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which is calculated as the difference between the total expected value of the assets and the total expected risk asset
portfolio. Portfolio is created to reduce risks. Investment theory suggests that the risk for individual stock returns is
composed of two components: systematic risk - is the market risk that can not be diversified. Unsystematic risk - the risk
is specific to individual stocks and it can diversify, by increasing the number of shares in the portfolio. Diversification
reduces risk, existing on separate groups of stocks. Diversification - it is a conscious choice combining investment
projects, the ultimate aim is not easy to achieve their diversity, but also a certain relationship between profitability and
risk. We consider the author’s model of crisis. Model of the crisis has been illustrated by the oil and gas shares
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OfHUM U3 UHCTPYMEHTOB MOBHIICHHS () ()EKTHBHOCTH pabOThl M KOHKYPEHTOCIIOCOOHOCTH 00pa30BaTeIbHON
OpraHU3alUH BBICIIETO MPO(eCcCHOHAIBHOTO 00pa30BaHMs SBISIETCS BHY TPHOPraHU3alMOHHBIH MapkeTHHT. K ocHOB-
HBIM KaTerOpHsM yYaCTHHKOB pealu3allid BHYTPHOPTaHM3AIIMOHHOTO MapKEeTHHTa 00pa3oBaTesIbHON OpraHM3aliu
OTHOCSITCSI HEIIOCPE/ICTBEHHbIE YYaCTHUKH MPEIOCTaBICHHsI 00pa30BaTeIbHBIX YCIIYT, BHITOIHSIONME (QYHKIUIO yBe-
JIMYCHUSI ICHHOCTH YCJIyTH, ¥ OMIOCPEIOBAHHBIC YYACTHUKH, BBINOJHSIIOMNE QYHKIMIO OJIEPKKU. BHYTpHOpraHu-
3aI[OHHBII MapKETUHI, OPHEHTHPOBAHHBIN Ha NMPOQECCOPCKO-NPENoaaBaTeIbCKUi cocTaB, TpeOyeT peleHus 3a1ad,
KOTOPBIE MOT'YT OCYIIECTBIISTHCS C TOMOIIBIO METO/IOB, 3aMMCTBOBAHHBIX U3 BHEIITHETO MAPKETHHIA, HO IPHUMEHSIEMbIX
K yU9acTHHKaM BHYTpEHHero pbIHKa. CosiepkaHneM BHY TPHOPTraHU3allMOHHOTO MapKETHHTa SIBIISIFOTCSI CIISAYIOIIHE CO-
CTaBJISAIOIIME: KOMMYHHKAIMH, B3aHMOOTHOIICHHS, YEIIOBEYECKHE PECYPChI, TEPCOHAN, paboure MecTa 1 JOIKHOCTH.
MapKeTHHT KOMMYHHUKAIMH COCTaBIISIET OCHOBY, Ha KOTOPOM CTPOHMTCS JOJITOCPOYHAs MApPKETHHIOBas 3P (HEKTHBHOCTH
opraHu3aniy. MapKeTHHT B3aHMOOTHOIICHHH TTOBBIIIACT 3HAYMMOCTh JINYHOCTH, JIMYHBIX KOHTAKTOB B CHCTEME (-
(exTUBHBIX KOMMYHHUKalMi. OCHOBOI MapKeTHHIa YEIOBEUYECKUX PECYpCOB SIBISIETCS YeIOBEUSCKH KarmuTair Map-
KeTHHI MepCoHala HAMpaBJieH Ha JOJITOBPEMEHHOE 00ecredeHne OpraHu3aluy NepcoHanoM. DPQEKTHBHBIM Cpei-
CTBOM BJIMSIHHSI Ha TOBeACHHE pabOTHHUKA SIBIISIETCS MOBBIIICHHE MPUBIIEKATEILHOCTH pabodero mecra. J(omKkHOCTH
SIBIISIETCS. MOIIIHBIM HHCTPYMEHTOM BO3/ICHCTBHS Ha MOBE/ICHHE pabOTHHKA.
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One of the tools to increase the efficiency and competitiveness of the educational institution of higher professional
education is inter-organizational marketing. The main categories of participants in the implementation of intra-
marketing educational organizations are directly involved in the provision of educational services, performing the
function of increasing the value of the service, and indirect participants, performing the function of support. The intra-
marketing to the faculty requires tasks that can be performed using techniques borrowed from the external marketing,
but applied to the participants of the domestic market. Content of the intra-marketing are the following components:
communication, relationships, human resources, staff, jobs and positions. Marketing communications is the foundation
on which to build long-term marketing effectiveness of the organization. Relationship marketing is increasing the
importance of personality, personal contacts in the system of effective communication. The basis of marketing human
resources is human capital. Marketing staff is aimed at ensuring the long-term organization of the staff. Effective means
of influencing the behavior of the employee is to increase the attractiveness of the workplace. Position is a powerful tool
for influencing the behavior of the worker.
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B crarbe npHuBEICHO HECKOJIBKO IOAXOAOB K INOHMMAHHIO BEHUYPHOIO MHBECTUPOBAHUS B MHHOBAL[OHHBIX
9KOHOMHYECKUX CHCTeMaX. PacKpbIBarOTCS OCHOBHbIC (DyHKIMHM BEHUYPHOTO MHBECTHPOBaHMsA. B cTarhe mpuBeneH
aBTOPCKUM B3I HA IPUPOY BEHUYPHOIO HHBECTUPOBaHUs. Takoe HHBECTUPOBAHUE SBIIACTCSI UHTETPUPYIOILUM Me-
XaHH3MOM BOCIIPOM3BOACTBEHHOTO Mpolecca. PaCKphITEI HCTOPHUECKHE MPEANOCHUIKA BO3HUKHOBEHHS BEHIYPHOTO
nuBectupoBanus (npuseneH npuMep CILIA mpu pa3BuTHH HHHOBAaIMOHHOTO Kiactepa CHIMKOHOBOH nonuHED). Cre-
JIaH BBIBOZ O TOM, YTO BEHUYPHBIN KalUTal MO3BOJISIET OCYNIECTBUTh HHTETPAIMOHHBIE U ONTHMHU3ALHOHHBIE (YyHK-
LMY UHBECTULIMOHHBIX U HHHOBALMOHHBIX [IPOLIECCOB C LEJIbI0 PELICHUS 3a/1a4 COLMAIbHO-I)KOHOMUYECKOIO Pa3BUTHUS
peTHoHOB. BeHuypHBIH KanuTall MO3BONAET ONTUMU3UPOBATH SKU3HEHHBIN UK MHHOBALMOHHOHN AESTENIbHOCTH, 110-
CKOJIbKY SIBIISIETCS] SKOHOMHYECKUM MHCTPYMEHTOM MOAIEPKKH Y(P(PEKTUBHOCTH SIKOHOMHKHI 3HAHHH.
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