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THE IMAGE OF MODERN BUSINESS IN THE EYES OF STUDENTS

Elagina R.H.

In this article the author analyzes the image of business in the eyes of students
and detects main social factors that can influence it. Business and its image is viewed
and analyzed in the context of the social and professional priorities of students based
on an opinion survey. Empirical methods of information acquisition were used —
experimental observation, questionnaires and expert surveys, document study
(statistical data, context analysis of Internet sites), and statistical methods of
information processing. As the result of the study we have concluded that the image
of business formed in the public consciousness is ambivalent and paradoxical, and
can be explained by how business evolved in Russia in the 90's of the 20" century
(shuttle traders, privatization of property and a typical misconception that all big
fortunes in Russia were gained by dishonest means, etc.) Present-day condition of
small and medium business (the fact that trade and the service sector prevail), mean
there are big risks in business activity (financial, administrative and psychological
limitations), with mental factors (traditional negative attitude to business in Russia)
playing an important role. Nowadays, due to the problems with staffing in business it
IS necessary to change the negative image of business, which has dominated during
the two recent decades. The main reason of this ambivalent perception of business by
the students is non-conformity of the competence level of university graduates with
the demands presented by businesses. The university education which students get is
better suited for employment in large corporations, government bodies, research and
educational institutions rather than small or medium business enterprises; few
innovative techniques are used in modern education and it does not target ‘business’

skills (ability to work independently and take decisions, etc.) The author detected 2
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groups of important factors that influence the students’ vision of business and tells us
why it is necessary to create a certain image of business among students who act as
its labour reserve.

Scope of application: the paper presents a sociological analysis of the image
of business in the eyes of students, and its social management function.

Keywords: social image, students’ concepts, graduates employment.

UMUK COBPEMEHHOI'O BUSHECA
B OTPA’KEHUU CTYJAEHYECTBA

Enarnna P.X.

B nmaHHOH cTarhe aBTOPOM aHAJM3UPYETCS CIIOKHMBILNHKCS 00pa3 Ou3Heca y
CTYJACHTOB W BBIIBJISIOTCS BEIYyIIHE COIHUATbHBIE (HAKTOPHI KOHCTPYHPOBAHHUS
UMUKa OM3HEcCa B TPEJICTABJICHHUAX CTYACHYSCKOW MOJIOASKH. PaccmarpuBaercs
MECTO Ou3Heca B CHCTEME  CONMAJILHO-NIPOPECCUOHANBHBIX  OpPHUEHTAIUN
CTyJCHYCCTBA M aHAJIM3UPYETCs WMWK OM3Heca B NPOQPOPHUEHTAIMOHHBIX
NPEJCTABJICHUSAX CTYJICHUYCCKOM MOJIOJASKH II0 MarepuajgaM COIHMOJIOTHYECKOTO
uccieoBaHus. B mporecce uccie0BaHUS HCIIOJIb30BAUCH IMITUPUICCKUE METOBI
coopa umHpOpManMu — HAOIIOJCHUE, AHKETHBIM M SKCIEPTHBIA ONPOCHI, aHAIU3
JTOKYMEHTOB  (CTaTHCTHMYECKUX JIAHHBIX, KOHTCHT-aHaJU3 HMHTEPHET-TEKCTOB),
CTaTUCTHUYECKHE METOJBI 00paboTku wHpopmarmu. B pesyibrare, 000CHOBaHO, YTO
CTUXUWHO CJIOKUBIIHNACA B OOIIECTBEHHOM CO3HAaHUW WMHIDK OTEUYECTBEHHOTO
Ou3Heca  XapaKTepU3yeTCs  aMOUBAIEHMHOCMbIO, NAPAOOKCANbHOCHbIO, YO
0bycnosneno OCOOCHHOCTSIMHM CTaHOBJIeHUsT OuszHeca B 90-e¢ TOAbl («UECITHOKHY,
npuBaTu3amus CcoOCTBEHHOCTH B mepuoa  90-X TOJOB TMPOIUIOTO BEKa W
YKOPEHEHHOCTh B OOIIECTBEHHOM CO3HAHWHM MHEHUS, YTO BCE OOJIBIITUE COCTOSHUS B
Poccun HaXUTBI HEUECTHBIM IYTEM U JIP.), C COBPEMEHHBIM COCTOSIHHEM Majioro U

cpenHero OusHeca (mpeobsagaHue TOProBid U chepbl 00CITyKUBAHUS), OOJIBIIUMU
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pUCKaMH B OW3HEC-IeATETLHOCTH (buHAHCOBBIE, aJIMUHU CTPATHUBHBIC,
NICUXOJIOTHYECKAE OTPAHUYCHHS), MEHTAJIbHBIMU (akropamMu (TPaguIIMOHHOE
HEraTuBHOE OTHolIeHHEe K OuzHecy B Poccun). CoBpeMeHHbIe Mpo0OsieMbl B 001aCTH
KaapoBoro obecrnedueHus OuzHeca TpeOyIOT M3MEHEHUsS WMHIKa Ou3HecC-
NesTeIbHOCTH, KOTOPBIA CPOPMUPOBANICA B TEUCHUE MOCISTHUX JABYX JECATHUICTUI.

OcHOBHasi TMpUYMHA TPOTUBOPEUYUH B BOCHPHUITHUA UMHIKA Ou3HEca
CTYJEHTaMU JIC)KUT B MJIOCKOCTU HECOOTBETCTBUSI YPOBHS MOJTOTOBKHU BBIITY CKHUKOB
BY30B U TpPEOOBAHHUM K HUX KOMIETECHIUMSIM CO CTOPOHBI CYIIECTBYIOIIUX OH3HEC-
CTPYKTYp, @ HMEHHO: IMOJrOTOBKAa CIHEIMAJMCTOB B BYy3aX OpPHEHTHUPOBaHA B
OCHOBHOM Ha [JI€AT€JIbHOCTh KPYIHBIX KOpIHOpalui, OpraHoB yMpaBJeHUS,
oOpa3oBaHusi, HAyKH M T.I., & HE HAa TOJATOTOBKY CIEIHMAJIHMCTOB JJIsi pabOTHl B
00JIaCTU MaJIor0 U CpellHero OW3Heca; COBPEMEHHBINM 00pa30BaTEIbHBIN MpPOIECC
XapaKkTepu3yeTcs HEAOCTAaTOYHOW OpUEHTAIMell Ha WHHOBAIMOHHBIE TEXHOJIOTHU B
o0pa3oBaHuMU, B HEJOCTATOYHOM MOATOTOBKE «IEIOBBIX» JoJeil (yMeromux
paboTaTh CaMOCTOSTEIBLHO, MPUHUMATh PEIICHUSI CAMOCTOSATEIBHO U T.J.). ABTOPOM
BBIJICJICHO 2 TPYIIBI HanOOoJiee 3HAYUMBIX (DAKTOPOB I KOHCTPYUPOBAHUS UM HJIKA
OuzHeca B TMPENCTABICHUSX CTyJ€HYECTBA MU OOOCHOBaHAa HEOOXOJAUMOCTH
yIIpaBJICHUS] KOHCTPYUPOBAHHEM UMHUIKA OM3HECA B MPEICTABICHUSIX CTYACHIECKON
MOJIOJIeKH, KaK TPYJIOBOTO pe3epBa it Ou3Heca.

O6nacTte mnpuMeHeHusi  pe3yabTatoB: B paboTe  ocyliecTBiieH
COIMOJIOTHUECKU M aHATU3 UMHUJKA OU3Heca Kak (PYHKIUM COIMATBHOTO YIPaBJICHHUS
B MIPECTABJICHUAX CTYIEHTOB.

KioueBble cJjioBa: COUMAIbHBIA UMUK, MPEACTABJICHUS CTYIEHTOB,

TPYAOYCTPOMCTBO BBITYCKHUKOB.

Creating a positive image of small and medium business is acute because it is
necessary to devise methodological approaches to managing external
communications at the universities. This will allow objective interpretation of the

students’ vision of business.
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A specialist’s image should be viewed as a complex of professional, social and
personality characteristics that comply with the expectations of modern society.
Therefore, universities need to detect these expectations to be able to meet the
demands of the society. Looking at internal processes we inevitably conclude that this
social image which appeared as a stereotype in public consciousness is the result of
changes in the national identity.

At the moment Russia is holding the leading position in the world by the
number of university students per 10 thousand people, however the quality of
education has considerably dropped. University professors complain about low
quality of school leavers’ training. Employers in their turn heavily criticize
competence level of university graduates (especially technical universities graduates)
and have to spend thousands of dollars on the further training of a young
‘professional’.

Opinion polls conducted in 2008 in Russia showed that the question: ‘The
shortage of what kind of specialists restrains the development of economy?’ got the
answer from most Russian entrepreneurs - the deficit of skilled labour, especially in
economics and management - not money or raw materials or technology.

In other words, the country has a paradoxical situation when the number of
socio-economic specialists is much higher than the market demands, but at the same
time the demand for highly-skilled managers, economists and lawyers is much higher
than the number offered.

In its turn, business as a social institution is not attractive for future
professionals. University students do not view business as a safe place of
employment. Thus, we can conclude that the image of a present-day employer does
not correspond to the image of a modern entrepreneur. These problems with the
image of present-day Russian business are reflected in the students’ life strategies in
the Republic of Bashkortostan.

We present the analysis of students’ identification preferences. Students form a

large socio-demographic group of the country’s population, which can foster social
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change and which possesses a considerable innovative potential that can be beneficial
for the society. Students make a large social group and a big percentage of young
people that represent ‘the future of present’, they take our present-day values to the
future and thus determine it.[2, pp.76-77]

Modern business has a new image of a manager targeted at vertical mobility,
self-sufficiency, material well-being, etc. These characteristics are very attractive for
young students. Therefore, it is necessary to study new factors that influence the
students’ choice of profession. To promote business in the eyes of students it is
necessary to position it right within their value system, to create a positive image of a
manager that would comply with present-day social demands.

Questionnaire survey ‘Employment Problems of University Graduates’
conducted among senior students has detected certain problems in the image of
modern business. The survey was conducted among the students of Bashkir State
University, Ufa State Academy of Economics and Service and Ufa State Aviation
University. The sample from 769 people represented various age and social groups.

The questionnaire showed that 97% of students would like to work for an
enterprise and only 3% do business, which is not much.

Only a third of graduates would like to work for organizations who can offer
jobs in their professional field (62% of respondents would prefer working outside
their specialization area versus 31% - in their professional field). Graduates of Ufa
State Technical Aviation University prevail among those who would prefer working
for a company outside their major subject. Senior students of Bashkir State
University prefer working for a company but outside their major subject. [3].
Therefore among factors that determine the negative appeal of organizations as
potential employers can be errors of judgment by school leavers in the choice of
future profession, quality of professional education, salary and working conditions in
the future profession, career opportunities or difficulty with job placement in the
profession. Opportunities for job placement in a profession depend primarily on the

ratio between the demand at the labour market and the number of jobs offered. Thus,
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graduates of a classical university with a fundamental education have more problems
than graduates of other universities.

When recruiting the personnel companies take into account two most important
groups of graduates’ characteristics — their personal capital (professional
competencies, which provide for their future as employees and the company’s future)
and social capital (social connections important for the employee and the
organization). [4] Half of the graduates consider social capital the most important
factor for successful employment. About 40 percent think that job placement depends
not only on social connections, but also on professional competencies. This disparity
in evaluations reflects an unfavourable situation in the labour market: many
university graduates count more on their social connections than on their professional

skills when seeking employment. This decreases their motivation when studying.

Table 1
Main Characteristics of a Successful Business Person
(number of people of the total number of the respondents)
Answers Number % of the total number
of answers of respondents

Business acumen and leadership skills 160 20
Work a lot, be goal-oriented 144 18
Start-up capital 160 20
Original idea 80 10
Social connections 104 13
Luck 64 8
Sound education 16 2
Support from Government and other 48 6
organizations that assist small business
Relevant professional experience 24 3
Other 0 0
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The survey shows high demands of the graduates in the social responsibility of
employer organizations. The characteristics, which the respondents expect their
potential employer organizations to have, range as follows (from 0 to 10 points). The
most important characteristic is the high salary of employees; in the second place are
employee benefits, in the third place - in-service education and the quality of
produced goods and services. It is important that all the characteristics of social
responsibility were graded higher than average, but timely and full tax payment,

which is highly beneficial for the society, was placed last.

Table 2
Social Responsibility of Employer Organizations
the Way Students See It (in points 0 to 10)
Place Social Responsibility Parameters Average
Score
1 High salary 8,4
2 Employee benefits 7,6
3 In-service education provided by the employer 7,5
4 Quality of produced goods and services 7,5
5 Help provided to disabled, children and war veterans 7,2
6 Job creation 6,9
7 Participation in environmental projects 6,6
8 Timely and full tax payment 6,4

According to a work technology criterion more than a half of graduates can be
referred to X type (according to D. McGregor, employees of X-type do not like
working, prefer being guided and seek safety (‘frontline worker’). Those who seek
fast career advancement and risky employment are twice less in number than those
targeting long-term stable employment. Only one third of graduates hope that the

qualification they get at the university will ensure long-term employment. The
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majority of respondents prefer working for companies that could provide advanced
training. According to the type of work behavior more respondents tend to follow
instructions and to be guided and fewer prefer self-discipline, independence and
taking initiative. Preferences on the latter criterion mostly depend on the type of
profession. In some organizations initiative is encouraged while in others is could be
forbidden or even punished. However, actual professional life depends not only on
corporate culture or administrative rules, but also on the employee’s wish to change
the situation, take decisions and work on their own. In this way university graduates
can present a good innovative potential for employers. Only one fifth of the graduates
are ready to take risks and to be paid by per-performance (as opposed to fixed salary),
which would depend on their initiative, creative input and productivity.

Therefore, there is a contradiction in the respondents’ opinions. On the one
hand, students associate business with an owner, who targets maximum income, can
maintain life and work balance, and who is responsive to the changes in social
environment. On the other hand, they see the entrepreneur ‘suppressed’ by high taxes,
state and governmental officials, who lack understanding of the problems of modern
business. Some students would like to start their own business and take risks.
However, the answers they give about the kind of job they would like to do suggest
the idea of a typical ‘employee’. This means they have certain internal barriers and
fears in connection with business.

The author has detected 2 groups of significant factors that influence creating
the image of business in the eyes of students:

1. social factors (for example, social characteristics of business or potential
employer like advanced training programmes, salary and bonus schemes,
social package of employees, timely tax payments, social responsibility of
business and the quality of goods and services);

2. psychological factors (the idea of personal characteristics of a business
person - business acumen and sense of purpose) and external factors

(support of the authorities, social connections).
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The first group of factors influences interaction between universities and
business and can help to improve their communications. The second group of factors
can be influenced by the mass media that can play the leading role in creating the

image of business in the eyes of students.

References

1. Lisovskiy V.T. Credo New, no. 1 (2002). http://credo—new.narod.ru

2. Kramarenko R.A. Vosproizvedenie tsennostey sovremennogo obshchestva
rossiyskim studenchestvom (sotsial'no—filosofskiy analiz) [Reproduction of values of
modern society by the Russian students (the social and philosophical analysis)]: Dis.
... candidate phil. sciences. Novosibirsk, 2003. pp. 76-77.

3. Shaykhislamov R.B. Trudoustroystvo vypusknikov kak sotsial'naya
problema [Employment of graduates as social problem]. Materialy IV Ocherednogo
Vserossiyskogo  sotsiologicheskogo kongressa «Sotsiologiya i obshchestvo:
global'nye vyzovy i regional'noe razvitie» [Materials 1V of the Next All-Russian
sociological congress "Sociology and society: global challenges and regional
development"]. Novosibirsk, 2012. pp. 8913-8918.

4. Kiseleva E.S. Otnoshenie molodezhi k malomu predprinimatel'stvu:
rezul'taty oprosa studentov rossiyskikh vuzov [Relation of youth to small business:
results of poll of students of the Russian higher education institutions]. Materialy XII
Mezhdunarodnoy nauchnoy konferentsii po problemam razvitiya ekonomiki i
obshchestva [Materials XII of the International scientific conference on problems of
development of economy and society]. M: The higher school of economy, 2012. pp.
277-286.

CnucoK JMTepaTyphl

1. Jlucosckuii B.T. Conunansusie u3mMeHeHus B mojoaexHoi cpeae // Credo

New [Dnektponnsiii pecypc]. 2002. Nel. Pexum nocryna: http://credo—new.narod.ru



© CoBpeMEHHBIE CCIIEJOBAHUS COLIMAIBHBIX ITPOOJIEM (3JIEKTPOHHBIA HaydHBIN KypHa),
Modern Research of Social Problems, Ne8(28), 2013
0 Www.Sisp.nkras.ru

2. Kpamapenko P.A. BocnpousBeaenue 1eHHOCTEW COBPEMEHHOTO OOIIECTBa
poccuiickuM cTyaeH4YecTBOM (cormanbHo—(punocodekuii aHanus): Juc. ... KaHj.
¢dunoc.Hayk. HoBocubupck, 2003. C. 76-717.

3. IaiixucnamoB P.b. TpynoycTpoiiCTBO BBIMYCKHMKOB KaK COLMAJIbHAs
npoonema // Marepuansl IV Ouepennoro Bcepoccuiickoro CoIoioTH4ecKoro
koHrpecca «Cormmosiorusi M 0OIIecTBO: TJ00aNbHBIE BBHI3OBHI M PEruOHAIBHOE
paszButue». HoBocubupck, 2012. C.8913-8918.

4. Kucenesa E.C. OTHolIeHHEe MOJIOASKHU K MaJIOMy MPEANPUHUMATEIIbCTBY:
pe3ysibTaThl  Ompoca CTYACHTOB pPOCCHUHCKHMX By30B // Marepuaner XII
MexayHapoaHOW HaydHOW KOH(EpPEHIMH MO IMpoOieMaM Pa3BUTHS SKOHOMUKH U

obmectBa. M.: Bricmiag mikosa sxonomukn, 2012. C. 277-286.

DATA ABOUT THE AUTHOR

Elagina Regina Hamitovna, assistant manager of chair on scientific activity, senior
teacher of chair of public relations

Bashkir state university

32, Zaki Validi str., Ufa, Republic of Bashkortostan, 450074, Russia

e-mail: reginabzh@bk.ru

JAHHBIE Ob ABTOPE

Enaruna Pernna XaMuUTOBHA, 3aMeCTHUTEINb 3aBEAYIOMIETO Kadeapoil Mo HaydHOU
JEeSTEIbHOCTH, CTapIIUi penoiaBaTeb Kaeapbl cBsi3ei ¢ 0011eCTBEHHOCThIO
Bawxupckuti 2ocyoapcmeennulil ynugepcumem

ya. 3axu Banuou, 32, Yeha, 450074, Poccus

e-mail: reginabzh@bk.ru

SPIN-x00 ¢ SCIENCE INDEX: 8839-2230



