was set at (0.6),
and accordingly, loadings exceeding this number are accepted.

Component Matrix

When the factors are orthogonal, the saturation on the factors can be estimated by the
correlation coefficients between the variables and the factors. Therefore, the greater the amount of
total variance, the greater the absolute values of saturation, as shown in the table below:

Table 5
Component Matrix?
Component
1 2 3 4 5

Conflicting career path and ambitions ,7192 -,246 -,295 ,159 -,202
Absence of support and encouragement from superiors ,758 -,446
Bias in granting privileges ,740 ,346 -,189
Conflict between working hours and family responsibilities ,708 -,402 ,217 ,281
Diversity of job opportunities ,695 ,267 ,227 ,318 ,262
Misuse of power by officials ,687 -,483 ,104 -,117
Difficulty in contacting officials ,676 ,362
Absence of dynamism at work (routine) ,660 -,416
Lack of courses and training opportunities ,656 -,470 ,176 ,407
Not getting opportunities for promotion ,617 -,204 -,299 -,285
Lack of a clear career path for promotion ,591 -,384 -,591 -,180
Absence of planning for training programmes ,587 ,314 -,585 ,264
Ambiguity of job responsibilities and tasks ,564 ,115 -,557 275
Not receiving subsidies and loans ,520 ,647 ,110 ,329 -,217
Limited of wages and rewards system... ,338 ,602 ,102 ,233 -,528
Distance of the place of work from the place of residence ,239 -,578 ,376 ,490
Incompatibility between formation and position ,454 ,167 ,351 -,454 ,149
Better job offers outside the company ,446 ,212 ,161 ,267 ,539

Extraction Method: Principal Component Analysis.
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a. 5 components extracted.

Source: Calculated by author based on SPSS outputs.

In factor analysis, the determinants extracted before rotation are less accurate, and therefore
these results must be improved by rotation, which is what was done, and the results were as follows:

Table 6
Rotated Component Matrix®
Component
1 2 3 4 5

Ambiguity of job responsibilities and tasks ,770 ,186 -,128 ,261
Incompatibility between formation and position ,749 ,100
Bias in granting privileges ,688 ,160 ,346 171 ,238
Absence of dynamism at work (routine) ,646 423 ,104
Difficulty in contacting officials ,573 ,135 421 ,147 ,227
Lack of a clear career path for promotion ,914 ,156 ,140
Conflicting career path and ambitions ,167 776 ,348 ,214 ,211
Not getting opportunities for promotion 442 ,591 ,215
Distance of the place of work from the place of residence -,119 ,868
Conflict between working hours and family responsibilities ,255 ,323 743 ,267
Misuse of power by officials 457 492 ,528
Lack of courses and training opportunities ,118 ,504 ,766
Better job offers outside the company ,210 -,138 ,249 ,704 ,102
Absence of planning for training programmes ,101 ,522 -,245 ,702 ,159
Diversity of job opportunities ,306 ,363 ,620 ,406
Limited of wages and rewards system... ,898
Not receiving subsidies and loans ,127 ,352 ,845
Absence of support and encouragement from superiors ,384 ,494 ,318 ,537

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 11 iterations.
Source: Calculated by author based on SPSS outputs.

After performing the rotation process, it becomes clear to us from the results of the table
above that there are changes in the level of the degree of saturation, as we find that five
determinants were extracted, the first determinant being the most important factor, and it explains
17.84% of the total variance, with varying saturation values for the expressions, ranging between
(0,770 - 0,646), the latter were represented, respectively, in the following: (Ambiguity of job
responsibilities and tasks, incompatibility between formation and position, bias in granting
privileges, absence of dynamism at work -routine-). It is noted that most of these phrases are
matters related to the content of Job and leadership style. Accordingly, this factor can be called (The
job content and its management style).

Regarding the second determinant, which is not very far from the first factor in explaining the
phenomenon with 17.76% of the variance remaining after extracting the first factor, it includes two
variables (The lack of a clear career path for promotion, and the conflicting career path and
ambitions), with saturation values reaching at respectively (0,914 - 0,776), it is noted that both
factors relate to the career path, and therefore this factor can be called (Career path planning).
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Returning to the third variable, we find that it also includes two variables (Distance of the
place of work from the place of residence, and conflict between working hours and family
responsibilities), with an explanation rate for the phenomenon amounting to 13.36% and saturation
value (0,868 - 0,743), and it is noted that the workers are related to the internal space of work,
Hence, this factor can be called (Working conditions).

As for the fourth determinant, it explains 13.09% of the phenomenon from the variance
remaining after extracting the first, second, and third factors, and it includes four variables (Lack of
courses and training opportunities, better job offers outside the company, absence of planning for
training programmes, and diversity of job opportunities), with varying saturation values for the
expressions, ranging between (0,766 - 0,620), and it can be called (Formation level and work
alternatives).

While the fifth determinant explains 12.49% of the phenomenon, with saturation values
reaching respectively (0,898 - 0,845), and it includes two variables (Limited of wages and rewards
system..., and absence of support and encouragement from superiors). It is noted that the two
phrases are factors and influences that the organization creates for its employees in the work
environment with the aim of mobilizing their abilities and directing their behavior in a better way,
and thus this factor can be called (Material incentive).

DISCUSSION OF RESULTS

The purpose of this research is to identify the determinants influencing managers’ voluntary
turnover within the company. Findings from the field study conducted at the level of the Algerian
Canning Plant the correlation of managers’ voluntary turnover, i.e. the possibility of resigning from
the company, with five reasons, the first three of which (job content; career path planning; working
conditions) are of an organizational nature, while the fourth reason (training and work alternatives)
is of an economic organizational nature. While the fifth reason (material incentive) is in the
category of material variables.

As noted earlier, the primary determinant leading a manager to leave a company is job
content. This is influenced by various characteristics such as repetition (routine), perceived
importance, and the individual's ability to achieve, and others. These determinants can have a
negative impact on the individual’s feeling about his current job (Halawani, 2000; Boyar & al.
2011). This reason is accompanied by the leadership style, as supervision is considered to be a
determinant of the nature of the relationship between the boss and his subordinates. Adopting a
considerate and supportive leadership approach can foster loyalty among subordinates, leading to
increased job satisfaction and potentially reducing voluntary turnover (Ng’ethe & al. 2012).

The second potential determinant for managers’ voluntary turnover is attributed to career path
planning, as indicated by both Arthur and Rousseau (1996). Individuals develop new concepts
about their professional lives, and their lack of opportunities for career advancement can contribute
to their departure (Shen & al. 2004). Therefore, an organization's establishment of general
frameworks regarding career path development and its continuous support contribute to shaping a
managers’ clear vision of their professional future within the organization, ultimately increasing
their satisfaction and reinforcing their loyalty towards it (Shukla & Sinha, 2013).

The third determinant, which is called working conditions, is related to the environment
surrounding an individual in their work. This involves creating a spatially favorable and
comfortable work environment, there by reducing feelings of boredom, stress, and fatigue. These
determinants are known to significantly impact job satisfaction (Shamsuzzoha & Shumon, 2010).
The better these conditions are for effective work, the more individuals feel capable of making a
difference (Zeytinoglu & Denton, 2008). This, in turn, increases their willingness to stay and work
within the same organization (Juliet, 2010).

Training stands out as a significant determinant contributing to managers’ voluntary turnover,
as trained individuals tend to increase self-esteem, enhance confidence in solving problems, and
thus increase their commitment to work (Hong & al. 2012). Moreover, Hassan et al (2013)
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confirmed that training provides many advantages, similar to career development, and in the same
context, the results of the study conducted by Fletcher, Alfes & Robinson (2016) revealed that there
is a positive relationship between training and managers’ voluntary turnover. When managers have
high self-efficacy as a result of their participation in training courses, they tend to stay in their
workplace. Their work instead of leaving it, and therefore training is able to provide employees
with updated knowledge, which will enhance their commitment to work, and in turn lead to the
possibility of them remaining in the organization (Kakar & al. 2017). This determinant is
accompanied by job alternatives, the prevailing economic conditions enable individuals to assess
the dynamics of the labor market, form perceptions about potential scenarios and alternatives, and
engage in a comparative evaluation against their current situation (Price, 2001; Boyar et al. 2012),
in which a link was made between external employment opportunities and the rate of voluntary
turnover, through its direct impact on the level of job satisfaction, because Visualizing many
alternatives may increase the likelihood of achieving greater job satisfaction.

While the fifth determinant is due to weak material motivation, regardless of the moral aspect,
because the limited material factors, such as wages, rewards, etc., constitute a requirement for
survival in the organization (Guthrie, 2000; Luna-Acrocas & Camps, 2007). Bula's study (2012)
supported this notion, where its overall results indicated the nature of the negative relationship that
exists between financial return and voluntary turnover, as the latter is considered a generator of
activity and effectiveness, and the organization uses it to push its employees to comply with its
regulations and rules, as well as its current and future employment policy (Henneberger & Sousa-
Poza, 2007).

CONCLUSIONS

The changes witnessed by the surroundings of the Algerian company after the shift from a
directed and planned economy to a market economy revealed important repercussions that affected
various levels, including those related to human resources, and specifically the phenomenon of
managers’ voluntary turnover, meaning leave the company in order to another.

The results of the research into the determinants of managers’ voluntary turnover at the
Algerian Canning Plant, revealed the existing relationship between many variables of an
organizational nature (job content; career path planning; working conditions; training), economic
nature (work alternatives), financial nature (material incentive), and voluntary turnover rates, which
could guide employers in redirecting their efforts to address undesirable behavior and emphasize
the importance of maintaining a strong relationship with human resources, what may give a concept
of human resources that goes beyond the classical dimension, which is seen as an abstract
characteristic that does not contain indicators of mobility and excellence, and thus becomes as a
tangible asset, contributing substantial value to the company's physical capital.

At the same time, the results can open the field of research to conduct more future studies on
voluntary turnover to know the trends of the individual at the job and the extent to which he thinks
about leaving the organization and why? This is to try to discover other determinants that were not
addressed in this study, or to compare the phenomenon of voluntary turnover between different
sectors in the labor market and which one is more attractive and less leakage.
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Correlation matrix
Al A2 A3 A4 A5 A6 A7 A8 A9 Al10 All Al2 Al3 Al4 Al5 Al6 Al7 Al8

AL 1,80 688 | 260 | 172 | 063 | 135 | 106 | 417 | -002 | 312 | 052 | 224 | 049 | 237 | -021 | 080 | 255 | 119
m2 | g8 00 280 | 23 | 50 | 207 | 268 484 | 098 | 316 325 394 016 | 315 | -038 | 230 | 605 | 307
A | 60 | gs0 | MO0 | a2 | as2 | a7e | 222 | 489 | 494 | 30 | 33 | 324 | 523 | 448 | 052 | 239 | 251 | 134

1,00

Ad 172 ,236 ,482 0

1491 AT9 475 1443 ,400 1423 ,305 ,314 424 ,507 ,002 ,354 ,288 224

As | 063 | gs0 | 3m | a1 | MO0 | aes | 364 | 275 | 33 | 75 | 385 | 399 | M6 | 282 | -122 | 340 | 276 | 169
Ao | 35 | g7 | 3718 | 419 aes N0 289 253 | 192 | 405 108 | 103 012 | 210 | 056 | 243 | 287 | 320
AT | 06 | 268 | 222 | a75 | 3e4 | 289 | N0 | eas | 503 | 600 | 180 | 206 | 242 | 441 | 094 | 495 | 584 | 336
A8 | 17 | 484 | 489 | 443 | 275 | 253 646 | 00 | s62 | 537 | 301 | 280 441 | 654 | 088 | 505 | 460 | 134
A9 | -0 | 098 | 494 | 400 | 334 | 92 | 503 | se2 | S0 | 89 | 301 | 1s4 | 470 | 542 | 351 | 547 | 355 | 118
ScrEticy A0 | 312 | 316 | 370 | 423 | 575 | 405 | 600 | 537 | 689 1’80 366 | 278 | 188 | 381 | 169 | 512 | 523 | 264
All | 052 | 325 | 33 | 2305 | ,385 | 108 | ,180 | 301 | ,391 | 366 1'(?0 754 | 498 | 552 | 014 | 412 | 553 | 407

1,00

A12 224 ,394 ,324 314 ,399 ,103 ,206 ,280 ,154 ,278 ,754 ,516 494 -,187 241 1432 ,322

1,00

A13 ,049 ,016 ,523 424 ,146 ,012 ,242 441 470 ,188 ,498 ,516 ,796 184 1402 133 ,118

1,00

Al4 ,237 ,315 ,448 ,507 ,282 ,210 441 ,654 ,542 ,381 ,552 494 ,796 ,268 ,659 ,395 ,188

A5 | 021 | -0%8 | 052 | 002 | -122 | 056 | 094 | 088 | 351 | 169 | 014 | -187 | 184 | 268 | '00 | 645 | 220 | 101
Al6 | 080 | 230 | 23 | 354 | 340 243 4% | 505 | 547 | Sl2 | 412 241 402 | es9 | eas | M0 am1 | 3
A7 | 255 | 605 | 251 | 288 | 276 | 287 | 584 | 460 | 355 | 523 | 553 | 432 | 133 | 395 | 220 | 451 1*80 499
A8 | 119 | 307 | 13 | 224 | 169 | 320 3% | A3 | 18 264 | 407 | g2 | 118 | 188 o1 | 323 | 499 100

Source: Calculated by author based on SPSS outputs.
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JETEPMIHAHTH JOBPOBLIBHOI INIMHHOCTI MEHEIKEPIB B
AJIKUPCBKUX KOMITAHISAX: CASE STUDY

Riad Benghebrid
Centre for Research in
Applied Economics for Development, Algeria

3MiHM B €KOHOMIYHOMY CEpENOBHILI AJDKUPY, OCOOIMBO MICHs BIIKPUTTS HAI[IOHAIBHOTO
PUHKY JUIsl T7100a7bHOT TOPTiBJIl 3 MOYATKYy JIeB'STHOCTHX POKIB 1 KOHKYPEHTHHX IepeBar, sKi Ie
MIPUHECIIO, TIPU3BENN 0 3pYLICHb HAa PiBHI CTBOPEHHS BApTOCTI, sIKa MepeHnuIa BiJl eKcIuryaTamii
MIPUPOJHUX PECYPCIB J0 OIIHKH JIFOJCHKHUX PECypcCiB, 1 TyT 0araro KOMITaHIH ONMMHHIINCS TEpe]
HEOOXIJHICTIO HaiMy JIIOJCBKUX PECypCiB, 3MaTHUX YIPABIATA 1 HECTH BiJNOBIJAIBHICTH 3a
MOJTIMIIICHHS. TTPOJYKTY a00 MOCIyTH, 30epirarouu ix, o0 MiJABUIIUTH CBOE BHIXKHMBAaHHSI, TOOTO
30eperTH iX i 3HU3UTH PiBeHb JOOPOBUILHOT INIMHHOCTI. Y I[bOMY KOHTEKCTI1 JIaHe JOCIIIKEHHS Ma€e
Ha METI BU3HAUWTH HAWBaXJIMBIII JCTEPMIHAHTH, IO BIUIMBAIOTH Ha PiBEHb JA0O0POBLIBHOL
TUTMHHOCTI KaJpiB B aDKUPCHKUX KOMIaHisAX. [ mocsrHeHHs 1€l MeTH OyJI0 BHKOPUCTAHO
KUIBKICHMM MIAXiA: MU PO3MOBCIONWIM aHKETy cepea 87 MeHeIKepiB, sKI MpalioloTh Ha
AJKUPCBKOMY KOHCEPBHOMY 3aBO/li, 3aiiMarOTh Pi3HI MOCAIU B AOCHIHKYBaHI KOMITaHii Ta MalOTh
nonepeaniil JocBil poOOTH B 1HIIKMX KoMmaHisx. s aHamizy 310paHMX CTaTUCTUYHHUX JAHUX 32
nornomororo nporpamu SPSS 6yrno 3actocoBano meron roioBHux kommnoHeHT (PCA). Busnaueno,
110 3MiHH, K1 BIIOY/IHMCS B OTOYEHHI aJDKUPCHKOI KOMIMAaHIl Micisi Iepexoay BiJ AUPEKTUBHOI Ta
TUTAHOBOI €KOHOMIKHM JI0 PUHKOBOI, BUSIBHJIM BAXKJIMBI HACTIJKH, SIKI TOPKHYJIHCS Pi3HUX PIBHIB, Y
TOMY 4YHMCIi ¥ THUX, IIO MOB'SA3aHl 3 JIOJCBKUMU pecypcaMu, 30Kpema, SBHUIIA JOOPOBUILHOT
TUTMHHOCTI MEHEIDKEPiB, TOOTO Nepexo/1y 3 O/IHI€T KOMITaHii B HITY.

Pesynpratu  mocmiKEHHS JeTepMiHAHT JOOpPOBUIbHOT IJIMHHOCTI MEHEIKEepiB Ha
ADKHPCHKOMY KOHCEPBHOMY 3aBOJ[I BHSIBUJIM ICHYIOUMU B3a€MO3B'S30K MK Oararbma 3MiHHUMU
oprasizaiiiiHoro xapakrtepy (3MicT poOOTH; IJIaHYBaHHA Kap'epu; YMOBH TIpalli; HaBYAHHS),
€KOHOMIYHOTO XapakTepy (aIbTepHATUBHICTE POOOTH; YMOBH Ipalli); (3MICT poOOTH; TUTAHYBaHHS
Kap'epH; YMOBH Mpalli; HAaBYaHH: ), EKOHOMIYHOT'O XapakTepy (a1bTepHATUBU poOOTH), PiHAHCOBOTO
XapakTepy (MarepiaJibHE 3a0XOUEHHsS) Ta IOKa3HMKaMH JOOpPOBLIBHOI IUIMHHOCTI, IO MOXeE
JOMIOMOT'TH POOOTOAABIISIM MIEPEOPIEHTYBATH CBOI 3ycHilIsl Ha 00poTHOY 3 HEOaKaHOIO MOBEIIHKOIO
Ta MJAKPECIUTH BAXJIMBICTh MIATPUMKH MIIHUX BIIHOCHH 3 JIIOJICBKUMH pEecypcaMu, M0 MOXKE
JaTH KOHIENI[IO JIIOJCBKUX PecypciB, sKa BUXOAUTh 3a PAMKH KIACHYHOTO BUMIPY, SKUN
pO3MIISIIA€ThCST SIK a0CTpakTHA XapaKTePUCTHKA, 10 HE MICTUTh TMOKA3HMKIB MOOLIBLHOCTI Ta
JOCKOHAJIOCTI, 1, TAKAM YHWHOM, TIEPETBOPIOETHCA HA BIAYYTHUN AKTUB, SKUH BHOCUTH CYTTEBY
LIHHICT y (i3uyHMi KamiTan KoMmnadii. Pesymbratm mokazanu, 1o J0OpOBUIbHA IUIMHHICTH
MEHEeJKEepiB B aDKUPCHKIM KOMIaHii MOB'A3aHa 3 M'AThbMa 3MIHHUMH, SIKI IepepaxoBaHi B MOPSJIKY
yOyBaHHs: 3MICT poOOTH 1 CTUJIb YIIPaBIiHHS, IJIAHYBaHHS Kap'epu, yMOBH Tpalli, piBEHb OCBITH Ta
MaTepiajibHe 3a0XOUYEHHS.

Kurouosi cioBa: 1o0poBuibHUN 000pOT, N€TEPMIHAHTH, KEPIBHUK, ATDKMPChKA KOMITAHIS.
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Abstract. The objective for this paper is to determine the extent to which pharmacists are
adapting to the growing needs of customers at the covid-19 era. Both pharmacists and their clients
are submitted to five challenges: spread of infections, access to medicines, self-medication, work
management and staff training. In order to do so, an online case study using a semi-structured
interview concerning the main challenges faced by 50 pharmacies during the covid-19 period to
describe the role of pharmacies and discuss their future functions was conducted during the months
of September/November 2023 in the region located in the far west of Algeria. Then, to measure the
degree of urgency and importance of the challenges encountered, we adopted the Eisenhower
matrix while using the Likert scale (of 05 choices) with the help of Sphinx plus software. We then
applied the same analysis tool to a sample of 138 customers to reveal their degree of pharmaceutical
adaptation. This study revealed a high degree of adaptation in terms of (importance/urgency) of
pharmacies in relation to their customers for the five challenges mentioned above: (4.94-4.98) /
(5/5) for the spread of infections; (4.56-4.94) / (3.97-4.57) for access to medicines; (3.98/1.66)
against (3.88-1.54) for self-medication. (1.60-3.38) versus (1.57-3.39) for work management and
(3.40-1.66) versus (3.46-1.37) for training. These results converge towards a concept of
pharmaceutical adaptation, which is a trend of development for innovation in
pharmaceutical management.

Keywords: Covid-19; pharmaceutical management; development; pharmaceutical adaptation;

pharmacists; challenges.
JEL Classification: H12, M12
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INTRODUCTION

The Covid-19 pandemic was a real catalyst for the emergence of new needs at all levels of the
economy (micro, meso and macro) involving all stakeholders, i.e., households, businesses, banks,
pharmacies, customers, universities, etc. Since the first reported case of the novel coronavirus in
Wuhan, Hubei Province, China, in December 2019, the spread of novel coronavirus has been out of
control and spreading rapidly (Zachary & Charmane, 2021). Access to hospitals as well as to
medical practices has been severely restricted (Baratta et al, 2021) with patients being advised to
consult their doctor by telephone and not to go in person to work practices or medical services.
Healthcare providing first aid (Baratta et al, 2021). Consequently, the only healthcare professionals
freely accessible to the public were community pharmacists (Cadogan & Hughes, 2021). This led to
a significant increase in the number of people entering community pharmacies to purchase products
such as personal protective equipment, but also to receive clarification and information about the
new disease. Within this framework, community pharmacies have been encouraged and compelled
to expand their range of services from the simple provision of medicines to the provision of patient-
centred services (Bragazzi et al, 2020). During the period of this health crisis, community
pharmacists globally have faced a range of challenges to ensure continuity of patient care such as:
infrastructure issues (Marwitz et al, 2021); weak technological and engineering base (Akande-
Sholabi & Adebisi, 2020); access to medicines (Hamadi et al, 2022); Information and
Communication Technologies (Djeflat, 2021); supply chain Hayden & Parkin, 2020) and the
challenge of spreading contagion (Djeflat, 2022).

Pharmacies in Algeria, which also face these multiple challenges, have been living on the
margins of innovation in pharmaceutical services and practices for a long time (Jou & Datoussaid,
2023). Innovation requires individuals to monitor and modify their cognition or behavior to
improve a standard procedure or implement a new idea (Anderson et al 2014). In this context,
adaptation is an essential condition for innovation (Tuominen et al, 2004; Savitri et al, 2021).
Indeed, it is an important driver of innovation (Smith & Webster, 2018). According to the same
authors, to innovate, we must first be able to adapt. Since the scope of practice of community
pharmacy and the degree of adaptation vary considerably from one country to another and from one
society to another, it is important to examine this dimension from the side of pharmacy customers
(Annosi et al. 2016). This new form of adaptation is concretely conditioned by the resurgence of
new customer or patient needs dictated by the repercussions of the covid-19 health crisis. In other
words, the source of emergence of this innovation is the customer himself; ultimately, he can help
generate other types of innovation (Cadogan & Hughes, 2021). In a context that this study
contributes to the literature on innovation in pharmaceutical management by evaluating the
pharmaceutical adaptation of pharmacies as client companies and of their clients as providers in the
face of the various challenges encountered during the covid-19 health crisis in Algeria. We
therefore addressed the following main question: to what extent can community pharmacies and
their customers adapt to a crisis like that of covid-19? Our research work is centered on the
following hypothesis: The pharmaceutical adaptation of pharmacies and their customers is an
essential condition for the innovation of pharmaceutical management. The second section concerns
the methodology adopted in this work. The third section presents the empirical results in terms of
new challenges dictated by the covid-19 crisis. The last section displays the discussion of the
empirical results in terms of pharmaceutical adaptation.

METHODOLOGY

This study adopted a qualitative and quantitative approach.

First part- Collection and analysis of data on community pharmacists

The field survey was carried out during the months of September/November 2023 in the
region located in the far west of Algeria. Data collection involved both community pharmacists and
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their clients. First, we had a sample of 50 community pharmacists of which we contacted either the
manager or the owner-employer for each pharmacy. Firstly, all pharmacists were asked the same
main question concerning the main challenges faced by pharmacies during the covid-19 period.
Secondly, we demanded the 50 pharmacists to rank these according to their degree of urgency and
importance, using the Likert scale (05 choices). The latter is considered a psychometric tool for
measuring attitudes in individuals. In addition, using Sphinx plus software, we applied the
Eisenhower matrix to reveal the degree of urgency and importance of these challenges, enabling
pharmacies to make the right decision in terms of priority and investment, the main aim of which is
to promote innovation in the pharmaceutical management. The Eisenhower matrix is a time
management and analysis tool that classifies tasks according to their urgency (time) and importance
to the achievement of the final objective. It is based on a quote by Dwight D. Eisenhower
(Bratterud & Burgess, 2020). As shown in figure, this matrix is a double-entry table:

-Horizontal axis: task importance

- Vertical axis: urgency of tasks

The matrix thus comprises four quadrant:

- A: important and urgent activities, tasks to be carried out immediately and on one's own.

- B: important but not urgent activities, tasks to be planned and carried out oneself.

- C: urgent but unimportant activities, tasks to be delegated quickly.

- D: activities of little urgency or importance, useless tasks to be abandoned.

Ur:?e Delegate Do A

Who can do it for you? Do it now

Not
urge Delete D Decide B
nt Elminate it

Not Important Important

Fig. 1. Eisenhower Matrix (Urgency/ Importance).

Second part - interviews with Customers

To analyze opportunities for innovation in pharmaceutical services, it is necessary to study the
degree of pharmaceutical adaptation of customers to the challenges faced by pharmacies at the time
of covid-19. To this end, we selected a sample of 138 customers frequenting the pharmacies of the
pharmacists in our sample and asked them to rank the five challenges in question according to their
degree of urgency and degree of importance, using the Likert scale (of 05 choices). We then
arranged these challenges in the Eisenhower matrix to reveal the compatibility of the two matrices:
those of the pharmacies and those of the customers.

RESULTS AND DISCUSSION

Eisenhower matrix (urgency/importance): positioning the five challenges
- for pharmacists

The Eisenhower matrix was used to rank the top five challenges according to the priorities
faced by the 50 pharmacies during the covid-19 crisis period. The ranking was as follows: 1-
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Access to medicines, 2- Spread of infections, 3- Self-medication, 4- Work management and 5- Staff
training. Figure 2 shows that, from a pharmacy point of view, the challenge of spreading infections
with a degree of importance/urgency: (4.94/ 4.98), noting that the higher the score the greater the
challenge, as well as the challenge of access to medicine with one degree (4.56/4.94) are important
and urgent challenges that should be addressed immediately (as a priority). While the self-
medication challenge with a degree (3.98/1.66) and the staff training challenge with a degree
(3.40/1.66) represent important but not urgent challenges. These should be planned for the near
future. Whereas the work management challenge positioned in quadrant C with a degree of
importance and urgency of (1.60/3.38), which represents a less important but urgent challenge, is a
task to be delegated and it requires immediate attention.

Table: Importance/Urgency

Importance Lirgency

access to medicines 4,56 4,94
spread of infections 4,93 4,98
=elf-medication 3,98 1,66
wwork management 1,60 3,38
=taff training 3,40 1,66

R T — SSURNRUSNNS SUSR SE— . ............. S SSSS IS——— S—— NS S—

e mOTgemery

Importance

Felf-me éilr:anon:

1,50 : ey
i { { trainitg

Fig.2. Importance / Urgency Matrix — Pharmacists.

- For customers

We have seen through Figure 3 that the positioning of the five challenges on the part of
customers in the Eisenhower matrix is like the positioning achieved in the matrix of pharmacies. In
other words, there is compatibility between the two matrices. Indeed, in terms of importance and
urgency- quadrant (A): the challenge of spreading infections as well as the challenge of access to
medicine are respectively important and urgent with the following rates (5/5) and (3.97 /4.57).
While the self-medication challenge with a degree (3.88/1.54) and the staff training challenge with a
degree (3.46/1.37) represent important but not urgent challenges. Whereas, the work management
challenge positioned in quadrant C with a degree of importance and urgency of (1.57/3.39), is a less
important but urgent challenge.
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Table: Importance /Urgency

importancs | Urgency

access to medicines 3,97 4,57

spread of infections 5,00 5,00
self-medication 3,88 1,54
wwork management 1,57 3.39
=taff training 3,96 1,37

B =

-E---aﬁc.e.e:'.s-ta-
L mediGines

manapeme

Fig. 3. Importance/Urgency matrix — customers.

Pharmaceutical adaptation: a trend for development of innovation in
pharmaceutical management

We discuss this concept of “pharmaceutical adaptation” as a contribution to innovation
develop in pharmaceutical management. A comparison of the two matrices - that of the pharmacies
(fig. 2) and that of the customers (fig. 3) - reveals a high degree of compatibility and similarity in
the positioning of the five issues mentioned above. This indicates that pharmacies and their
customers share the same point of view on these issues. Pharmacy customers accept certain
measures adopted by pharmacies. In terms of the spread of infections, these pharmacists' ability to
adapt to pharmaceutical needs was demonstrated during this period, on the one hand by making
their customers aware of the need to regularly use cleaning tools such as (masks, hydro-alcoholic
gel, bibs, gloves, etc.), and on the other, by adapting their premises in an attempt to achieve "social
distancing” by installing Plexiglas barriers or door cubicles, while limiting the number of patients
accessing them. And secondly, by adapting their premises in an attempt to achieve "social
distancing” by installing Plexiglas barriers or door cubicles, while limiting the number of patients
accessing the pharmacy interior (Morawska & Cao, 2020). In the same vein, covid-19 created
another challenge for all citizens to get to pharmacists, and it also prevented suppliers from
delivering medicines to pharmacies (Jou & Datoussaid, 2023). In addition, this pandemic-like
matrix has once again revealed the inequalities that exist in terms of access to healthcare and
medicines (Hamadi et al, 2022; Djeflat, 2022). Access to safe and effective medicines and
healthcare services is a fundamental human right and a central pillar of any healthcare system (Al-
Hagan et al, 2022; Hamadi & Datoussaid, 2019). Pharmaceutical adaptation to concerns about
access to medicines has shown that both pharmacists and customers agree on the importance of this
challenge, which still represents a real public health issue in Algeria (Hamadi et al, 2017; Hamadi et
al, 2022). Stimulating local pharmaceutical production of medicines has therefore become an
essential step that could contribute to the country's GDP, while exploiting certain plant-based
remedies locally (Datoussaid et al, 2021).
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What's more, the pandemic has triggered widespread containment across much of the world,
leaving the feeling that the only resource available to patients is self-care (Matias & Dominski,
2020). As a result, self-medication has led to the circulation of certain types of drugs that appear to
be used to treat the symptoms of covid-19, such as paracetamols, antibiotics, vitamin C and anti-
inflammatories, but most of which, have been shown not to be beneficial in preventing the disease
in this case covid-19 (WHO, 2021).

The pharmaceutical response to the challenge of self-medication in this situation was to
provide advice on how to limit self-medication, highlighting the health risks involved Chi et al,
2021). And in return, customers should trust their pharmacist. Ultimately, a relationship of trust
should develop between pharmacist and customer. In this sense, the WHO recognizes that
"successful™ (i.e. beneficial) self-medication can only be achieved in many countries by improving
people's knowledge and level of education, so as to avoid the potential harm of this practice (WHO,
2023). Following the same idea, according to Kala’lembang (2021), the digitization of managerial
practices in relation to traditional practices will contribute strongly to managerial organizational and
cultural change for both pharmacies and their customers (Nazanin et al, 2021). In this respect,
pharmacy training (Widya Adhariyanty Rahayu & Adriani Kala’lembang, 2023) and the integration
of digital platforms, which represent new management structures, will enable better knowledge
sharing according to (Nadia et al. 2021) and more sustained innovation (Akande-Sholabi & Adebisi,
2020). For example, the introduction of specific technologies to care for and support the elderly
(Djellal & Gallouj, 2006); virtual and telephone consultations should be adopted for vulnerable
patients such as diabetics, hypertensives, and asthmatics.

In other words, if pharmacies can meet these challenges, while considering their degree of
importance and urgency, customers will readily accept the changes. This suggests that there are
opportunities for innovation. In this new context, the adaptation we are talking about is quite simply
pharmaceutical adaptation, as a new notion that links the pharmaceutical services of pharmacies and
their customers to needs dictated more specifically by the health crisis.

CONCLUSION

Although the covid-19 health crisis has caused considerable difficulties for many dispensing
pharmacists in Algeria, it has opened interesting prospects for the development of research into
pharmaceutical management. It is within this framework that the work we have been able to
accomplish is intended to be original not only in terms of the various challenges discussed above
(the spread of infections, access to medicines, successful and beneficial self-medication, innovative
work management and staff training) but also in relation to the dimension of pharmaceutical
adaptation of pharmacies and their clientele, which is an essential trend for development of
innovation in pharmaceutical management.

We must conclude that our research could help in the decision-making process regarding the
restructuring of existing pharmaceutical services in response to public health crises such as Covid-
19. In this respect, it is essential to consider customers as consumer customers; their behaviors play
a vital role in terms of successful innovation and community pharmacies as a production function
whose cognitive relationship of its human resources, as new brain capacities allowing interaction
with the environment, is a new intangible factor that plays an essential role in terms of
pharmaceutical adaptation between community pharmacists and their customers. These are all
avenues we are opening up for future research.
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OAPMAINEBTHYHA AJAIITALIIA 10 HOBUX BUKJIUKIB Y COEPI
OXOPOHMH 310POB's1, CIPUYUHEHHUX COVID 19 B AJI’KHUPI: TEHAEHIIIA
PO3BUTKY ®PAPMALHEBTUYHOI'O MEHE/UKMEHTY

Siham Jou Aimad Datoussaid
University of Djillali Lyabes, University of Djillali Lyabes,
Sidi Bel-Abbes, Algeria Sidi Bel-Abbes, Maghtech Network, Algeria.
Abdelmadjid Ezzine Abdelkader Hamadi
University of Djillali Lyabes, SKEMA Business School,
Sidi Bel-Abbes, Algeria Lille, France

Merta cTaTTi - BU3HAYUTH, KOO MipOo0 (papManeBTH aJanTylOThCs 0 3pOCTAIOUUX MOTPEO
KIIieHTIB B enoxy covid-19. 1 dapmaneBTn, 1 iXHI KIIEHTH CTUKAIOTHCA 3 M'SITbMa BUKJIMKAMH:
MOIIMPEHHSIM 1H(EKIiH, JOCTYymoM JAO JIiKiB, CaMOJIIKyBaHHSM, YIIPaBIiHHSAM poOOTOIO Ta
HaBYaHHAM nepcoHany. s 1poro y BepecHi-nucronani 2023 poKy B perioHi, po3TaiioBaHOMY Ha
KpaifHbOMY 3aX0/i AJDKUpY, OYyJIO MPOBENCHO TeMaTHYHE OHJIAHH TOCIIKCHHS 3 BUKOPUCTAHHSIM
HAIIBCTPYKTYPOBAHOTO I1HTEPB'O II0JI0 OCHOBHUX BHKIIUKIB, 3 SKUMHU 3iTKHYyHcs 50 antek y
nepiox covid-19, mo6 ommcatu posk anTek Ta 0OroBOpUTH iXHI MaiOyTHI ¢yHkuii. IloTim, m00
BUMIPSTH CTYIiHb HAraJdbHOCTI Ta BYKJIMBOCTI BUKJIMKIB, 3 IKUMU MU 3ITKHYJHUCS, MU 3aCTOCYBallu
Mmatpuio Elizenxayepa, BuKopucToByloum mikamy Jlaiikepra (3 05 BapiaHTiB BiANOBizAeid) 3a
J0TIOMOror0  mporpamHoro 3abesnedyeHHs Sphinx plus. IlotiM Mu 3acrocyBanu TOW cammii
IHCTpyMeHT aHallizy no BuOipku 3 138 kitieHTiB, 00 BUSBUTH CTYMiHB IXHBOI (papManeBTUIHOI
amanranii. le mocnimpkeHHs BUSBUIO BUCOKHN CTYMIHB afanTaiii (BayKJIMBOCTI/HArallbHOCTI) anTek
[0 BIHOIICHHIO 10 CBOIX KIIIEHTIB I I'ATH 3rafaHuxX Buile BUKIMKIB: (4,94-4,98) / (5/5) mis
nommpenns indekuii; (4,56-4,94) / (3,97-4,57) nna gocrymy o Jikapchkux 3aco0iB; (3,98/1,66)
npotu (3,88-1,54) mns camomikyBanus. (1,60-3,38) mpotu (1,57-3,39) mist ynipasimiaHsS poOOTOIO Ta
(3,40-1,66) mpotu (3,46-1,37) nns waBuyanus. L{i pe3yabTaTé 30iraloThCsl 3 KOHIICIIIEIO
¢dapmaneBTUYHOI ajanTaiii, fKa € TEeHJCHIIEI0 PO3BUTKY IHHOBALId Yy (apMaleBTUYHOMY
MEHEIKMEHTI.

KmouoBi caoBa: Covid-19; dapmaneBTHYHUIT MEHEIKMEHT; PO3BUTOK; (apMaleBTHYHA
ajanranis; GapmMaleBTH; BUKIUKH.
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AHoTamig. YMoBU 1UQPpoBOi TpaHchopMallii BUMAraiTh BiJ YIPaBIiHHS JOSJIBHICTIO
rTMOOKOTO PO3YMiHHA TOTpeO KITEHTIB, iHIAMBimyami3amii B3a€MOAil, BUKOPUCTAHHS TEPEIOBUX
TEXHOJIOTIM Ta aHaMTHUYHHUX MeToniB. Ha 1iif ocHOBI kommaHii GopMyroTh €peKTHBHI cTparerii
YIPaBIiHHSA JIOSUIbHICTIO, CIIPUSIOUN 3MIITHEHHIO CBOTO MO3ULIIIOBaHHS HAa PUHKY Ta 3a0e3neuyrodu
CTaOUIbHUH piIBEHB J10XO0/IB y MallOyTHbOMY.

B crarTti BU3HaueHo, 110 popMyBaHHS JOSJIBHOCTI MOKYIILIB 3aJIe)KUTh BiJ PI3HUX (PaKTOPIB,
SK1 BIUTMBAIOTh Ha JOBIPY /10 KOMIAHII Ta ii mpoaykTiB. KimtodoBumu (gaxkropamu, 1o BIJIMBAIOThH
Ha (OpMYBaHHS JIOSUIBHOCTI, € TIO3UTUBHUM JTOCBIJ B3a€MOIIi KJIIEHTA 3 KOMIIAHI€I0; PEKOMEH Al
3 OOKy poJu4iB Ta Jpy3iB; OiarojiiHa abo rpoMajchKa JisUIbHICTh KOMITaH1i; a TakoxX 1H(pOpMaris
po KoMnaHito (OpeHa) y couiaibHUX Mepekax TOLIO.

Tpeiin-mapkeTHHr € ofHi€l0 3 GOpPM CydacCHOr0 MApPKETHHTY, CIIPSIMOBAHOIO Ha PO3BUTOK 1
MIITPUMKY TApPTHEPCHKUX BIIHOCWH, MIJBUINEHHS IM13HABAHOCTI OpeHpaa, 30UIbIICHHS OOCSTIB
npofaxiB Ta (OpPMYBaHHS JIOSUIBHOCTI CIIOKMBAdiB. [HCTPYMEHTH TpeWI-MapKeTUHTY IS
(bopMyBaHHS JIOSUIBHOCTI MOKYIILIB BKJIIOYAIOTh IUCKOHTHI MMPOTrpaMy, HAKOTIMYYBaJIbHI IUCKOHTHI
KapTKH, KemoOeK, MOJapyHKOBI cepTH(iKaTH, po3irpaii mnpu3iB, OOHYCHI HpPOTrpaMu 3a0XO0YEHb,
KJIyOU NOCTIMHUX KJTIEHTIB Ta IHCTPYMEHTU MEpUaHJaii3uHTy.

Jlnst BTiJIEHHSA CTpaTterii ynmpaBiiHHS JIOSUIBHICTIO KOMIaHii HEOOXiJHO YiTKO BHM3HAYMTHU
CTpaTerito YIpaBlliHHS JIOSUIBHICTIO, BpPAXOBYIOYM LiJIi KOMIIaHii, HasBHI MaTepiajbHI Ta
iHpopMaliiiHi pecypcH; BHOKPEMHUTH IIUJIbOBI CETMEHTH CIIO)KMBaYiB, Ha sKi KoMMaHis Oyne
30pI€EHTOBAHA; TMPOBECTH JOCIIDKEHHS MOTHBIB TOBEIIHKH CIIOKWBAa4YiB Ta iX CTaBJICHHS 0
OpeH/1a/KOMIaHii; BCTAHOBUTH KpHUTEPii OLIHKHM JIOSUIBHOCTI CIOXHMBAaYiB Ta IEPiOJUYHICTD
OLIIHIOBAaHHS; PO3pOOUTH cucTteMy (OpMYyBaHHS MO3UTHBHOIO KIIEHTCHKOTO JOCBIAY uepe3
NEepCOHANI3aIi0 MPONO3MLIA Ta 1HIUBIAyali3alil0o OOCIyrOBYBaHHS; CTBOPUTHU CHUCTEMY
3BOPOTHOTO 3B’SI3Ky Ta OINEPAaTUBHOTO pearyBaHHsS Ha 3alWTH 3 YpaxyBaHHSAM IHQPOBOI
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TpaHchopmarlii; 3MIHCHUTH aHami3 e(EeKTUBHOCTI MporpaM JOSJIBHOCTI Ta KOMYHIKaIliiHUX
IHCTPYMEHTIB 3 KJIIEHTaMH.

KirodoBi cioBa: JIOSJIBHICTE, MEHEDKMECHT-MAapKeTHHT, Tpeil-MapKeTHHr, uudposa
TpaHchopmarlis, eIeKTpoHHa KoMepiis, iHxycTpis 4.0.
JEL kanacudikarop: D12, L81, M10, M31.

ITHOCTAHOBKA IMTPOBJIEMHA

VYrpaBiiHHS JOSUIBHICTIO B YMOBax mudpoBoi TpaHchopmarlii BKIOYAOTh B ce0e pO3yMiHHS
KIIEHTCBKUX TOTpPed, MEepCOHANI3aIlii0 B3a€EMOil, BHKOPHCTAHHS IEPEeIOBHX 1H(GOpMAmiiHUX
TEXHOJIOTIN Ta aHATITHYHI METOJU MOCiiKeHHs. Ha ocHOBI 1boro kommnanii OynyroTh eeKTHBHI
cTpaterii yrpaBIiHHS JOSUIBHICTIO, IO CIPUATUMYTh 3MIIIHEHHIO iXHBOTO MO3ULIIFOBAaHHS HAa PHUHKY
Ta 3a0e3nevarh CTabUIbHUM PIBEHB I0XO/IIB Y MallOyTHHOMY.

VY cyuacHoMmy cBiTi ¢ poBa Tparncopmarlisi, po3OynoBa eKOHOMIKY 3HAHh BU3HAYAIOTh HOBI
peaitii B ympaBIiHHI JIOSUIBHICTIO Kii€HTiB. Llelt mporec BuMarae Bif BITYM3HSHUX KOMIIAHIN He
JUIIC ajanTaimii J0 HOBHX TEXHOJOTIH, alle W pO3yMiHHS TEOPETHKO-METOJOJIOTIYHUX 3acajl
yIPaBJIiHHS JIOSUIBHICTIO B IU(PPOBOMY CEpPEIOBHUIII.

VYrpaBiaiHHA JIOSIIBHICTIO Tepen0adae CTBOPEHHS Ta MIATPUMKY JIOBTOCTPOKOBHUX i
MO3UTUBHUX BIAHOCHMH 3 KJIIEHTaMM, LI0 Yy KOHTEKCTI HHU(PpoBoi TpaHchopMalii o3HAUAE
BUKOPHUCTaHHS CyYacHUX iH(MOpPMAIIHUX TEXHOJIOTIH Ui B3a€MOJIi 3 KJII€HTAMH, aHaNi3 iXHBOI
MOBE/IIHKH Ta OTPeO, a TaKOX pearyBaHHs Ha HUX Yy peaidbHoMy yaci. OgHo4acHO 11e 3a0e3neuye
MOJKJIMBOCTI JUI TEPCOHANI3alii B3a€EMOAIl 3 KII€HTaMH. 3aBISKA IUPPOBUM TEXHOJIOTiSIM
KOMIIaH1i MOXXYTh 30UpaT/00po0IATH BETUKI 00CITH JaHUX MPO CBOIX KIIEHTIB, BUKOPHUCTOBYIOUH
iX JUIS CTBOpPEHHS 1HIWBIAyalli30BaHUX MPOIO3UIIiH, aKIiii Ta 3HIWKOK Tomlo. Jli/pKuTamiszamisa Ta
cydacHi iHQopMariiiHi TexHoJorii 3a0e3NeuyroTh MOMJIMBOCTI BHUKOPUCTAaHHS aHAIITUYHOTO
IHCTpYMEHTApil0 MOHITOPHHTY Ta OLIHKH €(QEKTHBHOCTI CTpaTerid YHpPaBIiHHS JOSUIBHICTIO.
BijcTexkeHHs KIIIOUOBUX IMOKAa3HHMKIB MPOJYKTHUBHOCTI, aHalll3 JaHUX Ta HAaBYaHHS 3 OTPUMAaHHUX
pe3yibTaTiB I03BOJISIOTH KOMITaHISIM TTOCTIMHO BAOCKOHAJIIOBATH CBOI IMIIXO/IU Ta aIallTyBaTUCA 10
3MIH Y BHMOIax pHHKY Ta TOBEIIHIl CHOXHBayiB, MO0 N OOYMOBIIOE aKTyaJbHICTb TEMHU
JIOCIIIKEHHS.

AHAJII3 JOCJLIKEHD I MYBJIIKALI

[TuTaHHIO MOCHIIPKEHHS JIOSUIIBHOCTI CIOXHUBAviB Oy/IM MPUCBSYEH] Ipalll 0araTboX BUCHHX,
3okpema 1. O. Kmsuenko ta O. B. 303yasosa [1], H. C. Ctpyk [2], . A. ITapdenrenxo [3], C. b.
Posymeii, I'. 1O. FOnenko, O. A. T'onuaposa [8] Ta 1HIIUX.

Buninsiore ABa miAXoau A0 BU3HAYEHHS JIOSUTBHOCTI: MOBeNiHKOBa (ab0 TpaH3akiliiiHa) Ta
cnpuitmana (a0o mepuemniiitHa) mosutbHICTE. KomOiHaIliss ABOX BHIIIB JIOSUIBHOCTI TOKYIIIIB €
KOMILJIEKCHOIO JIOsUIbHICTIO (complex loyalty). Lli migxoan peTesnbHO po3riisfanucs yKpaiHCbKUMHU
naykoBipgimu [, O. [MTuensucekoro [4], O. I'. Baosiuenoro [5]. OnmHak, 101aTKOBOTO JOCITIIKEHHS
BHUMarae BU3HauYeHHsI OCOOIUBOCTEH yMpaBIiHHA JOSUIbHICTIO B YMOBax U(POBOi TpaHCHOpMaIlii.

®OPMYJIIOBAHHSA IIJIEM CTATTI TA IOCTAHOBKA 3ABIAHHSA

Metoto poOOTH € BH3HAYEHHA OCOOIMBOCTEH (OPMYBaHHS TEOPETUKO-METOIOJIOTTUHUX
M1IXOA1B MEHEKMEHTY JIOSJIBHOCTI B yMOBax U(PPOBOi TpaHCHOpMaIlii.
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METOAOJIOI'TA

B po6oti Oyno BUKOPHUCTAHO CHCTEMY 3arajJibHUX Ta CHEIlialbHUX METOJIIB HAyKOBOTO
Mi3HAHHSA, 30KpeMa METOJ aHami3y IS JOCHIIPKeHHS TOHSTTS JOSIBHOCTI, MIAXOMIB 10 ii
BU3HAYCHHs, (DAKTOPIB, 110 BIUIMBAIOTH Ha ()OPMYBaHHS, Ta IHCTPYMEHTIB, 1[0 BUKOPUCTOBYIOTHCS
Uis 11 CTHUMYIJIOBaHHS; METOJ[ y3arajlbHEHHS /JIi BHBYCHHS PE3YJbTATIB JOCIIHKCHb 1HIIUX
HAyKOBIIIB 3 MUTaHb (DOPMYBaHHS JIOSJILHOCTI KITIEHTIB; METOJI TPYITYBaHHS Ta CUCTEMaTHU3AIlll JIJIs
BHUBUYCHHSI CYYaCHUX TEOPETUKO-METOAOJOTIYHHUX IMiIXOIB MEHEI)KMEHTY JIOSUIIbHOCTI B YMOBaX
nudpoBoi Tparchopmairii.

BUKJIAJL OCHOBHOI'O MATEPIAJTY JOCJJILIKEHHSA

JIOSUTBHICTh KJIIEHTIB € OAHIEID 3 KIFYOBHX KOMIIOHEHT, 5K ()OPMYIOTh KOHKYpPEHTHI
nepeBaru miAnprueMcTBa. TepMiH «I0SIIBHICTEY» OXOIUTH BiJl aHIITIHCHKOTO cioBa «loyal» (BipHMIA,
BilJaHMI) Ta oO3Ha4ae [0OpO3UWIMBE CTaBIEHHS 10 Oyap-Koro abo Oyap-doro. 3arajiom,
JOSTBHICTh BU3HAYAETHCS SIK CTYIIHb, MPH SKOMY CIIOKMBA4 Ma€ MO3UTHUBHE CTaBIICHHS 10 OpeHaa
(mpoayKTy, MOCTayaIbHUKA), KYIy€ 1 6a)kae B MailOyTHLOMY KYITyBaTH IPOAYKTH I[OTO BUPOOHHKA
1 He OyTH KII€HTOM IHIIMX KOMIIaHid. BUAUIAIOTH ABa MiIXOAM 1O BU3HAYEHHS JIOSUIBHOCTI:
nmoBeiHKoBa (a0 TpaH3akIliiiHa) Ta cripuiiMana (abo meprerniiiHa) JosIbHICTh. KoMOiHaIisS JBOX
BH/IIB JIOSITLHOCTI TTOKYIIIIB € KOMIUICKCHOIO JIOsUTRHICTIO (complex loyalty).

[ToBeninkoBmii miaxin (transactional loyalty) po3risnae nosTbHICTD 3 TOUKU 30py MOBEAIHKU
CIIOKMBaYa, 1[0 BHPAKAETHCA Yy TPUBATIA B3a€MOAIl 3 KOMIAHIEI Ta 3MIMCHEHHI TOBTOPHUX
MOKYTIOK.

[ToBeniHKOBA NOSUIbHICTD OLIIHIOETHCS] TAKMMH ITOKa3HUKAMHU:

— 00csT TepexpecHuX MpoAaxiB (KUTBKICTh JOJATKOBHX TOBApiB KOMIIaHii, M0 mpuadaHi
CIOKMBaYeM 3a MEeBHUI MepioJ] yacy);

— 30UIBIIEHHS OOCSTIB MOKYIIKK OJTHOTO ¥ TOTO K TOBAapy 3a MIEBHHUI IHTEPBAII Yacy;

— KIJIbKICTh TOBTOPHUX TOKYIIOK;

— BIJIHOCHA CTAJIICTh CYMH TOKYIIKH OJHOTO i TOTO 3K TOBApy 3a MEeBHUH iHTEepBas yacy [5].

[Nepuenuiiiauit miaxin (perceptual loyalty) posrisgae NOSUTIBHICTD SIK HaJaHHS IepeBaru
KOMIIaHii 3 OOKy CIIO)KMBauiB, 110 (OPMYETbCS y pe3yabTaTi y3arajJbHEHHS MOYYTTIB, €MOLIH,
JYMOK B1JIHOCHO MOCIyTH abo camoi kommnanii. Lleil Thm nosIbHOCTI BBaXaeThCs OB 3HAUYIIIAM,
OCKUIbKH CIIpUIIMaHa JIOSUIbHICTh XapakTepHu3ye MailOyTHIO MOBEAIHKY CIOXKMBada, y TOM yac K
MOBE/IIHKOBA JIOSUTbHICTh BiIOMBAaE HOTO MUHYIIHNA JOCBII.

OCHOBHMMH CKJIaJIOBUMH CIIPUIIMAHOI JIOSTIBHOCTI €:

— 3aJI0BOJICHICTh, 110 BUHUKAE BiJ 31CTaBJICHHS MOMEPEIHIX OUYIKYBaHb 1 pealbHHUX SKOCTEH
pUA0aHOTO TOBApY;

— MOIH(OPMOBAHICTh — CTYMIHb MOMYISIPHOCTI KOMITaHil cepe]] LiTbOBUX CIIOXKKBaYiB [5].

Ha npuiiHATTS pilmIeHHs MO0 MOKYIKH TOBapy I€BHOrOo OpeHJa BIUIMBAE HE TUTBKU
3aJIOBOJIEHICTh HHUM, aje i eMoIiiiHe CIIpUMHATTS, sIke BU3HAYa€ CTYIIHb YYTJIMBOCTI KJII€HTa J0
TbTEPHATHBHUX TTPOTTO3UIIIH.

VY mpakTHmi cy4acHOTo Oi3HeCy MijJ JIOSUIBHICTIO YacTO PO3yMIiIOTh 33J0BOJICHICTD
CTIO)KHMBAYiB, OCKUTBKH caMe 33aJJ0BOJICHICTh TIOKYIIIS € TIEPIIM KPOKOM Ha MUISXY J0 3aBOIOBAHHS
HOro JOSJIBHOCTI, IO OCOOMMBO aKTyalbHMM € B yMoBax IMQpoBoi TpaHcopmarii. OxHak
3aJI0BOJICHICTh TOBapOM ab0 TOCIYTOIO 1 JOSUIBHICTh CIIOKHBaya HE € 1ICHTUYHUMH TOHSTTSIMH.
3a10BOJICHICTh € HEOOXIJHOI0, MPOTE€ HEIOCTaTHHOIO YMOBOIO JIOSUIBHOCTI, OCKIIBKH JIOSIBHUN
MOKYIEIb € 3aBXKIU 3aJ0BOJICHUH, TMPOTE 3aJ0BOJICHHH IIOKYNElhb HE € 3aBXAW JIOSIIHHHM.
[To3uTrBHA oOILHKAa TOBapy (MOCIYrd), TOOTO 3aJlOBOJICHICTh KJII€HTA, MiJBUILYE CUIY Hamipy
3MIMCHUTH TOBTOPHY TOKYIKY, aje He BH3HA4Ya€ WOro y MOBHIA MIpi, OCKUIBKH HaMip 3aJICKUThH
TakoX BiJ (YHKI[IOHATBHOI Ta EKOHOMIYHOI TPUB’A3KM KII€HTa [0 KOMIaHii, 3arajibHOi


https://doi.org/10.26661/2522-1566/2024-2/28-05

MANAGEMENT AND ENTREPRENEURSHIP: TRENDS OF DEVELOPMENT
ISSUE 2 (28), 2024

pUBa0JIMBOCTI TOCIYT KOHKYPEHTIB Tomio. OTe, 3aJ0BOJICHICTh CIIOKMBadiB HE OO0OB’SI3KOBO
MPU3BOAUTH J0 MOBTOPHHUX MOKYIIOK MPOAYKTIB KOMITaHii Ta 301IbIIEHHS IPOAAXKIB.

VY 3ajeXHOCTI Bii PIBHIB MOBEIIHKOBOI 1 MEPIEMIIHHOT JIOSUTBHOCTI MOXHA BHJIUTUTH TaKi
TAMHA JIOSUIBHOCTI: a0comtoTHa (icTUHHA), TpuXxoBaHa (aTeHTHa), XWOHa (MOMMIIKOBA) Ta
BiJICYTHICTb JOsTBHOCTI (puc. 1).

Bucoxka

AbcomroTHa (ICTHHHA) JIOSITBHICTD

Puc.l. Knacugixayis éudie nosnvrocmi [5]

1. AGcomoTHa a0 1CTUHHA JIOSUIBHICTh — CHUTYallisl, KOJIM BUCOKOMY PIBHIO IMOBEIIHKOBOT
JIOSTTBHOCT] CIIOKMBAYiB BiMIOBIJa€ BHCOKUI PiBEHb MEPUENIIIHOT JOSUIBHOCTI, TOOTO CIOKUBAY
3aJI0BOJICHUI MapKoIO 1 peryssipHo Kynye ii. Taka cutyauis € npuBaOIMBOIO K Ui KOMIIaH1H, Tak 1
JUTS CTIOKHMBAUiB, OCKIJIBKU Y IaHOMY BHITJIKY JOSUIBHICTD € B3a€EMHOIO.

2. IlpuxoBana a0o0 JaTEHTHa JIOAJBHICTh — CUTYAIlisl, KOJM BHCOKUH pIBEHb CHIPUIMaHOI
JOSTTBHOCT] HE MiJKPITUTIOETHCS TTOBEIHKOIO CIIOKHMBa4ya, TOOTO CIIOKMBA4Y HA/IA€ BUCOKY OIIHKY
OpeHIly, BUIUISE€ KOMIIAHIIO 3 4KcCiIa KOHKYPEHTIB, ajlé HE Ma€ MOXKJIMBOCTI 4acToO KyIyBaTH ii
MPOAYKTH (30KpeMa, uepe3 HU3bKUH piBeHb aoxony). [IpoTe, Ko y crokuBaya 3’ sIBISE€THCS Taka
MOJKJIMBICTB, BIH KYIIy€ TOBapu came i€l KoMIaHii.

JlaHuii THIT JTOSUTBHOCTI € 1HIUKATOPOM MpoOJIeMU B KOMIIaHii, siKa MEePEmIKoKae MoKy
ToBapy. SIKIO iCHyrOul 0OMEXEHHs (HaJTO BUCOKA LlIHA TOBAPY, OCOOJIMBOCTI KaHAJIB AUCTPUOYIIT
TOIIIO) HE € 3allJITAHOBAHWMH, TO KOMIIaHI1 CJIiJT 3aIpOBaHPKYBATH 3aX0/IU M0JI0 YCYHEHHS TOII0HUX
6ap’epiB.

3. XubHa ab0 MOMIIKOBA JOSUTBHICTh — CHTYaIlisl, KOJM BUCOKil MOBENIHKOBIH JIOSIBHOCTI
BI/JINIOBIJJa€ HU3bKUH PIBEHb CHPUHMAHO]1 JIOSUIBHOCTI, KOJIM CIIO’KUBAU KyIye OpeHJ, ajie MpH [bOMY
HE BIJJIyBa€ Hi 33/I0BOJICHHS, HI €eMOIIHHOT MPUXMILHOCTI JI0 HHOTO.

Taki MOKYNKM MOXYTb OyTM HaciaiIKoM OOMEXeHOi Npomo3ulii, Ce30HHuX abo
HAKOTMYYBAIBHUX 3HIKOK, 3BUYOK MOKYIIIS TOIIO 1 TOMY, SIK TIIBKHU CIIOKWBAY 3HAH 1€ KOMITaHilo,
sKa 33JI0BOJIBHUTH HOTO MOTpeOu B OUIBIIIIH Mipi, BiH BIIMOBHUTHCS B MPUAOAHHS IIbOTO OpeHa Ha
KOPHUCTh TOTO OpeHnma, 10 sKoro OyJae BiAYYBAaTH NUPUXHWIBHICTH. J[aHWH THIT JOSIIBHOCTI €
HEBUTITHUM JUIsI KOMIIAHIM, OCKUIbKM Ja€ TIIbKM THMYAacoOBI IEpeBaru IO BiJHOIIEHHIO 0
KOHKYPEHTIB.

4. BiACYTHICTh JIOSIIBHOCTI — CHUTYallis, KOJM HU3bKOMY PIBHIO MEPLENUiHHOI JOSIIBHOCTI
CIIOYKUBAYiB BiJIIOBi/1a€ HU3bKHIA PIBEHB TIOBEIIHKOBOT JIOSUTBHOCTI.

Kowmmanii gouinbHO ab0 BIAMOBHUTHCSA BiJ YTPHUMAaHHS Ili€i YaCTUHU CIOXHBauiB, abo
3aCTOCOBYBATH 3aXOH /IS TIJIBUILICHHS, B IEPIITY YEPry, MEPUEIIHHOT JTOSUTBHOCTI.

JlosinpHICTE TOKYNUA (HOPMYETHCS MiJ BIUIMBOM pi3HUX (aKTopiB, sKi OOYMOBIIOIOTh
noBipy no Openaa. KirogoBumu dakropamu ¢GopMyBaHHS JIOSJIIBHOCTI B ymMoBax IH(poBOi
TpaHcopmarlii € Taki (puc. 2).
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. TTo3HTHBHHH JOCBIif
IHfIJOPI‘:IﬁHUI_ po B3a€EMO/I11 KIIEHTA 3
KommaHito (6per) KOMIIaHi€I0
B COIIMEpEXkKax

Biaryku ta
peKoMeHamil
OMH3BKHX Ta IPY3iB

3abe3neueHHA

KoHGbiaeHifiHOCTI TO dopMyBaHHS PEHTHAT KOMIIaHii 3

Bmoﬁszﬁfmﬂ : TOSLTBHOCTI GOKY CTOPOHHIX
' KIIEHTIB oprasizaiii

Bnaromiiina a6o
TpoMajchKa
MATBHICTS KOMITAHIT

BHcoka penyTamis

KOMTIaHii TTo3HTHBHI BiATYKH

KIIE€HTIB

Puc. 2. Knouoei haxmopu chopmysanns nosnenocmi 6 ymosax yughposoi mpancghopmayii
Ioicepeno: cknaoeno asmopom na ocrosi [6]

binpmiicte po3apiOHMX KOMIAHIN, SKI MpaLolOTh B YKpaiHi, A7 YTpPUMaHHsS KII€HTIB
MPONOHYIOTh, TOJOBHUM YWHOM, MaTepiajibHi NpuBijei — 3HIKKMA 3 IiHW, OOHYCHI IporpaMu
nosnbHOCTI. [IpoTe CBITOBHMH JOCBIJ BUKOPUCTAHHS MpPOIrpaM JIOSUIBHOCTI IOKa3ye, IO TAaKHH
(dakTop SIK HU3bKA I[IHA HE CTBOPIOE JOCTATHHO MIIHHHA 3B’S30K MK KIIEHTAMH Ta KOMIIAHIEIO
(Opennom). JlieBUM crmocoOOM 3aBOIOBaHHS TPUBANOl JIOSJIBHOCTI CIIOKMBadiB € IM00Yya0Ba
BiJTHOIICHb, SIKI OCHOBaHI HAa €MOIliSIX 1 JOBipi, MPOIO3MIIs YHIKaJbHUX NPHUBLICH, SKI OyIyTh
BHCOKO I[IHYBaTHCS KIIIEHTaMU.

Ha nymky mpoBigHHX BYCHHX, JIOSUTbHICTH KJIIEHTIB — 1€ HAacCaMIIepe MCUXOJIOTIYHUNA CTaH
CMOKMBAYiB, 32 IKOI'0 OYaTKOBE MTO3UTUBHE BITHOLIEHHS JJO OpeHAa B pe3yJbTaTi MEBHUX 3aXO0/iIB
KOMYHIKaIlii MepexoauTh y HaMip, a Jalli B TOBEIIHKY, IO XapaKTePH3YEThCS IHKIIYHOIO
MOCTIMHICTIO a00 Iepexo/10M Ha O1IbII BUCOKHH piBeHb (puc. 3).

. TTapTHEpCHKa TOSIBHICTh

. AKTHBHA JOSITBHICTE

. BomsoBa TOSTBEHICTE

EmormiiiHa TOSIBHICTH

o
KorHiTHBHA JTOSIBHICTH

Puc. 3. Pieni nosinonocmi knicumis [7]

[lepmmit piBeHb «KOTHITMBHA JOSUIBHICTEY» (cognitive loyalty) — 1e mnepexkoHaHHS
CTHIOKUBAYiB Y TOMY, I[0 XapaKTEPUCTHKHU MMEBHOTO OpEHa € KPalluMU 32 XapaKTePUCTUKU THIINX
OpeHIB (AKICTh, CIIBBIIHOIICHHS I[iHA-SIKICTh, HAJIHHICTh, CMaKOBI XapaKTEPUCTHKH, IU3AHH
tomo). L{i mepekoHaHHS (QOPMYIOTBCS 32 PaxXyHOK BIACHOTO JOCBiIY MOKYIIIS, 33J0BOJIEHOCTI

e L
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npuaOaHHAM MPOAYKIIl mig uuM OpenzoM. Ha mpoMy piBHI y crokuBaya Iie He copmyBaacs
eMoIliliHa TPUXWIBHICTH JI0 TIEBHOTO OPEH/1a, BiH 1€ BIAKPUTHUH 10 MPOMO3HUIIi KOHKYPEHTIB.

pyruii piBeHs «adexTrBHa (emoliiiHa) nosuibHIcT» (affective loyalty) — ne cramis, Ha sKiit
BXKE€ 3 SBJIIETHCS TEBHUN EMOIIIMHUN 3B’SI30K 3 OPEHIIOM, IMOYMHAE MiSITH OAWH 13 YMHHHKIB, IO
MEPETBOPIOE KOTHITUBHY JIOSJIBHICTh HAa OCOOMCTY MPUXWIBHICTH 0 Opennaa. Ilpore Ha miii cranii
(GopMyBaHHS  JIOSJIBHOCTI  CIIOKMBAa4Y  HPOAOBXKYE 3aJMIIATHCA BIAKPUTHM  HPOMO3ULISAM
KOHKYPEHTIB, pearyBaTH Ha PI3HOMAaHITHI KOMYHIKalliiiHi 3aX0Jy KOHKYpPEHTIB, METOIO SKUX €
MEePEKIIIOUCHHSI YBaru CIO’KMBava Ha 1HIII OpeHIH.

Tperiii piBeHb «BOJBOBA JIOSUIbHICTHY (conation loyalty) — Ha sikomy (GOpPMYETBbCS YITKO
BUPA)KEHE BHYTPIIIHE IMparHeHHs 10 MNpPOSABY JOAJIbHOI MOBEIIHKH, O 3IHCHEHHS MOBTOPHHUX
MOKYIOK TpOAyKIii OpeHma, (GopMmyeThcsi OakaHHS 3IIHCHIOBATH B MallOyTHHOMY MOBTOpPHI
MOKYIKH TpOAyKIii mporo Openma. Ha mpomy piBHI (hopmyeTbesi ocoOMCTa MPUXHIBHICTH 0
OpeH/a 1 3HIKYEThCS yBara CrokMBaya Jio Jiid 3 00Ky KOHKYPEHTIB.

YerBepTHii piBEHb «aKTUBHA JIOSJIBHICTBHY (action loyalty) — BimOyBaeThCsl IMOJabIIe
MOCUJICHHSI 0COOMCTOT MPUXUIBHOCTI 10 OpeH/ia, CIIO’KMBAY BXKE ITHOPYE MPOIO3UIIiT KOHKYPEHTIB.

HeoOxiaHo 3a3HaunTH, 110 HA YCiX 3a3HAUYEHUX BHILE 4 PIBHAX € pealbHa BIpOTiJHICTh TOTO,
0 Y pasi MOTIpIIeHHs XapakTepucTuk Openna (deteriorating performance), skuM BiJIae mepeBary
CMOKMBAY, MOXE€ BUHUKHYTH HE33J0BOJICHHS, sIKE MpPU3BEIE N0 BTPATH JIOSUIBHOCTI 10 OpeHna 3
OOKy KJII€HTa 1 TOJAIBIIO] BiZIMOBH BiJl HHOTO.

IT’sTuit piBeHb «apTHEPCHKA JIOSUIBHICTBY — JIOSJIbHICTh HAMBUILOTO PIBHS, KA aKyMYIIIO€
B c001 BCl MOXJIMBI BUIHM B3a€MO3B’S3KIB MK CIIO)KHBA4YeM Ta OPCHIOM; KIIIEHT CTa€ HEBiJ €EMHOIO
YacTUHOIO OpeH/a, 110 MPU3BOJUTH A0 MiJBULICHHS PIBHS MOYYTTIB; KIIEHT TOTOBUI MpoOaunuTu
yci nommiiku Openaa. Ha miid crazii nporno3uilii KOHKYpEHTIB HaBiTh HE MPUITYCKAIOTHCS [ 7].

Ha ocHOBI 3a3Hau€HOro BUIllE MOYKHA BUJIUIMTHU TaKi XapaKTEpUCTUKHU JOSIbHUX MOKYIILIB B
yMOBax Ii/DKUTANi3alii: akTHBHO PEKOMEHYIOTh KOMIIaHiI0, MPOIYKII0 MEBHOTO OpeHIa CBOIM
Apy3sM, poandaM, 3HalOMHM; 3a0€3MeUy0Th CTANICTh MONMUTY; HE € YyTJIMBUMM 10 IPONO3ULIT Ta
3ax0JliB KOMYHiKaIllii KOHKYPEHTIB; HE € YYTIMBHUMH JIO IIJBHINCHHS I[iH; 3aBXKIW BHOAYarOTh
OKpeMi TOMUJIKM 1 HEIONIKHM B OOCIyroBYBaHHI, SIKOCTI TOBapy; THUMYacoBl HpoOJieMU MpHU
KOHTaKTax 3 KoMIaHi€ero Torro [4].

CyuacHi TeHJEHIl 3arocTpeHHs] KOHKYpEHIii Ha pUHKY po3/piOHOI Toprieii B YKpaiHi B
yMOBax AIPKUTaNI3allil BUMaraTh Bl pO3ApiOHUX MEpEX BUKOPUCTAHHS IHCTPYMEHTIB 3aJIy4E€HHS
CMOXMBaYiB Ta (HOPMYyBaHHS iX JOSIBHOCTI. TOMY € aKkTyanbHOIO IpobiaeMa BUOOPY 1 3aCTOCYBaHHS
pO3ApIOHMMH MepekaMH €(PEKTUBHUX IHCTPYMEHTIB TPEWUJ-MapKEeTHHTY, OCKUIbKM HalOUIbIIMMA
BIUIMB Ha MPHUHUHATTS OCTATOYHOTO PIIIEHHS CIOXKMBaya OO 3AIHCHEHHS MOKYNKH € 3aXO0JIu
CTUMYJIIOBaHHS B MicCISX Mpojaaxy ToBapy [8]. Metorwo Tpela-MapKeTHHTY € TIiIBUINCHHS
e(EeKTUBHOCTI B3a€MOJIii BCiX CyO’€KTIB KaHaJly MapKETUHTY, IO JO03BOJSE€ 30UIBIIMTH OOCITH
MpOoJaxiB, 3a0€3MeYUTH IMi3HABaHICTh OpEHIB Ccepe] IMOKYMIB, 3aJy4UTH HOBUX KIIEHTIB Ta
copmyBaTH JOSUTBHICT TOKYMIIIB 10 Operza [9].

3 4acoMm Jesiki MapKETHHIOBl 1HCTPYMEHTH BTpauyalOTh CBOIO €(EeKTHBHICTb, MPOTE 1HIII
HaOyBarOTh OUIBIIOrO 3HA4YeHHA y (OPMYBaHHI JIOSJIBHOCTI KIIE€HTIB 10 Mepexi. Tak, depes
KapaHTHHHI OOMEKeHHs, MoB’si3aHi 3 manaemiero Covid-19, a motim i1 4epe3 BiliHy B YKpaiHi
aKTyalbHICTh HAOYNIM AUCTAHIIIMHI TPOJAXKI.

Benuki HamioHanbHI pUTEWSEpU 3aCTOCOBYIOTh EJIEKTPOHHY KOMEPLII0 AK e()eKTUBHHMA
IHCTpYMEHT JUIs pPO3LIUPEHHS CBOro Oi3Hecy, 3allydyeHHS OUIbLIOiI KIJIBKOCTI KJIEHTIB Ta
dbopMyBaHHS JIOSUIBHOCTI. BukopucTaHHs e-commerce po3apiOHHMU MepexamMu B YKpaiHi
3MIIHCHIOETHCS Yepes:

1) onnaitH-Mara3uHu. Benuki puteilsiepu CTBOPIOIOTH BIIACHI OHJIAH-Mara3uHH, 1€ KJII€HTH
MOXYTh 3JIHCHIOBAaTH MOKYIKU B 3py4HUH 111 HUX 4Yac. st popMyBaHHS JOSIIBHOCTI MOKYIILIIB
MIPOIMOHYETHCS MIMPOKUN BHOIp TOBapiB Ta IMOCIYT, BPaXxOBYIOTbCSA MOTPEOU OHIIAMH-CIIOXKHBAUiB,
HA/Ial0ThCS 3pYUHi CIIOCOOM OIUIATH Ta JI0CTABKH;
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2) mapketiuieiicu. Po3npiOHI Mepexi MOXKYTh BHUKOPHUCTOBYBATH JUIsl IPOAAXKY TOBapiB
MapKeTIuIecH (TOpProBesibHI OHJIAWH-MalJIaHYMKH, HA SKUX pi3HI KOMIIaHIi peani3yloTh CBOIO
MPOAYKIIi0 200 MOCIyTH), 0 3a0e3neuye OUIbITY TPUCYTHICTD IS IX MPOAYKTIB;

3) oMHIKaHAJIBHUM ITAX1]T.

Pureiinepy BUKOPUCTOBYIOTH OMHIKAaHaJbHI CTpaTerii, MOEIHYIOUM TpaauIiiiHi Ta
€JIEKTPOHHI KaHaIM peanizaiii npoaykiii. MoKIMBICTh 3aMOBJISITH TOBapy OHJIAWH 1 3a0HpaTH ix y
MarasuHi Jiae MOKyMIsIM OUTbIIIE MOKIMBOCTEH, po3IIuproe reorpadiro odcimyrosysanus [10].

Tak, oH-IAfiH IHCTPYMEHTH TPEW-MapKETHUHTY € aKTyaJlbHUM HAIPSIMOM CTUMYJTIOBAHHS
NPOAaXiB, SIKMM TMOYAaB AaKTUBHO PO3BUBATHCA y 3B’SI3KY 13 PO3BUTKOM OH-JIallH NpPOJAXiB Ta
nipkuTanizanii. BoHW [1aioTh MOXKIMBICTH PO3MINIYBAaTH aKI[IHHI TPOIO3HINI 3a JOMOMOTOI0
OaHepiB, BUKOPUCTOBYBATH PEKJIaMy B COLIAJIbHUX MEPEKax, 3aMOBIISITH MPOAYKTH Yepe3 MEPEKY
[HTepHET Ta 3aCTOCOBYBATH 1HIMBIAYATBHUHN MIIX11 IO KOKHOTO KITIEHTA.

HesBaxaroun Ha 3pOCTaHHS NPOJAXKIB OH-JAlH, OUIBIIICTh YKPATHCHKUX CII0)KMBAYiB
IPOJIOBXKYIOTH 31MCHIOBATH MOKYIIKH B MarasuHax. ToMmy BIUIMBAaTH Ha iX MOBEIHKY, yTPUMYBaTH
ICHYIOUHX Ta 3aJly4aTd HOBHX KITI€HTIB, (OPMYBaTH JIOSJIBHICTH IO Mara3uHy i BIacCHUX OpEHIIB,
CTUMYJIIFOBATH IOBTOPHI MOKYNKH MOKHAa 32 JIOIOMOI'OI0 IHCTPYMEHTIB TpeWJI-MapKeTHHTY, SKi
HaBesieHi B Ta0u. 1.

Tabnuys 1

Incmpymenmu mpeno-mapkemuney popmysanis N10A16HOCMI NOKYNYI8 8 YMOBAX Yupposoi

mpancpopmayii [10]

[ToBepHEHHS YaCTHHU BapTOCTi TOBapy B MOMEHT ITOKYIIKH
Haxomnu4ueHHs po3Mipy 3HWKOK Ha HACTYITHY MOKYIKY (TIOBEpHEHHS
B1JICOTKIB BiJl BAPTOCTI MOMEPEIHBOT MOKYIKU HE 0Jpa3y, a uepe3
MIEBHUH TIEPiOJ)

[ToBepHEHHS HEBEIMKOTO BiICOTKY Bil CyMH IMOKYIIKH, SIKUH
MMOBEPTAETHCS HA PaXYHOK KJIiEHTa OaHKa IMiCIIs OIUIATH KapTKO Ha
Kaci
[Tpunbanus ceptudikary, sKuii MOYKHA MTOAPYyBaTH a00 BUKOPUCTATH
SK TICKOHTHY KapTKy
Poszirpami npusiB cepes] CioKUBayiB, K1 311HCHUIN MOKYTIKY Y
BHU3HAUEHUH Mepioj yacy
Haxonmuenns 6aiiB U1 HACTYITHOT 3HMKKH Ha KYTUICHUH Y¥ iHIIWH
ToBap. BapTicHi mpusinei
Po3znonin cnoxuBayiB Ha IPyNH y 3aJ€KHOCTI BiJ 00CATIB MOKYIOK Ta
MIPUCBOEHHS IM 0COOJIMBOTO CTATYCY JIJIsl HATAHHS COIIIbHUX 1
BapTICHUX MPUBLIEH
JlonaTkoBi O€3KOMITOBHI IMOCITYTH 3 METOIO CTUMYJIFOBAaHHSI TIOBTOPHOT
MOKYTIKH
CTBOpEHHSI HETOBTOPHOI aTMOC(epH y TOPrOBEIHLHOMY 3aJi;
BUKJIa/IKa TOBApIB, IO Cpusie (OpMyBaHHIO IPUXUIBHOCTI J10
OpeHna
Bu3HaueHHs OKa3HUKIB, 32 JOMOMOTOIO SIKHX BUMipIOETHCS
YCHIITHICTh BIPOBAKEHHS IHCTPYMEHTIB TPEHI-MapKETHHTY

[udposizaris POS mMatepialiB Ta pekjiaMd B TOYKAX IMPOJIAXKY,
CTBOpEHHS CIelliali30BaHuX 0a3 3HaAHb
BrpoBamkeHHs Ta pO3BUTOK CHUCTEM IITYYHOTO 1HTENEKTY st
yIpaBIIiHHSA Ipo1ecoM (POpMyBaHHS JIOSUIBHOCTI

Iocepeno: cknaoeno asmopom Ha ocnosi [10]
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BaxumBe Micuie B ympaBliHHS [iSUTBHICTIO KOMIIAHIM Ha 3acafax TpeWa-MapKETHHTY
3aliMalOTh IHCTPYMEHTH MEpYaHIAH3UHIY, $SKI BIPOBAIKYIOTbCA Ta CIPAMOBYIOTHCS Ha
MIPOCYBaHHS TOBAapiB 3 METOI CTUMYJIOBAHHS CIIOKMBAYiB 3MIHCHUTH IMITYJIbCUBHY MOKYIKY Ta
30UIBIIMTH CEPEIHIN YEK TOKYIIKH.

30BHIIIHI HCTPYMEHTH MeEpYaHIAN3UMHTY MepeadayaroTh: BHOIp MICIS pO3TalIyBaHHS
MarasuHy TOProBeJIbHOT MEPEKi 13 ypaXyBaHHIM JOCTYITHOCTI, 3pyYHOCTI JUIsl TIOKYIIIiB, HAsSBHOCTI
MApKiHTYy; PO3MIIICHHS EJIEMEHTIB 30BHIIIHBOI PEKJIaMH JJs NPUBEPHEHHS yBard IOKYIIIIB;
oopmienns ¢acany ta Bitpud Marasuna [10].

BHyTpimHi  1HCTpYMEHTH  TpeWI-MapKeTHHTYy  po3ApiOHOI  TOPTiBEIbHOI  TOYKH
nepeadavyaroTh: CTBOPEHHS CHPUATIMBOI s mepeOyBaHHS aTrMocepu TOProBelbHOI 3aiu;
PO3MIILIIEHHS Ta MPE3EHTALI0 TOBapiB HAa MOJHIAX; 3aCTOCYBaHHS 1HCTPYMEHTIB ay/io- Ta apoma-
MapKeTuHry; posmimieHHs POS-matepianiB A NpPUBEpHEHHS YBaru MOKYILIB J0 IEBHUX
KaTeropii, Tpyn Ta MapoK TOBapiB i CTUMYJIIOBAHHS IX MPOAAXy; MEPCOHANI3allisl TOPTOBEILHOTO
3akyany (¢pipMoBe MaKyBaHHsS, BUKOPUCTaHHS IPUBATHUX TOProBUX Mapok Tomo). Kpim Ttoro,
XapaKTepHUM € BHUKOPHUCTaHHS HECTAHJAPTHOTO MEpYaHIAW3HHTY, SKUH BUKIMKAE IMO3UTHUBHI
eMollii 1 BpakeHHs, 110 crpusie 301IbIIeHHI0 00CATIB MpoaaxiB (cTBopeHHs kpeatuBHUX POSM Ta
WOW BuKIaIOK, SIKi TOKYIIII BUKOPUCTOBYIOTH SIK (POTO30HM). BripoBa/yKEeHHS IIMX 1HCTPYMEHTIB
CHpHUS€ CTBOPEHHIO MO3UTHUBHOTO IMIIXKY PO3APIOHOI Mepeki Ha PUHKY Ta 30UIbIIEHHIO KUTBKOCTI
nosutbHUX KiieHTiB [10].

MoskHa BHOKPEMHTH TaKi iHHOBaIlil Tper-MapkeTHHry [11]:

— aBTOMATH3alisg BCIX IHCTPYMEHTIB JHPEKT-MApKETHHTY (TOBIJOMJICHHS PO CIEUialbHi
IPONO3ULIT 3 BUKOPUCTAHHSAM MECEHJDKEp MApPKETHHIY, HaraJlyBaHHS HpPO KUIbKICTb OOHYCHMX
OaliB Ha KapTii MOCTIHHOrO KIi€HTa, e€-Mail-po3cuiiku), MapKeTHHT B COLIaJIBHUX Mepekax
(SMM), 110 miABHILYE CTYMiHb JOSUIBHOCTI KJIIEHTA 10 KOMITaHii, IPOIYKTY TOIIO;

— iHTerpamis MUPpPOBUX Ta TPAAUIIHHUX MAPKETHHTOBHX IHCTPYMEHTIB NpHU IUIAaHYBaHHI
Mpolecy KOMYHIKAIll — mepexiag A0 0araTokaHalbHOTO CHUIKYBaHHS 31 CIIOXKHBa4aMU IIJISTXOM
PO3POOKH TEXHOJOTIYHHX pIlICHb, MOB’S3aHUX 3 JIONMOBHCHOIO PEATBHICTIO, PO3Mi3HABAHHSIM
00JIMYYSI TOIIO;

— BHUKOPHUCTaHHS CTEH/DKIHTY Uil 3aydeHHS IOKYIIIB 10 MarazuHy (TpeacTaBIeHHS
TOBapiB y MICISX MPOJAXY LUIIXOM CTBOPEHHS OCOOIMBOI arMocdepH, HampUKiIa[g MPOBEICHHS
TEMaTUYHUX THXKHIB y T1IIEpMapKeTax);

— 3a0e3neueHHs MBHUIKOI JOCTYIHOCTI TOBapiB MOKYMISM (JOCTaBKH TOBApiB yCIM, XTO
BCTUTHE 3pOOUTH 3aMOBJICHHS TT1]] Yac aKIlii);

— BHMKOPHCTaHHS pI3HUX 3aco0iB Ui CHPOIIEHHS Ipolecy KYIiBIi TOBapiB —
OMHIKaHAJIbHOCT1, TOOTO CTpaTerii MpOCyBaHHS, METOIO SIKOi € 00’€THAHHS PI3HUX KaHaJiB (BEO-
CalTiB, COLIAJIbHUX MEpEeX, €JEKTPOHHUX KYIOHIB, «CIJIMBAIOUMX MAarasuHiB» TOILO) y €IAUHY
CUCTEMY KOMYHIKaIliil.

EdexTuBHICT IHCTPYMEHTIB TpeHA-MapKETUHTY MOKHA OIIIHIOBATH JIOCSTHEHHSM IEBHUX
pe3yibTaTiB, a came:

— TPHUBEPHEHHsSI yBaru J10 KOHKpETHOro ToBapy. /lias Toro, mo0 ToBap 3akpilmMBCs Y
CBIJJOMOCT1 MOKYIIS, MOTPIOEH Oe3nocepeqHiil KOHTAKT 3 HHUM, L0 CTUMYJIOBAaTHUME IMOKYIKY
TOBapy B MailOyTHbOMY;

— JEMOHCTpallisl TepeBar OpeHJa TMOPIBHSAHO 3 TOBapaMH KOHKYPEHTIB. 3OJIMIKCHHS
MPO/AABLS 31 CBOIM CHOXHMBAa4YeM IiJBUILYE pemyTamiio ¢pipMu i crpusie GOpMyBaHHIO JIOSIIBHOCTI
MOKYTIIB;

— CTUMYJIIOBaHHS TOKYILS NMPUHHATH PILIEHHS MPO MOKYNKy ToBapy. llpuitomu Tpeiin-
MapKETHHTY JAI0Th 3MOTY TIEPEKOHATH CIIOKWBava 3/IIHCHUTH TIOKYIIKY «HE BiIKIIaIar0um;

— 30LIbIIEHHS KUIBKOCTI MOBTOPHUX MpoJaxiB. Tpei1-MapKeTHHT JoroMarae 301IbIIyBaTu
MPOJIaX1 3a paXyHOK MOCTIHHUX MOKYIIIIIB;

— MIiJBUIICHHS JIOSUTBLHICTB 0 OpeH/1a Y TOBrocTpoKoBoMy mepiofi [11].

68


https://management-journal.org.ua/index.php/journal

Holovan, O., Oliinyk, O., Markova, S. & Oliinyk, M. (2024). Theoretical and methodological loyalty
management approaches in the conditions of digital transformation. Management and Entrepreneurship: Trends of
Development, 2(28), 61-75. https://doi.org/10.26661/2522-1566/2024-2/28-05

OTxe, BUKOPHUCTAHHSA I1HCTPYMEHTIB TpEHA-MapKETUHTY CIPUSE CTBOPEHHIO IMIIKY
KOMIIaHii, MpUBEPTAE yBary KiHIEBOT'O CIIO)KKMBaya A0 KOHKPETHHUX TOBAPIB, L0 € MPUBOIOM IS
iX moJanbIIoro MpuaOaHHS; J03BOJISE BUSBUTH MOBEIIHKOBI OCOOJMBOCTI Ta MOTPEOU KITIEHTIB;
BIUIMBA€ HA PIIICHHS MOKYIISI CTOCOBHO MPUIAOaHHS TOBApiB, IiJIBUIILYE JOSUIbHICTh KITI€HTIB J10
KOMIIaHii.

Y cydacHux ymoBax Iu(poBoi TpaHchopMallii KIIEHT € TOJIOBHOKW (Irypor Ha pHUHKY
ToBapiB Ta mociyr. CTaBiieHHs KIIEHTIB 10 TOBapiB, OpPEH/IB, OKPEMHUX KOMIIaHIi € TOJIOBHUM
YHMHHUKOM Ha KOHKYPEHTHHMX pUHKax. BaxnmuicTe po3poOKu, peaiiszanii Ta OliHKHA e()eKTUBHOCTI
cTparerii popMyBaHHS JIOSUJIBHOCTI KIII€HTIB KOMIaHIl 3yMOBJE€HAa HEOOXIIHICTIO (OpPMYyBaHHS
JOBTOTPUBANIUX BiTHOCHH 31 CIIO)KMBAauyaMH, IO € SKOHOMIYHO BUTIIHHM, OCKUIBKH TapaHTYe
peryJsipHi TIOKYIIKH, 3MEHIIEHHS BHTPAT MAapKETHHTY B PO3PaXyHOK Ha OJHOIO CIIOKHMBaya i
CIpHsi€ 3aTy4YeHHIO HOBHX KJIIEHTIB 3aBISIKM PEKOMEHIAIISIM MOCTIHHUX MOKYIIIIB, JOSIBHUX 0
komnaHii. OCHOBHI NpUYMHHU OCOOJIMBOI yBar KommnaHii 10 (pOpMyBaHHS JIOSUIBHOTO CTaBJICHHS
KJIIEHTIB HaBe/eHl Ha puc. 4.

JIOBTOCTpPOKORA CILIBIIpAId 2 3MeHmeHHs MapKeTHHT OBHX 3HHKeHHA BiITOKY KIi€HTIB,
JOSUTBHAMH KIEHTAMH I03BOISE BHTPAT, OCKiIbKH YTPHMAHHA OCKLUTHKH JNOSIGHHH KIi€HT MeHI
CIPOTHO3YBAaTH MOKA3HHKH iCHYIOUHX KIi€HTIE BHMArae MIPHCKIIUTHEHH 10 00paHoro OpeHIa,
MiATHHOCTI KOMIIaHIl: 06CATH MEHITHX pecypciB i KONTIB, HiK Hgepe3 MO 3MeHITYEThCA
30yTy, 3aKyIiBIi, IHKI AiTbHOCTI 3aMydeHHsA HORHX CIIOKHBATR TH HMOBIpHICTE TOTO, MO BiH Gyme
GizHecy, peakIiifo CIIOKHBAIIR MIOBepHEeHHA BTPadeHHX KIicHTIR 3BepTaTHCA 10 KOHKYpEHTIB

3MeHIICHHA BHTpPAT Ha 3aTydeHHA
3HHKeHHA BHIpPAaT Ha NOBEpPHEHHA HOBHX CIIOHBAYIB, OCKITEKH
BTpaqeHHX KIi€HTIiB, OCKITBKH TOSTBHI KITiEHTH BiTIyBAIOTE
JIOANBHI KIEHTH CTBOPIIOTH 3aI0BONEHICTE BiIl CEOTO BHOOPY.
MO3HTHBHHH 00pa3 i D0moMarawTh AKTHBHO peKOMeHIyIOTE GpeHn i
KOMIIaHil HOBTOPHO IIPHBEPHYTH KOMIIaHi0, CTROPIOI0TH
o cefe yBary BTpadeHHX KIi€HTIB TIOZHTHBHAH MiDK i 3aTyqaiodH
HOBHX CIIOKHBAqiB

Puc. 4. Bueoou 6io nosanvrHozo cmagnents kiienmis 0o komnanii [11]

[ToOynoBa AOBroTpUBaIMX JIOAJIBHMX BITHOCMH 3 KJII€HTaMH MNOTpeOye 3acTOCYBaHHS
IHCTPYMEHTIB (OPMYBaHHS 1 YIPaBIIHHS CHOXXHBUOKO JIOSIIBHICTIO Y MapKETHHIOBIM HisUTBHOCTI
KoMMaHii B MoBax 1udpoBoi Tpanchopmariii.

®dopmyBaHHS JIOSJIBHOCTI JIO KoMIlaHii abo OpeHjga mepembavae 3acTOCYBaHHS TaKHX
cTpaTeriii:

1) cTparerii ¢popMyBaHHS JIOSUTBHOCTI MOKYTIIIIB;

2) cTparerii miABUILEHHS JIOSIHHOCTI;

3) crpaterii momuMpeHHs JOSUIBHOCTI ((hOpMYBaHHS CYMICHOI JIOSUTBHOCTI MK KiJTbKOMa
OpeHaaMH, 110 BXOJIATH J0 MOPTQEs KOMIIaHii);

4) ctparerii TATPUMKH JIOSUTBHOCTI Ta YTPUMAHHS CIIOXHBAdiB (CIPSMOBAHICTh Ha
HiATPUMKY Oa)KaHHS KJIIEHTIB [TPOIOBKYBATH KYyIyBaTH MPOAYKIIif0 Kommanii) [11].

[Iporpama JIOSTBHOCTI — 1€ CTPATETTYHUM 1 KOMIUIEKCHUM IHCTPYMEHT MapKETHHTY, SIKUN
CHIpsAIMOBAaHUN Ha (POPMYBaHHA JIOSJIBHOCTI LIJIBOBOI TPYMHU CIIOKMBAYIB 3 METOIO CTBOPEHHS Ta
MIATPUMKH 3 HOIMHU TPUBAIUX BigHOCHH [12].

BusnaueHHs epeKTUBHOCTI pOo3pOOJICHUX KOMITaHI€IO MPOrpaM JOSUIBHOCTI Ta OILIHKA PIBHS
JIOSUIbHOT'O CTaBJICHHS CHOXKMBAYiB BHMKJIMKAIOTh CKJIAJHOIN, OCKUIBKH HEOOXIiZHO 3iCTaBHUTH
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KUTBKICHI TIOKa3HUKHM — (piHAHCOBI BUTPATH — 3 SKICHUMH XapaKTEPHUCTUKAMHU — IOBEIIHKOIO Ta
BIJIHOILIEHHSIM MOKYIILIB 10 OpeHa abo KoMmaHii.

[cHyIOTH TpU TpyNH TOKA3HUKIB JIOSUIBHOCTI CIOKMBAYiB: TIOKa3HWUKH TOBEIIHKOBOL
JIOSUTHHOCTI, TIOKa3HUKH CIIPUHMAHO1 JIOSUTBHOCTI Ta KOMITJIEKCHI ITOKa3HUKH.

Cyuacui CRM-cucreMu J03BOJISIIOTH PO3paxyBaTH IMOKAa3HUKH, SIKI CBiIYaTh MPO piBEHb
[TOBEIIHKOBOI JIOSUIBHOCTI KiTi€HTa (puc. 5).

Po3apibanM mepeskam Habarato JemieBIie i BUTiAHINIE OTPUMYBATH OBTOPHI 3aMOBJICHHS
BiJl JIOSUIbHMX TIOKYIIIB, HDK 3allydaTH HOBUX KiIi€HTiB. EdekTuBHICTH mporpam JOsUIbHOCTI
0e3mocepeIHbO 3aJIEKUTH BiJI TOTO, SIKUM KJIIEHTaM BIJNPABIISE€THCS TA UM 1HINA TPOTIO3UILis.

. : KitekicTs : :
YacTra OpeHIa y KHIIEHI TOBTOPHHX CymMa 300UIBIIEHHA PO3MIPY
KIi€HTa TOKYTIOK TIOKYIIKH IIPOYKTY 32
IEeBHHH Iepiof

IToxa3sHHKH

. . . CepenHiil po3Mip IOK 1
UyTIHBICTH 0 3MiH NOSIBHOCTI y PeIHIH PO3MID ITOKYIIKH

(cepenHiH geK)

IiHH TIOBEIiHIT

KinbKicTE 1OJATKOBHX
: MNPOAYKTIE KOMIIAHIL, AKi
TTopiBHAIBHA 9ACTOTA pnp}mﬁ"m 1\'.11i€1({r "

[t {4
TIOKYIIOK TpHBANICTS CIIBIpaL MEBHHH IPOMIKOK 9acy
KIEHTA 3 KOMIIAHIEIO

Puc.5. Iokasznuxu nosedinkosoi nosnvnocmi [13,14]

[ligBumuTe  eheKTUBHICTh 1H(GOPMAIITHUX TOBiAOMIIEHB, TPABHIBHO aJPECYIOUH iX
BIJIMOBIAHUM CcerMeHTaM, fo3Boiisie RFM-aHamiz — cerMeHTallisi KJII€HTIB MpU aHami3i 30yTy 3a
TOSITHHICTIO:

— recency (1aBHICTb) — JaBHICTh OCTAHHbOI MOKYNKU (YMM MEHIIIE Yacy MUHYJIO 3 MOMEHTY
OCTaHHBOI TTOKYTIKH KJII€EHTA, TUM OiIbIIa BipOTiIHICTH, IO BiH 3M1CHUTH MOKYIKY 3HOBY);

— frequency (yactora) — MOKa3HUK KiIBKOCTI B3a€EMOJiil KIi€HTa 3 OpPEHIOM MPOTITOM
MEBHOTO Tepioxy dYacy (4nM Oijbllle KITI€HT 3AIHCHIOBAB IOKYIIOK y MHHYJIOMY, THM BHIIA
BIPOT'1/IHICTh, L0 BiH MOBTOPIOBAaTHME iX Yy MallOyTHbOMY);

— monetary value (rpomri) — 3arajgpHa CyMa, BUTpad€Ha Ha TOKYIKH/CEPEIHIN UYek (IuM
OunbiIe rpomei Oya0 BHUTpPAayeHO KIIEHTOM, TMM OulblIa BipOTiAHICTH TOTO, IO BIH 3pOOUTH
3amoBJIeHH:) [14].

RFM-anani3 KJ1i€eHTChKHUX JaHUX 32 TPhOMa MOKa3HUKAMU JI03BOJISIE BU3HAUUTH:

— CHIBBIHOIICHHS OJTHOPA30BUX 1 MOBTOPHHUX KIIIEHTIB KOMIIaHI;

— KIJIBKICTh KITIEHTIB, sIKi 3a0€3MeYyI0Th OCHOBHUN JOX11 KOMITaHii;

— KUIbKicTh VIP-KITi€HTIB, SKUM TOTpiOHA mporpama JOSUIBHOCTI Ta TI€PCOHAJIbHE
00CITyrOBYBaHHS;

— KUTBKICTh HOBUX KJIIE€HTIB, SIKUX MOTPIOHO CTUMYJTFOBATH 3pOOUTH MOBTOPHE 3aMOBJICHHS,

— HEaKTUBHUX KIIEHTIB, IKUX Olble HE BapTO TypOyBaTH;

— HaWTIEPCIIEKTUBHIIII HAMPSMKH POOOTH 3 KOKHUM CErMEHTOM KJTieHTiB [14].
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Jlo TOKa3HHWKIB CHPUHMaAHOI JOSUIBHOCTI BiJHOCSTH PIBEHb 3a0BOJICHOCTI, CYO’ €KTHBHI
OIIIHKH, CTa0UIbHI TIO3UTHBHI acoriamii, OakaHHs, eMOIIHHY IPUXWIBHICTh CIIOKMBa4a 0 OpeHaa
TOIIIO.

JIJist OLIHKY CIIPUKMMAHOT JIOSITHHOCTI MOKHA BUKOPHUCTOBYBATH METOJ «BU3HAYCHHS YaCTKH
[IepeBary Ta BiIKHIaHHs», SKHI J03BOJISIE B IUHAMIII CITOCTEpiraTH 3a JosuibHicTIO [14]:

HrienTnmo siggamnTe nepesary Opesay 10004 (1)
" 0,

YacTra nepeparu (34) =
P [ ] HoesTrmo cnpodyeats Opesg

HUTERTHIO Ee BELIT80TE NepeBary Opesgy

YacTka BigkugaHHA (%) = - 100%. 2

HoTiER T MO IHAKNTE Opo OpeE

HenonikoM 1mporo merony € Toil (akrt, mo BiH HE Ja€ MOXIIMBICTh BH3HAUUTH MPUUHHY
HepeBaryu 4M BiJKUAAHHS [IEBHOTO OpeHaa.

Uepes HEOOXIMHICTh BUMIPY 3aJ0BOJICHOCTI Ta TOTOBHOCTI CIOKMBada PEKOMEH]IYBaTH
ToBapu ab0 MOCIYry MEBHOI KOMIIaHIi 1HIIKUM 3’SIBUJIACS KOHIICTLIS YUCTOTO 1HIEKCY MIATPUMKHU
Net Promoter Score (NPS), sika nependauae oTpuMaHHs BIAMOBIII HA TUTaHHS: «SIka BIpOTiAHICTH
TOT0, 110 BU MOPEKOMEH/IYETE KOMITAHIO JAPY3sIM 4u Koseram?» [12].

Ianexc crnoxkuByoi miarpumku (NPS) nonmomarae orpumaTi iH(OpMAIlifo MpoO JIOSUIBHICT
KIIIEHTIB 1 BiZOOpa)ka€ MEpCHEKTUBU PO3BUTKY KOMIIAHIi: KIEHTH MOXYTh HE KYyIyBaTH TOBapU
KOMIIaHii, IpoTe MPOJIOBKYBAaTUMYTh PEKOMEHIYBaTH ii 3HAHOMUM, PY35M 1 KOJIETaM.

KonnentyanbHuil migXif A0 OIIHIOBAHHS JIOSJIBHOCTI HAa OCHOBI 1HAEKCY CIIOXHBYOI
niarpuMku (NPS) monsirae B TOMy, IO CIIOKMBaYiB TOBapiB ab0 MOCIYT PO3MOAUISIOTH HA TPU
rpymnu:

— IpyIa JOsUIbHUX J0 KOMIaHii KIEHTIB — «IIpoMoyTepu» (Promoter), siki TOTOBI OpaTtu Ha
ce0e BiMOBIAANBHICTh Ta PEKOMEHIYBATH KOMIIAHIIO 1HIIIUM MOKYIILISM;

— rpyna CHOXHBayiB, SKi 33I0BOJICHI POOOTOI0 KOMITIaHii, OIHAK HE TOTOBI PEKOMEHIyBaTH
NPOJIYKIIiF0 00 KOPUCTYBATHUCS MOCIYTOI0 — «HEUTpasin» (Passive);

— rpyna CIOoXHBayiB, SKi MaJdl HETAaTUBHUI MOCBI/A CHiBIIpall 3 KOMIaHielo abo OpeHaoM i
MOIIMPIOIOTh 1H(OpMalil0 Tpo 1€ cepell MOKYIILIB Ha PUHKY — «KPUTUKW»/«IETPAKTOPU»
(detractor) [12].

Po3paxynok inaekcy crioxuBuoi minrpumku (NPS) 3ailicHroeTsest 3a popmyaoro (3) [12]:

Nprom—Ndetr

NPS = - 100, (3)

F.

1€ Ny,.qm — KIIBKICTB «(IIPOMOYTEPIBY;
N 4.ty — KUTBKICTD «IETPAKTOPIBY;
N — 3arajgpHa KIJIBKICTh ONMMUTAHUX KJTIE€HTIB.

Orxe, yuM OuIbIIAa KIIBKICTH IMPOMOYTEpIB Yy KommaHii abo OpeHna, TUM Ouiblie
HMOBIpHICTb 3aJTy4eHHs HOBHMX KJII€HTIB, 1 TUM OUIBLIMH MOTEHIia)l 3pOCTaHHs MPUOYTKY KOMIIaHii.
3HaueHHs MPOMOYTEpiB HE 0OMEXYEThCA JIMIIE TX TOTOBHICTIO PEKOMEHIyBaTH KOMIaHio (OpeHn)
MOTEHI[IMHUM KJIIEHTaM, OCKUIBKH caMe MPOMOYTEepH €, K IpaBHJIO, HAWOUIBII MPHUOYTKOBOIO
YaCTUHOO 0a3M KIIIEHTIB.

JlocmikeHHsT BHSBISIOTH, [0 BHUTPaTH Ha CTUMYJIOBaHHS IE€PEXOQy HEHUTpPaIbHOTro
(macuBHOrO) KII€HTa B MPOMOYyTEpa 3HAYHO HUXKYE MOPIBHAHO 3 BUTpaTaMHU Ha IEPETBOPEHHS
JEeTpakTOpiB Ha nmpoMoyTepiB. ToOTO, HaBITH MPU HE3MIHHIN YACTI JETPAKTOPIiB KOMIAaHis MOXe
OTpUMATH Kpaluil piHaHCOBUI pe3ysbTaT pH (POKYCyBaHHI yBard Ha HEUTPAJTbHUX KIIIEHTAX.

HeoOximHo 3a3HaunMTH, 110 BHUMiproBaHHS iHAekcy NPS € crmocoGoM KiTbKICHOTO
BH3HAYEHHS POOOTH, SIKa 3A1HCHIOBAIACS KOMIIAHIEIO TIPOTSATOM TPUBAJIOTO MEPIOAY Yacy; T03BOJISE
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MOPIBHIOBATH TOKAa3HUKH TOTOYHOIO Ta MOIMEPEIHBOrO IMEpPioAiB, BIICTIIKOBYIOUH IHHAMIKY
THIEKCY.

OcHOBHUMH cdepamMH 3aCTOCYBAaHHS OLIHKM JIOSJIBHOCTI KIII€HTIB Ha OCHOBI 1HJEKCY
cnokuB4oi miarpumku (NPS) €: crparteriune miaHyBaHHS PO3BUTKY KOMITaHII Ha OCHOBI
pE3yNbTaTiB ONMHUTYBaHHS CIIOKHMBAdiB, PoOOTa 3 TMOCTIHHUM KII€HTaMH, IO COpPsSMOBaHA Ha iX
yTpPUMaHHS 332 PaXyHOK JIarHOCTUKH PIBHS 3aJ0BOJICHOCTI; MApPKETUHTOBA JISUIbHICTh Ta MOJIITHKA
KOMYHIKaIlill, OCKIJIbKY TPsAIMi PEeKOMEH/IAIi1 B KOJII PY3iB 1 CIIIBPOOITHUKIB 103BOJISAIOTh 3aTyYUTH
HOBUX KJIIEHTIB; YIPaBIIHHS IIEPCOHATIOM KOMIIaHii.

OCHOBHUM pE3yJIbTaTOM OI[IHIOBAaHHA pIBHA JIOSJIBHOCTI CHOXHBA4yiB € TNPHAHATTS
OOIPYHTOBAHMX YIPABIIHCHKUX PIIIEHb ILIOJI0 BIPOBAKEHHS HOBHX IpOrpam JIOSUIBHOCTI abo
KOPUTYBaHHS 1CHYIOUUX JUIS TiABUILECHHS PIBHS MPUXMIBHOCTI CII0KWBAYiB.

JInst BIOCKOHAJICHHS IHCTPYMEHTIB peati3allii cTpaTerii ynpaBliHHS JIOJIbHICTIO KOMITaHii B
ymoBax 1u¢ppoBoi Tpanchopmariii HeoOXiIHO:

— 9ITKO COPMYJIIOBATH CTPATETiI0 YIIPABIIHHS JOJIbHICTIO CIIO’KUBAYIB Y BIAMOBIIHOCTI JI0
[iIeld KOMIIaHil, HasBHUX MaTepialbHUX Ta iH(POPMaLiIHHUX PEcypciB, a TaKOXX BUMOI IU(PPOBOI
Tpanchopmarii;

— BUJUIATY IUTBOBI CETMEHTH CIIO’KMBAYiB, Ha SIKi KOMIIaHis Oy/ie Opi€HTYBaTHCS,

— TPOBECTH JOCHIDKEHHS MOTHUBIB TIIOBEIHKM CIOXXMBAa4yiB Ta IX CTaBJICHHS [0
OpeHIa/KoMITaHii;

— BU3HAYUTH KIUIBKICHI Ta SIKICHI KpUTepii, 3a sskuMu Oyne BiqOyBaTHCS OLIHKA JIOSUTBHOCTI
CTIOXKMBAYiB Ta MEPIONYHICTH OLIHIOBAHHS;

— po3pobutu cucremy GOpMyBaHHS TO3UTHBHOTO KIIIEHTCHKOTO JOCBIAY HUIIXOM
nepcoHai3anii mpono3wuiii, mudporizallii Ta iHAUBITyaTi3alii 00CIIyTOByBaHHS;

— PpO3pOOUTH CHUCTEMY 3BOPOTHOTO 3B’SI3KYy Ta OINEPATHUBHOIO pearyBaHHsS Ha 3aluT 3
BpaxyBaHHSAM IH(PPOBHUX HOCIIB,;

— 31liCHIOBaTH aHali3 e()eKTUBHOCTI MPOTrpaM JIOsUIBHOCTI Ta IHCTPYMEHTIB KOMYHIKaIii 3
KITIEHTOM.

VYropaBiiHHA JIOSUIBHICTIO CIIOKHMBA4iB 32 JOMOMOIOK) MAapKETHMHIOBHX 1HCTPYMEHTIB
JI03BOJISIE 3MIHUTH B1JIHOILIEHHS CIIOKMBAYiB 10 MIANPHEMCTBA Ta HOro MpPOAYKILii, copmyBaTu
MOJKJIUBICTh YTPUMaHHS CIOXHUBaiB, 301IBIIUTH JTOXOAM Ta PUHKOBY YACTKy MiAMPHUEMCTBA, a
OTXe, MIOCWINTH KOHKYPEHTHI TIepeBaru Ha pUHKY.

BUCHOBKHA

[TpoBeneHe mocaiHKeHHS JO3BOIMIIO 3pOOUTH TakKi BUCHOBKH II0JI0 TXO/[iB MEHEPKMEHTY
JIOATBHOCTI B yMOBax LM poBoi TpaHchopmartii:

1. Tlpu BHU3HAUEHHI JIOSJIBHOCTI KJIIEHTIB BUIUIAIOTH IOBENIHKOBY (TpaH3aKIliiiHy) Ta
cnpuiiMany (abo mepuemniiiHy) J0osubHICTh. [lOBEMIHKOBUN MiAXiA pO3MIsSAae JOSIIBHICTh
CIIOKMBaya 3 TOUYKH 30py HOTO MOBEAIHKH, 1110 BUPAXKAETHCSA Y TPUBAJIIN B3a€MO/IIT 3 KOMITaHIEIO Ta
3MIMCHEHHI TOBTOPHMX TMOKyMok. [IlepueniiiiHa JosuIbHICTH (OPMYETBCS Yy  pE3ynbTaTi
y3arajlbHeHHsI TIOYYTTIiB, €EMOLIIH, JYMOK BIJHOCHO MOCIYrHd abo caMmoi KOMIaHil 1 BUpaXKaeTbCs SIK
Ha/IaHHS IepeBaru KoMIaHii 3 00Ky CroXKHUBaviB.

2. JloAnpHICTh MOKYNIIB (POPMYETHCS MiJA BIUIUBOM pi3HHMX (DAaKTOPIB, SAKI OOYMOBIIOIOTH
J0Bipy N0 KommaHii Ta ii ToBapiB (mociyr). KimrouoBumu daktopamu GopMyBaHHS JIOSUIBHOCTI €
MMO3UTUBHUHN JIOCBIJT B3a€MOJIi KJII€HTA 3 KOMIAHIEI; PEKOMEHMaIlli OJNM3BKUX Ta [pY3iB;
OnmaroniiiHa abo TpoMajcbka AISJBHICTH KOMIIAHIl; iHopMmalis npo Kommadito (OpeHn) B
COIIMEpEerKax Ta iH.

3. Tpeiia-MapKeTUHT MpejacTaBise GopMy CydacHOTO MAapKETHHTY, SKHH CIIpsSIMOBaHUI Ha
CTBOpPEHHS 1 MIATPUMKY MapTHEPCHKUX BIIHOCHH, IMIJBUIICHHS Mi3HABAHOCTI OpeHJa, 301IbIICHHS
00CsriB MpoJaxiB Ta (OPMYBaHHS JIOSUIBHOCTI CHOXKUBauiB. [HCTpyMEHTaMu Tpela-MapKETHHTY
(dbopMyBaHHS JIOSUIBHOCTI MOKYIIIB € AUCKOHTHI MPOTpamMH; HAKOMWYYBaJbHI JUCKOHTHI KapTKH;
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KemoeK; MOJapyHKOBI cepTu(diKaTH; po3irpamy Mpu3iB; OOHYCHI MPOTpaMU 3a0X0YEHb; KIyOH
MOCTIHHUX KITI€HTIB; IHCTPYMEHTH MEpYaHIaii3uHTy.

4. Jlns peamizanii cTpaterii ynpaBiIiHHS JOSUTBHICTIO KOMITaHii HEOOXiTHO YiITKO BU3HAYUTH
CTpATETi0 YIPaBIiHHS JIOSUIbHICTIO CIIOKUBAYiB y BiJMOBIAHOCTI 0 1[I KOMIaHIl Ta HasBHUX
MarepialbHUX Ta iH(OpPMAIIHHUX pecypciB; BUAUIMTH IIJILOBI CETMEHTH CIOXKMBadiB, Ha SKi
KOMIIaHis Oylie Opi€EHTYBATHCS; MPOBECTH OCIIIKEHHS MOTHBIB TOBEIIHKH CIIOKHMBAyiB Ta iX
CTaBJeHHS 10 OpeHja/KOMITaHil; BHU3HAYMTH KIJbKICHI Ta SKICHI KpuTepii, 3a sSKuMU Oyje
BiJI0OYBaTHCs OIlIHKA JIOSJILHOCTI CIIOKMBAYIB Ta MEPIOAMYHICTh OLIHIOBAHHS; PO3POOUTH CUCTEMY
(¢hopMyBaHHS TIO3UTUBHOTO KJIE€HTCHKOTO JOCBIAY NUISIXOM TI€pPCOHANI3aIli Mpono3uiii Ta
iHAMBITyami3amii 00CIyroByBaHHS; PO3POOMTH CHUCTEMY 3BOPOTHOTO 3B’SI3Ky Ta OIEPATHBHOTO
pearyBaHHs Ha 3amUT 3 BpaxyBaHHSAM IUdpoBi3allii; 3MIMCHUTH aHai3 €PEKTUBHOCTI Mporpam
JOSTIBHOCTI Ta IHCTPYMEHTIB KOMYHIKALIN 3 KJIIEHTOM.

[lepcneKTHBY TOJAIBIIOTO JOCHIPKEHHS TOJSTalOTh Yy BHU3HAUCHHI OCOOIHMBOCTEH
(opMyBaHHS JIOSITBHOCTI CIIO’KMBAYiB B YMOBaX CHHEPTii €EKTPOHHOT Ta IMIBUIKOT KOMEPIIi.
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THEORETICAL AND METHODOLOGICAL LOYALTY MANAGEMENT
APPROACHES IN THE CONDITIONS OF DIGITAL TRANSFORMATION

Olha Holovan Oleksandr Oliinyk
Zaporizhzhia National University Zaporizhzhia National University
Zaporizhzhia, Ukraine Zaporizhzhia, Ukraine
Svitlana Markova Maksym Oliinyk
Zaporizhzhia National University Zaporizhzhia National University
Zaporizhzhia, Ukraine Zaporizhzhia, Ukraine

Abstract. The conditions of digital transformation require from loyalty management a deep
understanding of customer needs, individualization of interaction, use of advanced technologies and
analytical methods. On this basis, companies form effective strategies for loyalty management,
helping to strengthen their positioning in the market and ensuring a stable level of income in the
future.

The article determines that the formation of customer loyalty depends on various factors that
affect trust in the company and its products. The key factors influencing the formation of loyalty are
positive experience of the client's interaction with the company; recommendations from relatives
and friends; charitable or social activities of the company; as well as information about the
company (brand) in social networks, etc.

Trade marketing is one of the forms of modern marketing aimed at developing and
maintaining partnership relations, increasing brand recognition, increasing sales volumes and
building consumer loyalty. Trade marketing tools to form customer loyalty include discount
programs, accumulative discount cards, cashback, gift certificates, gift lotteries, bonus incentive
programs, loyalty clubs and merchandising tools.

To implement the company's loyalty management strategy, it is necessary to clearly define the
loyalty management strategy, taking into account the company's goals, available material and
informational resources; to identify the target consumer segments for the company; to conduct
research of the consumer behavior motives and their attitude towards the brand/company; to
determine criteria for evaluating consumer loyalty and evaluation frequency; to develop a system of
forming a positive customer experience through personalization of offers and service
individualization; to create a system of feedback and prompt response to requests, taking into
account digital transformation; to analyze the effectiveness of loyalty programs and communication
tools with customers.

Key words: loyalty, management marketing, trade marketing, digital transformation, e-
commerce, industry 4.0.
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HOUPPOBIBALIA SAK CKIIAJOBA AHTUKPU30BOI'O YIIPABJIIHHA HA MAKPO-,
ME30-, MIKPOPIBHAX ®YHKINIOHYBAHHA EKOHOMIYHUX CUCTEM
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AnoTtaunis. CtarTs npucBsiueHa GOpMyBaHHIO HOBUX HAYKOBHX DILICHb IIOJO JOCIIKECHHS
uu@poBizamii SK CKIaJA0BOT aHTUKPU30BOIO YIIPAaBIIHHS Ha Makpo- (IepkaBa), Me30- (periox
KpaiHH, Taiy3b), MIKpPOpPIBHAX (CyO’€KT MiANPUEMHULBKOT JisUTbHOCTI) (YHKIIOHYBaHHS
EeKOHOMIUHUX cHcTeM B YKpaiHi. Po3kpuTa HaykoBa Ta HpakTH4YHAa HEOOXIIHICTh HPUCKOPEHHS
mudposizamii chepru aHTHKPU30BOTO YIpaBliHHA B KpaiHi. MeTow CTaTTi € TeopeThdHa
XapakTepucThka 1ugpoBizallii fK CKIaJ0BOI aHTHKPU30BOI'O YIPABIIHHA HA Makpo- (Iepxasa),
Me30- (perioH KpaiHu, Tany3b), MIKpOpIBHAX (CyO0’€KT MiANPHEMHHUIBKOI  JiSUTBHOCTI)
(YHKILIOHYBaHHS EKOHOMIYHHMX CHCTeM B VYKpaiHi. MeToao0s10risi: BHUKOPHUCTAHO KOMIUIEKC
3arajbHUX Ta CHEiaJbHUX METOMAIB HAa €MIIPUYHOMY 1 TEOPETUYHOMY PIBHSX, TAKUX SIK: METOJ
JITepaTypHOro aHali3y JUId BHU3HAYEHHS CYTHOCTI TEpMiHIB «IM(poBi3alis» Ta «uudpoBizaiis
AQHTUKPU30BOTO YIPABIiHHSI»; METON alOcTparyBaHHS JIsl BH3HAYCHHS KIIOYOBUX EJIIEMEHTIB
udpoBizalii SK CKJIaJOBOT aHTUKPU30BOIO YNPABIIHHS Ul PI3HUX pPIiBHIB (DYHKIIIOHYBaHHS
€KOHOMIYHUX CHUCTEM; METOJM aHali3y Ta CUHTE3Y JJs BU3HAYEHHS Miclisl Ta poiii Hudposizamii y
AHTUKPU30BOMY YIPABIIHHI JUIS PI3HUX PIBHIB (PYHKLIOHYBAHHS €KOHOMIYHMX CHUCTEM; METOAM
THIYKIIT Ta ASAYKIi JUisi BUSHAYCHHS MO3UTUBHUX Ta HETaTUBHUX CTOPIH Tpoliecy udposizarrii
AHTUKPU30BOI'O YIPABIIHHA, a TAKOXK I HaJlaHHA TEOPETHUHOI XapaKTepUCTUKU IUdpoBizawii K
CKJIa/I0BO1 aHTUKPU30BOTO YIPABIIHHSA JJI PI3HUX PIBHIB (DYHKI[IOHYBaHHS €KOHOMIYHUX CUCTEM;
METOAM CHUCTeMaTH3allil, TPyINyBaHHS 1 JIOT1YHOIO y3arajdbHEHHs Ui cucTeMaTHsauii iHdopmarii,
(¢bopMyBaHHS BHMCHOBKIB 1 HAyKOBHMX MpOMO3ULINA CTAaTTi. Y CTAaTTI BUKOPUCTAHO CHUCTEMHO-
(GYyHKLIOHATBHUM, ICTOPUYHUMA Ta CUCTEMHMH MIAXOIM Y PO3KPHUTTI 1 BUPIMIEHHI NMPOOJIEMaTHKH
HaJaHHS TEOPETHYHOI XapaKTepUCTUKU LM(POBI3alii SIK CKJIAJOBOi aHTUKPU30BOTO YIPABIIHHS
JUIs PI3HUX pIBHIB (PYHKIIOHYBaHHS EKOHOMIYHHMX CHCTeM B YKpaiHi Pe3yabTaTtm: HanaHo
TEOPETUYHY XapaKTepUCTUKY LU(poBizalii K CKIaJ0BOI aHTUKPU30BOTO YMPAaBIiHHSA Ha MakKpo-
(nepxaBa), Me30- (pPEerioH KpaiHH, rajay3b), MIKpPOPIBHAX (Cy0’€KT HiANPHEMHUIBKOI JiSUIBHOCTI)
(GYHKI[IOHYBaHHSI EKOHOMIUYHUX CUCTEM B YKpaiHi.

KuouoBi cioBa: aHTUKpU30BE YIPaABIIHHSA, Taly3b EKOHOMIKH, Jep)kaBa, E€KOHOMIYHI
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ITHOCTAHOBKA ITPOBJIEMHA

[Tin yac QyHKIIOHYBaHHS €KOHOMIYHI CHCTEMH Makpo- (JeprkaBa), Me30- (perioH KpaiHu,
rajy3b), MIKpOpiBHS (Cy0’€KT MiAIPUEMHHULBKOT AiSUIBHOCTI) MOCTIHHO CTUKAIOTHCS 3 MOXIIUBICTIO
KPHU30BOTO PO3BHUTKY Ta HEOOXIAHICTIO MPOTUIIT Kpu3aM (BHYTPIIIHIM 1 30BHIIIHIM). JIJis ipoTuii
Kpu3aM (HEMOMYIIEHHs, TIOM SKIIEHHS HETaTUBHUX HACIIJKIB, IIBUAKUN BUXiA 3 MiIHIMAJIbHUMU
BTpaTaMH) €KOHOMIYHI CHCTEMH PI3HOTO PIiBHS BHKOPHUCTOBYIOTh aHTHKPH30BE yHpaBmiHHA. [Ipu
1bOMY (PaKTOpH, IO BUKIUKAIOTH KPU3H, YMOBU KPHU30BOTO PO3BHUTKY IS €KOHOMIYHUX CHUCTEM
pisnoro piBHg (Makpo- (mep:kaBa), Me30- (perioH KpaiHd, raiy3b), MIKpOpiBeHb (CyO’ €KT
MiIPUEMHUIBKOT JiSUIBHOCTi)) TIOCTIHHO 3MIHIOIOTBCS 3a KUIBKICTIO Ta CHJIOK BIUIMBY Ha
EKOHOMIUHI cucTeMH. Taka CHTyallis BUMAara€e MOCTIHHOTO YIOCKOHAJCHHs, SIK aHTUKPH30BOTO
ynpaBiiHHsA (AY), Tak 1 HOro OKpeMHX CKJIQIOBUX, Y TOMY YHCII 3aIy4€HHS 1 PO3BUTOK HOBHUX
ckinanoBux AY. B mux ymoBax oco0auMBOro 3HaueHHs HaOyBae mudpoBizallis sSK HOBa CKJIaJI0Ba
AHTHKPHU30BOTO YIPABIIHHS Ha Makpo- (Iep)kaBa), Me30- (PEriOH KpaiHW, ramxy3b), MIKPOPIBHSIX
(cy0’€KT MigmPUEMHHULIBKOT AISUTBHOCT1) (PYHKIIIOHYBaHHS €KOHOMIYHUX CHCTEM.

[udporizaris craga HEBiI €MHOIO CKJIIAJ0BOIO BEJICHHS €KOHOMIYHOI AiSIIBHOCTI B MEXax
NEepexoay Ha MOCTIHAYCTPIAIbHY MapagurMy PO3BHUTKY, SK BIINOBIJb HA KPUTUYHY 3MiHY YMOB
PO3BHUTKY €KOHOMIYHMX CHCTEM PI3HOTO PiBHS (Makpo- (IepkaBa), Me30- (PETioH KpaiHH, Talty3b),
MIKpOpiBeHb (CYO’€KT MiANMPUEMHHUIIBKOT [ISUIBHOCTI)) Ta OAMH 3 KIIOUOBUX EJIEMEHTIB
PEaKTHBHOTO YIPaBIiHHSA. 3 1HIIOT CTOPOHH € HE IOBHE PO3YMIHHS MOXJIMBOCTEH nudposizamii Ta
npoOJieMH ii 3aCTOCYBaHHS Ha MIEBHUX €Talax PO3BUTKY EKOHOMIYHHUX CHCTEM PI3HOTO PiBHSI, TAKUX
SK KPU30BUH PO3BUTOK CKOHOMIYHHMX CHUCTEM. 3a TaKUX YyMOB, BaXJIMBUM € JIOCIIIUTH
npoOJIeMAaTUKY Ta 3alpONOHYBAaTH NUISAXH YJOCKOHAJICHHS BHKOPUCTAHHS IUQPOBI3aIlii, sK
CKJIaJIOBOT aHTHUKPH30BOTO YIIPABIIHHS Ha MakKpo- (Iep)kaBa), Me30- (perioH KpaiHH, Taiy3b),
MIKpOpPIBHAX (CYO’€KT MiINPUEMHHUIBKOI AISTIBHOCTI) (YHKI[IOHYBaHHS €KOHOMIYHHUX CHUCTEM B
VYkpaiHi.

AHAJII3 TOCJIIKEHD I MYBJIKALII

[IpobnemaTtuky  aQHTMKPU30BOTO  YOpaBIiHHS, HMdpoBizamii Ha  pi3HUX  PIBHAX
(YHKI[IOHYBaHHS E€KOHOMIYHUX CHCTEM (Makpo- (zaepkaBa), Me30- (pErioH KpaiHu, Taiys3b),
MIKpOpiBeHb (CYO’€KT MiAMPUEMHHUIIBKOI MiSUIBHOCTI)), a TakoX uudposizalii, SK CKIag0BOI
AQHTUKPU30BOTO VIPABIIHHS JOCIIDKyBajla 3HAYHA KUIBKICTh 3aKOPJAOHHUX Ta BITYHU3HSIHHUX
HayKoBIIB. [Ipy 1bOMy MOXIIMBO BUIUIUTH TPH HAIPSIMU HPOBEIEHHS TOCTIKEHb:

1. 3 akueHTOM Ha PO3KPUTTS OCOOJMBOCTEM aHTHKPH30BOIO YIIPABIIHHS HAa PI3HHUX PIBHAX
(GYHKILIOHYBaHHS EKOHOMIYHHMX CHCTeM (Makpo- (IepxkaBa), Me30- (perioH KpaiHu, Trajiy3b),
MIKpOpIBEHb (CYO’€KT MIANPUEMHUIBKOI AISUIBHOCTI)), KyAM BigHOcMMO HampauoBaHHs: O.l.
JIsmescbkoi [1]; L.O. Kynpuiii [2]; I'. Karamanze [3]; H. Mokany [4] Ta 1HIIUX BYEHUX.

2. 3 akueHTOM Ha JOCHIJDKEHHS BIUIMBY HUQpoBi3alii Ha (YHKLIIOHYBAaHHS 1 PO3BUTOK
€KOHOMIYHUX CHCTEM pi3HOro piBHSA (Makpo- (IepkaBa), Me30- (perioH KpaiHu, Tany3b),
MIKpPOpPIBEHb (Cy0’€KT MiAMPUEMHUIIBKOL AISIIBHOCTI)), Kyau BigtHocuMo pobotH: JI. Kcia, C.bokxai
ta C. Moxamman Camxkani [5]; E. Jloerans, I'. Jloraas Ta M. Imenko [6]; H. Kacesnosoi, O.
Kenaroxosa, O. Kouy6eii, }O. Omiitank, O. Coxarpkoi Ta FO. XKykoBoi [7] 1 IHITUX BYCHUX.

3. Buxopucranns uu¢poBizamii B Mexax 3MIHCHEHHS AaHTUKPH30BOTO YIPaBIiHHSA
€KOHOMIYHUX CHCTEM pi3HOro piBHA (Makpo- (IepkaBa), Me30- (perioH KpaiHu, Taiy3b),
MIKpOpiBeHb (Cy0’ €KT MiIMPUEMHMIIBKOI AiSJIBHOCTI)), KYJAH BITHOCUMO HAayKOBi nociimkeHHs: H.
I"aBkamoBoi, JI. AkimoBoi Ta O. AkimoBa [8]; H. Mixanpuenko, I. XKypaBnwoBoi, 1. Kanincekoi, B.
Caenko ta H. OBangep [9]; C. Coiimu, T. binoycbko ta O. Bnoiuenu [10] 1 iHIIKUX BYCHUX.

BBaxxaemo 3a He0OXiHE 3a3HAUNTH, 10 ICHYFOUH HAYKOBI JOCTIIHKEHHS, a00 JOCUTH CIa0KO
PO3KpUBAIOTh IUQPOBI3allil0 SK CKJIAJ0BY AaHTUKPU30BOI'O YIPABIIHHSA Ha PI3HUX pPIBHIAX
(GYHKI[IOHYBaHHSI €KOHOMIYHUX CHCTEM, a00 PO3KpPUBAIOTh BIUIMB IU(POBI3allii HA aHTUKPU30BE
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YIpaBIiHHA Ha OJHOMY piBHI (YHKILIOHYBaHHS €KOHOMIYHHMX CHUCTeM. BpaxoByrouum HaBeleHe,
IOCTajla HAYKOBO-TIPAaKTUYHA IpoOieMa PO3KPHUTTS LUQpOBi3amlii SIK CKIaJOBOI aHTUKPHU30BOI'O
YIpaBIiHHS Ha BCIX PIBHAX (YHKIIOHYBAaHHS €KOHOMIYHHMX CHCTEM B YKpaiHi y KOMILIEKC] (Makpo-
(mepxaBa), Me30- (pErioH KpaiHu, raiy3b), MIKpOpiBeHb (Cy0’ KT MIAMPUEMHUIILKOT ISIIEHOCTI)).

®OPMYJIIOBAHHA IIJIEM CTATTI TA IOCTAHOBKA 3ABIAHHSA

MeToro mpoBeeHHS JOCIIIPKEHHSI BUCTYIA€ TEOPETUYHA XapaKTepHCTUKa Lu(poBizamii sK
CKJIaJIOBOI aHTHKPHU30BOTO YIPABIIHHSA Ha Makpo- (1epkaBa), Me30- (perioH KpaiHu, raiysb),
MIKpOpPIBHAX (CYO’€KT MiINPUEMHHMILBKOI AISIBHOCT) (YHKIIIOHYBaHHS EKOHOMIUYHUX CHCTEM B
VYkpaiHi.

METOAOJIOI'TA

B Mexax HayKOBOTO TOCHIKEHHS, JUIS JOCSATHEHHS METH CTaTTi, BUKOPUCTAHO KOMILIEKC
3arajibHUX Ta CHENiaJbHUX METOJIB Ha €MITIPHYHOMY i TEOPETHYHOMY PIBHSAX, TAKUX SIK: METOJ
JTEpaTypHOTO aHaii3y JUisl BHU3HAUYEHHS CYTHOCTI TEpMIHIB «audpoBizamis» Ta «qudposizalis
AHTUKPU30BOTO YIPABIiHHI»; METOX abcTparyBaHHS [JIsl BH3HAYCHHS KIIOYOBUX EJIEMEHTIB
uu@posizamii fK CKJIAJOBOi AHTUKPU30BOTO YIPABIIHHA JUIsl PI3HUX PIBHIB (DYHKIIOHYBaHHS
EeKOHOMIYHUX CHCTEM; METOJHU aHaNi3y Ta CHHTE3Yy Ui BU3HAYCHHS Micls Ta pouti mudposizamii y
AHTUKPU30BOMY YIIPABIiHHI AJI1 PI3HUX DIBHIB (YHKI[IOHYBaHHS E€KOHOMIYHHMX CHUCTEM; METOIU
THAYKIT Ta ASTYKIl JUIsS BU3HAYCHHS TTO3UTHBHUX Ta HETATUBHUX CTOPIH Mporecy Iudposizarii
AHTHKPHU30BOTO YIIPABIIHHS, a TAKOXK I HaJlaHHS TEOPETUYHOI XapaKTepUCTUKH I poBizallii Ik
CKJIaJIOBOT aHTUKPHU30BOTO YIPABIIHHS JJIs1 PI3HUX PiBHIB (DYHKIIIOHYBaHHSI €EKOHOMIYHHX CHCTEM;
METOJIM CHUCTeMaTH3allii, TPyMmyBaHHS 1 JOTIYHOTO y3arajdbHEHHs AJIs cucTeMmarusallii iHdopmarlii,
(dhopMyBaHHS BUCHOBKIB 1 HAYKOBHX IPOTO3HIII CTATTI.

MeTo050Tis AOCTIKEHHSI CIUPAEThCS HA CUCTEMHO-(DYHKIIOHANBHUNA, 1CTOPUYHUN Ta
CUCTEMHMHM TMIOXOAM Yy PO3KPUTTI Ta BHUPIMIEHHI NpoOJeMaTUKU HaJaHHA TEOpPETHYHOI
XapaKTepUCTUKH HM(poBi3amii sK CKIaJ0BOi AHTHMKPU30BOIO YIPABIIHHA JUIS PI3HUX pIBHIB
(GYHKI[IOHYBaHHSI EKOHOMIYHUX CUCTEM B YKpaiHi.

BUKJIAJL OCHOBHOI'O MATEPIAJTY JOCJILIKEHHSA

[udposizalis crana HEBIA €MHOIO CKJIaJ0BOK (DYHKIIOHYBAHHS 1 PO3BUTKY €KOHOMIUHUX
CHCTEM pI3HOTO PiBHS (Makpo- (Iep)kaBa), Me30- (pEerioH KpaiHu, ramxysb), MIKpOpiBeHb (Cy0’€KT
MIJIPUEMHUIBKO] ISJIBHOCTI)) B yMOBaxX NEPEXo/ly €KOHOMIUHUX CHUCTEM Ha MOCTIHAYCTpialbHY
HUPKYISpHY 3eneHy monaenb po3Butky (IILI3MP). 3 iHmioi cTopoHH MOXKIUBOCTI BUKOPHUCTAHHS
uu@posizalii B Mexax aHTUKPU30BOTO YIPABIIHHSA €KOHOMIYHHUX CHCTEM PI3HOTO PIBHS Y MOBHIM
Mipi 1l HE BUBYEHI 1 HE BUKOPHCTOBYIOThCS, III0 BUMArae 3MillleHHS HayKOBUX aKIEHTIB caMe Ha
el HanpsiM TTPOBEICHHS TOCITKEHb.

BukopucToByrouM HampalfoBaHHS BITYM3HSHUX Ta 3aKOpJOHHUX BueHUX [5-10] moxemo
BHJIUTATH TaKi O3HAKW IU(POBI3aIlii:

- BUKOPHUCTaHHS HU(POBUX TEXHOJIOTIH Ha PI3HUX PIBHAX (QYHKIIOHYBaHHS €KOHOMIYHHMX
CHCTEM;

- TOBHA iHTerpauis UU(PPOBUX TEXHOJIOTIH y mpouecd (YHKIIOHYBaHHS 1 PO3BHUTKY
€KOHOMIYHUX CHUCTEM PI3HOTO PIBHS;

- aKTUBHA pPO3poOKa HOBUX IM(PPOBUX TEXHOJIOTIH, KOMIT IOTEPHHUX MPOTPaM;

- PO3BUTOK LUPPOBOI IHPPACTPYKTYPH;

- PO3BHUTOK Ta HAPOIyBaHHS MOXJIMBOCTEH BiAMOBIAHOTO 00 HAHHS;

- MATOTOBKA NIEPCOHATY Ta CYCIIbCTBA;
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- nudpoBizallis cTae KIIOYOBOI KOHKYPEHTHOIO IIEPEBaror0 Ta IHCTPYMEHTOM YIPABIIiHHS Ha
pi3HUX PIBHAX (PYHKLUIOHYBaHHS EKOHOMIYHHUX CUCTEM, Y TOMY YHCIIi aHTUKPH30BOTO YIPABIIHHS;

- OTPUMaHHS CHUHEPTreTUYHOTO edeKTy (MO3UTUBHHUA a00 HETATUBHMI) BiJl BUKOPHUCTAHHS
U(POBUX TEXHOJIOTIH HA PI3HUX PIBHAX (QYHKIIOHYBAaHHS €KOHOMIYHHX CHCTEM.

IloeqnanHs HaBeJEeHMX O3HAaK LUQPOBI3aLil J03BOJSE BHU3HAYMTU CYTHICTH I[OT'O
€KOHOMIYHOTO SIBHIIIA.

[udposizaiis B Mekax aHTUKPU30BOTO YIPAaBIIHHA — II€ BUKOPUCTAHHA LHQPPOBHUX
TEXHOJIOTIH Uil IPUCKOPEHHS MPOIIECiB BU3HAYCHHS NMPUYMH, O3HAK Ta TTMOMHU KPHU3H, a TaKOXK
JUIsL peamizamii aJeKBaTHOI YNpaBIIHCHKOT peakilii Ha KPU30BI MPOSBH PO3BHTKY 3 METOHO iX
HE/IOMYIIEHHS, HIBEJTIOBAaHHS 200 MIBUIKOTO YCYHEHHS 3 HAMEHIIIMMU BTPAaTaMH.

HaBenene Buie Bu3HaueHHs LM(poBi3alii B MexkaX aHTUKPU30BOI'O YIPABIIHHSA MOXIIUBO
BUKOPUCTATH Ha Pi3HUX PIBHAX (YHKIIOHYBAaHHS €KOHOMIYHHMX CHUCTeM (Makpo- (aepkaBa), Me30-
(perioH KpaiHu, Tay3b), MIKpOpiBeHb (Cy0’€KT MiANMPUEMHHUIIBKOT TisUTBHOCTI)).

udporizartis, K CKIaa0Ba aHTHKPU30BOTO YIIPABIIHHA Ha MaKpo- (IepxkaBa), Me30- (perioH
KpaiHu, Trany3b), MIKpPOPIBHAX (Cy0’€KT MiANPHUEMHULBKOI AisUIbHOCT) (YHKI[IOHYBaHHS
E€KOHOMIYHUX CUCTEM BKJIFOYA€ HACTYITHI KIFOUOBI €JIEMEHTH:

1. CnemianizoBaHi Ta Hecemiamri3oBaHi MU(POBI TEXHOJOTII, A¢ creriam3oBaHi MU(POBI
TEXHOJIOTIi BUKOHYIOTH pIi3HI 3agadi B MeXaxX AaHTHUKPHU30BOTO YIPABIIHHA, Y TOW dac, SK
HecnelfianizoBani HU(PPOBI TEXHOJIOTII MOXKIMBO BUKOPUCTOBYBATH JJIsl BAKOHAHHS 3a/1a4 o3a AY.
[{npoBi TEXHOJIOTIi MOXYTh CKIIAJATHCh, K 3 OJHIET KOMIT FOTEPHOI MPOTpaMH, TaK 1 BKIIFOYATH
OBy KUTBKICTh KOMIT IOTEPHHX MPOTpam, 110 HAMKMCaH]1 Ha Pi3HUX S3MKaX MPOrpaMyBaHHS.

2. Komm’roTepHi mporpamu, 1o HarvucaHi Ha 0JTHOMY 3 SI3UKIB ITPOrpaMyBaHHS Ta HalpaBJIeHI
Ha BUKOHAHHs BU3HAYEHMX 3a/1a4 Ha PI3HUX PIBHAX (PYHKI1OHYBAaHHS €KOHOMIYHHUX CHCTEM.

3. Hudposa inbdpactpykTypa, mo 3ade3nedye pPO3BHUTOK Ta IMIIEMEHTAIl0 IU(POBUX
TEXHOJIOTI Ha PI3HUX PIiBHAX (PYHKI[IOHYBaHHS E€KOHOMIYHHX CHCTEM, KYIH MOXXEMO BiJIHECTH:
PO3BUTOK Ta JOCTYNl 10 Mepexi IHTepHeT; pO3BUTOK MOOUIBHOIO 3aB’SI3Ky Ta CTaHAapTH
MOOUTBHOTO 3B’SI3KY, 110 MOXJIMBO BUKOPUCTOBYBATH; HASBHICTH, KUIBKICTh Ta SKICTh PO3POOHUKIB
nu(ppOBUX TEXHOJIOTIN Ta iHIIIE.

4. OOnagHaHHS [UIsl PO3BUTKY Ta BHMKOPUCTaHHS LU(POBUX TEXHOJOTIH B Mekax
AHTUKPU30BOI'O YIPaBIIHHA, J€ BaXJIMBUM €: JIOCTaTHICTh Ta SKICTb OOJIaJJHAHHS; LiHA
oOJIaJiHaHHS; CKJIaHICTh BUKOPHUCTaHHS 00JaJHAHHS; CTaTyCc OOJaJHaHHS, 0 BUKOPUCTOBYETHCS
(BiTUM3HSHE 200 3aKOPJIOHHE).

5. IIigroToBKy mepcoHaly, sika BKJIIOYAae B ce0e: KIIbKICTh Ta SIKICTh MEPCOHANy B MeXax
BUKOPUCTaHHA LU(PPOBUX TEXHOJIOTIH; KUIBKICTh Ta SIKICTh MEPCOHATY A pO3pOOKH HUPPOBUX
TEXHOJIOTIM; HasBHICTh BIAMNOBIJHOI HaBYalbHOI 1HQPACTPYKTYpH; HASBHICTH BiANOBIJIHOTO
METOAMYHOIO 3a0e3MedyeHHs Ul MiATOTOBKM NEepCOHAalTy; MPOAYKTUBHICTh CHCTEMH MiATOTOBKU
nepcoHainy y cdepi mudpoBUX TEXHOJOTIH; THYYKICTh CUCTEMHU IMIJTOTOBKU TMEPCOHANY y cdepi
U(GPOBUX TEXHOJOTIH; MATPUMKY CUCTEMH IiITOTOBKH MEPCOHATY y chepi IM(PPOBUX TEXHOIOTTH
Ha PIBHI JEpKaBHUX Ta MYHIUMINAIbHUX IHCTUTYTIB BIaJAM, Taly3€BUX IHCTUTYTIB, a TaKOX
OKpeMHX CYO’€KTIB MiJIPUEMHMLBKOT TisiIbHOCTI; PR 3ycniis mojo 3aidydeHHs MepcoHany ais
MIATOTOBKY y cdepl HMPPOBUX TEXHOJOTIH.

[udporizaris Hapasi 3aiiMae BU3HaYaJIbHE MICIIE Y aHTUKPHU30BOMY YIPAaBIiHHI Ha Makpo-
(mepkaBa), Me30- (perioH KpaiHW, raiy3b), MIKpPOPIBHSAX (CyO’€KT MIANPUEMHHIIBKOI MiSIIBHOCTI)
(byHKIIOHYBaHHS €EKOHOMIYHHMX cucTeM (puc. 1).
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Mme30- (pecion Kpaitu, eanyss), MIKpopieHsax (cyo €ekm nionpueMHUYbKOI OisibHOCMI)
@DYHKYIOHYBAHHS eKOHOMIYHUX CUCmEM
IDicepeno: enachi 00cniodxiceHHs.

[udposizawis A03Bojs€ MpoBecTH €(GEKTHBHY Ta MIBHAKY OIIHKY KPHU30BOT'O PO3BUTKY
€KOHOMIYHOI CHCTeMHM, a TaKOXX BHUSBHUTH KIIOUOBI PUBMKHM KPHU3U IS PO3BUTKY €KOHOMIYHOT
CUCTEMH, 1 Ha I1iil OCHOBI chopMyBaTH yHpaBIiHCHKY 1H(OpMaLiiHy 6a3y A NPUHHATTS PIIIEHHS
moao AY, a Takox 3a0e3NeyuTd aJeKBaTHI pIMIeHHA I0J0 AHTUKPU30BOIO YIPABIIHHA.
Hudposizaitis go3Bosse GpopmyBatu pecypeu ais AY Ta BUCTyNa€e OJHHUM 3 KIIOUOBUX PECYPCiB
aHTUKpU30Boro  ympasiiHHA.  L{udposizamis  3abe3meuye  edeKkTHBHY  oOprasizamilo  Ta
pernameHTaiito mnporeciB AY, a TakoX MiJIBUILY€E SKICTb, Pe3yJIbTaTUBHICTh Ta MPOAYKTHBHICTD
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MpoIIeCiB peaizallii aHTHKPU30BOTO YHpaBiiHHA. BakauBoro € posb 1mudpoBizamii y OIliHII
pe3yabTatiB AY Ta y KOperyBaHHi yIpaBIiHChKUX BIUIMBIB B ME€XKaX aHTUKPU30BOTO YIPABIIHHS.

Buxopucranas mudposizaiii B MeKax aHTHKPH30BOTO YIIPaBJIiHHSA Hece y coOi BiAMOBiIHI
nepeBary i HeloJiKU Il eKOHOMIYHUX CHCTEM PI3HOTO PiBHS.

Ha makpopiBHi (QpyHKI[IOHYBaHHS €eKOHOMIYHHUX CHCTEM (JIepkKaBa) B MeEXaxX aHTHKPHU30BOTO
yIpaBIiHHS TepeBaraMu MuQpoBizallii BHCTYMAIOTh: MOXJIUBICTh OXOIUTIOBATH OUTBITY KUTBKICTh
(dakTOpiB, IO BUKIMKAIOTH KPHU30BI NposiBH; (opmyBaHHs 0a3 ympaBiaiHCHKOI iH(MOpMaIlii;
MOJJIMBICTE POOMTH OUTBII TOYHI MPOTHO3M Ta 0OpOONIATH Oinblie ambTEepHATUBHUX BapiaHTIB;
3MEHIIEHHS BapTOCTI AHTMKPU30BUX 3aXOJIB; IIBMJKICTh peakuii Ha Kpu3y Ta ii mposBu. o
HE/IONIIKIB CJiJl BIiJIHECTH: BapTICTh BUKOPUCTaHHA NHM(PPOBHX MPOAYKTIB B Mexax AY;
HEOOXI1THICTh PO3POOKH YHIKAIBHUX 1 CKIAQAHUX IU(POBUX MPOAYKTIB; MIATOTOBKY JEP>KaBHUX
CITy>KOOBIIIB; IMIUIEMEHTalil0 mudpoBizamii y MexaHi3M aHTUKPH30BOTO YIPaBIIHHSA Ha piBHI
JIepKaBH.

Ha w™me3opiBHI (QYHKIIOHYBaHHS €KOHOMIYHHMX CHCTEM (pErioH KpaiHH) B MeEXax
AHTHKPHU30BOTO YIIPaBIiHHS MepeBaraMu nudposizallii BUCTYNAIOTh: MiJBUIICHHS MTPOAYKTUBHOCTI
CHEIITICTIB 'y cdepl aHTUKPU3OBOTO YIPABIIHHS; MOXJIMBICTH 3aMIiHM YaCTUHU CIICIHIaJIICTIB
U(POBUMH MPOJIYKTAMH; 3MEHIICHHS KUIBKOCTI MOMIIIOK y cepi aHTUKPU3OBOTO YIPABIIHHS;
dbopMyBaHHS BeMKHX 0a3 ynpaBimiHChKOI iH(popmarrii. Jlo HeIOIKIB ¢l BiHECTH (Ha q0/1aqy 10
TUX, 0 Oynu HaBEeACHI JUIsi MAaKpOpPIiBHS): CKJIATHOIII BiIOOpY Ta 3alpoBaKEHHsS LHUPPOBUX
MPOAYKTIB, Y TOMY YHCIi uYepe3 CKJIagHI TEHAEPHI MPOIEIypH; HE CIPHUHATTS MpaliBHUKAMHU
M(POBHUX TEXHOJIOTIH Ta IX HEAOCTaTHIN piBeHb MIATOTOBKY Yy G POBiii chepi.

Ha me3o0piBHI (QyHKIIIOHYBaHHS €KOHOMIYHHX CHUCTEM (Tally3b/CEKTOp €KOHOMIKM KpaiHH) B
Me)XaxX aHTMKPU30BOI'O YIPABIiHHs IepeBaraMu Lu(poBizallii BUCTYNAIOTh: 3pOCTaHHS IIBUKOCTI
00poOku iH(oOpMaIlil Ta peakilii Ha HeTaTHUBHI 3MiHM 30BHIIIHBOTO 1 BHYTPIIIHBOTO CEPEIOBUIIIA;
3MEHIICHHS BUTPAaT Ha pPO3pOOKY Ta 3ampoOBaHKCHHS AHTHKPU30BUX 3aXOJiB; IIiJBHUIICHHS
€(eKTUBHOCTI aHTHUKPHU30BUX 3axoMiB. Jl0 HENONIKIB CIiJ BiJHECTH: BapTICTh BHUKOPHUCTAHHS
U(POBUX MPOJYKTIB B MEKaX aHTHKPU30BOTO YIPABIIHHSA,; CKJIAIHOINII Yy BigOOpi Ta IiIroTOBII
HEOOX1HUX MpAaIiBHUKIB; IMIJIEMEHTallil0 HU(POBI3alii y MeXaHi3M aHTUKPH30BOTO YIPABIIHHS
Ha PIBHI rany3i/CEeKTOpy €KOHOMIKM KpaiHM; CKJIaJHOIIl BIOOpY Ta 3alpoOBaKEHHS LHUPPOBUX
MPOAYKTIB; KOH(IIKTH MK yJaCHUKAaMU Taly3i/CeKTopy eKOHOMIKH KpaiHM yepe3 3alpoBaKeHHS 1
BUKOPUCTaHHS IM(PPOBUX NPOAYKTIB, a TaKOXX AaHTUKPU30BUX 3axO0JiB, IO O0a3yrOThCs Ha
udpoBizarii.

Ha MikpopiBHI (yHKIIOHYBaHHA €KOHOMIYHMX cHUCTeM (Cy0’€KT NiANPUEMHUIBKOT
JISUTBHOCTI) B MeXaX AaHTUKPU30BOIO YIPaBIIHHA IlepeBaraMu LH(poBizalii BHCTYNAIOTh!
MO>KJIUBICTh OOPOOKH BETMKUX MACHBIB 1H(pOpMaIii; MIBUAKICTH PO3POOKH 1 BIIOOPY aHTUKPU30BUX
3aX0[iB; ©(EeKTHBHICTh AHTUKPU30BUX 3aXOMAIB; MOXJIIHUBICTb IPOTHO3YBaHHS peajizaiii
aHTUKPHU30BHX 3aXOJIB Ta BiAOOpYy HaWKpammx i Cy0’€KTa TroCIOAapIOBaHHS; IiJIBUILECHHS
IPOAYKTUBHOCTI MEpCOHANy, IO 3aJiiHUI B MeXaxX aHTHUKPU30BOIO YIPABIIHHS; 3MEHIICHHS
KUIBKOCTI MpAalLiBHUKIB, M0 3a/1sHI Y aHTUKPU30BOMY YIPAaBIiHHI; MOXJIUBICTh OXOIUIIOBATH
OUTbIIYy KUIBKICTH (DaKTOpPIB, IO BUKIMKAIOTh KPU30BI NPOSIBM Yy (PYHKIIOHYBaHHI CyO’€KTiB
rocrojiaproBaiHs. J[o HETOMIKIB CIiJ] BIAHECTU: BapTICTh BUKOPUCTAHHS LU(POBUX MPOAYKTIB B
MeXax aHTUKPU30BOI'O YIPaBIIHHS; CKJIAJHOII y Bi10Opi Ta MiArOTOBI HEOOX1HUX MpalliBHUKIB;
IMIUIEMEHTallil0 nudpoBizanii y MexaHI3M aHTHUKPH30BOIO VIPABIiHHA Ha pIBHI CYy0’ €KTa
rOCIOJIApIOBAaHHS; CKJIAHOIII BiIOOPY Ta 3alpOBaKEHHS IIM(PPOBUX MPOAYKTIB Ha piBHI cy0’€KTa
rOCIO/IapIOBaHHs; CYNPOTHB NpaliBHUKIB LU(poBi3anii chepy aHTUKPU30BOIO YIPaBIIHHSI B
yMOBaxX 00MEXEHUX MOKJIMBOCTEN JJIS1 CTUMYJTFOBAHHS.

Hagamo TeopetnuHy xapakTepucTHKy Uu@poBi3amii SK CKIaJ0BOI aHTUKPU30BOTO
YIpaBJIiHHSA Uil Pi3HUX piBHIB (DYHKI[IOHYBaHHS EKOHOMIYHHX CHUCTEM 1 BH3HAUYUMO: METY,
3aBAaHHs, Cy0’exTH Ta 00’ ektH (Tadm. 1).
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Tabauys 1
Teopemuuna xapakmepucmuxa yugposizayii ik cK1ado8oi anmuxKpu3z08020 YNpasiiHHsa 05
PI3HUX PIBHI6 (DYHKYIOHYBAHHS eKOHOMIYHUX CUCmEM

[ligBuimenHs: eEeKTUBHOCTI Ta pe3yabTaTUBHOCTI AY
- (hopMyBaHHsI MAaCHBIB YIIPaBIIHCHKOT iHpOpMaIIii (6a3 TaHHX);

- BUSIBJICHHS KJTIOUOBHUX HETATUBHUX (DaKTOPIB BIUIMBY, 10 BUKIMKAIOTH KPH30BI

MposiBM y QYHKIIOHYBaHHI 1 PO3BUTKY;
- (hopMyBaHHsI, OpTaHi3allis i periiaMeHTallisi e)eKTHBHOTO aHTHKPH30BOTO
VIIPaBIIiHHS;
- aHTHKPHU30Ba MiATOTOBKA MEPCOHAIY;
- nudpoBa MiAroTOBKA MEPCOHAIY;
- po3pobKa Ta pearnizallisi CyKyIHOCTI aHTUKPHU30BUX 3aXO/IiB;
- 3MEHIICHHSI BapTOCTi Ta MiABUIICHHS €()eKTUBHOCTI aHTUKPHU30BUX 3aXOJiB.

JeprxaBHi BiamHi MyHinumnaibHi lamysesi BnacHukw,
IHCTUTYTH, BJIAJIHI IHCTUTYTH, IHCTHUTYTH, KEPiBHUKH,
PO3pOOHHUKH PO3POOHHUKH PO3POOHUKH MEHEDKEPH,
nudpoBUX nupoBUX UG POBUX PO3POOHHUKH
TEXHOJIOTIH, TEXHOJIOTIH, TEXHOJIOTIH, nudpoBUX
CYCIIJIbCTBO MicIieBa rpoMaja HiATPUEMCTBA TEXHOJIOT1i
ramysi
HamionansHa PerionansHa Cekrop/rany3b ®dinaHCcOBO-
eKOHOMiKa Ta ii eKOHOMiIKa Ta ii €KOHOMIKH KpaiHu rocrnoaapchbka

CKJIaJ10B1 CKIIQJIOBI Ta HOTO CKIIAI0BI ISTBHICTD

Licepeno: enacmi 00cnioHcenHs.

Bigmivaemo BaxuBicTh HM(poBi3amii sIK CKJIaJ0BOI aHTUKPU30BOTO YIPABIiHHS HAa Makpo-
(mepxaBa), Me30- (pEerioH KpaiHW, Tally3b), MIKpPOPIBHAX (CyO’€KT MiANPHUEMHHUIIBKOI TisSUTBHOCTI)
(GYHKIIIOHYBaHHSI €KOHOMIYHMX CHCTEM B YKpaiHi, a TakoX HEOOXiIHICTh NMPUCKOPUTU MPOLECH
udpoBizalii cepu aHTUKPH30BOTO YIIPABIIHHSA Y KpaiHi.

BUCHOBKHA

ExoHOMIUHI cucTeMHu pi3HOTO piBHS (Makpo- (mepkaBa), Me30- (perioH KpaiHu, Tamy3sb),
MIKpOpiBeHb (CY0’€KT MiANPHUEMHUIBKOI MiSUIBHOCTI)) B YKpaiHi MOCTIHHO CTHUKAIOThCS 3
KPU30BHMH YMOBaMH (YHKIIOHYBAaHHS 1 pO3BHUTKY, IO KPUTHYHO 30iJbIIye BaXXJIUBICTh
aHTUKPHU30BOI'O YIpPaBIiHHA. B 1IMX yMoBax mocTae BakjaMBa HAyKOBO-TIPAaKTHYHA 3a/1a4a MOLIYKY
MOJKJIMBOCTEH TiABUINEHHS €()EKTUBHOCTI 1 pe3ynbTaTUBHOCTI AY Ha BCIX PiBHSAX (DYHKIIOHYBaHHS
EeKOHOMIYHUX CHCTEM B KpaiHi, II0 MOXJIMBO JOCATTH 3a paxyHOK AaKTHBHOTO PO3BHUTKY
mudporizaiii. 3 iHIIOI CTOPOHM HEeoOIyMaHe Ta HEOOTPYHTOBaHE BHKOPHCTaHHS Hu(poBizamii y
cdepl aHTUKPU30BOI'O YIPABIIHHSA HAa PI3HUX PIBHAX (YHKUIOHYBaHHS €KOHOMIYHUX CHCTEM B
VYkpaiai Moke TPU3BECTH A0 301IBIICHHS KPU30BUX MPOSBIB Ta MOTIMOJEHHS KPHU3, 110 BUMAarae
MIPOBE/ICHHSI TPYHTOBHUX HAyKOBHUX JOCHIUKEHb IMpoIeciB iMmIuieMeHTanii mnudposizamii y
MexaHi3Mu AY B KpaiHi.

[IpoBenene AOCHIHKEHHS JO3BOJIMIIO HAJAATH TEOPETUUHY XapaKTEPUCTUKY LUQPOBI3alii K
CKJIQJIOBOI aHTHUKPHU30BOTO YIPABIIHHSA Ha Makpo- (IepkaBa), mMe30- (perioH KpaiHu, Traitysb),
MIKpOpPIBHAX (CYO’€KT MiIMIPUEMHMIIBKOI AISIIBHOCTI) (DYHKI[IOHYBaHHS €KOHOMIYHUX CHUCTEM B
VYkpaini.
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[IpakTuHe BHOPOBA/PKEHHS MPOIO3UINA 1 BHCHOBKIB JI@aHOI CTaTTi CIIiJ PO3TIsAgaTH B
KOHTEKCTI X BaKJIMBOCTI JJISi MIABHMIIEHHS CTIHKOCTI KPU30BUM IPOSBAM E€KOHOMIYHHMX CHCTEM
pizHOro piBHS (Makpo- (mepkaBa), Me30- (perioH KpaiHu, Taiay3b), MIKpPOpiBeHb (CyO’€KT
MAMPUEMHUIBKOT TisSUTBHOCTI)) B YKpaiHi.

[lepcnieKTHBY MONANBIINX TOCITIPKEHh HA OCHOBI 1 3 BUKOPUCTAHHSM HAayKOBHX PE3yJIbTATiB
MIPOBEICHOTO OCIIKEHHS MOJIATAI0Th Yy PO3pOOIIi CTpAaTETiYHUX HAMPSIMIB PO3BUTKY LU (poOBi3arii
SIK CKJIAJJOBOI aHTHKPH30BOTO YIPaBJiHHS HAa Makpo- (IepkaBa), Me30- (perioH KpaiHu, Trairy3b),
MIKpOpPIBHAX (CYO’€KT MiINPUEMHHUILBKOI AISIBHOCT) (YHKIIIOHYBaHHS EKOHOMIUYHUX CHCTEM B
VYkpaiHi.
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DIGITALIZATION AS A COMPONENT OF ANTI-CRISIS MANAGEMENT AT THE
MACRO-, MESO-, AND MICRO-LEVELS OF THE ECONOMIC SYSTEMS
FUNCTIONING

Maxim Khatser Leonid Polusmiak
Zaporizhzhia National University Zaporizhzhia National University
Zaporizhzhia, Ukraine Zaporizhzhia, Ukraine

Annotation. The article is devoted to the formation of new scientific solutions regarding the
digitalization study as a component of anti-crisis management at the macro- (state), meso- (region
of the country, industry), micro- (subject of entrepreneurial activity) functioning of economic
systems in Ukraine. The scientific and practical necessity of accelerating the digitization of anti-
crisis management in the country has been revealed. The aim of the article is the theoretical
characterization of digitization as a component of anti-crisis management at the macro- (state),
meso- (region of the country, industry), and micro- (subject of entrepreneurial activity) functioning
of economic systems in Ukraine. Methodology: a complex of general and special methods has been
used at the empirical and theoretical levels, such as the method of literary analysis to determine the
essence of the terms “digitalization” and “digitalization of anti-crisis management”; the abstraction
method for determining the key elements of digitization as a component of anti-crisis management
for various levels of economic systems functioning; methods of analysis and synthesis to determine
the place and role of digitization in anti-crisis management for different levels of economic systems
functioning; methods of induction and deduction to determine the positive and negative sides of the
digitalization process of anti-crisis management, and to provide a theoretical characterization of
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digitalization as a component of anti-crisis management for different levels of economic systems
functioning. Methods of systematization, grouping, and logical generalization for systematization of
information, conclusion formation, and scientific proposals of the article have also been implied.
The article uses system and functional, historical, and systemic approaches to reveal and solve the
problems of providing a theoretical characterization of digitalization as a component of anti-crisis
management for various levels of economic systems functioning in Ukraine. Results: a theoretical
characterization of digitalization as a component of anti-crisis management at the macro- (state),
meso- (region of the country, industry), and micro-levels (subject of entrepreneurial activity) of
economic systems functioning in Ukraine has been provided.

Keywords: anti-crisis management, branch of economy, state, economic systems, region of
the country, subject of entrepreneurial activity, digitalization.
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Abstract. Purpose: The aim of this paper is to revisit the concept of customer loyalty, without
viewing the phenomenon as a purchase but as an exchange behavior. We shall present the seven
commonly used relational variables that influence customers loyalty such as: perceived quality,
perceived value, satisfaction, trust, commitment, ¢ttachment, and intention to change.

Design/Methodology: Based on the literature review, a conceptual framework was developed
and examined through the analysis of the structural equation modeling on a sample of 978
customers in the telecommunication sector in Algeria.

Findings: Overall, the results show a mixed effect of the components on brand loyalty.
Consequently, it appears that brand loyalty is positively influenced by perceived quality, perceived
value, satisfaction, trust, commitment, and attachment to a brand, and negatively influenced by the
intention to change.

Research limitations: In this study we focused on some antecedents of brand loyalty, therefore
there are other factors such as: brand image and personality that are worth studying.

Practical implications: The implications included in our research contribute to the
understanding of the antecedents that affect customer loyalty and customer response when making
use of telecommunication services

Originality/value: So far, none of the studies offer an integrated view of all antecedents of
brand loyalty. However, this paper builds on previous studies to develop a more comprehensive
model of brand loyalty, incorporating both antecedents of brand loyalty.

Keywords: Brand loyalty; Perceived quality; Perceived value; Satisfaction; Trust;
Commitment; Attachment and intention to Change.
JEL Classification: M31, C52

INTRODUCTION

This paper discusses customer behavior in the telecommunications market and its impact on
their brand loyalty. During the last years, increased competition has led telecommunications
operators to develop strategies geared toward maintaining their customers and attracting
competitors' customers. (Calzada et al., 2023). Therefore, the service of telecommunication has
become a mature industry, increasingly calling for focusing on customer loyalty through
implementing a profitable marketing strategy. According to Chiu; Hsu; Lai & Chang, (2012)
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Identifying the factors that influence brand loyalty is crucial in the business market characterized by
increasing competition between organizations. (Song et al., 2019). There is a famous saying in
marketing that it will cost an organization much more to acquire new customers than to establish a
relationship with existing customers (Heskett et al., 1994; Reicheld & Sasser, 1990; Rust et al.,
1995). On this basis, it is easy for organizations active in the service sector to achieve greater
profitability by gaining the loyalty of their customers. In this regard, many studies have shown that
organizations can benefit from satisfied as well as loyal customers, and in order to do so, they must
identify the factors affecting their satisfaction and loyalty in ways that can be translated into work
that facilitates the tasks of practitioners (Lyon & Dixon, 2023).

Brand loyalty research is increasingly adopting integrative approaches to model the
antecedents of brand loyalty (He et al., 2012). The question of the causes and consequences of
brand loyalty has always been a major concern for researchers and managers and a main debate
issue till now. Indeed, customer loyalty has been associated with different constructs, since Jackoby
and Kyner (1973) that saw it as an expression of a relationship between the customer and the brand
or a set of brands. The link is strengthened by a combination of factors that help build the different
components of comprehensive and cumulative relationship between customers and their brands.
Existent research in the service loyalty context has examined the relationship between Perceived
quality& Perceived value, [e.g., Parasuraman, et al., 1990; Berraies et al., 2017; Khoi et al., 2018;
El-Adly, 2019; Pang, 2021; Lin & Zhang, 2021; Huang, 2023; Kavus, Tas, Ayyildiz, & Taskin,
2022], Perceived value & Satisfaction [e.g., Lee et al., 2007; Chen and Tsai, 2008; Wu and Liang,
2009; Williams & Soutar, 2009; Chen & Chen, 2010; Deng et al., 2010; Egan, 2011; Eid, 2015;
Dovaliene et al 2015; EI-Adly & Eid, 2016; EI-Adly 2019], Satisfaction & Trust [e.g., Forgas et al.,
2010; Akamavi et al., 2015; Curras-Perez & Sanchez-Garcia, 2016], Trust & Commitment [e.qg.,
Morgan & Hunt, 1994, 1998, 2000; Garbarino & Johnson, 1999; So et al., 2016b; Li, et al 2020;
Leon & Dixon, 2023], Commitment, Attachment & Loyalty [e.g., Fedorikhin et al., 2008; Jahn,
Gaus & Kiessling, 2012; Scrima, 2014; Scrima et al., 2015; Jang et al., 2015; Hwang & Lee, 2018;
Hwang et al., 2021] and Loyalty & Intention to Change [e.g., Frisou, 2005; Palazon & Delgado,
2009; Song et al., 2019]. In addition, the various components of loyalty have been always analyzed
separately and are presented as complementary in the customer mind.

However, none of the studies offers an integrated view of all these antecedents in a single
framework. Our paper draws on previous studies to develop a more comprehensive brand loyalty
model, integrating the brand loyalty antecedents. In order to complement previous studies, this
research was implemented in the competitive telecommunications sector in Algeria, which is
characterized by fierce relative competition, high technological and steady market growth. Given
the contribution of these concepts in the conception of customer loyalty structure, we propose a
theoretical model, which expresses a set of causal relationships between these concepts while
emphasizing the influence of different components of the brand relationship on the formation of
relational brand loyalty with customers.

The content of this article is designed as follows. First, we will review the literature on the
relationship between the different components of brand loyalty (perceived quality, perceived value,
satisfaction, trust, commitment, association, and switching intention) and then conceptualize our
theoretical model and formulate its hypotheses based on the relationships found between the
variables. Secondly, we will describe the research methodology by explaining the measures used
(items) as well as presenting the results of the confirmatory factor analysis and correlations between
the variables. In the third section, we presented the results of the experimental model that was
tested. In conclusion, we discuss theoretical and managerial implications, limitations, and
guidelines for future research.
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LITERATURE REVIEW

A review of the literature reveals that perceived service quality is often considered as
predictors of customer satisfaction. According to Lyon and Dixon (2023) often, service quality is
examined as an exogenous variable, while non-exogenous variables are excluded. In addition, it has
been observed from the existing literature that satisfaction is practically identified as the only
antecedent of loyalty, and other mediating variables such as: perceived value, trust, commitment
and attachment are often ignored. Moreover, when service quality and its direct relationship to
loyalty are examined, the results are mixed, incomplete and poorly understood. Finally, we note that
the literature that has studied loyalty has often treated and defined it inconsistently. Since the main
topic of this research is to develop a better understanding of the antecedents that lead to loyalty in
telecommunications service companies, additional mediating variables such as perceived value,
trust, commitment and attachment were included in this research. The following subsections discuss
the conceptual framework of customer loyalty and its antecedent variables in this study, and
hypotheses.

Brand Loyalty

Brand loyalty indicates that customers have positive attitudes toward the brand that they
intend to purchase regularly (Fullerton, 2003; Li et al., 2020). The literature review has pointed out
that although loyalty has been defined in various ways, they can be categorized into two main
approaches: behavioral and attitudinal (Chaudhuri & Holbrook, 2001; Dick & Basu, 1994,
Zeithaml, 2000; Deng et al., 2010). A customer's behavioral loyalty refers to their repeat purchase
of the same brand, assuming that repeated purchasing can really capture customer loyalty towards
the brand of interest. This approach, however, cannot distinguish between the true loyalty and the
spurious one. The researchers who have studied the two-dimensional approach suggest that
focusing on behavior alone, i.e., repeat purchase, cannot help capture the main reasons behind
purchase (Han et al, 2011). In contrast, attitudinal loyalty means that the customer has a positive
attitude and highly favors the brand (Cosio-Silva, et al., 2015, Li et al., 2020). Furthermore, some
researchers may view loyalty from an attitudinal perspective with the argument made that loyalty is
a desire or intention to repurchase (Czepiel & Gilmore, 1987; Han & Ryu, 2009).

According to Oliver (1999), loyalty develops through a range of different stages which are:
(1) preference over competing brand attributes (beliefs); (2) emotional preference (attitude) towards
the product, and (3) greater intention (compatibility), to purchase the product beyond competing
product offerings (Song et al., 2019). According to Oliver (1997), “these different stages of loyalty
do not appear simultaneously but rather sequentially”. In other words, consumers become loyal to
the service first in a cognitive way, followed by an emotional “liking” or “disliking” of the service,
and later by implicit meaning (Oliver, 1997; Back, 2005; Yuksel et al., 2010). In this regard; The
antecedents of customer loyalty have been substantially investigated in a large number of research
studies on consumer service and retailing (Al-Adly, 2019). Furthermore, to be explicit, we will
introduce the different components that constitute chain relationships that may explain the existence
of brand loyalty.

Perceived quality, perceived value and satisfaction

We shall start with the perceived quality that stems from the making up of an attachment of a
brand. As such, perceived quality is defined as "the focus of consumer's judgment on excellence or
global superiority of a product or service” (Zeithaml, 1988). According to this author, Perceived
value, however, is "an overall assessment of the utility of a product based on the established
perceptions of what is given and what is received". Perceived value is considered one of the most
important concepts used to understand customers in the marketing and business fields. (Berraies et
al., 2017; Khoi et al., 2018; Pang, 2021). Perceived value refers to the psychological process by
which a consumer compares perceived quality (benefits received) and perceived sacrifice (costs
including price). (Holbrook & corfman, 1985; Lai, 1995; Holbrook, 1999). Perceived value and
perceived quality are the two main variables influencing customer satisfaction (Fornel et al., 1996;
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Lim et al., 2006; Deng, et al., 2010). During the consumption experience, there are many points in
common between the satisfaction variable and the perceived quality variable (Oliver, 1993;
lacobucci et al., 1994). Prior research has shown that perceived quality positively relates to
perceived value (Moliner et al., 2007; Pang, 2021). Thus, based on the above results, we can make
the following hypotheses

H;. Perceived service quality has a positive effect on perceived value.

It is recognized in the literature that perceived customer value in turn influences customer
satisfaction, which is considered among the key variables causing long-term customer relationships
(Egan, 2011; Dovaliene et al., 2015). Likewise, many researchers have found that customer
perceived value has a significant positive direct effect on customer satisfaction in many retail and
service organizations (e.g., Lee et al., 2007; Chen & Tsai, 2008; Chen & Chen, 2010; Deng et al.,
2010; Wu & Liang, 2009; Williams & Soutar, 2009; Eid, 2015; Al-Adly & Eid, 2016; Al-Adly
2019; Matsuoka et al., 2022).Based on these results, we hypothesize that:

H,.  Perceived service value has a positive effect on customer’s satisfaction

Satisfaction, trust and commitment

For Oliver (1997, p. 144) “satisfaction means evaluating the consumer experience through a
set of indicators or criteria, which can lead to either fulfillment, unfulfillment, or over-fulfillment.”
Satisfaction increases consumer confidence in the brand through its positive effect. Considering the
study conducted by Mayer et al. (1995, p.712) Trust is generally built on the dimensions:
benevolence, ability and integrity. In the same vein, Blomqvist (1997) proposed a brief definition of
trust in a business context as “an individual's expectation of the competence and good faith of the
other party (the organization).” (Leon & Dixon, 2023). Some researchers argue that satisfaction
leads to trust (Akamavi et al., 2015; Curras-Perez & Sanchez-Garcia, 2016; Forgas et al., 2010;
Leon & Dixon, 2023). Satisfaction is considered an antecedent to trust in this study and will
contribute to the literature in this area. Therefore, we hypothesize:

Hs. Satisfaction has a positive effect on trust.

Trust is often treated as a determinant of long-term commitment. (Morgan & Hunt, 1994;
Garbarino & Johnson, 1999). Oliver concluded that commitment is generally determined before
behavioral intentions. (Lyon & Dixon, 2023). Therefore, customer trust in the brand leads to them
continuing to build committed relationships with it (So et al., 2016b). Customers who have high
trust towards a brand tend to develop strong relationships with it. In the same regard, high-
involvement customers tend to maintain a bond of trust with vendors (Vivek, et al., 2012).
Therefore, customer engagement will undoubtedly positively enhance customer trust (So et al.,
2014; Li et al., 2020). Thus, the above findings indicate that customer commitment enhances brand
loyalty (Li, et al., 2020). Considering the previous literature and discussions, the following
hypotheses was formulated.

Ha. Trust has a positive influence on commitment

Commitment, attachment and loyalty

Scrima (2014) recently showed that secure attachment style is positively related to the affective
and normative components of a commitment variable, and that avoidant attachment styles are
negatively related to affective commitment (Scrima et al., 2015). Therefore, customers' commitment
to the brand enhances their attachment to it (Park et al., 2010; Harrigan et al., 2018). Thus, these
findings suggest that customers who engage in brand services are more likely to develop mental
relationships with the brand. This indicates that customer engagement enhances their connection to
the brand they are attached to (Li, et al., 2020). Brand attachment means customers are emotionally
attached to a product or a brand (Jahn et al., 2012, Li, et al., 2020). In addition, a strongly attached
individual tends to be willing to continue interacting with the object (Fedorikhin et al., 2008; Jang
et al., 2015). Hence, researchers tried to explore the basic forces that drive customers' loyalty to a
brand and make them relate to it. (Hwang & Lee, 2018; Hwang et al., 2021). Given the previous
discussion, the following hypotheses are formulated.

Hs. Commitment has a positive influence on Attachment
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Hs. Attachment has a positive influence on loyalty

Loyalty and intention to change

Loyal customers often purchase one brand and refuse to switch to another (Palazén &
Delgado, 2009). In addition, customers’ loyalty to their favorite brand gives them a better
impression of it compared to other competitors’ brands (Hanzaee & Andervazh, 2012; Song et al.,
2019), and thus this can influence customers’ decision-making to purchase the same product (Lam,
2007; Martenson, 2007; Nyadzayo & Khadzadeh, 2016; Song et al., 2019). Therefore, this will
negatively affect the customer's intention to change the brand.

H-. Loyalty has a negative effect on intention to change

Our conceptual framework integrates recent contributions that have questioned the central
part played by perceived quality, perceived value, satisfaction, trust, commitment, attachment and
loyalty. We propose to test the relationship between these concepts through a theoretical model
represented in figure .1

Pe\;c?ived + Satisfaction + _
alue ’
+ H> Hs
/|'_|1 H4
Perceived .
quality Commitment
Hs
y 2
. . A
tlcr; Eehn;:%: <«— Loyalty |e— Attachment
= +

Figure.1: The Theoretical model

Source: Own compilation

PAPER OBJECTIVES

The present paper aims to:
- Measure the effect of relational variables on customer’s brand loyalty in Algeria.
- Identify the role of perceived quality towards building customer brand loyalty via mediating
effect of Perceived Value; Satisfaction; Trust; Commitment and Attachment among Algerian
customers.

METHODOLOGY

We shall follow three steps: data collection, Scale Measurement and Exploratory Analysis
through a PCA and finally the presentation of the structural equation modeling.

Sample

The construction of the sample was one of the key stages of this research. Data were collected
from telecommunications users in Tlemcen city in Algeria. A total number of 1200 questionnaires
were distributed and 1079 returned answered, 101 of these were (incomplete) eliminated. The final
data set was comprised of 978 questionnaires which correspond to an effective response rate of
81.5%. The sample brands and service characteristics distributions appear to be representative of
telecommunication users of Djezzy brand in Algeria. Our sample reflects the distribution of the
population characterized by: Gender female, 47.35% [463]; male, 52.65% [515], Age (< 18 years,
2.65% [26]; 25-29 years, 37.01% [272]; 36-45 years, 33.64% [329]; 40-45 years, 21.77% [213]; >
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45 years, 14.11% [138]) and education (up to secondary school, 47.9%; university or above,
52.1%).

Measurement

The questionnaire was primarily intended to measure seven components of customers loyalty
toward brand.

Table.1.
Results of Factor Exploratory Analysis

0,749 0,944 0,514 0525

0,699 0,94 0,486

0,508 1,05 0,312
0,606 0,933 0,538
0,746 0,935 0,576
0,718 0,934 0,561
0,727 0,93 0,566

0,679 1.05 0.544 0.75
0,670 0,934 0,546
0,698 0,937 0,579
0,655 0,93 0,514

0,624 1.058 0,394
0,612 0,935 0,552 0.709
0,746 0,93 0,543
0,739 0,93 0,540

0,755 1.05 0,525 0.64
0,794 0,939 0,586 :
0,682 0,932 0,502

0,730 1.05 0,371 0.634
0,789 0,933 0,545
0,596 0,926 0,380

0,831 1.104 0.426
0,831 1.06 0,523

0,799 1.205 0,301

Source : own elaboration by sofware SPSS.20 (N=978)

In order to compare the metrics of loyalty to a service, we selected seven variables
(components) that we tested empirically and then we proceeded to compare their psychometric
properties to detect which one keeps its factor structure. More conventional measures were taken
into account: perceived quality constructs (03 items), value (06 items), satisfaction (05 items), trust
(06 items), commitment (04 items), attachment (04 items), the intention to change (02 items), and
loyalty (02 items). Through these components, respondents were asked to give their views on
Djezzy brand and specify their degree of agreement or disagreement on a 5 Likert scale. Some
items are taken from literature; others are specifically elaborated for the analysis.
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Exploratory Analysis

A first exploratory analysis was conducted through a factor analysis in several common and
specific factors. This allowed us to eliminate several items that are "Defective”, i.e. those poorly
correlated factors whose presence may deteriorate the internal consistency of scales construction by
using Cronbach's alpha as well as the results of factor analysis with varimax orthogonal rotation. A
Factor analysis is summarized in table.1, and shows that the studied dimensions are relatively
distinct from each other (See table.1 for the selected scales). The items that define them exhibit high
commonality on this factor and low commonalities on other factors. All the commonalities below
0.4 do not appear in this table. However, and exceptionally, items vall, val2 and atach3 with low
commonality such as (0.258, 0.367 and 0.355), were selected because of their theoretical
confirmation in several studies (Holbrook & Hoffman, 1985; Morgan & Hunt, 1994; Lai, 1995;
Holbrook, 1999; Garbarino & Johnson, 1999). The results of this analysis that are satisfactory in
terms of tests of internal consistency (commonality, KMO and Bartlett's, and alpha Crombach),
make do with the selected dimensions. On the other hand, the meaning and value of the following
parameters such as CR, and loading, are presented in table.1. All the indicators specified in the
model are explained by the constructs, indicates that is relationship of each items to its construct.

The structural equation modeling

To test our theoretical model, we used a structural equation analysis. We followed the
"development model” approach used by (Hair et al., 1998; Raykov & Marcoulides, 2000) based on
the following steps: the development of structural models and measures (incorporating observable
variables for each construct, see figure 1), the selection of the input matrix data (covariance matrix),
the selection of a valuation method (maximum likelihood), the selection of fitting indices (Chi-
square to degrees of freedom, RMSEA, GFI) , the individual validation of the constructs
(measurement model) and the validation of the structural model.

Table 2.
Measurement and structural model Fitting

Source : own elaboration by sofware Statistica.08 (N=978)

All treatments were performed with the software Statistica. To validate the structural model,
we used the two-step approach of Anderson and Gerbing (1988): the first, the validation of the
measurement model by a confirmatory factor analysis (Hair et al, 1998) and the second, a structural
link evaluation between the theoretical latent variables during the evaluation of adjustment
measures of the integrated model (Hair & al, 1998). The objective of this validation is to check the
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unidimensionality, reliability and factor contributions constructs using confirmatory factor analysis.
The results of the fitting of the measurement model are summarized in the table.2. We may note
that sequential tests of chi-square difference were performed to check the discriminant validity of
each construct as well as their degree of freedom. Results show that (2 / df) are still acceptable with
a value of 2.81. The overall fit indices are also good whether with classical statistics calculated on
the values of the sample (GFI, AFM, CFI, NFI, CMA) or with model fit indices of population
estimates (Population Gamma Index (PGI), Gamma Adjustment Population Index (GAPI), and
RMSEA). Thus, we can say that the constructs used to examine the measurement model are
acceptable and justify the analysis through the structural model. The results of the structural model
presented in the table 2, show that the fit indices are within acceptable standards, which confirms
the fit of the structural model. Therefore, it is possible to perform the analysis of model.

Correlations between latent variables

To test the hypotheses of our model, we conducted a structural equation analysis of over 978
customers. All the parameters specified in the model are explained by the constructs, indicate that
each correlation of Student's (t) test is much higher than 1.96 thus confirming the significance of the
relationship between latent variables. The quality of fit results presented in Table 3, show that all
correlations (pi) between latent variables (either positive or negative) sound significant with values
ranging from of 0.510 to 0.968 for all variables except those between perceived quality and value
with 0.244, and perceived quality relative to loyalty with 0.274.

Table 3

Correlations between latent’s variables

___0-244 1581 0028 —-
D (VADRSEATISI 078 8es 0187 [L000ON
D0 @ATISSSERUS. . o7 9s2  lo2 L0000
D00 (RUSD#S(EOMM)L 03 12175 000 (L0000
0 (COMMSSATTACH) "' 07 950 022 [000O
D0 (ATTACH)SS[LOY)L s 0s12 3543 0237 L0000
 (ovTCHANG) O Bl 0oL 0000

Source : own elaboration by sofware Statistica.08 (N=978)
FINDINGS AND DISCUSSION RESULTS

The first hypothesis considers that the perceived quality of customers influence positively
their perceived value for this brand. This analysis shows that the contribution of the perceived
quality on perceived value is significant (H.1: f1 = 0.244, T> 1.96, p <0.05). This study indicates
that the perceived quality of the service offered by brand to its customers plays an important role in
the value making up. This concurs with the findings of different researchers (Parasuraman, et al.,
1990; Berraies et al., 2017; Khoi et al., 2018; Pang, 2021; Huang, 2023; Kavus, Tas, Ayyildiz, and
Taskin, 2022), who show that perceived quality influences perceived value , confirming therefore
the hypothesis. The second hypothesis which states that the perceived value has an important
influence on satisfaction, is significant (H,: B, = 0.788, T> 1.96, p <0.05). We can see that this
result is an empirical validation and consistent with previous studies, which also confirmed a
positive association between perceived value and satisfaction (e.g., Lee et al., 2007; Chen & Tsal,
2008; Wu & Liang, 2009; Williams & Soutar, 2009; Chen & Chen, 2010; Eid, 2015; Dovaliene et
al.,, 2015; El-Adly & Eid, 2016; EI-Adly, 2019) . Under the assumption H; we observe that
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customer satisfaction from brand positively influences the trust of its customers (Hs: B3 = 0.783, T>
1.96, p <0.05). Satisfaction was found to positively influence customers trust, similar to the findings
of other researchers (e.g., Forgas et al., 2010; Akamavi et al., 2015; Curras-Perez & Sanchez-
Garcia, 2016). We can therefore say that this third hypothesis is validated. Like the second
hypothesis, H, has a strong positive and significant trust value towards customer commitment to
brand: (H4: Bs = 0.968, T> 1.96, p <0.05). This result supports the dominant role of trust in
impacting the customer commitment. The finding is consistent with those provided in previous
researchs (Morgan & Hunt, 2000; Garbarino & Johnson, 1999; Li, et al., 2020; Leon & Dixon,
2023). This result confirms the fourth hypothesis. Hs supports the hypothesis that commitment
positively influences the attachment: (Hs: s = 0.738, T> 1.96, p <0.05). However, our results are
consistent with previous research that customer engagement strengthens brand attachment (Scrima,
2014; Scrima et al., 2015; Jang et al., 2015; Hwang & Lee, 2018). The study has found that
customer engagement directly affects brand attachment. The analysis proves that the more the
brand's customers are committed to the brand, the more attached they are to the brand. This
hypothesis is therefore confirmed. According to the sixth hypothesis, the attachment as an
independent variable positively and significantly influence brand loyalty as a dependent variable
with the value of (Hg: Bs=0.912, T> 1.96, p <0.05). These results appear to complement the
literature according to which brand attachment affects customer loyalty. (Fedorikhin et al., 2008;
Jahn, et al., 2012; Scrima, 2014; Hwang et al., 2021). Therefore, enhancing customer commitment
is inadequate to increase customer loyalty; customer trust and customer attachment should be
considered. We can thus validate this hypothesis. The last seven hypothesis H; test assumes that
customer loyalty to the brand negatively influences its intention to change brand. The analysis
proves that this relationship is significant (H7;: p7 = - 0656, T>1.96, p <0.05). This result is
consistent with previous studies. (Frisou 2005; Palazén and Delgado, 2009; Song et al 2019) This
hypothesis is confirmed.

CONCLUSION

The main objective of the present study was to determine the main factors of customer loyalty
towards telecommunications brands in Algeria. The results highlight that the perceived quality of
the service offered by the brand, the perceived value, constitute a basis for improving the level of
customer satisfaction. Likewise, satisfaction helps explain customer trust. Furthermore, a customer
who trusts a brand is more likely to build commitment and feel attached to the brand and be loyal.
Finally, Brand loyalty often allows consumers to buy a brand and refuse to switch to another brand
of a telecommunications company. Our research involves a number of theoretical and managerial
implications. They also present limitations which can be translated into research perspectives.

Theoretical implications

Marketers of services now recognize the importance of retaining customers over the long
term. First of all, from a theoretical standpoint, it provides a better understanding of customer
loyalty towards a brand by showing that customer loyalty to a brand depends on seven variables:
perceived quality; perceived value; satisfaction; trust; commitment; attachment, and negative
intention to change. To put it more precisely, as the perceived quality of a brand increases, so does
the perceived value, customer satisfaction, trust in the brand, level of engagement, emotional
attachment, and reluctance to switch to alternative brands. Thus the study has extended the results
previously found by Parasuraman et al (1988), Zeithaml (1990), Fornel et al. 1996; Lim et al. 2006;
Deng, et al. (2010); Oliver (1993); lacobucci et al. (1994); Moliner et al. (2007); Pang (2021). We
can say that the satisfaction of the customer towards a brand is based on the perceived quality of
that brand. Furthermore, relying on some studies that examine the process of building a long term
relationship, such as Frisou (1998); Chen and Chen(2010); Khoi et al(2018); EI-Adly (2019); Li, et
al (2020); Hwang et al (2021); Kavus, Tas, Ayyildiz, and Taskin, (2022); Leon & Dixon(2023) we
may infer that customers who show a strong relationship with brand, the constructs such as trust,
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commitment, and attachment play an important role in the relationship between satisfaction and
loyalty. Second, from a methodological perspective, our research validates seven measures. Overall,
the results confirm most of our hypotheses finally, from a managerial point of view, our research
offers a tool for management decision making as far as the making up customer loyalty is
concerned.

Managerial implications

Our findings appear from the study to have critical implications for telecommunications
service providers and managers who strive to gain the loyalty of their customers. First, it has been
empirically determined that quality, perceived value, satisfaction, trust, commitment, and
attachment have significant influences on customers' behavioral responses. Therefore, telecom
service developers can incorporate these variables that empower customers and enhance their
loyalty to the brand. According to Dovaliene et al. (2015); Li et al., (2020); Hwang et al. (2021);
Uzir et al. (2021); Matsuoka et al. (2022) and Leon & Dixon, (2023) customers are more loyal and
have more positive behavioral responses when the basic components mentioned previously are met.
Secondly, for potential and actual customers, dealers in the communications services sector must be
aware of the importance of the mediating variables of trust, commitment, and customers’
attachment to the brand. The results confirmed that these variables can increase positive behaviors
in the communications environment. Therefore, communication service providers can gain the trust
of customers to encourage them to commit to dealing with them, and thus encourage them to deal
with them for as long as possible.

Limitations and directions for future research

Our study presents a set of limitations that must be acknowledged in order to benefit future
studies in this area: firstly, this study was carried out among the customers of a single brand which
operates in the sector of telecommunications; we therefore cannot generalize the results of this
study to other brands or other service sectors. From this point of view, we advise future studies to
conduct the study on a wide range of services and brands. Secondly, this study is characterized by a
small sample size, so it is difficult to generalize the results to the entire population. Likewise, this
study was conducted in the city of Tlemcen, which is geographically small compared to larger cities
in Algeria, based on which we recommend that future studies focus on a larger sample size. Third,
the questionnaire items may also pose a barrier to understanding the research objective. The items
must therefore be adapted to be simple, easy to understand and consistent with the social structure
of the sample studied.
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HEPEAYMOBH JIOSIJIBHOCTI CHHO’KUBAYIB 1O BPEHAY: EMIIIPUYHE
JOCJIIVKEHHSA HA PUHKY TEJIEKOMYHIKAINIMHUX ITOCJIYT B AJIZKUPI

Taleb Meriem Sidi Mohammed Benachenhou
MECAS laboratory, University of Tlemcen, MECAS laboratory, University of Tlemcen,
Algeria Algeria

MerToro 1i€i cTaTTi € Meperyiaj KOHIIEMIii JOSIbHOCTI CHOKUBAYiB, HE PO3MIISJIAIOYU II€
SBUILE K KYIIBJIIO, a K IOBEIIHKY 00MiHY. B cTarTi nmpeacTaBiieHO CIM 4acTO BUKOPHUCTOBYBAaHUX
peNAiMHUX 3MIHHHMX, SIKi BIUIMBAalOTh Ha JIOSUTbHICTH KITIE€HTIB, TaKUX SK: CHPUNHHATA SKICTh,
CHpPUHHATA LIHHICTb, 33JJ0BOJICHICTD, JI0BIpa, MPUXWIbHICTD, IPUXWIBHICT 1 HaMip 3MiHUTHCA. Ha
OCHOBI OIJIsiAy JiTepaTypu OyJo po3po0JIeHO KOHLENTyajdbHY OCHOBY, sika Oyna JOCHikeHa 3a
JOTIOMOTOI0 ~ aHANl3y CTPYKTYPHOTO MOJIeNIIOBaHHA Ha BHOIpmi 3 978  KIEHTIB Yy
TEJIEKOMYHIKalIHHOMY CeKTOpi AJDKHpY. 3arajioM, pe3yibTaTH MOKa3yloTh 3MilIaHWH BIUIUB
KOMIIOHEHTIB Ha JIOAJBHICTH 10 OpeHay. OTe, BUSABISETHCS, 110 Ha JIOSUIBHICTH N0 OpeHIy
MO3UTUBHO BIUIMBAIOTh CIPHUHHATA SKICTh, CIOPUNHATA IIHHICTH, 3aJ0BOJICHICTH, JIOBIpAa,
NPUXWIBHICTh 1 MPHUB'SI3aHICTh 10 OpeHJy, a HETaTUBHO - HaMip 3MIHUTH HOro. Y IbOMYy
JOCTIKEHHI MU 30CEpeAMIINCS Ha JIeIKHX NEepeIyMOBax JIOSUIBHOCTI 10 OpeHay, TOMY ICHYIOTh
1HIII (aKTOpH, TaKi AK: IMIJDK OpeH]ly Ta OCOOUCTICTb, SIKI BApTO BUBYUTHU. BUCHOBKH, 3p00ieH] B
JOCITIJKEHH], CIPHUSIOTh PO3YMIHHIO MEPEAYyMOB, SIKI BIUTMBAIOTh HA JIOSUIBHICTH CIIOKHBAYiB Ta
iXHIO peaklil0 TpUd KOPUCTYBAaHHI TeJIEKOMYHIKalliiHUMU 1ocnyramu. JloTemep »xoxHe 3
JOCIIUKEHb HE TPOIOHYE KOMIUIEKCHOTO IOTJISIY Ha BCl AHTENEACHTH, IO BIUTMBAIOTH HA
JOSTIBHICTD 1 peakIlito CIOKUBAYiB HA TEIEKOMYHIKAIIHI TOCITYTH.

KurouoBi cioBa: 5osnbHICTE 10 OpeHOy, CHPUHHATTA SKOCTi, CHPUHHATTA LIHHOCTI,
3aJI0BOJIEHICTh, J10BIpa, MPUXUIbHICTD, IPUXUIBHICTD Ta HAMIPHU 710 3MiH.
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Abstract. Territorial intelligence in Algeria represents a captivating and crucial field of study,
situated at the intersection of network structuring and sustainable development. In a context where
territories play a vital role in achieving national objectives, territorial intelligence emerges as a
strategic component. This study explores the complex dynamics related to the network structuring
of territorial actors and its impact on sustainable development. Algeria, with its geographical,
social, and economic diversity, provides a fertile ground to understand how territorial intelligence
can catalyze cooperation among different actors and promote sustainable initiatives. This
exploration will seek to shed light on the challenges and opportunities presented by territorial
intelligence in the specific context of Algeria, emphasizing its potential role as a lever for
harmonious and sustainable development. This work pursues two fundamental objectives. Firstly, it
aims to clarify the concept of territorial intelligence by highlighting its collective, transformative,
and interactionist dimensions. We have endeavored to demonstrate the existence of
interdependencies and reciprocal links between the network structuring of actors and the local
industrial dynamics. Secondly, we delve into the question of sustainable development in territories
in Algeria, particularly in the province of Blida, known for its specific entrepreneurial dynamics.
Our exploratory study is based on a quantitative statistical survey through a questionnaire,
conducted with a sample of 110 companies located in various industrial and business zones in the
province of Blida. The main results of this research highlight that the geographical concentration of
companies provides an opportunity to strengthen competitive interactions and foster the emergence
of ecosystems conducive to exchange, knowledge transfer, innovation, and the creation of added
value at the local level. We observe that the deployment of territorial intelligence and network
structuring processes requires a specific industrial organization, including the establishment of open
and collaborative networks or clusters of companies.

Keywords: territory, territorial intelligence, sustainable development, network.
JEL Classification: D21, L10, 031, R11.
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INTRODUCTION

In a global economic context marked by increased competition, making a territory attractive
has become a major concern for states. The objective is to create conditions to promote competitive
and innovative activities and to foster synergies among skills through the combination of small and
medium-sized enterprises (SMEs), administrative and financial institutions, in addition to research
and training centers (Girardot and al, 2007). Consequently, the territory has become an essential
component in the competitiveness strategy of nations and a resource pool to be mobilized through
interaction between various private and public actors (Ferdj & Dijeflat, 2024). Thus, the
development of tools relies on emerging Information and Communication Technologies (ICT). to
store, process, and disseminate information carrying the knowledge of a territory (Girardot and al,
2007). Economic intelligence addresses this challenge by engaging in the collection, analysis, and
transformation of information into knowledge that will be disseminated to the right stakeholders
(Baulant, 2018). At the local level, the application of economic intelligence leads us to the concept
of territorial intelligence, explained notably by the renewed interest in the territory, which is now at
the heart of firms localization strategies, and by decentralization laws that grant it new attention
(Lahrach and al, 2020). This practice has the merit of increasing the competitiveness of each actor
and promoting the attractiveness of the territory through the creation of public-private partnerships
(Venturini, 2006) while facilitating the dissemination of information useful for decision-making,
and the transfer of knowledge and skills (Lahrach and al., 2020). Territorial intelligence "arises
from the conjunction of major and interdependent changes in economies and societies™ (Blancherie,
2002). Territorial intelligence is particularly useful for helping territorial actors plan, define,
animate, and evaluate policies and actions for sustainable territorial development (Dumas, 2004).
However, the challenges of integrating into a territorially oriented economic intelligence dynamic
are real, especially for territories with limited resources (both state and private), as emphasized in
the literature (Bertacchini, 2004). Consequently, more and more territories are pooling their
energies to share their skills, know-how, and resources to integrate into this new dynamic.

In the context of our country, faced with new challenges of territorial competitiveness,
Algeria has engaged in the implementation of sectoral policies, particularly industrial policies
aimed at creating and supporting competitiveness clusters. (It is through the National Territorial
Planning Scheme (SNAT, 2008, 2010) that the State defines its major territorial project aimed at
restoring the strength and attractiveness of the territory in all its components), with the goal of
creating an ecosystem conducive to exchange, knowledge transfer, innovation, and value-added
production at both local and national levels (Ferdj, 2024). Given the sustainable development of
territories characterized by the convergence of economic, social, cultural, and environmental
objectives, our objective in this work is to present territorial intelligence as an alternative to
sustainable territorial development modes based on economic profitability and local network
structuring dynamics within the competitiveness cluster of the Blida region (northern Algeria). In
this context, our article will focus on the following questions: To what extent does territorial
intelligence ensure the attractiveness of the territory in Algeria? What are the prospects for
promoting sustainable development through territorial intelligence? What can local/sustainable
development contribute to this dynamic?

The answer to these questions requires understanding the effect of territorial intelligence on
the attractiveness of territories, through the phenomenon of network structuring (cluster) of local
businesses and actors (Ferdj & Djeflat, 2024) from a sustainable development perspective in this
territory. This work is based on the results of an exploratory research conducted through a field
survey among a sample of 110 companies located in the agri-food cluster of the Blida province
(Ferdj, 2020). It allowed us to specify territorial intelligence between network structuring and local
industrial dynamics. To do this, a first section will shed light on a literature review surrounding
territorial logic and territorial intelligence with their different dimensions. The second section will
focus on presenting the context of the emergence of territorial intelligence and addressing its
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relationship with the attractiveness of the territory and sustainable development. The final section
will present and discuss the results of our field survey research on the phenomenon of territorial
intelligence and its integration into the agri-food cluster of the Blida province and its impact on
local and sustainable development.

LITERATURE REVIEW

Territorial intelligence is a reasoned approach to the understanding and governance of
territories (Dumas, Gardére & Bertacchini, 2007). It emerged in the late 1980s following the "thirty
glorious years." Pierre Maurel, 2012, considers territorial intelligence to be examined as a collective
process, necessary for the progressive emergence of a territory, which must have the capacity for
self-analysis, monitoring, and the development of shared awareness and a distinct identity. Actors
within the same territory must be interconnected on a daily basis due to their spatial proximity,
contributing to the strengthening of shared territoriality (Maurel, 2012). On their part, Comin and al.
(2010) note that the territory is defined as an "actor" benefiting from proximity and agglomeration
effects to reduce uncertainty through governance involving stakeholders from various socio-
economic backgrounds. Meanwhile, according to Bertacchini (2004), territories result from specific
forms of social interrelations emanating from individuals, companies, and organizations capable, at
the local level, of developing dynamics that offer better control over their immediate future. For
Turnes (2011), the territory "proves to be much more than a mere physical base since it represents a
framework of relationships with historical origins consisting of links that go beyond factors related
to natural resources, transportation, and communication costs."

Territorial intelligence is a means for researchers, actors, and the territorial community to
acquire a better understanding of the territory, as well as to better manage its development.
However, territorial intelligence goes further: in addition to mentioning the territory, it involves
spatial analysis methods and geographic information systems. They then approach economic
intelligence. Thus, Pelissier and Pybourdin (2009) express a vision of territorial intelligence very
close to economic intelligence by distinguishing three aspects: 1) territorial economic intelligence is
the creation of products and the provision of services for economic innovation actors; 2) strategic
territorial intelligence is the creation of permanent infrastructures for territorial monitoring; 3)
territorial community management is the creation of a resource center that encourages the
development of various digital territories. Marie-Mich¢le Venturini (2006) argue that the process of
territorial intelligence is “the relevant pragmatic approach for networking actors, especially in
sharing territorial information." The various experiences gathered arouse interest and participation
from all stakeholders; it seems that the analysis of territorial intelligence objectives must be carried
out with elected officials, territorial leaders (administrations and delegated management
companies), and representatives of civil society (Venturini, 2006). The dimensions of territorial
intelligence:

Collective dimension: Territorial intelligence is a collective process and should not be
reserved for a limited number of actors. A very broad involvement of diverse actors is essential to
the territorial intelligence project. Therefore, a mechanism ensuring its implementation must be
considered from a global perspective, taking into account all actors within the territory. It should be
based on a cooperative information system to disseminate quality information (Harbulot &
Baumard, 1997). Yann Bertacchini (2004) refers to the concept of territorial intelligence in relation
to collective intelligence defined by Pierre Lévy (1998) as "an intelligence distributed everywhere,
constantly valued, coordinated in real-time, resulting in an effective mobilization of individual
skills, and based on the principle that everyone knows something, possesses skills, and expertise.”
The concept of territorial intelligence refers to a set of multidisciplinary knowledge that, on the one
hand, contributes to understanding the structures and dynamics of territories, and on the other hand,
aims to be a tool in the service of actors in sustainable territorial development.
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The transformative dimension: Establishing a territorial intelligence process cannot be done
without constructing or implementing a framework that considers transformations. The relationship
between the actors of a territory is a determining factor in the success of a territorial intelligence
framework. Its role is to ensure an interface function and to transform into a territorial intelligence
system capable of carrying out informational and communicational activities that serve common
interests.

The interactionist dimension: Access to information "represents a crucial issue for individuals
and communities as it influences citizen behavior and the socio-economic activities of collectivities.
It is a factor of empowerment for individuals and a factor of sustainable development for societies”
(Touati, 2008). Despite this global context, mobilizing data and information held by the local
territorial community remains a delicate operation in an ongoing process of observation (Amraoui
& Aziz, 2023).

The valorization dimension: The primary objective of territorial intelligence is to enhance the
value of territories and their dynamism by ensuring a new connection of living spaces (Bertacchini,
2004). It is also a place to develop intellectual and cooperative capacities to create and innovate in
all fields. Territorial valorization and the capacity of local actors to build a common vision of their
future are collective approaches that should be part of a comprehensive citizen approach. However,
professional observers believe that current territorial approaches are static and limited, as they are
based on the territorial delineation of their competences. Territorial intelligence is therefore a new
concept that takes into account the dynamism and evolution of the territory. It also calls for
collective intelligence based on information processing and communication technologies (Miedes,
2009).

Table 1
Territorial intelligence and its configurations

primarily companies tools of economic
intelligence, monitoring, and
information systems
a community or a group of  techniques used to improve

communities territorial governance
business clusters, local combination of monitoring,
productive systems informational, knowledge

management, and/or
prospective tools

experts in geographic territory management tools,

resource management digitization (ICT)
associations, NGOs, and tools for collective

actors of civil society appropriation of knowledge

Source: Compilation by the authors.
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As indicated in the table, territorial intelligence takes on several configurations at the level of
a territory:

1. It can be perceived as economic intelligence driven by territorial authorities for the needs
of businesses. It involves raising awareness among businesses about the methods and tools of
economic intelligence and providing them with all the means to implement an EI approach within
their organization.

2. It can be perceived as a governance instrument by a territory or a community (or a group of
communities) for its own territorial governance needs. Several techniques used in economic
intelligence for businesses (strategy, monitoring, influence) and new forms of management are
utilized.

3. It can be used towards business groupings through a combined application at the territory
level of economic intelligence actions (monitoring, information protection, influence and lobbying,
networking), knowledge management (capitalization, mapping, sharing and creation of knowledge),
or others such as foresight, innovation, or marketing. This combination is proposed by business
groupings (clusters, local public companies, competitiveness clusters) to enable businesses in this
territory to be more competitive.

4. Territorial intelligence can be a strategic vision of its development in relation to its
economic, social, geographical context, its resources, and its spatial organization aiming for
sustainable development. This work mobilizes experts and consultants, researchers in various
disciplines (economists, geographers, urban planners).

5. Territorial intelligence is understood as an approach, methods, and tools specific to the
business world, which would be "adapted" to the economic development needs of a territory. It
would be more precise to speak of "territorial economic intelligence"”; on the other hand, it is a set
of knowledge and skills constituting a territory, the very notion of collective intelligence, which
would shape the future of the territory according to the more classical approach of local
development by bringing it a culture of monitoring and strategy that has often been lacking.

Sustainable development relies on the appropriate exploitation of the resources offered by a
territory to continually improve the living standards of its inhabitants. Consequently, a sustainable
development dynamic of any territory is closely dependent on the innovative and rational use of
available resources. Sustainable development has its roots in the 1970s with the realization of the
limitations of a growth model depleting natural resources and relegating much of humanity to
poverty. Established by the Rio Earth Summit in 1992, sustainable development is now
incorporated into national and international policy directions. However, it is at the territorial level
that a renewal of action has been emerging in recent years, concretely integrating sustainable
development into social and economic realities.

Territorial dynamics are being organized. Since Rio, more than 2000 local authorities have
committed to a Local Agenda 21. The Law on Orientation for Planning and Sustainable
Development of Territories explicitly refers to the local Agenda 21 process as a tool for
implementing sustainable development. The Local Agenda 21 is a program of actions that defines
the objectives and means of implementing sustainable development in the territory. It is developed
by aligning the goals of the community and in consultation with all its socio-economic actors. The
central issue of local sustainable development arises in terms of resolving conflicts between the
interests of the business and the interests of the local society. The concept of sustainable
development emerges as a harbinger of a new order, in which economic growth must satisfy the
needs of the present generation without compromising the ability of future generations to satisfy
their own (Brundtland, 1987). The territory is the space par excellence of relation, the level where
complexity, meaning the system of relations, is most concretely apprehended (Calame, 2015).
Indeed, it is the space of daily experience and innovations. The practices implemented, notably in
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local Agenda 21 initiatives at all levels of territories, translate into exemplary achievements in terms
of urban policies or sustainable local development.

Since its adoption by the international community in September 2015, Algeria has embraced
the 2030 Agenda and sought to provide strong national responses commensurate with the
challenges it entails. At the institutional level, an Interministerial Coordination Committee under the
auspices of the Ministry of Foreign Affairs was established in 2016, tasked with monitoring and
evaluating the implementation of the SDGs in Algeria. This committee brings together various
ministries, institutions, and national organizations. The appropriation of the SDGs involves their
integration into public policies. In Algeria, the incorporation of the SDGs was done within the
Government Development Plan 2017 and reiterated in various government action plans. A National
Strategy for Environment and Sustainable Development (SNEDD 2019-2035) has been established.
The SNEDD, which covers virtually all areas, is structured into seven strategic axes, 19 objectives,
and 34 priority actions. Overall, the seven axes focus on improving health and quality of life,
preserving natural and cultural capital, developing a green and circular economy, increasing
resilience to desertification, enhancing resilience to climate change, ensuring food security, and
environmental governance. While at the macro-policy level progress seems to be made, it is at the
level of businesses and territories that effective adoption and implementation remain most
problematic.

METHODOLOGY

We attempted, through a statistical survey using a questionnaire, to specify the process of
territorial intelligence between network structuring and local and sustainable development, as well
as between territorial understanding and stakeholder participation, among a sample of 110 small and
medium-sized enterprises (SMEs) located in various industrial zones and activity zones within the
agri-food cluster of the Blida province (Ferdj & Dijeflat, 2024). Through this research, our
questionnaire was aimed at companies operating in the agri-food sector, in order to assess their
perception of their interactions with their territories. The questionnaire consisted of six sections.
These questions were mostly posed in Likert-type attitudinal form with a seven-point scale (from 1
= "strongly disagree" to 7 = "strongly agree"). Other questions were closed-ended and some were
ranking questions (Ferdj, 2021). For the chosen sampling method, we opted for the empirical
method of "quota sampling.” This method does not contain any random elements, and therefore its
reliability cannot be mathematically calculated as probability calculations cannot be used (Ardilly,
2004). Quota sampling is the most commonly used method by polling institutes. It is a sampling
method that ensures the representativeness of a sample by assigning it a structure similar to that of
the target population (Ferdj & Hamadi, 2024). Descriptive data analysis and exploratory analysis
were conducted using SPSS 24 software. Descriptive analysis involves describing the data collected
from our empirical survey by performing cross-tabulations between the main variables (flat sorting
and cross-tabulation). The results are presented in terms of frequency and percentage.

The Blida Province, covering an area of 1482.8 square kilometers, is located in the northern
part of the country in the central Tell geographical zone. It is bordered to the north by the provinces
of Tipaza and Algiers, to the west by the Ain Defla Province, to the south by the Medea Province,
and to the east by the provinces of Boumerdes and Bouira.
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Figure 1. Administrative map of Blida Province
Source : http://www.dsp-blida.dz/index.php/wilaya

The capital of the province is located 50 km west of the capital, Algiers. Blida Province has a
useful agricultural area of 66,280 hectares, which includes vast fertile plains of the Mitidja,
accounting for 44.28% of the total land area. Blida is the 8th industrial metropolis in Algeria. It
comprises 25 municipalities distributed across 10 districts. There are 20,036 SMEs employing over
60,969 people. The industrial fabric of the province consists of 5,145 production units employing
more than 42,893 workers, with nearly 40,810 working in the private sector as of 2019 (Ferdj,
2020). The location of Blida Province in the fertile plain of Mitidja is the reason behind its
agricultural vocation and, consequently, its development in the agri-food sector. The agri-food
sector represents 15% of the local industry (approximately 763 units) and employs 11,027 workers,
accounting for 27% of industrial employment (Ferdj, 2022). The road network in Blida Province
undergoes annual development and modernization operations, in addition to infrastructure works
carried out as part of planned programs, aimed at making traffic smoother. The network of national
roads, paved to 93.6%, covers 19.85% of the total network of the province. As for the provincial
road network, which is entirely paved, it covers approximately 22.32% of the total network. Finally,
the networks of communal and rural roads, of which only 62.2% are paved, represent 52.55% of the
total network of the province.

Investment is considered a priority by the public authorities to address various challenges,
both social and economic. In this context, Blida Province has been at the forefront of investment in
all sectors. However, in recent years, there has been a standstill due to a lack of industrial land,
despite a very high demand from project developers wishing to establish themselves in the
province. According to Table 2, in 2019, no less than 1603 investment projects were registered at
the National Agency for Investment Development (ANDI), since its creation in 2003. This
corresponds to a total investment amount of 347,900 million dinars resulting in the creation of
43,546 jobs.
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Table 2

Distribution of investment projects declared by sector of activity in the Blida province (2003-
2019)

1.12% 3,284 0.94% 414 0.95%
197 12.29% 37,013 10.64% 7,379 16.95%
587 36.62% 263,029 75.60% 26,688 61.29%

35 2.18% 2,685 0.77% 491 1.13%
642 40.05% 22358 6.43% 5108 11.73%
13 0.81% 6531 1.88% 595 1.37%
111 6.92% 13000 3.74% 2871 6.59%
1603 100% 347900 100.00% 43546 100%

Source: Compilation by the authors, (ANDI, 2019).
PRESENTATION OF RESULTS

e The origin of business creation :
According to Table (3) below, we find that business creation is the most common formula in
our sample, with 84.5% of businesses being created, compared to only 5.5% relocating and 9.1%
restructuring, and only 1% restructuring. These results explain that the province under study attracts
more local creators and project developers than creators from other regions of the country.

Therefore, the attractiveness of the territory is limited to local actors.
Table 3

The origin of the business creation

84,5%

6 5,5%
10 9,1%
1 0,9%
110 100%

Source: Conducted by us, based on the field survey

The results obtained show that the Blida region is highly favorable for business creation, it
attracts project developers very effectively. The high number of businesses established in the Blida
province proves that this territory remains attractive and offers certain competitive advantages from
the start of operations.

o Territorial Anchoring of Businesses:

Being native to the region, comprehensive knowledge of the environment and its
surroundings is therefore an asset for business leaders, in order to contribute to the process of
territorial intelligence. The knowledge of the microenvironment by the native actors of this region
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not only allows them to easily access land plots but also to build cross-cutting relationships with
various stakeholders (Djeflat and al, 2017).
Table 4

The origin of the entrepreneurs

88 80,0
22 20,0
110 100,0

Source: Conducted by us, based on the field survey

According to the Table (4), surveyed companies appear to have a strong territorial anchoring
due to their origin compared to business leaders. It is noticeable that 80% of the companies were
created by natives of the region, while only 20% came from elsewhere. The regional context plays a
significant role in the decision to establish themselves in the territory of the Blida province (Ferdj,
2020).

o Local dynamics and sustainable development, basic infrastructure and
transportation :

The road and transportation infrastructures: the surveyed companies express high satisfaction
with highways (87.3%) as well as local roads (72.7%), but are dissatisfied with other means of
transportation, notably air and maritime transport. This results in an overall dissatisfaction rate of
50.5% and 49.1%, compared to only 14% for air transport and 25.5% satisfaction for ports and dry
ports (Figure. 2).

Proximity to Ports and Dry Ports 25,5%

Air Transport (Airport) 14,0% H No

Railway 31,8% B Neutral

Communal Roads 3 Yes

Figure 2. Access to the road infrastructure of the Blida province
Source : Conducted by us, based on the field survey.

o The dimensions of territorial intelligence, collective and transformative:

Territorial intelligence is a collective process and should not be reserved for a limited number
of actors. A broad involvement of diverse actors is essential for the territorial intelligence project.
The relationship between the actors of a territory is a determining factor in the success of a
territorial intelligence mechanism. Its role is to ensure an interface function and to transform into a
territorial intelligence system capable of carrying out informational and communicational activities
that serve common interests. Geographical proximity is essentially based on proximity in physical
space. It can serve as a facilitator for coordination among businesses operating in the same territory
and can simplify the transfer of cooperative relationships (Ferdj, 2024). According to the table (5),
it is noticeable that the majority of surveyed companies having a coordination relationship with
other companies operate in the same territory of the Blida province, accounting for 68.2%. This can
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be explained by the importance of geographical proximity considered by these companies in order
to reduce distance and transportation costs (Ferdj & Djeflat, 2024).
Table 5

Coordination relationship between companies in the same territory (Blida)

75
35 31,8%
110 100%

Source: Conducted by us, based on the field survey

o The interactionist dimension of territorial intelligence :

The results from Table (6) indicate that the majority of surveyed companies leverage local
expertise, with employees residing in the same region as the company's location. Specifically, out of
110 surveyed companies, 51 have between 80% and 100% of employees residing in the same
province. Additionally, 49 of these companies have between 40% and 80% of employees residing in
the Blida region. Concerning employees residing in other provinces, approximately forty companies
show a percentage between 20% and 40%. Finally, the percentage of foreign employees is very low,
ranging between 0% and 20%. These findings suggest that local businesses justify their
establishment based on economic motivations, as they aim to contribute to the economic
development of their regions, highlighting the role of geographical proximity in territorial
development. Conversely, companies not relying on activities based on local expertise exhibit a
similar proportion, possibly explained by the lack of local skills and the requirement for qualified
labor. In this context, we assessed the significance of geographical proximity in business operations
and analyzed the interest shown by companies in utilizing local expertise.

Table 6
Share of employees residing in surveyed companies

7 35

3 41

30 12

19 21

51 1
110 110
Source: Conducted by us, based on the field survey

o Factors influencing the process of territorial intelligence within the

framework of local network structuring :
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Table 7
The characteristics of the company and its degree of network integration
Weakly Strongly Test Statistic
integrated integrated
Age of the company 21-30 years 11-20 years 3,056**
Number of employees Between 10 and Between 50 and 6,56**
49 250
% of companies with 55 45 1,05
cooperation relationships with
other companies
% of companies with R&D 34 66 5.285%**
collaborations with educational
institutions
% of companies with 46 54 1,103
cooperation with local
administration
% of companies with R&D 25 75 7,32%*
collaborations (research
centers...)
% of companies with internal 42 58 2,14%***
communication network
% of companies with external 39 61 6,64***
communication network
% of companies with suppliers 79 21 1,25*
from the same region
% of companies with local 32 68 3,66***
expertise

Source: Modeling results, output from STATA 15.0
Notes: P <0.01 (***) ; P <0.05 (**) ; P <0.10 (*)
Values in parentheses represent the t-statistic.

The attributes of the company and its level of integration into the local network. The
estimation results regarding the impact of company size (in terms of number of employees) on the
probability of integration degree indicate a significant and positive relationship at the 5%
significance level for both categories (between 50 and 250 employees). Similarly, for the age of
companies, the obtained results reveal a significant relationship at the 5% significance level for the
category (11-20 years). Regarding research and development (R&D) expenditures, the estimation of
our model indicates the existence of a significant and positive relationship at the 10% significance
level. The estimation results (Table 7) regarding the location of residence (local expertise) of
company employees on the probability of innovation degree also indicate a significant and positive
relationship at the 1% significance level, with a coefficient of (+3.66). In other words, SMEs using
local expertise are more inclined to participate in the development process of their territory
compared to other companies. This highlights the crucial role of geographical proximity in
territorial development (Ferdj, 2021). Local expertise can thus be an essential element in SMES'
contribution to the territorial development process. Similarly, for the variables of cooperation with
local institutions, companies with an internal and external communication network show a
significant relationship with a positive coefficient. In conclusion, companies heavily involved in
R&D activities and holding an internal and external communication network, in addition to
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possessing local expertise, are particularly engaged in the process of structuring into the local
network (Ferdj & Djeflat, 2024).

DISCUSSION OF RESULTS

The analysis results indicate that the surveyed companies demonstrate their interest in
developing regular relations with local actors. The existence of intra-territorial links determines the
importance of geographical proximity by fostering the multiplication of inter-company connections
and also enabling a better understanding of partners (Ferdj, 2021). Indeed, these territorial
proximities constitute determining factors for territorial intelligence as they lay the foundation for a
comparative advantage (Ferdj, 2020). Similarly, we can state that geographical proximity perfectly
explains the observed industrial dynamics of the studied business fabric (Mufioz Canavate &
Herrera-Barragan, 2019). However, we can say that it is the networking of various institutional
partners to obtain the buy-in of all, which is based on a process of dialogue and partnership. This is
the same principle as territorial intelligence, which embodies an alternative vision of local and
sustainable economic development, in which the synergy of actors becomes the key to successful
dynamism and promotes non-market cooperation and the development of resources built according
to an endogenous logic. It participates in a form of actors' engagement in the public sphere (Djeflat,
2007).

The interactionist dimension of territorial intelligence emphasizes the interactions and
relationships among various actors involved in the development of the territory. Unlike a traditional
approach that may focus solely on economic or institutional aspects, the interactionist dimension
recognizes that territorial development is shaped by a complex set of social, economic, cultural, and
political relationships (Ferdj and al, 2022). This dimension highlights several points:

1. Networks and collaborations: It underscores the importance of social networks and
collaborations among local actors, such as businesses, public institutions, community organizations,
and citizens. These collaborations can facilitate the sharing of resources, knowledge, and best
practices, which is essential for promoting sustainable and inclusive territorial development.

2. Co-construction of knowledge: It acknowledges that relevant knowledge for territorial
development does not only come from experts or decision-makers, but it can also be generated
through interactions and exchanges among various local actors. Thus, it encourages the co-
construction of knowledge, where the perspectives and experiences of each stakeholder are
considered in the decision-making process.

3. Citizen participation: It promotes active participation of citizens and local communities in
the planning and implementation of development policies and projects. This participation helps to
better address the needs and aspirations of local populations, while also strengthening their
engagement and ownership of development initiatives (Amraoui & Soulhi, 2019).

4. Adaptability and flexibility: It recognizes that territorial dynamics are often complex and
evolving, requiring flexible and adaptive approaches to respond to changes and emerging
challenges. By fostering interactions and collaborations among local actors, it contributes to
enhancing the capacity of territories to adapt and innovate in the face of changing contexts.

The interactionist dimension of territorial intelligence highlights the importance of social
interactions and collaborations among local actors in building sustainable, inclusive, and resilient
territorial development. It also underscores the essential role of citizen participation and co-
construction of knowledge in this process (Ferdj & djeflat, 2024).
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CONCLUSION

Working on this paper, we saw that the process of territorial intelligence and network
structuring require a certain industrial organization, notably the organization into networks of open
and eager-to-exchange businesses. The territorial clustering of businesses strengthens competition
relations and the emergence of ecosystems conducive to exchange, knowledge transfer, innovation,
and value-added production at the local level.

In conclusion, the process of territorial intelligence in the province of Blida emerges as an
essential tool for understanding, planning, and promoting the economic, social, and environmental
development of the region. The results of our analyses highlight the importance of the territorial
anchoring of businesses, the valorization of local expertise, and the interaction among various local
actors in building sustainable and inclusive territorial development. The province of Blida benefits
from significant advantages, including its geographical proximity to the capital, Algiers, its diverse
natural resources, and its agricultural potential. However, it also faces challenges such as urban
congestion, pressure on natural resources, and socio-economic disparities between urban and rural
areas. In this context, territorial intelligence offers promising prospects for addressing these
challenges and fully exploiting the region's potential. By fostering collaboration among local actors,
valorizing endogenous resources, and promoting a participatory and inclusive approach to
development, territorial intelligence can contribute to strengthening the resilience and
competitiveness of the Blida province. It is therefore essential to continue investing in the
implementation of policies and projects based on a territorial intelligence approach, taking into
account the specificities and needs of the region. This will require effective coordination among
local authorities, businesses, civil society, and citizens, as well as ongoing commitment to the
sustainable and balanced development of the Blida province.

Territorial intelligence, as an emerging concept in the field of regional development, is
increasingly attracting interest in Algeria. In this perspective, the approach of territorial intelligence
offers an in-depth understanding of socio-economic and spatial dynamics at the local level. In
Algeria, where territorial development issues are crucial, adopting this approach allows for
exploring the complex interactions among local actors, territorial resources, and development
processes. To encourage the attractiveness of territories and local sustainable development, Algeria
has sought through various programs to establish the competitiveness of territories in new sectors
with high potential for innovation and thus position itself among countries integrating a knowledge-
based economy (Djeflat & Cummings, 2012).

In a developing country like Algeria, where the culture of sustainable development is still
relatively scarce within society, public authorities must play a significant role in informing and
raising awareness about environmental issues. Encouraging businesses and public entities to adopt
responsible behaviors is crucial to promote sustainable consumption and production patterns to
enhance the environmental and social performance of products and manufacturing processes. This
sustainable development framework should aim to build a shared culture around the challenges of
the territory and fully involve all its stakeholders. This objective, necessarily relying on time, is the
guarantee of strengthening the cohesion of the territorial community and the economic, social, and
environmental effectiveness of the community (Djeflat, 2017).
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PO3BIJIKA TEPUTOPIN B AJIDKUPI: CTPYKTYPYBAHHS MEPEXI TA

CTAJIMH PO3BUTOK
Younes Ferdj Abdelkader Djeflat
Doctor of Economics and Applied Statistics Professor of Economics, Maghtech-DIM,
Senior Researcher, Centre for Research in Clersé Lab, CNRS UMR 8019. Associate
Applied Economics for Development (CREAD), Researcher CREAD,
Algeria Algeria

Po3Binka teputopiii B AJDKHpi SBIISE COOOI0 3aXOIUTIOIOYY 1 BAXIUBY chepy IOCIiIKEHb,
pO3TallOBaHy Ha IEpeTHHI MEPEKEBOro CTPYKTYpPYBaHHS 1 CTajJoro po3BUTKY. B ymoBax, kouiu
TEpUTOpii BIAIrPalOTh >KUTTEBO BAXKIUBY pPOJIb y MOCATHEHHI HAIlOHAJBHUX IUICH, pO3BiAKa
TEPUTOPiH cTae CTpAaTeriYHUM KOMIIOHEHTOM. JOCIiIPKeHHsI BUBYA€E CKJIAJHY JUHAMIKY, IOB'I3aHy
3 MEpPEeXEBUM CTPYKTYPYBaHHSM TEPUTOPiaIbHUX CYO'€KTiB, Ta ii BIUIMB HA CTAJIMH PO3BUTOK.
Amxup, 3 #oro reorpagiyHUM, COLIAJBHUM Ta EKOHOMIYHUM pO3MAITTsAM, 3abe3mneuye
CTIPUSTIMBUHN IPYHT JUISI PO3YMIHHS TOTO, SIK PO3BiAKAa TEPUTOPIA MOXKe KaTalli3yBaTH CITIiBIIPAIIO 1
CHPUATH peajizaiii cTaiux iHimiatuB. JlOCHiKEHHS Ma€e Ha METi IMPOJUTH CBITJIO HAa BUKIIUKH 1
MOKJIUBOCTI PO3BiKAa TEPUTOPii B KOHKPETHOMY KOHTEKCTI AJDKUDPY, MiJKPECIIOYH ii
MOTEHIIIHY POJIb SIK Ba)Kelsl Ui TApMOHIMHOTO 1 cTajmoro po3BUTKY. Lls poOora mepecmiaye nBi
ocHOBHI Metu. [lo-mepie, BoHa cHpsMoOBaHa Ha PO3'ACHEHHA KOHLENILII PO3BIAKM TEPUTOPIH
IUITXOM BHUCBITICHHA ii KOJIEKTUBHOTO, TPAaHC(POPMAIIIHHOTO Ta 1HTEPAKIIOHICTCHKOTO BUMIpiB. B
caTrTi BiOOpaXEHO ICHYBaHHS B3a€MO3AJIEKHOCTEM 1 B3a€EMHHX 3B'SI3KIB MIK MEPEKEBOIO
CTPYKTYPOIO 1 MICIIEBOIO MPOMHMCIIOBOIO auHaMmikow. Ilo-apyre, B caTTTi AOCHIIKEHO MUTAHHS
CTaJIOTO PO3BUTKY TEPUTOPiH B AJDKHpi, 30KpeMa B MpoBiHLii biiga, BiqoMiil cBo€to crierugiuHo0
MIIPUEMHUIIBKOIO JTUHAMIKOIO. JlOCHII)KEHHST TPYHTYETbCAd Ha KIIbKICHOMY CTaTUCTHUYHOMY
OINUTYBaHHI 3a JOMOMOTOK aHKEeTH, mpoBeaeHoMy cepen 110 xommaHiif, po3TallloBaHUX Y Pi3HUX
MIPOMHUCJIOBUX 1 JUIOBUX 30Hax mpoBiHWii bmiga. OcHOBHI pe3ynbTaTé IBOTO JOCHIIKEHHS
H1AKPECITIO0Th, 1110 reorpadiyHa KOHIIEHTpALlis KOMIIaHii 1a€ MOKIMBICT HOCHJIUTH KOHKYPEHTHY
B3a€EMOJIIO Ta CIPHUATH MOSAB1 €KOCUCTEM, CIIPUSTIMBUX JUIsl OOMIHY, Tepeaayl 3HaHb, IHHOBaLIN Ta
CTBOPEHHSl JOJJaHOI BapTOCTI Ha MicueBoMy piBHI. JloBeneHOo, IO pO3rOpTaHHsS MPOLECIB
TEPUTOPIAIBHOTO IHTEJIEKTY Ta MEpEeXeBOi CTPYKTypu3alii BUMarae creuudiyHoi MpOMHUCIOBOI
oprasizallii, BKIIOUal04H CTBOPEHHS BIJKPUTHUX 1 CIIUJIBHUX Mepex abo KiIacTepiB KOMIIaHIH.

Kuro4oBi ciioBa: TepuTopis, TEepUTOPiaIbHUNA 1HTETEKT, CTAIMI PO3BUTOK, MEPEKA.
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Abstract. The purpose of this paper is to assess the current state of commercial logistics in
Algeria, by highlighting the main obstacles facing the growth of exports. Furthermore, it is
important to outline the value of logistics and transport infrastructure in the dynamics of a country's
foreign trade. In order to achieve these objectives, the research is based on the qualitative method
through the exhibition of the previous studies which carried on this subject. Furthermore, the paper
employed a quantitative data analysis by the analysis of the logistic performance index between
2012 and 2022.

Given that the global logistic performance index is relatively low, the paper suggests that
public authorities should create accurate conditions for promotion of exports, and improve
commercial logistics by setting up good quality logistics infrastructures, and focusing on customer
relations management as an alternative solution to boost the quality of infrastructure, customs
procedures, and services.

Keywords: logistics infrastructure; transport; business; exports; CRM; Algeria.
JEL Classification: D21; F23, N70. M30.

INTRODUCTION

Trade liberalization and the decolonization of national markets offer a lot of business
opportunities for companies from all over the world, but it also makes international competition
more challenging. In this context, export competitiveness becomes a central factor that allows the
successful integration of a country into international trade and takes part in the dynamics of
international trade. Moreover, it is even more important for the economies of developing countries.
Hakobyan (2017) points out that export-led growth is the key to promote the economies of
developing countries.

Overall, Han et al (2015) noted that several countries around the world are adopting and
implementing trade policies aimed to drive local businesses to increase exports and allow controlled
importation of certain products. Thus, export competitiveness is a key indicator, because it reflects
the ability of a country or company to produce and sell goods and services on foreign markets at a
price and quality guaranteeing viability and long-term sustainability (Gaglio, 2015).
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Although Algeria has considerable export potential of non-hydrocarbon products, including
agricultural, agri-food and more complex products such as electronics, household devices and
pharmaceuticals, the country hasn't been able to diversify its exports beyond the hydrocarbons, and
to move away from its heavy dependence on the energy sector.

Furthermore, in an unfavorable context recalling the vulnerabilities of the Algerian economy
which is struggling to succeed in its diversification, by equipping itself with efficient companies, it
seems important to search about the strategies and policies which should be adopted, in order to
reduce the external constraint impacted on the country's economy.

Indeed, the major challenge for Algeria is reducing reliance on the petroleum sector and
encouraging companies to integrate into international trade. Therefore, it is imperative to put in
place adequate policies to create suitable conditions allowing economic actors to exploit the
available potential and seize the opportunities offered by the acceleration of the globalization
process. Consequently, it is important to underline the statement of companies’ internationalization,
especially through export activities, and their integration into international trade by highlighting the
significant obstacles faced (logistics and transport infrastructure).

LITERATURE REVIEW

1. The importance of the environnement

One of the principles of the relations between the company and its environment relates to the
environment as a network of actors and stakeholders who directly influence the company and its
evolution (Deshaies et al, 1992). The general environment is made up of all the factors external to
the boundaries of the organization and which influence, or can influence, its structure, its objectives
and its effectiveness (according to Mintzberg, 1982, p 245, cited by Gotteland and al, 2008).

This aspect seems interesting to analyse how the business environment impact on the
internationalization process. Indeed, some authors have highlighted the effects of the environment
in which the firm is located; When the latter is “internationalizing”, the company will be inclined to
export (Rouquette, 1993, Johannisson 1994, cited by Lecerf, 2012).

Hence, some authors (Léo et al, 1990; Léo, 1993, cited by Torres, 2002) showed that the
quality and characteristics of the local environment could be factors in the success of companies for
the export process, by facilitating the access to different activities, namely: transport-transit, export
financing, transport insurance and mobilisation of funds.

One of the fundamental elements of business competitiveness is the physical infrastructure
environment. According to Porter and Schwab (2005), private businesses are unable to operate
effectively in an economy where transportation of factors of production, finished products or
services, and where it is difficult for communication or transmission of information, and where the
electricity supply is not consistently available.

The development of transport and the improvement of logistics performance are the decisive
issues for countries who would like to become more competitive on the international geo-economic
scene (El Khayat, 2016).

The World Trade Organization (WTO, 2016) the environment is likely to have a significant
impact on SMEs from countries that present significant structural and institutional constraints.

The weakness of business competitiveness in developing countries is explained by the
ineffectiveness of government export policy, the infrastructure deficit (transport,
telecommunications), the complexity of local administrative procedures, and corruption of the
administration (St-Pierre et al, 2020).

2. Export barriers

The literature corresponding to export barriers identifies various difficulties attached to this
process and which are resulting from the very exercise of the export activity. Accordingly, the
complexity of the documentation or procedures linked to export operations has been investigated by
various authors (Leonidou 1995b, Moini, 1997).
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Other hindrances are associated with the cost of transport and freight (Katsikeas and Morgan,
1994; Leonidou, 1995b). Furthermore, Da Silva (2001) added that the lack of transport service to
the target market is a barrier to exports. However, other authors emphasized that the costs and
difficulties linked to transport constitute limiting factors for the competitiveness of the firm (Kalika
and Katsikeas, 1995).

Based on exploratory survey contacted by Arrouche et al (2022) on among 45 exporting
companies in Algeria, it has been indicated that the first limitation perceived by these companies, is
the lack of information on foreign markets. Furthermore, the most influential barriers towards
exporting are embedded in a national environment which is hostile, as well as international
development initiatives. Indeed, most of the companies surveyed perceive exogenous factors such
as the difficulties of establishing representative offices abroad and the costs of transport and
increased insurance costs represent significant barriers for exports.

3. Logistics and commercial infrastructure

Biteau (1998) stated that logistics is the number of times the right product is delivered, in the
preferred quantity, within the required time, at the required location, in the required packaging, in
the appropriate condition and with the relevant documents.

Moreover, logistics is defined as a functional system which consists of combining and
coordinating the operations of different modes of transport as a fundamental requirement for
ensuring a service (Wood et al, 2012).in this sense, Several types of actors are involved in the
supply chain, namely transporters, customs services, warehousing companies, port and airport
management companies, and storage and warehousing companies.

In addition, the supply-chain offer is based, on the one hand, on logistics and transport
infrastructures (logistics platforms, transhipment terminals, highways, railways, etc.) and, on the
other hand, on the players in logistics (logistics services of industrial and commercial companies,
logistics service providers, etc. (Masson, 2013).

Several studies have studied the relationship between the international logistics strategies of
companies and their export performance (Mansiddo and Coelho, 2014). Additionally, recent studies
have confirmed the positive impact of logistics performance on trade flows (Gani, 2017, Celebi,
2019).

In another study, Bougheas et al (1999) reported that differences in the level of infrastructure
from a country to another could explain differences in commercial competitiveness and export rates,
they affirm, as part of their study, the existence of a positive link between the level of quality of
infrastructure and the volume of trade. Furthermore, Olyanga (2022) confirms that improvement of
logistics infrastructure reduces the average of trade costs.

According to El Khider et al (2020), the quality of logistics infrastructure enhances the
shipping of goods at competitive prices. These logistics infrastructures refer to the quality of
infrastructure related to trade and transport, namely: the quality of the road network, the quality of
road infrastructure, the density of railways, the efficiency of rail services, the connectivity of
airports, the efficiency of air transport services, the connectivity of maritime lines and the efficiency
of port services. These authors added that inefficient logistics infrastructure drags down trade by
imposing an additional cost in terms of time and money.

In addition to that, the quality of customs services which imply the efficiency and
effectiveness of the customs clearance procedure in terms of speed, simplicity and predictability of
customs agents (Puertas Medina et al., 2013). A lack of transport and logistics infrastructure® in
developing countries increases the costs and time required for trade, hindering the efficient
movement of products within global production networks (Marti et al., 2014; Gani, 2017). Thus,
according to Nordas and Kim (2013), transport costs slow down the entry of companies into new
markets and reduce their export competitiveness.

1Transportation infrastructure includes roads, bridges, airports and ports, by allowing the movement of goods and
people (Henner, 2000).
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Logistics performance is important in export competitiveness (Puertas Medina et al, 2013).
Indeed, UNCTAD (2016) indicates that transport connectivity and the quality of logistics services
are major determinants of current international trade. These determinants allow developing
countries to be part of the global value chain and trade in manufactured goods, and reduce
transaction time and costs across all sectors of the economy.

In this regard, Bensassi et al. (2015) have found that the number, size and quality of logistics
facilities positively influence export flows. Besides, Bottasso et al (2018) have studied the impact of
port infrastructure on trade, and they find that an increase in port infrastructure is associated with
large increases of Brazilian exports.

In a study conducted by Park (2020), it has been shown that better transport and logistics
infrastructure leads to an increase in the volume of exports, and strengthens the competitiveness of
industries requiring intensified logistics services. Thus, the author argues that government policy
plays a crucial role in the provision of transport infrastructure; its policies in favour of transport
infrastructure therefore contribute to attaining and maintaining a comparative advantage.
Additionally, Nordas and Kim (2013) argue that better quality of logistics and transportation
services boost firms' export competitiveness through cost reduction.

Further, the cumbersome customs clearance documentation, the complex nomenclature and
the lack of reliable, up-to-date and simplified information constitute obstacles to the facilitation of
transport and trade in the Maghreb countries (EI Khayat, 2016). Similarly, the relatively low levels
of trade in Africa are due to the lack of appropriate transport infrastructure (Nordas and Kim, 2013)

4. Logistical constraints of Algerian exporting companies

In Algeria, one of the major problems that companies are facing in their export process is the
break-down of the logistic chain. Given with this difficulty, the exporter is forced to pay high costs,
which makes the price of exported products more expensive and rendered them less competitive on
the global market. Therefore, the table below illustrates some studies which have highlighted these
difficulties.

Table.1
Compilation of studies have identified the logistical problems facing Algerian companies

Authors Main barriers

-Exporters criticize customs services for their long response times.
These services are also criticized for the long delays for inspection,
particularly at the land borders with Tunisia.

-Exporters have great difficulty controlling delivery times for goods
(different checks are carried out for certain products in particular,
etc.);

ECOTECHNICS (2004) -The problem of insufficient loading equipment as well as frequent
breakdowns have also been reported, as well as the lack of
precaution in the handling and handling of packages which
sometimes means that they are damaged and can be refused by the
customer.

- The quasi-monopoly of Fly Algeria and the frequency of flight
delays and cancellations.

In addition to logistical weaknesses, the port of Algiers is not

MOHAMED-CHERIF (2010) reliable, and ship-owners complain of losing containers.

The slowness of administrative procedures, the lack of information
system and the poor quality of services provided at customs level.
SULTANA (2010)
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LEFGOUM (2010)

- The slowness of customs services in their intervention, the high
cost of transport, the frequent delays which cause programming
difficulties. Port services are far from international standards. -The
exporter does not control the delivery times of the goods, and he
does not have the means to negotiate his contracts favourably;

-The high cost of transport and the unsuitability of means of
transport for certain fragile (glass) or perishable (dairy products)
products;

- Lack of control of the logistics chain, particularly during loading
and unloading operations, which influences both the operating costs
of ships and the costs of transporting the goods.

Setti, Mohamed-Cherif,
and Ducruet (2011)

-Algerian ports only offer shallow drafts, as well as small and
narrow storage spaces, which cannot accommodate the requirements
of recent generation ships;

-The under-equipment of Algerian ports;

- Container management at port level has not improved,;

-The grain unloading and storage equipment is unsuitable. The
Yields are below 200 tonnes per hour, compared to the 1000 to 1500
tonnes allowed by modern equipment.

CCIS (2012)

- High transport costs,
- Very long customs formalities .

Hadjou & Cheriet (2013)

- Logistical constraints, lack of supply and packaging resources,
slowness in customs clearance procedures for goods.

Center for Mediterranean
Transport Studies « CMTS »
(2013)

-Algerian commercial ports present serious deficiencies in terms of
equipment and space, they thus remain the place where the recurring
constraints of Algerian exporters accumulate;

-The time between arrival at the port and their point of departure for
exports or exit from the port for imported inputs is very long. The
problem lies in the congestion at the port which causes delays
throughout the entire processing chain of a commodity; the
obsolescence or sometimes lack of vessels chosen by operators; lack
of equipment for unloading (particularly for handling containers,
this is the case for gantry cranes);

- The long response times for customs due to the systematic
procedure of an exhaustive inspection.

- The gap between the different services and the multitude of
corresponding forms.

UNECA (United Nations
Economic Commission for

-Transport and logistics problems (transport costs, deadlines,
formalities, etc.);

- Port capacity constraints which generate additional costs linked to
boats being stranded;

Africa) - Problems of organization and coordination between the different
actors involved in the foreign trade logistics chain.
Abila (2014) - Complexity of administrative formalities linked to exports and

high customs taxes.

-Port terminals and their poor connectivity with the hinterland are

% An exporter of agricultural products reported with desolation (during his intervention on the television program on the
issue of non-hydrocarbon exports) the loss of time due to the establishment of the essential phytosanitary certificates in
five copies for each production operation. Export and for which he is obliged to travel to Algiers (EI Harrach) where the
control laboratory with the skills to issue these certificates is located. The operator adds that in such conditions, it is
impossible for him to satisfy the demand of foreign customers who ask him for two containers (concerning potatoes) in
a period of one week.

The exporter also deplores the absence of information regarding maritime or air transport programs, enabling it to
organize its export operations under the best conditions and deadlines.
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Merzoug (2014) factors which influence negatively on the country's national
economy.

Rahmani & Benyahia-Taibi | - High transportation and insurance costs for exports, which makes

(2019) the price uncompetitive compared to the prices of other competitors.

- Long delays in the export of goods, particularly agricultural

Kateb & Ouddane, 2019 products such as dates, are impacted by a break awn of logistics
systems.

- The country's logistics performance is relatively weak and has

Bessaoud et al (2019) deteriorated since 2016 (75th place), which constitutes a strong

constraint for the development of the country's exports.

- High transport and insurance costs for exports constitute one of the
significant barriers cited by Algerian exporting companies.

- The expensive transport cost is due to the policies of foreign
companies which monopolize transport, particularly maritime
transport, and require Algerian companies to pay in foreign
currency.

Arrouche (2020)

-The intervention of customs services is considered very long. As
Bouda & akkarene (2021) well, the exchange of information between these services and
exporting companies is not very efficient.

It is important to emphasize that certain professionals have raised, in several interventions, the
blockages due to the dysfunction of the logistics chain in Algeria. In this sense, Mr. Ali Bey Nesri ®,
who is the president of the national association of Algerian exporters, have pointed out the
following issues:

- Struggling in accessing ports and airports.

- Low supply and additional costs in terms of air freight.

- Weakness of supply and lack of professionalism in terms of road freight.

- Non-existence of the cold chain.

- Non-existence of shipper organizations.

- Non-existence of logistics platforms.

According to Mr. Ali Bey Nesri (2018)*, logistics is the weak element in the process of
developing non-hydrocarbon exports. Moreover, the competitiveness of Algerian products on
foreign markets is affected by logistics costs, which make them more expensive. Furthermore, the
lack of port and road infrastructure constitutes a handicap to the expansion of non-hydrocarbon
exports. Therefore, he argued that even surpluses of agricultural products cannot be exported to
markets in sub-Saharan Africa or elsewhere, due to logistics problems.

PAPER OBJECTIVE

The objectives of this article are summarized in the following points:

- Highlight the vital role of logistics in the competitiveness of exports;

- Analyse of the state of commercial logistics in Algeria;

- Present actions that could make a major contribution to improving logistics in order to
accelerate the development of international operations of Algerian companies and increase the value

of non-hydrocarbon exports.

METHODOLOGY

® National Conference on Foreign Trade. Palace of Nations, March 30 & 31, 2015
* Guest on Channel 111 of the Algerian National Radio, on 04/5/2018.
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This paper used both qualitative and quantitative methods, from the one side; previous studies on
the logistics and conceptual information belongs to CRM present entire part of qualitative content.
Moreover, a panel of logistics performance indicators were explored and developed to measure the
statement of Algerian logistics 2012 to 2022.

DISCUSSION OF RESULTS

Algerian Logistics performance

Algeria's logistics capacity is considered low: the country is ranked 117th out of 160 countries
in 2018 according to the World Bank's “Logistics Performance Index” (Arvis et al, 2018). Indeed,
the insufficient customs procedures, lack of logistics infrastructure and skills, and regulations are
some of the reasons of this critical situation.

Overall, the Logistics Performance Index (LPI) assesses a country's ability to move goods
across borders quickly and reliably. It compares 160 countries on 6 dimensions: the ability to track
and trace shipments, the quality of trade and transport-related infrastructure, the competence and
quality of logistics services, the efficiency of the customs clearance process, the ease of obtaining
competitive prices on shipments, and the frequency to which shipments reach their recipient, on
time, quality of commercial and transport infrastructure.

Table 2
Evolution of logistics performance index in Algeria (2012-2022)

1=Low 5=High
2012 2014 2016 2018 2022
Competence and quality of logistics services 2.13 2.54 2.91 2.39 2.2

Ease of arranging competitively priced 2.68 2.54 2.8 2.39 3
shipments
Frequency with which shipments reach 2.85 3.04 3.08 2.76 2.6
consignee within scheduled or expected time
Quality of trade and transport-related 2.02 2.54 2.58 2.42 2.1
infrastructure

Efficiency of customs clearance process 2.26 2.71 2.37 2.13 2.3

Ability to track and trace consignments 2.46 2.54 2.86 2.6 2.5
Global logistics performance index 241 2.65 2.77 2.45 2.5

Source: Based on the data available on
https://data.worldbank.org/indicator/LP.LPI.ITRN.XQ?locations=DZ

The table 2 above, summarize the evolution of indicators of logistics performance index in
Algeria between 2012 and 2022, in which, competence and quality of logistics services witnessed a
drop by 15.45 % between 2014 and 2022, another decline (14.47 %) was driven on the frequency of
shipments reach consignee within scheduled or expected time in the same period.

Additionally, it is important to outline that the ease of arranging competitively priced
shipments has been reduced with 6.67 % between 2016 and 2022. Furthermore, the table indicates
that the quality of trade and transport-related infrastructure dropped by 22.8 % since 2016.
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However, the efficiency of customs clearance process reached a small evolution by 7.39 % in
the period of 2018-2022. Hence, the ability to track and trace consignments increased (1.51 %) in
the last decade (2012-2022).

In general, it can be stated that the global logistics performance index in Algeria is relatively
low at 2.5/5, while the higher value was achieved in 2016, (i.e. 2.77/5). Thus, some indicators are
clearly impacted with the outbreak of COVID-19, and the reduction of importations mobility
attributed to the decision of Algerian government.

Indeed, the analysis of the constraints identified in the works cited above helps to provide
certain alternatives, which appear to us to be of great use in terms of improving logistics capacities
in Algeria.

CRM: alternative axe for efficient commercial logistics

Customer relationship management (CRM) is a useful approach and a tool to improve the
activities of logistics. CRM is a strategy the company develops to understand, anticipate and
manage customer needs. According to Lefébure and Venturi (2005), customer relationship
management consists of the company's ability to build, develop and maintain a fruitful and
profitable exchange relationship over the long term.

Hence, the administration and public institutions involved in commercial logistics and which
are in direct contact with exporters, like the customs administration and transport companies, should
take up the challenge of performance and adopt behavior appropriate to with regard to users
(notably exporters) by taking into account their needs and expectations in order to satisfy them and
offer them a quality service/delivery.

In this sense, these administrations might resort to customer relationship management in
order, on the one hand, to improve the perception that economic operators have of them, and on the
other hand, to integrate new services by aligning themselves with international standards that allow
them to improve their competitiveness and face foreign competitors.

The concept, principles and tools used in the context of a company's GRC can be transposed
into the context of a public administration (Schellong, 2008, cited by Hilmi, Duque et al, 2013).
Citizen Relationship Management contributes to improving service, quality of service, efficiency
and helps meet the real needs of citizens (Carvalho et al, 2021). This tool also helps improve the
image/reputation of public services in general.

Furthermore, this approach in which the citizen and the economic operator is considered as a
customer of public services, is a major turning point in the process of implementing citizen
relationship management at the public administration level (Kavanagh, 2007 cited by Carvalho et
al, 2021). From this perspective, the public administration will strive to provide quality services and
reduce costs and response times to the needs of exporters.

The adoption of this strategy is required in Algerian public institutions, in particular the
customs administration, especially because considerable criticism has been addressed to it from
exporters dissatisfied with the services provided.

It is clear that the development of non-hydrocarbon exports in Algeria is dependent on the
development of infrastructure and logistics services, as well as the improvement in the quality of
services offered by the different institutions intervening at different stages of the logistics chain
export.

Furthermore, the implementation of the CRM approach within these administrations would
result in a significant enhancement in the progress of export operations of Algerian companies.
Overall, the benefits of CRM are listed below:

- Pay attention to the needs of users of customs services and deal with their complaints;

- Develop new services adapted to their requirements;

- Reduce waiting times and facilitate customs procedures;

- Set up an effective information system which relies on sophisticated technologies aimed at
collecting, processing and analysing information relating to user expectations and undertaking
actions to satisfy them;
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- Enhancement of efficiency by offering services to customers online (for example by
answering frequently asked questions) and maintain exchange and dialogue with customers/users
through different ways.

The adoption of this approach would ensure to the satisfaction of users of Algerian customs,
in particular those who complain of long delays (due to administrative obstacles) and the poor
quality of customs services. In other words, it allows promoting trust and collaboration among the
various stakeholders in the supply chain, as shown in Figure 1.

Avoid creating the feeling of

injustice that arises from the

situation of dissatisfaction of
the operators concerned

Avoid or reduce
failures of services
provided by partners
involved in the supply
chain process

Theexpected | | 7 TN s
results of the Enhance the mutual trust - -Establish a close collaboration :
relational e between parties involved . between these parties and :
approach in logistics (such as : exporters, which would facilitate
customs, maritime, rail, the exchange and sharing of :

reliable and updated information;
-Reduce transaction costs

air, land transport, etc.)
and exporters.

. Strengthen the willingness of the
- different parties (administrations :
. and key partners in the supply :
chain) and exporters to develop
long-term exchange
relationships

Support the
commitment of the
parties concerned

Figure.1 The importance of the relational approach in improving supply chain services and
operations in Algeria

Source: Authors

Besides, it is important that the State undertakes deeper reforms aimed at improving
logistics capacities to enable companies to integrate into global value chains. In figure.2, we list the
levers and actions that seem essential to be taken:
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Strategic levers

Integrate logistics into the national strategy to promote exports of non-hydrocarbon
products

Set up a flexible and appropriate logistics environment, which contributes to the
promotion and support of national companies in the development of their international
activities

Enhancement of logistics that
contributes to the acceleration and
growth of export

N\

Based on the Conduct training Improve logistics Promote businesses
opportunities offered and equipment and (particularly SMEs)
by ICT and Al to professionalization installations and for better control of
improve ports of personnel adopt the logistics process
management, ships’ responsible for international and procedures to
arrivals and other handling norms and avoid long delays
ways of transporting operations, standards that result in high
goods for exporters package handling, transaction costs
and other related
tasks
\ )

1

Operational actions

Figure.2 Recommended actions for improving logistics sector in Algeria
Source: Authors

CONCLUSION

The points developed in this paper serve to remind us that exports are considered a major
lever for a country's sustainable economic growth. According to Jouili (2019), the quality of
logistics and transport infrastructure is a crucial factor in the development of a country's exports.
Thus, numerous studies have also confirmed that the availability of logistics infrastructure improves
a country's abilities to face competition on international markets and strengthens its competitiveness
(Ojala and Celebi, 2015, D'Aleo & Sergi, 2017).

In addition to that, public authorities have an important role in creating appropriate conditions
for the promotion of exports, particularly through the establishment of quality logistics
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infrastructures. Therefore, the national strategy for promoting non-hydrocarbon exports in Algeria
is to improve of commercial logistics, especially through improving the quality of infrastructure,
customs procedures and services, and of the regulations.

For the limitation of this present study, the summary results published in the World Bank
(2023) about the logistics performance index and its indicators hold a detailed assessment of
Algerian export variable, where it was found that it is relatively focused on six major dimensions
which are : the ability to track and trace shipments, the efficiency of the customs clearance
process, the quality of trade and transport-related infrastructure, the ease of obtaining competitive
prices on shipments, and the frequency to which shipments reach their recipient, on time, quality of
commercial and transport infrastructure, and the competence and quality of logistics services.
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OIIHKA E®EKTUBHOCTI AJIDKUPCBKOI KOMEPIHINHOI JIOTICTHKH:
AHAJITUYHE JOCILKEHHSI

Nacera Arrouche Chems Eddine Boukhedimi
Assist. Prof. Dr., Department of commerce studies, Dr., Department of commerce studies,
University of Tizi Ouzou, University of Tizi Ouzou,
Algeria Algeria

MeTo0 CcTaTTl € OLIHKAa MOTOYHOIO CTaHy KOMEpIIHOI JIOTICTUKM B AJDKHpP] LUISIXOM
BUOKPEMJICHHS OCHOBHMX IEpEIKOJ, II0 CTOSATh Ha HUIAXY 3pOocTaHHs ekcnopty. Kpim Toro,
BAXJIMBO OKPECIUTH 3HAYEHHS JIOTICTUKM Ta TPAHCHOPTHOI 1HGPACTPYKTYypH B JHWHAMIII
30BHIIIHBOI TOPriBJIi KpaiHU. J[1s1 TOCATHEHHS IMX LIJIEH JOCTIKEHHS IPYHTYEThCS Ha SKICHOMY
METO/Il IUIXOM aHali3y MONepeHIX MOCiKeHb, IPOBEACHUX Ha It0 TeMy. Kpim Toro, B poOoTi
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BUKOPUCTAHO KUIBKICHMHA aHa3 JaHMX IUISIXOM aHalli3y 1HAEKCY JIOTICTHMYHOI e()eKTHBHOCTI 3a
niepion 3 2012 mo 2022 pokwu.

Te3u, BUKIaACHI B 1[Il CTATTi, JOBOJASTH, IO EKCIOPT BBAKAETHCSI OCHOBHUM BaXKEJIEM IS
CTaJIOT0 EKOHOMIYHOTO 3pOCTaHHs KpaiHh. SIKICTh JIOTiICTUYHOI Ta TPAHCIIOPTHOI iIHPPACTPYKTYPH €
BUPIMIAIBHUM (aKTOPOM Yy PO3BUTKY €KCIIOPTY KpaiHu. Tak, YMCIIEHHI IOCITI/KEHHS TaKOX
MIITBEP/UKYIOTh, IO HASABHICTh JIOTICTUYHOI 1H(PPACTPYKTYpH IOKpAILy€e 3AaTHICTh KpaiHu
MPOTHCTOSITH KOHKYPEHI[T Ha MDKHapOAHMX PHHKAX Ta TOCWIKOE 11 KOHKYPEHTOCIIPOMOKHICTb.
Kpim Toro, opranu aep>kaBHOI By BiJIrparoTh BAXJIMBY POJIb Y CTBOPEHHI HAJIC)KHUX YMOB JUIS
MPOCYBaHHS EKCIIOPTY, 30KpeMa 4Yepe3 CTBOPECHHS SKICHOI JIOTICTHYHOI iH(pacTpykTypu. Tomy
HAI[lOHAJIbHA CTPATETis CHPUSHHS EKCIOPTY HEBYIJICBOAHEBHX TOBapiB B AJDKUpPI MOJSATae y
BJIOCKOHAJICHHI KOMEPIIHHOT JIOTICTHKH, OCOOJIMBO IUISIXOM MOKpPAIICHHS SIKOCTI 1HQPACTPYKTYpH,
MUTHHX MPOLEAYP Ta MOCIYT, a TAKOXK HOPMAaTHBHO-TIPABOBOTO PETYIIIOBAHHS.

3 orisay Ha Te, MO TJIOOAIBHUM 1HICKC JIOTICTHYHOT €()EKTUBHOCTI € BIIHOCHO HU3BKUM, Y
poOOTI MPOMOHYETHCS, 00 JIep)KaBHI OPraHU BIaJd CTBOPWIJIM HAJIEXKHI YMOBHU JUIsS NMPOCYBAHHS
EKCIOPTY Ta TOKPAIIWIA KOMEpILIHHY JIOTICTHKY NUISXOM CTBOPSHHS SIKICHOI JIOTICTUYHOT
1HPPACTPYKTYpH, a TaKOX 30CEPeIMJIUCS Ha YIPABIiHHI BIJHOCHHAMH 3 KIIEHTaMH SK
QIbTEPHATUBHOMY DIIIEHHI IS MIABUIICHHSA SIKOCTI 1H(GPACTPYKTYpH, MHUTHHUX MpOLEAYp Ta
MOCTIYT.

KurouoBi cioBa: sorictuana iHppacTpykTypa; Tpancnoprt; 6i3Hec; ekcriopt; CRM; Amxkup.
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