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The increasing role of corporate entities in the world economy in recent years has brought to
light the problems and innovations occurring in this area. The most important of these issues is the
acceleration of the process of organizing corporate relations and integrating solutions to problems
occurring in management. The existence of management structures in joint-stock companies, that is,
the absence of a conflict of economic interests between investors and managers, constantly creates
problems for these entities. In this article, we will work to investigate the problems arising in cor-
porate structures and, primarily, the impact of the development of corporate relations on business
entities. In general, corporate relations should be directed at increasing income based on the mutu-
al activity of interested parties in the enterprise. Thus, relations between both shareholders and ma-
nagers and other entities should be conducted in the right direction. Improperly established relati-
ons can lead to a decrease in income, disruption of internal relations, a decrease in business per-
formance and the liquidation of the corporation.

In this article, we will talk about the corporate essence, organization, directions of influence and
directions of improvement.
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INTRODUCTION

Corporate communication management is the management of public relations between orga-
nizations. Adaptation to environmental factors that lead to the redefinition of the corporate vision is
very important. In the context of public relations, the only way to effectively use the communicati-
on tools available in most organizations is to adopt a strategic management approach. In this con-
text, corporate communication management, conceptualized as such, is very important for success-
ful public relations. In this context, corporate communication can only be used effectively with ele-
ments of management and integration [2]. Given the efforts of communication researchers to estab-
lish corporate communication as a unique discipline, the development of strategic approaches in
management is increasingly important. Corporate communication is a management function that ba-
ses communication processes on planning and coordination. In addition, the communication resour-
ces that will provide public relations and the decision-making process required to create these reso-
urces are one of the main issues of corporate strategy. Optimal use of communication resources is
essential to achieve corporate goals. The important role that communication resources play in the
development of corporate strategies is confirmed by many theorists in strategic management studies
[4]. Similarly, any strategic goal in public relations; This can only be achieved if the necessary com-
munication resources are available to support this goal. Furthermore, an organization's public relati-
ons and communication resources are valuable as long as they are addressed within the framework
of management and strategy. Being successful in public relations and creating or using communica-
tion resources is possible with corporate communication management.

When looking at corporate communication research, it is seen that different conceptual mana-
gement models have been developed for corporate image and corporate identity. Such models offer
researchers and practitioners a variety of applications and effective tools for managing corporate
identity, from basic to advanced levels. In addition, it is emphasized that practitioners need to take
into account a large number of variables in this context. However, it seems that these models are not
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suitable for managing corporate communications. These models and areas of work are not limited to
corporate identity. These models do not examine the relationship in corporate communications ma-
nagement, public relations and decision-making processes from a communication perspective. In
this context, it was not popular to consider corporate communications management from a strategic
perspective in the early 2000s [4]. It can be said that the literature in the field of public relations pa-
id more attention to strategic approaches aimed at stakeholders. The concept of communication is
not just a set of tactics or methods for institutions. According to Holm, communication; It includes
a strategic perspective rather than short-term techniques and methods. In this regard, corporate com-
munication management; It can be defined as “an effective communication process that coordinates
interdependent communication resources and improves the performance of the organization through
various strategies.” Organizations that have adopted corporate communication management see the
communication process as a functional strategy. Public relations is a more effective way of commu-
nicating with the target audience and stakeholders served. In this context, it is possible to say that
public relations is a subset of corporate communication management. The communication strategy
of an organization should focus on the development of systematic communication in accordance
with its institutional mission and vision and its objectives within the framework of institutional poli-
cies. In this context, corporate communication management includes all corporate managers and
personnel. In addition, the need to manage corporate communication is a result of public relations,
strategic planning and decision-making processes. Communication strategy is a major derivative of
corporate strategy and is aligned with the common values shared by corporate employees. In this
context, it can be said that corporate communication management is closely related to corporate cul-
ture. On the other hand, strategic decisions in the context of public relations. It is important to trans-
form it into a communication strategy for the organization's stakeholders. In this context, corporate
communication also affects stakeholders and corporate reputation elements [3]. Organizations that
approach the concept of public relations from a modern perspective tend to include the views of in-
ternal and external stakeholders in decision-making processes. This also emphasizes the active role
of corporate communication managers. In addition, the role of internal and external stakeholder par-
ticipants in decision-making processes is assessed within the framework of corporate communicati-
on management.

Research questions

Why is it important to properly establish corporate relations?

What are the factors that hinder the organization of corporate relations?

What can be done to develop corporate relations?

Problem statement

Developing relationships with stakeholders is very important in managing corporate communicati-
ons. The dialogue process begins with corporate communications and then continues in a planned or
unplanned manner. Planned communications work with a control mechanism and keep communica-
tion channels alive. On the other hand, unplanned and uncontrolled communication (such as gossip
and word-of-mouth communication) can negatively affect the perception of stakeholders. Planned
communications include cues and signals about corporate identity and can occur in two ways: one-
way or two-way. In this context, public relations can be said to be a key element of planned com-
munications. Corporate behavior refers to the interaction of employees and managers of an organi-
zation with each other and with external audiences during the activities of the organization. In this
context, face-to-face communication is important in transmitting corporate culture and values. The
function of corporate managers and personnel is important in reflecting the corporate image and
increasing the corporate brand value. The leaders of the organization have greater responsibility in
the process of perception/representation of the organization to internal and external stakeholders. In
this context, corporate managers need to take on the leadership role of communication geniuses. On
the other hand, corporate behavior is not the only way for employees to communicate with stakehol-
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ders as individuals. The personality of employees can also influence the process. In addition to pub-
lic relations, annual CSR reports on corporate social responsibility (CSR) activities, incentives, or-
ganizational themes/strategies/initiatives, and management practices are also considered within the
framework of planned communication. Planned communication management in the CSR process
both increases awareness of sustainability initiatives and promotes communication among corporate
stakeholders while improving stakeholder identification [5].

Corporate management is basically concerned with the issues of effective management of the
corporate structure and their divisions (subsidiaries). The existing system of relations between sha-
reholders owners of different blocks of shares and management in modern conditions, to put it
mildly, is not transparent, ineffective and does not protect the rights of investors. Therefore, nume-
rous legislative requirements and rules, as well as advanced principles of corporate management,
are aimed not at improving the performance of corporations, but at ensuring the maximum degree of
protection of investors' investments. And this is right. However, a corporation exists not only to pre-
serve the funds invested in it, but also to increase them. No one doubts that for the board of direc-
tors, along with the task of monitoring the actions of the executive management, no less, if not mo-
re, important is the task of developing and coordinating the company's strategy. Firstly, choosing
the wrong strategy can be as disastrous for the company as insufficient control of the board over the
actions of the company's management. Secondly, there is a high probability that the lack of a stra-
tegy will ultimately lead to results as disastrous as, for example, distortions of financial statements.
This does not mean that corporate governance issues are secondary or that corporate governance is
not a significant factor for success. On the contrary, companies should make every effort to avoid
corporate disasters, which in most cases are caused by existing gaps in corporate governance
systems [6].

Corporate governance is the management of the organizational and legal form of business, the
optimization of organizational structures, the establishment of inter-firm and intra-firm relations of
the company in accordance with the adopted goals. If we distinguish corporate governance as a spe-
cial type, its main features determine it as an object of management conditioned by the specificity
of the corporation: “Management based on the priority interests of shareholders and their role in the
development of the corporation, management that takes into account the realization of property
rights, which involves the mutual influence of shareholders, and, ultimately, management that crea-
tes corporate culture, in other words, a complex of common traditions, charters, principles of beha-
vior”. The corporate governance system itself is an organizational model for a company to represent
and protect the interests of its investors. This system includes many things, from the board of direc-
tors to the system of payment of salaries to the executive body and mechanisms for declaring bank-
ruptcy. It reflects the ways of owning and managing a modern corporation [8]. A corporation is an
organization of individuals. As an independent economic entity, this organization has certain rights,
privileges, and obligations that are different from the rights, privileges, and obligations that each of
its members has individually. Four features of the corporate form of business are more attractive to
investors. The degree of liability of individual investors is limited to the amount of their contributi-
on to the corporation, and accordingly, their possible losses will not exceed the amount of their
contribution. The corporate form of business management creates the opportunity for investors to
diversify investment risk, since they can participate in several companies at the same time without
“putting all their eggs in one basket” (i.e., without investing all their capital in one entity). Due to
this, corporations gain the necessary financial resources, as well as take on a level of risk that is be-
yond the reach of each individual investor. At the same time, the advantage of limited liability is
obtained at the expense of losing some of the control over the company's activities. In conditions of
significant "shrinkage™ of the corporation's capital, that is, when a corporation is founded by nume-
rous shareholders, each of whom owns an insignificant amount of the company's capital, the "con-
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cession™ of the means of control over its activities by shareholders leads to the separation of ow-
nership and management responsibilities [7].

Even if such justified methods of reconciling the interests of managers and shareholders are
successful, the problem remains. As a rule, shareholders put part of their savings in a particular cor-
poration and distribute their investments among a number of companies. Managers, on the contrary,
concentrate their savings in one place - in the company where they work. Therefore, despite the
possibility that their interests will ultimately coincide, the manager may prefer decisions that the
shareholder will not approve of. Shareholders prefer transactions that will generate high returns for
the corporation. Managers, on the other hand, benefit from steps taken to reduce the risk of unex-
pected events, for example:

financing through retained earnings rather than external debt;

reducing the risk of bankruptcy by diversifying the company's capital.

As a group, shareholders strive to exercise control over the management of the corporation.
The larger the number of shareholders, the less each of them individually will be willing to devote
time and energy to control. When profits are distributed equally among all, no one wants to take on
the cares of management. This is a classic example of what economists call the “free rider” prob-
lem. While each shareholder should have control over the activities of the corporation’s administra-
tive staff, they tend to delegate the efforts to others (“free rider””). On the other hand, if no one
“pulls the cart,” then no one will ride in the cart. Therefore, as a result of such an attitude of share-
holders to management, the company’s activities may get out of control. The solution to the issues
of control over the activities of the administrative staff in conditions of well-known contradictions
between management and entrepreneurial functions due to the “shrinkage” of share capital constitu-
tes the very problem of corporate governance. Figure 1. Shows the problems that arise in organizing
corporate relations [10].
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Fig. 1. Problems arising in corporate relations

The corporate governance system consists of structures and processes designed to manage and
control a company, and its main goal is to achieve sustainable development by promoting fairness,
transparency and mutual accountability in companies [1]. An effective corporate governance system
means better control and strategic planning, reduced operational risks and litigation. By ensuring
transparency in companies, the implementation of this system increases the international reputation
of companies, facilitates the attraction of investments, and reduces the cost of capital raised. Howe-
ver, corporate governance is not just about procedures and rules. It is a different approach to mana-
gement: “the ability to see one's own interests in the interests of others." In recent years, the impor-
tance of corporate governance in the world economy has been steadily increasing. In particular, the
large-scale crisis that occurred in developed Western countries has prompted companies to pay at-
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tention to this area [9]. In countries that are rapidly integrating into the world economy, corporate
governance institutions are being created in order to more effectively organize state policies aimed
at increasing the international competitiveness of local companies, transforming from an importing
country into an exporting country, and increasing the country's investment attractiveness.

There are different groups of investors who invest capital in the company's activities. Finan-
cing is carried out at the expense of both equity and debt capital. In such circumstances, the diver-
sity of interests of shareholders and creditors is of particular importance. Shareholders have the
right to receive something called residual profit, that is, the funds remaining after deducting the
amounts of all liabilities to creditors, suppliers, employees, the government, etc. from the com-
pany's income. Thus, the higher the level of expected profit as a result of this or that decision by the
corporation, the higher the shareholders hope to receive. Those who provide the corporation with
debt capital (bondholders and banks) receive the profit, the level of which is fixed in the contract
between them and the corporation. Therefore, creditors may not be interested in the corporation re-
ceiving high income. They are more interested in the absolute return of the funds they have inves-
ted. Therefore, creditors tend to be somewhat conservative in determining investment alternatives
and, unlike shareholders, give little preference to decisions that lead to high profits, but at the same
time are associated with a high level of risk [11]. This conflict of interest is especially characteristic
of corporations with a high share of debt capital and whose owners are inclined to high-risk invest-
ments. This happens because in the event of successful investments and high returns, the profit goes
only to the owners, and when the investment program fails, the creditors suffer the most. In any ca-
se, the differences in the nature of the interests of the company's shareholders and creditors suggest
that these groups may develop different methods of controlling the management of the corporation,
as well as different reasons that motivate them to exercise this control. Secondly, the problem of
representation in the corporate governance system does not end with the fact that financial investors
have their own shares in the company's activities in one form or another. There are also other cate-
gories of investors who have their own shares in the company's activities. Thus, employees make
these investments by giving the company their specific skills and abilities that can be successfully
used within the company (and are of little value outside the company). If companies are not able to
create optimal conditions for employment, then such specific types of investments for the company
or industry cannot be successfully implemented. If employees are truly investors (suppliers of hu-
man capital), then their interests may differ significantly from the interests of shareholders, who are
financial investors. Third, if we recognize the rights of “non-financial” investors in the management
of the corporation, we must also admit that there are others, not only employees of the corporation,
but also others. Thus, suppliers of this or that corporation often invest in equipment that cannot be
directed to other purposes and is used only to fulfill the corporation's orders. For example, let's ima-
gine a manufacturer that produces parts for the automobile industry and supplies a particular auto-
mobile enterprise with this or that detail or part. These parts and components can only be used in
one type of car produced by a specific manufacturer. The supplier is also forced to invest in the equ-
ipment necessary to produce these unique parts and components. Thus, the supplier's income is so
closely tied to the activities of the car manufacturer that it can be viewed as an investor in the pro-
duction [13].

Solution of the problem

The corporate communication strategy is predicated on defining corporate communication as a ma-
nagement function that aids the organization in adapting to its environment by balancing commerci-
al imperatives with socially acceptable conduct, identifying and managing issues and stakeholders,
and cultivating symbolic and behavioral relationships through communication with those essential
for achieving its economic and socio-political objectives. The corporate communication strategy
primarily relies on the 'corporate community' approach to strategic management, perceiving the or-
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ganization as a socio-economic system and acknowledging stakeholders as partners who generate
value via collaborative problem-solving. The organization's function is to amalgamate the economic
resources, political backing, and specialized knowledge contributed by each stakeholder, converting
them into financial and social capital—not out of social responsibility, but to gain a competitive ed-
ge. Several earlier approaches to the function of business in society include assumptions pertinent to
the conceptualization of corporate communication strategy: According to the 'corporate social res-
ponsibility’ framework, the organization bears ethical responsibilities alongside its economic and le-
gal obligations, which include adherence to unwritten codes, conventions, and values implicitly ac-
quired from society. According to the ‘corporate social performance' paradigm, social responsibility
Is intertwined with economic performance, hence incorporating economic considerations into a so-
cial performance framework. Moreover, ethical and charitable obligations are integrated into a rea-
sonable economic and legal framework, enabling managers to methodically consider significant sta-
keholder concerns [12]. According to the 'stakeholder' approach, managers view stakeholders as
both those groups that management believes have a stake in the organization and those that consider
themselves as having a stake. The objective of stakeholder management is to ensure that primary
stakeholders attain their goals while addressing the needs of other stakeholders ethically and res-
ponsibly, hence fostering a typical ‘win-win' scenario. The issues method considers the examination
of societal issues and trends significant, as the values and views of key stakeholders are shaped by
wider societal influences. The formulation of a corporate communication strategy relies on the pro-
active management of all strategic challenges, irrespective of their economic, technological, social,
political, ethical, perceptual, or other dimensions.
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Fig. 2. Strategic directions of influence of corporate social responsibility business.

Figure 2 shows ideas about the impact of corporate relationships on business development.
Strategic management theory distinguishes among enterprise, corporate, business, functional, and
operational strategies. According to these strategic tiers, corporate communication strategy is defi-
ned as a functional strategy that serves as a crucial connection between enterprise, corporate, and
business strategies and the corporate communication function. The corporate communication stra-
tegy is developed by a practitioner in the redefined role of the ‘corporate communication manager'
and is primarily influenced by the organization's enterprise strategy, whether explicitly stated or not,
while also providing feedback into the enterprise strategy [14]. The effectiveness of the corporate
communication function in the organization's strategy formulation is maximized when a practitioner
assumes the role of ‘corporate communication strategist' at the top management or macro level. The
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'strategist’ collects, analyzes, and distributes strategic intelligence concerning stakeholders and issu-
es among decision-makers, and aids in the development of the corporate strategy. It is posited that
the role of corporate communication in strategy formation is not situated at the corporate level,
which is financially focused, nor at the business-unit level, which emphasizes market competitive-
ness. Instead, it resides at the enterprise level where the organization establishes the framework for
stakeholder management. The corporate communication function, however, facilitates the execution
of corporate, commercial, and other functional initiatives. The corporate communication plan serves
as a functional strategy that offers emphasis and direction for an organization’s interactions with
stakeholders, fostering both symbolic and behavioral ties with its strategic stakeholders. The ratio-
nale and reasoning underlying the corporate communication function's operations involve determi-
ning what information should be sent rather than how it should be presented. Consequently, it is
distinct from communication plans, although it establishes the foundation required for the commu-
nication plans essential to implement the strategy. The corporate communication plan is formulated
in alignment with the organization’s vision, mission, corporate culture, policies, and strategies (the
internal environment), while primarily concentrating on evaluating the external environment. The
result of a strategic thinking process conducted by senior communication professionals and top exe-
cutives involves making strategic decisions concerning the identification, management, and com-
munication with strategic stakeholders, thereby creating a profile to ascertain the level of emphasis
assigned to each stakeholder. It involves problem-solving in unstructured contexts, recognizing
evolving circumstances, and identifying the appropriate problems to address. Consequently, it is a
mechanism that directs the function towards effectiveness (executing the appropriate actions) rather
than towards efficiency (executing actions correctly). The corporate communication strategy is a
proactive ability to adjust the organization in response to shifts in stakeholder expectations and per-
ceptions, facilitated by environmental scanning and boundary-spanning activities. It can establish a
competitive edge for an organization by facilitating the early identification and management of
challenges, engaging important stakeholders in problem-solving and decision-making processes
[13]. The corporate communication strategy enhances the relevance of the communication function
within the strategic management process by prioritizing engagement with strategic stakeholders and
aligning communication objectives with the organizational mission. The corporate communication
strategy deviates from the conventional 'linear' model of strategy creation, which prioritizes plan-
ning. Instead, it is shaped by contemporary methodologies such as ‘adaptive strategy' (adjusting to
trends, events, and stakeholders in the environment) and interpretive 'strategy’ (which prioritizes re-
lationships, symbolic actions, and communication, highlighting attitudinal and cognitive complexity
among varied stakeholders). A corporate communication strategy is a framework guiding signifi-
cant decisions and actions in the corporate communication function concerning connections with
key stakeholders [15]. The approach is characterized as emergent rather than purposeful, with com-
munication objectives not established at the outset but arising during the process of identifying criti-
cal strategic challenges and their implications for stakeholders. The emergent approach is ongoing
and gradual, with components still forming as it progresses, continuously responding to stakeholder
requirements. It also acknowledges that the organization's politics and culture must be considered.
Given that organizations cannot address all issues and stakeholders do not uniformly prioritize spe-
cific concerns, a corporate communication strategy offers the necessary framework for organizati-
ons to proactively identify, categorize, and prioritize issues and stakeholders, thereby integrating
them into a 'corporate community.

In the intense competitive environment brought about by globalization, how institutions ref-
lect themselves to the public is extremely important. In addition to producing goods or services for
institutions, the relationships they establish with the public also affect their sustainability. In this
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context, institutions have to display a consistent, balanced and uninterrupted communication perfor-
mance [2]. Institutions that can achieve integrity in this communication performance receive social
approval from the public and develop their corporate reputation in the long term. Corporate reputa-
tion distinguishes institutions from their peers and supports sustainability by reflecting the corporate
value. On the other hand, it is not possible for every institution to have a positive reputation. Corpo-
rate reputation is formed as a result of the sum of many values such as communication manage-
ment, public relations, functionality, quality, performance and predictability. In this context, corpo-
rate reputation for an institution is possible by being successful in public relations and managing
corporate communication well. In addition, it is very important for institutions to achieve their goals
in their relations with the public and to adapt to environmental factors that cause the institutional vi-
sion to be redefined [10]. This goal and adaptation process requires the systematic use of communi-
cation resources. In this context, corporate communication management, which is conceptualized
as; Determining the framework that meets public relations requirements is extremely important in
terms of creating/developing/protecting corporate reputation and ultimately ensuring corporate sus-
tainability. Decision-making processes within corporate communication management positively af-
fect public relations, corporate communication and indirectly corporate reputation [6].

CONCLUSION

In conclusion, in accordance with what has been explained so far, it is understood from both
the literature and research on the subject, as well as from impressions and experiences on the sub-
ject, that: Corporate communication management; is an effective communication process that imp-
roves public relations and corporate reputation, coordinates interconnected communication resour-
ces, improves corporate performance, emerges from decision-making processes and influences the-
se processes, and ultimately contributes to corporate sustainability. The management of this process
leads to the development of businesses and results in the correct implementation of processes within
the organization. In this case, it is possible to say that institutions that have mastered corporate com-
munication management can be more successful in public relations and that there is a positive and
linear relationship between corporate communication management and public relations.
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KORPORATIV MUNASIBOTLORIN YAXSILASDIRILMASI
I.V. Nosibli

Son illor diinya iqgtisadiyyatinda korporativ qurumlarin rolunun artmasi bu sahods bag veran
problemloari va yeniliklori izo ¢ixarib. Bu moasoalalordon on mithiimii korporativ miinasibatlorin toski-
li prosesinin siiratlondirilmasi vo idarsetmoda bas veron problemlarin halli yollarinin inteqrasiyasi-
dir. Soshmdar comiyyatlords idarsetmo strukturlarinin méveudlugu, yani investorlarla menecerlor
arasinda igtisadi maraglarin eyni olmamasi bu subyektlor ti¢iin daim problemlor yaradir.
Umumiyyatlo, korporativ miinasibatlor miiossisodo maragli sexslorin garsiliqli faaliyyoti osasinda
golirlorin artirilmasina yonaldilmalidir. Belaliklo, hom sohmdarlar, hom do menecerlor va digor qu-
rumlar arasinda miinasibatlor diizgiin istigamatds aparilmalidir. Diizgiin qurulmamis miinasibatlor
golirin azalmasina, daxili miinasibatlorin pozulmasina, biznes foaliyyatinin asagi diismosino va kor-
porasiyanin lagvina sabab ola bilor. Bu moqalads biz korporativ strukturlarda yaranan problemloari,
korporativ miinasibatin mahiyyati, togkili, tasir istigamatlari va tokmillagdirma istiqamatlari va kor-
porativ miinasibatlorin inkisafinin sahibkarliq subyektlarina tosirini aragsdirmaga ¢alisacagiq.

Acar sozlar: Korporativ alagalar, biznes subyektlaori, miiasir iqgtisadiyyat, korporativ inkisaf
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COBEPHIEHCTBOBAHHUE OPT'AHU3AIIMU KOPIIOPATUBHBIX OTHOIIEHUI

HN.B. Hacu6an

Bospacraromas poib KOpHOpaTHUBHBIX 0Opa3oBaHUN B MHUPOBOW SKOHOMHKE B IOCJIETHUE
rOJIbl BBISIBUJIA MTPOOJIEMBI M HOBOBBEJCHHS, POUCXOAIUE B 3TOU cepe. Hanbonee BakHBIM U3
3TUX BOIIPOCOB SBJSETCA YCKOPEHHE IMpOIEecca OpraHu3aluy KOPIOPATUBHBIX OTHOIICHHH M
KOMIUIEKCHOE pellIeHue MpoOjeM, BO3HMKAIOUIMX B ylpaBieHuM. Hanuuume ynpaBieHUECKUX
CTPYKTYp B aKLIMOHEPHBIX OOILECTBAX, TO €CTh OTCYTCTBUE KOH(MINKTAa SKOHOMHUYECKHUX UHTEPECOB
MEXJy MHBECTOPAMU M MEHEKEpaMH, MOCTOSHHO CO3JaeT MPOOJIEMBI JUIsl 3TUX CYOBEKTOB. B
JAHHOW CTaThbe MBI PACCMOTPUM MPOOJIEMBbI, BO3HUKAIOIINE B KOPIIOPATUBHBIX CTPYKTypax, U, B
HEepBYI0 OdYepenb, BIHMSHUE DPAa3BUTHS KOPIOPATHBHBIX OTHOIICHWH HA CYOBEKTBHI MpEINnpH-
HUMATEJIbCKON JIeATENbHOCTH. B 11e10M KOpropaTuBHbIE OTHOIIECHUS JTOJKHBI ObITh HAIPaBIICHBI
Ha YBEJIMYEHHE JOXOJO0B HA OCHOBE B3aUMHOM JEATEIBHOCTH 3aWMHTEPECOBAHHBIX CTOPOH Ha
npennpusaTud. Takum o0pa3oM, OTHOIICHHS] KaK MEXAY aKIMOHEepaMH U MEHEeKepaMu, Tak U
JpPYTUMU CYOBEKTaMH JOJKHBI BECTUCh B IPaBMWJIBHOM HampasiieHMu. HenpaBuiibHO yCTaHOB-
JICHHbIE OTHOILLEHHS MOTYT NPUBECTU K CHHKEHHMIO JTOXOJOB, HAPYLUIEHUIO BHYTPEHHHUX CBA3EH,
CHIDKEHHIO 3()(heKTUBHOCTH OM3HECa U JIMKBHIAIMHA KOPIIOPAIIHH.

B panHOI cTaThe MBI MOrOBOPUM O KOPIOPATUBHOM CYHIHOCTH, OpraHU3AllMM, HAIPABICHHIX
BJIMSIHUS U HAIIPaBJICHUSIX COBEPIIEHCTBOBAHUS.

KiloueBble ciioBa: Kopnopamuenvie omuouieHus, Xxosaucmeyowue cyObekmvl, cospe-

MEHHAs SIKOHOMUKA, KOPNOPAMUBHOe pazeumue
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