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OTnauyuTenbHas MPUPOAA MOJHOTO MPOTYKTA ONpPENENseTcss He TONbKO YHHMKAJIbHBIMH KauyeCTBEHHBIMHU Xa-
PaKTepHCTHKAMU, HO IMUKEBEIMU COCTABISIOIUMH. VMUK ToBapa (yHKIIHOHHPYET B MacCOBOM CO3HAHHMHU Kak
CTEPEOTUIHBIH 00pa3-MpeiCTaBIeHNe, OTPaKaIOWUK Hanbonee 3HaYUMble C MMO3UIMU MOTPEOUTEIIs CBOHCTBA TO-
Bapa. UeTKuX IpaHUI] MEXJy YHUKAIbHBIMH CBOHCTBAMH NPOIYKTA M UMHJKEBBIMH XapaKTEPUCTHKAMHU IIPOIYKTa
He cymecTByeT. OHAKO ¢ NO3UIUK (OPMHUPOBAHUSA UMUJKA TOBAPA NIPOU3BOAUTEND HAJEIseT ero QYHKLUUSIMHI U
CBOHCTBaMH, KOTOPBIE ONPEEISIOT IPHHAICKHOCTD K HOTPEOUTEIHCKON TPYTINe B 3aBUCHMOCTH OT CeTMEHTAIIHN.
VImukeBble XapaKTEpPUCTUKU MOJHOTO MPOAYKTa: 1) yHUKaNbHbIE CBOWCTBA TOBAapa MO OTHOLIEHUIO K aHAJIOrM4-
HBIM, KOTOPBIE (DOPMHUPYIOTCSI BHYTPH CTPATH()UKAIIMOHHBIX TOTPEOUTEILCKUX TPYIIT; 2) HU3Kask HOTPeOUTEIbCKast
(YHKLIMOHAIBHOCT MOJHOTO IIPOAYKTA [0 OTHOLICHHIO K JIPYT'MM HOTPEOMTEICKUM CBOMCTBaM; 3) IMO3UTHBHAS
9KCKJIIO3UBHOCTH, KOTOpAsi BKIIIOYAET B Ce0sl HOBU3HY, PEAKOCTh H OPUTHHAIBHOCTD; 4) 3HAYUTEIIFHO COKPAIICHHBIN
JKM3HEHHBIH IIUKJI IPOTYKTA.

IMAGE CHARACTERISTICS OF THE FASHIONABLE PRODUCT
Metlyaeva T.V., Klochko L.L.

Vladivostok State University of Economics and Service, Vladivostok, Russia
(690014, Vladivostok, Gogol, 41), imyak@mail.ru

The distinctive nature of the fashion product is determined not only by unique qualitative characteristics, but the
image component. Product image functions in the public mind as the stereotypical image representation that reflects
the most significant from the standpoint of the consumer properties of goods. Clear boundaries between the unique
properties of the product and image characteristics of the product does not exist. However, from the standpoint of
image formation goods manufacturer gives its functions and properties that define membership in the consumer group,
depending on the segmentation. Fashion image characteristics of the product: 1) the unique properties of the goods in
relation to the same , which are formed within the stratification of consumer groups; 2) low consumer functionality
fashionable product in relation to other consumer properties; 3) positive exclusivity, which includes novelty, rarity and
originality ; 4) significantly shortened product life cycle.
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B crarbe paccmaTpuBaeTcs akTyanbHas mpobiieMa KOH(INKTa [IEHHOCTHBIX YCTaHOBOK, IPUCYTCTBYIOIIAS B COB-
PEMEHHOM POCCHICKOM caMOCO3HaHHH. OTCYTCTBUE PA3AEIAEMOT0 00IMIECTBEHHOTO KOHCEHCYCa COCTABIISIET CETOIHS
caMy CyTh MEHTAJIbHBIX YCTaHOBOK, 00YyCIIOBJIMBAsI JUCKYCCHH O CIIelM(UKe MOHUMAHUsI KOPIIOPATHBHOI COIMIAPHOC-
TH ¥ MO3BOJISAS IPOSIBUTH Ce0s1 PA3NUYHBIM CIEHAPHAM ee (OPMHUPOBAHUA. PaccCMOTPEHBI TP BO3MOXKHBIX MOAX0a K
(OpPMHPOBAHUIO KOPIIOPATHBHOM KYJIBTYPbI, KOTOPBIE TaK WIIM HHAYE COOTHOCST ce0s CO CIIOKMBIIICHCST HALIMOHAIBHO
MEHTAIBHON CPeIOH; PU ITOM KOPIOPATUBHAS COMUIAPHOCTH MOHUMAETCS HE KaK KOHCTaHTa CONUAIbHON U KyNbTyp-
HOI1 )KH3HH, HO KaK pPe3yJibTar IieIeHaNpaBIeHHOH JesTeIbHOCTH, HalpaBJICHHOH Ha peodpa3oBaHue 00IeCTBEHHBIX
1 SKOHOMHYECKHX HHCTHTYTOB.
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The article is devoted actual problems of conflict of values that are present in contemporary Russian identity.
The lack of a shared public consensus today is the very essence of mental attitudes, and leads the discussion on the
specifics of understanding of corporate solidarity and allowing them to express themselves different scenarios of its
development. Considered three possible approaches to the formation of the corporate culture that somehow identify
themselves with established national mental environment; corporate solidarity is not constant social and cultural life,
but as a result of purposeful activity aimed at the transformation of the social and economic institutions.
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