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The problem of finding efficient models of managing the innovation activities of urban public transport providers
is relevant in the recognition of innovation as the main principle of the strategy of economic and social development
of Ukraine. The purpose of the study is to identify the ways to improve the marketing innovation management process
of urban public transport service providers in the regional centers of Ukraine. The purpose has determined the need
to solve such problems as to identify the degree of marketing orientation of urban public transport providers of the
regional centers of Ukraine; identify problems and outline ways to improve the management of marketing activities of
subjects of the national network of the urban public transportation. In January-March 2018, the authors initiated a
study on the current state of urban public transport in regional Ukrainian cities. Following this, the requests for public
information were submitted in accordance with the Law of Ukraine “On Access to Public Information”to all city councils
of Ukraine's regions except temporarily occupied territories. The article analyses the quantitative and qualitative state
of the fleet of vehicles, the requirements and the state of their observance by carriers, the level of fares, and the state
of information provision of passengers of urban public transport in the regional cities in Ukraine. Empirical data
obtained in the course of the study confirmed the appropriateness of the development of customer orientation of urban
public transport service providers in terms of improving the quality of the fleet of vehicles (increase of the share of
ecological transport and renewal of the fleet of vehicles); strengthening the control of city councils for the quality of
services provided by carriers; intensification of cooperation of the city councils with representatives of the civil society
within the framework of the Law of Ukraine “On Access to Public Information”; increase in the number of smart stops.

Keywords: marketing, urban public transport, tariff, need, consumer, marketing innovation, market.

Problem statement in general form. Timely, complete and high-quality satisfaction of the needs of
the population in transportation is a mission of both carriers and institutions that control and regulate their
activities. The interdependence of functional activity of the subjects of the market of urban public transport
services causes the existence of the relationship between the individual stages of marketing management
of such market agents. Raiko D.V. and Lebedieva L.E. consider marketing management from the
standpoint of marketing functions as management of marketing processes in the enterprise, which are
related to market research, marketing and promotion of products and services, relate to its commodity and
pricing policy, as well as directly organizing the work of the marketing service [1].

The analysis of the scholarly papers [1-5] allowed structuring the process of managing the marketing
innovation of urban public transport service providers to the following stages:

1. Analysis of market opportunities and threat assessment, where marketing research is carried out,
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the factors of the marketing environment are assessed, the behavior of consumers is studied;

2. Definition of the target clients, forecasting of volumes of demand, positioning of goods on the
market, and market segmentation;

3. Development of the concept of marketing innovation complex in aspects of goods, prices,
distribution, promotion, process, personnel, and service delivery environment;

4. Implementation of planned marketing innovation measures and control of their effectiveness.

Recent research and publications analysis. Significant contribution to the development of
procedural, conceptual and content components of marketing of transport enterprises was made by
Redziuk E.V. (outlined the place of marketing of innovative services in the transport system of Ukraine)
[2], Driomin M.S. (explained the applied aspects of marketing in the field of transport services, for example,
railway transport) [3], Kreisman E.A. (substantiated the directions of improvement of the method of
organization of bus transportations in the cities transport system) [4], Aksenov .M. (highlighted the
organizational aspects of marketing of transport enterprises) [5], Oklander M.A. and Zharska 1.0.
(disclosed the question of the formation of the marketing system of the railway transport enterprise in
modern conditions of Ukraine) [6].

The results of the authors' research confirmed the need for attention to the issues of urban transport
on the principles of intellectual technologies in the aspect of marketing. These issues are partly addressed
in a series of projects of the Council of Europe Commission on energy efficient transport, namely: "AD
PERSONAM Direct Marketing Program"”, which lasted from 2008 to 2010, "Electric Urban Transport" (ELE.
C.TRA), which lasted for 2013-2015, "Towards the Key Challenges for Sustainable Urban Mobility
Planning (CH4LLENGE)", which lasted from 2013 until 2016.

The problem of using marketing tools in the management of urban transport was studied by such
foreign scientists, including Khayretdinova R. (disclosed the theoretical foundations of the concept "smart
city" [7], Caragliu A., Del Bo C., Nijkamp P. (they investigated the experience of "smart" cities of Europe
[8], Dickey M. (innovative methods of public transport management) [9], Carvalho L. (vectors of transport
management development) [10], Hollands R. (management of the "smart city") [11], Giffinger R. and
Gudrun H. (marketing positioning of cities and the role of urban transport in the ranking of cities) [12],
Nowicka K. (urban logistics and "cloud" competing model [13 ], Cronin J. Jr. and Hightower R. Jr.
(assessment of the role of marketing in public transit organizations) [14].

At the same time, the directions of development of the process of management of marketing of the
subjects of the urban public transport market are not sufficiently highlighted. Thus, further studies are
needed to provide an opportunity to analyze the prospects of the development of the market of urban
public transport services in Ukraine on the basis of the creative implementation of foreign marketing
experience and taking into account domestic conditions.

The purpose of the study is to identify the ways to improve the marketing innovation process of
urban public transport service providers in the regional centers of Ukraine. The purpose has determined
the need to solve such problems as to identify the degree of marketing orientation of urban public
transport providers of the regional centers of Ukraine; identify problems and outline ways to improve the
management of marketing activities of subjects of the national network of the urban public transportation.

Research results. The area of the urban public transport services is a complex system of relationships
between carriers of different forms of ownership, which are providers of services, legislative and executive
bodies in the field of transport management, public organizations and consumers of such services. During
the study, it was not possible to obtain reliable information on the managerial aspects of the marketing
activities of most commercial public transport services providers. However, the operational activity of the
urban public transport services providers is largely regulated and controlled by the local authorities and
local self-government bodies. Therefore, we believe that information obtained from our research from the
city councils of the regional centers of Ukraine allows us to indirectly assess the level of marketing
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orientation, disadvantages and directions for improving the marketing management process of the urban
public transport providers.

It is believed that transport service providers, whose management responds to the challenges of the
functioning environment through marketing, use marketing tools in the communication process, attract
material, financial and labor resources, build and maintain good relationships with subjects and interest
groups, that is, they are adhered to marketing orientation. At the same time, such marketing orientation
can be differentiated depending on the priorities of management of the transport services providers. Thus,
transport service providers may be focused on proposals, on searching sources of financing (maximizing
profits) or on the needs [15], [38]. Tabl. 1 presents the key characteristics of these types of the transport
service provider orientations.

Table 1 - Key characteristics of the types of the transport service providers orientations (formed
on a basis of [15; 38])
Transport service providers focused on ...

Characteristics Suggestions Receiving profit Needs
Management focus on services searching financial sources | target audiences’ needs
. their awareness of .
Search for employees their awareness of o their awareness of
X : communication methods and .
according to goods/services L marketing methods
profit optimization
) correlate according to provide analysing are provided in line with
Problems solutions . . )
services provided competitors research results
is not required as everyone is important thus the

Management believes | understands the importance | Is less useful as everyone | market is segmented and
marketing segmentation | and content of the services |can be a target profit market | the best target segments

given are searched
must focus on provided must be focused on is required for every target
Management is certain services but no other promotion means in order to | segment, must explain all
that marketing strategy | elements of the marketing [persuade the target audience| elements of the marketing
complex to pay complex

The greatest degree of orientation of the transport services providers to marketing reflects the extent
to which the latter takes into account the needs of consumers of such services.

At the stage of market opportunity analysis and threat assessment, marketing research is being carried
out, the factors of the marketing environment are evaluated, and consumers’ behaviour is studied. None
of the respondents mentioned the implementation of such measures. We believe that an effective process
of managing the marketing activities of transport service providers should be aimed at creating the
conditions under which the passenger will be heard by all management levels. In Great Britain, for
example, any passenger transport operator can obtain information about its customers from end-users of
transport services incorporated in public organizations, such as “Bus Users UK” and “The Confederation
for Passenger Transport” [39].

In January-March 2018, the authors conducted a survey by means of a post-poll survey aimed at
identifying the degree of marketing orientation of the urban public transport service providers of the
regional Ukrainian cities. Among the objectives of the study was to find out how much the quantitative and
qualitative composition of the fleet and the fleet of electric vehicles satisfy customers’ needs, or information
support is sufficient, the amount of funding from local governments and the state, the existence of
strategies for the urban public transport, participation in international transport development programs,
environmentally friendly level of vehicles and others. In accordance with this, the requests for public
information were outlined and submitted following the Law of Ukraine “On Access to Public Information”
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dated from January 13, 2011 No. 2939-VI, to all city councils of Ukraine, except temporarily occupied
territories. The analysis of the responses received from the city councils representing all regions of Ukraine
[16-37] (except for the city of Dnipro and the temporarily occupied territories of Ukraine) made it possible
to draw conclusions, some of which are shown below.

An important stage in the process of managing the marketing activities of the urban public transport
services providers is the definition of a target market, which involves the selection of target customers,
forecasting demand, positioning the product in the market, and market segmentation. How effective this
stage is can be estimated from whether there are enough vehicles to provide such services. To a certain
extent, such an indicator may be the number of vehicles, which account for 10 thousand inhabitants, as
shown in Fig.1.

Our research revealed that vehicles in most regional cities in Ukraine were insufficient, which made it
possible to conclude that there was a lack of customer orientation of the urban public transport service
providers. Thus, the number of vehicles (buses and electric vehicles) per 10 thousand inhabitants in the
regional centers of Ukraine is not the same: most of the buses belong to the inhabitants of the cities of
Kropyvnytskyi and Mykolaiv (19.5 vehicles per 10 thousand inhabitants), the least in Vinnytsia and Odesa;
however, the largest number of environmentally friendly electric vehicles per 10 thousand residents in
Vinnytsia, Zhytomyr and Khmelnytskyi, and the smallest in Uzhhorod, Sumy, and Odesa.

Chemnigov 34 93
Chemivtsi 3.2 87
Cherkasy 1.1 92
Khmelnyts... 4,3 13,2
Kherson 1,1 136
Kharkiv = s 34 58
Uzhhorod =0:0 128
Ternopil 2,6 9.0
Sumy =0.0 17
Rivne 2,1 121
Poltava 1.L 96
Odessa  ==0,21 1
Mykolayiv 2,3 19,5
Lviv 1,8 83
Lutsk 1,9 10,0
Kropivnitsky 1.0 195
Kiev 24 73
Ivano-... 2,1 9.0
Zaporizhzhia == (7~ 26
Zhytomyr 4.8 85
Vinnitsa  ==="13 5,5

0,0

50 10,0 15,0 20,0 25,0
electric transport for 10 000 person ® buses for 10 000 person

Figure 1 - Distribution of the regional cities of Ukraine by the number of city passenger buses
and electric vehicles per 10 thousand inhabitants (2018) (calculated on the basis of letters [16-37])

232 Marketing and Management of Innovations, 2018, Issue 3
http://mmi.fem.sumdu.edu.ua/en



The results of the study showed that the stage of the marketing activities management process, such
as the development of the concept of a marketing mix in product aspects, prices, distribution, promotion,
process, personnel and service delivery environment, is gaining weight and implemented with varying
effectiveness. This stage of the management process in terms of tariff formation and communication is
being fully implemented. In a digital society, personal mobile devices have rapidly changed the information
sharing paradigm. For example, research on the use of de-personalized Wi-Fi data was conducted on the
metro in London to better understand how customers move between stations. The results of the study
revealed various travel patterns that helped plan and operate the London Underground more effectively
to meet the needs of customers, provide them with better information and reduce traffic congestion [40].

In the developed world, the marketing orientation of carriers and local authorities is aimed at involving
passengers in order to take their views into practice. In this case, urban public transport carries out three
roles in creating value together using their own mobile devices: they are consumers of information,
information providers and information verifiers [41]. At the same time, our research has proven that the
potential of the digital revolution has not been completely implemented in the sphere of urban public
transport of Ukraine. Thus, the level of provision of “smart” stops is insufficient: as such hubs have not
been created in half of the regional cities of Ukraine (Figure 2), however, 82% of buses and more than
90% of electric vehicles are equipped with GPS trackers.

Foreign researchers argue that the global trends in public transport development in 2017 were:
integrated mobility services, reorganization of the public transport market, use of environmentally friendly
transport as an alternative to fossil fuels, motorcycle boom and the growth of their impact on urban mobility
[42]. Unfortunately, the issue of environmental friendliness as an important qualitative feature of urban
passenger transportation services is not always taken into account when conducting a competition for the
formation of a network of the city bus routes.

Zhytomyr 12
21
Ivano-Frankivsk 14
11
Ternopil 6

Uzhhorod 3

Chernigov

NN N

Lutsk

Vinnitsa

]

Cherkasy
Kherson

Kropivnitsky

OCOOOO0OO | O

0 5 10 15 20 25

Figure 2 - Number of “smart” stops and the ones equipped with information boards in the
regional centers of Ukraine, 2018 (calculated on the basis of letters [16-37])

Only 13% of the respondents put forward requirement EURO-5 for the competition participants,
EURO-4 and EURO-3 - 4% of the respondents, EURO-2 — 22% of the polled, the rest did not indicate
whether there was such a requirement for potential carriers (Figure 3).
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No information
57%

Figure 3 - Ecological requirements for the participants of the competition for the formation of the
network of city bus routes of the regional centers of Ukraine, 2018 (calculated on the basis of letters
[16-37])

An example of the best practice is the improvement of the quality of transport services through the
participation of transport enterprises, city councils or structural subdivisions that are tied to the
management of urban public transport in national and international programs, grants, etc., which are aimed
at developing and improving the environmental friendliness of public transport of the city (Figure 4). The
quality of urban public transport services due to fundraising over 2014-2017 has been improved in the
cities of Kropyvnytskyi, Odesa, Sumy, Kharkiv, and Chernihiv.

Yes

No information
36%

No
32%

Figure 4 - Distribution of the answers to the question: “Did the city council take part in national
and international programs, grants, etc. aimed at developing and/or improving the environmental
friendliness of public transport in the city during 2014-2017?” (calculated on the basis of
letters [16-371)

The existence of a unified city transport management system creates opportunities for transport
providers to plan their operations, identify problems and opportunities for customers. The survey revealed
that there is practically no single city management system in the cities of Ukraine: 37% of the respondents
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indicated that there is a single monitoring system, 36% confirmed the absence of a city management or
monitoring system, the rest 27% of the respondents did not provide the requested information (Fig. 5).

As it can be seen in Fig. 6, in most of the studied cities there is no single ticket to travel in the city
public transport (58% of the respondents), but its implementation has begun: in the cities of Kyiv,
Kropyvnytskyi, Ternopil, and Kharkiv, by the beginning of 2018 there was a single ticket for several types
of transport, 21% of the respondents reported implementing of the initial stage of the project.

There is single
control system
37%

No informatiom
27%

There is no single control or
monitoring system
36%

Figure 5 - Distribution of the answers to the question: “Is there a single management system in
the city?” (calculated on the basis of letters [16-37])

The information system for passengers in the UK, for example, enables public transport providers to
create and distribute information to passengers about their services, as well as transport links via
multimedia distribution channels such as electronic displays, travel planning applications, mobile phones,
websites, e-mails, SMS, Twitter and Facebook [43].

Project at the initial stage
of implementation

11%
There is a
single ticket
0,
Thereis a 21%
project
10%

There is no

single ticket
58%

Figure 6 - Availability in cities of a single ticket for several types of transport (calculated on the
basis of letters [16-37])

An important attribute of services for urban public transport passengers is its safety, which must be
provided by carriers, but controlled by authorized bodies, including city councils. Unfortunately, about half
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of the respondents did not provide the requested information about the inspections, as shown in Fig. 7.

There were
checks
48%

No informatio
43%

Figure 7 - Distribution of the answers to the question: “Did the city council carry out a services
quality check on the urban public transport providers?” (calculated on the basis of letters [16-37])

There weren't checks
9%

A positive step towards the growth of customer orientation of the urban public transport service
providers is the draft resolution of the Cabinet of Ministers of Ukraine, developed by the Ministry of
Infrastructure of Ukraine. The draft resolution envisages changes to the Rules for the provision of
passenger road transport services, namely, since January 2020, the use of buses for converted cargo
vehicles for the carriage of passengers, except for converted M2 category buses designed for the carriage
of exclusively seated passengers on irregular routes up to 80 kilometers with a certificate of conformity of
a wheeled vehicle issued by the certification authority by the Ministry of Infrastructure [44].

No information available

36% Thereis a
0

strategy
27%

There is no
strategy
37%
Figure 8 - A strategy or program of public transport development in the investigated city councils
of Ukraine, 2018 (calculated on the basis of letters [16-37])

The price as an element of the urban public transport provider marketing mix is differentiated by the
type of vehicles and is determined by the decisions of the city council committee. In Tabl. 2 the tariffs for
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passenger transportation services on public bus routes and passenger electric transport in the regional
centers of Ukraine at the beginning of 2018 are indicated.

Table 2 - Tariffs for passenger transportation in urban public transport (full ticket) in the cities of
Ukraine (calculated on the basis of letters [16-37])

it Ticket prices by type of public transport, UAH.
Hes Bus | Shuttle bus | Trolleybus | Tram | Metro | Commutertrain | Cable car
Vinnitsa 3,50 4,00 3,00 3,00 - - -
Dnipro 3,50; - - - - - -
7,00

Zhytomyr 5,00 5,00 3,00 - - - -
Zaporozhye 4,00 - 3,00 3,00 - - -
(Zaporizhialectrotrans)

Ivano-Frankivsk 4,00 - 2,00 - - - -
Kiev 4,00 7,00 4,00 4,00 | 5,00 5,00 4,00
Kropivnitsky 4,00 4,50 2,50 - - - -
Lutsk 4,00 4,00 2,00 - - - -
Lviv 5,00 5,00 3,00 3,00 - - -
Mykolayiv - - - - - - -
Odessa - 7,00 3,00 3,00 - - -
Poltava 5,00 - 3,00 - - - -
Rivne - 4,00 2,00 - - - -
Sumy 3,50 5,00 2,50 - - - -
Ternopil 5,00 5,00 4,00 - - - -
Uzhhorod 4,00 - - - - - -
Kharkiv 1,00 4,25-8,00 3,00 3,00 | 4,00 - -
Kherson - 4,00 2,50 - - - -
Khmelnytskyi 4,00 - 2,50 - - - -
Cherkasy 4,00 - 2,00 - - - -
Chernivtsi - 4,00 2,00 - - - -
Chernigov 4,50 - 3,00 - - - -

An important stage in the management process of the marketing activities is the implementation of
planned marketing events and their effectiveness control. Considering the marketing strategy of service
providers as part of a higher-level strategy and strategy for urban public transport development of city
councils (Fig. 8), it was established that only in 9 regional centers of Ukraine a strategy or program was
developed that contains elements of a marketing strategy for the development of public utilities of urban
public transport: Urban Electric Transport Development Program of Cherkasy for 2017-2020, Urban
Passenger Transport Development Program in Kherson for 2018-2023, City Electric Transport
Development Program for Khmelnytskyi for 2016-2020, Strategy of Economic and Social Development of
Odessa City until 2022, Poltava City Electrification Development Program for 2018-2020, Program for the
Development of Lutsk Electric Transport Enterprise for 2016-2020, Program for the Development of the
Communal transport of Ivano-Frankivsk for 2018-2022, Development strategy of the city of Kyiv until 2025,
Integrated program of development of urban passenger transport in Vinnytsia for 2018-2023. Thus,
planning of marketing events and increasing customer orientation of most regional centers of Ukraine is
not integrated into the city's development strategy.

Conclusions. The results of the empirical research indicate fragmentation of the use of management
of marketing innovation activities and the satisfactory level of client orientation of the urban public transport

Marketing and Management of Innovations, 2018, Issue 3 237
http://mmi.fem.sumdu.edu.ua/en



T. Borysova, G. Monastyrskyi. Marketing Innovation Activity of Urban Public Transport: Results of the Empirical Study

providers. The combined analysis of the received information from the transport departments of the city
councils of the regional centers of Ukraine revealed the lack of information regarding the operation of
transport service providers who are the winners of the competition for the formation of a network of urban
transportation. In addition, more than half of the city councils of the regional centers of Ukraine did not
confirm that they carried out quality checks on the services of the urban public transport carriers during
2015-2017, that is, the issue of ensuring an adequate level of service quality is relevant. With such results
we managed to propose the priority directions of improvement of the marketing management process of
the urban public transport providers of the regional cities in Ukraine:

— firstly, it is necessary to strengthen the planning, evaluation and control unit of marketing activities
by identifying a marketing component in urban transport development strategies and programs, and
planning of corporate and functional strategies of utility companies to carry out in their flow;

— secondly, the high level of GPS-trackers of urban vehicles provision creates preconditions for the
introduction of a unified city public transport management system, which will help to optimize the time and
financial costs of both providers and consumers of such services. In addition, it will also contribute to the
integration of information blocks of service providers, improving the efficiency of marketing information,
the effectiveness of the marketing information system and automated information system;

— thirdly, it is necessary to strengthen the cooperation of the structural units of city councils, related
to the issues of transport management, with the providers of urban public transport in order to improve
customer orientation in aspects of increasing awareness of passengers, strengthening the control of the
city councils on the quality of provided services, conducting passenger surveys for the purpose of research
of the level of service quality (survey methodology is presented in [45]), event marketing (organization of
the Day of Urban Public Transport, the Day of Ecological Transport), increasing customer loyalty to
environmental transport through strengthening communication policy, the introduction of a single ticket for
several modes of transport. In addition, the concept of social-ethical marketing involves ensuring high
environmental friendliness of vehicles, which requires intensification of fundraising by the city councils.

Thus, according to the results of the empirical study:

1. The fragmentary use of marketing activities management and the satisfactory level of client
orientation of urban public transport providers, lack of awareness of structural units on transport in relation
to the operation of transport service providers, and the lack of control over the quality of transport services
in most Ukrainian cities are established;

2. The expediency of strengthening cooperation between municipal authorities and private carriers
in the aspects of joint strategic marketing activity, the increase of environmentally friendly services, the
formation of a unified information system are substantiated;

3. The following directions of improvement of the marketing innovation management process of
urban public transport service providers of the regional cities of Ukraine, such as increasing the awareness
of passengers, strengthening the control of the city councils for the quality of services are provided. They
foresee conducting passenger surveys for the purpose of studying the level of service quality, event
marketing, increasing customer loyalty to ecological transport due to the strengthening of communication
policy, the introduction of a single ticket for several types of transport, and attracting consumers to the
routes and tariff formation.

The authors further attributed the further development of research of development of marketing
communication activity of urban public transport providers’ services.
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IHHOBAL|ii B MapKETVHIY NOCAYr MiCbKOrO rPOMaACLKOro TPAHCNOPTY: pe3ynbTaTi eMNIPUYHOTO AOCHIMKEHHS

Memoto docniOxeHHs € 8USIBIEHHS HaNPAMKiE yOOCKOHANEHHS NPOUECY ynpassliHHA MapkemuH208UMU iHHOBaUsIMU Hadasavie
nocrnye Micbkoeo epomadcbkoeo mpaHcnopmy obnacHux ueHmpie Ykpaiu. [locmagnesa mema 3ymosuna HeobXxidHicmb
p038’A3aHHA makux 3ag0aHb. eUSBUMU CMYyNiHb MapkemuHeo8oi opieHmauii Hadasauie nocrye Micbko2o 2poMadchKo2o
mparHcnopmy obnacHux ueHmpie YkpaiHu; euseumu npobremu ma OKpecnumu iHHO8auiliHi HanpsaMu NOKpaWeHHs npoyecy
ynpasiHHa MapKemuH2080k0 OiSTIbHICMI0  Cyb'ekmig  8iMYU3SHAHOT Mepexi MicbKux epomadcsKux nepeseseHb. Memodom
docnioxeHHs 6yno nucbMoge onumysaHHs pecnoHOeHmie. BcmaHogneHo hpazMeHmapHe BUKOPUCMaHHA  ynpaeiHHs
MapkemuHeogoto OisibHiCMIo ma 3a008inbHUll pigeHb KIieHMOOpieHMosaHocmi Hadagadig nocrye Micbkoeo 2poMadcbKo20
mpaHcnopmy, HedoCmamHI0 NOoiHhOPMOBaHiCMb CMPyKMypHUX nidpo3dinie 3 numaHb MpaHCNoOpmy CMOCO8HO onepayiliHoi
disnbHocmi Hadasayie mpaHCNOPMHUX NOCIye, 8i0CYMHICMb KOHMPOITIO 3@ AKICMI0 MPaHCNOpMHUX nocrye y binbwocmi micm
Ykpaiku. ObrpyHmosaHo douinbHicmb NOCUNEHHs cnignpaui MyHiyunanbHUX OpaaHie ma npusamHuX nepesizHuKis wiodo cnimbHoi
cmpameeiyHoi MapkemuHe08oi OisinbHOCMI, NIOBULEHHS eKOo2IYHOCMI noCye, CMBOPeHHs! €0UHOI iHghopMauitiHoi cucmemu.
3anponoHosaHo maki HanpsIMU NOKPAWEHHs NPOUECy ynpasiHHs MapKemuH208010 iHHo8auiliHOK OisnbHicmio Hadasavig nocye
MiCbK020 2pomMadcbkoeo mpaHcnopmy Micm 06n1acHo20 3HayeHHs YkpaiHu, siK nidsulweHHs noiHgopmosaHocmi nacaxupie,
NOCUIEHHsI KOHMPOITK0 MiCbKUX pad 3a sikicmio HadagaHux nocrye, nposedeHHs onumysaHb nacaxupie 3 Memor A0CTIOKEeHHS
pigHs1 skocmi nocye, nodiesull MapkemuHe, Nid8ULEHHS NoSNbHOCMI KiieHMig 00 eKOM02IYHO20 MpaHCNopmy Yepe3 NOCUNEHHS
KoMyHikauitiHoi nonimuku, 8npogadxeHHs eAUHO20 K8UMKa Ha Oekifibka 8udie mpaHcnopmy, 3amy4YeHHs cnoxugadig 0o npouecy
¢hopmysaHHs Mapwpymie ma mapughoymeopeHHs.

KntoyoBi croBa: MapKeTVH, MiCbKWI TPOMaACHKIA TPAHCMOPT, Tapud, noTpeba, cnoxueay, MapKeTUHIOBI iHHOBALLiT, PUHOK.
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