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BOCIIPUATHE KOPIIOPATUBHON NEHCTBUTENBHOCTH, €€ COOTHECCHUE M MHTEPAKLIUS C JINYHBIM BOCIPUATHEM U COLUAIIb-
HOHU IeHCTBUTENLHOCTHIO. KopropaTnBHas THIHOCTH SBISETCS CyOBEKTOM M OCHOBHBIM 3JIEMEHTOM KOPIOpPaTHBHON
KOMMYHHKAIIMH, TaK KaK IMEHHO OHa 00Jia/laeT MHANBUYaIbHBIMU XapaKTePUCTHKAMU, OTIEPUPYET COLHATbHBIMU U
KyJIBTypPHBIMH IIEHHOCTSIMU 1 3aHUMAeT IEHTPAIbHOE MECTO B KOPIIOPATHBHON KOMMYHHKaIy. M3ydaercs mporecc n
CTPYKTYpa KOPIIOPaTUBHBIX KOMMYHHUKAIUH, U3JI0KEHBI OIPE/Ie/ICHHUS JAHHOTO MOHATHS, IPOAHATU3UPOBAaHbI MHEHHS
9KCIIEPTOB B 007IaCTH KOMMYHHUKaIH. KoprnopaTuBHas KOMMYHHKAIHS PACCMaTPHUBAETCS B KA9€CTBE KOHCTUTY THBHON
COCTaBJISIOIIEH KyJIbTYpbl OpPraHU3allMOHHON JEATeIbHOCTH U KOPIOPATUBHBIX OTHOLIeHUH. B pabote uccnenyercs
MIOCTPOEHHNE KOPIOPAaTUBHBIX KOMMYHHUKAIUH Kak 3(Q()EKTUBHEIX KaHAIOB MONYYECHHS U Nepefadn 3HaunMol HH(OP-
Mall{H, BBIJICIISIOTCS HauOoee 3HaYuMble (DYHKIIMH, OTIPEACISIIONINE POJIb KOMMYHUKAIUK B OpraHU3alHu.
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The article discusses the concept of corporate personality understood as a complex of socio-cultural elements
of subjective social thinking, analyzes subjective individual perception of corporate reality, and its correlation and
interaction with personal perception and social reality. Corporate identity is the subject and defining element of
corporate communication, since it possesses individual characteristics, operates with social and cultural values, and is
central to the corporate communication. We study the process and the structure of corporate communication, present
the definitions of the concept, analyze the opinions of experts in the field of communication. Corporate communication
is seen as a constitutive component of the organizational culture and corporate relations. This paper investigates the
construction of corporate communications as effective channels to receive and impart information highlights the most
important features that define the role of communication in the organization.
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PaccMoTpeHbl ceMb OCHOBHBIX METOJIOB MCCJICIOBAHUS JOSUIBHOCTH KIMEHTOB: «METOJl pa3/iesieHHs NOTpeOHo-
CTel»; «KOHBEPCHOHHAsI MOJIEINby, mpeanoxeHHas k. Xopmeepom u b. Paiicom; «meton Paiixenbna»; moaxomn dKc-
neptoB aBuakommanuu ANA; noxxon I1. Yunrona; moaxoxn J{. Aakepa; oneHka JIOsUIbHOCTH, pa3zpadoranHas JK. XK.
JlamGenom. [IpemnoxkeHHBIE METOIBI MCCIIEAOBAHUS TOMOTAIOT BBISIBUTD JIOSUTBHOTO TIOKYTIATENIsI, OTPEICITUTD JIOSUTb-
HOCTb U €€ ypOBEHb, IOCTPOUTH KPUBYIO JIOSIBHOCTH, & TAK)KE OLEHUTH YAOBICTBOPEHHOCTh YCIyTaMH KOMITAaHUH.
[Tony4eHHbIe TaHHBIC B XOJ€ OIICHKU JAlOT BO3MOKHOCTh KOMITAHUH Y3HATh, KAK HEOOXOMMO CTPOUTH JalIbHEUIIIYIO
paboTy MO ynpaBieHUs JOAIbHOCTBIO KIIMEHTOB, KaK JIOAIbHOCTh U3MEHSACTCS ¢ TEUCHUEM BPEMEHH, ONPEeIe/INTh Ha-
MpaBJICHUS YIYUIICHNs Ka4ecTBa OOCTYKUBAHHSA, C YIETOM HHTEPECOB KIIMEHTA B COOTBETCTBUU C BO3PACTOM, CTATY-
coMm, mpodeccueil, ceMelHbIM MOJIOKSHUEM U IIPOYHMH MapaMeTpaMu.
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Seven basic methods of customer loyalty research are being considered in the article. They are: “method of needs
division”, «conversion model» by J. Hofmeyr and B. Rice; « F. Reichheld’s method »; approach offered by airline
ANA experts; P. Wilton’s approach; approach of D. Aaker; loyalty evaluation by J. J. Lamben. The above mentioned
methods of research help to determine loyal consumer, to define loyalt, its levels, to build loyalty curve and to evaluate
satisfaction with company services. The data received in the process of evaluation give the company opportunity to find
out how to organize further work dealing with clients loyalty management, to realize the way loyalty changes as time
passes; to define directions of service quality improvement taking into consideration clients peculiarities (age, status,
profession, family background and other characteristics).
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JIro60i KpynHBIH OHM3HEC Yalle BCEro CONPOBOXKIAETCS OIaroTBOPHTENBHOCTBIO. Llenb crarhu: H3yueHHe
KpPOCC-KyJIbTYPHOTO MHOT000pa3usi OlaroTBOPUTENBLHOCTH ISl TJIAHOMEPHOTO BBICTPAWBAHUS OTHOIIEHUH MEX-
NIPaBUTEIBCTBEHHBIX OIarOTBOPUTENBHBIX OpraHu3anuid Poccun u 3apyOexxHBIX cTpaH. B kauecTBe MeTomonorun
HCCIIEIOBAaHMS BBIOPAH KPOCC-KYIBTYPHBIM aHAIN3 peanu3aluu OnaroTBOPUTENbHOCTH B Mupe. HoBu3Hy paGoTh
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