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VALUE MANAGEMENT AS A PHENOMENON OF MORAL CULTURE:
PERSPECTIVES OF RESEARCH

Cmammio npuceaueno po3ensdy Nepcnekmus i MONCIUBOCMEU MYTbMUOUCYUNTIHAPHO0
00CNIOIHCEHHS ABUWA YIHHICHO20 MeHeOdcmeHmy. Buodineno enemenmu, ocnosHi pucu ma (yHKyii
YIHHICHO20 MEHeOHCMEHM)Y.

Knrwouosi cnoea: yinHicHull MeHeONCMEeHM, OpeaHi3ayiiHa Kyibmypa, YIHHICMb, HOpMA,
i0eHmuyHicmb, KOMYHIKAYIs.

The article considers reviews of the prospects and possibilities of multidisciplinary studying
the phenomenon of value management. The elements, main features and functions of the value
management are highlighted.
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Cmamos nocesiuiena pacemompeHuro nepcnekmue u B803MONCHOCIE
MyﬂbmuducuunﬂuHapHozo UCCne008anus s61eHuUs YEHHOCMHO20 Meneoxcmenma. Buvioenenwi
JJ1eMeHNtbl, OCHOBHblE Hepmbl U qbyHKuuu UEHHOCMHO20 MeHeocMeHma.

Knwuesvie cnosa: ueHHOCWlelZZ MeHea.?fCMeHm, opeanu3ayuoHHasl Kyjlomypd, UYEHHOCHb,
HopMma, l/ldeHmullHOCWlb, KOMMYHUKAYU:l.

The research of social and cultural phenomena associated with joint labor activity is
very relevant today. Among the issues that are actualized in the course of modern
civilizational transformations, the problem of value management in business communication
is one of the most important. This phenomenon is inseparable from the sociodynamic
processes of realization of expedient activity of people, which finds expression in the
multifaceted orientation of social practice and occupational employment. In the conditions
of development of the main directions of the economy in Ukraine and the expansion of
international relations, value management acts as a socio-cultural basis of sustainable
development of organizations and as a factor of optimization of socially significant activity,
promotes adaptation and positioning of an individual or collective in the system of labor
relations.

The analysis of recent publications suggests that the term «value management» has not
yet been fixed as a constant concept and needs some theoretical understanding. The
direction of scientific research, related to the study of the axiological aspect of modern
economic activity, is yet to be formed. In research, the understanding of economic activity
is still reigning solely for profit, and the key concept is value as a monetary measure. If
moral values are investigated, researchers are interested in the problem mainly only in the
context of the formation of customer satisfaction with the product. «Paradoxically, —
T. Sedlacek notes in his paper “The Economics of Good and Evil”, — that the industry,
which primarily deals with values, tries to get rid of themy» [6, p. 23]. In addition, research
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attention remained outside relationships and institutions whose purpose is not or cannot have
financial benefits: universities, libraries, government agencies, etc.

However, the growth of research interest in the axiological discourse of business
relations should be noted: modern socio-humanities presented a number of theoretical works
devoted to the consideration of the moral dimension of economic life. For example,
O. Protsenko considers business communication as determined by the requirements of legal,
administrative and moral-ethical orientation and defines the system of knowledge about the
norms of behavior that optimize the processes of achieving the socially significant goals of
one or another organization and control their implementation as «corporate morality»
[4, p. 22]. Research works of A. Belichenko, V. Voronkova, T.Dil and A. Kennedy,
O. Popov, V. Spivak, N.Tymoshenko, G. Khayt, E. Shane, T. Sedlacek, I. Shavkun,
Y. Dibchinskaya etc. are also devoted to the coverage of the moral aspect of economic
activity. However, the complex study of value management as an axiological phenomenon
is absent. Therefore, the purpose of this article is to consider the multidisciplinary research
potential of theoretical and practical approaches to the understanding of value management
in the cultural space of economic relations, the allocation of its main features and functions,
as well as the outline of perspective directions for further study of this phenomenon.

Like many philosophical concepts, the phrase «value management» appeared much
later than the observed phenomenon of socio-cultural reality became noticeable. In the
general sense, this phrase means «human-dimensional management», which involves
coordination of coherence, focus on the overall result, the formation of corporate identity,
and ensuring the integrative mission of the organization on the basis of general ethical
convictions [10, p. 111].

Many examples of the functioning of this type of management of labor relations can be
found in the times of the Middle Ages. The rules of conduct were established and
maintained within professional communities such as handicraft and trade guilds. According
to historical evidence, these rules were sometimes even more respected than those of state
laws. Their violation could end with an exclusion from the workshop and professional
disqualification, and subordination, on the contrary, guaranteed involvement in the elected
community and gave confidence in the future.

Significant contribution to the processes of formation of value management was
introduced by early capitalism and factory mode of production. In the first industrial
organizations, owners and their immediate surroundings felt the need to adhere to certain
rules of conduct. The workers, freed from the control of the old rules of guilds, were in a
state close to anomie, which caused the fears of the manufacturers. Owners and managers
constantly faced a lack of work discipline: violent explanations, brawls, quarrels,
drunkenness, gambling, optional attendance at work. As a response to the threat of
orderliness, the leadership introduced administrative standards of conduct and rigorous,
sometimes even brutal, control over their implementation.

The gradual overcoming of the negative emotional background of industrial
communications began in the nineteenth century. A well-known example of the successful
implementation of new management principles and ethical norms of collective labor in
production was the organizational approach that was implemented at the pottery factory by
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the British liberal reformer J. Wedgwood [12]. The achievement of the balance between
administrative discipline and humanistic motivation of labor succeeded in Wedgwood in the
following way. He concentrated the workers in one common building, where everyone had
their own workplace, which they should not have left. At the same time, labor was
organized in such a way that the product passed from one worker to another. This increased
the dependence of one worker from another, although each worker had an autonomous task.
Salary payments were also reorganized: the one who missed a working day, threatened to
remain without the money of all participants in the production cycle. Many of the workers
were relatives or neighbors, that is, a production conflict had all the chances to switch to
unwanted forms of family or public hatred. Wedgwood introduced a new management
structure, with the bosses assigned to the plant as whole, senior officers for cargo control, as
well as inspectors who were supposed to deal with wage issues. To perform the
surveillance function, he formulated detailed rules of discipline, like military, fixing them in
a special document for employees. A system of fines and reprimands was introduced. At the
same time, Wedgwood sincerely sought to «improve the moral image» of his workers and
believed that adherence to the norms of politeness, demonstration of respect for each other,
understanding the importance of the role of each employee in the work will allow them to
be restrained and increase their sense of dignity. In keeping with the value standards
introduced by him, Wedgwood offered his workers economic support in the event of illness
and social protection in general.

With the example of Wedgwood’s reforms, the desire to formalize and streamline
relationships, to create a clear organizational structure with well-understood and cost-
effective rules for each of its members is well traced. Wedgwood’s ideal was production,
which functions as the only harmonious mechanism based on a common corporate culture.

Comparable searches in recent years can be observed in the sphere of Ukrainian
economic activity. An entirely substantiated interest in the problems of structural
reorganization of post-Soviet production and the search for investments over time give way
to issues of changes in the organizational sphere. Gradually it becomes apparent that the
true reform of the organization involves the formation of a new system of values and
principles, as well as the introduction of a new system of relations between its members.
Cultural aspects of the economy are increasingly seen as an important means of ensuring the
stability and success of an enterprise or organization. Copying successful western or eastern
models of corporate cultures, of course, does not bring the desired result. There is a clear
need of compliance with domestic legislation and mentality, as well as the specifics of a
particular area of activity.

Management based on organizational culture has become a popular subject of
contemporary research in many branches of social and humanitarian knowledge. In
particular, it is considered, for example, as «a powerful tool, which allows to combine the
labor initiative of all employees» [7, p. 126]. Organizational relations, built on a common
system of value orientations, from the point of view of economists, are mostly associated
with the notions of success, efficiency, quality of labor and profitability. «In today’s
economic environment, which is characterized by high instability of the external
environment, — the researchers write, — the formation of corporate culture of the
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organization contributes to its success and stability, directly affecting the level of
competitiveness of the company in the market. The presence of such kind of culture is
figuratively comparable to the foundation on which the building is erected — it greatly
increases the firm’s or organization’s resilience to small and large changes in the economic,
political and social life of the state and the region» [7, p. 127].

There is also attention to this phenomenon in the field of socio-psychological research,
which focus on specific manifestations of the impact of value management on the formation
of personal and social features. VValuable foundation of organizational culture is described
by well-known researcher E. Shine as «a set of basic provisions, formed independently,
mastered or developed by a certain group as it learns to solve the problems of adaptation to
the external environment and internal integration, which proved to be sufficiently effective
to be considered valuable, and therefore transferred to new members as the correct way of
perception, thinking and attitude to specific problems» [11, p. 116]. We can see that the
above wording is wide enough and needs to be detailed in relation to the specifics of the
ordering of the joint work of people. To do this, we turn to such views on value
management, which allow identifying some of these features, to better understand its nature
and place in the system of relations.

In modern humanities, a structural approach to the study of socio-cultural phenomena
is widespread. The elements that are isolated in the complex phenomenon of the researchers
may be different, so we consider it is necessary to give some variants of structuring.

There is an approach by which the components of value management can be divided
into internal and external ones. The internal components include the accepted system of
leadership, the style of conflict resolution, the existing system of communication, the
axiological status of the individual in the organization, the adopted symbols (slogans,
organizational taboos, rituals). As to external components researchers consider the value
aspect of design, location, furniture, reception rooms, the presence of branded clothes for
workers, etc. [1, p. 289].

It 1s also possible to divide the elements that form «human-dimensional management»
into the other two groups: material and spiritual-ideological components. Material elements
of value management reflect the culture of production and management culture. Their
expressions are the values that arise in the technological process (for example,
craftsmanship), the joint labor processes (reliability, supportiveness) and among the
activities of the members of the organization (partnership, etc.). Spiritual-ideological
elements of the value management system are understood as a complex of key features that
identify employees and distinguish between organization and its employees from others, as
well as determine the behavior of people in the processes of individual and group collective
activity [1, p. 299]. This is the so-called «organization philosophy», where the main subject
of the respective philosophical position is the team: «we took the charge of listening to our
consumers», «we are uncompromising», «we are aiming for the highest quality» — here are
examples of articulation of such general values.

Proposed by E.Pushkareva and V. Tarasyuk [5, p.185-186] the structure of
organizational culture, where its value aspect «permeates» almost all elements, looks
promising enough for further research. Within this approach, the following components are
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distinguished. First, it is a culture of working conditions, which is regarded as a set of
objective conditions and subjective factors that determine human behavior in the process of
production activity. This part includes characteristics and indicators of sanitary-hygienic,
psychophysiological, socio-psychological, ethical and aesthetic working conditions. The
second component is the culture of means of production, which is characterized by the level
of material and technical provision of labor, methods for evaluating its results and the
quality of its product. The third element is the culture of interpersonal communication,
which defines the socio-psychological and moral climate, the presence of a sense of
collectivism, mutual support, commitment of employees to the company’s values. This is
one of the most important components of the corporate culture, which makes it possible for
it to exist. There is a semi-legendary story that, in the beginning of space research, US
President D. Kennedy visited NASA’s base, where he met with many scholars, researchers,
had discussions with engineers, specialists, and astronauts, and at the end of the visit he
asked a senior cleaner: «What are you doing?». «I», the cleaner answered, «like everyone
else, I work to make it possible for a man to fly to the moon». It’s hard to say whether the
conversation actually took place, whether it is an idealized quintessence of commitment to
corporate values, the purpose and mission of the company, but to some extent such attitude
to work takes place in any healthy production team. As a fourth component, a culture of
management is singled out. It includes management methods, leadership style, humanism,
individual approach, professionalism of managers, communicative competence and methods
of stimulating workers. And finally, the fifth element of corporate culture is the culture of
the worker, which is represented in the form of a synthesis of moral culture and labor
culture. Moral culture has external manifestations in the form of behavior, adherence to the
rules of etiquette, possession of good manners. The inner culture is morality, value
orientation, belief and culture of feelings, ability to compassion and solidarity. Researchers
see the dependence of the culture of the worker on the level of his education, qualifications,
attitude to work, discipline, diligence and creativity in the process of labor. So, as we see,
the values in this variant of structuring act as the basis of management.

Of course, the variable field of a structural approach is not limited to the examples
given. There is a large number of more or less deployed structural schemes of the
investigated phenomenon, which differ in the fineness of details and the number of selected
elements, which can reach significant figures. However, these variants represent a certain
interest as the basis for further studies of the phenomenon of value management.

Another view of social phenomena is observed in studies, where economic activity is
mainly considered in the behavioral, value and regulatory aspects. For example, a special
study by S. Lukov [3] is based on a thesaurus approach aimed at understanding the world
and its individual phenomena on the basis of the accumulation of knowledge and meanings,
and also involves participation in the investigated process. The researcher distinguishes
several groups of concepts (thesaurus), which open certain perspectives in outlining the
concept field of value management.

The first group of concepts reflects the behavioral cut of the studying phenomenon, it
includes the following keywords: behavior, group, formal and informal relationships,
environment, interaction and interconnection, association, cooperation, adaptation, decision
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making, internal integration, collegiality. These concepts mainly characterize the interaction
of owners and hired workers, managers and subordinates, the practice of personnel
management and the readiness of staff to follow corporate values and subordination to
management decisions.

The concept of the second group that describes the value aspect of corporate culture is
as follows: values, goals, beliefs, expectations, representations, symbols, beliefs, myths,
setting, knowledge, moral climate, personality and image. The main focus here is on the
direction of the organization, the priorities of management and staff, the most important
aspects of the organization and, in general, what all workers expect from their interaction.

The third group of concepts is related to the rules of the organization, it includes the
following concepts: norms, rules, rituals, traditions, samples and stereotypes of behavior,
habits, language. This group describes the norms of organization, internal rules, which are
subject to its members. These are orders, instructions, other formalized or documented
solutions, as well as the implicit requirements that govern the collective interaction.

Of course, it is possible to note a certain informality and «vagueness» of the thesaurus
approach. Without a doubt, in the course of consideration of the proposed concepts there
will be new, and so to infinity. But, thesaurus interpretations can help clarify, detail and
specify the research, as well as establish the relationship of value management with other
phenomena of social reality.

Another important aspect of understanding value management is the study of its
emergence and implementation into industrial and communicative practices. It is
traditionally believed that this process takes place «from the top down» — from the
leadership to other members of the corporation. However, the model of leadership, based on
strict control and obedience, cannot be considered effective in modern conditions. V. Frankl
notes that the main innate motivational tendency of a person is to search and realize the
meaning of life. In his opinion, the meaning of life is in a concrete sense of life situation.
Man himself makes a certain personal meaning in his work, expressing in it his abilities and
individual characteristics. Understanding the meaning of work makes it much better. Value
management is called to form the internal motivation of the employee, serve as a ground for
his creative implementation. The creative potential of value management is also its ability to
influence the processes of personality formation and self-identification. Value orientations
have an impact on the formation of professional and moral knowledge and skills in the
period of professional competence development.

The search for possible of praxeological research strategies and the introduction of
value management in industrial relations and business communication is one of the priority
directions in modern ethics. K. Homan and F. Blome-Drez call those who are actively
engaged in this problem as «moral innovators». The purpose of such activity is to
«implement new combinations of production factors. Where previously imagined
contradictions in morality and economics have shaped thoughts and activities, these
pioneering entrepreneurs are opening up new opportunities for harmonizing moral and
economic targets. In the concept of entrepreneurial activity, this essential feature of
enterprises must be taken into account. For enterprises, it is important not to restrict
opportunities, but, conversely, their development and use, in our case — to promote the
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legitimate use of the principle of profit» [9, p. 295-296]. It is also significant that this
process takes place in a situation of uncertainty — whether morally motivated innovations
will succeed, can only become clear on the market. In any case, social legitimacy and
recognition for enterprises are so important that their long-term interests include bringing
moral values to the public court in the form of individual and collective self-commitments.
«Due to this reason, enterprises develop and establish even internal rules of conduct that go
beyond legal obligations and control their implementation. In practice, such efforts, besides
providing market potential, aim at gaining a reputation for trust, thus creating a positive
image of the firmy». Also the following aspect of the problem of implementing a policy order
is important as «the creation of a comfortable overall field of activity over sectoral
agreements or professional ethics» [9, p. 298].

According to K. Khoman and F. Blome-Drez, the new order can be implemented, with
the help of codes, which define the general norms and principles of value management.
However, in most cases, these rules and principles are not formulated explicitly, rather it
can be said that they are somewhat fixed in the behavioral stereotypes that have become
commonplace in the field of labor relations. At the heart of these stereotypes are the
principles that have proven effective — respect, honesty, responsibility, solidarity, aspiration
for the highest results, etc.

Thus, the research allows to state that there is a certain moral, axiological and creative
potential of value management. It can be defined as a dynamic system of material and
spiritual values, norms and stereotypes of behavior that are inherent to the employees of the
organization at all levels of its hierarchy, are transmitted by policy and traditional methods,
form the image of the organization and its members, and in a certain way influence the
nature of the realization of its goals. It acts as a complex social phenomenon, which in some
way organizes industrial relations as a specific mode of socially significant activity. Value
management performs a coordinating role due to established norms and standards of
organizational behavior, the main values in the organizational environment. The study of
the interpretation field, the structure and options for the introduction of value management
in business relations can contribute to a significant deepening of the understanding the
essence of economic life of human and society.
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The article analyzes the principles of studying the phenomenon of value management,
which makes it possible to reveal its essence, structural elements, functions, as well as to
investigate its nature and place in the system of relations. Thus, value management is
considered from the standpoint of economic theory, socio-psychological research, linguistic
and praxeological approach. The features, structural elements, functions are singled out, the
interpretative field of research is outlined. The role of value management in the process of
self-identification of participants of economic relations is emphasized. The existence of
certain moral, axiological and creative potential of value management has been found out. It
is defined as a dynamic system of material and spiritual values, norms and stereotypes of
behavior that are inherent to the employees of the organization at all levels of its hierarchy,
are transmitted by policy and traditional methods, form the image of the organization and its
members, and in a certain way influence the nature of the realization of its goals. It acts as a
complex social phenomenon, that in some way organizes industrial relations as a specific
mode of socially significant activity. Value management performs a coordinating role due to
established norms and standards of organizational behavior, the main values in the
organizational environment. The study of the interpretation field, the structure and options
for the introduction of value management in business relations can contribute to a
significant deepening of the understanding of the essence of man and society economic life.

It is noted that the problem of value management in business communication is one of
the most important among those that are actualized in the course of modern civilizational
transformations. This phenomenon is inseparable from the sociodynamic processes of
realization of expedient activity of people, which finds expression in the multifaceted
orientation of social practice and occupational employment. In the conditions of
development of the main directions of a market economy in Ukraine and the expansion of
international relations, value management acts as a sociocultural basis for the sustainable
development of organizations and as a factor that optimizes socially meaningful activity,
promotes the adaptation and positioning of an individual or collective in the system of
economic relations.

Keywords: value management, organizational culture, value, norm, identity, communication.

Ceéimnana [llupoka

[IHHICHUA MEHEDKMEHT IK ®EHOMEH MOPAJIBHOI KYJIBTYPH:
HEPCIIEKTUBU JOCJIIIKEHHSA

VY craTTi mpoaHaNi30BaHO 3acaay BUBUCHHsS SIBUIA I[IHHICHOTO MEHEIKMEHTY, SKi
JI03BOJIAIOTh BUSBUTH HOTO CYTHICTh, CTPYKTYpPHI €JI€MEHTH, (PYHKIIII, a TaKOX TOCHIIUTH

foro mpupoy i MicIe B CUCTEMI BiTHOCHH.
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Tak, HIHHICHUNA MEHEIKMEHT PO3TJIIHYTO 3 MO3UIIA €KOHOMIYHOI TeOopli, COIlaIbHO-
TICUXOJIOTTYHUX JOCIIKEHb, JIIHTBICTUYHOTO W MPaKCEOJOTTYHOTO MiAX0iB. BuokpemieHo
0COOJIUBOCTI, CTPYKTYpHI €JIE€MEHTH, (YHKIII, OKpEClIeHO IHTEepHpeTaliiHe MoJe
nociikeHHs. HaromnoiieHo poip IIHHICHOTO MEHEKMEHTY B Ipolieci camoiaeHTHhIKaIii
y4yacCHMKA EKOHOMIYHUX BIJTHOCHH. YCTAHOBJIEHO HAsBHICTh TIE€BHOIO MOPAJIbHOIO,
aKCIOJIOT1YHOTO i KPeaTUBHOIO MOTEHIIaTy IHHICHOTO MEHEKMEHTY. Bu3zHnadueHo ioro sk
JUHAMIYHY CUCTEMY MaTepiaJIbHUX 1 TYXOBHHX LIIHHOCTEHN, HOPM 1 CTEPEOTHIIIB MOBEIIHKH,
AKl IPUTAMaHHI CHIBPOOITHMKAM OpraHi3alii Ha BCiX pIBHAX ii lepapXii, mepeaaroThecs
JTUPEKTUBHUMHU W TPaJAMIIHHUMU crioco0aMu, GOpMYIOTh IMIJIK OpraHizamii Ta ii 4iIeHiB i
NEBHUM YMHOM BIUIMBAIOTh Ha XapakTep peamsauii ii muied. BiH mocTtae sk cknanHe
CYCIJIbHE SIBUILE, 1110 IEBHUM YHMHOM YIOPSAKOBYE BUPOOHMY1 BITHOCUHM SIK crieu(pIYHUI
MOAYC  COMaJbHO  3HAuymoi  gisibHOCTI.  L[iHHICHUH  MEHEIHKMEHT  BHKOHYE
KOOPJMHYBAJIIbHY pOJIb 3aBISKH yCTaJlEHUM HOpPMaM 1 CTaHIapTaMm oOpraHizaiiiHoi
MOBEIHKH, OCHOBHUM IIIHHOCTSIM B OpraHi3auifHoMmy cepenoBuii. JlocmimkeHHs
IHTEpIpETAIITHOTO MOJIsl, CTPYKTYpH ¥ BapiaHTIB yNPOBAI)KEHHS LIIHHICHOI'O MEHEDKMEHTY
B JIJIOBI CTOCYHKH MOXE CIPHATH CYTTEBOMY IIOTJIMOJICHHIO PO3YMIHHS CYTHOCTI
€KOHOMIYHOTO JKMTTS JIFOJIMHU 1 COLIyMY.

Bimznaueno, mo mnpoOjemMa MIHHICHOIO MEHEKMEHTY B JUIOBOMY CHUIKYBaHHI €
OJIHIEI0 3 HAWBaXJIMBIIMIMX CepeJl THUX, [0 AaKTyali3ylOThCS TMiJ dYac Cy4acCHUX
[MBLUTI3aIMHUX TIepeTBOpeHb. lle sBUIE HEBiI €MHE BiJ COIIOJWHAMIYHHUX IPOIIECIB
peamizaiii JOMIIBHOI AaKTHUBHOCTI JIIOJCH, 0 3HAXOJIUTh BHUPAXKECHHS B OaraTtorpaHHiit
CHPSIMOBAHOCTI COLIAJIbHOI MPAaKTUKU W mpodeciiiHoi 3aiiHATOCTI. B ymMOBax poO3BUTKY B
VYkpaiHi OCHOBHHX HAIPsIMKIB PUHKOBOI €KOHOMIKH i PO3MIMPEHHS MI>KHAPOTHUX BiAHOCHUH
LIHHICHAA MEHEI)KMEHT IIOCTa€ SK COILIOKYJIbTYpHE MIAIPYHTS CTaJOr0 pPO3BUTKY
oprasizailiii i ik YMHHHK, 1[0 ONITUMI3Y€ COI[IaJIbHO BaroMy JisJIbHICTh, CIIPUSIE aanTallii i
MTO3HITIOHYBAHHIO OCOOMCTOCTI 200 KOJICKTUBY B CUCTEMI €KOHOMIYHHMX BIJTHOCHH.

Knwuosi cnoea: yinnicnuii meneoxcmenm, opeanizayivina Kyiomypa, YiHHICMb, HOpMA,
i0eHmuyHicms, KOMYHIKayisl.
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Kanmumar ¢inocodcrkux HayK, OIEHT, BHKOHYBa4 OOOB’S3KiB 3aBigyBada Kadenpu Qimocodii
HarmionansHoro aepokocmiunoro yHiBepcurery iM. M. €. JKykoBchkoro «XapKiBChbKUH —aBiariitHui
iHcTuTyT™ Binbuyk H.JL.

..Ilepwa mos 3ycmpiu i3 xaghedpoio 6idbynacs we 6 CmyOeHmMCvbKi poKu, aoddice uepes
sunpobysanus @inocogpicio npotiwiu 6ci 6e3 sunamxy eunycknuxku XAIL Ilam’amaro eiouymms
abconomuoi iHakwocmi npedmema, CMUIO BUKIAOAHHs ma ammocgepu xagheopu. /loceiouena
nekmopka €eeenis I[lempisna Kopoeodoea Oyna e3ipyem npoghecionanizmy, 8i0nogioanvHocmi i
NPUHYUNOBOCT, MEMOOUUHO HANOBHIOYU HAUWLI MEXHAPCHLKI» 201108U inocoOpCoKUM 3HAHHAM,
MON00a 8UKNAOAYKA ceminapcvkux 3anams Hamana Jleonidiena binvuyxk cmaeuna nepeo Hamu
HeOYiKY8aHi NUMAHHA U HAOUXANA HA PO32TAO IHCUMMEBUX (K JHCe BAHNCKO 0ABANOCA CNLOBO
«exzucmenyiunuxy!) npobrem, namazarouucy po3oyoumu 6 HAWUx cepysx 10608 0o myopocmi. A
KHUMICKU, AKI MU Opanu 6 yumanvHomy 3auni kagheopu, e xominoca nosepmamu! Yu moowcna 6yno
Vasumu, wo 6xce Nicisa 3aKiHYeHHs YHigepcumemy U OMPUMAHHA OUNIOMA IHOICeHepd, Maroyu
00C8i0 pobomu HA BEIUKOMY BUPOOHUYOMY NIONPUEMCMEI, 51 3HOBY ONUHIOCS 8 3HAUOMUX CIHAX |
cmany acnipaumkor Kagheopu ¢hinocogii? Lum 1 30008 ’s3aHA MOEMY HAYKOBOMY KeEpPIBHUKY
IIpoyenxo Onv3zi Ilempisni, sika 8iOKpuia MeHi HAYKOBO-Qinocodcoruil wiisax i AKitl s wyupo 3a ye
goauna. Yecno kaoicyuu, cneputly 6yno mpiwiku 060a3K0 nompanumu Ha 6i0oMy 8 YHieepcumemi
Kagedpy, e 8ci be3 GUHAMKY — Henepeciuni ocobucmocmi. Aie nomim cmano scHo: Kageopa mae
€8010 0CO0ONUBY, NPEKPACHY Ul HeNo8mMopHy OYuLy, jHcumms Kageopu HanosHene mpaouyiamu, i
KOJICeH 8HOCUMb 8 Haule CNig-Oymms Wocb C80€ — ONMUMI3M, COKPAMIBCLKY IPOHIIO, AKAOEMIYHY
ceplio3Hicmb, MyOpicmb, GUMOHYEHICMb, PO3YMIHHSA, CRIBUYMMs Ma 6MIHHA pAdimu KOXCHILL Mumi
acumms... A Oysice pada, wo npayroro mym. Xouemwvcs nobaxcamu Hawin kageopi 36epicamu yet
0yX JIIOOSAHOCMI, NIOMPUMY8AMU BUCOKUUL PiBeHb HAYKOB0-Ne0az02iuHoi OiaibHOCmi U 2IOHO
8ION0BI0AMU HA BUKIUKU CbO20OEHHS, 8IOKPUBAIOHU OJisl cebe HOBL MONCIUBOCTI.

[Mupoxa Ceitinana IBaniBHa, KaHAMAAT PLIOCOPCHKUX HAYK, JOLECHT Kadeapu, micis
3aKiHYEeHHs (akylnbTeTy paaloTexHIyHuX cucteM XAl Berynumiia no acmipanTypu Kadenpu
binocodii, 3axucTWia  AUCEpTallil0 MMl HAYKOBUM  KEPIBHUITBOM  mpodecopa
[Tpouenko O.I1. Ipamroe Ha kadeapi dpinocodii BCe KUTTH.
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