Kopnoparist «Pomen» crana cnoacopom Yepkacskoro 3oomapky. Tomi Oy-
JI0 po3moyaTo OyAIBHUIITBO €KCTIO3HUIIIHHOTO KOMITJIEKCY /IS XM)KUX TBapHH «3e-
MJISl BEIMEIB 1 BOBKIBY» BapTicTiO Oubiie 20 MiIbHOHIB TPUBEHb.

Ha 4 tucsuax 865 kBajpaTHHX MeTpax 30yayBaid €KCHO3HIIIIHI BOJIbEPU
JUIs. BEAMEIB 1 BOBKIB, OaceilH Il PIYKOBUX BHUIP, BOJBEP ISl TMEPETPUMKH,
MPUMIILICHHS JJIsI 3UMIBJIl TBapUH, rocrofapuuii 0JI0K 3 OoKkcaMu Jijisi aBTOMOOi-
JiB 1 KOTEIBHIO, OYJM MpOBEACHI poOOTH 3 0JIArOyCTPOIO TEPUTOPIi 1 00JIAIITY-
BaHHS TUTSAYOTO MalJaHIMKA.

[TizHime y 300camy Yepkac 30ymyBanum koMmiuiekc «Mamarackapy, a 1€l
OCEHI1 3[JaJTi B €KCILTyaTallilo 1€ i HOBY €KCIO3HIIIIO sl KOMUTHUX TBapHUH.

VY 300mapKy IUTAaHYETHCSI MPOBEICHHS PEKOHCTPYKIIi 03epa, OyAiBHUIITBO
TUTSYNX MaWJTaHYMKIB Ha TEPUTOpIi, OyMIBHUIITBO EKCIIO3WINI I a31iChKUX
TBAapWH, OYJIMHKY IPUMAaTIB Ta €KCIIO3UIIIi /11l IIHTBIHIB.

HemonasHo Yepkacrkkuii 300mapk Bij3HauuB cBiit 40-piuHuii roBisen. 3a 1
POKH BiH MEpPEXUB MaJAIHHA 1 MiAiloMu, HeBAa4l 1 ycrmixu. 3a 111 40 pokiB 300mMapk
HE MaB YKOJIHOT'O BUXIJTHOTO JHs. HaBpsia uu € B HAIIOMy MICTI IlI€ Taka YCTaHOBA.
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EXHIBITION ACTIVITY
AS ONE OF THE MARKETING KEY ELEMENTS
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Dragun D. A., fourth year student, specialty « Tourismy»
Cherkasy State Technological University

Tourism industry is one of the important sources of gaining income all over
the world and at the same time, it is an effective factor in cultural exchanges be-
tween countries. Tourism has been known as a unigque opportunity with many of-
fers and the significant and remarkable growth of tourism in the last fifty years is
an indicator of this phenomenon’s great social and economical importance.

Marketing is a social and managerial process by which individuals and
groups obtain what they need and want through creating and exchanging products
and value with others, and exhibition can be crucial components of a firm’s mar-
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keting mix. They are events that bring together, in a single location, a group of
suppliers, distributors and related services that set up physical exhibits of their
products and services from a given industry or discipline [1].

Exhibitions are events related to the demonstration of products and ser-
vices, their promotion in the domestic and foreign markets and the study of the
market conditions for this purpose. The tradition of exhibitions goes back centu-
ries ago, when local fairs were held in conjunction with major religious holidays
at major stores in the Middle East. The support given to fairs in Europe by the
church and then by the royal authorities created the prerequisites for the develop-
ment of this institute in the form of trade events.

Conducting trade fairs and exhibitions, which by its nature is a multi-
purpose means of business communication, is closely linked to the political, de-
mographic, economic and technological conditions that determine the number, na-
ture, geographical distribution of events, as well as their policies organizers in
terms of specialization and level of services provided. The free distribution of
business information, noticeable presence of transnational products in the interna-
tional market and the active supply of new goods in combination with the trend of
demand unification significantly affect the marketing policy of enterprises, and,
consequently, their «exhibition behavior», an indicator whose magnitude in terms
of frequency and the «quality» of business participation in fairs and exhibitions is
directly proportional to their size [2].

In the global economic aspect, exhibitions continue to be:

— amirror of technical development;

«exchange» of information;

price thermometer;

economic and political forum for forecasting economic changes;

a social phenomenon with economic, political and cultural implications.

The exhibition is a multifunctional, effective event which, in comparison
with other events within the marketing communications complex, has its specific
advantages and characteristics among which are:

- direct presentation of own products to interested consumers;

- neutralization of the size of the enterprise, providing coexistence of
large-scale enterprises in the same environment and on the same basis;

— saving time for buyers and sellers through direct contact with produc-
ers of goods and services;

- giving the buyer opportunity to compare the identical product or ser-
vice of different manufacturers, as well as commercial terms of sale, price and
quality;

— creation of the information exchange mechanism; informing partici-
pants (exhibitors) and visitors about the development of new technologies, modi-
fication of goods and services.

Exhibit marketing is the most cost-effective means of reaching customers
and prospects. It reduces the buying cycle and it allows companies to reach hid-
den buyers.

The following are four main marketing objectives for exhibitions:

357



illustration of the new products;

development of markets;

produce sales;

leads and orders, enhancing corporate status and image.

Keynote of this is to develop interest, intensify exhibitors and visitors
awareness, generate immediate sales, recruit sales representatives, meet people,
look at the competition and break even.

Success is more likely to attain when companies have a well thought out
marketing and promotional strategy. If exhibitions are correctly performed and
held, in compliance with the strategy and purposeful programming, they are very
likely to succeed and attract customers of target market. Given that the exhibitions
are held at local, national or international levels, they should be planned and per-
formed in a way that is suitable for these levels [3].

Tourism exhibition is not only a place that offers tourism capacities and
strengths of the country for the public, institutions, and affiliated organizations
but also introduces the institutions and organizations which are administrators in
the field of tourism to the public at large. Furthermore, country tourism exhibi-
tions should be taken into account as one of the tourist attraction phenomena.
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[Ile moHenaBHa MOHATTS «MEHEKMEHT» OyJI0O HOBUM 1 HE3PO3YMUIUM JIJIst
0aratboX B Halllll KpaiHi. Aje 3 pO3BUTKOM PUHKOBUX BiJIHOCHH, MPOIIECOM MpPU-
BaTH3alliil Jep>KaBHOI BIIACHOCTI, PO3IIMPEHHSAM JISUIBHOCTI KOMEPUIHHUX TAIpU-
€MCTB, 3apyODKHUN JOCBIJ YIIPaBIiHHSA B c(pepi pUHKOBOI EKOHOMIKH CTaB JIOCUTh
akTyanpHuUM. HoBa Hayka, MEHEIDKMEHT, SIKa CIOYATKy CHPUMMAaach SIK METOJ
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