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UDC 658.168.3:656.072 https://doi.org/10.33271/ebdut/72.076

ANTI-CRISIS MANAGEMENT OF PASSENGER TRANSPORT AS A FACTOR
OF INCREASING RAILWAY COMPETITIVENESS

O. M. Pshinko, Dr. Sc. (Tech.), Professor, Rector, Dnipro National University of Railway Transport
named after Academician V. Lazaryan, pshinko@r.diit.edu.ua, orcid.org/0000-0002-1598-2970,
T. Yu. Charkina, Ph. D (Econ.), Associate Professor, Associate Professor, Dnipro National Univer-
sity of Railway Transport named after Academician V. Lazaryan, charkina@i.ua, orcid.org/0000-
0001-6202-0910
O. V. Orlovskaya, Ph. D (Econ.), Associate Professor, Associate Professor, Dnipro National Uni-
versity of Railway Transport named after academician V. Lazaryan, entony1972@ukr.net, or-
cid.org/ 0000-0002-7225-0717,

A. O. Carra, Manager-head of the Department of Support of Inspections, Audits of Financial and
Economic activities of JSC «Ukrzaliznytsya», aa5533nn@ukr.net

Methods. To conduct research, the following methods were used: competition, SWOT analy-
sis, mathematical analysis, marketing models, the PEST analysis method, the decision-making
method, the Kaizen approach to achieve a high degree of quality of a product or service, as well as
systems approach.

Results. The article proves the expediency of applying anti-crisis management of passenger
transportation as a factor of increasing the competitiveness of the railway. The analysis of the de-
velopment of the transport services market has shown that rail transport is gradually losing its pas-
sengers, in favor of air and road transport. The management of «Ukrzaliznytsia» has recently made
many steps to improve the competitiveness of railway passenger transportation in the domestic
market of transport services, but these measures are not sufficient today to restore the lost positions
that the railway had before.

In order to increase the level of competitiveness of railway passenger transportation, as well
as to develop a larger segment in the transport services market, the following tasks are identified: to
conduct research and analysis of factors affecting the current situation in the service market, to ana-
lyze the advantages of existing potential competitors in the transport services market, to analyze the
experience of passenger transportation in the European Union, to develop measures that can be pro-
posed to «Ukrzaliznytsia» to improve the efficiency of passenger services and generate additional
profit.

Novelty. Areas of crisis management to improve the efficiency of passenger transport are
proposed, namely: the development of railway tourism, the introduction of a system of discounts
«bonus tickety, the creation of a railway hub, implementation of Kaizen approach to achieve a high
level of quality services, the organization of multimodal passenger transport by «travel cardy.

Practical value. The implementation of the proposed measures and strategies will allow
«Ukrzaliznytsia» to identify promising mechanisms for managing the passenger complex in the
context of an escalating crisis. All these measures will help «Ukrzaliznytsia» to get out of the crisis
and get additional profit for the passenger industry.

Keywords: crisis, anti-crisis management, passenger transportation, anti-crisis management
strategies, transport service, railway transport.

© 2020. O. M. Pshinko, T. Yu. Charkina, O. V. Orlovskaya, A. O. Carra. Published by Dnipro University of Technology on behalf of
Economics bulletin of the Dnipro University of Technology. This is an Open Access article distributed under the terms of the Crea-
tive Commons Attribution License (http: // creativecommons.org/licenses/by/4,0/), which permits unrestricted reuse, distribution and
reproduction in any medium provided the original work is property cited
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Statement of problem. Analysis of the
development of the transport services market
over the past twenty years has shown that rail-
way transportation is gradually losing its pas-
sengers, in favor of air and road transport. In
order to attract as many potential consumers as
possible, the management of «Ukrzaliznytsia»
has recently taken many steps to increase the
competitiveness of railway passenger transport
in the domestic market of transport services:
introduction of hot meals (pilot project), gradu-
al renewal of rolling stock by introduction of
new generation wagons of Kriukovsky wagon
construction plant, of introduction of day trains,
expansion of the range of additional services in
passenger railway stations and trains.

However, these measures are not enough
today to restore the lost positions that the rail-
way had before. It is impossible to solve this
issue optimally without introduction of new
management  strategies and  innovative
measures.

Aim of the paper. In order to increase
the competitiveness of railway passenger trans-
portation services, as well as to cover a larger
segment of the transport services market, a nec-
essary step is to study and analyze the factors
influencing the current situation in the services
market, and analyze the advantages of existing
potential competitors in national and European
markets of passenger transportation in order to
develop measures that can be offered to «Ukr-
zaliznytsia» to increase the efficiency of pas-
senger management and generate additional
income.

Materials and methods. In today’s con-
ditions, Ukraine is facing a very serious prob-
lem — the depletion of the country’s budget due
to an outbreak of the coronovirus pandemic,
which led to the announcement of long-term
quarantine. The work of many enterprises
stopped and a large number of small and medi-
um-sized businesses were ruined, which led to
a significant reduction in tax revenues to local
and state budgets. The introduction of new
technologies and other innovations slowed
down significantly.

However, the biggest danger for railway
transport is the fact of a sharp reduction in the
number of consumers due to the introduction of
quarantine: a significant number of passengers
stay at home, refusing to travel. Thus, the state
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is forced to compensate the industry losses in
greater amounts. Therefore, there are all the
prerequisites for the emergence of an acute cri-
sis situation not only in the industry itself, but
also a crisis of self-government.

Economic crisis, from the Greek word —
Krisis (turning point) is a violation of the bal-
ance between supply and demand for goods and
services, which causes a depressive process in
the economic situation of a particular country,
regional or global economy. The crisis leads to
a sharp deterioration in the economic situation
of the country, which is manifested in a signifi-
cant decline in production, disruption of indus-
trial ties, bankruptcy of enterprises, rising of
unemployment. The manifestation of the crisis
leads to a violation of the macroeconomic bal-
ance, causing very dangerous consequences for
the country: inflation and unemployment. As a
result, the living standards and welfare of the
population are declining. Different sectors of
economy respond to the crisis differently.

The economic crisis is a slowdown in
economic growth (especially the main indicator
— GDP) to zero percent or the emergence of
negative values in the dynamics of GDP in the
period of 2-3 quarters. The economic crisis
manifests itself as an organic disorder of eco-
nomic life, the result of which is the loss of
income and national values, people spend their
savings, which can lead to the poorness of peo-
ple due to the loss of possibility to earn in-
comes as a result of their work. The state of the
so-called economic death of a significant num-
ber of entrepreneurs, which was clearly ob-
served in the period of 1929-1998, is also dan-
gerous [1].

As a rule, the part of the population dur-
ing the economic crisis suffers from the depres-
sion, decreased motivation and desire to act in
general, there may be psychosis, nervous
breakdowns, which can lead to negative conse-
quences. Limited funds do not allow the popu-
lation to provide themselves and their families
with everything they need: poor nutrition, exac-
erbation of chronic diseases, alcohol abuse lead
to a general deterioration of the working ca-
pacity of the population.

Nevertheless, the crisis is also a positive,
necessary phenomenon that plays a cleansing
and regulatory role in the country’s economy
and business: only strong companies remain in
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the commodity market, which already have
ready plans to get out of this situation with as
little loss as possible for their companies. In the
market of transport services there is a redistri-
bution of spheres of influence of segments of
the transport market on potential consumers,
change in moods of transport clients and a pos-
sibility to choose a vehicle for the population.
The crisis, as a social phenomenon, can change
the lives of the population, opening new oppor-
tunities for self- development and using new
perspectives in their lives: mastering new pro-
fessions, rethinking their lives, highlighting
new perspectives and moments that came to the
fore. This stage will allow the majority of the
population to get out of the crisis with different
approaches of adapting to new conditions. 3-5
years ago we did not even think that the eco-
nomic situation of «Ukrzaliznytsia» could be-
come even worse than it has been for the last 10
years. However, recent events have shown that
the global crisis cannot be beyond the national
economy and requires a review of planning and
organization of each enterprise.

During the quarantine, in order to reduce
the possibility of the virus spreading, passenger
traffic, including railway, was completely sus-
pended. [2] The losses that will be inflicted on
the world economy, the national economy and
«Ukrzaliznytsiay itself will be enormous, which
will lead to a long period of stagnation.

China, where the pandemic began, can be
an example of overcoming the crisis and return-
ing to normal life. China, having lost about 3
000 people in 4 months, according to official
data, was able to adjust its economy and launch
almost all production facilities. In addition,
China is helping other countries to overcome
the pandemic: sending medical equipment, ap-
pliances, masks, working on the invention of
vaccines, etc.

The economic crisis can completely
change not only human behavior, but also
change its priorities, encourage to develop
strategies that help companies get to out of this
situation as soon as possible. A special role in
this process belongs to the management of
«Ukrzaliznytsia», which will determine new
strategic directions of its development. This is
another opportunity to transform the railway
work in accordance with the modern require-
ments, which makes it possible to create a
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competitive post-industrial development model
that combines technological innovative produc-
tion and allows the introduction of a mecha-
nism to improve the quality of services.

The cardinal changes caused by the pan-
demic prove the existence of a forced stage of
the transition period of adaptation of the na-
tional economy to the new conditions of exist-
ence, and these processes are always accompa-
nied by breaking the old and construction a new
regulatory mechanism. The depth and nature of
changing processes and their consequences will
depend on the country’s readiness for change,
thoughtfulness and financial stability of the
economy. If a country has problems with mone-
tary or fiscal policy, then the crisis may be
deeper, protracted and debilitating for the coun-
try. The weaker the country is, the more acute
the crisis will be. Conversely, the stronger the
country is, the sooner the economy will “recov-
er’ and the work on new development pro-
grams and analyze of the crisis phenomena and
their main reasons will start.

Situation

This crisis against the backdrop of a pan-
demic caused an imbalance in the market of
passenger transport services: reduced mobility
of the population, changed the location of forc-
es in the market of services, changed approach-
es to analysis and evaluation of services
through the emergence of new requirements for
transport. Presently, in terms of exit from quar-
antine, the main criterion for the success of
transport services is its high level of competi-
tiveness in relation to other modes of transport.
Thus, having analyzed the situation, the indus-
try leadership was faced with the need to an-
swer the important economic questions:

- whether to continue providing
transport services to passengers within the list
that was before the quarantine and develop a
way to implement it;

- whether to carry out modernization
in order to transform the services into a product
of market novelty;

- whether to introduce the latest ideas
for improvement the quality of rendering ser-
vices. In order to find new ideas for improving
the quality of transport services by analyzing
methods to increase the competitiveness of the
service, it may be very timely to decide not to
introduce new technologies for outdated mech-
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anisms of long-known services, but to modify a
service itself, according to the latest technolo-
gies. This should lead to positive results.

The application of marketing models can
greatly simplify the process of thinking about
new forms of passenger railway transportation
services. For example, analyzing a popular
Marketing-mix model (marketing mix model),

It is believed that the Marketing-Mix
model includes the entire set of necessary ser-
vice parameters that can be controlled and de-
veloped at the request of the target market. The
main purpose of this approach to the study of
transport services is to develop a strategy that
will increase its value, as well as to maximize
the long-term profits of the industry in the ser-
vices market.

The main idea of using marketing tools is
to act on the target market of passenger ser-
vices, which in its structure includes a mutual
and complementary approach. One approach
should be characterized by a careful study of all
market elements: demand, needs, wishes of
potential customers and the orientation of
transport companies to these wishes. The sec-
ond approach should play an active role in in-
fluencing the service implemention market for,
forming the demand for passenger service in
the railway industry, using active and aggres-
sive advertising companies to convey infor-
mation to the consumer. [4].

The main thing in the application of mar-
keting is a mutual and complementary approach
to the study of consumers’ taste trends of con-
sumers in the transport service market. This is
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Fig. 1. Marketing model «4P» [3]

which is inherently simple and versatile in their
use. It is a set of marketing tools that an indus-
try can use to act on a target market.

The classic marketing complex consists
of four elements (4P) (Fig. 1). Today, in the
process of its use, it has become more compli-
cated and expanded into a 12P marketing com-
plex.

Promotion

manifested in a careful study of the transport
market [5].

Thus, there is a question of mastering a
larger segment of the transport market by the
railway industry. To achieve the goals it is nec-
essary to determine the potential of the indus-
try, its capacity and ability to achieve the objec-
tives. For this purpose, a necessary step is to
analyze the passenger sector of the railway in-
dustry.

Summarizing the analysis results, it is
possible to conclude that the problems of the
industry require the following measures:

— ensuring the development of multi-
modal passenger traffic and the introduction of
a «single transport ticket» [10, 11];

— creating conditions for connecting re-
gional centers with a network of speed (from
160 to 200 kilometers per an hour until 2025)
and high-speed (from 250 to 400 kilometers per
an hour — until 2030) railways, in particular on
the basis of the state and private partnership
[10];

— creation of a railway HUB [16];

— introduction of an expanded additional
range of transport services;

— introduction of new directions to meet
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the needs of passenger transportations and en-
sure the development of tourist routes;

— reforming of Ukrainian Railways bas-
ing on the European experience, accounting for
the national particularities of the country;

— Attracting potential customers through
a system of flexible discounts and «bonus tick-
et», which will attract more passengers [11];

— the emergence of new directions;

— optimization of passenger trains, by
increasing the number of day trains;

— intensifying marketing elements in the
work of the passenger industry in the field of
studying competitors in industry, their strengths
and, most importantly, weaknesses, and, de-
pending on result, to develop plans to «con-
quer» an additional segment of the passenger
services market;

— developing a system of motivational
mechanism for employees of the industry.

This analysis shows that on the back-
ground of slow development of the passenger
sector, its capabilities allow to anticipate and
minimize possible threats. In turn, provided
thoughtful and appropriate use of the industry
strengths, it becomes possible to strengthen the
weaknesses of the industry. The benefits of

passenger transport are not strong enough to
withstand all the environmental troubles, but
they exist and new development strategies need
to be built on them. For example, for «Ukr-
zaliznytsiay, this direction is the introduction of
sufficient quantity of new generation wagons,
transfering stations to concession, the develop-
ment of multimodal passenger transport and the
introduction of a «single transport tickety,
which will meet the needs of passenger
transport and tourist routes, construction of
high-speed European railway Odessa-Kyiv-
Lviv.

Application of consumer management
(consumer experience) will be a string argu-
ment in favor of the railway passanger transport
[12].

Since the scope of railway transport is a
set of external and internal factors influencing
the object, there is a need to analyze the envi-
ronment of passenger transport. For this pur-
pose, the method of PEST — analysis is used,
which allows to investigate the political, legal,
economic and socio-cultural, technological fac-
tors that affect the work of passenger transport
in the railway industry (Table 2).

Table 2

PEST - analysis of environmental factors that affect the work of the passenger sector of rail-
way transport

Political and legal factors

Economic factors

State transport policy State fiscal policy
State budget policy Transport legislation Anti-
trust law

Environment protection legislation

Legislation of Ukraine in the field of pas-
senger transportation

Inflation rate

Prices for fuels and lubricants GDP vol-
ume

Average income per capita Unemploy-
ment rate

Sociocultural factors

Technological factors

Demographic fluctuations
Development of society
tem (environmental, spiritual, etc.)
Changes in the lifestyle of the population,
the level of education of the population.
Changes in service requirements and com-
fort of passenger services

value sys-

The latest technologies of production
passenger wagons

New technologies of production locomo-
tives and electrical transport

Changes in communication technologies
using the Internet, GPS / GLONASS satellite
systems, etc.)

The level of state and sectoral funding of

scientific and technical research and in-
ventions in the field of digital technology de-
velopment.

Source: [7] completed by the authors
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Based on the analysis, we can conclude
that since the industry operates in society, we
can observe a situation where the transport
work in today’s conditions means almost noth-
ing. It rather is forced to operate in the created
conditions, planning its work on the demand of
the transport market and the legal field. If
SWOT - analysis provides opportunities to use
their  strengths, eliminate  shortcomings,
strengthen weaknesses in the work, the PEST —
analysis describes the conditions in which
transport has to work. However, not everything
is so bad. Railway transport in the field of pas-
senger transport has the opportunity to develop
priority areas for development of the industry
as a further division into potentially competi-
tive and monopoly areas of transport.

Basing on the analysis of the legal field of
activity of the industry, there are grounds for
the introduction of a mechanism for dividing
passenger transportations into private and so-
cially significant.

Conducted studies of the passenger rail-
way transportations in terms of their level of
competitiveness indicate that the position of the
railway sector in the transport market is posi-
tive, but some problems are also found. Analy-
sis of the industry’s capabilities in combination
with strengths gives an optimistic picture of the
further development of the railway. Attracting
additional funds for the development of
transport routes with a favorable geopolitical
position gives Ukraine the opportunity to enter
the world transport market as a worthy com-
petitor to European railways in future.

Studies of threatening situations show
that the use of industry opportunities is insuffi-
cient. The greatest danger is the political insta-
bility of the country, which is reflected in the
economic development of all components of
the national economy. This may have a nega-
tive impact on the prospects of integration into
the European transport system, as well as on the
creation of a single trade area.

We consider it necessary to improve the
organizational structure of the railway industry
in order to create a department of crisis man-
agement. This measure will minimize the nega-
tive effects of the crisis after the end of quaran-
tine, to analyze professionally and prudently the
development of the passenger service to in-
crease the level of services’ competitiveness in

ISSN 2709-6459, Exonomiunuii Bicauk, 2020, Ne4

order to intensify passenger railway transporta-
tions.

Crisis managers should monitor the dy-
namics of demand and supply, as well as identi-
fy any disruptions in the work of the transporta-
tion service, must be the first who respond to
any changes of the demand in the market of
passenger transport services. However, such
departments should be formed not only in the
crisis or post-crisis period, but also in the pre-
crisis period. At the same time, their work must
be constant, even if the economic situation is
stable. This strategy should provide the imple-
mentation of the so-called model «PRRR»
(Prevention, Readiness, Response and Recov-
ery), which includes the following stages of
action:

- identification of probable risks and
needs,

- proclamation of a policy that reflects
those ways of dealing with similar risks and
problems,

- reflection, analysis and creation of a
Crisis manager response structure,

- search for the necessary resources,
skills and abilities to work in crisis situations.

[8]

The result of these actions should be the
use of risk management as the main driving
force that can place emphasis on the allocation
of resources in order to solve problems of par-
amount importance.

For example, now in a pandemic, when
railway transport will recover its operation, it is
very important to maintain its position, but ser-
vices must be provided with quality and comply
with the safety transport standards. It may be
important to change the train composition:
trains should contain VIP-class wagons and
compartments instead of third-class wagons.
This may be a temporary measure, but passen-
gers will be willing to pay more for their safety.

The introduction of a «bonus ticket» will
help regular customers to save money for more
pleasant trips [11].

Basing on these statements, it is possible
to develop a specific algorithm to prevent crises
in the field of passenger transportations:

To carry out a detailed analysis of the
services market;

1. To analyze all possible approaches to
the implementation of the principles of crisis
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management in the work of the industry in
problem sectors;

2. To find weaknesses in the existing or-
ganizational management with the help of
SWOT- analysis;

3. On the basis of the conducted analysis
to define basic and improved management
strategies;

4. To choose a single strategy by the
Method of Selection and develop a plan for
overcoming the crisis. [8]

In addition to the proposed mechanism of
action in crisis situations, it would be appropri-
ate to intensify the work of the tourism sector,
in which the railway transport would play a role
of transportation leader. [9] Attracting tourists
to Ukraine would allow the passenger sector to
make a profit in the organization of tourist
transportation on wide and narrow tracks, as
well as to involve the entire infrastructure of
the transport industry in this process to provide
hotel and restaurant services to passengers.

In order to solve the problem of improv-
ing the quality of transport services, it is im-
portant to study the opinions and attitudes of
potential passengers, which are based on deci-
sions about options for improving existing ser-
vices in the railway industry. Presently, the
study of the transport services market focuses
on the dynamic analysis of passenger behavior
using social networks such as Twitter, Face-
book, etc.) [12]. These studies are conducted to
intensify the combined transport of rail with
road and air. Social researches will identify
non-profit routes and find ways to increase rev-
enue in these areas. This approach will allow
the identification of data related to the topic
under study, as well as to assess the tastes of
passengers. This approach makes it possible to
analyze carefully the slightest changes in sen-
timent, which are expressed in the dynamics of
demand, as well as to respond to them immedi-
ately.

Certainly, an important step for the rail-
way in the struggle for the returning pf a prestige
and a share in the market of transport services is
the strategy of introduction a high-speed traffic
on the railways of Ukraine. According to the
National Transport Strategy until 2030 [10], it is
planned to build new and to combine already
laid track rails and to launch rolling stock on
individual sections with a speed of 200-400
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km/h.

Today, this prospect causes as minimum
surprise of an average Ukrainian and as maxi-
mum strange emotions, but the leadership of
the industry has a decisive opinion. For exam-
ple, the first steps towards the introduction of
high speeds can be considered the conclusion of
an agreement between Ukraine and the Italian
company ltalferr on the preparation of technical
documentation for high-speed railway traffic
along the European track on the route Odessa-
Kiev-Lviv. [13]. Due to the mass quarantine
caused by the coronavirus epidemic, the con-
sideration and financing of this plan has been
temporarily postponed indefinitely. This strate-
gy requires huge financial costs, which Ukraine
is not able to bear alone. The prepared docu-
mentation will provide an opportunity to attract
potential investors to this project, which can be
financially supported by such well-known
companies as the Japanese Central Japan Rail-
way Company, German and French railways.
They already have experience in construction
and implementing the high-speed traffic. This
project can be paid-off by increasing truck and
passenger speeds, which will increase the com-
petitiveness of the railway industry and the lev-
el of demand for passenger transport services.

The competitiveness of a transport ser-
vice can be increased by focusing on consumer
psychology. One of the interesting stages of the
study of consumer behavior, potential passen-
gers of the railway industry, is a philosophical
approach to the analysis of the process of per-
ception by potential passengers of various in-
dustry initiatives and their reaction. For this
purpose, we suggest to apply the basic ideas of
an ancient Japanese philosophy - Kaizen,
which is based on understanding the way of a
human thinking in the application of manage-
ment methods and functions to improve cus-
tomer servicing [14].

This philosophy, which means the pro-
cess of continuous improvement of all elements
of the work process and human relations, was
introduced in Japan in the early 50’s. The re-
sults of Kaizen’s work are called the «Japanese
miracle» because of the change in the percep-
tion of the latest ideas by the Japanese con-
sciousness concerning the approach to industri-
al and social life.

The Japanese were interested in improv-
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ing productivity and creating competitive prod-
ucts for their manufacturing complex to rebuild
Japan’s economy after World War II. For this
purpose, Japanese manufacturers have invited
American economist W. Edwards Deming to
give lectures on improving the quality of pro-
duction, who is considered the founder of the
modern quality movement. The result of study-
ing the mechanism of product quality im-
provement bevame the scientific work of Maa-
saki Imai «Kaizen: the key to the success of
Japanese companiesy.

The main idea of this philosophy is to pay
special attention to people and the production
process, while Western companies focus on
product and result, and the main goal of the
philosophy is to get quality products at the
maximum lowest price. To do this, it is im-
portant to analyze the constantly changing con-
sumer needs, to conduct a constant monitoring
and feedback from consumers. An important
point in the approach to Kaizen is the motiva-
tion for the desire of employees to improve
their products constantly.

The main difference between Japanese
philosophy and American approach to corpo-
rate company management is the understanding
of key concepts, and most important, the differ-
ence between the concepts of «boss» and
«leader». Japanese leaders, in contrast to West-
ern managers, work for their authority — the
leadership ~ through  their  professional
knowledge, experience, personal example, atti-
tude to employees, managerial, but not com-
mand skills. The most difficult for the Europe-
an perception of this philosophy, according to
our opinion, is rethinking ways to achieve re-
sults. To improve the results, the Japanese focus
on the process of thinking about improving pro-
duction processes that can bring good and pro-
ductive results. In the West, there is a focus on
getting results using any ways and methods at
any price [15].

The Japanese work as a team, which is
seen as a source of motivation, mental energy,
synergy and constant creativity in the approach
to work. This attitude to work goes through a
number of stages of relationship formation:
setting goals, removing obstacles, finding op-
portunities for continuous improvement, cost
control.

However, the main goal of Kaizen is to
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achieve the highest degree of goods or services
quality, starting from the initial stages of me-
ticulous preparation of production process (se-
lection of raw material suppliers, hiring person-
nel, product development process at all stages).
This approach is dictated by the total saving of
raw materials, resources and time. This method
allowed the Japanese almost completely to
eliminate a defect phenomenon in their work,
which led to an increase in product quality,
speed of its release on a market, increasing
productivity, profitability and competitiveness
of the product.

Kaizen’s philosophy in the field of pro-
duction in many global companies is imple-
mented in the following forms:

- total quality management (TQM -
Total Quality Management);

- «timely» production system (just-in-
time)

Applying Kaizen’s philosophy, it is nec-
essary to be ready to reveal shortcomings, such
as the need for large amounts of investment; the
result is not possible immediately, but in 3-5
years, the fight against human shortcomings
(laziness, thirst for quick profit, dishonesty in
work).

Concerning the improvement of the quali-
ty of passenger railway transportations, it
would be appropriate to apply the philosophy of
total quality management (TQM) — an approach
based on ways to improve the quality of ser-
vices. The principles on which this approach is
based determine the approach to responsibility
for people work, for the degree of each em-
ployee or all employees’ quality, and not to put
responsibility for the whole work only on a
head of the department. This reduces the pres-
sure on the department head from the compa-
ny’s head. Also a positive point is the search
for solutions of chronic problems that are avail-
able in the company, rather than operational
problems, which arise and recur constantly,
becoming chronic [20].

After special measures to improve the
quality of services, it is possible to use the
model of Leonard Berry to measure the quality
degree. This is one of various models that can
be used to measure the quality of railway
transport services [16]. Research on this topic
has shown that more successful are those firms
that focus on the customer needs, using all pos-
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sible ways to achieve a goal.

The model is based on two approaches:
attention to the client and the involvement of
highly qualified specialists. The combination of
these two factors will allow the industry to
identify gaps in work and begin to correct them,
for example, providing training for employees
who will be able to respond quickly and effi-
ciently to any changes not only in the rolling
stock but also in management, respond the situ-
ation quickly and effectively. The analysis of
consumer’s dissatisfaction degree with the
transport service, the main of which is non-
compliance with the criteria of information
quality and flexibility in dealing with emergen-
cies, is not less important.

To study the degree of transport services’
quality, it is also possible to use the method of
dynamic models, which lies in the use of indi-
vidual research methods. This method is inno-
vative, able to take into account the expected
and acceptable quality.

The use of consumer management princi-
ples can be a strong argument in favor of rail-
way passenger transport. Analysis of consumer
tastes is an important step in designing industry
strategies in the field of passenger transport, but
this approach can also be considered in terms of
consumer experience. It is the «engine» of
awareness and formation of a need for service
by potential customer. Consumer experience
can be described as the customer’s experience
with a vehicle he uses, a complex of his im-
pressions of different moods. A consumer
shares these emotions with other people
through social networks, where a general opin-
ion about the product of the industry is project-
ed. This is what the industry management
should pay attention to if it is interested in the
effectiveness of its work.

The so-called architecture of experience
is created, which embodies a guide to active
action, a motivator for travel, a complex of cus-
tomer beliefs in his own experience, company’s
brand assessment, analysis of the values pro-
fessed by the industry in relation to consumers
of its services. Thus, the formation of the cul-
ture and structure of customer service, where
the responsibility lies on the leadership of the
transport industry [18] Particular attention is
paid to the head, the leader of the industry (di-
vision of the industry). Based on European ex-
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perience, in order to design successfully a con-
venient and effective passenger service, special
attention is paid to the formation of a leader’s
special characteristics — empathy, which is
characterized as the ability of the leader to em-
pathize and imagine himself in the place of
others. This is also one of the important and
valuable characteristics of a leader [19] It helps
to understand how to communicate with supe-
riors, colleagues and employees, consumers of
his products better, allows to design developing
strategies and how to master a larger segment
of the passenger transportation market.

Applying the above approaches in general
complex, the railway has all opportunities to
create a modern effective brand of its company,
which is able to go beyond the classic market-
ing, enable the passenger to get a maximal ben-
efit from the trip and to choose his «owny
transport. To do this, it is necessary to study the
behavior of a potential consumer in the field of
psychology of service perception, to study his
reaction and attitude to the introduction of in-
novations in the industry, to study foreign expe-
rience of new approaches to service manage-
ment.

Conclusions. Today, the railway industry
is faced with a number of high-profile require-
ments, which primarily relate to the quality of
railway passenger transport services. Competi-
tion in the services market is constantly grow-
ing, the range of services offered by other
transport types is expanding and the methods of
achieving international standards that reflect the
constantly growing requirements of consumers
are changing.

In order to find innovative approaches for
the field of railway passenger transport, as well
as to ensure the competitiveness of passenger
transport, we propose the following:

- creation of transport
HUBsS;

- to introduce a “single transport tick-
et” for passenger transportation;

- to reorganize the system of passenger
transportations by dividing it into private and
socially significant passenger transportations;

- introduction of the «bonus ticket»
system and bonus program;

- development and commissioning of a
high-speed mainline transport with a possibility
to use two-storey passenger wagons;

passenger
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- involvement the principles of the
Japanese philosophy «Kaizeny in planning of
work with clients;

- activation of the system of promo
codes for passenger traffic;

- obligatory creation of an «anti-crisis
management» department in the management
structure of the industry with the constant
monitoring of the demand for railway transport
services;

- introduction of engineering princi-
ples in the work of the industry and passenger
transport;

- optimization of the movement of
passenger trains by increasing the number of
day trains;

- intensification of transport and tourist
activities, where the railway would play the
main role in transportation process;

Jliteparypa

1. Opnoscbka O. B. CBiTOBI €KOHOMIUHI KpH3H:
NPUYMHA BUHUKHEHHSI, HACJIIAKK Ta IUISIXU MOJOIaHHs /
0. B. Opnorcbka // HaykoBuii BICHHK HaIl[iOHAJILHOTO
JCOTEXHIYHOTO yHiBepcuTery Ykpainu. — 2015, — Bum.
25.2. - C. 197-202.

2. TIpo 3amoOiraHHs TOIIUPEHHIO HAa TEPUTOPIi
VYkpainu roctpoi pecmiparoproi xBopoou COVID-19,
CIPUYHHEHOT KOPOHOBipycOM SARS-CoV-2
[Enexrponnuii pecypc]: [locranoBa Kadinery Minictpis
VYxpainu Bin 11.03.2020 p. Ne 211. — Pexxum noctymy:
https://zakon.rada.gov.ua/laws/show/211-2020-
%D0%BF#Text (nata 3sepuenns: 10.10.2020).

3. Konmeriust MapkeTHHT — MUKC [DIIEKTPOHHBIH
pecypc]. - Pesxxum JOCTYILY:
http://powerbranding.ru/osnovy-marketinga/4p-5p-7p-
model/#sixth (nara obpamenus: 11.10.2020).

4. Opnosceka O. B. KosKypeHTHI mepeBaru
3aJIi3HUII Ha PUHKY TPaHCIOPTHHUX mochyr Ykpainm / O.
B. Opnosceka, A. 1. bemoBa // 30. Hayk. mpanp
Jlep>kaBHOTO €KOHOMIKO-TEXHOJIOTIYHOTO YHIBEPCHUTETY:
Cepist «ExoHomika i ynpasminas». — 2013. — Bun.23-24.
—C. 103-1009.

5. Jlymak P. JI. KoHKypeHTOCIPOMOXHICTh
mignpueMcTBa : Hap4y. moc. / P. JI. Jlymak, T. T.
Bacuieiis. — JIsBiB : Bumasuuireo JIKA, 2016. — 484 c.

6. SWOT-ananu3. 5 riaBHbBIX MpaBHi, KOTOPBIX
CTOMT TpPUICPKUBAThCA [DneKTpoHHBIA pecype]. —
Pexxum poctymy: https://geniusmarketing.me/lab/swot-
analiz-5-glavnyx-pravil-kotoryx-stoit-priderzhivatsya
(mata obpamenus: 15.10.2020).

7. Meron SWOT-ananm3a B CTpaTerHyecKOM
ynpaBieHuu [JnexTpoHHbIi pecype]. — Pexxum noctymy:
https://geniusmarketing.me/lab/swot-analiz-5-glavnyx-
pravil-kotoryx-stoit-priderzhivatsya (mara obparenus:
15.10.2020).

8. PobGepr Xit. KpusoBuii MEHEIKMEHT ISt
KepiBHUKIB : mep. ¢ anrI. / Pobept Xit; Ilix 3ar. xep. P.
JI. Tkauyk, C. M. Psabuyk, H. I. Mimenina. — KuiB :

ISSN 2709-6459, Exonomiunuii Bicauk, 2020, Ne4

HayxoBa mymka, 2002. — 566 c.

9. Mapuentok JI. B. TeoperuuHni Ta npakTH4Hi
aCIIeKTH  yNpaBIiHHSA  €(EKTHBHICTIO  3aJi3HUYHOIO
Typusmy: MoHorpadis / JI. B. Mapuentox; /[Hinponerp.
HAll.. YH-T 3aJi3H. TpaHcH. iM. akan. B. JlazapsHa. —
Juinporretposcrk, 2016. — 242 c.

10. IIpo cxBamenHs HamioHampHOI TpaHCHOPTHOI
cTpaterii  Ykpaimm Ha mepiom mo 2030 poky
[Enextponnunit  pecypc]: Posmopsimpkenns KabGinery
MinictpiB Ykpainu Bix 30.05.2018 p. Ne 430-p. — Pexnm
nocrymy: https://zakon.rada.gov.ua/laws/show/430-2018
(marta 3BepuenHs: 17.10.2020).

11. Mapnentok JI. B. 3MiHM y macaXXMpCbKHX
MEPEBC3CHHAX 3a PAaXyHOK BIPOBAKCHHA IMEHHOIO
keutka / JI. B. Mapueniok, T. FO. Yapkina, P. C.
Yanbaesa // CBiTOBI TEHICHII CYY4acHHX HAYKOBHX
nocnimkens: Marepiann XXXV MikKH. Hayk.-TIpaxT.
inTepreT-KOH(. (28 xoBTHS 2019 p., M. Binnuus). — 4.2,
—C.5-7.

12. Ryosuke Yashiroa, Hironori Kato. Success
factors in the introduction of an intermodal passenger
transportation system connecting high-speed rail with
intercity bus services / Case Studies on Transport Policy.
—2019. - Vol. 7. — 708-717 pp.

13. IlIBuakicuHi moTsAarm B YKpaiHi: kara
mBuakocTi [Enexrponnuii pecypc]. — Pexxum moctymy:
https://www.unian.ua/economics/transport/10607526-
shvidkisni-potyagi-v-ukrajini-zhaga-shvidkosti.html
(mara 3Bepuenns: 18.10.2020).

14. Eva Nedeliakova. Six Sigma and Dynamic
Models Application as an Important Quality Manage-
ment Tool in Railway Companies / Eva Nedeliakova,
Vladimira Stefancova, Stefan Kudlag // 10th Internation-
al Scientific Conference Transbaltica 2017: Transporta-
tion Science and Technology. Procedia Engineering. —
Vol. 18 7 (2017). — 242248 pp.

15. Opnoeceka O. B. ®@opmyBaHHA Ta
CTaHOBJIGHHSI CHUCTEMH MEHEIKMEHTY B  YKpaiHi
[Enextponnuii pecypc] / O. B. Opnoscbka // Haykoswuii
Bichuk HJITY Vkpainu. — 2014. — Bun. 24.3. — C. 180-
186.

16. Berry, L. L. Relationship marketing / L. L.
Berry, G. L. Shostack, G. D. Upah (Eds) // Emerging
Perspectives of Service Marketing, American Marketing
Association, Chicago, IL, 1983. — pp. 25-38.

17. Bobyl V. Rail passenger Hubs / V. Bobyl,
T. Charkina, L. Martsenuik, O. Matusevich, A. Kersys //
Transport means 2019. Sustainability: research and solu-
tion. Proceeding of the 23Y international scientific con-
ference (October 02-04, 2019. Palanga, Lithuania). —P.
999-1003.

18. Comic b. CnoxuBunii IOCBII: SKUM BiH € 1
SKUM TOBHHEH Oyt [EnextpoHHuii pecypc]. — Pexum
JIOCTYILY:
www.management.com.ua/interview/int474.html
3BepHeHHs: 18.10.2020).

19. Puuapnc C. CouiaspHUH EKCIIEPUMEHT 3
CriBIepeXUBaHHS [DekTpoHHBIN pecypc]. — Pexum
JOCTYITY.
http://video.management.com.ua/2018/10/18/radykal-ny-
eksperyment-z-empatii/ (nara ob6pamenus: 17.10.2020).

20. Kiran D. R. Total Quality Management/1st
Edition. Key Concepts and Case Studies [Electronic

(nara

85




MANAGEMENT

resource]. - Available at:
https://www.elsevier.com/books/total-quality-
management/kiran/978-0-12-811035-5
18.10.2020).

(accessed:

References

1. Orlovska, O.V. (2015). Svitovi ekonomichni
kryzy: prychyny vynyknennia, naslidky ta shliakhy
podolannia.  Naukovyy visnyk natsionalnoho li-
sotekhnichnoho universytetu Ukrainy, Issue. 25.2, 197-
202.

2. Pro zapobihannia poshyrenniu na
terytorii Ukrainy hostroi respiratornoi khvoroby COVID-
19, sprychynenoi koronovirusom SARS-CoV-2. Post-
anova Kabinetu Ministriv Ukrainy vid 11.03.2020 r. Ne
211. Retrieved from
https://zakon.rada.gov.ua/laws/show/211-2020-
%D0%BF#Text (accessed: 10.10.2020).

3. Kontseptsiya Marketinh - miks Retrieved
from http://powerbranding.ru/osnovy-marketinga/4p-5p-
7p-model/#sixth (accessed: 11.10.2020).

4. Orlovska, O.V., & Belova, A.l. (2013).
Konkurentni perevahy zaliznytsi na rynku transportnykh
posluh Ukrainy. Zbirnyk naukovykh prats Derzhavnoho
ekonomiko-tekhnolohichnoho universytetu, Ser.
«Ekonomika i upravlinnia», Issue 23-24, 103-109.

5. Lupak, R.L., & Vasyltsiv, T.G. (2016).
Konkurentospromozhnist pidpryiemstva. Lviv: Vydavny-
tstvo LKA.

6. SWOT-analiz. 5 glavnykh pravil, kotorykh
stoit priderzhivatsya. Retrieved from
https://geniusmarketing.me/lab/swot-analiz-5-glavnyx-

pravil-kotoryx-stoit-priderzhivatsya (accessed:
15.10.2020).

7. Metod SWOT-analiza v strategicheskom up-
ravlenii. Retrieved from

https://geniusmarketing.me/lab/swot-analiz-5-glavnyx-
pravil-kotoryx-stoit-priderzhivatsya (accessed:
15.10.2020).

8. Robert Hit. (2002). Krizoviy menedzhment
dlia kerivnikiv. R.L. Tkachuk, S.M. Rjabchuk, N.I.
Mishenina (Trans. & Ed.). Kyiv: Naukova dumka.

9. Martsenyuk, L.V. (2016). Zminy u pasa-
zhyrskykh perevezenniakh za rakhunok vprovadzhennia
imennoho kvytka. Dnipropetrovsk: Dnipropetrovskyy
natsionalnyy universytet zaliznychnoho transportu imeni
akademika V. Lazariana.

10. Pro skhvalennia Natsionalnoi
transportnoi stratehii Ukrainy na period do 2030 roku.
Rozporiadzennia Kabinetu Ministriv  Ukrainy  vid
30.05.2018 r.  Ne  430-r. Retrieved  from
https://zakon.rada.gov.ua/laws/show/430-2018 (accessed:

86

17.10.2020).

11. Martsenyuk, L.V., Charkina T.Yu., &
Chalbaieva, R.S. (2019). Zminy u pasazhyrskykh
perevezenniakh za rakhunok vprovadzhennia imennoho
kvytka. Proceedings from MIIM’19 XXXV Mizhnarodna
naukovo-praktychna internet-konferentsiia. (pp. 5-7).
Vinnytsia.

12. Ryosuke Yashiroa, Hironori Kato. Success
factors in the introduction of an intermodal passenger
transportation system connecting high-speed rail with
intercity bus services / Case Studies on Transport Policy.
—2019. — Vol. 7. - 708-717 pp.

https://doi.org/10.1016/j.cstp.2019.10.001

13. Shvydkisni potiahy v  Ukraini: zhaha
shvydkosti. Retrieved from
https://www.unian.ua/economics/transport/10607526-
shvidkisni-potyagi-v-ukrajini-zhaga-shvidkosti.html
(accessed: 18.10.2020).

14. Eva Nedeliakova. Six Sigma and Dynamic
Models Application as an Important Quality Manage-
ment Tool in Railway Companies / Eva Nedeliakova,
Vladimira Stefancova, Stefan Kudlag // 10th Internation-
al Scientific Conference Transbaltica 2017: Transporta-
tion Science and Technology. Procedia Engineering. —
Vol. 18 7 (2017). — 242 — 248 pp.

https://doi.org/10.1016/j.proeng.2017.04.371

15. Orlovska, O.V. (2014). Formuvannia ta
stanovlennia systemy menedzhmentu v Ukraini Nau-
kovyy visnyk NLTU Ukrainy, Issue 24.3, 180-186.

16. Berry, L.L., Shostack, G.L., & Upah, G.D.
(Eds.). (1983). Relationship marketing. / Emerging Per-
spectives of Service Marketing, American Marketing
Association, Chicago, IL, pp. 25-38.

17. Bobyl, V., Charkina, T., Martsenuik, L.,
Matusevich, O., & Kersys, A. (2019). Rail passenger
Hubs. Proceeding from MIIM °19: XXIII international
scientific conference. Transport means 2019. Sustainabil-
ity: research and solution. (pp. 999-1003). Palanga, Lith-
uania.

18. Solis, B. Spozhyvchyi dosvid: yakym vin ye i
yakym povynen buty (2020). Retrieved from
www.management.com.ua/interview/int474.html (ac-
cessed: 18.10.2020).

19. Richards, S. Sotsialnyi eksperyment z spivpe-
rezhyvannia. (2018). Retrieved from
http://video.management.com.ua/2018/10/18/radykal-ny-
eksperyment-z-empatii/ (accessed: 17.10.2020).

20. Kiran, D.R. (n.d.). Total Quality Manage-
ment/1st Edition. Key Concepts and Case Studies Re-
trieved from  https://www.elsevier.com/books/total-
quality-management/kiran/978-0-12-811035-5 (accessed:
18.10.2020).

ISSN 2709-6459, Economics Bulletin, 2020, Ne4



MEHEJDKMEHT
AHTUKPU30BUI MEHEPKMEHT ITACAXUPCBhKINX ITEPEBE3EHb SIK ®AKTOP
HIABUILEHHA KOHKYPEHTOCITPOMOXHOCTI 3AJII3HUILIL
O. M. ITwinvko, 0. m. 1., npoghecop, pekmop, [{HinposcbKulli HayioHAIbLHUL YHIgepcumem
3aNI3HUYHO20 Mpancnopmy imeni akaoemika B. Jlazapana,
T. IO. Yapkina, .. e. H, Ooyenm, /[HINpoBCLKULL HAYIOHANbHULL YHIBEPCUMEM 3ANI3HUYHO20
mpancnopmy imeni akaoemika B. Jlazapsna,
O. B. Opnoscovka, K. e. H., Ooyenm, /[HINpOBCLKUIL HAYIOHANBHUL YHIBEPCUMEM 3ANI3HUYHO20
mpancnopmy imeni akademika B. Jlazapsna,
A. O. Kappa, menedicep-HauanbHux 8i00iNy Cynpo800A*CeH s NepesipokK, peesisill (hinancoeo—
2ocnodapcwkoi disnvnocmi AT « Vrpsaniznuysy

MeTtonoaorisi gociaigxennsi. /s npoBeneHHs NOCTiKEHb B POOOTI BUKOPHUCTOBYBAINCS
Meroau: KoHkypeHiii, SWOT-ananmizy, MareMaTM4yHOTO aHaji3y, MapKETHHIOBI MOJeNi,
Bukopuctano meroa PEST-anamizy, Meton mpuidHATTS pimnensb, miaxin Kaia3en mais TOCSTHEHHS
HaWBHIIIOTO CTYIEHS SIKOCTI TOBApy a00 MOCIYTH, CHCTEMHUN ITiIXi].

Pe3yabTaTH. Y CTaTTi JOBEJACHO JOUIBHICTH 3aCTOCYBAaHHS aHTUKPU30BOTO MEHEIKMEHTY
MMacaXUPChKHUX MEpeBe3eHb K (GaKTOPy MiABUIICHHS KOHKYPEHTOCITPOMOXHOCTI 3aJli3HUIll. AHAJI3
PO3BUTKY PHHKY TPAHCIOPTHUX IIOCIYr TIIOKa3aB, MIO 3aJli3HWYHI TEPEBE3CHHS MOCTYIOBO
BTpayarOTh CBOIX TNAaCaXUPiB Ha KOPHCTh aBIallIHHOTO Ta aBTOMOOUIBLHOTO TPaHCIOPTY.
KepiBHHITBO «YKp3ali3HUI» 3a OCTaHHI dYach 3po0mio OaraTto KpOKIiB 3 IIiIBUIICHHS
KOHKYPEHTOCIIPOMOXKHOCTI 3aJII3HUYHHUX MACaKUPChKUX IE€PEeBE3€Hb HA BITUYU3HSHOMY DPHUHKY
TPAHCIIOPTHHX IMOCITYT, ajie IUX 3aX0J(iB ChOTOJHI HEAOCTAaTHRO, MO0 BIIHOBUTH BTPAYCHI MO3HIIIT,
SIK1 MaJjia 3aJi3HMIIS paHiIIe.

3 MeTo MiABHIIEHHS PIiBHA KOHKYPEHTOCHPOMOXKHOCTI 3QJII3HHYHHX MACAKUPCHKUX
IIepeBe3eHb, a TAKOXX ONaHyBaHHS OUIBIIOrO CErMEHTY Ha PHUHKY TPAHCIOPTHUX IOCIYT,
BCTAaHOBJICHO HEOOXITHICTh BUPILNICHHA TAaKUX 3aBJaHb: IPOBECTH MIOCITIUKCHHS Ta aHaii3
(dakTopiB, 110 BIUIMBAIOTh HA ICHYIOUY CHUTYallll0 Ha PUHKY IOCIYT, IIpOaHai3yBaTHU IepeBaru
ICHYIOUMX TMOTEHI[IMHUX KOHKYPEHTIB Ha PHUHKY TPAaHCIOPTHUX IIOCIYT, MPOAHANI3yBaTH IOCBIA
NACAKUPChKUX IepeBe3eHb €BpOCOI03y, pO3POOUTH 3aXOAM, SKI MOXHA 3alIpOINOHYBATH
«YKp3ami3HHULI» IS TiABHIICHHS €()EeKTUBHOCTI MACaKUPCHKOTO TOCIOAAPCTBA Ta OTPUMAHHS
J0JaTKOBOTO MPUOYTKY.

HoBusna. YV po0OoTi 3a1ipONIOHOBAaHO HANIPSIMU @aHTUKPU30BOTO YIPABIIHHS IS T1ABUILEHHS
e(EeKTUBHOCTI MACa)KUPCbKOTO KOMILJIEKCY, a caMe. pO3BUTOK 3aJi3HUYHOTO TYpHU3MY,
BIIPOBA/KEHHSI CHCTEMH 3HIDKOK «OOHYCHOTO KBHUTKa», CTBOpeHHs 3anizHHUYHOoro XADBy,
3anpoBapKeHHs miaxony Kali3eH ans JOCATHEHHS HaWBUINOTO CTYIEHS SIKOCTI IOCIYTH,
opranizaiii MyJIbTUMOTATEHUX MACAKUPCHKUX MEPEBE3CHB 32 «EMHUM TPAHCIIOPTHUM KBHTKOM.

IIpakTnyHa 3HauymiicTb. Peanizaliis 3amponoHOBaHUX 3aXOJliB Ta CTpaTerid J03BOJIUTh
«YKp3aJli3HUI» BU3HAUYUTHU MEPCIEKTHUBHI MEXaHI3MHU YNpPaBIiHHS Naca)KUPCHKUM KOMILJIEKCOM B
YMOBax 3arocTpeHHs Kpu3u. Bci 1i 3ax0/1u 10MOMOXYTh «YKp3ali3HULI» BUWTH 3 KPU30BOT'O CTaHy
Ta OTPUMATH JOJATKOBUH MPUOYTOK MACAKHPCHKOIO TATY3310.

Knwuoei cnoea: xpusza, aHTUKpU30BUI MEHEDKMEHT, ACAKUPChKI NIEpPEeBE3eHHs, CTpaTerii
AHTUKPU30BOT'O MEHE/DKMEHTY, TPAHCIIOPTHA MTOCIYTa, 3aTi3HUYHUN TPAaHCIOPT.

ISSN 2709-6459, Exonomiunuii Bicauk, 2020, Ne4 87




MANAGEMENT

AHTUKPU3UCHBI MEHEPKMEHT ITACCAYXHPCKUX ITEPEBO30K KAK ®AKTOP
[TOBBIIIEHN I KOHKYPEHTHOCITOCOBHOCTH XXEJIE3HOM JJOPOI'M
A. H. IlTwunwvro, 0. m. ., npogheccop, pekmop, /[Henpo6ckuii HayuoOHAIbHLIL YHUBEPCUMEM
JHCENe3HOO0POACHO20 MPAHCnopma umenu akaoemuxa B. Jlazapsana,
T. IO. YapkuHna, K. 3. H., Ooyenm, [{HenposcKuil HAYUOHAILHBLI YHUBEPCUMEN HCELEZHOOOPOICHO20
mpancnopma umenu axademuxa B. Jlasapaua,
A. B. Opnoeckas, K. 3. H., Ooyernm, /[Henpo6cKuli HayuUOHAIbHbLI YHUBEPCUMEM
JHCENe3HOOOPOACHO20 MPAHCnopma umeru akaoemuxa B. Jlazapsna,
A. O. Kappa, menedicep-HauarbHUK omoena ConposoNcOeHUst NPOBEPOK, pesusull PuHAHCOBO-
xozaucmeennol oeamenvrocmu AO « Ykp3anusnolysy

MeTtonoaorusi uccjaenoBanus. i mpoBeaeHNs MCCIeI0BaHUN B paboTe MCIIOIB30BAINCH
MeTonbl: KOHKypeHunu, SWOT-ananuza, MaTeMaTH4ECKOrO aHalau3a, MapKETHMHIOBbIE MOJEIIH,
ucnosb3oBad Metosl PEST-ananuza, MeTo npuHATHS perieHuid, noaxo KaazeH 1uist 1oCTHXEeHUs
BBICOKOH CTEIICHH KauyecTBa TOBapa WM YCIYTH, CACTEMHBINA MTOAXOL.

PesyabTaThl. B cratbe nokazaHa 11emecoOOpa3sHOCTh MPUMEHEHHS AHTHKPU3HCHOTO
MEHEJKMEHTa NAacCaXUPCKUX IEpeBO30K Kak (aKTopa IMOBBIIEHUS KOHKYPEHTOCIIOCOOHOCTU
JKEJIE3HON NOpOTrH. AHAJINW3 Pa3BUTHUs PBIHKA TPAHCIIOPTHBIX YCIYI 3a MOCIEAHME ABAALATh JIET
II0Ka3aJjl, YTO JKEJIE3HOJOPOKHBIE IEPEBO3KH IOCTEIIEHHO TEPAIOT CBOUX IACCAXKHUPOB, B IOJB3Y
aBHAIIMOHHOTO M aBTOMOOWJIBHOTO TpaHCHOPTa. PYyKOBOACTBO «YKp3aJU3HUII» 3a IOCIIEAHEE
BpeMs CJieJIaJl0 MHOTO IIAroB IO IOBBIIEHUIO KOHKYPEHTOCHOCOOHOCTH >KEJIE€3HOIOPOXKHBIX
[TACCAXKUPCKUX NIEPEBO30K HA OTEYECTBEHHOM DPBIHKE TPAHCIIOPTHBIX YCIIYT, HO 3TUX MEpP CEroJHs
HE/I0CTaTOYHO, YTOOBl BOCCTAHOBUTH yTpau€HHbIE IO3UIMM, KOTOpble MMeJa >KeJle3Has Jopora
paHbIIE.

C nenbo NOBBILEHHS YPOBHS KOHKYPEHTOCIIOCOOHOCTH YKEIE€3HOAOPOKHBIX MACCAKUPCKUX
MIEPEBO30K, a TaK)KE€ OCBOCHHs OOJIBIIETO CErMEHTa Ha PBIHKE TPAHCIIOPTHBIX YCIYT, ONpeaesieHa
HEOOXOJMMOCTh DPELICHUs CIEAYIOIUX 3aJad: MPOBECTH MCCIEJOBaHUWE M aHaIu3 (aKTOpPOB,
BIIMAIOIIMX HA CYLIECTBYIOLIYIO CHTYallMI0O Ha PBIHKE YCIYT, NPOaHAJIUM3UPOBATh IIPEUMYIIECTBA
CYLIECTBYIOIIMX  IOTCHLHAJIbHBIX  KOHKYPEHTOB  HAa  PBIHKE  TPAHCHOPTHBIX  YCIYT,
[IPOAHAIM3UPOBATh ONBIT MACCAXUPCKUX NEpeBO30K EBpocoro3a, pa3paborarth Mepbl, KOTOpbIE
MOXKHO TPEATIOKUTh «YKP3aIM3HULI»  JUISI TOBBILEHUS A(PPEKTUBHOCTH MNacCaXKUPCKOTO
XO035IICTBA U MOJIy4YEHHUs JOMOJIHUTEIbHON IPUOBLIH.

HoBu3zna. B pabore mnpeanoxeHbl HaNpaBleHUs AaHTUKPU3UCHOTO YIpPAaBIECHUS IS
MOBBIIEHUS 3PPEKTUBHOCTH MACCAKUPCKOTO KOMILIEKCA, @ UMEHHO: Pa3BUTHE JKEIE€3HOI0OPOKHOTO
TypU3Ma, BHEJIPEHUE CUCTEMbI CKUJIOK «OOHYCHOTO OmiieTa», co3/laHue xeae3HoopoxHoro XAba,
BHeJpeHue nojaxona Kaiaszen s TOCTHKEHUS BBICOKOM CTEIIEHU KadecTBa YCIYTH, OPTaHU3aLHI0
MYJbTUMOAATIBHBIX MACCAKUPCKUX MEPEBO30K M0 «EAMHOMY TPAHCIIOPTHOMY OHIIETY».

IIpakTuyeckass 3Ha4uMOCThb. Peanmu3anus npenoKEHHBIX MEPOIPHUATHNH W CTPATETHH
MO3BOJIUT «YKP3aJIU3HUIID ONPEAETUTh NMEePCIEKTUBHBIE MEXaHU3Mbl YIPABJICHUS MACCAKUPCKUM
KOMIUJIEKCOM B YCJIOBMSIX 000CTpeHus: Kpusnca. Bee 3T Mepsl MOMOTYT «YKp3alu3HUL» BBIATH U3
KPU3UCHOT'O COCTOSTHUS U TIOJTYYHUTh JONOIHUTENbHYIO MPUOBLIL MACCAXKUPCKON OTPACIbBIO.

Kniouegvie cnoeéa: Kpu3uC, AaHTUKPUZHCHBIM MEHEKMEHT, MAaCCaXUPCKUE IEPEBO3KH,
CTpaTeruy aHTUKPU3UCHOTO MEHEIPKMEHTA, TPAHCIIOPTHAS YCIIyTa, )KEJIE3HOLOPOKHBIN TPAHCIIOPT.
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