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THEORETICAL APPROACHES TO ASSESS THE IMPACT
OF NON-PRICE METHODS ON COMPETITION

The research of non-price competition reveals multidimensional approaches and the existence of differences
between them. The evolution of views of various schools and directions representatives on non-price methods are the
result of market relations, because at every historical stage of development of the market economy with the development
of the productive forces and the increasing complexity of the relationship between market players, expanded the content
of non-price competition, there were new forms and methods of competitive struggle. In order to justification of the
impact of non-price of methods of competition in the functioning of modern industrial markets, we explore the
mechanism of its effect on the most common to use method - advertising.
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Introduction. Over the past decade under the
influence of globalization processes the nature of
economic competition in key sectors of developed
economies has changed significantly. In the process
of competition, new phenomena are emerging: the
boundaries of the market are expanding, resulting
the increasing level of competition, and the entrance
to the international and domestic markets is
facilitated; life cycle of product is reducing due to
the continuous development of new products or
modification of existing products. This serves as an
additional factor of increasing competition and the
level of product differentiation on industry markets.

This paper examines the impact of non-price
methods of competition on market sructure because
we want to find out how non-price competition
influences functioning of modern industrial markets.
We show the evolution of views of various schools
and directions representatives on non-price methods
in order understand that non-price competition
may/or may not reflect on market structure,
monopoly power and demand elasticity.

The development of information technologies,
formation of the Internet-dependent markets,
expansion of markets for goods entails the expansion
of means of competition. If for the competition of
late twentieth century it was possible to compete on
price, product quality or some other parameter, the
modern firms have to compete on all parameters
simultaneously expanding the forms and methods of

predominantly  non-price  competition. = The
commodity differentiation is deepening. The
importance of advertising as a means of

differentiation is is growing, as well as an
independent factor of non-price competition.

Thus, under the influence of globalization of
economic relations competition acquires new
features, therefore reasonably arises interest in the
theoretical and methodological regulations and
scientific ideas, to determine the problems and
patterns of competition in the economy, which
achieves high results of social production. It is
generally accepted that competition is an essential
characteristic of the market, efficiency of which

depends on its activity and conditions of
manifestation in  different  markets. Most
fundamental competition problems, which are

considered by scientists, concern the content of
competition, monopoly and competition
relationship, the evolution of competition, price and
non-price methods of its expression.

Historical development defined the evolution of
forms and methods of competition and competition
relationship. Monopolization, the same as
competition, emerged in the process of evolution of
economic systems. But evolution does not create
only negative or positive forms. In the process of
evolution new forms that are viable in this particular
economic conditions and globalization of economic
relations are emerging, and the transition to post-
industrial economy and the development of
innovative market creates new conditions and
incentives to activities of economic agents. There
are structural changes in markets, competition
intensifies and takes global, with increasingly
growing role of non-price methods of competition.
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In this regard, the effectiveness of many "classical"
methods and tools exposed to competition scientific
criticism requirements of the modern world in which
price methods are side-lined.  Knowledge
management techniques become widespread, that
allows workers to activate their potential to address
key challenges of the company. This entails active,
broad discussions among researchers in the field of
competitive processes in product markets and among
economic theorists to develop -classification of
methods of non-price competition.

The active use of non-price methods of
competition is typical for of a number of modern
industrial markets. Under the influence of market
relations, especially in the context of globalization,
their number is increasing, and the impact on the
economic and social processes is growing. The use
of non-price methods - such as commodity
differentiation,  improving the quality of
manufactured goods, improve pre- and after-sales
services, using advertising and other means to
inform and persuade consumers of different methods
of obtaining market power - requires their theoretical
justification addition of new research methods which
are being formed by globalization of markets.

Thus, the study of non-price methods,
mechanisms of their impact on market competition,
opportunities and consequences of their use and the
need for regulation in the current market conditions
becomes essential. In this paper, I want to describe
and analyse the evolution of theoretical approaches
of non-price methods of competition in order to
identify the development of its content, and types
and the need and possibility of state regulation.

Methodology. This paper uses both general
scientific and special methods of research of non-
price methods of competition. Methods of scientific
abstraction, analysis and synthesis, induction and
deduction, historical and logical unity were used to
highlight the evolution of the theory of competition,
to determine the nature and classification of non-
price competition, to explain nature and the
components of the mechanism of regulation of
competitive relations. System-structural analysis was
used in the process of disclosure of the essence and
specificity of the functioning of modern industrial

markets, trends and contradictions in their
development; Table, statistical and graphical
methods allowed to process and generalize

theoretical data, to investigate the dependence of the
development of theories dealing non-price
competition and and processes of modern global
competition. The informational base of research are
scientific publications of Ukrainian and foreign
economists on the problems of functioning and
regulation of the industrial markets of the last
century.

Definition of non-price competition. In the
theory of industrial markets non-price competition
methods studied in the context of different
theoretical concepts, theories and paradigms in
which they were considered as determinants of
effect on the competitive landscape.

Tables 1-2 present the main features and aspects
of the study of non-price competition within the
primary schools and directions of economic thought.

In 40-70 years of the twentieth century, as
already noted, two approaches to the analysis of
sectoral markets within the two schools, Harvard
and Chicago, were formed. Representatives of the
Harvard School formed the methodological
approach that was called “systems approach”.
Mason (1956), Bain (1951), and Scherer (1990) and
their followers were of the view of the existence of a
direct relationship between the structure of the
market behavior of firms in the market and
performance of the market functioning.

According to their paradigm, performance of
individual industries depends on the behavior of
buyers and sellers in the following areas: the
agreement between the companies, food and
advertising strategy, spending on research and
development, investment in equipment, market
power is influenced by non-price methods.

On the basis of paradigm of the Harvard School
of Porter (1986) offered a theory of the system of
five competitive forces, consisting of the following
elements: barriers of entry of new firms; the threat of
substitutes; the ability to trade suppliers of
components; the ability of buyers to bargain;
intensity of competition of existing firms. Porter
(1986) points to the existence of barriers to progress
in areas such as economies of scale, product
differentiation, the need for large investments,
access to distribution channels and so on.

The paradigm of Harvard School was criticized
by representatives of the Chicago school - Stigler
(1996), Demzets (1996) and others. The main
differences in the approaches of these schools was
related to the problems of feasibility and limits of
state influence on the functioning of the market,
causes of monopoly power and the need for its
regulation.

The representative of the Austrian school
Schumpeter (1934) studied the competition in terms
of fighting the old with the new. He believed that
innovations define the ability to change not only
production  technology, but also economic
environment, influencing on the interaction of
producers, demand structure, terms of pricing and
costs. In “The Theory of Economic Development”
Schumpeter (1934) identified five principles of
opening new opportunities of production and non-
production origin: production of new goods, using a
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new method of production, access to new markets; a
new source of raw materials; reorganization of
production.

Theory of International economics, described by
P. Krugman, suggests that globalization will benefit
from almost all of its members - due to lower
average production costs and the emergence of large
assortment of products on the market. However, in
this theory, firms at the market are absolutely
symmetrical, contrary to real market conditions: the
are large companies that are global and the
entrepreneurs that sell at the bus station. In addition,
under globalization, small firms are becoming
smaller, and large - go to the export markets. Thus,
the model with symmetric firms of Krugman (1980)
does not describe the actual market conditions,
because there is a new theory that describes a market
where there are large and small firms - new theory
of international economics, proposed by Melitz
(2003). "Without rapid adaptation to market survival
of modern companies in a global economy is
inefficient and impossible - claim leading scientists
of the world Schwaab (2016) and Makafee (2016),
in fact “during the next industrial revolution we
expect drastic changes in the production and

interaction of human and technology” [Schwaab,
2016].

In modern studies of competition, the formation
of a new economic model and marketing under the
name “sharing economy” (economy exchange or co-
ownership) is evident. In marketing, this is a sale-
lease product for a while. There is a new business
model P2P (Peer-to-peer, peer to peer), in which
buyers have more choice, more tools, more
information, more power to manage their choice,
and the more profit enterprises-tenants [Tracy,
2010]. Its appearance can mean a change of methods
of non-price competition.

The research of non-price competition revealed
multidimensional approaches and the existence of
differences between them. The evolution of views of
various schools and directions representatives on
non-price methods are the result of market relations,
because at every historical stage of development of
the market economy with the development of the
productive forces and the increasing complexity of
the relationship between market players, expanded
the content of non-price competition, there were new
forms and methods of competitive struggle.

Table 1
Study of non-price competition within the schools//theories of economic thought
Representatives Characteristic Aspects of non-price competition
Schools
_ Mason (1956), The performanc_e of individual 1ndustr1es_ depends
3 . . N on the behavior of buyers and sellers in the
3 Bain (1951), Analysis of paradigm “structure — .
<= » following areas: the agreement between the
B} Scherer (1990), conduct — perfomance”; ; ..
. e companies, food and advertising strategy,
2 Chamberlin (1933) Identifying causes of market power, .
IS . . spending on research and development,
z Robinson (1933) possible consequences and need for state . ) .
5 regulation investment in equipment. .
ey Market power is influenced by non-price
methods.
Denying the existence of monopoly
§ power in the market as a long-term
5 phenomenon; Formation of the market power of firms that
% Stigler (1996), Application in the analysis model of require government regulation is possible only
2P Demsetz (1996), perfect competition as such, approaching | through collusion, all other methods of achieving
-f_g) the establishment of market practices for this position in the market to be successful.
© determining the appropriateness of
regulation.
The study of competition in terms of Distinguishing five principles of opening new
Schumpeter (1934), . . o . .
£ _ Mises (1912) fighting the old with the new. opportunities for production and non-production
g 8 Machlup (193 1’) Recognition that market leaders have origin: production of new goods, using a new
4% Z‘; Ha ekp(l 931) ’ monopoly power. method of production, access to new markets; a
Kirﬁner (1997’) Innovations generate a situation of new source of raw materials; reorganization of
monopolistic competition. production.
Organization of industries depends on the Determining the size of the firm, contractual
= Coase (1937), . . .
£.8 Williamson (1966) ratio between the cost of market relations, mergers and acquisitions, exchange
2 g Gabszewicz (197 9’) transactions that already exist, and the units of companies, transition to new forms of
§ g Thisse (1979) ’ cost of organizing the same operations activity and the emergence of new firms as the
= 8 within the company that can perform the main directions in the study of the theory of
same task more efficiently. industrial markets.

*Source: Sobolieva (2016)
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Table 2
| Representatives Characteristic Aspects of non-price competition
Theories

Taking into account the strategic decisions that
Q o P Cournot (1838), firm take relatively to pricing, market entry, Identification of competition not only by price
§° -§ g Bernand (1883), etc., as they an impact on all other parameters but also by investing in research and
g % _§o Neumann (1947), of functioning of the market for the purpose of | development (innovations) in order to improve
57 | Morgenstern (1947) | understanding the organization of the firm and product quality or reduce production costs.
the industry market need.
Investigation of firm on the basis of contract
k) Igsaslft(llg‘)?j)y theory; Tghe concept of transaction costs related
%’ g Willi;ﬁl so(n a 92,6) to the contract, the cost of collecting and Determining the importance of differentiating
§ L‘f) Hey (1999) > | processing information, negotiate, counter and firms by size and diversification of large
2 = Morris (1 999’) so on; Determining the effects of mergers and companies segmentation.
= acquisitions; Analyzing the behavior of
oligopolistic firms.
For successful competitive struggle the
© Investigation of competition factors to company must generate competitive strategy,
0= 3 M. P determine by its position in the sector of the which aims to provide competitive advantage
> 8 8 . Porter (1986) . . . n . .
= &5 market where it can the best way protect itself through identifying their competitive
g hal from the effects of competitive conditions or try advantages, such as patents, differentiation
© to influence these forces in their own interests. through unique products, the company's
reputation and close relations.
° Baumol & Market power does not guarantee a monopoly
g 2 Panzar & An approach based on market availability, position.
8 'sé Willig (1982), providing totally free access to the market and Determination of price entry barriers as part of
§ g Bailey (1984), absolutely free output. the market structure.
2 g 5 Investigating the association of countries that The research is based on the idea of
2 R=IR] Krugmann (1980), increase product differentiation and leads to an heterogeneity of firms, labor qualifications,
2 g § Melitz (2003) increase in their utility consumers alignment development of technological industries around
= ‘Qé o prices. the world.
g
2 Schwaab (2016), Joint” business is based on the conversion Using peer networks, based on the equality of
9] A costs in value. -
8 Rifkin (2015), Using of all opportunities to innovative all participants.
o Botsman (2015), i e d cation technologi Using the Internet and social networks are an
g Hall (2015) information and communication technologies. integral part.
<
7
*Source: Sobolieva (2016)
In these approaches, theoretical studies, Some scientists consider the main sources of the

synthesis and classification of non-price methods of
competition are not carried out. Classification
methods are not given much importance, although in
theory within industrial markets influence some
methods to monopolize the market, the formation of
market power concentration change were presented.

Discussion. With the changing characteristics of
modern market (high level of saturation of demand,
intensification of price and non-price competition,
increasing the scope and depth of coordination of
economic activities, global competition), the
research and structuring approaches of different
researchers to the definition and classification of
non-price methods of competition as practical bases
of research operation imperfect market competition
under globalization is needed.

appearance and development of non-price methods
of competition consumer requests complications due
to the increased income consumers, expansion of
markets, accelerating scientific and technological
progress. Non-price competition is also called
effective competition because it provides a relative
financial stability of the company, enables
competitors to do the appropriate steps in a
measured pace. It really requires tremendous effort
and considerable financial costs that are recovered in
case of success.

Behavior in case of non-price competition may
include:

- the creation of new services, products,
technologies, methods, services, marketing and
advertising;
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- copying with minimal cost in the shortest time
what is created by competitors;

- strengthening the position reached in the long
run by improving quality, expanding the range of
assortment, etc.

Non-price  competition  minimizes  price
competition as a factor of consumer demand,
allocating goods and services through the
promotion, packaging, delivery, service, availability
and other factors. The more unique is the offer of
products, the greater is the freedom of entrepreneurs
in setting the price of their products higher than
competing products.

Constantly  increasing  competition  and
continuous development of industry led to an active

search for new forms and methods of competition.
After analysing the existing approaches to the
classification of non-price methods of competition,
we concluded that there is no single classification of
structured and competitive actions associated with
changes in the range and characteristics of products
and increase their customer value, often described as
uniform and comprehensive in the field of non-price
methods of competition. Meanwhile, the actual
practice of modern competition demonstrates a large
arsenal of other methods of non-price competitive
actions related to various aspects of competitive
advantages. Based on the literature review, we
distinguish such directions of non-price methods
influence (Figure 1).

Differentiation

Reducing production costs

Non-price
methods

Developing company’s image

Creating barriers to entry

Unfair competition

Figure 1. Directions of non-price methods influence

*Source: compiled by authors

Actions of firms that are aimed at
differentiation include implementation of new
products as well as products that have new consumer
properties, improved quality and better design, better
packaging. Using this method of non-price
competition, firms create new “cart” or improve an
existing one. They can differentiate between groups
of clients and even create new market sectors.

The second direction action of non-price
methods influence is the impact on production costs
carried out by business entities interaction of not
only with customers but also with suppliers and
business partners. The purpose of these methods is
the use of competitive action in their interests
foreign competitive advantages and form their own
through networking with market participants,
reducing costs, network effects, economies of scale
and so on.

Methods of competition influencing the image
of the company include: covert and overt
propaganda; collecting and use of information about
competitors in their activities; resistance to similar
actions by competitors, government; methods of
managing information about yourself, your business
using tactical skills; Non-profit events with wide

public resonance; using various PR-communications
to create a favourable image.

Non-price methods that form barriers to entry
of new companies into the market and contribute to
maintaining their competitive position include a
wide range of non-price competitive action designed
to interfere.

Also, we include unfair competitive actions to
non-price methods. It is important to understand: if
market participants act in good faith, they are still
competitors that have different positions threats of
their rivals. Along with unfair competition, fair
competition can ruin weaker opponents. Experience
shows that the vast majority of cases of unfair
competition being investigated by Antimonopoly
Committees of countries on the basis of applications
of business entities. In the case of Ukraine, unlike,
for example, the United States or Canada, the
Antimonopoly Committee considered the case about
the monopoly of some entities only on facts or
analysis of how non-price methods of competition
may affect that position.

In order to justification of the impact of non-
price of methods of competition in the functioning
of modern industrial markets, from our point of
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view, it is useful to explore the mechanism of this
effect on the most common to use method -
advertising.

In a globalized modern world, the impact of
advertising on economic relations increases.
Advertising of products allows consumers to obtain
important information on product diversity and
market prices for specific goods and services, and it
also allows manufacturers and retailers to expand
product distribution channels; influences on
consumer preferences and hence on market demand,
more effectively implement competitive strategies.
Advertising as an effective method of influence on
consumer preferences, aims to increase demand for
products corresponding brand, improving the
company's reputation, growth of image, respectively,
and attract new customers for their products, create
barriers to entry into the industry and the formation
of market power.

For a long period, the impact of advertising on
the economy was discussed by many scientists, there
are many conflicting opinions, statements and
models. Most studies of advertising were carried out
in the areas of marketing, psychology, sociology and
management, and theoretical aspects of this activity
paid insufficient attention.

All theoretical studies of advertising can be
roughly grouped into two groups: 1) advertising as a
factor affecting the monopolization; 2) advertising
as a factor that promotes competition.

Anticompetitive view argues that advertising
increases product differentiation in the minds of
consumers and allows each company to gain greater
degree of monopoly power in the market, and to do
so at the expense of consumers. So, we can say that
advertising makes demand curve less elastic,
allowing the firm to appoint higher prices and earn
increased profits.

Thus, advertising reduces competition among
existing firms and industry, speaking to them as a
barrier, protecting established firms from potential
new competitors. The other, a competition point of
view considering advertising as information that
makes the demand curve of any vendor, especially
those operating in a monopolistic competition, more
elastic, and prices and profits tend to decrease.
Rising consumer awareness about the quality of
products successfully increased the number of
substitutes and making the industry more
competitive. Most of the economic literature on
advertising, has been associated with the choice
between these diametrically opposed views.

According to the first direction, advertising is
considered to be a factor that contributes to the
monopoly power of individual companies and thus
limit the development of competition and the
industry. According to a second direction,

advertising is informative role, giving consumers the
opportunity to freely choose among the many

advertised products, the formation of new
companies, the development of science and
technology and the formation of a perfect

competitive environment.

After a review of existing literature dealing with
the process of analysis of impact of advertising on
the consumer, we see that there is a reverse
influence of consumer behavior on the company's
strategy of advertising. It means that the study of
changes in demand for products based on price
changes, determine the elasticity of demand for
advertising made significant changes in the behavior
of economic agents.

Conclusions and implications. Non-price
competition - a type of competitive struggle
economic process of interconnection and interaction
between market players, whose goal is to provide the
best opportunities for promotion of products
(services),  competitive  advantages  through
enterprise development and meet the diverse needs
of customers. Non-price methods represent a system
of interrelated instruments to influence the
competitive advantages of the company. The
practice of using them shows that their direction is
always focused on achieving competitive advantages
in the markets of monopolistic competition and there
is no clear framework between these groups of
techniques - tools of one group can be used as
methods of another group. The combination of
different groups of non-price methods can have both
positive and negative result. Usage of methods for
all the groups of outlined directions is not required
for achieving goals - the most effective of them
depending on the specific functioning of the market
are selected.

Questions about the pros and cons of non-price
competition today remains open. In this study, it is
important to solve these major problems that deal
with studying the impact of competition by non-
price of methods for the competitive advantages and
profit of the company and also with identification of
new features of already known of methods and
synthesis of new methods that are influenced by
contemporary globalization of markets. The impact
of non-price methods determines the relative
advantages of small and large companies that the
benefits justification of the total size firms. Study of
firm market power depends on the use of non-price
methods and, in particular, advertising in markets
with differentiated products.

It is important to examine the specific forms and
methods of price and non-price competition and on
this basis a mechanism of regulation the
consequences of the use of such techniques, which,
on the one hand, would meet the peculiarities of a
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particular market, on the other - the current market
situation and trends of its development.

In order to justification of the impact of non-
price of methods of competition in the functioning

of modern industrial markets, from our point of
view, it is useful to explore the mechanism of this
effect on the most common to use method -
advertising,
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Anomauin
Banepiii Cobonece, Mapuna Cobonesa

TEOPETHUYHI NIAXOAU 1O OLNIHKH BIIJIMBY HEINIHOBUX METO/JIB HA KOHKYPEHIIIO

Hocnioocenns neyinosoi KOHKYypenyii nokazye 6azamogumiphi nioxoou ma iCHy8aHHs po30idicHOCHeN MidC HUMU.
Esonroyis noensidie npedcmaguKie pisHux WKin ma Hanpsamie Ha HeYiHo8i Memoou € pe3yibmamom PUHKOSUX GIOHOCUH,
OCKIIbKU HA KOJICHOMY ICMOPUYHOMY emani po36umKy PUHKOB0I eKOHOMIKU 3 pO3GUMKOM HPOOYKMUGHUX CUN A
3POCAIOUO0I0 CKAAOHICIIO B3AEMUH MIJIC VUACHUKAMU PUHKY, POSWUPUBCS 3MICM HeYiHOB0I KOHKYpeHyii, 3 Aeunucs
HOBI (hopmu ma memoou 60pomvdU 3 KOHKYpeHyicto. 3 Memoio 00IPYHMYBAHHS 6NAUBY HEYIHOBUX MEMOOI8 KOHKYDeHYI
Ha QYHKYIOHYBANHA CYUACHUX 2ATY3€8UX PUHKIE MU OOCTIONCYEMO MEXAHIZM 1020 6NAUGY Yepe3 HAUOLIbUl NOWUPEHUT
Memoo - peKAaAMY.

Tumanns npo naocu i Minycu HeyinoBoi KOHKYpeHYli Cb0200HI 3anuuaiomsbcs 8iOKpumumu. Y ybomy o0ocuiodcenti
BAJNCIUBO BUPIUUMU YI OCHOBHI NpOOAeMU, 5KI CHOCYIOMbCS 8UGUEHHS 6NJIUBY KOHKYDEHYIl HA HeyiHo8i mMemoou Ha
KOHKYPeHmHI nepesdazu ma npubymox KOMNArii, a makoxic UAGUMU HOBL 0CODIUBOCHI 8Jice BIOOMUX MeMOOI8.

Teopemuuni nioxoou 00 GU3HAHEHMSI 6NAUGY PEKIAMU AK HEYIHOB020 Memody KOHKYpeHyii Ha yHuKyionyeanHs
KOHKYPEHMHO20 Ccepedosuya 2any3i nog a3yimscsi i3 6UOLIeHHAM NePeKOHYIOUOl, IHQOPMAMUBHOT Ma CUSHATLHOL
PeKaamu, KONCHA 3 AKUX 30MUCHIOE SIK NOUMUGHUU, MAK | He2amueHull 6nau8 Ha (QYHKYioHyeanus punkig. I ono6Hi
HanpsAMu 6NIUGY peKkaamu (Ha CROJXCUBYY NOGeOiHKY, bap '€pu 6xXo0y, CMPYKMYpY 2any3i ma puHKogy 61aody, PUHKO8y
NOBEOIHKY, CIPYKIYPY PUHKY) MOXCYIb OYMU CNPAMOBAHI K HA MOHOROLI3AYII0 2any3i, max i Ha NiOCUIeHHs PUHKOBOL
KOHKYpeHyii.

Knrwouoei cnoea: konkypenyis, nHeyino8i Memoou, CmpyKmypa puHKy, MOHOROI3aYis, 6XiOHi bap ‘cpu, pekrama.

Annomauyusn
Banepuii Cobones, Mapuna Cobonesa

TEOPETUYECKHME OJXO/bI K OIIEHKE BO3IENCTBUS HEHEHOBBIX METO/IOB HA
KOHKYPEHI IO

Hccneoosanue meyeno6oll KOHKYpeHYuu NoKA3bleaem MHOSOMEPHble NOOX00bl U CYUWeCmE08aHUe PAZHOLAACUL
Medncoy Humu. D6onioyus 83214006 npedcmagumenell pAasUYHbIX WKOJL U HANPAGIEHUll HA HeyeHosvle Memoobl
ABNAMCA PE3YIbIMATNOM DOIHOYHBIX OMHOUWEHUT, NOCKONbKY HA KAHCOOM UCMOPUYECKOM SMane pa3eumus polHOYHOU
IKOHOMUKU C pa3sumuem npou3eoOUMeNbHbIX CUL U GO3PACIAIOUfell CIONCHOCMBIO 3AUMOOTMHOUEHULL MEHCOY
VUACMHUKAMU PBIHKA, PACUWUPUICA COOEPI’CAHUE HEeYEHOBOU KOHKYDEHYUU, NOABUTUCL HO8ble (DopMbl U Memoobl
60pubbL ¢ Konkypenyuell . C yeablo 060CHOBANUA GUAHUSL HEYEHOBbIX MEMO008 KOHKYPEHYUU HA QYHKYUOHUPOBAHUE
COBPEMEHHBIX OMPACTIEBbIX PHIHKOG Mbl UCCAeOYeM MEXAHUIM e20 8030elicmeus uepe3 Haubonee pacnpocmpanentblil
Memoo - peKaiamy.

Kntouesvie cnoea: KoHKypeHyus, HeyeHosble Memoobl, CMPYKMYPd DbIHKA, MOHONOAU3AYUS, 6XOOHble bapbepul,
pexnama.
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Hayxosuii sicnux Yepnigeyvkoeo ynisepcumemy. 2017. Bunyck 790 Exonomixa 11



