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JOCTOUHCTBA U HEAOCTATKU CYHICCTBYIOIIUX onpeﬂene}mﬁ, YYTEH BKJIaA B Pa3sBUTUC JAHHOI'O BOIIpOCA YUYCHBIX U
MPAKTUKOB. ITo pe3yinbTaTtaM MPOBEACHHOTO HUCCICAOBaHUSA OBLIO C(i)OpMyJ'IPIpOBaHO HOBO€ OIIPCACIICHNUE TEPMUHA
«PBIHOYHBIC HHCTPYMCHTLBD».

ABOUT THE TERM «MARKET INSTRUMENTS»
IN THE ENTERPRISE COMPETITIVENESS
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Nowadays in the media and scientific literature is widely used the term «market instrument», and in most cases they
offering to understand the concepts, which are distant from each other. This article analyzes the «market instruments»
term, confirms the necessity of forming of definition of the term, which takes into account the possibility of its use and
the specification in different areas, considered etymology and dynamics of the term during the development of society.
During the examination of the various sources were detected the advantages and disadvantages of existing definitions,
considering contribution to the development of the issue of many researchers and practitioners. By the results of the
research was formulated the new definition of the term «market instrumentsy.
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PaccMarpuBaloTCst OCHOBHBIE Pe3yIbTAThl HCCIIEIOBAHHUM, IIPOBEAEHHBIX ISl pa3paOOoTKH KOHIENINH HOpMHU-
POBaHUs JOSIIBHOCTH KaK (ha3bl )KU3HEHHOTO LIUKJIA IPOEKTA, HAIIPABJICHHOI'O Ha MOBBILIICHUE KOHKYPEHTOCIIOCO0-
HOCTH OIOKETHBIX yupexaeHuii 3apasooxpanenus (bY30) ropoga Omcka. B xone uccnenoBanus mposeaeHo 0000~
[ICHUE TUIOJOTHH (HAKTOPOB KOHKYPEHTOCIIOCOOHOCTH OIOMKETHBIX YUPEKICHHH 3APABOOXPAHCHUS U aJanTalus
uX K cepe oXpaHbl 310POBBS I'PaXKIaH B CTpaTernieckoit nepcrexkruse. OcyliecTBiIeHa OIEHKa KOHKYPEHTOCIIO-
COOHOCTH OFOMKETHBIX M YACTHBIX YUPEKICHHUN 31paBOOXPAHCHHUS ropojia. BhIsBiIeHO, 4TO HanbosIee yrpaBisieMbIM
(bakTOpPOM MOBBILICHUSI KOHKYypeHTOCTIOcoOHOCTH BY30 sBIsIeTcss KOMIIIEKCHAs TOSUIbHOCTD. [pu onieHke Tekye-
r0 YPOBHsI KOMIIJIGKCHOMU JIOSIIBHOCTH OIPEJIeICHA JIOSUIBHOCTh NOTpeOUTENIel Yepe3 UX yIOBIETBOPEHHOCTD, TIPO-
BeIeHAa OI[CHKA CTEIIEHH BAXKHOCTH 1 yAOBICTBOPEHHOCTH 3HAUMMBIX JJIsl HAIUEHTOB aTpUOYTOB U MUKPOATPUOYTOB.
V3y4eHa TOuKa 3pEHHUS Bpadeil Ha Y0BICTBOPEHHOCTD MAleHTOB. OLICHEH Pa3pbiB MEXK/LY 0XKHUAAEMBIM HAIHEHTOM
00CiIy)KMBaHUEM M BOCIIPHATHEM IEPCOHAIOM IPEIOCTABICHHON yCIyrd. BbIsSBIEHbI BBICOKO3HAYMMBIC MHKPO-
aTpuOyThI JIOSUIBHOCTH, MO3BOJISIONIME MOBBIIIATh KOHKypeHTocrnocoOHocTh BY30 1 mocTymnHble At pa3BUTHS B
YCIIOBHUSIX OIPAaHUYEHHOCTH PECYPCOB.

DEVELOPMENT OF PROJECT CONCEPT OF LOYALTY FORMING
AS A COMPETITIVENESS INCREASING FACTOR
FOR STATE HEALTH CARE INSTITUTIONS OF OMSK

Chernobaeva G.E.!, GodzenkoA.S.?

1 Omsk F.M. Dostoevsky State University, Omsk, Russia (644053, Omsk, Litskevich square, 1),
e-mail: ch_g@bk.ru
2 Territorial institution of the Federal Service on Surveillance in Healthcare in the Omsk region (Management
Roszdravnadzor Omsk region), Omsk, Russia (644024, Omsk, Sennaya, 22), e-mail: nastenka57@bk.ru

Here are examined the main results of the studies conducted to elaborate the concept of loyalty forming
as a phase of a project’s life cycle aimed at improving the competitiveness of the state health care institutions
(SHCI) of Omsk. The study generalizes the typology of factors of competitiveness state health care institutions
and their adaptation to the sphere of protection of public health in the long term. Conducted an appraisal of
competitiveness of state and private health institutions of the city. Revealed that the most manageable factor in
improving competitiveness SHCI, is a comprehensive loyalty. In assessing the current level of the comprehensive
loyalty is defined customer loyalty through their satisfaction , assess the degree of importance and satisfaction for
patients significant attributes and micro attribute. Studied the doctor’s viewpoint on patient satisfaction.Assessed
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the gap between the expected patient service and staff perceptions of the service provided. Identify highly
significant micro attribute loyalty, allowing to improve the competitiveness SHCI and available for development
in resource-limited settings.
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MupoBasi 5KOHOMUKa MEHSETCSI COAEPHKATENbHO: AKIEHT CMEIIAeTCsl C TOBAPOB U YCIYT B CTOPOHY BIEYaTie-
HUi. Oco00 aKTyalbHBIMU CTAHOBSITCS UCCIIEOBAHUS TEX MapKETUHTOBBIX KOMMYHHKALUH, KOTOpbIE MOTYT IIOMOYb
B TPaHCIAIUH TPeOyeMOoro SMOIMOHAIIBHOTO KOHTEHTA HA IIeJIeByI0 rpymy. /locTaToqHo 3 QeKTHBHBIMA IIPH yueTe
HE TOJIBKO 3KOHOMUYECKHX, HO U KYJITYPHO-HCTOPHIECKNX OCOOCHHOCTEH IeNeBOH ayJUTOPUH MOTYT OBITH CHEIH-
aJbHbIE COOBITHA. YUeT HallMOHATIBHBIX MATTEPHOB MPH OPTAaHU3ALUH U YTIPABICHUHU CHIENUATbHBIMUA COOBITHAMH IO~
3BOJISIET MAaKCHMAJIbHO MPUOIN3UTH TPAHCIUPYEMOe MOCIaHue K IIyOHHHBIM (opMam BOCTIpHATHSI HHYOPMALIUH Ye-
JIOBEKOM, YTO AEJIAeT €r0 aKTUBHBIM PELUIIUCHTOM [IEpe1aBaE€MOr0 KOHTEHTA. B 1aHHOH cTaThe NpeapuHATa HONBITKA
CPaBHUTENIHHOTO aHATM3a eBPONIEHCKIX H POCCHHUCKHIX MATTEPHOB ISt OOBSICHEHUSI CTETICHN PA3THINS BOCHPHUSTHSL, a,
CIIEI0BATENIBHO, ¥ HX SKOHOMHYECKOI! I11e71eco00pa3HOCTH.
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The global economy is changing the shift in emphasis from goods and services to the impression content of
production. The investigations of marketing communications that can provide demanded emotional content to a target
group are the most requested. Special events can be suggested as efficient ones in the case of involving economic,
cultural and historical particularities of a target auditorium to attract potential clients to producing goods and services
by translating information and required impressions both. Orientation of special events organizing and management
on national patterns gives a possibility to make a massage close to inner forms of acceptance information by a human
that helps to make them an active recipient of translating content. The authors make an attempt of comparative study
of European and Russian patterns to explain the differences in apprehension of special events and, as a consequence,
in their economic efficiency.
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OmnpezieneHo MOHATHE U CYIIHOCTh Hporecca rodanu3anuy. Cienan NporHo3 OTHOCHTENBHO TOTO, YTO B CBSA3H
¢ miobanu3anueit oot 00beM ypOBHS MHPOBOTO NOTPEOICHUS SHEPIrOPECyPCoOB BPsL I OyIeT COKpallarhes, Ha-
000pOT, OH MOXET PacTh B CHJIy PAa3BUTHS IIPOU3BOACTBEHHON ¥ COIMAIBHON cep KU3HEACSATEIFHOCTH YeIOBeKa.
IIpoBenen anamm3 MepPCHEKTHB Pa3BUTHS aTOMHOM MIPOMBIIIIIEHHOCTH C YI€TOM BIMSHUS Po0OiIeM riodann3anuu. Ber-
SIBJICHBI TCHACHLMN (PUHAHCHPOBAHUS NPOTPAMM PAa3BUTHs aTOMHOM HEPreTHKH B PA3IMYHBIX CTPaHaX M0CHEe COObI-
trii Ha @ykycume. OTpaskeHbl IPUYUHBI TOCHUHAHCHPOBAHMS ¥ TOCHHBECTHIMH aTOMHOI SHepreTHky B Poccuiickoit
@enepanny 1 OCHOBHBIE ()aKTOPHI YCTOWYMBOCTH YHEPTOMALIMHOCTPOUTEIIFHBIX KOMIAHUH B YCIOBUSX TIIOOATBHO
KOHKYPEHIIUH. BEISBIEHBI OCHOBHBIE KOHKypeHTHbIe mpenmymiectBa I'K «Pocatom» B pa3BUTHH WM TPOIBIKCHUN
aTOMHBIX TexHonorui B Mupe. [Ipeacrasnens! no3unuun OAO «ATOMIHEProMain B MUPOBOM SHEPreTHYECKOM Mallli-
HOCTPOEHHUH.
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