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CONCEPTUALIZATION OF INTERACTION BETWEEN 

ENTERPRISES BASED ON THE WAVE APPROACH  

AND FIELD THEORY 

 
Abstract. In the article the basic approaches to formation of inter-organizational interac-

tion are considered. The main objective of the study is to improve the methodological fundamen-

tals for formation of relations between enterprises in the market environment based on a system-

atic and wave approaches through substantiation of the field nature of the enterprise interaction 

with partners. The proposed methodology is based on the use of the quantum-relativistic systemic 

picture of the world and the corresponding ideas about the quantum wave nature of the subjects’ 

behavior that allows creating the stable structure of partners’ interaction at all levels of relation-

ship. The wave nature of behavior of interacting subjects, the field form of economic interaction 

and the mechanism of economic systems structuring are conceptualized that opens the possibility 

to describe dynamics of the socio-economic system with categories of non-linear dynamics. The 

structure of interacting fields of the enterprise in the socio-economic area is proposed. Method-

ology for formation of the structure of the enterprise relationship with partners on the basis of 
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the field theory can be applied at all levels of interaction between subjects, enterprises and or-

ganizations, as well as the region, industry or country. The methodology provides a unified ap-

proach to describing relationship of the enterprise with various subjects of interaction, regard-

less of the sphere of their activities. 

 

Key words: interaction, partner, area, field, subject of interaction, relationship, wave ap-

proach. 
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