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THE ROLE OF BUSINESS JOURNALISM IN MODERN INTERNATIONAL BUSINESS

The article is devoted to the study of the importance of business journalism for the development of international business in the global
economy. The modern tendencies of the development of international business are systematised, and the significance and prospects for
the use of business journalism tools are determined. The sectors producing the most popular business news are revealed. The functional
purpose of the business press is considered in connection with forming the information environment of business development, and the
main approaches to its classification are analysed. The role of business publications in advertising activity is estimated. The specific
features and trends of the development of business publications in the modern global environment are singled out as well as the most
common tools of corporate communication are identified. The transformation of business needs is considered in relation to the press,
and the importance of business for the formation of the market of business publications is regarded.
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Monsikosa 10.B., Waiina O.E., CtenaHos A.B. POJIb IENTOBOW XXYPHANUCTUKU B COBPEMEHHOM MEXOYHAPOOHOM
BU3HECE

CraTbs NOCBsILLEHA UCCMEOOBAHUID 3HAYEHUS [ENOBOW XYPHANMCTUKN AN Pa3BUTUS MexayHapoaHoro 6usHeca B rmobarnbHoi
3KOHOMMKe. CUCTEMaTU3POBaHbl COBPEMEHHbIE TEHAEHLMN Pa3BUTUS MexayHapogHoro 6usHeca, koTopble 06ycnaBnnBatoT BaXKHOCTb
1 NEPCNEeKTUBHOCTb NPUMEHEHUSI MHCTPYMEHTOB OENO0BOW XypHanuMCTUKW. BbiBNeHo cekTopbl, npoussoaswmne Havbonee nonynsp-
Hble HOBOCTU chepbl BusHeca. PaccmoTpeHbl (yHKLMOHaNbHOE Ha3HavYeHne AenoBo npecchbl Ans opMUpPoBaHMs MHGOPMaLMOHHON
cpefbl pasBuTHsA BU3Heca 1 OCHOBHbIE NoaxoAbl K €€ knaccudukaummn. OueHeHa ponb AenoBbIX M3OaHUIA B PEKNaMHOW OeSTENbHOCTH.
BbiaeneHbl 0cO6EHHOCTY U TpeHabl pa3BUTUS AenoBbIX U3AAHUIA B COBpEMeHHON rnobanbHoi cpeade, Haubonee pacnpocTpaHeHHble
MHCTPYMEHTbI KOPNopaTuBHOWM KOMMYHUKaLmu. PaccmoTpeHa TpaHcchopmaumst noTpebHocTe BuaHeca No OTHOLLEHMIO K Mpecce U 3Ha-
YeHve BusHeca Ans HOPMUPOBaHUS PbiHKA AENOBbIX M3AAHWA.

KnioyeBble cnoBa: MexayHapoaHasi XXypHanucTvka, rmobanusaums, MexayHapoaHblid 613Hec, MexayHapoaHble KOMMYHUKaLMK,
[enoBas npecca, peknama.

Monskoga 10.B., lWanga O.€., Ctenanos A.B. POJIb OINOBOI XXYPHATICTUKWA Y CYYACHOMY MDKHAPOLHOMY BI3HECI

CTaTTsa npucesiYeHa OOCHIAKEHHIO poni Ta 3HAYEHHS! AiNOBOI XXYpHamMiCTUKM AN PO3BUTKY MixkHapogHoro 6isHecy y rnobanbHin
eKOHOMiLi. CncTemMaTn3oBaHO CyvacHi TEHAEHLT PO3BUTKY MixXHApOAHOro GisHecy, siki 0BYMOBMIOKOTL BaXNMBICTb | NEPCNEKTUBHICTb 3a-
CTOCYBaHHSA TPaaMUiHMX Ta iHHOBALIMHUX iIHCTPYMEHTIB AiN0BOI XypHanictukv. OBrpyHTOBaHO XapaKTepHi pucy AinoBoi XypHanicTukv
SIK cnewiani3aoBaHOro CknagHuka MeAiNnHOro PUHKY, MOKNMKaHOro obcnyroByBaTh nepenycim iHTepecu ocib, Wo matoTb besnocepenHe
BiIHOLLEHHS ;O EKOHOMIYHUX i Bi3HEeC-NPOLECIB Pi3HMX PIBHIB LWNAXOM 3abe3neveHHs BianoBiaHow iHpopmalieto. PO3KpUTO NOHATTS pe-
riOHanbHOro AiN0BOro BUAAHHS, Oro 3HaYeHHs Ansa po3BUTKY NokanbHOro 6isHec-cepenoBuLLa, NOXBaBNEHHS NiANPUEMHULBKOT aKTUB-
HOCTi, (DOPMYBaHHS LMBINi30BaHMX iHCTUTYLOHaMNbHUX HOPM Ha MiCLIeBOMY piBHi. BUSIBNEHO NOTYXHi CEKTOPU EKOHOMIKM, LLIO BUPOBNS-
10Tb HaNBiNbL nonynsipHi HOBUHK y cdepi BisHecy. Po3rnaHyTo dyHKUiOHansHe nNpusHadYeHHs 4inoBoi Npecy sk mxepena AOCTOBIPHOT
iHcbopmaLii ona popmyBaHHs iHOpMaLiiHOrO cepeaoBuLLa PO3BUTKY Gi3HECY Ta OCHOBHI NiAxoamn A0 il knacudikauii, 3okpema nogin
[iNoBKX BuAaHb Ha BHYTPILLHI | 30BHILLHI; 3aranbHi, NONITUKO-€KOHOMIYHI, NoniTUKO-diHaHCoBI Ta GipxxoBi. OuUiHeHO ponb AiNoBUX BUAAHb
Y 30iCHEHHI PeKNamMHOi AiSNbHOCTI 3 TOUKM 30py (DOPMYBaHHS OCHOBHUX MPUHLMMIB poboTK OiNOBOI Npecu Ta pu3unkiB HEAOTPUMAHHS
HanaHcy MiX TEMaTUYHUMM | peknamMHUMKU mMaTtepianamu. BruokpemneHo ocobnuBoCTi Ta HOBITHI TPEHOM PO3BUTKY YHIBepcanbHUX Ta
crewiani3aoBaHUX AiNoBKX BUAAHb Y Cy4acHOMY rnobanbHOMY cepefoBULLi Ta HanbinbLL NOLWMPEHi iIHCTPYMEHTU KOpNopaTUBHOI KOMYHI-
Kauii, 30kpemMa TeHAEeHLii po3BUTKY AiNoBMX iHTEPHET-BUAAHL. PO3rMsHYTO KOMNMEKCHY B3aemogito GisHecy Ta Npecu — cyvacHi acnekTu
TpaHcdopMmaLii notpeb BisHecy No BigHOLLEHHIO 0 NPecK Ta 3HadYeHHs GisHecy Ans opMyBaHHS PUHKY OiNOBUX BUAAHb.

KntouoBi cnoBa: mixkHapogHa XypHanictuka, rmobanisavis, MmixkHapogHui 6i3Hec, MikHapogHi KOMyHiKadii, AinoBa npeca, peknama.

Problem statement. The processes taking place in
a globalised environment have a direct impact on the
tendencies of international business development. Con-
sequently, the media and business journalism become
more important, as the international flow of informa-
tion increases, new types of communication are used,
and competition on the world markets of goods and ser-
vices intensifies. Mass media are digitized, the process
of integrating various technologies takes place, the
information and communication system acquires the
ability to respond and react to the actions of its user.
At the same time, the tendencies of enlargement of

the publishing business and its segmentation are man-
ifested; profit oriented business models are modified;
the market of Internet publications is expanded and the
quality of the audience is altered. The role and signif-
icance of business communication tend to grow, while
this type of communication is viewed as a professional
interaction of subjects of the communicative process
aimed at the commercial production and implementa-
tion of a competitive information product.

Analysis of recent studies and publications. Issues
devoted to the development of business journalism and
business communication have received extensive cov-
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erage in the scientific publications by domestic and
foreign authors, including S. Vynohradova, O. Volod-
chenko, L. Dudchenko, S. Kulytskyi, H. Melnyk and
others.

The research purpose of the article is to study
the role of business journalism in the conditions of
active development of international business under
the influence of globalisation processes in the world
economy.

Statement of the basic material and key research
findings. Due to globalisation, entrepreneurs use dif-
ferent types of international activity, in distinct mar-
kets and segments, depending on their production,
commercial, organisational, scientific and technical
capabilities and aspirations. The success of using mar-
ket strategies is conditioned not only by the availabil-
ity of appropriate resources, the creation and imple-
mentation of business models, but also by information
awareness about markets, terms and dynamics of their
development, consumers’ needs, “rules of the road”.

As noted by domestic scientists, modern international
business possesses the following features [1, p. 10]:

— increase of trade volumes under the influence of
scientific and technological progress;

— intense processes of trans-nationalisation of the
business sphere;

— globalisation of international business, when it
covers the general system of information exchange, the
global financial market and the global technological
environment;

— deepening of the international division of labour
and corresponding changes in the structure of goods
and services in world trade;

— consolidation of close relations between domestic
subjects of international business and foreign partners;

— taking into account factors of cross-cultural
interaction when conducting business, that is, a set of
requirements and restrictions imposed by the culture
of a particular country;

— establishment of technological
between subjects of world business.

There is also an increase in the importance of qualita-
tive and immediate information exchange with the help
of modern information technologies and means of com-
munication. In light of the foregoing, new approaches
emerge to the functioning of business journalism as
a kind of journalistic activity aimed at creating and
ensuring the functioning of the media, designed to
serve mainly the category of people involved in the econ-
omy and business. In the process of transformational
changes, business journalism has become a high-quality
communication tool for business and entrepreneurship,
while at the same time serving as an important spe-
cialised player in the media market. Its formation was
influenced by the revival of the business environment,
the importance of informational support of business
processes, the formation of institutional norms of con-
duct in world markets.

The business press is identified with a source of
reliable business information. In particular, it creates
an idea of international economic life, studies and mon-
itors markets, places comments of professionals and
experts, publishes analytical articles and reviews pri-
marily designed for professionals, although the read-
er's audience noticeably tends to expand.

Nowadays, there is an emerging concept of a
regional business edition, which is a publication in
a certain territory of a particular country, intended
for the business environment and publishing relevant
information on business development and on the forma-

connections

tion of a favourable image of the business sector, both
in the regions and in the whole country. The regional
press, using the information resources of the region,
in the most, approximates the business circles to the
understanding of local needs, helps small and medi-
um-sized businesses to take guidance in the internal
business environment, makes up for the lack of local
news, assures confidence by facilitating the coordina-
tion of interests of economic partners and encourag-
ing them to cooperate, personifies economic relations,
favours to minimize the risks of economic activity.

Business news are produced by the most popular
sectors such as real estate, banking and finance, e-com-
merce, technology, retail sales, hotel business and tour-
ism, logistics, transfer of intellectual property rights
(franchising), agriculture, construction, insurance,
motor transport, advertising, production.

A new concept of the business press emerges, which
is understood as a special part of analytical specialised
periodicals owing to its focus on a certain segment of
society, namely, socially active people who are involved
in the sphere of economic and business activity [2].
The business press is intended, if anything, for the
formation of information environment for business
development. That is, the business press carries out
a functional purpose of informing about domestic and
foreign news; presents an analysis of the main events
in the country and the world in terms of their impact
on business life; reports on the research of social prob-
lems connected with changes in the sphere of economy;
detects the impact of operational commercial informa-
tion on the economy; contributes to the formation of
a business ideology. The business information sector
covers economic, stock market, financial, statistical,
commercial information and business news.

In scientific journals, the business press is classified
depending on the audience, subjects and thematic ori-
entation, the territory of distribution, the characteris-
tics of the publishing house, etc. Thereafter, business
media are subdivided into [3, p. 23]: general (publica-
tions keeping implicit features of the typological model,
and distinguished by sufficient thematic versatility),
political and economic (publications with a prevalent
theoretical political and economic component, through
which important social and political events are exam-
ined), political and financial (publications concerning
the dynamics of bank capital, the actions of financial
institutions, trends and specific features of lending,
currency exchange rates, etc.), stock exchanges (edi-
tions, which reflect the features of stock-exchange life:
sale and purchase of securities, stock quotes, etc.).

We also note that business publications are divided
into internal: business-to-person (B2P), where the tar-
get audience is a company staff learning about the com-
pany’s news and activities, which allows the team to
improve their qualifications, increase their awareness
and engage in corporate processes; external: business
to business (B2B), aimed primarily at business partners
in order to create a favourable image of the company in
the business environment, to establish profitable con-
tacts, and to find reliable partners; and business to cus-
tomer (B2C), oriented to the company’s customers who
learn information about company novelties, customer
care, manner and style of dealing with clients, person-
nel, promotions or contests.

According to scholars, business journals in Ukraine
are aimed at the disclosure of mostly two types of
knowledge [4]: procedural, i.e. publication of various
laws and regulations, legal advice on certain situations
in the field of entrepreneurship, that is, offering entre-
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preneurs appropriate schemes of behaviour in partic-
ular situations; declarative, which comprise reports
about various events and their comments, thematic
analyses, interviews, advertisements, announcements.

The most common tools for corporate communica-
tion are films, calendars, booklets, brochures, websites,
newsletters, letters, leaflets, directories, books, news-
papers, magazines.

Business press acts as a subject of advertis-
ing and is popular with serious advertisers. Since
advertising in the business press operates mainly in
the B2B mode, the main feature of the advertising
object is the obligatory affiliation of the addressee
of the advertisement to a particular business group.
Based on this, the business publication is a signif-
icant subject of advertising, as it plays the role of
a linking element between the customer and the
manufacturer of advertising. As a result, the main
principles of the business press were formed in the
advertising market: active sales, flexible system of
discounts, bonuses for advertisers, access to the tar-
get audience, professionalism. Business publications
are intended to promote goods and services, support
their image, and provide advertisers with access to
solvent audiences [5]. However, business publica-
tions during their promotional activities are warned
of not being trapped, as balancing when trying to
satisfy the interests of advertisers can impair the
publication, leading to a loss of audience and nar-
rowing the market niche [6].

Business press is an integral part of business, and it
is aimed not only at businessmen or managers, but also
at those who want to raise awareness of information
in a particular area. It can be noted that the press and
business act as a kind of partnership contributing to
the goal of increasing the competitiveness of business
and the creation of independent quality business publi-
cations that stimulate the growth of business processes.
Under the influence of economic processes, there are
changes going on in the functional purpose of business
press. Thus, among the most important functions the
following are distinguished [7]: the spread of business
excellence; expansion of business erudition; provision
of a contact audience with the latest update of com-
mercial news and special information on the properties
of goods, services, production processes, technology;
formation of a positive image of the enterprise in the
minds of the audience; formation of business ideol-
ogy; assistance in establishing business contacts; influ-
ence on the authorities in order to make decisions that
should facilitate the establishment and development of
business; provision of the audience with reliable infor-
mation and reporting about the results of research on
existing problems and achievements of scientific eco-
nomic thought.

To our mind, the most noticeable modern trends in
the development of business Internet publications are
the following: the business models of online media are
translated as videotext, paid internet, free web ser-
vices, internet advertising, as well as general, individ-

ual and multi portals; certain types of publications are
expanding, among which one may find advisory busi-
ness journals, corporate magazines, ads newspapers,
specialised business overview and analytical publica-
tions, business publications of commercial organisa-
tions, universal observational and analytical weekly
editions, daily business newspapers, analytical sectoral
and branch-wise publications, etc.

The needs of business are also changed in relation
to the press, which is revealed in the areas of provid-
ing information about products and services to custom-
ers, partners, society, government; solving problems of
creating brands of a firm, commercialisation of brand
products and services; formation of a positive image
of domestic business; protection of the firm’s interests
in a competitive struggle in the context of real busi-
ness practice; enhancement of objective coverage of the
present state and trends of entrepreneurship develop-
ment; attraction of public attention to real problems
of entrepreneurship; coverage of issues related to new
business technologies promoting small businesses and
their new products in the advertising market; assess-
ment of the state of affairs in the domestic and inter-
national markets.

Conclusions. Thus, the rapid development of globali-
sation and the corresponding growth of business require
economic, analytical, marketing, and research activity
in the modern business environment, which leads to the
transformation of business journalism and increases its
impact on the global and regional information markets.
In such circumstances, the functions of the business
press are reduced to informing about domestic and for-
eign news; exposing the modern style of business life;
analysing the main events in the country and in the
world in terms of their impact on business; covering
social problems related to changes in the economy;
detecting the impact of immediate commercial informa-
tion on the economy; forming an ideology and a way of
thinking by business categories.
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