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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.

THEORETICAL ASPECTS OF CORPORATE COMMUNICATION
Ozerova M.M.

Belgorod National Research University, Belgorod, Russia
(308015, Belgorod, Pobedy street,85) e-mail: ozerovamargarita@rambler.ru

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.

COBPEMEHHBIE METOAbI UCCJEJOBAHUS JIOAJBHOCTHU KJIMEHTOB
IMana3san 7K.B.
OI'BOY BIIO «Cankr-IletepOyprekuii rocyrapCcTBeHHBII SKOHOMHYECKHI YHUBEPCHTET», T. CaHKT-IleTepOypr.

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.

MODERN METHODS OF CUSTOMER LOYALTY
Papazyan Z.V.
FSBEI HPE “Saint-Petersburg State University of Economics”, 191023, Garden Street

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).

KPOCC-KYJIBTYPHOE PABHOOBPA3UE B BJIATOTBOPUTEJIbBHOM ITPOLECCE
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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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MPECTABISACT cO00H YIyOIeHHOE H3YUCHHE U MOCICAYIOIIEE UCTIONBb30BaHHE B TIPAKTHKE KYJIBTYPHBIX OCOOCHHO-
CTel HaM{ W HAPOTHOCTEH, MX B3aMMHBIX BIUSHHH APYT Ha PyTa U T€X CIEACTBUN, KOTOPBIC BOSHUKAIOT HA KPOCC-
KyJbTYPHOM YPOBHE B c(hepax Ou3Heca U pa3BUTHs o0IiecTBa. B cTarbe 3apy0OeKHBIN OMBIT OJIarOTBOPUTEIBHOCTH
OBLT CHCTEMAaTH3UPOBAH B MSTh OCHOBHBIX MOJICIICH: aMepHKaHCKasl, KOHTHHEHTAIbHAs, a3UaTcKasi, OJIMKHEBOCTOY-
Has U adpUKaHCKas. YUYUThIBast, YTO MHOTHE CTPaHbI aKTUBHO B3aMMOJCHCTBYIOT ¢ Poccuiickoit deneparueii, ux
OTIBIT MOKET OBITH MOJIE3EH ISl POCCUIICKO cormanbHoi cepsl. Pabota monesHa mpu GopMUpOBaHUH METOIOJIO-
THH KPOCC-KYJIBTYPHOTO aHaju3a 0JaroTBOPUTEIbHON ACITEIbHOCTH Ha MEKIOCYIaPCTBEHHOM U MEKKOPIIOPATHB-
HOM ypOBHE.

THE CROSS-CULTURAL VARIETY IN CHARITABLE PROCESS
Peshkova N.N.

Tyumen State Oil and Gas University, Tyumen, Russia
(625000, Tyumen, street Volodarskogo, 38), e-mail: nanimi@bk.ru

Any large business is accompanied by charity more often. The purpose of the article: studying of cross-cultural
variety of charity for systematic forming relations of the intergovernmental charitable organizations of Russia and
foreign countries. As methodology of research the cross-cultural analysis of realization of charity in the world is
chosen. Novelty of work is represented with the profound studying and subsequent use in practice of cultural features
of the nations and national characters, their mutual influences against each other and those investigations which arise
at a cross-cultural level in spheres of business and development of a society. In the article foreign experience of charity
was systematized in five basic models: American, continental, Asian, Middle East and African. Taking into account,
that many countries actively cooperate with the Russian Federation, their experience can be useful to the Russian social
sphere. Work can be useful at formation of methodology of the cross-cultural analysis of charities at an interstate and
intercorporate level.

PABBUTHUE I'PAXKJTAHCKOTI'O OBIIECTBA KAK ®AKTOP
JOCTYIMTHOCTHU NPEAOCTABJIIEHUS COIUAJIBHBIX YCJIYT JIIOAAM
C O'PAHMYEHHBIMHA BO3MOXKHOCTAMMU (HA ITIPUMEPE I. YIBSIHOBCKA)

ITnoxoBa U.A.

OI'bOVY BIIO «VYnbsiHOBCKHI TOCynapCcTBEHHBIN neparorudeckuil yausepcurer umMenu M.H. YibsHoBay,
VYnesHoBCK, Poccus (432700, Poccuiickas denepanus, . YnbsHOBCK, . 100-netus
co aus poxnenus B.U. Jlennna, 1. 4), e-mal: soc.rabota2007@mail.ru.

B craTthe aBTOp paccmarpuBaeTCs BOIPOC O Pa3BUTHH TpakAaHCKOro obmectBa B Poccuu Ha mpumepe T.
VnpsiHoBcke. [Ipo6iaemMbl TOCTPOEHNUS FTapMOHUYHBIX OTHOLICHHH, YKPEIUICHHUS COLIMAIbHBIX CBS3eH C HaceIeHHeM
MPEICTaBICHBI OMBITOM Pa0OTHl MyHUIIMNIAIBHON BIACTH T. YIBSHOBCKA W OOIIECTBEHHOW OpraHHW3alueil Yibs-
HOBCKOTO perroHaibHOro otneneHus O0uepoccuiickoil o0IecTBEHHOI oprann3annu HHBAIHI0B «Bcepoccnii-
CKO€ 00IIEeCTBO ITyXHUX». ABTOP IPUBOJUT aHATH3 ONBITa PAOOTH MyHHIIUITAILHOTO 00Pa30BaHUS «T. YIbSTHOBCK»
B paMkax npoekra «ColuanbHOE TaKCH» U YJIbSHOBCKOTO pernoHanbHOro oraenexus OOuiepoccuiickoit obe-
CTBEHHOH OpTraHU3aINH NHBATUI0B «Bcepoccuiickoe 00IIecTBO TIIyXUX» B PaMKaxX COIMOKYIBTYPHON aJanTanun
rpaxkaH ¢ OrpaHMYCHHBIMH BO3MOXKHOCTSIMHU. ABTOpP MOAYEPKHUBAET, YTO OT d(P(PEKTUBHOCTH PAOOTHI MYHHIIH-
MATBHOM BIACTH M MPEACTAaBUTENEH TPEThero CeKTOpa 3aBUCHT aKTUBHOCTH HACeIeHUsA. DTo OymeT CrocoOCcTBO-
BaTh Pa3BHTHUIO I'Pa)KTaHCKOTO OOINECTBA U PEUICHHIO MPOOJIEM JOCTYNMHOCTH MPEJOCTABICHHUS KaueCTBEHHBIX
COIMANBHBIX yCIYT. BEIBOIOM cTaThy SBIAETCS HEOOXOAMMOCTD PEIICHHS JAHHOTO BOMIPOCA C TOYKH 3PEHHS KOM-
TMJIEKCHOTO T0/IX0/1a.

DEVELOPMENT OF CIVIL SOCIETY AS A FACTOR TO PRESENTATION
OF GRANT OF SOCIAL SERVICES TO THE DISABLED PEOPLE
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The article the author deals with the process of development of civil society in Russia on the example
of Ulyanovsk. The problems of construction of harmonious relations, strengthening of social connections with
the population are presented by the work of municipality «Ulyanovsk» power and public organization of the
Ulyanovsk regional department of All-Russian public organization of disabled people «All-Russian society of the
deaf». The author provides the analysis of experience of municipality «Ulyanovsk» within the Social Taxi project
and the Ulyanovsk regional department of All-Russian public organization of disabled people «All-Russian
society of deaf» within socio-cultural adaptation of citizens with limited opportunities. The author emphasizes
that the activity of the population depends on the work of municipal government and the representatives of
the third sector. It will promote the development of civil society and solving the problems of accessibility the
provision of quality social services. The conclusion of the article is the necessity of the solution of this problem
from point of complex approach.
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