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Abstract. The paper substantiates the main provisions of the theory of 
corporate reputation in the context of modern management. Therefore, in the 
21st century, the place (function) of business in the system of forming a 
person’s worldview is changing: business in the information economy from a 
passive recipient of a value system created by religion, family, and culture 
becomes one of the forces that shape the worldview of its stakeholders. Thus, a 
new business function is being updated — the formation of a society’s value 
system in the context of managing the reputation of companies. Modern 
management of the company’s reputation is developing in line with the concept 
of «economy of trust»; the essence of the company’s reputation is stakeholder 
trust. Trust — the socio-psychological basis of reputation, which is the 
primary cause of the economic interaction of potential investors and 
businesses, banks and their investors, producers, and consumers, receive cost 
measurements and is now becoming a full-fledged economic category. 
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Introduction. Intensive commercialization of scientific discoveries at the turn of 

the new — third — millennium has changed the global economy and the person’s 
life. They entered the era of the sixth wave of innovation and then crossed the thre-
shold of the fourth industrial revolution. Scientists were the first to name a new his-
toric phase of our civilization’s development «information society». Journalists and 
politicians followed their lead.  

The information society encouraged the spread of information technologies not 
only connected with manufacturing processes but also with education and everyday 
life. This led to the emergence of human «information consciousness«, of turning in-
formation into an economic resource and a source of added value and, finally, facili-
tated recognition of a cultural value of information as the basis of the harmonious de-
velopment of the society of the future.  

It is natural that the drastic changes stipulated by informatization of our life are 
accompanied by changes of the economic outlook, the system of values, the motives 
of economic behavior. In other words, the formation of a new — «information« — 
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economy is taking place; the latter has a global character of business ties and unlike 
traditional methods of managing a business is based on digital management and in-
formation engineering.  

Taking everything mentioned above into consideration, it is necessary to pay at-
tention to transformation processes of managing both separate companies and their 
groups (the notion of «company« is further used to describe various types of company 
groups unless specified otherwise). In terms of a new model of integrating Ukraine 
into the system of international economic relations, it is necessary to have manage-
ment systems on the macroeconomic level that can support their competitiveness both 
on home and foreign markets. In this respect there arises a question about the ability 
of Ukrainian owners and managers to change their managerial approaches, to redirect 
themselves from the permanent survival tactics or those of «taking the plum« to the 
strategy of ensuring long-term success in business on the basis of modern manage-
ment of global quality. 

In terms of methodology, the quality of managing Ukrainian companies is far be-
low the level of global standards as it is based rather on the Ukrainian routine of a 
producer’s behavior under conditions of short-term perspective of profit ensuring 
priorities (within a political cycle or a microcycle) than on the modern theoretical and 
methodological background of management as a science. This implies, from the point 
of view of the author of this study, that there are numerous managerial procedures 
hampering Ukrainian companies’ integrating into the system of international econom-
ic affairs, namely: 

 influencing a consumer with the help of intensive direct advertising to promote 
goods and services without taking into account specific features of separate segments’ 
behavior; 

 following a price policy based on shifting production costs, which are often un-
reasonably high, onto the consumer; 

 promoting the goods with the help of unreasonably large-scale application of 
GR-technologies. 

Overall, a widespread use of the above-mentioned practices testifies to a lack of 
strategic approach to managing Ukrainian companies.  

Background. In terms of the need for modernizing management of Ukrainian 
companies in the direction of increasing its strategic orientation and consistency, the 
most significant concepts are: the social systems theory [1], «7-S« theories system 
[2], «Z« theory [3], the concept of management by objectives [4, 5], the theory of 
management by results [4], the theory of «favorable opportunities« [4, 5], the concept 
of managing the efficiency of works [6], etc. The «social systems theory« is devel-
oped [1] on the basis of the systematic approach and the general systems theory. Ac-
cording to it, a company is seen as a system transforming a resource pool into results 
and, because of its open character, showing a tendency towards adjusting to the dy-
namic environment: no activity is performed apart from others, every decision carries 
consequences for the whole system. According to the «7-S« concept [2], there are 
seven basic interrelated components that form an efficient organization. They all start 
with the letter S: strategy, structure, system and procedures, style of management, 
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skills of the employees (corporate power), staff, shared values (culture). According to 
«Z« theory, a person is the basis of any organization; he or she paves the way of its 
successful functioning [3], hence there is a necessity to follow a set of certain rules 
when working with the staff, namely: lifelong employment, joint decision-making, 
personal responsibility for the results of the activities, on-going evaluation of the staff 
and their regular promotion, informal control on the basis of clear and formal me-
thods, etc. The concept of management by objectives [4, 5] is based on the assump-
tion that management starts with goal setting followed by functions defining and 
processes forming. The theory of «favorable opportunities« [4, 5] considers the fol-
lowing managerial postulates to be basic: neither resources nor results are inside 
business, they exist beyond it; the results are achieved due to taking favorable oppor-
tunities but not due to solving problems; economic results are the consequences of 
leadership but not of mere competence; everything existing becomes out-of-date very 
quickly; resources are usually distributed in the wrong way; the concentration of re-
sources is the key to real economic results. The concept of managing the efficiency of 
works [6] is a strategic integrated approach connected with the process of forming a 
single vision of a company’s aims and tasks so that every employee may understand 
and realize their role in achieving them. A sensible introduction of the mentioned 
above theoretical concepts by Ukrainian companies will make it possible to take 
management to a strategic level, to make it systematic, which will contribute to reach-
ing European standards of management and to ensuring the long-term competitive-
ness of Ukrainian business. 

In terms of the necessary development of the theory and methodology of science 
as the basis of competitiveness of Ukrainian economy, the aim of this research is to 
substantiate the theory of corporate reputation in the context of modern management.  

Results. Commenting on modern changes in the global economy, the famous con-
sulting company Reputation Institute [7] points out that if the 1990s were «the golden 
age of innovation« and the 2000s «the decade of risks«, the 2010s represent a new 
competitive business medium where the company is seen as something more serious 
than its goods and services. Thus, there comes the era of a reputation-based economy 
where people are more interested in the company and the way it does its business than 
in its production. 

As we can see, the very essence of the economy has changed. In the 20th century, 
it was defined as «the behavior under conditions of limited resources« because «un-
limited« information has become the main resource and its volumes are constantly 
growing. It is necessary to point out that unlike modern processes the «economic 
theory studied general regularities of humans’ behavior and the economic system on 
the whole during the process of producing, exchanging, distributing and consuming 
benefits under conditions of limited resources« (e.g. C.R. McConnell and S.L. Brue 
«Economics« [8]). 

In its turn, informatization taking place at the moment facilitates a quick spread of 
scientific ideas and speeds up commercialization of R&D, that is innovative entrepre-
neurship is becoming more active. Information created by a human being becomes 
knowledge, so the term «knowledge economy« gets rooted in modern scientific lexis. 
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The term «knowledge economy« was introduced by the Austrian and American scien-
tist Fritz Machlup (1962) and was applied in one of the sectors of the economy [9]. 
Today this term together with the term «knowledge-based economy« is used to define 
a type of economy where knowledge plays the key role and production of knowledge 
is the source of its growth. The notion of «innovation economy«, «hi-tech civiliza-
tion«, «knowledge society«, «information society« are also widely used [10]. Howev-
er, informatizing socioeconomic relations has not only promoted the intermittent 
growth of productivity and performance of business but also caused the appearance of 
information weariness, information immunodeficiency, and information injury syn-
dromes. All of these consequences of the necessity to process and digest the growing 
volumes of information (which unlike the classical resources of «land«, «labor«, and 
«capital« is not scarce but — vice versa — overabundant) promote the spread of the 
«economy of trust« concept.  

The term «economy of trust« was offered by the British scientist and historian 
Geoffrey Hosking [11, 12, 13] who connected the development of the economy and 
the society on the whole with moral principles: trust promotes quick making of con-
tacts and effective cooperation between participants of social relations. Recently 
Geoffrey Hosking has been paying great attention to interdisciplinary research of so-
cial capital issues and the role of the trust factor in history and modern life.  

The works by Stephen Cowe Jr. [14, 15] are dedicated to communication aspects 
of forming trust in an economy, developing and spreading the concept of «the econ-
omy of trust« on the level of companies and other organizations. He draws our atten-
tion to the economic characteristics of trust as a «pragmatic, material and valid asset« 
[15] that can be and must be formed by managerial means. The researcher pays atten-
tion to the existing unfulfilled potential of business processes effectiveness within the 
framework of employing the principles of trust by those who take part in decision 
making on the company’s development (beneficiaries, top managers). He justifies and 
explains the mechanism of «trust waves«: from ethic relations in a team, in an office 
to the relations between a company and its stakeholders. Stephen Cowe supports «so-
cial ecology« and substantiates the concept of trust as the basis of all communica-
tions, relations, and connections in the business medium; he stresses that the main 
weapon to win the competition in the 21st century is the speed of counteragents’ co-
operation where the main role is played by the trust. (Correspondingly, a low level of 
trust generates extra transactional expenses and results in lagging behind competi-
tors). The result of forming the necessary level of trust in the company is a 
multiplicative reduction of marketing expenses as «consumers themselves become its 
main promoters, sales managers and marketing consultants« [15]. 

In late summer of 2012, famous consulting companies and rating agencies made 
poor forecasts of the global economic development (e.g., see Finch Ratings’ forecast 
(http://www.fitchratings.com)). They said credibility gap, the result of a discrepancy 
between the words and actions of one or the two parties in communication [16], was 
among the reasons of worsening the crisis. Namely, Bain&Company claims: financial 
institutions of Germany are faced with the gravest credibility gap after WWII [17]. 
Trust as the driver of cooperation between a business and its potential investors, be-
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tween banks and their depositors, between producers and their consumers acquires 
cost dimensions and is now becoming a full-fledged economic category, according to 
the author of this study. Geoffrey Hosking [13] believes trust is Adam Smith’s «invis-
ible hand« that regulates market relations. It is necessary to point out that excessive 
unreasonable trust, namely in a risky investment, can become a cause of a 
macroeconomic crisis. Geoffrey Hosking pays attention to the issue of spreading un-
reliable information [12]. 

Thus, information society produces information whose volumes are going to grow 
further and more and more resources will be necessary to process it, on the one hand. 
On the other hand, a great amount of information does not necessarily mean that it is 
absolutely reliable because deception and fraud as a moral atavism have not fallen off 
the edge of the earth at all. They have become global and acquired new forms with 
the development of information technologies. Under these conditions, the economy 
based exclusively on «extracting« knowledge or exclusively on trust is doomed to be 
inefficient.  

Correspondingly, developing and ensuring efficient economy based on establish-
ing and supporting cooperation between the participants of economic processes (pro-
ducers, consumers, suppliers of resources, the state, etc.) faces the problem of exces-
sive information as such and at the same time of lack of its authenticity. It makes 
getting some idea about an economic counteragent and their goods and services really 
difficult (and sometimes impossible). The number of comments on the counteragent 
can be a degree of objectivity, in its turn. Yet, it is necessary to take into account the 
character of the sources that provide this information which, in the end, becomes pub-
lic opinion and corresponds to the categories of «reputation«, «image«, «authority« in 
its contents.  

The problem of analyzing various aspects of a company’s reputation, image, brand 
was studied in the works by G. Dowling [18], Ch. Fombrun [19], V. Shepel [20], T. 
Guseva [21], G. Pocheptsov [22], A. Panasiuk [23], K. Buksha [24] and others.  

To manage reputation efficiently, it is necessary to have a modern theory and me-
thodology that also demand the system of scientific categories to be modified in con-
formity with the latest tendencies of economic development. The latter is impossible 
without establishing categorial correlations between the notions that are used as syn-
onyms of reputation in some studies.  

It is necessary to point out that the very problem of studying reputation came to 
economics from an adjacent sphere of the humanities: psychology, sociology, and 
philosophy as well as from practical political activities. The Egyptian pharaoh 
Ramses II used to apply the system of reputation management events to form target 
public opinion of the outcome of the battle with Hittites at Kadesh. And Niccolo Ma-
chiavelli in his books «The Prince« and «Discourses of the First Decade of Titus Li-
vius« systematized and characterized the logic of forging and supporting the 
reputation of public persons including its manipulative aspects [25]. Over 300 years 
ago, John Locke in his «Essay Concerning Human Understanding« formulated the 
law of public opinion stressing the importance of reputation in everyday life. «When 
men unite into political societies they hand over to the public the decisions about how 



26  Стратегія економічного розвитку України. № 43 (2018) 

their force is to be used, so that they can’t employ it against any fellow-citizens fur-
ther than the law of the country directs, but they hang onto the power of approving or 
disapproving of the actions of members of their society; and by this approval and dis-
like they establish amongst themselves what they call virtue and vice« [26]. The con-
nection with the problem of forging a reputation and seeking its value bases in partic-
ular, ways of information influence aimed at a person or a society as a bearer of a 
system of values are now traced in such sciences and concepts as analytical philoso-
phy, structuralism, hermeneutics, psycholinguistics, empirical and theoretical sociol-
ogy, macrosociology. Taking this into consideration the author of this study analyzes 
the management of companies’ reputation from the standpoint of economics — with-
in the framework of modern paradigm of business management as well as its connec-
tion with modern concepts of psychology, sociology, and philosophy.  

The origin of the term «reputation« (Lat. reputatio — reasoning, reflecting) takes 
us back to the times when it characterized the virtues of a person. Yet in the 19th 
century, it was actively used in relation to companies. We believe that the process of 
«providing« business with reputation was a logical consequence of industrial enter-
prises growth, separating them from one particular owner because of the spread of 
shareholding pattern of ownership. Thus not a private person, a businessman, but a 
legal body, an enterprise, was gradually becoming the main business unit of an econ-
omy. Today the reputation of an enterprise (company) is a notion which is much wid-
er than the reputation of a separate individual: the owner, an employee, any of its 
stakeholders (a stakeholder is a person with an interest or concern in something). Of 
course, an individual’s reputation, in particular of «a decision-maker« remains one of 
the key factors of forging corporate reputation, the factor whose significance grows 
within the framework of information society and the economy of trust. At the same 
time, it is not equal to the latter like it was in the pre-industrial days. 

I consider it necessary to stress a certain closeness of the notions of «image« and 
«reputation« of a company. According to Graham Dowling, the author of «Creating 
Corporate Reputations«, an image is a set of target groups’ feelings about the company 
while reputations are «valuable characteristics and thoughts caused by the corporate 
image and the complex of actions and decisions of the company available for obser-
vation« [18]. While supporting Graham Dowling’s position the author of this study 
mediates the process of transforming the image into the reputation with the system of 
the society’s values on the whole and the definite audience, in particular, the audience 
that is the target acceptor of information about the company. In other words, the im-
age is particular superficial associations in a person’s mind which are foregrounded 
by an experience of practical cooperation (experimental check) and which transform 
(otherwise do not transform) into reputation. On the whole, Graham Dowling [18] 
singles out three bases for a cooperation of stakeholders and a company: reputation, 
image, and vagueness (table 1). At the same time reputation is the most perfect basis 
for this kind of cooperation.  

The mentioned processes have led to changing the place (functions) of business in 
the system of forming a person’s outlook on life: from a passive recipient of the sys-
tem of values created by the religion, the family, the cultural traditions into an active 
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power guided forming the outlook of a modern person. A bright example of the 
business performing the value-making outlook function is the emergence of the well-
known phenomenon of «consumer economy«. Innovations embodied in companies’ 
goods change not only the daily life but the outlook of a modern person. Correspon-
dingly, new — global — values are not an «independent system of assessment« de-
scribed by Graham Dowling [18] passing through which the image becomes «good« 
or «bad« reputation. That is, according to the author of this study, forging the system 
of values is also an element of the process of developing stakeholders’ trust in the 
company. This does not separate the guided stage of forming a corporate image from 
the partially unguided stage of forming corporate reputation; vice versa, it merges 
them into a single process. 

Table 1 
THE BASES FOR COOPERATION OF STAKEHOLDERS  

AND THEIR COMPANY: REPUTATION, IMAGE, AND VAGUENESS 

The bases for cooperation of 
stakeholders and their company 

Stakeholders’ treatment of the company / their actions 

aspect of treatment practical aspect 

Reputation 

Advice «I’ll advise turning to you» 

Statement «I’ll turn to you first of all»  

Experiment «Show me your potential» 

Image 

Devotion «I’ll turn to you» 

Popularity «I know who you are» 

Good acquaintance «I see you very often» 

Memory «I remember this company» 

Awareness «I saw the name before» 

Vagueness  
Confusion «I seem to have seen the name» 

Unawareness «I’ve never heard of you» 

Compiled on the basis of [18]. 
 
Turning to the history of forming the basic categories it is necessary to emphasize 

that in comparison to «reputation« «image« is a new term that started to be applied to 
companies in the second half of the 19th century. The image got the definition of «an 
artificial portrait formed in public or individual consciousness by the media mass 
communication and psychological influence that can combine both the real qualities 
of an object and those that do not exist« [27]. It is the very possibility to use non-
existing qualities of a company to create its image that became a pretext to contrast it 
with the reputation as «a complex of target audiences’ evaluative ideas about the 
company that was formed on the basis of objective parameters« [28]. Leaving the in-
vestigation of the epistemological notion of «objectiveness« as such beyond this 
study, it is still necessary to point out that the aim of creating both a positive image 
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and a reputation is forging a trust in the company. The ethical category of «trust« gets 
its cost dimension when realized in the acts of buying the production of a company 
that a consumer trusts, granting a loan to a company that a bank trusts, choosing a 
company that an applicant trusts to be employed by, etc. 

It is possible to make the following conclusion on the basis of everything men-
tioned above: trust in a company is the essence of both its reputations and its image. 
As some extra arguments, I would like to offer opinions of sociologists and psycholo-
gists. Thus, the expert in sociology and imagology V. Shepel considers the image to 
be «individual looks or a halo created by mass media, by social groups or personally« 
[20]. The psychological dictionary edited by A. Petrovsky and M. Yaroshevsky de-
fines the image as «a stereotypical picture of a particular object existing in the mass 
consciousness« [30]. The image as a form, or the appearance of its bearer, needs to be 
filled with contents: particular actions and deeds that, according to some sociologists 
[31], determine the reputation. The reputation is an image of a person, their personali-
ty on the whole and all of this is the integrity of form (image, appearance) and con-
tents (behavior, actions, etc.). We believe that only the integrity of form and contents, 
their compatibility create the «natural« image of a company forging the well-
grounded trust of its stakeholders.  

By selecting and forming the strategies of reputation management to be discussed 
further the company’s management is seeking an applied solution to the philosophical 
problem of the primacy (priority) of the form or the contents. 

It is reasonable to go into the opinions of psychologists of the image as a special 
instrument for stimulating the necessary human deeds by influencing the subcons-
ciousness. In particular, this can be found in the works by A. Panasiuk [23], A. Boda-
lev [32]. The process of perception or «rationalization« (Lat. ratio — mind) of the 
company’s image is not necessary for forging trust in it: the image can arouse admira-
tion, love or other emotions that will lead to the fact of stakeholders’ supporting the 
company’s development by buying its production, investing in its shares, etc. A. Bo-
dalev illustrates his opinion about the importance of a person’s acts on the basis of the 
subconscious with the following data, «when choosing the voter’s hand that is cross-
ing something out or underlining something on a ballot is determined by the informa-
tion in the person’s subconsciousness by 70–80 % and only by 20–30 % by the in-
formation that the voter is aware of« [32]. A. Panasiuk defines the process of 
«creating a particular opinion of something as «the influence of not that much on 
people’s consciousness as on their subconsciousness« [23]. The spread of manage-
ment practices by influencing the person’s subconsciousness seems to us to be con-
nected not only with the development of psychological techniques of this kind of in-
fluence but with the very essence of the information society of the 21st century — 
information overloading and lack of time to digest it while it is necessary to react to 
changes in no time. However, the influence on both the person’s consciousness and 
subconsciousness is considered by us to be only the means or instruments of forging 
the trust in the company; the latter, as was mentioned above, is the aim of reputation 
management and means stakeholders’ readiness to support the development of the 
company (for example, by buying its production). 
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The traditional understanding of reputation in the works by Ukrainian authors dif-
fers from modern international studies by much greater attention to the psychological 
essence of this category. Taking the fact into consideration the means of forging repu-
tation are often identified with the instruments of information and psychological in-
fluence on the society. It is indicative that Ukrainian scientists’ works on reputation 
can often be read in editions aimed at PR experts [33, 34, 35]. The latter has become a 
reason for the altered understanding of reputation management as an exclusive func-
tion of PR, the false identification of reputation management only with PR technolo-
gies.  

Summing up the opinions of numerous scientists the author of this study tends to 
the statement that the company’s reputation has the features of an economic category 
(managing contacts with key stakeholders, managing information and knowledge, the 
factor of increasing business activities, the factor of developing the company) as well 
as belongs to the category of cost (ensuring profitability and cost-effectiveness, assets 
capitalization). It is the cost essence of corporate reputation that foreign scientists 
draw our attention to. 

Conclusions: 
1. The place (functions) of business in the system of forming a person’s outlook 

on life changes in the 21st century: from a passive recipient of the system of values 
created by the religion, the family, the culture business changes into one of the pow-
ers guidedly forming the outlook of its stakeholders in the information economy. 
Thus a new function of business — forming a system of social values within the con-
text of reputation management — is updated.  

2. Modern reputation management of a company develops in line with «the econ-
omy of trust« concept. It is necessary to stress a sizable contribution of the American 
researcher Stephen Cowe Jr. to creating a methodological basis, developing and 
spreading the concept of «the economy of trust« on the level of companies and other 
organizations. The scientist supports the idea of the existence of the unfulfilled poten-
tial of business processes effectiveness within the framework of employing the prin-
ciples of trust by companies’ management, he justifies and explains the mechanism of 
«trust waves« and supports the «social ecology« grounds substantiating the concept 
of trust as the basis of all communications, relations and connections in the business 
sphere. The result of forming the necessary level of trust is a multiplicative reduction 
of marketing expenses as «consumers themselves become its main promoters, sales 
managers and marketing consultants«. 

3. To manage reputation efficiently, it is necessary to have a modern theory and 
methodology that in their turn demand the system of scientific categories to be mod-
ified in conformity with the latest tendencies of economic development. That is im-
possible without establishing categorial correlations between the notions that are used 
as synonyms of reputation in some studies. The essence of a company’s reputation is 
the trust of the concerned parties. It means stakeholders’ readiness to support the de-
velopment of the company (by buying its products, making an investment, etc.). 
Thus, the arrangement of categorial terminology undertaken by the author improves 
the consistency of companies’ reputation management theory. 



30  Стратегія економічного розвитку України. № 43 (2018) 

4. The company’s reputation has features of an economic category (marketing in-
struments, managing information, and knowledge, the factor of developing the com-
pany, its business activities) and a category of cost (ensuring profitability and cost-
effectiveness, assets capitalization). It is the cost essence of the company’s reputation 
that foreign scientists draw our attention to. 
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технологий 
 

Аннотация. В статье обосновываются основные положения теории корпо-
ративной репутации в контексте современного менеджмента. Так в XXI в. 
меняется место (функции) бизнеса в системе формирования мировоззре-
ния человека: бизнес в информационной экономике из пассивного реци-
пиента системы ценностей, созданной религией, семьей и культурой, ста-
новится одной из сил, направленно формирующей мировоззрение своих 
стейкхолдеров. Таким образом, актуализируется новая функция бизнеса — 
формирование системы ценностей общества в контексте управления репу-
тацией компаний. Современное управление репутацией компании разви-
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вается в русле концепции «экономики доверия»; сущностью репутации 
компании является доверие заинтересованных лиц. Доверие — социально-
психологическая основа репутации, являющееся первопричиной экономи-
ческого взаимодействия потенциальных инвесторов и бизнеса, банков и их 
вкладчиков, производителей и потребителей, получает стоимостные изме-
рения и сейчас становится полноценной экономической категорией.  
 
Ключевые слова: экономика доверия, стейкхолдеры, система ценностей, 
сравнение имиджа и репутации, психология и социология в управлении. 
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Анотація. У статті, з позиції необхідного розвитку теорії та методології на-
уки як базису конкурентоспроможної економіки України, обґрунтовуються 
основні положення теорії корпоративної репутації в контексті сучасного 
менеджменту. Так, у XXI ст. змінюється місце (функції) бізнесу в системі 
формування світогляду людини: бізнес в інформаційну епоху з пасивного 
реципієнта системи цінностей, створеної релігією, сім’єю і культурою, стає 
однією з сил, що направлено формує світогляд своїх стейкхолдерів. Таким 
чином, актуалізується нова функція бізнесу — формування системи цінно-
стей суспільства в контексті управління репутацією компаній. Сучасне 
управління репутацією компанії розвивається в руслі концепції «економіки 
довіри»; сутністю репутації компанії є довіра зацікавлених осіб. Відзначає-
мо вагомий внесок у створення методологічної бази, розвиток і поширення 
концепції «економіки довіри» на рівні компаній та інших організацій аме-
риканського дослідника Стівена Кові-молодшого. Вчений аргументує існу-
вання невикористаного потенціалу ефективності бізнес-процесів в руслі 
застосування принципів довіри менеджментом компаній, він обґрунтовує і 
пояснює механізм «хвиль довіри» і стоїть на позиціях «соціальної екології», 
визначаючи концепцію довіри як основу всіх комунікацій, відносин і 
зв’язків у бізнес-середовищі. Результатом формування необхідного рівня 
довіри до компанії є мультиплікативне скорочення витрат на маркетинг, 
оскільки «самі споживачі стають його головними промоутерами, менедже-
рами з продажу та маркетологами». Доведено, що проблематика дослі-
дження репутації прийшла в економіку з суміжної сфери гуманітарних на-
ук: психології, соціології та філософії. Довіра — соціально-психологічна 
основа репутації, що є першопричиною економічного взаємодії потенцій-
них інвесторів і бізнесу, банків та їх вкладників, виробників і споживачів, 
отримує вартісні виміри й зараз стає повноцінною економічною категорі-
єю. Разом з тим, репутація компанії має ознаки економічної категорії (ма-
ркетинговий інструмент, управління контактами з ключовими стейкхолде-
рами, управління інформацією та знаннями, фактор розвитку компанії, 
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ділова активність) і вартісної категорії (забезпечення прибутковості і при-
бутковості, капіталізація активів). Саме на вартісній сутності репутації 
компанії акцентують увагу зарубіжні дослідники. 
 
Ключові слова: економіка довіри, стейкхолдери, система цінностей, порі-
вняння іміджу і репутації, психологія і соціологія в управлінні. 
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РОЛЬ СТРАТЕГІЧНИХ РЕСУРСІВ В УПРАВЛІННІ 
ВЕРТИКАЛЬНО-ІНТЕГРОВАНИМИ СТРУКТУРАМИ 

 
Анотація. Стаття присвячена аналізу теоретичних аспектів поняття стра-
тегічних ресурсів у системі стратегічного управління, зокрема вертикаль-
но-інтегрованих структур. З’ясовано сутність вертикальної інтеграції у су-
часних умовах розвитку економіки із урахуванням концепції стратегічного 
управління. У статті розглянуто основні положення аналізу ефективності 
ресурсного забезпечення діяльності підприємства з позиції ресурсної теорії. 
Подано авторське трактування стратегічних ресурсів підприємства та за-
пропоновано їхню класифікацію. Доведено, що раціональне використання 
стратегічних ресурсів на основі застосування сучасних прогресивних сис-
тем менеджменту виступає основним чинником підвищення ефективності 
функціонування підприємства. 
Ключові слова: вертикальна інтеграція, стратегічне управління, стратегі-
чна діагностика, адаптивність, компетенції організації стратегічні ресурси, 
ресурсний підхід. 

 
Вступ. Одним з основних напрямків формування і функціонування економі-

чних суб’єктів на сучасному етапі є економічна інтеграція. Вона може бути ха-
рактерною для різних процесів на рівні регіону, галузі, підгалузі, міжгалузевого 
об’єднання, у національному або світовому масштабі. Сутність інтеграції поля-
гає в тому, що за такої взаємодії розширюється та зміцнюється виробничо-
технологічний потенціал, з’являється можливість спільного використання ресу-
рсів, а також об’єднання капіталів. Ефективність господарської діяльності інте-
грованих структур залежить від раціонального використання наявних стратегі-
чних ресурсів кожного підприємства. З огляду на це актуальним є дослідження 
ролі стратегічних ресурсів у системі управління вертикально-інтегрованими 
структурами. 

Різним аспектам досліджуваної проблеми свою увагу приділяли Д. Рікардо, 
Дж. Мілль, Т. Мальтус, Дж. Барні, Б. Вернерфельт, Д. Тіс, Р. Грант, П. Блау, Р. 
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