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AHHOTaUMA

Buisignenvl u usyuenvl MOmuevl 8CMynieHus nompebumenei 6
6peno-coobuecmea poccutickux posnuunvix cemeti FMCG 6
coyuanvrvix cemsx (na npumepe Facebook). Yemanosneno, umo
maKumu  MOMUBAMYU  AGNAIOMCA:  NOANLHOCMG K OpeHody,
npaxmuyeckas u SKoHomuveckas yennocmu. HMccnedosanue 6biio
nposedeHo  MemoodoM Onpocd, NOCPEOCMEOM — PasMeujeHus.
ankemvl 6 cemu Humepuem. Hoeusna asmopckozo nooxood
3AKAIOUAENCS 8 8bISAGIIEHUU MOMUBOS BCIMYNIIeHUs nOmpebumeneti
8 Openo-coobujecmsea pO3HUUHBIX cemell HA OCHO8e Meopuu
ucnonvszosanus u yooeremeopenus (Uses and gratifications
theory).

Consumer Motivations to Join a Brand Community of Retail
Chains in Social Network Sites

Sergey Shilovsky, Irina Romanova

Abstract

This article is a description of a research of the consumer
motivations to join brand communities of Russian FMCG retail
chains in social network sites (taking Facebook as an example),
conducted in March 2019. In recent years, the popularity of social
networks among the population has been growing. Therefore,
almost all retail networks have their own pages on Facebook, it
becomes an urgent task to create brand communities and attract
consumers to them. Companies can organize brand communities
if they understand the motivations for which consumers become
members of brand communities.

In this regard, the purpose of the study is to identify the
motivations to join brand communities of Russian retail networks
on Facebook. Despite the existence of several studies in the field
of brand communities, little is known about the motivations of
members of the brand communities of retail chains that have
certain business specifics. This determines the relevance of this
study. The originality of the author's approach is in analysis of the
motivations of members of the brand communities of retail

networks based on the theory of use and gratifications theory.
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Based on previous research, as well as using the theory of uses and gratifications, the following
motivations revealed, according to which consumers become members of brand communities: practical
value, social value, social improvement, entertainment, and economic value. The practical value is based
on customers obtaining valuable information on the company's page. Social value follows from the
relationship that consumers can have among themselves and with the brand. Social improvement has its
origins in the need for customers to feel useful to the community. Entertainment is associated with the
opportunity to have fun. Economic value is associated with the desire to gain economic benefits from
participation in the brand community.

This study was conducted by a survey method, the questionnaire was posted on the Internet, customers
who are members of the brand community of Russian retail chains on Facebook were interviewed, and
425 people were surveyed. According to the survey, among all the motivations in the first place in
importance among members of retail network communities on Facebook is practical value, in the second
place is brand loyalty, in the third place is economic value, then entertainment, social improvement and
social value. After the research, the authors developed recommendations for marketers of retail networks
that allow forming a brand community in social networks effectively.

Beenenue

Poct momynspHOCTH COLMANbHBIX MeAWMA 3a MOCIEOHHE TOAbI NPHUBEN K
M3MEHEHUIO MOJIOKEHUS CHJI Ha phIHKe. PaHee moTpeOuTeto npeaocTasisiiach poib
MACCUBHOTO TOJy4YaTeNisl pPEKIaMHBIX COOOINEHHH OT KOMIIaHUH, ceiyac xe
MOKyHaTeNb CTaJl aKTUBHBIM YYaCTHUKOM OTHOIIEHHH ¢ KOMIIAHHWEH, IIPH 3TOM CHJIa
BJIMSHUSI KOMIIAHUH yMEHbIINWIachk. MapKeTHHIOBble KOMMYHHMKALIUH [IPEBPATUIINCH
B JIByCTOPOHHEE B3aMMOJICHCTBHE MEXIY KOMIAHUEH U MOTPEOUTENISIMU, B KOTOPOM
00e CTOPOHBI OKA3bIBAIOT BIMSHUE HA MIOCTPOSHHE OpeHa.

B cBs3u ¢ 3TuM, Gpupmbl choKycHpoBaTUCH HA HOBBIX BO3MOYKHOCTSIX, KOTOpBIE
NPEJOCTABISIOT MM coLMalibHble Menua. [lomynsipHble ceTH mpeanararoT Ou3Hecy
HOBBIE CIOCOOBI JOCTYNa K LEJEBOW ayJUTOPUM M TPEAyCMaTPUBAIOT CO3JaHUE
BHUPTYAJIBHBIX COOOIIECTB OpEH/Ia, YTO IOMOTAET OCTPOUTH TITyOOKHE OTHOIICHHS U
obecrieunTh 3P PEeKTUBHBIE KOMMYHHUKAIIUH ¢ oTpebuTesimu. Facebook, Instagram u
Ap. COOUAJIBHBIC CETU MABJIAKOTCA, C MapKCTPIHFOBOfI TOYKU 3pCHUA, NOCTATOUYHO
3¢ dexkTuBHBIMY TUTaTGOPMaMU JJIs OOIIEHUS ¢ MOKynaTensMu. B HacTosiee BpeMs
KOMIIaHUM M aKaJEeMHUYECKOe COOOLIECTBO MBITAIOTCA IOHATh, KaK IPUBICYD
norpebuTeneit B OpeH 1-coO0IECTBO U HANAUTh YCIIEITHOE B3aUMOJICHCTBHIE C HUMHU.
Ha nam B3rmsin, Asst 3Toro HeoOX0IUMO HM3YUYHUTh MPUPOIY CO3IAHUSA BUPTYaIbHBIX
co001IeCTB, a TakXKe crequ(pUKy B3auMOICHCTBHS TOTpeOUTENeH IpyT ¢ APYIOM H C
KOMITaHUSIMH.

[Ton OpeHa-cooOIIEecTBOM OOBIYHO MMOHMMAETCs TPYIINa JFOJEH, WMEFOIUX
o0y HHTEpeC K ONpEeAeTICHHOMY OpeHIy, CO3AaloUIMX CyOKyJIbTYpY BOKPYT HETO,
MMEIOIIUX COOCTBEHHbIE LIEHHOCTH, MU(]bI, HEPAPXHIO, PUTYAIBl U HCHOJIb3YEMbII
cioBapHbIi 3amac [1]. BupryansHbie OpeH1-coo0IIecTBa — 3T0 CO00IIecTBa OpeH/a,
MMpEeACTaBJICHHBIE B CCTHU I/IHTepHeT, BKJIO4Yass COLMaJIBHBIEC MC/Ha. Panee
BUpPTyaJbHbIE OpEHI-COOOMIECTBAa CO3JaBalICh MO HMHULMATUBE IOKyNaTeneH, a
cefiyac caMUMHU KOMIIAHHMW C LEJBI0 TPUBJICUCHHUS NOTpeOuTeNneld u oOecreueHus
NPOJIBUKEHUE CBOETO OpeHa.

s Toro, 4roObl MOHATH, KaK MPUBJIEYH LIEIEBYIO ayAHTOPHIO, HEOOXOIUMO
M3yYUTh IPUUMHBI, 10 KOTOPBIM MOTPEOUTENHN CTAHOBSITCSl YIACTHUKaMHU COOOLIECTBa
Openna.

[Ipenpiaymye uccnenoBaHusl «IPOJMIN CBET» Ha psl acnekToB. Hampumep,
[dxonakust ¢ Trpynmoil wucciepoBareneid OOHApYXHJ, YTO UENBI0 y4acTHs
MOTPEeOUTENECH B BUPTYAIBHBIX OPEHII-COOOIIECTBAX SBISETCS MOUCK HMH(POPMAIIAH,
pa3BiedeHue, COMaIbHBIN CTaTyC, MOUCK camoro cedst [2]. OypenyT n OnexepkeH-
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Hlpenep BHIABUIM CIEAYIONIME MOTHBBI, 10 KOTOPHIM IMOTPEOUTENH CTAHOBATCS
qjieHaMHU OpPEeHI-COOOIIIECTB:

—XeNaHue yOeTUThCs B KauecTBE MPOTYKIIUU H yCIIYT.

—OTHOILEHHS C TPOAYKTOBOM KaTeropueii OpeHna;

—BO3MOXXHOCTH OTPEOJICHHSI BMECTE C APYTUMHU HOKYTaTeNsAMHU;

—acCIIeKThI, CBS3aHHBIC C CUMBOJIMKOM OpeHma [3].

CTOHUT OTMETHUTh, YTO JIOSUTLHOCTh K OPEHITy TAaKXKe MOXKET ObITh MOTUBOM JJIS
BCTyIUIEHUsI B OpeHA-cooOmiectBo. B coorBerctBum ¢ paboroit K. Kemmepa,
CYLIECTBYET HECKOJIBKO Pa3HOBUIHOCTEH JIOSUIBHOCTH MOTpeOuTeNnel K OpeHay:

—CBsI3aHHAs C MaTTEPHOM MOKYIATEILCKOTO MOBeIeHHS (TIOBEIeHIECKas);

—CBsI3aHHAsI C OTHOIIEHUEM NOTpeOuTeNs K OpeHay;

—CBsI3aHHas ¢ MACHTUUKALKEH ¢ coo0IEecTBOM OpeHa U aKTUBHBIM y4acTHEM
B cooOmecTne [4].

B cBs13u ¢ 9TUM, MOXHO TPEANOJIOKUTh, YTO Y4acTHE B OpEHI-COOOIIECTBE
3aBHCHUT OT CTETIEHH JOAIBHOCTH NOKymaTens k Openay. [Ipu 3tom nepes Hamu BCTaeT
CIIeIYFOINUI BONIPOC: «SIBISIETCS JIM JIOSULTBHOCTB K OPEHY CaMbIM TJIABHBIM MOTHBOM,
M0 KOTOPOMY IIOTPEOUTENN CTAaHOBATCA WieHaMH OpeHA-cooOmecTB?». JlaHHBINA
BOIIPOC MBI fajie€ NPECBpaTUM B T'HIIOTE3Y.

Leab 1 MeTOA0JI0I M MCC/IEI0BAHUS

Hecmotps Ha Hammume psma WCCIEOBaHWH B 3TOW 00JacTH, Majio dYTO
W3BECTHO O MOTHBAax MOBEACHUS MOTpeOuTeneil B OpeHA-coo0mecTBaX PO3ZHUYHBIX
cereii. [losTOMy WEenbpl0 NAHHOTO HCCIENOBAHUS SIBISICTCS HM3YYEHHE MOTHBOB
BCTYIUICHUSI TIOTPEOUTENN B OpEHA-COOOIIeCTBA POCCHICKMX PO3HUYHBIX CeTel
FMCG! B kpymnueiimeii B mupe coumanbHoi cetn Facebook. [lannas miatdopma
AKTUBHO HCIIOJIB3YyETCsI MPpeACcTaBUTEsIMA OM3HEca Kak B Poccui, Tak 1 3a pyOeskoM.

IToMumoO 7nOsSIBHOCTH K OpeHOy HaMH Takke OBUIM BBIAEICHBI M JAPYIHE
MOTHUBBI: NPAKTUYECKas, IKOHOMUYECKass ¥ COIMajbHAas [EHHOCTH, COLUAIBHOE
COBEPIIICHCTBOBAaHME, pa3BieueHue [2, 5, 7, 8].

i u3y4eHns MOTHBOB BCTYIUIEHHUS OTpeOuTeIel B OpeHa-coo0IecTBa MBI
OyaeM HCIONb30BaTh TEOPHIO HCIONB30BaHUs ©  ynoBierBoperus (Uses and
Gratifications Theory) [2]. Oma mupeamonaraer, 4To MOTPEOUTETN BEIyT ceOs
ONpelIeJIEHHBIM ~ 00pa3oM, TMOTOMY YTO XOTAT YJOBJIETBOPUTH Kakue-Iuoo
norpedHocTu. Kpome Toro, MHIMBUIYYMBl OCO3HAIOT HPUYMHBI CBOETO IOBEACHUS
[5].

OcCHOBBIBasICh Ha TCOPHUU HUCIIOJIB30BAHUA W YJAOBJIICTBOPCHUA, I[XOJ]aKI/IH
BBIJCJIMJI MPAKTUYECKYI0 LEHHOCTh OT Y4acTusl MoTpeduTenst B coobumiectse [2].
Komnanum, pasmemasi cooOIIeHWST HAa CBOEW CTpaHWIIE B COIHUAIBHBIX CETIX,
NPEJOCTABISIOT MOKYMATEI0 Pa3Hy0 HHPOPMAIIMIO O MPOAYKTaxX, YCIyrax, OpeHue.
Kpome Toro, useHsl coo01iecTBa UMEIOT BO3MOXKHOCTD 3a1aTh BOPOCHI 1 OOMEHSIThCS
uHpoOpMale ¢ IpyruMu norpedurerasiMu. Takum oOpa3oM, OAHOM W3 NPUYMH,
IMO4YEMY IMOKYIIATCJIM CTAHOBATCA YJICHAMU 6peHJI-COO6HIeCTB, MOXKET ABJITHCA
3aMHTCPECOBAHHOCTL B  IMOJIYYCHUU I/IH(i)OpMaI_II/II/I, T.C. JKCJIaHWEC II0JIyYaTb
NPaKTHYECKYIO0 LIEHHOCTb.

! FMCG - npunsitas a66pesnarypa (anri. Fast Moving Consumer Goods) /uist 0603HaueH s TOBAPOB MOBCETHEBHOTO
MaccOBOTO NOTPeOIIEHHU ¢ BRICOKOH o6opaurnBaemMocThio. K kareropun FMCG oTHOCHTCS IIMPOKHMIA KPYT TOBAapOB: OT
MPOIYKTOB MUTAHHUS 10 OBITOBOIT XMMHHU H KOCMETHKH.
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ConmanbHasi LEHHOCTh CIIEAYeT W3 B3aMMOOTHOIICHHH, KOTOPBIE MOTYT
CKJIaJbIBaThbC Ha CTPAaHUIIE KOMIIAHWM B COLHMAJBbHBIX CeTsAX. JXOnakus Takxe
BBIIETISIET 3TOT MOTHB, CBSI3aHHBIN C mocTtpoeHrneM npyxObel [2]. CommamsHOe
COBEPILICHCTBOBAHUE OEpeT CBOE HAYaJI0 B MOTPEOHOCTU MOKyNaTeneil 4YyBCTBOBATh
ceOsl oJIe3HBIM, MONTy4YaTh IPU3HaHNEe, OBITh HY>)KHBIM coo01IecTBY. B mpeapiaymunx
HCCIICIOBAHUAX OBLIO BBISBIECHO, YTO IMOKYNATEIN XOTSIT IIOMOIaTh APYr APYTy, 3TO
COBEPIIIEHCTBYET WX B COIMAIFHOM IUTaHe [6].

Paspneuenne Takke ~SBISETCS YacTO  yNOMHHAaeMBIM  MOTHBOM B
UCCIIEIOBAHUAX. JTa EHHOCTh CBA3aHa C BOBMOKHOCTBIO pacciaaOUThCs U MOTYyYUTh
ynoBosibeTBue [7]. [lokymarenn MHOrAa MPOCTO XOTAT XOPOLIO IIPOBECTH BpeEM,
MPOCMAaTpPUBAas COIIMATBHBIC CETH.

DOKOHOMHUYECKas LEHHOCTh NoJpa3yMeBaeT  JKellaHHe MOJYYHUTh
9KOHOMHYECKHE MPENMYIIEeCTBA OT YJacTHs B OpeHA-coo0ImecTBe. DTO MOTYT OBITH
IpeACTaBICHHbIC HA CTPAHUIIE KOMIIAHUN KOHKYPCHI C IPU3aMHU, CKUAKH Ha IPOILYKTHI
uT.a. [8].

Ha xaxuprit onvcaHHbBIN BBIIIIE MOTHB BCTYIUICHHS TOTpeOuTenell B OpeH-
coolmiecTBa MbI UCHONB30BaN 2—3 YTBEPKICHHS, B3SATHIE W3 TMPEABIIYIINX
WCClIeJOBaHNH. PecnioHzeHTaM Mpemarainoch OIEHHUTh MO 7-MU OaJUThHOW IIKale
JlaiikepTa cTemeHp UX COTJIacHs C TAaHHBIMU yTBepKAeHusIMHA (Tadm. 1).

Tabauya 1

Momusayusn unenos OPeHO-co0dUIeCME U C8A3ZAHHBIE YIBEPIHCOCHUS

MoTHBBI 4IEHOB

coodmecTBa YT1BepxaeHus Hcrounnk

Sl sBisitoch wieHOM cooOIIeCTBA pO3HMYHOM cetn B Facebook,
[IOTOMY YTO MHE HPaBUTCS KOMITAHUS

Sl sBastoch wieHoM cooluiectBa posHuuHOM cetn B Facebook,
MOTOMY UYTO 3Ta KOMITAHUSI SBJISIETCS JTydllIell pO3HUYHOM KOMIaHUeH
Sl sBusioch wieHOM cooOliecTBa po3HMYHONM cetn B Facebook,
[IOTOMY YTO S JIOSUIEH K KOMITAHUH

JlostmeHOCTB K OpeHmy

31

S sBsOCH 4IeHOM coo0lecTBa po3HuuHON cet B Facebook ms
TOrO, YTOOBI TOJNyYaTh pasMuHy0 HH(pOpMaimio (0 MPOIYKTax
KOMITaHHH U T.I1.)

S sBsOCH 4IeHOM coo0lecTBa po3HuuHON cet B Facebook ms
TOTO, YTOOBI OJENHTHCS CBOUMH HIESIMU M HHPOPMAIHEH ¢ IpyrUMu
YJIeHaMHu cooOLIECTBA

IIpakTHueckast HEHHOCTh

[2.,6]

Sl sBasioch uieHOM cooOllecTBa po3HMYHONM cet B Facebook,
MOTOMY YTO XO4Yy IOCTPOMTh OTHOIIEHHS C KOMIAHHEH M ee
COTPYIHUKAMHU

Sl sBasioch uieHOM cooOOIIeCTBA pO3HMYHOM cetn B Facebook,
MOTOMY YTO XOUY CJIEIUTh 32 POMCXOIALINM B KOMIIAHHH

Sl sBastoch wieHoM coofuiectBa posHuuHOM cetn B Facebook,
[OTOMY 4YTO XOUy IIO3HAKOMHUTbCS C JAPYTMMH y4aCTHHUKAMH
coo0IecTBa

CorainbpHas IEHHOCTh

(2,7]

S SBISIOCH YJIEHOM COOOILIECTBA PO3HUYHOH CETH, 4TOOBI IOMOYBL
IPYTUM WiIeHaM cooO0IiecTBa

ConmansHoe Sl ABNAOCH  WIEHOM COOONIeCTBA PO3HMYHOM CETH, UTOOBI
COBEpILICHCTBOBAHNE YyBCTBOBATh CE0sI HY>KHBIM
51 SBISIOCH YIEHOM COOOILIECTBA PO3HUYHON CETH, YTOOBI MONYyYaTh
OMOIIb OT JIPYTHX YWIEHOB COOOIIECTBA

(6]

Sl sBisIOCH WIEHOM coolmmecTBa po3HWYHOM cetw B Facebook,
[OTOMY YTO XO4y HHOT/IA Pa3BIIEYbCs

Sl sBisifoch 4IEHOM coobmiectBa po3HMYHOW cetn B Facebook,
[IOTOMY YTO X04y PacciIabUuThCst

PaszBneuenue

[2
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51 ABISIFOCH YIICHOM COOOIIIECTBa PO3HUYHOM ceTn B Facebook, atoGet
XOPOIIO MPOBECTH BPEMs], KOTJIa MHE CKYYHO

51 ABISIFOCH YIICHOM COOOIIIECTBa PO3HUUHOM ceTh B Facebook, atoGst
MOJTy9aTh GOHYCHI OT KOMIIAHHA

S1 SIBISIIOCH YICHOM coo0lecTBa po3Hu4IHOI cetr B Facebook, 4ro6st 8]
y4acTBOBaTh B KOHKYpPCaxX

51 ABISIFOCH YIICHOM COOOIIIECTBa PO3HUUHOM ceTh B Facebook, atoGet
10JIy4yaTh OBICTPYIO OOPATHYIO CBS3b OT KOMITAHUH

DKOHOMHYECKAs LIEHHOCTh

Hcmounux: cocTaBieHo aBTOpamMu

JanHoe uccienoBanue ObUIO MpoBeneHO Hamu B Mapte 2019 r., aHkeTa Obuia
pasMerieHa B ceTd MHTepHET, BCero OBLIO OMPOIIeHO 425 YeloBeK, SBIISIOIIUXCS
yireHaMu coobiecTs po3unuHbIx ceteit FMCG B Facebook.

Pe3yabTaThl HcC/IeJ0BAHUA

IIpoBepka BHyTpEHHEN COrJIaCOBAHHOCTH YTBEPKACHUI BHYTPU KOHCTPYKLIMIA,
OIMCHIBAIOIIMX MOTHBBI, ObLIa MPOM3BEACHA C TOMOIILI0 Ko3dduimenta Anbda
Kponbaxa, pe3ynbTrarsl mpeactasieHsl B Ta0u. 2. Bee koadduiments: Boimie 0,7, 4to
MOKAa3bIBaCT BHYTPEHHIOIO COTJIACOBAHHOCTH YTBEPKICHUH.

Tabauya 2
Pesynomamul npogepku Hympenneil coznacosaniocmuy ymeepicoeHuil
¢ nomouwipio koagpguyuenma Anvpa Kponoaxa

MoTHBBI YI€eHOB CO00IIeCTBA KoaunyecTBo BONpocoB Koappunuent
JlostmpHOCTB K OpeHmy 3 0,778
IpakTryeckasi LIEHHOCTh 2 0,803
CoralibHast ICHHOCTb 3 0,759
ConnajibHOE COBEPIICHCTBOBAHHE 3 0,703
PasBieuenne 3 0,815
DKOHOMHYECKAs IEHHOCTh 3 0,834

Hcemounux: cOCTaBIeHO aBTOPaMU
PesynbTathl rccieoBaHust MOTHBOB TIOKYIIATENEH TIpeCTaBIeHBI B Ta0M. 3.
Tabauya 3

Pe3ynbmamut uccnedosanus Momueos noKynameeil,
SAGNAIOUUXCA WIEHAMU CO00wecma po3nuunbix cemeli ¢ Facebook

MoOTHBBI YWIEHOB coonecn;a Cpeﬂ]—[ee 3HAYEeHHe 10 HIKaJIe
JlailikepTa
JlostnbHOCTB K Openmy 4,26
[pakTHyeckas IEHHOCTh 6,35
ConmapHasi IICHHOCTh 1,25
ConualibHOE CaMOCOBEPIICHCTBOBAHUE 1,64
PasBrneuenue 2,76
DKOHOMHYECKAs IIEHHOCTh 3,95

Hcmounux: cocTaBieHO aBTOpaMu

Kak nokazano B Ta611. 3, Ha IepBOM MeCTe 10 3HAUMMOCTH Y YWIEHOB COOOIECTB
po3Hu4HBIX cereit B Facebook crout mpaktuueckas 1eHHOCTb, HA BTOPOM —
JIOSUTBHOCTB K OpeH Ty, TPEThIO TIO3UIMIO 3aHUMAET YKOHOMHYECKAast IICHHOCTh. TakuM
00pa3om, BEIIBUHYTAs HAMU TUIIOTE3a, HE TTOTBEPAMIIACE.

Ha ocHOBe pe3ysbTaToB JTaHHOTO MCCIIEJOBAHMS MOXHO C/IENAaTh CIeTyIOIIne
pEKOMEHIAIK MapKeToIoraM po3HndHbIX certeit FMCG.
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1. TloxynaTenyu cTaHOBSATCS WieHaMH OpPeHA-COOOLIECTB C )KEJIaHUEM TOTyYUTh
oIpeieIeHHY 0 IEHHOCTS (Value). Pa3memniast mHGopMalHio Ha CTpaHUIe KOMITAHUH B
COIMAIBHBIX CETSAX BCErJa Hy)KHO TOHMMATh, HAeT JIM 3TO KaKyl-THOO IIEHHOCTh
MTOTPEONUTEISAM.

2. I'maBHBIM KpUTEpHEM AJIS MOKYMATENs SBJSIETCS MPaKTU4YecKas IeHHoCTh. Ha
crpanune po3HugHoil cetm FMCG B conuanbHBIX CETSAX IOKYNATelb OXHIAET
YBHICTh LEHHYI0O HWH(MOPMAIMIO, HampuMep, HWHPOpPMANMIO O MPOIYKTaXx,
JOTMOJTHUTENBHBIX yCIyrax KOMIIaHHH, OTKPBITHHM HOBBIX MAarasMHoB W T.N. JTOH
UHQOpPMAlMK JOJDKHO OBITh JOCTaTOYHO, 4YTOOBI TOTPEOWTENh YyBCTBOBAJ
HPaKTHIECKYIO IIEHHOCTh OT MPOCMOTPa COOOIIEHUH OT KOMITaHUH.

3. BaxHoii 3anaueii aBnsiercst GOpMUPOBAaHUE JOSUITBHOCTH K OpeHny. CHIKeHne
JIOSUTBHOCTH TIOTPEOUTENSI MOXKET MPHUBECTH K €ro BBIXOAY W3 OpeHI-COOOIIecTBa.
PocT ke, Ha060poT, CITIOCOOCTBYET BXOTY.

4. Tlokynaremu MOJDKHBI TOJy4aTh SKOHOMHYECKYIO HEHHOCTh Ha CTpaHHIE
KOMITaHHUU B CO]_[I/IaJ'II)HOI‘/'I cetd. B cBs3u ¢ OTUM, KOMIIAHUH IOOJDKHBI ITPOBOJUTH
KOHKYPCHI Ha PETYJISIPHON OCHOBE, pa3MeIiaTh HHYOPMAIHIO O CKHUJIKaX.

5. Pa3BnekarenpHbIE COOOIIEHHS TAK)Ke HYXHBI, XOTS OHA HE MOTYT OBITh Ha
IIEPBOM IUIaHC Ha CTpaHHULIC KOMIIaHHH. HUx mMoxHO qyepcaoBatb C OPYIruMuU
COOOIICHUSMH.
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