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Abstract. The article presents an axiological approach to the analysis of social
capital as an organization management resource. The author considers social
capital as social resources main form. The social capital value aspects are
determined by its potential and the structure specifics that the environment of
«objectified values» forms. It is noted that the value approach in sociological
analysis logically defines subject-subject relations and the process of joint
formation of social capital by management entities as having a value component.
Socially oriented management which develops as a result of the subjects
interaction in the process of social capital formation and development also forms
an organizational value as well.
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Recognition sociology management study object value character, in our
opinion, contributes to the productive expansion of ideas both about the object
itself and about the scope of its research as a social existence sphere.

In the modern conditions of a common cultural space formation the
universalization of the values organizing it not only their convergence is recorded
but also divergence along various lines. The current socio-political situation
determined by the sanctions pressure on the Russian Federation and the
aggravation of Russian organizations competitiveness problem significantly
increases the relevance level for Russian organizations in the search and use of
new resources to increase the sustainability and organizations innovative
development level in conditions of limited opportunities due to new socio-political
challenges.

Social capital is a resource of social management with significant potential.
By social capital we mean a resource of social management essentially determined
by the form and nature of social relations between the subjects of management
mediated by functionally determined activities and socially significant interests
[see: 3; 4].

In this capacity social capital does not require significant financial
investments but it is able to change the Russian organizations social architecture
as well as to rebuild their management system based on the subject-subject
approach, strengthening social connectivity, strengthening social and labor
partnership and social solidarity formation. Since these possibilities of social
capital are determined by the level of social relation, mutual trust and norms we
consider social capital as a resource of an immaterial nature (which is not
substantially identical to the traditional concept of «intangible resourcesy).

In addition, social capital provides a manifestation of «social energy» which

IS interpreted as a synergistic effect formed by social capital and other social



resources. This effect is achieved in coordination with the activity approach based
on the activity of subjects as a collective activity with common goals and relevant
meanings.

Social capital acts as an innovative management resource for two reasons:
1) it has traditionally been studied at the level of large social communities or
attributed to a personality as its integral feature while social capital at the level
of an organization has not been considered as a phenomenon of social relations in
sociological research; 2) in the practice of social management social capital has not
previously been considered as a resource due to insufficient research of its
potential.

The appeal to the axiological aspects of social capital as a managing
organizations resource is due both to its potential, briefly presented above, and
to the its structure specifics which determines its exemplification. The social
environment, according to V. Brozhik, is considered as primarily a value
environment, an environment of «objectified values» [2]. One of the main values
of any organization is its resource potential the formation, development, and
rational use of which represents its leading competence.

In the structure of organizational resources material and intangible resources
are traditionally allocated the value of which is determined primarily from their
ability to generate cash flow point of view. A group of social resources, as a rule, is
not considered from the standpoint of their ability to provide managerial effects
that are difficult to quantify in economics terms due to their explicit sociological
connotation.

Social capital in this group of resources acts as their main form providing
significant management effects. In this sense social capital fits into Socrates value
formula who understanding it as a good, interprets it as «realized value — utility»;
value and benefit appear to him as same entity two sides that resolves the classical
binary opposition «value — not value» («useful — not useful»). Social capital has

value in itself as a resource for an organization managing as well as a «realized



value» that brings significant benefits to a social organization expressed in its
social energy and total resource potential increment.

The value, in M. Weber's approach, is considered as a norm, a way of being
that is significant for the subject; a well-known sociologist proposed an
interpretation of social actions on the basis of this idea. The formation of social
capital is a process of collective creativity of all organization members based on
their constant interaction within the organizational structure and common goals —
the development of deeper quality social relations based on mutual trust and
norms transparency in social networks.

This process is also a process of the organization forming common values and
meanings which determines the management subjects way of interaction. Co-
action presupposes co-existence with other subjects which, in turn, leads to
co-change and co-creativity in interactions variety and «polyphony of connections
and dependencies» [5, p. 57]. This forms social relations special background in the
organization for the formation of its social capital which makes it possible to
interpret the organization as a social space of «co-existence and co-action of many
people» and to highlight the proposed interpretation two aspects.

Firstly the subjects act as a condition for each other's existence within the
organization influencing, one way or another, each other's activities and its results.
Secondly in the emerging social space the «field» of the organization's activity is
reproduced where its dynamics is realized, as K. Marx noted, arguing that «the
conditions and objective embodiments of the process themselves are equally its
moments and only individuals act as its subjects, but individuals in their
relationships which they both produce and reproduce» [6, p. 222].

It should be noted that in this case it is problematic to talk about "mastering"
values or teaching «valuesy; the essence of the of formation and development of
social capital process in the organization was expressed by V. Frankl who argued
that «we cannot learn values — we must endure valuesy» [11].

The M. Weber’s approach was developed in the T. Parsons’ structural and

functional analysis in which the concept of «value» acquired a generalizing



methodological meaning as identifying and describing social relations means. An
organization, as a social system, assumes the existence of values shared by all its
members in order to ensure coherence as integrity. In this case we are talking about
social capital as a socially valuable, unique resource that provides social effects
recognized as such by everyone who identifies themselves with the organization.

The leading component of social capital is its relational component based on
social relations different level in the organization than traditionally appears. This
level is determined by the level of the organization members subjectivity which is
considered as a key indicator of the management model in the sociology
of management.

In practice, management models, in a broad sense, are characterized by
multiple repeatability provided that the management activity subject develops
algorithms for solving management tasks implemented by management objects as
well as means of influencing the object adequate to the task. From the sociology of
management point of view the subject of management enters into subject-object
(«manager — subordinate») and subject-subject («personality — personality») and
relationships with other subjects.

In contrast to the stereotypical idea of the object of management as such in
a broad sense, as a rule, is «the joint activity of people in the process of achieving
a certain future state of the object of their activity» [10, p. 50]. Recognition of this
feature requires a logical differentiation of social relations in the organization two
types:

1) subject-object in a broad managerial sense when the management object
represents a part of the management system dominated by the subject, the
management object is activity as such and the goal activity is the socially
significant product (service) production;

2) subject-subject described in the language of management sociology and
assuming that the role of the object as a social actor, in fact, is the subject as the
«other many, the partner in interaction (and not the «object»); the management

object in this case is the relations about the activity formation which transforms the



purpose of management transferring it into the social plane — social relations new
quality formation.

A subject involved in an organization life lives by its problems organizing
himself in the process of the organization social management. In fact the
recognition of the former «object» subjectivity of management defines the social
management polysubjectivity as a hierarchically organized process. In addition
polysubjectivity also defines the regulatory actions main purpose in a social
organization which is to coordinate the management subjects interests in the social
interaction process for the social relations harmonization.

This approach also reflects one of the basic management features which
V. Shcherbina defined as «a type of directed regulatory influences in which
it is and only a social subject (a person or some social formations) that
Is considered as a source of influences” [12, p. 58]. The vector of this influence
is also directed at another subject (a person or a social formation) in order not
so much to maintain as to change the nature of their condition (or behavior).

It can be stated that a new factor in the development of organizations
in modern society is the factor of awareness reflecting a person's ability to be
an active, creative and responsible source of social interaction. As the German
sociologist H. Plesner rightly noted «the organization acts as a means for a person
to manifest hisself (selfhood), a means of self-affirmation against the background
of the activity object and, finally, by means of this activity itself" [7].

Social capital conditioning the «selfhood manifestation » forms the conditions
for its further development and increasing the importance of each individual as
an «acting actor» (A. Touraine).

At the same time we agree with S. Anisimov’s opinion who warns against
«dissolving» the axiology subject in sociology by simply ignoring the specific
value relationship existence fact [1, p. 67]. Our idea of social capital value is not
reduced to a direct reduction of the value attitude to the specific concept of «social
attitude» since we proceed from the social capital value component understanding

in a broader sense. Its value lies not so much in the fact of the social relationship



itself which forms the social capital basis as in the essential specifics of the
relationship content and its basic character in the social capital forming process.

The value attitude to social capital is formed in the process of cognition of its
nature and content. The willingness of management entities to work together
consciously to form social capital increases interest in learning the mechanisms
of the process itself during which the assessment is formed. As well all known,
there is no cognition without interest in the object being cognized and without
cognition, an assessment of value degree of the cognition result and activity is not
formed.

As S. Anisimov notes, «the of value concept expresses not only (and not even
so much) the very fact of the relationship emergence value, but a certain — namely
positive — quality of this relationship which is fixed in consciousness in the form
of a representation, concept, judgment, feelings about this quality — evaluation
[1, p. 67].

We also agree with the opinion of S. Rubinstein who noted that «reflection is
not only knowledge about the phenomena of reality but also attitude to them;
it reflects not only the phenomena themselves but also their significance for the
subject reflecting, for his life and activity” [8, p. 164]. In the structure of the
relationship value, the value forms, that is, the positive social capital value in terms
of its ability to meet the of the organization needs and its members needs in the
innovative social management resource formation and increment.

Management itself receives a different assessment in terms of values
acquiring the character of a socially oriented process «that is based on the
realization of the individuals, social groups and communities interests and needs
through their active participation in the management process in which the
traditional of management subject and object constitute a functional and organic
unity». At the same time, the object of management is «presented externally not
in itself but as a self-organization subject» [9, pp. 292-293].

The axiological approach to the assessment of social capital organically fits

into the resource specifics structure of social capital sociological analysis since



it allows to compare its value with the needs of the organization's life on the basis

of interdisciplinary analysis as well as to establish its value and determine further

development goals.
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