the increase of the green energy utilization. At the
moment, the use of alternative energy sources
within the Hungarian electricity production is quite
low, but more and more power plants use biomass
for heating.

At present, 60% of the energy need of the
country comes from imports, while half of the
imports could be produced domestically with using
renewable energy sources with reasonable costs.

However, due to energetic crop production, only
8-25% of the country’s demand could be produced,
therefore it can only be a supplementary energy
source. Moreover, under the present economic
circumstances, the energy production from
renewable energy sources is not competitive
compared to the conventional energy sources.
Though this handicap has been decreased due to
the recent happenings, the row material production
still needs to be subsidized.

potentials, the biomass potential of the forests is the
highest in Northern-Hungary and Southern-
Transdanubia due to their geographical location. We
can also see that the community waste production is
the highest in Central-Hungary. The aim is to
establish regional dumpings where professional
waste management and biomass production is
carried out. Based on our examinations, we need to
state that the regional analysis of the biomass
production and processing is sometimes not enough
to make certain decisions. In some cases, the
optimal area sizes cross the regional borders, so it is
not recommended to define the production borders
at the regional borders.

In order to make right decision, we need
comprehensive analyses. The selection of the right
location for production, and the optimal size and
location of the processing plant and storage facility
may bring several economic and social benefits in

Conclusions long terms, generating multiplicator effects in the
According to our research on Hungary's | given area.
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o mHeHuro AneuHa Toghgpriepa, ebipaxeHHomy 6 2008 2. (yvepe3 17 nriem nocrie ebixoda u3 rnevyamu
~CMeuweHuli 8o enacmu”), nepexod sKOHOMUKU om UHOycmpuarnbHOU K 3KOHOMUKe, OCHO8aHHOU Ha 3HaHU-
X, HaYUHaemcsi monbKo mernepb. B kaxdol cmpaHe amom nepexod 6ydem npomekamsb pasfuyHo, u emy
6ydem conymcmeosamb MHOXecmeo rnapadokcos U s1I8HbIX rpomusopedul. O0Ha Yacmb U3 HUX npedcma-
erieHa 8 HacmosiuieM u3noxeHuu. B amux yensix obocobrisgiomcesi dse epynnbl: 1) napadokckl U si8HbIe Mpo-
mueopeyus 8 opeaHU3alyUOHHOM pa3sumuu 8 rnepexooe K 3KOHOMUKe, OCHOB8aHHOU Ha 3HaHuUsiX; 2) napado-
KCbl U 5I8HbIE MPOMUBOPEYUST 8 He/108€4ECKOM 108e0€HUU 8 NMepexode K 3KOHOMUKe, OCHOBaHHOU Ha 3HaHU-
sAx. PaccmMompeHruro npedwecmsyem xapakmepucmuka 3HaHUsT Kak crieyughuyecKo2o 4esiogeqyeckozo pe-
cypca U Kak UCmOYHUKa 8bICOKOKa4YeCmeeHHOU 81acmu, 8KIIKOYasi U Ha Op2aHu3alyUOHHOM ypOBHE.

Ha dymky EnsiHa Togbgpriepa, supaxxeHo20 8 2008 p. (Yepe3 17 pokig nicris suxody 3 OpyKy "3MilieHHs
y enadi'), nepexi0 ekoHoMiKu 8i0 iHOycmpianbHOi 00 €KOHOMIKU, 3aCHOB8aHOI Ha 3HaHHSIX, MOYUHAEMbCS
minbku menep. Y KOXHIU kpaiHi yel nepexid 6yde npomikamu pizHoMmy, i tiomy byde cyrnpogodxysamu 6e3-
niv napadokcig i aeHUXx npomupid. O0Ha YyacmuHa 3 HuUX rpedcmasrsieHa 8 Cb0200eHHI suknadi. Y yux uinsax
sidokpemtorombcs 08i epynu: 1) napadokcu i A8HI Mpomupidysi 8 opaaHizayitiHoMy po3eumky 6 repexodi Ao
€KOHOMIKU, 3aCHOBaHOI Ha 3HaHHSX, 2) napadoKcu i S8HI npomupiyys 8 fochkKili nosediHyi 8 nepexodi o
€KOHOMIKU, 3acHoB8aHOI Ha 3HaHHsIX. Posensady nepedye xapakmepucmuka 3HaHHS 5K crneyughiyHo2o nodch-
Koe2o pecypcy i ik Oxeperia 8UCOKOSIKICHOI eradu, eKtoyaroyu i Ha opaaHisauitiHoMy pieHi.

PeueH3eHT: a.e.H., npodecop J1. |. Mnxannosa
[aTta HagxomkeHHsa oo pegakuii: 02.02.2012 p
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ELECTRONICS MARKETING AND ITS IMPACT ON THE QUALITY
OF BANKING SERVICES IN IRAQI COMMERCIAL BANKS

L. V. Kuznetsova, Prof., Odessa National Economic University
Alakidy Beniyan F.lbrahem, Odessa National Economic University

The importance of this study is that it explains the role adopted by the marketing departments of
commercial banks of Iraq to the success of their work and achieving their marketing, social, and through the
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use of the Internet in the provision of services and quality assurance to customers, as well as the ability to
search for different methods to help commercial banks to achieve success in serving all its customers. The
need for the banks providing databases and marketing information to help customers meet their needs and
assist them in making decisions regarding matters of banking. That the banks should conduct studies to
follow up on what's new with regard to the development of banking services to create an atmosphere of
confidence and trust in their relations with customers. Need to follow up recent developments in the field of
e-marketing and access to customers through the latest electronic means as having a direct impact on the
quality of banking services. Banks to take into account demographic factors to customers in the marketing

mix and blend their banking services.

Keywords: electronics marketing, Iraq banks, sample standard deviation, sample size requires,

hypothesis.

Introduction

Private banking is a banking and credit system,
where there is more room for a client to request
financial facilities and the margin is larger than
normal client. On this basis, it depends on the size
of a client and the type of relationship existing
between him and the financial institution, bank, and
not necessarily on the size of the client's account in
the institution (as treated in the value of
customers)[1-2]. For the moment, has expanded this
definition to include a range of services and a long
list of banking activities of non-traditional, but most is
in the management of investment of funds and
assets, any investment of those funds belonging to
the client commensurate with the orientations and
desires and objectives of the investment, and with
the change to this trend has become non-bank
entities can engage in wealth management market,
that is, those institutional investors that have
specialized license management of funds and not
engage in banking activities and accept deposits[3].
In a study of a sample of 381 industrial companies
exporting in the U.S. They found that the use of the
Internet in marketing increases the degree of
efficiency of marketing in support of the relationship
with customers as well as with competitors in
exporting companies as it was the most important
results of the study that the increased degree of
efficiency of marketing lead to improved
performance in relation to exports[4]. According to
another study that is expected to increase the
volume of transactions in the market for Business-to-
business Internet from U.S. $ 43 million in 1998 to
1.3 trillion dollars in 2003. The market for Business-
to consumer Internet is expected to increase the
size of the deal of $ 8 million in 1998 to 108 billion
dollars in 2003[5]. Also offered the magazine earlier
in the April 1996, an investigation with the press
director of marketing and planning strategist at the
Bank of Huntington. The investigation dealt with the
experience of the full use of the network, particularly
in the achievement of full security and full
confidentiality of the bank and its customers[6]. The
display of [7] the experience of insurance companies
in reliance on the network in the marketing of its
services. The researchers explained that this
experience has resulted in a radical shift in the way
of marketing activities and methods of these
companies offer their services. In a comparative
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study conducted by [8] Between each of the
traditional advertising and online advertising. The
study highlighted that the Internet is a challenge for
researchers, and shows a need for more research
on the use, marketing men and that the use of the
network requires a better understanding of how
customers perceive to advertise on this network. [9]
Has discussed in his use of the Internet as a tool to
advertise on a large scale, and the network's
position in the marketing communications mix. The
research was to provide a theoretical framework for
measuring the efficiency of the network. The
researchers found a model consists of six stages.
Have addressed the problem of the form mainly the
fact that the recipients of the message on the
network, composed mainly of two groups: those
interested the organization stated, and is interested
in this [10]. The researchers concluded that the
degree of attractiveness as an advertising network
depends on the number of members of the group
and reached the first equation to measure it. The
answer came in to the network with special features
including: easy access to, global, low cost. As well
as the network provides a new opportunity for
advertisers and marketers to connect new and
existing markets in an integrated manner. And that
the model that can be reached by the researchers -
and the academic point of view - to contribute to the
development of research achieved to maximize the
effective use of the network as a marketing tool.

Importance of the study

The importance of this study show the role
adopted by the marketing departments of
commercial banks of Iraq to the success of their
work and achieve their marketing and through the
use of the Internet in the provision of services and
guality assurance to customers, as well as the ability
to search for different methods to help commercial
banks to achieve satisfaction by a large number of
its customers. The rapid development that took
place in banking services, diversity and use of the
Internet to provide banking services requires special
skills by an employee of the bank clients so that they
can achieve satisfaction towards the use of these
services and research later on how to improve the
quality of banking services using e-marketing.

The importance of this study also lies in the
knowledge of the key points that clients are looking
for and prefer its presence in the banks so that these
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banks provided and submit them online to ensure
the quality, in addition to assisting commercial banks
in the acquisition of customer interest and attract
them through their awareness of the impact of e-
marketing on the quality of banking services and the
factors linked to personal and career and work with
customers to develop , as well as contribute to
providing a database to help commercial banks to
achieve competitive advantages to help them in
making marketing decisions, in particular,
administrative generally the lack of studies on the
impact of e-marketing on the quality of banking
services has led researchers to conduct this study
and access to the most important points that clients
are looking for and that could make them turn in
their dealings with banks than the traditional method
to adapt to future developments and to keep pace.

Objective of the study

This study aims to: Identify the perceptions of
clients of commercial banks in Iraq for; The concept
and importance of e-marketing ;The role of e-
marketing in promoting the relationship between
banks and their customers; The impact of e-
marketing on the quality of banking services; The
impact of demographic factors to understand the
quality of banking services; Contribute to providing
an information base that will help the departments of
commercial banks of Irag to adopt the concept of e-
marketing in dealing with customers.

Problem of the study

This study seeks to answer the following
questions: 1. What is the concept and the reality of
e-marketing in the commercial banks of Iraq? 2. Do
you realize the importance of commercial banking
customers in e-marketing deal? 3. Do you agree
with this concept it should be seen as specialists in
the field of marketing? 4. Does the e-marketing
strengthen the relationship between banks and their
customers? 5. Does the e-marketing to enhance the
quality of banking services? 6. Did the commercial

7?8’

eZ

N

Were distributed (400) form a banking
customers of the four equally to branches in different
regions within the Municipality of Baghdad, where
restored them (380) form packed, he found them
(330) form only full and valid statistical analysis or
the rate of 82.5% of the total questionnaires sent .

Information-gathering instrument:

The researchers developed a questionnaire as
a tool to collect data and information related to the
study, which consisted of two parts: the first part
included (20) is to measure the impact of e-
marketing on the quality of banking services, spread
over five variables which are:

The first variable: the availability of a database
and includes questions 3 +4 +5; Second variable:

BicHuk CyMcbKoro HauioHanbHOro arpapHoro yHiBepcurtety
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banks of Irag achieve tangible success in the field of
e-marketing? Hypotheses of the study

The study relied on a set of hypotheses which
aimed primarily to determine the impact of e-
marketing on the quality of banking services to the
commercial banks in Iragq, as seen by the
respondents. The study was the formulation of
hypotheses on the shape nihilistic as follows: 1.
There is no relationship between the availability of a
database and the quality of banking services; 2. No
relationship between research and development and
quality of banking services; 3. There is no
relationship between the degree of safety and
quality of banking services; 4. No relationship
between marketing strategy and the quality of
banking services; 5. There is no impact of marketing
on the quality of electronic banking services; 6.
There are no statistically significant differences in
the responses of a sample study on the quality of
banking services due to demographic factors.

The study population and sample selection

The study population consists of customers of
commercial banks operating in Irag (14) commercial
banks, where the study included clients of
commercial banks who are in the province of
Baghdad just did not include clients of commercial
banks in the rest of Iraq. Formed the study sample
of (330) agent of the Iraqi commercial banks, four
were selected in a simple random way. Was to
determine the number of the sample through the
analysis of a random sample of the test (12) an
agent of the four commercial banks, for which it was
found that the average standard deviation of the
educational level (0.505). After that the sample size
was calculated on the basis of the desired level of
confidence of 90% and the error allowed 0.05 and
as follows: Where: e: error allowed, S: the sample
standard deviation, N: sample size requires
Z: confidence level at 90% (standard value of 1.8).

_ (0.505)% * (1.8)2
(0.05)°

= 330 people

research and development and includes questions 1
+11; Third variable: Security and includes questions
12 +16; Fourth variable: marketing strategy and
includes questions 2 +14 +17 +18; Variable V: The
quality of banking services, including questions 6 +7
+8 +9 +10 +13 +15 +19 +20

Has been the adoption of a measure of the
Liker five-degrees to evaluate the answers of
respondents, have been calculated marks on the
basis of the given 5 marks to answer strongly agree,
and (4) signs of an answer | agree, and (3) signs to
answer neutral, and (2) are trademarks of the
answer | do not agree, and mark one answer to
strongly disagree. The second part of the
guestionnaire contained demographic information for

185

Cepisa «EkoHoMika i MeHefkMeHT», Bunyck 4 (52), 2012



the client, such as race, age, educational level and
the average monthly income.

Study the determinants of

The researchers selected four commercial
banks in Iraq, where questionnaires were distributed
to the four branches of these banks located within
the borders of the Baghdad Municipality.

Reliability and validity questionnaire

Resolution offered on several university
professors, judges from Irag, and to some
specialists in the field of marketing banking to
examine the precise wording of the resolution and

the degree of relevance to the objectives of the
study. The researchers had to reconsider some of
the phrases in the resolution in light of the
amendments proposed by the arbitrators. To
measure the accuracy of the results of the study,
were used equation Cronbach alpha (Cronbach
Alpha) where the coefficient alpha (75.5%),
suggesting a relationship  consistency and
coherence of a good between statements resolution,
this proportion is greater than the percentage
accepted statistically significant, amounting to
(60) % ((Sekaran 1984). Model study

_

—

S— /.

Characteristics of the study sample

Table (1)
Distribution of study sample by sex, age and educational level
Educational Age Level Gender
Category repetition % Category repetition % Category repetition %
Less than secondary 52 15.8 | Less than 20 35 10.6 Male 216 65.5
secondary 85 25.7 20-29 56 17 Female 114 345
Bachelor 154 46.7 30-39 78 23.6
Master 27 8.2 40-49 98 29.7
Doctorate 12 3.6 50 and more 63 19.1
Sum 330 100% Sum 330 100% Sum 330 100%

Table (1) above shows that the majority of the
respondents with regard to sex, where males
numbered (216) by individuals (65.5%). As for the
age categories was the largest number of iterations
in the category that is located between the ages (40-

49) years where the rate was (29.7%) of the total
respondents. For the educational level was (46.7%)
of respondents from the Diploma campaign, and the
rest is distributed to different degrees

Table (2)
Distribution of the sample by the average monthly income
Category repetition %
Less than 500000 25 7.6
500000-1000000 58 17.6
1000000-1500000 167 50.6
1500000-2000000 63 19
2000000 and more 17 5.2
Sum 330 100%

Table (2) above depicts that the majority of the
sample with respect to the average monthly income
of 167 per 50.6 and the lowest was 5.2, which is
more than 2000000 dinars.

Analysis of results and test hypotheses
The first hypothesis: There is no relationship
between the availability of a database and the
quality of banking services.
Table (3)

Analysis of Variance for the answers of the respondents between the availability
of a database and the quality of banking services

Source Sum of the squares | Degrees of freedom | Average of the squares | Value (f) | The level of significance
Between the groups 6.780 10 0.678 5.022 0.00
Within the groups 43.2 319 0.135
The overall contrast 49.979 329
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Between the table number (3) above, the value
of (f) the calculated (5.022) is greater than the value
extracted from the statistical tables (1.83) at the
level of significance (0.05) and degrees of freedom
(10, 319), which requires rejection of the hypothesis
of nihilism and accept the alternative hypothesis.
Which provides a link between the availability of a

database and the quality of banking services? And
this result confirms the level of significance (f) of
(0.00), where it is less than (0.05) the approved level
for this study.

The second assumption

No relationship between research and
development and quality of banking services.

Table (4)
Analysis of Variance for the answers of the respondents between the research
and development and quality of banking services.
Source Sum of the Degrees of Average of the Value (f) The level of
squares freedom squares significance

Between the groups 14.037 7 2.005 17.902 0.00
Within the groups 35.943 322 0.112
The overall contrast 49.979 329

Table No. (4) above, the value of (f) the
calculated (17.902) is greater than the value
extracted from the statistical tables (2.01) at the
level of significance (0.05) and degrees of freedom
(7 and 322), which requires rejection of the
hypothesis of nihilism and accept the alternative
hypothesis. Which provides a link between research

and development and quality of banking services.
And this result confirms the level of significance (f) of
(0.00), where it is less than (0.05) the approved level
for this study.

The third hypothesis: There is no relationship
between the degree of safety and quality of banking
services.

Table (5)
Analysis of Variance for the answers of the respondents,
Between the availability of safety and quality of banking services
Source Sum of the Degrees of Average of the value () T‘he‘I‘eveI of
squares freedom squares significance

Between the groups 11.640 8 1.455 12.227 0.00
Within the groups 38.340 321 0.119
The overall contrast 49.979 329

Table No. (5) above, the value of (f) the
calculated (12.227) is greater than the value
extracted from the statistical tables (1.94) at the
level of significance (0.05) and degrees of freedom
(8, 321), which requires rejection of the hypothesis
of nihilism and accept the alternative hypothesis.
Which provides a link between the availability of

safety and quality of banking services? And this
result confirms the level of significance (f) of (0.00),
where it is less than (0.05) the approved level for
this study.

The fourth hypothesis: No relationship between
marketing strategy and the quality of banking
services.

Table (6)
Analysis of Variance for the answers of the respondents between marketing strategy
and the quality of banking services.
s Sum of the Degrees of Average of the The level of
ource Value (f) L
squares freedom squares significance

Between the groups 15.055 9 1.673 15.349 0.00
Within the groups 34.924 320 0.109
The overall contrast 49.979 329

Table No. (6) Above, the value of (f) the
calculated (15.349) is greater than the value
extracted from the statistical tables of $ (1.88) at the
level of significance (0.05) and degrees of freedom
(9, 320), which requires rejection of the hypothesis
of nihilism and accept the alternative hypothesis.
which provides a relationship between marketing

strategy and the quality of banking services. And this
result confirms the level of significance (f) of (0.00),
where it is less than (0.05) the approved level for
this study.

The fifth hypothesis: There is no impact of
marketing on the quality of electronic banking
services.

Table (7)
Analysis of variance of the impact of e-marketing on the quality of banking services.
Source Sum of the Degrees of Average of the value () T‘he‘I‘eveI of
squares freedom squares significance
Regression 26.334 5 5.267 72.151 0.00
The remaining factors 23.645 324 0.073
Grand VARP 49.979 329

The correlation coefficient (R) = 0.716 |
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0.513. Conducted linear regression analysis and the
results of analysis of variance as follows shown in
Table No. (7) above as the value of f calculated was
(72.151) is greater than the value of indexed amount
(2.3) when the degrees of freedom (5, 324) and the
level of significance of (0.05) this requires rejection
of null hypothesis and accept the alternative
hypothesis, which states that the effect of marketing
on the quality of electronic banking services. And

In addition, it is clear that the value of the
coefficient of determination R2 was (0.513) which
means that the percentage (0.513) only by changes
in the average responses of the sample quality of
service (dependent variable) attributable to changes
in the electronic marketing (independent variable).

Sixth hypothesis: There are no statistically
significant differences in the responses of a sample
study on the quality of banking services due to

this result confirms the level of significance (f) of | demographic factors combined (sex, age,
(0.00) where it is less than (0.05) significance level | educational level, income).
is adopted.
Table No. (8)
Analysis of variance of the impact of e-marketing on the quality of banking services.
Source Sum of the Degrees of Average of the Value (f) T_he_lf-zvel of
squares freedom squares significance
Regression 18.459 6 3.077 31.398 0.00
The remaining factors 31.520 323 0.098
Grand VARP 49.979 329

The correlation coefficient (R) = 0.594

Coefficient of determination (R Square) = 0.353

Conducted linear regression analysis and the
results of analysis of variance as follows shown by
Table No. (8) above as the value of f calculated
(31.398) is greater than the value of indexed amount
(2.3) when the degrees of freedom (6, 323) and the
level of significance of (0.05) and this requires null
hypothesis was rejected and accept the alternative
hypothesis, which states the existence of statistically
significant differences in the responses of a sample
study on the quality of banking services due to
demographic factors. And this result confirms the
level of significance (f) of (0.00) where it is less than
(0.05) significance level is adopted. In addition, it is
clear that the value of the coefficient of
determination R2 was (0.353) which means that the
percentage (0.353) only by changes in the average
answers of respondents on the quality of services

(dependent variable) attributable to changes in
demographic factors (independent variable).

Results

After reviewing the statistical analysis, the
following results were obtained; 1 - there is a
relationship between the availability of a database
for marketing and quality of banking services; 2 -
There is a relationship between the research and
development and quality of banking services; 3 -
There is a relationship between the availability of
safety in the banking business and the quality of
banking services; 4 - There is a relationship between
marketing strategy and the quality of banking
services; 5 - There is an effect on the quality of
marketing e-banking services; 6 - no statistically
significant differences in the responses of a sample
study on the quality of banking services Tazyaly
demographic factors.
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B cmambe niposedeHo uccriedogaHue posiu MapKkemuHa208bix omdesioe KommepYeckux baHkoe Mpake.
lMpoaHanusuposaHa ponb UHMEPHEM-MapKemuHaa 8 kadecmea obcryxugaHusi KnueHmos. PaspabomaHsbi
memodudecKkue nodxo0bl K peayiupo8aHUro MoOMOKO8 K/TUEHMO08 KOMMepYeCKUx baHkog nocpedcmeom UH-
mepHem pecypcos.

B cmammi npogedeHo docridxKeHHs1 porii MapkemuHa208ux giddinie komepuitiHux 6aHkie Ipaky. lNpoaHa-
1i308aHO porsib IHMepHemM-MmapkemuHay 8 3abesriedeHHsi skocmi obcriyeosyeaHHs1 KrieHmie. Po3pobrieHo
MemoOuYHi ridxodu peayrnoeaHHs MOMoKkiIe KiieHmie komepyitiHux 6aHkie 3a dornomoeoro IHmepHem pecypi-
cis.

PeueHseHT: g.e.H., npodecop M. O. Cokonos
[arta HagxomxeHHsA o pegakuii: 18.03.2012 p.

OPTAHU3ALWOHHOE PA3BUTUE N YEJIOBEYECKOE NMOBENEHUE
B NEPEXOAE K 9KOHOMWKE, OCHOBAHHOWU HA 3HAHUAX.
NAPAOOKCbI U ABHbIE MPOTUBOPEYMXA

Mwunka BakbipaxueBa, 0.9.H., Xo3ancteeHHasa akagemus nm. [1.A.LleHoBa, bornrapus

o mHeHuro OneuHa Togpgpriepa, ebipaxeHHomy 6 2008 2. (yepe3 17 nnem rnocrne ebixoda u3 nedyamu
~CMeuweHuli 8o enacmu”), nepexod sKOHOMUKU om UHOycmpuarnbHOU K 3KOHOMUKe, OCHO8aHHOU Ha 3HaHU-
X, HaYUHaemcsi mornbKo mernepb. B kaxdol cmpaHe amom nepexod 6ydem npomekamb pasfuyHo, u emy
b6ydem conymcmeosamb MHOXecmeo rnapadokcos U siI8HbIX rpomusopedul. O0Ha Yacmb U3 HUX npedcma-
e/ieHa 8 HacmosiweM u3rnoxeHuu. B amux yensix obocobrisiomess dge epynnbl: 1) napadokckl u i8HbIE Mpo-
mueopeyusi 8 opaaHuU3ayUOHHOM pa3gumuu 8 repexode K 3KOHOMUKe, OCHOBaHHOU Ha 3HaHusix; 2) napado-
KCbl U SI8HbI€ MPOMUBOPEYUSI 8 YEJI08€YECKOM 108€0EHUU 8 rnepexode K 3KOHOMUKE, OCHOBaHHOU Ha 3HaHU-
sAx. PaccmompeHuto npedwecmeyem xapakmepucmuka 3HaHUs1 KaK crieyuguyeckozo 4es108e4ecKoeo pe-

Cypca U Kak UCmo4YHUKa 8bICOKOKa4YeCmeeHHOoU eriacmu, 8Kro4as U Ha opeaHu3ayUuoHHOM ypOe8He.

Mepexos 3KOHOMWKM OT WHAYCTpUanbHOW K
9KOHOMMWKE, OCHOBAHHOW Ha 3HaHWSX, HavMHaeTCs
e[Ba N LWb TOMbKO cenyac. lNpoueccy B pasnuyHbIX
cTpaHax bygeT conmyTcTBOBaTb MHOXECTBO napapgo-
KCOB M $IBHbIX npoTtmBopedni. OgHa 4acTb U3 HuKX
ABMNSETCA OOBLEKTOM BHUMaHWS B HacTosALwem u3no-
XeHuu. Jlornka paccyxaeHuin npeacrasreHa B Tpex
OCHOBHBbIX acnekTax:

1. 3HaHue Kak cneumduny4ecknin YenoBeyeckuin pe-
CYPC M UICTOYHUK BbICOKOKA4YECTBEHHOW BacTu

2. lMapapokcbl 1 siBHblE NPOTMBOPEYUS B OpraHu-
3aUMOHHOM pa3BUTUM B NEPEXOLE K SKOHOMMUKE, OC-
HOBaHHOW Ha 3HaHMAX

3. MNapagokckl N ABHbIE NPOTMBOPEYNS B YernoBe-
YeCKOM MoBeAeHMM B Nepexone K 9KOHOMUKE, OCHO-
BaHHOW Ha 3HaHWUAX

1.1. 3HaHuMe Kak cneundunyeckun 4yenoBeye-
CKUM pecypc

Koroa vget peyb 0 3HaHWUW, UCMONb3YEMOM Ha
ypoBHe OM3Hec opraHumsaummn (UM KOHKPETHOro 6u-
3Heca), crneunanuctbl ynoTpebnawT TepMuH ,Mno-
3HaHWe”, Npy 3TOM Yalle BCero roBopsit o ,cneum-
cdmyeckoMm nosHaHun B obnactu GusHeca”. Mol Oy-
OEeM MCnonb3oBaTb MOHATUS ,3HaHME” U ,cneundu-
Yyeckoe nosHaHuWe B obractu GuaHeca” Kak CMHOHU-
Mbl M NPOAOIMKMM C PacCMOTPEHNEM XapaKTepHbIX
Yyepr.

Mo MHeHWI0 OgHUX aBTOPOB, NO3HaHWe B obna-
cTn Bu3Heca npeacTaBnsieT cobonm MHTennekTyanb-
HbIl KanuTan opraHu3auumn, Mo MHEHMWIO OPYrux —
cneumdu4eckmii Yenoseyeckun pecypc. B cywHocTn
Kaxgoe u3 aTuxX ABYX YTBEPXOEHWI COLAEPXWUT vac-

BicHuk CyMcbKoro HauioHanbHOro arpapHoro yHiBepcurtety

TULY UCTUHbI, MOTOMY YTO NO3HaHMe B obnactn 6ms-
Heca sBnsieTCA U TEM W LPYrMM OAHOBPEMEHHO.
OHO ABNSAeTCs M OOHMM M3 M3TOYHMKOB BIIACTM He
TONbKO Ha OpraHM3auMOHHOM, HO M Ha rnobanbHOM
N HauMOHANbHOM YPOBHSX, KaK CTAHET SICHO U3 13-
TNOXEHWS B CreAYoLLIEM MYHKTE.

Jlerid OaBMHCOH ObIn NepBbIM, KTO onpeaenvn
UHmMeJsneKkmyarnbHbIl Kanumars Kak «Hawy crnocob-
HOCTb MpeBpalatb MO3HaHWe W HemaTepuarbHble
aKTVBbl B pecypc Ansi co3gaHus 6nar, oobeanHas
YernoBeYvyeckUn M CTPYKTYPHbIA kanuTan». [lo ero
MHEHMWIO, WHTENNEKTyanbHbIA Kanutan BMecCTe C
bMHaAHCOBbLIM  KanuTanoM (OPMUPYET PbIHOYHYHO
LEHHOCTb KaXkgon opraHMsaumm u BKIOYaeT B cebs
[B€E OCHOBHbIE KaTEropum:

- yeriogeyeckuli Kanumasa — TOT, KOTOPbIA CO-
OepXxutcsa B ronoBax nogen (ym, yMeHusi, B3rnsaasl,
noTeHUMan YeHoB opraHn3auum);

- CMpyKmMypHbIU Karnumarsn — TOT, KOTOPbIN OC-
TaeTcsl B pamkax opraHusauum B hopMe npoLeccos,
KOTOpble COMyTCTBYIOT OOCMYXMBAHWIO KITMEHTOB,
6a3 gaHHbIX, Npoueayp, TOProBoN Mapku U CUCTEM.
OH nogpasgensieTtcss Ha noTpebutenbckui 1 opra-
HM3aUMOHHbIN KanuTan. [locnegHuin, co cBoen CTo-
pOHbI, NpeacTaBnseT cobon COBOKYMHOCTb MHHOBA-
UMM 1 npoueccos =

M3 npenctaBneHHOro CTAHOBMUTCA $CHO, 4TO
ONa npeBpalleHns NOo3HaHUA B pecypc Ans cospa-
H1sa G6rar Heobxoaumo obbeauHEeHue Toro, YTo Ha-

2 MpencraeneHo no Kypau . BusHec ctparterns. EcdektuBeH npouec Ha
B3emMaHe Ha pelueHus. MNvresoguten. Codus, 2005, c. 20.
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