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of constant change in the harmonic “dress” theme.

The image of the sphere Preludes cycle is very diverse and wide, from intimate lyrics
(IVpr) - to the deep philosophical thought (IX, XII, etc.), from the contemplative state (Il of,
Vred) - up to the festive folk festival (XI etc.). And, despite the absence of the names of the
preludes, the composer still gives us a clue, and this is particularly evident in the tempo
indications, which are added to the figurative characteristics. For example: Andante severo
(strictly, seriously) Moderato rustico (rustic), Andante, quasi campana (bell). It should be
noted the extraordinary wealth textured loop, making the bright piano suite. The questions of
continuity and innovation of I. Shamo’s piano works were described in the article. We
analyzed the associative relationship of visual and acoustic perception. The characteristic
features of his melodies soaked with originality and beauty of folk music. At the same time the
composer created his own new melodic turns in the style of folk music. Revealing new
possibilities of the Piano: register ratio, pedal techniques. There is a possibility of using new
means of expression tool to uncover imaginative music content. Music of Igor Shamo is aimed
at a wide range of performers and listeners. Igor Shamo is one of the famous Ukrainian piano
COMpOSers.

Key words: figurative content, piano work, textured decision.
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CORPORATE CULTURE AS A DETERMINING FACTOR OF
COMMUNICATION POLICY OF UKRAINE’S UNIVERSITIES

The article deals with the concept of corporate culture as an integral element of higher
education management system. It is determined that the competitiveness of educational
services category is multidimensional and its level is determined by the combined action of a
number of parameters, which are specific capabilities and performance of which determines
the degree of preference institution to its competitors.

The corporate culture of higher education institutions represents a set of values,
expectations, rules, symbols, traditions and other eternal values that underline all inner-
universities relations, including those among students and teachers. It is within the walls of
the university where relationship to scientific knowledge, desire to do science, learn to think
and exchange ideas with others, and most importantly - learn how to develop intellectual
skills as the ability to not only learn the knowledge produced by predecessors, but also to
think independently and creatively must be formed.

Education and training of competent professionals, social cohesion are the basis for the
inner sphere of higher education institutions. The main goal of the staff is to ensure that
everybody will feel - they belong to a unified educational institution, unique in the world, and
the teachers are missionaries of these ideas and values. To achieve this it is necessary to
develop a special corporate code — a brand-book. Where, in this book, should be written
system-cultural elements: the mission of the institution (which is understood as a vital
purpose facility, which reveals the meaning of its existence); the choice of strategies;
management style; the figure of a leader; common values and traditions; own ideology
(adequate specific needs of universities); specially cultivated values that create the effect of
consolidating; setting corporate employees, who provide communication unity; in general it
is something that is functioning like a mechanism that defines the organizational framework
of corporate culture.
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Thus, the corporate culture is an effective tool for staff’s management strategy that will
increase the productivity and quality of work. Building and maintaining a culture will
enhance staff’s efficiency and enhance competitiveness of universities in terms of
environment. To manage it should always be the focus of managers, subject to the
achievement of maximum results based on the approach of the administration and the
interests of workers. Corporate culture directs all units to achieve common goals, resulting in
increased competitiveness and universities of the state and the integration of Ukrainian
higher education institutions in the European and world’s educational space. As a result of
this purposeful improvement the corporate culture of domestic universities of Ukraine will
increase. This will be an important contribution to the national higher school in the
promising future of society and it will contribute to the recognition of the state of Ukraine as
an equal member of the European Union.

Key words: higher education, higher education institution, university, communication
policy, competitiveness, corporate culture, educational services.

The formation and implementation of corporate culture are the common international
research, national scientists and practitioners managing both large corporations and
companies slightly less in scale and different spheres activity. Practices debate with theorists,
but all they see a strong corporate culture as a strategic management tool.

Corporate culture is part of the administration and management of the company, which
allows units to focus the company and some of individuals on common goals, mobilize the
initiative of employees and facilitate productive communication between them [16, p. 15].
Create your own culture for your company so that all employees maintain its line - is a
strategic task management.

Corporate culture actively was considered in the 80's. XX century. and today is the
actual object of study. A significant contribution to understanding this phenomenon American
scientist E. Shane has made [25]. By considering the problems of management and leadership
in terms of updating the organizational culture. Equally significant for the study of
organizational culture is the work of K. Cameron and Robert Quinn, who is devoted to the
study of corporate culture, its formation and transformation [9].

Corporate culture as a line of research has links with related sciences cycle information
such as management, sociology, cultural studies and psychology. Trust, reputation, image and
excellent structural condition of freedom and responsibility, knowledge, skills and abilities,
information, entrepreneurial spirit, social institutions, organizational culture, ideology and
philosophy of the company, management and interpersonal relationships, ethical aspects of
interpersonal interactions, socio-psychological climate - generally all that are called human
factor refers to the complex factors of social sciences.

Formation of corporate culture is the subject of research of many scholars, both
domestic and foreign, including: L. Zabrodska [7] H. Ansoff [1] K. Bowman [2], John.
Grayson and K. O'Dell [3], I. Gurkovo [5], B. Karlof [10] E. Kapytonov [12] V. Spivak, [20-
21], R. Gilyarovsky, B. Minkina [22] M. Zgurovsky [8] and others.

The researcher internally of Corporate Communications B. Kverk recognizes that every
organization acting as a complex of mechanism, the basis of life which is potential corporate
culture: that’s the reason for what people have become members of the organization, how are
the relations between them; resistant norms and principles of the organization of life and they
share that relates to values and norms. This not only differentiates one company from another,
but essentially determines the success of the operation and survival in the market in the long
term [11, p. 7].
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I. Kuznetsov is an expert on information activity determines the corporate culture as a
system of material and spiritual values, displays, interacting inherent in this corporation that
reflect her personality and perceptions of themselves and others in the social and material
environment, as reflected in behavior, interactions, perceptions of themselves and the
environment [13, p. 9].

The most common corporate culture as a phenomenon associated with companies aimed
primarily at addressing business processes, but it is inherent in the field of educational
services, including higher education institutions, which activities are focused primarily on the
discovery and development of intellectual and creative potential. The role of the corporate
culture of higher education as a determinant of Education Universities communications policy
is the purpose of the article.

The University as a prophetic institution is a complex in the management of the
institution, which includes a learning process, scientific research, organization and
implementation of innovative projects in education, as well as advertising and marketing
activities. Higher education institution has an extensive branch structure, with constantly
changing state students, and sometimes employees. Constantly interacting with students,
colleagues, students, businesses, governments, the media, other universities university
exchanges information with the external environment, in terms of public information and
educational space, thereby ensuring the generation of new ideas, knowledge and technology.
Development and use of new educational technologies and approaches are an integral part of
his life [15, p. 18].

In the current market conditions, the development of higher education depends on a
clearly formulated its communication policy. In this regard, important is the development of
system management of internal and external processes.

In marketing theory there are a variety of interpretations of the term «communication
policy». The most commonly cited definition: communication policy - a collection of rules of
conduct communication and communicative interaction between brands, products and
companies to the market that defines a set of marketing tools used to achieve certain
communicative goal. Within the theme of the article it is necessary to relate the concept of
«communication policy» in respect of higher education.

Based on the theoretical foundations of communicative company policy laid prominent
scientists school information workers R. Gilyarovsky and V. Minkina [22], can form
components of university communication policy "good" information, educational services and
products; «Consumers» are applicants, students and other users of services institution;
«Market sector» is information market; «Personnel» is teachers and staff of the institution;
«Business partners» are of the media and advertising; «Methods of sales promotiony -
conferences, exhibitions, briefings, open days, Public relations.

Thus, the communication policy of higher education is — rules, strategy and
comprehensive plan for the implementation of effective interaction with partners, organizing
and holding mass advertising activities, methods of stimulation and promotion of educational
products/services public relations.

Universities communication policy defines the mission of the institution with respect to
the communication space, defines marketing communication tactics that are used to achieve
certain communicative goal. In turn, the purpose of communication policy will be in the need
for effective interaction communication facility (ICF) of the subject’s communicative space.

Acting as an effective means of expanding the sphere of influence and adapt to the
university environment changes, communicative policy provides:

—information openness of activities that positively affect its reputation and
demonstrates respect for consumers, business partners, its own staff;
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— promoting their services/products;

— presentation of the impact on the socio-economic conditions of the city, region,
country;

— establishing links business cooperation;

— employees actively participate in the life of the professional community;

— exchange of knowledge and experience

— joint efforts to defend common interests and develop standards of corporate
behavior [22, p. 372].

Communicative company policy is based on two components: norms, values, corporate
culture and perspective development plan, so it could be argued that the success of the
university depends on the vitality of the corporate culture and the «vision» of management
and staff tomorrow.

Researcher of management and corporate culture V. Spivak outlined the functions of
culture at corporations and at a closer examination of this theory, can be define its functions
in respect of the university:

— playing the best elements of accumulated cultural production of new values and their
savings;

—estimated and regulatory function (based on comparison of the actual behavior of
institutions with existing norms of behavior and cultural ideals can speak about positive and
negative effects, progressive and conservative);

—regulatory and regulatory functions that use corporate culture as an indicator and
regulator employee behavior;

— cognitive function (cognition and learning corporate culture, carried out at the stage
adaptation of the employee contributes to its inclusion in collective activity determines its
success);

— creating content function (impact on the attitudes of the employee, the transformation
of corporate values as personal values);

— communication function (through values accepted in corporation standards of conduct
and other elements of culture provided by employees and their mutual interactions);

— function of public memory, storage and accumulation of experience institution;

— reactive function (restore spiritual strength of the process of perception elements of
cultural institutions is possible only in case of high moral potential corporate culture) [20, p.
28].

However, the phenomenon that corporate culture is relatively new, the need for
university study corporate culture caused by the fact that at the moment at the state level,
changes in the education system. This directly affects the activities of higher education
institutions and causes problems increase competitiveness, preserve and broadcast cultural
values and traditions, the need to meet the challenges for the development of science and
education and many others. It means the dynamic nature of the Law of Ukraine «On Higher
Education» [17], the draft prepared by a working group under the Ministry of Education and
Science of Ukraine «Strategy of formation of higher education in Ukraine 2020» [23]. In
addition, one of the areas of the Bologna process is the formation of common approaches to
ensure and assess the quality of higher education. Thus attention is paid to various quality
components: educational and professional programs, content and technology education,
educational software and many more important element of quality — a corporate culture. And
in fact the development of a corporate culture based on a philosophy of quality, can be a
critical factor in shaping the competitiveness of higher education.

The aim of competitiveness of higher education is the ability to train specialists who can
withstand competition on a particular external or internal labor market; opportunities to
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develop competitive innovation in their field, as well as to effective reproductive policy in all
areas of activity.

The competitiveness is a category of educational services and its multidimensional level
at any given time is determined by the combined action of a number of parameters, which are
specific capabilities and performance. Moreover, the competitiveness of educational services
institutions is the main indicator of the effectiveness of its operation. Factors of
competitiveness of educational services and institutions are closely linked, but have
significant differences. These factors include: the level of training in the specialty; cost of
educational services; prestige (fame) specialty; advertising specialties; the demand for
professionals in the labor market, etc. [4, p. 60].

Common factors of competitiveness of universities can be divided into external and
internal. External factors are characterized by: public policy; scientific, natural, legal factors;
strategy, competition in the educational market; the activities of civil society organizations;
infrastructure market; labor market conditions; the presence of potential customers; demand
for graduates in the labor market. The internal factors include: management of the institution,
quality of personnel, business activities, strategy development, stable and well-adjusted
logistic base, knowledge base, financial policies, government funding mechanisms motivate
staff and students, the availability of corporate culture, management system competitiveness
Universities [5, p. 161].

The corporate culture of higher education plays a special role in society and the
economy. It provides more efficient operation of the institution, can solve these problems and
issues on which directly proportional to the popularity of high school. The following benefits
of corporate culture, due to the institution enhanced competitiveness, are defined by
O. Meshkov:

—the opportunity to receive revenue through management coordination purposes
functioning institution and its business units, through the development of new methods of
planning and work with the staff;

—effective use of human resources (including the formation of personal and
professional potential of students);

— improve management;

— improve the quality of work;

— responsible attitude of employees to their tasks (feelings of being part of a team);

— increase of the motivation [14, p. 36].

Corporate Culture University has its own distinctive features, which are caused by the
specifics of its work:

— polyfunctionality, or the ability to generate and provide modern knowledge transfer;

— strong focus on research;

— availability of training specialists with advanced degrees;

— focus on the current trends of science, high technology and innovation sector in the
economy, science and technology;

—wide range of professions and specializations, including natural sciences, social
sciences and humanities knowledge;

— high professional level of teachers, the possibility to invite leading experts from
different countries for temporary work;

—a high degree of information openness and integration into the international system of
science and education;

— sensitivity to global experience and flexibility to new areas of research and teaching
methodology;

— competitive and selective approach in the recruitment of students;
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— forming around the university a special intellectual environment;

— the availability of corporate ethics;

— desire for leadership in the region, country and world scientific and educational
community as a whole [24].

Among the numerous of factors that influence the corporate culture of the university,
are of particular importance: the structure of management, communication, motivation.
Provide description of these three factors.

To ensure the effective operation of institutions and quality education should form a
management structure that extends the scope of participation in management and provide
collegial decision-making. This structure is achieved by the three levels of government higher
education institution:

1. the level of strategic management, which provides rector, performing strategic,
analytical and prognostic, design, coordination functions and features of personnel, regulatory
- legal, financial, financial support and incentives aimed at getting the effect of a higher
education institution;

2. tactical level of control that by the Deputy Rector (vice-chancellors), acting as current
planning, monitoring, translation of innovative experiences, educational, logistical, social,
educational, information, organization of the experiment, accounting and reporting;

3. level operational management by teaching staff. The subjects of this level of
government implement the functions of the current planning of the educational process,
implementation of measures to ensure quality, current and complete quality monitoring,
experimental testing of innovative educational programs and technology, accounting and
reporting.

Thus, corporate culture, no doubt, is a system of relations between people working in
this institution. O. Vihansky said: «perfect, when people feel and it’s not totally dependent,
not anarchic free, but integrated into the life of the principles of partnership, mutual trust;
subordinate jointly developed solution, collectively agreed and planned actions» [6, p. 190].

The effectiveness of communication means that the transmission of information
adequately perceived by the recipient and used in its operations. For this purpose, the
information sector of higher education creates a single information and communication space.
To achieve this necessary to take advantage a whole elements of marketing communications
such as image, advertising and PR.

Advertising has become the communication, it is closely penetrated all spheres of public
life, the sphere of education is no exception. Advertising as a separate message carries a
definite meaning. The main objects of advertising universities are: the name (logo) trademark
and any visible statement (slogan). But advertising is not cheap enough element of marketing
communications, so many schools use advertising not only for its direct purpose, but as a tool
for creating an image.

Educational advertising can compete only forming favorable public opinion — «public
relations». PR — is much more voluminous and complex phenomenon. The goal of public
relations is managing the flow of information between the institution and the public. The
result of this successful administration will change the perception of university society. That
idea of the educational establishment or improve radically transformed. Thinking and
transformed consumer behavior in relation to the establishment, and this manifested and
socio-psychological aspect consideration the importance of application of PR activities in
universities [19, p. 260].

The establishment of an effective image of the university — is an effective isolation
facility among others. Each institution seeks to position itself in society as better. Name of the
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institution is widespread among the public, know and think about it. Creation of an effective
positive image of the university to change some aspects of its operation:

—image will open a new community knowledge about the institution that will boost
positive attitude to it;

— thanks to openness the wrong ideas and rumors that could damage the reputation of
the institution;

— institution positioned so as to move in step with time;

—various departments and divisions of the united under a single image, thereby
increasing the level of corporate culture institution;

— the image will be one of the main tools for achieving strategic goals of the institution;

— increase the competitiveness of the organization;

— there will be new consumers of educational services and partners;

— easier access to various university resources (financial, information, etc.) while easier
access to community resources of higher education institutions [18, p. 180].

In addition, one of the areas of creating a single information space, information
overcoming fragmentation of audience groups and departments of higher education for the
fullest possible information needs of students, faculty and staff is a corporate media (website
universities and departments, periodical issue). Involvement of a significant number of its
faculty, staff and students; identify the most pressing problems of the university; create
effective communication tools that ensure feedback and one of the elements of corporate
culture. The only information system creates corporate values, has spread necessary
information and provides feedback between groups for classroom administration.

Thus, effective PR, advertising and positive image of the university is the effective
methods of functioning in a competitive environment in the educational market. High
competition requires management institutions use special means of positioning.

To ensure motivation of teachers, in our view, should be the introduction of different
motivators, socio-psychological, organizational, educational, material and others. It is
necessary to identify specific actions that should be undertaken in this direction: the
formulation of objectives achieve their objectives; documentary securing rights and
obligations of employees; forming the system of incentives, rewards, evaluation by a high
level of quality of the educational process; Established professional higher education
institution; synthesis and replication of best teaching experience in education.

Thus, the corporate culture of higher education represents a set of values, expectations,
rules, symbols, traditions and other eternal values that underlie all inside university relations,
including between students and teachers. It is within the walls of the university must form a
relationship to scientific knowledge, the desire to do science, learn to think and exchange
ideas with others, and most importantly — learn how to develop intellectual skills as the ability
to not only learn the knowledge produced predecessors, but also to think independently and
creatively.

Education and training of competent professional, social cohesion base inner sphere of
higher education. The main goal of personnel to ensure that all feel their belonging to a single
educational institution unique in the world and were preachers of his ideas and values. To
achieve this it is necessary to develop a special corporate code — brand-book. Where are
prescribed system-cultural elements: the mission of the institution (understood as a vital
purpose facility, which reveals the meaning of his existence); choice of strategies;
management style; figure of a leader; common values and traditions; own ideology (adequate
specific needs of universities); specially cultivated values that create the effect of
consolidating; setting corporate employees, which provides communication unity; in general
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is something that is functioning mechanism that defines the organizational framework of
corporate culture.

Thus, the corporate culture is an effective tool for staff management strategy that will
increase the productivity and quality of work. Building and maintaining a culture will enhance
staff efficiency and enhance competitiveness of higher education in terms of environment. Its
management should always be the focus of managers, subject to the achievement of
maximum results based on the approach of the administration and the interests of workers.
Corporate culture directs all units to achieve common goals, resulting in increased
competitiveness and higher educational institutions of the state and the integration of
Ukrainian higher education in the European and world educational space. As a result of
purposeful forward to improve corporate culture domestic educational institutions of higher
education in Ukraine will increase. This will be an important contribution to the national high
school in the promising future of society and contribute to the recognition of the state of
Ukraine equal members of the European Union.
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C. €. OpexoBa

KOPIIOPATUBHA KYJBbTYPA SIK BUBHAYAJIbHUN ®AKTOP
KOMYHIKATUBHOI INOJIITUKYU BH3 YKPATHA

Cmamms npuceauena po3ensady KOHYenyii KOpnopamuseHoi Ky1emypu K Hegio eEMHO20
ejleMenmy cucmemu YnpasiinHa U020 HABUANLHO20 3aKAA0Y. Y CyuacHUx punKo8ux ymoeax
possumox BH3 6e3nocepednvo 3anedxcums 6i0 1io20 4imKo copmMo8anoi KOMYHIKAMUSHOIL
NONIMUKY, y 38A3KY 3 YUM AKMYAIbHUM NUMAHHAM € pPO3poOKa cucmemu YNpagiinHa
BHYMPIWHIMU [ 306HIUUHIMU NPOYECAMU.

Komynixamuena nonimuxa BH3 eusnauae wmicito 3axnady no GiOHOWIeHHIO 00
KOMYHIKAMUBHO20 NPOCMOPY, BU3HAYAE MAKMUKY MAPKeMUH2080i KOMYHIKayii, sKa
BUKOPUCTNOBYIOMbCA OISl OOCACHEHHs Ne6HOI KOMYHIKamuenoi memu. B ceoro uepey, mema
KOMYHIKAMUBHOI NONIMUKU nonsieamu y HeoOXiOHocmi 30IUCHeHHS epeKmusHoi 83aemMo0ii
06 exma komyHixayii (BH3) 3 cy6 ekmamu KOMYHIKAMUBHO20 NPOCMOPY.

Pazom 3 mum, wo cam ¢penomen kopnopamusHoi Kyaibmypu, 8i0HOCHO HO8UL, nompeda
8UBYEHHA KOpnopamueHoi kyiemypu BH3 obymosnena we i mum, wo Ha OaHuli MOMEHM HA
0epaHcasHoOMy pIisHI 8i00y8aromvcs 3MiHu 6 cucmemi oceimu. Lle 6e3nocepeonvo 6niusae Ha
OISNbHICMb GUWUX HABYAILHUX 3AKNA0I6 mMa 0OYMOGIIOE BUpiUeHHs NpobiiemM Ni08UUWEeHHs
KOHKYPEHMOCNPOMONCHOCMI, 30epedCeHHsi | MpPAHCII08AHHA KVIbMYPHUX YIHHOCMeEU 1§
mpaouyitl, HeoOXiOHOCMI BUPIUEeHHs 3A80AHb WOO0 PO3BUMK)Y HAYKU i oceimu ma 6azamo
THWUX.

Busnaueno, wo KOHKYPEHMOCHPOMOICHICMb —OCE8IMHIX NOCIYye € Kamez20pier
bazamosumipnoi i il pieeHb GUHAUAEMbCS CHIILHON Oi€l0  psady napamempis, wo
npeocmasisiioms  CoO0K  KOHKDEeMHI  MOJCAIU8oCmi i pe3yiomamu  OislibHOCMI,  SKI
8UZHAYAIOMb CMYNIHL nepesdacu Y3y nepeo 1020 Koukypeumamu. Taxoowc cghopmynrvosaro,
Wo KOpNnopamusHa Kyabmypa € 0i€8UM IHCmMpPYMeHmMoM cmpameii YApaeiiHHi NepcoHaiom,
wo 3abe3neuye 3pOCmants NPOOYKMUBHOCMI Ma BUCOKOI AKOCMI OCEIMAHCHKOL OIsIbHOCHI.
Kopnopamusna xkynemypa opienmye npayiéHukie ycix niopo30inié Ha 0OCACHEeHHs 3A2AlbHUX
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yineu, BHACIIOOK Y020 1 NIOBUWYEMBCS KOHKYPEHMOCHPOMOICHICIb BUU020 HABUATLHO2O
3aK1a0y 0eprHcasu ma nooanibula inmespayis YKpaincbKoi 8Uoi oceimu y €6poneticbKull ma
C8IMOBULL OCBIMHIU NPOCMIp.

Ananiz éniugy 0CHOBHUX CKIAOOBUX eNleMeHmMi6 KOPNopamusHoi Kyabmypu nokasae, wo
yinecnpamMosanuil pyx 00 800CKOHANEHHS KOPNOPAMUBHOI KYIbmypu SIMUUSHAHUX OCBIMHIX
YCMAHO8 € NEPCNeKMUBHUM PO3BUMKOM HAYIOHANLHOI  SUWOI  WKOAU, 4  MAKON4C
VOOCKOHANEHHAM Ni020MO8KU (axieyié y sUUX HAGUANbHUX 3aKNA0AX KPAIHU 8 KOHMeEeKCMmI
bononcvrkoco npoyecy. B pezyromami yinecnpsamosano2o pyxy enepeo 00 600CKOHANEHMHs
KOpNopamueHoi Ky1bmypu SiM4UHAHUX OCEIMHIX 3aK1a0ie pigeHb suwoi oceimu 6 Yrpaiui
nioguwgyemocs. lLle € 6acomum 6HeCKOM HAYIOHANbHOI GUWOI WIKOIU 8 NepPCHneKmueHe
Maubymue Cycniibcmea ma cHpusmume SUHAHHIO Oepicasu YKpaina ceped piBHONPAGHUX
unenie €sponeticbkoco Cor3y.

Knrwouoei cnosa: suwa ocsima, suyuli HA8YAIbHUU 3aK1A0, KOMYHIKAMUBHA NOJIMUKA,
KOHKYPEHMOCNPOMONCHICIb, KOPNOPAMUBHA KYIbMYPA, OCEIMHI NOCTY2U.

VK 821.131.1-31
IO. C. Cadanam

MOCTMOJEPHICTChKHAI POMAH SIK BATATOILTACTOBUM KYJIbTYPHUI
KO (HA TIPUKJIAAI POMARY V. EKO «MASATHUK ®YKO»)

Poszenadaemvca nocmmoodepuicmcobke  c8imosioyysanHs npeocmaegnene y pOMAHi
«Masmnux @yko» 8i0om020 imaniticbko2o g4eHo2o ma nucbmenHuka Ymbepmo Exo.

3a3znayeno, wo nOCMMOOEPHICMCLKULI pOMAaH — ye meKcm, noby008anHuti Ha MeKcmax,
bacamonaacmosuil KyIbmypHutl Koo, wo nompebye 3ycuiv 0ns npouumanns. Hazonoweno,
WO NOHAMMAM «NOCMMOOEPHI3MY» 6Ce Hacmiule SUHAYAIOMb CMAH CYCRIIbCMEA 8 YINOMY.
TlocmmooepHizm npo2orowye 2acio «8iOKPUMO20 MUCMEYMBA», BLIbHOI 83aemM00ii 3 ycima
cmapumu i Hosumu mpaouyiamu. Lle epa 3 yumamamu, sxrcaupamu i CMUIAMU PISHUX e€NoX,
SHAMMA PIZHUYL MIJC HOPMAMUGHUM 1 HEHOpMamueHuM. Bin ecmanoenoe napmuepcoko-
iepo8i BIOHOCUHU MIdIC Yumayem i aBMopom, a 2pa ma ipoHist CMAIU He8i0 EMHUMU AKOCTAMU
CYYAcHOI limepamypu.

Iliokpecneno, wo 3a60sku iponii poman Y. Exo «Masmuux Dyxo» «cmae 00HOYACHO i
npuxknaoom, i Kpumukowy. Ipouia 6 oOanomMy 6unaoKy — Kpawui 3aci6 0oKazy
HECHPOMOINCHOCMI NpemeH3iti PeHeCaHCHOi MOoOeli C8IMOCNPUUHAMMA HA pOlb  HOB0I
VHIgepcanvHoi memameopii nizHanua. Tomy OCHOBHUL elemMeHm C8IMOGIOUYE8AHHSA, WO
poskpusaemocsi 8 pomani Ymbepmo Exo, ye pisnHoyinnicms i piGHO3HAYHICMb  YCIX
MUMYACOBUX BUMIDIE — MUHYN020, MenepiuiHb020 i Maudymuvoeo. [lpuuuna 6cix ouckypcie
npo NOCMMOOEPHIZM Y KPU3i KIACUYHOI MOOeNi KOHMUHYYMA, d HOGIMHI HAYKOBI IOKPpUMMSL
ma cnpaza OyX08HO20 3MYULYIOMb WYKAMU HOBL WINAXU CNPULIHANINA YAC).

Knrwouoei cnosa: nocmmooeprizm, noCmmoOepHiCMCbKUll pOMAaH, NOCMMOOEPHICMCbKe
C8iMo6Ii0UY6aHHs, IPOHIs, 2pa. GIOKpume Mucmeymeo, KyaibmypHuti koo, Y. Exo, poman
«Masamnux @ykoy.

[TocTMonepHi3M BHHHMK Yy ApYrid monoBuHI XX CT. y CEPENOBHUINI XYI0XKHBOI €ITITH
BIIKPUTUX TOBApUCTB 3aXiMHUX KpaiH 3 Ay)Ke BHCOKHUM pIBHEM aKaJeMiuyHOi CBOOOIU
nochimkeHHs rymanitapHux npob6iem (X. Kopracap, X. JI. bopxec, JIx. dayns, Jx. bapr,
T. ITinvon, Y. Exo, JI. Hopdonk). [ToctMoaepHiCTChKHIA TBOPEIh — 1€ TUCHMEHHHK 1 BUSHUHN
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