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Abstract: The purpose of the study is to analyze the environmental rights of citizens and
guarantees of their protection. To achieve the results of the study a systematic approach and various
scientific methods were applied, in particular: dialectical, formal-logical, comparative-legal. As a result
of the conducted research, the interrelation between international environmental law and the case law
of the European Court of Human Rights concerning environmental rights was considered. The study
analyzed the development of the case law of the European Court of Human Rights and concluded that
the European Convention on Human Rights lacks a clear recognition of the right to a healthy
environment. The importance of the environment for the realization of human rights has been proven
to be widely recognized in international law. The assumption that a human right to a healthy
environment can arise in international law raises a number of theoretical and practical problems for
human rights, with such problems arising both within and outside the human rights debate. The quality
of the natural environment has been found to affect the ability of governments to uphold numerous
statutory human rights. The research concludes that human rights law can make a positive contribution
to environmental protection, but the precise nature of the relationship between the environment and
human rights requires a more critical and deeper analysis of environmental rights issues. The article
analyzes the thesis regarding the guarantee of human rights to a safe environment.

Keywords: environmental rights, protection of rights, environment

Introduction

Legislation dealing with environmental problems is thought to only mitigate, and sometimes
actually alleviate, harmful effects without addressing the root causes of planetary crises (Mai, & Boulot,
2021).

Many rights guaranteed by international human rights law are defined to include an
environmental dimension. For example, the rights to a high attainable standard of health and an
adequate standard of living depend on a certain level of environmental quality, and in some cases,
environmental degradation or destruction is seen as a violation of these human rights. Many people,
especially those living in poor communities or in developing countries, rely directly on the environment
for their livelihood, and environmental problems such as pollution or global warming can directly
interfere with their basic human rights. The environment often plays an integral role in the lives of
indigenous communities. If the environment is damaged or destroyed, it can also affect a wide range of
social and cultural rights.

International regulation of environmental issues is not a new phenomenon. Since the nineteenth
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and early twentieth centuries, one can find several precedents for what is now called international
environmental law. The main characteristics of contemporary international environmental law are the
focus on its protection, intended for human life and not just as a useful resource, the complexity of the
legal methods developed to do so (Dupuy & Vifiuales, 2018).

In light of the dichotomy: on the one hand of progressive and partly principled case law and, on
the other hand, of recent departures from this jurisprudence in certain respects, it becomes relevant to
consider what impact the potential proclamation of a right to a healthy environment in international
law might have in the case law of the European Court of Human Rights. Such reasoning is bound to have
an element of speculation, but in light of the recent work of the United Nations Special Rapporteur on
Human Rights and the Environment, who found, among other things, that the relationship between
human rights and the environment requires greater conceptual clarity, for this is a price to pay. The
European Court of Human Rights in environmental rights proceedings plays an important role (Knox, &
Pejan (Eds.), 2018).

Environmental protection and general human rights are linked in two main ways: one requires
some level of environmental protection as a prerequisite for protecting the integrity of people, and the
other protects the cultural connection between individuals, groups, and their environment (Le, 2020).

Research Problem

The problem of this study is that environmental problems, particularly pollution and climate
change, are linked to economic, social, and cultural rights, including the rights to health and water.
Procedural rights, such as the right to assemble, the right to expression, and the right to information, are
critical to protecting the environment. Many constitutions and a number of regional human rights
frameworks include a separate right to an adequate and healthy environment, noting the inextricable
link between human rights and the environment. In the last few decades, human rights advocates have
increasingly challenged actions that result in environmental harm and treated it as human rights
violation before national and international courts or commissions. The Human Rights Court protects
human rights to the environment.

Research Focus

Environmental rights, such as the right to a healthy environment and rights to nature, play an
increasingly important role in global environmental governance and protection, often failing to respond
to the articulation of fundamental experiences of injustice by communities, especially those affected by
severe environmental degradation caused, for example, by the type of activity or the construction of
major infrastructure projects.

Research Aim and Research Questions

The purpose of the study is to guide and inspire a systematic exploration of how society is
preparing for accelerated climate change and the transformation of the earth's system, to provide
answers to questions about protecting citizens' environmental rights, and to make sense of how
environmental protection and general rights are interrelated.

Research Methodology
General Background

The basic methodological assumption in ecology is empiricism. In the philosophy of science, the
empirical approach to research has been formulated in the so-called standard concept of theory building
and verification. The fundamental idea of the standard concept of ecological human rights is that
scientific theories are systems with empirical meaning or content, that is, they are able to describe,
explain or foresee the observable behavior of their objects. This means that the statements of a theory
are interpreted as describing or conforming to universal patterns of observed object behavior. In
addition to these basic statements, theories consist of auxiliary statements necessary to derive empirical
implications. Central among the auxiliary statements are the so-called operational definitions or
correspondence rules, which, by linking theoretical concepts to observable quantities, give empirical
meaning or content to the theory. Among the general scientific methods, the study applied forecasting
and modeling, because thanks to them it is possible to consider the development of environmental
rights. Analysis (both comparative and structural) involves the classification and systematization of
basic rights to man in the environment with their transformation in the future.

Sample / Participants / Group
The study was conducted based on the analysis of scientific studies of human rights in the sphere

of regulation of environmental relations. The main focus is on the study of the case law of the European
Court of Human Rights on human rights to a safe environment.
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Instrument and Procedures
The methodological basis of the research consists of general scientific and special methods of scientific
knowledge, in particular, comparative-legal, system-structural, statistical, method of scientific analysis
and generalization, and others. Methods and techniques of scientific research are characterized by
complexity. Both general scientific and highly specialized methods were used in the work.
To achieve the results of the study a systematic approach and various scientific methods were used,
namely, the dialectical method made it possible to establish the relationship between human rights to a
safe environment and other related categories. The formal-logical method was applied when defining
the main concepts and categories that make up the content of the study; the method of system-structural
analysis was applied when determining the place of environmental human rights in the system of
general rights. At the research of the case-law practice the comparative-legal method was mainly
applied.
Data Analysis

These studies were developed using additional doctrinal methods of scientific knowledge. The
study analyzed key information about the state of the environment and its impact on humans. It was
learned that environmental pollution leads to the violation of the fundamental rights to a safe
environment. The analysis was conducted on a specific type of environmental measures - the regulation
of permissible production technologies and taxes that increase the costs of production in the sectors of
trade goods.

Research Results

Environmental law is inextricably linked to the environment. In turn, the term “environment”
permeates scientific, political, and media discourses, but remains obscure (Dupuy & Vifiuales, 2018).
The term “environment” can be characterized on a scientific level, or more precisely, through the lens
of ecology.
The challenges facing international environmental law have played an important role in shaping not
only its organizational features but also the processes by which environmental norms are created. The
complex array of different state interests, the need to institutionalize environmental negotiations or the
significant role played by non-state actors in the development and implementation of environmental
norms - these have influenced the sources of international environmental law. However, this impact
cannot be understood without also considering an additional challenge that has a much stronger impact
on environmental regulation than any other branch of international law, namely the need to cope with
scientific and technological advances (Dupuy. & Vifiuales, 2018).
Governments around the world prioritize human health and well-being. Local, state, regional, and
international government agencies put health at the top of the political agenda. Human health crises,
along with economic and security issues, dominate domestic and international legal debates. For more
than six decades, the international community has recognized the human right to health in international
human rights law. The United Nations (UN) General Declaration of Human Rights, adopted in 1948,
declares that everyone has the right to an adequate standard of living, including food, clothing, housing
necessary for the health and well-being of himself, his family, and medical care. The Constitution of the
World Health Organization (WHO) affirms that the enjoyment of the highest attainable standard of
health is a fundamental right of every human being (Carlarne & Depledge, 2019).
International law defines legitimate human rights to protect human health and life. However, it provides
no formal mechanism for recognizing a direct or indirect link between environmental quality and
human health, despite the general recognition that human health is directly related to the quality of
surrounding ecosystems, such as water quality, air quality. , sanitation, agricultural productivity, and
control of chemicals and toxic substances (Carlarne & Depledge, 2019)
However, the human right to health continues to be divorced from explicit recognition of human-
ecosystem interactions, raising concerns about the deficit of this right (Carlarne & Depledge, 2019).
Climate change exacerbates existing health crises and adds new complexities to the relationship
between environmental quality and human health. This also shows the need for a more detailed
examination and disclosure of the concept of environmental quality. The term “environmental quality”
includes the notion of threats to the environment and by extension to human health-from pollutants,
radiation, and infectious agents, but does not take into account the less obvious but equally important
losses of ecosystem services that result from ecosystem degradation. The loss of ecosystem services,
including the loss of aesthetic value, which turns out to be important to psychological and physical well-
being. Using this more inclusive definition of environmental quality reveals further connections
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between environmental quality and human health in the context of climate change (Carlarne &
Depledge, 2019).

Human rights are limited, and they are dictated by resource constraints and local priorities. The
right to health is widely considered at the population level, and health resources cannot be
misappropriated for personal gain. Rights become tangible only when the party concerned accepts the
role of duty-bearer and recognizes the obligation to respect, protect and fulfill recognized rights. Fiscal
pressures dominate decisions about the amount of content of rights, but other factors, particularly
community expectations, entrenched attitudes, and sectoral dominance in the health care system, can
strongly influence resource allocation choices (Jean, Kruger, & Lok, 2021).

The UN Human Rights Committee has adopted various general comments related to the
environment and sustainable development, including General Comments 14 and 15 interpreting Articles
11 and 12 of the International Covenant on Economic, Social and Cultural Rights as including access to
sufficient, safe, and affordable water for domestic use; the prevention and reduction of exposure to
harmful substances, including radiation and chemicals, or other harmful environmental conditions that
directly or indirectly affect human health. These are useful and important interpretations that have also
had some impact on related areas of international law. For example, Article 10 of the UN Watercourses
Convention, which gives priority to vital human needs in the allocation of scarce water resources. The
commentary of the UN 6th Committee to the Watercourses Convention indicates that, in determining
vital human needs, special attention should be given to providing sufficient water to sustain human life,
including both drinking water and water necessary for food production in order to prevent starvation.
(Morris & M.-Christiane Bourloyannis-Vrailas, 1997).

From this perspective, existing economic and social rights help guarantee some of the
indispensable attributes of a decent environment.

But not all environmental rights are contained in core human rights treaties. The most obvious
example is the UNECE's Aarhus Convention on Access to Information, Public Participation in Decision-
Making, and Access to Justice in Environmental Matters. The preamble not only recalls Principle 1 of the
Stockholm Declaration and recognizes that adequate protection of the environment is essential to
human well-being and to the exercise of fundamental human rights, including the right to life itself, but
also affirms that everyone has the right to live in an environment that is consistent with his health and
well-being, as well as the duty, both individually and in association with others, to protect and improve
the environment for the benefit of present and future generations (United Nations, 2001).

In the legal sphere, there are mechanisms or legislative instruments that can lead to the
imposition of such “harsh” (and costly) regulatory restrictions on production processes that are harmful
to the environment, which in turn violate human rights. The REACH (Registration, Evaluation,
Authorisation, and restriction of Chemicals) regulation, which bans certain chemicals that can be
produced or used in manufacturing, is one such example (Commission Regulation 1907/2006/EC of
Dec. 18, 2006, Concerning the Registration, Evaluation, Authorisation and Restriction of Chemicals,
Establishing a European Chemicals Agency, as cited in McDougall, 2021).

Mention must also be made of the EU Environmental Liability Directive, which ostensibly obliges
member states to impose obligations to remedy damage to economic entities that cause such damage
during their productive activities. Another example is the Industrial Emissions Directive (IED), which
applies to production in excess of regulatory limits in the energy industry, metal production and
processing, mineral industry, chemical industry, waste management, and other activities, including
industrial paper or cardboard production and intensive poultry or pig farming. Under the IED, member
states are required to issue permits that set conditions and limits on emissions of certain specified
Control) pollutants, as listed in McDougall, 2021).

Human rights and the environment are inextricably linked: a safe, clean, healthy, and permanent
environment is essential for the exercise of human rights, while a polluted, dangerous, and otherwise
unhealthy environment potentially violates established human rights. These rights are inextricably
linked to environmental principles (Figure 1):

Figure 1
Environmental principles
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The European system of human rights protection has recently been used by international
organizations and society to solve environmental problems.

The right to a healthy environment (in various forms) is now explicitly provided for in regional
human rights and environmental instruments, as well as in the domestic constitutions of countries.

Despite the absence of any reference to the environment in the European Convention on Human
Rights, the European Court of Human Rights has still been able to identify a detailed and extensive body
of case law on human rights to a safe environment.

Thus, as early as 1991, the European Court of Human Rights in the Fredin case emphasized that
environmental protection was becoming increasingly important in modern society (Pedersen, 2018).

This pointis not in doubt now, so much so that in the recent case Dubetska and others v. Ukraine,
the Ukrainian government did not deny that it had an obligation to address environmental problems
under the Convention (Dubetska and others v. Ukraine, No. 30499/03 (European Court of Human
Rights, 2011), p. 95. as cited in Pedersen, 2018).

The Court's case law is now expanding on industrial pollution, noise, natural disasters, and
flooding. Importantly, liability under the European Convention on Human Rights can now be triggered
by the existence of a risk of harm, as opposed to applying the Convention to cases involving the award
of pecuniary damages.

The Court is much more likely to rule against a state if the respondent state has not somehow
implemented, applied, or complied with its own domestic environmental standards and regulations. The
court is more likely to uphold an environmental claim based on a rule of law type argument (Pedersen,
2018).

The European Court of Human Rights has increasingly sought to emphasize that its jurisdiction
is that of an international court as opposed to a domestic court hearing the full case. Thus, the Court has
made clear that by invoking its independent doctrine of discretion when it comes to environmental
decision-making, treaty states enjoy a wide degree of discretion, so the Court's jurisdiction is primarily
one of oversight (Pedersen, 2018).

The subject matter of the European Court of Human Rights may not necessarily be pecuniary
damages if environmental human rights have been violated, but also situations in which there is a risk
of such damages. One notable example is the case of Branduche v. Romania, where the applicant
complained of the risks he had been exposed to as aresult of being imprisoned in a prison near a landfill
site. Although he was not physically injured, the Court held that the applicant was entitled to information
that would enable him to assess the specific environmental risks associated with the landfill (Branduse
v. Romania, No. 6586/03 (European Court of Human Rights, 2009), as cited in Pedersen, 2018).

In the following cases, notably Tatar v. Romania, the Court held that if individuals are exposed
to material risks (pollution or natural hazards), the government in charge must introduce regulatory
initiatives governing the licensing, launching, operation, and control of dangerous activities, including
appropriate public inquiries and studies to enable the public to assess the risks and consequences

8



associated with the activities in question (Tatar v. Romania, p. 88, as cited in Pedersen, 2018)

No one is preventing the European Court of Human Rights from developing its case law on the
regulation of environmental rights. It can be argued that the absence of a clear and specific right to a
healthy environment in international law has a negative impact on the jurisprudential development of
such a right. It seems that international courts and tribunals have so far contributed significantly more
to the development of the environmental rights agenda than international treaty organizations since
there is little likelihood that a right to a healthy environment will be adopted in a global agreement. It is
useful to analyze what impact such a right might have on the European Court of Justice and its case law
on environmental rights.

A possible practical analysis can be obtained by examining how the Court has so far interacted
with international law in general and international environmental law. From this, it quickly and
unexpectedly becomes apparent that the Court does rely on international law when interpreting the
Convention. Thus, in Loizid v. Turkey, the Court held that the Convention must be interpreted in light of
the rules of interpretation, that is, as the Vienna Convention on the Law of Treaties, and that this includes
any relevant rules of international law applicable as between the parties. Moreover, when it comes to
specific sets of the Court's jurisprudence, there is evidence to show that the Court is particularly keen to
use international law as a basis for interpretation. (Loizidou v. Turkey, No. 15318/89 (European Court of
Human Rights, 1996), p. 43, as cited in Pedersen, 2018).

Discussion

Carlarne and Depledge (2019) point out that the projected effects of climate change on human
health call into question the difference between the human right to health and the offer of an
internationally recognized human right to a healthy environment. They note that the relationship
between climate change and support for human health is increasingly recognized by prominent
international organizations such as the WHO, which states that the sustainable health of any population
over time requires a stable and productive natural environment that yields guaranteed food and fresh
water supplies, has a relatively constant climate in which climate-sensitive physical and biological
systems do not change for the worse and preserves biodiversity. A stable and equitable social
environment (i.e., “social capital”) is also fundamentally important for public health.

It should be noted that WHO is not the only international organization looking at the links
between climate change and threats and entrenched human rights, in particular the human right to
health. The link between climate change and human rights often becomes the basis for legal challenges
in the international arena (Carlarne and Depledge, 2019).

Human rights are principles that define personal freedoms and rights (United Nations General
Assembly. Universal Declaration of Human Rights. Geneva, Switzerland: United Nations, 1948, as cited
in Jean et al., 2021).

The Universal Declaration of Human Rights is a modern statement on human rights developed
by the UN in an attempt to achieve global agreement on a set of standards defining acceptable
relationships between citizens and the state. 1948, as cited in Jean et al., 2021).

Rights generally fall into two categories. Civil and political rights concerning freedoms, including
respect for the right to life, protection from abuse of state power, and respect for individual liberty. And
economic, social, and cultural rights concerning rights, including the basic requirements for a decent life.
Economic, social, and cultural rights, based on equality and inclusiveness, require that the needs of all
members of society be met. This group of rights includes the right to shelter, clean water, sanitation, and
food requirements (Jean et al., 2021).

[t should be noted that the right to health is a social right. Human rights are given legal protection
in international law through agreements developed by the UN.

The main agreements are the International Covenant on Civil and Political Rights and the
International Covenant on Economic Social and Cultural Rights. Civil and political rights are subject to
immediate implementation, while economic social, and cultural rights are subject to progressive
realization with available resources. Rights do not exist in isolation and are interrelated and inalienable.
For example, the right to health (social right) is essential to the realization of the right to live in dignity
(civil right) (Jean et al., 2021).

Ratification of a UN human rights treaty gives governments the power to guarantee the
recognition of rights. Signatories are required to incorporate the UN agreements into national law. Some
countries incorporate a comprehensive bill of rights into national constitutions; others either have legal
frameworks that automatically apply international agreements in national law or enact legislation
reflecting UN agreements. Countries may make declarations about how the articles will be interpreted
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locally and write reservations about the content of the rights. In addition, not all countries that have
ratified UN agreements have fully incorporated UN human rights into national law. The UN is unable to
enforce domestic human rights law, and the lack of norms in national law weakens the obligation of
governments to establish policies and regulations to oversee the protection of rights (Jean et al., 2021).
Land rights encourage long-term investment in land. This applies to communities, households,
and individuals. Communities with protected rights to their common property will manage them
sustainably, such as by planting and protecting trees or limiting grazing, which will help preserve the
earth. A new special report by the Intergovernmental Panel on Climate Change and Land states that
unprotected tenure and limited government recognition of customary land rights can lead to increased
vulnerability and reduced ability to adapt to climate change, but also recognizes that customary tenure
can provide both security and flexibility in responding to climate change. Numerous studies have shown
that women and men with more secure farm ownership are more likely to invest in sustainable land
management practices, such as planting trees or terraces and checking levees to preserve soil and
control water. Studies in Nigeria and Uganda have shown that freehold landowners are more likely to
adopt practices such as agroforestry than landowners with less secure tenure systems. However, tenure
security is not only determined by formal land title, it also depends on landowners' perceptions.
Research has shown that farmers who hold land under traditional tenure may perceive the security of
tenure and invest as much as those who hold land under formal freehold tenure (Voices, 2019).

By often forging productive alliances with environmental organizations, indigenous
communities have helped spread the debate about the need for both social and environmental justice.
The latter has generated discussion about the potential for establishing legal rights to nature, and this
has often focused on rivers and their welfare. The concept has long historical roots. In 1993, in the Great
Apes Project, initiated by philosophers Paola Cavalieri and Peter Singer, taking as their model the 1948
UN Declaration of Human Rights, they argued that “inhuman hominids” should enjoy the right to life,
liberty, not succumbing. Their work convinced the governments of Spain, Britain, and New Zealand to
ban scientific experiments on “superior” primates, laid the foundations for the modern animal rights
movement, and highlighted the increasingly urgent need to protect inhuman creatures and ecosystems
(Strang, 2020).

By setting only limits on human activities, conventional environmental laws can legalize rather
than prevent environmental harm. The literature on environmental impact assessment shows that
despite decades of practice, assessments rarely result in significant changes in development plans.
Concepts such as “sustainable development,” “blue economy,” and the human right to a healthy
environment ostensibly promote a more rational balance between environmental, economic, and social
factors, but have done little to change. In contrast, the Right of Nature approaches aim to develop
governance systems that preserve ecological integrity and prevent ecosystem disruption. From a Rights
of Nature perspective, legal systems should recognize nature as a subject bearing rights, not as an object
owned and controlled by humans. Although the motivation, scope, and modality of laws and approaches
regarding rights to nature vary considerably, they all share one basic premise: nature has inalienable
rights to exist, develop, and perform ecological functions. Thus, the rights-of-nature approach provides
an alternative philosophical starting point, basing governance on the assumption that the rights of the
living world must be respected and that human activities must be managed in such a way as to prevent
the destruction of nature. Rights to nature are recognized in legal provisions at both the national and
subnational levels. Such laws are diverse, often reflecting local cultural traditions and varying in scope.
Most recognize that people are an integral part of nature with a shared responsibility to respect and
protect natural systems. They have included a number of innovative implementation mechanisms that
seek to give nature a voice and ensure community participation in decision-making in order to respect
cultural connections, maintain public welfare, and protect ecological integrity. Rights of nature have also
been discussed at regional and global levels. Since the 2009 UN General Assembly (UNGA) resolution,
annual reports on Harmony with Nature have documented the rapid growth of nature rights laws and
related initiatives. Rights of nature have also been highlighted in other UNGA resolutions, including in
conjunction with climate justice and the protection of biodiversity, access to knowledge, and economic,
social, and technological progress in harmony with nature. A draft Universal Declaration of the Rights of
Nature was created by hundreds of civil society organizations in 2010 to strengthen human
responsibilities to nature and society's shared vision of global challenges, such as climate change
(Harden-Davies, Harriet & Humphries, Fran & Maloney, Michelle & Wright, Glen & Gjerde, Kristina &
Vierros, Marjo, 2020).
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Conclusions and Implications

The links between environmental quality and human rights are many and varied. The quality of
the natural environment affects the ability of governments to uphold numerous established human
rights, including the rights to health, life, liberty, personal security, an adequate standard of living,
livelihood, culture, access to information, and freedom of information. All of these rights can be violated
by normal environmental changes or climate changes.
The language of rights and the notion of environmental rights seem at first to be exclusive to theoretical
legal discourse, but the legal connection between the environment and human rights, such as the human
right to health, raises broad questions about the responsibilities not only of lawyers and politicians but
also of scientists to identify the links between environmental change and human health, to communicate
these connections and to determine the appropriate role of scientists in helping politicians to form
sound, general policy.
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Abstract: The relevance of the study lies in the fact that the Internet and various information and
communication technologies have become an everyday element of human life, which opens the Internet
services market to the possibility of access to a large group of potential consumers. The purpose of the
study is to analyze factors and factors of a social and economic nature that influence the formation of
the Internet services market and shape the trends of its further development in the future. To achieve
the goal, the task of the study is to identify problems that hinder this process and ensure the effective
activity of manufacturers and implementers of Internet services, and compliance with the conditions of
fair competition between them. When conducting the research, general and special methods of
scientific knowledge were used: analysis and synthesis; induction and deduction; generalization;
modeling and forecasting. The result of the research is the conclusion that the advantages of the
Internet services market, which should be optimally used in shaping it for the future, can be determined
by the permanence of information about them, the unlimited placement of it, the effectiveness of using
advertising, the convenience of evaluating its effectiveness, promptness and communication with the
consumer internet services online. The conclusions of the research are that to create an effective
infrastructure of the Internet services market, it is necessary to solve the problems that exist at the
current stage: the application of effective management solutions by enterprises that provide them; the
use of a client-oriented and problem-oriented approach to meeting the needs of consumers; creation of
conditions of fair competition for all manufacturers and implementers of Internet services; protection
of personal data of their consumers.

Keywords: services provided on the Internet; information and communication technologies;
marketing approach; economic efficiency; supply and demand.

Introduction

With the development of innovative information and communication technologies, the market for
Internet services is booming, which allows for effective advertising and marketing activities in any
business area. In addition to the formation of the digital society of the XXI century, the market of Internet
services is influenced by various social and political factors, in particular, the spread of coronavirus
disease in the world in 2020-2021, which entailed a large-scale economic crisis in many countries,
prompting managers and business owners to actively seek effective crisis solutions to overcome and
reduce the negative effects already caused by the pandemic, and prevent and develop preventive
measures against such harmful phases

The mentioned challenges of the modern world for business increase the risks for business if
ineffective or false management decisions are made. One of the tools to solve this problem is the
development and implementation of competitive strategies through the use of information and
communication technologies and the market of Internet services. At the same time, these ways of
improving the efficiency of enterprises will be effective only if they are constantly developing and
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improving, rapidly adapting to the rapidly changing modern world of new socio-economic and political
realities of life.

In addition, a customer-oriented approach in the business of providing a variety of services is a
flexible solution to ensure that consumers meet their needs and make the very process of consumption
of services comfortable. However, with regard to the market of Internet services, this approach is not
universal, because there remains a need to introduce new services, to effectively sell existing services,
as well as to improve the efficiency and quality of the Internet services provided.

According to the above, it is necessary to make a theoretical understanding of the current state of
formation of the market of Internet services, the problems arising in its activities on this path, as well as
developing practical recommendations for their avoidance in the future. It should also be noted that
“although these elements have been discussed in the literature, there is a lack of empirical evidence on
their respective relevance” (Shala et al.,, 2020). Therefore, further research in a particular area is
relevant.

Research Methodology

When conducting research, we used general comprehensive and theoretical methods of scientific
knowledge: abstraction; analysis and synthesis; induction and deduction; modeling; as well as special
methods: hypothetical-deductive; prediction.

Research Results

The market of Internet services of the future, according to the tendencies of its formation at the
present stage, can be classified according to different characteristics, among which it is necessary to
note: the nature of the services themselves; the relationship with the consumer of services; adaptation
of a particular service to the buyer; the nature of demand and supply to the buyer; the place of service
delivery and other important factors. Common to all types of Internet services, in particular, those for
which marketing strategies are used is the focus on fashion trends that exist in society, affecting
consumer demand. In such conditions, it is necessary not only to meet consumers' needs but also to
provide high-quality services, high efficiency of their sales for the enterprise itself, as well as economic
efficiency for a certain country as a whole. For the effective formation and development of the market
of Internet services for the future, it is important to use a client-oriented or problem-oriented approach,
depending on the characteristics and characteristics of a particular service. The use of the latter is
advisable in cases where it is the implementation of high-tech Internet services, as well as to ensure the
promotion of new types in the process of their implementation to cover new segments and develop
other sectors of the economy of a particular country. It is also necessary to take into account the fact
that lower-cost Internet services sell much better in both domestic and domestic markets. Differences
in the speed of delivery, manageability, and availability of various communications and marketing
channels, the use of the Internet has significant advantages for large national corporations and small
and medium-sized businesses selling Internet services. Through the use of the Internet, significant
changes are occurring in the work of intermediaries in the provision of such services, particularly
international agreements. Through the use of information and communication technologies, the
consumers of Internet services and their producers can be directly connected to each other, respectively,
and the expediency of using an intermediary is significantly reduced. In addition, the use of the Internet
gives their consumers access to a wide range, the ability to buy Internet services on the world market at
lower prices, which directly affects the formation of stocks and the reduction of funds for their purchase.

Important for the formation and development of the infrastructure of Internet services is the
importance of confidentiality, preservation, and protection of both the personal information of
consumers to avoid violations of their personal non-property rights, and their own information, which
may contain trade secrets of the company that produces or sells Internet services and become available
for use by unscrupulous competitors because of the vulnerability of the Internet. This issue is
particularly relevant for “electronic markets”, with agreements concluded through the Internet, the sale
of goods through auctions and exchanges. The advantage of electronic auctions is that they can last for
quite a long time, provided that the participants are far away from each other. Electronic auctions, as a
component of the market of Internet services, has its own peculiarity, which is that the average selling
price of goods or services on the national markets is higher than on the regional markets due to a large
number of participants.

The results of the transition of the service market from the offline mode to functioning on the
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Internet and with the use of innovative information and communication technologies should be the
following:
1. reducing the cost of budgets spent on traditional ways to promote services in the market of those

businesses that produce or sell Internet services;

2. increasing the level of openness, direct interaction with potential customers; increasing the
effectiveness of feedback from potential consumers;

3. the possibility of reputational management and the creation of a positive image of businesses that
produce or sell Internet services;

4. increasing sales in the market of Internet services by attracting a new target audience of their
potential customers.

Also, in the formation of the infrastructure of the market of Internet services for the future, it is
necessary to perceive the chosen direction of the enterprise producing or selling Internet services, not
as a process of making a profit, but as a process of activity, such functioning, aimed at providing market
quality services, in which it involves meeting the needs of consumers of these services and solving
significant socio-economic problems. It is the indicated approach to the market of Internet services
provided at the present stage, will make them a special economic category such type of business activity,
which is aimed at obtaining a positive effect for all participants: producers, implementers, consumers,
as well as to increase the rating and quality of these services for them. During the development of an
assortment of Internet services and the formation of the market of their realization, it is necessary to be
guided by the whole complex of the interconnected problems which should be solved for the consumer
when ordering at least one of the basic services which its realizer is ready to provide. It will allow
accentuating possibilities of the enterprise, which realizes the Internet services, to solve a problem
professionally and qualitatively, it will open an additional possibility to get profit by granting of the
allied Internet services.

With fierce competition between producers of Internet services in their development, both basic
and related services, it is necessary to emphasize the peculiarities of providing these services to this
particular enterprise, and clearly identify the advantages over competitors. The specifics of each
highlighted advantage should be aimed at solving specific problems of the consumer or contribute to
such a solution. This can be a successful justification, why this or that service is necessary (for example,
only it completes the cycle of several services and allows to achieve the ultimate goal), an indication that
this particular service is provided by the enterprise on a more favorable terms in comparison with
competitors.

To form an effective market for the future, each Internet service should not only be a process of
meeting a specific need of this or that consumer (sometimes such needs are obvious and can be solved
with a number of other services), but also, as a way to solve any problem of the consumer, most often
all known, but not associated with this type of services, as a solution to this problem. Thus, to explain to
the consumer the advantage of Internet services, why he should spend a certain amount of money to
solve a problem, which should satisfy a need that previously could be satisfied by more affordable types
of services, it is necessary to identify the main problem, to solve which in general a new type of services
emerged, such that are produced and implemented using the Internet and using the latest information
and communication technologies.

Discussion

At the present stage, the number of businesses that sell Internet services is growing rapidly, the
market for them is booming but unevenly formed and developed in different countries around the world.
The difficulty of variation here is not only because such professional people may be exposed to different
roles and be able to facilitate their employment in different measures, but also with regard to the relative
importance of good things in any country (Beecham et al., 201). The functions carried out by a particular
enterprise in selling internet services can be classified into four main groups, similar to marketing
functions: informational, sales, communication (promotion functions), and managerial. Thanks to the
marketing functions realized by means of various WEB platforms and virtual marketing places for the
realization of the Internet services, there has been a sharp increase in the use of the Internet in this
market. In fact, it is a peculiar means of communication on various operations in the delineated sphere,
despite the fact that it is carried out on a limited number of commodity transactions.
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First of all, the said factor depends on the information about the goods that can be presented
electronically; on the rules of trading via the Internet in force at a certain stage; on the security of the
transactions themselves, and on the bandwidth of the Internet.

In addition, the customer-oriented approach in business, which is widespread in the provision
of services, is not always applicable to those that are implemented through the Internet. For example,
given the specifics of information services, it should be noted that some of them by their nature cannot
be focused on the client, the consumer of services (for example, the development of complex software
systems). In this case, exclusively “perceived usefulness, satisfaction, and CA (cognitive absorption)” will
not be sufficient for effective implementation, which is also confirmed by scientific research, for
example, regarding the factors influencing the demand of mobile service consumers (Jumaan, Hashim,
& Al-Ghazali, 2020).

High-tech services involve the expertise of specialists with relevant competencies and
knowledge, who must solve a specific problem for the client, provide effective practical advice, and make
the solution of the issue optimal. Of course, the task is usually provided by the client, but it should be
noted that it exists in a general formulation, and the further algorithm of actions to solve a particular
problem is implemented by the performer.

The role of the consumer of Internet services in shaping its market and trends of further
development is undoubtedly important. Thus, “... user engagement behavior mediates the relationship
between the firm's actions and performance” (Zhang, Song, Qu, Xue, & Li, 2020). The importance of the
consumer and consideration of their needs in the Internet services can be explained from the point of
view that for the economy of any country in the world it is important not only to create a certain service
and sell it, not only to form but also to develop the market in which it is sold, which, in turn, will increase
the welfare of the whole society. Most Internet services provided at the present stage, thanks to the
marketing approach, are popular, fashionable, but they do not justify their main purpose - do not
contribute to the development of a particular area of business and do not qualitatively satisfy the needs
of the consumer.

Simultaneously with the growth of consumer demands regarding the quality and range of
Internet services provided, competition between their producers and implementers is growing. It is, in
fact, an external coercive force, which forces business representatives in this sphere to increase labor
productivity, to carry out innovation and investment activities, and to increase capitalization. The
consequence of this process is the expulsion from the market of Internet services of less effective
businesses. No less important is the issue of preserving and protecting the personal data of consumers
of Internet services. “Digital firms attract consumers and collect their data by offering service
enhancements and data security” (Lam & Lyons, 2020). In addition, the openness and accessibility of the
Internet make producers and sellers of Internet services vulnerable to unscrupulous competitors in the
area outlined. Also, when selling Internet services their sellers must comply with the principle of net
neutrality, “net neutrality is the principle of equal treatment of all data packages sent over the internet,
irrespectively of their content, origin, destination, and type of equipment used to access it” (Gautier &
Somogyi, 2020).

Conclusions and Implications

When forming the market of Internet services for the future, the following factors should be
taken into account:
1. the role of the consumer of such services in this process is important, but not in all cases the client-
oriented approach in business is justified. The problem-oriented approach is appropriate in the case of
Internet services that require highly professional knowledge of their executors;

2. the level of competition among producers and implementers of such services is constantly growing.
However, the involvement of intermediaries in the future may be more effective, since their work is not
the physical distribution of goods, but the analysis, comparison, and dissemination of large amounts of
information about consumers and their demand for Internet services;

3. promotion of new services and effective sale of existing services is effective with the use of Internet
advertising. It is available to consumers with no contact restrictions, and has unlimited, except for
prohibitions established by the relevant laws, regarding information about Internet services provided;
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4. the use of the infrastructure of the market of Internet services provides for the organization of
effective feedback from consumers, as well as ensuring promptness in carrying out this type of business
activity, due to the available possibility to quickly update the information about the Internet services
provided.
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Abstract: The relevance of the study lies in the fact that at the current stage, the protection of the
rights of consumers in the field of advertising, as well as its producers during its production,
implementation and distribution, is important to ensure the full functioning of civil circulation in the
defined area. The primary task is the development of an effective method of protecting consumer rights
in the field of advertising, which should be based on theoretical developments and studies, which will
allow choosing the most optimal and effective option for practical application. The purpose of the study
was to study the trends in the functioning of the advertising sphere at the current stage. In accordance
with the specified goal, the task of the research is to study the peculiarities of the interaction of subjects
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with each other and the main elements of the advertising sphere, as well as the development of
proposals for ways to improve and increase the quality and efficiency of advertising implementation
and its consumption by consumers. Research methods: general and special methods of cognition, in
particular, analysis of the scientific and information base, synthesis of the obtained data into theoretical
conclusions and practical recommendations. Results and conclusions of the research: it is predicted that
in order to improve the quality of advertising itself and prevent violations of consumer rights in this
area, it is necessary to legislate provisions on the interpretation of the concept of “documentary
confirmation” regarding the appropriateness or inappropriateness of advertising, as well as to
strengthen the responsibility of all sub entities implementing their activities in the field of advertising
to consumers. The results can be used in further scientific research and in the development of
methodological recommendations for increasing the effectiveness of consumer rights protection
mechanisms in the field of advertising.

Keywords: advertising services, inappropriate advertising, competition.

Introduction

The legal definition of advertising implies that it is information about the placed (distributed)
object of advertising in any form by any means, aimed at attracting attention to the object of advertising,
formation or maintenance of interest regarding it, and (or) its promotion in the market. The object of
advertising may be products, goods, work or service, a natural or legal person, rights, legally protected
interests or obligations of legal entities or individuals, production facility, commercial facility, another
service facility, means of individualization of participants in civil circulation, goods, results of
intellectual activity, contests, lotteries, games and other game events, advertising, and other events,
betting, phenomena (events) of social nature.

Research Problem

Advertising is part of our daily lives, but it can contain errors that qualify it as improper
advertising and violate consumers' rights. Inappropriate advertising can be defined as inaccurate,
unfair, unethical, hidden advertising.

Research Focus

In proving improper advertising, it is not necessary to refer to the fact of occurrence of negative
consequences. It is enough that false or misleading information was capable of violating the legitimate
interests of consumers in the field of advertising. Since their subjective composition does not matter, it
is important to focus scientific research on the factors that entail the appearance of improper advertising
and its consequences for consumers.

Research Aim and Research Questions

The purpose of the study is to analyze the state of consumer protection at the present stage, taking
into account the trends in the development of the whole sphere.

Research Methodology

To achieve the goals and objectives of the study were used general and special methods of
scientific knowledge: analysis and synthesis, dialectical, induction and deduction, as well as methods of
prediction and modeling.

Research Results

Advertising has a firm place in the system of civil law relations, especially in the entrepreneurial
aspect of economic activity. In order for any goods (services) to be sold to consumers in the greatest
number, it is necessary to announce them, i.e., to use advertising services. In other words, a natural or
legal person wishing to arouse consumers' interest in themselves, or their products should contact an
advertising agency.

The advertising agency is an advertising producer, it concludes a contract with the advertiser for
the provision of advertising services, which, in addition to the terms of the subject and term of the
contract, provides for the payment of advertising services by the advertiser. If the advertiser is not at
the same time an advertisement distributor, the price of the contract shall include payment for the
services of advertisement distributors (couriers, mass media, owners of vehicles, owners of road
billboards, buildings, structures, etc.). Then the advertiser proves the advertisement to consumers in
the advertiser's chosen way.

Of course, advertising services are expensive and inaccessible to small legal entities and individual
entrepreneurs, and the goods, works, services they produce are not delivered by advertising to
consumers. Large companies become monopolists in their activities, forcing out of the market those that

17



produce no less quality products, but cannot make themselves known through expensive advertising.

In addition, in order to prevent violations of consumer rights in advertising in the future, it is
important to eliminate other negative factors that cause at the present stage. The main violation of
consumer rights is unfair advertising, by which we mean one that uses words that create an impression
of preference for goods over other goods if they cannot be documented. Examples are slogans: “the best
quality goods”, “the best products”, “you will not find a better product”. It is possible to distinguish as an
error the use of such words that create the impression of preference for goods over other goods just by
the price. In this case, the wording will be: “our prices are the lowest”, “the best price”, but there is no
documented confirmation, which is a violation not only of the legislation on advertising, but also of anti-
monopoly activity and anti-competitive development.

The legislation on counteraction to monopolistic activity and development of competition
establishes the prohibition of unfair competition by improper comparison of a business entity and (or)
its goods with a competitor and (or) its goods. The wording “our goods” are unmatched even by such
companies as “A” and “B” is also incorrect since it will be regarded as a comparison of advertised goods
with goods of other sellers of similar goods. A more correct wording, in this case, would be “our product
has many advantages...” and list the advantages of the product, without comparing it with the products
of other sellers. Advertising cannot contain the words “gift”, “free of charge” or other words that give
the impression of providing a service (performance of work) for free if the provision of such a service
(performance of such work) involves its payment.

Such violations will not only violate the law on advertising, but also on the protection of consumer
rights, and can be qualified as deception of consumers, misleading them through the intentional
introduction of an error regarding the cost of goods, works, services in advertising. For example, the
advertisement notes: “buy one product, get another as a gift”. However, when buying it turns out that
the second product is offered not for free, but for a fee. Even if such a product provides a symbolic
payment, for example, for 1 kopeck, such advertising can be considered unethical and, therefore,
inappropriate.

Discussion

“More recently in-store advertising through mobile devices has continued to become more
prominent and consequently has created new options for how retailers communicate with customers”
(Yang, Carlson, & Chen, 2020). In addition, “as consumer demands change rapidly and science and
technology continuously develop, the competition among firms is becoming fiercer, particularly in the
consumer electronics (e.g., mobile phones, personal computer) industry” (He, Wang, Guo, & Xu, 2019).
Indeed, with the development of information and communication technologies, the field of advertising
has expanded its sphere of influence on consumers. First of all, it is an active promotion of advertising
services through the Internet, as well as the active use of social networks. Inadequate legal regulation of
consumer protection in this area, typical for post-Soviet countries, makes them vulnerable when it
comes to inappropriate advertising that contains elements of deception or fraud.

“Nowadays, supply chain management is necessary to company success” (Malekian & Rasti-
Barzoki, 2019). In the conditions of globalization, preservation of interests of national producers, and
intensification of international relations, it is possible for an enterprise to achieve economic success only
by implementing a strategy of advertising and promoting its own goods, services and works. In this case,
we are talking about unequal conditions for all representatives of business, because smaller enterprises,
institutions, and organizations are not always able to pay for quality advertising services. Thus, there is
a situation where, with equal quality, there are unequal opportunities to provide information to
consumers, thus violating their rights.

At the same time with this, “the five most common point-of-purchase communication objectives
are: (a) to attract consumers’ attention and differentiate the products; (b) to remind consumers of
previous and ongoing communication actions; (c) to inform consumers about product attributes; (d) to
create an image with positive associations; and (e) to persuade consumers to make impulse buys”
(Reinares-Lara, & Martin-Santana, 2019). However, the achievement of these goals must not occur in
unfair competition between producers of goods, services, and works. It is unacceptable to allow
untruthful information about quality without documentary evidence during advertising.

“The service industry is a growing industry, and the luxury industry, in particular, is expanding
from product offerings to services” (Kim, Hyun, & Park, 2020). However, despite the fact that
competition for consumers is growing rapidly, business entities must comply not only with the rules of
fair competition, but also with moral and ethical standards regarding the final recipients of their goods,
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services, and works in the desire for maximum material and monetary gain It should be agreed with the
opinion that “with the ever-increasing competition in the service industry to gain higher market share,
firms should discover various ways not only to build relationships with customers, but also to drive
them to engage more with their marketing efforts in favor of capturing the value of customer
engagement” (Itani, El Haddad, & Kalra, 2020).

It is also unacceptable to use any kind of manipulation of consumers in advertising in order to
increase its audience and attract as many potential customers as possible, because “for example,
consumers may be particularly sensitive to interference by incongruent elements (such as humor) once
consumption has started, and if this is the case” (Soderlund, & Oikarinen, 2018). Indeed, no less
important in the aspect of consumer protection is the observance of the rights of conduct, morality, and
ethics of communication with them, because “including a failure was crucial because it tends to spark
negative emotions, which have a stronger impact on performance outcomes than positive emotions”
(Verhulst, Vermeir, Slabbinck, Lariviéere, Mauri, & Russo, 2020).

“It is an unfortunate truth that brands, retailers, and advertisers present consumers with
deceptive information” (Aghakhani, & Main, 2019). And it should be noted that this false information
contained in the advertising and disseminated to consumers may be of diverse content, such as a set of
certain goods, its technical characteristics, the range of services provided, or the terms of payment for
the performance of work.

It should also be noted that, for example, “surveys have shown that as many as 90 percent of
customers use smartphones while visiting stores” (Hogberg, Shams, & Wastlund, 2019). Thus, the circle
of subjects in the field of advertising, which are responsible to consumers on the quality of provided
goods, works, and services, are also the direct implementers. This provision confirms the need to
strengthen liability for violations of consumer rights at the legislative level, especially in post-Soviet
countries. Despite the small number of disputes arising in the protection of consumer rights in the field
of advertising, its development trends indicate further expansion of such judicial practice.

Conclusions and Implications

For the future, the most important task for consumer protection in advertising is to:

1. combating inappropriate advertising in the above area, directly related to violations of the law,
which may affect not only the law on advertising but also the rules of trade and consumer protection, as
well as violate the rights of other business entities regarding unfair competition;

2. strengthening responsibility for improper advertising and enshrining the relevant provisions
in the law, due to the fact that in the coming years with the strengthening of competition, increasing
understanding of business and society of the law will develop judicial practice on these violations;

3. the need for legislation to oblige advertisers, advertising producers, advertising distributors to
conduct a comprehensive study of legal and social phenomena: to check their advertising for compliance
not only with the legislation on advertising, trade but also for compliance with consumer protection
legislation and the absence of provisions that restrict competition and (or) violate the law on combating
monopolistic activities and development of competition;

4. the need to legislate a provision revealing the content of the concept of “documentary evidence
of the benefits of goods,” which may be the results of relevant market research, statistics, which must
be available to the advertiser at the time of placement (distribution) of advertising.
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Abstract:

The modern market of goods and services is so saturated with offers from various companies that
it is becoming increasingly difficult to attract and retain the attention of consumers. Therefore, today
marketers are searching for new tools to promote products and services, which would provide a
sustainable result and would give the opportunity to constantly receive a positive effect through the
growth of sales. Given this, the purpose of the article is to summarize approaches to understanding the
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essence, importance, and characteristics of the implementation of event-marketing in terms of economic
instability. Both general scientific and specifically scientific methods of research were used in the work.
Search engines on the analyzed problems revealed 22 scientific works for the period from 2018 to 2022.
During the analysis of scientific literature, it was found that about 10 authors focus on the peculiarities
of planning and implementation of event-marketing activities and their impact on the corporate culture
of the company. In the results of the work, it is proved that in the last decade, such tool becomes event-
marketing which is a branch of professional marketing and includes a wide spectrum of marketing
actions and the actions directed on the advancement of production or service, and also on modeling of
the behavior of target audience. 2022 was a year of challenges and economic imbalance for the world
economy. As a result, companies are operating in an unstable environment and have to adjust to rapid
changes in the external environment. Corporate events within the framework of event-marketing
become a popular and quite effective way to influence the marketing environment of the company and
allow to carry out a gradual promotion of the brand, the values of the company, and its ideas not only
for the external audience but also for the company's employees. Moreover, measures of event-marketing
can be directed not only at product promotion but also at the motivation of employees to work more
effectively, to feel themselves as a part of a team, etc. In this context, event-marketing becomes a more
attractive tool, as it will allow to quickly determine the conditions for further development of the
company and its product, as well as to create an information occasion to attract the attention of the
audience. The conclusions indicate that event-marketing is also one of the most expensive tools for
product promotion, given this objective need to measure its effectiveness and efficiency using financial
instruments. In general, comprehensive preparation of measures of event-marketing and a thorough
assessment of its effectiveness will fully determine the prospects and scenarios of the company's
behavior in the market and form the corporate culture of the company.

Keywords: event-marketing, audience, product promotion, market development, corporate
culture.

Introduction

Product promotion in today's market in conditions of uncertainty requires from marketers special
skills and consideration of a significant number of factors that can affect the effectiveness of marketing
activities. In modern conditions, event-marketing becomes a multifaceted tool that allows not only to
inform about a certain company or event but also to create an additional information occasion to attract
special attention to the product and can be considered as an element of the formation and development
of corporate culture.

Research Problem

Event-marketing is becoming the latest tool that can be combined with others to ensure the
effective formation of a positive image of the company, the formation of its corporate culture, staff
motivation, and, of course, product promotion. Given the uncertainty of the external environment and
the shortage of financial resources, evaluating the effectiveness of marketing activities, including event
marketing, is of particular relevance, and therefore there is an objective need to develop tools for
assessing its effectiveness.

Research Focus

Given the significant importance of event-marketing to promote products and create a positive
image of the company, when planning activities under this type of marketing should focus on two main
areas of research:

+ proper planning of actions within the scope of event-marketing;
+ further assessment of the effectiveness of measures implemented in the context of event-
marketing.

Research Aim and Research Questions
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The purpose of the study is the substantiation of the main directions of product promotion and
formation of the corporate culture of the company using event-marketing, as well as the development
of methodological recommendations to assess the effectiveness of measures implemented in the
framework of event-marketing.

Research Methodology
General Background

Event marketing is becoming more and more popular in recent years, although it did not emerge
long ago. It allows organizations that use it to increase the competitiveness of products, to increase
market share, to form a circle of loyal customers, and in the future, to form a circle of regular customers.

The first experience of the application of event-marketing belongs to the McDonald's company,
which connected the image of the fast food chain with Ronald McDonald's children's home and regularly
holds special events with the use of this character.

As a result of the transformation of the views of marketers on event-marketing today, several
approaches to understanding its essence have emerged:

1) itisunderstood as a type of integrated marketing communications, which is a set of activities
aimed at the promotion of the brand in the internal and/or external marketing environment through
the organization of special events;

2) it is understood as a sphere of services for the organization of special events. Events can be
organized both for promotional purposes and without such purposes.

According to these two views, event-marketing is perceived in two directions at once: as a business
and as a marketing communications tool. Supporting this two-way approach, all activities carried out in
the framework of the implementation of event-marketing can be divided into three groups, according
to the purpose of its implementation:

1. Events related to sales promotion - events for partners, customers, dealers, and distributors.
This group includes conferences, presentations, receptions, seminars, forums, and exhibitions. The
purpose of organizing such measures is to present the product, clearly demonstrating its benefits. Also,
events of this category are often held for the presentation of new services, experience exchange, search
of new strategic partners. Such events are usually rather expensive and complicated in the organization;
however, they give good results concerning prospects of product promotion and the formation of new
business connections.

2. Events related to the formation of corporate culture - corporate events (general recreation of
employees, company anniversaries, professional holidays). Corporate events provide a unique
opportunity to convey ideas directly to employees, but can also be used to create an information
occasion to remember the company in the press. In this context, it should be understood that corporate
events must be covered in the media to achieve this effect.

3. Special events to promote a product or service, in particular: festivals, awards, press events.
In general, itis a complex of activities and events that form a positive image of the organization or brand.

Consequently, event-marketing as a category has different meanings and is focused on a wide
audience, and at the same time, it is not directed on the performance of any one short-term task and is
called to solve strategic tasks in the long term. And the methodology of research of event-marketing
assumes carrying out the analysis of the process of realization of marketing actions and an estimation
of their efficiency.

Sample / Participants / Group
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Participants of research can act first of all the persons interested in carrying out actions within the
limits of event-marketing and directly carrying out their marketers. In general, it should be noted that
in the process of planning measures of event-marketing experts primarily focus on the views and
demands of the audience.

Data Analysis

In the process of research used materials on the practical application of event-marketing, which are
presented in scientific periodicals, books, online publications, etc.

Literature review

The problematics of using modern tools for the promotion of products on the market and the
formation of a positive image of the manufacturers' company requires marketers today to search for
more and more new tools, which in turn creates prerequisites for additional interest of scientists to the
problem of marketing tools in general.

In this context, it is important to pay attention to the work (Andryakov, 2019), which details the
basic approaches to the construction of marketing communications in modern conditions of uncertainty
and emphasizes that most modern companies operate exactly in conditions of uncertainty and event-
marketing will allow adapting the target audience to changes in the company.

Features of the application of marketing tools for modern business are revealed in the work
(Rangaswamy, 2020), where attention is focused on modern tools of promotion of the company and
actualized place of event-marketing among them.

The literature is also shaping a particular view that the business environment during and after the
COVID-19 pandemic presents specific marketing activities (Arvind, 2020) that should be applied and
implemented with the need to provide a distant presence for the audience.

Separate scholarly attention is paid to how event-marketing can influence real consumer behavior
(Dhaoui, 2021; Kumar, 2020; Weismueller, 2020), determining that audiences generally respond
positively to event-marketing measures, but should certainly pay attention to the cost of measures and
compare it with the expected effect of certain measures. In this context, the scientific space is also
enriched today with publications related to the problems of evaluating the effectiveness of measures of
event-marketing (Liu, 2019) and determining the financial efficiency of such measures (Shikunova,
2020). Researchers prove that timely and complete measurement of the effectiveness of
marketing activities can have a positive impact on the marketing activities of the company as a whole.

Along with the general views on the marketing aspects of modern business development, in the
literature, there are more and more publications relating specifically to event-marketing, so in this
context, it is necessary to separately identify works that specifically address various aspects of the
application of event-marketing:

+ the conceptual framework for the use of event- marketing is considered from the position of
implementation in the overall marketing strategy of the company (Norrkoping, 2020;
Rachmadhian, 2019) and in terms of the application of event-marketing not only to enrich
marketing activities but also to form or develop corporate culture (Wood, 2019);

+ the possibilities of using event-marketing for brand development and promotion
(Gunawardane, 2020), which will allow a more complete and gradual planning of events aimed
at building commitment to a particular brand in the audience;

However, despite the considerable interest in the chosen subjects, the realities of today require
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scientists to search for new approaches to the organization of activities for event- marketing and the
development of methods to evaluate its effectiveness.

Research Results

In the conditions of instability, event-marketing becomes for the companies the tool, which allows
them to declare about themselves and their products, as well as to create or support their positive image.

For the effective realization of measures of event-marketing it is necessary to follow the basic
algorithms, which allow to plan and rationally realize a complex of events. The proposed generalized
algorithm is shown in fig. 1. As can be seen from Fig. 1, for the correct application of events in the context
of event-marketing, they need thorough preparation and significant prior analysis of the needs of the
audience in order to maximize the effectiveness of these events (Akgiin, 2020).

In general, we can identify one of the most important advantages of event-marketing is the
consumer's own desire to perceive the advertisement, feel it, and feel satisfaction during the event. For
the organizers, it is a great opportunity to influence the consumer's opinion in a space oversaturated
with information. Marketers should use the principle “if you do not try - you will not know the result”,
this principle is very effective, although it may entail significant costs (Khan, 2020).

However, it should be kept in mind that organizing such events is a rather time-consuming activity
that requires creative solutions from marketers. The concept of each event must be closely related to
the idea of the brand in order to accurately hit the target audience. Creating an event is also a
combination of a large number of people around one common idea of promotion. This includes
presenters, guest celebrities, and technicians, without whom the event may not take place. No measure
is without security services. Any measure is a communication of different people, aimed at a great result
- the creation of a positive image around the brand. A well-organized event is the key to customer loyalty
and increased sales. And organization, in turn, is a complex and long-term process, depending on a large
number of factors affecting the success of both the client and the organizing company. The development
of this area should motivate specialists to invest in themselves and their potential. That's why
companies can often be focused on creating a team of specialists in event-marketing in their staff.
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Algorithm for the implementation of events within the framework of event
marketing

Create an idea, define goals and objectives. Select the name of
the event

Determine the venue, date, partners

Create a scenario plan, determine the budget of the event and
the sources of its formation, partners who will finance the
event

Work with partners, participants, sponsors, information
partners for informational preparation of the event

Inviting public figures to attract attention, preparing a script

Promotion of the event, advertising campaign, use of social
networks to inform about the event

Organization and holding of the event

Completion of the event. Evaluation of its effectiveness,
analysis of the full budget and evaluation of effectiveness

Sl

Figure 1

Algorithm of implementation and performance control of event-marketing activities
Source: compiled by the authors

In addition to understanding the algorithm for the preparation of events in the framework of
event-marketing, you should also focus on what exactly the measure will be implemented, and there are
now a large number, in particular, Table 1 presents a systematization of the event-marketing events of
the future, which can be aimed at creating a positive image of the company or the promotion of the
product.

Table 1

Systematization of event-marketing activities of the future, which can be aimed at creating a positive
image of the company or product promotion
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Group of
events

General characteristics

The result for the promotion of the brand or
the formation of the company's image

External events

Promo-events

A way of informing the consumer
about the product, its properties,
and characteristics, to induce the
potential consumer to buy at the

final stage of the sale.

Help identify potential customers and establish
live contact with them, but without focusing on
the image component

Can be timed to coincide with

Promotes the dissemination of information

Press different significant events and about the company
conferences
dates for the company.
Participation or organization of Help to find new and innovative ways to
Scientific round tables, conferences, forums, | communicate with the consumer
events symposiums, exhibitions, contests,
and awards
Recruitment Career fairs, open days Allows you to attract new personnel from the
measures and outside and find new opportunities.
training
Bonuses, incentives, charity Allows to announce the company without
. events, city festivals, parties, advertising within the framework of the events
Charitable o . .
events and competitions, shows. having the status and a certain value for the
. target audience, contributing to the social
sponsorships . . . . .
interaction with the society, supporting the
prestige of the company
Internal events
Company tour | Excursion to production or office A way of immersion into the corporate culture
premises and forming an idea of what the company does
and how the production processes are
organized
Sporting Amateur competitions in various Contribute to the development and support of
Events sports, professional competitions, | the corporate spirit in the company, team
organization of support groups, building.
friendly competitions
Entertainment | Quizzes, concerts, receptions, Influence the employees of the company on an
events creative competitions, emotional level to achieve specific results.

presentations, film festivals,
outdoor events, movie and theater
outings

Training and
skill-testing

Trainings, business-case solutions,
master-classes, educational

Control the level of professionalism and
competence, explain the goals and objectives of

events sessions, appraisals, contests the company, motivating the work as a whole.
Company Opening ceremonies of new Allow you to focus attention on your company
milestone venues, laying of the foundation and create certain associations in the audience.
events stone; visits of honored and

distinguished people, welcome and
farewell ceremonies, opening
ceremonies

Internal PR
events with an
official focus

Announcement of the results of
sociological surveys and studies,
internal job changes; proclamation
of new goals, strategies, standards;
award ceremonies for the best
employees

Contribute to the management of the corporate
reputation of the company
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1)
2)
3)

Author’s development based on: Dressler et al, 2021; Shahbaznezhad et al, 2021; Boubakri et al,
2021; Sunetal, 2020; Andersson et al, 2021).

The application of each specific event and the peculiarities of its implementation depend on the
purpose and expected result, but it is obvious that any event should have a positive impact on the
company and its image. Evaluating the effectiveness of event-marketing events is quite a complex task,
since to date the literature does not present a unified methodology or algorithm for such evaluation.
However, first of all, the effectiveness of the measures is determined based on whether the goals that
were set at the planning stage are achieved, and the direct assessment is carried out based on the
presence of three main criteria:

obtaining financial effect;
obtaining the social effect;
obtaining the communicative effect.

The financial effect involves an increase in sales, which increases the net income and profitability
of products, provided that the costs of implementing the activities were not too high. The social effect
involves the performance of certain social functions, in particular assistance to disadvantaged segments
of the population, support for environmental projects, etc., which also positively affects the image of the
company and attracts positive attention to it with competent coverage in the media. The communicative
effect primarily applies to the company's team and manifests itself in the form of fine-tuned internal
liaisons, increased efficiency of internal communication, etc.

The generalization of approaches to the determination of various types of effects from the
realization of measures of event-marketing is presented in Figure 2.
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Methods of evaluating the effectiveness of event marketing activities

Assessment of the financial effect

determining the increase in profit as a result of the activities

determining the increase in profitability indicators as a result of carrying out
activities

determining the volume of growth in the value of shares and market capitalization
of the company as a result of the measures

Evaluation of the social effect

support of vulnerable population groups as a result of implementation of
measures

achieving positive transformations in the infrastructure of the city or other
positive changes for the territories where company is located

the possibility of a potential environmental effect from the implementation of
measures

Evaluation of the communicative effect

increasing the efficiency of the team, increasing labor productivity

greater involvement of the company's employees in solving the company's
problems and orientation towards its development

the number of employees interested in employmentin the company

Author’s development based on: Vargo, S.L., & Lusch, R.F. (2018), Wohlfeil, M., & Whelan, S. (2016).
Figure 2

Generalization of approaches to determining the different types of effects from the implementation
of event-marketing activities

[t should be understood that the company cannot receive from each event all types of effects
considered in full, so when planning each specific event should focus on a certain direction and
immediately determine the expected effect.

Discussion

Given the unconditional importance of the use of event-marketing and its unambiguously
positive impact on image building, it should be taken into account that the effect of this tool cannot be
fast, so in conditions of uncertainty, companies should be sensitive to whether there is an urgent need
to spend significant funds without getting quick results. However, with the competent work of
specialists in the planning and implementation of event-marketing, it can give quite significant results.

The decision on introduction of event-marketing measures in a marketing campaign should take
place taking into account the current situation at the enterprise and after drawing up a budget for these
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measures (Dressler, 2021), because awareness of the financial component of event-marketing can
become one of the main tools of substantiation of expediency or inexpediency of its implementation. In
this case, if all financial issues are agreed upon and the need for event-marketing is justified, the
company gets a significant list of potential opportunities to make itself known. It makes sense to plan a
variety of themed events, among which separately should be allocated: festivals, shows, exhibitions,
presentations, competitions, depending on the purpose for each individual event. It will be optimal to
choose not just one event but to plan a variety of activities that contribute to the effective promotion of
the product and organization. Organizing events or participating in them increases brand awareness,
helps you demonstrate your capabilities, find partners and build strong relationships with customers.
Partners and customers have the opportunity to interact with the brand in person, making sure it is
trustworthy. Events of event-marketing help to increase the loyalty of the target audience to the
company and form the recognition of the company.

Also, it is necessary to take into account that people attend conferences and seminars to make
useful acquaintances, get new knowledge and have a good time. Such a positive experience of interaction
with the company creates a strong emotional connection with the brand, so sponsorship at such events
can also be considered an activity within the framework of event-marketing and it is reasonable to
evaluate the effectiveness of such events.

Virtually all target audiences today are characterized by significant involvement in social
networks, where their information space is formed, their opinion leaders and there are persons who can
influence the general public by their statements, actions; such people are now called Influencers. The
involvement of such authoritative persons in the realization of event-marketing can be a rational and
far-sighted measure for development of a company's marketing activity. So, cooperation with opinion
leaders and influencers in order to attract attention to the brand of the opinion leader’'s audience and to
promote the event in social networks is an important modern marketing tool. It is necessary to take into
account that all the events with the participation of influencers should be clearly planned and weighed
so that the public person would not “pull” the main attention and would not distract from the company
and the goals, which are in the process of preparation of the certain event.

Once the company decides to implement event-marketing and holds the first events, they should
be covered in the media and necessarily on the official website of the company or organization, because
this will warm up the interest of the audience to the events for a certain period of time after the event
itself. [t may be recommended to create a separate tab with information about events held on the official
website of the company because the official website of the company is a powerful tool to promote the
brand and products. In the 21st century, it is through an official website that potential consumers and
partners get the primary information about the brand, the company's history, and the products it offers.
Given this, the site should be perceived as the face of the company and there should be presented all the
most complete and relevant information, details of past events, as well as the announcement of planned
events. Joint-stock companies need to announce shareholders' meetings and presentation of quarterly
and annual reports, which is especially important for potential investors and may attract the attention
of those who are hesitant to make an investment decision. In this context, online annual and quarterly
financial report presentation events can attract an online audience of thousands of people around the
world. The results of such events should also be reflected on the company's website, which is also an
element in the formation and development of corporate culture.

It has already been stressed in the article that charitable projects are also a part of event-
marketing and of course they should not only be held but also information about them should be
distributed in the media and on the official website. Conducting social events increases the loyalty of the
target audience to the brand, helps to attract a new audience, forming a positive image of the brand in
the eyes of consumers. However, do not pay too much attention to such events, so as not to create the
impression that the social measure was carried out solely to remind about the company, which can
damage the reputation of the brand.

When hosting an event-marketing event, it is important to strike a balance between the
importance of the event and the level of audience awareness of the event and its results. One of the key
components of a successful event is a high level of awareness of the upcoming event among the target

29



audience. Itis necessary to develop a comprehensive promotion program for the upcoming event, which
will include: regular mentions of the upcoming event in social networks, promotion through bloggers
and Influencers, media mentions, etc. This will attract a wide and diverse audience.

After the company has gained experience in holding events, understands which events have a
more positive impact on the company's image and which have a lesser impact, it is logical to proceed to
the development of a unique event concept for each individual company. Each event should have a
distinctive feature, stand out from the other measures of the format or be unique in nature, which will
then also be displayed on the website of company.

In this case, we are talking only about offline events, in today's conditions it is quite appropriate
to hold online events/activities. Because in today's realities of complex epidemiological situation and
digitalization of all areas of life online events are becoming more and more popular. The advantages of
this format of events include: a significant reduction in organizational costs, the ability to request
speakers from anywhere in the world, no restrictions on the maximum number of guests, no
dependence on the venue, a simplified organizational process, etc. Of course, when organizing online
events it is necessary to introduce modern IT technologies, to use virtual platforms in order to make
these events look professional and materials of such beatings can be used in the future. The online
format of the event makes it possible to significantly reduce organizational costs. The chosen format for
the development of virtual space can be reused for other events. This format allows to reduce
transportation and related costs for potential guests and participants of the event. A distinctive feature
of online and hybrid measures is a high level of inclusiveness. Compared to the offline format, online
events are much easier to adapt for people with special needs. Cloud computing allows for instant
translation, transcription, voiceover. Although the operation of these services cannot be called perfect,
they provide a high level of accessibility that is difficult to provide in an offline format. It is logical that
the application of a set of all possible measures if they are fully planned, will have a positive impact on
the company's image.

Conclusions and Implications

In order to create an effective program of event-marketing, companies should think deeply and
in detail not only about the expected results but also about the plan of measures, understanding the
costs of them and the potential negative result that can be obtained. At reasonable and well-founded
planning, event-marketing can become an excellent tool of the complex development of a corporate
culture of the company, promotion of its products, and formation of positive image, which is especially
important for business entities, functioning in conditions of economic instability. For the grounded
planning of measures of event-marketing it is necessary to consider productivity and the received effect
with the use of the offered approach with the distribution of effects on financial, social, and
communicative. It is also necessary to take into account that in modern conditions measures of event-
marketing can be realized not only in the offline format but also in the online form.

The results of the events should be necessarily reflected on the official website of the company
so that the attention of the audience to the event and was lost immediately after the end of the event. At
the same time regular informing the audience about the events using the official website can be a tool
for the formation and development of corporate culture, which also has a positive effect on the
reputation of the company.
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Abstract: The relevance of the research topic is due to the theoretical and practical significance
of issues related to the influence of Roman jurisprudence on the formation and development of modern
legal systems, as well as national branches of the law of individual countries. The main goal of the
research is the systematic study and analysis of the relationship and mutual perception of Roman law
with modern law. In accordance with the stated goal, the task of the research is the study of Roman
law, as a unique phenomenon of human civilization, trends of perspective development for the future
in the modern law of two legal systems of the world: continental and Anglo-Saxon. General scientific
and special legal methods were used to achieve the goals and objectives of the research. The result of
the research is the statement that the meaning of Roman law is determined by the significant influence
on the history of mankind in the period when it was formed, as well as on the further development of
law and culture in general. The conclusion of the study is the substantiation of the proposition that the
need for scientific research in the field of private and public law, both for individual states and human
civilization as a whole, their implementation in practical activities with the aim of solving urgent issues
of legal regulation of social relations, stimulates the process of development and qualitative updating

32


https://scholarhub.ui.ac.id/amj/vol11/iss1/5
https://doi.org/10.1016/j.jdmm.2020.100536
https://doi.org/10.57125/FEL.2021.06.25.5

of theoretical ideas that exist in modern law. First of all, we are talking about the legacy of Roman law,
its adaptation to modern social, economic, and political realities, the necessity, expediency, and
effectiveness of its application under such conditions.

Keywords: Roman law, legal system, law-making.

Introduction

Roman law is the legal system that existed in Ancient Rome and the Byzantine Empire from the
8th century B.C. to the 7th century A.D., where the system of legal concepts that subsequently received
fundamental development in the legal systems of the world was born and actively developed. In Rome
for the first time appeared norms relating to a property, provision for its use, possession, and disposal.
Roman law described in detail various spheres of activity of the state, citizens, legal entities, branches,
and institutions. The basis of Roman law is devoted to the private property of citizens, so it is no
coincidence that Roman law is often identified with private law. The legal systems of the world have
never existed in isolation from each other because they are closely interacting, having a cultural
dialogue with each other. In the legal culture of individual countries, it is often possible to identify
fragments of other legal cultures, thanks to which the countries are able to assess their experience, get
the opportunity for further development, to improve the individual legal systems or their elements.

The relevance of the study lies in the fact that social, economic, and political transformations
occurring at the present stage and accompanying the development of world civilization draws the
attention of scientists to the study of the relationship between national and universal in the legal
cultures of different peoples, the degree of interaction between the classical heritage and the modern
state of legal consciousness. For classical and modern liberalism is characterized by the assertion that
the Roman law along with the Christian heritage common to all European peoples is the foundation of
the legal culture of Western civilization with its principles of freedom of entrepreneurship, economic
and political democracy, the rule of law, a system of guarantees of subjective rights of the individual.
It is an axiom. The subject of modern worldview scientific discussions is the clarification of the degree
of universality of Western civilization, the boundaries and prospects of transit of political and legal
institutions created by it into other cultures, the possibility of transformation of Western values of
freedom and democracy into universal values, the formation of the language of modern science about
man and society based on the principles of rational discourse.

Research Methodology

To achieve the goals and objectives of the study were used general methods of scientific
knowledge: dialectical, analysis and synthesis, induction and deduction, abstraction, as well as special
methods: comparative-legal and forecasting.

Research Results

Roman jurisprudence is, in its content, peculiarities, and significance, the subject of active
scientific research at the present stage. Roman law in its historical formation goes back a long time to
the past times of Antiquity, is a phenomenon of a vanished civilization, which for many centuries was
developed in the legal science and practice of the late Middle Ages, Renaissance, and New Age. Thus,
in modern legal culture and in modern systems of law, Roman law and jurisprudence have no direct
practical significance, but the attention paid to them in legal education or general scientific knowledge
of the law is explained not only by the significant influence of Roman law on the formation of national
legal cultures. of the Roman-Germanic family (to which most countries of Europe, as well as Latin
America, Africa, and Asia, belong), but also by the special internal qualities of Roman law itself,
emerging

For the legal systems of the Roman-Germanic family, Roman law and jurisprudence have a special
philosophical, historical, and cultural significance. Many features of the general legal tradition, legal
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institutions, and dogmatic categories of modern legal systems derive directly from the principles and
structure of Roman law, derived either from it or from its critical perception. Certain combinations
and dogmatic requirements, which originated in the era of Roman law, continue to live in modern law
in a borrowed form or transformed through their own national tradition. The genetic connection with
Roman law has formed the main qualitative feature of all legal systems of the Romano-Germanic
family, the most developed type of legal system in comparison with others known in the world legal
practice.

Compared with other, historical or contemporary systems of law, Roman law and jurisprudence
are most marked by individualism, by an emphasis on regulating the free and autonomous economic
and civil position of the individual, recognized by society and the State as a full subject. The political,
legal, and cultural value of individualism in the history of human society, as evidenced by the repeated
unsuccessful attempts at social unification and totalitarian cohesion, is the only fruitful one in a social
perspective. The intrinsic qualities of Roman law acquire, from this perspective, the significance of a
classical reference point whenever there is a social and legal need for a legal embodiment of the
individual freedom of the citizen.

The exceptionality of Roman law and its important role for the further development of law for the
future also lies in the fact that it has extended its legal life even after the collapse and rebirth of the
state and the people who formed it. The consequence has been two thousand years of legal culture,
practice, and scholarship. Over many centuries, Roman and non-Roman jurists, while remaining within
the framework of unified beginnings, developed and reinterpreted many aspects of the legal life of
society and legal problems and mishaps.

The modern terminology of philosophy, law, and legal practice, without regard to the content of
the legal principles and institutions of Roman jurisprudence, owes much of its origin to it. Many
concepts and terms of modern legal culture are presented by direct borrowings from Latin: “republic”,
“constitution”, “mandate”, “vindication”, “bond”, etc. The content of these concepts is significantly
removed from its original source, so the study of historical comparisons proves to be appropriate.

Thus, Roman law is a part of the cognition of already quite modern legal practice and legal culture.

[t should be remembered that at the time when Rome was a small community among many similar
ones in Italy, Roman law was an uncomplicated, archaic system, whose peculiarity was a patriarchal
and narrow national character. As it developed, the Roman community (civitas Roma) extended its
influence over the whole of Italy and then the Mediterranean, becoming a huge state that united under
its rule almost all the cultural world that existed at that stage. At the same time, Rome also changes
internally, as the old patriarchal system collapses, the primitive subsistence economy is replaced by
complex economic relations. The new life demands the utmost efforts and all the abilities of each
individual; accordingly, Roman law responds to the outlined social, economic, and political
transformations and changes its character by restructuring itself based on individualism: individual
liberty, freedom of contract, and testament become the cornerstones of Roman jurisprudence.

Along with the expansion of the territory of the Roman state comes the involvement of Rome in
international trade exchange. Equally, Rome was becoming the political center of the Mediterranean
and immediately became the center of trade turnover of significant in size and heterogeneous in
population. This necessitated the creation of legal rules for resolving disputes that could be applied
regardless of the national and territorial ownership of the subjects of law. Roman law, which was
formed at this stage, was no longer suited to the new economic, social, and political realities since it
was not free from local and national particularities. Under the influence of objective needs, Roman law
is enriched by the customs of international circulation and acquires features of universality, based on
the principle of individuality, becomes the common law of the entire ancient world and the basis of the
legal system of the entire Mediterranean civilization.

In developing the principles of the legal system, Roman jurisprudence focused primarily on the
principles of mutual recognition of the subjects of civil turnover, the exclusivity of individual control
over his property, the equivalence of the exchange of goods and services, the freedom of will of
determination in accordance with the degree of permitted behavior established in society. A
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characteristic feature of Roman law was the perception of natural law as a specific component of law
in general, not just a theoretical-legal construct. This position is confirmed in the various classifications
and definitions of law left in the scientific works of Roman jurists, their inclusion of natural law in the
aggregate volume of law in general corresponded to their ideas about law as a just phenomenon.
Analyzing casus causa from the standpoint of correspondence to the steady norms of civil law (ius
civile) and ideas of good and justice, Roman lawyers developed various forms of satisfaction and
coordination of individual interests, worked out almost all legal institutions that exist at the
contemporary stage and created the language of the law, its terminology.

Discussion

“Roman law is widely considered to be the foundation of European legal culture and an inherent
source of unity within European law” (Tuori & Bjorklund, 2019). Civil law, which is the largest heir of
Roman jurisprudence, is a fundamental science that studies the regularities of civil law regulation of
social relations. The special place of the science of civil law is provided by its subject, its place in the
system of legal sciences, and its importance for cardinal transformations in the life of the world
community.

“The Romans developed a sophisticated body of law over one thousand years” (Metzger, 2020).
The legacy of Roman jurists is actively used by modern society. Through reception, Roman law has
influenced and is now of great interest in the formation of legislation and legal scholarship. Its
influence can be observed in various branches of law, from criminal law to civil law, and terminology,
the basic principles of Roman law are now present in virtually every legal system in the world.

It's important to understand “... the phenomenon of Latin as a universal cultural code that
continues to be actively used in various spheres of life” (Korolova et al., 2019). It is generally accepted
that the universal meaning of the categories of Roman law is the basis of legal thinking in general. The
study of Latin terminology broadens the outlook and legal culture of a lawyer. Legislation and the
science of private law (civil law) of many European countries widely apply directly Latin terms.

“... most of the general principles of the law of peoples have become today the imperative
principles of international law, and the general principles, which were developed by the Roman jurists,
foremost, it is the principles of equality, justice, and humanism...” (ZADOROZHNA, 2019). The
importance of Roman law is determined by its tremendous influence on the further development of
law as well as on the development of culture in general. Roman law is characterized by an effective
elaboration of all significant legal relations of ordinary commodity owners (buyer and seller, creditor
and debtor, etc.). For example, “... can be found in most of the contemporary European legal systems,
in the same legal position, as an exception to the principle of contracts taking effects only between
parties” (CODREA, 2018).

“In the civil law tradition, the tradition which developed in continental Europe based on the
Byzantine codification of Roman law, ‘system’ is used in relation to substantive doctrine, especially as
set out in codes, i.e., in axiomatically organized accounts of law” (Brouwer, 2018). The characteristic
features of Roman law contributed to the fact that when the developing industry and trade of medieval
Europe demanded a more perfect legal superstructure when the feudal rules of common law ceased
to fulfill the conditions of existence, a process of borrowing of Roman law took place. Having entered
through reception into the practice of medieval states, Roman law also influenced the following
codifications of civil law.

Conclusions and Implications
As a result of the study the following conclusions can be made:

1. At the present stage, the institutions of Roman law represent a kind of dogma of civilistics,
certain canons of regulation of certain social relations. Modern civil law does not reflect the
legal institutions of Roman law, because it was created under the influence of the modern
economic, political and social life of society and the state. However, the most important
concepts, ideas of legal regulation of property and personal non-property relations arise in the
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Roman private law.

2. In certain cases, at the present stage, the doctrine of Roman law and the categories and
concepts developed by it are not directly embodied in the legal provisions of the states of the
continental and Anglo-Saxon legal systems but play an important role in the training of legal
professionals, their assimilation of the relevant educational material, the formation of their
professional competence to address complex practical issues of legal regulation of social
relations.

3. The relevance of Roman law and jurisprudence is not limited to their direct influence on the
content of modern continental and Anglo-Saxon legal systems, it remains for the future because
Roman lawyers developed exemplary legal methods and constructions, their achievements
offer an ideal paradigm for decision-making theory and legal reasoning, solving complex legal
problems that remain relevant for modern jurists.
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