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From the Editorial Committee

We are giving you the next 27th (4/2020) issue haf Quarterly of the Faculty of
Management of the Rzeszow University of Technolegtitied “Modern Management
Review".

The primary objective of the Quarterly is to prompublishing of the results of scien-
tific research within economic and social issuesdonomics, law, finance, management,
marketing, logistics, as well as politics, corperhistory and social sciences.

Our aim is also to raise the merits and the inti@wnal position of the Quarterly pub-
lished by our Faculty. That is why we provided fgreScientific Council, as well as an
international team of Reviewers to increase thaevaf the scientific publications.

The works placed in this issue include many assiomptand decisions, theoretical
solutions as well as research results, analysespaadsons and reflections of the Authors.

We would like to thank all those who contributedhe issue of the Quarterly and we
hope that you will enjoy reading this issue.

With compliments
Editorial Committee
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Aliya N. CHUYEVA'!
Saira R. YESSIMZHANOVA?

LEISURE MARKETING COMMUNICATIONS:
CONSUMERS'AWARENESS

In the context of a virtual transformation of comsr behavior, commercial offer switches
play an important role in increasing customer awess of the company’s product and the
recognition of the company itself. The study wasdicted by sending online forms Google
Form followed by data processing using Excel an8&PThe purpose of this study was to
identify the degree of consumer awareness of theehcentered leisure activities in Almaty
city and Almaty region. The survey was conductediljne sending out a Google Form with
subsequent data processing by using Excel and SWR88lty of this study is consideration

of the significance of the awareness of the comisagmypduct (goods/service) in connection
with the virtual transformation of consumer behavi® considered. As the result, study
showed the levels of awareness degree about tise-sentered leisure activities in Almaty
city and Almaty region the among interviewed regpants

Keywords: leisure, awareness, integrated marketing campaign.

1. INTRODUCTION

The research problem is the choice of adequate atiagk communication in the
horse-based recreational business. Questions rifycdae the people’s awareness of the
possibility of obtaining horse-centered leisurevexs in Almaty and Almaty region and
the attitude of these consumers to the above tiypecceation.

The aim of the study is to identify the degree wheeness of target groups about
horse-centered leisure activities. The resear@dvaelce is due to an increase in consumer
demand for recreational services in steadily dycambanization (Carlino, Saiz, 2019).
The 2F century consumer behavior is saturated with virexgosure of emotions and
impressions, and accordingly are transformed byctws of commercial offers (Kim, Lee,
Jung, 2018). In this regard, the marketing managénmeocess is becoming more
complicated and is becoming integrated.

2. LITERATURE REVIEW

The basis of promotion is an effective system tdrimction with customers Philip Kotler
has reduced four classical hierarchical models afsamer feedback to a three-stage

1 Aliya N. Chuyeva, MSc in Economics, Narxoz UnivgrsPhD Student, Almaty, Kazakhstan
(corresponding author); e-mail: Aliya.chuyeva@narka. ORCID: 0000-0001-7671-4235.

2 Saira R. Yessimzhanova, Doctor of Economics, jgsafg Narxoz University, Aimaty, Kazakhstan;
e-mail: esimzhanova.s@uib.kz. ORCID: 0000-0002-992973
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scheme from cognitive through affective to behalidnighlighting a hierarchy of effects
model. (Kotler, Keller, 2011). According to the nebdhe potential buyer's path to the final
purchase lays primarily on the level of his knovgeaf the company’s product, including
basic knowledge of the company, and in case ohéurfavours and any preferences
convinces to buy “must have products”. Here in raéirig mix the offline and\or online
delivery of information about company’s producttb@ consumers plays the key role in
initial reading their environments (Smith, Paul0oR®016). Cultural, social, personal and
psychological factors influence on the developnmiymamics of the customer behavior in
the decision make process. (Yusniza KamarulzamanKialidah Abu, 2017).

Of course, bookmaking and expanding product awasereke time and require
continuous communication with the consumer audighoeugh an integrated marketing
campaign (Camilleri, 2018). The campaign is aimeé@szorting the buyers to the final
purchase from the moment of contacting them witimigiue selling proposition, while the
entire team of the company works harmoniously anedipely according to the marketing
integrated plan and program (Reevers, Rosser, 1R6tler, Armstrong, 2011; Laurie,
Mortimer, 2019). In this regard, it is important ttake a memorable impression on the
buyers and thereby encourage them to search formattion about the product and the
company, while the degree of awareness increasesvative communication means play
a huge role in expanding the customer’s illuminafield.

So there is a certain gap in the use of marketorgnounications for the formation of
consumer loyalty to leisure activities with the tgEapation of horses by representatives of
equestrian recreation business. At the same theeghain of the influence of the quality of
the event on the emotions of tourist is significavitich in turn determines the value of the
event and satisfaction with the final loyal attiéughkhoondnejad, 2018).

3. METHODOLOGY

To identify the potential interest of residents Adlfnaty and the Almaty region to
equestrian tourism, a survey was conducted by sgradi online Google Form Application.
This application is laborious in the creation piscef a questionnaire, but is easy to use
with a wide range of tools for creating and sendinga questionnaire. Questions are taken
from previous done surveys, and adapted to theesumesearch topic (Bruner, 2013;
Weyland, Laterra, 2014; Trang, Lee, 2018). The tijpiesaire included “What geographical
region do you live in?” for territorial observes mspondents because of the study is
market-oriented for Almaty and the Almaty region.

A total of 22 prepared questions were included n%hie questionnaire. Only 59
respondents replied out of 100, but in the analykthe survey data was carried out using
57. Excel and SPSS were used in data processingrayksis. Initially, the survey data was
automatically summarized in the Google Form Appilarain pie charts and Excel tables.
In addition, the convenience of Google Form is he update possibilities in case of
grammar and stylistic errors, and there are otteamages. Then the data was entered into
the SPSS program almost manually since the datd oot be automatically digitized by
the Google Form program.

4. DATA ANALYSIS

During the survey, the answers to the question EHgou heard about equestrian
tourism?” were distributed as follows: 32% answéireal’, affirmative “yes” gave 68% of
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the respondents (Fig. 1). These indicators inditstthe category "equestrian tourism" is

“_

familiar to the population.

Fig. 1. Answers to the question: “Have you heamualequestrian tourism?”

Note: compiled by the authors based on survey wkitey the Google Form program.

However, to the question "Are there any proposaigfjuestrian tourism in Almaty and
the Almaty region?" response statistics are disepipg: 39% of respondents answered
negatively, 37% found it difficult to answer, andyp24% were aware of such proposals in
Almaty and Almaty region (Fig. 2).

@ yes
® no

@ hard to answer

o

Fig. 2. Answers to the question: “Are there anyposals for equestrian tourism in Almaty
and the Almaty region?”

Note: compiled by the authors based on survey ukitey the Google Form program.

According to the survey, 56% of respondents arerésted in equestrian tourism or
recreation. Actively involved in this type of reat®n is 7%. 20% of respondents are not
interested in this rest, which is slightly morefidifilt to answer the question by 3%.
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As a result of using the SPSS program for datayaisla generalized portrait of
respondents was compiled (table 1). The age aktsgondents predominantly ranges from
20-29 years and the female gender dominates. liti@gdthe proportion of single
respondents predominantly living in an urban emuinent with higher education and with
an income of less than 100,000 tenge.

@ Not interested

@ Interested

() Actively exercising
@ Hard to answer

Fig. 3. Answers to the question: “What is your d@mn about equestrian tourism or
recreation?”

Note: compiled by the authors based on surveywkitey the Google Form program.

Table 1. Frequency tables
What is you gender?

Frequency| percentage | Valid percentagg Accrued interest
Valid Man 15 26,3 26,3 26,3
Woman 42 73,7 73,7 100,0
Total 57 100,0 100,0
How old are you?
Frequency| percentage| Valid percentage| Accrued interest
Valid up to 20 12 21,1 21,1 211
20-29 26 45,6 45,6 66,7
30-39 12 21,1 21,1 87,7
40-49 7 12,3 12,3 100,0
Total 57 100,0 100,0
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Table 1 (cont.). Frequency tables

What is your current place of living?

Frequency| percentage | Valid percentage| Accrued interest
Bamugaeie ropoJ 41 71,9 71,9 71,9
ceno 16 28,1 28,1 100,0
Bcero 57 100,0 100,0
Your educational level?
Frequency| percentage Valid Accrued
percentagg interest
Valid secondary/secondary specia 9 15,8 15,8 15,8
specialist 2 35 3,5 19,3
bachelor 23 40,4 40,4 59,6
master 19 33,3 33,3 93,0
scientific degree 4 7,0 7,0 100,0
Total 57 100,0 100,0
What is your marital status?
Frequency| percentageg Valid Accrued
percentagg interest
Banmupaeie  not married 37 64,9 64,9 64,9
married 16 28,1 28,1 93,0
divorced 2 3,5 3,5 96,5
widow/ widower 2 3,5 3,5 100,0
Total 57 100,0 100,0
What is the range of your total monthly income?
Frequency| percentageg Valid Accrued
percentagg interest
Valid less than 100 000 tenge 23 40,4 42,6 42,6
100 000 - 150 000 tenge 5 8,8 9,3 51,9
151 000 — 200 000 tenge 13 22,8 241 75,9
201 000 — 250 000 tenge 5 8,8 9,3 85,2
251 000 — 300 000 tenge 3 5,3 5,6 90,7
more than 350 000 tenge 5 8,8 9,3 100,0
Total 54 94,7 100,0
Lost System 3 53
Total 57 100,0

Note: compiled by the authors based on surveyukitey the SPSS program
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Also, according to the frequency tables, a littlerenthan half of the respondents
(56.1%) considered themselves to be beginner riderd if it was possible to order
equestrian recreation services, they would choossehriding (31.6%) and horse riding

lessons (22.8)

Table 2 contains the main statistical indicatonschs as averages, variances and
correlations. Cronbach’s Alpha coefficient depeodshe number of scale of elements, this

is an invalid scale.

Table 2. Reliability analysis

Observation summary report

N %
Observations Valid 54 94,7
Exception? 3 53
Total 57 100,0
a. Exception entirely based on all variables ingtaxedure.
Reliability statistics
Cronbach’s Alpha coefficient N elements
,012 4
Statistics points against the total score
. Corrected Cronbach's
Scale averagg Scale varianceg -
. : correlation alpha to the
when excluding when excluding . .
; 3 - q between item| exclusion of
item item .
and total item
What is the range of yoj = 7 95,5 5,452 011 004
total monthly income?
How would you rate yoy g ggeg 5,723 219 357
riding skills?
How would you rate th
impact on your weeker  ; 5ppe 7.195 -013 039
plans if the equestrian cly
was in or near the city?
Estimate the current state
equestrian  tourism i 7,7407 8,762 =171 ,233

Almaty and Almaty region|

a. The value is negative because the mean covarimtween items is negative. This violates
the assumptions of the reliability model, may needheck the coding of the items.

Note: compiled by the authors based on surveyukitey SPSS software

The survey also characterized consumer needs,aguchmmunication with horses in

nature, relaxation and release from stress anébtgrbe presence of infrastructure.
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5. RESULTS AND CONCLUSION

As a result of the study, it was found that moemthalf (68%) of the survey participants
had heard about equestrian tourism, however althestame time number of respondents
had no idea about of offers of such services inaymand the Almaty region. Thus, the
degree of awareness of the respondents about gstbpiby of obtaining horse-centered
leisure services is low. In this regard, in furtistudies, pay attention to how marketing
management is carried out in the field of recreaticervices in Almaty city and the Almaty
region. The Cronbach’s Alpha coefficient in thiadst requires attention to the quality of
the questions and requires their further theorktind practical study with an expansion of
the coverage of the respondents.
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PERCEPTION OF BIG MUSIC FESTIVAL
BY ITS PARTICIPANTS — CONTEXT OF EVENT
SPONSORS’ MARKETING ACTIVITIES

Huge marketing events may be used by their spotsgovide vast masses of people with
extraordinary and memorable experiences that haveweerful impact on a brand image.
Music festivals have a considerable potential is thspect. This paper demonstrates how
participants oPol'and’Rock Festivasee this event in the marketing dimension and they
perceive activities performed by sponsors. Theastbhonducted survey research, the results
of which showed that festival participants recogrand accept marketing activities carried
out by the event organiser and sponsors. The majofrirespondents are aware of the fact
that they could not attend concerts free of chawmghout financial support provided by
sponsors. The results of the research not onlyesa&s\a basis for further, in-depth scientific
analyses, but also enable the festival organisgitarpartners to gain knowledge of how to
perform marketing activities in an effective manner

Keywords: marketing, sponsoring, marketing eventgg music festivalsPol'and’Rock
Festival.

1. INTRODUCTION

In the face of a huge mass of promotional infororatieleased on television, on the
radio, in the press and on the Internet, contermpa@aterprises seek effective solutions to
reach both prospective and current customers iineatdvay. One of the communication
channels allowing for such close and memorableamdwith a brand includes marketing
events. They have the potential to create an exiirery experience, use this experience
to develop relationships with customers, link tharld to good causes, and build, change,
reinforce brand image through association with dhalities of the event (Wood, 2009,
p. 253). From among marketing events, those whiehparticularly useful for building
an image of sponsors’ brands may include musievedst which are attended by people
from distant locations of a country (and even frabroad) in order to have fun and

1 Marcin G;barowski, Associate Professor, College of Manager8eignces and Quality, Institute
of Quality and Product Management Sciences, Cracomwetkity of Economics, ul. Rakowicka 27,
31-510 Cracow; e-mail: marcing.gebarowski@uek.krakbvcorresponding author). ORCID:
0000-0003-0722-3314.

2 Magdalena Majka, MSc., eng., former student, @ellef Management Sciences and Quality,
Institute of Quality and Product Management Sciendgracow University of Economics, ul.
Rakowicka 27, 31-510 Cracow; e-mail: magda2796@goaaii. ORCID: 0000-0003-0353-6911.
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experience strong emotions, while sharing a seriseommunity with other music
enthusiasts. Music festivals have increased ragidige the 1990s. These events have seen
a surge in both size and numbers leading to a ngsimess-oriented festival management.
Thus, the knowledge regarding the music festivaledves attention more explicitly than
ever before (Kinnunen, Luonila, Honkanen, 2019).

Nevertheless, scholars’ focus on huge music event®icommensurate with the
paramount importance they may have to contempopomotional activities. This
observation refers specifically to the Polish htieire on the subject. Hence this paper fills
that gap to a certain extent — as regards the p#&oceof event sponsors’ brands. This
publication — based on research conducted by e aims to present how participants
of Pol'and’Rock Festivakee the event in the marketing dimension and lhew perceive
activities carried out by its sponsors. Empiricaltemial was collected by means of a survey
covering participants dPol'and’Rock FestivalPoland’s biggest music event and one of
the greatest events all around the world).

2. MARKETING EVENT AS SPACE FOR BUILDING SPONSORS’
BRAND IMAGE

A marketing event constitutes a promotional uradeény which is a communicative
situation created with a view to attaining speaifijectives — brought about at a particular
place and time by an organiser and its partners&ps. The essence of such events is that
they are unique and take the most attractive (wlhiicipractice means: novel) form
(Jaworowicz, Jaworowicz, 201). A marketing everdtdas brands involved in creating it
to appeal to all senses of participants and prothéen with experiences they expect to
enjoy. To this end, diversified, powerful meanseapression are employed — such as
lighting, music, stage special effects. A fundarakoharacteristic of event marketing is
developing and strengthening emotional ties betweemoted brands and customers. All
events constitute an interactive tool for commutiicabetween companies and various
groups of recipients of marketing activities fromeir environment (€barowski, 2007).

Contemporary marketing events take diversifiedmfar These include concerts,
congresses, exhibitions, sports events, politiahiles, happenings, open days and many
more. These are not only mass events, but alsoesmaldertakings (e.g. road shows,
presentations of new products) and they are nadyaweld in an open space (like fashion
shows, barman shows — so-called flairs). A giveanébecomes a marketing event when it
is accompanied by a spectacular setting creatihgoa’ customer experience. During
marketing events, one can observe a classic magketmmunication process including
such components as: sender, encoding, messagaigcreceiver; but also: response,
feedback, noise and context. Such communicatiompérap “here and now” (‘live’) and
appeals to all receivers’ senses. Key questionsaeraing that process are: who says? what
does he/she say? through which channel does hedsRReto whom does he/she say? what
is the outcome? (Dobek-Ostrowska, 1999; Jaworowigzorowicz, 2016). During events,
the role of senders is occupied by sponsors (tegetlith the organiser), receivers are
prospective and current clients, whereas desiregdorese includes, first and foremost,
a permanent change in the perception of brands.mid® important component of the
process are senders, who initiate, plan and mattegesvent (which includes setting
objectives, choosing means designed to attain themell as measuring effects obtained).
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The scholarly literature defines categories ofgbgf marketing events that enjoy
considerable popularity — both among those whagpate in them personally and people
watching media coverage. M. Miller developed a idinitensional, point-based
classification scheme of large events accordingite, distinguishing between major
events, mega-events and giga-events (table 1).rAcapto the author, in order to qualify
as a major event, an event needs to have an losiaeleast one dimension (Mdiller, 2015).
Pol'and’Rock Festivameets the requirements which are necessary fomibsic festival
to be categorised as a major event (the distinqgdleatures oPol'and’Rock Festivabre
mentioned in the following chaptér)

Table 1. Scoring matrix for event classes accorttrgjze

Visitor attractivenes$ Mediated reach Cost Transformation
Size Number of tickets Value of Capital
. Total cost .
sold broadcast rights investment

XXL (3 points) > 3 million > USD 2 billion | > USD 10 billion > USD 10 billion
XL (2 points) > 1 million > USD 1 billion| > USD 5ilbon | > USD 5 billion
L (1 point) > 0.5 million > USD 0.1 billiop > USD 1 billion [ >USD 1 billion
Giga-event 11-12 points total
Mega-event 7-10 points total
Major event 1-6 points total

Source: (Muller, 2015).

Research performed so far has confirmed that toen@ion of a brand through the
sponsoring of marketing events (including also musitivals) may effectively shape
a brand image — increase brand equity and brarahviement (e.g. Close, Finney, Lacey,
Sneath, 2006; Martensen, Grgnholdt, 2008; Rowleyllianis, 2008; Zarantonello,
Schmitt, 2013). However, this requires the undediteg of the uniqueness of respective
events and the proper management of them. An impbissue concerns sponsor-event
congruence, because when event and brand are miaioheither an image or functional
basis the transfer process is enhanced (GwinnenE&999; Hutabarat, Gayatri, 2014). It
must be emphasised that music festivals are unigaeting events and — apart from
advantages associated with branding — bring additilmtangible benefits, particularly
fostering an appreciation of a music genre, inéngapurchasing of music, and boosting
music tourism (Kruger, Saayman, 2019). In additmoultural influences, music festivals
have also economic, social and environmental ingpgdersson, Armbrecht, Lundberg,
2012). Music festivals exert also substantial iaflce on local communities. Increasingly
those events have been promoted and created & &itractions (Andersson, Getz, 2008).
Moreover, they may become a familiar and unremdekabor even valued — part of
residents’ live (Han, Wang, Zheng, Zhang, 2017).

It must be noted that shaping an image of a baandng customers is only one of the
objectives that marketing communication attemptsa¢hieve by means of marketing
events. Other important aspects of organising avnsgring such events include:
encouraging engagement among employees involvesalas and promotion (e.g. team

3 The authors of this paper decided to refePtdand’Rock Festivalas a “big event” instead of
a “major event”.
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building parties for sales representatives); pammiteg direct product purchases among
customers (tasting, handing samples out, demoiwstsatdirect sales at booths); forging
partnership ties with recipients (e.g. retailersy kvholesalers); consolidation with local
communities (e.g. events organised for citizenas gipecific regions or city) (Mruk, 2004).
Events are thus a multifunctional form of directrsaunication which in a contemporary
world of experience economy should be an impodegd of companies’ marketing activity.

3. POL’AND’'ROCK FESTIVAL — ONE OF WORLD’S BIGGEST MUSIC EVENTS

Pol'and’Rock Festivais Poland’s biggest music event and one of thatgst events all
around the world. It dates back to 1995, when & er@anised for the first time ltye Great
Orchestra of Christmas Charity FoundatiofPolish: Fundacja Wielka Orkiestra
Swigtecznej Pomocy- WOSP). This is the biggest non-profit, charity orgarisn
in Poland, which supports public healthcare by pasing state-of-the-art equipment for
Polish hospitals and clinics. The leader of thigamisation is a well-known journalist and
social campaigner — Jerzy Owsiak, algmritus movenf the festival. This event is
gratitude towards around 120,000 volunteerthefGreat Orchestra of Christmas Charity
who every year in January raise funds on the sti@d®olish cities and villages to support
hospitals treating children and elderly people. f&stival is also gratitude to people putting
money in special collection boxes (in 2020, oveNAI86 million — an equivalent of around
$50 million — was raised). Between 1995 and 204é&,dvent was held under the name
Woodstock Statior{in Polish: Przystanek Woodstogkwhich was a reference to the
legendary American rock festival and a TV seriggytar in the 1990'&lorthern Exposure
(in Polish:Przystanek AlaskaHowever, for legal reasons (the licence expiraftgr more
than two decades of organising the event, its naadeto be changed — in 2018, the name
Pol'and’Rock Festivatame into use. Since 2004, the event has beenrhKlstrzyn nad
Odrg — a city located at the border between Poland@ewiany. PreviouslyyWoodstock
Station was hosted in Czymanowo, Szczecigbi2, Zary and lebork. From the very
beginning, the festival's motto has been “LoveeRdship. Music”.

Preparing Pol'and’Rock Festival requires great organisational and financial
commitment. Therefore the Great Orchestra of Oiiast Charity Foundation relies on
support from many entities, including official sons and partners — such as media, music,
medical, technological and Internet partners. Bseaaf several dozen of sponsors and
partners, participation in the festival is for fre@nd its programme contains many
accompanying events.

The cost of organisinBol'and’Rock Festivals estimated at approx. PLN 10 million
(i.e. around USD 2.65 million). The event is finadovith money collected from sponsors
and donors. Last editions of the festival (hostadtiree days at the beginning of August)
were attended by around 750,000 people. In 20E9etivere more than 60 artists, who
performed on five stagésThroughout its twenty-six editions, the festivals featured
almost all famous Polish singers and bands, as ageH lot of big names from abroad
(The Prodigy Ugly Kid Joe Within TemptationJudas PriestDie Toten HosenShaggy
and many more). Although the main music genre thesurock, visitors may also enjoy
other sounds ranging from folk and reggae, thraugtal and rap, to classical and electronic

4 In 2020, due to the COVID-19 pandemRpl'and’Rock Festivaltook an exceptional form —
concerts were hosted in a television studio anddizast on line.
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music. Obscure bands go for auditions held by thenBation, and those which pass, can
perform for the festival audience. Apart from musimcerts staged as part of the festival,
there is alsdrhe Academy of Fine Arts (PolistAkademia Sztuk Przeginych, that is to
say, meetings with famous people representing tréewef politics, media, culture and arts.
The festival also enables the promotion (e.g. bykslwops) of many non-governmental
organisations and other institutions involved inmtaun rights, health, education, personal
development, religions, ecology, culture, sportjaldntegration (during the last edition of
the festival, these werdmnesty InternationalGreenpeace PolandPolish Humanitarian
Action, The Office of Commissioner for Human Righsgetarians International Voice
For Animals — VIVAThe State Agency for the Prevention of Alcohol-Red Problems
and many more).

Pol'and’Rock Festivalformerly Woodstock Statignhas been the focus of attention
of very few researchers. Scholarly publicationgaeéd so far examine the following
aspects of this event: safety of mass event (Kaakg; Moch, 2017; Kuglasz, 2019),
recycling of waste (Rochowicz, 2012), manifestadianf ritual process and the identity
of event community (Lesicki, 201%yta, 2017), the reasons behind participation (Rerek
Dluzewska, 2016), satisfaction and loyalty of particifga- in the context of tourist product
component (Nowacki, 2014), aesthetic reflectiongvent as a cultural performance
(Wectawiak, 2016)Woodstock Statioalso received a detailed coverage, however, only i
general terms (Chmielewska-Szlajfer, 2019). From plerspective of marketing, one
should highlight — as an interesting fact — thatipigpants of the festival took part in medical
research — concerning the digestive health and raimdd pain (Skonieczndydecka,
Maciejewska, Czerviska-Rogowska, Ryterska et al.,, 2018; Skoniecyuecka,
Stachowska, Maciejewska, Ryterska et al., 2018¢cHdtaska, Maciejewska, Ryterska,
Baszuk et al., 2018). Furthermore, an article odiozé security of the event was published
(Hajduczenia, Kleszc#gki, Braksator, 2011). There was a successful defef a PhD
thesis called “Rock Ethos of Young Generation oarBgle of Woodstock Station and in
Context of Other Activities of Great Orchestra ohriStmas Charity Foundatioh”
Moreover, Polish students wrote many diploma theslesing to the festival (many of them
were defended ithe Faculty of Philosophgindthe Faculty of Management and Social
Communication at the Jagiellonian Univer3itfHence a literature review reveals that
publishing the results of the research into thenspdng ofPol’'and’Rock Festivafills the
existing niche, as there are no scholarly papetsdbal with the issue in question.

4. METHODOLOGY AND CHARACTERISTICS OF RESEARCH SAMP LE

An Internet survey was used as a research métRedpondents were chosen purposely,
and the basic criterion for inviting a person foe tresearch was their participation in
Pol'and’Rock Festivakeveral times. The questionnaire comprised cleset:d and semi-
open questions, as well as one open-ended queREspondent profile was described by
means of demographics questions. The researchexbV&0 people who participated in
Poland’s biggest music festival at least once.

5 The PhD thesis was defended in 2012 in the itstiof Cultural Studies at the University of
Wroclaw. The dissertation was authored by J. Texmd;, and her supervisor was prof. dr. hab.
M. Kocur.

6 The reason behind choosing this method was ésabndents were spread over a vast area and that
there was the COVID-19 pandemic (and related reistnis on face-to-face meetings).
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The following research problem was framed as gieixploration: howPol'and’Rock
Festivalis perceived by event participants in the contéxactions taken with a view to
building a sponsors’ brand image. In view of suctjuastion — and also based on many
years’ observations of the co-author of this papdw participated in the music festival
several times — the following hypotheses were pwérd:

« Hji: Participants oPol'and’Rock Festivatliscern and accept marketing activities

performed by the organiser and sponsors of theteven

* Hx Sponsors oPol'and’Rock Festivahre seen in a positive light by event

participants;

e Has: Pol'and’Rock Festivals considered by its participants to be an integtat

product in terms of marketing.

Empirical data was gathered between April and ®@30. Table 2 shows the structure
of a researched sample. Out of all respondentsmidgerity were women, people aged
18-25, those who received secondary education &y lin cities with over 100,000
residents and professionally active.

Table 2. Characteristics of research sample

women 67.8%
gender
men 32.2%
under 18 years 3.29
18-25 years 50.1%
26-35 years 34.4%
age 36-45 years 9.6%
46-55 years 1.7%
56—65 years 0.7%
over 65 years 0.3%
primary school 1.3%
junior secondary schoagjifnnazjum 3.6%
education basic vocational school 4.3%
secondary school 50.5%
higher education 40.3%
village 18.7%
place of residence| city with under 100,000 residents 32.9%
city with over 100,000 residents 48.4P%
students 10.69
undergraduates / postgraduates 11{7%
i undergraduates / postgraduates and employed  16.6%
professional status
employed 56.4%
unemployed 4.2%
pensioner 0.5%

Source: own elaboration.
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Data obtained from the respondents were aggregatecessed and then analysed. This
delivered results based on which the hypotheseg werified and which revealed the
assessment oPol'and’Rock Festivalparticipants — concerning both the marketing
dimension of the entire event and sponsors’ brandaiivity.

5. RESULTS

As regards the evaluation of aspects attractisgarechers’ attention, the respondents’
experience related to participation Rol'and’Rock Festivalwas of key importance.
The fact that a person being surveyed had obsehig@vent many times was enough to
assume that they would give fair answers to questidalf of the respondents attended the
festival four or more times. Those who participaitedhe event once, two or three times
accounted for approx. 16% in each of these grotaise( 3).

Table 3. The percentage breakdown of answers tquhbstion: “How many times have you
participated irPol'and’Rock Festiva({Woodstock?”

once 16.6%
two times 16.0%
three times 16.9%
four times 8.8%
more than four times 41.7%

Source: own elaboration.

Almost all people — as many as 96.5% — who wereeyed, declared that they would
come toPol'and’Rock Festivaln the future. Only 0.4% of respondents did naéna to
participate in the event, whereas 3.1% had no opian that matter (table 4).

Table 4. The percentage breakdown of answers to qginestion: “Will you attend
Pol'and’Rock Festivahgain?”

yes 96.5%
no 0.4%
it is difficult to say 3.1%

Source: own elaboration.

Results obtained showed that overwhelming majqi@¥.4%) of respondents were
aware of marketing activities performed by theifedtorganiser and sponsors. Whereas no
such activity was discerned by only 1.3% of thogevesyed, and 11.3% was not able to
adopt any position on that issue (table 5).

Table 5. The percentage breakdown of answers tquéestion: “Are you aware of marketing
activities taken by the organiser and sponsofotiind’Rock Festivat”

yes 87.4%
no 1.3%
it is difficult to say 11.3%

Source: own elaboration.
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Majority (69.9%) ofPol'and’Rock Festivaparticipants being surveyed were aware of
the fact that without sponsors and activity theyied out during the event, participation in
concerts would not be free of charge. Only 7.4%esdpondents were convinced that
admission to the festival could be possible foe fnéthout sponsors being involved, while
22.7% were not able to adopt any position on teaué (table 6). Therefore the first
hypothesis — suggesting that participantéesfival discern and accept marketing activities
performed by the organiser and sponsors of thetevhas proved to be correct.

Table 6. The percentage breakdown of answers toqthestion: “Do you think that
Pol'and’Rock Festivatould be for free in the form known today if sporss activity was no
longer carried out?”

yes 7.4%
no 69.9%
it is difficult to say 22.7%

Source: own elaboration.

Survey respondents were asked what marketing tiesiviney experienced during
Pol'and’Rock Festivaltable 7). Most frequently, the answer referrethi limited series
of products with a logo of the event (87.0%), cotitjp;s/quizzes/games (78.1%) and
freebies with the festival logo handed out to wist(76.1%). Moreover, the following
answers were given: the promotion of charitablenigpations (67.7%), the availability of
footage from the event (56.9%), the samples of spia products and leaflets handed out
to festival goers (47.0% and 46.1% respectivelyigepdiscounts on sponsors’ products
(24.2%).

Table 7. Marketing activities which the respondeaiperienced durind?ol’and’Rock
Festival?

availability of limited series of products with thego of Pol'and’Rock Festival 87.0%
competitions/quizzes/games 78.1%
freebies with thé>ol'and’Rock Festivalogo handed out to visitors 76.1%
promotion of charitable organisations 67.7%
availability of footage froniPol’and’Rock Festival 56.9%
product samples handed out to festival goers 47,.0%
leaflets handed out to festival goers 46.1%
price discounts 24.2%

Source: own elaboration.

The overwhelming majority of respondents (86.2%revof the opinion that the
sponsorship ofPol'and’Rock Festivalhad a positive impact on the image of brands
supporting the event. On the other hand, 6.5% ofesurespondents did not see such
a correlation, whereas 7.3% of those polled hadpinion on that matter (table 8). The
second hypothesis — concerning the fact that tlkessps ofPol'and’Rock Festivakre
perceived by festival-goers in a positive way — pias/ed to be true.
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Table 8. The percentage breakdown of answers taytiestion: “Do you think that the
sponsorship ofPol'and’Rock Festivalhas a positive bearing on the image of brands
supporting the event?”

yes 86.2%
no 6.5%
it is difficult to say 7.3%

Source: own elaboration.

As many as 81.3% of respondents indicated thaezamwganised by the sponsors
of Pol'and’Rock Festivaincreased the attractiveness of the whole evehilevB.4% of
those surveyed answered to the contrary, and deeati person had no opinion on that
matter (table 9).

Table 9. The percentage breakdown of answers toqthestion: “Do you think that
entertainment zones arranged by sponsors Pof'and’Rock Festival increase its

attractiveness?”
yes 81.3%
no 8.4%
it is difficult to say 10.3%

Source: own elaboration.

Respondents pointed out that they were keen oacttins provided by sponsors of
Pol'and’Rock Festiva(table 10). Nearly 60% of festival goers alwayerwoften or rather
often took part in attractions offered by the ovenef various brands.

Table 10. The percentage breakdown of answeretquhbstion: “How often do you take part
in attractions provided by sponsordRaf’and’Rock Festiva(e.g.Play, Allegro, Lidl, mBank
Mastercard Coca-Cola Red Bul)?”

always 15.6%
very often 19.6%
rather often 24.3%
neither often nor rarely 24.2%
rather rarely 10.6%
very rarely 4.0%
never 1.7%

Source: own elaboration.

The survey questionnaire included a question whigs asked to find out how
important selected marketing activities performgaponsors during the last edition of the
event were for respondents. They responded thattivag valued most was: the possibility
of charging up their mobile phones in fRky’s zone, the possibility of purchasing t-shirts
and promotional items iBiemaShaopreusable cups offered in thechis zone. On the other
hand, according to festival goers, the followingevef marginal relevance: a free Internet
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and free calls package offered Blay for the duration of the event; the possibility of
collecting special stamps with tR®l'and’Rock Festivatheme (which allowed visitors to
send postcards promotingbusz Voivodeshitp any location in Poland free of charge); an
opportunity for shooting a photograph with friendgh aRICOH photo camera (table 11).

Table 11. The percentage breakdown of answerseaytiestion: “How relevant are the
following sponsors’ activities to you? - the least relevant; 5 — the most releyaht

1 2 3 4 5

pOSSIbI!Ity of enjoying a “Big Wheel” ride in the 20.1%| 17.8%| 24.7%| 18.6%| 18.8%
Allegro’s zone

charging up the mobile phone in tRly’'s zone for
free

free internet and free calls package (for four ylays
offered byPlay

rest and relaxation in tHedl’s zone 15.79 18.2%| 23.6%| 22.9%| 19.6%
possibility of collecting special stamps with the
Pol'and’Rock Festivatheme and sending postcards29.3%| 17.5%| 19.5%| 16.3%| 17.4%
(prepared by.ubusz Voivodeshjgor free
possibility of buying t-shirts and promotional itenm
SiemaShop

reusable cups offered in thech’szone 4.1%| 6.79% 14.7916.4%]| 58.1%
opportunlty for shooting a photograph with friendg 23.9%| 20.6%| 21.1%| 16.296| 18.206
with aRICOHphoto camera
possibility of buying footage recorded KyeciotaTV | 17.2%| 18.3%| 23.6%| 16.8%| 24.1%

10.7%] 11.2%| 13.5%| 13.8%| 50.8%

29.6%| 16.0%| 16.9%| 12.6%| 24.9%

23% | 4.4%| 13.0% 16.7%| 63.6%

Source: own elaboration.

More than 70% of respondents admitted #Paltand’Rock Festivalvas an integrated
offer. Only 6.4% of those polled responded diffékenEvery tenth person was not
convinced whether the event constituted a cohgreduct in terms of marketing. Also,
every tenth person had no opinion on that matidiet12). Hence these results corroborate
the last hypothesis.

Table 12. The percentage breakdown of answers @oqtlestion: “Do you think that
Pol'and’Rock Festivals an integrated (comprehensive) product in tesfrmarketing?”

yes 32.7%
rather yes 39.0%
neither ‘yes’ nor ‘no’ 11.6%
rather no 2.9%
no 3.5%
it is difficult to say 10.3%

Source: own elaboration.

When answering the open-ended question, respangemnted out that marketing
activities carried out by sponsors during the ewegate appropriate. Nevertheless, apart
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from these opinions, there were also some dissgniiices relating to th@lay’s zone

(a mobile network brand), which provided an atmaspldiffering from thd?ol’and’Rock
Festivals climate. There was too loud and music emanatiogy the Small Stagand
the Big Stagewas drowned out. Moreover, the music genre offdigdPlay was of

a different nature than rock concerts performedaoth stages. This created the negative
perception of this brand. Some people, when anagdhie open-ended question, stated that
such sponsors’ activities made the festival comiakr@nd therefore every year it is
attended by more and more “casual” visitors. Howewarly very few respondents asserted
that sponsors and their activity diminished theaattveness of this event. Marketing
activities which are not aggressive, but at theeséime are innovatory, are acceptable
by people arriving atPol'and’Rock Festivalevery year. Furthermore, some of those
surveyed were of the opinion that sponsors’ TV camuials featuring information about
the festival or presenting what Jurek Owsiak (tleémorganiser) was saying had a positive
bearing on the perception of the festival and d¢ffety encouraged people to attend it.
Moreover, as regards the values it promotes, ssiclowe, friendship, music, tolerance and
concern over the natural environment, the eventsgas by respondents in positive terms.
They also emphasised that a unique featufeéotind’Rock Festivalvas that it could be
attended free of charge, but at the same time, peafectly organised and safe (despite
considerable number of people participating in it).

6. CONCLUSIONS

Pol'and’Rock Festivals an exceptional event, which every year is dgerby hundreds
of thousands of people — not only from Poland,ds® from many other countries. Even
though the event has considerable potential fopthenotion of sponsors’ brands, so far,
there have been no academic publications presetitengesults of research exploring this
issue — the results which, in practical terms, ddd useful for both the event organiser and
sponsors, and from the scientific point of viewplcdoprovide an introduction to more
in-depth analyses.

This paper releases the results of a survey whichered people participating
in Pol'and’Rock FestivalAn overall score that the event received fronpoaslents was
very high, as almost all of them declared theitipgration in future editions of the festival.
This provides evidence that festival goers’ exp@mta regarding entertainment and
building social relationships have been met, anthalestrates that they derived deep
satisfaction from participating in the event agdirobservers.

All research hypotheses have been proved. It wasd that participants of
Pol'and’Rock Festivatliscern and accept marketing activities perforimgdhe organiser
and sponsors. The majority of people arriving astikoyn nad Ody are aware of the fact
that admission to concerts would not be free iféhgas no support from brands using —
for their own marketing purposes — the area wherelfeds of thousands of people enjoy
their time. Furthermore, respondents declareddpahsors were seen by festival goers in
positive terms, and the event itself was an intiegrécoherent) product from the marketing
point of view. According to respondents, in mostasa(during the last edition the exception
to the rule wadlay), marketing activity was tailored to the festiwdimate — e.gLidl,

a chain store brand, sold in its “field” shop, whiwas erected for the duration of the
festival, products suitable for the needs of cormedience at attractive prices. Respondents
noticed many marketing activities that were takethtby the organiser alone (e.g. the sale
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of products with the logo of the event) and itstipars (e.g. product samples handed out to
festival goers). Moreover, according to survey oegfents, offerings provided in sponsors’
zones (among other things, the possibility of clrayaip their mobile phones for free) are
of relevance to them and increase the attractiweo&3ol'and’Rock FestivalSuch zones
have a powerful effect on a sponsors’ brand imagehey offer entertainment, are a place
of rest and relaxation and enable festival goelistegrate with each other. Every person
can enter sponsors’ zones free of charge and dpeadefore concerts, which start in the
afternoon.

Results obtained by the authors revealed thabtbaniser ofPol'and’Rock Festival
managed to create an event which has the broacemattoyal followers. An exceptional
atmosphere of the festival stems from its profesmdiomanagement and a perfect
combination of non-commercial aspects (the forngmititude to volunteers and donors
of the Great Orchestra of Christmas Charity Foundatidree admission) and an
indispensable commercial dimension (the activity mény sponsors which provide
financial support for the organisation of such géhevent). The research results showed —
as a key managerial implication — a need for sp@hagtivities being continuously adapted
to the exceptional festival atmosphere encapsulatadgslogan “Love. Friendship. Music”.
As already mentioned, the survey dealt with thedsshich has been given no coverage in
scholarly literature yet. Hence the research wasvatory, and therefore general in nature.
In further explorations, researchers should — takirto consideration bigger samples —
examine in detail the determinants of the evennsprship (inter alia, investigate the
congruence of the festival and sponsors).

Ever-changing needs of contemporary customers, taleogreater and greater extent
expect brands to take active promotional activiteggpealing strongly to all their senses,
induce companies to use experience marketing mooadly. In this context, special
significance is assumed by the sponsorship of dagerts (such aol'and’Rock Festival
which gives an opportunity for reaching many peaditectly — amidst the atmosphere
of entertainment, with deep emotional commitmertpBrforming diversified activities in
the place where such events are organised, spossis an excellent opportunity
to deliver meaningful and memorable experienceds.ifhportant, however, that marketing
activities taken are innovatory, on the one hand,@rrespond to the nature of the festival
(an open-air event, the atmosphere of fun and peaclke music), on the other. As a matter
of fact, sponsors’ activity not only supports sfiedirands, but also contributes to creating
an image oPol'and’Rock Festival- one of the world’s biggest music festivals.
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CONDITIONS FOR USE OF LIQUID FUELS
IN STATE ECONOMIC SYSTEMS

This paper aims at structuring and popularisatibknowledge concerning the functions of
the Polish market of liquid fuels in terms of irgst of small and medium-sized enterprises. It
should provide a measurable value to all concepsaties by streamlining and increasing
efficiency of the decisions related to an assessiaueth a selection of liquid fuel suppliers.
The purpose of the study is to determine the atteib of the analysed market. These question,
being the essence of the research problem, mayrbeef developed in detailed questions
regarding the subsystems of liquid fuels supplgdpction and distribution. The goal of the
study will be fulfilled by determining the currekhowledge in terms of the described
problem, specifying the conditions for operatiorttoé global oil market, characterising the
national system of liquid fuels and formulating tuaclusions. The research method involves
analysis of available statistical reports. The scop presented data will regard the period
from 2010 to 2018 and the global and Polish maskétuid fuels. The analysis will include
basic balance sheet values, i.e. documented assqiply, demand, trade and prices.
Additionally, the objective and subjective struetwf the described market will be analysed.
Individual values will be assessed using basidssizdl analysis measures.

Keywords: market, energy, Poland.

1. INTRODUCTION

In the recent years, globalisation processes, disasolitical, economic, social and
technological integration determine most transfdioms in contemporary organisations
environment. Enterprises in many industries urgadjoist their activities to the constantly
growing market requirements. Mechanisms that boostpetitiveness in all functional
aspects are gaining popularity. Activities takenthiis field focus on increasing cost-
effectiveness, improving quality of products andviEes and accelerating individual
operations. It is worth noting that over the |lastfyears, the share of liquid fuels costs has
increased in the global cost structure of Poligkmanises. It is mainly linked to the growing
importance of road transport in business activity dnigh prices of transport fuels.
Consequently, major requirements of the enterpns#sde reliability of liquid fuel supply
and guarantee of acceptable prices.

This paper aims at structuring and popularisatidmowledge concerning the functions
of the Polish market of liquid fuels in terms ofdrest of small and medium enterprises. It
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Warszawy 12, 35-959 Rzesz@waculty of ManagemenDepartment of Technical Systems
Engineering; e-mailzjedynak@prz.edu.pl. ORCID: 0000-0001-7994-6306.
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should provide a measurable value to all concepagties by streamlining and increasing
efficiency of the decisions related to assessmeditsalection of liquid fuel suppliers. The

purpose of the study is to determine the attribofabe analysed market. These question,
being the essence of the research problem mayrtheefudeveloped in detailed questions
regarding the subsystems of liquid fuels supplgdpction and distribution.

The goal of the study shall be fulfilled by deteming the current knowledge in terms
of the described problem, specifying the conditiforsoperation of the global oil market,
characterising the national system of liquid fuesl formulating the conclusions.

The research method shall involve analysis of atséel statistical reports. The scope of
presented data will regard the period from 201208 and the global and Polish market
of liquid fuels. The analysis will include basid#ace sheet values, i.e. documented assets,
supply, demand, trade and prices. Additionally,dbhgective and subjective structure of the
described market will be analysed. Individual valuéll be assessed using basic statistical
analysis measures.

2. THEORETICAL BACKGRAUND

The term of ,energy” is broadly used, but it is eaisy to describe using the language
of theory (it is a primitive notion). It can be dysed in different aspects. In physics, it is
a scalar physical value denoted in work units tiedérmines the capability of an object or
a system of objects to perform work related witlingition from one physical state to
another (Dubisz, ed., 2003).

Energy cannot be produced nihilg it can be delivered in various ways, using energy
carriers. In the literature, the concept of ,enecgyrier” refers to a product that participates
directly and/or indirectly in the processes of snaitting various forms of energy from its
sources to the usage sphere (Gasky 2017). Assuming the energy transformation
criterion, these energy carriers are classifiep@mary (natural form) and secondary
(derivative, processed). Considering their renelitghn the natural environment, we can
distinguish renewable and non-renewable energjecarin terms of physical state, energy
carriers divide into solid fuels, liquid fuels, gasis fuels and electric energy.

Crude oil, as a liquid fuel, is critical for globatonomy. It is a natural mixture of liquid
hydrocarbon and non-hydrocarbon compounds. Itschasiss, i.e. 80 to 95% are liquid
compounds with dissolved paraffin and naphthenessidg that, it contains resins,
asphaltenes, sulphur compounds, nitrogen compoandsnaphthenic acids (Grzywa,
Molenda, 2000). It is worth mentioning that no gehg@etroleum classification exists, as
its chemical properties differ and depend from gaphical location of oil accumulation or
its depth. Knowing these features is essential vithesmes to determining the method and
directions for use of this resource.

Almost entire oil is used by petroleum refinerigsthis regard, the demand for oil is
secondary and depends on the demand for petrolendugts. These products are widely
used as fuel for combustion engines and to a lesgent, for starting up steam boilers and
heating or process purposes. Quality of petrolerodyrcts is assessed based on parameters,
i.e. calorific value, combustion heat, density jtipm temperature, boiling and setting point,
viscosity, sulphur content and water contefg#sady metodyczne.2006).

In the literature, the term ,system” is widely usatt refers to phenomena, items and
issues that are perceived and described in a ctvapsese way. Depending on the purpose
and type of considered system, there are manyéiffalefinitions. In most general terms,
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it is a separate part of reality, that is an aresmgnt of interrelated elements with specific
structure and forms an ordered entirety followingepted rules (Dubisz, ed., 2003).

The system of liquid fuels is a subsystem of séatenomy. It includes any business
activity conducted by specialised entities, in mateproduction and services segments,
involving available productive powers to providecess to liquid fuels to all parties
concerned, in proper quantities and quality, ipecfic location and time, and at acceptable
cost. The most general division of liquid fuelsteys is based on the institutional criterion,
fuel stream trading phases and fuel types. It isroonly used in the literature.

Assuming the institutional criterion, liquid fuedsibsystems would be distinguished in
micro approach (intra-organisational system, cogessibsystem operating within a given
organisational unit), meta approach (inter-orgaimsal system, reaching beyond the
boundaries of individual enterprises, involves arapion of several entities in trading
a given type of fuel) and macro approach (compystkesn with general economic character,
composed of multiple correlated meta and micro gneystems).

Considering the phase criterion, liquid fuel suppproduction and distribution
subsystems can be distinguished.

Finally, classification by fuel type distinguishesergy products subsystem (including
petrol, kerosene, oil and gas) and non-energy mitsdwbsystem. General scheme of liquid
fuels system is presented in Fig. 1.

Distribution —
Outlet

Supply —  Production

Crude oil Petroleum products

Production
Individual
users

Transport/storage/
inventories handling
Energy conversion
Transport/storage/
inventories handling
Wholesaletrade
Transport/storage/
inventories handling
Retail trade
Transport/storage/
inventories handling

External
supplies
users

Institutional

Fig. 1. Liquid fuels system scheme
Source: own work.

3. GLOBAL CONDITIONS

In 2018, documented global petroleum inventoriexihed 1,729.7 billion barrels. As
compared to 2010, it was 5.4% more (88.2 billiorrdla). High oil inventory increase was
recorded in Iraq, Saudi Arabia and USA (91.6 hillibarrels in total) Bp Statistical
Review...2019). As at the end of the analysed period (R0h8entory coverage index,
based on the current demand, was more than 18.years

In the analysed period, oil accumulations were lgigbncentrated in terms of entities
and geography (shares of OPEC in 2018 reached 74r8Pthe Middle East 48.3%dB|f
Statistical Review...2019). It must be pointed out that significantrpleum inventories
were located in regions with unstable social anfitipal situation (i.e. South America,
Middle East, West Africa). Oil resources kept bg thrgest global consumers of liquid
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fuels (USA, China, EU and Japan) were limited ilatien to their demand. The global
balance of petroleum inventories is presented bigsal and 2.
Table 1. Global petroleum inventories balance enghriod from 2010 to 2018
Type | 2010 | 2015 [ 2016 | 2017 | 2018 | 2018/2017 | 2018/2010
[Thousand milion barrels]
Inventories | 1641] 1684 1691 1727 1720 22  0.1%  8B.B.4%
[Million barrels per day]
Supply 83.2 91.5 91.8 92.5 94.Y 2.2 2.4% 115 13(8%
Demand 88.7 95.0 96.7 98.4 99.B 1.4 1.5% 11.1  12.5%
Import/export] 55.3 62.5 66.5 69.6 71.3 1.7 2.5% 15|19 28.9%

Source: individual work based oB{ Statistical Review,.2019,World Oil.., 2019).

Table 2. Global petroleum balance structure in 2018

Inven-

No. tories % Supply | % |Demand % Import % Export %
1 |OPEC 71.8| OPEC 416 OECLE 475 Europe 21.2 OPEC 5 (34.
2 |OECD 14.7| OECD 27.8 USA 20.5 Chinag 155 Russia 12.8
3 | Russia 6.1| USA 16.2 China 13,5 USA 139 USA 10.0
4 |USA 3.5 | Russia 12.1 EU 13.8 India 7.3 Canada 6.3
5 |EU 0.3 | EU 1.6| India 5.2| Japan 5.5 Europe 1.8

Source: individual work based oB{ Statistical Review,.2019,World Oil..,, 2019).

In 2018, global daily petroleum output reached Yillfon barrels. As compared to
2010, it was 13.8% more (11.5 billion barrels). ©8&% of that increase in petroleum
supply was recorded in the USA. The major globigpmducer was OPEC (41.5% in 2018).
Petroleum output in the USA and Russia was alsufgignt (28.3% in total)Bp Statistical
Review...2019).

Global daily usage of petroleum in 2018 reached 98illion barrels, which was
a 13.8% increase (11.5 million barrels). In geneha quantitative increase in fuel demand
could be attributed to countries not belonging®®ECD. The demand coverage index in
that period was 94.0%. In the global usage strectfiparticular groups of products, the
share of Middle Distillates amounted to 36.1%, Libstillates 36.9% and Fuel Oil 3.9%
(Bp Statistical Review,.2019).

In the recent period, petroleum industry was cotragéed in highly developed countries,
with high growth potential. It developed most rdpiid the USA, EU, China, Russia, India,
Japan and South Korea. At the end of the analysegdd) total production in those countries
reached around 70.2% of the global output. It meélaaisthe major petroleum suppliers to
global markets act only as exporters.

The discrepancy between the geographic locatioailoficcumulations and areas of
highest petroleum consumption, determined the tiines in global trade in the period from
2010 to 2018. At the end of the analysed perio@yaye daily import of petroleum, in
a global scale, reached 71.3 million barrels, whiels a 28.9% increase in relation to 2010
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(15.9 million barrels). In the recent period, tlaeglest petroleum buyers were European
countries, China, USA, India and Japan (63.4%tal ia 2018). It is worth noting that the
degree of diversification of supplies to individealuntries differed. Considering the export
directions, the largest amounts of petroleum wappled by the OPEC countries (34.5%
in 2018) and Russia (12.898{ Statistical Review,.2019).

Petroleum prices were quoted on global commoditiearkets. The quotations
concerned not only selected types of productsy Hegve as a reference for other items.
The analysed period marked a highly dynamic in@eas! uncertainty in petroleum prices.
The highest prices were quoted in the period fr@®12to 2014. It was said to be caused
by two factors. The first was a fundamental fadter,the relations between the demand for
petroleum and its supply. The second was marketusgtgon. It is worth noting that no
stable trends in yearly price changes were recoir¢ite recent period. Additionally, the
discrepancy between oil price in the USA and otkgions of the world has consolidated
(Kaliski, Jedynak, Biatek, 2013). Qil prices in thealysed period are presented in Fig. 2.

2010 2011

J
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ODubai @Brent MNigerian Forcados

Fig. 2. Global oil prices from 2008 to 2018 andylail prices - Brent Spot Prices from 2015
to 2018 [USD per barell]

Source: individual work based orBy{ Statistical Review,.2019, Petroleum and Other
Liquid..., access on 10 Oct 2018).

4. NATIONAL SUPPLY AND PRODUCTION SUBSYSTEM

At the end of the analysed period, balance petmolgwentories in Poland were low,
amounting to 23.5 million tonnes. In 2017, natidin@l demand coverage with documented
inventories was 0.94 years.

Most significant in the recent period were petrafeinventories located in the Polish
Lowlands region (65.7% of total inventories in 2DH&d in the Baltic region (29.7%)
(Bilans zasobow...2011-2017). Table 3 presents changes in the HPg&troleum
inventories balance.

At the end of the analysed period, oil output inalRd reached 0.937 million tonnes.
The inventories coverage index, considering theadehscale, was 23.6 years in 2017.
Petroleum production structure was largely deteedhity oil supply from the Polish
Lowlands (75.6% in 2018) and the Baltic region §0) Bilans zasob6w.,.2011-2017).
Inland oil production was mainly conducted by PGNB@\. (71.88% of share capital held
by the State Treasury), branches in Sanok andzagBira Raport zintegrowany,.2019).
Offshore production activities were performed bydsoPetrobaltic S.A., an entity of the
Lotos S.A. Group (53.19% of share capital held hg State Treasury¥integrowany
raport..., 2018).
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Table 3. National oil balance in the period fron®2@o 2018

Type | 2010 | 2015 | 2016 | 2017 | 2018 | 2017/2016 | 2017/2010
[Million tonnes]

Inventoried 252 | 228 | 220| 236] 235 14 73k -1l6 -6.3%

[Million tonnes per year]

Supply | 0667] 0898 0957 093p 0937 00 00% 0.33%4

Demand | 228| 261| 258 254 1°93@0 21 570l 23| 10%
available

mport | 227 | 265 | 246| 246/ "% 56 | 000| 19| 8.4%
available

Export 0.2 0.3 0.2 o2 | nodaa 6 1 500 00| 0.0%
available

Source: individual work based onBilans zasobodw... 2011-2017, Gospodarka.,.
2011-2018).

In Poland, petroleum supply covers only a smalltiporof documented demand
(coverage index amounting to 3.9% in 2017), wheduits in high import dependency. The
current import directions were established in tB&0s. In the recent period, both inland
and offshore infrastructure was used for thesegmap. The inland infrastructure was the
Polish section of the “Friendship” pipeline, cotied by PERN S.A. (owned by the State
Treasury). It was divided into two parts: eastémam Adamoéw to Ptock (yearly throughput
of 43 million tonnes) and western, from Plock tdw&edt (yearly throughput of 27 million
tonnes). Additionally, the reversal flow Pomeraniipeline allowed two-way transfer of
oil — from Ptock to Gdask (yearly throughput of 20 million tonnes) andnfr@&daisk to
Ptock (yearly throughput of 30 million tonnes) (PERSA, access on 10 Oct 2019). The
offshore infrastructure, controlled by Naftoport 8m.o. (owned by PERN S.A.), included
marine transshipment terminal at the Northern BbiGdaisk. It was composed of four
transshipment facilities suitable for handling ldjtuels (total yearly capacity of 34 million
tonnes) (Naftoport SA, access on 10 Oct 2019).ldt&tion of logistic infrastructure used
for liquid fuels in Poland is presented in Fig. 3.

In the analysed period, oil supplied from Russi&BRO) dominated in the Polish
petroleum import structure. In 2018 its share anedito 76% of total supplies. The rest of
imported petroleum was delivered mainly by the Nid&ast countriesPaliwa ciekte
access on 10 Oct 2019). The predominance of sigpfbien the east was determined by
long-term contracts, prices, Polish refinerieshiemogical compatibility with REBCO and
benefits of using long-range pipelinéaZemyst i handel..2019).

In 2017, the demand for oil reached 25.1 millionnes. Compared to the base year, it
was a 10.1% increase (2.3 million tonnes). It istiveoting that consumption of transport
fuels increased in the period from 2010 to 201 7pérticular — LPG 8%, motor gasoline
6%, diesel fuel 37%)Qospodarka.,.2011-2018)The percentage of diesel fuel in the
Polish liquid fuels usage rates of 2018 was 60.F&6. motor gasoline it was 18.2%, for
LPG 14.4% and for light heating oil 2.3¢Brzemyst i handel,.2019) A major driving
force behind that increase was the lasting econgnaiath, increasing number of vehicles
participating in road traffic and significant rediot of grey marketThe balance of liquid
fuels in Poland is presented in Table 4.
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Fig. 3. Liquid fuels logistic infrastructure in Rold, operated by PERN S.A.
Source: (PERN SA, access on 10 Oct 2019).

Table 4. LPG balance in Poland in the period fr@h®to 2017 [thousand tonnes]

Fuel Type 2010 | 2015 | 2016 | 2017 2018/2017 2018/2008
Supply 424 575 601 545 -56 -9% 121 29%
LPG Total usagel 2395 2420 2525 2588 63 2% 193 8%
Import 1982 | 2035| 2196 2488 297 13% 506  26%
Export 60 196 259 448 1890 73% 388  641%
Supply 4210| 4155| 417§ 4159  -1d 0% -5 -1%
Motor | Total usagel 4141 3777 3994 4384 390 10% 243 6%
gasoline|  |mport 415 363 345 481 136 39% 66 16%
Export 463 762 509 221| 288 -57% -242  -52%
Supply 9742| 11814 11325 11678 353 3% 1936  20%
Diesel | Totalusage 12006 12084 13791 16436 2645 19% 44307% 3B
fuel Import 2355 | 2050 3779 5209 1430 38% 2854 120%
Export 43 1790| 1087| 239 -848 -78% 196  456%
Supply 1147 | 486 536 726 19( 35% -421 -31%
h';igtf;rt]g Totalusagd 1145 658] 639 679  4( 6%  -466  -41%
oil Import 12 11 2 0 -2 | -100% -12| -100%
Export 0 0 0 0 0 - 0 -

Source: individual work based orG¢spodarka.,.2011-2018).
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In the analysed period, oil refining industry waainfy concentrated in refineries owned
by PKN Orlen S.A. (27.52% of share capital heldtty State Treasury) (plants in Ptock,
Trzebinia and Jedlicze in Poland, foreign refingiie Lithuania and Czech Republic) and
the Lotos S.A. group (Gdak refinery). Total yearly production capacity b&tPKN Orlen
S.A. group in 2018 reached 35.2 million tonnes 1@illion tonnes produced in Poland
alone) Raport zintegrowany,.2018). In the Lotos S.A. group it was 10.5 millimnnes
a year Zintegrowany raport.,.2018). It must be mentioned that almost entichnéal
capacity of Polish refineries has been used byetie: of the analysed period. In 2018,
production of liquid fuels in Poland was dominatgddiesel fuel with the share of 56%,
followed by motor gasoline reaching 22®r¢emyst i handel,..2019).In 2017, LPG,
motor gasoline, diesel fuel and light heating @ilivered by Polish producers satisfied the
demand in 21.0%, 94.8%, 71% and 106.9%, respegtf@dspodarka.,.2011-2018).

Fuel shortages on the national market were supplEdevith imported fuel. Import to
Poland in 2017 covered 96.1% of used LPG, 10.9%aibr gasoline and 31.7% of diesel
fuel (Gospodarka.,.2011-2018). The share of diesel fuel in the tgpecture of fuels
imported in 2018 was 55.1%, while for LPG it was8¥, for motor gasoline 6.1% and for
light heating oil only 1.0%. Russia was the majopeorter, with the rate of 45.1% in 2018.
Import from Germany reached 22.9%, from Lithuarda3% and from Belarus 12.0%.
Motor gasoline was mainly imported from Slovaki&8%, Germany 38%, Hungary 9.0%
and Czech Republic 8.0%1zemyst i handel..2019).

At the end of the analysed period liquid fuelsadiuced to the Polish market fulfilled
all quality standards and ensured reliable opearatiovehicles. It was confirmed by the
tests conducted by the Trade Inspection. For igstaim 2017 Polish Energy Regulatory
Office (URE) received 69 reports concerning ergitia which inspections revealed
violation of valid legal regulationg’@liwa ciekle access on 10 Oct 2019).

It is worth noting that major amount of motor gaseland diesel fuel produced in
Poland for the local market in the analysed pewad mixed with biocomponents in order
to execute the National Indicative Target (in 2018vas 7.5%) (Regulation of the
Council..., 23 July 2013).

5. NATIONAL DISTRIBUTION SUBSYSTEM

In the period from 2010 to 2018, wholesale of lgjfiels in Poland relied on services
of companies buying fuels produced in the countryabroad and reselling them to
subsequent intermediaries. According to the Pdiiekrgy Regulatory Office, the most
frequent model was participation of at least twiitiers in supply chain before the end user.
The retail of transport fuels was conducted botbeitol stations and liquefied gas stations.
Liquid fuels were transported to the wholesale aidil markets using restricted sections
of product pipelines, supported by storage and Inamnihfrastructure as well as rail and
road transport. Services in transfer and storadiguitl fuels were provided by PERN S.A.
Additionally, an important role on the market ofjistic services belonged to specialised
entities operating under the brands of PKN Orlek 8nd Lotos S.A.

At the end of the analysed period, 9448 fillingtistas selling at least one type of fuel
operated in Poland. Products sold by these entitegs mainly motor gasoline, diesel fuel
and LPG (in 2018 sales of these three types ofWfasl66.0% of all sales, considering only
motor gasoline and diesel fuel — 83.3%, LPG 12.68%host half of the diesel fuel sales to
end users took place outside commercial fillindietes and were carried out at industrial
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and container filling stations belonging to fuetipgents Paliwa ciekte access on 10 Oct
2019). Considering the geographical structure hefssat filling stations in 2018, 5 regions
of Poland surpassed total sales in the rest of chentry. These were: Mazovian
Voivodeship (15.0%), Silesian Voivodeship (12%)wer Silesian Voivodeship (10%),
Greater Poland Voivodeship (9%) and Lesser Polamigddeship (8%)Considering the
capital criterion, 29.4% of filling stations belad) to Polish companies, 19.5% were
run by international corporations, while indepertdeperators owned 48.7%1zemyst

i handel.., 2019). As regards particular ownership structtime highest number of stations
belonged to PKN Orlen S.A. (23.0%). Lotos S.A. odre4% of stations. The most
significant foreign corporations were BP Europa-$Blish branch (running 7.1% of filling
stations), Shell Polska Sp. z 0.0. (5.4%) and €iilIPolska Sp. z 0.0. (4.5%). In the
analysed period, the number of filling stationsobegiing to retail chains increased (in 2018
their proportion reached 2.5%). The three majoairetains were: Auchan Polska Sp.
Z 0.0., Tesco Polska Sp. z 0.0., Carrefour Polgka 8.0. with the total of 95 out of all 192
filling stations run by chain storeBdliwa ciekle access on 10 Oct 2019). In the segment
of independent chain filling stations, the highgetwth rates were recorded by Moya,
Huzar and AvivaRrzemyst i handel..2019).

The filling stations market shifted in the analygsetiod towards the shopping and
services centre model. It means that petrol statidfered not only the possibility to fill up
the car, but also to do basic shopping, take adwéhg the travel, use financial services,
have a snack or perform simple maintenance or mepkijor determining factors were
large-scale road investments, changes in locasioguisition by Polish corporations and
independent networks. Poland’s Sunday trading smlargely contributed to the dynamic
growth of these facilities.

At the end of the analysed period, Polish corporstistill operated under four brands
(PKN Orlen S.A. — Orlen, Bliska, Lotos S.A. — Loth®tos Optima). It must be explained
at this point that recent policy of Polish fuel porations shifted towards unification of
brands and offering a new standard of customerresquee.

The offer of filling stations included normal angemium fuels. Sales of premium fuels,
under own names given by individual operators, waainly driven by fuel corporations.
A small part of that market was also supplied bgependent vendors. In the analysed
period, sales of premium quality fuels was largdfected by their prices and season of the
year. At the end of the described period, theiresiaoth for motor gasoline and diesel fuel)
was 7.0% in total sale®P(zemyst i handel..2019).

Non-price factors have been gaining significanctherecent times. Customer loyalty
programmes have appeared in the offer of fillingtishs. Loyalty cards have been
addressed to various groups of enterprises. Besidbless payment possibility, they
offered many other functionalities, from mobile &Aggtion, collective invoicing and
deferred payment to highway toll payment. Thesegranmmes also enabled cashless
payment at filling stations abroad.

In the analysed period both wholesale and retadeprof fuel were high. As in the
previous years (2013 to 2016), at the end of tlayaad period, prices of standard transport
fuel maintained at the level of PLN 5 a litre. Mdstquently, the price of motor gasoline
exceeded the price of diesel fuel. These relatwensed towards the end of the analysed
period. In comparison with the EU prices, the agerprice of BS95 in Poland was around
87.0%, while ON (EN590) 93%P¢zemyst i handel...2019). Variability in prices of
selected liquid fuels in Poland in the period fra@06 to 2018 are presented in Figures 3.
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Fig. 4. Liquid fuel prices in Poland in the perimdm 2006 to 2018 [PLN/1000 litre]
Source: Przemyst i handel., 2019).

At the end of the analysed period, prices of licfuiels in Poland were not adjusted by
the Energy Regulatory Office. They were set acecaydo the market rules, based on the
so-called import parity, major components of whiedre prices of crude oil and ready-to-
use fuels, US dollar exchange rate and tax rateslgnd. The price structure contained the
following fixed components: excise (in 2018 — 248fice on average for diesel fuel, 31%
for motor gasoline and 17% for LPG) and fuel surghgBS 6%, ON 3%, LPG 4%%), as
well as variable components, including VAT rate %9 margin (BS 3%, ON 2%, LPG
9%%) and net price (BS 44%, ON 49%, LPG 51%). Retide determinants in different
regions of Poland remained unchanged in the rguaidd. Of course, documented demand
and the scale of competition between operators wergial Przemyst i Handel naftowy
2018..., 2019). The regions where fuel prices reachechibeest levels at the end of the
analysed period were: Mazovian, Lesser Poland, &phthian and West Pomeranian
Voivodeships Przemyst i handel.,.2019).

6. CONCLUSION

High degree of geographic and subject concentratianil accumulations and reported
fuel demands is observed on the global petroleumkehaThere are large geographical
distances between the site of production and theepbf highest consumption. Significant
petroleum resources are located in areas with eetlgocial and political stability, which
affects the safety of supplies. However, globalpatitand consumption levels remain
stable. The largest petroleum producers restrigplsu In developing countries, a close
relation between the economic growth and increafileyj demand is observed. Highly
industrialised countries are characterised by stalshge of individual fuels. There are
large fluctuations in oil prices on global commdaatitmarkets, which results in uncertainty.
Non-economic factors are among the major pricerdetants. Despite this situation, the
degree of geographical and subjective diversificatif petroleum supplies to individual
countries is varied.

In Poland, the capacity of documented oil invem®ris limited in relation to the
reported demand. It results in a strong dependfnayimport of petroleum. Oil supply is
still at risk in Poland, due to a strong relatidpshith a single unpredictable producer. It
should be noted that Poland has a well-developgitio infrastructure, that enables
transport of oil from multiple directions. The Pflipetroleum sector is dominated by local
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entities. However, limitations in supply of selaetteroducts are not uncommon. Liquid
fuels are delivered to the wholesale and retaiketausing a limited transfer network, with
significant participation of rail and road transisoand support of storage facilities. The
retail market of liquid fuels is quite flexible. r8hg market competition of Polish and
foreign entities is reflected in the prices and-poice offerings. The prices of individual
types of fuel are still high in Poland and they ae¢ according to the market rules.
Additional price determinants include local demamasl scale of competition between
suppliers.
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PRINCIPLES OF FORMATION OF E-NETWORK
KNOWLEDGE BASESIN THE FORMAT OF
OPERATIONALLY STRUCTURED SCENARIOS

A brief analysis of the principles of formationmbdern network knowledge bases is given.
The principles of management of information souscE®mMpanying the process of formation
of network knowledge bases are described. An exampexisting systems of information
and communication technologies for building and agimg knowledge bases in the
e-network is given. The tasks related to the fuomitig of information and communication
technologies from the standpoint of the formatibmodern e-network knowledge bases are
set. The importance of the ontological approadiéodesign of network knowledge bases is
determined. The approach and principles of forrmatibe-network knowledge base in the
format of operationally structured scenarios arscdbed, based on ontological aspects of
their construction. The general graph-structurthefoperationally-structured scenario of the
knowledge base is given. Examples of their fornmatiad visualization in the environment
of the Web-software complex "Knowledge Baseline [@dEditor" are given. Recommenda-

tions are given regarding the scope of use of thb-¥bftware complex "Knowledge Baseline
Script Editor".

Keywords: knowledge base, knowledge base script, script ediferating structure.

1. INTRODUCTION

At the present stage of development of informatiechnologies, the tendency of
transfer of the sphere of the organization of psecef information interaction in the
environment of an e-network is formed. In such dtowks, the key points are the form of
organization and access to information sources raiwkedge, which are placed in
appropriate environments and can be accessed figwhare and at any time.

Currently, in the development of network managemsgatems for information sources
that accompany the process of forming knowledgedahe problematic task is not the
software aspect, but the task of finding, formugtistructuring and presenting data from
which knowledge is further formed.
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2. RESEARCH ANALYSISAND PROBLEM STATEMENT

Existing systems of information and communicatiechinologies for building and
managing knowledge bases in the e-network, haveadliheoretical and practical platform
for research and use (Palagin, Kryvy, Petrenko22Bbland, Singh, Salipante et al., 2001,
Dalkir, Liebowitz, 2011; Krétkiewicz, Wojtkiewicz2009; Krétkiewicz, Wojtkiewicz,
2005; Nirenburg, Raskin, 2004; (Pugh, Prusak, 2@Beary, 2016; Bera, Burton-Jones,
Wand., 2011; Kalna-Dubinyuk, Rogoza, Samsonovd.ef@19; Demyanenko, Kalnoy,
Strizhak, 2013; Kalnoy, 2019; Kalnoy, 2017). Rectwgoretical research and practical
results in this area are based on the construofiontological models of knowledge bases
and various ICTs based on them, such as: “Lingucsiipus”, Exalead, Protégé, KAON2,
Sesame, IBM SHER, Joseki Jena, Oracle Spatialkkwdicz & Wojtkiewicz, Palagin et
al., O'Leary, and others. The use of such ICTs igesvthe construction of a network
environment in which the mode of e-remote intetactbetween all its participants is
supported. E-distance interaction is a networkugirtenvironment in which all its
participants carry out mainly individualized intetian both asynchronously and
synchronously in time, mainly and in principle wugsi@lectronic transport systems for the
supply of information objects. One of the taskadivity in this environment is to provide
conditions for the effective use of information aasces by all its participants. For this
purpose means of formalization of various informatsources of formation of knowledge
taking into account specificity of process of ewmtk interaction are created.

The use of ICT software and information takes atoount the fact that the volume and
diversity of data and messages, according to @iffeprofiles of knowledge, is now so
voluminous that there is a need to classify theteiims of belonging to the subject area or
areas of interest of its participants. from th&ksathey solve. Therefore, the use of these
ICT software and information tools is focused olvisg the following tasks:

» ensuring the possibility of operative organizatidraccess to information sources of
knowledge formation related to one subject areareas of activity united by similar
interests;

« support for the interaction of all participants hiit a non-single set of subject areas
with the possibility of expanding this set;

e providing an opportunity to expand the list of smg and consumers of diverse
information sources of knowledge formation, takingp account the results of all its
participants;

« restricting access to information resources withispecific subject area or area of
interest in connection with the possibility of Soly the previous problem;

» ensuring the possibility of using information resms of several subject areas;

» ensuring the possibility of operative search of sherce of necessary information
resources by all its participants, as well as thparative exchange.

The ontological approach to designing a networkwkdedge base allows to create
systems in which information sources of knowledgemfation become ontologically
structured and accessible to all its participafte main advantages of this approach:

 the ontological approach gives the user a holistystematic view of a particular
subject area;

« information sources about the subject area areepted in the same way, which
simplifies their perception;
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e construction of the ontology allows you to quickigstore the missing logical
connections of the subject area, where withoutatioy) the general structure of the
knowledge base.

The importance of the ontological approach in éngad networked knowledge base is
also due to the fact that if the information sosreéknowledge formation are not described
and replicated, they eventually become obsolete mrelevant. On the contrary,
information sources of knowledge formation, whicle aontologically structured,
distributed and used in a network way, can genemate knowledge. The ontological
approach allows to present terms, concepts in aualay that they become suitable for
computer processing, which leads the subject terogy to a formalized form and
contributes to its equal understanding by all paoéints.

One of the approaches that will ensure the effedtimctioning of such a system is the
construction of operationally structured scenaoibthe knowledge base.

3. RESEARCH RESULTS

Each of the modern models of building knowledgeebasas its own organizational
structure, which forms the links between the infation objects of the knowledge base. At
the same time, almost all information objects ofdemm knowledge bases are fully
integrated with its structure, which determinesltlrge structural size of such knowledge
bases. Management of such knowledge base systkesup large computing resources,
which directly affects the processing time of imf@tion. In addition, the systems are not
focused on a personalized approach to their orgaiz and management. To solve this
problem, it is proposed to form the structure & kmowledge base in the form of a set of
individual personalized e-scenarios, which withingewen ontological structure, are
operationally formed in accordance with the seléabject and the task. If you need to
create a new e-script, which would include othscepts stored in the knowledge base in
the form of .xml files, they connect to it, eithautomatically in hyperlink format, or
operationally, by embedding its information struetin the base the structure of the script
being created. The combined script structure i® thwred in a .xml file. Thus, the
knowledge base in this case has a file operatingtsire, which includes ontologically
structured e-scripts in .xml file format. Thatésch e-script, within a given subject area, is
personally formed according to the selected olgadtthe task, and then stored in the .xml
file format in the knowledge base.

“Operationally-structured knowledge base scenasi@he of the forms of organization
of object-oriented knowledge base in a given sulgeea, which describes its functional
and information structure step by step and is féimed in the form of operationally
structured date blocks stored in xml format. filéEhe operational-structured xml
knowledge base scripts created in this way can dmbmed or separated into other
operational-structured xml knowledge base scriffitas creating new transdisciplinary
knowledge bases. In this case, operationally-siradtxml scripts of the knowledge base
can be formalized, both in the information-applésgect (for example — a reference book
or textbook) and in the functional aspect (for egplan- a training program as a functional
structure of the educational process), or combath bf these formats.

In the theoretical aspect, the principles of foiprabf operational-structured scenarios
of the knowledge base are based on the theorytofagies and the theory of graphs. In
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formalized form, they are represented by a grapitstre in which the vertices of the graph
and their relationships are displayed in the fofrautofolders (folders), defining the name
of operational steps (What to do or What to deteenbf the knowledge base script and
the name of provided steps, which are intercondebte the operating structure, each
element of which contains its own information dialack.

The information structure of data blocks considfta set of data blocks having the
following structure: the name of the data blocle tontent of the data block (entered from
the keyboard); hyperlinks to external sources &rmation in Microsoft Office formats
(video, audio, images, spreadsheets etc.), as agello websites and web resources,
including other xml scripts contained in the knosge base. In accordance with the above,
the general graph-structure of operational-strectigcenarios of the knowledge base has
the following form (Fig. 1).

Operationally structured knowledge base scenaric

Subject area name Subject erea data block
Step [k] (What to do or What to determine) k=1...m Deta dlock-Stepy [KT
[kj]-Key attributes of the subject area according to the step 1 (k=1...m;j=1...n) Attribute data block []] [fF-Deta-dlock (i=1....q)  Data block name
Step [kj] (What to do or What to determine) k=1...m; j=1...n Data block-stepy [kj] Contents of the data
» youtube Hyperlinks
[kip]-Key attributes of the subject area according to the step [ki] (k=1...m;j=1...n;p=1...n) Attribute data block [kfp} s
Web-site
Webresource
File (doc; html; xml; pdf; ¥is; mp4; ..)
Step m (What to o or What to determine) Datta plock Stepy m
[mj]-Key attributes of the subject area according to the step m (j=1...n) Attribite data block [mj]
Step [mj] (What to do or What to determine) j=1...n Ddta block Stepy [mi]
[mjp]-Key attrbutes of the subject area in accordance with Stepy [mj] (j=1...n;p=1...n) Attribute data block [mjp]

Fig. 1. The general graph-structure of the opematistructured scenario of the knowledge
base

In practical terms, in the process of building awiedge base script, an integrated
information array is formed, which is formalized @s xml file stored in the knowledge
base on the server as a standalone attribute, faretéssary joined as a key attribute to
another knowledge base script.

In order to practically implement the above prihegpof knowledge base formation in
the format of operational-structured scenarios, abWoftware complex “Editor of
knowledge base scripts” was developed (Dovgy, [$ikz Demyanenko, Kalnoy, Lisovy,
Prikhodnyuk, Savchenko, Guralyuk, 2020; (http:/Avimhost.com.ua).

Web-software complex “Knowledge Base Script Edite”a network software and
information tool for building operationally strucad knowledge base scripts in xml file
formats with their subsequent visualization in fimen of “Knowledge Prisms”.

Web-software complex “Knowledge Base Script Editas a wide format of use, from
the creation of simple personalized knowledge basesgiven subject area, to complex-
-structured corporate knowledge bases. Its funatign provides the user with the
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necessary set of tools provided for the constractd various operational-structured
scenarios of the knowledge base in a given subjes, their storage on a server or local
media, search and visualization. The provided saritwpackage also makes it possible to
combine or separate knowledge base scripts interotiperationally structured xml
knowledge base scripts, thus creating new trarcipiisary knowledge bases.

The main interface of the Web-software complex “itexige Baseline Script Editor”
is presented in Fig. 2.

Web-software complex "Knowledge Base Script Editor”

Registration

Sevipd Mrinma

Authorization

Instruction

Fig. 2. The main interface of the Web software pgek‘Knowledge Base Script Editor”

The general functional structure of the Web-sofen@mplex "Knowledge Base Script
Editor" is presented in Fig. 3.

Web-software complex "Knowledge
Base Script Editor™
I

| Login w'rthcll_Jt registration ] Login with r-egistratiun

unit

Personification } |

1 | i I | Personal file
Sth;?; sr::* | ) [ Script editor | The prism of scripts | Script Explorer | _. database
General Operational Visualization Data bleck Personal |

knowledge base script editor Prisms of visualization knowledge base
knowledge

Fig. 3. General functional structure of “Web-softev@omplex knowledge base script editor”

In accordance with the provided structure (Fig. B),the environment of the
Web-software complex “Knowledge Base Script Editmdrious knowledge base scripts
are created, which are localized both on local reigmimedia and in the network on the
server, and which are further visualized (instgliedhe format "Prism of knowledge".
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“Knowledge Prism” is a virtual electronic form osualization of the xml script of the
knowledge base in the form of a set of screens @wdbinto a prism, each of which
corresponds to a separate element of the operhstmature of the script and contains
interactive links to structured data blocks ande@$Prisms” according to the multilevel
operating structure of the xml script. An exampfevisualization (installation) of the
knowledge base scenario in the format “Knowleddger®ris presented in Fig. 4.

Prysis 1o rate
@ YR EE el = @

Fig. 4. Sample visualization of the knowledge basenario in the format “Prism of
knowledge”

In accordance with the provided “Prism of knowlet@eg. 4), to visualize the selected
data block, which is represented by the correspmnoihage on the face of the prism, you
need to activate it with the mouse cursor. In respdo the monitor screen, its contents will
be loaded (Fig. 5).

Lesson 61. Study of body motion Under the action of gravity ol

1. The purpose of the lessen
Joging. Develop PrACIc! Skils In Wonding Wi davices, the SbIINY ta INEPEACCAHY Choosa e 53l oF s #1es of the: coardinate. aysiom for plofing

2. Typs of lesson

Fig. 5. Sample visualization of the knowledge blsckipt block
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Progress. 1. Process theoretical information and instructions for laboratory work. Prepare a data table o record the resuls of measurements and calculations. 2. Using a tripod, secure the plywood board vertically so that the bent collapse of the sioping gutter

Purpose: to measure the inital velociy given to the body in the horizontal direction during its movement under the action of gravity. Equipment: a tripod with a coupling, a guter for starting the ball, a plywood board, two
sheets of white and one sheet of carbon paper. buttons, fuler, helght. graph paper, adhesive tape (f necessary). Theoretical information. If the ball Is thrown horizontally, it moves i a parabola. Let's connect the frame of
reference to the ground. The OX axis i directed along the earth's surface, and the OY axis is vertically upward perpendicular to the earth's surface. The origin s arranged as shown in Figure 1. Wiite the equation of motion

i the projections on each axis:

Since only the force of gravity acis on the thrown body during the fight. the body thrown horizontally will Move with the acceleration of free fall 0. Having designed the vectors of Fig. 1 of the inital velocity v0™ and
acceleration g on the axis OX and OY, we wite the equation of motion for this case:

I you let the ball i the same condtions of the experiment several times, the values of the fight range wil have some variation due to the influence of various reasons, which cannot be taken into account. In such cases,
the value of the measured value is taken 2 the aninmetic mean of the resuls obiained I several experiments.

horizontal. 3. Attach a sheat of whie paper to the plywood with the butions.

4. Place the ball on the upper edge of the chute and release (Fig. 2). Lock the place where the ball falls on the desk. In this place, near the base of the installation, on the desk. put a sheet of white paper, and on top of it a
copy. copy layer down. It is advisable 1o put 2 plece of rubber under a sheet of white paper {0 prevent damage (o the surface of the desk

5. Place the ball on the top edge of the chute and release. Using a measuring tape, measure the fight range of the ball | (see figure) and the height of fall h. Record the measur ults in a table. 6. Repeat the

experiment 4 times (items 4 - 5), each time measuring the range |. Calculate the average value of the flight range Ic = (11 + 12 + I3 +14) / 4 and the average value of the Infial speed 0

7. Calculate the absolute and refative €rrors of the experiment Ignoring the error of the acceleration of ree fall, calculate the relative error of the inifial velocity = AL/ I + Ak / 24 The absolute erfor of the iniial velocity s calculated by the formula: AvOser = sv0ser

8. Record the results of the calculations in the table.

. Make a conclusion In which you describe your achievements, which you have acquired while performing this work; main causes of erfors; the main, In your opinion, disadvantages and advantages of this study: suggestions for ts Improvement

Laboratory work Research of body motion under the action of gravity

Fig. 5 (cont.). Sample visualization of the knovgedlock script block

4. CONCLUSIONS

The described principles and means of network drgéion of information resources
in the format of operationally structured xml stsipf knowledge base, using “Web-
software complex editor of knowledge base scrifft®reinafter “software complex”),
allow to create personalized and corporate objgented knowledge bases in a given
subject area, which can be placed both on locahetagmedia (eg flash media) and on the
server, with their subsequent visualization infdrenat “Prisms of knowledge”. This allows
each user of the “software package” not only toatgepersonal knowledge bases or
corporate knowledge bases, but simply to use reaalye general knowledge bases for their
work, or to exchange personal knowledge baseskrowledge base scenarios) with other

users of the “software package”.

The proposed approach is relevant, having a widgeaf applications in various fields
from training to production, as well as in everydi#fg to build interactive training

programs, innovative production technologies, albutmurist routes and more.
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ANALYSIS OF THE SOCIAL MEDIA MARKETING:
BUSINESS ENVIRONMENT AND MODERN TRENDS
IN POLAND AND UKRAINE

The author in the article aimed to summarize teeds in the Digital and SMM market by an
analysis of the main indicators characterizingrimé¢ and Social media users for 2014-2020
years. Theoretical part of this work was the staflythe essence of the «social media
marketing» concept (SMM) based on the data on & popular social networks in Poland
and Ukraine. There were analyzed the key performandicators of the Social Media
Marketing Agencies in Poland and Ukraine, suchhasalverage cost of completed projects,
personnel numbers, and characteristics of the madgment on the basis of belonging to
small, medium and large businesses. A number db tlm activities in various social
networks are identified, the reasons for their deatures and methods of promotion are
considered.

Keywords: SMM-marketing, social media, social networks, netirg communications,
sales, consumer behavior analysis.

1. INTRODUCTION

The current economic and social environment isadtarized by a rapid increase in the
number of Internet users and Social media userddwite. Of course, each country is
characterized by its own characteristics of thesmgsses. The Internet, information
technology, social networks are used for profesdiactivities and business, leisure and
social communications. Social Media Marketing (SMiglbecoming a modern effective
tool for promotion and marketing, the importancewvdfich has increased in time of
Covid-19 pandemic and caused by it lockdown.

Social media is a web-based form of data commuitaSocial media platforms allow
users to have conversations, share informationcaedte web content. It has different
forms, together with blogs, micro-blogs, wikis, d@etworking sites, photo-sharing sites,
instant messaging, video-sharing sites, podcagigets, virtual worlds, and more. Billions
of people around the world use social media toeshidormation and make connections.

SMM is creating the involvement and effective iafdion of all stakeholders. The
audience of social networks is characterized bygaern level of attention, interest and
activity, compared to other channels of promotiamich are the characteristic to the
network communication.

1 Yanina Lisun, PhDof Economics, Associate Professor, Kyiv Nationalivgrsity of Trade and
Economics, Ukraine; e-mail: y.lisun@knute.edu@RCID: 0000-0002-5250-2809
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Social network users share links, news, usefulrmédion, put “likes” and actively
comment on posts, which helps to increase thedfittee audience of potential consumers.
All this allows influencing cohabitants (users)atgh information and communication.

The key characteristics of SMM are targeting, iat¢ivity, effective tools for selecting
the target audience by various economic, age, ¢dued professional, status,
psychographic, behavioral, territorial and manyeotriteria, relatively low price and wide
range of non-standard methods of promotion. (SBadytriiev, 2019).

The advantages of SMM promotion are: low cost, higal effect, prospects for active
development of the company. The main disadvantageSMM are the lack of both
information and analytics, which determines the dednfor professional activities of
relevant professionals. A characteristic featureS6iM is also control by network
moderators, the need for administration and conipetithe struggle for users and the
formation of a stable level of brand loyalty. (WkrAm, Kumar, 2017).

On an individual level, social media allow us torsounicate with our friends and
relatives, gain knowledge of new things, developrymterests, and be entertained. On
a professional level, we can make use of socialiaredexpand or broaden our knowledge
in a particular field and build our professionaltwerk by connecting with other
professionals in our industry. At the business llegecial media allows us to have
a conversation with our audience, gain custometifaek, and elevate your brand (Akram,
Kumar, 2017).

2. LITERATURE REVIEW

Possibilities and advantages of product promotiperiterprises with the help of SMM
tools have been studied in works by such scierist$.V. Shtal, H.B. Dmytriiev (Shtal,
Dmytriiev, 2019), M.V. Miroshnyk, L.O. Striuk, D.OKopytsa (Miroshnyk, Striuk,
Kopytsa, 2020), Beata Zatwarnicka-Madura (Zatwd&aiMadura, Stecko, Mentel, 2016).

Iryna Pentina, Anthony C. Koh and T.Le Thuong p#grdion to the study of the
adoption of social networks marketing by SMEs bglesing the role of social influences
and experience in technology acceptance (Pentiol, Khuong, 2018) .

Abderlahim M. Zabadji in its scientific works theed to establish the effect of Social
Media Marketing (SMM) on consumer's loyalty to tirand (Zabadiji, 2019).

W. Akram and R. Kumar pointed on negative effe¢tsozial media on society, studied
popular social media sites, impact of social mealla medical and health, business,
education, society, on kid and teens, handlingigrfce of social media on youth and teens
(Akram, Kumar, 2017). Also question about sociapansibility of mass media was studied
by known sociologist J. Stecko (Stecko, 2018).

Huge practical analysis was done by Simon Kemp (KeéReport Digital on 2014-2020
years). In this yearly reports since 2012 was ctéig merely all statistic of comprehensive
study of digital, social and mobile use aroundwvleeld, produced in partnership with We
Are Social (https://datareportal.com/).

Also the author wants to thank to the job done tglwics of clutch.co — commercial
project of platform of in-depth client reviews, datriven content, and vetted market
leaders.

However, further research is needed on the theady mactice of using SMM in
marketing activities in the B2C and B2B market. Hivve determined the purpose of the
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article, which is to summarize the practical inttica of the use of SMM as a modern
marketing technology.

3. AIM OF THE STUDY

The article is aimed at researching the main dteristics of the players at the social

media market in Poland and Ukraine. The researctives are:

» an analysis of the main trends in the field of iné users and Social media users in
the world, and in particular in Poland and Ukraine;

« characteristics of the share of the social mediketeng agencies projects according
to business size in Poland and Ukraine;

< monitoring the structure of the social media margtgencies according to such
criteria as the minimum project size, brand agestaff numbers;

« an analysis the popularity of the social media rating agencies at such areas:
corporate identity, brand strategy, product braggdiommunication (message) of the
brand, naming;

< an analysis of the focus service lines of the togad media marketing agencies in
Poland and Ukraine;

« an analysis of the PPC focus service lines ofdpesbcial media marketing agencies
in Poland and Ukraine;

 substantiation of future trends and activities ¢emof the Poland and Ukraine social
media marketing.

4. RESULTS AND DISCUSSION

According to data from the Report Global Digital @view 2019 and 2020 of the
International Telecommunication Union (ITU) the rhen of people using the internet has
surged over the past year, with more than oneanmiliieople coming online for the first
time each day. In particular here are:
e 4,54 billion internet users in 2020, an increas& % million (3 %) versus January
2019;

e 3,80 bhillion social media users in 2020, with therldwide total growing by
316 million (9%) since this time last year (tab)e 1

e 5,11 billion unique world mobile users in the 20p,100 million (2 percent) in the
2018;

» 3,26 billion people use social media on mobile desiin January 2019, with growth
of 297 million new users representing a year-or-yrerease of more than 10%
(Report Global Digital Overview, 2020)

Internet users spend a lot time using it. Averag®wnt of time per day using the
internet via any device, in hours and minutes4® 6yorldwide and 6,02 in Poland in 2019.

The number of Internet users worldwide for the @&r2014—-2020 increased by 82%
(from 2484 to 4540 millions). The number of soaie¢dia users worldwide more than
doubled between 2014 and 2020 (from 1857 to 380bns) (table 1).

Social media dispersion in 2019 (territory, compate total population) is 45%
worldwide and 47% in Poland, 39% in Ukraine. Averagnount of time per day using
social media via any device in 2019, in hours aitlites was 2,16 worldwide and 1,45 in
Poland (Report Digital, 2019, Poland).
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Table 1. Internet users and Social media user14-2019 years worldwide
2014| 2015 2016 2017 | 2018| 2019 2024)

Internet users over time, millions | 2485| 3,008 3429 | 3779 | 4021| 4388 4540
Social media users over time, milliong 1857 | 2078 | 2307 | 2796 | 3196 | 3484 | 3800

Developed based on: Report Global Digital Overvie\2014, 2015, 2016, 2017, 2018, 2019
and 2020 years (https://datareportal.com/reports).

Not only the numbers grow, but also ways in whigogle use the internet also are
evolving quickly too, with smartphones adding eiwereasing share of our online
activities. Mobile phones used for almost half tinee that people spend on the internet.
On average, the world’s internet users spend 6shand 42 minutes online each day.

Despite the year-on-year drop, our online time kjyi@adds up. An average of more
than 6,5 hours a day equates to a total of mome 168 days of online time each year for
every internet user. If we extend that averagesactioe total internet user base of almost
4.4 hillion users, we find that humanity will speadollective total of more than 1.2 billion
years online in 2019 year (Report Global Digit&l19).

Although many people’s connected activities now ol recent innovations like native
mobile apps, the Web still represents «the interrfet most users around the world.
Worldwide social media user numbers have grownnmst 3,5 billion at the start of 2019,
with 288 million new users in the past 12 monthshiog the global penetration figure to
45 percent. Many countries have shown strong grawtbocial media use over the past
12 months.

The process of change of Internet and Social mesi#es behavior is influenced by such
factors as:

» technical factors (level of urbanization, quality iofrastructure, availability of

devices, Internet speed);

« socio-demographic factors (average age of the ptipal of a country, the ratio of

men and women, income level, employment, cultunatacteristics):

e economic factors (average income, average purcbiase level of e-Commerce

development).

Let's analyze the indicators for Internet usem@atand and Ukraine in 2017—-2020 years
(Table 2, 3).

In Poland for the period 2017-2020 years the nurobkrternet users increased by 2.71
million (from 27.92 to 30.63 millions). The sharklnternet users in relation to the total
population of Poland in 2020 year was 81%.

In Poland for the period 2017-2020 years the nunabeactive social media users
increased by 4.0 million (from 15.00 to 19.00 mifis). The share of active social media
users, in relation to the total population of Pdlain 2020 year was 50%.

The level of urbanization in Poland in 2020 yeas 6% (table 2).

In Ukraine for the period 2017-2020 the number mtelnet users increased by
2.71 million (from 21.93 to 27.46 million). The gkaf Internet users in relation to the total
population of Ukraine in 2020 was 63%.
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Table 2. The essential headline data about mahtiernet and social media use in Poland in
2017-2020 years

2017 2018 2019 2020
Total population, million 38,58 38,14 38,07 37,87
Urbanization, % 61 61 60% 60
Internet users, million 27,92 29,75 30,07 30,63
Penetration, % 72 78 79% 81
Active social media usersmillion 15,0 17,0 18,00 19,00
Penetration,% 39,0 45 47 50

Developed based on the analytics “Report Digitatlaareportal.com on 2017-2020 years in
Poland and Ukraine.

In Ukraine for the period 2017-2020 the numberatifva social media users increased
by 4.0 million (from 16.17 to 19.00 million). Théware of active social media users, in
relation to the total population of Ukraine, in 20&as 43%.

The level of urbanization in Ukraine in 2020 wa$#i@rable 3).

Table 3. The essential headline data about mabtErnet and social media use in Ukraine in
2017-2020 years

2017 2018 2019 2020
Total population, million 44,51 44,12 43,9 43,86
Urbanization, % 70 70 69 69
Internet users, million 21,93 25,59 40,91 27,46
penetration 49 58 93 63
Active social media usersmillion 16,17 13,00 17,00 19,00
compared to total population 36 29 39 43

Developed based on the analytics “Report Digitaldafareportal.com on 2017-2020 years
in Ukraine.

According to the results of the analysis “Socialdimeusers behavior in 2019” the
amount of time that people spend on social medéafi@eased again in 2019, albeit very
slightly. Global Web Index reports that the averageial media user now spends 2 hours
and 16 minutes each day on social platforms, whphates to roughly one-third of their
total internet time, and one-seventh of their h@uake. We get a combined total of almost
330 million years of human time spent on socialfptans during 2019 year (Report Global
Digital Overview, 2020).

Facebook’sadvertising audience did lose 10 million usersdag® to 17 in the last
3 months of 2018, although it made up for this vk an equivalent gain in the number
of users over the age of 55 (Report Global Digiraérview, 2019)

The median number of posts ‘liked’ by the typicacEbook user has fallen by 10
percent in the past 6 months, and now stands at éhpnth.

These findings reinforce the fact that Facebooksuaeen't going to Facebook just to
see advertisements. People’s primary motivationagimg Facebook remain of the original
aim with what this platform was built — stayingtouch with friends and family, and these
activities accounts for the lion’s share of thedtithat people spend on the platform.
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If it necessary to succeed with Facebook marketmg, need to give people more of
what they want, and less of brand’s corporate pgapda (KempReport Global Digital
Overview, 201p

The above global trends are also characteristiRotdnd and Ukraine

Number of people that Facebook reports can be egbwefth adverts did lose 1 million
users in Poland in 2020 and number of Facebools as@020 is 16 million. A similar rate
is in Ukraine — 13 million (Table 4).

Table 4. Facebook Audience overview in Poland akihide in 2019-2020 years

Poland Ukraine
2018 2019| 2020| 2018| 2019 | 2020

Number of people that Facebook reports car

reached with adverts on Facebook, million P?’O 17,0016,00/ 13,00 13,0 | 13,0
Facebook’s reported advertising reach compared to

total population aged 13+, % ) 511 4 ) 34| 34
Percentage of its audience that Facebook repoyts_i

fomale. o T | 52 | 534 57| 59| 604
Percentage of its audience that Facebook reports4'§
male, %

48 | 46,6/ 43 41| 39,6

Developed based on the analytics “Report Digitaldafareportal.com on 2018-2020 years
in Poland and Ukraine.

However, comparisons to total population are lepsasentative when it comes to social
media, because most platforms prohibit children Asea result the dates are also include
analysis of what we're terming «eligible penetratie- i.e. social media use amongst people
aged 13 and above.

Facebook’s reported advertising reach comparedta population aged more than
13 years old is 49% in Poland in 2020 and 34%estme period in Ukraine.

Female Facebook’s audience is more than male ohas Tn 2020, percentage
of audience that Facebook reports as female is &3id4 Poland and 60,4% in Ukraine
(table 4).

Top topics for posts that are of most interestdodbook users:

* master classes (teaching materials, photo and vigssons and practical

recommendations);

e posts that contain information about new produptsmotions and “behind-the-

scenes” life of the enterprise;

« informative posts (publications on one of the atpetthe product that form a better

understanding of the product and bring it closgruochase);

« general thematic posts;

» user feedback when a potential customer choosewgroduct.

Instagram. It is indicated that Instagram will be a top choice foartas in 2019-2020.
Instagram’s advertising audience is 895 millionivectusers around the world (Report
Global Digital Overview, 2020).

However, this figure doegot include user numbers for some countries that have
sizeable Instagram audiences, but which are notlalla to advertisers as targeting
locations (for example Iran).
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Instagram’s user base may be less than half tleeo$§iFacebook’s, but Instagram has
added more than twice as many new users as Facébdlo& past three months in 2020
(Report Global Digital Overview, 2020).

Instagram’s growing popularity amongst marketergt imist down to a growing user
base, either; the platform also boasts a well-le@ldmudience profile. Globally, Instagram
users are split roughly 50:50 between women and, anxeth — while the average age still
skews younger than Facebook — Instagram has arhigtidence of users in the 18 to
34 year-old age bracket than Facebook does (allithita smaller total number of users in
that age range).

Total Instagram’s advertising audience is 894,9iom] among them according to age
around the world: 13-17 years old — 57,0 millio8:-24 years old —280,4 million; 25-34
years old —290,4 million; 35—-44 years old —142 #iom; 45-54 years old —73,1 million;
55—-64 years old —32,0 million; more than 65 ye#ds-d.9,8 million

The analysis showed that the total number of Imatagusers in Poland increased in
2018-2020 from 5.4 to 7.3 million. The share ofrasever 13 in 2020 was 22%. The share
of Instagram users compared to the total populdtidtoland in 2020 is 19.28%. The share
of female population among Instagram users in 2026 58.3% (Table 5).

Table 5. Instagram Audience overview in Poland @kchine in 2019-2020 years

Poland Ukraine
2018| 2019 | 2020 2018 | 2019| 202Q

Number of people that Instagram reports can ge4 68| 73 721 100 110
reached with adverts on Instagram, million ' ' ' ' ! '

Instagram’s reported advertising reach compared to
total population aged 13+, %

Percentage of its audience that Instagram rep@rtssb

21 22 16 27 29

58 | 58,3 61 60 60,2

female, %
Percentage of its audience that Instagram rep@rts4b 42 | 417 39 20 396
male, %

Developed based on: the analytics “Report Digitdltiatareportal.com on 2018-2020 years
in Poland and Ukraine.

Regarding Instagram users in Ukraine, we have tyjighigher rates. The analysis
showed that the total number of Instagram usetskirmine increased in 2018-2020 from
7.2 10 11.0 million. The share of Instagram usersgared to the total population in Ukraine
in 2020 is 25.07%. In Ukraine, the share of Indagusers over the age of 13 in 2020 was
29%. The share of women among Instagram users2f 2@s 60.2%.

Twitter. 2018 was less favourable to Twitter, who reportedlides in global active
users in their two past earnings announcements. ddwnward trend is clearly visible in
the platform’s advertising audience numbers toojckvhindicate that Twitter's total
addressable audience has fallen.

Twitter’s advertising audience also skews signifibatowards men, with the platform
reporting that almost two-thirds of its addressahldience is male.

Twitter has grown to become a platform of choigevarious influential figures around
the world, from presidents and prime ministersseone of the world’s top journalists.
Crucially though, observers dtneed to have a Twitter account to access alleottmtent
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that these people post to the platform, and thvshisre some broader data provide a very
different story of Twitter's success compared $ogiéirnings announcements.

While the number of ‘registered’ users engagindnlie platform appears to be falling,
overall visitor traffic to Twitter.com has actuallyeen increasing over recent months.
Similar Web's latest data suggest that Twitter.@itracted more than 670 million unique
visitors in December 2018 (Report Global DigitaleDyiew, 2018).

These figures suggest that total visitors to Twitem are considerably more than
doublethe platform’s total addressable advertising aucke These 670 million visitors also
spend an average of more than nine minutes orittheach visit, so it's clear that they're
not simply stopping in to read one or two tweets.

Interpreting these numbers, it appears that Tvstigiimary problem isn’t necessarily
the appeal of its platform, but rather its busingsxdel. Crucially, because people can
access much of Twitter's value without needinga ih, the company’s primary revenue
source (ad placements targeting logged-in userpgap to be out of sync with the
company’s primary asset (hundreds of millions dfiters, regardless of whether they're
logged in).

This makes Twitter a highly attractive target fanadia company who can make better
sense of the potential value residing in theselogged-in visitors.

Let's analyze in more detail the indicators of fibetrait of Twitter users in Poland and
Ukraine.

The analysis showed that the total number of Twittgers in Poland increased in
2019-2020 from 0.934 to 1.25 million. The shareisérs over 13 in 2020 was 3.8%. The
share of Twitter users compared to the total pdjmriaf Poland in 2020 is 1.7%. The share
of male population among Twitter users in 2020 65.9% (Table 6).

Table 6. Twitter Audience overview in Poland and&iike in 2019-2020 years

Poland Ukraine
2019| 2020 | 2019 2020

Number of people that Twitter reports can be redchith adverts
on Twitter, million

Twitter's reported advertising reach compared t@altpopulation
aged 13+, %

Percentage of its audience that Twitter reportsriwle, % 32 343 27,0 30,1
Percentage of its audience that Twitter reportsake, % 68 65,7 73,0 69,9

0,934 1,25 | 0,573 0,674

2,8 3,8 15 1.8

Developed based on: the analytics “Report Digitdltiatareportal.com on 2019-2020 years
in Poland and Ukraine.

Regarding Twitter users in Ukraine, we have slighifferent indicators. The analysis
showed that the total number of Twitter users imdile increased in 2019-2020 years from
0.575 to 0.674 million. The share of Instagram sisgrmpared to the total population in
Ukraine in 2020 is 1.53%. In Ukraine, the shar@wftter users over the age of 13 in 2020
was 1.8%, with the major share of the male poputati in 2020 it was 69.9%.

LinkedIn . The world’s favorite professional social netwdikkedIn delivered strong
results in advertising.

It's important to note that LinkedIn’s advertisiagdience numbers are based on total
registeredusers, and not the monthly active users repomedther platform’s tools.
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However, the company’s latest data show that adeest can now reach more than 600
million users around the world on LinkedIn, whiatld a compelling story for brands
hoping to connect with working professionals actbssglobe.

For LinkedIn by eligible penetration it is notechthwe’re using adults aged 18+ for
LinkedIn’s eligible audience, rather than the 133*wg used for the other platforms.

The analysis showed that the total number of Lihkaders in Poland increased in
2019-2020 years from 3.3 to 3.7 million. The shafresers over 18 in Poland was 12%.
The share of LinkedIn users, compared to the fmd@lulation in Poland in 2020 year is
9.77%, while the share of male population in thismber was 53.3% (Table 7).

Table 7. Linkedin Audience overview in Poland arlddine in 2019-2020 years

Poland Ukraine
2019| 2020 | 2019 2020

Number of people that LinkedIn reports can be redahith advert
on LinkedIn, million

LinkedIn’s reported advertising reach comparedbtaltpopulatior]
aged 18+, %

33| 37| 25| 29

11 12 0,7 1,6

Percentage of its audience that Linkedin reportsrsale, % 48| 46,7 47| 458

Percentage of its audience that Linkedin repontsate, % 52| 53,3 53 5472

Developed based on: the analytics “Report Digitédliatareportal.com on 2019-2020 years
in Poland and Ukraine.

Regarding LinkedIn users in Ukraine, we have shgtiifferent indicators. The analysis
showed that the total number of LinkedIn users kmdihe increased in 2019-2020 years
from 2.5 to 2.9 million. The share of LinkedIn useompared to the total population in
Ukraine in 2020 is 6.61%. In Ukraine, the shard.iokedIn users over the age of 18 in
2020 was 1.6%. The share of the male populatiomgrhinkedIn users in Ukraine in 2020
was 54.2% (Table 7).

Snapchat.Snapchat’s latest numbers tell an even more wagrgtory than Twitter’s.

Snapchat'’s total addressable audience sits at 36@lién at the start of 2019, down
more than 10 percent since October (note thahtimsber is based on the figures published
by Snapchat itself, in the platform’s own adventgtools).

While it's unclear whether the two numbers are @ated, it's worth noting that the
drop of 41 million users in Snapchat’s advertismglience over the past three months
closely aligns to Instagram’s growth of 38 milliosers during the same time period (Report
Global Digital Overview, 2019).

Furthermore, despite the platform’s existing fensleience skew, Snapchat is losing
male users faster than its losing women. Howeveap8hat remains an important part of
the social mix in a number of countries aroundwloeld, and — despite losing ground in
these countries too — Snapchat still boasts aldeedare of social media users in many
countries across the Middle East.

The platform has consistently appeared to focugaamger users — particularly those
in the 13 to 24 year-old age bracket. However, [ebpthese age groups tend to be more
fickle in their social media behaviors, and whihsttargeted approach may have served
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Snapchat well in previous years, the platform seeniie struggling to maintain its appeal
amongst its core audiences.

Crucially, Instagram now boasts almost twice asymasers as Snapchat in the same
age bracket — and Instagram’s numbers are stilviggp Furthermore, unlike Twitter,
there’s little evidence in other data to hint akmedy for Snapchat’s ails (Report Global
Digital Overview, 2019).

The analysis showed that the total number of Sretpabers in Poland increased in
2019-2020 from 3.8 to 4.0 million. The share ofrasgver 13 in 2020 was 12%. The share
of Snapchat users, compared to the total populaii®oland in 2020 is 10.56%. The share
of female population predominates among Snapcleasusin 2020 it was 57.6% (Report

Digital, 2019, Poland, Report Digital, 2020, Poland
Let's analyze the Top 15 Social Media Marketing #aes in Poland and Ukraine

(Table 8, 9).

Table 8. Top 15 Social Media Marketing Agencie®oland (Aug. 2020)

Reklamy

8 | MU Interactive

Warsaw, 2011

We Animate Ideas

9 |[NUEKO Digital

Imielin, 2014

We help grow your business online

10 |Urest Warsaw, 2019 Digital Marketing solutions for
small&medium sized

11 |x100.digital Warsaw | We generate x-income in your business

12 |Bluerank Lodz, 2005 | Success can be optimized!

13 | Strategiczni.pl Wroctaw, 2017 Data driven, analytical SEO consultants

14 | Tribe4d7 Warsaw, 2016 Your online revenue generating partner

15 [9BITS Warsaw, 2009 eCommerce Agency, Web Development,

Mobile Apps

Developed based on: the analytics of clutch.co

Rank Agencies Name II_Z%C:Jar:Icioend Agencies Slogan
1 | Ladder.io Wroclaw, 2014Reach Your Growth Goals. World-Clgss
Marketing
2 | MTA Digital Pozna, 2014 | Digital & Performance Marketing Team
3 | FROGRIOT — digital, Poland, 2012| Softwear experts — we make thingsdrapp
studio
4 | Quick SEO Help Warszaw, 201¢Connecting customers to your Brands
5 | Skalski Growth Krakow, 2014| Growth Marketing Team for Turbulent Times
6 |Zest Creations Warsaw, 2012 In ROl we trust
7 | Biuro Podrozy Warsaw, 2003 INTERNET EXPLORERS

Among presented SMM Agencies in Poland most of theenlocated at major Polish
cities — Wroclaw, Pozna Krakow, Warsaw, Imielin, Lodz. All of them aretiar young
companies — the average duration of operationdmtarket 5,5 years.

The table 8 is presenting slogans of the SMM Agexé@n Poland, which deal with
rational motive of the services quality and inclsideich keywords related rational motives
of quality and income (price/quality):

* «reach», «growth», «goals ideas», «grow your basiedncome in your business»;
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e «team experts», «growth marketing team», «analytiS&O consultants»,
«generating partner»;

+ «connecting customers», «brands digital marketiolgitiosns», «success can be

optimized»
» «digital», «marketing», «e-Commerce agency», «wakekbpment»
The professionalism of the team ensures high gusditvices.

Table 9. Top 15 Social Media Marketing Agenciet/kraine (Aug. 2020)

Rank Agencies Name ll_:%?jﬁldoend’ Agencies Slogan

1 AdTribe Kyiv, 2018 | Scaling eCommerce businessdl Waceboo
Ads!

2 Respect.Studio Lviv, 2016| Alternative Digital Matig Solutions for B2B

3 Livepage Dnipro, 2011| Design & Digital Marketing for LocalMB,
e-Commerce

4 711media Lviv, 2002 | Digital Marketing Agency

5 UAATEAM Kharkiv, 2014 We help businesses to grow online

6 WiserBrand Kharkiv, 2015| e-Commerce focused Company

7 NOWEDO Kiev, 2017 | NOWEDO

8 Mobihunter Kiev, 2015 | Performance Marketing Agency

9 Kosmigs LLC Odessa, | Your reliable partner in the world of advertising

10 |Areanda Kharkiv, 2011| Outsourced inbound marketing services

11 | Upturn Digital Kyiv, We help grow your business

Agency

12 | MixDigital Kyiv, 2011 |Media & Performance advertising agency

13 | Polimentor Ukraine, 201Q We are Google Partner Internet-marketing
company

14 | Devenup Health, Chernihiv, |Healthcare SEO and brand promotion using

LLC 2015 MRank

15 |ITForce Kharkiv, 2015| Digital Marketing Agency — Premier Google

Partner

Developed based on: the analytics of clutch.co

The table 9 is represented slogans of the SMM Ageria Ukraine, which deal with
rational motive of the services quality and inclsidech keywords related rational motives
of quality and partnership (help, solutions, parthealthcare):

» «scaling e-Commerce businesses», «alternativei@odu, «outsourced services»

» «help businesses to grow online», «help grow yoginess»;

» «reliable partner», «premier Google partner», ¢heate SEO».

Among presented SMM Agencies they are located gmkrainian cities, all of them
administrative centers - Kyiv, Lviv, Dnipro, KharkiOdessa, Chernihiv. All of them are
young companies — the average duration of operatitiee market is 6,15 years.

These agencies are implementing projects in smalness (< $10M), midmarket
($10M — $1B), big enterprises (>$1B) (Fig. 1, 2).
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Fig. 1. Projects characteristics implemented byl#aelers of the Social Media Marketing
Agencies according to served business size in Bdkang. 2020)

Created by the authors based on the analytics tfhcto

Among the 15 Poland top SMM Agencies, 12 agen®€s006) work for the small
business and midmarket. The share of the servioegpanies by the relevant agencies is
15-75% for midmarket and 25-100% for small businEesr agencies (26,67%) work for
the big business (big enterprises, companies).shhee of the serviced companies by the
relevant agencies is 10-40%.
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Fig. 2. Projects characteristics implemented byl#aelers of the Social Media Marketing
Agencies according to served business size in b&rghug. 2020)

Source: Created by the author based on the anabftalatch.co

The same situation is in Ukraine, among the 155@ip1 Agencies, 12 agencies (80,0%)
work for the small business with the share of thevised companies by the relevant
agencies 10-60%, 13 agencies (86,67%) work fomtltamarket with the share of the
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serviced companies by the relevant agencies 30—-H0@P6 agencies (40,0%) work for the
big business (big enterprises, companies). Theesbhthe serviced companies by the
relevant agencies is 5-40%.

There is no available information about some SMMraies: in Poland — «MTA
Digital», «Biuro Podrozy Reklamy», «Strategiczni.@Fig. 1); in Ukraine — «Upturn
Digital Agency», «Polimentor» (Fig. 2).

The vast majority of SMM agencies in Poland anddile implement projects with
budget of $1,000 and more. There are a lot of ptejm Poland what have budget $5,000
and more.

Medium budget projects ($10,000 and more) have saige of the top SMM agencies
in Poland (Table 10). The same situation is wiitp fojects ($25,000 and more; 50,000
and more). Only some of the top SMM agencies irditla realize such projects.

Table 10. Top 15 Social Media Marketing Agencie®aland and Ukraine according to the
project size (Aug. 2020)

PrOJe;t cost, Poland Ukraine

. AdTribe», «Respect.Studio», «Livepage»,
«Quick SEO Help», «Skalsk‘ ] )
Growth», «Zest Creations», «M<UAATEAM», «Mobihunter», «Kosmiqs

. . . » « » «
Interactive», «NUEKO Digital, LC>, Area_nda_l 4 Upturn_ Digital
. Agency», «MixDigital», «Polimentor»,
«Urest», «Strategiczni.pl»
«|ITForce»

1,000+

«FROGRIOT - digital studio,
5,000+ «Biuro Podrozy Reklamys, «Devenup Health, LLC»
«Bluerank», «Tribe47», «9BITS»|

10,000+ «MTA Digital», «x100.digital» -

25,000+ - «NOWEDO»
50,000+ - «711media», «WiserBrand»
Undisclosed «Ladder.io» _

Created by author according to Top Poland SocialidM€dnsultants (Dec. 2020).

The basic focuses service lines of the top 15 SMidrkies in Poland and Ukraine are:
marketing strategy, digital strategy, search engipgimization (CEQO), social media
marketing (SMM), conversion optimization, pay pdiclc (PPC), mobile and app
marketing, content marketing (Table 11).

The most popular service lines among SMM agencieBdland are: SMM (100%);
Digital Strategy, Search Engine Optimization, Pay Elick (60%). The most popular
service lines among SMM agencies in Ukraine areMS{00% among of the all 15
agencies); Search Engine Optimization, Pay Perk(Ql&6,7% among of the all 15
agencies).

The average share of the project at the total ptejgortfolio of each agenéy Poland
(according to Table 4) are: SMM (about 14%); DigRtrategy (about 17%), Search Engine
Optimization (about 28%), Pay Per Click (about 25%)

The average share of the project at the total prejeortfolio of each agendy Ukraine
(according to Table 11) are: SMM (about 30%); Se&gine Optimization (about 34%),
Pay Per Click (31%).
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Table 11. Focus Service lines of the Top 15 Sddietlia Marketing Agencies in Poland
(Aug. 2020)

Poland Ukraine Poland Ukraine
Service lines Agencies share at the total The average share of thg project at
. the total projects portfolio of each
numbers of the agencies % o
agency, %

Marketing Strategy 6,67 - 20 -
Digital Strategy 60,0 40,0 17,7 16,0
Search Engine 60,0 66,7 28,12 345
Optimization
Social Media Marketing 100 100 14,53 30,66
Conversion Optimization 20,0 13,3 13,3 5,0
Pay Per Click 60,0 66,7 25,5 31,6
Mobile and App Marketing 33,4 20,0 15,0 20,0
Content Marketing 33,4 33,3 13,0 10,0

Developed based on: the analytics of clutch.co p-Foland Social Media Consultants.

Today, Facebook is the most popular social netwoioland, Ukraine and the world.
Facebook is an ideal place for marketing in both B2B and B2C segments. Business
pages and thematic groups are the main tool oabbtadia Marketing on Facebook. Note
that the most popular methods of promotion on Fasklboday are: commercial, targeted,
advertising and viral posts, as well as targetaawising (only for the target audience).

Another successful social network is Instagram. ShtiMhe Instagram platform today
is one of the most effective methods that reallgpsls sales and brand promotions. The
main benefits of promotion on Instagram have beed @main: recognition, loyalty,
reputation management and feedback.

LinkedIn is the most convenient platform for markgtcampaigns. The rule works in
this network: the more useful information the uggloads to his profile, the more effective
the use of the network will be. LinkedIn can proengersonal sales, the B2B segment,
products and services designed for a narrow tanggience, and products and services in
the high price segment. LinkedIn promotion tools: ahe company's own page; personal
messages; thematic groups.

SMM-promotion also actively uses the Twitter megsggplatform — the highest
generator of traffic to the main site, becausétiveets” (posts) in it are short, and the user
reads complete information directly from the maaaurce. With the help of Twitter there
is a constant communication with users, informifbgwt news, promotions and special
offers, as well as communicating with subscribersarious aspects of the company (Shtal,
Dmitriev, 2019).

Findings of such authors as Iryna Pentina and Anth®. Koh(Pentina, Koh, 2015)
show that adoption of SNM is strongly influenced $gcial influences from experts,
competitors, and customers. These social influemdtest intention to adopt this new
technology both directly, and by affecting the ggtions of the technology usefulness.

The basic social media focuses of the top 15 SMMm&igs in Poland and Ukraine are:
Facebook, Instagram, LinkedIn, Snapchat, Twittefluencer (Table 12). In Poland at the
2020 the most popular social media for advertisirgy Facebook (86,67 among of the all
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15 agencies), Instagram (73,3% among of the adigescies), LinkedIn (66,7% among of
the all 15 agencies) and Influencer (40,0% amorth®tll 15 agencies).

Table 12. Social Media Focus Top 15 Social Mediarkdiing Agencies in Poland and
Ukraine (Aug. 2020)

Poland | Ukraine Poland | Ukraine
Advertising Agencies Share at the total numbers | Average share of the project af
of the agencies % the total projects portfolio, %

Facebook 86,67 66,7 54,5 38,5
Instagram 73,3 66,7 22,7 33,5
LinkedIn 66,7 53,3 17,8 26,87
Snapchat 13,3 13,3 7,5 7,5
Twitter 26,7 26,7 7,5 11,25
Influencer 40,0 26,7 14,0 26,25

Developed based on: the analytics of clutch.co -Holand and Top Ukraine Social Media
Consultants.

The largest share of projects in Poland for adsiadi on the Internet are advertising
campaigns on Facebook (54.5%), Instagram (22.7%)kedIn (17.8%), Influencer
(14.0%).

In Ukraine, the following trends are observed: share of advertising campaigns on
Facebook and Instagram is 38.5% and 33.5%, respBgtithe share of Linkedin and
Influencer advertising campaigns is almost the santeis about 26%.

Table 13. Social Media Focus Top 15 Social Mediarkdting Agencies in Poland
(Aug. 2020)

. Advertising
Rank|  Agencies Name FacebookInstagram|LinkedIn [Snapchat Twitter (Influencer Total
1 |Ladder.io 30 30 20 10 10 0 100
2 | MTA Digital 80 10 10 0 0 0 10(
3 | FROGRIOT — digita] 34 33 33 0 0 0 10(
studio
4 | Quick SEO Help 50 25 25 0 0 0 10(
5 | Skalski Growth 50 15 15 5 5 10 10
6 |Zest Creations 40 40 10 0 0 10 10
7 | Biuro Podrozy 20 30 20 0 5 25 10
Reklamy
8 |MU Interactive - - - - - - -
9 |NUEKO Digital 70 20 10 0 0 0 100
10 |Urest 40 40 15 0 0 5 10(
11 |x100.digital 85 0 0 0 0 15 10d
12 |Bluerank - - - — — - -
13 | Strategiczni.pl 80 20 0 0 0 0 100
14 | Tribed7 30 20 20 0 10 20 100
15 |9BITS 100 0 0 0 0 0 100

Created by the authors based on the analytics efhcho — Top Poland Social Media
Consultants.
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Relevant data on the analyzed Top 15 Social Medigkbting Agencies in Poland and
Ukraine are presented in Table 13, 14.

These data show that the least popular, both iarféichnd in Ukraine are Snapchat and
Twitter (Table 13, 14).

Table 14. Social Media Focus Top 15 Social Mediarkding Agencies in Ukraine
(Aug. 2020)

. Advertising
Rank | Agencies Name Facebook Instagram |LinkedIn |Snapchat Twitter | Influencer Total
1 | AdTribe 50 50 0 0 0 0 100
2 | Respect.Studio 0 0 100 0 0 0 100
3 | Livepage 60 25 10 0 5 0 10(
4 | 711media - - - - - - -
5 |UAATEAM 30 30 10 10 0 20 10
6 |WiserBrand 35 35 30 0 0 0 100
7 |NOWEDO - - - - - - -
8 | Mobihunter 30 20 0 0 0 50 10¢
9 |Kosmigs LLC 25 30 15 5 5 20 100
10 |Areanda 40 30 15 0 15 0 10(
11 |Upturn Digital - - - - - - -
Agency
12 |MixDigital 45 40 15 0 0 0 100
13 | Polimentor - - - - - - -
14 | Devenup Health, 20 25 20 0 20 15 100
LLC
15 |ITForce 50 50 0 0 0 0 100

Developed based on: the analytics of clutch.co p-Wkraine Social Media Consultants.

The results of the study revealed that customesglltly to the brand is positively
affected when the brand offers: advantageous camgairelevant content, popular
contents, applications on social media, and appg@avarious platforms. Customers prefer
to share music, technological-related, and funnptexts on social media platforms
(Zabadi, Abdelrahim, 2019).

Table 15. PPC Focus Top 15 Social Media Marketimggnies in Poland and Ukraine
(Aug. 2020)

Advertising Poland |  Ukraine Poland | Ukraine
Agencies Share at the total Average share of the project at
numbers of the agencies % the total projects portfolio, %

Google Adwords 60,0 53,3 70,0 68,75
Amazon 26,7 20,0 8,75 10,0
You Tube 60,0 46,67 20,0 21,42
Bing 26,7 40,0 10,0 7,5
Yahoo 13,3 20,0 7,5 6,67

Developed based on: the analytics of clutch.co p Poland and Ukraine Social Media
Consultants.
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Analysis of PPC focus top 15 SMM agencies in Poland Ukraine showed that the
most popular is Google Adwords and You Tube (TdBle

YouTube The world’s favorite video platform doesn't shanediepth insights into its
advertising audiences.

Much of this data points to the fact that musithis top draw for YouTube audiences,
especially in the platform’s high-growth marketsudit-related topics accounted for half
of the top 20 search queries for on YouTube du28d8. Movies and ‘TV content’
accounted for much of the rest of the list, bug Worth noting that the games Fortnite and
Minecraft both attracted huge volumes of interestYmuTube throughout 2018 (Report
Global Digital Overview, 2018).

5. SUMMARY

SMM has many tools to influence consumer buyingab@dr, and the number of
promotion channels surpasses all other types dfetiag. The choice of promotion channel
and type of SMM depends on the business goals @pabdities of the enterprise. SMM —
a set of activities aimed at promoting productsenvices of the enterprise, as well as
communication with potential existing consumergtaninternet platforms of social media
resources.

As we noted above, the cold, hard data show thegl¥&ok hasn't experienced any of
the dramatic user declines that the media contiouygortend. In reality, Facebook user
numbers continue to grow around the world, withglagform adding 18 million new users
to its addressable advertising audience in Q4 &B820one.

The SMM advantages are: track audience reactiomascionstant mode of the present
time; daily and direct contact with the target aumtie; great resonance in the success of the
company for the relatively low cost of promotiohdtdesire of users to share information,
distribute posts about the brand); efficiency; wideverage of the target audience;
increasing online and offline activity in social di@ (constant posting in the feed); use of
targeted advertising; ability to use non-standatéractive formats (e.g. wiki markup);
event marketing.

Using collected data, we could make the groundmice of location of the system of
artificially intelligence self-education system kvithe purpose of addressing social and
commercial valuable information, such as, for ex@npdvertising of the study of our
University among the future students.
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ANALYTICAL EVALUATION OF THE EXPORT
OF MEDICINAL PLANTSFROM UKRAINE

Certain aspects of the export of medicinal plarimftJkraine have been investigated in the
article. Sales of medicinal plants abroad in th@opefrom 2006 to 2020 in-kind and monetary
worth have been analyzed. The geographical streictuexport of Ukrainian medicinal plants
and the structure of export of medicinal plantsrfidkraine by species has been studied. The
characteristic positive and negative tendenciesranft in the export of medicinal plants from
Ukraine has been revealed and generalized. Impmrtahmedicinal plant production for the
national economy of Ukraine, the ability to paftiaheet the demand for medicinal plants in
the world, in particular in European countries, dnel factors that determine the economic
feasibility of given production has been emphasized

Keywords: medicinal plant production, export capacity, eatin of the market, structure
of export of medicinal plants.

1. INTRODUCTION

There is information that there are about 320 tandsspecies of plants in the world. Of
these, 3 thousands are a source of food, 5 thossamedused for industrial purposes, 15
thousands as ornamental plants, 25 thousands fdicimal purposes, and others are used
for various needs. There is also a claim that thezet22 thousands flowering plants in the
world and 72 thousands of them are used for mealigiarposes. Beyond that, studies by
Karik U., Tunctirk M. (2019) show that 900 speaisnedicinal plants in the world are
grown for commercial purposes and that the prodoctf medicinal plants, including
essential oily and spicy, in the modern global a@gdustrial complex is considered to be
one of the most profitable. Export-import of medadi plants in the world is also widely
developed in today's conditions. Thus, Mafimisdbi(2013), studying the international
market of medicinal plants and products of theingessing, points out that it is very
voluminous. Medicinal plants, including essentidly and spicy are sold both as raw
materials and as processed final products. Den@arttidse products is growing rapidly, as
new directions of medicinal plants uses are cotigtaappear and these markets are
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National Universityof Life and Enviromental Sciences Ukraine (corresponding author); e-mail:
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-1080-5633.
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constantly expand. World Bank experts note thabaglaemand for medicinal plants,
especially as raw materials for more complex fpralducts, has been growing steady since
the turn of the century, and the World Health Orgation forecasts that the global herbal
market will grow to $ 57 trillion until 2050 (Medihal and Aromatic Plants, 2018). The
largest suppliers to the world market of medicipiants from Asia are China and India,
from Africa — Morocco, from Europe — Poland, Bulgaaind Albania, from South America

- Chile and Peru. The largest consumers of medigilzats in the world are the United
States, Japan and Europe. Thus, it is known thatapan 90% of the population use
medicinal plants in nutrition and treatment of vas diseases (Rokhsareh Asl Roostaa,
Reza Moghaddasib, Seyed Safdar Hosseini, 2017yl @¢tlropean market is considered
to be one of the world's largest commercial medicpiants and plant-origin medicines
markets. European countries not only import, bsb gdroduce a wide range of medicinal
plants and medicines based on plant raw materialofgan consumers, for example in
France, Germany, ltaly, Sweden and England, ofsenmiedicinal plants as an adjunct to
medication treatment (Mirzoieva, 2013).

Thus, in today's conditions, medicinal plant prdehre plays an important role in the
world economy and in fact has become a separatrteapented direction of production
activity. In Ukraine, despite the fact that medadiplant production has a stable export
orientation in recent years, this branch is notiarjy sector of the economy. As a result,
the share of medicinal plants is teeny in the tetate export. At the same time drawing
attention to the fact that while exporting agrioudtl sector products, first of all Ukraine
sells abroad grain, world prices for which haverbiedling steady in recent years, it would
be useful to move to a multi-purpose export polity.particular, if we consider that
worldwide export of cultivated medicinal plantsda extremely promising area of the
economy, it is necessary to study trends in expbrnedicinal plants from Ukraine to
determine the existing potential. Therefore, theppse of this research is to analyze
Ukrainian export of medicinal plants and to identts characteristic trends.

2.METHODOLOGY OF RESEARCH AND RESULTS

The study was practical in nature and was conduasatg the method of scientific
comparison, descriptive-analytical method and thethad of statistical analysis. The
method of scientific generalization was used torfalate the conclusions of the research.

Ukraine having a huge potential, now is the 44tthim world ranking of exporters of
medicinal plant products. According to experts, $tede does not use the export potential
practically in the market of medicinal plantdkfaine practically does not use.2018).
Nevertheless, Ukrainian export of medicinal plams been characterized by a number of
positive trends during recent years.

The average annual indicator of export of medigptahts from Ukraine in 2010-2020
fluctuated within about 3 thousand tons of prodi(Etg. 1). At the same time, the largest
export increase was observed in 2019 — 4.39 thdusens or 12.08 million dollars. USA,
which is 2.2 times more in-kind and 3.6 times miarenonetary worth , compared to 2010
(Market Review, 2020, 2018).

The largest collapses of export of medicinal plémis) Ukraine were in 2006 and 2014.
After the collapse in 2014, since 2015 there hasnb® gradual increase in export of
medicinal plants from Ukraine. Thus, in the peribdm 2014 to 2019, the export of
medicinal plants from Ukraine increased by 87.6%imd. It can be explained by the fact
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that in recent years European companies, realitiay Ukrainian medicinal plant raw
materials are more cost-effective for them and havéigh concentration of active
substances, began to buy it actively from Ukraimesducers and intermediaries.
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Fig. 1. Dynamics of export of medicinal plants fratkraine in 2006—-2020, thousands of tons,
millions of USA dollars

Source: Market Review...2020, 2018. Author’s own depiction).

In turn, export of medicinal plants from Ukrainerronetary worth in 2019 increased
by 99% compared to 2014. A significant increasexport of medicinal plants in monetary
worth indicates that Ukrainian producers have beguproduce higher quality products
that meet the foreign buyer's needs. At the same,tidrawing attention to the fact that
Ukraine is unique for its great variety of medidipints, experts point out that the country
is able to increase export of given products (LaeerPlantation will pay off in 2 years,
2018, Stepanushko, 2018).

According to the statistics, in 2010-2011 the baigmnsumers of Ukrainian medicinal
plants were Poland and Russia, in 2012-2013 - AsBoland and Russia. In 2014,
Germany joined the leading countries-consumerskoéidian plant raw materials. In 2015,
among the three leaders in the overall export stracof medicinal plants from Ukraine
were Poland — 38.51%, Latvia — 14.83% and Germahy.66% (Fig. 2).

Export of Ukrainian medicinal plants to Germany,iebhis a major player in the area
of medicinal plants in the world, has been growimgecent years. This is due to the fact
that any other European country doesn’t consunmaas/ medicinal herbs as Germany —
in recent years, doctors and patients in Germangerand more preferred natural rather
than chemical medication. When Germans come tglia@macy without a prescription,
three-quarters firstly ask about herbal medicindedicinal Herbs, 2008). In addition,
German inhabitants do not drink usual for Ukraisigneen or black tea, they prefer herbal
teas. And since some species of plants are thehteith extinction in Germany itself,
German producers are looking for medicinal plant raaterials outside their country.
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Currently, experts point out that Germany is redyuy 40,000 tons of medicinal plants a
year in Ukraine.
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OKazakhstan

O 13,06% @ Others
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Fig. 2. Geographical structure of export of meditpiants from Ukraine in 2015, % (in-kind)
Source: Market Review...2020, 2018. Author’s own depiction).

According to the analysis of the geographical ekptucture of medicinal plants from
Ukraine in 2020 the largest buyers of domestic wiedl plants in-kind were Poland
(35.48%), China (13.63%), Latvia (11.01%) and, ag&ermany (8.7%) (Fig. 3).
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Fig. 3. Geographical structure of export of meditpiants from Ukraine in 2020, % (in-kind)
Source: Market Review..2020, 2018. Author’'s own depiction).
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According to experts, in the future the demand fieanope for Ukrainian medicinal
plants will only increase. The marginalization afck production depends on both
individual crops and demand from importing courstri€hus, Yevhenii Shumeiko, owner
of the Ukrainian company “Dobrotrav”, which spe@ak in cultivation and harvesting
high-quality medicinal plant raw materials, nothatta significant number of medicinal
plants are popular on the European market —theyelerberries, lime blossom, nettle
leaves, marshmallow root, burdock root, Echinaced and herb, dandelion root and leaf,
birch leaf, coltsfoot leaf, plantain leaf and othgDemand is growing in Europe, 2018).

The rapidly increasing demand for medicinal henbthé world is largely due to the fact
that European producers are gradually abandonchbkivation and prefer to buy finished
raw materials in developing countries, includingrélke, in order to resell it to other
countries or for production of value-added productsa plant basis. For example, Poland
and Bulgaria, which until recently traditionallyespalized in cultivation and harvesting
medicinal plants, are changing their referencess. dssumed that these countries turn into
importers from pure exporters of medicinal plamsjuding buying products in Ukraine
and reselling them or products based on them tomess in Germany, the USA and Japan.

Information of fig. 4 shows that the most importhatches of medicinal plants in 2020
in monetary worth were sent from Ukraine to Polg8#.5%), Germany (19.56%) and
Latvia (15.15%). Thus, during 2015-2020, exporincieds for the distribution of Ukrainian
origin medicinal plants remain stable, which indésa a relatively well-established
cooperation between domestic sellers and foreigersu
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Fig. 4. Geographical structure of export of meditiplants from Ukraine in 2020, %
(in monetary worth)

Source: Market Review...2020, 2018. Author’s own depiction).

The fact that the number of exporters of medicipiaint raw materials gradually
increased we consider as positive: in 2012 there wef them, in 2015 — 10, in 2018 — 30.
At the same time, it was found that 50-60% of ales of Ukrainian medicinal plants in
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2020 account for 4—6 Ukrainian companies, two ofcWlare large intermediaries, so this
fact indicates that this segment in the structtikdkmainian export is still extremely narrow.

The study revealed that the characteristic faabtkrainian export of medicinal plants
are also: 1) 80% of export is wild ones; 2) ther@lmost no organic plant raw material,
which has the biggest demand on the world markg&iday's conditions.

The backlog of Ukrainian producers in the directioh organic medicinal plants
production gives a competitive advantage to theddinStates and Europe, since there are
about 30% of the medicinal plants market are oamihere. Although, it should be noted
that Ukraine is also actively increasing the expbdrganic products, in the which structure
a significant share is falls on medicinal plantbu3, according to the leading national
certification body “Organic Standard”, the main angc products (by volume) exported
from Ukraine in 2017 were: corn, wheat, soybeaislely, sunflower, millet, rapeseed,
blueberries (frozen), oats, millet, lupine, applresh), buckwheat, mustard, elderberry
(fruit), pumpkin seeds, birch sap, flax, rye, wdlr{kernel), sea buckthorn (frozen),
blackberry (frozen), dog rose (frozen), coriandeeas, elderflower flowers (frozen),
strawberry (frozen), cranberry (frozen), hawthdnoZen), durum wheat flour, cranberry
(frozen), mountain ash (frozen), chamomile (dribénp, raspberry (frozen) and sunflower
oil (Ukraine is increasing..2018). In the next years and until 2020, the vawand list of
exported organic products only increased. Thealigive shows that a significant part of
organic products Ukraine export belongs to mediciplants - lupines, elderberries,
pumpkin seeds, coriander, flax, chamomile, etc.ickwieflects the presence of positive
trends in the development of medicinal plants inegal.

In general, the export of medicinal plants from &lle is currently characterized by: an
increase in the number of exporting companies; ages in Ukraine and export from
Ukraine by Polish companies; increasing of the eixamount from year to year, increasing
of the export to Asia. In 2018, Ukraine had thegltte in the volume of export of organic
products to the EU, behind China, Ecuador and theibBican Republic. According to the
results of 2019, Ukrainian export of organic praguo the European Union increased by
27% compared to 2018 or to 337.86 thousand tonsammbrdingly, Ukraine ranked 2nd
out of 123 countries in volume of export of orgapioducts to the EU, up on two positions
compared to the previous yeélkfaine — in second place.2020).

Analysis of the export structure of medicinal ptafrom Ukraine by species in 2015—
—2020 in-kind indicates that at the beginning ef$kudy period the most sold plants abroad
were chestnut (19.85%) and blessed milk thistle30%) and a fairly wide list of others
medicinal plants (Fig. 5). List of medicinal plangsld by Ukrainian producers and
intermediaries abroad is broad enough to confireceagain the existence of demand for
this product and Ukraine's ability to meet it. B2B, indicated trends remained.

Analysis of the medicinal plants export structugespecies in 2020 in-kind (Fig. 6)
indicates that Ukrainian producers continued tbasédirly wide range of products abroad.
The leaders of sales at the end of the study pemec chestnut and Echinacea — the
percentage of the Echinacea in the overall expartsire of medicinal plants from Ukraine
in-kind in 2020 amounted to 8.36%. Beyond that, dstic producers sell abroad large
number of elderberry, birch buds and leaves, nditiekthorn bark, celandine, St. John's
work, corn silk, horsetail, immortelle, sweet flagd other medicinal herbs. Wide range of
medicinal plants that are sent abroad and accdydit@ it are in demand is also
a confirmation of the prospect and economic felisitof their production and we believe



Analytical evaluation of the export of medicinahpts... 77

it is another argument for the development of medicplants to come into the attention
of the state.
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Fig. 5. Structure of export of medicinal plantsnfréJkraine by species in 2015, % (in-kind)
Source: Market Review...2020, 2018. Author’s own depiction).
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Analyzing the structure of export of medicinal pkarfrom Ukraine by species in
monetary worth, in 2015, exporters received thgdsgamount of money from the sales of
elderberry (16.79%), chestnut (7.39%) and buckthamk (6.92%) (Fig. 7). Blessed milk
thistle was at the fourth place of cash procee@8%%. These are plants on the basis of
which a large number of medicines, disease prememioducts and a number of healthy
food around the world are produced.
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Fig. 7. Structure of export of medicinal plantsnfroJkraine by species in 2015, %
(in monetary worth)

Source: Market Review...2020, 2018. Author’s own depiction).

In principle, the structure of export of medicipédnts from Ukraine by species in 2015
in monetary worth echoes with the structure of ekpbmedicinal plants from Ukraine by
species in-kind in the same year. That is, it camdted that the largest profits producers
receive by selling products in large quantitiestie same time the sale of high-value
medicinal raw materials in small quantities mayodie forward-looking. However, it is
possible with the presence of modern technologimathods of deep processing of
medicinal plants, which is not present in the wasfority of Ukrainian producers in the
area of medicinal plants at this stage of develogn#nd intermediaries-buyers, as a rule,
use their efforts for collect as large batches addy as possible and send them abroad
through the established channels. So the main g@molidf medicinal plant export from
Ukraine is similar to the Ukrainian agriculturattar in general - producers mainly sell raw
materials abroad, rather than the final produchwiigh added value. We believe, the
solution to this problem directly depends on theel@ment and introduction of an
effective strategy for the development of mediciplahts in the country.

In 2020, the situation with the export of medicipédnts from Ukraine has changed
a bit. Thus, the largest in-kind export were chestnEchinacea, elderberries, rose hips, and
the most of monetary proceeds in the same year memved from export of chestnuts
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(27.14%), lindens (22.58%), elderberries (15.66%&}hinacea (8.92%) and lavender
(6.93%) (Fig. 8).
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Fig. 8. Structure of export of medicinal plantsnfroJkraine by species in 2020, %
(in monetary worth)

Source: Market Review...2020, 2018. Author’s own depiction).

The last one, in particular the export of lavendeguires some comments. The matter
is that the production of lavender in Ukraine idyogaining momentum and it is has not
impregnated domestic market yet. Nevertheless,easan see, some Ukrainian producers
have started production of lavender in respongbkaaignificant demand for this crop and
its essential oil from foreign consumers. The asialgf the structure of export of medicinal
plants from Ukraine showed that these are actuatlje crops to a large extent — those
which can produce significant profits with smallwmes of production.

It is necessary to note that the structure of expbmedicinal plants by species is not
something stable and constant. Need for certaia tgy materials depend on the provision
of itin the previous period and on the generaldeein the consumption of medicinal plants
in Ukraine and in the world. For example, in th&@i today's conditions, the consumption
of medicinal plants is declining due to impoverignt) but is increasing in Germany.
Export-import volumes and prices for medicinal péaaccordingly depend on weather
conditions, the world harvest and tendencies irptloeessing enterprise’s needs. Thus, in
2017, linden color price in Ukraine increased 2-itries, due to the dry summer its main
supplier Bulgaria had a crop failure (Stepanusi2,8). This led to the linden taken the
second place in the structure of export of medlgitents from Ukraine by species in 2017
(in monetary worth) while in 2015 it took the setfeplace.

Analyzing the export of Ukrainian medicinal plaatw materials, we cannot ignore the
fact that the sale of medicinal plants abroad rbastontrolled by the state so it is no harm
to the domestic vegetation, as is sometimes the. tasnany countries of the world there
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is a critical situation with the resources of wihédicinal plants today because of excessive
and sometimes uncontrolled procurement of medicirel materials. Thus, the
uncontrolled collection and export of medicinalmikain general and extremely valuable
ones in particular lead to the impoverishment ofetation and to the degradation of
agricultural land in the country.

3. CONCLUSION

In general, the analysis of export of Ukrainian me@dl plants revealed that: 1) its
volumes are characterized by increase trends iretaonworth and in-kind; 2) the largest
buyers of Ukrainian medicinal plants are Polandin@ay and Latvia, where is a stable
constant demand for medicinal plants and produasedh on them; 3) Ukraine distributes
a wide range of medicinal crops abroad; 4) a cdriarge permanent players has been
formed within this segment in Ukraine.

Along with this, the main drawbacks in the field efport of medicinal plants from
Ukraine were revealed: first, paying attentionite huge world demand for medicinal plant
products and Ukraine's huge opportunities to dgrtiaeet it, the number of producers and
exporters of medicinal plants in Ukraine is stdtremely small; secondly, the largest profits
Ukrainian producers receive by selling medicinants in large quantities, while the sale
of high-value medicinal raw materials in small qtitsgs may be forward-looking; thirdly,
the main problem of export of medicinal plants fraskraine is that inherent in the
Ukrainian agricultural sector in general — prodscsll abroad mainly raw materials, rather
than the final product with high-added value.

Also, the analytical assessment of the export afioneal plants from Ukraine testified
to the prospects and economic feasibility for thewduction and is an argument that the
development of medicinal plants came into the vidwhe state. Drawing attention to the
important role which the sale of agricultural protu abroad currently play in the
development of the Ukrainian economy, the develagmé export of medicinal plants is
also essential, as it will increase foreign incdoibe state budget.
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KREMLIN INFORMATION CAMPAIGN IN THE
BALTIC STATES DURING THE COVID-19
PANDEMIC ESCALATION OF SPRING 2020

The authors examine pro-Russian media outlets dutfireg escalation of COVID-19
pandemics in Spring 2020 (March—May). Strategicatares constructed and disseminated
by the Russian Federation for the Baltic states (Esthatvia and Lithuania) may emphasize:
political and economic motives related to the pescof governments of the Baltic states;
status-related motives to disrupt the internatisgatem and Western-led political institutions
through the Baltic states; conflictual motives iradiog opposing identities between Russian
and Baltic nations, which have often emphasizedRhesophobic context of the Baltic
identity-building. These strategic narratives aestpf Moscow's strategy that aim is to
destroy the unity of West and to increase ideolidiagmentation in the European Union.
Therefore, Baltic states have become an importagétaf influence operations conducted
by the Russian Federation because of their geagallitcation and strategic importance.

Keywords: Russia, strategic narratives, COVID-19, Baltic statggrnational system, EU,
economic, crisis, politics, influence activity.

1. INTRODUCTION 3

The massive spread of corona-virus (SARS-Co¥tajted in China in late 2049The
virus developed into the pandemic disease of COV@:zonquered most of the world by
early 2020. The world experience with the panderhiestified that in the globalized world,
in addition to imminent military threats, mankiratés a variety of miscellaneous risks the
impact of which on the global security environmentften unpredictable (Franke, 2015;
Renz, 2016; Heap, Krauel, Althuis, 2019
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Often these threats and challenges are hybrid tur@and will simultaneously target
various strategic vulnerabilities of opponent steglike historical memory, legislation,
traditions, geostrategic factors, technologicahdisantages, or a polarisation of society by
ideological differences, among others (Sazonov,rKdéeinsoo, Paas 2020During the
crisis it became obvious that the world was insigfitly prepared to deal with such an
unconventional and untraditional security thredte the spread of pandemic diseases,
Open societies of the Western world are particytaunlnerable in the time of crisis, being
more influenced by fear-mongering emotions (e.gr fand uncertainty) that influence
public opinion. This produces widespread anxietganiety and puts pressure on elected
politicians who should take into account populantts in their decision-making process.

The vulnerabilities of the Western liberal demoicrasystem have been often
successfully abused by revisionist powers intedestehanging the balance of power, and
a number of status-seeking rising powers interastebanging the status quo in the current
post-Cold war international order (e.g., China Rugsian Federation) aimed to strengthen
their international status in order to increaseirtifluence in international relations
(Lebow, 2010). All in all, the interoperability ¢fie international community in standing
against unconventional security threats left madbe desired during the corona-crisis. For
example, China has skilfully used panic caused H®y gpread of coronavirus in its
propaganda activities against the United StatesEamdpean Union as it sees them as
potential economic rivals (Rough, 2020). The maialgf Russia's information activities
and influence operations is to widen the politgab between Europe and the United States
and to reduce the US contribution to NATO and theopean security. The second purpose
is to shape public opinion and to mobilize poputistvements in the Western societies that
oppose the liberal democratic principles and areptscal about the constitutional
guarantees of minorities and the protection ofviiial rights on behalf of the Kremlin
strategic interests (Makarychev, Sazonov, 2019).

The goal of influence operations in general isiteal societal attitudes by sowing panic
and fear and creating information confusion or shdde most important tools of modern
influence operations are not only related to thensteeam media but also social media can
reach target groups, these capabilities having begrloped not only by Russia but also
by China (EEAS Special Report Update, 2020). Faokbowitter and other social media
platforms and channels have long become instrunadimtéormation manipulation through
which messages delivered to the target audience coayain distorted and skewed
information or outright falsehoods. For examplejn@als outreach has projected thousands
of English-language social media posts accusindJthited States of unleashing the virus
(Weedon, Nuland, Stamos, 2017).

The global spread of SARS-CoV-2 is just one newsage of influencing efforts
perpetrated by these countries to take advantaie @haotic situation created by the virus
(Latvijas Radio, 2020). Insufficient preparednekthe globalizing world to respond to the
crisis of COVID-19 increases the effectivenesdlitiral challenges in which corona virus
becomes an effective propaganda tool that can luézgaliberal democratic societies by
sowing insecurity, fear and confusion. With theesgl of the pandemic of COVID-19 a lot
of information noise, fake-news and conspiracy tleso have been released and

5 Countering Hybrid Threats. [access: 1.05.2020].ce&s on the internet: https://www.
hybridcoe.fi/hybrid-threats/
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disseminated into both the mainstream and socialian@Barnes, Rosenberg, Wong,
28.03.2020).

This article analyses the affiliation and the €git narratives produced and
disseminated by the Russian Federation in Estbat®ja and Lithuania during the spread
of COVID-19 in selected articles from media outlstgporting the Kremlin's policy. The
concept of strategic narratives has been widelyptdbin political communication and
international relations (Antoniades, O’Loughlin,3¥immon, 2010; Roselle, Miskimmon,
O'Loughlin, 2013). Strategic narratives take intcaunt stories existing in the collective
memory as well as other factors framing the intetiggive atmosphere (e.g., shared
ideological beliefs, political agendas, but alsogle’s fears and expectations) (Ventsel,
Hansson, Madisson, Sazonov, 2019). The betterigaliactors succeed in aligning the
narratives of the system, politics and identityhuiiteir strategic goals, the greater chance
they have to increase their influence in intermalarelations (Miskimmon, O'Loughlin,
Roselle, 2018).

2. METHODOLOGY

Qualitative content analysis was applied to anatlyeecollected data by using a hidden
pilot sample (three articles from three differenblications) on the basis of which primary
coding was performed (Kracauer, 1953; Kuckartz 4220A substantive analysis of a larger
number of articles followed the pilot study. Theahars analyzed the content of specific
texts as well as the expressions, words and sexgandhe articles, including the tone of
the texts (e.g., emotionality, ridiculing, intimiitan). When analysing the results it is
important to keep in mind that the method usetiimarticle makes it possible to determine
the presence of certain motifs in the publicationder examination, but this study does not
allow the deduction of broader generalization abthé extent or consequences of
influencing.

3. DATA SAMPLE

In this study, the authors focused on 15 articléslished from 20 March to 15 May
2020 in the following news agencieBaltnews.ee, RuBaltic.ru, Inosmi.r@zzu0.py,
Pumm Eepasuu and Sputnik, known for supporting the strategic goals of the Putin
administration of Russia. The selection was madihéyarget audience of the Russophone
community in the Baltic states. The preliminaryules of the study were published in the
Estonian Journal “S@jateadlane” (Military Scienti@fidlder, Sazonov, 2020)

RuBaltic.ru was founded in January 2013 on the initiativeesBarchers from Moscow
and Kaliningrad; its editor-in-chief currently isigei Rekeda The information agency
Sputnik Internationalvas established in 2014 with the aim of develofitngsia's influence
operations abroad. Its actions in Estonia wereitexted in 2019 after sanctions against the
Kremlin propaganda channBlossija SegodnyéRussia Today), which owns the agency
(Err.ee, 2019). In the Baltic states, Sputnik's@spntative office continues to operate in
Latvia. The server for Lithuanian-orient&gutnik Lietuvas located in Russidnosmi.ru
is an online portal registered on April 8 2014 Ine tstate-owned comparfiRossija

6 Penakiusa. — RuBaltic.ru. [Access: 19.05.2020]. Access on timernet: https://www.
rubaltic.ru/edition/.
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Segodnyalt is focused on Western news, and they publistt @bout the Baltic states
(Springe, 2018).

Baltnews.edelongs to the Russian state media grRogsiya Segodnyavhich is led
by Dmitry Kisselyov. According to the Estonian SetyuPolice, Baltnews.ee is a pro-
Kremlin source financed by the Russian Federatimhits target audience are Russophone
people in the Baltic states. The activities Bdlthews.eeare financed through shadow
companies located in various European countriesit{&@olitsei aastaraamat 2015;
Propastop, 2018).

The web portat Bzers0.py” (Sight) belongs to the Russian online newspafzeyad
Its editor-in-chief is Konstantin Kondrashin andhits been in publication since May 2005.
The newspaper's editorial office is located in Mgt The Pumm Espasuu (Rhythm of
Eurasig is a Russian-language platform which was creptidarily for politicians, public
figures, experts and journalists in the post-Sospetce, but they also have a wider target
audiencé

4. STRATEGIC NARRATIVES IN THE KREMLIN'S INFLUENCE ACTIVITIES

G.H. Karlsen (2019) analyses intelligence repadmfvarious countries and argues that
Russia has three primary strategic goals: ensutiagpower and security of the Putin
administration in the country; maintaining influenim the "near abroad" (former USSR
countries except three Baltic states); and sectin@gtatus of a great power internationally.
Russia's influence operations outside the postefepace disseminate strategic narratives
that amplify or shape perceptions of the world aofitical preferences in line with the
Kremlin's foreign policy goalgélder, Sazonov, 201&an Herpen, 2006 The Kremlin's
strategic narratives are often targeted at varadtesnative and anti-establishment groups,
which may represent both the right and left sidéhefpolitical spectrum, e.g., Eurosceptics,
anti-US, anti-immigration and anti-globalization wements. Strategic narratives are
brought to target groups through public and cowegthods. In doing so, the narratives
conveyed often remain declarative without specdyispecific steps or timelines or
assessing their effectiveness in achieving theotibgs (Kuhrt, Feklyunina, 2017).

Vladislav Surkov, the Kremlin's long-time leadindeologue who was fired by
presidential order in February 2020, stated thairagrRussia's highest strategic goals is to
become a world leader, and for that it must firel foremost guarantee the welfare of its
citizens (Makinen, 2011). Surkov's concept of madetion without Westernization has
strongly influenced the policies of Vladimir Pusiradministration and has had a rather
significant impact on Russia's strategic narratidis perceptions of Russia's sovereign
democracy can be understood as a unique way foRtissian Federation to achieve its
strategic goals, where no outside power dictatdRussia and the Russians how this path
should proceed (Yablokov, 2018). One of the keymelets in Surkov’'s concept is to
strengthen the worldwide competitiveness of thesRurseconomy. Russia's raw materials-
based economy should be transformed into an inn@vand intellectual economy (Surkov,
2008). President Vladimir Putin has called Russian&ue civilization that must be
protected through the development of geneticsfi@ali intelligence, unmanned vehicles
and other high technologies (The Moscow Times, 2020

7 Beixoanble nanHble [Access: 25.05.2020]. Acces on the interent: bifyesru/about/staff.html.
8 https://www.ritmeurasia.org/articles--o-proek@?Access: 18.05.2020].
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Strategic narratives on the international systereagb by the Kremlin administration
describe the Western world, along with its institns (EU, NATO), predominantly as
a vanishing and diminishing force suffering frofnelial democratic values equated with
weakness (Szostek, 2017; Sakwa, 2007). In its diposo US hegemony Russia has paid
more attention to international law, in that it rifasts itself as a normative power and
portrays Washington as a power that violates threna®f international law. Russia does
not claim the status of norm-maker, but wants &t a new normative world order with
Western countries divided into spheres of influewbéch, however, may not always be in
line with the political ambitions of the EU and ti& (Kuhrt, Feklyunina, 2017). Russia's
narratives describe Western institutions primaaycorrupt and in need of reform, which
is why Russia supports alternative formats of mational cooperation excluding the West
(e.g., BRICS - Brazil, Russia, India, China, Remublf South Africa) (Hinck, Kluver,
Cooley, 2018). The Baltic states are in generatrilesd as a poor periphery of the West,
abandoned by their new hosts and facing seriotfisutifes after leaving the Soviet bloc,
such as economic and social decline. The polistategic narratives constructed by the
Kremlin’s policymakers emphasize Russia's role akldr of traditional conservative
values, rescuing the world from the shackles afribbideology in the degenerate Western
world (Laruelle, Radvanyi, 2018). In some cases/thee more affected by imperial
nostalgia for local audiences and alienated pudaitiment abroad.

Strategic narratives emphasizing identity presgatdominant motives that are strongly
emerging: the patriotic image of Russia as a gveaker and a distinct civilization; and the
need to secure Russian society (Kuhrt, Feklyuri204,7). For Russian propaganda, it is
important to emphasize Russia's peculiarity anerraditive to the Western political and
economic elites so they can easily find common igdowith dissatisfied communities in
Western countries, something which poses a sedhalienge to both Western internal
stability and ideological unity in defending libedemocratic values (Kuhrt, Feklyunina,
2017).

Identity-based strategic narratives are often bamedh strong opposition between
imagined collective identities — Us and Others.tli¢ same time, motives referring to
Russophobia in strategic narratives are sympathetithe politics of the Kremlin
(DarczewskaZochowski, 2015). The term Russophobia has beerl‘igdRussia for both
domestic and foreign policy purposes, and histdyiche Kremlin's elite has concentrated
much of the negative flow of information on Russraer the narrative of Russophobia”
(Ventsel, Madisson, Hansson, Sazonov, 2018). Tipellpo narrative of the oppression of
the Russian-speaking population in the Baltic stéd#ls us they are hated and deprived of
many fundamental rights because of their naticaetity (Lucas, Pomerantsev, 2016).

Very often, Russia's strategic narratives supparious theories about the conspiracy
of Western civilization against Russia. Conspirdnigking has been a widely-used political
tool to keep society in a single constructed infation space since the days of the Russian
Empire. During the Soviet era there was the bdlat Western countries dreamed of
destroying and humiliating the Soviet Union, whighs widespread in Soviet society, and
such conspiratorial thinking has been transferoetday's Russian Federation (Yablokov,
2018). However, such activities have also beensfesred to the post-Soviet space,
especially for fuelling regional conflicts and farccusing the West in anti-Russian
conspiracies (Molder, Sazonov, 2019).

The Kremlin-induced information warfare is still ryeactive and uses all possible
opportunities. During the global corona crisis Raissnfluence operations in the West have
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shown no signs of fading. Finnish researcher Sdardunen points to a fundamental
difference between the Western and Russian infeietivities, which makes it for the
latter very flexible. In the West, legislation inges fundamental restrictions on the use of
influence in communication by the state and mijitarganizations in target groups, but
Russia does not recognize such restrictions iezetts no problem (Jantunen, 2018). On 3
February 2020 the World Health Organization (WH®&gldred that coronavirus is a global
threat and since then messages on social mediajmed it as a new type of biological
weapon. Western analysts believe the campaigncialsmedia was launched by President
Vladimir Putin personally who has previously clathibat large-scale viral epidemics such
as Ebola, bird and swine flu, or now the coronasjimere developed by American scientists
(Broad, 2020). According to the New York Times,stlé not surprising as, during his
16-year KGB career in 1975-1991, Vladimir Putin wesponsible for, among other things,
a campaign accusing the United States of usingsiése(more attention was paid to HIV)
as biological weapons (Broad, 2020).

Opposition to the West is also one of the main weatifor presenting the consequences
of the coronavirus, which calls into question thedfs ability to cope successfully with the
crisis, and is not shy in returning to conspiratbsiources when constructing its strategic
narratives. Several US experts refer to Russiatssteategy of producing less fake news
itself, but spreading messages produced by othatscause fear and chaos. It is possible
that such slippery news is even bought in (Bro8202. Pro-Russian social media has been
keen to disseminate the allegations of the US doagpvirus blog Naturalnews.com that
coronavirus was engineered by scientists in a kboy using advances in genetic
engineering that have left traces of genetic cdde tan only be artificially generated.
According to the blog, both the American CDC anel WHO are trying to hide the causes
of coronavirus because the virus escaped from Ghitéological weapons laboratories,
just as the Ebola virus escaped from US laboratanid 989 (Adams, 2020).

The main goal of Russian influence operations ispiead fear and instability and to
increase political and ideological divisions in &pe, the United States and, more broadly,
the West (Rutenberg, 2017). Russia's informatidividies have been remarkably active in
promoting their influence all over the world. Videdistributed through the international
social channel RT social media YouTube platformuazglate up to a million viewers
a day and have been visited four billion times siB805 (Director of National Intelligence,
2017. RT's strategy is primarily aimed at Russian, Iishg Spanish and Arabic viewers.
They have been successful in the first three laggsiawhile the impact of their Arabic
channels has been smaller (Orttung, Nelson, 2048012 the Internet Research Agency
was founded in St. Petersburg. It became a suaddssfing company that conducted
influential social media campaigns on Facebook tfewand Instagram, and was successful
in the United States where their posts reacheddhgputers of tens of millions of social
media users (Howard, Ganesh, Liotsiou, Kelly, Fois¢2018).

Narratives from Russia unequivocally show the rolethe Russian Federation as
a helper, not the one who needs help. At the hedfjlihe corona crisis in Europe in
mid-March the Russian Federation attracted thentidie of the international media when
they, together with the People's Republic of Chama Cuba, offered aid to Italy who
suffered severely from the Covid-19 crisis. The $taus Federation provided Italy mainly
with diagnostic equipment and disinfectants (Pmath020). China, on the other hand,
mainly supplied respirators and medical devices.€er 2020). US analyst Mark Galeotti
believes that the main purpose of Russia's assistaas related to its intelligence activities
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in order to gather as much information as possibtaut the Western countries' fight against
the virus, and among Russian experts sent to itele those involved in intelligence
(Err.ee, 2020).

The issue of humanitarian aid was used in influeastévities against other European
Union member states, from which Estonia did noapsceither. At the end of March 2020
the pro-Kremlin media claimed that protective masled had arrived from China to Tallinn
Airport were actually Russian humanitarian aid &idaia because the protective masks
were brought to Tallinn by a plane leased from Ru@Sinmann, 2020). Russian Foreign
Minister Lavrov told Russia's First TV Channel “Bbaya Igra” (in Russian “Big game”)
that many NATO and EU member states would be istetkin Russia's assistance in
halting COVID-19, but their “big brothers” (leadimguntries) denied it (Tass.com, 2020).
With regard to the aid sent to Italy, Lavrov aldaimmed that the European Union had
refused to help Italy, which led the Italian PriMaister Giuseppe Conte to turn to Russia
with the request (Giuffrida, Roth, 2020).

Lavrov intends to convince us that Russia is retmyake responsibility for the
functionality of the international system because ¢ountries of the European Union are
unable or unwilling to do so. All in all, the naguof Russia's strategic narratives did not
change much during the COVID-19 outbreak in Eurdpee motive of confrontation with
the West remained in the top of strategic objestivas did the reliance on conspiracy
theories in communication. The next chapter deatsare detail with the course of Russia’s
strategic narratives in information activities dwgyithe corona crisis in Estonia, Latvia and
Lithuania.

5. STRATEGIC NARRATIVES CONSTRUCTED AND DISSEMINATE D
BY RUSSIA FOR BALTIC STATES

The Kremlin's official strategic narratives no lengpeak about the Baltic states as an
integral part of the Russian empire, but they aréainly interested in their connection with
Russia's sphere of influence in that Estonia, laatand Lithuania would possibly become
a "window to Europe" allowing Moscow to put congdtgmessure on Western political
institutions such as the European Union and NAT@d{R, 2017; Karlsen, 2019). For this
reason, the Putin regime is interested in fosteaimgnstable region with strong Eurosceptic
sentiments.

As follows we take a closer look on political antbeomic narratives that shape the
international system and strategic ambitions ofdRysand anti-Western narratives that
emphasize the failure of international organizai@®U, NATO) to cope with the crisis and
emphasize the decline of European identity and &vediberal democratic values.

5.1. Political and economic narratives

In the current post-truth environment where infatiorais often constructed according
to strategic objectives, the political and economacratives described above may easily
lead to the conclusion that only alignment with Bigssian Federation can be the lifeline
of the Baltic economy brought to the brink of cétaghe by the spread and quarantine of
COVID-19, and that the Western world and its pecéitiinstitutions (EU, NATO) will not
help them. Avva claims that the pandemic and itaymeegative effects are destroying the
Latvian economy, whereas Latvia, which is in deggig; is not expected to get help or
support from the West to overcome the crisis it idve. It is for this reason that Avva
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recommends Latvia to change the current stratezatsgf its foreign policy and instead to
consider a strategic partnership with Russia (A2220).

The coronavirus pandemic is a total disaster feiLtitvian economy. The potential
consequences are such that the development modéisoBaltic country has
proved completely non-viable. The only way for Liatto survive in the new
conditions is to return to a strategic partnerstih Russia (Avva, 2020).

Information manipulations concerning the economisi€ during the pandemic of
COVID-19 have played a big role in the dissemimatib Russian strategic narratives in the
Baltic states (Ivanov, 2020b; Ivanov, 2020a). Kiaslemphasizes the catastrophic state of
the Baltic economy after the pandemic and introdustatistics in his attempt to make the
article more reliable, arguing, among other thingsat the coronavirus pandemic
conditionally divided the countries into two groufisrishtal, 2020): the first includes
countries that have the necessary financial aitoagiinimize losses from quarantine
measures; the second group includes countries vdums®mies depend on foreign aid and
will suffer under the worst effects of the coromasi According to Krishtal’s narrative the
Baltic states belong to the second category, histeing full of expressions like: “
therefore it is even difficult to imagine what pigttbns will delight Lithuanians sometime
later”, (Krishtal, 2020) and the information abdhe Baltic states is presented with
a negative undertone and often in sarcastic way.

Some authors portray the Baltic states as an ingeamd unstable economic
environment that is unable to secure employmenttfi@ir people and, as a result,
emigration has increase (Krugley, 2020). lvanowasgthat Baltic people can no longer
find jobs in their home countries. The author adtates that, as a result of increased
emigration, the Baltic countries will soon be deplaped.

When at least 500,000 people leave the Baltic Statepty areas appear on the
map. It cannot be ruled out that in the near fuRestat forecasts will be fulfilled,
according to which 20 million people will remainlifthuania, 1.3 million in Latvia
and only 1 million in Estonia by 2050 (Ivanov, 2@20

The article predicts that the demographic situatiothe Baltic states has a gloomy
future mostly because of economic weakness anishalhdity to provide jobs for their own
people. Russian publications have even comparedmugmigration from Lithuania to the
Stalin era of mass deportations, and refer to hitlian politician Romualdas Ozolas
(1939-2015), arguing that 60,000 Lithuanians pearyare leaving the country, while
between 1941 and 1952 about 130,000 people wem@rtdepfrom Lithuania and another
150,000 were placed in Gulag prison camps (lvaB620a). Russian propaganda channels
also paint the situation in Estonia and Latvia euiiegatively, pointing out that the
unemployment rate in these countries may soonaserén many important sectors of the
economy.

5.2. Anti-western narratives

Opposition to the Western world and its liberal denatic values is becoming a part of
Russia's identity-based strategic narratives. Rcehe “war of narratives” has become
an increasingly influential political-strategic garim which mental constructions by which
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people perceive each other follow specific emotiopatterns, often expressed in
permanently fighting opposing identities, or viftuars between the identity of “Us” and
the identity of “Others” (Molder, 2016).

The global corona crisis dealt a major blow to rinétional cooperation, including the
European Union's cooperation in managing the onkish was launched much later when
national protection measures were put in placepbeshe agreement on the Schengen
common visa area, to which a large number of Ewanpénion Member States have
acceded, the spontaneous closure of Member Shatet#rs began immediately, a move
which was not coordinated with other Member Stafém threat of the virus was largely
ignored in January and February before the craikrieached its peak when it would have
been much more effective to fight against it (Ra2@20). However, the chaotic actions
taken in implementing joint action showed the E@anp Union's lack of interoperability,
offering Russia and other competitive powers irgt@ in weakening Europe an easy
opportunity to launch a propaganda war.

Russian media outlets often claim that coronavidsstroys the unity and
interoperability of the EU, with the help of govarants and the political establishment in
EU member states that are carrying out destrueia unconstructive policiesée e.g.
Armazanova, 2020; Inosmi.ru, 2020; Baltnews.ee, 2B82Maltic.ru, 2020; Krugley, 2020; Petrinis,
2020).

Petrinis notes that the impact of the coronavinusurope is very tragic, as it has shown
Europe's weakness, instability, unsustainability Eck of solidarity, which have directly
affected the Russian Federation's strategic neesathbout the EU as a failed utopian
project. The author predicts decentralization,rdégiration and disappearance of the EU,
that Europe will return to a past in which fragneghnation-states competed and fought
with each other (Petrinis, 2020).

Before the virus “bubble” burst, the European United by French President
Emmanuel Macron, seemed to be moving slowly baidshetowards the European
federation. Disputes between the EU and the USlitteid this process in
particular (the latest example of “friendship” wasnald Trump's decision to close
America to the people of Europe without any agregmath its “partners”). Then
the coronavirus struck, and the fight againstpiresents an ideal opportunity for
the emergence of real political and institutioraders. In other words, the EU as
an institution and strong supporters of its fedsagibn could use this “ideal storm”
to strengthen Brussels' role. But the result haslmpiite the opposite (Petrinis,
2020).

On 16 April 2020Inosmi.rupublished an article by US paleoconservative idgado
Patrick Joseph Buchanan claiming that the impasitb quarantine will cause a major
economic depression around the whole world. Théogdi commentary on Buchanan's
article wonders that, if Estonia is seriously sglirgg with a pandemic affecting 1-3% of
the population, how is it expected to cope with §ais imminent nuclear war? According
to the editors, Estonia is advised to pay morentitte to preserving the country’s economy
than to threats posed by Russia. Buchanan discubksesalue of human life and is
concerned about the United States' response t@ahdemic of COVID-19, asking if
anyone believes that a country collapsed by ther@osirus is ready to fight a nuclear war
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that could kill millions and compete with Russia iiafluence over the Baltic states or with
China for control over the South-China sea (Buchag820).

Russophobia has been strongly emphasized by Kredimestrated information
campaigns, according to which all political fortkat do not approve of the policies of the
Putin administration are suspected of spreadingRusian sentiment (Ventsel, Hansson,
Maidsson, Sazonov, 2019; DarczewsKachowski, 2015; Feklyunina, 2013). The main
message of such a narrative underlines that thicBahtes simultaneously hate and are
afraid of Russia; they hate everything about Russighe Russian language, Russian
history, and Russian culture. The Kremlin has uRassophobia as a strategic incentive in
influence operations against the Baltic states decades by referring to conflicting
identities, which has been one of the favouritatetgic narrative motifs constructed by
Russia (Baranov, Afonina, 2016; Nikolayev, 2020hP3020; Baburin, 2020; Vinnikov,
2020).

It seems as if there is no news in the world nowaddher than overviews of the
battle against the coronavirus, but Estonian hupatyiots can find a trace of the
Russian threat in them as well. They were offertuethe fact that Russian planes
brought medical masks from China to Tallinn ... Infeslings, if they are precious

to you, need to be supported by deeds, it's like @n a fireplace - if you don't add

bad, the flame goes out. All that remains is askagl, darkness, cold ... a terrible
story. Those in love understand this better thamg @rddicts, for whom a day or

two without a stimulating dose is literally painfuind the mere thought of

abstinence causes tremors. This somewhat flastodunttion is only necessary to
understand the Estonian Russophob, who lives, lieeaand feeds on hatred
against Russia in both literal and figurative te(iiolayev, 2020).

Playing on identity issues belongs to the tradalomodel of Russian information
activities and influence operations that seek fatwa nations living in the Baltic states,
targeting the feelings and integrity of the Russomh audience. With their influence
operations, the Kremlin not only seeks to constdidhe citizens in its own country under
policies manifested by the Putin administratiort,ddso to increase its influence in Eastern
Europe, including the Baltic states, Ukraine andrarbroadly, the post-Soviet space.

6. CONCLUSION

According to the sample of analysed articles ptilisin the pro-Kremlin media from
March until May 2020, strategic narratives credigdhe Russian Federation for the Baltic
states (Estonia, Latvia, Lithuania) may emphasize:

« motives to disrupt the international system and tétespolitical institutions (e.g.

NATO, EU) with the Baltic membership;

 political and economic motives related to the pefiof governments of Baltic states;

< motives indicating conflictual identities betweensRian and Baltic nations, which

have been often placed in a Russophobic contexh (@irpose to influence local
Russophone community in Baltic states).

These motives reflect the Kremlin's strategic objes which aim to destroy the unity
of Western alliances and to increase ideologi@grfrentation in the European Union. The
Baltic states have become an important and vulteresget of influence operations
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conducted by the Moscow and pro-Kremlin forcesegithe widespread use of the Russian
language and the significant size of the Russiaalspg population permanently resides
in Baltic states.

According to the sample of articles published ia Russian media, the message sent
attempts to convince the audience that the Estohatrian, Lithuanian economies depend
on future assistance from abroad to restore thekcpsis economic standards, but that the
EU is not interested or able to assist them. ThikidBBgovernments have often shown
incompetence in managing the crisis and after tisessdhey may face fading economies,
a high rate of unemployment and increasing emigmdtiom the Baltic states. Russophobic
motives attributed by Kremlin propaganda to thetiBatates have also been discussed in
the researched Russian and pro-Russian mediasoudleting the outbreak and spread of
COVID-19, these articles have incited distrust agaihe Baltic governments, civil society
organizations and the concept of Western liberahatwacy and its institutions (e.g.,
NATO, EU). Propagandistic messages from Russiatsdoghow the lack of cooperation,
incompetent management and lack of sustainablilayappeared in the Baltic states during
the COVID-19 crisis. Russian strategic objectiveshie Baltics during COVID-19 do not
differ significantly from their strategic goals the last two decades. This study does not
expect any significant change in narratives sptsagussian influence operations in the
near future.
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TRADITIONAL AND ORGANIC PRODUCTS ON
EXAMPLE OF “FIGA” FAMILY-OWNED ORGANIC
FARM FROM PODKARPACKIE PROVINCE

Traditional and organic products are distinguishmgrks of a region, reflect a long-
-established tradition and cultural heritage, ab aseshow potential for the growth of local
businesses. This paper aims to present and deratenktiw traditional and organic products
are promoted on the example of products originatingh Podkarpackie Province and to
indicate barriers, challenges that must be overashike taking information and promotional
actions and building an image. To this end, amige with one of the leaders in the number
of organic and traditional products in the cheesding industry was conducted. Based on
that interview, it follows that products are proexbtn a variety of different ways, whereas
major barriers, but also challenges, include efffeatommunication and ability to reach the
consumer.

Keywords: traditional product, organic product, managemguoglity, marketing, building
an image, promotion, public relations.

1. INTRODUCTION

Traditional and organic products are a real agsetregion and also one of priorities of
the EU’s agricultural policy and the rural develanhpolicy. The production of high-
quality products (both traditional and organic gnesntributes to the growth of local
businesses through the use of local potential.

In Poland, many actions are undertaken with a wesupporting the agri-food industry.
Moreover, many initiatives are launched, which designed not only to support and
popularise this sector, but also cherish culinaagitions,inter alia, by creating clusters,
trails (e.g. culinary, cultural, wine trails), cgimg out local, national or international
projects (financed by the EU funds etc.).

In Europe, that trend has been seen for a muchefopgriod of time. Consumers
consciously look for high-quality products, whicleanade to traditional recipes and by
traditional methods. In other countries, local pratd can be obtained directly from a maker
or purchased in a nearby shop, chain stores, nsadkeeven at petrol stations (i.e. in
Austria).

Developing the production of traditional and regibproducts also increases the
economic importance of regions, makes them momaciite to tourists and supports

1 Ewelina Nycz, MA, Department of Marketing, ThecBly of Management, Rzeszéw University
of Technology, Aleja Powstaéw Warszawy 12, 35-959 Rzesz6w; e-mail: ewelinz@gmail.
com. ORCID: 0000-0002-4363-9205.
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activities contributing to the conservation of cudtl heritage and the protection of the
environment (Krupa, 2009).

A global trend towards returning to natural, simfgledstuffs provides an opportunity
for Polish producers. At present, consumers arkisgdigh-quality products, which can
be observed in shops (e.g. shelves containing atedicorganic food), yet this is still not
that much compared with the number of mass-prodaceédes (§czmyk, 2015). Greater
demand for high-quality foodstuffs has encouradpedt tgrowth.

The aim of this paper was to present and demoestratv traditional and organic
products are promoted on the example of produageating from Podkarpackie Province
and to indicate barriers, challenges that mustusocome while taking information and
promotional actions and building an image. An v with one of the leaders in the
number of organic and traditional products in theese making industry was conducted.
Furthermore, the article contains information whikhased on the author’s own experience
and professional collaboration in the field of pation and development of products, as
well as uses materials derived from various souicetiding from the Internet.

2. TRADITIONAL AND ORGANIC PRODUCTS

Traditional and organic food comprises a small petage of products in the market
compared to mass-produced articles. The produofibigh-quality products requires a lot
of time and work related to natural production, bilgo the procurement of proper raw
materials. Products made in a given region (amaterial, climate) have a unique “flavour
and aroma” which is unusual anywhere else and itotest another distinctive
characteristic of this group of products. Due toszamers’ and producers’ increased interest
in traditional and organic products, the distinbing feature of which is exceptional
quality, it is worth paying attention to this marlsegment when travelling across Poland
or abroad — each region can surprise, offeringl fiocal and original drinks.

2.1. Traditional Products Included on List of Traditional Products

The distinguishing features of a traditional pradare a traditional production method
that corresponds with cultural heritage and thdiguaf product, both of which translate
into consumers’ confidence. In the European Uniiois,a particular national treasure and
cultural heritage, as well as an important compboéthe culinary and tourist promotion
of both individual regions and the entire count®Bulbicka, 2014).

As provided for in Article 3 of the Regulation (EM)o 1151/2012 of the European
Parliament and of the Council of 21 November 20&2joality schemes for agricultural
products and foodstuffs (Rozpadzenie Parlamentu Europejskiego, 2012, art. 3) i@ wo
“traditional” means proven usage on the domestic market for @dehat allows
transmission between generations; this period ise¢@t least 30 yearSeveral years ago,
makers were obliged to prove a twenty-five-yeaiqueof manufacture.

The Polish Minister of Agriculture and Rural Devghent has been responsible, since
2005, for compiling the List of Traditional Prods@t a national level pursuant to the Act
on Registration and Protection of Names and Symiifogyricultural Products, Foodstuffs
and Traditional Products of 17 December 2004 (Uat&2004, rozdz. 8, art. 47-56.). This
list is also used to prepare producers for thestesgion of product names it contains at the
EU level. In total, the list comprises 1,983 trauitl products (September 2020) — table 1.
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Table 1. Products Included on List of Traditionabducts Broken Down into Provinces

Item Province Number of Products
1. Lower Silesia Province 52
2. Kujawy-Pomerania Province 92
3. Lublin Province 223
4, Lubuskie Province 82
5. Loédz Province 151
6. Matopolska Province 224
7. Mazovia Province 154
8. Opole Province 68
9. Podkarpackie Province 246
10. Podlasie Province 74
11. Pomerania Province 179
12. Silesia Province 145
13. Swictokrzyskie Province 94
14. Warmia-Mazuria Province 46
15. Wielkopolska Province 98
16. West Pomerania Province 55

Total 1,983

Source: Own elaboration based on List of TradiioRaoducts https://www.gov.pl/
web/rolnictwol/lista-produktow-tradycyjnych12.

When one considers the type of an agricultural peodoodstuff or a spirit drink on the
List of Traditional Products in Poland, it inclugddsut is not limited to, the following

categories: fresh meat and meat products (22%)aped meals and dishes (21%), baker’s
wares and confectionery (18%), beverages (11%§3, seeds, cereals, fruit and vegetables
(9%), cheeses and other dairy products (6%), hoft®3$, oils and fats (butter, margarine,
etc.) — 3%, and other. Individual types of prodbegken down into provinces, are listed in

Table 2.

Table 2. Type of Agricultural Product, Foodstuff 8pirit Drink Included on List of
Traditional Products in Poland

Nuts,
seeds,
Fresh Qils | cereals,
Pre- meat Beveagr_es and |fruit and | Fishery Cheeses Baker's
pared | Other (alcoholic| fats | vegeta-| pro- wares
’ and and other
Province meals | pro- meat Honeys and |(butter,| bles ducts, dair and |Total
and ducts ro- alcohol- [marga-| (pro- inclu- ro du)c/:ts confe-
dishes (fucts free) rine, | cessed |ding fish P ctionery
etc.) and
unpro-
cessed)
Lower
Silesia 8 0 11 6 6 1 4 3 4 9 | 52
Province
Kujawy-
-Pomerania] 27 6 8 1 14 2 9 1 6 18| 92
Province
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Table 2 (cont.). Type of Agricultural Product, Fetdf or Spirit Drink Included on List of
Traditional Products in Poland

Nuts,
seeds,
Oils | cereals,
Pre- ';:eez? Beverageq and |fruit and | Fishery Cheeses Baker’'s
pared | Other d (alcoholic| fats | vegeta- | pro- d oth wares
Province meals | pro- nigat Honeys and |(butter,| bles ducts, andaqr €'l and |Total
and ducts ro- alcohol- [marga-| (pro- inclu- ro dlu)éts confe-
dishes p free) rine, | cessed |ding fish P ctionery
ducts etc.) and
unpro-
cessed)
Lublin 49 3 29 10 37 8 20 6 11 50 223
Province
Lubuskie | g | 4 | 49 | 7 14 | 2 8 4 6 13| 82
Province
£6dz
Province 25 0 39 5 18 3 20 2 8 31 151
Matopolska
Province 43 5 78 8 18 1 15 0 13 43 224
Mazovia
Province 34 5 39 9 24 5 13 5 5 15 | 154
Opole 18 | 4 10 3 3 3 8 2 3 14| 68
Province
Podkarpacki
Province 49 1 80 6 16 4 11 3 25 51 246
Podlasie
Province 11 3 12 3 7 3 7 2 11 15| 74
Pomerania
Province 52 5 27 3 20 5 16 17 4 30 179
Silesia
Province 55 1 13 5 7 2 12 5 12 33 145
Swigto-
krzyskie 8 2 25 7 4 4 17 6 4 17 94
Province
Warmia-
-Mazuria 10 0 15 5 3 0 2 1 3 7 | 46
Province
Wielkopolska
Province 24 2 33 2 10 6 8 1 6 6 98
West
Pomerania| 4 1 4 12 9 1 7 6 1 10 55
Province
Total 425 39 442 92 210 50 177, 64 122 36p 1983

Source: Own elaboration based on List of Traditidheoducts https://www.gov.pl/web/
rolnictwo/lista-produktow-tradycyjnych12.

On a closer examination of the List of TraditioRabducts, one can point out the leaders
as regards the number of traditional products. fidggon with the greatest number of
products registered on the LTP is Podkarpackie iRcey which accounts for 12.4%,
followed by Malopolska Province (11.3%) and Lulfiirovince (11.24%).
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Table 3. Ranking of Three Provinces with Greategnbler of Registered Products Broken
Down into Type of Agricultural Product, Foodstuff 8pirit Drink Included on List of
Traditional Products

Type of Agricultural Product, Foodstuff Matopolska Lublin Podkarpackie

or Spirit Drink Province Province Province

Total — 1,983 224 223 246
Prepared meals and dishes 43 49 49
Other products 5 3 1
Fresh meat and meat products 78 29 80
Honeys 8 10 6
Beverages (alcoholic and alcohol-free) 18 37 16
Oils and fats (butter, margarine, etc.) 1 8 4

Nuts, seeds, cereals, fruit and vegetables

(processed and unprocessed) 15 20 11
Fishery products, including fish 0 6 3

Cheeses and other dairy products 13 11 25
Baker’'s wares and confectionery 43 50 51
Total 224 223 246

Source: Own elaboration based on https://www.géngh/rolnictwo/lista-produktow-
tradycyjnych12.

The List of Traditional Products from Podkarpackeovince includeskietbasa
potsucha z Gorngsemi-dried sausage from Gornpjoziaki (flour-based rolls with added
sodium bicarbonateghrupaczkicake made from wholemeal flour, yeasts, eggk patk
fat and sugar) ofliwowica krzeszowskglum vodka from Krzeszéw) and many more.
Traditional products of Matopolska Province inclumkeypeksmoked ewe’s milk cheese
made in the Tatra Mountaingkryndza podhaléska(ewes’ milk cheese of Podhale region),
karp zatorski(carp of Zator), whereas those originating fronbliru Province arérupnik
pszczelowolsk(spirit with honey and spicedybelski forszmakgoulash served in a bread
bowl with pickled cucumbers) amgtuszka suszona kéaicka (dried pear of Krénik) etc.

2.2. Organic Products

An organic product is the outcome of organic fampiior which natural qualities of the
environment in which it is produced are preservélis also includes a sustainable
agricultural system in which attention is giventbta the environment and the welfare of
animals. It comprises all stages of the food supgigin: delivery of raw materials,
processing, storage, transport, distribution, retivices and product marking (labelling).
Organic farming is governed by the provisions ef@ouncil Regulation (EC) No 834/2007
of 28 June 2007 on organic production and labeléhgrganic products and repealing
Regulation (EEC) No. 2092/91(Rozpgtzenie, 2007).

Organic farming is based on natural processesdabliace within a farm and simple
production methods. In order for a product to beea@rfully organic product, the maker
has to meet specific production and quality regquésts, which is confirmed by
a certification and control process (carried ouspgcialist institutions).
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Cardinal importance is attached to the recogniggluf organic products, a so-called
small green leaf (an EU’s organic logo), which igwarantee that a product has been
manufactured in accordance with the European Usitan relating to organic production.

In Poland, at the end of 2019, there were 20,2Qlienthat carried out operations
within the framework of an official organic farmigystem (a 2% decline compared to
2018). According to Nielsen’s report, organic prodsales in Poland in 2019 stood at
approx. PLN 620m (Rynekywnosci eko, 2020). From the beginning of 2020, organic
product sales have risen by more than 20%, whichdsigen by the pandemic and a desire
for healthier nutrition over that time (Produkty@12020).

221

7.3

39,7 22,1

8,1

27,3
28,6
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34
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91

Fig. 1. Area of Organic Farmland in Poland in 2@t8ken Down by Provinces
Source: https://swiatrolnika.info/uprawy-ekologiezw-polsce.

Having considered multiple regulations, restrici@n organic production, it is clear
(Rynekzywnosci eko, 2020) thathroughout four years the number of organic prodsace
in Poland has declined by 19%, from approx. 25,8000,500 in 2018, whereas the area
of organic farmland fell by approx. 25% to appro#85,000 hectaresAs regards
processing, this production is definitely on theerihowever, as far as organic farmland is
concerned, one can observe a downward trend, wdadmpletely contrary to what is seen
in EU countries.

3. TRADITIONAL AND ORGANIC PRODUCTS IN “FIGA” FAMIL  Y-OWNED
ORGANIC FARM

Podkarpackie Province is the leader as regardsuimber of traditional products (246).
Clean environment of the region, dedication to @naag tradition, the availability of many
family-owned businesses scattered across the gmtineince and a passion for natural
potential which can be used are real assets.
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Podkarpackie Province has seen an increase inrttigtion of high-quality — both
organic and traditional — food. Such a growing drés also manifested through greater
interest in new products of the countryside, antsequently, attention given to top-quality
life (Strategia, 2020).

A good example of a producer that has manageddadtsipotential: the nature, green
areas, clean environment of the region, family @ali and to combine it with an interesting
lifestyle and way of living, in line with the Slowood philosophy, isRodzinne
gospodarstwo ekologiczne ,FIGA” sc. Waldemar i Tanavaziejuk a family-owned
organic farm from Mszana. Products available onfénm’s offer are 100% organic (33
products), eight of which are included on the lofiraditional Products — 24.24% (type
of agricultural product, foodstuff or spirit drinlsee the list: cheeses and other dairy
products, oils and fats (butter, margarine, etc.).

The farm is located in Mszana, Krosno District, BuEommune Rrzekcz Dukielska
The Dukla Pass) and covers an area of 113 hedmesslows and pastures). It is situated
in a place which has perfect natural conditionsn-eavironment conducive to running
a farm engaged precisely in cattle and goat reaximybreedingReskid Niski The Low
Beskids). Ultimately, this translates into flavaamd health-enhancing characteristics of
products made in this region (Murawski, Kaczor, P01

This micro enterprise is owned by Waldemar Mazigjtie father, and Tomasz
Maziejuk, his son. The business is run by membé&theofamily, and currently the third
generation is also involved in it (Waldemar — théhér, Tomasz and Wawrzyniec — his
sons, Albert — Waldemar’'s grandson and Tomasz’$. Sdnis is an example of a family-
-owned firm from Podkarpackie Province, where agpB3% businesses are operated by
families. In Poland family-owned firms account f88.9% (Uwarunkowania rozwoju,
2018).

The principal business of the farm is goat andeatteeding (400 goats and 25 cows)
and goat's milk processing. The farm specialisesthia traditional processing of
unpasteurized milk.

The farm’s production includes 33 organic produc®3 goat's and 11 cow’s dairy
produces, i.e. cottage cheeses, rennet cheeseslZand bryndzg, ripened cheeses,
farmer’s cheeses and Vallachai cheeses (votosk), curd cheeses, home butter, which
hold a certificate of conformity confirming thatgamic production methods have been
employed, issued by BioCert Matoplska, a certifmatody from Cracow. Eight of those
products are included on the List of TraditionaddRrcts.

The traditional production process taking placetmnfarm stems from long-standing
cheese making traditions, which date back to the &éntury. This isinter alia, because
of Vlachs — a nomadic tribe of shepherds from tlo&imtains, which came in those days to
Mszana through a pass in the Carpathians from #tlkeaBs Zychowski, Jucha, 2020). In
Poland, cheese production has been known for deverduries, and cheese making
traditions of Podkarpackie Province date from t&thentury (Serowarstwo, 2020). Milk
has recently become a global product; in PodkaipaBkovince, there are around 15
registered cheese makers (one of them is “FIGA'@@igFarm in Mszana, run by Maziejuk
family, and LEDA-SER Leszek Jakimowicz in Wdlka Kiricka).

Table no. 5 presents the full range of traditicarad organic products. The Maziejuk’s
business does not make conventional products. Catiga the period from three years
ago, it continues to manufacture the same prodboth traditional and organic ones), but
the product range has been expanded — new flahianesbeen added to the offer, i.e. goat’s
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milk farmer’s cheese with black cumin and fenugreekl a new product line for cow's

milk produces has been launched.

The offer is very rarely altered so as to meet ooress’ expectations. As far as
traditional products are concerned, it is diffidgltchange anything in those products, since
the maker has to follow specific production proesssTwo products were made at the
suggestion of customers, who for many years haddutg introduce them, namely, goat’s

milk farmer’s cheese with black cumin and fenugreek

Table 4. List of Traditional and Organic Productadé by “FIGA” Family-Owned Organic

Farm
Item Products Traditional Organic Product
Product

1 Bio smietana domowégBio cream) X

2 Bryndza kozia tradycyjn@lraditional goat X X
bryndzacheese)

3 Bryndza temkowsk@.emk’'s bryndzacheese) X X

4 Bundz kozi — naturalnfFresh goat cheese — X X
natural)

5 Bundz kozi — wdzony(Fresh goat cheese — X X
smoked)

6 Bundz temkowski naturalriizemk’s fresh X X
cheese — natural)

7 Bundz temkowskigdzony(Lemk’s fresh cheese X X
— smoked)

8 Ekologiczne mleko koz{®rganic goat milk) X

9 Ekologiczne mleko krowi@rganic milk) X

10 |Masto domowgHome butter) X

11 |Masto domowdlarowane(Home clarified X
butter)

12 | Masto kozie BiqGoat butter bio) X

13 | Maslanka Bio(Bio buttermilk) X

14 | Ser kozi farmerski dojrzewaly (Farmer’s goat X
cheese — matured)

15 | Ser kozi farmerski naturalnfrarmer’s goat X
cheese — natural)

16 | Ser kozi farmerski z czarnugzfFarmer’s goat X
cheese — black cumin)

17 | Ser kozi farmerski z garem(Farmer’s goat X
cheese — savory)

18 | Ser kozi farmerski z jalowcefRarmer’s goat X
cheese — juniper)

19 | Ser kozi farmerski z kozieragiFarmer’s goat X
cheese — fenugreek)

20 | Ser kozi farmerski z papryk chili (Farmer’s X
goat cheese — paprika & chilli)

21 | Ser kozi farmerski z pieprzdiffarmer’s goat X
cheese — pepper)
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Table 4 (cont.). List of Traditional and OrganimBucts Made by “FIGA” Family-Owned
Organic Farm

Item Products Traditional Organic Product
Product

22 | Ser kozi wotoski naturalnfvallachai goat X X
cheese - natural)

23 | Ser kozi wotoski ydzony(Vallachai goat cheese X X
- smoked)

24 | Ser temkowski naturalnjLemk’s cheese — X
natural)

25 | Ser temkowski ydzony(Lemk’s cheese — X
smoked)

26 | Ser pasterski dojrzewggy (Sheperd’s cheese - X
maturated)

27 | Ser pasterski naturalngSheperd’s cheese — X
natural)

28 | Ser pasterski ydzony(Sheperd’s cheese — X
smoked)

29 | Twaraiek kozi naturalnyGoat cottage — natural) X

30 |Twarcek kozi smakow§Goat cottage — herby) X

31 |Twarcek kozi z papryki chili (Goat cottage — X
paprika&chilli)

32 | Twarcaiek zbierany naturaln{Cottage cheese X
natural)

33 |Twardg zbierany z gbrem i czosnkier(Cottage X
cheese — savory & garlic)

Source: Own elaboration based on the List of Tiauél Products https://www.gov.pl/
web/rolnictwol/lista-produktow-tradycyjnych12 and @erate of Conformity https://www.
serymaziejuk.pl/.

The products made by this family-owned businessigyiely recognisable in big cities,
i.e. Cracow and Warsaw. However, as regards Podkkig Province, only now is the

brand being built, which is due to collaboratiorthné local chain store (the availability of
products on shop shelves). The products and thedkaee, first of all, recognised in the

country by people (consumers) who are interestedganic food.
When asked about competition, the producer repiasthey are an “original” farm

with a niche product and are not interested iningllkabout competitors. Simultaneously,

four distinctive features of the farm were hightiggh

e Family ties — family members are close to each rothiee business has strong

potential and its growth serves for the benefigeherations (currently the third
generation is engaged to bring the success);

» Business on a local scale — animal breeding anthgeand product manufacture is

located in a particular place (Mszana);
« Ecology and tradition — ecology is both the semgk @ssence of life (cultivation of

land, animal breeding and rearing, production), niehe traditional products have

been made since the 17th century;
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e Uncomplicated production processes — the simplestyction method, which
enables the maker to manufacture as clean prodymissible — so that the customer
knows that it is the healthiest.

As regards the recognisability of marking attackearganic products from farms —

a so-called green leaf, today's consumers’ awaseimethis respect is greater than a few
years ago. Therefore, marking has major importasecd makes it possible to gain
competitive advantage. This is entirely contraryraalitional products, which do not bear
any marking on their labels — they only have aifteste. However, this fact does not
translate into greater recognisability. When suetnkimg appears on products, this means,
first and foremost, that the maker may enjoy pgestbut on the other hand, they can also
face a challenge). Also the customer, who is awhew difficult it is to manufacture such
products and include them on the list, finds theking both prestigious and challenging.
This proves strong need for promotion of such pot&lu

The interview revealed that consumers are nowaday® aware of traditional and
organic products compared to the period from 15s/ago, when products were certified
for the first time — according to the maker. He dagised that this observation stems from
information and promotional activities being perfad, such as promotional campaigns
relating to the promotion of traditional and orgapioducts, campaigns aimed at supporting
Polish products and local makers, i.e. Buy Consstiot Polish ProducKupuj Swiadomie
— Produkt PolsRi which are organisedhter alia, by the Ministry of Agriculture and Rural
Development, the National Centre for Support of idgiture or other industry-related
organisations. However, people are also more atvacause they started to pay greater
attention to what they eat, which is possible, agnatier things, due to useful applications
installed on their mobile phones, iZdrowe ZakupyHealthy Shopping)or Pola. Zabierz
jg na zakupy(Pola. Take it for shopping)

It is noteworthy that Polish customers are veryedsified (which depends on their
awareness, affluence, lifestyle, but also individpeeferences). Therefore as regards
information and education, both customers and nsatk@ve much to do.

Nobody at the Maziejuk’s business conducts anyornst-satisfaction surveys or seeks
any opinions, even though they consider doing keyTften receive information regarding
positive reactions via email or through Messefigéeedback is given at trade fairs or
during events, that is when face-to-face meetimgspassible.

Products are sold not only in brick-and-mortar shdpcated mainly in bigger cities,
but also through the online shop www.serymaziejulsipce March 2020) — however, 60%
of customers do the shopping by means of mobilenpfioMoreover, the Maziejuk’s
business is involved in an initiative of the Sulpeahian Flavours ClusteKlaster
Podkarpackie Smakiwhere products are sold through www.sklep.popkekiesmaki.pl
and sales are made as part of a so-called ingiatbkalnyRolnik.pl (local farmer) (cities:
Wroctaw, Cracow, Opole).

2 Aplikacja Zdrowe Zakupy — aplikacja na telefotdra pozwala na otrzymanie informacji na temat
produktu (sktadniki, dodatki, e-skiadniki, konsently emulgatory, stabilizatory, alergeny)
poprzez zeskanowanie kodu kreskowego (https://zelzatwpy.org/).

3 Aplikacja Pola. Zabierzjna zakupy — aplikacja na telefon, ktéra pozwalatreymanie informagiji
na temat produktu i firmy (kapitat polski czy zagieny, produkcja, miejsca pracy), ktéra go
wyprodukowata poprzez zeskanowanie kodu kreskowletps://www.pola-app.pl/).

4 Messenger — komunikator internetowy, ktéry utivda rozmowy tekstowe oraz gtosowe, azak
przesytanie zdg, plikow, filméw (https://www.messenger.com/).
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The farm does not carry out any operations nor nakesales abroad, but receives
various foreign visitors, who purchase productshansite and explore the entire area. The
Maziejuk's business participates in many tradesfdior instance, in one of the world’'s
largest fair for organic food called BIOFACH (fart years), Foodex Japan fair in Tokyo,
Summer Fancy Food Show in the USA or the PolishdHeestival in Singapore. These
activities have not translated into product sales fowever, they constitute an essential
activity designed to explore other markets and mtoons. This is proved by the fact that
trade fairs have rather become information exchacgetres and marketing activity
instruments (@barowski, 2006).

As the maker claims, in recent years the promaifdrigh-quality products and the way
of reaching the customer have changed dramaticali. owners are aware that both
marketing and Public Relations are the key to aessful family business. The Maziejuk’s
farm promotes itself on Facebook and Instagrane{@rfecharge posts), at trade fairs (within
the region, country, abroad), but what must berga@nsiderable importance in the case of
a promotion strategy is human contact and contdttt the product. Responsibility for
promotional activities rests with one of the breth@Vawrzyniec), who has a vision and
pursues a strategy for information and promoti@wivities. The strategy of Maziejuk’s
business is designed to show “genuineness”.

As for marketing activities, a tool that is used thost often is the Internet: the farm’s
website www.serymaziejuk.pl, its profile on Facebaoavw.facebook.com/sery.maziejuk,
Instagram www.instagram.com/sery.kozie.maziejukrtigipation in trade fairs and
interpersonal contact. The Maziejuk’s firm has rglgemounted an advertising campaign
in local newspapers (with a circulation of 70,0@¥ering four districts), but this did not
bring any effects in terms of sales, which waseeading to the maker — due to a multitude
of advertisements. There are plans to launch hdaitld campaign and rent a car with an
advertising trailer (a mobile ad) to promote thezMauk’s firm in Podkarpackie Province.

The farm is involved in Public Relations, in whithe main focus is given to the
customer, the good reputation of products and tisinkess itself. The Maziejuk’s business
co-operated with Public Relations agencies, althdiog the past several years they have
been carrying out actions and strategies on their. &\s it has been emphasised by the
maker, it plans to collaborate with agencies, whisults from changes in the customer’s
profile, their convenience, the simplification afrphasing decision. The greatest challenge
for the farm is to ensure effective communication aeach the consumer in an efficient
way.

As regards managing an enterprise which has sudfffiault product (shelf life,
products which are not considered to be the bastessities, price, organic production,
organic raw materials, e.g. spices etc.), the rananice of a business offering high-quality
products and being stable on the market — conssitatchallenge.

The farm works with many institutions and orgarita, i.e. the Polish Association of
Processors and Producers of Organic Products tPBit®logy”, the Association for the
Development and Promotion of Podkarpacie “Pro Qaigg the Polish Chamber of
Regional and Local Product, the Subcarpathian FEliesv&€luster and the Organic Food
Polish Ecology Cluster, as as well as with localeyaments, such as the Marshal’s Office
of Podkarpackie Province.

The farm also co-operates with the cultural tourisdustry,inter alia, travel agencies,
tour operators, as well as with the hotel and teats industry (hotels and restaurants as
part of a local product card), and through culturalls — products for tourists, i.e. the
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Wallachian Culture Trail, the Subcarpathian FlagoQulinary Trail, or by participating in
initiatives related to food tourism. In 2019, therh was visited by approximately 450
people.

4. SUMMARY

Traditional and organic products are distinguishimarks of a region, reflect a long-
-established tradition and cultural heritage, a6 ageshow potential for the growth of local
businesses.

The aim of this paper was to present and demoastratv traditional and organic
products are promoted on the example of produgggating from Podkarpackie Province
and to indicate barriers, challenges that mustueoome while taking information and
promotional actions and building an image.

Based on the interview, it follows that producte @romoted in various ways, e.g.
through the Internet, by participation in tradegan Poland and abroad, as well as face-to-
face contact and so-called buzz marketing. Majaridys, but also challenges, include
effective communication and reaching the consumaniefficient manner. Traditional and
organic products require specific marketing adggitand Public Relations, also in order to
build an image.

As the owners emphasise, to manage such a broddgin@ange (33 organic products,
including 8 traditional ones) and maintain high lgyaf products — it is quite a challenge.
According to the maker, the industry needs supwitt regard to fast-evolving channels
of promotion (participating in trainings, collabtiry with agencies, following prevailing
market trends). Greater and greater importanciashaed to collaboration with the cultural
tourism and culinary tourism industry — with a viempreparing a common offer (mapping
places as attractions, one of travel destinatieras) well as to promotion and sales resulting
from that collaboration. There is also a need f@ater co-operation with the hotel and
restaurant industry (sales of local products, lecpl cheeses served for breakfasts), case-
by-case co-operation with local governments (swsyepecific solutions, discussions) to
enable the makers of high-quality products andehire industry to adapt appropriate
actions — a campaign (for micro-, small and medgired entrepreneurs).

Furthermore, one has to recognise immense signdficthat is attached to building the
potential of respective regions having a rich alaunue of traditional and organic products.
The popularisation of these products is extremalgvant not only to local makers, but also
to the entrepreneurship of respective provincestarbde growth of the Polish agriculture
on the international scene.
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THEORETICAL ASPECTS OF CONSUMER
BEHAVIOUR TOGETHER WITH AN ANALYSIS OF
TRENDS IN MODERN CONSUMER BEHAVIOUR

The history of consumer behavior dates back td#gnnings of man's existence because he
has always felt the need and strived to satisfdwever, consumer behaviour as a subject
of research is considered a relatively young filtklinterdisciplinary character is evidenced
by the fact that consumer behavior is consideredn@my scientific levels, such as
psychology, sociology or economics. There is, tfeees no single definition of consumer
behavior that can be considered mandatory, as ehthem draws attention to different
aspects of consumer behavior. Consumer behavidrdesevaluated over the years, leading
to a change in the perception of consumption aadethergence of trends that help to create
a profile of the modern consumer. Knowledge ofenttrends and the needs that the modern
consumer feels helps companies create a marketiategy that gives them a market
advantage. The purpose of this study is to exphagrorigins, changes in consumer behavior,
as well as to define the profile of the modern comsr and the characteristics of selected
trends in consumption.

Keywords: consumer behaviour, consumer, consumption, trends.

1. INTRODUCTION

Dynamic environment in which people live has afectustomers behaviour, which
caused changes in modern businesses. Today, corsshave richer and more varied range
of goods and services, which creates the freedommhtmse and purchase goods and
services, promotes the genuine consumer preferaammdree choices, and creates the
conditions for an ever greater individualisationtlogir satisfaction. This has also led to
increased attention being paid to issues relatednsumer behaviour. Knowledge of these
behaviours allows companies to adapt their margetommunications methods and their
offer to their customer’s needs. Latest trends maycial role in clarifying customer’s
needs, while in the same time creating new opeyaiiimciples s for business. The real
challenge for business is not only to follow tha@sérg trends, but to use them as an
inspiration for the future in the first place. Themplexity of the problem of consumer
behaviour, the variety of decisions and the factioas determine it, causes interest in these
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aspects among representatives from various sd@niitles. The consumer is one of the
most frequent discussion topics and subjects afrétieal concepts presented. (Bartosik-
-Purgat, 2011).

2. CONSUMER AND CONSUMPTION — ORIGINS

In order to properly understand consumer behavisershould focus on specifying the
term consumer or consumption in the first placee #rm of consumption comes from the
Latin word 'consumere' and has been subject taugal over the centuries transforming
its meaning. In antiquity, the word 'conusmere’ had meanings, where one meant the
consumption and using goods and the other the rehoodifferent ways of obtaining them
(Maciaszczyk, 2014).

A. Aldridge believes that the word 'conusme' dat@sk to the 14th century, when such
meanings as: to consume, destroy, waste, squaexleaust — this is indicated by the
pejorative overtones of the term (Aldridge, 20@&)ording to F. Bylok in German the word
“consumiren” in the sense of consumed goods waslied by the German theologian and
writer J.B. Schupp in 1663 (Bylok, 2005).

R. Williams traced the modern evaluation of thedwoonsumption meaning in English.
In his publication he points out that the word aanption as a neutral and abstract meaning,
describing the action of a market participant ogglo® production, did not occur until the
18th century, with establish of the “bourgeois abeconomy” (Williams, 1976).

Since the 19th century in Poland, the word consionpgtas been synonymous with
ingestion and was understood as the final purpbpeoduction. It was less frequently used
as a synonym for cachexia — in this sense, it medein particular to the development of
lung disease, formerly referred to as dryness, daya it is called tuberculosis (Bylok,
2005). Considering the dictionary definitions ohsamption from the mid-20th century, it
can be seen that they focused mainly on: eatingesiing, using goods by buyers
(Hostynski, 2006). Nowadays, most authors recognise thigshas everything that leads to
satisfying demands (Iviaki, 2014).

As far as the word consumer is concerned, it oplyears in the early 14th century.
However, its meaning is far from its current untlemding and has definitely negative
connotations (Kigel, 2004). The breakthrough period was the midflih@ 19th century,
when the word began to evolve into an economic témmplying the appearance of an
abstract individual on the impersonal market. ia rerspective, the consumer replaced the
customer — so far perceived as a unit having ite aeeds, which were satisfied by the
supplier, leading to a lasting personal relatiopdetween the buyer and the supplier.
Unlike the customer, the consumer is a persondiuina world saturated with advertising,
where his needs are generated by people (Alride@6)2 Currently, a consumer is defined
as any person who feels a need to consume, malkeschase (or otherwise obtains
a product) and satisfies his or her need by conmsgirar using products. In marketing
literature, 'consumer" is often replaced by ‘custtwr 'buyer' (Smyczek, Sowa, 2005).

3. CONSUMER BEHAVIOUR DEFINITIONS

Consumer behaviour as a research subject is avedyagoung scientific field. However,
the history of consumer behaviour can be traced tmathe beginnings of human existence
and consumption. Man has always felt needs andesitrio satisfy them (Maciaszczyk,
2014). He has also always looked for food, as waelbther available resources, which
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enabled him to live. In a broad sense, behaviounderstood as: every observable reaction
to environmental stimuli, all reactions and attéaaf a living organism to the environment
(Encyklopedia powszechn&996). Therefore human behaviour should be censias

a reaction to specific internal and external stirfi@atwarnicka, 2016).

The concept of consumer behaviour derives from Alngerican term “consumer
behaviour”. It began to appear in Western litemtarthe mid-1960s, while in Poland it did
not appear until the late 1980s. The period usédlcan be called the pre-scientific period.
Consumer behaviour was then subject to observatiah analysis from a social and
philosophical point of view (Kigel, 2004). The main reason for the development of
research on consumer behaviour is accepted toebstiinges related to their behaviour on
the market, which were caused by an increase invdhiety of offers and a noticeable
increase in the society's wealth (¥dy, 2012). It was then when ordinary people statted
be treated as consumers who made their own chaimasding to their own needs and
tastes (Wolanin-Jarosz, 2006).

The development of research on the theory of buparaviour has changed the
definition and significantly broadened the scopelw concept of consumer behaviour,
which may take on different meanings, proving itgeidisciplinary character (Waoy,
2012). Consumer behaviour has become the subjegesdarch in many scientific
disciplines such as psychology, sociology and ecoc® Each of these disciplines brings
specific theories and interpretations of consumehabiour (Wolanin-Jarosz, 2006).
Psychology focuses on the research of individugleets of consumer behaviour,
considering among other: psychological state, emnstipersonality of a given individual.
On the other hand, social psychology, studies hubsraviour from the social point of
view, and also explore communication processexi£lor, Karcz, 1988). In sociology,
consumer behaviour refers primarily to social atpeghere microsociology is concerned
with small social units (e.g. reference groups,ifi@s and relations between members of
these groups), and macrosociology studies intemtivithin large organisations, which
include, among others: political parties or cult@ssociations Wolanin-Jarosz, 2006). In
economics, consumer behaviour refers primarilyhe grocess of consumption, which is
understood as the process of satisfying human r{@adisga, 2012).

The literature defines the subject of consumer Wieba in various ways, drawing
attention to its various aspects.

Table 1. Review of selected definitions of consub®raviour

Authors Definitions

Hansen (1972) These are all the activities andepeians of the consumer that make
up product selection, choice and consumption.

Fabiunke, Fischer, Jagé€onsumer behaviour is the result of an individusésse of need,
Koppert (1976) encompassing a set of objectively and subjectidefined, rational and
unreasonable, conscious and unconscious actiopsejparation fof
decision-making about the purchase and during ecoptan.

Szczepaski (1976) Consumer behaviour should be understsatiefeeling of need and
their hierarchy, the choice of ways to meet thesss according to an
established hierarchy, the choice of available mezEnconsumptio
and their use.
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Table 1 (cont.). Review of selected definitions @fisumer behaviour

Authors Definitions

Pohorille (1980) It is a way for the consumer tmptise his or her needs, choosing the
goods and services that will be used to satisfynthad way of using
those goods.

Engel, Blackwell, Consumer behaviour can be understood as any adhatynvolves the
Miniard (1993) acquisition, usage and having at disposal of coeswgunods, together
with the decisions that precede and condition thehich shows that
this behaviour consists of two types of purchaseé emnsumption
reactions.

Swiatowy (1994) Consumer behaviour should be treasea set of activities, actions and
practices aimed at obtaining and handling resou@eseet needs. |n
this approach, consumer behaviour can be definedtasties relating
to the search for, purchase and evaluation of geodsservices that
meet a given need.

Antonides F. van RagiConsumer behaviour consists of mental and physicalvites
(2003) (individuals and small groups), including their imets and the reasons
for this, concerning the orientation, purchase, usaintenance ar
disposal of the product from the market, publicteecand the
household, enabling the consumer to function ardese his or her
objectives and values (taking into account theviddial and socigl
consequences and thereby achieving satisfactiomvaltdeing.

Developed based orleszyaskaSwiderska, 2017).

o

These definitions show that consumer behaviourseraes of logical, orderly actions,
linked to consumer's decision to purchase spegpifaducts to meet his or her needs.
Behaviour is also linked to the buyers attitudeaf®d through their own experiences or
modern media, they often influence consumer belavieroduct, advertisement, brand or
place of sale can be regarded as marketing atsifahel the evaluations of such objects can
be shaped and changed under the influence of nmagkattivities (Baran, Marciniak,
Taranko, 2017). Attitudes therefore involve judgisgmeone or something, while
consumer behaviour is a way of acting that involvih the satisfaction of his or her needs
(Sobczyk, 2018).

4. MODERN CONSUMER

Dynamic changes in the environment have led constoeseek new ways of meeting
their needs. This has an impact not only on chamgegbe consumer decision-making
process, formulation of new goals in the consunmppimcess, but above all on the forming
of a new type of consumer - the modern consumeg.bEtaviour of modern consumers is
much more complex and much more difficult to préedi@n it used to be. Nowadays,
consumers have become specialists in purchasing,haiie very quickly adapted to the
changing reality.

The modern consumer behaviour is primarily influeshby:

« increase in the role and importance of information,

« diversity of the market offer,

* modern technologies,
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« new position in the market forces,

< changes in living conditions,

* the Internet.

Unlike a traditional consumer, the consumer of 2ist century is an independent,
committed individual who actively seeks market mfiation. Consumer has knowledge
about brands, is more aware of his or her rights, fsas a rational attitude towards the
commercial offer, which is related to the fact tihéd or her strategic skills in budget
management have been developed (Matysa-Kaleta,))2bt@lern consumer also likes to
use personalised products, wants to have an irdkuen the product he/her chooses. He or
she also eagerly shares their opinion on produnttssarvices with other consumers.

Table 2. The characteristics of the traditional enmtiern consumer

Modern consumer
Looks for authenticity

Traditional consumer
Looks for convenience

Adapts to the market

Emphasises individuality

Little involved

Highly involved

Conformist

Independent

Poorly informed

Well-informed

Low consumer awareness

High consumer awareness

Unethical behaviour

Ethical behaviour

Low level of responsibility

High level of responsity

Developed based on: (Matysa-Kaleta, 2010).

An interesting approach to the silhouette of a modensumer is presented by T. Staby,
characterising him among others as a person (SEIG):

« dynamic, demanding, constantly creating new needs,

* having experience, gained through their activitied outside processes,

e wanting to live, seeking to satisfy their needs different levels of life and to

experience new experiences

» having knowledge and skills in modern informatioadia

< not showing significant loyalty to the purchaseddarcts ,

« having knowledge of the techniques and principfemarketing instruments,

< wishing to have more free time, which is very valeao him,

« with greater mobility.

» multicultural, which makes his or her needs simitathose of other societies,

« aware of their role in the market and, consequetiiiir new power.

Other characteristics of the consumer of the 2éstwry are presented in his works by
E. Kiezel. According to her, the modern consumer is moiléng to take inconsistent
actions to distinguish himself from others. His &gbur is unconventional, changing the
determinants of social status and creating hisseethe limits of unreality (Kiesl, 2006).

5. TRENDS IN CONSUMER BEHAVIOUR

In order to meet the needs of today's customerspaaies must not only keep track of
current changes, but should also focus on forawastiure trends in their buyers behaviour.
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According to J. Tkaczyk, the trend in consumer b@ha can be defined as: the direction
of a changes in the consumer's lifestyle, which graated as a result of the influence of
the economic, demographic, social, legal or teabgiohl environment (Tkaczyk, 2012). It
is worth noting that global consumption trends artigular countries may occur with
different intensification and to varying degreesttibute to consumer choices.

Among the many trends in consumption, we can disish:

Hybridisation of consumption — This manifests itselthe fact that certain cultural
patterns are imposed through products. This trelidked to the progressive process
of economic globalisation (Zalega, 2012).

Conscious consumption — The consumer pays attetttilte economic practices of
the manufacturer. Otherwise, ethical consumptidhe consumer pays attention to
whether the manufacturer does not use cheap latmowhether the packaging is
recyclable (Playk, 2011).

Multi-channel sales — This is where companies dffieir products and services in
multiple channels simultaneously. It is importamattthe distribution channels are
consistent with each other. This allows buyershange them at will during the
transaction. The consumer can familiarise themseligh the offer of an online
shop, contact the sellers using their personalcagarder the product and pick it up
at the point of sale, or buy it there (Lodzianaiéénaska, 2014).

Consumer ethnocentrism — this is patriotism ingtea of consumption. It involves
consumers choosing native products: national, redior local in the first instance,
and only then imported products (Btk, 2011)

Virtualization of consumption — The virtualizatiarf consumption, as well as its
mediation, can be understood as increasing thédégatisfaction of financial needs
for education or culture through electronic mediatsas the Internet, television or
telephone (Jaciow, Wolny, 2011). The progressingcgss of virtualization of
consumption is primarily related to the increasinghe number of purchases of
products and services made over the Internet.

Cocoonisation of consumption — Transfer of serviteat the consumer had
previously used outside to the house — e.g. shgppith delivery, exercising at home
instead of gym, or settling bills via the Inter@@tazyk, 2011).

Shopoholism — its manifestation is the purchasgazfds and services which the
consumer cannot control, often making useless iseh(Zalega, 2012).
Deconsumption — This is a deliberate and fully ctmss restriction on the purchase
and consumption of goods and services to levetsatiegereasonable from the buyer's
point of view (Zalega, 2012).

Lifestyles of Health and Sustainability (LOHAS)idtabout leading a healthy, active
and responsible lifestyle. Consumers also attaehtgmportance to environmental
protection, social justice and sustainable devetgrtMréoz, 2013).

Freeganism — It is the re-use of products that tees thrown away and are still fit
for consumption. It is often characterised as @nr@msumptionary lifestyle, which
primarily consists of boycotting the current ecomosystem. It is most adapted by
young people (Pig/k, 2011).

Self-treatment (Do It Yourself Doctor) — It manifestself through consumers
increased interest in their own health, physical arental condition. Consumers
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themselves try to control the functioning of thewn body. They make their own
diagnosis and look for ways to cure the diseasé®in own (Mréz, 2013).

« Gender blending — It is blurring of the boundabesween traditional roles that have
been attributed to women and men. Men take activaitswere previously reserved
for women (childcare, running a house, fulfillingpemselves in professions
dominated by women at the time). Women, on therottaad, are increasingly
oriented towards self-fulfilment at work, competiti or personal development
(Mréz, 2013).

» Seeking consumer (trysumer) — This trend is relagtie willingness of consumers
to test market novelties, to seek new sensatiodeaperiences. Seeking consumer
checks the credibility of marketing messages omtis. He is eager to look for new
ways to meet his requirements, checks opinionstatroglucts, uses different types
of guides and learn from more experienced user$zMVz013).

The trends presented above shows steadily incfasensumer awareness, therefore
consumer expectations are growing too. The behawibconsumers as purchasers on the
market for goods and services are varied. On tleehamd, there is a process of unifying
consumption and taking over patterns from othent@es, and on the other hand, there is
an individualisation of shopping preferences afestyles.

6. SUMMARY

Changes in economies operate over the years aihdrihe world have led to changes
in consumer behaviour. Consumption has taken awsdiye role. It is no longer a means
of achieving goal, it become goal itself. It candaéd that it has evolved from a tool for
meeting needs into an action that sets the gaalifd situation. Knowledge of the changes
taking place in consumption and consumer behav®important for businesses, so that
they can discover not only the opportunities bsbdhe risks that arise from exploring new
markets. The change in the role of the consuméinénmarket for goods and services is
worth noting. From a purchaser who is not very cattea, looking for convenience and
not very conscious, he has become a conscious w@nsapen to novelties, who is willing
to look for innovative ways to satisfy his needen€umer behaviour is an integral part of
every economy and is one of the main factors deténgn its growth. The active
participation of consumer behaviour in the procgsfeeconomic and social development
makes the changes taking place in this area suljecbntinuous analysis in practice.
Science field focused on issue of consumer behaisatonstantly evolving, showing it as
a complex phenomenon that can be studied fromrdiffescientific disciplines.
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CONSTRAINED BY THE PAST:
HOW THE EXPERIENCE OF AFGHANISTAN, IRAQ,
AND LIBYA LIMIT U.S. POLICY OPTIONSIN SYRIA

The U.S. is involved in multiple interventions igri, Iraq, Afghanistan, Libya, and Yemen
with no end in sight for any of these interventionke Presidency of Donald J. Trump was
interpreted as an isolationist turn in U.S. forgigticy. However, this is the wrong conclusion
to draw. U.S. policy elites are willing to engageniilitary interventions, but they place severe
constraints on what the U.S. military can and cadoThese constraints result in incoherent
and contradictory military interventions which otttely fall short of achieving their
objectives. The origin of these constraints li¢hi@ experiences of U.S. policy makers during
the interventions in Iraq, Afghanistan, and Libyais paper analyses how these constraints
came into being and argues that because of thesstraimts and the interventions they
influenced; the U.S. has a dead-end Syria poliay wib effective way to influence the
conflict’s trajectory.

Keywords: U.S. foreign policy, Syria, Middle East, interviemt

1. INTRODUCTION

Intra-state wars are a complex problem set fokthiged States. The U.S. is directly or
indirectly involved in Syria, Iraq, Afghanistan,llyia, and Yemen, but these interventions
have become what some refer to as “forever warsir(y 2020) with no end in sight. The
Presidency of Donald J. Trump has been interpraseain isolationist turn in U.S. foreign
policy. The current trend of U.S. foreign policy yngppear to be heading in the direction
of early 2" century American isolationism, but this is the mgaconclusion to draw from
US involvement in Syria. US policy elites firmlylmse that the U.S. is a force for good in
the world, but they are afraid of the unintendedssmuences of their actions. U.S. policy
elites want to act, but their experiences and ttgeeences of their colleagues’ place
constraints on what policy tools they can use tosgpel U.S. national security interests.
These constraints result in incoherent and cordtai policies which ultimately fall short
of achieving their objectives. Understanding thiureaof these constraints, their origin, and
their impact on U.S. policy is important for bothSJallies and partners. These constraints
are unlikely to change with the Presidency of JadeB because the experiences of Iraq,
Libya, and Afghanistan are intimately familiar tadBn and his staff from his tenure as
Obama’s Vice President.

1 Matti Suomenaro, MA candidate, Faculty of So8aiences, University of Tartu, Lossi 36, 51003
Tartu, Estonia; e-mail: mattisuomenaro@gmail.c@RCID: 0000-0003-3457-3627.
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This paper will analyze the constraints placedug. policy makers and analyze their
impact on U.S. policy in Syria, by examining theatiurse of key U.S. policy makers and
the policies they advocated. This paper outlineskdy U.S. objectives in Syria, discusses
the key policy constraints and argues that thegimrs in the U.S. experience in Iraq,
Afghanistan, and Libya. Our focus is purposefultyited to the post-2001 era because the
War on Terror marked the most significant turn i& fdreign security policy since the end
of the Cold War. The paper then demonstrates hasetttonstraints undermined U.S.
policy in Syria during key decision points. The papltimately argues that as result of
these constraints and the policies they influentteelJ).S. has a dead-end Syria policy with
no clear strategy to meaningfully influence theetrtory of the conflict and achieve US
national security interests in Syria.

2.U.S. GOALSIN SYRIA

In 2011-2013, the U.S. sought a negotiated UN-lzhsk&tlement to the civil war. The
Americans were adamant that they would not useefooctopple the Syrian President
Bashar al Assad, however. This was a low-cost iposib take during the Arab Spring
which ultimately toppled several regional regimdewever, the U.S. added a new goal to
deter the use of chemical weapons following repibrés Assad intended to use chemical
weapons (CW). This again was also a relatively tmst commitment to make, because
upholding the taboo against CW use is a shared aonong the U.S. foreign policy elites.

The U.S. expanded its goals in Syria in respond&i® in 2014-2019. Both Obama
and Trump set the lasting defeat of ISIS as theamy U.S. policy goal in Syria. During
this period, the U.S. also elevated the importasfagountering Iran. In 2019 Secretary of
State Mike Pompeo outlined that the U.S. would diptomatic and economic means to
expel Iranian forces from Syria. This is a partaofvider U.S. counter-lran policy in the
Middle East which gained importance after the Ue8.the Joint Comprehensive Plan of
Action (JCPOA) or the Iran Nuclear Deal in May 208§ria is a key part of Iran’s land
bridge connecting Tehran to Beirut. However, th&.policy towards Iran in Syria is
beyond the scope of this paper as it would ne@gssit discussion of Yemen, Hezbollah,
Iraqg, and Israel.

3. CONSTRAINTSON U.S. POLICY IN SYRIA

The pursuit of these objectives is constrained Ikt pU.S. experiences. U.S.
policymakers tend to choose policy tools which ctympth these constraints, rather than
choosing policy tools best suited to achievingstated objective. This need to adhere to
the constraints when designing policy results imaonsistent and incoherent Syria policy,
because policy makers prefer policies which arsistent with the constraints over policies
best suited to achieved stated objectives. Thesgtreonts include (1) no new wars, (2) no
nation-building, (3) no regime change, and (4) bodts on the ground.”

No new wars

Both Obama and Trump campaigned on a promise ofnmotving the U.S. in new
conflicts aboard. Both presidents hoped that theyldv end the wars they inherited.
However, neither shied from using military powerpiorsue American objectives. Both
have been willing to use force, but both have wantekeep it as limited as possible to
avoid another war. Both the Obama and Trump adinitisns were concerned over
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“catastrophic succesgFox News, 2015)George W. Bush coined the term when he used
it to describe the post-Saddam security vacuumaig. IThe term has since come to mean
a situation in which a limited military action inaettently topples a regime creating
a security vacuum.

No nation-building

The U.S. similarly does not want to engage in mabailding. This is a direct result of
the multi-trillion-dollar cost of failed nation-biding efforts in Iraq and Afghanistan during
the past two decades. Even the term “nation-bugldias taboo in U.S. national security
discoursé

No regime change

The U.S. is afraid of the unintended consequené&egime change. This is closely
associated with the no nation-building constraintegime-change interventions often leave
a security vacuum and require subsequent natiddibgi to restore the state. This
constraint is closely associated with the “Pot®eayn Rule” made famous by Secretary of
State Colin Powell with his “you break it you owhview during the lead up to the 2003
invasion of Irag. The Pottery Barn Rule and consafoout the “day after” are now a staple
of U.S. foreign policy debates. If the U.S. toppéesegime, it needs to be there to build
a new one.

No boots on the ground

The U.S. public opposes the deployment of US grdantks into combat missions in
countries which do not pose a direct military threathe U.S. This policy constraint has
consistently prompted Obama to state there wilhbeJS boots on the ground in Syria
(Korte, 2015). President Trump goes a step furdrat has on at least two occasions
announced a troop withdrawal from Syria, althoughadministration did not implement
a full withdrawal.

These constraints are a result of the Irag and @fggtan experiences. A brief discussion
of the NATO intervention in Libya showcases thagsh policy constraints shape U.S.
policy. However, the experience of implementing afly zone (NFZ) in Libya also
expanded the list of constraints to include no NFZplementing the NFZ was not an easy
decision for the White House. Obama himself admhitteat he was split on the issue, but
ultimately agreed to the NFZ after being persudoie&ecretary of State Hillary Clinton
(Becker & Shane 2016). Clinton’s own experiencegasit U.S. interventions played a key
role in pushing her to support an NFZ. During hesbband’s presidency, the U.S. failed to
prevent the Rwanda genocide in 1994 but a U.S. MRZosovo after 1995 succeeded in
preventing additional massacres during the Kosoao. \Wlinton was reportedly influenced
by the Srebrenica massacre which killed some 8\0@§lims in 1995. Clinton’s deputy in
2011 James B. Steinberg noted that “the reasoni@asil Kosovo figured so importantly
is they demonstrated there were ways of being @ffe@and there were lessons of what

2 This discourse was made clear to the author darjprivate briefing attended by senior U.S. cwili
and military leaders. After a discussion of whatn&eded to prevent an ISIS resurgence, one
participant noted “what you are describing is natiwilding, you're just not using that word” to
which the presenter responded “yes | am describétign-building, we need to do nation-building
in Syria, but if you use that word people stopelisng to you”.
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worked and didn’t work” (Becker & Shane 2016). ksence, Clinton believed that even
though Afghanistan and Iragq have been mired witicpdailure, the U.S. at least has the
experience of implementing a successful NFZ.

The rest of the White House was not as convincédnia did not want to commit US
forces to another war in a Muslim country. The Whiouse reportedly opposed
intervening in Syria precisely because of the onga@xperience of Iraq and Afghanistan.
For example, then Vice President Joe Biden stadedids concerned about “not the day
after, but the decade after” and the security vacieft over after intervention in a direct
reference to the Pottery Barn Rule discussed atB®eeker & Shane 2016). Secretary of
Defense Ashton Carter and National Security Advigaloert Gates on the other hand stated
they “did not want to divert American air power attention away from Afghanistan and
Irag” (Becker & Shane 2016). Obama did, howeveimaltely approve the UN-mandated
intervention. The Obama administration nonetheteigsi to communicate to the U.S.
public that regime change is not the goal of therirention.

The intervention in Libya confirmed the Obama adstmtion’s that the NFZ will have
unintended consequences. The 10-day operationualbntransformed into a multi-month
commitment. Deputy National Security Adviser BeroRés noted the initial NFZ mission
was to destroy Libya's air defenddsut this soon expanded to protecting civilians in
Benghazi and beyond (Becker & Shane 2016). LaterUltS. began supplying lethal
assistance to the Libyan opposition, but the Sb&gartment remained concerned that the
weapons may fall into the hands of Islamist extegjincluding al Qaeda, as they had done
in Iraq and Afghanistan (Becker & Shane, 2016).

The anti-Ghaddafi uprising in Libya eventually tséarmed into a complex civil war
with multiple third-party interventions. Obama’ptadvisers and aides would later recount
that Libya “has strongly reinforced the presidemghictance to move more decisively in
Syria” (Becker & Shane, 2016) while Obama said0d&that “failing to plan for the day
after” in Libya “probably” was his worst mistake Bsesident (BBC News, 2016). The
Libya experience played a particularly importanteren constraining Obama in Syria,
because unlike Iraq and Afghanistan, Obama wa®nsgge for initiating the intervention
in Libya.

4.U.S. ACTIONSIN SYRIA

This section will discuss five key policy decisicghg U.S. faced during the Syrian civil
war. The cases selected here present the keygtrégeel decisions which played the most
significant role in shaping the nature of the Uitervention in Syria. The cases
demonstrate the experiences of Afghanistan, Irad, labya play a significant role in
limiting the policy options of U.S. administrationin each case, the policy constraints
undermined the US ability to pursue its objectivlise cases include: (1) the start and end
of covert support to the anti-Assad armed oppasi(ip) domestic U.S. debate over a Syrian
NFZ, (3) U.S. response to Assad’s use of chemiealpans (CW), (4) the evolution of the

3 Even though the U.S. ultimately intervened, Obanaale it clear that the NATO intervention was
led by its European allies. This meant that the. Wi@ild only supply “unique capabilities” which
in this case meant the ability to destroy Libyarsd@fenses in order to allow the French to operate
freely within Libyan airspace.
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Pentagon’s train-and-equip program, and (5) thésaetto partner with the Syrian Kurdish
People’s Protection Units (YPG)

5. START AND END OF TIMBER SYCAMORE

Timber Sycamore was a covert CIA program to pusguee on Assad to “accept
a political solution, but not enough to risk thgiree’s stability” between 2012—-2017 (ltani,
2017). The program ultimately failed to put enopgéssure on Assad because the U.S. was
consistently afraid that the Assad regime mightapsle and make the U.S. responsible for
another security vacuum (Itani, 2017). As a resthie program was chronically
underfunded and eventually phased out by Trum@itv2nce it became clear that Assad
would not negotiate a political transition.

Irag had been a “catastrophic success” (Pollacksp@or the U.S. and the Obama
administration was worried about the same happeni&yria (Melhem, 2015; Fox News,
2015; Gordon, 2004). The administration taskedGh% to support rebels just enough to
make sure they did not lose, but not enough fomtke win (Miller, 2013). Yet even this
conservative and limited objective was under resedirRepublican Chairman of the House
Intelligence Committee Mike Rogers complained thiatonsistent resource allocation”
(Miller, 2013) hindered the program while CIA vetas did not believe the program would
have “any meaningful effect” on the war (Miller,2%). The Russian intervention in 2015
to support Assad made it even more difficult foe tH.S. to put pressure on Assad to
negotiate. Despite this, the White House remainedilling to increase CIA support
because it feared a conflict with Russia (Itanil. 20

President Trump ended the program in 2017 and ivitie last direct U.S. military
effort to force Assad into a negotiated settlemBgtthe end of the Obama administration,
several U.S. officials were advocating for the efithe CIA program, arguing it would not
achieve its objectives if the U.S. does not eseatapport (Jaffe & Entous, 2017). The
Trump administration closed the door on supportimg Syrian armed opposition, by
informing rebel leaders in 2018 that they shoultbase their “decisions on the assumption
or expectation of a military intervention” (Al-KHAJ 2018) by the U.S. when negotiating
with the regime.

The U.S. nonetheless wanted to continue workin@ sitme of the groups and began
pressuring them to abandon the fight against Assatdfocus on ISIS. For example, the
U.S. cut ties with opposition group “Martyrs of @arayn” after the group refused to stop
fighting against the Assad regime. The U.S. proyp#dased support to the group and
Operation Inherent Resolve spokesperson Col. RyidlonDstated that the U.S. gives
support “only to groups committed to fighting tlsaimic State” (Sisk, 2017).

The U.S. also constrained its regional partnensfpooviding too much support to the
rebels. The rebels had been asking for the ClAdoige man-portable shoulder-launched
air defense systems (MANPADS) since the beginninGimber Sycamore (Engel, 2015).

4 Kurdish politics is complex and a superficialalission of it would not benefit the reader. The
complex relationship between the Kurdistan Commesitunion (KCK), The Movement for
a Democratic Society (TEV-DEM), the Democratic Uni@arty (PYD), their various Kurdish and
other ethnic opposition parties, and the variousear formation formations (not to mention their
various non-Syrian branches) are beyond the scbiie @aper. For the sake of clarity, this paper
uses YPG to refer to both the YPG and its politialg the Democratic Union Party (PYD). The
conflation of the two is not problematic for thggaments presented here.
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Worried about catastrophic success and a potesti#lict with Russia, the U.S. refused
these requests and vetoed regional partners sudmeasGulf State from supplying
MANPADS to the rebels (Borger, 2012; Jaffe & Ento2@17).

6. U.S. DOMESTIC NFZ DEBATE

The U.S. considered implementing an NFZ in Syrid,Uftimately decided against this
due to fears of catastrophic success and a dir@&ctwth Syria and potentially also Russia
after 2015. The NFZ would have served two objestiverst, it would have increased the
pressure on Assad to negotiate a settlement toatiiict. Second, it would have enabled
the U.S. to uphold the Responsibility to Prote@RIRnorm.

The NFZ debate occurred in two manifestationsthir2013 and later during the U.S.
Presidential race in 2016. However, the two debateie remarkably similar. In 2013,
Chairman of the Joint Chiefs of Staff Martin Demypsestified in Congress that an NFZ in
Syria would cost 1 billion USD a month and risk wath Syria. Echoing the debate over
the Libya NFZ, Dempsey stated “[the NFZ is] essdhytian act of war, and I'd like to
understand the plan to make peace before we staar'a(U.S. Department of Defense,
2013). In 2016, David Deptula, who commanded th& NFnorthern Iraq in 1998-1999,
stated “until a strategy that defines the desired-gate is clearly laid out in
a comprehensive way, it's difficult to advocate fomo-fly zone” (U.S. Department of
Defense, 2013; Ackerman, 2016). The same year,r@hai of the Joint Chiefs of Staff
Dunford testified in the Senate Armed Services Cdttem that an NFZ would require
“going to war with Russia and Syria,” but walkeatk#his comment in response to pressure
from Republican Chairman John McCai@r@ham Seeks Answers from Sec. Carter and
Gen. Dunford on U.S. Military Policy in Syrid016, 03:15-05:21).

Candidates in the 2016 Presidential race were fgignily more in favor of
implementing an NFZ. Republican presidential priyneandidates including Jeb Bush,
Chris Christie, John Kasich, Carly Fiorina, and B@arson all supported an NFZ.
(SOFREP, 2016) Obama, however, dismissed these eataras empty campaign talk and
not legitimate policy proposals. Candidate Trumgpposition to the NFZ was similar to
Dempsey’s and Dunford’s views. Trump stated thaiN&Z would “lead to world war
three” (Gambino, 2016).

It is worth noting that the Obama administratiogued that an NFZ would be
technically unfeasible citing Syria’s more advane@ddefense network. Deputy National
Security Adviser Ben Rhodes argued that an NFZyimaSvould be more dangerous than
in Libya (U.S. National Archives and Records Adretration, 2013). However, Dempsey
noted that even though Syria has an advancedfaimskenetwork, the U.S. would overcome
it, adding that “the bigger issue [he would likeunderstand] is the plan to make peace
before starting a war” (U.S. Department of Defer@l3). Numerous Israeli airstrikes
targeting Iran in Syrfa Turkey’s 2019 drone strike campaign against A'sstmices, and

5 Israel conducts airstrikes against Iranian targetsostile airspace. In February 2018, Syrian air
defenses successfully shot down an Israeli jeinduain air raid. Israel responded with a series of
retaliatory airstrikes and later launched Operatitouse of Cards in May 2018. Following the
February 2018 incident, Israel began adopting nageressive tactics to suppress Syrian air
defenses. In September 2018, Syrian air defensadeatally shot down a Russian intelligence
plane during an Israeli air raid. Putin and Netdmyaonetheless overcame the crisis and Israel as
of writing continues its air campaign in Syria.
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various U.S. force protection and cruise missilestekes since the NFZ debate has
nonetheless shown that hostile warplanes can @ier&lyrian airspace and conduct strikes
against the Assad regime and its Iranian allies.

7.U.S. RESPONSE TO THE USE OF CHEMICAL WEAPONS (CW) IN SYRIA

The U.S. foreign policy elite in general believeghe value of upholding international
norms against the use of CW. However, both Obardarammp have failed to deter Assad
from using chemical weapons in Syria. Both predisl@rere too constrained in their policy
responses to punish Assad for using CW and edtablisredible deterrent against their
future use. Obama did not frame his policy thinkimgerms of what would be required to
punish and deter Assad. His priority was ensutireggl.S. did not get publicly involved in
a regime change intervention in Syria. Trump sirhilaid not want to expand the U.S.
involvement in Syria, and therefore resorted to lsglic strikes to send a message, rather
than to meaningfully degrading Assad’s will andataifity to use CW in the future. Despite
Trump’s strikes in 2017 and 2018, Assad has reglyrteontinued the small-scale use
of CWE.

The faulty US intelligence reports used to justifie invasion of Iraq constrained
Obama'’s policy options in response to the CW atladkamascus in August 2013. Obama
had outlined his infamous “red line” in August 2Q&2ating that the U.S. has been “very
clear to the Assad regime” that there would be feraus consequences” should Assad use
chemical weapons. (U.S. National Records and Hethetess did not follow through with
this threat.

The Iraqg Weapons of Mass Destruction (WMD) expaer@amade Obama hesitant about
launching a military strike against Assad, accaydim Deputy National Security Adviser
Ben Rhodes (U.S. National Archives and Records Adtration, 2012)The U.S.
intelligence community assessed that Assad had clss=mical weapons, but they refused
to make their assessment public due to the WMzdia€IA Director James Clapper even
interrupted a routine intelligence briefing to ®bama the CIA assessment was not a “slam
dunk” (U.S. National Archives and Records Admirasion, 2012). Clapper allegedly used
this phrase as a reference to Former CIA DireceorGe Tenet who described the WMD
assessment to then President George W. Bush éanadsink”.

Obama was equally concerned about Libya-style tafasc success. According to
Rhodes, Obama feared that the intervention mayrekpayond its original intent, as it had
done in Libya. Obama was likewise worried thahé strikes result in regime collapse, then
extremist groups such as al Qaeda may gain possesfsine regime’s CW stockpiles.

The Republican party also constrained Obama’s ngtiGpeaker of the House John
Boehner and other senior Republican leaders skaites stating that Obama will violate
his authorities if he does a strike without congi@sal approval especially when America
is not directly threatened (Fuller, 2013). This easommon Republican argument against

6 Organization for the Prohibition of Chemical WeapdJN Joint Investigative Mechanism
(OPCW-UN JIM) did not complete and publish its aseemnt. Russia vetoed a resolution to extend
the OPCW-UN JIM mandate in November 2017. The OPCWsajf does not have the mandate
to attribute the use of chemical weapons. Syrigrosition sources, independent local Syrian news,
local Syrian activists, and U.S. officials haveahsistently claimed that small scale use of CW by
the Assad regime is frequent in Syria. The 2013,72@nd 2018 CW attacks are merely the most
attention-grabbing cases.
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Obama after the Libya intervention. The Republicdesanded a congressional vote, but
many congressmen were expected to vote againstiikes, because they did not want
their voting record showing they voted in favoaobther war in the Middle East. After all,
even 17 years later, the voting record of U.S.tigidins on the Iraq War is consistently
brought up in domestic debates.

Obama ultimately agreed to pass the decision dkestto Congress, but the vote did
not occur. Russia provided d€us ex machinabefore the vote and offered to mediate
a deal with Assad for the removal of CW from Sy&ordon, 2013; Borger & Wintour,
2013). According to the September 2013 deal Russisld guarantee the collection and
destruction of Assad’s chemical weapons stockfrieoperation with the United Nations
(U.S. National Archives and Records Administrati@af13). The implementation of the
agreement did not remove all CW from Syria, howeaad Assad conducted an additional
two high casualty CW attacks in 2017 and 2018.

President Trump’s response was limited. Unlike Odafrump chose to launch
retaliatory strikes against Assad in order to sesgmbolic message that the U.S. will not
stand by as Assad uses CW (Gordon, 2017). Thesthid two objectives: first they would
degrade Assad’'s CW capabilities, and second dessad\from using CW again in the
future. For the first set of strikes, Secretanpefense John Mattis presented Trump with
three options during the National Security Coumedeting. Trump reportedly chose the
most limited option to ensure that the strikes r@ed a one-off event and did not escalate
US intervention in Syria. Despite the media spdetaarrounding the strike, the U.S. only
targeted the airfield which Assad had used to conthe CW attack. The strike on the
airfield was so minor that it resumed regular agés after only two weeks of repairs
(Defense World, 2017). The strike also failed téedéAssad, who would use chemical
weapons again on April 7, 2018 in Damascus.

The US response to the second CW attack on Apti82@as equally limited. Although
the 2018 strike included more missiles and aircraifid targeted CW warehouses and
production sites, the US policy remained unchan¢@doper, 2018; Congressional
Research Service, 2018). The strike had the safeetoles, and the limited nature of the
strike was again emphasized in official discoudge U.S. did not intend to escalate its
involvement in Syria.

There have been no mass casualty CW attacks s Plowever, this more likely
indicates that Assad does not have a military neage CW, rather than suggesting that
the U.S. has successfully deterred Assad. More litaptly, the international community
has not held Assad responsible for the use of G, is questionable to what extent the
U.S. has managed to uphold the international nayamat the use of CW.

8. EVOLUTION OF THE TRAIN-AND-EQUIP PROGRAM

The Pentagon’s train-and-equip program is a mixtdifailure and short-term success.
This section discusses the first iteration of thegpam roughly between the end of 2014
and the September-October of 2015. The program dvotgate a New Syrian Army
composed of Sunni Arabs willing to fight against3SThis public program is entirely
separate from the covert CIA program. While the €lhandate was to focus on Assad,
the Pentagon’s mission was to destroy ISIS. By &aper 2015 it was clear that the
program had failed to achieve any of its objectises to the strict constraints placed upon
it. This failure and increased support from the.lC8ngress for broader civilian protection
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led the Obama administration to fundamentally @hernature of the Pentagon program in
October 2015.

The train-and-equip program is a direct consequehtiee U.S. experience in Iraq. On
the one hand, it is consistent with tieeboots on the grounmbnstraint. On the other hand,
it builds on the successful use of local Sunnisregaxtremist groups in Iraq. The decision
to use a local partner instead of U.S. ground fiisea direct result of the constraints
imposed on Obama by past U.S. interventions.

Obama emphasized that U.S. forces will not haveoanbat mission” instead they will
“advice and assist” and “destroy [ISIS] without Amean troops fighting another ground
war” in the Middle East (U.S. National Archives aRdcords Administration, 2014). The
success of the Sons of Iraq or Anbar Awakening 06522013 in Irag made the U.S.
confident that it could use a local Sunni Arab ®rm fight against Salafi Jihadi
organizations. The train-and-assist program wasntisdly an attempt to recreate the
successful model used in Iraqg.

Despite the success of the Iraqi model, the Whitmudd was concerned about
unintended consequences of the train-and-equipanmom Syria. Israeli ambassador to the
U.S. Michael Oren said on his meetings with Ameriofficials in 2013 that three themes
were constantly present. First the “ghosts” of Afgistan and Iraq were ever present in the
discussions. Second, the U.S. was concerned ahdug gveapons to rebels because of its
experience arming rebels in Angola, Nicaragua, @lesdwhere. Lastly, the White House
was afraid that Obama will be dragged into anoMieidle Eastern War (Mazzetti, 2013).
These ghosts weighed heavily on Obama who had datsiee CIA to analyze examples of
America financing and supplying arms to an insuogdn a country that actually worked”
but admitted that the CIA “couldn’t come up with amjsic.]” (Chollet, 2015).

These fears translated into strict constraints o wan and cannot be funded by the
Pentagon, ultimately leading to the program’s falunstead of using the CIA’s approach
and vetting the leaders of pre-existing oppositjoyups, the Pentagon decided to vet every
single potential recruit individually. The recrultad to pledge and sign a document that
they would fight only ISIS and not Assad. The résrwere also not allowed to have any
connections to al Qaeda’s then Syria affiliate dafath Nusra, and they must have combat
experience (Youssef, 2015; Brook, 2015). Thesets&guirements led to an “exceptionally
small” pool of potential recruits. (Brooke, 201By August 2015, the Pentagon admitted
it had only trained 60 fighters out of the targ@td® and put the blame on “rigorous vetting
of recruits” (Youssef, 2015).

9. PARTNERING WITH THE YPG

In September-October 2015 the Pentagon shiftedttarsactional” and “performance-
based” approach. The U.S. would now loosen pattieigiteria and focus on recruiting
pre-existing groups (Congressional Report Sen26438). The Pentagon'’s first choice of
partners was the Syrian Kurdish People’s Protectigmits (YPG). Multiple past
experiences contributed to this decision.

First, the YPG had proven itself as a capable agdrozed fighting force against ISIS
during the Siege of Kobane which began in Septer2bé#. In October 2014, the US
acknowledged it was providing weapons, airstrikesl intelligence in support of the YPG.
With this help, the YPG broke the ISIS siege in &taR015. The YPG performance led
key U.S. leaders such as U.S. Special Envoy t&€Cthanter-ISIS Coalition Brett McGurk
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and Defense Secretary Ashton Carter to advocafmfomering with the YPG (Barfi, 2016).
Second, the U.S. has a long history of working wlith Kurdistan Regional Government
(KRG) and Masoud Barzani's Kurdistan DemocratictP@KDP). The U.S. No-Fly Zone
in Northern Iraqg protected the Kurds against SadHassein in 1991-2003. The KRG also
supported the U.S. during the 2003 invasion of.IfHgjrd, key U.S. policymakers have
good personal perceptions of Kufdsecause of their experience working with Kurds in
Irag. This includes influential Congressmen suctam McCain, Joseph Lieberman, and
Lindsey Graham who have all personally visited Kheedish leadership in both Irag and
Syria (Krajeski, 2013). Lastly, the post-invasidtuation in Iragi Kurdistan was a source
of comfort to Obama. Obama noted in 2014 that Kioeds” had used the time given by
U.S. “sacrifices in Iraq” well. To Obama, “the Kist region is functioning the way [the
U.S.] would like to see. It is tolerant of othecteand other religions in a way that [the
U.S.] would like to see elsewhere” (Friedman, 20E9r Obama, the KRG is one of the
rare examples of a functional proto-state to hawerged in the aftermath of a regime-
change intervention.

The alternative to partnering with the YPG was ¢oegt a Turkish proposal to utilize
Arab opposition groups “without even being showidemce that these groups existed in
sufficient numbers, organization, training to aditidight 1SIS, according to a former U.S.
official (Szuba, 2019). In addition, the U.S. didtnrust its NATO ally Turkey to follow
through on the proposal. The significant flow ofdign fighters through Turkey, Turkish
uncooperativeness during the Siege of Kobane,lenddcision to not allow the U.S. to use
Turkish territory to open a second front in Irag2@03 contributed to this mistrust (Hof,
2017).

Ultimately the U.S. made the right short-term dieci€o partner with the YPG. With
U.S. support the YPG liberated the key city of Re@ad defeated the last bastion of the
physical caliphate in Baghuz in March 2019. The Yd®@tinues to guard thousands of ISIS
detainees and their families in several camps a@astern Syria.

Unfortunately, the YPG's long-term ability to stii@ post-ISIS eastern Syria and
ensure the lasting defeat of ISIS is questionablee YPG faces multiple challenges
including lack of funding, tensions between Kurdd &rabs, massive number of detained
foreign fighters, lack of reconstruction assistanoensistent threats of a new Turkish
offensive against the YPG, the withdrawal of U@&cés, and the uncertain future of the
YPG's relationship with the central government ianlascus. These are significant and
complex issues, but they will not be discussed Heeeto space limitations.

7 U.S. policy makers and international media dissewses the term “the Kurds” when referring to
any Kurdish organization in the Middle East. “Tharlls” is a floating signifier and a term which
obfuscates the plethora of various armed and aiviKurdish groups which pursue a wide variety
of similar and conflicting policies in Turkey, Ira§yria, and Iran. This conflation of the Syriaman
Iragi Kurds into one homogenous imagined group gidag key role in shaping the perceptions of
U.S. civilian and military officials. Yet this colation is not consistent. For example, the U.Sicgol
pretends that the YPG fighters fighting an insuoyeragainst the Turkish occupation in
northwestern Syria are somehow different from thRGY fighters fighting against the ISIS
insurgency in northeastern Syria. Following theKIghr intervention into northeastern Syria in
October 2019, the US policy discourse used phrasek as “abandoning our allies” about the
events and called for sanctions on Turkey. In @sttmo such discourse materialized when Turkey
intervened in northwestern Syria in January 2018.
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Some of these issues stem from three crucial adintrans created by U.S. policy. First,
the U.S. aims to ensure the lasting defeat of K&ISis not ready to commit to this. To
achieve the lasting defeat of ISIS, the U.S. messtiare services, secure the population, and
restore a normal civilian economy in YPG-areassThquires the U.S. to engage in nation-
building and post-war reconstruction. Neither oésh are options for the U.S. Trump
himself stated that the U.S. is not doing natioilding in Syria and that a reconstruction
effort requires a political settlement to the Syrfaivil War. The U.S. cannot achieve the
lasting defeat of ISIS due to this policy consttain

Second, the YPG'’s reluctance to fight the Assaimednas ensured that Assad does not
need a political settlement to end the war. Assatitermined to achieve a military victory.
By ending Timber Sycamore and announcing that ti& Will withdraw from Syria as
soon as possible, the U.S. has made it difficudtdioieve the political settlement it desires.

Third, the U.S. cannot ensure the long-term stgbith northern and eastern Syria
without resolving the YPG-Turkey conflict. The YR$&undeniably a member of the same
overall organization as the Kurdistan Workers P4RIKK).. The PKK is a terrorist
organization, according to the European Union an&.Uengaged in a secessionist
insurgency against the Turkish state since the 498Qrkey has already launched two
major cross-border offensives against the YPG iiodrin in northwest Syria in 2018 and
the other in the northwest in 2019. Both operatidinsctly undermined anti-ISIS efforts by
forcing the YPG to relocate its forces and priastfighting Turkey to the detriment of
counter-ISIS operations.

The choice to partner with the YPG was controvémsithin the U.S. foreign policy
establishment. The YPG’s connections to PKK werelanous source of problem for the
State Department who opposed the partnership. Tte Bepartment emphasized the need
to maintain good relations with Turkey because &. Wmbassador to Turkey and Iraq
James Jeffery noted “Turkey is important. We agst fured on the importance of Turkey.
You name the issue, beyond North Korea and theiSohiina Sea, and you have got Turkey
in the middle of it” (Lemmon, 2017).

The Pentagon sought ways to alleviate Turkish cmscé).S. Army General Raymond
Thomas, the head of Special Operations Commandl thhel YPG leadership that Turkey
opposed the partnership. Gen. Thomas recommendedR[s to change its “brand” and
the next day the YPG “declared that they are thi@Byemocratic Forces” (Reuters, 2017)
or SDP. The U.S. military assumed that with the rebragdind time Turkey would come
to accept the U.S.-YPG partnership and adapt oelatiike those it has with the KRG.
Turkey nonetheless continues to oppose the pahipers

8 The YPG-PKK connection is highly politized, butdeniable. For additional discussion see: Barfi,
Barak.Ascent of the PYD and the SDFhe Washington Institute for Near East Policyr.A016,
Access on the internet: www.washingtoninstitutegpipads/Documents/pubs/ResearchNote32-
Barfi.pdf.

9 This paper uses the term YPG when referring ¢0SBF. The role of the YPG within the SDF is
politized, but it is undeniable that the YPG maiimsasignificant command-and-control over the
SDF, controls resource allocation, and comprisesntiost effecting fighting component of the
group. The YPG made up the majority of the forcemduto take over Raqga City and the last ISIS
stronghold in Baghuz. Arabs have consistently cdlbed real leadership role in the SDF. See for
example Kittleson, Shelly. “Arabs Need LeadershigeRn Deir Ez-Zor, Says Council Chief.” Al
Monitor, 25 Feb. 2020. Access on the internet: walamonitor.com/pulse/originals/2020/02/syria-
deir-ez-zor-civil-council-sdf-tribes-islamic-statéml.
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Fourth, the U.S. is inconsistent about the natéiies oelationship with the YPG. On the
one hand, the U.S. reaction to the Turkish invasiod occupation of YPG-held Afrin
in northwestern Syria in January 2018 was muted tl@nother hand, the U.S. reacted
strongly and sanctioned Turkey for launching aemdfve against the YPG and occupying
YPG-held northeast Syria in October 2019. It issflue that the U.S. reacted differently
because the Turkish-American relationship was rstig@ned during the second invasion
compared to the first. For example, the arrivaheffirst Russian S-400 systems in Turkey
in July 2019 led the U.S. to suspend Turkey fromRH35 program. However, the actions
of U.S. congressmen show that the U.S. acted pifintarprotect its YPG partner in 2019.
Congressmen Lindsey Graham, John McConnel, and ®ar Hollen introduced a bill to
sanction Turkey for attacking the Kurds. Van Holkiled the YPG “our most effective
ally” and said, “throwing them under the bus is ably an act of betrayal, but it also will
undermine our national security by sending the aigiat we are an unreliable partner”
(Groll & Gramer, 2019). The consistent use of therdv“ally” in in the discourse
surrounding the YPG in among U.S. policymakers aeds media is indicative of elite
attitudes. The U.S. does not have an allianceytreilh the YPG, but it does have one with
Turkey.

10. LOOKING AHEAD

It is unlikely that these constraints will be remadwvith the Presidency of Joe Biden.
As discussed previously regarding Libya, Biden batdhny of the same reservations as
Obama. Furthermore, the first half of the Bidensptency will be preoccupied with the
COVID19 induced economic downturn, the polarizatminthe US electorate, and the
revitalization of America’s alliances and partngpsh The nomination of Anthony Blinken
for Secretary of State may be a turn to a more@tdiS. policy in Syria. Blinken is known
for his hawkish stance on interventions and supfoorthe Iraq invasion in 2003. Blinken
further acknowledges the constraints on US polmyng the U.S. “rightly sought to avoid
another Iraq by not doing too much, but [...] made dpposite error of doing too little [in
Syria]” (Herszenhorn & Momtaz, 2020).

However, the policy constraints placed upon Oband Brump and the foreign and
national security establishment by past U.S. astahiroad has left U.S. policy in Syria in
a dead-end with no clear way forward. The Bideniatstnation will similarly struggle to
achieve the objectives under these constraints.U.Be cannot engage in regime change
and is afraid of causing it by accident, therefbrender resourced and then later gave up
on the anti-Assad opposition. This ensures thaad\$ms no need to negotiate a settlement
to the war and can pursue a military victory. Th&.Wid not establish an NFZ, because it
was worried of an NFZ gradually expanding to regich@ange or provoking a war with
Russia. This ensured Russia and Assad can progheutair war with impunity, further
reducing the need for Assad to negotiate. The ¢h&d not deploy ground forces, creating
the need for a local partner force. Yet, strictimgtcriteria made this task impossible and
led to the YPG partnership. This set the seeda fature YPG-Turkey conflict which will
destabilize post-ISIS Syria and facilitate an I8Surgence. The U.S. could not engage in
or fund nation-building, forcing it to adopt a staation approach which falls short of the
required post-war reconstruction necessary to ksitatustainable governance and prevent
the return of ISIS. The U.S. now hopes to fund stebilization effort using oil fields
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captured from ISIS. This nonetheless creates thg-ferm risk of a conflict with Assad
because most of Syria’s crude oil resources areurmer YPG control.

The current U.S. policy is to guard the oil fieldsediate the YPG-Turkey conflict, and
support counterinsurgency operations against ISi&re is no long-term strategy other
than to continue these efforts and wait. USCENTC&@vhmander Gen. McKenzie admits
he does not “know how long we're going to remaire@stern Syria”, but recognizes that
“over time, [Assad] is probably going to turn tetbast and increase pressure on us, and
we’ll deal with that as it happens” (Rempfer, 2020)

11. POLICY ALTERNATIVES

This dead-end policy is not the result of a lackatiErnative policy options, but
a consequence of the constraints. The U.S. Congitablished the Syria Study Group
(SSG) for “the purpose of examining and making mée®ndations on the military and
diplomatic strategy of the United States with resge the conflict in Syria” (Sing et al.,
2019). The SSG published its final report and revemdations in September 2019 but it
did not have a meaningful impact on the policy disse (Lister, 2020). While the SSG’s
recommendations represent a sound alternativeetadhrent U.S policy in Syria, they
nonetheless reflect the constrained nature of Pdicy in Syria and do not mark
a significant departure from the current policy itlgium. A brief discussion of some of
the key points of the SSG report will illustratésth

First, the SSG recommends maintaining a countagesicy force in northeastern Syria
and support local governance and stabilization nguee the defeat of ISIS. This
recommendation is a constrained version of staileibg discussed above. The U.S.
ultimately seeks to build a stable and democrat@rsative governance model in Syria to
challenge the legitimacy of the Assad regime. Thasdifficult objective to achieve because
Assad has not shown willingness to engage in atizggd settlement even when his regime
was under much more pressure than it currentlfhe SSG’s recommendations do not
meaningfully increase pressure on Assad to comipeltt negotiate. Second, the SSG’s
recommendation to continue working with the YPG amatliating the Turkey-PKK conflict
is a continuation of the current policy. The U &nains committed to a light footprint and
working with local Kurdish partners and does nakst build a new partner force. Third,
the SSG’s recommendations to pressure Assad imotiations and expelling Iran from
Syria do not represent a departure from the cuenstrained U.S. military intervention
against Assad and his allies. The U.S. is effelstiymirsuing regime change through
a negotiated settlement but is unwilling to comihieé military resources needed to
effectively compel Assad to negotiate. Again, th&.Ucannot adequately resource the
pursuit of regime change through a political setdgat due to the constraints placed on U.S.
interventions. Fourth, the SSG recommends the ¢hftinues to maintain Syria’s pariah
status diplomatically and work with Russia towaraspolitical settlement. This is
a continuation of past policy. Similarly, by suptog Israeli air strikes and maintaining
the Tanf garrison, the SSG is effectively recomnirepch continuation of the current
constrained military campaign against Iran in Syrla short, while the SSG's
recommendations may have an impact on future Uoicypin Syria, their recommen-
dations are nonetheless consistent with the pobieystraints discussed above.
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12. REACTIVE POLICIESIN A PROACTIVE REGION

Given the constraints, the current U.S. policykmdo a “wait and see” strategy. The
U.S. is working to secure its gains and continuesging its objectives with minimal
resources. Meanwhile, other regional actors suchras Israel, Russia, and Turkey
continue to pursue their objectives proactively. Asresult, US policymakers and
practitioners are forced into a reactive cycle.&me the policy constraints prevent the U.S.
from actively shaping the balance of power in tlyeic® conflict, the U.S. finds itself in
a situation in which it is continuously reactingotiher actors. “Wait and see” is a legitimate
approach if it is accompanied by a strategy toeahstated objectives. In the Syrian case,
the U.S. did not deliberately choose a “wait and’ sgrategy, instead, a “wait and see”
strategy is the default policy option given the stoaints placed on the U.S. The fact that
even the SSG’s recommendations mirror these camtsires indicative of this. A brief
discussion of key regional actors will illustratéstreactive vs. proactive dynamic in Syria.

Iran

The U.S. seeks to counter and expel Iran from Siits is a part of Washington's
overall regional strategy to balance against Irangisionism in the Middle East. The U.S.
approach to Iran has roughly two components: finst,maximum pressure on the Iranian
regime through sanctions to compel a change iridnaforeign policy and induce regime
transition in Iran and second, militarily counteariian proxies in the region. In addition,
US endorsement for a political settlement to eed:tinflict is conditional upon Iran leaving
Syria. Again, the U.S. has set a clear objectiuéjdbunwilling to resource its pursuit. The
U.S. is unlikely to change Iran’s calculus in Syuidess it changes the balance of power.
The U.S. is unlikely to achieve this without direailitary action against Iran in Syria and
the sanctions campaign’s success is questionable.

The U.S. engages with Iran reactively. The U.Seneto these as “force protection
strikes” used to counter an imminent threat agdihSt servicemen in Syria. For example,
when the Iranian-backed Iragi Shia militia Kataiimam al Ali advanced on the Tanf
garrison, the U.S responded with air strikes agalmesgroup in May 2017. Similarly, when
a joint Russo-Iranian proxy force attacked U.Scésrnear Khasham in February 2018, the
U.S. responded with force protection strikes. THersee protection strikes demonstrate that
the U.S. has both the capability and the will tditarily confront Iran in Syria. However,
the U.S. is concerned that attacking Iranian foinc&yria may destabilize the Assad regime
leading to catastrophic success. As a result, poSicy is reactive, and Iran determines
when it chooses to put military pressure on the drf8l sustain casualties.

| srael

The U.S. seeks to protect Israel from lranian aggio®. Israel conducts regular
airstrikes against Iranian targets in Syria, torddg Iran’s ability to establish a second front
on the Golan Heights and use Syria as a springbfoarfliture operations against Israel.
The U.S. shares these objectives but is constrdined pursuing them militarily. As one
Washington D.C.-based analyst said, “the U.S. ffasterely outsourced the war against
Iran to Israel”. As a result, the dynamic betweemland Israel in Syria sets the tempo of
kinetic operations against Iran. In June 2018, sxa€li airstrike targeted Iraqgi terrorist
organization Kataib Hezbollah in Albu Kamal on thaqi-Syrian border. The strike
was unusual because at the time the Israeli aipagm against Syria did not extend to the
Iragi-Syrian border. In response to the strike,atatHezbollah and other Iranian-backed
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Iragi Shi proxies vowed to retaliate against th8.lnd in September 2018, Iranian proxies
attacked the Baghdad Green Zone with mortars (Tohésrael, 2018).

This puts the U.S. in a reactive position for twasons. First, Israeli airstrikes tend to
target imminent threats posed to Israel such asedcontrol rooms, missile warehouses,
weapons shipments, commanders, and air defensensystThe Israeli campaign is
calibrated to degrade Iranian capabilities in Syizt not to compel an Iranian withdrawal.
Due to this target selection, the Israeli air caigmpéan Syria is unlikely to create conditions
to compel an Iranian withdrawal from Syria. Secotite U.S. must react to Iranian
responses, especially if Iranian proxies retakatainst the U.S., even though Israel carries
out the strikes. To meaningfully change the balafqewer in Syria, the U.S. would need
to actively increase the military costs of Iraniamolvement in Syria. An Israeli campaign
aimed at degrading Iranian efforts to open a sedomat against Israel falls short of
achieving U.S. objectives in Syria.

Turkey

The U.S. seeks to create a stable and inclusieenalive governance model based on
the YPG and SDF to challenge the regime in Damastmsever, this effort is undermined
by consistent threats by Turkey to launch an offenagainst the YPG. Turkey has already
done this twice and in both instances, Turkey diyetegraded the U.S. ability to pursue
the fight against ISIS. Both Operation Olive Bramei2018 and Operation Peace Spring in
2019 resulted in the YPG redeploying its forcesyaftam the front lines with 1SIS towards
a defensive fight on the Turkish-Syrian borderadidition, the Turkish offensives replaced
the YPG/SDF governance system in the captureddsas with a Turkish-backed Syrian
opposition system. As a result, the U.S. must readturkish activities when shaping its
stabilization strategy instead of proactively pimgLits own counterinsurgency strategy.

The U.S. is unlikely to achieve its objectiveg dontinues its “wait and see” in northern
Syria. Turkey sees the YPG and PKK as an existahtieat and this perception is unlikely
to change without addressing the Turkish-PKK cebfiiVhile the SSG recommends the
U.S. mediate this conflict and current U.S. pols®eks to increase security cooperation
between the Russians, Americans, and Turks along tinkish-Syrian border, Turkey is
unlikely to change its policy if a PKK-linked progtate exists on its border. If U.S. policy
makers remain guided by their positive experiemeaking with “the Kurds” and remain
weary of working with Turkish-backed local partneitse to their connections to violent
extremist groups, then the U.S. is unlikely to tzea stable and inclusive alternative
governance model based in areas captured from ISIS.

Russia

Russia is potentially positioned to act as a diglbeliaison between the key parties to
the conflict. Russia maintains amicable relatioith the U.S., Turkey, Israel, and YPG, is
partnered with Assad and Iran, and was the ardhlitebind the current UN-sponsored
Constitutional Committee. If the U.S. seeks a niaged settlement to the conflict, it must
work with Russia.

Unfortunately, past U.S. constraints on policy fhe U.S. in a reactive position in the
peace process. While the U.S. is the primary baakidre YPG which controls about a third
of Syria’s territory, neither the YPG nor the SD#€ &cluded in the peace process. This is
due to Turkish opposition. Consequently, whileth8. seeks a negotiated settlement and
an alternative governance model based on the S$I8FSDF is not included in the peace
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process nor the constitutional committee. The duBrently does not have a strategy to
address this issue beyond mediating between Tuakdythe YPG. It is unclear how the

U.S. can achieve a negotiated settlement if it cdamtgake active measures to include the
SDF in the process.

Relatedly, the U.S. decision to end support ta¢fels in 2017-2018 (see start and end
of Timber Sycamore above) ensured no U.S.-backagpgs involved in the peace process.
The U.S. was worried about catastrophic successsanidl underfunded the rebels. As
a result, the rebels underperformed on the battteéind eventually surrendered in southern
Syria where the revolution originally started inl20Thus, the U.S. does not have a Syrian
armed opposition partner involved in the peace ggsceven though a legitimate peace
process is a stated U.S. objective.

13. CONCLUSION

In conclusion, an analysis of the U.S. policy elidécourse surrounding the
interventions in Afghanistan, Iraq, and Libya destoate that U.S. policy elites such as
members of the Obama and Trump administrationscandress directly drew from their
past experiences when constraining their Syriacfgsi These policies fell short of
achieving their stated objectives and their commstih nature resulted in the current
dead-end policy in Syria. U.S. elites nonetheleamtain both the capability and the will
to “do more” more in Syria. Even though a “wait asgk” approach may be a legitimate
strategy, it is not the case in Syria. The U.S.rtitichoose a wait and see strategy, instead
it was the default strategy given the constraMikile these policy constraints have limited
what the U.S. can achieve, they have not limitedtine U.S. wants to achieve. As a result,
the U.S. has an incoherent and contradictory Syolicy, which falls short of achieving
U.S. national security interests in Syria and thddié East. This trend is unlikely to change
in the near term. Given the constrained naturevehdahe SSG’s recommendations, the
economic downturn caused by COVID19, and the prdariJ.S. public, it is unlikely that
the ghosts of Afghanistan, Iraq, Libya, and nowi&will leave policy makers alone any
time soon.
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WECHAT — A CHINESE CYBER-CULTURE
PHENOMENON

The main purpose of this article is to understdm@dpghenomenon of WeChat. Due to number
of options and its popularity, WeChat is truly orfdte kind. China nowadays is a rapidly
developing country with a huge potential of e-comoaemarket. Modern social media play
a great role in Chinese economy but also at liferdinary Chinese people. WeChat Wallet
is much more popular in some regions of China theditional wallet with cash. Social media
are no more only means of communication, via WeQieafple may pay taxes, prove ID
or make grocery. Popularity of WeChat is not limiteith Chinese borders, strong Chinese
business presence in the world pushed non-Chirexggeto download the app.

Keywords: WeChat, eCommerce, China, marketing, social media.

1. INTRODUCTION

Social media is a new concept for area of reseatibh emerged at the beginning of
2000's. Most of the scientists are focusing orpiychological aspect of WeChat like Liena
C.H.and Cao Y. (2014) or Gan C. (2017). The pwpmdshis paper is to identify the unique
features of WeChat and understand why it is so laoaumong Chinese people.

Main research question of the article is “What nsaWéeChat so unique at the social
media market”. | will try to understand the phenomoe of the WeChat popularity, what
makes it one of its kind. The world is constantiyarging, technologies used just 20 years
ago are considered as antiques today. The rapalaj@nent of modern technologies forces
companies and technology users to adapt in theemsiwonment. Year 2000 is considered
as a birth of a new social media, the new eragitiraommunication has just started. Soon
everyone on the planet will use one of many avkdlabcial media apps to communicate,
share important moment, follow new trends or evayntpxes or prove ID.

One of the fastest growing social media is WeCkdti{esef#/5; pinyin Weixin).
WeChat is often compared to Facebook. Many peagléieChat a “Chinese Facebook”
(Chernavina, 2019). Is it really a good comparigmrthe app which soon is going to be a
very first social media to be used as an officlal for over 1 billion Chinese people
worldwide (Pascu, 2019)? Tencent company (the owh&/eChat) is on a right path to
totally digitalize the life of Chinese people.

A breakthrough moment for WeChat was introductiborine payments and virtual
wallet on a massive scale. WeChat users are alilertsfer money with each other via one
application. It is a great step in social mediataspens new frontiers for social media

1 Tomasz Waliczko, MSc, Polish Investment and TrAdency, independent researcher; e-mail:
twaliczko@gmail.com. ORCID: 0000-0002-2230-9928.
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development. Social media are no longer only meaimormation transfer but also a mean
of financial transactions.

In addition to the very interesting review madeCiyistian Montag, Chunmai Gan and
Bejamin Backer (2018), | am also going to discuss financial/business aspect of the
application on the example of WeChat Wallet. Finalill try to understand the reasons
of growing popularity of WeChat around the world.

The article consists of eight parts. Each secsarliated to a certain aspect of WeChat
unique features.

» The second section considers socio-economic baakdrof WeChat,

« In the third section | will discuss the origins\WeChat,

« Fourth section “Online Shopping” — due to introdoctof WeChat Wallet users split

into two groups buyers and sellers. Both with thead access to the application,

« Fifth section “New online shopping culture” — rapldvelopment of social media in
China and lack of access to non-Chinese social anéile Facebook led to
establishing an unique Chinese online shoppingielt

« Sixth section “WeChat presence in other state$ie-success of WeChat is also its
presence in other states due to strong Chines®stdopresence,

* In the last section we will summarize the article.

2. SOCIO-ECONOMIC BACKGROUND OF WECHAT

China nowadays is a combination of communist maxktt a free trade and capitalism.
This unique combination of policies led China te fredestal of world’s economy. In 2019
China was a top exporter in the world leaving a g&®00 billion USD between itself and
second in a ranking USA (Workma,n 2020).

Deng Xiaoping was a man who pushed China towards“tiestern Capitalism”.
Communist economy with an elements of a free mattat was an idea which many people
considered as a pure fiction. However Deng Xiaopinderstood that without reforms
China will not be able to keep economic growthsthill not be able to rebuild the country
after the horror of the cultural revolution. In Apt979, China announced its very first
Special Economic Zone (SE@Eang, 1994). Five SEZ were established next yeahuhai,
Shenzhen, Xiamen, Shantou and Hainan. That wag &uturning point in Chinese
economic history. Since that moment western congzahad access to Chinese market.
Panasonic was a very first foreign company follovigdgiants like Coca-Cola, I1BM,
Motorola, Pierre Cardin and others started toesdiigtir business in China.

Time has passed and new means of communicatiansdsta spread around the globe.
Facebook popularity in China begins with the infloithe Western capital and companies.
Foreign employees from SEZ preferred to communigiat&acebook instead of its Chinese
equivalents. Chinese government was never dentgnigternet censorship, and put its first
serious regulation related to the foreign sociatliae as a reaction to Tibet riots before
2008 Olympic Games (Gibson et al., 2009). After 2008 Olympic games, there was
a brief policy relaxation, but China banned Facébioo2009; which was a serious hit to
the company (Gibson et al., 2009).

China already had one big social media called Q@hwvas still far behind Facebook
in terms of popularity. Chinese needed well devetbpnd modern social platform for
communication. Just a year after Facebook ban inaCffencent a Chinese social media
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leader started to develop WeChat a platform whigs ¢hanged not only Chinese social
media but the entire Chinese culture.

3. THE ORIGINS OF WECHAT

In October 2010, a small group of passionate agiitin developers from Tencent
Holdings Limited started to work on a new applioaticalled WeChat (Millward, 2018).
Next year on January 2IMillward, 2018), Tencent released a very first sien of
WeChat. The very first version of WeChat had muds loptions in comparison to current
WeChat. Its main function was sending and receim@gsages (text, picture and emoajis).
However, the creators of WeChat had much more #@nkitthan creating another
application like already existing popular amongr&sie QQ (IMQQ ©2018).

WeChat gained popularity among Chinese users nastbrfthan Facebook. The rapidly
growing number of users gave incentives for furtdewvelopments of WeChat and
worldwide expansion what is presented on chaiti$.important to mention that at its first
years WeChat attracted mostly users from China.

Facebook and WeChat users number shown
in millions of monthly active users in selected
year

3000
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== Facebook  e====\NeChat

Chart 1. Facebook and WeChat users number shownlliomaiof monthly active users in
selected year

Source: Based on data from Statista (2020) & Riq2@t9).

4. ONLINE SHOPPING

In August 2013 (Millward, 2018) WeChat announcedniéw feature New function let
people to use their use WeChat as a tool for mdraysfer. Since that very moment
WeChat users could send each other money withamdyclick on their phone.
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WeChat wallet might be simply top up with many watfg&e most popular ones are
(Graziani, 2019):

e TopUp with a Card — user adds a Visa/MasterCattigéw accounts and choose the

amount they want to transfer to WeChat Wallet,

« TopUp at a Retailer — at the retailer store usgs @aselected amount of money for

an EasyPay barcode which should be scanned by WeCtwler to transfer money,

» TopUp with Instant Money — clients of some banke Istandard Bank may top up

their WeChat accounts at ATM’s, via Cellphone Baugkor Internet Banking.

Proceeding with the payment at WeChat app mightioiccvarious ways. First option
is transferring money as an end-user (mostly reféndividual clients), second option is
money transfer of Companies (refer to corporatntsi).

For end-users WeChat structure is rather simpleCNgée Pay end-users may transfer
money to other users (both end-users and compapashills; order taxi; invest in various
funds; purchase products via WeChat based e-conerpéatforms. In the context of online
payment WeChat Wallet is a revolutionary app whsabstituted “real wallets” of many
Chinese. Most of Chinese use WeChat as a mearyofgrd for their grocery, hairdressers,
food etc.

WeChat is strongly focusing on online shoppingstmany functions are introduced in
order to make B2C contact much more intuitive atdhline environment. In order to do
so, WeChat has created various ways to proceepayment such as QR Code Payment,
In-App Payment, Mini-program payments, Quick Pagtl?e 1. presents the QR codes at
Chinese market, clients may purchase meat usinghate@allet as a payment method.

Picture 1. QR codes at one of the Chinese apple shops
Source: Picture from The Foreign Policy (YoshidMé&tsuda, 2019).

QR Code (WeChat Pay ©2020) — is a simple and onbeofnost popular method of
payment among SME who are using WeChat as a mepayofient in China. WeChat is
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first social media platform that is using QR Codg/fent method on such a scale. There
are four steps to transfer money from WeChat W#dléhe Company’s Wallet.

* A user scans the QR Code with WeChat QR Code scanne

« A user enters the amount of money for transfer.

« A user enters a payment password.

» A user receives the confirmation of the paymentdfarred to he’s WeChat Account.

WeChat Wallet is using blockchain is a technologlge technology is also used by
fintech leaders including Bank of China (Cant, 20Blockchain technology is a tool that
uses a complicated set of algorithms in order tmbensafe online money transfers from
one WeChat account to another. Each transaction lpeuserified and registered in order
to complete transaction.

The number of online payment users is constantyirg, soon all Chinese population
is going to use online transactions instead of ¢8#dtista, 2020). As seen in Chart 2, 2015
and 2020 saw the greatest increase in the numbenliofe payment users. At the first
quarter transactions made via WeChat grew to 80isiomiJSD. People tend to use more
online transactions while the economic situatiomnistable than when the situation is under
control. In 2015, China experienced a stock cmgigch caused many people to lose their
jobs and panic within the market (Allen, 2015). Therent situation caused by COVID-19
also influenced WeChat users to make online pusshasstead of traditional shopping
purchases (European Parliament Think Tank, 2020).

Number of online payment users in China
from 2009 to March 2020 (in million)
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Chart 2. Number of online payment users in China f28@9 to March 2020 (in million)
Source: (Statista 2020).
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Everyday millions of users transfer money via WetGhallet. Is WeChat going to get
a first place in world’s e-commerce market? WeGCtz all the necessary tools to become
a global leader. The question is if WeChat dectdasse cryptocurrency? Nowadays both
WeChat and Alipay do not allow any cryptocurrenelated activities (Valera, 2019). The
prohibition of using any sort of cryptocurrency @hina may soon cause problems for
WeChat. Facebook has announced a new cryptocuriébrzy which might be released in
2020 (Wasowski, 2019). Libra is a huge threat for WeChaemms of its current superiority
as the leading social media with financial tranisacbptions, the statement of the company
proves the fear of new Facebooks currency "If Lilstaccessfully launches, it will
undoubtedly significantly bring an impact on thelgdl payment space, and the entire
financial industry around the world. It will drivhe industry's innovation and development
in user experience, service cost, technology amsthbas model, it will also lead to further
industry reshuffle” (Ejinsight, 2019).

In order to open an online shop, a company hasdister itself at the TenPay Account.
The TenPay account is a financial platform esthblisby Tencent Company for the
purpose of providing advanced financial service Garporate clients who aim to open
online shop at the WeChat app (Alternative Paym@2820). TenPay uses WeChat wallet
for financial transfers, making online B2C contgotssible. Online shops at the WeChat
app are called Weixin Xiaodian (in Ching&és /)N )5).

The problem arises when non-Chinese nationals wantspen an online shop at
WeChat, as WeChat restricted WeChat online shoppition for only Chinese citizens.
However, this restriction is used as an opportufiatya number of Chinese and interna-
tional companies to circumvent the restriction. Tihest popular method for opening the
online shop for a foreigner is to change VPN oiisteg the account with a Chinese phone
number.

Online shops have advantages over “real shopdieas tire only pre-paid transactions,
so the seller does not have to purchase the podtfitst. Pre-paid transactions help sellers
reduce the risk of investing in product which peoplould not be willing to buy. In
a broader perspective, pre-paid transactions nayceethe price of products as the sellers
reduce the risk, thus the clients have more mopegurchase more products and the
factories have more orders. This is the breaktiiongment not only for WeChat users but
for the entire economy, as the WeChat redefinedi¢fimition of shopping.

5. NEW ONLINE SHOPPING CULTURE

China has rapidly changed in a past decade. Thegehalates to both economic and
cultural standards of the Chinese nations. Chisesity nowadays is focused on working
for money and spending money. China has a populatial,438 million people, out of
whom over 350 are billionaires USD according tolfesrMagazine (Forbes China, 2019).
People tend to buy luxury products in order to slofftheir status. In Chart 3, we see that
the market for luxury goods in China is blossomigigice 2012, the market of luxury goods
in China is constantly growing. According to analyt the growth may reach US$50B in
2023.



Wechat — a Chinese cyber-culture phenomenon 149

In 2020 due to pandemics, the demand for luxurydgas expected to fall, nevertheless
the trend of luxury shopping in China is constamglpwing. Consumerism of Chinese
population has three levels. In the movie “Havdce nlay,” (IMBD ©2020) those three
levels are divided as three freedoms:

1. Farmer Freedom — a situation when a person hamitedi access to the farm
products.

2. Supermarket Freedom — a situation when a persomutiasited to all products

available at the supermarket.

3. Online Shopping Freedom — a situation when a pehssnunlimited access to all

the goods available at the online shopping.

Revenue of Luxury market in China
(in million USD)
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Chart 3. Revenue of Luxury market in China (in millid8D)
Source: (Statista 2020).

WeChat undoubtedly helps to achieve “Online Shopgireedom” in a way it enables
people to trade online. Every WeChat user has aeesado the growing number of online
shops, easy access and intuitive layout of theiegifiin makes it a perfect spot for online
trade.

The culture of shopping is an irreversible proagfsshanging the mentality of people.
Since 2017 the number of users have raised by 2@@rmillion, soon the number of
e-commerce users in China will exceed one billisars. Shifting shopping malls to the
virtual reality is only question of time.

Showing off the standards of the life is gettingrerity among many Chinese people,
especially the ones who are not living at the majties. Such a trend has its benefits and
drawbacks. The pursuit of money in China led tohhigdepression symptoms (DS).
Pressure to show a status is much higher amorageils from the rural area than inhabitants
of Shanghai, thus they are much more prone to MB4L al., 2018).
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Number of e-commerce users in China
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Chart 4. Number of e-commerce users in China
Source: (Statista 2020).

WecChat plays a very specific role in the ecommeneeket, it both drives the changes
and absorbs the signals from the market. Most®h#w trends on a Chinese ecommerce
market found its reflection in WeChat functionst lat the same time WeChat is the
company that promotes its new functions an creatpply for its service.

6. WECHAT PRESENCE IN OTHER COUNTRIES

WeChat is the biggest social media in China andafrithe biggest players at social
media market in the Asia-Pacific region. What is frotential of WeChat? What are the
directions of WeChat expansion? Those are the igmsstith two simple answers. Answer
for the first one is “huge”. From the social megiatform which has only a purpose of
connecting people to an advance financial toolefmommerce transaction, WeChat has
truly a great future. The answer for the secondstime is “everywhere where Chinese
people or where Chinese’s business partners aogiulBrity of WeChat is strong enough
to attract non-Chinese users to download the appCNst symbolize two elements of
Virtual China, which are culture of communicatiomdacommercial services. Thus non-
Chinese people who interact with Chinese peoplehinese business are to certain extant
obligated to download the app in order to have adnwith their friends or business
partners/clients.

WeChat has a great potential for expansion to o#fsan countries. About 2/3 of
Chinese population is using mobile social mediao@®26 million people) (Thomala,
2020), it is a relatively high number comparindridia where the number of mobile social
media users is much below 1/2 of the country’s jatmn (about 448 million people)
(Keelery, 2020). Low prices of electronic devicesd asafety of WeChat Wallet in
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comparison to caring money may create space faowasocial medias to fight for future
users.

ARCTIC OCEAN

PACIFIC OCEAN

INDIAN OCEAN \ 67 v

Chart 5. Top 5 countries of Asia-Pacific region wikie highest number of active mobile
social media users from 2017 to 2019, by countryillion)
Green— number of active mobile social media users 2019;
Blue — number of active mobile social media users 2018;
— number of active mobile social media users 2017.

Source: Chart based on the information from Mod@1@ and design taken from Freepik
(©2020).

Clearly the biggest competitor of WeChat is Facé&bd@cebook is the most widely
spread social media in the world. Why is Faceboakempopular? Simply because
Facebook was a first social platform of its typeorkbver Facebook was developed by
American Mark Zuckerberg, thus the interface fitsreninto western culture of its users
who had much more access to the Internet compafditoa or Asia at the time when
Facebook was invented. The cultural barrier betw€bdma and West might be very
difficult to overcome. Previously mentioned Indsaciountry with great potential for social
media market development. However the questionapgpshen it comes to the cultural
approach to social media. India as a part of Comweatth is in favor of Westrn life style,
thus in favor of Facebook.

According to chart 6 World might be easily dividatb two areas of influence, Chinese
and American sides. Facebook is more popular imtci@s of Europe and both Americas,
while WeChat is widely spread at the countries siafand is commonly used by Chinese
diasporas all over the world. Such a division noaysdn many cases is much more visible
than political agreements as it allows WeChat aadeBook influence their users and
exercise censorship over unwanted information.



152 T. Waliczko

Monthly active users of the biggest social
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Chart 6. Number of monthly active users of biggesta media network worldwide
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Green— Tencent Holdings Limited;

— Others.

Source: Chart made based on information from Z04.92.

Based on Table 1, WeChat deserves its internati@waignition due to much wider
range of options. In comparison to its biggest cetibpr Facebook WeChat has well
developed financial system that allows users fréinoer the world to transfer money.
Moreover Facebook does not provide so well develoggportunities for online shops.
Facebook is still associated with communicationypelen though Facebook introduced
marketplace (Facebook ©2020) a platform which cotmesealers with a buyers, its
recognition as a ecommerce platform is still fanihd WeChat.

Table 1. Comparison of WeChat and Facebook

WeChat Facebook

Paying taxes via application

Fast financial transactions

Advanced system of online shopping

Main target Chinese customers

Client to client platform for trade

Worldwide mean of communication

Source: Own study.
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7. SUMMARY

China is a country with a very rich history andtarg. Through the past 50 years, China
has made an incredible step forward; from beingaagted by the wars and revolutions to
a world export leader with a bright innovative ide&VeChat is a symbol of China’s
progress as well as a strong communications tabfiaancial operations platform.

Same as the Chinese economy, WeChat has madedgprapiess over only 10 years’
time. The success of WeChat is a combination oérssocial, economic and political
factors. Chinese government decision on Facebonkocship of WeChat in 2009 was
a main factor which made a space for WeChat. Seisomdultural aspect used by WeChat
designers.

As opposed to Facebook, WeChat was designed bye&dimeople for Chinese people.
WeChat users felt much more affiliated to the Chiné&VeChat community than to
multicultural American Facebook. Finally, financisdrvices provided by WeChat Wallet
made every day with WeChat much more convenienChéé users could pay their taxes,
bills, or even buy grocery with a help of one clatkhe app. Chinese business was probably
the most important factor of WeChat spread amoregAsian countries. Over 1 billion
people worldwide are using WeChat due to influeotE€hinese business. China’s first
place at world export puts WeChat as a major tbalbonmunication between foreigners.
WeChat is clearly unique due to its multitasking aerfect design for Chinese users.
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