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3aKoH MPo aBTOPCHKE MPaBO: YCi MpaBa 3axHINCHO.
’KoxHy wacTMHY NaHOTO BHAAHHS HE MOXKHA Bif-
TBOpIOBaTH, 30epirartu, mepeiaBaTd, PeKIaMyBaTH,
JEMOHCTPYBATH, a/IalTyBaTH, MEPepoOIIsiTH, Iepe-
Kianati B Oynp-skid ¢opmi Ta Oyab-sIKHM CIOCO-
6oM. Lle Takok CTOCY€eThCS PO3MOBCIOIKEHHS, Bijl-
4y KeHHS, 3/IaHHS B MalHOBHI HalM, KOMEPITIHHIHA
9 OyIb-KWH IHIMMH TIPOKAT, TepeApyKyBaHHS,
PO3MIIIIEHHST HA CalTaX, IMIIOPTYBaHHS Ta IyOJid-
Horo mokazy. [lomepemHe MACEMOBE y3TOKEHHS 3
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Axwmeg Eap basta, Pobept I'ogereOype, Ctedani JxoyHc

BusnagaabHi ¢pakTOpHU IpOJaxiB-KOHCYAbTaLill cepe paniBHMKiB KomMnaHii Tty B2B y kpainax
Ilepcbkoi 3aTOKI

3a gekinpkoMa BUHATKaMH poOOTH Ha MPEeIMET aHaJli3y MUTAaHHS MPOJAXIB-KOHCYJIBTAIlIN 30CepeKeHI Ha HACIIAKaxX
LIOTO SIBHIIA, @ HE HAa HOTO MOXO/PKEHHI. PO3yMiHHS pyIIiiHUX (akTOpiB Ta MOTHBIB JIIOJEH IPUIMAaTH CTHIIb OBE/I-
HKH, TOB'SI3aHUN 3 MPOJaKaMHU-KOHCYNBTAIISIMA, € BAXKIUBUM JJIs YIPABIIHHA MpOAakaMH i MapkeTwHroM. Meta
JAHOI CTAaTTi — 3pO3YMITH, SIK HACTLIBKH 0AaraTOKyJIbTYpPHE CEpPEeIOBHIIE Ha KIITANT KpaiH-wieHiB Pagu 3 muTaHp ciB-
npyxHocti kpaiH [lepcrkoi 3atoku (GCC) BIuMBae Ha TEHACHIIIIO TPAIliBHUKIB TOPTOBEIHHUX ITiIPUEMCTB IPUHMATH
CTHJIb TIOBEAIHKH, TIOB'A3aHUHN 3 MPOJaKaMU-KOHCYIbTAIAMU. Y JOCITIHKEHHI BUKOPUCTAHO BHIIAAKOBY BHOIPKY, IO
AKOi yBinuM 92 mpomaBmi, IO MPAMIOIOTh y TOPTIBEIBHUX opraHizamisax tumy B2B (6izHec mis 6i3Hecy) y kpaiHax
Ilepcekoi 3atoku. OTpuMaHi pe3yabTaTé OyiH MpHETHAHI 10 YOTHPHOX BUMIpIB XapaKTEPHUCTHK MPOAABILIB (IeMorpa-
(bivHI XapaKTePUCTHKH, TTOXOHKEHHS, BAKOPUCTAHHS METO/IIB, 1110 JOAAI0Th LIHHOCTI, Ta IICUXOJIOTTYHI PHCH) 3 ypaxy-
BaHHSM CTPUMYIOYOI Jii HOAIOHUX pHC MPOJABLS i KIII€HTA Ta LIHHICHOT 3HAYMMOCTI, SIKOT YeKa€ KIIIEHT BiJl IPOIO3H-
1i1 MOAaBIIs.

['os10BHUM pe3ynbTaTOM CTalo T€, 0 BUKOPHCTAHHS JIOJaTKOBHX METOJIB (BUpIIIEHHS MPOOJeM, IPUCTOCYBaHHS Ta
Opi€eHTaLlis Ha KIJIIEHTA) Ma€e 3HAYHUI BIUIMB HAa CTBOPEHHs (GOpMalbHHUX BiIHOCHH MiX IpojaaBieM Ta nokymuem. [To-
JIOHI XapaKTEPUCTHKHN M MPOJABISIMU U KIIIEHTaMH, a TAKOXK I[IHHICTB, Ky MOXE OYIKYBaTH KIIEHT BiJl MPOMO3HIIii
MIPOJIABIIS, TIOMIPHO BIUIMBAIOTH Ha 3B'I30K MDK NPOAaKEM-KOHCYJIBTAIIE€I0 Ta XapaKTepUCTHKaMK NpoJaBLsi. Pe3yib-
TaTH BKa3yIOTh Ha Te, 110 MiArOTOBKA TOPTOBEJILHOTO MEPCOHATY 10 IPHHHATTS BKa3aHOTO CTHIIIO NOBEIIHKU IPHHECE
Kpali pe3yJabTaTH, Hi’K HAMaraHHg CTPYKTYPYBaTH MPAIliBHUKIB 3TiAHO 3 JeMorpadiqHuMu i OiorpadiqHUME Xapak-
TEPUCTUKAMH Ta MIATOHKA IMX XapaKTEPUCTHK M0 ocoOmmBOCTel KiieHTiB. KpiM Toro, min yac po3poOKH TOProBehb-
HHX CTpaTerii Ta/4u MapKeTHHIOBUX TaKTHK CJIiJl BpaXOBYBaTH KyJIbTYpHE CEPEIOBHILE.

Cipion Yainnymnipyrana, ['osapa Kom6c, IOTTanonr Yatuasansan, BikpanT Biit
Po3mioBcioa xeHHsI iHHOBaNiv B A3ii: aHaai3 inTepHeT-0anKinry B TaizaHai Ta Inaii

VY craTTi NpoaHai30BaHO MOXKJIMBI XapaKTEPUCTUKU 1HHOBALH, SIKi CIIPHUSIOTH BIPOBAUKEHHIO OaHKIBCBKUX MOCIYT
yepes iHTepHeT y [HAiT Ta Tainanmi. 3 METOIO BHBYCHHS MOBEAIHKH 1HIIACHKUX Ta TAHCHKUX KIIIEHTIB OAHKIB, SIKi XKH-
BYTb Y KUIbKOX PErioHax IMX ABOX KpaiH, 3aCTOCOBAHO TEOPil0 PO3MOBCIOKEHHS IHHOBaLild. XapaKTepUCTHKN 1HHO-
Balliif, BAKOPHUCTAaH1 y 1TaHOMY JIOCJI/DKEHHI, — 1€ KOMIUIEKCHICTh, CYMICHICTD (MOXKJIMBICTD CIUJIBHOIO BUKOPHCTAaHHS),
BiTHOCHA TIepeBara Ta €KCIIepUMEHTaJIbHICTh. Pe3ynpTaTi TOKa3aiy, 0 JIHIIe KOMIUIEKCHICTh Majla HeTaTUBHE Bij-
HOIIIEHHS 3 HAMIPOM yTIPOBaJWTH iHHOBAIitHUN iHTepHEeT-0aHKIHT K y [Haii, Tak i B Kurai, Toxi sk iHIII XapakTepuc-
THUKU TPOJEMOHCTPYBAIN ITO3UTHBHUN B3a€MO3B’A30K. ABTOPH MPONOHYIOTH KiJIbKa PEKOMEHJAIH CTOCOBHO TOKpa-
IICHHS BIJICOTKA YCHIMIHUX CTIPO0 MPUHHATTS iHTepHeT-0aHKiHTY B [HAil Ta Taimanmi.

@penk bpyincma, Kapima Kyprir, Ilitep Hirtkemrn
TypwsMm, KyabTypa Ta eAeKTPOHHI OCAYTIL: OITiHKA IaKeTiB e-1rocayr

HesBakarouu Ha Te, 1110 32 OCTaHHI POKH IIMTaHHS KyJbTYpHOTO HaJ0aHHS BUKJIMKAE NOCHJICHY yBary 3 OOKy IOJIITH-
KiB Ta HayKOBIIIB, 1 JOCI 3aJIMIIAETHCS HEBU3HAYECHUM CTYITIIHb HOTO €KOHOMIYHOTO BIUTMBY. Y OUIBLIOCTI KpaiH CEKTOp
KYJIFTYPHOTO TYpU3MYy O€3IepeyHO peNnpe3eHTY€E NMPOAYKTHBHY r'aly3b, BRXKJIMBICTD SKOI Aenani 3pocrae. KynprypHuit
KaIliTall 4acTO BUKOPHUCTOBYETHCS SIK IHCTPYMEHT CTPATEridYHOrO PO3BUTKY MOJITHKH MICBKOTO TYpH3MYy, 4acTo Mij-
TPUMYBaHOI €JIEKTPOHHUMH TOCITyTaMu. Bubip makeTy eneKTpOHHUX MOCIYT 3aJIe)KUTh BiJl pI3HOMaHITHUX CTpaTerid-
HUX OIIHOK MiCHKHX BIUTMBOBHX 0Ci0 (areHTIB) Ta MOXKE BiPI3HATHCH 3aJIEKHO BiJ KOKHOTO OKPEMO B3ATOTO MiCTa.
ABTOpH MPOIMOHYIOTH MOJEINb CHCTEMATHYHOTO aHAIII3Y UL MIATBEPIDKEHHS TAKOTrO BUOOPY Ta BUKOPHCTOBYIOTH aHa-
73 3a GaraThbMa KPHUTEPiAMHU SIK METOJ| CHCTEMAaTHYHOI OIIHKH. Y CTaTTi TaKoXX HaJaHO pe3yJbTaTH BHKOPHCTAHHS
Mozem Uil IpOBEeAeHHs Keic-ctani B AMcrepaami, ['eHyi Ta Jledmury, mo MOXyTh CIyTyBaTH MPHUKIAIOM AJIS iH-
IIMX MICT, BIIaJia AKUX IparHe OTPUMATH TapHi pe3yJIbTaTH BiJl BIPOBAKEHHS IIEPEIOBOI MPAKTUKA. ABTOPH pOOIATH
BHUCHOBOK, 110 1HMBITyajIbHI MAKETH €-MOCIYT JJIS 33JJ0BOJICHHSI IOTPEO aKI[iOHEPIB y MICBKOMY TYPHUCTHYHOMY CEK-
TOP1 MOXYTh OyTH TIOPIBHSHI 32 IOTIOMOTOI0 BUKOPUCTAHHS TIPE/ICTABICHNX HUMH IHCTPYMEHTIB OLIIHIOBaHHS.

Oapra Kospmenko, Oasra Mepenkosa, AuToH boriko, 'anna Kpasuyx

IIporaosyBaHHsI OCHOBHVX HAIIPsSIMKiB PO3BUTKY CTPaXOBOIO PMHKY YKpaiHM Ha OCHOBI iHAeKciB
cTpaxosoro puHKy Himeuunrn

VY cTaTTi po3MIISIHYTO OCHOBHI acIeKTH PO3BUTKY CTPaXOBUX PHHKIB YKpainu ta Himewunnn. Kpim Toro, npoaHnaiizo-
BaHO IXHIH B3a€MO3B’SI30K 3 ypaxyBaHHSM NPOTHO3yBaHHS HaWOIJbII pejeBaHTHUX OIMCIB CTPaXxOBOI MiSUTBHOCTI 3
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MIPUAHATTSIM J0 yBard 4acoBoro Jjary. /lJisi boro aBTOpY BHKOPUCTAIM KOPEJALINHHO-perpeciiHuil aHai3, sIKUi J1ae
3MOTY Iepen0aYnTH TOJIOBHI aCIEKTH HAIPSAMKIB TisUTEHOCTI BHYTPIITHIX CTPaXOBUX PHHKIB.

Avutpo Mapkosiu

ITopiBHAHHS iHTEPaKTUBHOTO Ta KOPECIIOHAEHTCHKOIO CIIOCO0iB ONMMTYBaHHs B MeXKaX BUOipKu
IpPOBigHMX crIeniaaicTiB 3 MapKeTUHIY

[epeBara eneKTPOHHOTO ONMHUTYBAaHHS YaCTO KOPOTKO BU3HAYA€THCS JIBOMAa MOMEHTaMM: LIBH/KA BIAIOBIIb Ta HU3bKA
uina. Ilpore icHy104i TOCHTIIPKEHHS 30CEPEKYIOThCSI, Maike BUKIIIOYHO, Ha 0COOMCTOCTAX. Y IaHiil cTaTTi MOpPiBHSIHO
e(EKTHBHICTh Ta PE3YJNBTATHBHICT KOPECIIOHICHTCHKOTO CIIOCO0Y OMHUTYBAaHHS Ta METOAY 300py HaHUX y PEKUMI
OHJIAiH, AKi MPU3HAYCHI IS OTPUMaHHs iH(popMamii BiJi IPOBIAHAX CIEMIANICTIB 3 MAPKETUHTY. ABTOPOM BHSBIICHO,
10 iHTePaKTHBHUH METOJ, TaK caMmo SK 1 TpamuIliifHI JOCHTiPKEHHS, KOPHUCHI 3 TOUKH 30py Koe(illieHTa pearyBaHHs,
TTOBHOTH BIAIOBI/II Ta YIEPEIKEHOCTI, [0 BUPAKAETHCA 32 BIICYTHOCTI BiAmoBiaen. YucneHHi (mapaneibHi) KOHTaKTH
€ KJII0YEeM JI0 MiABHUIIEHHS KoedillieHTa pearyBaHHA. Y CTaTTi 0OrOBOPEHO 3HAYEHHS OTPUMAaHHX PE3yJIbTaTiB Ta 3a-
MPOIIOHOBAHO HAPSMKH MOJANBIIOTO JOCIIDKEHHS.

Aprmira Kape, Minakmi Xanaa

Poab y3roaXeHOCTi CaMOOLIiHKYM iHAMBigyyMa Ta iHAMBiAyaabHOCTi OpeHAY y BMOOPi TOProBeabHOI
MapKn

ToproBensHI Mapku € IIIHHUMH IJIS KII€HTIB, 1 I LiHHICTH € OararoBuMipHOIO. [100yTye mymka, 1mo BOHH HIOHTO
MTOKPAIIYIOTh 1HIWBIAYyaIbHI OCOOIMBOCTI JIFOJMHH, SKa iX BHKOpHcTOBYe. Aakep (1997) HaromomryBaB Ha TOMYy, IO
HE(QYHKIIIOHAIbHI XapaKTEPUCTUKH MPOIAYKTY MOXYTh BIUIMBATH HA PIlIEHHS KIIEHTA CTOCOBHO 3JIHCHEHHS MOKYIKH.
VY craTTi BU3HAUSHO PiBEHb BILIMBY Y3rO/KEHOCTI MIXK CAMOOLIIHKOIO Ta 1HIUBIyalbHUMU XapaKTEPUCTUKAMU TOPro-
BEJIBHOT MapKU Ha OLIHKY OpPeHy KJIIEHTOM Ta HOro HaMmip CTOCOBHO MpUAOaHHs. Y MOCIIIKCHHI, yYaCHUKAMH SKOTO
CTaJIM CTYJEHTH BY3iB, POAHATI30BaHO CAMOOIIHKY LIMX KIIIEHTIB 3 BUKOPHCTaHHSIM HIKaIH, po3podieHoi ManxoTpa
(1981). PecnionieHTn OIiHWIM IHAWBIIYyalbHI XapakTEPUCTHKU OJHOTO 3 TPHOX TiIOTETHYHUX OpEeHAIB MOOUIBHHX
TenedoHiB, KIACH(IKyBaIl MapKy Ha OCHOBI 3arajbHOi SIKOCTI Ta BHSBWIIM CXWJIBHICTD 10 IPUAOAHHS IIbOTO TOBapy.
PesynbraTé He BKa3anW Ha BiTHOMICHHS MDK Y3TOKCHICTIO CAMOOLIHKH 3 iHIWBIAYaIbHICTIO OpEeHIy Ta OIIHKOIO
MPOAYKIIi BIZHOCHO ENITHUX Ta JOCTaTHBO CKPOMHEX BepCiii CTUIHPHUKOBUX TenedoHiB. OIHAK BUSIBICHO B3a€MO-
3B’S30K MiXK CaMOOIIIHKOIO Ta iHIWMBITyaJbHICTIO OpEHIy IO BiIHOMICHHIO A0 TEXOOCIYTrOBYBaHHS TOBapy Cepea MO-
noji. BupoOHHKH, 1ITbOBOIO ayJJUTOPIEI0 SKUX € MOJIOJb, MOBUHHI iZIEHTH(IKYBaTH Ta BCTAHOBJIIOBATH 3B'S30K MIX
0COOIMBOCTSIMH OpEHAY Ta OCOOHMCTICHMMHU IapameTrpami, a OpeHI0BI KOMYyHIKalii MaloTh OyTH po3poOiieHi HajIex-
HHUM YHHOM.

Kapmen A0Opis, diana I'asiaan, Mapist Aseaao

Briaus cnpuiTHATTSI Pi3HMX TUIIIB MarasMHHMX MapOK Ha TMIIOAOTIi KAi€HTiB Ta piBHIi 3a40B0AeHHS

YIpomoBX OCTaHHIX KUIBKOX POKIB HMPUBATHI TOPTOBENbHI MAapKH IOCTYIOBO 3HEIIHWIM YacTKy PHHKY, SIKa TPaiu-
LiifHO HaJIeXKasla HalllOHAILHUM OpeHzaM. JIesiki IPUYMHYU LIbOTO POCTY € OYEBHIHUM ITOKPAIIEHHSIM CIIPHUUHSTTS SIKO-
CTi Mara3uHHOI MapKu Ta 30UIbIIEHHS ii CYCIIJIBHOTO BU3HAHHS. ABTOPH AaHOI CTAaTTI BUBYAIOTh CIIPUHHATTS KIIIEHTIB
Ta OLIHKY HUMHM PI3HHX Mara3uHiB po3JpiOHOI TOPTiBIIi, & TAaKOX aHANII3yIOTh, YM BiJOOpa)Kae TUI Mara3uHHOT MapKu
THIIOJIOTIIO KIIieHTIB. Bu3HaueHo TpW THIM KaTeropii 3 pi3HUMH “KyIiBEJIbHUMHU~ XapaKTEPUCTUKAMH, SIKi 300paxy-
I0Th IIepeBark Mo BiHOMIEHHIO JI0 Pi3HUX MPOMO3HUIIH Mara3uHHOI MapKH, paHXyIOUUCh Bijl “CIIiBBiHOLIEHHS IiHA-
SKICTE” 10 “OpeHa-migep”’. Pe3ympTaT MOKa3yIOTh, MO KAaTETopis KIEHTIB, SIKI CXUIIBHI 10 MPHUI0AHHS MOIMYJISPHUX
TOPrOBEJBHUX MapoOK, XapaKTepPU3yEThCS HAMBUIMM PiBHEM NOIIMPEHHS Mara3MHHOI MAapKH Ta 3a/I0BOJICHHS BJIaCHU-
KaM{ po3ApiOHMX Maras3uHiB. lle HAaBOOWTH Ha MYMKY MPO iCHYBaHHs PIi3HUX THITOJIOTIM KITIE€HTIB, SKi MOTHBOBaHI
pi3HUMH (paKkTOpaMu, a TAKOXK MO 30UIbIIEHHST BAXKJIMBOCTI IOMYJIIPHOCTI OpeHTy SIK JpKepelia 3a/I0BOJICHHS KITI€HTIB.
i pe3yabpTaT 4ONOMAraloTh YCBIIOMUTH HPUUUHY YCIIXy Mara3uHHUX MapoK Ta CIIPUSIOTh PO3BUTKY OLIbII eeKTH-
BHHX CTpaTeTiii BUpOOHHUIITBA Ta pO3APIOHOT TOPTiBIIi.

Mea6i Kapina 3ynira I'yeprac, Mapkoc Kopres Kammomap

PartionaabHi Ta eMOLiliHI MOTHBH B peKAaMi AiKiB, sIKi BiAIlyCKalOTbCA 3a perlenToM: aHaai3 3aco0y
Aas cxyaHeHHs y bpasnaii

Pexnama, nampaBnena Oesmocepenupo Ha crokuBada (Hazami DTC Bix anrm. Direct to Consumer), 3mymrye mroaei
3aMMTYyBATH JIIKapiB MPO JIKK Ta MPOLEAYPH, SIKI BUMAraroTh MEJHYHOTO perenTy. Moneni peKiaMu peKOMEHIYIOTh
MIPYB’sI3yBaTi MOTHUBH (palliOHaJbHI Ta/4M eMOLIiKHI) 10 MO3ULIT KIIEHTA MO BiIHOIIEHHIO J0 MPOAYKTY (KOTHITHBHA
ta/un emouiiina). lle Buximkae nporupivyus y kourekcti DTC. EmouiliHa npuBabiIuBiCTh 3aBXK/AN BUSBISIETHCS Heede-
KTHBHOIO Y IIboMY THII pekiamu. [Ipore eekTUBHA 4K Hi, pekiiaMa MeIMuHKX HpenapartiB ichye. Tomy aBropu gaHoi
CTaTTi 30CEepeaAThCS HA 0OroBOpEeHHI (JOpM BIUIMBY pPEKJIaMH JIIKIB Ta CTAaBJIECHHS 10 KJIIEHTIB. Y 3B’A3KY 3 BiJICYTHICTIO

5
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JIAHUX TIPO TEPCHEKTUBY Opa3HiIbChKUX KIIIEHTIB OYyJIO NMpOBEIEHE OMKMCOBE JOCTIDKEHHS cepel] XiHOK. MeToto Oyio
OILIIHUTH KOMIIOHEHTH CTaBIJICHHS 10 JIKiB, a TAKOXX CTaBJICHHS Ta MoBeAiHKOBI HaMipu ctocoBHO DTC (panionanpHi Ta
eMOIIiifHI). Y cTaTTi OIiIHEHO I’ SATh CKIAMOBHX: 1) KOTHITHBHHI KOMITOHEHT CTABJICHHS JI0 TPETApaTiB U CXyAHCHHS,
2) eMOUIMHUI KOMIIOHEHT CTaBJICHHS JI0 IpENapatiB UIsl CXyYJHEHHS; 3) 3arajbHe CTaBIICHHS 10 MPETapariB s CXyA-
HeHHs1; 4) CTaBJCHHS KIIEHTA J0 PEKJIAMHM JIIKIB JJIsl CXYIHEHHs (SK 3 BUKOPUCTAHHSM palliOHaJbHUX MOTHBIB, TaK 1
€MOIIIMHKX); 5) NOBENIHKOBUII HaMIp SIK HACIIIOK BILUTMBY pekjiaMu. byjo oOpaHO mpenapar [uis CXyAHEHHSs, 1110 Bij-
MyCKAEThCsI 3a pelentoM. Pe3ysbpraTy BKa3ajiu Ha NepeBary KOrHITMBHOTO CTaBJICHHS JI0 MPOAYKTY Ta HA JOMIHYyIOUe
TIOJIOXKEHHSI TIOBEIIHKOBUX HaMipiB. bysio BUSIBIEHO HEraTHBHE CIIPUHHATTS MPOAYKTY, II0 OOMEXYE BILIMB E€MOIiH-
HUX MOTHUBIB.

Amnaiio /. Hkamne0Oe, Easin [noko, C.E. Kaay
3axyicT mpas cIOKMBada IIpy 34iMiCHEHHI TOproseabHnx onepanini y Hirepii

VY cTatrTi mpoaHaIi30BaHO CKIIAJHE MUTAHHS 3aXKCTY MpaB CrokuBadya B Hirepii 3 HaMipoM 3pO3yMITH POJIb CTEHKXOJI-
JiepiB y 3aXMCTi IpaB Hirepificbknx cnokuBauiB. J{aHi Oynm OTpMMaHI IIISIXOM BHKOPUCTaHHS MOTIHOJIEHOTO iH-
TEpB’I0 cepell 0OpaHUX KIIIEHTIB/KOPHCTYBaUiB Ta IMOKYILIB Bij iMeHi opraHizauii. ¥ poOOTi TakoX 3aCTOCOBAHO Me-
TOJ| CHOCTEPEKEHHs, 0COOJIMBO B CylepMapKeTax, Ha BIIKPUTHX PUHKax, yHiBepMarax, IO pO3TalllOBaHi y MicTax
Enyry ta Omniua (Hirepis). 3po0ieHo BHCHOBOK, IO OUTBIIICTh CIIOKMBAYiB HE MEPEHMAIOTHCS BHBUCHHSM 3MICTY
eTHKETKH Ha MPOMYKTaxX IMEepII HiXK 3AICHUTH MOKYIKYy. B pe3ynbpTari, BOHH PiIKO BOJIOMIFOTE ITOBHOIO iH(OpMAIIi€ro
PO MPOIYKT, IO MOTJIO O TOTIOMOTTH iM 3aXHUCTHTH CBOi mpaBa. KpiM Toro, OiIBIIICTh CITOKMBAYiB BKa3alld HA TE, IO
MOBa 4{ TEPMiHH, BUKOPUCTaHI IIPU OIKCI NMIPOAYKTY, 0COONNBO (hapMalleBTUYHOTO, € 3aHAATO CKJIAJIHUMHM VIS PO3Y-
MiHHS. J[0 TOTO K, piB€Hb 00I3HAHOCTI CIOXKMUBAUIB MIOO 3aXHUCTY iX MpaB € HU3bKUM, 110 IPUBOAUTH 10 BiICYTHOCTI
CYIOBHUX IIPOLIECIB IIPOTH MPOJABLIB Y Pa3i OYUEBUIHOTO MOPYILIECHHS 3aKOHY.

®iaimon OeBoya

Crparerii MapKeTHHTY MiXkHapOAHOTO Typu3My B KpaiHax /AatumHcbkoi Amepuky Ta Kapn6cbkoro
OaceiiHy

MixHapoaHUil Typu3M CTaB HaI3BHYAWHO BRXKIIUBUM CEKTOPOM JJIsl ACSKUX KpaiH, 10 PO3BUBAIOTHCS, SIK TOJIOBHE
JDKEPEIIo HAJIXO/KEeHb 1HO3EMHOI BAIIFOTH J1JIsl EKOHOMIYHOTO PO3BHUTKY. Lle cTocyerhes kpain JlaTuHChKOT AMEpUKH Ta
Kapubcbkoro 6aceiiny. Y cTaTTi IpoaHaai30BaHO MUHYJII OKA3HUKH HPOJYKTHBHOCTI Ta Mall0yTHI MOKIJIMBOCTI LILOTO
PErioHy Ha CBITOBOMY PUHKY MIKHAPOIHOTO TypHu3My. Takox 0OrOBOPIOIOTHCS PEKOMEHIAIT CTOCOBHO MapKETUHTO-
BUX CTpaTerii Ta 3aX0/y, SIKUX HeOOXIHO BXKUTH, II00 OTPUMAaTH BKa3aHi MOXKIMBOCTI Ta MOJ0JIATH 1CHYIOUI ITpodJe-
MaMHu.
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Forecasting of principal directions of Ukrainian insurance market
development based on German insurance market indices

Abstract

The basic aspects of German and Ukrainian insurance markets development are addressed in this paper. Also, their
interrelationships are considered based on the forecasting of most relevant descriptions of insurance activity given the
time lag. To this end, correlative-regressive analysis is employed. This approach makes it possible to predict the basic

aspects of domestic insurance markets activity directions.

Keywords: total premiums, premiums in GDP, premiums per capita, “life” premiums, “non-life” premiums.

Introduction

The forecasting of the basic directions of Ukrainian
insurance market development is a necessary
condition of subsequent development strategies
organization and adjustment of state authority
control for insurance activity. In addition to the
existing methods of forecasting, such as correlative-
regressive analysis, the use of time lag in
determining the indicators of insurance market
performance is appropriate.

The purpose of the present research is to determine
the subsequent directions of Ukrainian insurance
market development based on both qualitative and
quantitative indices of German insurance market
with the focus on time lag establishment.

In the existing literature little attention is devoted to
the basic descriptions of domestic insurance activity
based on the best practices and progress trends of
world countries’ insurance markets.

On the basis of publications analysis it has been
found that the determining progress trends of the
nation’s economy takes place on the basis of
standard comparison with the leading country taking
into account the time lag of basic financial activity
indicators. The leading countries experience in the
area of insurance as well as insurance market
research and its regulation are reflected in Soyoung
(1999) [7] and Gutko (2005) [1].

1. Basic results of the research

At the present time, the development of the national
insurance market is influenced by global processes
in the international economy which stipulates
interrelationship of financial markets of different
countries.  For example, the development of
insurance markets of Eastern European countries
such as Ukraine for the most part imitates more
developed countries such as Germany. This
tendency allows to set correlation of insurance

© Olha Kozmenko, Olha Merenkova, Anton Boyko, Hanna Kravchuk, 2009.

activity in countries with different levels of
insurance market development and to define basic
aspects of less developed insurance markets
(Soyoung, 1999).

One of the methods of establishing the basic
indicators of insurance market performance is
correlative-regressive analysis. It allows to define
statistical and correlation dependences among
variables (basic descriptions) in the insurance
activity.

Using the correlative-regressive analysis makes it
possible to foresee the factors of effective
development. In this paper we intend to determine
progress trends of Ukrainian insurance market using
the case of German insurance market indices as a
benchmark.

The analysis of German insurance market (see Fig-
ures 1-4) reveals that during 2001-2008 insurance
premiums took place, and premiums per capita in-
creased by 25%. Accordingly, the total premiums
increased from 136124 million euros in 2001 to
170444 million euros in 2008 and premiums per
capita increased from 1665 euros in 2001 to 2073
euros in 2008.
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2001 2002 2003 2004 2005 2006 2007 2008
Germany, “life” premiums, ® Ukraine, “life” premiums,
million euro million euro
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Fig. 1. “Life” insurance premiums in Germany and Ukraine

The growing tendency was seen both for “life”
and “non-life” premiums. It was exhibited by
these indices growth in 2008 as compared to
2001. As to “life” premiums, they grew 1,24
times; “non-life” premiums grew 1,26 times. The
specific gravity of total insurance premiums
during the period wunder study remained
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unchanged. Total insurance premiums in GDP
during 2001-2005 have increased by 0,60% and
from 2005 on, this index oscillation was noticed
that was conditioned by the changes in Germany’s
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10

(=}

—_
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2001

GDP. A descending tendency was observed only
in the context of insurance companies’ amount
cut. So, in 2008 the insurance companies amount
decreased by 9% as compared to 2002.

2002 2003 2004 2005 2006 2007 2008

“ Germany, “non-life” premiums, million euro

m Ukraine, “non-life” premiums, million euro

Fig. 2. “Non-life” insurance premiums in Germany and Ukraine

The analysis of German insurance market shown
above allows foreseeing the basic progress trends
of Ukrainian insurance market. If one considers
and generalizes the German and Ukrainian basic
insurance performance indicators changes, it is
possible to define both a general growing ten-
dency in relation to indices such as total pre-
10000

S

—_
(=}

1
2001 2002 2003

m  Germany, premiums in GDP, %

¥ Germany, premiums per capita (euro)

miums (TP, million Euros), premiums in GDP
(PGDP, %), premiums per capita (PC, Euro),
“life” premiums (LP, million Euros), and “non-
life” premiums (NP, million Euros) (see Figures
1, 2, 3), and a descending tendency with regard to
insurance companies amount (C) for Germany
(see Figure 4).

L

2004

2005 2006 2007

= Ukraine, premiums in GDP, %

2008

¥ Ukraine, premiums per capita (euro)

Fig. 3. Premiums in GDP and premiums per capita in the insurance markets of Germany and Ukraine

It is suggested to conduct a research on basic
descriptions of insurance activities in world
countries as well as to determine their mutual
influence taking the subsequent progress trends of
the insurance market into account. For this purpose,
correlative-regressive  analysis was employed.
Optimum value of empirical correlation relation is
not less than 0,80.

Based on the expected indices (see Table 1), dense
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2002 2003 2004

reverse communication of insurance performance
indicators such as companies’ amount is considered
(Ukraine/Germany correlation, empirical correlation
accounts for -0,934). This testifies there are mutual
influence and absorption with regard to volumes of
insurance companies which operate in Germany.
The Ukrainian insurance market is small capitalized
with a great number of captive and narrowly
oriented insurance companies (see Figure 4).

2005

® Germany, amount of insurance companies

2006 2007 2008

# Ukraine, amount of insurance companies

Fig. 4. Amount of insurance companies in Germany and Ukraine
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Close correlation is not shown among the current
total premiums in GDP in Germany and Ukraine
(the empirical correlation is 0,553). In addition, it
should be noted that after total premiums, total pre-
miums per capita, “life” premiums and “non- life”

Innovative Marketing, Volume 5, Issue 4, 2009

premiums there are sufficient direct correlation (the
coefficients of correlation are 0,870, 0,878, 0,946
and 0,899) and negative correlation (-0,934) be-
tween the insurance companies amount in Ukraine
and Germany.

Table 1. Empirical correlation of insurance markets in Germany and Ukraine, 2003-2008

Period | 20082008 | 20082007 | 20082006 | 2008/2005 | 200822004 |  2008/2003
Total premiums (million euro)
Ukraine/Germany | o800 | 0794 | 0612 | 0306 | o912 [ 09%
Total premiums in GDP (%)
Ukraine/Germany | o053 | o145 | oea7 | 0812 | 0721 | 0610
Total premiums per capita (euro)
Ukraine/Germany |  oss | 0807 | 0646 | 0380 | o915 | 09%
Insurance companies amount (quantity)
Ukraine/Germany | o094 | ome | 087 | 082 | 099 [  -1000
"Life" premiums (million euro)
Ukraine/Germany | ows | 0964 | 0996 | 0966 | o | 0975
"Non-life" premiums (million euro)
Ukraine/Germany | o089 | 0773 | 0527 | 0156 | o918 | 09%
Note: * indicates the most correlation coefficient.
In addition, given the time lag, not only variations & "Life" insurance  premiums in  the
(one year is taken) are kept, but also, the crowd Ukraine/Germany  correlation  (empirical

conditions of correlation based on the German
and Ukrainian insurance markets basic descrip-
tions are risen (see Table 2):

¢ Total insurance premiums in the
Ukraine/Germany correlation (empirical
correlation value equals 0,999 with the lag in 5
periods). According to this index, there is a
certain functional dependence (formula 1) that
characterizes Ukrainian insurance market total
premiums. Hence, in 2008 Ukrainian total
insurance premiums will come up to the
German insurance total premiums in t-5 period:

TPY (t) = —8730,5+0,080TP° (¢ - 5), (1)

where TPY(¢) is total insurance premiums in pe-
riod ¢, (million euros) in Ukraine; TP%(¢-5) is total
insurance premiums in period #-5 (million euros)
in Germany.

¢ Empirical correlation relation equals 0,999
with the lag in 5 periods according to total
insurance premiums per capita in the
Ukraine/Germany  correlation. On  the
functional dependence basis, it is possible to
assert (formula 2) that in 2008 Ukrainian total
premiums per capita will be in line with the
level of Germany total premiums per capita in
t-5 period:

PCY(t) =—208,0+0,154PCY (¢t - 5), )

where PCY(¢) is total premiums per capita (euro)
in ¢ period, in Ukraine; PC(-5) is total premiums
per capita (euro) in ¢-5 period, in Germany.

correlation amounts to 0,996 with lag in the
2nd period). According to this index, there is a
certain functional dependence (formula 3),
that characterizes Ukrainian insurance market
depending on German insurance market "life"
premiums. So, in 2008 Ukrainian "life"
premiums will come up to German "life"
premiums in #-2 period:

LPY(f) = — 54688,7 + 0,900LPC (¢ - 2), 3)

where LPY(¢) is "life" premiums (million euros) in
t period in Ukraine; LPY(¢-2) is "life" premiums
(million euros) in ¢-2 period in Germany.

According to the following German and Ukrainian
insurance markets descriptions, the variation of
time lag results in close correlation establishment
(see Table 2):

¢ Ukrainian total premiums in GDP will come
up to German total premiums in GDP in t-3
period which is confirmed by empirical
correlation value equal to -0,812 with lag in 3
periods:

PGDPY (1) =33,3-4,433PGDP°(t - 3), 4)

where PGDPY(1) is total premiums in GDP (%) in
t period in Ukraine; PGDPC(¢-3) is total premiums
in GDP (%) in #-3 period in Germany.

¢ Insurance  companies amount in  the
Ukraine/Germany correlation (the empirical
correlation value makes -0,999 with lag in 4
periods). According to this index, there is a certain
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functional dependence (formula 5) that
characterizes  Ukrainian  insurance  market
depending on German insurance market

companies’ amount. So, in 2008 Ukrainian
insurance companies amount will come up to
German insurance companies amount in t-4
period:

CY(t)=1403,0-1,411C° (¢ - 4), (5)

where CY(¢) is insurance companies amount (quantity)
in ¢ period in Ukraine; C“(#-4) is insurance companies
amount (quantity) in -4 period in Germany.

¢ "Non-life" insurance premiums. According to
this index, there is certain functional dependence

(formula 6), that characterizes Ukrainian
insurance market depending on the "non-life"
premiums of German insurance market. So, in
2008 "non-life" premiums in Ukraine will reach
the level of "non-life" premiums of German
market in t-5 period (the value of empirical
correlation relation value makes 0,999 with lag in
5 periods):

NPY(t)=-6510,6 +0,118NP° (¢ - 5), (6)

where NPY(f) is "non-life" premiums (million
euros) in ¢ period in Ukraine; NPY(¢-5) is "non-
life" premiums (million euros) in #-5 period in
Germany.

Table 2. Variations of time lag according to the basic insurance performance indicators of Germany and

Ukraine
Countries TP PGDP PC C LP NP
Germany TP PGDP(!) PC() c() LP(t) NP(Y)
Ukraine TP(t+5) -PGDP(t+3) PC(t+5) -C(t+4) LP(t+2) NP(t+5)

Within the framework of the analysis of German
and Ukrainian insurance markets’ mutual progress
trends, it is also expedient to consider German
and Ukrainian basic insurance performance
indicators correlation and determine, in the
context of Ukraine, the close politico-economic
communications between the two countries as
well as the inheritance by Ukraine of the
eurointegration process passed by Germany.
Ukrainian total insurance premiums value in 2008
corresponds to this index value in Germany in
2003, which is testified by correlation coefficient
equal to 0,999. As to the total premiums in GDP,
close indirect correlation between Germany and
Ukraine is set at time lag displacement of three
periods, that is total premiums in GDP in Ukraine
in 2008 correspond to the value of premiums in
GDP in Germany in 2005. According to the total
premiums per capita index, empirical correlation
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