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THE NEED TO IMPROVE MARKETING RESEARCH
IN COMMERCIAL BANKS OF UZBEKISTAN

Abstract. This article describes the essence of marketing, the factors of organizing marketing
activities, the need for marketing research in the banking sector. In order to reveal the topic and
study the current state of marketing research in commercial banks of Uzbekistan, separate sections
of marketing research of JSCB “Kapitalbank” were analyzed.

Keywords: banking sector, consumer, client, bank marketing, marketing research, advertising,

questionnaire, commercial bank, competitiveness.

Introduction

Marketing in the banking sector is based on the ex-
perience of financial institutions and has incorporated
all the achievements of general marketing theory. If the
purpose of marketing in the market for other goods
and services is to identify all the needs of consumers
and identify opportunities and ways to satisfy their
problems, then marketing in the banking sector, along
with the above, also means a bank risk level.

Bank marketing acts in accordance with foreign
and domestic policies, ideology and tactics and the
specific socio-political and economic situation. Mar-
keting activities begin with an analysis and potential
demand for banking services. Having a portfolio of
ready-made services, the bank enters the market, de-
termines their price in advance, depending on the
level of costs and market conditions, and receives
a certain profit after its implementation. Decision-
making in a banking institution is carried out on the
basis of a marketing information bank.

The organization of marketing activities depends
on many external and internal factors. Internal fac-
tors include economic and psychological. The main
economic factors include the size of the bank’s au-
thorized capital, the number and quality of clients,
etc. Psychological factors are determined, first of all,
by the attitude of the bank’s management, its found-
ers and counterparties to marketing activities. There
are several options for creating marketing services.
In particular, a marketing service may include [1]:

1) part of any organizational direction of the
bank;

2) independent activity of a commercial bank;

3) a means of coordination and control of all ac-
tivities of a banking institution.

In banking practice, the following types of mar-
keting activities can be used:

a) the functions of individual employees of the
marketing department, organized by geography, i.e.
they serve separate geographically separate markets;
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b) the market principle, according to which the
specialization of employees is carried out in certain
social groups and communicative audiences that
make up their market segment;

c) the commodity principle, which determines
the distribution of marketing functions of employ-
ees in the field of banking services, regardless of the
market affiliation of consumers;

d) a matrix system of marketing organization
based on the specialization of both goods (types of
banking services) and markets, depending on the
specific situation.

The peculiarities of marketing in the banking sec-
tor are associated not only with the development of
banking activities and thus with the efficient use of
tunds, but also with the peculiarities of monetary
circulation, which is the object of all banking activi-
ties. It follows that marketing in the banking sector
should be aimed primarily at accelerating cash flow.

The end result should be the collection, analysis
and marketing research of marketing information in
the banking sector and, on their basis, the prepara-
tion of proposals for the bank’s commercial services
on the prospects for the development of banking
services and pricing policy.

However, not all commercial banks in Uzbeki-
stan have a developed marketing system and are not
considered one of the main means of obtaining in-
formation about customers. Also, in most commer-
cial banks, marketing consists of advertising and PR.
There are practically no areas such as questioning,
segmentation and the development of competitive
strategies that are used in the experience of commer-
cial banks in foreign countries.

In accordance with the Decree of the President
of the Republic of Uzbekistan “On the Strategy for
Reforming the Banking System of the Republic of
Uzbekistan for 2020-2025", ensuring the financial
stability of the banking system by attracting current
managers, introducing technological solutions for
assessing financial risks, expanding the scope and im-
proving the quality of banking services by attracting

the best world practices and technologies [2]. The
implementation of these measures will require, first
of all, improving the marketing activities in banks,
studying the market opportunities of the bank and
the risks that await it in the future.

It should be noted that marketing research in
commercial banks should become one of the main
tools for assessing competitiveness, otherwise the
rating of commercial banks in the country may not
withstand international competition and may not
achieve strategic goals.

In this regard, the study of this topic s also relevant.

Literature review

Marketing research in banks and their content
is as relevant as in other areas of the service sector,
focusing on determining the wishes of bank custom-
ers and the level of satisfaction with the quality of
service. This topicis relevant in the modern era of the
banking and financial system and is in the spotlight
of marketers, researchers and scientists.

Market analysis is the determination of the mar-
ket situation and the current sales opportunity. Its
main tasks are to identify and segment the bank’s
competitive position in the market. Competitive po-
sition is a position of a particular bank in the trade
markets according to the results of its activities, as
well as its advantages and disadvantages over other
credit institutions [3].

Chinedu Ogbonnaya Sofonia, Ike-Elechi Ogba,
Ernest Emeka Izogo examined how customers per-
ceptions of a bank’s marketing communication tools
affect customer loyalty. A survey of 313 correct an-
swers was received from Nigerian bank customers.
To partially test the measurement model and test
the research hypotheses, the procedure for model-
ing the structural equation of the smallest squares
was used. The results show that the elements of bank
marketing communications, including advertising,
sales promotion, public relations and personal sales,
are important predictors of customer loyalty, as op-
posed to direct marketing. This study will influence
the renewal of marketing communications and the
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formation of customer loyalty policies in commer-
cial banks in Nigeria and other developing countries
with similar business and economic histories [4].

It should be noted that a bank’s marketing re-
search should not consist only of advertising or com-
munity relations. It should include the development
of strategies and bank tariffs aimed at the segments of
the bank, the implementation of rebranding, regular
surveys of consumer opinion. However, marketing
research in developing countries, including com-
mercial banks in Uzbekistan, is narrow in scope and
includes advertising and PR.

There are many theoretical and practical re-
searches in various areas of marketing research in the
banking system, but it should be noted that the main
purpose of this research is to prove the need for mar-
keting research in commercial banks of Uzbekistan
and to develop marketing research.

Research methodology

In this scientific article, the descriptive method
was used in conducting the research. The content,
essence and reasons of application of bank market-
ing research were revealed. The role of marketing
research in the activities of JSCB “Kapitalbank” was
also analyzed.

Analysis and results

The most traditional view of marketing research
by banking services is as follows:

The market share of the bank’s services is deter-
mined by the borrowed and placed funds. An impor-
tant point in the study of market share to determine
the development prospects of the bank is the struc-
turing: on the sources that make up the passive part
of the bank’s balance sheet.

The market share for a particular service is de-
termined by comparing it to the competitors in the
market. It also processes demographic data by age,
income, gender, etc., and if necessary, a model of the
client’s demographic development trend is created.
Competition requires banks to fight on the basis of
knowing the potential needs and opportunities of
each customer and, most importantly, to determine

the motivation of bank customers to use its services
or the reasons for switching to another bank. In its
activities, the bank’s marketing services work on the
basis of the chosen concept. Client classification pro-
vides an information basis for an individual approach
to the client, taking into account his or her needs and
traditions [S].

The study should also take into account the main
assumptions that customers provide to banks:

« capital adequacy and market position

strength;

« Ability to make express payments within the

CIS and abroad;

« convenient territorial location;

« DPossibility to open an account in foreign cur-

rency;

« access to loans.

Banks that meet these requirements have large
and wealthy customers. Their mission is to improve
services, protect these customers for themselves by
providing new services.

As of 2021, there are 33 commercial banks in
Uzbekistan. These include state-owned, foreign-
invested and foreign banks. One of the most stable
banks in the country is the National Bank. However,
its organizational structure does not include depart-
ments conducting marketing or market research [6].

Among the joint-stock commercial banks, Kapi-
tal Bank is one of the banks that deserves the key
indicators provided by the Central Bank and the
positive assessment of international rating agencies.
There is also a Marketing Department of this bank,
which is one of the key links in the structure of the
bank [7]. He also conducts marketing research at the
bank. According to a survey conducted by the de-
partment, 76% of bank customers are satisfied with
the quality of service. At the heart of this result, along
with quality service, is active marketing research.

The Bank conditionally divides corporate clients
into two main segments:

o large corporate clients;

« small business representatives.
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The large business segment consists of the most
demanding customers, who prefer to use the services
of several banks, have large funds and use a full range
of financial services. These customers require com-
plexity in making payments and lending, as well as
complex financial instruments. They prefer to work
with highly qualified bank employees who know the
specifics of the industry in which the client works.

The small business segment is important for the
Bank because it provides an acceptable level of in-
come, while at the same time effectively diversifying
its customer base. Due to economic reforms and ac-
tive support of small and medium-sized businesses
by the state, the number of potential customers of
the Bank is growing rapidly. In 2021, the customer
service policy of this segment will consist of the de-
velopment of customer service through remote or
digital channels, where they will be provided with
convenient solutions to monitor and manage the fi-
nancial condition of their businesses. Further devel-
opment of the digital channel will facilitate the work
of client managers and open up opportunities for the
introduction of new packages of personalized servic-
es, taking into account the specifics of the industry.

In the formation of the customer base, the main
focus is on customers who have large funds in their
accounts and have a good degree of stability of these
funds. This will increase the balances on the accounts
of legal entities to 2.5 trillion soums (including in
foreign currency) by the end of 2021.

According to forecasts, the maintenance of cor-
porate clients’ accounts in the national currency will
bring in at least 64.8 billion soums in commission
income, and the maintenance of foreign currency ac-
counts and support of foreign economic activity will
bring in 165.0 billion soums.

Particular attention is paid to attracting time de-
posits of legal entities to ensure the stability of the
resource base. By the end of 2021, it is planned to
increase their balance to 1160.1 billion soums (in-
cluding in foreign currency), while their interest ex-
penses will amount to 98.3 billion.

The attracted funds will be the main source of
financing the Bank’s active operations, ie lending. In
2021, it is planned to increase the loan portfolio to
5.9 trillion soums, of which 3.2 trillion soums are
loans in national currency and 2.7 trillion soums in
foreign currency equivalent.

During 2020, lending to small and medium-sized
businesses has been singled out as a separate area.
The actual financial results for 2020 showed that this
step was taken correctly. This was also confirmed by
the optimization of credit allocation processes, the
level of profitability and the small share of problem
assets. In 2021, the balance of loans under the small
loan portfolio is projected to reach 0.8 trillion soums.

In 2021, the Bank will strengthen its work in the
field of trade finance. Active operations in this direc-
tion fall into the group of small risk categories and
are a source of sustainable profitability. It is planned
to increase the portfolio of new investments in this
area to 0.9 trillion soums [8].

As can be seen, conducting marketing research
in banks ensures that both the bank’s mission and
strategy are accurate and targeted.

However, in order to improve the quality of bank-
ing services, it is necessary to use questionnaires
more often. For example, the following questions
can be used to evaluate the effectiveness of bank ad-
vertising:

— Didyou see the last advertisement of the bank?

— What is this advertisement aimed at?

— From what source did you see the advertise-

ment?

— What color do you remember in the ad? and

others.

Conclusion and recommendations

As a result of the analysis, the following conclu-
sions and recommendations were made:

— Ability to study, analyze and predict the mar-
ket, the position of consumers and competitors, due
to the fact that the banking system is characterized by
high risk and is directly related to the behavior of con-
sumers and competitors among the service sectors,
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primarily for marketing research. The visitor must
have a dedicated department or department, or use
outsourcing services that conduct marketing research;

— Itis very important that banks have their own
segment. To do this, it is important that the key cus-
tomers are a legal or natural person, have statistics
on the age of the customers and the services they
consume the most, and on this basis, create a mar-
keting strategy;

— Marketing surveys of the bank should not
consist of a single question, as in the case of JSCB

“Kapitalbank” It should consist of separate areas to
evaluate the effectiveness of advertising, a separate
analysis of consumer preferences, a separate assess-
ment of the usefulness of the bank site, a separate sec-
tion to determine whether the brand needs updates,
each containing at least 10 questions.

It should be noted that as a result of effective
marketing research, the quality of services will in-
crease and bank revenues will grow. This is why every
commercial bank needs properly focused marketing
research.
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STUDY OF THE TUNISIAN CONSUMER BEHAVIOR TOWARDS
THE SUBSTITUTION OF SEED OIL BY ENRICHED OLIVE OIL
BY NATURAL EXTRACT AND MARKETING STRATEGY

Abstract. In Tunisia, the consumption of olive oil is the lowest in the Mediterranean region al-
though it is one of the largest producers in the world. Despite the nutritional value of olive oil and its
proven ability to prevent cardiovascular disease and certain cancers, local consumption is monopo-
lized by seed oils (mainly soybean oil) subsidized by the state. This work aims to study the attitude
of Tunisian consumers towards the substitution of these imported oils by the consumption of olive
oil in case of its subsidy and the marketing strategy to adapt for promoting it. The market survey
showed that the main cause of the orientation towards imported oils is the price, and that 2/3 of the
respondents have seen their consumption of olive oil decrease because of its high price although they
look for quality when buying a food product. 65% of respondents showed a positive attitude towards
the substitution of seed oils by olive oil enriched with natural extracts of olive leaves by demanding
a price not exceeding S dt for a liter.

Keywords: Enriched Olive oil, consumption, behavior, survey, marketing strategy.

(I0C, 2020). Unfortunately, this potential is not
reflected by the level of national consumption, re-

Introduction:
Olive oil is an essential part of peoples’ diet in

the Mediterranean region thanks to its flavor and  cording the lowest level in the Mediterranean region

culinary value as well as its nutritional properties
and biological effects on human health linked to its
natural antioxidants [1].

Tunisia, is one of major producers of olive oil
(OO0) in the world with an average of 187.000 tons
per year and a contribution of 19% in world exports

(3.4 kg/inhabitant / year [2]. The Tunisian consum-
er, according to data from NIS (NIS: National In-
stitute of Statistics of Tunisia http://www.ins.tn/),
shows a preference for imported seed oils (from 6
to 18kg/inhabit/year between 1990 and 2019), a
trend reinforced by the oil policies in Tunisia that
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have given priority to the export of OO and have
subsidized the prices of these imported oils. Indeed,
the evolution of the consumption of total food oils in
Tunisia over the past 30 years shows an upward trend
in vegetable oils against a stagnation or even a regres-
sion on certain periods of olive oil consumption.

There are two types of imported oils on the local
Tunisian market: subsidized seed oils (SO) (soybean
oil, rapeseed oil) and non-subsidized vegetable oils
(NSO) (corn oil, sunflower oil). Today, Tunisia im-
ports an average of 160.000 tons of seed oils per year
and the expenditure on subsidies supported by the
General Compensation Fund GCF reached about
250 million Dinars in 2019 representing the second
most important product after cereals [3].

This policy stabilized the price of subsidized oils
(SO) at less than 1/6 of that of olive oil over the past
twenty years. This created an important price gap with
olive oil has generated changes in consumption hab-
its at the level of social categories particularly those
with low incomes showing an increasing orientation
towards subsidized vegetable oils (Soy, rapeseed), of
low nutritional quality compared to olive oil [4].

On the other hand, during the high production
campaigns of olive oil, Tunisian exports are limited
by the quota (56700 tons) set by the agreement of
the CHTA (Complete free trade agreement) to the
European Union the first market of Tunisian OO.
This constraint induces a stock of about 15.000 tons
(NOO (National oil office of Tunisia), 2021) which
makes the promotion of the consumption of this
product an obligation to absorb this surplus.

This situation leads to significant losses; at the
level of the quality which risks to be deteriorated in
the long-term and the selling price which will be de-
creased, added to the cost of storage.

From a health point of view, diabetes, cardio-
vascular diseases and cancers are the first causes of
mortality in Tunisia [S]. This observation encour-
ages the adoption of a healthy lifestyle of which the
diet is a major part to fight more effectively against
these diseases.

Olive oil plays a major role in the prevention of
risk factors for cardiovascular diseases, such as dys-
lipidemia, hypertension and diabetes [6]. There-
fore, studies carried out in Greece and Harvard have
shown areduction of several types of cancers during
the consumption of olive oil such as, breast, colon,
epidermis, esophageal and prostate cancers [7].

Consequently, the decision makers of the olive
sector in Tunisia are called to promote the consump-
tion of olive oil, by several ways.

A solution that could improve this situation, the
stabilization of olive oil by its enrichment with natural
extracts of plants in order to preserve its quality and
consequently absorb the stock in case of trouble of
liquidation on the local and international market. This
way has been the subject of several studies [8; 9; 10]
and upstream its effectiveness during storage. More-
over it could encourage the Tunisian consumer to sub-
stitute seed oils by olive oil especially that its price will
be lower than that of an oil of the current year.

However, the studies of the attitude of the con-
sumers towards these products remain limited. Con-
sequently, it is necessary to start first by a study of
the behavior of the Tunisian consumer towards an
enriched and stabilized olive oil, with lower price.

Indeed, behavior is the way we act or react to a
situation. The study of consumer behavior helps on
decision-making, brand positioning, advertising strat-
egies and the choice of distribution channels. Studying
consumer behavior is an indispensable tool because it
helps guide a company’s business decisions and reduce
uncertainty about the choice of target consumers [11].

Faced with these circumstances, several questions
arise: What are the factors influencing the Tunisian
consumer choice when buying a food product? Ishe
ready to substitute seed oil by a new functional olive
oil with a lower price? Moreover, what price could
encourage him to do it?

In this context, a study of the behavior of Tunisian
consumer vis-a-vis edible oils was conducted to ana-
lyze the possibility of replacing imported seed oils by
this new product, to try to determine an encouraging
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price level and to build a strategy for developing its
consumption based on marketing tools.

I. Methodology

In this study, the consumer survey was conduct-
ed face-to-face, in supermarkets, public gardens,
and colleges. This approach allows to reach a large
spectrum of consumers, and to touch different age
and social categories, geographically dispersed. The
socio-economic survey on the behavior of the Tu-
nisian consumer towards olive oil and the factors
influencing his choice was carried out in five stages:

— The development of the questionnaire ac-
cording to the objectives of the survey, previously
defined;

— The collection of the answers;

— 'The analysis of the results by the statistical
software SPSS (version 23.0);

— Identification of target customers through
market segmentation;

— Elaboration of an adapted marketing strategy.

The processing of the survey data was carried out
according to two methods.

1.1. The one-dimensional method (flat sorting)

This method represents univariate distributions
giving the relative frequencies of each variable and
constitutes the simplest examples of statistical tables.
These tables are of great importance for reading
quantitative data [12].

1.2. The two-dimensional method (cross-tab-
ulation)

After coding the answers in a form suitable for
execution by the SPPSS software (version 23.0), this
method represents distributions with two variables.
It consists of crossing the results of two variables in
pairs (cross-tabulations, or two-dimensional cross-
tabulations or double entry tables) in order to de-
termine whether there is a significant correlation
between two defined variables [12].

2. Results and discussion:

2.1. Sample description:

The sample studied by our survey is composed
of 400 people. The data mentioned in the question-

naire, such as gender, age, socio-professional cat-
egory and geographical area, allow to identify the
characteristics of the spectrum surveyed.

The sample is divided into 63.9% women and
36.1% men, with a majority aged between 25 and
40 years (59.1%).

The results of the survey show that 33.1% of re-
spondents are executives, 37% students and 15% em-
ployees which explains that 92% of them have a high
level of education. These results can give a logical
overview of the attitude of the Tunisian consumer
towards the consumption of olive oil, especially
since more than 60% of respondents are responsi-
ble for the purchase of food products in their family.
The geographical origin of respondents is diversified
which allows to expand the target and reach consum-
ers in regions producer or not olive oil.

2.2. Market study results:

2.2.1. Olive oil Consumption:

Results showed that 97.3% of the respondents
consume olive oil against 2.7% who do not.

Regarding the purchase motivations, 166 respon-
dents are looking for good quality when buying a
food product and in particular for olive oil and 103
answers assert the requirement of quality and taste
for the choice of food products. However, 139 of the
interviewees stated that they consume olive oil by
habit or family tradition. Those who do not consume
olive oil explain this choice mainly by its high price
(Figurel).

This result encourages the new olive oil con-
sumption, and an opportunity to attract consumers
on the local market by the quality of olive oil which
will be stabilized and improved by natural extract
[10] and by the price which will be lower than that
of an olive oil of the current campagn.

Indeed, 72% of current olive oil consumers in Tu-
nisia, justify their brand choice by the quality-price
ratio. In addition, 47% of consumers prefer organic
extra virgin olive oil. This new concern for health and
the regression of purchasing power represent a favor-
able asset for the consumption of this new product.
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Figure1. reason for the choice of consumption or not of olive oil

With regard to the frequency of olive oil con-
sumption, we find that 50.7% of interviewees con-
sume it frequently, largely (91%) for seasoning, but
for cooking the Tunisian uses imported oils (36%
seed oil and 45% subsidized soybean oil).

Packaged olive oil does not yet attract the Tu-
nisian consumer probably because of its high price
compared to bulk olive oil.

It should be noted that 67% of respondents have
seen their consumption decrease in the last two
years, mainly because of its high price (52%) and
the loss of its quality during storage (18.3%).

In order to understand consumer behavior to-
wards enriched and stored olive oil, we asked a ques-
tion about the willingness to substitute seed oil with
a stored and enriched olive oil with natural extracts
from olive leaves at a price below the current market
price. The attitude of consumers is favorable because
64.9% of the sample show a positive or very positive
attitude, against 22% who are still neutral and the
rest of consumers seem attached to their habits. This
shows that the decision to put on the market new
categories of olive oil is appreciated by more than
2/3 of consumers.

Regarding the price, the majority of consumers
demand a price between 3 and 5 DT for a liter of
new olive oil.

2.2.2. Results using the cross-tabulation method:
Bivariate analysis

The analysis of the investigation data was carried
out using the bivariate or bidimensional method.
This method was adapted to determine whether
there is a significant correlation between two vari-
ables in order to better understand and manage the
issues that reside between the different parameters.
The coefhicient calculated is the Pearson coefficient
which is an index reflecting a linear relationship be-
tween two continuous variables taken in pairs. This
correlation coefficient varies between —1 and +1. A
negative value (negative correlation) means that the
two variables are inversely proportional and a posi-
tive value indicates that the two variables move in
the same direction. A significance level (p < 0.05)
reflects a significant relationship between these two
variables. On the contrary, a significance level higher
than 0.05 (p > 0.0S) indicates a lack of relationship
between these two variables.

In the context of our study, the objective of ap-
plying this method is to investigate the determinants
of the purchase decision of an extra virgin olive oil
stored and stabilized by the phenolic extracts of olive
leaves (Arfaouietal. [10]). The correlation between
the attitude of the consumer towards the new prod-
uct, and his age in the first place, his income in the
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second place and the frequency of purchase of olive
oil to be able to determine the target.

The results showed a positive Pearson’s coef-
ficient for the correlations attitude-income and
attitude-age (table 1). This shows that consumer in-

come and the purchase of this new stabilized olive
oil are proportional. In addition, older people show
apositive attitude towards this product than younger
ones who are generally not interested in the nutri-
tional side of food.

Table 1.— Bivariate correlations attitude-income; attitude-age; attitude-frequency of purchase

Income Age Purchase frequency
Pearson Sig Coeflicient Sig Coeflicient Sig
Coefficient | (bilatérale) Pearson (bilatérale) Pearson (bilatérale)
Behaviour 0.22 0.006 0.14 0.04 -0.008 0.23

All studied variables are significant at the 5% level.
The negative correlation between the preference for
the new product and the frequency of purchase of olive
oil shows that the subjects who do not consume olive
oil frequently are the most interested in this product,
which may be related to its price which will be lower
than the current price of oil. This category constitutes
an opening to recruit new consumers of olive oil.

2.3. Marketing startegy:

The objective of any company is to improve its
profits by increasing sales. It is therefore necessary to
stimulate demand in order to attract new customers
or to offer new opportunities to current customers.
Stimulating demand requires a process of reflection
that leads to practical actions on some or all of the el-
ements of the marketing mix (products, promotion,
distribution and price), to guarantee the effective-
ness of these actions, we must study the consumer’s
behavior in order to know his profile, his needs, his
tastes, his perceptions and his criteria of choice.

It is important for the company, even before
putting a product or service on the market, to learn
about the real needs of consumers and to design the
product or service according to their needs, then
the information collected allows to develop effec-
tive marketing strategies, which has been done in
the above.

These strategies include promotional tools, dis-
tribution methods and sales techniques aimed at
highlighting products and services and therefore
stimulating demand.

In all cases, marketing decisions must be based
on a perfect knowledge of needs, desires, buying
habits, and the decision-making process. Any deci-
sions that fall outside this rule can lead to problems
that are even irreparable for organizations. Our
market research allowed us to determine the profile
of target customers, their preferences and expecta-
tions and to establish an appropriate marketing mix
strategy. The marketing mix brings together four
fundamental elements known as the 4 Ps: Price,
Place, Promotion and Product.

The marketing mix is the choice, the dosage
and the combination of the means with which the
company wishes to act on the market. Given the
number of these means, even after having grouped
them into four groups, it will be necessary to pro-
ceed with an arbitration, notably when allocating
resources.

From the correlations studied between the pre-
disposition to buy enriched and subsidized olive oil
and the profile of the consumer, we can recommend
targeting a female clientele, with a moderately high
income and belonging to a more or less high socio-
professional category. Indeed, these characteristics
were found to be associated with the purchase deci-
sion and the favorable attitude towards stabilized ol-
ive oil. On the other hand, the taste, smell, color, and
high nutritional value of the product and its stability
over time will offer a differential advantage over ex-
isting products on the market and additional value
for future consumers.
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Regarding the marketing strategy, it should em-
phasize the promotion and awareness of consumers
through advertising at the point of sale and special-
ized media (magazine, internet, multimedia ...) of
the benefits of olive oil consumption. In this regard,
it would be appropriate to create an identity to this
product to promote it in the range of extra virgin
olive oil appreciated nationally and internationally.

Regarding the places of distribution, our survey
has noted the impact of the non-availability of the
product on the decision to buy. Hence, it is recom-
mended to expand the places of sale of our product
in supermarkets, points of sale of specialized dietetic
stores. The volume sought is that of small bottles in
tourist areas, supplements in bags in restaurants and
small cubes in general.

Conlusions:

Social policies applied in Tunisia are largely
linked to measures of subsidies and pricing of basic
necessities such as edible oils, the price and income
effect of which are decisive in consumer decisions.
This explains, despite the benefits of olive oil on
health, the orientation of the Tunisian consumer
towards imported seed oils, a large part of which is
subsidized by the state.

Therefore, the consumer should be able to access
the local product at reasonable prices. The launching
ofan olive oil enriched by the natural extracts of olive
leaves, on the local market, could be a solution to

encourage the consumption of olive oil. Moreover,
this product has been proposed as an alternative
to the seed oils and to the olive oil of the current
campaign having a high price compared to the pur-
chasing capacity and could constitute a solution to
promote local consumption and absorb the annual
stock (15.000 tonnes on average) during high pro-
duction seasons.

The objective of this work was to study the atti-
tude of the Tunisian consumer towards this product,
and the factors influencing his choices. The results
showed a positive attitude towards this product of
about 65% of the interviewees. The most attracted
trancehe are mainly women, and older people with
a middle income.

The availability of olive oil and its access seems
to be among the factors that discourage the purchase
after the price. The marketing strategy proposed ac-
cording to the correlations found, targets first the
price reduction compared to the recently processed
olive oil.

Concerning the place, this new product could be
commercialized in the restaurants as a supplement
with the sandwiches, in the tourist zones, in the air
campanies and by delivery at home by order on In-
ternet site, this to target the maximum of customers.

The final objective could only be achieved by
making consumers aware of the health benefits of
olive oil and olive leaf extracts.
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CLARIFICATION OF THE ESSENCE OF THE CONSUMER
MARKET IN MODERN CONDITIONS

Abstract. Based on the new economic conditions, for the first time, the fundamental problem of
economic science is investigated — clarifying the role of the consumer market in the socio-economic
development of the national economy in the context of the formation of new economic relations.
The article examines a range of topical issues related to the assessments and content and essence of
the consumer market, the formation of this market in the transformation period, analyzes various
theoretical approaches to the concept of the consumer market, provides a typology of the consumer
market based on various classification features, and classifies the main functions of the consumer
market etc.

Keywords: consumer market, regulation of the consumer market, classification of the consumer
market, function of the consumer market, regional market.

Due to the ongoinglong-term global economiccri-  ried outin recent years in national economies have led
sis, the consumer market is operating in the most dif-  to an increase in the supply of goods (abundance ap-
ficult and adverse conditions. Many economists note  peared on the market, mainly due to imported goods),
that the ongoing processes are systemic. Reforms car-  the process of forming a housing market, insurance,
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medical, educational services is intensifying, a market
economy and small business, competition and other
institutions have begun to develop.

It should be noted that, depending on the econo-
my entering the recession phase, stagnation of indus-
trial and agricultural production, a decrease in real
incomes and living standards of the population, as
well as an increase in consumer prices are observed.

Decrease in investment activity, depreciation of
fixed assets can lead to a man-made economic crisis.
Such a crisis could lead to a reduction in commodity
production and a new wave of recession.

The future goals and objectives of the devel-
opment of the national economy, the priorities of
structural and investment policies, the principles of
socio-economic structure are reflected in economic
development programs and state programs for the
development of the country’s regions. However, it
should be borne in mind that urgent measures must
be taken to maintain a balanced consumer demand
and supply of goods in order to normalize the situa-
tion in the consumer market.

Before identifying the role of the consumer mar-
ket in the country’s economy, in its development, it is
necessary to clearly define the content of the concept
of “consumer market”.

The ideology of a market economy was formed
over several centuries. Naturally, the changes that
occurred in the productive forces and relations of
production had an impact on the ideology of a mar-
ket economy. As a result of this influence, changes
have occurred in the apparatus of this concept, as
well as in the content of the concept of market and
consumer market.

Itis no coincidence that there are different opin-
ions about the concept of the market in the context
of its content as an economic category. However,
despite all this, they are based on purchase-sales
transactions. These operations are carried out in the
framework of the formation and development of
market economic relations. It should be noted that
the pace and boundaries of market relations depend

on how profitable, useful and favorable this exchange
is for all participants in these relations.

At the center of all these relations is exchange and
the market itself, on which a number of economic,
financial and other operations are carried out. By the
nature of the functional operations carried out by the
market as an economic category in economic prac-
tice, there are various forms of its manifestation. The
consumer market can be shown as one of the forms
of market manifestation. On this basis, it would be
correct to note that there is a close relationship be-
tween production and consumption, implemented
through the consumer market. Economic practice
mainly depends on the state of this relationship.

In general, it should be noted that there is noth-
ing more natural than a serious attitude to the phe-
nomenon of the market, its various forms and types
of manifestation in countries with developed market
economies, in particular — developed classical market
economies.

Back in the 18th century, Adam Smith empha-
sized that the ultimate goal of production is con-
sumption. Later, this idea was developed by K. Marx.
He wrote that «production acts as a mediator of
consumption, creates material for it, without it the
consumer would not have an object ... There is no
consumption without production, as well as there
is no production without consumption, because,
in this case, production would have no purpose»
(Mirz [9]).

The distribution of supply and demand between
market entities occurs in the consumer market. In
the process of the consumer market, the main goal of
all economic life is realized - it is more fully ensured
that the various needs of the population are provided
in safe and high-quality goods and services. It should
be noted that in the market of means of production
there is no demand for such security.

Along with other markets (production market,
labor market, financial market, credit market, etc.)
the consumer market ensures the efficiency and de-
velopment of the reproduction process. This is con-
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nected with all production phases: production, dis-
tribution, exchange and consumption, which ensures
the coordination of interests between the subjects of
the processing process through the mechanism of the
balance of supply and demand. The consumer market
is actively involved in material and monetary circula-
tion, regulates economic relations between individual
subjects of reproduction. It provides the movement of
money turnover in the country, and operates in the
field of lending. Imbalance in the consumer market
leads to disruptions in the country’s financial system,
the amount of money turnover is changing.

The consumer market operates along with the
labor market, because supply and demand for labor
affects the situation on the consumer market. At
the same time, various forms and types of market
manifestations, including the housing market, have
a mutual influence on each other. The growth in the
purchase of real estate by the population changes the
structure of its expenses, reduces the amount of cash
for the purchase of consumer goods, or the processes
are going in the opposite direction. Accordingly, the
development of the real estate market weakens the
monetary burden of the consumer market.

At the same time, the consumer market interacts
directly with the information market. The subjects of
the consumer market determine the direction and
volume of their activity, the channels of movement
of goods based on the information they receive. All
parts of the process of expanded reproduction, as a
self-developing system, are an instrument of socio-
economic development.

In the XIX—XX centuries, political economy was
considered as a set of socio-economic relations in the
field of exchange, because of which the social nature
of labor was fully recognized.

In this context, the concept used by many mod-
ern economists has a deeper content. They view the
market in the context of social reproduction.

Within the framework of the chosen topic, based
on the study of the main directions and content of re-
search conducted in the modern period, we can come

to the conclusion that over the past decades there is a
special need to systematize the scientific views formed
in connection with the consumer market.

On the other hand, there are important reasons
that actualize research in these areas. It should be
noted that one of the reasons for this is that in the
economic literature of foreign countries there is no
comprehensive concept of understanding the con-
sumer market. Nevertheless, there is a need for a
broad conceptual approach and all aspects of a com-
plex economic system should be reflected here.

As a result, some authors identify this with the
terms of sale of goods, the sphere of trade, while oth-
ers, speaking of the consumer market, mean the whole
set of market entities, or commodity-money relations,
expressing the relationship between producers and
consumers of material values and services.

In the third approach, the consumer market is
considered as a set of sales and purchase transac-
tions, and in the fourth approach, as the sphere of
sales of goods and services intended for personal
consumption and etc.

It should be noted that Ph. Kotler considers the
consumer market as a sphere of buying goods and
services for personal consumption by individuals
and households (Kotler [1, P. 313]).

G. Hosking believes that the consumer market
exists when people, directly or through intermedi-
aries, meet with each other to sell or buy goods or
services, or individuals or households buy or rent
goods and services for personal (non-commercial)
consumption (Hosking [8, P. 58]).

T.V. Pogodina believes that the consumer mar-
ket is an integral part of the commodity market, and
individuals, households, and other subjects of mar-
ket relations participate in the purchase and sale of
goods and services (Pogodina [4, P. 132]).

In the encyclopedic dictionary of economics, the
consumer market appears in the form of such a market
where individuals, households, or consumer goods and
services (intended directly for human consumption)
are either bought or sold (Rumyantseva [6, P. 383]).
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V. A. Nikolayev believes that the consumer mar-
ket is a system of economic relations linking produc-
tion with consumption through the purchase and
sale (Nikolayev [3, P. 111]).

All of the above views can be evaluated as a me-
chanical approach. These views concern only the
external features of the process being characterized.
However, the economic nature of the purchase-sale
process remains outside the scope of this assessment.
In accordance with this, on the basis of all the consid-
ered opinions and views, certain generalizations can
be made. Based on these generalizations, a broad and
comprehensive interpretation of the consumer mar-
ket as an economic category can be given. Here, the
consumer market appears as a system of economic
relations:

— in its development, it is subject to the influ-
ence of the state, as well as market legislation
and competition, pricing and marketing mech-
anisms;

— consumption operates on the basis of supply
and demand for goods and services;

— a connecting link that coordinates the move-
ment of goods and services from producers to
consumers in the economic and geographical
space on the basis of competition and the cor-
responding infrastructure, forms optimal pro-
portions between these areas, the exchange of
goods and services is based on prices formed
under the influence of the market;

— thebalance between the interests of market en-
tities is carried out by fully ensuring consumer
demand for market goods, solving social prob-
lems, matching income distribution to continue
future economic activity between the producer
and intermediaries.

In the definition associated with the content of
the consumer market, the consumer market acts as
an independent category, which, in turn, creates the
conditions for the formation of a methodological
approach that serves the solution of practical prob-
lems for its stabilization. All this creates favorable
conditions for its further development and effective
activities.

All this is of fundamental importance for the im-
plementation of measures to regulate the consumer
market. These regulatory measures usually serve to
maintain a balance between supply and demand.
In general, the consumer market is an integral part
of the structure of a market economy, provides the
movement of goods, completes the reproduction
process. The consumer market has strong ties with
the entire market system as well as has a serious im-
pact on the system of economic relations. On the
consumer market are reflected all the positive and
negative changes occurring in production and in-
dustrial relations. The level of the consumer market
allows us to characterize the state of the country’s
economy, as well as the effectiveness of the entire
economic system.

In our research, we approach the consumer mar-
ket as a reproductive one. The main points of this
approach are as follows:

1) factors influencing the activities of this market;

2) the formation of supply and demand in the
current and deferred consumer market from various
sources: from the incomes of the population, busi-
ness entities and the state, and other material and
financial sources;

3) the development of infrastructure and the for-
mation of a competitive environment for the con-
sumer market.
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CONSUMPTION OF ORGANIC FOOD IN TUNISIA AND
CONSUMER BEHAVIOR: CASE OF OLIVE OIL

Abstract. Food consumption has gone through important changes. In fact, consumers” aware-
ness in terms of health safety and quality has grown through time which progressively translated for
an increasing search of rights, guarantees and information. Organic products offer an alternative to
preserve health and quality but demand for these products is still low because of their high prices
compared to standard products. This study analyzes Tunisian consumers’ behavior towards organic
agro-food products with an emphasis on olive oil. Based on an exhaustive survey of 450 persons,
the variables studied in this analysis have been submitted to the methods of Principal Components
Analysis (PCA) and Hierarchal Ascendant Classification (HAC) utilizing the statistics software
SPSS. The aim of this study is to analyze Tunisian consumers’ behavior towards organic products in
order to construct a marketing strategy for developing organic consumption based on market seg-
mentation. Cluster analysis allowed us to define four groups of consumers on basis of homogeneous
characteristics: information about organic products, socioeconomic characteristics such as high in-
come and education level of consumers, perception of difference on taste and on quality and point
of sale. These constitute important variables and are primary tools for elaborating future marketing
strategies for organic olive oil.

Keywords: organic olive oil, consumer, Principal Components Analysis, market segmentation,
Probit.

Introduction back to natural and organic products considering
Nowadays, consumers more concerned about them as “noble” products. Despite the benefits of
health issues related to food quality are returning  organic products on health and environment, their
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consumption remains low due to their higher prices
compared to conventional products [ 1]. In fact, lower
productivity of organic farming and its high produc-
tion costs explain this high price which has an adverse
effect on their marketing and consumption (less then
1% in Tunisia-this trend is similar in Europe where
organic consumption is about 10%) [2; 3]. Also, there
isalack of information on the benefits and the quality
or “added value” of these products for the consumer.
In Tunisia, organic agriculture is considered strat-
egy the weight at both national level in terms of lands.
Tunisia is ranked first in terms of lands and second in
terms of world exports in 2020. Since 1999, Tunisia has
established a national strategy of organic agriculture
with the aim to improve its international competitive
position and increase the added value of the agricul-
tural exports. For increasing land dedicated for organic
farming various incentives were established in favor
of investors such as trainings and subventions (30%
for equipments and 70% for control and certification
expenses) and also by progressively enhancing pack-
aging and labeling instead of selling products in bulk.
As a result of these incentives, organic lands reached
rise from 217667 ha in 2015 to 355556 ha in 2020
(where organic olives cover 255000ha, 5282 farms
and 200 organic plants with capacity of 60000 Tons/
day) producing 244190 Tons of diversified organic
products mainly olives 100000 Tons and dates 6000
Tons. [4]. Exports increased from 1100 Ton in 2001 to
over 14000 Tons in 2012 and 65000 tons in 2018 from
which olive oil represents more than 34 of the total or-
ganic exports (48000 tons in 2020) [4].The expansion
of olive culture is due to the the easier conversion of
exploitation from conventionel to bio. Recently, Tu-
nisia has obtained the accreditation as the 8" organic
exporter to the EU market (77 of exportations) and
launched the label “BIO Tunisia” in line with interna-
tional standards, specifically designed to help consum-
ers to recognize organic Tunisian products [S].
Although all the efforts to promote this sector,
the consumption of organic products remains low in
Tunisia and production is mostly intended for exter-

nal markets. These two factors have an adverse effect
on their marketing and in Tunisia bio is about 1%.
In Tunisia, this difference in prices between organic
and conventional products ranges from 42% (dates)
to 100% (olive oil), and can reach almost 500% for
sugar and pasta. The local market is suffering also of
a lack of a specific distribution network such as the
existing some specific shops, limited spaces in big su-
permarkets and a weekly market of Soukra which was
the result of an initiative of the Organic Department of
the Agricultural Ministry launched in 2011 [6].

In order to better understand consumer perception
of organic products and taking into account the lack of
commercial information on these products, this study
was based on a national survey on this subject. This
survey targeted a population made up of a represen-
tative random sample of 450 individuals spread over
different regions of Tunisia (Tunis, Sfax, Sousse, Zag-
houan, Monastir, etc.) with the aim of gaining a better
understanding of the attitudes of Tunisian consumers.
This survey is based on two initial hypotheses that we
will try to verify the relationship between knowledge
and information on organic food and the purchase
decision. These hypotheses are formulated as follows:

H1: Tunisian citizens are aware of the benefits of
organic products but are not in favour of purchasing
these products.

H2: Tunisian citizens who are aware of organic
farming adopt favourable behaviours towards or-
ganic products.

Thus, from a theoretical point of view, this re-
search aims to validate the relationship between con-
sumer awareness and purchasing behaviour in this
case for organic products by investigating the role
of marketing in promoting these products among
Tunisian consumers.

On a practical level, this study will also lead to
a segmentation of the Tunisian market for organic
products based on the criteria retained in the survey.
This classification of consumers into homogeneous
groups according to well-defined socio-professional
and regional criteria will help guide the marketing
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policy of any producer wishing to adopt adequate
marketing strategies for organic products.

2. Methodology and data colection

From an economic perspective, this research will
verify if there is a relationship between the consumer
awareness and his purchasing behavior in the case
of the olive oil emphasizing on the role of market-
ing in the promotion of this product for Tunisian
consumers. On a more pragmatic level, this study
will also help us to lead to market segmentation of
Tunisian organic olive oil on the basis of the crite-
ria in our survey. This classification of consumers in
homogeneous groups according to clearly defined
regional socio-professional criteria will aim to guide
the marketing policy of organic producers wishing
to adopt appropriate marketing strategies for their
organic products [7].

Our analysis is based on an exhaustive survey of
a sample of 450 consumers randomly chosen and
interviewed face to face. Data were collected through
direct interviews in different points of sale of olive
oil (Supermarkets, hills, specific Bio groceries) in
five regions of Tunisia known by their higher con-
sumption of olive oil: Tunis, Sousse, Sfax, Monastir,
Bizerte [8]. The survey was structured into sections
including interest and awareness of organic products,
socio-economic characteristics, sale point, frequency
of consumption, perception of the quality of organic
olive oil and difference on taste and price between

non organic olive oil. In order to summarize infor-
mation obtained from the survey, the 62 variables
studied in this analysis have been submitted to Prin-
cipal Components Analysis (PCA) utilizing the sta-
tistics software SPSS and a Probit model to explain
the most significant variables for purchase decision
of organic products and olive oil in particular [9].

2.1. Principal components analysis

PCA is usually used to convert a great number
of observations of possibly correlated variables into
aset oflinearly uncorrelated variables called princi-
pal components. The number of principal compo-
nents is less than the number of original variables
[10]. The first principal component has the larg-
est possible variance (that is, accounts for as much
of the variability in the data as possible), and each
succeeding component in turn has the highest vari-
ance possible. The variables used in this survey can
be classified into groups including characteristics
of the consumer (age, education, sex, knowledge
of benefits of organic products), place of purchase
(oil production unit, supermarkets, from farmers),
distribution (frequency of purchase, price) and
the perceived quality and taste compared to con-
ventional olive oil. All variables are dichotomous
(dummy variables) depending on whether the
consumer response is affirmative (yes) or negative
(not) with the exception of the age variable was
used as a continuous variable.

Table 1.- Specification of the variables used in the analysis

Variables Definition of variables used Nature
Fromoilfactory The consumer buys organic olive oil from mills 0.1
Fromsupermarkets The consumerbuys organic olive oil from big surfaces 0.1
FromFarm Theconsumer buys organic olive oil from farms 0.1
Frequency The consumer buys organic olive oil frequently 0.1
Age Age of consumer continuos
Difference in taste Difference in taste between organic olive oil and conventional 0.1
Difference in quality Difference in quality between organic olive oil and conventional 0.1
Price Price difference between organic olive oil and conventional 0.1
Education level Higher level of education Higher level of education 0.1
Sex Male or female 0.1
Information on organic | Knowledge of organic products benefits 0.1
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As a first step of this analysis, a principal com-
ponents analysis (PCA) was chosen with the aim of
grouping variables on axis. In order to be able to ap-
ply PCA, there must be enough variability among
variables to avoid singularity problems between

them. Correlation between selected variables (Table
3) justifies and consolidates the PCA, because we
notice the inexistence of highly correlated variables
and a determinant value of 0.125 which validates the
use of PCA.

Table 2.— Matrice of correlation between variables

Fr(')m- Super- | From- |Frequen- Age Taste Dif- (.luality- Price
mills | markets | farms cy ference | difference
From mills 1.000 | -0.646 0.316 0.168 | -0.096 | -0.289 0.279 -0.114
Supermarkets -0.646 1.000 | -0.329 | -0.179 | 0.078 0.152 | -0.022 0.016
From farms 0.316 | -0.329 1.000 0.058 | 0.019 0.115 0.084 0.121
Frequency 0.168 | -0.179 0.058 1.000 | -0.007 | -0.01§ 0.168 -0.217
Age -0.096 0.078 0.019 -0.007 1.000 0.184 -0.241 0.015
Taste difference | -0.289 0.152 0.115 | -0.015 | 0.184 1.000 | -0.742 0.137
Quality 0279 | -0.022 | 0084 | 0168 | -0241| -0.742 | 1.000 | -0.153
difference
Price -0.114 0.016 0.121 -0.217 0.015 0.137 -0.153 1.000

As shown in (table 3), variables related to the
place of purchase such as oil mill and supermarkets
(-0.646) and those relating to the quality of organ-
ic olive oil as, difference on taste and difference on
quality (~0.742) remain highly correlated. However,
this correlation does not will cause future singularity
problems that several survey questions are a multiple
response and the consumer has several options.

Secondly, concerning the signs of the relation-
ships between variables can be said that consumers
who want to perched bio speak directly to mills and
farms and not to supermarkets. About the taste and
quality consumers have misconceptions about or-
ganic and as in the case of most organic products,
consumers believe that the improvement in quality
is accompanied by a bad taste binds with the absence
of treatment and additives.

2.2. Cluster analysis

In order to summarize information obtained
from the survey, AHC was performed to complete
the Principal Component Analysis (PCA) with the
objective to create a typology of consumers which
includes homogeneous groups of individuals accord-
ing to a number of variables studied in the survey.

[11].To measure the similarity of variables between
two individuals, we use the Euclidean distance. The
aggregation method used to measure the distance
between two groups was Ward’s method based on
the meeting of the two classes that minimizes the
increase in intra-class inertia. The result is shown on
the chain aggregations and represented graphically
in the dendrogram which indicates the number of
classes and the order in which the successive aggre-
gations were made.

2.3. Probit model

As the interest of this study is to see the reasons
that influence the buying decision of organic olive
oil, a probability model (Probit) was applied. As de-
pendent variable of this model, purchasing decision
has chosen in dichotomous mode (1 if the consumer
buys olive oil and 0 if not).As explanatory variables
and in addition to scores of 4 axes, given as result
of the PCA analysis, some other variables were con-
sidered (table S).In probability models, the most
important is the percentage of correctly predicted
values (91%) as well as the signs and significance of
the coefficients of variables because the amplitude of
coefficients is not important.
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3. Results and discussion

3.1 Survey Result

3.1.1 ACP results:

The main goal is to reduce the data by grouping
them into axes or factors whose number can range
from 1 to 8 (total number of variables). (Table 3).The
same table shows that the first axis explains 29%, the
second 20%, third and fourth explain respectively
15% and 11% of the variance between the initial vari-

ables. From the Sth axis explanatory power becomes
weaker and for this reason keep four axes that can ex-
plain 74.772% of the variability of the eight variables.

The number of axes to consider is also subject to
the subjectivity of the analysis carried out, but tests
or charts can facilitate the task and assist in deci-
sion making. The diagram shows the Eigen values in
terms of number of components confirms that must
be satisfied for a maximum of 4 components or axes.

Table 3.- Total Explained Variance

Initial Eigen values
Components - -
Total Variance% Cumulative%
1 2.316 28.954 28.954
2 1.609 20.110 49.063
3 1.165 14.566 63.629
4 0.891 11.143 74.772
S 0.812 10.150 84.922
6 0.701 8.765 93.687
7 0.336 4.200 97.888
8 0.169 2.112 100.000

After choosing the number of axes (four axis),
for each one of them we must assign one name ac-
cording to its most determining variables.(Table 4)

Axis 1: it is determined by the variable purchase
olive oil from oil mills, supermarkets and farm. We
can give him the name of “place of purchase”.

Axis 2: it is determined by the variables, the dif-
ference between organic and non-organic olive oil in

terms of taste and quality. We can therefore appoint
quality. We can give him the name of “quality”

Axis 3: it is determined by the variables, frequent
consumption of organic olive oil and its price. These
variables are related to marketing. We can give him
the name of “marketing”

Axis 4: it is determined by the variable age of the
consumer and income. It is called socio-economic perfil

Table 4.— Component matrix after rotation (a)

Components
1 place of purchase | 2 quality | 3 marketing | 4 socio-economic perfil
From Mills 0.789 -0.304 -0.174 -0.037
From supermarkets -0.839 0.036 0.136 0.079
From farm 0.703 0.098 0.176 0.065
Frequency 0.196 0.043 -0.760 -0.052
Age -0.020 0.141 -0.005 0.985
Difference on taste -0.047 0.938 0.024 0.055
Difference on quality 0.074 -0.892 -0.103 -0.121
Price 0.124 0.165 0.773 -0.054
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3.1.2. Results of the Hierarchical Ascendant Clas-
sification (CAH)

The Ascending Hierarchical Classification
(CHA) identified four homogeneous classes on the

basis of homogeneous characteristics taking in ac-
count the following aggregation table and dendo-
gram from SPSS results

Table 5.— Agglomération Schedule

Stage Cluster Coefficient s Stage cluster first ap- Next Stage
pears
Dimension 0 Cluster 1 | Cluste 2 Claster 1 | Claster2

1 434 0.000 0 0

2 318 0.000 0 0

3 271 0.000 0 0
445 72 74 370.903 428 433 446
446 3 72 413.231 441 445 447
447 3 8 462.1441 446 442 449
448 1 2 524.402 444 443 449
449 1 3 600.024 448 447 0

Figure 1. Dendrogram (From SPSS)

« First cluster rational consumers

The first cluster accounts for 23% of respondents
and is mainly characterized by young consumers (age
between 25 and 40 years) with an average income
level. Consumers in this group join not for beneficial
aspects of organic food but essentially commercial
factors. So the lacks of attention perception of or-
ganic products as not competitive prices compared

to conventional products drive the consumers to not
buy it because of its high price.

« Second cluster: Fans

This group accounts for almost 27% of respon-
dents. Consumers in this group show a good attitude
to organic products and a deep concern in its ethical
and environmental aspects. With regard to socio-eco-
nomic characteristics, consumers are between 40-50
years old, households in this group mainly consist of
three members, benefiting from an above-average in-
come, higher levels of education. This group pays at-
tention to organic labeling and has a high frequency
of the consumption of organic products in everyday
life. Among the most commonly consumed by this
class products we found organic olive oil, considered
better for health.

« Third cluster: Immature

Includes 32% of respondents, who are young and
low-income consumers, with a low level of studies
and expressing no concern towards organic prod-
ucts. These individuals are not interested of organic
products in their sales whose consumption appears
Immature.
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« Fourth cluster: Natures

This group accounts 18% of respondents whose
age is above 40 years. They are aware of the benefits
of organic on health and on environment, but their
consumption is associated to really pragmatic mo-
tivation and hampered by the high price of these
products.

To conclude, we can say that the small family size,
high income and advanced level of education of con-
sumers are pragmatic motivations to consumption of
organic food products.

3.1.3. Probit result:

The results of the probit model are presented in
(Table 3). Factor 1 (place of purchase) and Factor

2 (quality) had a positive sign, while factors 2 and 3
(marketing and age) are negative. The same on the
level of higher education and sex were with positive
signs. Knowledge of organic products and point of
sale had a negative sign. As a conclusion, we could
say that the place of purchase and the best quality of
organic olive oil stimulates the frequency of purchase
by the consumer. With regard to the place of pur-
chase factor, which initially had a negative relation-
ship with the purchase in supermarkets, it indicates
that the consumer buys organic olive oil directly in
oil factories or farms. Quality remains an important
factor to increase consumption and frequency of
purchase of organic olive oil.

Table 6.- Coefficients of the probit model

Coefficient Degree of freedom Sig.
Place of purchase 1.294 1 0.036
quality 0.408 1 0.365
marketing —4.298 1 0.000
Age 0243 1 0.609
Higher levels of education 0.045 1 0.958
sex 1.605 1 0.063
knowledge bio -0.810 1 0.145
Point of sale -0.038 1 0.966

The negative sign of factor 3 (commercialization
of organic olive oil) indicates that the distribution is
considered by the consumer as a barrier, especially if
we consider the price (prices of organic products are
higher than same conventional products), therefore
demand/price elasticity is very high (price remains
the main concern of Tunisian consumers and a ma-
jor constraint for organic product consumption). As
for the 4™ factor (age), we observe that the negative
sign (although not significant) indicates that young-
er people are more aware of the benefits of organic
products. Since its recent introduction in Tunisia,
the consumer has not yet included these products in
his consumption habits. Concerning level of educa-
tion, organic food consumption increases with high
socio-professional category. Knowledge of organic
products, with a negative sign, means that the con-

sumer is not stimulated by this factor to increase the
frequency of purchase of organic products. Finally,
place of purchase is not considered by the consumer
as an important factor when purchasing.

4. Conclusion:

The information from a survey could serve pro-
fessionals for a better understanding of consumer be-
havior in Tunisia towards organic products allowing
them to act on the most significant factors in order
to develop the consumption of organic products in
Tunisia. In this respect, we may recommend to con-
centrate on marketing in distribution channels such
as supermarkets highlighting the benefits of organic
products. Also, applying prices close to conventional
products will help targeting a range of consumers
with high financial resources who are willing to pur-
chase these products.
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In general, this study has allowed first to rank
trends and consumer perceptions towards Tunisian
organic products (principal component analysis)
and in the second place to look for the most impor-
tant factors influencing the frequency of purchase
of these products by reference to a product appreci-
ated by Tunisian olive oil is organic. The informa-
tion comes from a survey conducted in this regard in
order to be as close as possible to the consumer. The
statements that follow from this analysis will serve
professionals to better understand consumer behav-
ior and Tunisia play on the most significant factors
in order to promote and consolidate the consump-
tion of organic products in Tunisia. In this term we
may recommend more publicity to better know the
benefits of organic products, a price close to the most
studied and conventional products, targeting a range
of consumers with high financial resources and will-
ingness to acquire these products.

In general, this study has allowed first to rank
trends and consumer perceptions towards Tunisian
organic products (principal component analysis)
and in the second place to look for the most impor-
tant factors influencing the frequency of purchase
of these products by reference to a product appreci-
ated by Tunisian olive oil is organic. The informa-

tion comes from a survey conducted in this regard in
order to be as close as possible to the consumer. The
statements that follow from this analysis will serve
professionals to better understand consumer behav-
ior and Tunisia play on the most significant factors
in order to promote and consolidate the consump-
tion of organic products in Tunisia. In this term we
may recommend more publicity to better know the
benefits of organic products, a price close to the most
studied and conventional products, targeting a range
of consumers with high financial resources and will-
ingness to acquire these products.

In addition to these marketing tools, organic ol-
ive oil consumption could be promoted on base of
its better sensory quality. In fact, recent studies con-
firm that acidity is inferior when the olive oil was
extracted from biological olive fruits. Moreover, the
phenolic compounds in olive oil issued from the
biological olive are higher than phenols in olive oil
issued from conventional olives (Ben Mohamed et
al. [7]). In fact, the phenolic compounds of olive
oil have multiple biological effects, including anti-
oxidant activity, nutritional properties suggested
to play a incentive role in the development of or-
ganic oil consumption not only in Tunisia but also
all over the world.
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Abstract. The article is devoted to the strategy of online promotion of goods and services, which

is currently one of the key elements of the company’s marketing plan. According to the authors, it

fixes the goals of advertising campaigns, basic approaches to marketing communications, tools for

promoting a product to the market. The authors believe that the developed promotion strategy will

help the company to find the required number of clients, which will ensure the profitability of the

business. The authors reviewed and analyzed the features and types of B2B companies. The object of

the research is the strategy of promoting the company’s goods and services in the B2B sector.
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Introduction

Nowadays, potential customers turn to search en-
gines to find solutions to their business problems,
read blogs and visit websites to find the information
they need.

A website is an excellent sales tool: it works
around the clock, provides website visitors with
the information and content they need to make an
informed decision and allows them to interact with
the business.

A properly configured and positioned website
can be the beginning of a sales funnel in the B2B
sector, contribute to the formation of a base of po-
tential business customers among site visitors from
the moment they click on the link to the readiness
for sales.

Important characteristics of a B2B company
website are:

Visibility

It is important for any B2B company that a po-
tential client can find a business on the Internet. Ifa
company does not have a website or is not optimized
for the required keywords related to what the busi-
ness is doing, it will be difhicult for stakeholders to
find a site to interact with the company [1].

Content

Site visitors will search for content that can help
meet their needs. Using the site, you can post compa-
ny content and create new pages for it at any time. In
addition to the website, you can use social networks
and e-mails to post content. The more relevant, high-
quality, thematically oriented content there is on the
site, the more opportunities for attracting and con-
verting potential customers.

In addition, each content created will have its
own URL and target a specific keyword, which will
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provide more opportunities for interested parties to
search the Internet. Thus, the more quality content
a site has, the more organic traffic it will attract [2].

Advertising

A B2B company website is a relatively small in-
vestment, relative to the cost of all business goals and
objectives. From the very beginning of its operation,
the search engine has been optimized and now it is
tuned to work with potential customers. The site
continues to deliver business results while it is on-
line. The Internet has a much greater openness than
any other channel, with the help of it clients can find
a business anywhere at any time [3].

All Day Long Sales

Having a website gives a business the opportu-
nity to interact with potential customers around the
clock and make sales. An online presence increases
the number of contacts that impact a business on
potential customers and helps it attract new buyers.
With a website, a small business can quickly become
an international business as it is visible worldwide
and begins to grow and scale.

Building Business Credibility

As the company continues to create and publish
search engine optimized content on its website, its
position in search has accumulated. Statistics show
that having a website increases confidence in the
business among potential customers. According to
a Verisign study, 56% of those surveyed said they
would not trust a business without a website. Thus,
without a website, a company can miss out on more
than half of its potential customers.

Consider the sites suitable for B2B companies
and the specifics of their work.

An information site is a resource whose main
purpose is to inform users about the current activi-
ties of a company. The content of such sites is widely
presented as graphical diagrams and large amounts
of text. I can find such sites in the structure of gov-
ernment organizations, religious groups, commercial
and non-profit companies, organizations involved in

public affairs [4].

Commercial sites are an important type of site for
companies and organizations. The information on
commercial sites is primarily intended for investors,
sponsors, current and future partners, and clients.
This site attracts new customers and partners and
therefore increases the revenues of the organization.
The content of the site comprises official informa-
tion: the goods and services provided, contacts, bank
details, persons of the founders and co-owners of the
organization, data on the presence of branches and
representative offices of the company. This type of
site implies a large number of pages with separate
pages for each section and subsection.

Combined type — combines the basic functions
of both information and commercial sites. This can
help to save the company’s budget for the develop-
ment of the Internet portal. When developing such
a project, it is necessary to clearly define the main
priorities and needs of the company, to determine
what income is planned to be obtained from adver-
tising. Some companies, when they first visit the site,
offer the visitor to choose which section he wants to
see. At the same time, one site works, occupying one
domain zone [S].

Presentation site (business card). This is a small
site mainly used to inform about the company’s prod-
ucts, advertise new products, and get acquainted
with upcoming promotions. This is a small ad on the
web. Such sites, as a rule, have a simple construction
scheme, the content of the site is based on colorful,
juicy ads, bright, attractive fonts, and slogans. They
are distinguished by an abundance ofillustrations. The
purpose of the site is to tell about a product or service.

Entertainment portal. This is a site designed to in-
crease customer engagement through interesting and
unusual content. This type of content may include
special promotions, hands-on jokes, fun games, and
quirky apps. All this work is accompanied by colorful
animation.

Help site or navigator. This type of resource
should help the buyer or client find the informa-
tion they need, both about one product and about
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all products in general. It can be a search engine, a
reference site, a survey, and rating systems.

Analysis of the target audience of the company’s
services. Determination of the target audience, its in-
terests, and purchase motives is necessary for the cor-
rect choice of channels and promotion tools, as well as
the formation of a value proposition. In addition, the
analysis will help determine which promotion tools
are more profitable to use, what information needs
to be placed on the site, which design is preferable to
choose. Let’s analyze the target audience [6].

Suppose that at the moment the company has 25%
of the area leased to 7 different companies. First, you
need to analyze existing customers, their character-
istics, and purchase motives. It is necessary to draw
up a questionnaire for interviewing representatives of
existing companies, comprising 14 questions:

1. What industry does your company belong to?

2. Describe your key business processes?

3. How much stock do you have?

4. What and how has to be transported in busi-
ness activities?

5. What or what premises does your company
rent? (warehouse, production, office)

6. How long has your company been renting this
space?

7. What is the area of the premises rented by the
company?

8. How long has your company been in the mar-
ket?

9. Where did you rent premises before (if the
business is not new)?

10. Why did the company decide to change the
place of the lease?

11. Where and how did you search for informa-
tion about commercial premises?

12. Tell us about the other options you are con-
sidering. Why did you choose our company?

13. For how long are you planning to rent the
space?

14. What do you like and dislike, as an employee,
on the territory of the property complex?

15. How do you get to work?

16. How many minutes does your trip take on
average? [7]

These questions help to identify the following
parameters for drawing up a portrait of the target
audience and segmenting it:

— Characteristics of the business that rents
space;

— Characteristics of the areas that each type of
business chooses;

— Purchase motives (what contributed);

— Reasons for choosing (what advantages are
important) ;

— What needs to be improved in the conditions
for employees of tenant organizations.

In addition, these questions help to understand
how to build the promotion of rental services: what
advantages to focusing on, what problems the pur-
chase of our company’s services solves.[8]

Interviews should be conducted using sound re-
cording equipment. Based on the results of the inter-
views, the motives for renting space can be clarified,
for example:

— Relocation due to business expansion, the
need for a larger area;

— Moving from the suburbs to the city center;

— Search for a convenient transport location for
the transportation of goods, etc.

The reasons for choosing the property complex
of a company providing services identified, as a result
ofinterviewing existing clients may be the following:

— Good condition of the premises, their readi-
ness for operation (availability of electricity, heating,
sewerage);

— Convenient geographical and transport loca-
tion;

— Availability of a choice of premises for differ-
ent purposes;

— Access control;

— Availability of internal infrastructure: roads
and sidewalks, parking, canteen (quote: “employees
will be comfortable”).
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The next step is to consider the requirements for
tenants from the service company. A company may
include the following desirable qualities of an enter-
prise:

1) Financial stability, timely payment of rent pay-
ments,

2) Preferred “clean” production, for example, as-
sembly lines for technical goods, computer, house-
hold, and industrial equipment;

3) The preferred availability of citizenship of the
country where the resident is located for all employ-
ees of the organization (in connection with the ac-
cess control);

4) The enterprise should preferably not have the
status of increased secrecy, since other organizations
are supposed to be located on the territory;

S) The activities of the enterprise must be legal.

In addition, it should be noted that based on the
characteristics of the territory, the availability of ac-
cess control, which cannot be completely canceled,
tenants cannot be organizations engaged in direct
B2C trade in the territory, and other companies that
require a constant flow of customers, for example, a
fitness center, a clinic, shop [9].

Financial and educational organizations should
be excluded. It is also important to focus on the ratio
of production, warehouse, and office space: 50, 33,
and 17%, respectively. This suggests that it is neces-
sary to search mainly for leasing companies, and not
for management companies. First, look for large and
medium-sized enterprises. The most profitable for
the company will be clients whose enterprises can
occupy all 3 types of premises. These can manufac-

ture enterprises with warehouse stocks and manage-
ment personnel.

Based on the analysis of existing tenants, the
company’s attitude to potential customers, charac-
teristics of the territory and premises, the following
main audience segments can be distinguished:

1) Enterprises for the production and/or assem-
bly of household or computer equipment;

2) Mechanical engineering;

3) Sewing factories, sewing production;

4) Medical or scientific laboratories;

5) Furniture factories;

6) Production of household chemicals or cos-
metics;

7) Bakeries;

8) Packing shops;

9) State-owned enterprises of the nuclear or mili-
tary industry [10].

Thus, the most target segments are enterprises
for the production and assembly of household or
computer equipment, medical or scientific laborato-
ries, and packaging shops. But all of these segments
should be considered as potential customers since
their compliance with the requirements and rental
conditions is quite high.

Conclusoin

The analysis of promotion tools showed that the
site is one of the most effective promotion tools in the
B2B sector in the field of real estate rental. Having your
own website will help increase the credibility of the
company in the eyes of potential clients, it is most con-
venient to consider and select a property and quickly
find contacts to communicate with the organization.
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Discussion: Currently, specialists around the
world are developing methods to speed up the pace
of construction. Ways to reduce the construction
time of buildings have a positive effect on the eco-
nomic component of construction projects, help to
effectively solve several social and environmental is-
sues. It directed this improvement in construction to-
wards the automation of production, the unification
of structural units, and the reduction in the weight of
the structures being erected, something inextricably
linked with an increase in manufacturable.

In addition, to determine the value of the most
probable value of labor productivity, classical meth-
ods of probability theory are used. The application
of methods of probability theory assumes some array
of values that describes the change in a random vari-
able. However, it is important to note that the exist-
ing state standards for the application of probability
theory methods establish the minimum value for the
number of measurements in a sample [1].

The domestic construction management system
assumes a traditional vertical structure, in which
the role of the object of influence belongs to the
divisions of the company or organizations that are
subordinate to it. Abroad, the situation is unique —
they’re the construction project plays the role of the
specified object. It based the described approach on
the concept of management, covering such a pro-
cess as implementing a construction project. We are
talking about the type of integrated contracts when
the organizer of the construction process bears the
maximum responsibility for it. Integrated complex
contracts used during construction provide a result
in which different elements (scientific and techni-
cal, informational, social, economic) are combined,
which leads to a synergistic effect that determines
the horizon and direction of activities carried out
during construction by an engineering firm. Veri-
fication of these elements is different qualitative
characteristics.
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Asall stages of the project are implemented (from
investment analysis to commissioning and during
the consideration of the life cycle of the object to its
liquidation), the probability of their identification
increases.

It is advisable to refer to the concept of “efficien-
cy” if it is necessary to evaluate the process within
which various technological products and solutions
(technical, managerial) are being introduced. It is
a qualitative category, which is associated with the
intensification of relations between the parties in-
volved in the investment and construction process.

When talking about the main three parameters
of project management, we are talking about time,
quality and cost. High quality must be ensured in any
case, this is a constant value that cannot be adjusted.
The work on the project is considered completed
only if the quality indicators are met. Consequently,
only two of the three parameters are variable, their
indicators are not fixed. It’s about time and cost.

In reality, construction project executors, who
focus only on quality, but maneuver in terms of cost
and time, as a rule, are not able to solve the problem
in full (complete the object on time, meeting the al-
lotted budget). According to the study [2], only 12
out of 1449 projects (less than 1%) were successfully
completed at the stated price or less. Not the best
result was given by the second study, which covered
3000 additional objects [3].

Budget overruns (Cost parameter) are not neces-
sarily directly related to project delays (Time). An
increase in the number of working investments and
equipment (i.e., an increase in cost) does not guaran-
tee the completion of the project within the project
time [4]. It is assumed that the correct use of the
so-called time compression techniques (Time Com-
pression Techniques - TCT) will contribute to the
successful implementation of construction projects.

The previously undeniable attitude “Be the fast-
est or be the last” [ 5], today, in the sectoral applica-
tion of deadline compression techniques, does not
sound so categorically. But so far, not all companies

are aware of the need to introduce modern time man-
agement methods, without which it is problematic to
compete in today’s economic conditions. They need
to remember this rule.

When planning and implementing construction
projects, conflict situations constantly arise due to
lack of time and other limited resources [6].

In the involvement’s context of the TST or the
“compression” of the production plan, the cost of
the project increases because of the involvement of
additional labor resources and technical equipment.
Here, the project management needs to prove a cor-
responding increase in the project’s profitability in
the future.

The hierarchical model proposed for the devel-
opment of strategies by M. Porter caused a wide res-
onance, with the help of which the competitiveness
of companies in a complex business really increases.
Project management is no exception.

The model includes Cost Leadership, Differen-
tiation, and Focus [ 8]. For all structures, the “Time”
parameter is very important. The most common
measure of service quality is the SERVQUAL model
(developed by Parasuraman, Berry, and Zeithalm in
1988). It is used in assessing the degree of customer
satisfaction according to the following criteria:

— tangibility — equipment, personnel;

— reliability — the company strictly adheres to
deadlines and high quality when delivering services;

— responsibility — the staffis accustomed to pro-
viding assistance to customers quickly and flawlessly;

— confidence - the professionalism and experi-
ence of employees inspires confidence in the com-
pany; empathy is an attentive attitude on the part of
the company to each client [7].

These criteria depend on the “Time” component
since the client requires not only the quality of ser-
vice but also immediate execution.

Traditional project management provides for the
presence of a margin of time — work begins a little
earlier (ends later) of the deadlines specified in the
project. The critical chain method provides for a
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common time bufter for the construction project,
which allows you to attract additional resources or
increase the time of the project as a whole [10].

The time buffer provides project safety insur-
ance, as it provides a margin of time for the entire
project, and not for individual parts of it (unlike the
Critical Path Method, CPM). Statistics show that the
required buffer should be significantly less than the
time reserves for individual jobs that make it up.

Effective management of a fast-cycle company re-
quires new approaches since it is an integrated system,
a complex that unites decision-making points aimed
at coordinating interrelated actions to produce the
products and (or) services required by the customer.

Next, we will describe as an example one of the
sectors of the integrated management system — a
cross-functional team of specialists representing
different departments of the company. TST consists
of two components — optimization and design. The
first option — T'ST is used in an already implemented
project, in cases where it is impossible to complete
the work on time in any other way. The second - TST
is laid during planning [8].

The application of TCT is a business strategy
that replaces the traditional process of product or
service development, project planning, and imple-
mentation, i.e. a sequential approach, with a parallel
or simultaneous approach.

This strategy has some similarities with the orga-
nizational changes involved in implementing Total
Quality Management (TQM) and is like the optimi-
zation process in the sequential approach described
above. We can make larger organizational changes
through widespread business process re-engineering
(Business Process Re-engineering — BPR) [9].

According to Tamhain, effective control in par-
allel engineering, or, in this article, TCT, can be di-
vided into three phases:

Phase I. Organizational systems design: using a
systems approach; building on existing control sys-
tems; development according to customer require-
ments.

Phase II Creation of the system: formation of an
implementation plan; initial testing of new technol-
ogy; ensuring a high level of management and leader-
ship; confronting fears and conflicts; early identifica-
tion of problems and their resolution; encouraging
the project team to improve the process; investment
of time and resources.

Phase III. Management in competitive engineer-
ing and TST:

— effective project planning;

— formation of the command structure and pro-

duction processes;

— creation of interfaces;

— staffing of the project team;

— communication of organizational goals and
results;

- encouraging enthusiasm and interest in work;

— creation of productive communication chan-
nels;

- implementation of actions to strengthen team
spirit;

— creating an atmosphere of collective respon-
sibility;

— control of conflict and problem situations; in-
stilling in team members a sense of interest and
personal responsibility;

— attracting senior leaders among their allies;

— providing appropriate leadership support;

— creating healthy competition, but at the same
time friendly environment [10].

One of the most important ways to success-
fully implement TCT is to create a team consisting
of employees from different departments (Cross-
functional Team — CFT). Some companies form
them in the form of working groups. Such a cross-
functional command is used when applying the Fast
Pass method.

Conclusion: Thus, to date, specialists have not
sufficiently explored a large subject area related to
the use of time compression techniques, which sug-
gests its further study and improvement. Complexity
characterizes the area covering traditional construc-
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tion project management, although managers are  ment. With the right design, planning, and applica-
often forced to act in the presence of three param-  tion of time compression techniques, the likelihood

eters (quality, cost, time). Parameters and various  of success in areas such as project management and
participants have multidimensional interfaces, which ~ project management of construction projects in-
further increases the complexity of project manage-  creases.

10.
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1. Motivation

Due to its function of risk hedging, financial deriva-
tives has taken up a huge proportion of the financial
market, with its estimated value far more than the sum
of all countries’ gross domestic product. Considering
the importance of this market which includes options,
futures, and so on, it is crucial for the common public
to obtain a way of measuring the value of derivatives. In
the case of option trading, asset pricing makes it practi-
cal to determine a strike price of option contracts that
both buyers and writers could be convinced of.

2. Financial Data Visualization

The return data is probably one of the most im-
portant examples of financial data. Due to its possi-
bility of being extreme negative and extreme nega-
tive, the normal distribution is often used to describe
its movement and distribution. Since the stock re-
turn is in the following formula relationship with

respect to stock price:

5% _p ~N(u,A)

0

It thus goes without saying that the stock price
follows log normal distribution once the normal
distribution is assumed by the return data. When I
study and plot the finaical return data of SP 500, it
indeed demonstrates great normality.

Lastly, when I calculate the value of options
using the black scholes model, I also discover that
lognormal distributions can best describe the value
of St.

3. Model

3.1 Some Definition

« Random variable.

According to The Practice of Statistics, Fifth
Edition, for Advanced Placement (AP®) Statistics,
a random variable takes numerical values that de-
scribe the outcomes of some chance process. Dis-
crete random variables form a set of values with
equal gaps between adjacent values, whereas con-
tinuous random variable is selected from a infinite
set that covers the entire domain of the probability
distribution.
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SP500 Return Data
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« Expectation go down with percentage d and probability 1-p. If we
Discrete keep repeat the process n times, we have the follow-
E[X] =Zi:1X P ing tree repres.entation to describe the stock price
where p, is the probability for X = X, movement trajectory.
Continuous =0 n=l n =2 n=3
E[X]:fxf(x)dx e
where f(x) is the probability density function z
o Variance , ulS,
Discrete /v N
N S, 14§
VaR[X]=Y (X, ~E[X]) orE[ X* |- E*[X] oyl Pl

i=1
Continuous
Var[X] = fxzf(x)dx - E*[X]
« Central Limit Theorem
The central limit theorem implies that when we
have infinity sample data from one distribution, the
sample means of the distribution follows the pattern
of normal distribution.

\/; Z:Xi ~N(,u,(72)

3.2 Model Setup

Given the initial stock price S, the price of the
stock can either move up or move down. The model
starts with a very simple bivariate case study where
it assumes the stock price at next time step S, can go
up with percentage u and probability p, and it can

'I.I.d.Sn

!
d.S, ud'.S
P .

m dis,

d‘l. S.)

Figure 2.

If we adopt this model to describe the stock price
movement, we could potentially derive the future
stock price given the probability # and movement
percentage 1 and d . Notice that for the future stock
price, the trajectory doesn’t matter, and we just need
to count how many times does the stock price move
up and down. The price movement dynamic might
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seem to be unrealistic at the beginning, but the mod-
el could evolve step by step to a much more realistic
model.

3.2 Binomial Probability

Suppose that after n time step, we reached at
some future time step T, then each one step is equiv-
alent to A =Z. Now if the stock price S, is of our
interest, we have could have S, tobe modeled by the

following equation:
S, =SRRR,..R =Sud"™

Where:
« x is the number of times the stock price
moves up;

« n—x is the number of times the stock price
moves down.

It is thus straightforward to observe that x fol-
lows binomial distribution with parameter n and p:
X ~ Binomial(n,p)

According to the discrete random variable expec-
tation and variance formula, we have
E[S,]=E[S,RR,R,...R,] = E[ Su"d"™ | =

=20 S d" ™ p(X =x)

VaR([S;|=VaR[S,RR,R;...R,]
= Zi St d" p(X = x) = E'[S;]
Specifically, for n =1, assume p = % , we have:

E[Sl]:%so(uﬂi)

1
Var[s,]=s; (v +d*)-E[S,]
From the reality, we could estimate on average
the one-time step stock return with
E[R]=1+b5
VaR[R | =c’A
If we match up with the formula above, we could
solve:

%So(u+d)=so(1+bA)

1
Esg(uz +d*)-S; (1+bA) =0’ A

And obtain:
u=1+bA+ O'\/K
d=1+bA-cA
Since we only need to match the mean and the
variance asset pricing model to the data, we could

alternatively model:
S, =S,R'R}...R}
With
R =(1+bA)(1+X,)
and
bA withp=1/2
X, = 1+bA
_ovA withp=1/2
1+bA

3.3 Central Limit Theorem

Now the model is not very realistic because it re-
lies heavily on the assumption that within a short
time period A, the stock price can only move up or
move down. Ideally, we want to take the limit of the
time period A to be 0, so that the stock movement
can have many different possible cases.

If we take log on both side of S, from 3.2, we
have

log($S,) =log(S, )+log(1+bA)+log(1+X,)

When A is small, we can apply the following Tay-

lor Expansion approximation
log(1+x)=~x
And we have
log($,)—1log(S,) ~ bA+log(1+X,)
=bA+E[log(1+X,) |+

log(1+Xt)—E[10g(1+Xt )]

Glog(1+X1)

If we apply the central limit theorem on the last

+O

log(1+X,)

term, we obtain:
log($,)—1log(S,) = bA—%O'zA-i-

o’A

log(1+X,)+
+O'\/X : =~

oA
~ (b —lasz + N(O,GZA)
2
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and if we add the left-hand side repeatedly up to S, :
log (S, )—log(S,)=log(S, )—log(S,_, )+
+log(S;_, ) —log(S;,)+...+1og($,) =
~ (b - %62 ]T + GN(O,T)
This is implicitly saying that:

S, = Soexp[(b - %62 jT + GN(O,T)}

3.4 Option Pricing
One of the most straight forward application of
such a generalized binomial asset pricing model is
to conduct asset pricing for financial derivatives. For
example, if we want to investigate the price of a call
option:
C,= max(ST - K,O)

We just need to apply the expectation formula for
continuous random variable:

E[C,]= E[ max(S, -K,0) |=]",(S; (x) - K)" f (x)dx
Specifically, after taking the risk-free discount

factor into consideration, the option price today can
be derived as below:

E[C,]=E| exp(—rT)max(S, - K,0) | =
= exp(=rT)E[(S; =K )i g )=
= exp(=rT)E[ S, 15 |-exp(-rT)KE| 1 |=
= exp(—rT)E[ Sy |-exp(~rT)K P(S, > K) =
= exp(—+T) 2 5, £ (S, )dS, ~exp(~rT)K P(S, > K)
Notice that for the second part

P(S; >K)=P(In(S;)>In(K))

—1-F ln(K)_ln(So)—(r—ioij

. (r—;aijHn(SO)—ln(K)

oNT

oNT

Ink—InS, —(r—;oij

For the first part, denote u =

oNT

exp(—rT)ff S f(S;)dS, =exp(—rT)jjSo exp((r_%cﬂ]]uraﬁz f(z)dz=

_ 1, = 1 z ~ 1, = 1 2 -20TZ+0°T o’

—SoeXP(_EU TJL\/ﬁexp[—y]exp(oﬁZ)dZ—Soexp(—zc Tjju\/ﬁexp[— ; exp 5
) 2

! exp[_(z _Gﬁ) ]dx:SOF

R

2

Tjdx:

In§, —an+(r+;0'2)T

oT

In conclusion, the option price for today with maturity T and strike K is given by:

— 1 1., B
C,(T.K)=S,F InS, an+(r+20' jT ~ Kexp(—+T)F (r 26 ]T+ln(SO) In(K)

oT

oNT

The formula is the famous Black Scholes formula for option pricing.

4. Result

I here plot the binomial asset pricing path and
keep refine the time grids A to 0.

As we can see from the plot that as the time grids
A goes to 0, the stock movement gets more and more

realistic. This is because, within a small step A, the
stock movement finally approximately equal to a
normal distribution with infinite many possible
choices and probabilities.
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Besides the trace plot, I also apply the derived tility is also found through the package with
Black Scholes formula to conduct call option pricing. & =0.2638. Asitis for today (07/23/2021), Apple’s
I used python package to obtain the Apples’ stock  stock priceis 148.56 and I extract the 6 months’ risk-
price(AAPL) and its option price (maturity on free rate from U.S Department of Treasury that
01/21/2022 with strike K=150). The implied vola-  r =0.05. The derived option price is thus:

1
In148.56—1n150+ (0.05 + 50.26382 )0.4986
0.2638+/0.4986

(0.05—;0.26382j0.4986+ In(148.56)—1n(150)

C,(T,K)=148.56F

—150exp(—0.05*0.4986) F =12.03
0.2638+/0.4986
The computed price is very close to the real op-
tion price, which is 10.3
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to search for market prices that give the greatest profits to producers according to the previously
known demand functions for the products of each industry. Procedures for calculating the optimal
price level and production volumes are also given.
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TABJIULbI B.B. JIEOHTbEBA: «3ATPATbI-BbIMYCK>»
N UX NTPUMEHEHME K PBIHOYHON 9KOHOMMKE

Ansortanus. B crarbe Ha 0CHOBe OTKPBITBIX TAOAHI] «3aTPAThI-BBITYCK>»> B. B. AeoHTheEBa, IpHIMe-
HSIEMBIX B YCAOBHSIX [IAQHOBOI 9KOHOMUKH AASI PACYETOB OOIIero BbITYCKA IIPOAYKIIUH IT0 OTPACASIM
1 Ha (aKTe «ABIDKEHIMS» KAIIUTAAOB B CTOPOHY BBIPABHIBAHISI HOPM IIPUOBIAM OTPACAEI, AAH METOA
nepecuéma TabOAUI] AAS TOUCKA PHIHOYHBIX IJeH, AAIOIINX HANOOABLINE IPUOBIAU IIPOU3BOAUTEASIM I10
3apaHee M3BeCTHbIM QYHKIIUAM CIIPOCa Ha MPOAYKIIMIO KXKAON OTPAacAU. AAHBI U IIPOLIEAY P AAS
pacyéTa ONTHMAABHOTO YPOBHS II€H, i 00bEMOB IIPOU3BOACTBA.

KaroueBbie caoBa: TabAUIIBI «3aTPaThl — BRITYCK >, HOPMa IPUOBIAK, YHKIHUS CIIPOCA, PHIHOY-
HbIe II€Hbl, MAKCHMAAbHASI IPUOBIAD.

ITocranoska npo6aemspr. Cpoio HobeaeBckyio  rae 1o 3apaHHOMY BEKTOPY «KOHEYHOTO IOTpebAe-

IpeMHI0 [0 3KOHOMuKe B.B.AeoHTpeB moAyunmA  Huss» Y IPOAYKIMH, PACCUMTHIBAIOT BEKTOP 00mIero
B 1973 . 32 pa3paboTKy MeTOAQ «3aTPAThI-BBITYCK>, €€ BBITYCKa X C y4€TOM TOrO, YTO KPOMe KOHEUHBIX
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HOTpeOUTeAEl IMeeT MECTO U «IIePeKPECTHOE> I10-
TpebAeHUe TOM 5Ke IIPOAYKIIUE MEXAY OTPACASIMU,
3apaBaeMoe KeCTKOM TeXHOAOTHelN IPOM3BOACTBA.
IToa BekTOpOM MbI IIOHMMAaeM HeKHit ynopﬂaoueHHwﬁ
Ha0Op 4KCeA, OTPAKAOMINI KOANYeCTBEHHbIE 3Ha-
YeHHs CITMCKA U3 AQHHBIX TOBApOB. YpaBHEHUe CBs-
31 BEKTOPOB, BbIBEACHHOE /\eOHTbEeBbIM, UMEeT Ma-
TPUYHO-BeKTOPHBIA BUA: X = A e X + Y, mpe: A— [n x
X N| KBaApaTHas MaTpHIla O6MeHa TOBapaMH MeXAY N
$UpMaMu-TIPOM3BOAUTEASIMH, SAEMEHT A, | KOTOPOH
IIOKA3bIBAET CKOABKO eduHuy ToBapa Gpupmsi K Tpeby-
ercst upme L oA BbIITycKa eduHuybl CBOETO TOBApA.
YpaBHeHue nMeeT OAHO3HAYHOe pemnenue: X = (E -
—A)‘1 « Y, rae: E — AnaronasbHas eAMHUYHAS MaTPUIIA.
CMBICA 9TOTO ypaBHeHHUsI 6aAaHCA B TOM, 9TO OOLIHIT
BBIITYCK TOBApOB (X) PacrapaeTcs Ha MX IPOMBIIIAEH-
Hoe norpe6aerue (A « X) u Ha moTpebAeHHe Hacee-
mueM (Y). 3Has (B aToit CTpaHe) BEKTOp KOHEYHOTO
norpebAeHNs TOBAPOB Y, MOXKHO OAHO3HAYHO PACCUH-
TaTh UX 001Ut BBITYCK X, C y4ETOM HOTPEOAEHUSI TEX
’Ke TOBapOB U B IPOMBIIIA€HHOM ITIPOU3BOACTBE. 3AeCh
TAQBHASI HPoOAEMA COCTOUT B IIOKMCKE TAKOTO BEKTOPA
Y - noTpebaeHus TOBApOB HaceAeHHEM, KOTOPbII ObI
NOAHOCMbI0 COOTBETCTBOBAA €T0, HACEACHHS, pedb-
HbIM <IOTpebHOCTAM>. VHade MaAeiiimas morper-
HOCTb B OIleHKe KOMIIOHEHT BeKTopa Y B UTOTe IpHU-
BEAET K AePUITUTY OAHUX U IIEPeITPOU3BOACTBY APYTHX
ToBapoB, uTo u umMero Mecto B CCCP. Ho paxe ecan
U OYAyT TOYHO YCTaHOBAEHBI NPONOPYUl KOMIIOHEHT
aroro BekTopa Y B pacdéTe Ha CPEAHErO IIOTpebuTeAs,
1npobaemoii OCTAETCS IIOUCK eT0 «MacTabax. 3apaB
HU3KUIT MaciTab Aast Y, Mbl IIOAYYUM HU3KHUIL YPO-
BeHb 0011ero BhIIycKa X, YTO AASL MHOTOHACEASHHOM
CTpaHbI IPUBEAET K MACCOBOII be3paboTuiie i obure-
My AepULUTY TOBApPOB. 3aBBICUB K€ «MACIITAOBI>
HOTpeOAEHNSI, MBI [IOAYYUM U3-3a HEXBATKH pabodeit
CHABI U PeCYpPCOB — « HeBBITIOAHEHHUE ITAAHOB>. kTak,
1epBast 1poOAema B IIOAB30BAHUM TaOAULIAMU B TOM,
9TO MeMOOUKU «IIPABUABHOTO> OIIPEAEAECHIS KOMIIO-
HEHT BEeKTOpa KOHeYHOro norpebaenus Y Hem, 60
OHH 3aBHUCAT OT BeKTOpa LieH P, cooTBeTCTByIOILIero
YIIOPSIAOY€HHOMY CIIHCKY TOBapOB.

«IlenoBoi1>» BapuaHT ypaBHeHHs /AeOHTbeBa
nmeeT Bup: P=A'eP +V,
rae: A' - TPaHCIIOHUPOBAHHASI MATPHUIIA U3 IIPEABIAY-
IIlero YpaBHEHNUS;

P — BeKTOD II€H AASL COOTBETCTBYIOILIUX TOBAPOB
U3 KOMITOHEHT BekTopa Y;

V — BEKTOD T.H. AODAaBAEHHO! CTOUMOCTH.

PhIHOYHBII CMBICA AAHHOTO YPaBHEHHSI COCTOUT
B TOM, 4TO IieHa ToBapos (P) ckaapbiBaeTcs U3 3a-
Tpar mpou3BoacTBa (A’ « P) nAIOC pbiHOYHAS npubbiAb
(V), xoTopyto B aKOHOMHUYeCKOi1 Hayke (He MHaue
KaK C AErKoil pyku Mapkca) UMeHYIOT «A00aBAEH-
HO#1 cTouMOCTBIO> (y MapKkca aTo «OTKpbITas» UM
T.H. IIPUOABOYHAS] CTOUMOCTD, KOTOPOIL... He Cylile-
crByer [4]). DTo ypaBHeHUe AOTyCKaeT MOAOGHOE
IpeAbIAylieMy pemneHue: P = (E-A')"e V.U 3pech
AHAAOTUYHASI NpobAema: AASL pacdéra BeKTOpa IieH
HEeOOXOAHUMO 3apaHee 3HATh BEKTOP AOOABAEHHOM
cTOUMOCTU V, OTHOCHUTEABHO KOTOPOTO HE TOABKO
Y PasHBIX 9KOHOMHUCTOB, HO U Y caMoro AeoHTbeBa
€CTb pas3AMYHbIe IIPOTHBOpeunBble 3assBAeHus. Ha-
npuMmep. Buxumeans roopur: «AobaBaeHHas1 CTO-
HUMOCTb ... He BKAIOYaeT Haaoru>. Ho y AeonTbesa:
«DAEeMeHTbI... AOOAaBAEHHOI CTOMMOCTH... BKAIO-
4aloT B Ce0sI 3apabOTHYIO [AATY, pEHTHbIE [TAATEXH,
HaAOTH ¥ pubbIAb>» [ 1, 314]. A Beab ecan B A06aB-
A€HHYIO CTOUMOCTD BKAIOUMTH Hasory, To T.H. HAC
O3HaYaeT HAAOTOOOAOKEHHE TeX XKe ... HaAoroB. Mau
110 Teopur AeOHTbeBA TOAYYAETCsL, C OAHOI CTOPOHBI:
«€CAU AQHBI KOIPPHIFIEHTHI AOOABACHHO!N CTOMMO-
CTH, 9KOHOMUCTBI MOT'YT OL{EHHTb ... L{eHbI PA3AMYIHbIX
TOBapoB M ycayT> 2, 289], a ¢ apyroit: «C nenamy,
B3SITHIMU KaK AQHHOE, pellleHHe 3THX ypPaBHEHUI AQeT
CTOMMOCTB, AOGaBAEHHYI0 06paboTkoit» [3,79]. Viau
e «ypaBHeHHe IleH>» /\eOHTbeBA YCTAaHABAMBAET
TOABKO (843b AODABAEHHOM CTOMMOCTH U L[€H, a 4TO
13 HUX U KOTAQ SIBASIETCSI U3BECTHBIM — UM OAHO3HAYHO
He onpepeaeno. Emé cymecTByer npobiema 3apriaarsl:
«cocTaB A0baBAeHHOM cTOMMOCTH (aMOpTU3aIus, 3a-
paboTHas aaTa, pUOBIAb... )>» [2, 14], Tae 3apmiaaTa
BXOAMT B COCTaB A0baBAeHHOI croumoctu. Ho moye-
MY TYAQ He BKAIOUHTb F SHEPro3aTparhl, BEAb OHH, KaK
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¥ 3apIIAATA BBHIAQYMBAIOTCS «H3 TOTO 5Ke KapMaHa>» ?
IToueMy aHepropecypchbl pacCMaTpUBAIOTCS B Kade-
CTBe 3aTpar, a 3apraara pabounx — Het? IToaygaercs,
Ha 3aBOAE-aBTOMATe, A€ PabOYHUil yTPOM HAKIMAET
kHONKy «ON> a BeuepoMm — «OFF>, rae 3arparsl
«TpyAa> MHHHMAABHBI, AOOABA€HHAs] CTOMMOCTDb
oueHb HU3Kasl. TOraa Kakoi CMbICA B aBTOMATH3AIIAN?
U ewé npobrema B HeopHo3HauHOCTH. C OAHOI CTO-
POHBI: «AOOABAEHHAS] CTOUMOCTD, TO €CTb... AOXOA
MHHYC CTOUMOCTb MaTepuaros> | 1, 354]. C apyroit
Taxe: «“/A0OaBACHHASI CTOUMOCTB B AI00OI OTPacAH
MOXET B CBOIO O4ePEeADb ObITb BBIPAXKEHA KAK CyMMa....
3aTpaT BceX PaKTOPOB... YBEAUYEHHAS HA BEAIUHY
arcToM IIpubbIAE> [ 1, 285], HO BeAb 3aTpaThI MAIOC
IPHOBIAb COCTABASIIOT ITO AOTHKE AOXOA, HO HUKAK He
«A00aBAEHHYIO CTOUMOCTh>. B 3akArouenne oTMeTnM
“BbIBOA” /\€OHTBEBA: «CIIOCOO M3MEPEHUSI OCTAAB-
HBIX KOMIIOHEHTOB AOOABAEHHON CTOMMOCTH, €CAU
b1 A@xKe OBIA BO3MOXKEH B IIPUHIIUIIE, HEOCYIIIeCTBUM
B CUAY OTPaHMYEHHOCTH HAIIWX 3HaHUit> | 1, 374].
TToay4aercs, uto camo usmepenue aprymenta (V) aas
Bbrarcaens 1ied (P) — HeocyiecTBUMO B IpHHITHUITE.

Anaans my6amnkanuit. [Ty6ankarmit mo orme-
YeHHBIM BBIIIE NpoOiemam He OOHAPY>KEHO H, IO-
CKOABKY 9Ta MAES CIIOAB30BaHUS TaOAUI] «3aTpa-
THI — BBITYCK>» Pa3pabaThiBaAaCh HCKAIOYHUTEABHO
eé aBTOPOM, TO ITOAABASIIOIee OOABIIMHCTBO «He
ABTOPCKUX > ITyOAUKALHIL II0 TeMe TabAWL] «<3aTpa-
TBI — BBIITYCK>» HOCST, KaK IIPAaBUAO, IIPHKAAAHOM
XapakTep B paMKaX IIPOCTOTO HCIIOAb30BAHHSA TeX
popMya 1 mpaBHA, 4TO paspaboraa cam B. AeoHTbes.
MeTop ¥ IPUHIIUIIBL, IO KOTOPBIM /A€OHTbEB CIUTAA
KO3 QPUIMEHTHI MATPHILIBI A, KTO €My AABaA BEKTOP
koHeuHOoro norpebaerns Y (MAK AOGaBACHHO CTO-
uMocTu V) — B €ro TPyAAX He yKa3aHbL.

Ilean crarbu. Mcroansys (B kauecTBe OCHOBbI)
T.H. <OTKPBITbIE>» TAOAUIIBI «3aTPAThI — BBIIYCK>
AeoHTbeBa, B KOTOPBIX IPUCYTCTByeT HEHYAEBOM
BeKTOp Y KOHEYHOTO IOTPEeOAEHNIS], @ TAK)KE IT0AArast
M3BeCTHBIMU 3aBUCUMOCTH CIIPOCa OT el (PyHKImu
CIpoca) KaXKAOTO TOBapa, IPHCYIHe PHIHOYHBIM OT-
HOIIIEHHM, A TAK)Ke IPUMEHUB IPUHITHIT « ABKEHIS

KAIUTAAOB>>, COCTOSIIIMI B BBIPAaBHUBAHUK HOPM IIPH-
OBIAM BO BCEX OTPACASIX — IPEAAOXKUTD AABTEPHATUB-
HBIIl METOA PacyéTa BeKTOPOB BBITYCKa TOBapoB X
¥ UX oNTUMaAbHBIX LieH P, (6e3 obpaimenus k 3apaHee
HUKOTAQ He U3BECTHBIM BEKTOpPaM KOHEYHOT'O CIIPOCa
Y 1 «A00aBACHHOI CTOMMOCTH > V) ,— TAKOM METOA,
KOTOPBLI1 OAHOBPEMEHHO AOAXKEH 00eCIIeYnTh 1 MaK-
CHMaABHYIO CyMMApPHYIO IIPUOBIAb IIPOU3BOAUTEAEI.

H3A0:KeHHEe OCHOBHOIO MarepuaAa. IIpexae
BCETO OIIPEAEAHM, YTO B AAHHOI CTaTbe IIOHUMAETCS]
oA QyHKIIHel CIIPOCca M KaKoBa e€ 06miasi CTPyKTypa.
Kax u3BecTHO, IPY IIPOYKX PABHBIX YCAOBUSIX, CIIPOC
Ha TOBAP 3aBUCUT TOABKO OT €TO LIeHbL: YeM BbILIE L[eHa,
TeM Hike cripoc. Ho B 9koHOMuUYecKoil Auteparype
9aCTO LjeHy OLPEAEASIIOT Kak (pYHKIMIO CIIPOCA, YTO
¥ BeAET K cepuu mapapokcos [ 4]. Kpome Toro, cipoc
3ABUCHT, IPHYEM AUHEIHO, OT «06bEMa>» PbIHKA: YeM
6OABIIE HA PHIHKE ITOTOK IIOKYIIATEAEH, TEM BbILIE Ha
HéM cripoc. Ho u cripoc Ha ToBap 3aBHCHUT OT €10 «Io-
TPeOUTEABCKUX> CBOUCTB. YeM OO0ABIIYIO npubbisb
AQET TIOTPEOUTEAIO HICIOAB30BAHKE KYIIACHHOTO TO-
Bapa, TeM 6oablie 6yaeT 1 cripoc Ha Hero. Becrioaesnbie
TOBApBL, KOTOPBIE He IIPHUHOCST IIPHOBIAY IIPU IKCIIAY-
aTalMK UX, CIIPOCOM He 1OAb3yroTcst. Ha pirke mpo-
AQBeL] IMEeT «ACHEXHYIO» IIPUOBIAb KaK Pa3HOCTb
LIeHbI TOBapa U ero cebectonMoctu (AAS IPOAABIIR).
ITpu6BIAb >Ke IOKyIaTeAss PaBHA PA3HOCTH AOXOAQ
OT IIOAHOTO HOTPeOAEHHS KYIIACHHO! BELH 1 paHee
YIIAQUEHHO 3a Heé rjeHsl. [Ipunmn npubsirbnocmu
AX060r0 IOTpebAeHus TaKKe IpopaboTan B [4]. B uto-
re BHA GOPMYABI AAS YHKIIMHU CIIPOCa OyAeT:

m=M.F(P/C), (1)
rae: m — COOCTBEHHO CIIPOC HA TOBAp, C pa3MepHO-
CTbhIO [IIT./ A€HB | ;

M - MaKCUMAABHO BO3MOJKHBII CIIPOC Ha TOBAp
IpH OecnAamHoil ero pa3pade Ha AQHHOM PHIHKE,
C Pa3MepHOCTBIO [WIT./ AeHB ] ;

P - njeHa eAMHMIBI TOBapa, C Pa3MEPHOCTDHIO
[$/m.];

C - npubbvirb, IOAyIeHHAS TOTPeOUTEAEM ITOCAE
«YHUYTOXKEHHUS» €AMHHILBI TOBAPA IIOCAE IIOAHOTO
ero oTpebAeHwus, ¢ pasMepHOCTHIO [ $/mT. J;
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F —MoHOTOHHO y0ObIBatomast pyHKIS e€ apryMeH-
Ta, AASI KOTOPO ITAOIIIAAD MESKAY HEFO M OChIO aOCIIICC
Ha MHTepBaAe U3MeHeHus apryMenta [0... 8) nau Ha
HEKOTOPOM OTPaHHYEHHOM HHTepBaAe — KOHEUHAs
Beanuuna. Harmpumep, F(P/C) = Exp(-P/C) na
6eckoneurom unrepsaase, uan F(P/C) = (1-P/C),
Y>Ke Ha MHTepBaAe I[eH (O <P< C) — MOXXHO IIpHMe-
HSATb AASL ANNPOKCUMAY UL PEAABHBIX QYHKIIUH CITPOCa,
Toraa Kak «rurnepbosa» F(P/C) =1/(1 + P/C) -
IIPUIMEHSITHCSL He MOXET, IOCKOABKY AASI TUIIEPOOABI
yKa3aHHasl BbIIIe ITAOIAAb — OeCKOHeqHa.

B pabore [4] mokasaHo, YTO T.H. «AMHENHBI
cipoc» m = M «(1 - P/C) xapakrepeH AAsl TOBa-
POB AAUTEABHOIO ITOAB30BAHUS, U 3A€Ch IIApaMeT]p
C paBeH MOAYYeHHOMY IIOTpeOUTEAEM AOXOAY OT
9KCIIAyaTALIUU BeIlli AO BBIXOAQ €€ U3 CTPOS, a IKC-
MOHeHI[HaAbHbIN cipoc m = M « Exp(-P/C), xa-
PaKTepeH AASL TOBAPOB OAHOPA30BOTO IIOAb30BAHMS
(muma, sHEpropecypcol u np. ), u 3aech napamerp C
paBeH IIOAYYeHHOM npubbiill OT OAHOPA30BOTO YIIO-
TpebAeHS BEIlHL.

Kax Bupum, dpynxnus (1) ABymapamerpudeckas
U, 3HasI €€ TOYHO HAU TOABKO 68U0 €€ annpokcuma-
Yuu, TapaMeTpbl pyHKIIUU MOXKHO HAUTH IO <ABYM
TOo4YKaM>. Hanpumep, AAsl ce30HHBIX TOBApOB, 3Has
uery P, v cipoc m, B «Ce30H» U, COOTBETCTBEHHO,
B «Mexce3oHbe>» P ¥ m_, oA pacyéTa 3HavYeHUs
C noAyuaem HesiBHOe ypasrenue m « F(P,/C) =
=m_« F(P /C), pemus koTopoe, yxxe AAs pacuéTa
napamerpa Mumeem M =m /F(P /C) nansxe M=
=m,/ F(PZ/ C). B UHBIX CAyYasIX OIpeAeAeHuUe T1a-
PpaMeTpOB TaKKe BO3MOXKHO, HO 60Aee TPYAOEMKO.

B oTamdne oT AeoHTbEBA, KOTOPBI HAYMHAA IKO-
HOMHYECKHIT aHAAN3 IIPOU3BOACTBA U IIOTPeOAEHIS
c ypaBHeHus 6asanca X = A ¢« X + Y,— MbI HauHEM
C aHAAM3a er0 «AEHEeXXHOro>» aHaaoraP =A' e P +
+V,—cBa3u Bektopa 1jeH P c BekTopoM AOOaBACHHOI
cronmocTH V. MITak, 3aBUCHMOCTD MEXAY BEKTOpa-
MU LieH U AOOABAEHHO CTOUMOCTH — AUHeiHas: V =
=(E - A') « P. 1 y AeoHTbeBa HAXOAUM TIOATBEPK-
A€HUe AMHeMHOCTH: «Bcskas craTudyeckas cucreMa
“3aTparhl — BBITYCK IHOApPa3yMeBaeT CyIleCTBOBAaHUE

AVMHENHOM 3aBUCUMOCTHU MEXAY IleHaMH Ha IIP OAYKTbI
1 A0GaBAEHHOI cTOMMOCTBIO> [ 1, 285 ], mAn B nipw-
HSITBIX 0003HAYEHHSIX MOXKHO 3aIIUCATh AMHENHYIO
cBsi3b V=X o P + y. Ho o Aoruxe npu HyAeBoi1 1eHe
(OTCyTCTBHMH CTOUMOCTHU) M «AOGABAEHHAS» CTOM-
MOCTb TOXE AOAXKHA OBITH HYA€BasI, I09TOMY YKa3aH-
HOe AMHENHOe COOTHOIIeHue yrpomaercsi V=2Ae P.

O6paruMcs K AaHAAU3Y TIOHSTHS HOPMBI IIPHObI-
AV ¥ K €0 HEOAHO3HAUYHOCTH OITPeACAEHHI1 B 9KOHO-
Mudeckux Haykax. Hampumep, Buxumeaus raacur:
«Hopma npu6sian ... IBASIeTCS IPOLIEHTHBIM OTHO-
LIeHKeM IIPUOBIAY 32 HEKOTOPBIH IIPOMEXYTOK Bpe-
MenH (Meprop,) K aBAHCHPOBAHHOMY ITepeA HaYaAOM
9TOrO IIEPUOAQA KAaTUTaAY ». [Toa06HOe onpeseseHe
HOPMBI IPUOBIAU OTBEYAET TOM, KOTOPYIO HCIIOAB30-
BaA Mapkc, B ero 3HaMeHUTOMN $ppase O INpe3peHHH
KaIllUTaAa K BUCEAHIIe IIpU HopMe pu6biau B 300%.
Wu, ecan Bbl BAOKUAU 22, BRIPYYHAH B UTOre 87
(mpu6b1Ab cyTh 8722 = 65), TO U HOpMa MPUOBIAK:
n=100+65/22 =295%.B ppyrom mecre HTepHE-
Ta: «HopMma uncroit mpubsiAu ... u3MepsieMoe B IIpo-
IIeHTaX OTHOILIEHNE YUCTON IPUOBIAU K BHIPYUKE>.
Aasi atoro mpumepa Oyaer: 1= 100 ¢« 65/87 = 75%.
ITockoAbKy B 9KOHOMUKE OAHO3HAYHBIX OTIPEACACHUH
HeT, TO BbIOpaB B Ka4eCTBe HOPMbI IPUOBIAU — HOPMY
YKa3aHHOWU 4Ucrmoti IPUOBIAK ¥ 0M0%0eci8ué AOOaB-
AEHHYIO CTOMMOCTb C IIPUOBIABIO, TOAYIHM: )= V/P =
=\. OT™eTHM, 4TO «HOpPMA IIPHOBIAN> Y AeOHTbEBA
TOXKE He OAHO3HAYHa, H, 3a4aCTYI0 OH €€ paccMaTpu-
BaeT AMIIb KaK aMOPTHU3AI[MOHHbIE OTYMCAEHHS Ha
IIOCTOSIHHBIN KaIIUTaA. A €CAU Yy4eCTb, 4TO, IIO ero
MHEHHUIO: « ... HOPMBI IPUOBIAM Ha KAIIUTAA OIIpeAe-
ASIFOTCSI B OCHOBHOM ITOAUTHUYECKMMU PelIeHUSIMU >
[2,179], To roBOpUTBH O KaKON-AH60 OAHO3HAYHOCTH
B 9TOM cdepe 3aTpyaHUTEAbHO. B [4] AOKasaHO, uTO
MOAUTHYECKas 1 9KOHOMHUYECKasI AeSITEABHOCTD — 3TO
AB€ TIPOTHUBOIIOAOXKHbBIE CTOPOHbBI MEAAAH <« COIIH-
AABHBIX>» OTHOIIeHHI B obmecrse. Ecan akoHOMU-
4eCKoe B3AUMOAENCTBYE IPHHOCHT IPUOBIAU OOerM
CTOPOHAM, U 3TO B3aUMOAEHCTBUE KOHCTPYKTUBHOE,
TO TIOAUTHYECKOE B3aHMOAEHCTBUE AECTPYKTHUB-
HOe U HAaHOCUT Bpep O0OeuM CTOPOHAM, HO U TaM
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«BBIMTPBIBAET>» Ta CTOPOHA, KOTOPas IOHECET MEHb-
UK yIepO MAU YHUITOXUT Apyryto. [Toatomy-To
IIOAUTHYECKYE PELIEHUS B «OIIPEACACHHUI > HOPMBI
IPHOBIAK He BCeraa OYAyT OTBEYaTh 9KOHOMUYECKIM
UHTepecaM IPOU3BOAUTEAEH, PAaBHO KaK U «COBe-
THI» 9KOHOMHUCTOB IIOAUTHKAM.

O60061mast BCE BBIIIEU3AOKEHHOE, MBI IPUXOANM
K YPaBHEHHIO:

(E-A)«P=7.P, (2)
KOTOpOe CBA3bIBaeT BeKTOp IieH P c Hopmo wucmoii
IPHUOBIAU A, X KOTOPOE SIBASIETCSI XapPaKTePUCTHIe-
ckum ypasrenueM matpunpt (E — A'), B xoTopom ero
IIapaMeTp A — 9TO CIIEKTp € T.H. COOCTBEHHBIX 3Ha-
4eHHUI, KAXKAOMY U3 KOTOPBIX COOTBETCTBYET BeKTOP
11eH P, onpeAeA@HHBII C TOYHOCTBIO AO MHOXKHTEASL.

ITouemy AeoHTbEB, IPUAS K 3aKAIOYEHHUIO O AlU-
HellHOoTi CBA3U MEXAY LIeHOHN U AOOABAEHHOIT CTOU-
MOCTBI0, He BbINHKCaA ypaBHeHue (2) — He IOHATHO.
BeposiTHas mpudMHA 3TOrO — B HEOAHO3HAYHOCTH
CaMOTrO OIIpeAeAeHHsI IIOHSATHS AODABAEHHOM CTOU-
MOCTH B 9KOHOMHYECKHUX HayKaX PasHbIX IKOA. Beab
IIOHSTHO, YTO BBIYTS U3 LIeHbI TOBapa ero cebecTou-
MOCTb, MbI U IIOAYIUM HUCIY10 NPUOLIAb, 13 KOTOPOIL
B CBOIO OYePeAb MOJHO OTIAATUTH PEHTY, aMOPTH3a-
IO, HAAOTH, IPOLIEHT 10 KPEAUTY U IIP., & MONKHO
AQKe HUYErO He IAATUTD MAH [IAATHTH He [0 BCEMY
0011eMy CIIHCKY BO3MOXHBIX IIAQTEXE. A eCAU IIPU-
HATb: «COCTaB AOGABAEHHOH cTouMOCTH (aMOpTH-
3a1jus, 3apabOTHAs [IAATa, IPUOBIAb, PEHTA U T.A.) >
[2, 14], To B 3aBHCUMOCTH OT “cocTaBa” aToro: “...H
T.A., IPUXOAVM K O4EBHAHOMY BBIBOAY, YTO BEAUYH-
Ha HOPMbI IPUOBIAY OAHO3HAYHO He OIIPEACAVIMA.

Ho, B351B B KauecTBe «HCTHHHOTIO>» OIIPEACACHIUS
IIPUOBIAM PA3HOCTD LI€HbI 1 Ce0eCTOMMOCTH, A€OH-
THEB CAEAAA ObI CAEAYIOIIIIE BHIBOADL:

1. MakcumaAbHOE co0cmBeHHoe 3HAYEHNE MaTPH-
upi: (E - A') 1 6yaeT paBHO HaubOADIIET BO3MOXHOI
Hopme IPUGBIAK: N, B IPOM3BOACTBe (AAs 3apaHee
3a0anHoii MaTpHIIbL: A 06MeHa TOBapaMK MeXAY IIPO-
M3BOAUTEASIMH).

2. IToAyueHHBI AAS MAKCUMAABHOM HOPMBI ITPH-

OBIAY COOCTBEHHBIN BEKTOP LIEH: PMAX) OTpakaro-

1wyt coommouienue yer, B ipuHmIe (IyTéM BIGOpa
COOTBETCTBYIOILIErO MacuITaba KOMIIOHEHT BEKTOPA:
PMAX) MOXET 00eCIIeUUTb 1 HAUOOALULYIO COBOKYNHYIO
IPUOBIAD BCEM IIPOU3BOAUTEASIM.

3. TTOCKOABKY B TIAQHOBOI#t 9KOHOMHKe (AASL KO-
TOPOW ¥ CTIIPaBeAAMBBI TaOAUIIBI ACOHTbEBA) LIEHBI,
B 06111eM-TO, MOYKHO Ha3HAYaTh «C MOTOAKA>>, TO, BbI-
OpaB B KaueCTBe BEKTOPA LIeH COOCTBEHHbII BEKTOP:
P ..o MBI ¥l TOAYIUM HAHOOABIIYI0 HOPMY TIPHOBIAK:
A ux AASI BCETO «HAPOAHOTO XO3SMCTBA>» C €ro Ma-
Tpulein A.

IToxaxeM, KaK U3 ypaBHEHMI (1-2) OIIPEAEAUTD
BEKTOPbI 00béMa BbITycKa TOBapoB X ux 1ieH P, ipu oa-
HOBPEMEHHO MAaKCUMAABHOP IIPUOBIAY AAST <« PBIHKA>.

Byaem ncxopuTb BCE 5ke U3 IIPUHIIHIIA TEHAEHITUY
K BBIPAaBHHUBAHUIO HOPMBI IIPUOBIAK IIO OTPACASIM.
OHIeAbC: <IIPHUOBIAB... ee CYILeCTBOBAHHUE CBsI3a-
HO TOABKO C KaITUTAAOM; IIOCAEAHUI ... BBIHY>KACH
OrPAHMYUTDHCSI IOAYYEHHEM HOPMbI IPUOBIAY, PaB-
HOM AAS BCEX KaIIUTaAOB> | S, 19], nau oH xe: «Bes
PaBHOI HOPMBI IIPHOBIAY KAIIUTAACTUYECKOE IIPO-
M3BOACTBO 6bIAO 6bI PSAMO HEBO3MOXHO> [ S, 19].
M BrickaspiBanne Mapkca 1o Teme: «KOHKYpeHIUs
KallUTAAOB B Pa3AHYHBIX OTPACASX IPOU3BOACTBA
CO3AaeT LieHY IIPOU3BOACTBA, KOTOPas BbIPAaBHUBAET
HOPMBI IPUOBIAM PA3AUYHBIX OTPACAEI> [S, 197].
A HIDKe MBI ITOKa)KeM IIPUYHHBI, KOTOPbIe ACHCTBYIOT
«B NpOTHUBOdA3e> M TOPMOSAT PEAAUIALUIO ITOTO
MPUHIIUIIA.

Penus ypasHeHue (2), MbI TEM CaMBbIM AASL Ma-
tpunpt (E — A') pasmepom [n X n] onpeaeanm n eé
COOCTBEHHDBIX 3Ha‘IeHI/II71)\J (1 <J< n) » K KOXAOMY U3
KOTOPBIX COOTBETCTBEHHO OTpeAeAseTcs (C TOYHO-
CTBIO AO MHOKUTEAS) CBOi1 COGCTBEHHBII BEKTOP LieH
p- IloaToMy peaabHO BeKTOp pbIHOYHBIX ITeH P MoxHO
sarucarb Kak P = i « p, rae MHOXuUTeAD () HaxoAUTCS
U3 MHbIX COOOPasKeHHIL.

HpI/I6bIAb K-ro npoussoauTes 1o e€ onpeaeae-
HUIO OyaeT:

Qx( = (PK— SK) ° XK’
rae: P, —HensBecTHas moka ieHa Tosapa y K-ro mpo-
HU3BOAUTEAS;
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S . — cebecTonmocTh mpousBoAcTBa ToBapa y K-ro
IIPOM3BOAUTEAS], PABHAS I10 OLIPEAEACHHIO AeOHTbe-
Ba: SK = ZJXKJ ° PJ;

X — MOAHBIIT BBITYCK TOBAPA, 110 OIMPEACACHHUIO
X, =X, W, * Y, rae, B CBOIO O4epeAb AASL yTIPOIIEHHS
sanucu obosHaveno W= (I - A),

B 60Aaee «pasBEPHYTOM> BHUAE IIPUGHIAb 3aIIH-
LIETCS KaK:

Q= (P~ LA P) « L W0 Y,

C y4érom Toro, uro aas K-ro nmpoussopuTess
IleHa TOBapa B PaMKaX [IPUHIMIIA PABEHCTBA BCEX
HOPM MpPHUObIAM OyAeT P, = (1 o P 1 AAS Hero xe
cripoc Ha Toap (1) sarmmercs kak: Y, =M, « F(p e
¢ p,/C, ), IOAYIUM AASI IDUOBIAK BBIPAKEHHE:
Q= (ke P~ LA e e p) e E Wy e Mo

«F(uep/C),

a AASL 0611l IPUOBIAU BCEX YYACTHUKOB PHIHKA aHA-
AOTUYHOE BBIPAXKEHHE:

Q) =X, Q=X [pe (P~ A e p) e W, e

° MJ' F(y' ° PJ/CJ)];

KOTOpO€ IPU U3BECTHOM-3aAAHHOM COOCTBEHHOM
BEKTOpE IleH: P 3aBHCUT TOABKO OT MacmTaba ()
9TOrO BEKTOpa AASL I1eH peaabHbix P. ITpu6biab poin-
ka: Q(|) MMeeT MaKCHMYM, KOTOPBII HAXOAMM U3 H3-
BecTHOTO ycaoBusi: 0Q/dp = 0. B urore, 0603Hauus
D, = (p, — X,A',*P,), MOAyuHM pelmienye:

i = [Z Dol W oM F(ptep,/C)]/[E, DX -

-W, eM,ep,/C,F (pep,/C)]. (3)

3uak MuHyC () Hepep KaKABIM CAaraeMbiM
B CyMMe (ZJ...) 3HAMEHATeAS] He AOAXKEH BBOAUTD
B 3abayxpeHue, 60 Aas Bcex F(x) snaueHue:
-F’ (x) > 0.

OTO ypaBHEHUe ACTKO PELIaeTCsl METOAOM UTepa-
nuit. 3aAaB B HaYaAe IepBoe MpubAmwkenue: y = 1,
IIOACTABASIEM €I0 B IIPABYIO YaCTh YPABHEHUSI U TEM
campiv Haxoanm: [, = [...]/[...], koropoe BHOBD
[IOACTaBASIEM B IIPABYIO YaCTh YPABHEHUS U T.A., AO
TIOAyYeHHs TpebyeMOrt TOUHOCTH A4 . TTocae yero
HAXOAUM BEKTOP PHIHOYHBIX IeH: P = (1 e P AAS KaXK-
AOTO COOCTBEHHOTO 3HAYEHUS A.

1 3AeChb OTMETHM CAEAYIOIIUIT AKT, ITO He BCer-
A2 MaKCHMaAbHOM PBIHOYHON IPUOBIAY GYAET OTBe-

4aTh ¥ HAUOOABIIASI HOpma 3TN TpubObIAL. [TosicHuTD
9TO MOYKHO Ha IIpIMepe. AAS IPOUZBOAUTEAS-MOHO-
TIOAUCTA TIPH SKCTIOHEHIMaAbHOM cripoce: m(P) =
=M « Exp(~P/a) [4] onTumaAbHas 1jeHa TOBapa mpu
cebecrommocru: s 6yaer paHa: P = a + s, a HOp-
Ma pubbIAL: [ = a/(a + §), ¥ MaKCHMAABHAS 5Ke
npu6biAb 6yaeT: Q =Neae Exp(-1-s/a). Ecan
IIOAHSTD LieHy, HAI[pHMep, Ha yPOBeHb cebecTonMO-
cri: P = a + 2e8, TO HOpMa IIPUOBIAY [IPK 9TOM BO3-
pacrér po sHavenns: = (a+s)/(a+2es) >y,
a Macca npub6bian ymapaéT po yposas: Q = N o(a +
+5) «Exp(-1-2 « s/a) < Q. OTkypa caeayer TOT
BBIBOA, UTO BbINIeyKazaHHYIo mporeaypy (3) mo
ONpEeAEACHUIO ONTHMAAbHOTO MacmTaba neH ()
HY>KHO IIPOBOAUTD AASI BCEX HAFAGHHBIX COOCTBEH-
HbIX 3HaUEeHUIT MATPHULIBI U BHIOPATH B UTOTE «IIepe-
6opa» TO 3HaueHHE W , KOTOPOMY OTBEYaeT HaH-
6oabmas mpubsab Q.

[T09TOMY AATOPUTM AASI OIITUMU3ALUY BCEH 9KO-
HOMUKH OTAEABHOI CTpaHbl (€€ peruoHa HAM KPyTI-
HO OTPACAU) MOKET OBITh CAEAYIOIHM:

1. CocraBasieM AAsS «OObeKTa» TabAMILy:
A «3aTparhl — BBIIYCK>» AeOHTbEBA, PyKOBOACTBYSICh
CAEAYIOLIVMY IPUHIIUIIAMY arPErHPOBAHUSI-00beAU-
HEHUS BCeX IIPOU3BOAUTEAETL. B kaxayio «rpymmy >
BKAIOYAIOT TeX IIPOU3BOAUTEAEN, TOBAPbI KOTOPBIX
B HAMOOABIIIETT Mepe C813dHbl, KAaK TOBAPBI-CyOCTH-
TyTbL. Harmpumep, B C/X MOXKHO 00beAUHUTD B OAHY
TPYIIILY «3epPHOBBIE> — BCEX IPOU3BOAUTEAEN 3€p-
Ha, B TPYIITY <MSCO>» — IIPOU3BOAUTEAEH MACHOM
IPOAYKIIMY, AHAAOTUYHO (POPMHUPYIOT TPYILIBL:
«LUTPYCOBbIe», «0axda», «3epHOOOOOBbBIE>,
«dypakHbple» U T.IL. B numeBost mpoMsImaeHHO-
CTH 9TO: «KOHAUTEPCKHUE>, <AUKEPO-BOAOUHBIE,
«XAe00-6yAOUHbIE>, «COKH-BOABL»>, <AETCKOE ITH-
TaHUe> U IIP. H3AEAUS. B HTOre AOAKHO IMOAYYHTD-
st Takoe pOPMHPOBAHUE I'PYIII-OTPACALH, YTOOBI
Men0y HUMU NPpaKmu4ecku He OBIAO «CyOCTHTYIH-
aAbHBIX>» CBsi3eil. B aTom cayvae aro60e m3meHe-
HUe CIIPOCA U LjeHBI Ha TOBAPbI AASL OAHOI TPYIIIIbI
IPAKTHYeCKH HUKAK He IOBAKSET Ha CIIPOC TOBAPOB
OCTaAbHBIX HE3aBUCUMBIX B 9TOM CMbICA€ T'PYIIIL, YTO
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1 AQ€T BO3MOXXHOCTD PAaCCMATPHUBATD «aBTOHOMHO > -
He3aBUCHMO QYHKIJHH CIIPOCA AASI KAXKAOH TPYIIIIBL
Tak HanpuMep, M3MeHeHMe LjeH U CIIPOCca Ha «IIUTPY-
COBbIE€>» HHUKAK He ITOBAMSIET Ha IJeHbI M CIIPOC IPYIIIL
«4ai-kope>» nAn «mpsiHocTr>. Kerary, 8 docmyn-
Hulx paboTax AeOHTbeBA HUIAE HET AQXe YIIOMUHA-
HUSL O ero memode pOPMUPOBAHUS TAKUX arPerupo-
BAaHHBIX IPYIIL BeposTHO, 9TO 6H1A0 OAHO U3 MHOTHX
ero “know how”, KoTOpsIMU OH He A€AHACS U HUTAE
He ITyOAMKOBaA.

2. Ha ocHoBe MaTpuIpl: A pacCUUThIBaeM MaTpH-
1y: W= (I- A')™!, AASLKOTOpO#1 OTIpeAeAsieM CIIEKTP
() eé cobcrBennbix sHaveHwi: W e P =\ o P, 1 pas
KQXXAOTO U3 HAMAEHHBIX: \,— OAMH U3 COOCTBEHHbIX
BEKTOPOB IieH: P.

3. Tlo yxasauHOM uTepanuoHHoi mponeaype (3)
AAS pacuéTa () K KaKAOMY COOCTBEHHOMY BEKTOPY
LeH: P HAXOAMM MaciuTab neH (), paccauThIBaeM
¥ camu IjeHbl: P = | op 1 UM COOTBETCTBYyIOMLME 06-
mjue priHOYHbIe Mpubbian Q=% Q , U3 MHOKeCTBa
KOTOPBIX B UTOTe 6epéM K yIETy HanbOAbIIIee 3HAYe-
uue Q, U, COOTBETCTBYIOIIUH eMy, OTHMAAbHBIN
poiaky BekTop 1ien P, . KacareAbHo 11eH OTA@ABHBIX
TOBAPOB-CYyOCTUTYTTOB B IPYIIIAX IPH HX 3AAAHHOM
BeKTOpe CpeAHHX 3HadeHuit P, To «pasbpoc>»
IleH BHYTPH IPYIIIBL — 9TO TeMa OTA€ABHOM pabOoTHL.

4. I'lo BexTopy 1en: P, . HAXOAUM BEKTOp KO-
HewHOTo noTpebaenus Y, rae ero komrnonents (K)
onpepeaens cnpocom: Y, =M, « F[(P,),  /C ].

S. B urore moay4aeM BeKTOp O0OLIero BBITYCKA:
X = (I- A)™"« Y xoropniit, o6ecrieanBaer 6aranc
IPOU3BOACTBA-TIOTPe6ACHHST CTpaHbl (peruoHa,
OTpPaCAM), MAKCHMAABHYIO 0014y#0 TPUOBIAb TIPOU3-
BOAHTEAEH P paBHON HOpMe IPUOBIAU «Ha KaIlH-
TaA>» BO BCEX OTPACASIX.

Ho 3aech-TO 1 BO3HMKaeT yKa3aHHbIN paHee IIa-
PAAOKC «ABIDKeHUS» pbiHKa. Kamuraasl, onu nepe-
MEIIAI0TCSI MEXAY IPYIIIIAMH TaK, YTOObI BHIPABHATD
HOPMY IPHOBIAY B KXKAON U3 HUX, AOOUBASICH IIpU
9TOM HAUOOABLIEN NPUOBIAU OAsl PbIHKA 68 YEAOM,
B TO BpeMsI KaK CTPeMAEHHUe KaXKAOU IPYIIIIbI K MAK-
CUMYMY C60€ii IIPUOBIAU HCKAIOYAET PABEHCTBO €20

HOPMBI CpepHel HopMe Bcex rpymi. Hekuit anaaor
COOTHOILIEHMSI HEOIPEACAEHHOCTH U3 KBAaHTOBOM
MeXaHUKHU, TAe TOYHOe 3HAaHHe MeCTOIIOAOXKEHUS
JACTHUIIBI HCKAIOYAET BOOOIIe 3HAHNE BEAUYUHDI €€
UMITyAbCa, U Hao6opoT. Tak u 3paech. Tounoe paseH-
CTBO HOPM IIPHUOBIAU CpeAHEeMY 3HAYEeHHUIO Y BCeX
HCKAIOYAeT OITUMAABHYIO IPUOBIAD KQXKAOTO IIPO-
H3BOAUTEAS, HECMOTPS Ha € MaKCMMAaAbHBIN Ypo-
BeHb AASl PBIHKA 8 yeAom. A cTpeMAeHHe KaXKAOTO
IIPOU3BOAUTEAS] K C80€il MAKCHMAABHON IPUOBIAK
HapylIaeT PaBeHCTBO BCeX HOPM IPUOBIAU «Ha Ka-
MHUTaA> B KOKAOU I'PYIIIe MPOU3BOAUTeAeH. AAd
HAAIOCTPALIMU 9TOTO PACCMOTPUM HOPMY IIPHOBIAK
IIPOM3BOAMTEAS], HAIPUMeEP, C AMHEMHON QyHKIeH
cnpocam(P) =M (1-P/D).IIpu cebecronmocTu
S ToBapa ero npub6biab 6yaeT Q=M+ (P-S) « (1 -
-P/D), u 0Ha AOCTHTaeT MAKCUMAABHOTO 3HAYEHHS
Q=Y «M«(D -S)*/D npu tiene P = Y2+(S + D).
Orkyaa HOpMa npubbIAK (IPU MaKCUMyMe CaMOM
npubsian) 6yaer A, = (Q/M)/P =s¢(1-x)?/
/(1 + x), tAe mpuHsTO: X = §/D — KaK OTHONIEHMe
cebeCcTONMOCTH IPOU3BOACTBA K TAPAMETPY CIIPOCA.
IToCKOABKY BEAUIHHA X — « (805> AASI KAXKAOH OTpac-
AL, TO HIX CTPEMAEHUE K MAKCHMYMY C80UX IIPHObIAETT
HapyIlaeT IPUHIUI OAMHAKOBOX HOPMBI IIPUOBIAK
AAst BceX. M ToABKO pocT cebecTOMMOCTH TOBApOB
MOXeT IIPUBECTHU K [TAAEHHIO HOPMBbI IPUOBIAY, A He
POCT IPOU3BOAUTEABHOCTH TPYAQ, KaK 3TO IIOAATaA
Mapkc: «pa3BUTHE 001eCTBEHHOM IIPOU3BOAUTEAD-
HOM CHABI TPYAQ BBIPQXKA€TCS ... C OAHOM CTOPOHBI,
B TEHACHIIUU K IIPOTPECCUPYIOLIeMy IIOHIKEHHIO
HOPMBI IPUOBIAH, @ C APYTOH CTOPOHBI,— B ITIOCTOSIH-
HOM BO3PACTaHUHU A0COAIOTHOM MACCHI ... IIPHOBIAM>
[S,244], x0T OH BepHO TOAMEYaA, 9TO Y MAACHUU
HOPMbI IIPHOBIAH, HAITPUMEP, B IIPOMBIIIACHHOCTH:
““MeeTcsl Takoe BBIPABHHUBAHHE... IIPU KOTOPOM
KAIlUTAaA B 3aBUCHMOCTHU OT HOPMBI IIPHOBIAY IIepe-
OpachIBaeTCs U3 MPOMBILIACHHOCTH B 3€MACACATE”
[6,97]. Kcraty, BOT MHTepeCHSbIi1 IPOrHO3 AeOHTbe-
Ba: «CpeAHHEe OTHOCHTEAbHbIE IJeHbl HA MUHEpPAAb-
HOe cpIpbe Bo3pacTyT B 1970-2000 ropax mpumep-
HO B 2.7 pa3a... TOTAQ KaK IJeHbl Ha IIPOMbIIIACHHbIE
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TOBaphI yraayT Ha 6.8%> [3, 65]. Tloayuaercs, uto
€CAH IIeHBI Ha ChIPbE PacTyT B Pasbl, TO IJeHBI Ha TO-
Bapbl, U3TOTABAMBAEMbIE M3 ChIPbSI,— CHIDKAIOTCSL.
BriBoab1. [IpeproskeHa MeTOAMKA HHOTO IIpHMe-
HeHus TabAun AeoHTbeBa (M3HAYAABHO pa3paboTaH-
HBIX AUIIb AASI TIAAHOBOM 9KOHOMHUKHU) B YCAOBHUSIX
PBIHKA AASL pacuéra obuero 06béMa IIPOU3BOACTBA
TOBapoB X B CTpaHe U ux 1ieH P, obecrieynBaoOmas
HAnOOABIIYIO OOILIYIO IPUOBIAb 1S BCex IPOU3BO-
AUTEAEN IPU OAUHAKOBOH 0Asl 6Cex HOPMe IIPUOBIATL
OTMedeHO U IPOTHBOpEYHE ABIDKEHUS KallUTAAOB
B CTOPOHY BBIPaBHUBAHHS HOPM IPHOBIAU BO BCeX
OTPaCASX C TEHACHIMEH KaXXAOM OTPACAM K MaK-
CUMyMY CBOeil IPUOBIAY, KOTOPOE HAPYIIAeT TOX-

AECTBO HOPM IIPHOBIAY B OTPACASIX AQXKE ECAH CYM-
MmapHas IpUOBIAb IIPOUBOAUTEAEH MAKCHMAABHASL.
Mwmes Tabaniry AeoHTbeBa AASL HEKOTOPOIL CTPAHBI
U peaivHvle B HEH AAHHbBIE O BEKTOpaX IIPOU3BOACTBA
X v njen P, MOXXHO B IPUHIIMITE KX HEIIOCPEACTBEH-
HO CPaBHMTDb C AAHHBIMH IPEAAOKEHHOTO PacyeTa
AASL BBISIBAGHUST PACXOXKAEHHI HAU <IIPOOAEMHBIX
MecT>. OAHAKO HaAMYHe B 9KOHOMUKe AI000i1 cTpa-
HBI T.H. <TOCYAQPCTBEHHOI'O CEKTOPa>, KOTOPBIM pa-
OoTaeT He AASI MAKCHMU3ALUY IPUOBIAH, 4, 3a4aCTYIO,
Ha AOTAIUAX U3 OIOAKETa, MOXKET UCKAa3UTh UTOTH.
AHaAOTHYHOE UCKAKEHUS pe3yAbTaTa MOTI'YT OKa3aTh
9K30T€HHbIE U He YYTEHHbIE B AAHHOM PaCCMOTPEHHH
9KCIIOPTHO-UMIIOPTHBIE OIIePalUH.
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CHALLENGES AND PROSPECTS OF MEDICAL TOURISM IN GEORGIA

Abstract. Following the latest literary sources and diverse factual materials, the present scientific
article explores the challenges and development prospects of medical tourism in Georgia.

More specifically, the aim of this study is to identify the factors and challenges hindering the
development of medical tourism in Georgia. It also aims to offer relevant recommendations based
on the analysis of the results obtained, both in the hospital sector and on the systemic level.

Based onthe studyresults, relevant conclusions and recommendations were made. It was established
that the development of medical tourism requires the promotion and positioning of the destination
country as that of medical tourism, as shown in strengthening the government involvement and its
role. It is also important to develop a strategic plan for the development of medical tourism, which

should ensure the integrated functioning of state agencies in this respect.

Keywords: medical tourism, medical services, telemedicine, cosmetic medicine, treatment with

phages, resorts by climate, aesthetic medicine, recreational tourism.

Introductions:

Medical tourism represents a comparatively new
but rapidly developing area. Its growth and other seg-
ments of tourism are very high. Medical tourism has
developed a new concept of modern health: when a
patient in his country cannot solve the health prob-
lem, he chooses his preferred country, doctor and
clinic to enjoy modern therapeutic and diagnostic
methods at an affordable price.

One of the reasons for the development of medi-
cal tourism is a lack of necessary services or low qual-

ity in their country. In such cases, patients prefer to
undergo medical treatment in countries where prices
are high but the medical service quality is relatively
higher. Notably, in the 21* century people found
themselves in exceptionally stressful conditions, in-
cluding ecological disasters, viruses, terror attacks,
wars and accelerated lifestyle. It’s time to innovative-
ly use the development and recovery modes mixing
relaxation, recovery, entertainment, restoring the
balance between physical and spiritual condition,
treatment and getting well.
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Medical tourism includes various areas including
local, regional and global medical tourism. Telemedi-
cine represents a type of medical tourism. It means
when patients are provided with medical care in a
remote mode (Such services are particularly relevant
in the face of the COVID-19 pandemic). We also see
an educational medical tourism when people are un-
able to enjoy appropriate medical education in this
or that country, so, they have to leave for abroad for
treatment. We see the educational medical tourism
when medical staff travels abroad to raise qualifica-
tion and improve practice.

Europe and North America are the main suppli-
ers of customers to the medical tourism industry.
Medical tourism occupies 65% of the world tourism
market in five countries: the US, Germany, Japan,
France and Austria. In terms of the number of medi-
cal tourists, the following countries are the leaders:
India, Hungary, Mexico, Singapore, Thailand, Barba-
dos, Brazil, Israel, South Korea and Turkey.

Considering the global competition of our times,
medical tourism contributes to the faster develop-
ment of medicine and can cause significant changes
in the national health system. In this respect, it is
interesting to observe the medical tourism level in
modern Georgia, namely, the challenges it faces and
the development prospects it follows.

Results and discussion: studies show that Geor-
gia’s tourism incomes equal $1.7 billion through its
trade turnover, and it is of utmost importance [3].
Georgia offers the following types of services for
medical tourists: dentistry and teeth prosthetics,
cosmetic medicine, sight correction with excimer
laser, treatment of coronary heart diseases (stenting,
shunting), treatment with phages (This is an exclu-
sive species, since “Tbilisi Bacteriophage’ is one of
the unique institutions across the world), reproduc-
tive health services, and others [4].

Notably, Georgia has a great potential for healing
tourism as it is extremely rich in resort areas: cur-
rently, there are 102 resorts and 182 areas offering di-
verse disease treatment, rehabilitation and recovery.

It should also be noted that Georgia has all medical
resorts where there are natural medicinal factors, like
mineral water, mud, recreational climate and essen-
tial conditions for using for medicinal and preventive
purposes [2].

It is possible to develop specific types of medical
tourism, such as climatic (mountain, sea coast, forest
and steppe) resorts and those offering balneotherapy
(drinking water and bath treatment). They always
represented Georgia’s tourism dignity (We should
notice that the development of resorts in Georgia
begins at the turn of the 19th-20th centuries. During
this period, the process of rebuilding tourism began
in Borjomi and Abastumani, and later on the Black
Sea coast. Georgian resorts were recognized as one
of the best medical destinations in Soviet times).

Among the climate resorts there are: Abastumani,
Akhtala, Batumi, Bakuriani, Bakhmaro, Borjomi,
Green Cape, Nabeghlavi, Patara Tsemi, Sairme, Sur-
ami, Tskaltubo and Kobuleti. The balneotherapy re-
sorts are: Borjomi, Grigoleti, Tbilisi, Nunisi, Sairme,
Ureki, Utsera, Tsagveri, Tskaltubo, Tsai, Tsemi, Tsikh-
isdziri, Shovi, Java and many others.

Mountain climate offers fresh air, intense sun
radiation, especially ultraviolet rays, low barometric
pressure and a high substance of oxygen. The moun-
tain climate acts in diverse modes: soothes and tones
nervous system, improves vital processes, activates
metabolism, respiratory function, blood circulation
and digestion, besides, it improves immunity to vari-
ous diseases, including infectious pathologies. For
this factor, people spending holidays in mountain
resorts show a repellent effect [11].

The Black Sea climate is humid and subtropical
with good properties. It is good for the treatment of
diseases of the blood circulation and respiratory, as
well as functional disorders of the nervous system.
Seaside resort Ureki is distinguished by its impor-
tance, magnetic sand and excellent climatic condi-
tions for recreation and recovery. From the positive
treatment factors of Ureki, we can note healing effect
for cardiovascular diseases, central nervous system,
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functional diseases, those of muscles, skeleton and
other diseases.

Georgia has about 2000 mineral sources, with
the most common being carbonated mineral wa-
ters, used to treat various disorders of the digestion
system, endocrine system and metabolism. Borjomi,
Sairme, Lebarde, Utsera and Shovi can be named as
such resorts.

Among the mud-curing resorts stands out Akhta-
la. It’s pseudo-volcano mud is used for baths, applica-
tions and tampons. Chronic, peripheral nervous sys-
tem and gynecological diseases of limbs are treated
in Akhtala.

For the maximum development of the medical
tourism potential, we should analyze the challenges
hindering its development.

Mainly, we should highlight a high competi-
tion level in this area. Many countries, with medi-
cal tourism quite developed cannot be competi-
tive. In such countries, lots of funds are spent to
boost medical tourism. They offer many types of
medical care to users from foreign countries (Our
neighbor Azerbaijan is active in this respect, which
is actively investing. If we do nothing, Azerbaijani
patients coming Georgia for treatment will no lon-
ger arrive here. Gradually this picture can change
and not only drain patients to Azerbaijan, but also
to medical staff.). In this respect, Georgia cannot
be attractive [3].

The medical tourism development is hampered
by poor infrastructure resources. The network of
hotels and agencies has insufficiently developed and
prevents tourists from providing a shelter. However,
the service level of available private hotels is still low.
Climate resorts are mainly in highlands where the
infrastructure is not developed.

The transport system problems are also impor-
tant. Despite the fact that lately particular attention is
paid to the development of the road infrastructure, in
most of the highland regions the road and transport
system remain disrupted. Domestic flights and mari-
time transport are less developed, while the proper

level of development could ensure easy movement
across the country.

In some areas of the Georgian coastline poor san-
itary-hygienic conditions are observed. The beach is
not cleaned regularly and we observe no compliance
with sanitary norms. Sea pollution and various resi-
dues are also common. Naturally, all this threatens
the health of the coast visitors.

Apart of that, there is no information database
regarding the potential of medical tourism in Geor-
gia. There is a comparatively low number of adverts
at treatment resorts. Besides, many travel agencies,
offer fewer medical tours, while the country boasts
high potential.

For high competition in the field of medical
tourism, it is more real for Georgia to offer specific
services that do not require high investments. By set-
ting low prices for specific services and adhering to
international standards of the medical care quality, it
is possible to attract foreign patients. In this respect
it can become interesting, even on a regional level.

In many countries, services like aesthetic medi-
cine and dental medical care are not covered by state
health programs. Thus, if there is a proper standard
and quality of medical care in Georgia at a relatively
low cost, foreign citizens will aspire to the desired
medical services.

It is necessary to improve the road system, espe-
cially in highlands and hardly reachable areas as the
significant potential for the development of medical
tourism focuses on the mountainous regions. How-
ever, it is necessary to expand the shuttle network
and schedule direct routes to the mountainous re-
gions; It is recommended to schedule intra-country,
inter-regional flights, as well as restore sea flights for
the transportation and ride of visitors.

Georgia should create a complete information
database about the medical tourism potential and its
constant update including full info about large medi-
cal institutions, clinical centers (types and prices of
their services), available to any resident of the world
via internet.
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To enhance the quality of medical services, it is
recommended to bring certain medical suppliers for
the implementation of medical tourism into a unified
regulation system that ensures the quality of medical
services following international standards.

Unlike conventional tourism, medical tourism
requires considering the peculiarities of medicine. In
this respect, conduction of training courses regarding
medical tourism is required by tourism employees.
The training should meet international standards.

The state support for foreign patients should be
ensured specifically for those (as well as accompany-
ing persons) planning to get treatment in Georgia,
impose visa benefits or be exempt from visa fees.

The Economic Ministry and National Tourism
Administration of Georgia developed the national
tourism strategy with the World Bank group’s finan-
cial support. The strategy includes 20-25 years and
defines various directions of tourism development:
medical tourism, wine tourism, adventure, cultural
tourism and others. One of the significant solutions
of the strategy is the development of medical tourism
and recreational resorts in Georgia.

According to foreign experts and experience of
leading tourist countries, natural and resort factors
in arich country such as Georgia are feasible. Here
the priority is the development of recreational tour-
ism. International competition capacity of Geor-
gia as a tourism brand can be supported by the
formation and possibilities of innovative tourism
products like combined wine tourism, enotherapy
(treatment with wine) and ampelotherapy (treat-
ment with grapes). Currently, in an industrial en-
vironment, the demand for such an exotic tourist
product is very high.

Georgia’s medical tourism requires higher atten-
tion from the government. Through our study, 37
interviews were conducted with those involved in
the medical tourism industry. Based on the study re-
sults, it was determined that the government involve-
ment is required for the medical tourism develop-

ment. Therefore, it is important to develop a strategic
plan, which should ensure the integrated operation
of government authorities. There is a need to tighten
the regulation and control of the quality of medical
services, stimulate the acquisition of international
accreditation by medical institutions and affiliation
with international medical networks.

Itis also recommended to introduce internation-
al treaties regulating medical tourism, to participate
more intensely in international medical tourism fo-
rums, to create joint medical organizations with the
involvement of foreign companies competing with
private clinics in terms of the medical care cost.

Finally, through the proper positioning, medical
tourism will attract quite a high number of tourists
during the year and will become one of the impor-
tant mechanisms for the economic growth.

Conclusion: Based on the study outcomes,
the following recommendations were made for the
development of Georgia’s medical tourism: (1) to
destine the country as a medical tourism, position
and promote the target markets for Georgia to be
perceived globally as a medical tourism provider;
(2) to improve the government’s involvement and
role in the development of medical tourism, to de-
velop the appropriate strategy by the government;
(3) the government must ensure quality control,
standardization and regulation of medical services,
for which itis required to introduce an accreditation
system and stimulate international accreditation;
(4) improve cooperation and coordination with
medical institutions by facilitator companies and
intermediary agencies, qualify their management
and administrative staff through targeted training
regarding the specifics and needs of medical tour-
ism; (S) to facilitate air travel to the target countries
by stimulating scheduling direct flights; (6) to im-
prove accounting of medical tourists visiting the
country, to established required necessary informa-
tion input on services provided to foreign patients
in statistical reports of medical institutions.
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Abstract

Summary: The article considers several factors influencing the development of medical tour-
ism in Azerbaijan: the need for joint activities of the public and private sectors in the development
of medical tourism, the effective use of the country’s tourism potential, and the use of mineral and
thermal tourism resources.

The directions of state support and implementation of state regulation in the development of
medical tourism were analyzed.

The actuality of the subject. One of the main issues in the development of tourism in the country
is proper use of tourism potential. Moreover, the utilization of the existing Naftalan oil and interna-
tionally recognized waters of Azerbaijan is essential for maximizing the tourism potential. Therefore,
increasing state support for the development of medical tourism is pivotal.

The purpose of the study: The purpose of the study is to assess the current state of medical
tourism in Azerbaijan. Increasing the flow of tourists to the country through the establishment of
healthresorts& sanatoriums and improving the quality of treatment is integral part of development
directions in the field of medical tourism.

The objectives of the study are:

— Assessment of the current state of medical tourism;

— study of factors influencing the development of medical tourism;

— to determine the role of health resorts and sanatoriums as a means of treatment of various
diseases;

— Improving the implementation of state support for the development of medical tourism in our
country.

Object of research. Reforms in the tourism sector in the Republic of Azerbaijan and the devel-
opment of medical tourism were selected.

Research methods. Economic-statistical, statistical grouping, comparative economic analysis
and observation methods were used in the research process.

Keywords: health tourism, sanatoriums and resorts, reforms, state support.
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The favorable geographical location, historical
monuments, mineral springs, thermal waters, and
the presence of a rich national cuisine are the fac-
tors that motivate the subject.

The Azerbaijan International Tourism Exhibition
(AITF) has been held in our country every year since
2002, and this has become a tradition. At the same
time, Azerbaijan’s tourism resources, materials show-
ing the development of this field in Azerbaijan have
been presented at many foreign exhibitions.

Another State Program is the State Program on
Tourism Development in the Republic of Azerbaijan
tor2007-2016. The program includes issues such as
increasing human resources in the field of tourism,
the correct and efficient use of tourism resources, the
formation of state policy in this area and so forth.

The main focus in the organization of medical
tourism is the study of medical resources, the estab-
lishment of sanatorium-resort facilities in certain ar-
eas, the organization of tourist routes to resort areas,
preparation and organization of additional events for
recreation of tourists and etc. [4].

In the promotion of these areas, the organization
of publications, the advertisement materials with in-
formation about these areas, the creation of symbolic
souvenirs in accordance with the resort, the imple-
mentation of the work are of particular importance.
The announcement of 2011 as the year of tourism was
an important step in the development of tourism.

However, in the 1950s and 19605, Azerbaijan
was the weakest tourist destination among the coun-
tries of the USSR. The decree adopted by the Presi-
dent of the Republic of Azerbaijan in 2010 approved
the State Program for the Development of Tourism
from 2010 to 2014.

During 2010-2015, the number of tourists visit-
ing the country increased by 8.5 percent, the num-
ber of facilities in the field of tourism increased by
4.5 percent, and the level of employment in this sec-
tor increased by 6 percent. These indicators indicate
that the development of tourism will increase in the
coming years.

The sharp decline in oil prices towards the end
of 2015 highlighted the need to develop the non-oil
sector. As aresult, increased attention was paid to the
development of tourism. As in other countries, many
measures are being taken in Azerbaijan to develop
tourism and increase the number of tourists. As a
result, positive results are obtained every year.

Thus, European and Asian tourists have been
coming to Azerbaijan in recent years. These results
in the development of tourism are due to the renewal
of infrastructure, hotel network, sanatorium-resort
network, as well as the impact of international ex-
hibitions, events and government programs in the
country.

Although the study of Azerbaijan’s medicinal re-
sources began in the early 19" century, tourists who
came here in ancient times also benefited from 59 me-
dicinal sources. At present, there are world-renowned
treatment centers in Azerbaijan. The main task in this
area is to promote our health facilities at the interna-
tional level and to hold a PR campaign and complex
events for tourists to come to the country.

There is a great need for propaganda in this area.
If we pay attention to the measures taken by the As-
sociation for Health and Thermal Tourism Support
established in our country for the development of
this field, it is possible to see that important work
has been done.Information on the location of the
association’s health centers, various entertainment
programs in the health centers, the organization of
excursions to the surrounding area, medical services,
service personnel was posted.He started working on
the preparation of catalogs. A map showing the loca-
tion of treatment facilities is also being prepared. The
info-tours organized by the Association to Naftalan
and Masalli also play an important role in the devel-
opment of medical tourism.

According to the Decree of the President of the
Republic of Azerbaijan dated December 6, 2016,
“The Strategic Roadmap for the Development of
the Specialized Tourism Industry in the Republic of
Azerbaijan aims to increase Azerbaijan’s cooperation
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with other countries, improve service standards at
enterprises and facilities in this sector”. The treat-
ment is related to the measures to be taken in the
development of medical tourism: an action plan for
the development of medical tourism for 2017-2020
will be prepared.

This plan will be developed by the Ministry of
Culture and Tourism. According to the plan, mainly
in Gabala, Masalli, Lankaran and other regions. It is
also envisaged that natural resources will be used.
The action plan will be implemented after 2020 to
stimulate the development of medical tourism. The
event is planned.

Thus, a research group consisting of professionals
and scientists should be established to create prod-
ucts in the regions, and information on Azerbaijani
tourism should be placed on the products. Short-
term tours to treatment-dependent regions should be
organized and the participation of relevant compa-
nies and authorities in these plans should be encour-
aged.Attention should be paid to the improvement
of transport routes for the convenient transportation
of tourists to the resort areas. Azerbaijan pursues a
state policy on the organization and development of
resort business [S].

A developed tourist complex has been estab-
lished with the support of the implemented state
policy. Sanatoriums-resorts, which play an impor-
tant role in terms of recreation, treatment and health
of people, also play an important role in increasing
employment, socio-economic development of the
region, infrastructure, services and other related ar-
eas. The main work in the organization of resorts is
to update the network of resorts and sanatoriums, to
organize them at the level of international standards.

To regulate the implementation of this work at
the state level, the “State Program for the Develop-
ment of Resorts in the Republic of Azerbaijan for
2009-2018” was adopted. The program is expected
to have the following results in the future:

— Correct assessment of natural treatment re-

sources in the country;

— International level of treatment and health cen-
ters operating in the republic development;

— 'The development of the industry-resort net-
work in other areas related to this sector.

— Therapeutic measures and human resources
of industrial and resort enterprises Reduction
of many diseases as a result of improving its
quality;

— The formation of an image that will recognize
the country as a result of the development of
this field and this service use of tourists, low-
income families;

— Increase in income as a result of the develop-
ment of the industry-resort network at the
same time as the existence of these resorts, the
population living in the surrounding areas of
the time. increase in employment indicators
[2].

On June 9,2017, a conference was organized un-

der the title “The Greatest”.

The conference is organized by the Azerbaijan
Health and Thermal Tourism Support Association.
During the conference, with the participation of
sanatoriums, resorts and tourism enterprises and
organizations, the future development of medical
tourism in the world and the international tour-
ism market integration were discussed. The decrees
signed by the President of the country were noted
in the conference. Governments and government
programs show that there is a constant concern for
this area.

Every year there is a big increase in this area. In
2016, the European History of the “Galati” medical
and recreational complex was opened. The election
of each member of the Association is one of the
achievements in this field. In 20185, 35,000 tourists
visited the Naftalan resort area, which is the result of
the measures taken.

Certain work is being done to attract tourists to
our country. If 5-10 years ago there were 30 tour-
ism companies in Azerbaijan, now there are more
than 120 of them. In order to improve the quality
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of staft in this field, the University of Tourism trains
its students and sends them to a foreign country for
experience. In addition, www.azerbaijan.travel tour-
ism portal organized tourism companies, hotelsin
the country. The portal is important for obtaining
information about the nature and transport of the
territories.

In order to promote tourism in other countries,
electronic banners are placed on the websites.

By the Decree of the President of the Republic
of Azerbaijan dated December 29, 2012, “Azerbai-
jan 2020: The “Concept of the Future” Development
Concept has been approved. The concept includes
support for the development of the non-oil sector,
new jobs in areas such as the opening of infrastruc-
ture, the development of infrastructure and trans-
port. Issues such as the acquisition of property were
highlighted.

Sustainability of economic development, in-
crease in the level of welfare of the population, as-
sessment of the country’s resources and potential,
strategic goal of the concept of issues such as the
protection of human rights were taken into account.

The concept includes the development of tour-
ism, increasing its role in economic growth, in-
creasing its share in per capita national income,
the development of various types of tourism in the
regions. support of the Caspian Sea, assessment of
the tourism potential of the Caspian Sea, measures
and implementation of legislative rules. Creation
and improvement of air transportation and railway
transport in tourism regions are also substantial. Fur-
thermore, the measures taken in the field of educa-
tion are comprehensive in this area since it will create
the ground for development.

Development of the specialized tourism indus-
try in the Republic of Azerbaijan in 2016 “Strategic
Road Map” plays an important role in the organiza-
tion of medical tourism. Taking into account the po-
tential of Azerbaijan for the organization of medical
tourism, a “Working Group” has been established in
accordance with the relevant provisions of the Road

Map. The Working Group wasestablished for the de-
velopment and organization of medical tourism.

In other areas with potential medical tourism, in-
frastructure upgrades are underway. Draft of “Action
Plan for the Development of Medical Tourism for
2018-2020" is already prepared. The plan envisages
that the measures will be implemented using inter-
national experience. Galaalti, Naftalan and Duzdag
resorts are selected for the recognition of our coun-
try at the international level. It will be ensured that
it will pass international certification [2].

In 2018, the next forum of the Global Medical
Tourism Forum was organized. The forum was held
in Dubai, United Arab Emirates. About 30 countries
participated in the Global Travel Forum. The forum,
which was attended by about 500 delegates, was or-
ganized under the auspices of the Emirate of Dubai.

The exhibition provided information about Naf-
talan, Galalati, Istisu, Absheron. Active topics dis-
cussed include accreditation, global medical tourism,
and health. There have been topics such as relations
between the countries of the world, branding, medi-
cal tourism and so on. According to the information
provided, the purpose of the meeting was to provide
experience in the field of medicine and tourism. It
was an exchange of knowledge and skills. For this
reason, important leaders in the field of tourism from
each country have been brought together.

Results

It can be concluded from the research that the
development of tourism, along with many other
factors, directly depends on the treatment — medical
tourism, which is of special importance in the devel-
opment of tourism in our country.

The essence of medical tourism and its place in
Azerbaijani tourism, the problems arising in the di-
rection of industrialization have a negative impact
on human and public health. In an unhealthy society,
there is a decrease in working capacity and produc-
tion capacity.

Medical tourism is the most priority direction in
Azerbaijan. Thus, the development of medical tour-
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ism using its own oil, the famous Naftalanin and the
KalbajarIstisu mineral water in Karabakh, is one of
the most important issues of the day.

The “Strategic Roadmap for the Development
of the Specialized Tourism Industry in the Republic
of Azerbaijan” approved by the Presidential Decree
dated December 6, 2016 has opened wide oppor-
tunities for the organization of the tourism indus-
try and the development of medical tourism in our
country. The development of medical tourism is
expected to accelerate in the near future [1].

The objectives of the study are:

— The current state of medical tourism was as-
sessed;

— Factors influencing the development of medi-
cal tourism have been identified;

— Resorts and sanatoriums as a health facility
have been identified as a tool for the treatment of
various diseases;

— treatment — directions of state support for the
development of medical tourism were identified and
proposals were made.
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DEVELOPMENT OPPORTUNITIES OF MATERIAL AND TECHNICAL
RESOURCE POTENTIAL iN THE AGRICULTURAL SECTOR

Abstract. The market of material and technical resources is one of the most fundamental con-

cepts of meeting the needs of the agricultural sector with machinery. From this point of view, the

development of the market of material and technical resources at the expense of enterprises pro-

ducinglocal agricultural machinery is one of the priorities of agrarian policy. Therefore, currently

one of the primary issues is to improve the legal framework for the interaction of production and

supply entities in agriculture, to ensure the creation of the necessary organizational structure for

the development of the market mechanism of the economy.

Keywords: material-technical resources, resource potential, requirement, demand and supply,

market.

The market economy system reflects the devel-
opment of large-scale reproduction on the basis of
demand and supply of commodity-money relations
in all sectors of the economy. The market economy
system ensures the sustainable development of the
economy if the necessary market modification, in-
cluding market infrastructure, is formed from both
sectoral and territorial complexes. The diversity of
one or another type of market is analogous to the
functions of market infrastructure in terms of the de-

velopment of a specific sector of the economy. In this
regard, the development of the market of material
and technical resources has an important role in the
sustainable development of the agrarian economy.
The market of material and technical resources
reflects the economic relations based on free compe-
tition between the institutions producing or offering
material and technical resources and their producers
[S] (Aopozosyesa A.A., 2013). The market of mate-
rial and technical resources is not only an entity that
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carries out the process of purchase and sale. The mar-
ket of material and technical resources is aimed at
the development of large-scale reproduction in the
economy as a whole, serving to meet the demand for
technical means of this and other economic entities,
regardless of ownership.

Demand and supply are the most important
components of the market of material and techni-
cal resources. Demand in the market of material and
technical resources is the volume of agricultural ma-
chinery in terms of natural and value that will be used
by agricultural producers in a given period and is
characterized mainly as a manifestation of demand.

Research has shown that attempts to determine
demand without the effect of price are unfounded
and vary depending on the price. In this regard, the
law of demand exists in microeconomics. The es-
sence of the law is that when other conditions do
not affect the change in demand for goods, there is a
contrary relation between it and the price. This arises
mainly due to two reasons. First, when prices are low,
the buyer tries to get more goods, and second, when
the price of a good falls, the ratio of other goods be-
comes cheaper and the buyer has the opportunity
to make a relatively profitable technique for himself.

The supply characterizes the economic relations
between producers and sellers of resources with agri-
cultural producers. The main part of the supply is the
supply of goods and reflects the products that are on
the market or can be put on the market in response
to the solvent demand of agricultural producers in
the market. Although the supply is closely related to
the production of material and technical resources,
these categories differ from each other both in their
economic content and in their volume. If produc-
tion is a category that directly reflects the process of
resource development, supply is mainly character-
ized by exchange and market relations. The supply
of goods s less than the volume of production. Thus,
the goods produced are intended for sale in the do-
mestic market, as well as for off-market consumers,
stock replenishment and export. The resource supply

has a dialectical character and is constantly in mo-
tion. It is realized on the one hand, and completed
on the other. The supply of goods is determined by
quantitative and value indicators, acting in kind and
value. The natural form of supply characterizes its
consumption value by expressing its ability to meet
the demand for material and technical resources.
The value form of supply reflects the exchangeable
capacity of a commodity and its exchange value.
The process of supply formation is mainly charac-
terized by two aspects. Firstly, the adaptation of re-
sources to the ever-increasing demand in terms of
quantity and quality, and secondly, its active influ-
ence on the rationalization of demand, supply and
demand is the main principle of the development of
the market of material and technical resources [4]
(Boponxuna A.B., 2012).

Unlike demand, there is no direct relation-
ship between price and resource supply, in other
words, there is a direct relationship. In this regard,
the essence of the law of supply in macroeconom-
ics is characterized as follows: While other factors
affecting the supply of goods remain unchanged,
its volume varies depending on the price. In other
words, when prices rise, the seller’s incentive to
offer more products to the market increases, oth-
erwise a fall in prices leads to a decrease in the vol-
ume of products sold. The change in supply in line
with the price is primarily explained by the fact
that in the event of rising prices, the firm entering
the market of material and technical resources uses
a high level of production capacity by applying new
technology, which ultimately leads to increased
supply. Secondly, in the context of a consistent and
stable rise in prices, other producers are involved
in the industry, which leads to a further increase in
production and, accordingly, supply.

Research has shown that it is impossible to
achieve labor productivity in agriculture with-
out creating the necessary material and technical
base, to reduce labor costs per unit of output, to in-
crease the economic efficiency of production. Most
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economists have come to the conclusion that high
economic performance in this area is impossible
without providing agriculture with machinery and
equipment. However, complex mechanization in
the agricultural sector can be effective only if the
machines and mechanisms required in the process
of production of each specific product are applied
in a complex way. In other words, the technical re-
sources in the machine-tractor park should lead to
complex mechanization, ensure increase in labor
productivity on the basis of creating a favorable
ratio between individual technical resources [3]
(Aagepues B, 2012).

As mentioned above, the material and tech-
nical base of agriculture also includes land and
water resources paired with material and techni-
cal resources. In agriculture, material resources
consist of fixed assets and material resources and
paired with land and water resources, are a signfi-
cant part of the productive forces as a means of
agricultural production. From this point of view,
if we look at the park of the main types of agricul-
tural machinery in the example of the Republic of
Azerbaijan, we can see that the technical supply in-
dicator for 2016-2020 increased from 21,236 units
to 51,470 units, which in general results in increase
by 2.4 times. The number of tractors in 2020 com-
pared to 2016 increased by 2.1 times, the number of
ploughs by 4.5 times, the number of cultivators by
16.2 times, the number of seeders by 1.1 times, the
number of mowers by 10.25 times, the number of
mineral fertilizer spreaders by 6.2 times, the number
of sprayers and dusters increased 9.9 times and the
total number of combines increased 2.4 times. Im-
proving the technical base in agriculture prevents
excessive and ineflicient use of this equipment by
increasing the supply of tractors and machines per
100 hectares. Thus, compared to 2016, in 2020 the
number of tractors per 1,000 hectares increased by
2.02 times, and accordingly the amount of sown
area per 1 tractor decreased by 51% to 47 hectares.
In addition, there was an increase in the number

of cultivators, ploughs, seeders and mowers per
100 tractors. A similar situation is observed in the
number of combines per thousand hectares. Thus,
this indicator has increased 2.71 times for grain
harvesters, 2 times for corn harvesters, 9 times for
potato harvesters, 68 times for beet harvesters and
2.82 times for cotton harvesters [11].

However, the modernization of the agricultural
sector is one of the priorities of agrarian policy. Ex-
cessive use of agricultural machinery leads to a de-
crease in productivity, adversely affecting the time
and quality of implementation of agro-technical
measures [1] (Aliyev I. H,, Soltanli I.Q., 2017). In
this regard, important attention should be paid to
the constant improvement of material technical
supply of this area.

In recent years, special attention has been paid
to the sale of agricultural machinery on preferential
terms to agriculture. The study shows that sales of
agricultural machinery in 2016-2020 have a down-
ward trend. Thus, compared to 2016, sales of trac-
tors in 2020 decreased by 77.9% and accounted for
266 units. During this period, 80% of plough sales,
61.4% of cultivators, 73.9% of sowing units, 87.2%
of cotton harvesters, 96.8% of fertilizer spreading
machines, 82.4% of hay rakes, the number of trac-
tor trailers decreased by 60.6%. The meanwhile,
the total cost of machinery and equipment sold in
2020 decreased by 62.3% compared to 2016 and
amounted to 52.3 million manats. In addition, it
should be noted that per 2016-2020, the highest
sales of most agricultural machinery and equip-
ment were observed in 2017. Starting in 2017,
preferential sales have tended to decline. Here, in
addition to the general downward trend, it should
be noted that in 2017, preferential sales of tractors
increased by 36.6%, ploughs by 25.1%, cultivators
by 5.4 times, sowing units by 70.1%, cotton har-
vesters by 90.4%, spraying and spraying machines
70.6% and sales of other agricultural machinery
and equipment increased by 4.9 times. The cost of
machines and equipment sold, increased by 94.2%
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in 2017 and accounted for 269.4 million manats
[11]. It should be noted that the growth of sales
is due to the introduction of preferential terms by
the state for the purchase of agricultural machinery
and favorable prices.

Strengthening of material and technical resources
consolidates scientific and technical, economic and
organizational, and other system of measures. These
measures should be aimed at the efficient and effec-
tive use of these resources and, ultimately at reducing
their consumption per unit of output. All these are
important condition for solving social and economic
problems of society development.

Research has shown that import plays a signifi-
cant role in meeting the needs for material and tech-
nical resources. Thus, in 2016-2020, the import of
mineral fertilizers had a positive dynamics, increasing
from 166.9 thousand tons to 350.5 thousand tons.
Thus, the import of nitrogen fertilizers increased
2.2 times during the reporting period, the import of
other types of fertilizers increased 2.1 times, on the
other hand, the import of potassium fertilizers de-
creased by 3.8%. In the first 9 months 0f2021,111.3
thousand tons of fertilizers were imported. Thisis 2.5
times less than in the first 9 months of 2020 (274.9
thousand tons).

Research indicates that the cost of material and
technical resources has a significant share in the
structure of expenditures on agricultural prod-
ucts. The physical depreciation of resources leads
to crop losses and, ultimately, to the loss of eco-
nomic activity.

It can be concluded from the research that the
market of material and technical resources is the
main direction of meeting the needs of the agri-
cultural sector in machinery. It should be noted
that the formation of the market of material and
technical resources in the agricultural sector at the
expense of enterprises producing local agricultur-
al machinery covers a long period. Therefore, the
organization of work in the sphere of circulation
of means of production in accordance with the

requirements of market relations, it is possible to
carry out this process in stages with the necessary
state support. The meanwhile, the legal framework
for the interaction of production and supply en-
tities operating in market conditions should be
improved, and the necessary organizational struc-
ture should be achieved to implement the market
mechanism of the economy. Obviously, according
to the laws of market relations, the funds required
for the material technical supply and maintenance
of these private farms must be made at the expense
of their own funds [8] (Mams 3., Tuckve A., 1993).
Therefore, the import of technical resources from
abroad through private institutions is becoming
an objective necessity. For this purpose, the legal
framework for entrepreneurs to import technical
resources from abroad should be improved, and
the issue of providing them with soft loans by the
state should be considered. First of all, soft loans
should be provided at a low interest rate, or the
practice of continuous lending should be tested.
All these can play an important role in the devel-
opment of the market of material and technical
resources in the agricultural sector.

Establishment of new agricultural machine-
building enterprises by attracting foreign invest-
ments in order to develop the market of material and
technical resources in the agrarian sector, transfor-
mation of some existing industrial machine-build-
ing enterprises into agricultural machine-building
enterprises and the production of various types of
machines and mechanisms, equipment, devices and
aggregates used in agriculture should be given pri-
ority [6] (Kopmaxos A., 2014). It should be noted
that meeting the demand for material and technical
resources of local producers at the expense of domes-
tic resource supply leads to the expansion of import
channels. This ultimately leads to both shortages and
the inability of local producers to meet their needs
due to the high cost of equipment.

Assistance in the development of the market of
material and technical resources in the agricultural
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sector can be carried out in two directions. The first
is the establishment of enterprises producing agri-
cultural machinery in the country, and the second
is the state subsidizing the level of prices for im-
ported machinery.

Enterprises producing the means of production
for agriculture of the Republic can meet a certain
part of the existing demand. This is possible only if
the enterprises of the machine-building complex of
the Republic are supplied with special equipment
and advanced technologies to ensure the produc-
tion of high quality products. Demand for the re-
leased products directly depends on its high qual-
ity and long service life [9] (Aumsuwxos E., 2010).

Provision of machine-building enterprises of the
Republic with advanced technologies is the main
prerequisite for the formation of supply in the mar-
ket of material and technical resources at the expense
of local production. For this, the produced agricul-
tural machinery should satisfy international stan-
dards and be able to compete in the world market.
One of the important issues is to improve the design
and research work in machine-building enterprises
in order to increase the competitiveness of agricul-
tural machinery to be produced. For this purpose,
first of all, it is important to increase the professional
skills of engineering and technical personnel.

In order to assist agricultural producers in
meeting their technical needs, it is necessary to
implement the following measures:

o creation of the necessary material and tech-
nical base for the production of technical
means for agriculture, the technical level and
indicators of which meet international stan-
dards;

« establish the necessary material and tech-
nical base for the production of material
and technical resources in the agricultural
sector, first of all, to adapt the capacity of
existing plants and enterprises to the needs
of the agricultural engineering industry [ 7]
(Kpoxma/w C.C,2013);

« establishment of separate auxiliary produc-
tion areas in order to neutralize the depen-
dence of agricultural machinery manufactur-
ers on other areas;

« establishment of scientific-research, design-
technological enterprises and their experi-
mental bases in the field of agricultural en-
gineering, training of skilled workers along
with engineers and technicians;

« building of mutually beneficial relations with
the relevant industrial enterprises of the re-
public and other foreign countries;

« development and implementation of com-
plex measures for the access of manufactured
agricultural machinery and other means of
production to the world market;

« organization of joint production with machine-
building enterprises of foreign countries.

That should be taken into account that the fi-
nancial capacity of various agricultural enterprises
is not enough not only to invest in the acquisition
of material and technical resources, but also to carry
out ordinary production. Therefore, in most cases,
the funds raised are widely used. The state target
programs are being developed in order to meet the
needs of the agricultural sector in material and tech-
nical resources in the world practice, as well as pri-
oritizes budget funds.

Intensification of production in the agricul-
tural sector plays an important role in improving
the system of supply of agricultural material and
technical resources. The effective development of
the market of material and technical resources in
the agricultural sector depends on the mutual inte-
gration of sectors [2] (Quliyev E.A.2015). As it is
known, the material and technical resources used
in the agricultural sector are mainly imported. In
general, as a result of increasing investment in the
industrial sector of the national economy, destruc-
tive tendencies are emerging in the development
of agriculture. Thus, the development of indus-
tries is accompanied by an increase in the flow of
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labor from agriculture to other sectors, and the
emergence of structural contradictions in agricul-
ture on the other hand. The intensification of the
agrarian sector depends on the industrialization of
agricultural production. Historically, this function
has been performed by processing industries. It is
obvious that agricultural products are delivered to
the trading enterprises via passing through the in-
dustrial stage in processing enterprises, and then to
consumers. The meanwhile, if the products come
to consumers directly from agriculture itself - crop
production and animal husbandry, now most of
these products go through the stage of industrial
processing and are consumed as finished products.

According to conducted researches, accurate
economic mechanisms are not used in pricing,
and those who sell resources determine prices as
they wish. When analyzing the activities of farms,
it becomes clear that their resource needs are often
not fully met. This in turn, has a negative impact on
production and quality.

For the efficient functioning of the market of
material and technical resources, it is necessary to
ensure a parity ratio of prices for agricultural and

industrial products. One of the most important di-
rections in the development of the market of mate-
rial and technical resources in the agricultural sec-
tor is the creation of favorable conditions for the
availability of machinery and mechanisms neces-
sary for the implementation of agro-technical mea-
sures, meeting the demand for agrochemicals and
plant protection products [10] (Cmenanos B. 11,
2009). Sustainable development of the agrarian
sector, ensuring equipment growing for afford-
able agricultural products is to ensure the optimal
implementation of agro-technical measures in the
regions of the country with different soil and cli-
matic conditions, mechanization of manual labor
and the creation of a complex system of machines
and mechanisms.

State regulation of the market of material and
technical resources in agriculture is one of the main
directions of the effectiveness of this market. From
this point of view, in the conditions of increasing
the material and technical base of consumers, eco-
nomic improvement of farm entities, the main task
is to gradually achieve the efficiency of free supply
and sales market.
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Abstract. Women’s leadership is a public issue that is always being discussed, and has provoked
polemics and debates between the pros and cons of women leaders in a country, although recognition
of basic human rights seems to have increased significantly in various parts of the world. This study
aims to determine the role of women’s leadership, and what role is prominent and dominant as well as
what obstacles are encountered by female leaders at Private Universities in the City of Manado. This
research uses a phenomenological approach. This study provides the results that women’s leadership
can be accepted in an organizational environment. The ability to interact and motivate is the key to
the success of women’s leadership. Instructional leadership is a style of leadership that is relevant and
suitable in an effort to improve the performance of the teaching staff in the organization of private

universities in the city of Manado.

Keywords: Women Leadership; Woman’s Role; Organizational Environment; Instructional

Leadership; and Manado City.

L. Introduction

Leadership is a mutually encouraging process
through the successful interaction of individual dif-
ferences, controlling human resources in pursuit of
shared goals. Leadership is not based on gender (men
and women) or race (Martinez-Leon etal. [17]), but
controls the situation (Archanjo de Souza etal. [2]),
understanding of planning actions, and also has the
ability to coordinate in completing tasks.

The difference between male and female lead-
ership has been brushed aside by the leadership of
women in various roles and strategic positions in
social life (Archanjo de Souza et al. [2]). Reality
shows that women’s participation in carrying out

a leadership process proves that women are also
a potential resource if given equal opportunities
to play a role in various aspects (Billava & Nayak
[3]). Women have the ability to gain and manage
the highest position, authority and power (Haus-
ermann [11]). This causes women not only to be-
come housewives by doing domestic work alone
but also have aleadership spirit that needs to be de-
veloped (Horlings et al. [12]). With the creation of
the role of women in the opportunity to play a role
as leadership can bring a positive impact (Haack
[9]), namely the issue of gender equality is char-
acterized by the absence of difference (discrimina-
tion) between women and men. Thus, women and
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men have the same opportunity or access in leader-
ship (Gupta [8]).

In an organization or institution, the dominance
of men as leaders is still so strong. When in fact,
women also have the potential that is not inferior to
men in terms of leadership. Leadership, cannot be
separated from individuals who act as leaders them-
selves. Many link between the ability of individuals
to lead with biological aspects inherent in the leader
that is based on differences in the sexes of men and
women (McTavish & Miller [18]). This then led to
the emergence of the term gender inequality (male
and female sexes) which then put women in an un-
favorable condition, even though women are human
resources whose numbers are even greater through-
out the world than men.

This research was conducted to explore the role
of women’s leadership in educational institutions,
namely Private University in Manado City. The re-
sults of this study are expected to provide an over-
view of the leadership of women in the bureaucracy
of private tertiary institutions and their obstacles.
This knowledge can then be useful for developing
the potential of women in the field of leadership,
particularly in accelerating the development of pri-
vate institutions in Manado City. In addition, it also
aims to classified some specific issues such as fol-
lows: describing the leadership role implemented by
Women’s Leaders in Private Universities in Manado
City; what dominant leadership role is implemented
by women leaders in Private University in Manado
City; describing the role of relevant leadership in an
effort to improve the performance of the teaching
staff in the organization of Private Universities in
Manado City; and describing what obstacles women
leaders, face in carrying out their leadership duties at
the Private University in Manado City.

II. Literature review

A. The Role of Women’s Leadership

To become a complete leader, the leader in carry-
ing out leadership is required to carry out the leader-
ship role effectively, both as a determinant of direc-

tion, agents of change, spokespersons and trainers, in
order to improve the ability of employee resources in
an organization. The role comes from the word role,
meaning something that is part of or holds leadership
primarily. The role according to (Levinson [ 16]) was
a concept about what individuals can do that is im-
portant for the social structure of society, the role
of covering norms developed with one’s position
or place in society, roles in this sense are a series of
rules who guides someone in social life. According to
(Currie & Procter [4]), a role was a series of formula-
tions that limit the behaviors expected of a particular
position holder. For example, in the family, mother’s
behavior in the family is expected to give advice, give
judgment, give sanctions and others. Adopting the
opinions of these two experts,

Starting from the general definition, the lead-
ership role is nothing but attitude and behavior in
influencing Human Resources or employees, so
that they are willing and willing to work and work
together, to achieve organizational goals effectively
and efficiently, in accordance with those set by the
organization. Adopting the opinion from (Kamlesh
& Aarti [15]), stated from the opinion that a leader
will appear if he can perform a real role in carrying
out activities such as setting direction for his subor-
dinates / staff, inviting his subordinates to participate
in implementing policies or facing various changes,
becoming a spokesperson in making decisions for
the benefit of the organization and the welfare of its
members even if the decision is risky.

The realization of the role of women in having the
opportunity to take a role as leadership has a better
impact on the issue of gender equality characterized
by the absence of discrimination between women
and men (Indrasari et al. [14]). Thus, between
women and men have the same access in achieving
aleadership role. (Wolfman [24]) said that the prior-
ity of women is the ability to maintain relationships.
Women are interested in helping others develop and
express themselves and help them find satisfaction.
The nature of nurturing comes from the biological
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role of women. Women have the natural ability to
create, nurture and encourage the growth of all that
is done for and with others.

(Harvey et al. [10]; Wolfman [24]) stated that
the suggesting several key factors for achieving wom-
en’s leadership success, including as follows:

1. The ability to recognize, create and capture op-
portunities;

2. Be aware of the needs of people at work;

3. The need for support at all levels;

4. Determination to succeed;

S. Qualification;

6. Having sensitivity will be expressive.

Meanwhile, according to the ability of women to
lead formed and influenced by individual characters,
from within and from outside the environment. This
can be seen, for example, when they choose certain
choices in acting differently from others, maintain
their attitude, often decide on something for a long
period of time, and when facing various difficul-
ties and problems. (Wolfman [24]) went on to say
there are four specific statements about the quality
of women’s leadership:

1. Women leaders are more persuasive than men;

2. When feeling resistance, women leaders learn
from the difficulties they are experiencing;

3. The female leader shows an overall involve-
ment, building team work, including problem solv-
ing and decision making;

4. Female leaders are more likely to ignore rules
and take risks.

(Algahtani [1]) stated that Mintzberg as suggest-
ing some of the roles of a leader in managing an or-
ganization. (Mintzberg [19]), put forward the role
of every leader regardless of the hierarchy laid out
in three main roles. The role is described in more
detail in ten roles. These roles include the following
as follows:

1. The Role of Interpersonal Relations (Role)

The picture associated with this role is the status
and authority of the leader, and matters related to
interpersonal relationships. Activities used in this

role include ceremonial activities related to posi-
tions attached to the leader. Because the leader has
a high position, then the excess leader must always
hold certain contacts to outside parties. This role is
divided into three roles by Mintzberg as a further
breakdown of this interpersonal role, namely:

a) The role of the figure (figurehead role). A
leader has legal, social, ceremonial responsibilities
and also acts as a corporate symbol. A manager is
expected to be a source of inspiration. For example,
a manager will usually do ceremonial things such as
attending the deduction of the inauguration, sign-
ing legal documents, greeting guests and serving as
reception hosts;

b) The role of aleader (leader role). A manager
serves as a leader in a team, department or organiza-
tion. Selecting and training employees and managing
performance and motivating employees;

c) The role as a liaison role. A leader must main-
tain communication with the company’s internal
contacts as well as the company’s external contacts.
For example, participating in meetings with repre-
sentatives from other divisions / departments or
other organizations.

2. The role associated with information (infor-
mational role:

The leader conducts outward relations to obtain
information from outside the organization. Informa-
tion is obtained and collected by company leaders
who are then shared with employees. Making lead-
ers the center of information for their organizations.
This role is divided into:

a) The role of a monitor (Monitor role). In this
monitoring role, a manager acts as a seeker of infor-
mation relating to the industry and its organization.
A manager also monitors the team he leads both in
terms of productivity, performance and work com-
fort of his team members;

b) The role as information sharing (dissemina-
tor role;

c) Role As a spokesman (spokesman).

3. The role of decision making (decisional role)
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The role that makes leaders involved in the pro-
cess of making strategy in the organization beingled.
The process of making this strategy is simply called
a process that makes organizational decisions made
significantly and related. The role of decision making
by the leader is a role that must not be carried out,
after all this role is what distinguishes between man-
agers and implementers. There are four role leaders
who are grouped into decision making as follows:

a) The role of an entrepreneur (entrepreneur
role);

b) The role of a disturbance handler role;

c) The role as resource allocator (resource al-
locator role);

d) The role as a negotiator (negotiator role).

(Growe & Montgomery [7]) conducted research
in education and concluded that there were differenc-
esin the leadership styles of women and men, namely:

1. It lies in how to understand leadership. Men
see leadership as directing and women see leadership
as facilitating;

2. In terms of aspects of work, even though male
and female leaders perform the same tasks in their
work, there are still many different aspects of work.
Women strengthen relationships, togetherness and
process. But men focus on tasks, achieving goals /
objectives, mastering information;

3. Men in leadership positions are more likely to
lead from the front, trying to have all the answers for
their men. Women tend towards facilitative leader-
ship, letting their men contribute through delegation,
assistance (encouragement) and push from behind;

4. In the world of education, women emphasize
instructional leadership in supervision practice and
pay close attention to individual differences, regarding
methods of teaching curriculum and teaching objec-
tives. In instructional leadership (education), women
spend more time as school leaders and teachers, have
higher degrees than men, they emphasize the impor-
tance of curriculum and teaching in their work. Wom-
en leaders focus on instructional leadership, men are
more concerned with organizational issues.

S. Because women’s main focus is on relation-
ships, they more often interact with teaching staff,
students, parents, communities, colleagues and su-
periors. Instead, men emphasize the completion of
tasks and they tend to lead through a series of tan-
gible rewards including giving rewards to employees
for the completion of a job and giving punishment to
employees who do not complete their work;

6. Many women support decision making and are
contributive and consensual and emphasize aspects
of the process, but men tend to choose majority rule
and tend to emphasize products and goals;

7.Men use traditional top-down leadership styles,
while women are more interested in transforming
people’s personal interests toward organizational goals
by strengthening feelings, self-esteem, active participa-
tion and sharing power and information;

8. Women leaders spend more time in unsched-
uled (informal) meetings. Prefer to interact with staff
and spend more time with subordinates to discuss
academic issues and curriculum teaching. Women
leaders are better able to influence their subordinates
to use better teaching methods.

In addition, according to (Goethals & Hoyt [6])
mentioned that both male and female have the simi-
lar opportunities in a leadership organization as far
as they can take a role in creating the better condi-
tion in their organization that they have been led. In
such this condition, they should have been able to
solve the problem by being fair or neutral without
seeing the gender or racial background around this
environment, the fairness come from their ability and
responsibility as well as skill in managing an organiza-
tion. Therefore, the leader should have a knowledge
broadly relates on leadership management and hu-
man resource management. According to (Rollero et
al. [21]) the fair role between man and women in an
organization sometime relates on political role. When
awomen have the higher position in an organization,
usually, they are been underestimated by male par-
ties because the psychological of woman itself. Mostly
woman determine their feeling that the logical thing,
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but nowadays, woman is able to put both of the feeling
and logical term in a decision-making process.

III. Research methods

The research technique used in this study is phe-
nomenology. Phenomenology is one of the qualitative
research methods. (Fischer & Miller [S]; Moleong
[20]) mentioned that, basically research was an ac-
tivity or a systematic process to solve problems carried
out by applying scientific methods. Then the suitable
scientific method to solve the problem in this research
is to use phenomenology techniques. Phenomenolo-
gyisatechnique that studies everything related to the
description of one’s experiences that are directly expe-
rienced, the way a person experiences that direct ex-
perience, and the meaning of experiences experienced
by someone (vom Lehn [23]). Phenomenology does
not only focus on the problem of mere phenomena,
namely the conscious experience from the point of
view of the first person to experience the experience
firsthand. Phenomenology seeks to understand how
informants construct meaning from the symptoms of
the experiences they experience firsthand. Phenom-
enology research aims to look for phenomena that do
not appear in order to become visible facts and ana-
lyze phenomena that appear based on the results of
the search for facts that are not visible.

This research uses two data sources, namely pri-
mary data and secondary data. Primary data sources,
obtained from field studies, namely the process of
gathering information, data, and facts directly on the
object of research, by: Observation, in-depth inter-
views (in-depth interviews) (Hox & Boeije [13]).
Secondary Data Sources, obtained through the study
of literature / literature, namely secondary data col-
lection techniques by studying books or written
materials that are related to the topic to be studied,
including other written data originating from insti-
tutions that are used as research objects including
studying documents which are related.

The research instrument is a tool used for data
collection in research. Research with qualitative
methods, the instrument is the researchers them-

selves, the role of researchers who determine the
entirety of what he designed. Thus, the research in-
struments used in research with qualitative methods
are the researchers themselves.

The use of researchers as research instruments
aims to obtain empirical datain the field. The research
instrument used was interviews and observations of
research objects through a number of deepening. In-
terviews through a number of focused questions are
carried outlogically related to the research problem,
and each question is an answer that has meaning. In
conducting in-depth interviews, the authors deter-
mine several sources or informants who are consid-
ered the most representative to answer questions
regarding the focus of the study. The determination
of informants is based on position, experience and
understanding of the problem under study.

The selection of informants is done purposively,
that is, those who have sufficient knowledge and are
able to explain the true state of the research problem
to obtain specific data. Informants are people who are
in the scope of research, meaning people who can pro-
vide information about the situation and conditions of
the research background. So, he must have alot of ex-
perience on research issues and voluntarily becoming
sources of information, although not formally, they
can provide their insights from the values, attitudes,
buildings, processes and culture that are the setting
of local research. According to (Shakman et al. [22])
stated that data analysis in qualitative research is the
process of organizing data sequences, organizing them
into patterns, categories from a basic description.

Broadly speaking, the steps in the data analysis
proposed by (Shakman et al. [22]) above are as fol-
lows: Study the data; Data reduction; Triangulation;
Interpretation of data creates final conclusions.

IV. Results and discussion

The role of women’s leadership is none other than
the attitudes and behavior of women in influencing
human resources, so that they are willing and willing
to work and work together, to achieve organizational
goals effectively and efliciently, in accordance with
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those set by the organization. With the creation of the
role of women in the opportunity to play a role aslead-
ership can bring a positive impact, namely the issue
of gender equality is characterized by the absence of
difference (discrimination) between women and men.
The results of the study can be described as follows;
The specific characteristic of the difference between
female and male leadership was acknowledged by the
informant. But not really felt. Certainly, different lead-
ership characteristics. It has been a common opinion
that women are more sensitive and emotional. Where-
as men are more rational. But the most important thing
ishow the quality of one’s leadership regardless of gen-
der. Both women and men have aleadership spirit that
is not much different and also has the same right to be
a leader. The relationship between leaders and subor-
dinates is one of the supports of success. (Growe &
Montgomery [7]) mentioned that women'’s leadership
places more emphasis on establishing relationships
with subordinates. Research shows that informants
do recognize that establishing strong relationships
with subordinates is inseparable. Good cooperation
between leaders and subordinates opens as wide a
space as possible in achieving organizational goals. In
this case communication needs to be done to equalize
perceptions about work and goals to be achieved.
Women leaders take a role as facilitators and
motivators. The results of the study confirm that
women’s leadership is more directed at how she acts
as a facilitator and motivator. This good and right
leadership style is really needed by employees as role
models to become successful people and can become
good when they can become positions as leaders.
Women are very suitable if they are made as facilita-
tors and motivators in the organization, remember-
ing the spirit that exists in women who, if empow-
ered, will show a greater personality in leadership. In
this position women are more able to provide good
examples for their subordinates and can invite them
to further hone their abilities in self-actualization.
Female leaders focus on instructional leadership. The
informant acknowledged that instructional leader-

ship was more appropriate to be used by women in
carrying out their leadership. Especially consider-
ing the progress of the era and technology today all
systems in the organization must be based on learn-
ing. In the context of private tertiary institutions as
educational institutions, all must be adapted to the
applicable curriculum and existing facilities and in-
frastructure so that learning outcomes will be seen
very clearly in the achievements made.

Female leaders interact more often with staff.
Research results prove this. The informant stated
that as a leader a woman must interact more with
her subordinates. The decision-making process of
women leaders prioritizes consensus. The infor-
mant acknowledged that even though a leader has
strong authority, in terms of decision making, it
must be done by consensus because it involves to-
getherness and how to maintain a good relationship
between leaders and staff. Women leaders prioritize
transformation by strengthening feelings and self-
esteem. The informant said that transformation was
a dream for leaders who wanted their organizations
to be able to survive in a very dynamic political,
economic and social situation, certainly in order
to bring the organization to a better place. On the
other hand, integrity is something that must be
upheld by anyone (male or female) because if self-
esteem is mortgaged the organization will lose its
credibility in the eyes of the people so that goals
cannot be achieved. But it must be recognized that
perhaps as women tend to be emotional in dealing
with a particular problem faced.

The leadership of women leaders is willing to
share power and information with staff. Research
shows that informants do not fully recognize this.
They say that there are things that can be shared and
some that are not. Sharing power according to infor-
mants can actually have bad consequences, namely
weakening a woman’s leadership position. Women
leaders spend more time in informal meetings. The
informant said that in the capacity as a leader, being
present at informal events was needed to add refer-
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ences and as a learning process that could contribute
to his leadership. Female leaders prefer to interact
with their staff and spend more time with subordi-
nates to discuss organizational issues. This research
informant acknowledged that as a leader, he must
be able to establish good communication with his
staff. Thisis a good strategy. Leaders can also learn to
understand the character of their subordinates.

The role of leadership in improving the perfor-
mance of educational staff. The informant said that
efforts to improve the performance of education
staff can be done in various ways, the first starting
from the leader himself. Discipline carried out by
the leader will be a motivating factor for subordi-
nates to work. Besides of course the informant ac-
knowledged that training programs were important
to be followed by the education staff. In addition,
remuneration is also an important aspect to be car-
ried out in order to achieve the performance of the
teaching staff which in turn will make a positive
contribution to the organization. Barriers experi-
enced in running leadership. Research informants
said that communication barriers were the main
problem faced in his leadership. In addition, there
are still parties who lack respect and appreciation
for women’s leadership.

V. Conclusions and recommendations

Based on the results of the analysis and discus-
sion, several conclusions can be drawn, namely:

1. In general, every woman has been able to carry
out their duties and leadership roles well even though
there are still obstacles such as lack of communication
and low recognition and appreciation from other par-
ties. Especially from the organization he leads.

2. Leadership style that is relevant and dominant
in relation to efforts to improve the performance of
teaching staft is instructional style because basically
not all leaders are able to lead as leaders.

Referring to the conclusions above, the following
steps can be carried out, namely:

1. Women leaders in the private university en-
vironment in the city of Manado should improve
their communication skills with the ranks of lead-
ers and also with their subordinates. Evaluation and
improvement of leadership performance is the right
step to prove that leadership responsibilities can be
carried out properly.

2. In the current era of globalization, leadership
success can be measured by the ability of aleader and
the organization he leads to adapt to many changes.
Then the style and quality of leadership needs to
adapt to the changes that occur.
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Abstract. Converting bee-keeping into industry-based households is a long-lasting and compli-

cated process and needs empowerment of material-technical base and advanced ways of production

technologies. It consists of the specification, centralization and the improvement of organisational

structure of production. Main purpose of industry-based bee-keeping is to increase the volume of

the production with low-cost labor and financial resources. It is obtained with the centralization of

production tools, succession of specialization, appliance of industrial technology and mechanisation,

effective organization of production procedure and all other kinds of stock sources of production.

Keywords: specialization, increase of production, centralization of means, effective use, concen-

tration of household structure.

Related to the passage to market economy, in
Azerbaijan the development of the provision of
food among the nation balancing various branches
of the economy, meeting the raw material needs of
industry, raising export potential of this field, by this
way reaching other developed countries is an actual
problem currently.

As the implementation of economic reforms be-
come deeper and deeper gradually, most branches of
agrarian sector face with difficulties in the solution
of a number of historical, economical tasks, cannot
afford to execute its basic functions.

Lately, one of these fields — bee-keeping has not
been able to totally meet the needs of people to hon-
ey —irreplaceable food for the nation irrespective of
the fertile soil and climatic conditions.

Hence, one of the radical tasks ahead is the ex-
port of bee-keeping products, provision of local de-
mand, its organizational sides.

Bee-keeping is such a kind of agriculture that
contains keeping of honey-bees, their increase,
preservance, their usage in the pollination of ento-
mophil plants, production of bee products and so

on. Development of this field will play a vital role
in both gaining economic/medical benefit and im-
provement of ecological situation [4].

In our republic, even in the Soviet era, a num-
ber of beekeeping enterprises were active. In the
territory of the country, some collective farms and
sovkhozes were kept in large numbers and used for
the pollination of plants. In this way, clean, quality
agricultural products were obtained.

In our country, special attention is paid to the
development of beekeeping in recent years. Based
on the Law of the Republic of Azerbaijan “On bee-
keeping” dated 02 February 2009 and the Decree of
the President of the Republic of Azerbaijan dated
April 14, 2009 on the approval of this Law, special
attention is given to the development of beekeeping
farms in separate regions of our country. Important
measures are being taken to increase bee families, as
well as to increase productivity.

However, the fact that honey production in our
country is still low is very sophisticated. Thus, at
present, very small part of the population>s demand
for the population is paid out of domestic capacity.
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Research has shown that in modern conditions
the material base of this area is obsolete, and bee-
keepers lack even the smallest equipment and mate-
rials. The infrastructure that serves the beekeeping
industry in our republic has not been fully formed.
Beekeepers face great difficulties in selling their
products. Despite the fact that the population is in
demand among the good quality of Azerbaijan, the
mechanism of delivery of points to buyers has not
been developed. In this regard, scientific research on
the organization of honey production in our Repub-
lic is of great urgency.

Despite the fact that the population is in demand
among the good quality of Azerbaijan, the mechanism
of delivery of points to buyers has not been developed.
In this regard, scientific research on the organization
of honey production in our Republic is of great ur-
gency. Beekeeping in Azerbaijan has developed from
very ancient times. Beekeeping is one of the safest en-
vironmental aspects of agriculture. The development
of beekeeping is of particular importance in today>s
global food security. The 21* Century, characterized
by globalization and integration, is also regarded as
the century of information in the world. Naturally, in
such a period, expanding foreign economic relations,
accessing the foreign market, becoming an active
participant in global economic events, and ensuring
national interests in all of these contexts has become
a prerequisite for the existence of every independent
state. Deepening the globalization and integration
process in the world greatly contributes to competi-
tion, which puts certain tasks in the national economy,
science, and economics. The “Azerbaijan 2020 - Vi-
sion for the Future” Development Concept, designed
to succeed in addressing these challenges, has clarified
many aspects of the new era, and demonstrated the
proper solutions to the problems.

The successful implementation of the socio-eco-
nomic development programs of the regions (2004
2008, 2009-2013, 2014-2018) in recent years has
contributed to the development of the regions, the
reduction of the country’s economy’s oil dependence

and the development of the non-oil sector caused.
This, in turn, contributed to the increase of produc-
tion in the agrarian sector and improvement of the
employment of the rural population on the basis of
other measures, and solution of social problems of
the villages. The “Development Strategy for Agro-
Industrial Complex in the Republic of Azerbaijan for
2014-2020” defines the key development priorities
that ensure sustainable development of the agrarian
sector for a long-term perspective and continually
improve the living standards of the population en-
gaged in agriculture, as well as broader reforms. The
strategy identifies key methodological approaches
to the development of the agricultural and food in-
dustries, including key policy instruments that will
support the agrarian sector in the next seven years.
Considering that one of the main components of
government support for agriculture, the state pro-
curement and packaging of beekeeping products has
been specifically considered as a problem and its so-
lutions have been identified.

Thanks to the economic reforms in the Republic
of Azerbaijan and the complex measures taken, the
tendency to decline in agrarian production has been
prevented and a solid foundation has been laid for
many important areas of the economy. It was empha-
sized that issues such as the establishment of a legal
and regulatory basis for the implementation of radical
economic reforms in the agrarian economy system,
the implementation of land reform, the development
of new forms of ownership and business, the growth
of sales channels of produced products, and the for-
mation of market relations in agriculture compared to
other sectors of the economy. Despite all this, it is clear
from studies that the creation of complex bee-keeping
farms and its development on the basis of the available
achievements in the field of agrarian industry, which
is one of the traditional areas of the agrarian sector, is
one of today’s most important issues.

Perennial observations and experiments on bee-
keeping have shown that in recent years, the country’s

availability of bee-keeping fodder has been reduced,
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leading to a loss of interest in beekeeping, thereby re-
ducing the productivity and the negative impact on the
production of stable beekeeping products. Therefore,
the creation of bee-keeping farms and transition to
professional beekeeping is a necessity in our republic.

Increasing the number of bee families (more than
100) in the openings for improving livestock farm-
ing in our country, improving the basements of the
hive, introducing modern cutting technology in this
field and specializing in the production of beekeep-
ing products (bee breeding, bee, honey, flower pow-
der, etc.) should be made. The process of transferring
beekeeping farms to industry is a complicated and
long-term process, requiring the strengthening of the
material and technical basis, the application of ad-
vanced production technology. The process of trans-
terring beekeeping to the industry is based on the
specialization and concentration of production and
the improvement of the organizational and econom-
ic structure. The main purpose of the organization of
beekeeping on the basis of industry is to increase the
volume of production by using less labor and funds.
This is achieved by the concentration of production
assets, the sequence of specialization, application of
industrial technology and mechanization, the effi-
cient organization of production processes and the
efficient utilization of all the spare sources of produc-
tion. Increased labor productivity in the dumps can
be achieved by applying new and progressive tech-
nologies in large-scale openings. Large beekeeping
farms are able to obtain more mechanical means and,
when used efhiciently, costs are quickly paid.

Use of inter-sectoral and inter-farm specialization
is crucial when transporting beekeeping to industry.
It is better to select the following directions during
such specialization:

— score;

— balloon-pollinator;

— Do not search.

When organizing a large ballooning industry, it is
necessary to dismiss the ridge and its assistant from
the work of breeding mattresses for high labor produc-

tivity and to reduce the cost of produced honey. The
arykanean must be provided with the exclusive aryshi-
lik of the farm only with the fermented mother bee.

Thus, it is clear from the investigation that the
creation, deployment, management of modern bee-
keeping farms and their organization on the basis of
industry can be accomplished by the use of the latest
technologies using specialization, concentration [5].

Specialization plays a major role in raising labor
productivity in beekeeping farms, applying cutting-
edge techniques, improving production technology
and improving product quality.

“It is essential to improve the productivity of
beekeeping farms, to apply advanced techniques, to
improve the production technology and to improve
the quality of the product” [3, P. 410].

Today small-scale private farms operating in dif-
ferent regions of our country have achieved high
results in various fields, taking advantage of eco-
nomic reforms in our country. Research shows that,
in modern times, stock societies, one of the most
widespread forms of corporate governance, operate
in all spheres. In my opinion, it would be more ex-
pedient to create a joint stock company by pooling
small volumes of small businesses in regions. Thus,
the creation and operation of large beekeeping farms
would be economically more efficient. It would be
beneficial for the development of both sectors, such
asjoint stock companies, small farms, and their own
farming. In the Soviet period, a number of beekeep-
ing farms functioned in the Republic as a part of col-
lective farms and sovkhozes.

Existence of kolkhozes and sovkhozes facilitated
the solution of many problems of these farms: - fi-
nancial provision of farms; — Provision of feed bas-
es; — veterinary service, support and supporting ma-
terials,— taking account of beekeeping farms when
combating pests and application of drugs; — Arrange-
ment of beekeeping products, etc. The solution of
the above mentioned problems with the full support
of kolkhozes and sovkhozes created the conditions
for complete adjustment and ultimate efficiency of
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beekeeping farms. Today in our Republic favorable
conditions for the development of this sphere have
been created. To my mind, our scientists need to
prepare their own concepts for the development of
this field and to carry out scientific researches in the
direction of creation of modern beekeeping farms.

For the establishment of such farms, specialists from
different fields should work together: — biologists
deal with biological issues of this area; — ecologists,
environmental factors that affect the site; — repub-
lican and local executive authorities,— economists,
economic issues of the field, etc.

Scientific Research
Institute

Veterinarian and

Feed base for

Animal Hospital beekeeping
\ Modern /
beekeeping
farm
Equipment supply / bﬁﬁg?r?;igrgld
structures
Markéting of
beekeeping
Advertising service Packaging, packaging Company
and storage magazine

Figure 1.

As itis seen from the scheme, it would be expedi-
ent to create a modern complex of beekeeping farms in
the complex of the Scientific Research Institute. Also,
the creation of modern beekeeping details is based on
the conservation of Aryagers, the Aristocrats’ Associa-
tion, placement of archaeans in various plant products,
veterinary services to ensure the fight against bee dis-
eases, and providing them with facilities and facilities
for the normal functioning of beekeepers, packaging,
packaging, storage of beekeeping products and, in
the end, sales are important issues. It is clear from the
survey that today or the above listed issues have not
been solved in a complex way in the beekeeping farms
operating in our country. In the current period of mar-

ket relations, the rise of beekeeping farms, increase in
productivity and economic efficiency are directly de-
pendent on the proper organization of the products
produced. Thus, the organization and management
of modern beekeeping farms directly depends on
marketing issues in this area. Advertising, packaging,
packaging and storage of beekeeping products is a
good option for those farms and, ultimately, the sale
of the farm at the “Firm” store.

In the developing countries, the main problem
of the artery is the issue of selling beekeeping prod-
ucts to one of the suppliers on the basis of previously
concluded contractual terms. Establishing the sup-
ply mechanism relieves the arachn from packing and
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marketing costs and expands the time and cost of
the product, generating more and more productive
products at the expense of the savings. Therefore, it
would be expedient to establish a supply chain of
beekeeping products. Research shows that it is also
possible to obtain high yields from the production
of other beekeeping products (bee bags, bee, flower,
honey, bee, bee poison, etc.), and in some cases the
income from other bee products many times more.
In our country, it is possible to transform this area
into a more profitable area by creating bee-keeping
farms specializing in the production of bee, bee
packets, bee milk, flour powder, tuberculosis and
bee-keeping, and turn the country into an exporter
of bee products. The lack of interest of our beekeep-
ers in the production of other beekeeping products

is caused by the low demand for these products. We
think that in the near future, the mechanisms for es-
tablishing a favorable production and consumption
environment for the country’s breeding should be
worked out, large-scale projects and activities that
stimulate the activities of beekeeping farms should
be implemented.

The “Beekeeping Center” operating under the
Institute of Livestock Research and Research of the
Ministry of Agriculture of Azerbaijan is a bright ex-
ample of the joint work of science and production
and contributes to the development of beekeeping
in our republic. Increasing the number of such bee-
keeping enterprises would have ensured the devel-
opment of this field on a scientific basis by having a
positive impact on the development of beekeeping.
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