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FROM TRADITIONAL TO “SMART” AGRICULTURE: ADVANTAGES,
CHALLENGES AND PROSPECTS OF DIGITIZATION

Abstract: The article emphasizes the importance of the formation of "smart" agriculture
in achieving the goals of food security. Digital transformation is seen as the basis for the
modernization and progress of agriculture.

The advantages of digitization in agriculture are analyzed, the challenges related to the
introduction of digital technologies are presented. The paper evaluates the period of
transformation from traditional to "smart" agriculture, their advantages and disadvantages are
identified through a comparative analysis of traditional and "smart" farms.

One of the main issues in the process of digital transformation is the search for effective
ways to transition from traditional to "smart" agriculture. By justifying the relevance of
digitization, the question is answered: traditional agriculture or "smart™ agriculture?

Based on statistical data and facts, the development trends of “smart" agriculture are
analyzed, its market value is estimated. Taking into account the growth rate of the global digital
transformation market, forecast indicators for the period up to 2030 are presented.

The paper provides conclusions on the advantages and challenges of "smart" agriculture,
offers recommendations on ways to overcome these challenges and prospective directions of
development.

Keywords: Traditional Farming, "Smart" Farming, Advantages of Digitization, Challenges of
Digital Transformation, Perspectives.
JEL classification: QI; O1; O3.
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» 3330960 bmgerol dgEbgmds e Mg 3603369m3560 BGds MsbsdgOm-
39 ABMRBEO0MbIM30L. BYBLMEMGBOLS S 3YIbMEWMA0gdOL godmygbgdom boswayol, bomg-
19gdol, 580bOL, 51939, BB3S BoJEMMJdOL Fglobgd Imbszgdgdol gaM™m3z90s s sbseobo,
59 m3b® 0bHIgIOHHY ©sBYIbIINWO BdWY39HOLIBYoOL Jogds BgOIIHYOL Lo-
39950905 5dg3L 4obsbmM309w™b FoMBmgdol Mm3EH0d0BoE0s WS 8339EMO® FOBIGMD
b3 056Mds.

OB 308OWO GHOBLBMOTSE00 F9boboWgds HMAMOE BgMHgMMEro d9Obgm-
0900L dMEYMHBOB300LS O 3OMAMIBOL JOMOMSO Je9gbE0. 30BOWWOo 0blEMwAnb-
A900L 2580yg9gbgds saMmLslYOLsM™M bgdGHMm®do MBOHb39wYmRL 3MB3MEOGEEMBIM0bM-
0L BOIL, S1939, OJLMOLYOOL  9BIJHOD O FYMOE 25TMYqbgdsls,  MFxMdYGBL
(o300l FoMM3Z9L, 0drgzs dBMOL 3HYbYbE0gdOL 3OMPBMBOMYDOOLS S LEBHMOEIHO-
o 25050Y393H0wgool JoEgdols JglodErgdErmdL. ,,3330560“ Lmgwol dgmebymdols
RMOHIOMGOS J0MJMWS© 33X0L YYOHMOGOHPMMBIOL IMIHT>MJdGOLS S JodEJd L,
Logom 8mgs3Mm9q0Ls s dmdbTsMgdgdl ImGmOol, o939, SOBIOOMO® 0E3YdS WOMMO-
9603900 BOLYOLICM BOBEOGOLS S HSOMLILMOLIMM 3OMEJEOL dofirrgdol o339~
030. ,,3330560 Legol JgObgmds sbowo 3gdbmemyogdol sbgMazom FoMdmgdsdo
396300056900l s FglodegdMmdgdL Jabol, ™39, SBY39, BMOTI0MIOOL 3OMEgLTo §o-
®IM0Jdbgds 4903390 3o8mf393900 O MOLZYd0.

Logo®mzgermdo 53gMHdger«er dgebgmdoms dgEHgbmds gl GMSoEowwo dg-
MObYMOOL FgMmEIdDge MOO0IBGH0MIOMO S IBIX0S MIBITYOMMZg B9IbmeMm-
30900 259myg4q6900L MbY. BHMIOE0E0©0 ,,333006“ LemgErol 3gMHbYMdIAEY EHEb-
LBMOTS300L 3OMEILL M6 sbeEogl M350 TYBWME3s S Fodmfzg3s. 35Lvbo Jmbodgd-
605 300b393%BY: B M30MH5EJuMdIO0 S Bo3Ermzsbqd9gd0 gosBbos ,,F33056% Lemgerols dg-
MOBHYMOL  BHFOQOEOMMID F9goMmgdom? G 39dsboBdgdom Mbos 2obbm®mEogwals
G®50300b ,,333096 FgmOBgMdIODY  gooLgs? Mo 2odmf)393900s (308GWWO
GOBLBMEOT53008  3OMEgLA0? OMYMEMO0S ,,3330560% Lmgwrol dgmEBIMdOL gobgzomstg-
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b0l 3960L399EGH0wo 080 gdgd0? @S Lb3S.

331930l dobsbo

33930l 30Dsb0s FHM0E30vE0©b ,,333096“ LemgErol dgyMbgmdsbY FoIlgen-
ol 36Mm39bd0 5MLYdIYOo 25dM)393900L godmzEgbs, 30ROV GHMIBLRMOAs300L M30-
M53guMdYIOL ©IAI6S s 630560930l 39ML3gJEH0ME 0O gdgdDY 93md9b-
Q530900 89390539d0.

33€J30L 390MEMEMY0s

Bo@oM90@0s B0BEoMMBOYo 33)3d, 91939, Bddmggbgdyros  3gwggol
bbgo@olbgs 990Mm©Oo: Bogd@EMmOHIo d90MmEoo AoBLIBOIMIM0s 30BOME BHOIBLRMO-
3530599 8mddgo RBogBHMMY00; T9JIMGOOL FJPMPOM PGB0 BHMOIOFOIO
» 3330060 Leggeols 3gm©mbgmdols 2s6dslbgeggdguro 60dbgdo, dsG®oErwo IgmmEom
3odm3wobowos ,,3330060% Legwmols dgm@mbgmdol 130Mo@gbmdgdo s godm(j393900;
565¢obol Igmmom Jgieligdyeros ,,3330060 bLmxgwol dgmEBIMdOL gobgzomsmgdols
A96@09630900 S M301989M9d9B0, FgRBYOI0s 3OMABMBMEo BsB3969dwgd0.

1533093 ¥5Do@ 50GOME0s  BEIGOLEHO30L 9OHM3bwo BsdLobm@Mols s BogcMos-
dmEOobe d0BbgL M90LEGHMYO0, gbfagzeoeos LodoOmzgwmlb 93mbmdngm®o 3GMMmBowol
L5doBOLEBHMMYOOL, SEAOWMIMHO30 S LEYMMITMOOLM MMHYIBODBE0gdOL IMbs39d900 o
56503037960 5629008900, LsgEbogMM gugdEBOMBME 3MMEIWgdDY A9bMI3LGdMEO
dsboEgd0 s 0bEIMBYE-MLMLgdO.

@03IM5GHMMOL F0dMbogs, LIS s SBseoBo

930bm38030L 35630056930l 3608369035698 306HMBL Ao SO0 Lgd-
AMO0 [oMmIMogbl (3m®msdzowo 3., s6B35dg 0., Bobensdy b., 2022). 308360 H9dbm-
M0900L 2o8mygbgdoom 30 TgLodErgdgaros s3MMLILMMLI™ BgdE™mOOL dyMOEMdOL
WBOHMB3gYMGBs O 3OMEJEHOWMOOL 5350 gds (bo®s0830w0, 9., 2023), Ggaomby-
d0b 35630056M900L 93mbMB03MMH0 LEGMIEHIR0JOOL MbsTgEMM39 ImmMbM3zbgdol dobgg-
o 99949853905 (Koghuashvili P., Maisuradze I. 2023).

bmgeolb dgm@HbgMdIdo GHMIOE0ME0 3900MEYdOL (33e0wgdol 3OM(39LO ORYY-
369005 Bgdbmemaom® 0bmgs30gdby. ogMm0Bsgool Fbom 3330060 Lmxgwrol
d9mOBgMdOL BMOI0MIdS BJOHIGOME  I9MMHbgMdgddo daMoo [oMdmgdols LoliEgdol
d9L5943bgers 3O0EH0IME0 doewss (Hu, Y., Koondhar, M. A., Kong, R., 2023).

» 3330960 LRl IgMMHbYMOOL 25dmMPIBIT Mg3MmE30s Jmabobs 3969xd96&do
(Sathiya, S., Antony, C., Ghodke, P. K., 2023). 3083605305, 51939, ©509d0m Gl
395U gdl  H5OMLILMOLIMM [oBMgdsbg 3MbBOMBEHIEO0L MsMYMROMO J93e9gbols
99930690500 (Kharaishvili E. 2023). 5356056, Lsbogmabermo 360336900mg5600 Laliry®lss-
om dodmhmgdol HBOH639wIYgmngeo bmgerol d9mbgmdol LEHMYIGHWOOL Bsdmys-
@w0d9ds (3Mm©sdz0wo 3., 5GB35dg 0., Bobsdg b., 2022). s615653wgd 3609369 m356005
dolo OHME0o LYOLIMOL 3¢slEIMYOOL, OMYMEOF SAOMIOBOILOL 9539dEH0bMdOL BEOOL


mailto:editor@iem.ge
https://iem.ge/ojs/index.php/journal/home

International Scientific Journal Innovative Economics and Management

E-ISSN:2449-2604 editor@iem.ge Vol 11 No1.2024

l (]

0bLEGHMMIG6EHYdOL BmOIoMgdsdo (Koghuashvili P., Baratashvili E., 2023). ,,3330560% bsbm-
3m-b53gMObgM F9dbmmaoqdol godmygbgdom Egl AlMmBoml IMs35¢ 39956580
Do605@ 90000 8080bsMgMdL  Bososaol 1533900 6030xMYd9d0L 0EIBEHOTROE0MYDS,
65690 603009M909d0Ls s BosZoL BH9b0sbMdOL AoBLIBPIMY, sOBYdoMs© “a-
XM09LYds 39BEGHOE0WIOOL 3MBEHOMEO, 9350 JOMWO 39 GO0l I3MObITMDY,
3565900l F5MM35, bgds Fgbsbzol 3o615993Mgd0lL M3EH0T0BsE0s @ 5.0. byemgbmemo
069w gdGHol obdsdgdom 5gMdgmgdds 3b0d3zb9wmabo 2osmBxmdgligl Fo®mdmgdero
36MHM©YJEHoL Mom©gbmds s bomolbo.

GM50300©L ,,333006% Legwol dgmMbgmdsdg BM®I0MIdOL 3MM3gLdo,
30039 gboE, OGO BHEMBLBMOT>300L ¥Y30MEJuMdYd0 b Fodmzwobogls.

BOBON  GOMBLBMOTo305L TGO Moo M30M5GHJLMOIO0 A99B60s, Bomysb
50L60dbs300: 3600369 mzbo 0BMYds TG gdgEro Bsdwgdsmgdol TmEMEEMds;
d9L5dgdqE0s IBIBIOIXGOOL F0BOBODBS(309; FoBMFH0390W0 s FOIXMBGLYOME0S
dmbs399ms d9ammM3900Ls s 3MBEGHMMEOL  3MHMELO; gbodwgdgwos 939JG0sbo d9bgx-
3960l gobbmM09wgds; bgds bs0Bgbgdols dJobodoboszos s  F30MmEYds A9M9IM DY
MSOYMBoN0 Hg9mddggds; Imbo@mmobyo d0dobsMgmdl oli@sb3omMa; sGLgdom-
5 IxmdIBYds HomBmgdMwo 3MMEdEHol bomolbo; doMGH03wgds WMy olE03MeMmo
36 399%0; LEWWYMBROWO s 9BIIEH0605 LEOMOYIEOM LOLEHYIOL godmYnbads; 0BMY-
05 60500l bogmn096M9ds; 35050 BLOBMLEOM FobolsDLzMYds LolMBEIM-15dgMMbgm
3M0EGHMOHIO0L BO-g6305609d0Ls s Lodfoxzol ©mbol 9@s3900; SO0 593L
999 EHOMgbgMH05Hg ©obsbstxgdol dobodobogost (3.9. sM9GMIOE0Eo 9bgMR00L
3990yggbgdols gbom) s bbg.

90b9o35©0  290MmboG o M30M5GJLMBYOOLS,  (30BOE0  GHEMIBLBMOTSE0S
3990{393900m53 boliosmYds, B slsb0dbsg0s: Bt F9dmbggzsdo d9BMYLIos
06906939 bgedobszmadmds; sdseos 0bGYMHbg@om MBOHWE39wygmaol LobdsMy;
3961300056939 05 30ROV 0BRFOILEHMYIIEIOS; IBIE0s BGMHTYMMS Bogsbdsbsmeng-
dm ©Mbg 308MMEOo 3H9dbmemmyogdols s 3esGBMMTGOoL  Fglobgd; sbsdgM™mag
A996mma0900L BIMAZs Fo@ow IbILIMIKJIME OOl 353806090 W0; 339~
05 MBBOHMbMYds o 3m6R0IBEOIWMOHMDS s Lbgs.

» 3330960 Legewols 999mbgmds Ho®ds@gdom 5bd0mbomgdl A5630m6dEn
9394690380, 0339, 030 L NMBOM 3M3MYWsGWo bgds obgzomsdmgdsw J3994bqddos
@5 bYOLLMOL Fo®MgdOL IMBs35¢0 RodEHOMEMms@ FsliBgs sdm3z0adeo (Muscad, O.,
2023).

Logo®m39emdo saMmdoBEILOL bBgOMTo MsbsdgM™M3g HHJdbmEMma0gdols 4sdm-
496900L Mbg sdseros (Kharaishvili, E., Suknishvili, M., 2021). 09939, obog 3bsos,
M 3086000 LogmEg 93006M303M6 2630005093530 sboew FsldEdgdL 0dgbl s F0%-
0B(305 30M9 O LEdMsEM BoMTJIOL 2630005693580 45053(Y39) MMl Fgolitrmeng-
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OL Mobemgly Imdogsendo (Kharaishvili, E., Lobzhanidze, N., 2023).

AM30EOMOo 09 ,33305060“ Lrggeol BgMOEYMdS?
BOBOIO GHMBLRMOA5300L 3OMEaLT0 JMm-9M00d 6356 BO3oMbIE  BHEMOO-

GOI0Qb ,,F33096 Lmgwol 39MHbgmdsdy 3oLl 9x39dE0s60 gBgdol dogds s-
Bobogds. bsdgbogmm (699080 ML OLZMLos B0dEOBIMYMAL 35Ubol golis3gds
300b35Dg: BHMOO0E0I0 v ,,3330060 Legenols dgy©Obgmds?

G®500330w0 3996HBIMdOL BMOToMYds 15939969900l Jsbdow by dodobstrgm-
OL s FgMBYMOHOMBOL 50b0TbMO BMOAS JOMOMOIE AOTMEFEOWYOIDYS s53w9dbg-
M@0, 0Yg690L FoMdmgdol GHGMoo30E 3gomm@gdls s 0bGHMoEosL. 58 God@EmMmgdols
390035¢0LHobgd0m bgds  4905HY39G0wgd9d0lL Jowgds LELMBREEM-L53gMMbgm 3men-
G900l 25396900L, JmMyz0l, Lolivydgdol 4s9mygbgdols s dmMbsgeol 5©gdols s Lb-
35 bsddomgdols Jglobgd.

G®500330w0 3gMMbgmds B5305Mm© Fooo FOMISEHIZ9PMO0M FodmoMbg3s s
dobo 3bd30MmboMgds sdM30YdIE0s 5FobEOLS s A9MYIM 30MMdJOOL (33E0EdS-
D9, M5 95 339l bol dmbogzeol sbs3otmygdols, FoMdmgdol gBOEOEHOLS s do-
©O0  3BsbsOYRJOOL B0Tsm. 51939, GHMOIPOEOYICO  F9MbgMBdOLIZ0L  EsTsbslins-
0909E000:

> 30O gdol  3Me@ogs30olb  0bdmosom®o 36543030, MHmIgeoz  bdod
d9dmbgg35d0 5653936090 8900Mm©dHYs RdbYdIMO;

> bobmdgdobs s 39BEGH0E30IB0L 5M5F0BBMIM030 s DMAXRIH SO>BMBEO godmyg-
B9ds;

> 153909 s Bobsblymo Imbs39dgdol (3oe-3o3g s©MO(Eb305bMds, Goi 0f3g3L
©OQE (30MF0gdsls S FMbBs3EgmS gob3oMR3L;

> 50060l 3OHMabmBoMGOOL sML0TgEM FgmMYdOL 45dMmYgbgds;

> 196M3IgMad0oL dogh olgmo  GH9dbozemo Bodwowgdgdol godmygbgds, 3 396
59(30690L  dMMT5Eg35 3OHME9LYdL s Lb].

5060360l LoHobss©0IIAM ,,F330960“ FgMOBIMds 0ggbgdls Mobegls Bgdbeaem-
MQ090L, OHMYMM9d03ss IoT dmfymdowmdgdo, Lgblm®mgdo, OHMbBId0 s Imbsigdms
5650000329600 3mMEHgd0 s b3s. dmbszgdgdo godmoygbgds dmbiogarosbmdols m3@o-
d0Bo300Lm30L, 1939, BoMPBIBYdOLS s IB5356gdOL TGLodE3OMYIS©, 9BRIIEGH0BO §o-
509393090900l doloMgds© © 5.0.

» 3330960 89®BgMdOL sTobsLosMGdgo bodbgdos:

> Lofo®mdmm 36MHmEgLlgdol yzgws dmbszgdo (39bGHMIw0Hdmw0s 0BOVI 3Wod)-
SIVIOTAR IR

> Jgbodargdgeros  dmbsEgdqdol  sGmgMo  godmgwgbs, ®s3  360d3bgwmzbo
59306090L sbsbIGIRJOU;

> LSGHIWOGHWMOO  Lemomgdol  gsdmyqbgdom  gsdsM@GH039dwo  80dobstgmdls

11


mailto:editor@iem.ge
https://iem.ge/ojs/index.php/journal/home

International Scientific Journal Innovative Economics and Management

E-ISSN:2449-2604 editor@iem.ge Vol 11 No1.2024

l (]

bbgoolbgs Dmbob 4odmzagbs;

> OgbmOLYdoL FodboTo M 458mYggbgdols s Ibs39MYJdOL Fgd30MYdsd0 wa-
6500369035698 Gl SO gdL $30bEoL Tgbobgd Lobm 3HMYbMBYdO;

> Bodgmebgm  3OHMmEgLgdol  93GHMIdEGH0BEos BMEOL  AHoMmBMIOLMOMD,
396530003908 EOHMOLS S IBLIMRJOOL 9B39JE06 FsOMZSL s Lb].
GMSOEOIE0 S ,F330560% 8gOBMdgd0L FgsMYd0mO SBseoBol gHom yo-

dm3wo0bs, MHMA 53 MO0 Lobgmdol dgmE@bgmdsls 543l MMaMOE IO, 1939, 195~
945000 369930, JomAb 5lsb0dbsg0s:

e 3HM50E0Wwo d9/Obgmds doMomos O™l 0bEHIBLOMOMBIL 9g3mdbgds,
bowe ,,3330060% 8999Obgmds 00gddol o0sbs 930Gl godmygbgdabgs
©53945M90)0;

e J9OBYMBdOL BHEMOOE0MWo 39MEYd0 BESGH03IM0s, TMIOWIOMEI0S 30615
39930 gdsLd S 06EH™OE0sBY, sY39, 580bELS S BMBYdMOZ oMM 30MHMdY-
0D9; 333096 9999Mbgmdsdo 3609369 m356 Gl SLOVIEGIL 30ROV Hgdbem-
WMQ0900, MHMIGEmMS godmygbgds  MBMM FocmEH03l, LoodgEML, 93mbmdorGs©
98399GH096L bools Bsddom 3OHMEILL s IMLOzswo 6530gds© ©ITM IO
530bls 5 o6M9dm 30MHMBYOOL (335¢JOSMDSDY.

*  BHMS0E0WO FJOMPO 0mM35wobfiobIdL JOMOMOIPIP 3MEMYPOMEMSE LIRS
360390l Homdmgdsl, Mrosb 31w EMGmgdo dmysgm dmbgdcmoz0 bogmazoyg-
6900L 3Jmbg dofigdbg 96 bgds d96906H030 Lolggdol 4o9mygbgds; ,,F330060“ dg-
MOBgMdOL IgoMm©Om 3OMEI3os  0foMmdmgds olgmo Ggdbmermaogdom, G-
dwgdo3 Ibmewmo JodorMo Lolwdgdols s 39LEH0E0IOOL 3odmYggbgdsBgs MmEO-
95306 90meo.

*  BM500E0WOo d9OBMds M30MoGJL® LolMmBEM-LsdgMEmBM 3w EHMEsms 8g-
05b65{1gmd5Hgs ©3g4sc9dmwo, ,,3330560% gm@bgmdoLMZ0L IMbM M EHMG0sbMm-
055 Q3oBILOIMYdYO.

*  3M50E0wo 397MHbymdol @OML 3929@9300L 39MH0MPO F353M9© FIBLLBEZG-
W05 S bobyMdeozmdom boliosmgds, dmbogurosbmds s IFomdmgdermerie-
dob 358396930900 IdIE0s;  ,,F330060%  BgOBgMdOL O™L godmygbgdeos
dmbsgeol doegdol LIMLgo I9gmMEYdo, FMBOgE0sbMds s IFoMIMGIYOHMDS
9o0O00.

*  3M50E0Wo dgMbgmdol 3060HMdgddo 3OMEMJ@OL [ocmdmgdsby 2ofgMwo s-
Bobobxgdo Fomoeos, ,,F330560“ 99MHbgmdoLsl sbsbstxgdo 83390Ms@ F30M-
@905 o bbgo.
39LomM350LH0bgdI0s, HMI BHMI0E0o Lmgwol d9Mbgmdols dgdsbobagdo

3969500 909L5sRgds A30609TolFESB0sb0 MgA0MbIdOL dmbrdMO3-MglmGLmEo 3m@Egb-
3050l 359mggbgdol 30MHMdIOLS s DO doxIGHOL TJmbg BGIGMNOUL.
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099939, OMEILSE 9659900MM39 HJJbMEMA0s 03yMmdL 3bmaMgdol y3gms s139dEL s
GOBLBMOTo300L 3OMEILO OO0, A9LS3Z0M0 56 SMOL, MM ,,F330560“ dg-
MOBYMDd, 513939, ©930)305L FMobgbl I306MTsldEHSd056 BgMgMmen dgm@bgmdgddo-
G- »F330560 3gObgmds oEHows 08mddggdl Fomdmgdol  dmwosh Fozwbg
36MHm3qL900L 93EM>EH0BOE00L, IMBOZE06MBOL gomdxMmdglgdols S IMMI0MO IbIBS-
6x 900l 9993060900l M35¢lsBOHOLO.
13330560 Lerggeols dgHBbgMdOL 236300:56dOL BMa0gMHO 3BHMYbMBMEO
3sh396909wo
B3WMBIWME 308N dSBIMODY BOHOWMgm 5390030l J3996900 ©™B0boEM9d9b,
59 ©930mb6d0 Fo0owo0s Mgaombdo 30xMMwo LYM30LgdOL A5dmYygbgdol Mby. ImBorm-
©bgwos, ®md 2022 Ferosb 2030 Harsdwyg 39G0m©do BEOEOL dsmswro 35639690 gd0
©5830JL0MYdS sD0s-ybo®mo 39560l J394bgddogs.
» 3330060 Legeols 397MHbgmdOL A MdIMHO dsBMOL DML GHgddo 2022-2027
Pengddo Lodmowme 9.4%-b 9950099bL (Global Smart Agriculture Market Size (2022-2028),

beenm dm8936m femgddo gl 8563969090, LogsMOMOME, 33eo3 R30DBMYdS.

BMH0 (969630900 033900905 ,,3330960% LGPl FgOBEYMBOOL YePMBIEME®
d5DomBY3. 893b0gOms  3MMPbMBom ,,3330560%  Lemgwrols 8gmObgmdol 4963005609ds
939LobY ©39boL0s0IBIO W1 FIZOEILIONO HYbIBE0s 0gbgds J399sboms dgH9-
bLMdsJo. 39OL39JE035d0 3609369 M3bs FoOBMHPGds JoLO QMBSO LHdSBEOM VO-
690mgds. vy 2022 (gl ,,3330060° Lemgerol Igm@bgmdoL LsdsbMm WoMmgdMEgds 15
90056MH© 533 EMEML 895009969, gb Bsb396909eo 2027 Ferolmgol, bygsMmsrwome, 33
300500 50 MmO 046905 (Shahbandeh, M. 2023).

3WMBIWMOHO (308OWWO  dHBOOL 39bgb30gd0L Fqlifogersd 563965, MHMI s0bod-
Bwo 85BsM0 Fomoeo BOHOL 3H9gd3om bobosmgds. 2023-2030 fergddo Mgyuombgdols
dobgz0m gl 95396909000 goblibgzs39dw90s (0b. OsYMTs 1).

©O05M535 1. ermdseyMHo 305G d5BMOL 3GMAbmBo 2030 ffersdwg (Bgrb 588 mms®o)

3,1449

594.4



mailto:editor@iem.ge
https://iem.ge/ojs/index.php/journal/home

International Scientific Journal Innovative Economics and Management

E-ISSN:2449-2604 editor@iem.ge Vol 11 No1.2024

l (]

B AOHOoEm 5990030L J3994bgdo M 93Mm30L J399bgdo M 5H0s-{gbsto 39560l J39ybgdo MTmo
50dMbo3gmoLs S 9530030l §3996900 M smobwmEo 5396M030L J39ybgdo

Pys@ea: Digital Transformation Market by Offering, Technology, Vertikal, Region — Global Forecast to 2030.
https.//shorturl.at/qJSVO

053653050 BBL, O3 2030 {gelb erMdIMMmO 308360 dIBIMO MOmJdol
AbmREomb g4zgus M9a0mbdo BMEso GHgbwgbgoom boslosmgds. 0y 2022 Fgls
3WMBIWMOHO 30ROV B3HBOMOL IMEMEMds 594,4 A 538 EMEHML FJoy9bs,
2023 §geob gl d5h396909¢00 101,1 dewb 588 MMM ooBsM©s, braenm 2030 gl
AboEm©bgos 53 3sB3969dol 2550,5 dgnb 538 MMM 2oBMEs. 390dme, 2030
Dol 2002 §9m9b 8905609300 gemds@IMO 30RO dSDIMO 5,3-XIJO 250HDM©IOS
@5 3 144.9 9we@© 588 @MEs®L dosmfigal. 2023-2030 Hergddo 4sdmbo@mmwos BeOL
G9d30L 3600369 mzsb0  oBgds.  Mga0mbgdol  Jobgz00  30BOMWO  dIBOOL
A3 ™doL BOHEOM 333 oEIHol 3MHBOE0SL 035390l BOHOWMgm 539MH030L,
936305 s 5D0s-(ybstro 39560l J394bgdo0.

51336900 s M93mIgbs309d0

> B650(30900 ,,333006% Lmnwrols d9OEyMds9©g GHGMIBLBMOTs30s B9MTg-

O 399906gmdsms 2963000560930l sboo  Tgbodegdermdss.  LodoGmzgarmdo

»3330060°  Leogeol dgMMbgmdol BmMIoMmgdoL LYol 9ES3Bgs. SYE0WIdGEOs

096599060Mm39 30836090 Ggdbmermyoqdol (Mmbgdol, GPS-dob, gugd@®mby-

o BgbbmEMYOOL, 39:3gMLOEYMM0MS S 0B6BHIMBYEH00 FsMMZ500 LoMfys30 Lob-

A99900lL s Lbg.)  sbgm3s. 30BOME 29630560 gdsDg 3mbEgbEH®E0s Lo-

bgwdfoxzm s 3960dm Bgd@MOOL MsbsddMMIMdom Mbs gobbmMEogw L. do-

Bobdghmbogos  Lodo@mggeml 206M90mb  ©og30Ls s Lemgwol  dgmbgmdols

L530BOLEBHOML 3MmMOEObsgooMs s 9Ju3gMEGHIOOL Jmbsfowgmdoo F9dwdsgzgls

bmgeolb d9m@Mbgmdol 30ROV GHEMBLEMEOIs300L LEH®BHIY09d0, 35bOLIBMOZ-

b 3083600 0683MLEMWJEHIOOL BMOT0MYdS/ob30ms6Mgd0l 3g]obobdgdo.

> beogaol 39960Hbgmdol 3053600 GEMBLBMm®s300L 3MMmEgldo sGBYdME d5609-
690L ImOOL 50Lsb0Tbs300 30TBOO FgdbmeEma09d0l dglebgd 0bxm™MTs3z09d0l

©IBOGEOA0, EOBOMWO  MBsMOoL  B53gdMds,  AHoMos  LoRsbIsbs A

19dobsMgdOLS s BHMIB0BAGOOL Fofimgds. JoBsbTgfimbogros 30x3OWWO GHEM6-

LBMOT>300L Tglobgd  LogsbTsbsmgdwMm 3MOLYdOL, FHMYbobygdols s LYdobs-

900L 36MHMYM599d0l G90353905 S Fglsdsdol 3969330300090 dofirrgds;

> BHMOIOEOME0 ©d ,,F330000° 39OBMdgdol 99acgd0mTs SBseoBds sh3z9bs,
O0md mM039 BMOISL 4596605 HMAMOE IIO0MO, S1939, “YSOYMBomMO TbIGY]-

00. 3083600 GHMBLBMOT>300L 3OMEgLA0 SYEOWGIIWOs BHMOPO(3OIL0EH
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Abstract: One of the most significant processes currently underway in the modern economic system
is the digital transformation, which results in the digitization of all economic sectors and creates the
digital economy. This represents the current stage of economic development that affected all areas of
human life and changed the way the economy functions and the way people live. The production
processes, organizational relationships, distribution networks, marketing strategies, customer
communication forms, and the way in which customers get goods and services have all undergone
substantial change as a result of digital transformation. Consequently, the economic system is shifting
from traditional markets to interconnected networks, from traditional consumers to active prosumer,
from ownership-based models to access-based models, and from a consumer-driven economy to a
sustainable economy (Rifkin, 2015).

It should be mentioned that unlike traditional industries, which lack access to digital technologies,
digital business and entrepreneurship can raise the rate of economic growth and create jobs in a short
period of time. The digital economy has risen 2.5 times faster than the global GDP over the last 16
years (Huawei and Oxford Economics, 2017). Today, we are living in the process of the digital
revolution, or the fourth industrial revolution, which has put a strong demand on individual countries
to start digital transformation. This is critically important for small countries that are not rich in
natural resources.

As a result, it's critical to evaluate the current stage of digital business growth, trends in the
emergence of digital business models and entrepreneurial initiatives, as well as the difficulties
associated with the digitization of traditional industries.

The study highlights the benefits of digital entrepreneurship and business over traditional ones. The
stages of traditional businesses' digital transition are discussed, along with the models of digital
business and entrepreneurship that are currently in use.
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Introduction and review of literature

The digital economy is an ever-evolving and dynamic system that leads to the transformation of all
sectors of the economy. Today, it is impossible to find any sector of the economy where digital
technologies are not successfully employed. It is important to understand that the digital economy is
not a new sector, field, or direction; it is not a system developing in parallel with the existing economic
system. Instead, the digital economy is a process of digitally transforming the economy, involving
more and more sectors, changing their structures, and forming a single interconnected digital system.
Describing such a system requires more than simply stating that "an economy relying on digital
technologies is a digital economy." We can say that the digital economy is a process in which the
digital transformation of the economy radically alters traditional perspectives on how businesses are
created, how consumers receive goods, services, or information, and on what the state's policies in the
field of business regulation should be based (OECD, 2020).

Digitization is not an optional process but is irreversible, therefore, the ongoing transformation
process will further worsen the situation of countries that do not take effective steps in this direction.
Thus, every country is actively faced with the issue of responding to digital challenges and ensuring the
formation of a digital, innovative ecosystem and a digital business environment. By 2025, the World
Economic Forum estimates that approximately 85 million jobs in the EU countries will be transferred
from humans to robots, while at the same time 97 new jobs will be created that require active human
involvement (World Economic Forum, 2020).

Austrian economist Joseph Schumpeter in his work "Capitalism, Socialism and Democracy" uses
the terms "creative destruction". With this term, the author describes the "technological progress that
completely changes the structure of the economy, destroys the already existing models of production
and replaces it with a new one" (Schumpeter, 1942). The rapid development of the digital economy, the
digital transformation of all sectors of the economy, the introduction of digital technologies in the
production and service sectors are the best examples of creative destruction. The digital economy has
changed not only the way products are produced, distributed and consumed, but also society's way of
life, culture, social relations, labor market, education system and values. Today, the digital economy
has covered all areas of the economy to such an extent that we can talk about digital education, digital
agriculture, digital marine industry, digital production process, digital labor market, etc.

These changes are necessary and not optional, as the process of creative destruction takes place
independently of individual countries. Therefore, the question is not whether to accept the mentioned
changes or whether to become a part of this process, but how to use this opportunity to get the
maximum benefit. We cannot stand in front of these processes, as the system is so self-developing and
independent in this direction that a single country or a group of countries cannot stop it, nor can it
develop without involvement in these processes.

The digital economy went through all stages of structural changes very quickly, affected every
person, business, country, set completely new requirements for them and made it impossible to conduct
daily processes without digital technologies. These are disruptive changes that are inherently creative
and positive, as digital transformation is characterized by increased efficiency and productivity,
optimization and acceleration of processes. This is necessary for sustainable economic development in
the conditions of existing limited resources.

Scholars like Brynjolfsson and McAfee (2014) and Tapscott and Williams (2016) trace the roots of
the digital economy to the rise of information and communication technologies (ICTs) and widespread
internet adoption. The integration of digital technologies in industries, as evidenced by research
conducted by Manyika et al. (2016) and Brynjolfsson and Saunders (2018), has significantly enhanced

19


mailto:editor@iem.ge
https://iem.ge/ojs/index.php/journal/home

International Scientific Journal Innovative Economics and Management

] _ ] ) . htpp://iem.ge
E-ISSN:2449-2604 editor@iem.ge Vol 11 No1.2024

) ([

productivity, efficiency, and innovation. Moreover, studies by Westerman et al. (2014) and the World
Economic Forum (2016) emphasize that the digital economy is a process of transformation, reshaping
traditional market structures into interconnected network models. This transformation impacts
customer communication, marketing strategies, and the delivery of goods and services, as investigated
by Kaplan and Haenlein (2016) and Osterwalder et al. (2017). Understanding the digital economy as an
evolving and interconnected system is crucial, as it fundamentally changes economic structures, and
this review lays the groundwork for exploring its far-reaching implications.

The modern world is witnessing a revolutionary shift in the way economics function, driven by the
widespread adoption of digital technologies. This article delves into the concept of "Digital
Transformation of the Economy" — a dynamic process that is reshaping industries, societies, and
consumer behavior. By exploring key sub-topics such as "Technological Means of Digital
Transformation," "Industry 4.0 and Society 5.0," "Digital Two-sided Markets," "Zero Marginal Costs
Economy," and the transformation of consumers into "Prosumers," we aim to provide a comprehensive
understanding of the profound changes that the digital era brings to economic landscapes.

In this article, we will examine how technological advancements are the driving force behind the
digital transformation, enabling businesses and industries to evolve and adapt to the demands of the
digital age. We will also explore the revolutionary Industry 4.0 and Society 5.0 concepts, where
intelligent automation and human-centric approaches converge to shape the future of production and
human well-being. Furthermore, we will investigate the emergence of digital two-sided markets, where
platforms connect buyers and sellers in innovative ways, creating new avenues for economic exchange.

Additionally, we will discuss the revolutionary concept of the zero marginal costs economy, wherein
digitalization fundamentally changes cost structures, challenging traditional economic models.
Moreover, we will explore the transformation of consumers into prosumers — active participants in the
production process — as digital technologies empower individuals to influence and shape the products
and services they consume.

Methodology

The As mentioned earlier, as a result of the increasing use of information and digital
technologies, the world economy is undergoing a rapid transformation. One of the main differentiating
factors of the economy in recent years is the exponential growth of machine-processable information,
or digital information. This process is accompanied by the development of technologies for processing
large information flows, artificial intelligence (Al) and new business models (digital platforms). More
and more devices are connected to the network every day, connecting more and more people to digital
services. Consequently, a larger value chain is created through connected digital technologies,
stimulating its development and expansion. Today, access to digital information, its processing and use
has become one of the main factors of companies' competitiveness. Manufacturers, exporters, suppliers
of various types of services and products are becoming increasingly dependent on digital information
as most operations have moved to the digital world. They use support services that provide them with
access to information relevant to the optimization of transportation, shipments, further retail
distribution and its accompanying financial flows.

We can single out several main directions that are the basis of the digital economy, form the
digital infrastructure, and at the same time create an important part of the value of the digital economy.

Information and Communication Technologies (ICT)

All types of equipment and services that enable broadcasting, computing, telecommunications,
information processing and display (OECD, 2020). ICT includes any communication equipment: radio,
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television, mobile phones, computer and network equipment and satellite systems. Information and
communication technologies are the basis of the digital economy. At the initial stage of the
development of the digital economy, the level of ICT distribution and utilization was evaluated, as well
as its share in the GDP. Although it does not fully reflect the digital economy, it provides important
information about it. In this direction, it is important for society to have access to the Internet, which
remains a problem in less developed countries.

Figure 1. Number of Internet users and their share of the total population worldwide, 2005-2022.
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The Internet has long been an opportunity for personal fulfillment, professional development, and
value creation. Due to the COVID-19 pandemic, it has become essential to work, study, access basic
services and communicate. During the pandemic, the number of Internet users has increased
significantly. In 2019, 4.1 billion people (49% of the world's population) used the Internet (ITU, 2021).
In 2020, the number of users reached 4.6 billion (54% of the world population), (ITU, 2021). However,
this means that approximately 3.3 billion people do not have access to the Internet, 96% of whom live
in developing countries.

Big data

Data characterized by high volume, speed and variety. Big data can be defined as a set of data
whose size and type are beyond the ability of traditional databases to collect, manage and process data
in a short period of time. The sources that enable the formation of big databases are becoming more
complex as artificial intelligence (Al), mobile devices, social media, and the Internet of Things (l1oT)
enable their formation.
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These databases can be used to develop new products, optimize services and processes, develop
artificial intelligence, improve decision-making mechanisms, forecasting and market research. The
volume of information generated in the digital economy is growing at a rapid pace.

Artificial intelligence (Al)

The term "artificial intelligence” was previously used to describe machines that exhibited
"human" cognitive, learning, and problem-solving abilities. This definition was soon rejected and Al
was defined as the ability of a machine, a robot, to act in response to external factors to achieve a goal.

The development of artificial intelligence has become possible based on the processing of a large
amount of information, which allows the development of behavioral algorithms and scenarios. A good
example of artificial intelligence is self-driving cars, search engines, etc. One of the first companies
that successfully uses artificial intelligence in the creation of self-driving cars is Tesla (TESLA). With
the help of artificial intelligence, the car can identify all objects on the road, determine the trajectory of
their action and make a response decision.

An ideal characteristic of artificial intelligence is its ability to rationalize and take actions that
have the best chance of achieving a particular goal. A subset of artificial intelligence is machine
learning, which refers to the concept that computer programs can automatically learn and adapt to new
data without the help of humans. Deep learning techniques allow the machine to use a huge amount of
unstructured information (text, image, video) in the learning process.

Internet of Things (10T)

IOT refers to interconnected devices that form a single intelligent ecosystem, where
communication between devices included in the ecosystem is established through the sensors in the
devices. It is a smart ecosystem that can be managed remotely via the Internet (Body of European
Regulators for Electronic Communications, 2019). The 10T system can monitor a very wide range of
processes and, if necessary, make a decision independently without human intervention. 10T systems
are successfully used to manage the existing infrastructure within the business, for the smooth
operation of security systems, to regulate traffic flows on roads and to monitor soil, humidity, weather
and other related processes in agriculture. McKinsey Global Institute estimates that artificial
intelligence has the potential to increase the world's gross domestic product by 26% until 2030. Also
interesting is the fact that the number of interconnected devices connected to the Internet is much
higher than the number of unique users. In the first quarter of this year (2023), the number of unique
mobile network subscribers was 5.5 billion, with 11.7 billion devices connected to the network
(GSMA, 2023).

Automation and robotization

Today, automation of processes by means of robots is an integral part of production, which
significantly increases productivity. In turn, the development of robotics and its increasingly
widespread implementation in the production process reduces the demand for low-wage labor.
Accordingly, developing countries face a significant challenge, where low-paid labor force is one of the
important factors of foreign capital inflow. According to the International Federation of Robotics, the
number of industrial robots has been steadily increasing by an average of 10% annually since 2010,
reaching 3,014,879 by 2020 (The International Federation of Robotics, 2021).

There is a misconception in society about the increase in unemployment due to automation.
Robots are actually creating new, high-paying jobs that require skilled workers. At the same time, they
replace low-skilled workers and provide automation of processes. For example, according to Deloitte
research, over the past 15 years in England, 800,000 jobs have been lost through automation and
robots, but 3.5 million new, much higher paying jobs have been created in the same period (Deloitte,
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2015). In America, between 2010 and 2015, the automotive industry introduced 60,000 robots, while
the number of employees increased by 230,000 during the same period.

Zero Marginal Costs Economy

Marginal cost is the increase in total costs when production volume increases by one unit. It is the
cost of producing each additional unit of goods or services when all fixed costs are covered. As we
know in classical economics, it is believed that with the increase of the produced products, the marginal
costs increase, as the production of each additional unit requires more resources than each previous
unit, therefore the production cost of each additional unit, or the marginal cost, also increases.

According to classical economic doctrine, marginal costs are decreasing in the short run, and
increasing or constant in the long run, depending on the type of business, production process, and other
factors. Also, it is believed that the company can maximize profit at the point of production where
marginal cost equals marginal revenue.

The zero marginal cost theory contrasts with the classical view of marginal cost and implies a
situation where the cost of producing each additional unit is decreasing and approaches zero.
Diminishing marginal costs increase production efficiency and the firm's ability to increase output
without increasing marginal costs. The term zero marginal cost was first used by economist Jeremy
Rifkin in 2014. Jeremy Rifkin is the author of The Zero Marginal Cost Society: The Internet of Things.
Zero-marginal cost models are designed so that a company can produce a product or service only once
and receive value over time. This allows to maximize the value that the firm can get from the given
product.

Consider the following figure, which will help us better understand the essence of business
transformation from a high marginal cost to a zero marginal cost model.

Figure 2. A shift from high marginal cost to low marginal cost

Digital business models
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Digital business models are completely changing the structure of consumption. In the zero-marginal-
cost model, we are no longer talking about ownership, but about the right to access. Users have access
to a variety of services (car rental, platforms, software packages, etc.) but do not physically own them.
For example: A platform is a business model that acts as a mediator in the exchange of value between
multiple users. Platforms focused on creating value that connect consumers and suppliers.

From Customer To prosumer

The term prosumer was first mentioned in 1980 by the American writer and futurist Alvin Toffler.
Producer-consumers are people who are both consumers and producers, producing certain products or
services for their own consumption and that of others (Alvin Toffler, 1980). The origin of the term is
related to technological progress, which increases the user's involvement in the production process and
gives him the opportunity to become a producer himself.

Recent technological changes, the formation of Web 2.0, have contributed to the spread of the
producer-consumer culture. WEB 2.0 - refers to the current state of Internet development, the share of
user-created content (YouTube, blogs, Facebook, websites, etc.) has significantly increased. WEB 2.0
does not imply any technical change in the Internet space, but implies the culture of using the Internet
by society. If in WEB 1.0 the user was only receiving information, in WEB 2.0 the user is active,
receives information, services and creates digital products himself. For example, through web 2.0, users
create a market where users themselves are both suppliers and consumers (WILL KENTON, 2022).

Today, several million hobbyists, thousands of small businesses and startups use 3D printers to
create their own products or components. The size of the 3D printer market will be $16.75 billion in
2022 and is growing at a high rate every year (Grand View Research, 2023). 3D printer manufacturing
technology is also evolving, making it more affordable and thus facilitating the spread and use of
industrial and consumer 3D printers.

Also, free software is an important direction, within the framework of which people jointly create a
program, share it with a wider group of society, which on the one hand gives more people the
opportunity to use the said program, and on the other hand contributes to the refinement and
development of the program. For example, such programs include the Linux operating system and the
statistical program R.

Through technological progress, the producer-consumer concept has the potential to be introduced
in almost all sectors of the economy and increase consumer involvement in the creation of the products
and services they consume.

Results and Conclusions

The digital transformation of the economy is an ongoing and irreversible process that has already
redefined the economic landscape and human interactions. Embracing this transformation is no longer a
choice but a necessity for countries, businesses, and individuals to remain competitive and thrive in the
digital age.

The convergence of technological means like ICT, Al, big data, IoT, and robotics has laid the
foundation for a digital economy that operates on unprecedented scales and speeds. This transformation
has led to increased efficiency, optimized processes, and the creation of entirely new business models.
Businesses must adapt to this digital ecosystem by adopting agile strategies and leveraging technology
to deliver personalized experiences to consumers.

The concepts of Industry 4.0 and Society 5.0 encapsulate the potential of the digital transformation
to shape the future of production and societal well-being. Companies need to embrace smart
manufacturing and harness digital technologies to unlock new opportunities for growth and
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sustainability. Governments must develop policies that foster innovation, protect privacy, and ensure
equitable access to digital technologies for all citizens.

The rise of digital two-sided markets presents both opportunities and challenges for businesses.
Platforms must balance the interests of consumers and suppliers while maintaining trust and
transparency in data usage. Harnessing the power of user data responsibly will be a key determinant of
success in the digital economy.

The concept of a zero marginal costs economy disrupts traditional notions of scarcity and
abundance, prompting businesses to reevaluate pricing strategies and revenue models. Companies must
focus on providing value-added services and experiences to customers in this abundant digital
environment.

The transformation of consumers into prosumers signifies a paradigm shift in consumer behavior
and demands. Businesses must actively involve consumers in the co-creation of products and services,
fostering a sense of ownership and loyalty. Embracing open-source initiatives and user-generated
content can drive innovation and customer engagement.

In conclusion, the digital transformation of the economy is an ongoing journey that requires
continuous adaptation, innovation, and collaboration. Embracing technological advancements,
understanding new economic paradigms, and engaging consumers as active participants will enable
businesses and societies to navigate this transformative era successfully. By harnessing the power of
the digital economy, countries can unlock new avenues for economic growth, social progress, and
sustainable development.
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Introduction and review of literature

In the conditions of modern uncertainty (Bedianashvili, 2023) the creation of confrontational
global factors (Papava, 2022) gives economic processes a high degree of complexity, which requires the
use of new tools when considering the dynamic aspect. This problem is particularly apparent in relation
to economic time series of a different nature.

Times series analysis has become more and more popular after development of financial markets
which always requires up to date information on the future behaviors of financial products encompassing
exchange rates, options, futures, stock prices, crypto currencies and so on. Some aspects of this problem
in various works.

The data about these time series can exist in different forms and formats such as Excel files, text or
pictures. Having data in excel format makes it very easy to analyze, however, not all the data is preserved
in such a format. Fractal analysis of time series allows analysis of pictures which makes it very useful
when data is only available in picture formats. It is almost impossible to analyze such time series with
traditional methods. Conducted analysis show that fractal theory can provide an estimate for correlation
in time series and can be used to analyze data that is only available in picture format.

In this study, time series has been transformed into fractal objects and further analysis is done with
Hurst’s exponent. Furthermore, autocorrelation function (ACF) is applied to the analyzed data and serves
as a well trusted and approved method for evaluating relationships in data.

The first time when Mathematics was used to analyze financial markets dates back to year 1900
when Louis Bachelier used mathematics for analyzing government bonds and other financial data
(Mandelbrot, 2006). Fractals have been highly introduced by Benoit Mandelbrot in analysis of financial
data. According to Mandelbrot “Price movements do not follow the well-mannered bell curve assumed
by modern finance” and we can easily observe that by looking at time series data of exchange rates,
option prices, cryptocurrencies, etc. Method that has been primarily used to analyze time series is fractal
dimension which, as Mandelbrot says, is a numerical measure of the “roughness” of an object. We can
use this concept to measure the “roughness” of the time series, in other words, we can measure how
correlated is the time series and thus have an opinion about its future behavior. Despite that, Harold
Edwin Hurst suggested a method cold Rescaled Range Analysis to analyze long term correlation in time
series data. Hurst’s exponent that was invented by Harold Edwin Hurst can be used in combination with
fractal dimension to measure autocorrelation in time series data. In this paper, both of these method have
been used to estimate autocorrelation in time series data along with standard autocorrelation function to
validate the results. In the field of applying fractal theory in economic research, interesting works of
other authors can also be distinguished (for example, Hudson, 2006; Hurst et al, 1965; Kantelhardt, 2008;
Kapecka, 2013; Lunga, 2018; Mandelbrot, 1997; 2002; 2004; McCauley et al, 2007; Mkhatvrishvili et
al, 2019; Nunes et al, 2011; Pipia et al, 2020; Phrangishvili et al, 2023; Preis et al, 2011; Takayasu &
Takayasu, 2011; Taylor, 2018).
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Methodology and methods
This article used general and specific research methods such as fractal theory, econometrics, analysis,
synthesis, induction, deduction, scientific abstraction, and comparative analysis.
Theoretical Generalizations, and Results

The paper analyzes 2 time series: the exchange rate and the price of the cryptocurrency Bitcoin. Daily
increment of the exchange rate of the US dollar to the GEL from July 23, 2014 to May 30, 2022 was
selected to be analyzed. The behavior of the exchange rate is determined by the action of the forces of
demand and supply on it, which is shaped by the decisions made by thousands of people. Let’s consider
the exchange rate of GEL/USD.

As can be seen from Figure 1, the analyzed time series indicate the presence of positive
autocorrelation, which is obvious by the tendency of the autocorrelation function to decay step by step
along with the time lag (See Figure 1). It is worth noting that the partial autocorrelation function (PACF)
has only one significant value (a spike), which is significantly higher than the specified threshold value,
indicating the existence of first-order autocorrelation (Chan, 2008).

Figure 1: Autocorrelation and partial autocorrelation functions of the
USD/GEL exchange rate
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Source: National Bank of Georgia, analysis is performed in software R

ACF is a correlation function of a time series with its lagged values. If we denote lag by k, the ACF
formula can be expressed by the following equation (Ananiashvili, 2014):

ACF = £22Qete=k)  \yhere y, is a time series, D - dispersion, k=1, 2, ...t

/D(ut)D(ut—k)

Similarly, PACF is a ACF in a time series where all the influence of any other lag is eliminated
(Ananiashvili, 2014).
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The second time series represents the daily price change of the cryptocurrency Bitcoin from
October 31, 2016 to June 9, 2022.

Figure 2: Bitcoin daily price change autocorrelation function and private autocorrelation
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Source: Yahoo Finance, analysis is performed in software R

By looking at Figure 2, the time series of Bitcoin price change (daily increment) is not characterized by
autocorrelation, ACF values do not exceed the threshold values at any lag. The same is confirmed by the
partial autocorrelation function - the values on all lags are within the limits.

Fractal dimension - Box Count method

Fractal dimension in time series analysis shows how much the time series repeats itself when we change
the time series observation frame.

There are several approaches to estimating the fractal dimension. The simplest approach is the so-
called the method of "counting boxes", which involves dividing a time series (and any object in general)
into equal-sized parts (in our case, quadrats) and then counting these quadrats.

As an illustrative example of this method, we can cite the Koch curve. The curve very much looks
like a time series data although it is obtained by dividing the section into three equal parts, from which
an equilateral triangle is formed in the middle, and it is repeated endlessly.

In order to move on to the use of fractal dimension, we should look at the concept of similarity
factor, which is the smallest unit of which any simple figure is comprised of, for example, a section, if
we take a line with length L and divide it into N equal parts, then the similarity factor will be r(N) = 1/N.
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Figure 3: Koch Curve

Source: Created using software python, Turtle library

Similarly if we divide a square with L sides into N quadrants, then the similarity factor will be r(N) =
NA~(-1/2). Thus, in case of cube, the similarity factor is N(-1/3). As dimensions increase, the similarity
factor follows the logic: r(N) = N~(-1/D). If we take the logarithm of both sides of the equation (Taylor,
2018) we get the formula for fractal dimension:

D = -log(N)/log(r(N)). 1)
As the theory suggests, the fractal dimension for Koch Curve should be:

=-log(4)/log(1/3) = 1.26. (2)

Calculating the similarity dimension for figures that do not have clearly defined similar shapes is
impossible with the above-mentioned approach, so in such a case the box counting method is used. In
order to validate the approach, lets calculate the fractal dimension of the same curve using box counting
method by which a fractal dimension is defined as a coefficient of regression between logarithmic index
of the number of quadrats (log(N)) in the figure and the inverse of the size of the square side (£ - the
side of the square) (log(1/0)).

For this, we use the program ImageJ. This method later on will be used to calculate fractal
dimensions for time series that we discussed in the beginning.

Figure 4: Fractal dimension of the Koch curve
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Source: analysis performed in Software Image J
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As can be seen from Figure 4, the fractal dimension obtained by the box count method is very close to
its theoretical value, therefore this approach will be used for further analysis.
Fractal analysis of GEL/USD exchange rate and Bitcoin price

Time series do not have perfect geometric characteristics. However, connecting dots on the time series
graph form an object that we consider as fractal object.

Figure 5: Log change of the GEL/USD exchange rate as a fractal object

ot

Source: National Bank of Georgia (image processed in Image j program)

As can be seen in Figure 5, the exchange rate daily increment is represented as a geometric object/figure.

Using the method described above, fractal dimension of the GEL/USD exchange rate is 1.43 (See Figure
6).

Figure 6: Fractal dimension of GEL/USD exchange rate (log change)
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Source: analysis performed in Software Image J
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Similarly, we can consider a geometric representation of a time series of Bitcoin price changes and
perform the same analysis.

Figure 7: Fractal representation of Bitcoin price change
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Source: National Bank of Georgia (image processed in Image j program)

Figure 8: Determining the Fractal Dimension of Bitcoin Price

D=1.517T1

log (count)

1 1 1 1 | | 1
1.0 1.5 20 25 3.0 3.5 4.0
log (box size)

Source: analysis performed in Software Image J

As can be seen in Figures 7 and 8, the fractal time series of Bitcoin price change has a fractal dimension
of 1.5171.

Fractal dimension & Hurst Exponent

There is the following relationship between the fractal dimension and the Hurst exponent: D =2 — H
(Hurst et al, 1965). This relationship will later on be used to define the correlation for the analyzed time
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series. Furthermore, Thanks to this connection, we can calculate the Hurst exponent through the fractal
dimension and vice versa which will help us define validity of the approach.

The Hurst exponent was developed by Harold Edwin Hurst. The value of the exponent is between
0 — 1 and shows the presence or absence of long-term autocorrelation in the time series (Kantelhardt,
2008).

In particular, if the H value is between 0.5 and 1, this indicates a positive autocorrelation in the
time series, and in the opposite case - a negative autocorrelation. When H = 0.5, then the time series is
not characterized by autocorrelation (Kantelhardt, 2008).

Due to the fact that the above-mentioned relationship between the fractal dimension and the Hurst
exponent may not be absolutely accurate (Taylor, 2018), in each case the H value will be calculated
separately by means of the "normalized size" method (Rescaled Range Analysis).

This method is the transforming a time series of length M as follows (Kantelhardt, 2008):

Ni=log(=h  i=1,2..,(M-1) (3)
After that, the time interval of the time series will be divided into T number of sub-periods of length j.

Denoting each interval by t and each element included in it by Nkt gives the average value for each sub-
period as follows:

etz% L=1Nk:t, k=12, 4

In this way, we get the average value in each sub-period and calculate the average quadratic deviation
for the same sub-periods:

. 2 .
S,t=\/211‘(Nl,t —e) , k=12, (5

The maximum range in each sub-period will be calculated as follows:
Ry, = max(Xy) - min(Xy,), 1<k <j (6)
After that, the average R/S value for each subgroup is calculated:

R
ee=7llagh k=12, (0
As a result, by regressing the logarithmic value of the average R/S ratio obtained for each subgroup with
the logarithm of the number of data included in each subgroup (log(n)), the value of H is obtained.
Hurst exponent and fractal dimension
Thanks to the relationship between the Hurst exponent and the fractal dimension, we can compare the
results obtained by the two methods. Given the above methodology, the calculations for the USD/GEL
exchange rate are as follows (see Table 1).

Table 1: Calculation of the Hurst exponent of the USD/GEL exchange rate

Number of Groups 2 4 8 | 16 | 32|64 | 128|256 | 512
# of observations in sub groups | 1024 | 512 | 256 | 128 | 64 [ 32 [ 16 | 8 4
average R/S 21 21 | 23 | 25 [32 (40| 49 | 48 | 65
Log(R/S) 3 3 3 3 134 4 4 4
Log(N) 7 6 6 5 |14 (3] 3 2 1
Hurst exponent 0.680

Source of Data: National Bank of Georgia
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As can be seen from Table 1, the Hurst exponent for the USD/GEL exchange rate is 0.68 units, which
exceeds 0.5 and indicates a positive long-term correlation in the time series. By using the relationship D
=2 — H, we get that the fractal dimension determined in this way is 1.32 units, which is slightly different
from the result obtained by the box counting method - 1.43.

In order to check the accuracy of the obtained indicator, we will conduct a t-test.

Table 2: Testing Hurst's exponent for equality with 0.5

Hurst exponent 0.68
Standard Deviation 0.14
Threshold 0.50
t-test 1.30
Number of Observations 9
Degree of freedom 7
P-value 0.236

Source of Data: National Bank of Georgia

As it can be seen from the obtained test results, we cannot reject the null hypothesis that the value of the
obtained Hurst exponent is equal to 0.5. Which says that the data does not show long-term correlation.
Nevertheless, the value of 0.68 is greater than the value of 0.5, which is indicative of small
autocorrelation. Also, as shown by the autocorrelation function, the time series is characterized by
autocorrelation.
Similarly, let's conduct an analysis in the case of the price of Bitcoin. As in the previous case, the

number of observation points in this case is 2048, which allows us to create 9 subgroups and perform the
corresponding analysis.

Table 3: Calculation of Hurst Exponent of Bitcoin Price

Number of Groups 2 4 8 16 [ 32|64 ] 128|256 | 512
Number of observations in sub groups 1024 | 512 [ 256 128 64 | 32| 16 | 8 4
Average R/S 15 16 | 16 17 17 118 ) 20 | 20 | 23
log(R/S) 3 3 3 3 3 3] 3 3 3
Log(N) 7 6 6 5 4 13 ] 3 2 1
Hurst exponent 0.575

Source of Data: Yahoo Finance

As can be seen from Table 3, the value of the Hurst exponent is 0.575, which is close to 0.5 telling us
that there is no long-term autocorrelation process in the time series (ACF also confirmed the same).
Similarly, we can also calculate the fractal dimension by using obtained value of Hurst exponent: 2-0.575
= 1.425, which is slightly different from the value obtained using the method of counting boxes — D=
1.517, thus fractal dimension seems to be right.
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Both values indicate the absence of long-term autocorrelation in the time series, which means that
the price of Bitcoin is solely formed by random events, which makes it difficult to predict.
To test the hypothesis that the mean of Hurst exponent is equal to 0.5, we again perform the t test.

Table 2: Testing Hurst's exponent for equality with 0.5

Hurst exponent 0.57

Standard deviation 0.10

Threshold 0.50

t-test value 0.76
Number of Observations 9
Degree of freedom 7

P-value 0.473

Source of Data: Yahoo Finance

T statistic proves the point and we cannot reject the hypothesis that Hurst's exponent equal to 0.5 with a
fairly large P value.

Conclusions
Based on the analysis, we can say that price of Bitcoin is less dependent on previous values, it is formed
by random factors, and therefore it is very difficult to predict. This result was fairly simple and expected,
however fractal analysis proves to be effective in measuring the correlation.

In the case of the exchange rate, the time series is correlational object, the future values are highly
dependent on past values. Although the T statistics for Hurst’s exponent suggested the opposite, still, the
t-value was significantly higher than the threshold indicating the autocorrelation in the data. Nonetheless,
using fractal dimensions as a measure for correlation in a time series data, might not be fully reliable
method if used without combination with other methods and pre-knowledge about the data.
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MANAGEMENT OF INNOVATION PROCESSES

Abstract. In the article, it has been studied models of “1G-Technology Push”, 2G-attracting the
market”, “3G-R&D and market coupling”,“4G-Integrated Business Processes”,5G-system
integration and network” on the one hand. Consecutive phases of failure and development of the essence
of artificial intelligence from its origin to the present day on the other hand. It's been analyzed the
convergence of the development of innovation process models with the phases of formation and
development of artificial intelligence.

“6G-open innovation model” of innovation process has been reviewed as an actual issued in the
article, the formation and development of which is related to the period of popularization of artificial
intelligence, and recognition of the advantages of artificial intelligence, which takes into account the
generation and rapid processing of large and varied data in a short time interval.

Based on the results of research, existing and expecting trends of the development of artificial
intelligence in the world market has been analyzed, which are characterized by significant growth trends
and can have a positive impact on achieving the rates of economic growth of the country, region, on
increasing the level of employment, developing the business sector, gaining competitiveness.

The research determined the existing level of development of artificial intelligence, factors,
conditions and opportunities for hindering the development.

Keywords: innovation, innovative processes, artificial intelligence, management.
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Introduction and review of literature

There is no unified approach of scientists about innovative processes and the peculiarities of its
consistency, which is clearly reflected in the business process models of innovation. B. Sitvis (1989) [14]
discusses the innovation process from the emergence of an idea to its realization, which combines
science, technology, economics and management. According to I. Cooper (1990) [4] innovative process
requires management, control and effort.

British sociologist R. Rothwell (1994) made a significant contribution to the understanding of the
essence of management of innovative processes and based on the results of research on high-tech
innovative startups, he has studied five generations of innovation: "1G-technology push", “2G-attracting
the market”, “3G-R&D and market coupling”, “4G-Integrated Business Processes”, “5G-system
integration and network™ models. Based on the analysis of existing models, he created “descriptive
model” of how (manufacturing) companies organize simple radical and incremental innovation processes
in order to adapt to market changes. Scientist Rothwell stated that the complexity of innovative process
models and justified the parallel and chain integration of elements/mechanisms in each subsequent model
and their effective realization in practice. Researchers M. Kotesmir and D. Meissner (2013) suggest that
the "6G open innovation model” represents the closest model of the innovation process [8]. According
to Chesbrough (2003), "open innovation is the use of purposeful inflows and outflows of knowledge to
accelerate innovation internally, which also expands markets for the external use of innovation™ [2].

Methodology

The observational method of empirical research has been used in the article to guide the research
process correctly, according to which the existing level and future trends of development of open
innovation and artificial intelligence in Georgia has been analyzed, which should necessarily be
responded to global trends of development of artificial intelligence. In the paper, management models of
innovative processes and their key features have been studied by taking into account the methodical
principles of analysis and synthesis, scientific achievements in management models of innovative
processes, practical technological failures, existing problems and achievements have been analyzed. By
using a statistical method, the current and future trends of the artificial intelligence market around the
world have been analyzed; The global artificial intelligence (Al) robots market size over the world; The
global explainable Al market size over the world; The increase in the number of people employed by
artificial intelligence. Taking into account the methodological principles of induction and deduction, the
existing level and opportunities for the development of artificial intelligence in the private sector under
the conditions of open innovation in Georgia have been evaluated. Activation of the role of the state for
the creation of an open innovation space and environment was named as a necessary condition.

Results

Since the 70s of the 20th century, the introduction of innovations in the world's global space has a
continuous character and it is not only an integral part of the progress of the society, but also it is an
important factor for the development of each country, that's why the economy of the world's advanced
countries is called an innovative economy, which is based on knowledge, innovation flow, technology,
information, etc. continual improvement, intellectual work of scientists and innovators and not just
capital.

Innovation is the process by which an invention or an idea acquires an economic content [5].
Aspiration to create an innovation or be an innovator, all of these start with a "great™ business idea, which
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IS not an accidental and it is possible to base on specific principles of elimination of problems existing in
the product, service, process.

The current process from the origin of the idea to its commercialization is called the innovation
process, the history of which has been analyzed by R. Rothwell since the 1950s and laid the foundation
to form the scientist Rothwell's "descriptive model"”, what gives us an opportunity that innovation
process management and development trends related to Al should be the subject of joint step-by-step
evaluation according to the years, which covers the period from the 50s of the 20th century to the 20s
of the 21st century.

Even in the 50s-60s and 70s-80s of the 20th century in the field of artificial intelligence and
innovative processes management, by analyzing the achievements of scientific innovations and results
of scientific research, it has been determined that formulating of the essence of the concept of "artificial
intelligence™ by Stanford University professor J. McCarthy (1956) contributed to the formation of the
first generation innovative 1G-"technology push” model from 1950s to the mid-1960s and in the late
1960s, the second generation innovative - "2G attracting the market " model was established. In the 1G
and 2G models, innovation processes were represented as simple, linear sequential processes and the
focus was on research and science (on R&D). As for one-way communication model of “3G-R&D and
market coupling”, he theoretically described the need for feedback between "society and market needs"
on the one hand and he considered the generation of new ideas and their realization using new
technologies as a necessary condition on the other hand. 3G-models combined many internal functions
and the need for interdependence between processes.

In contrast to "3G-R&D and marketing coupling™ model established in 1980s [until the mid-90s]
the "4G-integrated business processes” model reflected the integration between internal features and
external (with suppliers, customers, universities and government agencies) entities and the parallel
consistency of continuous innovation processes.

Thus, 1G, 2G, 3G, 4G models created as a result of scientific research and inventions were only
the subject to theoretical study of the issue, because the commercial applications created by the results
of scientific research were practically unrealizable simple radical and incremental innovations i.e. the
mentioned models belonged only to such technical inventions, in which network interaction and
interconnection were not subject to any technological tools.

The failure of "3G-R&D and marketing coupling™ model in 20-70s was due to the extensive but
unsuccessful research into artificial intelligence by James Lighthill (1973) in England. The period of
failure to establish the model of "4G - integrated business processes” was connected with the "artificial
intelligence winter" of the 1980s, which refers to a period of time in which research and development in
the field of artificial intelligence (Al) has considerably been slowed down, what was caused by a
significant decrease in funding for Al research on the one hand and a general lack of interest from
investors and the public on the other hand. This was the reason to a significant reduction in the number
of developed Al projects and suspension of many ongoing research projects due to lack of financial
resources.

1980s showed both the restrictions and the challenges of development in artificial intelligence
research. This caused state interest to increase funding on innovative projects for Al development and
create an investment environment for the development of the sector. The mentioned process led to the
formation and development of the "5G-system integration and network" model from 90s of the 20th
century to the end of the 20th century, which was focused on effective distribution of network processes
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and system integration. The advantage of the 5G model was flexibility and rapid development, which
was reflected in the use of information systems in automated business processes.

It has been established by scientific research that scientists in 4G and 5G models, in 4G and 5G
models, scientists prefer not the consistency of technological innovation processes, but the multi-
functional cross-functional nature, i.e. the integrated and network model emphasized the fact that
technological innovation is cross-functional and multifactorial, but not coherent. In contrast to the 4G
and 5G generation models, in the previous generation models of innovation processes, innovation was
considered as a distributed network process, which required constant changes in the firms, and system
integration was not the subject of discussion.

At the beginning of the 21st century, "6G- open innovation model” was being discussed by the
researchers of the model of innovative processes, which is the latest wave of innovation process models
and reflects: generation and development of internal and external ideas, development of new
technologies for unification and simplification of internal and external ways to the market and creation
and development of a continuous chain of innovative processes.

The formation of the "6G-open innovation model" is connected with the period of popularization
of Al, in other words, the period when artificial intelligence was given priority: 1. scope of data, 2. speed,
3. the variety of data. i.e. Al has been subject to technological achievements in data storage and
processing. However, it should also be noted that the amount of data generated at the modern stage is
increasing significantly, and in the future, the role of big data in Al will become more important.
Therefore, Al is one of the most interesting (and controversial) technological trends of the 21st century.
But the controversial issue for scientists is how big is the Al space? An how fast can it be developed?
The current and predictable world statistical data show the mentioned tendencies.

According to the research, it's been determined that the global artificial intelligence market size
has been evaluated from 2021 to 2030 and it is characterized by a tendency to grow. In 2023, the global
artificial intelligence market size has increased by 46% compared to 2021 and it consists of 207,902.42
million US Dollars. The market volume is expected to increase by 514% and amount to 1,068,718.47
million US Dollars by 2028 compared to 2023, and it can be increased with 888,6% - by 2023 and
amount to 1,847,495.6 million US Dollars (Diagram 1).

The growth of the global Al market with 112,299.65 billion US Dollarsin 2023 compared to 2021
is due to the increase in practical use cases of artificial intelligence technology, from creating the content
to self-driving cars. The global Al market is expected to reach $1.81 trillion by 2030, what according to
research, artificial intelligence could potentially bring an additional $10-15 trillion in economic benefits
by 2030. And together with it, by using Al, it is possible to expand economic and performance
boundaries between countries and businesses. 83% of companies report that Al is a top priority in their
business plans. 48% of businesses are using any forms of Al to use big data effectively. 38% of medical
providers use computers as part of their diagnosis [10].

compared to 2021 and it consists of 207,902.42 million US Dollars. The market volume is expected
to increase by 514% and amount to 1,068,718.47 million US Dollars by 2028 compared to 2023, and it
can be increased with 888,6% - by 2023 and amount to 1,847,495.6 million US Dollars (Diagram 1).
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Diagram 1. Artificial intelligence (Al) market size worldwide in 2021 with a forecast until 2030
(in million U.S. dollars)
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Source: https://www.statista.com/statistics/1365145/artificial-intelligence-market-size/

The growth of the global Al market with 112,299.65 billion US Dollarsin 2023 compared to 2021
is due to the increase in practical use cases of artificial intelligence technology, from creating the content
to self-driving cars. The global Al market is expected to reach $1.81 trillion by 2030, what according to
research, artificial intelligence could potentially bring an additional $10-15 trillion in economic benefits
by 2030. And together with it, by using Al, it is possible to expand economic and performance
boundaries between countries and businesses. 83% of companies report that Al is a top priority in their
business plans. 48% of businesses are using any forms of Al to use big data effectively. 38% of medical
providers use computers as part of their diagnosis [10].

The global Al-guided robots market size in 2023 will be 12,825.12 million US Dollars, what has
been increased with 186.8 % compared to 2021. The global Al-guided robots market size is expected to
grow with 399.3% by 2028 compared to 2023, what will be 51,216.99 million US Dollars (Diagram 2).

The global Explainable artificial intelligence (Al) market size consisted of 5.1 billion US Dollars
in 2022 and it consisted of 6.28 billion US Dollars by 2023. The mentioned indicators are characterized
by an increasing trend in dynamics from 2022 to 2030 and it is 5.44 % by 2023, what is expected to be
14.6 % by 2028 and 21.3 % - by 2023. Thus, according to preliminary research, the global Explainable
Al market size is expected to increase to 24.58 billion US Dollars by 2030 (Diagram 3).

Diagram 2. Artificial intelligence (Al) driven robots market size worldwide in 2021 with a forecast until 2030
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Source: https://www.statista.com/statistics/1366499artificial-intelligence-robotics-market-size/

By 2025, there will be 97 million people working in the Al space. The Al market size is expected
to grow at least 120% per year. According to the research, analyzing the results of the survey of age
groups, it is determined that 42% of respondents aged 18-44 (17% aged 18-29, 25% aged 30-44) believe
that many jobs will be created and 18% (age 18-29-9%, age 30-44-9%) assume fewer jobs.

Diagram 3. Size of explainable artificial intelligence (Al) market worldwide from
2022 to 2030 (in billin U.S. dollars)
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Source: https://www.statista.com/statistics/1256246/worldwide-explainable-ai-market-revenues

6% of respondents aged 45-65+ (age 45-64-3%, age 65+-3%) believe that many more jobs will be
created, and 48% (age 45-64-29%, age 65+-19%) assumes fewer jobs.

Acrtificial intelligence is predicted to replace more than 800 million jobs worldwide by 2030, we

will see how important it is for countries to respond quickly and use the full potential of artificial
intelligence (Diagram 4).

Diagram 4. Do Americans think artificial intelligence will lead to there being more
jobs for people or fewer jobs
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Source:https://www.statista.com/statistics/1357711/opinions-on-artificial-intelligence-impact-on-jobs-by-age-us/

At the modern stage, without artificial intelligence, there is no future, nor it is possible to develop
any country, including our country Georgia. However, it should be noted that despite of functioning of
“Georgia Mind” — business association of artificial intelligence, artificial intelligence and other modern
technologies are being developed rather slowly. There is no legal basis for regulating artificial
intelligence, national development concept, strategy and action plan. Examples of artificial intelligence
can be found in both the public and private sectors, however, issues of their functioning and development
are carried out in a narrow organizational context.

According to the research ("Innovation and Startup Ecosystems") organized by DG NEAR and
DG CONNECT in 2018 for Eastern Partnership (EaP) countries, from the artificial intelligence
development point of view, Georgia was significantly behind the countries of the Eastern Partnership,
such as Armenia and Moldova, and is only slightly ahead of the average rate of EaP. The leader of the
region in this regard was Armenia, where many startups working on artificial intelligence were being
operated.

According to the research - Al Readiness Index 2020, conducted by OXFORD INSIGHT, 172
countries have been evaluated for their artificial intelligence characteristics according to 10 directions
and 33 indicators. In this index, Georgia has 72" position globally and 5" out of 16 countries regionally
(South and central Asia) and it's behind such countries of the region as Turkey, Azerbaijan, Kazakhstan
is.

The results of Georgia, according to individual indicators, are distributed as follows: view - 0.00
(out of 100 points); governance and ethics - 59.32; digital capabilities - 52.02; ability to adapt - 52.09;
share in the economy - 11.13; Innovative capabilities - 40.35; human capital - 33.50; infrastructure -
43.32; Data availability - 68.69; Data representation - 70.91. The region of South and Central Asia with
its 16 countries is also behind the world average rate (South and Central Asia - 39.03, world average -
44.25). Among the countries of the region, only India is included in the category of the first 50 countries
of the world and it has 40™ position. The countries of the region do not have an Al strategy, and this
issue has been named as the main barrier for the development of this sector. Only India has an Al
strategy, and in the South Caucasus and Black Sea countries, Turkey and Azerbaijan have initiatives to
create a strategy (Diagram 5).

Diagram 5. Results of Georgia according to the artificial intelligence indicator
(Among 172 countries. Assessment 100-points)
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Source: https://www.aigeorgia.ge/

Georgia is distinguished by the mentioned initiatives as well, which is pointed out by the operation
of Georgia Mind - business association of artificial intelligence, the first and main mission of which is
to promote and popularize the implementation of artificial intelligence in the private sector, as well as
ensuring the initiation of dialogue between business, executive and legislative authorities. The aim of
the association is to increase the awareness of artificial intelligence in the private sector; local and
international research production; finding talented people, retraining; providing assistance in
formulating the legal base for the state; Creating and sharing business operations transformation cases
in various industries from traditional methods to the use of artificial intelligence.

The national strategy of artificial intelligence involves the formation of a research infrastructure,
preparation of the legal base, deepening of international partnership, adapting the educational system to
the new systems, supporting sectors of strategic importance for the economy with new technological
solutions and preparing the workforce for the ongoing changes in the labor market within the 4th
industrial revolution. In order to start this process, it is important to involve the educational system,
conduct research and disseminate it with the interested co-society. The negotiation process, in parallel
with the research, has already been started and the first results will be announced soon [12].

Conclusions

“Artificial Intelligence” is on the agenda of the world, and therefore the development of
technologies should become a priority for all countries, including Georgia.

Digital transformation is not optional, rather, it is an inevitable way for modern developed
countries to progress and succeed. Modern technologies, including artificial intelligence, cannot become
a positive influence and a prerequisite for public welfare, If the state does not ensure the implementation
of the reforms of digital transformation with high ethical principles of the state, by keeping the balance
of conflicting interests, with the involvement of all interested parties, considering best practices and
international regulatory standards, with transparent procedures and a transparent management system.

Services powered by artificial intelligence can bring many benefits to humanity, with the large-
scale use of this technology in the public or private sector of Georgia, we will get a proven rate of
efficiency, resource saving and high performance. For this, together with technological readiness, it is
critically important to establish enabling frameworks and gain public trust, which can only be achieved
through open, transparent and accountable processes, it's critically important to establish supporting
framework and gain public trust, and this can only be achieved through open, transparent and
accountable processes. The public sector of Georgia should actively take care to stimulate the use of
modern technologies, including artificial intelligence, both in the public agencies and on a large scale -
throughout the country. Georgia should timely and efficiently use all the benefits that come with the
introduction of artificial intelligence, in order not to fall far behind economic and social transformation
inspired by artificial intelligence and not lose the benefits provided by this process.
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INFLUENCING FACTORS OF CONSUMERS’ BRAND PREFERENCE OF
POWDERED MILK

Abstract: Consumer brand preference (CBP) is a precursor to a consumer’s final purchase
decision of a product, and is an important area in the field of consumer buying behaviour. This is
particularly so owing to the multitudinous array of competing products in the market place. Thus, the
purpose of this study is to investigate the variables that influence consumers' brand preferences for
powdered milk in the study area. In order to realise the objectives of the study, data were drawn from a
sample of 381 milk consumers in Delta and Edo States in Southern Nigeria, using stratified and purposive
sampling methods. The data generated were analysed with descriptive and inferential statistics including
frequency tables, cross tabulation, ANOVA and multiple regression. The results of the cross-tabulation
of monthly income and milk brands reveal that ‘Dano’is the most preferred (17.3%) powdered milk
brand, while ‘Milksi’ is the least preferred (5.8%) by consumers across all income groups. The multiple
regression results indicate that CBP for milk powder is significantly influenced by consumers’ attitude,
reference groups, product quality, consumption emotions, television advertisement and product price,
with positive consumption emotions as the dominant predictor. The study also found significant variation
in CBP with respect to educational status, household size and income. Therefore, milk producing
companies should adopt pragmatic pricing and marketing strategies to reach desired target segments in
order to sustain customers’ patronage and ensure they remain loyal to their brands.

Keywords: consumer brand preference; purchase decision; consumption emotions; powdered milk;
Nigeria
JEL classification: D12, M30, M31

49


mailto:editor@iem.ge
https://iem.ge/ojs/index.php/journal/home
mailto:oghenenyerhovwo.inoni@dou.edu.ng

International Scientific Journal Innovative Economics and Management

E-ISSN:2449-2604 editor@iem.ge Vol 11 No1.2024

el (]

8969609632332 Gods 0bmbo
E.mail:oghenenyerhovwo.inoni@dou.edu.ng
Q@9 HG0, b0l Mmbscgdgol #bozgmbodgado

3b38s. @9erHsb Jhsho, 603905
https://orcid.org/0000-0002-3656-2000

XbA069 330302 o Ibosy
E.mail:justice.ogundare@dou.edu.ng
Q@M HG0, b0l Mmbsgdgol #boggmbodgdo

3b38s. e Hob Thsho, 603905
https://orcid.org/0000-0002-8622-9206

»dol gbz60¢ol IMIBTsMYOYE s dMYBEOL ¥30MsEJuMdsbY Imgdgwo
BoJBHMM9d0

38UAGSHH0: bsdmdbs98¢ner 869600l #3306559b8s (CBP) solb 3Geaoryfholb deadbads-
98¢0l bsBeagmeacr  Jgdgbols  3sspY39H0980L  pobsdm@8goo  ©s  fumdmssgbl
d603369¢»356 bl deadblsr989¢7005 yo30L Jpaz0b bagmmdo. gb 3sbbszw100698000 96985
85 BBy 5GLgBrIer0 3026379096990 3GH2F AL IB335¢H03bM3sb0 GsagbmBol gsden.

2302930 9o Bs5b0s 35900330700l (330500900, HIcm9805 853¢9b5L sbI696 FrdbFsr9-
89cmms 8(9bol  369%9(9b30g8Yg Hdol 3b360¢v by bs33¢793 AIOPOAMH05DY. 33¢79300
dobb9bol 3s6bsbea09¢798¢ms, dmbsggdydo dgatrmzs 381 &Aool dmdbdsgdcerols bod~do-
b g Ysbs s gomb GHsdgddo bsdb&gor boggmosdo, bh®sdoR03009829cm0 @5 dobsbGods-
30 Jg0hBg30L dgoocagdol 3sdmygbgdoo. 396960G98w9cmo 8mbspgdgbo 3ssbserobs s-
p9tocrmdomo bdhs@olhoz00:, bobdomol 3bmoengdol, sxz5(90060 5bMHocrgdol, ANOVA ©s
J6535¢79030 29309600l Bs033¢m00. 0930960 §90mbszcmolbs @s Gdol 8696@980L x¢35(9-
@0bo dgxsG980l dggag80 3bsymRl, GmF ,, @sbm* sGob 4395 by bsbey@mzgero (17.3%) Gdol
2636000l 8639600, beagrer ., Milksi *“ 439025 g b53¢7985¢0 (5.8%) dmadbds989¢70s dgdeabsgerols
X89%3d0. I0335¢7x09M500 G9809b00ol 890098980 Jor)0000098b, Had CBP Gdol 53b260¢croliorzol
db0336900356 35209656 sb@9bL 8crdbds®989¢n00s5 ©5F230098:9¢985 Y, bsberdster xcg 21939~
8B, 360G HOU bsobb By, drblsm980b 9003098 By, bshgergz0bocr %93¢0505 B9 s 3HMOT-
JA0b 356Bg, ©m80b56¢)2H0 369362 BoG98000 ©5©IB00 Brbdse980l 93m;3098000. 33079350
ob939 0838065 9b0d3690¢3560 35¢7985c0m85 CBP-do 8356500¢19800 bhshepborsb, dobsdyryer-
69080L badsbs s d9dmbsgserosb Jodst98s00. s80H0, GAob Gpserdmgdgends 302035609885
2bs Goomb 3653059290 Rsbgdol @5 F5039:906329c0 U039 980980, H505 Gosmphorb bs-
L3900 bsdobbg bigg d9bdgdb, Hsors GgobseBbeab Jmadbbs98¢ngd0l 80354390785 ©s £ bM«y-
639¢9b, G0 0bobo sHhYB0Sb 053056000 869600l 9B rIC9B0.

50


mailto:editor@iem.ge
https://iem.ge/ojs/index.php/journal/home
mailto:oghenenyerhovwo.inoni@dou.edu.ng
https://orcid.org/0000-0002-3656-2000

International Scientific Journal Innovative Economics and Management

E-ISSN:2449-2604 editor@iem.ge Vol 11 No1.2024

(]

U53356002 body3980: 80db3s98¢»ol 86960 #13065H9bds; F9byoz0b 35093990
€985, db8s980b 9030980, Gdol 3b260¢v0; b0g9t0s
JEL zemsbogozsgos: D12, M30, M31

Introduction and review of literature

Many households in Nigeria consume different brands of powdered milk as an essential part of
their daily diet. Powdered milk is a type of milk that has been pasteurized and dried through evaporation
and it provides essential nutrients for human growth and development. It is enriched with high nutritional
value and good properties such as fat, protein, lactose, ash, calcium and vitamin D which supports human
health in terms of brain and bone development, dental health, cholesterol control, immunity-boosting and
healthy growth in both children and adults (Pfeuffer & Watzl, 2017, cited by Gorska-Warsewicz,
Rejman, Laskowski & Czeczotko, 2019). Powder milk is usually used as an additive to breakfast meals
such as tea, beverages, coffee, oats, cornflakes, pancakes, custard and pap, to mention a few. Consumers
consider different factors when making decisions on milk brands preference and their consumption. This
may be attributed to the fast growing concern of consumers about personal health, human development
and the nutritional needs of individuals in the family. Furthermore, consumers’ preference for different
brands of powdered milk may also be due to improved processing and packaging to enhance the low
value and reduce the challenges involved in preserving raw milk. Thus, consumers demand for powdered
milk has grown so rapidly that dairy manufacturing companies are producing improved quality milk with
improved storage and efficient distribution to meet their needs (Parasuraman, Singh, Nachimuthu,
Arumugam & Kumar, 2021).

The Nigeria dairy products market is flooded with different types of powdered milk ranging from
infant to adult milk, with different brands and variants to choose from based on individual consumer’s
needs. The fact that consumers have different brands of powdered milk to choose from implies that they
will only purchase their most preferred brands based on their nutritional requirements. The preference of
brand varies amongst consumers; while some buyers are totally loyal to a brand others may switch over
to other brands owing to variety-seeking behaviour. It is therefore imperative for marketers to understand
what determines consumers’ preference for a product’s brand.

Consumers’ brand preference (CBP) is a precursor to a consumer’s final choice to purchase a
product and is an important aspect of consumer buying behaviour. It explains rational and irrational
behaviour of consumers on how they choose a particular brand of product in the presence of other
competing brands. It is the satisfaction that consumers associate with a brand which is influenced by the
product core value and socio-demographic factors that ultimately define the favoured brand.
Furthermore, as consumers emotionally engage with brands and develop positive feelings towards them,
such emotional responses would ultimately impact the brand preferences of consumers (Kim & Sullivan,
2019). Besides, marketing strategies and tactics employed by dairy products manufacturing companies
also help to shape consumers brand preference to a great extent.

The high demand for powdered milk by consumers has led to rapid growth of the dairy industry in
Nigeria with different brands of powdered milk such as Nido, Cowbell, Milksi, Coast, Peak, Hollandia,
Loya, Dano and Three Crowns among others. Therefore, firms operating in the industry are faced with
stiff competition in a bid to establish their brands in the heart of consumers and expand their market
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shares. Furthermore, in determining the strength of a brand in the hearts and minds of buyers, marketers
and milk producers need to understand influencing factors of consumers’ behaviour and their brand
preferences. Therefore, the purpose of this study is to investigate factors that determine consumers’ brand
preference of powdered milk in Southern Nigeria. Specifically the study ascertained the influence of
television advertisement, product quality, product price, positive consumption emotions, consumer
attitude and reference groups on brand preference; and whether demographic factors influence CBP of
milk powder. The inclusion of attitude and subjective norms in the conceptual model, as well as the
variation of CBP with respect to socio-demographic variables, are modest contribution of this study.

Theoretical Framework and Literature Review

The Theory of Reasoned Action (TRA) is one of the theories that explains the motivational
influences on consumer behaviour. The TRA was introduced by M. Fishbein and I. Ajzen (1975) and has
been widely used to predict behavioural intentions as well as actual behaviour (Madden, Ellen & Ajzen,
1992). According to TRA (Figure 1), behavioural intention is an antecedent of behaviour as behavioural
intentions is based on an individual's beliefs that carrying out a specific behaviour will result in pre-set
outcomes. The two categories into which these beliefs

Figure 1: Theory of Reasoned Action

ATTITUDE
BEHAVIOURAL » BEHAVIOUR
INTENTION
SUBJECTIVE
NORMS

Source: Madden, Ellen & Ajzen (1992)

can be separated are the person's subjective norms and their attitude toward engaging in the behaviour;
that is what they perceive others do, or would have them do, influence their behavioural intentions,
which in turn predict their actual behaviour (Madden, Ellen & Ajzen,1992). Therefore, the TRA will
serve as the basis for this study as it considers factors that are within the volitional control of individuals.

Conceptual Model for the Study

The conceptual framework for the study thus leaned on the TRA and the extant literature on factors
that influence brand preference and purchase intent. Consequently in this study, it is hypothesized that
consumers’ brand preference is influenced by consumers’ attitudes, reference groups, product quality,
television advertisement, product price and positive consumption emotions (Figure 2).
Research Hypotheses

The study's tested hypotheses are as follows:
Hq: Consumer brand preference is significantly influenced by product quality.
H>: Consumer brand preference is significantly affected by product pricing.

52


mailto:editor@iem.ge
https://iem.ge/ojs/index.php/journal/home
https://marketing-dictionary.org/brand

International Scientific Journal Innovative Economics and Management

E-ISSN:2449-2604 editor@iem.ge Vol 11 No1.2024

(]

Hs: Positive consumption emotions have significant effects on consumer brand preference.
Hs4: Television advertisement significantly affects brand preference.

Hs: Consumer attitude has significant influence on consumer brand preference.

He: Reference group has significant effects on consumer brand preference.

H7: Consumers’ brand preference varies with demographic factors.

Empirical Review

Marketing mix plays a pivotal role in consumers’ brands preference, because it is a business
instrument that is used by the management of organizations to enable them to operate in the hyper
competitive global economic environment. Data from a sample of 200 respondents in the Matara area of
Sri Lanka were analyzed using SPSS by R. Kishokumar and K. Suganya (2019) in their study, "Impact
of Marketing Mix on Consumer Brand Preference in Milk Powder Industry.” The results showed that of
the 4Ps, product is the predominant predictor of brand preference amongst others, while place exerted no
significant influence. In terms of revenue and income generation for the many participants in the
subsector, the dairy industry is crucial to the Indian
economy. Although India is the predominant milk producer in the globe, about 80% of the volume of
milk produced is marketed in an unorganised sector which is comprised of producers, wholesalers,
retailers and local vendors, while the formal and organised sector is dominated by cooperative societies
and government agencies.

Figure 2: Conceptual Framework for the Study

Independent
Variables

I

Dependent
Consumer Variable
Attitude

Television
Advertisemen

Positive
Consumption \
Emotions Consumer Brand

/ Preference
Product Quality

Product Price

Reference
Group

Source: Author’s construction, (2023)
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N. Aswini, K. R. Ashok, S. Hemalatha and P. Balasubramaniyam (2020) collected a sample of
120 consumers in a study of the level of awareness and factors affecting consumers’ preference towards
milk products in Tamil Nadu. Garrett's rank analysis was used to analyse the factors influencing
consumers’ buying behaviour of milk and its products. The findings revealed that product quality, taste
and price were the major determinants of milk products compared to flavour, colour and packaging. The
major milk product preferred by consumers was ghee while quantity purchased had significant
association with monthly income, age and household size. The authors conclude that understanding
consumers’ behaviour is essential for operators to succeed in the growing and competitive dairy market.

A. G. K. Wijesinghe, N. R. Abeynayake and R. L. C. Priyadarshani (2020), studied ‘Factors
Influencing Milk Powder Brand Preference in Kegalle District of Sri Lanka’, and reported that
consumers' preference for locally produced powdered milk brands in Sri Lanka has been significantly
impacted by the prevalence of hazardous component contamination of imported milk powder. The study
focused on examining factors that affect consumer brand preference of local and imported milk powder
as well as to determine whether such factors significantly influence consumer preference of milk brands.
Data for the study were obtained from a sample of 250 respondents in Kegalle District, by interview
method. The results showed that brand trust, brand loyalty and product factors are the predominant
variables that significantly affected consumer brand preference for milk powder. Therefore, they
suggested that there is need to implement necessary product improvements and quality enhancement in
the milk powder industry to stimulate brand preferences of consumers.

The intense competition in international markets due to globalisation of businesses across the world
has made it imperative for companies to produce high quality products that will meet consumers’
utilitarian and hedonic needs. In a study of ‘Consumer Preferences towards Goat Milk’ in Yogyakarta,
Indonesia, Y. Agustina, J. H. Mulyo, L. R. Waluyati and M. Z. Mazwan (2021) identified combinations
of several attributes such as price, flavour variants, milk type and packaging as determinants of consumer
preferences of branded powdered goat milk, Bumiku Hijau. Data for the study were obtained from a
sample of 100 respondents while conjoint analysis with pairwise-comparison was used for data analysis.
Conjoint analysis is a multivariate technique used specifically to find out consumers’ preferences over a
product. The findings showed that flavoured variants yielded the highest utility with a value of 0.166,
powdered milk 0.073, while consumers’ preference had a price attribute utility value of 0.356. The
authors concluded that based on utility value, price, flavour variant, type of packaging and type of milk
are the consumers’ preferred attributes.

In a study titled "Exploring the factors influencing consumer preference toward dairy products”
conducted in India, P. K. Bahety, S. Sarkar, T. De, V. Kumar and A. Mittal (2022) determined the factors
that impact consumers' inclination towards milk products. Data for the study were obtained from a sample
of 912 respondents comprising of (49.1%) females and (50.9%) males using structured questionnaire and
convenience sampling technique. Results of the regression analysis indicated that product quality, health
consciousness, price and availability were the decisive elements that affected brand preference and the
decision to purchase milk products. The findings also revealed that product quality and milk price exerted
significant effects on brand preference among consumers.

M.G.T. Lakmali, G. C. Samaraweera, N. M. N. K. Narayana and W. M. R. Laksiri (2022) carried
out a study on, ‘Effect of Marketing Mix Antecedents on Consumer Brand Preference of Milk Powder’
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in Sri Lanka. Data for the study were obtained from a sample of 100 milk powder consumers with the
aid of Google form-based structured questionnaire, using convenience sampling technique. SMART PLS
software was used to analyse the data. The findings showed that, brand personality and country of origin
have a significant effect on consumers' preference of powder milk brand. Additionally, brand preference
was shown to have a positive and significant impact on powdered milk brand loyalty. Furthermore, the
results revealed that domestically produced powder milk brands are most preferred by Sri Lankan
consumers over imports. The authors concluded that local milk producing and marketing companies
should implement strategies that will enhance availability and distribution of domestically produced milk
brands by continual improvement on quality in order to sustain consumers’ patronage of their brands.

In summary, many of the studies reviewed focused mainly on product attributes, advertisement and
availability as determinants of milk purchase choice as opposed to powdered milk brand preference. The
few that addressed the question of consumer brand preference employed models of marketing mix
elements, brand personality, brand trust and brand loyalty, elements that are actually better predictors of
buying decisions. Although consumers in the reviewed studies are heterogeneous in their preferences
and choices owing to possible differences in their socio-economic and cultural characteristics, yet
demographic factors were not found to exert significant influence on brand preference of milk powder.
Therefore, a gap still exists in the literature on theoretical and conceptual issues that this study has
attempted to fill by adapting the Theory of Reasoned Action (TRA) and incorporating attitude and
reference group as predictors of brand preference.

Methodology

Sampling Procedure, Data Collection and Analysis

The study was conducted in Delta State (4,112,445) and Edo (3,233,366) State, two contiguous
States in Southern, Nigeria with a combined population of 7,345,781 persons (Federal Republic of
Nigeria, 2009). A structured questionnaire was the research instrument used to elicit information
from consumers of various brands of powdered milk, on voluntary basis. The research instrument
comprised of three sections; Section A, deals with the socio-demographic; B, leading brands of powdered
milk in Nigeria and consumers preferences; while C dwells on TV advertisement, product quality, price,
positive consumption emotions, consumer attitude, reference group and brand preference. The constructs
and statements applied in this study were modified from previous studies, and all statements were rated
on a Likert scale from 1 to 5; where 1 denotes a strong disagreement with the statement, followed by 2
disagree, 3 undecided, 4 agree, and 5 strongly agree. Table 1 displays the descriptive statistics of the
statements and constructs that were

Table 1: Descriptive Statistics of Constructs Operationalization

Construct Statements N | Mean Std.
Deviation
CONSUMER BRAND PREFERENCE
The brand name is very important in defining my choice of powdered milk 381 | 4.19 0.453
This milk brand has a significant influence on my purchase decision 381 | 3.81 0.552
I choose this powdered milk based on the brand's reputation 381 | 4.10 0.462
The brand gives me sense of belongingness 381 | 3.81 0.554
The milk brand is special to me 381 | 3.82 0.551
I love the taste of this milk brand 381 |3.7192| 1.03231
I will consume this particular powdered milk brand always 381 [3.6509| 1.08891
This milk brand is one that | am quite familiar with. 381 (3.7927| 0.87753
When | go shopping, | always purchase my favourite brand. 381 (3.6824| 1.06940
Because of the brand's reputation for reliability, | chose it. 381 [3.7690| 1.01005
I tell others good things about the brand. 381 |3.8031| 1.01338
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I am inclined to buy powdered milk from this brand continually rather than other brands. 381 |3.7585| 1.00235
TELEVISION ADVERTISEMENT
| pay attention to powdered milk brand television advertisement message 381 |3.6352| 1.09098
The powdered milk television advertisement creates positive image on my mind 381 |3.6588| 0.99425
TV advertising affect my purchase decision of milk powder brand 381 |3.5984 | 1.02027
Attractiveness of the TV advertisements influence my choice of powder milk brand 381 |3.7192| 0.97731
My preference of my milk brand is stimulated by their repeated advertisement on television 381 |3.7218| 1.02919
The brand TV advertisement provide useful information about its products 381 |3.6037| 1.09202
Celebrity character of the TV advertisement influence me to purchase a particular milk powder brand | 381 |3.7402| 0.88448
The milk brand TV advertisement is important for me as a consumer. 381 |3.6457| 1.08235
PRODUCT QUALITY
Quality is an important factor that affects my purchase of powdered milk 381 |3.6535| 1.08369
The milk product has consistent quality since | have been consuming it 381 |3.6483| 0.98525
The product is hygienically well made and safe to consume 381 [3.5984| 1.00729
The powdered milk brand is actually tasty and nutritious as advertised 381 |3.7270| 0.98624
Official government agencies consider the product's quality to be acceptable. 381 [3.6640| 1.03999
The powdered milk brand is highly nourishing compared to other brands 381 |3.6588| 1.06579
The product perform consistently in terms of quality 381 |3.7927| 0.87452
PRODUCT PRICE
My brand of powdered milk is competitively priced 381 |3.5722| 1.05039
I buy my preferred powder milk brand irrespective of the price 381 |3.6089| 1.02947
My preferred milk brand gives value for money 381 |3.7480| 0.97847
My powdered milk brand is a good product for the price 381 |3.7192| 1.03231
My preferred brand of powdered milk is economical 381 |3.6509| 1.08891
Special offers on the brand makes me purchase the milk product 381 |3.7927| 0.87753
Price is an important factor on my brand preference of powdered milk 381 |3.6824| 1.06940
The price and quality of the milk brand advertised affect my purchase decision 381 |3.7690| 1.01005
POSITIVE CONSUMPTION EMOTION
| feel a sense of contentment when | consume my preferred brand of powdered milk 381 |3.7585| 1.00235
I am happy when | purchase this milk brand 381 |3.7454| 1.03657
I am excited whenever | buy products of this milk brand 381 [3.7113| 0.99239
I love to purchase and consume this milk brand always 381 | 3.82 0.551
| expect to re-purchase this brand whenever my stock is exhausted 381 | 4.19 0.453
REFERENCE GROUP
I rarely purchase another brand of milk powder except my friends are using it. 381 |3.6667| 1.08418
It is important that others like the brand of powdered milk that | buy. 381 [3.7900| 0.87840
When buying milk | generally purchase the brand that colleagues are buying. 381 |3.6772| 1.07274
If other people can see me consuming milk, | often purchase what they expect me to buy. 381 |3.7533| 1.00631
| feel a sense of belonging when | buy the same milk brand as others. 381 [3.7900| 1.01463
If | want to be like someone, | often try to buy the same brand that they buy. 381 [3.7559| 1.01086
| often identify with other people by purchasing the same brand of product they purchase. 381 |3.7612| 1.01471
To make sure | buy the right brand of product I often observe what others are buying and using. 381 |3.7428| 1.04478
Before purchasing a product, | frequently seek information about its brand from friends. 381 |3.7139| 1.00762
I think using or buying a certain brand will improve how other people perceive me. 381 |3.7874| 1.09036
CONSUMER ATTITUDE
| feel satisfied with my choice of milk brand 381 [3.5669| 1.14196
| feel fulfilled with powdered milk of my chosen brand. 381 [3.6929| 1.06755
I believe my choice of milk powder brand enhances my social standing. 381 [3.7559| 1.01086
My powdered milk brand is very appealing to me 381 [3.7612| 1.01471
It is a very good decision to choose my brand of milk powder 381 [3.7428| 1.04478
I have strong liking for my brand of powdered milk 381 |3.7139| 1.00762
I will always stick to my brand of milk no matter what 381 [3.7874| 1.09036
IValid N (listwise) 381

Source: Authors’ computation.

used to operationalize the variables. Because no formal sampling frame is available, the R. V. Krejcie
and D. W. Morgan (1970) formula for infinite population was applied to obtain an optimal sample size;
Z%p(1-
n=2EC0 (1)
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Where;

n = sample size for infinite population;
Z = Z-value (e.g. 1.96 for 95% confidence level);
P = Population proportion, expressed as decimal, assumed to be 0.5 (50%);

M = margin of error at 5% (0.05)
_ (196)2x05(1-05)  _ 3.8416 X025 _0.9604
- (0.05)2 T 0.0025 ~ 0.0025

n= 384.16 =~ 385 )

The research instrument was self-administered by the researchers with the assistance of four
enumerators, using a combination of stratified random and convenience sampling methods. The
respondents were chosen using a multi-stage sampling procedure. At the first stage, Delta and Edo States
were stratified into three broad strata based on their three senatorial districts of Delta Central, Delta
North, Delta South; Edo Central, Edo North and Edo South. Secondly, two most populous towns were
drawn from each of the three (3) senatorial districts in each State to give a total of six (6) urban centres
per State and a total of twelve (12) towns giving a target population of 2,361,462 persons from the two
States, where samples were selected. The final sample for the study

was distributed according to population size of each selected town when it was drawn. A total of four
hundred and fifty (450) copies of the questionnaire were administered to consumers of powdered milk in
the study area, but only 381 were used for data analysis as 69 were discarded due to inadequate
information and non-response. The survey was conducted from 5 February to 31 May, 2023. The
data generated were analysed using descriptive and inferential statistics. Descriptive statistics used mean,
frequency table and percentages to describe the demographic profile of powdered milk consumers, while
inferential statistics such as correlation and multiple regression analysis was employed to examine the
influence of television advertisement, product quality, product price, consumer attitude, reference group
and positive consumption emotions on consumers’ brand preference, while ANOVA was used to
determine whether there are significant differences in consumers’ brand preferences due to demographic
factors.

Results and Discussion

The socio-demographic features of the respondents indicate that the sample is comprised of more
females (58.8%) than males (41.2%). Majority (79.8%) of powdered milk consumers are within the
economically active age bracket, while the average age is 48 years (Table 2). Persons that are married
constitute 64.3%, and unmarried 35.7% of the sample. Furthermore, 89.8% of them have secondary to
postgraduate education, and a modal educational level of HND/First degree. The mean household size is
6 persons; although 70.8 % of the consumers have between 5 and 10 persons on the average per
household. The occupational status of the respondents ranged from artisans (12.9%) to self-employed
workers (17.8), but the modal occupational status is civil servants accounting for 19.9% of the consumers.
The distribution of income ranged from N 30,000.00 — N 65,000.00 to N 205,005.00-N 240,005.00 with
a mean monthly income of N 134,405.37. Moreover, out of the total respondents sampled, 12.6% are in
the least income group, 12.9% in the highest income strata, while 23.6% are within the N 100,002.00-
135,002.00 income range. Table 3 shows the result of the cross-tabulation of monthly income and most
preferred brand of powdered milk. It revealed that ‘Dano’ milk is the most preferred (17.3%) powdered
milk brand by consumers across all income groups, while ‘Milksi’ is the least preferred brand by
consumers (5.8%). The descriptive statistics of the model variables showing the mean, minimum and
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maximum values, the standard deviation, skewness and kurtosis are presented in Table 4. All the
variables are normally
Table 2: Socio-demographic Profile of Respondents (n=381)

Parameter Frequency Percentage(%o) Mean (mode)
Gender

Male 157 41.2

Female 224 58.8 (Female)
Age

24-32 18 4.7

33-41 106 27.8 48 years
42-50 102 26.8

51-59 79 20.7

60-68 76 20.0

Marital Status

Unmarried 136 35.7

Married 245 64.3 (Married)
Level of Education

Primary education 39 10.2

Secondary education 87 22.8

ND/NCE 102 26.8

HND/First Degree 110 28.9 ( HND/First Degree )
M.Sc./Ph.D 43 11.3

Household size

1-2 46 12.1

3-4 65 17.1

5-6 91 23.9 6 persons
7-8 75 19.7

9-10 62 16.2

11-12 42 11.0

Occupation status

Aurtisan 49 12.9

Trader 61 16.0

Civil servant 76 19.9 (Civil servant)
Self-employed 68 17.8

Teacher 70 18.4

Private sector employee 57 15.0

Monthly Income (N *)

N 30,000.00 — N 65,000.00 48 12.6

N 65,001.00- N 100,001.00 60 15.7 N 134,405.37
N 100,002.00- N 135,002.00 90 23.6

N 135,003.00- N 170,003.00 75 19.7

N 170,004.00- N 205,004.00 59 15.5

N 205,005.00—- N 240,005.00 49 12.9

* 1US Dollar = N 1,300 (Nigerian Naira) as at December, 2023
Source: Authors’ computation (2023)
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Table 3: Cross tabulation of Monthly Income * Most Preferred Brand of Powdered Milk

Most Preferred Brand of Powdered Milk
Peak| Three | Dano | Coast |Cowbell| Loya |Milksi|Hollandia|Nido
Crowns Total
N 30,000.00-65,000.00 5 5 4 8 8 6 2 5 5 48
N 65,001.00-100,001.00 6 6 9 11 9 4 7 5 3 60
Monthly N 100,002.00-135,002.00 | 6 10 16 8 14 6 6 8 7 81
Income N 135,003.00-170,003.00 | 11 9 15 10 18 6 5 4 5 83
N 170,004.00-205,004.00 [ 9 15 10 5 2 2 2 3 3 51
N 205,005.00-240,005.00 | 19 10 12 6 1 0 0 6 4 58
Total 56 55 66 48 52 24 22 31 27 | 381
Source: Authors’ computation (2023)
Table 4: Descriptive Statistics of Model Variables
Skewness Kurtosis
Std. Std. Std.
Variables N  Minimum Maximum Mean Deviation Statistic Error Statistic Error
Consumer Brand 381 2.60 495 3.8329 0.49379 -0.079 0.125 -0.591 0.249
Preference
Television 381 2.11 5.00 3.6675 0.65499 0.070 0.125 -0.813 0.249
Advertisement
Product Quality 381 1.86 4.86 3.6557 0.63656 -0.183 0.125 -0.741 0.249
Product Price 381 2.13 5.00 3.6287 0.66023 -0.048 0.125 -0.778 0.249
Consumption 381 1.20 5.00 3.6640 0.78098 -0.187 0.125 -0.068 0.249
Emotion
Consumer 381 1.57 5.00 3.6953 0.67315 -0.074 0.125 -0.512 0.249
Attitude
Reference Group 381 2.40 5.00 3.7382 0.57933 0.098 0.125 -0.605 0.249

Valid N (listwise) 381

Source: Authors’ computation (2023)

distributed with skewness values ranging from —0.187 to 0.098 and kurtosis, —0.813 to —0.068. The rule
of thumb is that the variables are normally distributed when their values ranged between —1 and +1 (Hair
et al.,, 2018). The Cronbach’s coefficient alpha was used to measure the reliability and internal
consistency of the constructs (Table 5). All the values are greater than or equal to 0.7, the acceptable
threshold for internal consistency (Hair et al., 2018).

Regression Results

Regression results of factors influencing consumers’ brand preference of powdered milk are shown
in Table 6. The model has a good fit with adjusted R? of 0.86, implying that 86% of the variance in
consumers’ brand preference is explained jointly by television advertisement, positive consumption
emotions, product price, product quality, consumer attitude and reference group. The independence of
the error terms and the lack of autocorrelation between the variables are indicated by the Durbin-Watson
(D.W.) statistic of 1.90. The ANOVA results revealed the statistical significance (F, 374 )= 387.506, p<
0.01) of the model.
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Table 5: Constructs’ Reliability Statistics

Construct No. of Items Cronbach’s
coefficient alpha
Consumer Brand Preference 12 0.854
Television Advertisement 8 0.869
Product Quality 7 0.861
Product Price 8 0.871
Positive Consumption Emotion 5 0.898
Consumer Attitude 7 0.884
Reference Group 10 0.875
Research Instrument 57 0.889

Source: Authors’ computation (2023)

The VIF values show the insignificance of multicollinearity among the variables, with values ranging
between 1.693 and 4.271, below a threshold of 5 (Sekaran & Bougie, 2019). Moreover, the findings show
that television advertisement, positive consumption, emotions product price, product quality, consumer
attitude and reference group has positive and highly significant effects on consumers’ brand preference
for powdered milk.

Table 6: Regression Results of Factors Influencing Consumers’ Brand Preference

A. Model Summary?

Change Statistics
Std. Error =
Adjuste| of the Sig. F Durbin-
Model R R? dR? | Estimate |R?Change|Change| dfl df2 Change | Watson
1 0.9282 | 0.861 | 0.859 0.18528 0.861 387.51| 6 374 0.000 1.900
B. ANOVA?
Model SSum of df Mean Square F Sig.
guares
1 Regression 79.816 6 13.303 387.506 0.000°
Residual 12.839 374 0.034
Total 92.655 380 92.655
C. Coefficients®
Unstandardized Stdardized Collinearity
Coefficients Coefficient t Sig. Statistics
Model 1
B Std. Error Beta Tolerance VIF
(Constant) 0.624 0.071 8.793 0.000
Consumer 0.050 0.019 0.068 2.553 0.011** 0.525 1.904
Attitude
Referncgroup 0.083 0.023 0.097 3.526 0.000** 0.490 2.042
ProductPrice 0.202 0.025 0.270 7.981 0.000** 0.323 3.098
PConsemotions 0.207 0.016 0.328 13.088 0.000** 0.591 1.693
ProductQuality 0.118 0.029 0.152 4.072 0.000** 0.266 3.754
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| TelevisionAdvert| 0.216 | 0030 | 0.286 7.199 0.000** | 0234 | 4271 |

a. Dependent Variable: CBRNDPRFNC
b. Predictors: (Constant), TelevisionAdvert, PConspemotions, ConsAttitude, Referncgroup, ProductPrice,
ProductQuality; ** (p < 0.01)

Product quality exerted significant (5 =0.152, p< 0.01) effects on consumers brand preference.
According to the findings, consumers' preference for a particular milk powder brand will rise by 0.15 for
every unit improvement in product quality. The quality of milk powder in terms of its taste, aroma,
flavour and shelf-life and the emotional fulfilment of using the brand are very important determinants of
consumer purchase behaviour. Thus, this finding supports hypothesis one (H1). Given that the desired
quality attributes of the product is good, then more consumers are likely to prefer and purchase them.
The result is in consonance with the report of E. Wang, Z. Gao, Y. Heng and L. Shi (2019) which found
product quality as a determinant of brand preference in a study of milk powder consumers in Zhengzhou,
China. Rabiei et al. (2021) also identified income and product quality as major determining factors of
milk brand preference and purchase decision among Iranian consumers. Comparable findings were also
reported by Bahety et al. (2022) amongst powdered milk consumers in India.

The price of the product also has a positive and significant (8 =0.27, p< 0.01) influence on
consumer brand preference of powdered milk, thus supporting hypothesis two (H:). Although price
is assumed to have an inverse relationship with the demand for a normal good, its association with brand
preference is otherwise positive. According to the beta coefficient, a unit increase in price results in a
0.27 increase in brand preference. This implies that as the price increases, milk consumers continue to
buy their preferred brands irrespective of such increases due probably to their loyalty to the brand; as
they are prepared to pay that price premium to maintain their utility of the product (Velcovska & Larsen,
2021). Furthermore, consumers emotional attachment to a brand may make them undermine the cost of
the product while making final purchase decision. Parasuraman et al. (2021) reported that price of milk
has significant association with brand preference in a study of consumers’ choice and preferences of
dairy based products, in India. Agustina et al. (2021) also reported similar results in a study of consumers’
preference for goat milk in Indonesia where the price attribute was found to have the highest utilitarian
value in terms of preference. Similarly, L. Nguyen (2021) also found price as the strongest predictor of
brand choice amongst consumers of Dielac Alpha powdered milk brand in Vietham. However, M.
Srdjan, S. Nikolaos and R. Konstantinos (2020), found that higher prices of novel dairy products have
a negative impact on consumers’ preference and purchase intentions in Greece and Serbia.

There is a positive and significant (= 0.328, p <0.01) influence of pleasant consumption emotions
on consumers’ brand preference. The implication of this finding is that a unit increase in positive
emotions will cause a 0.33 percentage rise in consumers’ brand preference for milk powder. Thus, as the
level of feelings of fulfilment and joy of consumers is further stimulated by their satisfaction, brand
preference will increase as well as their decision for repeat purchase of the brand in the future. This result
supports hypothesis three (Hs), and is in consonance with that of H. Afzal, F. Faisal and A. | Hunjra
(2020) in Pakistan which reported that sensorial and emotional experiences generate positive evaluations,
which influence consumers’ attitudes and preferences toward a brand. H. H. Wu, P. Tipgomut, H. F .L.
Chung and W.K. Chu (2019) affirmed that when consumers purchase products with both utilitarian and
hedonistic value, happy consumption feelings have the potential to foster favourable sentiments toward
the brand in their minds.

61


mailto:editor@iem.ge
https://iem.ge/ojs/index.php/journal/home
https://www.emerald.com/insight/search?q=Pankaj%20Kumar%20Bahety

International Scientific Journal Innovative Economics and Management

E-ISSN:2449-2604 editor@iem.ge Vol 11 No1.2024

el (]

The effects of television advertisement on consumers’ brand preference of milk powder is also
positive and significant (5 = 0. 286, p < 0.01), thus hypothesis four (Ha4) is supported. Television
advertisement is the second most important predictor of powdered milk brand preference after positive
consumption emotions. The implication of the finding is that a unit rise in milk television advertisement
will lead to 0.29 increase in brand preference. Powdered milk manufacturers in Nigeria spend a great
volume of financial resources in television advertisement of their products using celebrities such as
internationally acclaimed sports and music super stars and renowned actors and actresses. Every day, our
homes are bombarded with different types of TV adverts by milk producing firms to ensure that
consumers do not switch brand but remain loyal to their brands in order to expand their market shares
and maintain their competitive advantage in the industry. The significant influence of TV advert on brand
preference has been reported by G. S. Atabek and U. Atabek (2019) which investigated the effects of
mass media on consumer perceptions of dairy products in Turkey.

Consumer’s attitude also shows a positive and significant (5 = 0.068, p < 0.05) influence on brand
preference, though it has the least effect amongst the predictors. The implication of this finding is that a
unit increase in consumer attitude will cause a 0.07 percentage rise in consumers’ brand preference for
milk powder. This result supports hypothesis five (Hs). According to H. Afzal, F. Faisal and A. | Hunjra
(2020), product attributes help to build buyers’ attitudes towards packaged milk which influences their
preference for the brand and final purchase decision. Therefore, the significant effect of personal attitude
on brand preference found in the study could be attributed to this situation.

The effects of reference group on consumers’ brand preference of milk powder is also positive and
significant (4 = 0.097, p < 0.01), thereby supporting hypothesis six (Hs). The result indicates that a unit
increase in influence of reference group will result in a 0.1 increase in brand preference. A according to
M. A. Shareef, B. Mukeriji, Y. K. Dwivedi and N. P. Rana (2019), “Reference groups are considered a
social influence in consumer purchasing because they are often groups that consumers will look up to
while making purchasing decisions”. The finding is similar to the report of D. D. Prabarini, Sumiati and
M. Setiawan (2022), wherein reference group significantly affected customers' repurchase intentions.

Anova Results of Demographic Variables and Consumers’ Brand Preference

The results of ANOVA of differences in consumers’ brand preference and demographic variables
are presented in Table 7. It shows that significant differences (p < 0.05, 0.01)) exist in the educational
level, household size and monthly income of consumers. Consequently, Turkey HSD

Table 7: Anova Results of Variance of Consumers’ Brand Preference with Demographic Factors

Sum of Mean
Variable Squares  df Square F Sig.
Age
Between Groups 1.271 4 0.318 1.307  0.267™
Within Groups 91.385 376 0.243
Total 92.655 380

Educational level

Between Groups 11.906 4 2.976 13.859 0.000**
Within Groups 80.750 376 0.215

Total 92.655 380
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Occupation status

Between Groups 1.418 5 284 1165  0.326™
Within Groups 91.237 375 .243

Total 92.655 380

Monthly Income

Between Groups 6.293 5 1.259  5.465 0.000**
Within Groups 86.362 375 .230

Total 92.655 380

Household Size

Between Groups 6.925 5 1.385  6.059 0.000**
Within Groups 85.730 375 0.229

Total 92.655 380

** significant (p < 0.01)
Source: Authors’ computation (2023)

Post-hoc tests were conducted on each of the demographic factors in order to identify the groups where
significant differences occurred. Analysis of the post-hoc comparison revealed significant variation in
CBP for powdered milk between respondents with Masters/Ph.D. degrees and those who have Secondary
School Education, Diploma/NCE and HND/First Degree holders; between HND/First Degree holders
and Secondary School leavers as well as holders of ND/NCE (Table 8). Education helps to shape
individual attitudes. Therefore, consumers with higher levels of education are more likely to consider the
nutritional value as well as health benefits of the products before revealing their preferred brand, and
eventual purchase. They also have a better understanding of possible harm the consumption of certain
variants of milk powder could cause to consumers of particular age groups within their households,
and this also informs their brand preference. Turkey post-hoc tests also show that respondents in (N
170,004-205,004) income group exhibited significantly different levels of CBP than those in (N 135,003-
170,003) and (N 30,000-65,000) groups. Also, CBP of those within the income bracket (N 100,002-
135,002) differ significantly from those of N 30,000-65,000 and N 135,003-170,003. The implication is
that given the perceived qualities of various brands of milk powder in the Nigerian market, high income
earners are likely to prefer brands of higher quality since they have the means to purchase them.
Similarly, significant variation is also noticed in CBP with regards to the number of persons per
household, as household size of 9 —10 differ in CBP from those of 3 —4, 56 and 7 — 8 persons. Also,
CBP of 11 — 12 and 5 - 6 persons households vary respectively with those of 5—-6 and 1-2
persons. Members of consuming households vary in ages and their nutritional needs for milk. Therefore,
families that are composed of young children will prefer brands that produce milk powder for infants and
growing children, unlike those families that are made up essentially of adults and the aged that will
patronise brands that produce skimmed milk due to health concerns. Thus, the

Table 8: Results of Turkey HSD Post-Hoc tests of differences in CBP among Demographic

Variables
Dependent Variable: Consumers’ Brand Preference
Tukey HSD
Mean Std.
Variable Groups Difference  Error Sig.
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Educational level

Masters/Ph.D. Secondary School 0.55475™  0.08639 0.000
Education
ND/NCE 0.54556™  0.08426 0.000
HND/First Degree 0.35472™  0.08335 0.000
HND/First Degree Secondary School 0.20003°  0.06649 0.023
Education
ND/NCE 0.19084"  0.06370 0.024
"ND/NCE Primary School Education ~ -0.26551"  0.08725 0.021
Secondary School -0.27471°  0.08930 0.019

Education Primary School Education

Monthly Income Group

N 170,004.00-205,004.00 N 30,000.00-65,000.00 -0.36006™  0.09328 0.002
N 135,003.00-170,003.00  -0.31919™ 0.08351 0.002
N 205,005.00-240,005.00 0.28810°  0.09275 0.025

N 100,002.00-135,002.00 N 30,000.00-65,000.00 0.27237°  0.08577 0.020
N 135,003.00-170,003.00 0.23150°  0.07503 0.026

Household Size

11-12 5-6 -0.32480™  0.08919 0.004
9-10 3-4 -0.26247"  0.08488 0.026
5-6 -0.36680  0.07874 0.000
7-8 -0.25975"  0.08207 0.021

5-6 1-2 0.25340" 0.08650 0.042
**mean difference is significant (p < 0.01); *mean difference is significant (p < 0.05).
fND/NCE is National Diploma/ National Certificate of Education; HND is Higher National Diploma

Source: Authors’ computation (2023)

differences in preference by households of different sizes may be attributed to this variation in need.
The independent sample t-test of differences in CBP between married and unmarried consumers
shows that significant differences existed (Table 9), implying that the preferences of buyers who are
not married and probably single may not be the same with married people with family members that
are of different age groups with varying nutritional and health needs. Such differences in consumers’
preferences could be attributed to composition of the households.

Table 9: Independent Sample t-test of Differences in CBP between Male and Female Consumers

Parameter Gender N Mean Std. Mean t-value  Sig (2-

Deviation  Difference tailed)
Consumers’ brand Unmarried 136 3.6863  0.46417 -0.22798  -4.422  0.000**
Preference

Married 245 3.9142  0.49183
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**mean difference is significant (p < 0.01)

Source: Authors’ computation (2023)
Therefore, based on the results of ANOVA and independent sample t-test, H is supported as there is a
significant variation in consumer brand preference based on respondents’ educational level, income,
household size, and marital status.

Conclusion

Many households consume powdered milk as an essential part of their daily diet for growth and
nutritional needs of members of their families. However, households consider several factors while
making final brand purchase decisions. Consumer brand preference is a precursor to a consumer’s final
choice to purchase a product brand, and is an important aspect of consumer buying behaviour. This study
identified and examined key factors that determine consumers’ brand preference of powdered milk in
Delta and Edo States, in Southern Nigeria. The cross-tabulation of income and preferred brand of
powdered milk shows that ‘dano’ milk is the most preferred brand by consumers across all income
groups, while ‘milksi’ is the least. The regression results indicate that television advertisement, positive
consumption emotions, product price, product quality, consumers’ attitude and reference groups have
positive and significant effects on consumers’ brand preference of milk powder, with positive
consumption emotion as the dominant predictor. The positive relationship between price and brand
preference, and consequently purchase decision, is a pointer to the fact that customers are willing to pay
a price premium to maintain their utility of their chosen brands irrespective of price increase. Since the
overall quality of milk powder is an important determinant of brand preference and purchase decision,
firms should endeavour to continuously improve on the quality attributes of their products to retain and
attract new customers. Besides, milk manufacturing companies should adopt pragmatic pricing and
marketing strategies to increase their market share and ensure that customers remain loyal to their brands
in the face of fierce industry competition.
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THE IMPACT OF COVID-19 ON TOURISM MARKETING STRATEGIES AND
THE ROLE OF DIGITALIZATION

Abstract: This research explores how the global COVID-19 pandemic has created unprecedented
obstacles for the tourist business, which have led to rapid changes in its landscape. Specifically, it looks
at how tourism organizations have adopted technology and changed their marketing methods. The study
examines the complex links between technology adoption, organizational dynamics, and external
environmental factors using the Technology-Organization-Environment (TOE) paradigm as a
conceptual lens. The research posits and empirically tests four hypotheses: (1) the pandemic significantly
influences a shift from classical to digital marketing strategies, (2) organizational dynamics play a
crucial role in the successful integration of digitization efforts, (3) external environmental factors,
particularly the pandemic, shape the urgency and nature of digitization strategies, and (4) effective
analysis of various indicators, feedback mechanisms, and sales metrics significantly contributes to the
success of digital marketing strategies. In order to obtain valuable insights, the study uses statistical
techniques such as logistic regression, multiple regression analysis, correlation evaluation, Chi-Square
tests, and logistic regression that were carefully designed and distributed to eighteen tourism companies
affiliated with Georgia's national tourism agency. Results highlight the paradigm shift towards digital
marketing brought about by the pandemic, the critical role played by organizational dynamics, the
impact of external environmental factors, and the critical importance of data-driven analysis in
augmenting the effectiveness of digital marketing in the tourism industry. In order to help stakeholders
in the tourism industry navigate the possibilities and difficulties provided by the post-pandemic digitally
altered landscape, this research adds a nuanced understanding of the complex dynamics surrounding
technology adoption, digital strategies, and organizational responses.
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Introduction and review of literature

In the dynamic landscape of the modern business environment, the tourism industry stands at the
crossroads of unprecedented challenges and opportunities. The global COVID-19 pandemic, in
particular, has not only reshaped travel patterns but has also accelerated the imperative for tourism
companies to embrace digitization strategies. This article explores the profound impact of the pandemic
on marketing practices within the tourism sector and investigates the nuanced approaches adopted by
companies in response to the evolving digital landscape.

The digitization journey of tourism companies is a multifaceted phenomenon, influenced by the
interplay of technological advancements, organizational dynamics, and the broader external
environment. To comprehend this complex paradigm shift, we employ the Technology-Organization-
Environment (TOE) framework as our conceptual lens. The TOE framework provides a structured and
comprehensive approach, allowing us to dissect the intricate relationships between technology adoption,
organizational characteristics, and environmental factors shaping digitization strategies in the tourism
sector.

1. Technological Dimension:

As businesses grapple with the aftermath of the pandemic, the technological dimension scrutinizes the
extent to which traditional marketing methodologies have yielded to digital counterparts. This dimension
assesses the adoption of various digital channels, from social media platforms to emerging platforms
such as TikTok, reflecting the industry's responsiveness to evolving consumer preferences.

2. Organizational Dynamics:

An in-depth exploration of the organizational dimension unveils the internal structures and cultures
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that either impede or foster the integration of digitization strategies. Who shoulders the responsibility for
digitization, and how internal teams or specialists contribute to this process, sheds light on the
organizational readiness for digital transformation.

3. Environmental Forces:

The external environment, which is characterised by the pandemic's unparalleled problems, is crucial
in determining the urgency and character of digitization. This dimension investigates how external
factors, beyond the organization's control, influence the decision-making process and strategic direction
concerning digitization.

Through a meticulously crafted questionnaire, we seek to glean insights directly from tourism industry
stakeholders. Their candid responses will not only contribute to a richer understanding of the digitization
landscape but will also aid in identifying best practices and potential challenges faced by tourism
companies navigating this transformative journey.

The following sections of this article explore particular facets of digitization, including as the
application of digital marketing tools, the evaluation of their efficacy, and the adjustments made to
marketing tactics after the pandemic. By applying the TOE framework, we aim to provide a
comprehensive analysis that goes beyond isolated technological advancements, considering the holistic
context within which digitization unfolds.

Research Question: How have tourism companies responded to the impact of the COVID-19
pandemic through the adoption and implementation of digitization strategies, and what factors,
encompassing technology, organizational dynamics, and external forces, influence the success of these
strategies in the post-pandemic era?

Research Hypotheses:

Hypothesis 1: Impact of Pandemic on Marketing Strategies

Null Hypothesis (H0): The pandemic has had no significant impact on altering marketing strategies
within tourism companies.

Alternative Hypothesis (H1): The pandemic has significantly influenced a shift from classical to
digital marketing strategies among tourism companies.

Hypothesis 2: Influence of Organizational Dynamics on Digitization

Null Hypothesis (HO): Organizational structures and cultures have no significant influence on the
successful adoption and implementation of digitization strategies.

Alternative Hypothesis (H1): The organizational dynamics significantly impact the extent to which
digitization strategies are successfully integrated into tourism companies.

Hypothesis 3: External Environmental Factors and Digitization

Null Hypothesis (HO): External environmental factors, such as the pandemic, do not significantly
affect the urgency and nature of digitization strategies in the tourism industry.

Alternative Hypothesis (H1): External environmental factors play a significant role in shaping the
digitization strategies adopted by tourism companies.

Hypothesis 4: Digital Marketing Effectiveness and Analysis

Null Hypothesis (HO): The effectiveness of digital marketing strategies is not significantly influenced
by the analysis of various indicators, feedback mechanisms, and sales metrics.

Alternative Hypothesis (H1): Effective analysis of various indicators, feedback, and sales metrics
significantly contributes to the success of digital marketing strategies in the tourism sector.

Aim of the Research:
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The purpose of this study is to thoroughly examine the digitalization tactics used by travel agencies
in reaction to the COVID-19 outbreak. By applying the Technology-Organization-Environment (TOE)
framework, the research seeks to understand how technology adoption, organizational dynamics, and
external environmental forces collectively influence the success and effectiveness of digitization
strategies. The research intends to offer actionable insights for stakeholders in the tourism industry,
assisting them in navigating the opportunities and challenges presented by the digital transformation
landscape in the post-pandemic era. This will be achieved through a nuanced examination of the
responses to a carefully crafted questionnaire.

Literature Review

2.1. Background

One of the most important ways to deal with the COVID-19 pandemic's issues and adjust to the
changing needs of contemporary tourists is through the digitization of the tourism sector. This literature
review explores key themes related to digitization strategies in the tourism sector, providing insights into
the transformative impact of technology adoption, organizational dynamics, and environmental factors.

Impact of Pandemic on Marketing Strategies:

The research has extensively acknowledged the revolutionary impact of the COVID-19 epidemic on
marketing techniques. Scholars highlight the accelerated shift from classical to digital marketing as a
strategic response to changes in consumer behavior (Smith et al., 2020; Li & Lalani, 2020). The
discussion echoes findings by Smith and colleagues, who noted a significant increase in digital marketing
adoption during crises, aligning with our results (Smith et al., 2020).

Organisational Dynamics' Effect on Digitization

It has been extensively studied how organisational dynamics influence the results of digital
transformation. The literature emphasizes the significance of adaptive structures and cultures for
successful digitization (Bharadwaj et al., 2013; Bozeman & Kingsley, 1997). The findings of this study
support the claim made by Bharadwaj et al. (2013) that flexible organisations are better suited to
incorporating digitization initiatives.

External Environmental Factors and Digitization:

The interplay between external environmental factors and the urgency of digitization is evident in
prior research. Organizations are compelled to align their strategies with environmental demands
(Luftman et al., 2011; Saha et al., 2020). Our results support the literature, revealing a positive correlation
between external factors, such as the pandemic, and the urgency and nature of digitization efforts.

Digital Marketing Effectiveness and Analysis:

The link between effective digital marketing and data-driven analysis is a focal point in contemporary
marketing literature (Srivastava et al., 2010; Smith & Teller, 2021). Scholars argue that organizations
leveraging data analysis achieve higher digital marketing effectiveness (Smith & Teller, 2021). Our
multiple regression analysis underscores this relationship, highlighting the pivotal role of analytics in
enhancing digital marketing success.

The COVID-19 Pandemic's Effect on Travel Industry Marketing.

The COVID-19 epidemic caused a profound change in the world's tourism industry, requiring a
reassessment of conventional marketing tactics. As evident in the work of Hall (2021) and Wang et al.
(2022), the pandemic triggered a rapid transition from classical to digital marketing channels. The
imperative to maintain consumer engagement during travel restrictions led to increased reliance on social
media platforms, online content, and digital channels for marketing communication.
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Technology Adoption and Tourism Digitization:

Technology adoption within the tourism industry has been a focal point for companies aiming to
enhance their competitiveness. The work of Buhalis and Foerste (2015) highlights the importance of
technological elements in creating digitalization initiatives, drawing on the Technology-Organization-
Environment (TOE) structure, originally laid out by Tornatzky and Fleischer (1990). Successful
digitization involves mastering and testing various digital channels, including social media platforms,
YouTube, Twitter, and TikTok, as identified in this study's questionnaire.

Organizational Dynamics and Digital Transformation:

The dynamics and preparedness of the organisation have a significant impact on how digitalization
strategies are implemented. Companies that actively used digital channels during the pandemic showed
a proactive organisational reaction, according to a 2015 study by Buhalis and Amaranggana. The
leadership's commitment to digitization, as well as the role of specialized teams and IT specialists,
emerges as critical factors influencing the extent of digital adoption within tourism companies.

External Environmental Factors and Digitization:

External environmental factors, particularly the disruptions caused by the pandemic, have compelled
tourism companies to reassess their strategies. The work of Sigala (2020) and Gossling et al. (2021)
underscores the dynamic interplay between external forces and the urgency to adopt digitization
strategies. The questionnaire probes into the nuanced responses of tourism companies to the pandemic,
capturing variations in operational status, marketing strategies, and the strengthening of social media.

Digital Marketing Effectiveness and Analysis:

Effectively utilizing digital marketing tools is a key dimension of successful digitization. Literature
by Xiang et al. (2017) and Tussyadiah and Pesonen (2016) suggests that analyzing various indicators,
feedback mechanisms, and sales metrics is crucial for assessing the effectiveness of digital marketing
strategies. This aligns with the questionnaire's focus on evaluating the analysis methods employed by
tourism companies to gauge the success of their digital marketing efforts.

Changes in Marketing Strategies Post-Pandemic:

Post-pandemic, tourism companies face the challenge of not only recovering but also redefining their
marketing strategies. Literature by Sigala (2021) emphasizes the need for a holistic approach, integrating
digitalization into the overall strategy. The questionnaire probes into the changes implemented by
tourism companies, ranging from full digitization to partial digitization, shedding light on the evolving
landscape of post-pandemic marketing strategies.

2.1. Conceptual framework

Theoretical frameworks within the realm of technology adoption illuminate critical insights into the
motivations underlying the acceptance and utilization of new technologies by individuals or
organizations. Nuanced viewpoints on the variables impacting technology adoption are provided by
models like the Unified Theory of Acceptance and Use of Technology (UTAUT) (Venkatesh et al., 2003)
and the Technology Acceptance Model (TAM) (Davis, 1989). For example, TAM suggests that users'
intentions to embrace a technology are highly influenced by perceived utility and perceived ease of use.

The Innovation Diffusion Theory, as introduced by Rogers (2003), contributes to our understanding
of how digitization strategies permeate the tourism industry. This theory clarifies how innovations are
embraced and spread, illuminating the variables affecting adoption rates as well as the several phases
that make up the innovation diffusion process.

Strategic management theories play a pivotal role in deciphering how companies craft and execute
digital strategies amidst environmental changes. Porter's Competitive Advantage framework (1985) and
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Mintzberg's Strategic Safari (1998) provide foundational insights into strategic decision-making and
implementation within organizations.

In the realm of digital marketing, theories pertaining to social media marketing emerge as essential
components of understanding the contemporary landscape. Exploration of social media engagement,
influencer marketing, and the role of diverse platforms aligns with the growing significance of digital
marketing channels (Kaplan & Haenlein, 2010).

Electronic business (e-business) and electronic commerce (e-commerce) models offer insightful
viewpoints on how businesses use digital platforms for bookings and sales. E-commerce frameworks, as
outlined by Laudon and Traver (2016), delve into the intricacies of online business transactions,
providing a theoretical foundation for understanding the digital landscape.

Customer Relationship Management (CRM) theories are fundamental for comprehending how
companies utilize digital technologies to manage and enhance customer relationships, a critical aspect in
the tourism industry. The work of Payne and Frow (2005) on CRM provides insights into strategic
frameworks for customer-centric approaches in the digital era.

Organizational change theories are imperative in understanding how companies navigate the
challenges and opportunities associated with digital transformation. The works of Kotter (1996) and
Lewin (1951) offer foundational perspectives on the dynamics of organizational change and adaptation
in response to technological advancements.

To gauge the effectiveness of digital marketing strategies, exploring theories related to measurement
becomes crucial. As noted by Chaffey and Smith (2017), frameworks for analysing Key Performance
Indicators (KPIs) and evaluating the influence of digital tactics on customer satisfaction and brand
awareness offer an organised approach to assessing the efficacy of digital marketing.

These theoretical foundations collectively enrich the conceptual framework of the study, offering a
comprehensive understanding of the multifaceted dynamics surrounding technology adoption, digital
strategies, and organizational responses within the context of the tourism industry.

Methodology

3.1. Study Design:

In order to examine the transformative impact of the COVID-19 pandemic on tourism marketing
techniques and the role of digitization, this research used a cross-sectional study methodology. The study
focused on the Georgian tourism industry, leveraging a comprehensive questionnaire to collect data from
tourism companies associated with the national tourism agency of Georgia.

3.2. Participants:

The study targeted tourism companies that had established memorandums with the Georgian Tourism
Association. Out of the 88 companies identified within this criterion, 19 companies actively participated
in the research by filling out the questionnaire. The inclusion of companies with formal affiliations with
the Georgian Tourism Association adds a layer of credibility and relevance to the study, ensuring that
participants have a tangible connection to the broader tourism network in Georgia.

3.3. Questionnaire Development:

The main tool for gathering data was a questionnaire that was carefully designed using the
Technology-Organization-Environment (TOE) framework as a guide and the theoretical framework.
Prior to distribution, the questionnaire underwent a pretesting phase to ensure clarity, relevance, and
effectiveness. Feedback from a small sample of individuals outside the study population contributed to
refining and improving the questionnaire.
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3.4. Data Collection:

The national tourism agency of Georgia facilitated the distribution of the questionnaire to the
identified 88 tourism companies. Online distribution of the questionnaire allowed for the collection of
replies over a five-month period, from March to July 2023. The online survey format allowed for efficient
data collection and timely retrieval of responses.

3.5. Data Analysis:

3.5.1. Statistical Analysis:

Demographic information and answers to categorical questions were analysed using descriptive
statistics, such as frequencies and percentages. These statistics provided an overview of the participant
profile and a snapshot of the distribution of responses.

3.5.2. Inferential Statistics:

In order to evaluate the correlations and differences between variables, inferential statistical tests were
utilised, such as t-tests or chi-square tests. The particular inferential statistical tests that were used
depended on the characteristics of the data and the study goals.

3.5.3. Regression Analysis:

To empirically test the formulated hypotheses, a robust statistical approach, namely regression
analysis, was implemented. This method facilitated the exploration of relationships between various
factors and the overall extent of digitization adopted by tourism companies. The regression model,
outlined in the "Research Methodology,"” was meticulously specified based on the hypothesized
connections derived from the theoretical framework and research questions.

3.6. Ethical Considerations:

The study guaranteed participant anonymity and confidentiality in accordance with accepted research
ethics. Prior to their participation in the online survey, all participants provided their informed consent.
The data was obtained exclusively for this study, and the research was carried out in compliance with
ethical requirements.

3.7. Limitations:

Despite efforts to guarantee the representativeness and variety of the participant pool, the study is
constrained by its exclusive emphasis on travel agencies connected to the Georgian Tourism Association.
There may be limitations to the generalizability of this to the whole Georgian tourism sector.
Furthermore, response bias is introduced by the use of self-reported data.

3.8. Role of the Georgian Tourism Association:

The Georgian Tourism Association played a pivotal role in facilitating the research process. Their
collaboration involved aiding in the distribution of the questionnaire to the identified companies,
ensuring that the study reached relevant stakeholders. This collaborative effort enhances the validity and
applicability of the study results to the Georgian tourism context.

3.9. Validation of Results:

The participation of 19 tourism companies, each with established memorandums with the Georgian
Tourism Association, adds credibility to the study. The results reflect the perspectives and experiences
of companies directly involved in the national tourism network, making the findings relevant and valid
within the Georgian tourism landscape.

In summary, the study's methodology was designed to capture the specific dynamics of the Georgian
tourism industry, leveraging the support of the Georgian Tourism Association to ensure the involvement
of key stakeholders and the validity of the obtained results. The collaborative approach enhances the
applicability of the findings to the post-pandemic digital transformation landscape in Georgia.
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Results

Based on the factors being studied and the research assumptions, the study's findings are reported.
The study employed several statistical methods such as descriptive statistics, chi-square testing, logistic
regression, correlation analysis, and multiple regression analysis to investigate the subtleties of
digitization techniques in the tourism industry.

4.1. Descriptive Statistics:

An summary of the major variables is given by descriptive statistics, which also highlight the dataset's
variability and central tendencies.

Digital Marketing Effectiveness: The mean score for digital marketing effectiveness was calculated
based on responses to indicators such as website traffic, social media engagement, and online bookings.
The standard deviation indicates the variability in effectiveness scores among tourism companies.

Impact of the epidemic on Marketing strategy: Responses to the question of how the epidemic was
believed to affect marketing strategy were analysed using descriptive statistics. The distribution of
answers was looked at, along with how frequently businesses switched from traditional to digital
marketing.

Organizational Dynamics: Descriptive statistics for organizational dynamics variables, including
organizational structure, culture, and leadership commitment to digitization, provide insights into the
prevailing internal dynamics among tourism companies.

External Environmental Factors: Descriptive statistics were used to investigate how the pandemic and
other external environmental factors affected the urgency and type of digitalization measures.

Analysis of Indicators, Feedback, and Sales Metrics: The extent to which tourism companies engage
in effective analysis of various indicators, feedback mechanisms, and sales metrics was assessed using
descriptive statistics.

4.2. Chi-Square Tests:

Chi-square analyses were used to investigate the associations among variables that are categorical,
with a particular emphasis on how the pandemic affected organisational dynamics and marketing tactics.

Chi-Square Test for Pandemic Impact on Marketing Strategies: The test assessed whether there was a
significant association between the perceived impact of the pandemic and the shift from classical to
digital marketing strategies.

Chi-Square Test for Organisational Dynamics: The association between effective integration of
digitalization techniques and organisational dynamics (structure, culture, and leadership commitment)
was investigated using a chi-square test.

4.3. Logistic Regression:

The study utilised logistic regression to examine the influence of elements connected to the pandemic
on the probability of implementing digital marketing tactics.

Logistic Regression Model: The logistic regression model included pandemic-related variables as
predictors and the adoption of digital marketing strategies as the outcome variable. Odds ratios were
calculated to determine the likelihood of adopting digital marketing in response to the pandemic.

4.4, Correlation Analysis:

The study employed correlation analysis to investigate the associations among variables, with a
particular emphasis on the correlation between digital marketing performance and organisational
dynamics.

Pearson correlation coefficients were computed in order to measure the direction and strength of
correlations. The study investigated the relationship between variables related to organisational dynamics
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and the efficacy of digital marketing.

4.5. Multiple Regression Analysis:

The study utilised multiple regression analysis to investigate the collective influence of many elements
on the efficacy of digital marketing.

Regression Model: The multiple regression model included variables related to the impact of the
pandemic, organizational dynamics, external environmental factors, and the analysis of indicators,
feedback, and sales metrics. The regression coefficients were examined to understand the unique
contribution of each variable to digital marketing effectiveness.

5. Discussion

The results are interpreted in light of the research hypotheses, theoretical framework, and body of
current literature in the discussion section. It looks at how the results may affect travel agencies
navigating the post-pandemic digital transformation environment.

Impact of Pandemic on Marketing Strategies:

The study's findings strongly corroborate Hypothesis 1, showing that the pandemic had a major impact
on changing the marketing tactics used by travel agencies. The chi-square test underscores a notable shift
from classical to digital marketing strategies among the surveyed companies. This aligns with existing
literature highlighting the pandemic's role as a catalyst for the accelerated adoption of digital channels
(Smith et al., 2020; Li & Lalani, 2020). The findings emphasize the adaptive response of tourism
companies to the changing landscape, with implications for long-term strategic planning.

5.2. Influence of Organizational Dynamics on Digitization:

Hypothesis 2 posited that organizational dynamics significantly impact the successful integration of
digitization strategies. The chi-square test and correlation analysis provide nuanced insights into the
relationship between organizational dynamics and digital marketing effectiveness. The results suggest
that flexible organizational structures, supportive cultures, and leadership commitment positively
correlate with the extent of successful digitization. This resonates with the literature emphasizing the
pivotal role of organizational readiness in shaping digital transformation outcomes (Bharadwaj et al.,
2013; Bozeman & Kingsley, 1997). The findings underscore the need for tourism companies to prioritize
internal dynamics conducive to digital innovation.

5.3. External Environmental Factors and Digitization:

Hypothesis 3 proposed that external environmental factors, particularly the pandemic, significantly
affect the urgency and nature of digitization strategies. Descriptive data show that the companies polled
are in agreement about how much the epidemic has affected their digitization initiatives. This effect is
further quantified by the logistic regression model, which shows that businesses that face more
substantial disruptions from pandemics are more likely to use digital marketing techniques. This aligns
with existing literature emphasizing the role of external forces as driving factors for organizational
change and innovation (Carnall, 2007; Damanpour, 2010). The study's findings underscore the adaptive
responses of tourism companies to external shocks, emphasizing the need for agility in the face of
dynamic environmental forces.

5.4. Digital Marketing Effectiveness and Analysis:

The study's focus on digital marketing effectiveness aligns with Hypothesis 4, which posited a positive
relationship between effective data-driven analysis and digital marketing success. The descriptive data
emphasise how important analysis is when determining whether digital marketing initiatives are
successful. The correlation analysis and multiple regression model further elucidate the relationships
between analysis variables and overall digital marketing effectiveness. The findings underscore the
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strategic importance of leveraging data to inform decision-making, optimize marketing strategies, and
enhance customer engagement. This resonates with contemporary literature emphasizing the shift toward
data-driven marketing practices as a key determinant of competitiveness in the digital landscape
(Hollensen, 2019; Sashi, 2012).

5.5. Technology Adoption and Tourism Digitization:

The Technology-Organization-Environment (TOE) framework was included into the theoretical
framework to emphasise the role that technological considerations play in influencing digitization
initiatives. The study's findings align with Hypothesis 5, emphasizing the importance of technology
adoption in enhancing the competitiveness of tourism companies. The examination of technology
adoption, which includes a range of digital platforms like social media, YouTube, Twitter, and TikTok,
highlights how complex technology integration is. This resonates with prior research highlighting the
diverse array of digital tools available to organizations in the tourism sector (Buhalis, 2003; Xiang et al.,
2017). The findings underscore the imperative for tourism companies to master and test a spectrum of
digital channels to remain competitive in the evolving digital landscape.

5.6. Organizational Dynamics and Digital Transformation:

The role of organizational readiness and dynamics in shaping the implementation of digitization
strategies was explored in alignment with Hypothesis 2. The results underscore the proactive response
of companies actively engaging in digital channels during the pandemic. Leadership commitment,
specialized teams, and IT specialists emerge as critical factors influencing the extent of digital adoption
within tourism companies. This resonates with existing literature emphasizing the role of organizational
leadership and internal structures in fostering a culture of innovation (Lacity et al., 2010; Bresnahan et
al., 2002). The study's findings highlight the need for tourism companies to cultivate a supportive
organizational environment conducive to digital transformation initiatives.

5.7. Changes in Marketing Strategies Post-Pandemic:

Post-pandemic, tourism companies face the challenge of not only recovering but also redefining their
marketing strategies, in line with Hypothesis 6. The literature underscores the need for a holistic
approach, integrating digitalization into the overall strategy. The findings shed light on the evolving
landscape of post-pandemic marketing strategies, ranging from full digitization to partial digitization.
This is consistent with earlier research (Eisenhardt & Martin, 2000; Teece, 2007) that highlights the
necessity of strategic agility and flexibility in response to changing environmental situations. The study's
results offer practical insights for tourism companies seeking to navigate the complexities of the post-
pandemic marketing landscape.

Conclusions

To sum up, this research offers significant understanding of the complex dynamics of digitalization
tactics in the travel and tourist sector, especially in light of the COVID-19 epidemic. By empirically
investigating the effects of external environmental factors, organisational dynamics, and the efficacy of
digital marketing on the acceptance and success of digitization methods, the research adds to the body of
current knowledge. The findings underscore the adaptive responses of tourism companies to the dynamic
landscape, with implications for strategic planning and organizational readiness.

The study's conceptual underpinning was strengthened by theoretical frameworks such as the
Technology-Organization-Environment (TOE) framework, Innovation Diffusion Theory, and strategic
management theories. The integration of diverse theoretical perspectives facilitated a comprehensive
understanding of the factors influencing technology adoption, digital strategies, and organizational
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In terms of methodology, the study used a structured questionnaire, convenience sampling, and a
cross-sectional design to collect data. To investigate the research hypotheses and variables under
examination, a variety of rigorous statistical techniques were utilised, including multiple regression
analysis, logistic regression, chi-square tests, and descriptive statistics. Ethical considerations were
integral to the research process, ensuring participant confidentiality and informed consent.

Notwithstanding several limitations, such as the sample size and cross-sectional design, the research
provides useful insights for travel agencies attempting to manoeuvre across the digital terrain. The results
highlight the pivotal role of organizational dynamics, external environmental factors, and effective data-
driven analysis in shaping the success of digitization efforts. Future research endeavors could expand
upon these insights by incorporating longitudinal designs, larger sample sizes, and a broader range of
tourism industry segments.

Essentially, this study adds to the current conversation about digital transformation in the travel
industry by laying the groundwork for future research projects, strategic planning, and well-informed
decision-making. The ever-evolving digital landscape demands continuous exploration, and this study
contributes a valuable piece to the mosaic of knowledge surrounding technology adoption and
digitization strategies within the realm of tourism marketing.
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INVESTIGATION OF THE CORRELATION BETWEEN EMPLOYEE
PRODUCTIVITY AND MOTIVATION IN THE COMPANY "INNOVATOR"

Abstract: In the article - "Investigation of the correlation between employee productivity and
motivation in the company "Innovator™ - in the period of 2018-2022 (number of observations n=5), the
density of the correlation between productivity (y) and economic motivation (x) in the company
"Innovator” is calculated and evaluated. The calculation is made both in terms of the entire number of
employees and on average per employee.

In any organization there is a resultative event and its cause (or causes). In this particular case, in
the company "Innovator™ the effective indicator is productivity, i.e. turnover (y), and the causal indicator
is labor remuneration (x). The correlation is one-factor, i.e. pairwise, and also linear.

In the paper, the density of the correlation connection is calculated by a special formula (4 yx ),
which is perceived as positively functional if its value is placed in the norm of the numerical connection
between the x and y values [-1; 1].

The research established that the correlation coefficient between productivity and motivation in
the company "Innovator" is:

for the total number of employees - 0.8075 (ie 80.7%)

per employee on average - 0.7959 (ie 79.5%)

Both these coefficients are placed in the interval between -1 and +1, which indicates the essentiality
of this connection. The essentiality (significance) of these coefficients in the paper is substantiated using
the student's distribution table.

The paper concludes that more than 80% of overall productivity in the company "Innovator" is
influenced by external motivation, i.e. the amount of remuneration, and the rest by the internal human
factor, i.e. "motivation 3.0".

Keywords: correlation; correlational connection; connection density; pairwise correlation;
successful event; causal event; correlation coefficient; Student criteria.

JEL classification: A2: M12;
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MODERN TRENDS IN MARKETING DEVELOPMENT AND ITS INFLUENCE
ON COMPANIES’ ACTIVITIES

Abstract: Marketing is one of the most important components of a company’s activities. Developing
and implementing effective marketing strategies is the best way to achieve their success, growth,
customer loyalty, and competitive advantage. Nowadays, companies have a lot of resources for
developing their businesses. Along with the development, the companies adapt to new trends, and the
adoption and use of these new trends will bring more success to the companies. Influencer marketing,
brand humanization, SEO (search engine optimization), communicational marketing and voice
assistants, the development of personal data security, and the active use of various social media
platforms are those modern trends that must be the most important components in modern companies’
everyday activities. Taking into consideration the above-mentioned trends and implementing relevant
approaches in practice will bring success to companies, increase awareness in society, interest a large
number of consumers, and strengthen companies’ competitive advantage.

Keywords: Marketing, marketing trends, social media, internet, influencer marketing, SEO.)
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Introduction and review of literature

Introduction: Marketing is one of the most important components for a business to achieve a
competitive advantage. It makes the customers aware of the company’s products and services, engages
them, and helps them make the buying decision. The marketing plan helps in creating and maintaining
demand, relevance, reputation, competition, and many other important factors. We can determine several
reasons why marketing is important for business. Concretely, it ensures effective consumer engagement;
Building and maintaining reputation; building relationships between customers and business; Boosting
sales; Staying relevant; and making informed decisions. An effective business marketing strategy helps
in boosting growth as well as growing the number of consumers for a business. Another benefit of
marketing is that it helps build a company’s reputation thereby leading to better trust among its
consumers.

Literature review: the terms marketing and marketing trends are connected with different scholars.
Philip Kotler (2020) states that today’s marketing is all about creating customer value and engagement
in a fast-changing, increasingly digital and social marketplace. Then, more than just making sales,
today’s marketers want to engage customers and build deep customer relationships that make their brands
a meaningful part of consumers’ conversations and lives. In this digital age, to go along with their tried-
and-true traditional marketing methods, marketers have a dazzling set of new customer relationship-
building tools from the internet, smartphones, and tablets to online, mobile, and social media — for
engaging customers anytime, anyplace to shape brand conversations, experiences, and community.

Hurriyat (2020) — states that companies that have absorbed the modern marketing concept and can
apply new marketing trends are one step ahead. he analyzes trends that can change competition
conditions, such as Green Marketing, Guerilla Marketing, Database Marketing, Interactive Marketing,
Word of Mouth Marketing, and Internet Marketing. Arora (2023) — evaluates the future trends of
marketing and discusses how social media and other online platforms are directly linked with marketing.

Sharma (2022) — states that companies have to take into consideration new marketing trends, such
as influencer marketing, social media marketing, SEO, and other important trends, if they want to gain
competitive advantage and consumer loyalty.

Methodology: The research methodology is based on the specificity of the research object, subject,
goals, and objectives. The method of bibliographic research, the logical analysis of relevant materials
and data collection are researching issues. Is presented practical materials, which were obtained based
on the interview method used in the research process.

Results: Marketing as a field, has undergone significant transformation and has changed. The most
significant change is that marketing is now more customer-oriented than producer-oriented. These
changes were caused by various factors, such as technological advancement, globalization, deregulation
policies in business in national and international markets, and others. Nowadays customers are becoming
more demanding, and they have begun to expect products and services with better quality and service.
They are becoming more knowledgeable and they receive information from many resources, such as
magazines, newspapers, TV ads, email, and from Internet, which is one of the most important information
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sources for customers. They can find out information about brands in social media, on different platforms
such as Facebook, Twitter, Instagram, LinkedIn, YouTube, and many others.

During the process of significant transformation of marketing, marketing trends have changed too.
In the Pre-Digital Age, relevant trends in marketing were: Basic printed works (flyers, newspapers,
posters, phonebooks, etc.); Billboards; Radio advertisements; Telemarketing; and Early Television
advertisements.

During the Digital age, new technologies such as rudimentary mobile phones, first-generation
computers, and user-friendly printers were emerging. There is a direct correlation between the type of
technology available and the forum in which marketing is best communicated. The top trends in the
digital age include expanded Print Advertising; Expanded use of television Advertisements; and the
Introduction of Spam Emails.

The Dotcom Bubble occurred in 1995-2002. This era is centered around the internet, search engines,
and mobile device improvements. Some marketing trends during this time included: Early Search Engine
Optimization Improvements; AdWords and PageRank; and Early Blogging.

The marketing present in today’s society is a combination of previous trends that have been
improved upon, such as TV ads and Print, and others. The most common trends for today are Social
Media Marketing; Retargeting Campaigns; Text Message Advertisements; Targeted Emails; Internet
Video Advertisements etc. If before simple videos, mobile, content, mobile commerce, integrated
marketing, wearable technology such as Apple Watch, and Micro-targeting were important trends for
companies for developing their activities, now are important other trends. Such as: influencer marketing
will evolve into a common marketing tactic; video marketers will keep content short; Social media will
become a customer service tool; more businesses will leverage SEO to concur search traffic; Mobile
optimization will be even more important; more companies will prioritize social responsibility; aligned
marketing and sales teams will win; Experiential marketing could make a comeback; Inbound marketing
will remain a best practice for growing brands; Virtual reality (VR) and augmented reality (AR) will
experience slow adoption in the marketing sphere; More brands will test out native ads;

Brands are taking over social media — people spend a lot of time on social media. A study in the
United States found that 57% of people under the age of 24 start their day by browsing their social media
feeds. Older users (+35) prefer to receive news from direct sources. The target audience needs to take
into account this circumstance, to affect consumers.

Social networks are a great platform for sales nowadays. Developers continue actively working on
increasing the functionality of purchases. In this area, the trend of next years is expected to be an even
stronger integration of social networks with e-commerce. According to the “Smart Insights” report, 87%
of people are used to buying products online, these web groups are what drive their purchases.

Like 2022 marketing trends, brands will continue investing heavily in YouTube, Tik Tok, and
Instagram and will use the power of video content to engage and interact with consumers in 2023. Video
remains an increasingly popular medium for storytelling. Livestreaming is rapidly gaining traction and
allows brands to build closer relationships with their audience and foster greater trust. According to the
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results of “the HubSpot Blog’s 2023 Marketing Strategy and Trends report”, marketers plan to increase
their investment in several platforms (chart 1).

Chart 1: social media platforms in which marketers plan to increase their investments

Tik Tok | 629
Instagram | 4%
YouTube [N 49%
Linkedin I 43%
Facebook [ 43%

0% 10% 20% 30% 40% 50% 60% 70%

Source: The HubSpot Blog’s 2023 Marketing Strategy and Trends report”

YouTube Shorts, Instagram Reels and Tik Tok are all short-form video formats that have exploded
in recent years.

Podcasting — Content creators use podcasting to reach their audience. Podcasts help you reach highly
engaged audiences and create original, engaging content that listeners can easily download or stream.

Influencer marketing is one of the most popular new trends. Advertising with bloggers in video
format brings more new subscribers and significantly increases coverage. It helps to access a new
audience; more frequent contact with subscribers; level of brand trust. According to the results of
collaboration with influencers has increased the number of consumers. For example. Influencer
marketing spending in the United States in 2019 was 2.42 billion U.S dollars, 2.76 billion in 2020, 3.69
billion in 2021, 4.14 billion in 2022 and experts consider that it will be nearly 4.62 billion in 2023.

SEO continues to be a lifeline for marketers around the world. We can say that SEO is one of the
key marketing trends. According to the results of “Bright Edge Research company”, 53% of the United
States population prefer SEO, 27% - other resources, 15% to paid resources, and 5% organic social.

Brand Humanization — for customers brands must share their values. When a customer sees not only
the logo, but the people who create it — the consumer becomes more sensitive and loyal to the brand. For
the next year, companies will invest in this marketing trend more than today.

Gamification — is an example of interactive marketing that uses game-like elements to engage and
entertain audiences. Whether in education, recruitment, or e-commerce, brands use gamification to
increase their presence and reach new audiences. Sephora, for example, uses gamification to promote its
rewards program, engaging customers with fun challenges and rewarding them with discounts, makeup
samples, and other perks. Conversational marketing and voice assistants — Buyers are willing to spend
more than 10 minutes on their request. If the manager is busy and cannot answer the buyer's call, it should
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be replaced by a voice bot. otherwise, the client will be lost. Chatbots can answer the most frequent
questions, help you navigate the site, or provide basic recommendations. They can solve your problems
24/7. So, this is a new trend in marketing. Omnichannel Marketing: integrated Online-Offline Customer
Experience. Omnichannel marketing is a holistic strategy that creates an integrated customer experience
across all channels and touchpoints. It helps brands build stronger relationships with their audiences and
drive more sales by engaging customers through multiple channels, from social media to in-store
interactions.

Increasing the level of data security — every buyer wants to be safe from different hacker attacks
while purchasing products online and paying by card. They are making transactions on the internet and
the protection of the personal data of consumers must be at a high level. Marketing policy should take
this fact into account. This new marketing trend involves the use of new ways to collect use data while
ensuring its safety. All these actions are aimed at increasing the level of trust in the brand and increasing
the customer base.

Artificial intelligence - analytics, representation of a social, and political position, social
responsibility — ecological marketing, D2C model of ads (Direct to consumer), and many others are new
trends that must be taken into consideration by companies, to provide effective marketing campaigns,
attract buyers and gain competitive advantage.

Companies have to realize that: influencer marketing will evolve into a common marketing tactic,
video marketers will keep content short, social media will become a customer service tool, more
businesses will leverage SEO to concur search traffic, mobile optimization will be even more important,
more companies will prioritize social responsibility, aligned marketing and sales teams will win,
experiential marketing could make a comeback, inbound marketing will remain a best practice for
growing brands, virtual reality (VR) and augmented reality (AR) will experience slow adoption in the
marketing sphere, more brands will test out native ads and many other circumstances.

Here is a marketing trends which marketers plan on leveraging for the first time (chart 2).

Chart 2: marketing trends do marketers plan on leveraging for the first time

25%
21%

20% 18%
’ 17% 16% 16% 16% 16%
15%
10%
5%
0%
short-form  selling products  Influencer Mobile Mobile-friendly  eg. Social Virtual events,
video content directly in Marketing messaging  website design responsibility webinars, and
(tik tok, reels, social media (sms, Facebook conferences
YouTube apps (eg. Messenger,
shorts, etc) Instagram WhatsUp...)
Shops)

Source: GWI (Global Web Index) study
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To determine the public's attitude towards the trend that companies use in the modern world, we
conducted online marketing research using a questionnaire survey method (320 respondents were
interviewed). During the research, we tried to find out what society thinks about marketing approaches
and the industry - whether they are the same or if they have changed in the last 3 years. 78% of the
respondents agree and think that in the last three years, marketing has changed more than in the past 50
years, 17% neither agree nor disagree, and 5% disagree (chart 3).

Chart 3: marketing has changed more in the past 3 years than in the past 50

5%

N

= Agree = Neither agree nor disagree Disagree

Source: chart is constructed by the authors based on research findings
We tried to identify the most perceptible new marketing trend from the point of view of consumers
- short-form video content on different platforms (such as Tik Tok, Instagram, YouTube, Facebook,
LinkedIn, etc.), influencer marketing, SEO, gamification, Conversational marketing, voice assistants,
and other trends. 35% of our respondents point out that short term video content is most perceptible, 45%

think that influencer marketing is more perceptible, 15% name SEO, and 5% mention other new trends
(chart 4).

Chart 4: the most perceptible new marketing trend from the point of view of consumers

short term video content _ 35%
Influencer Marketing _ 45%
other - 5%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
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Conclusions

We have seen that companies have gone through many phases thus far. Markets and business are
dynamic, and new developments, ideas, and trends will appear. They cannot ignore these changes if the
company wants to gain a competitive advantage. Only those companies will achieve success which can
adapt to modern marketing trends such as influencer marketing, mobile-friendly website design, short-
form video content, virtual events, webinars, etc. and actively implement them in their everyday work.
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A STUDY OF STAFF MOTIVATION AND ORGANIZATIONAL
COMMITMENT IN THE HOTEL INDUSTRY

Abstract: It suggests that successful companies know the importance of commitment and
motivated employees for business efficiency. In this paper, we aimed to study the interrelationships of
professional motivation and organizational commitment of employees in the tourism sector, particularly
in medium-sized hotels. Also, the influence of factors such as organizational trust and organizational
culture on motivation and commitment. The empirical research was carried out in medium-sized hotels.
In the study, 110 participants were included from various positions.The statistical analysis was an
evaluation by SPSS software program P< 0,05 is considered statistically significant. According to our
study, hotel staff's organizational commitment is above average; It is suggested that internal motivation
is leading for employees. Notably, a statistically significant relationship was revealed between staff
internal motivation and organizational commitment. The statistically significant linkage was revealed
between intrinsic motivation and affective, also intrinsic motivation, and normative commitment. The
study found that t organizational units’ components are of static importance concerning trust
components. A statistically significant relationship was found between professional motivation and the
confidence level components in an organization. According to factor analysis, trust is essential in staff
organizational commitment and motivation.

Based on our study, we have thought that companies' management should pay more attention to social
capital development in organizations. Moreover, the company management should be interested in
motivating and commitment to the staff of their companies. It is advisable to introduce a culture of
employee motivation, organizational loyalty, and organizational trust assessment and self-assessment,
the analysis of which will be used in the development of motivation strategies. However, in introducing
a motivational system, much emphasis should be placed on stimulating intrinsic motivation.

Keywords: Hotel industry, motivation, organizational commitment
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Introduction and review of literature

Notably, interest in the importance of human resources for companies and corporate governance
technologies has increased in recent decades (Cohen, 2007) (Roche & Haar, 2013). However, some
researchers have shifted the focus from external motivations of employees (salary, recognition, career
advancement) to the development of internal motivation of staff and the development of emotional
(affective) commitment and internal motivation to achieve employee satisfaction and organizational
success (Righy & Ryan, 2018). This approach is of particular importance in the current context of the
COVID-19 pandemic when in many cases, the external motivation of staff is minimized in the face of
the financial crisis in labor organizations. The positive correlation between employee motivation and
organizational effectiveness has been confirmed by numerous studies (Dobre, 2013), (Singh, n.d.) The
practical significance of the issue is because all organizations want to be successful, and to achieve their
goals and objectives, they develop competition strategies to increase their effectiveness in the labor
market. Success-oriented organizations consider motivated employees as their primary resource. It
should be noted that people can motivate others as well as self-motivated. Motivating others means
encouraging their behavior to provide the desired outcome for the behavior's subject. Motivated people
reveal most of the time; they decide what effort should be put into the behavior. We are dealing with the
best form of motivation when they believe they have chosen the right direction to achieve a goal. Most
people, however, need motivation. Consequently, it depends on the organization's management policy
how well they will implement an effective staff motivation system in their companies. Now, tourism is
defined as one of the main priority directions of the economy for Georgia. Covid - 19 The economic
crisis caused by the infection has affected all sectors. The tourism sector has been particularly hard hit
as countries, including Georgia, closed their borders for security reasons during the global pandemic.
However, according to the Georgian government's anti-crisis plan, tourism remains a part of its economy.
Accordingly, for the organizations operating in this field, we consider a survey conducted in the hotel
industry, which aimed to study the relationship between employee motivation and organizational
commitment in accommodation facilities.

As already well known, there are two main types of motivation in the scientific literature:
intrinsic motivation (IM) and external motivation (EM). External motivation is driven by stimuli with
positive or negative content from the environment. Distinguish between external positive (EPM) and
external negative motivation (ENM). External positive motivation is based on encouragement, increased
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remuneration, recognition, or promotion (including attempts to obtain them), while external negative
motivation is based on any type of punishment or attempt to avoid it (for example, reduction of
remuneration or reprimand). In contrast to external motivation, internal motivation does not depend on
external stimuli. It is based on motivators such as work motivation, where people find their work
meaningful, challenging but interesting, giving them autonomy, advancement, and development
opportunities. During intrinsic motivation, it is essential for a person to realize himself maximally in the
field of what he is doing (4rmstrong’s Handbook of Management and Leadership : Developing Effective
People Skills and Better Leadership and Management - University of Cumbria, n.d.).

Notably, among the factors influencing staff motivation in modern organizational psychology,
special attention is paid to the study of employee organizational commitment. The word "organizational
commitment™ was first used by Barnard as a measure of organizational effectiveness. Organizational
commitment, as a psychological construct, reflects the connection between a person and an organization.
Organizational commitment as a social attitude is defined as follows: 1) Strong desire (commitment) for
membership in the existing organization; 2) Desire for maximum effort (involvement) within the interests
of the existing organization; 3) Strong belief incorporate values and acceptance (identification) of the
goals of the organization (Mowday et al., 1979). There is no consensus among practitioners and
researchers to understand organizational commitment's psychological construct (Eskandaricharati, 2013)
(Dominiak-Kochanek, 2016). Organizational commitment is still considered a psychological condition
that expresses the connection between the organization and its employees. Also, it is related to their
decision to continue their activities in this or that organization.

It should be noted that modern studies of organizational commitment were based on an article
by American sociologist Harry Becker on analyzing this concept, "Notes on the Concept of
Commitment." Over time, people become attached to the organizations in which they work, and it is not
easy to break that attachment to the organization (Becker, 2010). This paper became the foundation for
the first and earliest research on organizational commitment (behavioral commitment line). In these
studies, organizational commitment is manifested in specific behaviors when a person continues to work
in an organization even though they can find a better job. Such behavior can be various "investments"
made by a person in work. The cumulative power of this "investment” plays the role of a deterrent if a
person wants to leave the organization. The first model of organizational commitment was influenced by
the theory of social exchange, according to which the main motive that forces the employee to stay in
the organization is to strive for a positive salary balance. The,, Investment Model*“ of Razbolt and Farrell
distinguishes between satisfaction and commitment and believes that there is a stronger connection
between commitment and commitment than between satisfaction and commitment. Commitment is
considered to be a more complex variable than satisfaction, and it depends not only on a positive wage
balance but also on the availability of attractive alternative jobs and the size of previous investments
(Rusbult & Farrell, n.d.) (Rusbult & Farrell, n.d.). Later in psychology, a new research line on
organizational commitment was formed: psychological, attitudinal, or rational. According to the study,
commitment is perceived as a positive attitude of the employee towards the organization. The majority
of attitudinal studies are based on Mowday et al. The view that organizational commitment is seen as a
relative degree of individual identification and involvement in a particular organization (Mowday et al.,
1979). Meyer and Allen had attempted to combine the study of attitudinal and behavioral commitment.
They identified two components in the construct: affective and continuous (temporal). Affective
commitment (attitudinal component) expresses the individual's confidence in the organization's goals,
the sense of the importance of the values of the organization, and the personal satisfaction that he receives
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as a result of involvement in the organization. Continuous commitment (the behavioral component)
depends on the degree of perceived costs that can lead to leaving the job and limiting alternative
employment opportunities (Allen & Meyer, 1990). Later, Allen and Meyer added a third, normative
component to the model. Based on I, Wiener stated that ethical solid or moral obligations could condition
human commitment to the organization. Thus, through this three-component model of commitment, the
level of attachment to the individual organization is explained as follows - they want (affective
component), are forced (continuous), and are obliged (normative) to stay (Allen & Meyer, 1990). Based
on the Meyer and Allen model, the Questionnaire Organizational Commitment Scale (OCS) was
developed, which consists of three subscales and six provisions: Affective Commitment Scale, (ACS),
Continuous Commitment Scale, (CCS) and Normative Commitment Scale (NCS). Today, this concept
is considered the most effective organizational commitment model (Eskandaricharati, 2013), and its
evaluation method is the method with the best psychometric properties (Cohen, 2007). According to
studies by Mathieu and Zajac, there is a strong correlation between commitment and job satisfaction. A
satisfied employee is motivated and tries to contribute to the development of the organization. A variety
of factors influences organizational commitment. There are two main groups of factors that affect
organizational commitment: Individual characteristics and employees' situational characteristics (main
characteristics of work and socio-psychological factors) (Mathieu & Zajac, 1990).

Accordingly, our study aims to examine the interrelationships of employee motivation and
organizational commitment in accommodation facilities. Also, the influence of factors such as
organizational trust and organizational culture on motivation and commitment. The survey was
conducted in accommodation facilities on the territory of the Autonomous Republic of Adjara. In our
study, we included High-class, medium-sized, branded hotels.

Methodology

The research was conducted in two stages. In the first phase of the research part, the research
variables were identified within the qualitative research and prepared for quantitative research. The
following were selected as research tools: Allen N.J., Meyer J.P. - "Organizational Commitment Scale"
(Handbook of Employee Commitment, n.d.). Zamfir K. - "Methodology for Studying Professional
Motivation” ; Shaw R. B. - ,,"Method of assessing the level of trust in the organization” (Shaw,
1997). Cameron and Quinn -"Organizational Culture Diagnosis Questionnaire™ (Cameron and Quinn,
2011). The quantitative research surveyed the staff (110 persons). employed in accommodation
facilities, in particular in medium-sized hotels. (P< 0.05 is statistically significant during statistical
processing and analysis of research materials.

Results

In our present study, an analysis of data from Allen's ,, Organizational Commitment Scale”
found that the level of organizational commitment of employees in accommodation facilities is higher
than the average for both the overall level of commitment and the individual component. Among them,
affective commitment has the highest rate, followed by normative commitment, and continuous
commitment has the lowest rate (Fig. 1).
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Fig. 1. The indicators of organizational commitment of hotel employees

The study showed a positive correlation between the overall organizational commitment rate and the
commitment components (Table 1). A statistically significant correlation was found between the main
component of commitment. The components of effective, continuous, and normative commitment
correlate positively with each other. Consequently, the existence of any form of commitment already
allows for the existence of other forms as well.

Table 1. Correlation rates between organizational commitment components

ACS CCS NCS OCsS
ACS 1 2617 549 780"
CCS 2617 1 501" 7247
NCS 549 501" 1 866"
OCS 780" 724" 866" 1

**_Correlation is significant at the 0.01 level
*, Correlation is significant at the 0.05 level

This result confirms Meyer and Allen's concept that these three components are components of one
construct and are interconnected. However, normative commitment is more strongly associated with
affective and persistent commitment than affective commitment and continuous commitment. This is
explained by the circumstance that differs from each other most effective and continuous commitment.
The Affective Commitment Scale (ACS) measures the degree of employee identification, engagement,
and emotional dependence. The Continuous Commitment Scale (CCS) is the degree to which an
employee understands the costs associated with leaving the company.
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Consequently, an increase in affective commitment is more likely to increase normative commitment
and vice versa than it would concern continuous commitment. Romanian sociologist, Zamfir's
Methodology studied the motivation of hotel employees for Studying Professional Motivation. The
method is based on the concept of internal and external motivation. Interpretation of the research results
allows defining a person's motivational complex, which is a ratio of three main types of motivation
(internal, external positive, and external negative).

According to the author, intrinsic motivation is related to human requirements. That is why he
works with pleasure, without any external pressure. If the motivation for professional activity is to pursue
other needs (social prestige, salary motive, etc.), we are dealing with external motivation. Zamfir
believes that it is essential for employee productivity to be the leading motivation for work efficiency
with external positive motivation, without external negative motives or at least at the based on their
limitation. The following two types of ratios are considered to be the best optimal motivational
complexes: 1) Internal motivation is greater than external positive motivation, which in turn is greater
than external negative motivation (IM) >(EPM) > (ENM); 2) The rates of internal motivation and external
positive motivation are equal, but external positive motivation exceeds external negative motivation
(IM)= (EPM) > (ENM); The worst professional motivational complex is when external negative
motivation is greater than external positive motivation, and the latter is greater than the rate of internal
motivation. Notably, as Fig. 2 shows, the average rates of frequencies obtained in hotels are based on
a survey on professional motivation by types of motivation. The motivational complex identified with
employees can be evaluated as the best, optimal motivational complex, since, according to the results - -
internal motivation> external positive motivation> external negative motivation (Fig. 2).

ENM- IM-
3.609 4545

EPM -
4.167 ’

Fig. 2. The motivational complex in accommodational facilities.
Intrinsic motivation (IM); Extrinsic positive motivation (EPM); Extrinsic negative motivation (ENM)

A study of staff motivation found that internal motives primarily determine these individuals'
motivation; Next, motives with positive content from the environment. Remuneration, career
advancement and merit of social prestige, and others' respect. However, it should be noted that the
qualitative indicators of external negative motives are also above average, which means that it is essential
that internally motivated individuals do not become the subject of criticism by their superiors or
colleague. The correlation analysis showed a statistically significant relationship between staff intrinsic
motivation and overall commitment rate (P < 0.05). The association between intrinsic motivation and
affective commitment is significant (P < 0.01) and between intrinsic motivation and normative
commitment (P < 0.05). There is no statistically significant link between continued commitment and
intrinsic motivation. Research has shown that when an employee realizes himself in the work process
and his activities are based on the work itself and its results, organizational commitment increases and
vice versa. At the same time, organizational commitment is expressed in the company's emotional drive
and obligations towards it. Due to moral or ethical principles, an employee who feels a particular
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obligation to the company cannot leave it. The role of continuous commitment in this relationship is
significant because, in the case of intrinsic motivation, there are intrinsic motives, internal professional
burning, and pleasure from the work process, E.g. creative, intellectual, etc. Continuous commitment, in
its essence, is a forced commitment to the company. A person gets a lot from the organization and stays
in the company because he does not see a better employment chance.

The study found that the relationship between staff external motivation and organizational

commitment is not statistically significant (Table2). Based on the results obtained, we share M.
Armstrong believes that external motivators can have an immediate and powerful effect but will not last
long. Intrinsic motivators related to "quality of work-life" are likely to have a more robust and longer-
lasting effect, as they are related to work and are not externally wrapped up in forms such as incentive
pay. The positive correlation confirmed by the research results between the internal motivation of
employees and affective commitment is an indication that companies should facilitate the process of
identifying the employee with the company. It is crucial that the employee feels like a full-fledged part
of the organization. It is possible to take adequate measures that will create such working conditions for
individuals for whom their profession, their activity is essential, which will form a person and emotional
attitude towards the company and obligations. A close link between affective and normative commitment
within the study should be noted. By doing so, the company can retain individuals for whom internal
motivation is paramount. Concerning others, such actions are likely to be less effective.
As mentioned, organizational commitment is influenced by a variety of factors. Among them is trust, a
social-psychological factor of organizational commitment (Chen et al. 2005). For organizations in an
ever-changing environment where uncertainty and risk are high, employee trust in the organization
becomes much more critical as it prevents them from casting doubt on management during periods of
uncertainty.

Table 2. Correlation between staff motivation, organizational commitment and level of trust

in the organization

G2
5 el
o s€s
o g | s8%

5 S ) 2 5§82 s

2 © 3 £ 03 g % 2 a a = s %

e a w EES < o z o} & a
Trust 1 597" 632" 512" | 803" 248" 306" 239" | 333" 254" | 264~ | 231
Care 597 |1 760" 706" | 882~ 300" 234 299" | 353" 2727 | 216* 204"
Decency 632" | .760" 1 711 | 896" 326" 270" 377" | 411” 306" | 237" 190"

- 512" | 706" 711 1 854" 452" 379" 308" | 520" 319" | .196* 268

Efficiency
The total
rate of trust | gau | ggow 896™ 854" |1 391" 343" 380" | 471" 337 | 2100 | 2%
towards the
organization
ACS 248" | 300" 326" 4527 | 391" 1 261" 549" | 780" 258" | 110 ~002
ccs 306" | 234" 270" 379" | 343" 261" 1 501" | 724" 098 | 072 023
NCS 239" | 299" 377 308" | 380" 549" 501" 1 866" 212" | -031 -063
0Cs 333" | 353" 4117 520" | 471" 780" 724 866~ |1 243 | 064 _018
IM 254% | 272" 306™ 319" | 337" 258" 098 2120 | 243 1 467 | 258
EPM 264" | 216" 237 106" | 270" 110 072 031 | 064 4677 |1 338
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According to American business consultant Robert Bruce Shaw, trust implies the hope that the
people we depend on will justify our trust. The effectiveness of management activities is evaluated within
the effectiveness component. The decency component is related to justice. Care is expressed in promoting
professional advancement, promotion, etc. (Shaw, 1997).

The organization's employees overall level of trust is assessed as high as the survey conducted
at the accommodation facilities. The components of "decency™ and "care" are rated at the average level.
Also, "efficiency"” and "trust” assessed as the component at the average level. The correlation analysis
of the materials obtained in the direction of motivation, organizational commitment and trust showed
that all components of organizational commitment are positively correlated with the overall level of trust
in the organization (the correlation is significant at the level of p < 1 0.01) and concerning each
component of trust. This result confirms the close correlation between these two factors. Also, within the
study, statistically significant positive correlations were revealed between the types of professional
motivation and the overall level of trust and between each component (Table 2). As mentioned, the study
revealed an optimal motivational complex with employees, which means that internal motivation is more
important than external positive motivation, which plays a more critical role than external negative
motivation. It suggests that a high level of trust in the organization is a determinant of employees'
professional motivation. However, this issue needs further research. As mentioned initially, in parallel
with the survey of professional motivation and organizational commitment of hotel employees, the
employees assessed the companies' organizational culture and identified the type of organizational
culture they preferred. The study aimed to examine how organizational culture influences professional
motivation and organizational commitment. The study has not found a link between professional
motivation and organizational culture. The association was confirmed between clan organizational
culture and normative commitment (the association is significant at the level of p <0.05). As a result, we
conclude that open communication in the organization, the formation of trustworthy and friendly
relations by the management, which is typical for the clan type of organizational culture, helps increase
employee commitment. However, this commitment is at the level of commitment and not at the level of
emotional commitment. In the next stage of the research, the main components' method, turnover -
varimax with Kaiser normalization, was factorized by the principal components' method.

The purpose of the factor analysis is to identify the following factors in the study's relationships:
organizational commitment, staff motivation, trust, and organizational culture weight. As a result of the
general sampling data factorization, all the study variables introduced by us in the study were identified
as factors. The factor | represent trust, with all four of its components, and it accounts for 28.77% of the
total dispersion. Factor Il is organizational commitment, and it accounts for 15.19% of the total
dispersion. Factor 111, which accounts for 10, 07% of dispersion, does not cover the organizational culture
classification we use. The factor is represented without a bureaucratic culture. Factor 1V is occupational
motivation, and it accounts for 9.39% of the total dispersion (explained dispersion totals 63.42%).
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Table 3. The analvsis of factor in the organization
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According to our results, factor analysis confirmed the correlation between the first measurable
signs: On the one hand, between trust, care, decency and efficiency. On the one hand, between affective,
continuous, and normative organizational commitment, and on the other hand, between internal, external
positive, and external negative motivation. According to factor analysis, there is a correlation between
the first measurable signs because the same factor determines these signs. A correlation between the
components of trust and commitment was also expected. They are components of one factor.
Organizational commitment is a three-component variable. Trust was assessed according to the method
according to four components. Organizational commitment is a three-component variable. Trust was
assessed according to the Show method according to four components. As for the relationship between
professional motivation types, an optimal type of motivational complex was revealed in the study's
subjects. The employee is essential to his / her work and wants to be realized in the profession. At the
same time, he expects his work to be recognized, appreciated. When an employee tries to realize himself
and seeks recognition, it is logical that he tries to avoid being reprimanded or punished by others. The
positive correlation between the types of professional motivation is not contradictory when there is an
optimal motivational complex on the face, and it explains well the professional motivation of the
employees as a whole. Factor analysis revealed that the organization's trust level has the most significant
weight in the relationship between organizational commitment, staff motivation, and self-confidence.
Trust is a critical concept in social capital theory. According to Putman, "social capital” is ,, features of
social life--networks, norms, and trust--that enable participants to act together more effectively to pursue
shared objectives. Social capital is an integral part of human capital. The human capital theory considers
people to be active and focuses on the following factors: organizations' investments in people will return
to organizations with valuable results (Armstrong and Taylor, 2020). Accordingly, the organizations'
management should consider the importance of establishing a staff motivation system in the company.
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Conclusions

Empirical analysis of the data showed the following: the level of organizational commitment of
the hotel staff involved in the study is above average; there is a statistically significant relationship
between staff internal motivation and organizational commitment; a positive correlation was found
between intrinsic motivation and affective, intrinsic motivation and normative commitment; an optimal
motivational complex was identified with the staff; leading is intrinsic motivation; the components of
organizational units are of static importance in relation to the components of trust; a statistically
significant relationship was found between professional motivation and the components of the trust level
in the organization; the connection between clan organizational culture and normative allegiance was
confirmed; trust is of the utmost importance in the relationship between organizational commitment,
trust, and professional motivation.

In conclusion, based on the statistically significant linkage between organizational
commitment, professional motivation, and organizational trust, it is suggesting: hotel management
should promote a climate of organizational trust in companies; It is essential to build institutional trust
or to have trust in the structure, processes and policies of the organization; the statistically significant
link between staff internal motivation and organizational commitment indicates that companies should
prefer external employee incentives and internal factors. A system of motivation should be introduced,
focusing on the development of employees' internal motivation. To establish this system, it is essential
to introduce employee motivation, including self-assessment research, in companies. It should be noted
that the present study was conducted several months before the pandemic, it is advisable to conduct a
similar study again after the full recovery of economic activity in the tourism sector. A repeat study can
examine the impact that the current situation has had on the motivation, organizational commitment, and
hotel staff's trust.
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INFORMATION MANAGEMENT OF MASS COMMUNICATION

Abstract: Information management in modern Georgian mass media is a completely new
research and innovation. In this article, for research purposes, we talk about the functions of information
media, and as a recommendation, the ways and methods of manipulating people through information
communications are discussed. Peer technologies are also considered significantly for research.

As we know, the media is mostly engaged in covering such issues as: education, health care, poverty,
current events in the world. However, we should also not forget that the media plays a major role in
fostering national self-awareness. The media is the main informant, a kind of transfer for the society on
social, economic, political and cultural issues both inside and outside the country. "Communication
affects culture, although it contributes to social and economic development. It mobilizes society and
demands the appropriate attention from them."” (Wilmer Shrem)

The main function of information media management is the development of an organizational structure
that facilitates the provision of correct information to the public.

Media has a great influence on society, especially this influence is observed on human psychology. If
for a long time the society thought it unbelievable to achieve various goals through the media, today it
can be considered a normal occurrence. This was caused by the development of technology and the entry
into the field of mass communication of the economy.

The media can both lower people's worldview and its decline, informational regression.

Thus, information management is the process of functional management of information. Its essence lies
in the fact that a clear result is obtained by coordinating information, which is possible through top
managers.

Keywords: information management, PR technologies, advertising, manipulation, media
economy, electronic technology.
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056 B35 bW §39390L FoLMIM03-3mFM603>30IO YIMHOYOHNMBIMS OLEHMEO05TO0.

dsLMmO®030 336035300l BMBJ3090Dg 0bBMEOTE0S 3090IEPMBT MBS Do HWMEIS-
dols 65d6M3J0. oMM Wsbv)geol dobg30m, ,,doLMdM030 336035300l JOMOMIO 3b-
43055 oM98mbY 05330603905, LEBMYSMYIOL Bb3sILBZS BoffoErgdol 3MEMYWsE0s, b wW-
0090 39835000905 S LMEFOMIMWEWIOOo 999330MJMOOL 2o3JTs. SF0EHMDs3 Bob T9dmy-
300355 33960353008 300390 IMPYWO: 306-Ool 5FdMIL-OMIGEo sGboM-30L 9Bbgds-
MO0 9839JGH0?“ [5. 33.9].

133


mailto:editor@iem.ge
https://iem.ge/ojs/index.php/journal/home

International Scientific Journal Innovative Economics and Management

E-ISSN:2449-2604 editor@iem.ge Vol 11 No1.2024

el (]

0653m®35300L 9B 099 3390 39IbMmEMY0gdol oz (39egds 4obLbgs390Eo 0bEg-
Blogmdom, Boasd momddol dogels Abmgwromdo 89096939, ogMs. MMI3S 3LGHIWO
536593, oL3M3MB60 353008 FEMOIEIME MOC0GOHJHZTOMU, ,,6396 3EBMIOMDM MO JEOMDS-
@6 LmRgErdo, 560999 99339000 5996909 3MEJXJOT0, HMIWIOOG FAMOIMSE 0fo6)-
dmgds, Bo650 6o gds m3sw®s [5. 3., 327].

960060v) 3060 Mogz0l Fogabdo ,,dmy35MmEo 3@, GMAMEO 3003l 0bEHIMbgEo h396L
3G, §9OU: ,,00Joe00dg F9MBoLEBHGOL 56 59300 3MDbS0MO FMEOTIMEOHO Q9B GdS
399030000 9d5. 0Lobo 98EId0m 3350306 FMLIBMYGOSL, HMAMOE BB, FOL, OHMYME3
65930l @ 35M9MUL, O3 0bxmOTs305L.“ (8. 93. 201)
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THE CLUB OF ROMAN AND MODERN NARRATIVES
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Abstract: The Club of Rome is an international non-governmental organization that unites world-famous
scientists and public figures from different countries. The contribution of the Club of Rome is best known
for its report “The Limits to Growth”, which was a turning point in addressing the challenges of
sustainable development. In the article we examine the background to the creation of the Club of Rome
and the contradictions that arise during the club’s activities. We also provide critical statements about
the conspiracy theory of the activities of the Club of Rome. The article proves that conspiracy theories
and the activities of the Club of Rome do not have a specific logical connection. In the article, we set the
task of reforming the economy, the task of gradually moving away from measuring the level of economics
with GDP indicators, as not meeting the tasks of assessing the level of social well-being of the country,
since the formation of GDP is based on the world price environment of products and services. The main
hypotheses of our research are an attempt to substantiate the transition to an objective measure of the
state economy. Our article attempts to analyze a new approach to human economics as an element of the
biosystem.

The article poses the problems of transition to a regenerative economy and management, and notes the
relevance of solving these problems for Kazakhstan, in particular the issues of regenerative agriculture
and regenerative urbanism. We also analyzed ideas for implementing the principles of the “donut
economy.” The work presents the directions of modern research of the Club of Rome and work, in
continuation of “The Limits to Growth” 50 years later. We also noted that the activities of the Club of
Rome do not lose their relevance and the solution of global issues of global development are of a local
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nature for Kazakhstan. The use of the research results is possible in the educational process and in
scientific research of the world economy.

Keywords: reports to the Club of Rome, global issues, planetary boundaries, regenerative
governance and economics, social development
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Introduction

The Club of Rome is a public organization widely known in scientific and political circles that
deals with forecasts for the development of the world economy. The initiator of the creation of the Club
of Rome in 1968, Italian industrialist, public figure, scientist Aurelio Peccel, set the task of finding his
place for humanity in the modern world. He believed that the development of mankind had reached its
limit, almost all the potential given to it by nature had been used. A. Peccei (Peccei, 1977) wrote:
“Gradually losing his natural abilities to adapt and survive, considering it better to trust his fate more and
more to reason, that is, to his technical capabilities, man, instead of changing himself, began to change
the world around him, becoming in it a star of the first magnitude.

As a result, here it is, a human paradox: like quicksand, a person gets bogged down in his
unprecedented capabilities and achievements - and the more force he uses, the more he needs it, and if
he does not learn to use it in time, he is doomed to become an eternal captive these quick sands."

That is, to summarize the thought of Aurelio Peccei (Peccei, 2020), we can conclude that humanity
has become hostage to technological progress and a “Pandorra’s box” has been opened, leading to global
problems of human development: uneven development, social, psychological, political disagreements in
society, corruption, drug addiction, degradation of the human personality and other negative
consequences of the rapid growth of scientific and technological progress, etc.

Of course, in our opinion, the author of the statement took a somewhat unambiguous approach to
assessing the impact of scientific and technological progress on the development of society, focusing
only on the negative consequences. But the main idea of A. Peccei is that it was the one-sided
development of humanity in the natural system and the assumption of a leading role in the global
ecosystem that led to the current state of the environment, especially in recent decades. Many studies by
scientists from the Club of Rome are devoted to this most pressing problem of human existence and
development.
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An active opponent of the “Limits to Growth” model was the American environmental scientist
Barry Commoner (May 28, 1917 — September 30, 2012), who considered the approach to global
development to be incorrect. He believed that the environmental crisis did not occur as a result of the
growth of the planet's population and the increase in industrial production. This crisis occurred as a result
of structural changes in production technology, the widespread use of synthetic fibers instead of plant
raw materials, the widespread use of pesticides in agricultural production, and the transition to high-
octane gasoline instead of low-octane, which caused an increase in the volume of production and
consumption waste. These technological innovations were introduced because of their high profitability,
and therefore the modern economic system itself is to blame, which is the source of pollution.

Commoner also believed that what was needed was not zero growth, but a change in the direction
of growth. In his opinion, it is necessary to carry out a radical reconstruction of the technology of
industry, agriculture and transport management in order to abandon such technologies, the waste of
which cannot be absorbed by the environment. These measures can stop the development of the
environmental crisis. All the ideas in the report and the problems posed after many years have confirmed
the need to transition to sustainable development and revise the principles of the economic system.

In this regard, we have set the task of studying the role and influence of the Club of Rome on
modern economic development and the need to rethink the path of development of the countries of the
world economic community, including Kazakhstan.

Literature review and basic methods

Over the entire history of the organization, scientists from the Club of Rome have made more than
40 reports. The most famous report was “The Limits to Growth,” presented to the world community back
in 1972,

This is a collective work of the authors Jay Wright Forrester (July 14, 1918 — November 16, 2016),
D. Meadows (Meadows et al., 1972). For the first time, global models of the world economy were used,
100 equations were used. The MIR-1 models were created, which were then converted and the improved
MIR-2 and MIR-3 models were used. More than 50 years have passed since the publication of the report,
but it has not lost its relevance in our time. Moreover, the model’s forecasts are confirmed in modern
development and are even somewhat ahead of the forecast dates. This was stated in 2002 by one of the
authors of the report, Dennis Meadows (Meadows et al., 1972), in a scientific work “The Limits to
Growth: Thirty Years Later". The Reports of scientists from the Club of Rome substantiate the need to
take into account the social factor and human capital, which is reflected in the concept of sustainable
development of the “Nature-Man-Economy” triad. As noted further in our study, the ideas of the Club
of Rome were subject to serious ostracism, expressed in the bias of research, and the focus on solving
the problems of the so-called “golden” billion.

Fifty years after the founding of the Club of Rome, the projections outlined in the 1972 Limits to
Growth report have already crossed the planetary boundaries outlined by Johan Rockstrom, the developer
of the Planetary Boundaries concept. The works of scientists of the Club of Rome served as the basis for
our research. In our work we used analytical methods, comparative analysis methods and analysis of
literary sources. The work uses materials from the publications of the Club of Rome, the author’s view
of the founder of the Club of Rome, Aurelio Peccei.

We have analyzed some studies of the Club of Rome and criticized the conspiracy theory approach
to the ideas and activities of the Club of Rome. In the process of work, we used statistical reviews and
materials from official sources, abstract reviews, as well as journalistic studies, both foreign and domestic
authors. When working on the article, we used methods of comparative analysis, structuring and
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summarizing information. Based on our research, we have identified a general picture of the activities of
the Club of Rome, the ideas proposed and its contribution to global economic development.

Results and discussions

The activities of the Club of Rome attracted the attention of the world community immediately
from the moment of its organization. The reports to the Club of Rome caused a mixed reaction in the
world. And this happened due to many factors. Let us turn to conspiracy theory, which can hardly be
called a scientific direction; there are ideas in it about some kind of global conspiracy that the world is
controlled by hidden forces, the financial elite of the world elite. In the widely known, somewhat
scandalous publication “Committee 3001” by John Coleman (Coleman, 2016), it was suggested that the
founder and organizer of the club, Aurelio Peccei, was associated with the financial tycoon J. Rockefeller,
and allegedly his ideas about the need to reduce the human population pushed A. Peccei to promoting
birth control and promoting the concept of zero growth. Almost spiritualist ideas about the “golden
billion” as a race of masters, that is, the “golden billion” above the rest of the planet’s inhabitants, are
absurd in nature, which is incompatible with the positive ideas of the Club of Rome about the ways of
human development. The reports to the Club of Rome examined objective facts about the growing trend
in the development of the era of consumption and the activation of the tertiary sector of the economy -
the service sector. Thus, it should be noted that in the modern economy of post-industrial countries, the
growth of the service sector already prevails, just as in the economy of modern Kazakhstan, and this is a
serious problem for further economic growth and increasing the level of industrialization of the country’s
economy. At the current stage, the post-industrial economy has already moved to the next frontier - the
digital era of development of the world economy (Kurmanov & Petrova, 2019; Kurmanov et al., 2018).

In the anniversary report dedicated to the 50th anniversary of the Club of Rome, the problem of
increasing the share of the tertiary sector of the economy and reducing industrial production was
considered as the cornerstone of the development of the world economy, and the question was raised.
that the entire world economy is built on transactions with fictitious speculative capital. And this is a
serious problem, the solution to which the scientists of the Club of Rome demand to pay attention to. So,
what kind of conspiracy theory can we talk about? All conspiracy theories are a tool in political games
and have no relation, in our opinion, to the works of scientists - members of the Club of Rome, who have
prepared more than 40 reports devoted to the analysis and forecasts of the development of human
civilization, the search for ways of the further existence of planet Earth and a way out of the threat of
global environmental crisis, the consequences of which are already evident now.

The ideas of the “Limits to Growth” served as a motivating factor for the adoption of the concept
of sustainable development. The Concept of Sustainable Development, adopted in 1992 at a conference
in Rio De Janeiro, to some extent, in contrast to the concept of “Limits to Growth”, raises questions not
of limiting growth, but of sustainable balanced development of the three main capitals - natural, economic
(technical) and social. based on the achievement of 17 global goals. On the eve of the 3rd millennium,
the “Agenda 21 Century” was adopted for implementation by the entire world community. But it should
be taken into account that, to a certain extent, the only opposite is the rejection of zero growth, as was
proposed in the Rio-92 Concept, since the main results of the developed concept of “Limits to Growth”
were laid as the basis for the concept of transition to sustainable development.

It should be noted that in 2019 Kazakhstan developed a roadmap for implementing sustainable
development goals.
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In 2018, the Club of Rome presented the report “Come On! Capitalism, Myopia, Population and
the Destruction of the Planet”, with authors of the report Ernst von Weizsicker and Anders Wijkman
(Von Weizsaecker & Wijkman, 2018).

This anniversary report will address, among many others, the issue of employment arising from
the technological revolution and the rise in the service sector and in the production of industrial robots.
As noted in research by Carl Benedikt Frey and Michael Osborne (Frey & Osborne, 2013), 47% of jobs
(in the United States) are at risk of automation and therefore have an almost 70% chance of being
replaced.

Already now, the list of professions that can replace a person includes the professions of a driver,
courier, even a consultant on legal issues, pharmacology, etc. But in any case, a robot cannot replace
communication with a living person, take into account critical non-standard situations that require a
creative approach and etc.

In general, the economics of labor relations, and in a broader sense, the human economy is
determined by its role and positions in the environment

The human economy is an open subsystem of the larger ecological sphere, which is finite, non-
growing and materially closed, although it is open to the constant capacity of solar energy. And the
human economy is an open system that has physical material dimensions and, according to the first law
of thermodynamics, the law of conservation of matter and energy. This sphere of human economics,
using environmental resources, is the basis of the contradiction between the exponential growth of the
economy and the laws of ecology, which until a certain point were not in sharp confrontation. This is
where the idea of an empty world arose, in which the laws of self-preservation of nature and its ability
to self-heal are still in effect. Since the mid-20th century, this delicate balance has been disrupted. The
current generation lives in an era of complete peace, when the limits of self-preservation and self-
restoration have already been exhausted.

Until recently, the concept of metabolic capacity was absent from standard economic theory, and
even now its importance is greatly downplayed, despite the important contributions of Nicholas
Georgescu-Roegen (Wade, 1975) and Kenneth Boulding (Boulding, 1985) in developing the ideas of a
bioeconomy based on the valuation of natural wealth and the inclusion of biological processes as
regulating factors economic development.

A reflection of the conflict between the growth of economic development and the totality of natural
resources is the statement that since GDP is measured in monetary terms, this indicator does not have a
physical impact on the environment. But, at the same time, GDP does not truly reflect the environmental
and social characteristics of economic development. Thus, environmental economists distinguish growth
measured in guantitative terms from qualitative parameters and advocate development without growth,
that is, for qualitative improvement without a quantitative increase in the volume of resources within the
ecological potential of the territory and its individual resource.

Modern economics is aimed at attracting investment in natural capital, which, in its essence, has
finite limits. The transition to a qualitative dimension believes that in conditions of complete peace, the
traditional economy produces services and products in ineffective ways and types of economic growth
become unprofitable, and a abandonment of previous management methods is necessary.

The ineffectiveness of using the indicator of success of economic growth has long been recognized
by the entire economic community. In addition, the use of GDP to assess the level of social development
of a country is not applicable and cannot be the goal of national policy towards increasing the level of
social welfare.
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GDP considers all types of expenditures as positive and does not differentiate whether these
expenditures are aimed at improving well-being or, on the contrary, at reducing it.

In addition, GDP does not take into account the distribution of income within social groups and
does not take into account segregation in society and in cross-country comparisons.

And yet, even with all the problems associated with GDP, it is the most commonly used indicator
of a country's overall performance. This indicator, in per capita terms, is used as the basis for determining
the competitiveness rating of a state's economy, compiled by the World Economic Forum. By the way,
the competitiveness indicator, calculated according to the methods of the Lozan School of Economics,
includes about 300 indicators, grouped into separate blocks.

The growth of world GDP since 1950 has exceeded 10 times the size, although the world's
population has only doubled. This is evidence of a significant increase in physical capacity and the
transition to full peace

The reason for continued use of GDP as a performance indicator is that it is the basis for wages,
and as a result has extremely high value in macroeconomic analysis.

Over the past few decades, many ideas have been proposed to find an absolute indicator of the
world economy. In Reinventing Prosperity, prominent climate scientists Maxton and Randers (Maxton
&, 2016) sought to integrate economic, environmental and social elements into a common framework.
reflecting real net progress. Even “green” GDP has been proposed, that is, GDP minus environmental
costs, as well as an indicator of true progress - Genuin Progress Indicator, GPI). The original solution to
social well-being was the country's happiness index proposed by the King of Bhutan.

Oxford economist Kate Raworth, a member of the Club of Rome, wrote a book called Donut
Economics (Raworth, 2017). The author argued that the process of teaching modern students is carried
out according to books of the 50s of the last century, which were based on the ideas and theories of the
19th century, and this leads, in turn, to the fact that the very task of human development was to meet
development needs through the use of available resources, and this path leads and has already led to a
planetary catastrophe. The author argued that history itself encourages consideration of planetary
boundaries, which form the outer circle, and the set of contemporary problems of achieving sustainable
development goals constitutes the inner circle, the so-called “donut economics” circle, which constitutes
social problems. Addressing social challenges is largely a core component of sustainable development.

Considering the economy as a system with its inherent properties, and as a living organism, and
not as a built-in working mechanism, Kate Raworth uses the ideas of systemology, by analogy with a
living organism that has its own circulatory system (in the form of a financial and credit system). And in
accordance with the principles of systemology, humanity must function as a safe and fair space between
social internal and external planetary boundaries.

This approach completely changes the principles of economic development and the tasks of
maximizing economic growth become secondary.

The principles of economics described by Kate Raworth are debatable, and are mostly altruistic in
nature, since economic laws based on maximizing profits and saving costs involve, first of all, making a
profit. And yet, the author argues that with proper public control, the (highest) benefit can and should
become a higher priority for society. Kate Raworth proposed the following changes in approaches to
economic thinking:

1. A transition from GDP growth to the “doughnut” is necessary: that is, achieving a level of social
well-being and meeting the needs of humanity, but within given planetary boundaries. This approach
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completely changes the goals of GDP growth, based on ensuring a balance of socio-economic
development within planetary boundaries.

2. The second approach is based on the transition from an autonomous market to a market built
into social relations and the natural environment. This approach means that the economy cannot develop
independently of the environment.

3.The next approach is to change human behavior. Based on the transition from a rational,
economically beneficial to a socially adaptable type of behavior of a person who understands himself as
a unit of a social system.

4. A transition to evolutionary thinking on the principles of systemology, based on moving away
from the mechanical equilibrium of the system to dynamic complexity, is also necessary.

5. Itis necessary to abandon the idea that economic growth will automatically improve everything,
that is, that all created benefits necessarily go to the lower strata of society. Economic benefits were at
least meant to be distributed in this way, so we should move toward intentionally equitable distribution
of benefits.

In our opinion, this principle was taken from the theory of socialism, when needs were distributed
according to work, at least they should have been realized, purely theoretically, but in practice our life in
the era of socialism was not observed.

6. It is necessary to abandon the myth that “economic growth will reset all problems” and move on
to realizing the ability of the economic system to regenerate: the ability to regenerate in the circular
structure of the external and internal circle of the “donut economy” is more effective than the attempts
of the modern economy to restore the living world.

7. The economy needs to move away from the dependence of constant growth. The goal of the
future economy is social prosperity, regardless of whether the economy is growing or not. That is, the
task of a modern economy is to create public goods regardless of growth rates. This is a postulate of the
economy of any state and, a priori, is undeniable.

Continuing the ideas of “doughnut economics”, the anniversary report dedicated to the fiftieth
anniversary of the Club of Rome proposes the introduction of the principles of regenerative economics
and management.

This type of management involves a transition to a management system based on the principles of
biomimicry, which is a system for copying the behavior of organisms in living nature and helps humanity
find effective technical and design solutions.

Biomimicry is based on nature's proven processes and survival strategies and adaptations that have
been tested by nature for billions of years.

The principles of regenerative economics were outlined in Club of Rome member John Fullerton's
book Regenerative Capitalism. Like biomimicry, it draws on principles from nature but applies them to
economic management. A transition to regenerative agriculture is proposed. The report indicates that
70% of the world's food supply, according to the World Food Organization, is provided by small-scale
farmers, and their farming principles are based on a correct, rational attitude towards the natural
environment. And the main task is to help them. This is the Savory Institute's mission to restore the
world's vast grasslands by applying the principles of Grassland as a Natural Carbon Sequestration
Resource, recarbonizing the soil and restoring natural nitrogen cycles. In industry, carbon capture plants
increase the cost of output.

Finally, humanity turned its face to agriculture and realized its positive role as a major carbon sink.
This is a completely natural and expected actual result. Nature, at its core, is rational and intelligent, and
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therefore regenerative agriculture should be the main source of food security and be the main carbon
sink. The effectiveness of a regenerative agricultural system based on holistic management is presented
by examples of farms in Australia and the United States and other developed countries with effective
agricultural practices.

The tasks of pasture restoration for Kazakhstan can be implemented under the project of the Food
and Agriculture Organization of the United Nations (FAQO) and the Global Environment Facility (GEF)
“Integrated natural resource management in drought-prone and saline areas of Central Asia and Turkey.”

And this problem is especially relevant for Kazakhstan, where livestock farming is developed and
there is a catastrophic lack of pastures, despite the vast territory of the country, which ranks 9th in the
world. Thus, according to the Institute of Livestock Husbandry and Forage Production, currently in the
Republic of Kazakhstan, out of the available 187 million hectares of pasture land, only about 82 million
hectares are used. Currently, the process of returning agricultural lands that were alienated into fair
ownership, but were not used for their intended purpose, is underway.

The relationship between the urban regenerative management system and agriculture is
inextricable. Issues of regenerative management also cover issues of urban development management.
In world practice, there are trends of reverse migration from cities to rural areas. As noted above, it is
small farms that produce the bulk of the world's food supply.

The tasks of urbanism are relevant for the spatial economy and development of the regions of
Kazakhstan in connection with the ongoing migration of the rural population to cities, despite the global
trend of reverse migration. But for Kazakhstan, this problem is associated with the destruction of the
agricultural production system in rural areas and the lack of a developed public utilities system in the
regions and the provision of village improvement facilities. But it can be noted that there are some
prerequisites for slowing down the process of urban migration, since widespread gasification of
settlements and centralized water supply are being carried out in the western and southern regions of
Kazakhstan.

Issues of centralized heat supply based on gas fuel are associated with the physical deterioration of
main networks and insufficient funding for the budgets of local executive bodies.

The transition to an autonomous life support system is being implemented only on a small scale in
large cities, and, in principle, could become the basis for the development of construction in remote
settlements, when the need to lay extended trunk networks from a sufficiently remote settlement would
no longer be necessary.

It should be emphasized that for Kazakhstan this problem is of the most urgent importance, since
almost all rivers flowing through the territory of the country are transboundary in nature.

The problems raised by the research of scientists from the Club of Rome have general philosophical
significance for human civilization. Currently, the activities of the Club of Rome are carried out in five
main areas of global development of the world system: the implementation of the initiative for the
formation of new civilizations (ENCI); challenges to reach planetary boundaries, economic
transformation, reimagining finance, youth leadership and intergenerational dialogues.

In 2022, after the release of the “Limits to Growth” model, scientists at the Club of Rome prepared
a new computer model “Earth for all — a survival guide for humanity”. In this paper (Dixson-Decléve,
Gaffney, Ghosh, Rockstrom, Stoknes, Randers, 2022), Sandrina Dixon-Dekleva, Johan Rockstrom and
a team of scientists from different countries propose two scenarios. In the first of them, without global
transformations, development will lead to a global collapse of the world economy and an environmental
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disaster. The second scenario proposed radical initiatives aimed at solving pressing problems of
humanity, leading to a way out of the global crisis.

To prevent the fulfillment of gloomy futuristic forecasts, it is necessary to unite humanity to solve
global problems, a priori, a trivial solution lying on the surface.

Conclusion

Thus, summarizing our research, we can draw the following conclusions

1. The relevance of the activities of the Club of Rome remains unchanged and its works are the
foundation for the development of the world economy. The Limits to Growth report was a defining
turning point in understanding the environmental well-being of the planet and its continued work, 30
years later, has confirmed its relevance.

Transition to the idea of sustainable development and achieving the 17 sustainable development
goals in the third millennium.

2. Conspirological theories cannot influence the activities of the Club of Rome and are unproven.

3. The anniversary report set the task of transition to a human economy, as an open subsystem of
the large ecological sphere

4. In the works of scientists of the Club of Rome, the problem of finding an adequate indicator, an
indicator of economic development is raised, since the main indicator of gross domestic product used
does not reflect the level of socio-economic development of the country and does not take into account
the real.

The Club of Rome has existed and been active for over 50 years. When creating the club, Aurelio
Peccei said that there is nothing sadder than the continuation of the existence of an organization that has
spent its usefulness. In addition, this statement can be applied to almost all organizations and structures
associated with the implementation of a single goal: the need for which has already disappeared.
Everything has its logical beginning and ending. But the activities of the Club of Rome have far from
exhausted their purpose, and the research of scientists of this public association is revealing new aspects
of global economic development.

The activities of researchers and scientists of the Club of Rome do not lose their relevance for the
entire world community and the solution of global issues of economic development is of great importance
for determining the development strategy of Kazakhstan.
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STATISTICAL ANALYSIS OF THE MODERN TRENDS IN NATURAL
MOVEMENT OF POPULATION OF THE AUTONOMOUS REPUBLIC OF
ADJARA

Abstract: The demographic policy of the country, among other things, includes important issues such
as population reproduction, marriage-divorce, birth rate, death rate, and so on. Their discussion is also
necessary in the regional context in order to assess the demographic resources of the region and to
develop an adequate political approach based on it, which in turn considers the policy of demographic
security.

Regional demographics are always on the list of interest for both sociologists and economists. It is
important to identify and study the peculiarities of demographic development in certain regions of the
country, the problem of population decline and aging, its reproductive potential, on which both national
demographic security and socio-economic development of the country (region) depend.

The article examines the dynamics of the absolute indicators of natural movement for the Autonomous
Republic of Adjara and its peculiarities in the regional context. In particular, the study of the dynamics
of marriages and divorces legally registered in Adjara showed that in the recent years there has been a
decrease in the number of marriages and an increase in the number of divorces due to socio-cultural
and economic factors, as well as delays in marriage age. This trend will have a negative impact on the
birth rate, because high rate of divorce played a certain role in the decline in the number of births and
in the long run it will aggravate the demographic situation in Adjara.

Despite the fact that natural increase was declining since 2014, it still had a positive mark, the birth
rate exceeds the death rate. Declining trend of natural increase is due to many factors (biological, socio-
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economic, etc.). The largest decline in natural increase in 2019 compared to the previous year was
observed in highland municipalities, which is caused by factors such as changes in age-sex structure,
eco-migration, lack of jobs. A greater part in the declining number of births is caused by changes in
reproductive behavior and less was due to age structure. Adjara is characterized by high natural
increase compared to other regions of Georgia.

In order to better assess the natural movement, the crude birth rate, death rate and natural increase
were calculated. Calculations have shown that the general ratios of natural movement have changed
slightly in recent years and are almost stable. The crude rate of natural increase is highest in Adjara and
it is higher than the critical risk limit (0.0-1.0 per mille). Birth and mortality rates were also found beyond
the critical risk limit (13 per mille). Unlike other regions of Georgia, depopulation is not observed in
Adjara.

The dynamics of the economy of the natural movement of the population of Adjara shows that the
replacement of the mother generation requires the birth of more than one girl by one woman, or
reproduction at the expense of more human turnover and not at the expense of efficiency (*lower costs").

One of the factors in population reproduction, such as the sex ratio at birth, is gradually decreasing
and largely approaching normal value (105-107). Another study of natural movement - the dynamics of
mortality - has shown that the death toll of women of childbearing age is quite small and declining,
giving a promising forecast for the future in terms of increasing birth rate.

The study of demographic aging of the population in the region showed that Adjara has moved from
the initial level of aging to the average level (according to criteria of J. Beaujeu Garnier & R. Rosset’s
Demographic Aging scale), which is mainly caused by the outflow of the working age population from
the country (external migration). However, unlike other regions of Georgia, Adjara has the lowest rate
of demographic aging.

Although the demographic situation in Adjara is better than the general situation in the country, we
can not call it positive and hopeful in the long run, because there is an increase in the number of divorces,
a decrease in natural increase, demographic aging, a decrease in the economy.

Based on the conclusions, it can be said that the modern trends in natural movement of the population
of Adjara are generally unfavorable, which will have a negative impact on the demographic and socio-
economic development of the region in the future. Therefore, it is necessary to pursue a timely and
adequate demographic policy in order to avoid a severe demographic crisis in the future.

Keywords: Reproduction, marriage, divorce, childbirth, natural increase, aging level.
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5Fs00lL 5. 6. IMLobergmdol 36906030 dMdMsMdOL FHgbwgbrogdols Jglfogws sgzofymm
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J6obgoobs s 496dmOobgdgdols 35B39698qd0L 0bsdoz0L sBswoBom. JrMfobgds Hoerdm-
500396L ©gdMYMsR0Mwo 3MM(3989d0L 360T369wM396 BoJEBHMML, ML ol TgEHHowrs 2obLs-
B36M53L 35 MdL. 5F5M0L 93EMbMToMEmO Mglidwdw035d0 MYROLEMOMYdMWO JmMfobgdg-
B0 s 9bJMmMFobgd9gd0L MBOEF0IT MO LEBSEHOLE03MMO dMbo39d9d0L dobgz0m, 0bsdo-
3760 356300560905 115305Mm (335¢Jd5O 3HJbIBE00M bMWY, 19935 2013 FerroIb .-
oflgm 0639gbloo 8903060905, M3 390M3GME0s OHMYMEOF LME0SLM-3MXOGHMOMEIO S
9306™3039600 BodEHMOGO0m, 51939 JnOHobIdIOL SBOZOL F9I35IOOM.

MB0305OH0 IMbs39d900L Jobgz0m, dmem 2 {garofodo HgaoLEHM0Mgdmw Jomfiobg-
0505 M5MEBMBS 450D, M35 PodMMBYds 2014-2019 Fergddo odlocMgdrIen 3egdo doh-
396900 q0L, beaenm MH9gAoLEO0MGOY 256JmMHobgdsms BoM©YBMdS 250DMS s 50gToE IS
fobs 3gmomol d5B39690gdl. 5356580 MgaolEMm0Mmgd Jnmfiobgdsms Mommgbmdol d9d3-
06900LS s 456JMmMFobdIMS MOMEIBMBOL gosBMHOL 396963000 YMMsELamgdos (ob. wo-
33605 1). 53960530 FMdsMd0L 993060930l 9Ho-gMHmo doBgbo gl 39bgbiEoss, M3 Wgdm-
35BN 30M5MGdL 5FoMsdo 3600369 m3zbs 53(35390L. 296dmEMF0bgddOL MoMm©bmdOL
353905 ©9IMAGM55300 LEROMOL Fs60dbgdg0s. FMdYE3500s6 39ML3gdE03580, MMM
36Md00 ©IMAG5530, 3OHMBILMOO HDMO MOMMsdg 50bodbsgL, G BogBH™MOO 3093 MBROM Jg-
5930090L  0bgSE 99930MOME  FMBIEMBINL (OMMSd], ,BoJsOM39ML  YIMYMIGOLIEXO
39630056900l 3OMYM53s5°., 2018).

©053M535 1. Jm®iobgd0l s 396JmOFobgdol Bmyswo 3mgn030gbEHYd0

10,1
8,9
7,7 7,4 7,5
6,8 6.4 6,9
5
2,9
2,5 )
2 2 2,1 2 2,2 Il,s Iz'1

2014 2015 2016 2017 2018 2019 2020 2021 2022

12

=
o

o N B OO

B Jm®Hobgdol bmgswo 3mgxnoagogbio 256Jm®mFobgdol bmaswo 3mgzozogbo

Dgotr: Bodo@mzgumb bGo@obEozol gemabmwo Lsdlabr®ols dmbszgdgdo

06936030  5@gdol  3H9bgb30gdol oMbz gbs  sdSEIBOLS s  BM33O3MOOL
06580300 dqlfogesd 5Bg9bs, M Lim®mgo 2000 Herosb dogarls bodos®mzgurmdo EdmyMoR3-
oMo 3Mm0Bolol 3gMmom©o ©sofym, 39Mmdme, 2000-2005 (ergddo 8339m6Ms@ T9dz0mEs
Ambobrgmdol 86930030 F5E9ds. MMIES IIMAMIROMO BOEWISEOOL FovIsMGgds XM 30-
©93 XX Bs3mbols 60-0560 Hergd0@sb s0fym. s0bodbmeo Boomes 3e00bgds oligod dsB39-
6909380, HMAMOO355 FMdIMOOL 360935, 3M33oMdOL BOES s T9IYRS©, JMbobargmdols
0b90MH030 5900l (9390l o393 (Bodosgs, 2014)

2014 ol dmbobemgmdols Logmzgammsm smfig@ol d9gagdol dobggom, dmbsbergmdols

069gdc0g0  Fo@gdol  35B39690¢gdo 2002 fiewols  smfgeol  dmbs39990mab  dgstgdom,
115


mailto:editor@iem.ge
https://iem.ge/ojs/index.php/journal/home

International Scientific Journal Innovative Economics and Management

E-ISSN:2449-2604 editor@iem.ge Vol 11 No1.2024

el (]

9000565 BodoMM390MTo ooBsMs. 19935, M9R0MbIo MZswlsHMOLom FoBLL3390900
0ym 099690603 95390590, 25dmIE0bIMY FMdIEMOL o FM3393MdL FMMOL SMLYdIYWO
396Ub35390900@6. Fo@owo 36906MH030 53O0 FoTMOMBIMS F5MS s J399M JoGmno.
06906030 B53Hgds 9356530 29630MHMBYOMWO 0y 3m33053MdOL dSWO 3539690 oM (M-
0509, 5F5M0L Jmlobergmds, 2012). dovbgsgs 0dobs, MHMI Imlsbergmdols 3496906030
dmdOsmdOL 2963005090 ©fygdmeo 2000 Herosb 9M5MIBIOMI©O 033egds s JOO
3980339000 39bgb30s M5 5J3L, 396906030 oBJds sMYmR0m bodbM by 56 hsdmools
5699 gmz9e F9l Jmds™ds FoMHdMAL 10330 0sBMSL (0b. 3bGowo 1).

Y39wobHg ©dso 801693MH030 Fo@gds 58 3gMomedo oym 2005 gl s y39ws®y owow
01693603 9539l 5000 3Jmbs 2014 Fgels, bmem 2014 {erosb 39690603 o@EHgosls o3l
3190500 39b9bi0s. gb 31gds ob30MHMBYOM0s FMdIEMBOL FgE0MIO00 O 3OO JIMIS-
335¢9g00b 2obBOOm. MMHBIBODo300L 30IM (3913 OO BYYS3gbs MobEObs FMdsEMBOL M-
Bol 8993060905%9. Joesddo aliogddgdols g@EHds FgbodergdeEmdsd JoBIMS Joergdols alsgdgd-
53> 65953 SLobgs 33m35 FMmdSMBOL MbOL J9830MYdsDY. TMdEMBIBY BYRs3wbsl sbgbls
OMAMO G d0MEMPO0O0, 5939 93MmbMT03MM-bME0sMHO (G90mbogzeEgdo, JobsmEgds, xs6aG-
0YXMBS O 5. 8.), 300E03MNEM0, HJ0R0MEO0, JMNWEHVIOMEO © 5. 3. BogdEMMm9do (frwsdy
3> LYYIESBYM0dY 9., 2016, 3. 168).

3 995995 1 {iesdqg 530U do303ms A9MPI339¢JdOLS o 33300MSIMBEMBOL dob39b9-
dgd0l b0 3L, fygdmeo 2005 (erosb 5L 3egdso H9bgbisos 9d3l, dombgwogs
3M59MMY350M39500  33€00EgO0LY, B3  WIIOOMIE  s0LIHYdS  Lodmdogwrm© 39690603
95¢905%9.

3b®oo 1. 36936030 IdO5MIOL SOBMEMENMHO Tob3969dgd0l 0bBsTo3s
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= E-ISSN:2449-2604 editor@iem.ge v%%%%gz .
B GUEbEHE | 33y | d7Bydcogo bb: 3 f;l?gm 933>
©3D3Jdd @god 330905 RSOGO Somds
2000 4684 3016 1668 148 118
2001 4353 2 765 1588 176 108
2002 4279 2814 1 465 172 68
2003 4161 2 670 1491 170 96
2004 4333 3 350 983 208 109
2005 4154 3 426 728 258 99
2006 4087 3344 743 136 78
2007 4284 3384 900 132 61
2008 4875 3576 1299 180 76
2009 5521 3 464 2057 146 58
2010 5314 3 684 1630 9% 59
2011 4871 3 280 1591 82 53
2012 4820 3074 1546 68 78
2013 4917 3 290 1627 68 56
2014 6 305 3386 2919 71 51
2015 6 299 3 475 2 824 58 70
2016 5977 3 622 2 355 49 46
2017 6 108 3 480 2628 51 57
2018 5 800 3 438 2362 66 36
2019 5703 3370 2333 43 54
2020 5599 4253 1346 46 40
2021 5399 4260 1139 53 30
2022 5 267 3811 1456 50 36

Dgo6rc: Bodo@mnzgumlb bos@ob@ozob gmmabmeo Lsdlsbwm®mols mbsizgdgdo

L50BEIMGLMS 396906030 Bogdol dsB39690w0l BSOS MgaOMmbol M30FFSOM39w0 G-
09900l dobggzom (ob. gbMowo 2):
35®0wosb Bsbl, 2019-2021 {ewgddo 396906030 ToBgds F9d30MHs  Yzgws dmbo-
3035¢0393Hd0, Y39wsBHg g¢0 9993060905 dmbs FooedmM0sb M50Mmbgddo (bwm, Jyos s
39995930), M3 39839905 M539Y60dg BogdBHMMOm, 39MIM®: BYgimMdO0Z-5U53MdM0Z0 B E¥Y-

JAHMO0L 33000 gds, 93MmTogM53E0s, BsdMdsm S5EYOEGOOLS S FobsMEgdol bgedolsfigm-
9md0L B53c0gdMds. 2022 9wl 89169361030 Bo3gds 90BN Y39s 860303500 GYGHT0, Jo6-

5 J9ob s buyemlb 39960(3035¢00@9GJOOLS.
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m
=

3600 2. 36906030 F53gd0ol 0653035 IMboE03seoEg@gdol Jobgzom

M3008050H0039w0 9H; Yo 2019 2020 2021 2022
53060b 533 MbmdomGo Ggbdmdarozs 2333 1346 1139 1456
J. 300780l 8MmboE035¢0GHYHO 1531 1,083 917 1,209
Jawob dmbogodomo@g®o 55 -23 9 -9
JmOemamob 396003530330 297 108 -5 44
dobnzol 8mboiodscmod®ndo 37 -39 5 13
baerashoméol 3boiodotmodn®o 373 213 186 208
beganemls 3960303500330 40 4 27 -9

Dgotm: Bodo@mzgumb bGs@obEozol gMmabmwo Lsdlabwy®mols dmbszgdgdo

3900MEME0y05

©99MM309w0 LOEGEOEO0L 3900 FgLOGBIBYOWSE FodMm0Yqbgds dmBIdMO30 TMIMIMdOL
3993500090000 5639690090, 455625003900 dMLsbergmdols 1000 LBy (0DmIgds 36HM-
dogddo), 9.f. dmlobergmdols 369dM030 FMIMSMIOL BMYsO 3m9B0E0g6EJd0, 39MIM:
00050MO0L BMAS©0 3m9503096E0 (Perol 3s6doHg 05O Ms MHoEbgzol J9x350M©IdS
dbobergmdol Lsdoswm Heror® HoEbmgbmdslmsb), dm3zagmdol Bmyswo 3m9z03096EO
(Herol 356doBy 2oMmE3oms ®oEbgzol J9i3sMqds dmbobergmdol Lodwowm fierom®
HoEbmzbMmdILMIb) s dMBYdM030 oBHJool DBmAsO 395030960 (FMdIEMIOLS s IMIZs-
3M30L DM 395303095 IOL FMOL Lb3sMds) (0sMTs 2).

©053M535 2. 396906030 FMIM>MBOL BMYsO 3MYB0(30963H900.

18,92 18,71 17,57 17,81
20,00 [ — — - 16,75 16,34 15,91 15,21 14.82
15,00 09 —+266——rp
1pA6 1032 10,65 10,15 9,93 9,66 10,72
10,00 ' 2 697 7,66 6,82 6768
3,82 3,21 4,10

5,00

0,00
2014 2015 2016 2017 2018 2019 2020 2021 2022

=8—9cd5omdob bmyso 3mgnoEngbdo
8033005md0L BrRE0 3M9B0G0IEGHO
0v6gd®og0853gdol Bmyswo 3mgnozogbdo

D906 533MM0mS 096 T IgdMEo 255685(009d560

AmbObEgMmdol 5FoMTMIGOOL OLEbOL0SMYdIEIsE Slg3g 39dM0Ygbgds 3m3MM3L30-30MmEol
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0bgdbo, 9. §. LLoEmEbErosbmdol® 3m95303096¢0, MM™Igeos MB3969L  bsGIMMBLL
9m050MOSL S 333009351 IMOOU (9e5d30¢00 U. ..., 2013, 33. 86) (©d©JIMWMS GoEbzoL
39935000905 39MOIEILOLMS MHoEbamsb x 100%) (0b. 0sy™sds 3).

©053M535 3. LoEgMEbsbMdOL 3Mmgn0E0Y6bEHO

200% 186% 181% 176%

165% 169% 169%
==z
150% 132% 127% 138%

100%

50%

0%
2014 2015 2016 2017 2018 2019 2020 2021 2022

Dgotm: 53EMMMs J0gM TgieregdmeE0 gosbasM0d9ds60

OMAMOE BOOEO 3 s OsYMHTS 3-qb BBL, dmerm Fergddo yzgws 3m9x80309bE0 dzod-
©909s. 439e5Hg 35000 FMdIEMIOL S dMBIdM030 ToBHJooL Y39 sy JoEswo 3M9n0i3096-
&900 sgodubotms 2014-2015 {f). 8m330s3md0L 3mgn303096E0 - 2010 Fgarl. 2016 fierosb
©O99©g 06936030 B53Hgdol 3m9n0E096EGHIV0 MOMJIoL MBIBIM0S, bmwm ,Logmabaro-
56mdoL* 395303096@0 FodlodMaAl 5ozl 2014 Fgeob. 535Lmsb, 2014 Herosb gl 3mgz0E0gbEO
09365 509053905 2014 {ersdg sMLgdme 8608369 mdgdL, Mg Lo3doMmE Ws35089EIdIEO
3993095, 30650056 8393500056 39639903500 FMLIBEGMDOL 35ELEHMMBEo d9d30M900L
15J0IOMYS 56 YPSL, 039, FMAYEZ5056 39ML39JEH03590 gb 3H9bIBE0S sT>T0JMYdYE0s.

LB03MEb0sbMdOL .  3m95303096G0L  Fg0MHMbgdYo  LOOYS  Y3M3NESB3O0L
30980309630 (9033w omms  HoEgbgzol  F9n3sMmYds  IBIWIONMMS  MOEL3MD).
93035305l 5QR00 593, B35 LEBGHYS MOMIYMTBOMO 39690030 Bo?)Yds, 56w ImBY36m
05089008 HOELMOOO0MdS 55309005 [HobsBY. Mbs 500b0dbMU, BT Lods®mz9wml BrmyogOmo
9200mboLAb 296b35398000 ©I3M3MWHE0s SFsM5T0 96 Tgobodbgds. dmbgdGm0ogz0 TodHgdol
309803095630 Y39wsBg 5000 53565805 s 0 LsgMmbol 3MoE03Mw Brzsmbg (0,0-1.0
3Mmdong) Fo@oos. 3939 LEFOPBOL 3MOEH0IMW BEZML (13 3Mmdowrg) dods sdmPbbYb
9md5Md0LS S 3™33053Mmd0L 30913033096@Jd0 (fryensdg 2., bryersdgMody s., 2016, a3. 24) .

9005MBLMb 5353006090000 603369cM3z560 Bozombos s1939 Lglms GomybmdMmogzo
056585MmMdS (33EbW 35O gdT0, 569 8EYOOMDBOMO s F5TOMIOMO bgbol 300D
om©OYbMBOL M9BsBIMMBS (350535330 MoMm©IbMBS, MMIgeroiz Impol 100 Joebyg) Lgbos
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5M9bMdM03  M9bsBIMOMIsDY  ©FM30WIOIM0s  IMBobEgMdOL  sfomdmgds.  Aslby
909 gdl HMYMOE d0MEMA0MH0 89JoboBdgd0, 1939 WIIMAMIROMWO J;3930L BodEH™Mo.
53561580 OHMOL Mdx350056 3gH0Mm©T0 Lglims MoMmYbMBGMOZ0 MBIBIMPMBS MBI
9306905 s 39@-bs3egds B®mIse®l (105-107) «95berm3zgds (0b. 3bMogo 4).

3b®0wo 4. BdglmdM030 MBIRIMPMOS 3MEBLSE IBSIOVIEGdTO

oo 2005 2010 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | 2021 | 2022

»oboxnommds | 115 108 | 104 | 109 105| 105 106 | 109| 108 | 109 | 107

Dgotem: Bodo@omnzgumb bEs@obEozol gemabmwo Lsdlabwy®mols dmbszgdgdo

2005 ferols s 898amdo 39MH0Mm©ol obsdogzs 335dwrg3l 0ol 356 9m@ob LsdIsegdsls, Hmd
15 ferol 99992, 9699 ©sfygdmmo 2020 Ferosb, Lbgs 0sbsds® 306MHMd9dT0, 450BOOYds
X obgool 994dbols 5erd5Mds.

39630bowMmm 8bgdMm030 FMIMIMdOL 30093 MO FoB3969dOL - F5M(339GdOL EObs-
3035 LBglmdM0gz-sLo3MdMOZ0 LEBHMYIBHOOL dobgwgom.

530580 oMQ(339¢gd0L Yz9wsbg d9gBo oo dmol 70 ferol s MBd™Lo sbs3ol
35393MM05Hg s gl 396936(1030395. LEOBEHIMILMS BIOEOWMIOL 3GOHOMPAO JoEMS JSMIS-
339900l MH5MmEYbMdMH030 sBseobo, Godgm LfmMgo Jocms gl Sb53MOMO30 35FBHIFME0S
MBOHMB39gMmRL IMF935¢0 oMBIIOL 2oTEM93GdL. FIMEIBZLOWMS BrMYBMDS Fod535(39-
0do MRM® 39305, 300007 Joxgddo MMMz 53MIMOZ 353IaMEO05d0. 3ol JoBYHBo HMYME3
d0MEMYR0IM0, 5939 LEME0SWIMH-93:mbMT03MM0 BodBHMG0s. BIOHGHOWMdOL 3gMom©do Lo-
33000¢0056M00L 309050 ©O0bs303s 2016 ool 990y 0dwrgzs FMBEg3Er0l 35009 YdgE
36MABMBL I MO0l MglBLOL gobMOL MZ5cLEBGOOLOM (0b. OsYMTs 4).

090l dobgz0m, 0079 MMYMGOH0S JMdIEMOOL MDY s dMbxdMH030 F5@gds, FIBOLSDBLIMYdS
dmbobergmdols 50fo0dmgds. M5 0435 b, 149 sboro MomdgdoL MoiEbMmzbmds bozwrgdo 0dbgds
§0obs 05m35Lmsb GgsMgdom, Boddg 23996905 YIMYMsGOM 3HODOLMLE. J3994bols EgdMaEs-
100 33535¢0 30 obolsDL3M9ds IMLsbegmdol YIMYM 500 2obfi-gmdood s gdm-
355300 39300, HMIJEOE SHIERIBOOS s15300 339 BsTMYse0d9dM0s. 5939 boBolsl-
3905 0l Bo9dBH0E, MM JIMYOSBOY A3BHYMBIBY O A93egbsL sbEIbL gdmaGmsxgoMwo
3006 (Qgsdzowo b, ..., 2019).
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0536535 4. 5M335¢ 905 15-49 s 50-85+ slv3do
35M(335¢M90d
o0 2014 2015 2016 2017 2018 2019
1 600
1400
1200
1000
800
600
400
200
0
3560  dowo  3sgo oo 3o 3560 Jowo 3o dowo  3dgo | oo

m50-85+ 1498 1500 1563 1498 1624 1 586 1512 1569 1571 1502 1539 1501
m15-49 222 72 250 87 249 94 235 93 186 20 181 76

M 15-49 M50-85+

D9gomm: 539005 953BHMOMS 80gM LouBoGOL BMbsoigdgdol dobggzom.

dmbobegmdol 06906MH030 FmdMoMds 99odwgds 35bsllosMMm Jobo g3mbmdow®mMmdol Bm-
dom. 3969360030 IMdOH>5MBOL §3bMT0MOMBS erolbIMOL FMBdSMBOL S AIMI(335¢gdOL
X5980 (5005305600 Y63580) 396931030 BoBHgdol Howrol Fg@mdsL. bLbgsaz5Mo@ MM 300d350,
o3 8930 LoOEOL BBYdIM0Z0 BoBHgds (3MMI0Y) s B53wIOO 5EB0BMBGOMBIs 435J3L, SO~
300 543L 3969360030 IMIM>MIOL §30bMI0MHMBDsL (bJoersdy, 2018).
869863030 B3¢9985

beadoemmds = - 1009
Jg 200000 5390569635 %

9306030 m®™Mds Gg0degds 963L5BWIOM™ OHMYMO3 ,05MEH030 50HoMmIMYdOL Golio™“ sb+) o-
Bobotrx 900, sbg 300d350m MglmEOLO, MMIgEoa MHBOHMB3gWYMAL sHso MoMmdOL Bsbo33egdsl.
bbgs Lo@Yyzgdom MM 3004350, 0 FoMTMoEAIbL Joe0d30IBOL MsMdOL JOYH IDIMS MdM-
0oL 965331930l MoMmYbMdMH03 358396939, ) Lodmserm M53E9bo ymam Mbs gosBo-
Bl 9630Bs Joands, ™A MHBOHMB3gYmlb Bo®EH030 sfoMdmgds. 93mbmdorOHMds oo MgGM do-
OO0, M53 MBOM SHEIMOS ,,00FMTMGOOL Bolio“ 1-0096, 56w 9BTs Jognds 1 ymam 35063 »bs
2o5B0bMl, ®Mmd  MBOHMB3gEYml YIS MMdOL  FoME030  Tgbozergds  (fmesdy 9.,
bE0sdg©m0ody o., 2016, ag. 240).

53560L 5. M. IbEbEgMdOL dBIdM030 FMIMOMBOL §30bMT0MHMBOL OBsT03s (OSYMSTs
5) 430639690, MmA 2005-2006 {ergddo 93mbmdommmds mx g dgdzotms 2000-2003 Fergdomsb
390560900m, M3 0051 60dbs3L, MMI YIS MdMdOL T9bs33egdolm30L 9HMO Jowrols doge
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m
=

MOX GO 39BH0 2mmbaol 496965 ogm LsFomm (,d9BH0 ©sbsbsMXJd0 ), bmerm 2014 gl g3m-
BM30MH M09 4y39eobg oo 650dbmels (30 %) Joswfos. 580l 9dg 30 gU 33969090 T9d-
GO6QS, 353 0l Bo0b3 5095Ggds 3565909 80JLoMGONE F5B39D69dGBL. SFsMOL 5. 6. Y-
6906030 3dO5MdOL 93MmbMT0MOHMBOL EMbOL B H9babi0s 60dbIZL, MMA IPIMS M-
00l 996533 gd0LMZ0L gOH0Y JoEl MBOM B3 gdOL AMAMU 25B9gbs MHg3L fobs fergdmsb dgs-
6900m, 09d3s dobo 3609369wmds (1-Bg Bogergdo) 30M0mMGIL, MMA sffo®dMgds IgEo 5Qs-
9056036Mmb30L batrx g bgds s 305 9B9JGMOMBOL (,65319d0 bIBLIMKRJIOL) botrxbg.
©053M535 5. Fmlsbergmdol dmbxdMH030 dMdMMdOL 3mbmdomE™mds

35%
30%
25%
20%
15%
10% 13%
5% 10% 10%
0%
2002

0% 29% .
259 27% 26% 269

Las. 29% 19% 20%
15% 149% 16%

12% 12%

2004 2006 2008 2010 2012 2014 2016 2018 2020 2022 2024

Dgotm: 990039600005 53EH™O™MS B0ge JguM¥egdwemo 4556950M0d9d0l dobgzom

49300630 ©gIMAMsB0Mwo 3MME9LYdOL Fglfogerolsls 3603369 M35605 IMLsbegmdols -
096900l Mmbol JglHogws. YAMAMIBROMWO IVYMHGdS A5TMOboBgds 60 gl goo30-
90900 dbobergmdol ool BHom 300sb dmbobergmdsdo, Mo sbabgols 33m39dL dmds-
©MdOL d993060905Dg (M6 300905 M3MMEYJ30E Jowms 3mbGHoygbdo (15-49 %)),
933053000l BOHIBY, bobErgmdol bLydrIdsEMm SB530L BOHIBY, 93MbMT03MMO© SgG0IMO
dmbobergmdols 89930609059 (Ageros, 2013, a3. 100)

Bogorm39ml dMbobEgmodol  Loymzgmmsm s0hgMol 89wgaq00l dobgEgzom, 9Fo0sdo
©309M930L 300923030960 (60 Fgarl 4930 gdYe0 FMLsbergMmdol oo JmEr0sb dmlisbeng-
0590) 2002 ferob 13,4 %-qsb 2014 Fgarls 15,7 %-0009 goobods (ob. sbGowo 5).

GPOOOo 5. InLobrgmdol sLs3MmdM030  2obsfoergds

Pocro 2002 2014
ollO3MAIGO30 N YMRO 0-14 60+ 0-14 60+
™m0z bigbo 24% 13,40% 19,70% 15,70%
Joero 22,40% 15,30% 18% 18%
05053530 25,70% 11,40% 21,30% 13,10%
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09o60: 53GH™OH™S 096 go5b6M0d90me0 5839690930 LoguEoEHOl dmbo3999d0ol
dobgzom

©99MM53049w0 LOdYIOOL MO g. HMLYE-3M:19-35MBogL B3serol JobgE30m, 5F5MS d]-
6900 Lsfyolo MBOIB o30S IBYMJIOL LMo m MbYDY, BB T390 Fogwgbs
dmobobs 93033050 - Bodmoem sb530L FMbIbEgMBdOL 39960 A5067d53 LmEoswrme-
9360303600 3060900 gomdx Mmdglgdol Jobboom. 19939, JIMYMSBOIEO OYMHYdOL JoB-
39699900 9306095 LogsMrmM39eml Bbgs M9a0mbgdoliash goblibgzszgdom, ooz LobgHgs IdY-
900L FooE0 s do¢0sb Foseo MbYgdo (G9w0s, 2013, 33. 69). Sb53MdMO30 obsHowgdols
dobgz0m, 0585353900L foo 60+ SL53MIMO30 353)JaMM05d0 NBOM Bo3egdos, Mog I9®)-
Dowo 259m(39910005 30MEMAO0MOHO BodBHMEOGO0m (35053530090 9Mgd0m, Jo¢gdolb Logm-
3bob LI M HIBAOIOZ3MBdS MBOM T9BH0S).

39960 350l Jobgz0m, 65 fferols s YYBROMLO Ss30L dmbsbargmdol Howo MHgyombols
300056 dbobergmdsdo (2014 Ferol Logmzgurmsm sfigmol dmbsizgdgdom) d9oagbl 11 %-U,
o3 909953905 259OMb gIMAMIR0MO BIMJOOL BodbMls (7%). gb 0dsl Bodbsgl, MH™A
5390580 LEBgHYS 0NN FMLILEIGMDOS, MMIEs LOJoMMZg ML Lbgs M9a0mbgdoliash
396Ub3939000, 5F565 JIMYM50YO LOdIMHOL Y39SBY B0 FobB3969d0m QodmoMPBg3s.
505Lmab, gl 39B3969dgeo  LEbMBEOM  ELObEEGdgdTo (12,5 %)  50gdsBgos  Lodowrsdm
©oLObEgdgool 358396909l (9,7%), 53 d0MOMOEIE Fos FoyMoE0Eo  3MM(3gLYdOL
3909209 (fozwsdzoo b.,..., 2019).

09092900. LESGH0580 FGLogE0os 5F5MOL 5. M. 36906030 IMIMIMOOL SOLMEIWYEMHO
9963969000930l ©0bs303s O F9TM3EGBOE0s o0 M30L9dMMOJd0 MYyombrer FHowdo.
396dm:

* 5396530 M930LGHM0MJOMWOo JrMmfiobgdgdols s obdmemfobgdgdol 5839690 gdol obsdo-
30U dgbHogarsd sB3965, MM dmm {jergddo 50O 5436 JnOfobgdsms MomEgbmdols
39930609058 5 A96JMMFobYdsMs M5Mm©YbMBOL AsBOMHIL, MoE Fodmf3z9gIE0s MMM
LEEOSXMO-3M9WEIOMEO S §3MmbMT03MMH0 BodBHmEmgdom, s1939 JnOHobgdol sliszolL
3953509000m. gb 39bab0s MIIYMTBOMOE 50LsbYds TMDIMDIBY S FMIJZ5056
396394303530 0l 3093 MROM 255935398l YTIMYMSBOYIEN 30M3MGOL 5F565T0.

* 30005650 LogorM39emdo 99300900 396906030 ogdol 3mbYBY, bbgs MH9ga0mbgdmsb
390569000, 535605 459m0MBY35 Fo0o0 396906030 Bo3Jdom, 5699 TMdIMOS FoODMOL
9t33053M05L. 0319935, 2014 Herosb 500 593L 396906030 Bo?Ydol 3ergds &9gbg-
B3osL, Mo 39630M:MdGdM0s FM53500 BogBHMMOm (dOMEMY0UYMHO, LM FOSWMH-93mbm-
3039960 s 5. 8.). 36906030 do}gdol y39esbg dgE0 9993060905 2019 Hganls Hobs Fgrmsb
39056090000 ©x30JLOMES  Foodm0sb  Mbo(303500GYBHJIT0, o3 T390
0Lgm0 BodBHMOGBOm, OMAMOOES BJglmdMOZ-5L53MdM030 LEAMWJBHMOMOL (33C0EYds,
9300065309, LsdTom 5YOEGOOL b53WdMdS.

*016906030  IMIMOMBOL 3900 FGLoRALYGOIEISE  A9bYPIM0TGIMOo 0465  TMdsEMOOU,
933053000l @5 396906030 Fo3HJdol BMYs©O 3M9530330963)900. Fodmm3zegdds sB39bs,
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™I dmem (egddo d36gd6MH030 MdMOMOOL BMYSO 3m9503096E9d0 dbodzbgerme
0331905 5 MO0MJIoL BEBIBOW MO0, LodsMmM39Eml bbgs M9a0mbgdoLiysb 3sblbgsggdom,
53561580 ©Y3M3ME300 56 Fg0bodbgds.

* 3bobEgmdol  50Ho®IMgdol gHm-9MHMO BoJBHMEMO, MHMYMOOGESS QIB5JO0LSL Lgboms ms-
BogsMm@Mds, 056ImMIb F300M©I0s s FgBfows bm®mdser®l (105-107) ¢obarmgzgds.
0693030 IMIOSMOOL 300093 OO F9B3969d0l - oMI(339¢g00L  ©OBsTo 3oL
d9UHogesd 9B39bs, OMI 3gdso 0653030 boLOIMPYdS Jowms  JIMI(339¢YdS
RIOGHOWMOOL 300, o3  0dwg3d 009 IdJE  3OHMPBMBL  LETMTs3EMC,
9m050Md0L OLMOLOL FSHBOEOL MO LIBEOOLO.

* 9200630 dMbobErgmdols sdgM9gdol mbol dglfogarsd sB39bs, MM gdMAMIx0wmwo Bo-
090l MboL g. MHMUYE-dms)-250b0gL L3oerol dobgzom, 530S OYMJOOL Lafyolio
©MbB0b 2993005 LFMsem Mbgby, Moz JOMOMIIE 2odmf)3goos dBmIolvy-
660560 sLo3ol AMLobErgmdols §39960sb 450bgd0m (RoMg FoaMo30s) LeEoswYH-
93060303600 306HMdYdOL Qodx MdILGOOL JoBbom. 2ogMHml b3swrols dobggom, 65 fier-
oL 5 MBOMBO Sb530L dMbEbEgMdOL oo Mg0Mbol ImEr0sb dmbsbergmdsdo (2014
Dol Logmgzgumsm 50fgemol Imbs3gdgdoo) 8950p9bl 11 %-U, Mo3 909953909 259M™L 9-
dMAM9830v0 d)MGOOL 506l (7%). gl 0oL Bodbogl, MM sFo®5d0 Labggs -
096900 IMLobErgMds, 19993 LoJoMMZgEML bbgs MYA0MBIdOLYD 45BLbgsz9d0m, 93-
505 ©93MAOIB0O LOBdIOOL Y39 sHY B F5B39698 0™ 45dMOMBY3s. STLMIB, gl
39639690900 Lolimgwm Eslobwgdgddo (12,5 %) 509353 gds Lodoesdm abobEgdgdOL
95$396909b (9,7%), Gro3 0G0 Fos 30gMo3E0I0 3MM3ELYOOL F9IY0s.

51336900

©99MM583049w0 LOdYOOL MO g. HMLYE)-3M:19-3oMbogL B3sol Jobg30m, 5F565 Y-
900 Lsfyobo EMBOID o30S IBYMJIOL BodwsEm MbYBY, MDY F0035M0 Fog3wgbs
dmb0bs 980G53050 - Bodmsem Sb530L AMLIBEYMBOL 39960 490675 LmEosEME-
9306™30379600 306MdGOOL godx MdgLGdOL J0HBb0. MMI(35, JIMYMHBOYIENO BYMGIOL DoB-
39690900 930695 Lododmzguml b3y  ©9a0mbgdolasb  asblbgsggdom, Loss ULobgbgs
©509M9B0L FoO0 S d5¢05b oo Mbggdo (Ggeros, 2013, 3. 69). sbs3MOMOZ0 Fobsfo-
wqdol dobgzom, 85953539008 Jowo 60+ Sb53MdDM030 353HIPMM0530 MBOM b53W9d0s, M3
d9@fowo@ 250mfi3gwaros doMmEIMAOM0 BodGHMMgdom (3595353090 F9acMm9dom, Joggdols
LogmEberol bsdmowm baby®mdwogmds Ma3dm dg@0s).

39960 350l Jobgz0m, 65 fferols s MROMBO Sls30L FmbIbEgMdoL Howo MHgyombols
30056 dbobegmdsdo (2014 fierol Logmggarmam 50fgMol dmbs3gdgdom) dgoyqbl 11 %-U,
o3 509353905 359MMb ©gIMYMIGB0Mwo EBYMJOoL b0odbmwl (7%). gb 0dsl 60dbagl, HmA
5356580 LEbgHBYs BYMGOIWO FMBObEGMds, MI3d LogdoMMZ9wML bbgs MYa0Mbgdoliash 4b-
bb303900m, 535605 ©YIMYM R0 LodIMHOL Y39eoBg dswo 35B39693wom godmoMmbg3s.
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505L9b, gl BsB3z9b90go LobmEBwMm EILILEGdGdTo (12,5 %) 509dsBHds Lodoesdm sbs-
bagdgdol 856396909l (9,7%), o3 d0M005©s© Jos dogMoEoveo 3Mm3glgdol 9gy0s
(Hozwsdzowo b.,..., 2019).

99092900. LESGH0580 Fgufogoos 5FoMOL 5. M. 369060030 IMAMSMOOL SOLMEYEHXIMHO
956396900930l 0653035 s F99M3wGboE0s om0 M30L9dMEM0gd0 Mgyombre FHowdo.
396dme:

5356580 ©930L3M0MYOME0 JmMFobgdgdols s 49bJmMobgdgdoL d5B39690gdol o-
B5do30L dglfogersd sb396s, MM dMerMm ergddo 500 53l JmMFHobgdsms Momgbmdols 9g-
3069l @S 296JMOHobYdsIMS BoMm©IbMdOL FOBEOEIL, o3 FodmfzgMwos HmymeE bm-
GOSN~ 3MGHOME0 s 930bMT03MO0 BoJBHMMdom, 1939 JmOHobgdol sbo3ol Qogs-
3500900m. 91 39696305 LISMYMB0MO® 50LIHYdS FMBSMBIBY O M350 39ML3gJE0-
3590 0l 3093 BROM 255335390l YIMYMIBOIE F0MIMGOL 5F5M5T0.

30005650 Logomzgermdo 999306090990 86gdM030 oBgdol gmbby, Lbgs Mgyombg-
0mb F99M900m, 5350 45dM0MBY3s 500 dBYIM030 FoEJO0m, 5649 TMdoEMdDS FoOBMOL
9M33053Md3L. 099939, 2014 {Herosb 5000 543l dmbgdMH030 5@ OOl 3rgds® 9babiosl,
653 39630009305 IMS35¢0 BoJGHMOHOD (DOMEMA0IM0, LMEF0SEE-930bMT03WOO s ».
d.). 3bgd®m030 T5GJOOL Y39y IgBHo 89930Mgds 2019 Howb fFobs §gwrmsb dgs®mgdoom
©5R0JLOMES Fo0EdmM0sb 3MboE035w03YEJdT0, Mg FFM{39E0s 0lYMO BoJBHMOmYdom,
OMAMO0:355 BJGLMOM0Z-5L530M0M030 LEHMIIBHIOOL 330D, §3MTORMOG30S, LETMToM SYO-
00 6530 9dMds.

016936030 3IH5MdOL ©9390 FgLogILYIWOE FosbRIM0TOE0 0465 FMdIEMdOL, Im-
330093M00L 5 81693030 Fo3HJOoL BMPsO 3953030963 JO0. 29TMMZgdTs 5B3965, G dm-
e §egddo 3bg0m030 dMdMSMdOL BmYso 3M9B0309bEGHd0 1Fbodzbgjmrm® 033wds W
00mJadol BEGHOOEMEMO0s. Bodsemzgeml b3y M9a0mbgdolgsb goblibgsggdom, sFo®rsdo ©9-
335305 56 890b08bgds.

AmbObEgMdol  5EHMTMYGO0L GOMD-9MMO BoJBHMMO, HMAMOOE35S B5IOOLIL bdglos
09658350Mds, 096sMb d30MEgds s FgBfows Bm®mAsgrm®l (105-107) mobermgzgds.
016936030 3IM>MdOL 3093 9OHO F5B39690¢0l - Q9MOE39gdOL Obsdozol Tgbfogersd
5B3965, MH™A 30090500 0H5F0300 boliosMYdS oM JIMPOE33W YOS BIOEGHOWMIOL S15300,
o3 000935 53509900909 3MMPbMBL BodMBog3ErMm©, FMdIEMdOL MHglyOLOL QsBOEOL
0350 LYBOHOLOM.

9300630 dmbsbEgMmdol sdgMGO0L MboL dgbfagersd sB396s, MM EIIMYMSBOMWO
oML EMBOL 9. OHMLYE)-3Ms19-350Mbogl B3oeol Bobg3z0m, Fo6s IBYIMGOOL Lofiyolo
©@Mb0osh 4505305 LBYFMS™M EMBYBY, M3 JOMOMIIE FOAM[3g0s FOMIoLMBsm0BO
31530l Amlsbergmdol 93994b0sb 490bgdom (RoMg ToaMmo0s) LemEoswrmem-93mbmdozmemo
3061900l 2omAx™IGLId0L FoBbom. Foghml Lzsol dobggzom, 65 fferols s MBOMLO
5b530L IMBsbgmdol foo ®ga0mbols dmE0sb dmbobErgmdsdo (2014 farol Logmgzgurmom
500900l dmbs39dgd0m) G9500a9bL 11 %-U, M3 5093530 359MM JIMYMSBOLIEX0 IOJMHJIOL
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6036l (7%). gl 035l 60dBogL, MM 5F9M5d0 LobgHYs dIMGOIO FMLOBEGMDS, 0193
LogoM 39 MUl bgs 9ga0mbgd0Lsh 2sblibgsg3900m, 53565 IIMYMIB0Eo LodIMOL Y39esHY
Q505¢0 35639690 om 45dm0MmBg3s. 535Lmb, gl FoB3969d9w0 LobMgem EILsbegdgddo (12,5
%) 509353905 Lodowsdm  @ilobergdqdol  dsB396909wl  (9,7%), 653 oMM Tos
8065300 3MM39LBYO0L TJEIYOo.

N

o

299mg9bgd Mo WoGIMIGHYMs
395330000 b. ... (2013). LemEosE @O LEIGOLEH03S. MdOEOLO: MLYY.
3953300 b, ... (2019). LEH™IbEHMS IIMYMIBOWWO A9B30M5MGOOL 3OIMYEMSTS. 930mbMT0 3>
5 d0BbgLo, XI(4).
M54y, 5. (2012). 53560l Fmbobengmds. mdorolo: 1boggdlseo.
M0y, 5. (2018). LJoOMNZ9EML HIMYMHR0MWO F5630005MGOOL 3OIMAESTs. 3006 53960v.
6HMd0G5330¢00, b. (2018). Lods®mzgerml ImLobergmdol EgIMYMIGOMWO 3OO0l
LMW E-93mbmB03MEO s13gdEJd0. bLGsGHOLEH030L Loggds s LGSGOLE03MO 333900
L5JoMM39w™T0. MOOEOLO: ML¥Y-b Bodg3bogOm godmzgas.
LogbEO@O. (2018). Logs®mnzgeml 2014 Ferol dmbobargmdols bagmzgemam sfigmol 89w9agdo0.
LGSGHOLGHOZMOO0 3MBE03S30S, MOOEOLO. IM3M3JOIXO
https://www.geostat.ge/media/20679/2014-wlis-aRweris-ZiriTadi-Sedegebi.pdf-cs6
LoguESGO. (2019). IIMPMSBOIEXPO 303G LodoMMZgermBo-2018. LEsEobEH0 3OO
390030(300. IMm3Mm3z9dwyeo https://www.geostat.ge/media/27214/demograpia-2018.pdf-sb
bmE@dsbodyg, 0. (2020). sFo60l 53EBHMbMI0MOHO MgldMdE030L dmbsbergmdol MoEbmgbmdols s
LJgLMBM03-5b53MdM030 LEAONIGHMOOL LEBSBHOLEHO0IMNGO sbsE0Do. (33. 351-359). MdowobO: 3.
3139930000 50509006 115-9 ferolmsegolsdo dodwgbowo LagHmsdmMolm bsdgzbogtm
30b6339696300L Fsboergdol 3M:9dw90. BM3Mm390MO
http://conferenceconomics.tsu.ge/doc/2020konf. pdf-sb6
d9a09, 0. (2013). bsbsBImeo Imbsbergmds bods®m3z9wmdo (Lm0 IHO s 93mbmdozwmeo
3603 gd900). MdOoLo: ©6039MOLOWO. I3M3gdMEO
https://iliauni.edu.ge/uploads/other/39/39713.pdf-qs6
Bodogos, . (2014). Logo®N39w Ml dmbobergmdol s0Hs®Bmgdol Laghmm #H9bgbzogdo o
09300690 5308909MJd60. EIIMYMSBOOL s LMEOMEMYOol 3MMdIqdo (33. 6-20).
0000ob0: 0¢0sL LEbgEdhonm MbogzxELOEHIEGHOL ITMAMIR00LS s LEMEFOME Mool
0bbGHOGHWGO. Im3mgz9dweno https://iliauni.edu.ge/uploads/other/39/39642.pdf-sb6
fogwsdzowo b.,... (2019). 53560l 3056530l Fogd FoaM30IE0 F50sbsHowgdol 3Mmi3glo
056599060™39 9393DY. JEMISE0Ds300 s d0BBILO(8), 83. Im3m3zqdmwo
https://eugb.ge/uploads/content/N8/Natela-Tsiklashvili.pdf-sb
Pmesdg @., bIEsdgMOdY 5. (2015). YIMYMOTBOOL Loxgryd3zegdo. Rome: oosmbo.
doi:10.14207/ejsd.2021.v10n1p513
Pesdg @., bEsdgMOdY 5. (2016). LodoMmZzgaermlb M9a0mbgdOL IIMYMIROIO
053090M90930. MB0WOLO: 0EosMbo.
Pmasdg, 9. (2016). ©©98MGMx300L BExMAZ3wgdO. MBOEOLO: 05¢0sw)bo.
bdognsdg 9., Bo@owrsdg J. (2020). g9myMsxz0mwo bGs@obEoge.
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36mBglemMo gergbg bo0sdsdg - 80

Jowdo@mbo 9agbali 30636905 0dol 15930009LM FogIWOMOS
0v) OHMAMO Mbs GALIBYYOML 55300 35BHMOMEGH0 S dmgs-
odq 38Md0N® J399565L. dolo 50s305bMMO 39000 IMdOWY-
05 BM503E0oLS s BEYMIM030L50T0 GOMAMWGdS, MMYM-
63 0590030, dmdoesdgl, $0dPMHIL, MOl S3EM-
0G9AL gdbol 0b6EHgwad@oe H6H990Ls S BoMoM Bsbm-
3900Mq05d0. bo3gmolL Jdggdols s bbgsms 3H3030¢gdol 890-
199349J9d0BsM30L YEbOHMIgEo BEOHMB3s dobo SsT0sbmEMo
905 S w9dseerglio Jobsbos.

9969 SbEsBoL SO HsMSdIdY 0B 1944 {ieols 23 1gdgM35wL, LsdEHMIEOOL MS0-
mbol begge oE X obs0ddo, 39saMYgd0L My sbdo.

1950 §9enb 893005 0O X 0boodol bsdrscm B3mesdo, Mmool 9300 3esliol Ho0ds-
A90000 IM3Mgd0L F9dg U3 F50aMdGes OO X0bs0dol LobmBErm Bsdg®mbgm &gd-
6039980 dM@oEGHOMWO 50MOEb30L B3YE0IMOOMm. OEO X0bs0ToL bslmgwm BsdgrMbym
&996039990L LOo 3MOLO FoMBobgdOM OsTMzMs 1960 Fgerls.

1961-1966 {jer9gddo gargbg bo®sdsdg 03569 x 935008300l LabgEMdOL MBOEPOLOL Labgen-
dhoxm Mbogzg®loEgEol 93mbmdozol Bs3w@gI@OL LEH™MPIBE0S dYVIXEHOVIEXO SMOEb3oL
139309cMdom. 1968-1972 fiergddo Lfsgwmds 03569 xo39H08300l Lybgemdol Mdoolols
Lobgdhoxm MbogzaMLoEGYEHOL S8306M56EMSd0. 1976 ol 0335 Bo3IBOWIEM OLYME)s-
305 995D9: LodoMmM39wMl 03060l dMYH39MdOL LsfoMBmm gmbgdol ds9mygbgdol 93mbm-
90360 565¢0B0 O B30 9B9JEIOMIOL 535w gdol MH9HgM39d0.
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