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MAWBYTHIX MAPKETOJIOI'IB 3ACOBAMMU
IHO3EMHOI MOBH

Cmamms po3ensdae numanHst hPopmy8anHs NPoGheCitinoi CRPMOBaHOCIIE HABUAHHS ITHO3EMHIlL
MOBI MATIOYMHIX MAPKEMONL02I8 3 NUMAHb MIJCHAPOOHO20 MapKemuHey. Y cmammi 06IpyHmoeano
HeobXioHicmb eghekmuHo20o POPMY8AHHS KOMYHIKAMUBHUX YMIHb K 3AC00Y Ni020MO8KU MAOYMHIX
Mapkemonozié 00 IHUWOMOBHO20 CNIAKY8AHHS y npoeciinit disnvhocmi. Y cmammi Hadano
HeoOXiOHUI MOBHULL Mamepia, eKOHOMIYHI MOO e IHO3eMHOI0 MOBOIO , HABEOEHO GUHAYEHHSL NOHINb
“imnopm” , “ excnopm” amneniticbKolo M0O6010, 3PA3KU NEPeGiPOUHUX BNPAB, MA MOHOLO0SIUHUX
BUCNOBI08AHb, AKI CNPUAIOMb POPMYBAHHIO KOMYHIKAMUBHUX 8MIiHb Y NPOYEC] GUBYEHHS.
CmyOeHmamu-mapkemono2amu inozemuux mos y BH3.

Knrouoei cnosa: exonomiuni mooerni," imnopm” ,* excnopm” , npocheciiina komnemenmuicmo,

MIHCHAPOOHUU MAPKEMUHE.

ocTaHOBKa 3aBaaHHA. CydacHi

HOPMAaTHBHO-NIPaBOBi JOKYMEHTH 3

mpobieM ocBiTH, 3akoH Ykpaian “IIpo
ocity”, “IIpo Bumty mkomy” , monokeHHs bomoHchKoi
neknaparii, cHnpsMoBaHi Ha 3a0e3medeHHs
ONTHUMAaJBHAX YMOB AJIs1 OpMyBaHHS IpodeciitHmx
Ta 0COOMCTICHUX sIKOCTeH MaiiOyTHIX (axiBHiB.
CygacHuil piBeHB PO3BUTKY EKOHOMIKH,
TEXHOJIOTIYHUX HPOIECiB, HAA3BUYAHHO-CTPIMKE
OHOBJIICHHS iH(OpMaITii BUMaratoTh (paxiBiliB HOBOTO
MMOKONIHHS, 3 BUCOKUM PiBHEM KOMIIETEHIIIT,
3IAaTHICTIO CIIpUHMAaTH HOBI pHHKOBI TEPETBOPECHHS,
THYYKO pearyBaTy Ha I7100abHi 3MiHH B CYCIITBCTBI.
MapKeTHHIOBi 3HAHHS y HUHIIIHIX yMOBaX HEOOXiTHi
KO)KHOMY BHITycKHUKY BH3, MaitOyTHIM mpaniBHIKaM
ramy3ed rocrnonapchbkoi AisUTLHOCTI — €KOHOMICTaM,
iH)KeHepaM-KOHCTPYKTOpaM, TEXHOJIOTaM,
MeHepkepaM, (piHaHCHCTaM, MUTHUM Ta Oip>KOBUM
MpaIjiBHUKaM, MapKeToJoraM y KOXKHIH JIFOJChKii
nisibHOCTI Ha puHy npani [1]. Ie crocyerbes i
eKoHOMiKH. EXOHOMIYHHMIT pO3BUTOK BHCYBa€ Aeaali
HOBI BIMOTH JI0 AE€P)KaBHHUX CTPYKTYpP, XapakTepy i
SKOCTI CaMOro JIep>KaBHOTO YIPAaBIiHHSI HAa OCHOBI
BUKOPHUCTAHHS MapKeTUHry [2].

HabyTi BUIyCKHUKaMHU IIKONH, MPodeciiHoro
HaBYAJIBbHOTO 3aKkiany uu BH3 3HaHHS py BUBYEHHI
MAapKEeTHHTY, AOTIOMOXYTh iM 30pi€HTYBaTHCS B
Cy4acHOMY PUHKOBOMY CEPENOBHUII, BUOpATH TO
HanpsM podeciitHol TisTTBHOCTI, SIKUH € HaHO1ITbIIT
MEePCIEKTUBHUM Yy BHOOpPi MaiOyTHBROI mpodecii,
MEBHOI'0 HAMPSIMY AisibHOCTI [3].

Sk 3a3Ha9eHo y MmoHOrpadii M. BaueBcpkoro, Mu
MOPHHYAN Y HOBI €KOHOMi4YHI BiZTHOCHHH, HE
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BHUPIIIMBIIN HAWTOJOBHIMIOrO i HAHIPOCTIIIOTO
3aBJaHHS — MATOTYBaTH MOJIOJb, O3HAMOMUTH i 3
OCHOBaMH PUHKOBHX BITHOCHH (1y HepILy 4epry aatu
3HAaHHSA THM, XTO NPOKJANa€e MUISXH IO HOBOI
exonoMmiku) [1]. Tomy nyxe BaxiauBo, 100
OTPUMAaBIIM €KOHOMIYHi 3HaHHA I B IIKOJI, YJHi
OyRyTh 37aTHI BHKOPHCTATH iX y B peatbHOMY KUTTI
[2].

AKTyanbHICTh IUTAaHHS OOYMOBIICHA COIiaJIbHO-
E€KOHOMIYHMMH (D)aKTOPaMH CYCHIJIBHOTO PO3BUTKY
Vkpaiau. CydacHi iHpopmariiiHi TexHOMNOTI,
3aJTydeHH IHO3EMHMX iHBECTHIII I, BUPIIIICHHS IINTaHb
€KCIIOPTY TOBapiB, IPUYETHICTH MHUPOKOTO KOJa
1HO3EMIIiB JI0 BUPIIICHHS MMPOOJIEM Y PI3HUX TaITy35X
MapKeTHHTY BIMAararoTh IIOCTAaHOBKH Ha HayKOBO-
OCBITHI#f piBeHb HE JIMIIE MUTAHHA MpodeciiiHol
KOMIIETEHTHOCTI MaiOyTHIX MapKeTOJOriB, a i
HEeoOXiTHOCTI podeciitHOT CIIpsIMOBAHOCTI HABYAHHSI
iHO3eMHil MOBI MaOyTHIX MapKETOJOTiB, PO3BUTKY
KOMYHIKaTHBHUX YMiHb iHO3€MHOIO MOBOIO Ta
dbopMyBaHHS y HUX HaBHYOK BEJCHHS MIJIOBHX
MIEPETOBOPIB AHTITIHCHKOI MOBOIO 3 Pi3HUX IHTAaHb
MapketuHTy. Tak, y [Iporpami 3 aHImiHCHKOT MOBHU
U TIpO(EeCifHOTO CIIIKYBaHHS 3a3HAYAETHCA, IO
CTBOpEHHSI €BPONEHCHKOTO MPOCTOPY BHIIOI OCBITH
BUCYBa€ CKJAJHI 3aBIaHHS MIOM0 301IbIICHHS
MOOITBHOCTI CTYZEHTiB, OiNbII €(EKTHBHOTO
MDXKXHapOAHOTO CIIKYBAaHHS, JIETTIOTO JOCTYITYy JO
iHpopMmamii TOmoO, a TOMY CIiJ pPO3BHUBATH
KOMYHIKaTHBHY KoMmeTeHniro cryneHtisB BH3 Tta Ti
cTparerii, ki iM HeOOXiTHI 11 €(eKTUBHOI yJacTi B
IIpOLIeci HABYAHHSA 1 B THX CHTYyalisx mpodeciiiHoro
CHIJIKYBaHHS, B IKUX BOHU MOXKYTh OITMHHATHCS.

114

PDF created with pdfFactory Pro trial version www.pdffactory.com



http://www.pdffactory.com
http://www.pdffactory.com

®OPMYBAHHS MPOPECIMHOI KOMIIETEHTHOCTI MAVBY THIX
MAPKETOJIOI'IB 3ACOBAMHU IHO3EMHOI MOBH

AHani3 ocTaHHIX AocailKeHb i myOJikamii,
B fIKMX 3al0YaTKOBaHO BHUPilIeHHS AaHOI
npobaemu. He Mo)xHa HE 3a3HAYUTH , O MTUTAHHS
MapKETHHTOBOI OCBITH BUCBITJICHO B 3HAYHIH KiJIBKOCTI
HaBYAJIFHO-METOAWYHOI Ta JOBIIKOBOI JTEparypH.
[i aBTopamu e: A. Adonin, JI.B. bana6anosa,
A.B. Bopuak, M.B. Bauescrkuit, M.M. ['apkaBenxo,
M.M. €pmonenxko, B.I. Kpemens, A.®. IlaBnenko,
[.®. ITpokomierxko, A.O. Crapocrina, [1.M. [{uOynsoB,
B.M. Mapgiros Tta iH.

3HauHy KiJIBKICTh ITyOMiKaIlii, oo TOCTiIKYIOTh
NHUTaHHS TpodeciiHOi KOMIETEeHTHOCTI, MAlOTh
B. Animenxo, C. Toruapenxo, L. T'ynescbka, O. OBuapyk,
O. Ilomeryn, O. JlokmuHa, 1. Yemepuc.

[TuranHs TEOPii Ta METOANKY HABYAHHS IHO3EMHIH
MOBI y mpodeciiHMX HaBUYaIbHHX 3aKjamax
po3TIsIanucs y nochipkeHHs X A. Muponro6osa,
A. TTapaxinoi, C. Tunkinoi, I. bepman, P. Ky3nemosof,
C. ®onomkinoi T2 iH.

Meta ctatTti. JlocmimkeHHsT — mpoOiem
ITiATOTOBKY YYHIBCHKOI MOJIOZI 3 TUTAHb (hopMyBaHHS
npodeciiiHoi  KOMIETEHTHOCTI  MaiOyTHiX
MapKeToJIoriB 3acobaMu iHO3eMHOI MoBH. Hamatu
NpaKTUYHY JIOMOMOTY BHKJAajzadaM BHIIHX
HaBYAJIbHAX 3aKJaniB 3 MHUTaHb IiABHUIIEHHS
e(exTUBHOCTI (hOPMYBAHHS KOMYHIKaTHBHUX YMiHb
Maf0yTHIX MapKeTOJOTiB y IPOIECi BUBUCHHS
AHTIIIHCHKOT MOBH.

BuxnageHHsi ocHOBHOro marepianay. Ilutanns
dbopmyBaHHS TpodeciiiHOl KOMMETEHIIT Ciil
PO3MIIAIATH y B3a€EMO3B' 3Ky 3 CAMHUM BH3HAYCHHSIM
bOTO MOHATTSI. “mpodeciliHa KOMIIETEeHTHICTh —
CYKYNMHICTh 3HaHb 1 BMIiHb, HEOOXITHHUX JJIsI
e(peKTUBHOI TpPYIOBOi MHiAABHOCTI, YMIHHS
aHasi3yBaTH, nepenbadarn HACHIIKK mpodeciiHol
JUSUTBHOCTI, BAKOPUCTOBYBaTH iH(popMait” [7].

“KoMIIeTeHTHICTh BCTAHOBIIOE 3B’ 30K MiX
3HAaHHSAMHU 1 BMIHHSIMH Ta BUCTYIA€E SK 3IaTHICTh
MO0AYHTH, SIK CIPABIATHCS 3 PI3HUMH CHUTYallisiMU”
[9].

Sx Bigznagae npodecop M.B. BaueBcrkuii B
pobori [1, 132], puHKoBa €KOHOMIKAa BUCYHYy/Ia HOBI
YMOBH OpTaHi3amii mnpomecy HaBYaHHI Y
3araJbHOOCBITHIX 3aKJIaax Ta pOpMyBaHHS BUCOKHX
npodeciiHNX KOMIETeHIil y BumyckHuKiB BH3.
[Nenarorivanmu ymoBamu (hopMyBaHHS podeciitHol
KOMITETEHIII] €

- YOpaBIiHHSA HaBYaJIbHUM IIPOIECOM IIOZIO
CyJacHHX BHMOT PHMHKOBOI €KOHOMIKH (pOpPMYBAHHS
podeciitHol KOMITETEHTHOCTI;

- 0COOHMCTICHO-OPIEHTOBAHUHN MIIXiJ M0 YIHS,
CTylIeHTa, BUHUTENsd. Tak 1 g0 HampsIMKiB
(b opmyBaHHS ITpodeciitHOT KOMITETeHII ],

3aBgaHHS OCBITH Ta mpodeciiiHol miATOTOBKH
MapKeTOJIOTIB CTa€ CTPATETiYHUM 3aBIAaHHSAM, IO
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3YMOBIIO€ TOMANBIINN PO3BUTOK JACPKABH.
PosmmperHs MiKIepKaBHUX KOHTAKTiB CIOHYKaE
MOJIOIb 10 PO3IMIMPEHHS 3HAHB Ta IHTEPECiB, 30KpeMa
110 3acBo€eHHs iHmmX MoB [1, 151]. He3zanexHii
VYkpaini HeoOXiTHI MapKEeTOJOTH i3 TBOPUYHUM
MHUCJICHHSIM, YMIiHHAM Opi€HTYBaTHCI Y
KOHKYPEHTHOMY CEPEIOBHUIIi, OYTH KOMIIETEHTHUMH
B TPBOX OCHOBHHX OJOKaX: CcoOIliaJbHOMY,
MOTHBAIiHHOMY Ta GYHKITIOHATBHOMY.
OyHKI[IOHaTbHA KOMIIETEHI[is1 (pa3oM 3 IHIIUMHU
BMiHHSIMH) mepenbadae BHCOKHUH pPIiBEHb
JIHTBICTUYHHUX 3HaHb T4 HABUYOK CITUIKYBaHHS B
CyJacHHX YMOBaxX I'OCIIOJapIOBaHHS Ta BITBHOTO
MepeMimeHHs] TPYIOBUX pecypciB, BMIiHHSI
BUKOPHCTOBYBATH IX Yy CY4aCHHX PHUHKOBHX
BigHocuHax. OTXe, 3HAHHSI 1HO3EMHHUX MOB Ta
MOBJICHHEBA KOMIIETEHIIII € 00’ €EKTUBHOIO
HEOOXiTHICTIO Cy4acHOi MapKETHHTOBOI TisTBHOCTI.

He MoXxHa He MOTOOUTHCH 13 AYMKOIO
M. BaueBchkoro, mo 3HaHHS i3 MI>KHapOIHOTO
MapKEeTHHTY JOMOBHIOTH PiBEHb MpodeciiHuX
KOMIIETEHIIIH MapKeToJiora BUPOOHUTO1 chepu
ISUTBHOCT1. MDKHAPOIHUH MapKETHHT Ma€e 0COOTIHMBE
3HAYeHHS B EKCIIOPTHIH, IMITOPTHIN Ta TpaH3WTHII
IiSABHOCTI WIANPUEMCTBA, ajke BU3HAYAE
MOXJIFBOCTI 1 IEPCIIEKTUBHY IIPH IUTAHYBAHHI TOBapiB
Ha MDKHapOJHI PHHKH — €KCIIOPT Ta iMITOPT.

ExcrioprHa mmonitrka nependadae IeBHUH HaIIpsiM
nii excmoprepa Ta BHCOKHX mpodeciiHUX
KOMIIETEHI[IM. 3HAHHI 1HO3E€MHOI MOBH,
neMorpagigHOTO CTaHy KpaiHH, €KOHOMi4HOI
MIOJITHKHY, iICTOPHYHUX TPATUITiH, YiTKOI METH OO0
MIEPCTIEKTHB EKCIIOPTY 1 hOpMyBaHHS HA IIbOMY IPYHTI
cTparerii eKCIopTHOI AisUIbHOCTI mignpuemctsa [1,
226 - 227].

BinpHe BomoziHHA X04a O OHIEIO0 1HO3EMHOIO
MOBOIO JTacTh BaM IlepeBary Haja yciMa BallmMU
KOHKypeHTamHu-criBBiTyn3HuKamu [ 10, 226].

MapxkeToor HOBHHEH HOCTIHHO BiJICITiIKOBYBAaTH
3MiHH Ha CBITOBHX PHWHKaX, BMITH NPOTHO3YBaTH
3MiHHM, Ha TmigcTaBi aHami3y iHpopMmamii, 3MiH
3aKOHOMIaBCTBA, 3MiH B OMONATKYBaHHI, 3MECHIICHHSI
9{ MiABWINCHHS I[iH Ha TOBap, II0 MPOJAETHCS
KOMITaHI€0, TependayaTu TeHIeHIliT MaliOyTHBOTO
nepedopMaTyBaHHS CTOCYHKIB MiX ¢ipmMamu-
KOHKYpEHTaMH, €(pEeKTUBHI IUIIXHA BUXOIY KOMITaHi{
Ha MbKHapoHU# prHOK [6, 106].

XapakTepHi 0COOJMBOCTI MIXXHapPOJIHOTO
MapKeTHHTY BHBYAIOTHCSA 3 OIOPOIO HA IiIPYIHHUK
David Cotton, David Falvey, Simon Kent. Market
Leader. Upper- Intermediate Business English Book.
Pearson Education Limited, 2002.

International Marketing

“The world's youth prefer Coke to tea, trainers to

sandals’, wrote one marketing specialist recently. This
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implies that tastes everywhere are becoming similar
and homogeneous. But the watchword should still
be Think global, act local. Acting local means
having local market knowledge: there are still wide
variations in taste, customs, behaviour and
expectati ons between consumersin different markets,
even markets that from the outside look very similar,
such as those in Europe. It means, for example,
recognising attachmentsto local brands, how business
is done in each place and so on.

Of course, these are issues that a company with
a global presence has to address. But even
companies that seem as if they have been global for
ever had to start from a home base. For example, it
took Marlboro 30 years and McDonald's 20 yearsto
become truly global organisations.

How to enter overseas markets in the first place?
Philip Kotler enumerates the various methods.

- Indirect export. Exporters use an
intermediary, such asan export agent, to deal with
buyers in the overseas market.

- Direct export. Companies handle their own
exports, for example by setting up over seas sales
offices.

- Licensing. Companies sell the rights to use a
manufacturing process, trademark or patent for
a fee or royalty. In services such as hotels, the
company may negotiate a management contract
with alocal business to run the hotels on its behalf.

- Joint ventures. Two companies, for example
an overseas firm and a local one, may work together
to develop a particular market.

- Direct investment. The company buys a local
firm, or sets up its own manufacturing
subsidiaries.

Of course, these different arrangements require
different levels of commitment, investment and risk.
Kotler talks about the inter nationalisation process,
where firms move (hopefully) through these stages:

- no regular export activities;

- export viaindependent representatives/ agents;

- establishment of overseas sales subsidiaries;

- establishment of production facilities abroad.

This process will help them to progress towards
global thinking and local action as they expand
internationally. At different stages, companies will
have different levels of understanding of the markets
where they are trying to develop. Each step in the
process requires different level s and types of support.

Bu3HavueHHsT Mi>XKHApOITHOTO MapKETHUHTY HaJIaHO
Y HACTYIHIHN TeMi:

International marketing

International marketing is marketing activities
that are performed to compete beyond the domestic
market. Marketing activities performed across

Moronp i punok Nel (48), 2009

national boundaries are usualy significantly different
from domestic marketing activities. International
marketers must have a profound awareness of the
foreign environment. The marketing strategy
ordinarily is adjusted to meet the needs and desires
of foreign markets.

Thelevel of involvement ininternationa marketing
can range from casual exporting to globalization of
markets. Casua or accidental exporting is the lowest
level of commitment. For example, the products of a
small medical supplies manufacturer might
occasionally be purchased by hospitals or clinicsin
nearby countries. Full-scale international marketing
involvement means that top management recognizes
theimportance of devel oping international marketing
strategies to achieve the firm's goal. Globalization of
markets requires total commitment to international
marketing; it embodies the view that the world is a
single market.

Although most firms adjust their marketing mixes
to differences in target markets, some firms are able
to standardize their marketing efforts worldwide.

Traditional full-scale international marketing is
based on products customized according to cultural,
regional, and national differences. Globalization,
however, involves devel oping marketing strategies as
if the entire world (or regions of it) were a single
entity, aglobalized firm markets standardized products
in the same way everywhere.

Marketers must understand the complexities of
the international marketing environment before they
can formulate amarketing mix. They therefore collect
and analyze secondary and primary data about
international markets.

Environmental aspects of special importance
include cultural, socia, economic, political and legal
forces. Cultural aspects include customs, concepts,
values, attitudes, morals, and knowledge. The most
important economic forces that affect international
marketing are that can be measured by income and
resources. Credit, buying power, and income
distribution are aggregate measures of market
potential. Political and legal forces include the
political system, national laws, national pressure
groups, and courts.

After a country’s environment has been analyzed,
marketers must develop a marketing mix and decide
whether to adapt product or promotion. There are
five possible strategies for adapting product and
promotion across national boundaries: (1) keep
product and promotion the same worldwide; (2) adapt
promotion only; (3) adapt product only; (4) adapt both
product and promotion; (5) invent new products.

Decisionsabout the distribution system and pricing
policies are important in developing international
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marketing mix. Foreign distribution channels are
nearly always different from domestic ones, allocation
of costs, transportation considerations or the costs of
doing business in foreign nation will affect pricing.

There are severa ways of getting involved in
international marketing. Exporting is the easiest and
most flexible method. Licensing is an alternative to
direct investment, it may be necessitated by political
and economic conditions. Joint ventures and strategic
alliances are often appropriate when outside resources
are needed, when there are governmental restrictions
on foreign ownership. Direct ownership of foreign
divisions or subsidiariesis the strongest commitment
to international marketing and involves the greatest
risk.

ITo 3aBCPIICHHIO BUBYCHHA TCMHU CTYACHTAM
NPOTOHYIOThCS BIPaBH Ha MEPEBIpKYy piBHIA
c¢(hOpMOBAHOCTI JTEKCHIHUX OUHUII.

Translate the following words and expressions

1. tight monetary regulations

2. red tape and government bureaucracy

3.toenjoy political stability

4. to corner a market

5. sluggish market

6. exorbitantly costly

7. to gauge the reaction to the product

8. to tailor product features for each country

9. to launch a product sequentially

10. Touka mpogaxy

11. xymiBenbHi 3BUYKH

12. posnoxin mpubyTKiB

13. HecTabipHUM pUHOK

14. mocepeaHUKH Ta TypTOBUKH

15. puHOK, 110 pO3BHBAETHCS (3pOCTAE)

16. HaBOTHUTH PUHOK

17. onnTyBaHHS AYMKH

18. mpucTocyBati TOBap 10 PHHKY

19. 3MIHUTH MOJIEJIi CIIOKHBAHHS

20. BHYTpIIMIHIH Ta 3aKOPIOHHAHN PUHKI

BucHoBOK. Pisens chopMoOBaHOCTI
npodeciiiHoi kommneTeHIil Moke OyTH pi3HUM B
3aJIe)KHOCTI BiJl BUIY IiSUTBHOCTI, BHOpaHoi mpodecii,
ajile KOMIIOHEHTH BHCOKOT'O PiBHA IpodeciiHol
KOMIETEHIil CKJIagaloTh OJHAKOBY OCHOBY.
VYcBigOMIIEHHS B3a€MO3B’ 513Ky BCiX KOMIIOHEHTIB
podeciiiHol KOMIETeHIiT Y PHHKOBIH €KOHOMIII ITIPH
TOCTpifi KOHKYpEHI[il BUMaramTh HOCTIHHOTO
BOOCKOHAJICHHS, HAaBYaHHI, CaMOOCBITH Ta
npakTHYHOTO gocBimy [1, 290].

[Ipodeciitna cripssMOBaHICTh HAaBYAHHS 1HO3EMHIH
MOBI MaifOyTHIX MapKETONIOTIB 3 MUTaHb €KCIIOPTHO-
IMIOOPTHOI MONITUKH MapKETHHTY € OXHUM 3
HaMBaXIMBIMINX acHIEKTiB OpMyBaHHS IpodeciitHol
KOMITIETEHIIi1 MaOyTHIX MapKeTOJIOTiB. [HTEHCHBHUI
PO3BUTOK MIXHAapOZHUX 3B’ A3KiB, CTBOPECHHSI
CITUTHHUX TiIIPUEMCTB, BAMAraroTh BiJl BUIIIOT ITKOIH
MOCHJIEHOT yBarm A0 MiATOTOBKH MaHOyTHIX
MapKeTOJIOTiB y Taly3i KOMyHIKaTHBHOI MisUTBHOCTI,
IO OBOJIOMIHHS YMiHHSMH IiTOBOTO CIIUIKYBaHHS
aHTHificbkoI0 MOBoI0. CamMe TOMY BOJOTIHHS
1HO3eMHHMH MOBAaMHU CTa€ OJHHUM 3 IPOBITHUX
miaaxiB GpopMyBaHHS KoMIeTeHHii MaiOyTHIX
MapKeTOJIOTB.
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