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Ou3Hec-K/1acc

b-class.

Y10 Takoe 6M3Hec-knacc?

BusHec—-knacc — aTo AenoBoe obueHne
1 6u3Hec—-00y4eHne B KPyry Konner.
®dopmat busHec-knacca copmellaeT

B cebe anemMeHTbl MacTepcKoi, cemmnHapa
M Kpyrnoro crona.

TeopeTnyeckas 4acTb (NpeseHTayms
Jy4LWNX MUPOBBIX N POCCUNCKUX NPaKTUK)
yepenyeTcs ¢ npakTuyeckom paboTom
(anckyccmnamu, peLueHnem Kencos,
[EeNoBbIMU Urpamm).

Pa6oTa npoxoauT B MasnbIx rpynnax,

a Tak>XXe B pexunmMme nHgnemnayanbHblX
KOHCyﬂbTaLI,VIIZ CO CTOPOHbI 3KCNepTOB
On3Hec—knacca — NapTHEPOB M BEAYLLNX
KOHCYnbTaHTOB «9QKOMNCWU KoHcanTuHr».

Aypgutopusa 6usHec-knacca

Mbl npurnawaem Ha Halwm

On3Hec—knaccol:

= AKUMOHEPOB 1 COBCTBEHHMKOB, aKTUBHO
Y4aCTBYIOLLMX B ynpaBiieHne 6u3Hecom

= CEO Xx0nauHroB v OTAOESNbHbIX
npeanpusaTuin

= Buue-npe3naeHToB Mo OPraHN3aLMoH-

HOMY Pa3BUTUIO, CTPATEr MW, MHHOBALINAM,

yNpaBieHnio nepcoHanom, GuHaHcam
= DYHKLMOHANbHbIX AUPEKTOPOB,
B T.4. KOMMEPYECKNX ANPEKTOPOB,
nvpekTopoB HR-genaptameHTOB
1 X 3aMeCcTuUTEeNEeN,
= JINHENHbIX MEHEOXEPOB
= CneumanucToB no 0by4yeHunio
1 pa3BUTUIO NepcoHana
= [peactasuteneii CMU

3aperncTpupymTech Ha canTe
nnn no tenepony +7 (495) 781-5141
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M3paHne 3aperncTpypoBaHo

B PenepanbHo cnyxo6e no Haa3opy

3a cobnoaeHneM 3akoHOAATENbCTBA

B cdepe MacCoBbIX KOMMYHUKaLNIA

1 OXpaHe KyJIbTYPHOro Hacneams.
CBuOEeTenbLCTBO O perucTpauun

CMU MU NeddC77-22056 ot 24.10.2005.
Tupax 5000 ak3. Mockea, 2007 r.

3auyem natu Ha GusHec—knacc?

YyacTue B Halmx 6usHec—knaccax
no3sonut Bam:
" MOBbLICUTb CBOIO KBaNNbUKaLMio
1 KanuTanusaumio Ha pbiHKe,
= 0OMEHSATLCS OMbITOM C KoJileramu,

" pewunTb HaCyllHble NpakTnyeckne 3agaqn

B 06nacTu ynpaBneHus Gu3Hecom
1 NoabMU,

" MONYYUTb UHOVBUAYA/bHbIE KOHCY/bTA-
LI CO CTOPOHbI AKCMEepPTOB OBU3HeC—
Knacca — napTHEPOB N BeAyLLNX
KoHCyNnbTaHToB «OKOMNCU KoHcanTuHr».

Ony6nKoBaHHbIE MaTepuabl
ABNSIOTCA COOCTBEHHOCTbLIO peaakLmn.
MepeneyaTtka nnu nobdoe
KOMMEPYECKOE MCMoJIb30BaHNE
MaTeprasioB BO3MOXHO

TOJIbKO MO COrJlaCOBaHMIO C aBTOPaMu.




MbICJ1V

MNepuon oxuaaemMon HecTabunbHOCTH

2008 rox mpuHec ¢ coboil HAPSIKEHHOE U HEMPUBBIYHOE OXKuaHue HectabuibHocTh, Hempu-
BBIYHOE, TOTOMY 4TO B KOE—TO BEKU MEPERUBATH TIPUXOANTCS He 3a cebsd, a 32 BECh OCTATLHOI
MHDP — 32 JIOJLIap, 32 MHPOBOE YCTPOICTBO, MUPOBYIO 9KOHOMHYECKYIO CHUCTEMY, U JlasKe —
CTPAIITHO CKA3aTh — 32 CYAb0Y AMEPUKI.

[To daxty moka HUYEro HEMOMPABUMOTO He cayuniaoch — Hu B Poccun, Hu B mupe. Jlosnap
He PYXHYJI, BOWHA He Hauasach, Kurail He meperies Ha eBpo. Mbl JKUBEM CKOPee B COCTOSTHUH
TPEBOJKHOTO OKUJIAHNST, HEXKETH B CUTYAI[U PeaibHbIX KatacTpod. Poccuiickue Gusnec—Jmze-
PbI, ¢ KOTOPBIMU MHE JIOBEJIOCH OOCYKAATh CJOKHMBIIYIOCS 9KOHOMIUIECKYIO CUTYAIIHIO, BHICKa-
3BIBAIOT BCE TE JK€ TPEBOKHbIE OIACEHIsI, OJHAKO KayK/blil U3 HUX YBEPEH U B CBOEM PHIHKE,
u B cBoeM Ousnece. CBopaunBath OU3HEC II0Ka HUKTO He COOMpaeTcs], HAIIPOTUB — Bee codupa-
I0TCST €T0 Pa3BUBATh.

Kak Bce ato orpaskaercst na HR?

C otHOII CTOPOHBI, HUYETO He NUBMEHUJIOCH. JII01 TO—TIPeKHEMY CTOSAT JIOPOTO, 3apILJIAThI pac-

TYT, BOITHA 3a TaJIaHThI TIPOIOJIZKAETCA, HallTH KBaJII/I(l)I/H_[I/IpOBaHHbIX CIIENMA/INCTOB IIOYTU HE-

BO3MOJKHO, HHBECTHIMU B MEPCOHA OCYIECTBISIOTCS TTOJTHOMAcITabHO. TeM He Mepee O[HO

U3MEHEHIE eCTh: BO3POCJIO BHUMaHIe OM3Heca K PUCK—MeHekMeHTyY B o6tact HR.

Kakue HR—pucku BoJHYIOT cerojitst Gustec GoJibiie Beero? Has3oBy 1Ba TJIaBHbIE:

1. 3aBucumocts ot mogei. UToO6bl MUHUMU3UPOBATH 9TOT PUCK, KOMIIAHKMK XOTSAT 3HAThH
B JIUIIO [[CﬁCTBI/ITC]IbHO KJIIOYEBBIX — «HE3aMEHUMDbIX» — COTPYAHUKOB, yXO/J KOTOPBIX
MOT OBI CYIIECTBEHHO OA0PBATh 3(h(HEKTUBHOCTH OPTaHU3AIIHH.

2. Omnepeskalomuii pOCT 3aTPaT HA IEPCOHAJ IO OTHONIEHHIO K TEMIIaM POCTA MPOU3BOIH-
TENBHOCTH TPyAa. [ToKa uTO HU HPUGBLIb, HU APYTHE 9KOHOMUUYECKUE [TOKA3aTeNU KOM-
naHuii or yBeandenus 3arpat Ha HR moutu we cTpanaiot. Ho B cayyae najgenus 1en
Ha npoaykiuio (Gyab TO HedThb, yToJab WU MeTaJr) GeCKOHTPOJbHBII POCT 3aTpar
Ha MePCOHAJ MOKET CTATh JJIs1 OU3HECA KPUTUIHBIM.

Pabora 10 BbIsIBIEHUIO U TpepoTBpaiieHnto HR—puckoB TpedyeT CrenuasbHbIX HHCTPYMEH-
TOB. [71aBHOE 371€Ch HE CTOJIBKO TOYHOCTH, CKOJBKO OMEPATUBHOCTD, T.€. BO3MOKHOCTD JIEHCTBO-
BaTh OYeHb OBICTPO U He 0UEHb JOPOTO. J{JIst elieHrst 9TON 3a/[auu JIy4Ilie BCETO MOAXOIST 9KC-
IIpecC—METO/IbI. Haan/IMep, [JIA BBIACJICHNA HE3aMEHUMbBIX COTPYAHWUKOB MbI HCIIOJb3YyEM
coznannyio B «9KOTIICU» TeXHOJOIHI0 — «COMHOMETPHIO BOCTPEOOBAHHOCTHY, ITO OPUTH-
HaJIbHBIN METO/, KOTOprfI TTO3BOJIAET OYEPTUTD KPYT KIAIOYEBLIX /1JI OPTaHU3allu COTPYAHN-
KOB TIPU TIOMOIIHU TPOIIEYP, OCHOBAHHBIX Ha aHAJM3€e «KOJUIEKTUBHOTO pasyMas, T.e. o0Iie-
CTBEHHOTO MHEHUS COTPYAHUKOB, B OT/IHUME OT TPAAUIIHOHHOTO aCCECMEHTa 3TO HoJiee MpocTast
u ObICTpast POy pa, KOTOpasi, TeM He MeHee, MOJKET JIaTh KOMITAaHWU OeclieHHYI0 nHpOopMa-
110, «KoJTeKTuBHbI pasyM» MpH MPaBUIBHOM UCIIOJIb30BAHUN SIBJISIETCST HEMCCSKAEMBIM HIC-
TOYHUKOM 3HaHUII 1 uzieil. SIpkoe Tomy okasaTesibeTBo — VIHTepHeT—aHnukmone s Wikipedia,
KOTOPast TIOMOJTHSIETCS] CAMUMU TIOJTb30BATEISIME 1 SIBJISIETCS Iaske OoJiee OTHOM, YeM SHITNK-
JIOTIeAN, HalTMCaHHbIE 9KCIIEPTaMH.

Ha moit B3TJIs/1, BHUMaHNE K PUCKAM B KaJIPOBOI cchepe — TeH/IeHINs no3uTuBHas. Ecou kpu-
3UC U TPOU30HZIET, TO OPTAHU3AIIUS OKAKETCS K HEMY Topas/Io (GoJiee TOAr0ToBIeHHOI. Ecm ke
IPOM He rpstHeT (WJIM TIPOTPEMUT BAAJIEKe OT Hac), pabora 1o npegorspaiieHito HR—puckos
JaCT OpraHmn3aniusam HOBBIIL I[OHO]IHI/ITCJIBHBIﬁ B3IJIA1 HA C66H 1 MMO3BOJIUT OIEHUTD ITPABUJIb-
HOCTDb W HA/IE)KHOCTD CBOEH Ka[POBOM MOJUTHKY.

Mapk Po3sunH
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bpeHa KoMNaHUu
Kak pabotoparens

Kak ctatb ans COTPYAHUKOB «KOMMAaHNEN MEYTbI»?

BnecTawme nepcneKkTUBbI
M peanbHOCTb, Aanekas
oT upgeana

COBPEMEHHOM MHpPE MHPOJIBUKEHHE
OpeHIa — €IUHCTBEHHBIH CHOCO0
IS IPOAYKTa WM YCIAYyIU HAWTH 10-
pory K CO3HaHHIO mMOTpeduTeis, 3a-
BJA/IETh €r0 BHUMaHWEM W MPeANOYTEHHsIMH,
BBIMIPaTh 60PbOY HAa KOHKYPEHTHOM PhIHKE,

CocTostHWE PBIHKA TPy/a JUIb HEMHOTUM
OT/INYaeTCda OT CI/ITya]_II/II/I Ha TOBApHBIX PbIH-
kax. /laBHO TpoILIN Te BpeMeHa, KOT/ia y OT/ie-
Jla KaJ[POB CKAIJIMBAJIUCH OUePe/U JKeTaioNnx
paboTaTh B KOMITAHWUHU, a BEPXOM MeUTAHUI
CYMTATIOCh — YCTPOUTHCS B COJMAHYIO Opra-
HU3AIUI0 ¥ TpopadoTath B Hell 110 meHcuu. ITo
JIAHHBIM MCCJIeJIOBAHUN, CPEAHSAST CKOPOCTh
CMEHBbI MeCTa pa60TbI COpr[[HI/IKaMI/I B COE[[I/I-
HerHbIx [lITaTax B HACTOAIIMIT MOMEHT COCTAB-
JsdeT ojuMH pa3 B Tpu roja. McciemnoBanue
«9KOIICH Konucantuurs u RosExpert' moka-
3a710, 9T0 B Poccuu okoso 70% crennanimncTos
IJTAHUPYIOT 1popaboTaTh HA OXHOU TOJIKHOC-
TH He OoJiee IBYX—Tpex Jet. [Tocie 3Toro oHu
PACCUYMTBIBAIOT Ha CJEAYIONIUH 1IaT B Kapbepe,
a €CJIM 9TO OKAYKETCSI HEBO3ZMOKHBIM — TOTOBbI
CMEHUTDb KOMITAHUIO.

[Tepexox oT «pBIHKA MPOJABIIa» K «PBIHKY
MOKyTIaTest» aBHO Mpousolnen B cepe oc-
HOBHBIX TOBApOB 1 ycayT. CeronHs Ha PbIHKE
Tpy/Ja TPONUCXOAUT aHAJOTUYHBIN TIpoIecc —
[epPexojl OT «PbIHKA PaboTOAATENSI» K «PBIHKY
paboTHUKA>.

Cokpamaercs uncio paborogaresiei, 1erko
1 HETIPUHYKIEHHO «MOKYTIAIONIX» MePCOHA,
kax 9710 6110 20—-30 steT Hasan. Komnanuu see
JIyUIlle 0CO3HAIT HEOOXOAMMOCTD MPOIBIIKE-
HUg CBOero Operja He TONbKO s oTpebure-

JIelt, HO 1 B ITa3axX KaHAMIaTOB U COTPYAHNUKOB,
nHaye roBopss — OpPEHAMHIa KOMIAHMM Kak
[PUBJIEKATENBHOTO MeCTa PadOTHI.

B TO JKe BpeMdA JINIIb OY€Hb HE MHOTHE KOM-
IIaHUN MOl"yT IIOXBACTATbCAd TEM, 4YTO 9Ta pa60—
Ta OTJIaXKEHA U MPUHOCUT OKUIAeMBII Pe3yJib-
tar. [To TaHHBIM T100aJBHOTO UCCJIEA0BAHUS
kommanun McKinsey&Company, mpoBeieHHO-
ro B 2007 roxy npu yuactuu 6osee 10000 pec-
nonientoB B CIITA, EBporie u Asuu:

39% pyKoBomWTENEN  BBICIIETO  3BeHA

HE [PUKJIAJBIBAIOT CKOJBKO—HUOY/b CEPhE3-

HBIX YCUJIMH K TIPOIECCY TIPUBJICYEHUS, Pas-

BUTUA U yﬂep)KaHI/IH TAJIAHTJINBBIX COpr,/I‘

HUKOB.

45% pyKoBojmTesIeil CpeIHEro 3BeHa He 3a-

HUMAIOTCA PAa3BUTHEM CBOUX COpr[[HI/IKOB.

64% HR—nemapraMeHTOB He WMEIOT 3ajad,

CBSI3aHHBIX ¢ (HOPMHUPOBAHUEM MO3UTHBHOTO

o6pasa KOMIAHUK Kak paboTogare/s U cTpa-

Terueii paboThl ¢ TAJTAHTAMH.

38% HR—nenapraMeHTOB BOCTIPUHUMAIOTCSI

MEHEKMEHTOM KaK HEeKBaIM(UIMPOBaHHbIE

B BOIIPOCAX CTPATErHYECKOTO YITPABJICHUS

TaJlaHTaMH1 1 TMTOBBIMIEHWA ITPUBJIEKATEJIbHOC-

TH KOMIIAHUK KaKk paboTozaTe s

K coskasieHuio, MCCaef0BaHus MOL0OHOTO
Mmacitaba peako TpoBoxsATcss B Poccun.
Ho mbI mostaraem, 4to u B xopomeM (BbICOKast
(unancoBasg otiada ot Operga paboropares),
n B I[ypHOM (He[[OCTaTO‘{HOG BHUMaHUE Me-
HemxMenTa 1 HR x aTumM Bompocam) poccutic-
Kuil OW3HeC He CTOJIb CUJIBHO BBIOMBAETCS
u3 o061eMupoBbIX TeHaeH it Ce10BaTeTbHO,
€CTh TOBOJIBI, KaK JJIsT BOOMYIIEBJICHUS, TaK
U 1711 TPEBOT .



NMaBen be3py4ko

KoHcynbTpoBaHnem B 061aCTU ynpaBneHns YeNoBe4YeCKUMY pecypcamu 3aHnumaetcs 6onee 10 net. B komnanum
«9KOlNCU KoHcantuHr» pabotaeT ¢ 2001 ropga. 3a 310 Bpemsi Nof, ero pykoBOACTBOM Dbl peanu3oBaHbl AECATKN
KPYMHENLLINX KOHCANTUHIOBbIX MPOEKTOB BO MHOTMX POCCUACKUX N TPAHCHALMOHAbHbIX XONAMHax,
NPEeACTaBASIOLLX Pa3nyHble oTpacin 6uaHeca. MHOrMe 13 aTUX MPOEKTOB CyXaT NpuMepamu

JIYHLIMX NPaKTUK BHELPEHWS HOBbIX TEXHONOT M paboThl C NepcoHanomM B Poccuu.

LleHHOCTHOE npepJioXeHue.
EcTb nu yHMBepcanbHbIn
peuent?

U rtoBaphbie Gpenabl, u OpeHm paboTopaTess
UMEIOT OCHOBY WJIM <«SAApO». SIapom mio6oro
GpeHjia SIBJISAIOTCS [IEHHOCTH WM WHade — o0e-
I[AHUSA, KOTOPHIE JAeT KOMIAHWS TOTPeOUTEIo
«6penmosoro» npoaykra. Hanpumep, obemanmue
cBobopl u npasannka (Coca—Cola) nnu obeura-
nue  GesomacHoct  (aBromobuau  Volvo).
B MapkeTHHre TOBAPHBIX OPEH/IOB MPABUIIA [aB-
HO W3BECTHBL BbIeslicss, Oyib OCOOGEHHBIM,
dhopMupyil He MOXOKUH Ha APYTUX 00pas, OCHO-
BaHHBIN Ha MOHUMAHUU TOTPEGHOCTEH 11eJIeBOi
AYAUTOPUN U TPEUMYHIECTBAX TBOETO TOBapa
i yeayru ans vee. TOJTBKO Tak MOKHO Bbjie-
JINTHCS U3 TOJIIBI KOHKYPEHTOB.

JII0GONBITHO, HO 9Ta JIOTMKA TOKA He BOC-
npuHATa GOJBIINHCTBOM 9KCIIEPTOB B 00J1aCTH
OpeHAMHIa KOMITAHUN Kak paboTomareseil.
Tak, nanpumep, “Greatplacetowork” — Bemy-
mas MexK/yHapoAHas OPraHu3aIus B 9Toi 06-
JIaCTH — YTBEPHKAAET, 4TO BCE JTydIIne KOMIIa-
HUH—PabOTOAATENN COOTBETCTBYIOT €IMHOMY
HabOPY TEHHOCTEH:

JloBepue: OTKPBITOCTh KOMMYHUKAIUi, COOT-
BETCTBHE CJIOB JIEJTY.

VBaxkenue: noagepkka mpodecCHoHaTbHOTO
pa3BUTHS, BRIpaKeHNe MPU3HATETbHOCTH, YBa-
JKeHUe K JMIHON JKU3HU COTPYAHNKOB.
CnpaBeIuBOCTb:  OTCYTCTBME JMCKPUMHUHA-
K uan GaBoOPUTU3MA, CIIPABEIUBOE BO3HA-
rpaKeHue.

Topmoctsb 3a cBOIO paGoTY, 3a CBOIO KOMAHLY, 3a
CBOIO  OpPraHu3aluio — €€ MPOAYKIHIO
U IeCTBUS.

JIpy:xemooue: BO3MOKHOCTb GBITh CAMUM CO-
6oil (paGorast B KOMIaHUU), APYKeToOOHA,
cemeiiHas arMocdepa.

4eM CXOoACTB

TEMA

Bpsig im koMmy—To u3 unTaTeseil He MOHPaA-
BaTcs 311 1eHHocTH. O paboTe B KOMIAHWH,
KOTOpas WM IOJHOCTBIO  COOTBETCTBYET
(na eme u naTuT), Medtaa Obl Kaxblid. OxHa-
KO Ha MpaKTHKe Jydllne KOMIaHHH—padoTo-
JaTesIn UMEIT MEXIY co60i ropasno 6oJiblie
Pa3IMINi, 9eM CXO/CTB.

Jlydwme komnaHnn—-pabdoTtoagatenn UMeroT
MeXay coboi ropasao 6onbLue Pasnnynia,

Taxk, narpumep, B Poccun 1o gaHHBIM OT1PO-
ca E—xecutive, nposenennoro B 2006 roxy, peii-
TUHT HauboJiee HPUBJIEKATENbHBIX paboTosa-
TeJiell BBITASIET TaK:

Tazmpom

JIVKOJI

Bpurui Ameprkan Tabakko

PAO ESC Poccun

THK-BP

Coca—Cola

Procter&Gamble

Mapc

. @uaun Moppuc

10. Maitkpocodt m McKinsey

C TOYKM 3PeHUs POCCUSIH, M/eaNbHbII paboToa-
TeJIb — 9TO POCCHUiiCcKas HedTerasoBast MIn sHep-
reTHYecKast KOMIAHU, MO0 KPyITHast MeKIyHa-
poanas kopropaius. Ho s tex, kro paboras
njian TIPpOCTO MMEET 3HAKOMBIX M B FasnpOMe
u B Bputuim Amepukan TaGakko, cOBEpIIEHHO
OYEBU/IHO: 9TH KOMITAHUK TIYOGOKO PasIUYHbI
0 CBOMM I[EJISIM, TIEHHOCTSIM U KOPTIOPATHBHO

LN W=



TEMA

KyJIBTYpe. A 3HAuWT, J€JO BOBCe He B Habope
YHUBEPCAJIbHBIX XaPAKTEPUCTHUK, MOAXOIANNX
J000MYy X0poteMy paGoTOATeN0, B YHUKAb-
HOU KOM6I/IHaHI/II/I — OEHHOCTHOM IIPEJIOKEHNN
KOHKPETHOI KOMITAHUU JIJIsI KOHKPETHOH TpyTI-
el Jifofiell (MOTEeHNNATBHBIX W JeHCTBYIONIIX
COTPYTHUKOB).

[lennocTHOE TIpeOKeHne (perryTarmns)
€CTb BCET/a, ake eCJIM MEHEIKMEHT He MpH-
KJIQ[[bIBA€T CIENNAJbHBIX YCUJIUN K ero dhop-
MYJUPOBAHUIO U JOHECEHUIO IO AyAUTOPUM.
CoOTBETCTBEHHO, HEJIb3s cO3/1aTh OperH L pabo-
TOJATEJS «C HYJISA», €CJIU TOJIbKO peub He UeT
0 HOBOH, HUKOMY He N3BECTHOM OPTaHU3aI 1.

BpeHaVHr HENBL351 CBECTU TOJIbKO K CO34aHMI0
obpasa, K KopnopaTnBHOM KOMMYHUKaLun 1 PR

B nosrocpouHoii mepcrekTuse cyabba Jo-
6oro OpeHma CKIAMBIBAETCS YCIENHO JUIIb
TOTZIa, KOT/la OGEeNaHust B 3HAYUTENbHOMN cTe-
MEHW COBMAJIAIOT € PEaJbHBIM TTOJI0KEHUEM Be-
meti. Hactosmue (BocmpmHMMaeMbie TMOTpe-
OuresieM) HEHHOCTU OPeHa IIOPOM PACXOAATCS
¢ JeKJapupyeMbIMU (TeMH, 4YTO cOO0O0IIaer
PBIHKY OTZIes MapKeTHHTa). bpenunT Heb3s
CBECTHU TOJIBKO K CO3/IAaHMIO0 06pa3a, K Koprmopa-
tuBHOH KoMmmyHuKaiun u PR. Cozganne cunb-
HOTO OpeH/Ia 3a4acTyi0 MPEIIoJaraeT pealib-
Hble W3MEHEHUS U YJIYUIIeHHs B paboTe KOM-
MaHuu. 3aKOHOMEPHO BO3HWKAET BOIMPOC:
€ 4ero HauaTh?

W nig cymecTByIOMuUX TOBAPOB U YCJIYT, U IS
KOMITAaHUU KakK paboTojares MpaBUIbHbBLL 11ep-
BBIIA TIIar — 3TO UCCJAEI0OBAHUE TOTO, KTO SBJISET-
sl 1eJIeBOM ayauropueil OpeHja 1 Kakue IeH-
HOCTH yiKe ceffuac acCOIMUpyoTess ¢ OPEHIOM
y 9TOH 1leIeBOM ay[AMTOPUU: YTO IIPUBJIEKAET,
4TO YAEPKUBAET B KOMIIAHUU 1 YTO OTTAJIKUBACT
OT Hee CeroHs.

B cBoeii knure <«Bpenj pabortoparens»
Caiimon beppoy u Puuapa Mociau npuBogst
Tak HasbiBaeMyi <«JlecTHUIlY OpeHga», WJIH
MHavYe — KOMILJIEKC WHAMKATOPOB, CBUJIETEIbC-
TBYIOIUX O C(hOPMUPOBAHHOCTH W KAUeCTBE
[eHHOCTell KOMMaHWKM Kak paboTomaTesis
B BOCIIDUATHUN PAIJNUYHBIX IEJEBBIX TPYIIIL.
Mbl IPUBOAUM 3TY KJIaCCU(PUKAIUIO B MOJIH-
(bunMpoBaHHOM BH/JIE, TaK, KaK OHA MCIIOJb3Y-
eTcs B HaInX IpoeKTax (eM. ¢Tp. 7).

AHamu3upys 9TH U HEKOTOPBIE JpyTrue mna-
paMeTpsl, PYKOBOACTBO KOMIAHUHM MOXKeET CO-
CTaBUTh TOYHOE IPEACTaBIeHUEe 00 MCTUHHBIX
(He mekTapupyeMbIX U 4aCTO — He 0CO3HaBae-
MBIX) TIEHHOCTSIX, KOTOPBIE CBS3BIBAIOTCS
y KaHIUJIATOB, HEHCTBYMOINX W OBIBIIUX CO-
TPYAHUKOB ¢ KOMITaHUEH KaK ¢ paboToaTeIeM.
TouHoe MOHMMaHHUE TOrO, TJle Mbl CETOJ[HS, Ka-
KOB Pa3pbiB MEK/Iy OKUAHUSIMU 1 PeabHOC-
THIO, CTAHOBUTCS OTHPABHOHM TOUKOW Ha TTyTH
K COBEPIIEHCTBOBAHUIO.

BTopbiM 1m1arom 1mocse 0Co3HaHUS TEKYIIETO 10-
JIOKEHUS JIeJT SBISETCS «YTAaKOBKa» I[EHHOCT-
HBIX TIPEJIOKEHIH ¢ y4eToM 0COOEHHOCTEN KOH-
KPEeTHBIX IeJIeBBIX ayauTopuil. B mapkernnre
TOBapPHBIX GPEH/IOB MPUHSATO CJIEAYIONIee TPABH-
JIO: Ha KaXKIYyI0 HOBYIO BHEIPSEMYIO IEHHOCTb
OpeH/1a HeoOXOAMMO TIPOJIBUTATD IBE UJIH JTyYIlie
— TpH yKe cymiecTByomue. MHade morpeGuresib
He 1oBepuT. Harmr ommbIT 1MOKa3biBaeT, 4To0 9TOT
HPHMHIIUI OTJIMYHO PabOTaeT U 10 OTHOIIEHHIO
K Openty paboToaaTesis.

Tak, Hanpumep, eciu KaHAUAATH U COTPYII-
HUKU CETO/HS OTIEHUBAIOT KOMITAHUIO KaK «yC-
TOUYMBYIO» U «MOIIHYIO», B IIPOTPAMMY IPO-
JIBUIKEHU S MOKHO JOOABUTD «C MACIITAOHBIMH,
UHTEPECHBIMU IeJSIMI» WJIN IPyTyIo IeH-
HOCTb, KapIMHAJIBHO HE MPOTUBOPEYAILYIO CY-
mectByfomuM. Ho make Takoil 0CTOPOKHBIH
U TOCTETeHHbIH moaxo Tpedyet, 4ToOBl BOC-
npusATHe Jojei, paboTalinux B KOMIAHWUH,
1 JIeKJTapanuy PyKOBOJACTBA CUJIBHO HE PAcXo-
JMJIACH MeKTY COOOiL.

«YTNaKoOBbIBast» MEHHOCTHOE TIPETOKEHNE,
KOMIIAHWSIM CTOUT OOpallaTh BHUMaHUE Kak
Ha PaIlMoOHAJIbHYT0, TAK U HA HMOITMOHAJIbHYIO
cocraBJsonre. XopoIio mpopaboTaHHas pamu-
OHAJIbHASI COCTABJISIONIasi IIEHHOCTEH OpeHa
paboTrojareis 03Hayaer:

[TeHHOCTH TIOXOKHU HA TO, UTO COOOIT SIBJISIET

KOMITaHUsT ceroHst (¢ HeGOJIBIITNM aBaHCOM

— O/lHA HOBas Ha J[Be—TPH CYIIECTBYIOIIUE

IIEHHOCTH)

[lenHocTeit GpeHza HEMHOTO (YeJOBEK He

MOJKET 3allOMHUTH OOJIbIIIE  TPEX—TISATH).

Crnucku n3 10—-12 mennOCTEN /1€30pUEHTH-

PYIOT U IOPOK/IAIOT HEJIOBEPHE.

[lenHocTH COPMYJIMPOBAHBI MOHATHO, 6e3

HEOOXOIMMOCTH UX JIOJITO TMOSICHITh U pac-

muGPOBHIBATH.

[lenHocTH MOJKHBI MO3UTUBHO Andepen-

IIUPOBATh KOMITAHMIO OT OCHOBHBIX KOHKY-

PEHTOB Ha PHIHKE TPYy/Ia.
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JlectHuua GpeHpa

. MoTeHunanbHbIe KAaHAUAATHI
MopTpeT: KakoB 0bpas kaHauaata, He-
06xoaMMoro KomnaHum? (oemorpadu-
Yyeckue xapakTepucTkmn, obpasoBaHune,
ONbIT M HaBbIKW, LEHHOCTN U ybexae-
HUA).

OxupaHus: KakoBbl Hanbonee 3Hayun-
Mble OXWAAHWUS MOTEHUMaNbHbIX KaH-
ONOaTOB MO OTHOLUEHWUIO K Oyayliemy
paboTtomaTtento?

Y3HaBaHue. Kakorn % noTeHuManbHbIX
KaHOMOATOB 3HAaeT HasBaHve Komna-
HUN?

TEMA

3HaHue. Kakoi Habop xapakTepucTuk
(ueHHoCcTeNn) noTeHuuasbHble KaHau-
0atbl CBA3LIBAIOT C UMEHEM KOMMaHUN
cerogHa?

MpenBaputenbHbili BbIOOP. Kako %
noTeHuMasbHbIX KaHOUOATOB paccMmar-
pUBaEeT KOMMAHMIO Kak MOTEeHUManbHO-
ro pabotopmatena?

[MonbiTka. Kakon % noTeHumanbHbIX
KaHAMAATOB 0OpaLLaTcs B KOMMAHUIO
rno noBoAy TPYOOYCTPOMCTBA WM CO-
rnawaeTcs B OTBET Ha npuriawleHve
npuinT1 Ha cobecepoBaHne?

Cnoenka. Kakolhi % noTeHUManbHbIX
KaHAMAATOB cornawaetcs paboTatb
B KOMMaHUW B OTBET Ha CAenaHHoe
npeanoxeHne? KakoBbl OCHOBHbIE NpU-
YMHbI OTKA30B K cornacusa?

2. feicTByIOLME COTPYAHUKN

MepBble BredatneHns. KakoBbl OHU?
CyLlecTBYeT NN pacxoXaeHne Mexay
BMeYaT/IeEHNIMN O KOMMAHUM «U3BHE»
N «<U3HYTPU»?

OtceB. Kakoli % HOBbIX COTPYAHU-
KOB He MpoLlesl ucnbiTaTeNlbHbIA CPOK
(yBonmncs mnu 6bin yBoneH)? Kakosbl
OCHOBHbI€ MPUYMHbI YBOJIbHEHUIA HA UC-
nblTaTenbHOM cpoke?

OueHka ¢ nosuumii oneiTa. Kakon Ha-
060p XapakTepucTuk (LLeHHOCTE) onbIT-
Hble COTPYOHMKM CBA3bIBAIOT C UMEHEM
KoMnaHun? Yto pacckasbiBaloT apy-
rum? lMponaraHampyloT 1 KOMMaHUIo
Kak xopoulee Mecto paboTbl?

Cpok n3Hu. KakoB cpegHuii Cpok pa-
©0Tbl COTPYAHMKA B KOMMNAHUN?

3. BbIBLLME COTPYAHUKU
- TeKy'-IeCTb. KakoBbl XxenaTtenbHas 1 He-

XenartefibHas Teky4yecTb B % OT cpef-
HECMNMCOYHOM YncneHHoctn (FTE)?
MpuunHbl  yxopa. KakoBbl Hambonee
pacnpoCTpaHeHHbIE MPUYMHBI  yX04a
13 KOMMaHmMm?

OueHka 13 HaCTOsILLEro — B MPOLUJIOE.
Kakoli Habop xapakTepucTuk (LEeHHOC-
Ten) GbIBLUME COTPYAHNKM CBA3LIBAIOT C
MMeHeM KoMnaHum? YTo pacckasbiBa-
0T Apyrum? MNponaraHaMpyioT S KOM-
naHunio Kak xopoLlee MecTo paboTbl?

IMOILMOHAIBHAS COCTABJISIIONIAS! IIEHHOCTEIH:

B ux mposicieHue u (hopMupoBaHue ObLIN

BOBJIEYEHDBI JOCTAaTOYHO IIMNPOKME I'pyHHbI

COTPYAHUKOB. TOJBKO TaK TIPOMCXOAUT «IIPHU-

CBOEHUE» TIEHHOCTEN.

DopMyJIPOBKH SIPKHUE, <IEIISIONHes eie-

BYIO ayZIMTOPHIO.

ITO UMEHHO Te I[eHHOCTH, KOTOpbie (0cTaBa-

SICh TIPABAMBBIMU) HanOOJI€e PHUBJIEKATE b

HBI JIJISE TIeJIEBOIT ayauToprn OpeHga paboro-

JaTesist

[lenrocTn OpeHga KOMIIAHUU Kak paboTo-
JlaTes s He JAOJKHBI MPOTUBOPEYUTDH IEHHOC-
TSIM ee ToBapHOro Gpenzia. Kommanust, opreH-
TUPOBaHHAS Ha Ka4eCTBEHHBIN CEPBUC, TOJIK-
HA OTHOCUTBCS K CBOUM COTPYAHUKAM C TEM Ke
BHUMaHWeM ¥ 3a00TOH, Kak ee COTPYAHUKH
JOJKHBI OTHOCUTBCS K Kauentam. Muaue 1mo-

MYJISIPHBINA HbIHYE JI03YHT «KuBu Gpergom!s»
OCTAHETCS TOJNBKO JTO3YHTOM.

UCcTOYHMKM 1 KaHanbl
KOMMYHMKaLumn OpeHpa

Bocnpusitie 1eHHOCTell OpeHa KOMITaHUU Kak
paboTogaresist HGOPMUPYETCsT U3 YETBIPEX OCHOB-
HbBIX NCTOYHUKOB:

1. O6une paGoure u ynpaBjieHYeCKHE MPAK-
THKH (TO, KAK YCTPOEHA KasKIO[HEBHASI pa-
00Ta COTPYAHUKA: KAYeCTBO YNPABJIEHUS,
CTHJIh OTHONIEHUH MEKIY PYyKOBOIMTEIEM
n COTPYAHUKOM, I/IH[[I/IBI/II[ya]IbeII;,I njin
HA000POT — KOMaH/IHbI CII0CO0 peleHust
npobJieM, MpUpPoAa CaMUX 3ajad, peliae-
MBIX COTPYAHUKOM U YPOBEHb €T0 CaMOCTO-
ATEJNBHOCTH B PENIEHUSIX, TO, 32 YTO TOOIIL-
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PSIOT ¥ HAKa3bIBAIOT B KOMIAHUM, KOJH-
yecTBO (opMasbHOCTEll U GIOPOKpATUH
U T.0L.).

2. HR-npakrtuku (To, KaK yCTPOEHBI U KaK pa-
GOTAOT CUCTEMbBI PEKPYTMEHTA, aIalI TAIIHH,
yipaBienuss 3(POEKTUBHOCTBIO [esATEb-
HOCTH, CHCTeMa 00y UYeHMsI, MOTHBAIINH, Ka-
PBEPHOTO POCTA M 3aMeIeHH 1 T.11.).

3. BuyrpenHsas kommyHukamus u PR.

4. Buemnss kommyHukaunus u PR.

Pabouue, ynpasiHueckue u HP-mnpakTukn

B 3HAUMTEJbHOU cremenn (GopMupyior obpas

KOMITAHWH B riazax paborHuka. KaxkIbiii u3 HuX

TPAHCIUPYET Te WM WHble TeHHOCTH. Harmpu-

Mep:

CymiecTByIone B3aMMOAEHCTBUS  MEK/LY
PYKOBOZUTEJISIMU M COTPYAHUKAMU 110 (OJIb-
mmeit yact (hopMabHbI = IIEHHOCTH TIPaBHUJI,
PETJIAMEHTOB.

CoTpy/IHUK TEJIOCTHO OTBEYAET 32 PelieHue
3ajIaui = TIEHHOCTHh OTBETCTBEHHOCTU 32 pe-
3YJIBTAT, IOCTIKEHUS yCIiexa.

CoTpyIHUK OTBEYaeT 3a OT/AETbHBIE ITAIBI
nporiecca = TII€HHOCTb HCIIOJHUTEIbCKOM
JTCITATIITHBI.

KoMItanust HHTEHCHBHO POTHUpYeT HanboJiee
TAJIAHTIIUBBIX COTPYAHUKOB = IIEHHOCTb POC-
Ta ¥ Pa3BUTHUS, BO3MOKHOCTH OBICTPOIT Kaph-
ephl.

Kommanus 3akpsiBaet oduc Ha kmiod B 19.00
= IleHHOCTH GajaHca paboThbl U JIMYHON Ku3-
HW, IIEHHOCTD YETKOTO PACTIOPSIKA ¥ T.11.
loBopst 0 BHyTpeHHel U BHENIHEH KOMMY-

Hukamun u PR, ctout otmenpbHo paccMoTpeTh

TEeMY KaHAJOB W TeMy conep:xkanus. KaHaubl

WJIM WHAYe — CHOCOOB BHYTPEHHE KOMMYHU-

HemHoOro cratmctukm

JAaHHble komnaHum Hewitt Associates, xxypHana Economist
n accoumnauun Greatplacetowork yTBepxpaloT: CUbHbIN
OpeHp, pabotoaatenss o3HavyaeT 6onee ObICTPLIA 1 OeLIeBbIi
NMOUCK, MEHbLLIYIO TEKYYECTb 1 60JIee BbICOKYIO NOSSIbHOCTb Nep-
coHana.

Mo nupopmauum Towers Pirin u Conference Board, coso-
KyMHble 3aTpaThl HA 3aMeHY OMbITHOrO COTPYAHNKA COCTaBNAOT
OT MOMOBUHbLI FOA0BON 3apniaThl 4J19 NO3ULMIA HA4YaSIbHOTO U
CpefHero ypoBHS [0 ABYX FOOOBbLIX 3apnnaT Ajis pykoBoauTe-
JIeil BbICLLEro 3BeHa M yHUKasbHbIX CreumManncToB. YcpeaoHeH-
Hbli1 NokasaTtesib TekydecT 100 nyywmx komnaHmii—paboTona-
Teneii Amepukn — 12,6% (No cpaBHEHMIO CO CpeaHepPbIHOYHbIM
26%). Y nydwmx komnaHuii—pabotonatenein Ha 14% Huxe He-
BbIXOZlbl COTPYAHMKOB Ha paboTy no 6os1e3HN, YEM Y KOMMaHWIA,
He MonaBLUMX B 3TOT CMNCOK.

Kaiuu MHOTOuncJeHHbl. OT HeGopMaTbHOTO
obrienust B OmskaiinieM kade u BCTped ¢ T1asy
Ha TJa3, 10 COBEMAHNN, 3JIeKTPOHHBIX NCEM
n koproparuBHbix CMU, paccunuTanHbIX
Ha COTPYAHUKOB. Posib, KOTOPYI0 UTpaoT Ghop-
MaJibHble 1 HehOpMaJbHbIe KAHAJBI, UX COOT-
HOIIIEHE T10 00beMY TIPUHUMAEMOIT U 0Ty Ya-
eMoil mH(pOopMaIuH, 1051 MTUCbMEHHOTO W YCT-
HOTO OOTIEH IS, Y POBEHB I0BEPUSI COTPYAHUKOB
K Pa3JIMYHBIM KaHAJIaM, HaJTU4Iue UJan OTCyTC-
TBHE OapbepoOB — BCE 3TO U MHOTOE JPYTOE OTI-
pesiesisieT YHUKAJIbHYIO <HEPBHYIO CHCTEMY»
KOHKPETHOW OpTaHU3aI1N.

Ham mpunwiocs HabMOAaTh TaKyl CHTYAIUIO:
B kpymHOIT TPOM3BOICTBEHHON KOMITAHUH CTap-
TOBAJ MPOIeCC BHEAPEHNST KOPIIOPATUBHBIX TI€H-
Hocteil. OHOI U3 «IIPOJIBUTAEMbBIX» [IEHHOCTEH
OpeHjia cTajia «OTKPBITOCTb». leHepasbHbId au-
PEKTOP MMeJI TIPUBBIUKY MUCATH COTPYIHUKAM
eXKeKBapTabHble THCchbMa—0030pbl. OueHb Co-
JiepxKaTesbHble 1 WHGOPMATUBHBIE ITH TTHCHMA
He TPeoaraju Iuajora 1 He aBaju COTPYI-
HUKaM OIIYIeHNs KOHTAKTa, BO3MOKHOCTH OT-
KpbITO  00Cyx1aTh HabojeBIMe HPOOJIeMbl
n npenyoxerns. [lonnmas ato, lenepasabHbIH
TVPEKTOP CMEHWUJ MPAKTUKY HAMMCAHUS MHCEM
Ha eKEKBAPTATBHBIN 00bE3]T PETHOHOB MPUCYTC-
TBUSI KOMIIAHWHU, OCTAaBUB €KEKBapTaJbHbIi 00-
30p KOPIOPATUBHOI Tazere. Kak oH caM MOTOM
MIPU3HABAJIC, TaKasl TPAKTUKA «BBIHYUIA» €T0
HPOSIBJIATH OOJIbINE OTKPBITOCTH, HE TOJBKO TO-
BOPHUTH, HO U CJIYIIATh, 0OCYKIATh TEMBI U TIPHU-
HUMAaTbh DEIIeHNs, BaKHbIE [JII COTPYAHUKOB.
Bcexope npumepy lenepasbHOTO IUpEKTOpaA TOC-
JIeOBATM IPYTHE BBICOKOTIOCTABIEHHBIE <«MOC-
KOBCKHE» PYKOBOANTEIN.

= Mo paHHbim Watson Wayatt, coBokynHbI 4OX04 aKLMOHEPOB

3a 3 roga Ha 36% BbILIE y OpraHy3aumii C BbICOKMM YPOBHEM
YA0BNETBOPEHHOCTY NEPCOHANA MO CPABHEHUIO C KOMMAHUAMM
C HVU3KUM YPOBHEM YO0BIETBOPEHHOCTM.

UccnepoBaHne BpuTaHCKOro MHCTUTYTa 3KOHOMUYECKOM
6e30MacHOCTU BbiSBWIO ClieAyIoLLYl0 3aKOHOMEPHOCTb:
B PO3HUYHOM BM3HECE POCT YA0BNETBOPEHHOCTU COTPYLAHNKOB
Ha OAMH NYHKT Mo nsaTnbannbHon wkane (20%) cooTBETCTBYET
yBenunyeHuio npoaax Ha 9%. baHkn, obecneynBaioLLme BbICO-
KUIA YPOBEHb YA0OBAETBOPEHHOCTY COTPYAHUKOB, UMEIOT A0
[OBOMbHBIX KNMEHTOB Ha 20% BbIlLE, YEM T€, Y KOr0 YPOBEHb
YI0BNETBOPEHHOCTN COTPYAHVUKOB HASKWIA.



Kanaipl BHelHEHl KOMMYHWKAIIUU CTOJb
&Ke PasHooOpasubl. [[eMOBBIE W OTpacieBbie
CMU (Bkaouasi kopnoparuBabie CMU, opu-
eHTUPOBAHHBIE HA BHEITHUI MUP), TOIOBBIE OT-
4eThl, KOPMOPATUBHBIE OYKJIETHI, CallThl KOM-
nauuit u ny6aukanuun B VIHTEpHETE, CIyXu
U MHeHUs, GopMUPYIOUTHEeCcs O/ BJIUSHUEM
OUpPIKEBBIX AHAJTMTUKOB, WHCAIIEPOB, PEKPY-
TEPOB, KJUEHTOB, TIOCTABI[UKOB U OBIBIIMX CO-
TPYAHWKOB — BOT HEIOJHBINA TI€EpeYeHb BHe-
ITHWX KaHAJIOB.

OueHb MHOTHE KOMHAHUU, CTPEMSIIHUECS
IeJIeHATIPABJIEHHO TIPOABUTATh CBOU OpeH
Kak paboTojaTesis HAUMHAIOT ¢ BHENTHUX KOM-
myHnukanuit u PR — xax ¢ caMoro nousTHoro
U yIPaBJISIEMOTO KaHa a paboThl ¢ KaHAUIATA-
MU U Ha 9TOM OCTaHABINBAIOTCSA. Pe3yabratoMm,
KaK IPaBUJIO, SBAIETCS PACCOTIACOBAHHOCTD
«KapTUHOK» Ha BXOJle W BHYTPH KOMIAHUU.
ITO MOCTENEHHO MPUBOJUT K HEJOBEPHUIO Ohu-
IMAJbHBIM KaHaJTaM, IMHITIHOMY OTHOIIEHUIO
K KOMIIAaHUU CO CTOPOHBI J€HCTBYIOMMUX ¥ TO-
TEHITNAJIbHBIX COTPYAHUKOB. B XpOoHWUECKUX
caydasx mopo6Hoe PACCOTIACOBAHIIE TIEHHOCT-
HBIX COOOIIEHUN BeJIEeT K paspylieHo OpeH/a
(«Oberany HHTEPECHBIE 3a1aUl — 3aHUMAKOCh
pyTuHO», «Obermain Kapbepy — TPH Toja
CUKY Ha O[HOM MECTe, a MOl MeHeJIJKep HU Pas3y
€O MHOI He 00CYIUJI MOM KapbhepHBIE MepCrek-
THUBBI, KOMITAHWS MEeHsT 0OMaHyJal»).

Jlunrs He MHOTHE KOMTIAHWY CTapaioTCs Y-
paBJgTh HeOPMATHHBIMU KaHAJTaMH, CO37a-
Basg, kak Hampumep, McKinsey&Company,
«KJIy0 BBITYCKHUKOB» (T.€. OBIBIIMX COTPYIHMU-
koB ¢upmer). /laseko He Bce komnanun B Poc-
CUU Jlaske TIPOBOJSIT <«BBIXOJIHbBIE WHTEPBHIO>
C YBOJIbHIEMBIMHU COTPYAHUKAMU W aHAJIU3U-
pyIOT uX pe3yabrarsl. Hayka mobposkenarenn-

TEMA

HOT'O PacCTaBaHUsA C IEPCOHATIOM HEMPOCTA, HO
HEOOXOAMMa TeM KOMIIaHUSM, KOTOPbIE MOM-
HAT [POCTOE IIPaBUI0 U3 ob6jaacTu paboThI
C KIMeHTaMu: «/[0BOTBHBIN KJINEHT paccKakeT
0 CBOEI TIOKYTIKE IByM—TPEM JIOJISIM, B TO Bpe-
Ms KaK HEJOBOJIbHBIN paccKaskeT BOCbMU—JIe-
CATH, @ KAXIBIN 13 HUX — elle TpouM». Jlyu-
e paboTOAATE I CTAPAIOTCS IPUMEHSTH 9TO
[PaBUJIO 1 B paboTe ¢ yXOASIIMMU COTPYIHU-
KaMHu.

[Toce Toro kax KoMmmaHusl mpojesana mar 1
n uiar 2, H€O6XO[II/IM aHaJIN3 Y€ThIPEX OCHOBHBIX
KaHAJIOB TPaHCIsAIN Operia (3a cuet uero hop-
MUPYETCS UMEHHO TaKOe BOCIIPUSATHE IIeHHOCTeH
Openja). Ilo pesysbraTaM TOrO aHAJIKM3a CTAHO-
BUTCS BO3MOKHBIM CO3/[aHUE U Pean3alus Iie-
JIOCTHOM CTpaTeruyu NpoABMzKeHus Opemga pado-
TO/IATEIS.

BocnpusaTtue ueHHocTen 6perHaa KoMnaHmn
Kak padbotoparens GopMUpPyeTca U3 YeTbIpex

OCHOBHbIX NCTOYHUNKOB

PacckaskeM 06 9TOM Ha peaJibHOM IIPHMEPE.
Poccutickas TOPTOBO—TIPOU3BOJICTBEHHAS
kommanus cekropa FMCG navajia npoexT 1o
YCUJIEHUIO CBOEI TTPUBJIEKATENBHOCTH KaK pa-
Goromaresst. [JTaBHON IPEAIOCHLIKOM MPOEKTA
cTaja BCe BO3pACTAIONast CIOKHOCTH TPUBJIE-
YeHUs TIEPCOHAJA U YBeJUYeHre HeXeIaTeb-
HOH TeKy4eCTH cOTPyAHNKOB. OCHOBHBIMU Ka-
TErOpUsIMU MEPCOHAMA, Ha KOTOPBIX ObLJI OpH-
CHTUPOBAH MPOEKT, CTAaJMW KaHAWJAATbl Ha
HO3UIIK PAaGOYMX U MACTEPOB OCHOBHOTO MPO-

= UccnepoBaHme, npoBepeHHoe komnaHuei ISR cpeau
360 Tbic. paboTHUKOB U3 41 KOMNaHuKU, NoKasasno: KomMna-
HUW C BbICOKMM YPOBHEM NOSIbHOCTM MepcoHana yBeaNYnam
onepauunoHHyo Npubebib 3a 3 roaa Ha 3,74%, B TO Bpemsi,kak
KOMMaHUW C HU3KOM NosNbHOCTLIO noTepsnn 2,01%.

= UccnepoBaHue, NnpoBefeHHOE B PO3HUYHbIX ceTax Sears,
nokasano: Koppenauus yaoBNeTBOPEHHOCTU COTPYAHUKOB OT
paboThbl B KOMMaHWUM C NOTPEOUTENIbCKOWN YA0BNETBOPEHHOCTbLIO
cocTtasnsieT ot 0,6 o 0,8. YBenuyeHve yaoBieTBOPEHHOCTU CO-
TPYAHUKOB OT paboThl B KOMMaHu1 Ha 5% BbI3blBAET YBENYEHNE
npubbiv Ha 0,5%.

= Mo paHHbIM accoumauumm Greatplacetowork
3a nepuopg 1998-2006:

CpenHeronoBoii BO3BpaT Ha BJIOXKEHHbIE UHBECTULUUN

100 komMnaHuii — ny4Lmnx pabotoparenei

AMepVKM (Nonaganyt B PERTUHT B NEPUOL, 14,16%
1998-2006)
100 kOoMNaHuii, pekoMeHA0BaHHbIX BUpXe-

10,65%

BbIMW aHANIMTUKaAMW «NOKYNaTb 1 AepXaTb»

KomnaHuu, Bxoaaue B uiaekc Russell 3000 6,34%

KomnaHun, Bxoasiume B nHaekc S&P 500 5 97%
)
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Tabnuua 1.

LIeHHOCTHbIE NpeanoYTeHNs rpynnbl
(oTHOCUTENbHASA BAXHOCTb MNPY OLEHKe paboToaaTens)

Bobicokas 3apnnata 92%

HapgexHocTb, cTabunbHOCTbL 80%

Llo6GpoxenaresnbHble OTHOLLEHUS,

M 76%
XOPOLUNIA KNUMAT B KOJIIEKTMBE

B03MOXHOCTN KapbePHOro pocTa 67%
KomdopTHble 1 6e3onacHbie ycnosus Tpyaa 67%
CoumanbHble NbroTbl ¥ rapaHTun 64%

U3BOJICTBA, & TAK K€ COTPYAHUKH, yKe paboTa-
o1Ke Ha 3TUX no3uiusax (okoso 3200 veir.).

ITo pe3syapraTaM uccieqoBaHus B rpynie
padoyux ¥ MacTepPOB OCHOBHOTO NMPOM3BOJC-
TBA KOMIIAHUH ObLJIO YCTAHOBJIEHO CJIEAYIONIee
(laHHbBIe IPUBEIEHBI B COKPAIIIEHHOM BHUJIE):

HeiicTBytomie pabOTHUKYA OCHOBHOTO TIPO-
U3BOJCTBA BOCHPUHUMAJTHM KOMIAHWIO Kak
«CTabUJIBHYI0», «C KOHKYPEHTOCIIOCOOHBIM
YPOBHEM 3apILIaT», OHAKO «C HU3KUM yPOB-
HEM COIlMaJIbHBIX I‘apaHTHﬁ», «IIpenoCTaBIIA-
10Mel 0YeHb MaJo BO3MOKHOCTEN /751 Kaphe-
pel U TPOGECCHOHAIBHOTO Pa3BUTHUS», <H3-
JITITHE 3a6I0POKPATU3HPOBAHHON .

OCHOBHBIMY UCTOYHUKAMU WH(POPMAIIUT O
KOMIIaHUU [OJ14 I[eIL;ICTByIO]JlI/IX COTPYAHUKOB
Ob1JI0 O0IIIEH e C KOJITIETaMUE 1 HETIOCPEACTBEH-
HBIM PYKOBOIUTEJIEM. Mmuorue COTPYAHUKU
OoTMeYaJn KpaiiHe MaJjioe KOJHYeCcTBO <«O(u-
UaJbHON WH(POPMAIMU O KOMITAHUH, TIJTaHAX
1 TlepcreKkTBax». B kauecTBe MPUYMHBI yX0/1a
U3 KOMIIAHUU OOJIBIIMHCTBO OBIBIIUX COTPYI-
HUKOB Ha3bIBaJUN «HEBO3MOKXHOCTD Pa3BUTHUI,
npoeCCHOHANBHOTO 1 KapbepHOTO POCTa»
(cm. Taboumy 1).

ITo pe3syapraTaM uccieqoBaHus B Irpynie
NOTEHIMAJbHbIX KaHAMJATOB Ha paboune
JOJGKHOCTH M TIO3UIIMH MACTEPOB OBLIO yCTa-
HOBJIEHO cJenyioniee (JIaHHbIe TPUBEIECHBI
B COKPAIlleHHOM BHJIE):

bBoabmuncrso IIOTEHIMAJbHBIX KaHAUWAa-
TOB (B OCHOBHOM — BBIITYCKHUKHN TEXHUYIECKUX
BY30B M TEXHHUKYMOB, B HECKOJBKO MEHbBIIEH
CTEINeHN — <«IIPOU3BOACTBEHHUKNY» JAPYyTUX
KOMIIAaHU B PErMoOHaxX MPUCYTCTBUS, HAXO/ -
Hecst B MOMCKe paboThl) HE paccMaTpPUBAIU
KOMIIAaHWI0 KaK MPUBJEKATENbHOTO paboTosa-

Jons «no3uTtrea»

B BOCMPUSITUN KOMMNaHUN
(yOoOBNETBOPEHHOCTb

COTPYAHUKOB)

62%

82%
52%

5%
62%
17%

BennunHa paspbiBa
(Ha OCHOBE CPaBHUTENILHOIO COMOCTAB/IEHNS)

HeT pa3spsblBa (Mo AaHHLIM CPaBHUMbIX OMPOCOB NoKasaTesb
YOOBIETBOPEHHOCTM 3apnaTon 62% aBnseTca cpegHe
— BbICOKVM)

HeT pa3psbiBa
HebonbLuoi paspbis

BonbLuoi pa3pbis
HeT pa3psbiBa

BonbLuoii pa3pbiB

Tesist. B OCHOBHOM 3TO ObIJIO CBSI3aHO B X BOC-
MPUITUM C <«HEBO3MOYKHOCTBIO Hpodeccuo-
HAJBHOTO U KAPhEPHOTO POCTA», & TAK JKE C «He-
BBICOKUM IPO(DECCHOHATU3MOM PYyKOBOAUTE-
seit». KoMmanus 9acTo BOCIPUHUMATIACH KaK
«IIEPEKUTOK COBETCKUX BPEMEH», «OTCTAJIASTY,
«MaJio fuHamMuuHas» (cM. Tabauiry 2).

VccnenoBanne mokasasuo, 4T0 KaHIUAaTaAM
KpaiiHe CJIOKHO COCTABUTH MHEHHE O KOMIIa-
Huu. HTepHeT—CcaliT BoOOIIEe He CcomepsKal
pasmena 1 Kauauaato. Kommauus us—3a
CBOEH 3aKPbITOI MHGOPMAITMOHHON MOJUTUKI
penko ¢urypuposasa 8 CMU u BoT y:xe 6 et
IIOYTHU HE MPOBOAMJIA I/IH(l)OpMaHI/IOHHbIX Me-
ponpustuii B BY3ax u Texuukymax. OcHOB-
HBIMU NCTOYHUKaMU I/IHCl)OpMaHI/II/I JIJIA TIIOTEH-
[UAJbHBIX KAHIUAATOB OBLIH JAPYy3bsi, 3HAKO-
MbIe U aT€HTCTBA 110 MOAG0PY MEPCOHAa, a TaK
Xe 6bIBH_[I/Ie COTPYAHUKHN KOMITAHHN .

Ha ocroBanmu pe3yibTaToB HCCIEI0BAHUS,
ObLII0 c(HOPMUPOBAHO OOHOBJIEHHOE IIEHHOCT-
HOE IIPEeJIOKEHNE KOMITAHUU:

CrabuibHast KOMIAHUSI ¢ HaJIesKHOI peryTa-

mmett. JInaep cBoeit oTpacan.

KoMmIauusi ¢ KOHKYPEHTOCIIOCOOHBIM YPOB-

HEM OILIATHI TPY/Ia.

Kommanus, mnpemmaraiomas — HHTEPECHbIE

BO3MOJKHOCTH JJIsT  TIPOECCHOHATILHOTO 1

KapbepHOTo POCTa.

Kax BUIHO U3 3TOr0 EHHOCTHOTO MPEIOKEHNST,
MPABIJIO <«/IBa K OJHOMY> ObLIO COOJIIOEHO OYK-
BaJbHO. ITO IIEHHOCTHOE MPEIIOKeHNe ObLIO
PEIIEHO MPOABUTATD KAK eUHOE ¥ JJIsT KaHHIa-
TOB, U 15T IEMICTBYIOMINX COTPYAHNKOB.

OTHOCHUTENIBHO ellle OfHOU «00JIeBOI TOUKI» —
COIMAJIBHBIX JIBTOT U TapaHTUI OBLIO TPUHATO
peIlleHIe COBEPIIEHCTBOBATD CYIIECTBYIOMNIYIO



Tabnuua 2.

LIeHHOCTHbIE NpeanoYTeHNs rpynnbl
(oTHOCUTENBHAsA BAaXHOCTb NPW OLieHKe paboToaaTens)

Beicokasi 3apnnara 96%
B03MOXHOCTM KapbepPHOro pocta 81%
B0o3M0OXHOCTU NpodeccrnoHanbLHoOro pocta 69%
JnHamuka pa3BuTra KOMNaHMmn 65%
MNpodeccrnoHannsm pykosoantenen 61%

Jons no3utnea*
B BOCMNPUATUMN KOMMOAHNUA

37%
12%
16%
22%

7%

TEMA

BenuynHa paspbiBa
(Ha OCHOBE CPaBHUTENILHOIO COMOCTABMIEHNS)

CpepHuii paspbiB
BonbLuoi pa3pbis
CpepHuii paspbiB
CpefHwii paspbiB

BonbLuoi pa3pbis

*Muenue o KoMnanuy 6 ConocmasieHuu ¢ dpyzwvtu nomeHuuaIbHbIMu pa6omoaameﬂ;mu 6 Pe2UOHAX NPUCYmMCmeust

cucreMy B paboueM TOpPsIIKE, HO HE JIeJIaTh ee
KOHKYPEHTHBIM MPEVMYIECTBOM, TIOCKOJBKY Ce-
PBE3HBIN POCT COIMUANBHBIX JIBTOT W TapaHTUN
npuBes1 Obl K HEBO3MOKHOCTH COXPAHSITh KOHKY-
PEHTHBIII ypoBeHb 3apruiatr. Vcxous 13 0OHOB-
JIEHHOTO [IEHHOCTHOTO MPEITOKeHus], Oblia pas-
paboTaHa 1 3a JiBa rojia peay30BaHa CTPATErus
npoasukerust 6perzia. OCHOBHBIMU HarpaBbJie-
HUSIMU CTPATETUH CTAJIN:
Oo6upe paboune M ynpaBieHYECKHE NPaK-
THKH: Db TIPOBE/IEH ayuT CyIeCTBYIOMNX
MPaBWJI U PETTTAMEHTOB, IEPECMOTP M COKpa-
IeHWe yCTapeBIINX W H30BITOUHBIX TIPOIle-
Jyp.
HR-npaktuku: beumm BHenpeHbI cuctema
KaJ[POBOTO Pe3epBa U yIpaBJeHUsT Kapbepoi,
nporpaMma TpohecCHOHATBHON a/lalTaluu,
o0yueHWsT ¥ HACTaBHWYECTBA. BHEIPEHbI
o0s13aTe/IbHbIE UHTEPBBIO ¢ YXOSIIUMHU CO-
TPYAHUKAMH.
BHyTpeHHssi KOMMYHUKanus: boiia mpose-
JieHa mporpamMma uHbopMmuposanusd m PR-
HOJIZIEPKKYI BCEX BBIMIEYITOMSHYTBIX WHUIH-
aTWB, HANpaBJeHHAs Ha AEHCTBYIONMX CO-
TpyAHUKOB. CyINECTBEHHO IepecMOTpeHa
PEIAKITMOHHAS TTOJTUTHKA 3aBOJICKON Ia3eThl.
Buemnsiss koMmmyHnukanusi: Boiia Bo30OHOB-
JieHa U 3HAYUTEJbHO yCUIeHa TIPOTpaMMa pa-
6OTHI ¢ TPOGUIBHBIMI YUeOHBIMU 3aBEICHNU-
aMu (JTHU KOMITAHUW, Y9acTHe B THAX Kapbe-
Pbl, 9KCKYpCUU W  TPOU3BOJCTBEHHAS

MIPAaKTHKA Ha TPETPUSATHSAX KOMITaH!# ). Pa-

JUKaJIbHO 00HOBJIEH VIHTepHET—CallT KoMITa-

HuWM (MOSBUJICS pasfiesl s KaHIMIATOB

7 pasiesl «HOBOCTH KOMHIAaHWW» ). boir mpo-

BeJIeH Psijl MAPTHEPCKUX MPOTPaMM TIO TIPO-

JBUKEHUIO OPeH/ia KOMIIAHUK KaK paboTo/a-

TeJsi COBMECTHO ¢ pernonHaspHbiMu CMU

1N PEKPYTUHTOBBIMU ar€eHTCTBAMMU.

B pesysbrarte aTuX Mep HexKeJaTebHAS Te-
KyuecTb Oblyia CHIKeHa Ha 42% 10 CpaBHEHUIO
C JIaHHbBIMU Z[ByXI‘OI[I/I‘{HOIjI JTaBHOCTH. Cpezl—
HUW CPOK 3aKPBITHSI BAaKAHCUU JJS CIelua-
JINCTOB OCHOBHOTO MPOU3BOJCTBA COKPATUJIICS
C TPEX C TIOJIOBUHOM 10 OJTHOTO MeCSIIa.

HexenatenbHas TeKky4ecTb Oblia CHMUXEHA

Ha 42% N0 CPaBHEHUIO C AAHHbLIMU

OBYXrOAMNYHON OABHOCTU

ITOT ¥ MHOTHE IPYTHE TPUMEPBI TOATBEPIK-
1a0T I/IHTyI/ITI/IBHO O‘{CBI/II[HyIO I/ICTI/IHy: I{TO6bI
OBITH YCIIENTHOM CETOHSA 1 3aBTPa, M100ast KOM-
MaHusl 0JKHA IIPUJIATATh CEPhE3HbIE YCHIUS
K IIPUBJIECYEHUIO 1 yz[epmaHI/Ho TAJAHTJIUBBIX
COTPYAHMKOB, CO3aBaTh OTJIMYHBIE YCAOBHS
TpyZa W IeJeHanpaBiIeHHo (HOPMUPOBATH
Openn xopomero paboroxatess. Ml

1 Uccnepoanue «KopropatiBHbiil GpeH/i KOMIIaHUN Kak paboTozareist» Obiio Briepsbie mposegeHo koMianusamu «DKOIICU Koncantuurs u RosExpert
B 2004 roxy. VicciieioBanue ocyecTBIIsIOCh TPeMst METOJIAMI: aHKeTHPOBaHIE MEHE/IPKEPOB CPeIHET0 3BeHa, aKcIepTHoe nHTepsbio ¢ HR—cnermancramu,
rIyOUHHOE MHTEPBBIO ¢ Ton—MeHepKepamu. B 2006—2007 rT. pesyabraThl HCCIe0BaHus ObLIH TTOATBEPKACHBI U YACTUIHO OOHOBJICHBI B XO/I€ POBE/ICHHBIX
«IKOIICU Koncantuurs onpocos coTpyaHukos 1 HR—crennaanctos poccniickiux KoMmaHuii.



BU3HEC

«Tpn KuTa»

3P DEKTUBHOIO

yrnpaBieHns

OpraHn3aumoHHasa CTPYKTYpa, KoprnopaTuBHas KynbTypa

n bnsHec—-cTparerns

KErojIH0 COBPEMEHHAs TEOPUs YIPaB-

JIEHH S TIONOJIHAETCS JI€CATKOM HOBBIX

TEPMUHOB U NOHATHI. Crienuaiu3upo-

BaHHbIE JKYPHAJbl M y4eOHMKH pac-
CKa3bIBAIOT 00 0COOEHHOCTSX KJII0YEBbIX NIOKA-
3arteneii d(QPEKTUBHOCTH, TNpeuMylecTBax
IPOIECCHOIO WM — HAIPOTUB — IPOEKTHOIO
yIpaBJieHusl, INOCKUX CTPYKTypPax M T.IL., yMaJi-
4pBasi, BOPOYEM, YTO B NOAABJIAIOMEM O(O0Jb-
IIMHCTBE CJIy4aeB MPOEKTHI N0 UCIIOIb30BAHUIO
9THX CHCTEM YIPABJIEHHs Ha MPAKTHKE OKa3bl-
BaeTCAa MaJIOYCHCHIHbIMI/[.

[Touemy tak mpoucxoanut? Ilpuumna mpocTa
7 CJIOKHA OJHOBPEMEHHO: HECOOTBETCTBHE BbI-
GpaHHOU CTPYKTYPbI YIIPaBJEHHS KOPIOPATUB-
HOM KyJIbType MJIM PHIHOYHOW CUTYyallnu, B KOTO-
poii paboTaer npeapusTIe.

OpraHnsaunoHHas
CTPYKTypa v Ou3Hec—
cTparterus

IddbdexTuBHAS OpraHM3AIMOHHAS CTPYKTYPa,
C OJIHOI CTOPOHBI, NOJIKHA OMUPATHCS HA TO,
Yero XOYeT U YTO MOKET KOJUIEKTUB (KOpIopa-
TUBHYIO KYJBTYPY), @ C APYIOd — COOTBETCTBO-
BaTh TOMY PBIHKY, Hd KOTOPOM TIPEAIIPHITHE Pa-
6oraer (busHeC—CTpPaTErus ).

B nauase 1960-bix rogos B Benukobpura-
HUY OBLIO POBEIEHO UCCJIEI0BAHNE, KOTOPOE
[OKA3aJ10, YTO HAOOJIee YCIEMIHBIMU SBJISIIOT-
CsT Te TIPEANPUSTHS, KOTOPble OPTraHU30BaHbI
TaK JK€, KAK U BCE OCTAJbHbBIE TIPEANPUATUSI

B orpaciu. IIombITKN TOJTHOCTHIO UTHOPUPO-
BaTh OTPACJIEBOM OTBIT M OPTaHU30BATh GU3HEC
IPUHITMITHATBHO UHBIM CITIOCOOOM KpailHe pej-
KO TIPUBOAST K yCHexy. JTO TOBOPUT O TOM,
YTO UMEHHO PBIHOK B TIEPBYIO OY€pe/b Onpee-
JISIET TO, KaK JI0JIKHA OBITh YyCTPOEHA OpraHm3a-
s,

PoHKE MOXHO KJTaccuUIMPOBATDL 10 JABYM

napaMmeTpam:

1. CiokHOCTH NPOAYKTa: MPOAYKT MOKET
GBITH TPOCTBHIM (CEPUITHBIM) UJIH CJIOKHBIM
(MHAMBUYATN3UPOBAHHBIM).

2. JluHaMHMKa M3MEHEeHWii: eCThb cTaOMIbHbBIE
PBIHKH C IOYTH HE MEHSIONTUMUCS MTPOAYK-
TaMU, a €CTh IMHAMUYHBIE PHIHKH, KOTOPbHIE
MOYTH TIOJTHOCTHIO OOHOBAAIOTCS 32 2-3
roja.

[t KasKI0TO U3 PHIHKOB B 3aBUCHMOCTHU OT €T0

0COOEHHOCTEHT TIOAXOMUT CBOU THIT OpraHU3aI[H-

OHHOI CTPYKTYPBL
Kiaaccuueckas (Oropokparuyeckasi, Ju-

HellHO—(YHKIIMOHAJIbHAs) OPICTPYKTypa Ha-

WJTYqIIAM 00pa3oM MOAXOAUT JIJIs CTaOUIbHO-

IO PBIHKA C OYeHBb TTPOCTHIM (CEPUITHBIM) TTPO-

IYKTOM, T.e. [Js J1000T0 KOHBEHEePHOTro

NPOU3BOJCTBA — B MPSAMOM u MeTadopudec-

KOM cMbIcJie. DTo Hanboiee «eneBasi» MOjIeb

OPrCTPYKTYPHI, T.K. OHA TPeOyeT HAUMEHBIIUX

3aTpaT € TOUYKHU 3PEHUs] 00eCIeUeH s YeN0Be-

JeCKUMHU pecypcaMu: MepcoHas s TaKoi pa-

GOTHI MOXKHO 00YUHTb 3a 12 Hejle1u BHE 3aBU-

CUMOCTH OT OTIBITA U YPOBHS TIOATOTOBKH, 110U~

TU BCe COTPYAHUKU Ha KoHBellepe B3aumo-

3aMeHsgeMbl. YIIpaBJaeHuecKas NupaMua mpu



Ma PENHXUHUPUHTa».

TaKoil OPrCTPYKType Takike, KaK MPaBUJIO,
BecbMa He Goubinast: Gpuranoii us 20 pabounx
MOJKET YIIPaBJATh OJUH MacTep, CMeHOU us 15
POJABIIOB—KACCUPOB — OJIMH MEHE/KEP U T.11.
KommaHus, opraHW3oBaHHAs 1O JHUHEHHO—
GbYHKITHOHATBHOMY THITY, CTOCOOHA OBICTPO 1
JOEUIEBO HapallluBaTh MOITHOCTU U O6HOB]IHTB
IITAT, OJHAKO MOUYTH HE CIOCOOHA MEHSThHCS,
T.K. JiI06ast mepecTpoiika KOHBeliepa TPOXOAUT
KpaiiHe 10110 1 60JIe3HEHHO.

[TpoTHUBOMIONOKHBIM METOZOM YCTPOHCTBA
OPraHU3aIUOHHON CTPYKTYPBI SBJSETCS MPO-
€KTHasl OpraHusanus, KOTopasi mpejHasHaue-
Ha O pa6OTbI Ha O4Y€HDb CJOKHBIX U TUHAMUY-
HBIX peIHKaX. [lesh MPOeKTHON opraHu3anuu
— BBIIIOJHUTD 000N KIMEHTCKUN 3a11poc, Ka-
KM 6bI CJIOJKHBIM 1 MHHOBAIIMOHHBLIM OH HE
6b11. Kimaccnueckum 00pasiioMm TaKO opraHu-
3aIUU SBJSIIOTCS KPYIHBIE TPOEKTHBIE HHCTHU-
TYTHI, B KOTOPBIX Pab0oTaeT MHOKECTBO MPOEK-
THBIX KOMaHJ, B3aMMOAENCTBYIOUINX MEXIY
co00ii B porecce pa3paboTKu AeHCTBUTEIHHO
HOBDBIX, PEBOJTIOIMOHHBIX I/II[GI?I N IIPOAYKTOB.

[Tomnmo Ha3BaHHBIX ABYX TIOJIAPHBIX TH-
OB CYIIECTBYIOT TaKKe TPHU <IIEPEXOIHbBIE>
MOJIEJIH OPTaHU3AINOHHON CTPYKTY PHL.

B CUTYyalU IMIPOCTBIX ITPOAYKTOB, HO OY€HD
JIMHAMIYHOTO PHIHKA BO3HUKAET OPraHu3aIust
JUIEPCKOTO WM  NPEANPUHHUMATEIbCKOrO
Tuna. B 1meHTpe Takol OpraHu3anni, Kak siBc-
TBYET U3 Ha3BaHUsI, CTOUT JIUJIEP, KOTOPBII 3a-
JlaeT HalpaBjieHUe PasBUTHUS BCell opraHmsa-
1, HEIMOCPEACTBEHHO KOHTPOJUPYET CBOUX
TMOAYMHEHHDBIX M CTABUT 3aJa4y KaXKJIOMY.

Fpuropwuii @uUHKeNbLUTENH

BU3HEC

Mo 6a3oBoMy 06pa30BaHNIO — CNELMANUCT N0 NPYMEHEHMIO MaTeMaTU4eCKX METOA0B B 3KOHOMUMKe. Kananpar
TeXHMYeckmnx Hayk. BuaHec—-KoHCynbTUPOBaHeM 3aHnmaeTcs 6onee 11 net. B komnanum «39KOMCU KoHcanTuHr»
paboTtaet ¢ 2004 ropa. 3aHMMaeTCcsi pyKoOBOACTBOM MPOEKTaMu B 0651aCT OpraHn3aLMoHHOr0 U GU3HeC—Npoek-
TUPOBaHWsI, CO3AAHNA CUCTEM ynpaBnieHus adhdeKTUBHOCTLIO NepcoHana. ABnseTca npenogasarenemM nporpam-
Mbl MBA ®uHaHcoBo Akagemun npu npasutenscTee PO no npegmeTy «PecTpykTypusaLums npeanpustnia, cucre-

[naBupiii mafoc Takoll opraHWM3aluud — MO-
6I/I]IbHOCTb N AIUHAMHWYHOCTD. B oranume or
MPOEKTHON OPraHU3aIlUH, TIe KK caM OIl-
pellesisieT HalpaBJeHue CBOETO ABUJKEHU, B
JUJEPCKOIN OpPraHM3al[ii BCE PENIeHUsT TIPH-
HUMaeT OJINH YeJIOBEeK, KOTOPBIN IeHCTBYET ro-
paszmo GbicTpee, yeM KomaHma. Kpome atoro
Takas OpraHusanus, O0e3yCJOBHO, [eIIeBJie
MPOEKTHOMH, T.K. He TPATUT MHOTO BpEMEHN Ha
obcyskIeHrs U KoMMyHuKanuio., OpHaKo mpu
9TOM HUYETO KapAMHAJIHLHO HOBOTO TAKast Opra-
HUBALK, KaK IIPaBUJIO, U300PeCTH He croco0-
Ha, T.K. OJIH Y€JIOBEK He MOKET HeCKOHETHO
TTOPOJK/TAaTh HOBBIE UEN.

Eme opguH THI OPrCTPYKTYPHI 9TO OPTaHU-
3a1is He3aBUCUMBbIX Mpodeccronaios. Takue
KOMIIAHWH Yalile Bcero paboTaloT Ha CIOKHBIX,
HO MPaKTHYeCKHW cTaOUJIBHBIX phiHKax. Kiac-
CUYECKUM TTPUMEPOM TaKOW OpPTaHW3aIllNu SB-
JIETCS CTOMATOJIOTHYECKAS KITMHUKA.

[Tpome:xyTOUHOW MeXIy BCeMH TIepedrc-
JIEHHBIMU MOJCJIAMU ABJACTCA JUBU3UOHAJb-
Has opranusanus. [Ipn 1MBU3NOHATBLHOM TOJI-
X0/le OpPTaHM3AIU JIeJUTCS Ha HECKOJbKO
MOUTH HE3aBUCUMBIX TTOIPa3IeeHNH, KaKa0e
13 KOTOPBIX OTBEYaeT 3a CBOW pe3yJbTaT. Ta-
Kast Opranusanus, 6e3ycJ0BHO, ropaszo GoJee
rubkas, 4yeM OIOpOKpaTHYecKas, OJHAKO Ha
[PAaKTHKE Yallle BCEro TPeJCTaBJIsieT coOoi
HabOp U3 HECKOJbKMX OIOPOKPATUYECKUX Op-
I‘aHI/ISEl]_II/Iﬁ CO BCEMUM X MUHYCaMUW — HEIOBO-
POTIIUBOCTDIO, TSIKETOBECHOCTHIO, MEJIEHHOC-
ThIO peaknu (T.K. HET eUHOTO [eHTPa IIPUHSI-
TUS pEMeHniT) 1 T.10.
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Tabnuua 1. PasButue KynbTyp NPOUCX0OAMUT MO CNUpanu

LleHHoCTUN VIHCTpYMEHTHI yrnpaBneHms

YnpasneHuve no LEeHHOCTAM

\ KynbTypa cornacus Paanuuns, npnanor MO3roBble LITYPMbI, ,BOBAEYEHME”,

LleHHOoCTHn
6onee paHHeln \ KynbTypa ycnexa
KYNbTYpPbl

OCTarTCcHa \
1 npogosmKarT
KUTb

B ,poHOBOM” \
pexume

KynbeTypa npaBun

~
\

B coBpemennom mupe, 1751 KOTOPOTO Xa-
pakTepHbl Bce GoJiee AMHAMUYHbBIE PBIHKU U
CJIOKHBIE IPOJYKTHI, OOJBITMHCTBO OpPraHn3a-
Uil TEHIUPYET OT 3aKOCTEHEJBIX GIOPOKPATH-
YeCKUX CTPYKTYp K GoJiee MOABUIKHBIM, THO-
KM U TBOPYECKUM MOJIeJISIM ypaBenus. Bece
OHU HalleJIeHbI Ha OOJIBIIYI0 OTBETCTBEHHOCTD
JIOfIeli 32 pe3yJIbTart.

CuMITOMaMKU 3TOTO IIE€PEXOa SIBJISETCS
UCTIOJIb30BAHNE CHCTEMbI KJIOYEBBIX MOKa3a-
Teseil 9HEKTUBHOCTH, MPOIECCHOTO YIIPaB-
JieHust, (KOTOpoe TOBOPUT 00 OTBETCTBEHHOCTH
X035I€B MPOIeCcca 32 Pe3yIbTar), a TAKKe Mpo-
€KTHOTO YIIPAaBJIEHUsI, HAIIEJEHHOTO HAa HEMOB-
TOPSIIONHECST TTIPOIELY PBI.

Wcnonbp3oBanme WHCTPYMEHTOB, Halpas-
JICHHBIX Ha IIOBBIIIEHNWE OTBETCTBEHHOCTHU 3a
pe3yJIbTaT, OMpPaBIAHO TOJHKO B TOM CJIydYae,
ecJu opraHu3aiys paboTaeT Ha PHIHKE CJIOXK-
HBIX TIPOAYKTOB, B OTHOIICHNUUN KOTOPBIX HE-
BO3MOKHO CO3/IaTh JIEKAJO JesTenbHocTH. Ho
1 3/1eCb BHEJIPEHNE HO/IO6HI)IX MHCTPYMEHTOB
VIIPaBJIEHUS [AJEKO He BCErAa OKa3bIBAETCS
3(hdeKTUBHBIM U MPOXOAUT Iajgko. [yaBHas
npuurHa ¢c60eB — HErOTOBHOCTH JIOfeil K pa-
6oTe B HOBOII crCTEME.

MpaBnAbHOCTbL, TOYHOCTb

aenermposaHve npasa CTaBuUTb LEeJb

YnpasneHue no uensm — CY3

PeKOp.D.bI,,D.OCTVI)KeHVIﬂ MocTaHoBka uenei, KM3,copeBHoBaHUS,

PenTUHIN, NpeAnprHUMaTesbCckas cuctema
MOTUBALMU, AENErPOBaHNE NOMHOMOUNIA

YnpasneHue 3apayamu

JL0NXHOCTHbIE UHCTPYKLMM, DErNAMEHTbI,
wrpadHas cuctema MoTMBaLLMm

Bnactb, cnna,aBToHOMUSA

OOBLWHOCTb, OTHOLIEHUS!

OpraHusaunoHHas
CTPYKTYpa U KopnopaTuBHas
KynbTypa

ToroBHOCTD /MTO/IET B KOMIAHUN K T€M WJIH UHBIM
JEHCTBUSIM M3MEPSETCS TOTOBHOCTBIO €€ KOPIIO-
PaTUBHON KYJILTYPBL.

YenoBex pas3BuUBaeTcsS TOCIEIOBATEIBHO,
MPOXO/IS 32 CBOTO JKM3HB HECKOJIBKO «I[€HHOCT-
HBIX» cocTosiHMH. IlepeckounTh CTyTeHb B
Pa3BUTUM OYEHD CTOKHO.

Tax ke m KOMIaHUU: OHU TTOJJHUMAIOTCS OT
KyJbTYypBl K KyJabType. lleHHOCTH TIpeabIIy-
meil KyJabTypbl He yMUPAlOT, a CTaHOBATCH
«(onoBbiMu». HOBbBIE 1IEHHOCTH HAYUHAIOT J[O-
MUHUPOBATH, HACHIMIAIOTCS HEPTUENH W 3IMO-
msivu (cm. Tabmuiy 1).

Kyanbrypa npuHajjie:kHOCTH — caMas PaH-
HAS CTQAusT Pa3BUTHS KOPIOPATUBHOW KYJIb-
Typbl. TUNNUYHBIE BBICKA3BIBAHUS JIIOAEN NI
Takoil KyJapTypsl: «CienyeT KepTBOBaTh CBO-
UM MHEHWEeM paju eIWHCTBA KoMaHAbl. Ham
KOJIJIEKTHB — OJ[Ha ceMbsy. Hale BceTo Takas
KyJIGTypa BCTPEYaeTCs B OPTaHU3ANUIAX JH-
nepckoro (MpeanpuHNMAaTeTbCKOT0) THIIA, TIAe
JINJIEPCTBO COCPEIOTOYEHO B PyKaxX OIHOTO ue-



noseka. CuiibHbIL augep o0beJuHseT el
BOKDYT cebst, BBICTPauBasi CBOEr0 Pojia ceMeii-
HYIO KYJIBTYPY.

Pecypcs 1715t noBbimenns 3 hekTHBHOCTH
NeSTeTbHOCTU TIPU TaKo# KyJbType, Kak Ipa-
BUJIO, JIEXKAT HAa MOBEPXHOCTH U He TPeOYIOT
CJIO’KHBIX OPTaHM3AIMOHHBIX U3MeHeH . Taxk
HAM [PUXOAMUJIOCH HAOMIOAATh CUTYAIUIO
B KOMIAHW, 3aHUMAOIIEHCS TuCTpUOy el
npoaykToB nutanus. OMHO U3 ee PeruoHaJb-
HBIX OTJI€JICHWH TTOKa3bIBaJO HEy[0BIETBOPHU-
TeJIbHbIe Pe3yabTaThl pabOTHI. [[Jist BBISICHEHU ST
npuuuH Oblia cOPMUPOBAHA KOMUCCHUS, KO-
TOpas MpuexaJa Ha MecTO W YBUJIEJA, YTO CTO-
JIBI B PETMOHATBHOM O(uce paccTaBIeHbI KaK
st gaenutus. JIoau cuigT rpyninaMu, TUTIOM
IPYT K APYTY U HOYTH HE BUSAT TOTO, YTO MPO-
UCXOUT BOKPYT. Jlaske mosiBieHue B KOMHATE
TJIaBBI TPOBEPOUYHON KOMUCCUM OCTAJOCH TS
HUX HE 3aMEYEHHDBIM. <A ecJii Obl 9TO ObLI KJIU-
€HT?» — 3aJ1aJICS BOIIPOCOM TJIaBa KOMUCCHH
1 TPUKA3aJ PACCTABUTH CTOJIBI MO—IIKOJIbHO-
My — psilaMu, JTUIIOM K BX0y B ouc. Tomabko
GJraroiapst 9TOMY [POCTOMY PEIIEHHUI0, YIKe ue-
pes MecsIl 3hEeKTUBHOCTD esATENbHOCTH Pe-
THMOHAJIBHOTO oduca Bospoca Ha 20%.

Crnenytomasi cTaus pa3BUTUS KOPIOpa-
TUBHOM KyJbTYPbl — KYJIbTypa cuibl. Yarie
BCETO OHA TaK Ke, KaK U KYJbTypa NPUHAIJIEXK-
HOCTH, BO3HUKAET B OPraHU3alMsIX MPEIIPH-
HUMATeJbCKOTO THIA. Ee 0CHOBHOI JIO3yHT —
«YestoBek, 06/1€4eHHbBII BJIACTHIO, UMEET IIPABO
IPUHUMATH JTII0ObIE PEIIeHUsT». ITO BIOJIHE yC-
menrHast MOJeJib KOPIOPATUBHOM KYJbTYPbI
JUIsE KOMIIaHWi, paboTaoNX B YCIAOBUSAX IH-
HAMUYHO Pa3BUBAIOIIETOCS PBIHKA, KOT/A He-
00X0UMO «OCBOUTb> U «3aCTOJOUTH> TEPPHU-
Toputo. TUTTMYHBIN TPUMep — CTOJUYHBIE Jie-
BeJIONIEPCKIe KOMITaHUH, paboTatorie Ha Oy p-
HO pacTyImieM pBIHKE MOCKOBCKOW HeJ/[BU-
KUMOCTH.

OpHako KoTjla OpraHM3aIus BbIPACTAET
U cTaGUJTM3UPYET MPOCTPAHCTBO BOKPYT cebs,
KyJbTypa CHJIBI MCUEPIBIBAETCS W HAYMHAET
TOPMO3UTH JajibHeliliee pasBUTHE OWM3HECA.
OnTuMaJbHblil BapuaHT [Jis OpPraHu3aliu
B 9TOM CJIy4ae — Iepexojl K CAeyIOoNeM BUTKY
CIUPAJN — KYJbTYpe MOPSIKA.

Kyznbrypa nmopsaaka xapakTepHa TJaBHBIM
0o6pasoM IS OpraHu3alliii, TOCTPOEHHBIX
0 JINHEHHO— (DY HKITMOHATbHOMY THTTY. VX 610-
pOKpaTuyecKas CHCTeMa MaKCUMaJbHO COOT-

BU3HEC

BETCTBYET UJ€e MOopAAKa U MPaBUJ, HEHHOCTHU
KyJbTYPbI TIOPAJKA B TaKUX OPTraHU3alUAX
MOTYT OBITD JTIETKO PEATU30BAHBI.
XapakTepHasi IUTaTa U3 KyJIbTyPbl MOPSIA-
Ka: «B Mupe HeT HUYETO BasKHee PeTIaMenTas.
ITHU CJTOBA HAM OTHAIKIBI TPUTILIOCH YCABITIAT
OT PYKOBOJAUTEJS KPYIHOH IPOU3BOACTBEH-
HOI KOMITaHUHM, KOTOPpAadA B OMH MOMEHT Bpe-
MeHU Havajga TepsSTh aKTHBBL. Kammawiii pas
y 9TOil KOMITaHUU ObIIA BIOJIHE PeasbHas BO3-
MOXXHOCTb CPEArnpoBaTh Ha KPUTUUECKYIO CH-
TYaI[1Io, HO HU Pa3y OHa He YCIIeJIa 3TO C/eIaTh.
[puunta B TOM, 9TO OPTAHUBAIIN, HAXOSIIIA-

[Mo4YTn BCE MHCTPYMEHThI yripaBiieHns
9PPEKTUBHOCTbLIO AEATENLHOCTM PAaCCHYUTaHbI
Ha MCMOJIb30BaHNE UMEHHO B KYNbType ycnexa.
BHegpeHue aTX NHCTPYMEHTOB Ha MHOM NO4YBE
yaLle BCero gaet coou

sICsI HA CTa{U¥ KYJBTYPbI TIOPSIIKA, GBICTPO 3a-
KOCTEHEBAET, CTAHOBUTCS HEMOBOPOTIMBOI,
B TOM YHCJie, U3—3a CJIENOTO CJe/[0BAaHUs BCe-
BO3MOKHBIM perJaMeHTaM U TIPOIeIypPaM.
B coBpeMeHHOM MUpe 3aKOCTEHEBITIE OPTAHU-
3aI[MU HE BBIKUBAKOT — JIOO OHU TIPEKPAIaioT
CyIIeCTBOBaHUE, OO UIYT O Y TH YCIOKHE-
HUA TPOAYKTOB, 9aCTO IIPOXOAAT Y€pe3 NUBU-
3MOHAJBHBIN  3TAIl PA3BUTUS OPTCTPYKTYPHI
1, B KOHIIE KOHIOB, TPUXOAAT K KYJIBTYype ycrie-
Xa.

[leHHOCTH KyJABTYPHI Yycmexa HamboJiee
aJleKBaTHbBI IJId [II/IBI/ISI/IOHEIJIBHOﬁ OPTCTPYK-
TYPBHI, TJle KaxK0e To/ipasfesnernne (IMBU3NOH)
CaMOCTOSITEJTbHO OTBEYAET 32 CBOM HKOHOMMU-
YyecKue TT0Ka3aTesH, CBOH ycIex Ha piHKe&

OcHOBHBIE JIO3YHTU KYJBTYPBI ycrexa:
ITobenureeit He cyast. [naBHoe — He jefic-
TBUA, TJIaBHOE — PE3YJIbTaT». IToutu Bce nHC-
TPYMEHTHI yIpaBieHns 3(pheKTUBHOCTBIO fie-
ATeJbHOCTU (KJII0ueBbie Tokasaresnun ahQek-
TUBHOCTH, YIIPABJIEHHUE I10 TIEJSIM, TPOIIECCHOE
U TTPOEKTHOE yIIpaBJIeHNEe) PACCUNTAHBI HA HC-
MOJb30BaHME HMEHHO B KYJbType ycrexa.
BHuespeHue aTUX MHCTPYMEHTOB HA MHOW TT0Y-
Be daire Bcero naet cbom. OnHAKO fake Kyib-
Typa ycrexa co BpeMeHeM 3BOJIOIUOHUPYET
U [IpeBPaIaeTcs B KyJbTYPY COTIACUS.



BU3HEC

BeTpetuth KyJAbTypy COIJAacHsl MOJKHO
B IIPOEKTHBIX OpraHu3alusgx. bomiee Toro, mpo-
eKTHast OPraHU3aI[is1 He MOKET ObITh B MOJTHOM
Mepe 3(heKTUBHOM, eCin B Hell He BO3HUKHET
KyJbTypa coracusi. Kak u B KyJbType IpuHa-
JJTESKHOCTH, B KYJBTYPE COTJIacksi 04eHb MHO-
roe 3aBsI3aHO Ha OOIIEHHE, KOMMYHHUKAI[UIO,
TIOMCK KOMIIPOMMCCHBIX peH_IeHI/IIl/JI, OZHaKO
B OTJIM4ue OT CUTyallunu MPUHALJIEKHOCTH,
B KYJIBTYPE COTJIACHST JIIOIH OOIIAITCS U JHC-
KYTHPYIOT, He paji cOOCTBEHHOTO YIOBOJbC-
TBUSI, @ Pajlil JOCTUKEHUsT GU3HEC—Pe3yIbTaTa.
NucTpyMeHTOB ylHpaBJeHUs WHAWBUIYAJb-
HOIT MOTUBaI[HEH JIIojiell, pAOOTAIINX B KYJIb-
Type COrjiacus, CerOIHsS TPAKTUYECKU HET.
Jlro6oe BHelNIHee BMEMIAaTEJbCTBO B TaKyIO
KYJABTYPY MOKET UMeTh 0OPaTHBIN s berT —
oTOPOCUTH OpPraHW3aINi0 JaJeKo Hasajg —
B CTaAWIO KYJbTYPbI IPUHALJIEKHOCTH.

Jlyure Bcero ayist KyJIbTyPBhI COTTACUS TTO/I-
XOOAT: «MO3TOBbIE HMITYPMbI», BOBJICUEHUE, /1€~
JINTUPOBAaHME IIPpaBa CTaAaBUTD II€JIb.

KOHCAJITUHT

129090, Mockea,
2-ou TpouuKkuii nep., a.3.
Ten. +7 (495) 781-51-41/42

Pe3iome

Ecim jiogu u cTpyKTypa OpraHusaiuy He coot-
BETCTBYIOT PBIHOYHOI CUTyalllu, B KOTOPOU pa-
GoTaeT KOMITAHWsI, TTPABUIIBHOE PeNTene — pas-

BUBATh  JOAel  —  4Yepe3  BHeIpeHue
KOPIIOPATUBHON ~KYJIBTYphl 00Jiee  BBICOKOTO
YPOBHS.

[Ipy MOMBITKAX UTHOPMPOBATH TO, KaKUe
JHOY PabOTAIOT B OPraHU3aI MK, NN U3MEHSATD
JIOJIel, He MEHSIS TIPU 3TOM CTPYKTYPY, addexk-
Ta OT HOBOBBENEHUI He OyAeT: T.K. OpraHusa-
S MOTYYNTCs TMO0 n30BITOUHO I0POTOii U He
COOTBETCTBYIOMEH  TOTPEOHOCTAM  PBIHKA,
b0 HeruOKoil U He ycreBawIleld 3a MEHSIO-
uteficst peraounoil curyarueii. M

WWW.ECOpSY.ru



[MPECC

Y KOro gnnHHee ranacTyk

B 6oJibIIHCTBE KOMITAHUI KAaKNX-T160 GOHYCOB
1 TIPeMUil I COTPYTHUKOB (DMHAHCOBOM CITYK-
OBl He TPeTyCMOTPEHO BOOOIIE. DKOHOMUCTAM,
GyxranTepam, KazHAuesM U MeHe/KepaM 1o 61o/-
JKETHPOBAHUIO, KAK TMPABIJIO, BBIILIAYHBACTCS
TOJIbKO (PMKCUPOBAHHBIN OKJIAJ M UHOTJA «TPH-
Ha/Iatas 3apraray. Takas CicTeMa BO3HATPAK-
JeHus paboTaeT Ha yiaepsKaHue COTPYIHUKOB
B KOMITaHWH, HO Ha UX PE3YJIbTATUBHOCTD HE BJIN-
ser HUKak. [ToBbicuTh aHeKTUBHOCTD PabOTHI
(UHAHCOBOI CIYKOBI MOJKHO, CO3/[aB CHUCTEMY
[PEMUPOBAHKST Ha OCHOBE KJIFOUEBBIX MOKA3aTe-
seit apdexkrunoct. O TOM, Kak NPaBUIbHO
paspadorats KIID mis punancucroB u Gyxrai-
TepoB, uutaiire B crarbe MBana BopoObea
(FD (Financial Director), mapr, 2008).

Tsxena wanka

Kro ceromusuiaue JMHEHHbIE MEHEIKEPHI
Ha MPOU3BOJICTBEHHBIX MPEANPUATHSAX? ITO BUE-
pamnue Jydmune wucnonHurenu. Cresnas 1mar
B Kapbepe OT MacTepa K MeHe/UKepy U fake MpH-
00peTsT MpaKkTHYeCKue HABBIKY, OHU 3a4acTyio
MPOJIOJIKAIOT MBICJTUTh MCHOJTHUTETbCKUMU Ka-
TeropusMu. VIX OTIBIT NPUHATHS PelleHnii CBO-
JIUTCS K UCTIPABJIEHUTIO TEXHUYECKUX HETOJIAI0K
(HaiiTi TpuYKHY cOOSI ¥ YCTPAHUTD €e), B TO Bpe-
M KaK yTpaBleHYecKas JesITeJbHOCTD TIPEAIo-
JlaraeT crocoGHOCTD IyMath U JIEHCTBOBATh KOM-
IJIeKCHO T cucteMHO. OTHAKO HET CMBICTA UX B
JTOM YIPeKaTh — HYKHO TOMOYb UM IEPeCTpo-
utbest. O mpoGireMax W Cnoco0ax pasBUTHS
MJIQJIIIAX [POM3BO/ICTBEHHBIX MeEHE’KepOB
pacckasbiBaioT IlaBen be3pyuko u Exarepuna
Jlonyxuna (HR (Human Resources), ssHBapb-
despaib 2008).

OOHOBPEMEHHO?

Cnyra gByx rocnop,

Xopo1o, ecyi y COTPYAHUKA OIUH HAYAIHHUK.
A ecyu uX 1BOE U OHU PYKOBOJISAT OTHOBPEMEHHO,
YaCTO BHIJaBast B3ANMOMCKIIIOUAIOTIIE 3aIaHNsT?
Kak HR-cnenuaiucry He J0IMyCTUTH OJ00HO-
ro noJjioskenus B komnanun? U kak Bectu ce0st
«ciyre AByX rocmnon»? CBoe pemeHue mnpejia-
raer IlaBen bBespyuko (Kapbepa, Ne 3 (110),
mapr 2008).

J06pOBOJbHLIN NJEeH

Beicokonpodeccronasibible  TOM-MeHe[KePbl
BCera B lieHe — KX ¢ PaCIIPOCTEPTHIMU OOBITUA-
My npumet Jjobas Komianus. OcHoOBOI A co-
TPYJAHUYECTBA C TOT-MEHEKepaMu SIBJISeTCS
BbICOKast 3apaboTHas IaTa — (PUKCUPOBAHHAS
JacThb BO3HarpakjaeHus. Ee romoBoii pasmep 3a-

XOpoLLo, ecnn 'y COTPyAHMKA OAUH HaYaNbHUK.
A ecnu nx oBoe 1 OHN PyKOBOOAT

BHCHT OT OusHeca pupmbl. OHAKO BBICOKMIT 3a-
paboToK He Beerya stBisieTcst 3 HEKTUBHBIM CTH-
MysstopoM. Kak yaepskaTnh «Tomas, 9To ObI €10
He mepeMaHmIn KOHKypeHThI? O6 ocoOeHHOC-
TSIX MOTUBAIUHU TOI-MEHEIKEPOB U CTPYKType
KOMIICHCAIIHOHHOTO TIAKeTa PYKOBOIMTENS
B coBpeMeHHOI Poccuu mumer :xypuan «®u-
HaHc.» (Ne 3, 4-10 dpespans 2008).
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THOUGHTS

Period of Forthcoming Instability

2008 year will bring breathless and unordinary expectation of instability with itself.
Unordinary because for once in a while one has to be concerned not about oneself, but
about the rest of the world — about dollar, about arrangement of the world, about universal
economical system, and even — it is fearful to tell — about the destiny of America.

Actually, there has happened nothing unimprovable so far — either in Russia, or in the
world. Dollar has not collapsed. War has not broken out. China has not switched over
to Euro. We rather live in abeyance than in situation of true—life disasters. Russian
business leaders, I happened to discuss the current economic situation with, express the
same apprehensions. However, each of them is confident in his market and in his business.
Nobody is going to close up their business so far — visa verse, everybody is going
to develop it.

How all this effects HR?

On the one hand, nothing has changed. As before, people cost much, wages grow, the war
for talents is going on, it is almost impossible to find professional people in the market,
personnel investments are carried out on a full scale. Nevertheless, there is one change:
there has been intensified attention of business to HR risk management.

What HR risks bother business most of all today? 'll name the two main ones:

1. Dependence on people. To minimize this risk, companies want to know by sight the
really key — «irreplaceable» — employees whose resignation could severely undermine
efficiency of an organization.

2. Outrunning growth of personnel costs in relation to the labor efficiency growth
rate. For the time being, practically neither income, nor any other economic indices
of companies suffer from the HR costs growth. But in case of landslide of produce
prices (should it be oil, coal, or metal), the uncontrolled personnel costs growth may
be critical to business.

When working on revelation and prevention of HR risks, there are required special
instruments. Here, the main thing is not so much faithfulness as efficiency, i.e. opportunity
to act quickly and not very dearly. To solve this problem, it’s better to use express methods.
For instance, to mark out the «irreplaceable> employees, we use the «sociometry
of importance» technology created in ECOPSY. This is an original method allowing, with
the help of procedures based on the «collective intellect> analysis, i.e. on the common
employees’ opinion. As distinct from traditional assessment, this procedure is simpler and
quicker which, nevertheless, may give invaluable information to a company. When used
correctly, the «collective intellect» is an inexhaustible knowledge and idea source (the
Wikipedia—encyclopedia which is replenished by users themselves and is even fuller than
works of experts is its conclusive evidence).

In my opinion, attention to the HR risks is a positive tendency. Even if crisis takes place,
the organization will turn out to be much more prepared for it. If, however, there is no
thunder (or if it thunders back from us), work on prevention of HR risks will give
organizations a new additional view of themselves and will allow to assess validity and
reliability of their personnel policy.

Mark Rozin,




TOPIC

The Employer Brand

How to Become the Employer of a Dream?

Magnificent Prospects
and Reality being far
from ldeal

n the present—day world pushing brand

ahead is the only way for a product

or service to find its way to the conscious

of a consumer, to attract his attention
and preferences, to win in the competitive
struggle.

Status of the labor market only slightly differs
from situation in commodity markets. That time
was over long ago when near personnel
departments there crowded queues of persons
wishing to work in the company and when
a height of their dreaming was considered to get
fixed up in a job in a respectable organization
and work in it till retirement. According to
survey data, an average speed of job exchange by
the US employees is once each three years.
According to the ECOPSY Consulting and
RosExpert! survey, about 70% of the Russian
employees plan to hold one and the same
appointment for no more than two or three years.
After that they reckon on making the next step
on their way toward career and, if it appears to
be impossible, they are ready to change the
company.

In the sphere of main goods and services
a switch from the «seller market» to the «buyer
market» took place long ago. Today in the labor
market we observe the same process — a switch
from the «employer market» to the «employee
market». The number of employers «buying»
personnel with eases and without embarrassment
like 20 or 30 years ago is being shortened.
Companies become more and more aware of the
necessity to push their brand ahead not only
from the point of view of consumers, but from
the point of view of candidates and employees
also — in other words, to brand themselves
as attractive working places.

At the same time just only some companies
can boast of this work to be arranged and to be of
expected  benefit.  According to  the
McKinsey&Company global survey which took
place in 2007 and in which there participated
more than 10000 respondents of US, Europe and
Asia:

59% of high level managers do not bend any

serious effort to the process of attraction,

development and retention of talented
employees.

45% of middle level managers do not busy

themselves with development of their

employees.

64% of HR departments do not have

objectives connected with their company’s

positive image forming as of the employer
and with a strategy of work with talents.

58% of HR departments are regarded by

management as being unskilled in strategic

talents governance and in raising their
company’s attraction as that of the employer.

Unfortunately, surveys of the similar scale
are carried out very seldom in Russia. But we
consider the Russian business not to exceed the
limits of worldwide tendencies that much both
in terms of good (high financial return from the
employer’sbrand) and interms ofbad (insufficient
attention of management and HR to these
questions). Consequently, there exist causes both
for inspiration and for alarm.

Valuable Suggestion.

Is There any Universal
Formula?

Both the goods’ brands and the employer’s brand
have a basis or a «core». The core of any brand
lies in its values or, in other words, in promises
made by a company to a consumer of the «brand»



Pavel Bezruchko
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product. For instance, a promise of freedom and
holiday (Coca—Cola) or a promise of safety
(Volvo cars). Marketing rules of the goods’
brands were known long ago: be distinguished,
be peculiar, form an image not resembling the
others and basing on understanding the needs
of a target audience and the advantages of your
goods or services for this audience. Only in this
way one can rise above a crowd of competitors.

It would be interesting to know that this
logic has not been regarded by majority of experts
in the sphere of branding the companies as the
employers so far. Thus, «Greatplacetowors, the
leading international organization in this sphere,
asserts that all the best employing companies
correspond to one set of values:

Trust: openness of communications, conformity
between words and actions.

Respect: support of professional development,
expression of gratitude, respect for private life of
employees.

Justice: absence of discrimination or favoritism,
fair reward.

Pride: for one’s job, for one’s team, for one’s
organization, its products and actions.
Friendliness: opportunity to be one’s own self
(while working in the company), kindly and
family treatment.

It is unlikely that any readers wouldn’t like
these values. Everybody would dream to work in
the company not only showing the best
correlation with the values, but at the same time
paying to you. However, in practice the best
employing companies have much more differences
than similarities.

Thus, according to the E—xecutive survey
conducted in 2006, rating of the most attractive
employers in Russia was as follows:

1. GASPROM
2. LUKOIL
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3. British American Tobacco
4. RAO EES of RUSSTA
5. TNK-BP
6. Coca—Cola
7. Procter&Gamble
8. Mars
9. Philip Morris
10. Microsoft & McKinsey&Company

From the viewpoint of citizens of the Russian
Federation, an ideal employer is the Russian oil
and gas or energetic company or a large

The best employing companies have much more
differences than similarities

international corporation. But for those who
worked or simply has acquaintances both
in GAZPROM and in British American Tobacco
it is quite evident that these companies strongly
differ in their objectives, values, and corporate
culture. Which means that a set of universal
characteristics answering the purpose of any
good employer is not the case, but the case
is a unique combination — a value suggestion
of the given company to the given group
of people (to potential and working employees).

There always exists the value suggestion
(reputation) even if management makes no
special efforts to its formulation and reporting to
theaudience. Real status of business in a company
has perhaps the larger meaning than external
information sources. Consequently, you can not
build the employer’s brand from scratch providing
that you are not referring to a new and known to
nobody company.

In the longer—term outlook, any brand fate is
formed successfully only in those cases when
promises substantially coincide with real status
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of business. Sometimes real (accepted by
a consumer) values disagree with the declared
ones (those that are reported to the market by
a marketing department). Branding can not be
narrowed down only to an image creation,
to corporate communication and PR. All too
often creation of the strong brand presumes real
changes and improvements in a company’s work.
This brings up the question: where to start?

Both for existing goods and services and for
a company as for the employer the right first step
is to investigate its brand target audience and
what values this brand target audience associates
with the brand right now: what attracts, what
keeps in the company, and what alienates from
the company today.

You can not build the employer’s brand
from scratch providing that you are not referring
to a new and known to nobody company

Saymon Barrow and Richard Mosly in their
«Employer Brand» book give the so called «Brand
Staircase» or, in other words, a complex
of indicators evidencing of formation and quality
of values of a company as of the employer
in regarding of different target groups. We give
this classification only in a modified state — the
same as it is used in our projects (look at page 7).
By analyzing these and some other
parameters, management of a company can get
a clear view of real (not declared and often not
realized)  values which are connected
by candidates, by working and former employees
with the company as with the employer. Exact
understanding of where we are today, what is
a gap between expectations and reality becomes
a starting—point on the way toward
improvement.

The second step after realization of a current
situation is «packing» of value suggestions with
taking into consideration specific target
audiences’ peculiarities. In marketing of the
goods’ brands there exists the following rule:
along with introduction of each new value there
should be introduced two — or better three —
already existing values. Otherwise, a consumer
will not believe it. Our experience shows that
in the case with the employer’s brand this
principle works very well also.

For instance, if today’s candidates and
employees assess a company as being «stable»
and «powerful», into the promoting program
there can be added «with large—scale interesting
objectives» value or some other value that doesn’t
contradict with the existing ones very much. But
even such careful and gradual approach requires
that understandings of people working
in the company and declarations of management
do not disagree with each other very much.

When «packing» the value suggestion,
companies have to take into account both
rational and emotional components.

The well worked rational component of the
employer’s brand values means:

Values resemble what a company is today

(with a small advance — one new value for

two or three existing values).

There are not much of brand values (a man

can remember from three to five values, not

more). Lists containing from ten to twelve
values disorient and give birth to distrust.

Values are formulated clearly and there is no

need to explain and decode them for a long

time.

Values  must  positively  differentiate

a company from the main competitors of the

labor market.

Emotional component of values:

To clear and form them, there were drawn

largeenough groupsofemployees. «Awarding»

of values occurs only in this way.

Bright wordings «affectings a target

audience.

They are exactly those values that (when

remaining true) are the most attractive for

a target audience of the employer’s brand.

Values of a company’s brand as of the employer
should not contradict with values of its goods’
brand. The company guided by qualitative
service should treat its employees with the same
kindness and concern as its employees should
treat clients. Otherwise, a popular slogan
of today «Live by brand!» will remain only the
slogan.

Sources and char!nelg;
of brand communication

Understanding of values of a company’s brand
as of the employer is formed of the four main
sources:

1. General working and managerial practices
(how everyday employee’s work is arranged:
quality of management; treatment manner
between a manager and an employee;
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. Potential candidates
Portrait: What is animage of a candidate
needed by a company (demography
characteristics, education, experience
and skills, values and convictions)?
Expectations: What are the most
significant expectations of potential
candidates in respect of a future
employer?
Recognizing: What % of potential
candidates knows a name
of a company?
Knowledge: What set of characteristics
(values)dopotentialcandidatesconnect
with a name of a company today?
Preliminary choice: What % of potential
candidates considers a company as the
potential employer?
Attempt: What % of potential candidates
applies to a company on the occasion
of placing in a job or, when invited,
agree to come to interview?
Deal: What % of potential candidates
agree to work in a company in reply
to the made offer? What are the main
reasons of refusals and consent?
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2. Working employees

First impressions: What are they?
Do there exist any divergence
of impressions produced by a company
«from without» and «from within»?
Elimination: What % of new employees
did not pass master (left the company
or were dismissed)? What are the main
reasons of dismissals during a period
of test?

Assessmentfrom position of experience:
What set of characteristics (values) do
experienced employees connect with
a name of a company? What do they tell
to another people? Do they popularize
the company as a good place of work?
Duration of life: What is an average
period of work of an employee
in a company?

3. Former employees
= Fluctuation of manpower: What

is desirable and undesirable fluctuation
of manpower in percentage of average
headcount (FTE)?

Reasons of leaving: What are the
most widespread reasons for leaving
a company?

= Assessment from the present into the

past: What set of characteristics (values)
do former employees connect with
a name of a company? What do they tell
to another people? Do they popularize
the company as a good place of work?

individual or, visa verse, command way
of problem solving; character of the goals
themselves settled by the employee and
a level of his independence in solving; what
for do they encourage and punish in the
company; quantity of formalities and
bureaucracy, etc.)

2. HR-practices (how recruitment, adaptation,
operating  performance  management,
training, motivation, career development
and substitution, and other systems
are arranged and work).

3. Internal communication and PR.

4. External communication and PR.

To a considerable degree a company’s image

in the eyes of employers is formed by the first

two sources. Each of them transmits some values
or other. For instance:
Existing interactions between managers and
employees are mostly formal = values of rules,
regulations.

An employee is completely responsible
for solving the task = value of responsibility
for the result, for success achievement.

An employee is responsible for separate stages

of the process = value of executive discipline.

A company strongly rotates the most talented

employees = value of rise and development,

opportunity to obtain quick promotion.

A company locks its office at 7.00 p.m. = value

of work and private life balance, value of the

clear daily routine, etc.

When speaking about internal and external
communication and PR, there should be
separately reviewed a theme of channels and
a theme of contents. The channels or, in other
words, ways of internal communication are large
in number — from informal intercourse in the
nearest cafe and tet-a—tet meetings to
conferences, e—mail letters and corporate mass
media intended for employers. A role played by
formal and informal channels, their interrelation
by volume of received and derivable information,
a share of oral and written intercourse, a level
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ofemployees’ trust to different channels, presence
or absence of different barriers — all these and
many other things define a unique <«nervous
system» of a concrete organization.

Example from practice: In a large production
company there started a process of introducing
corporate values. One of the «promoted» brand
values became «openness». Its general director
was accustomed to writing reviewing letters
to his employees each quarter. Being very
substantial and informative, they did not suppose
any dialogue and did not give the employees
a feeling of a contact, a chance to discuss urgent
matters and proposals. Understanding the
problem, the general director has changed his
practice — instead of writing letters he started
to visit regions of their company’s presence each
quarter leaving quarterly reviews to a corporate
newspaper. As he owned up later, such a practice
<has forced» him to show more openness, not
only to talk, but to listen, to discuss themes and
make decisions important for employees. Soon
the general director’s example war followed by
another «Moscow» managers of high rank.

Channels of external communication are
diverse the same. Business and branch mass
media (including the corporate ones aligned to
an outer world), annual reports, corporate
booklets, sites of companies and Internet
publications, rumors and views formed under the
influence of exchange analysts, insiders,
recruiters, clients, suppliersand former employees
— this is an incomplete list of the outer channels.

Very many companies aiming at purposeful
promotion of their brand as of the employer start
with external communications and PR as with

Some statistics

Data of the Hewitt Associates company, Economist
magazine and Greatplacetowork association assert that
the strong brand of the employer means quicker and cheaper
search, lesser fluctuation of manpower and higher personnel
loyalty.

According to the Towers Pirin and Conference Board
information, aggregate spending for replacement
of an experienced employee makes up from half of an annual
salary for positions of starting and middle levels to two annual
salaries for high-level managers and unique specialists.
An averaged index of manpower fluctuation of 100 best US
employing companies makes up 12,6% as compared to
amiddle market index amounting to 26%. In the best employing
companies absence from work on account of illness is 14%
lower than in the companies which have not found themselves
in this list.

the most understandable and governed channel
of work with candidates and then stop hereon.
Asarule, the result is the unbalance of «pictures»
at the input and inside a company. Step by step
it leads to distrust to official channels, to cynical

Values of the Employer Brand should not
contradict with values of its goods’ brand

attitude toward the company on the part
of working and potential employees. In chronic
cases the similar unbalance of value statements
leads to destruction of a brand («There were
promised interesting tasks — instead I'm engaged
in careers, «There was promised career — instead
for three years I've been occupying one and the
same place and my manager never got around to
discussing my career perspectives with me. The
company has deceived me!»)

Only very few companies try to govern
informal ~ channels by  creating like
McKinsey&Company a <«club of graduates»
(i.e. of former company’s employees). By no
means all the companies conduct <«dismissal
interviews» with dismissed employees and
analyze their results. Science of friendly parting
with personnel is not the simple one, but
it is required to those companies that remember
a simple rule of working with clients: «The
satisfied client will tell about his purchase to two
or three people, as far as the dissatisfied client
will tell to eight or ten people, and each of these
ten will tell to three people more». The best
employers try to use this rule with the dismissed
employees also.

= The Sears’s chain survey showed that correlation
of employees’ satisfaction obtained in their work for the
company with consumer’s satisfaction makes up from 0.6
to 0.8. 5% increase in the employees’ satisfaction obtained
in their work for the company gives 0.5% rise to net income.

= Survey of the British Institute of Economic Security has
revealed the following regularity: one point increase in the
employees’ satisfaction in retail business (making up 20%
of the five—point scale) corresponds to 9% sales increase. Those
banks which provide a high level of the employees’ satisfaction
have a share of contented clients 20% higher than those ones
whose employees’ satisfaction is low.



After the company has made steps 1 and 2,
it should provide analysis of the four main
channels of its brand transmission (owing to
which there is formed that very perception of the
brand values). On the basis of this analysis there
become possible creation and implementation
of an integral strategy of promoting the
employer’s brand.

Example from practice: One Russian
commercial and industrial company of the
FMCG sector started a project of increasing its
attraction as of the employer. The ever growing
complexity of personnel involvement and
undesirable increase in fluctuation of manpower
became the main prerequisite for the project.
Candidates for positions of workers and foremen
of the main production and employees already
occupying these positions (about 3200 people)
became the main personnel categories directed
toward the project.

According to a survey in a group of workers
and foremen of the main company’s production
(data are given in a brief form):

Working employees of the main production
regarded the company as «stable», «with
a competitive level of salaries», but «with a low
level of social guaranties», «giving very few
opportunities to career and professional
development», «too bureaucratic».

The main source of information about the
company for the working employees was
intercourse with their colleagues and immediate
manager. Many employees noted extremely small
amount of «official information about companies,
plans and perspectives».

Most former employees pointed out
«impossibility for development, for professional

= Survey of 360 thousand employees from 41 companies
conducted by ISR shows that the companies with a high level
of personnel loyalty have increased their operational income
for 3.74% during three years while the companies with low loyalty
have lost 2.01%.

= According to the Watson Wayatt data, in the companies
with a high level of personnel satisfaction as compared to the
companies with a low level of satisfaction aggregate revenue
of shareholders has increased for 36% during three years.
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and career growth» as the reason of leaving the
company (Table 1).

Accordingtoasurveyinagroup of potential
candidates for positions of workers and
foremen (data are given in a brief form):

Most potential candidates (mainly graduates
of technical institutes and colleges, to some lesser
degree — «industrial workers» of another
companies of the region of presence looking after
a job) did not consider the company as the
attractive employer.

In their regarding it was mainly connected
«with impossibility of professional and career
growth» and also «with low professional skill
of managers». The company was often regarded
as the «survival of Soviet time», as the «retarded»
and «not very dynamic» one (Table 2).

The survey showed that for the candidates
it was extremely difficult to form their opinion
about the company. Its Web—site did not contain
any section for the candidates at all. Because
of its close informational policy, the company
appeared in mass media very seldom and already
for 6 years has not almost been conducting any
informational arrangements in institutes and
colleges. The main informational sources for
potential candidates were friends, acquaintances,
agencies of personnel selection and also former
employees of the company.

On the basis of the survey there was formed a
renewed value proposal of the company:

Stable company with a reliable reputation.

The leader of its branch.
Company with a competitive level of
payment.

Companysuggestinginterestingopportunities

for professional and career growth.

As one can see from this value proposal,
«two—to—one» rule was kept literally. This value

= According to the Greatplacetowork association data,
during 1998-2006:

Average annual reimbursement
of invested money was as follows:

100 best employing companies of the

USA (found themselves in rating during 14,16%
1998-2006)

100 companies recommended by stock

exchange analysts as «to be bought 1 0,65%
and held»

Companies included in Russell 3000 index 6,34%

Companies included in S&P 500 index 5’97%
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Table 1.

Value preferences of the group
(comparative importance at assessing the employer)

High salary 92%
Reliability, stability 80%
Friendly treatment, good climate in the collective body 76%
Opportunities for career growth 67%
Comfortable and safe conditions of work 67%
Social privileges and guaranties 64%

proposal was decided to be promoted as the
common one both for the candidates and for the
working employees.

As for one more <«painful point» (social
privileges and guaranties), it was decided to
improve the existing system in the course
of work, but not to do it a competitive advantage
because serious growth of social privileges and
guaranties could make it impossible to keep
a competitive level of salaries. Proceeding from
the renewed value proposal there was developed
and during two years implemented a strategy
of brand promotion. The below strategy
directions became the main ones:

General working and managerial practices:
There was conducted an audit of existing rules
and regulations, revision and reduction
of outdated and unnecessary procedures.
HR-practices: There were implemented
a talent management and career managements
systems, a program of professional adaptation,
training, and tutorship, obligatory interviews
with leaving employees.

Table 2.

Value preferences of the group
(comparative importance at assessing the employer)

High salary 96%
Opportunities for career growth 81%
Opportunities for professional growth 69%
Dynamic of development of the company 65%
Professional skill of management 61%

A share of «positive»

regarding the company
as the employer (satisfaction
of the employees)

62%

82%
52%

5%
62%
17%

A share of «positive»

regarding the company as
the employer (satisfaction
of the employees)

37%
12%
16%
22%

7%

Size of gap

(on the basis of comparison)

No gap (according to data of comparable surveys, 62% index
of satisfaction with salaries is middle-high)

No gap
Small gap
Large gap
No gap
Large gap

Internal ~ communication:  There  was
implemented a program of informing and PR
supporting of all above mentioned initiatives
directed at the working employees. There was
essentially revised editorial policy of the factory
newspaper.

External communication: There was renewed
and considerably intensified a program
of working with profile educational institutions
(days of the company, participation in career
days, excursions and production practice on the
company’s enterprises). There was radically
renewed the company’s Web-site (there
appeared a section for the candidates and «The
Company’s Newss ). Together with regional mass
media and recruiting agencies there was
conducted a serious of partner programs
on promoting the company’s brand as of the
employer.

Following these measures, undesirable
fluctuation of manpower reduced to 42%
in comparison with two—year remoteness data.
An average period of filling vacancies of the main
production specialists reduced from three
months to one month. &

Size of gap
(on the basis of comparison)

Middle gap
Large gap
Middle gap
Middle gap
Large gap

1 «Corporate Brand of a Company as of the Employer» survey was first conducted by ECOPSY Consulting and RosExpert in 2004. The survey was carried
out by the three methods: questionnaire design of middle—level managers, expert interview with HR—specialists, deep interview with top managers. In
2006—2007, during surveys of employees and HR—specialists of the Russian companies led by ECOPSY Consulting the survey results were proved to be true

and partly renewed.
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«Three Whales»

of Effective Management:

Organizational Structure, Corporate Culture and Business Strategy

ach year modern theory
of management is widened with ten

of new terms and concepts.

Specialized magazines and textbooks
tell about peculiarities of key performance
indicators, advantages of process management
or — visa versa — project management, plane
structures, etc., however, passing over
in silence that in overwhelming majority
of cases projects on practical use of these

management systems appeartobeunsuccessful.

Why does it happen in this way? The reason
is both the simple and the complex one
simultaneously: lack of correspondence
of a chosen management structure with the
corporate culture or with the market situation
in which an enterprise works.

Organizational Structure
and Business Strategy

On the one hand, an effective organizational
structure has to be guided by what a collective
body wants and what it is able to do (by corporate
culture), and, on the other hand, to correspond
to the market where the enterprise works
(business strategy).

At the beginning of 1960, in Great Britain
there was conducted a survey which showed that
the most successful enterprises are those ones
which are organized like all the other enterprises
of the branch. Attempts to ignore experience
of the branch and to organize business
in a principally different way lead to success very

Grigoriy Finkelstein

According to his basic professional education Grigoriy Finkelstein is a specialist on use of mathematical methods
in economics. Grigoriy holds a degree of Candidate of Technical Science, brings more than 11 years experience
in business consulting. Since 2004, he has been with ECOPSY Consulting. He is engaged in project management
in the sphere of organizational and business engineering and in the sphere of performance management systems
creation. He is a lecturer of the MBA «Enterprises Restructuring, reengineering system» program in the Finance
Academy under the RF government.

seldom. It means that on the first place it is just

the market that defines how an organization

should be arranged.

Markets can be classified by two parameters:

1. Complexity of a product: the product can be
simple (serial) or complex (individualized).

2. Dynamics of changes: there are stable
markets with almost unchangeable products
and there are dynamic markets which are
almost completely renewed over two or three
years.

For each of the markets (depending upon its

peculiarities) there fits its own type

of organizational structure.

Classical (bureaucratic, linear and
functional) organizational structure gives the
best fit to the stable market with a very simple
(serial) product, i.e. to any line production —
in the direct and metaphorical sense. This is the
«cheapest» model of the organizational structure
as it requires the least expenditures for HR
provision: personnel needed for this work can be
trained during one or two weeks irrespective
of their experience and grounding, almost all the
employees working on a production line are
interchangeable. As a rule, with such a kind
of organizational structure a management
pyramid is very small too: one foreman can
govern a brigade of 20 workers, one manager can
govern a shift of 15 selling cashiers, etc.
A company organized in accordance with the
linear and functional model is able to increase
its output and to renew its staff quickly and
at a low price, but it is almost not able to change
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as any reconstruction of the production line
takes too much time and is too sensitive.

An opposite model of organizational structure
arrangement is a project organization designed
to work on very complex and dynamic markets.
An objective of the project organization is
to realize any client’s request notwithstanding
its complexity and innovativeness. Large project
institutes in which there work a lot of project
teams interacting between themselves during
a process of development of really new
revolutionary ideas and products are a classical
example of such organization. Except the named
two polar types, there exist also the three
«intermediate> models of organizational
structure.

In case of simple products, but a very dynamic
market there comes into being an organization
of a leading or entrepreneurial type. In the
centre of such organization (as is evident from its
name) stays a leader who specifies a direction
of development for all the organization,
immediately controls his subordinates and sets
up a problem to each employee. The main
advantage of such organization is mobility and
dynamism. In distinction from the project
organization where each person himself defines
directions of his movement, in the leading
organization all the decisions are made by one
person who acts much quicker than a team.
Besides, such organization is certainly cheaper
that the project one as it does not expend much
time in discussing and communicating. At this,
however, such organization can not invent
anything cardinally new, as a rule, because one
person can not originate new ideas on and on.

One more type of organizational structure
is an organization of independent professionals.
Most often such companies work on complex, but
practically stable markets. A dental clinic
is a classical example of such organization.

An intermediate model between all the
enumerated models is a divisional organization.
With the divisional approach the organization
is divided into some almost independent
departments each of which answers for its result.
Undoubtedly, such organization is much more
flexible than the bureaucratic one, however,
in practice it mostly represents a set of some
bureaucratic organizations with all their
shortcomings: clumsiness, awkwardness,
slowness of reaction (as there is no common
centre of decision—making), etc.

In the present—day world to which more and
more dynamic markets and complex products
are specific the majority of organizations tend
from crusty bureaucratic structures to more

flexible and constructive models of management.
All of them are meant to greater responsibility
for the result. Use of a key performance indicators
system, of process management (that talks about
accountability of the process owners for the
result), and, also, of project management meant
for nonrecurring procedures are symptoms
of this transition.

Use of instruments directed to a raise
of accountability for the result is viable only
in those cases when the organization works on
the market of complex products pertaining to
which it is impossible to shape a curve of activity.
But in this case also, introduction of similar
management instruments appears to be effective
and passes without a hitch by no means always.
The main cause of failures consists in people’s
unwillingness to work in a new system.

Organizational Structure
and Corporate Culture

Preparedness of a company’s people to one
or other actions is measured by preparedness
of its corporate culture. An individual
isdeveloped in asequential order passing through
some «value» status during his lifetime. It is very
difficult to overjump any development stage.
The same is with companies: they go up from
culture to culture. Values of previous cultures do
not die, but become the <«background» ones.
There begin to dominate (and saturate with
energy and emotions) new values (Table 1).
Culture of membership is the earliest stage
of development of the corporate culture. The
following utterances are typical for people
of such culture: «One ought to sacrifice his
opinion for the sake of unanimity of a team. Our
collective body is an indivisible family.» With
such culture, as a rule, resources for efficiency
enhancement of activity lie on the top and do not
demand complex organizational changes. Thus,
in one of the companies engaged in distribution
of foodstuff we fall to observe the following
situation. One of its regional departments
demonstrated unsatisfactory results of work.
To clarify its reason, there was formed
a commission which discovered (when arriving
at the place) that tables were arranged as for a
tea—party in their regional office. People were
sitting in groups, facing each other, and almost
did not see what was going on around. They did
not even noticed a head of the checking
commission to come in. «And what if T was
a client?», asked the head of the commission and
ordered to arrange the tables as at school — in
rows, facing the office entrance. Only thanks



Table 1. Cultures are developed corkscrew

Values
of the forepart ~
culture remain

behind N,
and continue Culture of rules
to live in a \'\
«background» \ Culture of force
mode.
N~ Culture of membership

to this fact already in one month the activity
efficiency increased for 20%)!

Culture of force, the next stage
of development of the corporate culture, comes
into being most commonly in entrepreneurial
organizations where leadership is concentrated
in the hands of one person. Its main slogan says
that «An individual vest with authority has
a right to make any decisions». It is quite
a successful model of the corporate culture for
companiesworkingin conditionsofadynamically
developed market when one has «to digest» and
«to stake out a claim». Its typical examples are
capital developers’ companies operating on
a rapidly increasing market of Moscow real
estate. However, after the organization grows up
and stabilizes a space around itself, the culture of
force works itself out and starts to lock further
development of business. In this case, an optimal
version for the organization is to transfer to the
following spiral turn — to the culture of rules.

Typical quotation from the culture of rules
is as follows: «Over the whole world there
is nothing more important then regulations.»
One day we have heard these words from
a manager of a large production company which
began to lose its assets one moment. Each time
the company had quite a real opportunity
to respond to the critical situation, but it never
was successful in doing that. The reason is that
organizations being at the stage of the culture
of rules grow stiff and become slow very soon —
also, because of blindly conforming to every
possible rules and procedures. In the present—
day world stiff organizations do not survive —
they either cease to exist or follow the path
of their products complication, often they go
through the divisional stage of organizational
structure and after all they come to the culture
of success.

The main slogans of the culture of success
are: «Winners are not judged. The chief thing is

N Culture of consent

Culture of success
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Values

Distinctions,a dialogue

Records,achievements
Accuracy,exactness
Power,force, self-regulation

Solidarity, relationship

not actions, the chief thing is the result.» Almost
all the instruments of efficiency management
of activity (such as key performance indicators,
management by objectives, process and project
management) are just expected to be used in the
culture of success. As a rule, introduction
of these instruments on the different ground
leads to losing the steps. However, in due course
even the culture of success evolves and turns
into the culture of consent.

There are practically no instruments suited
to the culture of consent in the present—day
world. In other words, it is quite clear how to
solve a problem of creating a new project
organization, but there is no understanding
of how to manage individual motivation of people
working in such a structure. Any external
interference in the culture of consent is able to
move an organization back to the stage of the
culture of membership. In the culture of consent
as well as in the culture of membership very
many things depend upon intercourse and
communication, but, as distinct from the
situation of ownership, in the culture of consent
people communicate and debate not for the sake
of their personal pleasure, but for the sake
of achieving business results.

Resume

If people and organizational structure do not
correspond to the market situation in which
there works a company, the sound decision is to
develop the people through introduction
of culture of a higher level. When trying to ignore
what people work in the company or to change
the people without changing the structure at the
same time, there will be no effect from innovations
as the organization will become either extremely
expensive and not corresponding to requirements
of the market, or inflexible and not keeping pace
with the variable market situation.



Whose Tie is Longer

In most companies there are not foreseen any
bonuses or awards for employees of finance
services in general. As a rule, to economists,
accountants, treasures, and budgeting managers
there are paid only their position salaries and the
«thirteenth salaries» from to time. Such a system
of payment strives for retention of the company’s
employees, but in no way influences their
efficiency. One can raise operating efficiency
of a finance service by creating an awarding
system based on key performance indicators
(KPI). How to develop KPI for financiers and
accountants in the right way read in an article
of Ivan Vorobyev (FD (Financial Director),
March, 2008).

Itis not Easy to Wear the Crown

What are today’s line managers of manufacturing
enterprises? These are the best yesterday’s
executives. After they take a career step from
a foreman to a manager and even after they
acquire practical skills, they continue to be stuck
in executive notions all too often. Their
experience of decision making comes down to
elimination of technical hitches (to find a source
of failure and to remove it) while management
behavior assumes an ability to think and act
comprehensively and system—wide. However,
there is no sense to reproach them for this — one
has to help them rearrange themselves. On
problems and ways of development of junior
production managers tell Pavel Bezruchko and
Ekaterina Lopukhina (HR (Human Resources),
January—February, 2008).

Servant of Two Masters

It is good when an employee has one manager.
And what if there are two of them and they direct
in parallel, often assigning mutually exclusive
tasks? How should HR-specialist prevent such
a situation in the company? And how should
the «servant of two masters» behave himself?
Pavel Bezruchko offers his decision. (Career,
Ne 3 (110), March, 2008).

Voluntary captivity

Highly professional top managers carry a price
always — any company will hire them with open
arms. High salary — a fixed part of payment —
serves as the basis for cooperation with the top
managers. Its annual value depends upon the
company’s business. However, high earnings are
not always effective stimulants. How to retain

It is good when an employee has one manager.

And what if there are two of them and they

direct in parallel,

exclusive tasks?

often assigning mutually

the «top» and not to allow competitors to entice
him away? On specifics of top managers’
motivation and a structure of the manager’s
compensation set in present—day Russia read
in the <«Finance» magazine (Ne 3, 4-10
February, 2008).
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