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Abstract. The paper provides a critical overview of different conceptions concerning positive
business reputation formation. Hence, the aim of the study is to explore the impact of organizational
behavior on building positive business reputation as one of the main tasks of chief executive offices.

This research employed a qualitative method to obtain a comprehensive understanding of
corporate reputation as an intangible and critical asset in sustaining business operations, its
formation being a challenge of organizational behavior management.

The topicality of the investigation problem makes it necessary to analyze the effect of
organizational behavior on company’s performance as far as managing business reputation in
conditions of growing expectations by versatile stakeholder groups. Among the main determinants
of business reputation management risks is insufficient internal and external communication
between various functions and structures, with their own, sometimes contradictory, beliefs and
expectations. When expectations change and the nature of the company remains the same, the gap
between reputation and reality widens and risks increase. No less important is the responsibility of
management for the formation and protection of business reputation, as well as the possession of
appropriate methods and tools for measuring reputational risk.

The issue of a robust causal link between the behavior and reputation of a company becomes
even more obvious in the process of developing staff loyalty. A refined synthesis of the literature on
the relationship between employee loyalty and organizational performance in the context of risk
management highlights various indicators of employee loyalty to the company and organizational
performance. However, the problem of managerial levers that can consolidate or improve
organizational efficiency requires further research.

The results obtained show that employee loyalty is a strategic tool of organizational behavior
management to increase the organization's bottom line. This research contributes to staff loyalty
management as a process that allows the organization to optimize its human capital, increase the
efficiency of the organization performance and the personnel involvement in the work, that is, to
form high-level staff loyalty.
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INTRODUCTION

The behavior and reputation of a company are its most important values. They determine the
nature of the rules for the interaction of employees, consumers, suppliers, shareholders, competitors
and society as a whole.

As a multidisciplinary field "organizational behavior" is of dual implication. On the one hand
it involves examining and analyzing the human behavior as a systematic study of both group and
individual performance and activity within an organization. On the other, it is the actual behavior of
the organization in the social, technological and cultural environment, its functioning, relationship
with other organizations and individuals.

Organizational behavior is a complex reaction to everything that happens in this organization
and results in forming business reputation as a sustained opinion about its qualities and merits in the
society in general and in a specific market segment in business in particular.

The above mentioned speaks in favour of the importance of organizational behavior for
effective company performance as far as managing business reputation in conditions of growing
expectations by versatile stakeholder groups. No less essential there may be regarded the impact of
intensified public awareness about the organization actions on increasing requirement for
transparency in solving socially responsible issues.

LITERATURE REVIEW

“Organizational behavior is the study and application of knowledge about how people act
within an organization. It is a human tool for human benefit. It applies broadly to the behavior of
people in all types of organization” [13]. It provides grounds for executives to foresee the behavior
of individuals and, through anticipating the effect of certain activities on human behavior, - to
control human behavior in organizational context, thus contributing to the success in accomplishing
its mission [15].

An effective tool for managing organizational behavior is the culture of a particular
organization as a socio-cultural system. Being an integral part of the overall management
mechanism it is viewed as "the collective programming of the mind which distinguishes a member
of one group from another" [10]. As well as "the pattern of shared basic assumptions - invented,
discovered, or developed by a given group as it learns to cope with its problems of external
adaptation and internal integration - that has worked well to perceive, think, and feel in relation to
those problems" [22]. If in short - "it's how we do things around here" [3].

In a broad sense organizational culture provides a system of values, norms, rules, traditions
that exist (dominate) in an organization and determine the organizational behavior of its members
and organizational style. Managing an individual behavior in an organization means managing the
personal value system aimed at harmonizing the values of the person and the values of the
organization [5; 7; 10].

A predominant result of a strong organizational culture is undoubtedly business reputation.

Recent scientific studies have confirmed a causal relationship between organizational culture
and reputation: sustainability leads to trust, and trust leads to good corporate reputation which in
turn generates income and profitability.

Chief executives included reputation among their top strategies for “driving enterprise growth
and achieving better performance.” It has become common knowledge that “Firms with strong
positive reputations attract better people. They are perceived as providing more value, which often
allows them to charge a premium. Their customers are more loyal and buy broader ranges of
products and services” [6]. “A corporate reputation is a collective assessment of a company’s
attractiveness to a specific group of stakeholders relative to a reference group of companies with
which the company competes for resources” [8].
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Reputation is a collective evaluation of an entity (e.g., country, organization, team or
individual) that rests upon the perceptions of a set of stakeholders who are making broad
evaluations on past activities and who hold expectations of future behavior. It is generally agreed
that business reputation is formed as a sustainable perception towards the qualities, advantages
(disadvantages) of the organization by internal and external stakeholders in the business world (in a
certain market segment) [2].

The definitional landscape enables to conclude that a company's reputation is a public
awareness of the company and its performance. It is closely linked to the organization's tangible
asset to produce high-quality goods or service due to the quality of its employees, safety of products
or services, innovativeness of the strategy, social responsibility, law-abiding etc [1]. As a practical
value, the business reputation of a company is built under the impact of many factors and is
evaluated according to various parameters.

PAPER OBJECTIVE

This study aims to explore the impact of organizational behavior on building business
reputation of the organization in conditions of growing expectations by versatile stakeholder groups
as far as corporate performance and issues are concerned.

METHODOLOGY

Considering the problem and research focus the investigation employed a qualitative method
to obtain a comprehensive understanding of corporate reputation as an intangible and critical asset
in sustaining business operations, its formation being a challenge of organizational behavior
management.

ANALYSIS AND DISCUSSION

Managing business reputation: the key issues

Building on the literature and despite the apparent variety of interpretations, available
definitions can be divided into three groups that define reputation as:

- general awareness of the company's activities, which does not require in-depth analysis and
evaluation;

- some knowledge obtained by directly involving target groups in assessing the state of the
company - based on own experience or opinions of third-party experts;

- an intangible object that has a value expression, i.e., in fact, is a financial or economic asset
[12; 20; 24].

In short “The multiple perceptions of an organization made by different stakeholders, based
on their evaluations of the past capabilities and character of the organization, and their assessment
of its ability to provide future contributions.)” [9].

Reputation is a “good name”, trust. Notwithstanding subjective nature of both phenomena that
stems from perception and opinion according to the Oxford English Dictionary trust is the firm
belief in the reliability, truth, or ability of someone or something, and reputation is the beliefs or
opinions that are generally held about someone or something [14]. “Reputation is a very valuable
resource of a contemporary enterprise because it may create its long-term competitive advantage
and market value. A strong, positive reputation must be built in many years, while it can be
damaged relatively quickly” [23].

On the one hand, it adds value to the company's goods and services; reduces the degree of risk
perceived by the consumer when purchasing goods and services; helps consumers to make a choice
between similar goods and services (and, accordingly, sellers of these goods and services). On the
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other hand, a good reputation improves the motivation and satisfaction of the company's employees;
attracts new qualified personnel; promotes successful activity on the stock exchange; improves
relations with suppliers, intermediaries, business partners; a good reputation of the company in case
of crises and helps to survive in an aggressive competitive environment, etc.

A good reputation has both intangible and tangible benefits. It is important for stakeholders,
from customers to employees, to consumer advocates, to feel good about an organization. Besides
building a good reputation is important to diminish risks in safeguarding an organization through
tough times. But reputation is worth much more than that. Companies with better reputations attract
more and better candidates for employment, pay less for supplies, gain essentially free press and
social media coverage that can be worth much more than advertising, and accrue other benefits that
actually contribute to profits [4].

The company actual worth grows due to the impact of good reputation as component of
market capitalization. Hence reputational capital conceptually is closely related to “goodwill”, that
is “70% to 80% of market value comes from hard-to-assess intangible assets such as brand equity,
intellectual capital, and goodwill” [6]. As a quantifiable asset it is calculated as part of its value
when it is sold. It includes things that cannot be directly measured, for example, its good reputation
or its customers’ loyalty. The difference between the value of a company's assets and what profit it
is expected to make in the future, which is included in the price paid when it is bought or sold [14].
Goodwill is a long-term assets that generates value for a company over a number of years.

Proceeding from the reputation scholar Charles Fombrun‘s defining the phenomenon under
consideration as the sum of the images of various constituencies an organization has, there was
developed a formula of Doorley and Garcia to highlight the importance of managing all elements of
reputation. According to them reputation can be interpreted as follows: Reputation = Sum of Images
= (Performance + Behavior) + Communication [4].

Reputation management is vital for the organization as “companies led by good reputation
stewards will reap the rewards of good reputation, the greatest of which is trust, future capital that
provides a competitive advantage of great value” [4].

In the context of globalization, demographic changes, and digitalization, the activities to build
business reputation value are gradually losing their traditional modes and increasingly acquiring
random attributes. Business information development accounts for increasing risks and stipulate
alternative methods of resources selecting, formal and informal types of business cooperation and
other innovations that blur boundaries.

The culture of risk management in the company is determined by the dominant corporate
culture. The latter depends on the employees’ organizational behavior. Therefore, the company's
system for assessing employees and their motivation should be closely related to the employees’
attitude to risk. Such risks, together with ethical, legal, regulatory issues as well as corporate social
responsibility - form a constantly changing structure of the organizational behavior management
aspects.

This is especially important given that up to 80% of the value of modern organizations is
represented by intangible assets (brand value included) that can be seriously affected by reputation
damage. That is why the key issues that management needs to address are related to the ability to
create resilience that will allow the company to cope with both expected and unexpected situations,
while maintaining a focus on business goals and acquiring new opportunities.

Reputational Risk Management

In today's globalized world, the system of corporate governance in general and reputation as a
value of the organization in particular tends to increase the importance of external risks, in
particular, geopolitical, social and environmental. According to the Institute of Risk Management
the information economy amplifies cyber risks. Large-scale cyber attacks, data theft can cause
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electronic disintegration and up to "cybergeddon" - a massive failure of key information systems
and a significant risk for businesses and communications in general.

The external nature of risks practically deprives the organization of the possibility to directly
control and prevent them. “Given this lack of common standards, even sophisticated companies
have only a fuzzy idea of how to manage reputational risk...The changing beliefs and expectations
of stakeholders are another major determinant of reputational risk. When expectations are shifting
and the company’s character stays the same, the reputation-reality gap widens and risks increase”

[6].

Stakeholder expectation Reputation risk

Achievement _
Organisation behaviour

Time

Figure 1. Interpretation of reputation risk as the difference between stakeholder expectations
and actual company performance

Source: Trust and reputation: proactive management of reputational risk. —
www. managementsolutions.com

However, the challenge of creating reputational value induces the organization to increase
resilience.

According to the results of the Roads to Resilience study conducted by the Cranfield School
for the AIRMI (Risk Management and Insurance Association), managing reputational risk
effectively allows to adapt to changes through forming the ability to cope with both expected and
unexpected threats to protect reputation and integrity. There occurs emphasis shifting from creating
reliable protective mechanisms towards the search for advantageous commercial opportunities to
achieve the business goals [16].

The following principles known as the five Rs are recommended for organizational behavior
management to increase resilience and ensure success.

Risk radar — implies the ability to anticipate problems to create an early warning system.

Resources and assets — means providing through diversification the flexibility to respond to
the challenges of changing environments.

Relationships and networks - involves the effective risk information transfer both within the
organization channeling and along the value chain.

Rapid response — suggests the ability to prevent crisis unfolding due to right placing of people
and processes to restore normal activities.

Review and adapt — assumes the ability to improve strategy, tactics and capabilities through
learning from own and others' experience.

Business reputation is expected to be the result of synergistic interaction of such basic
properties as reliability, professional competence, production expertise, quality assurance system
and information transparency.

Reliability depends on the impeccable fulfillment of obligations, financial viability (stability),
and technical equipment.

62
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Professional competence is determined by the educational level of executives, management,
specialists, engineering and technical workers, recognition of their professionalism by authorized
bodies (qualification confirmation), personnel development, in particular, providing conditions for
continuous education and advanced training.

Production expertise is characterized by the type of performance, the demand for its results,
the duration of the organization's activity in the relevant area.

Quality assurance (QA) is an ongoing process that organizations use to ensure that their
products and services meet specified quality standards. It can be defined as "part of quality
management focused on providing confidence that quality requirements will be fulfilled". The
confidence provided by quality assurance is twofold - internal to management and external to
customers, government agencies, regulators, certifiers, and third parties. An alternate definition is
"all the planned and systematic activities implemented within the quality system that can be
demonstrated to provide confidence that a product or service will fulfill requirements for quality".
As the activity is controlled and determined at the managerial level it focuses on process standard,
projects audit, and procedures for development [11].

Reputational risk often stems in poor communication to coordinate internal and external
relationship between different functions and business units with the expectations that may be not
only different but sometimes contradictory. The company’s reputation is sure to lose provided the
expectations of one group of stakeholders fail to meet the expectations of another.

Organizational information openness is an across organization philosophy which emphasizes
transparency in all areas and free unrestricted access to knowledge and information. It also
incorporates and promotes positive collaboration and cooperative management and decision-making
with an emphasis on learning as opposed to being right. In fact, it is the information that the
organization wishes to disclose about itself, the availability and reliability of these data, the
effectiveness of feedback from the purchasers of products, works or services, as well as with the
public, the media, government, national and international organizations.

Staff loyalty formation as a strategic tool for organizational behavior

Staff loyalty is the highest manifestation of motivation, based on complete trust in the
organization. Staff loyalty includes dedication to the company, compliance with laws, regulations
and requirements. It includes honesty, goodwill, and friendliness both in relation to the organization
as a whole and in relation to colleagues. A person meaningfully gives up reprehensible and unkind
actions, and sometimes even perform for free tasks that are not part of his duties [17; 18; 19].

To form a positive internal reputation of the company, it is important to create a special
atmosphere in the organization that would contribute to developing the employees’ potential and
thus increasing their loyalty to the organization. The formation of staff commitment to the culture of
the organization is a long and gradual process that consists in a piecemeal integration of different
elements of such a culture into a holistic image that causes a positive emotional reaction.

In a current organization developing the importance of human capital is beyond any doubt. It
is obvious that only people who are committed to their organization, who understand and accept its
goals, are ready to take responsibility and initiative, are considered as a competitiveness factor
while the loyalty of the company's employees - as a competitive advantage.

The phenomenon of loyalty is attracting more and more attention of researchers and
management practitioners as a strategic tool that allows an enterprise to optimize the existing
human capital and increase the productivity efficiency. Loyalty of the personnel in relation to the
organization, of the client - in relation to the supplier of goods or services, of the citizen - in relation
to his state is one of the implicit, but important factors that define the success of any community
life.
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The loyalty building process starts with identifying the right performance metrics, clarifying
expectations, goals for those expectations, and finally development opportunities for each
employee. Loyalty research is one of the modern trends in the study of the individual in a group.
Numerous works devoted to this problem and an abundance of empirical results obtained confirm
the complexity of the loyalty phenomenon due to a large number of diverse and ambiguous
interpretations.

Determinants of
reputational
risks

Ways to
manage
reputational
risk

Reputation-
reality gap

Objectively assess
reputation versus reality
Examine the gap between
the company’s reputation
and actual performance;
make necessary
improvements

Changing
beliefs and
expectations

Assess and accept impact
of changing expectations
Know that stakeholders’
changing expectations will
affect reputation even if
they seem unreasonable at
the time

‘Weak internal
coordination

Explicitly focus on
reputational risk
Recognize that this is a
distinct kind of risk and
manage it in a proactive and
coordinated manner. Assign

one person the task of
managing reputational risk

Strong and sustainable reputation

Figure 2. A Framework for Managing Reputational Risk Understanding the factors that
determine reputational risk enables a company to take actions to address them.

Source: Eccles, R. G., Newquist, S. C., & Schatz, R. (2007). Reputation and Its Risks.
Harvard Business Review.

True loyalty is formed gradually. A stable behavioral model appears only when a person joins
the team and works successfully for some time. At the same time, the level of loyalty will be
influenced by a number of factors, including: organizational justice and trust in management;
corporate culture; degree of satisfaction of staff needs; system of material and non-material
motivation; corporate and personal values; professional loyalty and loyalty to work.

The systematized results obtained in the context of interdisciplinary research in the field of
management, marketing, sociology and psychology, make it possible to formulate a comprehensive
classification of factors influencing the degree of staff loyalty, presented at three main levels.

Most factors are predominantly to be found on the level of organization.

Attention and concern from the company is regarded as a kind of payment for loyalty. This
does not necessarily include cash payments, but rather management’s responsiveness to staff
requests and support of the organization in precarious life situations. Employees perceive the level
of organizational sensitiveness as the extent to which the organization values their contributions to
work.

Yet, the organization’s concern for personnel in a company of paternalistic corporate culture
may be perceived by some employees as granted and hardly yield any effect on increasing their
loyalty. On the other hand, minimal changes in the organization's behavior towards employees in
this situation will most likely result in staff loyalty decreasing.

Organizational justice as a factor in the loyalty formation manifests itself primarily in the
extent to which the results of a person's labor efforts are perceived as equivalent to those efforts.



Shavkun, I. & Dybchinska, Ya. (2023). Positive business reputation formation as a challenge of organizational
behavior. Management and Entrepreneurship: Trends of Development, 4(26), 58-69. https://doi.org/10.26661/2522-
1566/2023-4/26-05

Besides it implies the fairness of decision-making procedures as well as organizational
communication between the participants in the course of interaction.

Satisfaction with leadership is sure to be a prerequisite for loyalty while dissatisfaction may
reduce it. In Harvey Mackay’s opinion, employee loyalty begins with employer loyalty. To confirm
this idea the famous entrepreneur asserts that your employees should know that if they do the job
they were hired to do with a reasonable amount of competence and efficiency, you will support
them. However, while considering this factor it is necessary to distinguish between loyalty to the
leader and loyalty to the organization.

The content and intensity of the work is hardly to significantly increase employee loyalty.
However, the lack of variety or excessive stress in the work can bring to its decreasing.
Opportunities for career development in the organization are definitely to increase staff loyalty too.
It is especially significant for young employees while its importance decreases with age.

The employee’s autonomy factor requires of the management to define the permissible limits
of this freedom and the range of forms: from the coordination of individual work schedules, partial
work at home, to the development by employees of their own methods to achieve their goals.

Long-term planning with obligatory promulgation to a wide range of employees is of a
positive impact on the loyalty formation. It gives confidence and enhances a person's willingness to
link his future with this company. As well as contributes to the organization’s working continuously
to achieve goals.

At the level of the individual the factors of loyalty formation are also diverse. These are
gender, age, position, education, marital status, work experience. Satisfaction with working
conditions and social involvement in the organization deserve special attention. Employees who
work in close-knit teams tend to be more committed to the organization for many reasons. On the
one hand, they value their team and do not want to part with it. On the other hand, these are teams
of like-minded people who share their positive attitude towards the organization.

Among extra-organizational factors, family and friends attitudes are considered mostly
effective to influence the employee’s opinion. Its impact may even exceed many organizational
factors. Attractive alternative employment opportunities are also regarded as a possible challenge
for staff loyalty.

Thus, staff loyalty is an integral indicator that reflects a wide range of individual's attitude to
interaction with various environments. The higher these factors, the greater the loyalty of the
employee concerned. As a very complex phenomenon, staff loyalty is predetermined by many
factors that must be considered and correctly prioritized by the manager to ensure rational use of
human capital and, accordingly, significantly increase the organization efficiency in the strategic
dimension.

The employees’ behavior is determined by the organization development strategy and is an
integral decisive part of both the organizational reputation and the staff competence as a
combination of their knowledge, professional skills, behavior and communication skills. It involves
forming and maintening the required standards of employees’ behavior in accordance with behavior
patterns. To maintain an impeccable business reputation, the organization’s employees must use
attractive clientele behavior. It implies maximizing attraction of customers to increase the
performance of the organization. As a rule, an organization with a good reputation attracts both
customers and employees.

Thus, the quality and business reputation of the company to a large extent depend on the
quality of human capital’s creativity and innovative thinking, as well as on custom-oriented
organizational processes and forms. In other wording, reputation is not only equal to what a
company produces. No less significant is the factor of high quality communication that provides
continuous feedback from the organization to its consumers and vice versa.

Today company's concern about its reputation moves from the category of advantages to the
category of necessary market requirements. Company's reputation is much more than its products. It
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implies the actions of executives and employees, relationships with partners, media, customers, and
society as a whole. In critical periods of company’s development, it is reputation that helps to ‘save
face’ and therefore save business.

CONCLUSION

Organizational behavior is a specific form of human behavior associated with its position in
an organization, the transformation of this behavior and the very personality, its main elements
(values, motives) associated with the organization, taking into account the organization specificity
as a factor that changes human behavior in one way or another.

Currently organizational culture as a moral regulators framework is aimed at humanizing the
economy and are obviously a prerequisite for s business organization to be a success. The behavior
and business reputation of any company are its most important values. The value system of any
person largely determines his actions, behavior in the organization and is manifested in either
cooperation or confrontation. Managing individual organizational behavior means managing
individual value system to harmonize individual and organization values.

A qualitative characteristic of the organization's behavior management is its business
reputation as the main intangible asset. Positive business reputation of the organization is sure to
result from developing its human capital. Business reputation is expected to be the result of
synergistic interaction of such basic properties as reliability, professional competence, production
expertise, quality assurance system and information transparency.

Corporate reputation exploration is becoming more important today than ever due to various
factors: globalization, demographic changes, digital technologies are main trends influencing
reputational value building. Growing public awareness about business accounts for increased
demands for transparency on the part of multiple stakeholder groups. Together with a number of
ethical, legal, regulatory factors, issues of corporate social responsibility - they cause increasing
risks and form an ever-changing structure of organizational behavior management aspects.

The external nature of such risks may be beyond direct control of the organization
management. However, reducing the consequences of reputational risks highly likely occurs
through effective management by increasing sustainability, or resilience. Despite the diversity of
actual perform practice, achieving future stability becomes possible subject to compliance with five
principles, namely: risk radar; resources and assets; relationships and networks; rapid response;
review and adapt. Although, together, these tools will help support sustainability, the desired result
can be obtained depending on context specific. The size, nature and structure of the organization, as
well as its business environment can account for applying the tools in a certain combination.

Staff loyalty is the foundation of the organization reputation. This integral indicator reflects a
wide range of an individual's attitude to interaction with various environments. The higher these
factors are, the greater the loyalty of the employee is concerned. As a very complex phenomenon,
staff loyalty is predetermined by many factors that must be considered and correctly prioritized by
the manager to ensure rational use of human capital and, accordingly, significantly increase the
organization efficiency in the strategic dimension.

In the information society, the effect of factors influencing the formation and maintenance of
loyalty is increasing. So, in addition to prospects, the impact forces also include interesting content
of the work, corporate culture, social security, the level of wages, motivation system, transparency
of the entire management system.

Thus a positive business reputation is a true challenge that testifies to the quality management
of organization behavior. It is essential to keep constant focus on building and preserving staff
loyalty as its integral component and the pillar of corporate reputation alongside with other
intangible assets that ultimately are the drivers of profitability.
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®OPMYBAHHSI JIJIOBOI PENYTAIIII SIK ITPOBJIEMA OPTAHI3AIIIMHOI

NOBEJIHKHA
IlaBkyH Ipuna I'puropisaa JAudunnceka SIna CranicaaBiBHa
3anopizvkuti HayloHaNbHULL YHIgepcumen, 3anopizvkuti HaYyloHANbHULL YHIgepcumen,
3anopidcocs, Yrpaina 3anopidcocs, Yrpaina

Merta pociipKeHHs - MpoaHali3yBaTH BIUIMB OpraHizallifHOi MOBENIHKM Ha (OPMYyBaHHS
MO3UTHUBHOI J1TOBOT pernyTallii Ik OJTHOTO 3 TOJIOBHHX 3aBAaHb MEHEHKMEHTY.

3a JIOTOMOTOIO SIKICHOTO METOAY 3MAiHCHEHO Ccrnpol0y KOMILIEKCHOTO aHali3y MAiUToBO1
penyramii SK KPUTHYHO BAXIWUBOTO JUIsi  3a0€3MEYCeHHS  OpraHi3amiifHOi  TisSUThHOCTI
HEMaTepiaJbHOIO AaKTHBY, (OPMYBaHHS SKOI € BHUKJIMKOM JUIS YIpPaBIiHHS OpraHi3amiiHoOIO
HOBEIHKOIO.

AKTyasJbHICTh aHaJII3y BIUIMBY OpraHi3amiiHol TOBEIIHKM Ha e(QEeKTHBHY IiSIbHICTH
KOMIIaHii B YaCTHHI YIpPaBJIiHHA AUIOBOT pemyTallii 3yMOBJIE€HA 3pOCTaHHAM 3arpo3, 10 B HUHIIIHIO
U(POBY €MOXy MOCHIIOIOTHCS PO3BUTKOM IHTEpHETY Ta comianbHUX Mepex. Cepel OCHOBHHX
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J€TepMIHAHT PU3MKIB YIPABIIHHSA JUIOBOIO PEMyTaLli€l0 - HEIOCTATHS BHYTPIIIHSA 1 30BHIIIHS
KOMYHIKaIlii MDK PIBHUMH (DYHKIISIMH 1 CTPYKTypaMu, 31 CBOIMH, MOAEKYAMU CYNEPEWINBHUMH,
NEpEeKOHaHHAMHU 1 ouikyBaHHsAMHU. Koam ouikyBaHHS 3MIHIOIOTBCA, a XapakTep KOMIIaHil
3aJIMIIAETECS HE3MIHHHUM, PO3PHUB MK peHyTauiefo Ta peam,HiCTIo 30UTBIIY€ETHCS, a PHU3UKU
3pocTtaioTh. He MeHbII BayKIMBUM BOAYA€THCS i BIMOBINANBHICTS MEHEDKMEHTY 3a ()OpMYBaHHS 1
3aXHUCT AUTOBOL penyTaun a TaKOX BOJIOJIHHS HAJCKHUMH METOJAaMH Ta IHCTPyMEHTaMHU
BHUMIpPIOBAHHS PEMYTAI[IfHOTO PU3HKY.

[Ipobnema CyTTE€BOTO MPHUYMHHO-HACTIIKOBOTO 3B'I3KY MDK MOBEIIHKOIO Ta PEMyTalli€lo
KOMIaHii cTae me OUThII OYEBUIHOIO B MpOIECi po30yA0BU JIOSIIBHOCTI MEPCOHATY. Y TOYHEHUN
CHHTE3 JITEepaTypu MpO 3B 30K MDK JIOSJIBHICTIO TPAIIBHUKIB 1 €(QEKTHBHICTIO Oprasizamii B
KOHTEKCTI YHPaBJIiHHSA PU3UKAMU BHCBITJIIOE PI3HOMAHITHI MOKAa3HUKHU JIOSUILHOCT] MPALIBHUKIB J10
KoMmnaHii Ta epekTuBHOCTI oprani3aiii. IIpore mpoOnema yrmpaBIiHCHKHX Ba)KeINiB, SKi MOXYTb
KOHCOJIITyBaTH a00 MOKPAIIUTH €PEeKTUBHICTh OpraHizailii, moTpedye MoJanbIIoro J0CIiKEeHHS.

JIOANBHICTS TMEpPCOHAy € CTPAaTeriYHUM IHCTPYMEHTOM YIPABIIHHS OpraHi3aliifHoOIo
MOBEJIIHKOI0, SIKHH BUKOPUCTOBYETHCS Yy Ipoleci (GOpMyBaHHS MAUIOBOI pemyTramii MUIIXoM
onTUMi3alii JIOACBKOTO KamiTajdy oOpraHizaiii, MHiIBUIICHHS €QEeKTHUBHOCTI ii AisTBHOCTI Ta
(bopMyBaHHS BUCOKOTO CTYIEHs BiTAHOCT1 IEPCOHATY.

Karouosi cioBa: ninoBa pernyrailisi, opradisaiiina nNoBe/iHKa, YIpaBIiHHS penyTaliifHuMu
pHU3UKaMU, OpraHizailiiiHa KyJIbTypa, YIPaBIiHHS JOSIBHICTIO IIEPCOHAIY, JIIOJCHKUHN KariTal



