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THE WORK PLACEMENT EFFECT TOWARDS THE WORK ENVIRONMENT OF
GRAND INDONESIA INDUSTRY COMPANY
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Abstract. This study has purpose to find out the effect of work placement towards the work
environment. Due to the hypothesis of the research, the right placement and position are able to
help the company to achieve the goals. Afterward, the methods used are associative method and
descriptive method. The indicator of work placement that is used in this study is synthesis of
determining work location, determining work position, and assigning. The number of
populations involving in this study is 268 and sample is 160 respondents. Then, the result of the
study shows that the work placement based on Grand Indonesia Industry Company employees’
responds in determining work location, work position and assignment indicators are 3896 which
is categorized as good enough. Furthermore, the work environment in Grand Indonesia Industry
Company based on Grand Indonesia Industry Company employees’ responds on facilities and
work implementation are 4034 which is categorized as very good. However, the analysis result
of work placement correlation towards the work environment is rX1. Y-0,22 included as low
category. Originality and value of the research defined by the obtained results and discussion,
according to which, it is supposed to increase the work placement for employees especially in
assignments, determining the work position of employees so that employees are always
passionate to work. It is also recommended to improve the work environment, especially in the
implementation of work, work infrastructure so that employee performance can increase.
Practical and social implications of the research are added by the suggestion to improve the
work environment, especially in the implementation of work, work infrastructure so that
employee performance can increase.

Keywords: work placement, work environment, employee, company management, human
resource, human resource management

JEL Classification: M52, M53, M54.

INTRODUCTION

Placement process is a process to determine how to get the competent employee as company
necessary. It is due to the reason that right placement and position able to help the company to
achieve the goals.

Grand Indonesia Industry Company is aware and full of consideration in locating the employee
to make the employees to work efficiently and effectively as the company expected. Grand
Indonesia Industry Company has a function to produce car seat cover. It means that the facilities
and infrastructures should be noticed and maintained because the employee needs the accuracy,
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expertise, and high concentration. | Komang Ardana (2012) state that placement is determining the
location and position of the employee in implementation the job. Based on Veithzal Rivai Zainal
(2014), placement is assignment or reassignment of the employee toward their new job. Both
experts’ opinion can be concluded that placement is a process to determine the location and position
in assigning or reassigning the employee toward their new job.

The indicator of work placement that is used in this study is synthesis of both experts such as
determining work location, determining work position, and assigning.

| Komang Ardana (2012) argue that work placement should consider some factors such as
educational background, work experience, physic and mental health, marital status, age, sex,
passion and hobby. Placement concept based on Veitzhal Rivai Zainal (2014) is promotion, transfer
and demotion, and job posting programs. Edy Sutrisno (2016) claim that work environment is the
entire of facilities and infrastructures around the employee which can influence the work
implementation.

However, according to Alex S. Nitisemito (1984) cited by Danang Sunyoto (2015, p.38), work
environment is described as anything around the employee that can influence the employee in doing
their job.

Both experts’ opinion can be synthesized that work environment is anything around the
employee who are doing their job including the facilities and infrastructures that can influence the
performance of the employee.

In this case, work environment indicators that are used in this study are the synthesis of both
experts’ opinion: work infrastructures, work facilities, and work implementation. Alex S. Nitisemito
(1984, p.184) statement that is cited by Danang Sunyoto (2015) stated that work environment
factors include the employee relationship, the level of work environment noise, the work rules, and
the lighting. Sedarmayanti (2009) examine that work environment is divided into two types:
physical of work environment and non-physical of work environment.

METHODOLOGY

According to Sugiyono (2017) method of study is defined as scientific way to get data with
particular purposes and uses. In this study, the writers used a research method to ease them to do
further research. The methods used in this study are descriptive and associative method. Descriptive
method is a method which is portrayed and examined the problems of the study, while associative
method knows the relationship between two variables or more in the sample that would be tested.
Sugiyono (2017) claim that descriptive statistic is a statistic which is used to describe or portrayed
the tested object by data sample or population without doing analysis and creating common
conclusion.

Sugiyono (2017) examine that associative hypothesis is a statement which shows the
presumption about the relationship between two variables or more. Besides that, Sugiyono (2017)
also said that population is a generalization scope that consists of object/subject which have
particular quality and characteristic which is determined by the researchers to be analyzed and
concluded.

Afterward, population of this study is all the employee of PT. Grad Indonesia Industry which
has 268 people in total. Based on Sugiyono (2017), sample is a part of the number and characteristic
of the population. However, to know how many samples that would be used, the writer used the
slovin formula as follows (Sugiyono, 2017). Sample that would be used is 160 of the population
number 268 people.

N

1+ N.e2
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As compatible as the title of this study, there are two variables, the effect of work placement
toward the work environment. Free variables are defined as independent variable that influences or
being a cause of the changes or appearing the dependent variable (Sugiyono 2017). Independent
variable of this study is work placement (X1) whereas dependent variable of this study is work
environment () which can be influence or being a cause of the independent variable exists.

Sugiyono (2017) claim that Likert scale is applied to measure the attitude, opinion, and
perception of someone or groups about social phenomenon. Thus, by using Likert scale, variable
that would be measured become variable indicator. Then, the indicator variable would be the
guideline to arrange the instrument items which can be questions or statements.

Then, in collecting data field research is used, in which means if the writers do the research
directly in the field to get the needed data. Meanwhile, in collecting data technique, there are three
techniques used including interview, questionnaire, and observation (Sugiyono, 2017).

Collecting data is the writers’ effort to collect numerical data or it can also be non-numerical
data. In this study, the writers used primary data. According to Rully Indrawan and Poppy
Yaniawati (2014), primary source is a direct source which gives the data for the data collector.

Data measurement based on category scale of Nur Indrayanto and Bambang Supomo (1999) as
follows:

81% - 100% = Very good
61%-80% = Good
41%-60% = Good enough
21%-40%  =Bad

1% - 20% = Very bad

The instrument validity of this study is an accurate degree which is defined by Sugiyono (2017)
as accuracy degree between the real data that is happened to the object and the data that was
reported by the researcher. Valid instrument means that the instrument that would be used is valid.
Valid means that the instrument can measure what the things that should be measured (Sugiyono
2017). Hence, valid data is the different data or there is similarity between data collected and the
real data of the tested object.

Instrument reliability testing can be conducted externally or internally. Externally, the testing
can be conducting by test-retest (stability), equivalent, and both. Internally, instrument reliability
can be tested by analyzing the consistency of instrument with particular technique. Normality test is
used to make the data can be accounted for. It is important to know whether the data obtained is
normal or not.

The definition of simple correlation analysis that was argued by Sugiyono (2017) is correlation
technique used to find the relationship and prove the hypothesis of the relationship between two
variables if the data is interval or ratio and the data source of both variable or more is the same.
Further, multiple coefficient analysis is correlation technique that is used to two independent
variables and one dependent variable (Sugiyono, 2017).

Determination coefficient analysis is a determination coefficient that is used to know how much
the contribution of variable X1 (work placement) toward Y (work environment), as usual the data
would be showed as percentage (%).

Kd=r2x-100 %
Means :

Kd = Determination coefficient
r = Correlation coefficient
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Here, hypothesis test analysis is defined as the way to determine whether the hypothesis would
be accepted or not.

Hypothesis statistically can be written as follows:

Ho : r # 0 presumed there is effect between work placement and the employee performance.

Ha : r = 0 presumed there is no effect between work placement and the employee performance.

F test is conducted to know whether the influence of Xi toward Y is significant or not.
According to Sugiyono (2017), significance can be measured by using this formula:

R2/k

Fh=(1-R)/(n-k-1)

Means:

R = Multiple correlation coefficient

k = The number of Independent variables

n = The number of samples

To determine the value of F, significance level used is 5% with the numerator = k and
denominator (n-k-1), where “n” is the number of samples and “k” is the number of variables.

If Feount>FanleS0 Ho is rejected and Ha is accepted. However, if Feount<Ftane SO HO is accepted
and Ha is rejected.

RESULT AND DISCUSSION

1. The Employee Characteristics Based on The Sex
The employee characteristics based on the sex of 160 employees in Grand Indonesia Industry
Company can be known as follows:
Table 1
The employee characteristics based on the sex

Sex Total %
Male 108 67,5
Female 52 32,5
Total 160 100

Table above showed that according to the sex of 160 employee who is dominated by 108 males,
67,5%, however females are 52 people, 32,5%

2. The Employee Characteristic Based on The Educational Level
The employee characteristic based on the educational level can be seen in the table below:

Table 2
The employee characteristic based on the educational level

Educational Level Total %
Senior High School 150 93,75
Diploma 1 0,625
Bachelor 8 5
Master 1 0,625
Doctor 0 0
Total 160 100
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According to the table above, it can be seen that the employee characteristic based on the
educational level of 160 employee is 150 employee or 93,75% is the employee who graduated from
senior high school, diploma is one person or 0,625%. Bachelor is 8 people or 5% and master degree
is one person or 0,625%.

3. Work Placement of Validity Instrument

Table 3
Recapitulation of Validity Instrument Work Placement
Validity
Number Correlation Critical Value Conclusion
Coefficient  |(r table with significance
(r count) level of 5%)
1 0,481 0,159 Valid
2 0,423 0,159 Valid
3 0,520 0,159 Valid
4 0,487 0,159 Valid
5 0,468 0,159 Valid
6 0,504 0,159 Valid

Based on r table of 0,159 with 5% indicator and the number of employees are 160, the data that
was got such as above. This table above showed that 6 questions r count > r table 0,0159. Thus, all
questions are valid and can be used to analyze further.

4. Work Environment of Validity Instrument

Table 4
Recapitulation of Validity Instrument Work Environment
Validity
. Critical Value
Number | Correlation (r table with Conclusion
Coefficient | . ..
(r count) significance level Of
5%)
1 0,476 0,159 Valid
2 0,496 0,159 Valid
3 0,581 0,159 Valid
4 0,576 0,159 Valid
5 0,527 0,159 Valid
6 0,528 0,159 Valid

Based on r table of 0,159 with 5% indicator and the number of employees was 160, the data that
was got such as above. This table above showed that 6 questions r count > r table 0,0159. Thus, all
questions are valid and can be used to analyze further.

5. Reliability Instrument of Work Placement
According to the reliability counting of work placement questionnaire, r= 0,420 with N=160 and

significance level 5% can be showed that r table=0,159 so that, r count > r table (0,543>0,159).
Hence, it can be concluded that the questionnaire of work placement is reliable.
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6. Reliability Instrument of Work Environment

According to the reliability counting of work environment questionnaire, r= 0,420 with N=160
and significance level 5% can be showed that r table=0,159 so that, r count > r table (0,543>0,159).
Hence, it can be concluded that the questionnaire of work environment is reliable.

7. Variable Normality Test of Work Placement

This test used Chi Quadrat as stated in the table 7.

Table 7
Work Placement Normality
INTERVAL | Fo | Fh fo-th | (fo-fh)*2 | (fo- fh)*2/fh
20-21 17 4,32 12,68 25,36 5,87037037
22-23 38 | 21,648 | 16,352 32,704 1,510716925
24-25 61 | 54,608 | 6,392 12,784 0,234104893
26-27 28 | 54,608 | -26,608 -53,216 -0,974509229
28-29 14 | 21,648 | -7,648 -15,296 -0,706577975
30-31 2 4,32 -2,32 -4,64 -1,074074074
Total 160 | 161,152 | -3,456 2,556031 4,86003091

According to the table, it can be seen that value of chi quadrat is 4,860, whereas chi quadrat in
the table with dk (freedom degree) 6-1=5. Based on chi quadrat in the table, if dk=5 in the 5%
indicator, so the value of chi quadrat table is 11,070. Yet, the number of chi quadrat counting is
4,860<chi quadrat table 11,079, so, sample distribution is normal.
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Figure 1. Work Placement Normality
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8. Variable Normality Test of Work Environment
Table 8
Work Environment Normality

INTERVAL | Fo Fh fo-fh | (fo-fh)*2 | (fo - fh)*2/fh
20-21 16 4,32 11,68 23,36 | 5407407407
22-23 23 21,648 | 1,352 2,704 | 0,124907613
24-25 50 54,608 | -4,608 -9,216 | -0,168766481
26-27 38 54,608 | -16,608 | -33216 |-0,608262526
28-29 26 21,648 | 4,352 8,704 | 0,402069475
30-31 7 4,32 2,68 5,36 1,240740741
Total 160 | 161,152 | -3456 | 4,094096 | 6,398096229

According to the table, it can be seen that value of chi quadrat is 6,398, whereas chi quadrat in
the table with dk (freedom degree) 6-1=5. Based on chi quadrat in the table, if dk=5 in the 5%
indicator, so the value of chi quadrat table is 11,070. Yet, the number of chi quadrat counting is
6,398<chi quadrat table 11,079, so, sample distribution is normal.
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Figure 2. Work Environment Normality
9. Work Placement Correlation Analysis toward Work Environment

According to the correlation counting, it can be concluded that the value of r count is 0,212
included the low category, means that there is positive direct effect.

10. Determination Coefficient of X1 toward Y
According to the counting, it can be concluded that work placement toward work environment

has significance value of 4,4944%. However, the rest of 95,5056% is influenced by another factors
that is not analyzed.
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11. The Hypothesis of X1 toward Y

To know further about the phenomenon in the sample of population, thus T-Test is used and
based on the result, it showed that tcoun=2,726 however, tipewith 5% level of accuracy and freedom
degree dk=n-2=160-2=158, S0 tipie=1,654. Because teount is bigger than tipe 2,726>1,654.

(Ho) Allowed Area (Ho)Allowed Area

Rejected Area|(Ho)

-2,726 -1,654 0 1,654 2,726

Figure 3. Hypothesis Analysis between Two Parties X1 toward Y
CONCLUSIONS

According to the result and discussion of this study, thus, it can be concluded that the work
placement in Grand Indonesia Industry Company based on the result analysis such as determining
work location, determining work position, and determining job description is categorized as good
category. Afterward, the work environment of Grand Indonesia Industry Company based on the
result analysis such as work facilities, infrastructures, and implementation is categorized as very
good category. At last, the correlation between work placement and work environment categorize in
low category which means that there is direct positive influence and significant as well.

SUGGESTION

According to the result and discussion of this study, there will be some suggestions such as it is
supposes to increase the work placement for employees especially in assignments, determining the
work position of employees so that employees are always passionate to work. Afterward, it is
recommended to improve the work environment, especially in the implementation of work, work
infrastructure so that employee performance can increase.
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BILJINB OPTAHI3ALIIi POBOYMX MICIIh HA POBOYE CEPEJOBHUIIE KOMIAHII
«GRAND INDONESIA INDUSTRY COMPANY»

FITRIA DAMAYANTI, exonomiunuti ¢axyremem, ynisepcumem Bipanoopa, 3axiona Asa,
Inopamaro, Inoonesis

NURJANAH R, exonomiunuii ¢axynemem, ynisepcumem Bipanoopa, 3axiona *lsa, Inopamaio,
InooHe3sin

JlaHe nocmijKeHHs Mae Ha MeTi 3'ICyBaTH BIUIMB IPOLECY Oprasizaimii poOo4yux Miclib Ha
poboue cepenoBuine Kommadii. BiamoBigHO TimoTe3i MOCHIKEHHS, €()EeKTUBHA OpraHizaiis
pobounx Micupb Ta X po3TallyBaHHS Ha BHUPOOHMILTBI 37aTHI JONOMOITH KOMIIAHii JOCATTH
MOCTaBJICHUX TIiyiel. [ MOCSTHEHHS 3a3HA4Y€HOI METH BHUKOPHUCTOBYIOTHCS HACTYITHI METOIH
HAyKOBOT'O  JIOCHI/DKEHHS:  acOLIaTUBHMM METOJ Ta METoX Oomucy. Y  JOCHiJKEeHHI
BHUKOPHUCTOBYETHCS IHIWKATOP pPOOOYOro MICIl, SKHH SIBJISE€E COOOK CHHTE3 BU3HAUYCHHS
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po3TanryBaHHs poO0OYOro MICIls, BU3HAUEHHs poO0YOro MicIs O6e3rmocepeiHbo 1 HOro nmpu3HaueHHs.
Ywuco rpymn HaceleHHs, siKi 0epyTh y4acTh B I[bOMY JIOCHIKEHHI, CTAHOBUTH 268, a Bubipka — 160
pecrioHieHTiB. Pe3ynbraTi JOCHiKEHHS JOBOJATH, 10 PO3IOALT POOOYMX MiCIlb, 3aCHOBAaHUI Ha
BiamoBiasx crhiBpoOiTHUKIB «Grand Indonesia Industry Company» mnpu BH3HA4YeHHI Micls
po3ranryBaHHs po0OOTH, PoOOYMX MicHb 1 TOKa3HUKIB MPH3HAYCHHS, CTaHOBUTH 3896, 110
KiacuikyeThCs K g0cTaTHRO A00pe. Kpim Toro, podoue cepenonuiie B «Grand Indonesia Industry
Company», 3acHOBaHE€ Ha BIANMOBIAAX Npo 00'€eKTH 1 BHKOHAHHS poOIT, ckiamgae 4034, 1o
BIIHOCUTBCS JI0 KaTeropii ayxe noopux. [Ipote, pe3yapTaT aHamizy Kopensiii po3MileHHs] pOOOTH
3 pobouum cepemoBumieM — rX1. Y-0,22 mo3HaueHuidd SK HHU3bKAa Kareropis. BimmosigHo 10
pe3yibTaTiB JAHOTO JTOCHIKEHHSI, TIepea0adaeThcsl HEOOX1THICTh B 301IbIICHH] Ta BIOCKOHAJICHHI
po6OYOro MPOCTOPY CHiBPOOITHUKIB, 0COOIMBO B iIHCTPYKILIAX MO JUBepcUdikalii podounx Micup 3
TUM, OO CIIBPOOITHUKHU 3aBXIU OyiM 3axorwieHi poOoTtoro. [IpakTuduHe 1 colliajibHe 3HAYCHHS
JOCTIPKEHHST JTOTIOBHIOIOTHCS TPOTIO3HINEI0 1 PEeKOMEHIAIISIMU TOJMINIIATA POoOOUnid TPOCTip, a
TakoX poOouy iHMPACTPYKTYypy Ha IOCITIPKYBAHOMY IIAMPUEMCTBI, 3 THM, 00 ITiABUIIUTH
MIPOYKTHBHICTH CITIBPOOITHHKIB.

KurouoBi cjioBa: opraxizaiiisi po6o4oro Miciis, pobode cepeloBHUIIE, MPaIliBHUK, KEPIBHUIITBO
KOMIIaHii, JIIOJICBKI PeCypCH, YIPaBIIiHHS TIEPCOHAIIOM.

BJIMAHUE OPIAHU3ALIUU PABOYUX MECT HA PABOYYIO CPEY KOMITAHUH
«GRAND INDONESIA INDUSTRY COMPANY»

FITRIA DAMAYANTI, skonomuueckuii ghaxynomem Yunusepcumema Bupanoopa, 3anaonas Asa,
HUnopamaro, Hnoomnesus

NURJANAH R, oskxornomuueckuii axyremem Yuusepcumema Bupanoopa, 3anaoumas Aeaa,
Unopamaro, Hnoomnesus

JlaHHO€ WCClIleIOBaHUE UMEET IEJIbI0 BBIICHUTH BIMSHUE MPOLIECCa OPraHU3aluy padOYNX MECT
Ha pabouyio cpeny kommnaHuu. CoriacHo Tumores3e MccieqoBaHus, 3((eKTUBHAs OpraHU3aLUsg
pabouynx MECT M HX PACHOJIOKEHHWE Ha IMPOU3BOJCTBE CHOCOOHBI NMOMOYb KOMMIAHUM JIOCTHYb
IIOCTABJIEHHBIX LeNel. [l AOCTHMKEHMs YKa3aHHOM LENHM HCIHOJB3YIOTCS CIENYIOIIME METOJbI
HAay4yHOTO MCCIEAOBAaHUSA: AaCCOLMATUBHBIA METOJ UM METOoJ omnucaHus. B uccienoBanuun
UCMOJIb3yeTCsl MHIUKATOp pabouero mecra, KOTOPBIM MpeICcTaBiasieT coOOM CHHTE3 onpeneneHus
pacrnojoxeHusi pabodyero MecTta, ONpeeNieHHus pabdoyero Mecra HEMOCPEICTBEHHO M €ro
Ha3zHaueHus. Yuclo rpynin HaceleHus, yYacTBYIOLIMX B 3TOM MCCIIEOBAHUH, COCTaBisIeT 268, a
BbIOOpKa — 160 pecrnonneHToB. Pe3ynbTaThl McciaenoBaHUS J10Ka3bIBAalOT, YTO paclpeiesieHue
pabouux MecT, OCHOBaHHOE€ Ha oTBeTax coTpyqHHKoB «Grand Indonesia Industry Company» npu
OTIpe/IeNIEHUN MECTOIOJIOKEHUSI paboThl, pabouux MeCT W MoKa3aTelied Ha3HAuEHHUs, COCTaBIsET
3896, uro knaccuduIMpyeTcs Kak gocTarouyHo xopoiuee. Kpome Toro, pabouas cpena B «Grand
Indonesia Industry Company», ocHOBaHHasi Ha OTBeTax 00 OOBEKTaX W BBIMOJHEHUU PAOOT,
cocrasiseT 4034, 4TO OTHOCUTCS K KaTerOpuM OYEHb XOpOoIIUX. TeM He MeHee, pe3ybTaT aHaJIn3a
KOppeNsIuu pa3MelieHuss padbotel ¢ paboueit cpemoit — rX1. Y-0,22 o0o3HaueH Kak HHU3Kas
kareropus. LleHHOCTb HCCIENOBaHUSA ONPENESETCS IOJNYyYEHHBIMU pE3yJbTaTaMH, COIJIACHO
KOTOPBIM MPEANoaraeTcsi yBeIM4UTh U YCOBEPIIEHCTBOBATh paboyuee MPOCTPaHCTBO COTPYIHUKOB,
0COOEHHO B MHCTPYKIMSIX MO TUBEpCUPUKAIMHU pabounuX MECT C TeM, YTOObI COTPYIHUKHU BCEraa
ObuTH yBJeueHbl paboToil. [IpakTuyeckoe M colManbHOE 3HAUEHUS HCCIETOBAHMS TOMOIHSIIOTCS
NPE/UVIOKEHUEM M PEKOMEHJAlMAMU YIy4yIIUTh paboyee INPOCTPAHCTBO, a Takxke padbouyro
UHPPACTPYKTYPY Ha HMCCIETYEMOM MPEANPHUATHH, C TEM, YTOOBI MOBBICUTH MPOU3BOJAUTEILHOCTD
COTPYJIHUKOB.

KiroueBble cioBa: opranuszanus pabodero mecta, pabodas cpena, pabOTHHK, PYKOBOJICTBO
KOMITaHUH, YEJIIOBEUECKUE PECYPCHI, YIIPABICHHUE IEPCOHATIOM.
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Abstract. The aim of this study is to determine the relationship between behavioural intention with
customer repurchase intention, customer satisfaction, perceived service quality, perceived
product quality and perceived price fairness in automobile industry, particularly in service
garage. This study is specified at particular authorized automobile workshops in Indonesia. The
non-probability purposive sampling was performed to obtain the samples of this research.
Methodology: the survey was conducted online, using the main instrument of the data
collection — the questionnaire which was adopted from previous researchers. The samples were
obtained from a survey conducted for two weeks with 174 respondents. The four set of variables
were then tested to ensure the validity and reliability along with the assumption test to ensure
the normality, linearity, homoscedasticity and multi-collinearity, which was concluded as
powerful enough to be used for this research. The statistical analyses results have supported all
hypotheses stated in the research. As a result the study found positive and significant
relationship of perceived service quality, perceived product quality, and perceived price fairness
with customer satisfaction. In addition, in the second stage, customer satisfaction was also
proven to have significant and positive relationship with repurchase intention. This study can be
improved by adding the sample numbers, enlarge the samples with different car brands, and
have further study on additional dependent variables. However, the current result has provided
valuable inputs for automobile service garage to increase the customer repurchase intention.

Keywords: customer repurchase intention, customer satisfaction, perceived service quality,
perceived product quality, and perceived price fairness

JEL Classification: M21, M31, M30.

INTRODUCTION

The importance of this study was promoted in the frame of broader problem where company or
car repair services spend most of their energy and fund to attract new customers as the importance
of retaining customers who were left behind. A previous study by Dawkins and Reichheld, 1990
showed 5% enhancement rate in retention led to an increase in the net present value of customers
between 25% and 85% in a wide range of industries, from credit card to insurance brokerage, and
from motor services to office building management. The target of retaining customers is commonly
coming from loyal customers, which is normal since the most probable customers visiting the
company are the loyal customers.
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Unlike the automobile selling in which the customers will probably return in three to four years,
car repair services have privilege of frequent visit from customers related to the needs of their car
repair, routine service, or accessories upgrade. The period after buying new car until customers
repurchase again in three or four years later is a potential period for automobile dealers to sell their
car maintenance services. However, the customers might have more options to bring their car for
maintenance in different car repair dealers, either authorized or unauthorized. This is the challenge
for automobile dealers to keep their customers bring their car or maintenance service in their
dealers. Thus, the researchers choose the study on this sector as the available data that sufficient,
thought and able to deliver added value to the related business.

In order to make customers repurchase and repeat their order to the same automobile dealer.
Hussain et al. (2011) said that a business must increase its customer satisfaction level by either
lowering the expectation of the customers or improving the customer perception of its service.
When the services elicit satisfaction and contentment from the customers, Bowman and Narayadas
(2001) in (Hussain et al, 2011) said that they will normally return to the provider and may bring
along friends and colleagues, who can be potential customers. In contrary, dissatisfied customers
will share their experience with others and an enterprise may never know the unexpected
occurrence in the future. In today’s competitive environment, keeping customer satisfaction level is
very important for business to obtain customer loyalty and possible repurchase within the same
outlet.

To increase customer satisfaction level for car repair business in automobile sector, automobile
services need to increase the quality of after sales (Hussain et al., 2011). Service quality is an
important outcome of comparison between customer expectations, both before and after their
experience of service (Groonroos, 2007 in Ismail and Yunan, 2016). If the customer expectation of
service performance conform their perception of service, it may lead to an inducement of service
quality (Groonroos, 2007). Perceived service quality is customers’ judgment regarding the overall
excellence or superiority of a service (Zeithaml, 1998). Customersperceive the quality of service
based on the overall experiences of a service. When customersare satisfied with the quality of the
service, it will invoke an intention to repurchase the service or product.

Consumers have several perceptions about the superiority of a product, since a superior product
will ensure the product reliability, sustainability, and durability (Saleem et al, 2015). Customers buy
a product to satisfy their needs and expect a good quality product. If the product’s actual outcome
goes beyond their expectation, the consumers will be satisfied and may plan to repeat the order. In
the contrary, when the product evokes disappointment, it will generate a negative response not to
buy the product anymore. Customers already have preconceived notions about quality of product,
price, and appearance before purchasing it. Saleem et al. (2015) said that after using a product,
purchase intention may increase or decrease depends on the quality of the product and the benefits
that the customer receives. If the quality is high, then repurchase intention is also high.

Most customers will compare the benefits of service that they get with the money they spend to
determine whether the service is worthy or not. Xia et al. (2004) in Dai (2010) stated that when
customers discover disadvantage, inequality, and unfited price, fairness perception could trigger
negative emotions such as disappointment and anger which may lead to negative consequence of
behavioral intentions (e.g. intention to spread negative word of mouth, complaints, switching to
competitor, etc.). Xia et al. (2004) said that consumer assessments of whether a seller’s price can be
reasonably justified are considered as the perceived price fairness. When customers believe that the
seller gives fair price for the service or product, they intent to repeat and buy the product again.
Gunmesson (2002) said that the customer perception of price fairness influences the perceived
value, satisfaction, and it produces different emotion and behavioral response.

Some previous studies on customer behavior and its interrelationship with customer value and
satisfaction have been done, for example, Wahyuningsih (2011) had investigated the relationship
among customer value, satisfaction and behavioral intention of car insurance. Phuong and Trang
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(2018) had investigated the relationship of perceived service quality, perceived system quality, and
information quality towards repurchase intention on Grab and Uber customers. Therefore, this study
fit the gap in analyzing the elements of customer satisfaction, perceived service quality, perceived
product quality and perceived price fairness in automobile car service business especially in
Indonesia (particularly Toyota Authorized Service Garage). Considering the level of car growth,
high number of car in Indonesia, and number of car repair service, the managers and business
owners need to know the behavioral perception of their customers especially the repurchase
intention in order to enlarge their competitive advantage. Furthermore, this study is intended to fill
these gaps, which means that managers will be able to access the major variabel affecting customer
repurchase intention. Managers should be able to build strategic marketing decision to improve
company marketing and earning oppotrinity. For further research, this study should be able to
contribute basic customer perceived behaviour in Toyota service garage that can be applied in other
service garage brands.

To invoke the customers’ willingness to repeat order and repurchase the car service in the same
dealer, business owners or managers must fill in customer expectation. However, customer
expectation often does not meet the business reality, and sometimes customer value regarding
service quality, product quality and price fairness change overtime, which makes it more difficult to
fulfill. Therefore, this study focused to determine the relationship between behavioral intention with
customer repurchase intention, customer satisfaction, perceived service quality, perceived product
quality and perceived price fairness in automobile industry, particularly in service garage.

LITERATURE REVIEW
Perceived Service Quality

Perceived service quality has been defined by Czepiel (1990) as customers’ perception of how
good and rigorous a service meets or exceeds the expectation. To build the perception about quality
of service is a long term process which is determined by quality of the service (Ismoyo et al., 2017).
The quality of service was helped company to increase the market share if perceived service quality
meets or over the expectation, and vice versa (Anderson and Zeithanml, 1984, as cited in Hussain,
Bhatti and Jilani, 2011). Therefore, in the modern era, the high competition in business leads the
managers to redefine their strategy to compete with their competitors and to focus their attention on
service quality (Thamnopoulos, Tzetziz and Laois, 2012). Customers will consider to choose a
service or product because of personal perception regarding superiority and perfection of the given
product or service.

In automobile repair service business, the excellent service which is given by company to the
customers is an essential success element to survive and win the high competition (Hussain, Bhatti
and Jilani, 2011). The customers may have many choices to repair their car in any workshop based
on their preference which can fulfill their expectation, but they need an excellent service for their
car. Eventually after purchasing, the customersare attracted more to a good after-care and
maintenance service. They will confirma better engagement with the service garagethan with the
dealer where they gought the car (DMA Foresight factory research, 2017). If the customers enjoy
the service experience, they will normally return to the provider and may bring along friends and
colleagues. On the other hand, dissatisfied customers will share their experience with others and
organization,and never know what is going on to hit after (Bowman and Narayadas, 2001).

Soon et al. (2014) said that automobile company should always perform good quality car
service, show high responsiveness, care, and solve the car problem faced by the customer promptly,
so the customers are confident about the integrity of the company. The company also has to make
sure that the car has a good performance on the road after service. Customers come to the
automobile repair workshop with a hope that their car problem can be solved by the workshop and
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will not face the same problem in the future. Therefore, the workshop should make sure all
problems that the customers bring have been solved completely. Shammaryi& Samerkanina (2014)
in their research concluded that car owners expect to receive excellent quality of service not only
while the purchasing process is going on, but also after the car has been purchased. In addition, it is
also said that today’s customers expect to receive an automatic reminder when their vehicles’
periodic service is duein order to book a service appointment easily as well as to receive personal
treatment.

The processes of delivering services determine the quality of service and pivotal for the
customers to gather their notion about the perceived service quality (Cronin et al., 2000;
Parasuraman, 2000). Hussain, Bhatti and Jilani (2011) concluded in their study that delivery time,
process, promise commitment of installation, and warranty showed direct relation with customer
satisfaction. Based on those studies, it can be summarized that car owners who come to automobile
repair expect their car to be maintained with an excellent process, on time delivery, and all of their
car problems are completely solved.

Acording to the studies above and some previous researchconducted by Mensah (2018), Phuong
and Trang (2018), Ismoyo et al. (2017), Al-Shamari and Kanina (2014), Ismail and Yunan (2016),
Izogo and Ogba (2014) which altogether found that service quality has positive and significant
impact toward customer satisfaction and purchase intention, the researchers statedthe first
hypothesis for this research regarding the perceived service quality as follows:

H1: Perceived service quality has positive and significant effect towardscustomer satisfaction.

Perceived Price Fairness

Perceived price fairness is defined as consumers’ subjection assessment of whether the
difference between a seller’s price and the price of other parties is reasonable, acceptable, or
justifiable (Bolton et al., 2003). Itis said that price fairness is a process that is recognized by
customers as an outcome which is reasonable and acceptable. Moreover, the influence of
customers’ perceived price fairness will depend on the offer price that the customers received. Dai
(2010) argued that fairnessis very subjective since it is based on what the customers perceived
regardless the perception is correct or not. Therefore, price fairness is a critical element until the
customers perceive anunfair price (Dai, 2010).

Pricing is very important for the company to reach the profit and to keep the existence in the
competitive market. Management should be careful to determine the price because the price affects
the sales and the acceptance of product in the market. Moreover, price also provides link between
quality of service and customer expectation (Bassey, 2014). It means that higher price will be
followed by higher expectation from the customers to get better quality of service and experience of
product.

A finding in 2005 from a study conducted by Homburg, Koschate, and Hoyer revealed the
existence of strong positive impact of customer satisfaction on willingness to pay. Thus, the
customers who are satisfied with the service in the past will not only seek for the service provider in
the future, but also have willingness to pay premium price for the service. Lindgreen et al. (2000)
said that retained customers may pay higher price than newly acquire customers, and less likely to
receive discounted offer that are often made to acquire new customers. The study of Homburg et al.
(2005) was strengthened by the study of Soon et al. (2014) which mentioned that car buyers will
value the quality of service and product more than the chargedprice since it is high involvement
product. Agyapong and Ghana (2011) said that most customers prefer good service than lower price
since they are willing to pay a little extra to get better or more efficient services.

Based on some studies mentioned in the previous paragraph, the researchers hypothesized that:

H2: Perceived price fairness has positive and significant effect towards customer satisfaction.
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Perceived Product Quality

Perceived product quality is an important element of the marketing strategies which aims to
build brand image and increase the market share (Tsioutsou, 2005). Perceived quality is the
consumers’ judgement about a product’s overall excellence or superiority (Zeithaml, 1988 in
Tsioutsou, 2005). Perceived product quality is related to superiority of product or service which
customers experienced when using the product or service to satisfy their needs (Kottler etal., 2002
in Saleem et al., 2015). Customers calculate product superiority in term of how much happiness
they received from that product (Jiang and Wang, 2006). Consumers will find the product which
can fulfill the whole supremacy and excellence (Zeithaml, 1988). Therefore, perceived products
quality will drive the customers’ perception to decide purchasing a product when the value and core
function meet their needs.

Perceived quality is a global assessment ranging from “bad” to “good”, characterized by high
abstraction level and refers to specific consumption setting (Tsioutsou, 2005). Before going to
purchase a product, customers have a perception about product quality, price and appearance, but
after using a product, purchase intention increases or decreases depending on their experience when
using the product. Rust and Oliever (1994) in Tsioutsou (2005) argued that perceived quality is both
pre and post purchase construct. Customers consider perceived quality as more specific concept
based on the product or service (Saleem et al., 2015).

In line with the studies before, the researchersstated a hypothesison perceived product quality
that:

H3: Perceived product quality has positive and significant effect towards customer satisfaction.

Customer Satisfaction

Customer satisfaction can be written as the needs and goals to achieve a pleasure level of
fulfillment and emotional response provided by a service (Olivier, 1997). It is a variable that is
very important for an enterprise as strategic indicator, or for a company’s success and long-term
competitiveness (Anderson et al., 2008). The benefits of customer satisfaction are not limited to
automobile industry. The benefits have been revealed as the following:

e Customer satisfaction has a direct and strong relation with customer loyalty. More satisfied
customers are more loyal to the firm (Hag, 2012).

e The customer satisfaction is the most important part of any automobile service sector.
Thus,the main job of service industry is to improve client satisfaction and quality of service which
is helpful to improve the number of new clients (Kumar and Singh, 2016).

e Satisfied consumersare less likely to switch to other companies (Wahyuningsih, 2011)

e Customer satisfaction is an important element in delivering service for understanding and
satisfying the customers’ needs and wants, which further can increase market share resulting from
the repeat purchases and referrals (Kotler, 2000).

e Customer satisfaction is very important as satisfied customers will add the value of the
brand and spread a positive word of mouth as well as help in making good reputation of brand.
Satisfied customers will be able to make long term profitable relationship with the brand (Hanif,
Hafeez and Riaz, 2010).

In this study, in the first stage customer satisfaction functioned as dependent variable to three
independent variables including perceived service quality, perceived product quality, and perceived
price fairness. The second stage of the evaluation, customer satisfaction functioned as independent
variable towards repurchase intention.
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Some researchers such as Zaw (2014), Soon et al. (2014), Mensah (2018), Lang Tang et al.
(2015), said that when customer are satisfied will impact positively and significant towards
repurchase intention. Thus, the researchers hypothesized that:

H4: Customer satisfaction has positive and significant effect towards repurchase intention.

Repurchase Intention

Repurchase is defined as a realized action of customers in buying or using the products again
(Ibzan, Balarade and Jakada, 2016). Customers who buy or use a product or service for the first
time will have potential to repeat purchase (Peyrot and Doren, 1994). Repurchase intention can be
stated as “the individual’s judgment about buying again a designation service from the same
company, taking into account his or her current situation and likely circumstances” (Hellier et al.,
2003). It is clear from the definition that customers will tend to repurchase if they have good
experiences withthe products or services. Thus, it can also be mentioned that customers are more
likely to repeat their transaction with the same company if they think that what they have received
is worth what they have given up (Wahyuningsih, 2011). In this study, repurchase intention was
obtained from surveys of current customers by assessing their tendency to purchase the same brand,
same product or service from the same company.

Chart of Hypothesis Statement

Four hypotheses stated previously can be briefly depicted in the following chart:

Perceived Hl -+
Service Quality :
(PSQ)
H2:+
Perceived Customer Repurchase
Product Quality Satisfaction (CS) Intention (RI)
(PPQ) R >

/ Ha - +
Perceived Price

Fairness (PPF) H3:+

Figure 1. Chart of Hypothesis Statement

H1: Perceived service quality has positive and significant effect towards customer satisfaction.
H2: Perceived product quality has positive and significant effect towards customer satisfaction.
H3: Perceived price fairness has positive and significant effect towards customer satisfaction.
H4: Customer satisfaction has positive and significant effect towards repurchase intention.
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METHODOLOGY
Data and Methodology

The non-probability purposive sampling was performed to obtain the samples of this research.
This method was targeting the people who own Toyota car and regularly use the service of
authorized dealer workshop to repair and maintain their car.The valid samples collected were 174
from 200 surveys done by the researchers. The survey was conducted online in all over Indonesia,
and in-site survey in several Toyota authorized dealers in North Sumatera. The main instrument of
the data collection was the questionnaire which was adopted from previous researchers, Soon et al.
(2014) and other researchers. The questions were closed-ended questions with a 5-points Likert
scale, the scores were coded 5 for strongly agree, 4 for agree, 3 for neutral, 2 for disagree, and 1 for
strongly disagree. The questionnaire was distribured for 2 weeks in November 2018 with 87%
response (174 out of 200 survey).

The four set of variables were then tested to ensure the validity and reliability along with the
assumption test to ensure the normality, linearity, homoscedasticity and multi-collinearity, which
was concluded as powerful enough to be used for this research.

Measurement of Independent Variables

The study applied multi-items (instrument) scales to measure the model construct. Every
variable was tested using three to five instruments with the following detail:

The measurement of perceived service quality (PSQ) was derived from the study by Soon et al.
(2014). The existing instrument was considered suitable since it was dedicated for automobile
industry which was in line with the objective of this study. Five instruments were questioned to
capture as much as possible the spectrum of PSQ with the following list of questionnaire:

° Employees of Toyota garage always perform good quality car service to their customers

o Employees of Toyota garage show their high responsiveness towards customers’ request
when servicing their car

o Customers are very confident with the car service provided by Toyota

. Employees of Toyota garage show their caring to the customers when servicing their car

o Employees of Toyota garage always understand the car problems that the customers faced
and able to solve the problems in time.

The second variable is perceived product quality (PPQ), in which the researchers measured the
customers’ point of view before purchasing the product, using the adopted instrument from the
previous study (Stylidis et al., 2015). The PPQ was measured based on three major components
which are related to visual quality, feeling quality, and overall performance. The overall
questionnaire instrument was a combination of the studies by Stylidis et al. (2015) and Soon et al.
(2014) with the following list of questionnaires:

o Toyota’s products have the best performance

o Toyota garage always replaces the spare-part with a good quality spare-part.

o Product replacement such as oil machine and other spare parts by Toyota garage fulfill the
customer expectation on product quality.

The instrument to measure the perceived price fairness was an adopted instrument used by
previous researchers (Hermann et al., 2007 and Soon et al., 2014) which is intended to measure a
relative comparison of product or service price with other competitors in the same environment.
The construct was build based on fivequestionnaire instruments as follows:

o The price of Toyota service garage is reasonable
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o All customers pay the same price when they maintain their car in the same city with the
same problem

o Toyota service garage and spare part is not overpriced.

o The price of Toyota service garage is in accordance with the quality of the service

o The price of Toyota service garage is acceptable compare to other service garages

Measurement of Dependent Variables

Customer satisfaction was measured by adopting instrument which was developed by Soon et al.
(2014) with the main focus questionnaire on overall satisfaction performance, and willingness to
spread positive word of mouth advertisement, the questionnaires were listed below:

e | am very satisfied with overall performance of Toyota garage

e | believe that | make a good decision in using Toyota service garage

e | will spread positive word of mouth about Toyota service garage to my relatives and
friends.

The variable of repurchase intention as the final dependent variable to be tested measured the
customer intention to use the same service repeatadly. The instrument used in this study was an
adopted version of Rahman et al. (2014) and Soon et al. (2014) focusing on the intention of the
customers to repeat the use of the service :

e |lintent to return to use Toyota service garage

e | search for information about Toyota service garage from time to time

e | always talk about Toyota service garage with my friends

e | like to compare Toyota service garage to other brands from time to time
e | believe that Toyota garage and its products are the most suitable for me.

FINDING AND DISCUSSION

Table 1 describes the demographics of the respondents. It indicates that the majority of
respondents’ characteristic was male (68%), aged between 31 to 40 years old (44%) and worked as

employees (62%).

Table 1
Respondents* Demographics
Respondents’ Characteristics Sub Profile Percentage (%)

Gender Male 68 %
Female 32 %

Age Less than 20 2%

20 — 30 years old 15%

31 — 40 years old 44 %
More than 40 39 %
Occupation Employee 62 %
Entrepreneur 24 %

House Wife 6%

Student 5%

Pensioner 2%

Military and Police 2%

Source: own study
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Respondents’ demographics shows that the majority of the respondents wasadult people who
had enough critical thinking to give their proportional review on the service based on their
experiences. Convergent validity is based on the guidelines assessment proposed by Hair et al.
(2009) where the construct is valid when KMO test indicates value of greater than 0.7. Table 2
describes the validity of all constructs with KMO value of 0,702 to 0,863.

Table 2
Validity Test
Variable | KMOTest | PUrers df Sig (Hasitr?t‘:f‘;gog) Validity

PPSQ 0,863 348,742 10 0,000 >0.7 Valid
PPQ 0,702 166,696 3 0,000 >0,7 Valid
PPF 0,843 488,274 10 0,000 >0,7 Valid
cs 0,730 298,426 3 0,000 >0,7 Valid
RI 0,728 334,303 3 0,000 >0,7 Valid

Source: own study

Cronbach’s Coefficient Alpha test (between 0-1) was applied to describe the reliability of all
factors. The variables are considered acceptable and reliable when the calculation result is greater
than or equal to 0.60 (Sekaran, 1992). In this study, the measure model contained 5 latent variables
and 21 measurements.

Table 3
Reliability Test
Variable | Crombach’s Alpha | N of Item Sta”gf‘)zdgi(g’fggg)‘ e Reliability
PPSQ 0.856 5 0.6 Reliable
PPQ 0.802 3 0.6 Reliable
PPF 0.889 5 0.6 Reliable
Cs 0.884 3 0.6 Reliable
RI 0.858 5 0.6 Reliable

Source: own study

Table 3 shows that the reliability test of five latent variables was above 0.7 which provides
indication of reliable acceptance.Since the reliability, validity, and four classic tests had been
passed, the data analysis was proceed to the first stage of linier regression by analysing the impact
of three independent variables including perceived service quality (PPQ), perceived product quality
(PPQ), and perceived price fairness (PPF) towards dependent variable of customer satisfaction
(CS). Multi-regression analysis method was applied with a confidence level of 95% and alpha 0.05.
Using IBM-SPSS software, the results are described in the following table.

Table 4
Model Summary of Customer Satisfaction Variable
Model Summary®
Model R R Square Adjusted R Std. error of the

Square Estimate
1 776° 0,603 0,596 0,39615
a. Predictors: (Constant), PPF, PSQ, PPQ
b. Dependent Variable: CS

Source: own study
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The first linier regression between PSQ, PPQ, and PPF as independent variables with CS as
dependent variable showed that 60% (R2 = 0.6) of customer satisfaction could be explained by the
three independent variables, and the rest 40% would be explained by other variables which are out
of the scope of this study.

Table 5
ANOVA
ANOVA?
Model Sum of df Mean Square F Sig.
Squares
1 Regression 40,494 3 13,498 86,008 .000°
Residual 26,679 170 0,157 - -
Total 67,173 173 - - -
a. Dependent Variable: CS
b. Predictors: (Constant), PPF, PSQ, PPQ

Source: own study

The simultaneous test of all independent variables indicated the result of F values of 86,008 with
significance of 0.000 (< 0.05). It concluded that the three independent variables are good predictors
of customer satisfaction simultaneously.

Table 6
Coefficients Regression
Coefficients®
Unstandardized Standardized Collinearity Statistics
Model Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF
1  (Constant) | 0,506 0,243 - 2,086 | 0,038 - -
PSQ 0,345 0,076 0,308 4,529 | 0,000 0,506 1,977
PPQ 0,208 0,076 0,196 2,738 | 0,007 0,456 2,192
PPF 0,332 0,055 0,391 6,045 | 0,000 0,559 1,788
a. Dependent Variable: CS

Source: own study

From the regression test, coefficient of independent variable of perceived of service quality
toward dependent variable of customer satisfaction was 0,345 with t value 4,529 and level of
significant 0.000 < 0.05. Thus, hypothesis null is rejected and Hs is accepted. It means that there is a
positive and significant impact of perceived service quality toward customer satisfaction. Every
change of perceived service quality variable by 1 scale will increase customer satisfaction by 0.34.
The findings are in line with the research from Mensah (2018), Phuong and Trang (2018), Ismoyo
et al. (2017), Al-Shamari and Kanina (2014), Ismail and Yunan (2016), 1zogo and Ogba (2014),in
which perceived service quality has strong and positive impact towards customer satisfaction.

The test regression coefficient of variable perceived product quality towards dependent variable
customer satisfaction showed coefficient regression of 0.208 with t value 2.738 and level of
significant 0.007 (< 0.05). This result means that hypothesis null is rejected and H, is accepted.

There is a positive and significant effect of perceived product quality towards customer
satisfaction. Every change of perceived product quality variable by 1 scalewill increase customer
satisfaction by 0.208. The findings are also in line with research result from Tsoutsou (2005) and
Saleem et al. (2015) which found a positive and significant impact of perceived product quality
toward customer satisfaction.
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The test regression coefficient of variable perceived of price fairness toward dependent variable
customer satisfaction showed coefficient regression 0.332 with t value 6.045 and level of significant
0.000 (< 0.05). This result means that hypothesis null is rejected and Hs is accepted. There is a
positive and significant effect of perceived price fairness toward customer satisfaction. Every
change of perceived price fairness variable by 1 scale will increase customer satisfaction by
0.332.These findingsare in line with the research dinding from Dai (2010) and Bassey (2014).

The linier equation is served below:

CS =0.506 + 0.345. PSQ + 0.208. PPQ + 0.332. PPF

Individually, by comparing the constant value of each variable, PSQ had the most positive
relationship with customer satisfaction, followed by PPF and PPQ. Furthermore, the second stage of
the hypothesis analysis in this study is assessing the impacts of customer satisfaction towards
repurchase intention by using linier regression technique.

Table 7
Model Summary of Repurchase Intention Variable

Model Summary®

Model R R Square Adjusted R Std. error of the
Square Estimate
1 .761° 0,579 0,576 0,42658

a. Predictors: (Constant), CS
b. Dependent Variable: RI
Source: own study

Table 7 shows that R square valuewas 0.579, it means that repurchase intention as dependent
variable could be explained 58% by customer satisfaction as independent variable and the rest 48%
was explained by other variable(s) outside this researchparameter.

Table 8
ANOVA
ANOVA?
Model Sum of df Mean Square F Sig.
Squares

1 Regression 43,028 1 43,028 236,450 .000°

Residual 31,300 172 0,182 - -

Total 74,328 173 - - -
a. Dependent Variable: RI
b. Predictors: (Constant), CS

Source: own study

Table 8 result shows F values of 236.450 with significance of 0.000(< 0.05), it indicates that the
independent variables are good predictors of repurchase intention as dependent variable.
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Table 9
Coefficients Regression of Repurchase Intention variable
Coefficients®
Unstandardized Standardized Collinearity Statistics
Model Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF

1  (Constant) | 0,639 0,213 - 3,002 | 0,003 - -
CS 0,800 0,052 0,761 15,377 | 0,000 1,000 1,000

a. Dependent Variable: RI

Source: own study

Hypothesis 4 is intended to prove the impact of customer satisfaction towards repurchase
intention. Table 9 shows a regression coefficient of 0.800 with t value of 15.377 and significant
level of 0.000 (< 0.05). This result means that hypothesis null is rejected and H, is accepted. There
is a positive and significant effect of customer satisfaction towards repurchase intention. Every
change of customer satisfaction variableby 1 scale will increase repurchase intention by 0.800. The
linier equation is served below:

R1=0.639 + 0.8.CS

The regression signifies the important relation between customer satisfaction with repurchase
intention. The result confirms the result of some previous researches such as Zaw (2014), Soon et
al. (2014), Mensah (2018), and Lang Tang et al. (2015).

CONCLUSION

The statistical analyses results have supported all hypotheses stated previously. The three
variables PSQ, PPQ, and PPF were having positive and significant relationship towards customer
satisfaction. In addition, among the three variables, perceived service quality is the most influential
predictor to customer satisfaction. This study also successfully supports the hypothesis saying that
customer satisfaction has positive and significant relationship towards repurchase intention. It can
also be concluded that the foundations of repurchase intention of Toyota authorized service garage
in Indonesia are perceived service quality, perceived product quality, perceived price fairness and
customer satisfaction. Overall, the most likely outcome and further studiesare list of actions to be
performed by the service garage dealer in persuading the customers in their behavioral perception
sector tackling their perception of service quality, product quality, and price fairness.

However, a room of improvement on this study is identified from two corners; the first is
enlarging the scope of the study by gathering more samples from different car brand and garage to
have more general application. The second is targeting more explanation of dependent variables by
adding other independent variable(s), signifies by R2 of around 0.6. The other 40% of customer
satisfaction explanation should be studied further.

RESEARCH IMPLICATION

The results of this study can be used by automobile company especially Toyota dealer
authorized service garage and possibly other car repair services in order to increase their rate or
repurchase customers by paying attention on the three variables; PSQ, PPQ and PPF. The
management should be more focused on the strategic programs to enhance the service quality for all
level of employees from front line level to back office employees to increase the practice of high
quality service. The management should drive every employee to serve beyond the expectation of
the customers. Furthermore, the management must focus on improving product quality and keep the
product reliable. When the product meets the needs of the customers, it will build a positive
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perception of the product and drive the customers to repeat the order. On the other hand, when the
management wants to determine the price, they must formulate the price carefully to have fairness
comparison with the quality of product and service with economic and profitability consideration.
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JOCJIIKEHHA KYHIBEJBHOI NOBEIIHKHA Y C®EPI OBCJIYTOBYBAHHSA
HA IMPUKJAJII KOMIOAHII ABTOMOBLIBHOI'O CEPBICY

YAFET EKA PRASETYA, marictpanT ¢akynbTeTy MEHEDKMEHTY, YHIBepcuTeT binyc, 3axigHa

Jxakapra, [Hn0He31s
JULFREE SIANTURI, wmarictpant ¢akyiabTeTy MEHEKMEHTY, YHiBepcuteT binyc, 3axigHa

Jxakapra, [Hn0He31s

MeTor0 aHOTO JOCHIDKEHHS € BH3HAUEHHS B3a€MO3B'SI3KY MK KYIIBEJIIBHOIO TOBEIIHKOIO 1
HAMIpOM KJIi€EHTa B TMHTaHHI NPUAO0AHHS Ta TOAIBIIOTO BHKYIY MPOAYKIi, a TaKOXK
3JIOBOJICHICTIO CIIOKMBA4a OJCP)KYBAHOIO SIKICTIO OOCIYrOBYBaHHS, SIKICTIO TPOJIYKTY 1
nepeadavyBaHOIO CIPAaBEUIMBOIO IIHOI B aBTOMOOUIBHIM MPOMMCIOBOCTI, 0COOIMBO B cdepi
nociayr. JlaHe IOCHTiKeHHS TPOBOJMIIOCS B CICIiaJIi30BaHMX aBTOPU30BAHMX aBTOMOOUTBHHX
Mmaiicrepusax B IHjonesii. 3 MeTO0 OTpUMaHHSA HaHUX JJIsl TPOBEJCHHS JOCIIJDKCHHsA, Oyna
MpoBeAcHa IMOBIpHICHA IIiTboBa BHOIpka. ONUTyBaHHS MPOBOAMIIOCS B PEXKHMI OHIAWH 3
BUKOPUCTAHHSIM OCHOBHOTO IHCTPYMEHTY 300py IaHMX — aHKETH, sKa Oyna TepedHsATa Bil
nonepeaHix AociigHuKiB. Jani Oynu oTpuMaHi B XOJi ONMUTYBAaHHS, K€ MPOBOAUIIOCA MPOTITOM
JIBOX THXKHIB 32 y4acTio 174 pecroHAeHTIB. 3rofgoM Oyiu MpOTeCTOBaHI YOTHPU HAOOPH 3MIHHHX,
o0 rapaHTyBaTH JOCTOBIPHICTh 1 HaAIMHICTh MPOBEACHUX OOuHMClIeHb. B pe3ynbTari AaHOro
JOCHIUKeHHsT Oyno BHUSBICHO TMO3UTHBHMN 1 3HAYyIIMH 3B'SI30K  OAEPIKYBaHOI  SIKOCTI
00CITyroByBaHHS, SIKOCTI MPOAYKTY 1 mepeadadyBaHOIO CIPaBEUIMBOIO I[IHOK 3 3aJJOBOJICHICTIO
cnoxxuBada. Kpim toro, Ha qpyromy etami 0yj0 TakoX JAOBEICHO, IO 33J0OBOJICHICTh KIIIEHTIB Ma€e
ICTOTHUH 1 TIO3UTHBHHMI B3a€MO3B'SI30K 3 KYIIBEIbHOIO TMOBEIIHKOIO 1 KIIEHTCHKUM HaMipom
puaOaHHS 1 MOJAIBIIOr0 BUKYIY MPpoAyKii. JlaHe qociipkeHHsT MOXe OyTH MOKPAIIEHO IIISTXOM
JOJaBaHHSl KpUTEPiiB BinOOpy, MOro 30UIbLICHHS, BIANOBIAHO 1O JOCHIIKEHHS KYyHiBEIbHOI
MOBE/IHKHU T10 BiJHOIIECHHIO JI0 PI3HUX MapoOK aBTOMOOLIIB 1 MOJAIBIIOIO BUBYCHHS JOAATKOBHX
3aNeXHUX 3MIHHUX. [IpoTe, MOTOYHWI pe3ynbTaT HajgaB IiHHI JaHi [ aBTOCEPBICY, fKi
JIOTIOMOKYTh 30UTBIIMTH aKTUBHICTh KYIiBEIHHOI MTOBEIIHKH.

KurouoBi cjioBa: kymiBelbHa MOBEIIHKA, HaMip BHKYIy, 33JJ0OBOJICHICTh CIOKHMBaya, SIKICTb
00CITyroByBaHHS, SIKICTb IPOAYKTY, CIIpaBEeJIMBa LI1HA.

HNCCIEJOBAHUE NOKYHATEJBCKOI'O ITIOBEJEHUSA B COEPE
OBCJIY’KUBAHUSA HA ITIPUMEPE KOMITAHUU ABTOMOBUJIBHOI'O CEPBUCA

YAFET EKA PRASETYA, wmaructpant ¢akyiabTeTa MEHEKMEHTa, YHUBepcuTeT bunyc,
3anannas Jlxakaprta, UHnoHesus

JULFREE SIANTURI, maructpanT ¢akyiapTeTa MEHEIKMeHTa, YHUBepcuTeT bunyc, 3anaaHas
xakapra, Manone3us

[enpro JaHHOTO MCCIENOBaHUS SBISETCS ONPEACICHUE B3aUMOCBSI3H MEKIY IOKYIAaTEIbCKUM
MOBEJICHMEM M HaMEepeHHEeM KJIMEHTa B BOINPOCE MPHOOpPETeHUs M JajJbHEHMIIEero BbIKYIa
MPOJYKIIMH, a TAKXKE YAOBIETBOPEHHOCTHIO NOTPEOUTENS TOTy4YaeMbIM Ka4eCTBOM 00CTY>KUBaHUS,
KayecTBOM MpPOJAYKTa W  HOpPEArojaraéMoil  crpaBeUIMBOM  IIEHOM B aBTOMOOMJIbHOU
IPOMBIIUICHHOCTH, 0CO0eHHO B cdepe yciayr. JlaHHOE HCCI€OBaHUE IPOBOAMIOCH B
CMEeLMAIN3UPOBAHHBIX ABTOPU30BAHHBIX ABTOMOOMIBHBIX MacTepckux B Wuponesun. C 1enbro
MOJIy4EHUsl TAaHHBIX JUIsl MPOBEACHUS HCCIe0BaHUs, Obljla MIPOU3BEAECHA BEPOSITHOCTHAS 1eeBast
BbIOOpKa. Omnpoc MpOBOAMICS B PEeKUME OHJANH C HMCIOJIB30BAaHHMEM OCHOBHOIO HMHCTPYMEHTA
cOopa TaHHBIX — aHKEThI, KOTOpasi ObUIa MepeHsTa OT NPEAbLAYIINX HccieaoBarteneil. Jlanuple ObuIH
IIOJIy4eHBbl B XOJ€ OIpoca, KOTOPBIM IPOBOAWICS B TEYEHHE JBYX Heaenp ¢ ydactueMm 174
pecroH/iIeHToB. BrocneacTBun ObUTM MPOTECTUPOBAHBI YETHIpe Habopa MEpPEeMEHHBIX, UYTOOBI
rapaHTHPOBATh JIOCTOBEPHOCTh M HAJICKHOCTH MPOBOJHMMBIX BBIYMCICHHNA. B pe3ynbrare maHHOrO
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UCCIieIoBaHMs Obula OOHApYXKEHa IIOJIOKUTENIbHAS W 3HAuMMasl CBS3b IIOJIY4aeMOro KadecTBa
oOciyXKMBaHHs, KadecTBa MPOAYKTa W  BOCHPUHUMAeMOW  CIpaBeIJMBOM  IIeHOH ¢
YIIOBJIETBOPEHHOCTHIO moTpeduTensa. Kpome Toro, Ha BTOpoM 3Tare ObUIO TaKXKe JOKa3aHO, YTO
YIOBJIETBOPEHHOCTh KIUEHTOB HMEET CYHIECTBEHHYI0O U TMOJIOKUTEIbHYIO B3aUMOCBSI3b C
MOKYNaTEIbCKUM TOBEACHUEM U KIMEHTCKUM HaMEpPEHHEM MPHOOPETEHUS U TaTbHEUIIEr0 BBIKYIIa
npoaykiuu. /laHHOe uccieqoBaHie MOXKET OBbITh YIYUILIEHO IyTeM J00aBleHusl KpuTeprueB 0Toopa,
€ro YBEJIMYEHUs, B COOTBETCTBUU C MCCIENOBAHUEM IOKYNATEIbCKOIO IMOBEIEHUS B OTHOLICHUHU
pa3IMYHBIX MapoK aBTOMOOWJIEH W JaJbHEWIIEro M3y4eHHUs JOMOJHUTEIbHBIX 3aBUCHUMBIX
IepeMeHHbIX. TeM He MeHee, TeKyIMI pe3yibTaT NPeJoCTaBUil LIEHHbIE JTaHHBIE JIJIsl aBTOCEPBHUCA,
KOTOpBIE TOMOTYT YBEJIUYUTh AKTUBHOCTh MOKYIATEIBCKOTO MOBEACHHUS.

KuroueBble cJI0Ba: IOKYNAaTelbCKOE IOBEACHHE, HAMEPEHUE BBIKYIA, YIOBJIETBOPEHHOCTD
MOTpeOUTENsl, KAYeCTBO OOCITYKHBaHUs, KAUeCTBO MPOAYKTa, CIpaBeAIUBas IeHA.
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Abstract. The urgency of analysing the tourism business in our country as a key element of the
service system is due to the fact that it can help to form a positive image of the territory or its
image, brand, the degree of development of infrastructure transport, services, the availability of
recreational resources, the ecological component of the territory, as well as its overall
investment attractiveness. The overall state of the economic development of the infrastructure of
tourism services is more influencing the formation of a positive image of the territory. Our
country may be more interesting than the countries of beach holidays, which are focused on
tourism as one of the main sources of budget revenues, such as Tunisia, Egypt, Turkey, Cyprus
and Dominican Republic. Without income, which gives a developed economy, it is impossible
to achieve mass tourism, and, consequently, there is no subject of management. In contrast to
the tourist places of a wide profile, visits to tourist places of a narrow profile are an end in
themselves. This includes areas with various tourist attractions, which ultimately attracts tourists
to a particular region. Analysis of the prospects for the development of tourism services in
Ukraine allows us to represent the tourist region as a kind of system, a set of interconnected
elements: the economy, the demand of the tourist market, infrastructure, the development of
society, natural objects, tourist attractiveness, developed industry, politics. The aim of research
is to study the state of the tourist business in Ukraine, identifying problems and prospects for the
development of tourism services in our country. Methodology: during the study, an analysis of
the state of the tourist business in Ukraine was conducted. The economic growth of tourist
facilities, tourist regions, and the development of industries, coexist or depend on the tourist
business depends on the path that the development of the tourist services industry will take
today. The scientific importance of the work lies in the fact that on the basis of the conducted
research it is possible to improve innovative projects for the development of the tourist business.
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The value of the research is that it is increasingly necessary to attract youth start-ups, which
should be created for a long time and with great potential in the tourism market. Professionals
from various industries should be involved (IT technology, travel business, marketing, system
and risk management ...)

Key words: tourism business, start-ups, efficiency, interest, development strategies

JEL Classification: L83, M21, 010

INTRODUCTION

At the present time, tourism has become a phenomenon that included almost a third of the
planet's population in daily life. In many countries and regions, tourism is the main source of
income. By the number of workers, the tourism industry has also become one of the largest in the
world — it employs more than 260 million people, that is, every 10th is working. Global tourism
revenues amount to more than $ 500 billion annually. The largest returns are from Western
European and US countries (Kifyak, 2003).

For Ukraine, the tourism industry is very important and contributes to attracting investment and
creating new jobs. Today in Ukraine's tourism 10% of the population is involved, providing activity
of 40 spheres of the economy. The tourist market refers to the directions that will improve the
country's economic and social performance.

The tourist industry is among the five branches of Ukraine, which bring the highest incomes,
surpassing the coal and automobile industry. The World Tourism Organization has published
information that, in the next ten years, tourism will take the leading position in the field of world
exports. Ukraine, with its significant natural and cultural potential, has the opportunity to join the
most visited countries (Martynenko, 2017).

The tourist industry is one of the most profitable branches of the economy. Given this, even in a
difficult economic and political reality of life, this industry is very promising and can bring
significant profits.

LITERATURE REVIEW

The study of the problem and the study of tourism business development have important
meaning today. The theoretical and practical aspects of the development of the tourism industry
have been devoted to a large number of works by leading domestic and foreign scholars, among
them: Yu.V. Arbuzova and V.D. Yakovenko (2013), G.V. Gorin (2014), M.B. Onisco (2012), O.I.
Trohymets (2012) and others.

However, despite the high level of interest from a large number of scientists, there are still a
number of unresolved issues that hinder the development of domestic tourism. These are issues
such as the imperfection of the management system in the field of tourism, the lack of funds for
financing the reconstruction of existing and the construction of new tourist facilities, shortages of
personnel who consider the management of tourism business as a comprehensive integrated system
of general management services.

PAPER OBJECTIVE

The modern tourism industry is one of the fastest growing sectors of the world economy. It is
considered both as an independent type of economic activity, and as a sectoral complex. The
purpose of the article is to study the state of the tourist business of Ukraine, to determine the
problems and prospects for the development of tourist services in our country.
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RESULT AND DISCUSSION

According to the Law of Ukraine “On Tourism” tourism in our country is considered one of the
priority directions of economic and cultural development.

In the literature, there is no single definition for the term “tourism”. Thus, according to the Law,
tourism is a temporary departure of a person from the place of residence for health, cognitive,
professional, business or other purposes without having to carry out paid activities in the place
where the person leaves.

In our opinion, the most complete definition is given by the Ukrainian scientist Kifiak V. F:
“Tourism is a type of economic activity aimed at satisfying the needs of consumers who are
temporarily out of place of permanent residence for a certain purpose during their free time”
(Kifyak, 2015). After all, among a sufficiently large number of scientists, only Kifiak defines
tourism as a type of economic activity, which, in turn, understands the fact of making a profit
during a tourist trip.

Tourist business as a component of the economic complex of the country is characterized by
certain properties and functions (Fig. 1).

Z> Has its own manufacturing industry and services to tourists

Z> Forms a market of tourist services of various levels

D Creates tourist services, forms tourist products and carries out their
realization

Z> Is an area where jobs are cheaply created and a high level of efficiency
and rapid return on investment are provided

Has an advantage in the integration and globalization processes taking
Z> place in the world

Acts as a multiplier for the growth of national income, GDP and GNP,

employment, local infrastructure development and population living
Z> standards

Fig. 1 Properties and functions of the tourist business

Source: compiled by the author according to the source (Dadechko 2007)
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Ukraine has a significant tourist potential and has all the prerequisites for the development of
domestic, inbound and outbound tourism, namely: unique natural resources, a favorable climate, a
unique complex of historical-cultural and architectural monuments, recreational facilities.

Today, tourism is a highly profitable industry. According to the State fiscal service of Ukraine,
the amount of income from the tourist tax payment in 2018 amounted to 90.7 million UAH, which
is 29.2% more than in 2017. At the same time, in 2017, compared to 2016, the increase in tourist
fees was 30%.

The dynamics of tourist flows of Ukraine from 2009-2018 is shown in Table 1.

Table 1
Dynamics of tourist flows of Ukraine from 2009-2018
The including
number of | Number of Number of i
. : . tourists-
citizens of foreign tourists served o
. - citizens of
Year I visitors 337 00 foreign Ukraine domestic
who who visited | operators and 9 i
. tourists who tourists
traveled Ukraine — | travel agents — traveled
abroad - total 2 total® abroad
total?
2009 15333949 | 20798342 2290097 282287 913640 1094170
2010 17180034 | 21203327 2280757 335835 1295623 649299
2011 19773143 | 21415296 2199977 234271 1250068 715638
2012 21432836 | 23012823 3000696 270064 1956662 773970
2013 23761287 | 24671227 3454316 232311 2519390 702615
2014 22437671 | 12711507 2425089 17070 2085273 322746
2015 23141646 | 12428286 2019576 15159 1647390 357027
2016 24668233 | 13333096 2549606 35071 2060974 453561
2017* 26437413 | 14229642 2806426 39605 2289854 476967
2018" 27815678 | 14207134 3219849 34768 2767859 489543

! Not including the temporarily occupied territory of the Autonomous Republic of Crimea,
Sevastopol and temporarily occupied territories in the Donetsk and Luhansk oblasts.

2 Including one-day visitors (according to the Administration of the State Border Guard Service
of Ukraine).

% 2000-2010 according to the data of the Ministry of Infrastructure of Ukraine, starting from
2011 according to the State Statistics Service.

It is clear from the table that in 2011 the number of tourists increased by 2.9% compared with
2009. Foreign tourists in Ukraine are attracted by our national cuisine, historical and architectural
heritage, world-famous monasteries, temples, theaters and museums. Thus, during 2011, Ukraine
was visited by 21.4 million inbound (foreign) tourists, which is 1% or 212 thousand more than in
2010. First of all, foreign citizens visit Ukraine for private purposes. This segment occupies 89.6%
of the total inflow of tourist traffic in 2011 and increased by 0.5% or 91.1 thousand people. The
second place is a trip to organized tourism. During 2011, this segment grew by 11.7% or by 143
thousand people. And in the third place — trips for official purposes, which decreased by 7.1% or
49.6 thousand people compared to 2010 (UNWTO Tourizm Highlights). In 2012, during the Euro-
2012, Ukraine's entry into Ukraine of foreign tourists increased to 23012823 people. In 2014, the
tourist flow of Ukraine has fallen by 20%. According to the State Statistics Service, the number of
clients of travel companies during this period decreased to 2.4 million. In 2013, more than 3 million
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Ukrainians used the services of tourism professionals. Market participants sold tickets in the year of
2014 for UAH 10.7 billion, although for the year the number of tickets purchased by Ukrainians fell
by 50% (from 1.35 million in 2013 to 884 thousand in 2014), their cost increased by 15% (from
UAH 9.33 billion in 2013). The main reason was the devaluation of the hryvnia, since the bulk of
the costs incurred by the tourism market participants are in foreign currency. In 2014, the most
significant part of the domestic organized tourism sector: the number purchased in travel companies
vacation packages in Ukraine fell in the year by 45% - from 537 thousand to 322 thousand people.
The number of Ukrainians who rested in the country's resorts increased by 30-45% (DELO.ua,
2017).

According to the Administration of the State Border Guard Service in 2016, 13.6 million
foreigners entered Ukraine, which is 5.6% more than in 2015.

If you look at the period from 2015 to 2018 in more detail, then you should note the tendency to
increase, although by 2018 the figure of inbound tourism remained at the level of 2017 (Fig. 2).

It should be noted that our country objectively has all the prerequisites for the intensive
development of domestic and foreign tourism: the features of geographical location and relief,
favorable climate, the value of natural, historical-cultural and tourist-recreational potential.
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Fig. 2 Entry of foreigners to Ukraine, and the departure of Ukrainians abroad
(2015-2018 years)

Source: compiled by the author according to the source (Ministry of Economic Development
and Trade of Ukraine, 2018).

Against the backdrop of world tourism, which is gaining strength at a fantastically fast pace,
Ukraine looks rather modest. Today Ukrainian citizens are original investors of foreign countries.
The tourist business, according to experts' calculations, could only bring in the state treasury up to $
4 billion annually in taxes only (Krivoruchko, 2007). At present, the main tourist destinations of
Ukraine are the Black Sea and Azov seas, the Carpathian Mountains, the cities of Kyiv, L’viv and
Odessa (Ishchenko, 2016). There are a lot of beach resorts in Ukraine. Despite the loss of the
Crimea, Ukraine has popular beach resorts on the Black Sea coast - Koblevo and Zatoka. Gulf in
the Odessa region, has a reputation as the most noisy and youthful resort in Ukraine. The complete
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opposite of the Gulf is a quiet resort in Sergievka, where there are balneological sanatoria. Also, sea
resorts are also in other settlements of the Odessa region - in Primorsk, Lebedivtsi, Carolino Bugazi,
Gribivtsi and even in the industrial city of Yuzhne. The main tourist destinations for winter
recreation in Ukraine are the resorts of Ivano-Frankivsk, L’viv and Zakarpattia oblasts.

Tourists are attracted by scenic views of the Carpathians, crystal clear air, ski slopes. The
popular ski resort Bukovel, famous for its modern infrastructure and its ski slopes. In Yaremche
there are sanatoriums, developed infrastructure.

Slavskoe ski resort in the L’viv region is quite popular. There is a mass of ski slopes of different
heights, lengths and reliefs. Slavske is considered to be the most visited winter resort in Ukraine,
where they go skiing from all over the country. In recent years, Ukraine has opened ski resorts with
artificial ski slopes in areas where there are no mountains. For treatment and rest in sanatoria of
Ukraine go to Truskavets, Morshyn, Skhidnitsy and resorts of Carpathians. The trend of recent
years has green tourism and agrarian tourism.

Residents of big cities go to the countryside, where they can not only breathe fresh air, but also
live in rural life, get acquainted with traditions and culture, folk crafts and crafts of original regions
of Ukraine.

After analyzing all of the above, we can say that Ukraine has a fairly large potential for tourism
development, and the all-season tourism industry opens up great opportunities for profits.

But at the same time, there are many problems that hamper the development of tourism business
in Ukraine. Tourist infrastructure is one such problem. Today in Ukraine there are more than 4,5
thousand establishments of tourist and vacation accommodation for 620 thousand places, but they
require radical changes, as they do not correspond to international standards at all. Ensuring proper
condition also requires recreation zones, cultural and architectural monuments of Ukraine.

In addition, the low level of service of tourists, the imperfection of the legislative framework
and legal regulation, the difficult political situation, military actions on the territory of the eastern
regions of the state, as well as high crime rates, especially in tourist regions of the country, also
have a negative impact on the tourist attractiveness of Ukraine.

According to the World Tourism Organization, more than 800 million people travel annually. It
is noteworthy that tourism in more than 40 countries of the world is the main source of national
budget revenues.

For example, in Spain, the share of profits from foreign tourism in the total amount of revenues
from exports of goods and services is 35%, in Cyprus and Panama — more than 50%, in Haiti - more
than 70% (Orlova 2012).

According to the State Statistics Committee, in 2018 tourism services were offered by more than
3,500 companies. In total, almost 1.6 million trips worth over UAH 27 billion were sold. Turkey
and Egypt are the most affected by the growth of the market - the most demanded destinations for
Ukrainian tourists.

In summer, 60% Ukrainian travelers go to Turkey, and with the advent of winter — about 80%
buy tours to Egypt. According to experts' forecasts, in 2019 the tourist flow should increase by 50%
due to the increase of volumes in all mass directions. One of the favorable conditions for the
development of tourism in Ukraine was the adoption of visa-free travel with EU countries. This
considerably reduced the cost of vacation abroad, since previously the visa cost to the tourist at 40-
60 euros, and for the family — 130-180 euros.

On trips in 2019 will have a global interest in social and political issues. For example, to human
rights and equality in the workplace. Before deciding where to go, tourists will study the socio-
political atmosphere in a potential place of relaxation in more detail. More than half of tourists from
all over the world (53%) say that in the new year they plan to make short trips more often: for
weekends and others.

Obviously, travelers will be more closely suited to constructing routes for their trips on a “less,
but better” basis. In Ukraine, short-term trips on weekends will be facilitated by the noticeable
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development of low-tasters. It is predicted that 2019 should be a turning point in the field of travel.
Technological innovation, communication between people around the world, growing demand for
new experiences prepare us for fundamentally new projects (Mandria.ua, 2018).

Ukraine is extremely rich in natural resort resources, therefore, in recent years, European tour
operators have become interested in our sanitary and resorts base, but the availability of natural
resources is not enough to attract the attention of foreign and domestic tourists. It is necessary to
attract investments for reconstruction of existing and construction of new infrastructure: medical
centers, sanatoriums, rehabilitation clinics. Along with this, an increase in the qualification level of
personnel and equipment with modern equipment is required.

Despite the existing difficulties, the situation in Ukrainian tourism is changing for the better.
The development strategy of tourism and resorts of Ukraine for the period up to 2022 is aimed at
solving the problems of complex development of tourism, hotel industry, resorts, sanatorium and
spa services, support for the creation and modernization of tourist infrastructure, the provision of
proper quality of tourist and resort services, the effective use of the visible tourist the potential.

To formulate a strategy for the development of tourist regions it is necessary to concentrate on
developing the following points:

- conservation of tourist resources;

- improvement of the regulatory framework;

- creation of economic conditions for the promotion of tourism development;

- granting of privileges for the organization of tourist work;

- attraction of investments in development of tourism industry; promotion of competition;

- security of tourists;

- participation in international tourism development programs.

In order to encourage foreign investors to expedite the investment of capital in the economy of
Ukraine, it is necessary with the help of active marketing activities, it is necessary to inform foreign
tourists about the availability of recreation. Priority target markets for attracting foreign tourists can
be China, Qatar, UAE, Saudi Arabia, Kuwait, etc. In order to make the tourist business in Ukraine
more attractive, it is necessary to provide state tax privileges for owners of objects of tourist
infrastructure.

So, in many developed European countries there are reduced VAT rates just for this business.
The investment attractiveness of Ukrainian objects will increase significantly if the VAT rate is
about 5-10%. Such a change in tax legislation will not lead to a loss to the budget, but to its filling
at the expense of attracting funds from investors (Kravtsova, 2016). Also, in order to obtain
information about the most popular among tourists of the country, region, region, it is necessary to
conduct continuous monitoring of tourist flows.

CONCLUSION

Today the tourism business is one of the most significant sectors of the world economy. But at
the present time, Ukraine has a number of problems that hinder the full use of tourism resources.
The main problems that need to be solved are: improving legislation, updating the infrastructure,
improving the qualification of existing personnel and training new staff, solving transport problems
and overcoming the political crisis, which will allow the Ukrainian tourist market to move to a new,
higher degree.

Analyzing the prospects for the development of the tourism industry in Ukraine, it should be
emphasized that modern tourism is the sphere of economy and life of society as a whole, which in
one or another degree integrates practically all branches. The production apparatus of the entire
tourist business must produce only a set of services that is in demand by the consumer, and this
range of services can be portrayed as a chain of services. Service chains from the consumer point
of view, divide the full service into separate parts-elements and partial processes. The consumer
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attributes the service and its quality to the region as a whole. Thus, regions, through all elements of
the service chain, must strive for long-term development and meet the specific needs of tourists.

The travel business is moving forward. It is precisely from what way the development of the
tourism industry will go today, the economic growth of tourist facilities, tourist regions, and the
development of industries that co-exist together or depend on the tourism business depends.

It should be noted that the need to involve more youth startups that need to be established for a
long time and with great potential in the tourism market. Should involve professionals of various
fields (IT technology, tourism, marketing, systems and risk management ...)
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BEPEIIIAK BITA OJIEKCAHAPIBHA, wmacicmp kagedpu meneddxrcmenmy inHOBAYINIHOO
NIONPUEMHUYMBA MA  MIJHCHAPOOHUX eKOHOMIYHUX @iOHocuH, Hayionanvnuii mexHiyHuil
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HOCHUPEB OJIEKCAH/AP OJIEKCAHAPOBUWY, xanouoam ceocpaghiunux uayk, ooyewm,
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AKTyanbHICTh NPOBEJEHHs aHajli3y TYpUCTHYHOro Oi3HeCy B Halliil KpaiHi, SK KJIIOUOBOTO
€IIEMEHTY CHCTEMH TIOCIyT 0OyMOBIIEHA THM, IIIO II€ MOKE JIOTIOMOTTH C(HOpMYBaTH MO3UTHBHHUN
obpa3 teputopii abo ii imMimK, OpeH[, CTYIiHb PO3BUTKY 1H(QPACTPYKTYPH, TPAHCHOPTY, chepu
MIOCJIYT, HasABHICTh peKpealiiiHuX pecypciB, €KOJOTI1YHA CKJIaJ0Ba TEPUTOPII, a TAKOX ii 3arajibHa
iHBecTUlliiHA mnpuBaOnuBicTh. Ha ¢opMyBaHHS MO3UTHBHOTO IMIJDKY TepuUTOpii Olblle
BIUTMBAIOTh 3arajJlbHUH CTaH EKOHOMIYHOTO PO3BUTKY 1H(QPACTPYKTypH TYPHCTUYHUX TOCIYT.
Hama kpaina Moxe OyTH OUIBII IIKaBOIO, HIX KpaiHM IUISHKHOTO BiATIOYMHKY, SIKI OPIEHTOBaHI Ha
TYpPHU3M SIK OJIMH 3 TOJIOBHUX JIXKepes A0XOIIB OromkeTy, Taki sk Tynic, €runet, Typeuunna, Kimp,
Jlominikanceka PecryOmika. be3 moxomiB, siki Jae po3BHHEHAa €KOHOMiKa, HE MOXHA JOCATTH
MacoBOTO TypHU3MYy, a, OT>Ke, 1 HeMae IpeaMeTa yrpasiiHHg. Ha BiAMiHY BiJl TYpUCTCHKUX MICIb
IIMPOKOTO MPO(DITIO BiBIYBaHHS TYPHCTCHKUX MICIb BY3bKOro mpodinto € camoriuio. Croau
BXOJSITh 30HU 3 PI3HUMH TYPUCTUYHHUMH BU3HAUHHUMU MaM'iTKaMu, 10 B KIHIEBOMY HiACYMKY 1
NPUBAOIIOE TYPUCTIB B TOW UM 1HIIIN perioH. AHalli3 MEePCIEeKTUB PO3BUTKY TYPUCTHUHUX MOCIYT
B YKpaiHi J103BOJIS€ NMPEICTaBUTH TYPUCTHUHUMN PETIOH SIK CBOTO POAY CUCTEMY, HaOlp MOB'A3aHUX
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MK COOOIO0 €JIEMEHTIB: €KOHOMIKHM, MOMUTY TYPUCTUYHOTO PHUHKY, 1HQPACTPYKTYPH, PO3BHUTKY
CYCIIUJICTBA, TMPHUPOIHUX OO0 EKTIB, TYPHUCTHYHOI MPUBAOIMBOCTI, PO3BUHYTOI IPOMHCIIOBOCTI,
TIOJTITUKHY.

MeTtoro € IOCHi/DKEHHSI CTaHy TYPHCTHYHOro Oi3Hecy YKpaiHM, BU3HAUEHHS MpoOieM Ta
NEPCHEKTUB PO3BUTKY TYPHUCTUYHHUX MOCTYT B HAIIIK KpaiHi.

Marepianu Ta METOJU: aHAI3, CHHTE3, EMITIPUYH1 METO/IH, JIOTITYHUN METO/I, y3araJbHEHHSI.

Pesynpratu. BaxnuBuMm eramom poOOTH Oylio BU3HAYEHHS IepeBar, HEJOJIKIB, YMOB JUis
YCHIITHOTO PO3BUTKY TYPUCTHUYHOTO OI3HECY.

BucHoBku. B xoai nocnimkeHHs IpOBEIEHO aHali3 CTaHy TYPUCTUYHOTO Oi3Hecy Ykpainu. Bix
TOT0, SIKMM IUIIXOM ChOTOJHI TijIe PO3BUTOK r'ally3i TYPUCTHYHUX MOCIYT, 3ICKUTh CKOHOMIYHHNA
HiAHOM TYpUCTHYHUX 00’ €KTIB, TYPUCTUYHHUX DPETIOHIB, Ta PO3BUTOK Tajy3ed, sIKi CIIBICHYIOTbH
pazoM abo 3aekaTh BiJ TYPUCTHYHOTO Oi3HECA.

HaykoBa 3HauymicTe poOOTH TOJSIrae B TOMY, IO Ha OCHOBI MPOBEIEHHX JOCIIJKECHb
MOXJIMBO BJIOCKOHAJIOBATH 1HHOBAI[IHHI TPOCKTH PO3BUTKY TYPUCTUYHOTO Oi3HECY.

L{iHHICT, TIPOBEIEHOTO JOCHIDKEHHS TOJSATaE B TOMY, IO BCE OUTBII MOTPIOHO 3aydaru
MOJIOJIIXKHI CTapTamu, SKi ITOBHHHI CTBOPIOBATHCS HA TPUBAJIUN TEPMIH 1 3 BEJIMKUM IOTCHIIAIOM
Ha TYpUCTUYHOMY puHKY. [loBuHHI 3amyuaTtrcs npodecionanu pizHux ramyseit (IT-TexHomortii,
TYPUCTUYHOTO Oi3HECY, MApKETUHTY, CACTEMHOI'O Ta PU3UK MCHE/DKMEHTY..)

KuarouoBi cioBa: typuctuunuii 0i3Hec, crapranu, eeKTUBHICTh, 3alliKaBJICHHICTh, CTpaTeTii
PO3BHTKY.

NNEPCIIEKTHUBBI PASBUTUA TYPUCTUYECKOI'O BUBHECA B YKPAUHE

MPOCKYPHS EJIJEHA MUXAWMJIOBHA, xanoudam mexnuueckux HayK, O0oyeHm, OOYeHm
Kagheopvl MeHeOHCMeHma UHHOBAYUOHHO20 HNPEeONPUHUMAMENbCmea U  MeHCOYHAPOOHbIX
9KOHOMUYecKUx omHoutenuti, HayuonanvHolli mexnuueckuil yHugepcumem «XapbKo8CKuUll
NOIUMEXHUYECKUU UHCmMUmym»y, 2. Xapokos

MOIMOB HUKOJAM AJEKCEEBUY, «anoudam OSKOHOMUHECKUX HAyK, cmapuiut
npenooasamenb  Kageopvl MeHeOHCMeHMAd UHHOBAYUOHHO20 —NPEONPUHUMAMENbCMBAd U
MeAHCOYHApOoOHbIX dKoHOMuYeckux omuowenuti, HTY «XITHy, 2. Xapvkos

BEPEIIAK BUTA AJIEKCAHAPOBHA, macucmp kagheopvl menedrcmenma uHHOBAYUOHHOZO
NPeOnpUHUMAmMenbCmea U MedCOYHaAPOOHbIX IKOHOMUYeCKUx omuowenuti, HayuonanvHuolii
mexHu4ecKul yHugepcumem « XapoKo8CKUL NOAUMEXHULECKUU UHCUmMYmy, 2. XapbKos

HOCBIPEB AJIEKCAHIP AJIEKCAHJAPOBHY, xarnouoam ceocpaghuueckux Hayk, ooyewm,
ooyenm Kagheopvl MeHcOyHapooOHo2o Ousneca u ¢uuancos, HayuonanvHolii mexunuyeckuil
VHUgepcumem «XapbKo8CKUU NOTUMEXHUYECKU UHCMUmMYmy, 2. Xapbkos

AKTyaJabHOCTb NPOBEJICHNS aHAIM3a TYPUCTUUECKOT0 OM3Heca B Hallel CTpaHe, KaK KIII0YEBOr0
JJIEMEHTAa CHUCTEMBI YCIyr OO0yCJOBJIEHa TEM, YTO J3TO MOXKET IO0MOYb CHOPMUPOBATH
MOJIOKUTEBHBIN 00pa3 TEPPUTOPUH UM €€ UMHJIKA, OpEH 1A, CTeNIeHb Pa3BUTHs UH(PACTPYKTYpHI,
TpaHCNIopTa, cepbl ycayr, HAIMYUE PEKPEallMOHHBIX PECYpPCOB, 3KOJOTMYECKas COCTABIISAIONIAs
TEPPUTOPUU, a TakXke ee o0Ilas HHBECTUIMOHHAs MpHBiIeKaTenbHOCTh. Ha ¢dopmupoBanue
MOJIOKUTEIBHOTO HMMHKA TEPPUTOPUU OOJbIIEe BIMSIOT OOIIEe COCTOSHUE SKOHOMHYECKOIO
pa3BUTH UHPPACTPYKTYpPHI TypUCTUUYECKHX yciyr. Hama crpana Moxer ObITh 0oJjiee MHTEPECHOI,
4YeM CTpaHbl IUISHKHOTO OT/AbIXa, KOTOpble OPHUEHTHPOBAHBbI HAa TYpU3M KaK OJWH W3 TJABHBIX
HCTOYHHUKOB JIOXOJI0B Orojikera, Takue kak Tynuc, Erumer, Typuwms, Kump, JlomuHukaHckas
Pecnybnuka. be3 10xo10B, KOTOpble AaeT pa3BUTas SKOHOMHKA, HENb3S JOCTHYb MacCOBOIO
Typu3Ma, a, CJIeIOBaTelIbHO, U HET MpeAMeTa yIpaBieHHs. B oTiauume OT TYpHUCTCKUX MeCT
IIMPOKOT0 PO MOCEUICHUsT TYPUCTCKUX MeCT y3Koro mpoduis sipisercs camorensto. Crona
BXOJIAT 30HBI C Pa3IMYHBIMU TYPUCTHUECKUMHU JOCTONPUMEYATEIHHOCTSMH, YTO B KOHEYHOM UTOTE
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Y TPUBJICKACT TYPUCTOB B TOT WJIM WHOW PETHOH. AHAIHM3 MEPCIEKTHB PAa3BUTHUS TYPUCTUUIECCKUX
yCIIyr B YKpauHe IO3BOJISICT IMPEJICTAaBUTh TYPUCTHUYCCKUH PETMOH KaK CBOErO poja CHUCTEMY,
HA0Op CBS3aHHBIX MEXIY COOOW D3IEMEHTOB: ASKOHOMHUKH, CIPOCa TYPHCTUYECKOTO PBHIHKA,
HH(PACTPYKTYPBI, pa3BHUTHSA 00111eCTBA, MPUPOTHBIX 00BEKTOB, TYPUCTHUYECKOU
MIPUBJICKATEILHOCTH, PA3BUTON IPOMBIIUICHHOCTH, MTOJUTUKH.

Llenpio sSBISETCS UCCIICOBAHUE COCTOSIHHS TYPHCTHYSCKOro OM3Heca YKpPaWHBI, ONpPEICICHHE
po0JIeM U TIEPCIIEKTHB Pa3BUTHS TYPUCTHYCCKHUX yCIYT B HAIICH CTpaHe.

Matepraiabl M METOJABI: aHAIMW3, CHHTE3, OSMIIMPUYECCKHE METOMAbI, JIOTHUYSCKUHA METOI,
0000111IeHHE.

Pesynbrarel. BakHbIM 3TamoM paboOThl OBUIO OINpEACiCHHE MPEUMYIIECTB, HEIO0CTATKOB,
YCIIOBUH /ISl YCIICIITHOTO Pa3BUTHS TYPUCTHUECKOTO OM3HEcCa.

BeiBosbl. B xoze wWccienoBaHUsS TPOBEACH aHAIM3 COCTOSHHS TYPHUCTHUYECKOro OW3Heca
Ykpaunbel. OT TOro, KakuM ITyTE€M CETOJHS IMONAET pPa3BUTHUE OTPACIH TYPUCTHUUYECKHX YCIYT,
3aBUCHT SKOHOMHYECKUHN TIOIbEM TYPUCTHICCKUX 00BEKTOB, TYPUCTHUECKUX PETHOHOB, M Pa3BUTHE
oTpaclieil, COCYIIECTBYIOT BMECTE MJIH 3aBUCST OT TYPUCTHUYECKOTO OM3Heca.

Hayunast 3Ha4MMOCTh pabOTHI 3aKIIFOYACTCSI B TOM, YTO HA OCHOBE MPOBEJCHHBIX UCCIICIOBAHUN
BO3MO>XHO COBEPIICHCTBOBATH NMHHOBAIIMOHHBIC TIPOSKTHI PA3BUTHS TYPUCTHUECKOTO OM3HECA.

L{eHHOCTH MPOBEJICHHOTO UCCIICOBAHUS 3aKIFOYAETCS B TOM, YTO BCe 00Jiee HY)KHO NPUBJICKATh
MOJIOJICKHBIC CTapTarbl, KOTOPHIC JOJDKHBI CO37aBaThCs HA JUIMTEIBHBIA CPOK U C OOJIBIINM
MOTEHIMAJIOM Ha TYPUCTHYECKOM pbIHKE. JIOJDKHBI MPUBIEKATHCS MPOPECCHOHAIBI PA3IUYHBIX
orpacieii (MT-TexHOMOTMU, TYypPUCTHYECKOrO OW3HEca, MapKETHUHTa, CHUCTEMHOTO U PHCK
MEHEKMEHTA ...)

KiroueBble ¢JI0Ba: TypuUCTHUYCCKHI OM3HEC, craprtarbl, 3()(HEKTHBHOCTh, HHTEPEC, CTPATETHH
pa3BUTHS.
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Abstract. Creativity is a foundational aspect of human society. Management as specific sphere of

human activity is sure to imply creativity on the one hand — to develop certain management
decisions, on the other — to encourage personnel to the necessary in the top management’s
opinion actions. Such involvement requires from the organization’s qualified management
constant appeal to the creativity that may be considered intrinsic of each employee at least at the
intuitive level. The purpose of this article is to analyze the problem of creative potential of the
organization and identify the attributes of the creative manager. The specific paper objectives
are: to review most important approaches to the conceptualization of the notion of creativity; to
refine and extend the creative nature of management. To substantiate the theoretical positions
and reasoning of the conclusions general scientific methods are used, including system,
abstract-logical approach, as well as methods of formalization, analysis and synthesis of
information, comparative analysis and expert assessments, graphical visualization of factual
information. The study contributes to a broader understanding of the organizational creativity as
the efficient management imperative. The object of the research is the creative attributes of
efficient manager. The subject of the study is the organizational and economic relations arising
in the process of managing intellectual and creative resources in business organizations. The
studies focus on mapping the understandings of theoretical and conceptual aspects of creativity
in management as conceived by various theorists and practitioners. Proceeding from the critical
synthesis of the creative management discourses it is attempted to provide an outline of the
attributes relevant in seeking the main competencies of the creative manager.The phenomenon
problematizing makes it possible to identify the groups of competences of the creative manager
as practical contribution.

Keywords: efficient management, creative manager, creativity, innovation, organization
JEL Classification: M12, M54, 015

INTRODUCTION

In almost any area of production, the winner is ultimately one who has the creative potential.
In the past managers had a strong desire for clear execution. A good leader was considered to be

one who was able to execute orders of higher authorities or instructions, standards, consistent with
accepted types of business behavior. Modern trends in the development of management give rise to
new challenges for the manager. Increasing intensity of competition requires new marketing ideas,
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improving advertising, more active use of non-traditional BTL tools, mosquito and event marketing
etc. It directly results in the use of non-standard creative ideas and solutions in business and
management. In the field of management it has become traditional to use reengineering and
controlling, involving a creative approach to solving traditional management problems through the
use of information technologies to improve productivity, and the development of new methods of
forecasting market situations necessary to adjust the strategy of companies. Currently, creativity is
becoming a constant practice and the main source of the organization competitive advantage
(Kruglov, 2004).

It should be emphasized that the creative potential of the organization is not just the sum of the
creativity of the individual employees. Among its constituent parts there are also the cumulative
creativity of a team or group and creativity arising out of organization different structural
components (Blomberg, 2016). To manage the organization creative potential means its regular
analyzing, planning activities for the implementation and development of this potential, appropriate
monitoring and evaluation of the company's creative potential efficiency.

Today, the concept of a creative manager or a manager of a research and strategic type is born.
This need is realized in the most diverse forms: organization management, methodology
development, management decisions, restructuring of firms, human capital formation, etc. But one
of the implications of this need is the emergence of managers who could be called creative
managers (Pronina, 2018; Florida, 2014). Their peculiarity is the increased attention to the research
approach in the assessment of external and internal situations, in the development of strategic
management decisions in conditions of uncertainty and competition. While the classic manager acts
as a supervisor, officer, follower, or account supervisor, creative manager today plays the role of
coach, team leader, coordinator, assistant or a visionary. Hence it is essential to highlight and
substantiate the most significant attributes of the creative manager.

LITERATURE REVIEW

To begin with, the objectives of this study require the conceptualization of the notion of
“creativity” and its derivatives.

According to Merriam-Webster's Learner's Dictionary “creativity” means: 1) the skill and
imagination to create new things (synonyms: cleverness, creativeness, imagination,
imaginativeness, ingeniousness, ingenuity, innovativeness, invention, inventiveness, originality); 2)
the ability to form mental images of things that either are not physically present or have never been
conceived or created by others (synonyms: contrivance, fancy, fantasy or phantasy, ideation,
imagination, imaginativeness, invention, inventiveness, originality).

Creativity is a process that can be observed only at the intersection where individuals (genetic
makeup, talents, experience), social system (community of practice), and cultural system
(knowledge, tools, values, practices). For creativity to occur, a set of rules and practices must be
transmitted from the cultural system to the individual. The individual must then produce a novel
variation in the content of the domain. The variation then must be selected by the social system for
inclusion in the domain (Henry, 2006).
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Figure 1. A systems model of creativity

Creativity as a concept has many meanings: ‘newness,” ‘originality,” ‘uniqueness,” and
‘difference’. Creativity can, for instance, be defined as a creative use of existing knowledge
(Henard and McFadyen, 2008) or a as a new combination of existing ideas (Furr, Dyer and
Christensen, 2014), as a capability to see associations between seemingly nonrelated things (Fong,
2006) or as an ability to create new combinations between fields of knowledge (Mahmoud-Jouini
and Charue-Duboc, 2008) Creativity may be defined as ‘the formation of novel, appropriate and
useful ideas by individuals or small groups’ (DiLileo and Houghton, 2006). Creativity at
organizational level may be defined as the creation of a valuable, useful new product, service, idea,
procedure, or process by individuals working together in a complex social system (Pinkun, 2016).

Typologically there can be distinguished two groups of approaches to the analysis of the
phenomena.

The first is focused on the search for sources, on the process and includes: the psychoanalytic
approach (creativity is the result of intrapersonal conflicts); the humanistic approach (creativity is
the realization of creative potential in the conditions of internal and external obstacles elimination);
the psychometric approach (the individual creative potential is formed genetically and can be
determined by tests).

The second group roots in associationism as the idea that mental processes operate by the
association of one mental state with its successor states. Exploring the emergence of new ideas and
the development of the people and situations that bring them to fruition, “associationists” stick to
understand human creativity as a result of the ability to find remote associations while searching for
the problem solution (Mescon, Albert and Khedouri, 2015).

With this in mind, the concept of “creativity” can be interpreted as both a process leading to the
creation of something new and person’s potential (internal resource). Otherwise speaking, creativity
can be tackled as the ability of a person to abandon stereotypes of thinking while identifying new
ways of solving problems by means of transforming information from the subconscious into the
sphere of consciousness. In contrast to logical thinking, which is a link in one chain and gives a
mathematically verified solution, creative thinking is thinking with a shifted focus that can admit
both chaos and intuition as well as sudden insights. Herewith, the mentioned processes remain
controlled (Goodman and Dingli, 2017; Gillian, 1997).

Thus, creativity ceases to be a concept characteristic only of the artist or writer. It penetrates into
all spheres of our life, acquiring new applications.
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Management as science, that emerged on the basis of practical management experience, is based
on the entire amount of knowledge about management accumulated by mankind and encompasses
concepts, theories, principles, methods and forms of management. The main objectives of
management as science are the following: to conceptualize the nature of managerial work; to clarify
the cause-and-effect relations in this area; to identify factors and conditions of efficient joint work;
to develop the methods of effective operational management; prognosticate events and elaborate
methods of the organization strategic management and policy.

Modern management exploration puts special emphasis on the transformation of management
into science. However, on the way to this goal there occur disputes between scientists and
practitioners, between heuristics and analytics about the possibility to achieve it with regard to the
following assumptions:

- organization is a complicated social and technical system;

- human resources are the main factor in the effectiveness of its functioning;

- practical management can be mastered only through experience, perfectly acquired by people
with appropriate talent;

- decision-making commonly takes place in conditions of insufficient information;

- while implementing decisions the manager is not guaranteed from errors incorporating
possible future risks.

In other words, the main reasoning of skeptics is reduced to the statement that multiple
environmental factors that affect the organization management makes it impossible to correctly
identify all the relations between the environment and the organization. Management by definition
assumes the need to develop an adequate assessment of the approach to long-term goals after
implementing operational decisions by the manager. Such an assessment can be made in different
ways in the field of the continuum, that is limited to two alternative approaches: analytical and
intuitive (Mescon, Albert and Khedouri, 2015).

Here it is appropriate to refer to the works of the founders of scientific management. So F.
Taylor said about the “constructive imagination which enables a man to use the new facts that are
stored in his mind in getting around the obstacles oppose him and in building up something useful
in spite of them” (Taylor, 1919). Regarding management as “the art of administration” Henri Fayol,
another father of scientific management, alongside with his 14 general principles defined five
functions of management that are still seen as relevant to organizations today. These five functions
focus on the relationship between personnel and its management and they provide points of
reference so that problems can be solved in a creative manner. According to Henri Fayol the
function of planning consists in the ability of looking ahead. Drawing up a good plan of action is
the hardest of the five functions of management because this requires an active participation of the
entire organization. With respect to time and implementation, planning must be linked to and
coordinated on different levels. Planning must take the organization’s available resources and
flexibility of personnel into consideration as this will guarantee continuity. Fayol was convinced
that “to manage is to foresee” (Fayol, 1949).

Thus alongside with other most important determinants of managerial competences there is to be
found the ability to trust your intuition as well as the courage to make decisions in different
conditions of any complexity. Both innate and acquired qualities are viewed basic for the art of
management. In particular, it is talent, intuition, imagination, creativity, willingness to accept the
new. The art of management consists in creative use of the accumulated experience and acquired
knowledge in practice.

While developing management decisions it is advisable to resort to the concept of “creative” and
“heuristic” management. The first implies management activity based on moving (“drifting”)
criteria of goal-setting. While heuristic (from the Greek heuristro — “I find, open”) provides for the
management of the individual, self management. Creative management is effective when the
created intellectual product becomes the result of the collective activity. Heuristic management
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proceeds from individual goal-setting and means to manage the activity of the individual as a
participant of the intellectual product creation (Kirsanov, 2011).

The above mentioned definition of heuristic management may be found somehow controversial.
Different types of management decisions — standard (typical), creative, heuristic — develop
respectively three types of thinking — convergent, divergent and lateral. Therefore, heuristic
solutions are solutions based on lateral thinking that tries to algorithmize the creative process.
Considering heuristics as a science of discovery actually involves algorithmization of the creative
process. This interpretation of heuristic solutions is seen as most correct since creative activity
characterizes not only collective, but also individual work. Accordingly heuristic activity is an
activity of both within the team and individual.

Creative management primarily means managing innovations. The latter implies ideas, methods
and inventions that are used to improve current activities or introduce a new idea or method. While
in most cases creativity is identified with the generation of ideas, innovation implies the
transformation of ideas into new products and services that realize the results of creativity.
Innovation suggests purposeful change, an attitude that reflects the ability to imagine something that
doesn't exist, or a process that starts with an idea and ends with an implementation. In fact, these
two concepts overlap. Innovations have become increasingly important to corporations over the past
decade, given business changes such as increased technological capacity and its rapid expansion.

The overall innovation process includes the stages of product development, service, result,
technology and their commercialization. Accordingly, creative management is the study and
practice of management, based on the theories of creative processes and their application at the
individual, group, organizational and cultural level (Dawson and Andriopoulos, 2017).

Creative management is closely connected with the development of such areas as human
resource management, strategic management, innovation management, self management,
organizational culture, marketing. The concept of the management of the organization creative
potential is based on the general theory of management and focuses the attention of managing
subjects on a number of tasks. Among them it is worth mentioning: using the employees’ creative
potential, developing and managing their decision-making, improving their skills, implementing
modern methods of creative thinking in the management process, providing creative atmosphere in
the team, developing the process of self-realization and self-improvement of staff.

The creative potential of the organization is understood as its ability to make and implement
creative management decisions that contribute to achieving organization’s goals and forming
unique competitive advantages by means of using both available and attracted resources. It should
be emphasized that the creative potential of the organization is not a mere sum of the creative
potential of its employees. It is characterized by a synergetic effect from the realization of the
creative potential of employees and the use of organizational and economic mechanism to develop
this potential (McGuinness, 2008). The creative potential of managing the organization requires its
regular analysis, planning of activities for the implementation and development of this potential,
appropriate monitoring and evaluation of its use effectiveness.

PAPER OBJECTIVE

The purpose of this article is to analyze the problem of creative potential of the organization and
identify the competences of the creative manager. The specific paper objectives are: to review most
important approaches to the conceptualization of the notion of creativity; to refine and extend the
creative nature of management.
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RESULT AND DISCUSSION

The most important event of the late XXth century was the formation of the foundations of post-
industrial society. This process involves first subtle, and then more active and clear departure from
the traditional hierarchical organization in the direction of economic motivation of human activity.

At the time when the corporation modernization became an integral part of most global changes
in the social environment as a whole, the corporation became “sociologized” (“sociologizing
mode”) by definition. A modern corporation is more than a set of processes, products and services,
and even more than an association of working people. It is primarily a human community. Like all
communities, it develops specific forms of culture — the so-called “corporate culture”. Main
changes in the structure and form of the corporation occurred as a result of considering the internal
rather than external aspects of the company's activities - the employees’ needs and dignity rather
than the consumers’ priorities. Today when the information revolution generates new products
faster than it is necessary for the society to realize their need, the key to succeed in the competition
is not to follow the demand but to form it. Thus, it becomes urgent to mobilize the creative potential
of the company's employees to ensure its market prosperity.

Growing competition, revolutionary changes in technologies force companies to develop
unconventional approaches, to look for fundamentally new solutions of traditional problems. For
example reducing the volume of routine labor through the delegation of part of the managerial work
to computers, machines and automata frees up time for the staff, including management, to devote
to creative activities. The possibility of free creative self-realization is no less valuable than the
level of remuneration.

In vertically integrated companies with a complex organizational structure professional
managers have to rely on intuition due to the risks because of insufficient information for rational
decisions approval. Therefore, to develop creative decision- making methodology is one of the
urgent tasks of management. Such solutions provide organizations with unique competitive
advantages, improvement of marketing activities, advertising, “public relations”, expansion of
markets.

Nowadays management theory is increasingly tackling the problem of manager’s creative
potential optimal use in the organization. In the conditions of industrial society creativity was not a
significant factor of production. But it was important to increase the quantity but not the quality of
goods consumed. Consequently, primitive and limited forms of creative activity beyond production
entailed almost reduction of any individuality in the workplace. This fully met the requirement to
ensure the growth of produced goods by means of taylorizm and conveyor system and was put an
end to by the economic crisis of the late 1920s.

Decentralization and demassification of production in the second half of the last century due to
new technologies rapid expansion caused decentralization and de-hierarchization of the
management system. The shift of responsibility to the grass-roots level of management resulted in
increasing decision-making freedom for staff that in turn led to their creativity growth. This process
can be defined as “the revolution of participation”, that occurs place first at the factory level, but is
able to “spread to organizations of all types” (Bell and Krystol, 1981).

Along with art, science and other spheres of human activity, creativity increasingly penetrates
into the sphere of management. Taking into account the fact that creative thinking of a person is a
cultural and civilizational phenomenon, historically there were two approaches in its study. The first
approach was aimed at rationalizing the operation procedures with the object (reflections on being,
on the object and its forms). The second one envisaged the analysis of thinking as activity, ability,
state of the subject (reflections on being, on the subject and subjectivity). These two approaches are
to be found in such dichotomies of creativity as logic and intuition, a systematic search and insight,
the algorithmical and the heuristic in the creative process, reflexibility and unconsciousness in
creative acts, formalizability and nonformalizability of creativity etc.
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It is worth emphasizing that in Western European cultural tradition preference was given to the
tendency to consider creativity from the standpoint of the first approach. As a result, there occurred
a paradox. Unlike other types of the objectified knowledge rational knowledge about creativity
could not find application, because it did not transform into technology (just as knowledge about
natural processes transformed into production technologies), that would allow a person to
strengthen own creative abilities. The study of logics did not guarantee any enhancement of logical
thinking abilities as well as the research of algorithms, procedures of creative thinking did not turn a
person into a smoothly operating creative machine. And ultimately your awareness of outstanding
figures’ creative activity experience didn’t make you a genius. That is why the knowledge of
creative thinking in the continuous process of its accumulation, as a rule, remained on the periphery
of the development of social practices and technologies. To crown it all due to the fact that the
implicit side of creativity defies any rationalization, it is considered as a subject of psychology. The
latter almost never encountered with social practice. Therefore, this approach to creativity oddly
enough happened to be absolutely needless for management.

However, in modern management there is to be found another situation. Today it is advisable to
talk not only about the dominance of the problems of creativity and creative thinking in
management, but also to consider modern management as a space for the transformation of creative
thinking from a purely psychological phenomenon to a factor of cultural and civilizational
importance. Today there are brought to the fore such topical issues as forming new cultural
meanings of creative thinking and of the new models of its understanding.

This is largely due to the change in the position of the owner. The notion of “ownership” is
increasingly being replaced by the notion of “accessibility” to the network of services and goods
that define people's lifestyles. Today, the competition is won not by those who produce quality
goods or services, but by those who are able to create new experiences for groups of people uniting
in communities of interest. The subject of commoditization as transformation into a product is
neither things nor even services as Peter Drucker constantly reminds, analyzing the changes of
capitalism during the 50's-80's of the twentieth century. The subject of commoditization is
interpreted as new personal experience in relation to a particular brand regarded trustworthy by
consumer.

Therefore, if in classical capitalism the main thing was to appeal to the knowledge of natural
processes that could be transformed into technologies for the production of goods to provide
material conditions of life, today we need humanitarian knowledge, knowledge about the ways and
style of human life, that cannot be fully objectified. On the contrary it can only be obtained as if
trying on different experiences of life (this is what advertising itself does). This changes the
cognitive framework of thinking, including epistemological management models. With regard to
efficient management achievements the models of thinking embedded in the activity, situation, or
directly growing from the context and configuration fields and states of human life acquire
increasing recognition.

Creativity and creative thinking are largely becoming synonymous with such manager’s abilities
as flexibility, adaptability, mobility, aptitude of self-creation. It implies the emancipation of
capabilities and demand efforts to change mental frameworks. This is the only way to convert
tastes, habits, stereotypes and images into the elements of strategy and tactics of thinking. New
unique opportunities of life actualize for the manager such competences as the ability to integrate
into the lifestyle of another person, to understand the other, to contextually simulate and reproduce
possible existential configurations. All this is possible mainly due to theater technologies, that are
actively applied in business and advertising.

Referring to the manager of creative type and his intrinsic characteristics it is appropriate to
commence the conceptualization with the attempt to solve the dilemma: What type of manager is
most preferable now: the one who clearly executes the orders of the higher management — or the
one who is more independent in decision-making? Until recently, the first option was undoubtedly
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in the lead. However, the requirements of managers have changed somewhat recently. Among the
indispensable features of modern management — the need to generate new ideas, insights, research,
strategic decision-making. Hence there is a demand for a manager-researcher, a manager of a
strategic type.

Such type is characterized by a number of attributes. Among the most determinant ones there
are to be defined creativity, trainability, reflexivity.

Proceeding from the thesis that creativity is the process of identifying hidden opportunities and
creative use of their potential in a certain area, creatives are people who are not only able to solve
complex intellectual problems, but also feel the need for it. Trainability in a broad sense is
susceptibility to learning effects in a new situation; in the narrow sense — an indicator of the speed
and quality of learning, skills. Reflexivity means the ability to general arbitrary self-regulation of
intellectual activity or (in a narrower sense) a measure of the effectiveness of “cognitive
monitoring” for it.

However in addition to this, discipline, internal self-control and organization are equally
important. Readiness to overcome difficulties and seek to gain victory until the moment of complete
satisfaction with the result — these are the signs of creative potential. It means that you not only can
work with knowledge, products and trends but interpret them in a new way, forming a whole. At the
same time, it ensures indissoluble continuity between activity and intelligence. Moreover, it forms
the basis for the new features of manager’s intellectual activity.

CONCLUSION

Creativity has become an essential prerequisite for strategic management since the development
of the organization's mission and strategy is a process of creativity, even art. Creativity and creative
thinking are largely becoming synonymous with such manager’s abilities as flexibility, adaptability,
mobility, aptitude of self-creation. New unique opportunities of life actualize for the manager such
competences as the ability to integrate into the lifestyle and comprehend another person, to
contextually simulate and reproduce possible existential configurations. Providing the need of
modern management to generate new ideas, insights, research, strategic decision-making there is a
demand for a manager-researcher, a manager of a strategic type. Such type is characterized by a
number of attributes. Among most determinant there are creativity, trainability and reflexivity.
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E®EKTUBHUI MEHE)KEP: KPEATUBHUI BUMIP

IIABKYH IPUHA TPUTI'OPIBHA, ooxmop inocoppcokux Hayk, npoghecop, Oekan
Gaxynememy meneoddcmeHmy, 3anopizbKull HAYIOHAILHUL YHIgepcumem, M. 3anopixciics

JAUBYNHCBKA SIHA CTAHICJIABIBHA, xanouoam ¢hinonoziunux nayx, ooyenm, 3agioysau
KagheOpu 0inosoi KomyHikayii, 3anopizoKuil HaAYyioHAIbHUL YHIGepcumem, M.3anopidicics

TBOpYICTH € OCHOBOIIOJIOXKHUM aCIEKTOM JIFOJICBKOTO CYCHIIbCTBA. MEHEIKMEHT SIK 0cO0InBa
chepa IOACHKOI [isSUIBHOCTI, O€3yMOBHO, Iiependadae TBOPUYMHA MiAXiJ SK TNpH  po3poOIi
YIPaBIIHCHKHUX PIlICHb, TaK 1 )11 MOTUBYBAHHS TIEPCOHATY MO0 HEOOX1THUX Miil.

Merta craTTi — BUSBICHHSA aTpuOyTiB KPEaTUBHOIO MEHEIKEpa NUIIXOM aHaji3y mpobiemu
TBOPUOTrO MOTEHIlaly oprasi3amii — 00yMOBIIO€ KOHKPETHI 3aBJIaHHS JOCIIDKEHHS: PO3TIISHYTH
Pi3HI MIXOMU 10 KOHIENTYyaTi3allii MOHATTS «KPEaTHBHICTHY 3 THM, II00 YIOCKOHAIIOBATH i
PO3IIMPUTH PO3YMIHHSI TBOPUOTO XapaKTEePy YIPABIIHHS.

OO'ekT mocmipKEHHS — KpeaTuBHI arpuOyTh eQeKTHBHOTO MeHemkepa. [Ipenmerom
JOCTIPKEHHSI € OpraHi3aliifHO-eKOHOMIYHI BiIHOCHHHM, III0 BUHHUKAIOTH y IMPOLIECI MEHEIKMEHTY
IHTETIEKTYaJIbHUX 1 TBOPYHX PECYpPCiB y Oi3HEC-CTPYKTypax.

Jl51s 0OTpyHTYBaHHS TEOPETUYHHX IMOJIOKEHb 1 BUCHOBKIB BUKOPHUCTOBYIOTHCSI 3aralibHOHAYKOBI
METOAM, 30KpeMa CHUCTEMHHUH, aOCTPaKTHO-JIOTIYHHHA MiIXOAM, a TaKoX MeToau (opmaizamii,
aHanizy 1 cuHTe3y iH(popMalii, MOPIBHIBHHUI aHalli3 1 eKCHepTHI OILIHKU, rpadidyHa Bizyaizallis
¢baxTanoi iHdopMmariii.

Buxonsun 3 KpUTUYHOTO CHHTE3y TEOPETUYHUX [HUCKYPCIB KPEATHBHOTO MEHEIKMEHTY,
MIPOTIOHYETCS CIpo0a OKpeCIUTH aTpuOyTH KpeaTHBHOTO MeHemkepa. [Ipobnemarizanis ¢penomena
OprasizamiiiHoi KpeaTHBHOCTI SK IMIIEpaTUBY €(PEKTUBHOTO MEHEIKMEHTY J103BOJISIE BUALIUTU
rpyINy KOMIIETEHIII KPEaTHBHOTO MEHEKepa SIK IPaKTHIHUI BHECOK.

KpeatuBHICTh 1 KpeaTHBHE MHCIEHHsS 0arato B YOMY CTalOThb CMHOHIMAMM TaKHX 3/110HOCTeH
MEHe/Kepa, K THYYKiCTh, aJalTUBHICTb, MOOLIBHICTD, 3/IaTHICTh /10 CaMOBAOCKOHaNeHHS. HoBi
YHIKaJIbHI KHUTTEBI MOMJIMBOCTI aKTyali3ylOTh Uil MEHEKepa Taki KOMIIETEHIlli, sIK 3JaTHICTb
IHTErpyBaTUCs B CIOCIO KUTTS 1HILOI JIFOJUHH, PO3YMITH 1HIIOTO, KOHTEKCTYAJIbHO MOJICNIIOBATH 1
BIJITBOPIOBAaTH MOXJIMBI €K3MCTEHLIHHI KoHQirypamii. Cepen cyTreBUX aTpuOyTIB MEHeIkepa-
JOCIIITHUKA, MEHE/DKepa CTPATETI4YHOTO TUITY MOKHA TaK0XX BUAUIUTH KPEaTHUBHICTb, 31aTHICTh 10
HaBYaHHSI, pEQIIEKCUBHICTb.

KurouoBi ciioBa: epekTUBHUI MEHEKMEHT, KpeaTUBHUI MEeHeJKep, KpeaTuBHICTh, IHHOBAILI,
oprasizariisi.

3®DOEKTUBHBIN MEHE)KEP: KPEATUBHOE U3MEPEHUE

INABKYH HWPUHA TPUT'OPBEBHA, odoxmop ¢urocopckux nayx, npogeccop, Oekau
gakynbmema meneoxcmenma, 3anopodrccKuli HAYUOHAIbHBIN YHUSepcUumem, 2. 3anopodicve

ABIBUNHCKASA SAHA CTAHUCJIABOBHA, kauwouoam guronocuueckux HayK, Ooyeum,
3a6edyrowas Kageopoi 0en080ll KOMMYHUKayuu, 3anoporiccKutl HaYUOHAIbHbII YHUGEPCUMem,
2.3anopooicve

TBOp‘IeCTBO SABJIACTCA OCHOBOITIOJIAraroIuM aCri€CKTOM Y€JI0BCUYCCKOI'O O6HIGCTBa. MeHemKMEHT
Kak oco0ast C(I)epa YeJIOBEUYECKOM ACATCIIBHOCTH, 6e3y0J'IOBHO, npeamnojgaract TBOp‘-IeCKI/Iﬁ Ioaxon
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Kak Tpu pa3paboTKe yNpaBIEHYECKUX PEIICHUH, Tak M JUIi MOTHUBUPOBAHMSA IIEpCOHANA K
HEOOXOJUMBIM JICHCTBUSIM.

Lenb craThyl — BBISIBIICHHE aTPUOYTOB KPEAaTHMBHOIO MEHEKepa IyTeM aHaiu3a MpoOIeMbl
TBOPYECKOTO TOTEHIMAJa OPraHu3allid — OOYCIIOBIMBAET KOHKPETHBIC 3a/1a4d HCCIICIOBAHMS:
paccMOTpeTh pPa3NUYHbIe TMOAXOAbl K KOHLENTYyaJM3allid IOHATUS TBOPYECTBA C TEM, UTOOBI
YTOUHHTH ¥ PACHIMPUTH TIOHUMAHUE TBOPUECKOTO XapaKTepa MEHEPKMEHTA.

OOBeKT uccnenoBaHUs — KpeaTuBHBIE aTpuOyThl 3¢ ¢eKkTuBHOrOo MeHemxepa. IIpenmerom
UCCIIEJOBAaHUS SIBJIAIOTCS] OPraHU3AIMOHHO-9)KOHOMHUYECKIE OTHOIICH!S, BOSHUKAIOIINE B IIpOLIecce
MEHE[’KMEHTa UHTEJJICKTYIbHBIX M TBOPYECKHX PECYpPCOB B OM3HEC-CTPYKTYpax.

JInst 00OCHOBaHMS TEOPETHMUYECKHX MOJOKEHHH M BBIBOJOB HCIIOJIB3YIOTCS OOIIEHAYYHBIC
METOABI, B TOM 4YHCIE CHUCTEMHBIH, aOCTPAKTHO-JIOTUYECKUN TOAXOIbI, a TaKXKEe METO/IbI
dbopmanuzanuy, aHaau3a U CHHTe3a HHPOPMAINY, CPAaBHUTEIBHBINA aHAIN3 U SKCIIEPTHHIC OLCHKH,
rpaduydeckas Bu3yaau3amus Gpakrudeckoit nHpopMaIum.

Hcxons W3 KPUTHYECKOTO CHHTE3a TEOPETHYECKHX JUCKYPCOB KpPEaTHBHOTO MEHEKMEHTA,
MPEIPUHSATA MOTBITKA OXapaKTepU30BaTh aTpUOyThI, KpeaTuBHOTO MeHekepa. [Ipobnemarn3zanus
(eHOMEHa OpraHM3alMOHHON KPEeaTHMBHOCTH Kak uMIepatiBa 3((EKTHBHOTO MEHEHKMEHTa
MO3BOJISICT BBIICIUTH TPYIIIBI KOMIIETEHIIMH KPEaTUBHOTO MEHEDKEpa KaK MPAKTHYECKUI BKIIAJL.

KpeaTBHOCTP M KpeaTHMBHOE MBIIIJICHHE BO MHOTOM CTAHOBSTCS CHHOHMMAaMH TaKHX
CIIOCOOHOCTEH MEHeIKepa, Kak THOKOCTh, aJalTHBHOCTh, MOOWJIBHOCTB, CIIOCOOHOCTh K
CaMOCOBEPILEHCTBOBaHNIO. HOBBIE yHHKaIbHBIC >KU3HCHHBIE BO3MOXKHOCTH aKTYaJTH3UPYIOT IS
MEHe/Kepa TaKue KOMIETEHIMH, KaK CIHOCOOHOCTh MHTETPHPOBATHCS B 00pa3 >KU3HU JIPYTroro
YeJIOBeKa, MOHMMAaTh JPYroro, KOHTEKCTYyaJlbHO MOJIEIUPOBATH M BOCIPOM3BOIUTH BO3MOKHBIC
SK3UCTEHIHANbHbIE KOHpUTrypanuu. Cpean CyniecTBEeHHBIX aTpHOyTOB MEHEHKepa-uCCIeI0BaTEIs,
MEHEe/Kepa CTPAaTerHYeCKOro THUIAa MOXHO TaKKe BBLICIUTh KpPEaTUBHOCTh, O0Y4aeMoOCTb,
PpedIIEKCUBHOCTb.

KnioueBbie ciaoBa: >((eKTHBHBI MEHEIKMEHT, KPEaTHBHBIH MEHEIKEp, KPEeaTHMBHOCTH,
WHHOBAIH, OPTaHU3aIHS.
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Abstract. The study is aimed at analyzing the issues of managing organizational communications

60

in the multicultural business context and revealing the main difficulties in providing effective
cross-cultural communications at enterprises in terms of organization and staff development.
Methodology: the research can be defined as executing an investigation to acquire additional
knowledge on the issue of managing organizational communications in the multicultural
environment. In the study, a combination of critical analysis, synthesis and comparison was
applied as the basic research principles. The subject matter of this paper is organizational
communications in multi-national business environment. The relevance of the research is
determined by the need to increase the effectiveness of cross-cultural organizational
communications at domestic enterprises in order to provide their development and successful
functioning in the multicultural environment. Currently, cross-cultural business communications
are given much importance, since they require more thorough planning and strict control,
compared to internal communications. Under such conditions, the success of interaction depends
on reaching an agreement on the rules and methods of communication acceptable to
representatives of various cultures. The most important issue in the study of cross-cultural
professional communication is research of its effectiveness dependence on the level of
intercultural competence of communicants. Intercultural competence, including the knowledge
and skills, refers to most problematic aspects of managing communications of companies
operating in the multicultural environment. Adaptation of management to the conditions of the
environment can result not only in gaining congruence in the various cultures the organization
operate in, but also in increasing the communications effectiveness to the extent ensuring
performance efficiency at the cross-cultural level. In today’s multicultural business environment
companies frequently encounter cultural differences, which can impede effective performance
and successful achievement of organizational goals. Increased globalization of business
processes has set the task not only to correctly identify differences in the national cultures, but
also to adequately use them to overcome the intercultural difficulties while establishing and
developing relations with foreign partners. Optimizing cross-cultural professional
communications and increasing the intercultural competence of personnel becomes essential to
the organization’s performance effectiveness. Ensuring effectiveness of the organization’s
performance in a multicultural environment is closely related to exploring the ways of
increasing the competitiveness of Ukrainian enterprises globally. The present research
contributes to this area by offering valuable insights into cross-cultural communications in
organizations with a multicultural environment and the ways of optimizing communications
management.
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INTRODUCTION

In understanding the organization as a social system, a key role can be attributed to the
communicative approach, as communication is the main process that ensures interdependence and
consistency of performance of the organization’s units. Effective communication is a premise for
success in achieving the goals of any organization. However, it is communication that is one of the
most controversial issues in management, with respect to which there is still no clarity and full
understanding of the mechanisms of providing its effectiveness. The communication processes
carried out by the organization and its employees form a communication environment, which is
understood as a set of conditions enabling the organization and its members to interact with partners
with the view of exchanging information, establishing and maintaining business relations.
Cooperation with other cultures’ representatives has become a daily experience. Consequently, in
an increasingly globalized world and multicultural environment, professionals face many challenges
including communication effectiveness on the level of intercultural competence of communicants.
Therefore, managing organizational cross-cultural communications is essential for functioning of
the organization and its performance efficiency.

LITERATURE REVIEW

Recently, the problem of organizational communications has been in the focus of foreign and
domestic scholars. Some studies aim to explore internal organizational communications (J.W.
Gibson, R.M. Hodgetts, B.S. Morgan, W.A. Schieman, B.K Berger, A.D. Brown, R.L. Daft, O.
Hudz, O. Vynohradova, L. Balabanova), others highlight the problems of marketing, PR and
advertisement communications (S. Cutlip, A. Center, G. Broom, C. Fill, B. Jamieson, V.M.
Berezyn, E.N. Holubkova, Y.V. Krylov, A.P. Pankrukhyn). However, for some reasons economic
aspects of organizational communications are beyond the framework of research. Apart from
advertising, no form of communication has been considered as a factor of economic development so
far.

Nevertheless, the effect of organizational communication has been an issue discussed by many
scholars and researchers. Effective internal and external communications contribute to increasing
employee engagement, productivity, commitment, trust, and outcomes to make a better
environment (T. Cox, C. Medina, B. Schill, K. DuPont, J. Greenberg and R. A. Baron).

Modern multicultural environment requires managers to acquire new skills and a new “global
mindset” (Jeannet, 2000). Cross-cultural management and communication is viewed as improving
the interaction across different nations and cultures (Adler, 1991). Given a frequently low efficiency
of cross-cultural communication, D.S. Lifintsev and J. Canavilhas included into the most
widespread barriers or obstacles for cross-cultural communication the following ones: language
barriers, differences in values and standards of behavior, lack of experience, lack of trust, and lack
of knowledge about other countries or stereotypical thinking (Lifintsev and Canavilhas, 2017).

The significance of cross-cultural professional communications is determined by their impact on
the efficiency and effectiveness of the organization. The role of communications in the organization
and, consequently, its functions are determined, first of all, by the needs of the organization itself.
Being a required element of the organization’s functioning, cross-cultural communication, however,
can be used at a primitive level, without providing effective management of the organization and its
interaction with the external environment.
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PAPER OBJECTIVE

The article is aimed at analyzing the issues of managing organizational communications in the
multicultural business context and revealing the main difficulties in providing effective cross-
cultural communications at enterprises in terms of organization and staff development.

The specific paper objectives are as follows: to research the impact of globalization on the
processes of organizational communications; to reveal the main difficulties the organization is faced
with in the process of cross-cultural communications; to analyze the essence and components of
intercultural professional competence as an established professional environment as well as the
major factors affecting the formation of intercultural professional competence; to outline the ways
to optimize the communications management in multicultural environment.

RESULT AND DISCUSSION

The problem of managing organizational communications in the multicultural business
environment cannot be fully described without dwelling on the concept of globalization. Some
scholars view globalization as removal of international borders and trade barriers (Ohmae, 1995), or
formation of one world as a single space (Robertson, 1995). Others describe the process of
globalization as that of growing global interconnectivity, integration, and unity in various aspects of
human activity (Parker, 2005). In general, globalization is referred to as the action or procedure of
international integration of countries arising from the convergence of world views, products, ideas
and other aspects of culture (Habich and Nowotny, 2017). Globalization and human
interconnectedness are caused by essential changes in economy and politics, business environment
and information technologies. Today businesses can not only interact and exchange information
across borders, but also serve the customers in different parts of the world. This communication
“across borders” transcends geographical boundaries and changes the traditional rules of economies
(Cairncross, 2001). Communication technologies are connecting businesses around the world and
changing the ways of working and communicating in a new multicultural environment.

Effective functioning in the culturally diverse business environment hinges on the ability of
businesses and people to successfully adapt to the complexity of other cultures, to effectively
understand and accept cultural differences, respond to the challenges of the new business
environment. These demands of today require new skills and attitudes, among which intercultural
competence is of primary concern.

Many researchers view intercultural competence as the most important premise for increasing
understanding between different cultures (Bennett, 1993; Hammer, Bennett and Wiseman, 2003). In
the business context, intercultural competence is considered to be crucial in achieving overseas
effectiveness (Landis and Bhagat, 1996) and successful management performance internationally
(Black and Mendenhal, 1990); a lack of intercultural competence may lead to lower
competitiveness of businesses, though (Tarique, Briscoe and Schuler, 2015).

Globalization further advances the importance of intercultural competence as professional
communication now occurs across national borders and cultures. Therefore, the characteristic
features of cross-cultural communication in the professional environment (cross-cultural
professional communication), which simultaneously can be viewed as barriers to communication,
are considered in three dimensions:

1) differences within the communication process associated with different cultures;

2) differences in business approaches caused by differences within markets, corporate cultures;

3) personal differences of people entering into communication.

The processes of cross-cultural communication occur under “double” impact of the external and
internal environment on the communicants. On the one hand, due to this impact, there appears the
need to study not only the characteristic features of communication of the foreign partner country,
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but also those of the organization and employees representing it. On the other hand, it is necessary
to adapt the existing communication skills for using in a new multicultural environment.

We understand intercultural competence in a professional area as intercultural knowledge and
relations implemented in the organization through intercultural behavior at various levels. These
components of intercultural competence lay the foundation for intercultural professional
competence, which can be defined as an established objective environment that determines the
capabilities and boundaries for implementation of intercultural competence in the professional
context.

Having analyzed various approaches to intercultural competence studies (M. J. Bennett, M.R.
Hammer, B. Spitzberg and G. Changnon, D.K. Deardorff, G.M. Chen and W.J. Starosta, P.M. King,
D.A. Griffith and M.G. Harvey, A.V. Matveev and P.E. Nelson), and given the features and
requirements for cross-cultural communications, we distinguished the following major factors
affecting the formation of intercultural professional competence:

—  Equivalence of cultures. This factor implies the impossibility of contrasting the cultures;
all cultures are of equal historical value and should be compared without evaluation categories
applied.

—  Cultural distance. It is determined by the proximity or remoteness of cultures. The more
similarities in cultural attributes, settings, codes exist, the shorter the cultural distance is, the easier
the process of adaptation to cross-cultural communication is.

— Context. This factor includes the historical, political and economic conditions
accompanying cross-cultural communication., for the formation of intercultural competence, it is
not so much the differences in economic indicators of the development of society as the differences
in the behavior of a culture in the economy that are important.

—  Cultural standards of management (CSM) can be defined as a set of relations, ideas, values
and norms of behavior characteristic of the organization’s management system, which reflect the
models of management culture prevailing due to socio-cultural factors affect and inherent in the
organization. Management culture reflects the developmentlevel of the organization’s managerial
system (Zukauskas, \Vveinhardt and Andriukaitiené R., 2018).

CSM are part of organizational culture as well as they affect its formation. Cultural standards
are formed primarily under the influence of the country’s culture. However, in the process of cross-
cultural communication, some perceptions and behaviors of the organization and its employees may
change.

In terms of management, cultural standards can be of benefit for the organization by increasing
the management decisions effectiveness; however, they can also create barriers to cross-cultural
communication. The form of CSM implementation consists of the norms of behavior conveyed
either orally or by attitude to behavior. Cultural management standards develop over time under the
influence of the environment and management system processes.

Attitudes, beliefs and values can change due to changes in the management strategy, technology,
or environment. There are both objective factors influencing the change of CSM (external
environment, for example, change of the political situation) and subjective factors (obtaining new
knowledge or misconceptions about another culture during cross-cultural communication).

—  Stereotyping. The concept of cultural stereotype reflects the difference of this culture from
others, characterizing activity in this cultural environment. Stereotypes are widely-accepted,
culturally shared beliefs describing personal traits and characteristics of groups of individuals
(Ramasubramanian, 2011). Stereotypes can help or hinder effective multicultural communication.

—  Cross-cultural experience. This factor is of importance for rapid adaptation to a different
cultural environment. Cross-cultural experience embraces interpersonal communication experience,
experience of socialization in another culture, and experience of professional communication. On
the basis of cross-cultural professional experience, management shapes structures and mechanisms
to enforce effective communication and expand relations with other foreign partners.
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Furthermore, this process creates the premises for building a common ground for multicultural
communication. In our opinion, the deeper the organization is involved in multicultural
communication processes, the higher its ability to carry these processses is, as during
communication the organization gains new knowledge, adopts new management technologies —
partially borrowing them from partners, partially creating them on the basis of the experience
acquired — in order to ensure more effective cross-cultural organizational communications.

The above considered factors, on the one hand, represent the grounds to form intercultural or
cross-cultural competence. On the other hand, they are deeply affected by the components of the
intercultural professional competence and can alter as intercultural professional competence
develops and expands.

Managing the establishment of intercultural professional competence requires reconsidering the
following components the cross-cultural communication process.

Knowledge. The component is formed on the basis of knowledge of the partner-country culture,
knowledge in the field of international management as well as management culture of the partner
organization, knowledge of a foreign language and customs. This component represents the ground
for forming intercultural professional competence.

Attitude. This component is formed on the basis of the acquired knowledge and is implemented
in the characteristics of openness, willingness to cooperate, tolerance and empathy.

Openness covers the following area of communication: political, information, scientific,
educational and economic.

Willingness to cooperate implies, in addition to the knowledge gained, incentives of inter-
organizational cooperation, trust to the partner, readiness to consider the peculiarities of the national
and management culture of the partner, readiness for mutual influence of management cultures,
emotional willingness to cooperate.

In the cross-cultural communication at the interpersonal level, attitude component is mainly
realized through tolerance and empathy. Tolerance, being, in fact, a formula of cross-cultural
communication, includes not only tolerance for cultural differences, but also openness to novelty,
self-confidence, ability to recognize the importance of other people, participation in competition.

Empathy is a rather complex ability to understand and share the feelings of another person,
understand the world of his/her experiences and share his/her emotional state. Empathy serves as a
basis for mutual understanding in cross-cultural communication. Obviously, empathy is impossible
without being respectful for the communication partner and non-judgmental about his/her behavior.
Therefore, empathy can be considered as a communication skill necessary for successful
implementation at the multicultural level.

Behavior. This component implies communicative behavior, which is established in the
communicative situations and areas where the implementation of certain norms is significant for
communication. Professional communicative behavior can be described according to the situational
model based on the practice of cross-cultural business contacts, including areas and communicative
situations where cross-cultural communication reveals the differences.

CONCLUSION

Communication is integrated into all management activities; therefore it can be called a linking
process. The communications system of the enterprise is a factor crucial for managing the process
of the enterprise’s organizational development and requires a complex approach to its research and
formation.

Cross-cultural professional communication refers to most challenging and controversial aspects
of companies operating in a multi-cultural environment. Correctly identifying differences in
national cultures, adequately using them to overcome the intercultural difficulties while establishing
and developing relations with foreign partners can result not only in increasing the efficiency of
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personnel performance but also are likely to convert cross-cultural communication into a
competitive advantage.

Managing organizational communications encounters a row of obstacles or barriers, among
which the most frequent are differences in values, cultural standards of management, standards of
behavior and language barriers. Overcoming these barriers and effectively carrying out cross-
cultural professional communication depends on the level of intercultural competence of
communicants.

Formation and implementation of intercultural competence is possible provided intercultural
management resources are available, that is an aggregated set of principles, methods, tools and
conditions, which within the process of cross-cultural interaction are actualizing into effective
cross-cultural professional communication.
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YIPABJITHHA OPTAHIBAIIMHUMHA KOMYHIKAIIISAMHA
B NOJIKYJbTYPHOMY CEPEJOBHIII

BOJIKOBA BAJIEPISI BOJIOAUMMPIBHA, xanoudam nedacociyHux Hayk, 0oyeHm, OoyeHm
Kagheopu 0inoeoi KomyHikayii, 3anopizoKuii HAYiOHAILHUL YHIGepcUmem, M. 3anopirHcHcs.

AKTYyanbpHICTh JIOCHIJKYBAaHOI TE€MHM 3YMOBJIEHA HArajabHOIO HEOOXIJHICTIO TiIBUILIEHHS
e(pEeKTUBHOCTI ~OpraHizallifHUX KOMYHIKallii Ha BITYM3HAHUX MIJNPUEMCTBAX 3 METOIO
3a0e3MeyeHHs IXHbOIO PO3BUTKY 1 YCHIIIHOTO ()YHKI[IOHYBAaHHS B MOJIIKYJIBTYPHOMY CEpPEIOBHILI.
B nanuii yac MKKYJIBTYPHHUM JAUTOBUM KOMYHIKalll NPUAUISETbCSA 3HAYHA yBara, OCKUJIbKA BOHHU
BUMararoTb OUIBII pETEeNbHOTO IUIAHYBaHHS 1 KOHTPOJIIO B TMOPIBHSHHI 3 BHYTPIIIHIMU
KOMYHIKaIlisiMU. B Takux ymMoBax ycmixX B3aeMOii 3a71€KUTh BiJl JOCSTHEHHS 3TOAH 1100 MPaBHII i
CHOCO0IB CHUIIKYBaHHS, NPUMHATHUX JJS NPEJCTaBHHUKIB pPI3HUX KynabTyp. HailiBaxnusimmm
MUTAHHSAM IPU BUBYEHHI MDKKYJIBTYPHOTO MPO(ECIHHOr0 CIIIKYBaHHS € JOCITIJKEHHS 3aJIeKHOCTI
Horo e(eKTHBHOCTI BiJ PIBHS MDKKYJIbTYPHOI KOMIETEHTHOCTI KOMYHIKaHTIB. MIKKYyJIbTypHa
KOMIIETEHIIis, BKJIFOYAIOUM 3HAHHS 1 HAaBUYKH, BIIHOCUTBHCS 10 HAHOUIbII MpPOOJIEMHUX ACHEKTIB
YOpaBIIHHSA KOMYHIKAIIIMA KOMIIAHIA, M0 TPAMIOIOTh B MYJIBTHKYJIBTYPHOMY CEpPEIOBHIIL.
[IpenmeroM NOCHIIDKEHHS € OpraHi3aliiHi KOMYHIKalii B KOHTEKCTI NpoOJjeM yIpaBiliHHSA B
yMOBax OararoHaIiOHaJIHHOTO JUIOBOTO cepefoBHIa. J[oCmiKeHHs CIpsMOBaHe Ha aHaII3 MUTAHb
YIpaBIIiHHSA OpraHi3aliiHUMKU KOMYHIKAlliIMH B MOJIKYJIbTYPHOMY JiJIOBOMY CEpEIOBHILI 1
BUSIBJICHHSI OCHOBHHMX TPYJIHOILIB 3a0€3ME€YeHHsS] MIKKYJIbTYpHUX MpodeciiHUX KOMYHIKAIiil Ha
HiANPUEMCTBAX Y KOHTEKCTI MiJBUILEHHS €(PEeKTHBHOCTI IXHBOTO (DYHKI[IOHYBaHHS Ta PO3BHUTKY
nepcoHanry. ba3zoBuMu 3acamamMu  TOCHIDKEHHS BHUCTYMAIOTh KPUTHYHUM aHami3, CHHTE3 1
MOPIBHSUIBHUM METOJ, BUKOPHCTAaHMM KOMYHIKaTMBHUHM miaxia. HaykoBa 3HaummicTe poOOTH
MOJIATa€e B JOCHIIIKEHHI MPOLECY YHpPaBJiHHSA OpraHizaliiHUMU KOMYHIKAIISIMU 3 ypaxXyBaHHSIM
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ocoOnmBoCcTel (hyHKIIOHYBaHHS Oi3HEC-TpoleciB B yMOBax TJjo0aiizalii B MOMIKYJIbTYPHOMY
npodeciiHomy cepenoBuimi. IlpakThuyHe 3Ha4YeHHsS pPOOOTH TOJIATAE Yy BHU3HAYCHHI (DaKTOpIB
MiABUILEHHS €(EKTUBHOCTI YIPAaBIiHHS OpraHi3aliifHUMU KOMYHIKAIliIMU BiJMOBIIHO J0 BHMOT,
10 BUCYBAIOTHCS JI0 MIAMPUEMCTB Ha MIXKHAPOHOMY PiBHI.

KuarouoBi cyoBa: opranizamiiini KoMyHiKamii, MDKKYJIbTYpHI KOMYHIKalii, YHpaBIiHHS
KOMYHIKAI[iSIMH, TTOJIKYJIBTYPHE CEPEIOBHUIIE, MIKKYJIBTYPHA KOMIIETEHTHICTD.

YIIPABJIEHUE OPI'TAHU3ALIMOHHBIMHU KOMMYHUKALIUAMU
B IIOJINKYJIbTYPHOM CPEJIE

BOJIKOBA BAJIEPUSI BJIAJIUMUPOBHA, kanouoam nedacoeuueckux Hayk, OOyeHm,
ooyenm Kageopvl 0en080U KOMMYHUKAYUU, 3anopodccKuli HAYUOHAIbHLIN YHUBEPCUMEN,
2.3anopooicve

AKTyaJqbHOCTh HCCIEIyeMOW TEeMBI OOYCIIOBJIIEHA HACYIIHOW HEOOXOJMMOCTBIO TOBBIIICHHS
3¢ GEKTUBHOCTH OPraHU3allMOHHBIX KOMMYHHUKAIM Ha OTEYECTBEHHBIX MPEANPHUITUAX C LEIbIO
oOecriedeHrsT WX Pa3BUTUS M YCHEITHOro (DYHKIMOHMPOBAHHWS B TOJMKYJIBTYpHOH cpene. B
HACTosIllee BpPeMs MEXKYJIbTYPHBIM JI€JIOBBIM KOMMYHHKALUAM yJesseTcss OOJblIoe BHUMaHHE,
IIOCKOJIBKY OHM TpeOyrOT 00Jiee TINATEIbHOrO IIIAHUPOBAHUS U CTPOTOr0 KOHTPOJIS 110 CPABHEHUIO
C BHYTPEHHUMHM KOMMYHHMKAlMsAMH. B Takux yclOBHSAX ycnex B3aMMOACHUCTBUS 3aBUCUT OT
JIOCTUKEHMSI COTJIallleHUsl O MpaBUjax M crnocobax oOIIeHUs, MPUEMIIEMbIX Uil IpeacTaBUTeNeH
pasHbIX KyJnbTyp. BakHeHIInM BONpoCcOM HpPU U3yYEHHHM MEXKYJIbTYPHOTO MPO(EeCcCHOHAIBLHOTO
OOIIEHUS SBISIETCS UCCIICAOBAHUE 3aBUCHMOCTH €r0 3(()EKTUBHOCTH OT YPOBHS MEXKYJIbTYPHOH
KOMIIETEHTHOCTH KOMMYHHKAHTOB. MEXKYNbTypHasi KOMIIETCHIIMs, BKIOYas 3HAHUS U HaBBIKH,
OTHOCUTCS K HamOosee MNpoOJIEeMHBIM acCHeKTaM YIpPaBICHHS KOMMYHHKAIMSAMH KOMIIAHHH,
paotaromux B MyJIbTHKYIbTYpHOM  cpene. Ilpeamerom — ucciemoBaHusl — SIBISIOTCS
OpraHM3alliOHHbIE KOMMYHMKAIlMM B KOHTEKCT€ NpOo0JIeM YIpaBlI€HHUs B  YCIOBUAX
MHOTI'OHAIIMOHAJILHOW  J1eJIOBOM  cpenpl. lccienoBaHue HampaBlIeHO Ha aHajiu3 BOIPOCOB
YIpaBIEHUS OPraHU3alMOHHBIMH KOMMYHUKALIMSIMM B TOJUKYJIBTYpPHOH JENOBOM cpene H
BBISIBICGHME OCHOBHBIX TPYZHOCTEH  00ecredeHus MEeXKYJIbTYPHbIX HpoQecCHOHaTbHBIX
KOMMYHHMKAIMii Ha  MHPEeANpUATHSX B  KOHTEKCTE  MOBBIIEHUS  A((EKTUBHOCTH  UX
(GYHKIIMOHMPOBAHUS U PAa3BUTHUsA MepcoHasa. ba3oBbIMM NPUHIMIIAMU HMCCIIEOBAHUS BBICTYHAIOT
KPUTHUYECKHUI aHaJIN3, CUHTE3 U CPAaBHUTENIbHBIA METOM, UCIOJIb30BaH KOMMYHUKATUBHBIN MOIXO/.
Hayuynas 3HaunmMocTh paloThl 3aKkitoyaeTcss B  MCCIEIOBAaHMM TIpollecca  yNpaBJIeHUs
OpPraHMU3allMOHHBIMM KOMMYHHMKAIUSIMU C YY€TOM OCOOEHHOCTEH (YHKIIMOHMPOBAHUS OU3HEC-
NpPOIECCOB B YCIOBUAX MIoOaiM3allMd B  IOJUKYJIBTYPHOH IpodeccHOHalbHON  cpene.
[IpakTnueckoe 3HaueHHe pabOTHI COCTOUT B OIpeeieHUH (PaKTOPOB MOBBIIIECHUS 3()PEKTUBHOCTU
yIpaBJIEeHUs] OPTaHU3ALMOHHBIMH KOMMYHHMKAIMSIMU B COOTBETCTBUM C TpeOOBaHMSIMH,
MPEIbABISEMBIMU K MPEANPUATUSAM Ha MEKIYHAPOJHOM YPOBHE.

KitoueBbie cJjI0Ba: OpraHuM3allMOHHBIE KOMMYHHUKAIIUHM, MEXKYJIbTYpHbIE KOMMYHHKAIIUH,
yIpaBiieHue KOMMYHUKALUSIMHU, TIOJUKYJIbTYPHAs CPella, MEXKYJIbTypHasi KOMIETEHTHOCTb.
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MODEL OF INTEGRATED TEACHING MANAGEMENT CORE COURSES
IN A FOREIGN LANGUAGE USING ICT

Abstract. The paper purpose is to reveal the problem of future managers teaching and to describe
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the developed model of the integrated teaching of management core courses and foreign
languages using ICT. The following theoretical and empiric methods have been used in the
research: critical analysis of resources, current programs, education regulations, manuals;
method of observation, questioning of students and professors to reveal their attitude to different
aspects of training for business communication in a foreign language at the higher school,
systematic and synthesis methods, education experiment. The object of the study is the process
of integrated teaching of professional management disciplines in English using ICT. The subject
of the study is the technology of integrated building of professional and foreign language
communicative competences using ICT. The topicality of our research is grounded on the
urgency of resolving the above mentioned contradictions and the need in investigations
dedicated to the implementation of ICT based integrated learning into the management degree
program. The practical importance of using ICT in education is providing autonomy,
mobilizing students’ learning abilities, creating conditions for individual learning and
developing active position in learning activity. Using ICT in teaching subjects in English opens
new methodological perspectives for developing both degree and subject programs for future
managers. The analysis and comparison with the results of contemporary researches in the field
of integrated learning using ICT and the own teaching experience at higher education institution
prove the necessity of interactivity of the teaching process to provide communicative
interrelation of all participants, self-control and self-correction. The second important
characteristic of teaching disciplines in English using ICT is their technical characteristics and
didactic opportunities for lectures, seminars, practical classes and individual work. The research
has allowed generalizing the experience of implementation of contemporary innovative
technologies in the integrated teaching of core courses and foreign languages. The use of ICT in
didactic materials provides great opportunities for all participants of the education process,
consequently leading to education quality improvement. The developed integrated model of the
course programs “Corporate Social Responsibility” and “English for Professional Purposes”
using ICT has proved the synergy effect allowing the effective acquisition of professional
information on the one hand and the development of both professional and foreign language
skills on the other hand, what ensures building the professional competence as a whole. The
effectiveness of the model was experimentally proved after the processing of statistical data
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obtained in the course of the experiment. Considering the overall positive result of our
experience we believe that negative factors are to be given a profound research and thorough
analysis. In general efficient ICT using requires not only great efforts of the faculty in avoiding
the negative factors but the development of the brand new complex approach to the ICT
environment. As a conclusion the implementation perspectives of innovative technologies in the
professionally training process of future managers are substantiated. The paper provides
opportunities of developing the technology of integrated building of professional and foreign
language competences using ICT. Such knowledge will help to improve the process of
managers’ professional training in Ukrainian higher schools.

Keywords: Information and Communication Technologies, Professional Competence, Foreign
Language Communicative Competence, Integrated Teaching Model

JEL Classification: A22, D 83, 121, 032

INTRODUCTION

The tendency of scholars’ raising interest in the problem of implementation of Information and
Communication Technology (ICT) in education process is observed in Ukraine under the
development of information society and the modernization of the system of higher education. The
principles of unification of the system of higher education in Europe and the approximation of the
curricula to the unified international standards put forward the task of the professional training of
specialists with the level of the foreign language competence that corresponds to the world
standards and provides the opportunity to use a foreign language in their further professional
activity for creating business contacts and building cooperation with specialists in the related
spheres.

The requirements of the modern education to train the multilateral personality demand the
rationalization of the process of both professional and language teaching of future managers on the
basis of efficient innovative educational technologies stipulated by the contemporary requirements
and real conditions of the higher school. The solution to these problems is possible within the
framework of the system of integrated teaching of major disciplines and a foreign language using
ICT at the lessons and for individual work.

LITERATURE REVIEW

The authors of modern researches S. Bajt (2011), W. Fong (2011), J. Fu (2013), R. Hernandez
(2017), J. Katz (2013), T. Koval (2009), K. Ratheeswari (2018) and others have investigated
different aspects of the problem of ICT implementation in education. E-learning technologies were
studied by A. Andreev (2008), O. Bigych, M. Voloshynova and O. Matsneva (2009), R. Clark and
R. Mayer (2011), D. Résler (2007), M. Gaebel, V. Kupriyanova, R. Morais and E. Colucci (2014)
and others. Communicative characteristics of informational media of communication have been
considered by V. Dronov (2009), M. Yevdokimova (2004), S. Zenkina (2007), O. Pankratova
(2012), I. Rozina (2005), T. Lawrence (2010) and others. The problems of adult learners and
technology were touched upon in the works of L. J. Ausburn (2004), M. Johnson (2011) and others.
The methodological grounds of ICT using for building the foreign language communicative
competence in different types of speech activity were analysed by the Ukrainian researchers S.
Nikolayeva, Yu. Brytan, Ya. Dyachkova, N. Mayer, Ya. Krapchatova and V. Chernysh (2015) and
others.

The analysis of modern researches and publications conducted in this field, the regulations and
teaching materials, as well as observations of the teaching process in the higher school have allowed
stating a number of contradictions:
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between the requirements of the society to the quality of professional education in management,
the needs of higher educational institutions in scientifically and methodologically grounded
materials for the efficient educational process using ICT on the one hand and the lack of the
developed materials for teaching core courses and foreign language on the other hand; between the
new requirements of educational programs to build competences within the amount of ECTS on the
one hand and limited amount of classroom hours for every discipline on the other hand.

The topicality of our research is grounded on the urgency of resolving the above mentioned
contradictions and the need in investigations dedicated to the implementation of ICT based
integrated learning into the management degree program. The practical importance of using ICT in
education is providing autonomy, mobilizing students’ learning abilities, creating conditions for
individual learning and developing active position in learning activity. Using ICT in teaching
subjects in English opens new methodological perspectives for developing both degree and subject
programs for future managers.

The aim of this article is to describe the organizational and educational conditions of integrated
building of professional and foreign language competences within the framework of the developed
model of the integrated teaching of management core courses and foreign languages using ICT.

RESULT AND DISCUSSION

The necessity of creation of organizational and educational conditions of teaching competitive
specialists for highly technological and innovative development of the country and achievement of
the results according to the educational professional program is determined by the law of Ukraine
“On Higher Education”. The investigation of the didactic potential of the Internet resources and the
design of the mechanism of effective implementation of innovative educational methods and
technologies in the bachelor and master programs are stipulated by the social demand and current
regulations issued by the Ministry of Education and Science of Ukraine, that is by the requirements
of the Licensing of educational activity in the sphere of higher education (the Decree of the Cabinet
of Ministers dated December 30, 2015).

The solution of the practical tasks of the contemporary education is connected with
implementation of modern innovative educational technologies, development of new principles,
strategies and methods of teaching within the framework of integrated learning. These novelties are
to be applied when teaching professional subjects and foreign language and will provide effective
learning process aimed at acquiring the necessary competencies.

The development of the education process at higher school in the conditions of information
society is connected with using of virtual environment (Nikolayeva, Mayer, Chernysh et al., 2015).
The advantage of education organization using ICT environment according to M. Nimatulayev is
the opportunity to perform the approach based on personally individual activity, namely creating the
conditions for self-learning and individual learning process of every student (2012). 1. Rozina states
that learning using ICT environment is the brand new paradigm based on the functional
effectiveness of ICT and build on the e-learning culture comprising the positions of an e-learner and
an e-teacher (2005). Following the opinion of S. Zenkina we consider the ICT environment as a
complex of electronic methods of teaching and communicating using of which allows performing
the gradual learning activity that builds both professional and foreign language competences of a
student (2007). According to V. Dronov the modern ICT environment is to meet the requirements
of students, to be able to adapt to different educational situations and to possess the corresponding
content and structure (2009).

The analysis and comparison with the results of contemporary researches in the field of
integrated learning using ICT and the own teaching experience at higher education institution prove
the necessity of interactivity of the teaching process to provide communicative interrelation of all
participants as well as self-control and self-correction. The second important characteristic of
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teaching disciplines in English using ICT is their technical characteristics and didactic opportunities
for lectures, seminars, practical classes and individual work. The use of ICT in teaching subjects in
English opens new methodological perspectives of developing degree and subject programs for
future managers. That is why we have generalized the experience and implemented the following
modern educational and information communication technologies:

The foreign language integrated learning technology (creation of content and information
interdisciplinary connections to build the foreign language competence, the technology of integrated
building of professional and language competences, etc.);

The Internet oriented teaching technologies (education programs, presented in the Internet, on-
line tests, on-line courses, LMS Moodle);

Professional activity oriented technologies (projects, group work facilitation, professional
business game, problem solving, etc);

Information education technologies (search engines, educational Internet portals and services
Web 2.0, education webinars, electronic manuals, computer educational programs, audiovisual and
multimedia materials, etc);

Case technology based on using the cases in audiovisual and multimedia sources in independent
study.

The use of m-learning environment along with other IC technologies is used for the organization
of educational process that does not depend on certain place and time. PDAs allow students to
access educational resources, to connect with other students, to create educational content in class
and outside the University.

Studying the business communication in a foreign language with the help of online libraries and
dictionaries makes grasping and increasing the knowledge easy for the future managers.
Nonetheless, electronic educational technology, also called e-learning, has become an important
part of society today, comprising an extensive array of digitization approaches, components and
delivery methods. For example, m-learning emphasizes mobility, but is otherwise indistinguishable
from educational technology.

The informational educational resources provide students with the access to the up-to-date
professional information through foreign resources, the opportunity to improve their knowledge of
foreign language and to prepare the presentation of their research. Using of different tools of m-
learning environment allows the access to the up-to-date information in a foreign language during
classes and individual activities, the performance of storing, exchange and spread of authentic
linguistic and professional information (Nikolayeva, Mayer, Chernysh et al., 2015).

The Ukrainian psychologists and educators consider that the influence of informational
technologies on personal development is impossible to classify as definitely positive or negative
(Information communication technologies of teaching..., 2011). On the one hand the Internet
addiction causes negative transformations of the personality, but on the other hand it promotes the
opportunities for the development of I-concept and the motivational sphere in general. The lack of
motivation results in the attention switch to games, social media, music and other entertainments.
The teacher, using the ICT, can easily slip from educational to visual teaching methods.

Putting an accent on didactic and methodological advantages of ICT use in the process of
integrated building of professional and foreign language communicative competence we agree with
the opinion of the scholars (Nikolayeva, Mayer, Chernysh, V. et al., 2015) who accept the existence
of disadvantages in the use of the Internet technologies:

the possibility to obtain the outdated or unprofessional information;

the author’s bias as to the issues presented in hypertexts;

the limited amount of free issues of professional editions.

Our preliminary list of negative effects was based on the researches, conducted by other scholars
(El Mansour and Mupinga, 2007). This list contains the following items:
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1. Issues connected with the contents of the educational process: literacy and numeracy issues;
work with information.

2. Issues connected with the methodology of education: student’s distraction during classes; low
motivation due to lack of computer skills; assessment tools; feedback tools; support of lectures;
interaction in the educational process.

3. Issues connected with the context of the educational process: digital divide; technical
problems in class; teacher’s competence in ICT.

The researches in the problem of the provision of interactivity of educational means based on
ICT (Bajt 2011; Lawrence 2010; Nikolayeva, Mayer, Chernysh et al., 2015) define the following
indicators of interactivity:

1. Non-linear access to educational information.

2. Efficiency of feedback in both directions.

3. Communication among the subjects of educational process.

4. Adaptation of the education system to student’ individual needs.

5. Implementation of the educational strategies in the individual activity.

The model of integrated teaching professional courses in English using ICT was created on the
basis of the major course “Corporate Social Responsibility” (taught in English) and the course
“English for professional purposes” for the second year students of specialty “Management” of
Zaporizhzhia National University considering the total amount of credits and hours according to the
curriculum presented in Table 1. The use of ICT in the learning process was rational designed
depending on the type of a lesson (lectures, seminars, practical classes or individual work), the
specifics of the discipline, the goals and objectives of the teaching process.

Table 1
The integrated teaching model using ICT
Information communication technologies
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The effectiveness of the model was experimentally proved after the processing of statistical data
obtained in the course of the experiment (Yudina, Shavkun, Dybchynska and Bukharina, 2018). The
results of the control after the experiment proved that the students of all four groups achieved and
excelled the minimum enough level of competences. The developed integrated model of the course
programs “Corporate Social Responsibility” and “English for Professional Purposes” using ICT has
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proved the synergy effect allowing the effective acquisition of professional information on the one
hand and the development of both professional and foreign language skills on the other hand, what
ensures building the professional competence as a whole.

The use of podcasts helped the development of listening and speaking skills, but its influence on
reading and writing skills is relatively insignificant. This resource was very useful for improvement
of the aural perception of the English speech. Social networks were used by professors and students
to create educationally oriented groups. This tool was used not only for communication but also for
educational purposes; this allowed the improvement of reading and writing skills as well as the
ability of working in a group. The Viber application for smartphones on platforms Android, iOS,
Windows Phone was useful for the improvement of all types of speech skills. Project technology,
web-quests, case technology, facilitation, professionally oriented business games were used in the
integrated teaching of core disciplines and the English language.

The results of web-quests were realized through a multimedia presentation the function of which
is to present the students’ research activity. Participation in web-quests developed the ability to
think independently, to solve professionally important problems, to forecast the results and possible
consequences of different scenarios, to determine cause — effect relations. M-learning environment
involved in the model includes both university and personal learning environment both for
professors and students.

CONCLUSION

The research attempted in a comprehensive way to solve the problem of the rationalization of
the process of both professional and language training of future managers on the basis of efficient
innovative educational technologies stipulated by the contemporary requirements and real
conditions of the higher school education. The use of ICT in didactic materials provides great
opportunities for all participants of the education process, consequently leading to education quality
improvement. The results of the experiment can be used in developing of the recommendations as
to using ICT in integrated teaching of core courses and a foreign language to future managers.
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MOJAEJIb IHTETPOBAHOI'O HABYAHHA ®PAXOBUX JUCHUILITH
3 MEHE/IZKMEHTY IHO3EMHOIO MOBOIO 3 BUKOPUCTAHHSAM IKT

IOAIHA OJIBI'A BOJIOAUMMPIBHA, xanouoam nedacociunux HayK, Ooyewm, OOYeHMm
Kagedpu 0inoeoi komyHikayii, 3anopizekuil HAYIOHATLHULL YHIgepcumem, M. 3anopiscics

JAUBYNHCBKA STHA CTAHICJABIBHA, kanouoam ¢inonoziunux unayx, ooyeum, 0oyeHm
Kagedpu 0inosoi komynikayii, 3anopizekuil HaAYioOHATLHULL YHieepcumem, M. 3anopincics

AKTyallbHICTb TEMH JOCHIPKEHHsS OOyMOBJE€Ha MOTPeOOI0 Cy4yacHOrOo CYCHUIbCTBA Y
KBaTi(piKOBAaHMX MEHEDKepax Ta HEOOXIAHICTIO 3a0e3nedeHHs] e()EeKTUBHOI OopraHizamii mporecy
(daxoBoi Ta IHIIOMOBHOI MiATOTOBKM MaiOyTHIX (axiBI[iB Ha OCHOBI HOBITHIX €(EKTUBHUX
MeIaroriyHuxX TexHouyoriid. IIpenMeToM JOCHIKEHHS € METOIWKa IHTerpOBAHOTO HaBYAHHS
($haxoBUX TUCIUIUIIH 3 MEHEPKMEHTY aHTJIHCHKOI0O MOBOIO 3 BUKOPHUCTaHHSIM iHQOpMaIliitHo-
KOMYHIKAI[IHHUX TEXHOJOT1i. MeTa — BUBUEHHS OpraHi3alliHO-TIeJaroriyHuX YMOB IHTETPOBAHOIO
¢dopmyBaHHS (PaxoBOi Ta IHIIOMOBHOI KOMYHIKATUBHOI KOMIETEHTHOCTeW Yy MaiOyTHIX
MEHEDKEPIB y paMKax MoJIeli HaBYaHHS JUCIUILTIH MpodeciiHOi Ta 1HIIOMOBHOI MIATOTOBKH 13
3aCTOCYBaHHSAM Cy4YacHHMX iH(opMauiiHO-KOMYHIKaliiHUX TexHousorid. Bukopucrtanns IKT y
BHUKJIQ/IaHHI TIPEIMETIB AHTJIIACHKOI0 MOBOIO BIAKPHUBA€ HOBI METOIOJOTIUHI TEPCIEKTHUBU IS
pPO3pOOKH SIK AMIJIOMHHUX, TaK 1 MPEIMETHUX IporpaMm Juid MailOyTHiIX MeHemkepiB. AHami3 1
MOPIBHSIHHSL 3 pe3yJbTaTaMH CY4YacHMX JOCHII)KEHb B O0JIacTI IHTETPOBAHOTO HaBYaHHA 3
BukopuctanHaM IKT Ta BiacHOro mnegaroriyHOro JOCBIAYy B BY31 JOBOJATh HEOOXITHICTH
IHTEPaKTUBHOCTI HAaBUYAJIBHOI'O MpoIecy sl 3a0e3MevyeHHs KOMYHIKaTUBHOI'O B3a€MO3B'A3KY BCIX
YYaCHHMKIB. [HIIOIO Ba)KIMBOIO XapaKTEPUCTHUKOIO BUKJIAJaHHS JUCIMILUIIH aHITIHCHKOI0 MOBOIO 3
BukopuctanHsM IKT € iX TexHIYHI XapaKTepUCTUKH 1 AUAAKTUYHI MOKJIUBOCTI ISl JIEKIIiH,
CeMiHapiB, NPAaKTUYHUX 3aHATh Ta IHAMBIAYaIbHOI poOOTH. JlOCHiIKEHHS TO3BOJIWIO y3aralbHUTH
JIOCB1J] BITPOBA/PKEHHSI CyJaCHUX 1HHOBAI[IWHUX TEXHOJOTIH B KOMIUIEKCHE BUKJIAJAaHHS OCHOBHUX
KypciB 1 iHO3eMHMX MoOB. HaykoBa 3Hauymiictb poOOTH MOJiArae B JOCTIIKEHHI MeEXaHI3MiB
3aCTOCYBaHHA 1H(GOpMaIIHHO-KOMYHIKAlIHHUX TEXHOJOTIM B yMOBaxX I1HTErpOBAaHOIO HaBYaHHS
($axoBUX JUCHMIUTIH 1HO3€MHOIO MOBOW. [IpakThyHe 3HaueHHS OJep)KAaHUX PEe3yJbTaTiB
JOCIIJDKEHHSI TIOJISITA€ Y CTBOPEHHI MOJENl 1HTErpOBAaHOTO HaBYaHHS (PaxoOBUX ITUCIUILIIH 3
MEHEJUKMEHTY  aHIVIHCHhKOI0O MOBOI 3 BHUKOPUCTaHHAM  iH(pOpMaLiiHO-KOMYHIKAaLlIHHUX
TEXHOJIOTIH.

KuarouoBi caoBa: iHpopMaliiiHO-KOMYHIKallIiHI ~TEXHOJIOTi, (axoBa KOMIIETEHTHICTb,
1HIIIOMOBHA KOMYHIKaTHBHA KOMIIETEHTHICTh, MOJIEJIb IHTETPOBAHOI'O HABYAHHS.
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MOJAEJIb MHTEI'PUPOBAHHOI'O OBYUYEHUS ITPOPECCUOHAJIBHBIM
JUCHUIIVIMHAM 110 MEHE/IKMEHTY HA THOCTPAHHOM S3bIKE
C UCIIOJIB3OBAHUEM HUKT

IOJAUHA OJIbI'A BJIAAMMMUPOBHA, ranouoam nedazocuyeckux HayK, OOYeHm, OOYeHMm
Kagheopwvl 0e10601U KOMMYHUKAYUU, 3aNOPONCCKULL HAYUOHATbHBIL YHUBEpcumem, 2.3anopoicsve.

ABIBUMHCKAS SIHA CTAHUCJABOBHA, xaunoudam ¢unonrocuueckux Hayk, ooyewm,
ooyeHm Kageopvl 0eN080l KOMMYHUKAYUU, 3ANOPONCCKUl HAYUOHATbHBIN YHUBEpCUmen,
2.3anopooicve.

AKTyaJqbHOCTh TE€MBI HCCIEIOBaHUS OO0YCIOBJICHAa MOTPEOHOCTHIO COBPEMEHHOIO OO0IECTBAa B
KBJIM(UIIUPOBAHHBIX MEHEIKEPaxX M HEOOXOAUMOCThIO oOecrieueHus 3PPEeKTUBHON OpraHU3auu
nporecca nMpo(ecCHOHANBHON W MHOS3BIYHOW MOATOTOBKM OyIyIIMX CIEHUAINCTOB Ha OCHOBE
HOBEHIIMX [EIaroruyeckux TexHoJoru. IlpeameTrom wuccrmenoBaHus SBIAETCS METOOUKA
MHTETPUPOBAHHOTO OOy4YeHHS NPOPECCHOHATBHBIM JUCHUIUIMHAM 1O MEHEKMEHTY Ha
AHTTIUICKOM SI3bIKE C MCIOJIb30BaHHEM HMH(OPMAIMOHHO-KOMMYHHUKAIIMOHHBIX TexHojJorui. Llems
— MW3y4YCHHE OPraHU3alMOHHO-TIEarOrMYeCKUX YCJIOBUM HMHTETPUPOBAHHOIO (OPMUPOBAHUSA
npodecCHOHANBbHON U MHOSI3BIYHON KOMMYHUKATHBHON KOMIIETEHTHOCTEH y OyIyIINX MEHEKEPOB
B paMKax Mojeiu oOyueHus IAUCUMILIMHAM NPOPECCHOHAIbHON M HHOS3BIYHOM IOJATOTOBKU C
HCII0JIb30BaHUEM COBPEMEHHBIX UH(OPMaIMOHHO-KOMMYHHKAITMOHHBIX TEXHOJIOTUM.
HcnonszoBanne WKT B npenogaBaHuM IPEeIMETOB HA AHIVIMKACKOM SI3bIKE OTKPBIBAET HOBBIE
METOJIOJIOTUYECKUE MEPCIEKTUBBI AJIs pa3paObOTKU KaK AUIIIOMHBIX, TaK U MPEAMETHBIX IPOrpaMm
Ui OyIyluX MEHEIKepoB. AHAIU3 U CpaBHEHUE C pe3ybTaTaMHU COBPEMEHHBIX MCCIIEI0BaHUN B
00JacTi MHTETPUPOBAHHOTO 00yueHus ¢ ucnoiabzoBanueM UKT u coOCcTBEHHOrO Mearoruueckoro
ONbITa B BYy3€ JOKa3bIBAIOT HEOOXOIUMOCTh MHTEPAKTUBHOCTH YYeOHOrO Tporecca JUls
o0OecrieueHrss KOMMYHHMKAaTHBHOM  B3aMMOCBS3M  BCEX  y4YacTHMKOB. Bropoil  BaxkHOU
XapaKTEePUCTUKOW MPENoJaBaHUsl JUCUUIUIMH HA AHIJIMHCKOM s3bIKe C ucnoiab3oBanuem MKT
SBJISIETCS. MX TEXHUYECKUE XapaKTEPUCTHUKUM M JUJIAKTHYECKHUE BO3MOXHOCTH [UIS JIEKLUH,
CEMHHApOB, MPAKTUYECKUX 3aHIATUH W HHIUBUAYyaldbHOW paloThl. MccienoBaHue MO3BOIUIO
00OOIINTh ONBIT BHEAPEHUS COBPEMEHHBIX HMHHOBAIIMOHHBIX TEXHOJOTMH B KOMIUIEKCHOE
IPENoJIaBaHNe OCHOBHBIX KYpPCOB M MHOCTPaHHBIX s3bIKOB. HayuHas LieHHOCTh paboThI
3aKJIF0YAeTCs B MCCIEA0BAHUN MEXaHU3MOB HCII0JIb30BaHMsI HH(POPMAIIMOHHO-KOMMYHHUKAIIMOHHBIX
TEXHOJIOTUH B YCIOBHMSIX HMHTETPHUPOBAHHOTO OOY4YEHHUs MPO(EeCCHOHAIBHBIM TUCHMIIMHAM Ha
MHOCTPAaHHOM s3bIKe. lIpakTmdeckoe 3HaYeHUE MOJNYYEHHBIX DPE3YJbTATOB COCTOUT B CO3JIaHHUH
MOJIEJIN MHTETPUPOBAHHOI0 00y4YeHHs MPO(HEeCCHOHATBHBIM JUCHUIUIMHAM Ha HHOCTPAHHOM SI3bIKE
C MCTI0JIb30BaHUEM COBPEMEHHBIX HH(OPMALMOHHO-KOMMYHHUKAIIMOHHBIX TEXHOJIOTUH.

KiroueBble cjioBa: MHQOPMAIIMOHHO-KOMMYHHUKAIIMOHHBIE TEXHOJIOTUH, MpodeccHoHaIbHasA
KOMIIETEHTHOCTb, MHOSI3bIYHASI KOMMYHMKATHBHAas KOMIIETEHTHOCTb, MOJENIb HHTETPUPOBAHHOTO
o0OyueHusl.
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Abstract. The purpose of this paper is to study public administration in the context of the

development of the digital economy and society. The basis of the methodology of the study is a
systematic approach, using general scientific and special methods of scientific research. The
categorical-conceptual apparatus of public administration is investigated, the author's
interpretation of the definition is formed; digitalization is highlighted as one of the influential
factors of the effectiveness of public administration; The evolutionary stages of the development
of public administration are proposed: state administration — public administration — digital
public administration, and digital public administration is considered as an innovative model of
interaction between public authorities and digital society participants, built on the use of ICT
and electronic communication channels. Electronic governance as an innovative form of public
administration using ICT is highlighted; the materials of the UN research on the technological
maturity of the countries in the field of e-government according to the index of development of
the e-government have been analyzed, Ukraine's significant lagging rating has been identified,
the research on the best practices of e-government leaders has been substantiated, including
post-Soviet countries for decision-making in the field of public administration, and the
formation of a state policy on the development of a digital government. The applied aspects of
the development of digital Ukraine, which have been implemented in recent years, have been
described, those include: strategic and normative documents, and state digital platforms. The
next stage of digitalization of public administration is highlighted - the association of state
information resources, the provision of integrated electronic services; the necessity of
development of digital public administration is substantiated. The scientific significance of the
paper is to study the process of development of public administration in the conditions of the
digital economy and society. As conclusion, the necessity of the development of digital public
administration as the basic precondition for the development and integration of the domestic
digital economy into the global digital market has been substantiated. In practice, digitalisation
of public administration will improve the quality of service for citizens and business and
increase the openness, transparency and efficiency of public bodies.

Key words: public administration, digital economy, digital public administration, e-government
JEL Classification: H11
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INTRODUCTION

The development of digital society and economy requires new forms, methods, and tools in all
spheres, including the sphere of government which underwent essential evolution due to the
development of democracy, civil society and transformed into public administration. The study of
theoretical and practical issues in the implementation mo6ymosu of digital public administration is
important in the process of state-management reforms that are taking place in Ukraine today.

LITERATURE REVIEW

The scientific direction of public administration was investigated by M. M. Bilynska, V. S.
Zagorskyi, 1. Y. Malyi, N.1.Obushna, O.Yu. Obolenskyi, T.B. Semenchuk, O.V. Serov, O.V. Sosin,
S.O. Teleshun, and S.K. Chernov Some aspects of digitalisation of public administration were
reflected in the publications of O.V.Karpenko, V. S. Kuibida, and V.V. Namestnyk. Issues of
electronic govenment, development of government activities in digital format are addressed by
researchers O. A. Baranova, S.V. Dzyuba, P.S. Klimushyna, M.V. Makarova, A.l. Semenchenko,
S.A. Chukut and others. Despite the significant range of scientific developments the current
direction nampsiMm it is not sufficiently investigated and needs more attention from the standpoint of
its current relevance.

PAPER OBJECTIVE

The purpose of this paper is to study public administration in the field of digital economy and
society.

RESULT AND DISCUSSION

In the process of establishing a digital society, the effectiveness of public administration
increasingly contributes to the implementation of information and communication technologies
(hereinafter — ICT) and the use of the Internet. The current stage of development of state
governance is public administration, which is oriented towards the realization of public interests, as
well as public administration and public institutions.

In order to understand the concept of public administration, it should be noted that as an object
of scientific perception it is a complex and multiple phenomenon, influenced by the political system
and the interaction of different elements of the social system and society. Here are some examples
offered by the definition of “public administration” (Table 1).

Table 1
Approaches to the definition of “public administration”
Author Public administration
1 2

— a kind of social activity implemented by the system of public
authorities in the spheres of public administration and local self-
government

— management carried out on the basis of the will of the community
(members of the public) and implemented by community-defined actors
to meet the needs and objectives of the community as an object of
management

V.D. Bakumenko
0.0. Krasnorutskyi (2018)

O.Yu. Obolenskyi (2009)

Table 1 continuation on the next page
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Table 1 continuation

1 2
- interaction of public authorities with society in the form of the
T. B. Semenchuk (2013) implementation of specific government functions in order to ensure the

socio-political effect
— organizational and regulatory influence of the state on the social

S.1. Chernov life of people with the aim of its organization, preservation or
S.0. Haiduchenko (2014) transformation, based on the state power that restricts effective public
control

Investigating the categorical-conceptual apparatus of public administration O.V. Serov (2016)
believes that public management is implemented in the following conditions:

- decentralization of public administration on the basis of a combination of market and state
mechanisms of regulation of social and economic processes;

- transition to a polycentric system of public administration, management, and decision-
making;

- management of state-owned enterprises and institutions on the basis of combined
administrative and economic methods of influence and economic activity based on market
mechanisms;

- self-management of organizational formations of the non-state sector on the principles of
their functioning as open social-oriented systems in interaction with the external environment;

- formation of an organizational market-entrepreneurial culture that systematizes the key
features of the organization of innovative management of socio-economic objects and processes.

According to N.I. Obushna (2015), the basis of public administration is the concept that follows
from the close relationship between politics and law, governance and power, the political system
and society as a whole, as well as the interaction of society with various elements of the social
system. The scholar believes that public administration arises as a result of a certain social contract
between the state and society, and distinguishes its characteristic features, namely: ensures the
interaction of interests of the state and the people; relies on the state power, backed up and
guaranteed by it; involvement of society in socio-economic and public, social, and political
processes; extends to the whole of society and beyond its borders in the field of international
politics, the state exercises systemic quality of public administration; it operates within the bounds
of the rule of law, due to the legally regulated and practically functioning mechanism of society
control of all state power bodies and local self-government; public administration operates
systematically, combining the functioning of such structures as the mechanism of the state, state
apparatus, public service and public manifestations of society. In the author’s opinion, the
distinguishing features of the state administration are the advantages of the administrative and
organizing influence of the state which is not sufficiently based on the public sector.

In 2018, the scientific world was introduced to the Terminological Dictionary published by the
National Academy of Public Administration under the President of Ukraine, where the concept
under study is interpreted as follows: “public administration is the activities of state administration,
local authorities, private sector representatives and civil society institutions within the statutory
powers and functional responsibilities (planning, organization, management, coordination and
control) regarding the formation and implementation of administrative decisions of public interest,
development politicy of the state and its administrative territorial units” (Kujbida, V. S., Bilinska,
M. M., Petroye O. M. et al., 2018).

Summing up the aforementioned, in our opinion, interaction of public authorities with society
through public participation in the development and implementation of the state policy is
characteristic of public administration. Public administration should be understood as the
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functioning of the system of state authorities, local self-government, civil society organizations, and
civil society actors with a view to implementing the state policy on sustainable development of the
country. Well-functioning effective interaction between these institutions serves as a pledge of
high-quality public policy. Particularly relevant, at the present stage of development of public
administration, is the building of partnership relations between government bodies and public
organizations. Public administration should ensure the interaction of the state and society in order to
involve citizens in participation in socio-political, socio-economic development processes.

Having said that, public administration is a continuation of the development of state governance,
one of its evolutionary stages, 1.J. Malyi (2017) — representative of the national science — points out
that the need to ensure the intensity and effectiveness of state governance has led to the introduction
of public administration (New Public Management), reflecting the implementation of principles
such as transparency, publicity, openness and democracy, the target orientation of management
activities, and the evaluation of its effectiveness. The researcher states that globalization,
networking and innovation radically alter the functions of the state in solving global and other
problems of humanity.

To the abovementioned factors that have an impact on the formation of public administration
and the changing functions of the state should be added digitalization, which today rapidly
penetrates into all spheres of life. The rapid development of information and communication
technologies and significant achievements of IT spheres generate digital society and economy, and
their digital globalization takes place. Under these conditions, the digitalisation of the activities of
public bodies is taking place. According to scholars V.S. Kubaida, O.V.Karpenko, V.V. Namestnik
(2018), digital governance will be perceived as a digital implementation of public administration
(digital form of public governance), which will be another stage of the evolutionary introduction of
information and communication technologies into the activities of public authorities
(“Informatization of Public Administration” — “Electronic Governance” — “Digitalization of
Public Governance”).

Research and development of the digitalization of public administration is now at the periphery
of the scientific community engaged in “public administration”. In the early 2018, the following
definitions were introduced into scientific circles: digitalization of public governance - a leap-like
process of digital transformation of public governance into digital governance (digital
administration); digital governance — a service-oriented organization of the functioning of the
system of public governance (management) on the basis of digital technologies (Kujbida, Karpenko
and Namestnik, 2018). It should be noted that the categorical-conceptual apparatus of the area in
question is constantly updated and revised in the light of the development of society. In our
opinion, the evolutionary development of public administration can be represented as follows: state
governance — public administration — digital public administration, while we propose to consider
the digital public administration as an innovative model of interaction of public bodies with
participants of the digital society built on the use of ICT and electronic communication channels.

Consequently, under the conditions of the development of the digital economy and society, the
next evolutionary stage of public administration is digital public administration. With regard to
public administration during the development of the digital society and economy, the technology of
“e-governance” (hereinafter - e-government) occupies a special place among the new innovative
technologies. E-government is the adaptation of public administration to the conditions of the
society of digital technologies through the establishment of interaction between the authorities
proper, citizens and business through the use of modern ICTs and the Internet. According to the
Concept of e-Government Development in Ukraine, adopted in September 2017, “e-government is a
form of public administration that promotes the efficiency, openness, and transparency of
government bodies and local governments through the use of information and telecommunication
technologies for the formation of a new type of state, oriented to meet the needs of citizens”
(Cabinet of Ministers of Ukraine, 2017). As stated in the Concept, the introduction of e-governance
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is a prerequisite for building an effective digital economy and digital market in Ukraine and its
further integration into the EU Digital Single Market Strategy.

Exploring the world-wide practice of using ICT has revealed that governments are increasingly
turning to digital technology; in developed countries, the number of jobs with active use of ICTs is
higher in the government rather than business sector. The existing problem, called the digital divide,
separates information-developed and information-backward countries, with digital inequality in the
field of public administration. Information sources for research on the development of this area are
the UN materials on the development of e-government in the countries of the world, which is
published once every two years. The leading indicator of the state’s maturity in the field of e-
governance is the E-Government Development Index (EGDI), which is formed on the basis of three
indexes: Online Services Index (OSI), Telecommunication Infrastructure Index (TII) and human
capital (Human Capital Index, HCI) (Department of Economic and Social Affairs, United Nations,
2016).

In the studies of the Department of Economic and Social Development of the United Nations,
the countries are grouped by the EGDI, the results of relevant studies in recent years are given in
Table 2. According to the changes in indicators for 2014-2018, it should be noted that the number
of countries with very high and high EGDI has grown and a significant reduction of the low EGDI
group, indicating the global tendency in the development of e-governance.

Table 2
Number of countries grouped by e-governance development index (EGDI)
Number of countries\ %
el 2018 2016 2014
g‘;gg_h'gh EGDI (more than 40\ 21% 29\ 15% 25\ 13%
0H'795h), EGDI (between 0.5and | 74 | 379, 65\ 34% 62\ 3206
{\(’)'8%')“_”" EGDI (from 0,25 66 \ 34% 67\ 35% 74\ 38%
Low EGDI (Less than 0,25) 16\ 8% 32\ 16% 32\17%

Sources: (Department of Economic and Social Affairs, United Nations 2016, p.108; Department
of Economic and Social Affairs, United Nations 2018, p. 84)

According to UN 2018, a total of 40 countries belong to the group with very high EGDI, which
is 21% of the total number of countries in the world. The largest group of countries (71) is a group
with a high e-government development index (37%), and with an average EGDI of 66 countries
(34%). The low EGDI group includes 16 countries, accounting for 8% of the total number of
countries. The highest average is in Europe (0.7727), while the countries of America have 0.5898;
Asia - 0.6779; Oceania - 0,4611; and Africa - 0,3423 (2018, p. 92).

Ukraine joined the group with high EGDI (between 0.5 and 0.75), ranking 68" among 71
countries and 82nd in the overall ranking. It should be noted that five post-Soviet countries:
Estonia, Russia, Belorussia, Kazakhstan. and Lithuania belong to the group with the highest
coefficient - more than 0.75. The leaders in this rating are Denmark, Australia, and Korea (Table 3).
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Table 3
E-Government Development Index for 2018, 2016, 2014
2018 2016 2014
Country Rating E-Government | Rating | E-Government | Rating E-Government
place Development place Development place Development

Index Index Index
Denmark 1 0.9150 9 0.8510 16 0.8162
Australia 2 0.9053 2 0,9143 2 0,9103
Korea 3 0.9010 3 0,8915 1 0,9462
UK 4 0.8999 1 0,9193 8 0,8695
Sweden 5 0.8882 6 0.8704 14 0.8225
Finland 6 0.8815 5 0,8817 10 0,8449
Singapore 7 0.8812 4 0,8828 3 0,9076
New 8 0.8806 8 0.8653 9 0.8644
Zealand
France 9 0.8790 10 0.8456 4 0.8938
Japan 10 0,8783 11 0.8440 6 0.8874
Estonia 16 0.8486 13 0,8334 15 0,8180
Russia 32 0.7969 35 0,7215 27 0,7296
Belarus 38 0.7641 49 0,6625 55 0,6053
Kazakhstan 39 0.7597 33 0,7283 28 0,7283
Lithuania 40 0.7534 23 0,7747 29 0,7271
Ukraine 82 0,6165 62 0,6076 87 0,5032
Somalia 193 0.0566 193 0.0270 193 0,0139

Sources: (Department of Economic and Social Affairs, United Nations 2014; Department of
Economic and Social Affairs, United Nations 2016; Department of Economic and Social Affairs,
United Nations 2018)

A certain lagging behind of the countries with developing economies from leading nations
indicates the need for effective institutional support to encourage development in this direction. The
successful use of ICT and modern communication channels in the field of public administration
depends on many factors, namely: political, regulatory, organizational, economic, public,
informational, and social. Therefore, the priority for today's researchers is to study the best practices
of e-government leaders, including the countries of the post-Soviet space for decision-making in the
field of public administration, the formation of a state policy on the development of a digital
government.

Estonia deserves special attention, in recent years it has been the leader of international ratings
on the use of ICTs: 1) according to the UN, it is one of the top 20 leaders in the world as to e-
government development index (EGDI), 2) according to the WEF, it is ranked 25" in the world.
according to the NRI — network readiness index and is a leader among the countries of Central and
Eastern Europe. It should be noted that the country has the main portal of the electronic state —
www.eesti.ee, which is the only access point for citizens and business structures to government and
municipal electronic services. This single Government Gateway provides execution of various
transactions by users with the state. It should be noted that Estonia has managed to achieve such
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success thanks to the state support and focus on the development of information and communication
technologies when setting the priority tasks of the government and society.

CONCLUSION

In recent years, a system of measures has been developed in Ukraine to intensify the processes
of forming a digital society. But despite this, there are a number of issues that are come to the fore
in the context of the political crisis. Under these conditions, the role of the state is strengthened, it
not only defines the development strategy, the rules of functioning and interaction of the
participants in the digital society and the economy, but also creates incentives to launch the digital
processes in the country.

To obtain digital dividends by Ukrainian society, one of the priority tasks is to create a modern
institutional design of the public administration system by digitizing its functions. In turn, digital
transformations in the field of public administration are aimed at improving the quality of service
for citizens and businesses and increasing the openness, transparency, and efficiency of public
bodies. In addition, the development of digital public administration is a prerequisite for the
development of a digital economy in Ukraine and its further integration into the global digital
market.
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IYBJIYHE YIIPABJIHHS B YMOBAX PO3BUTKY IIU®POBOI EKOHOMIKH TA
CYCHIJIBCTBA

MATBEMYYK JIIOAMMWJIA OJEKCAHJPIBHA, ookmop nayk 3 depocagnozo ynpasuinus,
KaHOuoam exKOHOMIYHUX HAYK, OoyeHm, npogecop Kageopu mypuzmy ma 20menbHO-
pecmopannoi  cnpasu Kam sneywv-Ilodinbcokoeo HayionanbHoco YHisepcumemy im. leana
Ocicnra, m. Kam aneyv-Iloodinscoxuii

AKTyaJIbHICTh JTAHOTO JIOCHI/DKCHHSI 3yMOBIieHa pedopMmyBaHHIM cdepu JIepKaBHOTO
yOpaBIiHHSA Ta HOro ajamnTamis J0 yMOB CyCHUIbCTBAa HHU(POBHX TexHosoriid. I[Ipeamerom
JOCIHIKEHHSI € TEOPETUYHI Ta MPUKJIAIHI acleKTH HUu(ppOBOro myOsIiyHOTO yHpaBiiHHA. MeToro
HAayKOBOi CTaTTl € JOCHI/DKEHHS MyOJIYHOTO YHpPaBIiHHSA B YMOBax PO3BHTKY IU(POBOI
€KOHOMIKH Ta CYCIIJIbCTBA. B OCHOBY METOMOJIOTII MOCHIIKCHHS OyJI0 MOKJIAJCHO CHCTEMHUUN
MiJIX17, BUKOPHUCTOBYBAJIUCh 3araJlbHOHAyKOBlI 1 CHeEIliaJbHI METOJM HAyKOBUX JIOCHIIKCHbD.
HaykoBa 3Ha4ymiicTs poOOTH NOJISTAE B TOCIIKEHH] MTPOIECY PO3BUTKY IyOJIIYHOTO YIIPABIIHHS B
yMOBax IU(PPOBOI EKOHOMIKM Ta CYCHUIbCTBA. Y CTarTi JOCHIKEHUH KaTeropiajabHO-
KOHIIENITyaJIbHUI amapaT IyOJiYHOTO YHpaBiiHHS, c(OpMOBAaHA aBTOPCHKAa IHTEpIpETarlis
BH3HAUYCHHS; LU(pOBI3aIlisg BUIAULIETBCA SK OIWH 3 BIUIMBOBUX (DaKTOpIB €(PEKTUBHOCTI
Jep>KaBHOTO YIPAaBIIiHHs. 3alpOIIOHOBAHO €BOJIIOLINHI €Taly PO3BUTKY JIEP’KABHOTO YIIPABIIIHHS:
JiepKaBHE YIPAaBIIHHA — MyOJiYyHE YHOpaBliHHA — IU(pOBe MyOsiyHEe YIPaBIiHHSA, IPU I[OMY
udpoBe MyONIiYHE YIPaBIIHHS TPONOHYETHCS PO3IIIAJATH SK IHHOBAIIHHY MOJEIh B3aEMOJIL
JIepKaBHUX OpPraHiB Ta y4aCHUKIB HU(PPOBOro CycHiibcTBa, MoOynoBany Ha BukopuctanHi IKT Ta
CJIICKTPOHHMX KaHATIB 3B'SI3Ky. B xomi mocmikeHHS mpoaHanizoBaHo wmatepiamn OOH, mo
CTOCYIOTBCSI TEXHOJOTIYHOT 3pijiocTi KpaiH B cdepl eIeKTPOHHOTO Ypsiay, 3TiIAHO 3 1HAEKCOM
PO3BHUTKY €IIEKTPOHHOTO YpsiAy, HpU IbOMY BHUSBJICHO 3HAYHE BiJCTaBaHHS YKpaiHU 3a
BIIMOBIAHUM pEUTHHroM. SIK BHCHOBOK apryMeHTOBaHa HEOOXIJIHICTh PO3BHUTKY IM(GPOBOTO
myOJIiYHOTO YHpaBiHHS, SK 0a30BOi mepeayMoBH sl po30yIOBH Ta IHTErpamii BITYM3HSIHOT
1Mu(ppoBOi €KOHOMIKK 10 CBITOBOro HudpoBoro puHKy. Ha mpaktuii nudposizauis myOaidHOro
VOPaBIiHHSA CHOPUSITHME TMOKpAllleHHS SKOCTI  OOCIyroByBaHHS TpoMajsiH 1 Oi3Hecy Ta
MiABUILEHHIO BIIKPUTOCTI, IPO30POCTi 1 €hEeKTUBHOCTI AISIILHOCTI MyOIIYHUX OpPraHiB.

KurouoBi ciioBa: myGiyHe yrpaBiiHHS, HU(PpPOBa EKOHOMIKA, IU(PPOBE MyOIiYHE YIPABIiHHS,
€JIEKTPOHHMU YpSII.

IYBJIWYHOE YIIPABJEHUE B YCJIOBHUAX PA3BUTHS [IN®POBOM
9KOHOMMUKH U OBIHIECTBA

MATBEWYYK JIOIMUJIIA AJEKCAHIAPOBHA, oOokmop Hayk no 2ocydapcmeennomy
VNPAasNeHUulo, KaHOuoam 3dKOHOMUYECKUX HAVK, O00yeHm, npogeccop Kagheopvi mypusma u
20CmMuHUYHO-pecmopannozo odena Kameney-I100016ck020 HAYUOHANLHO2O YHUBEpCUMEMA UM.
Hesana Ozuenxo, 2. Kameney-Ilooonvckuii

AKTyallbHOCTh ~ JAHHOTO  HcCCleNoBaHUs ~ oOycioBieHa  pedopMUpOBaHHEM  c(epsl
rOCYJapCTBEHHOTO YIPABIEHHUS M €ro ajanTaiys K ycIoBHAM oOmiecTBa HU(MPOBBIX TEXHOJIOTHMH.
HpeHMeTOM HCCIICOOBAHUA SABJIAIOTCA TCOPECTUUCCKUE W TPHUKIIAAHBIC ACIICKThI HI/I(l)pOBOFO
nyoin4yHoro ymnpasieHus. lLlenplo HaydyHOH cTaTbM SBISETCS HCCIENOBaHHME MyOJIMYHOTO
YOpaBJICHUS B YCIOBUSIX Pa3BUTHS ITU(GPOBOM SKOHOMHKH W oOmiecTBa. B oCHOBY MeTomosioruu
UCCIIeIOBaHMsI ObLT MOJIOKEH CUCTEMHBIN MOJX0/1, UCTIOIb30BAINCH OOIIEHAYUHBIE U CIIEIHATIbHbIE
METOBl HAy4YHBIX HccienoBaHuid. HaydHas 3HA4MMOCTh pabOTHI 3aKIFOYAETCS B HMCCICIOBAHUU
nporecca pa3BUTHs MMyOJUYHOTO YIpPaBICHUS B YCIOBUAX HU(PPOBONH SKOHOMHUKH M oOmiectBa. B
CTaTbe MCCIEAOBAaH KaTeropualbHO-KOHUENTYalbHBIA —ammapar IMyOJMYHOrO  YIpaBIICHUS,
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chopMUpOBaHa aBTOPCKAsi HHTEPIPETAIUS ONPEIEICHUS; UG POBU3AIMS BBIICIICTCS KaK OJUH U3
BIMSITCIBHBIX  (DAKTOPOB  A(PPEKTUBHOCTH TOCYJAPCTBEHHOTO  ynpaBieHus. [IpemioskeHs
HBOJIIOIMOHHBIC 3TAlbl PAa3BUTUS TOCYAAPCTBEHHOTO YIPABJICHUS: TOCYAAPCTBEHHOE YIPaBJICHUE
— MyOJIMYHOE YMpaBJIeHHE — LHU(PPOBOE IMyOJUYHOE yIpaBlieHHe, a HUPPOBOE MyOITMIHOE
yIpaBJI€HUE TMpelaraeTcs paccMaTpuBaTh Kak WHHOBAIMOHHYIO MOJENb B3aUMOJCHCTBUS
rOCYJapCTBEHHBIX OPraHOB M YYaCTHHKOB IU(POBOTO 0OIIECTBA, IOCTPOCHHYIO HA UCIIOJIh30BAHUU
UKT u 351eKTpOHHBIX KaHAIOB CBs3U. B X0/1e nccinenoBanus nmpoananusupoBanbl Mmatepuansl OOH,
KacarolInecs: TeXHOJIOTHIECKON 3peoCTH CTpaH B cepe dIIEKTPOHHOTO MPABUTEIbCTBA, COTIACHO
WH/IEKCY Pa3BUTHS 3JICKTPOHHOTO MPABUTEIbCTBA, MIPH 3TOM BBISBIEH 3HAUYNUTEIBHBIA OTCTAIOIINI
peiituar  YkpauHbel. Kak BBIBOJ apryMEHTHpPOBaHA HEOOXOJMMOCTh pPa3BUTHS IUPPOBOTO
nyOJINYHOTO yIpaBlIeHHs, KaKk 0a30BOM MPEAIOCHUIKH JJIS Pa3BUTUSA U UHTETPALUMU OTEYECTBEHHON
U(ppPOBOI IKOHOMHKH B MHPOBOW mU(poBOil peiHOK. Ha mpakTuke mudpoBU3aIms myOoInIHOTO
ympaBieHusi OyJeT CrocoOCTBOBATh YIYYIICHHIO KauecTBa OOCIY)KMBaHUS TpakJaH M Ou3Heca,
MIOBBIIICHUIO OTKPBITOCTH, TPO3PAYHOCTH U dIPPEKTUBHOCTH JCSITCIBHOCTH MyOJIMYHBIX OPTaHOB.

KiroueBble cjioBa: myOnu4HOE yrpaBieHHe, HU(GpoOBas SKOHOMHKA, IH(PPOBOE ITyOIHMUHOE
yIpaBJICHHUE, IICKTPOHHOE MPABUTEIHCTBO.
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Abstract. The existence of Micro, Small, and Medium enterprises in Indonesia is cannot be
underestimated. Moreover, it has contributed to the growth of economy. The government,
especially Regional Government has established several efforts in developing the influence of
Regional Government’s policies on entrepreneurship. Thus, this research has purpose to know
the influence of Regional Government’s policies on entrepreneurship to reduce poverty.
Afterward, this research is conducted in two regions in Indonesia which are Pamekasan and
Tulungagung. The research used mix method approach between qualitative and quantitative. The
results show that the Regional Government put more emphasis on three things. First, capital
assistance is considered important because the micro industry is more based on families whose
capital is limited. Second, marketing assistance is expected to expand the market reach of the
products produced. Capital assistance is carried out with various schemes. Third, the training
assistance as well as the fourth assistance for Industrial and Trade (TPL) extension workers.
Yet, it found that several assistances provided by the government are insignificant. Hence, the
right strategy in developing small industries in Pemekasan and Tulungagung Regencies is to
increase attention to policies in terms of capital assistance and capital assistance which still face
many obstacles. The obstacles faced are the limited budget for increasing capital assistance and
marketing assistance. The ease of access to business assistance sources and the opportunity to
participate in product promotion exhibitions is less affected by entrepreneurs. The right strategy
in developing small industries in regions under research is to increase attention to policies in
terms of capital assistance which still face many obstacles.

Keywords: micro, small and medium enterprises, government policy, regional government, poverty
reduction, micro industry income

JEL Classification: D6, 04, Q0

INTRODUCTION

Micro, small, and medium enterprises in Indonesia is a contributor of economic growth. Morrison
(2002) as researcher and observer of the small enterprises development stated that small businesses are
well recognized and acknowledged worldwide as vital and significant contributors to economic
development, job creation, and the general health and welfare of economics, both nationally and
internationally. The similar statement has uttered by Mazzarol (2000); Storey (2016) in which small
business is a booster for economic growth, innovation incubator and solution to reduce the
unemployment in millennium era.

Based on the data from Research Centre Agency in 2012, industry sector has able to employ the
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labors amount 15.37 million people from 118 million work forces. From the employment by the
industry sector, it count about 61,57% are obtained by Small and Medium Enterprises (IKM). In this
case, the development of Small and Medium Enterprises is a way to empower the society under weak
economy in any field of economics (Liedholm and Mead, 2013). The development of Small and
Medium Enterprises should be performed sustainably to reduce the amount of unemployment and will
also decrease level poverty.

Liedholm and Mead (2013) then explain further if the effort in developing society through Small
and Medium Business formulated by creating programs that agreed by society itself. Then, the
determination toward the burden equalization for small industry is based on the assumption of the weak
condition’s phenomenon of micro and small enterprises. The weakness of modal, management, human
resources, technology, marketing and production quality become the factor that causing the weakness
condition of small enterprises. Therefore, the government and other elements’ support in society
becomes the key of entrepreneurship development.

From the above exposure, there are several things that should be specific concentration in this
research, including: (1) some policies obtained by Regional Government for micro industry to poverty
reduction; (2) the influences of Regional Government’s policies toward entrepreneurship for poverty
reduction; (3) the influences of Regional Government’s policies in increasing the income of micro
industry for poverty reduction; (4) the obstacles in the implementation of Regional Government’s
policies for micro industry to increasing entrepreneurship and micro industry income for poverty
reduction; (5) the right strategies performed by Regional Government in improving entrepreneurship
and micro industry income for poverty reduction.

LITERATURE REVIEW
a. Micro and Small Industry

The government attention toward micro and medium enterprises considered to be less. It can be
proved from the way government including that industry into cooperation, rather than single state of
industry. Hence, up to 1995, no criteria and regulation regulate small industry. In 1995, the government
just issued law number 9 of 1995 about micro industry. The law stated that small industry is depicted as
economic activities which are obtained by individual, household, and or certain agency aimed to
produce materials or services for commercial. The net wealth should be mostly amounted IDR
200.000.000 excluding land and building for business. Afterward, the proceeds of the sale are not more
than 1 billion rupiahs (Article 5).

Micro industry or enterprises is smaller than small industry (Tahi Hamonangan Tambunan, 2011).
This term has emerged since 1990s due to the existence of industry which is not far smaller than small
industry. In 2008, the government has issued Law Number 20 of 2008 about micro, small, and medium
enterprises. In Article 6 verses 1-3 mentions that (1) industry categorized as micro if the investment
merely at most fifty millions rupiah and the sales turnover reach three hundred million rupiah,
meanwhile it acknowledged as small industry if the investment reach fifty million rupiahs and the sales
turnover start from three hundred million rupiah up to two half billion rupiah. The next criteria
mentioned in Article 6 verse 3 is about medium enterprises are (1) the investment between five hundred
million rupiah and ten billion rupiah and (2) the sales turnover between two half billion million rupiahs
and fifty million rupiah.

According to the studies conducted by Mitzerg et al. in Sutojo et al. (1994), mentioned the
characteristics or general characteristics for small enterprises are: a) the activities is tend to informal and
rarely has enterprise plans; b) the organizational structure is more simple; ¢) the amount of labors is
limited by a loose division of labor; d) most of its industry do not provide separation between personal
wealth and company assets; e) the accounting system is not good enough; f) the economic scale is too


https://doi.org/10.26661/2522-1566/2019-2/08-08

MANAGEMENT AND ENTREPRENEURSHIP: TRENDS OF DEVELOPMENT
ISSUE 2 (08), 2019

slight that will difficult to reduce costs; g) the marketing capabilities and market verification is tend to
be limited; h) profit margins is too slight.

However, in the implementation of micro and small industry, there are several obstacles face by
Micro, Small, and Medium Enterprises, including:

1) Modal Issue: Some industries still depend on the support modal of the government;

2) Marketing Issue: Less coordination which causes bad competition between the similar industries;
information to market the product is considered to be less as well;

3) Raw Material Issue: the supply and the price of raw material is inadequate and fluctuates; the low
quality of raw material; the payment system or raw material done by cash, while many payment sales
are done by credit; the price of raw material is high.

4) Technology Issue: the technology used by Micro, Small, and Medium Enterprise is relatively
low; cannot access the information of technology source; the specification of tools is difficult to found.

5) Management Issue: the suitable management and enterprise development are difficult to
determine, cause by the less ability and management skill.

6) Partnership Issue: the partnership between micro and small enterprises as well as between
medium and large enterprises in the transferring technology is low. It was due to the ineffectiveness of
partnership pattern in the small enterprises (Watson et al., 1998; Yusuf, 1995; Baldacchino, 1995).

b. Entrepreneurship

Drucker (1994) defines entrepreneurship as ability to create something new and different. It was in
line with Schumpeter explanation in Idrus (Idrus, 1999) in which entrepreneurship is support power in
economic growth which formulates new economic combination through (1) new product development;
(2) new material source development; (3) accumulate modal sources; (4) introduce new product as well
as its functions, and (5) organize and develop new business.

Furthermore, Kobia and Sikalieh (2010) tried to give their statement about entrepreneurship as the
process whereby an individual or a group of individual use organized effort and mean to pursue
opportunities to create value and grow by fulfilling wants and needs through innovation and uniqueness.
In this case, entrepreneur acknowledged as dynamic process and vision, as well as creative
development. Meanwhile, enterprise is ability to use organized business to create entrepreneurship
value. Hence, entrepreneurship can be concluded as a sequence with enterprise.

Scarborough and Zimmerer in Suryana (2006) has explained eight characteristic such as:

1) Desire for responsibility means that entrepreneur have responsibility for their business;

2) Preference for moderate risk means that entrepreneur tend to choose moderate risk, not the low
or high risk;

3) Confidence in their ability in success means that entrepreneur have confidence to be success;

4) Desire for immediate feedback;

5) High level of energy means that the entrepreneur have courage and do hard work to actualize the
dreams to be better in future;

6) Future orientation means the entrepreneur should have better perspective and insight;

7) Skill at organizing means the entrepreneur having skill in organize resources to growth the
economics;

8) Value of achievement over money means that the entrepreneur is appreciates achievement than
money or income.

In addition, Barreira (2010) has added the characteristic of entrepreneurship. He stated that besides
as inventor, the entrepreneur also has courage to take a risk moderately, tolerance to the ambiguity and
uncertainty and so forth, as stated in the table 1:
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Table 1

Characteristics of entrepreneur according to behavioristic community

Num Characteristic Num Characteristic
1. | Innovator 13. | Self-awareness
2. | Leader 14. | Confidence
3. | Moderate risk takers 15. | Tolerance to the ambiguity and uncertainty
4. | Creator 16. | Involved in the long term
5. | Energetic 17. | Initiative
6. | Original 18. | Learner
7. | Persistent 19. | Using resources
8. | Optimistic 20. | Having sensitivity
9. | Oriented to the results 21. | Aggressive
10. | Flexible 22. | Tend to believe to others
11. | Able to seek resources 23. | Money as measurement of appearance
12 Need of Achievement (N-
" | Ach)

Source: Barreira (2010: 16; cited from Homady, 1982, Nelson, et.al, 1982, Timmons, 1978, dalam
Fili on, (1997), Meredith (1996) Gartner (1990); Sahut & Periz-Ortiz (2014).

METHODOLOGY

This research used mix method approach between qualitative and quantitative. There are three
concepts that become variables in this research.

1)

The regional government policies about Micro, Small, and Medium Enterprises which is refer to

the Law Number 20 of 2008 Chapter 5 Article 7:

a.

o

D O O T H" N O

f.
3)

Technical training assistance (X1)

Capital assistance (X2)

Marketing assistance (X3)

Help of extension staff (X4)
Entrepreneurship (Y1) which is marked by:
Confidence and optimistic

Oriented to the task and result

Unafraid to take risk and challenge

Have power leader

Have original and innovative idea
Oriented to the future

Increased Income (Y2) depicted as achievement achieved by the entrepreneur as reflection to the

entrepreneur’s ability in generate profit, increase the amount of investment, as well as increasing of the
amount of employee in a year.

For the location of the research, it was conducted in Pamekasan and Tulungagung Region based on
the reasons: 1) Pamekasan is having a large micro industrial especially in Batik; 2) Tulungagung is
having a large micro industrial especially in marble stone and clothes.

Afterward, the method in collecting the data is involving questionnaires to the respondents (in this
case are entrepreneur). The questionnaire has been approved by identified the validity and reliability
toward research. Interview is also obtained in depth with the government officials in the research’s
location especially with the Department of Industry and Trade.
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In this research, the data used are involving primary and secondary data. The primary data is
obtained from sampling of the Batik and clothes micro industrial in the both of research’s location.
Meanwhile, the populations are involving the entire entrepreneur of Batik and clothes micro industrial in
both Pamekasan and Tulungagung. The central sample taken from 10 percentage of the central exist,
and each of them then is taken 10 percentage of entrepreneur from the total amount of entrepreneur in
the central (Sugiyono, 2014).

RESULT AND DISCUSSION

A. The Regional Government’s Policies in Developing the Entrepreneurship

Pamekasan and Tulungagung Government are trying to improve and facilitate its Micro, Small, and
Medium Enterprises. There are several steps performed by the Government as the implementation of its
strategies. Such as:

1. Technical Training Assistance

The first step that is obtained by the government is giving technical training to the entrepreneur of
Micro, Small, and Medium Enterprises. The government has done it clustery and individual. In the
Medium Term Development Plan of Pamekasan Government has budget amounted IDR 375.270.000.
The budget is used for developing the business support system for Micro, Small, and Medium
Enterprises. Meanwhile, Tulungagung Government has budget IDR 700.000.000 to developing
science and technology of production system in 90 small and medium industries.

2. Funding Assistance

Pamekasan or Tulungagung government has performed development strategies in the micro
financial institution which the member are about 30 people as like women cooperation and others
institutions.

In Pamekasan region, the amount of funding assistance is about IDR 80.000.000. Then, in
Tulungagung region, the amount of funding assistance given is about IDR 150.000.000. There are
several reasons using cooperation as place to revolving loan assistance. Firstly, cooperation is formed by
the society and thus the society who are responsible to its development. Secondly, since cooperation is
formed by society, hence the administrator and member should come from society itself. Thirdly, trust is
needed as primary key in the saving and loan enterprises. The members can borrow in a certain amount,
but it should make sure that it will be paid based on the deadline.

3. Marketing Assistance

There are several ways performed by Regional Government to support the marketing. First,
Regional Government inserts the entrepreneur information in the official website of Regional
Government especially dealing with the superior products of small business. Second, Regional
Government held routine promotion every year, particularly in the folk exhibition. The
entrepreneurs also ask to involve in the promotion activities by opening stand. Third, Regional
Government asks the small and medium enterprises to involve in the exhibition either in province or
national. However, in the exhibition held by the non-Government, the government is ready to fund
for the promotion. While performing for promotion, besides the relief in the stand payment, the
Regional Government also help the making of leaflet, billboard and others electronic media by
informing through local radio.
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4. Industry and Trade Counseling Assistance

Department of Industry and Trade in each of the region also support the enterprises by giving
business counseling. The assistants, more precisely known as extension agents, are visiting to every
small and medium enterprise and giving information either technical or principal about modern,
measurable and capable toward the changing era.

The Significant Government Policies

The data from this research has shown that there are two from four government policies that is
realized well and suitable to the expectation of micro industrial entrepreneur in both Pamekasan and
Tulungagung. The two policies are referring to the training and counseling assistance in which it
has influence the entrepreneurship of entrepreneur. However, in terms of income increasing is none
of them has influenced.

Firstly, the influence of regional government in form of training toward entrepreneurship has
proved to be significant. It shown from the count of path coefficient from training assistance toward
entrepreneurship is about 0,312 bigger that T-statistic and P-value which are 1,762 and 0,043,
respectively.

Secondly, the support of counseling has proved to be significant as well. The result of
measurement showed that path coefficient from counseling assistance toward entrepreneurship is
about 0,549 bigger than T-statistic and P-value which are 2,475 and 0,009, respectively.

Industrial and trade extension assistance is very beneficial in increasing the knowledge and
skills of entrepreneurs and providing a direct and significant influence on the power of leadership
owned by entrepreneurs. If it is related to the length of business occupied by entrepreneurs in the
micro industry, around 63% of entrepreneurs have pursued their business for more than 5 years and
it can be said that they have experience in training and educating employees to the marketing of
their products. It all started with perseverance and sincerity of the business leaders in fostering their
employees so as to make loyal employees work, as well as support from the government in the form
of industrial and trade training and extension assistance.

B. The Influences of Regional Government on Entrepreneurship and Poverty Reduction

1. Confidence and Optimism

In the table 2, the respondents are given several questions about confidence and optimism.
Optimism is shown from the desire to rely on its own abilities. Entrepreneur should have strong

self-confidence in their business ability, preserver in solving problems, having initiative and patient
in accepting the shortcomings of the employees.

Table 2

Confidence and Optimism of the entrepreneur of Micro, Small, and Medium Enterprises

Number Statements VD D LA A VA
1 2 8 4 5 6 7
p | Ynderstanding task and |- ] 2@2%) | 52 (56,5%) 38 (41,3%)
scope of responsibility
Optimism and
2 Independent/do not depend - - - 52 (56,5%) 40 (43,5%)
on others

Table 2 continuation on the next page
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Table 2 continuation

1 2 3 4 5 6 7
3 E'jg:}’;%;ggﬁﬁ;”ce toward - - | 2(22%) | 56 (60,9%) 34 (37,0%)
4 | Persevereinsolving - | - | 222%) | 56(60,9%) 34 (37,0%)
problems
5 g';‘;';gvg'r?g'”'“a“"e'” S| - | 22w | 54(87%) | 36(39,1%)
6 Energetic in doing works - - - 48 (52,2%) 44 (47,8%)
Patient in accepting
7 shortcomings of the - - 2 (2,2%) | 52 (56,5%) 38 (41,3%)
employee
Note:
VD: Very Disagree
D : Disagree
LA Less Agree
A :Agree

VA: Very Agree
2. Oriented to the Task and Result

In this section, the first question ask to the respondent is that whether entrepreneurs planned and
having certain purposes. Most of the respondent agreed that there should be well planned and
certain purposes to achieve. Furthermore, respondent also agree that to be an entrepreneur is to be a
leader for their employee. Consistency is also needed in doing business, and most of respondent has
agreed to it.

Then, to obtain a good result, most of respondent has put their assumption to do evaluation of
works’ result. It is become primary key for entrepreneur to introspect in case to be succeeded as
well as loss.

Table 3

Result of Respondents which are Oriented in Task and Result of the entrepreneur of Micro,
Small, and Medium Enterprises

Number Statement VD D LA A VA

Always arrange work plan

1 and purpose which want to - - 2 (2,2%) | 52 (56,5%) 38 (41,3%)
be achieved
Able to be Leader of the

2 Employee in finishing - - 2 (2,2%) | 54 (58,7%) 36 (39,1%)
works

g | Consistent inwork and - | - | 2@22%) | 58(63.0%) | 32 (34,.8%)
responsible

4 Having broad knowledge - - 2 (2,2%) | 46 (50,0%) 44 (47,8%)

5 | Cvalatethe resultwork S | 58(630%) | 34 (37,0%)
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3. Dare to Take Risk and Like Challenges

Some entrepreneurs have realized that if they want to step forward, so the target market should
not merely limit in their surroundings. But, it has to be reaching out national or even international.
Besides, the sensitivity toward trends in market should be taken care of (see in table 4). Thus, it will
lead into further innovation and to be more creative.

Table 4

The Entrepreneurs’ Courage to Take Risk and Like Challenges in Micro, Small, and Medium
Enterprises

Number Statement VD | D LA A VA
1 glc;rrlzlgéent in doing what has been i - | 2@22%) | 52 (56,5%) | 38 (41,3%)
2 rl;:g\r/ll(r;? innovation and oriented to the i - | 4@43%) | 46 (50,0%) | 42 (45,7%)

4. Leadership

Table 5
The Entrepreneur Leadership Power in Micro, Small, and Medium Enterprises
Number Statement VD | D LA A VA

1 Having sincerity in training the i - | 22.2%) | 60 (65.2%) | 30 (32,6%)
employee

2 Hl_Jr_ane in accepting suggestion and ) ) i 44 (47,8%) | 48 (52,20)
critics from the employee
Giving service and making pleasure for | i i 0 0

3 the employee in finishing the work 60 (65.2%) | 32 (34.8%)

In table 5 above, each respondent are given three questions dealing with leadership. Most of
them are between agree and disagree. However, there is something to be concern more in leadership
such as humble characteristic in accepting critics and suggestions.

5. Originality
Originality is ability of entrepreneur to create new things, as like management pattern, products,

and market system. Based on table 6, most of respondent acknowledged and performed originality.
Thus, originality can be shown from the improvement or variation of the products.

Table 6
Entrepreneurs’ Originality of Micro, Small, and Medium Enterprises
Number Statements VD | D LA A VA
1| e vesultof mnovation and areativity | © | © | 2(:2%9) | 52(86:5%) | 38 (41.3%
2 Oriented to the needs of customers - - | 2(2,2%) | 54 (58,7%) | 36 (39,1%)
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Table 7
Entrepreneurs’ Oriented to the Future
Number Statements VD LA A VA

1 Customers is business i i 46 (50,0%) 46 (50,0%)
partner

9 Open fo_r critics and i i 48 (52,2%) 44 (47,8%)
suggestions from customers

3 | Noday without further i 2 (2.2%) | 46 (50,0%) | 44 (47,8%)
innovation

Entrepreneurs from Tulungagung and North Sumatra region have agreed that customers are

business partners. They also agreed to be open to suggestions and criticism from their customers.
In the Table 8 shows a number of dominant factors of entrepreneurs’ characteristics.

Table 8
Entrepreneur’s Enterprises
Number | Characteristics Less Normal High
1 Confidence and Optimism 4 (4,3%) 56 (60,9%) 32 (34,8%)
2 Oriented to the Result 2 (2,2%) 58 (63,0%) 32 (34,8%)
3 Dare to take risk and like challenges 4 (4,3%) 40 (43,5%) 48 (52,2%)
4 Having Leadership Power 38 (41,3%) 20 (21,7%) 34 (37,0%)
5 Orginalitty 2 (2,2%) 60 (65,2%) 30 (32,6%)
6 Oriented to the Future 38 (41,3%) 8 (8,7%%) 46 (50,0%)

C. The Influences of Regional Government toward Micro Industrial Income Increased

All indicators used in this research including training assistance (x1), marketing assistance (x2),
capital assistance (x3), counseling assistance (x4), entrepreneurship (y1), and income increasing
(y2) has proved to be significant. It also shows that each indicator can explain the characteristics of

each variable.
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Figure 1. PLS Final Model

Table 9
The measurement per item of indicator
e | meanof | sandard | T b
estimate subsamples deviation Statistic
1 2 3 4 5 6 7

x1.1 0,856 0,862 0,056 15,156 0,000 Significant
x1.2 0.893 0,891 0,062 14,504 0,000 Significant
x1.3 0.921 0.917 0.034 22,710 0,000 Significant
x1.4 0,782 0,756 0,131 5,992 0,000 Significant
x1.5 0,819 0,794 0,105 7,822 0,000 Significant
x2.1 0,686 0,715 0,075 9,091 0,000 Significant
x2.2 0,799 0,779 0,085 9,352 0,000 Significant
x2.3 0,864 0,846 0,089 9,704 0,000 Significant
x2.4 0,878 0,858 0,068 12,828 0,000 Significant
X2.5 0,869 0,847 0,075 11,571 0,000 Significant

Table 9 continuation on the next page


https://doi.org/10.26661/2522-1566/2019-2/08-08

MANAGEMENT AND ENTREPRENEURSHIP: TRENDS OF DEVELOPMENT
ISSUE 2 (08), 2019

Table 9 continuation

1 2 3 4 5 6 7
x3.1 0,908 0,908 0,027 33,339 0,000 Significant
x3.2 0,910 0,898 0,041 22,475 0,000 Significant
x3.3 0,895 0,886 0,051 17,516 0,000 Significant
x3.4 0,894 0,883 0,045 20,027 0,000 Significant
x3.5 0,801 0,795 0,050 16,064 0,000 Significant
x4.1 0,849 0,851 0,046 18,520 0,000 Significant
x4.2 0,775 0,784 0,065 11,846 0,000 Significant
x4.3 0,788 0,789 0,048 16,576 0,000 Significant
x4.4 0,740 0,742 0,074 10,020 0,000 Significant
x4.5 0,830 0,824 0,058 14,308 0,000 Significant
yl.l 0,916 0,910 0,034 27,089 0,000 Significant
yl.2 0,871 0,873 0,047 18,721 0,000 Significant
yl.3 0,853 0,851 0,048 17,646 0,000 Significant
yl.4 0,936 0,938 0,020 46,135 0,000 Significant
yl.5 0,848 0,858 0,052 16,254 0,000 Significant
y1.6 0,857 0,862 0,054 15,810 0,000 Significant
y2.1 0,896 0,897 0,043 20,701 0,000 Significant
y2.2 0,829 0,819 0,108 7,673 0,000 Significant
* o “: the most dominant indicator in influencing each variable
Table 10
PLS Result Model Measurement
el mean of Standard T-
sample . L p-value Note
. subsamples deviation Statistic
estimate
x1->yl 0,312 0,381 0,177 1,761 0,043 Significant
X2 ->yl -0,003 -0,021 0,230 0,012 0,495 Insignificant
x3->yl -0,140 -0,161 0,219 0,640 0,263 Insignificant
x4 ->yl 0,579 0,568 0,234 2,475 0,009 Insignificant
X1 ->y2 0,324 0,245 0,285 1,135 0,131 Insignificant
X2 ->y?2 -0,220 -0,213 0,289 0,763 0,225 Insignificant
X3 ->y2 -0,190 -0,137 0,264 0,720 0,238 Insignificant
x4 ->y2 0,424 0,486 0,264 1,604 0,058 Insignificant
yl->y2 0,091 0,100 0,200 0,453 0,326 Insignificant

Source: PLS results of data processing

In the table 10 the level of relation significant between variable x and y is shown. For variable x,
it is merely x 1 and x4 that significantly relate to the y1.
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Figure 2. Last decision of PLS final model

In the figure 2, there are several things that should be taken care of:

1. Training assistance (x1) significantly give positive influence toward entrepreneurship (y1)
macro industry in Pamekasan and Tulungagung.

2. Marketing assistance (x2) do not significantly influence toward entrepreneurship (y1) macro
industry in Pamekasan and Tulungagung.

3. Capital assistance (x3) do not significantly influence toward entrepreneurship (yl) macro
industry in Pamekasan and Tulungagung.

4. Counseling assistance (x4) significantly give positive influence toward entrepreneurship
(y1) macro industry in Pamekasan and Tulungagung.

5. Training assistance (x1) do not significantly influence toward income increasing (y2) macro
industry in Pamekasan and Tulungagung.

6. Marketing assistance (x2) do not significantly influence toward income increasing (y2)
macro industry in Pamekasan and Tulungagung.

7. Capital assistance (x3) do not significantly influence toward income increasing (y2) macro
industry in Pamekasan and Tulungagung.

8. Counseling assistance (x1) do not significantly influence toward income increasing (y2)
macro industry in Pamekasan and Tulungagung.

D. Obstacles and Strategies in Regional Government Policies for Micro Industrial
In opposite with the influence of regional government that is proved to be significant, marketing

and capital assistance assumed as urgent concern and necessary proactive action from government.
It is due the result of the research which is stated that the two policies do not have significant
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influences toward entrepreneurship and income increasing in micro industrial in Pamekasan and
Tulungagung.

In this research, regional government policies in marketing assistance do not significantly
influence toward entrepreneur and Micro, Small, and Medium Enterprises performance which is
relatively less. Hence, it is not evenly distributed to all craftsmen.

Furthermore, capital assistance also does not significantly influence the entrepreneurship and
craftsmen performance. It is due to the limit of budget. However, the result is different with the
previous studies conducted by Manan (1999) in which Manan’s research showed that capital
assistance is significantly influences toward micro industry.

Then, the right strategy for developing micro industrial in Pamekasan and Tulungagung is by
increasing more attention toward capital policies as well as giving more training.

CONCLUSION

Attention to the micro-industry business is actually not only the monopoly of the central
government through various poverty alleviation programs and industrial development programs, the
district government also has attention and interest in improving the quality of micro-industry
enterprises. In various analyses of literature studies on the objective conditions of micro-industry
entrepreneurs, the Regional Government put more emphasis on three things. First, capital assistance
is considered important because the micro industry is more based on families whose capital is
limited. Second, marketing assistance is expected to expand the market reach of the products
produced. Capital assistance is carried out with various schemes. Third, the training assistance as
well as the fourth assistance for Industrial and Trade (TPL) extension workers.

From the PLS analysis, it was found that government policies in the form of training assistance
and extension workers according to the perceptions of craftsmen proved to be significant for
increasing entrepreneurship. Entrepreneurship that is formed from everyday life and the pattern of
parenting this family will in turn form business actors to strive and create local potential. Local
potential becomes a product that has good economic value. Government policies in the form of
training assistance and mentoring for extension workers have increased the ability of business
actors in various ways, from product creation to building marketing networks.

Government policies in the form of training assistance, capital assistance, marketing assistance
and assistance to extension workers did not play a role as a key word for increasing
entrepreneurship and increasing the income of entrepreneurs for poverty alleviation.

The right strategy in developing small industries in Pemekasan and Tulung Agung Regencies is
to increase attention to policies in terms of capital assistance which still face many obstacles. The
obstacles faced are the limited budget for increasing capital assistance and marketing assistance.
The ease of access to business assistance sources and the opportunity to participate in product
promotion exhibitions is less affected by entrepreneurs.
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BILJIUB JIEPKABHOI IIOJITUKU HA MIJIIIPUEMHUIITBO 1 3BLIBIIEHHA TOXO/IB
MIKPOIHAYCTPI IJIsA CKOPOYEHHSA BITHOCTI

HERRUKMI SEPTA RINAWATI, Aeenmcmeo docnioscens i po3pobok, ynpasiiHts a00CbKUMU
oocnioddcenuamu, Cxiona Aea, Inoonesis

3HayeHHs ICHYBaHHS MIKpPO-, MajMX 1 CepeAHiX MiANpUeEMCTB B IHAOHE3ll He MoKHA

HEJIOOIIHIOBATH. bibilie TOro, 1€ CIIPUSIIO 3POCTAHHIO EKOHOMIKH. YPSiA — OCOOIHMBO PErioHaTbHUN —
BXKHUB PsIJT 3aXO0/11B TSI TT1ICUJICHHS BIUTUBY CBO€ET IMOJIITUKY HA T AMPUEMHUAIITBO. TaKMM YHHOM, METOIO
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JAHOTO JIOCHI/DKEHHS € BUBUCHHS BIUIMBY MOJNITHKH PETIOHATBHOTO Ypsly Ha MiIIPHEMHHUITBO,
CHPSIMOBAHOT Ha CKOPOYECHHS OiTHOCTI. 3 IIEF0 METOK JOCTIKEHHS MPOBOJIUTHCS B JIBOX PErioHaX
Innonesii: [Tamekacan i1 TymyHrayHr. Y f1ociiyKeHHI BAKOPUCTOBYBABCSI 3MIIIAaHUHN SIKICHO-KUTBKICHUH
MeToJ1. Pe3yibTaTy JOBOSTS, IO PETiOHATBHHUIN YpsiI NPUIIUISE HAWOLIBITY yBary TppboM siBumam. [1o-
nepire, (GiHaHCOBA MIATPUMKA BBAXKAETHCS BAXKIMBOIO, OCKUIBKH MIKPOIHIYCTpis OLIBIIO MIpOIO
3aCHOBaHA Ha CIM'SX, KammiTal sIKUX oOMexeHwid. DiHaHCOBA MIATPUMKA 3IHCHIOETHCS 3a PI3HUMHU
cxemamu. [lo-npyre, MapKeTHHIOBa MIATPUMKA, SIK OYIKYETHCS, PO3IIMPHUTH OXOIUICHHS MPOIYKIIii, 110
BUpOOIIsieThCs. [lo-Tpete, momomora B HaBYaHHI, a TaKOX JOMOMOra Uil NpaIiBHUKIB cdepu
npomuciosocrti i Toprieii (TPL). IIpote, 6yn0 BcTaHOBIEHO, 10 JIESIKI BUIU JOIOMOTH, 10 HAaIAIOTHCS
ypsizioM, He3HauHi. OTKe, TIpaBUIIbHA CTPATETIsl PO3BUTKY MAJIMX IiANIPUEMCTB B perioHax [lemekacaH i
TynyHrarynr nomsrae B MiIBUIIEHHI yBard 10 TOJITUKH LIOAO (DiHAHCOBOI Ta MAapKETHHIOBOI
MIITPUMKH, sIKa BCE € CTHKAETHCS 3 Oarathbma meperikonamu. OCHOBHOKO MEPENIKOIO €, B MEPIIy
qyepry, 0OMexeHuil OroKeT st 30UIbIIeHHs (PiIHAHCOBOI 1 MAPKETUHIOBOI MIATPUMKH, B MEHIIINA Mipi
MEPENIKO/DKAIOTh  PO3BUTKY MIINPUEMHHIITBA B aHATI30BAHUX PEriOHaX JOCTYIHICTh JDKEpel
HiITPUMKN Oi3HECY 1 MOXJIMBICTh OpaTH ydacTh B 3aX0Jax HpOoCyBaHHS mponykiii. /lieBa crpareris
PO3BUTKY MaJMX MiIIPHEMCTB B JIOCIIDKYBAHUX PETIOHAX KpaiHW IMOJISrae B IMiJBUINCHHI YBard JI0
MOJIITUKY TIO/I0 TOTIOMOTHY KaIiTaly 1 MITPUMKH MaJIOro Ta CEPEAHBOTO ITiANPHEMHHIITBA, MEXaHI3MH
3IMCHEHHS SIKOT IMPOIOBXKYIOTh CTHKATHCS 3 OaraThMa MeperiKojaMu.

KarouoBi cioBa: Mikpo-, Manmi Ta cepemHi MiIIPHEMCTBA, PETIOHATIBHUI ypsiI, CKOPOUYCHHS
01THOCTI, TOX1]l MIKPOIHAYCTPIi.

BJIUSTHUE T'OCYJAPCTBEHHOM MOJMTUKU HA MPEANPUHUMATEJILCTBO U
YBEJIMYEHUE J10XOA0B MUKPOUHAYCTPUHU JJISA COKPAILEHUSA BEJHOCTH

HERRUKMI SEPTA RINAWATI, Aecenmcmeo uccredosanuii u pazpabomok, ynpasieHue
yenoseyeckumu ucciedosanusmu, Bocmounas HAea, Hnoonesus

3HaueHWE CYILECTBOBAHUS MHUKPO-, MalbIX M CpPEIHMX Mpeanpusatuii B MHAOHE3MHM HENb3s
HEJI0OLEHNBATh. bosiee TOro, 3T0 CrocoOCTBOBAIO POCTY SKOHOMHKH. IIpaBUTENBCTBO — OCOOEHHO
PETHOHAIBHOE — NPEANPHHSIO PpsAl Mep Ul YCWICHUS BIWSHUS CBOEM IIONUTUKHA Ha
HpeIpUHIMATENBCTBO. TakuM 00pa3oM, LeNbI0 JAHHOTO UCCIIEJOBAHNUS SBJISETCS U3yYE€HHE BIUSHUS
MOJIMTUKU PETMOHAIBHOTO MPAaBUTENILCTBA Ha MPEANPUHUMATENBCTBO, HAIIPABJIEHHON Ha COKpallleHUe
6enHoct. C 3TOM 1EeNblO MCCIEOBaHUE MPOBOAUTCS B IBYX pernoHax Muponesuu: Ilamekacan u
TynynrayHr. B uccienoBaHnu HMCHOIBb30BAICS CMEIIAaHHBIA KaueCTBEHHO-KOJIMYECTBEHHBIH METO/I.
Pe3ynbTarhl MOKa3bIBAIOT, YTO PETMOHAIBHOE MPABUTENBCTBO YIEsIeT HanOoJblllee BHUMAHUS TPEM
sBJIeHUSIM. Bo-nepBbIX, (huHAHCOBas MOAJEP)KKA CUUTAETCSl BAXKHOM, TaK KaK MHUKPOMHIYCTPHS B
OoMbllIeH CTENEHNM OCHOBAaHA Ha CEMbSX, KaluTal KOTOPBIX orpaHnueH. DHUHAHCOBas MOJJIEP)KKa
OCYLIECTBIIIETCA MO PA3IMYHBIM cxeMaM. Bo-BTOpBIX, MapKETHHIOBas MOJIEPIKKA, KaK OXHIAETCs,
PACIIMPUT OXBaT MPOM3BOAUMOI MPOAYKIMHU. B-TpeTbux, momMoIps B 00y4eHUH, a TAK¥Ke MTOMOILb IS
paboTHHKOB cepbl npombiuieHHocTH U ToproBiu (TPL). Tem He meHee, ObUIO yCTaHOBIEHO, YTO
HEKOTOpbIE BHJbl IIOMOIIY, OKAa3bIBAEMBIE IIPABUTEIBCTBOM, HE3HAYMTENBHBL. (Je10BaTENbHO,
MIpaBWJIbHAsl CTpaTers pPa3BUTHS MalbIX mpennpustuii B permoHax lIlemexacan u TymyHraryHr
3aK/II0YaeTCsl B TOBBIIIEHUHM BHUMAHUS K TOJIMTUKE B OTHOLIEHHUHM (DUHAHCOBOM M MapKETWHIOBOW
MIOJIIEPKKH, KOTOpasi BCE €Ille CTAIKUBAETCSI CO MHOTUMH NPEnsITCTBUSIMUA. OCHOBHBIM IMPENSTCTBUEM
ABJIAETCS, B TIEPBYIO oOuepelb, OrpPAaHWYEHHBIM OIO/KeT Ui  yBelIWYeHHs (DUHAHCOBOM U
MapKEeTHUHIOBOW TOMAJEP)KKHU, B MEHBIIEH Mepe MpPENsSTCTBYIOT Pa3BUTHUIO NPEANPUHUMATEILCTBA B
AQHAIM3UPYEMbIX pPErMoHax JIOCTYIMHOCTh MCTOYHHKOB TOAJCPKKHM Ou3Heca M BO3MOXKHOCTh
y4acTBOBAaTh B MEPOIPUSATHSIX MPOABMKEHUS MPOMYKIMHU. JleCTBEHHAsi CTpaTerusi pa3BUTHS MaJbIX
MIPEATIPUATHI B UCCIEAYEMBIX PETHOHAX CTPAHBI 3aKJIFOYAETCS B TIOBBIIEHUN BHUMAHUS K ITOJIMTUKE B
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OTHOIIEHUH MTOMOIIY KaUTaly U MOANEP>KKE MAJIOTO U CPEAHETO NPEANPUHUMATENBCTBA, MEXaHU3MBI
OCYIIIECTBJIEHHS KOTOPOW MPOAOIKAIOT CTAIKUBATHCS CO MHOTMMHU IPEMSATCTBUSIMU.

KiroueBble cjioBa: MUKPO-, MaIble U CPEIHUE NPEANPUATHUS, PETHOHAIBHOE MPaBUTENIBCTBO,
COKpaIlleHHe OeJTHOCTH, I0XO0/l MUKPOHHIYCTPUH.
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Abstract. The paper is aimed at elucidating the components of entrepreneurial potential and

considering hospitality as a constituent of the modern entrepreneur’s personal resource in
tourism industry. In the study, the following methods were used: a method of theoretical
analysis, comparative analysis, diagnostic techniques, in particular the technique of
“Investigation of the person’s entrepreneurial potential”, quantitative methods of data
processing, qualitative analysis of the results obtained. Based on the approach developed by the
G.S. Kostiuk Institute of Psychology of the National Academy of Educational Sciences of
Ukraine, the personality components of entrepreneurial potential are as follows: orientation to
entrepreneurial activity, certain intellectual, emotional and volitional, communicative, business
qualities as well as internality. Hospitality as a personality component of entrepreneurial
potential represents a characteristic feature of a successful entrepreneur in the service sector of
Ukraine. A comparative analysis of entrepreneurial and managerial potentials’ components
revealed a need for developing business as well as emotional and volitional qualities of
entrepreneurs. Development of entrepreneurs’ business qualities requires conducting behavioral
and communicative trainings and attending classes at the School of Leadership. As a coclusion,
the paper clearly defines hospitality as a personality component of entrepreneurial potential for
successful performance in the service sector. Such knowledge will assist in developing the
Ukrainian tourism industry in line with the global trends, given the national and mental features
of the hospitality of Ukrainians.

Keywords: hospitality, personal resource, entrepreneurial potential, tourism industry, experience

economy

JEL Classification: L29, L83, M14, 015

INTRODUCTION

Implementation of modern tourism policy requires solving multiple problems, in particular

renewal of the tourism infrastructure in accordance with the international hospitality standards,
introduction of innovative technologies for recreation and tourism management, consideration of
the unique national anthropogenic resource, updating of the legal framework in compliance with the
market economy requirements, expansion of the tourist and recreational range of services and
improvement of the additional services quality, promotion of the entrepreneurial potential
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development of the Ukrainian tourism industry. Innovative development of the tourism sector in the
region is impossible without highly educated staff capable of generating innovative ideas and
implementing them into practice. Creation of the conditions for understanding and forming the
constituents of tourist staff entrepreneurial potential represents an innovative approach to solving
the problem of hospitality development in the tourism industry in each region of Ukraine.

LITERATURE REVIEW

The problem of hospitality in tourism is actively developed in foreign and domestic studies,
most of which are aimed at researching the totality of various components of the phenomenon.

The issue of staffing of innovative activities, namely “innovative quality” of human resources
was investigated by L. Semiv, R. Semiv, S. Shults (2009). The importance of innovative culture
formation for the regional space innovative development was the focus of V. Tokareva’s research
(2005). The studies conducted by domestic scholars, namely N. Bielska, O. Liubchuk, S.
Povazhnyi, V. Tsap (2007), were dedicated to the strategic principles for entrepreneurship
development in Ukraine based on revealing and developing entrepreneurial potential. The analysis
of the problem of management resource as an entrepreneurial one in the context of strategic public
administration (in particular, internality) was conducted in the works by O. Vikhanskyi (2002). 1.
Ansoff researched the issue in terms of management formation of an entrepreneurial type, strategy
of social responsibility, managerial potential (1989), N. Martynenko — in the context of
management and entrepreneurship (2007).

Consequently, the need for fundamental rethinking of the hospitality component as a constituent
of the modern entrepreneur’s personal resource in tourism industry actualizes the research topic.

PAPER OBJECTIVE

The present paper is aimed at elucidating the components of entrepreneurial potential for
tourism industry as a sector of experience economy and considering hospitality as a constituent of
the modern entrepreneur’s personal resource.

RESULT AND DISCUSSION

According to the 2015 data of the World Travel and Tourism Council, tourism contributed USD
7.2 trillion to the world economy, which accounts for 9.8% of the global GDP. The tourism sector
employs approximately 284 million people (each 11th workplace) (Ryabova, 2016). The dynamics
of tourism development maintained a growth trend even in times of the global economic recessions;
therefore, its role in the modern post-industrial society is constantly increasing. At the same time,
the state of national tourism can be referred to as a major indicator of the population’s standard of
living (Morozov, 2014). A main service for those traveling extensively is provision of different
types of accommodation to stay and rest (hotels, hostels, boarding houses, etc.). Modern economic
conditions of the global hospitality sector are characterized by increased competition, which in turn
is stipulated by an extensive introduction of innovative technologies into business strategies of
tourism and hospitality companies (Dedok, 2016).

Establishment and development of post-industrial society is characterized by emergence of a
new type of production, where the person is a “carrier of universal productive forces”, by a constant
transition from a goods economy through a money economy to an economy of human capabilities,
“human capital” as a set of professional skills, knowledge and talents of individuals, since success
of production activities will depend on people whose training can be long and costly. All these have
resulted in the trend towards mass higher education, which is becoming typical of the developed
countries.
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In conditions of post-industrial development of the advanced countries, innovative human,
entrepreneurial, managerial and personality resources represent main strategic resources. For these
resources to exert a major influence on a country’s socio-economic development, the changes in the
system of training for a new generation of entrepreneurs should be made, especially in tourism
industry as a leading economy sector.

Entrepreneurial potential is understood as a set of personality characteristics which determine
business success. The structural components of the person’s entrepreneurial potential include
professional orientation, intellectual qualities (nonverbal and verbal); emotional and volitional
qualities (psycho-emotional tone and volitional perseverance); communicative qualities (sociability,
organizational and leadership potential, flexibility); business qualities; internality. Independence,
enterprise as an innovative potential and enterprise as practical implementation are considered to be
an entreprencur’s business qualities (Povazhniy and Lyubchuk, 2007). The development level and
qualitative manifestation of the above stated components are indicators of their development.

We believe that in the context of increased competition in the tourism sector, researches
involving analysis and systematization of unique tourist resources of each region and the country as
a whole with the view of planning the development of tourist centers for domestic and international
tourism are promissory. Hospitality is one of these promissory resources.

Different theoretical approaches provide different interpretations of the hospitality essence. In
particular, in the study by A. Martiienko and O. Dyshkantiuk (2017) it is considered as an economic
category. The authors pointed out that in many scientific papers hospitality is interpreted as a
quality of communication and experience in the process of meeting various needs in society, an
ethical norm of interpersonal communication between people. Meanwhile, in business it is
interpreted as a manifestation of technologies for thoughtful guest service, ability to understand
customer needs and meet them, which has resulted in development of hospitality industry. Positive
experience of the services obtained raise the mood, create a certain cultural, moral and ethical
climate in society, which promotes the living standard. This service should have a material support
in the form of special facilities, which helps to improve the population’s living standard through
provision of hospitality services.

Entrepreneurs are considered apart of logistics links, which provide positive experiences of the
entire hospitality and synergetic effect within its diverse areas and components that form this
concept. That is, hospitality industry includes various sectors of economy, including service sector.

Hospitality industry combines tourism, hotel and restaurant business, catering, recreation and
entertainment, organization of conferences and meetings (Walker, 1999).

The hypothesis of this study lies in the assumption that hospitality is a necessary personality
component of entrepreneurial potential for the tourism industry in Ukraine in conditions of the
transition to an experience economy.

Therefore, we believe that according to the global trends in the development of tourism industry
as a sector of an experience economy, the personal resource of tourist staff’s entrepreneurial
potential should include entrepreneurial orientation, which not only involves personal needs,
incentives, interests, values, ideals but also “professional” motivational foundations, in particular
hospitality motivation with consideration of uniqueness and inimitableness of the national, mental
component of the region or country as a whole. Thus, a peculiar feature of the Ukrainian mentality
is hospitality, which is reflected in the mode of life, life conditions, worldview, folk arts, traditions,
customs and beliefs.

The main characteristics of the entrepreneur's intelligence include knowledge of vocabulary, an
ability to identify analogies and establish logical connections, combine knowledge from different
areas, flexibility and switching speed, capability of finding the most accurate solution among the
approximate ones, intelligence, pace and performance of mathematical (as well as financial and
economic) analysis, aptitude for practical thinking.
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The entrepreneur’s organizational and leadership potential is viewed as a set of personal
faculties and qualities: confidence, dominance, a desire and ability to lead a team in order to solve
the problems faced by them, to organize joint activities; willingness to take personal responsibility
for the results of team performance; a desire to gain credibility and status growth. Independence as
a business quality of the entrepreneur is considered as a desire and ability to act in an autonomous
mode, focus on his own vision, non-suggestibility, independence in forming his own opinion,
decisions and strategies as well as life or professional concepts.

Enterprise as an innovative potential involves the following components: innovation; an ability
to generate or select new ideas, approaches and projects, identify promissory investment areas;
critical attitude to clichés and stereotypes, conceptuality in approaches and a desire for maximum
awareness in business; initiative, inclination for reform and experimentation; tolerance for
uncertainty. Enterprise as practical implementation includes the following: vigor, determination,
activity; an ability to implement ideas and projects; realism and practicality in setting goals and
determining the means to achieve them; pragmatic orientation of experiments and initiatives, their
“associating” with solution of the current and future economic issues; tolerance for counteraction,
competitiveness.

Psycho-emotional tone is manifested through emotional stability and overall balance; self-
confidence and positive self-esteem; optimism, a lack of fear of failure; stress resistance in
complicated situations, an ability to withstand a significant neuropsychiatric stress; an ability to
make responsible decisions under a lack of time and information or those associated with risk.
Commitment, an ability to systematically implement the planned strategies in spite of difficulties
and obstacles, volitional inclinations, resistance to external influence are referred to as the
components of the entrepreneur’s volitional perseverance.

Manifestation of peculiar features of the formation level of entrepreneurial potential components
was elucidated based on the technique of “Investigation of the person’s entrepreneurial potential”,
which is a standardized study of the manifestation level of the customer's orientation to business. A
comparative analysis of the entrepreneurial and managerial potential components showed that
training of entrepreneurs should focus on formation of the entreprencur’s business as well as
emotional and volitional qualities. According to the study results, 65% of the respondents have
medium and low levels of the psycho-emotional tone development, which is manifested in the
behavior as unbalanced state, emotional instability, and inability to withstand a significant neuro-
mental stress in non-standard, stressful situations.

It was found that 50% of the respondents have medium and low levels of independence
development; 45% of the respondents have an average level of enterprise as an innovative potential;
36% of the respondents possess a sufficient level of communication skills; 52% of the respondents
— a sufficient level of the organizational and leadership qualities development. Consequently, in
order to develop the entrepreneur’s business qualities, 50% of the respondents should take special
behavioral trainings for these qualities development; 54% of the respondents need communicative
trainings; 52% of the respondents — classes at the School of Leadership.

The monitoring of entrepreneurial potential for the tourism sector enabled identifying three
groups of respondents based on the data obtained, depending on the level of development of the
qualities necessary for business success. Thus, the first group of respondents is defined as “ready
for entrepreneurial activity in terms of personality” — they are characterized by sufficiently high
levels of professional orientation to entrepreneurial activity and other necessary components of
entrepreneurial potential; the second group is referred to as “potentially ready to start their own
business” — they are characterized by fairly high levels of professional orientation to
entrepreneurship, but low and average levels of development of communication, business and other
components of entrepreneurial potential (various subgroups by the quantitative and qualitative
characteristics of the necessary components formation); the third group is the “unwilling” ones,
whose motivational professional orientation is within the limits of becoming a professional in
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tourism industry, or who have insufficient formation levels of the entrepreneurial potential
components, in particular intellectual abilities, etc.

CONCLUSION

The innovative development of the tourism industry in the region is impossible without highly
educated staff capable of generating innovative ideas and implementing them into activities of
travel and recreation companies. In modern conditions of the market economy development, the
success of entrepreneurial activity depends on many factors, among which a major one is its
personality component.

The study proved that the level of personal entrepreneurial potential may be different, which
will reduce or hinder the achievement of success in tourism business. In addition, the development
of the personal resource of tourist staff’s entrepreneurial potential should include entrepreneurial
orientation, which involves knowledge, understanding and mastery of hospitality techniques,
methods, and technologies with consideration of uniqueness and inimitableness of the national,
mental component of the region or country as a whole.

Currently, the regional higher education system is faced with the problem of training and
developing such a professional and entrepreneurial potential of the personnel for tourism industry,
which will become a determining factor in the innovative regional development based on creation
of the conditions for the development of its personality component, given the global trends in the
development of tourism industry as a sector of experience economy and national, mental uniqueness
of anthropogenic tourism resources of a particular region and the entire country.
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0 NPOBJIEMU PO3BUTKY 'OCTUHHOCTI SAK (-,“KJIAI[OBOi. )
NIAINPUEMHULBKOI'O HIOTEHUIAJY JJA TYPUCTUYHOI IHAYCTPII YKPAIHHU

JIIOBYYK OJIbI'A KOCTAHTHUHIBHA, ooxkmop nayk 3 oepoicasnozo ynpasninns, npogecop,
3asioyeau xagheopu mypusmy, /[BH3 «llpuazoscokuii Oeporcagnuti mexnHiyvHuil yHigepcumemy, M.
Mapiynons.

APYEHKO IOJIISA BITAJIIBHA, xanouoam icmopuunux nayk, ooyenm, Ooyenm Kagpeopu
mypusmy, AIBH3 «Ilpuazoscvruii deparcasHutl mexHivHuli yHieepcumemy», M. Mapiynono.

AKTyalbHICTh JIOCHIJI)KYBaHOT TE€MH 3YMOBJIEHA CTAHOBJIEHHSM TYPUCTHYHOI I1HAYCTpii SK
MPOBITHOTO CEKTOPY EKOHOMIKM OaratboX KpaiH cBiTY. BigmoBiHO J0 CBITOBUX TEHJIEHIIN
CydacHa €KOHOMIKa CTa€ E€KOHOMIKOI «BpaX€Hb». 3MIHHM B MOTpebdax Cy4acHHX CIOXKHUBadiB
TYPUCTUYHMX IOCIYr OOYMOBIIOIOTH BUMOIHM A0 MiJNPUEMHHUIBKOIO MOTEHIIANy B TYPUCTUYHIN
cdepi. MeToro 1aHOTO JOCTIIKEHHS € 3’SICYBaHHS CKJIAIOBUX MiJMPUEMHUIIBKOTO TMOTEHIIATY Ta
PO3IIISIT  «TOCTUHHOCTI» K CKJIAZIOBOI OCOOMCTICHOIO pPECypcy CydacHOTrO —MiANpUEMIIS
TypucTu4HOi 1HIycTpii. IlpenMerom HaAyKOBOro MOCHIIPKEHHS € «TOCTHUHHICTBY» $K CKJIaJ0Ba
O0COOUCTICHOTO pecypcy Cy4acHUX MIANPUEMIIB TYpHUCTUYHOI 1HIycTpii YKpaiHM B yMoOBax
MepPeXoy 10 EKOHOMIKH «BPaKEHb». {151 JOCATHEHHS TOCTABJICHOI METH OyJIM BUKOPUCTAHI Taki
METO/M, SIK: METOJI TEOPETUYHOTO aHaJli3y, METOJ MOPIBHSIBHOTO aHalli3y, JIarHOCTUYHUN METO/,
30KpeMa MeTOoAuKa «J{OCHDKeHHsT MANPUEMHUIIBKOTO TOTEHIIaly OCOOUCTOCTI», KIIBKICHI
METOAM OOpOOKM JaHMX, SKICHUH aHali3 OTPUMAaHUX pPE3YJIbTaTiB. limoTe3or0 maHoro
JOCIIJDKEHHSI € TIPUITYIIEHHS, M0 «TOCTUHHICTBY» € HEOOXITHOK OCOOHMCTICHOI CKJIAJ0BOIO
HiANPUEMHUIIBKOTO TMOTEHLIANy Ui TYPUCTMYHOI 1HAYCTpii YKpaiHM B yMOBax IHepexoay a0
€KOHOMIKH «BpaX€HHs». Pe3ynpTath Ta BHCHOBKM. Ha OCHOBI MigXomy, MO PO3POOJISIBCS B
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Iacruryri mncuxomorii imeHi [.C.Koctioka HAIIH Vkpaian, 0COOHCTICHUMHU CKJIaJOBUMHU
MIIMPUEMHUIIBKOTO MMOTEHIIaly ~ KOHCTATOBaHI Taki: CIPSMOBAHICTh Ha MiJNPUEMHHUIIBKY
JiSUTBHICTh, TICBHI IHTENEKTyallbHI, €MOI[IHHO-BOIbOBI, KOMYHIKaTHBHI Ta JUIOBI SIKOCTI,
IHTepHANBHICTh. OCOONMBICTIO YCIIIHOTO CYYacHOTO MiAmpHeMI cdepu oOCTyroByBaHHS B
VYKpaiHi € «rOCTUHHICTB)» SIK OCOOMCTICHA CKJIaJI0Ba MiANPUEMHHUIIBKOTO MoTeHuiany. [IpoBenennii
MOPIBHSAJBHUNA aHAMI3 CKJIAJOBUX MIJMPUEMHHUIIKOTO Ta YIPABIIHCHKOTO TOTEHIIIANIB BUSBHB
HEOOXIJHICTh PO3BUTKY IUIOBHUX Ta €MOLIHHO-BOJILOBHX SIKOCTEH mignpuemuiB. [yis po3BUTKY
JJIOBUX SIKOCTEH MIAMPHEMIIB HEOOXITHUM € TMPOBEJACHHS ITOBEIIHKOBUX Ta KOMYHIKAaTHUBHHUX
TpeHiHriB, 3aHATTs B «llKkomni migepcTBa». HaykoBa 3HauymiicTs poOOTH MOJSTAaE B aKIEHTYBaHHI
yBaru Ha «TOCTHHHOCTI» SK OCOOMCTICHOI CKJIQJIOBOi MiANPHEMHUIIBKOTO TOTCHIIANY JUIs
JOCATHEHHS ycmixy B cdepi obcmyroByBanHs. [IpakTUdHe 3HAYEHHs MOJSITa€ B HEOOXITHOCTI
BpaxyBaHHs HalliOHAJILHUX, MEHTAIBHUX OCOOJMBOCTEH «TOCTHHHOCTI» YKpAiHIIIB JJISI PO3BUTKY
TYPUCTUYHOI 1HAYCTPii BIAMOBIIHO IO CBITOBUX TEHACHIIH.

KirouoBi ci10Ba: TOCTHMHHICTB, OCOOWCTICHMHA pecypc, MiANPUEMHUIBKUN TTOTEHITIAM,
TYPUCTUYHA IHAYCTPisl, ECKOHOMIKA «BPAKECHBY.

K ITIPOBJIEME PA3ZBUTUSA TOCTEIITPUMMCTBA KAK COCTABJIS[IOI.[[]%I‘/JI
HPEAINNPUHUMATEJIBCKOI'O IOTEHHHUAJIA JJA TYPUCTUYECKOU
NHAYCTPUU YKPAUHBI

JIOBYYK OJIbI'A KOHCTAHTUHOBHA, ooxmop nayk no 2ocyoapcmeenHomy YnpasieHuro,
npogeccop, 3asedyiowuti xageopou mypusma, [ABH3 «llpuasosckuii 2ocyoapcmeenHulil
mexHu4eckuu ynusepcumemy, 2. Mapuynons.

APYEHKO KOJIUA BUTAJIBEBHA, xawouoam ucmopuueckux Hayk, ooyenwm, OoyeHm
kagheopvr mypusma, [{BH3 «llpuazoeckuti 2ocyoapcmeenHvlli mexHUYeCcKull YHUBepCumenty, 2.
Mapuynono.

AKTyanbHOCTb HCCIIEAYEeMOM TeMbl OOYCIOBJIEHAa CTAaHOBJIECHHEM TYPUCTHYECKOM HHAYCTPHH
KaK BeIYyILEro CEeKTopa SKOHOMHKM MHOTMX CTpaH MHpa. B CcOOTBETCTBUHM C MHUPOBBIMU
TEHJCHIMSIMH COBPEMEHHAsl DKOHOMHUKA CTAaHOBHUTCS SKOHOMMKOW «BIEeYaTIeHMID». VI3MEHEeHUs B
MOTPEOHOCTAX COBPEMEHHBIX MOTPEOUTENECH TYpPUCTUUECKUX YCIYr 00YCIOBINMBAIOT TPeOOBAaHUS K
NpeANpPUHIMATENbCKOMY MOTEHLMANy B TypucTHuUeckoi cdepe. Llenbio maHHOro HcciaenoBaHUs
SBJIIETCS BBIICHEHUE COCTABIIAIOIIMX MPEINPUHUMATEIbCKOIO IOTEHIMAla W PacCMOTPEHHE
«TOCTENPUUMCTBA» KaK COCTAaBJISIOIIEH JMYHOCTHOTO PECYpca COBPEMEHHOIO IMPEANPUHUMATENSA
TypucTUdeckod MHAYycTpuu. lIpenmeTroM HaydHOro HMCClI€JOBaHMS SBISETCS «TOCTEIPUUMCTBO»
KAaK COCTaBJAIOLIAs JMYHOCTHOIO pecypca COBPEMEHHBIX MpPEANPHUHUMATENEH TYpPUCTUYECKOU
UHAYCTpUU YKpauHbl B YCIOBUSX IE€peXo/Ja K SKOHOMUKE «BIeuyaTIeHU». Jlisg mocTHkeHus
MIOCTaBJIEHHOW 1€/ ObUTM MCIIOJB30BaHbl TaKME METO/bl, KaK: METOJl TEOPEeTHUECKOro aHallu3a,
METO/]I CPAaBHUTEIHLHOTO aHAJIN3a, IMarHOCTUYECKUI METO, B YaCTHOCTH MeTonuKa «lccrnenoBanue
NPEANPUHUMATENBCKOTO MOTEHIMANA JIUYHOCTHY», KOJIWYECTBEHHBIE METO/bl 00pabOTKH JaHHBIX,
KAueCTBEHHBI aHaIU3 MOJYYEHHBIX Pe3yJabTaToB. [ MIOTE30M JAHHOTrO HCCIENOBAaHUS SIBIISETCS
MPEINOI0KEHNEe, YTO «TOCTEIIPUUMCTBO» SIBIISIETCS HEOOXOAMMOW JIMYHOCTHOW COCTaBISIOIIEH
MpeNNPUHUMATEIbCKOTO TOTEHIMAaNa s TYPUCTUYECKOW HWHAYCTPUU YKpauHbl B YCIOBHUAX
Iepexosia K SKOHOMHUKE «BIEYATIEHUI». Pe3ynbrarel u BbIBoAbl. Ha ocHOBE moaxozna, KOTOpBIH
paspabateiBasics B WMHctutryTe mcuxonorun umeHu Koctioka AIIH VYkpawHbl, JTUYHOCTHBIMH
COCTaBJISIOLUIMMU NPEAIPUHUMATENIBCKOTO TOTEHIINAANA SIBJISIFOTCS CIEAYIONME: HAIIPAaBIEHHOCTD Ha
MPEeNNPUHUMATEIbCKYIO  JESTeNbHOCTh, ONPEICIEHHbIE WMHTEUIEKTYallbHbIE, 3MOIMOHAIBHO-
BOJIEBbIe, KOMMYHUKATHBHbBIE M JIEJOBbIE KauecTBa, HHTEPHAIBHOCTh. OCOOCHHOCTHIO YCIIEUIHOTO
COBPEMEHHOT0 IMpeArnpuHUMaress cgepbl 00CTyKUBaHUs B YKpauHe SIBISIETCS «TOCTEIPUUMCTBO»
KaK JIMYHOCTHAs  COCTABJIAIOINAs  INPEANPUHUMATENBCKOrO  noTeHuuana. lIpoBeneHHbIN
CPaBHMUTEJbHBIA  aHAIU3  COCTABISIIOIIMX  MPEANPUHUMATENHCKOIO U YIPaBJIEHYECKOTO
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MOTEHIMAJIOB BBIABUI HEOOXOJUMOCTh DPA3BUTHS JEIOBBIX M HMOIMOHAIBHO-BOJIEBBIX Ka4yeCTB
npennpuHumareneii. g  pa3BUTHS  JENOBBIX KadecTB MpeANpUHUMATENel HEeoO0XOoAUMO
IIPOBEJICHUE TOBEJEHYECKMX U KOMMYHMKATHUBHBIX TPEHUHIOB, 3aHsTHUs B «lllkone nmaepcrBay.
Hayunast 3HauuMOCTh pabOThI 3aKIIOYAETCSl B AKIIEHTUPOBAHUM BHUMAHUS HA «TOCTEIIPUUMCTBE
KaK JINYHOCTHOM COCTaBJISIOIIEH MPEeANPUHUMATEIBCKOTO MOTEHIMANA Ul JTOCTUKEHUS ycliexa B
cdepe obcayxuBanus. [IpakTuueckoe 3HaUEHUE COCTOUT B HEOOXOAMMOCTH Y4eTa HAl[MOHAJIbHBIX
U MEHTAJIBHBIX OCOOCHHOCTEH «TOCTEPUMMCTBA» YKPAWHIIEB /IS Pa3BUTUS TYPUCTHUYECKOU
UHIYCTPUU B COOTBETCTBUU C MUPOBBIMU TEHACHLIUSIMHU.

KiroueBble cjI0Ba: TOCTENPUMMCTBO, JIMYHOCTHBIM — pecypc, MpEeANpPUHUMATENIbCKUM
MOTEHIIUaJ, TYPUCTUYECKAsi MHIYCTPUS, SKOHOMHUKA «BIICYATICHUN.

112



EslekTpoHHe HayKoBe ¢paxoBe BUJIAHHS

BkawueHe do [lepeniky Haykosux paxosux sudaHb YKkpaiHu (kamezopis «B»),
gidnogioHo do Haka3zy MOH Ykpainu N¢ 32 eid 15.01.2018

PekomeHdosaHo 0o nowupeHHs yepes mepedicy InmepHem BueHorw padoro 3HY
IIporokou Ne 10 Bix 14. 06. 2019 p.

MEHEJKMEHT TA HNIAIIPUEMHUITBO:
TPEHAU PO3BUTKY

BUIIYCK 2 (08) 2019

© . :
30bpadcicenns 0OKIAOUHKU — BUKOPUCMOBYEMbCA pedarkyiclo Ha OCHOB8I npasd
81aACHOCMI Ma 3axuujerne adgmopcbKuM npagom

Juzauin ma maxemysanHs po3pobaeni Ha niampopmi epagiunoco  Ou3aAUHy
inghoepachixu Canva: https://www.canva.com/

Bepcmka i mMakemyeaHHA: Onuwenko 0.A.
Jluzatin 06KAa0uHKU: Byxapina JI.M., Onuienko O.A.

3aCHOBHUK BUJIAHHS:
3anopi3bKUW HalliOHAJIbHUU YHIBEPCUTET
Agnpeca pepakuii: 69063, M. 3anopixokd, ByJl. JKyKoBcbKoOro, 55a, k. 415
Tenedon: (061)289-41-15
O¢iuiHuM caT BUJAHHA: www.management-journal.org.ua
EnekTpoHHa agpeca: znu@management-journal.org.ua


https://doi.org/10.26661/2522-1566/2019-2/08-09
https://www.canva.com/
http://www.management-journal.org.ua/
mailto:znu@management-journal.org.ua

