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Abstract: The COVID-19 pandemic, and then the military aggression on the territory of Ukraine, had an extremely
negative impact on the development of enterprises in all sectors of the state economy, personally affecting the air
transport, which was forced to suspend its activities. The field of aviation services is traditionally characterized by the
changing needs of customers, which causes a high degree of probability of dissatisfaction with the range and quality of
aviation services provided by both domestic and international airlines. The dynamics of modern life and the business
environment, the change in the ratio of work and free time increase the demand of the population for convenient and
modern aviation services, putting increasingly high demands on the airlines that provide them to achieve competitive
advantages. The main purpose of this study is to identify the place of personnel marketing in the airline's anti-crisis
management system. Within the framework of this article, a study of the structural elements of the marketing complex of
the enterprise in the field of service provision was carried out; the structural ratio of personnel categories in world civil
aviation is determined; the impact of the COVID-19 pandemic on the level of employment in world aviation is analysed;
the dynamics of changes in personnel costs in global aviation under the influence of the COVID-19 pandemic are
determined; the dynamics of changes in operating income and expenses for social needs of the airline "Ukraine
International Airlines™ under the influence of a number of crisis phenomena in the world and state economy are analysed.
The methodological methods of the conducted research were the following methods: general scientific methods of
analysis and synthesis, logical and situational analysis and partial methods specific to economic sciences (subject-object
approach, economic and statistical analysis, grouping, comparison and classification). According to the results of the
research, the authors proposed an algorithm for the process of bringing the airline out of the crisis, which takes into
account the prerequisites that affected the decline in the economic performance of aviation sector enterprises and focuses
on the importance of introducing personnel marketing to the anti-crisis management system. The authors recommend
applying the proposed model of using personnel marketing in the processes of anti-crisis management of an airline in
order to include corporate culture in the system of anti-crisis management of an airline as an important tool that will
contribute to the development of the intellectual capital of the company and the generation of new ideas. The results and
recommendations of the study have practical value for Ukrainian airlines regarding the integration of personnel
marketing into the anti-crisis management system.
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Introduction. The issue of anti-crisis management in the aviation sector is currently receiving considerable
attention because of transformational processes not only in the sector itself but also in the world economy.
Transformations are taking place in response to the challenges caused by the COVID-19 pandemic. In the
case of the Ukrainian aviation services market, the situation is also complicated by political and military
conflicts taking place on the territory of the state and blocking the functioning of aviation sector enterprises.
It is worth noting that reducing the anti-crisis management of an enterprise exclusively to arbitration
management is somewhat erroneous for enterprises of any sector of the economy and airlines that operate in
tandem with domestic and international airports. The above is under the influence of several macro- and mega-
level factors that currently need flexible mechanisms for responding to crisis phenomena, which are not
limited to developing approaches to avoid bankruptcy. The effectiveness of anti-crisis management of an
airline is a complex phenomenon. It depends on the correct choice of strategy and tactics and the adequacy of
the activity analysis of the external and internal environment. Thus, the analysis of the internal environment
of the airline allows to identify hidden reserves for the implementation of the process of improving the airline
activities, identifying and finding ways out of the crisis. At the same time, it should be noted that it is necessary
not only to conduct an economic analysis of the activity of a specific airline but also to evaluate those essential
elements of its potential that are reflected in its financial and strategic reporting. Understanding the importance
of personnel marketing in the anti-crisis management of the airline is based on the need to identify and evaluate
intangible resources and determine the value they create for the airline, which should be taken into account
when developing anti-crisis measures. Effective personnel marketing allows for measuring intangible
resources' values, determining the degree of their compliance with the airline's anti-crisis program. Suppose
the needs and preferences of the staff are taken into account in the anti-crisis program of the airline, the
probability of overcoming crisis phenomena in its activities increases. On the contrary, if the staff does not
meet the parameters of the implementation of the anti-crisis program of the airline, even with significant
investment in it, it will be extremely difficult to achieve success. Therefore, intangible resources directly
impact airlines’ activities, increasing the efficiency of internal processes. Therefore, when implementing anti-
crisis management, it is necessary to provide a set of marketing measures in the field of bringing personnel
characteristics in line with the airline's anti-crisis strategy.

Literature review. Some modern scientific sources noted that the marketing activity of any enterprise is
directed, first of all, to the conquest of relevant markets and groups of consumers. They are complicated by
several negative factors inherent in both individual sectors of the economy and the global economy in the
turbulent environment as a whole (Carnevale and Hatak, 2020; Wong et al., 2020; World Health Organization;
International Labour Organization; He and Harris, 2020). However, based on the understanding of the
significant dependence of an airline activity on the contact of personnel with customers, increasing the
efficiency of its economic activity requires allocating the process of interaction with customers into a special
element of marketing activity. Recently, leading marketers have been inclined to divide the marketing
complex into external marketing (marketing activities aimed at the external environment of the enterprise, for
example, the development of new aviation services, the study of the aviation market and the activities of
competitors, pricing, promotion of services) and internal marketing. The principles of organization, their
formation, and their functioning are aimed at the process of staff interaction with clients and bringing staff
characteristics into line with the needs of the operation of a specific enterprise (Ahmed et al., 2003; Ferdous
et al.,, 2013). Thus, external marketing determines the principles of enterprise management concerning
external customers (consumers of services). In contrast, the object of internal marketing (or personnel
marketing) is internal customers - personnel, and internal marketing technologies are aimed at meeting the
needs of internal customers. At the same time, some researchers are inclined to distinguish such a concept as
interactive marketing (or interaction marketing) as «the ability of staff to serve customers» or as «the process
of interaction between the consumer and the staff of the enterprise that provides services» (Conduit et al.,
2014; Yang et al., 2015). The awareness of airline management of the special importance of personnel in
creating its image and forming demand for its services is the basis of strategic planning for its development,
especially when it comes to planning and implementing anti-crisis measures that require the search and use
of the latest, flexible marketing technologies that can contribute to attracting to the cooperation of the
«CONSCioUS consumer.

Despite the difference in the target purpose between external marketing, personnel marketing, and
interactive marketing, these elements form a complete complex of marketing of an enterprise in the field of
service provision (Fig. 1). Personnel marketing and external marketing are different elements of the company's
marketing organization system, where personnel marketing is directed at the company's employees as service
providers, and external marketing is directed at consumers of these services. In turn, interaction marketing
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links the supplier and the consumer (Lee et al., 2015; Matanda and Ndubisi, 2013; Weber, 2015). It is quite
often possible to identify the understanding of personnel marketing and interaction marketing when these
components of the enterprise's marketing complex are combined into a single block within the limits of
internal marketing, which, in our opinion, is not quite correct.

Service company

Internal marketing N P External marketing

Service provider l Customer

Interaction marketing

Figure 1. Structural elements of the marketing complex of the enterprise in the field of service
provision
Sources: developed by the authors.

The approaches to defining and understanding the essence of internal marketing (personnel marketing),
which are provided in the works of the classics and which, in fact, are oriented by leading modern researchers,
are quite interesting and meaningful. Thus, experts of the American Marketing Association noted that
«internal marketing is used to ensure a corporate culture that instils customer-focused values in all
employees». (American Marketing Association). A classic approach to understanding the essence of internal
marketing can be found in the works of P. Kotler, who considers it as «work on training and motivating
company employees, aimed at improving the quality of customer service». At the same time, P. Kotler noted
that «the concept of internal marketing is built so that employees at all levels of the organization implement
business in practice and realize that their activities and the state of the business environment shape the client's
consciousness. The purpose of internal marketing is to help employees provide services to customers that
satisfy them» (Kotler, 2016). When evaluating the concept of internal marketing, S. Gronroos emphasizes that
«employees of the company should be motivated in the best way to serve and perform work oriented towards
customers consciously. The concept of internal marketing involves an active marketing approach and
appropriate coordination of personnel actions» (Gronroos,1990).

The review of literary sources made it possible to conclude that the meaningful characteristics of personnel
marketing make it an important component of the concept of internal marketing of an enterprise in the field
of service provision because by satisfying the needs of personnel, creating decent working conditions,
ensuring motivation and customer orientation, it becomes possible to satisfy the needs of its external
customers, which is extremely important under the conditions of the implementation of anti-crisis measures
(Coombs and Holladay, 2002; Deverell, 2021). Successfully implementing the concept of external marketing
in practice, the enterprise may not maximize its activity's efficiency if an important element of its potential is
not used - the intellectual potential embedded in its personnel. Therefore, personnel marketing is an extremely
effective tool in the system of anti-crisis management of the enterprise, which, due to the satisfaction of the
needs of the personnel who communicates directly with the end consumers of services, increases the
possibilities of effectively meeting the demand for specific services and guarantees the acceleration of
overcoming crisis phenomena in the activity of the enterprise. The conclusions outlined above actualize the
in-depth study of personnel marketing technologies in the enterprise anti-crisis management system and the
determination of the possibilities of their application by Ukrainian airlines.

Methodology and research methods. The basis of the study of the given problem is the use of principles
and methodological-logical approaches related to the application of general scientific methods of analysis and
synthesis, logical and situational analysis, and partial methods inherent in economic sciences (subject-object
approach, economic and statistical analysis, grouping, comparison, and classification). The techniques and
methods mentioned above were used in various combinations at separate stages of the research, depending on
the tasks set in it. Today, quite some methods and techniques are known and widely used in practice, which
allow solving individual tasks of functioning successfully, increasing efficiency and anti-crisis management
of enterprises of various sectors of the economy (Novikov and Novikova, 2014; Shtangret and Sylkin, 2018;
22
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Aref'eva, 2011; Moretti et al., 2020). At the same time, in several cases, they note the success of attempts to
develop and apply methods for solving certain classes of typical problems, including in the field of anti-crisis
management (Bapuji et al., 2020; Duchek, 2014; Bundy et al., 2017; Schultz et al., 2012; Doern, 2016; Hong
et al., 2012). However, most of the above methods, due to a significant number of formal prerequisites that
ensure the correct application of mathematical tools, have a rather limited scope of their permissible
application and often do not allow taking into account the qualitative characteristics inherent in personnel as
an object and subject of anti-crisis management of the enterprise (Williams et al., 2017; Doern et al., 2019;
Shrivastava, 1993; Boling, 1978). In addition, in several known problems of this type, the degree of adequacy
of the formal description of the mutual influence of internal and external factors does not allow to take into
account their correlation correctly. Thus, the issue of improving the management of facilities such as airlines
cannot be investigated exclusively using specific mathematical and analytical tools without considering the
logical and qualitative characteristics of their activity, especially in the context of research on personnel
marketing. It reflects the effectiveness of using the intellectual component of their activity. The information
base of the conducted study was served by scientific, in particular, sectoral publications, information and
analytical materials of leading international aviation organizations, official websites of airlines, etc.

Results. The aviation industry includes 1,478 airlines and 3,780 airports, more than 33,000 aircraft, with
162 air navigation service providers (ATAG). Aviation brings direct benefits to the whole economy. It is
believed that every job in aviation creates six jobs in other industries. Direct labor influence of aviation
includes jobs in airlines and airports, aircraft producers, and air traffic companies. The airline's personnel
system consists of specialists in sales, fares, freight transportation, aircraft maintenance, ground flight service,
flight management, flight direction, financial, administrative, and other personnel (Fig. 2) (David, 2019). The
synergistic effect of efficient work is achieved by ensuring flight safety, punctuality, and regularity and
providing a service that meets international standards.

engineers and

designers of - -
civilgaircraft Q flight and cabin
engines and’ crew, ground
g services, check-in,
L components | -
training,
maintenance,
executives
air navigation air traffic
retail, car rental, services control'lers,
freight 0.2 executives
forwarders, other jobs at .
customs airports airport operators
L 0.5
immigration 5.6

Figure 2. Personnel in civil aviation, % for 10 million
Sources: developed by the authors on the basis of (David, 2019).

The aviation industry adds value and benefits not only the consumers, the world economy, and national
governments but also its investors. Labour is a part of direct influence on the whole national economy. That's
why it was made comparative analyses of how the pandemic crisis influenced labour trends (Table 1). For the
aviation industry, 2020 was the worst year on record (66% reduction in global Revenue Passenger
Kilometers). Because of international movement restrictions, traffic resumption in 2021 has been slow-going.
Such declining was repeated since the previous global fall down in 2018.

Table 1. Labour data in aviation

Key facts 2019 2020 October 2021
Aviation-supported jobs 87.7 million 41.7 million (-52.5%) 43.8 million (-50 %)
Direct aviation jobs 11 million; fall by 4.8 million (- fall by 2.3 million (- 21 %)

the productive coefficientwas  43%)
4.3 according to jobs in other
sectors of the economy
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Continued Table 1
Key facts 2019 2020 October 2021

Others

Low level of word trade by
volume (1% or approx. 60
million tonnes) and a rather
high level by value (35% but
less than the previous period
of $6.5 trillion)

Since 1950 airfares
reduced on 90%

58% of world traveling was

have

It was made approx. 39
thousand return flights
(more than 5 million
citizens came back
home at the beginning
of the pandemic)

It was made approx. 46
thousand special cargo
flights (more than one
million tons of medical

50 % out of a job was
expected to be support
Most  influenced  Asia-
Pacific and African regions
(more than 50 %), then the
Middle East, Latin America,
and the Caribbean regions
(from 43-47%), European
and North American regions
(less than 40 %)

made by air ;
equipment were

transported by air)
Sources: developed by the authors on the basis of (International Airport Review, 2021; ATAG, 2021).

It's understandable that negative crisis dynamics in air transportation directly influenced the labour
situation in aviation. Airlines have had to cut staff. Employment in airlines was reduced to more than two
million in 2020, and the level was stable in 2021. It was forecast a greater fall in employment, but
governmental relief measures recovered the situation. The expectation is to increase by 10.8% in 2022.
Overall, labour cost is 18% lower than in 2019, and further decline isn't expected. So, unit labour cost
increased by more than 45% and is expected to decline (about 11%) (Table 2) (IATA). In the pre-crisis period,
the total number of employees in civil aviation was 1.45 million, among which 24.5% of pilots, 5.9% of air
traffic controllers, 30.5% of maintenance technicians, and 38.9% of the cabin crew. The expectation was that
civil aviation could require approximately twice each of them (David, 2019).

Table 2. Changes in labour costs under the COVID-19

Airline Sector 2019 2020 2021F
Staff costs, $ billion 189 155 156
% of change 3.5% -18.1% 1.0%
Employment, million 2.9 25 25
% of change 0.3% -15.6% 0%
Unit personnel cost, $/ATK 0.12 0.18 0.16
% of change 0% 47% -12%

Note: 2021F — forecast for 2021
Sources: official websites (IATA, 2021; ICAO, 2021; ATAG, 2021).

The national carrier of Ukraine is UIA (Ukraine International Airlines), which has been operating since
1992. This airline positions itself as the world's first low-cost network carrier (UIA), linking this positioning
with the consequence of ensuring the availability of airline services for passengers by systematically reducing
fares by removing the cost of additional services from the ticket price. The transition from the base carrier to
the network carrier model should be linked to the impact of external factors on the Ukrainian market, including
the global financial crisis of 2008, the armed conflict in eastern Ukraine in 2014, the occupation and
annexation of Crimea, the devaluation of the national currency, which led to a sharp increase in costs in foreign
currency and because of lower operating performance (Fig. 3). After the global crisis of 2008, the airline's
ownership changed: exit foreign investors from the capital and expiration of the standard term of EBRD
presence, although the carrier officially attributes such changing to strategy modification in Ukraine.
However, the airline ended the year with a profit, despite the global air transportation crisis, which negatively
affected the financial performance of many airlines worldwide, and the unprecedented rise in aviation fuel
prices, as 2007 was the most successful year in its 15-year history. In May 2009, the airline became the leader
in the Ukrainian passenger air transportation market. The number of passengers carried by UIA in 2009
exceeded 1 million, significantly higher than competitors. However, due to internal macroeconomic instability
in Ukraine (2014), the airline managed to reduce staff, optimize the fleet, and discontinue the operation of the
number of non-profit routes. Against the background of significant growth in passenger traffic and the number
of flights in 2018, UIA suffered a loss of almost $ 100 million. In 2017, its losses amounted to UAH 304
million, while in 2018, they increased to UAH 2.7 billion. Three main factors explained the company's results:
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rising costs of aviation fuel, increased air consumption over closed airspace over the occupied Crimea and
Russia, and disrupted delivery schedules for Boeing 777-200ER.

4l
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aNn Ukraine fuel Covid-19
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Figure 3. Operating revenue of UIA, million $
Sources: developed by the authors on the basis of (Ukraine International Airlines, 2008-2021).

The COVID-19 crisis reduced operating income to $ -60.2 million. Optimizing UIA's operating activities
allowed it to demonstrate positive financial results in early 2021. It assumed the prevention of unreasonable
costs, the total reduction in fixed costs of the company, complete rejection of unprofitable flights, restructuring
of lease payments, and optimization of staff. As a result, the percentage of labour costs in 2020 increased, but
in fact, they almost halved (2.4 billion UAH in 2019 and 1.3 billion UAH in 2020) (Fig. 4) (UIA).

allocations for

salary expenses social activities

13.0
9.0
8.0

0.0 2.0 4.0 6.0 8.0 10.0 12.0 14.0

m2020 m2019 m2018 m2017 m2016 m2015 m2014

Figure 4. Percentage of salary expenses and allocations for social activities in operating costs
Sources: developed by the authors on the basis of (Ukraine International Airlines, 2014-2020).

In general, UIA has a policy of attracting highly qualified and competent professionals who can contribute
to the overall success of the airline and has a training centre, which was established to provide training and
retraining of aviation professionals under Ukrainian and international standards. Currently, the airline needs
pilots, flight attendants, lead analysts, on board power managers, and chief engineers of computer systems.

Taking into account the prerequisites mentioned above that affected the decline in the economic
performance of aviation sector enterprises, the study proposes to focus on anti-crisis management of the airline
company, taking into account personnel marketing. As already emphasized above, today, the main goal of
bringing the company out of the crisis is to restore its solvency, pay off payables, organize its effective
activities after the crisis and increase its competitive advantages. In general, the process of removing the
airline from the crisis state can be depicted in the following interconnected stages (Fig. 5).
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‘b{ Determination of airline’s development goals and criteria for their achievement ‘
-— A o

Identification and analysis of the Analysis of the airline's ‘ Establishing the causes of the crisis

‘ airline's competitive advantages ‘ ‘ financial condition

\ ] /

‘ Formation of the airline's exit anti-crisis strategy ‘

Development of measures to improve the airline, taking into account the results of the evaluation of its intellectual
capital elements

v

Development of the rehabilitation plan for program implementation (terms, responsible persons, volumes and
sources of funding, expected results and effectiveness of program implementation)

v

‘ Implementation of the airline's rehabilitation program ‘

v

‘ Control of the airline's rehabilitation improvement program implementation process ‘

v

" Evaluation of the results of the implementation of the airline rehabilitation
Negative result plan

Figure 5. Algorithm of the process of bringing the airline out of the crisis
Sources: developed by the authors.

It is supposed that intellectual capital is a critical factor in the airline's internal environment, influencing
the process of its anti-crisis management. The carrier of intellectual capital is the object of internal marketing
- the staff. The quality of the anti-crisis team, which the airline's management can form, directly depends on
the quality of the airline's intellectual capital. In practice, making anti-crisis decisions is an extremely complex
task. It cannot be solved alone. Thus, the anti-crisis manager, usually appointed by the company's
management, forms an anti-crisis team. The anti-crisis team will contribute to solving several issues that will
arise in setting anti-crisis management tasks, assessment of the current state of the airline, and developing an
anti-crisis strategy. At the same time, solving the problems of anti-crisis management requires an intensive
dialogue between specialists of various profiles, the search for non-standard (unique) complex solutions to
some problems in conditions of uncertainty and a shortage of several resources (first of all, the time allocated
to the development of a specific set of measures).

Fig. 6 proposes a model for the use of personnel marketing in the processes of anti-crisis management of
an airline, which takes into account internal and external factors of its activity. It is quite clear that the anti-
crisis management of an airline is a complex process that depends on a number of factors, each of which is a
separate object for research. Therefore, this study singled out only the key ones directly related to personnel
marketing.

‘ The process of airline’s anti-crisis management ‘

" Comprehensive Using "crisis under
Implementation of I d | N " f
restructuring personnel development L ~management"” for
(ir 1al capital) airline’s development

External factors: ; Internal factors:
State regulation of v h 4 The quality of the
air transport ‘ Lack of solvency ‘ ‘ Use of partnership capital anti-crisis team
Macroeconomic + Human capital of the
dynamics -] Fixation of intellectual capital - airline
elements (including personnel),
Business networks which are valuable during crisis Corporate culture
of airline phenomena
Marketing and
International [ management know-
standards of activity ¢ ¢ how of airline
Preservation of the "intellectual
core" of the personnel and key
competencies of the airline, Evaluation and sale of intellectual
attracting investments in the property
development of unique
comjicies +
‘ Recovery of solvency ‘ ‘ Liguidation of the airline

— Ineffective anti-crisis measures
|::> Effective anti-crisis measures
Figure 6. Model of the personnel marketing usage in the processes of airline's anti-crisis management
Sources: developed by the authors.
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Quite often, the difficulties that arise in the anti-crisis management of an airline are related to the corporate
culture that has been formed in the company and affects the team members' behaviour and quality of work.
Effective personnel marketing contributes to the inclusion of corporate culture in the anti-crisis management
system of the airline as an important tool that will contribute to the development of the company's intellectual
capital and the generation of new ideas. Today, it is already known that the economic value of the knowledge
possessed by the company's personnel is, if not greater than financial assets, then almost equal to them.
Therefore, when forming the airline's anti-crisis strategy, it is extremely important to pay attention to this
resource, which, due to the lack of other resources, can become decisive for the successful implementation of
the strategy. Unfortunately, nowadays, there are still situations when, in the context of a crisis, airlines first
of all cut staff by tens of percent, curtailing one or another direction of their activity, without consideration of
the need for rapid recovery of this direction due to changes in the conditions of the external business
environment.

Conclusion. Anti-crisis management is quite closely related to communication processes and marketing
technologies, which is reflected in the airline's staff, its debtors, creditors, and partners. In order to intensify
the promotion of anti-crisis management ideas at the level of a specific airline, the management should focus
on its adaptation to the collective consciousness of the staff. When forming approaches to influence collective
consciousness, it is necessary to consider such features as unpreparedness for the perception of crisis
phenomena, insufficient understanding of the processes taking place in the company, exaggeration of their
negative impact, etc. Thus, it is necessary to evaluate the situation both emotionally and rationally. The
complexity of personnel marketing in the anti-crisis management system of the airline is determined by the
lack of information since crisis phenomena destroy the usual information flows and lead to the loss of trust of
the personnel in previously reliable sources of information. Building trust as a psychological state and element
of personnel management, a method of communication with them is a necessary prerequisite for coordinating
the actions of all subjects of the airline's anti-crisis management.
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MapkeTHHT NePCOHATY B CHCTeMi AHTHKPH30BOr0 YIIPABJIiHHSA aBiaKOMIIaHi€I0

[Mangemiss COVID-19, a motiM 1 BilickkoBa arpecisi Ha TepuTopii YKpaiHM HEraTHBHO BIUIMHYJIH Ha PO3BHTOK
INPUEMCTB BCiX CEKTOPIB €KOHOMIKH Aep>KaBH, 0COOIMBO aBialliiHUI TPaHCTIOPT, 10 OyB 3MYIICHUH MPU3YTTHHATH
cBO0 JistbHICT. Cdepa aBialifHUX HOCIHYTr TpaauLiiiHO XapaKTepH3YETHCS MIHIMBHMH IOTpeOaMy KITI€HTIB, IO
00yMOBIIFO€ BUCOKUH CTYIIHb HMOBIPHOCTI HE3aJOBOJICHHS CIICKTPOM Ta SKICTIO aBiallifHUX IMOCIYT, SKi HAAAIOTHCS SIK
BITYM3HSIHAMH, TaK 1 MDKHAPOJHWMH aBiaKOMIaHisMH. [[MHaAMika Cy4acHOTO JKUTTS Ta Oi3Hec-CepelOBHINA, 3MiHa
CITIBBIZTHOIIIEHHS poOOYOro Ta BUTBHOTO Yacy ITiIBUIIYIOTH ITOTIMT HACEJICHHS Ha 3pYYHI Ta CyJacHi aBiamilHi TOCITyTH.
[lepen aBiakOMIaHIsIMH TTOCTAIOTH BCE BHIII BUMOTH IIOJIO JOCSITHEHHS KOHKYypeHTHHX mepeBar. OCHOBHOIO METOIO
JaHOTO JOCTIDKEHHS € BUSBJICHHA MICI MapKeTHHIY IE€PCOHATy B CHCTEMI AHTHKPU30BOIO MEHEKMEHTY
aBlakoMmmanii. ¥ pamkax JaHOl CTarTi MPOBEICHO IOCITIPKEHHS CTPYKTYPHHX E€JIEMEHTIB KOMIUIEKCY MapKeTHHTY
nignpueMcTBa cepu HaJaHHs IOCIYr; BU3HAYCHO CTPYKTYPHE CIIIBBIJIHOIICHHS KaTEeropiil mepcoHaiay y CBITOBid
LUUBLUIBHIN aBiamii; npoananizoBano BmB nanaemii COVID-19 Ha piBeHb 3alHSITOCTI Y CBITOBIH aBiallii; BU3HAYCHO
JIMHaMIiKy 3MiHU BUTPATH Ha EpCOHaJ y CBITOBIH aBiawii i BrBoM nanaemii COVID-19; npoaHaizoBaHO TUHAMIKY
3MiH ONCPAIifHOTO J0XOJy Ta BHTPAT HA COIlialibHI 3axoju aBiakoMmadii « MibKHapoaHi aBiamiHii YkpaiHu» mina
BIUIMBOM DSy KPWU30BHX SIBHII y CBITOBIH Ta JepaBHi eKOHOMili. METOANYHUM IHCTPyMEHTapieM HPOBEAEHOTO
JIOCII/PKEHHSI CTaJIM HACTYIIHI METOAM: 3araJlLHOHAyKOBI METOIM aHajli3y Ta CHHTE3y, JIOTIYHOTO Ta CHUTYaLiiHOTO
aHaJi3y Ta YacTKOBI METOIW, NpHTaMaHHI €KOHOMIYHMM HaykaM (Cy0’ €KTHO-00’€KTHMH MiAXiJ, eKOHOMIYHHH Ta
CTAaTHCTUYHUMA aHali3, TPyNMyBaHHs, TOPIBHSHHA Ta Kiacu(ikamis). 3a pe3ylbTaTaMd IPOBEICHOTO TOCIIHKCHHS,
aBTOpaMH 3alPOIIOHOBAHO AITOPUTM MPOLIECY BHBEICHHS aBiakOMIaHIl 3 KpHW3M, SKHl BPaXxOBY€e IEPEIyMOBH, LIO
BIDIMHYJM Ha 3HIKCHHS CKOHOMIYHMX MOKa3HUKIB AISUTRHOCTI MiAMPHEMCTB aBiallifHOTO CEKTOPY Ta OPi€HTYETHCS HA
BOXJIMBICTh BIIPOBAKCHHS MAapKETUHIY MEPCOHANYy JO CUCTEMH AaHTHUKPH30BOTO MEHEIDKMEHTY. ABTOpaMH
PEKOMEHIIOBAaHO 3aCTOCOBYBAaTH 3alpOIIOHOBaHY MOJIEIb MAapKeTHHIY IIepCOHAlIy B IpolecaXx aHTHKPHU30BOIO
VIPaBJIiHHSA aBiaKOMIIAHI€I0 32Ul BKIIOYEHHS KOPIIOPATHUBHOI KyJIBTYPH JO CHUCTEMH AHTHKPH30BOIO YIIPABIIiHHA
aBIaKOMITaHI€I0 SK BaXXJIMBOTO IHCTPYMEHTY, IO CHIPHUSATHME PO3BUTKY iHTEJICKTYaJbHOTO KaliTady KOMIIaHii Ta
reHepailii HOBHUX ined. Pe3ynbratu Ta pekoMmeHnauii JOCITIUKEHHS MalOTh MPAaKTUYHY I[HHICTh ISl YKpPaiHCHKHX
aBiaKOMIaHiH 111010 iHTerpallii MapKeTHHTY MIEPCOHAITY B CHCTEMY aHTUKPHU30BOTO0 MEHEKMEHTY.

KorouoBi ciioBa: MapKkeTHHr IepcoHally, MapKETHHIOBI TEXHOJIOTii, aHTUKPH30BE YINpPAaBIiHHS, aBiaKOMIIaHis,
KOpIHOpaTHBHA KYJIbTYPa, IHTEIEKTyaJbHUI KamiTai, pO3BUTOK
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