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Êîðïîðàòèâíà êóëüòóðà áåê–îô³ñó áðåíäó ÂÍÇ
Îá’ºêòîì äîñë³äæåííÿ º êîðïîðàòèâíà êóëüòóðà âèùîãî íàâ÷àëüíîãî çàêëàäó ÿê ôóíäàìåíò 

ôîðìóâàííÿ åôåêòèâíîãî áåê–îô³ñó éîãî áðåíäó. 

Ïðåäìåòîì äîñë³äæåííÿ º íàóêîâî–òåîðåòè÷í³ ï³äõîäè äî âèçíà÷åííÿ ðîë³ êîðïîðàòèâíî¿ 
êóëüòóðè âèùîãî íàâ÷àëüíîãî çàêëàäó ó ôîðìóâàíí³ àäàïòèâíîñò³ éîãî ïðàö³âíèê³â.

Ìåòà äîñë³äæåííÿ – âèçíà÷èòè ³ñíóâàííÿ âïëèâó êîðïîðàòèâíî¿ êóëüòóðè âèùîãî íàâ÷àëüíîãî 
çàêëàäó íà ð³âåíü àäàïòèâíîñò³ éîãî íàóêîâî–ïåäàãîã³÷íèõ ïðàö³âíèê³â òà ôîðìóâàííÿ åôåêòèâ-
íîãî áåê–îô³ñó áðåíäó ÂÍÇ.

Ìåòîäè äîñë³äæåííÿ: ìîíîãðàô³÷íîãî îáñòåæåííÿ òà óçàãàëüíåííÿ – äëÿ îá´ðóíòóâàííÿ ïðè-
çíà÷åííÿ êîðïîðàòèâíî¿ êóëüòóðè ó ôîðìóâàíí³ åôåêòèâíîãî áåê–îô³ñó áðåíäó ÂÍÇ; ñèñòåìíî–
ïîâåä³íêîâèé, ìàðêåòèíãîâèé ï³äõîäè – ïðè äîñë³äæåíí³ âïëèâó êîðïîðàòèâíî¿ êóëüòóðè ÂÍÇ íà 
ð³âåíü àäàïòèâíîñò³ éîãî ïðàö³âíèê³â; ôóíêö³îíàëüíèé, ñèíåðãåòè÷íèé – äëÿ óçàãàëüíåííÿ âèñíîâ-
ê³â ùîäî ôîðìóâàííÿ Brand Exploer, ÿê ñóááðåíäó áðåíäó âèùîãî íàâ÷àëüíîãî çàêëàäó.

Ðåçóëüòàòè ðîáîòè òà âèñíîâêè. Ñòàòòþ ïðèñâÿ÷åíî äîñë³äæåííþ çâ’ÿçê³â ì³æ êîðïîðàòèâíîþ 
êóëüòóðîþ âèùîãî íàâ÷àëüíîãî çàêëàäó, ð³âíåì àäàïòèâíîñò³ íàóêîâî–ïåäàãîã³÷íèõ ïðàö³âíèê³â òà 
ôîðìóâàííÿì åôåêòèâíîãî Brand Exploer, ÿê ñóááðåíäó áðåíäó ÂÍÇ. Äîñë³äæåíî ï³äõîäè ùîäî âè-
çíà÷åííÿ ïîíÿòòÿ «êîðïîðàòèâíà êóëüòóðà». Îá´ðóíòîâàíî ³ñíóâàííÿ ³íòåãðàö³éíî¿ ñèñòåìè çâ’ÿçê³â 
ì³æ êîðïîðàòèâíîþ êóëüòóðîþ âèùîãî íàâ÷àëüíîãî çàêëàäó, ð³âíåì àäàïòèâíîñò³ íàóêîâî–ïåäàãî-
ã³÷íîãî ïåðñîíàëó òà ôîðìóâàííÿ Brand Explorer, ÿê ñóááðåíäó áðåíäó ÂÍÇ. Îñîáëèâå ì³ñöå â äî-
ñë³äæåíí³ âèîêðåìëåíî âèçíà÷åííþ çâ’ÿçêó ì³æ soft skills âèêëàäà÷à òà éîãî çäàòíîñò³ àäàïòóâàòèñÿ 
äî êîðïîðàòèâíèõ óìîâ âèùîãî íàâ÷àëüíîãî çàêëàäó. Çðîáëåíî âèñíîâîê ùîäî íåîáõ³äíîñò³ ôîð-
ìóâàííÿ êîðïîðàòèâíî¿ êóëüòóðè âèùîãî íàâ÷àëüíîãî çàêëàäó, ÿê îáîâ’ÿçêîâî¿ óìîâè åôåêòèâíî¿ 
àäàïòàö³¿ íàóêîâî–ïåäàãîã³÷íèõ ïðàö³âíèê³â, ïîáóäîâè Brand Explorer – ñóááðåíäó áðåíäó ÂÍÇ.

Íîâèçíà: Ðîçãëÿíóòî êîðïîðàòèâíà êóëüòóðà âèùîãî íàâ÷àëüíîãî çàêëàäó ÿê óìîâà åôåêòèâíî¿ 
àäàïòàö³¿ éîãî íàóêîâî–ïåäàãîã³÷íèõ ïðàö³âíèê³â â êîíòåêñò³ ïîáóäîâè Brand Explorer, ÿê ñóááðåí-
äó áðåíäó ÂÍÇ. Çàïðîïîíîâàíî ñõåìó ³íòåãðàö³éíèõ çâ’ÿçê³â ì³æ êîðïîðàòèâíîþ êóëüòóðîþ ÂÍÇ, 
ð³âíåì àäàïòàö³¿ íàóêîâî–ïåäàãîã³÷íèõ ïðàö³âíèê³â â êîíòåêñò³ ôîðìóâàííÿ Brand Explorer.

Êëþ÷îâ³ ñëîâà: êîðïîðàòèâíà êóëüòóðà, àäàïòèâí³ñòü íàóêîâî–ïåäàãîã³÷íèõ ïðàö³âíèê³â, áðåíä 
ÂÍÇ, Brand Explorer, ñóááðåíä áðåíäó ÂÍÇ,soft skills, áåê–îô³ñ.
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Êîðïîðàòèâíàÿ êóëüòóðà áýê–îôèñà áðåíäà ÂÍÇ
Îáúåêòîì èññëåäîâàíèÿ ÿâëÿåòñÿ êîðïîðàòèâíàÿ êóëüòóðà âûñøåãî ó÷åáíîãî çàâåäåíèÿ êàê 

ôóíäàìåíò ôîðìèðîâàíèÿ ýôôåêòèâíîãî áýê–îôèñà åãî áðåíäà.

Ïðåäìåòîì èññëåäîâàíèÿ åñòü íàó÷íî–òåîðåòè÷åñêèå ïîäõîäû ê îïðåäåëåíèþ ðîëè êîðïî-
ðàòèâíîé êóëüòóðû âûñøåãî ó÷åáíîãî çàâåäåíèÿ â ôîðìèðîâàíèè ýôôåêòèâíîé àäàïòàöèè åãî 
ñîòðóäíèêîâ.

Öåëü èññëåäîâàíèÿ – îïðåäåëèòü ñóùåñòâîâàíèå âëèÿíèÿ êîðïîðàòèâíîé êóëüòóðû ÂÓÇà íà 
óðîâåíü àäàïòèâíîñòè åãî íàó÷íî–ïåäàãîãè÷åñêèõ ðàáîòíèêîâ è ôîðìèðîâàíèå ýôôåêòèâíîãî 
áýê–îôèñà áðåíäà ÂÓÇà.

Ìåòîäû èññëåäîâàíèÿ: ìîíîãðàôè÷åñêîãî îáñëåäîâàíèÿ è îáîáùåíèÿ – äëÿ îáîñíîâàíèÿ 
íàçíà÷åíèÿ êîðïîðàòèâíîé êóëüòóðû â ôîðìèðîâàíèè ýôôåêòèâíîãî áýê–îôèñà áðåíäà ÂÓÇà; 
ñèñòåìíî–ïîâåäåí÷åñêèé, ìàðêåòèíãîâûé ïîäõîäû – ïðè èññëåäîâàíèè âëèÿíèÿ êîðïîðàòèâíîé 
êóëüòóðû ÂÓÇà íà óðîâåíü àäàïòèâíîñòè åãî ðàáîòíèêîâ; ôóíêöèîíàëüíûé, ñèíåðãåòè÷åñêèé – 
äëÿ îáîáùåíèÿ âûâîäîâ ïî ôîðìèðîâàíèþ Brand Exploer, êàê ñóááðåíäà áðåíäà ÂÓÇà.

Ðåçóëüòàòû ðàáîòû è âûâîäû. Ñòàòüÿ ïîñâÿùåíà èññëåäîâàíèþ ñâÿçåé ìåæäó êîðïîðàòèâ-
íîé êóëüòóðîé âûñøåãî ó÷åáíîãî çàâåäåíèÿ, óðîâíåì àäàïòèâíîñòè íàó÷íî–ïåäàãîãè÷åñêèõ ðà-
áîòíèêîâ è ôîðìèðîâàíèåì ýôôåêòèâíîãî Brand Exploer, êàê ñóáàðåíäà, áðåíäà ÂÓÇà. Èññëå-
äîâàíî ïîäõîäû ê îïðåäåëåíèþ ïîíÿòèÿ «êîðïîðàòèâíàÿ êóëüòóðà». Îá´ðóíòîâíî ñóùåñòâîâàíèå 
èíòåãðàöèîííîé ñèñòåìû ñâÿçåé ìåæäó êîðïîðàòèâíîé êóëüòóðîé âûñøåãî ó÷åáíîãî çàâåäåíèÿ, 
óðîâíåì àäàïòèâíîñòè íàó÷íî–ïåäàãîãè÷åñêîãî ïåðñîíàëà è ôîðìèðîâàíèåì Brand Explorer, 
êàê ñóááðåíäà, áðåíäà ÂÓÇà. Îñîáîå ìåñòî â èññëåäîâàíèè âûäåëåíî îïðåäåëåíèþ ñâÿçè ìåæäó 
soft skills ïðåïîäàâàòåëÿ è åãî ñïîñîáíîñòè àäàïòèðîâàòüñÿ ê êîðïîðàòèâíûì óñëîâèÿì âûñøå-
ãî ó÷åáíîãî çàâåäåíèÿ. Ñäåëàí âûâîä î íåîáõîäèìîñòè ôîðìèðîâàíèÿ êîðïîðàòèâíîé êóëüòóðû 
ÂÓÇà, êàê îáÿçàòåëüíîãî óñëîâèÿ ýôôåêòèâíîé àäàïòàöèè íàó÷íî–ïåäàãîãè÷åñêèõ ðàáîòíèêîâ, 
ïîñòðîåíèÿ Brand Explorer, êàê ñóááðåíäà áðåíäà ÂÓÇà.

Íîâèçíà. Ðàññìîòðåíî ïîíÿòèå «êîðïîðàòèâíàÿ êóëüòóðà» ÂÓÇà êàê óñëîâèå ýôôåêòèâíîé àäàïòà-
öèè åãî íàó÷íî–ïåäàãîãè÷åñêèõ ðàáîòíèêîâ â êîíòåêñòå ïîñòðîåíèÿ Brand Explorer, êàê ñóááðåíäà áðåí-
äà ÂÓÇà. Ïðåäëîæåíà ñõåìà èíòåãðàöèîííûõ ñâÿçåé ìåæäó êîðïîðàòèâíîé êóëüòóðîé ÂÓÇà, óðîâíåì 
àäàïòàöèè íàó÷íî–ïåäàãîãè÷åñêèõ ðàáîòíèêîâ â êîíòåêñòå ôîðìèðîâàíèÿ ñóááðåíäà Brand Explorer.

Êëþ÷åâûå ñëîâà: êîðïîðàòèâíàÿ êóëüòóðà, àäàïòèâíîñòü íàó÷íî–ïåäàãîãè÷åñêèõ ðàáîòíèêîâ, 
áðåíä ÂÓÇà, Brand Explorer, ñóááðåíä áðåíäà ÂÓÇà, soft skills, áýê–îôèñ.

STUDINSKA 

Corporate culture of the back–office of the university brand
The object of research is the corporate culture of university as a foundation for the formation of an 

effective back–office of university brand. The subject of research is scientific and theoretical approaches 
to determining the role of corporate culture of university in shaping the adaptability of its employees.

The purpose of the study is to determine the existence of the impact of corporate culture of 
university on the level of adaptability of its research and teaching staff and the formation of an effective 
back office of the university brand.

Research methods: monographic survey and generalization – to justify the purpose of corporate 
culture in the formation of an effective back–office of the university brand; system–behavioral, 
marketing approaches – in the study of the impact of corporate culture of the university on the level of 
adaptability of its employees; functional, synergetic – to summarize the conclusions on the formation 
of Brand Exploer as a sub–brand of university brand.

Results of work and conclusions. The article is devoted to the study of the links between 
the corporate culture of university, the level of adaptability of research and teaching staff and the 
formation of an effective Brand Exploer, as a sublease of university brand. Approaches to the 
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Ïîñòàíîâêà ïðîáëåìè. ²ñíóâàííÿ ö³ëîãî ïå-
ðåë³êó ñêëàäíèõ ñîö³àëüíî–åêîíîì³÷íèõ, åêîëî-
ã³÷íèõ, äåìîãðàô³÷íèõ ïðîáëåì â Óêðà¿í³ ïîòðåáóº 
³íòåãðîâàíîãî ï³äõîäó ³ç âèêîðèñòàííÿì ä³ºâèõ ³í-
ñòðóìåíò³â, ÿê³ çäàòí³ â³äòâîðèòè òà ñêåðóâàòè ðîç-
âèòîê êðà¿íè ó ïîòð³áíîìó íàïðÿìó òà çàáåçïå÷è-
òè òåìïè öüîãî ðîçâèòêó, ùî äîçâîëèòü çä³éñíèòè 
ñòðàòåã³÷í³ çðóøåííÿ â ñåêòîðàëüí³é ñòðóêòóð³ íà-
ö³îíàëüíî¿ åêîíîì³êè. Áðåíä–îð³ºíòîâàíèé ðîçâè-
òîê íàö³îíàëüíî¿ åêîíîì³êè º ñàìå ò³ºþ ñòðàòåã³-
ºþ, ó ôîðìàò³ ÿêî¿ ìîæëèâà ðåàë³çàö³ÿ î÷³êóâàíèõ 
çì³í â êðà¿í³. Â êîíòåêñò³ ö³º¿ ñòðàòåã³¿ âñ³ ôîðìè 
áðåíäó ïîâ’ÿçàí³ ì³æ ñîáîþ òà âèñòóïàþòü ÷èí-
íèêàìè ñèñòåìè êîíêóðåíòîñïðîìîæíîñò³ íàö³î-
íàëüíî¿ åêîíîì³êè. Áðåíä âèùîãî íàâ÷àëüíîãî çà-
êëàäó, ÿêó óí³êàëüíà ìîäåëü, ùî ³íòåãðóº âñ³ ôîðìè 
áðåíäó (òîâàðíó, òåðèòîð³àëüíó, îñîáèñò³ñíó, îð-
ãàí³çàö³éíó, ³íôîðìàö³éíó) çàáåçïå÷óº åôåêòèâ-
í³ñòü ôóíêö³îíóâàííÿ òà êîíêóðåíòîñïðîìîæí³ñòü 
ÿê ñàìîãî ó÷áîâîãî çàêëàäó íà ðèíêó îñâ³òí³õ ïî-
ñëóã, òàê ³ âèïóñêíèê³â öüîãî ÂÍÇ íà ðèíêó ïðàö³. 
Ôîðìóâàííÿ áðåíäó âèùîãî íàâ÷àëüíîãî çàêëàäó 
ìàº ñïèðàòèñÿ íà éîãî åôåêòèâíèé áåê–îô³ñ, ùî 
ïåðåäáà÷àº âïðîâàäæåííÿ êîðïîðàòèâíî¿ êóëü-
òóðè, ÿêà çàáåçïå÷óº ïîòð³áíó àäàïòèâí³ñòü íàó-
êîâî–ïåäàãîã³÷íèõ ïðàö³âíèê³â äî âíóòð³øíüîãî 
ñåðåäîâèùà íàâ÷àëüíîãî çàêëàäó. Îòæå, àêòóàëü-
í³ñòü äîñë³äæåííÿ ïîëÿãàº ó ïðàêòè÷í³é çíà÷èìîñò³ 
ôîðìóâàííÿ êîðïîðàòèâíî¿ êóëüòóðè âèùîãî íà-
â÷àëüíîãî çàêëàäó, ÿê ñêëàäîâî¿ áåê–îô³ñó áðåí-
äó ÂÍÇ, ùî çàáåçïå÷óº íà ñó÷àñíîìó îñâ³òíüîìó 
ðèíêó åôåêòèâí³ñòü òà êîíêóðåíòîñïðîìîæí³ñòü 
ÂÍÇ ÿê ñóá’ºêòà ãîñïîäàðþâàííÿ.

Àíàë³ç îñòàíí³õ äîñë³äæåíü ³ ïóáë³êàö³é. 
Ì³æãàëóçåâèé õàðàêòåð ïèòàííÿ êîðïîðàòèâíî¿ 
êóëüòóðè â øèðîêîìó ñåíñ³¿ çíàéøëî ñâîº âè-

ñâ³òëåííÿ ó áàãàòüîõ ïðàöÿõ â³ò÷èçíÿíèõ ³ çàðó-
á³æíèõ äîñë³äíèê³â ð³çíèõ ãàëóçåé ñîö³àëüíîãî 
çíàííÿ. Îá’ºêò äàíîãî äîñë³äæåííÿ º àêòóàëü-
íèì äëÿ íàóêîâö³â ç ñîö³îëîã³¿ òà êóëüòóðîëîã³¿, 
ìåíåäæìåíòó, â òîìó ÷èñë³ îñâ³òíüîãî ìåíåäæ-
ìåíòó òà ñîö³àëüíî¿ ïñèõîëîã³¿, ïåäàãîã³êè òà åêî-
íîì³êè à òàêîæ áðåíäîëîã³â, àíàë³ç ÿêèõ äîçâî-
ëÿº âèçíà÷èòè ñóòí³ñòü öüîãî ïîíÿòòÿ. Çîêðåìà, 
äîñë³äæåííÿ åâîëþö³¿ ïîíÿòòÿ «êîðïîðàòèâíà 
ê³ëüòóðà» çä³éñíåíî Êðàñíåíêî Î.Â., ïî÷èíàþ÷è 
³ç âçàºìîçâ’ÿçêó ìîðàëüíèõ âèìîã òà ñóñï³ëüíî¿ 
ïðàö³ ìèñëèòåëåé Àíòè÷íîñò³ (çîêðåìà, Àðèñòî-
òåëü), òà âêëþ÷àþ÷è íîâå ïåðåîñìèñëåííÿ ïðî-
áëåìè ìîðàëüíîñò³ ïðîôåñ³éíî¿ ä³ÿëüíîñò³ ç ïî-
øèðåííÿì ó çàõ³äíîºâðîïåéñüêîìó ñóñï³ëüñòâ³ 
ïðîòåñòàíòñüêî¿ åòèêè òà óòâåðäæåííÿì êàï³òà-
ë³ñòè÷íèõ â³äíîñèí (Ñì³ò À., Êîíò Î., Äþðêãåéì Å., 
Âåáåð Ì.) [4]. Ôåíîìåí êîðïîðàòèâíî¿ êóëüòóðè ó 
â³ò÷èçíÿí³é îñâ³ò³ ïî÷àâ äîñë³äæóâàòèñÿ ïîð³âíÿ-
íî íåäàâíî. Ãíåçä³ëîâà Ê. Ì. äîñë³äæóº ïðîáëåìè 
ñïåöèô³êè ïðîôåñ³éíî–ïåäàãîã³÷íî¿ ä³ÿëüíîñò³ 
âèêëàäà÷³â âèùî¿ øêîëè â óìîâàõ êîðïîðàòèâíî¿ 
êóëüòóðè ÂÍÇ òà ðîçêðèâàº çì³ñò êîðïîðàòèâíî¿ 
êóëüòóðè, ¿¿ òèïîëîã³þ, ä³àãíîñòèêó ñòàíó êîðïî-
ðàòèâíî¿ êóëüòóðè. Îñîáëèâå ì³ñöå â äîñë³äæåíí³ 
àâòîðêè ïîñ³äàº ïðîáëåìà âêëþ÷åííÿ âèêëàäà÷à 
ó ñèñòåìó êîðïîðàòèâíèõ â³äíîñèí çàêëàäó âèùî¿ 
îñâ³òè, ùî º áëèçüêèì äî òåìè äàííî¿ ïðàö³ [1]. 
Îòðèìàí³ ðåçóëüòàòè äîñë³äæåííÿ êîðïîðàòèâ-
íî¿ êóëüòóðè äîçâîëèëè àâòîðö³ ñèñòåìàòèçóâàòè 
òà âèîêðåìèòè íàñòóïí³ ï³äõîäè: 1) êîðïîðàòèâ-
íà êóëüòóðà º ÷àñòèíîþ îðãàí³çàö³éíî¿ êóëüòóðè; 
2) êîðïîðàòèâíà êóëüòóðà – öå êóëüòóðà âåëèêèõ 
âèðîáíè÷èõ îá’ºäíàíü ç ïåâíîþ ôîðìîþ åêî-
íîì³÷íî¿ é þðèäè÷íî¿ ñòðóêòóðè (êîðïîðàö³é); 3) 
êîðïîðàòèâíà é îðãàí³çàö³éíà êóëüòóðè – öå ñà-

definition of «corporate culture» are studied. The existence of an integration system of links between 
the corporate culture of university, the level of adaptability of research and teaching staff and the 
formation of Brand Explorer as a sub–brand of university brand is justified. A special place in the study 
is given to determining the relationship between the soft skills of the teacher and his ability to adapt to 
the corporate environment of university. The conclusion is made about the need to form the corporate 
culture of university, as a prerequisite for effective adaptation of research and teaching staff, building 
Brand Explorer as a sub–brand, the brand of the university.

Novelty. The corporate culture of a university is considered as a condition for the effective adaptation 
of its research and teaching staff in the context of building a Brand Explorer as a sub–brand of a university 
brand. The scheme of integration relations between the corporate culture of the university, the level of 
adaptation of research and teaching staff in the context of the formation of Brand Explorer is proposed.

Keywords: corporate culture, adaptability of research and teaching staff, university brand, Brand 
Explorer, university brand subbrand, soft skills, back office. 
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ìîñò³éí³ ôåíîìåíè [1, ñ. 8]. Â ïîäàëüøèõ äîñë³-
äæåííÿ Ãíåçä³ëîâà Ê.Ì. ïðîàíàë³çóâàëà ìîäåë³ 
îö³íêè êîðïîðàòèâíî¿ òà îðãàí³çàö³éíî¿ êóëüòóðè. 
Îñê³ëüêè óí³âåðñèòåò º íå ò³ëüêè îä³ºþ ³ç ñõîäè-
íîê îñâ³òè, à é ñóá’ºêòîì ðèíêîâèõ â³äíîñèí, â³í 
ìàº ðåàãóâàòè íà çì³íè çîâí³øíüîãî ñåðåäîâè-
ùà, ùî òàêîæ âèìàãàº äîñë³äæåííÿ. Çîêðåìà, 
Ê³ìáåðã À., ñïðàâåäëèâî ðîçãëÿäàº óí³âåðñèòåò 
ÿê âèðîáíè÷ó îðãàí³çàö³þ ç³ ñòàíäàðòíèìè ðèí-
êîâèìè ö³ëÿìè, ÿêà íàäàº ïðîäóêò, ùî ìàº íàçâó 
«âèùà îñâ³òà» [3, ñ. 30–34]. Îñèïîâ À. òà ²âàíîâ 
Ñ. îäí³ ç ïåðøèõ íà ïîñòðàäÿíñüêîìó ïðîñòîð³ 
çàïðîïîíóâàëè ðîçãëÿäàòè óí³âåðñèòåò ÿê «êîð-
ïîðàö³þ». Íàóêâîö³ ââàæàëè, ùî ðîçãëÿä âèùî¿ 
øêîëè â ÿêîñò³ êîðïîðàö³¿ óñêëàäíþâàëîñÿ â³ä-
ñóòí³ñòþ â ðàäÿíñüê³ ÷àñè ïîíÿòòÿ êîíêóðåíö³¿ ó 
ñèñòåì³ îñâ³òè [7, ñ.105–110]. Àíàë³ç ï³äõîä³â 
äî âèçíà÷åííÿ êîðïîðàòèâíî¿ êóëüòóðè îðãàí³çà-
ö³¿ íàäàâ Êóáêî Â.Ï. ï³äñòàâè äëÿ âèîêðåìëåííÿ 
îñíîâíèõ åòàï³â ôîðìóâàííÿ, çì³íè òà óäîñêîíà-
ëåííÿ êîðïîðàòèâíî¿ êóëüòóðè âèùèõ íàâ÷àëüíèõ 
çàêëàä³â Óêðà¿íè òà ïðîïîçèö³¿ ÷îòèðüîõ ìåõàí³ç-
ì³â óïðàâë³ííÿ ïðîöåñîì ôîðìóâàííÿ êîðïîðà-
òèâíî¿ êóëüòóðè: 1) ìåõàí³çìè ó÷àñò³, ùî ïåðåä-
áà÷àº íåîáõ³äí³ñòü çàëó÷åííÿ ñï³âðîá³òíèê³â äî 
âèð³øåííÿ âàæëèâèõ äëÿ ÂÍÇ ïèòàíü; 2) ìåõà-
í³çì ñèìâîë³÷íîãî óïðàâë³ííÿ, ÿêèé âèêîðèñòî-
âóºòüñÿ äëÿ ï³äòðèìêè òîãî, ùî º íàéâàæëèâ³øèì 
äëÿ ÂÍÇ (ñòðàòåã³ÿ ðîçâèòêó ï³äïðèºìíèöòâà, íà-
óêîâî–äîñë³äíèõ ðîá³ò òîùî); 3) ìåõàí³çì âçàº-
ìîðîçóì³ííÿ ÷åðåç ïîñò³éíå ³íôîðìóâàííÿ ñï³â-
ðîá³òíèê³â (âíóòð³øí³é PR); 4) ñèñòåìà çàîõî÷åíü 
òà ìîòèâàö³¿, ùî ïîâ’ÿçàíà ç íàëåæí³ñòþ ïðàö³â-
íèêà äî íàâ÷àëüíîãî çàêëàäó [5, Ñ. 214–215].

Íåäîñë³äæåí³ ÷àñòèíè ïðîáëåìè. Êîðïîðàòèâ-
íà êóëüòóðà ÂÍÇ ðîçãëÿäàºòüñÿ äîñë³äíèêàìè 
ÿê óìîâà àäàïòàö³¿ îðãàí³çàö³¿ äî çì³í ó çîâí³ø-
íüîìó ñåðåäîâèù³ øëÿõîì âíóòð³øíüî¿ ³íòåãðà-
ö³¿. Ðàçîì ç òèì, êîðïîðàòèâíà êóëüòóðà ïîòðåáóº 
äîñë³äæåííÿ ÿê ôàêòîð àäàïòàö³¿ (âíóòð³øíüî¿ ³í-
òåãðàö³¿) íàóêîâî–ïåäàãîã³÷íèõ ïðàö³âíèê³â äî 
âíóòð³øíüîãî ñåðåäîâèùà âèùîãî íàâ÷àëüíîãî 
çàêëàäó â êîíòåêñò³ ôîðìóâàííÿ éîãî áðåíäó.

Ìåòà äîñë³äæåííÿ – âèçíà÷èòè ³ñíóâàííÿ 
âïëèâó êîðïîðàòèâíî¿ êóëüòóðè âèùîãî íàâ÷àëü-
íîãî çàêëàäó íà ð³âåíü àäàïòèâíîñò³ éîãî íàó-
êîâî–ïåäàãîã³÷íèõ ïðàö³âíèê³â òà ôîðìóâàííÿ 
åôåêòèâíîãî áåê–îô³ñó áðåíäó ÂÍÇ.

Íîâèçíà ðîáîòè. Ðîçãëÿíóòî êîðïîðàòèâíà 
êóëüòóðà âèùîãî íàâ÷àëüíîãî çàêëàäó ÿê óìî-

âà åôåêòèâíî¿ àäàïòàö³¿ éîãî íàóêîâî–ïåäàãî-
ã³÷íèõ ïðàö³âíèê³â äî âíóòð³øíüîãî ñåðåäîâè-
ùà íàâ÷àëüíîãî çàêëàäó â êîíòåêñò³ ïîáóäîâè 
Brand Explorer, ÿê ñóááðåíäó áðåíäó ÂÍÇ. Çà-
ïðîïîíîâàíî ñõåìó ³íòåãðàö³éíèõ çâ’ÿçê³â ì³æ 
êîðïîðàòèâíîþ êóëüòóðîþ ÂÍÇ, ð³âíåì àäàïòà-
ö³¿ íàóêîâî–ïåäàãîã³÷íèõ ïðàö³âíèê³â â êîíòåêñò³ 
ôîðìóâàííÿ Brand Explorer áðåíäó ÂÍÇ.

Îá’ºêòîì äîñë³äæåííÿ º êîðïîðàòèâíà êóëüòóðà 
âèùîãî íàâ÷àëüíîãî çàêëàäó ÿê ôóíäàìåíò ôîð-
ìóâàííÿ åôåêòèâíîãî áåê–îô³ñó éîãî áðåíäó. 

Ïðåäìåòîì äîñë³äæåííÿ º íàóêîâî–òåîðåòè÷í³ 
ï³äõîäè äî âèçíà÷åííÿ ðîë³ êîðïîðàòèâíî¿ êóëü-
òóðè âèùîãî íàâ÷àëüíîãî çàêëàäó ó ôîðìóâàíí³ 
àäàïòèâíîñò³ éîãî ïðàö³âíèê³â.

Âèêëàä îñíîâíîãî ìàòåð³àëó. Ïèòàííÿ ³ñíó-
âàííÿ êîðïîðàòèâíî¿ êóëüòóðè òà éîãî âïëèâó íà 
ïðîäóêòèâí³ñòü ïðàö³, êîíêóðåíòîñïðîìîæí³ñòü 
ñóá’ºêòà ãîñïîäàðþâàííÿ ö³êàâèëà íàóêîâö³â ð³ç-
íèõ øê³ë ìåíäæìåíòó: ïðàö³ Ìåéî Å. (øêîëà ëþä-
ñüêèõ â³äíîñèí), Ôàéîëÿ À. (øêîëà êëàñè÷íîãî 
ìåíåäæìåíòó, ïðèíöèïè óïðàâë³ííÿ îðãàí³çàö³-
ºþ) º ñâ³ä÷åííÿì ö³º¿ òåçè. Ôàõ³âö³ âèêîðèñòîâó-
þòü òåðì³í «êîðïîðàòèâíà êóëüòóðà» äëÿ ïîÿñ-
íåííÿ íåîáõ³äíîñò³ ³íòåãðàö³¿ çàãàëüíèõ ö³ííîñòåé 
îðãàí³çàö³¿, î÷³êóâàíü ïðàö³âíèê³â, òðàäèö³é, íîðì 
òà ïðàâèë ïîâåä³íêè â îðãàí³çàö³¿.

Íàóêîâö³ äîòðèìóþòüñÿ ïàðàäèãìè, â ÿê³é ñè-
ñòåìà ö³ííîñòåé, ïîâåä³íêîâ³ íîðìè òà ïðàâè-
ëà, ùî ï³äòðèìóº á³ëüø³ñòü ÷ëåí³â îðãàí³çàö³¿, 
º ï³ä´ðóíòÿì êîðïîðàòèâíî¿ êóëüòóðè ö³º¿ îðãà-
í³çàö³¿. Ñàìå âèçíà÷åííÿ òà ôîðìóâàííÿ ñèñ-
òåìè ö³ííîñòåé îðãàí³çàö³¿ ñòèìóëþº ðîçâèòîê 
êîðïîðàòèâíî¿ ïîâåä³íêè ïðàö³âíèê³â. Óçàãàëü-
íåíå ðîçóì³ííÿ ïîíÿòòÿ «êîðïîðàòèâíà êóëüòó-
ðà» ñôîðìóëüîâàíî Òîâêàíåöü Ã.Â. ÿê ñóêóïíiñòü 
óñòàëåíèõ ó ìåæàõ îðãàí³çàö³éíîãî ïðîñòîðó ÂÍÇ 
íîðì i ïðàâèë ïîâåä³íêè ì³æ ó÷àñíèêàìè ñîö³-
àëüíèõ êîìóí³êàö³é (ì³æ ñóá’ºêòàìè òà îá’ºêòàìè 
íàâ÷àëüíî–âèõîâíî¿ ä³ÿëüíîñò³), à òàêîæ êóëü-
òóðó ì³æîñîáèñò³ñíèõ ñòîñóíêiâ, òîáòî «âò³ëåííÿ 
«äóõó ÂÍÇ», êîëè âñ³ ñï³âðîá³òíèêè – â³ä êåð³âíè-
ê³â äî âèêîíàâö³â – ÷³òêî óñâ³äîìëþþòü çàâäàííÿ 
îðãàí³çàö³¿ i äîêëàäàþòü ìàêñèìóì çóñèëü äëÿ ¿õ 
ðåàë³çàö³¿» [9, ñ. 170]. 

Á³ëüø ãëèáîêå ðîçóì³ííÿ âïëèâó êîðïîðàòèâ-
íî¿ êóëüòóðè íà ðîçâèòîê ÂÍÇ ôîðìóºòüñÿ ÷åðåç 
àíàë³ç ¿¿ ôóíêö³é. Ìàêàðêèí Í. Ï., Òîìèëèí Î. Á., 
Áðèòîâ À. Â. Âèîêðåìëþþòü ñ³ì ôóíêö³é êîðïî-
ðàòèâíî¿ êóëüòóðè â ìåíåäæìåíò³ óí³âåðñèòåòó: 



ÅÊÎÍÎÌ²×Í² ÏÐÎÁËÅÌÈ ÐÎÇÂÈÒÊÓ ÃÀËÓÇÅÉ ÒÀ ÂÈÄ²Â ÅÊÎÍÎÌ²×ÍÎ¯ Ä²ßËÜÍÎÑÒ²

62

• íîðìàòèâíî–ðåãóëþþ÷ó – êîðïîðàòèâíà 
êóëüòóðà ðîáèòü ïåðåäáà÷óâàíîþ é êåðîâàíîþ 
ïîâåä³íêó ï³äðîçä³ë³â ³ îêðåìèõ ñï³âðîá³òíèê³â;

• ìîòèâóþ÷ó – ïðèíàëåæí³ñòü äî ñèëüíî¿ êîð-
ïîðàö³¿, ïðè÷åòí³ñòü äî ¿¿ ö³ëåé º ïîòóæíèì ñòèìó-
ëîì äëÿ åôåêòèâíî¿ ðîáîòè;

• ñòàá³ë³çàö³éíó – êîðïîðàòèâíà êóëüòóðà 
îá’ºäíóº ÷àñòèíè îðãàí³çàö³¿, ñïðèÿº çãîä³ ³ ñòà-
á³ëüíîñò³ â ¿õí³é âçàºìîä³¿;

• îõîðîííó – êîðïîðàòèâíà êóëüòóðà ä³º ÿê
áàð’ºð äëÿ ïðîíèêíåííÿ íåáàæàíèõ òåíäåíö³é ³ 
íåãàòèâíèõ ö³ííîñòåé, õàðàêòåðíèõ äëÿ çîâí³ø-
íüîãî ñåðåäîâèùà;

• çàì³íþâàëüíà – ðîçâèíåí³ «íåïèñàí³ ïðàâè-
ëà» äîçâîëÿþòü îðãàí³çàö³¿ çàñòîñîâóâàòè ëèøå 
ì³í³ìóì ôîðìàëüíèõ ïðàâèë ³ ðåãëàìåíò³â;

• àäàïòèâíó – êîðïîðàòèâíà êóëüòóðà çàáåç-
ïå÷óº ïðèñòîñóâàííÿ ïðàö³âíèê³â äî êîðïîðàö³¿, à 
êîðïîðàö³¿ – äî çîâí³øíüîãî ñåðåäîâèùà;

• ³ííîâàö³éíó – êîðïîðàòèâíà êóëüòóðà äîïî-
ìàãàº ñòàâèòè ³ âèð³øóâàòè çàâäàííÿ ðîçâèòêó 
îðãàí³çàö³¿ [6].

Ãíåçä³ëîâà Ê. Ì. îïèñóº 16 ôóíêö³é êîðïîðàòèâ-
íî¿ êóëüòóðè: îõîðîííà (âèõîâíà), ³íòåãðóþ÷à àáî 
êîìïåíñàòîðíà, ðåãóëþþ÷à àáî íîðìàòèâíî–ðå-
ãóëþþ÷à, îð³ºíòóþ÷à àáî ôóíêö³ÿ ö³ëåïîêëàäàííÿ, 
ìîòèâàö³éíà, ï³çíàâàëüíà òà ³íôîðìàö³éíà, ³ãðî-
âà ³ ñèìâîë³÷íà, àäàïòàö³éíà, ôóíêö³ÿ ôîðìóâàí-
íÿ ³ì³äæó îðãàí³çàö³¿, êðåàòèâíà, îö³íî÷íî–íîðìà-
òèâíà, ðåãëàìåíòóþ÷à ³ ðåãóëþþ÷à, ï³çíàâàëüíà, 
çì³ñòîâà, êîìóí³êàö³éíà, ôóíêö³ÿ ñóñï³ëüíî¿ ïàì’ÿ-
ò³ [1, Ñ.13–14]. Â êîíòåêñò³ íàøîãî äîñë³äæåííÿ 
çàóâàæèìî, ùî á³ëüø³ñòü ôóíêö³é êîðïîðàòèâíî¿ 
êóëüòóðè ïðèòàìàíí³ Brand Explorer (áðåíäó Ðà-
îáîòîäàâöÿ) – ñóááðåíäó áðåíäó ÂÍÇ. Ñõîæ³ñòü 
ôóíêö³é íå º ïðîñòèì ñï³âïàä³ííÿì, îñê³ëüêè êîð-
ïîðàòèâíà êóëüòóðà º ôóíäàìåíòàëüíîþ ñêëàäî-
âîþ Brand Explorer, ùî ðîçãëÿíóòî â [8]. Áðåíä ³ñ-
íóº òàì, äå âèíèêàº êîíòàêò ì³æ ÂÍÇ òà ¿¿ âëàñíèì 
ïåðñîíàëîì, ÿêèé º çàëó÷åíèì ó ïðîöåñ ï³äãîòîâ-
êè ïðîâåäåííÿ íàâ÷àííÿ, ðîçðîáêè òà âèãîòîâëåí-
íÿ îñâ³òíüîãî ïðîäóêòó (ïðîãðàì, ï³äðó÷íèê³â òîùî), 
çàáåçïå÷óº òåõí³÷íå îáñëóãîâóâàííÿ çàêëàäó. Ïåð-
øà ëþäèíà, ÿê³é ÂÍÇ «ïðîäàº» ñâ³é ïðîäóêò – öå ¿¿ 
âëàñíèé ïðàö³âíèê. Â³ä éîãî â³ðè òà ïåðåêîíàííÿ â 
òå, ùî â³í ðîáèòü çàëåæèòü ÿê³ñòü ê³íöåâîãî ïðî-
äóêòó, âñòàíîâëþâàíèõ êîìóí³êàö³é òà ê³íöåâèé ô³-
íàíñîâèé ðåçóëüòàò, ùî äîçâîëÿº êîíñòàòóâàòè 
áðåíä ÂÍÇ – ñïðèéíÿòòÿ ðèíêîì ÿêîñò³ âíóòð³ø-
í³õ ô³ðìîâèõ âèðîáíè÷èõ óïðàâë³íñüêèõ ïðîöåñ³â 

³ ñòàíäàðò³â, óí³êàëüíîþ äîäàíîþ âàðò³ñòþ. Áðåíä 
ðîáîòîäàâöÿ äîïîìàãàº çàëó÷èòè é óòðèìóâàòè 
êâàë³ô³êîâàíèé ïðîôåñîðñüêî–âèêëàäàöüêèé êî-
ëåêòèâ â ó÷áîâîìó çàêëàä³, òàêèì ÷èíîì ïîºäíóº 
â ñîá³ îáëàñò³ ìàðêåòèíãó òà óïðàâë³ííÿ ëþäñüêè-
ìè ðåñóðñàìè. Íàÿâí³ñòü ó ÂÍÇ âèñîêîêâàë³ô³êî-
âàíèõ ³ ìîòèâîâàíèõ ñï³âðîá³òíèê³â áåçïîñåðåäíüî 
âïëèâàº íà éîãî óñï³õ. Âðàõîâóþ÷è ì³íëèâ³ ðåàë³¿ 
íà ðèíêó ïðàö³, êîæåí ó÷áîâèé çàêëàä íàìàãàºòüñÿ 
ïîñòàâèòè ñåáå â óí³êàëüíå ïîëîæåííÿ íà êàð’ºð-
íèõ ñõîäàõ. ²ñíóº ïåâíèé ïîïèò íà êâàë³ô³êîâàíèõ 
âèêëàäà÷³â, ÿêèé ïîñò³éíî çàãîñòðþºòüñÿ íà ðèí-
êó ïðàö³ ³ íàâïàêè, ñïîñòåð³ãàºòüñÿ ñïàä ïðîïîçè-
ö³¿ ÷åðåç òðèâàþ÷³ äåìîãðàô³÷í³ çì³íè, ÷åðåç ñïàä 
÷èñëà ìîëîäèõ íàóêîâö³â, ñêîðî÷åííÿ äåðæàâíî-
ãî ô³íàíñóâàííÿ ðîçâèòêó íàóêè. Ó òàêèõ óìîâàõ 
ñòâîðåííÿ áðåíäà ðîáîòîäàâöÿ ñòàº îñíîâíèì ³í-
ñòðóìåíòîì äëÿ çàëó÷åííÿ êâàë³ô³êîâàíèõ ïðå-
òåíäåíò³â [8, ñ.18–19]. Òàêèì ÷èíîì, êîðïîðàòèâ-
íó êóëüòóðó, ÿêà ù³ëüíî êîðåëþº ³ç ïëàòôîðìîþ 
áðåíäó ÂÍÇ, ëîã³÷íî ðîçâèâàòè â êîíòåêñò³ áðåíäó, 
àäæå ôîðìóâàííÿ áðåíäó âèùîãî íàâ÷àëüíîãî çà-
êëàäó ïåðåäáà÷àº âèîêðåìëåííÿ àáî ôîðìóâàí-
íÿ ö³ííîñòåé çàêëàäó, ïåðåâàã, ñòàíäàðòèçàö³¿ âñ³õ 
ïðîöåñ³â ç ìåòîþ ï³äòðèìêè ¿õ åôåêòèâíîñò³. Ïîçè-
òèâíà ðåïóòàö³ÿ ñï³âðîá³òíèêà ó ïîºäíàíí³ ç áðåí-
äîì ðîáîòîäàâöÿ ñòâîðþº óí³êàëüíèé ³ì³äæ ÂÍÇ, 
ÿêèé ñïðèÿº éîãî çì³öíåííþ òà åôåêòèâíîìó ïðî-
ñóâàííþ íà ðèíêó, ³ñíóº ïðÿìà êîðåëÿö³ÿ ì³æ áðåí-
äîì ðîáîòîäàâöÿ òà êîìåðö³éíèì, àêàäåì³÷íèì 
óñï³õîì, ñàìå òîìó ñòâîðåííÿ áåê–îô³ñó ó÷áîâîãî 
çàêëàäó ìàº ñòðàòåã³÷íå çíà÷åííÿ [8, ñ. 20]. 

Çà ìåòîäèêîþ ä³àãíîñòèêè îðãàí³çàö³éíî¿ êóëü-
òóðè Êàìåðîíà Ê. òà Êó¿ííà Ð. ÎÑÀI (Organization 
Culture Assessment Instrument) â³äïîâ³äíî äî 
âèì³ð³â çà êðèòåð³ÿìè «ãíó÷ê³ñòü / ³íäèâ³äóàëü-
í³ñòü», «ñòàá³ëüí³ñòü / êîíòðîëü» ³ «îð³ºíòàö³ÿ íà 
çîâí³øíþ / âíóòð³øíþ ñåðåäó» âèä³ëÿþòüñÿ ÷î-
òèðè òèïè îðãàí³çàö³éíèõ êóëüòóð (çàóâàæèìî, 
ùî õàðàêòåðèñòèêà òèï³â ñâ³ä÷èòü ïðî îòîòîæ-
íåííÿ àâòîðàìè êîðïîðàòèâíî¿ òà îðãàí³çàö³é-
íî¿ êóëüòóðè), ñõåìà ÿêèõ ïðåäñòàâëåíî íà ðèñ.1. 
Ö³ë³ñí³ñòü îðãàí³çàö³¿ ç ³ºðàðõ³÷íîþ êóëüòóðîþ 
ï³äòðèìóºòüñÿ ôîðìàëüíèìè ïðàâèëàìè, ïðîöå-
äóðàìè, ³íñòðóêö³ÿìè. Ë³äåðè º õîðîøèìè îðãàí³-
çàòîðè, êîíòðîëþþòü, àíàë³çóþòü òà ïðåäáà÷àòü 
åôåêòèâí³ñòü ð³øåíü. Â³äì³ííèìè ðèñàìè ë³äåð³â 
îðãàí³çàö³¿ ç àäõîêðàòè÷íîþ àáî ³ííîâàö³éíîþ 
êóëüòóðîþ ðàçîì ³ç âì³ííÿì ïåðåäáà÷àòè ïðè-
ñóòí³ íîâàòîðñòâî òà îð³ºíòàö³ÿ íà ðèçèê. 
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Öåé òèï êîðïîðàòèâíî¿ êóëüòóðè áàçóºòüñÿ íà 
ö³ííîñòÿõ øâèäêîãî ðåàãóâàííÿ íà çì³íè ó çîâ-
í³øíüîìó ñåðåäîâèù³. Äëÿ ö³º¿ êóëüòóðè õàðàê-
òåðí³ äèíàì³÷í³ñòü, òâîð÷³ñòü, ï³äïðèºìëèâ³ñòü, 
çàëåæí³ñòü ³íäèâ³äóàëüíèõ ðåçóëüòàòè â³ä óìîâ 
ðîáîòè. Ñ³ìåéíà àáî êëàíîâà êîðïîðàòèâíà êóëü-
òóðà õàðàêòåðèçóºòüñÿ ÿê âåëèêà ðîäèíà ç äîâ³÷-
íèì íàéìîì, ñëàáêîþ ³ºðàðõ³÷íîþ ñòðóêòóðîþ, 
çîñåðåäæåííÿì íà âíóòð³øí³õ ïðîáëåìàõ, òóð-
áîòîþ ïðî ëþäåé çáåðåæåííÿì òðàäèö³é òà ëî-
ÿëüí³ñòþ äî ñ³ìåéíèõ ö³ííîñòåé. Ðèíêîâà êîðïî-
ðàòèâíà êóëüòóðà çîð³ºíòîâàíà íà ðåçóëüòàòè òà 
ïåðåìîãó ÿê âíóòð³, òàê ³ çîâí³. Îðãàí³çàö³¿ ïðèòà-
ìàííèé æîðñòêèé ìåíåäæìåíò, íåñõâàëåííÿ ³í³-
ö³àòèâè. Ñòèëü îðãàí³çàö³¿ – æîðñòêà êîíêóðåíö³ÿ 
âñåðåäèí³ é çîâí³ [2].

Ïîäâ³éíå íàâàíòàæåííÿ ó ôîðìóâàíí³ áðåí-
äó Ðàáîòîäàâöÿ â³ä³ãðàº àäàïòèâíà ôóíêö³ÿ êîð-
ïîðàòèâíî¿ êóëüòóðè, îñê³ëüêè, ç îäí³º¿ ñòîðîíè, 
ñïðèÿº àäàïòàö³¿ ïðàö³âíèêà äî âíóòð³øíüîãî ñå-
ðåäîâèùà âèùîãî íàâ÷àëüíîãî çàêëàäó, à, ç ³í-
øî¿ ñòîðîíè, äîïîìàãàº àäàïòóâàòèñÿ ñàìîìó 
ÂÍÇ äî ì³íëèâèõ óìîâ çîâí³øíüîãî ñåðåäîâè-
ùà. Â êîíòåêñò³ ôîðìóâàííÿ áðåíäó ÂÍÇ òàêå 
íàâàíòàæåííÿ ðåàë³çóºòüñÿ êð³çü ïðèçìó âçàº-
ìîä³¿ áåê–îô³ñó òà ôðîíò–îô³ñó áðåíäó âèùîãî 
íàâ÷àëüíîãî çàêëàäó. Íà æàëü, äîñë³äæåíü ùîäî 
çâ’ÿçê³â ì³æ ³íäèâ³äóàëüíèìè soft skills íàóêîâî–
ïåäàãîã³÷íîãî ïðàö³âíèêà ÂÍÇ òà éîãî àäàïòèâ-
í³ñòþ äî âíóòð³øíüîãî ñåðåäîâèùà íàâ÷àëüíîãî 

çàêëàäó íå áóëî çíàéäåíî, àëå çà âëàñíèì äîñâ³-
äîì çàóâàæèìî, ùî åôåêòèâíà àäàïòàö³ÿ ñï³â-
ðîá³òíèêà äî íîâîãî ì³ñöÿ ïðàö³ íå ò³ëüêè ì³í³ì³-
çóº òåðì³í ïîâíî¿ éîãî ³íòåãðàö³¿ â êîëåêòèâ, àëå 
é ðîçêðèâàº êðåàòèâíèé ïîòåíö³àë ñï³âðîá³òíèêà, 
ùî ï³äâèùóº éîãî ïðîäóêòèâí³ñòü ïðàö³, çàãàëüíó 
³íäèâ³äóàëüíó åôåêòèâí³ñòü, âëàñíå åìîö³éíå çà-
äîâîëåííÿ. Ðåàë³çàö³ÿ îñîáèñòèõ soft skills äîç-
âîëÿº áóòè óñï³øíèì ñòóäåíòó, òåõí³÷íîìó ñï³â-
ðîá³òíèêó òà íàóêîâî–ïåäàãîã³÷íîìó ïðàö³âíèêó 
ÂÍÇ. Òðàäèö³éíî â ïñèõîëîã³¿ soft skills â³äíîñÿòü 
äî ÷èñëà ñîö³àëüíèõ íàâè÷îê: âì³ííÿ ïåðåêîíó-
âàòè, çíàõîäèòè ï³äõ³ä äî ëþäåé, ñòàòè ë³äåðîì, 
ì³æîñîáèñò³ñí³ êîìóí³êàö³¿ íå çàëåæíî â³ä ñòà-
òóñó, êîìàíäíà ðîáîòà³, îñîáèñò³ñíèé ðîçâèòîê, 
åðóäîâàí³ñòü, êðåàòèâí³ñòü òà óïðàâë³ííÿ ÷àñîì. 
Çâ’ÿçîê ì³æ àäàïòàö³ºþ òà öèìè íàâè÷êàìè ñõå-
ìàòè÷íî ïðåäñòàâëåíî íà ðèñ. 2.

Êîðïîðàòèâíà êóëüòóðà äàëåêî íå çàâæäè â³ä-
ïîâ³äàº ïîòðåáàì îñâ³òíüî¿ óñòàíîâè íà íîâî-
ìó äëÿ íå¿ åòàï³ ðîçâèòêó ³ óìîâàì çîâí³øíüî-
ãî ñåðåäîâèùà, îñê³ëüêè êóëüòóðí³ ö³ííîñò³ ÂÍÇ 
çàçâè÷àé â³äîáðàæàþòü òå, ùî çðîáëåíî ó ìè-
íóëîìó. Ðîçá³æí³ñòü ì³æ áàæàíèìè ³ ôàêòè÷-
íèìè êóëüòóðíèìè íîðìàìè ³ ö³ííîñòÿìè Êóáêî 
Â.Ï. íàçâàâ êóëüòóðíèì ðîçðèâîì. Ñàìå íàÿâ-
í³ñòü òàêîãî ðîçðèâó ó ÂÍÇ ñïðè÷èíÿº íåîáõ³ä-
í³ñòü ö³ëåñïðÿìîâàíîãî âïëèâó íà êîðïîðàòèâíó 
êóëüòóðó. Çì³íèòè, òðàíñôîðìóâàòè íàÿâíó êîð-
ïîðàòèâíó êóëüòóðó, îñîáëèâî òàêî¿ çð³ëî¿ îð-

Ðèñóíîê 1. Ñõåìà òèïîëîã³¿ îðãàí³çàö³éíèõ (êîðïîðàòèâíèõ) êóëüòóð
Äæåðåëî: ñêëàäåíî àâòîðîì çà [2]
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ãàí³çàö³¿ ÿê âèùèé íàâ÷àëüíèé çàêëàä, äîñèòü 
ñêëàäíî [5, ñ.214]. ²ñíóâàííÿ òàêîãî êóëüòóðíîãî 
ðîçðèâó â á³ëüøîñò³ âèùèõ íàâ÷àëüíèõ çàêëàä³â 
ïðèçâîäèòü äî íåÿê³ñíîãî âèêîíóâàííÿ îáîâ’ÿç-
ê³â, íåçäîðîâî¿ âíóòð³øíüî¿ êîíêóðåíö³¿, âåëèêî¿ 
ïëèííîñò³ êàäð³â, ùî ïðèçâîäèòü äî çíèæåííÿ 
çàãàëüíî¿ åôåêòèâíîñò³ òà êîíêóðåíòîñïðîìîæ-
íîñò³ íàâ÷àëüíîãî çàêëàäó.

Êîðïîðàòèâíà êóëüòóðà ÂÍÇ – öå äçåðêàëî éî-
ãî îáðàçó â î÷àõ ñï³âðîá³òíèê³â ³ çäîáóâà÷³â, ÿêà 
â³ä³ãðàº âàæëèâó ðîëü â ñòâîðåíí³ áðåíäó Ðîáî-
òîäàâöÿ òà âïëèâàº éîãî íà ì³ñ³þ ³ áà÷åííÿ, ö³í-
íîñò³, çàãàëüí³ íîðìè âíóòð³øíüîãî ðîçïîðÿäêó, 
êîðïîðàòèâí³ êîìóí³êàòèâí³ ìåðåæ³ òà ³ºðàðõ³þ, 

ùî äîçâîëÿº éîìó ñòàòè ïîòóæíèì çàñîáîì äëÿ 
ôîðìóâàííÿ ÿê âíóòð³øíüîãî, òàê ³ çîâí³øíüîãî 
áðåíäó [8, ñ.18]. Â óìîâàõ êóëüòóðíîãî ðîçðèâó 
çâ’ÿçîê ì³æ òàêîþ êîðïîðàòèâíîþ êóëüòóðîþ òà 
åëåìåíòàìè ïëàòôîðìè áðåíäó ÂÍÇ º ³ìïë³öèò-
íèì, ÿêùî âçàãàë³ ³ñíóº.

Â óìîâàõ êóëüòóðíîãî ðîçðèâó áðåíä Ðîáîòî-
äàâöÿ, ÿê ñóáîðåíäó áðåíäó ÂÍÇ º òàêîæ ñëàá-
êèì, òîáòî â³í íå âèêîíóº ï³äòðèìóþ÷ó ôóíêö³þ 
äëÿ áðåíäó íàâ÷àëüíîãî çàêëàäó, ùî ïðèçâîäèòü 
äî òðàíñëþâàííÿ ó çîâí³øíº ñåðåäåäîâèùå àáî 
íåãàòèâíî¿ ³íôîðìàö³¿ ïðî âèùèé íàâ÷àëüíèé çà-
êëàä, àáî ³íôîðìàö³¿, ùî â ìàéáóòíüîìó ñôîðìóº 
íåãàòèâíå àñîö³àòèâíå ñïðèéíÿòòÿ áðåíäó ÂÍÇ. 

Ðèñóíîê 2. Ñõåìà âïëèâó êîðïîðàòèâíî¿ êóëüòóðè íà àäàïòàö³þ ïðàö³âíèêà ÷åðåç ðåàë³çàö³þ 
éîãî soft skills â êîíòåêñò³ ôîðìóâàííÿ áðåíäó ÂÍÇ
Äæåðåëî: çàïðîïîíîâàíî àâòîðîì
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Áðåíä ÂÍÇ â òàêèõ óìîâàõ ïåðåñòàº ³ñíóâàòè, î÷³-
êóâàí³ ðåçóëüòàòè éîãî ôóíêö³îíóâàííÿ í³âåëþ-
þòüñÿ. Îòæå, ñóááðåíä Ðîáîòîäàâöÿ â³ä³ãðàº ôóí-
äàìåíòàëüíó ðîëü ó æèòòºçäàòíîñò³ áðåíäó ÂÍÇ.

Âèñíîâêè
Ï³äñóìîâóþ÷è âèùå íàâåäåíå, ìîæíà êîíñòàí-

òóâàòè, ùî êîðïîðàòèâíà êóëüòóðà âèùîãî íà-
â÷àëüíîãî çàêëàäó ìàº ôóíäàìåíòàëüíèé âïëèâ 
íà àäàïòàö³þ éîãî ïðàö³âíèê³â. Êîðïîðàòèâíà 
êóëüòóðà ñòâîðþº óìîâè, â ÿêèõ íàéêðàùèì ÷èíîì 
íå ò³ëüêè ðîçêðèâàºòüñÿ ïîòåíö³àë íàóêîâî–ïå-
äàãîã³÷íîãî ïðàö³âíèêà ( éîãî soft skills), à é ôîð-
ìóºòüñÿ áðåíä âèùîãî íàâ÷àëüíîãî çàêëàäó. Âðà-
õîâóþ÷è íàÿâí³ñòü ù³ëüíèõ ïðÿìèõ òà çâîðîòí³õ 
çâ’ÿçê³â ì³æ êîðïîðàòèâíîþ êóëüòóðîþ ÂÍÇ, éîãî 
àðõ³òåêòóðîþ, á³çíåñ–ïðîöåñàìè òà ÿäðîì áðåíäó, 
ùî ñêëàäàþòü ïëàòôîðìó áðåíäó ÂÍÇ, ëîã³÷íèì º 
ôîðìóâàííÿ êîðïîðàòèâíî¿ êóëüòóðè â êîíòåêñò³ 
áðåíäèíãó íàâ÷àëüíîãî çàêëàäó. Ïîáóäîâà îêðåìî 
êîðïîðàòèâíî¿ êóëüòóðè çàêëàäó ïîçà êîíòåêñòîì 
ôîðìóâàííÿ áðåíäó ÂÍÇ ìîæëèâà, àëå âòðà÷àº 
äîâãîñòðîêîâ³ñòü òà ñòðàòåã³÷íèé ñåíñ ¿¿ ³ñíóâàí-
íÿ. Ôîðìóâàííÿ áðåíäó ÂÍÇ ìàº ïî÷èíàòèñÿ ³ç 
ïîáóäîâè áðåíäó Ðîáîòîäàâöÿ (Brand Explorer), 
äå êîðïîðàòèâíà êóëüòóðà â³ä³ãðàº ãîëîâíó ðîëü â 
çàáåçïå÷åííÿ åôåêòèâíîñò³ òà êîíêóðåíòîñïðî-
ìîæíîñò³ âèùîãî íàâ÷àëüíîãî çàêëàäó ÿê ñóá’ºêóò 
ãîñïîäàðþâàííÿ ó ðèíêîâèõ óìîâàõ.

 
Ñïèñîê âèêîðèñòàíèõ äæåðåë
1. Ãíåçä³ëîâà Ê. Ì. Êîðïîðàòèâíà êóëüòóðà âèêëà-

äà÷à âèùî¿ øêîëè : íàâ÷.–ìåòîä. ïîñ³áíèê / Ê. Ì. Ãíå-
çä³ëîâà – ×åðêàñè : ×ÍÓ ³ìåí³ Áîãäàíà Õìåëüíèöüêî-
ãî, 2013. – 124 ñ.

2. Êàìåðîí Ê., Êóèíí Ð. Äèàãíîñòèêà è èçìåíåíèå 
îðãàíèçàöèîííîé êóëüòóðû / Ê. Êàìåðîí, Ð. Êóèíí 
[ïåð. ñ àíãë. ïîä ðåä. È. Â. Àíäðååâîé]. – ÑÏá.: Ïèòåð, 
– 2001. – 320 ñ.

3. Êèìáåðã À. Ê. Óíèâåðñèòåòû: ïðîòèâîðå÷èÿ ðàç-
âèòèÿ / À. Ê. Êèìáåðã // Óíèâåðñèòåòñêîå óïðàâëå-
íèå: ïðàêòèêà è àíàëèç. – 2003. – ¹ 1. – Ñ. 30–34.

4. Êðàñíåíêî Î.Â. Ñóòí³ñòü êîðïîðàòèâíî¿ êóëüòóðè 
â ñèñòåì³ âèùî¿ îñâ³òè. Çá³ðíèê íàóêîâèõ ïðàöü. Åëåê-
òðîííå äæåðåëî. – [Ðåæèì äîñòóïó]: http://ap.uu.edu.
ua/article/27.

5. Êóáêî Â.Ï. Ôîðìóâàííÿ êîðïîðàòèâíî¿ êóëüòóðè âè-
ùèõ íàâ÷àëüíèõ çàêëàä³â Óêðà¿íè. / Â.Ï.Êóáêî // Âîïðî-
ñû äóõîâíîé êóëüòóðû – ÔÈËÎÑÎÔÑÊÈÅ ÍÀÓÊÈ. Åëåê-
òðîííå äæåðåëî. – [Ðåæèì äîñòóïó]: http://dspace.nbuv.

gov.ua/bitstream/ handle/123456789/92918/49–
Kubko.pdf?sequence=1 – Ñ. 213–216.

6. Ìàêàðêèí Í. Ï., Òîìèëèí Î. Á., Áðèòîâ À. Â. Ðîëü îð-
ãàíèçàöèîííîé êóëüòóðû â ýôôåêòèâíîì ìåíåäæìåíòå 
âûñøåãî ó÷åáíîãî çàâåäåíèÿ / Í. Ï. Ìàêàðêèí, Î. Á. Òî-
ìèëèí, À. Â. Áðèòîâ // Óíèâåðñèòåòñêîå óïðàâëåíèå: 
ïðàêòèêà è àíàëèç. – 2004. – ¹ 3. – Ñ. 152–162.

7. Îñèïîâ À. Ì. Óíèâåðñèòåò êàê ðåãèîíàëüíàÿ êîð-
ïîðàöèÿ / À. Ì. Îñèïîâ, Ñ. Â. Èâàíîâ // Ñîöèîëîãè-
÷åñêîå èññëåäîâàíèå. – 2004. – ¹ 10. – Ñ. 105–110

8. Ñòóä³íñüêà Ã.ß. Åôåêòèâíèé áðåíä: áåê–îô³ñ òà 
ôðàíò–îô³ñ âèùîãî íàâ÷àëüíîãî çàêëàäó / Ã.ß. Ñòó-
ä³íñüêà // Åêîíîì³÷íèé â³ñíèê óí³âåðñèòåòó. Çá³ðíèê 
íàóê. ïðàöü ó÷åíèõ òà àñï³ðàíò³â – Ïåðåÿñëàâ–Õìåëü-
íèöüêèé, 2015. – Âèïóñê 24/1. – Ñ. 14–18.

9. Òîâêàíåöü Ã.Â. Êîðïîðàòèâíà êóëüòóðà âèùîãî 
íàâ÷àëüíîãî çà–êëàäó òà ¿¿ ðîëü ó ôîðìóâàíí³ ïðîôå-
ñ³éíî¿ êîìïåòåíòíîñò³ ìàéáóòí³õ åêî–íîì³ñò³â ó ×åõ³¿ 
/ Ã.Â. Òîâêàíåöü // Çá³ðíèê íàóêîâèõ ïðàöü Õìåëü-
íèöüêîãî ³íñòèòóòó ñîö³àëüíèõ òåõíîëîã³é Óí³âåðñèòåòó 
«Óêðà¿íà». – 2011. – ¹ 4. – Ñ. 170–174.

References
1. Hnezdilova K. M. Korporatyvna kul’tura vykladacha 

vyshchoyi shkoly : navch.–metod. Posibnyk [Corporate 
culture of a high school teacher: teaching method. 
manual] / K. M. Hnezdilova – Cherkasy : CHNU imeni 
Bohdana Khmel’nyts’koho, 2013. – 124 p.

2.  Kameron K., Kuinn R. Diagnostika i izmeneniye 
organizatsionnoy kul’tury [Diagnostics and change of 
organizational culture] / K. Kameron, R. Kuinn [per. s angl. 
pod red. I. V. Andreyevoy]. – SPb.: Piter, – 2001. – 320 p.

3.  Kimberg A. K. Universitety: protivorechiya 
razvitiya [Universities: contradictions of development] / 
A. K. Kimberg // Universitetskoye upravleniye: praktika 
i analiz. – 2003. – ¹ 1. – P. 30–34.

4. Krasnenko O.V. Sutnist’ korporatyvnoyi kul’tury v 
systemi vyshchoyi osvity. Zbirnyk naukovykh prats’.[ he 
essence of corporate culture in the higher education 
system. Collection of scientific works.] Elektronne dzherelo. 
– [Rezhym dostupu]: http://ap.uu.edu.ua/article/27.

5. Kubko V.P. Formuvannia korporatyvnoi kultury 
vyshchykh navchalnykh zakladiv Ukrainy. / V.P.Kubko 
// Voprosy dukhovnoi kultury – FYLOSOFSKYE NAUKY. 
Elektronne dzherelo. – [Rezhym dostupu]:

6. Makarkin N. P., Tomilin O. B., Britov A. V. Rol’ 
organizatsionnoy kul’tury v effektivnom menedzhmente 
vysshego uchebnogo zavedeniya [The role of 
organizational culture in effective management of a 
higher educational institution] / N. P. Makarkin, O. B. 



ÅÊÎÍÎÌ²×Í² ÏÐÎÁËÅÌÈ ÐÎÇÂÈÒÊÓ ÃÀËÓÇÅÉ ÒÀ ÂÈÄ²Â ÅÊÎÍÎÌ²×ÍÎ¯ Ä²ßËÜÍÎÑÒ²

66 © ÃÐÈÁ×ÓÊ À.Ñ., ²ÂÀÍÞÒÀ Ò.Ì., 2020

Tomilin, A. V. Britov // Universitetskoye upravleniye: 
praktika i analiz. – 2004. – ¹ 3. – P. 152–162.

7. Osipov A. M. Universitet kak regional’naya
korporatsiya [University as a regional corporation] 
/ A. M. Osipov, S. V. Ivanov // Sotsiologicheskoye 
issledovaniye. – 2004. – ¹ 10. – S. 105–110.

8. Studins’ka H.YA. Efektyvnyy brend: bek–ofis ta frant–
ofis vyshchoho navchal’noho zakladu [Effective brand: back–
office and front–office of a higher educational institution] / 
H.YA. Studins’ka // Ekonomichnyy visnyk universytetu. 
Zbirnyk nauk. prats’ uchenykh ta aspirantiv – Pereyaslav–
Khmel’nyts’kyy, 2015. – Vypusk 24/1. – P. 14–18.

9. Tovkanets’ H.V. Korporatyvna kul’tura vyshchoho
navchal’noho za–kladu ta yiyi rol’ u formuvanni 
profesiynoyi kompetentnosti maybutnikh eko–nomistiv 
u Chekhiyi [Corporate culture of higher education and its 
role in the formation of professional competence of future 
economists in the Czech Republic]/ H.V. Tovkanets’ // 
Zbirnyk naukovykh prats’ Khmel’nyts’koho instytutu 
sotsial’nykh tekhnolohiy Universytetu «Ukrayina». – 
2011. – ¹ 4. – P. 170–174.

Äàí³ ïðî àâòîðà 
Ñòóä³íñüêà Ãàëèíà ßê³âíà, 
ä.å.í., ã.í.ñ. â³ää³ëó ô³íàíñîâî¿ ïîë³òèêè, Äåðæàâíèé 

íàóêîâî–äîñë³äíèé ³íñòèòóò ³íôîðìàòèçàö³¿ òà ìîäå-
ëþâàííÿ åêîíîì³êè ÌÅÐÒÓ 

e–mail: studinska.galina@gmail.com

Äàííûå îá àâòîðå
Ñòóäèíñêàÿ Ãàëèíà ßêîâëåâíà, 
ä.ý.í., ñ.í.ñ. îòäåëà ôèíàíñîâîé ïîëèòèêè, Ãîñóäàð-

ñòâåííûé íàó÷íî–èññëåäîâàòåëüñêèé èíñòèòóò èí-
ôîðìàòèçàöèè è ìîäåëèðîâàíèÿ ýêîíîìèêè ÌÝÐÒÓ

e–mail: studinska.galina@gmail.com 

Data about the author 
Galyna Studinska, 
Doctor of Economic Sciences, Chief Scientific Officer of 

financial policy department
State Research Institute of Informatization and 

Economic Modeling of MEDTU
e–mail: studinska.galina@gmail.com

http://doi.org/10.5281/zenodo.4475532
ÃÐÈÁ×ÓÊ À.Ñ.
²ÂÀÍÞÒÀ Ò.Ì.

Ìåõàí³çì çàáåçïå÷åííÿ ñò³éêîãî 
åêîíîì³÷íîãî ðîçâèòêó ï³äïðèºìñòâà

Äèíàì³÷í³ñòü ðèíêîâèõ óìîâ ãîñïîäàðþâàííÿ, ïîñò³éí³ çì³íè çàêîíîäàâ÷î¿ áàçè, ïîäàòêîâî¿ 
ñèñòåìè, îðãàí³çàö³éíî–ïðàâèõ ôîðì ãîñïîäàðþâàííÿ ï³äïðèºìñòâ, íåñòàá³ëüí³ñòü â åêîíîì³÷-
í³é, ïîë³òè÷í³é, ô³íàíñîâ³é ñôåðàõ, ñòð³ìêèé ðîçâèòîê íàóêîâî–òåõí³÷íîãî ïðîãðåñó, çàãîñòðåííÿ 
êîíêóðåíòíî¿ áîðîòüáè íà ðåã³îíàëüíîìó, äåðæàâíîìó òà ñâ³òîâîìó ð³âíÿõ îáóìîâëþþòü âèñîêèé 
ð³âåíü íåâèçíà÷åíîñò³ ôóíêö³îíóâàííÿ ï³äïðèºìñòâ, ùî íåãàòèâíî ïîçíà÷èëîñü íà ñò³éêîñò³ åêî-
íîì³÷íîãî ðîçâèòêó ïðàêòè÷íî âñ³õ ï³äïðèºìñòâ. Â òîé æå ÷àñ ï³äïðèºìñòâàì âäàëîñÿ âèçíà÷èòè 
ñâî¿ ñëàáê³ ì³ñöÿ, îö³íèòè ñâî¿ àäàïòàö³éí³ ìîæëèâîñò³, îö³íèòè ñòóï³íü çîâí³øí³õ ðèçèê³â òà çäàò-
í³ñòü äî ïîäîëàííÿ íåâèçíà÷åíîñò³. Çàçíà÷åí³ ôàêòîðè ïðèçâåëè äî çàãîñòðåííÿ ô³íàíñîâèõ êðèç 
íà çíà÷í³é ê³ëüêîñò³ ï³äïðèºìñòâ, à äåÿê³ îïèíèëèñÿ íà ìåæ³ áàíêðóòñòâà. 

 Îòæå, ðîçðîáêà ìåõàí³çìó çàáåçïå÷åííÿ ñò³éêîãî åêîíîì³÷íîãî ðîçâèòêó ï³äïðèºìñòâ â ñó-
÷àñíèõ óìîâàõ íàáóâàº îñîáëèâîãî çíà÷åííÿ, ùî ïîòðåáóº âèêîðèñòàííÿ òàêî¿ ñèñòåìè óïðàâ-
ë³ííÿ, ÿêà äîçâîëèòü ï³äïðèºìñòâàì çàáåçïå÷èòè ñò³éêå òà ìàêñèìàëüíî åôåêòèâíå ôóíêö³î-
íóâàííÿ ïðîòÿãîì òðèâàëîãî ïåð³îäó, à òàêîæ ñôîðìóâàòè âèñîêèé ïîòåíö³àë éîãî ðîçâèòêó íà 
ïåðñïåêòèâó.

Îñíîâíèìè çàâäàííÿìè ñòàòò³ º:

• âèçíà÷èòè îñîáëèâîñò³ çàáåçïå÷åííÿ ñò³éêîãî åêîíîì³÷íîãî ðîçâèòêó ï³äïðèºìñòâ â ñó÷àñíèõ
óìîâàõ;

• âèçíà÷èòè âàæåë³ òà ÷èííèêè çàáåçïå÷åííÿ ñò³éêîãî åêîíîì³÷íîãî ðîçâèòêó ï³äïðèºìñòâ.

Êëþ÷îâ³ ñëîâà: ñò³éêèé åêîíîì³÷íèé ðîçâèòîê ï³äïðèºìñòâà, ìåõàí³çì çàáåçïå÷åííÿ ñò³éêîãî 
åêîíîì³÷íîãî ðîçâèòêó ï³äïðèºìñòâà, ñò³éêèé ðîçâèòîê.


