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This article is about a phenomenon of Big Four companies (KPMG, Deloitte, E&Y, PwC) who keep
leading positions on the market for the last twenty years. Their way to success is a great strategy, very
detailed and longstanding plan to reach new clients, reveal new products and services and employ the best
students from the best universities of the world. These companies are very active in using modern and
innovative solutions in their financial and marketing campaigns. Big Four stands are full of new devices,
selfie-sticks and Google glasses during the Job Exhibitions, at the same time their competitors still continue
to give away pens, note books and highlighters. “Innovations are in every aspect of our daily life” is a slogan
of KPMG’s official page dedicated to Innovations. In order to get a success and become a leader Big Four
companies use diversification strategies, strategy of leadership in expenses, price differentiation strategy,
specialization strategy concentrating on a niche. The descriptions and examples of all strategies mentioned
above are in this article. The important place in long-term strategies with long-term perspectives take events.
Professionals seminars, the publication of researches, press conferences and other PR actions, professional
seminars and charity events, which have already become the integral and necessary part of marketing
development tactics in consulting firms, which have resulted from globalization. High-quality services means
demand higher payments, what leads to the advantage of economies of scale. PWC proved it in 2015, when
they added to their portfolio business consulting. This decision created 60 % of their revenue, when their
standard services generated only 40 %. Modern ideas, fresh solutions keeping up with the times, strict
following of the strategy which was created by internal specialists especially for this campaign, will to be an
innovative leader, all these factors are the power of the progress. Modern world never stops. The era of new
technologies is here and it changed our retrospective about the standard circle of life which is also influenced
on the business as well as on the global corporations. An ability to accept global changes and to adapt to them
is a talent, which guarantee success and prosperity, what is extremely important for the digital era.
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The second decade of the XXI century is a complex mechanism of multinational enterprises
fully-functioning and intersecting in operations with the blue chip firms on the market. The scope
of strategic advices is typically seen in operations of Big Four consulting firms: referring to
KPMG, Deloitte, E&Y, PwC. Experts from these market leading companies suggest that it is
necessary to create a portfolio of services, to select personnel, to develop an advertising campaign,
to establish the prices, and never Vice Versa under this strategy.

Following a marketing strategy that the Big Four suggests, the following questions are to be
answered: i) How do The Big Four market leaders manage to lead the entire overfilled market and
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simultaneously with the use of marketing techniques continue increasing its sales and improving
performance in the long term?; ii) How to create a portfolio, what benefits and shortcomings at the
universal and specialized companies and why market leaders are not changing for nearly 20 years
now?. Accordingly, it is of prime importance that leading consulting firms are capable to render
high-quality services demand higher payments.

The article suggests that audit and consulting firms tend to obtain on-going expenses, smaller
in comparison with competitors, only due to effect of the “taking the advantage of economies of
scale” related to growth of technological availability and lower cost per unit offered. Results are
presented and analyzed accordingly.

Historical Aspects of Marketing Strategies. The study of mine starts from a quote of Seth
Godin, who is known to be as an American author, entrepreneur. At the same time the scholar is a
public speaker, known for the orientation in brand-loyalty marketing sector, leading to further
studies on the basis of his experience and vision. Seth Godin is the author of several books on
marketing which have high popularity worldwide. It is easy to read and perceive publications of
the author. S. Godin has an extensive experience in the field of marketing as he has been in the
industry over 15 intense years. Seth Godin has graduated from the university of Tafts in the
direction of informatics and philosophy where he later on studied at Stanford Business School,
receiving an MBA with a focus on marketing. After that, future guru of marketing was engaged in
book business and has founded the Yoyodyne online company which with fast time was a part of
giant Yahoo [3].

The study heavily considers strategies applicable to the market of best consulting services.
Having read it, the audience will have answers to such questions as:

— How do The Big Four market leaders manage to lead the entire overfilled market and
simultaneously with the use of marketing techniques continue increasing its sales and improving
performance in the long term?

— How to create a portfolio, what benefits and shortcomings at the universal and specialized
companies and why market leaders are not changing for nearly 20 years now?

In theory, the strategic plan of development of the company is based on the analysis of a
market situation and opportunities, determines long-term tasks and prospects of development. But
in practice often their heads formulate strategy of the consulting companies in classical terms: “I
do not want to be the black peasant, | want to lead the industry in terms of innovations!”. Heads of
consulting firms, having formulated such “strategy”, begin to think of those practical steps which
shall help with implementation of similar transition: Whether to make the booklet on 8 pages or on
12? Whether to order handles with a logo for $1,24 or to threaten directly for $1,35? [8].

Nowadays, there are only four consulting and audit firms that consciously create marketing
tactics and product strategies. The majority of the companies does not battle for new client, and
passively relies on the existing clients, letting the market obtain oligopolistic behavior [7].

All products and services which companies create and marketing mixes which firms do for
their sale shall be a consequence of strategy of the company. It is necessary to create a portfolio of
services, to select personnel, to develop an advertising campaign, to establish the prices, and never
Vice Versa under this strategy. At the same time, it is essentially important that, having chosen
field-specific competitive strategy, managers and sales specialists exclude a losing market share.
Leading to several strategies, it is inexpedient directly and it is even dangerous. Within the choice
of this or that strategy specialists are including shall be defined with high degree of accuracy, than
the company shall not be engaged. This choice is also important. Firms that have not chosen
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marketing strategy cannot be distinguished from competitors, especially in the industry of
Consulting and Audit.

Never it is impossible to mix operational marketing efficiency and marketing strategy. Both of
them are equally important, thus they penetrate the market in each of the potential directions (e.g.
Charity Events, Exhibitions, E-Commerce, Conferences). If managers act in the same manner as
other companies do, then experts from Ernst & Young Experts claim that marketing strategies will
adapt to high level of scope. However, even the best consulting organization [3] does not replace
strategy without which competitors will be sooner or later ahead.

The task of implementing the strategy is a task of the top management (partners) of the
company. Managers of lower level do not own complete vision and proper amount of information.
For development of strategy in the company there shall be a group on development analyzing
external opportunities and threats and creating the future of every business. It is vital that it is
always possible to rely on subjective opinions of managers in the strategic analysis but only on the
objective information which analysts are preparing internally. Additionally, all members of the big
four, members of which are KPMG, Ernst & Young, PwC and Deloitte, are working in such way,
where HR departments hire 20 % of graduates from best rated universities in the country of
operations [7].

Diversification Strategies. Every growing consulting company is faced by the choice: what
types of activity to include in the list of services they are offering? The portfolio of the consulting
companies comprises services with a support of holding seminars, organizing charity events, etc.
Companies applying for success simultaneously monitor content of the portfolio, adding to its
new, revenue-producing services and generating market profit from connections made during such
events. Practically, each head of the consulting company is faced by a question whether to perform
all types of consulting by own efforts or to use the technique of sub-contracting.

Eastern-European Big Four tendencies, for example, correspond to the largest western
consulting companies, which tend to expand the list of services they are providing. So, Ernst &
Young and KPMG actively develop the market niche of legal services, as innovations on the
market tend to conflict with countries’ laws, where both firms listed above advertise their
capabilities in law and audit in 2015 and 2016 inclusive. Even McKinsey, which always preferred
to grow independently, has purchased the Chicago-based company Envision which is engaged in
consultation in the field of branding and the technological company Informational Management in
the year 2000. As ones actions are seen, the purchase itself has been immediately used as a Unique
Selling Point of McKinsey.

Speaking of statistics, in 2015 PwC has gained only 40 % of its net profit from types of
activity, traditional for itself, where the other profit has been generated from consulting, rather
new to PwC. In order to gain this revenue, PwC had the largest expenditure on charity events in
2014, thus attracting more connections, where it proceeded with sales of its services in 2015, when
companies started planning their annual budgets (January — March) [6].

Generally, there are two streamlines for advertising diversification of services in audit and
consulting. Recently-launched can either advertise developed brands, meaning invisible values of
the firm (e.g. trademark) or merge or acquire informational sources (Analysis Mason, EMIS
Professional).

Here is an example. Price Waterhouse Coopers has purchased firm named LVS Integrator,
Deloitte has purchased JV DRT, and KPMG has purchased Kazakhstan-based firm named Bureau
Zhanat. Actually, there used to be “Big Five” on the market, which changed already in 2000,
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where Ernst & Young has ended up merging with Cap Gemini, resulting in joint stock of
Capgemini. This shall be interpreted as a marketing technique, since the outcome company
possessed triple value (due to the rule of merger 1 + 1 = 3), actively being advertised in media and
operational field [2].

This strategy, according to both CEOs, is suitable for the large national audit and consulting
groups which already have steady client database, indicating requests for new types of services.

Another unique feature of The Big Four is establishment of a network of partner agreements
with representatives of strategic and senile industries, leading to an increase of brand loyalty and
brand image. At the same time, each member of big four consulting, informs clients on updates
and changes conducted, highlighting it as an improvement in their performance and level of
efficiency.

Strategy of Leadership in Expenses. Considering the economic nature of consulting business,
strategy of leadership in expenses and the related price leadership is unacceptable since the
company incurs main costs for managing the knowledge and paying wages to employees and sub-
contractors. Leading consulting firms are capable to render high-quality services demand higher
payments. Audit and consulting firms tend to obtain on-going expenses, smaller in comparison
with competitors, only due to effect of the “taking the advantage of economies of scale” related to
growth of technological availability and lower cost per unit offered.

Thus, each of the Big Four companies has the largest stands on Job Exhibitions, the most
innovative presents (flash drives, virtual reality glasses, selfie-sticks etc.) all over the world, where
any of the competitors is only giving away pens, magnets, block notes and highlighters. The effect
does not take place because these firms is able to pay more money per unit, but instead because
they are able to receive these branded products at the same price as it would cost their competitors
to produce a branded pen [2].

Price Differentiation Strategy. Strategy of differentiation focuses on offering the client
additional services which can be estimated as a necessary component. These benefits shall be
notable and memorable. Thus, if company’s services are able to be allocated from others, then
firms are able to acquire the right to a price increase [1].

Example of successful strategy implementation of differentiation is the policy of the companies
of “The Big Four” which have created differentiation on the basis of trusting the third parties they
are hiring/sub-contracting and presenting as the best example of operational efficiency and
quality-assurance in the market [4].

This group of companies has reliable protection since tried to obtain such market position for
many years of work. Nowadays, the companies of “The Big Four” have no chance of competitors
overcoming them, as they are spending from 11 % to 16 % of their net-profit on the marketing
strategies and sponsorship of events worldwide. Clearly, what makes them special is the fact they
are treating it as innovations, thus keeping it as a Unique Selling Point of their services, illustrating
there is no conflict of interest and outstanding performance in middle and long-terms.

Specialization Strategy (Concentrating on a Niche). This strategy, according to authors, is
represented in spectrum of services offered by “The Big Four” firms in 2014 and 2015 inclusive.
“Innovations are in every aspect of our daily life” is a slogan of KPMG’s official page dedicated to
Innovations. This allows it to emphasize the importance of the effect, simultaneously offering its
services to promote innovations for every client, to matter whether it is an Embassy, Ministry or a
purely Private Party.
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Alternative option is specialization on segments of already existing markets or developing
existing market niches. Establishment of the new market — labor-intensive and sometimes
expensive process, but otherwise experts should compete with leaders in their markets. This is
where Deloitte and PwC are known from 2013 as not just tax-advisories but also exerts in strategic
directions, already existing and obtaining leading market share in such industries as food
production, food consumption, telecommunication and procurement, which has never been the
case before 2013 [1]. How they spread and advertise the information is remaining unchanged as
per year 2018:

— Each of them uses Twitter as main E-commerce tool,

— Each of them possesses mobile application with constant news and updates for individuals;

— CEOs of each of them is always conducting public-announcement, providing detailed
information as per resources they are obtaining to completing projects successfully;

— Each of The Big Four firms uses SEO (tool in e-commerce) to have internet-surfing
potential clients being referred to the official web-site, where the page is simplified and once
analyzed with marketing experts, comes to the Minimalism style of representing the information
with shortcuts to contacts and operational spectrum [5];

— Each of the firms produces and distributes weekly, monthly and quarterly reports with free
distribution to strategic locations (e.g. business centers), where such updates and niches are listed
and emphasized.

Generally, the company from The Big Four can choose specialization:

— on types of service (to executive coaching, preparation of annual statements);

— on the served segment (an assessment of air transport, audit of ports, matching of
mechanical personnel);

— on a geographical criteria (attempt to take leadership in the local market). Such competitive
line item is weak in view of the fact that consulting services can be easily rendered in any place
and do not require the capital stationary equipment.

Specialization is rather difficult and courageous step as the company consciously limits to the
group of clients. However in this case, every firm we are discussing, concentrates on all the
marketing efforts on one segment, having narrowed at the same time all competitors involved in
this segment [6].

Latest focus of the Big Four. For the analysis of opportunities of marketing development in
consulting firms, it is necessary to study on-going trends that have resulted from globalization on
the market. Those, specifically in the second decade of XXI century, are [1]:

— Promotion of market research and integration with the field;

— The publication of research with limited materials and free access to reports for every
individual who designates to do so;

— Press conferences and other PR actions, that are always spontaneous, revolutionary and
expansive, hence always generate high returns;

— Professional seminars with a monthly frequency. It is possible to hold the whole series of
seminars that will also allow to compensate part of costs for research;

— The publication of research components in the mass media;

— Use of charity events to get closer to wealthy people, where the Brand itself is always
printed on with large letters and logos [4].

Latest tendencies that are expected to take place in “The Big Four” 2014-2020. Advertising is
still important, but marketing has much bigger value, from part today because creates area for
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fruitful communication between employees and clients of the company. Similar communications
are capable to connect emotions of the client among which most likely there will be an increase in
digital advertising in 2016 [4]. What it more important, every member-firm of the Big Four
continues expanding in terms of fields they are less known in, hiring and sub-contracting experts
and developing external market highlights and bursts of their new capabilities. These are presented
in the following scope:

— Client-Engagement. Currently, we live in the world where pro-active consumers demand
the right to vote, insist that voting rights play the leading role. It is rucial to support these ideas,
specifically using elements of “control allowance” in all marketing tools: billboards, booklets,
reports, official website (PwC 2014);

— Internet marketing. Internet communities, ratings and responses, interview and reviews,
social networks, call centers — all of these elements provide an opportunity for training and
innovating. There are more opportunities nowadays, than there used to be a decade ago, where the
task of The Big Four Firms is to take an advantage of all of them, making sure they reach the
highest market share or even monopolistic behavior, as in the end of the day each of them is
selling services, thus Public Media, TV-Channels, Satellite TV Programs, Internet Transition,
Radio and Internet Radio are experiencing second wave of demand increase, where the trend
applies worldwide. During a digital era of development of the advanced devices of
communications, the mobile Internet is an incentive for their growth in sales. According to the
latest data, 88 % of adult population globally — has mobile phone, out of which 49 % are
smartphones. Mobile devices became an integral part of life of most of people what marketing
specialists in every of our firm, are taking an advantage. Growth of a share mobile the Internet of a
traffic encourages them to reconsider location and services such as OTT, BSS and OSS [5].

— Innovative technologies that they own, tend to help them to acquire new clients. Clearly,
each of the firms on the list has no restriction on place, location, segment and scope of tasks, as
with the use of latest technologies and sub-contracted experts, they are serving clients on the other
side of the globe, actively highlighting this capability in every of their B2B and B2C marketing-
related markets.

Thus, considering the structure of the world we are living, markets tend to be overfilled, where
the market of Audit and Consulting Services possesses The Big Four market leaders for nearly 20
years now, that are growing in size and figures in black and white. Thus, each of these market
leader members are actively persuading the only-four applicable to both consulting and audit
marketing strategies: Diversification Strategy, Strategy Of Leadership In Expenses, Price
Differentiation Strategy and Specialization Strategy (Concentration On A Niche). This focus
allows them to sub-contracts specialists in various fields and then place achievements in E-
Commerce tools (Twitter, Mobile Apps, Online TV channel and Online Radio), develop and
distribute weekly and monthly reports (KPMG Business Magazine, e-Social etc.). The upcoming
years, on the other hand, are predicting concrete focus on such directions of marketing and
advertising  strategies/tools as Client-Engagement, Internet marketing and Innovative
Technologies.
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Jlannas craths pacckasbiBaeT o (enomere bonbinoi Yersepku (KPMG, Deloitte, E&Y, PWC), dupmsr
KOTOpO#i ceffdac, kak ¥ 20 JeT Ha3al, 3aHUMAIOT JHIUPYIOUINE MO3ULIUHN Ha phiHKE. IIyTh K ycmexy STuM
(GupM — 1enas cTparerys, IONIArOBBIH JOJTOJIETHUH PELeNT N0 3aBOECBAHUIO HOBBIX KJIMEHTOB, BBITYCKY
HOBBIX IIPOJIYKTOB YCIYT M IPHEM Ha pabOTy JIy4YIINX CTYISHTOB M3 CIIHCKA JIYyUYIINX YHUBEPCHUTETOB BCETO
MHUpa. DTH KOMIIAaHWM AaKTUBHO MPUMEHSIOT BCE WHHOBAIMOHHBIC MOAXOIBI B CBOMX JKOHOMHYECKHX H
MapKEeTHHTOBBIX CTpaTerusxX. [loka KOHKYpeHTHI pa3faloT pydKHy C JIOTOTHIIAMH, OJIOKHOTHI M XaiIalTepamMmu
BO BpeMms JHEi Kapbepbl, CTeHAb bompimoii YeTBepkM HANONHEHB HOBBIMH HWHHOBAI[MOHHBIMU
ycrpoiicTBamu, ceidu-mankamu u oukamu Google. Kak rmacut cmoran KPMG, momemnieHHblli Ha WX
odunuansHOM BeOcaiite: « IHHOBAIMK B K&XKIOM aCTEeKTe HAIleH MOBCEAHEBHOM XU3HW». [IJI1 TOrO, 4TOOBI
JIOCTHYB TTOCTAaBJICHHBIX 337134, 3TH (GUPMBI HCTIOJIB3YIOT CTPAaTEru TUBEPCH(UKALNK, CTPATEruIO JIMAePCTBA
B pacxojax, CTpaTerduio MU(QepeHIHai IIeH, CTPATErHi0 CIEIHAIN3AlNY, KOHIEHTPHPYIOMIYIOCS Ha
Hunie. OnucaHust U IPUMEPHI BCeX CTPATeruil, yHOMsIHYTHIX BBIIIE, HAXOISITCS B 9TOH cTaThe. BaxkHoe MecTo
B JIOJITOCPOYHBIX CTPATErusiX C JOJITOCPOYHBIMU IEPCHEKTHBAMH 3aHMMAIOT MeponpusaTusi. CeMuHaphl Ui
mpoecCHOHANOB,  IyONMKalMl  HWCCIENOBaHWW,  mpecc-KOoH(pepeHIMH ©  japyrue  PR-akmum,
npodeccuoHaNbHbIe CEeMHUHAphl W OJaroTBOPUTENbHBIE AaKIMH, KOTOpBIE YyXKE CTald HEOThEeMJIEMOH H
HEOoOXOIMMOH YacThIO TAKTHKH Pa3BUTHSI MApKETUHIa B KOHCAITHHTOBBIX (YUpMax, BO3HHUKIIEH B pe3yJbTaTe
riobanu3anui. BricokokauecTBEHHBIE YCIYTH TPEOYIOT BEICOKOH OILIATHI, YTO, B CBOIO OYepeh IPUBOAUT K
JKOHOMHUYECKUM TpenmymiectBaMm. Kommanuss PWC mokaszana 3to Ha cBoeM mpumepe, korma B 2015 romay
nobaBuna B cBoe MOPT(HONNO KOHCAITHHIOBBIE YCIyrH. JTO pemieHue coctaBwio 60 % ux mpulObuin, B TO
BpeMs Kak UX TPaJWUIHMOHHBINA ciicok ycryr npuHec 40 %. HoBble cBexue nien, HOBBIE PElIeHHs, HAYIINe B
HOTY CO BpEMEHEM, 4YeTKOe CJEAOBaHHE CTPATerHu, NPOPabOTaHHON BHYTPEHHHMH CIIEHUATHCTAMH
CIHEUANbHO Ul OTOW KOMIIaHWH, JKeJaHHE CTaThb WHHOBAI[MOHHBIM JIMAEPOM — JBHTaTelb Iporpecca.
CoBpeMeHHBII MHUp HE CTOHT Ha MecTe. Jpa HOBBIX TEXHOJOTHI W3MEHWIIA HAIlle BOCTIPUATHE O MPUBBITHOM
YKIIage JKU3HU, Y4TO OTpPA3WIIOCh Ha OW3HECEe, B TOM YHCIE, U Ha MHPOBBIX Koprnopamusx. CriocoOHOCTh
NpUHUMAaTh NEPEMEHBI U aJallTUPOBATECA — OTO TaJlaHT, KOTOprﬁ rapaHTI/lpyeT ycnex U MPOUBETAHUE, YTO
0COOEHHO BaXKHO B 9p€ IMU(POBBIX TEXHOIOTHIA.
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Jana crarts onmcye ¢penomer Bemukoi UerBipku (KPMG, Deloitte, E&Y, PwC), sixa, sk 20 pokiB Tomy,
TaK i 3apa3 3aliMae JiMpyIOUi TIO3MI{i Ha PUHKY. [XHi IUISAXH 0 YCIiXy — Iilla CTpaTeris, CIIaHOBAHA KPOK
3a KPOKOM 1 HaIlileHa Ha TOIIYK HOBHX KI€HTIB, BUIYCK HOBHX MNPOAYKTIB Ta HalkMarTh Ha PoOOTYy
HaWKpamMX CTYICHTIB 31 CIUCKY HaHKpalmux YHIBepCHTETiB ycboro cBity. Lli kommanii akTHBHO
3aCTOCOBYIOTh yCi JOCTYIIHI IHHOBAITIHHI MiXOAH B CBOIX CKOHOMIYHUX i MAPKETHHIOBUX CTpaTETisxX. Y TOU
MOMEHT, 5K mmiJ yac JHiB [Ipami KOHKypeHTH Ha)ajab PO3JAI0Th PYYKH, OJIOKHOTH Ta MapKepH 3 JIOTOTHIIAMH
CBOIX KOMITaHii, ctenau Bennkoi YeTBipky MPUKOBYIOTH yBary HOBHMH iHHOBAI[iHHIMH HPUCTPOSMH, cendi-
nankaMu Ta okyisapamu Google. Sk nporonomye cioran KPMG, po3Mimennit Ha ix odiniiiHiil BeGCTOpiHIIi:
«IHHOBAMI{ y KOXKHOMY aCHeKTi HAIIOTO MOBCAKICHHOTO XKHUTTS». [ TOro, 00 JOCATTH MOCTaBICHOT METH,
1i (ipMH BUKOPHUCTOBYIOTh CTparTerii AuBepcudikamii, JiaepcTBa, cremiaizamii 3 KOHICHTPAIli€l0 Ha CBOIH
Himn. JleranmpHui ommic 1 MPHUKIAA O KOXKHOI BHIIe3ramaHoi crparerii € y crarti. Baxmmse wmicue y
JIOBTOTEPMIHOBUX CTpATErisix 3 JOBrOTEPMIHOBHMH IIEPCIEKTHBAMH 3aiMarOTh 3aXOIH, OPTaHi30BaHi Ui
npodecioHatiB, pi3HOMAaHITHI CeMiHapH, MyOJiKaIli JOCTiIKeHb, Tpec-KoHpepeHmii Ta inmi PR-akmii i
Onaromiiini akmii. Bci BOHM BXe CTand HEBiJ €MHOK 1 HEOOXiTHOI YACTHHOK TAKTHKH PO3BUTKY
MapKETHHTY y KOHCAITHHTOBHUX (ipMax 1 MOBCTANM BHACTIMOK Tio0Oamizamii. BHCOKOSKICHI MOCTyrH
BHUMaraloTb BHCOKOI OIUIATH, IIO B CBOIO Yepry NPH3BOJHUTH 0 eKOoHOMiuHMX mnepesar. Kommanis PWC
JIOBENa e Ha CBOEMY TpHKIadi, Ko B 2015 pori goxana g0 cBoro noptdoiio KOHCAITHHTOBI mociyru. Lle
pimennst ckiano 60 % mpulOyTky, B TOI 4Yac SK TpamMIiHHWI cMCOK mociyr mpuHic ycsoro 40 %. Hosi
CBIXI i/1€i Ta pilIeHHs, OI0 HAYTh B HOTY 3 9acOM, YiTKe JOTPUMAaHHs CTPATETii, ONpaboBaHO! BHYTPIIIHIMHI
¢axiBIIMH cHemianbHO Ui KOMIaHii, Ta OakaHHs OyTH 1HHOBAaIlifHUM IiAEpOM — JBUTYH
nporpecy. CydacHuii CBIT He CTOITh Ha Micli. Epa HOBHX TeXHOJIOTiH 3MiHHMIIA HALlIE CIIPUIHATTS PO OCHOBY
MIOZICHHOTO YKJIAAY JKHTTS, [0 HE MOTJIO HE BiAOUTHCS Ha Gi3HECi, B TOMY YHCII, 1 Ha CBITOBHX KOPIOPAIIisX.
3naTHicTh MPUAMATH 3MIHH 1 aaNTyBaTHCS — L€ TAJNAHT, IKWI rapaHTye YCIiX i HPOIBITAHHS, 10 0COOINBO
B)XJINBO B €Py PO3BHTKY HU(PPOBUX TEXHOJIOTIH.

Kniouosi  cnosa: MikHapomHWH Oi3HEC, €JEKTpPOHHA KOMeEpIlis, MapKeTHHrOBe pilleHHs, Oi3Hec-
aIMiHICTpYBaHHs, MapKETHHT B eKoHOMill, kpainu Ckanaunasii (LIBeuis, Dinsauist, Hopseris).
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