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Purpose. Defining the impact of information asymmetry on basic competitive strategies of market participants, as well as re-
vealing the vector of competition change while information asymmetry increases.

Methodology. The methodological basis of the study is a comparative analysis of fuel retail markets in Ukraine and passenger
air transportation. These markets are considered as examples of markets characterized by different levels of information asym-
metry with the same structural parameters, which makes it possible to establish the effect of information asymmetry on compe-
tition.

Findings. Comparisons of the retail fuel market and the passenger air transport market indicate that information asymmetry
influences market participants’ choice of a basic competition strategy. Thus, information asymmetry weakens price competition
and increases the non-price competition, weakening the intensity of competition between participants in market relations and
creating the preconditions for increasing their dynamic competitiveness. This influence of information asymmetry on competition
and social well-being is essentially positive. However, a long-lasting negative effect is also observed — information asymmetry de-
forms consumer perception of the market balance parameters so much that lower competitive intensity and a wide range of balance
are not perceived negatively, and the seller receives a guarantee of positive economic profit. This negative effect catches on due to
the spread of information asymmetry (as a profitable and legal practice) throughout the markets, ensuring its strengthening. The
latter requires the development of new approaches to assessing the effectiveness of market competition while the “structure — con-
duct — performance” paradigm appears to be insensitive to information asymmetry effects on competition.

Originality. In the course of the study we concluded that the classification of goods according to the degree of their favourabil-
ity to information asymmetry into search, experience and credence goods is purely theoretical. In their pure form in practice, they
are virtually not encountered; this is precisely why a special propensity curve for information asymmetry has been developed, on
which goods approaching to the status of credence ones have the highest propensity for manifestations of information asymmetry.

Practical value. The methodology of market research proposed in the work may be the basis for a better choice of competitive
strategy by economic entities or a more effective study of the situation in the markets by consulting agencies and public authorities.

Keywords: information economy, information asymmetry, competition, price competition, differentiation of goods, retail market for

fuel, passenger air transport market

Introduction. Evolution of the information economy in re-
cent decades has been conventionally illustrated with examples
of markets for innovative products and trends for their global-
ization. In fact, the extent of its penetration is much greater. It
affects all the markets of goods and services without any excep-
tion and is manifested in the behaviour of the most firms. Let
us talk about the phenomenon of information asymmetry. It is
not a new one. In some ways, it has been manifested in eco-
nomic activity for years, being mainly the negative externality
(some kind of market failure). Nowadays, information asym-
metry is transforming into the applied competition tool. Busi-
nesses purposely create or enhance the information asymme-
try as a source of their own competitive advantage or as a com-
petition tool.

Awareness of the above-described changes by individual
market participants, as well as their consideration in the devel-
opment of competitive strategies can be observed in the activi-
ties of leading market players, especially, in those sectors,
which have been traditionally characterized by the high degree
of information asymmetry and high concentration of credence
goods (finance, education, medicine, and others). They have
already learned how to use this economic phenomenon for
their own benefit and disseminate these practices even onto
the markets for standardized search goods. It requires the uni-
fication of the tools of information asymmetry research that in
the meantime remains specialized to the needs of individual
markets and industries, providing a fragmentary reflection of
the problem.

Literature review. Economics has developed many differ-
ent techniques of information asymmetry research. Many of
them are developed for investigation of information asymme-
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try influence on market performance at large and on the eco-
nomic choice of market actors particularly. Among them are
the papers by R. Decourt, H. Almeida and P. Protin [1], Mar-
tins and E. Paulo [2], T.Jonson and E. So [3] and others.

The problem with these techniques is their narrow special-
ization and extremely high input requirements, which can be
met only for a limited range of markets. Being effective, for
example, in the stock market they prove to be completely un-
suitable for understanding the actual impact of information
asymmetry on the behaviour of consumers, suppliers, com-
petitors in other markets, and competition in general.

Purpose. Responding to the above-mentioned problem,
the article is aimed at investigation of the impact of informa-
tion asymmetry on basic competitive strategies of market par-
ticipants, as well as the reveal of the vector of competition
change while information asymmetry increases.

Methods. The article provides comparative analysis of re-
tail fuel markets in Ukraine and passenger air transportation as
examples of markets, which are characterized by different lev-
els of information asymmetry with the same structural param-
eters, to reveal the effect of information asymmetry on compe-
tition.

Results. The research needs to fix on two markets with dif-
ferent levels of information asymmetry and the most similar
other determinants of competition. Following the “structure —
conduct — performance” paradigm (SCP paradigm), which
defines the dominant role of structural prerequisites for compe-
tition in the market, we have identified initial levels of market
concentration as a crucial selection factor. In response to the
critique of this paradigm by representatives of the Chicago
School of Economics, the corresponding criterion was supple-
mented by the requirement of an identical role distribution be-
tween market actors in the course of competitive interaction [4].
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Best of all this triad of requirements was met for a couple
of such markets — retail fuel market and market of air-passen-
ger operations. Both markets are characterized by similar lev-
els of market concentration (Table 1) and role-playing models:
each market has a dominant company with a share of about
30 %, which sets the rules of the market game, a small number
of notable competitors, which can exert some influence on
these rules, and dispersed competitive fringe, which is a sub-
ject to these rules [4].

In contrast to the structural parameters, transparency and
accessibility for competitors of information about each other
in these markets differ significantly. There are differences in
access of compared markets’ actors to such sensitive informa-
tion as prices, quality of the goods or services, and the services
themselves are characterized by different degree of differentia-
tion — the parameter that is directly proportional to the level of
information asymmetry in the market.

Let us start by analysing the price parameter. Pursuant to
Article 8 of the Petroleum Retail Rules, information on retail
prices, brands and types of petroleum products sold at a gas
station must be indicated on a special information board in-
stalled at each gas station entrance [7].

Accordingly, the prices at which fuel is traded at each time
point at each gas station are obvious to anyone travelling
through the station, including competitors. In addition, there
are large number of consulting companies such as UPECO,
SC “Psyche”, Pro-Consulting, and others, which are engaged
in market research and can provide qualified information ser-
vices, as well as publish the results of their own monitoring of
fuel prices in Ukraine, which the State Statistics Service of
Ukraine also does. Relevant data are available on daily basis by
regions of Ukraine, companies and brands.

The situation with airfares is different. According to the
information specified in the Rules of Carriage of Passengers
and Luggage of one of the largest air carriers in Ukraine, the
airfare is the amount established by a carrier for the carriage of
passengers, a unit of luggage weight (cargo) on the respective
route according to the relevant class of service. Rates may be
both published and confidential.

The published airline rates are controlled by the Interna-
tional Air Transport Association. They are mainly used to cal-
culate complex routes involving multiple carriers. Tickets for
published fares can be purchased anywhere in the world, but
their price is usually very high compared to confidential tariff
offers on the market. Confidential rates are formed by the air-
lines on their own taking into account the demand, competi-
tion and strategy of the company in a particular direction.
These rates are a trade secret for competitors, operated by an
airline itself and its agents.

The situation is complicated by the differentiated nature of
air-passenger operations. Despite the availability of a number
of travel fare aggregators, such as skyscanner, tickets.ua, kyia-
via, and others, which allow a customer to compare ticket
prices for different airlines, such a comparison gives almost
nothing to competitors in terms of understanding each other’s
pricing strategies. The price of a ticket for the same flight of the
same airline may vary several times, depending on the class of

Table 1

Comparison of market concentration in retail trade in fuel
and air-passenger operations, 2018 [5, 6]

Market of
Indicator Retail fuel market air-passenger
operations
Market concentration CRI1=33.25; CR1=30.61;
coefficients CR3=62.55; CR3=58.11;
CR5=73.25 CR5=71.21
Herfinal-Hirschman Index 0.1652 0.1513

service and the class of booking (there are 26 booking classes,
which use depends on both the offers of the airline and the
characteristics of an individual passenger), on the flight dis-
tance, the number of transfers, time of flight and time of book-
ing a ticket, the scope of additional services (priority boarding,
transportation of luggage, meals on board, and so on), aircraft
type, and others. It may change several times a day.

Accordingly, competitors can only make a very broad pic-
ture of each other’s pricing strategies, such as whether the com-
pany is a low-cost carrier or is positioning itself as a premium
carrier. The same awareness is significantly different from the
price information that competitors in the retail fuel market
have, allowing us to use these two markets as a benchmark.

As noted above, the much-described differences in access
to pricing information are the result of differences in the ser-
vices provided, primarily in their typology and degree of dif-
ferentiation. In the Industrial Economics, it is used to distin-
guish three types of goods, depending on their propensity for
information asymmetry: search goods, experience goods and
credence goods. Obviously, such a distribution is mainly theo-
retical and does not occur in practice in its pure form; howev-
er, by analysing the markets chosen, we can at least place their
goods along some information asymmetry propensity line, at
which mark 0 reflects the minimum and mark / — the maxi-
mum propensity to information asymmetry (Figure).

Retail fuel services in the Figure are located in the interval
between the search goods and the experience goods, being
characterized by the presence of features of each type. On the
one hand, fuels including motor gasoline of the respective
brands, diesel, etc., sold at gas stations with the prices, which
by 80 % depends on cost of input fuel and the taxes, are stan-
dardized search goods [7]. On the other hand, the fact that all
retailers are adhering to established standards is controversial.
Another factor of product differentiation is terms of sale: start-
ing from the assortment of ancillary services — car washing,
catering, purchasing food and non-food items, and others,
and ending with staff friendliness that can influence consumer
choice or forcing him/her to return to the relevant retailer or to
stop purchase fuel at the gas station. The latter brings forward
retail fuel services to experience goods within the information
asymmetry propensity line.

With regard to air-passenger operations, the situation is
much more complicated. In the airline industry, as well as in
the fuel industry, there are mandatory standards. All indica-
tors concerning safety, airworthiness, flight staff in the field of
air transportation are standardized and strictly regulated by
public authorities, in particular the State Aviation Service of
Ukraine, and are binding on all carriers. That is, beyond the
immediacy of the distribution of aviation service by class, it
could be argued that these standards determine the basic air
passenger service, which is characterized by zero level of dif-
ferentiation. The list of differentiation features here is very
wide, including class distribution, duration of flights, the
number of transfers and convenience of connections, avail-
ability of additional services from luggage transportation to the
ability to return or exchange a ticket, and so on. The fact of
providing a number of these services can be learned before the
flight, while their quality — only on the back of the consump-
tion. The term “quality of air-passenger operations” includes
convenience of passenger seats, friendliness and qualification
of staff, taste and variety of food on board, and others. The
overall impression of a flight can be ruined by circumstances
that often do not even depend on the carrier — for example,
flight delays due to bad weather or the presence of uncon-

retail fuel services air-passenger operations
0e @ ® |
search goods experience goods credence goods

Fig. Positioning of retail fuel services and air-passenger opera-
tions along the information asymmetry propensity line
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trolled passengers on board. In the case of force-majeure the
quality of the air-passenger operations will be determined by
the response of the airline employees to such circumstances,
their ability to solve the problem with minimal loss to the con-
sumer. Since force majeure occasionally occurs, even the
long-term deal with the same airline does not give the con-
sumer sufficient information about the quality of the service
received. The consumer never knows the real reason of his/her
successful trip — good weather conditions or the pilots’ high
skills, etc. This factor moves the air-passenger operations to-
wards credence goods as a last resort of market favouring the
spread of information asymmetry.

Modern technologies, the availability of online resources
such as tripadvisor, avianews.com and others help to assess the
quality of air-passenger operations of a particular carrier, but
the comments collected there are subjective. In order to obtain
more accurate analytical conclusion, it is necessary to exam-
ine thousands of comments and reviews, which significantly
increases transaction costs and effectively negates the ability to
pre-set the quality of air-passenger operations. This is a reason
of a high level of information asymmetry in the market.

Therefore, comparing these markets with respect to infor-
mation transparency, we can conclude that the retail fuel mar-
ket is much more transparent than the market for air-passen-
ger operations. Information about prices, goods, terms of sale
in the retail fuel market spreads much faster, easier and with a
lesser degree of its deformation in the process of distribution,
both because of the specific nature of retail sale of homoge-
neous product, and in view of the institutional environment of
the relevant market. The market of air-passenger operations,
which is characterized by the presence of differentiated goods
with certain features of the credence goods and by institutional
regulations that are much less rigid in the information sense,
(for example, they allow the existence of confidential tariffs in
the market), is a favourable environment for the dissemination
of information asymmetry among participants.

Thus, the main criteria for selecting markets to investigate
the impact of information asymmetry on competitive relations
are fulfilled. The retail fuel market and market of air-passenger
operations are similar in terms of structural prerequisites to
competition and different in terms of information asymmetry.
Comparing the competition strategies of these two markets’
actors, let us evaluate the impact of information asymmetry on
competition relations.

Following the positions by J. Stiglitz and J. Stigler we de-
termine information asymmetry via its ability to institutional-
ize multiple market equilibria. The term “market equilibrium”
in the mainstream economics is mainly understood as a cer-
tain correspondence of price and output, which means the ex-
istence of some price corridor in the market, affected by infor-
mation asymmetry. Starting with this, as well as with the fact
that price competition was chronologically the first manifesta-
tion of competition, let us begin our comparative analysis with
the assessment of the intensity of price competition in the
comparable markets. For this purpose, let us analyse the price
dispersion in the markets, as J. Stigler did, and compare the
obtained values of the coefficients of price variation.

The input of the study was the data of SC “Psyche” on the
dynamics of retail prices for different types of fuel (gasoline A-95,
A-92, diesel and liquefied natural gas) across gas station brands
in July-August 2018 and the data of the travel fare aggregators,
such as skyscanner, tickets.ua, Kyiavia, tripadvisor, avianews.
com, on prices of air-passenger operations (flights) by different
airlines (overall and per 1 km flight distance) for 50 destinations
departing from Kyiv during the same period, broken down by
service classes and the time of pre-booking a ticket.

Let us start with the analysis of fuel prices. Table 2 shows
the average value of the coefficient of variation of prices for the
respective samples and for the whole market.

As we can see, the segmental values of the coefficient of
price variation are quite low, varying in the range from 2 to 5 %

Table 2

Average value of price variation across the segments
of the retail fuel market in Ukraine and all totalled [5]

Market segment Average value of price variation, %
A-95 motor gasoline 5.09
A-92 motor gasoline 4.33
Diesel fuel 2.07
Liquefied natural gas 4.95
All totalled 22.67

and indicating severe price competition between different gas
station networks. The differences between the prices set by dif-
ferent retailers at their gas stations are insignificant. In fact,
they cannot be significant, because it will force consumers to
switch to buying the fuel from the retailer with significantly
lower prices. The homogeneity of products within the segment
and the requirement of its compliance with uniform standards
make the consumer to some extent insensitive to the place of
purchase of fuel. Our survey showed that only a quarter of mo-
torists would continue to buy fuel at the basic gas station in the
case of small but significant and non-transitory increase in
price (SSNIP-test), while others expressed their willingness to
look for cheaper gas at competitors’ gas stations. This value is
too low to let fuel retailers ignore competitors’ prices.

The overall differentiation of fuel within the market increas-
es the coefficient of variation to 22.67 %, but this figure can
hardly be considered as a correct indicator of harshness of price
competition, since prices are set separately for each type of fuel,
and consumers are usually unable to switch from one type of fuel
to another because of the technical characteristics of their cars’
combustion engines. Exception is only different types of gaso-
line (A-95, A-92, etc.), between which a consumer can switch
under certain circumstances, while the proportion of such
switching does not promise to be high. Only 9.7 % of motorists
said they would do it with ease. The statistic mode for the sam-
ple of respondents on this question is 8 in the range from 1 to 10,
where 1 means easy switching, and 10 — refusal from switching.

Another kind of acknowledgment of severe price competi-
tion within the retail fuel market is the constant interest of the
Antimonopoly Committee of Ukraine (AMCU) in their ac-
tivities from the perspective of their matching to some kind of
collusive practices. Last few years was marked by the range of
AMCU charges of infringement of competition law by the
leading Ukrainian petroleum retailers. They include the
AMCU decision No. 480-r dated 28.10.2016 on collusion be-
tween LLC “Golden Equator”, LLC “WOG Retail”, PE
“Okko Oil Product”, LLC “Alliance Holding”, LLC “SO-
CAR PETROLEUM”,LLC “Parallel — M LTD”, AMIC
Ukraine FDI [8]; AMCU decision No. 315-r dated 21.06.2018
on collusion between the companies of Nadezhda Group,
WOG Group, OKKO Group, LLC “Avantage 7” and LLC
“Factoring Group” [9]; AMCU decision No 329-r dated
14.05.2019 on collusion between companies of the WOG
Group, LLC “SOCAR PETROLEUM?”, LLC “OKKO-Re-
tail” [10]. The price collusion is a logical response of the oli-
gopolistic market to severe price competition, since the latter
washes away the resources needed to develop companies; it
makes the retailers’ economic profits too small.

In recent years, the non-price competition among petroleum
retailers has been intensified. It manifests through implementa-
tion of loyalty programs, expanding the list and improving the
quality of ancillary retail services, and others. However, the im-
pact of these non-price factors onto the price is still small enough,
maintaining the price corridor within the scope of search costs.

The situation in the market of air-passenger operations is
reverse. As noted above, we investigated prices for services of
17 different airlines (in general and per 1 km distance) for
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50 destinations with departure from Kyiv in July-August 2018,
ranged by service classes and the time of pre-booking the tick-
et. This sample was also analysed with the coefficient of price
variation (Table 3).

Table 3 shows that the price variation in the market of air-
passenger operations is ten times higher than the similar indica-
tors for the retail fuel market, illustrating much weaker price
competition between air carriers. In this market, even the resi-
dues of price competition are covered by non-price ones. High-
er/lower fares are set here under the pretext of varying quality of
service. For example, the distribution of airlines into premium
carriers (Qatar Airways, Emirates, Lufthansa, Turkish airlines,
KLM), middle class (UIA, LOT, Belavia, AirMoldova, Czech
airlines) and low cost carriers (RyanAir, Smart Wings, Pegasus,
Wizzair) is associated by most consumers to a greater extent
with the different quality of the service than with the price per
se. The average consumer is aware that low-cost companies
usually limit the range of additional services (luggage, food, and
others) by requiring additional fee; as a rule, it is impossible to
return their tickets in case of non-flight; some of them do not
even provide for determining the position of the passenger on
board, allowing passengers to occupy the seats themselves. Fly-
ing with a premium airline will always be much more comfort-
able, including the number of free services, which costs are in-
cluded into the higher price of a ticket. That means that we are
dealing with the classic case of vertical differentiation. Such dif-
ferentiation, by increasing the reserve price of goods, makes
competition between market actors less severe, while consum-
ers do not find such a practice illegitimate.

In fact, the result of such legitimation of competitive strat-
egies of airlines in Ukrainian market is the absence of com-
plaints to the AMCU about the violation of the competition
law by airlines. Ukrainian antitrust practices knew the cases of
vertical concerted action between airports and airlines, caused
by naturally monopolistic status of the airports, while hori-
zontal competition in the market did not cause any criticism
from the AMCU. The reason is considerable differentiation
and information asymmetry. The latter ones act both as a de-
terrent to conspiracy, reducing the coordination capacity of
the market, and as an argument for the consumer to pay more.

A modern carrier is very convincing in its justification for the
high cost of the service provided, especially since the cost itself is
very difficult to calculate. Inflated levels of published fares are
actively used by airlines to illustrate consumer discounts.

The above-mentioned does not mean that there is no price
competition in the market of air-passenger operations. It exists
not only within the different classes of quality of transport ser-
vices, but also blurring the boundaries between classes with
discounts as mentioned above. However, in this market price
competition is not decisive, being a result of non-price compe-
tition of speed of flight, convenience of a schedule, quality of
service and so on.

Table 3

Average value of price variation across the segments
of the market of air-passenger operations in Ukraine
and all totalled*

Average value of price variation, %
Differentiation criterion
(cumulative) at the absolute | at airfare per
value of airfare | 1 km of a flight
All totalled 127.73 79.84
Flight itinerary 62.91 64.98
Flight itinerary and service class 38.8 39.85
Flight itinerary, class of service 33.54 34.01
and ticket booking period

" according to the data of travel fare aggregators, such as skyscan-
ner, tickets.ua, Kyiavia, tripadvisor, avianews.com

Conclusions. Summarizing the results of the comparative
analysis of competition in the retail fuel market and the market
of air-passenger operations, we can make the next conclu-
sions. In the retail fuel market, which is characterized by a
minimum level of information asymmetry, sellers are forced to
resort to severe price competition or to make cartels. In the
market of air-passenger operations competition is much weak-
er, while the set of parameters by which it occurs is much wid-
er. The information asymmetry of the latter deforms a con-
sumer perception of the market equilibrium parameters so
much that lower intensity of competition and wider range of
equilibria are not perceived by him/her as a bad, while a seller
obtains some kind of guarantee of positive economic profit as
a source for innovative development. In the retail fuel market,
the expansion of the range of equilibria is always perceived by
consumers as some kind of abusive practice, keeping sellers in
a narrow price corridor, weakening their adaptive efficiency.

Markets in the economy are interconnected by capital
flows, so the inter-sectoral imbalance described above is not
stable. It will provide a leak of capital from one industry to
others (however, there are effective safeguards like demand
constraints or other market barriers) or it will multiply the
practice of applying more effective competitive strategies.
Nowadays we can already observe a gradual increase in differ-
entiation and information asymmetry in the retail fuel market.
According to AMCU, such leading market actors as LLC
“WOG Retail” and LLC “OKKO-Retail” sell no more than
20 % of fuel at prices, which are set on their information boards
(nominal prices), while the rest is sold through discounts with-
in loyalty programs. Even the price correlation between nomi-
nal prices has been reducing over years (in 2016 average value
of price correlation coefficient was 0.97; in 2017 — 0.95, in
2018 — 0.92). Therefore, in the nearest future, we should ex-
pect significant changes in the nature of competition within
the recently transparent markets, its sophistication and differ-
entiation in the non-price area that requires revision of the
competition strategies themselves and approaches to control
over latter by competitive agencies to counteract the new gen-
eration of anticompetitive practices.
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Indopmauniiina acumeTpisa gK AeTepMiHaHTA
KOHKYPEHTHOi 00poThOu

H. A. Mazapacki, A. I. [epacumenko, B. FO. KosmyH
KuiBcbkuii HallioHAJIbHUIT TOPTOBEIbHO-EKOHOMIYHUI YHi-
BepcureT, M. KuiB, YKpaina, e-mail: n.mazaraki@knute.edu.
ua; a.gerasymenko@knute.edu.ua

Mera. BusHaueHHs1 BIUIMBY iH(opMaliiiHOi acumeTpii
Ha 0a30Bi cTpaTerii KOHKYPeHTHOI 00POTHOM MiX ydyaCHUKA-
MU PUHKY, 3’SICyBaHHST OYiKyBaHOTO BEKTOPY 3MiHU KOHKY-
pEeHIlil B Mipy MOoCWJIeHHs iHbOopMalliiiHOT acUMeTpii.

Metomuka. TeopeTMKo-MeTOMOJOTIYHUM  TATPYHTIM
NOCJIIKEHHSI € KOMIapaTUBHUI aHaJsli3 pUHKIB po3apiOHOT
TOPTiBJIi NaJIbHUM B YKpaiHi Ta macakMupCcbKux aBianepeBe-
3€Hb. 3a3HaUeHi PUHKU PO3IJISIAIOTHCS K MPUKIAAN PUH-
KiB, sIKi 32 OIHAKOBUX CTPYKTYPHUX MapaMeTpiB XapaKTepu-
3YI0TbCSl Pi3HUM pPiBHEM iH(opMalliiitHOI acuMeTpii, 1110 10-
3BOJISIE BCTAHOBUTU BIUIMB iH(opMalliiiHoi acumeTpii Ha
KOHKYPEHIILilO.

Pe3ynbraTn. [lopiBHSHHS PUHKY pO3ApiOHOI TOPTiBIIi
MaJIbHUM 1 PUHKY TMAacaKMPCbKUX aBianepeBe3eHb CBimYaTh
npo Te, 1o iHdopMalliiiHa acUMeTpisi BIUIMBAa€E Ha BUOIp
YYacHUKaAMU PUHKY OCHOBHOI cTpaterii KoHKypeHuii. Tax,
iH(dopMalliiiHa acuMeTpis TTOCIa0II0E 1IIHOBY KOHKYPEHIIil0
Ta 30UIbIIYE HELIiHOBY, 3arajjoM MOCIa0I00Y1 iHTEHCUB-
HICTh KOHKYPEHIIil MK yYaCHUKaMU PUHKOBUX BIIHOCUH i
(dopMyIOUM MeperyMOBU IS TIABUILIEHHST 1X JTMHAMiYHOL
KOHKYpeHTOoCpoMoXHocTi. Lleit BruuB iHpopMauiiiHOL
acUMeTpii Ha KOHKYPEHIIio i CyCIiTbHUI 10OpOOYT €, repe-
BaXKHO, TTO3UTHUBHUM. ¥ TOI1 Xe Yac CIIOCTEPIraeEThcs TpUBa-
JINI1 HeraTuBHUI eekT — iHdopmaliiiHa acuMeTpis nedop-
MYE CIIOXXUMBYE CITPUIHSATTS apaMeTpiB PUHKOBOI piBHOBAru
HACTUIbKH, 110 MEHIIA iIHTEHCUBHICTh KOHKYPEHIIil i Iup-
IIWI Iiana30oH piBHOBaru He CIPUIMAIOThCSl HETaTUBHO, a
MpoJaBellb OTPUMYE TapaHTII0 MOJATHOTO E€KOHOMIUHOTO
npubyTky. Lleit HeraTuBHMIT €(PEKT YKOPIHIOETHCS Yepes3 Mo-
IIUpeHHs iH(hopMalliiHOT acuMeTpil (K BUTIAHOI Ta 3aKOH-
HOI MpakTUKU) MO pUHKAaX, 3a0e3redyroud ii MOCHUJICHHS.
OcraHHE BUMAara€ po3poOKM HOBUX IIIXOMIB JO OILIHKHU
e(eKTMBHOCTI PMHKOBOI KOHKYpPEHIlii, TOMdi SIK Mapaaurma
«CTPYKTypa — TIOBEIiHKAa — pe3yJbTaT» A€ MO3UTUBHI pe-
3YJIbTATHU.

HaykoBa HOBM3HA. Y XOIi NpOBENEHHS MOCIIIKEHHS
Hamu OyB 3poOJIeHMII BUCHOBOK, IO Kiacudikailiss 67ar,
BIIMOBITHO 10 MipM iX COPUSTIMBOCTI 10 iH(MOpMaliitHOL
acuUMeTpii Ha pO3IIYKyBaHi, TOBapH, 110 MEPEBipsSIOTHCS, Ta
TOBapU Ha JOBIpi, € CYyTO TEOPETUUHOIO. Y UYMCTOMY BUIJISIII
Ha MpaKTULi BOHU MPAaKTUYHO HE 3yCTPiyaloThCsl, caMe TOMY
HaMu OyJia po3po0bJieHa crieniajbHa KpUuBa CXUIbHOCTI 10 iH-
(opMalliiiHOI acuMeTpii, Ha sIKiii TOBapH, 1110 HAOJIMXKAIOTh-
Cs1 10 CTaTyCy TOBapiB Ha MOBipi, MalOTh HAWOULIbIIY CXWUJIb-
HiCTb 10 POsIBiB iH(hOPMaLiliHOT aCUMETPii.

IIpakTyHa 3HAYMMICTB. 3aIpOIIOHOBaHA Y POOOTi METO-
KA TOCITIIKEHHS] PUHKIB MOXe BUCTYITATH I PYHTSIM JIIST
OinbII e(heKTUBHOTO BUOOPY KOHKYPEHTHOI CTpaTerii 3 60Ky
cy0’€eKTiB rocriogaptoBaHHsI a00 X OiIbII e(EeKTUBHOIO 10-
CITIMXeHHsT CUTYyallii Ha PUHKAX KOHCAJITUHTOBUMU areHT-
CTBaMU Ta OpraHaMu JIep>KaBHOI BN,

KimouoBi cioBa: ingopmauiiina exonomixa, ingopmauiiina
acumempis, KOHKYpeHUis, UiH08a KOHKYpeHuis, dughepenyiayis
moeapia, po30pibHuil pUHOK NAABHO20, PUHOK NACANCUPCOKUX
asianepese3etb

Nudopmanuonnas acumMMeTpusi
KaK JeTEePMHHAHTA KOHKYPEHTHOI 00OpbObI

H. A. Masapaxu, A. I Iepacumenko, B. FO. KoemyH
KueBckuii HallMOHAJIBHBIA TOProBO-3KOHOMUYECKUI YHU-
BepcurerT, r. KueB, YkpauHa, e-mail: n.mazaraki@knute.edu.
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Hexas. Onpenenenue BIUSAHUSA UHOOPMALIMOHHOW aCUM-
MEeTpUU Ha 0a30BbIE CTPATerny KOHKYPEHTHO 00OPHObI MEX-
Iy YYaCTHUKAMM PBIHKA, BHISICHEHUE OXMIaeMOTO BEKTOpa
M3MEHEHUsI KOHKYPEHLIMU 10 Mepe YCUIeHUs MHhOpMalu-
OHHOI aCUMMETPHH.

Metoauka. TeopeTHKO-MeTOI0JOIMYECKMM OCHOBaHHEM
WCCIICIOBAHUST SIBJISIETCSI KOMITAPATUBHBIN aHAIN3 PHIHKOB
PO3HUYHOI TOPTrOBJIM FOPIOYMM B YKpauHe U MacCaXXKUPCKUX
aBMANepeBO30K. YKa3aHHbIC PBIHKM PacCMaTpHUBAIOTCST KaK
MPUMEPbI PIHKOB, KOTOPbIE MPU OAMHAKOBBIX CTPYKTYPHbBIX
ImapaMeTpax XapaKTepu3yIOTCsl pPa3HBIM YPOBHEM MHGbOpMa-
LIMOHHO aCUMMETPUU, YTO TTO3BOJISIET YCTAHOBUTD BIAMSHUE
MHOOPMAIIMOHHOI aCMMMETPUM Ha KOHKYPCHITUIO.

PesyabTaTel. CpaBHEHME pbIHKA PO3HUYHOU TOPTOBJIM TO-
pIOYMM U pBIHKA MacCakMPCKUX aBUAICPEBO30K CBUIETEIb-
CTBYIOT O TOM, YTO MH(OPMAIIMOHHAsI aCUMMETPUSI BIIUSIET HA
BBIOOP YYaCTHMKAMM PHIHKA OCHOBHOM CTpaTeTny KOHKYPEH-
umu. Tak, nHbOPMaIIMOHHAsT aCUMMETPUS OCIa0SIET LIEHO-
BYIO KOHKYPEHIIMIO W YBEJWYMBACT HEILIEHOBYIO, OCIIA0JISIs
MHTEHCUBHOCTh KOHKYPEHLIMM MEXKIY YIACTHMKAMH PHIHOY-
HBIX OTHOILIEHMI U (POPMUPYS MPEANTOCHUIKN IS TIOBBIIIE-
HUS X IUHAMMYECKON KOHKYPEHTOCITIOCOOHOCTH. DTO BITHSI-
HME MHGOPMAITMOHHOI aCMMMETPUM Ha KOHKYPEHIINIO U 00-
IIECTBEHHOE 0JIATOCOCTOSTHHE SIBIISIETCSI, TIPEUMYIIECTBEHHO,
TTOJIOKUTEIbHBIM. B TO ke Bpemst HabmromaeTcs IIMTeIbHbBII
OTPULIATENIBHBIN 3(DGhEeKT — MHOPMALMOHHAS aCUMMETPUST
neopMUpyeT TOTPEOMTENbCKOE BOCIIPUATHE ITapaMeTpOB
PBIHOYHOTO PaBHOBECUSI HACTOJIBKO, UTO MEHbIIAss MHTCH-
CHUBHOCTb KOHKYPEHIIUM 1 O0Jiee IMPOKUI TUara3oH paBHO-
BeCUsT He BOCIIPUHMMAIOTCSI HETaTMBHO, a IPOJIaBell MoJTyYaeT
rapaHTUIO TIOJIOKUTEILHOM SKOHOMMYECKON TPUOBUIM KakK
WCTOUYHMKA WHHOBALMOHHOTO Pa3BUTHS. DTOT HETATUBHBIN
3¢ deKT NpUXKMUBaeTCs U3-3a pacrpocTpaHeHUsT MH(opMal-
OHHOW acCUMMETpUHM (KaK BBITOIHOM M 3aKOHHOM MPaKTUKH)
o pbIHKaM, obecrnieunBas ee ycuiaeHue. [locinenHee Tpedyer
Ppa3paboTKN HOBBIX TTOIXOIOB K OllcHKE 3 (MEKTUBHOCTH Phl-
HOYHOI KOHKYPEHIIUM, TOTAa KaK MapaaurMa «CTpyKTypa —
MMOBEICHUE — PE3y/IbTaT» IACT MOJIOKUTETbHBIC PE3YIbTAThI.

Hayunas noBusna. B xone nmpoBeneHus vccienoBaHus HaMu
ObLJT ClIeJIaH BBIBOM, YTO KJlacCU(UKALIMS OJiar, B COOTBETCTBUN
C MepOi UX BOCIIPUUMYMBOCTU K MH(MOPMAITMOHHON acuMMe-
TPUM Ha Pa3bICKMBaeMEbIe, TIPOBEepsieMbIe TOBAPhI U TOBAPHI HA
TIOBEPUH, SIBJISIETCS YMCTO TeopeTHueckoil. B yuctom Bume Ha
MPaKTUKE OHU MPAKTUIECKN HE BCTPEYAIOTCS, MMEHHO TTO3TO-
My Hamu Oblj1a pa3paboTaHa KpUBasi CKIIOHHOCTU K MH(pOpMa-
LIMOHHOI aCMMETPUH, Ha KOTOPOi1 TOBAaphI, MPUOIVKAIOLIE-
s K CTaTycy TOBapOB Ha TOBEPUU, UMEIOT HAMOOJIBIIIYIO CKIIOH-
HOCTB K MPOSIBIICHNSIM MH(MOPMALIMOHHON aCUMMETPHH.

IIpakTuueckas 3Haummocthb. [IpennoxeHHass B pabote
METOIMKa MCCIIEIOBAHUS PHIHKOB MOXET BBICTYIIATh OCHO-
Boil njisg Oojee 3¢h(GEeKTUBHOIO BbIOOpa KOHKYPEHTHOM
CTpaTeTNH CO CTOPOHBI CYObEKTOB X03i1CTBOBAHUS WJIN 0O~
Jee 3(pHeKTUBHOTO MCCIeNOBaHUS CUTyallMM Ha pPbIHKaX
KOHCAJITUHTOBBIMU areHTCTBAMU U OpraHaMM Tocynap-
CTBEHHOI BJIaCTH.

KioueBsbie clioBa: uH@opmayuonHas 3K0HOMUKA, UHGDOP-
MAUUOHHASL AcCUMMempUsl, KOHKYPeHUUs, UEHOBAS KOHKYDeH-
yus, dupgepenyuayus mosapos, pO3HUUHbLI PbIHOK MONAUBA,
PUIHOK NACCANCUPCKUX ABUANEPEBO30K
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