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Abstract. To strengthen the export potential of Georgian bees and intervene in international mar-
kets, it is necessary to make a comprehensive and profound analysis. The article discusses the in-
fluences of market segmentation, consumers’ preferences, international trading agreements, legal
regulations, product certification, technological innovations and competition on the development of
marketing and branding strategies, supporting the efficient positioning of the high-quality Georgian
bee products on the international markets and increase in export.

Competition evaluation is critical for determining market possibilities and positioning Georgian
beekeeping on global markets. The physiological and qualitative functions of the Georgian mountain
grey bee must be emphasized: its gentleness, excessive productivity, and resistance to ailments.

The article additionally mentions the importance of a strategic method to boost export capability in
integrating technological improvements and contemporary advertising strategies, which include digital
technology and database analytics, which will have an instantaneous effect on increasing the charm
of beekeeping products. Determining purchaser preferences, cooperation with international organiza-
tions and obtaining first-rate certificates are crucial for the global reputation of Georgian beekeeping
manufacturers and gaining agreement with customers. Market analysis, contemporary branding, and
dynamic marketing are considered the basis for the hit export of Georgian beekeeping products and
their established order in international markets.

KEYWORDS: BEEKEEPING, MARKET ANALYSIS, EXPORT, BRANDING, LEGAL FRAMEWORK

INTRODUCTION lyzing their complex mechanisms in detail; this is

especially true for the Georgian beekeeping sec-

International markets, with their many oppor-
tunities and challenges, require detailed analysis
of their complicated mechanisms, especially for
a field with unused potential like Georgian bee-
keepers. International markets, with their multi-
ple opportunities and challenges, require ana-
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tor, which has such untapped potential. A detailed
analysis of the international markets is crucial for
the potential expansion of Georgian beekeeping
exports. Comprehensive analysis is necessary to
intervene in those markets and create a niche for
quality and unique Georgian bee products.
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By exporting of bee products on the interna-
tional market, market segmentation, study of con-
sumers’ preferences and competitive environment
are required, along with the international trading
agreements, determining of legislative regulations
and product certification criteria and requirements.

A detailed market analysis creates the ground
for branding and marketing strategy development,
which is directly linked to the increasing export
potential of Georgian beekeeping.

MAIN TEXT

The importance of the market segments and a
detailed understanding of their specific features
are highlighted in Begdarashvili's Master Thesis
about Georgia’s export potential. The study of
scale and segmentation is the foundation for a
detailed market analysis. Each exporting direction
has its own unique combination of market dynam-
ics, resulting in individual approaches to product
specification, marketing and distribution (Begda-
rashvili, 2019: 60) [1].

To meet different market demands, under-
standing consumers’ behaviour, needs, and pref-
erences plays a great role in the selection of bee
products. Therefore, the study of consumer pref-
erences is a necessary component of the market
analysis. The nature of the consumers’ preferenc-
es is dynamic, which is caused by the necessity of
meeting the quality of the production, packaging
and branding to the market expectations (Gior-
gashvili, 2020: 35) [2]. Conformity of products to
consumer expectations increases market attrac-
tiveness and ensures competitive advantage of
Georgian beekeeping products.

The legal and regulatory framework is also
an important factor for entering the internation-
al market and meeting compliance requirements.
Each market has its own unique regulatory en-
vironment, with specific standards, certificates
and legal requirements regulating access to the
market and operation. Analysis of the regulatory
framework ensures bee products meet the ap-
plied requirements. (Nabieva, 2022) [3].

In the global world of beekeeping, competitors
use different strategies to occupy market niches
and dominate their brands. A detailed study of
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competitors’ strategies, strengths and weakness-
es provides an opportunity to identify market
challenges and prospects. It defines the strategic
positioning of Georgian beekeeping products, em-
phasizes their competitive advantages and formu-
lates strategies to strengthen market dominance.
(Zhizhiashvili, 2019:22-63) [4].

International trade dynamics are also a defin-
ing factor in export potential. A study of the Euro-
pean honey market will clarify the import/export
tendencies, rates and the role of trade agreements
in developing market potential. Information about
trade flows and market access conditions pro-
vides the basis for developing trading strategies
considering market opportunities and challenges.
It identifies potential export destinations, trade
partnerships and market diversification opportu-
nities (Achelashvili, 2019: 49) [5].

The role of technological innovations is clear in
increasing the international competitiveness of bee
products. Technological achievements in produc-
tion, processing and packaging increase the quality
and attractiveness of the product. By promoting in-
novations, beekeeping products are differentiated
in highly competitive international markets. Inte-
grating technologies in product development and
marketing increases awareness and attractiveness
of products in the market and export potential
(Santana De Figueiredo..., 2015) [6].

The relationship between detailed market
analysis, marketing and branding strategies and
positioning of Georgian beekeeping products on
the international market can be schematically ex-
pressed as follows (See Chart 1):

Proper branding and marketing strategies also
play a crucial role in increasing the export potential
of Georgian beekeeping products. A comprehensive
approach based on empirical evidence and
innovative practices is necessary to overcome the
complexities of the international market.

Creating a strong brand - product awareness
- is crucial. The organic origin of beekeeping
products is primely important in shaping
consumer choice. When branding Georgian bee
products, it is necessary to emphasize their quality
and natural origin. Branding should be based
on the authenticity of the products, the unique
nature of the country, untouched landscapes,
the uniqueness of the Georgian Mountain Grey
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CHART 1. THE RELATIONSHIP BETWEEN MARKET ANALYSIS AND MARKETING AND BRANDING
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Honeybee and traditional beekeeping methods.
(Ceylan..., 2019 [7]; Gencer..., 1999 [8]; Kara..., 2012
[9]; Bokuchava, 2019 [10]).

It is impossible to imagine modern marketing
without digital online platforms. They are important
for disseminating detailed information. A strategic
approach to applying digital marketing tools on
a global level, including SEO, social media and
“content” marketing, is essential to increase brand
awareness. (Hussen, 2023 [11]; Philfan, 2020: 47 [12]).

Understanding consumers’ preferences is
also an important marketing task. Taste, brand
perception and packaging play an important role
in consumer choice. Thus, according to consumer
preferences based on market research, adaptation
of marketing strategies will contribute to the entry
and establishment of Georgian bee products in
the international markets.

Cooperation with international organizations
and institutions is important for strengthening
brand image (Giorgashvili, 2020: 48). International
certificates and accreditation verify the product’s
quality and safety. In addition, compliance with
legal and regulatory frameworks is strategically

GLOBALIZATION AND BUSINESS #17, 2024

important to build consumer confidence and
facilitate market entry (Bero, 2017) [13].
Integration of innovations in marketing, data
analytics, and artificial intelligence are important
elements for improving marketing efficiency. It
allows the creation of personalized, targeted
offers and advertising for the user. Therefore,
incorporatingtechnology into marketing strategies
is necessary to optimize return on investment
(ROI) and expand international access to Georgian
beekeeping products. (Novelli..., 2021) [14].

CONCLUSION

Challenges and opportunities characterise
the export potential of Georgian Bee Products.
To introduce these products to the international
market, it is necessary to analyse the market in
accordance with global customer requirements,
market segmentation, and competitive environ-
ment research. This creates the basis for develop-
ing branding and innovative marketing strategies,
which determines the attractiveness of Georgian
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beekeeping products at the international level -
forms a unique market niche.

Compliance with international standards and
integration of modern technologies in producing
and marketing beekeeping products are also stra-
tegic necessities. The growing global demand for
natural beekeeping products creates a great po-

tential for exporting Georgian beekeeping prod-
ucts in the competitive international market.

Thus, the future success of Georgian beekeep-
ing use of the industry’s export potential depends
on implementing marketing strategies developed
based on analysing the factors affecting interna-
tional markets.
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12.
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dxnG3Mamonl 3hmoyd&aool gdu3mmGo:
05bMol B IMYMo SbaaaBol ey OMxboals
3mbBogombomadolb 86033650mmdY

30L30M0 FoMobono

930bm3oz30l Emdhmbo, 3bmxugbmbo, bbod bodigbg-zegobgomols
160396bodgno, bogobomzggmm

306 vbg0 mojmodody
930603030l @mgdpmbsbpo, bbod bodibg-z030bgmals
160396 bodgho, bodobmggmm

LM Bo. JoMmmymo FgRIH3MIMOnL 3MmIYdhaonb bLagdbdmmpm 3mMabinomab gobad-
™M09gM9OmMa o LagMMdMMaLM d3DMYODY 8T3300MYONLOMZNL dPENMYdIMNS 38 d3DMYONL
dMmogzomabmngn boxkydzmnabo sbamada. bhodnodn gabbomymans dsdM0bL LYagdgbdHoinnb, dmab-
doM9g0gmMmy 3M9xRgMIB630500L, bogMmmsdmmabm bogegmm bgmdg3Mmymadgdab, bodsmmmadMngn
M939m™a30900L, 3MmydEnob bgMboanznmMgdob, Hgdbmmmanygmo 06m3530900bs S 3MB3YMY6-
300bL gogmgbs dgbodsdnbn FomM3zghnbgnmn s 0MYbnbanL LHMe®hgang00L 987939390009, M3
bgab d996ymoL Jommymo FgRYbH3MIMonL domama baMmobbob 3MmMEYJHgdab bagmmsdmmaobm
000M90%9 989IH056 3MBNENMBNMYdL o 9gb3mMBNL BDMELL.

3MbB39MabEnnbL sbsndn 3603369MmmM35608 LOOSBMM FqgLadmMydMMO7ONL OEE]bNLY o Lo-
gmmedmmabm 00DMx0dg Jommymo 39xxbH3MImonb 3mdogomboMmgdnbomznb. badasbsbdgmny
Jomomymo dmob Mybo R¥ybH3MobL ybonzomyMmo godommmanngmo o bamobbmdmozn m30LydgdN,
d0bo m30609Mg09, FomamM3MMEYJH0HMMOY, 333AYMxBMOg00bEIN 35gamos.

bHH0dn 3b0dbymns Logjb3mMbm 3mdbEnsmab v8smmydnbam3znb vgMgm3g bhMohgan-
Jmo dogmadnb 8603369mmobs, MMTgM0E dosgmmnsbgob Mmammiz hgdbmmmannm nbmzgangdb,
03M9mM39 M3bsdgMmzy doM3qhnbgym 3gom@gdb, goemymo hgdbmemmagngdnbs s 3mbsEgdms
00%9000L sbsahngnb Aszmom; Mol 3nM@adnm go3mgbsb ngmbnydL 9xYH3MIMonb 3MmEYJ-
H900b 808D039MmMO0L BMEDY. IMTbTsMyOgMM 3MYRIMYbE3N500L OEE9bs, bogMmmsdmmabm
MM3ab0v30g0mMdb M3bsddMMIMMOS s baMobbob bgMBHoRNZSHIONL dM3M390s 3bndzbgmm-
30690L00 JoMmmyman I9BYH3MIMOnL 06MYbYdnL LogMmmadmMmabmE sMNaMydnby s dmdbdsmy-
09moms bmonb dMbL3M390MaE. JoMmmymo d9RYH3MIMONL 3MmEIJhHgonb BomIshgdymo 99-
L3MMEHOL o LagmmadmMmaobm d3BMYOD OF330MYONL Loxryd3zgma@ gabbomymoas 0oBMYdNL
06omnd0, Mobs3gMmzg 0Mxbnban o Enbsdnymn domMzghnban.

LA3336dM LOOYIIdN: FIVIO3IMIMOY, 63BMAOL I6INBN, ITL3MMON, SMIBGLN630N,
LI336MBILIOX(M AdMAM
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BOL3YMI DIMIBPNY, 3dbOB63EN (13J01SINJI

daLYI3d0

LogMmmedmmabm d3doMYdn Mo30bn TMa3Ze-
om0 dgboadmgdmodgonme o godmbB393900m
dmombmzb dobo Moymo 999060939000 ©9-
homyMm 363m0dL, gobboggmmgdom obgmo go-
dmyygbgdgmn 3mHgbEnomnb dgmby aMman-
Lam30b, MMEMMoEsd JoMmmymo FgxyHIMIMOL.
996033690mmM30069L0s LagMmadmMabm dsdMYg-
00L oHdWMIYM0 3bonda Jommymo gRIYH3-
Mgmodob 9gb3mMpob 3mHaboymn dMEObom-
30L. dMo3omabMmngn sbaNdN v7EOEMYdIMNY
00 009M70%7 oLVB33NEMIOMI® O JoMmmY-
o 39837H3MIMOnL boMobbnobo o Pbngsmy-
Mo 3MmEYdHgonbomznb boggmsmn 60dab 8-
L9869 .

099%3h3MgmdnL 3MmMEYdHadalb bogMmmedm-
Mobm 03dMBY ob3mobomznb Lagnmms 00d-
Mmob LYadxoHoENOL, dMIbIsMydgMM 3MYRY-
M9630900L o 3MB3xMabHymn  gamMgydmb
dgbBogme. obY3g LogMmmoedmMmaobm  bogogmm
bgmdn3Mymadgdnl, LadsMmmgdMnzn M9yay-
™my30900bs o 3MmEydEnob bymbhoxroEnmI-
00bL ggmbom oMLYOYN 3M0HgM07ydgonbs O
dmonbm3zb6900L oa9bo.

0000M0b ghsmyMmo sbomadn Jobob dMmg-
bnbgnbs o doMmzghnbggma LHMshgangdab
09033d03900L Loggydzgmb, MMAgmMoE 30ME.-
306 30300M3Jns JoMmomymo 39x3hH3MgmonL Lo-
99b3mMmHM 3mHhgbznomnb dDMEILMSO.

d0mOMMHON GITLONO

Loagommzgmb  boggb3mMBpm  Jdgbodmyod-
mo0900b dgbabgd 693Madz0mab Ldognbe)-
Mmm 6sdMmAdn badgasabdymoas 65dMab byadgbhg-
00b o domn L3gE0}NZYMO Boboboomgdmydab
©9HomMyMo goodmgonb 3603369mmobs. 05BMAL
©9HomMM0 365m0BLLL BYOTbHYMNs dnba
Bdm3nbo o LY3gdgbhoEnob dgbBsgms. mnomy-
9 boggdbdmmBHMm dndaMMYMYO3L dbsbNdMydL
000M0ob ©nbsdngnb ybngzomymn 3m3dNbENY,
Mmdgmonz gobodnmmodgob 3Mmoyddob L3gEn-
®R0353000, 3oM39Hnb30LY s gobsbomgdab don-
oMo 06©N30YsMmyM 80gmagoLb (0gaams-
d30q0, 2019: 60) [1].

000M0L Lb3zoobbgs dmmbmzbgdalb obY3-
0oymanmgomo, dmabdoMmydgmoms 939300,
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bognMmmgogo0bs o 3MYRIMIYBENg00L goggdy
domomo MM Mmsdsdmob gyh3mab 3Mmoyd-
Hh9o0b dgMmAg30d0. d8nhm3 03dDMOL d3bsNdAL
OYE0Mg0gmn 3Ma3mbgbhns Ladmabdomgdaenm
3MgxugMab3ngdalb  33mgzs. ImIbdoMydgm-
0o 3M9wgMabEngdn ©nbsdayma 096900LVY,
Mol dobodnmmodgdlb 3Mmeyginaob boMmabbab,
0983930Ly o O0MYbAL dsdMOL TmEmEo-
690056 dgbodsdnbmonb sy3nmgdmmosL (go-
mmaod3nmo, 2020: 35) [2]. 3Mmoyghgdob dmab-
00M909mms AMMEnb90mob dgbadsdobmdY
DML 03DM0L 8n08BDNE3IMMOSL s JBMYb39-
mymgaLb JoMmoymo 39BYH3MIMonb 3MmoIdho-
00b 3mb3yMabhym y3n0MmMathgbmdsb.

LodomMmMgdMN3n o ToMyaxmM0MydyMN
AofmAm sbg3g 3603369MM3060 RoghmMas bLo-
9mmodmmobm 0005MBY gob3mMobsmznL s d9-
030330LbMONL AMMbM3zbgdnlb E3dsymMaenNg-
00LOM30L. MNMMIGYM 05B3ML 0943L PbngomyMan
90M93ymnMmgogmo goMmgdm, b3gEnx03xM0 Lho-
booMm®adnm, LgMMNRNIdHJ000 s LOZOOMB-
0gomm dmmbmgbgdnm, MmImMydn3 oM9ay-
™m0Mydgb 0sDoMDY B3MISL s M3gMmaomMmgdasb.
9oM9aymnmgogmo AsMAML sbomadn yoMY6-
39mymgb, Mm3 398Y0O3MIMO0L 3MmEydhaon
3990005890mMEaL 3MLydYM dMmbm3bgoL (bo-
00939, 2022) [3].

09339(h3MgmonlL  gomosmym  bodysmMmado,
3Mb39M9bHgd0 0yg69096 Lb3zoobbzs bHMohg-
3030 050ML 60d900L EVLZEZ390MIE o LO3Y-
0ofMo 0M9bnlb mdnboMmydaobom3nb. 3mMb3Yy-
M96(M900L bLHMmIH93Nx00L, damngmo s byLbHo
aboMmggonb ahomyma dgbbogzms ndmgzs do-
DoMmMob ©ogze3zdnmMgdymo gedmb353900bd @O
39ML399H03900L oEqbnL dgbadmgdEMMdLL.
030 3obLOBM3MI3L JoMmmyman gBIYH3MIMONL
3MmEyghadob bHMoMHogngm 3mdognmbomyg-
0oL, badb yb33b Fom 3MB3YMBHYM y3nMathg-
bMOYOL O dYaMNOgOL bHMhgangdL d3dMDY
©m3nb0oMgonlb gobsdmngMmgdms@ (30g0sd30-
ann, 2019:22-63) [4].

LoggbdmmBHM 3MHIbENMNL gobBbdMZMY-
om0 goghmmos 93Mgm3g bogMmmodmmobm 3o9-
Mmonb ©nbs303s. 93MM37M0 MaBmb d3dML
J9bBa3ms bamgab 39396L nd3mMA0L/ggdb3m-
MmbHob Hgbwgb3ngdal, HoMmnxzgdnbys o Lo3oedg-
Mm bgmdg3mymadgoob Mmmb dsdMab dgbod-
mgomMmmoOgonb Asdmysmndgdadn. 0b@mMmId30d
bogogmm B530900Ls o 03dOMBDY 835000
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30Mmo500b dgLobgd ndmgzs Loxyxd3zgmb bLo-
399Mm LHMahgangoab 89839353900bM30bL, MM-
dgmo3 0m3smabbobyob dsdMab dgbodmyo-
MOg0by o godmbB393900L. ngn gobLodM3MazL
3m®M9bogm  LogdbdmMmbm d0doMmmYmMydgoL,
Lagaghm 3amBHbomMmmosL o d3dMab n3gM-
bognlaEnnb dgbodangdamogoL (shgmasdznano,
2019: 49) [5].

0030Mds  (Hgdbmammgogmo  nbmgzgoEngdnb
Mmmo yH3mob 3MmEyghadab bogMmomsdmmn-
bm 3mb3yMabhnbomnabmdal godMmmsdn. hgd-
bmaenmgoymo domB93900 BaMmdmgdsdn, gowsdy-
00390000 o 9x8YM3300 DMEAL 3MmEYJdHob
bomobbL o F03B0E3gEMMOLL. 06M3e30500L
bgmdgbymonm bmMmEngmegds 39xBH3Mgmonb
3MmMEYJHadnb ©nxyygmMgbEnoEns domamimbaiy-
M9b6Mh LogMmmadmmMabm d3dMYODY. 3MmMEYT-
Hh900L gobznmomygdsbs o doMmzghnbgadn had-
bmmmangonob 0b®agaMmnmgds DMEOOL 03dSMDY
3MMOYJd300b 36MoOsEmMOsLb s 308BD03gmMM-
osb, BMEOL Lsgdb3mmbm 3mbgbiEnomb (bs-
bhebs @y BnggnMgom..., 2015) [6].

000M0L EHOMYM 36sMNBLY, BoM39HNB30-
Lo o 0MYbNBZNL LHMIHgaNgdL s LagMmo-

dmMmobm d3doMBY JoMmomygmo 39RydH3Mamdnb
3MMOYJdH900b 3mdognmboMmydsb dmMmob sMbY-
ogmo ymongmomgsgzdomo bJgdohyMmo dgbod-
angdgmns 898930 boboom gsdmabshmo (nb.
bggds 1):

Jomoymo  398YG3MIMO0L  3MmMEYIBI-
00b bLogqdL3dmMBHmMm 3mAHbEnomalb adMEadon,
ob939, 3od6yYy39d MMML MdsdmoL bLEmMa
0M9bnban o dsM3ghnbaymo bhMahgangoo.
9930Moym 3(H303909m™x090%9 o NbM3s30YM
3MadH0300g ©oxwydbgoymo ymgzmnbdmazsg-
om0 30amMads 9730mMadgmMns bogmmadmmabm
000Mab boMOY™Mygo0b Eobodmy3s0.

domngmn 0Mybnb - 3MmEYJdH0L 36ModsEM-
00b - d990bs 39603d369mm3569L0. FgRYHIMY-
monb 3Mmoydanob mmMasbym BomMdmadszmm-
0oL ydmogmabo 8603369mMds 8g3L doDOMDY
dmabadsmydmab oMAg3060L @mMMmBnMgonbL.
3930Y0gM0s Jommymon BYH3Mab 3Mmoyd-
H900b 0MybnbanLoL bodn 3ogbzsb dooc bo-
MobbLY s 09690M03 BoMAMIMOSL. 0M9bNbgn
960s 989dbg0mEaL 3MmEYJE0L 830960 7-
MmosL, 9399y60L gobydgmmgdgm d36900L, bg-
mybmydgm 3900037900, Jommymo dmob Mybo

LIV 1. 6OBMNL S6INDNLY LS 3VM3ION630LY DS 6MIEGLN63NOL LOMIOIZNIOL IMEMOL

8909063930l 3Geaggihgdel
Loggb3eatiihem Seatygbpgodere

JM00IM01303306M0N

v

ffgohm: bggdo T98yTo3909000 338mMhgdnb dongh
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BOL3YMI DIMIBPNY, 3dbOB63EN (13J01SINJI

RYH3MoL Y60zomyMmdabs s 39x37H3MImMdAL
OM30E0m 3g00mEgdb (Rgomsbo..., 2019 [7];
306LgM..., 1999 [8]; 30Ms..., 2012 [9]; dmM3YR3Y,
2019 [10]).

mabodgMmmzg 9oM39hnb30 BoMIMyag69-
oo 30gMImo mbmonb 3mebhBmmMagonb go-
M9dg, nbobn 3603369MmmM35608 yHoMyMn 0nb-
RMM3o300L gozmMEamgonbsmznb. gmmosmym
©mbgdy gogymMymoa domzghnbgnb 0bbhHMYAg-
Bhgonb gedmygbgdab bhMahggngamn dnamas,
0000 dmMab SEO, bmEnsmyMo F9ENS ©O ,3M-
Bhob®* doMm3ghnban, snEnmadgmns 0Myboab
36mMosMONL godMmEnbm3znb (37bgbo, 2023 [11];
g0q3s60, 2020: 47 [12]).

dmabdomydgmme 3M9xygmMgb3ngdolb goga-
00 93Mgm3g 960d369mm3zebn dom3zghnbgymn
0dmEobss. 3ggdmzbgods, 6Mbnb smMJds o dg-
®Y03s 3603369mMm3006 MM@ML ModsdMOL M-
dbdoMmgdamab oMAY306Dg. 0dMngo, 05BMAbL
3393009 oxyydbgdymn  dmaAbdsmgdgmmy
3M9x39Mab3ngonb dnbgznm, domzghnbgymo
bHMahgang00b dsadhaEns bymb dgybymob
Jomoygmo gxh3mob 3Mmoyddadob dgbzmob
o ©393300M75030L bogMmmsdmmabm dadDMYOBY.

LogMmmadmmabm MMEs60B3NY0Md0 s nb-
LOHOOHYHI00D 13653TMMIMMOS O 3oMmbbon-
mMmos 6MYbnb s3hmMmohghob godmngMmadab
d730myogmn  Bobsdnmmoss  (gnmmgsdznwmo,
2020: 48). bagMmM3dMMabm LYMMNNGNISHJON O
a3MgobhoEns gabobymyds 3Mmeydenob bo-
Mobboby o JLaxrMmbmgdob aILHYMYdLL.
39M@s 990Dy, LO3ObMBIYOMM O FoMygnmon-
M909m AsMAMYOMab dgLodadnbmods bhMmathg-
30ymo 09603369mm30b0s dMAb3aMydgMmY
Bomodob gobodysMadmo® s 03dsMdy dqbL-
30l gobssznmgomas (d0gMm, 2017) [13].

90M39(hHnba3dn nbmgzgoznymo Hagbmemagng-
00b 0b®oamogns - dmboEgdmo sbsmotnzs
o bgmmgbymo nbdgmgdhn 3603d369mm3z000
9mgd96hgons doM39hnbgoL  9x399dHnsbmdabL
3oLodzmoOgLYdMBE. 0gn LOdYOMYdEL ndng-
39 393900©9Lb d3mabdomygomnbamznL 39MbmbN-
doMmgdymon, 30dobINdsMmmymn Jgmo3s0909500
@ M93mods. sdn®hmad, doMm3zghnbgym LHM-
Hh9309000 Hhgdbmmmgangdnb AsMm3zs sy30omyg-
dganns 0639L¢H0EN900L sdMYBgoaL (ROI) M3-
H000d0300by o Jommymo dgRIYH3MaMdL
3MmEYJHaodg Logmmadmmobm B3mdob go-
gsmmydobmzob (Bmzgana..., 2021) [14].
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Jomoygmoa 39BYH3Mamonb 3MmEygdhadnb
boggbdmmBpm 3mbHgbnsmn bsbnom@yds ofM-
LgoyM0 BedmB3939000 s dgbodmydMM-
09000. 93 3MmMmYdHoonLb bogmmadmmobm do-
BoMB)  ©obVI330MYOMOE, dENMMIYOIMNY,
000M0L 865eM0B0 MmOy Mo IMTbToMgOMNL
dmmnbm3zby00b, 650Mab bYadxbhHoEnnb, 3Mb3y-
M9bhyma goMmgdmb 33ma30L dgLodsdnbLE.
Mo3 Jabob 0MgbNbgnLy o nbmzgainymo do-
Mm39h0bg0L bhMohgangonb d9979053900LdM30L
bo®yd3zgmb, MMAgmnEg ma30b dbMng gobodn-
MmogoL Jommymon 3gxyxh3Mamdab 3Mmoydha-
00L 308%039MMOL LogMmmedmmobm EmMB9DY
- 34omn0g0L y603smyMm LEdBMM bndosb.

Lagmmadmmobm LHSbIMHYOMD Tgbode-
90bmoy o 00bodgMmmzg Hgdbmamgngdab
nbhgamomgds gxRYbH3MImoanL 3Mmoydhadab
BoMmImMydoby o doMm3ghnbgdn sbg3g LHMSEMHI-
3090 3330MY0MMOss. 39BIYH3MaMO0L bathy-
MomyMm 3MmEYJhHoddy ddDsM@n gmodsmymn
dmmbm3zbs §abnb o 3mHgbEnsmb Jommymo
99339(h3M9mMo0Lb 3MmEYJHaoob gdbdmmpobom-
30L 3mB39M9bHym LogMMddMMNbM doDIMDY.

000960, Jommyman 39xxH3MgIMOnL dmds-
30mMn BaM3ohgds, oMmgnb Loggb3mMmbm 3m-
Hh9b630omab  godmygbgds, ©@OIM3NEIOYIMNY
Lagmmadmmobm 03dMY0dg IMJdgn RoJbHm-
M9000b 963MNBOL LoBYd3gmdy, 39970539090
00M39Mhnbagmo  LHMo®9angdob FobbmMmEng-
™mg0009.
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