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FODDER PRODUCTION AS AN ELEMENT OF ENSURING

THE EFFICIENT PRODUCTION OF SHEEP

The article defines the concept of fodder production and feed base. The structure of sown areas of main crops in all
categories of farms is calculated. The approximate norms of daily needs in green fodders of different species and groups
of animals are investigated. It was analyzed production and gross collection of fodder crops used for feeding and fatten-
ing sheep, raising and fattening of sheep in agricultural enterprises on average in Ukraine, the cost of production of the
sheep breed for the elements in agricultural enterprises on average in Ukraine.
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PRINCIPLES OF COMPETITIVE TOURIST INDUSTRY FORMATION

AT THE LEVEL OF DESTINATIONS

destinations is studied in the article. The theoretical analysis of concepts “region”,

The question of competitive advantages formation characteristics in the field of tourism at the level of

o EEINNYS

tourist region”, “tourist

product” and “competitiveness” of a tourist product is conducted. It is established that priority components
of ensuring the sustainable country’s development and a significant component of solving issues raising
population living standards are overcoming the existing negative economic trends of regional development.
It is defined that one of the ways out of the crisis economic situation at the regional level is the creation
of systemic and complex prerequisites for the development of tourism, improvement of the functional and
technical quality of regional tourist product components. It is revealed that a competitive tourist product,
with the right combination of its factors formation and implementation, promotes regional development and
increases population living standard in a certain territory. The methodical issues of working out a tourist
product for regional development are substantiated. It is determined that necessary elements of a competitive
tourist regional system are infrastructure, tourist product and population. The methodical approach to
the formation of a competitive tourist industry at the regional level based on client-oriented principles of

Introduction. Tourism, through the formation of
regional (destinative), entities opens up great opportunities
for the socio-economic development of territories (countries,
regions, cities) with different amounts of tourist resources.
Due to tourism involved in many industries and spheres of
activity, which take part in the formation of tourism or related
tourist products, it is possible to receive basic or additional
income. Tourism can be developed in any country or region.
The main thing is that one need to have a good idea of its
specific opportunities and relevant information support when
planning a business. Tourism should be considered as an
open socio-economic system, which is influenced by many
factors. Many enterprises directly or indirectly participate in
the tourist industry. The activity of each of them, as a rule,
depends on the activity of participants of the system.
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development and tourist services provision is suggested.
Key words: tourism, region, tourist region, tourist product, competitiveness.

Analysis of recent scientific research. The topicality
of the article is determined by the low competitiveness of
enterprises in the tourist industry of Ukraine at the regional
level. The state pays great attention to the development of
the tourist industry, which is confirmed by intentions of cre-
ating a separate independent structure that controls mecha-
nisms of supporting tourist industry in coming years. For
example, the amendments to the Law of Ukraine “Tourism
Act” [6] are adopted; the principles of the State Program
of Tourism Development for 2015-2022 [5] are developed
and implemented; the Strategy of Tourism and Resorts
Development for the period up to 2026 [12] is implemented.
Besides, measures on the information support of tourist ser-
vices and proposals for these services on the domestic and
foreign markets will be implemented as well.
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The urgency of solving issues of competitive advan-
tages formation in the field of tourism at the local and
regional levels has intensified the relevant research in
this direction, the main task of which is to substantiate the
methodology of developing an innovative tourist product
for regional development. The study of scientific sources
on this problem revealed the existence of significant gaps
in the study of theoretical and methodological aspects in
the policy of forming a regional tourist product. These
circumstances determine the relevance and subjects of
the study; cause the necessity for more detailed studies
on the development of theoretical and methodological
policy regulations in formation of a competitive regional
tourist product.

Many scholars overview the issue of tourism devel-
opment as a socio-economic phenomenon. Among expa-
triate scientists, works by V. Kvartalnov [7], V. Kyfiak
[8], S. Kobzova [9], N. Leiper [19], V. Likhanov [11],
L. Mukhina [11], V. Preobrazhenskyi [11], V. Smolii [14],
V. Fedorchenko [14], V. Tsybukh [14; 17] should be noted.
As well as foreign, such as J. Bowen [10], Y. Volkov
[13], L. Dwyer [18], F. Kotler [10], J. Meykens [10],
N. Taylor [16], W. Theobald [21], J. Hallowey [16] and
J. Swarbrooke [20].

L. Ahafonova [1], V. Bezuhla [2], M. Bil [4], S. Havry-
liuk [15], O. Hrynkevych [4], T. Tkachenko [15] and oth-
ers studied the methodological approaches in the field of
tourism and development of competitive advantages of a
tourist product.

Despite a significant number of works devoted to the
study of the competitive advantages of a tourist product,
certain aspects of the competitive tourist industry forma-
tion at the regional level are not sufficiently highlighted
and require further theoretical and practical exploration.

The aim of the article is to provide the scientific sub-
stantiation and develop methodological approaches to the
study and formation of the competitive tourist industry at
the regional level.

Main provisions and developments of expatriate scien-
tists and foreign experience of the theory and practice of
tourist industry development, regional development and
personal assessments of the author introduce the theoreti-
cal and methodological basis of the research.

Basic material presentation. Changes in geopolitical
situation, socio-economic development and moderniza-
tion of information technologies influenced significantly
the dynamics of tourism development and led to the trans-
formation of tourist industry with a focus on meeting the
diverse individual needs of travelers.

Ukraine occupies one of the leading places in Europe
in terms of providing valuable natural therapeutic, his-
torical and cultural resources that are of great interest for
domestic and foreign tourists. However, according to the
World Economic Forum, in 2015 Ukraine ranked only the
78" place in the world among 124 countries in the field
of travel and tourism (Czech Republic — 35, Hungary —
40, Lithuania — 51, Poland — 61, Romania — 76) [5]. This
indicates that on the international tourism market, the

national tourist product and natural therapeutic resources
of Ukraine are rated as less attractive and competitive
than in other countries where there is a worldwide trend
towards strengthening the role of the state in ensuring the
development of tourism and resorts.

The field of tourism at the state level does not play a
significant role in the full execution of economic, social
and humanitarian functions, preservation of natural envi-
ronment and cultural heritage, pumping up the budgets of
all levels, new job creation, increasing the share in ser-
vices in the structure of the domestic gross product [5].
Therefore, in order to increase the competitiveness of the
tourism sector and resorts, it is necessary to strengthen the
state role in this sphere, while simultaneously formulating
an effective model of cooperation between the state, busi-
ness and society.

Overcoming the existing negative trends, creating sys-
temic and complex preconditions for tourism development,
improving functional and technical quality of national and
regional tourist product components should become priori-
ties for ensuring sustainable development of the country as
a whole and a significant component in solving issues of
raising population living standards.

Taking into account the analysis of theoretical litera-
ture, we have established that at present there is no com-
mon definition of the notion region. In a qualified (political
and legal) sense, a region can be understood as adminis-
trative-territorial entities free of administrative identity
[7, p. 63]. In this sense, the term “region” can mean a natu-
ral-climatic zone, a geographic area, an interstate territory,
an economic or economic — ecological district, a historical
and cultural area, etc. [4, p. 41]. The region can also be
understood as large territories that unite entire continents
and groups of countries as well as several regions that are
distinguished by peculiarities of historical development,
geographical location, natural and human resources, spe-
cialization of the economy, etc. [13, p. 22].

Therefore, in our opinion, a region should be under-
stood as a certain area with specific natural, socio-eco-
nomic, national-cultural elements and conditions of devel-
opment.

Researching the development of tourist industry, as one
of economic elements of a state’s development, the term
“tourist region” should be explored. According to the
Encyclopedic Tourist Guide Dictionary a tourist region is
considered as “an area which includes special establish-
ments and services necessary for the organization of rest,
educational process or improvement” [14, p. 22]. In addi-
tion, a tourist region should be understood as any big city,
and a small town with historical and cultural monuments
and other objects that attract tourists’ attention [8, p. 34].
According to another definition, a fourist region is a group
of countries with similar conditions of development that
are characterized by commonality of genesis and intercon-
nection of tourist industry components [11, p. 268].

We share the opinion of S. Kobzova, who considers
that a tourist region is an area that has objects of tourist
interest at its disposal and offers a certain set of services
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necessary to meet tourists’ needs [9, p. 24]. As a tourist
region, one should consider a separate complex, a city, an
area, a resort, a district, a region, a country, or even a group
of countries, which are chosen by a tourist as the purpose
of his travel [17, p. 35].

One of the specific aspects of tourist industry develop-
ment is the increased competitiveness of a tourist product.

A tourist product is a complex of tourist services nec-
essary to meet a tourist’s needs during his travel. This
complex of tourist services combines at least two services
that are being sold or offered for sale at a specified price,
including freightage, accommodation and other services
not related to transportation and accommodation (services
for organizing visits to cultural objects, recreation and
entertainment, selling of souvenirs) [14, p. 147].

The competitiveness of products is a set of consumer
and cost characteristics of manufactured products, which
allows withstanding competition on a particular market
and in a certain period of time [2, p. 65].

By competitiveness, one should understand the abil-
ity of a subject of an entrepreneurial business to with-
stand and counteract its competitors [15, p. 113]. The
competitive advantage of goods and services is under-
stood as properties set of given results in business enti-
ties activities, which makes them more attractive to the
external environment of these subjects [20, p. 44]. By
competitive advantages of business entities, it is nec-
essary to understand their higher achievements in cho-
sen areas of entrepreneurial activity in comparison with
achievements of competitors, accepted by the external
environment of this subject [3, p. 35]. Therefore, com-
petitive advantages are at the same time both targets
of competitive rivalry of business entities and rivalry
instruments.

The competitiveness of a tourist product in a particular
region or country cannot always be determined by price
or qualitative comparison with similar indicators of com-
petitors’ products due to the unique characteristics of each
tourist product, the presence of a large number of external
factors and the specifics of tourist resources [16, p. 74].
A set of conditions and characteristics that appear when
organizing a particular tourist product, satisfy in the best
way various needs of certain consumers’ segments at the
cost comparable to the value of this tourist product for spe-
cific consumers.

When defining a competitive tourist product at the
regional level, it is necessary to distinguish between con-
cepts “tourist region” and “tourist destination”. A competi-
tive tourist product, with the right combination of factors,
allows stepping from the approach to tourism through
an offer (tourist region) and to the formation of a tourist
product through a specific consumer, that is, through the
demand for a destination. It is necessary to make a compre-
hensive content analysis of the term “tourist destination”,
as a part of the tourism system.

The necessary element of destination successful func-
tioning on the tourist market is the availability of infor-
mation systems. The quality and accessibility of tourist
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information for potential consumers of a regional tourist
product are of great importance. Since tourists are inter-
ested in visiting a recreation area, only if they are informed
about its existence, the availability of resources on its
territory, the degree of tourist industry development, and
about possibilities of establishing the reliability of received
information [16, p. 57].

Tourist industry is a set of different subjects of tour-
ist activity (hotels, tourist complexes, campsites, motels,
boarding houses, catering enterprises, transport, cultural
and sports institutions, etc.), which provide reception,
maintenance and transportation of tourists [6].

V. Preobrazhenskyi considered the tourist industry
system as a branch of country’s economy, which consists
of two main blocks: resting and recreation resources,
which, in their turn, include natural complexes, build-
ings of various purposes and service staff [11, p. 271].
Subsequently, such interpretation of tourist industry is
the basis for its definition as a complex inter-sectoral
structure, which includes manufacturing and transport
enterprises that produce and implement various tourist
services and goods.

Tourist industry is formed by a complex of enterprises
that provide or promote recreational needs of a person when
moving regardless of his aim, except that related to the
paid work in the visited country. Consequently, the mate-
rial and technical basis of this complex structure is formed
by accommodation establishments, transport and tourist
servicing sphere. Accommodation establishments include
hotels, as well as specialized accommodation facilities:
campsites, holiday homes, sanatoriums, boarding houses,
dispensaries, etc. [21, p. 114]. In the transport sector, first
of all tourist transport should be mentioned (cruise ships,
special boats and yachts for voyages), as well as transport,
which serves the tourist industry itself, namely tourists and
local people [18, p. 173].

However, tourist industry can be considered not only
as a set of enterprises providing tourist services and pro-
ducing tourist goods, but also as one of the forms of terri-
tory development. Understanding this system as a complex
of enterprises is a consequence of the sectoral approach.
Therefore, tourist industry is considered as a complex sys-
tem of interaction of people’s recreational needs of and
recreational opportunities of territory’s natural and eco-
nomic potential. However, such definition does not estab-
lish links between enterprises that form an element of the
tourism system.

Tourist industry of a region is a complex which includes
all resources of a region, infrastructure (all its types), prod-
ucts (services and goods) of a region’s enterprises, which
are used for tourism organization and meeting of tourists’
needs [1, p. 432].

In our opinion, the main difference between tourist
industry of destination (scientific approach) and the tourist
industry of a region (general approach) is that the com-
plex used for organizing tourism in the destination, first
of all should have obvious attraction in order to influence
tourist’s choice of a certain destination, and possession of
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services set that a tourist expects to receive. Moreover, this
should be the same set of services and the same quality
that is expected by a tourist when buying a tourist product
offered to him.

The term “fourist destination region” is necessary to
consider through the term “tourist destination”, which was
firstly introduced by N. Leiper in his works. By destina-
tion, he understands a geographical area, which has certain
limits and some tourist resources [19, p. 391]. However,
now, thoughts of scientists regarding this term are some-
what different. Thus, according to the Encyclopedic Tour-
ism Guide Dictionary, “the destination is any city, region
or country that can be the only united area on the market of
tourism services” [14, p. 92].

Thorough study of tourism processes for various pur-
poses, as well as assessment of economic efficiency, prof-
itability, social orientation, legal support, etc., provides
expansion of tourism system elements’ list of N. Leiper.
We propose to add to the tourism system elements’ list of
N. Leiper such extra elements as infrastructure, a tour-
ist product, population of the destination. Let us consider
the above concepts and substantiate the need for their
allocation as separate elements of the tourism system for
the formation of the competitive tourist industry at the
regional level.

The term “tourism infrastructure” is defined as an
interstructural (systemic), unit, aimed at creating common,
the most rational conditions for the system functioning, as
well as for support of its sustainable and efficient develop-
ment. The specified infrastructure will vary considerably
depending on goals and motives of a travel at the destina-
tion, that is, on its attractiveness for tourists. The required
quantitative and qualitative composition of infrastructure
is different and for different geographic components of the
tourism system.

The improvement of the destination infrastructure
provides an opportunity for more efficient and extensive
tourism development, which, in its turn, contributes to
the investment attractiveness of the further infrastructure
development of the destination region. The main travel
motive is usually paid as a tourist product and has a prede-

termined value, while the destination infrastructure allows,
on the one hand, to stimulate consumer’s expenses, and on
the other hand, to increase a positive experience from stay-
ing in the destination. It should be noted that the multiple
effect of tourism is much higher in those regions where
an appropriate infrastructure is well developed, that is, the
system for managing a region’s economy as a tourist desti-
nation well established.

A tourist product as an integral part of the tourism
system is a complex result of elements interaction of the
tourism system and should be crucial for all process par-
ticipants. The joint activity of independent tourist service
companies is characterized by the effect of “weak link”,
when the quality level of work of all producers of a par-
ticular tourist product is determined at least by the quality
service that is the part of a tourist product. Thus, tourist
product, on the one hand, is the link between all producers
involved in this process, and on the other hand, the quality
measure of not only producers’ activity, but also recreation
area in as a whole and its competitiveness increase. This
circumstance creates the necessity of making focus on a
tourist product as a unifying element of all components of
the tourism system.

The next element of the tourism system is the destina-
tion population. It can consist of both locals and work-
ers who came from other regions or even other countries,
and which, as a result make up the local population of the
destination. Currently, while studying and planning tour-
ism development in the destination, insufficient attention
is paid to its population, which, as a rule, even consid-
ered, as one of the external factors. Therefore, in our opin-
ion, the component of “destination population” should be
included to the concept of a fourism system which primary
can be involved in the tourist process, since it does not
include tourist industry workers (relating to the tourist
industry). However, the local population forms its own
attitude towards tourists, and creates tourism development
environment.

The local population should be a partner of tourist
enterprises, and the task of the tourist industry is to estab-
lish mutually beneficial relations with it. Local residents

leaving tourists

tourist

tourist
generating

transit region

destination

region

returning tourists

Environmental, social, cultural, economic, technological, political, legal and other
factors

Fig. 1. Systematization of main tourism components

Source: [19]
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should know that tourists give them the opportunity to earn
income; they should understand that the impact of tourism,
thanks to the multiple effects, extends far beyond tourist
industry. Tourists, in their turn, must respect representa-
tives of the host side. The system construction based on
such principles will give the opportunity to hope that in
the case when a tourist will have a difficult situation on an
unknown territory, the local population will prove to be a
hospitable and caring owner.

Taking into account the conducted analysis of theo-
retical sources [1; 4; 9; 15; 18; 20] concerning the defini-
tion of the concept “destination”, we have identified two
approaches to the formation of a tourist destination that
determine its conceptual content. The first approach is
based on a geographical component and defines a tourist
destination as a limited area. In this context, tourist des-
tination corresponds to such concepts as “tourist region”,
“tourist center”, that is, there is another definition of the
concept, which in no way determines the special impor-
tance of the concept “tourist destination” and does not
create conditions for the formation of a competitive tour-
ist industry.

The second approach is aimed at satisfying consumer’s
tourist service needs and is client-oriented. In this case,
tourist destination is determined by the attractiveness that
it offers for a certain segment of consumers. Thus, not the
geographical component of tourist resources located in the

territory, but the attractiveness of a specified territory for
tourists becomes primary.

Conclusions. Taking into account our research on spe-
cific forms of competitive tourist industry formation at the
regional level it is necessary to mention that the approach
aimed at satisfying tourist needs (client-oriented) is funda-
mental in studies of strategic competitive advantages of a
tourist product. It will promote the development of tour-
ist industry in a particular region, thus as the result of its
economic stability improvement by means of profit from
tourism activity.

The approach from the point of view of territorial
attractiveness confer the possibility to develop the territory
effectively, that is to produce those products and provide
those services that are the most demanded by tourists visit-
ing the tourist region. The implementation of this approach
will facilitate the formation and adoption of sound man-
agement decisions as for attracting investment in the tour-
ism infrastructure development of the region. It will make
possible to build not only entertainment and recreation
facilities, but also to place them purposefully, according to
tourist needs and with the attractiveness owning which the
majority of tourists visit the region. Under such conditions,
the use of the client-oriented approach in the formation of
region’s tourist industry will have a great synergy effect
and will significantly increase the competitiveness of the
tourist industry.
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MPUHLMIN NOBYI0BU KOHKYPEHTOCIPOMOKHOI
TYPUCTUYHOI IHAYCTPIi HA PIBHI JECTUHALIIIA

Y emammi oocniooceno numanns cneyuixcu popmysants KOHKYPEHMOCHPOMOICHUX nepesaz y cepi mypusmy Ha
pieni oecmunayiti. IIposedeno meopemuunull ananiz 6UHAYeHHs NOHAMb «PE2iOHY, «MYPUCUYHULL PE2iOHy, «Mmypu-
CMUYHUTL NPOOYKMY», «KOHKYPEHMOCHPOMOIACHICIb MYPUCIUYHO20 NpoOyKmy». Bcmanosneno, wo npiopumemnoio
CK1A006010 3a0e3neueHHs Cano20 po3eUmKY Kpainu ma 6a20Moi0 CKAa008010 y GUPIUEHH] NUMAaHb NiOGULEHHS PIGHSA
JACUMMIA HACENEHHA € NOOONAHHA HAAGHUX He2AMUBHUX eKOHOMIYHUX MeHOeHYill peioHanbHo20 po36umKy. Busnayeno, wo
OOHUMU 31 WTIAXIB BUXOQY 3 KDUZ0B0I eKOHOMIUHOI cumyayii Ha pe2ioHalbHOMY PIGHI € CIBOPEHHS CUCIEMHUX | KOMNJIEeK-
CHUX nepeoymos OJid PO36UMKY MypuU3my, NOANueHHs QYHKYIOHATbHOT Ma MeXHIYHOT AKOCMI CKIA008UX PeCiOHAIbHO20
mypucmuuno20 npooykmy. 3’aco8ano, wjo KOHKYypPeHmOoCnpOMONCHULL MYPUCHUYHUT RPOOYKM 3d NPAGUILHOT KOMOIHAYIT
YUHHUKIE 11020 (POpMYSaHHA Mma peanizayii CNpuse pecioHatbHOMY PO3SUMKY Mda NIOBUUYE PIGeHb HCUMIMA HACETEHHS
Ha nesuit mepumopii. OOIPYHMOBAHO MEMOOUUHI NUMAHHS PO3POOKU MYPUCIUYHO20 NPOOVKMY OJis PeCiOHAbHO20
po3sumky. Busnaueno, wo nHeoOXionumu enemenmamu KOHKypeHmOCnpoMOICHOT mMypucmuunol pecionanvhoi cucmemu
€ iHppacmpykmypa, mypucmuyHuil npoOyKm ma HACELeHHs. 3anponoHO8aHO MemoOuuHUll nioxio 00 opmysanHs
KOHKYPEHMOCNPOMONCHOT MYyPUCMUYHOT IHOYCMPIT HA Pe2iOHATbHOMY PIGHI, WO IPYHMYEMbC HA KIIEHMOOPIEHMOBAHUX
3acadax po3pooKu ma HAOAHHA MYPUCMUYHUX NOCTYe.

Kniouosi cnosa: mypusm, pecion, mypucmuyHuil pecion, mypucmudnuil npoOyKm, KOHKYPEeHmMOCNPOMONCHICIb.

MPUHITATIBI TIOCTPOEHUSA KOHKYPEHTOCIIOCOBHOM
TYPUCTUYECKOM UHIYCTPUU HA YPOBHE JECTHUHAILIAM

B cmamve uccnedosanvt onpocvl cneyuduku GopmMuposanusi KOHKYPEHmMOCNOCOOHbIX npeumyujecmes 6 cgepe
mypusma na ypoeue oecmunayuil. Ilpogeden meopemuyeckuil anaius Onpeoeienus NOHAMuUL «Pecuom», «mypucmuiecKutl
PECUOHY, «MYPUCTIUYECKULL NPOOYKIMY, «KOHKYPEHMOCNOCOOHOCMb MYPUCTIUYECKO20 NPOOYKMAy. YcmanoeieHo, 4mo
NPUOPUMEMHOU COCMABNAIOWel 0becnedeHus YCmouyueo20 pa3eumus CMpaHsl U 6eCOMOU COCMABIAIOuell 8 peleHUU
60NPOCOG NOGLIUUEHUS YPOBHS JICU3HU HACELEHUS AGIAEmCs NPeo0oieHUe UMEHWUXCS He2amuHbIX IKOHOMUYECKUX
MEHOEeHYULl Pe2UOHAIbHO20 pazsumus. Onpedeneno, 4mo OOHUMU U3 Nymeil 6blX00d U3 KPUSUCHOU IKOHOMUHECKOU
Cumyayuy Ha pecuoHAIbHOM YPOBHE SIGISIOMCSL CO30AHUE CUCIEMHBIX U KOMIIEKCHbIX NPEeONOCHLIOK OJis PA3GUMUSs
mypuzma, yiyuuieHue GYHKYUOHAIbHO20 U MEXHUYECKO20 KAYeCmed COCMABIAIOWUX PeUOHANbHO20 MYPUCINUYECKO20
npooykma. BulsicHeHo, Ymo KOHKYPEeHMOCNOCOOHbII MYyPUCMUYECKULL NPOOYKM NpU NPAGUIbHOU KOMOUHAYUYU (akmopos
e2o hopmuposanus u peanuzayuu cnocooCmeyem pecUOHAIbHOMY PA36UMUIO U NOGBIULAET YPOBEHb JHCUSHU HACETeHUs
Ha onpedenennol meppumopuu. OOOCHOB8AHLI MemooudecKue 80NpoCsl paspaboOmKy mypucmuieckoeo npooyKma s
peauonanbio2o paseumust. OnpedeneHo, umo HeoOXOOUMBIMU INEMEHMAMU KOHKYPEHMOCNOCOOHOU MypPUCMUYECKOl
PECUOHANLHOU  CUCEMbl  SGISIOMCL  UHppacmpykmypa, mypucmuyeckuii. npooykm u Haceieuue. IIpednoocen
Memoouyeckuil n00X00 K OPpMUPOSAHUIO KOHKYPEHMOCHOCOOHOU MYPUCMUYECKOU UHOYCIMPULL HA PeSUOHALIbHOM YPOSHE,
OCHOBAHHUBIN HA KIUEHMOOPUCHIMUPOBAHHBIX NPUHYUNAX PA3PAOOMKU U NPEOOCMABLEHUL MYPUCTIULECKUX VCILYe.

Knrouegwie cnoea: mypusm, pecuoH, mypucmudeckuili pecuon, mypucmuieckull npooyKm, KOHKYPEHmMocnocoOHoCmb.
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