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The introduction and the formulation of
the problem. The problem of the social-
oriented marketing policy-making in line
with market conditions in the spa resort
sphere is currently urgent issue as it
provides the success of its development in
the future. The sales system for spa
facilities, first of all, is necessary to make
their operations more effective in the low
season. This is due to the fact that spa
facilities have to sell their tourist vouchers
during the high season at cost price to the
establishments they are in charge of.
Government funding of a spa facility is a
necessary condition, but an insufficient
instrument for maintaining the
competitiveness of spa services, as stated
above and it determines the relevance of
this Research.

The hypothesis of the scientific research.
The use of a systematic approach to the
mechanisms® development for social-
oriented marketing policy-making and
operating in the spa facilities greatly
increases the level of competitiveness in
this economic sphere.

The aim is to analyze the current
management processes of socially oriented
marketing in the researched spa facilities
and to find ways to improve them through
the effective social-oriented marketing
policy's development.

The methodology of the Research. The
theoretical basis of the Research was the
works of domestic and foreign scientists
devoted to various aspects of health-resort
development, analysis and assessment of

the social-oriented marketing development
processes. The methods of systemic
analysis, induction and  deduction,
economic-statistical, calculation and
constructive, the method of expert
assessments, cluster analysis were used in
the Research.

The results: the essence of the socially
oriented marketing concept was revealed
and its features in the spa sphere as a
special type of service marketing were
determined; an extended marketing model
of recreational services, in which the main
emphasis is made to meet the needs of
target market consumers, was offered.

The conclusions: The concept of "socially
oriented marketing" as the factor of greater
competitiveness of the spa facilities was
specified. The methodical basis for
management process-making of socially
oriented marketing by wusing a system
approach, completed with the elements of
marketing-analytical and object-
programmatic methods were developed.
The features of socially oriented marketing
in the spa resort sphere as a special type of
service marketing were revealed. The
economic-mathematical model for
calculating accommodation's places in
accordance with the principles of socially
oriented marketing on the basis of the mass
service theory was presented.

Keywords: spa facilities; the company's
management; modeling; marketing tools;
tourist industry; spa services; marketing
package.
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MAPKETHHI'OBA MOJEJIb VIS INAIIPHEMCTB
PEKPEAIIIMHOI'O
OCOBJIMBOCTI TA IHCTPYMEHTAPIA

O.T'YJIIHA!
! Kuigcbkuti HAyioHanbHUull YHIGepcumem mexHo102itu ma

ouzatiny, Ykpaina

Beryn i mocranoBka mpo6Jemu. [IpoGiema
(dbopMyBaHHS aJeKBATHOI PUHKOBHM yMOBaM
COIliaTbHO-OPIEHTOBAHOT MapKETHHTOBO1
HOJITUKH CAaHAaTOPHO-KypopTHOi cdepu B
JAHWW 4Yac aKTyallbHa, OCKUJIBKH BOHA 3a0€3-
nevye ycmix Horo po3BUTKY B MailOyTHbOMY.
Cucrema 30yTy U1 caHATOPIiB, TIEPIII 32 BCE,
HEeOoOXiJiHA sl MiABUIIEHHS e(DPeKTUBHOCTI 1X
dbyHKIIOHYBaHHS B Mikce30HHS. Lle moB's-
3aHO 3 THM, L0 YacTWHA IyTIBOK caHATOpIii
3MYIIIEHI peai3oByBaTH 3a COOIBapTICTIO B
IiK CEe30Hy OprasizallisiM, y BiJaHHI SKHX
BOHU 3HaxXOMThCs. JlepkaBHe (hiHAHCYBaHHS
CaHaTopiiB € HEOOX1IHOIO, aJle HeIOCTaTHBOIO
YMOBOIO TIATPUMKH KOHKYPEHTOCIIPOMOXK-
HOCTI IXHIX MOCIYT, CKa3aHe BUIIE 1 BU3HAYA€E
aKTyaJbHICTh TEMHU JOCIIIKEHHS.

I'imore3a HaykoBOro aociaimkeHnsi. Bukxo-
PUCTaHHS CHCTEMHOTO MIAXOAY /10 PO3POOKH
MeXaHi3MiB ()OpMyBaHHS Ta (PYyHKI[IOHYBaHHS
COITIAJIbHO OPIEHTOBAHOTO MApPKETHHTY Ha
CaHATOPHO-KYyPOPTHHX MiJIPUEMCTBAX 3HAY-
HO TIJBHUINYE PIBEHb KOHKYPEHTOCIIPOMOXK-
HOCTI 11i€i cepr eKOHOMIKH.

MeTow € [iarHOCTHKA ICHYIOUHMX MPOIECiB
yIpaBIiHHS COLIAIbHO-OPI€EHTOBAHUM MapKe-
THHIOM JIOCII/DKYBaHUX CaHATOPHO-KypOpT-
HUX TIAIPUEMCTB 1 MOIIYK IIIAXIB iX BHOC-
KOHAJICHHSI NUITXOM (OpMyBaHHS €(EeKTHB-
HOi COLIaJIbHO-OPIEHTOBAHOI MapKETHHIOBOT
MOJIITUKH.

Metoposorisi gocaimkeHnsi. TeopeTHuHOO
OCHOBOIO JIOCIIDKCHHS TOCTY>KHJIA TIparli
BITYM3HSHUX 1 3apyODKHUX BUCHUX, MPHUCBS-
YeH1 pi3HUM acleKTaM PO3BUTKY CaHATOPHO-
KypOpTHOi cdepu, aHami3y Ta OLIHKH MpolLe-
CIB  PO3BUTKY  COLIaJIbHO-OPIEHTOBAHOTO
MapkeTHHry. B xoxi gociimkeHHs Oynu

BUKOPUCTAaHI METOAM CHUCTEMHOTO aHaji3y,
THAy Kl 1 JEeMyKIIii, €KOHOMIKO-
CTaTUCTHYHUI, PO3paxyHKOBO-
KOHCTPYKTUBHUI, METOJ] €KCIIEPTHUX OIIIHOK,
KJIACTEPHOTO aHai3y.

Pe3yabTaTH: PO3KPUTO CYTHICTH KOHIIETILIi
COITIaIbHO-OPIEHTOBAHOTO ~ MAapKETHUHTY Ta
BUSIBIICHO OCOOJIMBOCTI COIlIaTbHO-OPI€HTO-
BAHOI'O0 MApKETHHIY B CaHATOPHO-KYPOPTHIN
chepi SK OCOOIMBOrO BHUIY MapKETHHTY
HOCIYT; 3allpOIIOHOBaHA PO3LIMPEHAa MOJIENb
MapKeTUHTy TOCIyr B peKpearii, B SKii
OCHOBHHUH aKIIEHT 3pOOJICHH Ha 3a/J0BO-
JICHHS IOTPeO CIIOXKMBAYiB LIJIbOBUX PUHKIB.
BucHoBkH: YTOUYHEHO MOHSTTA «COLIAIBLHO
OpIEHTOBaHMU-MApKETUHI» K (aKTopy
MIJBUIIEHHS PIBHS KOHKYPEHTOCIIPOMOXK-
HOCTI CaHaTOPHO-KYPOPTHUX MiAMPUEMCTB 1
YCTaHOB  CaHATOPHO-KypOPTHOi  cdepu.
3arponoHOBaHO METOJUYHI OCHOBU (hopMmy-
BaHHS TIPOIIECY YIPABIiHHA COIAIBHO-
OpIEHTOBaHMM MapKETUHIOM Ha OCHOBI BUKO-
pPHUCTaHHS CHCTEMHOIO IMIJXO1y, JOMOBHE-
HOTO €JIEMEHTaMH MAapKETHHIOBO-aHATITHY-
HOTO Ta OO0'€KTHO-IPOTPAMHOIO ITiIXO/IB.
BusiBiieHO 0COOMHMBOCTI COIiaTbHO-OPIEHTO-
BAHOI'O0 MApKETHHIY B CaHATOPHO-KYPOPTHIN
chepi SK OCOOIMBOrO BHUIY MapKETHHTY
HOCIyr. 3anporOHOBAaHO €KOHOMIKO-MaTeMa-
TUYHY MOJIENIb PO3PAXYHKY MICIb PO3MIIIECH-
HS BIJMIOYMBAIOYMX BIMOBITHO JO MPHUHIIN-
IiB  COLIaJIbHO-OPIEHTOBAHOTO MAaPKETHHTY
Ha OCHOBI TeOpii MacoBOro 0OCITyTrOBYBaHHS.
KalouoBi cjoBa: pekpeariiine mignpu-
€MCTBO; YIPAaBIIIHHS OpraHi3ali€lo; MOAEIIO-
BaHHJ; MAapKETUHTOBUH  IHCTPYyMEHTapii;
IHIAYCTpisl TypuU3My; pEKpealiiiHl MOCIyTH;
KOMIIJIEKC MapKETHHTY.
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Problem definition. Modern global development trends of the spa sector
form the need for setting and addressing tasks of integrated study of target
markets, qualitative and quantitative demand’s assessment for spa services, their
positioning and promotion policy. Due to these circumstances, business success
in this industry depends to a large extent on how far spa facilities can maintain
the current structure of the real and potential consumers’ needs and create the
best spa services’ portfolio.

In today's environment, it is impossible to develop tactical and strategic
competitive advantages based only on the specific nature of the spa services
offered. This is because that the modern buyer acquires not only a spa service,
but also everything that is connected with it and it is formed in respect with the
principles of marketing management.

The role of marketing as a strategic reference point, focused on establishing
long-term relationships at micro and macro levels, is becoming particularly
relevant. Present-day marketing of the spa facilities, passing through the logic of
its traditional concept can no longer be considered only as a function with a
firmly identified range of specific tasks. It updates the need to expand its
meaning in the context of a new relationships with contact audiences based on
the loyalty development and maintenance of spa resort facilities and their
services.

Analysis of recent research and the unresolved part of the issue. The
study of problems of improving the socially oriented marketing's management
of the SPA Product is considered in the Works of E.P. Golubkova, E.A. Dihtl,
A.Yu. Alexandrova, I.T. Balabanova, F. Kotler, V.S. Senina, A.D. Chudnovsky
et al. Various aspects and elements of the improvement system of the socially
oriented marketing management in the spa resort sphere are considered in the
Works of V.I. Azara, N.V. Bagrov, Yu.A. Vedenin, S.A. Gensiruk, L.S. Griniv,
M.I. Dolishniy, O.V. Zhivitskiy and other authors. The problems of the socially
oriented marketing's management of the SPA Facilities were reflected in the
works of M.S. Nizhnik, M.S. Nudelman, V.S. Preobrazhenskiy, 1.D. Rodichkin,
V.P. Rudenka.

The analysis of the Works mentioned above shows that, by now, a number
of specific approaches for improving the socially oriented marketing's
management in the spa sphere has been developed, the basic principles of
formation and the indicative range of management functions in the socially
oriented marketing sphere have been defined.

However, we note that a system approach to the development and
maintenance of the socially oriented marketing system performance still does
not exist.

Most of the authors in their Studies focus on the management of separated
elements or subsystems of this economic phenomenon, without considering how
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the management could impact on improving the Spa Resort Facility's
competitiveness . In addition, the researchers do not pay enough attention to the
problems of steady development of this economic sector in line with the overall
strategy of regional development. The need for a systematic research on the
mechanisms for socially oriented marketing management performance and
maintenance has defined the goal, main tasks and logic of the dissertation
research.

The goal is an attempt to develop and propose an expanded marketing
model for spa services as an element that binds together all structural units of the
tourism industry. In this the Research is based on the analysis of the spa
facility's functional specifications, the dynamics of the market environment,
current transformation processes in consumer preferences.

Research results. According to the results of cluster analysis all regions of
Ukraine are divided into 6 clusters with natural-recreational resources. The first
cluster comprises Kherson, Vinnitsa and Ivano-Frankivsk regions. The second
cluster is Volyn, Zakarpatska, Rivne, Chernigiv, Kyiv, Lviv and Zhytomyr
regions. The third cluster is Dnipropetrovsk, Mykolaiv, Zaporizhzhya, Donetsk,
Kirovograd, Lugansk, Poltava and Khmelnitsky regions. The fourth cluster is
Sumy, Kharkiv, Cherkasy and Chernivtsi regions. The fifth cluster is Ternopil
and Odesa regions. The sixth cluster is city Kyiv.
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Figure 1. The results of clustering the regions of Ukraine for demonstration
of natural and recreational (spa) resources by using cluster analysis
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After analyzing natural and recreational resources of Ukrainian regions
through various indicators, it can be can concluded that Ukraine has a rather
large potential for building spa complexes.

Spa complex is a form of a territorial organization, which consists of the
following components: natural and recreational resources, accommodation
establishments and caterers, transport infrastructure, production and non-
production facilities, connected by a common goal — providing high-quality spa
services. Effective spa complexes® operation is possible only with the sufficient
provision of recreational resources, material and technical base and efficient
mechanism for their forming and functioning.

A spa facility can draw up a strategy for its development based on different
approaches — financial, calculating the best ways of expenses and investments;
competitive, displacing a competitor from the market by any means; commodity,
improving the quality characteristics of their services, etc. I think that at present
time the best concept in the spa facility's management becomes a marketing
one. The main elements of marketing management are — the market
environment's researches and analysis, price policy, sales policy, product policy.
The marketing system includes the following tasks: the system analysis of the
spa services' market; determining the spa services' market segments and the
unsatisfied needs in this sphere; developing a spa product and price policy;
developing a set of activities which most fully satisfy the current demand;
implementing the spa product’s sales system; developing a set of improvement
measures for the management and organization process of providing tourist
services.

Let's consider the current marketing's distinctive features of the
recreational service. It is difficult not to pay attention on the marketing tools
specifications, in particular, on such instruments of marketing package as "a set
of managed marketing parameters, manipulating which the facility's
administration does the best to meet the market segments’ needs" [2].

The level of the present-day society's social-economic development, the
sophistication of recreational production processes cause insufficient applying of
the classic marketing tools in the same form. We are talking about the concept
of "4P", according to which four elements with names beginning from the letter
"P" in English language (respectively: product, price, place, promotion) are
included in the marketing package. In this respect, for en effective use of
traditional marketing instruments it becomes necessary to combine them with
other tactical tools. In Figure 2 (see above), an extended model of spa service
marketing ("4C" and "4P") is demonstrated, including such additional tools as:
consumer, convenience, cost, communication.
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Figure 2. "4C" and "4P'" Models

In this model, the main emphasis is made not so much on the service
(product) and its production, as on a consumer and the benefits he receives,
since now the economic efficiency and market attractiveness of a spa facility are
directly connected with satisfaction of consumer's needs on the target markets.
In accordance with this, the marketing programs’ focus of a spa facility should
become identifiable buyers and potential consumers of spa services, but not
anonymous masses of consumers as before.

At the present stage of development, the strategic goals for a recreational
enterprise are achieved by establishing long-term partnerships between all
participants in the recreational market, as well as setting up and maintaining
effective communications by all groups involved in the recreational process. As
a result, a distinctive feature of present-day marketing in recreation should be
the concept of integration marketing, which includes the complex use of the all
marketing mix tools.

It should be stressed that the special importance of the communication
element of the marketing package in contemporary Western literature [4, 5].
They use the concept of "integration communication", that involves such
instruments as the service (product), place, form, convenience of service
delivering, positioning, cost, as well as the personnel of the enterprise and its
interaction with the consumer as part of the recreational product are particularly
significant. Depending on the type of spa services provided, additional
marketing tools may include: availability; service work; corporate culture;
properly organized staff work, etc.

The current trends in the marketing development include: socially oriented
marketing, relationship marketing, marketing-mix. Today, the problems of
developing socially oriented management are actively debated. And this
discussion takes place from a different angle: social responsibility of business,
social partnership, social capital formation, confidence between business,
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population, government, etc. However, more and more often the aspects of
socially oriented management expected from Ukrainian business are discussed
within the framework of the social marketing theory and practice. Based on an
integrated researchers’ opinion, we can point out its social nature: social —
ethical marketing; social — ethic marketing, ethical — social marketing;
community-oriented social marketing; socially oriented marketing; socially
responsible marketing; public marketing. There is also a general opinion that
socially oriented marketing is a marketing transformation, due to such factors of
current market relations as economic, political and socio-cultural. It can be said
that in the conditions of the modern market, socially oriented marketing is a type
of marketing in which the client is at the top of the pyramid in the relations of
the spa facility's management — client.

Performing an active, operational, socially responsible marketing is an
imperative for Health Resort Facility operations in a very competitive
environment. Any health-resort service, even with high quality, should have a
competitive price, meet the target consumers’ needs, have image and advertising
support that provides its promotion in the market and highlights its distinctive
features.

An effective operational socially-responsible marketing cannot exist without
strategic socially oriented marketing. The role of a strategic socially oriented
marketing is to follow the development trends of a certain market and identify
various current or potential markets or segments by analyzing consumer needs
that should be satisfied. The identified markets are economic opportunities that
should be assessed. Quantitatively, the attractiveness of a market is measured by
its capacity, and dynamically, by time of its existence, or its life cycle. For a
particular facility of the tourism industry, the market's attractiveness depends on
its ability to satisfy the customer needs better than its competitors.

Product policy. In the socially oriented marketing practice of the health-
resort services, the product policy is the development of ways for optimizing a
set of services provided, which is most preferable for successful activities in the
market and provides the efficient facility's operation as a whole (Figure. 3).

Idea Idea Developing a new spaproduct’s Developing a socially
generation | selection [ concept and its testing B oriented
marketingstrategy

-

Analysis of socially oriented | | Developing | | Socially oriented | )|

. 1
marketing opportunities Spa product marketing Sales

Figure. 3. The main stages of developing a new
socially oriented health-resort product
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Today's tourist marketing defines two possible ways for product policy-
making: structure’s optimization of a current spa product, development and
introduction of a new spa product to market. If we consider health-resort trips as
one of the types of tourism with specific goals, namely for treatment and
recreation by resort factors, the spa product is a complex of goods and services
needed for fully meeting tourist's requirements and sold during spa treatment
and recreation. Most spa facilities as a rule, have been operating for a long time
and have a fully completed spa product that has been provided for many years.
The main spa product in practice is a set of services, documented in the spa —
resort voucher. Complex service wusually includes medical services,
accommodation, meals, recreation activities, and some others. By its nature, this
product is socially oriented one.

Price policy. Experience shows, a spa or tourist facility is not able to
accurately identify all factors that influence on a market price (due to the lack of
qualified staff), therefore, in particular pricing practice, a facility often selects
the one or several main factors and focus on them. In any case, pricing should
consider the chosen strategy of product positioning. For example, the Radisson
Resort defines itself as the best hotel on the Black Sea coast and sets the price
for hotel rooms higher than most other recreational facilities. At the same time,
camping "Olviz" defined itself as a limited service company, offering summer
houses without home sanitation facilities for tourists who have to save money.
Such a market position requires low prices.

Then, according to the general objectives of the company, particular price
policy's goals are chosen. They can be: the maximum increase of sales, increase
profits, survival. A method based on the analyzing competitors, allows us to
avoid the incomplete assessment of the market conditions. We consider it is
necessary to stress that when choosing a national spa resort, a main influencing
factor is a lower price compared with a western resort. Obviously, the price
increase of one bed — day over $ 40 strongly reduces the competitiveness of
national spa facilities. Finally, spa resort facilities, while setting prices for tourist
vouchers, are always demand-driven. Demand for spa trips may vary depending
on the attractiveness of resort services, changes in recreation fashion,
seasonality, payment capacity, demographic, economic, political and other
factors. Since demand is much higher in the summer period and significantly
decreases in the off-season, spa facilities set the highest prices during the high
season, during the holidays — New Year, May holidays, etc. In addition to the
seasonal price differentiation, there is a short-term price increase during popular
sports, cultural, commercial events: festivals, championships, fairs, etc.

These methods or their combination allows you to determine the base price
for a spa product. However, the real price may differ from the base price in
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relation to the particular pricing strategy chosen by a spa facilities — the choice
of the possible dynamics of changes in the base price for a spa product in market
terms that best corresponds to the company's purpose. When introducing a new
spa product, depending on the price strategy, it can be sold at monopoly high
best prices — in a limited market segment ("cherry-picking"), at average prices —
in order to stimulate high demand ("following the leader") and, finally, at
extremely low price ("socially oriented strategies") — if it is necessary to stay in
business

Socially oriented pricing means selling the same services to different
groups of customers at different prices, although the expenses for services
provided are the same. For accommodation facilities, the price discrimination
option is a significant price decrease for a room when booking it in advance
without the right of cancellation. In addition, different prices can be provided for
couples, parents with children, for socially oriented clients. In order to
implement this strategy, the following terms must be respected: different
reaction of different consumer groups to the price, one consumer group could
not buy at prices set for another consumer groups, sufficient segment sizes so
that such approaches will economically feasible, the level of price decreases
should not be lower than the expenses level .

Among other factors influencing on the socially oriented spa product's
implementation, it should be mentioned competitor activities that affect sales
opportunities and limits. The group of internal factors also has a serious effect
when choosing intermediaries. For example, the size of the organization and
sales volume also affect distribution network's development, as large spa
facilities require an extensive distribution system and, possibly, their own sellers
of tourist vouchers. After analyzing the basic data determining the main
approaches to the marketing system, it is necessary to set goals and tasks for
sales network. The facility's management should identify the main consumers of
its services, and based on this, take a decision on the sales channel's length that
could deliver a spa product to the selected market segment most effectively.

Conclusions and offers. Having analyzed the current situation of the spa
resort sphere, the main point of the socially oriented marketing's concept was
discovered and its features were identified as a special type of service
marketing. The mechanisms of marketing planning and control at spa facilities
were studied, thereby determining specifications of marketing policy — making
as the basis for spa facilities’ management improvement. On the basis of the
marketing environment's research, the marketing opportunities for providing
greater competitiveness of a spa facility were revealed. The socially oriented
marketing's management system of spa facilities in the Transcarpathian region
was researched, that made it possible to develop strategic and operational
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planning systems. It drew up recommendations to improve the socially oriented
marketing policy of the spa resort in the Transcarpathian region "Smerichany".

References

1. Daian, A., Bukerel F., Lankar, R. et al. (1993).
Akademiia rynka: marketing [Market Academy:
Marketing]. Moscow: Ekonomika. 538 p. [in
Russian].

2. Golubkov, E.P. (1999). Osnovy marketinga
[Marketing basics]. Moscow: Finpress. 656 p. [in
Russian].

3. Durovich, A.P. (2004). Marketing v turizme
[Tourism Marketing]. Minsk: Novoe znanie.
495 p. [in Russian].

4. Meffert, H. (1994). Internationales Marketing-
Management, 2. Aufl., Stuttgart, Bln, Koln:
Kohlhammer.

5. Meyer, A. (1994). Integriertes Marketing:
Abschied vom Marketing-Mix und Ressort-
denken. Absatzwirtschaft, Heft9, S.94-101;
Heft 10, S. 102—-106.

6. Zakharchenko P.V. (2010). Modeli ekonomiki
kurortno-rekreatcionnykh ~ sistem: monografiia
[Economy models of resort and recreational
systems: monograph]. Berdiansk: Izdatelstvo
Tkachuk. 392 p. [in Russian].

7. Zakharchenko, P.V. (2010). Systemni modeli
diialnosti rehionalnoho kurortno-rekreatsiinoho
kompleksu [System models of activity of the
regional resort and recreational complex].
Derzhava ta rehiony [State and regions], No 4,
P. 53-56 [in Ukrainian].

8. Zorin, LV., Kvartalnov, V.A. (2000).
Entciklopediia turizma: cprav. [Encyclopedia of
Tourism: Handbook]. Moscow: Finansy 1

statistika. 368 p. [in Russian].

9. Fomenko, N.V. (2007). Rekreatsiini resursy ta
kurortolohiia [Recreational resources and health
resorts]. Kyiv: Tsentr navchalnoi literatury. 312 p.
[in Ukrainian].

10. Saltykov, V.K. (2011). Strategiia upravleniia
sotcialno-otvetstvennym marketingom na
predpriiatiiakh industrii  gostepriimstva [Social
Responsible Marketing Management Strategy in
Hospitality Industry Enterprises]. Innovatcii i
investitcii [Innovations and Investments], No. 1,
P. 68—74 [in Russian].

18

Jliteparypa
1. latian ~ A.  AkagemMusi  pBIHKa:
MapketuHr / A. laitan, @. Bykepenn,

P. Jlankap u ap. — M.: OxoHomuka, 1993.
—538c.

2. I'omy6koB E. I1. OcHoBBI MapkeTHHra /
E. Il. Tomy6koB. — M.: ®unnpecc, 1999.
— 656 c.

3. dypoBuu A. I1. MapkeTuHr B Typu3Me
/ A.IL dypoBuu. — Munck: Hosoe
3Hanue, 2004. — 495 c.

4. Meffert H. Internationales Marketing-
Management, 2 / H. Meffert. — Aufl.,
Stuttgart, Bln, Koln: Kohlhammer, 1994.

5.Meyer A.  Integriertes = Marketing:
Abschied vom Marketing-Mix und
Ressort-denken / A. Meyer /l
Absatzwirtschaft. — 1994. — Heft9. —

S. 94-101; 1994. — Heft 10. — S. 102-106.
6. 3axapuenko I1. B. Moaenu s3KOHOMUKHI
KypOPTHO-PEKpEAIIMOHHBIX CUCTEM:
moHorpadus / II. B. 3axapuenko. -
bepnsuck: MznarensctBo Tkauyk, 2010.
-392c.

7. 3axapuenko I1. B. Cucremni wmonueni
TSUTBHOCTI  PEriOHaJbHOTO  KypOPTHO-
peKpeariftHoro KOMILICKCY /
I1. B. 3axapuenko //  JlepxaBa Ta
periorn. — 2010. — Ne 4. — C. 53-56.

8. 3opun W. B. DHuMkIonenus typusma:
cupaB. / W. B.3opun, B. A. KBapranb-
HOB. — M.: ®duHaHCHI M CTaTHUCTHUKA,
2000. - 368 c.

9. ®omenko H. B. Pexkpeartiiini pecypcu
ta Kypoptosoris / H. B. ®omenko. — K.:
entp nHaBuanbHOi nitepatypu, 2007. —
312 c.

10. CanteixoB B. K. Crparerus ynpasie-
HUS COILMATBHO-OTBETCTBEHHBIM MapKe-
TUHTOM Ha TMPEANpUATUAX HWHAYCTPUH
rocrenpunmctBa / B. K. CanteikoB //
MunoBanmuu m umpBecturuu. — 2011. —
Ne 1. - C. 68-74.



