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AamackapoB Pam3an ArbiHOBHY, cmyoenm 6axanaspuama CII6I'VT,
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YCTAHOBKA U OKCIIVIYATALIUA OYUCTHBIX ®NJIBTPOB J1JIA
3ABOJIOB: B3AMOCBSI3b YKOJIOTHYECKOHN U TPOMBINIJIEHHON
INOJIMTUKHU

AHHOTALUA

B crarbe nogHumaetcs Takas riodasibHas mpooiieMa, Kak 3arpsi3HeHne aTMoc(epHOro
BO3/yXa B pe3yJbTare ACSATEIbHOCTA MPOMBIIUICHHBIX MPEanpusaTuid. Paccmorpenue
HMCTOYHUKOB MPOOJIEMbl HILTIOCTPUPYET HEPA3PHIBHYIO B3aUMOCBSA3b SKOJIOTHUECKON U
MPOMBIIIJIEHHON MOJUTHUKHU, HanOOJIee TapMOHUYHBIN CUHTE3 KOTOPBIX JIOCTUTAETCS B
paMKax KOHLIENIHUN «3€JICHOW» 5JKOHOMUKM W SKOHOMHMKH 3aMKHYTOTO IIMKIA.
bnaromaps getanbHOMY pa3d0py AKOJOTUYECKHUX MOCIEICTBUMA 3arps3HEHUI BO3IyXa
MPOMBINUIEHHBIMU TPEANPUATUAMU C YYE€TOM HX CHEUHAIU3AIUNA, CTAaHOBUTCA
BO3MOXXHBIM TPaMOTHBIN TOI0OpP OYHUCTHBIX COOPYKEHHUIH, MHOTOOOpa3Hi0 KOTOPHIX
yIeneHo oco0oe BHMMaHHE. B kadecTBe BBIBOJOB HCCIEAOBAHUS TMPEAJIAraloTCs U
JpYTie MEXaHU3MBbI PEIICHUs TPOOJIEMbl 3arpsi3HEHUN BO3/yXa, BKIIOUass MEpbI IO

CTUMYJIHUPOBAHUIO 3KOJIOTHYCCKHN OTBCTCTBCHHBIX HpeI[HpHHTHﬁ.

KiarwueBble cjioBa: OKOJIOI'HA, SKOJIOTHYCCKas IMOJHUTHKA, IIPOMBINIJIICHHAA ITOJIHUTHKA,

O4YHNCTHBIC (1)I/IJ'H)TpBI, «3CJICHAs» 9KOHOMHKA, SKOHOMHWKA 3aMKHYTOT'O IIUKJIA.

RePEc: Q57, E60
VYIAK: 504.062, 338.22
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Aliaskarov Ramazan A., undergraduate student,

St. Petersburg State University of Telecommunications,
Department of Radio Communications technologies
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INSTALLATION AND OPERATION OF CLEANING FILTERS FOR
FACTORIES: LINKAGES OF ENVIRONMENTAL AND INDUSTRIAL
POLICIES

Abstract

The article considers such global problem as air pollution by industrial enterprises.
The inextricable link between environmental and industrial policies, the most
harmonious synthesis of which is achieved within the framework of the concepts of a
"green" economy and a circular economy, has been illustrated the problem. Thanks to
a detailed analysis of the environmental consequences of air pollution by industrial
enterprises, taking into account their specialization, it becomes possible to correctly
select treatment facilities, the variety of which 1s given special attention. Other
mechanisms to address air pollution are proposed as conclusions of the study,

including measures to stimulate environmentally responsible enterprises.

Keywords: ecology, environmental policy, industrial policy, filters, “green” economy,

circular economy.
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INSTALLATION AND OPERATION OF CLEANING FILTERS FOR
FACTORIES: LINKAGES OF ENVIRONMENTAL AND INDUSTRIAL
POLICIES

VYXyamienue — 3KOJIOrM4ecKo  OOCTAaHOBKM M OCOOEHHO — 3arps3HEHUe
arMoc(EepHOro BO3/IyXa YK€ JIaBHO MPEACTABISIOT COO0H I100aIbHy 0 TPOOIeMy, YTO
3aCTaBICT YACATH BCE OoJiblliee BHUMAHHUE MPHUPOJAOOXPAHHBIM MEPOMPHUITHSIM,
peanu3yeMbIM Ha BCEX LMKJIaX MPOMBIILIEHHOTO MPOU3BOACTBA. ATMOC(hEpHBIi
BO3AYyX SBIIETCA OYEHb BAXXKHOM YACTBIO OKPYXKAIOLIEW HAC NPUPOIHOU CpeEnbl,
OKa3bIBasi OTPOMHOE BIUSHUE KAaK Ha 37J0POBbE YEJIOBEKa, TAK U Ha MHOrooOpaszue
pPacTUTENBHOTO W XKUBOTHOro Mupa. Ilpu sTom Hambosiee 3HAYUMBIM HCTOUHHUKOM
3arpsiI3HEHUH BBICTYIAIOT MIPOMBILUICHHbIE MPEANPUATHS, He COOMIOatoNINe B CBOSH
JESATEIbHOCTH CYIIECTBYIOIINE JKOJIOTHYecKHe cTaHAapThl. OCBELIEHUIO HUMEHHO
TOM  371000AHEBHOW  NPOOJEMBbI, HEMOCPEACTBEHHO  3aTparuBalolleld  Kak
HKOJIOTUYECKYI0, TaK U MPOMBIIIICHHYIO TIOJTUTUKY, U MOCBSIIIEHA HACTOSIIAsl CTAThA.

3azpaznenue okpyycarouieit cpedvt u «3enenan» Ikonomuka. Ilpexne Bcero,
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NOTOBOPUM 00 HMCTOYHHUKAX MpoOieMbl. 3arps3HEHHE BO3AYIIHOW OOONOYKH MOXKET
ObITh BBI3BAHO KaK MPUPOAHBIMU, TaK M AHTPONOTreHHbIMH Gakropamu. CaMbIM
KPYITHBIM UCKYCCTBEHHBIM 3arpsI3HUTENIEM SIBIISIFOTCS POMBIIIICHHBIE TTPETPUSTHS.

Cy1iecTByIOT J1Ba THIIA 3arpsiI3HEHUS] aTMOC(hEpHI:

— @usnueckoe (BKIIOYAIONIEE TaKHe PA3HOBUAHOCTH, KaK MEXaHHYECKOE,
paZoaKkTUBHOE, DJJIEKTPOMArHWTHOE, IIIYMOBOE, a TaKXe TEIJIOBOE
3arpsi3HEHMS);

— Xumudeckoe (3arpsi3HEHHE a3pO30JIIMHA U Ta3000pa3HBIMU BEIIECTBAMH).

CaMbIMH OONBIIMMU UCTOYHUKAMH aHTPOIIOI€HHBIX a3PO30JIbHBIX 3arpsi3HEHUIN

BO3/yXa SBISIOTCS TEIUIOAIEKTPOCTAHIINH, MOTPEOIISIONINE YTOb, TaK KaK TOTUIUBO,
C)KUTaeMO€ B MPOMBIIIJIEHHBIX N€4aX, HUKOTAa He ObiBaeT MoiaHbIM. Ha pomro Takux
npeanpustTuii npuxoautcs Oonee 50 % oT oO0mero 4ywuciaa BPEAHBIX BEILECTB,
BbIOpackiBaeMbIX B atMocgepy. [loMumMo yrapHoro rasa ¢ I1bIMOM B BO3yX MOMNaat0T
HECTOPEBILME YaCTHUI[bl: CaXa, 30J1a U MbUIb, KOTOPbIE IIOTOM OCENAlOT Ha
OnuM3eKanfue y4acTKH 3€MJIHM. BBIOpOCH 3arpsA3HSIONIMX BEIIECTB B OCHOBHOM
OPECTaBIAIOT COOOM  JeTyune XUMHYECKHE BEIIECTBA, HEMOCPEICTBEHHO
CMEIIIMBAIOIINECS C BO3AYXOM. YUUThIBag TOT (PaKT, UYTO MPOMBIILICHHBIC
NPOM3BOJICTBA 3a4acTyI0 PACIONIOKEHBI B YEepTE TOPOJOB, HamOojee TPEBOKHBIN
YPOBEHb 3arpsi3HEHUN OTMEUYAEeTCs B MEramojiucax U ropojax, BBITOJHSIOMUX POib
POMBIIIUICHHBIX y3/10B. B KauecTBe MUPOBBIX MPUMEPOB MOXKHO TpuBecTH MymOan
(Uumus), [exun u Hsubsn (Kutait), Xanoii (Beetnam), Unanr-Maii (Taiinanm) u ap.
Uro xacaetrcst Poccum, To 20 ropomoB ¢ Haubosee 3arpsi3HEHHBIM aTMOC(EPHBIM
BO3JIyXOM pacronioxkeHbl 3a Ypanom (CBupck, VYnan-Ym», Yepnoropck, Ywura,
[lenexoB u np.). OgHako HECMOTPS Ha CYIIECTBYIOUIME HOPMBI MPENeIbHO
JOMYCTUMOM KoHLeHTpanuu BemecTB B Bozayxe (IIJIK), 3a coOmroneHneM KOTOpPBIX
CIIEAST CIHEelUalbHble OpraHbl, NMPUHUMAIOIINE Pa3HOOOpa3Hble Mepbl MO 3alluTe
npUpobl (OT aAMUHUCTPATUBHOM OTBETCTBEHHOCTH JI0 3aKPBITHUS Hpennpusdaruil) [1],

9THU CTaHJApPThbl BCC PAaBHO HAPYINAKOTCA, YTO IIPUBOAUT K )lanLHeﬁmeMy YXYALICHUTIO
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HKOJIOTHYECKO 0OCTaHOBKM B MPOMBILIUIEHHO pa3BUTHIX pernoHax [9]. [lo manHbIM
BcemupHoro OaHka, €XeIHEBHBI ypOBEHb BbIOPAChIBAEMBIX OTXOJOB, HETaTUBHO
BIIUSIONIUX HA COCTOSIHME OKpPY>Karollel cpeibl, HEYKJIOHHO pacTeT U yxe K 2050 r.

MOXeT yBenuuuThest Ha 70% (cM. puc. 1).
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Pucynoxk 1. [IIporHosupyemoe NpPOU3BOACTBO OTXOA0B IO pPerdoHam
(MJIH.TOHH/TO/T)

Hcmounux: [14].

Kak BuaHO 3 pucyHka 1, ypoBeHb MPOU3BOIUMBIX BO BCEM MHPE OTXOJIOB
NPEJCTABIAECTCS HACTOJIBKO TPEBOXKHBIM, UTO TpPeOyeT AEATEeIbHOTO BMEIIATeIbCTBA
yKe ceiiyac. B CBs3M ¢ 3TUM Ha MOBECTKY JHS BCE OOJIbIIE BBIXOIAT JIBAa JOCTATOYHO
HOBBIX TPEHJIa YKOHOMUYECKOTO Pa3BUTHs B FapMOHUM C npuponoit. Ilepebiii — Tak
Ha3bIBa€Masl «3€JIEHas» HKOHOMHUKA, a BTOPOM — SKOHOMHKA 3aMKHYTOIO ILIMKJIa B
IIPOTHBOBEC KJIACCHUECKON JIMHEWHOW JKOHOMHKE. PaccMoTpuMm 3TH TpeHABI IO
HOPSAJIKY.

Wrtak, 4ro Xe NpeacTaBisieT CcOoOOW «3eleHas» SKOHOMHUKA? OpraHuzaius
0o0beIMHEHHBIX HalM 10 oxpaHe okpysxkatomeit cpenbl (UNEP) onpenenser ganHbii

TEPMHUH Yepe3 TPHU KITIOYEBBIX SIUTETA: HU3KOYIJIEpOoaHas, pecypcodddexTuBHas u
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COLMAIIbHO WHKIIO3uBHAs [13]. WHade roBops, AaHHBIA HMHCTPYMEHT JIOJKEH
o0OecreynBaTh BBICOKMI YpPOBEHb OJaroCOCTOSHMS >KUATENEH IUTAHEThl 3a CYeT
CHWKCHHSI PHUCKOB HEOJIATONPUSATHOTO BO3ACHCTBUS HA OKPYXAIOIIYI0 Cpeny |
OEpEKHOr0 OTHOIICHHUSI K UMEIOIIUMCS B PACHOPSIKEHUM YEJIOBEUECTBA MPUPOIHBIM
pecypcaM. B pamkax JaHHOM KOHUENIMU JOCTHKEHHE HSKOHOMHUYECKOTO pOCTa
CTAHOBUTCS BO3MOXXHBIM 3a CYET IPUOPUTETA «3EJIEHBIX» CEKTOPOB U BHEIPECHUSA
DKOJIOTMYECKUX IPOU3BOJACTBEHHBIX CTAaHAAPTOB, NPEIATCTBYIOMUX 3arpsA3HEHUIO
OKpY’KarolIel Cpeibl CO CTOPOHBI MPOMBIIUICHHBIX MPEANPUATANA. DTO CTAHOBUTCS
OCOOCHHO aKTyaJdbHbIM BBHJy TOIO, UYTO CYILIECTBEHHAs 4YacTh MPOMBIIIICHHBIX
MPOU3BOJICTB, OKAa3bIBAIOIIMX Haubosiee HeOIarompusiTHoe BO3JCHCTBHME Ha
OKPYKAIOIIYI0 Cpeay, MHOCTEIEHHO IIEPEHOCUTCSA B pPa3BUBAIOLIMECA CTPaHbl C
nenieBo pabodeit cunoil. Takoll TEpeKoC MPUBOIUT K PE3KOMY YXYAIICHUIO
HKOJIOTUYECKOM 00CTaHOBKM B cTpaHax Asum u Adpukd u ordactu JlaTMHCKOM
AMEpUKHU.

PaccMoTpeHHbII TOAX0 HEPA3PHIBHO CBS3aH C €IIE€ OAHUM Ba’KHBIM YKOHOMHUYECKUM
TPEHJIOM — SKOHOMHUKOW 3aMKHYTOIO LHKJIA. B IEeHTpe BHUMaHHS TaKOM LMUPKYJISIPHOU
HPKOHOMHKH JICKHUT BOMPOC MPOJUICHUS CPOKa CIYKObl MPOU3BEIEHHOIO MPOayKTa U Oonee
3 PeKTUBHOE HCIOIB30BaHUE PECYpPCOB, MOJpa3yMeBaloIlee BTOPUUHYIO MepepaboTKy, T.e.
nepeMeleHre OTXO/I0B M3 KOHIA )KU3HEHHOTO 1IMKJIa TOBAPOB B HA4aJO0 MPOU3BOACTBEHHOU
nenoyku. [IpuMeHeHue 3Toro Noaxoa CHUXKAET OTPULIATEIbHOE BO3/ICUCTBUE NMPEAIPUITUIA
Ha OKPYKaroUIyl0 Cpefy, CHUXKasi HE TOJIBKO KOJIMYECTBO OTXOJI0B, HO U yIIIepoaHbIi cien. O
TOM, HACKOJIbKO JaHHAs KOHUEMNIUS IEepPCHEeKTUBHEE KJIACCUUYECKOM JIMHEHHOW MOoJenu
PKOHOMMKHU MOXET CBHUJIETEIbCTBOBATH CleNyOUMi spkuil npumep: B 2018 . n3BeCTHBIH
OpuTaHCKMII MOIHBIN Jneion «Burberry» cxer HempoAaHHYIO ONEKIy, akceccyapbl U
naproMeprio Ha cymMMmy enBa He nocturmryio 30 muH ¢yHTOB crepnunroB [12]. lanHbie
NeicTBUSL ObUIM BBI3BaHbI HEKEJAHUEM YIEHUTh HEepaclpoJaHHble MOJEIH U3 «CTapon»
KoJUIeKIIMU. be3yclioBHO, Takoe Heco3HaTelbHOE MOBEJIEHUE BIIAJIETbIEB TOPrOBOM MapKu
«Burberry», neMOHCTpupyIOllee yCTApeBIIYIO JIMHEHHYIO CXEMYy «4YTO HE MpPOAAaHO, TO

IMOTCPAHO», BBI3BIBACT OIMpaBaAaHHOC BO3MYIICHHC, T.K. OJIMLCTBOPACT coOoi

9
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peHeOpeKUTEIbHOE OTHOILIEHUE K 3aTPay€HHBIM Ha IPOU3BOJICTBO NMPOAYKIUU pecypcaM, a
TaK)K€ HaHOCUT MpPSIMOM BpeXl SKOJOTMH, O KOTOpPOM roBopuiochk Bbime. Kpome Toro, u3
JAHHOTO TpHUMepa CIEAYeT €Ille OJMH HAIVISIHBIA BBIBOJ: 3arpsi3HEHHEM BO3JyXa IyTeM
C)KMTaHMsI TPOJYKTOB, KOTOPbIE MOIIM OBITh IOJBEPTHYTHl BTOPUYHOU mepepadoTke,
3aHUMAIOTCSI HE TOJIBKO TPOMBILIUICHHbIE NPEINPUATHS TSDKEJIOM WMHIYCTpUH, HO U
IPEJCTABUTENH JIETKOM MPOMBIIIJIEHHOCTH, YTO €I11€ pa3 NOoJUEPKUBAET HE TOJbKO BaXKHOCTh
peanu3anuy SKOHOMHUKM IOJHOIO LHKJIA, HO U HEOOXOAMMOCTbh YCTAHOBKHM OYHMCTHBIX
(GWIBTPOB, CHUKAIOIINUX BPEIOHOCHBIE BBIOPOCHI.

Qunompel 013 ouucmku 6030yxa. Kakue xe (Pakropbl HEOOXOAMMO Y4Y€CThb MpPH
BbIOOpE cpencTB s OuMCTKU Bo3ayxa? [Ipekne Bcero, BaXXHO MOHUMATh, YTO JIaHHBIE
CpeICTBa MOAOUPAIOTCS B 3aBHCHUMOCTH OT CTEMEHU 3arpsA3HEHHOCTH BO3AyXa M BHJA
OTpaciy TMPOMBINIJIEHHOCTH: METaJUTypru4eCcKoi, XMMHUYECKOM, AepeBOoOOpadaThIBAOIICH,
cTpornHaycTpuu U T.1. [10]

OaHMMM W3 CaMbIX PacHpOCTPAaHEHHBIX SIBISIIOTCSA (UIBTPBI Ui OUMCTKH BO3yXa,
[0JIaBAEMOT0 B IOMEIICHHUS, — BO3AYLIHbIE (UIBTPBI, YCTAaHABIMBAEMbIE€ B MPUTOUYHBIX
KaMepax CUCTEM BEHTHIALIMU U KOHAUIMOHUPOBaHUs. Takke ¢ UX MOMOUIbIO TPOU3BOIUTCS
OYHMCTKAa PELUPKYIALMOHHOTO BO3yXa, YAAIseMOro W3 IOMEUICHUS BBITSXKHBIMU
BEHTWISIIUOHHBIMM CHCTEMaMH, a 3aTeM CMEIIMBAeMOrO C HAapy>XHBIM BO3IYXOM,
NOJaBaeMbIM B TMOMeEIIECHUs. Peuupkynsiuus npuMeHsercs Il CHUXKEHHUsS 3arpar Ha
OXJIAKJEHUE WM IOJOTPEB BO31yXa. B ciydae BBICOKOTO COAEpXaHUS NbUIM B BO3AYXE
NOCJIE€ PEIUPKYIALNU, OYUCTKA BO3AYyXa MPOUCXOAUT B MbUICYIOBUTEIIAX.

Jlnst 6oniee TOHKOM OYMCTKHM BO3yXa HUCIOIL3YIOTCS MbUICOCAA0YHbIE KaMephl,
NbLJIE— W Ta30yJOBUTEIN, LUKIOHBI-pA3rpy3UTENN, pas3IMYHble anmaparsl s
VIIABIIMBAHUS TBUIM U MEJIKOAUCIIEPCHBIX adpPO30JIe W APYrue ycTpoucTBa. Takas
THIATeIbHAs OYMCTKAa HEOOXoauma IS MPEIyNnpekACHUsS H3HOCA U 3arpsi3HCHUS
TEXHOJIOTUYECKOTO 000pynoBaHUs (BCIEACTBUE TIOMA/IaHUS MBUTM BHYTPB), a TaKXKe
MpU TPOU3BOJCTBE MHKPOAICKTPOHUKU, TOUHBIX MPUOOPOB, (oTOMaTepuasioB Hu
JIPYTUX TEXHOJOTUYECKUX TporeccoB. [11]

Jlis mpeanpusTUd Bcerga OTKPBHIT OONIBIION BBIOOP MPOMBILIICHHBIX BO3AYIIHBIX

10
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(GWIBTPOB M MbUICYIOBUTENIEH, OT CaMblX MPOCTEHIIMX I[MKJIOB U (QWIBTPOB 10
(UIBTPOBEHTWIILIMOHHBIX arperatoB U (UIBTPYIOMIMX ceKUuid. BbiOOp obopynoBaHus He
SBIISIETCSI CIIOKHBIM. VX 1Mo6opoM 3aHMMAIOTCS CIIeUaIN3UpOBAHHbBIE KOMIIAHUH, KOTOpbIE
Ha OCHOBE IPOBEIEHUS HEOOXOJUMBIX PACUETOB, COOTBETCTBYIOIIMX YPOBHIO BPEIHOCTHU
NPEANPUATHS, CAMOCTOATEIBHO CO3AAI0T M IPEAJIaraloT HeOOXOOUMBIE M ONTHMAJIBHBIE
pelIeHus Mo COOIOIEHUIO HKOIOTMYECKUX CTaHIapTOB.

JUts pereHus 3KOJIOTHYECKUX U SKOHOMHUYECKHX IIPOOIEM CyIEeCTBYIOT OMO(DHUIBTPHI
— obnmagaromuye OHOJIOIMYECKMM  BO3ACHCTBHEM  PEAKTOPbl  HEMOABHMXKHOTO  CJIOS
(conmeprkamue TBEpAbIE KaTaau3aToOpPbl, YCKOPSIOIIUE MPOLECC) A OYUCTKU BO3IyXa HIIU
BOJIbI. [T1aBHOM MX Lenbio ABIsIeTcs PUIbTpaLus ra3000pa3HbIX MPUMECEH U pacCTBOPEHHBIX
B OYMILIAEMOM BEILlECTBE CYOCTaHLUH, a HE TBEPAbIX YacTull. [9]

Kak e paboraor 3>t Ouo@uibTpsl? buodunsrpanus npeacTaBisier coOoi
OTHOCHUTEJIBHO MPOCTOW W HKOHOMUYHBIM TMPOLECC OUYUCTKH OTpPabOTaHHOIO BO3yXa,
COIEPKAILIETO JIETy4le OpPraHMYeCKHe COEAMHEHUS W HenpusaTHble 3amaxu. I[Ipu sTom
MHUKpPOOPraHW3Mbl pasjlaraloT BpedHble M Iaxydyde BellecTBa B Takue Oe300MHbIe
IPOIYKTHI, KaK JIByOKUCH YIIIEPOJa U BOJA. BHOQMIBTPEI HCIIONIB3YIOTCS IPEUMYILECTBEHHO
JUIL OYUCTKH BO3AYyXa.

buonornueckas OYMCTKA 0TpabOTaHHOTO BO31yXa HCTIOJIB3YET
MUKpPOOpPTraHU3MbI, 4YTOOBl YHAJNATH BpEIHbIE BEIIECTBA M3 BO3AyXa MyTeM
MUKpPOOMOJIOTUYECKOTO pacnafa. B ponu pacmmnureneil BBICTYNAIOT pPa3InyHbIC
MUKpPOOPraHU3MBbI, TAKUE KaK OAKTEpUU WU TPUOBI.

Bech mponecc cBoauTCs K CIEAYIOLIEMY: MUKPOOPIaHU3MBI NPEBPALIAIOT BPEIHBIE
BEILECTBA C MOMOIIBIO KHCIOPOJA B YIIEKUCIIOTY M BOAY. DTa peaklyus MOXKET IpPOTEeKaTb
TOJIBKO TOT/a, KOIIa BPEJHBIE BEIIECTBA U3 Ia3000pa3HOr0 COCTOSTHUS NEPEXOIAT B KHUAKOE,
TaK KaK BOJa COCTaBJISIET KU3HEHHOE IMPOCTPAHCTBO MUKpoopraHusmoB. Iloatomy mepexon
BPEIHBIX BEUIECTB B JKMJIKOE COCTOSHUE SBISETCS BaXXHEMIIUM (HaKTOpoM BceX
OMOJIOTUYECKUX METO/IOB. BBIKMBAIOT UL T€ MUKPOOPTaHU3MbI, KOTOPBIE MOTYT JYYIIUM
00pa3oM NpUCIOCOOUTHCS K TOCHOACTBYIOIIMM YCIOBHUAM U K MUTATEIbHOM 0aze. [§]

N3-3a OonblIoro 3arpsi3HEHHs] BO3/yXa Ha NPEINPHUITHSIX CTPEMHUTENBHO pacTeT
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KOJIMYECTBO 3a00JIeBaHMI JIbIXaTEJILHON U KpOBeHOCHOI\/'I cuctemel. B rpynIe HaMOOJIBIIIETO

pHUCKa HaxoasTcs paboune oOpadaThIBAIOMIMX MPOU3BOJICTB, KOTOPbIE MOCTOSHHO BIBIXAIOT

3aIbIJICHHBIN BO3OYyX.

B Ta6J'II/II_[e NpCACTaBJICHBI IIPCACIIBHO AOIMYCTUMBIC KOHIOCHTPAIOUU IIBIJICBBIX

B3B€CCI>1, KOTOPBIMHU MOKHO BOCIIOJIB30BATLCA IJIsI COIMOCTABJICHUSA ypOBHeﬁ 3arpsA3HCHUSA

MpCOIIpUATHUA. HpI/I OTOM OXpaHa IICpCOHAJIa H 3a00Ta 0 HEM — 3TO KIIIOYHM K BBICOKOH

MPOU3BOAUTEIIBHOCTH M SKOHOMUYECKON MPUOBLITN KoMITaHuu. [11]

Taoauna 1.

Hopmbi ITJIK
IIpeneabHo JonmycTUMAasi KOHIIEHTPAIUA NbLUIEBbIX B3Beceil, BelecTBO | Mr/m3
AcOecToleMeHTHAs NbLIb 5
IIbl1b HeMeHTHAs, anlaTUTHAA, (pochopuTHAS 5
I'panuTHas nbLIeBast B3BeCh 2
YacTuibl MCKYCCTBEHHBIX a0pa3uBOB 5
YacTU4KN pacTUTEIbHBIX U J)KUBOTHBIX MATEPHAJIOB (XJIONMOK, Oymara, 5
MYKAa, IpeBeCHHA, IIyX)
CTexi10 1 MUHEPAJIbI 3
YroabHasi NbLIb 2
AJIOMUHUMN U €r0 CIIJIaBbI 2
Mapranen 0,3
Huxenb 1 okcHABI 0,5

Ho He Bce xoMmaHuu XOTAT NpUOOpETaTh PAa3IMYHbIE OUMCTHBIE COOPYKEHUS,

OPUEHTHUPYSACh Ha pe3ysibTaTbl WX MPOU3BOJCTBEHHON aAesTenbHOCTH. Haunbonee

pPacIpoCTPaHCHHOW IPUYMHON TaKOoro BBIOOpa SBJISETCS JTOPOTOBH3HA OYHCTHOTO
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000py/IOBaHUS U HEOOXOAUMOCTD NMEPUOANUECKOTO OOHOBIECHUSI OUUCTHBIX (PUIIBTPOB,
T.K. HEMOJIBMKHBIN CIION KaTaiu3aTopa co BpeMeHEM TepseT CBOIO A((HEKTUBHOCTD U
TpeOyeT 3aMEHBI.

3aknouenue. B 3akmoueHne MOXKHO CKa3aTh, YTO BCE 3TU METOIBI OOPHOBI C
3arpsAA3HEHHUEM BO3/yXa HE BCEIa MPUBOAAT K MPaBUIBHOMY pe3yibTaTy. Bee Tak ke
KOMITAaHWUK MOTYT ObITh ynwdeHbl B mpeBbimieHun [1JIK, HO mTpadsr HE CHIbHO
BIMSIOT Ha (PYHKIIMOHMPOBAHUE TPOU3BOJACTB M KOMIAHUAM JIErde 3alljIaTUTh
MUHUMAJIbHBIN ITpad, yeM MokymnaTrh Aoporocrosiiee odbopynoBanue. Her Hukakux
MOOILIPEHUIT B COXPAaHEHHH YHUCTOTBI aTMOC(EPHOr0 BO3AyXa M SKOJIOTMYECKOU
Oe3omacHOCTH. JTa mpobiemMa Ha JaHHBI MOMEHT OY€Hb OCTPO CTOMT B OOJBIINX
MErafnojucax M B ropofax ¢ OOJIbIION KOHIIEHTPAlMEW 3aBOIOB, KOTOPHIE HE MOTYT
NO3BOJIUTh cebe Joporocrosiiee 00OpyJOoBaHME, HO BCSYECKHM 0Oeperaror
OKPY’KaIOLIYI0 Cpeny.

OmgHuM W3 METOAOB  COBEPIICHCTBOBAHWSA CHUTyallMd IIPENCTAaBISAETCS
IIEPEOPUEHTALlAS IKOHOMHUYECKOW M IMPEXAE BCErO0 MPOMBIIIJIEHHON IOJIUTHKH,
IIOHUMAEMOM B  KAa4ECTBE  «CTPATErMYECKOM  JEATENBHOCTH  TOCYHApCTBa,
3aKJIIOYAONIAsICs B pa3padOTKe BEKTOpa MPUOPUTETOB Pa3BUTHUSL POMBIILIEHHOCTH U
CO3/IJaHUU PAMOYHBIX YCIIOBUH JJISl €r0 peaju3alii XO03IUCTBYIOINUMU CyObEKTaMI»
[7, c. 73] B pyclie «3€JIeHO» 3KOHOMUKH. B paMkax MaHHON KOHUEMIIMKA CTAHOBUTCS
BO3MOYKHBIM HE TOJIBKO MOAAECPKUBATh IPOMBIIUIEHHBIN OTEHIMAI TPEANPUITUI, HO
U COKpalaTh BBIOPOCHI YIVIEBOJIOPOAA M HHBIX BPEIHBIX BEHIECTB, MPEMSTCTBYS
Jerpajgaliiy SKOCUCTEMBI (XOTs, CIIPaBEAJIMBOCTH paju, HEOOXOAUMO OTMETHUTb, UTO Y
ATOW KOHIEMIIMU €CTh U Cepbe3Hble KpUTHUKH, B dacTHoctu, M. IllemenGeprep,
KOTOpbIE€ aKIIEHTUPYIOT BHHUMAaHHE Ha MPOOJIEMHBIX TOYKAX «3€JICHOM» IKOHOMHKH,
OJHAKO pacCMOTPEHHUE JTaHHBIX pabOT BBIXOAUT 38 paMKU HACTOSIIETO UCCIIEOBAHNUSA).

JIpyroii BO3MOXHBIA MEXAHU3M — IPEIOCTABICHUE HAJIOTOBBIX KAHUKYI U
JBTOT, @ TaKXe TOCYyIapCTBEHHOE CYOCUANPOBAHNE MPEAIPUATHI, yCTaHABIMBAIOLIUX

OYHCTHBIC COOPYKCHHMA BBICOKOT'O KJIaccCa. Taxoro poaa HHBCCTUPOBAHHUC IIPHUBCACT HC
13



JKypuan Mapketnar MBA. MapKeTHHTOBOE YIIpaBJICHUE TTPEATIPUSTHEM 2021, BeimTyck 1
Journal Marketing MBA. Marketing management firms 2021, issue 1

TOJILKO K TOBBITIICHUIO DKOJIOTHYECKON O€30MaCHOCTH MPOMBIIUICHHBIX MMPOU3BOJICTB,
HO M OKYNIUTCSI CTOPHUIIEH: COITIACHO MOCJEIHUM SKOHOMETPUUECKUM HCCIEAOBAHUAM
[5; 6], UHBeCTHIIMM B OCHOBHOW KamWTajl OKa3bIBAIOT OIIYTUMOE BIIHMSHUE Ha
TUHAMUKY BajOBOW JOOABICHHOW CTOMMOCTH, TO €CTh CIyXar MEXaHH3MOM
MPEOAOJICHUSI TAaKOTO MPENSATCTBUS IS MHHOBAIMOHHOTO PAa3BUTHS POCCUKUCKOU
PKOHOMHUKH, KaK HH3Kas J00aBlieHHAas CTOMMOCTh MPOAYKIMU. ITa mpodiieMa
MOJHUMAETCS BO BCceX 0a30BBIX JOKYMEHTAx, HAaIleJCHHbIX Ha IIOBBIIICHHE
HPKOHOMHYECKON 0Oe30MacHOCTH CTpaHbl [2; 3; 4], 4TOo JenaeT BOMPOC IMOBBIIICHUS
N00aBIECHHON CTOMMOCTH CTpPaTerMUYE€CKM BaXHBIM, OJHAKO BeCbMa PEIKO
MOTUEPKUBACTCSI, YTO pEHIeHHE KPOeTCS B YBEIMYCHUH OOBEMOB HHBECTHUIIMH H
TEXHOJIOTUYECKOM  MEPEBOOPY>KEHMHM B COOTBETCTBUM C  COBPEMEHHBIMHU
MHHOBAIIMOHHBIMHU U SKOJOTUYECKUMHM CTaHIapTaMHU.

Takum oOGpa3zoM, TOJIBKO BCECTOpOHHEE cieaoBaHue mocrtyiaataM [Iporpammel
Opranuzanuun OoveauHenHbix Hanuii mo okpyxatomeit cpene (UNEP), B koTophix
OCOOCHHO TOYEPKUBACTCS POJb TMPABUTEILCTBA B CTUMYJIHPOBAHUU Pa3BUTHUSA
«3€JICHOM» SKOHOMHUKH, MOXKET OOECHNEYHTh YCTOWYMBBIA SKOHOMHUYECKHI POCT C
Oojiee palMOHAIBHBIM HCHOJB30BAHUEM PECYPCOB U MUHHUMAJILHBIM YPOBHEM
BpPEJOHOCHBIX BBIOPOCOB W OTXOMIOB, IIO3BOJISASI CHENIaTh PBIBOK K COXPaHEHHUIO

CYLIECTBYIOLIEH BOKPYT HAC MPUPOTHOM CpEbl.
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HUPPOBU3AIIUA OBPASOBATEJIBHOI'O IPOLIECCA B
YCJOBHUAX COVID-19: OPUJINYECKH ACHEKT

AHHOTALUA

B crarbe paccmarpuBaeTrcst pocT TeMIoOB LU(poBU3aLUU 00pa3oBaHUS TOA
BIUSHUEM MaHaemMun KopoHasBupyca. CymecrtBeHHoe BiausHue COVID-19 Ha Bce
3HaYMMBbIE ACTEKThl KU3HU OO0IIecTBa (B TOM uuciie Ha (opmupoBaHue HMUGPOBOI
HKOHOMMKH) IEMOHCTPUPYETCSI CPAaBHEHUEM IIJIAHOBBIX MOKa3aTeseil cTparernueckux
HOPMAaTUBHBIX MPABOBBIX aKTOB ¢ (PaKTUUECKUMU MOKa3aTensMu. Ha ocHOBe aHanmm3a
MOCJIEACTBUM MaHJEMUU KOPOHABUPYCA BbIACIEHBI KaK BO3HUKAIOLIUE POOIEMbI, TaK

¥ HOBBIE BO3MOXHOCTH 1M (ppoBu3aiiuu oopazoBanus B Poccuiickoit denepanuu.

KuroueBble ¢j10Ba: 5KOHOMHKA 3HaHUM, HUPpoBU3anusi, 00pa30BaHUE, YETOBEYECKUIM
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Abstract

The article examines the growth in the rate of digitalization of education under the
influence of the coronavirus pandemic. The significant impact of COVID-19 on all
significant aspects of society (including the formation of the digital economy) is
demonstrated by comparing the planned indicators of strategic regulatory legal acts
with actual indicators. Based on the analysis of the impact of the coronavirus
pandemic, both emerging problems and new opportunities for digitalization of
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Today, in order to meet the challenges of the 21st century, Russia needs to
develop a digital economy, where digital knowledge is becoming a key factor in
production. This need was realized in 2016, when in the December message of the
President of the Russian Federation V.V. Putin sounded the idea of launching a digital
economy program, which was actively discussed at SPIEF-2017 and in the framework
of numerous scientific and practical conferences. Since then, this topic has not lost its
relevance, which, in particular, is evidenced by the active study of various aspects of
the digital economy in the works of authors such as, for example, N.S. Verkhovsky,

A.N. Kozyrev, N.Yu. Shetinina, E.V. and S.V. Kargopolovs, Yu.A. Davydova and
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many others. However, the progressive development of the digital economy
accelerated significantly after the outbreak of the coronavirus (COVID-19) pandemic,
which also affected Russia. At the same time, the changes affected all spheres of
society, including education, which is directly involved in the training of qualified
personnel necessary for dynamic integration into the digital economy.

In this regard, the objectives of this study are precisely to identify the impact of
the coronavirus pandemic on the educational process, a comprehensive analysis of the
changes that have occurred, and also an attempt to highlight the weaknesses and new
opportunities for digitalization of education. To achieve these objectives, methods of
statistical and comparative analysis were used, an analysis of the corresponding
regulatory framework was carried out.

Digitalization is a multi-faceted phenomenon that represents a global trend in
the development of the economy and society, which is based on the transformation of
information into digital form and leads to an increase in the efficiency of the economy
and an improvement in the quality of life [7, p. 47].

It is important to note that the problem of digitalization of the educational
process during a pandemic was not chosen by chance. In the wake of the knowledge
economy, which proclaims the special importance of such intangible assets as
information, innovation and human capital, for the successful functioning of any
institution from the state to a single small firm, it is extremely important to attract,
retain and motivate qualified personnel. It is personnel who are able to keep up with
the times and generate new ideas that today are becoming one of the most important
competitive advantages [4].

This postulate has already found its reflection in all documents of the strategic
planning of the Russian Federation (from the broader «Strategy of the National
Security of the Russian Federation» to the more narrowly focused «Strategy of
Scientific and Technological Development of the Russian Federation»). It is no

accident in the last of these documents is «Personnel and human capital» is the first of
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the main directions of state policy in the field of scientific and technological
development for the implementation of which, in particular, «increasing the
credibility of scientists in society, providing targeted support for young scientists and
specialists in the field of scientific, scientific-technical and innovative activities, the
creation of a competitive environment that is open to the involvement of Russia in
world-class scientists and talented young researchers with the scientific results of
high-level, as well as the creation of new research groups focused, among other
things, on the convergence of knowledge areas and areas of activity» [2]. And, of
course, the training of highly qualified personnel capable of ensuring the scientific
and technological development of the Russian Federation within the target scenario is
carried out primarily on the basis of higher education organizations. However, in
order to prepare truly competitive specialists in the labor market, universities
themselves must also keep up with the times, rebuilding their activities taking into
account the changing parameters of the external environment, the key of which in the
XXI century was digitalization.

The national program «Digital Economy of the Russian Federation» pays
special attention to this issue. In particular, the document notes that «the activities of
the Federal Project» Personnel for the Digital Economy» are primarily aimed at
implementing a number of key areas of development of the education system:
updating the content, creating the necessary modern infrastructure, training personnel
to work in the system, their retraining and advanced training, as well as creating the
most effective mechanisms for managing the industry» [3]. Moreover, training for the
digital economy and breeolson meets the goals and objectives of the «strategy of
information society development in the Russian Federation for 2017-2030 years» in
«the use and development of various educational technologies, including distance
learning, e-learning..., promotion of Russian organizations to ensure that employees
of the conditions for remote employment» [3].

In addition, a number of important targets can be found in the Decree of the
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President of the Russian Federation of May 7, 2018 No. 204 «On National Goals and

strategic Objectives of the development of the Russian Federation for the period up to

2024y [1]. These include:

ensuring the accelerated implementation of digital technologies in the
economy and social sphere;

creating a modern and secure digital educational environment that ensures
high quality and accessibility of education of all types and levels;

an increase in domestic spending on the development of the digital
economy from all sources (as a share of the country's GDP) by at least three
times compared to 2017,

creating a sustainable and secure information and telecommunications
infrastructure for high-speed transmission, processing and storage of large
amounts of data, accessible to all organizations and households;

use of mainly domestic software.

How did COVID-19 affect the implementation of the planned plans? First of

all, there was an urgent need to ensure the safety of teachers and students in the

context of the pandemic, which led to the widespread introduction of various distance

learning mechanisms based on electronic platforms (from more active use of e-mail to

the use of specialized programs). Thus, the declarative need for digitalization, which

had previously been rather advisory in nature, suddenly became vital. To be sure, the

rapid development of the pandemic has posed a number of challenges to the education

system:
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1) the need to achieve a reasonable balance between the use of online learning
and tasks that do not require the use of remote technologies: transferring the
usual training sessions to remote mode without taking into account its
features could cause great damage to the quality of the educational process;

2) the need for a careful approach to the emotional well-being of students:
providing interaction and support in the face of uncertainty;

3) providing access to the necessary devices: each teacher and student should
have the opportunity to get the equipment to participate in the educational
process;

4) creating a reliable IT infrastructure, ensuring effective interaction with
technical support services, etc.

As a result, there was a truly massive transition to online learning. Budget allocations
for education increased by 1.9%. A number of provisions of the priority scenario for the
development of the information society and the above-mentioned planned indicators for the
development of the Russian Federation for the period up to 2024 were fulfilled. In this
regard, July 21, 2020 The President signed a new Decree «On the national development
Goals of the Russian Federation for the period up to 2030», which sets new tasks and a new
level of entry into the digital economy. Thus, it was COVID-19 that pushed for the active
introduction of digitalization in the education system, launching a kind of reengineering of
educational procedures and processes.

According to M. Hammer and J. Smith. Champi, «Reengineering is a fundamental
rethinking and radical redesign of business processes to achieve significant improvements in
critical modern performance indicators such as cost, quality, service level, and
responsiveness» [5, p. 79]. In relation to the domestic education system, the process of
reengineering under the influence of the coronavirus led to a qualitative change in a number

of «rules of the game» (see the table 1).Table 1.
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Changing the rules after reengineering in

the education systemThe old rule

The new rule

All documentation (course programs,

licenses, etc.) is at the disposal of the
Educational and Methodological
Commission and is only partially available

(can be obtained on request)

All documentation (course programs,
licenses, etc.) is freely available on the

site

Classes are conducted full-time, the

equipment is used as needed by the teacher

Classes are conducted online, even

full-time classes are duplicated in the

(if available) network

Availability of training materials

(presentations, assignments, additional | Availability of training materials-
sources for classes) at the discretion of the | standard

teacher

Limited use of information systems, focus
on the development of other universities in
the Russian Federation (in the absence of

their own)

Focus on results and on global systems

Professional development in the field of

digitalization is slow, mostly «for show»

Professional development in the field

of digitalization is carried out in the

«non-stop»  mode, the acquired

knowledge is applied immediately

Communication of teachers within the
framework of the educational process took

place exclusively in person (general

Communication of teachers with each

other within the framework of the

educational  process takes place
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Changing the rules after reengineering in
The new rule
the education systemThe old rule

meetings, meetings of the department, the | exclusively in the online mode
commission (scientific, methodological,

scholarship, etc.).))

Mandatory transparency of the main
Possible opacity of the main procedures
procedures

The schedule hangs on the wall (usually at _ .
Fast-changing electronic schedule
the dean's office / Training Department)

Because of «spontaneous» reengineering, the projections of thinking and
motivation of the participants in the process changed. Because of the pandemic, new
decisions are made that contribute to the increase of digital capital, since the theory of
pushing R. Tyler ceases to negatively affect (decisions are made in an emergency and
(non) decision-making based on the motivation «no matter what happens» ceases to
work). The only acute problem (including in the implementation of strategic
documents) is the lack of support for domestic IT products, technologies and
platforms, which is especially noticeable in online education, which clearly focuses
on the global platforms Zoom (Zoom Video Communications, Inc.), MS Teams
(Microsoft Corporation), Moodle (free software license). It is noteworthy that since
the beginning of the pandemic, Zoom has become one of the largest companies by
capitalization (Nasdaq-100 rating), and its shares have doubled, exceeding $ 60
billion [8]. As for the Russian analogues, at the moment among the few platforms we
can name only «Open Educationy, created by the Association «National Platform for
Open Education» with the support of the Ministry of Education and Science of the
Russian Federation. This platform cooperates with universities all over Russia, but its

distribution is only gaining momentum, in addition, it is not applicable in school
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education. Along with this problem, COVID-19 has provoked the emergence of a

number of others:

The «sense of belonging» to the structural units (department, faculty, etc.)
disappears, everything is reduced to communication within the educational
program;

The disappearance of personal communication negatively affects the
formation of competencies, the «theater effect» disappears, the discussion
component of education, the exchange of opinions, the extracurricular life
of the faculty and the university as a whole decreases;

The problem of control: the imperfection of proctoring does not allow you

to fully assess the progress and quality of the material learned.

However, in the context of the pandemic, new opportunities have emerged for

education:

the potential of online learning is revealed (not only disadvantages, but also
advantages);

using the best practices of distance learning around the world, there is a genuine
globalization and democratization of education;

the distance learning skills of both students and teachers are improved, and the

feedback system between the participants of the educational process is improved

[6].

This list is not exhaustive. The advantages and opportunities of active use of digital

technologies in education continue to be revealed in the course of everyday practice.

However, we can already increasing and growing as a digital capital, increased speed of

introduction of new formats and practices, training, readiness of all participants of

educational process to the dynamic changes. This is the positive impact of the coronavirus as

a driver of digitalization of education in Russia and the world. The main thing now is not to

miss the opportunities that have opened up and to provide active support to domestic IT

specialists who create an environment for the application and improvement of the emerging

competencies of the digital economy.
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Abstract

In the contemporary world, a "market of religions" has been formed, where everyone
can choose their own path of spiritual development. In this regard, each religion
should clearly translate its values into the socio-political space. The article analyzes
the positioning of the Russian Orthodox Church in this space on the information
policy basis. To identify the main directions of this policy, the program "The Word of

the Shepherd" was selected for analysis.
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In the postmodern world, the boundaries of various spheres of public life are
being revised based on the ideas of pluralism. The distinction between the spheres of
the secular and the religious is no exception.

P. Berger stated that religion gradually ceasing its influence on masses and
moving into the sphere of a person's private life. On this basis, the so-called "market
of religions" was formed, i.e. a situation in which each person has the opportunity to
choose their own path of spiritual development. [1, p. 133-135]

Based on this idea, each denomination with the help of its own positioning
(which includes information policy) must clearly present itself to the audience.

The article will try to answer the question of how the Russian Orthodox Church
(ROC) positions itself in the socio-political space. We also would try to form the

value attitudes of a religious organization’s target group.
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Positioning and information policy: definition of concepts. The concept of
positioning appears in the 1970s. Its appearance is associated with the need to
distinguish the company from others in the face of tough market competition. [8; 10]
The founders of the concept are E. Rice and J. Traut. The key concept in their theory —
the stereotypes that are formed in the minds of people and on the basis of which the
differences of a particular subject are formed. [4; 9]

However, for the scientific study purposes, this theory turns out to be untenable.
The theory of E. Rice and J. Traut presupposes a search for a deficiency in
competitors and the special strategy usage, which can include defensive wars,
offensive actions, flank attacks and guerrilla wars. [3; 5] In other words, the theory is
based on the shortcomings of competitors and aggressive marketing, which is
unacceptable for the ROC as a religious organization.

The positioning theory of T. Levit is more adequate for this research. According
to his theory, the main task of positioning is to convey information about a particular
subject. In this case, the information should be formulated as simply as possible and
fit into one idea, on the basis of which, communications would proceed. [2]

The definition of positioning according to T. Levit assumes a high role of the
communication factor. Continuing his theory, we can assume that the positive result of
positioning can be largely ensured by the development of a general information
strategy, information policy. [6; 11]

By information policy, we mean "activities to create preconditions that
sustainably provide effective information management aimed at achieving long-term
strategic priorities of the enterprise." [7]

Information policy of the Russian Orthodox Church: analysis of the program
"Word of the Shepherd”. To analyze the positioning of the ROC on the basis of its
information policy, the program “Word of the Shepherd” was chosen. The exact
choice of program was due to several factors. Firstly, the program is broadcast on

Channel One, the audience of which is quite diverse and includes representatives of
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different cultures, nations, religions, etc. Secondly, the program has existed on
Russian television since 1994, which makes it possible to trace the changes.
concerning both the format of the transmission and its content. The sampling step is
one transmission per month, selected at random.

As a result of the study, seven directions of the Russian Orthodox Church
information policy were identified, which in turn have their own sub-themes: society
values, people’s unity, state-church relations, information society and a person, social
problems, historical events, anti-governmental protests. All the themes are closely
intertwined.

The topic of the society values comes divides on two positions. First is to
define true values and oppose them to false ones. Secondly, the concept of freedom is
separately disclosed as the value of liberalism. The very concept of these values is
presented in the dichotomy “true values — false values”. At the same time, true values
are preserved precisely in the Church, since she is the representative of the divine
nature on Earth. [12; 04/19/2014]. The concept of true values is intertwined with the
concept of traditional values, the importance of which is emphasized: “National
traditions are a source and means of conveying those values that our people lived for,
thanks to which they remained in history, thanks to which they preserved those values
that can be passed on to other generations"” [12; 04/21/2018]

The set of basic values must remain unchanged, without this condition, the
development of a person and society is impossible. At the same time, the ROC acts as
a certain authority that seeks to preserve and convey these values: "The Church is
such a constant, something unchanging and constant in people's lives, because the
Church conveys eternal and unchanging Divine truths" [12; 04/29/2012]

Traditional values are opposed by liberal values that cannot be combined with
religion. [12; 12/13/2014] This attitude to liberal values comes from different
interpretations of freedom. The ROC does not recognize the absolute value of human

freedom, because in this case, the person himself determines what is good and what is
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bad. The ROC appeals to the absence of a category of sin in the liberal tradition that
can lead a person away from the true path. From this, the following conclusions can
be drawn. First, "if a person really insists that his freedom is an absolute value, this
person is an atheist, even if he formally belongs to any religious community." [12;
12/13/2014] Secondly, "taken separately, liberal values, taken without traditional
values, turn into a dangerous mechanism." [12; 07/16/2005]

Thus, the ROC defends traditional values, which generally affects the
organization of its position in relation to other socially important issues.

Another important theme that is revealed throughout the analyzed period is the
theme of unity and the need to unite the people. This topic is revealed at three levels:
religious, national and the level of the Orthodox world.

The theme of religious unity is transmitted through the understanding of
Orthodoxy not as a religious, but as a cultural system, which is the basis for the entire
society. [12; 01/17/2009] At the same time, the topic of interreligious peace usually
involve Orthodox-Muslim relations: “If we take Russia, then for a thousand years
Russian Orthodox people have lived together with their Muslim brothers™. [12;
05/19/2012] Thus, the relationship of mutual assistance between Muslim and
Orthodox communities is always emphasized. Historical references, for example, to
Ivan the Terrible and Maria Temryukovna, also work for the fact of interreligious
harmony. [12; 05/21/2016]

To substantiate religious unity, this idea is connected with the idea of common
moral values: “Our strength is in our unity. And, probably, someone will say, but in
order to be united, you need to have something in common, and we seem to have
different faiths. So I will answer those who are asking and doubting, by the will of
God we have common moral values that go back to those 10 commandments that God
gave to Moses.”. [12; 05/21/2016]

This theme correlates with the theme of a united Orthodox world, which is

embodied in the images of "Orthodox civilization", "historical Russia" and "Russian
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world". These concepts carry culturological significance, and the religious factor is
viewed as influencing the culture. The very concept of civilization is based on the
understanding that it is based on some definite idea that affects the order of life and
culture. In Russia and in Russian history, according to the ROC, Orthodoxy was such
an idea. [12; 04/16/2005] The Russian world means “the spiritual and cultural, and
value dimension of the human personality. Russians, even those who call themselves
Russians, may not belong to this world, because speaking Russian or understanding
Russian is not the only condition for belonging to the Russian worldy. [12;
09/06/2014]

The main actors of the “Russian World” concept are Russia, Ukraine and
Belarus, however, in general, other republics of the former USSR are included. The
task of society and the state is to preserve the Russian world, with the aim of
"preserving the common heritage of ancestors." [12; 01/05/2018]

Thus, the ROC sees the cultural foundations laid down by Orthodox values as a
unifying principle for society. Maintaining, preserving and transmitting these values is
the main task of the state in the global sense, and the Church in the local one.

The theme of unity is contrasted with the theme of disunity, a peculiar practice
of political protest. This issue was raised in the period of 2011 - 2013, which
coincides with the period of protest activity in Russia. For the first time, the topic was
covered in connection with the riots on Manezhnaya Square on December 11, 2010,
caused by the murder of Spartak fan Yegor Sviridov by a group of people from the
North Caucasus. The ROC is making an attempt to re-frame the conflict, i.e. to get
away from understanding this conflict as religious, seeks to appeal to a peaceful life
through the acceptance of the cultural life of the majority by the minority. [12;
12/18/2010]

The theme of disunity is even more evident in relation to the revolution topic.
The attitude of the Church to the revolution is negative: "The revolution is always

conceived, directed, carried out by the elites, who are guided by very specific reasons
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- political, ideological, economic."” [12; 05/19/2012] Russian Church calls for unity:
"... today we must, first of all, not to allow confusion in the mind, confusion in many
minds ...". [12; 11/03/2012] Participation of the Church in protest activities is
unacceptable: “The revolution is equal to the war, and the Church is a place of peace.
A priest cannot rise and set one against another”. [12; 05/01/2018]

The topic of a revolution also touches on the theme Church attitude to historical
events. The ROC sees the 1917 revolution in negative terms, as well as the entire
period of Soviet rule. There are the following definitions: "bloody revolution",
"godless power", "grievous insanity", "atheistic states", "the hardest years of the
twentieth century", etc.

In addition to the revolution, the subject of the Troubles was touched upon,
which, like the revolution, is connected with the theme of political protest. The
Russian Orthodox Church draws historical parallels between the Troubles and modern
protests in Russia: “Those same boyars, the elite, who believed that the elevation to
the Moscow throne of Prince Vladislav would be a modernization project for Russia.
They say that the new government is Western European, educated; the army is much
stronger than the Moscow one, better armed; the European level of education,
culture, and with it - the Western interpretation of Christianity ... ". [12; 11/03/2012]
At the same time, in the process of unification of the Russian lands, the role of the
Church and Patriarch Hermogenes is separately emphasized.

In this program, emphasis was placed on three historical figures: Prince
Vladimir, Ivan the Terrible and Nicholas II. The attitude towards Prince Vladimir is
obviously positive. Almost a whole issue was devoted to his deeds, in which special
attention was paid to the changes that occurred to the prince with the adoption of
Christianity. [12; 07/11/2015] The attitude towards Ivan the Terrible is ambiguous, the
need to consider his personality "in a general historical context" is emphasized, but
his role in the development of interreligious relations is especially emphasized.

Nicholas II is presented as a defender of Orthodox believers during the First World
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War.
The topic of attitude to historical events is directly related to the issue of the

14

relationship between the state and the church, since "... the Church played a decisive
role in the creation of the Russian state ...". State-church relations in modern Russia
are opposed to the Soviet period and are characterized as "fruitful dialogue." This
situation occurred, according to the ROC, not due to the acquisition of any levers of
influence on the state, but due to the increase in the number of Orthodox Christians
among state and socially significant people. [12; 02/07/2015]

In general, the issue of state-church relations is considered from two positions.
On the one hand, the ROC recognizes the need for its own inclusion in the decision-
making process: "The Church can and should influence the minds of people, it can
and should influence the adoption of political decisions ..." [12; 05/16/2005]

But on the other hand, the Russian Orthodox Church is against the direct
involvement in the political process; this influence occurs through the "preaching of
the word of God." [12; 03/06/2011] There is a separate issue of fusion of the state and
the Church. The ROC claims that this fusion is a myth that is used in the fight against
the Church. The Church sees its mission only in the moral education of the people:
"The Russian Church does not merge with anyone, including the state, but it bears
responsibility for the moral state of its people, for maintaining spiritual and material
culture.” [12; 10/20/2012]

Thus, the Russian Orthodox Church took a position of indirect inclusion in the
political process. To some extent, this process is facilitated by the favorable
development of state-church relations.

In this regard, the issue of the impact of the information society on a person
becomes a separate topic. This topic is revealed from two positions: on the one hand,
the negative influence of the media on society is emphasized, on the other hand, there
is a lot of information about how exactly Church communicate with media world.

The Church recognizes the existence of an information society, where “there is
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no prohibition on information” [12; 05/16/2009], where information exchange
became a part of life. [12; 07/30/2011] However, the ROC feels that there are a lot of
negative consequences for society. This is due to the fact that the information flow
"does not bear any indications of Christian or, more broadly, religious responsibility."
[12; 10/15/2011]

Information and values provided by the media are opposed to true, traditional
values: “The powerful information flow that falls on a modern person carries false
goals and values, but they are wrapped in such an attractive shell, in such a wrapper
that hides the destructiveness of all these goals and values”. [12; 12/05/2015]

The ROC seeks to limit the number of persons speaking on its behalf. This is
done in order to “raise the bar of responsibility” [12; 07/30/2011], since the inaccurate
statement of one representative of the church spreads a negative attitude towards the
entire organization. That is why, back in 2000, the Church has determined who can
speak on her behalf: the Ecumenical Council, the Local Council, the Synod headed by
the Patriarch. [12; 05/10/2000]

The very fact of the need to include the Russian Orthodox Church in the socio-
political discourse through the media is not questioned: "The church must retain the
ability, relying on the Orthodox faith, to give wise and salutary comments on what is
happening in the world today." [12; 02/10/2018] So, the ROC not only reserves the
right to be included in the socio-political discourse, but also claims to be some kind of
moral judge. At the same time, the Church does not set itself the task of commenting
on all the events taking place in the country: "The Church is not an place for the
political commentary, and we do not set ourselves the task of immediately assessing
everything that is happening in the country, in society, in the world." [12; 03/09/2013]
The ROC approaches the commenting process very carefully. It is designed to expose
evil, but the ambiguity of the very interpretation of evil is noted. The Church appeals
to this situation: what seems to be evil in the long run may turn out to be good. [12;

from 01/26/2007]
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However, despite this restrained position, there are a number of socially
significant topics on which the ROC has its own clear negative or positive
assessment.

For example, at the beginning of 2014, the Church clearly defined its position
on surrogate motherhood: “you cannot go against the divine law”. [12; 01/18/2014]

The Church also has a negative attitude towards the issue of homosexuality.
Since 2006, she has been opposing the promotion of homosexuality [12; 04/08/2006].
This topic was continued in 2013 in connection with the issue of relations with other
religions, and more specifically with Protestant communities. The accusations against
this religion are made due to the approval of homosexuality and euthanasia: “Today
we know that in this kind of religious organizations the idea of legalizing homosexual
relations, euthanasia, is supported. Tomorrow they will support pedophilia, they will
support everything that the powerful of this world will order. " [12; 05/11/2013]

The Church does not consider this issue as a form of discrimination. Laws are
designed to legalize same-sex marriage are called sinful. [12; 02/15/2014]

In contrast to these topics, the ROC actively advocates the preservation of the
family. There 1s a moment of pressure on family values, the information flow forms
"dangerous stercotypes and delusions": "Young people are brought up in the
understanding that a family can be created sometime later, when this time would
arrive — not clear yet." [12; 01/21/2017]

The topic of youth also occupies an important place in the work of the ROC.
The emphasis on this work begins in 2007, and in 2008 a Council was held, in which
representatives of youth participated. The youth came to the conclusion that
“Tradition is the password to the future. The future of Russia is impossible without its
cultural and historical roots”. [12; 12/21/2008]

Another topic discussed by the ROC is the topic of the leader and the concept
of an effective leader. The topic has also been discussed since 2007 and has been

developed within the framework of the question of the Church's attitude to strong
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power: “The operation of a strong government must be based on fair and effective
laws." [12; 07/21/2007].

The ROC also does not ignore the issues of contemporary Russian education.
Two main directions can be distinguished here: on the introduction of the
Fundamentals of Orthodox Culture in schools and the Unified State Exam. In general,
the position on the introduction of the subject is as follows: "... religious education at
school becomes an indispensable condition for educating people to be able to live
together, forming the very possibility of not only preserving a multinational society, a
multinational state, but also its successful development.” [12; 03/06/2011]. The
Church stands for teaching other religions, does not stand for the exclusiveness of
only its subject. The emphasis is made on the fact that the subject will not have a
religious, but a culturological aspect. The ROC does not give a positive or negative
assessment of the USE, but uses it as an example of the moral impoverishment of the
people. [12; 06/25/2011]

Military service deserves a positive and respectful attitude of the ROC, since
"... the very existence of the state and the people depends on the ability of the army to
defend its people." [12; 10/07/2015]

Separately, the foreign policy topic should be noted. The issue of the split of the
Church in Ukraine is raised separately, the role of the Orthodox Church in diplomatic
relations with Great Britain, France, Serbia is highlighted. This discourse is usually
included during the foreign trips of the Patriarch.

In general, the mission of the ROC in social and political issues is as follows:
“all our goal-setting should be where the Church should be today. She must be where
there is a fratricidal conflict, she must help those who are involved in this insane
clash, where our parishioners, our brothers and sisters die and are captured.” [12;
02/10/2018]

Conclusion. The conclusion i1s made that the positioning of the ROC is based

on the protection of traditional values. At the same time, there is no clear definition of
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these values; they are perceived as opposed to liberal values.

On this basis, in the socio-political discourse, the ROC has a negative attitude
towards same-sex marriage, surrogate motherhood, and vice versa, positive attitude
towards the activities of the military, towards the power of a strong ruler.

Based on its positioning as a defender of traditional values, the church acts as a
defender of unity: religious, national and the unity of the "Russian world" as a whole.
Church sees itself as an opponent to any disunity based on an attitude to political
protest.

In addition, the ROC often refers in its informational policy to historical
examples, emphasizing the serious role of the institution in the history of the country.
Through this position, the church claims to be a cultural and historical basis for the

whole Russia, and not just a religious organization.
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PETHOHAJIBHASI HAJIOT'OBAS ITOJIUTUKA B POCCUMCKOM
®EJEPALIUU

AHHOTALUA

B cratbe paccMoTpeHbl mpoOiieMbl peaan3alii PErHOHAIBHON HAJIOTOBOM MOJUTUKH,
KOTOpbIe OOYCIIOBJICHBI OTPAHMYECHHBIMU TOJTHOMOYMSAMHU CyObeKTOB Poccuiickoii
®deneparuu B AaHHOM cdepe, TPOBEICH aHAIN3 PE3YJBTATOB peaiM3allii HAJIOTOBOU
MOJINTUKH, B TOM YHUCJIE YPOBEHb, TUHAMUKA U CTPYKTYypa JOXOAHOW YacTH OrHKeTa

Kpacnonapckoro kpasi, O1ieHKa HaJIoTOBOTO MOTEHIMaa CyObeKTa.

KiroueBble cioBa: OHOIKETHO-HAJOroBas MOJUTHKA, JOXOJbl PErHOHAJIBHBIX
OIOJKETOB, pacxolbl PETHOHAIBHBIX OIOKETOB, OIOMKETHBIM  (eaepanusm,

MEXOIOIKETHBIE TPAaHC(EPThI, HATIOTOBBIN MOTEHITUAT PETHOHA.
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Abstract

The article considers the problems of implementing regional tax policy, which are
caused by the limited powers of the subjects of the Russian Federation in this area,
analyzes the results of implementing tax policy, including the level, dynamics and
structure of the revenue part of the budget of the Krasnodar Territory, and assesses the

tax potential of the subject.
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REGIONAL TAX POLICY IN THE RUSSIAN FEDERATION

Harmnorosas IIOJIMTHKA (dhenepaTUBHOTO roCyJ1apCTBa, oOecneunBas
dbopmupoBaHue J0XOA0B OIOIKETOB BCEX YPOBHEU, SABISIETCS HE TOJBKO MOIIHBIM
WHCTPYMEHTOM PETYJIUPOBAHUS COLMAIIbHO-9KOHOMUYECKUX IMPOIECCOB, HO U
HAWBKHEUIIIUM yCIIOBUEM €ro (PyHKIMOHUpOBaHUS. BeimomHeHue (QyHKINIA,
OTHECEHHBIX K KOMIIETCHIIMU CyOhekToB Denepaliu, BO3MOXKHO JIMIIh MPU HATUYUH
3h(hEeKTUBHON  pErHOHAJbHOM  HAJOTOBOW  TOJUTHKH, COOTBETCTBYIOLIEH
CKJIQIBIBAIOIICHCS SKOHOMHMYECKOM cutyauud. Ilpum 5>TOM 1104 peruoHanbHOU
HAJIOTOBOM TMOJIMTUKON MBI TIOHUMAEM CHUCTEMY IEJIEH M 3aa4 COOTBETCTBYIOIIMX
OpraHOB BJACTH W yIpaBJICHUsS TIO0 (OPMUPOBAHUIO M HMCIOIB30BAHUIO OIOMKETHO-
HAJIOTOBOTO MOTEHIIMAla B COOTBETCTBUM C OCHOBHBIMHM HAIPABICHUSIMU COIIMAIIBHO-
SKOHOMHUYECKOTO PA3BUTHS PETHOHA.

PernonainpHas HaJI0roBas MOJIUTHKA dbopmupyercs Ha OCHOBE
00I11IeroCy1apCTBEHHON OIOKETHO-HAJIOTOBOM TOJIMTHKU, €€ CTPaTeruv M TaKTUKH,

KOTOpasi, Kak TWpaBuio, HE JJOCTaTO4YHO J(PGPEKTUBHO YYHUTHIBACT pPa3IU4Hi B
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COLIMAJIbHO-?)KOHOMHYECKOM TOJIOKEHUU PernOHOB. COOTBETCTBEHHO, HAOOP METO/IOB
U MHCTPYMEHTOB HAJIOTOBOW IMOJIMTUKU PETMOHOB HE OTIMYAETCS MHOIooOpazueM, u
MOJIHOCTBIO onpenensieTcs (denepanbHbIM O10KETHO-HAJIOTOBBIM
3aKOHOJIaTEIbCTBOM.

«Cy0bektel denepani M MYyHUIUNAIATETbl HMMEIOT IPaBO BBOAUTH U
OTMEHSATh HAJIOTHM B IMpeAesiax MEePEUYHs] PErHOHANBHBIX W MECTHBIX HAJIOTOB,
YCTaHOBJIEHHOTO (pe/iepaIbHbIM HAJIOTOBBIM 3aKOHOJATENbCTBOM. BMmecTe ¢ TeM UM
IPEJOCTABISAIOTCA LIMPOKHUE IOJHOMOYMS MO YCTAHOBJIEHHUIO HAJOTOBBIX CTABOK,
JBIOT U JPYruX npedepeHunii, a TakKe B YCTAaHOBJIEHUU HajoroBou 0a3bl. [IpoBons
HAJIOTOBYIO MOJUTHKY, €€ CYObEKTbl MOTYT BO3/CHCTBOBaTh Ha 3KOHOMUYECKHE
MHTEPECHl HAJIOTOIUIATEIIBIINKOB, CO3[aBaTh TaKHE YCJIOBUS HMX XO35AHCTBOBaHUA,
KOTOpblE€ HamOoJjee BBITOJAHBI Kak Ui CaMHUX HaJIOTOIUIATENBIINKOB, TaK W Jis
PKOHOMHMKHM peruoHa B wneiaom». [7] CoOCTBEHHO, B 3TOM M 3aKJIIOYAETCs CYTh
HAJIOTOBOW MOJUTUKH, KOTOPast OTHOCUTCSI K KOCBEHHBIM METO/IaM T'OCyIapCTBEHHOTO
pPErylMpOBaHus, W IPEANoNaraeT KOCBEHHOE aJMUHUCTPAaTHBHOE BO3JCHCTBHE Ha
OOBEKTHI YIIPaBICHHUS.

JUist  OONBLIMHCTBA  PErHMOHAJBHBIX  OIOMKETOB  OCHOBHBIE  TPYIHOCTH
COLIMAJIbHO-9)KOHOMHMYECKOTO0  Pa3BUTUSl  CBsi3aHbl €  HecOaJaHCHPOBAHHOCTHIO
TEPPUTOPUAIIBHBIX OIOMKETOB, YBEIMYEHHEM PACXOAOB COLUATbHO-KYIBTYPHOIO
xapakrepa, Ha JKKX, Hanmnurem 3HauuTeIbHOIO KOJIMYECTBA HAJIOTOBBIX JIBIOT U T.J.

K OCHOBHBIM mOKazarenasiM, KOTOPbIE XapaKTEPU3yIOT pOJIb HAJIOrOBON
MOJIMTUKK B HKOHOMHUKE OTIEIBbHOM TEPPUTOPUU OTHOCSITCS: 3a/I0JKEHHOCTh B
OIOKeT 1O pa3jMYHbIM BHJAM HAJIOTOB, JOJii HAJOTOBBIX TOCTYIUICHUH

otHocutenbHO BPII, HanoroBas Harpy3ka u apyrue (cM. puc.l).
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BH/IBI HAIIOTOB, B PAMKAX CTPYKTYPhl HAIOTOOOI0KEHHA;

Puc.1. [loka3aresin, Xapakrepu3ylmue poJjib HAJIOTOBOM MOJIUTHKHU B
IKOHOMMKE OT/AeJIbHOI TeppuTopum (8]

AKTyallbHOCTh ~ PacCMOTPEHHS  JaHHOM  TeMbl  OOYCJIOBJI€Ha  OCTpOM
HEOOXOJUMOCThIO B  IIEPECMOTPE PETHOHAIBHOW TMOJUTUKH M YCTPAaHCHHUH
noisipu3anuu peruoHoB Poccun. 110 MHEHHMIO MHOTHX MOpPEACTABUTENEH HAYYHOTO
COOOIIECTBA, OMHUM W3 CIIOCOOOB CTHUMYIHPOBAHUS SKOHOMHYECKOTO Pa3BHUTHS B
peruoHe  MOXKeT CTaThb  MOJIEpHHU3AIUS  HAJOTOBO-OIOPKETHOM  BEPTUKAIIH,
cnoxusieics B Poccuiickon @enepanym.

[IpaBuTenncTBO cTpanbl, HaunHas ¢ 1999 roga, xorma Obuta nmpuHsaTa KoHnenums
pedopMupoBaHus MEKOIOKETHBIX OTHOIeHUM B Poccuiickoit ®deneparun 1999—
2001 roma, AaKTUBHO MPEANPUHUMAIO TONBITKM CUCTEMHO PELIUTh 3a7ady
AKOHOMUYECKOTO BbIpaBHUBaHUA peruoHoB. C 2001 roma Hauama JelCTBOBATH
[Tporpamma pazButus OromkeTHOrO (hemepanusma B Poccuiickoit @eneparuu g0 2005
roja.

K coxanenuro, OromkeTHO-HamoroBas cucteMa Poccuiickot ®denepanmm,
HECMOTpSI Ha BC€ MPOUCIIEAIIME B HEW mnpeoOpa3oBaHUsl, HAXOAUTCA JIUIIb B
CepeanHe, a HE B KOHIIE ITyTHU CBOETO MOCTPOCHUSI.

B nHacrosimiee BpeMsi 0COOCHHOE 3HaYeHUE HEOOXOIMMO VYIEIUTh TOMY, UYTO B
Poccun mpucyTcTByeT mpobiiema  coOnmroneHus  OromkeTHoro  (pemepanusma.
CaMOCTOSTENNPHOCTh  CYOBbEKTOB  defepalud  OrpaHWYE€HAa B IPOBEICHUU
pETHUOHANBHOM TIOJIMTUKU M3-3a LEHTpaJIu3alldd HAJIOTOBBIX IMOJHOMOYMN Ha
dbenepansaom ypoBHe. Eme B Hauane 2000-x rofoB, MOXOAbl HAUYalu CTSITUBATHCS Ha
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ypoBeHb (enepanbHOro Oromkera. HeoOxomnuMo oTMETHTh, 9TO B KOHIE 90-X TO0B
JI0JIs1 PETMOHANIBHBIX OIOKETOB B KOHCOJIMIUPOBAHHOM OIOKETE COCTABIIsIa OKOJIO
60%, a penepanpubix — 40%, TOTIa Kak ceiyac HA0OOPOT Ha OIOMKETHI (deaepanuu
MPUXOTUTCS OKOJIo 62%, a OromkeThl pernoHoB 38%. Takke HEOOXOMUMO OTMETHTb,
410 MUH(MUH TUKTYyeT perMoHaM CKOJIbKO M Ha 4TO TpaTuTh 98% ux OIOIHKETOB, 3TO
TOBOPUT O TOM, UYTO CAMOCTOATEIBHOCTH y PETHOHOB HET. Taike Heo0Xoaumo
OTMETUTh OCOOEHHOCTH JOXOJOB KOHCOJIMJIMPOBAHHOTO OIOMKETa, TaK KaK OHU Ha
30% cocTosT OT A0XOJIOB OT JOOBIYM U SKCTIOPTa HE(THU U Ta3a, TaKxKe O0JbIIas 4acTh
JIOXOJ0B, OKOJIO 15%, OT BHEMIHEIKOHOMHYECKOM AEATEIBHOCTH, YTO YXKE B CyMME
cocrapisieT oyt 50%, k atomy nodasnsercs HJC, kotopelil pabotaer Ha ypoBHE
BCEU CTpaHbl, TAKUM 00pa30M B CTPaHE JOXO/Abl KOHCOIHUIUPYIOTCS Ha (heaepanbHOM
YPOBHE.

Poct OromxeTHbIXx pacxonoB cyObekToB denepanuu, omnepexkarolmii poct
JIOXO/IOB, MpHUBEN K pa30aJlaHCUPOBAHHOCTH PETMOHAIBHBIX OrMkeToB. IIpu 3ToM
CHIDKAETCA [0l MHBECTUIMOHHBIX pPAacXoiOB, YTO OrPAaHMYMBAET COOCTBEHHBIE
BO3MOXKHOCTH Pa3BUTHUSl PETHMOHAJBHBIX SKOHOMUK. Tak, mo maHHeiM Poccrara, noss
WHBECTULIMI B OCHOBHOM KanuTtas B npoueHTtax k BBII cansunace ¢ 21,4% B 2013 .
10 20,0% B 2018 1., m HamHoro yBennuuiachk B 2019 roxy no 20,6%, ripu 3ToM noms
MHBECTUIIMM B OCHOBHOM KamuTal MO pernoHaM B mpoueHTtax kK BPII pesko
paznuyaetcs: oT 17% no Llentpansnomy denepansaomy okpyry 1o 28% mo Cesepo-
KaBkasckomy ¢enepaibHoMy OkpyTy. [12]

BcneacTBue HECOOTBETCTBHS JOXOAHBIX HCTOUHUKOB M PACXOIHBIX 003aTeNIbCTB,
BO3JIOKCHHBIX Ha PETHOHAJBHBIC OIOMKETHI, PAacTyT JOJITU PETHOHOB, MPUYEM HE
TOJIBKO TOCYAapCTBEHHbIE, HO W KomMepueckue (cM. puc.2). C 2011 roma BuUIHO
CHMKEHHE 33JI0JKEHHOCTH I10 TOCYJapCTBEHHBIM T'apaHTHAM, OJHAKO PACTET JIOJT I10
rOCyIapCTBEHHBIM ILIEHHBIM Oymaram. Taxke MOXHO yBuAeTb, uto ¢ 2016 roxa,
NPUHATHIE TOCYJApPCTBOM MEPBI K TOMY, YTOObI B BO3MO)KHOW CTENEHU 3aMECTUTH

KOMMEpYECKHE, KpaifHe TOpOrue, KPEAUTHI MPEA0CTABICHUEM PETHOHAM OIOIKETHOTO
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KPEAUTOBAHMS TO3BOJIMIM CTA0MIM3HPOBATh CHUTYalMI0O C POCTOM JIOJITOBOM
Harpy3ku. [lpaktudecku kaxapii rog OCHOBHBIMM HaIpPaBICHUSIMH HAJOTOBOM
nonuTUKH P® HamedaroTcsi Mephl, HalpaBICHHBIC Ha CHIDKEHUE Ie(OUIIMTHOCTH
OroKeToB cyOBbekTOB Denepanuu, KOTOpbIE MPUHECIN MOJOKUTEIbHBIE PE3YJIbTaThI:
Ne(OUIUT PErHOHANIBHBIX OIOXKETOB MOCIEI0OBATEIbHO CHUKACTCSI.

[To utory 2019 r. 50 u3 85 cyOBEKTOB UCTIOIHUIN KOHCOIHIMPOBAHHBIN OIOMKET C
OpOQUIIMTOM, COBOKYNHBIA MNPOPUIUT KOHCOJIUAMPOBAHHBIX  PErHOHAIBHBIX
oromkeToB coctaBmi 4,7 miapa. pyd. Ho no cpaBuenuto ¢ nmokazarensmu 2018 ropa,
rme y 70 pernoHoB Obul oTMeueH mpoduuut B pazmepe 510,3 miupa. py0., Takue
JTAHHBIE TOBOPAT O NPEBBIIICHUA TEMIIOB POCTa PACXOJOB HaJ TEMIaMH pPOCTa
noxoqoB B 2019 roxy. Uckntouenuem cranu PecmyOnuka bamkoprocran (99,8% ot
ypoBHs 2018 rona), Kamyxckas odmacts (99%), Xantei-MaHcuiickuii aBTOHOMHBIH
okpyr (98,1%), ropox CeBacronons (97,2%), Kemeposckas obnacts (95,3%), a Takxke
Pecniyomuka Xakacusa (90,9%), HU3KME TEMIIbI pOCTa JIOXOJOB JAHHBIX CYOBEKTOB

OTYaCTH MOKHO OOBSICHUTH BBICOKOM 0a30ii MpCaAbLIAYIICTO Ioaa.
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H rocyjapCTBEHHbIE LieHHbIE Bymaru
B KpeaMThl OT KPEAUTHBIX OPraHM3aLMid U MEAYHAPOAHbIX GUHAHCOBbIX OPraHU3aLMiA
B AHETHBIE KpEOMTEI OT ApyruX BroaKeToBs BrOAMETHOM cucTembl Poccuiickoi @eaepauuu

roCyJapCTBEHHbIE TapaHTHUK

Puc.2. CTtpykTypa 10JroBbix 00513aTeIbCTB CYyObeKTOB Poccuiickoit Menepannu,

ThIC. PYO. [4]

[Ipoduuut Oromkera MO3BOJIWI PETHOHAM MPOAOIDKATh OCYILIECTBICHHUE MEp IO
CHI)KEHHIO 00beMa TOCA0Jra: HOMHHAIBHBIM 00bEM JI0JIra PETHOHOB COKPATHUIICS 3a
2019 rox mo 2,1 tpaH. py0. (T.. Ha 0,1 TpmH. py0.), uTo cocTaBmio 22,5% ot oObema
HAJIOTOBBIX M HEHAJIOTOBBIX J0XOJO0B OIOMKETOB perroHoB (Ha koHern 2018 roma —
25,3%).

Tak Kkak 1707 COOCTBEHHBIX HAJIOTOBBIX JIOXOJOB B CTPYKTYpE JIOXOZOB
PErMOHAJIBHBIX M MECTHBIX OIOJUKETOB HE BBICOKAas, CYUIECTBYET 3aBHCHUMOCTD
pPEruOHATIBLHBIX U MECTHBIX OIOIPKETOB OT MEXKOIOMKETHBIX TPaHC(HEPTOB.

OCHOBHBIMH HCTOYHHKAMH JJOXOJIOB KOHCOJIHMJIMPOBAHHBIX OIOIKETOB CYyObEKTOB
Poccuiickoit ®eneparnuu CcTajau: HaJIOTH, COOpPbl U PETyJSpHbIC TUIATEXKU 3a
NOJIb30BaHUE MPUPOAHBIMU pecypcamu (mpupoct Ha 20%), akuussl (19,4%), Hanoru

Ha COBOKYNHbIN 10x01 (14,6%) u Mmex0romxeTHbie Tpanceptsl (17,6%), B ToM uucie
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cyocummnu (45%), cyoenruu (19,6%) u nunsie mexOrwomxeTHbIe Tpancheptsl (72,3%).

3HAYUTENbHBIA MPUPOCT 1EJIEBBIX TpaHC(HEpPTOB — TNPU HE3HAYUTEITHLHOM
YBEJIMYCHHUH JOTAllMid Ha BHIPABHUBAHHE OIOKETHOHN obOecneueHHocTd (Ha 4,8%) u
3HAYUTEIIPHOM  COKpalleHWH  JOoTaluid  Ha  OOecleYeHWe  OIOMKETHOU
cbanmancupoBaHHoctd (Ha 67,8%) — cBA3aH ¢ HEOOXOIMMOCTBIO peaIu3aluu
HAIMOHAIBHBIX U (DeepaIbHBIX TPOCKTOB Ha CYOHAITMOHAILHOM ypoBHE. Tak, moiis
TpaHC(}EpPTOB Ha peau3alMi0 COOTBETCTBYIOIIMX MPOEKTOB coctaBuia B 2019 romy
24% ot oOmero od0bema TpaHchepToB U3 (QenepanbHOro Opkera cyobekram PD,
i 572,2 mupa. py0. B HOMUHAJIEHOM BBIPOKCHUHU.

Tpu roma noapsAs MOKHO TPOCIEAUTh AUBEPTEHIIMI0 HAJIOTOBBIX U HEHAJIOTOBBIX
JIOXOJIOB KOHCOJIMAUPOBAHHBIX OromkeToB peruoHoB. [lo wurtoram 2019 roma y
BBICOKOOOEcTIeueHHbIX peruoHoB (13 cyOnekroB P®, He momyuaBmux B 2019 romay
BBIPABHUBAIOIIUX JOTAllU) MPUPOCT HAJIOTOBBIX W HEHAJIOTOBBIX JOXOJIOB COCTaBUII
8,8%, B TO BpeMs Kak y cpenHeoOecrneueHHbx (41 cybwekt) — 6,3%, a y
Hu3koobecneueHHbIx (31 cyobekt) — 5,7%. Ho npenocraBnenue TpaHchepToB Ha
BBIPABHUBAHUE CIIOCOOCTBOBAJIO CHWKEHUIO AU depeHIanuy J0X00B PETUOHOB: B
2019 rogy HamOONBIIMK OPUPOCT COOCTBEHHBIX JOXOIOB ObUT 3a(UMKCHUPOBAH Y
HU3KooOecTeueHHbIX peruoHoB — 10,9%, a y cpemHe- U BBICOKOOOECIIEUEHHBIX OH
coctaBui 9,1% u 8,8% cooTBeTCTBEHHO. [1]

YeunuBaetrcss  quddepeHnmanus peTMOHOB U3-3a  MEPEPACTIPEACITUTEIHEHOTO
MeXaHu3Ma OIKETHBIX OTHOIIeHWH. HecMmoTpss Ha noTaluu Ha BBIpAaBHUBAHHE,
HKOHOMHUYECKHI pa3phiB MEKY «CHIIBHBIMUY» U «CJIA0BIMUY CyOBEKTaMU MPOI0HKAET
paspactaTrhcsi. Bce MeHbIiee KOIMYECTBO PETHOHOB-PEIUIUEHTOB CBUICTEIHCTBYET
00 yCcyTyOJICHHH CUTYallMHU C CaMO00ECIIEYeHHOCThIO PETHOHOB.

CymiecTBeHHOW TMPOOIEeMOil OCTaeTcs TO, YTO COMIacHO maHHbM 3a 2019 ron,
38,8% Bcex MOCTYIUICHH B POCCUUCKHI OIOMKET 00eCTieunBalii BCETO TPU CYOBEKTa
— ropoa MockBa, Xantel-Mancutickuii OA. 3 u 4 mecto 3a SAmano-Henenxkum AO u

Cankt-IlerepOyprom. To ecTh 3a O3TUMH TEPPUTOPHSIMU — OCHOBHAS JIOJIS
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MOCTYIUIEHUH B OIOMKET (CM. puc.3).

= ropog Mockea
= XaHTbl-MaHcmidckmin AO - HOrpa
= Amano-HeHeukmii AO

ropog, CankT-TeTepBypr

= Mockogckaa obnacTe

. = Pecny61mka Tataperan
» KpacHOApCKMIA Kpai
= Camapckas obnactb
\ = WpkyTckan obnacts
7,0
5,8
7

= MepmcKMiA Kpait

= Openbyprckas obnactb

= KpacHoOapCcKuWiA kpait

= Pecnybnunka bawkopTocTaH

= CBepanosckas obnactb

1,5 /
1,7
1,7
1

.8
1 NenwHrpaackan obnacte

,9
2,0

TromeHckaa obnacte

= [lpoune

Puc.3. os1s1 HATOrOBBIX MOCTYIJICHUI CY0OBEKTOB, B 10X0/bI (eepajbHOrO

ormxera Poccuiickoit @eaepauuu B 2019 roay [S]

3a HUMMH BBICTPOWIMCh WHAYCTpPHAIbHBIE pailloHbl: MOCKOBCKas 00JacTh,
Tarapcran, Kpacnosipckuit kpait, Camapa, Mpkytckas o6nacts, [lepMckuit kpait u T.11.
Bcero ¢ BolenepeuncieHHbIMU noaydaercs 13 cyObekToB (enepanun, KOTopble He
TOJIBKO MPUHOCIT HAUOONBIIMKA OXOA B OIODKET, HO M HE MONYyYaroT JOTalHii Ha
0e3BO3ME3AHON OCHOBE, TO €CTh JICHBIU-TO OHM MOIYYaloT, HO B BU€ TpaHC(HEPTOB U
CyOBEHITUH.

CrnoxuBiIascs cucTeMa MEKOIOKETHBIX OTHOILIEHUH MOJAPBIBAET CTUMYJIBI K
HapamuBaHuio BPII u y «cuibHbBIX», U y «cnaObIx» peruoHOB. PernoHbI-nuaepsl He
3aMHTEPECOBAHBl B POCTE COOCTBEHHBIX JOXOAOB MOTOMY, YTO MX YacTh BCE PaBHO
u3bIMaeTcs B (hemepaibHbIA OOIKET JIJIsi TIOMOIIM IpYTruM. Pernonsi-ayTcaiiiepbl He
3aMHTEPECOBAHBI B POCTE COOCTBEHHBIX JIOXOJOB IOTOMY, YTO B O3TOM HET
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HEOOXOMUMOCTH — BCE HEOOXOTUMBIE PACXOJHBIE 00S3aTENhCTBA BCE PABHO OYIyT
npoUHAHCUPOBAHBI U3 IIEHTPA.

VYrnyOnenue paspbiBa MEXKIYy PErMOHAMH MOJPHIBAET OCHOBY 3KOHOMHUYECKOU
Oe3omacHOCTH cTpaHbl. Peanu3zanus nenei, nponucanHblx B Ykasze IIpesnnenta PO,
HEBO3MO)KHA 0€3 pelieHusi MpoOJeMbl CIOXKHOTO  COIMAIbHO-3KOHOMUYECKOTO
MOJIOKEHUSI B PErMOHAaX CTpaHbl. B HacTOSAImMII MOMEHT OHA TOJBKO YXYIIIAETCS:
Harpumep, B 2018 1. BmepBele B uCTOpuHM Poccuu OBUIO BBEICHO BHEIIIHEE
¢dbunaHcoBoe ynparieHue B Pecnyonuke Xakacuu u Kocrpomckoit o6nactu. [10]

Taxke cTOMT OOparTuTh BHUMAHHME, YTO  CYIIECTBYIOIIAsl  IOJUTHKA
MPEIOCTABICHHUS JBIOT MO PErHOHAIBHBIM U MECTHBIM HajoraM yBEJIHYUBAET YUCIIO
BBITIAJIAIOIINX J10XO/I0B OIO/IPKETOB CYOBEKTOB, UTO MIPUBOAUT K POCTY UX (PMHAHCOBOM
3aBUCUMOCTH OT (eiepajbHbIX BIMBAHUN U MOAPHIBACT PyHIAMEHT JJIS IPOBEICHUS
CaMOCTOATENIbHON pPErHOHANBHONU MONUTUKH. [IpucyTCTBYeT HEOOXOIUMOCTH YETKO
OTCIIC)KUBATh A(DEKTUBHOCTD MPEOCTABICHUS HAJIOTOBBIX JILIOT U B CJIy4ae HU3KOTO
pe3yJsibTaTa X OTMEHSTh WIH MOJACPHU3UPOBATH.

B TeueHne HeCKONbKUX MOCHeAHUX JieT OCHOBHBIMU HANpPaBJICHUSIMUA HAJIOTOBOM
nonutuku P® Takxke oTMmeuaercss HEOOXOAMMOCTb BBIPAOOTKM OOINEro MOaXxoaa K
pacdeTy 3(pPEeKTHBHOCTH HAJIOTOBBIX JBIOT M IpedepeHIHi. ITO BaXXKHO IS TOTO,
4yTOOBI BBISIBUTH «CJIA0bIE MECTa» B HAJIOTOBOM 3aKOHOJATEILCTBE U C(POPMYIUPOBATH
JICHCTBEHHBIC HAJIOTOBBIE CTUMYJbI JJIsi Pa3BUTHS SKOHOMHUKH U BOCCTAHOBIICHUS
AKOHOMHYECKOTO pocTa. [9]

B cBsi3u ¢ Tem, 4TO B HACTOsfIEEe BpPEeMs HAJOTOBas CHUCTEMa IPOJOJDKAET
pa3BUBAThCS, TOBBIIIAS  CBOIO  KOHKYPEHTOCIIOCOOHOCTH W ONTHMUBHPYS
MEXKTOCYIapCTBEHHbIE OTHOIICHHUS. HanoroBbli MOTEHIMAN SBISIETCS OJHUM U3
HamOoJiee BaKHBIX IMOKa3aTesield (PMHAHCOBOTO TOJOXKEHHUS CyOhekToB Poccuiickoii
denepanui 1 MyHUIUNATBHBIX 00pa30BaHUiA, TOCKOJIBKY €r0 pa3Mep OIpeaesseT
CyMMa HAQJIOTOBBIX TMOCTYIUICHHMH B pEruoHaJbHbIE W MECTHBIC OIOMKETHl W,

CJICAOBATCIbHO, CITOCOOHOCTH OpraHoB MECTHOT'O CaMOYIIPABJICHUA OCYLICCTBIIATh UX
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OCHOBHBI€ [TOJITHOMOYHUSI.

[IpaBUJIBHO OLIEHWB HAJOTOBBIM MOTEHLHMAN, MOKHO OINPEACIUTH PE3EPBHI U
NEPCIIEKTUBBI YBEITUYCHUS TOXOI0B Oropkera. TOYHOCTh UM HA/IEKHOCTh B OCHOBHOM
3aBUCAT OT METOJIOB pacyeTa.

JIns  pacdyera HAJOrOBOTO IMOTEHIHMANIA WCHOJIB3YIOTCA pa3HblE METOJBI,
HanOoJIee pacpoCTPaHEHBI METOT TIPSIMOTO cueTa U haKTUdecKuit MeTo. [2]

Meron mnpsAMOro cuyera ONUPAETCs Ha aAAUTUBHOE CBOWCTBO HAJIOTOBOTO
MOTEHIMAJIa: HAJOTOBBIN IMOTEHIHAJ PETHOHA PABEH CYMME MOTEHIUAJIOB OTJAEIbHBIX
HaJIOTOB:

HIT=ITHC*HB,
rae HII — nanmoroseii norenuman, IIHC — npenenpHas Hanorosast cTaBka Mo HaJIOTYy,
Hb — nanoroas 6a3a 1o Hajory.

[Tpu paxTueckoM MeTOAE HAJIOTOBBIM MMOTEHIIMAJ PACCUUTHIBAETCS HA OCHOBE
HEKOTOPbIX (DAKTHUECKUX CyMM Hajora. OCHOBOM 3TOro Meroia SIBISETCS TO, YTO
TOJIBKO JIBa IIOKas3aTeyid MPEensATCTBYIOT IIOJHOM 3KCIUIyaTallid  HAJIOTOBOTO
NOTEHIMAJIa — 33JI0JDKEHHOCTh U JIbIoThl. OTCrona opMyiia Jijisi pacyeTa HaJloroOBOTO
MOTEHIINAaNA:

HIT=®+3+]1,
rie @ — ¢axkTuyeckue MNOCTYIUIEHUS HAJIOTOB, 3 — MPHUPOCT 3aJ0JKEHHOCTH 3a
oT4eTHbIN mepuon, JI — cymma Hanora, NpUXOAAIIasicsl Ha PETUOHAIBHBIC W/WIN
MECTHBIE JIIOTBHI.

Ha npumepe omnoro u3 cyonbekroB PO — KpacHomapckoro kpasi mpoBeneM
aHaJIW3 W OLICHKY HaJIOrOBOrO IMOTeHUuWana. VMICTOpUYECKHM TaK CIIOXKHUIIOCH, YTO B
OHUX PEruoHax €cThb MPUPOJHBIE PECYPChl, MHPPACTPYKTYpa, NPOMBIILICHHbIE
IIPOU3BOJICTBA, JEJIOBbIE LIEHTPBI, a B APYIMX HHUYEro 31oro Her. COOTBETCTBEHHO,
OHHM PETHUOHBI IOJy4aloT OOJbIIE JTOXOAOB, a JAPYTM€ — MEHbIIE U TMOTEHIHal Y
OJTHUX PETHMOHOB BBIIIE, a Y APYTUX HUXKE.

[IpuMeHnuTETPHO K POCCHUHCKON OIOMKETHOW CHCTEME MHOTO€ YIHUPAETCs B
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YUCIIEHHOCTh HACEJeHHS M YpPOBEHb 3apIljiaTl, a TakXe B YCIEIIHOCTb pPadOTHI
MECTHOTO OM3HEca — 3HAYUTEIbHAs YacTh OIOMXKETOB PETMOHOB (DOPMUPYETCS 3a CUET
HA®JI u nanora Ha mpuObUlb. B IpOMBIIUIEHHBIX pETrHOHAX crofa J00aBISIOTCS
HAJOI Ha MMYIIECTBO OpraHW3aluii. A B pEruoHax ¢ pa3BUTONH HePTIHOU
npomeinuieHHOCThI0 — HJITIN. Tlepedyens pernoHoB, koTopble He moiy4anu B 2019
roly JOTallii Ha BbIpaBHHUBaHUE OIOKETHOW 00ECIIEYeHHOCTH, HACYUTHIBAET TOJIBKO
13 nynkroB. JloTanuu u3 O6romkera nonydaror 72 peruona Poccun u3 85. To ecth, ot
BHEIIHETO  (UHAHCUPOBAHUS  3aBUCAT  MPAKTUYECKH Bce  CyObekTol  PO.
KpacHonmapckuii Kpail peCcTaBIIIeTCs] HHTEPECHBIM, TaK KAK HECMOTPS Ha TO, YTO B
pEeruoHe OCHOBHAs 4acTh J10X0A0B Oromkera He cocTouT 3 H/AIIN, noxoas! 6romxera
KpacHongapckoro kpast B 0oJiblliel CTETIEHU MPEICTaBICHBl COOCTBEHHBIMU J0X0AaMHU
- HAJIOTOBBIMM U HEHaJOroBbiMU. bromker cyObekTa sBiseTcs (DUHAHCOBO
HE3aBHCHUMBIM, TOCKOJIBKY J10J11 0e3B03Me3IHbIX nocTymieHuil meree 50%. JlaHHbIi
(GakT oyeHb BaXXEH IMPU pACHpPENEICHUU PpACXOIHBIX ITOJHOMOYMH, a TaKke
IUTAHUPOBAHUU BEJIMYUHBI JlePuiuTa OromKeTa Wil o0beMa PEerHOHAIBHOIO J0JTa,
MOCKOJIbKY (DMHAHCOBO-3aBUCUMBbIE PETMOHBI HMMEIOT OrpaHUYEHHUS MO OO0beMy
3aMMCTBOBAHUI WM yTBEPKICHHON BEIMYUHBI 1e(PUIUTA OIOIKETA.

CornacHo pedTuHry 3¢h(HEKTUBHOCTH PETHOHATILHON HAJIOTOBOM MOJUTUKH IO
utoram 2018 rona, mposoaumsiM PwC, KpacHomapckuii kpaii 3ausu1 14 mecto B PO.

Kpait na nporsxkenun 2013-2017 rogoB 3aHUMal JUIUPYIONIYIO MO3UIIMIO B
pelituare cyobekToB Poccuiickoii denepariuu 1Mo ypoBHIO OTKPBITOCTH OFOIKETHBIX
JTaHHBIX. B Hacrosiiiee BpeMsi BXOJUT B YHCIIO PETMOHOB JIUJEPOB C OYEHb BBICOKHM
YPOBHEM OTKPBITOCTU OIOMKETHBIX JJAHHBIX.

Mundunom Poccunm KpacHomapckomy kpatro mno uroram 2017-2019 rona
MPUCBAMBAETCS  BBICOKAsh CTEMEHb KAaueCTBA  YMNPABICHUS  PETHOHAIBHBIMU
dbunancamu. [3]

MepornpusiTiss ~ KOTOpble  TPOBOASTCS B  CYObEKTE€ IO  IOBBIIICHUIO

3¢ (PEKTUBHOCTH PaCXOIOBaHUS CPEACTB KPaeBOTO OFO/KETA:
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-porpaMMa O3JI0OPOBJICHUSI TOCyIapCTBeHHBIX (uHaHCOB KpacHomapckoro
Kpas;

-MEXaHU3MBbI TIEPEUNCIICHUS MEKOIOMKETHBIX TPAHCHEPTOB;

-OIOMKCTHBIC MHBECTUIIMM B  OOBEKTHI  KAlMUTAILHOTO  CTPOUTEIIHCTBA
HAlpaBJICHHbIE HA  3aBEpILICHHUE, PEKOHCTPYKIUIO OOBEKTOB  KalUTAJIBLHOTO
CTPOUTENBCTBA;

-HIOPSZIOK TEPEUYMCIICHUs] U3 KpaeBOro OrokeTa CyOCHIUi MyHHUIUNATbHBIM
00pa30BaHUsIM Ha TEPPUTOPUH Kpas;

-OCYIIIECTBIICHUE KOHTPOJsi B cdepe 3aKymok, B Tpeaesiax IOJIHOMOUUMA
(MHaHCOBBIX OPTaHOB.

D¢ dekTUBHOCTh  pealnu3alldd  JaHHBIX  HampaBlICHUW  MOATBEPKIACTCS
HaJM4YMeM npoduIUTa KOHCOIMIUpoBaHHOTO Oromkera KpacHomapckoro kpas 3a
2016-2018rr.

AHamu3upys OIOMKETHYI0 M HaJOTOBYIO MNONUTUKY KpacHomapckoro kpas,
MO>XHO BBIJICJIUTD:

-pu  coctaBieHun Owomkera MwuHbun KyOaHu  pyKOBOJCTBOBAJICS
TpeOOBaHUSIMU 3aKOHOAATEIHCTBA U MOCTPOEH Ha ocHOBE: [locnanus [Ipesunenta PO
OdenepanbHOMy cobpannto PO or 01.03.2018 roma; VYkaza Ilpesupenta PD or
07.05.2018 roma Ne 204 «O HaMOHANBHBIX MLEIAX MU CTPATETMUECKUX 3aJadax
pasButusi Poccuiickoit @Denepanun Ha nepuon a0 2024 rtoma»; OCHOBHBIX
HaAIPaBJICHU OIOMKETHOM, HAJIOTOBOM M TaMOXeHHO-TapudHON monutuku Ha 2019
roa ¥ miaHoBwiid nepuo 2020 u 2021 rogos, noaroroBieHHbIX Munpunom Poccuu;
JIaHHBIX MPOTHO3a COIMAIBLHO-?KOHOMHUYECKOTO pa3Butus KpacHomapckoro kpas Ha
2019 rog u nHa mepuon 2020-2024 romo; OCHOBHBIX HANpPaBICHUN OIOIKETHOU U
HasoroBoi nonutuku Kpacuomapckoro kpast Ha 2019 rog u nnanoBbii nepuoa 2020 u
2021 romoB; rocymapcTBeHHbIX TmporpamMm KpacHomapckoro kpass W JIpyrux
JIOKYMEHTOB.

-4eTKO C(hOPMYJIMPOBAHBl OCHOBHBIE LEIM W 3a7ayd OIOKETHOM W HAJIOrOBOM
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MOJIUTUKU Kpasi.

-IIMPOKO PACKPBITHI HAIPABJICHUS pealn3alii KpaeBoM OIOIKETHON M HaJIOrOBOM
MOJUTUKU.

-copMyIHPOBaHBI OOIIHE MOIXO/IbI K (POPMUPOBAHHIO PACXO/I0B KPAEBOTO OIOIKETA.

-3aJlaHbl HAIIPABJICHUS MOBBILIEHUS A3PPEKTUBHOCTH PACXOJ0B KPAEBOIO OIOJIKETA.

-pa3paboTaHbl MEPONPHSATHS, HAMpaBICHHbIC HA TOBBIMICHUE A(P(HEKTUBHOCTH
pacxoJ0BaHUs CPEJCTB KPAeBOTO OIOKETA.

bromkeTtHas u HamoroBas mnoiauThka KpacHOZAapCKOro Kpas NPeACTaBICHA Kak
CTpOiHasi cucTeMa, Mo3BoJstonas Q(HEKTUBHO BHIMOIHATH COIHMAIBHBIC 3a/1a4M, CTOSIIHNE
nepell PEruoHOM C HCIOJb30BAaHUEM COBPEMEHHBIX MHCTPYMEHTOB (OPMUPOBAHUS
OIO/PKETA, B3ANMOJICHCTBHS C OOIIICCTBOM.

B cBsa3u ¢ aTEM, moapoOHOE UCCleNOBaHUE MPOBOJUMON HAJIOTOBOM IOJTUTUKHU
KpacHomapckoro kpast MOXKET CIIy>KUTh IPUMEPOM TOTO, KaK PETMOHAJIbHAS MTOJIUTUKA MOXKET
OBITh pean30BaHa B JPYrHX PErHOHAX.

AHanu3 J0X0I0B KOHCOJIMIUPOBAHHOIO OOKETa Kpas TOBOPUT O TOM, YTO oOuias
CyMMa J0XOJIOB Oro/keTa 3a JBa roma Bo3pocia Ha 65080 muu py6. (Ha 22,6%) (cMm.
mabn.1).

Taoa. 1.

Jloxoabl KkoHcoMAUPOBaHHOTO OrMIkeTa KpacHomapckoro kpas 3a 2017-

2019 rr., TBIC. PYO. [6]

AOcCoJIIOTHOE Temn
OTKJIOHEHHEe pocTa
2017 2018 2019
2019 . Kk 2019 . Kk
2017 . 2017 r.

Hoxons! Bcero | 287 471 295,0 | 316 238 687,6 | 352 552 156,8 | 65 080 861,8 122,6

HasnoroBeie u
HEHAJIOTOBEIE 242 957 393,5 | 275594 878,3 | 306 139 341,1 | 63 181 947,6 126,0

A0XO0ObI

be3Bo3mesnurie
44 513 9014 40 643 809,3 46 412 815.6 1 898 914,2 104,3
HOCTyrIJ'IeHHSI
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HanoroBsle 1 HEHAJIOroOBbIE MOCTYIUICHHS TAKKE MUMEIOT TEHJICHIIMIO POCTAa,
OHM yBenuumwinch Ha 63 181 MaH py0. U B MPOLIEHTHOM COOTHOLIEHHWH COCTaBHIIN
126%. Bmecrte ¢ aTiM 0€3B0O3ME3IHBIC MOCTYIUICHHS yBenuuuiauch Ha 4,3%. Ha nx
YBEJIMYCHHE TMOBIMSUIM TMOCTYIUIGHUSI OT JIpyruX OIOMKETOB (MEXKOIOMKETHbIC
TpaHC(EpThI) W TOCTYIUICHUS OT OpraHW3alduid W TPaxmaaH (KPOME HAJIOTOBBIX H
HEHAJIOTOBBIX TOCTYIUICHUH ).

Jlist yBenMueHUs KOHCOJIUIUMPOBAHHOTO Oromkera KpacHomapckoro kpas B
LEJSAX TOBBIIICHUS KauyeCTBAa HAJIOTOBBIX M HEHAJIOTOBBIX JOXOJOB pPEaIU3yIOTCS
CJIEYIONINE MEpPhl: YBETUYEHUE COOMPAEMOCTH IUIATEKEH B KOHCOJIMIUPOBAHHBIN
OIOKET, COKpalleHUE 3aJ0KEHHOCTU MO HAJOTOBBIM IUIaTeXaM W WHBIM COOpam,
COBEpPIICHCTBOBAHUE CHUCTEMBI yrpaBieHus KpacHomapckoro kpas. 3a JBa rojaa
noxonabl Oromkera KpacHomapckoro kpast yBenuuuiauch Ha 55 7959 mun py6. (cm.
ma6n.2), yto Ha 23,6% mno cpaBHeHuto ¢ 2017 r. Ucxoas u3 3TOro, HaJOrOBBIE U
HEHAJIOTOBBIC TOCTYIUICHHS yBenuuuiauch Ha 51 214,4 muH py0., T. €. Ha 26,71%, a

0e3Bo3Me3/IHbIe ocTyIIeHus — Ha 4 581,5 mutH py0. (10,42%).

Tao6J. 2.

Anaau3 aoxonos oOwmxera KpacHomapckoro kpas 3a 2017-2019 rr., muiH.

pyo. [6]

ADCOJI0THOE
Temn pocra
OTKJIOHEHHE
2017 2018 2019 2019k
2019k
2017 r.
2017 r.
Jloxoms! Bcero 235 694,30 250 925,15 | 291 490,20 55795,9 123,67
Hanorossie u
HEHaJIOTOBBIE 191 746,23 210 388,23 | 242 960,60 51214,4 126,71
JTOXOIBI
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be3Bo3mesgHbIe
43 948,07 40 536,92 48 529,60 4 581,5 110,42
MOCTYILJICHUS

AHam3upyst  JTOXOAbI  KOHCOJUIMPOBAHHOTO M  KPAaeBOro  OIOMKETOB
KpacHomapckoro kpas, MOXXHO YBHACTh, UYTO JIOXOMBI, 3a4MCIsiEMble B KpacBOU
oromxket, 3aHuMmaioT Oomee 40% OT J0XOMOB KOHCOJUAMPOBAHHOTO OIOMKETa

KpacHonapckoro kpast 3a aHaIU3UpyeMbIi iepuos (CM. puc.4).

2010 [ESEREE 29145020000

2018

250925150,00

007 RSSO 23569650000

0% 20% 40% 60% 80% 100%

B JToxopI KOHCOTHIHPOBAHHOTO Or0mKeTa  JIOX0 Bl KpacBoro OO UKeTa

Puc.4. [ox01bl KOHCOJIUIMPOBAHHOTO U KpaeBoro 0101:keToB KpacHomapckoro

Kpasi

Temn pocra mokazarened CTPYKTYpbl JIOXOIOB  OO/pKeTa  SIBISIETCS
MOJIOKUTENBHBIM (CM. ma6.3). bonbliyto 4acTh HAJTOTOBBIX MOCTYIUIEHUN 3aHUMAIOT

takue Hasoru, kak HJI®DJI u Hanor Ha mpuOBLUIb OpraHU3aIIUiA.
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Taou. 3.
Anauau3 10x010B 0101:keTa KpacHogapckoro kpast
AOCOJIIOTHOE Temn
OTKJIOHCHHE
2017 2018 2019 pocrta 2019
2019r.k
rrk2017r.
2017 r.
Jloxonp! OromkeTa
235694,30 250925,15 291490,20 55795,90 123,7
- Bcero
Hanorosrie n
HEHAJIOTOBBIE 191746,23 210388.,23 242960,60 51214,37 126,7
JIOXOMBI
Hanorosrie
185879.61 204055,12 236241,14 50361,53 127,1
JTOXOMBI
Hanor na
pUOBLITH 49310,58 56 230,87 66389,27 17078.69 134,6
OpraHu3aun
Haior Ha moxonsl
58578.,86 58521,89 76607,43 18028,57 130,8
bu3HYECKUX UL
AKIU3EI 22974.40 23002,81 28076,81 5102.41 122,2
Hanor na
MMYIIECTBO 3275422 41131,65 38466,76 5712,54 1174
Opra"u3anun
TpaHcriopTHBIN
6355,77 6626,04 7470,14 1114,37 117,5
HaJIOT
IIpoune
HaJIOTOBBIE 15905.78 18541,85 19230,73 332495 120,9
JTOXOJBI
Henanorosrie
5866,63 6333,11 6719,46 852,83 114,5
JIOXOMBI
besBo3mesnnbie
43948.07 40536,92 48529,60 4581,53 1104
MOCTYTUICHUS
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CoOpaB ¥ poaHATN3UPOBAB BCE HEOOXOAUMBIC JTAHHBIE, KACAIOIIUECS JJOXO0B

6IOI[)KCT8,, MOXHO paCCUYUTATb HaJIOTOBBIM IIOTCHIO M AJI KpaCHOI[apCKOFO Kpasd. B Tabmn.

4 npuBOAMTCS pacyeT JaHHOro noreHuuana 3a 2017-2019 rr.

TaoJa. 4.
Ouenka HaJOroBoro mnoreHmuaga KpacHomapckoro kpasi mo JaHHBIM

CTATHCTHYECKOU oTyeTHOCTH 32 2017-2019 1T

2017 2018 2019
Hanorosele nocrymnieHus 320423 063 | 243 552292 357744 100

3a10JDKEHHOCTD 110 HAJIOraM
32235135 33 690 745 27 260 500

u coopam
CymMa HaJIOroBbIX JIBIOT 34859500 24488300 27820400
Hanorosslit norennuan 315860 563 | 234349847 | 358304 000

Ucxonss u3 mONMy4yeHHBIX JIaHHBIX, MOXXHO CJieJIaThb BBIBOA O TOM, 4YTO B
KpacHogapckoM Kpae HaJOrOBbId MOTEHIMAT HWCIOJIB3YETCS B MAaKCHUMaJIbHOM
oObeme.

[Ipu ananm3e HaIOrOBOrO TmMOTEHIMANa (HAKTUUYECKUM METOJOM MOXKHO
BBIJICIUTh TaKyl0 OCOOCHHOCTH, KaK YBEIIMYEHHWE CYMMBI JIbTOT, MPEIOCTABISIEMbIX
BJIACTSIMU IO PETUOHAJILHBIM M MECTHBIM HaJloraM, KOTOpbIE MPEMATCTBYIOT Haubosee
MOJIHOW pealu3alli HAJIOroBoro mnoteHnuana. OJHAKo NOpH 3TOM, CO3[aeTCs
MOTEHIMAN JUIsl JaJIbHEHIIEro pa3BUTHS HajorooOiaraemMoil 0a3bl MO KIIFOUEBBIM
HaJIOTaM.

3aknwuenue. Takxum oOpa3zom, OONBIIOE MPOCTPAHCTBO Tepputopuu Poccuun
HMEET OCOOEHHOE 3HAuCHHME, BEPTHUKAJIb BJIACTH BBICTpAMBAIACh Ha MPOTHKECHUU
JIOJITOTO BPEMEHU M CUMTAETCSI HEKOM HOPMOW, OT KOTOPOW JOBOJIBHO TPYAHO YWTH.
MHoroo6pa3ue B cTpaHe BUIHO HEBOOPY)KEHHBIM IJ1a30M, COIVIACOBAHUE WHTEPECOB

HCHTPAa U PErUOHOB ABJIACTCA TSKEIJION HCTOpHCﬁ, B TAKHNX YCJIOBHAX OUCHb TPYAHO
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yHOpaBisATh. Pa3nuyaple (QUHAHCOBBIE BO3MOXXHOCTH PETHOHOB B  pealln3alluu
COIMATTbHO-OKOHOMHYECKON TOJMTHKH TPEOYIOT pa3padOTKH HAJOTOBOW MOJUTHKH,
KOTOpasi yuduThiBajla OBl JaHHYI0O 0COoOeHHOCTh. OTHOCUTENBbHO OrOIKeTa
KpacHomapckoro kpasi, HEOOXOAWMO BBIACIHUTH YIYYIICHHE €ro COCTOSHHSA 3a
UccIeyeMblil mepuoy. bropkeTHas U HaoroBast MOJUTHKA Kpast MPECTaBIsIeT CO00i
CTPOWHYIO CHCTEMY, KOTOpas TIO3BOJIIET A(PQPEKTHBHO BBINOIHATH COIHAIBHBIC
3a71a4d, CTOSIIME Tepe]] PErHOHOM, WCIONb3ys COBPEMEHHBIE HHCTPYMEHTBI

q)OpMI/IpOBaHH}I 6IO,ZI}K6T3, a TaK¥XKC BSaHMOﬂGﬁCTBHH C 06HI€CTBOM.
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SKOHOMMNYECKHNHN ACIHEKT POCCUICKOI'O ®EJIEPAJIU3MA:
MEXBIO’KETHBIE TPAHC®EPTHI BO BPEMSI HAYAJIA TAHJIEMUHA
COVID-19

AHHOTALUA

B nmaHHOM crTatbe aBTOp  MPEANPUHUMMAET TMONBITKY  I[POaHAJIU3UPOBATH
HDKOHOMHYECKYIO  HECAMOCTOATENIBHOCTh  PETMOHAIBHBIX W MYHHMIMIAIBHBIX
OIO/KETOB, BBI3BAHHYIO pACIpEACIICHUEM HAJOTOBBIX OTYUCICHHM B MOJb3Y
¢denepanbHOro LeHTpa. Bompoc BcraeT 00 MCKYCCTBEHHOH 3aBHCHUMOCTH MECTHBIX
IpeICTaBUTENIEN BIACTU OT PELIECHUH (enepalibHbIX OPraHOB KacaTelIbHO TOTAlUH,
cyocuauii u  cyOBeHuud. Tem HMHTepecHee MpOAHAIU3UPOBATh  JIEHCTBHS
denepanbHOro LEHTpa B pOJU OOJBIIOrO MEpPEepacHperesUTeNsl CPEICTB MEXIY
pernoHamu B ycioBusAx Hayana manaemuu COVID-19 u pocrarouHo HempocTon
CUTyalluH, CJOXUBIIEHCA B HEAABHO ONTHUMH3UPOBAHHOM  OTEYECTBEHHOM
30paBOOXpaHEHWH. B pe3ynprare  WCCIENOBaHWS  BBIBIEHA  IOJUTHKO-
aJIMUHUCTpPATUBHAS JAeCTAa0MIN3aMs, BbI3BAHHAS HECOPA3MEPHOI OTBETCTBEHHOCTHIO
B paMKaX BO3MOKHOCTEH, KOTOpbIE Tat0T (efepalibHbIe MEXOIOMKETHBIC TPaHC(EPThI
MOCPEACTBOM IepepacipesiesieHus] yepe3 pyku rybepHaTopa WM JH00ro Apyroro
PYKOBOJIUTENSI PETUOHA.
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In this article, the author attempts to analyze the economic insolvency of
independence of regional and municipal budgets caused by the distribution of tax
deductions in favor of the federal center. The question arises about the artificial
dependence of local authorities on the decisions of federal authorities regarding
grants, subsidies and subventions. It is all the more interesting to analyze the actions
of the federal center in the role of a large redistributor of funds between regions in the
context of the onset of the COVID-19 pandemic and the rather difficult situation that
has developed in the recently optimized domestic healthcare. The study revealed
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N3BecTHO, 4YTO OMHY U3 BaXHEWmMUX (QyHKIUA B pamMKax pealn3aiuu
poccuiickoi Mozenu eaepaau3Ma OCyIIECTBISIECT HAIOrOBbIN Kojeke PD. A numeHHO
— LEHTPAIM3YIOUIYI0. OKOHOMHYECKAs HECAMOCTOSTENBHOCTh PETUOHAIBHBIX U
MYHUITUTIATBHBIX OFOKETOB, BBI3BAHHASI paCIpe/ieICHUEM HAJIOTOBBIX OTUYHUCICHUN B
noJyib3y (eAepaibHOro ILEHTPa, CO3MAAET HCKYCCTBEHHYIO 3aBUCUMOCTbh MECTHBIX
MpeICTaBUTENICH BIACTU OT PEIICHHM (enepaibHbIX OPraHOB KacaTeNIbHO JOTallUi,
cyocuauii u cyOBeHuuii. M mccienoBarenu oTMeyaroT pacTyIlyl0 pojib JOTalUi B
peruoHaabHbIX Oro/KeTax [9].

Oto  0o0ycClaBIMBaET  CyuieCmeoeanue  HEKOMoOpovlX  HeoPUUUATbHBIX
IKOHOMUYECKU  OCMEPMUHUPOBAHHBIX  PblYA206 NOJTUMUYECKO20  O0A61eHUs,
KOTOPBIMU TIOJIB3YIOTCSl TIPEACTaBUTENHN (peepalibHOM BIACTH 1O OTHOIICHHUIO K

peruoHanbHoOl. [6; 8] OCHOBHBIMM  aKTOpamMu 3TOTO JIaBJICHHUSI 3a4acTyIO
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paccMaTpUBaIOTCA MPEACTABUTENM AJMHUHUCTpPAMA NPE3UICHTAa U TOCTOSHHBIE
Mpe/ICTaBUTENN MPe3uAeHTa B PenepaabHbIX OKpyrax, Kak HaMMeHee MPOMUCAHHBIE B
POCCHUICKOM 3aKOHOJIATEIhCTBE MOJUTUYECKUE WHCTUTYTHI, & 3HAYUT HAUMEHEE UM
orpanuveHHbe. bomee Toro, mo uroram mccnenoBanuii K.M. I'pacmuka o dakropax
pacrpeneneHus MeKOIOIKETHRIX TpaHC(HEPTOB MOATBEPAUIACH TUIIOTE3a O TOM, YTO O
denepanbHble YHHOBHUKH, IO CYTH, OMHPAIOTCS Ha Y3KHA HAOOp CTaHIApTHBIX
MaKpO3KOHOMUYECKHUX MMOKA3aTENEN O COMAIIbHO-IKOHOMUYECKOM Pa3BUTUU PETMOHA
npu pacnpeneneHun TpancpeproB. OIHAKO, ¢ OJHOM CTOPOHBI, OOJBIIYIO JOJIO
WHBECTUIIMOHHBIX TPaHC(HEPTOB B aOCOIIOTHOM BBIPAXKEHUU TMOJYYalOT KPYITHBIE,
pa3BUTHIE B MPOMBILIJIEHHOM, CEJIbCKOXO3AMCTBEHHOM, HCCIEAO0BATEIIbCKOM IIJIaHE
peruonsl, kak KpacHomapckuii kpaii, PocroBckas, Yensounckas, CepasioBckas,
HoBocubupckasi, Omckas, Tomckas o6Gnactu. C npyroil CTOpPOHBI, JOJS JECATU
BE/YIIUX PETHOHOB-UJEPOB OCTAETCS Ha MPOTSHKEHUU JIET HAONIONEHUS JOBOJIHHO
CTaOMJIBLHOM, OJJHAKO MX COCTaB M3MEHYMB. MHaue roBops, 00bEM BBIJEISIEMBIX UM
CpEICTB OYEHb BOJIATHIICH [7, C. 144].

BaxxHo, 4TO B Takod CHCTEME HAJIOTOBOU MOJMTHKU €CTh MpPU (PopmanbHbix
NpUHYUNA YCII06HO20 0100McemHo20 pegepca. Jlotauuu (HampaBlICHHbIE Ha
BBIpaBHUBaHUE OIOPKETOB PErHMOHOB), CyOcuauu (0] KOHKPETHBIE MPOEKThI Ha
YCIOBUSAX CO(PUHAHCUPOBAHUS C PETHOHAIBHBIM OIOMKETOM) M CyOBeHIUU (Kak
KOMIICHCAISl PETHOHAIBHBIM W MYHHUIIMMNAIBHBIM OIOIKETAaM 3a UCIOJIHEHUE
denepanbHbIX COIHMAIBHBIX TapaHTHM Tepen TpaxJaaHaMu Ha TEPPUTOPUU ITHUX
noguTuyeckux ooOpaszosanmii). [10] Hapsgy ¢ 3TuM cyliecTByeT CTpoyka "HHBIX'
MEXOIOKETHBIX TPAHC(HEPTOB.

VYIUBIATECS YTO MOAABIISIOIIEE YUCIO CyOhekToB PD sBIAIOTCS JOTAIMOHHBIM
HE CTOMT. B KoHTekcTe TOro, 4to OOdbIIAasl YacTh HAJIOTOB TIOMAJaeT HE B
pEerroHaIbHbIE WKW MYHHIIMMNAIbHBIC OIOMKETHI, a B (eaepaabHbIi, CTOUT CKOpee
YVIUBUTKCSA, 4TO B Poccuu CyliecTByOT peruoHbI-A0HOPEI TOMUMO MoCKBBI 1 CaHKT-

[TerepOypra.
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Bnpouem, B pykax ¢enepanbHOro IIEHTpa €CTh €mE OAUH SKOHOMUYECKUH
pplUar MOJUTUYECKOTO JaBJICHUS Ha MECTHble OMKeThl. MecTo perucrpanuu
KPYIIHBIX TOCYIapCTBEHHBIX KOpIOpanuil (a COOTBETCTBEHHO M WX HaJoroBas
OTBETCTBEHHOCTh MEpEe] TEM WIN WHBIM PETHOHAIBHBIM OIODKETOM) OMpEAEIseTCs
UMEHHO MPEACTABUTENSIMU (peiepanbHOM BIACTU. YUUTHIBAs, YTO JaHHAs CTaTbhs, KaK
MOYKHO CYOUTh MO Ha3BaHUIO, OOeIaNa COCPENOTOUUTHCS Ha MEKOIOIKETHBIX
TpaHcepTax, OrpaHUYUMCS JIUIIb 0003HAUEHUEM MPUMEPA CMEHBI MECTA HAJIOTOBOM
pe3unenTypsl 'aznpoma u3z OmMcka B Cankr-IletepOypr. P skcriepToB CBA3BIBAET 3TO
UMEHHO C TIONUTHYECKHMH MOTHMBAaMH II0 HWTOraM HeyaadHoro s Omckoi
pEruoHaNbHOM BIIACTH pe3ylibTara Ha (eiepaibHbIX BEIOOpaX.

Jl5is TOro 4T00Bl OTMAaxXHYTHCA OT MOTECHIMAJIHHBIX OOBUHEHUH B ONpaBIaHUU
cemaparu3Ma, Ja M MPOCTO paiau TOro, 4yroObl OCTaBaTbCsi B paMKax aHaJu3a,
CTPEMSILETOCs K 00bEKTUBHOCTH, HEOOXOIMMO 3aMETUTh HEKOTOPHIE CYIECTBYIOIINE
MOJTUTHYECKHE ACHEKThI, KOTOPhIE B OMPEAEICHHOW CHUTyalli MOTYT TOBOPUTH 00
OIIPaBIaHHOCTU TOJOOHBIX MEpP IO HCKYCCTBEHHOMY W HAaMEPEHHOMY CO3aHHIO
NOJMUTHYECKON W  DKOHOMHYECKOM HECaMOCTOSTENIBHOCTH  PETHOHANBHBIX |
MYHHIIUTIATBHBIX BiIacTei. [IoMMMO O4eBHIHOTO CAECPKUBAHHS HEHTPOOEIKHBIX CHII
denepaii — 3TO KOHLIEHTpALMsl PECYpPCOB MJIsl pealu3aliM KPYIHBIX MPOEKTOB
denepanpbHOro Macmradba. BMecte ¢ 3TUM MOXXHO yTBEP)KZaTh, YTO B Psi/ie CIydaeB
BbIPAaBHUBAHUE JIOXOJIOB PETHOHAJIBHBIX OIOMKETOB MOCPEACTBOM (heaepaabHOro
nepepacrpezesieHust Heooxoaumo. [ 5]

B »Tux ycnoBusix denepanbHbIl IEHTP CTAaHOBUTCS TapaHTOM OOECTICYCHHS
BCEX TpaxaaH (enepani MUHUMAJIbHBIM COLIMAIBHBIM MaKETOM 3IpPaBOOXPAHECHHUS,
oOpa3oBaHus, MpaBonopsiaka ©W Tak janee. IlpuHumas Ha ce0s  QyHKIMIO
nepepacnpenenuTens, ¢eaepadbHbId IIEHTP TaK WJIM HHa4Ye NpPUHUMAeT Ha cels
OTBETCTBEHHOCTh 3a BO3MOKHOCTb BCEX PErMOHAJbHBIX OIOHKETOB 00€CIeUnBaTh
MUHUMAJBHBIE COITUATBHBIE TIOTPEOHOCTH KUTENIEH BCEX PETHOHOB (penepanuu.

Tem uHTEpeCcHEE MPOAHAIM3UPOBATH JCUCTBUS (eaepalbHOTO IIEHTPa B POJIU
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OOJBIIOTO MEpepaclpeiesIuTeNss CPEACTB MEXKIYy PETHMOHAMHM B YCIOBUSIX Hayaia
nagaemMur COVID-19 u nocTtaTodHo HENMPOCTOM CUTYallUM, CJIOKUBILICHCS B HEAABHO
ONITUMHU3UPOBAHHOM OTEUECTBEHHOM 3/paBooxpaHeHuH. CuTyanusi ycyryossiach
«MOJ  BO3ACHCTBHEM  II€JIOTO  psiia  HEBEpHBIX (WM  HECBOCBPEMEHHBIX )
VIIPABJICHUYECKUX PEIICHUIN, NPUHATBIX B CBSI3U C pAaCIpPOCTPAHEHUEM MaHAEMUU
KOpOHaBUpyca (HampuMmep, BBEICHUE KAPAHTHUHHBIX MEPONpUITHH 0e3 yuera
CUTyaIuu B peruoHax)». [4, c. 73] Llensiii psa myOoaukauii HOJUTUYECKUX JIeITeIeH
OTKPBITO U >KECTKO KPUTUKOBAJIM IMPE3UJIEHTa KaK OCHOBHOTO akTopa (eaepaibHON
BJIACTH 32 OTKa3 BBOAUTH pexuM UC B coorBeTcTBHM ¢ D3 «O 3ammTe HACEICHUS U
TEPPUTOPUI OT YPE3BBIYANHBIX CUTyallMd MPUPOAHOTO M TEXHOTEHHOIO XapaKTepay.
beul  BBEOEH JHIIb PEXKUM  IOBBIIIEHHOM TOTOBHOCTH», KOTOPBIMA  HE
pelycMaTpUBaeT 3aKOHHOTO OTPAaHUYCHUS TIPAaB TPaXkJIaH Ha CBOOOY MEepPEIBUKEHUS
Y HE MPEIOCTABIIET IJIaBaM PETMOHOB MIPaBa BBOJAUTH TAKHE OTPAHUYECHHUS], PABHO KaK
U He 00s13bIBaeT ¢efepaibHyI0 BIACTh MPUBJICKATh CPEICTBA, K mpuMepy, U3 GoHaa
HarnmonanpHOro 01arocoCTosiHUS Il yPETYJAUPOBAHUSI KPU3UCHOW CUTYAIIMH.
BmecTo 3TOro oTBETCTBEHHOCTH 32 00phOY C MaHAeMHUEH U 3HAYUTEIHHON 4acThio €&
MOCTEACTBUM OblIa TMEpesiokKeHa Ha PErMOHAIbHBIE BIACTU, KOTOPHIE 3aBEAOMO HE
pacrnoJyiaratoT He0OXOJUMBIMHU JIJII STOTO PECYPCAMH.

ITocne takoro xoma denepaibHON BIACTU MOXKHO OBUIO HaOMIOAATh, KaK B
KOPOTKHME CpOKM TyOepHaTopbl H TJaBbl PETHOHAIBHBIX  JIEMIapTaMEHTOB
3[IpAaBOOXPAHEHHS HAYaJId YXOAUTh B OTCTABKY. «JTO MPOU30ILIO B ApXaHTeIbCKO,
benroponckoi, YneaHoBckoi, OMckol, AMypckol, AcTtpaxaHckoi, Huxeropoackon,
Brnanumupckoit, Camapckoi, Tsepckoi, Kamyxkckoii, CaparoBckoi, TBepckoi,
Kanyxckoit obnactsax, Pecnyonuke Komu, CtaBponoiabckom 1 3a0aiikaabCKOM Kpae U
HeneukoM aBTOHOMHOM OKpyre. JlOMOJHUTENBHO JIETOM YLUIM B OTCTaBKY IJIABBI
muH3paBoB Tomckoit CepuioBckoi CaxanuHckoit obiacteit, Pecryonuku Xakacus,
Wurymerun u XabapoBckoro kpasi». [11]

OpHako COBEPIIEHHO OMIMOOYHO TOBOPUTH O TOM, UTO denepamus
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CaMOYCTPAaHWJIACh OT PEUIEHUs MPOOJIEM MOCIE TOrO KaK B pa3HbIX PErMOHAX C Pa3HOM
CTENEHBIO  YCHEIIHOCTH  MONBITAJIaCh  MEPEJOKUTh  OTBETCTBEHHOCTh  Ha
peruoHaibHyl0 BiacTh. M IJIaBHBIM apryMEHTOM 37€Ch MOXET CIYXUTb OOBbEM
MeKOIOIKETHBIM TPaHCPEPTOB U3 PerepabHOTO OIOKETA.

Tak, B coorBeTcTBHM ¢ DefepaibHbIM 3aKOHOM OT 5 nekabps 2017 roma N 362-
@3 «O denepanpHOoM OromxkeTe Ha 2018 rom m Ha TuTaHoBBIA mepuox 2019 u 2020
rofoB» [1]: Bcero MexO0mKkeTHRIX TpaHchepToB Ha 2020 roa miIaHUPOBAJIOCHh Ha 2
153,9 mapn. pyonei. M3 aux gorarmuit 875,1 mupa. pyoneut, cydocuamii 626,5 mipa.
pyOneit, cyoBennuit 388,7 mupa. pyoneit u unbix MBT Ha 263, 6 mapa. pyOueil.

Ho 1o naHHBIM TOCYyJapCTBEHHOTO caiTa €IWHOTO TopTana OromxeTa
Poccuiickoit ®@enepanuu Ha 30.11.2020 o0bem MBT 3a 2020 cocrtaBun yxe 3 555,1
mipa. pyoneit [14]. U3 aux goramuit 1292,6 mupa. pyonei, cyocumuii 948,8 mups.
pyoueit, cyoBenumii 617,7 mupa. pyoneit u uasix MBT Ha 695,7 mupa. pyounei. [pu
ATOM, TIO JIaHHBIM TOM ke Tabmuibl, B 2019 rogy obmwuit 0o6bem MBT 3a 2020 rox
IJIaHUpoOBajcs B paMmkax 1 578,8 mupa. pyomei.

Kak MoxHO BHIETh, POCT pacxooB QeaepaibHOTO OrIXKEeTa Ha
MEXKOIOKETHBIE TpaHCPEPThl YK€ B HOAOpE MPEBBICHI 3aruiaHupoBaHHbie B 2019
rojly ToKa3aTesy Ha IMOYTH MOJITOpa TPUJUIMOHA pyoneit. Tak, HarpumMep, Ha YCIOBHIX
co(MHAHCUPOBAHUS OCYIICCTRISIIUCH CTUMYJIUPYIOITUE BBITLIATHI 32 0COOBIE YCIOBUS
Tpyda W  TOBBIIIEHHYIO  HAarpy3ky  pab0OTHHKaM  coIuajibHOM  cdepsl,
KOHTAKTUPYIOIIUMH C JIFOAbMHU, 3apPaKEHHBIMU KOPOHABUPYCHOW HH(QEKIHEH. ITO
PETYJIUPOBAIOCH CHEUabHBIM TocTaHOBIeHHEM [IpaBurensctBa PO [2]. NuHbBIM
MIPUMEPOM HETPETyCMOTPEHHBIX B TuIaHe D3 «MeKOOKETHBIX TpaHC(HEPTOB MOXKET
NOCIYXUTh coramienue o npegoctaBiennn MBT wu3  denepanbHoro Orwomxera
oromxkety Cankt-IletepOypra B mensx copuHaHCUPOBAHUS, B TOM YHUCJE B MOJTHOM
o0ObeMe, PACXOAHBIX O0O0S3aTeNbCTB CyObeKTa (Qenepany, BO3HHUKIIUX TIPH
NPUOOPETEHUH aIapaToB ISl UCKYCCTBEHHOW BEHTWJISLMU Jierkux» [13]. IIpu atom

orMmevaetcs, uto nanubii MBT otHOcuTcs k rpade «Hbiey.
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Od4eBuHO, YTO B JJAHHOW CHUTYyallil HEKOPPEKTHO TOBOPUTH O TyOEpHATOpax,
KaK O TIOCTpaJaBIIUX OT CBaJIMBIICHCS U3 (eaepalibHOrO LIEHTpa HOBOM
OTBETCTBEHHOCTH.  HaoOopoT, cTraB  omeparopaMH  3HAUUTEIBHBIX  CyMM
HEIMPETyCMOTPEHHBIX B PpAaCIpEACIICHHOM MECTHOM 3aKOHOJATEIbHOW BIACTHIO
pEruoHabHOM OIO/KETe, OHU MPUOOPENIM HOBBIE CBSI3AHHBIE C ATUM BO3MOXKHOCTH.
[Toteps psima dYeThIpex TyOEpHATOPOB CBOMX MECT BBIIIIIUT CKOpEE, KaK MEphI
MPEIOCTOPOKHOCTU (hefepaibHOM BIACTH MO OTHOUICHUIO K TeM TyOepHaTropam,
KOTOPBIM PaCIpPEACIICHUE TaKUX CPEACTB OHA JIOBEPUTH HE roToBa. [Ipumepom Toro,
Kak ryOepHaTop MPUCTAIBHO cienuT 3a npepgoctaBieHueM MBT u ero ycnoBusimu
MoxkeT cyxuTh [loctanosnenue [IpasutensctBa Cankr-IlerepOypra «O6 ogo6peHuu
IIPOEKTA comameHuss o mnpenocrtasieHnn uHoro MDBT, wumeromero mnenesoe
Ha3HaueHue, u3 QenepanpbHoro Oromkera OromxeTy cyobekta Pd» 3a moamuckio
ryoepuatopa A./l. bernosa [3]. Peub uner o cymme B 635 MiH. pyOneii.

JIto00NmBITHO, YTO B JAaHHOM JOKYMEHTE, PABHO KAaK M B IOAABIAIOLIEM
OOJBIIMHCTBE  AHAJIOTMYHBIX  COJEPXKHUTCS  IIYHKT: «YCTaHOBUTh,  YTO
YIIOJITHOMOYEHHBIM HUCIIOJTHUTEIBHBIM OPraHoM TrocyfdapcTBeHHOW Biact CaHKT-
[lerepOypra Ha peanuzanuio CornamieHus, 3a HCKIIOUYEHHEM €ro MOIUCaHMUS,
apisieTcs KoMUTET Mo 3ApaBOOXpAaHEHHIO». JTO TMO3BOJISET CAENarb HEKOTOPbIe
NPeanoaoKeHusi O MNPUYNHAX O0003HAYEHHBIX MACCOBBLIX OTCTABOK IJIaB
PermoHaIbHBIX MUH3APaBOB. B oTinume or ry0epHATOPOB, UX YUUIM JECITKU. B
YCIOBUSIX, KOIJa [IJIABHBIM  PETHOHAIBHBIM  ONEPAaTOPOM  MNPUIIEAININX U3
dbenepanbHOrO OIOKETA CPEICTB SBISICTCS T'yOEpHATOP, OKHO BO3MOXKHOCTEH TIJIaB
pPErMOHATBHBIX MUH3PAaBOB PACUIUPSETCS COBEPIICHHO HE3HAYUTEIBHO, B TO BpeMs,
KaK Kpyr OTBETCTBEHHOCTH PACTET MPOCTO KojoccaiabHO. EjkeqHEBHO B permoHax
3apakalich U yMHUpATIW JIOAW. B psije pernoHOB MOAHUMAJICS BONPOC O AehUIIUTE
JIEKApCTBEHHBIX MPENapaToB, MPUUYEM HACTOJIBKO OCTpO, uTO npeacenarento Cosera
denepannu NPUILIOCH 1aBaTh CIEMaIbHbIE KOMMEHTApUHU 110 3ToMy noBoay [12]. B

TaKOM CHUTyalluu JOOpOBOJIbHAS W 3a0aroBpeMeHHash OTCTaBKa JEHCTBUTEIHHO
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MOXKET BBIIISIZICTh KaK JIOTUYHBIA WM Pa3yMHBIH CIOCOO CaMOCOXPAaHEHHS OT
YTOJOBHOTO IPECIEAOBAHUS.

3aknwuenue. B ycnoBusSX pPE3KOro MaJCHHUS JOXOIOB PErMOHAJIBHBIX
OIO[DKETOB W YCWJIEHHOM Harpy3Koili Ha CEKTOp COLMAJIBHOIO CTpPaXxOBaHUA,
BbI3BaHHBIMU maHaemuert COVID-19, ponb MexOIOMKETHBIX TpaHC(EpTOB, Kak C
HPKOHOMHMYECKOM, TaK U C MOJUTUYECKON TOUKHU 3pEHHUsI, HECpaBHUMO Bo3pocia. Cama
obomass cymma MBT B 2020 romy cocraBmiia Ha 65% Oosibllie 3aruIaHUPOBAHHON Ha
stor rox B 2018 romy (3555,1 mupa. mo otHomenuto k 2153,9 mupa. pyoneid).
VYuuteiBasg, uro ux poib u g0 2020 roma ObuUla KpaliHEe BBICOKA, Ha3BaTh ATy
TEHJICHIIUIO TOJIOKUTEIbHOM HHUKaK Helb3s. HecamoCTOSTeNbHOCTh pErMOHAIbHBIX
OIOJKETOB M pacTyllasi BbIHYK/I€HHAsI 3aBUCUMOCTb OT (peAepajbHOTO LEHTpPa SBISET
co0oit yrpo3y mnpunHnunam ¢eaepanuzma PO u co3maer JOMOIHUTEIBHYIO yTPO3y
pacrpocTpaHeHusi Koppynuuu. Ha OCHOBaHMM BCEro  BBIIIEU3IIOKEHHOTO B
HACTOAIIECH CTAaThe MPEACTABISACTCS Pa3yMHBIM TOBOPUTH O TOM, YTO HETATHUBHBIC
CTOPOHBI M30paHHON (denepasbHOW HAJIOTOBO-OIOPKETHON  MOJMUTHUKUA  TOJBKO
yewnuiuebh nanaemuet COVID-19 u crout oOparuth NpUCTaTbHOE BHUMAaHHUE K
BOCCTAHOBJICHUIO SKOHOMUYECKON CaMOCTOSATEIbHOCTH PETUOHAIBHBIX OIOIKETOB,
XOTs1 OBl HA YPOBEHB JIO TIAHJECMUHU.

IIpn »>toM TpamuumonHsld xapaktep MDBT B ycmoBusax mnangemMun u
Ype3BbIYAHON OTBETCTBEHHOCTHU IJIaB PETHOHAIBHBIX MUH3/IPABOB 32 OOCTAHOBKY B
peruoHax, TMpuBela K MacCOBBIM OTCTaBKaM PYKOBOAUTENEH 0003HAYEHHBIX
JerapTaMeHToB. Takas TOJUTUKO-aJIMUHUCTpPATUBHAs JecTaOuin3alys BbI3BaHA
HECOpPa3MEPHOM  OTBETCTBEHHOCTBIO B  paMKaxX  BO3MOXHOCTEH, JaBAEMbIX
dbenepansueiMu MBT mocpencTBoM TepepacnpeiesieHus 4epe3 pyku ryoepHaropa
WJIM JTF0OO0TO IPYTOoro pyKOBOAUTENS peruoHa. [lepBocTeneHHO BaXHO yUYUTHIBATH ITO
IpU MPONOJDKEHNUN Tako komrieHcatopHoil nonutuku MBT, paBHO kak u XOTs ObI
MPEANPUHATH MONBITKY pACCMOTPETh BO3MOXKHOCThH MEPEPACHPENCIUTh COOTHOIIEHUE

HaJIOI'OBBIX HOCTyrIJ'IeHI/II;'I MCXKIY MCCTHBIMH, PCTUOHAJIBHBIMU U CI)CI[epaJ'IBHBIM
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HYKHA JIA IIEJIOCTHASI KOHIENIIUS MAPKETHHTA B IIH®POBOI
CPEJE NI TOJIBKO HU®POBASA TPAHCO®OPMALIUA?

AHHOTALMS

TeopeTuueckasi KOHIIENTyal IbHasl CTaThsl, MOCBSIIIEHHAS BOMPOCAM Pa3BUTHS
TIOJIOXKEHUY MapKETHUHTA B HOBBIX YCIOBUSAX. B paboTe aHamm3upyercs
MCITIOJIb30BAHUS OTIPECIICHHs KOHIIENIIMY B MapkeTuHre. Ha sToit ocHOBe
MIPOBOAUTCS KPATKU aHATIN3 MAPKETUHTOBBIX KOHIENIUN BTOPOTo YpoBHs. B aToM
CBSI3M BBIJICIISIIOTCS OCHOBHBIE JIBIDKYIITUE CHITBI HOBBIX MAPKETHHTOBBIX KOHIICTIITHH.
BrigensieTcst ux cBsi3b ¢ TEXHOJIOTHSIMU U IIEHHOCTSIMU TOTPEOUTENS, C ONHOU
CTOPOHBI U POJIb IICHHOCTEH MOTpeOuTeNel B CMEHE TEXHOJIOTHICCKHUX ITUKIIOB C
Ipyroi. YKa3aHHBIC PaCCYXACHUS POCIUPYIOTCS Ha COCTOSTHUE HHTEPHET-CPEIbI, €
npeoOpazoBanue B IUdpoByI0 cpeay. Boiaensrorcss 0coOeHHOCTH B3aUMOICHCTBHUS
noTpeduTteneit B iudpoBoit cpese, Tpedyrolre rTyooKo NEPEeOoCMBICIECHUS, 0COOCHHO
B KOHTEKCTE Pa3BUTHUS YKOCUCTEM, TEXHOJIOTUI BUPTYaJIbHON PEATIbHOCTU U JIOTU
BpPEMEHU MOTPEOUTENS B IIPOIIECCe MOAKIIOUCHUS K CeTH. B uTore nemaercs BHIBO O
HEO0OXOIUMOCTH OTJICTBLHOM KOHIICTIIINA MapKETHHTA B UG POBOH Cperie.

KiroueBble ciioBa: mapkeTusr, udposas cpena, [ludbposas tpanchopmarius,

KOHIIEMIIUS MapKeTHHIa, YKOCUCTEMAa, IU(PPOBOI MapKETHHT, LIEHHOCTH
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DO YOU NEED A HOLISTIC MARKETING CONCEPT IN A DIGITAL
ENVIRONMENT OR JUST A DIGITAL TRANSFORMATION?

Abstract

Theoretical conceptual article devoted to the development of the marketing situation
in the new conditions. The paper analyzes the use of concept definitions in marketing.
On this basis, a brief analysis of second-level marketing concepts is carried out. The
main driving forces of new marketing concepts are highlighted. Their connection with
technologies and consumer values is highlighted, on the one hand, and the role of
consumer values in changing technological cycles, on the other. These considerations
are projected onto the state of the Internet environment, its transformation into a
digital environment. The features of consumer interaction in the digital environment
are highlighted, which require deep rethinking, especially in the context of the
development of ecosystems, virtual reality technologies and the share of the
consumer's time in the process of connecting to the network. As a result, it is
concluded that there is a need for a separate marketing concept in the digital

environment.

Keywords: marketing, digital environment, marketing concept, Digital

transformation, ecosystem, digital marketing, values
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DO YOU NEED A HOLISTIC MARKETING CONCEPT IN A DIGITAL
ENVIRONMENT OR JUST A DIGITAL TRANSFORMATION?

[IpennochuIKOW, MOCIYXUBIIEH TPUITEPOM MJIsI HAlMCAHUS JTAHHOW CTaThH,
NOCIyXuila MyOnukamusi, TpoYUTaHHAash B MPOIECCE IMOATOTOBKM K pa3palboTKe
y4eOHbIX M1aHoB U mporpamm o ®I'OC +++ mns maructpos. 1o padora Kiuddda
VYmb6ca «Digital Marketing: The Time for a New “Academic Major” Has Arrived»!.
Hecmotpst Ha To, uTO cTarhst Obula HamucaHa B 2011 romay, oHa He MOTepsia CBOEH
akTyanbHOCTU M ceiuac. Kimndd YMOC numer «4to0bl ocTaBaThCsi aKTyalbHOM st
HaIllUX CTYJEHTOB M KOHEYHBIX IMOTpeOUTEEH Halled MpOayKIHUH, TPEANpUITUH,
ydyeOHass mporpaMMa IO MAapKETUHTY JIOJDKHA pPa3BUBAThCS KaK COBMECTHO C
V3MEHSIOIIEHCA TEXHOJIOTMYECKOM CpeAou, TaKk W C TEeM, KakK MApKETHUHT
BOCIIPUHUMAETCS CO3/aTelIIMU aKaJIeMUYEeCKUX mnporpamm». M panee «... B 3T0M
CTaTh€ OIUCHIBACTCS HEOOXOAMMOCTh (PYH/IAMEHTAJbHBIX W3MEHEHUU B OOyUYECHUU
MapKETUHTY B CETOJHSIIHEH Cpelie» U «... 00CYXKITaeTcsl B KOHTEKCTE KOHKPETHBIX
npo0sieM, CBSI3aHHBIX ¢ HOBOM 3M0X0I MapKETHHTa».

HecomMuenno, uto 3a mpoumieamue ¢ MOMEHTa HanucaHus crtarbu 10 jer
yKa3aHHas  «HEOOXOAMMOCTh  (YHIAMEHTAIBHBIX WM3MEHEHUH B  OOy4YCHHH
MapKETHHTY» TOJIbKO ycuimiaack. Ho B 3TOM KOHTEKCTE OCTa€TCsi BOIIPOC - KAKOTO 3TO
pola «dIMOXaNbHBICE M3MEHEHUS», MEHSETCS JIM TOJBKO HAOOp HHCTPYMEHTOB H
CTpaTeruii MapKeTWHTAa WM MPOUCXOMSIINE H3MEHEHHUs TpeOyroT Oosee TiTyOoKoro
OCMBICJICHUS KJIFOUEBBIX UJICH U B3IJISAJI0B HA MAPKETUHT.

! Wymbs C. Digital marketing: The time for a new “academic major” has arrived //Journal of
Marketing Education. —2011. — T. 33. — Ne. 1. — C. 93-106.
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B HayuyHol nmTeparype, MOCBSIIEHHOW BOMPOCAM MApKETUHIA ISl CHUCTEMBI
OCHOBHBIX TEOPETUYECKUX MOJIOKEHUN U 0000IIeHHA, naeH, B3I A0B Ha MapKETHUHT
U TIO/IXO/I0B K MPAKTUYECKON pean3aliil OOBIYHO MCIIONB3YIOT MOHSATHE KOHIICTIIIHA.
B sToM cMmbIcie «koHmenmwms (OT jar. conception (MMOHWMAaHWUE, CUCTEMA), OTPEIE.
croco0 MOHUMAaHUA, TPAKTOBKH K. JI. TIpPEIMETa, SBIICHUS, MPOIECCa, OCHOBHAS T.3D.
Ha MPEIMET WM ABJIECHHE, PYKOBOIIIAS UEs JUId MX CHCTEMAaTHd. OCBEIIeHUs.»' B
JUTEpAType CYIIECTBYET pa3IMYHOE OTHOIIEHHWE K BOMNPOCAM CHUCTEMAaTU3AlNU
OCHOBHBIX WJIEH, B3IVISII0B HA TEOPETUUYECKHUE MTOJIOKEHUs B MapkeTuHnre. Haunnas ot
paccmoTpeHHoro B cratbe Credana bpayHa o030pa oOCyXJeHHs, 4YTO TakKoe
MAapKETHHI - HayKa MJIM UCKYCCTBO® JO KHMIU KIACCHKA POCCHMCKOIO MapKETHHIa
npod. E.II. TomybkoBa,” Ime OH OTHOCHT MApPKETMHI K KATETOPMU «HEYETKHX
MOHSATUIY, HE CYUTAs, YTO MAPKETUHT OTHOCHUTCS K HaykaM. B To ke Bpemsi, B cBOei
moHorpaduu npod. E.Il. TonyOkoB oTMeyaeT, 4TO NMPUMEHHUTEIBHO K MAapPKETHUHTY
CYIIECTBYET JBa yPOBHS TOHATHS «KOHIenmws». C OMHOW CTOPOHBI, MAPKETHHT B
[[EJIOM YacTO PAacCMaTPHUBAIOT KaK KOHIICMIIMH PHIHOYHOTO yMpaBiieHUs (M B ITOM
ciiydae OOBIYHO OTHOCAT K Hay4yHOU cdepe meHemxmeHTa). C Apyrod CTOPOHHBI,
KOHIICTIIIMM MapKeTHHTa XapaKTepU3yIOT OMpEACICHHbIE COCTOSIHHS Pa3BUTHUS
MapKETUHTOBOM  MBICITH,  KOTOpas  WMEeT  ONpENCICHHBIM  TEOPETHUKO-
METOMOJIOTHYECKH CMBICH. Takum 00pa3oM, Mbl OCTAHOBHUMCS Ha PacCMOTPEHHUU
MOHSTHUS «KOHIICTIIIMA MapKETUHTay Yepe3 onpeeeHHy0 hunocoduto, cucteMmy

WJIeM U B3DISIJ0B HAa MApPKETHUHI, KaK HJCOJIOTHI0O U METOJOJIOTUIO OpTaHU3alluu
MapKETHUHIOBOM JAeATeNbHOCTH.
KiroueBbie acrmekTsl 3TOM 3BOOnuU paccMmorpen npod. D. Kormep ¢

' dunocodekuit sumuknonequueckuii caosaps [Texcr] / mi. pen. JI. @. Unbuues u ap. - Mocksa :
Cos. sHnukioneaus, 1983. - 839 c.

2 Stephen Brown (1996) Art or science?: Fifty years of marketing debate , Journal of Marketing

Management, 12:4, 243-267, DOI: 10.1080/0267257X.1996.9964413

3 Tony6xoB E. I1.. Teopus u MeTom0OTHsS MapKeTHHIa: HacToslee u Oymyiee - Mocksa : Jleno u
cepsuc, 2008. - 207 c.

*TomyOkoB E.Il. MapkeTunr cioBaps TepMuHOB. — M.: Jleno u cepsuc, 2012. —C.-68-69.
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coaBTopaMu B kHure « Mapkerunr 3.0». (puc.1)!

MapkeTHHT
1.0 2.0 3.0
OpueHTanusa HA OpueHTanus Ha OpueHTanus HA
NMPOAYKT norpeouTenst HEHHOCTH
1 ' ________ { I _I
e by | : YIOBIETBOPATH 3aIPOCHL |
Hean [IpomaBaTh MPOXYKTHI 1 | U yIEPKUBATh : Crenatp MUp JTydIIIe
: | : noTpeduTesne 1
L S :
““““““““ | TTTTTTTmmmm - 5
ABuKymas | IIpomblnenHas I Wudopmanmonusie | TexHonoruu HOBOM
ClJj1a : PEBOIOLHS | | TEXHOJIOTUH 1 BOJIHBI
L B :
|_______________"|I _________________ 1
Kak KOMIaHUH I MaccoBbie " : Bonee : TlonHoLIEHHBIC
paccMaTpHBaIo : NOTpeOUTEH C L nH(QOpPMHUPOBaHHbIE I pa3yMHBbIe
T PbIHOK | dusnonornueckumu 1 | MOTPEOGUTENH CO CBOUMH | YEIIOBEUCCKHE
I MOTPEOHOCTIMU : I MBICJISIMU M DMOLIMSIMH |, CYIIECTBA C SMOIUSIMHU
Uy b e e e e e e e - 1
KaoueBan :__P___t; _________ T T
MapKeTHHTOBAS : a3paboTKa TOBApOB X JuddepeHuunariust ! Iennoctu
|
KOHIIEIIHSI | 1 :
N B S :
L A dmentHa L o AHIHOHMbORAMHE M
MpusmEns : KIIEHT Ha : : O3UIIHOHUPOBaHHE | WCCHS, BUICHUE U
MApKeTHHIa | XapaKTepUCTUKaX . 1 KOMIIaHUHU Y IPOIYKTa : LIEHHOCTH KOMITAaHUA
I MPOAYKTa : : "
|
o MY _______ I
_________________________________ |
| 11
I OyHKIHOHAJIbHAs 11 OyHKIHOHANbHAS U ! DyHKIIMOHAJIbHAS,
IMoTpeburtenbekas | 11 !
| . SMOILIMOHAIbHAS I SMOIMOHAJIbHAS U
CTOMMOCTH | o I
| " X JTyXOBHAsI
MY ____ I
- TTT-=-========= 1 I EmEmEmEEmEEmEEmEEEmEEmEE=-
B3aumopeiicTBue ¢ «OmuH CO MHOTHMHUY «OmnuH Ha OTUH) «CoTpyaHUYECTBO

I

1
moTrp eouTeIAMH 1 MHOI'HX CO MHOT'MMMH»

I

1

Pucynok-1 - Tpanchopmariiss MapKEeTHHTOBBIX KOHIICTIITHI
Hcrounuk: [Monroroeneno aBropom Ha ocHoBe Kotnep ®@., Kapramxkaiis X., CernaBan A. Mapketunr 3.0: OT mIpOIyKTOB
K TOTPEOUTEISIM U J1ajiee K YeJIoBedecKon aymie/ mep. ¢ annt. — M: Dkemo, 2011. — 240 c.

! Kotnep ®., Kapramxaiis X., Cetnapan A. Mapketusr 3.0: OT IIpOAyKTOB K TIOTPeOUTENSAM 1 Jajee
K 4eJI0BeUeCcKou aymie/ mep. ¢ anri. — M: Dkemo, 2011. — 240 c.
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Kak crnenyer n3 BU3yaJlbHOIO aHaIM3a MPEACTABIECHHOIO PUCYHKA | ABKyIIEN
CWIOH, BIMAIOIIEM Ha CMEHy KOHLeNuuid wmapketuHra Komiep paccMarpuBaer
TEXHOJIOTHH. DTO COOTHOCHUTCS Kak ¢ Teopuen «mmHHbIX BoaH» H./[. Konaparteesa,
TaKk U C TOAXOJAOM akajeMuka [JasbeBa' paccMaTpUBAIOIIETO «TEXHOIOTHYECKUE
HUKJIbD. Ham noaxon x JaHHOMY BOIPOCY HAIIEN OTpakKeHUE B AOKIane «/JImHHBIE
sonnbl H.JI. KonaparbeBa (K-BOJIHBI): MapKETUHIOBBIA acleKT» Ha KOH(EpPEHIUH
KongparseBckre uTeHHs. MBI CBA3BIBAEM LUKIMYECKHE HW3MEHEHUS BOJIHOBOIO
XapakTepa €O CMEHOW MokoieHui. CMeHa IOKOJIEHHHM COIPOBOXKIAETCS TaKUM
SBJICHHEM, KaK MU3MEHEHHE «CTHJIA XU3HW», YTO B CBOIO OYepeab OOyCIIABIMBAET
U3MEHEHHUE XapakTepa U CTPYKTypbl NoTpeOaeHus. B nanbHelieM Mbl ONpeneianin
5TH HM3MEHEHME «CTUIS JKM3HM» 4Yepe3 CMEHy CTPYKTyphl mennocrei™! C mpyroii
CTOPOHBI, HEJIb3sd HE COIVIACUTCA C TEM, YTO M TEXHOJOIMH BHOCAT WU3MCHEHHUs B

«IIEHHOCTH TOTpeduTene». (pUCYHOK 2)

| m e e
| TexHonoruu |
|
|
L | Konuenuus
MapKETUHTA
-t TTTT s s m s X
Iennoctn motpeduTenei
|
e e e e e 1

PucyHnok 2 -JIBrkynias cujia CMEHbI KOHUEIIIMY MapKETHUHTa

' Tmasees C.JO. CoBpeMeHHas TeopHsi [JIMHHBIX BONH B Pa3sBUTHH  DKOHOMMKH

https://glazev.ru/articles/6-jekonomika/54548-sovremennaja-teorija-dlinnykh-voln-v-razvitii-
jekonomiki Jlata mpocmortpa: 15.03.2021r.

2 Cupopuyk P. P. [imuunsie Bonusl H.J[. Kongparsesa (K-BOIHBI): MapKeTHHIOBbIH acmekT //XXIII
KonnparseBckue utenus: Tynuku rodaibHON S5KOHOMUKH, TOMCK HOBOM HAay4YHOM MapagurMbl. —
2015. - C. 245-247.

3 Sidorchuk, R., Meshkov, A., Musatov, B., Skorobogatykh, 1., Efimova, D. (2018) Indication of the

influence of motivational significance of values underlying young consumers’ preferences for basic

consumer products, 2018, Journal of Applied Economic Sciences. - 13(1). - pp. 150-163

4 Sidorchuk R. The Concept of" Value" in the Theory of Marketing//Asian Social Science. — 2015. - T. 11. —
Ne. 9. — C. 320.-325
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Taxum 06pa3om, nosiBneHne HUGPOBBIX TEXHOIOTHMA ABISETCS MPEANOCHUIKON K
NOSIBJICHUIO HOBOW KOHIIETIIMM MapKeTHHra. B To ke Bpems, B KHUTEe «MapKEeTUHT
4.0» aBTOpHI HE CMOIVIM JaTh Pa3BEPHYTYIO M LETOCTHYIO KOHIICTIIMIO IH(PPOBOTO
MapKETUHTa, OOJIbIIE OCTAHOBUBILKCH HA BOIPOCAX TEXHOJOTMU MPOABMXKEHHS. B TO
K€ BpeMs, B KHUIM HAlUIM OTPAXEHUE BOIPOCHI COCTOSHMS COLMAJIBHOU
WHKIIFO3UBHOCTH (KaK rapMOHMM paszinuyuii). Conuanu3aluyd NPUHATHS JIMYHBIX
pELICHU O MOKYIIKE, C BBEICHUEM IOHSATUS «CBSI3HOCTH» (MCIOIB30BAHO B PYCCKOM
IEPEBO/IE, BO3MOXKHO JIyYlll€ HCIIOJb30BaTh TEPMHUH «IOJAKIIOYEHHOCThY»)  IpHU
NPUHATUU PEHICHUH C JPYyrUMU WIEHAMH KOMBIOHUTH WU HH()OPMalMOHHBIMU
cucremamMu. CoOOCTBEHHO, ompeneneHue MapketuHra 4.0 3ByYUT B KHUI€ Tak
«mapkeTuHr 4.0 npezacrasisieT cOO0H MapKETUHTOBBIN MOJXOJ, KOTOPBIM COYETAET B
cebe OHNaMH- U o(ailH- B3aUMOJEHCTBUE MEXKAY KOMIIAHUAMHU M KIUEHTAMH,
COBMEIasl CTWJIb pEalbHOCTBbIO TIOCTPOCHHMSI OpEHJOB, U B KOHEUYHOM MTOre
JIOTIOJTHSET KOMITBIOTEPHOIO CBSI3HOCTh YEJIOBEYECKUM (DAKTOPOM ISl YKPEIICHUS
B3aMMOJICHCTBHS ¢ KMeHTaMu»'. Kowiep He mpuaaéT nmpeMMylecTsa TOM Wid WHOM
cpene - oHyaiH- U o(naitH-. [Ipu TakoM B3MIsAAE Ha LUUQPOBYIO CpEdy, Mbl MOXKEM
ocTarbcsi Ha 0a30BBIX KOHUENMUMAX MapketuHra 3.0 u  MoaAM(pUUUPOBATH
B3anUMoJIeHcTBUS (TpaHcopmalusi MapKeTUHTa), KaK U OMMCAHO B KHUTE HCIOJb3Ys
nM(ppOBbIE MHCTPYMEHTHI MapkeTuHra. Ho 3To B TOM cily4ae, €Ciau MPOUCXOAMT
TOJBKO MOAU(UKAIMS TEXHOJOTHUM (CM. pUC 2) OCHOBBIBASICh HAa TAaKOM IOJXOJE
yugposoli mapkemuHz MOXKHO OIPEAETUTh KaK «HUCHOJb30BAHUE ITU(PPOBBIX
TEXHOJIOTUH JUIsl CO3/IaHUsI MHTETPUPOBAHHOIO, 1IEJIEBOTO U HM3MEPUMOIO OOILECHHUS,
KOTOpOE TMOMOTaeT MpUOOpeTaTh M YAEPKUBATh KJIMEHTOB MpPHU MOCTPOCHHM OoJee

FJ'IY6OKI/IX OTHOIICHUH C HI/IMI/I»2 U IIpru 9THUX YCIOBUAX C BI)IBO)IaMI/I] KOTJ'ICpa u

! Kotsiep ®winn, Kapraxkaiin Xepmasan, CeruaBan AiiBan, Mapkerunr 4.0: pa3zBopor ot
TPAAMIHOHHOTO K HU(PPOBOMY : TEeXHOJOTHM TPOIABH:KEHHsI B HMHTEpPHeTe; INepeBOx C
anraumiickoro M. XopommuJoBoii. - Mocksa : bom0opa, 2019. - 219¢

2 Smith, K. (2007, October 5). What is digital marketing? [Web log

message]. Retrieved fromhttps://digitalmarketing101.blogspot.com/2007/10/what-is-digital-
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COaBTOPOB MOYKHO CONJIACUTCS. B ammiiore KHUIM aBTOPbI MUUIYT, YTO OXKHUIAKOT
KOHBEPIeHLHUIO TPAJULIUOHHOTO U LU(PPOBOTO MAPKETUHIA, KaK «U3MEHEHUSM ITyTH
KJIIMEHTa B LU(PPOBOIl 3KOHOMHKE». YKa3aHHBIE IOJOKEHHUS KOPPEIUPYIOT U C
MHeHueM Tpod. [omyOkoBa, KOTOpPBIN paccMaTpuBaeT OHJIAWH MAapKETHUHT uepe3
KJIACCH(UKALMOHHBIN TPU3HAK «UCIIOIb30BAHME KOMITLIOTEPHBIX CETEN».

Takum 00pa3oM MOXHO TMpPENCTAaBUTh JJAaHHBIM TOAXOA Ha CIETyIoIen
yHpOIIEHHOM rpaduueckoit moxenu (puc. 3)

4. lludposas cpena

2 Kommnanuu

1. ITorpeburenu
3. Oomacte Ux
B3aUMOJICHCTBUSA B

nrdpoBoii cpene
PucyHok 3 -Bo3MoxHBIN BapUaHT B3aMMOJICUCTBUS B IIU(POBOI cpenie

Yacte umdpoBod cpeasl cBs3aHa JAPYTHUMH B3aUMOJICUCTBHUSIMH, HO Hac

MHTEpPECYyeT UMEHHO JI0JIS B3aUMOZCHCTBUS MOTpeOUTenel ¢ KOMIAHUSIMU OHJIAiH.

marketing.html ([lata o6pamenus 15.03.2021)
! Kotsiep ®winn, Kapraxkaiin Xepmasan, CeruaBan AiiBan, Mapkerunr 4.0: pa3zBopor ot
TPAAMLMOHHOIO K HU(PPOBOMY : TEXHOJOIMHM IPOABMKEHHS] B HHTEpPHeTe; IepeBox ¢
anraumiickoro M. XopommuJoBoii. - Mocksa : bom0opa, 2019. - 219¢

2 Tony6kos E. I1. Teopust 1 METO0JI0THsI MapKeTUHTa: HacTosiee U Oyaymee - Mocksa: Jleno u
cepruc, 2008. - 207 c.
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BosBpamasics k pabore YMOc' HEOOXOOMMO OTMETHUTH, YTO OH MOKA3ajl, CChUIASACH Ha
pSAI  UCCIEOBATENIbCKUX padOT OMNpENEeIeHHYI0 TpaHCPOopMaIUi0 OT MOHSITHS
«MHTEPHET MApPKETHHI» 0 «ITU(GPOBOTO MAPKETHHTa» HMMEIOIIET0 Ooyiee IHMPOKOe
onpezeneane. M B 3ToM cMmbIciie, pa3MbIIUIeHHsT YMOca Jie)KaT B OJHOM IUIOCKOCTH C
MPEABITYIIUMHA PACCYKICHUSIMH.

B toxe Bpewmsi, 4acTh pabOT yke€ MO-MHOMY PacCMATpPUBACT JIaHHBIA BOIPOC.
ABTOpHBI MAYT B CBOUX paccyxkaenusx manbine. Tak Xoddman u Hosak > mposons
UCCJIEIOBAaHUs 110 KOMMYHHKAIIMSIM B MHTEPHETE MPUXOIAT K BBIBOLY O (paKkTHUECKU
B3aMMOJICHCTBUH B 0c000H cpene. B cBoux mocneayoomumx padoTax, aBTOpbl YCUIHIA
cBOI0 aprymentanuio. > C Apyroii CTOPOHBI, IyOJUKYIOTCS PaOOThI, B KOTOPBIX
aHAMM3MPyeTCd (PEHOMEH «IIOTOKOBOTO CO3HAHMS» IIONb30BaTeNeil uHTepHETA.*
[ToTOK B 3TOM CMBICJIE paccMaTpUBAETCAd KAK OMNPENEIEHHOE COCTOSIHUE CO3HAHMS
YeJIoBeKa, KOTOPOE OH MHOIJA UCIBITHIBAET, KOTJAa TIIYOOKO BOBJICYEH B MPHUATHYIO
JESITEIbHOCTh. Ba)XHbI AacClEeKT, OTMEUECHHBIM B HCCIECIOBAHUUA -HAXOXJICHUE
MOJIb30BATENISl B CETU U «MHTEpHET cEphUHTY Oe3 cneyuanvHou yenu. Kpome Toro, B
paMKax «MOAKIIOUYEHHONW» PECIOHJIEHThl OTMEYall CHUXKEHHUE OCBEIOMIIEHHOCTH O
HECYIIECTBEHHBIX (haKTOpax; UCKAKEHHOE YYBCTBO BPEMEHHU; CIHUSHUE NCUCTBUS U
oco3HaHusi. B gpyroit pabore paccmarpuBas d(h(eKT TPOKpacTUHALUU

5

(oTKJIaBIBAaHUE AK€ BaXKHBIX JeUCTBUil) B MHTepHeTe OTMEYAKOT CKIIOHHOCTh

noTpeduTeneil ucnoiib3oBarh HTEPHET ¢ 1eNbl0 M30€KaTh HEMPUATHBIX 3a]ad WIn

! Wymbs C. Digital marketing: The time for a new “academic major” has arrived //Journal of
Marketing Education. —2011. — T. 33. — Ne. 1. — C. 93-106.

2 Hoffman, Donna L., and Thomas P. Novak. "Marketing in Hypermedia Computer-Mediated

Environments: Conceptual Foundations." Journal of Marketing 60, no. 3 (1996): 50-68. Accessed March

20,2021. doi: 10.2307/1251841.

3 HOFFMAN DONNA L., NOVAK THOMAS P. A New Marketing Paradigm for Electronic

Commerce, The Information Society: An International Journal,1997/-13:1/-pp. 43-54, DOI:

10.1080/019722497129278

* Pace S. A grounded theory of the flow experiences of Web users //International journal of human-
computer studies. — 2004. — T. 60. — Ne. 3. — pp. 327-363.

> Zanjani S. H. A., Milne G. R., Miller E. G. Procrastinators’ online experience and purchase
behavior //Journal of the academy of marketing science. —2016. — T. 44. — No. 5. — C. 568-585.
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pElIEHHUs, YTO YBEJIMYMBAET MX BpPEMSI HAXOXKJCHUS B BUPTYAJIIbHOW peaibHOCTU B
UHTEPHETE.

Bce atm dakroper He octarorcs 0Oe3 peakiuu OumsHeca B oduaiiH cpene.
NPOSABIIIOT BCE OONBIIMN HMHTEPEC K MPUMEHEHUIO TEXHOJOTMU BUPTYaJIbHOU
peansrOCTH (VR), mononnennas peansHocts (AR), 1 cMemannas peansHocts (MR)!.

Bce BbIIIE CKa3aHHOE TONOJHAETCS POCTOM M KaK MbI IIOJIaraeéM MOCJeayoIen
KOHKYpEHIIMEH M100anbHbIX «On3HeC skocrucTem» (A, AmazoH, deiicOyk u T.11.), B
pabore npod. Posenbepra,’ ocTaBnss 3a paMKaMM JAHHOM CTaTbM €0 BO MHOIOM
CIPABEIJIMBBIE PACCYKIEHUS O NPUMEHUMOCTH OHOJOTMYECKOH TEPMHUHOJIOTHH,
MIPUBEJICHBI 3asIBJICHHBIE POCCUHUCKUMHU KOMIIAHWS HAIMPABICHHUS CBOUX YCHIIMM I10
CO3/IAaHMIO TaKMX «IKO CHCTEM» Kak pa3 B uudpoBoil cpene. C y4éToM MEpPCHEKTUB
passutus uareprera semeil (IoT)* gons BzaumoneiicTBus B (MpPOBOI cpene MEXKIy
MOKYIIAaTEJIEM M KOMIAHUEW NPUMET JTOMUHUPYIOIIUNA XapaKTep, YTO TOJIBKO YCHIIUT
3 (PEKT «ITOIKITIOUEHHOCTHY.

CocrosiHue «HNOAKIIFOYEHHOCTHY) MOATBEPKAAOT W TEKYIIUE HCCIECNOBaHUA
uupposoii cpensl. [To nanubsim uccnenoBanus DIGITAL 2020 «uucno moaeit Bo BceM
MHpe, ucnolib3yromux MaTepHeT, Boipociio A0 4,54 Muuinapaa, 4To Ha 7 OpOLIEHTOB
(298 MWIITMOHOB HOBBIX MOJIB30BaTeNe) 1Mo cpaBHeHUIO ¢ sHBapéM 2019 roga. B
aaBape 2020 roga BO BceEM MHpE HACUMTHIBAIOCH 3,80 MuiLIMapaa IOJIb30BaTele
COIIMAJIBHBIX CETEH, M ATO YHUCJIO YBEIWYWIOCh Oosee yem Ha 9 mporentoB (321
MUJJIMOH HOBBIX MOJIb30BAaTeNei) ¢ 3TOr0 BPEMEHHU B MpoLuIoM rogy. B Hacrosiiee
BpeMsI BO BCEM MHPE MOOWIbHBIMU TellepoHAMU TOJIBb3YIOTCs Oosee 5,19 Mmunnuapaa

YeJIOBEK, a KOJIMYECTBO MOJIb30BaTesie BhIpociio Ha 124 muminoHa (2,4 mpolieHrta) 3a

! Alcaiiz M., Bigné E., Guixeres J. Virtual reality in marketing: a framework, review, and research
agenda //Frontiers in psychology. —2019. — T. 10. — 1530 (pp.1-30).

2 PozenGepr I'. C. BU3HeC-9KOCHCTEMEBL: YTO CTOMT 3a CJIOBAMU U Kyza 5To Benér? //buocdepa. — 2020. — T. 12. — Ne. 4..-

c. 161-167

3 Gasiorowski - Denis Elizabeth Kak unTepHer Beleif H3MEHUT HAIIly KU3Hb
https://www.iso.org/ru/contents/news/2016/09/Ref2112.html (nara obpamenus 20.03.2021)
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nocineaHui roa. Bpewms, npoBeaEHHOE B CETH, COCTaBWIO 6 4acoB 43 MUHYTHI
KaKIBIN 1CHDLY.

[TomBoast WTOT HAIIUM PACCYXKACHUAM, TojaraeM, 4To Iudposas cpeaa — 3TO
OTACNbHAS Cpema OOWTaHWS dYeJNOBEeKa, KOTOpas BO BpeMsl JaJIbHEHIIeH
U(POBU3ALMKU C OJHOM CTOPOHBI U CO3JAHUEM «IKOCHUCTEM» KOMITAHMM C ApPYyTOil
npuBeAET K HEOOXOAMMOCTH TIOJIHOCTHIO, KOHIIENTYaJdbHO W3MEHUTH CHUCTEMY
dbunocodum, umed M B3MISIIOB HAa MAPKETUHI, KAK HUACOJIOTHI0O U METOJIOJIOTHIO
OpraHu3allid MapKETUHIOBOM AESTENIBHOCTH B HOBOM cpene. TakuM 00pa3oM MbI
CUMTaeM, 4YTO B MApKETHUHIE HY)KHAa HOBasl IEJOCTHAas KOHUEMUHUS i1 HUu(pPOBO

Cpepl.

bubauorpagusn

I'mazeeB C.IO. CoBpemeHHas TeOpusl JIMHHBIX BOJH B pPa3BUTUU 3KOHOMUKHU
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