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From the Editorial Committee

We are giving you the next 23rd (1/2016) issue hef Quarterly of the Faculty of
Management of the Rzeszow University of Technolegtitled “Modern Management
Review".

The primary objective of the Quarterly is to prompublishing of the results of scien-
tific research within economic and social issuesdgonomics, law, finance, management,
marketing, logistics, as well as politics, corperhistory and social sciences.

Our aim is also to raise the merits and the intégnal position of the Quarterly pub-
lished by our Faculty. That is why we provided fgreScientific Council, as well as an
international team of Reviewers to increase theesaf the scientific publications.

The works placed in this issue include many assiomptand decisions, theoretical so-
lutions as well as research results, analyses, adsgms and reflections of the Authors.

We would like to thank all those who contributedhe issue of the Quarterly and we
hope that you will enjoy reading this issue.

With compliments
Editorial Committee
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Oasra AHTOHOBA!
Buxropus KJIMMOBHUY?
Eaena CAMBYK?®

WHCTPYMEHTBI TPAKIAHCKOT'O BO3JENCTBUS
HA PA3BUTHE ITYBJINYHOM CJIYKBEBI B YKPAUHE
KAK ®AKTOP TYMAHM3AIIUU YKPAMHCKOT O
OBIIECTBA

B cratee paccmaTpuBarOTCS MHCTPYMEHTHI OONIECTBEHHOTO BO3ICHCTBHS Ha pPa3BUTHE
myOonmuHOH CcaykObl B YKpamHe Kak ()akTop TyMaHH3AIMM YKPaWHCKOTO OOIIeCTBa.
ITpoaHanu3upoBaH ypoBeHb aKTUBHOCTH COBPEMEHHOTO IPaXKJaHCKOro obliecTBa B YKpauHe,
B TOM M 4YHCJIE €ro TpaHchopMalys B IPOLECCe COLMAIBHO-TIOIUTUYECKUX M3MEHEHMH B
crpaHe. IIpoBeseH aHaIM3 IOAXOJOB K HOHMMAHMIO OOLIECTBEHHOIO BIMSHMS Ha
¢dopmupoBanue myOIMYHON Ciy)KObl B YKpanHe. PackpbiTo MOHSTHE «OOIIECTBEHHOTO
KOHTPOJISI 3a MPUHATHEM TOCYHAPCTBEHHO-YIPABJICHUECKUX pemeHni». PaccMoTpenst
WHCTPYMEHTHI ~ OOIIECTBEHHOTO  BIMSHUS HAa  (OPMHUPOBAHHE  TOCYHApCTBEHHO-
YIIPaBJIEHYECKUX pEIIEHHH — KOHCYJIBTaTHBHO-COIJIACOBATEILHBIE COBETHI, TIPAXKITAHCKHN
KOHTPOIIb, IOOOHPOBAHUE.

IToka3aH mpoLecc CTAHOBJICHHS MHCTUTYTA KOHCYJIbTaTHBHO-COBEIIATEIBHBIX COBETOB C
yY4eTOM  OIBbITa HOATOTOBKM M  HPHUHATUS ~ HOPMATUBHO-TIPABOBBIX  JOKYMEHTOB,
PErJIaMEHTHPYIOLIMX UX AEATEIbHOCTb, 0€3 COrNIacOBaHMs ¢ OOIIECTBEHHOCTHIO. [Iponucano
3HAUECHHE TPaXKIAHCKOW SKCIEPTHU3bl VIS OLECHKH JESTEIbHOCTH OPraHOB HMCIOJHUTEIBHON
BJIACTH, LIEJIECOOOPA3HOCTH NPHUHATHS W BBINOJHEHUS TaKUMH OpraHaMH peIIeHHH,
MOJTOTOBKM HMH HPOEKTOB HOPMATHBHO-TIPABOBBIX aKTOB II0 IIpaBaM U CBOOOJaM
YeJI0BeKa, KPYTy TOJIHOMOYHH OpPraHOB ITyOJIMYHON BIACTH U JOJDKHOCTHBIX JIHII.

HccnenoBanbl M yCTaHOBJICHBI XapaKTEpHBIE OTIMYMS TPaXKTAaHCKOTO KOHTPOJIST OT
JIPYTHX BMAOB KOHTposisi. OTMEYEHO, 4YTO B YCIOBHAX IIOCTPOCHHS B YKpauHe
JEMOKPAaTHYECKOr0, COLMAILHOTO, IIPAaBOBOIO TOCYNApCTBa TPAKIAHCKHH KOHTPOJIb
SBJISICTCS HEOTHEMJIEMOW COCTAaBIAIOIICH CHCTEMBI JIEMOKPAaTHYECKOTO IyOJIMYHOTO
yIpaBJIeHHS, HE3aMEHMMOIl KOHCTAaHTOM pa3BUTHSA OOLIECTBA, 00ECIEYMBAIOLIETO

1 Osbra AHTOHOBA KaHAMIAT HAyK 10 TOCYIAPCTBEHHOMY YTPABICHHIO, TOLEHT, YdeHBIH CeKpeTapb, JOIEHT
Kadeapsl TOCyIapCTBEHHOIO YIPAaBICHHS U MECTHOTO CaMOYIpaBICHHS J[HeTpOIeTpOBCKUN PerHOHAIBHBIN
HUHCTUTYT TOCYAapCTBCHHOI'O YIIPaBJICHUSA HaHHOHaJ’ILHOﬁ aKaJICMUU TOCYHAapCTBECHHOI'O YIPABJICHUSA IIPU
[lpe3umente Ykpaunsl, Ykpauna, 49044, r. [lwenpomerpoBck, yiu. lToroms, 29, k. 215,
o.v.antonova@vidr.dp.ua, max-antonova@gmail.com

Bukropuss KimmoBHY 3amecTHTeNh HayalbHHKA OT/AETA AMCTAHIMOHHOrO OOy4eHWs M HMH(OpMaTH3aLUU
YOpaBIeHHS MO Yy4eOHOH M  MeTOAWYecKod padoTe, MAarucTp TOCYHAapCTBEHHOTO YIPABICHUS,
JIHEeTIPOTIeTPOBCKHI PETHOHANBHBI HHCTUTYT TOCYHApCTBEHHOIO yIpaBieHHs HanmoHampHON akageMHuu
rocyaapcTBEHHOro ynpasnenus npu [Ipesunenre Ykpaunst

Enena CamOyk Bemymuil CHeOUanicT OTAeNa KOOPAMHAIMH, MAapKeTHHTa H MOHHTOPHHTA HAay4YHBIX
UCCIICZIOBAHMI ~ yNpaBICHMS 10 HAy4HOH  padoTe, MarkcTp TOCYIapCTBEHHOTO  yIPAaBIICHHMS,
JIHEeTIpONIeTPOBCKHIT PETHOHANBHBI HHCTUTYT TOCYHApCTBEHHOIO yIpaBieHHs HanmoHampHON akaxeMHuu
rOCyIapCTBEHHOro yrpasienus npu [Ipesunente Ykpaunst
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TOJIJICPIKKY  BJIACTHO-OOIIECTBEHHBIX OTHOIICHHII B COCTOSHHM CTaOWIBHOCTH U
paBHOBeCHSL.

KiroueBble cj10Ba: MHCTPYMEHTHI IPa)kIaHCKOTO BO3IEHCTBHSA, Pa3BUTUE ITyOIHIHON
CITyk0BI, T'yMaHHU3aIMsl CUCTEMbI TOCYapCTBEHHOTO YNPABIEHUS, TPaXKIAHCKUH KOHTPOJb,
pa3paboTKa ToCyIapCTBEHHOW MONUTUKM W MPHHITHE TOCYIapCTBEHHO-YIPABICHUECKUX
peleHui

1. BBEJEHHUE

JHeticTByromas B YKpanHe cUCTeMa roCylapCTBEHHOTO YIPaBJIEHHUs, MOCTPOCHHAS] HA
TPagUIMAX YIPaBICHUS COBETCKOH JMOXW ©  chHOpMHUpOBaHHAS CHENU(UKOI
MOCTCOBETCKOW MEHTAJIBHOCTH Ha JTalle CTAHOBJICHWSA DPHIHOYHOM HIKOHOMHUKH,
HaKOIUJICHUS TIEPBUYHOTO KaluTaja, 00yCIOBHIIA MOSBICHHE MTPOOIeM C HHTEpIIpEeTaIlueH
pONHM TpeACTaBUTENCH BIACTH B COLHUAIBFHOM YIpPaBICHWH. B BoCIpHATHH TpaxkaaH
HBIHEIIHSAS TOCY/AapCTBEHHas BJACThb acCOLMHPYETCS C TOTAJIbHOW KOpPYILHUEH,
MPaBOBBIM HUTMJIM3MOM M HETIOTU3MOM, CHJIOBBIMHU M HEJICTAIBHBIMH CIOCO0aMU 100N
pecypcos, Onar u nbrot. Heah(ekTuBHOCTD BO31€HCTBUS 0O BEIMHEHHBIX OOIIECTBEHHBIX
YCUITHI «IPOCTBIX JIOCH» (B TOM YHCIIC U MPEACTABUTENCH IPaXkIaHCKOTO 00LIeCTBa) Ha
TIOJIO’KEHHE JIeJI B CTPaHE JI0 CHX IOp 00YCJIOBJIEHa HU3KUM YPOBHEM OTBETCTBEHHOCTH 32
CyAb0y CTpaHBl B CIIMCKE JIMYHBIX JOCTOMHCTB HE TOJBKO OOBIYHBIX YKpPAaWHIIEB, HO W
YIpaBIIEHIIEB, paOOTHUKOB OIOJKETHOH Cephl, 1 OCOOCHHO TOJIMTHKOB. MaTepHaibHOe
o0ecrieyeHne 3THX COIMAIBHBIX TPYIII MOKPHIBACTCA W OXBATHIBACTCS TAKUM IOHSITHEM
KaK «OeJHOCTh PaboTaromiero HaceleHHUS» W YPOBHEM (PU3UOJOTHISCKOTO BBDKHWBAHUS
(cormacHo ypoBHsAM mOTpeGHOCTEN mHpaMuasl Macioy A.) paboTaroluX Ha TPOMaiy U
rocynapcTBo  OromKeTHHKOB. (DakTHUeckd ClieAyeT TOBOPUTH O (OPMHPOBAHUHU
npodeccroHansHON  cpensl  (OropkeTHast cdepa, pacupeneNuTeabHas  IOJUTHKA
OIOKETHBIX CPEACTB) JJIA TMONYYCHHS HEMPABOMEPHOH BBITOBI, MO3BOJSIONICH
HOIHATHCS €Il Ha OJIUH-/1Ba YPOBHS YJOBJIETBOPEHHS MOTPEOHOCTEH.

B pesymprare cobOwbitmit 2014 — 2015 71r. B VYKpauHEe OTKpBUIOCH <«OKHO
BO3MOXXHOCTEH», KOTOpPOE CTaJl0 HUMIIYJbCOM K KAaueCTBEHHbIM HW3MECHEHMSIM
rOCYAapCTBEHHOIO armnapara, oOIIecTBa, MECTHBIX I'pOMaJl, IPakAaHCKOTro oOIecTBa u
rpaxaad B I1eiaoM. YToObl HCIIOIB30BaTh 3TH BO3MOXKHOCTH B IIOJHOM OOBEME
HEOOXOMMMO  KOMIUIEKCHOE  OOHOBJEHHWE  TOCYNAapCTBEHHOH  BIacTH  IMyTEM
BOCCTAaHOBJICHHS JOBepuss B 0OOIMIeCTBE, TPaXTAHCKOTO JOBEPHS MOJUTHICCKUM
WHCTUTYTaM H TOCyZapcTBYy. Takum 00pa3oM, rocynapcTBEHHAs CiIyk0a TOJKHA OBITH
NpelCTaBlIeHa JIOABMH, CBS3BIBAIONIMMH CBOc Oyaymee (B TOM dHciIe W
npodecCHOHANBHOE) M 6E30MACHOCTh OYAYLIMX MOKOJEHUH ¢ YKPAHHOM, CTPEMSIIUMUCS
K OoJjiee BBICOKOMY YPOBHIO, Ka4eCTBY >KH3HH, CIOCOOY, OPHUEHTHPYIOIIMMHCS HE Ha
npouuioe, a Ha Oynymee. Peub naeT o cocyliecTBOBaHMM M CO3AaHMM OaronpHusTHBIX
YCIIOBHH JIJIsl BCEX, B 00bEMAax PaBHBIX KaK JUIsl COLMANBHBIX TPYII, TaK W IJIS TPaXIaH,
Kak B TIpaBaX, Tak U B o00s3aHHOCTAX. OCOOCHHO aKkTyajdbHa 3Ta TpoOIEeMaTHKa B
KOHTEKCTE TPOAOJDKEHHS JUCKYCCUM O BaXHOCTH IOHSTHS <dIyOJIMYHOE YIIpaBlIeHHE»,
npeanoxxeHHoit nokropom M. K. IOprunesuu, noxropom O. FOprunesuu, nokropom M.
Ypa B cratbe «Heckompko peMapoKk IO TOBOAY 3HAYEHHS IOHATHSA IyOJINYHOTO

yHpaBleHusI»",

4 M.K. Jurgilewicz, O. Jurgilewicz, M. Ur&ilka uwag na temat znaczenia ptip administracji publicznegj
,Modern Management Review” 21/2 (2014), p-83.
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2. AKTYAJIBHOCTb TEMbI U IOCTAHOBKA LIEJIU CTATbU

CoBpeMeHHasT PeajJbHOCTh B YKpaWHE CBUICTCIBCTBYET 00 OTPOMHOM TEPEKOCE WU
pa3pbiBe B OLICHKE paclipeecHus] 00bEMOB COOTHOLICHUS NMPaB U 00s3aHHOCTEH MEXITy
rOCyIapCTBOM U €ro rpaxnaHamu. Mimes mpapa, TpakiaHe U rpaxIaHCKoe 0OIIEeCTBO HE B
COCTOSIHUU UX Pealii30BaTh, MOCKOJIBKY MEXaHU3MbI U CTPYKTYpBI X 0OOecIreunBaolye,
paboTaroT Mo MPUHIMITY IEPBUYHOTO HAKOIUICHHs KanuTana. 1 ynoBieTBopeHue 6a30BbIX
HOTPEOHOCTEH B OCHOBHOM CBOJHUTCS K MMHHMAJbHOU MOTPEOMTENLCKON KOp3uHe (Tak
Has3bIBaeMas KOP3MHA <«BBDKHBAHHA») 0e3 obecreueHHs 0€30IaCHOCTH M B OTCYTCTBHE
rapaHTHid JOCTHIKEHHS OIPEJENICHHOIO COLHAJIbHOIO CTATyca JIeTAIbHBIM IyTEM.
OuMIIeTBOPEHHE BJIACTU WJIM CIHMSHUE C TOCYAAaPCTBEHHOW OJDKHOCTBIO TPOUCXOAMT C
TMOHUMAHUEM BaXXHOCTH YIPABICHUS PACIPEICIUTCIILHOW TOJUTUKOW, YIIPaBICHUEM
JICHe)KHBIMH TIOTOKAMHU, COOTBETCTBEHHO NMPUOOPETEHHEM JIOTIOJIHUTEIBHBIX PECYPCOB U
Omar, He oOecreueHHBIX O(UIUATBPHBIMU 3apIuiaTamMud. VIMEHHO TakuMm o0Opa3oM
MPOUCXOJUT TEPEKOC B OO0BEME BBIMOIHCHUS TPAXKAAHCKUX OOS3aHHOCTCH mepen
rOCyJapCcTBOM (HAJOTH, <«OTKPBITAas» (HHAHCOBAas OTYETHOCTh OW3HECa, COOJIOJCHUE
3aKOHOB) W TIPaB, KOTOPBIC «II0 3aKOHY» Peajn30BaTh HE MPEACTABISIETCS BO3MOXKHBIM. B
HBIHEUIHUX OOCTOSTEJIbCTBAX IPUHIMI CIPABEUIMBOCTH M OajlaHca B COLMANBHBIX
OTHOIICHHSX, OEpekHO TMOAJCPKUBACMBI CHUCTEMAaMHU TOCYAapPCTBEHHOW CIyKObI B
mo0oi cTpaHe, B YKpaWHe HapylieH B CaMOH OCHOBE — IMPHUHIIMIIAX CYIIECTBOBAHUS
TOCYAapCTBEHHOM CITYXKOBI.

He MeHee mnevasnbHasi CHUTyalldsi CKIIAIBIBAETCS M B CIy)KOe B OpraHax MECTHOTO
camoympaiieHus. Peub wumeT o (GOpMalbHBIX HM3MEHCHHSIX B IPAaBOBOM CTaTyce
(y’xecToOYeHHH Mep OTBETCTBEHHOCTH), COIMANLHOU 3amure (e€ COKpalleHWH), a He O
(hYHKIIMOHATILHOM HATOJIHCHUM CIY)KObI — CIyObl Ha OJaro rpomMaj W WX pPa3BHTHC.
Pedopma nemenTpanuzanmu  KacaeTcs IepepaclpesiciiCHus OOBEMOB  ITOJHOMOYHH,
KOTOPBIC HE MOJTBEPIKICHBI JACLUCHTPAIN3AIUCH YIpaBICHUS (PMHAHCOBBIMH PECypCami,
HECAMOCTOSTEIBHOCTEIO U HECOCTOSTEIBHOCTBIO MECTHBIX 3JUT B (DOPMHPOBAHUU H
MPOBEJICHUH MOJUTHKH OOIECTBEHHOTO M IPAKAAHCKOTO HAJIOra.

CoBpeMeHHOE Hay4HOEe COOOIIECTBO MMPU3HAET, YTO B YKpauHe yrpaBieHYecKast JJIUTa
CJIMILIKOM TIOJIMTH3MPOBaHA, MO3TOMY COCTOsSIHHE (OPMHUpOBaHHs Jisi He€ mproOperaer
XPOHUYECKHHM XapakTep. OJHTa HE TOJBKO HE CTa0WIbHA, HO W TNpeObIBAaHWE B HEH
CTAaHOBUTCS CBOEr0 pOJa KOMMEDPYECKHUM MPOEKTOM, OTPAHMYCHHBIM II0 CpPOKaM
U30MpaTEeIbHBIM 3aKOHOIATEIBCTBOM. 3BEHO OCHOBHBIX HCIIOJHUTENCH U PYKOBOIUTEICH
CpelHEel KaTeroOpuM OCTAIOTCS B OCHOBE HEH3MCHHBIM COCTaBOM. CTaTUCTHYCCKHE
JAHHBIC MO0 TOCYJApCTBCHHBIM CIIY)KalllUM 3a IIOCJCIHHE TIISITh JIET, TNPHBCICHHEIC
HamuoHaneHBIM — areHTCTBOM YKpawWHBl [0 BONPOCAM TOCYAAPCTBEHHOU  CITYKOBI,
yOCAUTEIBHO CIIy)KaT €€ OIHUM J[0Ka3aTelIbCTBOM IIOBBINICHHUS CPEIHEr0 BO3pacTa
OCHOBHOT'O HCTIONHHTENS (GYHKIMH rocynapcrsa. Tak, no cocrosiHuio Ha 01 suBapst 2015
r. Ha TOCYJapCTBEHHOH city)k0e M ciayxbe B OpraHax MECTHOrO CaMOYIpaBJiCHHs B
Vxpaune npedsiBator 380ThIC. yen.’, u3 HuX:

— 25%myxunHbl ¥ 7 5%0KESHIIUHEL;
— pykoBoautenu 26,3%mu cnennanuctsl 73,72%;

S Hlepoicasna cnyxcba ¢ yughpax — 2015: Inghopmayiiine eudanns Llenmpy adanmayii depocasnoi cuysncou 0o
cmanoapmis €C, Ipec-nientp, http://www.center.gov.ua/pres-tsentr/materiaifit1356-
86%D0%B8%D1%84%D1%80%D0%B0%D1%85-2013.
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— 1o 35 et (rocymapcrBeHHas ciyx6a — 46,7%xkeHmuHbl 1 43% My>KUHHBI,
ciyk0a B OpraHax MECTHOI'O caMOyIIpaBiieHust — 27, 2KeHIUHbl 1 21,7 %My KUMHBI);

— 36-591er (rocymapcreenHas ciyx0a — 53,2%okeHmuHbl 1 54,8% MyKUHHEI;
ciyk0a B OpraHax MECTHOIO caMoyIpaBieHus — 71, 3JKeHuHbl 1 75,4%MyKIMHBI).

U no QopMaibHBIM OpU3HAKAM NpHYMHA HEIPHEKTUBHOCTH TOCYIaPCTBEHHOTO
anmapaTa HaXOJUTCS He B 9TOM (hakTe, a B CO3HATEIHLHOM OPraHU3AIMOHHOM
COMPOTHUBJICHUN HETOCIIEA0BATEILHBIM, (DPArMEHTAPHBIM U HEJIOTUYHBIM M3MEHEHUSIM U
HOBIIIECTBAM, HAYWHas OT OCBOeHHs |T-TeXHOJIOrWil /O HOBBIX METOJOB pabOThI,
MHUIUMPOBAHHBIM OUEPEHON CMEHOM MOIUTHYECKHUX PehopMaTopoB.

BOJIBIIMHCTBO PEMIMBIIMXCS TPUWTH HA TOCYJapCTBEHHYIO CIIYX)O0y MOJIOIBIX
VIPABJICHIEB MEPEKUBAIOT KPU3UC HEKOMIETEHTHOCTH M Pa304apoBaHUsl  OT
HEOTPABIABILINXCS <HICATbHBIX» OXKHIAHUH, KOTOPBIA UM MPUXOIUTCS MPEOA0JIeBaTh B
npouecce pabotel. B 3TO ke BpeMsi B JENOBOM CEKTOpe YKpauHbl MEUICHHO, HO
MNPOUCXOJUT TIOCTOSIHHOE CaMOCOBEPUICHCTBOBAHHE, <(CTUMYJIUPYIOT» KOHKYPEHTHI,
NPUBJICKAIOTCS. COBPEMEHHbBIC TEXHOJOTMH YIPABICHUS YEIOBEYECKUMH PECypcami,
YIPABICHUSI MEPCOHAIOM, MPOUCXOIUT MEPEOPUEHTALIUS JESTSIbHOCTH HA CTAHIAAPTHI
Esporneiickux Coo0biiecTB. B rocy1apcTBEHHBIX U OIOKETHBIX CTPYKTYPaX HMPOUCXOIUT
CHCTEMHOE W KOMIUICKCHOE CJAEPKHMBAHHE «CTAPOXKHUIAMH CUCTEMBI» — PSIOBBIMU
UCTIOJHUTEIISIMU, PYKOBOJMTEIISIMUA CPEJHETO U HU3IIETO 3BEHA, KOTOPHIE «IIE€PECHICITH»
MHOTHX MOJUTHYECKUX PYKOBOIMTENCH W, MO CYTH, OJMIIETBOPSIOT COOOM M CHUCTEMY
BJIACTH, U MEXAHU3M €€ OCYICCTBICHHS B COBPEMEHHOMN CUTYaIlHH.

becniepcniekTuBHOCT, mpoBeieHUst pedopm Ha nporsbkenun Oonee 20 gjer
HE3aBUCHMOCTH Y KpauHbl aKTyaIn3upOBaja JOMHHAPOBAHUE 3TOrO MOAX0/a B BOIPOCaX
«BBDKHBAHUS», B TOM 4YHCIIE W MPO(ECCHOHATHHOT0. YPOBEHb BBDKHMBAHUS KaJpOB B
roCyZapCTBEHHOM arapare O4eHb rmokaszarelieH. M, mo Haniemy MHEHHIO, 3TOT (akT He
SIBJISIETCSI OCHOBHBIM HETaTUBHBIM (DAKTOPOM, KOTOPBIH TOPMO3UT pedopMbl B YKpauHe.
Kak pa3 Hao0OpOT, ONBIT M BHUJICHHE MHOTHX MOJUTHYECKUX MOMBITOK HPUBHECTH
CTPYKTYPHBIE H3MEHEHUS CJIe0BANI0 O MOPYYUTh UMEHHO MPOeCCHOHATIAM-CTAPOKIIIAM,
KOTOpBIE BHSAT CUCTEMHBbIE MPOOJEMBI, Pa3phIBBI M TP 3TOM BCIO CBOIO JKHM3Hb
MOCBSIIAIOT TOCYIAPCTBEHHOM CityK0e.

Y4uThIBast BBIIIE OMUCAHHOE, MOJIOJIBIE CIIEIIMAIUCTRI PEIKO CBA3BIBAIOT CBOKO JKU3Hb,
npo(eCCHOHAIBHYIO CTPATErHi0 ¢ TOCYIapCTBEHHOM ciyx60il. OHU paccMaTpuBaroT eé
CKOpee KaK «TpaMILTHH» /I OW3HEC-Kapbepbl WIM KaK UCTOYHUK <IIOJIE3HBIX CBSI3CH».
IIpu 5TOM rocyHapCTBEHHbIE CTPYKTYPhI TOXKE HE HIIYT TAJAHTBI, MOCKOJbKY, KPOME
MHHHUMAJIBHBIX Pa3MEpOB 3apabOTHOW IUIATHI U <«BEYHON» JIOSJILHOCTH CHUCTEME, MM
OpPE/IOKUTh ~ MOJIOJBIM ~ TajlaHTaM  [POCTO  HEYero, BKIOYasi W MOPAJbHO-
MICUXOJIOTHYECKHUI KIIMMAT «CTapOKHIIOBY», H YCIOBHSI TPY/ia B LIEJIOM.

Hcropust ¢ co3gaHreM MEXaHH3MOB «COLMANbHBIX JUPTOBY», CBA3aHHBIX CO CIYKOOit
Ha Ojaro oOIIecTBa M roCydapcTBa KOPHSIMU CBOMMH YXOAUT B IMPOILIOE COBETCKON
HOMEHKIAaTypbl. [lo HamieMy MHEHHIO, 3TO — [OOpPOTHBI MeXaHH3M KaJpOBOTO
3aMEIleHUs, MEXaHU3M OOHOBJCHHUS YIPABICHYECKUX KAJAPOB HA TOCYIapCTBEHHOM
ciyx6e. B Ykpaune, K OrpOMHOMY COXaJICHHIO, CUCTEMA «COLHUAIIBHBIX JIUPTOB» uepe3
3aHSATHE JIOJDKHOCTH TOCYAAPCTBEHHON CIYXObl WIM CIy)K€HHE Ha O0JIar0 TIpOMAajibl
MOJIHOCThIO paspyineHa. Ha cmeHy ell mpuiiia HOBas MPOEKTHAS TEXHOJOTHS IO
CO3[]AHUIO TOJMUTHYECKMX TMapTHii W paboTe KOMaHJ MOJUTHYECKHX JIHICPOB,
00ecCIeunBaOLIMX UX JESITEIbHOCTh B TOCYAapPCTBEHHOM armapare 3a cueT OOJKETHBIX
CpPeACTB.
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Tak Ha3piBaeMas «KOMaHJIa JHIEpa» TMPEACTaBISIET COOOH IOBEPEHHBIX JIHII,
MPOBEPEHHBIX BPEMEHEM, OOIMMMH JeJlaMH, WHOTJA POACTBEHHBIMHU CBS3SIMH. OTO
MIPUBEJIO K TOMY, UYTO B YKpanHEe HapYIICHBI MPOIEAYPHl «KapbepHOTo JU(TA», a HIMEHHO:
MPOXOXKACHHUS BCEX YPOBHEH YNpaBlIeHYECKOW JIECCTHWIBI — OT HHXKHETO JIO0 BEPXHETO.
XoTs M3HAYAILHO 3HAHHWE CHCTEMBI YIIPABJICHYECKUX MPOIEAYP HEOOXOIUMO IUIS TOTO,
YTOOBI PYKOBOJHUTEIL MMEJ YCTKOE MPEICTAaBICHHE, KaK ()YHKIIMOHHPYET CHUCTEMa, B
KOTOpPOH OH paboTacT, KaK OHA «BIHUCBHIBACTCS» B JPYTHE CHCTEMBl W WHCTUTYTHI
00111ecTBa, KAKOBBI MPUHIIUIIBI B3aUMOJICHCTBHS CTPYKTYPBI M OOIIECTBA, a TAKIKE KAKUMHU
MOTYT OBITh  TOCICACTBHS INPUHITOTO WM  HENPUHATOTO  TOCYJapCTBCHHO-
VIPABJICHYECKOTO peIICHUs. BrimeykazaHHble (QakTopsl  (QOPMHUPYIOT  <«KYIbTYPY
BPEMEHIUKOB» Yy  BIACTH M  ONEPATHBHO-CUTYAl[MOHHOE  YIIPABJICHHE  BHE
UCO0JOTUIECKHX TUIaTHOpPM.

MacmrabHast TepeoreHKa IIeHHOCTeH, 0CBOOOXKIeHHE OOIIECTBEHHOTO CO3HAHHS OT
JIABJICHUS HMACOJIOTHYECKUX IITA0JIOHOB aKTyalM3UPYIOT TMPHOPUTETHOCTH IMOJITOTOBKH
npodeccrnoHanoB B chepe TyOJTUIHOTO YIIpaBJICHUS (MCKITIOUNTETBHO
AJIMUHUCTPUPOBAHUS), BIAJCIONIMX [IMPOKUMHU TPAXKIAHCKUMH KOMIIETEHTHOCTSIMH.
Bmecre ¢ TeM ypoBEeHb KBaNH(UKAIMKA TOCYJAPCTBCHHBIX CIIYXKAIIUX, KaK OTMEYacT
Huura H.JI., B memoM OTCTaeT OT TMOCTOSHHO PAacTyHIEr0 YPOBHS CIIOKHOCTH
yHpaBlIeHYeCcKuX 3agau’. A cucTeMa KOHKYpPCHOrO 0TOOpa M HPAKTUYECKH OTCYTCTBHUE
MOTHUBAIMH K IPO(ECCHOHATEHOMY COBEPIICHCTBOBAHHIO HE COJICHCTBYIOT BBISBICHHIO U
NPUBJICYCHHUIO JYYIIUX CHCHHUAIACTOB «IPO(ECCHOHAN — TPakJaHHH», HAKOIUICHUIO
MOTEHIIMAaIa B TOCYAapCTBEHHO-YIIPaBIeHIECKOH cepe.

TakuMm o00pazoMm, TIIeNbIO CTaThbU SBJSETCS aHANW3 JSHCTBYIOIIUX B YKpawHe
MEXaHH3MOB OPTaHU30BaHHOTO TPaXKTAHCKOTO BIUSHUS HA Pa3BUTHE MyOIHMIHON CITY>KOBI
B KOHTEKCTE TYMaHM3AIlMH YKPAWHCKOTO OOIIEeCTBa, a TakkKe pa3paboTka WHCTPYMEHTOB
TPAKIAHCKOTO BO3JCHCTBUS HA CTAHOBJICHHE IyOJMIHON CITy)ObI B YKpawHE B acIieKTe
MPUOIVDKCHNS TPUHIMIIOB €€ JEeSATENIbHOCTH K CYTH TPaXKIAHCKUX MpaB W CBOOOI,
COJICHCTBUE UX pCaATU3aIUH.

3. AHAJIM3 TIOJAXO0B OBUIECTBEHHOI'O BJIMSIHUS HA
®OPMHUPOBAHHUE NNYBJINYHOM CJIYKBbI B YKPAUHE

Hnee pa3BUTHS MHTETPUPOBAHHOTO MHCTHTYTAa ITyONMYHOH CiIyXO0bl B YKpauHe B
KOHTEKCTE COLUAIbHO-I)KOHOMHYECKHX pedopM mnocssamens padotsl Ilerpenko O.C.7,
Ceperuna C.M.8, Bamranmuxa B.B.°, Tomuwapyk H.T.10, Xoxwmmo M.M.1, JIunosckoit

6 H.JI. Huura, [lcuxonoziunuii pecypc onmumizayii 63aemooii Micyesux opeawié 6UKOHAEUOi 61adu 3
epomadcvkicmio. agmopeg), muc. ... KaHA.. Hayk 3 nepxk.ynp. 25.00.02,Hau. akan. nmepx. ymp. mpu
Ipe3unentoBi Ykpainu, JIbBiB. perioH. iH-T aepx. ymp., JIsBis 2014.

7 Mopanvno-emuuni 3acadu possumxy Oepxucasnoi ciyocobu Vipainu: esponeiicokuil ma eimuusHanuii 00ceio:
monozpagisa, C.M. Cepsorin, O.B. Antonosa, L.I. Xoxwuno Ta in..; 3a 3ar. peq. npod. C.M. Cepsorina. JIPITY
HALY, A. 2007;0.C. Ilerpenxo, @opmysanus inmezposanozo iHcmumyny nyoaiunoi ciyacou 6 Ypaini,
aBToped. 1uc. K-Ta Hayk 3 Aepx. ymp. 25.00.03I1erpenko O.C.; APIAY HAJLY npu [Ipe3nnentoBi Ykpainu,
J1. 2008;CunepretnyHi 3acafu Jep:KaBHOTO yIPaBIiHHS B yMoBax pedopm: monorpadis, C.M. Cepsoris, L.B.
Iucemennnid, 1.1. Xoxwuo Ta iu.; 3a 3ar. pex. C.M. Cepsorina, IPIJITY HAZY, A. 2007.

8 Mopanvro-emuuni 3acadu po3eumxy...; Pepopmyeanns npogheciiinozo HaguanHs 0epiucagHux cryschoeyis 6
Ypaini: npobremu ma nepcnexmueu, JPIIY HAJIY.: konekt. monorp., C.M. Cepsorin, €.1. bopoxin, H.A.
JIunosceka, LI Xoxuio Ta iH.; 3a 3ar. Ta Hayk. pea. C.M. Cepsorin, JAPITY HALY, A 2012; Cunepeemuuni
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H.A.*2, Bacunesckoit T.2.'® kak B acmexTe pa3BHMTHS TOCYAAapCTBEHHOH CITyKOBI C
aJIMUHUCTPATUBHBIM IIPEAHA3HAYCHHWEM, TaK U CHEHHATH3UPOBaHHOH. OTHENBHO
IpeaIarajJoch BBEJICHHWE HMHCTHTYTA CIIyKObl MECTHOTO CaMOYINpABIECHHS W HWHCTUTYTA
crykObl €  TONMTHYECKMM  Ha3HaueHWeM. Bompocam  mpodeccroHann3anuu
TOCYAapCTBEHHON CITYyXKOBI M CIIy’)KObI B OpraHaX MECTHOTO CaMOYIIPaBJICHHS, Pa3BUTHIO
yOIMYHON CIy’KObl B LIEJIOM TIOCBALIEHBI HccienoBanus Apremenko H.®.14, Tazapsn
C.B.S, Komepoit T.B.!®, Kpyruii O.H.', Kymmnuposoii I'IL.'% Humox W.H.%,
IMapxomenko-Kyuesun O.M.2°, Cugopenxo H.C.?!, ®umunosoit T.B.??, Llerombuuk
I1.A.2% IInekropenko 1.B.%% Bce Bblllle NEPEUNCIIEHHOE CBUJIETENLCTBYET O MOTBITKAX
OTEYECTBEHHOI0 Hay4yHOro cooliiectBa B cdepe rocyJapcTBEHHOTO YHPaBIICHHS
NpUBJICYb BHUMAaHHWE U 3aJI0KHTh OCHOBBI 3BOJIIOLMOHHOTO CHCTEMHOTO IPOJBIKCHHUS
W3MEHEHHH TOCYAapCTBEHHOTO ammaparta. HecMoTpst Ha mpoduibHY0 pa3paboTaHHOCTb
TEMbI U BBIXOJ (DPyHIAMEHTANbHBIX M3JaHUH B c(epe TOCyAapCTBEHHOIO YIPABICHHS H

3acadu OdepoicasHozo ynpaeninms ¢ ymosax pegopm: monoepaghis, C.M. Cepporin, LB. ITucemenunii, LI
Xokuno Ta iH.; 3a 3ar. peq. C.M. Cepsworina, IPIIY HAY, 1. 2007.

9 B.B. Bamrtauuuk, Tpancgopmayis 0epicagnozo YnpaeninHs 6 KOHMEKCMi €6pONeriCbKux inmezpayitiHux
npoyecig: monoepaghis, APINY HALLY, J1. 2010;MopanvHo-emuuni 3acadu po36umky...

10 H.T. Tonuapyk, Vnpaeninua xepienum nepconanom y chepi Oepacasnoi ciyocbu Yipainu:. meopis ma
npaxmuka: movozpagia, APIAY HALLY, [. 2012;Mopansro-emuuni 3acadu po3eumxy...

' Mopanvno-emuuni 3acadu possumxy...; Pegpopmyeanns npogeciiinozo naguanus...; Cunepeemuyni sacadu
0epoHcasrozo. ..

2 Mopanvno-emuuni 3acadu possumxy...; Pegpopmyeanns npogeciiinozo naguanus...; Cunepzemuyni sacadu
deparcasnozo...

13 T.E. BacuneBcbka, Emuuni umipu 2pomadsncokocmi 0epicasnozo ciyxcbosys, ,Ily6iiune ynpapiiHHs:
Teopist Ta mpaktuka” 1/5 (2011), http://www.kbuapa.kharkov.ua/e-boakfp2011-1/doc/3/05.pdf.

14 H.®. Apremenxo, Ynpasainnsa npogecionanizayicio kadpie depacasnoi cryscou Vrpainu, aBToped. nuc. K-Ta
Hayk 3 fepxk. ynp., 25.00.03IP1IAY HAZLY npu Ilpe3unentoBi Ykpainu, [. 2010, 23.

15 C.B. Tasapsn, [lpoghecionanizayis cuyxcbu 6 opanax Micyesoeo camospsoyeéanus: 3micm, gopmu ma
Memoou, aBToped. ITHc. A-pa Hayk 3 Aepxk. ynp., 25.00.03HALY npu IIpesunenrosi Ykpainy, K. 2011, 3%.

16 T.B. Komoga, IIpogbecitinuii po3eumox 0epiucasnux cuyxnc606yic Ha 3acadax camompeninzy, aroped. Iuc. K-
Ta HayK 3 gepxk. ymp., 25.00.03APIAY HAZLY npu IIpe3unentoBi Ykpainn, [I. 2004, 2Z.

7 O.M. Kpyriit, Jianoeosa e3acmodis opeanie 61adu ma 2pomMadcbKoCmi K YMO6A OeMOKpamusayii
deparcasnozo ynpaeninus, aBroped. muc. ... I-pa Hayk 3 gepxk.ymp., 25.00.02,Hamn. axax. mepx. ymp. mpu
[pe3unenToBi Ykpainu, Xapk. perioH. iH-T gepx. ymp., X. 2010, 36.

18 [ I1. KymnipoBa, @opmyeants npogheciiinoi komnemenmuocnii nocadosux ocié Micye6o2o camoepaoyeanis,
aBToped. AuC. K-Ta HayK 3 aepik. ymp., 25.00.03HALY npu IIpesunenrtosi Ykpainu, K. 2011, 23.

19 LI Huntok, IIpoghecionanizm Oepaicagnux ciyncho6yie. Cymuicmv, cman ma ocobaueocmi (opmyeanns,
aBTOped. Auc. K-Ta HayK 3 Aepik. ymp., 25.00.03HAJ1Y npu IIpesunenrtosi Ykpainu, K. 2005, 18&.

20 Q.1. Tapxomenko-Kyresin, @opmysanns, po3eumox ma MoOeprizayis 0epicasHux nocao: KOHYennmyaibHo-
Memoodonoziuni 3acaou’ monoepagis, ®AJIA, JIT/, K. 2010, 296.

21 H.C. Cunopenko, @opmysanns npogdeciiinoi Kyromypu depacagnux ciysicoosyis, aToped. auc. K-Ta HayK 3
nepxk. ynp., 25.00.03HALY npu [Ipesunenrtosi Ykpainu, K. 2012, 23.

22 T.B. ®ininosa, lIpogecitinuti menmanimem Oepoicasnux crysicoosyie ¢ Yxpaini: mexnonozis popmyeanns,
aBTOped. AuC. K-Ta Hayk 3 gepxk. ymp., 25.00.03AP11Y HAZY npu [Ipe3unentosi Ykpainy, [. 2006, 2Cc.

B 1.A. Ueronbuuk, @opmyeanns npogeciiinoi modeni (paxieysa 6 chepi ynpasninnus, aBroped. JUC. K-Ta HAYK 3
nepx. ynp., 25.00.03HALY npu [Ipesunenrtosi Ykpainu, K. 1997, 17c.

24 1B. lllnexTopenko, Ynpasninns npogecitinoio mobinenicmio depaicasnux ciyscbosyie, aproped. muc. a-pa
Hayk 3 fepk. ynp., 25.00.03]ucturyrt 3-1Ba Bepxosuoi Pagu Ykpainu, K. 2012, 3.
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rOCYJapCTBEHHOM CIykObI%°, BHIBUIACH HEOOXOAMMOCTh B NPMBIEYECHHS BHUMAHUS
WCCIeoBaTee K TPaXIaHCKOW COIMANIM3ALNUA U PA3BUTHH, MOIIEPKKE TPaKIaHCKOU
KOMIIETCHTHOCTH TOCYAAapCTBEHHBIX CIIY’)KalllMX, CIY)XalluX B OpPraHaXx MECTHOTO
CaMOYTIPaBIICHHS.

PagukanbHbIN pa3sBOpOT ITyOJIMYHOM CIy’)XOBbl B CTOPOHY TpaskAaHHMHA, 3alIUTHI €ro
npaB ¥ MHTEPECOBZ®, 0OycnaBIMBaeT ero poib B OOIIECTBE HE Kak IPOCUTENS, a Kak
KIIMEHTa» TOCYJApCTBEHHOTO  YUPEXKICHHs, peaju3yIollero CBOM IpaBa  Kak
HOTPEOUTENS YCIIyT, NMPEJOCTaBIsIEMBIX €My TOCYNapCTBOM, M OIJIAYMBAEMBIX UM Kak
HaJIOroIUIaTeJIbIINKOM. TakuM 00pa3oM, B3aMMOJECHCTBHE MEXAY OpraHaMH BIACTH U
YIPaBJIECHUs, C OAHOW CTOPOHBI, © MHCTUTYTaMH TI'Pa’kKAaHCKOTrO OOILECTBA, CPEICTBAMHU
MaccoBoi WH(pOpMaIHH, TpakIaHaMH — C APYTo#, COAEHCTBYET pa3BHTHIO MEXaHHU3MOB
TPaXITAaHCKOTO y9acTHs B MPUHATUU U PeaH3allii YIPaBICHUYECKUX pEIIeHui. A Takke
crocoOCcTByeT (OPMUPOBAHUIO U TIPOABIKCHUIO UMHUKA TOCYIapCTBEHHON M CITY)KOBI B
OpraHax MECTHOTO CaMOYTPAaBJICHHUS KaK OTKPBITHIX CHUCTEM, JOCTYIHBIX IS TPaXIaH H
UM  TOHATHBIX. DopmupoBaHHE COBPEMEHHOW ITyOJMYHOW CITYy>KOBI, CIIOCOOHOM
CIPABIATHCS C BBI30BAMH CJIOXKHBIX CHUTYallMd, CTaHOBHUTCS BO3MOXXHBIM Ouaronaps
IPaXAaHCKOMY CaMOCO3HAHMIO BCEro oOIIEcTBa, a HE OTIEIBHO B3SATHIX COLMAIBHBIX
rpymn. Kak pa3 3to, no mHenuto Jlykamesuud O.M., nposiBisieTcss B NPUHIUIHAIBHON
NO3UIMK JIMYHOCTH TpaKJaHWHA [0 OTHOUIEHWIO K COOBITHSM M SIBJICHUSIM,
IPOMCXO/ISAIIUM B OOIIECTBEHHOMN KU3HU M B CHCTEME IOCYIaPCTBEHHOTO YIIPaBJIEHHS?'.

JlearenbHOCTh TOCYIapCTBEHHBIX MHCTUTYTOB IOCTOSIHHO TECTHPYETCS! pakJaHaMH
MMEHHO TI0 KPUTEPHUIO <IIPUCITYIIUBAHIA» K MHEHUIO 00IIECTBa, a HE TOJIBKO OTICIHHBIX
CONMANBHBIX Tpynm. B mepmox PeBomomum NOCTOWHCTBA M 3HAKOBBIX ITOJIMTHYECKUX
COOBITHIA, KOTOPBIE MTPOJOIIKAIOT MPOUCXOIUTh B YKpanuHe U ceidac, Takoe TeCTHPOBAHHE
nproOpeso YeTKHE M BBIPA3UTEIbHBIC YEPTHl TPAKJAHCKOH AaKTUBHOCTH B CHCTEMHOM
pexuMe, Korza OT BJIAacTH TpedyeTcs OTKPHITOCTh, OTBETCTBEHHOCTH, CIIPABEIIMBOCTD B
peIIeHHAX.

OO1ieuenoBeyeckoe CBOWCTBO K COYYBCTBHIO M CIIOCOOHOCTH WHTEIPHPOBATHCS
BOKPYT' WJIEH OTCTaMBaHMs NpaB 0OBbEJUHSECT YCHIIUS I'PaKAaH U NPHOOpeTaeT LIeHHOCTh
KaKk MHCTPYMEHT BO3JICHCTBMS TpaxKJaHCKOro ooOmectBa Ha (opmMupoBaHHe
rOCYAapCTBEHHBIX PELICHHH, Ha BBIOOD CIIOCO0a NMPUHATHS U IOBEICHUS YIIPABICHYECKUX
peuieHHi 10  peanu3aluud  (QBTOPUTAPHBIN, IEMOKpPATHYCCKUH, JTHOEpabHBIH,
NAPTUCHIIATHBHBIN W 1p.). DOpMHpOBaHWE TOCYIApCTBEHHBIX HHCTHTYTOB Ha
CETONHSIIHMN JIeHb HAXOAWTCS TOA CHJIBHBIM JIOMHHHPYIOUINM MOJUTHYECKIM
BO3ACHUCTBHEM, YTO HE MOXKET HE OTPaKaThCS HA CTAHOBJICHUH ITyONHIHOMN CIyKOBI B €€
eBpONCHCKON HMHTEpIpeTauii W OPHEHTAllMH Ha  OTKPBITOCTh, JOCTYITHOCTB,
MPO3PaYHOCTH YIIPABICHIESCKHUX MPOIEAYp M MEXaHU3MOB, TOJOTIETHOCTE U TaK Jajee.

3 Enyuxnoneduunuil croenux 3 Oepocasnozo ynpaeninna, ywiau. FO.JL. Cypmin, B.JI. Bakymenko, A.M.
MuxHeHKo Ta iH.; 3a pen. }0.B. Kosbactoka, B.I1. Tpomuncskoro, F0.I1. Cypmina, HAJLY npu I[Ipe3unenTosi
Vxpainu, K. 2010, 820c.; Enyuxnonedis depocasrnoco ynpaeninns, y 8 1., Hau. akan. mepx.ymp. mpu
IlpesunenTosi Ykpainu, Hayk. pen. koxeris }0.B. Kosbacrok (romosa) Ta iu., K. 2011.

26 KoncTutywis Ykpainu: npuiiHaTa Ha m'aTiit cecii Bepxonoi Paau Ykpainn 28 ueps. 1996p., 3i 3Minamu
3riguo 3akony Ykpaiuu Bix 21 motoro 2014/742Binomocti BepxoBroi Pamu Yxpainu, K. 2014/11¢c. 143;
Cmpameeis cmanoeo pozeumky «Ykpaina — 2020% Yxa3 [Ipesunenrta Yxpainu Bix 12 ciunst 2015p., 2015/5,
http://www.president.gov.ua/documents/18688.html.

27 0.M. Jlykauiesud, I poMadsucukicms aK pesyivmam..., C. 467477,



14 O. AuronoBa, B. Kiimmosuy, E. CamOyx

Jlemokpatn3zanuss  OOIIECTBEHHO-TIOUTHYECKAX — MPOLECCOB  co3maer  «ddext
akBapuyma». Korma ko BceM cdepaM KH3HEHCATEIBHOCTH MOJIHTHIECCKOTO IEsTeNI,
JOJDKHOCTHOTO  JIMIIa  IEHTPATBHOTO  YPOBHSA, TOCYJApCTBEHHOTO  CIYXKAIIeTro
PETHOHANBHOTO M MECTHOTO YPOBHS IPHUKOBAaHO BHHMAaHHE JIIOACH: OT ACKIapanuil mpo
JIOXOJIBI M BIUIOTH JIO €0 JIMYHOM JKHU3HM UMCHHO KaK ITyOJUYHOTO JIUIA, TPEACTABUTEISL
MHTEPECOB TPaXKIaH, PE3yJIbTaThl NEATCIBHOCTH KOTOPOTO MOTYT MMETh IOCICICTBUS,
BJIMSIONIUC HAa JKU3Hb OYAyIIUX NOKOJICHUH rpaxkaaH. CTOMT 3aMETHUTh, YTO BCE OTH
TpeOOBaHUS K TOCYJAPCTBCHHBIM CIYXallUM YKpPaWHbl YETKO OIKMCAHBI PSIOM
HOPMATHUBHO-TIPABOBBIX ~ JIOKYMCHTOB Takux, Kkak: OOmme mpaBwia MOBEICHHS
TOCYTApPCTBCHHOTO CITY’)KAIllETO, YTBEPXKICHHBIC TNPUKA30M [ JIaBHBIM YIpPaBICHUEM
rocymapctBeHHoi ciy:x0b1 B 2009 r. u IlocranHoBnenmem Kabunera MwuHHCTPOB
Vkpaunst B 2016 r.; 3akon Ykpauuasl «O rocymnapctBeHHOM ciyx6e» (2015), 3akon
Vkpaunsl «O npemorBpamiennn  koppymuun» (2014), B KOTOPOM IIpeayCMOTpEHa
YTOJIOBHASI OTBETCTBEHHOCTD 32 KOPPYNIMOHHBIE NEHCTBUSA U Ap. U pu 3TOM HU OJMH W3
JIOKyMEHTOB HE HWMeJ TIO3UTHBHBIX TIOCIENCTBUHA B 0Oophbe 3a JT0OpPOCOBECTHOCTH
UCIIOJTHCHUS CITYKOBI.

I[MomoOHast cutyamnus CIOXKWIACh W ¢ mnpucarod. [lpucsara rocyaapcTBEHHOTO
CIIy’)Kalllero, IpHUCIra CIYXKaIllero B OpraHax MECTHOTO CaMOYIPABJICHUS, MPHCATa
BOCHHOCJYXAII[ET0, TPHUCIra CyIbH, KOTOPHIC JAIOT M MOAMKUCHIBAIOT BCTYMAKOUINE HA
TOCYIApCTBCHHBIC JTOJDKHOCTH, HE SIBJIIFOTCS 3aJIOTOM BEPHOCTH €€ OCHOBHBIM HJCSIM B
YCIIOBHSX BBIKHBaHUS. 1 00 3TOM CBHUICTEIBCTBYET MHOXKECTBO HOPMATHBHO-ITPABOBBIX
JOKYMEHTOB, CBSI3aHHBIX C MPOIIECCAMH JIFOCTPAINH, U 0COOCHHO HapyIICHHS MPHUCITH Ha
BEPHOCTb TOCYAAPCTBY M MPHUHIIUIIAM CITYKOBI.

Bwmecre ¢ TeM (opMIpoBaHKE TTO3UTHBHOTO 00pa3a TOCYJapCTBEHHOTO CIIYXKAIIETO HEe
MOJKET OBITh YCIIEIIHBIM, €CITH €T0 JOJDKHOCTHBIE 005S3aHHOCTH HE OyIyT HMOIKPEIUICHBI
0053aHHOCTSIMH TOCYZJapcTBa MO OOECIEUEHUIO €r0 IMPaBOBOHM 3aIIWTHI, Ha JIeKAIINX
YCJIOBUH TpyJa M IOCTOMHOTO YpOBHS *kU3HU. He MeHee Ba)KHOW ecTh MpaBOBas 3alllUTa
OT IpECICOBAaHUI 32 BhIsIBIICHHE (DaKTOB HAPYILIICHUS 3aKOHA, 3I0YIOTPEOJICHUS BIACTHIO
win (HakTOB KOPPYIIHMH, KOTOpas IaBHO M YCHCIIHO JCHCTBYET HA TEPPUTOPHH
COBPEMCHHBIX JleMOKpatnmieckux rocynapcte — Coemunennbix IlltaTtoB Amepuky,
Kanane, Benukoit bpuranuu, ®panuuu, [leelinapuun, benbruu, Asctpuu. B sTux
CTpaHax MOJOOHBIC JCWCTBUS CUUTAIOTCS TPAXKITAHCKUM JIOITOM BO Onaro oOriecTtsa.
Takum oOpa3oMm, GopMHpOBaHWE U pasBUTHE NYOJUIHON CIYyKOBI B  YCIOBHSIX
TIOBBIICHHUSI YPOBHS T'PaXTAHCTBEHHOCTH B OOIIECTBE MOJDKHO IPOXOAWUTH B JIBYX
HATPaBIICHHUSX: CO3MAHMUSI CHCTEMBI (CaMO-)MOTHBAIINH, TIOBBIIICHHS TPO()ECCHOHANBHOTH,
TPaXITAaHCTBEHHOW OTBETCTBEHHOCTH 3a JOOPOCOBECTHOCTH BBIIIOJTHEHHUS CITY>KOBI.
CopeficTBOBaTh MOCIETHEMY KaK pa3 W NPHU3BaH OJUH M3 JCHCTBEHHBIX MEXaHHU3MOB —
0O0IIeCTBEHHBII KOHTPOJIb HAJl IPHHATHEM YIIPABICHIECKUX PEIICHIH.

4. OBIIECTBEHHBIII KOHTPO.JIb HAJl IIPUHSITUEM YIIPABJIEHYEC-
KUX PEILIEHU

OO0benHEHNE Pa3pO3HEHHOTO BIMSHUS OOIIECTBCHHBIX TPYIII Ha MPUHITHE PEIICHAN
W KOHTPOJISI HaJ AEATEIBHOCTHIO BIACTH TPeOyeT MOBBIMICHHS YPOBHS TPaXKTaHCKOH
BOBJICYEHHOCTH B 3TH IPOLECCHI. Y CIETHBHIM O0IIECTBEHHOE yJacTre B (POPMHUPOBAHUH H
peanu3anii TOCYAapCTBEHHO-YIIPABICHUCCKUX pEIICHHH MOXET CUWTaThCs, Koraa
npoOJIeMbl, 03BYYCHHBIC OOIICCTBCHHOCTHIO, HAYMHAIOT PEIIATHCS OpPraHAMH BJIACTH.
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OO01IecTBEHHOE y9acTHE HE MOXKET MPOUCXOAUTh caMO 10 cebe — 3TO 3allJIaHUPOBAHHOE
YCHIIME 110 NPUBJICYEHHIO IPAXIaH B POLECC IPUHSATHS PEILCHUIHZE,

JoBepue — OIHO U3 KIIOYEBBIX TOHATHM TEOpUH JEMOKpAaTMM W phIHKA. B
OOIIECTBEHHON JKHU3HH JIOBEpPHE COJCHCTBYET OOBEIUHEHWIO OOIIECTBEHHOCTH H
CO3JJaHUIO OOLIECTB, a B JKOHOMHMYECKOW cdepe OHO YCKOpSET COTPYAHHYECTBO M
MEKIIMYHOCTHBIN 00MeH. JloBepue OCHOBBIBACTCS HA YOCKICHHOCTH IPAXKAaH B TOM, YTO
MOJUTUYCCKUE MHCTUTYTHI OYAYT 3((MEKTUBHO PElIaTh BOIPOCHI JAXKE MPH OTCYTCTBUH
KOHTPOJISI HAJl X NIEATEIBHOCThIO. [ pakJaHCKOE TOBEpHUE NMPABUTEIBCTBY (popMUpyeTCS
TOT/A, KOTJIa IMOJIMTHKA MPABUTEIILCTBA HAIPABJICHA HA COOTBETCTBHC M YJOBJICTBOPCHUC
MHTEPECOB IpaxkaaH. TakuM 00pa3oM, IpakAaHCKOE JOBEpUE BBICTYIAET CIIEACTBHEM
(YHKUMOHUPOBAHUS  HOJUTHYECKHX  MHCTHTYTOB?S.  ClieZlyeT  OTMETHTh,  H4TO
JIEMOKpaTH4ecKas: akKTUBHOCTh W HaJH4YHe TPAXKAAHCKHX CBOOOJ COACHCTBYIOT pPOCTY
YPOBHSI IOJTMTHYECKOH ToNepaHTHOCTH B 00mecTBe L.

Jiist mOHUMaHUsI TPUPOJIbI COLUATBHO-TOIUTHYECKUX MPOLIECCOB, UMEIOIINX MECTO B
VYkpaune, BaXXHO MPOBECTH aHAJIM3 AMHAMUKH JOBEPHUS MOJUTHYECKUM U COLHUAIBHBIM
WHCTUTYTaM Ha NPOTSHKCHHU BCETO «CBPOIEHCKOT0» MEpUOa HE3aBUCUMOCTH Y KPaHHBI
—c¢ 200410 2015roasl. [IpuMeyaTtensHO, 4TO yKpauHIIEB Bee 0OJIbLIe 3200TAT IPOOIEMBI
HE TOJBKO COOCTBEHHOTO SKOHOMHYECKOIO OJIaromojy4us, a U COCTOSIHHE CTPaHbl B
[EIIOM, W HETaTHBHBIC JKOHOMHYCCKHE ¥ TMOJUTUYCCKHE TCHICHIUH, KOTOPKIC
¢puxcupyror CMH, IpUBOAAT K IAJCHHIO YPOBHS T0OBEPUS K PyKOBOJUTENAM CTPAHBI L.

2 Epexmusna opeanizayis pobomu epomadcekoi  paou: MemoouuHi pexomenoayii,

www.gromrady.org.ua/2011/06/posibnyk-efektyvna-aikatsiya-roboty-hromadskoji-rady-metodychni-
rekomendatsiji.

29 K. Newton,Political trust and institutional performanc&ocial and Political Trust, European Social Syyve
2013, http://essedunet.nsd.uib.no/cms/topics/2/Btal.

30 M. Peffley, Democratization and Political Tolerance in Sevente@ountries: A Multi-level Model of
Democratic LearningM.Peffley, R.Rohrchneider, ,Political Researche@Qerly” 56/3 (2003), c. 24257.

31 Vipaincoke cycninoemso 1992-2012.Cman ma ounamixa 3min. Coyionoziunuii monimopunz, 3a peil. J1. eK. H.
B. Boponn, a. com. . M. Ulymeru., Iacruryr comiomorii HAH Vxkpainm, K. 2012, 660c, http://i-
soc.com.ua/institute/soc-mon-2012.pdfMonimopune  epomadcvkoi  Oymku,  YKpalHCBKHil  IHCTHTYT
couionoriuaux gociimpkens iM. O.Spemenka, http://www.uisr.org.ua/monitoring/losipa oo coyianerux
iHcmumyyit ma epynn. 3a mamepianamu npec-penisy Jliana Hogikosoil (mo cocrosHuto Ha 4-14 nexabps

2015), KuiBcbkmit MDKHapOJIHUI IHCTUTYT COI[I0JIOTI1,
http:/iwww.kiis.com.ua/?lang=ukr&cat=reports&id=58age=2&t=3; /osipa 0o norimuunux incmumymie
ma banxie nadae, KOMNAHIT noeepmaioms dogipy 2pomaosin (GfK Ukraine),

http://sostav.ua/news/2009/04/22/8/19934/.
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Puc. 1. lunamuka n3MeHeHuil ypoBHs moBepus llpesunenty Yxpaunsl, Kabunery Munuctpos
Vxpaunsl, Bepxosnoit Page Ykpaunst ¢ 2004mo 2015rr.

Takum 06pa3oM, JOBepHe B YCIOBUAX HEONPEIEICHHOCTH CBI3aHO C OOIIECTBEHHBIMU
OKMJAHUSIMHM OIPEAETICHHBIX pEIIeHHH OT cyObeKkToB BiacTH. B 1O e Bpems
JEMOKPATUYHOCTb MOJIUTHUECKOTO Pa3BUTHSI, CPEIU IMPU3HAKOB KOTOPOH — MUHUMU3ALUS
YPOBHSI KOPPYINLUH B OOLIECTBE, CO3AaHHE YCJIOBHUH VISl NMPO3PAYHOCTH, OTKPBITOCTH
(yHKIIMOHMPOBAHUSI OPTaHOB T'OCYAAPCTBEHHOM BIIACTH, NMPEAOCTaBICHUE BO3MOXKHOCTH
rpaxaaHaM ObITh YYaCTHUKAMH IPOLEcca MPUHSATHS PEIeHUH B cdepe rocy1apcTBEHHOM
MOJIMTHKY, OyAeT COAEHCTBOBATH IOBBILICHUIO YPOBHS JOBEPHS K IOJUTHYECKUM
UHCTUTYTaM KaK CyObeKTaM pealu3aldi OOIECTBEHHBIX HHTEPECOB 2,
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Puc. 2. JluHamuka W3MEHEHHUH YPOBHS [OBEpHs OOLICCTBEHHBIM OPraHU3aLUsIM, LEPKBH H
BoopyxenubiM Custam Yipautst ¢ 2004mo 2015rr.

32 M.B. Ya6auna, [osipa 00 nonimuynux incmumymis: nepedymosu ma Haciioku ons demokpamii, Marictepiym,
K. 2014 ,Bum. 58,c. 8-14.
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Tabmuma 1. CpaBHuTenbHas Ta0nuIa OWHAMUKH W3MEHEHUH ypoBHsS poBepust IIpesnpmeHty

Vkpaunsl, Kabunery MunuctpoB VYkpaunsl, BepxoBHoit Pamn VYxpanas
00IIeCTBEHHBIM OpraHu3anusiM, Lepkeu u Boopyxenusiv Cunam Yipanssl ¢ 200410
2015rr.
Hpe3naent KaOuner Bepxonast | OOmecrBennbie | IlepkoBs | Apmus
MuHuCTpOB Pana OpraHM3aluu
2004 20 37 37,7 35 37,6 50,3
2005 51 26,1 23,9 35,2 34,7 41,5
2006 38 251 20,5 30,1 37,2 38,7
2007 35 251 20 33,2 29,9 45,1
2008 14 14,9 5,8 35, 29 38
2009 9 13,8 10,3 38,1 29,5 38,1
2010 54 26,5 20,3 39,8 35,8 40,7
2011 24 20 14,2 45,8 36,6 34,5
2012 23 17,4 14,7 40 35,2 41,5
2013 19,3 18,8 15,9 33 30,2 39,7
2014 64 17 4,5 30,1 34,8 40
2015 28 16 13,6 38,7 38,3 41,3

B mocnenHne HECKOIBKO JIET YPOBEHb JOBEPHSl HACECICHHUS YKPAWHCKUM HHCTHTYTaM
BJIaCTH yMeHbIIaeTcs. BMecte ¢ TeM, MHCTUTYTHI, oOecrieunBaronye GyHKINOHUPOBAaHHE
Y Pa3BUTHE rOCYJIaPCTBEHHON CHUCTEMBI, MOTYT 3()()eKTHUBHO IEHCTBOBATH IIPU YCIOBHUH,
€ciiM CyMMa OOIIEeCTBEHHOTO JOBEpHs INPEBBIMIAET HEOOXOAMMBIH MHHUMYM. Ecin
JIOBEpHE MajaeT HUXKE KPUTHUECKOTO YPOBHsI, NMPH KOTOPOM HAYMHAET AOMHHHUPOBATh

HeZloBEpHeE, MEXaHU3MBl  OOIIECTBCHHOTO  VIPAaBICHUS U PEryJIHPOBaHUS
«IpOOYKCOBBIBAIOT», WX CIOCOOHOCTh NPHUHUMATH JICHCTBEHHBIC YIPABICHYCCKHE
pelieHuss  MuUHUMH3MpyeTcsSS.  CKIaiblBaeTCs  CUTyallds  CYIIECTBOBAHMS  JIBYX

MapajyIebHBIX MOHOJIOTOB — <IOJINTHYECKOW BIIACTH - TOCYAApCTBa» M <«TPAXKAaH —
00MIeCTBEHHBIX (TPaXKIAHCKHMX) OPraHW3aIMii», aBTOHOMHOE CYIIECTBOBaHHME KOTOPBIX
OTHANseT NEepCHeKTHBY WX auajora. OpraHuzamus AHaNora MEXAY BIACTBIO H
TpaXXIaHAMH SIBIIICTCS CJIIO’KHBIM IIPOIIECCOM, OJHAKO €r0 MOCTOSHHOE MHUIIMHPOBAHUE
JIBYMSI CTOpOHAMH OYIET CTHMYJIMPOBATh MOCTENEHHOE (GOPMHUPOBAHKE OOIIECTBEHHOTO
MHCHHS 00 OCHOBHBIX MEXaHHM3Max, (opMax M METOJNAX JOCTHKCHUS IOJUTHICCKOTO
KOHCEHCYCa, COLMANLHON CONMIAPHOCTH M HUHTerpanuy B obmecTse®’. OpraHu3oBaHHOE
(hopMupoBaHHE TPAXKIAHCKOTO Y4acTHUS B pa3pabOTKE YHPABICHYCCKHX OOIIECCTBEHHO
3HAYMMBIX pEIICHUN IOCTENIEHHO YXOAMT B cdepy BHUMAHHA OOIIECTBCHHBIX U
rpa)xTaHCKUX OpraHU3aIHi.

Ha ceromusmiamii e B YKpawHe CYIIECTBYIOT pa3Hbie (OPMBI OOIIECTBEHHOTO
BO3ACUCTBHS Ha GOPMHPOBAHUE TOCYAAPCTBEHHO-YIIPAaBIeHUECKUX pemeHmid. Cpean HuX

ClleAyeT OTMETHTh KOHCYJIBTATHBHO-COTIIACOBATENbHbIE Opradbl  (0OIIeCTBEHHBIC
COBETHI), OOIIECTBEHHYIO DKCIEPTU3Y, OOIIECTBEHHBIM KOHTPOJb, JI0OOUPOBAaHHE.
DBoOJIOLKS  OPraHW30BaHHOTO  BiMsHHSA Ha  (OPMHPOBAHHE  TOCYIAAPCTBEHHO-

YIpaBIEHYECKUX PEIICHIH MpeCTaBICHA B TA0IHUIIE.

330. Jliceenxo, Junamixa nonimuunozo kanimany 6 Yxpaini, ,Jlonituunuii menemxment” 10/1 (2005), c. 90-96.

34 0. Kyuabebkuit, Josipa 0o opeanie ny6niunoi é1adu ax Kuouosuil gaxmop egexmusnocmi cucmemu
oepoicasrozo ynpasiinis, O. Kyaa6epkuit, C. [loropenmit, ,ITyOniune ynpasiiHHS: Teopis Ta npaktuka” 13/1
(2013), http://kbuapa.kharkov.ua/e-book/putp/2048:d/2/07.pdf.
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Tabnuua 2. OBomonus pa3BuTHs GopM 00IECTBEHHOr0 BO3JEHCTBUS Ha ()OPMHUPOBAHKE FOCYAAPCTBEHHO-YIIPABICHYECKUX PEICHUH B YKpauHe

Dopmbl Hdarta
0011eCTBEHHOT'0 co3aa- DOyHKUMH Muccuns PesyabTaTt
BO3JeiicTBUSA HHA
KoncynbratusHo- 1993 Coser npeanpuHIMaTeneit WudopmupoBanue 1 B3aHMOICHCTBHE Jlonecenue mpodIeM 1 HHTEPECOB,
COBCI[ATCIIBHBIC VKpauHbl -KOHCYJIbTATUBHO- HPEANPUHUMATEIBCKHX CTPYKTYP O aKTHBH3aLKA nporecca popMUPOBAHUS
OpraHsl SKCIEPTHBbIi opran npu Kabunere pean3alyy rocy1apCTBEHHON MOUTHKH CO3HATENIBHOI ¥ aKTUBHOH TTO3UIIUI
(o6recTBeHHBIC MuHHCTPOB YKpanHbI Pa3BUTHUS NPEANPHHIMATEICTBA U OOIIECTBEHHOCTH 110 OTHOIICHUIO K
COBETHI) (hopMHpOBaHHS PEIHOYHOH JaNbHEHIIIEMY Pa3BUTHIO TOCYIapPCTBEHHOM
UH(PPACTPYKTYPHI HOJIMTUKHY U TOJUIEPKKH OOIECTBEHHBIX
1996 OO1ecTBeHHBII COBET IPH BIIMSHUE HA IIPOLIECCHI IPUHATHS PEILCHU VHULUATUB
MuHucTepCTBE SKOIOTUH U 0 OXPaHE OKPYKAIOLIEH cpe/ibl
HPHPOAHBIX PECYPCOB YKpaKHEI
2003 Bcero — 16; DKCHepThl — TOCYAapPCTBEHHBIE CITY)KAIINE U OO1re KOHCYIbTalluK U PEKOMEHIALNH IS
KMY — 23 peanbuux - 2); Y3KOHPO(HIBHBIC CIICIIUATUCTEL. y4eTa B JeATCIbHOCTH OPraHOB BIIACTH;
npu Ipesunenre Ykpanns: — 27 1 THI —MEXBEIOMCTBEHHbIC KOMUCCHH TpaHc(hopMalys B 0OLIECTBEHHbIC KOJLUICTUH
(peanpHO paborasumx — 4); n/vnu pabodne rpymmsl 13 (2005)
Komurerax BepxoBHnoii Paipt TOCYJApCTBEHHBIX CIYXKAILUX;
Vkpausbl — 23 peanbHo 2 TN — y3KonpOGHIBEHBIEC CHICIHATHCTEI
pa6otapimmx — 5§°
2006- [IPH LEHTPAIbHBIX 1 MECTHBIX DKCHepTHl — FOCYAAPCTBEHHBIC CITy)KAlMe W | YCHICHHE BIMSHHUS OOIIMX KOHCYJBTALMH U
2009 OpraHax UCIOJIHHUTEIBHOH BIaCTH — | Y3KONpPO(UIbHBIC CNELMAIIMCTBI, | PEKOMEHAALMH Ul ydeTra B JCATEIBHOCTH
64 no 83 00ILIECTBEHHBIC OPTaHU3AIIHH. OpraHoOB BJIACTH
[Cexperapuara Kabunera | 3 THm — <«yuHbie»  (IPOBIACTHBIE)
MuHHCTpOB YKpanHsi] 00I1IECTBEHHBIC OPTraHU3aLHH.
2010 I1pu opraHax HCHOIHUTEIBHOM DKcHepThl — rOCYAapCTBEHHbIC ciryxkamue i | IIporeaypa IpeaoCcTaBIeH s OpraHaMu

BJACTH - 71,13 KOTOPBIX IpH IIpU
LEHTPAIBHBIX OpraHax
UCTIOJHUTENBHOU BracTH — 51
(Bcero MEeHTpaNbHBIX OPraHOB
UCIIOIHUTENBHOM BIacT — 63).

Y3KOTIPO(UIBHBIC CTICNUATHCTHI,
IPOBJIACTHBIE OOIIECTBEHHbIE OPraHU3allly,
HE3aBHCUMBIC OOIIECTBEHHbIE OPTaHU3aINH,
¢ npusnedenueM CMU.

4 THN — «e3aBUCHUMBIE» OOIIECCTBEHHbIC
OpTaHM3alMu.

HCIIOJIHUTENBHOM BIACTH HH()OPMALIHH O
PCLICHHSX, HPUHSTHIX [0 Pe3yJIbTaTaM
PacCMOTPEHHS TIPEUIOKEHUIH U 3aMedaHuit
OOIIIECTBEHHBIX COBETOB; 0053aTENBHOE
co3jaHue Ha opuIMaIbHOM BeO-caiite
OpraHOB UCHOJIHHUTENBHOI BIACTH PyOpHKH
«OOLICCTBEHHBIH COBET».

35 I'pomadcuvki padu: cmeopenns ma opeanizayis pobomut. JJo6ioko6o-memoduunuti nocionux ons unenie 2pomadcbikux pad, 3a 3ar. pei. A.C. Kpynuuka, Oneca 2012, 326:.
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I'paknaHckas 2008- VirydIeHue rocy1apcTBeHHOM CyOBbeKTbI TPakJAHCKON SKCIEPTU3BL AHTUKOPPYIIMOHHAS 3KCIIEPTH3a IIPOEKTOB
JKCIEPTH3a 2011 MIOJIUTHKHY B OIPEIeNeHHOH chepe rpa’kJaHCKHE OpraHU3aliH, axtoB (2008);
MM Ka4eCTBa aAMHHHICTPATUBHBIX npodeccHOHATbHBIE H TBOPIECKHE COBETHI, OpraHH3aIys OOMIECTBCHHBIX MEPOIPHATHI
YCIIYT, HPEA0CTaBIACMBIM 671arOTBOPHTEIBHBIC, PETUTHO3HbBIC IS 00CYX/ICHHS aKTyaJlbHBIX BOIIPOCOB
rpakiaHaM. OpraHH3allH, OPTaHbl CAMOOPTaHH3AIUH Pa3BUTHUSI OTPACIIH MK AAMHHICTPATUBHO-
HacelleHHs, HerocynapcTBenHsie CMU, TepputopuanbHoit exuauipt (2011);
JpYrHe HeNpeANPHHIMATEIbCKHIE 9KCHEPTU3a MPOCKTOB HOPMATHBHO-IIPABOBBIX
00BbeIMHEHHS; BELyI[He YICHbIC 1 aKTOB 10 IIpaBaM M CBOOOIaM YeI0BEKa U
OOIIECTBEHHEIE JEATEIH, CICITHAIICTEL, rpakJaHHUHA, 110 IIOTHOMOYHSM OpPTaHOB
JINLA, TPUHUMAIOIIHE y9acTHE B U3y4ECHUN MyOJINYHOMN BJIACTU U YIIOJTHOMOYCHHBIX JIULI;
00IIECTBEHHOTO MHEHUS MPEIOCTABICHUS aAMUHUCTPATHBHEIX YCIIYT;
pacmpeneneHus H pacX0JI0BaHUs CPEICTB
rOCY/IapCTBEHHOTO OOJKETa U MECTHBIX
O10/KETOB; KOHKYPCHBIX (TCHACPHBIX)
TIpoLeayp; APYTHX BOIPOCOB, KOTOPBIE MOTYT
HPHUBECTH K NPOTHBOIPABHOMY TOJIy4CHHIO
Guar, yciyr, JIbroT, APYrUX HPEHMYIIECTB
MaTepHaIbHOrO W/ HeMaTEePHAIBHOTO
xapakrepa (2015)
I'paxxnanckuit 2011- CobmroeHne NoAKOHTPOIBHBIMU CyOBEKTBI TPaXJAHCKOTO KOHTPOILL: OOBEKTHI IPaXkJAHCKOTO KOHTPOJLS: OPraHbI
KOHTPOIIb 2015 00BEKTaMH OIPEIEeTCHHBIX OTZEIbHBIC TPKAAHE U UX 00BEAUHCHUS. rOCYJapCTBEHHO BJIACTH, OPTaHbl MECTHOTO
COLMANBHBIX HOPM; BBIIIOJIHEHHE DOopMBI KOHTPOJIS: CaMOyMpaBJICHHs, TOCYapCTBEHHbIC U
HMH COLIHAIbHBIX 3a1aHHH, 1 Tun — rpakJaHCKUI MOHUTOPHHT, KOMMYHAaJIbHBIC IPENPUITHS, yIPEKIACHUSI U
HETIOCPECTBEHHO CBSA3AHHBIX C 2 TN —TpaXkIaHCKas OLeHKa OpraHH3alliH, a TaKKe HeTOCyJapCTBEHHBIC
3aIUTON U peau3alueil mpas n CyOBEKTBI Pa3HBIX OPTaHU3aI[MOHHO-TPABOBBIX
cBOOOJ I'paXKIIaH; yAOBICTBOPECHUE (dopM, OTaeNbHbIC THIA
HX COLHAIBHBIX HYXK] U HHTEPECOB
Jlo6oupoBanue 2009- | JleruTHMHOE BIMSHHE IIpodeccuonanbHble 1060UCTHI, OyHKIMIO OPraHU3aLUOHHOTO YIIOPSIIOYCHHS
2015 3apEruCTPUPOBAHHBIX U 11000UCTCKHE 00BEINHEHNS, NEITEILHOCTD IUTIOpaii3Ma OOIIECTBEHHBIX HHTEPECOB;

AKKPEAUTOBAHBIX B YCTAHOBICHHOM
nopstake i (10601CcToB 1
11060MCTCKNX 00bEIHMHEHNIT) B
HHTEpecax 3aKa34uKOB Ha OpraHbI
rOCyIapCTBEHHOMN BIIACTH, HX
JIOJDKHOCTHBIX U CITy’KEOHBIX JIALL
BO BPEMs1 IPHUHATHSI MU (Y4acCTHs B
HPHHSTHH) HOPMaTHBHO-TIPABOBBIX
AKTOB.

KOTOPBIX HalIpaBJICHA HA peaIn3alui0 KaK
JICTUTUMHBIX, TaK U HEJICTUTUMHBIX
HUHTEPECOB ITYTEM LEJICHAIIPABIICHHOT'O
BJIMSAHUS HA OPTaHbL FOCyI[apCTBeHHOI)‘I
BJIACTH, UX JOJDKHOCTHBIX U CJ'Iy)Ke6HBIX JIAIL|
C LEJIBIO MPUHATHUS COMUAIBHO
HGOGXOHPIMBIX HOPMaTHBHO-IIPABOBBIX
AKTOB

Tpaxcgopmarus B rpyIITb! HOIUTHYECKOTO
BIIHSIHUS He)OPMAIIBHOTO XapaKTepa uepe3
CO3aHHE TTOTUTHYECKUX IIPOCKTOB BHE
MOJINTHYECKHUX MIaTGOPM, HACOIOTUiT U
opumanbHBIX HOPM OOIIECTBEHHOTO
BO3ICHCTBHS Ha IPUHSATHE OOILIECTBEHHO
BQ)KHBIX PCLICHHUH.
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5. KOHCYJbTATHBHO-COBEIIATEJIBHBIE OPTAHBI (OBIIECTBEHHBIE
COBETBI)

BriepBble Ka4eCTBEHHO-HOBBIE MEXAHWU3Mbl PEANU3alMd KOHCTHTYLMOHHOTO IMpaBa
rpakJaH Ha y4acTHE B YNPABJICHUM TOCYAAPCTBEHHBIMH JEJIaMH, IPOBEJACHHE OpraHaMu
UCIIOJIHUTENILHOM BJIACTH KOHCYJBTAIMH C OOIIECTBEHHOCTBIO M CO3/JaHNE OOIIECTBEHHBIX
COBETOB MPHU BCEX LEHTPAIbHBIX M MECTHBIX OpraHax HCIOJHUTEIbHOW BIACTH OBLIO
HopMmatuBHO 3akperuieHo B 2004 rogy. C uenbsio BeIMONHEHHS YKaza IIpesumeHta
VYxpaunsr ot 31.07.2004r Ne 854 D6 obecrnieueHnH yCIOBHU It OOJice IIMPOKOTO
y4dacTusi 0OLIECTBEHHOCTH B (DOPMHUPOBAHUH U PEAM3alMU TOCYIAPCTBEHHOMN TOTUTUKNY»
Kabuner MunuctpoB VYKpaumHbsl Bbiman mocrtanosicHue or 15.10.2014 Ne 1378
«Hexortopbele Bompochl obecrieyeHHs y4acTHs OOIIECTBEHHOCTH B ()OPMHUPOBAHUM W
peanu3aii  TOCYJapCTBEHHON MOMMTHUKU». [locTaHOBIEHHWEM OBLIO  YTBEPIKICHO
TumnoBoe mnonokeHue 00 OOLIECTBEHHOM COBETE IPU IIEHTPAIbHOM, MECTHOM OpraHe
UCIIOJHUTENIBHOM BJIACTH, YTO CBHICTENLCTBYET O TOMNBITKAX YHUDUIMPOBATH U
NPEVIOKUTh YHUBEPCATBHYIO OJHOTHUITHYIO KOHCYJIBTATHBHYIO (DOPMY JUIS BCEX BHIOB
OpPraHoB BIACTH, NPH 3TOM BBUSICHWINCH W TPAHMIBI, U MeEpbl, U (OPMBbI, U JaxKe
OTPEICTHINCh CYOBeKThI BiusiHUSA. YeTKo 3aUKCHPOBAHHOE M OTPaHMYCHHOE IO Mepe
BO3JICHCTBHUsI HA BJACTHBIC OpPraHbl BIMSHHE TPAXKIAHCKHUX OOBEAMHEHHUIl MO3BOJIMIIO
MOJIMTHYECKUM TIPEJCTABUTENSM BJIACTH CTATh MaHHUIYJSITOPOM U HPOU3BOJUTH OTOOP
JIOSUTbHBIX, HO HE BCEr/la KOHCTPYKTUBHbBIX, HEKPUTHYECKHA HACTPOSHHBIX AKTHBHUCTOB I10
«CBOMM» KpHUTepUsiM. PyKOBOJICTBY OpraHOB HCIOJIHUTEIBHOW BJACTH TaKXkKe
MO3BOJISUIOCH  BO3TJIABIATH O0MIeCTBeHHBIE COBEThl. COOTBETCTBEHHO, BECh IPOIECC
oprau3anuu paboThl COBETOB U MOATOTOBKH UX 3aCElaHUil CTA 3aBUCETh OT <«o0poi
BOJIM» PYKOBOJAUTENEH, OJHOBPEMEHHO 3aHMMABIIMX W JOJDKHOCTH PYKOBOJIUTEJEH
o01iecTBeHHBIX coBeTOB. Kpome Toro, TumoBoe nonoxeHne 00 00IIECTBEHHOM COBETE HE
ONpEJIeTSIO TOPSIOK PACCMOTPEHHsST OpPraHaMH HCIOJTHUTEIBHOU BIIACTH pEIICHHN
OOIIECTBEHHBIX COBETOB M OTYETHOCTH IO €r0 Pe3yJIbTaTaM.

Ha mpakTuke 0ka3anock, 4TO 3TOT JOKYMEHT, IIPU BCEX €ro MPEHMYIIeCTBAX U OJarux
HAMEPEHHSX, HMMEET CYIIECTBEHHBbIC HEJOCTaTKU, MpensTcTByionme 3(dexTuBHON
JIeATEIbHOCTH  CO3/1aBacMbIX OOIIECTBEHHBIX COBETOB. B  IOCTaHOBIECHHH ObLIH
OMpe/IeJIeHbl  JOCTATOYHO OrPaHMYEHHBIC IMOJHOMOYHS OOILIECTBEHHBIX COBETOB,
CBOJIMBLINECS TOJHKO K KOOPIMHAIIMU MEPOIPUSITHH, CBA3aHHBIX C CO3[aHHEM YCIIOBHIA
JUTSL TIPOBE/ICHHSI OPraHAMK UCTIOJIHUTENILHOM BIACTH KOHCYJIBTAIMi ¢ 00IIECTBEHHOCTHIO.
Taxke He ObUT pa3paboTaH KOHKPETHBIH MeXaHu3M (OPMUPOBAHUSI OOIIECTBEHHBIX
coBeToB. Ha mpaxTrke, yaie BCEro, COCTaB COBETA OMpPEJEsT PYKOBOJMTENL OpraHa
UCIIOJHUTENIPHOM BIACTH 10 CBOEMY pa3yMEHHIO, B JPYrHX Cly4asx — [OCie
Npe/IBAPUTEIbHON AKKPEIUTAIMU OOIIECTBEHHBIX OPraHW3aluil, M3bIBUBIINX JKEIAHHE
JITIETUPOBATh CBOMX MpPECTaBUTENIEH B COCTaB OOIIECTBEHHOTO COBETA. JTO MPHUBOJIUIIO
K 4YacTbIM H3MCHEHHSM B IIEPCOHAILHOM COCTaBE COBETA I[PH HAa3HAYEHHH HOBOI'O
PYKOBOJICTBA OpraHa.

B 2005roay B cooTBETCTBHH ¢ TOCTaHOBIcHHEM KabnHera MUHHCTPOB YKpPaHHbBI OT
18.05.2005r. Ne 356 <O HOMOJHHUTENBHBIX MEPONPHUATHAX MO MIPUBICUCHUIO TPaXIaH K
YYacTUIO B YMPABJICHUH TOCYAApPCTBCHHBIMH JEJIaMU», MPHHITOM 0e3 00CYXKICHHUS C
00IIECTBEHHOCTRIO, OOIIECTBEHHBIC COBETHI OBUTM IPeoOpa3oBaHbl B OOIIECTBEHHBIC
KOJUIETHU TPU PYKOBOJCTBE OPraHOB HCIOJHUTEIbHOW BIACTH. Takue HW3MEHEHHUS
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BBI3BAJIM CEPhE3HYI0 KPUTHKY CO CTOPOHBI 001ecTBeHHOCTH. OOIIECTBEHHbBIE COBETHI, 10
CYTH, CTaHOBWJIUCh «KapMaHHBIMH» CTPYKTypaMH OPraHOB BJIACTH M KX COCTAB 4acTO
MEHSUICST B 3aBHCUMOCTH OT OTHOIICHHUSI BJIACTHBIX CTPYKTYP M IOJUTHYECKOM
KOHBIOKTYpBL.  [lopsimok  ¢opmupoBaHusi  OOIIECTBEHHBIX COBETOB  IMpPEIoJiarai
BXOXICHHE B HX COCTaB TOJBbKO MPEICTABUTEIM OOIICCTBCHHBIX OpPTraHU3aLHii.
Hanpumep, 4ieHbl 00IIECTBEHHBIX COBETOB MPU [EHTPAIBHBIX OPraHaxX UCIOIHUTEIBHOM
BJTACTH JOJIKHBI ObLTH H30MPATHCS PEUTHHTOBBIM FOJIOCOBAHHUEM 32 KaHMATOB BO BPEMs
CKErOAHBIX COOpaHMil HE MEHee 4YeM OJHOW YETBEPTHIO OT OOILIEro KOJHYECTBA
3apErUCTPUPOBAHHBIX OOIIECTBEHHBIX OPraHM3aldid. A YICHBI COBETOB NPH MECTHBIX
OpraHOB HCIOJHUTEIHHOW BIACTH — Ha COOpaHHSAX HE MEHEe YeM YETBEPThIO OT
KOJIMYECTBA 3apErHMCTPUPOBAHHBIX B COOTBETCTBYIOIIEM pPErHOHE OOIIECTBEHHBIX
opranmzanuii. B pesyiabraTe BBeA€HHS HOBOTO IMOPSAKAa HM  MAJOYHCICHHOCTH
obmrectBeHHbIXx  coBeTtoB B 2009-2010 romax  COOTBETCTBYIOIIHME  COOpaHHS
BCEYKPAaMHCKUX OOIECTBEHHBIX OPraHU3aLNii yXKe HEe MPOBOININCE.

B 2009 r. Kabu#wer MuHHCTPOB YKpawHbI, OINTh K€ 0€3 OOCYKIOCHHS C
OOIIeCTBEHHOCTRI0, TpuHsUT mocraHoBienne Ne 1302 or 26.11.2009 r. <«O
JOTIOTHATENBHBIX MEPONPHUATHIAX MO OOCCIeYCHUI0 ydYacTHs OOIICCTBCHHOCTH B
(hopMHPOBaHMM ¥ pealU3alUd  TOCYJAPCTBEHHON MOJUTHKH», KOTOPHIM CHOBa
oTMeHsuIoch mocraHoBiieHne Ne 1378 u  yrBepkaanoch OOmiee nonoxeHue 00
OOIIECTBEHHBIX COBETAX MPH [EHTPAIBLHBIX U MECTHBIX OPraHaxX UCIIOJHUTELHOM BIACTH.
[1oMOXHUTETBHBIM TMOCIEACTBUEM 3TOrO PELICHHUS CTajJ0 pACLIMPEHHE MOTHOMOYHIT
OOILECTBEHHBIX COBETOB. [IOMHMO mpaBa y4acTHs B MEpOIPHUSTHSNX, CBA3AHHBIX C
MPOBEJICHUEM OPraHOM HCHOJIHUTENFHON BIACTH KOHCYJIBTAllMH C OOLIECTBEHHOCTHIO,
OOILECTBEHHBI ~ COBET  MOJyYMJ  BO3MOXHOCTb  BHOCHTH  HPEUIOKEHHS MO
YCOBEPILEHCTBOBAHUIO JIESTEILHOCTH OPraHOB HCIOJHUTEIBHOU BJACTH, IPU KOTOPOM
oHa co3jnaHa. Pa3paboTka MpEIOKEHHsI MO0 BOMPOCAaM, KAacaroUMMCS OOIIECTBEHHO-
JKOHOMHYECKOTO PAa3BUTHS TOCYJapCTBA M HMHTEPECOB IIUPOKUX CIOEB HACEJICHUs,
3alIUTBl NPaB M CBOOOA TIPaXIaHHMHA W OOIIECTBEHHBIX OOBEIUHCHHUH, peannu3aluu
HOJIUTHYECKO pedopMbl, (OPMHUPOBAHMS CTpATerHil HAMOHAIBHOW 6E30MaCHOCTH,
pa3paboTKu  OTpPAciAEeBBIX M  PErHOHANBHBIX MPOrpaMM, y4acTHs TpakaaH B
(OPMHUPOBAHUK U PeaNH3allii TOCYIAPCTBEHHON MONUTHKH, 00eCTIeYeH s PO3PAYHOCTH
U OTKPBITOCTH JEATEIILHOCTH OPraHOB HCIOJHUTEIBHONW BJIACTH, ITOBBIIICHUS
KBaNM(UKALUK TOCYIAPCTBEHHBIX CIIyXalUMX BOLUIM B chepy ux BHUMaHus. VM ObLIO
MO3BOJICHO MPOBOJUTH OOILIECTBEHHYIO JKCHEPTH3y MPOEKTOB HOPMATHBHO-NIPABOBBIX
aKTOB, pa3pabaThiBa€MbIX OpraHaMH HCIOJHUTEIbHOW BJIACTH, MPU KOTOPOM CO3JaHbI, U
nozaBaTh MO e€ pe3ylnbTaTaM IPEUIOKEeHUsT W 3amedanus. [lpu 3ToM QyHKIHMS
OOIIECTBEHHOTO KOHTPOJSA 3a 3(PQPEKTUBHOCTHIO PAOOTHl OPTraHOB HCIIOJIHUTEIHLHOM
BIaCTH OXBaThiBAJla B TOM 4YHMCIE W KOHTPOJIb 332 TEM, HACKOJIbKO YYHTHIBAIOTCS
OPEUIOKEHHS U 3aMEYaHust OOLIECTBEHHOCTH OPraHOM BJIACTH.

B T0 e BpeMst HEKOTOPbIE OpraHbl HCIIOJHUTENbHOM BIACTH CO3AaNH OOLIECTBCHHBIC
coBeThl Ha ocHOBe OOWIEro IMoJIoXKeHUs! 00 OOIIECTBEHHBIX COBETAaX, yTBEPXKICHHOI'O
nocraHoBieHueM KaOunera MunuctpoB VYkpamusl or 26.11.2009r. Ne 1302, ne
OPUICPKUBASCH 3AI0KEHHOTO B HEM MexaHH3Ma (OpMHPOBaHHS OOLIECTBEHHBIX
coBeToB. OOIIECTBEHHOCTh BCTPETUIIA ATOT (haKT HEraTHBHO, O YeM CBHICTECIbCTBOBAIH
MHOTOYHCIICHHBIE JKalI00bl B a/Ipec MPaBUTEIbCTBA M CyAeOHbIE MCKU. B CBsi3u ¢ 3THM
nocraroBienrnem ot 03.11.2010. Ne996 <06 obecrieueHnr ydacTHsi OOIIECTBEHHOCTH B
dbopMupoBaHNHM W peanm3aliil TOCYJIApCTBEHHON moauTukn» KabuHer MUHHCTPOB
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YKpawHBI OTMEHIJI 3TOT aKT M YTBEPAWI HOBOe THIOBOE TON0OKEHHE 00 OOIIECTBEHHBIX
COBETax MpH IEHTPATbHBIX M MECTHBIX OpTaHaX MUCIIOIHUTEIFHOMN BIACTH.

OTOT HOBBIH JOKYMEHT IpenycMaTpHBajl M30paHHe WICHOB OOIIECTBEHHBIX COBETOB
MyTeM PEHTHHTOBOIO TOJIOCOBAHWS BO BpEeMsi COOpaHWil TpeNCcTaBUTENEH HHCTUTYTOB
TPa)XXTAaHCKOT'O OOIIECTBA, 3asBHBIIUX O JKCJIAHUU MPUHUMATH y4acTHE B ero padore.
ITomHOMOYMST OOMICCTBEHHBIX COBETOB MO HOBOMY I[IOJOXEHHIO OBUIM CYIIECCTBCHHO
paciupeHsl. B 94acTHOCTH, OOIICCTBEHHBINH COBET IMOJNYYMJI BO3MOXKHOCTH II0JaBaTh
Oprafy, Ipyd KOTOPOM OH CO3/aH, 00S3aTeNbHBIC K PACCMOTPCHUIO MPEIJIOKCHHS IO
MOJrOTOBKE IMPOCKTOB HOPMATHBHO-IIPABOBBIX AKTOB IO BOIPOCaM (OPMHPOBAHUS M
peanu3aiuu rOCyJapCTBCHHOM TOJUTHKH B COOTBETCTBYIOLIEH cepe,
YCOBEPIIICHCTBOBAaHUsI paboThl opraHa. Takxke OOIIECTBEHHAs AaHTHKOPPYIIIHOHHAS
SKCIEPTH3a MPOEKTOB HOPMATHBHO-TIPABOBEIX aKTOB; OOIIECTBEHHBIM KOHTPONb 3a
COONIOICHNEM HOPMATHBHO-TIPABOBEIX AaKTOB, HAMNPAaBICHHBIX HA IPEAYNPEKICHUE H
MPOTUBOJICHCTBHE KOPPYIIKH, cOop, 0O0OOIIeHHe TPEUIOKEHHH OOIIeCTBEHHBIX
OpTaHU3aIi, UMEIOINX BaXKHOE OOIIECTBEHHOE 3HAUCHHUE; OPTaHM3alNs 00IIeCTBEHHBIX
MEpPOTPUATHNA i1  OOCYXJICHUS aKTYalbHBIX BOIPOCOB PAa3BUTUS OTPACIH WM
aJIMUHUCTPATUBHO-TCPPUTOPUAIILHON CIUHUIIBI TAKXKE BO3Jarajliach Ha OOIICCTBCHHBIC
COBETHI.

C 1menpl0 «yCNBIMIATh» OOIICCTBEHHOIO MHEHHE B MPOLECCE TOATOTOBKU U
OpraHu3aIliK BBIMOJNHCHUS perreHuii Kaduneta MUHHCTPOB YKpawHbI IBaKIbl B TOJ
JOJDKHBI OBUTM TPOBOJHUTHCS BCTPEYM PYKOBOIMTENEH OOIIECCTBCHHBIX COBETOB C
[IpeMbep-MUHHCTPOM H  WICHAMH [paBUTENbCTBA.  [IpemycmMaTpuBasioch,  4UTO
0O0IIIeCTBEHHBIE COBETHI IIPH OPraHax MCIIOJHUTEIHHOH BIaCTH OyAyT (POPMHPOBATHCS O
HOBOMY TOPSAIKY B TEUEHHE TPEX MECAIEB C JHS OMyOIMKOBAaHHS MMOCTAHOBICHUS (10
11.02.201t). Jlo >TOro BpeMEHH JIOOKHBI ObLIM (YHKIHOHMPOBATH IIPEIBIAYIIHE
oOrmIecTBeHHbIE COBETHI. [10CTENEHHO KOHCYIBTATHBHO-COBEINATEIFHBIE OPTaHbl CTAJIH
MOITHBIM ~ HMHCTPYMEHTOM  BIWSHHUSA HMHCTHTYTOB TPaXJAaHCKOTO OOIIeCTBA Ha
(hopMuUpOBaHUE U PEATH3AMIO TOCYJAPCTBCHHON MOJIUTHKH.

Kak cBHICTENBCTBYIOT PE3yJIbTAThl OOIICHAIIMOHATHPHOTO MOHUTOPUHTA PEaji3alii B
2009 r. KoHuenuwmu COACWUCTBUS OpPraHAMHU HCIOJHUTCIBLHOW BIIACTH Pa3BHTHUIO
rpa)xIaHCKOro olmiecTBa paboTa OOIIECTBCHHBIX COBETOB ObLIa NpPU3HAHA OJHOM W3
HanboJiee MOMYJIAPHBIX U CUCTEMHBIX (DOPM B3aMMOJICHCTBUS OPTaHOB HUCIOTHHUTEILHOM
BJIACTH C WHCTUTYTaMH TpaxmaHckoro oOmectBa. lVccremoBanwe MpPOBOIMIIOCH
KoncopumymomM  HENpaBUTENIbCTBEHHBIX OpraHU3allMii B  COCTaBe Y KPaWHCKOrO
HE3aBHUCHMOTO IIEHTpa TOJIUTHYECKHX HCCIE0BaHUi, TBOpUeckoro oObeANHEHHS
«TOPO» 1 BoCTOYHOYKpaWHCKUM IIEHTPOM T'PaXKTAHCKUX WHUITUATHB.

6. TPAXKIAHCKASA DKCIIEPTU3A

IIpenMeToM rpaXKHaHCKOW JKCHEPTH3BI OOBIYHO SIBJISCTCS CTCICHb COOJIIOJCHHUS
3aKOHHBIX HHTEPECOB, MpPaB W CBOOOJ TpaKIaH, COOTBETCTBHEC TPHHATHIX WU
NPUHUMAEeMBIX aKTOB 3aKOHOJATENbCTBY, IIOTPEOHOCTSAM W MHTEpecaM >KHTEIeH,
COLMAJIBHBIC TIOCTICICTBUS JCHCTBYIOIINX AaKTOB OPraHOB BIACTH JHOO BO3MOXKHEIC
coluanbHble MOCHEACTBUS MpPoekToB 3TuX akTop®. TlonydeHHble NMyTeM My6IHYHOrO

36 [ pomadcokuil koHmpoas, EHnpkonenis aepxkasHoro ynpasiiHaa: y 8-mu 1., T. 1., peaxon.: B.M. Kus3es
(cmiBronoa), I.B. Posmyrenxko (cmiBronosa) ta in., HAJIY, K. 2011, c. 113.
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OOCYXXIeHUsI WM ONOCPEJOBAHO MYTeM M3Y4YEHHs OTOT0 MHEHHsS Pe3yJIbTaThl
TPOXAAHCKOH OJKCHEepTH3bl  00s3aTEJIbHO PAcCMaTPUBAIOTCS M YYUTHIBAIOTCS B
JIeATEIbHOCTH OPTraHOB IMYyOJIMYHON BJIACTH, B YACTHOCTH MPH MOATOTOBKE MPOTPamM,
(hopmupoBaHUH OFOKETOB, PELICHHH KaJAPOBBIX U OPraHH3alMOHHBIX BOIIPOCOB.

I[lpy TIAHUPOBAHWM W  OPOBEICHHUM  TPAXKTAHCKONW  IKCHEPTH3BI  CIEIYeT
pykoBojcTBoBaThesi IlocraHoBnennem Kabunera MunucTpoB YKpauHbl oT 5 HOSOps
2008 1. Ne 976 dlopsnok comeHCTBUSL IIPOBEICHUIO TI'PaXKIAHCKOW OKCHEPTH3BI
JIeATEIbHOCTH OPTaHOB HCIIOJIHUTENILHON BiacTU». TaKke MPEICTABUTEISIMH aKTHBHOM
00IIEeCTBEHHOCTH — pa3paboranbl  MHTEpHET-pecypchl Ul KEIAIONIUX — HAYYUTHCS
OpPOBOJUTH TPAXKIAHCKYIO JKcmepTusy: «Paboumiti CTON OOIICCTBEHHOrO JKCHepTa»
(www.civicexpert.in.ua); Recypcusiii nientp I'VPT» (http://gurt.org.ua/);TBopueckoe
oobeaunenne  TOPO  (http://toro.org.ua/). YKkpavHCKMM  HE3aBUCHMBIM  IIEHTPOM
MNOJIMTHYECKUX ~ MCCIIEJIOBaHUH  BbIIAHO  nocobue  « paxkaaHckas — 9KCHEepTH3a
JIeATeIbHOCTA OPraHOB BIACTH: LIAar 3a IIarom», B KOTOPOM IPEJCTaBIICH alrOpUTM
NPOBECHUs OOLIECTBEHHON 3KCIEPTH3bl M MPHUBEACHBI NIPUMEPHI TUIIOBBIX TOKYMEHTOB
(3ampocsl, xanobkbl, UCKOBBIE 3asBIeHH)S . AHTHKOPPYIIMOHHAS KCIEPTU3a IIPOEKTOB
AKTOB HA MPEIMET HAIUYUS B HHUX IMOJIOKEHUN, KOTOPHIE COAEHCTBYIOT HIH MOTYT
COJICUCTBOBATL COBEPIICHUIO KOPPYMIHOHHBIX MPABOHAPYIICHHM, TPOBOAUTCS C LENBIO
OpEYNPExJACHUS BO3HHUKHOBEHUSI  YCJIOBHM Ui COBEPINCHUS  KOPPYIIIMOHHBIX
NpaBOHAPYIIEHUH W pa3pabOTKU PEKOMEHIAIMI 10 UX yCTpaHeHuio. [Ipu coBepiieHun
AHTUKOPPYIIHOHHON TPaXJaHCKOM IKCIIEPTH3BI MPOSKTOB HOPMATUBHO-IIPABOBBIX aKTOB,
ClIelyeT PYKOBOJCTBOBATHCS MPOLEAYPHBIMA HOPMaMH MPOBEACHHS TIPa)XIaHCKOU
IKCMEPTU3bl JEATEIIbHOCTH OPraHOB HCIOJHUTEIbHOW BIACTH, YCTAHOBJICHHBIMHU YIKE
ynomuaaemsiM [ToctanoBinenrnem Kabunera MuancTpoB YKpaussl oT 5 HosOpst 2008r. Ne
976 dIopsimOK COOCHCTBHS MPOBCICHHIO OOIIECTBEHHOW SKCICPTH3BI ICATEIBHOCTH
OpraHOB MCIOJIHUTEILHON BIACTH».

3aaHusIMU 9KCIIEPTHU3bI IPOCKTOB HOPMATHBHO-TIPABOBBIX AKTOB SIBJISIFOTCSI:

1) BBISIBIICHUEC KOPPYILHMOTCHHBIX HOPM ((akTOpoB, KOTOpBIE MOTYT
COZCICTBOBATH COBEPIICHUIO KOPPYILIHOHHBIX IPABOHAPYILICHUIT);
2) HNOATOTOBKA NPEAJOXKEHUA U PEKOMEHJALMH 10 YCTPaHCHHIO B

MPOCKTaX HOPMATHBHO-IIPABOBEIX aKTOB KOPPYIIIHOT€HHBIX (DAaKTOPOB;

3) BKIIOYCHHWE B MPOCKTHI HOPMATUBHO-NPABOBBIX A4KTOB MPEBEHTHBHBIX
AQHTUKOPPYIIIIMOHHBIX ~HOPM  (TIOJIOKCHW, HANpaBICHHBIX Ha  MPEAYIPEkKICHHE
KOPPYIIIHOHHBIX TIPABOHAPYIIICHNU().

7. TPAXKIAHCKHA KOHTPO.JIb

I'paknaHckuii KOHTPOJb MPEICTABISCT COOOM TIpaKTAHCKYIO OLCHKY CTCHCHH
BBIMOJIHCHHUST OpPraHaMH BJIACTH W JPYTUMH TOJKOHTPOJBHBIMH OOBEKTAMH HUX
COLIMANILHBIX 33J]]a4, COOJIONCHUS OIPEACICHHBIX COLNMANBHBIX HOPM. XapaKTCpHBIC
OTIMYHS TPAKIAHCKOTO KOHTPOJSI OT APYTHUX BHIAOB KOHTPOINIS COCTOSIT B TOM, YTO, BO-
MEepBBIX, TPAXJAHCKUI  KOHTPOIb  COBEpPIIAETCS  HMEHHO  OOIIECTBEHHOCTBHIO
(oprann3oBaHHOI W HEOPTAHU30BAHHOM); M PEYb UACT O COOIIOJCHIE OAKOHTPOIBHBIMA
00BEKTaMH OIPEeNICHHBIX CONMANBHBIX HOPM; BBIITOJHEHHE UMH COIMATBHBIX 3adaHUM,

37" M.B. Jlaimu6a, 17 pomaocvka ekcnepmusa OisibHOCHI OP2AHi8 8UKOHABYOL 61adu’ Kok 3a kpoxkom, M. Jlauunoa,
0. Xmapa, O. OpnoBCcbKHi, YKp. HE3aJIeXK. LEHTP HOMIT. J0cHiLK, [ArertcTBo “Ykpaina”], K. 2010, 96.
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HETIOCPEACTBEHHO CBS3aHHBIX C 3alTUTOW W pealn3aiyei mpaB U CBOOOI rpancz[aH38. B
KauecTBe KPUTEPHEB JUISA MPOBEACHHS TPAKTAHCKOTO KOHTPOJSI BBIOMPAIOT IPAaBOBBHIC
(mpornmcaHHBIe) ¥ dTHYECKUE (HEMUCAHHbBIE) HOPMBI M OOLIECTBEHHBIE LIEHHOCTH, KOTOPBIE
HCIIONB3YIOTCS B KQUECTBE STAJIOHOB TIPH OIIEHKE JESTEIBHOCTH 0OBEKTOB KOHTPOIS U €&

pe3yIbTaToB.
Kak npaBuiio, rpaxIaHCKHii KOHTPOJIb peau3yeTcs B IByX (opmax:
1. I'pasknaHCKMH MOHUTOPHHI — HCCIICAOBAHUE KAKOTO-TO SIBJICHUS WIN

nporecca, IPOBOAUMOrO CHCTEMATHYHO (Yepe3 OMpe/IeieHHbIH OTPE30K BPEMEHH) O TOH
)K€ TeME C UCIONb30BAaHHEM TEX € HHCTPYMEHTOB. I'pakgaHCKMH MOHUTOPUHT -
HENpPEPBIBHBII Mpoliecc.

2. I'paknaHckass OmEHKa — 3TO TIIATENIBHOE HE3aBUCHMOE H3MEpPEHHE
3aKOHYCHHON [JEATENIbHOCTU JIMOO [ESTENbHOCTH, KOTOpas €Ile BEAETCs, C IEJbIo
OTIPEZICTICHNUSI CTETICHN JOCTV)KEHHS MIOCTABICHHBIX Ieel. [ pasknaHckas OLEHKa BCerza
OTrpaHMYEHA BO BPEMEHK ",

BaxnseiimmM  ycnoBueM  3(p()EKTHBHOCTH  TIPaKIAHCKOTO  KOHTPOJISA  SIBIAETCA
OTKPBITOCTh U TPO3PAYHOCTh JEATEIBHOCTH OPraHOB BJIACTH, B YACTHOCTH, IIyTEM
JocTyna K uH(pOpManuMu O JAEATEIBHOCTH 3THUX OpPraHOB, KOMMYHAIBHBIX M JAPYIHX
OpeANpUsITUH, YUPEXKICHUIN 1 opraHu3anuii yepe3 HTepHeT.

8. TJOBBUPOBAHUE

OIHMM W3 YCTOSBIIMXCA H pPAaclIpOCTPAaHEHHBIX BO MHOTUX IE€MOKPAaTHYECKHX
roCylapCTBax MEXaHU3MOB LEJICHANPABICHHOTO BIMSHHS OOIIECTBEHHOCTH Ha OPTaHbI
TOCYAapCTBEHHOW BJIACTH BO BpEMsl IPHUHATHS HMH HOPMATHBHO-IIPABOBBIX AaKTOB
aBisieTcs  JoOOupoBanue. B VYkpanmne 5n060upoBaHue B OOJBLUIMHCTBE Cily4daeB
paccmarpuBaeTcsi Kak BHENpaBOBas [EATENILHOCTh, HE OTBEYAIOIIasi €ro IpHpOJE.
OnHako, TOMBITKM JIErajJM3UpOBaTh CIEAYET OTMETUTh OTIENbHO. Pacnopsbkenuem
Kabunera MunuctpoB Ykpaunbsl ot 22 anpens 2009 r. Ne 4489 Obina cornacoBana
Konuenuust npoekra 3akoHa YkpauHbl «O BIUSHUM OOIECTBEHHOCTH HA HPUHSATHE
HOPMAaTHBHO-TIPaBOBBIX aKTOB», KOTOPHIH HE ITOMYYWJ HMOAJNCPKKH B IapiaMeHTE Iaxe
KaK upesl.

OcHOBHasI MBICITL JOKYMEHTA 3aKJII0YaNIach B clieayromeM. JIoOOUCThI 1 1000uCTCKIe
OOBEIMHEHUS BBIIOJNHAIOT BAKHYIO (YHKIHIO IIOCPEIHHUKOB MEXIY TIpaKTaHAMH,
MHCTUTYTAaMH TPaXTAHCKOIO OOLIecTBa, CyOBEKTAMH XO3SHCTBOBAaHMS M OpraHaMH
rOCYAapCTBEHHOU BJIACTH, MH(MOPMUPYS BbILIE Ha3BaHHBIE OpraHbl 00 MHTEpecax pasHbIX
COLIMAJIBHBIX TPYIII HACEIEHHs, COCTOSHUM e B pa3HbIX cepax oOIIEeCTBEHHOM KU3HH.
Cornacuo Konuenuuu 1000MpoBaHne — 3TO JETUTUMHOE BJIMSHHE 3apETHCTPUPOBAHHBIX
U aKKpEOUTOBAaHHBIX B YCTAHOBJICHHOM MOpSAKe JHL (I0OOHCTOB M JIOOOHCTCKUX
o0ObeMMHEeHUIT) B HHTepecax 3aKa3uMKOB Ha OpraHbl TOCYJApCTBEHHOW BJACTH, HX
JOJDKHOCTHBIX M CIYXKEOHBIX JIUL BO BpEMsl MPUHATHS MMM (Y4acTHS B MPUHSATHH)
HOPMAaTHBHO-TIPaBOBBIX akTOB. JIOOOMpOBaHUE BBINOJHACT (QYHKLHIO OPraHU3ALMOHHOTO
YIOPSIOYCHUS IUIIOpANU3Ma OOLIeCTBEHHBIX HHTepecoB. ORHUM U3 INPHUHLHIIOB
JTOOOUCTCKOM  AEATENBHOCTH, IIOMHMO, IIPO3PAayHOCTH, IOZOTYETHOCTH, SBJISETCS
NPUHIAIT ~ TIOPSAJOYHOCTH — 3alpeTa COCTABIIEHUS CYOBEKTaMH  JTOOOMCTCKOM

38 I'pomaocvkuii kowmpons..., €. 113.
3% Eeponeiickas xapmus akmusnoli epascoancmeennocmu, http://eurobelarus.info/eaeal.
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IEeSTETBbHOCTH JOTOBOpAa O TIPEAOCTABICHWM JIOOOMCTCKMX YCIyr C JIMIIaMH,
KOHKYPHPYIOITUMH C HUX 3aKa3udkaMH, a TaKkKe pasriameHne HWHQOpMamun ¢
OTPAaHNYEHHBIM JIOCTYIIOM, CTaBIICH M3BECTHOM CyOBEKTY.

Jlo66upoBanue kak mpodeccrnoHalbHAs ACSITEILHOCTh MOJDKHA ObI OCYIIECTBIISTHCS
TAKAMU METOJIAMH, KaK:

1) noAroTOBKA M PACIpOCTPAHEHUE MPEIIOKECHUNA 0 HEOOXOAUMOCTH TPHHATHUS
HOPMAaTHBHO-TIPABOBBIX ~ aKTOB, nH()OPMAMOHHO-aHAMTHYECKUX  MaTepuasos,
pe3yJIbTaToOB COLHMOJIOTHYECKHX W JPYTMX HCCIECJOBAaHMH 110 BOINPOCAM, SIBISIOIIAMCS
NpEJMETOM PEryJMpOBaHHs HOPMAaTHUBHO-NIPABOBLIX AaKTOB, ydacThe B pa3paboTke
MPOEKTOB HOPMATHBHO-TIPABOBBIX aKTOB.

2) KOHTaKTHl JOOOMCTA C MOKHOCTHBIMHU JIUIIAMH OPTaHOB TOCYIapCTBEHHOM
BJIACTH, HAPOMHBIMH JETyTaTaMH YKpaWHBl, WX MNOMOIIHHUKAMH — KOHCYJIbTaHTaAMH
(TenedoHHbBIE PA3rOBOPHI, IEPECHIIKA MOYTON (JIIEKTPOHHOMN MOYTOM) 3asBJIEHU, KaI00
1 TIPEIUTOKEHUH, TeTerpadHbIX WM GaKCHMIIBHBIX COOOIICHHUM, TMIHBIN IPHEM);

3) ywacthe B TYONMYHBIX  MEPOIPHATHAX, MPOBOJMMBIX  OpTaHAMH
rOCYAapCTBEHHOH BIIACTH;

4) opraHu3alys U NPOBEACHUE MYOJHYHBIX MEPOMPHUATHH (KPYIIbIX CTOJIOB,
KOH(EPEHILINi, CEMUHAPOB) C y4aCTHEM JOJDKHOCTHBIX JIMI[ OPTaHOB TOCYIapCTBEHHOU
BJIACTH, B KOTOPBIX OHU aKKPEIUTOBAHBI, U OOLECTBEHHOCTH;

5) pasmemenne B CMM KOMMEHTapHeB CHELUATHCTOB, PE3YIbTATOB
UCCIIEJIOBaHNH, OIIPOCOB, AHAJTUTUYECKUX MAaTEPHANIOB U JIp.;

6) mpyrue, He 3ampenieHHbIC 3aKOHOAATEILCTBOM, ACHCTBHS, KOTOPHIE MOTYT
MOBIMATh HAa MO3WIHMIO JOJDKHOCTHBIX JIMII OPraHOB TOCYJApCTBEHHOW BJIACTH, MO
BOIIPOCAM, SBIISIOIIAMCS TIPEIMETOM PETryJINPOBaHHSI HOPMATHBHO-TIPABOBBIX aKTOB.

Kak pe3ynmbpTar, yKpanHCKasi peaJbHOCTh TPAXKJAHCKOTO YJYacTHs BBIIUIA HE TOJHKO Ha
JIBOHHOI MOHOJIOT CTOPOH, KOTOPBIE HE CIIBIIIAT APYT APYyTa, HO M HAa CHCTEMHBIC YPOBHH,
oduIraTbHOTO ¥ HEO(UITNATHHOTO B3aUMOICHCTBUS — BHYTPEHHIH W BHEUTHUH KOHTYPHI
cUCTeMBI  TOCY/apcTBeHHOTO  yrpaieHus’®. IIpy 3TOM BHYTPHCHCTEMHBIH — acreKkT
B3aMMOJICHCTBHSI CYyObEKTOB Pa3pabOTKU IMPOEKTOB YIPABJICHYECKHX PEILICHUI NproOpes
JOMMHAHTHBIH XapakTep, OPUEHTHPOBAHHBIH HA YAOBJIETBOPEHHE IMOTpeOHOCTEH CcaMoii
CHUCTEMbl M JOJeH B HeW, M IpU Hell, UTHOpPHUPYS BHEIIHUM CUCTEMHBIH KOHTYD
OOIIECTBEHHON M IPaKAaHCKOW MOIIAEPKKH 0OCOOEHHO BaXKHBIN B YCIIOBHSX KapHHAJIBHBIX
COIMATBFHO-?KOHOMHUYECKHX pedopM.

9. BbBIBO/IbI

B3aumopelicTBie OpraHoOB MYOJMYHOTO YIPABICHUS W WHCTUTYTOB TIPa)KIaHCKOTO
00I1IecTBa COACUCTBYET Pa3BUTHI0 MEXAHHU3MOB IPa)KIAHCKOTO YYaCTHs B NPHHATHH H
peayM3anuy  yIpPaBICHYCCKUX PEIICHHA W CIOCOOCTBYET (DOPMHUPOBAHUIO KIFOUEBBIX
MOMEHTOB CYIIECTBOBAHMs FOCYAAPCTBEHHOCTH — KpPEAUTAa W MOpora JIOBepUs IpaxaaH
cBoeMy rocyaapcTBy. JloBepwe K TOCYIapCTBEHHOW BIIACTH U3MEpSIETCs, C OJHOU
CTOPOHBI, CTETICHBIO €€ MOAMCPIKKH TpakIaHaMH, a C APYror — TeM, HACKOJIbKO TpaXKIaHe
MOAYMHSIOTCA €€ 3aKkoHaM. BmecTte ¢ TeMm, NpeACTaBUTENIM TOCYAapCTBEHHOM BIACTH
HECYT OTBETCTBEHHOCTHh IEpea OOIECTBOM, HE TOJBKO BIUSAS HA HEro, HO W HAXO.IS

40 O.B. Awuronosa, Cepedosutye eupobtnenns Oepoicasnoi nonimuku (meopemuxo-memooonoziuni acnexmu),
aBTOped. AuC. K-Ta HayK 3 gepxk. ymp., 25.00.01AP11Y HAZY npu [Ipe3unentosi Ykpainy, [. 2005, 2Cc.
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KOMITPOMHKCC C BEAYIIUMH IPYIIaMHU OOIIECTBA B IPABOBOM BOCIHTAHHU U ONPE/ICICHHN
NPUOPUTETOB B pa3BUTUU oO1IecTBa. Peanu3zanus 3Toro 3aJaHusi BO3MOXHA MPU YCIOBHU
3¢ dexTHBHOrO OOMIECTBEHHOTO KOHTPOJIS 3a MPUHSATHEM YIPABICHYCCKUX PEIICHUH.
OO01ecTBeHHOE BIIMSIHHAE Ha (OPMHUPOBAHUE TOCYIAPCTBEHHO-YITPABICHISCKUAX PEIICHHHA
peanusyercsi uepe3 KOHCYJIbTaTHMBHO-COTJIACOBaTeNbHbIE OpraHbl  (0OIIECTBEHHbIE
COBETHI), OOINECTBEHHYIO 3KCIEPTH3Y, OOLIECTBEHHBIH KOHTPOJb, J0O0OHpoBaHue. B
MpOIIeCCe CTAHOBJICHUS HMHCTUTYTa OOIIGCTBCHHBIX COBETOB 3aKOHOHATeNbHas 0a3a,
periIaMeHTHpYOIas WX JCUCTBHUS, MpeTeprelia MHOTOYHCICHHbIC W3MeHEeHus. CTout
OTMETHTh, YTO OOIIECTBEHHOCTh OTCTOSUIA HAUOOJIee MPUEMJICMBIA M TEMOKPATHUYCCKUIMA
BapHaHT IIOJIOKCHHUS 00 OOIICCTBEHHBIX COBETaX, YTO B COBPEMCHHOM YKPaHMHCKOM
o0IIeCTBe YK€ SBIACTCS TOATBEPKIACHHEM TPOOYKIESHUS TpaKIaHCKOTO OOIIecTBa.
AKTHBHOE HCIIOJIb30BAHHE Pa3HBIX (OPM OOIIECTBEHHOTO BIMSHHS Ha (OPMHUPOBAHHE

TOCyIapCTBEHHO-YIPABICHIECKUX pereHui COnleHCTByeT TpaHchopMaIu
TOCYAapCTBEHHOW  CIOYXObl YKpaWHBl B  BBICOKONPO(ECCHOHANBHBI  HHCTUTYT
41
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TOOLS OF CITIZENS' IMPACT ON THE DEVELOPMENT
OF PUBLIC SERVICE IN UKRAINE

This article is devoted to the tools of civic irdhce on the public service development
as a humanizing factor for Ukrainian society. Téeel of modern civil society’s activity is
analyzed, accounting its transformation under th@as and political changes in Ukraine.
The main approaches to interpretation of civicuafice on public service development are
generalized. A concept "public control after thélpupolicy-making and decision-making”
is examined. There were considered the signifitaois of civic influence on forming the
public policy and decision-making, among of whiechk aonsultative and conciliatory coun-
cils, public control (public monitoring, public exgise), lobbying (administrative and par-
liament).

Becoming the consultative and conciliatory coungitstitute is characterized by taking
into account experience of acceptance of normagigal documents, which regulate their
activity, without a concordance with public. Thdueof public expertise is described for
the activity’s estimation of executive bodies, thedience of decisions’ acceptance and
implementation by these authorities, the prepamatibtheir proposals to normative-legal
acts on rights and freedoms of man, terms of ref&e of government and public admin-
istration officials.

The specific differences of public control from etk tools of civic influence are re-
searched and distinguished. It's mentioned, thatipweontrol is an inalienable element of



WHCTpYyMEHTBI TPayKIaHCKOTO BO3ICHCTBHS. .. 29

forming the democratic, social, legal state in Ukea civic control system of democratic
public administration, and irreplaceable constaritaociety’s development, that’s provid-
ing a support to public relations in a state ob#ity and equilibrium.
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administration, public control, the public policyaking and decision-making
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Butaanii BAIITAHHUK?
Tatbsina CTAJJHUYEHKO?

TPAHCO®OPMAIIUA AAIMUHUCTPATUBHOI'O
YIIPABJIEHUSA B KOHTEKCTE COBPEMEHHBIX
HPUHIUIIOB MEHE/VKMEHTA

B cratee anHammupyrorcss 0COOSHHOCTH TpaHCHOPMAIMU  AAMUHHUCTPATHBHOTO
YIPaBICHUS B CIOXHBIX aJAIMUHHUCTPATUBHBIX cucTeMax. OXxapaKTepH30BaHbl COBPEMEHHBIE
MPUHIHITBI HOPMOTBOPYECKOH IEATENTBHOCTH B CHCTEME ITyOIMYHOTO aAMHHUCTPUPOBAHHS.
IIpoananu3upoBaHbl COBPEMEHHBIE CIIOKHBIE aJMHHHCTPAaTUBHBIE CHCTEMBI YIIPaBICHUS,
TpUBEAEHBI HANpPABICHUS] HAYYHOTO aHANN3a TAKUX CHUCTEM Ha OCHOBE MCIIOJIb30BaHUS
NPHUHIMIIOB MeHemkMeHTa. [lofnaHa aBTOpcKast TpaKTOBKA MOHATHI OpraH BIACTH, YPOBHH
YIpaBJIEHUS, TEPPUTOPHAIBHOE YympasieHHe. Pa3paboTaHel M CHCTEMaTH3MPOBAHBI
TEOPETUYECKUE OCHOBbl  BO3HHMKHOBCHHS, CTAHOBICHUS M Pa3BUTHA  CIIOKHBIX
YIPaBJIEHYECKUX CHCTEM. Jl0Ka3aHO Ha OCHOBE HCCIEIOBAHUS, YTO MMEHHO IyOJIMYHO-
NIPaBOBOE HOPMHPOBAHHE IIOBEJCHUS CYOBEKTOB M OOBEKTOB YIIPABIEHHS, KOTOpOE
OCYIIECTBIISETCSl C IMOMOINBIO OPraHU3alMOHHO-TIPABOBOTO PETYJIUPOBAHUS, CIIOCOOHO
o0ecreqnTh COIJIaCOBaHHOCTh u IeJIeHANPaBICHHOCTh UX  JIeSTeNbHOCTH,
OpPHEHTHUPOBAaHHON Ha YAOBIETBOPEHHE OOILIECTBEHHBIX MOTPEOHOCTEH U HMHTEPECOB,
KOTOpbIE OOBEKTUBHO CYIIECTBYIOT Ha KOHKPETHOM 3Tane OOIIECTBEHHOTO DPAa3BUTHS.
AKIEHTHPOBaH TOT (HaKT, UTO EBPOINEHCKUH ONIBIT OpraHW3alMy AJAMHHHCTPHPOBAHUS
YIPaBIEHYECKUX CHCTEM CBUJACTENBCTBYeT 00 aKTyalM3allid HOPMOTBOPYECKON
COCTaBJISIONIEH ITyOJIMIHOTO aMUHUCTPUPOBAHYS.

B craree ocoboe BHHMaHHWE YICICHO COBPEMEHHBIM MapajurMaM pa3BHTHS
ymnpaBleHYecko Haykd. B dyacTHocTH, CmemaH akLEHT Ha  LelecooOpasHOCTH
TpaHcOopMalMK  aJAMHHUCTPATUBHBIX HPUHLMIOB B KOHTEKCTEe peOpMHUPOBAHUS
MyONMMYHOTO yNpaBieHHs B YKpauHe. DTO CBS3aHO, B IEPBYIO Ouepelb, C MMeEroLencs
HEOOXOJMMOCTBIO CHCTEMATH3aI[MM TPHHIMIOB JEATEIbHOCTH BIACTHBIX CTPYKTyp. Ha
9TOM OCHOBE C MO3MIMH CHCTEMHOTO aHAIM3a JOKa3aHO, 4YTO IyOJIM4HOE
aJIMUHUCTPUPOBAHUE IIpeyCMaTpUBaET (GYHKIMOHHPOBaHUE YHHUBEPCAJIBHOIO
OpraHU3allMOHHO-IIPABOBOTO MEXAHU3Ma BBIABICHUSA, COIVIACOBAHMA U  peaau3aluu
OOIIECTBEHHBIX IOTPEOHOCTEHl M HMHTEPECOB HAa OCHOBE HCIIOIB30BAHUS Pa3IHIHBIX
HPaBOBBIX CPEACTB. JTO, B CBOIO OYepellb, NpeaycMaTpuBaeT (pOpMHUPOBAHHE KOMILICKCA
CYOBEKTHBHBIX NPaB U 00S3aHHOCTEH! y4aCTHUKOB OOLIECTBEHHBIX MPOIIECCOB, MEPEBOA UX
CBSI3€H U OTHOILLEHUH B KOHKPETHbIE IPABOOTHOILIEHUS.

1 vitalii Bashtannyk, dr nauk administracji publieinprofesor Katedry Prawa i Integracji Europejsiiaie-
propietrowskiego Regionalnego Instytutu Zazania Pastwem (filia Narodowej Akademii Zagdzania Pa-
stwem przy Prezydencie Ukrainy), e-mail: vbasht&@gmail.com

2 Tetyana Stadnichenko, doktorant, Katedra Prawgegracji Europejskiej Dniepropietrowskiego Regioego
Instytutu Zaradzania Pastwem (filia Narodowej Akademii Zagdzania Pastwem przy Prezydencie Ukrai-
ny), e-mail: ddepartment-lawmail.ru
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KiioueBbie cJI0Ba: JleleHTpanu3anus, rocy1apcTBEHHOE yIpaBJeHue,
HMHTETPUPOBAHHBIC CHCTEMBI TOCYAAPCTBEHHOTO YIPABJICHUS, CBS3H C OOIIECTBEHHOCTHIO,
MCHE[KMCHT.

1. BBEJEHHE

Esponeiickue wumHTerpanmonssie mporeccel  7/0-90 XX B, cmocoOCTBOBaH
BO3HHKHOBCHHUIO TMPUHIMITHAIGHO HOBBIX HMHCTHUTYTOB BJIACTH M aIMHHHACTPATUBHBIX
MEXaHU3MOB COIJIACOBAHWS TIO3UIUI W BBIPAOOTKH OOIIMX MOIXOJOB BEAYIIUX
TOCyIapCTB MO PEIICHHIO PETMOHAIBHBIX U TIO0ANBHBIX MpoOiieM. B Takux ycrnoBHSX
TrOCyIapCTBCHHOE YIpAaBJICHHE B Mpolecce peGopMupoBaHus NpUOOPETACT HOBBIC
XapaKTepHBIC MPHU3HAKH, MOBBIIIACTCS €r0 CyOBEKTHOCTh, YCUIMBAKOTCSA WHTETPATUBHBIC
XapaKTCPUCTHKH  yOpaBicHus.  VIMGHHO  TO3TOMY  COBPEMCHHBIH  Ipolecc
pedopMHPOBaHUS TOCYJAPCTBEHHOTO YIPABJICHUS O00YCIIOBIICH CTAHOBJICHUEM OTKPBITOM
aIMUHUCTPATHBHOW CHCTEMBI, B KOTOPOH MOCTOSHHO TIPOUCXOIWUT TapMOHH3AIH
NPUHIAIIOB, WHCTPYMEHTOB, (OpM W METOHOB IECHTPAIHHOTO, TEPPUTOPHAIBHOTO H
JIOKAJbHOTO YIPABICHUS, W OJHOBPEMEHHO, — IIPOLECC COOCTBEHHOTO pa3BUTHS
nproOpeTaeT MHCTUTYT NENeTHPOBAHHS IOJTHOMOYHA B COOTBETCTBHH C (DEHOMEHOM
JENETUPOBAaHHOTO  YIPABICHHS Kak WMIEpaTHBa OOMEW TONWTHKH B paMKax
Espomneiickoro Coroza. Ha 3tom Ga3upyercss HOBOE HampaBlICHHE B HAyKe MYOIUYHOTO
VIpaBJICHUS — HCCICIOBAHUC TCOPETUKO-METOJOJIOTHYCCKUX OCHOB PEPOPMHPOBAHUS
TOCYIApCTBCHHOT'O YIIPABICHUS B YCIOBUAX CBPONCHCKUX MHTETPALMOHHBIX TPOIIECCOB B
KOHTEGKCTE  YCHJICHHS  PETYJIHPYIOIIEr0  BO3JCHCTBHsSI ~ TaKMX  MPOIIECCOB  Ha
VIPaBJICHYECKAC MCXaHW3Mbl HAMOHANBHBIX TOCYHapCTB. Benp  eBpormeickuit
MHTETPAIIOHHBIN TPOIecC KaK IPOSBICHUE OOIMIEMHPOBBIX TEHICHIMHA B COBPEMEHHBIX
YCIOBHAX XapakTEPH3yeTCs] KaK CHCTEMHOE H3MEPEHHE COIHaIbHO-3KOHOMHUYECKOTO U
MOJIMTUIECKOTO Pa3BUTHS CTpaH EBPOIIBI.

AKTyalbHOCTh MpPo0JeMATHKH HMCCIAeJOBAHUS HHTCTPHUPOBAHHBIX ITOJXOJOB
MEHEDKMEHTa M TOCYIapCTBEHHOTO aJMHUHHUCTPUPOBAaHU 00ycIOBIeHA TeM (pakToM, 4TO
eBpomeiickass HWHTETpanus MpeACTaBIsieT co00M peanm3amio  OOIenpHU3HAHHBIX
KOHUEeNnuuil ympaiaenuss B nmpenedax EC — <eauHOro eBpomeiickoro jaoma,
«OKOHOMHUYCCKOM HHTCTpallMK», <yCTOWYMBOTO pa3sBUTHA» U JApyrue. B 3tux
00CTOATENLCTBAX YKpaWHa KakK JEMOKPAaTHYECKOE, COLMANBHOE, MPABOBOEC T'OCYIApCTBO
HYXK/IAaeTCsl B TAKMX OPraHU3AlMOHHBIX (POpPMAax, CPEACTBAX, HHCTUTYTaX U MEXaHU3MaX
OpraHU3aIlMi TOCYNAPCTBEHHOTO YIPABICHUS, KOTOPHIC B LEIOM OTBCYAIOT 0a30BBIM
XapaKTePUCTHKAM MEHEIKMEeHTa. M B TO Jke BpeMsl TakKue OpPraHU3aIMOHHBIC
KOHCTPYKIIMH JOJDKHBI COOTBETCTBOBATh HAIIMOHAIBHBIM TPAIWLUSAM ITyOJUYHOTO
yIOpaBiIeHHUs, TIONydaTh OOINECTBEHHOE NPHU3HAHHUE, PETYIHPOBATHCS MOCTOSHHBIMHU
MPaBOBBIMH HOPMAaMH W pa3BHUBAThCSI B KOHTEKCTE OOIMICTMBMIIM3AMOHHOTO IIpOIIEcca
TyMaHHU3aIU{ BIACTHBIX OTHOIICHUH.

Kpome TOrO, aKTyampHOCTh HAIIETO HCCIEIOBAHMS OIpeneneHa TeM (akToM, d9TO
pedopMHUpOBaHHE TOCYIAPCTBEHHOTO YIPaBIeHUS TpeOyeT coueTaHusl 00X MPOIECCOB
ONTUMU3AIMU JICATCIPHOCTH OPraHOB BIACTU. COBCPIICHCTBOBAHUS HHCTUTYTA
TOCYIApCTBCHHON CIyxObl, CIyXObl B OpraHax MECTHOTO CaMOYIPAaBJICHUS U
CHEIUATM3UPOBAHHON CITy)KEeOHOM JesITeNbHOCTH PAOOTHUKOB OpPraHoB BiacTH (B
COOTBETCTBHH C MOHATHEM <ATyOIUYHAS CI1yK0a»); POPMUPOBaHUS HOBOW HHTETPATHBHON
PETHOHAIBHO MOJUTHUKYU CTPAHBI Yepe3 JACICHTPANTNU3AIUIO YIIPABICHYSCKUX OTHOIICHHH,
pPa3BUTHS MOJTUTHYECKON CHUCTEMbl YKpauHbl. TO €CTh, B COOTBETCTBHUU CO CTpaTerHer
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ycroitunBoro passutus «YkpanHa-2020», npemiokeHHoi IIpe3uzeHTOM YKpawHBI
I1.IToporeHKo, akTyaTu3upyeTCsl yrITyOJIeHHe UCCIIeN0BaHUH peOpMUPOBaHUS CHCTEMBI
TOCYIapCTBEHHOTO  YIPAaBJICHHWS B KOHTEKCTE HMHTETPAIMOHHBIX MPOIECCOB IO
CIICIYIOIINM HAIPaBICHASAM: TOCYIapCTBEHHOE YIPaBIICHHE KaK CHCTEMa OOIIECTBEHHBIX
OTHOIIICHHH; OOecCIeucHHe MpaB U CBOOOJ] YEIOBEKAa KaK W3MEPCHUE TI'yMaHU3aI[UH
VIOpaBJICHUS, TOJUTHYCCKUA U  aJMHHUCTPATHBHBIA aCHEKThl T'OCYIapCTBCHHOTO
YIpaBJICHUS; KOHCTHUTYIIMOHHO-IIPABOBBIC OCHOBBI TOCYJApCTBCHHOTO YIIPABJICHUS B
KOHTEKCTE HAaJTHAIMOHAJBHBIX WHTErPAIIMOHHBIX MPOIECCOB; aHAIM3 W aJallTallus
3apyO0CeKHOTO OMBITa TpaHCHOPMAIMK TOCYIAPCTBCHHOTO YIPABJICHUS;, pPa3BUTHC
PETHOHAJIBHOTO Y OTPACICBOTO YIPABJICHHS B COOTBETCTBUU C TpPEOOBaHHAMU
3akoHomarenscTBa EC.

Lenapo JaHHON cTAaThbH BBICTYNAeT aHAJIHM3 COCTOSHHS CHCTEMBI OOIIECTBEHHBIX
OTHOIIEHHH B cepe myOnnaHoro (rocyIapCTBEHHOI0) yIIpaBjeHHs U pa3paboTKa Ha 3TOM
OCHOBE KOHIICTITYyaJbHBIX OCHOB TpaHC(HOpPMAIW{ YIpPaBICHHS HA OCHOBE NPHHIIUIIOB
MeHepkMeHTa. [IpoOneMHON cdepoil JaHHOTO WCCIEAOBAaHUS SBJSETCS CO3JAHHE
COBPEMCHHBIX, aIAITUPOBAHHBIX K BBI30BAM COBPEMCHHOrO OOIIECTBA YIPABICHUYCCKUX
MoJieNicH, CIOCOOHBIX COXPAaHATh YCTOWYMBOCTH TMPH HECTAHJAPTHBIX BHCIIHUX
YOPAaBISIOIIUX BO3IEHCTBUH.

AKTyalbHBIC HCCIEIOBaHUS 0a30BBIX MPUHIIUIIOB TOCYIAPCTBEHHOTO YIPABICHHS B
CHUCTEMC BHYTPCHHEH ¥ BHCINHCH IONUTHKH YKpawWHbl, 3apyOe)KHOTO OIBITA
KOHCTUTYUPOBAHHS  YIPABICHYCCKOW JCATCIBHOCTA B CHCTEME WHTEIPAI[MOHHBIX
MPOIIECCOB M OIpeAeTiCHHE IyTed ero BHEAPEHHS B YKpawHE [al0T OCHOBAHHSA
YTBEp)KIaTh, YTO YUACTHE B MHTETPAIIMOHHBIX IIPOIECccax SBISIETCSI OCHOBHBIM (PAKTOPOM
CTAaHOBJICHUS B HaIleW CTpaHe HOBBIX JKOHOMHUYECKHX OTHOIICHHUH, (HOpMUpOBaHHS
JIEMOKPAaTHIECKUX HHCTUTYTOB, 00ECTIEYeHNUs IpaB M cB0OO denoBeka. IMeHHO mo3ToMy
[EeNpl0 W TPUHOPUTETHBIM  HAMpPaBICHHUSAM  HCCIENOBaHHUA  peopMHUpOBaHHSA
TOCYTapCTBEHHOTO YTIPABICHUS SBIACTCS OIpEAeNICHHEe TOHSATHA W COACPIKaHUS
TOCYIApCTBCHHOTO  yNpPaBICHHS B CHCTEME HATHAIMOHATIBHBIX HMHTCTPALIMOHHBIX
MPOIIECCOB,  YCTAHOBJCHHS  IOCTOSHHBIX  JUHAMUYCCKHX TEHACHIUN  pa3BUTH
HAIIMOHAJIBHOTO TOCYNApCTBAa B YCIOBHSX HHTCTPALIMOHHBIX MPOIECCOB. Takas Ieib
JIOCTUTacTCs C YydYeTOM HapabOTKM HayKd TOCYJapCTBCHHOTO YIIPaBJICHUS, IIpaBa,
MOJMTOJIOTHH, YTO B pe3yinpTare (QopManu3yeT OOHOBJICHHE JIEMOKPATHYCCKOM
KOHIICTIIINKM YIPABJICHUSA, aJalTalldid TaKOW KOHIENINH B YCIOBHAX IEPEXOIHOTO
oOmiecTBa ¢ TeM, 4TOOBI OHAa MOTJA OBITH HCIIONB30BaHA B KAa4eCTBE TCOPETHUECKOU
OCHOBBl MIpH IIOATOTOBKE HOBOTO W YTOYHEHHH TIOJNOKEHHH JEHCTBYIOIIETO
3aKOHOJIATEIHCTBA. BMeCTe ¢ TeM, B CTaThe CTaBHUTCS 3a7a4da OCYIIECTBUTH HCCIICIOBAHUT
3¢ (HeKTUBHBIX MEXaHU3MOB HAI[OHAJIFHOTO YIPABJICHUS B KOHTEKCTE PACCMOTPEHHS €ro
KaK »JIEMEHTAa CHCTEMBl HaJHAIMOHAIBHOTO VIPABICHUS B IMpefesaX MHOTHOMOYHA
HA/THAI[MOHANBHBIX aJIMUHUCTPATUBHBIX WHCTUTYTOB, a TaKXKC B OIPEACICHUU TaKUX
NPUHIUIIOB HAATOCYIAPCTBEHHOTO YIPABICHHS, KOTOPBIE MOTYT OBITh BHCAPCHBI B
OTCYCCTBCHHON  TNpaKTUKE IS ONTHMH3AIMU  TOCYAAPCTBCHHOW  IOJUTHKH
aJIMUHUCTPUPOBAHUS ¥ HOPMOTBOPYECTBA, KAK HAMPABICHHUS COBEPIICHCTBOBAHHMS
rOCyIapCTBCHHO-YIIPABICHYCCKOH IEATEILHOCTH B IICJIOM.

Crenens pa3padoOTAaHHOCTH TeMbl. B ycioBusx yriryOJeHHs HaJHAIMOHAIBHBIX
MHTETPAI[IOHHBIX MIPOIIECCOB COOCTBEHHO rOCyIapCTBEHHOE yIpaBieHHE,
rOCyIapCTBEHHO-YIIPaBICHICCKHE OTHOIIECHHUS, roCyIapCTBEHHO-YIIpaBICHIECKAS
JIEeSITeNbHOCTh ~ IPUOOPETAIOT  HOBBIE  XapakTepHBIX  NPU3HAKOB,  YCHIIMBAETCS
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CyOBEKTHOCTh TAaKOW [EATENFHOCTH, BBIICIAIOTCA €€ MPHUHIUIEI ¢ HalpaBICHUS.
DaKkTHYECKH, peYb UAET O POPMHUPOBAHNH OTKPBITOW CHCTEMBI ITyOIMIHOTO YIIPABICHUS
KaK CJI0’)KHOW aJIMUHUCTPATUBHOM CUCTEMBI, B paMKaxX KOTOPOH MPOUCXOAUT MOCTOSHHBIN
IpoIiecC TapMOHW3AIMHM TPUHIWIIOB, MEXaHH3MOB M METOIOB TEPPUTOPHAIBEHOTO
VIpaBJICHUS C YCUICHHUEM WHCTPYMCHTOB M MEXAHHM3MOB JICICTHPOBAHUS MOJIHOMOYHUH,
MOCTPOCHUS MHOTOYPOBHEBBIX, BEPTHKAIHHO HHTEIPUPOBAHHBIX CTPYKTYP YIPABJICHUS.

[IpobnemMaTky rocynapCTBEHHOTO YIPAaBJICHUS B KOHTCKCTE Pa3BUTUS MECXaHH3MOB
COBPEMCHHOTO aMHHUCTPUPOBAHHS HCCIICAOBAIN YKPAaWHCKUE Y4eHbIe B.ABEpHSHOB,
B.bakymenko, P.BoiitoBuy, B.I'onmyos, C.dybenko, HO.Kanpuum, B.Kuszes,
C.KpaBuenko, B.JlutBun, B.JIyrosoi#i, H.Hwxkuuk, C.Cepérun, I'.CoitHuk, O. CkakyH,
B.Tepruuka, B. [llanmoBai, a Takxke 3apyOexHble yueHble I .Atamanuayk, B.Adanacbes,
JL.baneuepoBuy, K.bensckuit, X.bonyen, W.Bacunenko, K.Bamenko, B.Bomnec,
K.T'amxues, XK.3mmep, A.Mopasuek, H.Harent, M.Ilapentu, I'. PaiiT u ap. [locratouno
MIMPOKHN CHEKTP HAYYHBIX paboT Jal BO3MOYKHOCTh CHCTEMHO IPOAaHAIH3UPOBAThH ATAIIBI
CTaHOBJICHUS COBPEMEHHON MOJEIH YIPaBICHUS Ha IICHTPAJIHLHOM H PETHOHAIBHOM
YpOBHE, OIpEneiuTh OOIIHe TCHICHIMKA (HOPMUPOBAHMS IPHHIUIOB MTyOIHMIHO-
aJIMUHUCTPATUBHOTO MEHE/DKMEHTA, OMpPECIUTh OOIIHMe TEHICHIUN (HOPMUPOBAHHS
VIPaBJICHYECKAX OTHOMICHHH Ha OOIIEroCyIapCTBEHHOM U PErMOHAJIBHOM YPOBHE,
paccMoTpeTh 0a30BBIC ITAIBI CTAHOBJICHUS CHCTEMBI TOCYAaPCTBCHHOTO YIIPABJICHUS U Ha
9TOW OCHOBE PEJIOKUTh HHTCPATHBHYIO METOIOJIOTHEO UCCIICAOBAHMS PEPOPMHUPOBAHUS
TOCYIAPCTBCHHOTO YIIPABJICHUS.

C mo3unuii peanuzanud B YKpanHe OOIIUX MPHUHIMIIOB IYOJIMYHOTO YIPaBICHUS,
aIMUHUCTPATHBHBIX TpPaBWJI W TPOLEAYp, XapakTepHBIX Ui EBpormeiickoro
aIMUHUCTPATHBHOTO TIPOCTPAHCTBA, CJIEAYeT AKICHTHPOBAaTh BHUMAaHHWE Ha OOIIUX H
CHENHANbHBIX TPUHIMIAX aIMHHACTpUpOBaHuA. Cpenu oOIUX MPUHIUIIOB YIIPaBICHHS
CIIEIyeT BBIICIUTH U MPHUHIIUI KOHKPETHOCTH, CMBICT KOTOPOTO 3aKJIFOYaeTCs B TOM, UTO
HEOOXOIMMO H3Yy4aTh KOHKPETHBIE TIPOLECCH YNpaBJICHUS, CpPaBHUBATb HX C
COOTBCTCTBYIOIIUMH 3aKOHAMH W 3aKOHOMEPHOCTSIMH OOIIECTBEHHOTO Pa3BUTHS,
CMOTPETh KaK MOCJICIHUE JCHCTBYIOT, OKa3bIBAIOTCS 10 KOHKPETHBIM 00CTOSITEIbCTBAM, H
JIeNaTh TPABUILHBIC BEIBOJIBI TS MPAKTHKH. B YCIOBHAX peOpPMHUPOBaHUS YKPAHHCKOTO
oOmrectBa 0co00€ 3HAYCHHE NPHOOPETAET COBCPIICHCTBOBAHUE, DPALMOHAIM3ALUSA H
(hopMUpOBaHHE YETKOTO MEXaHW3Ma IPABOBOTO PETYJIUPOBAHHS T'OCYIAPCTBCHHO-
yHpaBlieHYeCKUX OTHOIIEHMITS. B.MapThIHEHKO HAa OCHOBE AMIIMPHUYECKHMX M TEOPETHUKO-
METOAOJIOTHYECKHX  TOAXOAOB K  HCCIEOOBAHWIO  CYIIHOCTH  OOIIECTBEHHBIX
TpaHCchopMaMid B YCIOBHAX TJIO0ANM3aIMM IPOAHAIN3UPOBAHBI KOHIIETITYyaJbHEIE
METOAOJIOTHYECKHE OCHOBBI TEOPUH TOCYAApPCTBEHHOTO  YIIPABICHHS, PACKPBITHI
IPUHLKIIBL AESATENLHOCTH FOCY1aPCTBEHHOM BaacTu 4,

OCHOBY COBpEMEHHBIX HCCIEIOBAHHN IPOIECCOB PEeGOPMHUPOBAHHS YIPABICHUS
COCTaBISIIOT pabOTHI eBpONCHCKUX uccienopareieil. Tak A.MunBopa ykasbIBacT, 4TO B
mporiecce  peOpPMHPOBAHUS  HEIENeCOOOpa3HO  aKIECHTHPOBATh BHHUMAaHHE  Ha
JMOOpOBONBHOM  mepemayd  TOCYJapCTBOM  CBOMX  CYBEPCHHBIX  MMOJIHOMOYHUI
HOBOC(OPMHPOBAHHON TpPAHCHAIMOHAIBHOW 3yuTe. [I0 MHEHHIO 3TOrO HCCIeI0BaTes,

3 H.P. Huwxuux, [ ocydapcmeenHo-ynpasienyeckue omHouenus 6 0eMoKpamu4eckom obuecmse . MoHozpagis,
Ocnosy, K. 1995, c. 6567.

4 B.M. Maprunenko, [epoicasne ynpaeninus. wisx 00 noeoi napaduemu (meopis ma memooonozis):
monoepaghis, Bun-so XapPI HAJTY «Marictp», X. 2003,c. 113.
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MHTErPAIUs SABJSICTCS BBITOJHOW TOTa, KOTAa pedb HUACT 00 OObEAMHECHHH PECYPCOB C
[ENTBI0 TOCTIDKEHUS OOIIMX IeJiel W pemeHus: o0mux mpodaeM, 9To ABISAETCSI 0COOSHHO
aKTyalbHBIM M3-33 Pa3BUTHS COBPEMEHHBIX I7100anm3anuoHHbIX nponeccos °. C.lopman
eme B koume 1960x rr., ykasslBaj, YTO CTPEMIICHHEC TOCYOapCTB K HHTETPAILlUH
ompeJiessieTCsl CTpeMJIeHHEM (YHKIIMOHUPOBAThH B CHUTYal[MM KaK MOXHO OOJbIIeiH
OIpe/IcICHHOCTH HA HAllMOHAILHOM ypOBHE O€3 JaBjeHUs BHEIIHUX CTPYKTYp °.
BHemiHee  BiOMsSHHE ~Ha  MPOIECCHl  pe)OPMHUPOBAHUST  MOTYT  OKa3piBaTh |
HaHAIMOHANIbHbIE CyObekThl. Tak, E.MopaBuMK CUUTaeT, YTO HWHCTUTYIUOHAIbHAS
nonutrka EC HemocpeICTBEHHO OMpEAENsET BIUSHUAE Ha MpoIecc pe)OpMUPOBAHUsL, U B
IPUHIIKIIE MOYKET M3MEHATH LEIH pehOPMUPOBAHHS .

Hanpasienusamu pedhOpMHpPOBaHUS TOCYAAPCTBEHHOTO VIIPABICHUS B YKpawuHe B
COOTBETCTBHM C CBPONCHCKAMH IPHUHIUIAMHA IyOJMYHOTO aIMHHHACTPHUPOBAHHS
BBICTYIIAIOT:

1) nepcrekTHBBI BHEAPEHHs 3apy0eXHOro omnbiTa (B TOM YHCIE, OIBITA
PecnyOniku [oubima) HHTETPAIHOHHOTO COTPYIHHYCCTBA B MPAKTHKY
rOCY/IapCTBEHHOTO YIPABJICHUSI B YKpPAHHE; KOMILJIEKC KPUTEPUEB OMPEAEIECHHS KPATKO-,
Cpe/lHe - W JIONTOCPOUYHBIX MPUOPUTETOB PA3BUTUS MHOTOCTOPOHHHUX H J[BYCTOPOHHHUX
OTHoOIIEHUH cO cTpaHamu-wicHamu EC, a Takke B (opMare MEKrocynapCTBEHHBIX
o0pa3oBaHMii Ha  IOCTCOBETCKOM  MPOCTPAHCTBE,  METOMOJOTHS  OIpEIe/ICHHs
3aBUCHMOCTH 3()()EKTUBHOCTH TOCYIAPCTBEHHOTO YIPABIECHHS OT COCTOSIHUSI CHCTEMBI
IOJUTHYIECKOTO KOHCEHCYCa B CTPaHe 110 HALMOHAILHOM MHTErpallMOHHON cTpaTeruy o

2) 0COOCHHOCTH CTAHOBJIEHMS M  OPraHM3alMOHHO-TIPABOBBIE  OCHOBBI
VIPaBICHYECKON  JESATEIBHOCTH B CIIOKHBIX  aJMHHHACTPATHBHBIX  CHCTEMaXx,
KOHIICTITYaJIbHOE YTBEPIKACHUE aIMHHUCTPATHBHO-TIPABOBBIX CPEICTB 00CCIICUCHHUS PaB
U CBOOOX TpakaaH B CHCTEME HAIHAIMOHAJIBHBIX HMHTCTPALIMOHHBIX IPOIECCOB,
HAIpaBJICHUS ONTHMHU3AINKM KIaCCH()UKAIMOHHONW CHCTEMBI MPH3HAKOB T'apMOHH3AIMH
MEKIYHAPOJAHOTO M HAI[MOHAJIBHOTO 3aKOHOMATEILCTBA OTHOCHTEIBHO OCYIICCTBICHHS
yIpaBIeHYECKOH AeATENbHOCTH 2

3) 3akperuieHWe MNPUHIMIA HAJHAMOHAIM3MA B CHUCTEME TOCYIapCTBEHHO-
YIPaBJICHYECKUX PEUICHHH, peanbHble JOCTIKEHHS B (DOPMHPOBAHMH HAMpPABICHUIMA
pa3paboTKu  HaJAroCyJapCTBEHHBIX MEXaHW3MOB  YIPABICHUS  HMHTEIPAIIMOHHBIMH
OpOLECCaMK, OCHOBHBIC HAMpaBJCHUS TOCYIapPCTBEHHOrO ymopaBieHus B chepe
PETHOHAIBHOTO COTPYAHHYECTBA, MJajbHEHIIECEC pa3BUTHE IOJYYHIIO OINPEACICHUE
CYIIHOCTH, IEIU M peanu3amuud o0mux moautuk EC, HOpMAaTHBHBIX M (DAKTHUECKUX
OCHOBAHWU MX IMPUMCHCHUS Ha HAIIMOHAJIHHOM ITOYBE .

5 A.S. Milward ,The European Rescue of the Nation Statatledge, London 2000, c. 71.

6 S. Hoffmann,Obstinate or Obsolete? The Fate of the Nation Saatthe Case of Western Eurofie:] B.
Nelsen, A. StubbThe European Union. Readings on the Theory andtRmof European Integratigrend
ed., Macmillan Press Ltd., London 1998, c. 157-172.

” A. Moravcsik,Preferences and Power in the European Communitybéral Intergovernmentalist Approach
,Journal of Common Market Studies” 31/4 (1993482—-498.

8 Nowe partnerstwo dla spéjnosci konwergencja konkeygosc wspolpraca. Trzeci raport na temat spégno
gospodarczej i spotecznePexum moctymy: Www/europa.eu.int/comm/regional_policy/sourcesfftic/
official/reports/cohesion3/cohesion3_pl.htntassa 3 expany.

¢ A. Olechowskij,Four Premises for the Polish Strategy in the Eussp&nion ,The Polish Foreign Affairs
Digest” 9/4 (2003), c. 23-35.
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2. OCHOBHAS YACTDb UCCJIEJOBAHUS

Ha nmanHOM 3Tame pasBUTHS CTpaH MOCTCOBETCKOTO MPOCTPAHCTBA 0C000C 3HAYCHHE
npuoOpeTacT TCHICHIMS TECHOM B3aMMOCBS3U AJMHHUCTPATHBHON pepopMBl |
PETHOHATIBHBIX MHTEIPAIIMOHHBIX MPOIIECCOB, BHEAPCHUE WHHOBAIIMOHHBIX MECXaHH3MOB
0O0IIeCTBEHHO-TIOINTHYECKIUX OTHOIICHHH, CHCTEMATH3HMPOBAHHBIX, B TOM YHCJE, U B
ycnoBusax wieHcTBa cTpad B EC. Ilpu 3Tom HaOmromaeMm BBIIEICHHE CaMOCTOSTEIBHBIX
MOJMUTHYECKUX  TOAXOAOB K  mpobieMe  ympaBieHHS B  HaJHAIIMOHAIBHBIX
HHTETPAMOHHBIX TIporieccax — (emepanmn3ma (dhemepaTHBHON MOICTH YIPABICHHUS C
MOCTETICHHBIM ~ TIepexoJioM K  (demepatnBHOMY (KOH(pEIEPaTHBHOMY) YCTPOHCTBY
Ha/TOCyTapCTBEHHOTO o0pasoBanus), ($yHKINOHAIH3MA (menonuTH3aHM
MHTErPAllMOHHOTO Tporecca, (GOPpMHUPOBAHUS (DYHKIMOHAILHOW MOJICITU YIIPABJICHUS,
IpU KOTOPOHM HAATrOCYNapCTBEHHBIC CTPYKTYPHI (HOPMUPYIOTCS MO (DYHKIMOHAIBEHOMY
NpU3HAKY), HeOQyHKIMOHATM3MA (CO3IaHNEe CHCTEMbI HAJIrOCYIapPCTBEHHBIX HHCTUTYTOB
yIOpaBJICHUS, JCICTHPOBAHME YaCTH HAIMOHAIBHOIO CYBEPEHUTETa M  BJIACTHBIX
MOJHOMOYHMIA CTpaHaMU-WICHAMH Ha ypoBeHb uHCTHTYTOB EC. CrnemoBarteibHO,
(akTHUeCKH pedb HAET O 0a30BOM MPHHIMIE <«CBPOIEHCKOTO aJIMHUHHCTPATUBHOTO
MEHEDKMEHTa» - NPUHIWIA HAJHAMOHAIN3MA, €r0 BOIUIOMICHHH B MEXIyHApPOIHO-
NPaBOBBIX OTHOMICHHUSX, peajM3allid KOHLENINH <«coodmecTBa 0e30macHOCTH»
(ompemenenne XapakTepa WHTETPAIMOHHBIX IPOIECCOB Yepe3 B3aMMOOTHOIICHHS,
CKITaIBIBAOIIHECS MEKTY OTACIBHBIME JINYHOCTSIMA W COMUATIbHBIMU TPYIITTAMH).

Pa3BuBasg mONOXKEHUS agMUHHACTPATHBHOTO MEHEIKMEHTA, CTOUT 3aMETHTh, UYTO
JIOCTH)KCHUE BBICOKOW J(QQEKTHMBHOCTH M KavecTBa JIHOOOro BHIA VYIIPABICHYECCKOM
JCSTEIBHOCTH 3aKJII0YacTCss B MOBBIMICHHH 3()()EKTHBHOCTH W KadyecTBa MPaBOBOTO
oOecrieyeHHsT TakKoOW JAeATeNbHOCTH. VIMEHHO myOJNIMYHO-NIPABOBOC HOPMHUPOBAHHE
MOBEJICHUS CYOBEKTOB U OOBCKTOB YIPABJICHUSA, KOTOPOE OCYIIECCTBIICTCS C IMOMOIIBIO
OPTraHU3AI[MOHHO-TIPABOBOTO PETYIMPOBaHMS, CIIOCOOHO 00ECIEYHUTh COTVIACOBAHHOCTD H
LCIICHANPABICHHOCTh WX  JCATCIBHOCTH, OpPUCHTUPOBAHHONW Ha  YIOBJICTBOPCHHE
OOIIECTBEHHBIX TIOTPEOHOCTEH M HMHTEPECOB, KOTOpPhIE OOBEKTHUBHO CYIIECTBYIOT Ha
KOHKPETHOM JTare OOIIEeCTBEHHOTO pa3BUTHA. EBPONMEHCKHH OMBIT OpPTraHU3AIHH
aIMUHUCTPUPOBAHUS YIPABICHUYECKAX CHCTEM CBHICTECIBCTBYET 00 aKTyaJIn3aliun
HOPMOTBOPYECKOH COCTABIAIONICH MyOIMIHOTO aIMIHUCTPUPOBAHHS.

IIyObnuaHoe ympaBiieHHE TPOXOAWT Ceduac odYepeqHOW ITam  TpaHChOpMAaIlnH,
XapaKTepU3yeTCsi KaK BHYTPECHHUMHU XapaKTEPUCTUKAMHU (IONIUTHYECKUH, HCTOPUUYECKUH,
WMHCTHTYIMOHAJIBHBIN U T.J1.), TAK M BHEUTHUMH - B3auMoeiicteue ¢ EC, 1 B 3aBUCHMOCTH
OT OTHX TIPOLECCOB peYb HUACT O MEPEXOoAe K IMOCTUHAYCTPUAIBLHOMY OOIICCTBY,
(dbopMupoBaHUM  TpaHC(POPMANMOHHBIX (AKTOPOB B  CHCTEME TOCYAapPCTBEHHOTO
ynpasiieHus. B ycloBHsIX HOBOW mapaJurMbl OOIECTBECHHBIX OTHOIICHU HHCTPYMEHTHI U
MEXaHU3MBl MyOIUYHOro (FOCYJapCTBEHHOTO) YIPABICHHUS MEHSIOTCS, TaK JKe
M3MEHSIOTCS 3a/Ia4M TaKOTo yrpaBieHUs. Ha mpomecc ymnpaBieHHsS BIHSAIOT YCHICHHBIC
COLMAJIbHBIE PUCKH, HECTAOUIIBHBIE COLMANIBHBIE CBA3H, POCT COIMAIbHON MOOMIEHOCTH,
riiobanu3anusi 5KOHOMUKH, TOTPEOHOCTh B HOBOBBEACHHUAX. VIMEHHO 3TUM 1 0OBICHACTCS
OTKa3 OT YCTOSIBIIMXCS ()OPM YIPABICHYECCKOH AEATEIFHOCTH W HApaOOTKH MOJACTH
ynpasneHns Hosoro tuma - New Public Minagement (NPMYC, oxnako coxpamsercs u

10 Blackwell Handbook of Global Managemgmin. M.L. Maznevski, J. McNett, Blackwell Pub., MaldeviA,
2004,p. 234-236.
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TPagUIIMOHHOE [IeJIEHHUE COCTABIIOMIMX TOCYAAapPCTBEHHO-YIIPABICHYECKOTO MEXaHU3Ma
Ha WHCTUTYIHOHAJIBHYIO, aIMUHHUCTPATHBHYIO U MPOLEAYPHYIO COCTABIISIONIYIO .

B of0mem, TpaaulnmoOHHONW OIMMOKON IMMPOKOTO BHEIPEHHS 3apyOeKHBIX METOIHK
MOJICPHU3AINHA TAaKUX OONBIIMX CHCTEM KaK TOCYJapCTBEHHOE YIIPaBICHHE, MECTHOE
CaMOYTPAaBIICHHUE U T.J. ABISCTCS MPOCTOC KOMTUPOBAHUE TEXHOJIOTUH aIMUHHCTPATUBHBIX
pedopM, Oe30rOBOpOYHAs peanu3alys B HAMOHAIBHOW IMPAKTHKE TOCYAapCTBEHHOIO
yIpaBIeHHs TaKMX KOHLEMIUH Kak «IoauTudeckue cetw», «Good govermce»u 1.4.1%
Brpouem, KOHIEHIMS «HOBOTO TOCYJAPCTBCHHOTO YIPABJICHUSI» UMEET CYIICCTBCHHBIC
OTINYUs, CPEAM KOTOPBIX YCHWJICHHUC HAA30PHON (YHKIUU LCHTPAIBLHOI'O YPOBHS,
JCICHTpaIM3alus W YCHICHHE MOOWIBHOCTH TEPPUTOPHAIBHBIX COCTABIISAIOIINX,
obecrieyeHre KOHTPOIS U TMTOJOTIYETHOCTH, PATMOHAIN3AINS YIIPABICHHS YeIOBEUSCKIMH
pecypcamu, obecniedeHHs KOHKYPEHIMH W OTOOpa, M OIHOBPEMEHHO - ITOBBIMICHUE
KagecTBa TOCYJapCTBEHHOTO pPETYIMPOBaHUS, TPAHCIAPEHTHOCTh KaK KIIFOYEBOH
MIPYHITAI B AEATEIHHOCTH OPTaHOB BIACTH.

TenneHnuelr 0OOIIECTBEHHOTO PAa3BUTHS COBPEMEHHOTO YKPAaWHCKOTO TOCYIapCTBa
SIBIISICTCS. OPUCHTAIMSI TOCYNapPCTBEHHOTO YIPABICHHS HAa COIMAIbHO-KOHOMHUYCCKYIO
3¢ (EeKTUBHOCTh M AEMOKPATHYECKOE B3aumMojeiicTBue ¢ obmectBoM. Haunnas ¢ 1997 .,
Te3uc 00 aIMUHHCTPATUBHON peopMe KaK BaXKHOE YCIOBHE 3KOHOMUYECKOTO POCTa U
COLMAJIFHOTO PA3BUTHSI aKTYaJIH3HPOBAJICS MHOTOYHCICHHBIMA HOPMATHBHBIMU aKTaMH,
PEeTrIaMEHTUPYIOIUME Pa3BUTHE CHUCTEMBI T'OCYIApCTBCHHOHN ciyxObl. Bmecte ¢ Tem,
CYIICCTBYIOT MHOTOYHMCIICHHBIC BBI30OBHI JJIsi CHCTEMBI FOCYNAPCTBEHHOTO YIIPABIICHUS,
npucymie  OONBIIMHCTBY ~ COBPEMEHHBIX  TOCyAapcTB.  Bo-TepBBIX,  cHcTeMa
WCIIOJIHUTEIFHON BIIACTH 10 CHX IIOP 3aKPHITa Ul OOIIecTBa. Bo-BTOPHIX, MpHUBICUCHHE
HaceleHWs W OOIIECTBEHHBIX CTPYKTYp K TIporeccy pa3pabOTKd, NPUHATHA H
OCYILECTBIICHHUS TMOJUTHICCKUX PEIICHHH pealn3yeTcss OpraHaMH BIACTH JajeKo He
MOJTHOCTBIO. VIMEHHO TO03TOMY 3((EeKTHBHOCTh TOCYAAPCTBEHHOTO VIPABICHUS H
Ka4ecTBO IMyOIMYHBIX yCAYr B YKpaWHE HAaxXOAATCS Ha ONHOM YPOBHE CO CTpaHaMH,
HAMHOTO YCTYHAOIIUMH €W 10 YPOBHIO ASKOHOMHYECKOTO pAa3BUTHS U KauyecTBa
YEIIOBEYCCKOrO MOTCHIMANa. PallMOHANBHBIM PEIICHHEM SIBJISICTCS CHCTEMHBIN aHAIN3 U
3¢ (eKTUBHOE BHEJPCHHUE MOJOKHUTEIBHBIX MPAKTHK TOCYJIAPCTBCHHOTO YIPABICHHS M
(YHKIIMOHMPOBAaHUS TOCYAApCTBEHHOW CIYyKObl B JpPYrUX CTpaHaXx. OTO JacT
BO3MOXKHOCTh OIPEICIIUTh, KAaKUE W3 HMMCIONIMXCS BapHaHTOB PeOPMHUPOBAHUS U B
KaKoil CTEmeHH MOTYT OBITh HCIIOJIF30BAaHBI B HBIHEIIHWX YCIOBHSAX IEPMaHEHTHBIX
pedopm, a Takke, MO BO3MOXKHOCTH, YUECTh NOMYIIECHHBIE B 3THUX CTpaHaX ONIMOKH U
MPOCYETHl U H30€KaTh UX.

CpaBHEHHE OTEYECTBEHHBIX pEasIiii C 3apyOEKHBIM OIBITOM IMTO3BOJIHT JIydIlle MTOHATH
JIOTHKY SBOJIIOIMH HAIMOHAIBHOW MOJENH aIMHHUCTPATHBHON peOpMBI U ONPEaeIIUTh
myTH ee OOHOBNEHWA W BHeApeHHs. JImOGepambHas KOHICTINS <«HOBOTO ITyOJUYHOTO
YIpaBJICHUSI», JIeXkKamasi B OCHOBE €BPOICHCKON aJMUHUCTPATUBHOW PEQOPMBI, a TAKKE
KOHKPETHBIC MEphl peOopMBbl MPOTHBOPEYAT XAPAKTEPY TEX IMMOJUTHUYCCKUX CTPATCTHH,
KOTOPBIC HCIIONB3YIOTCS TOJMTHYECKOW BIAacThio. B CBOKWO odepens, ycmemrHas
aJMUHUCTpaTuBHAs pedopma TpeOyeT B KadecTBe YCIOBUS (DYHIAMECHTAIBHOM
MOJICPHU3AIMH TYOIUYHOTO YIPABJICHUS T[IIyOMHHON TpaHCchOpMAIMK TOJTATHYCCKON
CHUCTEMBI Ha OCHOBE OTKPBITOCTH W PEallbHOW COCTSA3aTelBbHOCTH. [IJI1 3TOrO ClieayeT

11 The new handbook of organizational communicatiatvaaces in theory, research, and metheds. F.M.
Jablin, L.L. Putnam, Sage Publications, ThousanksO@A- London— New Dehli 2001, c. 6.
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BBISIBUTH HanmbOonee 3((QeKTuBHBIE M pPEICBAHTHBIE B YCIOBHAX YKPawWHBI TCOPHUH H
KOHIICTIITNH peOPMHUPOBAHUS TOCYAAPCTBEHHOTO YIPABICHHUS W TOCYJapCTBEHHOU
CITY>KOBI, OIpPENeNuTh Pe3yabTaThl W MEPCHEKTHBHI JajbHEUIICH aaMUHUCTPATHBHOM
pedOopMEI.

OTKpbITass CUCTEMa IIyOJUYHOTO YIPABJICHUS OMNpPEICIsieT KadeCTBEHHO HOBOE
HANPaBJICHUEC KCCICIOBAHUN HAYKU VIPABICHUS - HCCICJOBAHUC ITOJIUTUYCCKOTO H
aJIMAHUCTPATUBHOTO AaCIIEKTOB TOCYIAPCTBEHHOTO VIIPABJICHUS B HAJHAIIMOHAIBHBIX
MHTETPAllMOHHBIX MpolleccaX. Beap TOCYHapCTBO KakK COHATbHO-OPraHU3alMOHHBIN
WHCTUTYT MPEICTABISACT COOOM CUCTEMY B3aUMOJICHCTBUS MHOTOYHCIICHHBIX COIMAbHBIX
COOOILIECTB U roCyIapCTBEHHO-YIIPaBIeHYecKoro annapara 2. Ilpu 3ToM «onepexkaromee
COCTOSIHME» TOCYIApCTBCHHOTO YIPABICHHUS TPOSABISACTCS B WHHOBAI[IOHHOM BEKTOPE
pa3sBUTHA  TOCYNApCTBEHHOTO  YIpPaBICHHSA, CyOBEKTHO-OOBEKTHON  KOMITOHEHTE
B3aWMOBIHUSIHAS, JIEMOKPAaTHYECKOM XapaKTepe CTAHOBICHHS CHCTEMBI BIIACTHO-
MapTUHHOTO B3aUMOJCHCTBUA. B yciioBUsAX pedopMHpOBaHHS YKPAaUHCKOTO OOIIecTBa
ocoboe 3HaueHHE MpUOOpeTaeT Takke (GOPMHUPOBAHHWE YETKOTO MEXaHH3Ma IPaBOBOTO
PeryJIupoBaHus TOCYIAPCTBCHHO-YIIPABICHYCCKUX OTHOIICHUIA.

CoBpeMeHHBIE MPoOJeMBl TpaHchopMaIu OOIIECTBCHHBIX OTHOILICHUN B YKpauHe,
pa3paboTka HOBBIX MEXAaHHU3MOB peanu3anuu nonoxeHuit KoHcTutynmu YKpauHsl,
MPOBEICHUE aIMUHHUCTPATUBHON pedopMbl B YKpaWHEe BHECIH U MPOAOJDKAIOT BHOCHUTH
CyHICCTBEHHBIC ~ M3MCHEHHS B  COJCPXKAHHE  TOCYJapCTBCHHO-YIPABICHYECKOM
JESITENBHOCTH, (DOPMHUPOBAHUS U PEANU3ALUHN TOCYAaPCTBEHHO-CITYKCOHBIX OTHOIICHUH.
VMeHHO mO3TOMY Ha JAaHHOM 3Tare pa3BUTHS OOIMIECTBA IENBI0 aIMHUHHCTPATHBHO-
NPaBOBOI'O  PETYJIHPOBAHWS SBISETCS COBEPIICHCTBOBaHHME (GOPM H  METOJOB
VIOpaBIEHYECKON  AEATENbHOCTH,  YCTAHOBJICHWE W perjaMeHTalHs  TaKux
B3aMMOOTHOIIICHUH IpayKAaH U TOCYNapCTBEHHBIX HHCTHTYTOB, KOT/Aa KaXKIOMY YEIOBEKY
JOJDKHBI TapaHTHPOBATHCS PEalbHOE COONIOICHHWE W OXpaHa MpaB M CBOOOM, a TaKKe
3ddexTrBHAA 3ammTa 3THUX NpPaB B CBOOOJ B ciydasx ux HapymeHuid. CoOCTBEHHO,
nyOIuIHOE aJIMHUHUCTPUPOBAHKE IpeycCMaTpUBaET (YHKIIMOHUPOBAHHE
YHHBEPCAJIHHOTO OPraHU3AI[MOHHO-TIPABOBOIO MEXaHH3Ma BBISBICHHUS, COTJIACOBAHUS U
peaym3anuu OOIIECTBEHHBIX MOTPEOHOCTEH W HMHTEPECOB HA OCHOBE HCIOJIh30BAHUS
Pa3IMYHBIX TPABOBBIX CPEACTB, (OPMHUPOBAHHS KOMILICKCA CyOBCKTHBHBIX IpaB U
00513aHHOCTEH YYaCTHHKOB OOIICCTBEHHBIX MPOLIECCOB, IEPEBOJI UX CBS3CH M OTHOIICHUIMA
B KOHKpETHBIE MPAaBOOTHOMICHUS. [IOCKONIBKY AOCTHXKEHHE BBICOKOW 3(PeKTHBHOCTH H
KagecTBa JIOOOTO BHIA YIPABICHYECKOW AEATEIBHOCTH 3aKIFOYACTCS B IOBBIIICHUH
3 PeKTUBHOCTH M KadecTBa MPABOBOTO OOECIICUCHHUST TAKOW NEATCILHOCTH, TO UMEHHO
MyOJIMYHO-TIPAaBOBOE HOPMHPOBAaHHE MOBEACHHS CYOBEKTOB M OOBEKTOB YIPABIICHHUS,
KOTOPOE OCYILIECTBIISICTCS C ITOMOINBI0 OPTaHM3aIHOHHO-TIPABOBOTO PETYIMPOBAHUS,
CIOCOOHO OOECTIeYHTh COTJIACOBAHHOCTh W IIEJICHAINIPABICHHOCTh X JAEATEIHHOCTH,
OPUCHTHUPOBAHHON Ha YIOBJICTBOPCHHE OOIICCTBCHHBIX NOTPEOHOCTEW W HWHTEPECOB,
KOTOPBIC OOBEKTHBHO CYIICCTBYIOT HA KOHKPETHOM 3Tare OOMIECTBEHHOTO Pa3BUTHSI.

Ienecoobpa3HocTh TpaHCPOPMALMU AJAMUHUCTPATUBHBIX MPHUHIUIIOB B KOHTCKCTE
peopMUpOBaHKs MyOIMYHOTO yIpaBieHHs (B OCHOBHOM Ha PETHOHAIHLHOM YPOBHE) B
VYkpauHe cBsi3aHa, B MEPBYIO OYEpElb, C MMEIOLICHCA HEOOXOAMMOCTHIO PAaCCMOTPEHUS
CUCTEMATH3allid TPUHIUIIOB JCSITEIBHOCTH BIACTHBIX CTPYKTYp, IOCKOJIBKY B

12 A. Bamrrannuk, Opeanizayiiino-npasosi 3acadu YNpaeninus 6 CKIAOHUX AOMIHICMPAMUGHUX CUCHEMAX:
egponeticokutl 00¢6i0 ma Ykpaina, A.bamrrannuk, B.bamrrannuk, ,[Ipaso Ykpaian” 2007/11, c. 153-157.
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COBPEMEHHBIX YCJOBHSIX MOHMMAaHHE TOCYAAPCTBEHHO-YIPABICHYSCKAX OTHOLICHHH W
rOCYAapCTBEHHO-YIPABICHYECKOH JEATeNbHOCTH B IIUPOKOM IOJXOJE HWHTETPUPYET
nousTue nybaudHoro ynpapienus'., Bwmecre ¢ Tem, ceifuac akTyanusupyercs
HNOTPEOHOCTh UMITJIEMEHTAIIMK €BPOICUCKUX MPHHIUIIOB KaK B TEOPHIO, TAK U B IIPAKTHKY
rOCyIapCTBCHHO-YIIPABICHYCCKONH  JICATCIIFHOCTH, TMPEKAC BCEro, Ha  YpOBHE
TeppUTOpUANLHOM 06IuHbI (0a30BbIi YPOBEHB) U PETHOHATBHOTO YIPABICHUS (BBICIIU
YPOBEHb B CHCTEME CaMOYIIPABJICHHS U 0a30BbIN - B CHCTEME UCIIOIHHUTENILHOM BiacTh). B
YCIIOBHSX IIEPMAHCHTHOTO IMOJIMTHYECKOTO PEPOPMHUPOBAHKSI CUCTEMBI BIACTU B YKpanHe
BO3HHMKJIA HEOOXOJUMOCTh B CHCTEMHOM IIOAXOJC K TapMOHHU3AI[MH CBPOICHCKOTO H
HAIIMOHAJIBHOTO  MPAaBOBOI'O  OOECHCUYCHHS  JEATCIBHOCTH  CaMOYIPABISIOIIUXCS
CTpyKTYp*.

IToutn 25 nmer pehopMHPOBAHUS CHUCTEMbI MMyOIMYHOTO aIMHHHACTPUPOBAHHS B
VYKpauHe 3HAYUTENbHO W3MEHHIIM POJb CAaMOYNPABISIOIIMXCS CTPYKTYp B 0OIIeCTBe,
OJTHAKO [0 CHX IOp CaMOYIIPaBJICHHE COXPAHSET CTATYC OOILIECTBEHHOIO HMHCTUTYTA,
MHKOPIIOPUPOBAHHOTO K MEXaHMW3MY TOCYAapCTBEHHO-YNPABICHUYSCKUX pPEIIeHUH, u
craryc  Jge-(pakTo MOJYMHECHHOTO CyOBEeKTa uYepe3 HMMCIONIMECSs  MCEXaHU3MBI
JICIICTUPOBAHUS TIOJITHOMOYHM, OFOJUKETHBIA MPOIECC, HAJOTOBYHO TIOJIUTHKY H TOMY
nogoboHoe. Ilpu 3TOM JekiapupyeMble KaK OCHOBHBIC CBPOICHCKUEC MPUHIIUIIBI
OpTraHU3aIK YIPABJICHUS BBICTYIIIIN KaK JIO3YHTH TOCYIapPCTBEHHOMN MOJUTUKH, OJTHAKO
peayibHBIC U3MCHEHHUs HE ObUIM MpoBeAcHbl. C MO3MIMN €BPOIEHCKOro MpaBa CIeIyeT
OMpPENCIUTh OOILIYI0 CUCTEMY IPHHIUIIOB YIPABICHHS, IPUCYIIYI0 BCEM YPOBHSIM
yIpaBiaeHusl. DTO MPHUHIMIIBL HAPOJOBIACTHS; BEPXOBEHCTBA 3aKOHA; PACIPEACICHUs U
B3aUMOJICHCTBUSI  BJIACTH; pa3rPaHUYCHHs [OJHOMOYMN OpPraHoB  I[IEHTPAJIbHOTO,
PETHOHANIBHOTO M JIOKAJIBHOTO YPOBHSI; TJIACHOCTH M OTKPBITOCTH; MpPHOpUTETa U
rapaHTUPOBAHHOCTH TMpPaB JIMYHOCTH; IUIAHOBOCTH; pasrpaHuyeHuss (QyHKUMHA u
MOJIHOMOYHI B CHCTEME BIIACTH.

HopMmaTHBHOTO 3akperuieHHs TpeOyeT yperyJupoBaHHe IPOOIeMbl COOTHOIICHHS
«CaMOYIPABJISIFOIIUXCSA» M «ICIICrIPOBAHHBIX» MOJTHOMOYHA MECTHOTO CaMOYIIPABJICHUS,
CHOCOOCTBOBYIOIIUX YKPCIUICHUIO MPABOBOM M OPraHU3aI[MOHHONW CaMOCTOSTEIbHOCTH
MECTHOTO CaMOYIpABJICHUS; (UHAHCOBOMY, MATCPHAIBHOMY POCTY PECYPCHOTrO
00eCreYeHHsT BBIMIOJIHECHHUSI OPraHaMHU MECTHOTO CAMOYIIPABJICHUS JICICTHPOBAHHBIX MM
OTJCNBHBIX TIOJIHOMOYHMU OpPraHOB HWCHOJHUTENbHOW Biactu. [lpm 3ToM cremyer
3aKOHO/IATEJIBHO ONPE/CIUTh TPHHIIHUIIBI, YCIOBHS M MOPSIIOK JEIETHPOBAHHS OTACIBHBIX
MOJIHOMOYHMH OpPraHOB HCIOJHUTEIBHOW BIACTH, (OPMBI KOHTPOJIS 332 HCIOJHEHHEM
JICNIETUPOBAHHBIX MOJHOMOYHM, OTBETCTBEHHOCTh OPraHOB HCIIOJHHUTENBHON BJIACTH H
MECTHOT'O CaMOYIPaBJICHHsI, UX JODKHOCTHBIX JIMII 32 HEUCIIOJIHEHNE WIIM HeHa/IJIexaliee
UCIIOJIHEHHUE [IeJIETUPOBAHHBIX MOJHOMOYUi. J[Jis TeppUTOPHANLHOIO YPOBHS BIACTH
3aKOHOM JIOJDKEH OBITh YCTAQHOBIJICH IE€PEYeHb IMOJIHOMOYHH, KOTOPbIE HE MOIYT OBITh
yIaJICHBI, ICPEIaHbl WU JICJICTUPOBAHEI K IPYTOMY YPOBHIO.

C mo3umuit  ompeneNieHUs ~— HANPABICHUN  ONTUMU3AIMH  T'OCYAapCTBEHHO-
YIPaBJICHYECKOH JEATEIBHOCTH HA PETMOHAIBHOM YPOBHE B OpraHHM3allMOHHOW cdepe
BO3HHKAIOT W TPEOYIOT COOCTBCHHOrO pelicHHs ABe mpobOnembl. [lepBas cBsizaHa ¢

13°0.2. Becconosa, Ob6was meopus UHCMUMYYUOHATLHBIX MPAHCHOPMAYULl KK HOEAS KAPMUNA MUpA,
,OO6wmecTBeHHbIe Hayku U coBpemenHocts” 2006/2, ¢. 130-142.

14 0.J1. Banescokuit, Jepoicasne ynpasninns ax incmpymenm énpoéadaicennsn pegpopm ¢ YVpaini [Texer], O.J1.
Banescokuii, B.A. Pebkano, ,Ananituka i Bnaga” 2012/6, c. 139-144.
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CO3/IaHMEM CHCTEMBI B3aUMOICHCTBHUS IICHTPAIHHBIX OPTraHOB FOCYJapCTBCHHOM BIIACTH C
OpraHaMH MECTHOTO caMOyTpaBiieHHs. Takoe B3aMMOJAEHCTBHE HEOOXOOMMO MPEKIC
BCETO CAaMOW IEHTPaJIbHOW BJACTH B KOHTEKCTE aJMHUHHMCTPATUBHOM, MOJUTUYECKOH,
JKHITUIIHO-KOMMYHAIIbHOU, OFO/PKETHOM, HAJIOTOBOM M conuanbHoi pedopm. CrucreMHbIE
pedopMBI HEBO3MOXHBI 0€3 aKTHBHOTO YYaCTHs B WX MPOBEJCHUU OPTaHOB MECTHOIO
CaMOYTpPaBIICHNs], MYHUIIMIAIBHBIX CIYXallUuX, MIMPOKHX CIOEB HaceleHus. Bropoii
npoOJIeMoil  SBJISETCS HEOOXOMUMOCTh COBEPIICHCTBOBAHMS OPTaHU3alMd MECTHOTO
CaMOyTpaBICHHs, B TOM YHCJIC, METOAMYCCKOE OOCCICUCHHE OPraHOB MECTHOTO
CaMOYTpaBICHHs 110 BOMPOCAM CTPYKTYPHOW OpPraHM3aIllUM YIPABICHUS COLUATBHBIM
Pa3BUTHEM, MYHUIIUIATIBHBIM XO3SICTBOM U MECTHBIMU (DMHAHCAMH, a TAKXKE MOJrOTOBKA
MYHUIUMAJIGHBIX YIPABICHYECKHX KagpoB. OTa 3ajada MOXET OBITh pelIeHa ITyTeM
CO3/IaHMSI CHUCTEMBI  HENPEPHIBHOTO OOYYeHHWS  OOJDKHOCTHBIX  JIMII  MECTHOTO
CaMOYTIPaBIICHHs], ITyTeM WCIIOJIB30BaHUA NPUHIMIIOB MEHEKMEHTa B ITyOIUYHON
JeSITETTHHOCTH.

IIporeccsl penieHTpaM3aIiiy, BHEAPEHHE MPUHINIA CyOCHINAPHOCTH, MOBBIIICHHUE
ypoBHsI TpcOOBAaHWI YEIOBEKAa K Pa3sHOOOPA3UI0 U KAYECTBY MOJIYYaeMBIX MM YCIYT,
YBEJIMYCHUE €TO BIUSIHHS HA BJIACTh OOYCIIOBHIIM MOWMCK HOBBIX MOJICNICH MOCTPOCHUS U
OpTaHU3aINH JCATEIEHOCTH CaMOYIPABIISIIONIUXCS HHCTUTYTOB C YYETOM COBPEMCHHOM
napaJurMbl YIPaBICHHUS.

CTouT OTMETUTh, YTO NpOoOJIEMaTHKa AJAMHUHUCTPATHBHOTO peopMuUpOBaHHS U B
VYkpauHe, W 3a pyOeKOM BCE 4Yallle HCCICAYeTCSs HE B «y3KOM» pakKypce
aJIMAHUCTPATHBHO-UEPAPXUUECKOTO WIM MEHE[KEPHaJbHOTO THIA, a C Y4eTOM
Mmeromojorud  «public  administration» nfy6nuunoro  ynpaBieHus,  IpaBja,
IAPOKOYMOTPeOIsIeMbIM B TOCJIEOHEE BpeMs SBISIETCS MEPEeBON  <IIyOJIMYHOE
aIMUHUCTPUPOBAHUE»), OOBCAUHSIONAA JEATEILHOCTE OPTAaHOB TOCYIapPCTBEHHOTO
yOpaBiIeHUs, TOCYNAapCTBEHHON BIIACTH, MECTHOTO CAMOYIPABICHHUS W Pa3IHIHBIX
OOIIECTBEHHBIX CTPYKTYp, KOTOpPBIE YYacTBYIOT B pPeOPMHUPOBAHUH TOCYAAPCTBEHHOTO
ammapara, ero B3aMMOOTHOIICHHH ¢ o00mecTBoM. IIOCTOSHCTBO B METOHOJIOTHIO
nyOJIMYHOTO YIpPAaBICHUS BHECNA TEOpUs OOIIECTBEHHOTO BbIOOpa. OMHAKO IOJHOM
AHAJIOTUM MEXKIY IIOJIUTHYCCKOW W PHIHOYHON CHCTEMaMH MpPOBECTU HENb3s, BElb
0o0beKTHasT 0a3a TakuUX TNOHATHIA pa3Has. Bmopodem, mpemiokeHHass METOJOIOTHS
MO3BOJISICT BBISABISITh HMHTCPECHBIC 3aKOHOMEPHOCTH, (OPMHPOBATH HHHOBAIIMOHHBIC
MOIXOMBl K CONMATH3AINHN YIPABICHHUS Yepe3 BOCIPHATHE COUMANBHBIX HHCTUTYTOB Ha
YPOBHE CyOBEKTOB PHIHOYHBIX OTHOIICHHUH.

BaxxHo ykazarh Ha KOMIIOHEHTHI OOBEKTHOW CQepbl ITyOJUYHOTO YIpaBIICHUS,
KOTOPBIMH B TAaKOM (hOpMaTe BBICTYIAIOT OOIIECTBEHHBIC OTHOIICHHS, (DOPMUPYIOIITHECS !

- B IIpolecce TOCYTapCTBEHHOTO YIIPABICHUS SKOHOMHYECKOH, COIMaIbHO-
KyJIBTYpHOH H aJIMUHHCTPATUBHO-TIOJIMTHYECKON cdepaMu, a Takke pearu3alin
MOJTHOMOYHMI HCIIOJHHUTEIBHON BJIACTH, JCJICTMPOBAHHBIX TOCYAapCTBOM OpraHam
MECTHOTO CaMOYIPAaBJICHHUS, OOIICCTBCHHBIM OPTraHU3alMsIM K HEKOTOPBIM JAPYTHM
HETrOCYAapCTBEHHBIM HHCTUTYTAM;

- B Tpolecce ACATCIHHOCTH OPraHOB HCIOJHUTEIBHONH BJIACTH U OPraHOB
MECTHOTO CaMOYIPABICHHS, WX JOJDKHOCTHBIX JIUI[ MO OOCCIICUYCHUIO pealu3allid |
3alUTHl B aJMHUHHUCTPATUBHOM TMOPSIKE MpaB W CBOOOJ Tpa)KiaH, MPEIOCTABICHUE
Pa3INYHBIX aIMHHACTPATHBHBIX (YIPABICHUCCKUX) YCIIYT;

- B Ipoliecce BHYTPCHHEH OpraHM3alliil M JACATEIBHOCTH allapaToB BCeX
TOCYapCTBEHHBIX ~ OPTaHOB, AaIMUHHCTPAlMil  TOCYZAPCTBEHHBIX  MPEATIPHATHH,
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YUPEKIEHUH W OpraHu3aluii, a TakKe B CBA3M C IPOXOKIACHUEM TOCYAAPCTBEHHOM
CITY>KOBI MITH CITyOBI B OpraHaX MECTHOTO CaMOYTIPABIICHHUS;

- TpH TPUMEHCHHH Mep AaIMHUHHCTPATUBHOTO NPUHYXICHHS, BKIIOYas
aIMUHUCTPATHBHYIO OTBETCTBEHHOCTD, B OTHOIICHNH (PH3MUCCKIX M IOPUINICCKUX JTHII;

- B CBSI3UM C pealu3alUeidi OPUCIUKIUN aIMHUHHUCTPATUBHBIX CYIOB H
BOCCTaHOBJICHUS HAPYIICHHBIX MPaB rPaXIaH.

Ipu stoM koHnenuuss «HOBOro MyOJIMYHOTO YHPABICHHS» BBICTYIAaeT B POJH
UJICOJIOTEMBI  PeOPMHUPOBAHHS TOCYJAPCTBCHHOTO YIPABICHUSA, B PaMKax KOTOPOTO
YMCHBIIIACTCS JCMOKPATHU3M, OJHAKO YIpPaBICHHE HAMPABICHO HA IOBBIIICHUC
SKOHOMHUYCCKOW 3()P(PEKTUBHOCTH TOCYIAPCTBEHHOTO YIpaBiICHUA U O00prOy C
OropokpatuzmMoM. OrmpeneneHHOW 0COOEHHOCThIO pedOpMHUPOBAHMS 37E€Ch BBICTYIAET
KOHCEHCYCHBIH XapakTep BBIPa0OTKH O0CO00 3HAUMMBIX pEIICHHH; CPaBHUTEIBHO
MEIJICHHBIE TEMITBI OCYIIECTBICHUS TIPOTPpaMMBI pedopM; IIHPOKOE MpPUBJICUYCHHE
OOIIECTBEHHOCTH K  OOCYKICHHIO XapakTepa OOIIECTBEHHBIX TpaHChOpMaIni;
npeoOragaHue JUYHOCTHOTO (hakTopa HAA agMHHHUCTPATHBHBIM. ATMHHHCTPAaTHBHAS
pebopMa mTpH ITOM HOCHT B OCHOBHOM HE aJMHHUCTPATHBHBIA, a IIOJHUTUKO-
aJIMUHUCTPATUBHBIA Xapakrep. VIMEHHO IOCTHMXKEHHS OOLICCTBEHHOTO KOHCCHCYCa
OTHOCHUTEIILHO IIeJIeH ¥ CIOCO00B pehOpMUPOBAHUS A JMHUHUACTPATHBHON CHCTEMBI MOTJIO
OBl CTaTh BKHBIM YCJIIOBHEM YCIICIIHOW peanu3anuu pehopMbl B HAIICH CTpaHE.

3. BbBIBO/IbI

Ha ocHOoBe mpoBEeNEeHHOrO B CTaThe MCCICIOBAHMS IEIeCOO0pa3HO  CleaTh
CIICIYIOIIME BBIBOJBL. [ OCYyNapCTBEHHYIO BIIACTh BIOJHE MOTHBHPOBAHO CIICAYET
JNCTCPMHUHUPOBATh KaK WHCTPYMEHT OOCCIICYCHHs CYIIECTBOBAHUS TOCYIApCTBa,
JOCTIDKEHUsT ee meneid. [Ipu 3TOM rocymapcTBeHHas BJIACTh CIIOCOOHA BIUSTH Ha
OOIIIECTBCHHBIC IPOLECCH], TOBEACHUE OTHCIBHBIX COIMAIBHBIX TPYII C MTOMOIIBIO
CICHHATBGHBIX OPraHOB M YYPEKICHUN KAaK COCTABHBIX YaCTed CIMHOrO MEXaHHM3Ma
rocynapcTBeHHON Brnactu. OmpeneieHne KOMIUIEKCa YIpaBlICHHS KaK CO3HATEIBHOTO,
OpPTaHW30BAaHHOTO W PETYJHPYIOIIETO BO3MEHCTBUSA Ha COOCTBEHHYIO OOIIECTBEHHYIO U
TPYIIIOBYIO KHU3HEACITSILHOCTD, OCYIIECTBISIEMOE HEMOCPEACTBEHHO WM KOCBEHHO -
gepe3 TOCylapcTBO, CaMOYIPABJICHHUS, MapTHH, (UPMBI, MO3BOJSIET IETEPMHHHPOBATH
COBpPEMEHHOE MMyOJUYHOE YyIpaBleHHE KakK IleJieHaNpaBlIeHHOe, OPTaHU3aIlHOHHOE,
CHUCTEMHOE BO3JICHCTBHE Ha JKHU3HEIEATEIHHOCTh 001ecTBa. OnpeaensonuM cyObeKTOM
TOCYNApCTBCHHOTO  YIpPAaBICHHS B  Mpelenax  JUYHBIX M OOIIECTBEHHBIX
B3aUMOOTHOILICHUN ClIeAyeT cuuTaTh opraH Bimactu. Opran Biactu (rocymapcrsa) -
COCTaBHas 4YacTh TOCYAAapPCTBEHHOIO armapara, IPyIa JWI Wi JHIO, HAJCICHHOEC
3aKOHOJIATEIILHO OMPEICICHHBIMH BIACTHBIMH MTOJHOMOYMSIMH JJISl BBITIOJHCHUS 33124 U
(hyHKIMH TOCyIapCTBa.

C mo3unmii rocyapcTBEHHOTO YIIPABJICHUS 3aMETHM, YTO B KOHTCKCTE€ CHCTEMBI
WCTIOTHUTENIGHOM BJIACTH OpraH BJIACTU - OPTAHMU3AIMOHHO CAMOCTOSTEIHHBIA DJIIEMEHT
roCyJapCTBEHHOro ammapara (MexaHu3Ma ToCyJapcTBa), KOTOPBIM HalIeleH YeTKO
OYEpPUEHHBIM 0OBEMOM IOJTHOMOYMM (KOMIIETEHIIMH) B COOTBETCTBHU C BO3JIOXKEHHBIMH
Ha HEro 3agadaMd W (QYHKIUSMH, COCTOMT W3 CTPYKTYPHBIX TOApPa3NCICHUA U
JIOJDKHOCTEH, 3aHUMAIOIINX TOCYIapCTBEHHBIMU CITYKAIIUMH, U OTHeceH KoHCTHTyIHeH
W 3aKkoHaMH YKpauHbl, ykazamu Ilpesupenta VYKpauHbl B CHCTEMY OpPTraHOB
UCIIOJIHUTCIIFHOW  BIACTH. Takoe OmpeleliCHHE OpraHa BIACTH Yepe3 IMpPU3My



42 B. bBamrrannuk, T. CTagHu4YeHKO

COBPEMEHHBIX NPUHIMIIOB MEHE)KMEHTa TO3BOJIIET CAETATh BHIBOJ 00 aKTyaJbHOCTH
(hopMupOBaHHS YCTOHYMBOM MOJENN TOCYNAapCTBEHHOTO YIIPABICHUS Ha PETHOHAIBHOM
YpOBHE Ha OCHOBE YETKOTO OINpeNeleHHs W 3aKOHONATENHHOTO 3aKpeIUICHHUS
pacripeieieHusI IIOJTHOMOYHH M 00S3aHHOCTEH MEXAy OpraHaMH HUCTIOTHUTEIFHON BIACTH
M MECTHOro camoympasieHus. Ha stame pedopmMupoBaHus HEOOXOIUMO COXPaHUTH
KPENKYI0 BEPTHUKaldb TOCYJapCTBCHHON BJACTH, KOTOpas Mpu3BaHa 00OCCICYUTH
JICCTBEHHOCTh CHUCTEMBI YIPABICHUS M CTAaOWIBHOCTh HAIIMOHATBHON 3KOHOMHKH. K
O00OBEKTHBHBIM CBOMCTBaM pe)OpPMUPOBAHUS TOCYIAAPCTBEHHOIO YIPABJICHUS OTHOCITCS
TAaKXKE CHCTEMHOCTb, CIUHCTBO, HEMPEPHIBHOCTh, CTAOMJIBHOCTH U  yIpaBliseMas
THOKOCTh, KOTJAa BIIACTH BBICTYMACT (POPMOM BBIPAKCHUS OOIIECTBEHHBIX HHTCPECOB
Hapsy ¢ 00ecTIeYeHreM B3aUMOCBS3H MEXKIy OTACIbHBIMA HHTepecaMu U 3(ppeKTHBHBIM
YIpaBJICHUEM.
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TRANSFORMATION OF ADMINISTRATIVE GOVERNANCE
IN THE CONTEXT OF CURRENT MANAGEMENT PRINCIPLES

In the article the modern principles of norm-setectivities in the system of public
administration are characterized. The current cemplff administrative management sys-
tem was analyzed, as well as the direction of sifiemnalysis of such systems based on
the use of management principles. The theoretiasishof origin, formation and develop-
ment of complex management systems is developedysidmatized. On the basis of the
study it was proved that public law regulation ehbvior of subjects and objects of man-
agement, which is carried out with the help of orgational-legal regulation able to ensure
the consistency and purposefulness of their atsyitis oriented on satisfaction of public
requirements and interests, which objectively eatsh particular stage of social develop-
ment. It was accented the fact that the Europeaer@nce of administration of manage-
ment systems is evidence of the actualization efntbrmative component of the public ad-
ministration.

In the article special attention is paid to theteomporary development paradigms of
management science. In particular, the focus ishenfeasibility of transformation of ad-
ministrative principles in the context of reformipgblic administration in Ukraine. On this
basis, from the standpoint of system the analyasdnown that public administration pro-
vides for the operation of a universal legal med&dranfor the identification, coordination
and implementation of community needs and intertstsugh the use of various legal
means. This, in turn, provides for the formationaofomplex of the subjective rights and
duties of participants of social processes, themections and relationships in a particular
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Caeraana CABUYK®

OBECHEYEHUE ITIPOCTPAHCTBEHHOM
BUINMOCTHU HA ABTOMOBWJIBHBIX IOPOI'AX

B pabore mnpencraBieH MeTo] ONIpeneleHHs IPOCTPAHCTBEHHONW BHIUMOCTH Ha
aBTOMOOMJIBHBIX Joporax. OmHUM M3 (aKTOPOB OINpEAeNeHUs] OE30IIaCHOCTH JOPOIKHOTO
JBWKCHHMS SIBIACTCS IOCTaTOYHAs BHIMMOCTb B IUIaHE, INPOJOJIBHOM mpoduie Hu
npocTpancTse. [t obecrieueHust 6€30MacHOTo IBMXKEHHS BOJUTEND JODKEH BUIETh MEpe
co0OH y4acTOK JOpPOrM JOCTaTOYHOM JUIMHBI [Nl CBOEBPEMEHHOH OCTaHOBKH
TPaHCHOPTHOTO CPEJICTBA JIMOO BBHITONHEHHS MAaHEBpa BO M30€XaHHE CTOJIKHOBEHHS C
nperpajou.

Knaccuueckue MeTonpl 10 ONPENSICHUI0 BUIUMOCTU HE YUUTHIBAIOT OJHOBPEMEHHOIO
00BbeMHEHNsT BUIUMOCTH B IUIaHE U IPOROJIbHOM Ipoduie moporu. IToroMy nmeer mecto
clieqyiomas KapTHHA. [0 pacdeTaM TOpPU30HTAIbHAS U BEPTHKAIbHAS BUIMMOCTD
obecriedeHa, a Ha cCaMOM JIeJie UMEIOTCS IPETPa/ibl, 3aMETHBIE TOJIBKO B IPOCTPAHCTBE.

MetoznoMm Uit pelIeHHs 3THX 3aJa4 ABJIAETCS ydeT Ha yJacTKe JJOPOTU OJHOBPEMEHHO
MPOJIONBHBIX YKIOHOB M TOPH30HTAIbHBIX KpuBBIX. OH OasupyeTcs Ha paclpeieleHUH
KOHIIGHTPHPOBAHHOTO 3PEHMSI BOJUTENsS, KOTOPOE pacHpenersieTcs KOHYCOOOpasHBIM
BuzioM. IIpocTpaHcTBeHHAas BHIUMOCTb COCTOUT M3 BUIUMOCTU B IUIAHE U IIPOAOJILHOM
npoduie, MOTOMY HaIpaBleHHE 3PEHHS BOIHUTENS XapaKTepPH3YETCS IMPOCTPAHCTBEHHBIM
BEKTOPOM.

BuguMocTs — 3T0 MakcuMalbHOE PacCTOSHUE, HA KOTOPOM C MECTa BOJUTENS MOKHO
YETKO PACMO3HAaTh JJIEMEHTH JOPOTH M pPa3MEIIEHHUE YYAaCTHHKOB IBMKEHMS, 4TO JaeT
BO3MOXHOCTb BOJMTEIIO OPHEHTHPOBATbCS BO BpPEMs YINPABICHHS TPAHCIIOPTHBIM
CPEACTBOM, B YaCTHOCTHU AJIsI BBIOOpa Oe30macHON CKOPOCTH U BBHIIIOJHEHHUs 0€301acHOTO
MaHeBpa.

MertoJ «KOHyca» MOXHO HCIOJIb30BaTh IIPH NPOCKTUPOBAHUH aBTOMOOHMIBHBIX JIOPOT,
aHaNIM3€e YCJIOBHI 0€30MacHOro IBWXXKEHHsS aBTOMOOMICH (04MCTKa OOKOBBIX IIOJIOC OT
Iperpaj, OrpaHWYMBAIONMIMX BHIUMOCTh HA TOPU3OHTANBHBIX KPHUBBIX C BHYTpEHHEH
CTOPOHBI 3aKpYIJICHHs JHMOO OrpaHHYCHHE CKOPOCTH), a TaK »JK€ IIPH pPCIICHHU
HEOOXOIMMOCTH YaCTUYHOMN MM HOJTHOW PEKOHCTPYKUUHU aBTOMOOMIIBHOM JOPOTH.

KnroueBble ca0Ba: BUANMOCTh B IUIAHE, BUANMOCTH B MPOJONBHOM mpoduie,
MPOCTPAHCTBEHHAs BUAUMOCTb, aBTOMOOMIIbHAS JOpora, Oe30macHast CKOPOCTb JIBIKEHHS.

1. BBEJEHHUE

CymiecTByeT HECKOJBKO TMOHATUH BUJAMMOCTH: BUIUMOCTb JUIsl OCTaHOBKHU
aBTOMOOWJII TIepel IMperpamoi, BHIUMOCTh BCTPEYHOrO aBTOMOOWIsI, OOKOBas
BUAMMOCTh, BHUAMMOCTh B IUIAHE W MPOQUIC, BUAUMOCTE B HOYHOE BpPEMsI CYTOK H
METEOpOJIOTUYECKAs! BUAUMOCTb.

BuauMocTh a1 OCTAaHOBKM aBTOMOOWJIS TEpea Mperpajold JaeT BO3MOXKHOCTD
BOAMTEIO BHUAETH Tepell COO0OW JOpPOry W OKPYKAION[YI0 CHTYAIlMI0 Ha HEKOTOPOM

1 Cpernana CaBuyk, aclUpaHT Kadephl IPOEKTHPOBAHMS I0POT, T€OIC3UM U 3eMIIeyCTpoiicTBa, HarmonanbHbiit
TPAHCIOPTHBIN YHUBEPCUTET, I. Kues, Ykpauna
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PACCTOSIHUY, JOCTATOYHOM JIJISI TOPMOKEHHUST aBTOMOOWIISI, WITH It O€301acHOro 00be3aa
Tperpaabl Ha JOpore.

Ha nByxmonocHOlt aBTOMOOWMJIBHOW JOopore mpw OOroHE BO3MOXKHO JBHIKCHHE
aBTOMOOWJICH HaBCTpeUy OAWH JIpyroMmy. [Ipu 3TOM paccTosHUE BUAMMOCTH BCTPEYHOTO
aBTOMOOMIIS JOJLKHO 00ECIIEYUTh BO3MOKHOCTE IOJHON OCTaHOBKH 00OMX aBTOMOOMIICH
Ha HEKOTOPOM DPACCTOSHUU OJWH OT OJHOIO IPU SKCTPEHHOM TOpMOXKeHHH. [loToMy
PACCTOSIHHE BHIUMOCTH BCTPEYHOTO aBTOMOOMIIS PABHO CyMME TOPMO3HBIX IyTeH 000uX
aBTOMOOWIICH, KOTOpBIC MPOXOAAT aBTOMOOWIIM 32 BpeMsl PEakIMH BOAMTENCH, U 3a30pa
0€30MaCHOCTH MEXIY aBTOMOOWIISIMHU.

BokoBas BuammocTh oOecrmeyuBacTCs, KOTJa TPAHCIOPTHOE CPEICTBO, KOTOPOE
JIBIKETCS B MTOTIEPEYHOM HAIPaBIIEHUH, €CTh 3aMETHBIM Ha HEKOTOPOM PACCTOSIHHH, YTO
MPEIOCTABIIICT BO3MOXKHOCTH BOJHUTENIO aJCKBAaTHO OICHUTHh CHUTYAIUI0 W BOBpPEMS
3aTOPMO3UTh, HE JIOMyCKas CTOJIKHOBEHYSI.

BuauMocTh Ha TOPH3OHTANBHBIX KPUBBIX CUUTAETCS OOECIEUYECHHOH, €Clii B 30HE
MECTHOCTH, KOTOpas HaxXOJIUTCS B TIOJE 3PEHUS BOIUTENS C Ka)XJIOTO HaIpaBJICHUS,
OTCYTCTBYeT Jtobasi mperpana (KycTsl, epeBbsi, Orpajbl U T.1.).

OrpaHnyeHrE BUIUMOCTH BCTPCYHOTO aBTOMOOWIIS B MPOIOJIBHOM MPOQUIE 3aBUCHT
OT BEJIUYMHBI MEpernaja MPEBBIMICHAN MEXIy OTMETKOW MPOE3THON YacTH HAa BEPIIUHE
BBIMYKJIOH BEPTUKAIBLHONH KpPUBOH (TOYKHM TIepesioMa MOJbEM-CIYCK) W OTMETKaMU
IIPOE3IHOM YacTU Ha 6E30I1aCHOM PACCTOSHUU OT BEPIIHHEI?.

BumuMocTh B HOYHOE BpEMsi CYTOK XapaKTCPU3YeTCs PACCTOSHUEM, Ha KOTOPOM
BOAWTETh MOXET BHJIETh TPEMATCTBHE, W BOBPEMs NPHHATH MeEPhl BO H30€KaHHE
CTOJIKHOBEHHUS. BHIUMOCTh B HOYHOE BpeMs MEHBIIE YeM JHEBHAs BUIAMUMOCTB, ITO
00yCIIOBJICHO TeM, YTO BOJWTEIb MOXXET 0ojieeé YETKO BHUIETh CHUTYAIlHMIO TOJBKO B
TPaHHIAX, KOTOPBIE TIOJCBEYMBAIOTCS ¢ MOMOIIbI0 dap U (oHapei. Tak ke OMacHOCTH
MOTYT TMPEACTaBIATh JalbHUE OTHH (ap BCTPEYHBIX aABTOMOOWIIEH, KOTOpPHIE MOTYT
OCIIETIUTh BOJUTENA. [10TOMY HOYBIO JKEJIaTeNbHO JBUTATHCS C MEHBIIEH CKOPOCTHIO,
HEXKEJIH B JIHEBHOEC BPEMSI.

MeTteopoiorudeckasi BUIAMOCTh XapaKTEPU3YETCsl PACCTOSIHUEM, IPU KOTOPOM TOJ
BO3JCUCTBHEM  aTMOC(EpPHON  JBIMKH  TEpsCeTCS BUAMMOCTH  a0COJIIOTHO YEPHOU
MOBEPXHOCTH, MMEIOIICH HA TOM PACCTOSIHUM YIIIOBbIe pa3mepsl He meHee 0,3 Tpanyca u
npoektupyomieiics Ha (oue Heba (qpiMku). Houbio MeTeoposnoruueckas AaibHOCTD
BUJUMOCTH OIpENeNsieTcss IO PACCTOSIHUIO J0 Hamboyiee yAal€HHOTO BHIUMOTO
TOYEYHOT0 UCTOYHMKA CBETA, CHJIA CBETA KOTOPOTO M3BECTHA .

B peanpHBIX YCIIOBHSAX, KOTJa KPUBBIE B TUIAHE COBMEINAIOTCS C BEPTUKATLHBIMH
KPUBBIMH M YKIIOHAMH, MIPOBEPOK BUAMMOCTH TIPErpaji OTACIBHO B TOPHU3OHTAILHOW U
BEPTUKAIBHON TPOEKIIUU JIOPOTH HE NOCTaTouHO. [loToMy TosBiIsieTcss HEOOXOIUMOCTh
MPOCTPAHCTBEHHOTO 00ECTICUCHUS BUIMMOCTH.

2 Kismko JI.W. OcHOBHU TIPOEKTYBaHHs aBTOMOGIIBHUX 10pir. Pexum noctyna: http://www.bestreferat.ru/referat-
112924 .html

3 DHuuksTonenus TexHukH. Pexxum mocTyma o sHnmkionemuu: http://dic.academic.ru/dic.nsflenc_tech/2714/
Mereoposornyeckast
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2. AHAJIN3 CYIIECTBYIOHIUX METO/JOB OIIPEJIEJIEHUA
BUJIUMOCTH

Knaccuyeckre MeTOIpl MO3BOJSIOT MPOBEPUTh BUAMMOCTH B IUIAHE U IMPOAOJIEHOM
npoduIe OTACIBHO.

[Ipy HamMYMKM KPHUBBIX MAJIbIX PAJUyCOB B IUIAHE OCTATOYHAS BUAUMOCTH MOMKET
OBITH OOecriedeHa TyTeM OOpPE3KH YKJIOHOB BBIEMKH WJIM HW3MEHEHHUEM HUX (OPMBI,
BBIDYOKHM JIepeBbEB M KYCTApHHKOB, CHOCa 3a00pOB M CTPOCHHI COOpYXEHHU C
BHYTpeHHE#l CTOpOHBI. [lyisi ompeneneHus] 30HbI BUAUMOCTH HEOOXOJMMO MOCTPOUTH
KPHUBYIO TPAHUIIBI 30HbI BUAUMOCTH. [JJIsi TOro Ha BhIYEPUEHHOM B OOJIBLIOM MaciiTade
UIaHEe 3aKPYTJICHHS HAHOCAT TPASKTOPHUIO IBHXKSHUSI aBTOMOOHIIS.

Ha tpaekropuu nBrokeHHs O00O3HAYAKOT PsAJ TOYCK, OT KOTOPBIX OTKIAIBIBAIOT
OTPE3KU PACCTOSHUS BUIUMOCTH. KOHIBI OTPE3KOB COBMEIIAIOT MPSIMBIMH JIMHUSIMH,
oru6aromas KOTOPBIX U OyeT H300pa)kaTh KPUBYIO TPAHHIIBI 30HbI BUAUMOCTH,

Ilpy Hamuuuu mepecevyeHUss B OJHOM YPOBHE pPAcCTOSHUE, HAa KOTOPOM OyJer
3aMEUYCHO TPAHCIIOPTHOE CPEICTBO, ABIDKYIICECS B MOMCPEYHOM HAINPABICHUH, TOKHO
OBITh TAKHM, YTOO MPEIOCTABUTH BO3MOYKHOCTh BOJMTEIIIO a/IEKBATHO OLIEHUTh CUTYAIIHIO
Y BOBpPEMsI 3aTOPMO3HTh, HE AOIYCKast CTOJIKHOBEHHSI.

BuaumocTh cuuTaercsi 00ecredyeHHOH, eCii HH OJMH W3 3JEMEHTOB MECTHOCTH,
KOTOpBIE HAXO/SATCS B 30HE IMOJISI KOHIIEHTPALUH 3PEHUsI BOJUTEINS HA PACCTOSHUU Ssoxosas
C Ka&XJI0Ul CTOPOHBI, HE MMEPEKPHIBAET BUANMOCTb TPAHCIOPTA HA IOPOre IepeceKaroen
paccMmarpuBaeMyio.

Ha mpogoneHOM mpoduie CyIIeCTBYIOT J1Ba OCHOBHBIX BapHaHTa, KOTNA BUIMMOCTB
MOJKET OBITh HE 00CCIICUYCHA!

- B YCIOBHUSX HaJNU4YUsl BBINYKJION BEPTHKAIBHOH KPHBOH B MPOIOIBHOM
npodune. [IpononbHbIil Hpoduab aBTOMOOWIBHONW IOPOTH OIKCHIBACTCS JIOMAHBIMH
JUHUASMHU ONHCHIBAIONUMH MECTHOCTh. CIHIIKOM pE3KHE BBIMYKIbIC IEPEIOMBI HE
00eCIeYnBaOT HEOOXOMUMON BHIMMOCTH, YTO MPHUBOAMT K JOPOKHO-TPAHCHOPTHBIM
npouciiecTBusiM. il ompeneneHusl yriia nepelioMa yCTaHABIMBAIOT PasHUIYY YIJIOB
HAKJIOHA yYaCTKOB MPOAOJIBLHOT0 Mpoduiisi, KOTopbie nepecekarorcst. OJHUM U3 Pe3epBOB
Jutst oOecriedeHus] He0OXOJMMOM BUIUMOCTH TIPH BBIMYKIIBIX [IEPEIOMaX JOPOTH SIBISIETCS
YMEHBIICHUE NIEPEJIOMa 3a CUET BIUCHIBAHUS BEPTUKAIbHBIX KPUBBIX®.

- BOTHYTBIE BEPTHUKAJIbHBIC KPHBBIE C MaJbIMH paHuycaMH HEOOXOAMMO
MPOBEPSATh Ha 00ECHCUCHUE BUIUMOCTH IMOBEPXHOCTH JOPOTH HOYBID. DTO HEOOXOAUMO
JIeNaTh B CBS3M C TEM, YTO CBET OT (pap OCBEIIACT MOBEPXHOCTh MOKPBITUS BOJIH3U
ABTOMOOWIIS Ha PACCTOSIHUU, KOTOPOE MEHBIIIE, YeM PACYCTHOE PACCTOSHHE BUAUMOCTH.

3. MCCJIEJJOBAHUE MIPOCTPAHCTBEHHOM BUJIUMOCTH

IIpocTpaHCTBeHHAss BUAUMOCTD OOBEIUHSACT B ce0€ BHIMMOCTh B TUIaHE W TpoduIie
OJTHOBPEMEHHO. DTO HEOOXOIMMO ISl BBISIBIICHHS 00eCIIeueH s BUIMMOCTY Ha y4acTKax,
IJic UMEET MECTO OOBCAMHCHHE KPUBBIX WIM YKIOHOB B mpodwie u miane. B Takom
ciydae, Take eCliM 0 pacyeTaM PacCTOSHHE BUIMMOCTH OTICIBHO B IUIAHE U mpoduie

4 0.A. Bimsruncekuii, B.JA. 3aBopurskuit, B.II. Craposoiima, S.B. Xom'sk, [IpoeKTyBaHHS aBTOMOGITBHEX
nopir: Iigpyunuk. Y 29.41- K.:Buma mxona,1997 -15&T.

5 I.r.u Kuanbaes AK., n1.H., Paxarop C.3., kx.T.H. JxakemoB K.C., comckarens baiira6eimos T.b.
KaznopHUMH, r. Anmatel, KI'Y um. Kopkeit ATta, r. Ke3sutopna, Kasaxcran



48 C. CaBuyk

obecredeHo, B MPOCTPAHCTBE OHO MOXKET OBITh HE 0OSCTICUeHHBIM. JIJIs pemeHus: JaHHOH

1po0OIeMBbl MOKHO HCIIONIB30BATh «METOA KOHyca». OH OCHOBBIBAETCS Ha paclpeleseHHN

KOHIIGHTPAIMU 3pEHUS BOAUTENA. BOIUTEIb MOXKET YeTKO BHAETH CUTYaIHIO B I'PaHULAX

KOHYCa, BEpIINHA KOTOPOr0 HAXOJHWTCS Ha ypoBHe ria3 Boxurteins. IlpuHumaercs 1,2v

HaJl YPOBHEM JOPOTH. BeIcOTa KOHYyCa 3aBUCHUT OT CKOPOCTH ABHMYKCHHUS TPAHCIIOPTHOTO

cpenctBa W BpEMEHH CYTOK, mpuHHMaercs mo HopmarueBam (JBH B.2.3-4:2015
ABTOMOOMJIBHBIC JOPOTH). YTOJ MexIy OOKOBBIMH CTEHKaMH KOHyca cocrtasiseT 12°,

€CJIM 3TO THEBHOE BPEMs CYTOK U 2° - B HOYHOE BpeMsl.

JlaHHBIH METOJ MOXKET UMETh rpauecKoe U aHATUTUYECKOE BBIPAKCHHE.

B rpaduueckoM BBIpOKCHHH METOJ HCIONB3yeTCss TakuM obOpasom. [ns Hauama
HE0OXOAMMO CO3laTh NMPOCTPAHCTBEHHYIO MOJIENb MECTHOCTH M JOPOTH. DTO BO3MOXKHO
cienath ¢ HoMOIIb Iporpammuoro komiuiekca Civil 3D m QyHKIMH 3arpy3ku
KOODIMHAT JJIs CO3JIaHMs Moenu MectHoctr ¢ Google Earth.

KoHyc BuaumocTu

. -~ YPOBEHb a3 BoguTens
h a .
X

KoHyc BugmMmocTun

h: YpoBeHb\rna3 BognTtens
Y

L+ | Ls

Puc. 1. Konyc BUIUMOCTH Ha IPSAMOM Y4acTKe

L — paccrosiHUEe BUIMMOCTH B 3aBHCUMOCTH OT CKOPOCTH JIBHXKEHHS, IIOTOAHBIX YCIOBHH U BpEMEHH
CYTOK

L1 — 6okoBast BUIUMOCTH

h —ypoBeHsb ri1a3 BoauTesst Haj MOBEPXHOCTHIO foporu, h=1,2u.

0 — YroJ pacmpeieiecHHss KOHLIEHTPUPOBAHHOTO 3PEHHs BOIMTENS B 3aBUCUMOCTH OT BPEMEHH
CYTOK
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KoHyc BngmmocTn

Puc. 2. Konyc BUANMOCTH Ha BBITYKJIOH KPUBOIT

L — paccTostHe BUIMMOCTH B 3aBUCHMOCTH OT CKOPOCTH JBIDKESHUSI, TIOTOIHBIX YCIIOBUH U BPEMEHHI
CYTOK

h —ypoBenb ria3 BoguTesst Haj MOBEPXHOCTHIO qopord, h=1,2u.

0 — YroJ pacrpejielieHus] KOHIIEHTPHPOBAHHOTO 3PEHMS] BOJAMTENS B 3aBUCHMOCTH OT BPEMEHHU
CYTOK

Jnst Goyiee TOYHOTO OMpPENeTCHHs] BHIAMOCTH HEOOXOIMMO OTOOpaXKeHWE Ha MOJCIH
MECTHOCTH, TIOMHMO pejibeda, 00bEKTOB, KOTOPbIE MOI'YT CO3/aBaTh MPEMSTCTBUS IS
obecrieueHns! JOCTATOYHOW BUIUMOCTH: JIOMa, IEPEBbs, KYCThlI, JOPOXKHbIC 3HAKH H T. JI.
Ha ypoBHe ria3 BOAMTENsI YCTaHABIMBAETCS KOHYC pACIpelesieHHs KOHLEHTPALUH
3penuss Boautessi. C JBHDKEHHEM TPAHCIOPTHOIO CpPEACTBA IO MPOCTPAHCTBCHHOMN
MOJICJIH JIOPOTH IePEMEIaeTCs K KOHYC.

Takum 00pa3oM, TPEAOCTABISCTCS BO3MOXHOCTh BH3YQJIBHO OIICHUTH T'PAHUILY
BUJMMOCTH — BCE, YTO pa3MeEINacTCs B CPEAMHE KOHYCA, TIONAacT B 30HY BUIAUMOCTH.
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Puc. 3. KoHyc BUANMOCTH Ha BBIYKJIOW KPUBOit

L — paccTosiHne BUIMMOCTH B 3aBUCHMOCTH OT CKOPOCTH JABMIKCHUSI, TIOTO/IHBIX YCJIOBUI ¥ BPEMEHH
CYTOK

L1 —paccrosiHue BUAUMOCTH BCTPEYHOTO aBTOMOOWIIS B TpaHHIIaX KOHYyCa

SO0 — 00KOBast BUIUMOCTH

S61 —00KOBasi BUIMMOCTh BCTPEYHOTO aBTOMOOHIIS

B — mmpuna tpaccsl
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Puc. 4. OHpeneneHI/Ie BUAUMOCTHU IO JJIMHE JOPOTHU

Ha puc.4 mpencraBneH KOHYC BHIMMOCTH, KOTOPBIH IPEIOCTaBISIET BO3MOYKHOCTH
OIICHUTh BUAMMOCTH B TIPOCTPAaHCTBE cpa3zy. Ilocie OIEHKH WPOCTPAHCTBEHHOU
BUJIMMOCTH MOXXHO PaccMOTpPETh Y4YacTKH, TA€ BHAMMOCTh He obecriedeHa, u Oojee
JETAILHO M3YYHTh MX, ONpENeNIMB Kakas MMEHHO BHAMMOCTb HE o0eclieyeHa — B
TOPU30HTAIBLHON WU BEPTHKAJIBHON INIOCKOCTH.

B pesynpTate mocTpoeHHs MPOCTPAHCTBEHHONH BHUAMMOCTU C INPUMEHEHUEM KOHYCa
(Puc.4) MOXHO TONYYUTh TpadUKH BHAUMOCTH, KOTOPBIC ONHCHIBAIOT BHUAUMOCTH B
npejenax KoHyca 110 MpaBylo U JIEBYIO CTOPOHY OTHOCUTENIBHO MOJIOXKEHUS BOJUTENS.

Mpadhmk BUOMMOCTM (NEBO)

B 120

e\ /
., \L /. /
¢ 40 \ / \/
- ~ S

T T T T T T T T T T T T T T T T T 1
460470480490500510 560570780590 600610620630640650

T T T T T T T
400410420430440450 520530540550
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Mpadwk BnammocT (Npaso)

B 120

MlODK\ /
N\ /
:60 \* = '/
: VX [~

- ~— /

400410420430440450460470480490500510520 530 540 550560570780590600610 620630640650

Puc. 5. paduku 60K0BOH BUIUMOCTH 10 METOLy KOHYCA.

Ha nmanupIX rpadukax MpeacTaBlicHa BUIMMOCTH B Mpeeiax JOPOTH, MO MPaBy0 |
JIEBYIO CTOPOHY OTHOCHTEIBLHO TOJIOXKEHHS BOAMTENA. Mcxons w3 rpaduka BHIHO, Ha
KaKUX y4acTKaxX BHIAMMOCTB, B TOM YMCJIE€ M BCTPEUHBIX aBTOMOOMIIEH, JOCTATOYHA, a Ha
KaKUX y4acTKax €€ CIeAyeT YIydlIuTh.

B aHaiuTHYECKOM BHIE METOJ KOHYCOB OINMCHIBAETCA YpPaBHEHHMEM KOHyca B
npocrpancTse. Jis BUAMMOCTH B JHEBHOE BPEMS CYTOK OHO UMEET B

OcHOBO# KOHYca CITyHT KpyT ¢ pamuycom BE = r = |AB|-t1g6° = d-tg6°

VpaBHeHHE Kpyra HAX0MM, MCIIOJIb3Ys CIIEAYIOLINE YPaBHEHHUS:

Hanpasisionnyo KOHyca, TO €CTh OKPY)KHOCTh, HAXOAUM, HCTIONbL3YS YPABHEHUS:

Vpasaenue chepbl ¢ LEHTPOM B TOYKE ¢ M3BECTHBIMU KOOPIMHATAMH:

2 2 2 _ 32, 220
X2 V2Z, (X — %)  + (VY — )" +(z—2,) " =d"-tg6
VpaBHeHME  IUIOCKOCTH, —Tpoxonsimiel uepes Touky B (X5 VoZ5)

TIEPIICHANKYIAPHON BEKTOPY, KOTOPBIM COBMAIaeT ¢ HampaBIeHHEM OcH KoHyca AB, To
€CTh MEePICHANKYIISIPHA TUIOCKOCTH:

(g =2 )(x—2x) + 2 — 1)V —y2) + (22— 2)(2—2,) =0
TTonyuaem:

(x—%)+ (-1 +(E—2)" =d* 1g°6
(X = X)X—X) + 0 =)V —)2) + (22 —21)(2—2;) =0
Bepmmna konyca Haxoaurcs B Touke A (¥, V4 #,). OOpasobiBaromas KoHyca

MOXeT OBITh 3aIiCaHa B KAHOHHYECKOM BUJEC:
Y—x Y=-0 ZI-%

m n e
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Tak Kak HampaBicHHE OOPa30BBIBAIOMICH 3aBHCHUT TOJBKO OT COOTHOIICHHH 3-X
YIJIOBBIX KOA(QQHUIMEHTOB M,NK €, TO OJWH M3 HHUX (TOT, YTO HE PaBEH HyI0) paBeH 1.

Takum o6pa3oM, ypaBHEeHHE 00pa30BEIBAIONICH KOHYCa MOKHO 3aIACaTh B TAKOM BHJIE:
X=X V=V ZZ

m n 1

Konnueckas MOBEPXHOCTb ONPEACIISACTCSA TAKUM YPABHCHUEM!
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DTOT KOHYC YCTaHABJIMBAeTCS Ha YPOBHE 3PEHHs BOJAMTENs, I/l OCHOBA KOHyca
HAaXOAMTCSI Ha MAKCMMAJIbHOM PACCTOSIHUM BHIUMOCTH JJIsl JaHHOW CKOPOCTH JBHUIKCHHS.
HanpaBieHue yCTaHOBKM KOHyCa ONpEACISCTCS 10 IPOCTPAHCTBCHHOMY BEKTODY,
KOTOPBI OMUCHIBACTCS cleayromuM obOpa3oMm. IlpeacraBum Tpaccy B BHIE Troiorpad-
(hyHKIMK, KOTOpas MPEICTABISCT COOOH MHOXKECTBEHHOE YHCIO KOHIIOB BEKTOPOB,
KOTOPBIC BBIXOIAT C (PUKCHPOBAaHHOW TOYKH B TMPOCTPAHCTBE W U3MCHSIOTCA B
3aBHCUMOCTH OT CKAQJSIPHOTO apryMeHTa. 3a CKAJSPHBIA apryMeHT NPUHUMAEM
PACIIPOCTPAHEHHYIO B JOPOXHOM MpPaKTUKE, [UIMHY TOPU30HTAJIBHOTO IMPOKJIAIBIBAHUS
Tpaccel. OnpenenuB BeKTOP-QYHKIMIO, Mbl TI0JIyd4aeM BO3MOXXHOCTh H3y4aTh e
CBOJCTBA, a 3HAYUT U CBOHCTBA TPACCHI, 3a criocobamu auddepeHnanbHoil TeoMeTpru®.

ABTOMOOMJIbHAS IOPOra COCTOUT C MPSMBIX M KPUBBIX BCTABOK. B rOpU30OHTaIHHOM
NPOKIIAIBIBAHUU TPACCa MOXKET UMETh TAKWE DJICMEHTHI, KaK MPsIMbIe BCTABKH, KPYyroBbIe
KPHUBBIC W MEPEXOHBIC KPUBBIC (KIOTOHMIBI), B BEPTHKAIBHOM TUIOCKOCTH — 3TO TPSMBbIC
BCTaBKU M KPYTOBbIC KPHBBIE.

Kaaplit U3 3THX 3JI€MEHTOB MOXKHO OIUCATh YPABHCHUEM.

YpaBHEHUE KIIOTOHUBI B TAPAMETPHYCCKOM BUJIC BBITIISIIHT:

rae p — CMCHHEBIN paauyC KpHUBHU3HBI, M; C - napamerTp, S — nonHas JJIMHa AYyTH,
HauMHAas ¢ Ha4aJIbHOM TOYKH, M.

I[Hﬂ paS6I/IBKI/I KIIOTOHBI HCO6XO,HI/IMO 3HaTb BCJIWYUHY €€ DOJICMCHTOB B
OpsIMOYTOJIbHBIX KOOpJAMHATAX:
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6 J1.0. TMasmok, C.C. Kusuma. ['ecoMeTpr4Hi XapakTepUCTUKH TPACH aBTOMOOGLILHOI JOPOTH K MPOCTOPOBOL
xpuBoi : YJIK 625.724.
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Ioxbop KpHBOH KIOTOMIBI MPOBOJHUTCSA ¢ MOMOIIbI0 mporpammbl Excel u Mathcad.
J1s1 5TOTO B MIPSIMOYTOJIBHBIX KOOPIUHATAX CTPOUM IpaMKH KJIOTOUI U3MEHSS Tapamerp
C 1 nosnyyaeM cienyoomue rpaduKu:
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Puc.6. I'paduku, KOTOpEIE ONUCHIBAIOT ypaBHEHHUE IIEPEXOJHBIX KPUBBIX.

7 AM. Manbuuk , M.O. Oniiinuk. [TpoekTyBaHHs MO3/0BKHBOTO TPODiNIO aBTOMOGLIBEHUX n0pir: [T 147 Hasy.
noci6. —K.:-HTVY, 2014. — 120]
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W3 rpadukoB BHIHO, YTO OCHOBA YPaBHEHHS OCTACTCSl HEH3MEHHOW, ypaBHEHUS
OTIMYAIOTCA MEXIy COOOH JIMIIb 3HAYEHHAMH CTENCHU. 3JHAUCHHE CTENECHU 3aBHUCHT OT
pamuyca, TOTOMY IIOCTPOMM TIpaduK 3aBUCHMOCTH CTENCHHM OT paanyca KpPHUBOH H
OTIPEZIETINM 3Ty 3aBHCUMOCTB!

Ca12 lpadmK 3a3MCUMOCTH CTENEHW OT pagnyca "

T y= U,UJ]lZ}H 2,2793
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Puc.7.3aBuCHMOCTE CTENIEHN OT pafnyca B ypaBHEHHH IIEPEXOAHON KPHBOM.
Takum 00pa3oM, ypaBHEHHE KJIOTOHIBI HIMEET BHI:

¥y = U,UUDDD3ID'U°1ER' 2,20

YpaBHEHUsI, KOTOPBIC ONMCHIBAIOT 3JIEMEHTHI TPacChl B IUIAHE, INPEICTaBICHBI B
TaOJIMYHON (opMe M MMEIOT BUA:
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Ta6ymma 1. DieMeHTHI TpacCHl B IIaHEe

HasBanue | I'paduueckoe nzoOpaskeHUe dJIeMEHTA YpaBHeHuUE 21€MeHTa
JJIeMEHTa
Tpsimas ax
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Ay ¥
Kpyropas 4%
KpHBast : £ KK tsys)
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Tabmmia 2. DeMeHTHI TPAcChl B IPOIOIBHOM Hpoduiie

HazBanue | I'padmueckoe n3odpakeHue 31eMeHTa YpaBHeHuUE 21€MeHTa
JJIeMEHTa
IIpsimast aZ
B (y=izz) X277 X% 25
Adlyszi) y
Kpyrosas z
KpHBast

R L0

[ 1K (y«zs) Y

(y —a)> + (z—a)? = R?

Hanpapnenne mnpocTpaHCTBEHHOW MAaTeMaTHYE€CKOW MOJENN Tpachl OIMUCHIBAETCS C

NOMOIIBIO BEKTOPOB.

I[J'IH NOJIyUCHHUS HaIllpaBJICHUA,

TO €CTh BEKTOP-(YHKLUH,

HeO6XOL[I/IMO B34ATb IEPBYIO MPOU3BOAHYIO OT YPABHCHUSA DJICMCHTA.

Tabnuua 3. YpaBHeHHS 1 IPOU3BOJIHBIC HJIEMEHTOB TPACCHI B IIJIaHE

Hazpanue snemenTa

YpaBHeHuUe 21€MeHTa

IlepBast mpousBogHass OT
YpaBHEHUs SJIEMEHTa

Kpyrosas kpusas

(x—a)*+ (y—a)* =R?

) _(x a)
Y Tooh

Tlepexoanas Kpusas
(knoTomnaa)

V= 0 ODDDOSx0.00000S C+2,7761

y'— 0,000003(0,0012R
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Ta6J'II/H_[a 4, YPaBHeHI/IFI U MIPOU3BOJAHBIC JIECMEHTOB TPACCHL B TPOJOJIBHOM HpO(i)I/IJIe

HasBanue YpaBHeHuUE 27€MeHTa IlepBast mpousBoHAas OT ypaBHEHUs
JJIEMEHTa JJIEMEHTa

Kpyrosas (v —a)> + (z—b)? = R? 0o

KpuBas y = (z —b)

[omyunB BeKTOpP-QYHKINH TOPU3OHTAJIBHBIX W BEPTHKAJIBHBIX DJIEMEHTOB TPAachl B
M000# TOYKE, MBI UMEEM BO3MOXKHOCTh OOBEOMHHUTH HX, MOJIYYHB IPOCTPAHCTBEHHOE
HampaBjieHHEe Tpacchl. [0 3TOMy HampaBICHHIO YCTaHABIMBACTCS KOHYC, M B HTOTE
TOTy4aeTCsl IPOCTPAHCTBEHHAS BUANMOCTb.

PaccmoTpuM HECKOJIBKO BapHaHTOB OOBEOMHEHHUS JJIEMEHTOB IIaHA W HPOQHIS B
MPOCTPAHCTBEHHON MOJIEIIH:

Tabmuma 5. BapuanTtel 00beAMHEHHS JIEMEHTOB B IPOCTPAHCTBEHHON MOJENU

Homep Tpacca B n1ane Tpacca B nponobHOM npoduie
KOMOHMHALUH
1 [psmas [psimas
2 [Mpsimast Kpyrosast kpuast
3 Kpyrosas kpusas [Ipsmas
4 Kpyrosas kpusas Kpyrosast kpusas
5 ITepexopHas Kpusas (KIOTOHIA) psimast
6 ITepexoyHas Kpusas (KIOTOHIA) Kpyrosas kpusas

KomOunarus 1.

Och Tpacchl B IUlaHE W Npoduie OMHChIBaeTCS MpsAMbIMH. HampamiieHue BekTopa
COBIAJAET C JIMHUCH OCH TPAacChl M yKa3bIBacT HAmpaBlicHHE IBWKEHUS. OObequHICM
BEKTOPHl ~ TOPH30HTANBHOW W  BEPTUKAJIBHOW  MPOCKIUM  TPACChl,  IOJydYaeMm
MPOCTPAHCTBEHHBIN BEKTOP, KOTOPBIA OIKCHIBACT HAMPABJICHUE TPACCHI B IPOCTPAHCTBE

(puc.7).

P

CmMMHPYHILAR NPOCTRAMCTEEHHBIA BEKTOR

Puc.8. IToctpoeHune mpocTpaHCTBEHHOTO BEKTOPa
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KomOunanus 2.

Och Tpaccel B IJIaHE ONMMCHIBAETCS MPAMON JIMHHWEH, B Mpoduie — KpyroBoil KPUBOH.
KacatemsHast B m000#f TOYke, WM TepBas NPOW3BOAHAS OT YpaBHEHHUS KPHUBOI
OTIMCBIBAETCSI BEKTOPOM, KOTOPHIN yKa3bIBaeT Ha HalpaBlieHHE ABIDKeHHs. [lomydeHHBIC
BEKTOPHI, KAK ¥ B NPEJBIAYIIEM Cilydae, O0bEAUHIIOTCS (CYMMUPYIOTCS) MEXIy COOOU U
00pa3yIT CYMMHUPYIOILIUI BEKTOP.

CymmupyraUHE NPOCTRAHETBEHHBIRA BEKTCD

KombOunanus 3.

Ochb Tpaccsl B [uiaHe U npoguie ONKUCHIBAETCS KPYroBbIMEU KpuBbIMU. KacarenbHast B
10001 TOUKE, WM TIEpBas MPOU3BOIHAS OT YPABHCHHUS KPHBOM OIMCHIBACTCS BEKTOPOM,
KOTOPBIil yKa3bIBacT HA HAMpaBJICHHUE ABWKCHHs. [IoydeHHbBIE BEKTOPBI 00BEIUHSIIOTCS
(cymmupyroTes) Mex Iy co00i 1 06pa3yroT CyMMHUPYIOIIHIA BEKTOP.

CYMMBPYICULHEA NPOCTRAHCTRE HHEBIR BEKTOR

4. BbBIBO/bI

Ha ocnoBe MOPOBCACHHBIX I/ICCJ'IG,HOBE[HI/Iﬁ MOJYYCHbI JAaHHBIC JIs1 ONPECACICHU
BUAUMOCTHU B IPOCTPAHCTBE, pa3pa60TaHa MCTOJAMKA OMPEACICHUA HpOCTpaHCTBGHHOﬁ
BUIUMOCTH Ha aBTOMOOHIBHBIX A0porax B Fpa(i)I/I‘IGCKOM U aHAJIMTUYCCKOM BUIC.
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[Mosy4eHHbIe Pe3yNbTaThl Aal0T BO3MOXKHOCTh OLIEHHTh BHIUMOCTH B IPOCTPAHCTBE,
YUUTBHIBasE OOBEAMHEHHUE OSJIEMEHTOB B JBYX IUIOCKOCTSIX OJHOBPEMEHHO U BBIJICIUTH
MpOOJIEMHBIE YYacCTKH. DTH y4YacTKH OoJiee JeTalbHO HM3YYarOTCS M OIICHUBAIOTCS, H
OTIpeIeIsIeTCs, CMEHa KaKuX UMEHHO mapaMeTpoB (TOPHU30HTAIBHBIX HIIH BEPTHKAIBHBIX)
Oyzer criocoOCTBOBATh 0OCCIICUCHHUIO BUTUMOCTH.

OnucaHHasi B CTaThbe METOAMKA MPEJOCTABIIACT BO3MOXKHOCTh BBIIOJHECHUS PadOT 1O
OIPENICIICHUIO BUAMMOCTHA B 0OJiee KOPOTKHE CTPOKH, B CPABHCHHH C KJIACCHUYCCKUMHU
METOAaMHU. OTO BiEYEeT 3a CcO0OW YMEHBIICHUE TPya03aTpar U, CICIOBATEIbHO,
CTOMMOCTH padoT.
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SUPPORTING SPATIAL VISIBILITY ON ROADS

This paper presents a method for determining dpasidility on roads. One of the fac-
tors that determines road safety is the sufficiésibility in alignment, longitudinal profile
and space. The driver must look upon the stretaioad long enough for the timely stop of
the vehicle or maneuver to avoid a collision withabstacle for safe movement.

Classical methods for determining the visibility mat allow for the simultaneous com-
bination of visibility in plan and longitudinal piite. Because we have the following pic-
ture: the estimated horizontal and vertical vigipiprovided, but in fact there are obstacles
that are visible only in space.

The method for solving these problems implies atersition on the road section of
both longitude inclinations and horizontal curvésh@ same time. It is based on the distri-
bution of a concentrated vision of the driver, vihis distributed conical view. The spatial
visibility includes visibility in alignment and |@itudinal profile, the direction of driver’s
vision is characterized by the spatial vector.

Visibility is the maximum distance at which, beiagdriver's seat, one can clearly iden-
tify the elements of the road and disposition @dasers, which allows the driver orientat-
ing oneself while driving, in particular to chocsafe speed and perform safe maneuver.

"Cone" method can be used in the design of road$ysas@f traffic safety conditions
(cleaning of sidebands from obstacles limitinghilgty at horizontal curves on the inside of
the curvature or speed limitation), as well asetiding the necessity of partial or full re-
construction of the road.

Keywords: visibility in alignment, visibility in profile, patial visibility, road, safe speed.
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Luibov CHERNOVA !

MINORITIES IN UKRAINE: MOTIVATION
AND FORMS OF PARTICIPATION IN THE ACTIVITY
OF NATIONAL-CULTURAL ORGANIZATIONS

In this article the author makes an attempt toyar@ah range of contradictory issues that
arise in social practice based on the own resfiésiveying ethno national communities in
the territory of post-Soviet Ukraine. Having coresigld various motifs of either participa-
tion or non-participation of minorities in the adty of ethno national organizations, the
main factors influencing social activity of minaei in social life and their connection with
life plans, self-identification and its type haveeln determined. The need to match the sug-
gested form of the organization of activities wiltle interests and demands of the audience,
which today are very diverse, settles the caseysilite article proposes the analysis of in-
ternal and external reasons of conflicts occurdahdifferent stages of community develop-
ment. The role of ethno national organizationsarmglement of civil society, the influence
of state ethno national policy and degree of deamcinside organizations have been de-
scribed.

The article presents personality of minorities tggy on the basis of the degree of their
activity, internal structure of ethno national commities at local territorial level is dis-
closed. Recommendations on involving new, currepélgsive members to the community
into the activity of ethno cultural communities amdjanizations were given.

The results of the research can be applied attdge ©f elaboration of community de-
velopment plans for ethno cultural organizatiomsd aan be used for the course of Ethno-
politics, Ethnosociology and Ethnoculture. Certaiaettmdological conclusions may be of
help for the development of state ethno policy krdihe. The article clarifies problems and
aspects related to a polycultural society.

Keywords: minorities, ethnocultural organizations, formspafticipation, motifs, iden-
tification type

Times are changing very quickly. The era, whenetgaivas divided into split and dis-
tanced strata that had different rights, lived setgdy, married and prayed in their own
communities, are in the past.

In our mixed postmodern society the difference&lma group may be larger than the
intra-group ones, as it was indicated in the commpae study of identity of Portuguese in
Germany and in Portugaand is confirmed by the data of our study “Transfations of
identity of ethnic minorities in Ukraine at the pssviet period™S.

1 Luibov Chernova, PhD, Assistant Professor of thepd&tment of Philosophy and Politology of the
Prydniprovska State Academy of Civil Engineerind @mchitecture, Dnipro, Ukraine

2 Institute Superior de Ciencias do Trabalho e da Esg “Portugal British Journal of Social Psycholog02,
p. 114.

3 Qualitative study by L. Chernova@ransformation of ethnic identity in post-Sovietipe, conducted by the
author in six regions of Ukraine (20@8014) by the method of M. Barret, adapted by thtb@u It makes 336
recorded leitmotiv semi-structured interviews wa main ethnic minorities groups. Methodology anelot
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Ethnic identity is rather often shifted to the péery, but does not disappear com-
pletely. National (civil-political), professionatonfessional etc. identities become more
significant. Various identities are no longer akted to each other as they used to be.
Therefore, the existence of just formal signs ave enough for the explanation of the
behavior and attitudes of the individual today.sTissue requires a more careful consider-
ation.

In this article, the author aims to analyze thegeaaf controversial issues that arise in
social practice, based on the studies on Ethnicoltias and their Organizations in
Ukraine, conducted by him in 1993014,

Issue 1. Why have the minorities kept their idgrdimhd not assimilated entirely, (espe-
cially the representatives of the so-called "artcreimorities"), if they have been living in
the territory of Ukraine for centuries and wereheatdispersed? The answer seems obvi-
ous: it is due to the activity of ethnic commurstiend their structures. But everything is
not as simple as it may seem. The representatiheshave certain purposes and motiva-
tion create communities and organizations. Peapla the minority groups become (or
not) participants in their work and recreate them rfot) with their activity. Here, the
emergent effect takes place. Their relations becamwal: minorities, whose activity
creates their community, and organizations wisoggort strengthens their ethnic identi-
ty. But the motivation of these actions may beet#ht.

Issue 2. Why are there not one but several orgamizmaof one ethnic group at a cer-
tain territory (as well as at the national levepecially when this ethnic group is rather
small? Why do not these organizations unite andoften in the state of conflict with
each other? The response here cannot be redupeditical reasons only, or to the strug-
gle for power, ambitions expressed by the leadéithese structures etc. These factors
have a major impact but do not exhaust the agehdey do not make it impossible to
explain why certain people trust certain organa@ai and members of the group prefer
other organizations, and remain there even aftercttange of the leader. What is their
choice based on? Moreover, there are people whndattarious organizations in the same
time.

We again face the problem of motivation behindidalén problem of identity.

Evidently, those ethnic minority communities eXigcause people have a need for
them. They satisfy a range of needs, mostly satiak, namely: confer the status, provide
a sense of security, sense of belonging, "uncanmwiti acceptance”, respect and many
others.

Issue 3. What motivates people to seek collectiemtities, why are not they happy
enough with personal identity "I am me" in our ‘ividualized society?? Why do they
need these roles and masks?

retical results were published in the article L.eGtova,Basic mechanisms of identity construction nat.
minorities of Ukraine in the post-Soviet perid&ultorologichny News. Naukova-theoreticity sciadmik
Nizhna Naddripryanschini’ 2012/29, p. 16276.

4 L. ChernovaProspects for the revival of the Jewish communitieEastern UkraingPrism, Dnepropetrovsk
1996; L. ChernovaEtnonatgonalr teritorialni gromada yak yelement Gromadyanska for Civil Sgciet
“Kulturologichny News NAUKOVO-teoretichny schehnik Nizhnd Naddrpryanschini” 2007/19,
p. 161163; L. ChernovaEtnonatgonaln teritorialni gromada yak obkt sotgologichnogo dostizhennya
Metodologya, teotya that practice sotelogichnogo anaku Suchasnyj sudgtva, Vip. 16, HNU, Harkv
2010, p. 480484.

® Z. Bauman@Globalization: The Human Consequencgslumbia University Press, Columbia 1998
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Perhaps, feeling the distance from the majoritgvart or latent forms, formal and in-
formal relationships (such as "you are not like, tigbu're good but ...") the minorities are
beginning either to search their own circle or taea The need to be part of "WE" means
to have own place in the world. E. Fromm (1968)ardgd it as innate. However, my
point of view is that it is formed in the procegssocialization and interaction and belongs
to primary social requirements of a personality.

Issue 4. What should ethno-national organizaticzeddnn order to become attractive
and interesting for each of their groups in the @fraotal globalization, migration and
dominance of mass culture?

"Then, strangers can only unite among themselvask$ Julia Kristeva in her paper
Etrangers & nous-mémg$988). "However, it's not that simple. As we hawetake in
consideration each phantasm inherent to a persmination/ pushing aside: the fact that
you are stranger does not mean that you do notdawanger inside, and the faith, weak-
ened in its origins, wakes up suddenly in the cguwhere you come to, in order to create
your identity out of all things around, and leb& even more exclusive than the one you
have already lost ..%"

The point is that the loss of former identity impss psychological trauma and forces
to search for a new identity. Such loss was expeeié by all people of the post-Soviet
countries, and the one experienced by "the Russmb&raine” was the most painful as
overnight from the titular nation, the dominantréthgroup, they turned into a minority.
E. Hobsbawm wrote: "People are seeking the grougphwtiiiey might belong to persistently
and for a long time, in a world where everythingnisving and nothing is reliable"

Then, our discourse puts a new question: why atelhthe representatives of a mi-
nority involved into the activity of national-cuhal public organizations? Y. Kristeva
explains these trends by the example of religiawdver in my opinion, this interpreta-
tion can be spread over all other markers of iternitHere, the religion of the abandoned
ancestors appears in its essential cleanlinessit asgms that you protect it better than
those who remained "theratitorical Homeland — expl. b@h.L.J2.

It is a well-known phenomenon. Persons, who hagentty been converted, see them-
selves as more significant, fundamental and faalatines, they are intolerant to newcom-
ers or those, who, according to them, are not sefdawith the manifestation of their
origin or belonging to the community.

In my latest survey the respondents being askedth#re a difference between you
and your congeners living in the “country of Exdtgave the following answer: “We are
more of Greek (Polish, Jews, Hungarians... etevg' ,have a stronger feeling of our ethnic
identity being in the minority", "they have alreaftygotten what it means to be ..."- un-
der the influence of globalization.?.”

However, among young people there more and mosopsmwho have fragmentary or
constructed identity. Here is the quote from therwiew with a woman, aged 26, journal-
ist, 3 eastern ethnoses in the ancestry, born raksstan, grew up in the Republic of
Tatarstan (Russia), now lives in Ukraine: "Our fgnwas Soviet, but our grandmother

6 Quoted by J. KristevaSam sob Stranger's pereklad ukrmskoyu Z. Borisyuk, Vidavnitstvo SoldinD.
Pavlychko "Basis", Kiev 2004 [Original: J. Kriste\strangers a nous-mémesayard, Paris 1988, p. 34.

" E. HobsbaumThe cult of identity politics'New Left Review” 1996/217, p. 40.
8 J. Kristevapp. cit.,p. 35.
9 See 2.
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(from the Volga'’s tatar people) used to say thaas a Muslim. | never considered myself
anybody, because my mother never told me anythlimgitaGod. And then, when at the
age of 15 | came here (Bmodzerzhinsk city, Ukraine), | went to kostel dater | was
baptized in the Catholic Churchsimply met people who were interesting to me, Ieft
well with, and then later it led me to belief... Actuallyarh probably cosmopolitaBut |
want to associate myself with someoné\nd so,perhaps there is a certain conflict, |
cannot understand who | am?20,

It helps to understand why minorities fail to feéleéir unity with all their tribesmen.
“Here” in Ukraine the distribution follows variousigns: demographic, social, cultural,
spiritual. Other identities come into competitiandisplace ethnic identity (multiplicity of
"l-images" in the postmodern society)

Therefore, it explains the existence of severabssp local as well as national com-
munities and minority organizations: Polish, GreBkorgian and others. They are divid-
ed on the basis of their function and purposesulae@and religious, women and youth,
welfare (for the poor) and business associatiomstffe rich), socio-political and recrea-
tional, creative and entertaining, open and closed.

Skepticism and irony of the world's leading reskars (Hobsbawm, Bouman, etc) on
the topic of identity, that replaced forms of pickt activity and class solidarity, are relat-
ed to their disdain and underestimation of the tiodée everyday life plays in the society as
well as the influence of attitudes in social relat. If there was no need for these organi-
zations, they would not have existed.

National, cultural organizations of ethnic mina@#iappeared in post-soviet Ukraine
from below, as a result of amateur activity perfechby local leaders. They rarely come
into conflict with each other because each oneitsasudience. Such organizations may
unite in the future at a certain stage of natioc@hmunities’ development and create
Associations, Unions or Federation of organizatifwisich can be observed with certain
ethnic groups in Ukraine during last® years). They cooperate, coordinate and plan
common activity but do not merge into one big ofgation because the interests of their
members vary considerably. This Union may be cdllmint United Community “all-of-
all”, but in reality be rather symbolic, digitalmbrella organization.

That is another matter when ethno national orgéinize of minorities "are mounted"
on top as branches, local offices of national @erimational structures out of political
reasons. Forms of their activity are almost the esaihey have different sources of fi-
nancing thought and compete among themselves ¢ognition from the population and
the authorities. This is the most common trend tbhie groups that have small-scale
funding and programs of cultural exchange and sdgpam historical Homeland (Hun-
garians, Polish, Jews, Germans, Moldovans, Greteks B can actually become a major
factor of the internal conflict inside the commuyréind outside the society.

Besides, the conflicts between local leaders irotiganization at a certain stage of its
development are possible, if the organization isguwverned democratically. Old leaders
do not want to give up their posts to new and aioist young leaders for a long time. If
in a community there is no change of the powerthede is absence of dialogue, stagna-
tion and mummification of the organization or theparation of dissent of alternative

0 See 2.
11 R. JenkinsSocial identity Routledge, London 1996.
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structures. But over time, when these conflictsraslved, organizations will unite again
after "the leader of the past years" leaves it. pos

The main forms of activity implemented by nationammunities in Ukraine are very
similar. They are reduced to the cultural and etioical forms in the field of leisure and
religious activity, if it is different from the riglion of the majority. Some of the largest in
number and most organized communities also havie tven educational, charitable
structures and media (not necessarily in the laggwé this ethnic group).

In the constituent documents of ethnic organizatiohminorities the main aim is de-
fined as preservation of ethno-national culture @notection of rights of a minority
group. Preservation of culture is connected with gheservation of language, which also
has its own problem.

If you ask people who have little in common witle ffroblems of minorities regarding
their main motive that encourages participatiothim activity of these organizations, their
answers will most likely be as follows: “to commeate with their co-nationals in their
own language”. Meanwhile, my research and studfestloer sociologists in Ukraine
show that there are significant differences in raiton, needs of minorities and their
implementation.

First of all, well-known linguistic assimilation 86ld minorities", especially those liv-
ing dispersed. Secondly, not all representativesiabrities wish to revive the language
of their ancestors, some groups have already logist 99% of it (e.g. Yiddish, Karaim,
Swabian language). But nonetheless, they activitgna events and communicate with
each other in Russian or Ukrainian languages. Agpbr it is because they have other
motivation. For them, communication in itself ispartant, especially for elderly lonely
people with victim type of identity.

In addition to this, minorities who have not loseir language, are not in need of or-
ganizational forms of voice communication or in 9ag it on to the descendants. These
are either the representatives of the "diasporapg’® “recent immigrants”, or the repre-
sentatives of some "old minorities" living in conspand small settlements, where they
make up a significant share of the population. Thaye all the opportunities to do so in
their microenvironment.

Individuals often carefully study their lost langesif they have migration plans or in-
tentions to study on various free-of-charge programplanning partnership in business
or cultural spheres in the historical Homeland. yThave certain goals in life as well as
personal interests.

This is only a small group of minorities, who rgallant to "return to the roots" for
ideological reasons, or to preserve the languagddscendants. In this case there are also
discrepancies between needs and suggestions. Ronpé Greeks of Azov region
(Greeks-Hellenes, Greeks-Urumlars) regretted thatrnbajority of language educational
projects are aimed at acquiring mastering Greeguage, while the language of their
ancestors and few of its speakers is either anGestk or Urumlar. The same problem is
observed with the Germans who brought and preseoved the centuries dialect lan-
guages of ancestors, which is considerably diffefrem the modern German language.

Not all minorities feel the need to study cultumed ahistory of their ethnic group
through programs of organizations. Some are alreegly aware of it (graduates of na-
tional schools, "recent immigrants"). Others do Immte knowledge but do not experience
need in educating themselves, the third group @wdome-based forms and digital
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learning. In other words, diversity and individaalion of cultural "immersion" helps
extend the range of organization’s supportersiaf/tconsidered them in their activity.

This is also true of circles, creativity studiokjld development, youth and women's
clubs. At first, newcomer’s main motive is "curigSiand "engagement" rather than pro-
found cognitive interest. As long as it is satidfia person may lose interest and reduce its
participation, or vice versa.

Our latest study found that inhabitants of comsttiements of minorities (Greek,
Bulgarian) may not be aware of their participatinrthe work of national organizations,
because they perceive national cultural eventsivéds, concerts as the work conducted
by local authorities or a club, and do not divideitorial and ethnic communities.

If an organization in its activity reduces persot@velopment to the sphere of leisure
to folklore only, then this approach narrows thegeof opportunities. Persons who failed
to find self-realization beyond ethnographic folkktare can go to other leisure growpw
clubs of general direction.

The second extreme point in the work of ethnocaltaenters, especially when chil-
dren and young people are concerned, lies in pnagramed the development of apti-
tudes (sports, handmade, art) without ethnic fla¥éwen, the only motive of their visit is
connected with the absence of fees (current sitndti most minority organizations of
Ukraine). This creates consumeristic and utilitafielient” attitude to the community and
its organizations (service sector). Motivation effsealization is a very powerful factor
of participation, however, it can be easily distdriand educed to the utilization of ser-
vices, when it has nothing to do with solidaritpyalty or unity. It creates "identity
masks??, which are easily changed from situation to siturat

Empirical studies show that "professional ethnadkrs" who have an essential (origi-
nal type of identity) or identity of cultural ch@are the “core” of national cultural organ-
izations of Ukraine. Their share is approximateh8% of the demographic cohort of
minority in a particular territory. The second gpoare “Activists” who attend regular
events and festivals in the structure of a communrihey usually either demonstrate
victim type of identity or follow their cultural dice. Their share is around-225%. The
third group is comprised of the “Interested” wittadmented or super-ethnic identity.
They constitute 2545% of the population. They visit selected actstthat are of interest
to them. People with nominal identity are not imsggd, they do not contact with organi-
zations — around 2B55% depending on the type of communities, lengttstaf in the
country and the nature of settlement (dispersedbect.

Thus, the need to be a member or participate irathieities and programs of certain
ethnic organizations of minority is not shared Byepresentatives of the minority living
in this locality. That is because their needs amtivas, expectations and interests do not
coincide with what is offered by ethnic-nationagjanizations or ethnic identity does not
matter much for them. Significant potential foratting new members persists today. In
my opinion, the value ranges between 10% and 5Q38érding on the area and communi-
ty type.

Activity and forms of participation depend on thge of identity that minorities
demonstrate. The need to be protected is expeddngehe individuals who have a vic-
tim type of identity. For them, participation infadous events such as festivals, memorial

12R. Jenkinspp. cit.
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rallies etc. is of utmost importance. Not all mensbef given ethnic group share similar
motive, but only those who have had personal egpes of victimization and are experi-
encing discrimination. The larger the communitytie safer they feel. But some of them
want to show this solidarity among their closedleirrather than in public. This phenom-
enon is called “ethnomorphism”. Hence, they choosed forms of social activity,
closed organizations which is perceived by the nitgjas threat or separatism.

Recently in Facebook during a discussion of théofaccausing conflict in Donbas, an
anonymous author wrote the following: "Things cadlimarkers of identity such as the
language, history, culture must stop being theestilgf politics. As this brings separatism
into the politics of virtually any country". Yet, disagree with this thought. Language,
history, culture are the basic foundations of idgntf we do not intend to build the coun-
try of "uniformity and unanimity”, they should beve the subject of policy, fine-
weighted deliberate cultural ethnic policy and paitdialogue. They should not be used
for manipulation with situational purposes (suctebtions). The factors of conflict are
the subconscious fears expressed by both sidesfionsnt knowledge of culture, history
and religion of each other create the image ofreemgy, give birth to mutual misunder-
standing or unwillingness to hear or know. But t@¢her” is not a “Stranger” or “Ene-
my”. And ethnocultural diversity is the key to sessful and effective development of
Ukraine like any other modern country.

CONCLUSIONS
1. The basic reasons that encourage minoritieattcjpate in institutional forms of

activity by their self-determination are: "returm the roots", "cultural self-realization”,
"security and social assistance", "social statpstféssionals and retirees), "communica-
tion". But the main motive is "feeling of uncondiial acceptance and belonging to
“WE”", "self-identity preservation” in this changimvgprid.

2. Participation and activity of minorities depem their status, place in the society,
history in this country, but most importantly thgé of individual identity and intention
to save it

3. The success of the ethnic-national organizatiwhthe number of its supporters de-
pend on the coincidence of programs and formssofvdrk with the needs, demands and
interests of the local minority and the style ofrsounity management.

4. In today's individualized society, people haeeydifferentiated motivation and in-
terests, that are difficult to generalize on thsibaf formal ethnic features which, in turn,
complicates the work of ethnic-national organizasio

5. Complex and diverse system of needs and mativati participate in the activity of
cultural and national organizations of minoriti@not be properly explored with the help
of traditional quantitative methods. It should heveyed and the changes must be traced
with the method of case studies, qualitative redear

6. Organizations should be aware of what the miiesriwant and they seek and
change forms and programs of their activity, respely. Moreover, important democrat-
ic models of a community allow ordinary membersh&f community the opportunities to
take the initiative, to influence decision makinggess in the organization and availabil-
ity of the space for self-realization.
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MNIEJSZO SCI NA UKRAINIE: MOTYWACJA | FORMY UCZESTNICTWA
W DZIALALNO SCI ORGANIZACJI NARODOWO-KULTUROWYCH

W artykule autorka podejmuje prélanalizy sprzecznych probleméw, ktére pojawiaj
sie w praktyce spotecznej na podstawie wtasnych wymikiada etnicznych wspdélnot
narodowych na terytorium postsowieckiej Ukrainy. B pod uwag rézne motywy
uczestnictwa 40z jego braku w spotecznej dziatakod etniczno-narodowych organizaciji,
ustalono gtéwne czynniki wplywage na aktywn& spolecza mniejszéci w zyciu
spotecznym i ich zwizku z planamizyciowycmi oraz samoidentyfikagj Na podstawie
studium przypadku opisana zostata potrzeba dopasawaaproponowanej formy
organizacji dziatA do zainteresowa i potrzeb odbiorcéw, ktére dzisa bardzo
zréznicowane. W artykule zaproponowano analiwretrznych i zewsgtrznych przyczyn
konfliktéw wystpujacych na rénych etapach rozwoju spotecZoo Omoéwiono ro¢ et-
nicznych organizacji krajowych jako elementu spoéastwa obywatelskiego, wptyw
paastwa i polityki krajowej oraz stopiedemokracji wewgtrz organizaciji.

W artykule przedstawiono typolagmniejszéci na podstawie stopnia ich aktywsog
jak rowniez wewretrzng struktue etnicznych wspélnot narodowych na lokalnym szazebl
terytorialnym. Zasugerowano réwaipostpowanie w przypadku przygia nowych czton-
kéw do spoteczrimi etnicznych oraz organizacji kulturowych.

Wyniki bada mogy by¢ zastosowane w opracowywaniu planéw rozwoju porthu
etnicznych organizacji kulturowych i mgpgosté& wykorzystane do rozwoju etnopolityki,
etnosociologii i etnokultury. Pewne wnioski metaatgitzne mog by¢ pomocne w rozwoju
etnicznej polityki pastwowej na Ukrainie. W artykule poruszono réwnigroblemy i
aspekty zwizane z wielokulturowseia spoteczéstwa na Ukrainie.

Stowa kluczowe:mniejszdci etniczno-kulturowe, formy uczestnictwa, motywydzaj
identyfikaciji
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MANAGEMENT BOARD’S REPORT ON
THE ACTIVITIES AS A TOOL OF CORPORATE
GOVERNANCE: THE PERSPECTIVE OF CAPITAL
PROVIDERS, SUPERVISORY BOARDS, AND OTHER
STAKEHOLDERS

This article aims to identify and analyse areass#f of report on the activities as a tool
of corporate governance implemented by capitaligesg, members of supervisory boards,
and other stakeholders. The contents presentddsimutticle are based on studies of domes-
tic and foreign literature and an analysis of thewal reports of public companies listed on
the Warsaw Stock Exchange. This paper analyseashge of report on the activities for
three categories of users, i.e., capital providarpervisory boards, and other stakeholders.
The report on the activities is to help manageracmount for their actions. For capital pro-
viders the report on the activities provides infation on the use of the invested capital by
the management board. In turn, for other stakelhsld®port on the activities provides in-
formation on, e.g., corporate social responsibiltgrticularly important seems to be the use
of the report on the activities by supervisory lisarConsidering that in many companies,
supervisory boards are involved in formulation wategy of the company, the supervision
over the report on the activities, which largely@ins information which is a derivative of
the strategy, takes on a new dimension. The exedfisupervision by supervisory boards
over the report on the activities has two main levéhe first consists in checking the cor-
rectness of the data disclosed in the report omdkieities, and the other in checking the as-
sumptions concerning the future of the company tdated in the report. Considerations in
this article concern the two-tier model of supdorisapplicable, among others, in Poland.

Keywords: report on the activities, corporate governancegesudgory board, capital
providers.

1. INTRODUCTION

Along with changes in economic realities also theld which companies communi-
cate with their environment are changing. In theecaf publicly listed companies the key
role is played by two communication tools of difat character, i.e., the financial state-
ments and the report on the activities. The finanstatements contain financial infor-
mation, in turn; the report on the activities nexfinancial information contains primari-

1 Jacek Gad, PhD, Department of Accounting, Facfitylanagement, University of Lodz, Matejki St. 2@/2
90-237 Lodz, e-mail: jgad@uni.lodz.pl
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ly non-financial information. In addition, the rapon the activities is of narrative charac-
ter. These reports are interrelated - the inforomationtained in the report on the activities
is a translation of the information contained i thinancial statements into the non-
financial language.

The status of the report on the activities in thedern system of reporting is increasing.
Legislation on the report on the activities is nchvanging. There is how a separate Polish
National Accounting Standard No.R&port on the activitiedn 2010 an important inter-
national standard on the report on the activitias weveloped, i.elFRS Practice State-
ment. Management Commentary. A framework for ptatien, IASB, 2010The stand-
ard presents the essence of contemporary repdheoactivities and its relationship with
the financial statements.

More attention is also paid to the credibility dftreport on the activities. Both the
National Accounting Standard, No. 9, as wellManagement Commentasuggest that
the report on the activities should meet the samadity characteristics as the financial
statements. A manifestation of legislative meastioestrengthen the credibility of the
report on the activities is the implementationha# provisions of the European Parliament
and of the Council 2013/34 / EU of 26 June 2018 ihie Polish Accounting Act. The
amendment to the Polish Accounting Act of July 2315 requires the auditors to:

— indicate whether the information contained in tlgart on the activities includes the
provisions of the Polish Accounting Act and is detent with the information con-
tained in the annual financial statements;

- make a statement, whether in the light of theirvidedge about the entity and its
environment obtained during the audit any majotoditons were found in report on
the activities, and indicate what they consist in;

— indicate whether the issuer which is obliged to enalstatement on the use of corpo-
rate governance entered relevant information inmogtatement.

This article aims to identify and analyse areathefuse of the report on the activities
as a tool of corporate governance implemented pitatgoroviders, members of supervi-
sory boards, and other stakeholders. These thtegarées of the report on the activities
users differ among others in terms of belonging wategory of priority users of the re-
port on the activities and in terms of the scopendilable information from the enter-
prise information system, including accounting imfiation systerh
The following issues concerning report on the #btis were presented in the relevant
literature: The contents of the report on the @@tis?, changes in national and interna-
tional legislation for reporting non-financial infoatiorf, or placement of report on the

2 J. Gad, Atrybuty uytkownikéw wewegtrznych i zewgtrznych systemu informacyjnego rachunkésico
perspektywa asymetrii informacjProblemy Zaradzania” 46/2(2014), p. 11428.

3 J. Krasodomskanformacje niefinansowe w sprawozdawicispotek Wydawnictwo Uniwersytetu Ekono-
micznego w Krakowie, Krakéw 2014; J. KrasodomsBprawozdawczd zintegrowana jako nowy obszar
badai haukowych w rachunkowd, “Zeszyty Teoretyczne Rachunko$ed' 138/82(2015).

4 J. Krasodomskakomentarzswietle wytycznych Rady Mizynarodowych Standardéw Rachunkssijo“Ze-
szyty Teoretyczne Rachunkoyed 117/61(2011); E.I. Szczepankiewiddanagement Commentary jako no-
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activities in the annual repérfThe analysis of report on the activities withamljto three
categories of users, presented in this article,noddeen comprehensively described in
the literature.

The article was prepared on the basis of literastwelies and analysis of the annual
reports of companies listed on the Warsaw Stockh&mnge. Considerations apply to the
two-tier model of supervision. The economic andalegystem in force in Poland is the
reference point for the discussion within thisceti

2. THE REPORT ON THE ACTIVITIES IN THE CONTEMPORARY MODEL
OF REPORTING

The scope and name of the report on the activatiesdifferent in different jurisdic-
tions. The report may be referred to Management report, Management’s discussion
and analysisqMD & A), and Operating and financial revieOFR). In publicly listed
companies it is, next to the financial statemeatspmponent of the financial report. The
report on the activities falls within the “othenéincial reporting?. It should be noted,
however, that the activity report is not a compdrathe financial statements, although
the information presented therein, due to its dpsee nature, is similar to one of the
components of the financial statements, i.e., thies) but in no way does it replace it.
The notes, which are integral, inseparable partheffinancial statements, are a direct
specification of the balance sheet, profit and Bssount, cash flow statement and state-
ment of changes in equity

While analysing the relationship between the fin@nstatements and the report on
the activities it is worth mentioning the two dinséans of the report’s usefulness. The
first dimension is the usefulness of the reportl@nactivities as a separate component of
the company’s reporting, and the other comes daathé fact that the information con-
tained in the report on the activities enhancesuahility of traditional financial report-
ing®.
As noted in the literature the financial statemeatdsot reflect entirely the economic
reality of the entity, which enables the managenbeatrd to misrepresent or conceal the
genuine financial situation of the enfityn addition, as pointed out by D. Tweedie, for-

we Zrédio informacji o dziatalngci jednostki gospodarczejZeszyty Teoretyczne Rachunko$es 122/66
(2012); J. GadSprawozdanie z dziatalsici we wspotczesnym modelu raportowania — praktykavsozdaw-
cza spotek publicznych notowanych na GPX#rzadzanie i Finanse” 2015/1.

5 M. MarcinkowskaRaport roczny z dziatalgoi i wynikdéw przedsbiorstwa. Nowe tendencje w sprawozdaw-
czaoici biznesowejKrakéw 2004; P. Méko, Atrybuty sprawozdania z dziatalfim na tle sprawozdania finan-
sowego“Zeszyty Teoretyczne Rachunkofed 122/66(2012).

& Preface to International Financial Reporting Stands IASB 2002.

7J. GadSprawozdanie z dziatalka..., p. 65.

8 J. Gad,Cechy jakéciowe informacji zawartych w raporcie biznesowymwietle potrzeb informacyjnych
dawcéw kapitatu“Zeszyty Naukowe Uniwersytetu Szczeskiego. Finanse, Rynki Finansowe, Ubezpieczen-
ia" 62/766 (2013), p. 545.

9T. Tinker, The Accountants as Partisgif\ccounting, Organizations and Society” 16/3 (13%. 297-310.
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mer chairman of the International Accounting StaddaBoard (IASB), “accounting
doesn’t do things too well sometimes and that iy Wie narrative statement is going to
be so important in addition to the raw faéfsThe report on the activities can to some
extent eliminate the weaknesses of financial répgriThe report on the activities is par-
ticularly valuable for users who do not possesfigaft knowledge of finance and ac-
counting and who alone can examine financial repaith some difficulty®. According

to D. Tweedie the report on the activities is ohéhe most interesting parts of the annual
report. It enables managers to add context to Giaainformation published by compa-
nies and explain their future strategy and objestiv What's more, plans and objectives
set out in the report on the activities affect theasurement of items in the financial
statements.

Due to the evolution of corporate reporting praetice report on the activities has be-
come a central link between the financial statesiand other non-financial reports (con-
cerning, e.g., sustainable developm®ni} should be emphasized that both the financial
statements and the report on the activities shafldct the perspective of capital provid-
ers; while other non-financial reports widen thespective of capital providers by the
perspective of other stakeholders (Figure 1).

Fig. 1. Relations between the financial statemehis,report on the activities, and other non-
financial reports

Financialstatemers

+

+ Other non-financial reports

Report on the activities

Z —
~
Capital providers’ perspective
N— _
T~

Stakeholders’ perspective

Source: Author’'s own compilation.

10 Integrating the business reporting supply chaineport based on recommendations from key busieess |
ers from around the worJdFAC 2011, p. 29.

11 M. MarcinkowskaCorporate governance w bankach. Teoria i prakfykéydawnictwo Uniwersytetu +.6dz-
kiego, £6d 2014, p. 325326.

127, Zeini, It's not what you think it is. The importance ofradive reporting “A Middle East Point of View”
Deloitte 2011, p. 28.

13 E. Walinska, J. GadSprawozdanie finansowe jako fundament sprawozdaeicpzedsgbiorstwa [in:] E.

Walinska, J. Gad, B. Bek-Gaik, B. Rymkiewi&prawozdawcze przedsgbiorstwa jako nargdzie komunikacji

z otoczeniem - wymiar finansowy i niefinansowydawnictwo Uniwersytetu tédzkiego, t6@015, p. 56.
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It is often noted that the report on the activigcbmes particularly important in terms
of disclosure on non-financial indicators e.g.,taumable development or environmental
reportind*. Thus, it is suggested to extend the report orathiities with perspective of
other stakeholders. In practice, there are two rapproaches. Under the first approach,
next to the report on the activities companies drgwoptional non-financial reports
which relate directly to the information containiedthe report on the activities. Accord-
ing to the second approach companies enrich thport on the activities with additional
categories of non-financial information which aaiog to the Author causes confusion.

Presentation of the information in the report oa #ttivities for the needs of a wide
group of stakeholders is associated with an exghmdacept of corporate governance,
according to which corporate governance is a saesponsibility born by managers of
corporations and is a network of dependencies,ontt between the managers of the
company and its owners, but also between the coynpaa stakeholdets In the narrow
sense of corporate governance the following phenanage exposed; the separation of
ownership from management and the resulting duefityhe objectives of managers and
shareholdef$ and the asymmetry of information between thesitiesnt

Both the financial statements and the report oivifies are fundamental tools for
mitigating information asymmetry accompanying calpiharkets. Capital providers and
other stakeholders do not have access to “inteinfdtmation concerning company de-
rived from e.g., management accounting. It shoelshdted at this point that, as observed
by J. Solomon, in the case of institutional investthere may occur a phenomenon of
direct corporate governance mechanism involvingesters’ communication with the
management board during individual meetiigEhere is no doubt, however, that in most
cases the reports on the activities are importauis tof corporate governance, making it
possible to determine whether, and how managersased (consumed) the capital en-
trusted by the owners.

Reports on the activities allow capital providensl ather stakeholders to control ac-
tivities of managers - both implemented and planteetde implemented. The report on
the activities also seems particularly importaotifrthe point of view of the tasks facing
the supervisory board (Figure 2).

14 bidem p. 28.

15 p. UrbanekNadzor korporacyjny a wynagrodzenia merezdw, Wydawnictwo Uniwersytetu todzkiego,
£6dz 2005, p. 7; J. Solomoorporate Governance and Accountabilifghn Wiley & Sons Ltd, Chichester
2007, p. 12.

16 P, Urbanekop. cit, p. 7.
17 J. Solomongp. cit, p. 119.
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Fig. 2. Report on the activities in an environmeihasymmetric information

Company'’s information system (includin
accounting information system) Access to additional

information
Management board
T Report on the activities
Information
asymmetry
Priority users of the repor
on the activities
Capital provid- Other stake- Supervisory ¢—

ers board

holders

Source: Author’s own compilation.

Mitigating the information asymmetry between thenaigement board and the super-
visory board and the capital providers is crucietduse, as pointed out in the literature,
these entities belong to the most important compisnef the mechanism of control over
a publicly listed compari.

3. THE REPORT ON THE ACTIVITIES AS A SOURCE OF INFORMA TION
FOR CAPITAL PROVIDERS AND OTHER STAKEHOLDERS

The scope of information disclosed in the reporthef activities in the case of public
companies listed on the Warsaw Stock Exchange stemmsthree main sources of regu-
lation: The Accounting Act of 29 September 1994rdal of Laws No. 76, item 694, as
amended, Regulation of the Minister of Finance ®@fF&bruary 2009, on current and pe-
riodic information submitted by issuers of secestiand conditions for recognizing as
equivalent the information required by the lawsaafon-Member State, Journal of Laws
of 2009, No. 33, item 259, the National AccountBigndard No. 9 Report on the activi-
ties. The Annex to Resolution No. 6/2014 of AccinmtStandards Committee of 15
April 2014.

When preparing the report on the activities onaikhalso take into account an inter-
national standartFRS Practice Statement. Management Commentaryamefvork for
presentation, IASB, 2010

18 A, AdamskaWiasnd¢ i kontrola. Perspektywa akcjonariuszy spétek maniich Szkota Gtéwna Handlowa
w Warszawie- Oficyna Wydawnicza, Warszawa 2013, p. 129.
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The information content of the report on the atitg should, in accordance with the
guidelines of the International Accounting StandaBibard, be in the first place tailored
to the information needs of capital providers. Pential information needs of entities
which provide capital to the company should conttithe main premise while preparing
the report on the activities.

The report on the activities and financial statetmeserve as accountability, under-
stood as the fact that the management board acctarthe effectiveness of management
of entrusted assets towards owners and other azghlcgntitiet’. The National Account-
ing Standard No. 9 states that the report on thgités is to help managers to account
for their actions. Importantly, the report on thetidties stands out from other non-
financial reports by fact that it is expected tihatill have the same quality characteristics
as the financial statements. In addition, as ajréadicated, the report on the activities
and the financial statements take into accounaiqular the information needs of capi-
tal providers.

Publicly listed companies are increasingly presgninformation beyond the statutory
requirements in their reports on the activity. Blrategy of the company is an illustration
of such disclosures (Table 1).

Table 1. Excerpt from the strategy of the LW BoddaSA

In the years from 2013 to 2020 the company asstinesisnplementation of the following stra-
tegic objectives, to wit:

v To complete the investment aimed at doubling tleelpction capacity of the mine to ap-
prox. 11.5 million tons of commercial coal in 2015.

v" Additional investments in the modernization of #aft 1.5 in Nadrybie which will allow
an increase in net capacity to approx. 12 millmmstin 2018.

v To double resources and lifespan of the minepifroximately 2050, by obtaining licensg
and developing new prospective areas (increaseeegiole resources from ca. 237 millio|
tons to ca. 450 million tons).

v’ To strengthen the stable position of the main Beppf coal, in particular for power plantg
- to achieve a 20% share in sales of thermal codlé country by 2015, from ca. 14% in
2012.

v/ To remain the leader in the mining efficiency,ueidg at the same time Unit Mining Cash
Cost by 15% by 2017. in relation to 2012, in reairts.

v/ To maintain the leading position of innovativehteical solutions — the implementation of
the Intelligent Mine project.

=7

Source: Management Board’'s Report on the Activitiethe Lubelski Wgiel Bogdanka Capi-
tal Group for the period from 01 January 2013 td@&tember 2013.

19 A, JarugowaRachunkow& bankowa w warunkach gospodarki rynkawigj;] Rachunkow@ bankéw komer-
cyjnych ed. J. Jarugowa, J. Marcinkowski, M. MarcinkowsRantrum Edukaciji i Rozwoju Biznesu, Warszawa

1994, p. 1.
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Information on the strategy seems to be particutealuable in terms of supervisory
process.

The guidelines of the Directive of the EuropeanliBarent and of the Council
2014/95/EC of 22 December 2014, which are to bdeémpnted in the legal systems of
EU member states by the end of 2016, extend thgesabthe report on the activities with
information on, e.g., environmental matters, empyelated matters, gender equality,
respect for human rights, and the fight againstugtion and bribery. The Directive ex-
plicitly extends the perspective of the report loa activities from the perspective focused
on capital providers on the perspective of stakadrsl.

The importance of the report on the activities fridva point of view of meeting the in-
formation needs of capital providers and otherettakders has been confirmed empiri-
cally. In 2009, the results of studies conductedurope were published. The studies
concerned expectations of capital providers afiéofdrm and scope of information pro-
vided to them by compani®@sThe survey sample consisted of capital providersders,
shareholders), analysts, and other users of finhimfbrmation?!

Almost all respondents said that the financialestants and the report on the activi-
ties are the most useful sources of financial imfation?2 The survey results indicate that
among all reports (including financial statememsdsented by companies the report on
the activities to the greatest extent providesvastéinformation from the point of view of
decision-making. Almost all respondents answered they are fully satisfied with re-
gard to the financial information contained in ficgal reports. The financial information
contained in the report on the activities was &attery for 72% of respondents (includ-
ing 50% of lenders and 71% of investoisRespondents proposed the following im-
provements in financial and non-financial report{dy more / better information about
the risk management process, (2) more better gualiprospective financial information,
(3) to highlight the trends concerning the growthttee entity and its profitability, (4)
more information regarding analysis of competitess, (5) to improve information re-
garding business segments. These improvementseimefhort on the activities are ex-
pected by 48% of respondents (including 25% lendrds67% investor)

The results of research conducted in Poland byrdsddomska among financial ana-
lysts indicate that the report on the activitiethis most important source of non-financial
information for this professional group. Especialgeful for analysts is information re-

20 The survey was conducted on behalf of two orgdioza— the Conseil National de la Comptabilité (CNC)
and the European Financial Reporting Advisory GriEpRAG).

21 The study involved 32 respondents from 10 Europeamtries (including one from Poland).

22 For 25% of respondents the press provides usifaihdial information, for 31% of respondents impatt
source of information are economic studies, wiole42% of respondents the information derived fitben
market.

23 The respondents from the UK were the exceptiogy tanked the management commentary (report on the
activities) higher than the financial statements.

24 The needs of users of financial information. A (®ewey Pro-Active Accounting Activities in Europe, The
Conseil National de la Comptabilité and EFRAG 2009.
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garding the future development of the entity. Theuits obtained by J. Krasodomska
indicate further that the analysts expect a wigerge of information than is currently
published®.

4. THE SUPERVISORY BOARD TO GUARD THE RELIABILITY OF T HE RE-
PORT ON THE ACTIVITIES

Over the last decade, supervisory boards have beeonmextremely important link in
improving the model of disclosures and increashng reliability of the information dis-
closed by companies (PwC 2015). In Poland, sin@®28upervisory boards have been
required to ensure the reliability of the reporttbe activities (and the financial state-
ments). This issue is governed by two acts, ine,Accounting Act and the Commercial
Companies Code.

In accordance with the Accounting Act, the supemyisoard is obliged to ensure that
the report on the activities (and the financiatestaents) are in line with the provisions of
this Act?® For damage resulting from non-fulfilment of thekdies, they are jointly and
severally liable towards the compafiyCommercial Companies Code, in turn, requires
the supervisory boards to evaluate reports on thieities (and the financial statements)
with respect to their compliance with the books;utnents, and the actual stéte.

And thus the management board has responsibilitgfafting the report on the ac-
tivities and financial statements, and the superyi®oard - through its supervisory activ-
ities - ensures their reliability. It seems impattto examine what the supervisory activi-
ties consist of. This issue is determined by thgapization of work of the authorities in
the company and by the scope of competence ofitine supervisory board.

One should remember that the financial statemeets ¢ool for monitoring the effec-
tiveness of the strategy; hence the informatiortainrd therein is a sort of information
feedback for supervisory board members. It carefbes be assumed that the supervision
over the financial statements is damepostin the case of the report on the activities the
actions of supervisory boards includes two levélsupervisionj.e., ex postandex ante.
The supervisory board controls the credibility tfofbsures on the current financial situa-
tion and the achievements of the entity, its charayedl the reasons for these changes. It
seems that the tasks of the supervisory board gtadsib include the control of the relia-
bility of plans disclosed in the report on the tts (Figure 3).

25 . Krasodomskdnformacje niefinansowe, p. 242244,

26 Due to the fact that in areas not regulated byAtbeounting Act there is a reference to other ragoms, for
example to the National Accounting Standard NoR@port on the activities” or IFRS it is assumed tha
Supervisory Board should ensure conformity of #y@ort on the activities also with these regulations

27 Cf. Article 4a of the Accounting Act.
28 Cf. Article 382, § 3 of the Commercial Companiexi€.
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Fig. 3. Theex-postandex-antesupervision
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Source: Author’s own compilation.

One should keep in mind that the credibility of fim&ncial statements and reports on
the activities is determined by the reliabilitytbé entire accounting system. This reliabil-
ity can be ensured, among others, by expeditiotesrial control and risk management
systems in relation to financial reporting purpod@sclosures on this subject should be
included in the report on the activitiés.

5. PARTICIPATION OF SUPERVISORY BOARDS IN FORMULATING COM-
PANY PLANS AND STRATEGIES AND SUPERVISION OVER THE RE-
PORT ON THE ACTIVITIES

In today’s economic reality supervisory boards ol control the reliability of dis-
closures on e.g., management board plans, butthieeyselves shape these plans, which
is one of the dimensions of the supervision overréport on the activities. It should be
noted that disclosing information concerning futtaisses some doubts. Firstly, prognos-
tic information is burdened with large uncertaiatyd secondly, disclosure of information
about the company’s plans involves the risk ofrigsiompetitive advantatfe

2% For several years, publicly listed companies Hzeen required to disclose in their reports on thiwities the
report on the main features of their internal conémd risk management systems in relation to firemre-
porting.

30 M. MarcinkowskaRaport roczny z dziataloi i wynikéw przedsbiorstwa. Nowe tendencje w sprawozdaw-
czaoici biznesowejOficyna Ekonomiczna, Krakéw 2004, p. 138.
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According to A. Opalski, “the supervisory board shibassist the management board
in setting the company’s objectives and determinirgmethod of their implementation,
therefore, act as institutional advisor and managgrboard’s partner. Advisory is a par-
ticular manifestation of the supervision and stthegs its effectivenes®’ T. Kulesza
aptly notes that the advisory effectiveness ofrtile of the supervisory board depends,
inter alia, on the identification of the supervigtwoard members with the mission of the
company, as well as on the knowledge of the styaa@g objectives of the companyit
should be noted, however, that “the main task efdhipervisory board is not to propose
and develop the strategy, but to shape it by asgpand giving opinions on the appropri-
ateness of the management board’s guidelines. adsessment should not take prece-
dence over the management board’s positfon”

It is also important that the areas of activitidsttee two bodies do not overlap. It
seems that the supervisory board could act assiohary of the long-term strategy of the
company.” In this way the supervisory board memlbyessild control the strategic areas
of actions of the entity, actively participatingtileem (at the same time overseeing operat-
ing activities). The essence of this model wouldsist in the fact that the supervisory
board together with the management board wouldter@dong-term framework for the
operation of the enterprise within which the mamaget board would carry out day-to-
day management of the company. In this way thenpialeof both corporate bodies
would be best uséd

The participation of members of the supervisoryrtda strategic management takes
on new meaning at a time when this managementc@sed to be merely a theoretical
concept, but has become the constant componenisofdss management.

The involvement of supervisory boards in formulgtithe company’s strategy has
been confirmed by provisions of reports on thevéas of supervisory boards (which are
part of the management board’s report on the #es)i (Table 2). More than 66% of
companies within the Warsaw Stock Exchange WIGrgigx presented in their supervi-
sory boards' reports the activities related totetfr management. Importantly, 30% of
publicly listed companies within the WIG 30 havestvisory board committees on strat-

egy®

31 A. Opalski,Prawo gospodarcze i handlowe. Rada nadzorcza weemikcyjnejC.H. Beck, Warszawa 2006,
p. 512.

32T, KuleszaNadzor korporacyjny a zagdzanie spoik kapitatow;, LexisNexis, Warszawa 2002, p. 202.

33 A. Opalski,Rada nadzorcza jako strategiczne ogniwo tadu kapginego spotki akcyjnejin:] Europejskie
prawo spotekvol. Ill: Corporate governangeed. M. Cejmer, J. Napierata, T. Sojka , Woltetswer, Kra-
kéw 2006, p. 344345.

34 J. Gad,Rachunkow&* w procesie nadzoru w spotkach publicznyataca doktorska przygotowana pod kie-
runkiem E. Walkskiej, £6dz 2010, p. 235.

35 PGE, Tauron, Netia, Orange Polska, TVN, OrlenpkpKGHM, Lubelski Wgiel Bogdanka.
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Table 2. Excerpts from supervisory board reportshenactivities in companies listed on the War-
saw Stock Exchange (2013).

Company The actions of supervisory boards related to the sitegic management pro-
name cess.
Alior Giving opinions on the Bank’s long-term deepiment programmes and annual

financial plans. Approval of the Bank’s strategyldhe rules of prudent and stable
management of the Bank.

City Hand- Approval of the Bank’s strategy and the rules eofdant and stable management of
lowy Bank the Bank.
Boryszew Measures to improve the efficiency of nggmaent of the Company to maximize

the financial performance of the Company and irsgeats stock market value and
ensure its long-term development. The duties ofShpervisory Board include,
among others, approval of annual action plans @fGbmpany and its long-term
development programs.

Cyfrowy Approval of annual and long-term programs of them@any prepared by the
Polsa Management Boarc

ING Bank Approval of the rules of prudent and stable managerof the Bank and strategy
Slaski prepared by the Management Board and periodic weaied verification of its

implementation, as well as the approval of longrtetevelopment plans of the
Bank prepared by the Management Board and anmaidial plans of the Bank’s

operations.

JSW Approval of operational strategies of the JSAV@pinions on the annual plans of
the JSW SA.

KGHM Monitoring the implementation by the ManagemBpard's the company’s strate-

gy and giving opinions on how the strategy in fonoeets the needs of the chang-
ing reality. Monitoring the implementation by theaWagement Board of the annu-
al and multi-year plans of operation of the Compang assessment whether they
require modification. Assessment of the consistdsetyeen the annual and long-
term action plans of the company and the stratégfyspoCompany implemented by
the Management Board and presenting proposalsossilple changes in all these
documents of the company.

LOTOS Determining the scope, detail and deadlimesstibmission by the Management
Board of annual budgets and multi-annual strategigproval of the Group’s
strategy. Giving opinions on annual budgets.

Lubelski Approval of the strategic long-term plans of then@pany and their changes. Ap-

Wegiel proval of annual business and financial plans ef@ompany and their changes.

Bogdanka

mBan} Approval of the annual financial plans and I-term developmentlans.

NETIA Activities concerning the Company’s futurevédopment areas. Monitoring key
indicators of investment spending.

ORANGE Examination of the strategic plan and annual budgatmulation of opinions and

POLSKA recommendations by the committee on strategy fer Shpervisory Board con-

cerning strategic plans prepared by the ManageBwesitd and comments from the
Supervisory Board on such plans, in particular eomiag the main strategic op-
tions. Consulting all strategic projects.

ORLEN Opinions on the annual financial plans. Apaioof the Company’s strategy and
long-term financial plans. Evaluation of the impattplanned and implemented
investments and divestments on the shape of thep@uwyts assets. Giving opin-
ions on the development strategy of the Compargtluding long-term financial
plans.
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Company The actions of supervisory boards related to the sitegic management pro-
name cess.
PGE Approval of annual and long-term financial glaas well as defining their scope

and when the plans should be submitted by the Bégproval of the Company’s
development strategy.

PGNIG Approval of annual business plans. Approfahe Company’s Strategy and the
PGNIG Capital Group and strategic long-term plans.

PKO Bank Approval of the strategy of the PKO Bank Polski &/l the annual financial plan.

Polsk

PzU Approval of long-term plans of development bé tcompany prepared by the
Management Board and annual financial plans.

SYNTHOS Approval of annual business plans, findrei marketing plans of the Company
(the budget) prepared by the Management Board atailetl reports on their
implementation.

TAURON Evaluation of Corporate Strategy. Evaluatadrthe impact of planned and imple-

mented strategic investments on the shape the Gonspassets. Monitoring the
implementation of strategic investment projer

TVN Overview of the Business Plan of the TVN Groamnitoring progress in imple-
mentation of the Plan by the TVN Group and its merspin accordance with the
principles and objectives set out in each reletarsiness Plan, as well as an over-
view of the conditions of each contemplated actjaisi sale, implementation of
strategic projects, alliances, and cooperation.

Source: Author’s own compilation.

Reports on the activities of supervisory boardsicate that they act as opinion-
forming as regards the company’s strategy. Witlarggo the involvement of supervisory
boards in formulating strategies the reports defnates such wordings as: approval,
evaluation, review, giving opinions, monitoring aexining, and consulting.

It seems that the model of cooperation betweenrstipervisory board and manage-
ment board presented in this paper in respecteo$titategy works in the practice of pub-
lic companies.

6. CONCLUSIONS

The report on the activities is an important tobtaerporate governance. It constitutes
one of the main sources of information for sharéérd and other stakeholders. The re-
port on the activities presents information whista help the Management Board to ac-
count for its actions. In this report, the manageimeoard reveals information about
events, decisions and factors which may have afignt impact on the future of the
entity; in particular, it is important to determittee entity’s objectives and the risks and
threats to their implementation. It also providefimation on the effectiveness of the
use of capital by the Management Board and on ltrespelated to the use of this capital.
The process of enlarging reports on the activitrféh additional disclosures on e.g., cor-
porate social responsibility makes this report mpdrtant source of information for a
wide range of stakeholders. The report on the itietivalso allows shareholders and other
stakeholders to better understand the financitstants.
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The report on the activities seems to play a speaia in the supervision carried out
by supervisory boards. The report is an expressicm consensus obtained between the
Supervisory Board and the Management Board regarelig., the strategy of the entity.
As noted by A. Opalski “the history of supervisdryard is a history of breaking by the
legislator the original model of integrating managlefunctions and supervisory func-
tions in one body. In recent years, however an sipgpdrend can be observed aimed at
ensuring closer cooperation between the supervisosyd and the management board.
The supervisory board is to be an advisor and managt board’s partner, and wider
participation in shaping the company’s strategyimake supervision more effectivé.”

Importantly, while controlling the content of theport on the activities the superviso-
ry board executes both ax postandex antesupervision. It checks the compliance of
disclosures both with the actual financial situatend assesses the reality of plans and
intentions mentioned in the report.

It should be noted that the report on the actisitiesolves certain risk. Due to its form
it is difficult to guarantee that all informatioromtained therein will be consistent with
reality. The management may be tempted to expasedBitive side of the company’s
operations in the activity report and ignore orseré the risks and hazards associated
with these activities to a limited extent. In aduit the report provides prognostic data
that are difficult to verify. It seems that comrmitf the statutory auditors to assess the
conformity of the information contained in the refpon the activities with the actual situ-
ation of the company, coupled with the control eisd by the supervisory boards will
increase its credibility.
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SPRAWOZDANIE ZARZ ADU Z DZIALALNO SCI JAKO NARZ EDZIE
NADZORU KORPORACYJNEGO — PERSPEKTYWA DAWCOW KAPITALU,
RAD NADZORCZYCH ORAZ POZOSTALYCH INTERESARIUSZY

Celem artykutu s identyfikacja oraz analiza obszar6w wykorzystasfgawozdania
z dziatalndci jako narzdzia nadzoru korporacyjnego realizowanego przezcdamkapitatu,
cztonkéw rad nadzorczych oraz pozostalych interesay. Tréci zaprezentowane w niniej-
szym artykule opracowano w oparciu na studiachalitey krajowej i zagranicznej oraz ana-
lizie raportow rocznych spotek publicznych notowamyna GPW w Warszawie. W ramach
badania wykorzystano metpihdukcji. W niniejszym artykule dokonano analizykerzy-
stania sprawozdania z dziatadobprzez trzy grupy iytkownikéw: dawcow kapitatu, rady
nadzorcze oraz pozostatych interesariuszy. Spraavoed dziatalnéci stanowi podstagwdo
rozliczenia s zaradu z odpowiedzialni@i. Dawcom kapitatu sprawozdanie z dziatdlrio
dostarcza informacji na temat wykorzystania przazarl powierzonego kapitatu. Z kolei dla
pozostatych interesariuszy sprawozdanie z dziadalrjest istotne pod wzgllem m.in. spo-
tecznej odpowiedzialrioi przedsgbiorstwa. SzczegOlnie istotne wydaje svykorzystanie
sprawozdania z dziataléc przez rady nadzorcze. Bigr pod uwag, ze w wielu spétkach
rady nadzorczegszaangaowane w formutowanie strategii jednostki, nowegamiaru nabie-
ra nadzor nad sprawozdaniem z dziatétndtére w duej mierze zawiera informacjetisce
pochodn strategii. Sprawowanie przez rady nadzorcze nadmad sprawozdaniem z dzia-
talnosci ma dwie gtdwne ptaszczyzny. Pierwsza polega avarkli prawidlowdci ujawnia-
nych danych w sprawozdaniu z dziatacipdruga natomiast na kontroli zaéh dotyczcych
przyszigci spotki sformutowanych w sprawozdaniu z dziatdbioRozwaania prowadzone
w niniejszym artykule dotyezdualistycznego modelu nadzoru obgmijacego m.in. w Pol-
sce.

Stowa kluczowe: sprawozdanie z dziatalég, nadzor korporacyjny, rada nadzorcza,
dawcy kapitatu
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MOTIVES AND ATTITUDES OF HEALTH CARE
WORKERS IN THE LIGHT OF RESEARCH

The objective of this article is to identify thetical issues related to the process and
tools for motivating and to examine attitudes andtivation of the nursing staff in
healthcare facilities and hospitals. In order toomeplish the stated objective, the measures
taken came down to the following: factor analysid aategorization of additive factors, de-
termination of categories of hypothetical motivesl attitudes, developing a questionnaire
with appropriate scales corresponding to the aftsiiatypes in order to measure motives
and attitudes, operationalization of the obtainathdand an analysis of the results of the
conducted study. The test group was formed by pe98en sample, selected from the gen-
eral population of the nursing staff of healthcarganization units of the Malopolska re-
gion. In the light of the obtained results of thedy, it may be noted that the structure of the
dominant motives behind entering the nursing psifes and attitudes towards the per-
formed social role in the rank ordering within thighest rank (allocentrism) developed at
the level of 95% and 100% respectively. A similémation may be observed in terms of the
examination of the structure of motivational-cogmtfactors behind taking up and per-
forming the socio-professional role of the nursimgrsonnel, where allocentrism comes
clearly to the fore, as indicated in case of mdibraand attitudes by 98% and 100% of the
subjects, respectively. Taking into account theiltesof the empirical research, it should
first be stated that while choosing one's profesdioe test group was driven by allocentric
motives, inner voice and sensation seeking.

Keywords: human capital, motivation, attitudes, employedthezare, social roles

1. INTRODUCTION

Management, both in theory and in practice, sugpietisions on how to plan, organ-
ize, motivate and control one's own work, as welbations of other people, so that it is
possible to achieve a common goal. In fact, managérnmvolves determining a set of
methods which, with the help of various planninggpirational and control instruments,
are to increase productivity of the whole resouriethe business. It also teaches how to
get productivity out of people by means of inducittwallenges in them, with unifying
actions of their combined forces as part of theieagment of overarching goals of the
organization.

The most important asset of the organization amadmresources perceived ,(...)
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through the prism of components of the businesstasas well as the competitive factor
(...)"% known today as human capital. Human capitaleogifhg intangible values within
a human, is frequently identified with knowledge, talentseative activity and energy.

Human capital is a ,,combination of intelligenckills and expertise, determining a
distinct nature of the organization. The human elei...) is the one that is able to learn,
change, innovate, act creatively and that, whenivaietd in an appropriate way, will
guarantee a long-term existence of the organizdtidduman capital is thus the most
important element of intellectual capital, whichnsists of ,,the knowledge that is ac-
quired in the organization, flows through it andoogs to intangible assets, which, along
with material resources (money and fixed assetsjtermarket or total value of the organ-
ization™.

Without competent staff the organization will eitlstrive for inappropriate objectives
or face difficulties in achieving appropriate goalscharacteristic feature of human capi-
tal management is to treat it as ,personality edfithat has a specific value. This term is
proposed to be understood as ,,a set of resoufgesychological nature, including per-
sonality traits and temperament, as well as matimat — cognitive factors along with
individualized strategies for their applicationpest of performed social roles, whose high
value for the organization in a generalized forfe&s the level of effectiveness of human
resources in the process of implementing orgamizatigoals”. It is a component of the
social capital of the organization, thus determinthe level of intellectual capital, or
more generally, the basis for organizational cépita

The subject of analyses of this article is to idfgrntheoretical issues concerning the
process and tools for motivating and to investigdtitudes and motivation of the nursing
personnel in health care facilities and hospithisorder to achieve the study objective
that was set in this way, the measures taken cawa tb a few stages — factor analysis
and categorization of additive factors, selectimg ¢ategories of hypothetical motives and
attitudes, drawing up a survey questionnaire wyprapriate scales for measuring mo-
tives and attitudes that correspond to the abstattpes, operationalization of the ob-
tained data as well as analysis of the resulth®fconducted study. The test group con-
sisted of a 98-person sample, selected from thergepopulation of the nursing staff of
healthcare organization units of the MalopolskaargSurveys using the original ques-
tionnaire, were carried out in Tarnow and Dabrowandwska.

In the light of such a research perspective, ardailje was to answer a few essential
research questions:

— What are the characteristics of the social subsy®f the organization?

4 Compare: D. Klak, K. MrozowiczZachowania przeddbiorcze kapitatu ludzkiego organizacji (ywietle
badania rél zespotowychljin:] Oblicza przedgbiorczagici, ed. A. Postuta, B.Glinka, J. Pasieczny, Wydawnic-
two Naukowe Wydzialu Zagrizania Uniwersytetu Warszawskiego, Warsaw 20122p.

5 Compare: D. KlakQrganizational dimension of management of humaritalagelection procesgin:] Prag-
mata Tes Oikonomias VJled. P. Ucieklak-Je “Prace Naukowe Akademii im. Jana Dlugosza wsBzcho-
wie”, Czestochowa 2014.

6 N. Bontis, N.C. Dragonetti, K. Jacobsen, G. Rddss knowledge toolbox: a review of the tools awdéao
measure and manage intangible resour¢Esiropean Management Journal” 17/4 (1999), p—392.

7M. Armstrong,Zarzdzanie zasobami ludzkin®ficyna Ekonomiczna, Krakéw 2005.

8 Compare: K. Mrozowicz\Niektore aspekty zagdzania kapitalem osobow@owym (na przyktadzie organiza-
cji ratownictwa gorskiego [in:] Zarzdzanie rozwojem organizagjied. S. Lachiewicz, Wydawnictwo
Politechniki £6dzkiej (Publishing House of the Lodniversity of Technology), Lodz 2007.
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— What factors play the dominant role in the hurnahural subsystem?

— What are the motives that encourage to take dppéay social and professional
roles by the nursing staff of the Health Service?

— What characterizes professional preferencesefgedind passions, which  form
the base of attitudes towards life and one's psaia8

2. ORGANIZATIONAL DETERMINANTS OF BEHAVIOR IN SOCI AL ROLES

Organization is an ordered in a rational way seethnical system [see 10], which is
co-created by the following subsystems: a subsystegoals and values, psychosocial,
structural, technical and management 8n&a important role in shaping the competitive
advantage of the organization is therefore playgdnlaacroeconomic and financial pro-
cesses, however, organizational culture and orgtaiml behaviors of its members are
also more frequently indicated as the source ofiljisamic development. The above-
mentioned observation relates in equal measureat@norganizations as well as to so-
cial ones. James Stoner et al. point that ,,theur@ilof the organization is a set of im-
portant notions, such as norms, values, attituches beliefs which are common to the
members of the organizatiof” Edgar Schein presents it a little wider, assystem of
common basic premises, assimilated by the groupeveilving problems of adapting to
the environment and internal integration, whichctions reasonably well to be regarded
as relevant, and therefore — which ought to behat@ynew members as an appropriate
way of perceiving, thinking or feeling in referente those problem$®. An object of
analysis of organizational behavior should be et that the member of the organization
potentially has a certain group of features whiakenhim/her a unique individual with an
immanent wealth of inner experiences, accompantyiagperformance of specific organi-
zational roles. A factor which integrates the adtof the organization with the behavior
of its members is the social roles that are playegdin. The coincidence and correlation
of both elements of the social subsystem of thamimption are a two-way process.

The psychosocial subsystem consists of the paatitipof the organization, their mo-
tivations, attitudes, values, culture and bondstag among thefd. These are the ele-
ments of the personality system. The remark of mament theorists is focused solely on
cognitive factors of personality, eliminating frooonsiderations the phenomenological
aspect of human behavior, at whose grounds are ialsaidition to these, biological de-
terminants of the operation of personality. Perbtyne understood here in accordance
with the term formulated by Ernest Hilgard, whichused to determine the organized
structure of individual characteristics and modédehavior of the individud?. In this
perspective, characteristics define specific waysadapt the given individual to his/her
environment®. They are then subject to exemplification in tleefgrmed social and occu-
pational roles. One should therefore clearly realire fact that the social subsystem is in

9 H.J. Leavitt, Applied organizational change in industry: strugliand humanistic approachgin:] Handbook
of organizationsed. J.G. March, H.A. Simon, Rand McNally, Chicd§65.

10 J.AF. Stoner, R.E. Freeman, D.R. GilbertKierowanie PWN, Warsaw 2001, p. 186.

1 E. ScheinQrganizational culture and leadershipassey Bass, San Francisco 1992, p. 25.
12 A, Kozminski, W. PiotrowskiZarzdzanie: teoria i praktykaPWN, Warsaw 2007.

1 E.R. Hilgard Wprowadzenie do psychologhWN, Warsaw 1967.

14 E.R. Hilgard, D.G. Marquis?rocesy warunkowania i uczenig sPWN, Warsaw 1968.
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total ,,a set of undertaken and performed socideprional roles, which are played by
participants of the organization according to foireal principles and standardized oper-
ating rules that a particular organization has tiger and used in the process of achiev-
ing its objectives'™.

3. THE MECHANISM OF MOTIVATION AND ATTITUDES

The underlying basis for motives and motivatiors meeds, conditioning specific hu-
man behavior that aims at satisfying them, as agltasks which the individual sets to
himself/herself or which are imposed from outsideneed is most often defined as the
state of the body caused by some lack, which léadise disturbance in the body's inner
balance and triggers off disruptions in the proa#dse and development.

The concepts of motivation and motivating have albidvinterpretation in the mother
psychological theory, hence there is no such inétation also in the management theory.
Due to the fact that it is a sufficiently well-knavphenomenon, whose understanding is
common, and whose use includes actions in theadreaman resources management that
are grounded in organizational practices, it wasidésl to review the theoretical ap-
proaches to a far limited minimum.

In Pszczotowski's praxeological definition, ,motii is a system of motives or a
synonym of motivating as an action in search ofivestfor action. Motivating is thus a
method of influencing the subject's behavior thioagdefinite set of stimuli, which will
be secondarily transformed into motivésThe position in the field of management psy-
chology by Micha states that motivation is created by ,,a groufpafes and factors that
stimulate and maintain human activity in behaviairsing at the achievement of certain
goals. Motivation is always a complex phenomenomnéd as a series of single motives,
and is a determinant of activity of a working m&nThis approach is analogous to classi-
cal views, created in the bosom of psychology, fniclv it is stated that ,a group of men-
tal and physiological processes which underlie hurbahavior and their changes are
motivational processes. These processes diredbehavior of the individual to achieve
specific, important for them states of things, diréne performance of certain activities in
a way which leads to the desired results. Sucls@trenay be a change in external condi-
tions, as well as a change within oneself, a charfigee's own position. If a person is
aware of the result of their actions taken, thext thsult will be referred to as a goal”. The
beginning of it shall be the needs that one femsising certain demands or establishing
some goals, and these in turn lead to increasedairtensions (emotions connected with
unfulfilled desires), and as a consequence to magasures aimed at the achievement of
specific objectives (reduction of that tensionjsfattion of the need — deficiency or ex-
cess).

15 K. Mrozowicz, Charakterystyka zachowaorganizacyjnych wwietle bada nad wspoétzatinascig cech
osobowdci, ,Zeszyty Naukowe Uniwersytetu Szczeskiego. Ekonomiczne Problemy Ustug”, 573/45
(2009), p. 434.

18 T. Pszczotowski,Mata encyklopedia prakseologii i teorii organizacjOssolineum, Wroclaw 1978,
p. 123-124.

17 F. Micha, Organizacja i kierowanie w przedbiorstwie wswietle socjologii i psychologii pragyKsigzka
i Wiedza, Warsaw 1981, p. 120.
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In order to unify the previous approaches to thdeustanding of motivation, it can be
stated that as a psychological mechanism it detesnthe inner strength of the man —
similar to physical strength — that enables anjoacfThat strength is ,impulses, instincts
and wishes, as well as states of tensiSh#lotivating, on the other hand, is ,,understood
as a process of conscious and deliberate influendde motives behind human conduct
by means of creating the means and opportunitiesmpéement their systems of values
and expectations (goals for the action) in ordeolitain the incentive goal (it relates to
the so-called employee motivatiof)” By motivation we shall understand the process
which causes, directs and sustains certain betmabpeople among other alternative
forms of behavior, in order to attain specific go@he basic model of motivatith

We owe the emergence of the concept of attitudésipresent meaning to sociolo-
gistg?, which according to the classical definition ofp@rt, indicates a mental and nerv-
ous state of readiness triggered by experiencentavdirected or dynamic influence on
reactions of the individual towards all the subgemt situations he/she is relateéfto

On Polish scientific grounds, Stanistaw Nowak defirattitude as ,,the total of rela-
tively stable dispositions for the assessment gifzan subject and for emotional respons-
es, as well as optionally accompanying these emattio evaluating dispositions of rela-
tively stable beliefs about the nature and charisties of that subject and relatively sta-
ble dispositions to the behavior towards that sttbj& The model of a perfectly rational
attitude expresses the thought that ,the attitude eertain man towards a certain subject
is the total of relatively stable dispositions frguuging that subject and reacting emo-
tionally to it or even the accompanying emotionad &valuating dispositions of relatively
stable beliefs about the nature and characterisfitisat subject and relatively stable dis-
positions to the behavior towards that subject”.

4. SOCIO-PROFESSIONAL ROLES

Social role, which was previously mentioned, iharent system of behavior, result-
ing from affiliation of the individual to certainrgups and other communities. Every so-
cial role consists of respective rights and oblaye, privileges and duties, regardless of
whether we mean the role of a family member, friestddent, employee or retired person.
The implementation of these obligations (provisiserjpt) is the fulfillment of the provi-
sion of the role. Role is discussed both in terfissdulfillment as well as social expecta-
tions that are addressed to it.

The scope of implementation of every social rolpatels on several factors, and
among them are anatomical and mental characterigfithe individual, personal model
accepted in a particular group or another typeoafad community (also organization),
way of defining the given role by the person whafqens it and by the community,

18 F, Michai, Organizacja i kierowanie w przedbiorstwie wswietle socjologii i psychologii pragyPublishing
House Ksizka i Wiedza, Warsaw 1981, p. 118.
19 S. BorkowskaSystem motywowania w przedsorstwie PWN, Warsaw 1985, p. 12.

2 See L. Koziot, M. Tyraska, Motywowanie pracownikéw w teorii i praktyc8iblioteczka Pracownicza,
Warsaw 2002, p. 14.

2 More in S. MikaWstp do psychologii spoteczndfWN, Warsaw 1975, p. 64.
22 More in W. JakubowskiSpoteczna natura cztowiek@lipsa, Warsaw 1999.
2 Teorie postawed. S. Nowak, PWN, Warsaw 1973, p. 23.
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structure and organization of the group, and alsracterization of sanctions possessed
by the community towards their members who despositive or negative distinction.
It needs to be emphasized that the performancele$ (voluntarily or under duress)
by the individual is of fundamental importance fiamself/herself and for the society.
A variety of social role is professional role (dizethe fact that occupational role is
one of many social roles played by the individualwas decided to call it a socio-
professional role, in order to emphasize its sigaifce for the subject and its connection
with the social background), by which we mean: jaternally coherent set of powers,
obligations and actions of the employee, resulfiogn the social division of labor and
professional functions, within which the role igfoemed”.
It is created as a result of the interaction oééhfactors:
— organizational structure of the company, whichudels the total of social roles,
associated with certain positions in the organizeti space,

— organizational culture, which means a customary teawitional way of percep-
tion, thinking and conduct, accepted by all merslméithe community,

- employee's personality, including biological chaegstics and cognitive factors
(motives, attitudes, value system, etc.).

When it comes to norms which define it, the sodiofg@ssional role is formed by ex-
ternal orders, inner beliefs and real behavior, @y to express it lies in attitudes and
employee motivation.

The effectiveness of playing a role depends onntbiéual matching of requirements
and behavior, since satisfaction with the roleierifrom the compliance of behavior and
the desire for the role. Often a conflict occursaeen the employee and the organization
over the fulfillment of the role for reasons rethfer instance to the maladjustment to the
requirements of the role, incorrect allocation loé trole, insufficient or excessive de-
mands, conflicting requirements imposed by diffemperiors, etc.. If the characteristics
and desires of a given person are largely malastjust the requirements of the role and at
variance with them, it leads to low job satisfacti@ecreasing commitment and a de-
crease in effectiveness.

5. THE STRUCTURE OF MOTIVATIONAL-COGNITIVE FACTORS
ACCORDING TO THE STUDY

In the light of the obtained findings, it may beewthat the structure of the dominant
motives for entering the nursing profession andualtts towards the performed social role
in the rank ordering are as follows (tables 1 and 2

Table 1. Modes of the structure of motivation

Rank Modes of the structure of motivation %
| allocentrism (altruism, the need to help others) 95%
Il vocation (a sense of mission) 92%
[} stimulation (seeking sensations or strong en) 83%
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Table 2. Modes of the system of attitudes

Rank Modes of the system of attitudes %

| allocentrism (altruism, the need to help others) 100%

Il prestige (social image, self-esteem) 94%

stimulation (seeking sensations or strong emotions) 94%

1 curiosity (inspiration, novelty, changeability) 89%
\% vocation (a sense of mission) 84%

Table 3. The structure of motivational-cognitivettas behind adopting and performing the socio-
professional role of the nursing staff in the lighithe results of the study carried out with
the use of a multiple-choice questionnaire

Motive Attitude
Category [scale] (%) (%)
of motive and attitude Y
es
Allocentrism
Prestige
Vocation
Curiosity
Finances
Tradition 2% 98% 4% 96%
Imitation 4% 96% 16% 84%
Necessity 36% 64% 38% 62%
Social pressure 3% 97% 30% 70%
Testing oneself 6%

The findings concerning the ranking of motives attitudes towards the assumed
and performed nursing function in a bidirectionahk order is graphically presented in
figures 1 and 2.
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Fig. 1. Distribution of motives and attitudes todsthe adopted and performed nursing function in
rank order (yes)
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Fig. 2. Distribution of motives and attitudes todsthe adopted and performed nursing function in
rank order (no)

CONCLUSIONS

The obtained results of the study lead to the ¥alhg conclusions:

— while choosing the currently performed professitwe, test group was guided by
allocentric motives (antithesis of egocentrismpeinvoice and sensation seek-
Ing,

— every third subject was driven by social recognit{83%), curiosity (31%) and
economic reasons (36%), which had forced them tmsh this particular occu-
pational activity (compare fig. 1),

— the subjects unanimously questioned the continmatib family tradition, the
pressure of society and imitating other people ciiare otherwise known to be
a strong factor in modeling human behavior, creatihin socialization and at-
tribution,

- nearly 80% of the subjects did not pay attentiothtolevel of earnings, which is
very hard to believe from the perspective of betvavand defiance of this occu-
pational group,
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— social mechanisms of shaping and protecting themsamage occurred during
the study, which, to some extent that is hard sess have distorted the results
of the research. The group clearly used attribubthe 'providing assistance,
unselfish volunteer' type, which forms a very pesitsocial image, praiseworthy
associations and in this form it has been absomdtde manner of perceiving
oneself and one's image in the environment, andhwiides not prove the scien-
tifically and practically verified knowledge abadie motivational significance of
remuneration and does not match the social behaficthe group (hunger
strikes, protests of nurses).

In order to evaluate employee maotivation and atétutowards the performed social
and occupational roles, it seems reasonable tademsome of the proposed suggestions
that are the real conditioning of rational humanctioning.

One of the most important mechanisms for shapimhraodifying behavior, thoughts
and feelings of the individual is social impact,iletthe phenomenon of behavior modifi-
cation, that determines this process is referredstsocial learning. As a result of this
process, to put it simply, values and group nottimst, have been developed by members
of a particular group and as such are in effeet given community, are incorporated into
one's individual system of values, and also a fipesocial role, whose performance
would meet social expectations contained thersimnidertaken and performed as part of
it.

Roughly speaking, evolution of the concept of solgarning shows that learning is
possible due to a number of factors, and among thenreinforced consequences of
reactions of the individu#, an ability of symbolization, aggregation and aikation of
experiences into cognitive schenfatan ability to imitaté® and symbolic behavior mod-
eling, an ability of self-regulation, as well as assessment of one's efficiency, which
plays a major part in human activityBeliefs about one's self-efficacy affect the vedy
thinking, feelings, behavior and the way of motingtoneself to actions, thus determining
what one will decide to do, how much effort he/ghk invest in it, how persistent he/she
will be in the face of overcoming obstacles andegigmced failures, whether the assimi-
lated thinking patterns lead him/her toward disegement, or rather to the mobilization
to experience current and anticipated contacts thighkenvironment and organization.

Psychology of individual differences and socialgsylogy enable more profound ex-
ploration of the determinants of mental participatof the individual in social and organ-
izational processes, that is adaptability of thenimers of the organization to the environ-
ment in the light of one's human capital.

24 Compare: B.F. SkinneZachowanie gi organizmow Polish Scientific Publishers PWN, Warsaw 1995; J.
Dollard, N.E. Miller,Osobowd¢ i psychoterapiaPWN, Warsaw 1967; J.B. Rott&ocial learning and clini-
cal psychologyPrentice Hall, Engelwood Cliffs 1954.

%5 Compare N. Cantor, J.F. Kihlstrofersonality and social intelligenc&ngelwood Cliffs, Prentice Hall 1987.
% See M. SnydeiOn the self-perpetuating nature of social stereetyfin:] Cognitive processes in stereotyping
and intergroup behavigred. D.L. Hamilton, Lawrence Erlbaum, Hillsdale819K.J. Tillmann,Teorie socja-

lizacji: spoteczng, instytucja, upodmiotowieni®WN, Warsaw 1996.

27 Compare: A. Bandur&elf-regulation of motivation through anticipataand self-reactive mechanispis]
Perspectives on motivation: Nebraska symposium ativation, ed. R.A. Dienstbier, University of Nebraska
Press, Lincoln 1991/38, p.6864; T.L. Rosenthal, B.J. Zimmerm&dncial learning and cognitigrAcademic
Press, New York 1978.
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MOTYWY | POSTAWY PRACOWNIKOW StU ZBY ZDROWIA
W SWIETLE BADA N EMPIRYCZNYCH

Celem niniejszego artykutwy sdentyfikacja zagadnieteoretycznych dotygzych pro-
cesu i nargdzi motywowania oraz zbadanie postaw i motywacjspeelu piejgniarskiego
w placowkach opieki zdrowotnej i szpitalach. Podcealizacji celu badawczego przepro-
wadzono analig czynnikowvs i kategoryzagj czynnikow addytywnych, wytonieniono kate-
gorie hipotetycznych motywdw oraz postaw, opracawkwestionariusz ankiety z odpo-
wiadapcymi wyabstrahowanym typom odpowiednich skal do jpomnmotywow i postaw,
operacjonalizacji uzyskanych danych oraz dokonaraizy wynikéw przeprowadzonych
bada. Grug badan tworzyta 98 osbb, ktgrwybrano z populacji generalnej personelu pie-
legniarskiego jednostek organizacyjnychzbly zdrowia terenu Matopolski.

W $wietle uzyskanych wynikow badanazna skonstatowi ze struktura dominggych
powod6éw podejmowania pracy w zawodzie gieliarskim oraz postaw wobec petnionej
funkcji spotecznej w porgku w ramach najwiszej rangi (allocentryzmu) ksztattowatg si
odpowiednio na poziomie 95% i 100%. Podobnie rzgeedstawiata giw odniesieniu do
bada struktury czynnikbw motywacyjno-poznawczych podajwania i odgrywania roli
spoteczno-zawodowej personelu pgrliarskiego, gdzie wyemie na czoto wysuwa sial-
locentryzm, ktéry wskazato w przypadku motywagpiastaw odpowiednio 98% i 100% re-
spondentéw.

Biorac pod uwag wyniki bada empirycznych, naley skonstatowd ze grupa badana
przy wyborze wykonywanego zawodu kierowata pobudkami allocentrycznymi, we-
wnetrznym przekonaniem oraz poszukiwaniem xefa

Stowa kluczowe:kapitat ludzki, motywacja, postawy, gha zdrowia, role spoteczne
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VISUAL IMAGE IN OUTDOOR ADVERTISING
AS A WAY OF REACHING A POTENTIAL CUSTOMER

As rightly noticed Albert Einstein: “the words vigh and spoken, language at all, seems
to be irrelevant in the mechanism of my thoughtcpsses. That's images, more or less
clear, appearing and connecting with each othezwamy request, are essential elements of
thinking. " The image is a way to reach the majouif the population. With its help pass on
subconscious messages to influence the decisionasbémers. Generally commercial or-
ganizations and non-commercial use outdoor adimgtisvhere their posting materials with
their message of an advertising nature, informatémtucational, as the images themselves,
or connected image with the content. How much impgaey have on potential customer and
gave in him certain behaviors, depends largely @m they are visually designed and what
presents. The author of the article describes Thibutes of visual message and how to use
them. Indicates the examples of actions that ameghtaken to improve the attractiveness
and effectiveness of messages by means of an irBaged on an analysis of the images
appearing on outdoor was made analysis of policingease the attractiveness of communi-
cation. In addition, the article presents the rssof focus groups and individual interviews
on the perception of outdoor advertising, includinginly the graphic part, by the public,
which confirmed the effectiveness of actions.

Keywords: advertising, image, outdoor, Cl outdoor researctdaar advertising

1. INTRODUCTION

Nowadays, advertising is redefining its functicarsd objectives. In addition to the
promise, information and encouragement to ack iidurping the right to create reality,
design relationships and create social perceptions.

It has a strong message suggestiveness, whiah tofteslates into its credibility. This
increases the power of influence and makes it aalitimediator" in various areas of so-
cio-economic developmeit

Since Jared Bell, in the mid 1800, presented & tpaster in the public, the advertis-
ing of billboards still is as one of the top medifon promoting a brarid

Outdoor advertising is one of the oldest and nsostmon means of advertising. It is
most often used to build campaign reach and fregdett is often treated as a television
or press campaign support, but also as a strategtun?.

1 Kamila Peszko, PhD, Wydziat Zadzania i Ekonomiki Ustug, Uniwersytet Szczesti, ul. Cukrowa 8,
71-004 Szczecin, e-mail: kamila.peszko@wzieu.pl,tel8 91 44 43 190

2t . Mikoda, Reklama — metamorfozy przekafio:] M. Wierzchai, J. OrzechowskiNowe trendy w reklamie.
Miedzy nauk a praktylg, ,Academica”, Warszawa 2010, p. 198.

3 A. Thomas;The Economics of Successful Billboard Advertis2@j5, p.7
4 M. Struzycki, T. HeryszekNowoczesna reklama na wspdtczesnym rybkin, Warszawa 2007, p. 97.
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It is a form where special emphasis is placed amsgmers when they're away from
home - in public places, means of transport, dhatmalf. With outdoor advertising it is
possible to achieve a high level of coverage apeétigon. Expansion of the outdoor ad-
vertising corresponds to the need of reaching lmsbciety that is constantly in motfon
As K. Malvin rightly pointed out ,Outdoor advertigj is the only type of media that has
constant exposure. Noother type of advertisingwallgour message to be displayed 24
hours a day, seven days a week”

Its essence is expressed by a combination of inaamgke media communication - a
combination of visual advertising affecting the serof sight and the technical media
related to its publicity placement. The ease angensality of contact with, whether a
passerby or the driver of the car or other meartsanfportation are a special advantage
of outdoor advertising. They allow longer and r@pddime of recipient's contact with the
message

Outdoor is a non-selective medium, and therefoeenbessage must be understood by
each recipient, especially bearing in mind the agerlength of interaction of recipient of
the message lasting from 2 to 3 seconds. In the chsvalking consumers, on average,
the length of contact can be up to seven secohdsassumed that for the message to be
effective, it should consist of from five to seveords and be accompanied by a simple
image or product pictuté Because this type of media is used primarilyifoage cam-
paigns, that is why attention is paid to the contdrthe poster, background, font size, and
especially the image.

2. IMAGE ATTRIBUTES AND HOW TO USE THEM

Visual advertising is one of the most common foohadvertising communication in
the world.

The visual part of an ad has two main duties, isrte draw the attention and the sec-
ond make feeling godd Therefore its main purpose is to call the invatemt of the
recipient’s sense of sight, attract the attentmmefven a few seconds.

There are a few of the basic attributes of a viss@ssage, which has a particular im-
pact on its reception. Table 1 presents them.

5 Szerzej A. JachinReklama [in:] Komunikacja marketingowa. Instrumenty i metoely. J. Szymonik, PWE,
Warszawa 2006, p. 105.

6 Research and Markets Offers Report: Global Outdadvertising Market 2012018 Professional Services
Close-Up 2014.

7J.T. Russell, W.R. Lan&eklamaFelberga SJA, Krakdw 2000, p. 363.

8 K. Malvin, Outdoor Advertising — The Future Media ToBinal Project Report OOH 2010, p. 35.
9 J.W. Wiktor,Komunikacja marketingow@®WN, Warszawa 2013, .p. 1771.

10'M. Struzycki, T. Heryszekpp. cit,p.99.

11 K. Khan, S.K. Hussainy, A. Khan, H. KhaBijllboard Advertising and Customer Attention: A Rdmi
Perspective“International Journal of Scientific and Researeiblications” 6/3 (2016), p. 504.
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Table 1. The attributes of visual message

ATTRUBUTES CHRACTERISTICS

BALANCE « Application a variety of sizes for each ig&in order to achieve the
effect of stimulate imagination of the recipient.

* Balance can be achieved by placing the perspecameer about 1/§
above the physical center.

DISTRIBUTION » Composition - in order to achieve ctgrof the composition, it must be
distributed from the left to the right. First, tiperception records th
event in the upper left corner, ending at the botiight, the darker
elements going to brighter. From the elements witor to monochro-
matic color eventually. This makes it possible xtract more and les
important elements of the ad to be highlighted.

()

172}

» The size of objects - as in the case of compmstithe sizes- the larger
the object, the more attention is attracted.

« Headers - placing headers for content incredseqitimber of reading
people by 10%.
« Text - it should not occupy more than 20% of tibal area, because |it
will reduce the number of people to whom the messeitj go.

In the case of outdoor advertising, it is assunhed & slogan should not
take more than seven woté@isConciseness and creativity are the basis
and necessity.

COLOUR Monochromatic advertising space has greatpact on the recipient and
attracting his/her attention, like highly concetdgchimage (especiall
when it is in black and white).

COLOUR SATURA- | The color saturation is primarily to influence efoos. Stronger saturg
TION tion causes an increase in reactivity, paler cdlarse a calming effect.

BRIGHTNESS Just as saturation, brightness operatesnmtions. Used primarily to
attract the eye to a particular place. Often usethe principles of con
trast - dark colors more visible on a light backgrd and vice versa.

4%

SHARPNESS Too many fonts or placing many small dbjeeduce the clarity of th
image, and thus the message.

SHAPE It is designed to induce specific association emotions, eg. shaip
shapes are stronger in their emotional saturatian tound objects.

Source: based on: Styeki, T. Heryszek, Nowoczesna reklama na wspétogasiynku, Difin, Warszawa 2007,
p. 55

12J.T. Russell, W.R. Lanep. cit, p. 374.
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The combination of the selected elements creatésual information, which task is to
capture the eyes of recipiéhtVisual message nowadays is the basis for the congaun
tion system. In the era of huge traffic noise, tilsahow it is portrayed, and not so much
the content itself, to stop for a moment and drétension of a hectic recipient.

Both the image and word are the names of twedifft sign systems - linguistic code
(verbal) and the visual code (iconic). Verbal sigms arbitrary (they are not related to
reality, which they describe), visual signs - armeated as motivation (reality image).
Therefore, the main difference between them is whay refer to - language signs to
conceptions about the object, visual signs to tivaédiacy of experience.

Because the advertising world is oriented on ngnaind mapping the world in a tar-
geted and interpreted way, the images of objecfzeople are not a simple reflection or
representation, but a deliberate game of signs.rtost commonly referred to the idea of
"super-object”, which consciously idealizes therespntation of a real object or role
model*.

There are examples of actions that are being takénprove the attractiveness and effec-
tiveness of messages by means of an image. Amengte can mentidh

» Food styling ("style food") - the act of food d&ge processing, so that it appeared ap-
petizing and increased the intensity of sensatiued as succulent, full of color fruits,
crumbs enhancing crispness and freshness of breanphasizing the density of
pouring chocolate.

It is a technique focused on synaesthesia - visyatlession is to replace palatability.

« Interference with the size of the proportion bfexts presented in the image - this ac-
tion achieves an effect which consists in emphagitihe semantic validity of the ex-
aggerated object (hyperbole).

« Styling of classical still life with promoted adgjt in the center of attention, e.g. a jar of
Nutella surrounded by fresh bread and milk, or atidin of landscape painting (e.g.
"Romantic" landscapes in provinces such as outddeertising of Lublin area).

» Use or making allusions to recognized culturalrkgoof art, photographs, films or
known threads.

* Iconic illusion- use of color, typeface, font sjzarrangement of pieces of content on
the poster.

» The use of metaphors and comparisons - the #an$fspecific items of selected fea-
tures of another object. Thus establishes theioaktiip of similarity between them
that allows to replace each other - eg. bills tade leaves.

« Tautology® - the presentation of the product itself, withsutrounding context. This
applies above all, to luxury goods such watcheseljgy, cosmetics, leather goods and
cars. Broadcaster reads its highest quality, nal fee additional justification. The
visual advertising employs apparent tautologiesagenof the object is subjected to
professional photographic treatment (adequateitightolor, background).

13 P, MessarisYisual Persuasion: the role of images in advergisibinited States of Americ8 AGE Publica-
tion, 1996.

14 K. Janiszewska, R. Korsak, B. Lewski, M. Lisowska-Magdziarz, B. Nierenberg, E. Naska, R. Zimny,
Wiedza o reklamie. Od pomystu do efekttydawnictwo Szkolne PWN, Bielsko- Biata 2009183-134.

5 |bidem p. 133-135.
16 |bidem p. 143-144.
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« Visual ellipse (launcher¥)- an important element is deliberately skippedthis way
the recipient gets images that are not literalheuit clear conceptual meaning, con-
taining some sort of secrets that second-guessitmrnake the recipient feel happy or
feel the pleasure.

There are two views as to the value in the trassiom of image over word. The first
assumes that the verbal code only serves as aliaayixand the second position recog-
nizes the primacy of the word over the image. kcpice, most of the outdoor advertising
messages are based on image. An indication oftthieuties eg. wanting to show luxury,
presenting the image of crocodile leather wallggars or diamonds communicate the
main point of message, then only inclusion wortleybal element is the brand logo or
slogan®,

From a psychological point of view, image is easiethe perception - it is immediately
perceived as a whole, while the word requires greavolvement of the imagination. For
messages combined (verbal) first viewer's attensodrawn to the image, and later the
eye shifts to the content of the langudge

There are also messages in the form of imagestmapel the recipient to a deeper analy-
sis. It was then that they consist of three keyneletg®:

* relay of visual meanings which communicate theiggmn of the brand, which need

not be related to advertised product or servicenay act figuratively,

« direct presentation of the advertised produedkaging / brand names,

* hints, element by means of which the purchassittvanderstand what the target im-

age element is communicated. Here, they oftenttakéorm of words.

However, there is some danger of poor receptiothefmessage, and therefore use of
recognized stereotypes can be observed - an exathelase of gender stereotypes.

The authors routinely use advertising messagearious stereotypes of women and men.
Feminine image is treated in a bipolar way:

as a "traditional woman" (housewife, wife, mothgnandmother) or as a "modern wom-
an" (emancipated, independent, conscious, selfidont sexually attractive, that cares
both about the beauty and luxury). Men are usuallghe role of professionals, seducers
(smoothly shaven, elegant, handsome), "real meg"c@vboy in advertising of Marl-
boro), and rarely as a father, husband, partngreofvoman. Gender categorization is also
attributed to items that indicate by themselveswibom they are and whom is the mes-
sage to reach

Already mentioned color is the knowledge, whictoadsrongly supports the creation of
verbal messages. A significant role in the viswlan currently is played by color ambi-
ence. The appropriate selection is essential $dhbaadvertisement was clear. Frequently
outdoor advertising designers create large comtiasa range of colors and shades. The
importance of color and the ways of emotion evokiisgd in visual advertising is pre-
sented in Table 2.

17 Ibidem p. 144.
18 Ext. Ibidem, p. 134-135.
19 |bidem p. 136.

20 R, Kfeczek, M. Hajdas, M. Sobaska, Kreacja w reklamig Oficyna a Wolters Kluwer business, Krakéw
2008, p. 51.

2LK. Janiszewska, R. Korsak, B. Léiski, M. Lisowska-Magdziarz, B. Nierenberg, E. Naska, R. Zimnypp.
cit., p. 130.
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Table 2. Meaning of colors and ways of arousing t@nawith the selection of color

COLOUR

CHARACTERISTICS AND EMOTIONS

Red

The power of experience and full of life. Ideal fampulsive" shop-
ping. Moreover, it increases the activity and appetOften com-
bined with yellow, white or black.

Black

Used for charities, luxury products, exposing ssptétion or mys-
tery

Blue

Exposing calm, cool, relief, relaxation. Used irste&colors to bring
lightness

Dark blue

Associated with professionalism, trust, authoniygnagement. Intro
ducing law and order.

Yellow

Often used as a liaison with other colors. Withnge and black
attracts attention. With red - stimulates the aippetCharacterize
those undecided, in the ad it challenges willingnesact and try
hence sometimes used with package products withfasg.loans,
holidays.

Green

The importance of tone - symbolizes toughness,ctgnaneed to
recognize. Recommended for use in businesses.ditiaag used in
products to emphasize vigor, health, activity. Taeker tone assoc
ated with common sense, rationality.

Violet

Strongly influences the impulsive young consumaist often used
in business communications.

Orange

The color of joy and vigor. Releases energy, agtiadds strength.

Suitable for commercials fruit, emphasizing the ifpas emotions
associated with the use of a particular good oricer

Brown

The color associated with a sense of safety, peatristration. It is
associated with practicality, tradition, conscientiness, diligence.

White

Versatile color that is often used in area of Zéthwther colors as
contrast. Associated with personality, maturitydependence an

purity.

[oNm =y

Pink

Gentleness, innocence, girlishness, widely usedraducts for in-
fants and children.

Source: based on Stycki, T. Heryszek, Nowoczesna reklama na wspétgresmnynku, Difin, Warszawa

2007, p. 57.



Visual image in outdoor advertising... 103

Presented color associations are images of thetgaghen seeing a specific color. Do
companies really focus on accepted and descriligduaes, use the indicated treatments
and what are commonly used graphic forms showeldeistudy by the author.

3. THE IMAGE IN THE LIGHT OF RESEARCH

There isn't in the literature a clear methodology duch research. That's way the au-
thor shows how to implement and determines the sx.@édhe ,Cl outdoor research”,
involving the analysis of images and visual idecdifion elements of outdoor advertising.

As part of the development of this topic, the autiook the study Cl outdoor research,
the main objective was the analysis of images tdaar advertising
The specific objectives of the research were:

- ldentification and analysis from the point oéwi of the described in theory activi-

ties of making the message more attractive

- analysis universality of used graphic forms drelrtpractical use.

Two forms of outdoor advertising were adopted bglyaring outdoor - billboards (includ-
ing standard medium and frontlight), and cityligliteenerating over 60% of industry
revenue of OOF) located in 5 cities in Poland and their surrouggi (in Poznan, Pila,
Szczecin, Kotobrzeg and Gorzow Wielkopolski), imithg 3 provinces (including two
major agglomeration of outdoor in Poldfd Both nationwide and campaigns of local
companies were analyzed. The material consistéiteatsuance of outdoor advertising in
August and September of 2015.The study examinedd##&5ent outdoor advertisements
classified in 9 categories - Galleries and Shoppemters, The Construction Industry
(shops and sale of real estate), The FMCG induEmyertainment/ Culture, Telecommu-
nications, Finance, Automotive, Hospitality sergice

Studies have shown that global companies with nafide campaigns in most cases base
their messages on the image. Participation inrdmesimission of content on billboards is
up to 20% of the area. In the case of citylightsgage campaign may have a slightly high-
er percentage share of the lead content in theagess$n the case of information cam-
paigns, content dominates. It is assumed thatiglitid may contain a greater amount of
content, for example passengers waiting at busdtape more time and are more likely
to read in the message contained on outdoor adivertiHowever, there are no consider-
able differences as to the verbal forms within wredl formats - visual identification
system is preserved.

According to the research of Outdoor Advertisinga@iber of Commerce, outdoor is the
most commonly used in marketing campaigns in thessadustry, food, entertainment,
telecommunications, finance and marketing (Figurewhich could be observed during
the analyzed outdoor advertising.

22 Data from the report about the situation of IGR@KDadvertising in Poland in the first half of 2015.

23 Nearly 85 percent of the system and professiodetrising media are located in the 10 largest sand
cities— including the agglomeration of Poznand Szczecin data from the Outdoor Advertising Chamber of
Commerce, wider. www.igrz.com.pl.
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Fig. 1. The market share of the industry using ootagdvertising (Q2 2015)
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0%

Source: own study based on IGRZ REPORT on thetgituaf OOH advertising in Poland in the first haff
2015 years www.igrz.com.pl/pagel.html, 24.09.2015.

Due to the very extensive material analysis in @ablpresents the main findings of the
research within 4 sample categories.

Table 3. Analysis of outdoor advertising
CATEGORY

USED ACTIONS
Have been analyzed 9 galleries / shopping centedstlzeir various
forms of outdoor which have appeared in the surdgyeriod.
Among the surveyed objects were: Shopping Centradadity Cen-
ter, King Cross, PozmaPlaza, Shopping Centre Galaxy, Shopp
Centre Gryf, Outlet Park, Gallery Kaskada, Nova PaBallery
Askana.
All the analyzed malls focused on the image it daated on the out;
door. The permanent elements were the name of #ie sfbgan or
short words such as “sale”. On every outdoor wezepfe (mostly
individuals) usually a woman or couple (two womeauple of chil-
dren, woman and men) who smiled and were attractive
Occurs a reference to the season in which actidakisn by layout,
slogan the appearance of people (their clothing, dwdor, clothing or

their additives). One of the mall has applied & mla words and addir
tionally their validity intense color.

They used the all attributes of visual communicatio
- the correct placement,

- plain backgrounds,

- persons proportionally larger to pay attention,

- expressive colors and typefaces, emphasizingrhertant elements,
- used in numerous iconic illusions.

In one of the analyzed cases used contrast caledsand white). In

ing

GALLERIES and
SHOPPING CENTRES
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two campaigns colors of persons was a little ireearsd it very conflu-
ent with the background, but this people had siggiement attributes
by which stand out in spite of all.

CONSTRUCTION
INDUSTRY
(building shops, real
estate, etc.)

Within this category you can extract of the offer:
« the sale of construction products and producegtdp the apartment
« sale of real estate.

Under this category can extract of the offer:

« the sale of construction products and produ@setfuipment of the
apartment,

* sale of real estate.

A. The sale of construction products and products th equipment
of the apartment

- Famously and global (nationwide) brands such aso€ama, Mréw-
ka, Bricoman, Brico Marche, Komfort use visual atitds when creat-
ing your ads.

- Interference with the size of the proportion bjexts presented in th
image

- Monochromatic advertising space,

- Uniformity typefaces,

- There is a greater amount of content than adisifiaky are sales
offer, image campaigns have 80% pictures), butdbesn’t exceed
30% of the space,

- Is preserved corporate identity,

- Contrast color mainly used for exposing priced frambers on white
background, white on blue, black on white, redlmmyellow),
- Products mostly arranged in the perspective cente

- Logo located is in the upper or bottom cornetf@space

B. sale of real estate

- In most cases, the image of a building, usuallioakbor residential
area is from 50 to 70% of the advertisement, teeisepure back-
ground where they present the most important inédion and pass-
words

- Particularly important information is converteg dontrast (white
inscriptions on red, purple-green, yellow, or bihaekground),

- Often the image is separated upper and / or |stvgre of dark tint
which contains information or vertically (where &es a picture and
the rest of the information),

- In order to emphasize the quality and high-ctasiling, one of the
companies used the color black, which formed thokdr@p to exposed
an exclusive residential building.

D

FMCG INDUSTRY

In the case of a network of FMCG products dominate:

- Exposure marketed products, food styling for egleminvigorating
taste of chocolate, grapes enlarged, the right Bgld color expressiv
styling of classical still life with promoted objeio the center of atten
tion — such as glade of grain, water streams, medldavers, etc

The image represents 90% of all communication. Tdreyused treatt

ments typeface such as “price”. Very big inscriptifprice” represent
favorable but small “price” represent low value amdfitability.

In the case of color of procedures can be replacedentations price
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on a contrasting background (white numbers on ketddrackground o
dark red to light or yellow - as additional treatrhstimulates appet
tite).

In addition, the price is often published on theirale or square as it
emphasis. Price is published most often in the tavgit corner as 3
complement to the image. The image is a referemahadts of the TV,
spot.

12

All telecommunications networks base their messagthe image and
uniformity of background.

- The product is exposed and is located in theetaftattention (ex-
cept for advertising Playa),

- Person who recommend the product are known frantelevision

spots,
TELECOMMUNICA- - Persons are happy, they catch the eye of cusspmer
TIONS - Featured are more important messages by sizgref and thick
edges,

- Preserved balance visual message,

Colors retained in network presented corporatetityen
- colors, logos, fonts with a distinctive colorgation,

- The picture is on the left side of the billboardsrbal message on the
right (Except for advertising T-mobile).

Source: own research.

Research has shown that the global or nationwideds relate to the attributes of
visual communication and apply actions to incraaseattractiveness and effectiveness of
the messages. In the case of local brands arevétyalthe treatment are properly applied
or not existent. Don't use the potential of thegman order to attract the attention of the
recipient, but focus on providing as much informatas by means of outdoor while for-
getting about what actually spends recipient tal tbare the reproduced material.

Within the pursuit by the author of broader reskaon marketing communications,
advertising, including outdo#ft was subjected to analysis. The research resuffirmed
the effectiveness of the actions and the importari¢emage in the transmission of adver-
tising, showing other important elements highlightey the respondents.

As part of the qualitative research conducted & ftirm of focus groups and individual
interviews, the respondents were asked:

« which outdoor advertising they are able to idgntivhich they saw in the last month

and what made them remember them.

« what form of message included in outdoor adviegisppeals to them most.

» what elements should outdoors have to draw #t&ntion.

A large group of respondents, at first, was unablgive a specific ad, but in the context
of the discussion they were beginning to remembet give examples of campaign.
Among well remembered wepdus outdoor advertising and g@laya, Media Markef two
people have mentioned advertisingfafchanand one oMcDonald's.

In most cases, the respondents were able to iglentifch elements appear on the bill-
board, but not necessarily they were able to déterrwhat brand it was. They believed
that there are too many of them, which made theaseo react.

% The research was carried out in the period Mangust 2015- 4 focused interview groups and 12 individual
interviews.
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The answer to the question of what decided that teenembered them was image in
most cases. Some said about the pictures, otheus #ie drawings. Two people reported
figure of a famous person. One of the women hasidgyear old daughter, gave the ex-
ample of her child's reaction, which drew attentiorthe billboard with the film of Min-
ionki, and the reason was the character she haddlrseen and knew .

Individual interviews and focus interviews also iened a factor of the lack of direct
understanding of advertising - "curious to me beeaudid not know at first what was
going on," "intrigued by the mystery of advertisintyeading the password | had to think
what it refers"” or "attracted by wordplay and distive colors. "

Among the responses about most appealing formsicaa in the outdoor, once again
were photographs, drawings, colors, image sizejghbprovoking message. It was also
emphasized, especially during individual interviewse message attracts them only if
they feel the need to purchase - for example: dif glo not need, you may see them, but it
does not mean I'm going to the store and buy it."

Two people have mentioned the image - when ittex@sting, "open space," then they are
willing to look at it. Other people mentioned th&tteenticity of the people who appear on
it, but also attractive and well-known people. @fi¢he respondents denied the impact of
the image of a famous person, found it boringl sBté same, repetitive message. One of
the women said she is attracted by the view of igwgctures, and the ad of shopping
centers in which clothes have information on praor@! price.

In the case of the proportion of form over substamnly one person said that text should
dominate, because he likes to read about sometharg, so no matter whether it was an
individual interview or focus group interviews, @&mphasized that there should be slo-
gans only. This image attracts their attention.

Another thing that was stressed was the pricgindtive price , which suggests that it
is profitable to buy a particular product, take athage of the price promotion. Billboard
only with the text would not be read.

The situation is different for ads at bus stopsehwost people said they were waiting for
a means of transport often reading them and heng did not mind the content, it was
quite on the contrary.

The colors were also referred to - there appeargaessions "eye-catching colors",
"color distinguishable from the background”, "or thasis of contrast", "flashy colors",
"colors depending on what emotions we want to cghvét should not, however, be too
much".

Participants also point to the billboard LEDstthee highly visible at night, but its
light often is blinding and it is not really visélvhat is on them.

One of the respondents summed up her attitudestsuhject: "Billboard should be some-
thing that you look at and you know right away whats going on," another person "nice-
ly-looking advertising needs to stand out and ihimiost important".

Based on the survey, we can identify actions thatused by advertising agencies to at-
tract the attention of the recipient and such ¢$feeere noted with color saturation, size
of image, tautology, iconic illusion, highlightirige beauty of the image.

Presented qualitative research emphasize the iampatof the visual information, which
are present too in research made by Tanjum Kamisgg#st Professor Institute of Mass
Communication And Media Technology Kurukshetra lémsity in India. That research
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show that 80% respondents get attracted by viqaatsof outddoor, 10% by color, 8% by
text and 2% by aif.

Image is of an utmost importance, and the vepbal is expected to operate on mini-
malism. Unfortunately, it reduces the strengthtaf teal impact of outdoor advertising,
which is the result of too numerous occurrence iedmessages that do not differ too
much from each other. There are services for wthehpicture and simple message- un-
derlined price in particular, are enough. Howeviealso shows that consumers increas-
ingly expect from outdoor advertising more thart @simple message - they want to be
surprised made discover and seek. They apprediatattractiveness and aesthetics of
communication - "It may be some kind of work thatiot" clutter up " the urban space,
but interact with it."

4. SUMMARY

To talk about the effectiveness of outdoor adsied, the visual side should induce
certain behaviors such as force the recipient tieateon the way of presentation, cause
illusion, show the place of dreams of the recipiaitract attention, use the elemental
desire to meet the needs eg. by showing superiofibne product over another, trigger-
ing positive emotions and stimulating acfi®mdvertising industry pretty well mastered
the operation to achieve this goal, however, incamest on past ways of attracting atten-
tion. Consumers are becoming more demanding, isicrgly want to be treated individu-
ally, also by the mass media. To make the imagtfe it must be supported by a deep-
er analysis of the needs of potential customerspetific industries or categories of ser-
vices.
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OBRAZ W REKLAMIE ZEWN ETRZNEJ JAKO SPOSOB DOTARCIA
DO POTENCJALNEGO KLIENTA

Jak stusznie zauvmgt Albert Einstein: ,Stowa pisane czy méwione, wodg jezyk,
zdaje s bez znaczenia w mechanizmie moich proceséwlonych. To obrazy, mniej
lub bardziej klarowne, pojawigge sk i taczace ze sob na kade zyczenie, stanowiza-
sadnicze elementy nilgnia”. Obraz jest sposobem dotarcia dekszaci spoteczastwa.
Za jego pomog przekazujemy pdaviadome komunikaty, ktére majvptyna¢ na decyzje
odbiorcow. Réne organizacje komercyjne i niekomercyjne powsziechorzystag z no-
$nikow reklamy zewstrznej, gdzie zamieszczaateriaty z ich przekazem o charakterze
reklamowym, informacyjnym, edukacyjnym, w postaamych obrazow 4ulz polczo-
nych z tréciami. Jak day mag one wptyw na potencjalnego klienta, czy wywatuj
u niego okrélone zachowania, w istotnym stopniu zgleod tego, co prezentyjna ile
jest to ,atrakcyjne” i czy gone dopasowane do grupy docelowej, do ktorej dagani-
zacja chce dotrze

Autorka w artykule charakteryzuje atrybuty obrazposoby jego wykorzystania.
Wskazuje rownig przyktady dziatd, jakie podejmuje siw celu zwikszenia atrakcyjno-
sci i skutecznéci przekazu. Nagpnie prezentuje wyniki przeprowadzonej analizy ebra
zOw zamieszczanych na reklamach zgwmych w przestrzenni miejskiej i ich relacji
w stosunku do téei. Na podstawie analizy dokonano podziatu powsaechvykorzy-
stywanych form graficznych, ich koloréw, jako spbsalotarcia do potencjalnego klienta
przez wybrane brae. Ponadto w pracy przedstawiono wyniki badzkusowych i wy-
wiadow indywidualnych dotyaze spostrzegania outdooru, gtéwniesscz graficznej,
przez spoteczestwo.

Stowa kluczowe reklama, wizerunek, outdoor, badania systemutydi&aciji wizu-
alnej outdooru, reklama zewtnzna

DOI: 10.7862/rz.2016.mmr.7

Tekst ztazono w redakcji: maj 2016
Przyjeto do druku: czerwiec 2016



MODERN MANAGEMENT REVIEW 2016
MMR, vol. XXI, 23 (1/2016), pp. 111-119 January-Mech

Monika P ATKOWSKA 1
Sylwia GOCLOWSKA 2

SPORT CONSUMPTION AMONG WOMEN VS. BRAND
RECOGNITION OF OFFICIAL SPONSORS DURING
UEFA EURO 2012

Numerous studies prove that consumer confusiontadfficial sponsors and ambushers
recognition depend on spectator involvement inatsgvent, but there is a deficit of litera-
ture available on the subject of women as fansréfbee, the authors made an attempt to
verify how event involvement in the UEFA Euro 20ihBluenced the recognition of both
sponsors’ and ambushers’ brands among female Téessurvey comprised a representa-
tive random sample of 523 Polish women above tlecdd 5 years. In order to verify the
sport involvement among women respondents weredagitestions about the quantity and
intensity of the matches watched. Polish women slioligh interest in 2012 UEFA Euro-
pean Championship. More than 20% of them declaradttiey had watched more than 11
matches. However, only approx. 30% of the womentifled official sponsors’ brands. It
is also worth to add that those who were more weabland belonged to heavy viewers and
moderate viewers recognised sponsors’ brands mettérihat the other groups. This study
proves that women are interested in football amy tire quite engaged fans. Therefore au-
thors claim that adequate information and medieeaye should be sent towards them. It
might be a suggestion for designers and plannepsashotional campaigns to make an at-
tempt to reach female audience with a clear message

Keywords: brand recognition, sponsorship, ambush marketaumsumers, events,
football, women

1. INTRODUCTION

Consumption of sport can be studied in many dinessia key aspect raised in this
study is aspect of sport consumption as spectétimndance among women. The gender
differences in sport consumption are quite strafibile in the literature, there is interest
in the participation of women in spdft, there is not a vast amount of literature avadiabl
on the subject of women participating in sports tredfactors for their engaging. There is

1 Monika Pitkowska, PhD, Department of Organisation and Hystfr Sport, Josef Pilsudski University of
Physical Education in Warsaw, Marymoncka 34, -8IB8 Warsaw, Poland, e-mail: moni-
ka.piatkowska@awf.edu.pl (corresponding author)

2 Sylwia Goctowska, MSc, Department of Organisationd History of Sport, Josef Pilsudski University of
Physical Education in Warsaw, Marymoncka 34, -8B Warsaw, Poland, e-mail: syl-
wia.goclowska@gmail.com

3 J. Sindik, Z.K. Miké, L. Dodigovié, S. Corak Analysis of the Relevant Factors for the Engagingmah in
Various Sports in Croatid’Montenegrin Journal of Sports Scierared Medicine” 5/1 (2016)p. 17-28.

4 H. Jones, P. Millward, B. Buraimédult participation in sport Analysis of the Takifgrt Survey“Lanca-
shire: University Of Central Lancashire” 2011, hifigww.gov.uk (retrieved 4.06.2016).

5 J. Sindik, D. Rendulj S.Corak, A. Lewis Perird, Analysis of theRelevant Factors of Retaining Women in
Judg “Montenegrin Journal of Sports Science and MeditB/2 (2014), p. 23-32.
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also no research about the women level of involveraad interest in watching the sport
event. That aspects are crucial because researdh@rsthat the biggest influence on a
consumer recognition of a sponsor’s brand is thergxo which consumers are commit-
ted to a sport event, as well as their attentionu$ on, and interest in a given spéft
Also Pitkowska and GoctowsRaesearch proves that respondents who were more in-
volved in the sport event performed better whemtifigng the official sponsors. The
results they obtained provide strong evidence gpattators’ sports involvement plays an
important role in predicting their awareness ofrgmy.Such active information can result
in better understanding of and differentiation amaifficial sponsors and ambush mar-
keters, increasing women consumers’ ability to escreut nonsponsoring comparfest

is important because nowadays the issue of ambuasketing is an area of increasing
interest of researchers of sports sponsorshife Igt known about what determines the
correct recognition of the sponsor or a mistaketffier ambush. And there is no research
about women ability to recognition of sponsors amsbushers. The literature has long
pointed out that ambush marketer misidentificattmecurs when consumers incorrectly
believe that an ambush marketer that does notiafficsupport an event is an official
sponsor of that evelit These activities are so popular as it may rdsuoih the fact that

an average fan is not able to distinguish offisjabnsors from companies passing them-
selves off as officials. Numerous authors stres$ #udressees of sport events confuse
sponsors with ambushers, what has negative effectactors of recognisability of offi-
cial sponsor¥1314 To gain in effectiveness, sponsors address niagkattions to specif-

ic target groups in which the consumers not onlgress interest in a particular sport
discipline but also watch news about, show commitnie, and identify with the watched
sporting everif. Therefore, we see that there is need to seeifvbmen are interested
and involved in football sport events. Are theytanget group of sponsors and ambushers
brands? It is crucial factor in determining sposb{r effectiveness and needs to be tested
in depth.

¢ T. Meenaghaninderstanding sponsorship effgctBsychology and Marketing” 18/2 (2001), p-222.

7 T. Lardinoit, C. Derbaix,Sponsorship and recall of sponsor®sychology & Marketing” 18/2 (2001),
p. 167-190.

8 M.T. Pham,Effects of Involvement, Arousal, and Pleasure @ Recognition of Sponsorship Stimtid-
vances in Consumer Research” 19/1 (1992), 985

9 M. Pigtkowska, S. Goctowskd&rand recognition of official sponsors and ambusirkaters during the UEFA
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11 E. Wolfsteiner, R. Grosh, U. Wagnéf/hat Drives Ambush Marketer Misidentificatiori3ournal of Sport
Management” 2015/29, p. 13754.

12 L. Pitt, M. Parent, P. Berthon, P.G. Stelgwent sponsorship and ambush marketing: Lessonsthe Beijing
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It can be assumed that women involvement in a spamt consists of, above all else,
either watching sport programs or direct partiggratin an event in which consumers
show a high level of concentration and interesis Tasults in them noticing sport event
sponsors. Therefore, the authors made an attemptderstand the factors that may lead
to misidentification of official sponsors and torify how event involvement in the UEFA
Euro 2012 influenced the recognition of both spesisand ambushers’ brands among
female fans.

2. RESEARCH CONTEXT

This study concerns football's UEFA European Chamghip in Poland. The Cham-
pionship is one of the largest sporting eventh@world and is held every four years. In
2012, the event proved to be very popular with spasiand ambush marketers because it
was the first such major sport event held in Céiatnd Eastern Europe.

Moreover, the Championship’s prestige attractedrgel television viewership in Po-
land and abroad. The majority of Polish consumeated live broadcasts of the match-
es on television. Telewizja Polska, the officiashbroadcaster of the UEFA Euro 2012,
noting record audience ratings when covering gnmagches. A total of 14.7 million peo-
ple watched a live broadcast of a Poland-Russiahmat three public television channels
— TVP1, TVP Sport, and TVP HE At its peak, Polish audience ratings reached3i5.2
million. In comparison, UEFA measured audiencengstiof 299 million during the live
broadcast of the Final in which Spain beat ItalKiav. This rating is 62 million higher
than during the live broadcast of an Austria-Switred match during the UEFA Euro
2008.

The UEFA sponsorship program for the UEFA Euro 2b&8an in 2009 by signing
the initial sponsorship agreement. UEFA'’s globalrgor program consists of EUROTOP
partners, UEFA European Football Championship (EYR@»nsors, and national spon-
sors. Some partners signed agreements coveringeROTOP cycles, which cover
additional national team final rounds until the esfd2017, including the UEFA Euro
2016. The EUROTOP category included: Adidas, Cook(Hyundai-Kia, McDonalds,
Sharp. Other Euro sponsors included: Canon, Cagsk@astrol, Continental and Orange
and national ones: Bank Pekao SA, MasterCard aitdeglel.

3. METHODOLOGY

Data collection procedure

A survey was conducted from 19 July to 23 July 2(i®days after the final match of
UEFA Euro 2012) by means of Computer Assisted Peddoiterviews. The survey com-
prised a representative random sample of 523 Pul@hen above the age of 15 years.
The respondents were contacted personally andtselémom a personal identification
number frame run by the Department of the Statetr@eRegister and Computer Net-
works of the Ministry of the Interior and Adminiation.

Stratification included nine macroregions and sediffierent classes of town sizes. As
a result of crossing the macroregions with thesgasof town size, 55 strata were ob-

18 TVP (2012, April 3) Rekordowe wyniki ogtlainasci UEFA EURO 2012Record-breaking viewership during
the UEFA Euro 2012], http://www.tvp.pl/o-tvp/centneprasowe/komunikaty-prasowe/rekordowe-
wynikiogladalnosci-uefa-euro-2012/7779718.
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tained, out of which 170 municipalities were drawiese formed the basis on which
addresses were drawn. Municipalities were drawi @&ifprobability proportional to the
number of their residents aged 15 years and ofteindependent drawing of addresses
was held from among 170 municipalities.

Six face-to-face interviews were conducted in eatthe municipalities drawn. The
selection of respondents was carried out usingKilsé grid, which ensures that every
family member in the household drawn had the samamae of being interviewed. After
entering a residence, the interviewer noted the leeswithin the household (aged 15
years and older) starting from the oldest person.

For the purpose of creating homogenous groups n§wuoers based on behavioral
variables, i.e., the quantity and intensity of tHeFA Euro 2012 matches watched, hierar-
chical clustering adopting the Euclidean metric wasducted. The clusters with anoma-
lies (n=2) and no data (n = 139) were discardebdleTa presents the characteristics of the
study population which was subject to further agisly

Table 1. Characteristics of the examined population

Entire population

Factors examined (N = 382)
Age n %
15-29 113 29.5
30-39 67 17.5
40-49 63 16.5
50-59 71 18.5
> 60 69 18.0
Education
elementary 71 18.5
basic vocational 83 21.6
secondary 173 45.2
higher 56 14.7
Place of residence
rural area 145 38.1
town or city up to 20,000 residents 45 11.9
city 21,0006-50,000 residents 48 12.6
city 51,000-99,000 residents 35 9.3
city 101,008-199,000 residents 37 9.8
city 200,000500,000 residents 35 9.0
city 500,000 residents 36 9.4
Household net monthly income per capita
<. PLN 1,499.99 51 13.3
PLN 1,500-2,499.99 74 19.4
PLN 2,500-3,499.99 108 28.3
= PLN 3,500.00 149 39.0

Source: own study.

Data analysis procedure
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The statistics were calculated using the IBM® SP3R&tistics version 21 program.
The hierarchical clustering method using Eucliddestance method with average linkage
method was adopted. The chi-square test of indeyeedwas performed for consumers
to verify statistically significant differences leten the measures of brand awareness of
official sponsors and ambushers. The P-value #drssical significance is .05.

4. SPORT CONSUMPTION OF POLISH WOMEN DURING UEFA EURO 2012

In order to verify the sport consumption among wanaeiring the UEFA Euro re-
spondents were asked questions about the quantityngensity of the matches watched.
As for quantity the respondents were asked: The2 20EFA European Championship
was co-hosted by Poland and Ukraine in June. Havewatched any Euro 2012 match-
es? If so, how many did you see? The question dhtarisity was posed as: Please think
about the matches you watched within the 2012 UERFfopean Championship. Did you
watch them entirely or only fragments?

Polish women showed high interest in 2012 UEFA Baem Championship. More
than 20% of them declared that they had watchee ttan 11 matches (Table 2). Among
those who declared watching the matches on TV yeattird (32.4%) declared they had
always watched the entire or a large part of a matc

We conducted a hierarchical clustering that adopt&diclidean metric in order to di-
vide the population into homogeneous groups acagrth two psychographic variables:
the quantity and intensity of the matches watckeda result, we obtained five groups of
the UEFA Euro 2012 consumers, regarding involventetite event: 1) heavy viewers (n
= 44; 11.6%), 2) moderate viewers (n = 36; 9.5%)light viewers (n = 80; 21.0%), 4)
very light viewers (n = 156; 40.8%), and 5) nonwees (n = 65;17.1%). Table 2 presents
the frequency of answers concerning quantity anensity of matches watched within
five cluster groups.

Table 2. Quantity and intensity of matches watath@dng UEFA EURO 2012 within female cluster

groups
Psychographic Total | Heavy Moderate Light Very light Non-
variables viewers  viewers viewers  viewers viewers
(n=44) (n=36) (n=80) (n=156) (n=65)
% % % % % % —

Quantity of watched ° ° ° ° ° x* = 439.9,
matches p<0.000:

<5 56.3 - - 53.1 69.9 97.0

6-10 22.7 - - 46.9 30.1 3.0

11-20 12.0 48.9 66.7 - - -

>20 9.1 51.1 33.3 - - -
Intensity of watched »=1766.7,
matches p<0.000:
always watched the 32.4 100.0 - 100.0
entire or a large part
of a match
usually watched the 25.1 - 54.1 - 48.7 -
entire or a large part
of a match
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sometimes watched 25.3 - 45.9 - 51.3 -
the entire or a large
part of a match and
sometimes only

fragments

usually watched 151 | - - - - 87.9
only fragments

always watched 2.1 - - - - 12.1

only fragments

Source: own study.

5. BRAND RECOGNITION OF OFFICIAL SPONSORS AND AMBUSH MAR-
KETERS DURING THE UEFA EURO 2012 AMONG VARIOUS GROU PS OF
FEMALE SPORT CONSUMERS

In testing the brand recognition of official sporsand ambush marketers during the
UEFA Euro 2012, we adopted basic marketing comnatiuin criteria measuring the
extent to which a brand is recalled by consumegs, ineasuring brand awareness in the
researched population: Top of Mind (TOMA), Unaidé&tBA) and Aided Brand Aware-
ness (ABA). In this paper authors provide only TOM#etrics which presents the per-
centage of consumers who spontaneously name afispai@nd first. The respondents
were asked: Do you know what brand/ company wasffigial sponsor of UEFA Euro
2012? Please name all the sponsors who come tawiodr

As far as TOMA is concerned statistically signifitaifferences in brand recognition
were observedy? = 207.4, p<0.05). However it results from theyMemw response rate in
“other” category (1.5%); (Table 3). There were natistical differences in TOMA be-
tween sponsors (32.0%) and ambushers (32.6%)etts® be emphasized, however, that
such a high TOMA rate in the case of sponsors (82:1@sults from a high percentage of
consumers who named a brand belonging to EUROT@&ya@y (26.8%). The brand
recognition rate was much lower for sponsors whiormged to the categories of EURO
sponsors and national sponsors. A high percentafgenale consumers could not think of
any sponsoring brand. One-third of women (34.0 %@)rebt know or did not remember
who the official sponsor of the event was.

Table 3. Brand recognition rate of businesses rgnpimmotional campaigns during the UEFA
Euro 2012 according to TOMA metric (%) among women

Subject Total Heavy Moderate Light Very light  Non-
viewers  viewers viewers viewers viewers
(n=44) (n=36) (n=80) (n=156) (n=65)
Any sponsorship 32.0 43.2* 36.1 38.3 30.5 17.2
category
EUROTOP 26.8 31.8 33.3 33.3 25.3 14.1
EURO sponsors 4.1 114 2.8 3.7 3.9 1.6
National sponsors 1.1 - - 1.2 13 1.6
Ambushers 32.6 20.5 30.6 321 36.4 32.8
Other 15 4.5 - 25 0.6 -
Don’t know/don't 34.0 31.8 33.3 27.2 325 50.0

remember

* statistically different p<0.05 heavy viewers vsry light and non-viewers
Source: own study.
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The results of a chi-square test of independenosodstrated that the affiliation to a
group influences brand recognition of UEFA Euro 20dfficial sponsors 2 = 8.2,
p<.05). The highest TOMA rate was observed in ttwug of heavy viewers (43.2%). It
was much higher than in the other groups: veryt igbwers §2 = 4.4, p<0.01) and non-
viewers 2 = 6.1, p<0.01). When analysing each group, a deaxn tendency can be
observed: the lower the number of the watched neatdine lower the percentage of peo-
ple who recalled a brand of the official sponsofiist. In the group of non-viewers, one
in five respondents (17.2 %) correctly identifigeb tofficial sponsor. The same rule ap-
plies to a test of brand awareness in each spdripocategory (EUROTOP and EURO
sponsors) in which the TOMA metric was adopted .fasas national sponsors the rates
are very ow and may be observed only between hgint; light and non-viewers.

An inverse relationship exists in the case of peogho had to identify the ambush mar-
keters. In the group of heavy viewers, the TOMAeraf ambushers was the highest
among very light viewers 36.4 % and non-viewers — 32.8%. A half of the n@wer
respondents did not know or did not remember amypdbrconnected with the analyzed
event.

6. IMPLICATIONS OF THE STUDY AND COCLUSIONS

Farrell et all” say that women are increasingly becoming vested ¢d men's sport
especially footballThe results of this study confirm this hypothesswomen performed
well as spectators — only 17% of them declaredttiey had not watched any match dur-
ing UEAFA Euro 2012 in Poland. It also turns owtthmong female spectators, most of
them showed high interest in the event as they heat@lways or usually watched the
entire or a large part of a match. However, onlgrag. 30% of the women identified
official sponsors’ brands without a mistake. lalso worth to add that brand testing rates
depend on the involvement and interest of specatothe match. Those who were more
engaged and belonged to heavy viewers and modeiateers recognised sponsors’
brands much better that the other groups. And erother hand, they indicated less fre-
quently ambushers’ brands. Obtained results condittner studies available in the subject
literature. Sandler and Sh&hiKo et al*® oraz Kinney et ai° state that consumer confu-
sion about the official sponsors and ambushersribpe spectator involvement in a sport
event and that reflects their interest in the evdrith, as a consequence, helps the specta-
tors notice and remember the sponsors of an event.

Proving that women are interested in football, Hrat fans are involved match means
that they are the target group od all companies wish to carry out marketing cam-
paigns before, during and after sport events, thigse related to football. Therefore, ade-
guate information and media coverage should bete®mtrds them. It might be a sugges-

7 A. Farrell, J.S. Fink, S. Fieldgyomen's Sport Spectatorship: An Exploration of Bémfluence “Journal of
Sport Management” 2011/25, p. 1201.

18 D.M. Sandler, D. ShaniQlympic Sponsorship vs. ‘Ambush’ Marketing: Whos@ae Gold? ,Journal of
Advertising Research” 29/4 (1989), p. 9-14.

19Y.J. Ko, K. Kim, C.L. Claussen, T.H. KinThe effects of sport involvement, sponsor awaremesgsorporate
image on intention to purchase sponsors’ produtitgernational Journal of Sports Marketing ancbSgor-
ship” 9/2 (2008), p. 794.

20|, Kinney, S.R. McDaniel, L. Degari®emographic and psychographic variables predictN®ySCAR spon-
sor brand recall “International Journal of Sports Marketing andSgorship” 9/3 (2008), p. 16279.
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tion for designers and planners of promotional caigns to make an attempt to reach
female audience with a clear message. It seemsthelass that thy seem to be neglected
by sponsors and other companies engaged in spett, exainly in masculine sports such
as football.

There is a strong deficit concerning brand recagmitiuring sport events focusing of
women which makes impossible for authors to complaee results directly. The limita-
tion of this study is definitely no answer to theegtion - why women despite watching
the entire or most of the match are not able tdilémsly identify brand sponsors of the
event? Solving this issue need further in-deptarinéws and analysis in a more qualita-
tive manner.
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KONSUMPCJA SPORTOWA WSROD KOBIET A ROZPOZNANIE MARKI
OFICJALNYCH SPONSOROW PODCZAS UEFA EURO 2012

W literaturze przedmiotu potwierdzona zaangzowanie kibicow ma wptyw na wy-
niki rozpoznawalnéci sponsoréw i ambush marketeréw. Natomiast wyieaodczuwalny
jest deficyt prac naukowych dotygz/ch zaangaowania kobiet jako fanéw widowisk spor-
towych. Z tego wzgidu autorki podijty probe zbadania, jak zaangawanie kobiet w wyda-
rzenie sportowe UEFA EURO 2012 wplywa na rozpoznamageek oficjalnych sponsorow
imprezy oraz przedabiorstw stosujcych ambush marketing. Badanie saroyee przepro-
wadzono na reprezentatywnej prébie 523 Polek w wigbwyzej 15. rokuzycia. W celu
identyfikacji kobiet lgdacych kibicami badanego wydarzenia zadano pytanigcdgce
liczby oraz intensywnii oglagdanych meczéw. Polki, jak wynika z przeprowadzongoh-
liz, okazaly znaczne zainteresowanie pitkarskinstraostwami Europy. Ponad 20% kobiet
zadeklarowatoze obejrzato ponad 11 meczéw. Jedmakylko 30% Polek poprawnie zi-
dentyfikowato marki oficjalnych sponsoréw. Badan&walifikowane do grupyheavy vie-
wers orazmoderate viewergnacznie lepiej rozpoznaly marki sponsoréw w parémiu z
innymi grupami. Badanie to dowodze kobiety g kibicami pitkarskich wydarae sporto-
wych orazze g zaangaowanymi fankami. Autorki sugergjzatem, aby przekazy promo-
cyjne marek sponsorgych daa imprez sportove byly adresowane tak do tej grupy
docelowej. Wyniki tych badamog; by¢ sugesti dla projektantow kampanii reklamowych
dotyczcy podicia préby dotarcia deenskiej publiczndéci wydarzé sportowych.

Stowa kluczowe rozpoznawaln& marki, sponsoring, ambush marketing, pitkarma
kobiety
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PRODUCT PLACEMENT - CITY PLACEMENT
AS A FORM OF URBAN SPACE PROMOTION

The paper presents product placement and especitgllplacement as one of the urban
space promotion directly linked with the environtneommunication.

Product placement, and thus places in film andvigtn have already been widely
known. An increasing number of local governmentsiaterested in this form of advertis-
ing for the city and spend more money for this kirigpromotion. Not many local govern-
ments check if the traditional advertising or gitgcement in films or other television pro-
ductions is effective. It is caused by high costaiketing research.

City placement is connected with promotion and #xaeith advertising. It is the
chance for alternative form of communicating witle tenvironment. The urban space of a
community in the following paper is treated as pheduct which can be sold by a commu-
nity because everything which has value to the wores can be sold. Main objectives of
this kind of advertising can be for example atiragtinvestors, increasing satisfaction of
citizens, attracting students, specialists to it and change in opinions about the city
among the society. City placement is the creatinfp@image of the city.

In the paper the examples of such presenting theramity have been showed.

Keywords: marketing, territorial marketing, communicatiorromotion, advertising,
product placement, city placement.

1. TERRITORIAL MARKETING AS THE CONCEPT OF MANAGEMENT  OF
THE COMMUNITY

The concept of management of a community shouldased on the achievements of
science of business management and entreprenthinkihg should be the basis of deci-
sions taken in the economic self-government in#bins. This is the basic condition for
their development. Such an approach assumes, howbea¢ the management of a city,
village, region under the dominance of market iehst must take into account the inter-
ests of customers - citizens - as the main refergmoup. Territorial marketing is also
directed to an external audience for example piateimvestors. The whole management
process should be oriented on customers for thelgaad utilities, their needs and de-

1 Izabella Sowier-Kasprzyk, PhD, Eng., Wydziat Zazania, Politechnika Ggtochowska, Ggstochowa,
Al. Armii Krajowej 19 B, 42200 Czstochowa, e-mail: ibby@interia.pl, tel.: +483432804

2 Adam Ujma, PhD, Eng., Wydziat Budownictwa, Politaika Czstochowska, Gstochowa, ul. Akademicka
3, 42-200 Czstochowa, e-mail: aujma@bud.pcz.czest.pl, tel.: 348250 914
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sires. In the activity of territorial units shouf@ oriented on the needs of local and re-
gional appropriate to adopt by the authorities aketing point of view.

There are the following assumptions in the marnkptnanagement of the communi-
ty*:

« settlement unit of a certain shape of space-adirétion is a habitat in the commu-
nity whose needs and desires are the main guidéinghe governing bodies of its re-
sources,

« satisfying the needs and desires of the inhalsitaha settlement unit is largely de-
pendent on its links with other areas in the forfflmwvs of goods and cash, technology,
manpower and information,

« the needs and desires of the inhabitants champgeticularly in the long term- and
therefore they should be monitored by a specialimacketing research,

« the process of meeting current and future needisdesires of the inhabitants re-
quires a rational held before the unit settlemangible and intangible assets, in property
and financial, movable and immovable, tangible andry own and strangers,

« satisfying the needs and desires of the indiidatilement as a whole cannot be in-
consistent with meeting the needs of individuaid®sts or smaller groups, but on the
contrary - meeting the needs of "minorities” cartmein conflict with the desire to satisfy
them by the whole community,

« settlement unit is "self-government” or "self-raging", it means that the manage-
ment body is operated on behalf of inhabitants, eoifnom the people and acts on their
behalf and in their interest, so it can not be @flest of interests between the government
and citizens,

» meeting the needs and desires of individualssaethl groups leads to improved ma-
terial conditions of their lives, as well as spiat development, while satisfaction and the
development of individuals, this corresponds topbpular statement "rich residents is a
rich municipality or region" and "rich municipalitr region is also rich residents".

Marketing to the inside audience stimulate therédsbehaviour of residents and other
groups located in the spatial unit. Goals that lbarachieved through these actions in-
clude:

» knowledge of current needs and desires of redanmunicipal services provided
by local authorities,

« ensuring favourable conditions for the use ofljgutervices by citizens and local or-
ganizations and groups,

« anticipate changes in preferences and behaviolocal players regarding the use of
public goods and services,

« adding value to offer municipal addressed toldlcal community,

« improve the quality of local administration,

* recognize the level of commitment of local resigeand businesses to the settlement
unit,

3 A. Szromnik,Marketing terytorialny. Miasto i region na rynk®ficyna Wolters Kluwer business, Warszawa
2007, p. 11.

4 Ibidem p. 17.

5 A. Szromnik,Marketing terytorialny — koncepcja ogdlna isidadczenia praktyczndin:] Marketing teryto-
rialny, ed. T. Markowski, Komitet przestrzennego Zagospodania Kraju PAN, Warszawa 2006, p. 36,
41-42.
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« establishing efficient and effective channels@fmunication with the local authori-
ties,

« determine the degree of social acceptance anidlspalicies - economic - self-
governing bodies,

 understanding of determinants of individual eptemeurship in the settlement unit.

« raising the level of satisfaction of individuaed social groups of living conditions,
work, rest and development of existing in a givemitorial unit.

The main objective of territorial marketing is tafluence opinions, attitudes and be-
haviors of internal and external groups interestastomers through the development of
appropriate set of measures and instruments taistienrelations interchangeable. Thus
the objective formulated marketing efforts spafidininistrative units indicates the im-
portant features of their undertakings, such asfohemation of opinions, attitudes and
customer behavior consistent with the interesthefcity, village or region. This is illus-
trated in figure 1.

The main operational goal of territorial marketimgthe case of external groups will
"ascertain the reasons for the procedure, crit@nich preferences, which are guided by
assessing the attractiveness of a settlement yrihbosing sites and expressing satisfac-
tion with the conditions created by the city, \iéaor region. For the purposes oriented on
the outside it may include the development of am@iensive investment offer, tourism,
culture and trade. It is important to communicdteatively with stakeholders or the for-
mation of personality, identity and attractive iraagf the ared’

In the literature there are many definitions ofiterial marketing. Often the differ-
ences are due to differences in the interpretaifahe marketing. If marketing is “a spe-
cific way of thinking about the company's successnodern business, it means that (...)
territorial marketing is a philosophy to attain dtisjectives by settlement units in competi-
tion for limited resources, has a foundation inbleéef that proper orientation on custom-
er-partners have a decisive impact on its reSults

6 A. Szromnik Marketing terytorialny. Miasto., p. 24.
7 Ibidem, p. 16.
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Fig. 1. Interactions and interchangeable relatigrssim territorial marketing
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[

Source: own elaboration on the base of: A.SzronMagketing terytorialny. Miasto i region na
rynku, Oficyna Wolters Kluwer business, Warszaw@2®. 22.

Territorial Marketing can also be defined as "mankenagement concept of a unit
settlement - as management aimed at satisfyingebds and desires of citiz&1sTerri-
torial marketing is a "set of coordinated actiwstigf local, regional and national efforts to
create a process of exchange and interaction hytifgieg, shaping and meeting the
needs and desires of buyérg In contrast, by Markowski it is a "market-orted man-
agement of the city (municipality) or the regiomcept by the authorities local govern-
ment and its partners in order to meet currentfahde needs of users (clients), internal
and external. The economic essence of marketingithés manifested in strengthening
its economic base and greater economic iné8me

According to H. Meffert "city marketing includes awsis, planning and control pro-
grams whose aim is to achieve the desired exchpragesses with selected markets or
groups of customers”. Although this definition msféo the marketing of the city it can
also be adapted to the needs of territorial margefie. on other areas, and not only set-
tlement units such as cities). According to Basifieréerritorial marketing encompasses

8 lbidem, p. 16-17
9 A. Szromnik Marketing komunalny. Rynkowa koncepcja zdzania gmig, ,Samorzd Terytorialny” 1996/3.

10T, Markowski, Marketing Miasta [in:] Marketing terytorialny ed. T. Markowski, Komitet Przestrzennego
Zagospodarowania Kraju PAN, Warszawa 2002, p. 108.
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all the strategic approaches and technical, thatused by organizations (associations,
individuals, public institutions and enterprises)drder to gain new resources and im-
prove the efficiency and quality of the projectemtied to meet the specific needs of the
public, while maintaining the principles of ethilesading to fill a specific mission”. V.
Girard interprets territorial marketing in the foNing way: "territorial marketing includes
a variety of techniques and measures used by émramunities and organizations in the
process of projecting planning economic developintrism, urban, social, cultural or
nature of identity project (...) to analyze theiterial mix needs analysis reported or hid-
den individuals or organizations (existing and ptitd) is an element of suppéft

2. PRODUCT IN THE TERRITORIAL MARKETING MIX

Product in marketing approach may be all that baigan obtain in the market. Ac-
cording to Kotler "A product is anything that cas bffered to a market for attention,
acquisition, or use, or something that can sasfieed or want. Therefore, a product can
be a physical good, a service, a retail store,ragpe an organization, a place or even an
idea. Products are the means to an end whereientids the satisfaction of customer
needs or wantg. A product is also a landscape recreational onigipal area, which also
should be encouraged to attract tourists. Toudpfeearing in a given area involve any
financial means, and thus followed the economicetigsment of the municipality and the
residents find employment in the tourism sectoiis Italled a tourist product. Tourism
products are all goods and services produced anchased in connection with travel
outside the domicile both before the trip, durimgl @uring tourist stay outside the place
of permanent residente Offered tourist product of municipality must bepported by
marketing activities. Even the attractive touresgion can be unnoticed if it is not present-
ed in a professional maniér

The marketing strategy is based on marketing nursisting of several parts. A typi-
cal structure of the marketing mix consists of foumponents (4P): product, price, place
(distribution) and promotion and was introduced JoyMcCarthy. In services, the fifth,
seventh or eighth element has been added. Thetheslements mixture consists of prod-
uct, price, distribution, promotion, people, pras and customer senigeAll these
elements are equally important.

Municipal authorities must first create a suitatolerist product, expose it, fix its price,
forms of distribution, as well as to inform poteitcustomers about the existence of the
product, or carry out a promotional campaign.

In marketing, we are talking about territorial matikg mix units. V. Girard proposes
to consider the marketing mix from two perspecti®es

* as an organizational mix referring to the loaainenunity and the surrounding organ-
ization;

11 Ibidem, p. 1819.

12 ph. Kotler,Analiza planowanie, wdrzanie i kontrola, Warszawa 1994, p. 400.

13 Przedsgbiorstwo Turystyczne. Ujecie statyczne i dynamiczdeG. Gotembski, Warszawa 2007, p. 29.
¥Qrganizacja imprez sportowychd. B. Ryba, Polska Korporacja Metedw Sportu, Warszawa 1998, p. 47.
15 A, PabianPromocja. Nowoczesseodki i formy, Warszawa 2008, p. 20.

16 Marketing terytorialny: strategiczne wyzwania dlaast i regionéw ed. T. Domaski, Uniwersytet +6dzki,
£6dz 1997.
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« territorial mix referring to the territory.

Territorial marketing mix should always take incaunt”:

« territorial offer characterized by fixed and \adoie characteristics of the territory, ex-
pressing its organic parameters (history, cultumgernal organization), economic, geo-
graphical and symbolic;

« conditions of the offer made available to intéedsgroups and institutions, which are
the specific costs of using them, participatiorsidence or consumption of the product
units;

«ways and circumstances of the transfer of tefatqroduct specifying the place,
time, procedures and technical conditions of sertacthe public or the provision of mate-
rial resources;

- forms, means and techniques to communicate sisimtivwith the environment, re-
lated to the shaping of its marketing image.

Sector approaches, separately treating tourismetiagk business or sports, are closer
to the general concept set of marketing tools.

3. PROMOTION OF URBAN SPACE — PRODUCT PLACEMENT AND CITY
PLACEMENT

Promotion is a form of social communication in thially important area of meeting
the needs of material and intellectual productshofhan ingenuity, entrepreneurship,
activity and effectiveness. It is a way to commaitgcwith potential buyers of goods
and services to influence their attitudes and bielhan the marketMoreover, the idea is
to gain appropriately large group of tourists onwiace the relevant group of people that
it is worth to visit and stay longer in the munglipy attractive for tourists. From a mar-
keting point of view the overriding goal of promaniiis to conclude with a client a specif-
ic transactiort®.

A comprehensive process of communication with thdrenment called the promo-
tion mix consists of the following elements: adignty, sales promotion, public relations,
personal selling, direct marketifigFor effective communication it is crucial to (msta-
ble proportions of the individual elements, becaimemotion is the knowledge and the
art of choosing the right composition of the proimaal mix2°.

The modern and most desirable procedure invohesithultaneous use of all five in-
struments of promotion mix, i.e. advertising, dire@rketing, sales promotion, public rela-
tions and personal selling. Such action is defiagdn integrated promotion (mix) or inte-
grated marketing communications. The main advantdgetegrated communication with
the environment is reaching out with informatiomatthe company, its products and activi-
ties to a much larger number of potential custorttean is the case with the selective appli-
cation of the individual components of the promotimix. Consumers are in fact varying
degrees susceptible to the influence of these elesn8ome people do not like advertising,
while eager to use shares as part of sales promdditer very negatively refer to visits by

17 A, Szromnik Marketing terytorialny. Miasto., p. 77.
18 Organizacja imprez.,. p. 50.
19 ], Klisinski, Podstawy marketingiCzstochowa 2001, p. 988.

20 T, Sztucki,Promocja. Reklama. Aktywizacja sprzegdeSztuka pozyskiwania nabywcdékgencja Wydawni-
cza Placet, Warszawa 1995, p. 19.
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salesmen (a form of personal sales), but eagerat@® mpurchases through catalogs and are
susceptible to the influence of advertising. Thhesdntrepreneur, using e.g. only advertis-
ing, reaches only to those customers who are sulgjéts influence. Meanwhile, thanks to
the extension of instruments market impact of #raaining components of the promotion
mix will grow much media audience interested in diifer, including not even those who
cannot tolerate ads, but are prone to other kihdstmn?™.

Promotional activities therefore require an intégdaused forms of influencing on
consumers. Promoting connected with integrated gemant followed by levels
of integration allow you to specify what to integrahow to integrate tools and promo-
tional activities. Integration in the promotion dam divided into two parts. The first is the
integration of elements of the promotional mix dinel other is the integration of activities
in the phase of preparation and implementationroftional projects. Both integrations
should be linked??

In the case of municipalities integral part of thieegrated promotional activities of the
municipality is to create communication that allotwg-way communication between
stewards and residents, but the most common messageone-sided, centered only
around the activities carried out by the municiyalLocal governments increasingly see
the need and necessity of communication with diffeigroups of recipients of their busi-
ness. It should be noted, however, that this coniration, often takes the form of unilat-
eral messages sent to potential constiti@@nts

In today's market conditions, the possibilitiesofion of companies and organizations
are the local authorities forming policies andtsigées conducive to their developnént

As already mentioned promotion is a marketing comigation that is associated with
the transfer from the sender to the recipient imgeof buying and selling. The transmit-
ted information is intended to raise awarenessy@Rgement and remindefs.

It should also be noted that the shaping of prommoith the region should be based on
several assumptioffs

- the basis for effective promotion of the regioridsuild a clear, based on clearly

formulated rules and division of competencies, nizrtional system;

- rapid development of marketing and processes shapm market make the pro-

motion a specialized field of knowledge, requiragpropriate staff and the continuous

adjustment of previously developed solutions foairgdie. The specificity of tourism is
based on meeting the needs of discerning customleosusually avoid arrivals in
place of the unknown, and therefore the informatiddressed to him must be com-
prehensive and precise orientation;

2L A, Knapik, Sktadniki promocji mix oraz ich integragjin:] Srodki i formy marketingowego oddzialywania na
konsumentoyed. A. Pabian, Gstochowa 2008, p. 154.

2 A, Pabian, op. cit., p. 112.

2 Wiecej, np. analiza dziatapromocyjnych Cgstochowy: K. tazorkoWybrane aspekty komunikacji samprz
du terytorialnego z otoczeniefZeszyty Naukowe Uniwersytetu Szczeskiego” 2007/12, p. 339.

24 E, Chrzan, A. Widawska-StanisRpnadregionalne znaczenie promocji zaktadow przetwwé@ owocowo-
warzywnego z Zielonego Wierzchotflaska [in:] Wybrane aspekty rozwoju regionalnego Polski polodni
wej, ed. W. Stasiewicz, P. Ucieklakz)€zstochowa 2008, p. 4@1.

% Promocja i kreowanie turystycznego wizerunku Palski. 77.

2 |pidem s. 77-83.
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- tourist attraction of the region, which does notstdute a tourist product stops to
be competitive. The term product should be undecstts the demand. The customer
expects a lot of information as to price, qualigy\sces, attractions, access to the In-
ternet. That is why it is extremely important thiae offer is understandable and com-
prehensive. This helps to achieve a stable orgtniied system based on the action of
local and regional tourism organizations. Theyfarmed of local governments, social
organizations operating in the area, and othershied in tourism. The idea behind is
effective tourism promotion of the area;
- for the promoting tourism in the region it is nesa@y to monitor the tourism mar-
ket, taking into account both supply and demandivies the ability for proper manag-
ing the promotion, including planning, organizinmgdacontrol.
- professional approach to tourism promotion mustased on knowledge, well-
educated staff and the possibility of continuingi@ation. Ignorance of market mech-
anisms and policy analysis, lack of knowledge @nping promotion, and even in-
competent use of terminology marketing can leaa lmss of competitiveness of tour-
ism in the region. With the rapid progress of mérig due to the high dynamics of
the market, it is necessary to introduce a systetmaming for staff dealing with the
promotion of tourism.

Appropriate use of a set of instruments and mangetechniques in the management
of promotion of the region became the basis for degelopment of tourism in many
countries and regions. For using marketing it fericereasing competition. In the current
market situation it is enough to have something wadt to show it, but it's something
you should be able to expose and exgloit

In summary, therefore, the above consideratioresb#st issue of promotion of attrac-
tions regions and the benefits it can bring to immarbudgets of municipalities are the
words of Gordon: tourism is a contemporary patiprafsperity. Those win who take care
of its development quickly, wisely and consistenti@urrently, you should look
for unconventional forms of promotion to attrachsomers' attention to tourism products.
Moreover, the consumer seems to be bored withtivadl forms of advertising. There-
fore, the optimal form of promotion of municipadi§i is product placement.

The following figure shows the relationship of puatl placement and city placement
and marketing.

Product placement is a term associated with manggethd more specifically with the
promotion, which was mentioned above as one ofefleenent of the marketing mix.
Product placement is a way of promoting by pla@nmgroduct or a situation that presents
a specific pattern of behavior (mostly consumerjhi@ movie, a play, a television pro-
gram or other audiovisual media or printed matgiaduct?®.

Currently product placement has become quite alpoform of advertising products
in media with particular emphasis on televisiorty@lacement is a specific type of prod-
uct placement, which is a form of promotion of g &iy placing the related content in the
film, television series, television program, radammputer game etc., without checking
that this is the promotional materfdl Connections of product placement-city placement
with marketing have been presented in figure 2.

27 Ibidem p. 84.
28 A, CzarneckiProduct placement. Niekonwencjonalny sposob pramdtErszawa 2003, p. 22.
2 http://nowewyrazy.uw.edu.pl/haslo/city-placemetm?pdf=1.
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Fig. 2. Connections of product placement-city ptaeat with marketing

Marketing

A 4

Marketing mix

/ Promotion mix:

e Adveritising (one of its forms
Product ist product placement and
Price > city placement)
Place _ * Selling promotion
Promotion « Direct marketing

e Public relations

e Personal selling

Source: own study

Avoiding open advertising affects the customer firdd in his mind image of the
brand. The advantage over traditional product prece advertising is to avoid zapping,
or changing the TV channel. No wonder that morerande companies are opting for this
form of advertising’. An example of product placement in US producimmovie the
Iron Man2. The main character Tony Stark driveg\adi R8 Spyde#.

4. EXAMPLES OF CITY PLACEMENT

Local and regional authorities use city placemeridild the image of cities and pro-
moting the city among potential tourists. Local gmments establish contacts and thus
sign a contract with the producers of films and 3&fies, then the film takes place in
a particular municipality or county. A perfect exalm of such action is the Polish film
"Father Matthew" placed in the picturesque Sandomlégather Matthew" is Polish tele-
vision series directed by Maciej Dejczer and Anfiestenko produced since 2008
by Krzysztof Grabowski and Film Group Baltmedia 1&fP. Father Matthew is a Polish
version of a law enforcement-custom series Don &tatt.

Thanks to the film, Sandomierz has approx. 30%heftburists more. To meet the
needs of tourists the tourist route has been atedtethe leaflet and on the website of
Sandomierz you can find out in which places it ilmed and learn about the history
of these placéd

30 http://www.egospodarka.pl/52549,Product-placenmmpolsku,1,20,2.html.

31 http://productplacement.biz/201005113393/News/BcodPlacement/product-placement-in-iron-man-2.html.
32 http://www.sandomierz.pl.

33 http://www.sandomierz.pl.
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The following figure 3 shows the first page of fkaflet, "In the Footsteps of Father
Matthew".

Fig. 3. Leaflet of Sandomierz advertisement — feitgy Father Mateusz

Source: www.sandomierz.pl (date of access: 15.060

Especially for the promotion the plot of the filnagva bit changed. One character had
a heart problem so they filmed his stapaictokrzyski Cardiology Centéd:

Other examples, often unwittingly promoted, areftiilowing: Wroclaw which is the
scene of action "First Love", Jeruzal is Wilkowyfem the film "Ranch" in Ztotopolice
the action takes film "Ztotopolscy", Okuniew is Thin from the "Vicarage", "Four Tank
Men and a Dog" was placed near Tomaszéw Mazowiecki.

Tourists choose to take trips to such places as Realand, where the "Lord of the
Rings" was filmed or they also go to Oxford whextian of the “Harry Potter” took
place. As far as Poland is concerned there theseavemmpaign promoting Poland abroad.
The action of some scenes of "The Chronicles ahida took place around the Ka-
mienczyk Waterfall and the surrounding band of the Gisllountains). The bollywood
production the "Fanaa" took place in the TatragréEa 'played' areas of Kashmit) The
tourists - fans of the TV series "Rate larger thiai choose Gdansk, where they filmed
episode of "Excelsior". In this stretch Kloss wemt a trip to Gdansk, where he was to
meet with Georg. On the set he was walking downstheet Long Market, next to the
Artus Court and the Neptune Fountain and the s8ed¥lary's. On the other hand, fans of
the TV series "Alternative 4" could take a bus Usacity game, organized by the Institute
Stefan Starzynski at the Warsaw Uprising Museumlled¢a"In the Footsteps
of Alternatives 4". Along the way, they read thrbug megaphone quiz questions. Final
expedition took place in Ursynéw, under the blodkefatives 4. The results were an-
nounced and awards were gi¥emhere are also fans of the Mr Samochodzik tramade
of the series of books by Zbigniew Nienacki. Tharpbf visit are the places where the
series were filmed. "Mr Samochodzik" location: Malk, Witkokuk and hut teacher
Giby, Chwarszczany, the Lake Pomerania, Radzletmiski and Okonin near Grudzi-

34D. MalesaPolska czaruje“Newsweek Polska” 2010/22, p. 105.
Shttp://www.dziennik.pl/iwydarzenia/article295956/¥sci_odwiedza_miasta_znane_z_seriali.html.
36 http://www.alternatywy4.net/gra-miejska-alternayal .html.
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adz ("Mr Samochodzik and the Templars"), Fromb&kr(Samochodzik and the puzzles
of Frombork"¥’.

The company PRESS-SERVICE Media Monitoring "anady#tee results of the pres-
ence of 11 place-names in the context of the l&st#elected Polish TV series. The best
position in terms of number of publications andgmbial contacts information from the
recipient received Sandomierz, shown in the TVesetFather Matthew". City name was
listed in 2012, nearly 900 times, and the rangeutfications stood at 550 million people.
Torun - in which film "Doctors" was placed and Wiaw - "First Love" also crossed the
dividing line 800 publications. With information @it Torth had a chance encounter
almost 450 million consumers. About less than 10lan fewer potential contacts was
recorded in the capital of Lower Silesia - Wroctdurther are the following: 650 - téad
("Commissioner Alex"), Lublin - 487 ("Everything foee us") and Krakow ("Julia").
More than 275 million contacts also noted Zakop@Béuds on Giewont®”.

City placement turned out to be effective for Knak¢'Julia") and Ostroda ("On
backwater”) - nearly 81 percent Krakow also gaiimgdrest in connection with produc-
tions of "Detectives” (77 percent) and "W11 Invgation Division" (76 percent). The
highlight of regional significance was the presené®ydgoszcz in the series "Doctors”
and "Law of Agatha". More than 71 percent commutiscaon the participation of the
city in the first production belonged to the regibmedia. In the case of series of legal
percentage was nearly 64 percent. The regional analdio frequently appeared about
todz in the context of the "Commissioner Alex", linb("Everything before us") and
Drohiczyn (“Father Matthew").

As seen from the above analysis city placementvesa good form of advertising that
encourages many local governments to use it. ahi®pportunity to show the values of
the location, the prestige of the town and atttaatists. The benchmarking exercise map
shows the position of the individual towns medakirig into account three factors: the
equivalent of advertising, reach and number infdiome®. The following figure 4 shows
media position of individual villages advertisedHuolish films.

Offered tourist product which is the municipalifyage must be supported by market-
ing activities. Local governments increasingly sdbe need and necessity
of communication with different groups of recipierdf its activities and create such op-
portunities like city placement. The experienceSahdomierz in terms of city placement
shows that it is worth investing in this form ofopmotion of the city. The increase in the
number of tourists increase of cash flowing to rigalities and thus the development of
the region.

57 http://mia-ny.com/spacery/82-sladami-kobiet-z-sewswielkim-miescie.html.
Shttp://www.epr.pl/city-placement-nowa-forma-promigeplskich-miast,pr-w-mediach,37736,1.html.
39 http://www. epr.pl/city-placement-nowa-forma-prorjigmolskich-miast, pr-w-mediach,37736,1.html.
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Fig. 4. Media position of individual villages adtieed in Polish films: the equivalent of advertgsin
getting and the amount of information

asigg wmin

Source: http://www.epr.pl/city-placement-nowa-forpramociji-polskich-miast,pr-w-
mediach,37736,1.html (date of access: 15.06.2016)

Territorial authorities can learn from the expeces of other cities in the Festival of
Promotion of Cities and Regions. The project isesimat local governments, public insti-
tutions, cultural centers, ministries, marketingmagjes, media, experts and authorities
in the field of promotion of cities. The organizand initiator of the project is the Stréer
Group in Poland, one of the leaders in the out@mwertising market in Poland and Eu-
rope, present in 12 countries. Over the next faary created the largest in Poland and
Europe recognized and prestigious event being éalywf the integration of the local
government, business and promote the highest st@smada work, creativity, integrity and
commitment in the process of image building andmation of cities and regioffs

Given the fall in the efficiency of conventionalvadtising placement for city regions
has become a popular form of promotion. City plaegeirenables reaching the proper
target market and the recipients of advertisingagely more likely to pay attention
to alternative forms of building brand awareness iamage of the region. Appropriate use
of a set of instruments and marketing techniquethénmanagement of promotion of the
region is the basis of tourism development.
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PRODUCT PLACEMENT - CITY PLACEMENT
JAKO FORMA PROMOCJI PRZESTRZENI MIEJSKIEJ

W opracowaniu przedstawionaroduct placementa doktadniecity placementjako

jedm z form promocji przestrzeni miejskiej beZpednio zwizam z komunikaci z oto-
czeniemProduct placemerjest juz znary formg promoc;ji. Lokowanie produktu egto po-
jawia skt w filmach i serialach telewizyjnych. Zeksza s¢ zainteresowanie sam@dow

lokalnych t forma reklamy— tym samym samoszly lokalne wydaj wiecej pienédzy na

city placementNiewiele samorzow sprawdza efektywré city placementv poréwnaniu
z reklamy tradycyjry. Wynika to z wysokich kosztéw bafianarketingowych.

City placemenjest zwihzane z promogj scile — z reklam. Stwarza mgliwos¢ alterna-

tywnej formy komunikowania giz otoczeniem. Przestrzeniejsky w niniejszym opraco-
waniu traktuje si jak produkt, ktéry mena sprzedg poniewa wszystko, co ma waré
dla konsumenta, nie by¢ oferowane w sprzedg. Coraz wgcej samorgdow, wspotpracu-
jac z twércami filmow i seriali, chce aging¢ efekt poréwnywalny z tym, ktéry agingt
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Sandomierz w czasie emisji seri@jciec MateuszMiasto, w ktorym toczy siakcja filmu,
jest bohaterem danej produkcji, a nie tylko ttermgrywania si akcji w filmie.

Gtéwnymi celami tego rodzaju reklamy gn.in. przycijgniecie inwestoréw, studentow,
specjalistdw, wzrost satysfakcjismd mieszkacéw oraz zmiana opinii na temat miasta.
City placemento kreowanie wizerunku miasta. W niniejszym opre&niu przedstawiono
przyktady takiej formy prezentacji miasta lub gminy

Stowa kluczowe:marketing, marketing terytorialny, komunikacjapmiocja, reklama,
product placementity placement
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INTERNET MEDIA IN MARKETING
COMMUNICATION OF POLISH COMPANIES

The main objective of this article is to preser gossibilities and scope of the
use of new media for the necessities of marketorgmunications. The theoretical
basis consists of scholarly literature relatinghte described problem. In the em-
pirical part the results of the author’s own reshaare presented, on the topic of
Internet media in marketing communication of Poligimpanies. The study was
performed in two fields. The first relates to arsédyof the content of websites, in
terms of the use of the tools of the public reladioOn this basis, a diagnosis was
performed of the state of current usage of new an@uipublic relations. In the
second field, the research was performed in tha fofra prognosis, relating to the
growing trends of electronic media over the next f@ars based on interviews of
experts. The last part of the research, showedetkatrts generally agree on the
anticipated trends in the analyzed material. Thestmmportant of the likely
changes in the next few years passed, among othersnultidimensional devel-
opment of social media and mobile applications. Ganes will seek to be in-
volved in an increase of all channels of commuiacatvith customers, which in-
clude even videos and various graphics. In ture,dhse of mobile applications
must be developed in a variety of niche solutiaise( abbreviated - cycle of life)
and light versions of all major social network@ this case mobile versionscan
definitely become more popular.

Keywords: marketing communication, internet media, sociatlimepublic re-
lations

1. INTRODUCTION

Modern marketing requires companies to communieffectively with their current
and potential clients. One of the ways of carryong meaningful dialogue in business and
its respective environment is the use of the ImterNew media, including the Internet,
have stronger and stronger impact on socio-econ@rocesses, resulting in a large
change in the communication profile. Based on tleeeiasing role of new media, a phe-
nomenon called marketing 2.0 is developing, whiefens to the transformation of mar-
keting resulting from the impact of the internet @mmmunication activities. Marketing
2.0 engages the consumers and evokes their feedbeitkation of customers is possible
to a large extent by a well-executed action inftékel of online PR (Internet public rela-
tions, web public relations, public relations netkoe-PR). Thanks to this, the recipient

1 Mariusz Wdniakowski dr, Katedra Marketingu, Wydziat Zadzania, Uniwersytet £6dzki, Légdul. J. Matej-
ki 22/26, m.wozniakowski@uni.lodz.pl, +48 42 63550
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of the message is willing to interact, and evemitate independent actiohCurrently,
the formulation of marketing 3.0 appears more gfteghich refers to the so called new
wave of technology, which allows connection anaiattivity of individuals and groups.
Clients can express themselves and collaborateaotliggrs without major restrictions, as a
particular manifestation in the wave of the birthsocial medi&. From this reason as
well, it seems that no firm can lead effective camimation with the environment any
longer without the use of new media, which are ugetthe programs of internet public
relations.

Instruments of internet public relations allow ss&r have constant communication
and immediate response without restrictions in tame space. Due to the Internet, the
audience is becoming increasingly widespread. Thaoktechnology, the possibility
exists to provide information to a selected gro@igustomers, which has a special value
in the design of communication. Thanks to intekaistj the Internet offers the possibility
of continuous dialogue, which is a key feature @idern marketing communication. The
Internet helps to reach different groups coveregiylic relations activities — clients and
investors, the media, experts and opinion leaqmirslic institutions, as well as employ-
ees, agents and competitors, through individualiredsages tailored to specific audienc-
es?

New media used in creating the image of the netvimritynamically evolving, and
therefore is an attractive and desirable areaahptional activities, arousing interest and
attention of Internet users. Additionally, the hmtet has a positive image in contemporary
society, which means that companies are motivateedxpose their online presence as
well, in order to show that they are modern andnofpenew technologies and means of
communicatiorf. The internet has made the PR field once agairctgideto the general
public, after years of focus primarily on the metliaternet Public relations reinforces the
overall effects of promotional campaigns on-lingating a strong synerdy.

Evans noted that "new technologies are very impbtiacause it helps us to continu-
ally improve ourselves. This innovation of the et shapes and influences the models
of many companies. Technological evolution can esempletely change the business
model” 8

2 M. Cyran,Marketing 2.0. — zintegrowani z interaktywnytMarketing w praktyce” 2008/10, p. 701.

M. Wozniakowski, Pinterest jako przejaw kultury obrazkowej w komaojkmarketingowej przedsgiiorstw,
[in:] Marketing w obliczu nowych wyzwaynkowych ed. W. Grzegorczyk, Wydawnictwo Uniwersytetu
Lodzkiego, £6d 2013, p. 155164.

3 Ph. Kotler, H. Kartajaga, . Setiawahlarketing 3.0. MT Biznes sp. z 0.0., Warszawa 2010, p-158
B. Piekio,Zweryfikowany serwis internetow§Marketing w praktyce” 2011/2, p. 832.

4 M. Kowalska, Zysk& przewag. Zintegrowana komunikacja w nowoczesnym markefitigdzy teory a
praktylkg, Wydawnictwo Adam Marszatek, TarR007, p. 111; M. Gajowniczekyternet liderem! “Marke-
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As a fundamental tool of online public relationswabsite should be considered.
However, the modern, dynamic development of sonelketing makes it increasingly the
base of building the corporate identity in sociadia, which includ®

— big portals- massive communities, eg. Facebook, Google+;

— business portals - communities of professionald gdgedIn, GoldenLine;

— portals with videos and photos, eg. YouTube, Flibkstagram, Pinterest;

- blogs;

- microblogs, eg. Twitter;

— portals with articles, eg. iThink, Artelis;

— kickstarters, eg. Digg;

- individual social network.

The mentioned classification does not include gles of social media. Without a
problem, you can make a further division becaustheir nature, functions, customers,
etc.

This article focuses on the presentation of thé@ig own research results, on the
online media in marketing communications of Potisimpanies carried out for the prepa-
ration of the doctoral dissertation. The study wasducted in two areas. The first relates
to the analysis of the content of websites, in teofhusing the tools of the internet public
relations. On this basis, the diagnosis of theentrstate of network tools in the public
relations sector through Polish companies was padd. The second area of research has
been made in the form of predictions relating te development of trends in electronic
media over the next few years based on expertvietegs conducted among representa-
tives of business and education, dealing with shigject®

2. RESEARCH METHODOLOGY - ANALYSIS OF THE CONTENT OF WEB-
SITES!

The first part of the research was based on armlytgebsite content for the use of
instruments of online public relations. Firms tha¢ in the category “Lista 500" are the
largest Polish firms according to the newspaperetRpospolita” of April 2014 (16th
edition). It was decided to use them, becausedthiy business, thanks to extensive mar-
keting departments (sometimes separate, isolatgd & they have the resources for
multiple activities in the field of marketing commigation, including those conducted
using electronic media. Finally, in many aspectcafmunication, big companies are
pioneers and leaders in the use of new solutiodderhnologies.

The survey was conducted between June and July 2@1iwo independent auditors
(one of whom was the author of this paper) in otdezliminate errors that a single person
could commit by analyzing the web pages.

The analysis was made in two areas:

9 A. Mac,E-przyjaciele. Zobacz, co media spoteczimwe mog zrobi¢ dla Twojej firmy Helion, Gliwice 2011,
p. 26-25; A. PodlaskiMarketing spoteczngiowy. Tajniki skutecznej promocji w social meditelion, Gli-
wice 2011, p. 3679; A. Miotk, Skuteczne social medidelion, Gliwice 2013, p. 16; C. Treadaway, M. 8mi
Godzina dziennie z Facebook marketingietelion, Gliwice 2013, p. 236.

10 M. Wozniakowski, Internetowe public relations w komunikacji markgtiwej przedsbiorstw, unpublished
doctoral dissertation, University of Lodz, £62014.

11 Based on: M. Winiakowski, Internetowe narlzia public relations w komunikacji marketingowejwiek-
szych polskich przedsiiorstw, “Przeghd organizacji’ 2015/6, p. 123.
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1. Corporate websites and the use of the instrusrafdnline Public relations, operat-
ing within its boundaries (directly related to site);

2. Communication through the website with the ukthe online public relations in-
struments, including social media.

Later in the article, for easier reading, the ressof the data collected in both areas are
presented together.

In the first area, it was checked if the company:

- has its own website in Polish. Websites in fordagrguages were not analyzed fur-
ther due to the assumption that, since these artatbest companies operating in
Poland, they should communicate in Polish, with ¢éneironment in which they
are operating;

- has on the webpage external links to other productsands, specific to its own-
ership. These pages have not been analyzed;

— provides RSS feeds for the selected content frenpéye; also pressrooms

— is available to customers on the website in anpnfof interactivity or multimedia;

- communicate via the Web about the ongoing spongoesttivities, both off and
online. In this section, it was taken into accoowtth the typical sponsorship activi-
ties and CSR, since the latter (as well as spohgyraffect the positive perception
of the company by the environment, and often déoféake the form of sponsor-
ship;

— has a pressroom. As pressroom tabs are not ctabsiéi "news" with only a speci-
fied list of events in the Company and / or itsrsundings;

— makes available on the corporate website the pitigsitif subscribing to the com-
pany's newsletter.

In the second area it was checked whether the coynpéa its own website, com-
municates (it was not checked if the company inegainhas one, but whether the exist-
ence is made known on the company website) usiciglsnedia to communicate with the
environment. These media include:

- blogs. It was checked whether in the case of infdion if the blog exists and is

carried out in the framework of the page, or isjpehdent;

— microblogs - Twitter;

a) social networking sites (without examining the @nttif there is a link to the com-
pany's profile in the site): Facebook, YouTube, @e®, others.

The 500 analyzed companies were divided into 18dhras, whose activity is entered
in the register of PKD (Polish Classification oftities) as dominant (Table 1). Due to
the recipients, pages were created in three cagsgy@egments) of customers:

1. B2B - typically for corporate services;

2. B2C - for services dedicated to individual costos;

3. B2B/B2C - for parties of mixed character, detédato both the above two groups,
such as commercial network service on the one hafittl, information about current
promotions for clients, and on the other hand imfation on how to become a supplier or
franchisee network.

Also bringing attention to the issue of the levelse of communication tools depend-
ing on the form of ownership, they were distingegtinto four kinds, and in the analysis
of each, the company is assigned to the dominant 6 ownership:

1. state ownership;
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2. communal ownership;
3. private ownership;
4. foreign ownership.
Table 1. Number of representatives of sectors &tgl500”
No. | Sector B2B B2B/B2C B2C Total
1 | Mining 5 [1,00% |; |0,20% |5 |0,00%|g 1,20%
2 | Media 1 |0,20% |4 |0,80% |4 |0,20% g 1,20%
Production of fuels 3 |0.60% |3 10,60% |g |0,00%g 1,20%
4 |Postand o |0.00% |, [1,40% |5 [0,00%|, |1,40%
telecommunication
5 |IT 11 1220% |1 |0,20% |5 |0,00% |41, |2,40%
6 Energy production 4 |0.80% |99 [2,20% |1 [0,20%]|16 |3,20%
7 | services g |160% |41 [2,20% |1 |0,20%|5g |4,00%
8 | Transport 12 [240% |10 (2,00% |g |0,00% 55 |4,40%
9 Production of metals 22| 440% |1 |0,20% |g |0,00% 53 |4,60%
10 | Others 11 |2:20% |11 |2,20% |3 |0,60% |55 |5,00%
11 | Architecture 23 |460% |9 10.20% |3 10,60% 57 |540%
12 Production of machines 17 |3.40% |10 [2,00% |o |0,00% |57 |5,40%
and equipment
13 Production of cars, trail- 57 |540% |g [1,20% |o |0,00% |33 |6,60%
ers and ships
14 | Retail 2 [0,40% |17 |2,20% |53 [4,60% |35 |7,20%
15 | Production of food 13|2:60% |59 |580% |7 |1,40% |49 |9.80%
16 Production of chemical 31 |6.20% |qg [3.60% |3 [0,60% 5, 10,40%
products
17 | Financial services 3 |0.60% |46 [9.20% |3 |0,60% 5, |10,40%
18 | Wholesale trade 5g| 11,60% |55 |4,40% |1 |0,20% gy |16,20%
Total 251 [ 50,20% | 53| 40,60%] 46 | 9,20% | 500 |100,00%

Source: own study

In comparison to the most numerous group of congsaengaged in wholesale trade,
which is 16.2 per cent of all the surveyed compartiee vast majority of the public repre-
sentatives of the industry include the segment 2B B58 companies), which represents
more than 70 percent of the general branch. Thestermers are the result of the business
- the majority of industrial representatives dirémir offers to institutional clients. The



140 M. Wozniakowski

second in terms of number is the financial servindsistry which has 52 representatives
(10.4 per cent of the surveyed companies), of whithmajority is communication ad-
dressed to customers within the categories B2B/B&€arly 90 percent of the companies
from whole sector. This seems logical, since th&t waajority of banks or insurance com-
panies direct their services to both individuakrts and institutional clients. Ex aequo
from financial services in terms of the number uffitéees in the industry is the production
of chemical products, but here we are dealing witleeper division due to the customers.
So, the dominating recipients of 31 firms is B2Bo(and 60 percent of the industry) as
well as 18 B2B/B2C (nearly 35 percent). This is doghe fact that part of companies
manufacture products for further processing, whacd purchased by other production
companies, and some direct their services to bwtitutional clients and individual cli-
ents (for example, pharmaceutical companies). Aitiner extreme are the industries that
have 6 representatives, which gives 1.2 percentheftotal for each industry, and they
are: mining (with the majority of customers in tB2B segment), the media (with 66 per
cent. recipients in a group B2B/B2C - the contergresented. in eg. the case of television
stations for both the audience and potential atheze) and the production of fuels (where
all users belong to a group or B2B or B2B/B2C). étailed list of sectors (as well as the
number of representatives of each) in relatiorhto dategories of customers is presented
in Table 1.

3. THE USE OF ONLINE MEDIA BY POLISH COMPANIES

The conducted analysis showed that all classifetd/orks of public relations tools are
used by companies from the list. All companies haebsites with a domain name con-
sisting mostly of the company name and .pl or .phnidowever, not all entities have a
website written in Polish. 95 percent of the suadgompanies have a page in Polish, 5
percent only have a page in a foreign languagea{lyshy typing in the browser address
from the Polish domain, followed automatically bsirty directed to the corporate global
website operating under the .com domain - thisasiibu is related only to foreign compa-
nies), another 5 percent have a page in both P@lighmost common is the incomplete
version) and a foreign language.

In the case of the second tool - external linka selected product/brand, 190 compa-
nies have them, representing 38 percent of thé ®©xternal links are the most common
in the structure of the site's multibrand, wheré¢hia "Our Products" section, the descrip-
tion of the individual products and brands is shown

Another tool - RSS is used by 85 companies, whighigsents 17 percent of the total.
RSS feeds mostly function within the pressroom eeidte to current information about
the company.

Forms of interactive/multimedia, that are on thenmpage, are referred to in different
ways. They appear, among others, to determine:imedia, photo bank, downloads,
library, gifts and gadgets. With this type of sugpo the promotion, it was decided to use
239 companies (nearly 48 percent of the total samplsually, in this section there are
photos and videos. Although there are exceptians) as wallpapers and / or screensav-
ers products or company logo in the background fwhie positioned for fans. An inter-
esting form of interaction, gadgets for specifistauners, a useful example, may be in-
cluded on the part of Exide Technologies, the owafethe brand “Centra”. So on the
centra.com.pl page, in the main menu tab is "Adjustbattery”. By clicking on it, we are
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redirected to dobierzakumulator.pl where we carosbdhe most suitable battery for our
car, choosing the make, model, type of fuel, type date of production of the car. With-

out a doubt, this interactive gadget is usefulrffiany drivers who have doubts about how
to choose the battery for their car.

Figure 1. The use of Internet public relations $dm} companies listed at ,Lista 500"

Other social media
Google+
YouTube
Facebook
Twitter
Blog
Newsletter
Pressroom
Sponsoring
Forms of interactive/multimedia
RSS
External links to a selected...

Full website in foreign language

Website in Polish 95%

0% 20% 40% 60% 80% 100%

Source: own study

The next issue examined was communication, by meaaswebsite, of the ongoing
sponsorship activities. In this case, it was fothat more than half of the companies (254
- 50.8 percent of the total sample) communicatehencompany website that carry out
activities in this field. However, for most of tkempanies, sponsoring is associated with
corporate social responsibility (which the authbthe paper agrees with, considering the
effects, csr is building a positive image of thenpany and most often happens through
support - in various forms - of a non-profit orgaation) - exactly 187 (from 254), and
thus by nearly 74 percent of sponsorship communigantities. It should be noted that
the tabs on the sides bear, most often, the foigwiames: "CSR", "social commitment"”,
"we support”, "social activities" as well as "sporship”. Sometimes, in the area of CSR,
appeared sports sponsorship, which shows how grisept is not explicitly defined. In
regards to sponsorship, in its pure form, commueicaly 21 of the companies while at
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the same time on sponsorship and CSR - 46. It dimilnoted that it is probable that not
all companies that operate sponsoring communitata the Web.

In turn, pressrooms are used by 287 companieshwiiies 57.4 percent of the total
surveyed entities. In this case, too, it can happsrnwith social media sponsorship, that
the company has a virtual press office, but it do@snform about it on the Web.

In the case of the newsletter, it is available 82 companies, which gives 26.4 percent
of all surveyed companies. Generally, it is a talttee home page with a request to enter
an email address or the name displayed in thetratism form, on which beyond the e-
mail address, you must enter your name (sometirtss the place of residence, or it
should be noted which categories of information gioalinterested in).

4. SOCIAL MEDIA IN MARKETING COMMUNICATION OF POLIS H COM-
PANIES

The most popular social media among companiesdstiemk. A link to your profile
(mostly classic plugin on the main page, rarelthimform of dynamic - retractable, some-
times links to social media occurred in a sepaatian the menu, also as a subcategory in
the pressroom) exists in 164 companies, repregpBirB percent of the total. While not
classified, no profiles in a language other thalisR@xist. The second most popular was
a YouTube connection on 112 pages (22.4 perceall ofspondents), followed by Twit-
ter - 41 (8.2 percent.), Often due to their natitresias placed in the pressroom. Next was
Google+ - 27 (5.4 percent of the total). Provingotothe least popular are blogs, which
exist in only 23 companies (4.6 percent of respatgJe However, the existing blogs can
be considered a very interesting substance; ciyrgftépared and constantly guided in an
attractive form.

Of all the surveyed companies — 42 (8.4 percers) &dhd links to other than those
listed social networking sites, of which 32 coneecfrom one other service, 7 from two,
and 3 from up to three. The most common sites pappp here were networks of profes-
sionals associated with building a professionalitipzs — GoldenLine and LinkedIn. In
two cases, it also appeared in the Polish serviK®INIn three cases, there were rows of
common services in Poland: Dailymotion and SlideshA detailed list of the other social
networking sites are included in Table 2.

Table 2. The use of less popular social networkites by companies listed at ,Lista 500"

No. The name_of a _social The numb_er of compz_;mies_ using the
networking site social networking site

1 LinkedIn 21 4,2%

2 Pinterest 12 2,4%

3 GoldenLine 11 2,2%

4 Instagram 6 1,2%

5 Flickr 4 0,8%

6 NK.pl 2 0,4%

7 Slideshare 2 0,4%

8 Dailymotion 1 0,2%

Source: own study
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Figure 2. The use of Internet public relations $dmy companies listed at ,Lista 500" divid-
ed into segments of customers (overall structure BZB#B2C+B2C = 100%)
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Source: own study

Looking through the prism of the general structoireustomers of the websites - due
to the number of individual customers (50.2 perd&2B percent of the surveyed compa-
nies, B2B/B2C 40.6 percent., B2C 9.2 percent. ufd), the use of the various network
tools of public relations is as follows: most page$olish (46 percent.) are directed to
B2B recipients, 5 percent of companies do not lgages in this language - then we can
obtain a global corporate website for the sameocosts. Despite the largest number
being B2B recipients, other tools are targeted moftstin for mixed recipients B2B/B2C
and they are: pressroom (28 percent.), sponsorgBppercent.), forms of interactive /
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multimedia (21 percent.), Facebook (19 per cergxdernal links to the website product /
brand (19.proc.), YouTube (14 percent.), newslet{@l percent.), RSS (10 percent.),
Twitter (6 per cent.), other social networking si{é percent .), Google (4 per cent.), and
blogs (3 per cent.). Due to the small number ofamsrs in only B2C (9.2 percent), none
of these tools were not dominant among this group.

The situation is different if each of the audienegs treated as a single entity (100
percent.). The distribution of the use of instrutsenf Internet public relations in many
places looks quite different (Figure 4.3). Morenth@0 percent of companies have a
webpage in the Polish language in order to comnatitheir activities to all audiences,
with the lowest percentage among companies whasgigeats are from B2B; here is the
same as the highest percentage of foreign langsitege (16 percent.). With the next two
tools - forms of interactive/multimedia and RSSisitlear that they are most often used
by companies with customers of mixed B2B/B2C, itaspectively 47 and 25 per cent.,
And in this case, customers only from B2B or B2@rsents are 15 (+/- 2) percentage
points lower in each case. In turn, forms of intéke / multimedia are dominated by
entities that operate B2C customers (76 percéntthe case of the other customers, tools
that companies use less often, although the pergestare still big - it is 52 percent for
B2B/B2C and 40 percent for B2B. In the case of speoship, disparities are less visible in
communicating within this form of activity, if cughers are representatives of B2C and
B2B/B2C (respectively 65 and 59 percent), sligiéys for B2B recipients - 42 percent.
Pressrooms also proved to be a commonly useddo@iublic relations networks, regard-
less of the segment of the customers, althoughmdmemum difference between using a
pressroom, a group of customers is 21 percentaggspdhe most numerous, a virtual
press office, is used by the company for custorB2B/B2C, as well as B2C and B2B
and is respectively 69, 54 and 48 percent. In #se ©f a newsletter, differences in the use
according to the existing customers are large.d@@uosts of B2C have 54 percent of com-
panies, in the other two groups, ie. for B2B/B2@ &2B this figure stands at 27 and 20
percent.

The degree of use of social media, depending otatiget audience is definitely more
diverse than it was in the case of tools direatlgting to the company's Web site. It is not
surprising that the most popular social networlgitg is Facebook. A link to your profile
on their site exists in 65 percent of entities tihadct their message to the B2C segment.
For B2B/B2C this amount is at the level of 47 petcand for only 16 percent of B2B,
which in this case should not be surprising, begalis a site dedicated to mass commu-
nication, rather than building the business to mess relationships. The second most
popular communication with the public is YouTubeyideo-based media. It is used by
over 30 percent of companies that have their custerim segments B2B/B2C and B2C
and by 12 percent of entities operating within BB segment. A similar structure is
used in the case of the next service - Google+ thie difference that the volumes are
considerably smaller, and amount to 11, 10 andr@epe respectively, for B2C, B2B/B2C
and B2B. For two consecutive social media — Twitiad blogs, the utilization rate of
communication with customers from the B2C segmsengédro. For groups B2B/B2C
Twitter is used by 15 percent of businesses, aodtab percent communicate with blogs
(for B2B this amount is about 4 and 2 percent.)odtbthe last category - other social
networking sites used for communication with staltéérs via corporate websites, is 12
percent of companies for customers B2B/B2C, 11grgrdor B2C and only 4 percent for
B2B. Although in the latter case, the percentagddcbe higher if the company's frequent
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use of portals of professionals, and the fact itifarmed on the Website (there are many
company profiles on sites including LinkedIn andid@oLine, of which entrepreneurs do
not mention on their website) .

Figure 3. The use of Internet public relations $dmy companies listed at ,Lista 500" divid-
ed into segments of customers (one segment = 100%)
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Information about the used social media, via websitost commonly are communi-
cated by state-owned companies and foreign (FigurBue to the large disparities in the
various forms of property (34 state enterprisesjuicipal, private 202, 258 overseas),
the results of dealing in any form as a unity (p@@cent.). Facebook is the most popular.
37 percent of foreign companies inform about tipeafile on the site, nearly 30 percent
for public and private, and 17 percent for munitida percent of municipal communi-
cate via Twitter, 14 percent of state and abougeregnt of private and foreign. Municipal
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enterprises do not communicate any more with the afssocial media, hence will be
omitted in the following description. Foreign et are much more pro-social (in the
sense of carrying out the activity in social medtajt the analysis did not take into ac-
count the profiles provided in foreign language&ef) it happened that a foreign compa-
ny on the website written in Polish had installesnerous social plugins. Only when you
click and redirect to the profile of a particulatesit turned out that it is conducted in a
language other than Polish. In this case, the gssomof the study is that the activity of
the network in terms of of public relations was olassified.

Figure 4. The use of social media for each forrawafiership
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5. DEVELOPMENT TRENDS OF ELECTRONIC MEDIA IN THE L IGHT OF
EXPERTS

The second part of the research consists of peifigrimdividual interviews about
marketing communications, with special emphasigualdlic relations and network devel-
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opment trends in this area. The research was l@asé¢ite earlier list of questions sent to
respondents. This form of data collection was useainly to allow respondents to pro-

vide full and free statements but not limiting deteria selection of responses and allow-
ing respondents an opportunity to explain the essef the questions, tasks and supple-
mentary questions. The survey was conducted among:

1. five representatives of the companies (depairtmverkers responsible for activities
such as public relations) conducting intensivevétas in the field of Internet PR;

2. five representatives of public relations ageneiffiliated to the Polish Association
of Public Relations (PSPR);

3. five representatives of education - academicketiag departments of public uni-
versities (or other units of academics) dealindwssues of public relations.

According to experts, contemporary e-PR tools aggiired for each type of business
activity due to the fact that the Internet has Ipeedhe basic medium of searching for
information about products, services, as well akiéis. The location of these tools, in
order of importance in marketing communicationd] eértainly depend on the industry
and target markets. For example, if a company sffeoducts exclusively through mar-
keting communication, it can be carried out sotatythe basis of Internet public relations
tools. In contrast, a company operating in a madkehinated by the traditional distribu-
tion model will need offline tools, including theetwork due to the changing trends in
communication.

To put the matter differently, destination netwaokls deal with public relations and
marketing of communication departments, PR, HRwanelR. The role is to provide a
coherent picture of the company (including the Hdran brands) and its personal charac-
teristics in the broad sense of its environment.

Experts suggest different trends in marketing comipations over the next few years,
but most of them are connected with the developroéetectronic media. Below are the
quintessence of the experts’ opinions on this field

- One expert said that the answer to the questiamBeaclosed in two words - speed
and personalization," which means that customepgaxinstant service and what
goes with it - intelligible communication. Any ngersonalized, mass forms of
communication will lose its significance. Therefocempanies are carrying out ac-
tivities leading to better profiling offers for dosners, which has resulted in a real
usability for the customer.

— The growing importance of social marketing dataariks to automated tools for
market research, it will be possible to choose riqudar pattern of consumption,
simultaneously increasing a meaning of tools fomitawing social media. After
identification of the behavior of the company, wil e able to communicate di-
rectly with the client through the offers and prdimos in social channels. Such
large data analysis will allow the company / brémdavatch, learn and adapt to the
preferences of customers in all available sociaime

— Content marketing will be the most significant ith social media platforms. Its
growing popularity will make published content d&asind widely available. High
quality content will be the key to success in tlmecpss of communication with
customers. More and more brands will create copyrgntent, dedicated to indi-
vidual channels - articles, newsletters, videos lalods that can be integrated with
social networking. Greater responsibility will kesting on the PR departments due
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to the need for tracking the effects of actiongtakas created content is available
in social media and what is its impact on salesrabgtn on investment.

— A further increase in spending on public relatioesworks with particular empha-
sis on social media (including cost for paid promudl formats). The aim of the
companies will be continuously increasing engagensmoss all channels of
communication with customers. Consequently, thism@an an increase in spend-
ing on promoted formats, which also will increake tange and will be precisely
tailored to the target group that the firm wantatquire.

— Will increase the popularity of videos. The compangnd will be increasingly try-
ing to create movies that will be viral or will strgthen the image. On this wave,
YouTube will definitely grow in strength.

- We will have to deal with the development of mokalgplications, and therefore
their wide use by the environment, which will brialgout the need for widespread
use of these applications by companies to commtenigdh the environment.

- Increased emphasis on security and data proteatimnpnly personal, but also
those relating to the operation of companies inctbad.

Experts agreed that the development of new moédartology solutions supports the
creation of a corporate image as modern, dynandcopen to the world; while providing
high-quality service. Thus, mobile technologieswlifor building brand personality, you
can give it life in the world of micro-communicati® In accordance with the above
trends, technological developments and the needffective time management are caus-
ing smartphones to take over as the primary tanketirch for information about compa-
nies / brands, and increasingly through the motifiannel, the process itself runs sales
and customer service. It must be remembered thaalhmobile technologies will be for
everyone - it depends on the industry and the mafseone of the most important trends
in this area has been identified, the need to ersitds in technology and RWD - Respon-
sive Web Design.

6. CONCLUSIONS

The above analysis of Internet public relationdgaelating directly to the web site
and the extent of their use by Polish companiesaled that 95 percent of them have a
corporate website in Polish. Others have a corposabsite — global - in English, which,
from the point of view of building the image on tRelish market may be perceived nega-
tively. Even if there is no need to create comgages, to show the connection with the
place in which it operates you can even createsinbss card page. Other tools in this
area are also quite actively used by businesses: fan half have their own pressroom
and the same communicate via its own website atv@ubngoing sponsorship activities,
while less than 50 percent of companies offer ist@mers the framework of various
types of web pages in interactive forms and / ottimedia. More than a quarter of com-
panies make a newsletter available on their wedsite

Further analysis related to communication shows Bwdish entrepreneurs use social
media through their own sites, showing that the tnpapular social networking site is
Facebook (more than 30 percent of companies haWhegain for their own profile on this
website). The later places were taken by YouTuberénthan 20 percent.) and Google+
(more than 5 percent.). Less than 10 percent opemms also benefit from other services
(usually appearing LinkedIn, Goldenline, Pinterestd Instagram). 8 percent of entities
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communicate with the environment via Twitter. Thadt popular social media proved to
blogs; only 5 percent of companies use them. Inpaoieon with the first group of net-
work tools of public relations, relating directly the website, the percentage of compa-
nies using social media is small. This state ddieff no doubt, is influenced by the work
of many foreign companies, and so they have thg-plwon their sites to social network-
ing sites, but all profiles are mostly conductedEmglish (they were not classified in the
statement). In that case, there is little desir¢herpart of companies to translate messages
and create, simply copies of their corporate pesfih Polish. The benefit would be mutu-
al: the company is gaining a communication chamrit the Polish audience, you know
about the company, and additionally can interadti¢tv is also beneficial to the other
side).

Finally, the last part of this study showed tharéhare significant differences in the
level of use of the network public relations todépending on the industry and the market
in which the company operates. By making some gdimations, it can be concluded that
companies from which its activities are focusedtioe B2B audience in a much lesser
extent, use the tools of e-PR in the communicatimtess with the environment, than
industries that, to a large extent, operate orbtss of b2c customers. Of course, there
are some deviations from the general conditioninathe IT industry. But in this case,
high activity in the field of public relations nedwks should be seen in the profile of these
companies. This fact shows that Polish companik$ate much to do in terms of com-
munication with the use of social media. Lookingytbal trends, it is a mistake to leave
social media only for B2C communication. For magtssthere is a huge potential for
communication in the B2B market.

The second part of the empirical research, basdtleonpinions of experts in the field
of public relations, has shown that it is possitol@utline some common trends for mar-
keting communications. The most important of thellf changes in the next few years,
experts have concluded, among others, is multidsio@al development of social media
and mobile applications. In the case of the fornmaluding the growing importance of
data obtained from this source, which is expectettad to building more personalized
messages, companies will seek to be involved imenease in all channels of communi-
cation with customers, which include even videod garious graphics (based the social
media boom in the picture as YouTube, Pinterestlasghgram). In turn, the case of mo-
bile applications must be developed in a varietyiche solutions, offering customized
solutions in order to build commitment and lightsiens of all the major social networks
- in this case, the mobile versions will becomeirdefly more popular than their full
counterparts.

7. SUMMARY

Interpersonal communication is constantly evolvitig, same happens with communi-
cation on the field of enterprises (organizatioe client (or any other group of stake-
holders). Various kinds of innovations introducedhis area can temporarily improve the
process of communication or even revolutionizastwas the case with the Internet.

Therefore, it would seem that the Internet market therefore marketing activities
conducted within it, including the network of publielations have reached a certain ma-
turity and stability in their development. The atlop of such an assumption would be
too simplistic, because in parallel to the develeptnof a network of mainstream, the
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development of alternative trends and business adesupported by implementing
innovative tools. The past has shown that it cgmpba extremely fast (for example, the
phenomenon of social media).

In subsequent years, certainly in the way we conicat®, both for consumers and
businesses, will be affected by the trend calletie¥net of things." In the coming years,
people will surround themselves with billions ofviies connected to the network. Al-
ready we have seen the impact of mobile devicesbammunication, both purely interper-
sonal and marketing. In this case, the technolagirts to permeate everything that sur-
rounds us, from cars, to RTV and household appignand our clothes. In such a world,
public relations will permanently be associatedhwié&chnology, a new media of commu-
nication. Certainly, you will need to redefine tAR network as a result of these changes.
You will probably need to look again at the pubiitations as a whole, without division
between online and off, since these limits will getely disappear.

As a result of the analysis of Internet public tielas tools relating directly to the web
site and the extent of their use by Polish comganie found that 95 percent of them
have a corporate website in Polish (the otherscarporate websites — global - in Eng-
lish), more than half have their own pressroom #rasame communicate via its own
website about the ongoing sponsorship activitidsjesnearly 50 percent of companies
offer its customers, in the framework of varioupdy of web pages, interactive forms
and/or multimedia. More than a quarter of companiege available on their websites a
newsletter. Less frequent use of this tool, comparith the aforementioned, according to
the specific characteristics - not in every indystnd for each market will fulfill its role.
Therefore, despite lower percentage of the lattee, can firmly say that Polish companies
are willing to use network PR tools relating toitiveebsites.

In the course of further analysis related to comication by Polish entrepreneurs of
social media used through their own sites, we fahadl the most popular social network-
ing site is Facebook (more than 30 percent. of @mgs a have plug-in for their own
profile on this website), followed by YouTube (mdhan 20 percent) and Google+ (more
than 5 percent.). Less than 10 percent of compaisesbenefit from other services (usu-
ally appearing LinkedIn, Goldenline, Pinterest, amstagram). 8 percent of entities com-
municate with the environment via Twitter — a miday platform. The least popular
social media proved to be blogs, which are useteby than 5 percent of companies. In
comparison to the first group of network tools obfic relations, relating directly to the
website, the percentage of companies using so@edlars small.

Another part of the empirical research shows thate are significant differences in
the level of use of the network of public relatidosls depending on the industry and the
market in which the company operates. By makingesgeneralizations, it can be con-
cluded that companies from which its activities fweused on the B2B audience (for
example, wholesale, automotive, trailers and shipsstruction, metal production, min-
ing) in a much lesser extent, use the tools of @fPfRe communication process with its
environment, than industries that operate largalsed on B2C customers (eg retail, food
production). Of course there are some deviatioomfthe general condition, as the IT
industry, but in this case high activity in theldieof public relations network should be
seen in the profile of these companies.

The last part of the research, based on the oprabexperts in the field of public re-
lations on a daily basis, showed that they genegajtee on the anticipated trends in the
analyzed material. The most important of the liketyanges in the next few years passed,
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among others, the multidimensional developmenbofad media and mobile applications.

In the case of the former, in terms, include theagng importance of data obtained from
this source, which is expected to lead to the mglcbf more personalized messages.
Content marketing will become even more importanttes canvas. Companies will seek
to be involved in an increase of all channels ahownication with customers, which

include even videos and various graphics (basetth@social media boom in images). In
turn, the case of mobile applications must be dped in a variety of niche solutions

(often abbreviated - cycle of life) and light venss of all major social networks - in this

case mobile versions - can definitely become mogfar.
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MEDIA INTERNETOWE W KOMUNIKACJI MARKETINGOWEJ POLSK  ICH

PRZEDSIEBIORSTW

Gtownym celem artykutu jest przedstawienie Aiwosci i zakresu wykorzystania no-
wych mediéw dla potrzeb komunikacji marketingowpdstaw teoretyczg stanows stu-
dia literaturowe opisywanego zagadnienia. \W&czempirycznej, ktéra jest zasadrjazze-
$cig opracowania, przedstawiono wyniki badatasnych autora na temat mediéw interne-
towych w komunikacji marketingowej polskich przegigorstw. Badania przeprowadzono
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w dwodch obszarach. Pierwszy odnosidd analizy kontentu stron internetowych patkekn
wykorzystania nakgzi sieciowegapublic relations Na tej podstawie dokonano diagnozy
stanu obecnego wykorzystania nowych mediéw w progchpublic relationsprzez bada-
ne przedsbiorstwa. W drugim obszarze badawczym dokonanommmgodnosgrych sé
do trendéw rozwojowych mediéw elektronicznych naegstrzeni kilku najbfiszych lat na
podstawie przeprowadzonych wywiadow eksperckiétod przedstawicieli biznesu i nauki,
zajmupcych sk ta tematyk. Ta cz$¢ badawcza wykazatae ekspercigna ogo6t zgodni co
do przewidywanych trendéw analizowanej materii. ipwazniejszych prawdopodobnych
zmian w cigu najblizszych kilku lat zaliczyli m.in. wielowymiarowy rozyy mediéw spo-
teczngciowych oraz aplikacji mobilnych. W wypadku tychepiszych chodzi m.in. o
wzrost znaczenia danych pozyskiwanych z tégalta, co ma doprowadzido budowania
bardziej spersonalizowanych przekazéw. Na tej @odst kxdzie zyskiwatl na znaczeniu
kontent marketing. Firmyédola dazyty do wzrostu zaangawania we wszystkich kanatach
komunikacji z odbiorcami, czemu gié map media spoteczrigiowe bazujce na przeka-
zie graficznym. Z kolei j@i chodzi o aplikacje mobilne, powinnyesiozwija¢ rézne niszo-
we rozwhzania oraz wersje mobilne wszystkich portali spoeéciowych — w tym wypad-
ku wersje mobilne powinny staic zdecydowanie popularniejsze od petnych.

Stowa kluczowe:komunikacja marketingowa, media internetowecial media media
spotecznéciowe, public relations
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Jozef ZIGRAY?

CENTRAL NATIONAL SECURITY COMMISSION
OF THE COMMUNIST PARTY OF CHINA

The article discusses the rationale for, and pgxgneade to actual date, of creating the
Central National Security Commission of the CommuRatty of China, from when it was
first announced in November 2013. The paper higtdighe development and reasons for
creating the Commission. The main impulses for distalnent of the Commission are to
help better coordinate a fragmented Communist RédirGhina bureaucracy and to speed up
president Xi Jinping's drive for consolidation aftpersonal power over the internal and
external coercive and diplomatic tools of the goimy structure. The creation of the Com-
mission is a work in progress and its full insiial maturation will take a certain period.
It is still an open question as to whether thidiingonal attempt to achieve coordination of
the foreign and security policy areas around o$iglent’s authority will improve, or further
complicate, China’s long-standing coordination peofy| and help to solve some current in-
ternal and external security policy challenges. Belythe president Xi Jinping’s steps it is
difficult to discern an authoritative voice. Hislpioal progress in the consolidation of for-
eign and security policy, however, is remarkabld aery dynamic. The Commission’s fo-
cus looks to be mainly oriented to internal andpbeary security, but it is also the People's
Republic of China response to new global and traisraltissues.

Keywords: Central National Security Commission, Communist PaftyChina, Peo-
ple's Republic of China’s Foreign and Security Policy

1. INTRODUCTION

States, in favor of their decision-making on funéaital issues of national security,
set up competent structuréihis solution within the complex process of currdetel-
opment was recently adopted alsoRBople's Republic of China.

Since the Communist Party of China (CPC) came teepan 1949, at the time of the
Cold War, international relations were shaped lgyitteology and thus relatively clearly
defined thePeople's Republic of China (PR@3tional security policy. The highest politi-
cal leaders with personal wartime experiences didfeel the need to establish an over-
arching body dealing with issues of national ségufQuestions of national security were
a matter for decision of the "Supreme Leader", eespely of a small group of his fellow
parties. This approach was maintained until theadrile Cold War.

The global development, the increased complexitysedurity problemg and the
growing importance of the PRC as an important dgviorce and power, brought the
need to review the management structure of natee@lrity.

 Jozef Zigray, Faculty of Political Science andetntitional Relations, Matej Bel University in Baask
Bystrica, Kuzméanyho 1, 974 01 Bansk& Bystrica, SoRepublic, e-mail: jozef.zigray@umb.sk

2R. Ivartik, P. Neé&as, International security from the view of postmodeanflicts on the African contingnt
Amelia, Rzeszéw 2012, s. 168.
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Third (Jiang Zemin) and fourth (Hu Jintao) geniera of leaders were gradually
losing their absolute personal control over seguysitlicy which, in addition, gradually
became the suitable subject of political balandeséen the CPC factions.

Decisionmaking on national security was fragmented betwhational People’s
Congress (Parliament), President, State CouncilvéBuonent) and Central Military
Commission (Military). Political control of the CP&as guaranteed through party struc-
tureslike Central Committee of the CPC, Political Bwre# the CPC Central Committee
(Politburo) and particularly Standing Committee of the Central #cdl Bureau of the
CPC -in that time, the only authority able to solve iedately all urgent strategic issues
of national security.

China’s political leaders rightly realized theKkaaf authority like the U.S. National
Security Council (U.S. NSC). The first attempt teate a competent authority in the CPC
structures was the establishment of the CPC Ce@waimittee National Security Lead-
ing Small Group (NSLSG) in 2060

NSLSG main task was to coordinate national secymiticy with the CPC Central
Committee Foreign Affairs Leading Small Group. @teemmission (suclasthe CPC
Central Political and Legal Affairs Commissjdmad competencies particularly in the area
of internal security and political stability of tis¢ate.

The growth of global and regional importance & PRC over the last decade has
brought new security challenges and difficultiestianage them by domestic actors as
well asin cooperation witlan increasing number of foreign players.

Traditional threats to national security have be&tended to nontraditional threats
and internal risks with a negative impact on poditi economic and social situation of the
state.While the complexity and interconnection of domesthd foreign security threats
tended to grow, these have not been solved becduibke decentralization of competent
structures, the absence of integrated strategyaifiéd policy management.

With aim to stop these trends, the Chinese paliteaders decided to create hen-
tral National Security Commission as a highest slenimaking body solving all issues
of the state security.

2. CENTRAL NATIONAL SECURITY COMMISSION OF THE COM MUNIST
PARTY OF CHINA

On November 12, 2013, the Third Plenary Sessiothefl8th Chinese Communist
Party’s Central Committee approved a number ofitgmt decisions and reforms re-
garding security issues. One of the most importetisions was announcement about
establishment of a ne®entral National Security Commissiofithe Communist Party of
China(CNSC).

President Xi Jinping, in his explanation on theakkshment of CNSC pointed out that
China faces the dual pressure of safeguarding natisovereignty, security, and devel-
opment interests externally and safeguarding palitsecurity and social stability inter-

3 Allegedly, the establishment of the NSLSG in 20@ in response to China’s failure to produce &jm
well-coordinated reaction after the NATO bombingtteé Chinese Embassy in Belgrade. There have also
been abundant arguments that the establishmemteoNELSG in 2000 originated from President Jiang
Zemin’s desire to build a platform to continue t@reise his influence after his retirement in 208
initial effort to establish a Chinese National S#tyuCouncil was opposed by certain senior civilamd
military leaders, which resulted in the establishtraf the NSLSG as a compromise.



Central national security commission... 155

nally; all kinds of predictable and unpredictablisk factors have significantly increased
4

According to Joel Wuthnow from CNA China Studits purpose of establishing as

well as expected benefitd the CNSC are:

— Resolving security policy coordination problems;lirding reducingstove-pipingin
China’s bureaucratic system.

— Steering policy at a high level. This includes dssion about whether foreign NSCs
might be a useful model in the Chinese context.

— Addressing a wide array of domestic and internaticgecurity challenges, ranging
from terrorism to the U.S. rebalance to Asia
Zhao Kejin from Carnegie-Tsinghua Center for GloPallicy explainedthe main

reasons for establishment of the CNSC

— The first goal in establishing the CNSC is to hefisure the success of the deepening
economic, political, and social reforms that armdearried out in China.

— The second goal of the CNSC is to establish aathifiational security system.

— The third goal is to support the leadership anicgalbjectives of the CPE
According to U.S. - China Economic and SecurityiB& Commission, four respon-

sibilities of the CNSC with respect to each of thessues are:

— stipulating and implementing national security tetgy;

— pushing forward the construction of the rule of lsygtem concerning national securi-
ty;

— setting security principles and policies of naticsecurity work;

— conducting research and studying ways to resohjempaoblems in national security
work 7.
According to Zhao Kejin, the CNSC has three primasks:

— to advise the Politburo, which oversees the CP@,the highest levels of leadership
in matters of strategy and security;

— to carry out strategic coordination between thédiint departments, and to unify the
departments throughout the party, the governmbeaetntilitary, and society;

— to conduct crisis management and risk managementbdth internal and external
security threat§.
The expected composition of the CN81@t yet officially confirmed) iss follows:

Chairman:

4 J. Xi, Explanation Related to The Decision of the CCP @é@ommittee on Several Problems of Fully Deep-
ening ReformXinhua, 15 November 2013, http://news.xinhuaoet/politics/2013-11/15/c_118164294.htm.

5 J. Wuthnow, Decoding China’s New National Security CommissioBNA China Studies,
https://www.cna.org/CNA_files/PDF/CPP-2013-U-006466al.pdf.

6 K. Zhao, China’s National Security Commissio€arnegie-Tsinghua Center for Global Policy, 2015,
http://carnegietsinghua.org/2015/07/09/china-semati-security-commission/id7i.

U.S—China Economic and Security Review Commission, Hegaon Stability in Chinalessons from
Tiananmen and Implications for the United State#ttem testimony of Murray Scot Tann&5 May 2014,
http://origin.www.uscc.gov/sites/default/files/temipts/Hearing%20Transcript_May%2015%202014.pdf.
Xinhua (English edition), Xi Explains China’'s Reform Plan, November 15, 2013,
http://news.xinhuanet.com/english/china/2013-111832891949.htm.

8 K. Zhao, China’s National Security CommissioGarnegie-Tsinghua Center for Global Policy, 2015,
http://carnegietsinghua.org/2015/07/09/china-semati-security-commission/id7i.
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— Xi Jinping, General Secretary of the CPC, Presiddnthe PRC, Chairman of the

Central Military Commission (CMC);

— Vice Chairmen:
- Li Kegiang, Premier of the State Council, Politb@@anding Committee member;
— Zhang Dejiang, Chairman of the National People'sigtess Standing Committee,

Politburo Standing Committee member;

Members:

- Meng Jianzhu, executive member, Politburo membecredary of the Central Politi-
cal and Legal Affairs Commission;

— Zhang Chunxian, member, Politburember, Party Secretary of Xinjiang;

— Li Zhanshu, Chief of General Office of the CNSC,i&lof the General Office of the

CPC;

— Cai Qi, deputy chief of General Office of the CNSC.

The CNSC has the status as an agency directlyruhdeCentral Committee of the
CPC. The country’highest leaders are members of @¢SC.This makes the CNSC the
most comprehensive an powerful natiosaturity decision-making body in the Chinese
security syster,

The CNSC held its first meeting in April 2014.

In a speech at the meeting, president Xi stredseddnnection between national security
and economic developmemevelopment is the foundation for security, andiggcis a
condition for development. Only a prosperous coum@n have a strong military, and
only a strong military can protect the countfjhe combination of domestic stability and
external security might have been what presideniiant when he called for China to
follow a national security path with Chinese characterisfits

The CNSC formation is an important step in cergedion of power into the hands of
the highest party leadership with two primary iroptions:

— the top party leadership has now direct controlrdaéernal and external national
security decision-making;

— president Xi can now better regulate civilian aniitany sides of the foreign and
security apparatus to control national securitynaige

As it has been confirmed by Chinese Televisidre paramount leader himself is
designated to lead on foreign/military affairs, wiigives him an unparalleled position in
determining the country’s national security polité

The first meeting of the CNSC suggested thatdbeeas of internal and external secu-
rity will be evaluated irbalance. Stressing the Commission’s powers, presideused
several times expressiounsified and efficiento describe the role of the new CNSC.

9 As NDU'’s Senior Colonel Xu Hui explains, if theurtry’s highest leadewere a member of the commis-
sion, it would serve as Chindsghest decision-making orgdar national security. However, if it were led
by other senior leadersit might only serve as decision-making advisory orgafhina News Service,
Experts Demystify China’s National Security ConenittStandard Configuration of Strong Powéhina
News Service”, 14 November 2013, http://www.chinasaeom/gn/2013/11-14/5499845.shtml.

10 S, Tiezzi, China’s National Security Commission Holds First édag “The diplomat” 2014,
http://thediplomat.com/2014/04/chinas-national-siggicommission-holds-first-meeting/.

1 China Central Televisiorsocus Today13 November 2013, http:/news.cntv.cn/2013/1VIBE1384353
122424699.shtml.
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The area of responsibilities of the CNSC is verglenas it covers: political security,
homeland security, military security, economic ségucultural security, societal securi-
ty, scientific and technologic security, informatigecurity, ecological security, natural
resources security, nuclear security. The listesponsibilities of the CNSC allows to
negotiate virtually all national security issuesir@nt approaches of the top PRC political
leadership point to the fact that issues are verggiex and interdependent.

The CNSC’'s mandate covers both internal and eatesecurity issues; however,
official Chinese statements, Chinese academicgsypekperts, and Chinese state media
indicate it likely will focus on the formé#.

According to Fudan University Associate Dean, SBengli, the CNSC's internal
focus suggests president Xi has determidethestic factors pose the most substantial
challenge to China’s national security for decattesome's.

Wen-Ti Sung assesses tifgiresident Xi truly is able to make the CNSC phranary
national security decision-making body as he predishen we may expect to see a more
coherent Chinese foreign policy, and witness feimeidents where the foreign policy
team’s charm offensive towards its neighbors areleeed moot by ill-timed military
exercises or provocations in the South China Sdabagond. China watchers, especially,
may be entitled to feel generally less concerneniafuture provocative offhand remarks
by Chinese military officers, wondering whetherythrepresent the official security poli-
cy*4

Despite the importance of CNSC, in deciding ontematof national security, not
forgetting role of the original and still functiony structures remains significant. Varying
degrees of impact on the security policy of PRCehgarticularly those authorities:

— Xl Jinping (General Secretary of the CPC, Presiddnthe PRC, Chairman of the
CMC, Chairman of the CNSC (paramount leader degidaly routine national secu-
rity affairs);

- Standing Committee of the Central Political Buredthe CPC (deciding particularly
serious and urgent issues an ad hoc or weekly meetipgs

- Political Bureau of the CPC Central Committee (dig important issues and key
policies);

— Central Committee of the CPC (Significant but nodant issues, such as changes in
existing guidelines and principles);

— CPC Central Committee National Security Leading Bi@aoup (ad hoc issues in
coordination particularly with CPC Central Committeéoreign Affairs Leading Small
Group);

— Central Political and Legal Affairs Commission detCPC (deciding ad hoc issues
with coordination with other CPC Central Committesading Small Groups on inter-
nal security);

12 A, Erickson, W. McCahill,;Take Heed of China’s Security Commissitthina Real Time Report (Wall
Street Journal blog)”, 31 January 2014, http://blagj.com/chinarealtime/2014/01/31/pay-close-aitbent
to-chinas-new-securitgommissiof) available at: http://csis.org/files/publicati®ac13810.pdf.

3 D. Shen, Framing China’s National Security “China-US Focus’, 23 April 2014,
http://iwww.chinausfocus.com/peace security/franghgras-national-security/.

14 S, Wen-Ti Sung,China’s New State Security CommittéEhe diplomat”, 25 November2013,
http://thediplomat.com/2013/11/chinas-new-stataiggecommittee/.
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— Central Military Commission of the CPC (decidingpantant issues on security and
foreign affairs regarding to the military).

Another more popular, but simplified, categorizatitivides national security affairs
into routine issues and strategic issues, whidhréapectively under the authority of the
paramount leader and the Political Bureau of th€ @ntral Committee. The roles of
the Political Bureau and Central Committee in ppoliecisions are negligible; because in
reality they rarely challenge a consensus alreadghed by the Political Bureau of the
CPC Central Committe®.

China’s CNSC can be comparable to the U.S. NSO#sibstitutions deliberate and
coordinate national security policies. Differendetween them are that the CNSC is a
CPC structure while the U.S. NSC is a governmesttaicture. Further, China’s CNSC
appears to have a much broader mandate, mainlpmestic issues, than the U.S. NSC.
The CNSC is also an interministerial administratbaely for coordination and planning
of the PRC’s security policy. However, some of @fgnese experts draw attention to
more potential differences between CNSC and Westuntries’ similar structures.

According to Gong Fangbin, a professor at Chind¥JI\there would be large differ-
ences between CNSC and Western countries” natsmgairity councils or their equiva-
lents, sinceve are a country under the leadership of a Comnturasty, andParty Cen-
tral will continue to have the highest decision-imgkpower'®.

Similarly, a Xinhua analysis asserted that suchpganmsons to other NSCs were for
reference purposes only.

In addition, Senior Colonel Xu Hui, another NDUhetar, stated more circumspectly
thatdifferent countries have differing systems, andrtiies and statutes of all NSCs are
different*8,

PRC experts agree that China should have theyatuliet and execute security policy
from a high level, but often they offer differingnspectives on which model is the most
suitable for how to do so.

Questionable is the current position of the orifiparty decision-making structures
on security and foreign policieat present, the CPC has the Leading Small Group on
Foreign Affairs and the Leading Small Group on bia&l Security. The bothivilian
groups have responsibilities in the area of foreigd security policies. Internal security
is mainly under control of the CPC Central Politiaad Legal Affairs Commission. To
the CPC is also available the Central Military Coission, chaired by president Xi, that
coordinates security and foreign policies with Gfénmilitary. These bodies are likely to
be fully subordinated to the CNSC. Mechanism of gamication in the development
and management of national security policy is rettcjear

15 China News Service&xperts Demystify China’s National Security ComeeittStandard Configuration of
Strong Powersl4 November 2013, http://www.chinanews.com/gn/201:3/4/5499845.shtml.

16 F, GongNational Security Committee Carries the Duty ofdResg the Trouble of Rising Powet®eople’s
Daily Online, Great Power Forum”, 14 November 20&8p://www.people.com.cn/n/2013/1114/c347407-
23539919.html.

17 China News Servic&xperts Demystify China’s National Security ComeittStandard Configuration of
Strong Powersl4 November 2013, http://www.chinanews.com/gn/201:3/4/5499845.shtml.

18 China News Servicé&xperts Demystify China’s National Security ComeittStandard Configuration of
Strong Powersl4 November 2013, http://www.chinanews.com/gn/201:3/4/5499845.shtml.
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3. CONCLUSION

The CNSC will play a crucial role as a guiding ®ino national security decisions and
policies of the PRC. Foreign and Security Policythef PRC are very closely linked and
at the same time fragmented into civilian and amilitparts. Their direction and control
have so far been divided between the State Co(@oVvernment) and the CMC (Mili-
tary). Coordination was carried out on ath hocform of Leading Small Groups' meet-
ings. The creation of the CNSC allowed to CPC to cerztealoreign and security policies
as well as their subordinate structures.

President XI as chairman of the CMC has alreadyrobaver military issues. Thanks
to the presidency of the CNSC he received furtiatrol and influence over the internal
security and foreign policy. This will strengthdretoffice of the PRC’s presidency at the
expense of the CPC’s general secretary posttimnently carried out by one person.

President Xi has strengthened control over natiseaurity policy and consolidated
his power only a year after taking office. He rekadnly put an end to decades of fruitless
efforts of his predecessors.

Despite important structural changes it is natliikio see significant changes in Chi-
na’s national security policy. Rather, it is toeb@ected the better coordination and closer
centralization and consolidation of power in thends of the CPC Politburo Standing
Committee members.

The importance of the new CNSC deserves permattamttion of PRC’s and foreign
security experts and scholars.
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CENTRALNA KOMISJA BEZPIECZE NSTWA NARODOWEGO

W artykule oméwiono przyczyny utworzenia Centralidejmisji Bezpieczastwa Naro-
dowego Komunistycznej Partii Chin, ktora zostata ptama w listopadzie 2013 r. W arty-
kule przedstawiono powstanie Komisji, podano j&jwgie cele, jak réwnieukazano jej
rozwoj, jaki dokonat si od momentu jej powstania. Gtéwnym impulsem powiatdomi-
sji byla lepsza i sprawniejsza koordynacja wtadzoyntinistycznej Partii Chin oraz przy-
spieszenie dziataprezydenta Xi Jinping w umocnieniu swojej wtadzgdnprzymusem
wewretrznym i zewgtrznym oraz nargzi dyplomatycznych struktury zadzapcej. Za-
daniem Komisji Bezpieczstwa Narodowego jest reagowanie na kryzysy w kirap gra-
nica. Komisja nadal si ksztattuje i aby oggma¢ jej instytucjonaln dojrzatg¢, potrzeba
jeszcze czasu. Wgid kwestiy otwarh jest to, czy proba aginiecia koordynacii i bezpie-
czeistwa dotycgca obszaréw polityki zagranicznej jest iliwa i czy utworzenie takiego
organu, jak Komisja Bezpieazgtwa Narodowego, poprawidlz jeszcze bardziej skompli-
kuje diugotrwate problemy koordynacyjne Chindb tez pomaze rozwizat niektére we-
wnetrzne, jak réwnig¢ zewretrzne wyzwania polityki bezpieciastwa. Patrgc na dziatania
prezydenta Xi Jinpinga, nietrudno dostrzec jegmytiitywny gtos. Jednak jego dziatania
na rzecz pogpu politycznego dotyezego konsolidacji polityki zagranicznej i bezpietze
stwa g niezwykle i bardzo dynamiczne. Komisja kladzieisk@rzede wszystkim na bez-
pieczéistwo wewrtrzne pastwa, ale jest to rowniepewnego rodzaju odpowigdChin-
skiej Republiki Ludowej na nowe problemy globalmai¢dzynarodowe.

Stowa kluczowe Centralna Komisja Bezpieazstwa Narodowego, Komunistyczna
Partia Chin, Polityka Zagraniczna i Bezpietst®va Chiskiej Republiki Ludowej
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