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Abstract. Ensuring of consumption safety in the business environment is facilitated by the
introduction of corporate social responsibility, which makes basis for balancing the interests of all
stakeholders (society, business, consumer, government, partners, etc.) and creates conditions for
raising staff awareness and motivation to ensure safe consumption in the short and long term. The
implementation of the principles of consumption security is justified to carry out within the existing
quality management systems at enterprises, the operation of which is associated with a number of
problems. The proper place of marketing in quality management systems will help both to improve
the performance of the principles and to improve the market position of the company on the basis of
corporate social responsibility. The aim of the study is to substantiate the areas of consumption
safety ensuring at the micro level of the system hierarchy to identify the dominant prerequisites for
strengthening the economic security of economic entities through the provision of consumption
safety. Methodology: theoretical and methodological basis of the research are the fundamental
basics of security studies, globalization, marketing, management, ecology, consumption. To ensure
the conceptual integrity of the study, the following methods were used: theoretical generalization,
dialectics, analysis and systematization, grouping, desk research. The scientific importance of the
work is that the world and domestic experience of using effective mechanisms to ensure the
production and consumption safety of goods in accordance with the requirements of sustainable,
resource efficient and clean production has been researched, the areas of modernization of quality
management system modules with proof of the dominant role of marketing (socio-ethical,
environmental, internal, partnership and management) as a mean of interaction with the external
environment have been identified; recommendations for strengthening the security of consumption
in business activities by implementing the provisions of the concept of corporate social
responsibility have been applied. The value of the study lies in the substantiation of directions and
mechanisms for ensuring the safety of consumption at the level of economic entities.


https://management-journal.org.ua/index.php/journal
https://doi.org/10.26661/2522-1566/2021-3/17-01
https://orcid.org/0000-0001-8568-5085
https://orcid.org/0000-0001-8568-5085
https://orcid.org/0000-0001-8455-1421
https://orcid.org/0000-0001-8455-1421
https://orcid.org/0000-0002-7173-6619
https://orcid.org/0000-0002-7173-6619
https://orcid.org/0000-0003-2910-0497
https://orcid.org/0000-0003-2910-0497
mailto:ekaterinaia@ukr.net

Antoniuk, K., Mokiy, A., Bukharina, L. & Antoniuk, Dm. (2021), “Implementation of sustainable development
principles in enterprises in the context of consumption safety”, Management and entrepreneurship: trends of
development, 3(17), pp.8-17. Available at: https://doi.org/10.26661/2522-1566/2021-3/17-01.

Key words: consumption safety, corporate social responsibility, quality management
systems, resource efficient and clean production, marketing.
JEL Classification: E21, F52, Q56.

INTRODUCTION

To ensure the consumption safety enterprises, organizations and other business entities play
an important role. In their activity they should be guided by the principles of sustainable
development during interaction with the external (in particular through marketing tools) and with
the internal environment (Figure 1).

Each of the directions of the safety of consumption is characterized by peculiarities of
application and implementation problems in Ukraine, which are amplified by inconsistency or
duplication of certain scientific and methodological approaches. Therefore, it is important to study
their relationship and develop recommendations for their improvement.

LITERATURE REVIEW

The theoretical foundations of corporate social responsibility (CSR) development in terms of
marketing were laid by F. Kotler, J.-J. Lamben and other representatives of the American and European
schools of marketing. In the researches of Ukrainian scientists R. Abramova, K. Belyavska , O. Berezina,
O. Mandebura, O. Romanukha an attempt was made to generalize the world experience of CSR
introduction and to develop a model of its implementation adapted for domestic conditions. L. Pogorila
and O. Grishnova consider the social responsibility of enterprises through the prism of value-rational
behavior of consumers as opposed to the “society of consumption”. According to the results of the survey
conducted by E. Bayramova, among the important areas of CSR, respondents give the main place to
consumers, and it is for them that the most important thing is to ensure the safety of consumption.

PAPER OBJECTIVE

The aim of the study is to substantiate the areas of consumption safety ensuring at the micro
level of the system hierarchy to identify the dominant prerequisites for strengthening the economic
security of economic entities through the provision of consumption safety.

METHODOLOGY

Theoretical and methodological basis of the research are the fundamental basics of security
studies, globalization, marketing, management, ecology, consumption. To ensure the conceptual
integrity of the study, the following methods were used: theoretical generalization, dialectics,
analysis and systematization, grouping, desk research.

RESULT AND DISCUSSION

1. Influence of corporate social responsibility (CSR). Exploring the safety features of
consumption it is worth to emphasize, that the principles of CSR are (or should) have a direct
impact on the formation of socially responsible consumption — choice in favor of goods that not
only satisfy the consumer with their properties, but also satisfy its tastes and preferences (for
example, ethical, religious, moral, cultural, etc.).
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Figure 1. The structure of the relationship between
the areas of consumer security in the enterprise

Source: (Developed by authors)

So today, CSR has a significant impact on the activities and behavior of companies around the
world. Its implementation contributes to increasing the competitiveness of enterprises, increasing
consumer loyalty to products and organization as a whole, involvement of interested parties and
investors, forming a favorable image of a conscious responsible company. Unlike the European
countries, where social responsibility of enterprises has become a norm and, to a certain extent, a
duty, for domestic business it is a voluntary desire for some companies and a PR-tool for others.
The problem is the inability to define the required areas of social activities and build accurate
system relevant corporate policies.

At the same time, due to objective and subjective reasons, along with an understanding of
positive moments, this concept becomes critical in terms of our country. This is primarily due to the
unstable economic situation, which, in particular, manifests itself in a low purchasing power and,
sometimes, a low culture of doing business.

Among the negative trends of CSR development in Ukraine, can be noted the following.
Firstly, modern scholars view social responsibility of business primarily as a responsibility to
society or government, with much less attention to the consumer. Secondly, the requirements for a
socially responsible organization seem to be underestimated. For example, paying taxes, wages, and
providing consumers with products is sufficient. But this is only compliance with the norms
established by law. Thirdly, the social responsibility of business in Ukraine is affected by crisis
phenomena with mixed results. On the one hand, the difficulties for enterprises arising from the
crisis will hinder the improvement of product quality (due to a decrease or in general lack of funds
for the renewal of fixed assets of the enterprise, the purchase of new equipment and equipment, the
education of staff and the attraction of highly skilled personnel, etc.). At the same time, lowering
the standard of living of the population and financial opportunities of the enterprise can create a
stable situation, in which, in the ratio of price and quality to the consumer, it will still be decisive
not the quality of goods and services, but the availability of their prices, which in turn will
negatively affect the quality improvement products in general. On the other hand, the crisis should
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improve the quality of goods and services, as in the face of the inevitable decline in demand, the
business that sells products and services of high quality will be able to find the optimal balance
between price and quality. The crisis should also have a positive effect on the process of reducing
the cost of products at the expense of reducing its cost, which can be achieved through the
introduction of production of resource-saving technologies for optimizing management, etc.
Consequently, the strategic, and, accordingly, tactical activity of business entities will determine the
likelihood of the risk shift to threats or opportunities.

To the principles of CSR corresponds the concept of social and ethical marketing. Marketing
as a function of enterprise communication with the external environment provides in particular a
connection with the consumer (satisfaction of needs, study of preferences, motives, behavior,
communication policy, feedback), consequently, directly effects on consumer safety.
Implementation of marketing tools in enterprises in Ukraine is also characterized by a number of
problems. Firstly, some business entities have no understanding of marketing in total, consequently,
there is no corresponding structure. Secondly, not all enterprises have a marketing structure, the
marketing functions are carried out. This may be due to a lack of understanding of the concept of
marketing orientation, that is, the lack of necessary staff qualification, and the lack of elementary
control over the implementation of marketing functions in the enterprises. Thirdly, there is no
interaction of the marketing structure (if it exists) with other divisions or the establishment of
resistance to the contacts.

2. Quality management system

As noted above, there is marketing in one of the business activities that provides not only
research on the environment, but also liaises with all stakeholders, including social responsibility
and consumer safety. Based on the results of research on the activities of domestic enterprises, the
peculiarity of performing marketing functions for many of them is the fact that all relevant activities
are carried out, mainly within the framework of the introduced quality management system. As to
the place of marketing in the QMS, we agree that in our country, the concept of "philosophy of
quality” is more understandable for most business entities, participants in different stages of the
reproduction process, as well as management as an integral category of any of them, than
"philosophy of marketing".

Although satisfaction of consumers within the framework of the model 1ISO 9000 is given a
prominent place, it, as well as the role of marketing, is considered in a very narrow sense: first of
all, it is a question of ensuring the requirements of consumers only regarding the availability of the
corresponding certificate. And most experts argue about the need to study consumer satisfaction
mainly only to develop measures to eliminate inconsistencies. Common mistakes about marketing
interpretation by experts or QMS developers at enterprises can be called: (a) separately allocated
function of research and marketing is considered within its marketing concept; (b) the marketing
research toolkit is limited to questionnaires (rarely — expert survey, almost never — desk research),
in which in most cases there is no justification for sample size, quotas, periodicity, etc.; (c) within
research of consumers, first of all are customers (rarely — characteristics, segmentation factors,
perceptions of competitors, almost always — needs, motives, characteristics of potential consumers);
(d) the object of research is, first of all, consumers (rarely — competitors, partners), and macro
factors, conditional forecasts are, in most cases, ignored.

So, we can say that the QMS, which is aimed at ensuring the effective operation of the
organization, takes into account all the main directions of consumer protection from the business
entities (see Figure 1). Today, its effective implementation and effective functioning remains a
problem. One of the main reasons for this is lack of awareness, leadership and staff interest, and
lack of knowledge and skills on this issue. And, undoubtedly, macroeconomic factors influence the
development, most of which have recently been characterized by negative tendencies and dynamics.

Taking into account all the above, we consider it appropriate to dwell in more detail on certain
aspects of the activities of enterprises and organizations, taking into account the peculiarities of
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implementation of which, in our opinion, is of key importance in ensuring the safety of
consumption. After all, the implementation of targeted actions in these areas will most likely
contribute to solving the problem that is the subject of research. This concerns, in particular, the
development of human resources, the acquisition of knowledge and skills by relevant personnel, as
well as the formation of interest and commitment in this regard. It is worth emphasizing here that
each employee, on the one hand, directly or indirectly participates in ensuring the safety of
consumption, and, on the other hand, he acts as an end user, therefore, knows and feels all the
problems associated with this issue. Therefore, we consider it relevant to spread the philosophy not
only of the right customer-consumer, but also of safe-sustainable consumption (see Figure 1). We
see the important role of internal marketing in this.

In terms of motivating and stimulating the work of the personnel at the enterprise, taking into
account the detailed elaboration of these issues within the respective disciplines, we consider it
appropriate, within the scope of the research study, to focus on aspects directly related to the safety
of consumption. On the one hand, there are thematic standards (OHSAS 18001, national legislation
on occupational safety, etc.) that regulate the activities of employees and, consequently, their
compliance with relevant rules and regulations that affect the conformity of manufactured products
or services to the requirements regarding their safety. On the other hand, within the framework of
the QMS (for example, the standards of the ISO series) considerable attention is paid to the
formation of awareness of the personnel, the availability of certain knowledge and skills to ensure
both the objective quality of products or services, and subjective (and therefore, consumer
satisfaction).

Regarding the interaction with partners (see Figure 1), the principles and provisions that we
meet in both the QMS and CSR, we consider it expedient to implement it within the framework of
marketing relations (partnership relations, network interaction). According to it, effective
cooperation is based on mutual respect, mutual understanding, mutual trust, taking into account the
interests of all parties involved in the process, and maximizing the strengthening of individual
relations. To ensure consumption, these relationships should be based on the principles of
sustainable consumption and production.

3. Resource-efficient and clean production (RECP)

An important aspect in ensuring the safety of consumption at the enterprise is the
environmental trend (see Figure 1). From the point of view of the impact on the environment,
within the scope of the activities of business entities there is the objective need for the
implementation of the principles of RECP. In this aspect, the effective use of material resources is
important on the basis of calculating the environmental and economic efficiency of business
processes and technologies. Indicators of material productivity, material consumption of products
and resource productivity are used as a generalizing indicator of the efficiency of materials use. The
European Commission has selected the last indicator (determined by the ratio of GDP and resource
consumption (RMC?)) as a key indicator and set a target for improving resource productivity by
15% between 2014 and 2030. It is expected that resource productivity growth will be positively
affected by 30% on employment and GDP growth, in addition to reducing pressure on the resource
base. Among the EU countries, the leaders in resource productivity of GDP are the Netherlands,
Spain, Great Britain, Italy. They are developing strategies for a sustainable, green, inclusive
economy. Among the key tasks of these strategies is the increased efficiency of the use of resources
as an additional source of value added and a reduction in the load on the basis of natural resources.

RECP is a comprehensive, consistent, preventive environmental strategy for use in production
processes in order to increase the economic efficiency of production, reduce industrial risks for
people and reduce the burden on the environment. RECP provides for reduction of consumption of
raw materials, materials, water and energy resources by enterprises, their refuse to use toxic
materials, and also reduction of volumes of emissions and waste of enterprises. Due to its
versatility, the RECP strategy is understandable and affordable and does not have any significant
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restrictions on its implementation on the SMEs of any industry. RECP offers a method for finding a
balance between environmental impact and economic stability of the enterprise.

In Ukraine, the basic principles of resource-efficient and cleaner production are laid down by
experts from the UN Industrial Program UNIDO, and a draft National Concept for the
Implementation and Development of Environmentally Friendly Production in Ukraine was
developed at the National Academy of Sciences of Ukraine. In spite of this, the development of the
Concept of resource-efficient and cleaner production, which is in line with the regulatory
framework, is a real institutional base for the organization-economic mechanism to be developed
and needs to be explored. One of the main problems during the transition to RECP is the
introduction of incentives for the effective use of materials, which should be carried out at all stages
of their life cycle — from product design to recycling or reuse of waste products.

The general situation on the basis of the main indicators of the ecological state in the regions
shows positive dynamics: emissions from the stationary and mobile sources of pollution are reduced
in the atmosphere, the use of fresh water for household and production needs and agricultural water
supply, the discharge of return water into surface water bodies, formation and utilization of waste,
increases current costs of protection and rational use of natural resources. At the same time, issues
of compliance with the standards of developed countries and pseudo-environmental behavior of
enterprises (in particular, within the framework of social responsibility and consumer protection)
remain relevant. For example, there are often cases where producers are more profitable to pay fines
than to install cleaning equipment, to modernize their fixed assets. The issue of controlling
compliance by manufacturers with environmental and profitability regulations (formal activity,
disconnection of cleaning filters on weekends and off-hours, silence of relevant submissions and
complaints, inactivity of local authorities regarding complaints from the population) is also
unsolved.

Today most of the world's companies have switched from implementing environmental
protection measures to direct pressure from state controlling bodies and the public to strategically
perceive environmentally sound activities. Popularly in the past, the position "adhere to the
requirements of the law, and this enough” began to rapidly lose its supporters, and went into the
introduction of environmental management systems. The first standards of the ISO 14000 series
were formally adopted at the end of 1996 (MS ISO 14001: 1996, MS ISO 14004: 1996) reprinted in
2004. The currently published list of ISO documents in the field of environmental management
includes 23 standards and technical reports, and 5 standards — in development. They propose
approaches to the development of environmental policy and give examples of inappropriate
practices in this aspect (generalization, formality, populism, non-familiarization of stakeholders,
irrelevance). Also reviewed are direct and indirect environmental aspects of the impact of the
organization, its products and services, proposed the most important areas of prevention of
pollution. It is emphasized that the identification and analysis of the significance of environmental
aspects directly depends on the level of knowledge and understanding of environmental problems
by experts in relation to various activities of the organization.

In addition to the ecological management system at enterprises, ecological marketing is
gaining popularity, the concept of which is orientation of production and sales to meet ecologically-
oriented needs and demands of consumers, creation and stimulation of demand for environmental
goods (products or services) — cost-effective and environmentally safe in production and
consumption taking into account the diverse interests of market actors. Today, environmental
marketing is characteristic of most far-sighted businesses, as it is a means to achieve superiority
over competitors. In accordance with the concept of environmental marketing, all aspects of the
economic activity of a modern enterprise must be planned and implemented taking into account the
needs and requirements of the market (including environmental ones), based on the principle of
environmental safety. In addition, the importance of environmental marketing is seen, among other
things, in the formation of the attitude in society, aimed not only at satisfying short-term needs, but
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also in shaping the tastes, preferences, and motives of consumption that will ensure the welfare of
society in the long run.

CONCLUSION

In their activities, business entities should be guided by the principles of sustainable
development, in particular — ensuring the safety of consumption. Obstacles to the development of
CSR in Ukraine are identified: undervaluation of requirements for it, underestimation of the role of
the consumer, uncertainty of the impact of crisis phenomena, predominance of tactical actions on
strategic, abstractness, pseudo-responsibility, etc. Based on the above, the hypothesis of the
appropriateness of the implementation of the principles of sustainable development, in particular the
safety of consumption, within the existing QMS is investigated. The analysis provided gives
grounds for concluding that there are a number of problems with the implementation of QMS at
enterprises. They are, in particular, due to the excessive formalization of the process, the
concentration of performers to a greater extent on tactical rather than strategic aspects of the
activities, insufficient knowledge and skills of managers, experts, performers, and poorly
considering the environment of the organizations, in particular due to lack of awareness of the
issues of marketing theory. It is substantiated that the allocation of a proper place for marketing
support to the QMS will contribute both to improving the indicators of the immediate
implementation of the latter, and to improve the market position of the enterprise as a whole, in
particular on the basis of CSR. Establishing connections with the external and internal environment
should take place through the use of marketing tools and its individual subsets: social-ethical,
environmental, partner and internal.

Regarding the environmental aspect of ensuring the safety of consumption at the enterprise,
the objective necessity of the implementation of the principles of RECP has been substantiated. It is
proved that despite the positive dynamics of the main indicators of the ecological state, issues of
compliance with developed countries' standards and pseudo-environmental behavior of enterprises
remain relevant. The main features of ecological management and marketing are outlined, the
introduction of which should promote the safety of consumption on the principles of sustainable
development.

However, inconsistency and sometimes duplication of directions security of consumption
make it necessary to integrate into a single common system given their strengths and successful
implementation practices.
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3a0e3meueHHI0 OE3MEKM CHOKMBAaHHSA B MIANPUEMHHUIIBKOMY CEPEIOBHUINI B Ipoleci
€BPOIHTErpaIlil CHpuUsie 3ampOBADKCHHS KOPIMOPATUBHOI COIIANIBHOT  BIAMOBIAATBHOCTI IS
30a7aHCyBaHHsI IHTEPECIB YCIX 3aIliKaBJICHUX CTOPIH (CYCHUIbCTBA, MIAIPUEMCTBA, CIIOKHBaya,
Jiep KaBH, TTAPTHEPIB TOIIO) Ta CTBOPEHHS MEPEAyMOB IiABHUIIEHHS 0013HAHOCTI Ta BMOTHBOBaHOCTI
nepcoHaiy 10 3a0e3neueHHs Oe3MeYHNX YMOB CITOKUBAHHS Y KOPOTKO-, CEPEIHBO- 1 JJOBIOCTPOKOBIH
MEPCIEKTUBI. BrpoBa/yKeHHS MPUHIUIIB OC3MEKN CHOXHBAHHS JIOIUILHO 3IMCHIOBATH B MEXax
ICHYIOUMX Ha IiJIPUEMCTBAX CHUCTEM YIPABIIHHS SKICTIO, HAJIEKHE MApKETHHIOBE 3a0€3IEUYCHHS
SKUX CIIPUATHME SIK IMOJIMIICHHIO MOKAa3HUKIB O€3MocepeHbo IX peaizallii, Tak i BJOCKOHAIECHHIO
PUHKOBHUX TIO3UIIIA MiANMPUEMCTBA 3arajioM, y TOMY YHCI Ha 3acajaX KOPHOPaTHBHOI COLIaIbHOI
BIAMOBiAIbHOCTI. MeTOKW [OCTi/DKEHHS € OOIPYHTYBaHHS HampsMiB 3a0e3leueHHs Oe3MeKH
CIIO)KMBaHHS Ha MIKPOPIBHI CUCTEMHOI i€papXii 1JIs1 BUSBJICHHS JOMIiHAHTHUX MEPEAYMOB 3MIITHCHHS
eKOHOMIYHOI Oe31eKu cy0’€KTiB rOCIOAAPIOBaHHS Yepe3 yOe3neueHHs crioKuBanHsA. MeToaoJ10ris:
TEOPETUKO-METOIOJIOTIYHOK) OCHOBOIO JIOCIHI/DKEHHS € (yHIaMEHTAJIbHI OCHOBH JIOCIIJIKCHb
0€3MEeKO3HABCTBA,  IIOOANICTUKH, MApKETUHTY, MEHEIKMEHTY, eKoJorii, cmoxuBaHHS. Jlis
3a0e3MeyeHHs] KOHLENTYaldbHOI IIUTICHOCTI JIOCHIDKEHHS Oy/iM BHUKOPUCTaHI Taki METOJU:
TEOpPETUYHE Yy3arajJbHEHHs, MiaJeKTHKa, aHali3 Ta CHUCTeMaTH3allis, TpylyBaHHsS, KaOiHEeTHi
nocmipkeHHs. HaykoBe 3Ha4YeHHsi poOOTH TOJSrae B TOMY, IO JOCIHIDKEHO CBITOBHH Ta
BITUM3HSHHUNA JOCBiJ 3acTOCYyBaHHS €(EeKTUBHHX MEXaHi3MiB YyOe3leueHHs BHUPOOHHUITBA 1
CMOXXHMBAHHS TOBApiB BIAMOBIIHO J0 BUMOT CTalOro, pecypcoedeKTHBHOIO 1 YHUCTOro BUPOOHUIITBA,
BU3HAYEHO HANPSIMHU MOJIEpHi3allii MOIYTiB CHCTEMH YIPABIIHHS SKICTIO 3 JOBEICHHSAM JOMIHYIOUYOi
poii  MapKeTHHry (COI[iaJIbHO-€THYHOI0, EKOJIOTIYHOTO, BHYTPIIIHBOTO, IaPTHEPCHKOIO Ta
VIIPaBIiHCBKOTO) K 3aco0y B3aeMojii 13 30BHIIIHIM CEPEOBHINEM; PO3POOJIEHO MPUKIAIHI
pexomMeHaamii 1moA0 3MIIHEHHs Oe3MEeKH CIOKHWBAHHS B IMANPHEMHHMIBKINA ISTIBHOCTI IIISIXOM
BIIPOBA/DKEHHSI TOJIOKEHb KOHILIENIIi KOPHOPaTHBHOI comianbHoi BiamoBinaneHOCcTi. LliHHicTh
JNOCTI/DKEHHSI ToNsArae B OOIPYHTYBaHHI HampsMiB 1 MeXaHi3MiB 3a0e3neueHHs Oe3neKku
CTIOKMBAHHS Ha PiBHI Cy0’ €KTIB TOCIIOIaPIOBAHHS.

KurouoBi cioBa: Oe3meka CIOKMBaHHS, KOPIIOpAaTHBHA COIiajbHA BiIIOBIAIBHICTB,
CHCTEMH MEHEKMEHTY SIKOCTI, pecypcoe(eKTUBHE Ta YhcTe BUPOOHUIITBO, MAPKETHHT .

BHEJIPEHUE IPUHIIUIIOB YCTOMUYHUBOI'O PABBUTHUSA HA IIPEANIPUATHUSAX B
KOHTEKCTE BE3OITACHOCTHU INIOTPEBJIEHUA

Karepuna AHTOHIOK Anatonuiit Mokui
Hayuonanvnoui ynusepcumem «3anopooicckas IV « Hucmumym pe2uoHanbHuvix uccie0osanuil
NONUMEXHUKAY, umenu M.U. Jonuwneco HAH Yxkpaunuly,
3anopooscve, Yrkpauna JIve08, Ykpauna
JIvoamuiaa byxapuna AMuTpuii AHTOHIOK
3anoposicckuii HaYUOHANLHYIU YHUSEpCUmMen, 3anopooicckuii HAYUOHATLHBIU YHUSEpCUMEN,
3anopooicwve, Ykpauna 3anopooicwve, Ykpauna

Ob6ecrieueHnto 0E30MACHOCTH TOTPEOJICHHST B TPEANPUHUMATEIHCKOW Cpele B TpoIecce
€BPOMHTETPAllMM CHOCOOCTBYET BBEIECHHE KOPIIOPATUBHOM COIMAIbHOM OTBETCTBEHHOCTH JUIS
cOalaHCHpOBaHMSI HMHTEPECOB BCEX 3aWHTEPECOBAHHBIX CTOPOH (0OIECTBA, TPEATIPUSTHS,
noTpeduTensi, TrocylapcTBa, MNApTHEPOB W T.JI.) M CO3JAHHUS TPENNOCHUIOK IOBBIIICHUS
OCBEIOMJICHHOCTH W MOTHBAIlMM TIEpCOHAlla B BOINpOCAax oOOecredeHus: Oe30MacHBIX YCIIOBHA
noTpebJeHnsT B KpaTKo-, CpelHe- - M JOJArOCPOYHOW mepcrekTuBe. BHeapeHne NpUHIMIIOB
0e30macHOCTH  MOTpeOsieHUsT 1esieco00pa3sHO  OCYIIECTBISATh B paMKaxX CYLIECTBYIOUIMX Ha
NPEANPUATHIX CHUCTEM YIPABICHUS KadeCTBOM, JOJDKHOE MApPKETHHIOBOE OOecIieueHHe KOTOPBIX
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Oyzer crnocoOCTBOBATh Kak YIYULICHHIO IOKa3aTeliell HEMOCpPeJACTBEHHO WX pealu3aluy, Tak U
COBEPILECHCTBOBAHUIO PBIHOYHBIX IMO3MLUN MPENNpUATUsS B LEIOM, B TOM YHCJIE Ha OCHOBE
KOPIIOPAaTUBHOM COIMAIbHOW OTBETCTBEHHOCTU. llenmpio uccnenoBaHusi sBIsieTcs OOOCHOBaHHE
HarpapJeHU o0ecrieueHust 0€30MaCHOCTH OTPeOICHUST HA MUKPOYPOBHE CHCTEMHOW MEpapXHH IS
BBISIBIIGHUS] JOMHHAHTHBIX MHPEANOCHUIOK YKPEIJICHUS SKOHOMHUYECKOH O0e30macHOCTH CYOBEKTOB
XO3HCTBOBaHUS 4yepe3 Oe30MacHOCTh MOTpeOsieHHs.. MEeTOI0IOTHs: TEOPETHKO-METO0I0THIEeCKON
OCHOBOM HCCJIEIOBAHUS SIBIIAIOTCA (PYHIAMEHTAIbHBIE OCHOBBI MCCIIEIOBAHUN TJIOOATMCTUKH,
MapKeTHHIa, MEHEKMEHTa, OSKOJOTUH, noTpednenus. Jnsg obecreyeHus: KOHIENTYalbHOU
L[EJIOCTHOCTH MCCIIEZ0OBAaHUS ObUIM MCIIOB30BAaHbI CIEAYIOLIIE METO/Ibl: TEOpETHUECKOoe 0000IIeHHe,
IUAJIEKTHKA, aHAJIW3 U CUCTeMaTru3alus, rpynnuposka. HayuHoe 3HaueHne pabOThl COCTOUT B TOM,
YTO HCCJIEI0OBAaH MHPOBOM M OTEYECTBEHHBIH OMNBIT MpUMEHEHHs 3()()EKTUBHBIX MEXaHHU3MOB
obecrieueHnss 0E30MACHOCTH  TMPOM3BOJCTBA W  TOTPEOJCHUS TOBAapOB B COOTBETCTBHU C
TpeOOBAHUSAMHU YCTOHYMBOTO, pecypcod(ddHeKTUBHbIE M YHCTOTO MPOU3BOJCTBA, OIPEIEICHBI
HaIpaBJICHUs MOJEPHMU3ALMM MOJAYJIEH CHUCTEMbI YIIPABIEHUS KadyeCTBOM C J0Ka3aTelbCTBOM
JOMUHHUPYIOIIEH pOJIM MapKeTHHra (COIHUaNbHO-3THYECKOTO, HKOJIOTUYECKOT0, BHYTPEHHETO,
MapTHEPCKOTO U YIPABICHYECKOr0) KaK CPeICTBA B3aUMO/ICHCTBUS C BHEIIHEH Cpeoil; pa3paboTaHbl
pPEKOMEHIALMKU 1O  YKPEIUIGHWI0 Oe30lacHOCTH  MOTpeONieHHsT B MPEANPUHUMATENHCKOM
NESITEeNbHOCTH IIyTEM BHEJIPEHUS IOJIOKEHUH  KOHLENUMH KOPHOPaTUBHOM  COLUAIbHON
OTBETCTBEHHOCTH. [IeHHOCTH UCCIEIOBaHUS 3aKI0uaeTcs B OOOCHOBAaHMM HAIMpaBICHUHA U
MEXaHU3MOB oOecriedeHus1 0e30MaCHOCTH MOTPEOICHHS Ha YPOBHE CYOBEKTOB X03HCTBOBAHUSI.

KiroueBble  cinoBa:  Oe3omacHOCT,  NOTpeOsEHUs,  KOpHOpaTWBHas  COLIMANbHAs

OTBCTCTBCHHOCTD, CUCTEMBI MCHC/I’)KMCHTA Ka4yCCTBa, pecprOBq)(l)eKTI/IBHOG H 9YUCTOC IMPOU3BOJACTBO,
MAapKCTHUHTI.
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