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Abstract. The paper substantiates the main provisions of the theory of
corporate reputation in the context of modern management. Therefore, in the
21st century, the place (function) of business in the system of forming a
person’s worldview is changing: business in the information economy from a
passive recipient of a value system created by religion, family, and culture
becomes one of the forces that shape the worldview of its stakeholders. Thus, a
new business function is being updated — the formation of a society’s value
system in the context of managing the reputation of companies. Modern
management of the company’s reputation is developing in line with the concept
of «economy of trust»; the essence of the company’s reputation is stakeholder
trust. Trust — the socio-psychological basis of reputation, which is the
primary cause of the economic interaction of potential investors and
businesses, banks and their investors, producers, and consumers, receive cost
measurements and is now becoming a full-fledged economic category.

Keywords: economy of trust, stakeholders, value system, comparison of image
and reputation, psychology and sociology in management.

Introduction. Intensive commercialization of scientific discoveries at the turn of
the new — third — millennium has changed the global economy and the person’s
life. They entered the era of the sixth wave of innovation and then crossed the thre-
shold of the fourth industrial revolution. Scientists were the first to name a new his-
toric phase of our civilization’s development «information society». Journalists and
politicians followed their lead.

The information society encouraged the spread of information technologies not
only connected with manufacturing processes but also with education and everyday
life. This led to the emergence of human «information consciousness«, of turning in-
formation into an economic resource and a source of added value and, finally, facili-
tated recognition of a cultural value of information as the basis of the harmonious de-
velopment of the society of the future.

It is natural that the drastic changes stipulated by informatization of our life are
accompanied by changes of the economic outlook, the system of values, the motives
of economic behavior. In other words, the formation of a new — «information« —
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economy is taking place; the latter has a global character of business ties and unlike
traditional methods of managing a business is based on digital management and in-
formation engineering.

Taking everything mentioned above into consideration, it is necessary to pay at-
tention to transformation processes of managing both separate companies and their
groups (the notion of «company« is further used to describe various types of company
groups unless specified otherwise). In terms of a new model of integrating Ukraine
into the system of international economic relations, it is necessary to have manage-
ment systems on the macroeconomic level that can support their competitiveness both
on home and foreign markets. In this respect there arises a question about the ability
of Ukrainian owners and managers to change their managerial approaches, to redirect
themselves from the permanent survival tactics or those of «taking the plum« to the
strategy of ensuring long-term success in business on the basis of modern manage-
ment of global quality.

In terms of methodology, the quality of managing Ukrainian companies is far be-
low the level of global standards as it is based rather on the Ukrainian routine of a
producer’s behavior under conditions of short-term perspective of profit ensuring
priorities (within a political cycle or a microcycle) than on the modern theoretical and
methodological background of management as a science. This implies, from the point
of view of the author of this study, that there are numerous managerial procedures
hampering Ukrainian companies’ integrating into the system of international econom-
ic affairs, namely:

» influencing a consumer with the help of intensive direct advertising to promote
goods and services without taking into account specific features of separate segments’
behavior;

» following a price policy based on shifting production costs, which are often un-
reasonably high, onto the consumer;

» promoting the goods with the help of unreasonably large-scale application of
GR-technologies.

Overall, a widespread use of the above-mentioned practices testifies to a lack of
strategic approach to managing Ukrainian companies.

Background. In terms of the need for modernizing management of Ukrainian
companies in the direction of increasing its strategic orientation and consistency, the
most significant concepts are: the social systems theory [1], «7-S« theories system
[2], «Z« theory [3], the concept of management by objectives [4, 5], the theory of
management by results [4], the theory of «favorable opportunities« [4, 5], the concept
of managing the efficiency of works [6], etc. The «social systems theory« is devel-
oped [1] on the basis of the systematic approach and the general systems theory. Ac-
cording to it, a company is seen as a system transforming a resource pool into results
and, because of its open character, showing a tendency towards adjusting to the dy-
namic environment: no activity is performed apart from others, every decision carries
consequences for the whole system. According to the «7-S« concept [2], there are
seven basic interrelated components that form an efficient organization. They all start
with the letter S: strategy, structure, system and procedures, style of management,
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skills of the employees (corporate power), staff, shared values (culture). According to
«Z« theory, a person is the basis of any organization; he or she paves the way of its
successful functioning [3], hence there is a necessity to follow a set of certain rules
when working with the staff, namely: lifelong employment, joint decision-making,
personal responsibility for the results of the activities, on-going evaluation of the staff
and their regular promotion, informal control on the basis of clear and formal me-
thods, etc. The concept of management by objectives [4, 5] is based on the assump-
tion that management starts with goal setting followed by functions defining and
processes forming. The theory of «favorable opportunities« [4, 5] considers the fol-
lowing managerial postulates to be basic: neither resources nor results are inside
business, they exist beyond it; the results are achieved due to taking favorable oppor-
tunities but not due to solving problems; economic results are the consequences of
leadership but not of mere competence; everything existing becomes out-of-date very
quickly; resources are usually distributed in the wrong way; the concentration of re-
sources is the key to real economic results. The concept of managing the efficiency of
works [6] is a strategic integrated approach connected with the process of forming a
single vision of a company’s aims and tasks so that every employee may understand
and realize their role in achieving them. A sensible introduction of the mentioned
above theoretical concepts by Ukrainian companies will make it possible to take
management to a strategic level, to make it systematic, which will contribute to reach-
ing European standards of management and to ensuring the long-term competitive-
ness of Ukrainian business.

In terms of the necessary development of the theory and methodology of science
as the basis of competitiveness of Ukrainian economy, the aim of this research is to
substantiate the theory of corporate reputation in the context of modern management.

Results. Commenting on modern changes in the global economy, the famous con-
sulting company Reputation Institute [7] points out that if the 1990s were «the golden
age of innovation« and the 2000s «the decade of risks«, the 2010s represent a new
competitive business medium where the company is seen as something more serious
than its goods and services. Thus, there comes the era of a reputation-based economy
where people are more interested in the company and the way it does its business than
in its production.

As we can see, the very essence of the economy has changed. In the 20" century,
it was defined as «the behavior under conditions of limited resources« because «un-
limited« information has become the main resource and its volumes are constantly
growing. It is necessary to point out that unlike modern processes the «economic
theory studied general regularities of humans’ behavior and the economic system on
the whole during the process of producing, exchanging, distributing and consuming
benefits under conditions of limited resources« (e.g. C.R. McConnell and S.L. Brue
«Economics« [8]).

In its turn, informatization taking place at the moment facilitates a quick spread of
scientific ideas and speeds up commercialization of R&D, that is innovative entrepre-
neurship is becoming more active. Information created by a human being becomes
knowledge, so the term «knowledge economy« gets rooted in modern scientific lexis.
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The term «knowledge economy« was introduced by the Austrian and American scien-
tist Fritz Machlup (1962) and was applied in one of the sectors of the economy [9].
Today this term together with the term «knowledge-based economy« is used to define
a type of economy where knowledge plays the key role and production of knowledge
is the source of its growth. The notion of «innovation economy, «hi-tech civiliza-
tion«, «knowledge society«, «information society« are also widely used [10]. Howev-
er, informatizing socioeconomic relations has not only promoted the intermittent
growth of productivity and performance of business but also caused the appearance of
information weariness, information immunodeficiency, and information injury syn-
dromes. All of these consequences of the necessity to process and digest the growing
volumes of information (which unlike the classical resources of «land«, «labor«, and
«capital« is not scarce but — vice versa — overabundant) promote the spread of the
«economy of trust« concept.

The term «economy of trust« was offered by the British scientist and historian
Geoffrey Hosking [11, 12, 13] who connected the development of the economy and
the society on the whole with moral principles: trust promotes quick making of con-
tacts and effective cooperation between participants of social relations. Recently
Geoffrey Hosking has been paying great attention to interdisciplinary research of so-
cial capital issues and the role of the trust factor in history and modern life.

The works by Stephen Cowe Jr. [14, 15] are dedicated to communication aspects
of forming trust in an economy, developing and spreading the concept of «the econ-
omy of trust« on the level of companies and other organizations. He draws our atten-
tion to the economic characteristics of trust as a «pragmatic, material and valid asset«
[15] that can be and must be formed by managerial means. The researcher pays atten-
tion to the existing unfulfilled potential of business processes effectiveness within the
framework of employing the principles of trust by those who take part in decision
making on the company’s development (beneficiaries, top managers). He justifies and
explains the mechanism of «trust waves«: from ethic relations in a team, in an office
to the relations between a company and its stakeholders. Stephen Cowe supports «so-
cial ecology« and substantiates the concept of trust as the basis of all communica-
tions, relations, and connections in the business medium; he stresses that the main
weapon to win the competition in the 21* century is the speed of counteragents’ co-
operation where the main role is played by the trust. (Correspondingly, a low level of
trust generates extra transactional expenses and results in lagging behind competi-
tors). The result of forming the necessary level of trust in the company is a
multiplicative reduction of marketing expenses as «consumers themselves become its
main promoters, sales managers and marketing consultants« [15].

In late summer of 2012, famous consulting companies and rating agencies made
poor forecasts of the global economic development (e.g., see Finch Ratings’ forecast
(http://www. fitchratings.com)). They said credibility gap, the result of a discrepancy
between the words and actions of one or the two parties in communication [16], was
among the reasons of worsening the crisis. Namely, Bain&Company claims: financial
institutions of Germany are faced with the gravest credibility gap after WWII [17].
Trust as the driver of cooperation between a business and its potential investors, be-
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tween banks and their depositors, between producers and their consumers acquires
cost dimensions and is now becoming a full-fledged economic category, according to
the author of this study. Geoffrey Hosking [13] believes trust is Adam Smith’s «invis-
ible hand« that regulates market relations. It is necessary to point out that excessive
unreasonable trust, namely in a risky investment, can become a cause of a
macroeconomic crisis. Geoffrey Hosking pays attention to the issue of spreading un-
reliable information [12].

Thus, information society produces information whose volumes are going to grow
further and more and more resources will be necessary to process it, on the one hand.
On the other hand, a great amount of information does not necessarily mean that it is
absolutely reliable because deception and fraud as a moral atavism have not fallen off
the edge of the earth at all. They have become global and acquired new forms with
the development of information technologies. Under these conditions, the economy
based exclusively on «extracting« knowledge or exclusively on trust is doomed to be
inefficient.

Correspondingly, developing and ensuring efficient economy based on establish-
ing and supporting cooperation between the participants of economic processes (pro-
ducers, consumers, suppliers of resources, the state, etc.) faces the problem of exces-
sive information as such and at the same time of lack of its authenticity. It makes
getting some idea about an economic counteragent and their goods and services really
difficult (and sometimes impossible). The number of comments on the counteragent
can be a degree of objectivity, in its turn. Yet, it is necessary to take into account the
character of the sources that provide this information which, in the end, becomes pub-
lic opinion and corresponds to the categories of «reputation«, «image«, «authority« in
its contents.

The problem of analyzing various aspects of a company’s reputation, image, brand
was studied in the works by G. Dowling [18], Ch. Fombrun [19], V. Shepel [20], T.
Guseva [21], G. Pocheptsov [22], A. Panasiuk [23], K. Buksha [24] and others.

To manage reputation efficiently, it is necessary to have a modern theory and me-
thodology that also demand the system of scientific categories to be modified in con-
formity with the latest tendencies of economic development. The latter is impossible
without establishing categorial correlations between the notions that are used as syn-
onyms of reputation in some studies.

It is necessary to point out that the very problem of studying reputation came to
economics from an adjacent sphere of the humanities: psychology, sociology, and
philosophy as well as from practical political activities. The Egyptian pharaoh
Ramses II used to apply the system of reputation management events to form target
public opinion of the outcome of the battle with Hittites at Kadesh. And Niccolo Ma-
chiavelli in his books «The Prince« and «Discourses of the First Decade of Titus Li-
vius« systematized and characterized the logic of forging and supporting the
reputation of public persons including its manipulative aspects [25]. Over 300 years
ago, John Locke in his «Essay Concerning Human Understanding« formulated the
law of public opinion stressing the importance of reputation in everyday life. «When
men unite into political societies they hand over to the public the decisions about how
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their force is to be used, so that they can’t employ it against any fellow-citizens fur-
ther than the law of the country directs, but they hang onto the power of approving or
disapproving of the actions of members of their society; and by this approval and dis-
like they establish amongst themselves what they call virtue and vice« [26]. The con-
nection with the problem of forging a reputation and seeking its value bases in partic-
ular, ways of information influence aimed at a person or a society as a bearer of a
system of values are now traced in such sciences and concepts as analytical philoso-
phy, structuralism, hermeneutics, psycholinguistics, empirical and theoretical sociol-
ogy, macrosociology. Taking this into consideration the author of this study analyzes
the management of companies’ reputation from the standpoint of economics — with-
in the framework of modern paradigm of business management as well as its connec-
tion with modern concepts of psychology, sociology, and philosophy.

The origin of the term «reputation« (Lat. reputatio — reasoning, reflecting) takes
us back to the times when it characterized the virtues of a person. Yet in the 19
century, it was actively used in relation to companies. We believe that the process of
«providing« business with reputation was a logical consequence of industrial enter-
prises growth, separating them from one particular owner because of the spread of
shareholding pattern of ownership. Thus not a private person, a businessman, but a
legal body, an enterprise, was gradually becoming the main business unit of an econ-
omy. Today the reputation of an enterprise (company) is a notion which is much wid-
er than the reputation of a separate individual: the owner, an employee, any of its
stakeholders (a stakeholder is a person with an interest or concern in something). Of
course, an individual’s reputation, in particular of «a decision-maker« remains one of
the key factors of forging corporate reputation, the factor whose significance grows
within the framework of information society and the economy of trust. At the same
time, it is not equal to the latter like it was in the pre-industrial days.

I consider it necessary to stress a certain closeness of the notions of «image« and
«reputation« of a company. According to Graham Dowling, the author of «Creating
Corporate Reputations«, an image is a set of target groups’ feelings about the company
while reputations are «valuable characteristics and thoughts caused by the corporate
image and the complex of actions and decisions of the company available for obser-
vation« [18]. While supporting Graham Dowling’s position the author of this study
mediates the process of transforming the image into the reputation with the system of
the society’s values on the whole and the definite audience, in particular, the audience
that is the target acceptor of information about the company. In other words, the im-
age is particular superficial associations in a person’s mind which are foregrounded
by an experience of practical cooperation (experimental check) and which transform
(otherwise do not transform) into reputation. On the whole, Graham Dowling [18]
singles out three bases for a cooperation of stakeholders and a company: reputation,
image, and vagueness (table 1). At the same time reputation is the most perfect basis
for this kind of cooperation.

The mentioned processes have led to changing the place (functions) of business in
the system of forming a person’s outlook on life: from a passive recipient of the sys-
tem of values created by the religion, the family, the cultural traditions into an active
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power guided forming the outlook of a modern person. A bright example of the
business performing the value-making outlook function is the emergence of the well-
known phenomenon of «consumer economy«. Innovations embodied in companies’
goods change not only the daily life but the outlook of a modern person. Correspon-
dingly, new — global — values are not an «independent system of assessment« de-
scribed by Graham Dowling [18] passing through which the image becomes «good«
or «bad« reputation. That is, according to the author of this study, forging the system
of values is also an element of the process of developing stakeholders’ trust in the
company. This does not separate the guided stage of forming a corporate image from
the partially unguided stage of forming corporate reputation; vice versa, it merges
them into a single process.

Table 1
THE BASES FOR COOPERATION OF STAKEHOLDERS
AND THEIR COMPANY: REPUTATION, IMAGE, AND VAGUENESS
The bases for cooperation of Stakeholders’ treatment of the company / their actions
stakeholders and their company aspect of treatment practical aspect
Advice «I’1l advise turning to you»
Reputation Statement «I’11 turn to you first of all»
Experiment «Show me your potential»
Devotion «I’11 turn to you»
Popularity «I know who you are»
Image Good acquaintance «I see you very often»
Memory «I remember this company»
Awareness «I saw the name before»
Confusion «I seem to have seen the name»
Vagueness
Unawareness «I’ve never heard of you»

Compiled on the basis of [18].

Turning to the history of forming the basic categories it is necessary to emphasize
that in comparison to «reputation« «image« is a new term that started to be applied to
companies in the second half of the 19" century. The image got the definition of «an
artificial portrait formed in public or individual consciousness by the media mass
communication and psychological influence that can combine both the real qualities
of an object and those that do not exist« [27]. It is the very possibility to use non-
existing qualities of a company to create its image that became a pretext to contrast it
with the reputation as «a complex of target audiences’ evaluative ideas about the
company that was formed on the basis of objective parameters« [28]. Leaving the in-
vestigation of the epistemological notion of «objectiveness« as such beyond this
study, it is still necessary to point out that the aim of creating both a positive image
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and a reputation is forging a trust in the company. The ethical category of «trust« gets
its cost dimension when realized in the acts of buying the production of a company
that a consumer trusts, granting a loan to a company that a bank trusts, choosing a
company that an applicant trusts to be employed by, etc.

It is possible to make the following conclusion on the basis of everything men-
tioned above: trust in a company is the essence of both its reputations and its image.
As some extra arguments, I would like to offer opinions of sociologists and psycholo-
gists. Thus, the expert in sociology and imagology V. Shepel considers the image to
be «individual looks or a halo created by mass media, by social groups or personally«
[20]. The psychological dictionary edited by A. Petrovsky and M. Yaroshevsky de-
fines the image as «a stereotypical picture of a particular object existing in the mass
consciousness« [30]. The image as a form, or the appearance of its bearer, needs to be
filled with contents: particular actions and deeds that, according to some sociologists
[31], determine the reputation. The reputation is an image of a person, their personali-
ty on the whole and all of this is the integrity of form (image, appearance) and con-
tents (behavior, actions, etc.). We believe that only the integrity of form and contents,
their compatibility create the «natural« image of a company forging the well-
grounded trust of its stakeholders.

By selecting and forming the strategies of reputation management to be discussed
further the company’s management is seeking an applied solution to the philosophical
problem of the primacy (priority) of the form or the contents.

It is reasonable to go into the opinions of psychologists of the image as a special
instrument for stimulating the necessary human deeds by influencing the subcons-
ciousness. In particular, this can be found in the works by A. Panasiuk [23], A. Boda-
lev [32]. The process of perception or «rationalization« (Lat. ratio — mind) of the
company’s image is not necessary for forging trust in it: the image can arouse admira-
tion, love or other emotions that will lead to the fact of stakeholders’ supporting the
company’s development by buying its production, investing in its shares, etc. A. Bo-
dalev illustrates his opinion about the importance of a person’s acts on the basis of the
subconscious with the following data, «when choosing the voter’s hand that is cross-
ing something out or underlining something on a ballot is determined by the informa-
tion in the person’s subconsciousness by 70-80 % and only by 20-30 % by the in-
formation that the voter is aware of« [32]. A. Panasiuk defines the process of
«creating a particular opinion of something as «the influence of not that much on
people’s consciousness as on their subconsciousness« [23]. The spread of manage-
ment practices by influencing the person’s subconsciousness seems to us to be con-
nected not only with the development of psychological techniques of this kind of in-
fluence but with the very essence of the information society of the 21% century —
information overloading and lack of time to digest it while it is necessary to react to
changes in no time. However, the influence on both the person’s consciousness and
subconsciousness is considered by us to be only the means or instruments of forging
the trust in the company; the latter, as was mentioned above, is the aim of reputation
management and means stakeholders’ readiness to support the development of the
company (for example, by buying its production).
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The traditional understanding of reputation in the works by Ukrainian authors dif-
fers from modern international studies by much greater attention to the psychological
essence of this category. Taking the fact into consideration the means of forging repu-
tation are often identified with the instruments of information and psychological in-
fluence on the society. It is indicative that Ukrainian scientists’ works on reputation
can often be read in editions aimed at PR experts [33, 34, 35]. The latter has become a
reason for the altered understanding of reputation management as an exclusive func-
tion of PR, the false identification of reputation management only with PR technolo-
gies.

Summing up the opinions of numerous scientists the author of this study tends to
the statement that the company’s reputation has the features of an economic category
(managing contacts with key stakeholders, managing information and knowledge, the
factor of increasing business activities, the factor of developing the company) as well
as belongs to the category of cost (ensuring profitability and cost-effectiveness, assets
capitalization). It is the cost essence of corporate reputation that foreign scientists
draw our attention to.

Conclusions:

1. The place (functions) of business in the system of forming a person’s outlook
on life changes in the 21% century: from a passive recipient of the system of values
created by the religion, the family, the culture business changes into one of the pow-
ers guidedly forming the outlook of its stakeholders in the information economy.
Thus a new function of business — forming a system of social values within the con-
text of reputation management — is updated.

2. Modern reputation management of a company develops in line with «the econ-
omy of trust« concept. It is necessary to stress a sizable contribution of the American
researcher Stephen Cowe Jr. to creating a methodological basis, developing and
spreading the concept of «the economy of trust« on the level of companies and other
organizations. The scientist supports the idea of the existence of the unfulfilled poten-
tial of business processes effectiveness within the framework of employing the prin-
ciples of trust by companies’ management, he justifies and explains the mechanism of
«trust waves« and supports the «social ecology« grounds substantiating the concept
of trust as the basis of all communications, relations and connections in the business
sphere. The result of forming the necessary level of trust is a multiplicative reduction
of marketing expenses as «consumers themselves become its main promoters, sales
managers and marketing consultants«.

3. To manage reputation efficiently, it is necessary to have a modern theory and
methodology that in their turn demand the system of scientific categories to be mod-
ified in conformity with the latest tendencies of economic development. That is im-
possible without establishing categorial correlations between the notions that are used
as synonyms of reputation in some studies. The essence of a company’s reputation is
the trust of the concerned parties. It means stakeholders’ readiness to support the de-
velopment of the company (by buying its products, making an investment, etc.).
Thus, the arrangement of categorial terminology undertaken by the author improves
the consistency of companies’ reputation management theory.
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4. The company’s reputation has features of an economic category (marketing in-
struments, managing information, and knowledge, the factor of developing the com-
pany, its business activities) and a category of cost (ensuring profitability and cost-
effectiveness, assets capitalization). It is the cost essence of the company’s reputation
that foreign scientists draw our attention to.
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TEOPETHYECKHE OCHOBBI YIIPABAEHHS
KOPIIOPATHBHOM PEIIYTAIIHEH B KOHTEKCTE
COBPEMEHHOH ITIAPAZIUT' MBI YIIPABAEHHSA

Hepeesinko Enena I'eopaueena,
JIOKTOp 9KOH. HayK, TOIICHT, podeccop
Kadeapbl 5KOHOMUKH, y4eTa U (PMHAHCOB
HaI_II/IOHaJ'ILHOFO YHUBCPCUTETA IMUIICBBIX
TEXHOJIOTUH

AHHoTanufA. B crarbe 000CHOBBIBAIOTCH OCHOBHBIE ITOAOXKEHHUA TEOPHUH KOPIIO-
PaTHUBHOM peIlyTallii B KOHTEKCTe COBPEeMEHHOro MeHemkMeHTa. Tak B XXI B.
MeHseTcss MecTo (pyHKIMM) Ou3Heca B cHcTeMe (DOPMHPOBAHHS MHPOBO33pe-
HUS YeAOBeKa: OmM3HeCc B MH(OPMAIIMOHHON 5KOHOMHUKE W3 IIACCHUBHOI'O PEIlH-
IHEHTA CHCTEMBI IIEHHOCTEN, CO3MaHHOM PEANTHEM, CEMBEU U KYABLTYPOI, cTa-
HOBHUTCH OOHOM M3 CHA, HaIpaBAEHHO (DOPMHPYIOIIEH MHPOBO33PEHHE CBOUX
CTEeUKX0ANEPOB. TakuM 06pa3oM, aKTyasu3UpyeTcs HoBas (PyHKIHS OHM3Heca —
dhopMHUpPOBaHHE CHCTEMBI IIEHHOCTEH O0IlleCTBa B KOHTEKCTE YIIPABACHHS PEILy-
Tanet komrnanuii. CoBpeMeHHOe yIIpaBA€HUE pernyTanueldl KOMIIaHUU pa3BU-
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BaeTcsd B PYyCA€ KOHIENIIMH «3KOHOMHKH [0BEPHA»; CYIIHOCTBIO DPEIyTallUH
KOMIIaHUU 9BASIETCS JOBEPHUE 3aMHTEPECOBAHHBIX AUIL. [loBEpHE — COIIMAABHO-
IICUXOAOTHYECKasl OCHOBA PEIIyTallly, SBASIOIIEecs IePBOIPHUYNHON 9KOHOMU-
YEeCKOoro B3aHMOI[efICTBHH IIOTEHIIAABHBIX UHBECTOPOB U 6H3Heca, 6aHKOB H Ux
BKAQIYUKOB, IIPOU3BOAUTEAEH U MOTpebOuTeAel, IToAyIaeT CTOMMOCTHBIE H3Me-
pPe€HUdI U ceriyac CTAHOBUTCH IIOAHOIIEHHON 3KOHOMHUYECKOM KaTeropHueH.

KarouyeBBI€ cAOBa: SKOHOMMKA OOBEPHUSI, CTEHKXOANEPHI, CUCTEMA LIEHHOCTEH,
CpaBHeHI/Ie UMHUIKa U pCHyTaL(I/II/I, IICUXOAOTHA U COLITMOAOTHUA B praBAeHI/II/I.

TEOPETHYHI OCHOBH YIIPABAIHHSA
KOPIIOPATHBHOIO PEITYTAILIIEIO B KOHTEKCTI
CYYACHOI MAPAZINTI'MH YIIPABAIHHSA

Hepee’anrxo Onena I'eopeiiena,
TIOKTOp €KOHOMIYHUX HayK, TOICHT,
npodecop kapeapu eKOHOMIKH, OOTIKY

Ta ¢iHanciB HarlioHanbHOTO yHIBEpCUTETY
XapYOBHUX TEXHOJIOTIH

AHorTauia. ¥ crarri, 3 mo3uilii HeoOXiMHOr0 PO3BUTKY TEOPil Ta METOZOAOTII Ha-
VKU K 6a3ucy KOHKYPEHTOCIIPOMOXKHOI €KOHOMIKH YKpaiHH, 00IpyHTOBYIOTECS
OCHOBHI IIOAOXKEHHS Teopii KOpPIIOpaTHBHOI pelryTallii B KOHTEKCTi Cy4acCHOT'O
MeHemxkMeHTy. Tak, y XXI cr. 3MiHOETBCH Micie (yHKII) 6i3Hecy B cucremi
¢dopMyBaHHS CBITOTASIAY AIOOUHU: GizHec B iHopMallifiHy emoxy 3 MacHBHOTO
pELUIIi€eHTa CUCTEMH IIiHHOCTeH, CTBOPEHOI PEAIri€ro, CiM’e€l0 i KyABTYPOIO, CTa€e
OMHIEIO 3 CHA, III0 HAIIpaBAEHO (POPMYE CBITOTASIT CBOIX CTEHKXOALepiB. Takum
YHMHOM, aKTyaai3yeTbcd HoBa (PYHKIlA Oi3Hecy — (DOPMyBaHHS CHUCTEMH IiHHO-
CTell cycHiAbCTBa B KOHTEKCTi VIIpaBAiHHA pemyTralli€lo Kommnadifi. CydacHe
YIIPaBAIHHS pelyTalli€lo KOMIIaHii PO3BHUBAETHCI B PyCAi KOHIIETIII] «eKOHOMIKH
JOBIipH»; CYTHICTIO pemyTallii KOMIIaHil € qoBipa 3allikaBAeHUX ocib. BigzHauae-
MO BaroMuii BHECOK y CTBOPEHHS METOLOAOTIYHOI 6a3M, pO3BUTOK i IOIIHMPEHHS
KOHIIEMIIi] «¢eKOHOMIKH NOBIPH» Ha PiBHI KOMIIAHIM Ta IHIIKMX opraHizamiii ame-
pukaHcbhKoro nocaigHuka CriBeHa KoBi-Moaommioro. BueHuit apryMeHTye iCHY-
BaHHdA HEBUKOPHCTAHOTO IIOTEHIliaAy ePeKTHBHOCTI Oi3Hec-IpolleciB B pycai
3aCTOCYBaHHS IPHUHITHIIIB JOBipH MEHEI)KMEHTOM KOMITIaHil, BiH OGIpYHTOBYE i
TIOSICHIOE MEXaHi3M «XBUAb AOBIipH» i CTOITh Ha MO3UIIIX «COLIaABHOI €KOAOTii»,
BH3HAYAIOYH KOHIIEIINI0 MOBipH HK OCHOBY BCiX KOMYHiKalliff, BiZHOCHH i
3B’a3KiB y Oi3Hec-cepemoBuIli. Pe3syapTaToM (GOpMyBaHHS HEOOXimHOTO piBHA
OOBipH 10 KOMIIAQHIl € MyABTUIIAIKATHBHE CKOPOYEHHS BUTPAT HA MAPKETUHT,
OCKIABKHU «CaMi CIIOXKHMBadi CTAIOTh HOTO TOAOBHUMH IIPOMOYTEPAMHU, MEHEIKe-
pamMm 3 IpomaXKy Ta MapKeToaoraMi». [loBemeHo, IO IpobaeMaTHKa OOCAi-
JKEHHS peIryTallii npuiiniaa B eKOHOMIKY 3 CyMizKHOI cpepH IryMaHiTapHUX Ha-
VK: IICHXOAOTii, coiioaorii ta disocodii. [JoBipa — COIliaABHO-IICHXOAOTIYHA
OCHOBa peIryTawii, 1110 € HNePLIIOIIPUYHNHOK €KOHOMIYHOI'0 B3a€EMOMI ITOTEHILiH-
HUX iHBeCcTOpiB i 6i3Hecy, OaHKIB Ta IX BKAQIHHKIB, BUPOOHHUKIB i CIIOKHUBaYiB,
OTPUMY€E BapTiCHI BUMipH H 3apa3 cTa€ IMOBHOIIHHOI €KOHOMIYHOIO KaTeropi-
e1o. PazoM 3 TuM, pemyrallid KoMIIaHii Ma€ 03HAKM €KOHOMIYHOI KaTeropii (Mma-
PKETHHTOBHI IHCTPYMEHT, VIIPABAIHHS KOHTAKTAMHU 3 KAIOYOBHMH CTEeHKXOALE-
pamu, yIIpaBaiHHA iHdopMalli€elo Ta 3HAaHHAMH, (PaKTOP PO3BHUTKY KOMIIaHIi,
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OiAOBa aKTHUBHICTB) 1 BapTicHOI KaTeropii (3abe3medyeHHsa TpHUOYTKOBOCTI i IIpH-
O6yTkOoBOCTi, KamiTaaizaris aktusiB). Came Ha BapTicHill cyTHOCTi pemyrariil
KOMIIaHii aKIIeHTYIOTDb yBary 3apy0izKHi JOCAITHUKH.

KAr0490Bi cAOBa: eKOHOMiKa MOBipH, CTEHKXOAIEPH, CUCTEMA ITIHHOCTEH, TIOPi-
BHSOHHS iMI/2Ky i peIryTallii, ICUXO0AOTId i COIiOAOTIS B yIIpaBAiHHi.
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Cepobsin Apnine Mikaeniena”

POABb CTPATETTYHHX PECYPCIB B YIIPABAIHHI
BEPTHKAABHO-IHTETPOBAHHMH CTPYKTYPAMH

AHorTanis. CTaTTsd IpUCBAYEHA aHAAI3y TEOPETHYHHX ACIEKTIB IIOHATTS CTpa-
TEriYHUX PEeCcypciB y CHCTEMi CTpaTeriyHOro ynpaBAiHHA, 30KpeMa BEPTHKAAb-
HO-iHTETrpoBaHUX CTPYKTYP. 3’ICOBAHO CYTHICTh BEpPTHKAaABHOI iHTerpalii y cy-
YaCHUX YMOBaX PO3BUTKY €KOHOMIKH i3 ypaxyBaHHAM KOHIIEMIIil CTpaTerivyHOro
yIpaBAiHHA. Y CTaTTi PO3TASHYTO OCHOBHI ITOAOXKEHHS aHaAily e(eKTHBHOCTI
pecypcHoro 3abe3nedeHHs qiTABHOCTI MiAIIPUEMCTBA 3 MO3ULIii pecypcHOI Teopii.
ITomaHo aBTOPCBKE TPaKTyBaHHS CTpPaTEriYHHUX PECypCiB HianpHeMcTBa Ta 3a-
IIPOIIOHOBAHO IXHIO KaacHpikarifo. [loBefeHo, 110 palioHaAbHEe BHKOPHUCTAHHS
CTpaTeriYyHUX PEeCcypciB Ha OCHOBI 3aCTOCYBaHHS Cy4YaCHHUX IIPOTPECUBHHUX CHUC-
TeM MEHEIKMEHTY BHUCTyIIa€ OCHOBHHUM YHMHHHUKOM ITiABUINEHHS €(PeKTHBHOCTI
(YHKITIOHYBaHHS ITiAIIPHUEMCTBA.

Karo4oBi caoBa: BepTHKaAbHA iHTerpallisd, cTpaTeriyHe yIIpaBAiHHH, cTpaTeTi-
YHa [iaTHOCTHKA, aJallTUBHICTb, KOMIIETEHIIii opraHisallii cTpaTeridHi pecypcH,
PEeCypCHHH miaxiz.

Beryn. OnHuM 3 OCHOBHHX HANPAMKIB GOpMyBaHHs i GyHKIIOHYBAHHS CKOHOMi-
YHHX Cy0’€KTIB Ha CyJacCHOMy €Talll € eKOHOMi4Ha iHTerpauis. Bona Moxe OyTu xa-
PaKTepHOIO JUIs PI3HUX HPOIECIB HA PiBHI PETIOHY, raly3i, MiAramry3i, MiKIaly3eBoro
00’e€JHaHHS, y HalllOHAJIbHOMY a00 cBiToBOMY MacuITadi. CyTHICTH iHTerpaii noss-
ra€ B TOMy, IO 3a TaKOi B3a€EMOJIi PO3IIMPIOETHCS Ta 3MIIHIOETHCS BUPOOHHUYO-
TEXHOJIOT1YHUH TOTEHIIIal, 3’ IBISETHCS MOMIJIMBICTD CITUIBHOTO BUKOPHCTAHHS PECY-
pciB, a Takoxk 00’ enHaHHs KamiTaliB. EeKTUBHICTh TOCHOAapChKOI MISJIBHOCTI 1HTE-
TPOBAHUX CTPYKTYP 3aJICKUTh Bijl PALIOHANEHOTO BUKOPUCTAHHS HASBHHX CTPATeri-
YHUX PECYPCiB KOKHOTO MiANPHEMCTBA. 3 OIIIALY HA LE aKTYaTbHUM € JOCITiDKCHHS
POl CTpaTeriyHUX pPecypciB y CHUCTEMi YINpaBIiHHSI BEPTHKAIbHO-IHTETPOBAHUMHU
CTPYKTypamH.

PizHuM acmekram JociimKyBaHOi mpobsieMu cBoro yBary npuaiisumm [l. Pikapmo,
Jx. Mime, T. Manwtyc, /Ix. bapsi, b. Bepuepdenst, . Tic, P. I'panr, I1. bnay, P.
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