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IKOJOI'NYECKU MAPKETUHI KAK UHCTPYMEHT
YIKOHOMUUYECKOU MOJIUTUKHU

AHHOTALUA

CraTbsi TOCBsIIIEHA PACCMOTPEHUIO OCOOEHHOCTEM 3KOJIOTMYECKOTO MAapKETHHTIA.
JlaHHas Tema pacKphIBAE€T HEPA3PBIBHYIO B3aWMOCBS3b MEXAY TOBapaMH U
yCIyraMM M B3DISiAaMH  KOMIIAHMM Ha DKOJIOTMYHOCTH WX ITPOU3BOACTB.
PaccmorpenHble  mpUMEpBI  MOKA3bIBAIOT, YTO OKOJIOTMYECKUM  MapKETHHT
HEPa3pbIBHO B3aMMOCBS3aH C MPOMBIIUICHHOW IOJUTUKON IOCYyNapCTBa, B CBA3U C
YEeM €0 pa3BUTUE CTAHOBUTCS IEPCIEKTUBHBIM HE TOJIBKO B KOJIOTHYECKOM, HO U B
HYKOHOMMYECKOM IUIAHE.

KiarueBble CJIoOBa: AKOJIOTUYECKUM MAapKCTHUHT, «3CJICHAasI» OKOHOMHMHKaA,
AKOJIOTMYHBIN 6I/IBHGC, O9KOHOMMKA 3aMKHYTOI'O IUKJIA, IIPOMBIIIJIICHHAA ITOJIUTHKA.
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ENVIRONMENTAL MARKETING AS AN INSTRUMENT OF ECONOMIC
POLICY

Abstract: The article is devoted to the consideration of the features of ecological
marketing. This topic reveals the inextricable relationship between goods and
services and the views of companies on the environmental friendliness of their
production. The examples considered show that environmental marketing is
inextricably linked with the industrial policy of the state, in connection with which
its development becomes promising not only in the environmental, but also in the
economic sense.

Key words: ecological marketing, “green” economy, ecological business, circular
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ENVIRONMENTAL MARKETING AS AN INSTRUMENT OF ECONOMIC
POLICY
B coBpemeHHOM Mupe Bce CUIIbHEE CTAHOBUTCS XeJlaHue OOLIECTBA HE TOJIBKO

YIOBJIIETBOPUTH CBOM TMOTPEOHOCTH, HO M COXPAHUTh OKPYKAIOUIYIO CPEy.
[TpoucxomuT OcCo3HaHHWE TEPBOCTENEHHONW MOTPEOHOCTH YEIOBEKa B 3I0POBOM
oOpa3e JKU3HHM, YTO JIEJACT JKOJOTHYECKUM (PaKTOp BaKHBIM HE TOJBKO IS
OTJICTLHBIX WHJUBHUIOB, HO M JJIsi BCEro OW3HeC-cooOIlecTBa, T.K. MPU BbIOOpE
MapKETUHTOBOM cTpareruu (PupMbI OOJIBIIIE HE MOTYT UTHOPUPOBATh 3HAYMMOCTH
TakuX (PaKTOpoB, KaK IKOJIOTHMUYHOCTh, PAIIMOHAIILHOE MCIOJIB30BAHUE PECYPCOB U
UX BO30OHOBIIIEMOCTh. 3a CYET ATOTO OAHUM M3 0A30BBIX MEXaHHU3MOB YCIICIITHOTO
BeJICHUSI OM3HEeCa CTAHOBUTCS YUeT U BHEAPEHUE SKOJIOTUUECKOTO MapKETHHTA.

B Hacrosmiee BpeMs TaHHBIH TEPMHUH HE TTOJYYHJI €IIe TOCTaTOYHOTO Pa3BUTHUS B
00JacT OCHOBHBIX IIOHSATHHA W HAXOMUTCA HA CTagud METOMOJIOTHYCCKOTO
dbopmupoBanusi. MIMEHHO TOATOMY H3yY€HHE DKOJIOTHUYECKOTO MAapKETHUHTA H
BO3MO)KHOCTEH €Tr0 MPUMCHEHUS B POCCHMCKUX YCIIOBHUSX CTAaHOBUTCS HE TOJBKO
aKTyaJIbHBIM, HO U TIPAKTUYECKH 3HAYUMBIM.

Ha ceromssimiamii neHb TOJ SKOJIOTHYECKUM MapkeTuHroM (ecologicalmarketing)

NPUHATO TOHUMATh YIOBJIETBOPEHUE IMOTPEOHOCTEH OPUEHTHUPOBAHHOTO Ha
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COXpaHEHHE HKOJOTMH W Pa3yMHOCTH TIOJIb30BAHUSA pPECypcaMH COOOIIecTBa B
HKOJIOTUYHBIX TOBapax M yciyrax. [1] Takum oOpa3zoM, UMEHHO 3KOJIOTHYHbBIC
TOBapbl W YCIYTH CTAHOBATCS Oa30BBIMH COCTaBISIONIUMH 3KOJIOTUYECKOTO
MapKETHHTA.

[ToMuMO BCEro sKOJIOTUYECKUI MapKETUHT PA3BUBACTCS B HANPABJICHUU MIPUHIUIIA
yCTOWYUBOTO pa3Butus. “Ee coOironeHne no3BoisieT rapMOHU3HUPOBAaTh UHTEPECHI
TOBAPONPOU3BOIUTEIICH (mpuOBkLIB), oTpeouTENeH (ymoBieTBopeHue
noTpebHocTel) u obmecTtBa B 1eidoM (YCTOMYHMBOE 3KOJIOTO-COLMAIBHO-
AKOHOMHYECKOE pa3BuTue). Takum oOpa3oM, INIaBHOM 3amadedl IKOJIOTHYECKOTO
MapKeTUHTa SBIsieTCS (OPMHUPOBAHUE PHIHKA DKOJIOTHYECKUX TOBAPOB C IIEIIBIO
pasperieHus  MPOTHBOPEYMA  MEXKAY  OKOHOMHUYECKHM  Pa3BUTHEM U
HEO0OXOIMMOCThIO COXPAHEHHUS U YIYUIICHHS KaueCTBa OKpYXKaroien cpensl”. [2,
C. 8-14].

IIpy 3TOM cCcaM DKOJIOTMYECKMHA MAPKETHHI MPEAINOoNaraerT HeE MIPOCTO
MOMYJISIPU3AIUIO0 SKOJOTUYHBIX TOBApOB WM YCIYT, HO U U3MEHEHHE B3IVISOB
KOMITAaHWM Ha JOOBIYYy TIPUPOAHBIX PECYpCOB, CIOCOOBI WX COXpaHEHUS,
OKOJIOTHYHOCTh BCEX OTaloB TMPOM3BOJICTBA TOBapa, MHHHMHU3AIMIO Bpena
OKpy)Kaloliel TMpupoae TNpH JOCTaBKE TOBAPOB M YCIyTr TOTPEOUTENIO,
UCTIOJIb30BaHME TOBApa M pa3MeIIeHNE OTXOA0B Oe30MacHBIMH CIIOCOOaMHU.
Konrenmmsi 9KOJIOrMYECKOTO MApKETUHTa SBIAECTCS HEOTHhEMJIEMOM YacThIO
KOHIICTIIMM  COIMAJIBbHO-3TUYHOTO  MapKeTWHTa, KOTOpass  Mpearosaraer
YIOBJIETBOPEHUE MOTpeOuTenelt Hauboiee KadyeCTBEHHBIM CIIOCOOOM, YE€M 3TO
c/ieliaeT KOHKYPEHT, HO Tpu 3ToM 0e3 Bpesa JiJisi OKPY>KAIOIIeH Cpeibl U 3I0POBbsI
YelloBeKa. BBeleHHe 5SKONMOTMYECKOr0 MapKeTHHTa SBJISCTCS OYCHb BaKHBIM
WHCTPYMEHTOM B pyKax MPEANPHUATHS, C MOMOIIBIO KOTOPOTO OHO MOXKET OoJiee
3G (HEKTUBHO BECTH CBOIO PHIHOYHYIO JIEATEILHOCTh B YCIOBUSIX BCeOOIIer 00phObI
3a JKOJIOTHIO, YIPABISATh BCEH COBOKYIMHOCTHIO CBOMX HCTOYHHUKOB M (DaKTOPOB
BO3JICHCTBUS HA OKPYXKAIOIIYIO CPEIy, a TAK)Ke MPUBOIUTH CBOIO JICSITEIILHOCTDH B

COOTBETCTBHE C PA3HOOOPA3HBIMU SKOJIOTUYECKUMU TPEOOBAHUAMHM PHIHKA.
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MeTonbl peanu3anui KOHIENIMH SKOJIOTHYECKOTO MApKETHHTa:

° pa3paboTka M BHEAPEHHUE 3aKOHOAATEIbHBIX HOPM, MPEANUCHIBAIOIINX
OTIpeNIEeTICHHBIE CTAaHIaPTHI MOJIb30BAHUS IPUPOIHBIMH PECYPCaAMU;

o skonormyeckuii PR, oOecredenne OTKpbITOCTH  (GUPMBI, CO3aHUE
MOJIOKUTEILHOTO UMUJIKA B IV1a3aX MOTpeOUTENeH, aKIIMOHEPOB U HUHBECTOPOB;

° oOecrieueHue JOSIIBHOCTH TMOTpeOuTeneil — CmocoOHOCTh APPEKTUBHO
pemarb KOJOTUYECKHE MPOoOJIeMbl BIMSIET HE TOJIBKO Ha JOBEpUE MOTpeOuTeNen
KOMITAHUH, HO ¥ Ha UX JOSJIBbHOCTb;

° pa3paboTka HOBBIX O€30TXOMHBIX M OE30MACHBIX TEXHOJOTHM, B KOTOPBIX
OyIyT TPHUMEHSTHCSA MEHEe BpPEIHbIE XUMUYECKHE COCIAMHEHHS, METOJIbI
MPOM3BOJICTBA U T.1I.;

° CO3/1aHH€ YCTOMYMBOW U PE3YJIbTATUBHON OOPATHOM CBS3M C OTPEOUTEISIMU
HKOJIOTUYHBIX TOBAPOB;

° NoJ/IepKKa MHHOBALMK, TOJpa3yMeBarolias HM3MEHEHHE MOTHUBAIUH,
KyJBTYpbI TOBEICHUS U MOTPEOJICHUS, CO3JaHIE COOOIECTBA, 3aMHTEPECOBAHHOTO
B HOBBIX DKOJIOTHYHBIX TOBapax M yCIyTax.

«3eNeHblil» MapKeTUHT BCerna HCMONb3yeT camble HAWIydlllhe HampaBlIeHUH
uHdopmaryu, 4ToObl YOenUTh JIIOACH ClelaTh BBHIOOP B MOJIb3Y SKOJIOTHUYECKHU
YUCTBIX MPOAYKTOB, OTHOBPEMEHHO TIOMOTasi 1 KOMITAHHUSIM OCO3HATh COBPEMCHHBIC
TpeOOBaHMsI PBIHKA K WX TOBapaM U yCIyraM. «3eJICHbIN» MapKETHHT MOXKET
BKJIIOUaTh B ce0s pa3pabOTKy HOBBIX TMPOAYKTOB U JIaXX€ BHYTPEHHIOKO
peopraHu3anulo, HEOoOXOAUMYIO [Jisl TPOM3BOJACTBA JKOJOTUYECKH YHCTBHIX
MPOAYKTOB U BHEJIPEHUE DKOJIOTHYHOTO CTHIISI BeieHust OuszHeca[3].

Takue BuUABI MapKeTHHTa BCerjga HUMEIT Oosbinue mnpeumyiiectna. JlrobOoi
BO3MOXKHBIA TIOTpeOUTENh OyeT paccMarpuBarh MPOAYKT WM YCIYTy C TOYKH
3peHHUs JY4IIero YTOJIEHUS CBOUX TMOTPEOHOCTEH, OKa3bIBAIOIIETO HAWUITYUIIee
BO3/ICHCTBHE HE TOJIBKO HA 3J0POBBE YEIOBEKA, HO U HA OKPYKAIOIIYIO MPUPOIHYIO
cpemy. DTO SBISETCA OMHUM U3 KITIOUYEBBIX (DaKTOPOB MPHU MOKYTIKE TOBApa.

Takue MeTOombl CMOIVIM BBIPACTHTH «3€JICHOE IMOKOJICHHE», TO €CTh TOKOJCHHUE

B3BOJIHOBAaHHBIMU MpoOIeMaMu OKpy»Karoriel cpeibl. IMeHHO OHO 1 oOecrieunBaeT
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BBICOKHI TOKa3areib MOTPEONCHUs SKOJOTHYECKHM YHCTHIX TOBapOB, a TaKXKe
IPENATCTBYET JIEATENbHOCTH KOMIIAHMW, HAHOCSIIMX BpEJ OKpY’Kalolleh cpere.
Bce 310 nmemaer 3KOJIOTHI0 ONHOW M3 HOBEMIIMX COCTAaBHBIX YACTEW YCIIEIIHOTO
OpeHga. A caMO «COYETaHUE HJIEU, TEXHOJIOTHA U OpEeH/Ia, YUYUTHIBAIOLIETO LIEJIbIHI
KOMILJIEKC TOTPEOUTENBCKUX LIEHHOCTEHN IEHCTBUTENIBHO CITIOCOOHO TBOPUTH UyJeca
MaHUMYJIALWYA, TOJYacC HaBsA3bIBas IMOKYMATENI0 TO, 0€3 4Yero OH CIOKOWHO
00XoamIICs BIUIOTH 110 cerofusimHero qus» [4, C. 17]. K npumepy, eciii KOMITaHUU
yAaeTcsl aCCOLMUPOBATh Ce0sl C 3€JIEHBIM IIBETOM M 3€JI€HOM CTpaTrerueil, To oHa
MOXKET pPAaCCUMTHIBATh HAa TO, YTO MOTPEOWTENH JOSIBHO OTHECYTCSA Jaxe K
HOBBILICHUIO 1IEH, — BEJb IIOAPA3yMEBAETCSI, YTO 10XO HY>KEH JJIsl OCYIIECTBICHUS
IKOJIOTHYECKUX mporpamMMm. Kpome Toro, mokymas Takol MPOAYKT, YEIOBEK
NOJy4yaeT MOPAJILHOE YAOBJIETBOPEHHUE, BEAb OH BHOCUT CBOW BKJIAJ B PELICHUE
MHUPOBBIX MPOOJIEM, YTO YIyYIIAaeT €ro OTHOIICHHWE K pEeKJIaMUpyeMOW Mapke U
toBapy. [5, C. 158] Orciona ocoOyro MOMyasipHOCTh MPUOOPETAIOT OASKAa M3
PaCTUTEIBLHOTO BOJIOKHA, 3KOJIOTHYECKU YHCTOE TOIUIMBO, U TaK JajIee.

bonee TOro, ecim mNOCTOSIHHOE M OONbIIOE MOTPEOICHUE MOAKPEIISETCS
KOMMEPUYECKOM peKJIaMOi, TO OHO, B pe3yjibTare, MPUBOAUT K YMEHBIICHHIO
KOJIMYECTBA U Ka4yeCTBa MPUPOIHBIX PECYPCOB, CO3/1aBasi IKOJIOTHYECKHUE TPOOIEMbI
U MPUBOAS K YXYIUIEHUIO OKpyKarouieil cpeabl (cM. pucyHOK). IIpencraBnennas
37IeCh CUCTEMHas AMarpaMma IOMOTaeT MOHATh MPUUYMHHO-CJIC/ICTBEHHBIE CBS3U B
npouecce BAMSHMS MOTPEOSIEHUsT TOBapOB U YCIyr Ha KauyeCTBO OKpYXKarouleu
cpensl. CtpenkamMu 00O3HAYEHBI HANpPABICHUS BIUSHUS JJEMEHTOB. 3HAKU «1»
OKOJIO CTPEJIOK MOKAa3bIBAIOT, UTO CBS3b MEX]Y JIByMsl SIBICHUSIMHU yCHUJIMBAIOLIas,
T.€. €CJId OJMH DIIEMEHT YBEIWYHBACTCS, TO YBEIMYMBACTCA W APYTOM, €CIU OH
YMEHBIIIAETCS, TO IPYTOl TOKE YMEHBIAeTCs. 3HAKU «—» MOKA3bIBAIOT, YTO CBS3b
ypaBHOBEIIMBAIOIIAsI, T.. W3MEHEHHUE OJIHOTO 3JEMEHTa BEAEeT K H3MEHEHUIO
JPYTOTO B MTPOTUBOIIOJIOKHOM HarpaBiIeHUH. Bcsi cucTema B 11e7IoM UMEEeT 3HaK «+.
Takue cucTemMbl Ha3bIBAIOT YCWJIMBAIOIMMU (WM TO3UTUBHBIMHU) TETISIMU

oOpasHoii cBsizu. [6].
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Puc. Mexanu3m BIHMSIHUS POCTa MOTPEeOICHUS Ha KaYeCTBO OKpy»Karomiel cpenbl. Victounuk [6]

OnHu SABJISIIOTCS HE TOJIBKO CaMOBOCIIPOU3BOIAIIMMUCH, HO 51
NeCTa0MIN3UPYIOMIMMH, T.K. BBI3BIBAIOT B3aUMHBII POCT COCTAaBHBIX YacTeil, YTO
yCKOpsieT paboTy BCeW CHUCTEMBI, MMOCTENEHHO MPHUBOAS K ee u3Hocy. Ilpu stom
CYLIECTBYET CBS3b MEXKIY KaueCTBOM OKpYyKarouleil cpenbl U (PUHAHCOBBIM
OJaroCOCTOSIHUEM HMMEET 3aJIep)KKy BO BPEMEHH, T.€. MOCIEACTBUS W3MEHEHHU
CTaHyT OOJbIlie 3aMETHBI JIUIb B JOJTOBpPEeMEHHOW mepcrektuBe. [loHnmanue
JAHHBIX TPUYMHHBIX CBSI3€M MO3BOJSIET KOHCTATHUPOBAaTb, YTO PELICHHE
HKOJIOTMUECKUX TMpoOJeM M  YIydllleHHe KauyecTBa OKpYXKarollel cpeabl
HEBO3MOXXHBI 0€3 KOHTPOJISl HaJl YPOBHEM MOTPEOIEHUSI KaK TOTOBOM MPOAYKIUH,
TAaK M 3aTPAYEHHBIX Ha €€ MPOM3BOJACTBO MPUPOAHBIX pecypcoB. MIMEHHO 3TO u
MOATAJIKUBAET DKO-AKTUBHCTOB K MPOTUBOJACUCTBUIO JESATEIBHOCTH KOMIIAHUM,
NPUACPKUBAIOIIUXCS ~ YCTAPEBILIErO0  JUHEHHOro  crmocoba  MPOW3BOJCTBA,
CTUMYJIUPYSI MOBBILIEHUE YPOBHS IKOJIOTUYECKON OTBETCTBEHHOCTH MPEANPUATAN U
IIepeXo K NUPKYJIIPHOMY IPOU3BOJICTBY.

Uro >xe JenaroT KOMIaHUHU, YTOOBI CTaTh AKOJOTUYHBIMH? CylIecTBYeT MOZEINb

nepexoza K “UCTUHHOMY 3KojorudyHoMmy OmsHecy. Ee moctpoun [[»xon I'panTt B

10
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cBoeit pabote «MaHu(dECT IKOJIOTUIHOTO MapKETHHTay. 7]

ABTOD BBIACISIET CIEAYIOIINE YPOBHU SKOJIOTU3AIUU:

° OKOJIOrMYHBIN (MEepBbI YPOBEHb): Ha0Op HOBBIX CTaHAApTOB. Peanm3arus
ATOTO YPOBHSI MPOUCXOAUT 32 CYET KOMMYHHKAIIAM.

° DKonoruyHee  (BTOpOM  YpPOBEHb):  pa3lielieHue  OTBETCTBEHHOCTH.
PeanuzyeTcs yepe3 COTPYIHUUYECTRO.

o CaMblif IKOJOTUYHBIA (TPETHl camblii BBICOKUNA YpPOBEHb): MOIJEPIKKA
nHHOBanui. [lonpazyMeBaeT U3BMEHEHUS B KYJIbTYpE.

OcHOBHast MBICIb COCTOUT B TOM, YTOOBI JBHUIaThbCsi OT MCKIIOUYUTEIHBHO
KOMMEpPYECKHUX IIeJIed CYIIECTBOBaHUsI OW3HECAa K LENsM DKOJIOTHYECKUM H
COIUAJIbHBIM.

B pamkax naHHOW KOHLIENIMHU JTOCTHKEHHE YKOHOMHYECKOTO POCTa CTAHOBUTCS
BO3MOXKHBIM 332 CYET [PUOPUTETAa «3EJEHBIX» CEKTOPOB W  BHEAPECHUS
HKOJIOTMYECKUX MPOU3BOJACTBEHHBIX CTAHIAPTOB, MPEMATCTBYIONIUX 3arpsA3HEHUIO
OKpPY’KaroIe Cpebl CO CTOPOHBI NPOMBIIUICHHBIX MPEATPUSTUH.

DTO CTAaHOBUTCS OCOOEHHO aKTyaJIbHBIM BBHUJY TOTO, YTO CYIIECTBEHHas 4acTh
IPOMBIIUIEHHBIX POM3BOJCTB, OKAa3bIBAIOIIMX HauOosiee HeOIaronpusaTHOE
BO3JICICTBUE HA OKPYKAIOIYIO CPEMY, IOCTENEHHO MEPEHOCUTCS B Pa3BUBAIOIIUECS
CTpaHbl C ACIIeBON paboueil CHIIoi.

PaccMoTpeHHBII MOAXOA HEpPa3pblBHO CBSI3aH C  €II€ OJHUM  BaKHBIM
HSKOHOMHYECKHM TPEHJIOM — SKOHOMHUKOW 3aMKHYTOIO IIMKJIa. B 1ileHTpe BHUMaHus
TakoOW IUPKYJISIPHOW HKOHOMHKH JIEKUT BOIMPOC TMPOJJICHUS CPOKA CIIYXKObI
MIPOU3BEICHHOTO TMPOAyKTa W Oojee 3(PGHEeKTUBHOE HCIIOIh30BAHUE PECYPCOB,
noJipa3yMeBalollee BTOPUUHYI0 epepadoTKy, T.€. MepeMeIleHUe OTX0J0B U3 KOHIIA
YKW3HEHHOTO IIMKJIa TOBApOB B HA4YaJIO0 MPOU3BOACTBEHHOM 1enouku. [Ipumenenue
ATOTO TOAXOAAa CHUXKAET OTPULATEIbHOE BO3ACHCTBHE MPEANPUATHI Ha
OKPY’KaIOIIYI0 Cpeay, CHIKAsi HE TOJBKO KOJIMYECTBO OTXOJ0B, HO U YITICPOIAHBIM
cien. O TOM, HACKOJIBKO JaHHAsl KOHUEMIMS MEpPCIEKTUBHEE KIIACCUYECKOMN
JIMHEWMHOM MOJIEIM SKOHOMHUKM MOXET CBUIECTEIILCTBOBATH CIEAYIOIIUNA SPKUN

npumep: B 2018 1. M3BectHbllt OpuTaHckuil MoAHBIN JieliOn «Burberry» cxer
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HEMPOJIaHHYIO OJIEXK1Y, aKCeCcCyaphl U MappIOMEpHIO Ha CyMMY €1Ba He JOCTHUTIIIYIO
30 miH ¢yHTOB cTepnuHroB [8]. JlaHHBIe NEMCTBUS OBLIM BBI3BaHBI HEXKEIAHUEM
YUEHUTh HEPACHPONAHHBIE MOJEIN M3 «CTapoil» KoyuleKuuu. be3ycioBHO, Takoe
HECO3HATEJIbHOE IOBEACHUE BIAJACIbLIEB TOProBod Mapku  «Burberry»,
JEMOHCTPUPYIOIIEE yCTAapEBIIYIO JIMHEMHYID CXEMY «4TO HE [MPOJAHO,
TOTIOTEPSHO», BBI3BIBAET OMPABIAHHOE BO3MYIICHHE, T.K. OJMIIETBOPSIET COOOM
PEeHEOPEKUTEIHHOE OTHOLIEHUE K 3aTPau€HHbIM Ha MPOU3BOACTBO MPOAYKIIHH
pecypcaM, aTakKe HaHOCHUT IIPSIMOM BPEJl SKOJIOTHH.

HemanoBa)kHO OTMETHUTH, UTO «3€JE€HAs» HKOHOMHUKA CErOHd CTAHOBUTCS IO-
HaCTOsIIEMY I00aJbHBIM TpeHJOoM. Poccusi B JaHHOM cilyyae TakKe HE SIBISETCS
uckiroueHueM. B uactHocTH, B JIeHMHIpajckod 00JacTU HIET paclIupeHue
«3eJIeHO» SKOHOMHUKU. Ha nanHbIi MOMEHT uaer paspaborka 10 mpoekrtos
B3aMMOJICHCTBYOIIMX C dKojoruend. OIWH U3 HUX — BETPsIHASA 3JIEKTPOCTAHLUS B
BonxosckoMm panone. Peanuzanus npoekra manupyercs B 30He OIIT, u qus Toro
4TOOBI €ro COINIacoBaTh, Celuyac TMPOBOAMUTCS MCCIEAOBAaHUE BO3JACHCTBUS
AIIEKTPOCTAaHLIMK Ha NTUL. Kpome Toro, B pernoHe ecTh NepCrneKTUBbI IPOU3BOJCTBA
«3eEHOr0» BOIOPOAA, KOTOPBIM aKTUBHO UHTEPECYIOTCSI NHOCTPaHHBIE MHBECTOPHI.
Bepa Illtokaino, renepanbsHbli aupektop LlenTpa pa3BuTHs NPOMBILLIEHHOCTH
Jlenunrpaackoit o0nactu, pacckazaina o ToMm, uyto mnpeanpusitusa llerepOypra He
TOJIBKO IIEPEHUMAIOT OIBIT B 3KOJIOTMYHOCTH, HO U BHOCSIT CBOM BKJIAJ B Pa3BUTHE
Ipyrux peruoHoB. «Kommanuu JIeHWHrpaackoit o01acTy HaYaIM SKCIOPTUPOBATH
3eJIEHBIE TEXHOJIOTUH 3a TPAHHUILY, U 3TO HE TOJIbKO CTPaHbl OJMKaiIIero 3apy0exbsl.
VY Hac ecTb ImpUMEpHI, KOIza KOMIAHWM, NOJy4YHB noMmols LleHTpa momaepxku
skcriopra (Bxoaut B LIPIT JIO), cMoru sxkcnioptupoBars B Kazaxcran o0opynoBaHue
no nepepaboTKe Pe3uHbI, TEXHOJIOTUU O KOMIUIEKCHOMY BHEAPEHUIO MOAOOHBIX
pa3paboTOK Ha MPEANPHUATUIX OBLUTH paclpoCTpaHEeHbl B Y30ekuctane u bemapycu.
Ectb npumeps! skcriopra B EBpony». [9]

IToaBons UTOT, MOXKHO CKa3aTh, UTO JIaHHASI TEMA aKTyalbHa B HIHEIITHEE BPEMS U B
Onmukaiiliee BpeMs MHTEpeC JIoAed OyIeT TOJbKO HapacTarb. JKOJOTH3allHs

HPKOHOMHUYECKOro pa3BuTus Poccunm Oyner cmocoOCTBOBaTh POCTY SKCHOpTa
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IPOAYKLMHU C BBICOKOM JT0JIel mepepabOTKU MPUPOIHBIX PECYPCOB U MOBBILICHUIO
KOHKYPEHTOCIIOCOOHOCTH POCCUNCKHUX KOMIAHMWA Ha BHEIIHUX pbIHKax. VIMEHHO
MO3TOMY COBPEMEHHBIE OpraHU3allid  JOJKHBI  00JafaTh  MPOAKTHBHBIM
oTHomieHueM K Ooyaymiemy [10, C. 112], To ecTh yUnThIBaTh HApaCTAIOIIUE TPEHBI,
OIHUM U3 KOTOPBIX BC€ OOJIbIIE CTAHOBUTCS JKOJIOTMYHOCTh BEACHUs OH3Heca,

noAapasymeBaromnias akTHBHOC HUCITOJIb30BAHHEC 9KOJIOTHUYCCKOIO MapKETHUHIA.
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BO3MOKHOCTHU U YT'PO3bI HAPTUCHUITATUBHBIX ITPAKTUK

AHHOTALUA

JlaHHasi CTaThsl MOCBSILIEHA BOIPOCY Pa3BUTUS TEOPUM YIIpaBICHUS OpPEHIOM C
y4€TOM LU(PPOBU3ALMKN U HOBBIX PEANIUi, B KOTOPBIX CYIIECTBYIOT COBPEMEHHBIE
noTpeduTenan. ABTOP BCKpBIBA€T MPOOJIEMY HEIOCTAaTOYHOTO BHHMMAHHUS TEME,
BBIICIISIET TMPOOEIBI, KOTOPhIE TPEOYIOT PACCMOTPEHHUS, U OIpPENENseT BEKTOP
OyAylIMX HCCIEIOBaHHUM, MOCBAMIEHHBIX BO3MOXHOCTSM M Yrpo3aM BOBJICUEHUS
norpedbureneil B ympaBiieHME OpeHIOM JJisi pa3BUTHUA MOTPEOUTENbCKON

JIOAJIBHOCTH.

KiroueBble ¢ji0Ba: MapKETUHT BOBJICUEHUS, TOKYIIATEIbCKASI BOBJIEYEHHOCTD,
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Abstract

This article is devoted to the development of the theory of brand management, taking
into account digitalization and new realities in which modern consumers exist. The
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B nmocnennee Bpemsi uccienoBarenau BcE yaie B CBOMX paboTax oOpaiaroTcs K
KOHIIETIIIMY MapKETHUHTa BOBJICUCHUS, KOTOPBIM OCHOBAH Ha YYaCTUH MOTpeOuTEIeH
B MApPKETMHIOBOW JEATEIIBHOCTH KOMIIAHUMU. JIeCTBUTENBHO, B 3IMOXY
MEePEHACHIEHHOCTH pbIHKA KOHTEHTA B MIHTepHETE M TEXHOJIOTMYECKOTO apuTeTa
OpeHI-MEHE/KEpbl KOMITAaHUN BBIHY)KJICHBI 3aJyMbIBaThCS HaJ TEM, Kakue
JOTIOJTHUTENIbHBIC TIPEUMYIIIECTBA U MHCTPYMEHTHI OHU MOTYT MOJIy4YuTh B digital-
cpelie i YKpeIIeHUs TO3UIui OpeH/Ia ¥ ero Ihajiora ¢ moTpeOuTesIMU.
Bo-nepBbix, nosiaenne MHTepHETa U pa3BUTHE TEXHOJIOTHH Jano MOTpeOUTENsIM
JOCTYNT K HOBBIM Memuaruiargopmam. [loTpeOutenu CTaHOBATCS aKTUBHBIMU
CyObeKTaMH, CIIOCOOHBIMHA CaMOCTOSITEJILHO TPOU3BOIUTH OPEHAUPOBAHHBIM
KOHTEHT, co3/aBaTh (haHaTCKUE U aHTU-OPEHI0BbIE COOOIIECTRA, Mpejiararh Ujaeu
TOBApOB U yCJIYT, & 3HAYUT — y4aCTBOBATh B YIPABJICHUN OPECHIOM.

Bo-Bropeix, aBomtornmoHupyromas  digital-cpena  AMKTYeT  HEOOXOIUMOCTH

nepeCcMOoTpa MAPKCTHUHI'OBBIX OPUCHTHUPOB BMCCTC C ITIOAACPIKAHUCM CHUJIBI 6peHzla "
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KOHTPOJIEM B YCJOBUAX MeEHsOIMUXCA peanuil. HeoOxoaumo cBOEBpeMEHHO, a
CETOJIHs ATO 03HAYaeT — MAaKCHMAJIbHO OIIEPaTUBHO, pEarupoBarh Ha JUHAMUYHBIC
U3MEHEHUS HMHCTPyMEHTOB u 1arpopm B HHTepHeTe, Ha MNpeANnoOYTECHUS
noJyib3oBareneil. MIMEHHO 3TO momoraer OpeHJaM BBICTPAMBAaTh JOJITOCPOYHBIE
OTHOLICHHUSI CO CBOEH ayIUTOPUN W CTAHOBHUTHCS IEPEIOBBIMU KOMIIAHUSMHU B
digital-npocTpaHcTse.

[lepen mapkeTosoraMu OTKPBUICS Pl IPEUMYILECTB: IOTPEOUTENN CTAIN OJIMXKE U
NOHSATHEE. YBEIMUYEHUE KaHAJIOB KOMMYHHUKALIUM TO3BOJSET OXBAaTUTh OOJbIIE
cerMeHToB aynutopuu. CTajo jierde M ynpaBlIeHHE MNpoleccamMu OpeHAUHIa B
LEJIOM, BEIb TEXHOJOTHUYECKUH mporpecc mnopapun cnenuanucraMm digital-
WHCTPYMEHTBI, KOTOpPbIE CIIOCOOCTBYIOT JIyYIIEeMY HOHHMAHHMIO MPEANOUYTEHUIM
ayIUTOpUH, €€ MMOBEACHUS U CTUJIS )KU3HU, a TAKXKE TIO3BOJIAIOT CIEAUTH 3a YCIIEXOM
WIM HEyJlJadaMH KECOB KOHKYPEHTOB.

HccenenoBareny 0TMEUAIOT, YTO pacTyllias CTaHAapTU3alus, [odaiIu3alus cnpoca
U BceoOl11iee OpeHIMPOBaHNE TOBAPOB MPU OTCYTCTBUU YETKOTO MO3UIIMOHUPOBAHUS
NPUBOJAT K CHI)KEHHIO IMOTPeOUTENbCKO JosnbHOCTH [barweB u ap., 2008].
VYenemHbIMy CTaHOBATCS T€ OPEHIbl, KOTOPBIE MPUOETAIOT K MPAKTUKE MapKETHHTa
BOBJICUEHMSI U BOBJICKAIOT MOTPEOUTENSI B IPOLIECC YIIPABICHUS OPEHIOM.

C nosasinenuem MHTepHeTa MOTPEOUTENSIM CTANIO JIErYye CpaBHUBATh NMPOAYKTHI, B
CBSI3U C YEM HaM IPEICTABISIETCS, YTO HEOOXOJUMO OPUEHTHPOBATHCS HE TOJILKO Ha
COZIEpKaHue, HO U Ha BBICTPAMBAHUE SMOLIMOHAJIBHOM CBA3U CO CBOEU AyAUTOPUEH.
NMeHHO 3Ta CBSI3b JAET MCTUHHOE CTPATErMYECKOE MPEUMYIIECTBO OpeHuy.
[TorpeburensiMm BakKHO OLIYLIATh 3Ty CBS3b, OHM CTPEMSITCS UyBCTBOBAaTb CBOE
BJIMSIHUE HA OpEH/IbI, C KOTOPBIMU CBsA3aHbI [ Yan, 2011].

Owmunn Kotnep roBoputr 0 TOM, YTO LIEHHOCTh MOTPEOUTENS sl KOMIAHUU
COCTOMT U B TOM, HACKOJIKO OH TOTOB CTaTh «pedepanom» OpeH1a U y4acTBOBaTh B
pacnpocTpaHeHud WH(OPMALMK O CBOEM TMO3UTUBHOM OIBITE B3aUMOJEHUCTBUS C
OpeHIOM, TO €CTh TPAHCIHPOBAThH CBOIO JOSTLHOCTH [Kotiep, 2018]. Ixeku Xyba
MIPUBOAUT CJIEIYIOLIYIO IPAJalliI0 TOKYATENbCKOM JIOSIBbHOCTH:

1. VY10BIETBOPEHHOCTD: MOTPEOUTENH COXPAHIET BEPHOCTh OpEHAY 110 TEX TOp,
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IIOKa OHa COOTBCTCTBYCT €TI0 OKUAAHUSM.

2. [ToBTOpHBIE MOKYIKH: MOTPEOUTENIb MPUXOIUT CHOBA U CHOBA 32 HOBBIMHU
MOKYTIKaMHU.

3. PacnpocTpanenre MONBBI: MOTPEOUTENh pacCcKa3blBaeT O OpeHAe IApyruMm
JIFONISIM.,

4. EBanrenusm: norpedOutesb yoexaaeT Ipyrux npuooperarh TOBap y Bac.

5. Bnanenue: nmokymnarenb 4yBCTBYET ceOsl OTBETCTBEHHBIM 3a yCIEXM Ballei

opranuzanuu [Huba, 2012].

N3 Teopuum MEHEIKMEHTa Mbl MOXEM TMOYEPNHYTh HACHD O TOM, 4YTO
NapTUCUIIATUBHBIE NMPAKTUKHU, TO €CTh BOBJIEUYEHHUE, CIIOCOOCTBYET MOBBIIICHUIO
ypoBHs JIosbHOCTH [[loTynanckas u ap., 2016]. TonbkO B MEHEIKMEHTE peUb UIIET
O BOBJICUCHUHU COTPYIHUKOB B yrpaBjieHue (UpMoH, a B OpeHAUHIe — O BOBJICUEHUN
notpeduresneil B nmpouecc ynpapieHuss OpeHAoM. Y 3apyOexXHbIX HccenoBaresneil
BCTpEYAETCs TEPMUH «mapTucunaTuBHbiil OpenauHr» [Chan-Olmsted et al., 2015]
HapaBHE C «COBMECTHBIM C MOTPEOUTENsIMU co3faHueM OpeHaoB». Oba TepMuHa
TPAHCIAUPYIOT CYTh 3TOr0 (PeHOMEHA: NOTPEOUTENHN U KIIMEHThI CETOJIHSI CTAHOBATCS
COAaBTOpaMH OPEHAOB U UTPAIOT 3HAYUTENBHYIO POJIb B CO3JaHUHU HOBBIX MPOIYKTOB
u cynbOe Openna [Beverland, 2021].

C npyroii cTOpOHBI, CUTyalisl HEOJTHO3HAYHA U POTUBOPEUYNBA, BEAb MOSIBUIUCH U
OTpeNieNIEHHbIE OMACHOCTH, KOTOPbIE TaKXe CTOUT YUYUTHIBATH IPHU pazpaboOTKe
KOMMYHHUKAI[MOHHOM cTpareruu OpeHjaa B OHjaiH-cpene. OCHOBHas OMAacHOCTH
COCTOUT B MOTEpPE KOHTPOJIA Haja OpeHAOM. DTO HampsIMyl CBS3aHO C TaKUM
NOHATHEM, KaK «BUPYCHOCTb» B IHTEpHETE (HEKOHTPOJIMPYEMOE PaCIIPOCTPAHEHHE
KOHTEHTA), UCTOKU KOTOPOM KpaiHe CI0KHO BOBPEMS OTCIIEIUTh U IPEIOTBPATUTb.
be3yciioBHO, HEKOHTPOJIUPYEMBI OTOK MH(OpPMAIIMU HECET yrpo3y pa3MbIBAHUS
OpeHa.

NuTepHeT nam BO3MOXHOCTh (haHataM U «xedtepam» (¢ aHmi. «hater» —
HEHABUCTHHUK) OpeHJa CTaHOBUTHCS IMOJHOLICHHBIMH yYaCTHUKAMU TOJEP KaHUS
€ro UMHJIKA. DTOMY CBHUJIETEIBCTBYIOT OpEHAMPOBAHHBIM KOHTEHT, CO3/1aBacMbIii

ITOJIB30BAaTCIIsIMHU, ny6nm<au1/n/1 Ha CTpaHUlax B COLIMAJIbHBIX ME€AHWa C OT3bIBAMHU 00
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OTIBITE B3aUMONECUCTBUS ¢ OpeHa0M, (paHaTCKuEe COOOIIECTBa, CYyIIECTBYIOIINE Ha
npocropax MHTepHeTa.

[locneanue TEHACHIMM CO3MAIOT PSII MPOOJIEM, KOTOPbHIE BBI3BIBAIOT OMACEHUS Y
uccienopareneil.  Bo-mepBbIX,  CTAHOBUTCA  KPUTUYECKH  HEOOXOIUMBIM
KOHTpoOJIMpoBaTh  auddepennpanuio OpeHaa, TO eCTh HaJeIsAThb OpeHn
OTIMYUTENbHBIMH OCOOCHHOCTSIMH, HalpaBJI€HHBIMA Ha TO, YTOOBI MOTPEOUTEND
MOT OTJIMYaThb €ro OT TOBAapOB OpEHIOB-KOHKYpeHTOB. Ecnu He co3marh
MO3UIIMOHUPOBAaHUE OpeH/Ia, OCHOBAaHHOE Ha cepbE3HOM nuddepeHunanuu, To B
ATOXY COIMALHBIX MEUa MOTPEOUTENN BO3BMYT BepX HaJ yIpPaBICHHEM OPEHIOM.
Kpome 3toro, mocne Bbixoa OpeHJia HAa PHIHOK COLIMAIIBHBIE CETU MOTYT CHUJIBHO
MOBIUATH Ha ero UMUMIK. [lonbp3oBareny CKIOHHBI JOBEPSTh CBOMM KOJJIETaM U
Jpy3bsM, @ HE PEKIAMHBIM co001eHusM. Takum 06pa3oM, OpeHAMHT, OCHOBAaHHBIN
TOJIBKO Ha COOOIIEHMSX CO CTOPOHBI MapKETOJIOTOB, HE OyaeT paborark. ITO BEnET
K TOMY, 9YTO OpEHJBI CTAaHOBATCS «IPO3PAYHEE»: T€ OPEHIBI, KOTOPHIE HE MOTYT
o0ecneunTh MOJJIMHHOE KauyeCTBO U BBICTPOUTH KPENKHUE OTHOILIEHUS CO CBOMMHU
JOSTBHBIMU TTOTPEOUTEISIMH, OYIyT TEPSITh CBOM TO3UIIMH HA PHIHKE.

CTOUT OTMETHTH, YTO B COBPEMEHHBIX PEAUAX MOSBHIIOCH TAaKOE€ TOHATHE Kak
«antu-openaunr» B Wurepuere [Bailey, 2004]. Dt0 Te caiiThl, KOTOpBIE
MPUBIIEKAIOT HETATUBHOE BHUMAaHNE K KOHKPETHOMY II€JIEBOMY OpEH/TY C MTOMOIIIBIO
UCIIOJIb30BaHMs 3alIOMUHAIOIINXCSA JTOMEHHBIX UMEH C HEraTUBHOM KOHHOTALIMEH,
BU3YaJIbHBIX TPUEMOB U JIEKCUKHU KpUTHYECKOTO coepkanus. Co3naHue noJoOHbIX
CalTOB HANpaBiI€HO Ha (POPMUPOBAHME HETATUBHOM MIEHTUYHOCTH OpeHaa Hu
XOpOIIIO JICMOHCTPHPYIOT BO3pOCIIyI0 CHIIy TMoTpeduteneii B MHTepHere
[Krishnamurthy et al., 2009). Bosnekass norpebuteneil B ynpapieHue OpEeHIOM,
OpeHJ-MEHEeKEepPhl MOTYT CTOJKHYTBCSA C PHCKOM pa3MbIBaHUs OpeHaa u
pernyTalmoHHOro ypona. IlpuoOpeTeHue BBITOA OT BOBJCYCHHS ayIUTOPUH B
yrpaBieHre OPEHIOM BO3MOXHO JIUIIb MyTEM CEPhEIHOTO KOHTPOJISI aKTUBHOCTH
nojp3oBareneil. OqHaKo, MOXKHO JIM TOOUTHCS MOJHOLIEHHOTO KOHTPOJISL — BOIIPOC
CIIOPHBIH.

VnpaBneHHe MOJb30BATEIbCKOM BOBJICUEHHOCTHIO M AKTHMBHOCTBIO JOJIZKHO
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IIPOUCXOAUTH HE CTUXUIHO, a IO OINPENEIEHHOMY CLIEHApUIO, OCHOBHBIE NTPAaBUJIA U
YCTAHOBKM KOTOPOTO CErofiHs 10 KOHI@ He TMOHATHBL. Jlnsg pa3BuTus
NOTPEOUTENBCKON JOSIBHOCTH B JIOJITOCPOYHOM MEPCIIEKTUBE OpEH-MEHEKepaM
NPEICTOUT MEPECMOTPETh TE MApKETHUHIOBBIE CTPATErMH, KOTOpbIE padoTain
MHOTHE TOfbl. DTO JI0KA3bIBACT AKTYaJIbHOCTh BCKPBITOM HaMU MTPOOJIEMBI.

HaMm mpencraBiisieTcsi BaXKHBIM PELINATH CIEAYIOIIME 3aJaud: MPEXIE BCEro, HaM
HEO0OXOIUMO TOHSTh OCHOBHBIE PUCKM M YIPO3bl BOBJICUEHUSI MOTpeOUTENeH B
OpEHIUHT, a TakXe OTBETUTh HA BOIIPOC: MOXKET JIM aKTHUBHOCThH MOTpeOuTesei
(monp30BaTeNeil) MoaBaThCsl KOHTPOJIIO WIIM HAMPABIATHCA OpEHI-MEHEKEPOM,
KaKue OTPaHWYECHUS U BO3MOXKHOCTH CErOAHS IPENCTaBICHbI? MOXEM M MBI
co37aTh MPOTHO3UPYEMBIN CIIEHApU pa3BUTHUS TOTPEOUTEIILCKOM AaKTUBHOCTH,
KOTOPBII IIOMOKET HAM JEPKATh CUTYALMIO NIOJ KOHTPOJEM: MOIY4YaTh BBITOABI OT
UCIOJIb30BaHMs MPAKTUKU BOBJICUEHMsI MOTPEOUTENEH B yIpaBleHHE OpEHAOM U
MUHHUMH3UPOBATH PUCKHU ISl camoro oOpennaa?

JlecTBUTENBHO, BOBICUEHHOCTD MOJIb30BATENEH B MpoLiecC yNpaBiIeHUs OpeHIoM
IPUBOJUT K TOMY, YTO KOMIAHUM TEPSIOT yIpaBleHHE HajJ OpeHJaMu, U 3TO
kimoyeBoe nocnencrsue Web 2.0. MoxHO rOBOPUTBH O TOM, YTO OpeHA-MEHEIKEPHI
CETOJIHS UTPAIOT POJIb «XOCTOBY (aHMII. host), To ecTh nepkaresneit OpeH10B, HEXKETH
ux «omekyHoB» (anmi. guardians) [Chan-Olmsted et al., 2011]. Oto Takxe
HNOATBEP)KAAET, 4YTO  OpEeHI-CTpaTeruu  KOMIAHWM  JOJKHBI  YYUTHIBATh
NOJIb30BAaTENIbCKUNA  KOHTEHT, a TakKe MpopaOdOTaHHBIA IUIaH  KOHTPOJIS
M0JIb30BATEIBCKOM aKTUBHOCTH, CIIOCOOHOM MOBJIMATH HA BEKTOP pa3BUTHUS OpeH .
CerogHss MAYT CHOPBI, KAK COLMAJbHBIE MEAUA CKAXYTCS Ha TPaJMLIMOHHOM
Openaunre. CouuanbHble MeAMa — OBICTPO pa3BUBAIOIIEECS MPOCTPAHCTBO, B
KOTOPOM HET YETKOTro MOHUMAaHUsl, B KAKOM HANpaBJICHUH OHO ABUKETCS. Y UEHbIE
OTMEYAIOT, YTO 3Ta TEHJEHLHWsA OKAa3bIBaCT pA3PYLIMTEIBHOE BIMSHUE Ha
ynpasienue Opennom [Kohli et al., 2014]. IlosBnenue Web 2.0 cozmano
KapIMHAJIbHO HW3MEHWJIO TIOBEJEHHE TMOTpeOuTeNed M MX B3aUMOJEHCTBUE C
NuTepHeTOM. AKIIEHT CMECTHICA C MPOCTOr0 NOTpeOJIeHHs Ha CO3[JaHue U

pacnpoCTpaHeHHE KOHTEHTa uepe3 OJOrd M COUUAIbHBIE MEAua, OJHAKO
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yOpaBieHHe OpeHIoM BCE paBHO [ODKHO OCTaBaTbCsid OOS3aHHOCTBIO U
MpeporaTuBoi OPEH I-MEHEKEPOB.

BpeHIuHT, MTHUIUMUPYEMBII TOJIB30BATENSAMHU, JECPKUTCA HA TECOPUU YIIPABICHUS
OpeHnoM Ha ocHOBe wuueHTHYHOCTH [Arnhold et al., 2010]. MpentuunocTth
BBIPAKAETCSI B 3aWHTEPECOBAHHOCTH CTOPOH: BHYTpU OpeHla (COTpYIHMKH,
PYKOBOAMTENH) U LIETEBBIX TPYII (MOTEHIIHANbHBIE U (PaKTUIECKUE TTOTPEOUTENHN).
TpeboBanusi K ympaBiIeHUIO OpEHIOM BO3pacTalOT B DIOXYy TEXHOJOTUH W
HNurtepHera. KOHTEHT, co3aaBaeMblIi MOJIB30BATENISIMU, PACCMATPUBACTCS TAKXKE KaK
TOYKa CONPUKOCHOBEHUSI ¢ OpEHJOM M, CJIEOBATEJIbHO, BIUAET HA BOCHPUSATHE
Openna ayauropueill. bpeHa-MeHemKepsl, CTAHOBICh «MOJAEPATOPAMU» JOJKHBI
pErylupoBaTh aKTUBHOCTH ayJUTOPUHU, a TAKXKE CTUMYIMPOBATh IOJIb30BaTENICH
CO3/1aBaTh KOHTEHT, KOTOPBIA COOTBETCTBYET KOMMYHHUKAI[MOHHON CTpaTeruu
OpeHna.

31ech OrOBOpPUMCS, YTO O€3yCIIOBHO, MOHATHE «YIpaBieHUE OpEHIOM» HAMHOTO
IMpe, 4YeM «yIpaBlieHHE KOMMYHHUKAI[MOHHOM cTparerueid OpeHna», MO3TOMY C
HAyYHOM TOYKM 3pEHUs HAaM HEOOXOIHWMO OIpPEAeUThCA, YTO OHO OyJler
3arparuBarhb, KOTa Mbl oOpalnaemMcsi K BOIPOCY BOBJIEUEHUS TOTPEOUTENEH.
BTopoii acrnekTt, KOTOPBIM IOMICKUT PACCMOTPEHUIO, HOCHUT IPAKTUUYECKYIO
HalpaBJICHHOCTb — HaM MPEACTABISETCS BaXXHbIM YTOYHUTh  KOMILJIEKC
MHCTPYMEHTOB BOBJICUEHUS MTOTpeOUTENeH B ynpaBieHue Openaom. B cBoeil padote
E. K. boGpoga Beiensier online- u offline-uHCTpyMEHTHI MAPKETUHTOBBIX CTPATETUI
BOBJICUEHUS MOKYyMaresieid Bo B3auMoeiicteue ¢ opernom [booposa, 2008]. Cpenu
3TUX MHCTPYMEHTOB: CO3JaHHE BO3MOXKHOCTEH yuacTHsi moTpeOuTesneil B pa3BUTHH
OpeHna KomMnaHuu (BblJadya pPEKOMEHJAlUW, TOJIOCOBAHUE 3a HOBBIE BHU/IBI
IPOAYKIIMU U YIAKOBKH), CO3/IaHHE BO3MOXKHOCTEN 3aKa3a NMepPCOHATU3UPOBAHHOM
MPOAYKIIMU Ha CaiiTe, WCIONb30BAaHUE MHCTUTYTA JMIACPOB MHEHUH, BBIMYCK H
pacchlIKa Karayioros, pekiiama o TB u B apyrux CMU u np. [boGpoga, 2008].
MBI cuuTaem, 4To 3/1eCh BaXKHO Pa3AesisiTh AKTUBHYIO U MACCUBHYIO BOBJICUEHHOCTb,
To ecth pexiaama no TII u B napyrux CMMU, Ge3yciioBHO, paboTaeT Ha CTENEHb

NOTPEOUTENBCKOW BOBJIEYEHHOCTH, HO Hac OyIeT HWHTepecoBaTb aKTHUBHAs
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BOBJICUEHHOCTh, TO €CTh KOTZlda CaM TIOTPEOUTENh CTAHOBHUTCS aKTHBHBIM
YYaCTHUKOM TIpollecca YIpaBieHHs OpEeHIOM — TEM CaMbIM «EBaHTEIHCTOM.
Bompoc coctoutr B TOM, KaKUMH HHCTPYMEHTAMU Mbl MOXEM ATy AKTUBHOCTh
B3pallBaTh WIX AakKe TPOBOIMPOBaTh? Ha 3TOT BOompoc MbI mocTapaeMcs OTBETUTh
B HallIUX MOCIEAYIOMUX paboTax.

N3 mpenpiaymiero MmyHKTa BBITEKAET 3aKOHOMEPHBIM BONPOC — a KaXIbId JIU
noTpeOuTENh MOXET CTaTh AKTUBHBIM YYacCTHUKOM YIpPaBICHUS OpeHIoM?
[Tonmaraem, 4To Jajneko HE KaxKIblid. B HacTodllee BpeMsl HEIOCTATOYHO M3yYeHa
TeMa LEHHOCTEH NOTpeOUuTeNiei, OmpeaeNsionMX HX MOTHBBI Yy4acTBOBAaTh B
npoiiecce OpeHauHra. IMEHHO TIyOMHHOE MOHMMAaHUE dTUX IIEHHOCTEU MOMOXKET
HaM TMOHSITh, 4YTO OYZIET JIe’)KaTh B OCHOBE TEXHOJIOTHI BOBJICUCHUS MTOTPEOUTENEH B
yIpaBlieHHe OPEHIOM JJIS Pa3BUTHS TOTPEOUTEHCKON JOSILHOCTH, TPOIIE TOBOPS
— Kakhe pabouue «pbhluard BO3JICUCTBHUS» Ha MOTpeOuUTeNneld ecth y OpeHa-
MEHEIKEPOB.

Bo6GpoBa roBOpUT 0 TOM, YTO HY>KHO Pa3IeisaTh YIOBICTBOPEHHOCTh OTPEOUTENS U
€ro BOBJICUEHHOCTh. YIOBIETBOPEHHOCTh — 3TO CIIOKOMHOE COCTOSTHUE UHIAUBUA, B
TO BpeMsl KaK BOBJICUEHHOCTH MPEANOJaraeT aKTUBHYIO IMO3UIMIO MOTpeOUTENs,
KOTOPBIY (haHaTUYHO TIpelaH OpeHy, CBSi3aH C HUM SMOIIMOHANIbHO [boOpoBa,
2008], mostomy sBisieTcsl «ambaccagopom» OpeHJa Cpeau CBOMX Jpy3ed u
3HAKOMbIX. VIMEHHO BOBJIEYEHHME M O3HAYA€T BBICOKMI YPOBEHb MOTHUBAIlUU
noTpeOuTeNs.

Takke BaXXHO MOMYEPKHYTh, YTO POCT YIOBIETBOPEHHOCTU HE BCErJa CBSI3aH C
poctoM JosuibHOCTU [boOpoBa, 2008]. DTO BHOBH JEMOHCTPUPYET HaM, 4YTO
JOSUTBHOCTh  OyJIeT JOCTUTaThCs HWHBIMH HWHCTPYMEHTAMH, U MBI B DJIOXY
nudpoBuzanu OM3HECa W MOTPEOUTENEH MOMKHBI MOMBITATHCS 0003HAUYUTH ATU
UHCTPYMEHTHI.

Takum 06pa3zom, MbI MoJIaraeéM, 4To B CJICJCTBUM pa3BUTUs IHTepHETa U TTOSIBJICHUS
HOBBIX MeIHA-TIATGOPM, KOTOPBIE CTANIN TOCTYITHBI MTOJIb30BATENSIM, COBPEMEHHBIE
MapKeTOoJIOTH U OpeHA-MEHEIKepbl OOpeau HOBbIE OTHOCHUTEIBHO HEIOPOTHe

HHCTPYMCHTBI AJIsI BBICTPAMBAHHA W YKPCIIJICHUA 3MOHHOH3,J'IBHOI>1 CBA3U MCXKIY
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notpeburenreM u OpeHgoM. VIMEHHO 3Ta >MOLMOHANIbHAs CBS3b IEPEpacTacT B
HNOTPEOUTEIBCKYIO JIOSIIBHOCTD.

OpHako MHCTPYMEHTApHU «TapTUCUIIATUBHOIO OPEHMHIa» HE /10 KOHIIA U3YYEH U
ONpeAeNEH, YTO BEIET K YIyUIEHHbIM BBIFOJAaM M Pa3pO3HEHHBIM TEOPETUYECKUM
NOJAX0JaM K BOBJICUCHHMIO MOTpeOUTENell B OpEHAMHI ISl MOBBIILIEHUS HX
JosibHOCTH. B Hammx Oyaymmx paboTax Mbl MMOCTapaeMcs BOCIOIHUTH 3TOT
po0eJ1, B CBSI3U C UEM CTaBUM Iepes] COO0H ClIeAYIOIUE 3a0a4u:

° [IPOAHAIU3UPOBaTh COBPEMEHHBIE TEHJAECHUMU U YIPO3bl BOBIICUECHHUS
noTpeduTeNneil B yrpapieHUe OpEHI0M;

° YTOYHUTH CYIIHOCTh ITOHSATUI «BOBJICYEHHOCTH ITOKyNATeNICl B YIIPABICHUE
OpeHI0M», «IIPOLECC BOBJIEUEHHUS MTOKyNaTeNIel B yIIPaBICHHE OPEHI0MY,

° co3laTh KJacCU(pUKALMI0O TOTpeOUTese, AaKkTUBHO Yy4YacTBYIOIUX B
yHpaBICHUHU OPEHIOM IO TUITY LICHHOCTH, OIIPEEIISIIOIIEH UX MOTHUBBI;

° YTOUHUTh KOMILJIEKC HHCTPYMEHTOB OpEeHIHMHra TIpd  BOBJICYEHUU
norpedureseil B ynpasieHue OpeH10M;

° U KaK HWTOT — pa3padoTarh METOAMYECKUE TMOJOKEHHS IO CO3JIaHHIO
MEXaHu3Ma pa3paOdOTKH TEXHOJIOTMIl BOBJIEUEHHUs MOTpEOUTENeld B yNpaBliEHUE

OpeHIOM JJIsl Pa3BUTHS TTOTPEOUTEITHCKOM JIOSTTLHOCTH.
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THE NENETS AUTONOMOUS REGION BRAND: ANALYSIS OF THE
FEDERAL MEDIA AGENDA
In the contemporary world, almost all socio-political processes are subject to

marketization and mediatization. In other words, each actor has a need for its own
representation in the information environment, in the media space. We are getting
closer to understanding the fact: "If you are not in the media space — you do not
exist."

In such conditions, when building a particular brand, it is necessary to take into
account the information agenda that accompanies this process. The brand does not
exist in an information vacuum, rather, on the contrary, it should be embedded in the
information space in order to eliminate contradictions and build a harmonious

image.
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The relevance of the work from the point of view of its practical applicability can be
found in the need to analyze the tourist attractiveness of the regions of Russia in the
conditions of the ongoing coronavirus crisis, and, consequently, the reorientation of
the tourism industry to the domestic market.

The interest in the Nenets Autonomous Region (NAO) is caused by the events of the
last year: an attempt to unite the Nenets Autonomous Region with the Arkhangelsk
Region. During this period, the region has appeared on the federal agenda, which
increased the recognition of the region, firstly. Secondly, it showed a high level of
regional identity of NAO residents: pronounced protest activity during this period
and the use of cultural identity in arguments.

At the moment, the region left the federal agenda again, however, it is logical to
assume that in order to continue pursuit of the idea of its own identity, the region
must build its own agenda and its own image.

Based on this, the goal of our work will be to identify the media component of the
region's brand. To do this, it is first necessary to operationalize the concepts of the
brand and the media agenda, their connections, as well as to analyze the federal news
related to the region.

It should be noted that this study is limited to only a small part of the analysis of the
regional brand regarding its positioning in the information space. At the same time,
for a comprehensive understanding of the brand of a given territory, it is necessary
to conduct a sociological survey and focus group interviews. This will allow not only
to see the ratio of the perception of the region citizens about its brand and the real
brand broadcast through the media, but also to adjust the information campaign. The
importance of the opinion of the residents of the region is due to the fact that it is
they who are its main translators on the spot; in the event of a discrepancy between
the brand's information agenda and the residents' perception of it, the communication
message will be blurred.

Brand of the territory: definition of the concept. Within the framework of
marketing theory, the concept of a brand began to develop in the 1920s and had its

main function of identification with a certain company. Gradually, the functions of
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the brand expanded, they began to talk about the need to create an associative series
between the brand and the manufacturer among consumers, then the issue of
communication between the brand and the consumer within the framework of
pricing, as well as in matters of quality, competitive advantage, etc. was added to
this issue.

Today, brand competence in marketing theory is developing within the framework
of the analysis of the possibilities of implementing brand strategies in the online
environment of new mass media. [4, Pp.72-78]

Studies of the brand of territories appeared only at the end of the XX century, but
already at the beginning of the XXI century it was proved that the purposeful
development of the territory by the state can bring certain benefits. [8, Pp.19]

These benefits are primarily associated with an increase in the investment
attractiveness of the region, the expansion of sales markets for products of regional
manufacturers and, as noted earlier, the development of the tourism industry. [12,
Pp. 67-69]

One of the first scholars who paid attention and began to develop the concept of a
territory brand was S. Anholt. He considered this issue in relation to the formation
of the brand of states and believed that the task of branding is to form and maintain
positive associations in relation to a particular territory. At the same time, the
ultimate goal of branding was to increase the welfare of citizens. [1; p. 272]

In Russia, this concept is relatively new, its development is associated with the
success of the development of this topic and the successful implementation of
specific projects in other countries. [7, C.89-90]

In this study, under the territory brand, we understand "a set of unique qualities,
enduring universal values that reflect the uniqueness, unique original consumer
characteristics of this territory and community, widely known, received public
recognition and are in stable demand by consumers of this territory" [5, p. 66]

At the same time, the formation of the territory's brand takes place on three levels:
1. The initial perception, which is created under the influence of an audio visual

series of information and plays a motivating role;
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2. Secondary perception that occurs when visiting the region, during the
consumption of goods and services produced on its territory;

3. The final perception that arises on the basis of comparing expectations with the
real feelings of the client [10, p. 88]

This study is focused on studying the first level of brand perception, namely, the
information agenda about the region in the federal media in conditions of closed
borders due to coronavirus restrictions and the development of domestic tourism.
Media advertising and the brand of the territory: the connection of concepts.
To create a successful brand of the territory, it is necessary to create a positive
information framework that creates a particular reputation for the brand or tells about
its unique characteristics, while simply informing does not give the desired effect
and does not solve the arising problem [2, pp. 23-24]

Based on this, we consider it necessary to pay attention to the connection between
the brand and the media outlet, which forms the information framework.

The importance of constant monitoring and analysis of media coverage in the
formation of a region's brand is due to the fact that in many respects it is various
types of media that form public opinion in relation to it to one degree or another. In
addition, if we are talking about the federal agenda, it is necessary to understand that
not all regional news go there, but only the most resonant information channels.

So what is a media campaign in the theoretical sense of the word? To begin with, it
1s worth saying that the term itself comes from the general "theory of setting the
agenda", which began to be developed in the writings of Mccombes and Shaw in the
70s of the last century. [6]

This theory, in a generalized form, is aimed at considering the relationship between
what the media covers and what the audience considers important and relevant at the
moment.

Media agenda is a narrower concept. Following E. P. Prokhorov, we understand it as
"the public's representations of a set of problems and judgments, that is, a
comprehensive information picture of modernity as a moment of transition from the

past to the future, of everything that is relevant in reality." [9, P. 38]
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In other words, the media news in relation to our research is what creates at the
federal level a picture of the socio — political life of the Nenets Autonomous Region:
all the most relevant and significant pieces of information.

At the same time, in the conditions of building the brand of the media outlet of the
region, the region itself must control the information that goes to the federal press.
In addition, it is necessary to initiate a positive agenda ourselves.

Researcher Gavra D. introduces the term "social information logistics" or
"communicative logistics" as "complex activity for the effective distribution of
information flows between social actors in order to achieve socially significant tasks,
ensuring the minimization of social and communicative transaction costs". [3, pp.
116-117]

In our case, this socially significant task for the region is to build the brand of the
region itself to receive the listed benefits. Our task in the future will be to analyze
the media campaign and evaluate it from the point of view of the opportunities for
the development of the territory's brand.

The results of the study of the federal media agenda.

Three news agencies were selected for the study of the news media bulletin:
Rossiyskaya Gazeta, RIA Novosti and TASS. The choice of RIA Novosti and TASS
is due to the highest citation rating in the year of 2020 according to the Medialogy
[11], the choice of the Rossiyskaya Gazeta is due to its status as an official publisher.
The study period covers half a year — from January to June 2021.

During the designated period, all three media outlets have published 276 news pieces
mentioning the Nenets Autonomous Region, including 81 news pieces with a
headline about the region. At the same time, most of the news was published by the
TASS news agency. The same news agency was distinguished by an abundance of

negative news about the region. (see Figure 1.)

34



Kypuan Mapkeruar MBA. MapKeTHHTOBOE YITpaBJICHHAE TIPEAIPUSTHEM 2021, BeITyCK 4
Journal Marketing MBA. Marketing management firms 2021, issue 4

NAO in the federal news agenda
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At the same time, the ratio of positive, negative and neutral news in news headlines
has a similar trend. The ratio of all three indicators has approximately equal

estimates with a slight advantage in the positive direction. (see Figure 2.)

Federal news about NAO(news headline)
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Rossiyskaya gazeta!. 11 news pieces about the region appeared in the headlines of
the Rossiyskaya gazeta. Among the positive news were: an agreement with Megafon
on the creation of satellite communications line in the region, the issue of permits
for salmon fishing, a question of payment for the education of disabled children
before receiving a diploma.

Among the negative ones were: news about a cable break on the border with Komi

! Official website of the Rossiyskaya gazeta: https://rg.ru/
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and information about an oil spill.

Neutral news pieces — news about the opening and closing of the winter road,
information about governor’s health after the coronavirus illness.

In addition, one news pieces about the registration of marriages in the villages was
initially published as negative, but then the process of solving the problem was
shown in another article.

General news, where the NAO is mentioned, is more related to the published ratings.
The Region shows positive dynamics in the following ratings: demography, public
procurement, the implementation of the education project, the number of small
businesses, the number of unprofitable organizations, the level of wages, the
availability of mortgages, the number of cybercrimes.

Negative dynamics — an increase in corruption crimes, the number of accidents on
the roads, business during the pandemic, the environment, high demand for
mortgages, incorrect calculation of housing and communal services payments.
There were two publications on the topic of ecology: the first one is on the oil spill,
the second on measures taken in connection with it.

Among the news, we can highlight news pieces that will subsequently affect the life
of the region: the Arctic Hectare (4 news), the construction of a port in Indiga and
the receipt by the Northern Fleet of a separate status of a military district.

Based on this, what can a stranger say about the region as a whole? There is no much
information: it’s difficult to travel there, the Internet here is not very good. At the
same time, the region has a fairly high standard of living — high salaries, the number
of small businesses, the availability of mortgages, etc.

For the tourist attractiveness of the region, these indicators do not mean anything.
The indicators might have their significance when analyzing the choice of a long-
term residence, but not for short-term trips.

It’s also important to note that the are no news about the cultural identity of the

region: holidays, traditions were not mentioned in the news.

36



Kypuan Mapkeruar MBA. MapKeTHHTOBOE YITpaBJICHHAE TIPEAIPUSTHEM 2021, BeITyCK 4
Journal Marketing MBA. Marketing management firms 2021, issue 4

RIA Novosti’. There were 5 news pieces in the headlines about the region. Among
the negative news pieces we can notice the media coverage of the oil spill incident.
Among the positive ones are the governor's statement about the importance of
human capital, the construction of a port in Ingiga and information about the
collection of Arctic cucumbers. Also the news piece about the governor, who has
contracted coronavirus, should be noted.

The NAO region is also mentioned in a positive light in articles about statistics on
housing commissioning (2 news pieces), a small number of crimes, including
murders, a large number of bank deposits, the absence of a problem of deceived
shareholders, the availability of gasoline prices, a low share of overdue loans,
affordable mortgages, high wages (2 news pieces) and the immutability of
commodity prices compared to other regions (2 news pieces), leadership in the
implementation of the Education project and leadership in housing construction.
Among the news, we can highlight the news that will affect the life of the region in
the future: an increase in funding for the improvement of courtyards and the work
of the Pomeranian authorities on the project of a transport corridor with Finland.
The new introductory point for potential tourists (or just people who want to visit
the region) is regions’ security, which, of course, is quite a weighty argument.
However, the news about the use of weapons in educational institutions and
accidents on small aircraft do not quite fit into the generally accepted concept of
"security".

At the same time, the news pieces about the transport corridor project with Finland
look quite optimistic: there is an opportunity for the development of the region in
the future. It should be noted that the governor appears in the news agenda only a
few times, which raises questions about where the region is going and how it plans
to develop its infrastructure.

TASS3. There were 63 news pieces in the headlines about the region. Quite a large

part of these news was because of the oil spill situation (18 news pieces). These news

2 Official website of the RIA Novosti: https://ria.ru/
3 Official website of the TASS: https://tass.ru/
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pieces were included in the pool of negative ones, but it is not exactly right to
consider them completely as such. The general negativity of the situation was
smoothed out by the news about the measures taken and the opinion of experts about
the small scale of the spill. In addition, the news about the budget deficit in the
region, the mention of the region in connection with the corruption scandal related
to Yu. Zhdanov and the first case of death from coronavirus in the region.

Positive news pieces are more related to the topic of healthcare: the course of
vaccination, lower prices for PCR tests, increased funds for healthcare, the
introduction of electronic medical records. In addition, the positive news included
news about the port in Indiga (2), information about improving the quality of Internet
communication, additional financing of the Naryan-Mar-Usinsk road (2), reducing
the number of crimes, negotiations between Gazprom and Lukoil on cooperation in
the district (2), news about the continued operation of local landing strips for small
aircraft.

In addition to making headlines, the topic of the oil spill has also become one of the
key negative topics with the mention of the Region. In addition, negative news was
associated with the rating on corruption, with the rating of regions by the number of
low-income population, the low level of housing commissioning, a decrease in the
indicator of large businesses and the lack of specialists in the field of pediatric
oncology.

The Arctic forums, the history of local residents, low suicide rates in the region and
the preparation of a scientific base for fisheries control in the neighboring region
were on the positive agenda.

On the one hand, the TASS news agency aggravates the negative image of the region
due to a large amount of news about the oil spill, but on the other hand, it represents
some potential for the development of the region. However, this potential is likely
to be not important for a one-time tourist trip, but it may affect the attractiveness of
the region in the future.

Conclusion. During the analyzed period, there were only a few topics directly

related to the region: news about the oil spill, about the construction of a port in
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Indiga and about the pace of vaccination.

The remaining mentions of the NAO region are associated with all sorts of ratings
that generally reflect the problems of the region. For the initial impression of the
region, these indicators are likely to be not so important. However, for those who
have already visited the region, i.e. for a second impression, they will be quite
relevant, since a potential tourist will later make a decision about re-visiting or not
visiting the region, about recommending the region for visiting to other citizens.
Based on this, we consider it necessary to increase the number of positive news about
the region, as well as news related to the activities of the governor. This will create
a clearer picture of the region among citizens of other regions and will attract more
tourists.

It should be noted that the news did not contain news about the cultural life of the
region and its identity based on its ethnic characteristics. For example, the media did
not even have information about the largest event in the region, which many
residents consider to be its calling card - "Buran Day" (this year the holiday
celebrated its anniversary).

Thus, we can conclude that the brand of the Nenets Autonomous Region is very
poorly developed in the media market, its positioning is absent. The overall positive
image of the region is formed only by getting into all sorts of ratings that say very

little about the region tourist attractiveness.
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PROBLEMS OF COMPETITIVENESS AND FINANCING OF THE
CULTURAL SPHERE IN THE GLOBAL ECONOMY

The longer humanity exists, the faster it develops. However, the pace of scientific
and technological progress has never been so significant as in the XXI century, in
the era of globalization, the knowledge economy and the dominance of intangible
assets. As Kjell Nordstrom and Jonas Ridderstrale note in their famous book
"Business in the Funk Style": what was a novelty yesterday, today is almost a "relic".
Such a rapid development of various branches of human activity has become
possible only thanks to globalization. By making the world one and "neutralizing"
the borders of national states as the main obstacles for people, capital and ideas,
humanity was able to combine its efforts to create a new reality. [1] This was also
facilitated by the fact that modern technologies unite us rather than separate us: "we

dress the same here and there, we drive the same type of cars, we watch, damn it,
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the same advertising." [6, p. 10].

Today, when business is becoming more and more active in the New Economy,
approaches to the competitiveness of a market entity are radically changing and the
importance of marketing in the activities of organizations that provide services in
the field of culture is steadily increasing. However, the application of marketing
involves taking into account the specifics of cultural practices, which are manifested
both at the level of understanding the nature of the cultural product, and setting
prices, ways of promoting and mechanisms for distributing cultural products to
target consumer markets. Culture performs the function of forming public
consciousness, with the help of the cultural sphere, the state solves a lot of problem:s,
creates jobs, increases the competitiveness of the country. [3; 10] Culture as a branch
of the economy today attracts close attention, especially since it is a "sphere of
presence" of public interest.

The socio-cultural sphere as a subsystem of the national economy is characterized
by a certain specificity of production factors: the classical triad of J. B. Say is filled
with content adequate to the sphere of culture. First of all, this concerns the personal
factor, which is characterized by a high level of general and professional education.
[13; 14] The share of employees with higher education in the field of culture is
higher than in the vast majority of economic sectors. Due to certain specifics, the
share of women in the composition of employees of this formation is also higher.
The possibilities of part-time work are much wider. At the same time, the
requirements for the quality of services provided by the cultural sphere (including
educational, educational, etc.) are higher than in other industries and types of
activities.

The land and everything that is in it, as a factor of production in the field of culture,
is less significant than, for example, a agro-industrial complex or fuel and energy
complex. However, the drivers of development in the field of culture are precisely
the exceptions to this rule: national parks, protected areas with historical and cultural
monuments, etc. In general, guided by A. Marshall's statement that in a certain sense

there are only two factors of production — nature and man, the following position is
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legitimate: in the field of culture, the personal factor is decisive [11, p.209].

The sphere of culture, therefore, is an integral part of the national economy, the
importance of which is steadily increasing in modern conditions. According to the
report of the Arts and Cultural Production Satellite Account (ACPSA), in the United
States, the sphere of culture (art and cultural economic activity) accounted for 4.2
percent of gross domestic product (GDP), or $ 763.6 billion [22]. Moreover, only
from 2011 to 2015, the share of the cultural sphere in the US GDP increased by
almost 1 percent.

According to a report by the British Arts Council (ACE)29, English museums and
galleries bring in £2.64 billion. in a year and give work to 40 thousand people. Based
on the results of the activities of 2,720 museums, it is estimated that for every £1 of
public investment invested, they create £3 of profit; 36% of all revenues come from
museums funded by the central government, independent museums bring 25%, and
11% come from local museums [19].

Back in 1992, F. F. Rybakov wrote that "for culture, its progressive development, the
definition of the boundaries between the market and non-market sectors is of
paramount importance" [15]. And I must say, this border has not yet been found. The
desire to commercialize many aspects of activity has negative consequences for the
cultural sphere. It should be noted that the availability of entertainment events should
not be a "bargaining chip" when implementing a pricing policy. On the other hand,
in the market environment, such cultural objects as museums, libraries (and even
theaters) master additional functions and become educational and leisure centers
focused on interactive communication. [16]

Features of marketing in a cultural institution. The market and culture,
professional art are not mutually exclusive, and under certain conditions and
approaches can have the character of a mutually beneficial partnership. It should be
borne in mind that the production and circulation of cultural goods and services,
"cultural interactions cannot exist outside the economy, ... cannot be carried out
without the help of economic mechanisms. In this regard, within the framework of

any national economy, as well as in global economic relations, a space for the
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reproduction of certain types and forms of cultural activity is developing — the
economy of culture" [18].

The sphere of culture cannot exist in isolation from the economic context of
development and market conditions. The sphere of culture needs organizational and
economic regulation, the transformation of cultural resources (its assets and
liabilities) with the help of marketing tools into economic assets, the identification
of the contribution of culture to economic development.

The marketing approach is not only the use of cultural resources as a strategic
resource for the socio-economic development of a country (region, city), but also a
way to commercialize cultural resources, including them in market exchange. In
addition to creative industries (entrepreneurship in culture), social entrepreneurship
also contributes to this process: civil initiatives, non-profit organizations (social
enterprises) and commercial organizations with a clearly expressed social function.
Social entrepreneurship is "the use of market-based methods to solve social
problems" [8].

To date, there is no well-established definition of "marketing in the field of culture",
it has not yet been established either in form or in content. Most often, this term is
associated with such concepts as "marketing of services", "social marketing",
"marketing of non-profit entities", "theater marketing", "theater marketing" [2], etc.
The importance of marketing in the activities of enterprises (institutions,
organizations) providing services in the field of culture is steadily increasing.
However, the application of marketing involves considering the specifics of cultural
practices, which are manifested both at the level of understanding the nature of the
cultural product, and setting prices, ways of promoting and mechanisms for
distributing cultural products to target consumer markets. Culture performs the
function of forming public consciousness, and the sphere of culture is the sphere of
presence of public interest. A cultural good, being a public (public) or mixed good,
has the properties of communality. Therefore, there is a need to take these properties
into account when developing and implementing state policy in the field of culture

and providing targeted services, ensuring equal access to cultural goods. Marketing
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is aimed at overcoming the disproportions between the supply (public interest) and
consumer demand. The subject areas of marketing in the field of culture, such as
theater marketing, museum marketing, library (library and information) marketing,
event marketing are sufficiently developed in the literature.

In relation to a specific enterprise (institution) of the cultural sphere, it is
recommended to talk about the marketing of the theater, the marketing of the
museum, etc.since it is based on the tasks to be solved and a specific organizational
structure. There is no special marketing department in the organizational structure
of most cultural enterprises (institutions), and these functions are usually delegated
to development departments.

Depending on the organizational and legal form, some enterprises-autonomous ones
— can independently assess the market situation and demand, set prices for tickets
and complementary services that do not lead to the loss of viewers and contribute to
the acquisition of new ones. Other state — owned enterprises comply with state
standards and are focused on state sources of financial support. In the first case, there
are requirements for the organization of the company's activities that require the
search for new management solutions, many of which can be found in marketing; in
the second case, the duties of the enterprise include the production of certain types
of activities and the provision of prescribed services.

Most enterprises want to increase their efficiency without sacrificing their mission:
"marketing is a tool with which a theater can remain a theater, a museum-a museum,
an orchestra-an orchestra and at the same time survive in market conditions" [7].
The statement is quite categorical, which does not allow enterprises to acquire new
functions. Almost all enterprises (institutions) in the sphere of culture face the task
of resolving the contradiction between the role that society assigns to culture as an
instrument of spiritual and artistic education of a person, and the real place of
enterprises in the culture of everyday life, since culture is beginning to be treated as
a form of leisure. As we can see, the competitive advantages of cultural industries
are created using the "package" model of services, where the service includes the

main service and complementary peripheral (auxiliary and supporting) services. The

49



Kypuan Mapkeruar MBA. MapKeTHHTOBOE YITpaBJICHHAE TIPEAIPUSTHEM 2021, BeITyCK 4
Journal Marketing MBA. Marketing management firms 2021, issue 4

theater, museum, and library are vehicles of public interest and markers of cultural
activity used for international comparisons and by which it is customary to judge the
effectiveness of the activities of the cultural sphere. These types of activities in the
most distinct form represent cultural resources involved in the formation of cultural
capital (embodied, objectified). The theater, museum, library is mostly subjects of
non-commercial activity and, accordingly, the marketing tools of non-commercial
entities should be used, the main task of which is to achieve a balance of three
factors: the needs of customers (users), long-term public interests (delayed results,
effects), economic feasibility (expediency). Marketing of non-profit entities or non-
profit marketing are two terminologically similar, but essentially different concepts.
The main burden falls on internal marketing, because services are associated with a
high proportion of personalized labor. As the name implies, the main subject of
external marketing is the client and is associated with communications with the
external marketing environment. Internal marketing is the philosophy of treating an
employee as a client. Considering the complexity of the transition of enterprises and
cultural institutions to market relations, when the internal philosophy of market
orientation has not yet developed, we suggest using the following definition:
"Internal marketing is systematic actions to overcome the resistance of personnel to
changes, motivation and integration of employees in order to effectively implement
corporate and functional strategies" [17, pp. 219-232].

The use of marketing in the field of culture presupposes the presence of a number of
conditions, the fulfillment of which makes it possible to fully use marketing
methods, namely:

° knowledge of the market of consumers of socio-cultural services, their needs,
requests, discomfort in the field of leisure, culture and creativity;

° knowledge of the missions of sponsors and trustees (state and municipal
bodies, movements, sponsors, patrons) interested in providing services to
consumers; knowledge of the motivation of the trustees (their interests), encouraging
them to provide appropriate support.

Since culture affects many areas, the tools of such subject areas of marketing as
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marketing of services, marketing of professional arts, social marketing, international
marketing (cross-cultural marketing), tourism marketing, sports marketing, political
marketing, marketing of a place (territory) can also be useful. This is where not only
state support is needed, but also state regulation, both directly and indirectly, through
network methods and public policy. [5; 9]

The result of the implementation of the marketing approach is to identify the
relationship between the economy and culture in the context of considering the
contribution of culture to economic growth and socio-economic development of the
country (region, city), assessing the economic and social effect of investments in the
field of culture, which until recently were not so obvious. [3; 14] Culture
significantly contributes to economic growth and it is possible to assess the
contribution of the cultural sphere to economic development through multiplicative
effects.

Digitalization and financing of the cultural sphere. On the one hand, we should
note that digital technologies are one of the ways for artists to reach the target
audience of consumers of their goods or services. It is much cheaper and easier to
rent a "stand" for your product on an Internet platform, where with the help of correct
and high-quality advertising it is possible to reach a larger number of buyers than to
think over and pay for a real room for presenting your product, which inevitably
limits the circle of people who would be ready to purchase it. In 2011-2012, the first
online fairs for meetings of buyers and sellers appeared. These sites were well
supported by a consortium of influential investors, as well as well-known galleries
like Zwirner. Such a method of economic interaction turned out to be effective, as it
became a convenient alternative to galleries and "live" fairs not only for creators,
but also for buyers themselves, thanks to which today we see a developed network
of online commerce in the art industry. For example, in Russia, the method of
shopping via the Internet is becoming more and more popular every year: almost
every Russian aged from sixteen to fifty-five years buys goods in online stores every
six months, despite the fact that this figure is growing every year by 20-30%. [21]

An interesting, but at the same time ambiguous digital innovation for the art sphere
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is the blockchain technology. Blockchain platforms meet the needs of all participants
of the art market, providing unprecedented security and liquidity of transactions.
Such a platform connects the collection management system with a comparison
system and a provenance tracker, which expands the possibilities of art collectors.
[4] The technology in its idea represents an absolutely positive development of the
art market, providing both participants of the transaction to coordinate the details of
the transaction in a safe and reliable environment thanks to interactive contracts
based on the ARTK token. In the fall of 2018, Arteia, a well-known art market
platform, launched such a technological platform for the first time in the world. The
developers themselves believe that such a digital tool will allow people to use art as
an investment. [20]

Considering the positive effect of digitalization on the art market, we must also turn
to the sad experience. A new situation is being formed around exhibition spaces and
exhibitions. While it 1s difficult to believe in this, however, the number of viewers
and experts, students to watch exhibitions from the screens of gadgets in the "online"
mode is gradually increasing. In this regard, in a few years, the audience may split
into those who watch works of art live, and those who are used to doing it via the
Internet. Moreover, the number of the latter will grow inversely proportional to the
number of fans of "live" exhibitions, as they are replaced by a generation of
millennials. The negative impact of digitalization is manifested in the fact that it will
be extremely difficult for private exhibitions and collections to attract a target
audience that will prefer digital resources.

Another problem that the art market faces in the context of digitalization is Internet
nihilism, which, according to many, implies the freedom of the Internet from legal
restrictions. Such a phenomenon inevitably leads to copyright infringement. At the
same time, its protection in the era of digitalization is complicated by a huge number
of additional problems due to the constantly growing need for rapid exchange of
information, which may be complicated due to the lack of access to copies of
copyrighted works, their high cost, and so on. Although there is an active

counteraction to crimes in this area of law, the problem of plagiarism remains
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relevant. Therefore, we can say that digitalization acts as a tool for moving away
from the "purchase and sale" scheme to the model of gratuitous acquisition.
Conclusion. It should be noted that the competitiveness of territories and places
where art objects are exhibited increases, which, in turn, leads to the state's interest
in the development of the art market. Moreover, according to experts, in the long
term, the growth of the art market depends more on the growth of sales volumes than
on possible negative factors (inflation, crisis expectations, etc.), and today a variety
of price segments are developing (not just luxury). [12]

The use of the listed branding principles by the subjects of the art market allows us
to qualitatively increase the efficiency of entrepreneurial activity in this market.
Taking into account the fact that on the one hand, the place for developed brands in
the consumer markets is not limited by a very large number of positions, in the
conditions of relative economic stability in the country (with a negative external
environment), it is possible to predict the appearance of new serious players in the
Russian art market in the near future and the tightening of competition for the
remaining vacant positions (the example of Serov's exhibition at the Tretyakov
Gallery clearly showed the possibility of monetization of psychological income from
the brand in the art market). In this regard, the analysis of existing participants of the
art market and their chances of creating or developing strong brands in order to
obtain super-profits is of particular interest. Therefore, it seems desirable to develop
(in the near future) the foundations of the state policy for the development of the
Russian art market, which will allow us to take more attractive places in the global

market and increase the competitiveness of the country.
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CONCEPTUALIZATION OF INDUSTRIAL POLICY: FORMATION OF
PRIORITY AREAS OF DEVELOPMENT OR CREATION OF
CONDITIONS FOR GROWTH?

The COVID-19 Pandemic, the global economic crisis that is increasingly taking
shape, the ongoing stagnation of the Russian economy and anti-Russian sanctions-
all this once again actualizes the need to comprehend and conceptualize such a
concept as "industrial policy". The denial of state regulation of industrial
development during the first half of the 90s of the last century has long passed, but
it is not necessary to assert that the model of the chosen industrial policy of Russia

1s close to the ideal one. In these conditions, it seems relevant and reasonable to
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attempt to analyze the origins of modern ideas about industrial policy as such

The principal issue, which is included in the title of the work, will be the appropriate
degree of proactivity of industrial policy in modern economic theory and relevant
regulatory acts of different countries. Is industrial policy understood precisely as the
formation of priority areas of development, or should it be limited only to creating
conditions for growth? The importance of this issue is dictated by extremely
significant differences in the methods of implementing such an industrial policy.
Thus, the vertical industrial policy is based on the use of selective measures aimed
at individual sectors of the economy, and the horizontal one is based on a diverse
impact on all its spheres [1]. The question lies in the principles of such serious

discrepancies.

Confirmation of the discussion of this issue in modern economic theory can be found
in the monograph "Industrial policy: approaches to the formation and management
of implementation" by E. N. Starikov, where the author notes that, in general, the
analysis of definitions and interpretations of the concept of "industrial policy" in
legislative documents and works of domestic and foreign scientists allowed us to
identify two main approaches to understanding the essence of industrial policy:
resource-sectoral and institutional [2]. This dichotomy is almost identical to the one
highlighted in the title of this work. Thus, according to the resource-industry
approach, industrial policy is a set of measures of state influence, which is aimed at
improving the structure of the national economy and supporting the competitiveness
of domestic products. In the institutional approach, industrial policy is considered as
a set of system-wide measures that allow the state to influence industrial
development by introducing and organizing the activities of an appropriate system

of institutions [2].

A number of researchers notes serious discrepancies in the interpretation of the
concept of «industrial policy». Such researchers as Pashkus V. Yu, Asadulaev A. B.

and Aliaskarova Zh. A. cite a number of the most indicative definitions [3]:

° «industrial policy is a strategic activity of the state, where the influence on the
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development of industry by sectors, as well as the formation of a "national industrial
portfolio" is the goal» [4];

° «a set of measures of state regulation of economic processes at the sectoral
and corporate level aimed at stimulating innovation activity, structural adjustment of
the economy and economic growthy [5, C. 145];

° «activities aimed at creating framework conditions for economic entities in

the industry itself, and in related areas» [6, C. 64].

After that, the authors give their own generalizing definition: "industrial policy is a
strategic activity of the state, which consists in developing a vector of priorities for
the development of industry and creating framework conditions for its
implementation by economic entities" [3]. Despite the generalizing interpretation,
which combines both poles of the indicated dichotomy, the definition tends more to
the vertical perception of industrial policy, although it contains a reservation on
creating conditions for the implementation of development priorities. This instance
makes it possible to make sure that it is necessary to identify relatively clear
differences between the resource-industry and institutional approaches to the
interpretation of industrial policy. To do this, it seems reasonable to consider them

in more detail.

The resource-industry industrial policy is aimed at:

° development of priority sectors (sectors of the economy);
° improving the structure of selected industries (sectors of the economy);
° structural adjustment of industrial production.

This approach involves the consideration of industrial policy through the prism of
the introduction by the government of certain measures to ensure progressive
changes in the structure of industrial production through the use (redistribution) of
appropriate resources [2]. Among the most cited researchers who adhere to the

resource-industry approach, one can single out O. Graham [7], H. Pak and K. Suggi
[8].
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The resource-industry approach generally corresponds to the most common
understanding of the term "industrial policy" in Western economics and intersects
with the terms"industry" or "sector" policy, which involves state actions aimed at
supporting or developing specific sectors and branches of the economy, according
to researchers. Industrial politicians of Sweden, France, India, South Korea, Japan
and other countries have been examples of "sectoral" policy at various times, since
the second half of the XX century, this has caused a change in the sectoral structure

of the economy of these states [2].

Industrial policy in the institutional approach is a set of system-wide measures that
allow the state to influence industrial development by introducing and organizing
the activities of an appropriate system of institutions [9]. Proponents of this approach
are of the opinion that sectoral priorities lose their significance over time, except for
those related to the security of the country, and as a result, the appropriately
organized activities of the institution's system come to the fore [10]. Regarding the
researchers who adhere to this approach, we can cite the examples of D. Rodrik [11],
J. Stiglitz [12], A. L. Tatarkin, O. A. Romanova [13], V. O. Zavadnikov [14]. In the
definitions of industrial policy within the framework of this approach, it is often
noted that the ultimate goal of institutional transformations is the innovative
development of industry — the transition to the "latest technological order" [11]. The
theoretical basis of this approach is a new institutional theory, the fundamental works

of which are the studies of R. Coase [15], O. Williamson [16] and D. North [17].

Thus, the range of solutions within the framework of the institutional interpretation
of the term "industrial policy" will focus on overcoming institutional constraints that
have a significant impact on the development complex industrial. E. T. Gurvich [18,

C. 352-353] formulated this list of restrictions:

° excessive size of the state and quasi-state sectors of the economy, which
removes a significant part of the subjects from the sphere of market relations;
° the policy of industrial paternalism-support for inefficient industries and

companies, which can manifest itself in soft budget restrictions, for example, in
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compensation for losses of companies affiliated with the state, which will reduce
their incentives to increase competitiveness and block "creative destruction”
(according to J. Schumpeter);

° lack of connection of public administration mechanisms with the economic

result (their weakness).

A number of researchers identify additional problems of the development of the
institutional environment of modern Russia, which have an impact on the

development of its economy:

° «path dependence» — dependence on the trajectory of previous development,
which is manifested, in particular, in the deepening of production and export of
natural resources [19];

° weakness of institutions [20] and the whole institutional environment [ 21];

° institutional traps that have led to distortion of market signals and the

emergence of institutional constraints [10].

In conclusion, it should be said that the origins of the difference in the perception of
the concept of "industrial policy" are complex both within the framework of
domestic economic theory and abroad. The interdisciplinary of research has a special
impact on this area. Thus, the resource-industry approach is determined under the
influence of public administration and management as such, while the institutional

approach clearly traces the influence of institutionalism and political science.
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Crarbsi MOCBSIIIEHa MPOrpaMMaM ayTIJIEHCMEHTa M MX 3HAUYCHUIO B YNPABJICHUU
nepcoHaaoM. PaccMoTpeHbl OCHOBHBIE BUIBI TPOTPAMM Ay TILUICMCMEHTA U 3TAIlbl KX
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mporpaMmm ayTiuieiicMenTa B Poccun B Oyay1iem.

KiroueBble cjioBa: ayTIICHCMEHT, yIIpaBicHUE TIEPCOHAIIOM, MITKOE YBOJIbHCHHUE,
oe3paboTuIa

RePEc: M51
YIK: 331.108.26

69



Kypuan Mapkeruar MBA. MapKeTHHTOBOE YITpaBJICHHAE TIPEAIPUSTHEM 2021, BeITyCK 4
Journal Marketing MBA. Marketing management firms 2021, issue 4

Rahman Khashimi Matiar Mizanurovich,

St. Petersburg State University,

Faculty of Economics, Ind year master's student,
matiar2010@yandex.ru

OUTPLACEMENT AND ITS VALUE IN HR-MANAGEMENT

Abstract

The article is devoted to outplacement programs and their value in HR-management.
The main types of outplacement programs and the stages of their implementation
are considered, as well as the reasons for the emergence and popularity of
outplacement in the West. The article attempts to investigate the impact of the
COVID-19 pandemic on outplacement programs. In addition, a forecast of the
development of outplacement programs in Russia in the future is proposed.
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OUTPLACEMENT AND ITS VALUE IN HR-MANAGEMENT

HecmoTtps Ha TO, 4TO 27IEMEHTHI CHCTEMBI YIIPABICHUS YEI0BEYECKUMU PECYPCaMuU
Pa3BUBAJINCh BEKAMHU M JAXKE THICAYEICTUSAMU C TOTO MOMEHTA, KOIZa BO3HHUKIIO
rocyaapcTBO, TeOpeThuYeckoe OQOpMIIEHUE YIPABICHUE [EPCOHAIOM CTaJlo
MOJTy4aTh JIMIIb HeJaBHO — Ha pyOexe XIX m XX BekoB. M3HavuanbHO peus 1uia
JUIIb O palMOHAIM3alMM HCIIOJIB30BaHUSl TPYAOBBIX pPECypcoB: pabouunit
paccMarpuBaJICsl HA ypPOBHE CTaHKa, MMEIOIIETO BIIOJHE  KOHKPETHBIE
XapaKTEPUCTUKH (CTOMMOCTh 4aca paboThl, KOJI-BO BBIIYCKAaeMOM MNPOTYKIUH),
KOTOPbIE MOXKHO OBLIO YAYUYILIUTh, HapuMep, Oosee 3pGeKTUBHON periiaMeHTauuen
NEepEABUKEHNN BO BpeMsi Tpon3BoACTBa. [[ocTeneHHo Ha CMEHY, WM B IOITOJIHEHUE,
TEXHOKPATUYECKOMY MOIAXOAY NPUXOAUT TYMAaHMCTHYECKUM — cerdac NEPCOHAI
BCE Yalle BOCIPUHUMAETCS B KAUECTBE «INIABHOTO NOCTOSIHUS OpraHu3alun», a
pacxozbl Ha paOOTHUKOB CPaBHUBAIOTCS C TOJITOCPOYHBIMU MHBECTUIMAMM [1, c. 7-
9].

B mupe padbpuunoro npouspoactBa XIX Beka ¢ BHICOKUM YPOBHEM MPENIOKEHUS

Ha PBIHKE TPYJla U JIETKO3aMEHSIEeMOW HU3KOKBaIU(MUIIMPOBAHHOW pabouel CHUIIO
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3a00TUTHCS 00 0COOBIX TPOIEAYPaX YBOJBHEHHS PAOOTHUKOB OBLIO ObI OYEBHUIHO
m3iniHuM. CoBceM apyras cuTyanus ckiiaapiBaercs B 70-80 romax mpoimsioro Bexa
B CIIIA, xorma Ha (oHEe Kpu3Hca 3aHATOCTH UM OJHOBPEMEHHOTO COKpPAICHUS
COLIMAJIbHBIX PACXOJ0B TOCYAApCTBOM KOPIIOPAIIMU OCO3HAJIH HEOOXOIUMOCTh
3a00TUTHCST O Cyab0OE CBOMX YBOJIbHSEMBIX COTPYIHUKOB. [Iporiecc yBonbHEHHS
COTPYIHHKA, MPU KOTOPOM JJIi HETr0 CO3MAI0TCS MaKCUMaIbHO KOMQOPTHBIC
yCJIOBHS, B TOM 4YHCJI€ OOJIer4aeTrcsi MOUCK HOBOTO MecTa palOoThl, MOYYHII
Ha3BaHUE ayTIuiecMeHT [2, c. 41]. O 3HaYeHHWH Nmporpamm ayTILUICWCMEHTA IS
YOPABJICHUSI MEPCOHAJIOM, a Takke 00 MX BOCTPEOOBAHHOCTU 3a PyOEKOM U B
Poccuu, nonier peyb B 3TOU CTaThbe.

3HaueHHe ayTmJjeiicMeHTa AJs Ou3Heca. UTO K€ HU3MEHWIOCh KO BTOPOM
nonoBuHe 20 Beka? s Havanma, OTMETHM, YTO BIEPBBIC ayTIUICMCMEHT OBLI
npumeHeH B CIIIA mnocne Btopoil MupoBOil BOIHBI, KOrja MOHAAOOUIOCH
aJanTUpPOBaTh K MHUPHOW KWU3HU OOJBIIOE KOJIUYECTBO BEPHYBIIUXCS C BOMHBI
npu3bIBHUKOB [3, c. 225]. IlpuumHON K€ TMpeBpalleHusl ayTIUICHCMEHTa B
MOCTOSTHHYIO M OJIHY M3 CaMbIX BOCTPEOOBAaHHBIX PEKPYTHUHIOBBIX YCIYyT (ceryac B
CIHIA aytmieiicMeHT ucnonbizyercs noutd B 80% dupm [2, c. 42]), Bo MHOTOM
SBIIACTCS IUKIUYHOCTh DKOHOMHYECKOTO pa3BUTHS. Bo-mepBbIX, peub uuer o6
HSKOHOMHYECKHX IMKJIAX — TMEePUOAMYECKUX TMOAbeMax M CHajgaX SKOHOMHKHU
(muxel  KonpgpareeBa, JKromisipa), BO-BTOPBIX, O CMEHaX MPOU3BOACTBEHHBIX
CUCTEM, KOT/Ia BBICOKHE 3apIuIiaThl KBATU(PHUIIUPOBAHHBIX COTPYIHUKOB MPUBOIAT K
Pa3BUTHIO TEXHOJIOTHI UX 3aMEHSIONINX — pacTeT 0e3padoTulla, 3apIliaThl Maak0T,
HO 3aTeéM BO3HHUKAET MOTPEOHOCTh B HOBBIX, €Il 0oJjiee KBATH(PUITUPOBAHHBIX
pabOTHUKAX, YTO BHOBb CO3A€T BHICOKHI CIIPOC HAa HUX M POCT UX 3apIuiaT J0 TeX
nop, TMOKa JTO HE CHENAaeT HKOHOMHYECKH IIeJeCO00pa3HbIM  HOBYIO
TEXHOJIOTUYECKYIO PEBOMIOLNIO [4]. DTU LMKIBI HE CUHXPOHU3UPOBAHBI, HO HX
O00BEUHSET TO, YTO B 000MX CITyUasX KOMIIAHUSAM (MHOTHE U3 KOTOPBIX CYIIIECTBYIOT
JECATKH U JaXKe COTHU JIeT) HEOOXOAMMO YBOJBHSATH XOPOIIHMX, CIOCOOHBIX
coTpyaHukoB. [5] IlpuyeM B mepBoMm ciydae, BO BpeMs HOBOTO 3Tama pocTa

HYKOHOMUKH, (PUPME, BOBMOKHO, PUIETCS KOHKYPUPOBATH 32 MPABO HAHATH TOTO e
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COTPYIHUKA, KOTOPBINA paHee ObLT YBOJIEH, @ BO BTOPOM CITy4ae — 3TO MOXKET OBITh
aMb0 TOT e COTPYOHUK, JIMOO €ro JeTH/poJCTBEHHUKH/3HaKOMble. Bo Bcex
BapUaHTaX PAa3BUTHSA COOBITHI HETaTUBHBIA ONBIT YBOJIBHEHHUS MOXET CEPbE3HO
CKa3aTbCsl HAa OOIIEM BOCHPUSATUM KOMIIAHWMU HA pbIHKE Tpyna. [lomuMo KpHU3uCOB,
NPUYUHON YBOJIBHEHHM MOXET CTaTh PECTPYKTypHU3allksl KOMIIAaHUHM, BO BpeMs
KOTOPOM KauyeCTBO B3aNMOJICUCTBUS C YXKE OBIBIIMMH COTPYAHUKAMU MOXKET OKa3aTh
3HAYUTENBHOE BIUSHUE Ha penyTanuio GupMbl. J[OCTOWHO CHpPaBUTHCS C
NOMOOHBIMU ~ TPYAHOCTSIMH ~ TIO3BOJISIET ~ AyTIUICMCMEHT, KOTOpPBIA  IMOMOTaeT
COXPAHHUTh XOPOUIEE OTHOLIEHUE COTPYIHUKA K KOMITAHUH AK€ MOCIIE YBOJIbHEHUSI.
Kpowme Toro, pemarorcest psa Apyrux BO3MOXKHBIX OCJIOKHEHUH, TIOUTH HEU30EKHBIX
P MacCOBOM YBOJIbHEHUHU COTPYJHUKOB:

1. CHIIKAETCSl PUCK CyJ€OHBIX pa30HpaTesIbCTB MO MOBOJY YBOJIbHEHMS;

2. B Clly4ae OBICTPOrO TPYHOYCTPOMCTBA OBIBILIETO COTPYIHHUKA, IMOSBISIETCS
BO3MO)KHOCTh C3KOHOMHTH CpPEJICTBA Ha KOMIICHCALIMM NPU YBOJBbHEHHH (OHHU
3a4acTyl0 JOCTUTAIOT pa3Mepa 2-3 3apabOTHBIX IUIAaT, B TO BpeMs KakK CpeIHUM
pa3Mep 3aTpar Ha ayTIuIecMeHT paBeH 1-1,5 okianam paboTHUKA) [2, c.44];

3. OTCYTCTBHE HEIOBOJILCTBA pa0OTHHKA OBIBIIEH KOMIIAHUEN CBOAUT K HYIIIO
pUCKM ero HeloOpOCOBECTHOTO TMOBEIACHHS B OTHOIIEHUM IPEIbIIYIIEro
paboTtopareris, HapuMep, pasriialieHre KOHPUAESHIIMATIbHOU HH(POPMALIIY;

4. TaKXK€ MOYKHO 3apaHEe OrOBOPUTH C PEKPYTEPAaMHU, YTO COTPYAHUKH HE
JOJKHBI TPYAOYCTPanBaThCs K MPSMbIM KOHKYPEHTAM KOMITAHUU;

5. ayTIUIEMCMEHT OJIarOTBOPHO BIIMSAET U HA TPOU3BOIUTEIBHOCTh OCTABILINUXCS
paboTarh B KOMIIAHUU COTPYJHHUKOB — OHHM MEHBIIE IEPEKUBAIOT, YTO MOTYT
MOCJEI0BaTh 32 CBOMMHU KOJUIETAaMU M HE HAYMHAIOT MCKAaTh 3allaCHbIC BapHUAHTHI
TPYAOYCTpPOMCTBa, MOHMMAsA, 4YTO OO0 3TOM, €CIIM HYXKHO, M03a00TUTCSA cama
KOMIIaHUS;

6. ayTIUIECMEHT B 1I€JIOM CHOCOOCTBYET YBEIUUYEHHIO JOSIBHOTO OTHOIIECHHUS
COTPYAHMKOB K KaJpOBOH IIOJIMTHKE KOMIIAHWM, PA3BUBAET U YKPEIUISET
KOPIIOPATUBHYIO KYJBTYPY.

Hanuuue Y KOMIIaHMH IIPpOIrpamMm HYTHHCﬁCMCHTa AJIs1 YBOJIbHACMBIX COTPYAHHKOB
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JIEMOHCTPHPYET, YTO OHA IICHUT CBOMX COTPYIHUKOB U €11 HeOe3pa3inyHa uX Cyab0a
B KPHU3HUCHBIX CHUTyallUsX. OTO, KOHEYHO, CIOCOOCTBYeT (HOPMUPOBAHUIO
MTOJIOKUTEIBHOTO UMU/IYKa KOMIIAHUH HAa PHIHKE.

IIpouexypa ayrmieiicMenTa. ONpeaenuBIINCh C TEM, YTO AyTIUIEHCMEHT BaKEH U
BBITOJICH HE TOJIBKO ISl YBOJBHSIEMBIX COTPYIHUKOB, HO M JJisi OM3HeEca, JaBaiiTe
Ternepp MNOApPOOHEE IMMO3HAKOMUMCSA C CAMHM IIPOLIECCOM  ayTILICHCMEHTA.
CyliecTBYIOT pa3jiv4Hble BUIbI ayTIUICHCMEHTa, HIKE B TaOIUIE Mpe/CTaBlIeH

OJIMH W3 BapUaHTOB WX Kiaccudukamuu [6, c. 7].

Buapl aytnnencmeHTa
OTKpbITbIN
BHyTpeHHUM BHewHnn
3aKpbITbi (MHAMBUAYAIbHbIN,
Maccosblit NHAMBMAYaNbHbIi BHELHWM, 3aBEPLIEHHbIN)
3aBepLleHHbIN He3aBeplieHHbIM

Pucynox 1. Buoer aymnieticmenma

CaMbIM  OpUTMHAJBHBIM BapUaHTOM ayTIUIEMCMEHTa SBISAETCS  3aKPBITHIA
ayTIUVIEHCMEHT — B 3TOM CJIy4ae caM COTPYIHHUK HE 3HAET, 4TO €ro coOMparoTcs
yBOJBHATh. B OoJbIIMHCTBE CcllydaeB pedb HIET O BBICOKONOCTABIEHHOM
COTPYAHHKE, TOM-MEHEIKepPE, KOTOPbI B KAKOM-TO MOMEHT OKa3aJicsd HEyAOOHBIM
Ui pykoBozcTBa. [IpsiMoe yBoJIbHEHHE MOXKET MMPUBECTU K KOH(IIUKTY C BBICOKUMHU
U3JIEP>)KKaMU, TO3TOMY KOMIIAHUA 3aKa3bIBAET PEKPYTUHIOBOMY ar€HTCTBY CHIEJaTh
Tak, 4TO0 COTPYIHMK YIIEI caM — €My MpeIaraloTcsi BBITOIHbIE BaKaHCHUH,
yCTpauBaroTCs cCOOECeI0BaHUS U OH B UTOT€ BEIOMPAET HOBYIO IOJKHOCTD B IPYTOH
dbupme [7, c. 118]. B cuity cienu@uky IaHHOTO BUAA ayTIJICHCMEHTa OH MOYTH
BCEINa SIBJISICTCS MHIMBHIYaJbHBIM (T.€. YCIyra 3aKa3bIBAaeTCs ISl KOHKPETHOTO
COTPYAHMKA), BHEITHUM (ayTIUIEICMEHTOM 3aHUMAETCsl CTOPOHHEE areHTCTBO, a He

COTPYAHHKM KOMIAHWM) U 3aBEPUICHHBIM (00sI3aTEIbHBIM UTOTOM ayTIUIEMCMEHTa
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JOJI’KHO CTaTh TPYIOYCTPOMCTBO HA HOBOM MECTE pabOThI).

B oTimumu 0T 3aKpbITOr0 ayTIUIEMCMEHTA OTKPBITHIH (T.€. PU KOTOPOM COTPYAHUKHU
3HAIOT, YTO UX YBOJIBHSIOT) MOXET ObITh BHYTPEHHUM WJIM BHEUTHUM, MACCOBBIM UJTN
WHJMBUAYaJIbHBIM, 3aBEPIICHHBIM WM HE3aBEpIICHHBbIM. T.e. ayTIJICHCMEHTOM
MOTYT 3aHMMATbCS COOCTBEHHBIE COTPYIHUKH CIYXObl TIO YIPaBJICHUIO
MepcoHajaoM (BHYTPEHHHMH) WM JJIi 3TOTO HAHMMAETCA BHEIIHSA OpraHu3alus
(BHEIIHMI), MOXET pa3padarbiBaThCsd HMHAMBUAYAJIbHBIM IUTAH Pa3BUTHUS JUIS
Ka)XJIOTO COTPYIHUKA (MHAUBUAYAJIbHBIN) WIM MPOBOJSATCA TPYNIOBBIC 3aHSTHS
(MaccoBbIit), HAKOHEII, 1IEJIbIO Ay TIUVICHCMEHTa MOXKET OBITh TPYIOYCTPOMCTBO BCEX
YBOJICHHBIX COTPYIHUKOB (3aBEPIIECHHBIN) UM TOJIBKO UX MOATOTOBKA U aJlanTaIus
K HOBBIM YCJIOBHUSIM, YTO OOJIETYUT UM YKE€ CAMOCTOSATEJbHBIA MOUCK PabOThHI
(He3aBepuieHHBIN). Ellle oJHUM pa3inyueM NporpaMm ayTIJICHCMEHTa MOXKET OBITh
WX OpPUEHTUPOBAHHOCTh Ha pa3Hble TPYNIbl COTPYAHUKOB — pabovuX,
CIICLIMAJIMCTOB WM PYKOBOJIHUTENEH [6, C. 7].

[Iporpamma ayTriieiicCMEHTa Yaille BCEro CTaBUT MEPE] PEKPYTUHIOBBIM ar€HTCTBOM
(w1 KampoBOM CHYKOO0M KOMIAHHMM) CIEAYIOIIME 3aJa4: ICHUXOJIOrHYecKas
NOJJIEPIKKA, KOMIUIEKCHAs! OLIEHKa COTPYIHHKA, MOATOTOBKA K COOECEAOBAHUIO U
MPOABMKEHUE COTPYIHUKA CpeIu TMOTEHIMalbHbIX paboromarenent [2, C. 43].
OcTaHOBUMCS HA KaXJI0U U3 HUX.

Ilcuxonozuueckas noodepiicka. YBOIbHEHUE TS JIFOOOTO COTPYAHUKA — CHIIbHBIN
CTpEecC, CIIOCOOHBIN BhI3BATh CHMYKEHHE CaMOOIICHKU, THEB UJTU JIaXKe JICTIPECCHUIO.
[TosTOoMy Ha MEepBOM K€ 3Tare MporpaMMbl ayTIJIEHCMEHTa HEOOXOMMO OKa3aTh
YBOJIbHSIEMOMY TTPO(ECCHOHANBHYIO TICUXOJIOTUYECKYI0 TToMoIs. OT peannzanuu
ATOTO ATara 3aBUCUT TO, HACKOJIBKO OBICTPO COTPYAHUK CMOXKET aJalTHPOBATHCS K
MOUCKY paboThl, @ 3HAYUT U YCHEITHOCTh MMPOTPAMMBI ay TINIEUCMEHTA B IIEJIOM.
Ouyenka npogheccuonanvuvlx xauecme compyonuka. Heobxomumo ompenenuTs,
KaKUM OIIBITOM 00JaJaeT BBICBOOOXKIAEMBI COTPYIHHMK M HACKOJBKO OH
COOTBETCTBYET COBPEMEHHBIM TpPEOOBAaHUSM pBIHKA. 3aTeM MJisi COTPYJHUKOB
MPOBOJATCS KOHCYJBTAllUM IO BOINPOCAM Kapbepbl M COCTABISIETCA IUIAH HX

MOTEHIUAJIBHOTO TPYIOYyCTPOUCTBA.
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Iloozomoeka k codecedosanuro. B Poccuun cpeaHuil TpyaOoBOU CTaX yBOJIBHAEMBIX
0 [TPOrpaMMaM ayTIUIEHCMEHTa COTPYAHUKOB cocTaBiseT 10-15 et ans HU30Boro
nepcoHaa u 5-8 yet aia pykoBoaureneit [3, c. 228]. 3a Bpems paboTbl COTpYAHUKA
B ¢upMe CyIIEeCTBEHHO MeHsTCa (opMaTel coOeceloBaHuil, TpeOOBaHUS K
cocTaBieHUI0O U odopmieHuto pestoMe. Iloatomy B xome mporpaMmel
ayTIUIEMICMEHTa COTPYIHHUKA 3aHOBO O0yYarOT KaK IMPaBUIIbHO MPE3EHTOBATH CEO0sl.
Ilpoosusncenue compyonuka. PEKpyTHHIOBOE areHTCTBO pa3MellaeT HHPOPMALIHIO
O couckareile y ceOs Ha caiTe, pacchbUIaeT pe3loME M0 MOTEHIHAIbHBIM
paboTronarensaM, caMO 3aHUMAeTcsl MOUMCKOM BakaHcuil B Mutepnere. Bce 370
CYLIECTBEHHO MOBBIIIAET HIaHChl HAWTHU MOAXOAAIET0 padoToAaTE s [0 CPABHEHUIO
C CUTyalueH, Korja COTPYAHUK UCKAJl Obl MECTO paOOThI CAMOCTOSTENBHO.

Takum oOpa3oM, Mo pe3yibraTaM MPOrpaMMbl ayTIUIEHCMEHTa COTPYAHUK JHOO
HOJTy4aeT HOBOE MECTO paboThI, JINOO y3HAET O TOM, KaK YCTPOEH PBIHOK Tpy/a I0
€ero  CHeUuanu3aluM,  KaKk  HUCKaThb  HOBBIE  BAKaHCUU,  COCTaBHUTH
KOHKYPEHTOCIIOCOOHOE pe3toMe U MpoilTu cobecenoBanue. Hecmorpst Ha 310, CO
BPEMEHEM BO3HHMKJIA JUCKyccHs O (OpPMaIIbHOM peanu3aluyd porpamMmm
ayTIUIECMEHTa U X HEIOCTaTOYHOU 3(P(PEKTUBHOCTH B MEPUOIBI SIKOHOMUUYECKUX
kpu3ucoB [8, c.18]. B wyactHOCTH, OTMe4aeTcs, 4TO HeoOxoguMma OoJbIas
WHIUBUyaJIA3alUsl IPOrpaMM — TaK KaK HEKOTOPbIE COTPYAHUKH MOTYT M TaK
OBITH 3HAKOMBI C MPOIETYPON MOUCKA PadOTHI M IIPOXOXKICHUS COOSCEI0BaHMM, HO
3aT0 J1s1 HUX OyZIeT BayKeH aKIEHT Ha Icuxojiornyeckoi nomomu. Kak nokassiBaror
MCCIIEOBAHUs aBCTPANMMCKUX YUYeHBIX U3 YHuBepcurera Oxuoro Kpecra: onsit
OT MPOrpaMM ayTIUIEWNCMEHTAa y COTPYIHHKOB OBbIBA€T pa3HbId U YTO XapaKTEpPHO,
MO0 UCKIIOUUTENBHO MOJIOKUTENbHBIN, JTM00 MOTHOCThIO HETaTUBHBIN. B nmepBom
clly4ae COTPYAHHUKH JOBOJBHBI, YTO MOIYYUIN HABBIKM MOUCKA PAaOOThI, KOTOPBIX Y
HUX paHblle HEe ObUIO (WM Jake HAITM HOBYIO pabOTy BO BpeMs NMPOTpaMMmbl), a
BOT BO BTOPOM Cilyyae — paboTa ¢ pekpyTepaMu BOCIPUHUMAIACh KaK a0COJIFOTHO
dbopMmanbHas, He MPUBOASAIIAS K KaKUM-THOO peajbHbIM pesynbratam. Jloau us3
BTOpPOIl KAaTe€ropuu rOBOPWJIM, YTO y4acTHE B MpOrpaMMe ayTIuielicMeHTa ObLIOo

«IyCTOM TpaTrod BpEMEHW», «4E€M-TO, MPU3BAHHBIM MPOJEMOHCTPUPOBATH 3a00Ty
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KOMIIaHUHU, HO Ha Jiefie Oecrnone3HbiM» [8, ¢.23]. DTO MOoKa3bIBaET, YTO MPHU 3aITyCKe

MIpOrpaMM ayTILICHCMEHTA HA/IO0 YUYUTHIBATh 3aMHTEPECOBAHHOCTh COTPYIHUKOB B
HUX, MHAU€ pacxojbl HAa ayTINIEMCMEHT PUCKYIOT CTaTh HEONPaBAaHHBIMHU.

Bo BpeMsi HbIHENIHETO KpU3HUCa, BBI3BAHHOIO MAHIEMHUEN KOPOHABHUPYCA, MHOTHE
KOMIIAHUU CTapajuCh HE YBOJBHATH COTPYJHUKOB, a BMECTO 3TOrO CHUXATh
3apIuIaThl BCEMY KOJUIEKTHUBY, BKJIOUasl pykoBogutenei [9]. Hecmotrps Ha 3TO, yxke
k cepenune 2020 roma B CIIA Obuto morepsino 6onee 20 MiaH pabouux MecT, a
ypoBeHb Oe3pabotunibl B ampene jgoctur 14,6% [10]. H3-3a Bo3pocuieit
NOTPEeOHOCTH B MPOTrpaMMax ayTIIEHCMEHTa MPOPUIbHBIM areéHTCTBAM MPHUIIIOCH
B KOPOTKHE CPOKHU aJANTUPOBATh CBOIO PabOTy K YCIOBUSIM JIOKJIayHa — BCJE 32
MICUXOJIOTUYECKU CJIOKHBIM JIUCTAHIIMOHHBIM YBOJIBHEHHEM, HEOOXOAMMO OBLIO
TaKKe TUCTAHIIMOHHO OKAa3aTh MCUXOJOTUYECKYIO TTIOMOIIb, OIIEHKY CIIOCOOHOCTEH
COTpYJHUKA, MPOBeCTH TpeHUHru u T.ja. Cyas mo BceMy, Y MHOTHUX areHTCTB
MOJIYYMJIOCh CIIPABUTHCS € ATOM 3aja4ueil BroyHe ycnemHo [9; 11].

IlepcnexkTuBbl ayrmieiicMedTa B Poccum. IlepBble IpUMepbl NPUMEHEHUS
porpamm ayTiuieicMenTa B Poccum nosiBunucs B 1998 rony [2, c. 42]. Torna u3-3a
KpU3UCAa 3aKpbITh CBOM MPEJICTABUTENbCTBA WJIM 3HAYUTEIBHO COKPATUTh
COTPYIHUKOB B HUX MPUIILJIOCh MHOTUM MEXIYHAPOIHBIM KOMIIAHUSIM U, TaK KaK K
TOMY MOMEHTY Ha 3amajie ayTIUIEMCMEHT ObUT JIOCTaTOYHO PACIpOCTPAHEH, IS
KOMITAaHHUH OBLIIO BAXKHO MPOIEMOHCTPUPOBATH TAKOW K€ BHUMATEIbHBIN MOIX0A U K
MECTHBIM COTPYJIHUKAM.

C Toro momeHnTa B Poccrn mosiBUIICS TTOJIHOLEHHBIA PBIHOK YCIIYT ayTILUIEUCMEHTA,
OJTHAKO €ro IMOTPeOUTEeNsIMU TaK W  OCTAIUCh TIOYTH  HCKIIOYUTEIHHO
MEXTyHapOIHbIEe KoMITaHuU. [10 pa3HBIM OlleHKaM porpaMMBbl ay TIIEHCMEHTa JIJIst
CBOMX COTPYIHUKOB MIPENOCTaBISIOT OT 14% 110 27% paboTaromux Ha TEPPUTOPHUH
Poccun komnanwmii [4]. OgHAKO 3TH 4YKCiIa BKJIIOYAKOT B TOM YHUCIIE U €AUHUYHBIC
NpUMEphl  ayTIUIEMCMEHTA: Ha PETYISIPHOM OCHOBE «MSTKOE€ YBOJIBHEHUE»
MPAKTUKYIOT TOJIbKO 10% koMmanuii, mpudem Junib 2% — JJ1s1 BCEX COTPYIHUKOB.
[Tonapmnstoniee Koau4ecTBO KoMmmaHuil (61%) He KCMONB3YIOT W HE IUIAHUPYIOT

UCIOJIb30BaTh B OyayllieM MporpaMMel ayTiuielicMenTa [12, c. 166].
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Bo3moxno, wMmeHHO modToMy, 1o nmaHHbIM Headhunter, 52% poccuiickux
coMcCKareliel HEraTUBHO OTHOCSITCSI K OJTHOMY W3 MPOILILIX MECT pabOThl U JUIIb
25% xotenu ObI BEpHYTHhCS K pabOTOmaTENtO, KOTOPBIA paHee mx yBommia. 40%
COMCKATEJIeH CUMTAIOT, UTO X MPEABITYIHA paboToIaTEeNh HE IPEATIPUHSIT HUYETO
JIJIS1 TOTO, YTOOBI pacCcTaBaHUE C COTPYIHUKOM «ITPOIILIO Mo-100poMy» [12, c. 164].
Omnpoc Headhunter yxe cpenu paboromareneit mokaszan, uro 27% pabotomareneit
CUMATAIOT, YTO ayTIUICUCMEHT HE COOTBETCTBYET CTpPATErMM KOMIIAHUHU TIO0
YIPABJICHUIO MTEPCOHANIOM, 24% — HUYEro He 3HAIOT 00 ayTiieicmenTe, 16% — He
YBEpEHBI B €10 3(PPEKTUBHOCTHU U €I11€ CTOJIBKO K€ CYUTAIOT ATOT MPOIIECC CIUIITKOM
noporum [12, c. 166].

Jlaxe B TeX Cilydasx, KOrjia ay TIJIEHCMEHT UCIOJIb3YETCsl B POCCUUCKUX KOMITAHUSX,
3a4acTyl0 OH BKJIIOYAET B ce€0si MUHUMAJbHBIA MaKeT MOMOIIM YBOJIbHIEMOMY, B
YaCTHOCTH, JIMIIb B OYEHb PEAKUX CIy4yasX pedb HAET O 3aBEPIICHHOM
ayTiieicMenTe. CyIlIecTBYeT JHM BEPOSTHOCTh M3MEHEHHS CYLIECTBYIOIICH
cutyauuu? ManoBepositHo. Cepbe3HO TMOBIMAT, HAa HEe MOIIM  Obl
3aKOHOJIaTeNIbHBIE MEpbl B 3TOM 0OnacTu (Hampumep, B benpruu momoins B
TPYIAOYCTPOMCTBE COTPYIHUKY IOCJE YBOJbHEHHUs oOsi3arenbHa [12, c. 145]), HO
€Ba JIM 3TO MOXXHO CUMTaTh XOPOIIEW HAEEH B YCIOBHSIX U TaK IMOBBIIIEHHBIX
COIMAJILHBIX 00s13aTeILCTB OM3HECA (B TOM UMCII€ BHICOKOM HAJIOTOBOM HArpy3KH).
Kpome TOro, HeT yBEpEHHOCTH, YTO ayTIUICMCMEHT OyneT BocTpeOoBaH
COTPYIHUKAMU B YCIOBUAX CpaBHUTENBHO (oTHOCUTENRHO EBporibl u CIIIA) Hu3koit

KOHKYPEHLIUU CPEIU BHICOKOKBATU(UPOBAHHBIX CHELIUAIHNCTOB.
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MEKBIOKETHBIE TPAHCO®EPTBI B CUCTEME BIOUKETHOI'O
OBECIIEYEHMA MECTHOTI'O CAMOYIIPABJIEHUSA B POCCHUMU:
HNOJIUTUYECKHUE U DKOHOMUNYECKUE ACIHHEKTbBI

AHHOTALUA

B crarbe paccmarpuBaroTCsi OCHOBHBIE (DOPMBI MEXKOIOHKETHBIX TpaHC(HEpPTOB,
MPEAOCTABISAEMbIX OIO/KETaM MYHUIUNAIBHBIX OOpa3oBaHUN H3 OHOKETOB
cyobekToB Poccuiickoit @eaepannn. OOBEKTOM HUCCIEAOBAHUS SBISIOTCS (POPMBI
MEKOIOKETHRIX TpaHchepToB. Llenbio ucciaenoBaHust SBISETCS HU3YUYCHHUE POJIU
MEXOIOKETHBIX TPaHCPEPTOB B CUCTEME OIOKETHOTO 00ECTeUeHUs MECTHOTO
caMoyIpaBiieHHs. ABTOp MPOaHAIU3UPOBAJ CTATUCTUKY MUHKMCTEpCTBAa (PUHAHCOB
ITpaButennbcTBa Poccuiickoit @enepannu 3a 2014 — 2020 roapl € 160 TPOCICIUTD
U3MEHEeHHe o0bemMa TpaHC(hEpPTOB 3a YKa3aHHBIM TEPUOA C OMpEICICHHEM
3aKOHOMEPHOCTH MX KoyieOaHui. ABTOp mocTpows TpaduK HU3MEHEHUUH
MEKOIOKETHBIX TpaHC(HEPTOB ¢ BU3yalM3aluen s Kaxaoi Gopmel (Ha rpaduke
MOKa3aHbl 00IIHE O0bEMbl, OObEMBI IMOKEPTBOBAHUM, CyOCHMAWil, CyOBEHUHUA H
npyrux TpancdeproB). B craTtee paccmarpuBaroTCs MPUYUHBI U3MEHEHHUS 00beMa
NepeBOIOB. ABTOP MOPOOHO pacCMaTPUBAET MOJTUTHUECKUE ACTIEKThI, CBI3aHHBIC C
pEryIUpOBAaHUEM TTOTOKOB MEXKOIOIKETHBIX TpaHC(]EepTOB.

KinwoueBble caoBa:  MEXOWMKETHbIE  TpaHChepThl, OIOIKET, MECTHOE
CaMOYTIPABJICHHUE, MOKEPTBOBAHUS, CYOCUINH, CYOBEHIIUH.

RePEc: E62
YIK: 332.02, 336.22
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INTERBUDGETARY TRANSFERS IN THE SYSTEM OF BUDGETARY
PROVISION OF LOCAL GOVERNMENT IN RUSSIA: POLITICAL AND
ECONOMIC ASPECTS

Abstract: The article examines the main forms of interbudgetary transfers provided
to the budgets of municipalities from the budgets of the constituent entities of the
Russian Federation. The object of the research is the forms of interbudgetary
transfers. The aim of the study is to study the role of interbudgetary transfers in the
system of budgetary provision of local government. The author analyzed the
statistics of the Ministry of Finance of the Government of the Russian Federation
for 2014 - 2020 in order to trace the change in the volume of transfers for the
specified period with the determination of the pattern of their fluctuations. The
author has built a graph of changes in interbudgetary transfers with visualization for
each form (the graph shows the total volumes, volumes of donations, subsidies,
subventions and other transfers). The article discusses the reasons for the change in
the volume of transfers. The author examines in detail the political aspects related to
the regulation of interbudgetary transfer flows.

Key words: interbudgetary transfers, budget, local government, donations,
subsidies, subventions.
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INTERBUDGETARY TRANSFERS IN THE SYSTEM OF BUDGETARY
PROVISION OF LOCAL GOVERNMENT IN RUSSIA: POLITICAL AND
ECONOMIC ASPECTS

One of the most important factors in the socio-economic development of
municipalities in the state of local budgets, which, in turn, are formed from two
components: own revenues and financial support (grants, subventions, subsidies,
loans, etc.). Many municipalities suffer from the problem of an unformed financial
and economic base, which leads to a worsening of the socio-economic situation,
degradation of the social sphere, and a lack of incentive for the development of the
territory. During the period of the impact of the crisis associated with the COVID-
19 pandemic, the importance of interbudgetary transfers to support territories is
especially increasing. (In this article, the term "interbudgetary transfers" is used in
the context of the region-municipality relationship). One of the main goals of
interbudgetary transfers is to create the initial conditions for balancing municipal
budgets, taking into account the tasks and functions assigned to them. The main
forms of providing interbudgetary transfers from the budgets of the constituent

entities of the Russian Federation to municipal budgets are:

1. Donation (interbudgetary transfers provided on a gratuitous and non-

refundable basis without establishing directions for their use);
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2. Subsidies (interbudgetary transfers provided to the budgets of municipalities
in order to co-finance expenditure obligations arising from the exercise of the

powers of local governments on issues of local importance);

3. Subventions (interbudgetary transfers provided to local budgets in order to
financially support the expenditure obligations of municipalities arising in the
performance of state powers of the Russian Federation, constituent entities of the
Russian Federation, transferred for implementation to local governments in the

prescribed manner);

4. Other interbudgetary transfers (provided to local budgets on the basis of the
laws of the constituent entities of the Russian Federation and other regulatory legal
acts of state authorities of the constituent entities of the Russian Federation adopted
in accordance with them for financial support of the expenditure obligations of

municipalities).

An important innovation of the amendments to the Constitution of the Russian
Federation as a result of the all-Russian vote is the amendment of Article 133, which
enshrines the guarantees of local government to “compensate for additional costs
arising from the performance of public functions and powers of state significance by
local governments in cooperation with public authorities”. The previous version of
the article was exclusively about compensation for additional costs arising from the
implementation of decisions made by public authorities. Thus, this amendment deals
with the funds that are spent on fulfilling tasks in excess of the adopted budget of
the municipality, which gives local governments additional budgetary guarantees
that can make it easier for these bodies to replenish the funds spent on the
implementation of decisions of state authorities. This step is quite logical and
reasonable from the point of view of budgetary policy, as it simplifies the movement
of financial flows. The fact is that these funds were often sent by the region to the
municipality, but in the form of grants, subsidies, and sometimes loans, which put
municipalities in a dependent position, but the introduced norm somewhat weakens

the region's interference in the budget policy of the municipality. Thus, the share of
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“other” interbudgetary transfers will increase due to this innovation in Russian

legislation.

Let us refer to the statistics of the Ministry of Finance of the Russian Federation for
the period from 2014 to 2020. The results of monitoring for the specified period in
terms of the volume of interbudgetary transfers are shown in the summary table
below (Table 1). For the convenience of visualization, the dynamics of changes in

volumes are shown in Diagram 1.

Type of interbudgetary | 2014 2015 2016 | 2017 |2018 |2019 2020
transfers \ year

Total volume of | 2238 2216,2 | 2309, |2 2 3114,7 3
interbudgetary transfers 3 451,5 | 737,2 402,6
(billion rubles)

The total volume of | 63,8 63,4 63,4 63,7 64,5 66 67,4

interbudgetary transfers
(in% of the total income of
local budgets)

Donations (billion rubles) 283 303 324 342,3 |390,8 |437,6 544,6

In% of the total volume of | 12,6% | 13,7% | 14% 14% 14,3% | 14,1% 16%
transfers
Subsidies (billion rubles) 607,2 526,7 533,9 [594,7 |688,6 | 8529 909,2

In% of the total volume of | 27,1% | 23,7% | 23,1% | 24,2% | 25,2% | 27,4% 26,7%
transfers
Subventions (billion rubles) | 1203,5 | 1238,7 | 1293, | 1348, | 1454, | 1546,1 1647,
1 3 5 9

In% of the total volume of | 53,8% | 55,9% | 56% 55% 53,1% | 49,6% 48,5%
transfers

Other interbudgetary | 144,3 147,8 158,1 |171,6 | 203,7 |278,1 299
transfers (billion rubles)

In% of the total volume of | 6,5% 6,7% 6,8% 7% 7,4% 8,9% 8,8%
transfers

Table 1. - Summary table of changes in the volume of interbudgetary transfers for the period 2014
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—2020.

Diagram 1. - Dynamics of changes in the volume of interbudgetary transfers for the period 2014 -

Dynamics of changes in the volumes of
interbudgetary transfers for the period 2014 - 2020
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A sharp increase in interbudgetary transfers has occurred in the last 3 years (2018,
2019, and 2020) In the total volume of revenues of local budgets in 2019, the share
of interbudgetary transfers excluding the return of balances (including subventions)
1s 66.0% or 3,114.7 billion rubles (in 2018 this figure was 64.5% or 2 737.2 billion
rubles). For comparison, this figure in 2020 is 67.4% or 3 402.6 billion rubles. The
indicators for 2014-2017 are characterized by relative stability. In the structure of
interbudgetary transfers for 2020 (Diagram 2.), the share of funds transferred for the
purpose of financial support for the implementation by local governments of certain
state powers of the Russian Federation and the constituent entities of the Russian

Federation in the form of subventions from regional budgets decreased from 49.6%
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in 2019 to 48, 4% in 2020. The total amount of subventions in 2020 increased
compared to 2019 by 6.6% (or 101.8 billion rubles) and amounted to 1,647.9 billion

rubles.

[ | Donations

™ Subsidies

[¥] Subventions
Other

| interbudgetary
transfers

Diagram 2. - Structure of interbudgetary transfers.

Since 2018, there has been a significant increase in intergovernmental transfers for
municipalities. This is generally due to the increase in the share of the item
"Interbudgetary transfers of the general nature of the budgets and the budgetary
system of the Russian Federation" (2.1%) in the structure of federal budget
expenditures for 2016-2018, which is explained by the high growth rate of
expenditures under this item. So, after 2018, the share of interbudgetary transfers in

the budgets of municipalities began to exceed 65%.

Speaking about the political consequences of an increase in the share of transfers in
local government budgets, it should be noted that the decision on the distribution of
grants and subsidies to co-finance expenditure obligations largely depends on the
regional government (administration) and the legislative authority of the subject of
the Russian Federation. In other words, this is one of the instruments of the political
influence of regional authorities on local government, which is not formally part of

the state authorities and stands apart from them. However, in fact, due to financial
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insecurity, the local government, unable to cover the budget deficit with income
items, is forced to follow the instructions of the regional center authorities, which,
if necessary, can revise interbudgetary transfers, not in favor of one or another
municipality. In addition, there is a trend towards the introduction of a performance-
based management system that stimulates competitive relations between local
governments at the same level of government. The transition from "resource
development" and "demonstration of activity" to public administration based on
results presupposes, first of all, the formation of uniform requirements for
understanding the effectiveness of public administration, which is characterized by:
actual management results (final socially significant results; contribution to their
achievement; immediate results), indicators for each of them, their target (or/and
interval) values, as well as the effectiveness of their achievement. In conclusion, the
increase in the importance of interbudgetary transfers for municipalities serves not
only to strengthen the region's control over municipalities but also to stimulate
vigorous activity in the development of territories. The structure of interbudgetary
transfers also includes funds aimed at co-financing projects that have a competitive
basis in the distribution of funds. Such funds are most often provided by
municipalities in the form of a subsidy. An example is the "People's Budget"

program in the Vologda region.

To sum it up, interbudgetary transfers in the "region-municipality" relationship in
recent years have been characterized by an increase in indicators for all forms of
transfers: donations, subventions, subsidies, and other transfers. Their growth
indicates the lack of formation of the municipal revenue base, which is caused by
the disproportionate distribution of taxes between 3 levels of public authority (local,
regional, and federal). The revenues of municipalities on average cover 45% of
budgetary expenditures, the rest of the funds are received by the municipality
through interbudgetary transfers, which in turn, in addition to an instrument for
economic equalization of the budget balance, are also a political instrument to

control municipalities.

89



Kypuan Mapkeruar MBA. MapKeTHHTOBOE YITpaBJICHHAE TIPEAIPUSTHEM 2021, BeITyCK 4

Journal Marketing MBA. Marketing management firms 2021, issue 4
bubaunorpadus
1. Koncturynuss  Poccuiickoit ~ @enepauuu  (MpUHATA  BCEHAPOIHBIM

roocoBanueM 12.12.1993) (¢ y4yeToM U3MEHEHUH, BHECEHHBIX 3aKOHAMHU
Poccniickoit ®@enepanun 0 BHeceHuM u3MeHeHud B Koncturynumro Poccuiickon
®enepanuu ot 30.12.2008 N 6-D3, ot 30.12.2008 N 7-®3, ot 05.02.2014 N 2-D3,
ot 01.07.2020 N 11-®3)// Cobpanue 3akoHomaTeabcTBa Poccuiickoit denepariumy,
01.07.2020, N 31, cT.4398. URL-AJIPEC:
http://www.consultant.ru/document/cons_doc LAW 28399/

2. bromxetHbiii kogeke Poccniickont @eneparun’or 31 urona 1998 . N 145-03
(c m3menenusimu Ha 1 umroms 2021 1., ¢ u3MeHenusmu Ha 15 wmronsa 2021 1) (¢
W3MEHEHUSIMU U JOTMOJIHEHUsIMU, BCTyrmui B cuity 12 uronsa 2021 r)// Cobpanue
3akoHogatenbcTBa Poccuiickoit denepannu. — 03.08.1998. — Ne 31. — ¢1.3823. (Ha
PYCCKOM $I3BIKE. )

3. [ToctanoBnenue [IpaBurenscTta Bonoroackoit obmactu Ne 341 ot 8 anpens
2019 rona "OO6 omnpeneneHUd MyHULIMTATBHBIX 00pa30BaHUi 001acTH, OIOIKETaM
KOTOPBIX MPETOCTABISAIOTCA CyOCHIUU U3 OOJACTHOTO OIOMKETa Ha pealn3aluio
npoekTa "Hapoansiid Oromxet", U pacrpeneieHud cyocuauii" — [DIeKTpOHHBINA
nokymeHT| — URL: https://docs.cntd.ru/document/553238039 (Ha pycckoMm si3bIKE. )
4. AmuackapoBa K.A., AcagymnaeB A.b., Ilamkyc B.IO. IIpombinuienHas
MOJINTHKA: KOHIIENTyaau3alus U MoJIepHU3aIus B yCJIOBUsAX Kpuzuca // ITpobaemMbl
COBpeMEHHOU 3KOHOMUKH. — 2020. — Ne. 2. — C. 73-77.

3. Acanynae  A.b. ConuanbHO-?KOHOMHUYECKasi Oe3omnacHocTh Poccum.
VYyeonoe nocodue — CII0.: KynstUudopmlIpecc, 2020. — 132 c.

6. Berpos T'IO., Jlanues .M. IlpoGnembl ¥ MepCrneKTUBBI KOMILJIEKCHOTO
COLIMAJIBHO-PKOHOMHUYECKOTO Pa3BUTHSI MyHHUIIMNANBHBIX oOpa3zoBanuii B Poccun//
Anamutndeckuii  OromtereHb Copera Depeparuun DenepansHoro CoOpaHus
Poccuiickoit ®enepanun. 2007. Ne 2 (319). C.30-32. (Ha pycCKOM S3BIKE.)

7. I'ytHukoBa E.A. AkTyanbHble TpoOJEeMbl COLUATBHO-3KOHOMHYECKOTO

pa3BUTHS MYHUIIMIAIBHBIX 0Opa3oBaHuit// [IpoOnembl pa3BUTUS TEPPUTOPHH. -

90



Kypuan Mapkeruar MBA. MapKeTHHTOBOE YITpaBJICHHAE TIPEAIPUSTHEM 2021, BeITyCK 4
Journal Marketing MBA. Marketing management firms 2021, issue 4

2011. —Ne 2. — C.34-45. (Ha pyCCKOM S3BIKE. )

8. Urnaroea A.M. Ormnenka 5(GGEKTUBHOCTH  OpPraHOoB  BIACTU U
TOCyIapCTBEHHBIX ciyxammx // Mapketunr MBA. MapkeTuHroBoe ympasjieHHE
npennpusitueM. —2017. — T. 8, Ne3. — C. 94-114.

0. DKOHOMHYECKasi TMOJIMTHUKA. YYEOHUK W TPaKTUKyM i OakajnaBpuara H
maructparypsl / [lon pen. A.H. JIskuna. — M.: FOpaiit, 2020. — 432 c.

10.  HOsxaxoB B.H. ['ocynapcTBeHHOE ynpaBiieHHE 1O pe3ybraraM: MOACNb s
Poccun// Borpocsl rocyaapcTBEHHOTO M MYHHUIIMIAIBHOTO yrpasieHus. - 2016. —
Ne 2. - C.165 - 174.

11. HWudopmarus o pe3yabrarax MOHUTOPUHTA UCTIOIHEHUS MECTHBIX OIO/KETOB
U MEXKOIKETHBIX OTHOIIEHUH B cyObekrax Pocculickoit ®eneparuu  Ha
PErMOHaIbHOM W MYHUIIMMAIbHOM YpoBHiX 3a 2020 ron// OdunuanbHbI caiT
MunucrepctBa punancoB Poccuu. 28 utomnst 2021 roga — [DNeKTpOHHBIN JOKYMEHT |
— URL https://minfin.gov.ru/ru/document/?1d 4=133645-
informatsiya o rezultatakh provedeniya monitoringa ispolneniya mestnykh byu
dzhetov_ 1 mezhbyudzhetnykh otnoshenii viyevi volt

12.  Odummansueiii cait denepanbHOro KazHaueWcTBa - [DIEKTPOHHBIN
JTIOKYMEHT| - URL.: https://www.roskazna.ru/ispolnenie-
byudzhetov/konsolidirovannyj-byudzhet/

13. Pesynmbrarel MOHMTOpHMHTa MECTHBIX OromkeToB // OdwunuanbHbIN CcalT
MunnctepctBa ¢puHancoB Poccun. 28.06.2021 — [Dnexrponnsiit pecype] — URL:
https://minfin.gov.ru/ru/perfomance/regions/monitoring_results/Monitoring_local/r
esults /

References:

1. The Constitution of the Russian Federation (adopted by popular vote on
12.12.1993) (taking into account the amendments introduced by the Laws of the
Russian Federation on amendments to the Constitution of the Russian Federation of
30.12.2008 N 6-®K3, of 30.12.2008 N 7-®K3, of 05.02.2014 N 2 -®K3, dated
01.07.2020 N 11-®K3) // Collected Legislation of the Russian Federation,

91



Kypuan Mapkeruar MBA. MapKeTHHTOBOE YITpaBJICHHAE TIPEAIPUSTHEM 2021, BeITyCK 4
Journal Marketing MBA. Marketing management firms 2021, issue 4

01.07.2020, N 31, Art. 4398. URL:
http://www.consultant.ru/document/cons_doc LAW 28399/

2. Government of the Vologda Region Resolution No. 341 of April 8, 2019 "On
the determination of the regional municipalities, the budgets of which are provided
with subsidies from the regional budget for the implementation of the" People's
Budget "project, and the distribution of subsidies" — [Electronic document] — URL:
https: / /docs.cntd.ru/document/553238039

3. Budget Code of the Russian Federation "of July 31, 1998 N 145-®3 (as
amended on July 1, 2021, as amended on July 15, 2021) (as amended and
supplemented, entered into force on July 12, 2021) // Collection of legislation of the
Russian Federation. — 03.08.1998. — No. 31. — Art. 3823.

4, Aliaskarova Zh.A., Asadulaev A.B., Pashkus V. Yu. (2020) Industrial policy:
conceptualization and modernization in the conditions of the crisis. — No. 2. — Pp.
73-717.

5. Asadulaev A. B. (2020) Socio-economic security of Russia. Textbook. — St.
Petersburg: Kultinformpress.

6. Vetrov G.Yu., Lantsev D.M. (2007) Problems and prospects of complex socio-
economic development of municipalities in Russia // Analytical bulletin of the
Federation Council of the Federal Assembly of the Russian Federation. — No. 2
(319). — Pp. 30-32.

7. Gutnikova, E.A. (2011) Actual problems of socio-economic development of
municipalities // Problems of development of the territory. — No. 2. — Pp. 34-45.

8. Ignatova A.M. (2017) Evaluation of the effectiveness of government bodies
and civil servants // Marketing MBA. Marketing management of the enterprise. —
Vol. 8, No. 3. — Pp. 94-114.

0. Economic policy. Textbook and workshop for Bachelor's and Master's degree
programs (2020) / Ed. By Alexandr Lyakin. — Moscow: Yurayt.

10.  Yuzhakov V.N. (2016) Public administration by results: a model for Russia //
Issues of state and municipal administration. — No. 2. — Pp. 165 - 174.

11. Information on the results of monitoring the execution of local budgets and

92



Kypuan Mapkeruar MBA. MapKeTHHTOBOE YITpaBJICHHAE TIPEAIPUSTHEM 2021, BeITyCK 4
Journal Marketing MBA. Marketing management firms 2021, issue 4

interbudgetary relations in the constituent entities of the Russian Federation at the
regional and municipal levels for 2020 // Official website of the Ministry of Finance
of Russia. July 28, 2021 - [Electronic document] - URL
https://minfin.gov.ru/ru/document/?id 4=133645-

informatsiya o rezultatakh provedeniya monitoringa ispolneniya mestnykh byu
dzhetov_i_mezhbyudzhetnykh otnoshenii_viyevi_volt:

12.  Official website of the Federal Treasury - [Electronic document] - URL:
https://www.roskazna.ru/ispolnenie-byudzhetov/konsolidirovannyj-byudzhet/

13.  Results of monitoring local budgets // Official site of the Ministry of Finance
of Russia. 06/28/2021 - [Electronic resource] - URL:
https://minfin.gov.ru/ru/perfomance/regions/monitoring_results/Monitoring_local/r

esults/

93



