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VJIK 339.138

®EJIOPOBA B.A., KaHJ. 5KOH. HayK,
XapvbKo8CKUll HAYUOHAIbHBLIL ABMOMOOUNbHO-00PONCHBIU YHUBEPCUMEM

COAEPXAHMUME NNOHATUA <UMUJIK IPEAITPUSATHUSA»

Annomauusn. [Ipeonosceno credyrouee cooepicanue NOHAMUSL <UMUONC NPEONDUSMUS.
YeNeHanpasieHHo GopMupyemvlll 8 COHAHUU PA3TUYHBIX Yenegblx epynn (cyOvbekmos Henocpeo-
CMBEHHO20 OKPYHCeHUS. U PADOMHUKO8) 00PA3 NPeOnpuUsmus Ha OCHOB8e UCNONb308AHUSL INIeMEH-
MO8 KOMNIEKCa MapKemuHaa 0Jisk 00CMUNCEHUs. NOCMABIEHHbIX Yyellell 3a cuem obecneueHus npu-
BEPICEHHOCMU K HeMy npedcmagumenell OAHHbIX epynn. B omauuue om cywecmeyowux, 6
NPeONONHCEHHOM COOEPHCAHUU YMOYUHEH UCTNOYHUK OPMUPOBAHUL UMUONCA, CYOBLEKMbL €20 80C-
npUsMust, UHCMpPYMEHN, a MAKHce Yelb PoPMUPOBAHU UMUOICA.

Knroueevle cnoea. umuodic npeonpusamusi, yeieHanpasieHHo Gopmupyemslii 0opasz, cyos-
eKmbl HenocpeoCmeeHHO20 OKPYI*CEHUsl, pADOMHUKU NPeONpUAMuUs, d1eMeHmMbl KOMNIeKCAd Map-
Kemumued.
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OEJIOPOBA B.O., kanj. eKOH. HayK,
XapxiscoKutl HAYIOHALHUL ABMOMOOLIbHO-00POIICHIU YHIBepCUmem

SMICT HOHATTA «IMIIK HIIAITPUEMCTBA»

Anomauin. 3anponoHo8ano HACMYNHUL 3MICT NOHAMMA <IMIONC NIONPUEMCMBA». Yile-
cnpamosano opmosanuil 'y ceioomocmi piznux yinvosux epyn (cyo exkmie 6e3nocepednboco
OmoueHHs | NPAYIBHUKIE) 00pa3 NIONPUEMCMEA HA OCHOBL BUKOPUCIMAHHS eNeMEHMI8 KOMNICKC)Y
mapkemuHey 0Jis1 O0CACHEHHs NOCMABNEeHUX Yyinell 3a PpaxyHoK 3abe3nedenHs NPUXuIbHOCMi 00
Hb020 NPeodcmasHuKie oanux epyn. Ha éiominy 6io icuyrouux, 6 3anponoHo8anomy 3micmi ymou-
HeHO 0xcepeno GopmySanHs imioxicy, cyo’ EKmig U020 CNpUUHAMMSL, IHCMPYMeHM, d MAaKoHc Me-
my ¢hopmysanHs imioxcy.

Knrouosi cnosa. imiodc nionpuemcmaa, yinecnpiamosarno gopmosanuii obpas, cyo’ ekmu
be3nocepeOHb020 OMOUEH S, NPAYIBHUKU NIONPUEMCMEA, eNeMEHMU KOMNIEKCY MAPKEMUHZY .

V. FYODOROVA, Cand. Econ. Sc.,
Kharkiv National Automobile and Highway University

THE CONTENT OF THE NOTION «<ENTERPRISE IMAGE»

Abstract. The following notion of the content «enterprisage» has been proposed: the
enterprise image purposefully formed in consciossr@ various target groups (subjects of the
immediate environment and employees) based ongheoumarketing mix elements to reach
objectives at the expense of ensuring adherencepoésentatives of these groups to it. Unlike
existing notions, the proposed one contains a fipdcsource of image formation, subjects of its
perception, the tool, and the purpose of image &bion.

Key words. enterprise image, purposefully formed image, subjeof immediate
environment, enterprise workers, marketing mix elgs

Statement of the problem. In the competitive success of any com-
pany in the market contributes greatly to a posiiimage. Its presence
provides both attracting new customers and retgipermanent. In this
connection special importance is the problem afneition of the compa-
ny image. However, the ambiguity of interpretatadrits nature difficult
to solve this problem.

Analysis of recent research and publications. Currently there is
no single point of view on the essence of the cphoé «image of the
company». Among researchers [1-7, 9-10, 12-15,118Hzre is no con-
sensus regarding not only the spirit but also #rentused in this case
(table 1): «corporate image» [3, 5, 12, 13, 15} suess image» [19],
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the «organizational image» [13], «the company'ggesdl, 2, 4, 6, 7, 9,
10, 12, 14, 18, 20, 21].

Table 1
Analysis of terms used by researchers
Used term
Author corporate business organizational| image of the
image image image company
Blinov A.O., +
Zakharov V.Y.
Muromkina I.1. +
Shkardun V.D., + +
Akhtyamov T.M.
Sotnikova A.S. +
Burceva T. +
Vazhenina |.S. +
Polyanskaya I.L. +
Gotz L.N. +
Pesotskaya E.V. +
Romashchenko I. + +
Aleshina I. + +
Saginova O.,
Skorobogatykh 1., +
Gaft V.
Reed C. +
Himich 1.G. +
Fomina E.V., +
Hotz A.E.
Primak T. +
Smirnova Y.A. +

Since these terms are used synonymously, it isggerpto contin-
ue to use the most common one term — «the compiamgtze».

In determining the essence of the concept imagheotompany in
its structure the authors identify the followingemlents: base (generic)
concept; perceiver's image; method of image forwnattool of image
formation; and the purpose of its formation. Paihview of scientists on
the nature of the studied concepts are present&bia 2. Their analysis
suggests that the funds in the structure deterromaf the elements tak-
en into account only by some authors, in most dedims specify only
the basic concept, as well as subjects of peraepfianage.
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Table 2
Definition of «company image»
Element allocated in the structure determination
Author Content of the notion : subjects a method , goal
generic term : . forming tool .
perception of forming of creating
1 2 3 4 5 6 7
Blinov A.O., perception of individual enter- "
Zakharov V.Y. | prises, awareness of its specific perception, - - - —
[1, p. 37] features, characteristics awareness
Muromkina I.I. | personal perception of the com- .
2, p. 72] pany perception — - - -
Shkardun V.D., | synthesis of ideas about enterprise community
Akhtyamov T.M. | inherent in various community representation - - -
[3, p. 68] groups groups
proposed organization, constitute cause the
the system characteristics of the target
organization, based on the results groups of
Sotnikova A.S. of .its .socio-economic activities_, . planned, pro- sensations
[4, p. 137] WhICh is planned and p_romoted in  image target groups moted by the - and stable
' different target groups in order fo enterprise set of
cause their representatives stable beliefs con-
set of perceptions and beliefs |in cerning the
relation to its organization
Burceva T., a set of ideas, opinions, views |of , .
Mironova N. different contact groups on the presentation, | various con- - - -
[5, p. 24] enterprise view, opinion | tact groups

Vazhenina I.S.
[6, p. 137]

shallow, relatively quickly anc
easily transformed representati

of the object, does not require| a
rational assessment of its real

)

n

epresentation

qualities that develops in people's

minds

people
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Extension Tabl@

1 2 3 4 5 6 7
vision people about the unique quality, design,
characteristics that, in their famous brands
opinion, has a shop and its ac- maintenance

Polyanskaya I.L., | ."... "~ . ) !
tivities: quality, design, famous . services and
Polyansky L.N. vision people - -

brands; now provided mainte-

discounts, the

[7. p. 39] nance services and discounts, prices of goods
the prices of goods, its corpp- corporate
rate identity identity
prevailing image of the compa-
Popova N.V. ny's reputation, the opinion of image, reputa- eneral public B B B
[8, p. 64] the general public about the tion 9 P
prestige
folding have now collaborating . o collaborating
Gotz L.N. . e . . Impression, im-| . .
business entities impression im- with business - - -
[9, p. 160] age )
age subjects
socio-psychological characteris-
Pesotskaya E.V. | tics which form - miruyut fa characteristics B B B B
[10, p. 143] vorable public perception of the
company
holistic perception (understand- is based on a
Tomiova . |19 and assessnen) orgening e b
[11, p. 5] ; Y 9roubs: hderstanding, | various com-| 9roUP
ormed on the basis of their ) mation about - —
Romashchenko I. : . assessment | munity groups| : |
memory stored in the infor- various aspects
[12, p. 106] . .
mation about various aspects |of of the enter-
the enterprise prise
Aleshina I.V. image of the organization in the image community B B B
[13, p. 50] public representation of groups 9 groups
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Ending the tabl@

1 2 3 4 5 7
. result of communication of cor- result of com-
Saginova O., . e L ] o
porate identification of targetrepresentation, a . munication of
Skorobogatykh 1., : . . target audi- .
audiences, an idea, a set of be-set of beliefs, corporate iden- -
Gaft V. : ) . . ences PN
liefs and feelings, formed in the  feelings tification target
[14, p. 54] . s ;
mind of the organization audiences
created in
accordance
"face" of the company, estap- with the ob-
Reed C. lished in accordance with the «face» of the B created by the jectives of
[15, p. 86] objectives of the company and company enterprise the compa-
to achieve them ny, aims to
achieve
them
Blinov A., , : .
real image of a particular ideq|l- :
Kozyrev A. o image - - -
[16, p. 100] 9y
a set of views, ideas and experi-
ences of the individual or that resentations
Kotler F. object, to a large extent deteri- d%as ex erien’c- consumer B B
[17, p. 605] mined by the setting of the con- ' esp
sumer and his actions in relatipn
to the object
_— totality of the public perception
Himich I.G. . .
[18, c. 605] of the company or firm by many perception people — -

people
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As a basic (generic) concepts researchers uselibevihg: 1) the
perception — Blinov A.O., Zakharov V.Y. [1, p. 3SMuromkina 1.I. [2,
p. 72], Tomilova M.V. [11, p. 5]; 2) knowledge —iBbv A.O., Zakha-
rov V.Y. [1, p. 37]; 3) introduction — Shkardun \,,DAkhtyamov T.M.
[3, p. 68], Vazhenina I.S. [6, p. 137]; 4) visiorPelyanskaya I.L., Poly-
ansky L.N. [7, p. 39]; 5) image — Sotnikova A.S., [B. 137],
Popova N.V. [8, p. 64], Gotz L.N. [9, p. 160], Aasa I.V. [13, p. 50];
6) reputation — Popova N.V. [8, p. 64]; 7) undendiag , evaluation —
Tomilova M.V. [11, p. 5]; 8) specifications — Pesaya EV [10,
p. 143]; 9) experience — Gotz L.N. [9, p. 160], kotF. [17, p. 605];
10) opinion, view — Burceva T., Mironova N. [5, P4]. The essence of
these concepts is different, so the generic coneeplires clarification.

To the subjects perception of the image (the seedeiient of the
structure determination), the authors include weicommunity groups
[3, p. 13], the target group and audience [4, p.thé contact groups [5],
the general public [8], now collaborating with ness entities [9], the
consumer [17], and, in general, indicate human/[Gl8]. The quantity
as well as representatives of these groups diffeach case.

As for the third element definition structure oétbompany image
opinions of the authors are divided into two groups

The first group of authors [1, 3, 6, 7, 21] beligvtkat the image is
formed as purposefully now, and regardless of ti®®as. In turn, repre-
sentatives of the second group of authors [4, 514Bargue that the im-
age is formed only as a result of planned actionthe enterprise. It
should be noted that in the definition of activensént investigators in
most cases overlooked. The same applies to thénastlements — tools
and purpose of forming the image — the content loickv can be deter-
mined mainly on the basis of the text of scient#rticles or books, and
not from the definition.

Unresolved components of the total problem. Opinions research-
ers disagree on the content of basic elementsadéiddn the structure of
the concept of «image of the enterprise», namedgeb(generic) con-
cepts; subjects perception of image; method of enfagmation; tool of
image formation; and the objectives of its formatioreover, these el-
ements are taken into account only by some authorepst definitions
specify only the basic concept, as well as subjetiserception of im-
age.
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The purpose of the article. Using a systematic approach, theoreti-
cal generalizations to clarify the concept of «imagf the company»
based on the content of the main elements of tndysallocated in its
structure.

The main material of the study. There are two versions of the
origin of the term «image». Some researchers atigateit comes from
the Latin word «imago» — an image associated vighwvtord «imitari» —
mimic [23, p. 252]. Other researchers argue thatcttmcept of «ximage»
comes from the English word «image», meaning «imdga2, p. 40].

According to the dictionary of foreign words imagea «purpose-
fully formed (media, literature, etc.), the imadgeaoperson, object, phe-
nomenon, designed to have on anyone's emotionalpapchological
Impact for the purpose of advertising, promotiom atc.» [24, p. 53].
That is, initially under the image is meant prirhanmage.

At the same time, as mentioned above, most resaarcise as a
generic concepts such as perception, understanelmatyation, presenta-
tion, etc.

To justify the generic concept should apply to ¢éxelanatory dic-
tionary in order to study its fundamental impor@néccording to him,
the perception — «a form of sensory reflectioneaity in consciousness,
the ability to detect, receive, assimilate andiigtish phenomena of the
external world and to shape their image»; realizdully bring to their
consciousness, to understand» [26]; introductieaencrete image of an
object or phenomenon, which is currently not diseperceived, but on-
ly played in the mind» [27]; vision — a) «the atyilto perceive and eval-
uate others»; b) «point of view, look at smth.»]{2ihage — «the result
and the ideal form of the reflection of objects am&nomena of the ma-
terial world in the human mind» [26]; reputation«public opinion,
formed smb., smth. based on its qualities, strengtleaknesses, etc.»
[27]; understanding — «the ability, the ability goasp the meaning of
something, learn, conscious of it; state of consmness, which is clear,
open, know the meaning of something» [28]; ratingopinion on the
value, level or value of someone sth» [26]; chanastic — «description
characteristic and distinctive, features someorsg #omething» [26];
experience — «caused someone opinion, evaluatr@septation» [28];
opinion — «judgment, expressing assessment smth,, swlated to smb.,
smth., look at smb., smth.» [28]; look — «opinitre judgment» [26].
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Based on the study content above definitions, eHeviing conclu-
sions. The perception is a process of receivinga@myerting the infor-
mation about an object, therefore, the image issadft perception and
the result of this process. It is created as altresithe perception of the
individual characteristics of the different actansthe enterprise. The
same applies to the evaluation process, undersigqiadid awareness.

Submission process is playing in the minds of thessally per-
ceived image of objects and phenomena of realtyed and reproduced
freely in the mind without direct exposure to tHgexts themselves and
phenomena on the senses. That is, one can cortblaididne primary im-
age and the representation — the secondary. Pagisenof the various
actors on the enterprise formed after the uptakin@iimage. The same
applies to the experience, views, views.

Vision allows you to form an opinion on the subjetthe image of
the company or is a consequence of the perceptithe subject image.

Regarding the identification of the image with auttion for fol-
lowing should be noted. Image focused on the faonabf conscious
perception of certain groups of a certain way daemrises not always
reflect its actual characteristics. Whereas reputatharacterizes con-
firmed practice opinion on the enterprise, baset amemotional and
sensory level, and actually confirmed the advardagel disadvantages
of the enterprise. The author supports the viewb8Imekov A.l. that the
key to determining the image is the word «imageo @putation — «as-
sessment», «opinion» [25].

Thus, as the base (generic) concepts in determihi@agrature of
the image is proposed to use the term «image».

Regarding the subjects perception of image amosgarehers as
there is no consensus. So, BlinoWA.Zakharov V.Y. identifies as such
consumers, financiers (investors, banks, finaramellysts, brokers), the
company's employees, company representatives, MBisnal commu-
nities (locals), other groups of opinion leadeosi(palists, union leaders,
officials, etc.) [1]; Shkardun V.D., Akhtyamov T.M: customers, part-
ners, the general public, the power structuresytbdia and other audi-
ences [2]; Aleshina I., Fomin E.V., Hotz A.E. — timernational com-
munity, partners and government, the financial comiy, staff,
community organizations, local communities, consten&3, 19]; Sagi-
nova O., Skorobogatykh I., Gaft V. — regulatory e (government,
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regulators, industry and professional associatishareholders), diffuse
(community leaders, journalists, special interesbugs), functional

groups (customers, employees, partners, businddgidsyazhenina I.S.
— employees, investors, creditors, analysts, gowem, media, etc. [6];
A. Sotnikov — consumers, employees, shareholdecs| communities,
government structures, media and other audienge®inak T., Tomi-

lova M.V. — consumers, employees, the general pupkrtners, media
[11, 20].

Analysis of the subjects allocated researchers enpagception led
to the following conclusions. Some of them arernmi to the enterprise
environment, namely the employees of the compdhthearest — to the
external (local community, consumers, investors.)etln addition,
community groups selected by the author, excepefmployees, are the
subjects of the immediate environment or microemvment (consumers,
intermediaries, suppliers, contact audiences exujudompetitors). The
difference in the amount of these groups becauseastigators vari-
ously grouped same subjects.

So, Blinov A.O., Zakharov V.Y. shared contact regmatives au-
diences regional communities other groups of opinegaders and MPs.
Should also be noted that the authors of the salemioup of subjects do
not cover all possible mediators Enterprise (oimariciers). The same
can be said about the subjects allocated to o#isearchers.

According to the author, contact audiences divisio separate
groups does not make sense, because all relatiéigéseate not focused
on the relationship with the company, and to g&irmation about it, so
that require one approach in shaping the imagkeotompany.

Thus, it is proposed as subjects viewed the imageeption of the
employees and the subjects of the immediate envieoi

Consider the third element of the structure deteaton — method
of image formation. As already noted, some reseaschelieve that the
iImage is created purposefully and now totally dejee on his actions,
and others — in parallel considering natural imagenation under the in-
fluence of factors over which the company can nfiuénce. As these
factors are often cited, for example, stories oplayees, customers or
local residents or friends about his relationstuptlie company (both
positive and negative); gossip, etc. [1, 18].
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According to the author, these factors do not fohe image and
reputation of the enterprise, because they aredb@s@ractical coopera-
tion with him. Image is the desired manner, whioh tompany wants to
offer target groups, shows how it wants to see s@tiin the eyes of the-
se groups. On this basis, it is the company cantanot decides what will
be this way on the basis of analysis of informatiout the preferences
of the target groups. Consequently, the image shbal considered as
purposefully formed company image and not objettif@ding.

As tools of image formation, researchers are maielgicated pub-
lic relations [6, 13]; advertising [6]; trade madesign, history, appear-
ance, ethical norms enterprises, etc. [18]; aldpob characteristics, cul-
ture, psychological climate, interior, staff ap@eare, branding, etc.
[21]; means of communication that the company aarirol: advertising,
press releases, public statements and speechesdsrs of enterprises,
exhibitions, product design and packaging desigmckes, logos, etc.,
and those for which it can not affect: PR, whicim ¢et be controlled
now [1].

As the author examines how the image formed pufpthgerow,
the factors uncontrollable now, can not be consides a tool for image
formation. Furthermore, given researchers the taodscomponents of
the marketing mix, which includes the following mlents: product,
price, distribution (place) and promotion. For segvbusinesses market-
Ing mix consists of seven elements: the physicalrenment, contacts
with staff, price, service, distribution, commurtioa, process).

Thus, it is proposed as a tool for forming the ima the enter-
prise to consider elements of the marketing mix.

With regard to the fifth element which is dissighte the structure
determination, the author supports the view Redgd %}.that the purpose
of creating an image is to achieve the main goatekedcompany, not the
formation of the target group stable set of beliafsl feelings against
him (this is the goal interim, it is achieved at #xpense of the main ob-
jectives of the enterprise).

Thus, the image of any company formed in order dbieve its
main objectives by creating in the minds of theiox#s target groups of
the image, providing a favorable attitude and commant to its goods,
services and activities in general.
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As a result of the completed research proposediltieatoncept of
«image of the enterprise»: targeted slowly fornrethe minds of differ-
ent target groups (the subjects of the immediaieremment and em-
ployees) company image through the use of elementearketing to
achieve these goals by ensuring adherence tonéseptatives of these
groups.

Conclusions. The novelty of the proposed definition is to jsti
the method of image formation (now purposefullyategl); perception of
Image subjects (subjects of the immediate envirariraed employees of
the company); instrument of its formation (the edas of the marketing
mix), as well as the purpose of forming the imatpe (main achievement
of business objectives by ensuring adherence toustarget groups).

References

1. bnivaoB A.O. Umumk opranu3anuu Kak GakTop €e KOHKYPEHTOCIIOCOOHO-
ctu / A.O. biiunos, B.4. 3axapos // MenemxmenT B Poccun u 3a pyoexxom. — 2003.
—Ne 4. —C. 35-44.

2. Mypomkuna .M. UMux pO3HUYHOTO TOPTrOBOTO MPEANPUATHS: OCOOCH-
Hoctu (hopmupoBanus u Bocrpustus / .M. Mypomkuna // Mapketunr B Poccun u
3a pyoexom. — 2001. Ne 2. —C. 72—-77.

3. Wkapayn B.JI. Ouenka u ¢popMupoBaHre KOPHIOPATUBHOIO UMUKA Tpe-
anpustus /[ BJI. lkapayn, T.M. AxtamoB // Mapketunr B Poccuu 1 3a pyoexom.
—2001. Ne 3. -C. 68-77.

4. CotaukoBa A.C. ®opmMupoBaHHUE U OLIEHKAa UMU/KA U PEIyTallud OpraHu-
3aiuu [ A.C. Coraukosa // Mapketrunr B Poccun u 3a pyoexxom. — 2009. Ne 6. —
C. 136-142.

5. bypueBa T. HccnemoBanme kopropatuBHoro ummmika / T. Bypuesa,
H. Muponosa // Mapkerunr. — 2008. Ne 3. —C. 24 — 35.

6. Baxxenuna 1.C. UMumx u penyranus opraHu3alii. 3KOHOMHUYECKOE CO-
nepxanue, popmupoBanue u oreHka / .C. Baxenuna // Mapketunr B Poccun u
3a pyoexom. — 2010. Ne 1. —C. 136-142.

7. Tonsuckas WU.JI. Umumk toprooro npemnpustus / W.JI. IonsHckas,
JI.H. NonsHckwmii // Mapkerunr B Poccuu u 3a pyoexxom. — 2009. Ne 3. —C. 39-47.

8. ITonoa H.B. MapkeTHHI TpaHCHOPTHBIX ycayr : y4ue0. moco0. / H.B. ITo-
nmoBa. —X. . XHAJIY, 2002. — 224.

9. T'onr JI.H. ConeprkaHue MOHITHH: «AMHIK», «IeJI0Bas PENyTaLUI» U «Ty-
ABWILT», X pasrpanndenue u B3anmocssizb / JI.LH. T'on // TIpomereit. — 2006. Ne 1.
—C. 159-162.

10. IMeconkas E.B. Mapkerunr ycayr / Ilecoukass E.B. — C.I16. : Ilurep,
2000. — 16@. : un. — (Cepus «Kpatkwii Kype»).



ExoHoMika TpaHCIOPTHOr0 KoMILIeKkcy, Bum. 21, 2013

11. TomunoBa M.B. Monenr umumxka npeanpustuss /| M.B. Tomwumosa //
Mapxketunr B Poccun u 3a pyoexxom. — 1998. Ne 1. —C. 5-17.

12. Pomamenko 1. ®opMyBaHHS MO3UTUBHOIO IMIJKY OpraHizailli ik cKJia-
noBa npodeciiitHux KoMImeTeHiii Mapketosoris / I. Pomarienko // Monoap 1 puHOK.
—2011. Ne 4. —C. 105 - 108.

13. Anetmaa U. KopnoparuBabiii umumxk / M. Anemmna // Mapketunr. —
1998. —Ne 1. —C. 50 — 54.

14. CarunoBa O. MapKeTHHIOBOE YIPABJICHUE KOPIOPATUBHON penmyTaluen
kommepueckoro 6anka / O. Carunosa, 1. CkopobGorateix, B. I'adt // MapkeTunr. —
2006. —Ne 5. —C. 52 — 65.

15. Pua C. D¢ddexTuBHO 1M BBl MOAJNEPKUBACTE CBOM KOPIOPATUBHBIN
umuk? /C. Pun // Mapkerunr. — 2008. Ne 6. —C. 86 — 90.

16. bnuroB A. Ponb BHyTpeHHer0 nMumka kopriopamnuu / A. bimaos, A. Ko-
3pipeB // Mapketunr. — 1999. Ne 4, —C. 100 — 104.

17. Kotnep ®. Mapkerunr menemxkment / @. Koriep. — 11e u3n. — C.II0. :
[Tutep, 2005. — 80@. : mi1. — (Cepust «Teopus U MpakTHKa MEHEHKMEHTA ).

18. Xumuy [.I'. IMiK SIK BaXKJIMBHM MOKA3HUK JISUIBHOCTI MIANPUEMCTBA Y
Cy4aCHMX YMOBax pO3BHUTKY KopropatuBHoi KynbTypu / I.I'. Xumuu // ExoHOMIKa
ta nepxkasa. — 2009. Ne 9. —C. 59 - 61.

19. ®omuna E.B. Ynopasienue nenoBbIM UMHIKEM (GUPMBI B COBPEMEHHOM
poccuiickoii sxkoHomuke / E.B. ®omuna, A.E. Xou // Mapketunr B Poccun u 3a
pyoexom. — 2008. Ne 1. —C. 46 — 33.

20. IIpumak T. OniHoBaHHS IMIIDKY MIAIPUEMCTBA Ha CIIOKHWBUYOMY PHUHKY
VYxpainu / Tersna [Tpumak // Ekonomict. — 2002, Ne 6. —C.69 — 71.

21. CvmupnoBa FO.A. UMk opraHMzanuu:. CTPYKTypa, KiaccuuKaius,
¢byukiun / FO.A. Cmuprosa // Mapketunr B Poccuu u 3a pyoexxom. — 2009. Ne 2.
—C. 36-47.

22.Cvupnosa F0. CpaBHUTENBHBIN aHAIU3 TTOJAXO0/I0B K ONPEIEICHUIO MOHS-
taii umupk u penyrtanus / FO. CmmpaoBa // Mapkerunr. — 2009. —Ne 3. —
C.40-57.

23. Tarapunora H.B. O moHATHN «UMHUK» U €70 OTJIMYUU OT CXOIHBIX C
HUM TIOHSTHI «00pa3», «penyranus», «crepeorurn» / H.B. Tatapunosa // ®unono-
ruueckue Hayku. Borpocsl Teopun u npaktuku. — 2009. Ne 2. —C. 252 — 255.

24. BacrokoBa N.A. CrnoBaps nHocTpaHHbIX cioB / BactokoBa M.A. — M. :
ACT-IIPECC, 1999. — 64@.

25. labenpank A.U. UMumk u pemyTanus — qBe OOJNbIINE Pa3HULBI [DIeK-
tpoHHbIN pecypc] / AWM. llabenpauk // CoBetHuk. — 2002. Ne 2. —Pexxum noc-
tymna Kk craree: http://www.sostav.ru/articles/2002/03/25/pr2503802

26. Oxeros C.U. CroBapb pycckoro sizbika: Ok. 57000cmoB / C.H. Oxeros;
Hay4H. pea. wi.-kopp. AH CCCP H.JO. llIsenosa. — 20¢ uzn., crepeotun. — M. :
Pycc. 3., 1998. — 750@.



ExoHoMika TpaHCIOPTHOIO KOMILIekcy, Bum. 21, 2013

27. EdpemoBa T.®O. HoBbII cl0Baph pPycCKOro s3biKa. TOJKOBO-
cioBooOpaszoBarenbHblii / Ehpemosa T.d. —M. : Pycckuii 31k, 2000. — 1232.

28. YmakoB JI.H. Bosbiioli TOJIKOBBINA CIOBaph COBPEMEHHOTO PYCCKOIO
s3bika / J1.H. Yiakos. —M. : Anpra-ITpunt, 2007. — 1248.

Reviewer: V. Shynkarenko, Dr. Econ. Sc., Prof., KNAHU.
Articlereceived 10.02.2013

VJIK 658.5

CTOI'YJI O.W., kKaH[I. 5KOH. HaYK,
XapbKo8CKUL HAUUOHAIbHBLIL A8MOMOOUTbHO-00PONCHBIU YHUBEPCUMem

CYIIHOCTHh NOHATUS «3KOHOMHUYECKHUI
MEXAHMUW3M PA3ZBUTUSA ITPEAITPUATHUA»

Annomayun. Paccmompeno, ymouneHo u OONOIHEHO NOHAMUE <IKOHOMUYECKUL mexa-
HU3M pa3eumusi npeonpusmus» Ha 0CHo8e anaau3a ucciedyemozo nouamus. I1oo paccmampusa-
eMblM NOHAMUEM Npedsa2aemcsi NOHUMAMb YEeNOCMHYI0 CUCMEMY IKOHOMUYECKUX Memooos,
Cnocobo8 u puluazos, KOmopbvie peanu3yiom 8030elcmeue YnpasieHyecKol cucmemsvl Ha YNpas-
JIIeMYI0 C Yenvblo nepexooa nocieouel 8 Hogoe, bolee KauecmeenHoe COCmosHUe, 8Clle0Cmaue
ue20 nosviulaemcs dQPPHeKmusHocms PYHKYUOHUPOBAHUS NPEONPUAMUAL.

Knroueswie cnosa. MEXAHU3M, XO3AUCMBEHHbBLIL MeXAHU3M, OKOHOMUHECKUU Mexanusm, op-
ZaHMS‘aMMOHHO'SKOHOMMUQCKMZZ MEXAHU3M, obecneuenue paseumusl npe()npuﬂmuﬂ.

CTOI'YJI O.1., ka"j. €KoH. HayK,
XapKiscbKuil HAYIOHANbHUL ABMOMODIIbHO-00POICHIU YHIBEpCUmMem

CYTHICTH HOHATTS «<EKOHOMIYHUIA
MEXAHI3M PO3BUTKY IIIAITPUEMCTBA»

Anomauisa. Pozenanymo, ymouneHo i 00N06HEHO NOHAMMS <€KOHOMIYHUL MEXAHI3M PO3GUN-
KY NIONPUEMCINBA» HA OCHOBI AHAIZY 00CTIONCYBAH020 NoHsmmsl. 11i0 oanum noHammsm nponowy-
EMbCSL POZYMIMU YIICHY CUCIEMY eKOHOMIYHUX Memodis, cnocobie i sadicenis, sSKi peanizyioms Oito
VAPABNIHCHLKOI cUCmeMu Ha KepoBaHy 3 Memoro nepexooy OCMaHHboi 6 Ho8uUll, OLTbUL AKICHULL CIAH, 8
pe3yibmami 4020 ni08UUYEMbCS eqheKMUBHICIb (DYHKYIOHYBAHHS NIONPUEMCMEA.

Knrwouosi cnoea: mexanizm, 20cnooapcbKull Mexamizm, eKOHOMIYHUL MeXaHizm, opeaHisa-
YIUHO-eKOHOMIYHUL MEXAHI3M, 3a0e3nedeHHs PO36UMK)Y NIONPUEMCNEA.



