Takum umHOM, (HhOpMYBaHHS KOHKYPEHTHOI MOJIENI PO3BUTKY HAI[IOHAIBHOI CHCTEMH BHILOi
OCBITH B paMKax IMOTPIMHOTO MapTHEPCTBA MOBUHHA BKJIFOYATH TaKi HAIIPSIMU IIsUTLHOCTI [2]:

- 3 Ooky Oi3Hecy — iHGOpMYyBaHHS JEpKABU Ta YHIBEPCHTETIB MO0 MOTPeO PHHKY B
KBaTi(hiKOBAaHUX KaJpax Ta CTOCOBHO IMEPCIEKTUBHUX HANPSIMIB isSJILHOCTI; TEpeopieHTalis 31
IIBUJIKOTO OTPUMAaHHS MNpUOYTKY Ha JOCSATHEHHS JOBIOCTPOKOBHX pPE3YJIbTaTiB HUIIXOM
1HBECTYBaHHS y (POpPMYBaHHsI IHTEJIEKTYaJIbHOTO KaIliTalay; y4acTb y po3poOlli OCBITHIX Mporpam
MIrOTOBKM HEoOXimHMX (haxiBI[iB Ha OCHOBI KOMIIETCHTHICHOTO TMiAXoay; 3a0e3meucHHs
(hiHaHCOBOI MIATPUMKH HAYKOBOI Ta OCBITHBOI JisSTIbHOCTI BUIIIMX HABYAJILHUX 3aKJIaJIiB;

- 3 OOKy JepXaBH — CTBOPEHHS OpraHi3allifHMX Ta 3aKOHOJABYMX YMOB ICHYBaHHS
MapTHEPCTBA, peanbHe 3a0e3le4yeHHs aBTOHOMII Ta JOTPUMAaHHS AaKaJeMIYyHOi CcBOOOAM
VHIBEPCUTETIB; CIpPUSHHS CTBOPEHHIO BIJNOBIAHOI MarepialbHO-TEXHIUHOI 0a3u opraxizarii
HABYAJIBHOTO Tpolecy; (popMyBaHHS [EpKaBHOIO 3aMOBJIEHHS Ha CHELiadbHOCTI BiJMOBIIHO O
JiicHUX MOTped pHUHKY mparli Ta Oi3Hec-CepeoBUINa; pO3poOKa CUCTEMH 3a0X0Y€Hb Ta CTHMYIIIB
KOPIIOPATUBHOTO CEKTOPY /0 MPOBENEHHS CIIBHUX 3 YHIBEPCUTETaAMU HAYKOBO-IOCTIIHUX POOIT B
NpIOPUTETHHX chepax;

- 3 0OKy YHIBEpCHUTETIB — 3aCHYBaHHS TEXHOMAPKIB, IHHOBAI[IMHUX KOMIIaHii, BEHUYPHUX
3MEHILIEHHS! OIOpPOKpPAaTUYHOI CKIAAO0BOI Yy IXHIM IISUIBHOCTI, IO CYTTE€BO YCKIAIHIOE Jiajnor i3
0i13HECOM; aKTHBHE 3QJTyUCHHS €KCIIEPTIB Ta MPEICTABHUKIB O13HECY JI0 OCBITHHOT'O MIPOIIECY.

JlonbHICTh Ta €(DEeKTUBHICTH CHIBIIpaIli B paMKaxX MoJiei «0i3Hec-AepiKaBa-yHIBEpCUTECTHY
BH3HAYAETHCS CHUCTEMOIO TIEpEeBar, siKi B pe3yJbTaTl B3aEMOJIl OTPUMY€E KOXKEH 3 ydacHHKIB. J[is
YHIBEPCUTETIB y4acTh Yy MAapTHEPCTBI 3a0€3MEUUTh rapMOHI3allil0 OCBITHIX IMOCIYT BiJITOBIIHO O
3alUTIB PUHKY, MiABUIIUTH aKaJeMidHy MOOUIBHICTH 1 CYMICHICTh HABYAJIBHOTO IIpoOIeCy i3
MDKHapOJAHUMH CTaHJApTaMU SKOCTi, IMEPETBOPUTH BHUIIl HaBYaIbHI 3aKIaJd Ha aKTHUBHHX
YYaCHHUKIB €BPONEWCHKOTO OCBITHBOTO MPOCTOpY. JIs JepiaBu 3arajoM TaKOrO Poay KOomepais
MIpUHECEe 3HAUYHUN E€KOHOMIUHUM, HAYKOBO-TEXHIUHUH 1 colllabHU e(eKT, a Oi3HeC, IHBECTYIOUu y
BJIACHUH JIFOJICHKUI KamiTall, OTPUMY€E€ MOTMBOBAHMX Ta KOMIIETEHTHUX (DaxiBI[iB, 3JaTHUX YCIIIIHO
BUKOHYBATH NpodeciiiHi 000B’A3KM Ta AOCITaTH CTPATETIYHUX IJIeH PO3BUTKY MiIIPUEMCTBA.

TakuM 4MHOM, BHUINA OCBITa BHCTYIIAE IHTETPYIOUMM EJIEMEHTOM Yy TIpolecax (OopMyBaHHS
JIFOJIMHU SIK OCHOBHOI MPOJYKTHBHOI CHJIM €KOHOMIKH Ta TPOMAJSHCHKOIO cycrnijibcTBa. Koomepartis
MPUBATHO-JICP’KABHOTO MAPTHEPCTBA 13 BUIIMMH HABYAIBHUMH 3aKJIaJaMd JI03BOJUTH 3a0€3IeUnTH
IHHOBAIIHHUI PO3BUTOK €KOHOMIKH Ta BIAMOBIIHICTh SKOCTI KaIpiB Cy4aCHUM 3allUTaM PUHKY Iparli.
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THE IMPORTANCE AND INFLUENCE OF MARKETING
ON THE DEVELOPMENT OF AREGION

There are many definitions of marketing, however, for the purposes of this paper the
following definition will be adopted: “to provide the right product, at the right price, at the right
place and time, with the use of the right measures of promotion. In general, the purpose of
marketing is to satisfy the needs and desires of the consumer. Therefore, a marketing specialist must
analyse the behaviour of buyers in order to learn how individuals, groups, and organisations choose
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and buy goods, services, competences, and experiences, and how they use them in order to satisfy
their needs and desires” [2, p. 13].

Under the present development requirements, the conditions for growth of individual regions
on which the directions of development of provinces should be based are becoming of vital
importance. For several years territorial marketing, the subject of which may be a territorial unit:
commune, district, region, country, as well as a spatial unit of particular social and political,
economic, natural, tourist or historical importance, in particular protected areas (e.g. national and
landscape parks, nature reserves, and protected landscape areas) has been playing a significant role
in regional development. The specificity of a given region is of key importance in marketing. Strong
regionalisation and increase of competitiveness between regions constitutes a significant stimulus to
the development of local marketing, especially considering the underdevelopment of certain regions
(e.g. increase in unemployment, lack of services, etc.). An essential element of the development of
regions is social support for local authorities and strong identification of residents with the region.
This identification is particularly visible in the case of countries and areas which have strongly
stressed their local specificity, especially in terms of culture/tourism.

Effective marketing organisation goes beyond internal problems, which in the workflow
system are dealt with by a marketing and sales unit, since marketing concerns many aspects of a
strategy, e.g. with regard to a region, and requires coordination with its other activities. Marketing
organisation fits into the entire management structure in which different activities are conducted.
This is related to the distribution of tasks in companies, different responsibilities and powers, and
relations between them [1, p. 111]. Marketing activities of a region should concern among others
information and promotional campaigns aimed at familiarising potential clients, usually tourists,
with all attractions and facilities available in a given region.

A marketing plan of a given region should include promotion instruments, even in the form of
a general outline. The effort put into planning and diligent implementation of the tasks of the
promotion plan will facilitate the development of the region in the future. This applies particularly
to aspects of planning such as specifying the strengths and advantages of a region.

The market is characterised by strong competition between regions which, in order for them
to survive, necessitates preparing a value added offer for clients/tourists. In order to create such
value, it is crucial to fully understand the rules governing the market and have the knowledge of the
tools used in marketing.
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SYSTEM LEDS JAKO ALTERNATYWNA FORMA DZIALALNOSCI GOSPODARCZEJ

Obecny system gospodarczy oparty na tradycyjnym pienigdzu przezywa kryzys
I ograniczenia. Jak pokazata historia i wydarzenia, a konkretnie zalamania gospodarcze, recesje czy
kryzysy finansowe, system oparty na tradycyjnym pienigdzu jest dysfunkcjonalny. Niejeden kryzys
gospodarczy doprowadzil do braku pienigdza w obiegu, z ktorym nie potrafil sobie poradzié¢
tradycyjny rynek. Takie wilasnie okolicznosci przyczynity si¢ do szukania odpowiedzi na braki
obecnego systemu. Probe rozwigzania problemu podjat Michael Linton, kiedy to w 1983 roku w
Courtenay w Kanadzie stworzyt system wymiany barterowej wielostronnej (LETS), a tym samym
pominat dotychczasowe rozwigzania oparte na pienigdzu tradycyjnym. Barter zrodzil si¢ poniewaz
istnialo zapotrzebowanie na system, ktory pozwoli na wzajemng wspolprace 1 kooperacje w sferze
ekonomicznej. Linton zaproponowat alternatywny rynek do tego, ktory jak si¢ okazato funkcjonuje
w sposob utomny. Po dwoch latach dziatania, system ten w Courtenay miat juz 500 cztonkéw 1 na
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