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Blockchain-uin optypni canmamapra, aran aWTKaHga, OyXTalTepJiK €CemKe ocepi TallAaHIbl.
Tannmaynan KeiiH rUIoTe3a Kacall Ibl.
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APPLICATION OF INFORMATION TECHNOLOGY IN
MANAGEMENT DECISION-MAKING

Abstract: The article is written on the topic "Application of information technology in management
decision-making". The article highlights and describes the characteristic features of information technology
for decision making, gives an overview of the types of information technology for decision making, and also
describes the processes of the programs. The article is addressed to a wide circle of readers, interesting for
financiers and managers.
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In the 21st century, information technology is an integral part of our everyday life and not on-
ly everyday life, information systems are used in management, in decision-making and in finance,
everywhere. The advantages of information technology are most fully manifested when solving
managerial tasks at enterprises and organizations. Nowadays, information technologies are used by
organizations of all types operating in all spheres of social production. Without information tech-
nologies, it is impossible to imagine a modern manager today. There are a large number of software
products on the market that automate various mechanisms for making managerial decisions neces-
sary to achieve optimal market parameters for the management object.

So, what is decision-making? Decision-making is the foundation of management. Decision-
making is the process of making choices by identifying a decision, gathering information, and as-
sessing alternative resolutions. Development and decision-making is a creative process in the activi-
ties of a leader at any level, including:

edevelopment and goal setting;

estudying a problem based on the information received;
eselection and justification of performance criteria;
eselection and formulation of the optimal solution;
emaking decisions;
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e specification of the solution for its performers.

Well, information technology makes it possible to quickly complete these steps, increase the
efficiency and quality of information necessary for making managerial decisions, on which, in turn,
their quality and effectiveness directly depend. Depending on the purpose and the possibilities pro-
vided to the user, three types of information technologies for decision support can be distinguished.

Information technologies for decision-making

\ 4

Automated expert assessment svstems

v
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Expert systems (ES) Decision support systems (DSS)

Figure 1 - Information technologies for decision-making

An expert system is defined as an interactive and reliable computer-based decision-making
system, which uses both facts and heuristics to solve complex decision-making problems. It’s con-
sidered at the highest level of human intelligence and expertise. It is a computer application which
solves the most complex issues in a specific domain. The expert system can resolve many issues
which generally would require a human expert. It’s based on knowledge acquired from an expert. It
is also capable of expressing and reasoning about some domain of knowledge. Expert systems were
the predecessor of the current day artificial intelligence, deep learning and machine learning sys-
tems.

For example: FINEVA -an expert system for financial analysis of firms. The complete meth-
odology for knowledge acquisition and representation in the field of financial analysis is imple-
mented in the system called FINEVA (FINancial EVAluation) . The FINEVA system is a multi-
criteria knowledge-based decision support system for the assessment of corporate performance and
viability. In addition, INVEX - an expert system in the field of investment management. Capital
investment - deciding which product or business to support - is a very important business issue, be-
cause it is largely irreversible, usually involves long-term decisions, and affects the nature and the
structure of the business. The INVEX expert system helps the project analyst and investment deci-
sion-maker to determine whether a project is acceptable and, if it is, whether it is the best alterna-
tive, and to calculate the extent of the decision sensitivity to certain critical assumptions.

A decision support system (DSS) is a computerized program used to support determinations,
judgments, and courses of action in an organization or a business. A DSS sifts through and analyzes
massive amounts of data, compiling comprehensive information that can be used to solve problems
and in decision-making.The DSS can be employed by operations management and other planning
departments in an organization to compile information and data and to synthesize it into actionable
intelligence. In fact, these systems are primarily used by mid- to upper-level management.

For example, a DSS may be used to project a company's revenue over the upcoming six
months based on new assumptions about product sales. Due to a large number of factors that sur-
round projected revenue figures, this is not a straightforward calculation that can be done manually.
However, a DSS can integrate all the multiple variables and generate an outcome and alternate out-
comes, all based on the company's past product sales data and current variables.

Automated expert assessment systems are designed to automate complex expert procedures
and increase the efficiency of using highly qualified specialists as experts in developing manage-
ment decisions. The main task of automated expert assessment systems is to solve complex man-
agement problems based on reliable, professionally processed and correctly applied information.
Information systems allow to:
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Ensure the timely adoption of management decisions

S

make informed decisions through the rapid collection, transmission and processing of infor-

make decisions agreed upon at various levels of management and in various structural

A4

increase management efficiency by quickly obtaining information from a single

provide complete well-structured information, which should allow improving the economic

Figure 2 - Automated expert assessment systems

Information technology decision support can be used at any level of management. They allow
you to strengthen the analytical capabilities of a person in decision-making processes, which are
understood as the composition and sequence of procedures leading to the solution of problems of
the organization in combination with methods for the development and analysis of alternatives. De-
spite the fact that information support for the development, adoption and implementation of gov-
ernment decisions is an important part of the decision-making process, one should not exaggerate
the role of computer technology. The role of modern technologies consists only in storing, pro-
cessing and promptly issuing information necessary for making a decision through the use of new
means of collecting, transmitting and converting information, which makes it possible to optimize
and rationalize the management function.
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KonbicoaeBa AK., KanauabauaoBa A A.
Fouabivu kerexkmi: Omapos I'.B.
Backapy memiMaepinie aknaparTbiK TEXHOJIOTHSAIAPAbI KOJAAHY

Anparna. Maxkana «backapy miemiMaepiHe aKmaparThK TEXHOJOTHSUIAPABl KOJIAHY»
TaKbIpbIObIHIA JKa3bulraH. Makanazna menriM KaObuigayFa apHaJIFaH aKmapaTThlK TEXHOJIOTHS-
JapJbIH cUNaTTaMasapbl OasHAaNaabl )KOHE CUTIATTANA b, MISNIM KaOblqayFa apHalFad akmapar-
TBIK TEXHOJOTHSHBIH TYpJepl Typaibl TYCIHIK Oepiieni, COHbIMEH Karap Oaraapiamainap]iblH
MpoLIecTepl cUMmarTaiaabl. Makana KaiblH OKbIpMaHAapFa apHajFaH, KapXbIrepjep MEH MEHel-
KepJiep YILIIH KbI3bIKThI 00JIaIbl.

Kinar ce3gep: MeHemKMEHT, IIenriM KaOblUigay, akmapaTThl TEXHOJOTHsIap, capamTaMa
XKy#Heci, capanTaMaHblH aBTOMATTaHIBIPBUTFaH KYHeC, MenrmMaep Il Koaay xKyiect
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KonnicoaeBa A. K., JKananabauHoBa A A.
Hayunbiii pykoBoauresab: Omapos I'.b.
IIpumeHenne HHPOPMANMOHHBIX TEXHOJIOTUH B NIPUHATHHN YIPABJIEeHYECKUX pelIeHu il
AHHoOTanusi: B ctaThe BBIIENSAIOTCS M ONMCHIBAIOTCS XapaKTepHble OCOOCHHOCTH HH(Op-
MAIMOHHBIX TEXHOJOTMH JUIsl TPUHATHS PpEHICHUH, aaeTcss 0030p O BUAAX WH(POPMALMOHHBIX
TEXHOJIOTUHM [UIsl TPUHSATHUS DPELIEHUM, a TaKKe PACKPBIBAIOTCS MPOLECChl PAabOTHI MPOTPaMM.
CraTbst agpecoBaHa JUIsl IIMPOKOTO KPyra unTaTeneil, nHTepecHa it PUHAHCUCTOB M MEHE/IKEPOB.
KiroueBble cjioBa: ynpaBlieHUE, MPUHATHE pEUICHHUM, WH()OpPMAallMOHHBIE TEXHOJIOTHH, JKC-
MepTHasi CUCTEMa, aBTOMATU3UPOBAHHASL SKCIEPTHASI OLICHKA, CUCTEMbI MOAJCPKKU MPUHITHUS pe-
LICHUH.
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MARKETING TECHNOLOGIES IN THE DIGITAL WORLD

Abstract: The article presents the main concept of the impact of information technologies on the de-
velopment of trade services. The main trends in the development of marketing activities in the trading service
are identified. The directions of innovative development of marketing activities in the trading service are de-
fined.

Keywords: innovation, information technology, marketing, trade.

Marketing technologies are a set of techniques, methods of action and decision making that
determine the company's activity in managing its position in the market, in choosing and achieving
by the company its main goals. In the course of applying marketing technologies, they allow the
company to achieve profitability and efficiency in the market through planning, organizing work,
analyzing and monitoring the results of the company's market activity, its competitors and the mar-
ket situation.

Marketing technologies are currently very numerous, but usually five main marketing tech-
nologies are distinguished: segmentation, goal setting (goal setting), positioning, analysis and fore-
casting. Segmentation as a marketing technology involves the work of dividing the market into
separate specific segments for research and study of consumer demand, consumer attitudes to cer-
tain products. Targeting (goal-setting) as a marketing technology allows you to select the target au-
dience for certain parameters of a specific product of a company for which this or that advertise-
ment of this product is designed from the total number of consumers.

Positioning is a marketing technology that allows a company’s product using certain tools to
take a more advantageous position in the market than the position of products of competing compa-
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