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STUDY OF INTERNATIONAL ORGANIZATIONS USING AN INTERCULTURAL APPROACH

AKTyaApHICTb TeMM MiKKYABTYPHOTO MEHEAKMEHTY 3yMOBA€HA CbOTOAHI rAoGarisaniiHumm npouecamu, ki, B CBOIO
4epry, HOCUAKIOTH B3AEMOAII0 MiK OpraHizanisimMu i3 pisHUX KYABTYp Ta Aepskas. Y CydacHOMY GizHec-cepeAOBuILi, HA Hale
nepeKOHaHHS, KYABTY PHi BIAMIHHOCTi BUCTYIIAIOTh CbOTOAHI He TiAbKM 6ap'€pOM, a TAKOK ¥ IPiOPUTETHUM YMHHUKOM YCII-
ixy PyHKUioOHYyBaHHS MiIKHaADOAHMX OopraHizanii. YopaBAiHHS KYABTYPHUMM BiAMIHHOCTSIMM CbOTOAHI UMHUTH BIAUB, MU
BBa’KaEMO, Ha e(DEKTUBHICTh B3aEMOAIl 6e3nMOCePeAHbO MiK NpaLiBHUKAMM, CIIPHUSIE 3MEHUIEHHIO KiABKOCTi KOHDAIKTIB, a
TaKO3X 3POCTAHHIO IPOAYKTUBHOCTI. Y cBiAOMAeHHS i 3HaHHS crenudiky pi3HOMaHITHUX KYABTYP CBITY AO3BOASIE, Ha Halle
nepeKOHaHH, Mi>KHAp OAHUM OpraHi3alism 3abe3rneyyBaT KOHKYPEHTHI epeBaru, a TakoX e(PEeKTUBHO aAaNTyBATH BAACHI
cTparerii 6e3nocepeAHbO A0 HOBUX PUHKIB.

Couparouuchk Ha To¥ (PaxT, {0 CTAHOM Ha CbOIOAHI €KOHOMIYHI 3B'I3KM MK Pi3HMMM AepKaBaMyU MOCTIHO MOCUAIO-
IOThCS, HAa HAaIy AYMKY, YIIPaBAiHI|i Mi>kHAapOAHNMX OpraHi3aniif MalOTh BOAOAITY HaBMYKAMHY, 2 TAKOSK TeOPETUYHUMY 3HAH-
HAMM Mi3KKYABTYPHOTO MEHEASKMEHTY 3 METOIO 3a6e3neyeHHsI AOCSATHEHHS [I0CTaBAeHMX cTpaTeriynux uiarei. Kyasrypa, Ha
HAIl MOTASIA, YMHUTD BarOMMIl BOAMB Ha YXBAAEHHsI YIPABAIHCHKMX pillleHb, KOMYHiKaLil opranisayii, CTpykTypy po6oTu
oprasisanii, mwo, BiATIOBIAHO, pOGUTh BUBYEHHS AAHOT TEMATMKM HAA3BMYANHO aKTyaAbHUM. BeepenHs edekTMBHUX MOAe-
Aeli Mi>KKyABTYPHOTO YIPaBAiHHS CbOTOAHI AOIOMAra€ YHUKATU PU3MKMU, Ki TICHO MOB's13aHi i3 KyAbTYypHUMYU Gap'epamu, a
TAKO3X aKTUBHO CIIPUSIE CTAHOBAEHHIO CTaGiAbHUX Mi>KHaPOAHUX BiAHOCHH.

The relevance of the topic of intercultural management today is determined by globalization processes, which, in
turn, strengthen the interaction between organizations from different cultures and countries. In the modern business
environment, we believe that cultural differences are today not only a barrier, but also a priority factor for the success of
the functioning of international organizations. Management of cultural differences today has an impact, we believe, on
the effectiveness of interaction directly between employees, contributes to reducing the number of conflicts, as well as
increasing productivity. Awareness and knowledge of the specifics of various cultures of the world allows, in our opinion,
international organizations to provide competitive advantages, as well as to effectively adapt their own strategies directly
to new markets.
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Based on the fact that, as of today, economic ties between different states are constantly strengthening, in our opinion,
managers of international organizations should possess skills, as well as theoretical knowledge of intercultural
management in order to ensure the achievement of the set strategic goals. Culture, in our opinion, has a significant
impact on management decision-making, organizational communication, and the structure of organizational work, which,
accordingly, makes the study of this topic extremely relevant. The introduction of effective models of intercultural
management today helps to avoid risks that are closely related to cultural barriers, and also actively contributes to the
establishment of stable international relations.

The study of the problems of intercultural management is constantly the center of attention of economic science
today. Today, we consider the activation of the use of an intercultural approach as one of the most effective mechanisms
for changes in the economic and social spheres. In particular, we interpret intercultural management as the basis of the
process of functioning of international organizations as a whole. The issues of comprehensive study ofthe positive points,
negative points of the intercultural approach, the impact of the intercultural approach on the functioning of international
organizations in general, as well as the development and introduction of measures to improve intercultural management
remain relevant today.

A large number of scientists and practitioners were engaged in research related to the cultures of various states,
namely: Pochebut L., Shein E.,Rogach O.1.[1], DahlS., Stefanenko T., Lysgaard S., Yanieva D. D. [2], Ward C., ObergK.,
Nakonechna A. [3], Lyvitskyi S. and many others. However, in our opinion, the complex processes taking place in modern
economic conditions require deepening of theoretical knowledge and practical skills regarding the study of the

intercultural approach.

Thus, the priority goal of our research is to study and improve the strategies of the intercultural approach in leading
international organizations in order to increase the effectiveness of their application in domestic organizations in the

future.

In the process of our research, the following methods are used, namely: theoretical, among which we distinguish the
analysis of scientific sources, classification of information, systematization of information, synthesis of results,
generalization, comparison, as well as empirical, among which we distinguish the methods of interviewing, observation,

questionnaires, analysis practical cases.

Katouo06i ca0ba: xysvmypa, mixkysomypHuii menednmenm, miKHapoona opzanizayis, Kyivmypui

BiOminnocmi.

Keywords: culture, intercultural management, international ovganization, cultural differences.

MOCTAHOBKA NMPOBJIEMU

AocaiaskenHs mpo6aeM MiSKKYABTYPHOTO Me-
HEASKMEHTY IIOCTiJIHO € L[eHTPOM yBary ChbOT'OAHI
eKOHOMIYHOT HayKku. ARTMBI3a1il0 BUKOPUCTAHHS
MIKKYABTYPHOT'O IIAXOAY CbOT'OAHI PO3TASAAEMO
K OAMH 13 Hal6GiAbII AleBimMX MexaHi3MiB 3MiH
eKOHOM{4HO{ Ta coniaapHOT chepn. Mi>KRyABTYp-
HUJ MEHEAKMEHT 30KpeMa TPAKTYEMO K OCHOBY
nponecy (pyHKI[IOHYBaHHS Mi>KHapPOAHMX OpraHi-
3anii B iaAoMy. AKTyaAbHUMM 3aAUIMIAIOTHCS ChO-
TOAHI IMTaHHS KOMIIACKCHOT'O BYBYEHHS IO3UTHB-
HIX MOMEHT{B, HeTaTMBHIX MOMEHTIB Mi>KKYABTYP-
HOT'O MAXOAY, BIAMB Mi>KKYABTYPHOTI'O IAXOAY Ha
(yHKI[iOHYBaHHA Mi>KHaPOAHUX OpTaHi3aIiif 3ara-
AOM, a TAKO3K PO3pOOKa Ta BBEACHHS 3aXOAIB yAOC-
KOHAAeHHA MiXKKYABTYPHOTO MEHEASKMEHTY.

AHANI3 OCTAHHIX AOCNIAXEHDb
I NYBAIKALIA
Aocaipskenusimu, ski mos'sizani i3 KyAbpTypa-
MM pi3HOMAaHITHMX Aep>KaB 3aliMaracsa BeAMKa
KiABKICTh HaYKOBIiB i IPaKTUKiB, a came: [loue-
6yt A., Hleiin €., Porau O. 1. [1], Dahl S., Creda-
Henko T., Lysgaard S., {Iniesa A. A. [2], Ward C.,

N

Oberg K., Hakoneuna A. [3], AuBnnknit C. ta 6a-
rato inmmx. OAHak, Ha Halll TOTASA, CKAAAHI IPO-
IIecy, o MaloTh MiCIje B CY4aCHUX YMOBAX I'OCIIO-
AapIOBaHHS, BUMATAIOTh IOTAMOAEHHS TEOPETH-
HMX 3HaHb Ta NIPAKTUIHMX BMiHb BIAHOCHO AOCAi-
AKEHHS MiJKKYABTYPHOTI'O MIAXOAY.

MNOCTAHOBKA 3ABAAHHSA
Taxum 4MHOM, IPiOPUTETHOIO METOIO HALIOTO
AOCAIASKEHHS € BMBYEHHS Ta YAOCKOHAAEHHS
CTpaTeriy Mi>KKyAbTYpPHOT'O IIAXOAY Yy IPOBIAHUX
Mi>KHapOAHMX OpraHi3amifx 3 MeTOI HiABMINEeH-
HA e(peKTUBHOCT] 1X 3aCTOCYBaHHA y BITIM3HAHNUX
oprasizanisix B MaitGyTHbOMY.

METOAUN AOCNIAXKXEHHSA

V nmpomeci Hamoro AOCAiASKeHHS 3aCTOCOBA-
HO HAaCTYIIHi METOAM, a caMe: TEOPeTMUYHi, cepea
AKUX BUAIASEMO aHAAi3 HAYKOBUX ASKEpeA, KAa-
cudikania indopmanii, cucrematusanisa ingop-
Mmalii, CMHTe3 pe3yAbTaTiB, y3araAbHeHH, IO-
pPiBHAHHSA, a TaKO3K eMIIipUYHI, CepeA AKUX BUAi-
ASEMO METOAM iHTepB'IOBaHHA, CHOCTEpPE KeHH,
aHKeTyBaHH#A, aHAaAI3 IPaKTUIHMUX KeNCiB.
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BUKJIAA OCHOBHOIO MATEPIANY

MIiRRyABTYpHUI TiAXiA, AKMI TPYHTYETHCSA HA
YCBIAOMAEHHI Ta apanTanii A0 KYABTYPHUX PO3-
6i3KHOCTEN, AO3BOASIE MiJKHAPOAHMM OpraHizaii-
M e(peKTMBHO KepyBaTH BAACHUMY ONlepalL|isiMu B
pi3HOMaHITHMX KYABTYPHMX KOHTEKCTaX, IO, B
CBOIO 4epry, € HaA3BMYANHO Ba>XKAMBO 3 METOIO
3a6e3nedeHHs YCIixy, a TAKOK KOHKYPEHTOCIPO-
MOSKHOCTI Ha TAOGaABHOMY PUHKY.

OaHuM i3 ycnimHux npukAapiB eexTUBHOrO
BUKOPUCTAHHS Mi>KKYABTYPHOTO M AXOAY CBOTOAHI
¢ opraunizauist Unilever, oana i3 Hait6iabmmx cBiTO-
BMX TpaHCHaIjoHaABHNX KOopropaniit. Unilever mo-
Ka3aaAa BeAMKY T'HYYKICTb y apanTalii BAaCHUX Map-
KeTMHTOBMX CTpaTerill, IPOAYKTiB AO AOKAABHMX
KyABTYpHUX 0coOAnBocTelt. CTaHOM Ha ChOTOAHI
Unilever mae umpokuit noprdeap npoAyKTiB Ta
OpeHAiB, sKi pearisyoTses B monaa 190 kpainax, a
1€, BIATIOBIAHO, 3yMOBAIOE TAMOOKE YCBIAOMAEHHS
KYABTYPHUX PO36IKHOCTEN 3 METOIO e(EKTUBHO-
O yrnpaBAiHHS BAACHUM rA06aAbHUM Gi3HECOM.

Unilever choroAHi akTMBHO BIPOBAANKYE
MIXKKYABTYPHI AOCAIASKEHHS, AKi, B CBOIO 4epry,
AOIIOMATAIOTh OpTraHizamii po3po6ASTH IPOAYK-
TH, SIKi 6€3M0CePEAHBO BiAIOBIAAIOTH crenmbid-
HVUM yIIOAOGaHHSIM, CMAKaM CIIOSKMBAYiB y Pi3HMX
AepskaBax. AO TaKMX AOCAIAKEHb HAAEXKATh Ha-
CTYIHI: BUBYEHHS MICI[€BUX CMaKOBUX YIIOAOOaHb,
coljiaapHMX 3BMYaiB, KYABTYPHMX TPaANUIii, 1o,
B CBOIO Y€Pry, AO3BOASIE OpraHizanii po3pobasaTn
IPOAYKTHM BIAIIOBIAHO AO AOKAABHMX OYiKYBaHb Ta
Bumor. Opranizarniga mopivHO TPOBOAUTH TaKOK
AOCAIASKEHHS AAS YCBIAOMAEHHA TOTO, fAKi iHIpe-
AIEHTM MONYASPHI CHOTOAHI Ha KOKHOMY CIIeIly-
(pivHOMY PMHKY, @ TAKOK BiAIIOBIiAHO AO OTpMMa-
HMX AQHUX aAaNTy€ BAACHI pelenTypu.

Unilever B Iuaii € xopomnm npukaapom Toro,
SK MISKKYABTYPHUI ITiAXIA MOsKe 6yTH 3aCTOCO-
BaHMI 3 MeTOI0 ychmimHol apanrtarnii IpoAyKTiB
6e3m0CepeAHBO AO AOKaAbHMX yMOB. B Iuaii
oprauizanis npucTocoBye BAacHi no6yToBi i Koc-
MeTHYHi IPOAYKTHM 3TiAHO MiCIjeBUX 3BMYaiB Ta
Tpaaunin. Y uint kpaini 3HayHa yBara IpuAiAS€Th-
CsA BAACHE HaTypaAbHUM iHI'peAi€eHTaM, AKi € Ipio-
PUTETHUMM AAS AOTASAY 332 BOAOCCAM i IIKipoIo.
Unilever BUKOPUCTOBY€E KOMIIOHEHTH, & CAME Ky -
kyma iNeem, mo € ereMeHTOM TpapuniiHOIL
iHAITICBKOT MeAMIIMHM, 3 METOIO PO3POOKMU IIPO-
AYKTIB BIAOBIAHO AO MiCI[eBMX yIIOAOOaHb.

KarouoBuit acmerT ycmilHOI MisKKYABTYPHOT
crpaterii Unilever Aeskxuth B 3paTHOCTI OpraHi-
3anii apanTyBaTH AO AOKAABHMX KYABTYPHUX KOH-
TeKCTiB MapKeTMHTOBi KaMnaHii. ¥ mapkeTuHro-
BUX KaMIaHisx Ast puHky [HAlT oprauizauis 6epe
AO yBaru CBATKOBI KyABTYpHI Tpaauiii, a came:
Aisaai un Xoai, i BiamosiaHO po3po6asie pekaamHi
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MaTepiaan, MO AeMOHCTPYIOTh BKa3aHi CBATA, a
TAaKOJK 3HaYeHH [[UX CBAT AAA MiCIL[eBUX CIOKM-
BadiB, a Ije, BIAIOBiAHO, A0TIOMarae 3abe3nednTn
eMOLiTHNIl 3B'130K 6e3M0CEPEAHBO 13 ayAUTO-
pi€ro, a TakKO3K 36iABIINTY TI3HABAHICTH GPEHAY.

Unilever Takosk aKTMBHO aAanTy€E AO KYABTYP-
HUX 0COOAMBOCTEN PUHKY IIAKYBAHHS CBOIX IPO-
AykTiB. B IHAil opranizarnis BukopucroBye xo-
ABOPOBY YIIaKOBKY BiAIIOBIAHO AO MicCIieBMX ecTe-
TUYHUX YIOAOGaHb, MICTUTh Ha MiCI€BMX MOBax
indopmaniro, Aoomomarae Aerme po3Ni3HaBaTH
IPOAYKIIiIO CIOKMBAYaM, @ TAKOK YCBiAOMAIOBA-
TM BAAQCTMBOCTI | mepeBary NpoAyKmii.

Unilever 3acToCcOBy€ MIXKKYABTYpHMIT HiAXIA
TAKO3K y BAACH{ KaAPOBIit moAiTui, 3a6e3mneuns-
LI IPY [OMY MiCI[eBUM IpariBHMKaM Ge3moce-
PEAHIO MOSKAMBICTD YMHUTY BIAMB Ha CTpareril
opranizanii. Unilever cTBopioe i3 micmeBux
daxiBnis KomaHAM, WO AOOGpPE YCBIAOMAIOIOTH
KYABTYPHI OCOOAMBOCTI BAACHUX PUHKIB, a 1€, B
CBOIO Yepry, AO3BOASIE 3a06€3MeunTy BiATTOBiAHICT
IPOAYKTIB Ta cTparerin opranisanii micnesum
notrpe6am Ta yMOBaM.

EderTuBHiCTP MiKKYABTYPHOTI'O MiAXOAY
Unilever TakosK mpOSABASETHCA, HA HAII HOTASIA, Y
3AATHOCT] Oprasisarnii mBUAKO pearyBaTy Ha KOpeK-
TUBY Yy KYABTYPHUX TPEHAAX Ta PUHKOBUX YMOBaXx.
Koan B Inaii cnocrepirarocs 3pocTaHHS HOIYASp-
HOCTi HaTypaAbHUX, OPraHi4YHMX NPOAVKTIB,
Unilever mBuAKO CBilf aCOPTUMEHT aAaNTyBaAa,
BKAIOYNBINY Y HBOT'O HOBi IPOAYKTH BIAIIOBIAHO AO
ONNCaHNX TPEHAIB, IO, B CBOIO Yepry, AO3BOASE
opranizanii BiaAmoBiaaTv 3MiHHNM TOTPe6am CIOsKM-
BayiB Ta 3aAMIIATICA KOHKY PEHTOCIIPOMOIKHOIO.

Unilever akTuBHO BMKOPUCTOBYE TAKOXK ChO-
roAHI TexHOAOTIT 360pY i aHAAI3YBAHHS KYABTYD-
uux panux. Unilever 3acTocoBye anariTumuni
iHCTpYMEHTH 3 METOIO MOHITOPMHIY CIOKMBYUX
TpeHAIB, BOAOGaHb, O, BIATIOBIAHO, AO3BOASIE
oprasisarnii 3AilMCHIOBaTM 4iTKe NPOTHO3YBAaHHSA
PUMHKOBMX NOTPe6, a TAKOK BYACHO aAANTyBATH
BAACHI cTparterii, AoomomMarae Tako>X 3HU3UTH PU-
3MKM, AKi TicHO NOB'A3aHi 13 KYyABTYPHMMU He-
BiAmOBiAHOCTSIMM,a TaKOK 3abe3nedye edex-
TUBHICTB 6i3HEC-CTpaTeTii.

Ha mam morasa, Ba>XAMBMM acCIEKTOM ChO-
roAHi MiskkyAbTypHO{ cTparerii Unilever BBaska-
I0ThCS1 3060B'13aHHs opraHizanii A0 coniaapHOT
BiamoBiaaapHOCTI. Opranisanis akTMBHO BIIPOBAA-
JKy€ ChOTOAHI comiaabHi iHinjiaTuBH, AKi, B CBOIO
4epry, AeMOHCTPYIOTh KYAbTYpHI morpebu,
ninHocti miciesux cmiapHOT. Unilever peaaisye
nporpamu B IHAiI, AKi HanpaBAeHi Ha moAiNIeHHA
caHiTapHMX YMOB, 3a6e3MeYeHHsI AOCTYIY AO M-
cToi BOAM, a Ije, B CBOIO 4epry, BiAmoBiAaE Micue-
BUM BUKAMKAM Ta mOTpebam.
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Bapro Bia3HAa4MTH, MU BBaska€Mo, IO BIPO-
BaASKeHHS MiXXKKYABTYPHMX CTpaTerii AO3BOAfE
oprai3aljii apanTyBaTH BAACHI IOCAYTH, TPOAYK-
TV AO KYABTYPHMUX OCOOAMBOCTEN Pi3HOMaHITHUX
PMHKIB, IO BIATTOBIAHO YMHUTH TO3UTUBHUI BIIAUB
rA06aAbHY KOHKYPEHTOCIPOMOIKHICTh OpraHi-
3anii. IIpore, Ha Hame mepexKOHAHHS, MiSKKYAb-
TYPHMI MiAXiA XapaKTepu3yeThCsA TAKOXK 1 HeAO-
AiRaMy, IO MOJKYTh YMHMUTK BOAMB Ha edek-
TuBHICTH 3AiTicHenHs crparerii Unilever.

IlepeBaru BUROpPUCTAHHA MiXXKYABTYPHOTO
niaxoAy aast Unilever MicTATh MOSKAMBICTD apam-
Tanii A0 AOKaABHMX YMOB IPOAYKTiB, onTUMi3a-
{0 KaApoBOi HMOAITMKY, eeKTUBHMI MiCIjeBuUit
MapKeTMHT, BIPOBaAKeHH IHHOBaIill, IiABUIeH-
HA COIliaABHOI BIAIIOBiAQABHOCT, a Iie, B CBOIO Yep-
I'y, AO3BOASIE€ OpraHi3arii He AnIIe 3aAOBOABHATHI
CIOKMBAINbKi HOTPe6H, a TAKOK (HOPMYBATH 1O-
3UTUBHUI IMiAK OpEHAY.

ITonpnu e, BUKOPMUCTAHHSA MiKKYABTYPHOTO
MEHEeAKMEHTY Ma€ PAA HeAOAIKiB, a came: TPYA-
Houi y 36epeskeHH] BAaCHE EAHOTO iMiAXKY OpeH-
AY, 3Ha4Hi BUTPATy Ha BMBYEHHA Ta aAalTallilo,
npo6Aemu i3 MiKKOMaHAHOIO KOOPAMHALIEIO, CY-
nepevHoCTi MK TA06aABHOIO CTPATETIEI0 Ta CO-
IiaABHMMM iHIIaTMBAMY, PU3UKK Yepe3 KYABTYPHI
6ap'epu HeAOCTaTHBOT ycmimHOCTi IHHOBAIiL.

Coca-Cola croroaHi € oanieio i3 HanBipoMi-
X Ta Hai6iApyX opranizanin y cBiTi, sika npo-
AOB3KYE BinOOpaskaTy ePeKTUBHICTh MISKKYABTYP-
HOTO MiAXOAY 6e3m0CepeAHbO Y BAACHIN rao-
6aAbHill MapReTHHTOBII cTpaTerii. Ik rao6arbHMIT
Aipep cporoAHI y BUPOOHUIITBI 6€3aAKOTOABHUX
Hanois, mu BBakaemo, Coca-Cola cTtukaeTncs i3
pi3HOMaHITHMMM KYABTYPHMMM KOHTEKCTaMM Ha
csitoBux punkax. Coca-Cola ycnimuo apanrye, Ha
Halll TOTAAA, CBOT peKAaMHi cTpaTerii, MapKeTHH-
roBi KamnaHii A0 COI[iaAPHMX HOPM i KyABTYPHUX
yrnoa0GaHsb, 1110, B CBOIO Y€PTY, AO3BOASIE OpTraHi-
3anii 3aanmarnuca Ha Mi>KHapOAHIM apeHi KOHKY-
PEHTOCIPOMOSKHOIO.

Opranizanis akTMBHO apanTye ChOTOAHI
BAACHI MapKeTMHIOBi KaMIlaHii, IPOAYKTH BiAIIO-
BIAHO AO KYABTYPHHUX yIOAOGaHB 6€3110CePEAHBO
Ko>kHOTO crienmdivnoro pusky. B Inaii Coca-Cola
copmyBara pekraMHi KaMIaHil, AKi AeMOHCTPY-
I0Th MicIeBi 3Buyai, Tpaauiii, a came: iHTEeHCUBHE
BMKOPUCTAHHA TPaAUIIHUX CMaKiB, CIlelii, a Ie,
B CBOIO Y€PTry, AO3BOASIE Oprauizanii po3pobasaTu
OPOAYKTH BiAIIOBIAHO AO CMaKOBUX IlepeBar CIIO-
skmBaviB [HAIT, i, AK pesyabrar, 3a6e3nevyBaTu
BUCOKMI PiBeHb BAaCHE AOKaAbHOI apamranii.

Coca-Cola choroani xapakrepusyerbcs 3AaT-
HicTIO popmyBaTH pekAamMHi KamnaHii, ki 6epyTh
AO yBaru B MicIleBi coljiaAbHi HOpMM Ta CBATKOBI
tpaanyii. Kamnanii cesarkysanus 8 Kurai Aynno-

N

ro Hosoro Poky, sk nmpukaaa, HariuyooTs Tpa-
AMLiHI CUMBOAY, MOTHUBU, KOABOPH, a caMe: 306-
paskeHHS ApaKOHa, YepPBOHMI KOAIp, AKI MalOTh B
KMTaNChKill KYABTYPi Barome 3HavyeHHA. Bkasani
KaMIlaHi{ COPUAIOTh CTAHOBAEHHIO TO3UTUBHOTO
imMiasKy GpeHAY, a TAKOK 3a6€e31e4yIoTh BiATIOBI-
AHO CepeA MiCIeBUX CIIOKMBAYIB TAMGOKMIT pe30-
HaHC.

Croropni aktusHO Bukopucrosye Coca-Cola
AOKAaAbHI CMMBOAM, MOBM Y BAACHMX PeKAAMHUX
KaMIIaHiAX 3 MeTOIO MiABMIIEHHS Ha KOHKPEeTHUX
puHkax ipentudiranii 6penay. Sk npuraaa, B
SInonii Coca-Cola BuropucToBye An0OHCHKI ppa-
31, CUMBOAJ, IJO BIAIIOBIiAHO AO3BOASIE Kpallje KO-
MyHiKyBaTy 6€300CepeAHbO i3 MiCIIEBUMY CIIOSKM-
BaYaMy, a TaKOK (POPMyBaTy BpPaskeHHS GiAbil
nepcoHaAi3oBaHe, 1o, B CBOIO YepTy, AOIIOMAarae
Coca-Cola B3aemopisiTH i3 pisHOMaHITHUMM KYAb-
TypHUMU I'pynamyu epeKTHUBHIlIe, a TAKOK 3HWKY -
BaTY KYABTYPHI 6ap'epn.

Coca-Cola 3a6e3mneuye CbOrOAHI TAKOK AOKa-
Ai3anilo ymakoBKM BAACHMX HPOAYKTIB OKpim
apanTanii pekaamHux kamnaxin. Ha puakax B
apabcpkux KpaiHax opraHisaiis, Ik IPUKAaA, BU-
KOPHUCTOBYE apabChKy CMMBOAIKY, aadaBitu Ha
yIaKoBIfi, AASI TOTO 1106 BiATIOBiAATY GiAbIIE KYAb-
TYPHUM 3BUYasIM, HOpMaMm, 1o, B CBOIO 4epTy, He
TiABKM AOTIOMArae BUTASIAATH GiAbII AOKaAi30Ba-
HUM OPEHAY, & TAKOK MOKPAIYE CHPUNHITTS
O6peHAy 6e3mocepeAHbO SIK YaCTUHM MiCIeBOT
KYABTYpPH.

Ha namy aymky, Coca-Cola gacro cniBnparyoe
CBOT'OAHI i3 KyABTYPHMMM Aif9aMy, AOKAABHUMU
3HAMEHMUTOCTSAMM 3 METOIO IIPOCYBaHHS BAACHUX
npoAykTiB. Take mapTHEpCTBO, MU BBasKaEMO,
Aonomarae copMyBaTH B 04aX MiCIIeBUX CIIOKM-
Ba4iB mo3uTuBHMI iMiak Gpenay. YV Bpasuaii
Coca-Cola akTuBHO cmiBmpaljoe CbOroAHi i3
CHOPTUMBHUMMU 3ipKaMy, HOIYASIPHUMY MY3UKaH-
TaMM 3 METOIO IIPOCYBaHHS BAACHUX IIPOAYKTIB,
110, B CBOIO Y€PTy, AONOMAra€ 36iApLNTH BIAK-
BOBIiCTh KaMIIaHiM Ta CTYIiHb 3aAyYEHHS CIIOXKU-
BaviB.

3 MeTOI0 ypaxyBaHHS KYABTYPHUX PO306isKHO-
creit Coca-Cola 3a6e3nedye cbOroAHi THYYKiCTh
y BAACHMX MaPKETMHTOBHUX cTparerisnx. B apa6ces-
KX KpalHaX OpraHidanis yTpuMyeTbCs Bia peKaa-
MU HelLjeH3yPHOI MOBY i aAKOTOAIO 3 METOIO IIOBa-
SKaTU KyAbTYpHIi MicrieBi Hopmu. Take cTaBaeHHS,
Ha Haw norasia, Aoonomarae Coca-Cola 3a6e3me-
YT DO3UTUBHE COPUIMHATTA GPEHAY, a TaKOXK
YHUKHYTYU KYABTYPHMUX HEIOPO3YMiHb.

Coca-Cola npoBoanTh crcTeMaTH4Hi AOCAIA-
SKEHHSI CIIOKMBYOT mMOBEAIHKM, ymopoGaHb Ha
pi3HUX PMHKAX AAS TOTO, 06 Kpale aAanTyBaTi
BaacHi crparerii. Coca-Cola Bukopucrosye aani
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PO MOKYITHI 3BUYKM, KYABTYPHI BIOAOGAHHS, CO-
IjiaAbHI TPEHAM 3 METOIO0 CTBOPEHHS KaMIlaHil,
npoAyKuii BiamosiaHO A0 cnenudivHux noTpe6d
pPi3HOMAHITHUX KYyABTYPHUX TPYII.

MiskryapTypuuit niaxia Coca-Cola ayske
BIIAMBAE HA IMIAK OPEHAY, Ipu 1bOMY POPMYIOUN
JIOTO BAaCHE AK iHKAIO3MBHUM, AY>Ke IyTAMUBUMN
6e3m0CepeAHbO AO KYABTYPHUX OCOGAMBOCTEIL.
Opranizanis moka3ye BAaCHY 3AaTHICTh AO PO3Y-
MiHHA, apanTalil pi3HOMaHiTHUX KYABTYp, 1JO, B
CBOIO Yepry, MO3UTUBHO BiAOGPAsKAETHCS HA
CHpUIHATTI 6peHAy 6e3m0cepeAHbO K MiCIeBO-
ro Ta rA06aAbBHOTO Alaepa.

3aBAAKM eyCHiNTHOMY BMKOPUCTAHHIO MiXK-
KYABTYPHOTO MIAXOAY, OpraHizarmisi Ha TA0GaAb-
HOMY PMHKY AOCATAE 3HAYHMX yCmixiB. Apanranis
6e3m0CcepeAHBO AO KYABTYPHUX MICI[E€BUX YIIOAO-
6aHb, AOKAABHUX MOB, CUMBOAIB, CBTKOBUX Tpa-
ANIIi, TAPTHEPCTBO i3 KYABTYPHMUMMU AifdaMyu, B
CBOIO 4Yepry, COpUAIOTh, HAa Hallle IepeKOHAaHHH,
e(eKTUBHOMY IPOCYBaHHIO GpEHAY y pi3HOMaHi-
taux perionax. Coca-Cola He TiAbKM 3aA0BOABHSIE
noTpe6y BAACHUX CIIOJKMBAYiB, @ TAKO3K CTBOPIOE
IO3UTMUBHUMN IMiAK, IO, B CBOIO 4epTy, CIPUIE
Mai6yTHbOMY POCTY, & TAKOSK 3MIIJHEHHIO TO3UILil
oprasisanii Ha cBiTOBiN apeHi.

Coca-Cola croroasi € oaHi€r0 i3 HaliBipOMiIIMX
Ta HaGIABIIVX TPAHCHALIIOHAABHYX KOPIOPALiil y
CBiTi, IKa BUKOPUCTOBYE Mi>KKYABTYPHMI HIAXIA AK
IPiOPUTETHMII EAEMEHT BAACHOT TA06aAbHOT CTpa-
terii. Mi>kKKyABTYpHUI MEHEASKMEHT CbOTOAHI AO3-
BoAsie Coca-Cola, My BBaskaemo, e(heKTHBHO apal-
TYBATU IPOAYKTH, PO3POOAEH] MaPKETHHIOBI KaM-
naHii, komyHikarnii 6e3nocepeAHbO AO pi3HOMAHI-
THUX KYABTYPHMX KOHTEKCTIB, IJO BiAIIOBIiAHO 3a-
Ge3mevye 3aA0BOAEHHS NOTPeb 6e3mocepeAHbO
AOKaABHMX CIOKMBAYiB, 3MIITHIOE IO3MUIi1 OpraHi-
3arii Ha MiJKHapOAHOMY PMHKY.

MiskkyabTypHuit meneaskmeHnT Coca-Cola 3a-
Ge3nedye 6arato mepesar, 3cepep SAKUX BUAIASIE-
MO HaCTYIIHi: 3pOCTaHHA AOKAaABHOI IPUMHATHOCTI
OpeHAY, epekTUBHA AOKAAI3aL{T0 MAPKETUHTOBUX
cTpaTeriif, IPOAYKTIB, YKPIIAEHHA KOHKYPEHTHMUX
IO3MIiN, 3pOCTaHHA AOSAABHOCTI CIIOXXMBAUiB.
IIpoTe, Ha Hame mepeKOHAaHH, peaAizanig
MiKKYABTYPHOTO IiAXOAY CYIIPOBOASKYETHCA Ta-
KOJK CbOTOAHI IIEBHMMM BUKAUKAMM, CepPep AKMUX
BMAIASIEMO HACTYIIHI: 3Ha4Hi BUTpATy Ha apamnTa-
il0, CKAAAHICTh YIPaBAiHHSA, PU3UK KYABTYPHMUX
IIOMUAOK, MOJKAMBI BHYTPillIHi KOHPAIKTH, TOTpe-
6a BiamoBiaAHOCTI 6e3m0CcepeAHbO MisKHAPOAHUM
cranpapram. EdextnBHa pearizaris MisKKyAbTYp-
HOTO MEHEAKMEHTY CbOTOAHI mMOTpeby€e 4iTKOTO
NAAHYBaHHSA, YiTKOTO YCBiAOMAEHHS KYABTYPHMUX
0Cco6AMBOCTEI, @ TAKOK ePERTUBHOT KOOpAMHAL |
MiX pi3HOMaHITHMMM KOMaHAaMU Ta pUHKaMI.

N\

N 2B

N\

BUCHOBKMHA

Takum 4MHOM, MO3KEMO 3POOUTHU BUCHOBOK,
O BUBYEHHA | aHAAI3 Mi>KHapOAHMX OpraHi3anii,
AKI BUKOPMCTOBYIOTh MiKKYABTYPHMUI MIAXIiA,
NiAKPECAIOIOTH BarOMiCTh apanTalii A0 KyABTYp-
HMX BiAMiHHOCTe 3 MeTOI0 e(eKTUBHOTO (PYHKI-
ioHyBaHHS ChOrOAHI Ha TA06aABHOMY PUHKY. BBe-
AE€HHA MIKKYABTYPHUX CTpaTeriyi Aomomarae
Mi>KHapOAHMM OpraHi3alisfiM He TiABKM Kpalle yc-
BIAOMAIOBATH Ta 3aA0BOABHATH Ge3nocepeAHi mo-
Tpe6y AOKaABHMX CIIOKMBAY(B, a TAKOK 3a6e3Ie-
qyBaTM ONTMMAABHY iHTErpario 6e3n0cepeAHbO Y
pi3Hi KyApTYypHi KOHTeKCcTH. [IpUKRAaAM IpOBiAHNX
opranisarnin, a came: Unilever, IBM, Coca-Cola
BiAOOpaskamoTh, 1[0 MIKKYABTYPHUI MiAXiA, HA
Hallle IepeKOHAaHHsA, BBa’KAE€ThCA ChOI'OAHI KAIO-
YOBMM YMHHIKOM 3a0€e3NeYeHHs AOCATHEHHS KOH-
KYpPEeHTHUX IlepeBar 30KpeMa Ta AOBI'OCTPOKOBO-
ro ycuixy (pyHKIIiOHYBaHHSA Ha Mi>KHapOAHiN apeHi
3araAoM.
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