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BBEJEHUE
AKTyaJIbHOCTH TeMbI HCCJIEI0BAHUS

AKTyaﬂbHOCTb TEMBbI UCCJICAOBAHUSA OMPECACTACTCA '-Ipe?;BbI‘laﬁHO BBICOKOM
CIIOKHOCTBIO ~ COBPEMEHHOTO  Tpollecca  YNpaBIE€HHS  TEPPUTOPHSIMH,
HEO00XOIMMOCTBIO obecnieyenns  3(h(HEeKTUBHOTO CpEeHECPOYHOTO u
JIOJITOCPOYHOTO TUIAHUPOBAHHMS B YCIOBHSX PACTyLIeH I700aNIbHOM KOHKYPEHIIUH,
KOTOpas, B CBOIO ouepenb, TpedyeT pa3paboTKM CHENUaIbHOTO HAyYHOTO
MHCTPYMEHTapusi H TIyOOKOTo, MEXIMCIMIUIMHAPDHOTO aHaINW3a JaHHBIX
IIPOLIECCOB.

KonmyectBo (pakTopoB, KOTOpBIE CIEAYET YYUTHIBATh MPH IUIAHHPOBAHUH
COIMAIEHO-9KOHOMHYECKOT0 Pa3BUTHSI TEPPUTOPHIA, BO3PACTACT MOCTOSHHO. JTO:
BBICOKasA JUHaMHKa u HECPaBHOBCCHOCTH COMAJIBHO-3KOHOMHUYCCKUX 14
MOJIMTUYECKUX  TIPOIECCOB,  CBEPXOBICTPHI  WHPOPMAIMOHHBIH  OOMeEH,
ompenensomuil HeoOXOAUMOCTh OIEPAaTUBHOTO NPHHATHS  YIPaBICHYECKUX
peLIeHUH; IOCTOSHHO PacTylIMe CTaHAApPThl KayeCTBA JKU3HU, KOTOPbIE AUKTYIOT
eme Oosiee BBICOKME TPEOOBAaHMS, NMPEABIBISIEMbIC HACCICHUEM K PELICHHSIM
OpraHoB FOCy)IapCTBeHHOﬁ )44 MyHHHHHaHLHOﬁ BJIaCTH; pocT BIIMSAHU A
BHELTHETIOJIMTHYECKUX M BHELIHEAKOHOMUUYECKUX IIPOLIECCOB Ha COCTOSIHUE JIEN B
HKOHOMHMKE ¥ COLMaIbHON cpepe KOHKPETHON TEPPUTOPUH. DTH U MHOTHE APYTHE
(baKkToppl MPEmONpPENENnIN ITOTPEOHOCTh B  IOCTOSIHHOM IIONCKE HOBBIX
3¢ GEeKTUBHBIX HHCTPYMEHTOB ¥ METOJIOB YIIPABJICHHUS pa3BUTHEM TEPPUTOPHH U, B
YaCTHOCTH, OOpaTWiIM BHUMAaHHE KaK O3KCIEPTHOTO COOOIecTBAa, TaKk H
HpCIICTaBI/ITCHeﬁ BJIaCTH Ha PBIHOYHBIC WHCTPYMCHTEI, IIO3UTUBHO
3apeKOMeHIoOBaBIIne cebs B cdepe KOPIOpaTHBHOTO YIpaBieHusA. B ux psamy
0co00€ MECTO CEerojHs 3aHMMAalOT MapKETHMHI M OpEHAMHI TepPUTOPH.
AKTyanpHOCTH pPa3pabOTKM W BHEAPEHUS MIAaHHBIX CTPAaTeTHil OKa3bIBAETCS
HaMpsIMYIO CBSI3aHA C BKIFOUCHHEM OTAENbHBIX TEPPUTOPHUL (0T MyHHIIUIATUTETOB
JI0 HAIMOHAIBHBIX TOCYAAapCTB W HaJHALMOHAJBHBIX PErHOHOB) B MpOLECC
r7Io0anbHOM KOHKYPeHLMM 3a pecypchl W CTpeMJIeHHEM c(opMHpOBaTh y
pa3IMYHBIX TPYNI KaK IOTEHIHAIbHBIX, TaK M aKTyalbHBIX HOTpeOHuTenei

YCTOHYMBBIE TNPEJCTaBICHUS 00 YHHKAIBHOCTH JAaHHOW TEpPpPUTOpUH, ee
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KOHKYPEHTHBIX NPEHMYIIECTBaX M IMEPCIEKTHBAX WHBECTUIIMH B €€ pa3BUTHE.
OTcroia 3aKOHOMEPHO, YTO JAHHBIE HHCTPYMEHTBHI YIPABICHUS TEPPHUTOPHUSIMU
TPaJUIMOHHO pAcCMATPUBAINCH B JOBOJBHO Y3KOM PBIHOYHOM  AaCICKTe,
MPENONATaBIIeM MPEACTABICHHE TEPPUTOPHU B KAYECTBE CHEHUPUIECKOTO
TOBapa, KOTOPBIA CIEAyeT HauOOJiee BBITOJHO «IPOJATH» MOTPEOUTENIO, IO
AHAJIOTHH C APYTUMHU BHIAMH TOBApOB.

CreneHb pa3padoTAHHOCTH TeMbI HCCJIET0BAHMS

AOCOIOTHOE ~ JIOMHHHPOBAaHHE TaKOro IMOJXOJa Ha  HPOTSHKCHUH
1990-x - mavasa 2000-X IT. JOKa3bIBa€T OCHOBHOM MacCUB MCTOYHHUKOB IO JAHHON
npobnematrke. Cpean 3apyOeKHBIX HCCIETOBAHUN M0 MAPKETUHTY M OpPEHAUHTY
TEPPUTOPHI MOXKHO BBIICIUTH TPYAbl TAKAX 3KOHOMHCTOB M MAapKETOJIOTOB, KaK
JI. Aaxep®, K. Acurynn?®, C. Amxonsr®, T'. Amsopr”, JI. Bpayn®, K. Kemnep®,
O. Komep7, A. J'IyKapeJmI/I8 U Jp.

Kpome TOoro, Ha 3amame CErofHs H3JAIOTCA OKOHOMUYECKHE U
MapKETHHIOBbIC HAy4YHBIC JKYPHAIbI, HEMOCPEICTBCHHO IIOCBSIICHHBIC TaHHOW
npoonematuke: «Journal of Place Management», «Place Branding and Public
Diplomacy» u 1ip., 4TO emie pa3 MOoATBEPIKIAET BBICOKYIO BOCTPEOOBAHHOCTH 3TOTO
HANpaBIICHHUS HCCIICAOBAHMN Kak B OJKCIIEPTHOW Cpele, TaKk H CPeau
YIIPABJICHIIEB - MPAKTHKOB.

OnHaKko U B paMKaX SKOHOMHUYECKOW METOOJOTHH JIAJIEKO HEe BCE aCHeKThI
HCCIICMOBAHUS TEXHOJOTMHA MapKeTHHra W OPCHIMHIAa TEPPUTOPUN PaCKPBITHI
nonHOCThI0. Ha ceropusimnuii neHb He pa3paboTaHa TEPMUHOJIOTHS, KOTOpast

ObUTa OBl TOCTATOYHO YCTOMUYMBON M OOIIETPHHATON Ia’Ke B METOMOJOTHYCCKUX

! Aakep JI. Co3nanue cHIbHBIX OpeHIoB.— M.: M3narenscknii qom I'pebennnkosa, 2003. — 340 c.
2KOTnep ®., Acttynn K., Peitn W., Xaiinep JI. Mapkertunr mect. IlpupiedeHne MHBECTHLMH, NPEANPHUSITHH,
JKMTENIeH M TYpHCTOB B TOpOZa, KOMMYHBI, peruoHsl M crtpanbl Eppombl. — CII6.: CTOKrogbMcKas IIKoJIa
skoHOMHKH, 2005. — 382 c.
® AHxoIBT C., Xunpaper Jl. bpenn Amepuka: Math Bcex OpennoB. — M.: JloOpas kuura, 2010. — 232 c.
4 Ashworth G. J. (2010). .Personality associations as an instrument of place branding: possibilities and pitfalls.
Towards effective place brand management.. Branding European Cities and Regions. Cheltenham, UK: Edward
Elgar Publishing, pp. 222-33.
5 Bpayn JI. Umumx — myTs k yenexy. — CII6.: [Turep-npecc, 1996. — 284 c.

Kennep K. Ctparernuecknii 6peH1-MeHEUKMEHT: CO3aHNe, OLCHKA U YIPAaBICHHE MaPOYHBIM KauTanoM. — M.:
Bunbsamc, 2005. — 704 c.
" Kotler P., Armstrong G. and others Principles of marketing. — London, Prentice Hall, 1993.
& Lucarelli A, Berg P.O. (2011). .City branding—a state of the art review of the research domain. Journal of Place
Management and Development, No. 4(1), pp. 9-7.



rpaHUIlaX KOPIOPATHBHOTO MAapKETHHIA;, IIHPOKO JUCKYTHpyeTcs Tpobiema
OTIpe/IeNICHHUs] CHCTEMBl KPUTEPUEB OICHKH J(PQPEKTUBHOCTH MAapKETHHTA W
OpeHAMHra TEPPUTOPUU, OCTAETCS HE TMOJHOCTBIO PACKPBITHIM  BOIMPOC
B3aMMOCBSI3M HCIIOJIG30BAHUS STHX MHCTPYMCHTOB U JHHAMHKH Ka4eCTBa JKHU3HH
HaceJIeHUs.

B Poccun MapKETHHT TEPPUTOPHIA TaKxKe pa3pabatsIBaics
MPEUMYIIECTBEHHO B OSKOHOMHYECKOM KIFOYe, 9YTO IIOKA3hIBAIOT PaOOTHI
J1. B. BH3raHOBa9, T. B. MeLL[epHKOBalO, 10. T. HHKHd)opOBOP"I.“, A. K. CTaCLlZ,
T. B. CanyK13, H. B. THXOHOBOﬁ14, O.V. IOJ'II[aH.IeBOﬁlS u np. HenocratoyHoCTb
Takoro Tmoxaxoia od4eBuaHA. CTpaTermueckoe  IUIAHUPOBAHWE  Pa3BUTHS
TEPPUTOPHH, ONpE/CIeHNEe €€ MecTa B CHCTeME TJI00abHOW KOHKYPEHITHH
SIBIIIETCS B TIEPBYIO OYEpEab PE3yIbTATOM CHCTEMBI MOJUTHUECKUX PEIICHUH U He
JTOJDKHO TIOATOMY BBITIAJIaTh U3 MPEIMETHOTO TIOJIS MOJTUTHIECKON HAYKH.

Bmecre ¢ Tem paboT 1O MapKeTHHTYy W OpeHIWHTY TEpPHTOPHA,
HAlMCAHHBIX B pPYyCIie TMOJUTOJOTHYECKON METOAOJIOTHH, CETOTHS YpPEe3BBIYAHO
Mano. K Hambosee 3aMeTHBIM W3 HUX MOXKHO OTHECTH MOHOrpaduro «mMumx
peruoHoB Poccun: MHHOBaIMOHHBIC TEXHOJIOTUU U CTPATErUU PEOPEHAMHIay IO

penakiueit 1. A. Bacuenko™®, paboter E. B. Illecroman™, T. A. M0p03OBOI7118,

° Busranos JI. B. Bpenaunr ropona. — M.: @ona. MHCTHTYT 3K0HOMUKH ropoaa, 2011. — 160 c.

Busrainos /1. B. Mapkerunr ropoga. — M.: ®ona. MHeTuTyT 3k0HOMUKH Topoza, 2008. — 110 c.

10 Memepsixos T. B. Konrenuus cTpaTerudeckoro ymnpasineHus uMumkeM ropoga. — CII6.: Mado-Jla, 2006. —
112 c.

MemepsikoB T. B. TeppuropuanbHblii MapKeTHHI KaK Pa3HOBUIHOCTh I'€OMApKETHHTa: CYIIHOCTb M pa3BHUTHE
TEPMHHOJIOTHYECKOTO anmapara // BecTHuk sxoHoMudeckoit nurerpamuun. — 2009. — Ne§(18).

1 Huxkudoposa I'. 10. Ouenka sddexruBHocT Operaunra tepputopun // KpearusHas sxoHomuka. — 2011. —
Ne10(58).

12 Crace A. K. Hosas repaibJuKa: Kak CTPaHbl, PETHOHBI M TOPOJa CO3MAI0T M Pa3BUBAIOT CBOM OpeHIBl. — M.:

I'pynma U/T, 2009. — 208 c.
© Casuyk T. B. Teppuropuansuslii mapkerunr. — CII6.: ITutep, 2009. — 368 c.
14
Tuxonosa H. C. BpenmuHr tepputopur U oueHKa ero 3pGEeKTUBHOCTH: AWCC. KaHI. dKOH. Hayk. — CIIO.,
2007. — 19c.
% fOnpamesa O. V., Memepskos T. B. HucruTynHMoHanbHas KOHLEHLMs YIPABICHHS TEPPUTOPHAJIBLHBIM
mapkerurrom // Bectuuk BOY um. U. Kanra. — 2011. — Ne3.
IOnnamesa O. V., Hukudoposa C. B., Hukudoposa I'. }0. DxoHoMmHueckas oleHka Openia tepputopuu // bpenn-
MeHeKMeHT. — 2013, — Ne3.
Vmumpk pernoHoB Poccuu: MHHOBALMOHHBIC TEXHOJNOTMM M CTpareruu peOpenaunra / mox pex. M. A.
Bacunenko, — M.: MexayHapoaHsie oTHomenus, 2016.
17 .
lecroman E. B. Teoperuyeckue npoGieMbl HCCIIEI0BaHMs OIUTHIECKUX 00pa3oB // OBpasbl roCyaapeTs, HALMIA
u ujepos. — M., 2008.
1 Mopososa I'. A. IIpakruyeckue MapKeTHHIOBbIe TexHosoruu B pernone. — H. Hosropox: usn-so BBAI'C, 2010.
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JuccepTalMoHHble uccienoanus H. A. AnjgpuanoBoit ¥ B. H. J'[smoposazo,
T.B CanyK21, M. B. HKOBneBaZZ, B. 1. nyaHOBazs, A. M. Cy31x124, Onnako,
NPOBE/ICHHBIA ~ AaBTOPOM  aHAIM3 NPEACTABICHHBIX pabOT ToOKas3aj, uYTo
MPaKTUUYECKH BCE OHH  IOCBALIEHbl  U3YYEHHUIO  TEXHOJNOTHUECKHX U
MHCTPYMEHTAJIBHBIX aCIEKTOB (POPMUPOBAHMS MOJIUTHYECKOTO MMHJDKA PErHoHa.
Ilpu »TOM, KpaiiHe caab0 packpbITa mpodiaeMa OLEHKH AS(PPEKTUBHOCTH
MapKeTHHI'a U OpeHJUHIa PEeTHOHOB, OCOOEHHO B MOJMTHYECKOM acrekre. He mo
KOHI[a pa3paboTaHa KOMIUICKCHAsI CHCTEMa KPHUTEPHUEB, IO KOTOPBIM MOKHO OBIIO
Obl TpPOBECTH CpPaBHUTEIBHYIO OLEHKY J(QQEKTUBHOCTH MapKeTHHIa U
peOpeHanHTa B COCTaBe OOIIEH CTpaTerMu PerMOHATIBbHON MONUTHKH Pa3BHTHAL
OTOT HEZOCTATOK TPHU3BaHA BOCIONHUTH JaHHAS IUCCEPTAIMs, B CBA3M C YEM
aBTOPOM OBLIH CPOPMYITUPOBAHEI CIECAYIOMAs Hedb H 32124l UCCIeI0BAHUS.

Henap quccepTalMOHHOIO MCCJIENOBAHMS 3aKIIOYACTCSA B J0KA3aTEIbCTBE
THIIOTE3bl O TOM, YTO OpEHAMpPOBAHHE W MAapKETUHT TEPPUTOPHUI SBIAIOTCS B
YCIIOBUSIX ~ HOBOM  CET€BOM  KOMMYHMKAlLlMOHHOM  CpeAbl  KJIFOYEBBIMU
UHCTpyMeHTaMH  (opmupoBaHuss 3(P(EKTUBHOM MOJIUTHKU  PETHOHAIBEHOTO
pasBuTus coBpeMeHHoU Poccuu.

Jannass nenb 0O0ycioBMIa HEOOXOAMMOCTh IOCTAaHOBKM M PEIICHUS
CIEAYIOIUX 3224 HCCIeJOBAHNA:
- ONpEAeNHTh cHeluduUecKkne TEHICHIMH pa3BUTUS TEOPUH W IPAKTHUKH
YIpaBJICHUS TEPPUTOPHSIMH B YCIOBHIX CTaHOBIICHHS OOIIECTBAa, OCHOBAHHOTO Ha
3HAaHUH M KPEaTUBHOM YKOHOMUKE;
- BBIIBUTH KJIFOYEBBIC (DAKTOPHI, YCKOPSIOMNE W 3aMEUISIONINE TUHAMHUKY

Pa3BUTHUS TEPPUTOPUN B KOHTEKCTE TII00ATHHON SKOHOMUYECKOH U MOTUTHYECKOM

9 Annpuanosa H. A. IMHIK B CTpaTerMy WHHOBAIIMOHHOTO PA3BUTHSl PETHOHA: IMOJIMTHKO-TEXHOJIOTHYECKHi
ACIIeKT: UCC. ... KaH]I. MOJuT. Hayk. — KpacHonap, 2009.
2 JIsnopos B. H. ®opmupoBanue OpeHA-NOIMTHKH B COBpeMeHHON Poccuu: Jmce. ... KaHAMIATa IOJIUTHICCKUX
Hayk. — M., 2007.
t Capuyk T. B. TeppuropnanbHblii MapKeTHHI Kak (hakTop perroHaibHOTO ynpasienus: Ha npumepe PecryGmuku
Kapenusi: nucc. ... kauz. skoH. Hayk. — CII6., 2006.

SlkoBneB M. B. ®opmupoBaHHE TOJIUTHYECKOTO0 HMMDKA PETHOHa B YCIOBUAX COBpeMeHHOH Poccum (Ha
Marepuanax pecnyonuk bamkoprocran u Taraperan): auce. ... Kaua. noaut. Hayk. — M.: MI'Y, 2006.
3 CyxanoB B. H. @axtopsl MHOIMTUYECKOTO BIMSHHA Ha (OPMHPOBAHME HMHJDKA HHBECTHLHOHHOM
NPUBJIEKATEIbHOCTH Huskeropoackoro peruona: aucc. ... Kaui. nonut. Hayk. — H. Hosropon, 2009.

Cy3n A. M. ®opMHupOBaHIE COBPEMEHHOTO HMHUJIKA POCCHICKMX PErHoHOB (Ha mpumepe Pecryomukn Kapenns):
MOJIMTOJIOTUYECKHH aCTIEKT: JIUCC. ... KaHJ. TIOJNUT. HayK. — M.: MI'Y, 2014.



KOHKYPEHIINH, W OIpPENeNHTh WX CIEHU(PHKYy B COBPEMEHHBIX POCCHHCKUX
YCIIOBHUSX;

- PACKpBITh OCOOEHHOCTU MapKETUHTOBOTO MOJXO0JAa K Pa3sBUTUIO TEPPUTOPHU B
YCIIOBHSIX CMEHBI ITOJINTHKO-YIIPABICHYECKON MapaiurMbl;

- ONpeleNuTh MECTO TEXHOJIOTHH MapKeTHMHra M OpeHIUHra B CHCTEMeE
CTPaTernuecKoro IIaHUPOBAHUS Pa3BUTUS TEPPUTOPHH;

- IPOAHAIN3UPOBATh, CHCTEMAaTU3UPOBATh U 00OOIIUTE CYIIECTBYIOLINE ITOIXOMIbI
K oOmeHKe 3((QEKTUBHOCTH MapKETHHTa TEPPUTOPHH C  aKIEHTOM Ha
BHESKOHOMHYECKHE KPUTEPUH OLICHUBAHUS;

- pas3paboTaTh COOCTBEHHYIO KOMIUIEKCHYIO CHCTEMY KpPHUTEPHEB OICHKH
3¢ PeKTHBHOCTH OpeHIMHTa U peOpPEHANHTa TEPPUTOPHH;

- Ha OCHOBE pa3pabOTaHHOM CHCTEMBI KPHUTEPHUEB IPOBECTH CPABHUTEIHHBINA
aHamu3 3¢ QGEKTUBHOCTH OpeHIWHTa W PEOpPEHIMHTa POCCHHCKHX PETHOHOB (Ha
npumepe MockBsl U CankT-IleTepOypra) B KOHTEKCTE OICHKH 3(QEKTHBHOCTH
PETHOHAIBHOM MOJUTUKY B LIEJIOM;

- paspaboraTh M NPEICTABUTh B HCCIEAOBAHMU MPEUIOKEHUS 110 TOBBIILICHHUIO
3¢ PeKTHBHOCTH MPUMEHEHHUS TEXHOJIOTHII OpeHANHra U MapKeTUHra TePPUTOPHIA
B COBPEMEHHBIX POCCUHCKUX YCIOBHSIX.

O0beKkTOM MCCIe0BAHUSI BBICTYNAET INPOLECC Pa3pabOTKH M NPUHSTHS
penieHni B cdepe MapKeTHHTa W OpPEHIMHIa POCCHICKMX PETHOHOB Ha IpuUMepe
r. MockBer u T. Cankt-IlerepOypra 1o TpeM OCHOBHBIM KOMIIOHEHTAM:
9KOHOMHYECKOH, COLIMOKYJIBTYPHOH U MOINTHKO-aIMHHICTPATHBHOM.

IIpeameTom mcc/ie0BaHUS SIBISCTCA CHCTEMa METOAOB W WHCTPYMEHTOB
MapKeTHHIa W OpeHAWHTa TEPpUTOPHH, a TakkKe METOAUKH OICHKU
3¢ PEeKTHBHOCTH Pe3yJIbTATOB STHX HPOIECCOB.

B xauecTBe TeopeTHYecKOil M MeTOM0JOTHYECKOHl OCHOBBI JAaHHOTO
JIUCCEPTAIllMOHHOTO HCCIIEOBAaHUA BBICTYIHIIM: TEOPHUS CETEBOrO OOIIEeCTBa,
HEOMHCTUTYIMOHAJIBHBIHN MOJX0, KOHIENINY OpeH-MeHEKMEHTa U MapKETHHTa
TeppUTOpHiA. METOMOJIOTHIO HCCIEJOBaHUS TAaKXKE COCTAaBMJIM CPAaBHHUTEIbHBIN
aHaNM3, METOJ U3ydYeHHs KedcoB (case-Study) © CTaTHCTHYECKHE METOIbI

HUCCJICJOBaHUAA.



HoBu3Ha auccepTAMOHHOIO HCC/IEA0OBAHUS ONpeessieTcsl TeM, YTO B
HeM:
- B CBSI3U C MMEIOIUMHUCS B COBPEMEHHOM JINTEPAType MPOTUBOPEUUSIMHU YTOUHEH
MOHSATUHHBIA anmapaT KOHIENLKWKM MAapKeTHHra TEePpUTOpUil (B 4YacTHOCTH,
OTpeieNiCHbl TOHSATHS KPEaTUBHOIO KamuTala, a TaKXkKe TeOKYJIbTypHOro
MapKeTUHTa);
- IIpOaHANM3UPOBaHa POJbh OpPEHAWHTa B IMPOIECCE COIHAIbHO-IKOHOMHYECKOTO
Pa3BUTHSI TEPPUTOPHIA U OIIPEICTICHO COOTHOIIIEHNE TIEJIe Pa3BUTHSI TEPPUTOPHH C
LeIsIMH ee OpeHInHTa);
- W3y4YeHa B3alMOCBS3b MApPKETUHTOBOW CTpaTerdd M COOTBETCTBYIOIIMX €M
MHCTPYMEHTOB OpEHIHMHTa C POCTOM KPEaTHBHOTO KaluTalla 1 WHHOBAIIMOHHOTO
Pa3BUTHS TEPPUTOPHH,
- JI0OKa3aHO BIMsSHHE HAa AS(P(HEKTHBHOCTh MAPKETHHIOBBIX W OpPEHIMHTOBBIX
CTpaTeruii CEeTEeBbIX KOMMYHHUKALUil C BENyIIUMHU AKTOPAMU PErHOHAIBHOMN
MIOJIUTUKH;
- TpemIoKEeH U O0OCHOBAaH KOMIUICKCHBIN, MEXIUCHUIUIMHAPHBIA IMOAXOA K
OMpPE/CICHUI0 CHCTEMbl KPUTEPUCB OLECHKH J(PPEKTUBHOCTH MAapKETHHTa U
peOpeHuHTa TEPPUTOPHHL, IPEAIONATAOIIUI BEIICIICHHE U aHAJIN3 €r0 TOJIUTHKO-
aJIMUHHCTPATUBHON, COUUOKYJIBTYPHON U 3KOHOMUYECKON KOMIIOHEHTHI;
- BBIJCICHBI M CHCTEMAaTH3MPOBAHBI (DAKTOPHI, OKAa3bIBAIONIWE OTpEACIIoNee
BIIUSTHUE HA TWHAMHUKY MapKETHHTOBOW W OPEHIMHTOBON aKTUBHOCTH TEPPUTOPHIA
B Poccuu u Mupe B yclioBUsIX HOBOM KOMMYHHUKALIMOHHOM CpEbI.

IoJi0:keHUs1, BLIHOCUMBIE HA 3aIIIUTY:
1. B pe3ynpTare mpOBEJACHHOTO MCCIEIOBAHUS aBTOP JOKa3ajl, YTO TEXHOJOTHH
OpeHAMpOBaHUA W  MapKeTUHTa  TEPPUTOPH B YCIOBUSX  CETEBOM
KOMMYHUKAIIMOHHOM  CpPelbl  CTAHOBITCA  KIIOYEBBIMH  HHCTPYMEHTAMH
dbopmupoBanus d3PPEKTUBHON MOIUTHKH PETHOHAIBHOTO Pa3BUTHUS COBPEMEHHOMN
Poccun;
2. Ha TeXHOJOrWYecKOM YpOBHE YCIICIIHBIA OpEHIUHT W PEOPCHOUHT PErHOHA
JIOJDKEH — MPEICTaBIsATH COOOM  COYeTaHWE  IPOLIECCOB  HUCKYCCTBEHHOTO

KOHCTPYUPOBAHUA U CCTECTBCHHOI'O0 CaMOBOCIIPOM3BOACTBA 6peHz[a TEPPUTOPHU,



obecrieynBalOMNX MaKCHMaJlbHOE COBIIAJICHWE NPEACTaBICHHNH O OpeHze,
(hopMUpPYEMBIX BHYTPH TEPPUTOPHAILHOTO COOOIIECTBA W 00pa3a TEpPPUTOPHH,
JIOMUHHPYIOILETO BOBHE;
3. OCHOBHBIM YyCIOBHEM, OOecreunBalomuM 3(P(EKTUBHOCTE peaTn3anuu
OpeHnuHra U MapKeTHHTa TEPPUTOPUI, sBIsSETCA cOATaHCUPOBAHHBINA U MOJHBIH
Y4eT TpeX OCHOBHBIX KOMIIOHEHT OpEHIMPOBAHUS: MTOJIUTHKO-aIMUHUCTPATHBHOM,
HSKOHOMUYECKOU ¥ COLUOKYIIBTYPHOM;
4. BpeHn TeppUTOpPHHU HE NOJDKEH PacCMaTpPHUBATHCS HUCKIIOUUTENBHO KaK OOBEKT
HSKOHOMUYECKOW U MHBECTUIIMOHHOW NOMUTHKH. OH SIBISETCS OMHUM U3 KITIOUEBBIX
HHCTPYMEHTOB JOCTHXXEHUS IMUPOKOTO CIIEKTPa MOIUTHYECKUX LENell peruoHa,
CBS3aHHBIX, B YAaCTHOCTH, C OOECIeYeHHEeM pEerHOHANBHON HISHTUYHOCTH,
MOOHMIH3aKel pa3IndHbIX IPYIII HACENICHUS | T. 1.
S. OmnpenensomuMu MOJIMTUKO-aIMUHACTPATUBHBIMHU (daxTopamMu
3¢ GEeKTUBHOCTH OPEHINPOBAHUS SBIISIOTCS:
- IMHJ[)K PETHOHAJIBHON BIACTH U CTHJIb YIIPABICHHUS;
- CTeleHb BKJIIOYEHHOCTH Pa3IM4HBIX aKTOPOB B IpoLecc OpeHIUPOBAHUS U
MapKeTHHTa TePPUTOPHUY;
- 00eCIeYeHHOCTh TEPPUTOPHN HHCTUTYTaMU Pa3BHUTHS;
- YPOBEHb Pa3BUTHS M YaCTOTA MCIIOIB30BAHMS KaHAJIOB OOPAaTHOW CBSI3M BJIACTU U
HaCEJICHNS;
- WHTCHCHUBHOCTH IPHMCHEHHUS CETEBBIX HH(POPMAIIIOHHO-KOMMYHHKATHBHBIX
HHCTPYMEHTOB B TMpOLECCE NPUHATUS PEHIEHHH [0 Pa3BUTHIO TEPPUTOPHI
(kpaymcopcuHra, COMaNbHBIX CeTeH, KpayadaHIiHaTa 1 1p. ).
HNudopManoHHO-IMIMPHYECKYI0 0a3y HCCIEIOBaHUS CHOPMUPOBAIH
JaHHbIe cTaTucTHYecKuX 0a3 Poccrata P®, MexayHapoaHbIE CTaTUCTHYCCKUE
6as3bl, TaHHBIE COITMOJIOTHYECKHUX OIPOCOB, IKCIIEPTHHIE 3aKIIOYEHHUS U3 OTKPBITHIX
HCTOYHHUKOB, IyOJIMKAI[UH B CPEICTBAX MAaCCOBON MH(MOPMALIUHL.
Teopernyeckass  3HAYMMOCTb  JUCCEPTAI[MOHHOIO  HCCIEJOBaHUS
ONpeeNsAeTCs  BBIABICHHBIMH ~ TIpoO€NaMH B HCHOJIB3YeMBIX  CETOAHS
METOJOJIOTHYECKUX IOJIX0JaX K aHauuzy (QYHKIMHA, poONMM M 3HAYCHUS

peOpeHaMHra ¥ MapKEeTHHIa TEPPUTOPHH B paMKax OOIIEH CTpaTerdy IMOIUTHKA
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pPETHOHANBHOTO PAa3BUTHA, a Takke IIEPEONpeNeNieHni0 UX (QYHKIMOHATIAa B
YCIOBUSX (POPMUPOBAHUS HOBOTO MEIHANIPOCTPAHCTBA COBpeMeHHOM Poccun.

IIpakTHYeckas 3HAYMMOCTh UCCIIEIOBAHUS 3aKIIIOYAETCAd B BO3MOXKHOCTH
MPUMEHEHHs OTJENbHBIX MOJOXEHUH M BBIBOAOB, NPEJCTABICHHBIX B JAHHOM
HCCIIEI0BaHHH, & TAKKE CHCTEMBbI KPUTEPUEB OLIEHKH () (HEeKTHBHOCTH MapKeTHHra
TEppPUTOPHH B TIpollecce pa3padOTKH IUIAHOB COLMAIBHO-3KOHOMHYECKOTO
pa3BUTHA TEPPUTOPUH, CTpAaTeTMH WH(POPMALMOHHON IIOJMTHKH pETHOHA,
HMHBECTUIIMOHHBIX MIPOrpaMM H T. 1. Kpome Toro, MaTepuaisl IUCCEPTALIHOHHOTO
HCCIIEN0BaHUS MOTYT OBITH HCIIOJIB30BaHBI IIPU pa3pabOTKe MPOrpaMM M YTEHUH
yueOHbIX  KypcoB:  «llommtmdeckmit  MeHemKMeHT»,  «OddeKTHBHOCTH
TOCYZAapCTBEHHOTO YIpaBICHUs», «PernoHambHas M TOpPOACKAs TIONUTHKA» H
HEKOTOPBIX APYTHX.

Anpo6anus pe3yabTaTOB HCCAEJOBAHUSA

Pe3ynpraTel AaMCCEpTalMOHHOTO HCCIEIOBAaHUA OBUIM TIPEACTAaBICHBI H
OoOCyXKI€HBI B XOJ€ BBICTYIUICHHS aBTOpa Ha CIEAYIOIIUX HAyYHBIX
KOH(EPEHIMSIX:
- Aumonos I. K. Ponp conuaimbHBIX ceTel B KOMMYHUKaTHBHOH cHCTeMe
COBPEMEHHOM OJIUTUKY // Marepuaist BCEPOCCUMCKOI KOH(epeHIn
«OneKTopaigbHBIe TpollecCHl B coBpeMenHod Poccmm». — CII6., CIIOIY,
2 nexabps 2016 r.;
- Anmonoe I'. K. BupryanabHble HHCTPYMEHTHI IMOJIMTUYECKONH KOHKYPEHLIUU:
0COOCHHOCTH TIOJUTHYECKOTO MeananpocTpancTBa Poccun 2016 r. / Matepuaiist
VIII MexayHapomaHOW MOJIOJEKHONH HaydHOH KOH(EPEHINH «IEeKTOpaTbHEIC
mporeccsl B coBpeMeHHOM Mupe». — CII6., CII6I'Y, 21 ampenst 2017 r.;
- Aumonoeé I. K. KpeaTuBHBIE NpPOCTpaHCTBA B CHCTeMEe OpEHAUPOBAHUS
MeranonncoB (ombIT MockBel 1 Cankt-IleTepOypra) // OOmecTBeHHBIE HAyKH B
COBPEMEHHOM MHpE: HOJIUTOJIOTHS, COLMONOrHUs, puiocodus, UCTopusi: cO. CT. 1o
marepuanam  [-II  MexayHapoqHoil — Hay4HO-TIPaKTHYECKOH  KOH(EpPEHIMH
«OOuiecTBEHHbIE HAayKd B COBPEMEHHOM MHpE: IOJUTOJOTHS, COLHOJIOTHS,

¢dunocodus, ucropus». — Ne 2(2). — M.: UnTepnayka, 2017. — C. 28-32.
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Imasa 1. OCOBEHHOCTUA KOMMYHUKATUBHOM CPE/IbI
YIHPABJIEHUA B YCJIOBUAX CETEBOI'O OBIIIECTBA

1.1. CereBm3zamus Kak (akTop CcONMATbHO-IKOHOMHYECKOTO H

MOJIUTHYIECCKOTI0 PAa3BUTHUHA COBPEMECHHBIX 001IeCTB

B nmanHOIT TI1aBe aBTOp aHANM3MPYET MPOIECC MPeoOpa30BaHUS COIMATBHON
CTPYKTYPBI W YIPaBICHYSCKUX OTHOIICHWA B KOHTEKCTE PAa3BUTHS HOBBIX (HopM
KOMMYHHKAIIAH, KOTOPBIHA 3aCcTaBWII HccienoBateneii B konme XX - Hagaine XXI| BB.
TOBOPHUTH O BO3HWKHOBEHHH HOBOTO THIIa OOIIECTBA, MOJIYYHBIIETO B TEUCHUE
nocienaux 30 JeT HAaMMEHOBaHHS MOCTHHIYCTPHUAIBHOTO, HHPOPMAIMOHHOTO, a
9yTh MO3XKE CETEBOTO.

JleHCcTBUTENBHO, CErofHs  KaHallbl, [0 KOTOPBIM  Ilepefaercss H
oOpabarsIBaeTcss HMHGpOpPMAIMA B CETEBOM MPOCTPAHCTBE, HAYMHAIOT WIpaTh
BEAYLIYI0 POJIb B KAau€CTBE MCTOYHUKOB NPOU3BOACTBA HE TONBKO 3HAHMA, HO U
Bnacti. OTCIOAa BIIOJHE 3aKOHOMEpPHO, YTO HOBas (popma oOIIecTBa MOIYYHIIO
Ha3BaHHE CeTeBOro . B KOMMYHHKATHBHON CTPYKType JAaHHOTO OOIIecTBa
TEXHOJOTUU OOCCIIEYNBAIOT CBOOOMHBIA W TMOYTH MIHOBCHHBIH JOCTYH K
Menuapecypcam, MOAIep KUBAIOT BBICOKYIO0 HHTCHCUBHOCTH CBsizeil. VIMEHHO ceTb
MIPEACTABIsAETCS  CHJIOW, JBIKYIIEH  CONMANbHYIO, OJKOHOMHYECKYI0 U
MOJUTHYECKYI0 JKH3HB, a IIOTOMY NPU3HACTCSA KIIIOYEBOH XapaKTEPHCTUKOH
CcOBpeMeHHOTO Mupa. TeopeTwueckoe 00OCHOBAaHHWE HOBOW CETEBOH pEalbHOCTH
MIPOILIO HECKOJIBKO 3TalloB B CBOEM PA3BUTHH M IOPOAMIO CAMOCTOSTEIBHBIC
HampaBJIeHUs UCCIIEIOBAHUN B COLMANBHBIX HayKax.

Hcropust MpOMCXOKIECHUSI TEPMHUHA «CeTeBoe 0bmiecTBo» (network society)
HACUHMTBHIBaCT Ooyiee Tpex JjecaTmwieruii. [lo MHEHHIO OTEYECTBEHHOTO
uccnenosarens W. JI. Ty3oBckoro, BIepBble OH ObUI HPENTIOXKEH HOPBEKCKUM
yuensiM CraitHOM bBpeiitenom (Stein Braten) B kHumre «Monenu dYeioBeka U

obmecTtBa»y B 1981 ., XOTsA TpeMs romaMu paHee aHTIIMHACKHN commoior JIxeimc

25 5 s

Kypouknn A. B. Teopus HOJINTHYECKHX CETEH: NPEAINIOCBUIKH CTAHOBICHHS W MECTO B COBPEMEHHOM
HOJIUTHYECKOH Hayke // Mctopudeckue, Gpuiaocodckue, MOTUTHICCKHE U IOPHANYCCKHE HAYKHU, KYIBTYPOJIOTHS M
HCKyCCTBOBe/IeHHe. Borpocsl Teopun 1 npakTuku, 2011. — Ne8-3. — C. 113-117.



12

Maprus (James Martin) y»xe ucrons30Bai cxoxee noHstue «wired society»®. Eme
OJHMM TIMOHEpPOM B JAaHHOW 0ONacTH SBISJICA WM3BECTHBIA  KaHAICKHUH
uccnenosarens b. Bernman, Hanmucasmmii B 1973 1. pabory «CeteBoii ropony», B
KOTOPOH OH PAaCKpPbLI CHENU(HKY CETEBOI COIMAIBHON CTPYKTYPEI, €€ BIUSIHUE Ha
pa3iuyHbBle HKOHOMUYECKHE M MOIMTHYecKue mporeccel. OnHako Bemnman He
MPUMEHSII STIUTET «CETEBOM» K OOILIECTBY B LIEJIOM.

B TO Xe BpeMms, HEOOXONMMO IOTYEPKHYTh, YTO CETEBOM MOAXOA K
HCCIIEZI0BaHHUIO COBPEMEHHOTO OOIIECTBA, CTPYKTYpa €T0 U OTAECNBHBIX 3JIEMEHTOB
MMEeT 3HAYMTEeNbHO Oosiee OOraTyi0 MCTOPHIO, HEXENM COOCTBEHHO KOHIICTILIV
cereBoro obmecTtBa. OOHMM H3 OCHOBOIOJIOKHHKOB CETEBOTO IIOAXOHa B
CONMANBHBIX Haykax sBisercs Sko®6 MopeHo, pa3paboTaBmMii METONIBI
COLIMOMETPHH IIPU HCCIIEJOBAaHUM HEOOBIINX COIMAIBHBIX Ipymil. Jlanee ciemyer
Ienasi TpyImIa HMccieoBaTeNeil — COMUANbHBIX aHTPOIOJIOTOB, MCIIOIB30BABIINX
CETEeBYI0 METOMOJIOTHIO JUI aHaJlN3a TeHe3WCa Pa3IMYHBIX COIHAJBHBIX CBSI3CH
(A. Ponxmudd-bpayn, 3. Oanc-Ilputuapn u np.). B uenom psme pabor sTux
ABTOPOB NPUMEHSUIMCh 0a30Bble (OPMBI CETEBOIO aHAJIW3a, HANpHUMEp, IpH
PacCMOTPEHHH B3aHUMOJCHCTBHH BHYTPH MAaJbIX COLHUAJIBHBIX TPYIH WIA MEXITY
OT/EJILHBIMU ITapaMu CyOBEKTOB.

Henp3s He OTMETHTH, YTO U MHOTHE KJIACCHKH COLMOJIOTHYECKOM HayKu
BHECIIM 3HAYMUTEIbHBIH BKJIAJ B pPa3pabOTKy CETEOPHEHTHPOBAHHOTO aHAIN3a
COLMANIBHBIX CTPYKTYp W B3aWMOJACHCTBHI BHYTPH HUX (B YaCTHOCTH, K HHM
MoxHO otHecTH padotsl: [. 3ummens, JI. Ban Buze, H. Ommac, I. brymepa u np.).
B Oomee mO3MHMX ~ WCCIENOBAaHWAX  CETEBble  KOMMYHHMKAI[MM  Yallle
paccMaTpUBalINCh KaK KOHCTPYHpPYEMBIE COIMAJbHBIE CBS3M Ha YpPOBHE TakK
Ha3bIBaCMOM BCEOXBAaTHOM CE€TH, INPAKTUYECKU HCKIIOUaBIINE U3 MpeaMeTa
PacCMOTPEHHSI YaCTHBIE CITydan COIUATBLHOTO B3aUMOICHCTBUS .

Poct HayuHOro wuHTEpeca K aHaIM3y CETEBBIX (DOPM KOMMYHHKAIHH

OTHOCUTCS NMPUMEPHO K CEPCANHE XX B. IMeHHO TOrga B COLMAIbHBIX HayKax

% Tysosckuit WM. [I. Mcropudeckue o0OCTOATENBCTBA, OOYCIOBUBIIME CHHKPETH3M M KOHBCHIMOHAIIM3M
COBPEMEHHOTO COCTOSIHUs TeopuH uHpopMalmoHHOTo ofmmectBa // BectHuk YensGHHCKON ToCylapcTBEHHON
aKaJeMHUHU KyJIBTYpbI ¥ HCKyccTB, 2015, — Ne3 (43). — C. 7-15.

2 Anttiroiko A.-V. Castells” network concept and its connections to social, economic and political network
analyses // Journal of Social Structure, 2015. — Vol. 16, Ne 11. — P. 208-219.
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HaYMHACT AKTUBHO IPUMEHATHCS IOHATHE «COUMANbHas CeThy». BrepBple OHO
OBIJIO MCIOJB30BAaHO B CTaThe aMepUKaHCKOro cormosora [Dxedimca baphca B
1954 1., KOTOpHIH NPHUMEHWI JaHHBIH TEPMHH JUISl OIMCAHUS JPYKECKHX,
POJICTBEHHBIX M KJIACCOBBIX CBSI3€H B HOPBEKCKOM OCTPOBHOM npuxone bémimy?.
Cpean LIMPOKOTO Kpyra padoT, PacKpPhIBAIOLIMX COJEPIKaHUE KOHLEMIHN
ceTeBoro o0IecTBa M HOBBIX MH()OPMAIMOHHO-KOMMYHHKATHBHBIX TEXHOJOTHH,
0co00e MeCTo 3aHMMAIOT TPYIBI BCEMUPHO H3BecTHOTO conmonora M. Kacrenbca,
npoteccopa Kamndopuuiickoro ynusepcutera (bepxmm, CIIIA) u mupekropa
Wncturyra wuccnenoBanuit crtpan 3amagHod Esponsl. MMenHo OH BhepBble
NpU3BaJl PAacCMaTpuUBaTh COBPEMEHHOE OONIECTBO B pakypce TOro, YTO
«IIEHICTBUTEIBHO SIBISETCS HOBBIM B COBPEMEHHYIO SIOXY», & IMEHHO — «HOBBIX
cereil HH(OPMAIIMOHHBIX TeXHONOTHIY?. Manya s KacTenbc He TONBKO pacKpbul
W TPOAHANM3NPOBAT TPUYMHBI (POPMUPOBAHUS CETEBOTO OOIECTBA, OH TaKXkKe
HCCIIe/IOBaNl TITyOMHHBIC CBOWCTBAa HOBOTO OOIIECTBA M TpecKa3all MOCICICTBUSA
ero craHoBieHusi. COINIACHO €ro OIpeNeIeHUI0, «CeTeBOe OOLIECTBO» - 3TO
cnenuduyueckas QGopMa COLUMAIBHON CTPYKTYPBHI, ONBITHO YCTAaHABIMBAaeMas B

30 Amnajiorndyaoe

KayecTBE XapaKTepHCTHKM HH(OPMAIMOHHON  3IOXW»
OCMBICIIEHUE OCHOBHOT'O MIPUHIMIA COLMATIbHO-KOMMYHUKATUBHOM
TpaHcOpMallM  COBPEMEHHOTO  OOIIECTBA  NMPUHAMICKHUT  POCCHHCKOMY
uccnenosaremo JI. B. VIBaHOBY, MO MHEHHIO KOTOPOTO COBPEMEHHBIM HIOJIOM
CTaHOBUTCS He WH(pOpManus, a MMEHHO KoMMyHuKauus®. Kpome Ttoro, cpemu
TPYIOB OTEYECTBEHHBIX AaBTOPOB, IIOCBAIICHHBIX AHAIN3Y METOJOJIOTHIECKOTO
Oa3mca WCCIENOBaHWH HOBOTO IPOCTPAHCTBA CETEBOW KOMMYHHKAIIUH, CTOUT
BeIIEUTh paboTsl A. B. Hasapuyka. Bcemen 3a KacrembcoM oH mpemaraet

OCTaBHUTh OOCYXIECHHE «BYEPAIIHMX KOHLENIHMH» HHIYCTPHAIBLHOIO oO0IecTBa

i O6H.IeCTBa IMOCTMOAEPpHA 1 nepeﬁm K HUCCIICIOBAHUIO «KOMMYHHKAIIMOHHOTO

% Barnes J. A. Class and committees in a Norwegian island parish // Human Relations, 1954. — \ol. 7. — P. 39-58.
% Castells M. Materials for an exploratory theory of network society. // Brit. J. of. Soc., 2000. — N 51. — P. 10.

% Castells M. The Rise of the Network Society. The Information Age: Economy, Society and Culture / Cambridge,
MA; Oxford, UK: Blackwell, 1996. — P. 15.

*! ipanos J1. B. Bupryanusanus obmectsa. — CII6., ITerepOypreckoe Bocrokoseaenue, 2000. — C. 12.
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oOmecTBa, obmiecTBa MPEAETbHO AWCHEPCHOTO M KOMIUIEKCHOTO, ITOCTIDKEHHE
MPUPO/IBI KOTOPOTO TPeOyeT HOBBIX MOJXOI0B M KOHLISTIIHI» ¥,

ITomumo 3THX aBTOPOB, (HIOCOPCKOE 0OOCHOBAHHME KOHIIEHIUH CETEBOIO
o0IIecTBa MPENCTABICHO B PabOTaX TaKMX OTCYCCTBCHHBIX HCCIICAOBATEINCH, KaK
0. ®. A6pamoa, A. B. bysramun, H. II. Bamekuna, H. B. Ipomsiko,
A.B. Japoun, C. A. Hsatios, JI. B. 3umuna, B. H. Koctiok, B. A. Kytsipes,
B. Menpsnues, H. Moucees, M. A. Mytan, B. I. Haumymun, B. B. Heuaes,
JI. B. Hypraneesa, M. A. Yemkos.

Uccnenosanuss M. Bbyposoro, M. C. Bepmmnuna, B. A. Bunorpaznosa,
JI. M. 3emnsinoBoii, JI. E. Kmumosoit, C. Konommmukoro, A. B. Kypoukuna,
JI. A. MsacaukoBoit, I. JI. Cwmomsn, JI. C. UYepemkmna, A. A. Ilrpuxa,
10. B. SIxoBa packphIBAlOT XapaKTEepHBIE OCOOEHHOCTH JWHAMHKH CETEBOTO
o01IecTBa, ero CTPYKTYPBI, a TAKKe KITFOUEBBIE TOUKH OM(YpPKAIIN B TIPOIIECCE €T0
CTAaHOBICHHUSA W pPa3BUTUA. VI3ydeHHIO OTAENBHBIX, Ooyiee Y3KHX TMpoOiIeM
KOMMYHUKAIIMM B ceTH VIHTepHeT NocBsIleH enie Oojiee MIMPOKUI Kpyr pador,
cpenu kKotopbix ocobo BeimenuMm II. K. 3anecckoro, P. C. Morunesckoro,
M. A. lllennukoBa, A. A. KanmsikoBa, H. B. I'pombiko, A. B. Munaxosa,
I A. Mopozosy, JI. B. CwmoprynoBa, H. JI. CokonoBa, M. A. Ilunenko,
. H.IleckoBa, E. A. IlyrumoBa m np. B paborax BbIIICyKa3aHHBIX aBTOPOB
3aTparuBaroTcs MpoOiieMbl KOMMYHUKAIIMA W B3aUMOJEHCTBHS IIOJIB30BaTeel B
cetm VIHTepHeT, TOWCK WIOCHTUYHOCTH B BHPTYaJIbHOM IIPOCTPAHCTBE,
0COOEHHOCTH KOHCTPYHPOBAHHS CETEBBIX COOOIIECTB.

Cucremarusupys  Becb ~ MacCHB  (DyHZAMEHTAJIbHBIX  KOHIICTIIIHHA
COBpPEMEHHOTO 00ImiecTBa, Oa3UpYIONIMXCSI Ha MOHATUAX «UHPOPMALIUD),
«KOMMYHUKALUsl» ¥ «CETh», MOXKHO BBIICIUTH JIBE€ OOJBLIME TPYIIBI
HCCIIEN0BATENEH.

K mepBoil oTHOCSTCA TeopuH, YTBEpXKIAIOI[NEe OKOHYATEIbHBINA Hepexosn

06HleCTBa B I/IH(l)OpMaIlI/IOHHyIO OIOXY. C}OL[E[ MOT'YT OBITh BKIIFOYCHBI, B

8 Hasapuyk A. B. HoBas KOMMyHHKATHBHAsi CHUTyalllsi: POXJICHHE ceTeBoro obmectsa. @miocodus u Oymymee
wuBm3atmn // Te3ucsl JokiaanoB U Beictymienuit IV Poccuiickoro dunocodcekoro konrpecca. (Mocksa, 24-28 mast
20051r) B 5 1. —T. 3. — M., CoBpemennsie TeTpaay, 2005. — C. 100-101.



15

YaCTHOCTH, KOHIENIMH MocTHuHAycTpram3ma (/1. bemr), rnOko# crienuanu3anun
(M. Iatiop, Y. Ceiibn), napopManmoHansHOTO criocoba passutus (M. Kacrenbsc) u
noctmoaepuusma (K. boapuiisp, M. IToctep, XK.-D.JIuorap, /1. Bartumo).

Teoperndyeckne  HampaBieHHs, OTHOCHMBIE KO  BTOpOH  Tpymme,
00OCHOBBIBAIOT TE3UC O MPEEMCTBEHHOCTH U 3aKOHOMEPHOCTH COBPEMEHHOIO
CEeTEeBOro OOIIECTBEHHOTO yCTpoiicTBa. [Ipunep)xuBaroTcsi JaHHOTO Te3Uca TaKHe
uccnenosarend, kak I [llnmnep (Teopus Heomapken3Ma), M. Anserta U A. Jlnmin
(aHQJIM3 CONMANBHBIX KOMMYHHUKALMH B paMKaxX pETYSIIMOHHOW TEopuH),
J1. XapBu (KOHIENIHNSA THOKOW akKKyMy sinum), D. ['unnenc (teopus pedaeKcuBHON
MOJIEpHH3AIAN) U IP.

TeM He MEHee IPEACTaBUTENIN U IIEPBOM U BTOPOH IPYIIIBI CXOIATCS B TOM,
9TO «HA COBPEMEHHOM OJTalle pPa3BUTHS OOIIECTBA IPOU3ONIUIO H3MEHEHHE
COIMAJIFHOTO, SKOHOMHYECKOTO, MOJUTHYECKOTO M YIPABICHYECKOTO MOpPSIKa OT
CTPYKTYp MEPapXH4eCKOTO U PHIHOYHOIO THIA K CETEBBIM CTpyKTypam»®. Takum
00pa3oM, NMOBCEMECTHOE HCIOIb30BaHUE ICKTPOHHBIX CPEICTB KOMMYHHKAIUU
JIETEPMHUHHUPYET Pa3BUTHE CETEBBIX KOMMYHHKAIIMH U CTPYKTYD.

Jns  Oomee  JeTaJbHOrO  PACCMOTPEHMS]  Pa3iMYHBIX  MOAXOMOB K
KOHIIENTYyaJIM3alliy ITOHATHS «CETEBOE OOIIECTBO» 00paTUMCS K MCCIIeJ0BATEISIM,
YbU TPYAbI OKa3anu Hanboee 3HAYNTEIbHOE BIMSIHUE Ha CTAHOBJICHNE U PA3BUTHE
JTAHHOH MPOOJIEMaTHKH.

Kax y»e Ob110 OTMEYEHO BEIIIE, HanOOIee aBTOPUTETHBIM KCIIEPTOM B ATOH
chepe sBmsercs M. Kacrtensc. Ero momxom MoxeT OBITH OTHECEH K Tak
Ha3BIBaCMBIM  MAaKpOTEOPHSIM, KOTOpbIE  CTpeMATcs  OOBSICHUTE W
HHTEPIIPETUPOBATh COBPEMEHHOE OOIIECTBO, BIACTh, 3KOHOMHKY, COLHAIBHYIO
JKM3HB B MHUp€, TpaHchopMupyeMoM miodanu3anunei 1 nHGopMaru3anuen.

Jlis Oonee TOYHOTO NOHMMAHHS KOHIENTYaJbHOI HOBH3HBI TEOPHUH
cereBoro obmectBa M. Kacrenbca HeoOXoOMMO OOpaTuTbes K €ro paHHUM
paboTam, TakuM Kak «VH(opManroHHbIH TOpoa: HHPOPMALIMOHHBIE TEXHOIOTHH,

OKOHOMHUHYECKAd  PECTPYKTypu3alndd W  PEruoOHaJIbHO 'FOPOZ[CKOﬁ IIponece.

33 5 s

Kypouknn A. B. Teopus MHOJINTHYECKHX CETEH: MNPEANOCBUIKH CTAHOBICHHUS M MECTO B COBPEMEHHOM
HOJIUTHYECKOH Hayke // Mctopudeckue, Gpuiaocodckue, MOTUTHICCKHE U IOPHANYCCKHE HAYKHU, KYIBTYPOJIOTHS M
HCKycCTBOBeieHHe. Bonpocs Teopun u npaktuku. — 2011, — Ne 8-3. — C. 113-117.
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B AaHHOM HCCJIEIOBAHUU aBTOP, BBICTYIAIOIIUA MPEKAE BCEro Kak ypOaHHUCT,
aHAU3UPYET COBPEMCHHBIH TOPOX KaK «IIPOCTPAHCTBO TIOTOKOB», a HE
«IPOCTPAHCTBO MECT» (MJIU IIPOCTPAHCTBO BEIICH»), YTO CYHICCTBEHHO MOBIHLIIO
Ha JaibHEHIIEC CTAHOBICHHE TEOpHUH ceTeBoro obmectBa. «IIpocTpaHcTBO
MOTOKOB)» AHAIM3UPYETCS] MM KaK «KYJAbTYpHas aOCTpakius MPOCTPaHCTBA H
MECTa, paccMarpruBacMasi BO B3aUMOJICHCTBHHM C HOBBIM OOIIECTBOM IH(PPOBOM
smoxu» * . KacTembc CTpEeMHTCS «IIepeOCMBICITHTE (OPMBI IPOCTPAHCTBEHHBIX
MEXaHM3MOB B paMKaX HOBOW TEXHOJIOTHYECKON MapaurMbi»®, 4TO MPHBOAUT €r0
K TOCTYJIIUPOBAaHUIO HOBOH (POpMBI NPOCTPaHCTBA, I KOTOPOTO CTAHOBUTCS
XapakTepHBIM yNAICHHOC B3aWMOACHCTBAE B pPEKHME pPEATbHOTO BpPEMEHH.
CootBercTBenHo, 1o MHenuio M. Kacrenbca, 0O0IecTBO He MPHKPEIUICHO K
OIIPE/ICIICHHOMY MECTY, CKOpEe OHO CYILECTBYET B IPOCTPAHCTBE MOTOKOB: «B TO
BpeMs, KaK OpraHW3alMd pACIOJIOKEHBI B OIpPEACICHHBIX MECTax, cama
OpraHM3aIMOHHas JIOTHKa juiieHa mecT (placeless), B Goibliieli cTernern 3aBucs OT
MPOCTPAHCTBA MTOTOKOB, XapaKTEPU3YIOIIHX HH()OPMAIIHOHHEIC CETU» .

B pesynerate QopmupyeTcs HOBas cpelna KH3HETBOPYECTBA, B KOTOPOIt
M3MCHSETCS 3HAYCHUE MTPOCTPAHCTBA U BpeMeHH. TakuMm 00pa3oM, OCMBICICHHE U
HCCIICIOBAHUE  IIPOCTPAHCTBA  IIOTOKOB»  CTaj0  KIOYOM, OTKPBIBIINM
BO3MOXKHOCTh PEKOHIICITYaIH3alUH CETeBOTo obmiecTBa. HeoOXoaumMo yTOYHUTB,
9TO IS aHalM3a apXWUTEKTypel cereBoro obmectBa M. Kacrenpe Taroke
HCIIONIB3yeT TEPMHH «PU30Ma», KOTOPBIA ObLT 3aMMCTBOBAH M3 OJHOMMEHHOM
pabotel k. ['Barrapu u XK. [lene3za. B nepBoHa9aqbHOM CMBICTIC JaHHBIA TEPMUH
03HAaYaeT TAaKOC CTPOCHHE KOPHEBOW CHCTEMBI, B KOTOPOM OTCYTCTBYET
[EHTPaJIbHBIA CTEP)KHEBON KOPEHBb M €r0 MECTO 3aHUMAET MHOKECTBO XaOTHUYCCKH
neperieTaonmxcs kopemkoB. Tem cambiMm M. Kacrenbe, ymorpeOisisi TepMuH

«pU30Ma», IOJYEPKUBAI 4YPE3BBIYAMHYIO CIOXKHOCTb CTPYKTYpbl CETEBOIO

* The Informational City. Information Technology, Economic Restructuring. and the Urban-Regional Process. /
Oxford, Cambridge: Blackwell. — 1989. — P.23.

% Tam xe, P. 146.

% Greenblatt S., Ines G. Zupanov, Reinhard Meyer-Kalkus, Heike Paul, Pal Nyiri, and Friederike Pannewick
Cultural Mobility: A Manifesto / Published in the United States of America by Cambridge University Press, New
York. — 2004. — P. 23.
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oOmecTBa, (HOPMHPYEMOTO MHOKECTBOM OTJCNIBHBIX 3JIEMEHTOB ITOCPEICTBOM
BIIMSHUS Pa3INUHBIX KaHAJIOB KOMMYHHKAIIMX M ITOTOKOB TIepeady 3HAHHUS.

[TomoOHBIN MOAXOA K TakKdM JOMHHATaM COLMAJBHON JKM3HH, Kak
MIPOCTPAHCTBO W BpeMs MOBJIHSUT HA MHOTHX TOCJeIoBaTeNIed U JaKe KPUTHKOB
xonnenuu M. Kactensca. Hanpumep, b. Bennman, pazsuBast unen M. Kacrensca,
mojiaraji, 4ro TEXHOJOTMYECKUMH MpOrpecc B 3HAYUTEIHHOM CTENEHHU CXKUMAeT
npocTparcTBo. OH mHcal 0 TOM, YTO COOOIIECTBa IPHOOPETAIOT II00ATBHEIH, a He
JIOKAJILHBIA CTAaTyC W OOBEAMHSIOTCS BHYTPH ce0s W Mexay coboil ckopee
MTOCPECTBOM TEXHOJIOTHYECCKHX, 4 HE TeOrpapHIeCKUX CBA3CH.

AHamm3npys MCTOYHHKH BOSHUKHOBSHHS M Pa3BUTHS CETEBOTO OOIIECTBa,
M. Kacrenbc ormeuaer cienytomiee: «leHesuc cereBoro OOmecTsa B
3HAYUTENBHON CTermeHn OOycIOBIeH XOAOM HCTOpPHHM, a WMEHHO TeM
00cTOSITeNBECTBOM, UTO B Hadane 1970-X IT. B MHpe MmapaieIbHO IPOTEKATH TPH
BOXHEHIINX, HE3aBUCUMBIX Jpyr OT Jpyra mpomuecca: HHGPOPMAIMOHHO-
TEXHOJOTHYeCcKasi PEBOJIIOLUS; KyJAbTYpHBIE M COLUalbHbIE JBIDKeHHA 1960-
1970-x rT.; KpU3UC, IPUBEIIINN K HEPECTPYKTYPUPOBAHUIO (IIEpECTPOMKE) ABYX
CYIIECTBOBABIINX B TO BPEMsI COI[MATbHO-I)KOHOMUUECKUX CUCTEM — KalHuTalIu3Ma
u sraru3Ma»’. Jlanee oH yrBepxaaer: «CeTH KOHCTUTYHUPYIOT HOBYIO COLIMANIBHYIO
Mopdonoruro  o0mecTsa, ©  BHEIPEHHE CETEBOW JIOTMKA  3HAYMTENHHO
MOAU(HUIMPYET MPOLECCHl U MX PE3yNIbTaThl B KYIBTYpe W HOMUTHKE»*. Takum
obpazom, M. Kacrensc BBIIENSET TPH HE3aBHCHUMBIX IIPOIECCa, KOTOPHIE BMECTE
chopMupoBaIH HOBOE OOIIECTBO:

- HHPOPMAITMOHHO-TEXHOIOTHYECKYIO PEBOIIOIHUIO;

- KPHU3HC CHCTEM KalMTann3Ma i KOMMYHHU3Ma;

- IIUPOKOE  PACIPOCTPAHEHUE HOBBIX  COIMAJBHBIX  JBIKEHHIH,
HampuMep, TAKUX KaK SHBAI{POHMEHTAIN3M H TIp.

NMenHo oHM B HauOOJblIeH CTENeHW TMOBIMIM HAa pPa3BUTHE HOBOM

COLIMANBHOM CTPYKTYpHI (CeTeBoe OOIIECTBO), HOBOH SKOHOMHYECKON CTPYKTYPBI

¥ Kactense M. MudopmannonHas smoxa: SKOHOMHKa, OOLIECTBO M KyAbTypa. / Iep. ¢ aHDI. IOJ Hayd. pex.
O. U. HIkaparana. — M.: TV-BIIID, 2000. — C. 28
% Tam xe, C. 500
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(tmoGanpHass WHGOPMAIOHHAS HSKOHOMHMKA) M HOBOW KyJBTYPHI (KYJIBTypa
«peasbHOM BUPTYaIbHOCTIY).

B pabore «CereBoe obmiectBo: OT 3HaHWs K nonutuke» M. Kacrensc
pa3BHBacT TeMy BIHMSHHS CETEBBIX KOMMYHHMKAIMii Ha ASKOHOMHKY, HOJIUTHUKY,
COLIMAJIBHYIO CTPYKTYpy oOIiecTBa u T. 1. HaunHast cBoi aHanM3 ¢ IJKOHOMHUUECKOM
chepbl, HccienoBaTeNlb OTMEYAeT, 4YTO CeTeBas OSKOHOMUKa (WM HOBas
nHpOpPMAaIlMOHATIBHAS OSKOHOMHKA) - OTO Hambomee dS(QEKTHBHBIH CIIOCO0
OpTaHM3allii TPOU3BOJCTBA, PACHPENEICHUSI M IIEPEpaclpeiieieHus] TOBAapOB,
BEIYIIMH K POCTY NPOU3BOMUTENHHOCTH. [Ipn 3TOM pOCT NPOM3BOAUTEIHHOCTH
TpyZa B 3HAUUTEIBLHON CTEIICHHU CBSI3aH C TpeMs (pakTopaMu, KaxIbIi 13 KOTOPBIX
SBIAETCS HE TIPOCTO ONArOmpUATHBIM, HO ¥ HEOOXOOWUMBIM €ro YyCIOBHEM:
CO3MaHME H pPACHpPOCTPaHEHHE HOBBIX HUQPOBBIX W  HH(OPMAIIMOHHBIX
TEXHOJIOTHH; TpaHC(hOpMAaITHs Tpyna, CBSI3aHHAS c poctom
BBICOKOKBATU(HUIMPOBAHHOH, AaBTOHOMHOW paboueil CHIIBI, cTpeMsmeics K
MHHOBALUSAM M aJaNTallid B MOCTOSHHO MEHSIOUIEHCS NIOOaJbHON 3KOHOMUKE;
pacnpocTpaHeHHe HOBBIX (DOPM OpraHM3aluii, CO34aBaEMBIX II0 CETEBOMY
MPUHLHITY.

HeoOXonuMo OTMETHTh, YTO, aHAIM3HMPYsS OCHOBHBIE KOMIIOHEHTHI HOBOM
cereBoii sxoHOMHKH, M. Kacrenbc ocoboe BHUMaHME yrensieT (PeHOMEHY TpyAa,
KOTOPBIH, h(s) ero 3aMEYaHMIO, TpaHchopmupyercs, nprobperast
«CaMOBOCIIPOM3BOIMIMBIE» M «CaMOIIPOTpaMMHpyeMbIe» depThl: « TakuM oOpazom,
B 000 MOMEHT BpPEMEHM XO3AHCTBEHHAs JIEATEIbHOCTh OPTraHM30BBIBACTCS
CeTAMH ceTeH, MOCTPOCHHBIMH BOKPYT KOHKPETHBIX Om3Hec-TipoekToB. Dupma
MIPOJOJDKAET OCTABAaThCS FOPUIMYECKHAM JIUIIOM, BIIAQAETh KallUTalloM, HO 3a
OIepalMOHHBIA OJIOK paboThl KOMITAHMK OTBEYAeT OHM3HEC-CeTh, KOTOPYIO MOXKHO
Ha3BaTh KOPHOpAaTHBHOW cerblo. K ToMy e, mcxoms w3 Toro ¢akra, dYTO
HaKOIUICHHE KalKTajla MPOMCXOAUT Ha MHUPOBOM (DMHAHCOBOM DPBIHKE, KOTODPBII
TaKKe SIBISETCS CeThI0, (PMPMa BBICTYIAET B KAYECTBE y3JIa, OOBEANHSIIOLIEr0 CETH
MIPOU3BO/ICTBA, MOCTPOCHHBIC BOKPYI OW3HEC-TIPOEKTOB M CETH HAaKOIUICHHMS,

OpPraHM30BaHHBIE BOKPYr [I00anbHbIX (uHaHCcOB. CrocoOHOCTH paboTarh
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ABTOHOMHO U OBITh aKTHBHBIM KOMIIOHEHTOM CETH IPHOOpETaeT MEePBOCTEIICHHOE
3Ha4YEeHHE B HOBOH SKOHOMHUKE»™.

Ananu3upys NOpUUUHBI yHajgka TpaJulMOHHOrO pabodero xiacca (Tak
Ha3bIBAEMBIX  «CHHUX  BODOTHHYKOB»),  Kacrempbc  mHOmUepKkuBaeT  ero
KOJIMYECTBEHHOE COKpAIllCHHE W Mapajie]bHO TO BIUSHHUE, KOTOPOE OKas3ajlo Ha
9TOT MPOILECC PA3BUTHE CETEBBIX KOMMYHMKAIIMOHHBIX TexHomorui. Ilo mueHuro
M. Kactenbca: «3HaHne M MH(OpPMAIUSA CTAaIH IIABHBIM CHIPHEM COBPEMEHHOTO
MIPON3BOACTBEHHOTO TIpolecca, a 00pa3oBaHHE - OCHOBHBIM Kaude€CTBEHHBIM
MmoKa3aTeleM  Tpyda, a  IOTOMYy  HOBBIMH  MHPOM3BOAUTEISIMA  IIPH
MH()OpPMAIMOHAIBHOM ~ KallUTalM3ME SIBISIIOTCS T€ TEHEpaTopsl 3HAHWH U
00paboTunKK HMH(OpMALUK, YeH BKJIaA B OIKOHOMHKY HamOoiee 3Hadum» * .
B ocHOBEe TeopuH TPYHOBOW CTOMMOCTH JIEKalmW OOBEKTHBHBIE HCTOPHYECKHE
YCIIOBHS, BBIp@KAIOIIHEeCcs B HEOOXOOMMOCTH BIAJCNBICB KamnuTajla aKTHBHO
3a7eicTBOBaTh paboumii Kmacc: MaHypakTypsl W ¢(aOpHKH TPOCTO HE MOINIH
¢ynkionupoBate  6e3  TpymoBoit cmiel. C  passutuem HKT  Hauan
KOHCTPYMPOBAThCSl TaK Ha3bIBaeMblil MH(OPMaLMOHAIBHBINA TPy, KOTOPBIA 100
BBITECHSUI TPAJULUOHHBI THI Tpyda TOCPEACTBAM AaBTOMATH3HMPOBAHHOTO
IIPOU3BOACTBA, JMOO MO-HOBOMY IIE€PEpacIpesiesisul TPyAOBble (QYHKIHMH, JHOO
co3JaBall CBepXHOBBII NpoayKT. M. Kactensc akueHTHpyeT BHUMaHHE Ha TOM, 4TO
MMEHHO MH(OpMaMOHAIBHBINA TPy CIIOCOOCTBYET KOHCTPYKTUBHBIM II€pEMEHaM,
MOBBIMAeT 3(p(HEKTHBHOCTD M PE3YABTATUBHOCTH HOBOH SYKOHOMHKH.

Ocoboe 3HaueHHe B KOHTEKCTE pacCMaTrpUBaeMOl TEMBI  HMeEET
nHTepnperanus KacrenbcoM NOIMTUKM M BIAacTHbIX oTHomeHuid. M. Kacrenbe
YTBEP)KIAeT, YTO B CETEBOM OOIIECTBE BIACTh OOJbIIE HE KOHTPOIUPYETCS
HMHCTUTYTaMH, OpPraHU3aIUsIMHU HIH CUMBOIMYECKUMH Juaepamu. OHa pacTBOpeHa
B NIOOANBHBIX CETAX (PMHAHCOB, BIACTU U MEIHA.

IlockonpKy  MONMTHKAa BO ~ MHOTOM  3aBHCHUT  OT  IIyOIMYHOTO

KOMMYHHUKAIITMOHHOTO  MPOCTPAHCTBA, MOJIMTHYECKUI rnpormnecc HEeU30eKHO

¥ Castells M., Manuel and Cardoso, Gustavo, eds., The Network Society: From Knowledge to Policy. / Washington,
DC: Johns Hopkins Center for Transatlantic Relations. — 2005. —- P. 14.

“0 Castells M. The Rise of the Network Society, The Information Age: Economy, Society and Culture / Cambridge,
MA,; Oxford, UK: Blackwell, 1996. — P. 345.
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TpaHChOPMHUpPYETCSI B YCIOBHSAX  KYABTYPHl  PEaJbHOW  BHPTYalIbHOCTH.
INonuTndeckne B3MIAABI M TONUTHYECKOE MOBeneHHE (HOPMHUPYIOTCA Teleph B
HOBOM TIpOCTpaHCTBE ceTeBoi KOMMyHukauuu. Ilo wmHenuio Kacrenbca,
«KOMMYHUKAIIMOHHBIE ~ CCTH  SIBJSIFOTCS ~ OCHOBOIOJATAIOMIAMHU  CCTSAMH,
CO3JAIOIUMH BIIACTh B 00IIECTBEN .

CxO0KHe TPOLECCHl MPOUCXOAAT U B cdepe KynbTypel. HoBas KymbTypa BO
MHOTOM C(OPMHpPOBAHA CETSIMH, B KOTOPBIX IIPOCTPAHCTBO ITIOTOKA» PACTBOPSET
«mpocTpaHcTBO  Bemiei». Otcroga KpallHE 3HAUYMMBIM — CTAHOBHUTCS  BOIIPOC
COOTHOIICHUS pPEallkHOTO W BUPTYaJBHOTO B KymbTypHOH cpeme. M. Kactemnsc
OTIpENeIsieT «PEabHOCTh MEINAY CIEAYIOIIUM 00pa30M: «3TO CHCTeMa, B KOTOPOI
camMa peallbHOCTb... TIOJTHOCTBHIO CXBaYeHA M TIOTPYXKEHA B BUPTYallbHBIE 00paskl, B
BBITyMaHHBIH MHp, B KOTOPOM BHEIIHHE OTOOpaKeHHS Ha HKpaHEe HE TOJIBKO
COOOIIAOT O HEKOEM OIILITE, HO M CAMM CTAHOBSTCS OIBITOM» .,

Takum  00pa3oM, OCHOBHBIE XapaKTEpUCTHKH CETEBOTO  OOIIecTBa,
BhIJIeIeHHbIe M. KacTenbcoM, MOTyT OBITh ITPEICTaBICHBI CIISIYIOIUM 00pa3oM:

a) B HEM HaJIM4YCCTBYeT HH()OPMAIIMOHHAS YKOHOMHKA, KOTOpasi CUIBHEE,
4eM KOIia-1n0o0, 3aBUCUT OT 3HaHMUH, MH(OPMALIMK U TEXHOJIOTHUH X 00paboTKH;

b) HAIIMOHAJbHAS, PETMOHAJbHAS W MECTHAas 9SKOHOMHUKA IICITHKOM
3aBUCAT OT IUHAMHKH MHPOBOH HSKOHOMHUKH, C KOTOPOH OHH CBs3aHBI 4epes
I00abHBIC CETH U PHIHKY,

c) BCJIC/ICTBHE TMPOIIECCOB TIIOOANM3aIMY, CETEBOW cpenbl OW3Heca U
WHINBUAyaIH3aldl Tpyla ciaabefoT coIHajbHAs OpraHu3amus pabodnx w
WHCTUTYTHI, KOTOpblE WX 3allWIIad. 3Aech MPOSBIAETCS CONMaIbHAS
noJsipru3anus 1 AHOMUS,

d) HallMOHAJIbHOE TOCYIapCTBO IMOCTENEHHO 3aMEHSIETCS TOCyAapCTBOM
cereBoro tumna: «HOBoe rocymapcTBO MH(GOPMAIMOHHOI SIOXM SBISET COOOM
HOBBI THII CETEBOIO FOCy[[apCTBa, OCHOBAHHOTO Ha CETU MNOJIUTUYECKUX
WHCTUTYTOB M OPraHOB NPHUHSATHS PEIICHUH HAIMOHAIBHOTO, PErdOHANBHOTO,

MECTHOTO M JIOKAJIbHOTO ypOBHeﬁ, Hens30exHOe BSaI/IMO,IleICTBPIC KOTOpPBIX

“! Castells M. The rise of the network society /. - 2nd ed., with a new pref. p. cm. — 2010. — P. 785,
“2 Castells, M. The Rise of the Network Society: The Information Age: Economy, Society, and Culture, Volume 1. /
Oxford: Blackwell Publishers. — 1996. — P. 373.



21

TpaHC(HOPMHPYET TPHHATHE pEHICHHH B OECKOHEYHBIE NEeperOBOPHI MEXIY
HUMID .,

Taxum oGpazom, o MueHuto Kacrenbca, ceTeBoe 00IIECTBO U3MEHSIET caMmy
CYIIHOCTb B3aUMOAEHCTBUII: ¢ OJHOH CTOPOHBI, KOMMYHHUKALUS CTaHOBUTCS
MTHOBEHHOHM, Ppa3HOHANpPaBICHHOW U IIOOAnbHOM, C JAPYrod CTOPOHBI —
HaOJIfoaeTcsl MPOLeCcC pacTylled HW30JIIMHU JIFoAEH Iepel MX KOMITBIOTEPaMH.
B pesynbrare Bo3HUKAET 3P(HEKT TaK Ha3bIBAEMOTO «CETEBOTO HHINBHIYATIU3MAY.

BesycioBHo, Teopusi cereBoro obmectBa M. Kacrtemsca, momMuMo
nocienoBarenel, UMeeT U 3HAUUTENbHOE YUCIO KPUTHKOB. Tak, MHOTHE aBTOPBI
OINpOBEPraT yTBepxkaeHHe KacTenbca o TOM, 4TO TEKyLIUME SKOHOMHUYECKUE H
COIIANTbHEIE TpaHCchopMaIyn 03HaMEHOBAJIN TIOSIBIICHHE HOBOTO
MHGOPMAIIMOHHOTO BEKa, OTMEYasi TEM CaMBIM, YTO CXOXHE IPOLECCHl XapaKTEePHBI
TaKkXKe W JUISI DBOJIOIWMH IPOMBIIUIEHHOTO KarmuTanu3ma. OHH TIojlaraid, 9To
cnabas cTropoHa Teopun Kacrenbca COCTOMT B M3MHIIHEH, 0 MHEHHIO KPUTHKOB,
COCPEOTOUECHHOCTH aBTOpa Ha PpaJUKaIbHON HOBU3HE IOCTHHAYCTPHAIBHOTO
oO1ecTsa.

Tak, B wactHocty, [l. Illuiuiep yTBEpXKAAeT, YTO «IIABHBIM JBUTATEIIEM
9KOHOMHMKH B CETEBBIX OOIIECTBAX HO-NPEKHEMY OCTaeTCs >KelaHHe coOparh
YacTHBI KamuTal; MPOAODKAIOT AOMHUHUPOBAaTh PBIHOYHBIE HMMIIEPAaTHBbI
KOHKYPEHIIMM M COTPYJHHYECTBA, a COLHMAIbHO-DKOHOMHUYECKOE HEPABEHCTBO,
XapaKTepHOE JUISl PhIHOYHOI SKOHOMHKH, POJOIDKACT CTPEMUTEIBHO PacTH».

IIpodeccop Kammdopuuiickoro yamBepcurera M. KunHM mmcan o
HEIOCTATOYHOCTH JOKa3aTelnbHOW 0a3bpl: «korma Kacrembc pemaeT BBIBOIBI, OH
n3JaraeT UX HACTONBKO a(OPHUCTHYHO, YTO WX TOYHOE 3HAUCHHE CTaHOBUTCS
HeynoBuMbIM» ® . @. Yabcrep B cBoeMm Tpyne «Teopum HHGPOPMAIOHHOTO
oOmecTBa», HOMHMO OYEBHAHBIX CHJIBHBIX cTOpoH Teopuun M. Kacrensca,
OTMEYaeT TaKXe M Pa3MbITOCTb MOHATHS «UH(POPMALMOHAIBHBIA TPYI», a TaKXkKe

paMOK ¥ TpaHUll «MH(OOPMAIMOHHOM 3IOXM»: «B €ro padore ecTh MpoOIeMHBbIE

4 Kacremse M. WudopmannoHHast 3moxa: KOHOMHKa, OOLIECTBO M KyAbTypa. / Mep. ¢ aHDI. IOJ Hayd. pex.
O. 1. kaparana. — M.: T'Y-BIID, 2000. —.C. 29.

“ Schiller, D. Digital Capitalism: Networking the Global Market System / University of Illinois Press, 2000. —
P.48.

* Tam xe, P. 48.
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TOYKH, KAcalolUecsl CYMECTBEHHBIX IPEIMETOB: HENOOIEHKA 3HAYUTEITHHOCTH
KJIACCOBOTO HEPaBEHCTBA, COOTHOIIEHHWE KOHTUHYyMa M IIEpeMEH B €ro
JTOKa3aTeIbCTBAX, HESICHOCTh, YTO XK€ OH MOHUMACT MO WH(pOpMAIMEH, a TaKKe
HEUIKUTHIA TEXHOJOTUYCCKUI IETCPMUHHU3M, KOTOPBHIA JIGKUT B OCHOBE €ro
Te3ucoB. Hu oauH aHanuTHK MHGOPMAIMKA HE MPOUTPACT, €CJIM HAYHET C PabOThI
Manyansa Kacrensca, HO 3akaHYMBATH HAa 3TOM MOIBITKH aJCKBaTHOTO OIHMCAHHS
WHPOPMAIIHOHHON 3PBI HETB35I» ™.

HoBelif B3DIAL HA TEOPHIO CETEBOTO OOIIECTBA TPEIIOKHI TAaKXKe YKe
VIOMSIHYTHIA BBIIIE TOJUTAHACKUI commoror SH Ban [leiik. Hanbonee m3BecTHBIIH
Tpyn Slma Bam [eiika «CereBoe oOmectBo» (2012) mpexacraBmser coboit
KOMIUICKCHBIH, ~ MEXIWUCIUIUIMHAPHBIA ~ aHaiu3, B  KOTOPOM  OOOOIICHBI
CYIIECTBYIOIIME THUMOTE3bl M  BBIBOABI O  COIMANBHBIX  TOCIEICTBUIX
pacrpocTpaHeHHs HOBBIX Menua. B cBoeil kuure Ban Jlelik paccmaTpuBaer
HECKOJIbKO ()OpM HOBBIX MeIua, BKJIOYAsl COILMAJbHBIE CETH, KOMITBIOTEPHO-
OMOCPEIOBAHHYI0 KOMMYHHUKAIIUIO, JICKTPOHHBIC KHUTHU, IIaTPOPMBI I 0OMeHa
3HAHHUSIMHU M CUCTEMBI 3JICKTPOHHOTO ronocoBanus. Ecmu M. Kactenbe yTBepxkma,
9T0 0a30BBIMH STYCHKAMHU CETEBOrO OOINECTBA SIBISIOTCS HEMOCPEACTBCHHO CETH,
To S Ban /Jlelik ompenenser OCHOBHBIMH aKTOPaMH OTHCIBHBIX HHJIMBHIOB,
HECMOTPs Ha TO, YTO OHH BCe OOJIbIIE KOMMYHHIUPYIOT M OOBEIUHSIOTCS B MHHU-
coobmectBa® . B pabore «CereBoe 00mECTBO» OH MPEMIOKMI COOCTBEHHYIO
BEPCHIO KOHIICTIIINHA COBPEMEHHOTO ceTeBoro obmiecTsa. SH BaH Jleik OnpenemnseT
ero kak Takylo (OpMy 0OmmecTBa, KOTOpas Bce dHalle OpPraHH3yeT COLHANIbHBIC
OTHOIIIEHUSI C MOMOIIBIO MeIraceTel, MOCTEMEeHHO 3aMenasl Wil KaKk MHHAMYM
JIOTIOJHSISE UMK CONMAbHBIC KOMMYHHUKAIIAU JIMIIOM K JIMIY*. ABTOp ompeaessiet
HOBbIE Meaua Kak pe3ynasrar ciaustHus CMMU u conuanbHBIX ceTed. Y3IIbl TaKuxX
CeTel paccMaTpHUBalOTCSl OJHOBPEMEHHO M KaK €€ COSTUHEHHUS, M KaK HOBBIE TOUKH

pocta mocienyoomux cBs3eil. Takum o00pa3oM, OHM BIHMSIOT Ha CBOUX

6 Vaberep ®. Teopun uHbOpManHOHHOTO obmecTa / mep. ¢ anr1. M. B. Apanoa, H. B. Mansixunoii / : M.:
Acnekr [Ipecc, 2004. — C. 164.

4" van Dijk J. The network society / London, 2011. — P. 57.

e Kypouknn A. B. Teopus NONMTHUECKMX CETEH: MPEIIOCBUIKM CTAHOBIEHHS M MECTO B COBPEMEHHOM
HOJIUTHYECKOH Hayke // Mctopudeckue, Gpuiaocodckue, MOTUTHICCKHE U IOPHANYCCKHE HAYKHU, KYIBTYPOJIOTHS M
HCKyCCTBOBe/IeHHe. Bonpocsl Teopun 1 npakTtuku, 2011, — Ne 8-3. — C. 113-117.


http://platona.net/load/knigi_po_filosofii/socialnaja_filosofija/uehbster_f_teorii_informacionnogo_obshhestva_2004/24-1-0-4649
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MOJIb30BaTeNIeli, a 3TH TOJB30BATENIN, B CBOIO OUYEpelb, ONPENEIIIOT XapakTep
HOBBIX CpeicTB MaccoBo wmHGpopmarmu. Bam Jlefik mnpenmocreperaer
MPUBEPKEHIIEB €r0 TEOPUM OT HEBEPHOTO BBIBOJA O TOM, YTO HOBBIE Menua
KapMHAIBHO MEHSIOT COIMATbHBIC MPAKTUKH M TPOLECCHl. [ T1aBHas uaest paboThI
3aKJIF0UaeTcs Kak pa3 B TOM, YTOOBI 10Ka3aTh, YTO HOBBIE MEHA - 3TO YCHJICHHUE, a
HE U3MEHEHHE CYIIECTBYIOIIUX TOYEK pOCTa KOMMYHHKauuu. VX BnusHUE Bcerna
OTpakaeT akTyaJlbHble COLMAJbHbIE, KYJIBTYpPHbIE W IOJIUTUYECKUE CBSI3H,
HECMOTPS Ha YHH(PUKAIIMIO KOHCTPYKTUBHBIX U TEXHHYECKHUX XapaKTepPHCTHK. Bax
Jle#ik aKkTyalm3upyeT IMOTECHIHAIbHBIC H3MEHEHHS B CTPYKTYpe HH()OPMAIIUH IO
pnusiHueM HoBeix CMU. Hanpumep, omHMM U3 XapaKTepHBIX HW3MEHEHHH
CTaHOBHTCS BO3MOXKHOCTH TIOSIBIICHHSI aCHHXPOHHBIX CBS3EH M HEMepapXHUeCKUX
CHCTEM YIIpaBJIECHHUS pecypcaMu. DTO, Hapsly C HHTEPAaKTHBHBIM XapaKTEpOM
HOBBIX CPEICTB MaccoBOH HMH(MOpPMAIMH, AA€T OTACIBHBIM JIHIaM, TpylnaM H
OpraHu3anysAM BO3MOXKHOCTh HCIIONB30BaTh KaHalbl oOMeHa uHpopmanumeit
CaMOCTOSITEIbHO, HE TojIarasich Ha IIEHTp ceTu. MccnenoBarens yTBEp)KIaeT, 4To
HaOJNrOaeTCs MPsAMast KOPPEISLUS MEXKIY KOTHMYSCTBOM JIFONCH 3a/1eHiCTBOBAHHBIX
B CETU M KOJIMYECTBOM JIFOJEH, JKEeNAIOIUX PUCOSTUHUTECS K CETH.

Kak u M. Kacrenbc, oH oTMedaeT, 4YTO CETEBble CpPEACTBA MacCOBOM
WHPOPMAIMK 3HAYUTEIHFHO BIHMSAIOT HAa CTPYKTYpPY SKOHOMHKH, CO37aBas HOBBIC
0TpAaciIH NPOMBIIIICHHOCTH, 8 IMEHHO «OOJBIIUX UTPOKOBY, KOTOPBIE CTPEMATCS K
MIPOEKTHPOBAHUIO U IIOCTPOCHUIO» CETeH B COOTBETCTBHU CO CBOWMH OM3HEC-
BO3MOXHOCTSIMH.

B ob6mectBenHo#t cdepe Ban Jlelik ¢okycupyeT BHHMaHHE Ha TOM, Kak
HOBBIC Me/lna U3MEHSIOT PA3IMUHBIC aCIEKTHI COIMAIbHON CTPYKTYpHI. B oTimmunu
or M. Kacrenbca, Ban [leiik oTBepraer, Harmpumep, HICI0 O TOM, 4YTO (HaKTOPbI
MIPOCTPAHCTBA U BPEMEHHU CHIDKAIOT CBOE 3HAUCHHE OIaromapsi HOBBIM CPEACTBAM
MaccoBod HH(popmanuu. PaccmarpuBasi mpoOiieMy COLMAJIbHOTO HEPaBEHCTBA,
aBTOp TAaKXKe IMPEATNOaraeT, YTO CETEBble MeIHa CO3JAI0T HOBYH0 HEpPapXHI0
paboumx MecT. ITO 03HAYaeT, YTO «HIU(PPOBOI pa3phIB» - 3TO HE TOIBKO BOIIPOC
Joctyna K VHTepHETY, HO ¥ BONPOC CIOCOOHOCTH NPOQPEeCCHOHATIBHO

HCIO0JIb30BaTh HOBLIC CPEACTBA MacCOBOM I/IH(I)OpMaLII/II/I Wiy mupe - CIIocoOHOCTH
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(dhopmupoBaTh HPPOBYIO KYIETYpY ceTeBoro obmiectBa. Tem He MeHee BaH [leiik
YTBEP)KIAeT, 4TO pa3HooOpa3ue M KOHTEKCTyalu3aluss B OOJbIIeH CTeleHH,
HEXXEJH MYJIBTH-(QYHKIIMOHAIBHOCTD, Oy/IyT ONPEeIsTh Meua B OyayLieM.

ABTOp cumMTaecT HEOOOCHOBAaHHBIM TIPEIMNOIOKCHHE O TOM, 4YTO
OIKCHIBAEMbIE UM HOBBIC CPEACTBA JAOJIKHBI IPSMO COACHCTBOBATh JEMOKPAaTUU U
PaCHIMPEHUIO TIPaB U BO3MOKHOCTEH TPasKAaH WU Pa3pylICHUIO TPAJAUIMOHHBIX H
TPOMO3IKUX OIOPOKpAaTHYEeCKUX CTPYKTyp. HampoTus, conmansHble CeTH U Opyrue
cepBUCH ceTH VIHTEepHET MOTyT OBITh HCIONB30BAHBI [UIS JONOJHUTEIHHOTO
KOHTPON 32  JCHCTBHSAMH TpaXIaH, IOBBIIICHUS  (QopMmamm3anuu o
CTaHJAPTHU3AINH UX TTOJIUTHICCKOTO ITOBEICHUS.

OcHOBHBIE TIpOONIEMBI A1 WHTETPHPOBAHHBIX CETEH KpOIOTCA B
0COOEHHOCTAX HWHpOpMaIMM W  KOMMYHHMKAIlMM Kak  HeMaTepHaJbHBIX,
TEPPUTOPHATIBHO HE3aBUCHMBIX M IIOCTOSHHO WM3MEHSIONIMXCS —pecypcax.
[IpaButenscTBeHHbIe NeiicTBUs B 3akoHBI 0 CMMU He cmocoOHBI 3G GEKTUBHO
perynupoBaTh ~ HHTEPHET-KOHTEHT,  CIEJOBaTelbHO,  YNPaBIEHUEM  CEThIO
3aHUMAIOTCSI CKOpee KPYIHBIC KOPIOpAlWHU, KOHTPOIUPYS €€ NPU IOMOIIU
pa3pabaTEIBAEMOTO MU IIPOrPAMMHOTO 00€CTIEUeHUs.

B 3axnrouenun BaH [lelik yTBep»AaeT, 4TO UCCIENOBATENU JOKHBI eNaTh
aKIEHT Ha MOJENISAX HHTETPalliK OHJIAWH U o(raiiH KoMMyHUKarmid. CorIacHo ero
BEIBOZIaM, MaccoBoe 00mIecTBO XX B. MOCTEIIEHHO CMEHAETCS HH(POPMAIIOHHBIM
001IecTBOM, KOTOpPOE OCHOBAHO HE Ha KOJUICKTHMBAaX, a HA WHIWBHUIAX, CBA3aHHBIX
ceramMu. CooOmecTBa CTaHOBATCS MEHEE YCTOHYMBBIMH, BUPTYaJIbHBIMH,
B3aMMOIIPOHHKAIOMINMY, HE HMCIONMMH YeTKHUX TpaHul. OH HEOZHOKPATHO
MOAYEPKUBACT, YTO YHHMBEPCAJBHBIH MOCTYH K KOMIBIOTEpaM U pPa3BUTHE
U(POBBIX HABBIKOB JOJUKHO OBITH NMPUOPUTETOM JUIS IHOJUTUKU COBPEMEHHBIX
MIPaBUTEIIHCTB.

BMmecto OOpOKpaTHUECKOTO BEPTHKAIBHOTO YIIPABICHUS OOIECTBOM
(dopmupyercst TOpuU30HTANBEHO auddepeHnnpoBaHHas OOLIECTBEHHAs! CTPYKTYpa.
Bnacte ke TeM HE MeHee HE IEpeMellacTcs B PyKd MeAua, KaK CYHTAT

M. Kacrenbc, a ocTaeTcs 3a roCynapcTBOM.
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B 3akmrogeHme HEOOXOOMMO 3aMETHUTh, YTO CTAHOBJICHHE KOHIICIIINH
CETEeBOro OOIIECTBAa OHOBPEMEHHO NPOXOAMIO B PA3IUYHBIX 00NACTAX 3HAHUSA, a
MMEHHO B COLIMOJIOTHH, KOHOMHKE, MOJIMTOJOTHM, COLMaibHOU (uiocoduu u
KyneTyponorud. Takum oOpa3oM, craBs mepen coboil GyHAaMEHTaNBHYIO 3a1a4dy
OOBACHEHUS OCHOB COBPEMEHHBIX COLIMANBHBIX CTPYKTYp U PACKPBITUA
MOpQOIOruK colryMa «IH(POBOH SMOXW», JaHHAs TEOpUs HCIBITada Ha cede
BIMSHUE OOJNBIIOTO KOJNMYECTBA METOJONOTHYECKUX IIOJXOAOB, 9YTO, B CBOIO
oyepens, CTAll0 MPUYAHON OSKIEKTH3Ma, KOTOPBIA CIIPaBEIUIMBO OTMEYAIOT e
KpuTukd. Tem He MeHee OONBIIMHCTBO HCCIIEAOBATENICH ITOJYEPKHBAIOT
BO3pACTaONIee B TCOMETPUICCKONW IPOTPECCHH BIUSHHUE CETEBHIX CTPYKTYp H
«HOBBIX Me/INa» Ha BCE CONMAIFHO-TIONUTHYCCKHE, SKOHOMUYECKHE M KyJIBTYpHEIC
nporecchl. Pa3zButie MHOOPMAIIMOHHBIX TEXHOJIOTHH TPUBEIO K CTAHOBJICHHUIO
HOBOH COIMANBHON IU(POBON apXUTEKTYPHI, MPEACTABIAIONIEH COO0M CIIOKHYIO
KOMOWHAIIMIO BUPTYaJbHOTO M PEaJTbHOTO MHPOB M OKa3bIBAIOIIEH pelaromiee

BIIMSIHUE Ha CTAHOBJICHHE HOBBIX TEXHOJIOTHI TECPPUTOPUATILHOI'O PAa3BUTHA.



26

1.2. OcoleHHOCTH ceTeBOr0 HWH(POPMANMOHHO-KOMMYHHKATHBHOIO
NMPOCTPAHCTBA YNPAaBJICHNA U MOJUTUKH B cOBpeMeHHol Poccnn

Kak Obuio mnokazaHo B TepBOM maparpade, coluaibHas peajbHOCTh
CEeTeBOro o0IIecTBa 00YCIIOBIMBACT MOSBICHAE HOBBIX MOJIENEH MPOEKTUPOBAHUS
pasButusi Tepputopuil. IloBcemecTHast ceTeBU3alUsl U YCIOXKHEHHE Pa3IMUHBIX
chep XKM3HM OOIIECTBa IMOABOIAT IOJUTHYECKHX AKTOPOB K HEOOXOAMMOCTH
MOUCKA HOBBIX, PE3YIbTATUBHBIX WHCTPYMEHTOB pealu3allyd WHKIIO3UBHON
MOJIUTUKH C IETBI0 TOBBIICHUS 3(()EKTUBHOCTH TOCYIapCTBEHHOTO YIIPABICHNUS B
nenoMm. [Ipexne deMm mepedTH K HCCICNOBaHWIO BIUSHUS HOBBIX  (OpM
KOMMYHHMKAIlUM ~ HEMOCPEACTBEHHO HA  TPOLECC  Pa3sBUTUS  TEPPUTOPHHA,
HEOOXOIMMO TPOAHAIN3HPOBATE OCOOCHHOCTH COBPEMEHHOTO HH(OPMAITOHHO-
KOMMYHHKaTHBHOTO IpocTpaHcTBa Poccun.

Bospacraromee BIUSHHE CpEICTB MacCOBOW HMH(GOPMAIMHM B ITOCICTHHE
JIECSTWIETHS. BEAET K IIOCTEIICHHOMY COKpPAIICHHIO TPAJUIHMOHHBIX METOIOB H
CPEICTB BO3JCHCTBUS CYOBEKTa TIOJUTUKA Ha OOBEKT, YTO OOYCIOBIMBAET
HEOOXOIMMOCTh TIOMCKa HOBBIX S(QQEKTHBHBIX MEXaHH3MOB YIIPABICHUS C
UCTIONIb30BAaHUEM CETEBBIX KOMMYHUKATHUBHBIX TEXHONOTHH. MOXHO yTBEp)KIATh,
YTO B paMKax Ipolecca MEAHaTH3aluM IyOIMYHOH CQepbl KIIIOYEBBIM IS
MOJIUTUYECKUX aKTOPOB CTAHOBHUTCSI KOMMYHMKATHBHBIA acClEKT MHONUTHKH, K
KOTOPOMY, B TOM 4HCJIe, OTHOCHTCS pabora B ctepe PR, OpenmmpoBanme u
MapKeTHHT TEPPUTOPHH.

CTonT OTMETHTh, YTO pa3BUTHE WH(YOPMAIMOHHO-KOMMYHHUKATHBHOTO
MPOCTPAaHCTBA B TMOJNWTHKE €OIe JBajAlAaTh JIET Ha3aJ CBA3BIBAJIOCH C
JIESITETBHOCTRIO0 TPAIULMOHHBIX CPEIACTB MaccoBOi HH(popManuu (TIeYaTHBIX
W3/laHui, panuo, TeneBuieHus). B coBpeMeHHOM m00anbHO-UH(OPMAMOHHOM
oOmecTBe 3HaueHHe TpagunuoHHEIX CMMU cTamo cHmkaTtbes Ha (GOHE pacTyIIeH
pPONM HOBBIX CPEACTB CETEBOM KOMMYHHUKAIMM, TaKHUX KaK COLMAIbHBIC CETH,
onoru, Gopymser u T. 1. Kak mokaseiBaetr uccienoBanue BIIIOM, nposeneHHOE B
2016 ., 11 MOMCKa HOBOCTHBIX MarepuanioB MHTepHeT (cuurtasi OZHOBPEMEHHO
nH(OpMaIMOHHbIE CaThl, COLMAJbHBIE CETH M OJOrM) Mcmoib3yroT 27% Bcex

ornpomeHHbIX poccusiH (B 2015 1. naHHbBIA MOKazaTenb cocTaBuil 22%). MoxHO
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IPEATIOIO0XKUTb, YTO B I[aJ'ILHeﬁIHeM Cpe€ansiasa umbpa HCIIOJIB30BAaHUS <«HOBBIX
MEaua» 6y[[eT TOJIBKO pacTH, MOCKOJIBKY YK€ CEroJHs CCThb SABIACTCA INIaBHBIM

UCTOYHHUKOM uHpopMarmu st 62% 18-24-netuux, 47% 25-34-neTHux rpaxman®.

Tabauna. 1 Pesyabrarsl coumosioruyeckoro ompoca BIIMOM no

KJIH04YeBbIM HCTOYHMKAM 00111eCTBEHHO-MOJIUTHYecKOi uHpopMauuu

Yro n1s1 Bac ¢JIy:KUT IABHBIM HCTOYHHKOM HOBOCTEH 0 COOBITHSIX B
cTpaHe? (3axpwimoili 6onpoc, 00un omeem, %)®

2014 .

Tenesuoenue 60
\Unumepuem  —  HOBOCmHUIE,

ananumuveckue, oQuyUaIbHLLE| 23
catimol

Unmepnem — coyuanbHvle cemu,

onoeu™ )
\Pazeo60pbl ¢ 1100bMu 4
\[ azemuol 7
\Paouo 5
VKypraol 0
\Huuezo uz nepeuuciennoco 1

HcTounuk: https://wciom.ru/index.php?id=236&uid=115679 (nata o6pamenns: 24.02.2017)

Koncrpynposanne  nH(OpPMaIMOHHO-KOMMYHHUKATHBHOTO — MPOCTPAHCTBA
MOJIUTUKH CETONHS XapaKTEPU3YETCsl CIIEIYIOMNMH JOMHHAHTaMU:
1. Uadopmanus cTaHOBUTCS HCTOYHHUKOM BIIACTH.

2. ConmasipHast opraHu3alysi Bce 6oee CTpEMUTCS K CETEBOM CTPYKTYpE.

49 IMopran Bcepoccuiickoro I1EHTpa H3y4eHHs OOIIECTBEHHOro MHeHust [OnextponHbiid pecypc] URL:
https://wciom.ru/index.php?id=236&uid=115679 (/lara o6pawenus: 24.02.2017).

Topran BcepocCHICKOrO ILEHTpa H3ydeHHs OONIECTBEHHOTO MHeHHsA [OnexrponHsid pecypc] URL:
https://wciom.ru/index.php?id=236&uid=115679 ([dara obpamenus: 24.02.2017).


https://wciom.ru/index.php?id=236&uid=115679
https://wciom.ru/index.php?id=236&uid=115679
https://wciom.ru/index.php?id=236&uid=115679
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3. INonmuTHueckue peuIeHus] MPUHUMAIOTCS C IIHPOKUM HCIIOIB30BAaHHEM
nHGOPMAITMOHHO-KOMMYHHUKAaTHBHBIX TEXHOJIOTHH.

4. TpaxnmaHe BKIIOYAIOTCA B IIMOOANBHBIM JUCKYpC U MOIyd4aroT
BO3MOKHOCTbh MTHOBEHHO ITOJTy4aTh 1 OOMEHUBATHCS aKTYaIbHON HH(OpMaIyei.

5. HKO wu OwusHec mnony4aioT BO3MOXKHOCTb BBICTpaumBaTh Hamboiee
Pe3yJIbTaTHBHYIO 00PaTHYIO CBSI3b C OpraHaMH BIIACTH.

OueBHIHO, YTO BHIIIETIEPEUNCICHHbIE KIIIOYEBbIEC IPU3HAKN B TIOJIHOM Mepe
MPOSIBIISIIOTCS. M B COBPEMEHHOHN Poccum, 4To, COOTBETCTBEHHO, CBUAETEIBCTBYET O
(OpPMHPOBAaHMHM HOBOTO HAIMOHAIBHOIO MEIHUANPOCTPAHCTBA CO  CBOUMH
crenu(UIeCKIMH YepTaMU U 0COOEHHOCTSIMHU.

IIpexne 9eM NPHUCTYNMHTh K aHAIM3y OCOOEHHOCTEH WH(OPMAIMOHHO-
KOMMYHHKATHBHOTO ITpocTpaHcTBa PP, HE0OXOANMO OCTaHOBUTHCS HA PACKPBITHH
CaMOTo TOHATHS «IOJIUTHYECKass KOMMYHHKAIUS» W OIPEACTHTh €r0 B HOBOM
ceTeBoM KoHTekcTe. O000IIas BHYIIUTETHHOE YHCIIO OMPEACTICHUH, MOTUTHICCKA
KOMMYHHKAIIUSI MOXET OBITh MpPEACTaBlIeHa KaK COBOKYIHOCTh IIPOLIECCOB
nH(OpPMAIIMOHHOTO OOMEHa, CTHMYJIHPYIOIIUX IOJUTHYECKYIO JAESTEIbHOCTD.
[Iupoko u3BecTHa Kiaccuyeckas Gpopmyrna KOMMYHHKAaTUBHOTO aKTa, OIMCaHHAs B
cepemuae XX B. I Jlaccyanom: «Krto coobmaer? Yrto coobmiaer? Ilo kakomy
kaHaiy? Komy cooOmiaer? C kakum pesyibratom?»®. B cooTBeTCTBHH C HEl
BBIJICTISIIOTCA TIATh YJIEMEHTOB KOMMYHUKALIUH:

1. KommyHmKaTop (aBTOp COOOIICHNS);

2. Coobmienue (nHpOpMAIHS);

3. Kanan koMMyHHKauu (CpecTBa mepenadu cooOIeHus);

4. PerunvieHT (agpecat cooOIIeHNs);

5. Jocturnyroe BozzaeicTBue (3G PEKTHBHOCTH KOMMYHHKALIHH).

Bo Bropoii nonmosuHe XX B. TEOPETHUECKUE ITOIXOABI K aHATHU3Y CTPYKTYPHI
MOJIUTUYECKOIT KOMMYHHKAILIUH MTOTY4MIM HOBBIH IMITYJIEC B CBOEM pa3BUTHHU. Tak,
P. Bpamox mnpemnoxkun «pacmmpeHHylo dopmyiny Jlaccyana» %, B koTopoi

JOIIOJHHUTCIIBHO BBIJCIAOTCA TaKHME€ 3JICMCHTBI, KakK 06CTOHTGJ'IBCTB3., oejiap "

5! Lasswell H. The Structure and Function of Communication in Society / L. Bryson (ed.). The Communication of
Ideas. — New York: Harper, 1948 — P.85.
52 Braddock R. An Extension of the “Lasswell Formula” // Journal of Communication, 1958. — P. 93.
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pesynbrar nepenaun uHpopmammu. K. Illemnomom wu B. VYuBepom Obuia
pa3paboTaHa KOMMYHHUKaTHBHAsI MOJENb, B KOTOPOH aKIEHT CAEIaH Ha BIMSHHH,
OKa3bIBAEMOM HA OCHOBHBIX aKTOPOB KOMMYHHKAI[MH ITOCTOPOHHHMHU IIOMEXaMHU U
mymamu*. M. ne @dmep ocoboe BHUMaHHE OOpaTHI Ha PACXOKICHUE MEXKIY
NepeaHHbIM U TOJYYEHHBIM COOOIIEHHEM BO BpeMsl aKkTa KOMMYHHUKAIMH, YTO
MOOYIUIIO ero co3/1aTh Oojee CIOKHYIO MOZENIb KOMMYHHKAIIMN C 00s3aTelbHBIM
BKJIIOYEHHEM, TIOMHUMO MOMEX M IIyMOB, JJIEMEHTOB «0OpaTHOH CBI3M»™.

CTouT MOMYEPKHYTh, YTO BCE BBHIIICONMCAHHBIE MOJENIN OTPAXKAIOT JIUIIb
Mallblii CETMEHT TEOPETHYECKHX IOAXOAOB K aHaluu3y ()CHOMEHa ITOIMTHYECKON
koMMyHHKanuy. CylmecTBEHHBIM BKJIAJ B Ppa3BUTHE TEOPUU KOMMYHHKAIMN
BHECIM  IPEICTABUTENM  PA3IMYHBIX  METONOJOTMYECKHX  HAIPABICHWM:
CTOPOHHHUKHU KOHIIETIIIMM MAacCOBOTO OOIIECTBa, CTPYKTYPANUCTHI, MIPEACTAaBUTEIN
KHOCPHETHYECKOTO W CHCTEMHOTO TIOIXOJO0B, HEOMAapKCHCTBI, TECOPETHKH
HHQOPMAIIMOHHOTO  OOIIecTBA W MCCIEAOBATENN  MOJIMTHYECKUX  CceTeil.
3aKOHOMEPHO, YTO COBPEMEHHBIE HCCIEA0BAHUS MOJUTUYECKUX KOMMYHHKAIUHA B
NEpBYI0 OYEpe/lb COCPEIOTOYEHb Ha aHajiM3e B3aMMOJICHCTBHH M oOMeHa
nndopmanyeii B HMHTEpHET-pOCTpaHcTBE. Takol TMOAXON K ITOJMTHYECKON
KOMMYHUKAIIMA TpUBEN OOJBIIMHCTBO aBTOPOB K BBHIBOIY, 4YTO COLMAIbHBIC
OTHOWLIEGHUS BCE Yalle KOHCTPYMPYIOTCA HMpPU IMOMOIINM MEAHAceTel, MOCTEINEHHO
3aMellasi WK JOMOIHS UM COLUAIIbHBIE KOMMYHHKALUH THLOM K JIUILY.

Bpsig 11 MOXHO MOCTaBUTH IOJ COMHEHHE TE3HC O TOM, 4To U B Poccum
cerofgHs VIHTepHET CTaHOBUTCS OOHHM H3 KIIOYEBBIX CPEICTB IMOJUTHYECKON
KOMMYyHMKanuu. Mcropudecku nporecc pa3BUTUS CETEBBIX TEXHONOIUM 1men B PO
[0 eBpoINeiickoMy IIyTH, XOTS M C HEKOTOPHIM OTCTaBaHHEM, BBI3BAaHHBIM
U3BECTHBIMM SKOHOMHUYECKHMHM Ipobiemamu Haudana 1990-x rn. B mpomecce
Pa3BUTHS pyHETa YCIOBHO BBIACIAIOTCSA YETHIPE dTala pa3BUTHA: |) «HAYaJIBHBIN»;

2) «CTONUYHBII»; 3) «PErnOHAJIBHBIN» U 4) «COBPEMEHHBIIN™,

%% Shannon C., Weaver W. The Mathematical Theory of Communication. / Urbana: University of Illinois Press,
1949. — P. 115.

5 Tam sxe, P. 98.

% Brikos U. A. CeTeBast OTUTHICCKAs KOMMYHHKALHS: TEOPHs, IPAKTHKA U MeToxbl uccnenosanus. / CI16.: M3n-Bo
CIII'YT/, 2013. — C. 73.
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Ha «wnaganpaOMY» oTame, B 1991-1993-x 1, HWuTepHeT B Poccum
peann30BBIBANICS TNPEUMYIIECTBEHHO B pamkax cetu FIDO, cepBucos
aneKkTpoHHON moutkl, koH(pepeHunit USENET, a Takke pervoHanbHBIX ceTeil
nepenayu JaHHbIX.

«Cromuunslit» tan (1994-1997 rr.) Hauancst ¢ MOMeHTa, Korja ceThb Relcom
MoJyynJia TIOCTOSIHHBIA KaHasl JocTyna B eBpomelckyto cetb EUnet. Ha stom
9Tare MPOU3ONUIA TIO0ANU3AIHS CETH, OAHAKO MHTEPHET-YCIYTH IO NPEeKHEMY
KOHIICHTPUPOBAJIHCH B 0OCHOBHOM B MockBe u CankT-ITerepOypre.

«Pernonanpuplt» dtanm  (1998-2001 1), OBUI CBA3aH C IIUPOKUM
[IPOHUKHOBEHHEM VHTepHeTa B peruoHsl Poccum M omIMYanCs BBICOKUMH
TEMITaMH TIPUPOCTA HHTEPHET-AYJUTOPHH.

Toukoit Oudypranuu st CTAHOBIICHHUS «COBPEMEHHOTO» dTara (IPUMEPHO C
2001 roma) B paseutim HuTepHera B Poccum cramo mpeomonenue 10%-Horo
1opora B COOTHOILEHUH KOJIMYECTBA MOJIb30BaTeNeil M BCETO HACEJICHUS] CTPAHBI®.
VIMeHHO mociie 3TOT0 POCT MHTEPHET-TI0NIb30BaTeNIed U paclIMpeHne TEXHUIECKUX
BO3MOXHOCTEH JOCTyNa K CETH CTald HOCHUTh HEOOpaTUMBIA JIaBUHOOOPAa3HBIi
Xapakrep.

B nenom, megua-cuctema B Poccum 10 CeromHsIIHEro IHS oOcCTaeTcs
JIOCTaTOYHO CHUJIbHO TOJSPU30BAHHOM: CyIIECTBYET SIBHas KOHKYpPEHLHS
TPaIUIAOHHBIX (TIPEeXIe BCero TeneBHaeHHs1) 1 HOBbIX CMU (MHTepHET-CepBUCH
U W3IaHWA), KOTOpas YCyryOiseTcs pa3phlBOM B IIOJB30BAaTEIbCKUX HAaBBIKAX
(Mexmy mpeamoynTaromuMi HTepHET 1 BEIOMPAIOIINMH TEJICBUCHNE B KaUeCTBE
HUCTOYHWKA WH(OPMAIMK), B pE3yIbTaTe dYero YCHINBAeTCS HECOBIAICHHE
MOBECTKH JHSA W HAIPaBICHHOCTH MOJa49X WHGOPMAIMK MEXIy odJaiH U OHIaiH
m3ganusMu. Kpome Toro, BBHIY pa3pblBa MEXIY MOJb30BATEIIbCKUMU HAaBBIKAMU
JUIUPYIOIIee MECTO B PEHTHHIE JOBEPHs CPEACTBAM MacCOBOH MH(MOPMAINH, 110
maaHelM BIIMMOM, Bce e coxpaHseTcs y TeNeBHICHHUS (YPOBEHb JOBEPHS

LEHTPATBHOMY TEEBHACHHIO COCTaBIsAeT 52%)°".

% Brikos U. A. CeTeBas ONUTHUSCKAS KOMMYHHKAIHS: TEOPHsl, IPAKTHKa U MeToab! uccnenopanus. / CI16.: M3n-Bo
CIIT'YTJ], 2013. — C. 73.
7 Tam xe, C.54.
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K JIPYTUM 0COOEHHOCTSIM poccuiickoro MHPOPMAIIMOHHO-
KOMMYHHKAaTHBHOTO  TIPOCTPAHCTBA  HEOOXOMMMO  OTHECTH  CJICAYIOIIHE
XapaKTePUCTUKU:

. JUMHHAIBHOCTh  MOJNUTHYECKOTO  HHTEpHETa  (HECOOTBETCTBHE
BHEJIPSIEMBIX TEXHOJIOTUII TOTOBHOCTH POCCHHCKOIO OOLIECTBA K BKIIIOYCHHUIO B
UHTEPHET-NIPAKTUKH),

. HOMMHAJIbHOE 3HAa4YeHHWE ITOJMTHYECKHX HHTEpHET-pecypcoB (T. e.
CPaBHMTEIBHO  cinaboe BIMSHHE HA  PE3yNbTaTUBHOCTh  NOJIMTHYECKOM
JIeATSIIEHOCTH),

. HE3HAYUTENIbHOE BO3ACHCTBHE Ha TOBEICHHE 3JIEKTOpaTa CETEBBIX
IUTOIIAI0OK KOMMYHUKAIlMH, B IIEJIOM AaMOJWTHYHOCTh POCCHICKHX Tpa)kIaH,
KOTOpas HE TO03BOJSET IONUTHYECKHM NPAaKTHKaM B CETH YCBOHTHCS H
PacrpoCTPaHUTECS™,

Tem He MeHee OONBIIMHCTBO CYOBEKTOB ITyOTMYHON IOJUTHKH AKTHBHO
HCIOJIB3YIOT HWHTEpPHET-TUToNaaku, ocobenno Web 2.0, B kauecTBe KaHanoB
MOJIUTUUECKOI KOMMYHHKALIUH.

B ycnoBusix mporeccoB rmo6anu3anuy U MOBCEMECTHON yHUBEpCalU3aluu
MOJUTHYECKass apeHa Bce OoJblle NpHOOpeTaeT XapaKTEepUCTHKHA PHIHOYHOTO
MexaHu3Ma. [lonutHueckue napTuu, K MpUMepy, NepecTaroT AeHCTBOBATh B paMKax
TPaJULIMOHHBIX HICOIOTMYECKHX YCTAHOBOK: MPOTPaMMBI MECTPAT Pa3MBITHIMH B
IIEHHOCTHOM OTHOIICHUH HWICSIMH, TEM CaMbIM OTIMYHUTH IMOJIUTHYECKHH Kypc
OIHOW MapTUM OT JPYrod B TEPUOA MEXAY NPEABHIOOPHBIMH KaMIIaHUSIMU
JIOCTAaTOYHO 3aTPyTHHUTENBFHO. B cBOro ouepenp, akTHBHas (aza mpeaBIOOpHOI
TOHKH paccMaTpuBaeTcs Kak «0opbba 3a TOKymareneid» ¢ TapreTHpOBaHHEM
L[EJIEBOM ayAUTOpPUU M JaJbHEWIIMM MpOABIDKCHHEM BHYTpH Hee. llomoOHas
OpHEHTAllMsi  CTAaHOBUTCA emie  Oojee  OYCBHIHOH, €CIM  yYUTHIBATH
JIOMHHHPYIOIIYIO HAIpPaBIEHHOCTh OPraHOB BJIACTH Ha  YJOBIETBOPEHHE
noTpeOHOCTEl  KiIMeHTa-TpakJaHWHa. HeoOXomumo 3aMeTuTh, 4YTO  TaKas

CTparerus O6YCJ'IOBJ'II/IBa€T BOCTpe6OBaHHOCTB PBIHOYHO-OPUCHTUPOBAHHOTIO I1JIaHa

%8 Camgunosa A. B. VHTepHeT-NIPakTHKU B3aUMO/ICHCTBHUS BJIACTH M OOLIECTBA B YCIOBHAX 3JIEKTOPATIBHOIO NepHO/a:
HoBaIMK U npodiemsl // ITonurnyeckne KOMMYHHKAIMU M IyOIMYHAs OJIUTHKA: KOHICIIIUH, MCTO/IbI, CPAaBHECHHE
omnbita. — Kpacuonap, 2016. — C. 209-210.



32

TEePPUTOPHATIBHOTO PA3BUTHS, aKTyaJIM3HPYIOIIEro IOMCK ONTHMAJIBHOTO OajaHca
YAOBJIETBOPEHHS] HHTEPECOB BCEX YUACTHHUKOB MONHUTHYECKOTO IMIpoIiecca B paMKax
3¢ }eKTUBHOI U OTKPHITON CUCTEMbI KOMMYHHKAIIHH.

MOXHO  BBIACJIUTH  CIEAYIOIIME XapPaKTEPUCTHKH  IOJIb30BATEIbCKON
ayauTopuu poccuiickoro MHTepHeTa no faHHeIM Ha KoHer 2016 .

. JOJS TeX, KTO BBIXOAWT B VHTepHET XOTs OBl pa3 B Mecsl, Cpeau
HaceneHus crapue 18 ner B cpenHem mo Poccum cocraBmsier 67%. B Mockse n
Cankr-IletepOypre 3Tu moka3sarenu paBHbI 77%;

. JIOJIA T€X, KTO BEIXOMUT B VIHTEpHET ¢ MOOMIIBHBIX YCTPOHCTB XOTS OBI
pa3 B Mecslll, Cpeau HaceseHus crapiuie 12 et B cpenHeM no Poccuu cocrasisieT
48%;

. JION aKTUBHOHM ayauropun — BbIxoasamme B CeTh XoTs OBl pa3 3a
CYTKH — cocTaBisieT 57% (66,5 miH yenoBek)®.

Baxxno orMeruth, 4TO B Menua-mpocTpaHcTBe Poccum mpu  Beex
0COOEHHOCTSX U BBISBJICHHBIX OTPaHUYEHUSX TpaxJaHe aKTHMBHO HCIIOJB3YIOT B
KaueCTBe HCTOYHHKOB HH(POpPMAIMKM NYONHMKAIIMM  BEAYIIMX  IOJUTHKOB,
OLICHMBAIOT HX, OPraHU3yIOT OHJAaWH OOCYXJEHHE C/eJIaHHBIX B Oyorax
3asBieHni. Tak, 0 pe3ynsraraM MeanapedTHHIroB okTsiopst 2016 roxa B Ton-5 no
KOJIMYECTBY pernocTtoB M nutupoBanuil Bouun: Pam3an KageipoB, Mapus
3axapoBa, ®emop Ewmenbsnenko, Mapraputa CumonbsH, Cepreii AKCEHOB.
B peiftunr Ton-15 BomwM TakkKe M JpyTH€ POCCUHCKUE IIOJIMTUKH U
obmecTtBennbie nestenu: Cepreii CoOsHnuH, PyctamMm MuHHHXaHOB, AxaMm
JennvxanoB, Amnnpeir BopoObeB, Mapk Deirun 1 CooTBercTBEHHO,
dbopMupyeTcss HOBBIH THUN TOBECTKH JHS: TIOBECTKAa OJIOTOB, KOTOpas
TpaHcopMupyeTcss B BaXHBI MEXaHHM3M YNpaBJICHUs HH(MOPMALMOHHBIM

IIPOCTPAHCTBOM M €TI0 KJIFOYEBBIMH TEMaMH.

% Passurne Wurepuera B peruonax Poccun.  Snpmexc. 2016  [Dnexrponmsiii  pecypc] URL:

https://yandex.ru/company/researches/2016/ya_internet_regions_2016 ([{ara obpamenus: 24.03.2017).
80 Wurepuer B Poccun: auHaMuka npoHukHOBeHMs. 3uma 2015 - 2016 rm. @OM. 2016 [DnekTponHsIil pecypc]
URL.: http://fom.ru/SMI-i-internet/12610 (Jlara o6pamenus: 15.01.2017).

Oenepansibie  CMU  cenrsiopp  2016. Meananorus. 2016 [Onexrponnsiii  pecype]  URL:
http://www.mlg.ru/ratings/federal_media/4466/2016/9/ . (Tara obpauienus: 24.02.2017).


https://yandex.ru/company/researches/2016/ya_internet_regions_2016
http://fom.ru/SMI-i-internet/12610
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ATEHTCTBO TpaXmaHCKOM kypHaimcTukd «Pumyc» B 2013 romy
MIPEATIPHUHSANIO TOMBITKY CHCTEMAaTH3alllK MOJIUTHYECKUX OnorepoB Poccun mo mx
NOJUTHYECKUM  B3DIsgaM. B pesynerare Bce OHM  OBUIM  YCIIOBHO

mudepeHpoBaHbl  Ha YETHIpE TPYIIBl CO  CIEAYIOMUM  IPOILEHTHBIM

COOTHOIIIEHUEM:
1. «OOIenONMMTHYCCKON HalpaBIeHHOCTH» 18%;
2. «ITarpuoTnano-oxpanuTenbHas mwiarhpopma» 22%;
3. «YMepeHHO-OMITO3UIINOHHAA TuaTdhopmay 26%;
4. «ONMNOo3UIIMOHHO-0ETI0IEHTOYHAS iatopmay (pamukaisHas

noBecTka) 34%%.

Kak moka3siBaeT JaHHOE HCCIIEIOBAHNE, aKTHBHBIC TONUTHYECKHE OJIOTEpHI
B niepuof A0 2014 1. B GonbIieli creneHu ObUTM OPUEHTHUPOBAHBI HA THOEPATBLHYIO
WACOJIOTHIO W TPOSIBILUTH OIMO3WIIMOHHBIE I10 OTHOIIEHWIO K JeHCTBYIOIIEH
Bracti HactpoeHus. [locme 2014 1. pasMmepbl 3TOH TpyHNbBI IMOJB30BaTeleH
HEYKJIOHHO CHIKAJIUCh.

HoBble MH()OPMAITMOHHO-KOMMYHHKAIIMOHHBIE TEXHOJIOTHH, OE3yCJIOBHO,
OKAa3bIBAIOT 3HAYUTEIBHOE BIMSHUE U Ha JESITENbHOCTh KOJUIEKTUBHBIX CYOBEKTOB
MOJIUTUKU - TOJUTUYECKUX MapTUi, B TOM YHUCIIE Ha PErHOHANBHOM YPOBHE.
HHTepHET BBICTyNaeT B KayeCTBE OJHOTO M3 KIIIOYEBBHIX (MM, BO3MOXKHO, YK
OCHOBHBIM) HH()OPMALIMOHHBIX PECYPCOB MOIUTHIECCKUX MAapTHH, B ONPEIEICHHOM
Mepe TpaHCHOPMHUPYS UX OPTaHM3ANNOHHYIO CTPYKTYPY, CHCTEMY KOOPAMHAIINHU C
JpPYTUMH aKTOpPaMH, MapTUIHYIO MOBECTKy AHA W T. 1. Ha cerogHAmmHuil neHs
OONBIIMHCTBO TONUTHYECKHX MapTui Poccnm mMeroT oduIMambHBIE CAaWTHl U
CTpaHMIBI B COIHUANBHBIX ceTsAx. llocemeHuwe caita TpaxIaHAMH SBISETCS
IJIaBHBIM TIOKa3aTeleM 3HaYMMOCTH M aKTHUBHOCTH mapTuu. Ilo 1naHHBIM
CIICNHANU3UPOBaHHON  MH(pOpMarmoHHOH Kommanud  “Alexa” (The Web
Information Company “Alexa”), mnocem@aemMocTb OQHIUAIBHBIX CaAWTOB
MaplaMEHTCKUX NOJNUTHYecKHX naptuii B Poccum Ha nexadbps 2016 roma

BbIITIAAC)Ia CICAYOIIUM 06pa30M:

82 Pejtrunr: Ton-50 HOK-610ros Pynera o nonuruke no Bepcuu «Pumyca». 2013 [Daexrponnslit pecypc] URL:
https://www.ridus.ru/news/110257.html (Jlara o6pamenus: 10.09.2016)


https://www.ridus.ru/news/110257.html
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Tadauua 2. Ilocemaemocts o(pUUUAIBHBIX  HMHTEPHET-CANTOB

NOJIUTHYECKHUX napruii PO

Konmnuectso
Ilokazarens Tlokazarenp  [mpocMaTpuUBaeMBbIX
ITaprus TI106aIpHON HAIMOHAJIBHOI  [CTpaHHULL HA
KOMMYHHUKALIMM ~ [KOMMYHHKAIIUW  |[TOJIb30BATEIs B
ITCHb
Enunas Poccus 54,834 2,928 3,12
KITP® 75,838 4,883 2,41
JIAITP 169,314 13,714 2,40
CrpaBenmmBas 193,260 20,906 2,85
Poccus
Ponuna 214,034 58,687 2,56
I'paxaanckas 746,163 256,951 3,30
ITnatpopma

Hcrounnk: Find Website Traffic, Statistics, and Analytics. Alexa. 2016.
URL: http://www.alexa.com/siteinfo (zara o6pamenns 29.12.2016)%.

WuTepnipetupyst naHHBIE B TaONWIle, MOXKHO CKaszaTh, 4TO HamOolee
YUTa€MbIM CalTOM (10 TOKAa3aTeNi0 KOJIMYECTBA MPOCMATPUBAEMBIX CTPAHUI] HA
NOJNB30BaTellsi B JIeHb) oOKazajcs caiit maprtum «[paxnanckas I[linardopmay,
orepenuB Mo JaHHOMY TNokaszarento caT «Exunoit Poccum». JlaHHast craTucTrka
MO3BOJIACT CJENaTh BBIBON O HECOATAaHCUPOBAHHOM H  Pa3HOYPOBHEBOM
pacmpeneleHud — «BIUSHUS» B VHTepHeTe cpeaM  MapIaMEeHTCKUX U
HenapJIaMeHTCKUX MapTui.

B ycnoBusix crpemutenbHOro passuths miommagaok Web 2.0 monutudeckue

MapTHHU AKTUBHO UCIIOJIB3YIOT KOMMyHI/IKaI_[I/IOHHO-HH(bOpMaHHOHHBIC CCPBUCHI JIsL

 Find Website Traffic, Statistics, and Analytics. Alexa. 2016 [Dnexrponnsiii pecype] URL:

http://www.alexa.com/siteinfo. (Jlara o6pamenus: 20.12.2016).



http://www.alexa.com/siteinfo
http://www.alexa.com/siteinfo
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COBEpPIIICHCTBOBAHUSI COOCTBEHHOTO OpeHJa W BBICTPAWBaHUS JIOJITOCPOYHBIX
OTHOHIeHPIﬁ C IIOTCHIIMAJIbHBIMHU I/136I/IpaTeJ'I${MI/I. HO KOJ'II/I'-ICCTBy IIOAIMNCYUKOB B
COIIMAJIBHBIX CETAX IO COCTOSHHUIO Ha Hayano aekabps 2016 roga xiroueBble
noJuTHIecKue nmaptud PO MoxxHO T PepeHINPOBATh CISAYIOIIUM 00pa3oM.
Tabauna 3. KoiuyecTBO MOANMUMCYHMKOB HA CTPAHHMLAX MOJMTHYECKUX

name‘i B COIIMAJIBHBIX CETHAX

Twitter
MMaprus BKonrakre Instagram |[Facebook
(mpumMepHO)

Enunas Poccus 57,352 197,000 21,900 4,746
KITP® 45,417 56,700 536 7,468
JIJITIP 76,882 73,100 - 4,865
CrnpasenyuBas Poccust 4,220 1,395 4,261 4,662
Pomuna 7,735 4,198 2,312 10,434
I'paxxnanckast

27,516 9,660 17,500 35,641

[Tnarpopma

Hcrounmk: Find Website Traffic, Statistics, and Analytics. Alexa. 2016.
URL: http://www.alexa.com/siteinfo (zara o6parenust 29.12.2016) *.

«Enunas Poccus» crama nuaepoM B JIByX COLMalbHBIX ceTsax: Twitter
(197,000) u Instagram (moutu 22,000). B cetn «BKoHTakTe» ¢ OTpHIBOM MOYTH B
20,000 mnoxmucumxoB muaupyer maptus «JIAIIP» (Gomee 76,500). Taxxe
HHTEPECHO OTMETUTh, YTO B couuansHoi cetn Facebook crpanmna «Enunoit
Poccum» mo koiam4ecTBY MOANMCYMKOB CpaBHHMA CO CTpaHHIeH «CrpaBemInBoOi
Poccum» u «JIJAIIP». D10 camble HU3KHE moKa3arenu B Tabmuie (meHee 5000). B
Facebook  wambomee  mOMymsAPHBIMH  OKA3bIBAIOTCSI  CTPAHMIBI  APTHIA
«I'paxxmanckas [Tnardpopmay (6omee 35,000) u «Pogunay (6omee 10,000).

Takum  oOpasoM, omeHmBas SPPEKTUBHOCTH M PE3yIBTaTHBHOCTD

HCIIOJIb30BAHUA TMMOJIUTHYCCKUMU MAPpTUAMHU HMHTCPHET-CPCAblI B KAYCCTBC KaHalla

% Find Website Traffic, Statistics, and Analytics. Alexa. 2016 [Dnextponnsiii pecype] URL:
http://www.alexa.com/siteinfo (Jlara o6pamenus: 20.12.2016)


http://www.alexa.com/siteinfo
http://www.alexa.com/siteinfo
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MTOJUTHYECKONH KOMMYHHKAIIMU Ha (hefiepalbHOM M pETHOHAIBHOM YPOBHSX, CTOUT
BEPHYTHCSI K Te3UCaM O JUMHHAIBHOCTH M YacTO HOMHHAJIBHOM 3HAYCHHUU
TaKOBBIX. YUHTHIBasl TOT (haKT, YTO OMPENCIICHHAS YACTh MOJIMHUCYHUKOB SBISIOTCS
NAapTUHHBIMU ~ aKTMBMCTAaMH, IPEICTaBIEHHOCTh POCCUIICKMX MNapTUil Ha
wrontaakax Web 2.0 neiicTBUTENBbHO 3HAUMMA YISl CPABHUTENLHO HEGONBIIOTO (B
HAIIMOHAJBHBIX MacIiTabax) cerMeHTa o0IecTBa. Bee BhIleckazaHHOE TIO3BOJISCT
TOBOPUTH JMIIb O HAyaJbHOM JTalle BHEAPEHUS TAKUX KaHAJIOB IMOJUTHYECKOU
KOMMYHHKAIIMW TAPTUSAMHU C TEJIBI0 TOMydeHUsT d3PPEKTUBHONH 0OpaTHON CBS3H,
MOOHMITH3AIMN CTOPOHHUKOB, pa3pa0doTKu (peiiMOB H T. 1.

Heob6xoamMo oTMeTHTB, 9TO HOBBIE HH(OPMAaMOHHBIE KOMMYHHUKAIIMOHHBIC
TEXHOJIOTHM HE TOJNBKO TPAHCPOPMHUPYIOT ACATEIBHOCTh  TPATUIIMOHHBIX
MOMUTHYECKUX TApTHA, HO MW CO3MAIOT HOBBIX TOJUTHYECKHX aKTOPOB —
knOepmapTun (ceTeBble MapTuw). BUpTyanbHBIe TapTHH UCTIONB3YIOT BeeMupHyto
MayTHHY HE MPOCTO KaK pecypc nepeaadr nHGopMaIyu, HO U KaK MOJHOICHHYIO
apeHy i1 pa3BepThIBAHMSA CBOEH NEeATeNBbHOCTH, IJ€e BCE MEHbIIee 3HaYeHUE
HMEET pecypc aKTUBHOTO WIEHCTBA, a IMOCTAHOBKA OCHOBHBIX LieJed M 3a1ad
MApTHU BENETCS B PSIKUME PEaIbHOTO BPEMEHU U KOPPEKTUPYETCS B 00CYKICHHUAX
Ha (opyMax ¢ IPEICTABUTEISIME IpakJaHCKoro obmiectBa. Ha HauaneHOM 3Tare B
BUPTYaJIbHOE€ TPOCTPAHCTBO BBIXOAWJIM M OCTaBaJIMCh TaM OIIO3UIOHHbIE
MIOJIUTUYECKUE CUJIBI, Y KOTOPBIX BO3HUKAIH CIIO)KHOCTU C BBIXOZOM Ha CTPaHMLIbI
Y DKPaHbl TPAIUITMOHHBIX MeMa Ha Qe/iepaIbHOM H PETHOHAIHPHOM YPOBHSX.

CerogHsa SIpKUMH IpUMEpaMH CeTeBbIX Naptuil sBistorcs «lluparckas
naptust Poccuny, «pyras Poccus» u 1. 1.

B kauecTBe caMOCTOSATENHHONW HAy4YHOH 3a7adydl HEOOXOAMMO OTMETHUTH
OIICHKY BJMSHUS HOBBIX HH(OPMAINMOHHO-KOMMYHUKATUBHBIX TEXHOJOTUN Ha
M3MEHEHNE OOIECTBEHHOTO MHEHHS IO aKTyaJbHBIM IMOJUTHYECKAM BOIPOCAM.
Peur waer mpexae BCEro O TEXHONOTHH MeauadpediMHUHra, KOTOpas YacTo
MPUMEHSATCS  DJCKTPOHHBIMH ~ CPEICTBAMH  MAacCcOBOM  mHMopMamuu  yis
JCTUTHMAIIMM  TIOJUTHYECKUX PEmICHHH W (OPMUPOBAHUS TIOBECTKH JHS.
Haubonee pacmpoctpaHeHHbIME — (peiiMamMu  (cXeMaMd  WHTEpIpETaluii),

TpaHCIMpyeMbIMH (pefiepasIbHBIMU  TeJIeKaHaJdaMH, 10 AaHHBIM Ha 2016 ron
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SBISIIOTCS:  «BENIMKAsg JIEpPXKaBa», «HECOCTOSTENBHOCTEY, «MEXKIyHapOIJHOE
BMEUIATEIECTBO», IPOTHBOCTOSIHUE» U «CHJIBHBIN Juaep»®. DT0 03Ha4YaeT, 4To
MOJIUTHYECKAs peaIBHOCTH COBpPEMEHHOU Poccun dhopmupyercs
MPEUMYILECTBEHHO B PAaMKax JaHHBIX CMBICIOBBIX CTPYKTYp M JIETEPMHHUPYET
TEM CaMbIM COJep KaHHEe MOIUTHYECKOTO CETEBOTO JUCKypCa B IEJIOM.

Heo0xoauMo OTMETHTB, YTO TOA BO3ACHCTBHEM HOBBIX HH(GOPMAIHOHHO-
KOMMYHHMKATUBHBIX TEXHOJIOTUN MOJUTHUYECKUE aKTOPbl BCE aKTUBHEE UCIIOB3YIOT
MapKeTHHTOBBIE WHCTPYMEHTH B paMKaxX NpeABBIOOPHBIX KaMIlaHWH, dYTO B
3HAYUTEIBHOM Mepe OTPa)KaeTcsi U Ha NPOLEecCe MOJUTUYECKOTO YIpaBICHUS
TeppuTopHel B 1esioM. Cpeay HUX MOYKHO BBIIETIUTD:

- MIPOBECHNE TTOJUTHIESCKAX MapKETHHTOBBIX MCCIICAOBAHUMH, C IENBIO
OTIpe/IeTICHHS 1IEJIEBOM ayTUTOPHUU U IOTPEOHOCTEN n3buparenei;

- CHCTEMY MAapKETHHIOBHIX KOMMYHHKAIMH, a WMEHHO pPEKJIaMHBIC
KaMIIaHUM ¥ MeIUalUIaHNPOBaHHUE CTPATerny KaHIWUIaTa ¢ MCIOIh30BaHUEM BCEX
HOBBIX CPEJICTB U BeO-IIIOIAN0K;

- MPOBEJICHUEC MEINA-aHAIN3a OKPYKAIOIIEH HH(POPMAIIMOHHON CPEIIBL.

Osxupaercst, uto B 2018 romy npesupeHTCKas n30uparesibHas KaMITaHWs
Oyzner BbICTpOEHa Ha OCHOBE elle Oonee akTUBHOW padore ¢ Murtepuer — CMU.
HemocpencTtBeHHOE ~ B3amMoOneiicTBHE € JJEKTOpPaToM  Takxke  Oymer
AKLIEHTUPOBAHHO BECTHUCh uepe3 VIHTepHET, U, NOMUMO TpPATULMOHHBIX
TEXHOJIOTUH, OyIyT HIMPOKO HCIOIBh30BaThCs TexHomorun SMM (mpomBuxkeHne
caiiTa TyTeM axkTHBHOW pabOTBl B COLHANBHBIX CETAX), KOHTEKCTHOH W
TapreTHHIOBOW PEKIaMBbI U T. [I.

BaxHO OTMETHUTH OIIYTHUMBIH POCT BIMAHUS Ha MOJUTHYECKUE MIPOIECCH B
MHpE B IIeJIoM U B Poccuu B 4aCTHOCTH PsIIOBBIX MOJIB30BaTeNe CETEBBIX MEAua.
Peur wmpmer o (opMHpPOBaHHMH TPaXKTAHCKOTO OOIIECTBA HOBOTO THMA U
BBICTPAaMBAaHUU €r0 B3aMMOJAEHCTBUS C OpraHaMH BIAaCTH B  CETEBOM
MenuanpocTpaHcTse. HTepHET CTaHOBUTCS MIPUBBIYHON Cpemoil s MpoBeneHUs

O6H.IGCTB€HHO-HOJ'II/ITI/I‘16CKI/IX KaMHaHHﬁ, MOGI/IJ’II/BaI_II/II/I TPAXAAHCKHUX AKTUBHUCTOB

& JlykpsnoBa I. B. MenunadpeiiMuHr Kak TEXHOJIOTHS JIETUTUMAIMM HOJUTHYECKOH BIACTH B COBPEMEHHOM
Poccun // Tlonutnyeckue KOMMYHUKAl[MM M ITyOIMYHAs HOJMTHKA: KOHLCHIMH, METOJbl, CPABHCHUE OIbITA. —
Kpacnonap, 2016. — C. 128.
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C [eNbI0 OTCTAaMBAaHUS MyONWYHBIX HHTepecoB. CeromHs aKTHUBHCTHI Bce Ooiee
COCpEeOTaYMBAIOTCd HA TIIOMCKE CIMHOMBIIUICHHUKOB, (HHAHCUPOBAaHHUA H
MH(OPMAIIMOHHOTO ~ CONPOBOXJIEHUsI TpoekToB B MHrepHere. TexHosorum
KpayIcopcWHTa U KpayadaHIWHra Bce Ooliee IIUPOKO BHEAPSIOTCA B
nH(OpMaIMOHHO-KOMMYHHKAaTHBHOE ITPOCTpaHCcTBO Poccun, 103BoIsis IPOIBUraTh
OOIIIECTBCHHBIC U TIONIMTHYCCKIEC WHUIMATUBBI PA3IMYHOrO MaciiTaba Ha YpOBHE
oTAeNbHBIX TeppuTopuid. [loxkanyil, camoli sipkoii rpakaaHckoil kamnanuent 2015-
2016-x TT. cTamM TPOTECThI BOAWTENCH JATLHOOOWIIMKOB MPOTHB CHCTEMBI
B3uMaHus IUIaThl «[lmaton», KoTOpple mpoxXoawnn B Ooiee YeM MOJOBHHE
cyosexroB P®. [Tomnmo aBTOmpoOEroB M MUTHHIOB, 3HAYNTEIbHAS YacTh pabOTHI
Benack B IHTepHETE, CONMAIbHBIX CETSIX, BUACOXOCTHHTAX H T. 1.

Ha ypoBHe oOpaTHOIl cBA3M ¢ HaceleHHEM M MOMJEPKKH TpoIecca
TIPUHATHS PEIICHNI TMPONUCXOAAT CYIIECTBEHHBIC M3MEHEHHS, CBI3aHHBIC IPEKIC
BCETO C TeXHOJOTUEH «3JIEKTPOHHOTO IIPABUTEIIECTBAY.

Takum  o0pa3oM, HH(POPMAIIMOHHO-KOMMYHHMKaTUBHOE  IIPOCTPAHCTBO
MOJUTUKH B COBpeMEHHOW Poccum mpeacTaBinsier Cco0OH  CIOXKHYH U
MHOT0ACIeKTHYI0 cepy OOmEeCTBeHHON KU3HH. [lONMTHYECKHE aKTOphl H
TrpaXJaHCKUEe aKTHUBHUCTBI CTPEMSATCS HCIONIb30BaTh BCE BO3MOXHOCTH CETU
Wuteprer. HecmoTpss Ha OOBEKTUBHBIC OTPaHUYCHHS B BHJIC HEPABHOMEPHOCTH
pactipocTpaHeHus HTepHETa M OTHOCHTEIBPHO HHU3KOTO YPOBHS MOJHTHYECKOTO
y4acTHs POCCHHMCKMX TpakgaH, MOXXHO CKa3aTh, YTO IIOJIMTHKAa Bce Ooiee
MEpeXOIUT B KHOSPIPOCTPAHCTBO, UTO TIIO3BOJNAET KIFOYEBBIM aKTOpaM
3G(GEKTUBHO  KOHCTPYHPOBAaTh  HEOOXOJMMBIE  acCONMAMM W BHEIPSTH
oTIpe/ieNICHHBIe UMH/DK-Ae(OUHULINN Ha (heiepaIbHOM, PerHOHAIBHOM, TOPOICKOM
Y MYHUIIUNAIEHOM YPOBHSX.

TakuMm 00pa3oM, B YCIOBHAX CTPEMUTEIHHOTO Iporpecca HH(POPMAIIHOHHO-
KOMMYHHKATHBHBIX TEXHOJOTHHM KauyeCTBEHHO MEHSETCS MOIXOJ K ONpPeesICHHIO
poru ¥ (QYHKIMH TOCyJapcTBa, a TaKKe OTIEIBbHBIX JJIEMEHTOB CHCTEMBI
TOCYJapCTBEHHOTO YIPABICHUS: Pa3padaThIBalOTCSI HHHOBAIIMOHHBIC MEXaHU3MBI
YIIpaBlIeHHs TyONNYHOM TOJUTUKON, OCHOBaHHBIE HA KOHIIENIUSX CO-YIpaBIeHHs

(“governance”), HoBoM mybnu4yHOM MeHepKMeHTe (“New public management™) u
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ynpaBieHHH — 4depe3  cooOmectBa. CeTeBOM  KOHTEKCT — yHpaBICHUYECKOH
JIESITETBPHOCTH TPUBEN K OTKa3y OT TPAAMIMOHHOTO THIA YIIPaBICHYECKOH
palMOHANbHOCTH  (TaK  HAa3bIBAEMOM  MEXAHUCTUYECKOH  paIMOHAJIBHOCTH,
OCHOBAaHHOH Ha  «IOTMKE KOJMYECTBa») W  aKTyaJHM3allMd  IIPOLECCOB
CaMOOPTaHM3aLMU  YNPaBISIEMBIX  CUCTEM,  IOBBIIICHUIO  COLHUANIBHOI
3 PEKTUBHOCTH TOCYIapCTBEHHOTO ammapara®.

B Teuenne 2000-x TIT. MONEPEMEHHO 3aBOEBBIBAJIM  MOMYSIPHOCTh
KOHIEMIUK YIPaBICHNS, OPHEHTUPOBAHHOTO HAa pPBIHOK, AKTHBU3HPYIOLIETO
rOCYIapCcTBa, HAKOHEL], KOHIIETIINS BUPTYaIbHOTO MIIM CETEBOTO rocyaapcTsa. Bee
OHHU CTPEMMIIINICh HAWTH ONTHMAJBHBIN OTBET Ha BOIPOC: KAK IOBBICUTH Ka4eCTBO
TOCYJapCTBEHHOTO YIIPABICHHUS B YCIOBHAX LU(POBOI SKOHOMHKH M 0OIIecTBa,
OCHOBaHHOTO Ha 3HaHMH? OO BBIBOA, K KOTOPOMY IIPHIILIM NPEICTAaBUTEIH
Pa3IMYHBIX KOHLENUUH, 3aKI0YacTCsl B TOM, YTO TPAIULMOHHBIN, pearupyonui
MOAXOI, CyTh KOTOPOTO (110 KpaifHel Mepe B KOMMYHUKAIIMOHHOM acIeKTe) MOXKHO
CBECTH K OTBETHOH peakIMu CO CTOPOHBI FOCYJapCTBa Ha 3alpoChl U MPOOIEMBI,
(UKCHpyeMBble TI'pakIaHaMM, NOJDKEH OBITh 3aMEHEH IPO-aKTHBHBIM IOIXO/IOM,
OCHOBAHHBIM Ha BOBJIEYEHUH TPaKAaH HEMOCPEACTBEHHO B MpPOLECC MPUHATHUS
pelieHMid W IOCTENIeHHOM  (OPMHPOBAHMHM  MOJAENIHM  CO-OOIIECTBEHHOTO
YIIPaBJICHHUS.

Kak wuTor, B mpakTHKE TroCyZapcTBEHHOTO W MYHHIHUITAIBEHOTO YIIPABICHHS
Bce OOIbIIe YKOPEHSIETCS TPEACTAaBICHHE O TOM, YTO COBPEMEHHBIH MyOIMYHBIN
MEHEDKMEHT — JTO YIPABICHUE CIIOKHBIMH CETEBBIMH 00Opa30BaHUSIMH,
COCTOSIIIAMH M3 MHO)KECTBA aKTOPOB, U «MEHEIKMEHT TaKMX ITyOJIMYHBIX ceTeit
MpeCTaBsieT coboi GopMy srewnezo pykosodcmsa (external steering), kotopoe
numeeT 0oJiee CIOKHYIO CTPYKTYPY, HEXKEH aIMUHUCTPATUBHBIA KOHTPOJIb, U Yallle

& CII0)KHOCTD

BCETO  ONpPEAENAeTCS KaK  «HANpPaBICHHOE  BIMSHUE»
YIIPaBJIEHYECKOrO Mpolecca ONpefesseT MOTPeOHOCTh B PACUIMPEHHU CIEKTpa

TEXHOJIOTUH nu UHCTPYMECHTOB, CIIOCOOHBIX 00ecreunTs 3(1)(1)6KTI/IBHOG

% Kypouxun A. B. HHOBAUMOHHAs MONHTHKA B YCIOBHSX CETEBOTO OBIIECTBA (CEBEpOEBPOMEHiCKas MOEND). /
CII6.: M3n-Bo PXTA, 2013. — C. 132.

& Epemees C. T, Kypoukun A. B. TocynapcTBeHHOE yrpaBjieHHe 1 HHHOBAlIMOHHAS TIOJIMTHKA B YCJIOBHAX CETEBOTO
obuectBa: HoBbIe IpuHIHIBI dddexturocty. / CII16.: U3a-Bo PXTA, 2014. — C. 30.
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JIOJITOCPOYHOE u CPETHECPOUHOE NIJIAaHUPOBAHUE, MYJIBTUCIIEHApHOE
MPOTHO3MPOBAaHUE U, HAKOHEl, A3(PQPEKTUBHYI0 HMILIEMEHTAIIMI0 HaMEYEHHBIX

IIJIaHOB.
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Imasa 2. MAPKETUHI' TEPPUTOPUIA U BPEHIUPOBAHUE KAK
OCHOBA  ®OPMHWPOBAHUSI JDOOEKTUBHBIX  CTPATEIMi
PETMOHAJIBHOI'O PA3ZBUTHSI B HOBOM CHUCTEME CETEBBIX
KOMMYHHUKALIUN

2.1. Pa3BuTHe HOBBIX TEXHOJOTHii pPErHOHAJIBLHOIO Ppa3BUTHS B

KOHTEKCTe POCCUICKONH aIMHHUCTPATUBHOI pedopMbl

B KOHTEKCTe COBpPEMEHHBIX YCIOBHHA IJI00ATbHOW SKOHOMHYECKOH W
TIOJUTHYECKON KOHKYPEHIIMH CTPEMHUTENBHOE pa3BUTHE HOBHIX CIIOCO0OB
KOMMYHHKAIIMK W Tepefadyd uHGOpMAlMd TPaHC(HOPMUPOBAIO apXUTCKTYPY
OOILECTBEHHBIX OTHOILEHU. MHOrMe HccienoBaresid ® OTMeYaloT Cepbe3HYIo
HBOIONHUIO M CAMOTO TEPMHHA «TOCYAAPCTBEHHOE YIPABICHHE», BKIIFOYAIOIIETO
CerofHsl pa3Nu4Hbie (HOPMBI COIMATBLHON KOOMEpaluu W coydacTus B cdepe
rOCYJapCTBEHHOI MOMUTUKY U yrpaeieHus. [logobHas Tpanchopmalus xapakrepa
U CTPYKTYypHl  IONUTHKO-YIPABICHYECKOrO Mpolecca IMOCTaBWIIA  Iepes
MOJMTUYCCKUMH aKTOpaMH HOBBIC IIEIM M 33aJa4d B aclekTe OoOecreveHUs
3(pPEKTUBHOCTH M YCTOWYMBOCTH Pa3BUTUs Tepputopuil. [losBUBIIMECS B KOHIIC
XX B. HOBBIC TCOPETHYCCKHE MOAXOBI K IIOTUTHICCKOMY YIIPABICHUIO, TAKUE KaK
Teopus IONUTHYECKMX ceTed, ‘“New public management”, “governance”,
OOBSICHIJIM POCT TMAPTHEPCKMX OTHONICHUN MEXKIY pa3IMYHBIMH aKTOPaMH
MOJUTHYECKOTO TpoIlecca MW TOCIYXKHIH (YHIAMEHTOM [UIS  BBIPAOOTKH
MEXaHM3MOB W  TCXHOJIOTHH  COTPYIHHYECTBA, OPHCHTHPOBAHHBIX  Ha
YAOBJIETBOPEHHUE MyOIMYHBIX TIOTPEOHOCTEH.

Takum oOpa3zom, popmupoBanie 3HHEKTHUBHBIX CTPATErWil PErHOHAIBLHOTO
pPa3sBUTUS MOXKET PEaM30BBIBATBECS TOJIBKO B YCIOBHSIX KOHCTPYKTHBHOIO
B3aMMOJICHCTBUS MEXIY OpraHaMH TOCYIapCTBCHHOW BJIACTH, MECTHOTO
CaMOYIpABIICHHS, TPAXKIAHCKAM OOINSCTBOM M OW3HECOM HAa OCHOBE HOBBIX

TEXHOJIOTUH CTPAaTeruv€CKOro miIaHupoOBaHUsA U YIIPABJICHUS .

% Kooiman J. Findings, speculations and recommendations // Modern Governance, London Sage, 1993. — P .250.
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IIpoHMKHOBEHHE B CHCTEMY YIPAaBICHHS TEPPUTOPHATBHBIM DPa3BUTHEM
coBpeMeHHOIl Poccnu MapKeTHHIOBBIX M OpPEHIMHIOBBIX TEXHOJOTHMH CBS3aHO C
peanuzanmeii oOmel cTparerud aJMHHHCTpaTtuBHOW pedopmbl. OOHOBIEHHE
aJMUHHUCTPAaTUBHOTO amfapaTra U METOIOB YIPABIEHUS CTal0 OCOOEHHO OCTPO
BocTpedoBano B Poccuu B Teuenne 2000-X IT. B CBSI3M C 3aBepIICHHEM Ipoliecca
CTaHOBIICHUSI PHIHOYHOI CHCTEMBI XO35MICTBOBAHMS U MEPEONPEACICHUEM POIH U
MecTa B Hel ToCyJapcTBEeHHOTO armapara. st 6oiee TOYHOTO MOHMMaHUS POIU U
MECTa TEPPUTOPHATIBHOTO MAPKETHHTa B CHCTEME HOBBIX YIPaBIECHYECKHX
OTHOIICHUH  cleayeT  IOApoOHee  OCTAaHOBUTHCS  HA  OTIMYHMTENBHBIX
XapaKTEePUCTHKAX COAEP>KaHMUS U XOAa POCCHHCKON aJMUHUCTPATHBHON pe(OopMBI.

AnvuaucTpatuBHas pedopma B Poccum mpomoipkaeTcs HEMpPEepBIBHO C
1991 r. u M3HAYAJIBHO pacCMATPUBAJIACH KaK KJIFOYEBOW M OJIMH M3 CaMbIX TPYAHBIX
AJIEMEHTOB TOJIMTHYECKOW pedopmbl, mpoBomuMor B Poccun. HauanpHblil dTam
aaMuHHCTpaTUBHON pedopmbl B 1990-e IT. mpenacTaBian coboil Tak Ha3bIBAEMYIO
KOHCTHUTYIMOHHYIO CTaJHMI0 aJMHHUCTPAaTUBHON pedopMbl, 3aKII0YaBIIYIOCS
npexae Bcero B (DOPMHUPOBAaHWMHM  TPaBOBOM  0as3bl  JIEMOKpPaTHYECKOTO
TOCYJapCTBEHHOTO yIPABICHUS.

HemocpencTBeHHO TOHSATHE «aJAMHHUCTpaTHBHas pedopMa» BIEpBbIE
nosiBIIIOCh B odurmansHoM muckypce B 2001 . B xonue sHBaps 2001 r. Obix
nperncrasien  goknman  «Ilyte  k addexruBHOMY rocymapctBy.  Ilman
peoOpa3oBaHUsl CHCTEMbI TOCYIapPCTBCHHOW BJIACTH W yIpaBieHUs B PDO»*, B
KOTOpOM OBIIM C(OPMYIHPOBAHBI LEITH, 334a4d M METOIAbl aJIMHHUCTPATUBHBIX
W3MEHEHHUH cucTeMbl BracTu. OHAKO XapaKTep MacIITaOHOTO TOCYAapCTBEHHOTO
IIPOEeKTa aJAMUHHUCTpaTuBHas pedopma momyumna Tompko B koHIE 2003 T, 9rO
OBLIO CBA3aHO MpPEXJE BCETO C MOABICHUEM KOHIEMIUHN aIMHUHHCTPATUBHOU
pedopMbI ¥ IpOrpaMMBbl ee peatn3alny Ha AJIUTEIbHYIO TIepPCHeKTHBRY ™.

CormacHO ykazy IIpesunenta Poccuiickoit @enepanuu 0T 23 mromnst 2003 1.

Ne 824 «O mepax 1o mpOBEAEHHIO aJMHUHHCTpaTHBHOU pedopmbl B 2003-2004

6 Ilytb x 3¢ddexruBHOMY rocynapcTsy. [lnan npeoOpa3oBaHus CHCTEMBI FOCYIAPCTBEHHOM BIaCTH M YIPABICHUS B
Poccuiickoit  @enepaunn  [Dnekrponnbiii  pecype]:  URL:  http:/lib.sale/pravo-rossii-konstitutsionnoe/put-
effektivnomu-gosudarstvu-plan-71691.html ([ara oGparuenns: 22.11.2016).

" Cnaruno B. B. Anvunncrpatusras pedopma B POCCHH: IPOMEKYTOUHbIE HTOTH. — [DNEKTPOHHBIH pecype]:
URL.: http://www.jeducation.ru/6_2004/5.html (ara o6pamenus: 12.01.2017).


http://lib.sale/pravo-rossii-konstitutsionnoe/put-effektivnomu-gosudarstvu-plan-71691.html
http://lib.sale/pravo-rossii-konstitutsionnoe/put-effektivnomu-gosudarstvu-plan-71691.html
http://www.jeducation.ru/6_2004/5.html
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rojgax», ObuTH c(hOpMyIHPOBAHEI «IIpUOPUTETHBIE HalpaBJIeHUs
aIMUHHUCTPAaTUBHONW pedOpMbI: OrpaHHYCHHE BMEIIATENbCTBA TOCYAapcTBa B
9KOHOMHMYECKYIO JICSITENFHOCT CYOBEKTOB NpEINPHHUMATENIBCTBA, B TOM YHCIIE
IpeKpaleHue M30BITOYHOr0 TOCYNAapCTBEHHOrO PErylIupOBaHMS; HCKIIOYCHHE
nyonupoBaHust GYHKUME M ITOJHOMOYMH (enepanbHbIX OpraHOB UCHIOJIHUTEIBLHOM
BJIACTH; pAa3BHTHE CHCTEMBl CaMOpPEryIMpyeMbIX OpraHuzanuii B 00nacTu
SKOHOMHMKH;  OpraHM3allMOHHOE  pasfeleHHe  (QYyHKIMH  perymupOBaHMs
SKOHOMHUYECKOH  OEATENIbHOCTH,  HaA30pa M KOHTPONA,  YIpPaBICHHS
rOCYJapCTBEHHBIM  HMYILECTBOM M  MpPeJOCTaBICHUS  TIOCYIapCTBEHHBIMH
OpraHu3alMsIMH yCIyT TpakAaHaM U I0pUANYECKHM JIMIaM; 3aBEpIIECHHE IPoLecca
pasrpaHUYEHHS MMOTHOMOYNH Mexay (eaepadbHBIMA OpraHaMH HCIIONHHUTEIBEHON
BJIACTH M OpraHaMH HCIOJHHUTENIBHOH BiacTh cyOohekTOB Poccuiickoit @enepanni,
ONTUMM3AIUS JIESTENBHOCTH TEPPUTOPHAIBHBIX OPTaHOB (eaepabHBIX OPTaHOB
WCTIOJHUTENBHOM BiacTH» ™. PellleHne 3amad 1Mo JOCTIKEHHIO O00O3HAYEHHBIX
BBIIIIE LieNeil ObIIO BO3JI0XkeHO Ha KoMuccHio 1o NpoBeIeHUIO aAMUHUCTPATUBHON
pedopmer, obpasoBanHyro [locranoenenumem IlpaButenbctBa  Poccuiickoit
Oenepannu ot 31 mromst 2003 . Ne 451. Ha ocHOBaHMU IUIaHA MEPONPHATHIA,
3anoxxeHHoro B Konuenmuu, mnpoBoxwiack pabora 1O periaMeHTaluH
JIESITENBHOCTU OpraHoB UCTIOJTHUTENBHON BIIACTH, CO3JaHHUIO
MHOTO(YHKIMOHAJIBHBIX [EHTPOB IO OKA3aHHWIO TOCYAApPCTBEHHBIX YCIYT H
MIEPEeBOY TOCYJApCTBEHHBIX YCIYT B SIIEKTPOHHYIO (OpMY, a TakXke MHOTOoe
JpyToe.

HoBpiii momuTuuecknil Kypc OBUI HAIlEIeH HA YKpEIUICHHWE BEPTUKAJH
BJIACTH, Ha CO3JaHHE HOBOH CHCTEMbI CBS3HM (pelepalbHOrO LEHTpa M YpOBHEH
BJIACTH M ynpasieHus: cyobekToB PO. B ntone 2003 . ObuT CylIECTBEHHO U3MEHEH
OenepanpHblii 3akoH 19991 «O0  0o0muMX OpUHOMOAX — OPraHHW3AINH
3aKOHOAATENbHBIX  (IIPEACTAaBUTENBHBIX) M HCIOJHHUTENBHBIX  OpPTaHOB

TOCYIapCTBEHHON BIacTu CyObekToB Poccuiickoit ®enmepanum» B 4YacTH

™ KoHuermums agMHHECTpaTHBHOH pedopmbl B PD B 2006-2010 . [dnexrpommsii pecypc] URL:
http://www.arhcity.ru/data/564/1%20conc.pdf (Jara obpamenus: 12.02.2017).


http://www.arhcity.ru/data/564/1%20conc.pdf
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mepepacripeneNieHnss ~ KOMIIeTeHIMH  MeXAy  (emepalbHBIMH  OpraHaMH
TOCYyIapCTBEHHOM BIacTH U cyObekTamu PO.

B xome npoBoamMoii peopMbl € LIENIBI0 HPHBEACHHS B COOTBETCTBHE C
(denepanabHBIM  3aKOHOZATENICTBOM — 3aKOHOZATENIbCTBA  CyOBbeKTOB PO
COBEPIICHCTBOBAHUS OOLICHIOJIMTUYECKOTO KOHTPOJISL 3a TEPPUTOPUSIMU OBLIN
chopMHpOBaHBl CEeMb (efepaNbHBIX OKPYroB BO TIJIaBE€ C MOJHOMOYHBIMH
npencrasurensmu [Ipesunenrta PO.

IIpeobpazoBanuss B cucTeMe (enepanbHBIX OPraHOB HCIIONHUTEIBHOU
BIaCTH BBIPA3MWIINCh TIPEXIE BCErO B CO3JAHUU TPEXYPOBHEBOM CHUCTEMBI
ymnpaBneHus: ¢elepadbHOe MHHHCTEPCTBO —  (emepasbHast cioyxba —
(denepasibHOE  areHTCTBO. MMHHCTEPCTBA  HadajdW  BBICTpauWBaTh  OOINIYIO
JIOJATOCPOYHYIO CTPAaTeTHI0 PAa3BUTHS M OCYHIECTBIATH KOOPIAWHAIIMOHHYIO
JIESITETPHOCTE B OTHOIICHWH (pefepalbHBIX CIyKO ¥ (enepanbHBIX areHTCTB,
HaXOMAIINXCSA B UX OTPACIEBOM BEJCHUH.

B xoHnenuuM agMUHUCTPATHBHOM pedOpMBl OTMEUAlOCh, YTO MPUUIUHBI
Heynady OKOHOMHYECKHMX pedopM KOPEHWINCh B  aJMUHHCTPaTHBHOH |
OGrOpOKpaTHUECKON HEMOBOPOTIMBOCTH ammnapara MpPaBUTEIbCTBA U OTACIBHBIX
munucrepctB:  «B  Ilocmamuu  IIpesumenra  Poccuiickoni ~ denepanuu
®enepansHoMy CobOpanmto Poccuiickoit ®@enmeparin Ha 2003 rom OCHOBHBIM
MPEeMATCTBUEM HAa MYTH SKOHOMHYECKMX pedopM Ha3BaHa HEZOCTATOUHAs
3 PEeKTUBHOCTh TOCYIApPCTBEHHOTO armapara, HECOOTBETCTBHE KOJIMYECTBA €T0
MOJHOMOYHMH  KadecTBY  BmacTW. I[IpHOpUTETHBIMM  3ajadaMHM  Pa3BUTHS
roCylapCTBEHHOro ynpasieHus Ha 2003 1. Ha3bIBAIUCh PaiMKaIbHOE COKPALLCHUE
(GYHKIMH, OCYIIECTBIAEMBIX TOCYIapCTBEHHBIMH OpraHamH, M (opMHpOBaHHE
a¢dexTrBHO paboTaromiero MexaHu3Ma pa3pelieHus ClIopoB MEXIY rPaXKAaHHHOM
U TOCYZapCTBOM 3a CYET COBEPIICHCTBOBAHHSA aIMHHHCTPATHUBHBIX MPOLEAYpP U
CyeOHBIX MexaHn3MOBY». Kak yKa3bIBalOT MHOTHE HUCCIIEIOBATENH, IPH IKCIIEPTH3E
(YHKLIMI MUHUCTEPCTB ¥ BEAOMCTB, CTaJIa OYEBHIHON NapajoKcanbHas CUTyalus,
korma Ooiee TpeTM W3 HUX B PasHbIX TOCYIAPCTBEHHBIX —YUPEKICHHUIX
OKa3bIBAIUCH TYOIUPYIOIUMU WM M3NMUIIHAMH. [IpaBUTENbCTBEHHAs KOMHCCHS,

OCHOBAaHHasg CICHUAJIBbHO Ui pcaiu3aliunu aZ[MPIHHCTpaTHBHOﬁ peq)OpMLI,
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IpoaHanu3upoBaia cCBeIme 5634 GyHKOMH, W3 KOTOPBIX OBUIM IpPU3HAHBI
M30BITOYHBIMU — 1468, nyonupyomumu — 263, TpeOyroIUMU 3HAYUTEITHHBIX
n3meHenuii — 868. Takum o00pa3oM, HCKIIOUMB JyOJIMpOBaHWE U CO3/1aB
CTPYKTYpPBI, OTBETCTBEHHBIC 32 ONPEICICHHOC HAIPABICHUE JESITEIBHOCTH, CTa0
BO3MOXHBIM OCYIIECTBISTh HAI30p 3a KAa4eCTBOM TOCYJapCTBEHHBIX YCIYT,
(dopMupoBaTh TPEOOBAHUS K YCITyraM, UCXOs U3 HHTEPECOB TPaXKIaH, ClICNaB TakK,
9To0Bl  BBIOJHEHHE KaXIOH (YHKOUH OBUIO  00ECHEYCHO  JOJDKHBIMU
(PMHAHCOBBIMH W KaJIpOBBIMH PECYypPCaMHU.

Kpome TOro, mpomsomuid 3HAYATENBHBIC W3MCHEHHS B  CHCTEME
TOCYIapCTBEHHOH CIy)XOBI, HamlpaBlICHHBIE Ha IpeoOpa3oBaHHE ce B CIyKOy
TPaXIAHCKYIO, OTKPBITYIO W TOAOTYETHYIO OOIIECTBY, YTO HAIDIO OTPa)kKEHHE B
JIByX HOBBIX (enepalbHbIX 3akoHaX: «O TrocyaapCTBEHHOUN TpakJaHCKOH CirykoOe
P®y» or 27.07.2004 toma Ne 79-®3 um «O cucreMe TOCYAapCTBEHHOH CITYKOBI
Poccuiickoii @enepartum» ot 27.05.2003 N 58-D3.

Takum o00pa3oM, Ha T[EpBOM OTale aAMHUHUCTPATHBHON pedopMsl
peoOpa3oBaHusl OCYILECTBISUIUCH IO TPEM OCHOBHBIM HAIIPABICHUSM:

1) VYkpersieHue BepTHUKalM BJIACTH MO JIMHUM (elepajbHblii HEeHTp —
pernoHsl  (co3naHue  (elepalbHBIX  OKPYIOB, pEOpraHu3aunusi — IOpsaka
¢dopmupoBanus Cosera denepanun, NpUBEICHUE HOPMATUBHBIX aKTOB CYOBEKTOB
Oenepaniii B COOTBETCTBHE C (helepalbHBIM 3aKOHONATEIbCTBOM, BBEICHHE
HOBOTO TIOpSAKAa HM30paHUS PYKOBOAWTENCH MCIIOIHHUTEIBHBIX OpPTaHOB BIIACTH
PETHOHOB U T. 11.);

2) Pedopma rocymapcTBeHHOM ci1yx0bI B Poccuu;

3) CrpykrypHas pedopma dheaepanbHON NCTIOTHUTETHLHON BIACTH.

ITpu »ToM pnaneko He Bce mpoOiembl OblIM pemiensl. He ciywaiiHo B
«Konnenmuu ammuHNCTpaTUBHOI pedopmbr B Poccuiickoit @enepammu B 2006-
2010 rr» MoIYepKUBaIOCh, YTO HA IIEPBOM JTare OblIa peann30BaHa JIMIIb Maias
4acTh HAMEUEHHBIX MEPOIpPUATHH, a CYIIECTBYIOIAs CHUCTEMa rOCyJapCTBEHHOIO
ynpaBineHus ObUTa Ha3BaHa OTPAHUYHMBAIOIIUM (AKTOPOM JUISL COLMAIIBHO-
SKOHOMHMYECKOTO Pa3BUTHUS CTPaHbl U MOBBHIIIEHHE €€ KOHKYPEHTOCIOCOOHOCTH

CTaJI0 KJIIOYEBOU 33,[[3‘16171 BTOpPOI'o oTara. I/ICXO,IUI W3 DTOro ObLIM OIpECACICHBI
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HOBBIC IeNTN aAMUHICTPAaTUBHONW peOpMbI, a UMEHHO: MOBBIIICHNAE TOCTYITHOCTH
1 Ka4ecTBa MPEIOCTaBISIEMBIX TOCYIAPCTBEHHBIX YCIYT; COKpalleHHE MacITaboB
BMEIIATeNIbCTBA TOCYAApPCTBA B PETYINPOBAHUE SKOHOMUKH M, OTCIOAA, CHUKEHHE
PETYISATUBHOW Harpy3kn Ha OusHec; pocT 3(QQEeKTHBHOCTH padOTHl OpraHOB
rOCY/IapCTBEHHOW BJIACTH, X IPO3PAYHOCTH M TIOJJOTYETHOCTH OOIIECTBY.

Takum o00pazoM, Ha BTOpoM OJTame pedopM Hamboliee aKTyaJIbHBIMH
CTAaHOBSATCS BONPOCH 3 (HEKTUBHOCTH U Ka4ecTBa TOCYJapCTBEHHOTO YIIPABICHNUS,
pemieHue KOTOPBIX HperonaraeT 3HAYUTEIIbHBIE CTPYKTYypHBIE,
WHCTHTYLIMOHAJIBHBIE M TEXHOIOTHYECKNE HOBALIUH.

Jns meneit JaHHOTO AMCCEPTAMOHHOTO HCCIIENOBAaHMS BaKHO OTMETHTH,
9T0 B XOJE€ aJMHHHCTPATHBHOH pedopMbl W pedOpMBl MYHHUIUIAIEHOTO
ynpasineHus B TedeHume 2000-X IT. POCCHHCKHE PETHOHBI M TOPOAA MONYYHIH
OoIbIIe CaMOCTOATENFHOCTH B TIPOIECCEe TMPHHATHUS CTPATETHMYECKUX PEMICHUH,
YTO TPUBENO K HEOOXOAMMOCTH BHEAPEHUS JJIEMEHTOB CTPATETHYECKOTO
IUTAHUPOBAaHMUS M YIPaBIEHUS B IPOLECCe pealM3allid [AaHHBIX pEIIeHUH.
B «KoHuenmun agMuHICTpaTUBHONW pedopMb» 0C000 IMOJUEPKUBACTCS 3HAUCHUE
pa3paboTKu M HCHOJb30BAaHUS HOBBIX MHCTPYMEHTOB M TEXHONOTUIl B cucreme
TOCYJapCTBEHHOTO YIpPaBIEHUS U1 JOCTIKEHMS CTAaOMIIBHOTO Yyclexa B
TEPPUTOPHAIBHOM PAa3BUTHH.

MHorue uccnenoBaTeI 1 SKCIEPTHl MOJUYEPKUBAIOT HEOOXOIMMOCTh Oolee
WHTEHCUBHOTO WCIIONB30BAaHMS ITOJOOHBIX HOBOBBEICHHH HMEHHO B IIPOIECC
JIOJNITOCPOYHOTO TUIAHMPOBAHUS, IOCKOJIbKY Ha COBPEMEHHOM JTale pPa3BUTHSA
CYIIECTBYET MTOTPEOHOCTH B IIPHHSATHH JIOATOCPOYHBIX U COITACOBAHHBIX PEIICHUH
BO BCEX KIIIOUEBBIX OTPACISAX: «IIPEACTABIACTCS BaKHBIM yCTAaHOBJICHHE OCHOB
CTpPaTeru4ecKkoro IUTaHUPOBAHMUS, co3JaHue LEJIOCTHOU CUCTEMBI
TOCYJapCTBEHHOTO CTPATETHYECKOTO YIIPABICHHUS U KOHTPOJIS, BKIIOYas YCUIICHHE
KOOpAWHAIMU JECUCTBUH, HANpaBICHHBIX HAa O370POBICHHE CUTyallud B
(hMHAHCOBOM CEKTOPE M OTAECNBHBIX OTPACIIX YKOHOMHKHM»’. B ToM umcne peys

nacr 00 HUMILIICMCHTAluU porpamMm yCTOfI‘lPIBOFO CTpaTeru4eCcKoro

72 .
Iponuna JI. U. «Crparernueckoe MIaHUPOBAHME HAa BCEX YPOBHSX MyOJIMYHOM BIACTH — 3aJIOT YCIELIHOTO
9KOHOMHYECKOTO Pa3BUTHs // DKOHOMHUKA U yIpaBlieHHe: pobieMsl, pemenus. — NeS5, T. 1. — 2016. — C. 12.



47

TJTAHUPOBAHUS Pa3BUTHS TEPPUTOPHUI ¢ BHEAPEHUEM MapKETHHTOBBIX U PHIHOYHBIX
MeToauK. CTparern4eckuii perMoHaJbHBIM MapKETHHI' B 3TOM CMBICIEC MOXKET
TPaKTOBaTbCAd KakK TMPOLECC aJanTalyd COLUAIbHO-DKOHOMHUYECKOTO Pa3BUTHS
TEPPUTOPUH K MEHSIOIIUMCS] PHIHOYHBIM YCIOBHUSIM. [0cynapcTBeHHas! MOJUTHKA
peruoHanpHOTO paszButusi Poccuiickoii Penepauuu aokHa OBITH HalleJeHAa Ha
o0ecIieueHre YCTONYMBOTO COIHATbHO-IKOHOMHYECKOTO Pa3BUTHS CyOBeKTOB PO,
B TOM WYHCIIE TIOCPEACTBOM CHATHS WHQPACTPYKTYPHBIX OTpaHWYCHHUH U
MaKCHUMAJbHO TIOJIHOTO HCIOJb30BaHHs MOTEHIMANA PErHOHOB U TOPOJIOB 7 .
®enepanbHbiM 3ak0HOM OT 28 uioHa 2014 1 Ne 172-®3 «O crparernyeckom
maHupoanun B Poccuiickoit ®enepauuu» MpeaycMaTpuBaeTcs IOATOTOBKA
JIOKYMEHTa HOBOTO THIIA, COYETAIOMIET0 B ce0e IOAXOABI CTPATETHYECKOTO H
TEePPUTOPHATBHOTO TUIAHUPOBAHMSA, — CTPATETHH IIPOCTPAHCTBEHHOTO PAa3BUTHUS
Poccuiickoit denepanun, KoTopas TOJKHA CTAaTh «IIPOEKIHMEH» HAIMOHAIBHBIX
COLMAIEHO-3KOHOMHUUYECKUX MTPUOPUTETOB PA3BUTHUS Ha KOHKPETHYIO TEPPUTOPHIO.
B menom cTparerusi JODKHA ONPENENUTh NPUOPUTETHI, LEIM H  3a/Ja4u
peruoHanpHOro passutusi Poccuiickoit denepanuu, a Takke MeEpbl MO UX
JNOCTIDKEHMIO W peuieHuto. BaxHod HoBemwtoi ganHoro D3  spmisercs
MIEPEOCMBICIICHHE PO MYHUIMIAIBHOW OKOHOMHMKHM B 00LIeM Iporecce
COLIMAJILHO-?KOHOMHUYECKOTO pa3BuTUs PD.

Heobxomumo moguepkHyTh, 49TO 3(P()EKTHBHOCTH IMOJOOHBIX IPOTpaMM
00yCIIOBNIMBaeTCS HE TONBKO SICHO IIOCTAaBICHHBIMH IESAMH M aJIeKBaTHO
chOopMyIHpOBaHHBEIMH  3afa4aMH, HO H  OpPTaHH30BAaHHBEIM  IIPOIECCOM
B3aMMOJCHCTBHUS PA3IMIHBIX ITOJUTHIECKUX W OOIIIECTBEHHBIX aKTOPOB HA OCHOBE
MapTHEPCKUX OTHOIICHUH: «B3aMMOJCHCTBHE PA3IMYHBIX CETMEHTOB 00IIeCTBa Ha
OCHOBE YETKHX, CHBIX U 3HAYMMBIX LIeJIeH-IIEeHHOCTEH, COBOKYITHOCTb KOTOPBIX HE
BCTyIaeT B IPOTHBOpPEYHE C MEHTANTbHONW KOMIIO3WIEH MacCOBOTO CO3HAHHS

rpaxaaH Po CCHH, JOJIXKHO paccMaTpuBaThLCA KakK OCHOBHO€ yCJI0BUE

" Koruerus aaMmERCTpaTHBHOI pedopmer B Poccuiickoit deaeparmu B 2006-2010 roax [DnekTporHsIi pecype]
URL: http://www.arhcity.ru/data/564/1%20conc.pdf Konuenuuss Crparerun mpOCTPaHCTBEHHOTO — Pa3BUTHSA
Poccuiickoii ~ ®enepatmu  Ha  nepuon  go 2030 roma  http://xn----7sbbhnbgiallebd4mma.xn--
plai/uploadedFiles/files/Kontseptsiya_SPR.pdf ([ara oGparuenus: 12.02.2017).


http://base.garant.ru/70684666/
http://base.garant.ru/70684666/
http://www.arhcity.ru/data/564/1%20conc.pdf
http://карьеры-евразии.рф/uploadedFiles/files/Kontseptsiya_SPR.pdf
http://карьеры-евразии.рф/uploadedFiles/files/Kontseptsiya_SPR.pdf

48

GbopMHUpPOBaHUS CHJIBHOTO, JEECIOCOOHOTO TrOCyaapcTBay '

IIpuopurer
IPUHLUIOB OTKPBITOCTH U IIOAOTYETHOCTH, JAEKIAPUPYEMBIX B KOHLENLUU
aJIMUHUCTPATUBHONH pe(OpPMBI, TAKXKe JTOIKHBI CTUMYJIUPOBATh KOMMYHUKALIHIO 1
B3aUMOJEHCTBHE MEXIY pa3lU4HbIMH aKTOpaMH Kak TOCYIapCTBEHHBIMU
OpraHM3alMsIMH, TaK W CETMEHTAMM TIPa)KIAaHCKOTO OOIECTBA, 4YTO, B CBOIO
odepenb, CO3MaeT KaHalbl MOMEHTAIBHOM OOpaTHOM CBSI3M, IO3BOJISIONINE
pUHUMATH Hanbosee 3 GeKTHBHBIE PEIICHNS B IIPOIIECCE YIIPABICHUSI.

B sTOM cMmbIcne TpaauMoHHas pobieMa MaciTada yqacTHs ToCylapcTBa B
HKOHOMHKE M ITyOIWYHBIX JAE€NaX, €ro COOTHOIICHHE C PHIHKOM M TIPakAaHCKUM
0OIIECTBOM TEPSIET CBOIO OCTPOTY, IOCKOJBKY MEPEONpPEAENIeTCS camMa poib
rOCyapCTBEHHOIO MEHEPKMEHTA, OPSAA0K U COIEpKaHUE €r0 B3aUMOACHUCTBUS C
HETOCYIapCTBEHHBIMH MHCTUTyTaMH. OTCIOa KITIOUEBOH OOIIECTBEHHBIM 3amlpoc
Ha 3({dexkTHBHOE yIpaBIeHHE CETOMHSI MOXET OBITH C(HOPMYIHPOBAH TaK: HMOMCK
TaKkOH CTpaTerdul pas3BUTHSA, KOTOpas ONTHUMAJbHO cHocoOcTBOBasa OBl
o0ecredeHnIo paBHOBECHS MEXIy CTaOMJIBHOCTBIO u
NPOAYLUPOBAaHNEM/yTIpaBlieHnEeM M3MeHeHHssMH. OCHOBHas po0iieMa, BCTaroIast
Ha MyTH (GOPMUPOBAHMS TaKOH MOJEIM YIPABICHUS TEPPUTOPUEH, BUIUTCS HE
CTOJIBKO B pa3pabOTKe M BHEAPEHHM YacTHBIX HOBOBBEJICHHUH, CKOJBKO B
WM3MEHEHUM KYJIBTYPHBIX MOJIEJICH IOBENCHUS, CHCTEMBl He(OpMalbHBIX
MHCTHTYTOB U IIPAKTHK, PACIPOCTPAaHEHHBIX B TAHHOM PErHOHE .

Cerogas B OOJNBHIMHCTBE CyOBEKTOB P® wmMerommiics SKOHOMHYECKHUH,
YEJIOBEYECKUI M KyJIbTYPHBIH MOTEHIHANl HE TPaHC(HOPMHUPYETCS B aJleKBATHBIN
pocT KadyecTBa KM3HM HacemeHma. Orcioma O4YeBHIAHA TOTPEOHOCTH B
(opMHPOBAHUHT HOBBIX, MAPKETHHTOBBIX CTPAaTETHi Pa3sBUTHS TEPPUTOPHil, oOIen
3ajadell KOTOpPBIX SBIASETCA OpPHUEHTAlMs Ha 3alpochl KIMEHTa-TPaXIaHWHA,
IIPO>KUBAIOLIETO 31ech. HO NpH 3TOM MBI JOJKHBI YETKO IIOHUMATh, YTO PEYb UIET
0 Tiepexoie UMEHHO K COBPEMEHHOW MapKETWHTOBOW KOHIETIWH (TOMyYHBIIEH

pa3BuTHE B MHUpE MNpUONM3UTENFHO ¢ Havama 1990-X TIT), OTIMYHUTENBHON

74 HOHI/ITI/IKO-&HMl/lHI/ICTpaTl/lBHLIe OTHOUICHHS: KOHIENTHI, [IPAKTHKA U KQYE€CTBO YIIPABJICHUSA: CGOpHI/IK crareit / non
pex. JI. B. Cmoprysnosa. — CII6, 2010. — C. 136.

5 Kypouxun A. B., Auronos I'. K. KoHrenust ceTeBoro o6mectsa B CHCTEME COLMANBHOrO 3Hanus // O6mecTBo:
COIIMOJIOTHS, TICHXOJIOTHs, nejaroruka, 2016. — Ne 12. — C. 14-17.


https://elibrary.ru/item.asp?id=27638769
https://elibrary.ru/contents.asp?issueid=1693350
https://elibrary.ru/contents.asp?issueid=1693350
https://elibrary.ru/contents.asp?issueid=1693350&selid=27638769
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XapaKTepPUCTUKOW KOTOPOH SIBISETCS OpPUEHTALMsS Ha IIOUCK ONTHMAaJbHOTO
OasaHca yIOBIETBOPEHHSI HHTEPECOB BCEX YYaCTHUKOB MpoOIlecca MPOM3BOJCTBA U
NOTpeOJICHUs] TOBApOB M YCIIYT, BO3MOXHBIH TOJBKO IPU YCIIOBUM aKTHBHOTO
B3aMMOJCHCTBHS BCEX aKTOPOB MAapKETHHIOBOH cpelpbl B paMKkax 3((HeKTHBHOH U
OTKPBITOI CUCTEMBI KOMMYHHUKAIIHIA.

Takum  00pa3oM, CyOBEKTHI  YIOpPAaBICHHS  pa3BUTHEM  TEPPUTOPUH
BBIHYXKICHBl  LICJICHANIPABJICHHO  pa3pabaTblBaTh  METOABl  TOPH30HTAIbHOM
KOMMYHUKAIlUM ¥ KOODIWHALIMHM, HAlpaBICHHBIC Ha B3aUMHOE COIVIACOBAHHUE
neseil, 3aa4 1 cTpateruii pa3BUTHA. B 3TOM npornecce MOryT OBITh BBIIEICHBI TPH
OCHOBHBIX YPOBHS:

«l. CrpykrypHas wuHTerpaius (BCTpaMBaHHE HOBBIX DJIEMEHTOB B
CTPYKTYpY OpraHH3allM1 WX CO3JaHUE KOONIEPATHBHBIX CTPYKTYD);

2. TlpoueccHas wuHTerpaimsi (COIIacOBaHHME  IOCJIEAOBATEIHLHOCTH
IIPOIIECCOB U OTEepaniii B COOTBETCTBUH C OOIIEH epCIeKTUBOI pa3BUTHA);

3. B3aumHass = uHTerpauus WMIM  COTpYIHHYECTBO  (oOecreucHue
B3aMMOIIOHHMAHUS U BEIPAOOTKH Pa3nessieMOro APYTHMH 3HAHHSA )» .

C no3unuii odecneyeHus: OTKPBITOrO MPOLEcca TEPPUTOPHATBEHOTO PAa3BUTHS
MMEHHO B3aWMHAasl MHTETPaIHs O3BOJISIET JOOUTHCS HanOoubiel 3(heKTHBHOCTH
COBMECTHOM JCSTENBHOCTH, B TO BPeMs KaK CTPYKTYpHasi HHTErpaLys HalpaBieHa
Ha PEAYKLHIO HEONMpPEeNeJICHHOCTH, a NPOLECCHas Ha yCTpaHEHHE Pa3HOIIacHil B

KOMMYHHUKAI[HOHHOM  TIporiecce

B3aumnass uHTErpauus Ipenmnonaraet
JOOPOBONBHOE y4acThe, OOIMHOCTD LEJICH M KOUIEKTHBHYIO OTBETCTBEHHOCTH 32
MOJMyYeHHBIH pe3ynsrar. Jmg ee ycmexa HEOOXOAMMO HHCTUTYIIHOHAJIBHOE
€IMHCTBO, JOCTI)KHMOE 3a CUeT HAJW4MsA OOLIMX MPAaBMJI UIPHI UL YYaCTHUKOB
Ipoliecca MIaHUPOBAHUS TEPPUTOPUATBHOTO PA3BUTUS M MAPKETHHTa TEPPUTOPUH,

YTO TI03BOJIIET 00CCICUNTh B3aUMHOE COIVIache Ha 0oJiee MM MEHEE JUIMTEIbHBIH

CPOK.

™ Tam xe, C. 14-17.
77 Epemees C. I, Kypoukun A. B. ['ocyrapcTBeHHOE ynpaBlIeHIE 1 HHHOBAIIMOHHAS TIOJINTUKA B YCIIOBHSAX CETEBOTO
obmecTBa: HoBble NpuHIMIEI dbdexruBrocTu. — CII6.: M3n-Bo PXTA, 2014. — C. 84.

Kypoukun A. B., ArTonos I'. K. OcobenrocTr HH)OPMAIMOHHO-KOMMYHHKAaTHBHOTO MPOCTPAHCTBA MOTUTHKH B
coBpeMeHHO# Poccun // OB1iiecTBO: MONUTHKA, SKOHOMUKa, paso, 2017, — Ne 2. — C. 9-13.


https://elibrary.ru/item.asp?id=28380426
https://elibrary.ru/item.asp?id=28380426
https://elibrary.ru/contents.asp?issueid=1770575
https://elibrary.ru/contents.asp?issueid=1770575&selid=28380426
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Orciona akTyaJdu3upyeTcss BONPOC CO3MaHUS H BHEOPEHHS HOBBIX
KOMMyHI/IKaTI/IBHI)IX TeXHOJ’IOFHﬁ. CJ'IO)KHOCTI) nu HepaBHOBeCHOCTL paSBI/ITI/ISI
COBpeMeHHI)IX comudalIbHbIX, ITIOJJUTHYCCKHUX M OKOHOMHYCCKUX CUCTCM Tpe6yeT
CeTOIHS TOCTOSHHBIX WHHOBAIMHA, COBCPIICHCTBYIOIIUX WHCTPYMEHTApUH U
coyiepyKaTeNIbHOE HAaIllOJTHEHUE KOMMYHHKaIHM .

B cBow ouepenb, MHHOBAIlMOHHBIA ITOTCHIHAN PAa3BUTUS TEPPUTOPHH
ompenensieTcss CHOCOOHOCTRIO TOCYIAapCTBCHHOTO YIIPABICHUS (OPMHUPOBATH,
MOJIEP)KUBaTh W IOCTOSHHO OOHOBJIATH MHCTUTYIIHOHAIBHYIO HHGPACTPYKTYPY
MIPOM3BOICTBA W PACIPOCTPAHCHHS HOBOTO 3HAHMA, a Takxke 00ecIeunBaTh
KOTHHTHBHOE COTIacHe OTHOCHTENHFHO IIeTIeH, 3a/1ad ¥ METOJOB TOCYIapCTBEHHOM
IOJTUTHKHA TEPPUTOPUATBLHOTO paSBI/ITI/IHBO.

MapKeTI/IHF B JAHHOM KOHTCKCTC cne;:[yeT paCCManI/IBaTI) KakK CHO)KHLIﬁ,
MHOTOCOCTAaBHOM TIPOIECC, TO3BOJSIONIMNA OMPEACIUTh YETKHE COLMAIBHO-
OKOHOMHNYCCKUC OpI/IeHTI/IpLI JUISA pa3pa60TKI/1 u peanmaupm IIJIAaHOB yCTOﬁ‘IHBOFO
pasButus Tepputopun. Eciau Oparh 32 0CHOBY KJIACCHUECKYIO TEOPHIO YITPABICHUS
(B 4aCTHOCTH, KHOCPHETHYCCKUM IMOAXOI), TEPPUTOPUS BBICTYIIACT B KaueCTBE
06’beKTa praBJ’IeHHH. TO‘{HEC, O6LeKTaMI/I praBJ’IeHI/Iﬂ SABJIIKOTCSA KOJIJICKTUBHBIC
aKTOPBI, IPUBSI3aHHBIE K HEH, Cpeld KOTOPBIX MOTYT OBbITh BBIJENIEHBI CIEAYIOIINE
TPYIIBL: HAaceJICHHE, MPOM3BONUTECIM TOBapoB MW ycuyr (YacTHOW W
TOCyOapCTBeHHOH  (opMBI ~ COOCTBEHHOCTH), YYPESKICHHS  KYIBTYPHl H
06paBOBaHI/I$[, I/IHCTI/ITyTBI Fpa)l(}IaHCKOFO O6IJ_IeCTBa, Hpe}ICTaBHeHHHe B BHIC
HEKOMMEPYECKUX OpTraHH3aIni, MapTHEPCTB, accolualuii, TOPTOBO-
l'IpOMBH_HJ'[eHHBIX majar M T. II. HO H€O6XOJ]I/IMO 3aMCTUTh, YTO CTpaTeFI/ISI
3¢ GEKTUBHOTO YMpPaBIEHUSI TEPPUTOPUEH C HWCTONB30BAHUEM MAapPKETHHTOBBIX
TEXHOJIOTUM CTaBUT IIepel OpraHaMy TOCYNapCTBEHHOM BIAcTH  3a4ady
UCIIOJIb30BaHUS I/IHCTI/ITyTOB Fpa)K}IaHCKOFO 06H_ICCTBa B Kau€CTBC€ HCTOYHHKOB
WHUIMATUB B pPaMKax COIUAIbHO-DKOHOMUYECKOTO PA3BHUTHUSI OIPENEICHHOM

JIOKalluH. CHeﬂOBaTeJ'IbHO, HaCCJICHUEC TCPPUTOPUHN SBJIACTCA HE TOJIBKO A (h (:10) 44

79
Kypoukun A. B., Auronos I. K. OcobeHHocTi HH()OPMALIMOHHO-KOMMYHUKATUBHOIO POCTPAHCTBA MOJIUTUKH B
coBpemenHoii Poccnu // OBuiecTBo: MonMTHKA, SKOHOMHUKA, 1paBo, 2017. — Ne 2. — C. 9-13.
80
Tam xe.


https://elibrary.ru/item.asp?id=28380426
https://elibrary.ru/item.asp?id=28380426
https://elibrary.ru/contents.asp?issueid=1770575
https://elibrary.ru/contents.asp?issueid=1770575&selid=28380426
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ayIUTOpUEl MPOBOAUMON MapKETMHIOBOM KaMIIaHUU 10 Pa3BUTHIO PETUOHA, HO U
CyOBEKTOM MPOEKTHOTO MOJIUTHYECKOTO YIIPABICHUS.

Kak yxe oTMeuanoch Bbllle, IIOOAIM3aLMsi MHUPOBOTO XO3SHCTBAa CTaja
BBI30BOM 7Sl PETHOHOB, NEPEMECTUB KOHKYPEHIHIO C JIOKaJIbHOTO YpPOBHS Ha
MUpOBOH. bu3Hec-kopnopanyy, NPOU3BOAAINME OJHOTUIIHBIE IIPOAYKTBI M
pacronararonuecst B OfIHUX M TeX )K€ reorpauyeckux 30HaX (COOTBETCTBEHHO
IIPOAAIOIIE MPOAYKTH Ha OJHUX M TeX )K€ PHIHKAX ), IEpeCcTany ObITh OCHOBHBIMH
KOHKYPEHTaMH — CETOAHS B 00ph0y 3a MaTepHaibHbIC U HEMaTEPHAIbHBIE PECYPCHI
BCTYNAIOT MMEHHO PETHOHBI U KpYIHBIE Tropoickue HeHTpsl. IIpu sTom Bce
GomnbIast 4acTh pecypcoB CTaHOBHTCS neunnTHOH, 0co0eHHO
BBICOKOKBAMM(HUIMpPOBaHHAs pabodas cmia W KpeaTWBHBIM KamuTal. B sToM
CMBICIIe oOpalleHHe TocyaapcTBa K HHCTPYMEHTaM, MJOKa3aBIIUM CBOIO
3¢ GEKTUBHOCTD B PHIHOYHBIX YCIIOBHUSX, TIPEICTABISAETCS BIIOJIHE 3aKOHOMEPHOH.

Konuenmus «MapkeTUHra TEppUTOPUIl» SIBISIETCS OTHOCUTEIBHO HOBOH, HO
y’Ke 3aBOEBaBLICH 3HAUMTENILHYIO MOMYJSIPHOCTh Kak B SKOHOMHYECKOH cdepe (B
XOA€ CpeAHe- M JONTOCPOYHOIO IUIAHMPOBAHMS pa3BHTHs Ou3Heca, BbIOOpa
ONTHMAIbHOW WHBECTHMIMOHHOM CTpaTermd M 1p.), Tak U B cdepe
TOCYJapCTBEHHOTO U MYHUIMNANBHOTO ympapieHus. Crpareruss MapKeTUHTa
TEPPUTOPHUI HANpaBIeHA Ha MPOABUKEHHE TOPOICKONH TEPPUTOPUU, PETHOHA WIIH
CTpaHbl B IIEJIOM B KOHKYPEHTHOH OOphOE 3a HMHBECTOPOB, NMPEACTABUTEIHCTBO
KPYIHBIX KOPIOPAIMiA, POCT TYPHUCTHYCCKUX MOTOKOB, KBaJIH(UIPOBAHHOM
paboueit cwisl ¥ T. m. C TOYKH 3PEHMS SKOHOMHUYECKOTO Pa3BUTHS pPETHOHA
MapKETHHTOBBIA ITOXO/ BBICTYNAaeT Kak 3(P(eKTHBHBIA MHCTPYMEHT ITOBBIIICHUS
KOHKYPEHTOCIIOCOOHOCTH JIOKalMd M MYIBTHUIUIMKATOpP Pa3BUTHS OTIEIBHBIX
orpacieit. KiroueBoil —conManbHO-MONMUTHYECKOM 3ajauel MapKeTHHra H
OpeHIMHTa BBICTYNAeT H3YYEHHE W IOHUCK CIOCOOOB AKTUBHOTO BOBJICUCHHS
pa3IMYHBIX TPYNI B IOCTPOCHUE OpeHxa TeppUTOPUH U (HOPMHPOBAHUM €TO

HIEHTHYHOCTH®.

81
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IIpexne 49eM NPHUCTYIUTH K IOAPOOHOMY PAcCCMOTPEHHUIO COAEep KaHU
TEePPUTOPHATBHOTO MapKeTHHra, HEOOXOOMMO pa3leNuTh TaKHWe TOHITHS, Kak
MapKeTHHT MECT U TepPUTOPHATBbHBIA MAPKETUHT. MapKeTHHT MeCT BBICTYTAET Kak
Pa3HOBHUAHOCTh TEOMAapKETHHIA, OCYLIECTBIsIEMas «B LEIIX (OPMHPOBaHHS WU
BOCIIPOM3BOJICTBAa CIpPOCAa Ha IMPOCTPAHCTBEHHO-PACIIPE/ICIICHHBI  OOBEKT,
HaxOJSIIINICS B KOHKPETHOM MecCTe (MeCTHOCTH)»®. MapKeTHHT TeppHTOpHH, B
CBOI0 O4Yepelb, PACCMAaTPUBAETCS KaK JESITENbHOCTh, «OCYLIECTBIsieMas Ha
TEPPUTOPHM W 3a €€ TpeneinaMu B LemsX (HOPMHUPOBAHMS KOHKYPEHTHBIX
MPEUMYILECTB TEPPUTOPUH B CO3HAHUM €€ CTEHKXOJJEPOB M yNOBIETBOPEHHS UX
notrpeOHoCcTei»®. TeM caMbIM B paMKax MapKEeTHHIa TCPPHTOPHU aHATH3HUPYIOTCS
CrocoOBl  TPOABWKEHUS TEPPUTOPHH Ha TIOOATBHBIM  PBIHOK, METOIBI
(hopMHUpOBaHUS MX MPEUMYIIECTB M UMHKa (OpeHaa) B LESIX MpHUBICUSHUS Ha
TEPPHUTOPHIO HEOOXOANMBIX MaTePHUABHBIX M HEMAaTepHAIIbHBIX PECYPCOB.

BriepBbie TepMHUH «MapKeTHHT TEPPUTOPHNY UCTIONB30Bal CaiiMOH AHXOJIBT
B 2002 r. Heo6x0auMo 3aMeTHUTh, YTO IO TOT0 MOMEHTA CYILECTBOBAJIa CX0XKas MO
CBOUM KOHIIENITYaJIbHBIM OCHOBAaHUSIM CTPATETHsl «Ipofaxku MecT». OHa sBIsIach
Oonee PHIHOYHO-OPUEHTHPOBAHHBIM  IOJAXOAOM IPOABMKEHHS TEPPUTOPUH,
6asupyromuMcs Ha KOPIOPaTUBHBIX MAapKETHHIOBBIX MHCTpyMeHTax. OnxHako B
YCIOBHAX OBICTPO MEHSIOUIMXCS PHIHKOB M INIOOAJIbHOW KOHKYPEHTHOW Cpebl,
COCTaBIIIOIIME CTPATETHIO «IPOAAXH MECT» METOAbl M HHCTPYMEHTapHUil
mepecTany  OpUHOCHTH  3(dexTuBHBIE  pe3ympraTel. HoBas  cTpaTerus
«TEepPUTOPHATBHOTO  MapKeTHHIa»  HM3HA4YalbHO  pa3padarhBagach  Kak
OpHCHTHpPOBAaHHAs  WMEHHO Ha  YIOBJICTBOPCHHWE  3alPOCOB  MECTHBIX
(TeppuTOopHanbHBIX) cOOOIIECTBY.

Kax ormewan wu3BecTHbI wuccaenoBarens-mapkeronor @. Komiep:

«MapKeTI/IHF MECT MOAPA3yMEBACT CO3TaHUEC oco0oro jau3aiiHa 3TOrO MECTa,

8 MemepsikoB T. B. KoHuenuus u HMHCTpyMEHTAapuii yHpaBleHHS MapKETHHIOM TEPPUTOPHH B YCIOBHAX
KpeaTHBHOIT 5KOHOMHUKH (TCOPHS H METOZOJIOTHSA): aBTOped. Auce. ... A. 3koH. Hayk. — CII6, 2011.
& Tam xe.
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KOTOPBIH OBl YAOBIECTBOPUII BCE HYXKIBI IIENICBOM aymuropum»®. Ha ceromusimHui
JIeHb MAPKETUHT TEPPUTOPHUM IIPEICTABIIAETCS HEOTHEMIIEMBIM 3TallOM CTPaTErHU
JIOATOCPOYHOTO TeppuTopuansHoro passutus. [lo wMuenumio @. Komrepa:
«TepputopuanbHOe pa3BHTHE MPEACTABISACT M3 CeOs  IOCIICIOBATEIBHYIO,
JIOJITOCPOYHYIO CTPAaTEruio, HAIIPABICHHYIO HA PA3BUTHE ONPEACICHHOHN JIOKALUU
yepe3 CTUMYJIMPOBAHUE CYUIECTBYIOIIUX M MOTEHIUAIBHBIX OTIMYUTENBHBIX YepT
JTAHHOTO PernoHan®.

@. KoTsiep BbIIEISET CIIEAYIOIIUE Clieln(pUIecKue «ypOBHU MapKeTHHTa»®:
OTIpeeNICHNE IENEBBIX PHIHKOB, CHCTEMATH3aI[MI0 MapKETHHTOBHIX (DAaKTOPOB H
CO3IaHKe TPYIIII INIAHUPOBAHHUS (IPOCKTHBIX TPYIII).

YpoBeHb ompeeNieHns ENIeBEIX PHIHKOB MOApasyMeBaeT (peiMupoBaHue
OTIpENEeNICHHBIX KIMEHTCKUX CETMEHTOB, Ha KOTOpble OyayT HaIlpaBIeHBI
«coo01eHns»® TeppuTopraIbHOro OpeHaUpoBaHKs. B pamkax cucremaru3anuu
MapKeTHHTOBBIX (haKTOPOB IPOU3BOIUTCS AHAIM3 TAKUX KIIIOYEBBIX JIEMEHTOB
OpeHANpOBaHHMs, KaK JOCTONPHUMEUATeIbHOCTH U HH(PPACTPYKTYpa, YEI0BEUSCKUI
KanmuTal M KadecTBO xu3HU. CozgaHue Tpynn IUJIaHUPOBaHUS OOYCIOBIMBAECT
IpollecC UMIUIEMEHTAIUK 1 KOHTPOJISI MapKEeTUHTOBOM CTpaTeruu.

HeoOXomuMo OTMETHTH, YTO TIPH CO3JaHUM W IPOJABIKCHUHM OpeH.a
TEPPUTOPHH UCIIONB3YIOTCS IOMIATOBBIC O3TAIlbl, CHEHU(UYSCKUE aJTOPHUTMBI,
00beAMHEeHNE OTHENBHBIX IPOIECCOB B (DYHKIMOHATIHHBIE MOAYIH W TOAITAIIbL.
BpeHauHT TeppUTOpHH, B OTIIMYMK OT OpEeHAWHTa TOBAapa, YCIYyTH WM MapKH, HE
nMeeT (pa3bl OKOHYAHHS, «TaK KaK WHHOBALIMOHHAS CYIIHOCTh OYNET «ITUTATh»

89

OpeHI Takoil TEepPPUTOPHUID IIpouenypHo TeppUTOpUANbHBII MapKETUHT

BKJIIOYA€T KaK MUHHUMYM JIBa dTarla.

% Kotler P., Hamlin M. A., Rein I., Haider D. H. Marketing Asian Places / John Wiley and Sons (Asia), Singapore,
2002, P. 183.
8 Tam xe, P. 57.
87 Tam xe, P. 46.
8 geppo K. Rainisto Success Factors Of Place Marketing: A Study Of Place Marketing Practices In Northern Europe
And The United States / Helsinki University of Technology, Institute of Strategy and International Business Doctoral
Dissertations 2003/4 Espoo 2003 / Monikko Oy 2003, P. 15.

Tpomes WM. B. Hcnons3oBaHne WHPOPMAIMOHHO-aHAIMTHYCCKHX TEXHOJOTUH B OpPEHIMHIE TEPPUTOPHIA
WHHOBALMOHHOTO pa3ButTHs // W3Bectst TOMCKOIO MONMTEXHHYECKOro yHuBepcutera, 2014, — T. 324, Ne6. —
C.57.
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IlepBblii 3Tam — 3TO MNO3ULUMOHUpPOBaHHE. B pamkax npaHHOro sramna
OCYILIECTBISIETCS OOBEKTHBHAS OLIEHKA CTPATETHUCCKUX IMPEUMYILECTB M BBIOOD
cooTBeTcTBytomel crparerud. IlosurnuoHupoBanue OGasupyercs Ha  Tpex
HAaIpaBJICHUAX ACATENBHOCTH: CTPATErMYEeCKOM IUIAHWPOBAaHWH, (HOPMHUPOBAHHUU
MapKeTHHTOBOIl CTpaTernud U MapKeTHHTOBBIX HCCIIENOBAHUSAX. Takue METOIUKH,
kak SWOT ananu3, STEP (LE) ananu3 u qpyrue MO3BONSIOT YETKO OMPENESITHThH
MPUOPUTETHl BO BpEMs MMIUIEMEHTAllMM JAHHOTO JTama, BBIACIUTb 3aJa4
MapKeTHHIa B COOTBETCTBHHM CO CTpaTerHell PEeTHMOHA M OOHAPYKHUTh LEJIEBYIO
ayguropuio. Kpome Toro, Ha sTane MO3ULMOHUPOBAHUS PETMOHA HCHONB3YHOTCS
pa3NnuYHbIE PEHTHHTY I aHAIW3a NOTeHIHAlla JAHHON TEPPUTOPHH.

Bropoii sTanm — mpogBIKEHHWE — XapaKTepPH3yeTCsl aKTHBHOW paboToil ¢
IeneBoi  aymuTopuei. PabGora ¢ IeneBBIMH TpyNIaMH BXOAWT B CETMEHT
UMIUIEMEHTAIUN CTPaTeTny MapKEeTHHTOBOM KOMMYHMKAI[Md M BKIIOYaeT: 1)
napaMeTpsl HHPOPMAITMOHHOTO BO3IEHCTBUSI; 2) BEIOOP METOMOB KOMMYHHUKAIIHH;
3) BbIOOp MH(MOPMAIIOHHBIX KaHAJIOB.

IeneByro aymiuTOpUIO0 TEPPUTOPHATIBHOTO MApPKETUHra TPaJULIMOHHO
COCTABJIAIOT TPU OCHOBHBIE TPYIIIBL:

1)  nokambHOE €000IIeCTBO (B3auMmoeiicTBue peanuzyercs yepes
BOJIOHTEPCKYIO AesitenbHoCTh, HKO-pecypce, cTuMynupoBaHue JIniepcTBa);

2)  OusHec-koprmopauuu (COTPYIHHYECTBO MPOUCXOAUT 4epe3 (aHapaii3uHr,

MEXaHW3MBI ~ TOCYAapPCTBEHHO-YaCTHOTO  IMAPTHEPCTBA,  CHHIUIIMPOBAHHOE
MIPOJIBIDKEHHE);
3) OpraHbl TOCYIapCTBCHHOTO M MYHHIIAIIAILHOTO YIIPABICHUS.

[Iponiecc OpeHaMpoOBaHUST TEPPUTOPUN SBISETCS 0a30d Ui MPOBEIACHUS
YCHEIHOW MAapKeTHHIOBOM cTpateruun u ompenensercs C. AHXOJIBTOM Kak
«KOMIUJIEKCHBIM, = MHOTOMEpHBIM  TPOLECC C  MOCTOSHHO  MEHSIOIIEHCs
pENyTalMOHHOIl KOMIIOHEHTOH, OCHOBAHHONW Ha Ppa3lIWYHBIX CyOBEKTHBHBIX

yOexIeHNSIX, BOCIIPUATHSX U TIPEAPAcCyaKax»™.

% Anholt S, Anholt Nation Brands Index: how does the world see America?// Journal of Advertising Research,
2005. — \ol. 45, No. 3. — P. 297.
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Bpenny Tepputopuu B IHMTEpaType NPUIHCHIBAIOTCS Pa3iNYHBIC 3HAUYCHHUS:
1) BU3yaJbHBIA WM BUPTYaAJIBHBIM CUMBOJI TEPPUTOPUH; 2) MOSUTHUBHEIN IPU3HAK,
10 KOTOPOMY HOTPEOHMTENIN PACIO3HAIOT TEPPUTOPHUIO; 3) TOBapHask Mapka MecTa,
croco0cTByoMmas GOPMUPOBAHUIO TEPPUTOPHATBEHOTO UMHUJIKA U PEITyTaLHH.

A. Mapnenn, x. I1. Jleuc, T. ®nanaran B cBoel cTarbe «YIpaBieHUE B
Moxy 1HM(POBBIX MeaMa © OpCHOUHTa» IMOTYEPKHUBAIOT, 4YTO «“OpeHnm”
UCTIONB3yeTCs. B KadecTBE KOHLENTYalbHOTO 3BQEMH3Ma IS YIPOLICHUS U
0000MIeHsT BceX COOOIeHUH (B YCTHOW, MUCHMEHHOW M BH3yaJbHOW (opme),
KOTOPBIE HAIIPABIISAIOTCS U KOHTPOIUPYIOTCS IIEHTPOM BIIaCTH» ™.

Takum o6pazoM, mporecc pa3paboTku OpeHIa TEPPUTOPHH - 3TO COCTABHAS
9acTh Iporecca pa3padOTKM  MAapKeTHHTOBOW  CTPaTeTWH, BKIIOYAONIas
OTIpeIeNICHHYIO MIOCIE0BaTeIbHOCTE 3TAOB PabOTHI.

Bo-miepBeiX, HEOOXOMMMO pa3padoTaTh KOHIEHIMIO OpeHnIa, MNP ITOM
OIICHHB MCXOJHBIE TIPEATIOCHUIKH.

Bo-BTOpBIX, IPU UCTIONB30BAaHUM YK€ YITOMUHABIINXCA METOAUK, TAKUX Kak
SWOT-ananu3, 6eHUMapKUHT | Jp., IPOU3BOJHUTCS aHAIU3 IMOTCHIMANA OpeHaa u
OLICHKa LIEJIEBBIX PHIHKOB C y4eTOM OyIyleil crieruanu3anny openaa.

B-TpeTpux, BaKHBIM JTallOM CTaHOBUTCSA pa3paboTkKa IuIaTopMbl |
apxurekTypsl Operna. Kak Bepro ormeuaer K. [lunHu B cBoeil kHure «bpeHanHr
TeppuTopruid. Jlydine MUpOBBIE NPAaKTHKW», «YTOOBI CO3[4aTh CHIBHBIN OpeHn,
TOPOJICKHE PYKOBOAWTEIH JODKHBI C(HOPMUPOBATH UYETKWH Habop aTrpuOyTOB,
KOTOPBIMH 00IaJaeT MX TOpoJ M Ha OCHOBE KOTOPBIX MOXHO C()OPMHPOBATh €O

MO3UTHBHOE BOCHPUSITHE Yy LENIEBBIX ayAUTOpHUiD» *

COOTBETCTBEHHO,
HEOOXOIMMBIM TIPEACTaBIACTCA BHIOOp aTpuOyTOB OpeHAa B COOTBETCTBUH C €T0
CMBICJIOBBIM COZIEpXKAHHEM, JIOJITOCPOYHBIM BHAeHHEeM U JuddepeHuranueit

OpeHpa.

® Marland A., J. P. Lewis, Tom Flanagan Governance in the Age of Digital Media and Branding // Governance: An
International Journal of Policy, Administration and Institutions, Vol. 30, No. 1, January 2017, P. 126.

2 bpenaunr teppuropuii. Jlydmme Mupossie npaktuky / nox pex. Keiita Jiuann: Mann, Banos n ®@epbep. — M.;
2013 —C. 22.
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B-4ueTBepThIX, ClEAyeT KOHIIETITYaIM3UPOBATh KPEaTUBHBIE pa3pabOTKH
OpeHza, a IMEHHO OTHMCaHWe, CJIOTaH, BU3yalbHbIe 00pa3bl U CTAaHAAPTHI, 3BYKOBBIC
00pas3bl, TOTOTHIIBL U JIP.

Hakonen, B-mATBIX, HEOOXOIMMO  CO3[aTh  MApPKETHHTOBBIN  IUIaH
MPOIBMKCHUsT OpeH/a, BKIIOYAIMKA [JaH BHENIHUX ©  BHYTPECHHHX
KOMMYHHKAIIUI U pa3padoTKy HHCTPYMEHTOB MapKETHHTA.

HccnemoBarenn mpemiaraloT pa3nuvHbIE HAa0OPbl HWHCTPYMEHTOB LIS
MPOBEICHUST Hauboliee pPe3yJAbTaTHBHOTO TEPPUTOPHAILHOTO MapKeTHHTa U
Opennunra. Tak, [I. DmBopt 1 X. Boorn® monararotr, 4To MapKETHHT MECT JTOJDKEH
BKITIOYaTh CICAYIOMNH MUHUMANBHBIH HAO0Op MHCTPYMEHTOB: pEKIaMHBIC MEpHL,
MPOCTPAHCTBEHHO-QYHKIIMOHANBHBIE ~ MEpHl,  OpraHW3alMOHHBIE  MEpbl U
¢dunancossie Mepsl. @. Kotiep u apyrue® paccMaTpuBarOT YeThIPE HAIPaBICHUS
OpeHAMPOBAHUS TEPPUTOPUU: IU3alH, HHOPACTPYKTYpy, OCHOBHBIC YCIYTH H
JIOCTONpUMeUaTeTbHOCTH. IIpu  3TOM  KJIFOUEBBIM OCHOBAaHHWEM  YCIIEIIHOTO
OpeHANpOBaHUsl SIBISIETCA pPa3padOTKa MPUBIEKATENLHOTO HUMHIKA PETHOHA,
koTophlid, coracHo @. Kotiepy, MOkeT ObITh ONpeesieH KaK «cyMMa yOexIeHuil,
MIPEICTABIECHUI U BIEYATIEHUH JIt0fe B OTHOLLIEHUH 3TOTO MECTA... YIPOILIEHHOE
00001IeHIe OONBIIOrO YHCIAa acCOIUANUil U KyCKOB MH()OpMALUH, CBSI3aHHBIX C
JTAHHBIM MECTOM»®.

[To muenuto ®@. Komiepa, OH CKiIaabIBaeTCsl U3 TPEX COCTABISIONMINX - OJTHOM
OOBEKTHBHOM  (XapaKTepUCTHKH TEPPUTOPHH, OTPAKAIOIINE OOBEKTHBHYIO
JIEHCTBUTEIHHOCTD) U IByX CyOBEKTHBHBIX (JIMYHBIN OITBIT, IMYHOE TIPECTABICHUE
0 TEeppUTOpHU, C OMHOW CTOPOHBI, U CTEPEOTHIBI U MHU(PBI O TEPPUTOPUH - C
npyroi). Tak, HanmpuMep, B OCHOBY HMHJKa TOPO/Ia MOTYT JIeb KaKk 00BHEKTHBHEIE
¢daxTbl (Ha3BaHHE Tropoja, reorpaduyeckoe MOJOKEHHE, MPHUPONA W KIIHMAT,
TOPOICKHE TPEANPHUATHS W WX TPOMYKIHSA, COOBITHA W TPOHUCHIECTBUS,

APXUTCKTYpa, HaHI/IOHaHLHLIﬁ KOJIOPpUT, 3HAMCHUTBIC JIMYHOCTHU, PEMECIICHHBIC

% Ashworth G. J. and Voogd H. Selling the city: marketing approaches in public sector urban planning / London:
Bellhaven Press, 1990.

% Kotler P., Armstrong G. and others Principles of marketing, / London, Prentice Hall, 1993.

% Mapxkerunr mect. ITpupiedeHne HHBECTULINH, NPEANPUATHH, )KUTETIEH U TYpHCTOB B TOPO/Ia, KOMMYHBI, PETHOHBI
u crpanbl EBporst / @. Komiep, K. Acrtutynn, Y. Peiin, [I. Xaiinep — CrokronbMcKast mkoja 5KOHOMUKH B CaHKT-
ITerepGypre, 2005. — C. 205.
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TpaJUIINU, UMUK ¥ TIOBEJICHNE BJIAacTel), Tak M CYOBEKTHUBHBIE (S3BIK, (OIBKIOP,
OCOOCHHOCTH MECTHOW KyXHH, XYIOKCCTBEHHbIC TIPOHM3BEIEHUS, OJEK/a,
MEHTAJIUTET, IPUBBIYKHU, TANAaHThl, MECTHBIE TPAJIUINH JA0CYTa, PA3AHUKH, HOBBIE
WAeU JUIA pa3BUTHsA, YIIOMUHAHWSA B KuHemarorpade, JuTeparype, KadecTBO

OTHOILIEHUH C TapTHEPaMH).

PestoMupysi W3NOXKEHHBIH B JaHHOM maparpade Marepual, Cleayer
OTMETHTB, YTO CETOHS MPOH3O0ILIO0 KOHIENTYyaIbHOE IIEPEOCMBICIIEHHE KaTETOPUH
«yIpaBlIeHHE TOCYIapCTBOM», CTUMYIHMPYIOIIee AanbHEHIee pa3sBUTUE TEOPUHN U
MPaKTUKN aAMHHUCTPATUBHBIX pedopM. B cBoio ouepenp, mMoBceMECTHBIN 3arpoc
Ha OTKPHITHIC, (P ()EKTHBHBIE CHCTEMbI MPOTHO3WPOBAHMSA M OLEHKH COLHAIBHO-
9KOHOMUYECKOIO Pa3BUTHUSI PETHOHOB IIPUBEI OPraHbl FOCYIapCTBEHHON BIACTH K
HEOOXOIMMOCTH  CYIIECTBEHHOTO OOHOBJIEHHS METOOWK ¥ HHCTPYMEHTOB,
HaIpaBICHHBIX HAa IUIAHUPOBAHHWE PA3BUTUS PETUOHAIBHOIO IPOCTPAHCTBA HU
pa3paboTKy cpelHe- M JOJAroCpouHbIX crpareruid. [Iporeccsl miobanusanuu mnpu
3TOM CIOCOOCTBOBAJIM CO3JaHUIO MHPOBOTO PBIHKAa PErHOHOB, Iie B O0pwOy 3a
MaTepUallbHble M HEMAaTEpUANIbHBIE DPECYpChl BCTYIAKOT CaMM TEPPUTOPUMU.
TeppuTopraiabHblii MapKeTUHI M OPEHAMHI INPEACTAaBIAIOTCS Ha CErofHSIIHUMA
JeHb HamOomnee S(GQEKTUBHBIMH CIIOCO0AMH  JIOCTIDKCHHS IOJIOXKUTEIBHBIX
pe3ynbTaToB B JaHHOH OopnOe. IIpy 3TOM JaHHBIE TEXHOJIOTWMH BBICTYIAIOT HE
MPOCTO KaK THOKWI WHCTPYMEHT TIPOABIKEHUS WHTEPECOB OMpEICICHHBIX
MOJUTUYECKUX U DKOHOMHYECKMX TPYNII, HO KaKk KOMIUIEKCHAas1 U B IIEPBYIO
odepenb HalENCHHAas Ha JOCTIDKCHHE COIMAIbHOTO OJaromoiydusi perHoHa
CUCTEMAa METONOB U IIEHHOCTEH, HEKUH TOPSIOK COIVIACOBAaHHBIX JEHCTBUI
COBOKYITHOTO «MECTHOTO COOOIIECTBA HAIPABICHHbIH Ha IPOJIBIKEHIE HHTEPECOB
TEPPUTOPUN»™, @, COOTBETCTBEHHO, MPHBOISLINN K YIOBIETBOPEHHIO HMHTEPECOB
BCEX IPYIII JOKAJIbHBIX aKTOPOB.

Takum 00pa3zoMm, B BONpOCAax CTPATErMUecKOro IUIAHUPOBAHUS Pa3BUTHS
peruoHa M MOPOBEAECHUS YCHEHNIHOM KaMIaHUU 1O  TEPPUTOPHATIBHOMY

6peHZ[I/IpOBaHI/I}O opraHam FocyllapCTBeHHOﬁ BJIaCTH H606XOILI/IMO COTPYAHUYATH C

% Busranos J1. B. Mapketunr ropoga. — M.: @onj; « IHCTUTYT 3KOHOMHUKH ropozay, 2008.
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0O0IIIECTBEHHOCTHIO TTOCPEICTBOM HHCTPYMEHTOB KPayICOPCHHTA, KPAayIMAIIIIHTA,
OeHUMapKMHTa M MEXaHH3MOB TOCYIapCTBEHHO-YACTHOTO MapTHEPCTBA, YTO B
JIOJITOCPOYHOM TEepCIeKTHBE Oy/IeT CoCOOCTBOBATh (POPMUPOBAHHIO YCTOHYMBOTO
KOHCTPYKTHBHOTO JTHAJIora MEKIy aJMHHUCTPAMeH U IpaskIaHCKUM OOILECTBOM
U TIpEBENEeT K OOIIECTBEHHON KOHCOJIMJIALIMK OTHOCHTENIBHO IyTeH COLMaIbHO-

HKOHOMHYECKOH TpaHCc(HOpPMalUK pernoHa.
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2.2. Kpurepun ounenkn 3¢dexTHBHOCTH OpeHIHHra TeppPUTOPHIi:
IKOHOMHYECKAsI, COHUOKYJbTYpPHAsi W  HNOJHMTHKO-aIMHHHCTPATHBHAaS
COCTABJISIIONIHE

B mpenpiaymem maparpade OBUT pacCMOTPEH BONPOC O MECTE W POIH
TEpPUTOPHAILHOIO MapKeTHMHra | OpeHAMHra B Ipolecce obecredeHus
3(pPEKTUBHOTO COLMAITFHO-I)KOHOMHUYECKOTO Pa3BUTUS POCCHUHCKHX PETHOHOB B
KOHTEKCTE TeKYILEeH aIMIHUCTPATUBHON pedopMBl. ABTOP HPHILEN K BBIBOIY, YTO
MapKeTHHTOBBIC TEXHOJOTHH W OpeHAWpOBaHHE CHOCOOCTBYIOT ITOBEHIIICHHIO
JIOKaJBHOW KOHKYPEHTOCIIOCOOHOCTH M PACIIHPSIOT cpepy BIUSAHUS KOHKPETHOTO
perHoHa B HAIMOHAIBHON COIMAIBHO-OKOHOMHUYECKOH cucreme. OmHako He
MIPOSICHEHHBIM OCTAJICS BOTIPOC O B3aUMOCBSI3M MAapKETHHTOBBIX TEXHOJOTHH M
3G PEeKTUBHOCTH MONMUTHYECKOTO YIPaBICHUS TeppUTOpHei. B 3Toil cBsA3M crout
3a/laya CHCTEMAaTHU3UPOBaTh CYIIECTBYIONIME MOIAXOABI K OlleHKe 3(h(HEKTHBHOCTH
MapKkeTMHra ¥ OpeHAWHra TEppPUTOPHH, a TakXkKe BBIIBUTH  yCIOBHS,
o0ecre4nBaroIue ee.

Janee B nmanHoMm maparpade OyayT NpOaHAIU3UPOBAHBI TPU KIFOUCBBIC
KOMITOHEHTBl CHCTEMbI OLIEHKH 3(P(EKTHBHOCTH pPErHOHAJIBHOTO MapKeTHHra U
OpeHIupoBaHNUs, a HMEHHO. SKOHOMHMYECKas, COLUOKYIBTYpHAs U IOIUTUKO-
aJMUHHICTPATHBHAS.

Kparkuit 0030p MeXIyHApOIHBIX WHAEKCOB M PSUTHHIOB, HAIIPaBJICHHBIX HA
OIICHKY OpEeHIOWPOBAaHMS PETrHOHA, TOPOAA WM CTPAHBI, SICHO JEMOHCTPHPYET
3HAYUMOCTb BBHIIICTICPEUNCICHHBIX KOMIIOHEHT.

Tak, mns ompenenenust «MHnmekca OmarococtosHus ctpan» (The Good
Country Index) ucrons3yroTcs CIeAyIOINE KATETOPHH:

1) Hayka U TEXHUKA;

2) KyneTypa;

3) 6e30MacHOCTb;

4) mobanbHas CTaOUIIEHOCTH;

5) SKOJIOTHS U KIIUMAT;

6) IpoLBeTaHUE U PAaBEHCTBO;

7) 310pOBbBE U OIATOMIOTYYHE.
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B kadecTBe KOHEUHOH IIeNTM TAKOTO pEHTHHTA NEKIapupyeTcs obecrieueHne
3G GEKTUBHOCTH KOOTMEpaluyd CTpaH, JOCTUTaeMoe, B TOM 4YHCIE, 32 CYET
MYJIBTUIUIMIUPOBAHNUS HAIIMOHAIBHBIX OpEeHIOB, KOTOpPOE€, B CBOIO OYEpElb,
MOMOXKET PELINTh KaK IO0albHBIC MPOOJIEMBI, TaK M MPOOIEMBI KOHKPETHBIX,
JIOKAJIbHBIX TEPPUTOPUH.

Bornee merampHO cpaBHUTENBHBINA aHATN3 OPCHIUPOBAHUS M €TO BIUSHHS Ha
KOHEYHYIO 3(Q(QEKTUBHOCTh YIPABICHHUS TEPPUTOPHEH IPEICTaBICH B PEUTHHTE
MexayHapoaaoi rpynmnsl GfK «bpenmsr ropomoB mupa» (Anholt City Brands
Index). Metomosiorust peiTUHra BBHICTPAHUBACTCS HA OCHOBE 6 HHAMKATOPOB, IO
KOTOPBIM OIICHMBACTCS BOCIPHATHE JKUTEISAMH pAa3INYHBIX CTpaH OpeHIOB
KpYHHEHIINX TOpOAOB Mwupa: 1) BHedamieHHs O Topoie; 2) omd (WX
IOOpOXKETaTeNbHOCTh, MPHUBETIMBOCTH); 3)  PACHOJOXKEHHE TOpoja, Teo-
KIIUMaTndeckue ycioBus, 4) wuHppacTpykrypa (ymoOCTBO, Ka4ecTBO pPabOTHI
aJIMIUHUACTPATUBHBIX YUPEXKIEHH); 5) PUTM XKHU3HH (YCIOBHS UISI OTIABIXa H
TypU3Ma, HAJIMYKe MECT JJIsi TIPOBECHUS JOCYTa, KPEaTHBHBIE MPOCTPAHCTRA); 6)
BHYTPCHHHI TMOTCHIUAN (PKOHOMHYECKHE, OO0pa30BaTelbHbICE BO3MOXHOCTH
ropofa, MOMCK padoThl, BUAEeHUE OU3HEeCa).

B 2016 . Poccust ocraBanace Ha 22-M MecTe B JaHHOM peiTuHre. [aBHas
oropa HalMoHaibHOTro OpeHna Poccun — ee kynmberypa. Poccust 3annmaer 8 mecto B
peHTHHTEe CTpaH ¢ caMOW WHTEPECHOW, IO MHEHHIO MOTpeOHTeNei, KyIbTypoil.
B npoutom rogy Poccust mogHsmack Ha 23-€ MECTO B pEHTHHTE 110 pa3ieny CaMbIX
TIPUBIEKATEIBHBIX TypUCTHYECKHX OpeHmoB (¢ 26-ro B 2015 r.).97 Hamporus,
campbIii craObIif acTIeKT HAIIMOHAIBHOW PeIryTaIiy — 3T0 cdepa rocyJapcTBEHHOTO
ynpasnenus. CortacHO AaHHBIM peiituara, Poccust 3anmmaer 34-e mecto u3 50.
OpnHaxko, B cpaBHeHuu ¢ 2015 1., Korjga kKa4ecTBO TOCYJapCTBEHHOIO YIPaBIICHHS
OIICHMBAJIOCh MUPOBBIMU TOTpeOUTENsIMU HUXKE W Poccus 3aHmMana numib 42-e
MecTo u3 50, 3aUKCHPOBAaHBI 3aMETHBIE YIYUIICHHUS B BOCIIPUATHH 00pa3a BIAaCTH

B Poccuu co cTopoHBI BHELTHEH ayJUTOPHH.

% Wugexc HauMOHATHHEIX Gpenno [Dnexrponnsiit pecype] // URL:  http://www.gfk.com/ru/insaity/press-

release/indeks- nacionalnykh-brendov- anholt-gfk-2016/ ([lara o6pauienus: 07.04.2017).
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Eme omuH pedTHHr HAIMOHANBHBIX OPEHIIOB TMPEACTABISIET PEKIaMHOE
areatctBo «Future Brand» (8 2010 T mpoekT HaYand OCYIIECTBIATHCS IIPH
nonnepxxke BBC World News). B nannom peiitunre ananusupytorest 102 crpaHsl
MO CHEIYIONIMM KPUTEPUSIM: «HEeMaTepHaJbHBIC AKTHBBI» CTpPaHbI, BOCIPHSTHE
CTpaHbl NPEJCTABUTEISIMUA MEXKIYHapOJHOro OM3HEca, TYpUCTaMHM, SKCIIEPTaMH B
obrmacty Typu3Ma M HAIMOHAIBHOTO OpeHAMHTa, JIMAepamMu OOIIEeCTBEHHOTO
MHeHus. B paMkax mcciemnoBaHus ompammBaercs mopsaka 3400-4000 Typuctos,
MpOBOAATCST (POKYC-TPYHIBI C YYacTHEM 3KCIEPTOB Ha MPEIMET BBISBICHUS
accoLMaliid, CBA3aHHBIX C Pa3HBIMU CTPaHAMH, MO IATH KaTErOpPHsM, BKIOYAs
TYPUCTUYECKYIO IIPHBIIEKATEIbHOCTh, KAau€CTBO XM3HH M CHCTEMY LIEHHOCTEH.
B paMkax 3TOTO HCCIEIOBaHHWS HPUBICKATEIFHOCT W KOHKYPEHTOCIIOCOOHOCTB
HAIIMOHAJIBHOTO OpeH/a OIIEHMBAETCS TaK ke, KaKk W JIF0O0H Apyroi TOProBoi
MapK{: CIEIHWAIACTBl H3MEpSIOT y3HAaBaeMOCTh, IPEIIOYTEHHE, CONEp)KaHuUe,
MIPOJBIKCHUE, JKENaHHE MOCETUTh M COTPYIHHYATh CO CTPAHOW M €€ KHUTEIIMHU.
Ho caMbpiMu BakKHBIMHU IapaMeTpaMH SIBJIAIOTCS TaKHe IOKa3aTeNd, Kak cHcTeMa
LIEHHOCTEH; KauecTBO J>KWU3HM; YCIIOBUS Juisi OW3HEcCAa; Hacieaue, KyIbTypa |
TypH3M.

Jlpyras MeToqMKa OIIEHKM HAalMOHAJIBbHBIX OpeHJoB  pa3zpaboraHa
OpHTaHCKOI MEXIYHapOIHOW KOHCANTHHIOBOM Kommanuedr Brand Finance,
CTEHATN3UPYIOIIEHCS B cepe ayauTa U OLEHKH CTOMMOCTH OpEHIOB, HA OCHOBE
Meroma ocBoOoxkaeHuss ot posuitn  (Royalty Relief Method), mmpoko
HCTIOB3yeMOTO JUTS OLEHKH KOMMEpPYECKHX OpeHIoB. B maHHBIN peHTHHT BOILIN
100 crpan mMupa, OIleHEHHBIE COITIACHO KITIOYEBOMY KPHTEPHUIO — CHJIC BIMSHUS U
I[IEHHOCTH «TOPTOBOIl MapKmW» CTpaHbl. IIpH ero oOIeHKEe YYHTHIBAINCH TaKHe
MOKa3ared, Kak CTOMMOCTh HAlMOHAJBHBIX OpPEH/IOB B JEHEKHOM BBIPOKECHUH,
YCTOWYMBOCTH M TOTEHIMANX  pa3BUTHA  OpeHaa,  HKOHOMHYECKHE,
jgeMorpaduyeckie W HOJMTHYECKHE (HaKTOpbl, BKJIIOYAs HMHBECTHIIMOHHBIC
MOKa3aTeny, TYpPUCTHUYECKas MPHUBIEKATEIbHOCTh, IMHAMHMKA SKOHOMHYECKOTO
pOCTa, IPOU3BOJICTBO, MOTPEOIEHHE U 3KCIIOPT HAMOHAIBHBIX TOBAapOB U YCIYT,
yernoBeueckuil kamurtan u Apyrue. Ilo pe3ynbTaraM = BCECTOPOHHEIO H

KOMIUIEKCHOTO aHaju3a KaXJOW cTpaHe MpHUcBauBaeTcs peUTHHr oT AAA (oueHb


https://ru.wikipedia.org/wiki/Нематериальные_активы
https://ru.wikipedia.org/wiki/Бизнес
https://ru.wikipedia.org/wiki/Туризм
https://ru.wikipedia.org/wiki/Лидер
https://ru.wikipedia.org/wiki/Общественное_мнение
https://ru.wikipedia.org/wiki/Общественное_мнение
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CHJIBHBIN HalMOHANBHBIN OpeHn) g0 DDD (oTCyTCTBHE HallMOHAIBHOTO OpeHna),
YTO COCTaBIISIET MHAEKC OpeHaa.

OCHOBHOM BBIBOJ, K KOTOPOMY IIPHXOAAT OKCIIEPTHl B pe3yJbTare
JIOJITOCPOYHOTO MOHHTOPHHTA HALIMOHAIBHBIX OPEHIOB, 3aKITIOYACTCS B TOM, YTO
TOIIBKO  cOAnaHCuposanHoe U  2apMOHUYHOe — covemanue IKOHOMUUECKOU,
COYUOKYILIMYPHOLL u ROTUMUKO-AOMUHUCTPAMUGHOL COCMAaBIAIOUUX
OpeHOuposanus  CnocoOHO — npusecmu  meppumopuro K 9ppekmusHomy
00120CPOYHOMY PA3BUMUIO U BbICOKUM NOSUYUAM 6 MEHCOYHAPOOHBIX PEUMUHEAX.

PaccMOTpHM KaXkayro U3 BBIIEICHHBIX BBILIEC KOMIIOHEHT MOAPOOHEe, cenaB
AKIICHT HA MOJUTUKO-aIMIHICTPATHBHON KaK KIIOYEBOU B aCIIEKTE PACKpPhIBACMOI
B JIAHHOM HCCJICZIOBAaHHU TEMBI.

B pamkax SKOHOMHYECKOil KOMIIOHEHTHI OpeHJ|, Oyny4n HeMaTepHhallbHbIM
aKTHBOM, O0ECIeYMBACT MApKETHHTOBBIH  IOTCHIMAI  TEPPUTOPUH, e
JIOTIOJIHUTENIbHYIO IIEHHOCTh B IVIa3aX MOTPEeOHTeNel, YTO, BO-TIEPBHIX, O3BOJISET
npouH(OpMUPOBaTh  MOTEHUHMAJIBHBIX  CTEHKXOJJEPOB O  IPEUMYILIECTBAX
TEPPUTOPHU H, BO-BTOPBIX, JefacT ee Oosee MPUBJICKATEILHONW MO CPaBHEHHIO C
TEPPUTOPHIMH-KOHKYpPEHTaMH.

VYenex B NPHUBIEUYCHWH HOBBIX PECYPCOB B IIEPBYIO O4Yepenb CBS3aH C
AyIUTOM YK€ HMCIOLIMXCA. B CBSI3M € OTHUM OTEYECTBEHHBIH HKOHOMHCT
T. B. MelepsikoB  OTMEYaeT: «IIPAKTHKa ITOKA3bIBACT, YTO JIIOOBIC MPOLECCH
WHHOBAIIMOHHOTO ~ Pa3BUTHSl  JOJDKHBI  TOJJICP)KUBATHCS  TEXHOJOTHSIMH U
MHCTPYMEHTAMH TEPPUTOPUATIBHOIO MapKeTHHra (TeoMapKeTHHIa), HauyhHas ¢
reOMapKETHHTOBBIX HCCICAOBAHUN JJIsI OTPEACTICHHs] CHIIBHBIX U CIIA0bIX CTOPOH
TEPPUTOPHY, TPHUBICUCHUS] Ha TEPPUTOPUI0 HWHHOBALIMOHHBIX KOMIAHMHA U
3aKaH4YMBas IIPOJBIDKEHHEM OpeH/Ja TEeppUTOPUM Ha IIOOAIBHBIH  PBIHOK
reonpoaykroB»®. OH onpenessieT poCT MApKETHHIOBOTO ITOTEHIMAIa PEroHa KaKk
PBIHOYHYIO W HMHBECTHUIMOHHYIO IPHBIICKATEIBHOCTh CPEAM HNOTpeOuTenei
(pPe3UIeHTOB W HEPE3UAEHTOB): «IKOHOMHMYECKAs OLEHKAa MAapKETHHTOBOTO

NnoTeHUMalIa TEPPUTOPHUU MOKET OBITH OCYyHICCTBJICHA Ha OCHOBE pacyeTa

% Memepsxos T. B. Konuenuus ¥ HMHCTPyMEHTAapuii yNpaBleHHsS MapKETHHIOM TEPPHTOPUM B YCIOBHAX
KPEaTHBHOM S5KOHOMHKH: aBTOped. JIMcc. ... J-pa 9KoH. Hayk, 2011. — C. 12.
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JIOTIOTTHUTENBHBIX YKOHOMHUYECKHX JIOXOIOB B OIOIKET TEPPUTOPHH, ITOIYIEHHBIX
3a CYeT UCIIONb30BaHMSI KOHLENIMH ¥ MHCTPYMEHTOB MapKeTHHTa»*. MapkeTuHr
TEM CaMbIM peliaeT npodiaemy (GOpMHUPOBAHUS MPUBIIEKATEIBHOCTH I'€ONPOAYKTa
JUIl TIOTpeOuTeNel, W KIIOYEBBIM (DAKTOPOM ycHexa HpPOBOAUMON CTpareruu
BBICTYHAeT CHOCOOHOCTh ONTUMAIBHO PpACIpEAeIUTh UMEIOUIUHCA y perHoHa
MOTEHLUAI PAa3BUTHA AJIS PEILICHUs CIIETYIOUIUX 3a4ad:

. (GOpMHUPOBaHUS W YIyYIIEHWS HWMHIKA TEPPUTOPHH, pOCTa ee

HPECTIKA, AETOBOH KOHKYPEHTOCIIOCOOHOCTH;

. NIPUBJICUCHU Ha TEPPUTOPHIO OOLIErOCyNapCTBEHHBIX M HHBIX

BHEIIIHKX 110 OTHOLIEHUIO K TEPPUTOPHHU 3aKa30B;

. pacImmpeHnsl y9acTHsl TEPPUTOPHH M €€ CYOBEKTOB B peaTH3aIliy

MEKIYHApPOAHBIX U PETHOHANBHBIX MIPOTPaMM;

. TTOBBIIICHNS IPUBIICKATEIFHOCTH BHYTPEHHUX WHBECTUITHH.

TakuM 00pazoM, pernOHaIbHBIH MapKeTHHT CTHMYIHPYET BOCIIPOHU3BOACTBO
CIpoca Ha pecypchl TEPPUTOPHUU B YCIOBHSX INIOOAIBHOTO PHIHKA TEPPUTOPHIA, a
pa3sBUTHE U YCHIICHHE CYIIECTBYIOIET0 SKOHOMHUECKOTO MOTEHIIUANIA TEPPUTOPUH
W TpUBJICYEHHE HOBBIX OHM3HECOB OCYLIECTBISIIOTCS IPEXIEe BCEro uepes
MeXaHU3MBbl KOOPAUHAINH, TAPTHEPCTBA U PETHOHATIBHOIO COTPYJHUYECTBA.

Takum o6pazom, 3pheKTHBHOCTH OpPEHIMPOBAHUS B paMKax SKOHOMUYECKOH
KOMIIOHEHTBI 3aBHCUT TPEXAE BCETO OT HAIMYMS HWHCTHUTYLUOHAIN3UPOBAHHBIX
MEXaHW3MOB KOOPIMHAIINM M COTpygHHYecTBa Om3Heca, Bmactn u HKO, ydgera
pasMepoB W  JWHAMUKMA KPEaTHMBHOTO  KalWTala, YpPOBHA  pa3sBUTOCTU
MHHOBAIIMOHHBIX KJIACTEPOB, MAJIBIX WHHOBAIIMOHHBIX TIPEINPHATHH, T. €. BCEro
KOMIIJICKCA YCIIOBHH, KOTOpBIE TPEOYIOTCS IS TOCTPOCHUSI SKOHOMUKH 3HAHUI.

HecmoTpss Ha TO 4YTO TEpPpPUTOPUAJIBHBI OpEHAMHI B  KauecTBe
KOHIICTITYaJIbHOM OCHOBBI ~HCIIONIB3yeT KOPIIOPATHBHBIA MApKETHHI, MEXIy
JTAHHBIMH KOHIICTIIIUAMH €CTh CYIICCTBEHHbIC pa3iW4Msi B IEIX M 3a4adax
peanu3yeMbIx crpareruii. B TeppuTopuaibHOM OpeHIMHIE JTOMHHHPYIOT CKOpee
COLIMOKYJIBTYpHBIC LEJIM, B OTIMYME OT KOPIOPATHBHOIO, IJE MpeoOnafaroT

PBIHOYHBIC.

% Tam sxe, C. 20.
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COOTBETCTBEHHO, TEPPUTOPHAIBHBIN OPEHIMHT M MAapKETHHI BKIIIOYAcT B
KauecTBe BAXKHEHINIEH KOMIIOHEHTHI AaKTHUBHYIO CTPAaTE€THIO COIHMOKYIBTYPHOTO
NPOABM)KEHUSI PErMOHa, COYETAIONIYI0 Mepbl MO (POPMUPOBAHUIO U PA3BUTHUIO
COLIMANIHOTO U Y€JI0OBEYECKOr0 KaluTana.

Uepe3 npu3My COLMAIBHOTO KaluTana OpeHJ pacCMaTpUBaeTCsl Kak
CIIO)KHAsl ~TICMXOCOLMANbHAs ~KOHCTPYKHHMS, BKIJIOHaomas ¢u3udeckoe |
CHMBOJINYECKOE BBIP)KEHHE (JIOTOTHII), & TAK)KE €ro HeMaTepHalbHBIE aTpruOyTHI:
UMHAIK TEPPUTOPHH, ACCOLMAIMHU IOTpeOuTenell, cBsI3aHHbIE C Heil oOmee
BUJICHUE HANPABICHUH HCIOJIB30BaHUS TEPPUTOPUANIBHOIO MOTEHIMANa, UMHJDK

BJaCTH M T. 1.

«ConnanbHeIH KarmuTan oOnmagaeT psIoM XapaKTEepUCTHK,
CBOWCTBEHHBIX JKOHOMHUYECKOMY KallUTaly, a WMEHHO OTPaHHYECHHOCTHIO,
CIOCOOHOCTBIO K HAaKOIUICHHIO, KOHBEPTHPYEMOCTBIO, CAMOBO3PACTaHUEM U Jaxe
MepeaBacMOCThi0  Ha  YPOBHE  MEXOPraHH3alHOHHBIX  OTHOLICHHN»
IIpobnemarnka comuanbHOrO KamuTajga B OOIIEM BHIAE Hadajda H3y4daThCs
JIOCTaTOYHO JABHO M TPOCIEXKHUBAaETCd B KIACCHUECKUX Tpyaax AJiekcuca e
ToxBmisi, Anama Mionnepa, Makca Bebepa, Omuns [Qiopkreiima, IIsepa Bypabe
UT A

B nauane 1990-x rr. manHyro Temy noapoOHO packpsul P. JI. IlathowMm,
AQHAJIM3UPYS] HMCTOKM HHU3KOW TPaKIAHCKOW aKTUBHOCTM M CJIAOBIX KOHTAKTOB
TpakIaH B COBPEMEHHOM €My aMEpPHKaHCKOM oOrmecTBe. UToOBI OBBICHTH 3amac
conpanbHOro kanutana B ooOmectBe, P. JI. TlarHoM cuuTan HeoOXOIUMBIM
ONUpaThCs Ha pa3nuydHble (POPMBI TOPU3OHTAIBHOM, CETEBOM Kooneparun. B cBoei
3HaMeHnTOl pabore 1993 1. «UtoOBl neMokparthsi paboTana: TpakTaHCKHE
TpaauIMU B COBpeMEHHOI MTanum» OH eTaJbHO MPOaHATH3NPOBAT KOHCTPYKITHIO
TPOXIAHCKUX  CETEBBIX KOMMYHMKAIMM, OCHOBBIBASACh Ha  UYUCIEHHOCTU
HEKOMMEPYECKHX OpraHu3anui, MpOQPCOIO3HBIX OpraHW3alHui, acCOIUAIMid U
MHBIX KIy0OB (OT XOpOBBIX 00mIecTB a0 (yTOonbHbIX (ankimyOoB). Mcxons us

aHaJin3a CUCTEMbI T'paXKIAAHCKUX cereit, IlaTHdoM BBIBEN OpsAMYyI0 3aBUCUMOCTD

100
Bacunenko U. A. Umumxk pernonoB Poccun. HHOBAIMOHHBIE TEXHOJIOTHHU U CTpaTerny peOpeHanHra / mo pes.

npodeccopa 1. A. Bacunernko — M.: MexayHapoassie orHowenus, 2016. — C. 109-110.
PaﬂaeB B. B. COHl/laHBHblf/‘l KalmuTal KaKk Hay4dHas KaTeropus / COHHaJ’IBHBIﬁ KammuTall: TCOpud W TPAKTHKa,
2003.— No 2. — C. 5-23.
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YPOBHSI SKOHOMUYECKOTO Pa3BUTHUS M KadeCTBA JKU3HU CTPaHbl WIM PETHOHA OT
YpOBHA OOIIECTBEHHOH CONMMOAPHOCTH, B3aHMMOMCHCTBHS UM  TpakJaHCKOH
AKTUBHOCTHU.

Takum 00pa3oM, HEOOXOAMMBIM YCIOBHEM IIOBBIIICHUS  KadecTBa
COLIMAJBHOIO KallUTajlla M €ro pocTa SBIAETCS BBICOKMH HHIEKC COLMAILHOU

CBOOOJBI M WHBECTUIIMH B Pa3BUTHC JIFONCH*

. IlomoGHBIN BKIAA B YeNOBEUECKOE
pasBUTHE HE MPOCTO CTUMYNHUPYET POCT COLHMAIBHOTO KamUTajaa, HO B IEPBYIO
O4depenb CO3MacT TPOCIOWKY OOMIEeCTBA, CIIOCOOHYI0 HA  apTHUKYISLHUIO
HOBaTOPCKUX WHUIMATHB, a HMEHHO «CYIEpPKPEaTHBHOE SAPO», KOTOpOE
COCTaBIIAET CyObEKTHYIO OCHOBY KPEaTHBHOTO KaIllHTaa.

[lonsTHE  «KpeaTWBHBI  KamWTalm», HECMOTPS Ha  3HAYUTEIHHYIO
MOMYIAPHOCTh B COBPEMEHHOW MyONUIIMCTHYECKOM M HaydyHOH JHTepaType,
0CTaeTCsl HEJOCTAaTOYHO MPOSCHEHHBIM M MO-TIPEKHEMY MHOTO3Ha4YHBIM. VIcTOKH
JTAHHOTO KOHIIENTa TPAAWIIOHHO OTHOCAT K H3BecTHON pabore P. Dmopumsr
«Kpearusnslil kiacey, a Taxoke P. Kymmnra «KpeatuHslil kanuTan, pasHoodpasue
U pocT ropofos». Puuapn dnopupa B kayecTBe ONPENENAIOIIUX AECTEPMHUHAHT
KpEaTHBHOTO KalUTaja Ha3blBaJl TAaKUE YCIOBUs, KakK: TEXHOJNOTHUS, TaJaHT U
TOJIEPAHTHOCTh, 0000mMB UX B abOpeBuarype «rpex T». Eciu mepBoe n Tperbe
YCIIOBHSL SIBISIFOTCSL MH(PACTPYKTYpOH JuIi pocTa KPEaTHBHOTO KallMTania, TO
TaJaHT (WIN KPEaTHBHOCTb) CTAHOBHUTCS ONPEACISIOIINM, HO B TO )K€ BpeMs
HanMEHee MIPOCTO BepHMUIMPYEeMBIM W H3MepsieMbIM akrtopom. Drmopuaa
oTpeseNsieT KPeaTHBHOCTh KaK «KOTHHTHBHYIO CIIOCOOHOCTB, HE 3aBHCAIIYIO OT
JIPYTUX MEHTAIBHBIX (QYHKIMHA, KOTOpas IMoIpa3yMeBaeT CHOCOOHOCTh K
0000meHno ... TpeOyeT yBepeHHOCTH B ce0e M CIOCOOHOCTH TMOWTH Ha
PHUCK...KPEaTUBHBIM  3TOC  IOAPa3yMEBAaeT  PCIUUTCIbHBIA  OTKa3  OT
KOH(OPMHUCTCKOTO 3TOCA MPOIILIOro»'™,

Puuapn ®nopuma ngemaeT akIeHT HA IOHITUM «KPEaTUBHBIN Kiacc»

(F JIAaBHOM OTJIMYUTEIbHOMN ‘IepTOﬁ KOTOPOTO ABJIACTCA TO, YTO «CT0 NPEACTABUTEIIN

3aHUMaroTCA pa60T0171, OCHOBHas IICJIb KOTOpOﬁ — «CO31aBaTb 3HAYHMMBIC HOBBIC

192 3amsTun J. H. TeokynbTypHbIii OpeHAUHT TEPPUTOPHIl: KOHIENTYalbHble OCHOBbI // JIaOMpHHT: KypHAI

CONMANBHO-TYMaHHTAPHBIX HccnenoBanuii, 2013. — Ne 5. — C. 11-23.
103 Diopuna P. Kpearususiii kinace. Jlionu, koTopsie co3naror Oyayiuee. — M.: Maun, WBanos u ®epbep, 2016.
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(GopMBI») ® TOCPENCTBOM TMOCIEAHEro oOpamaercs K HOBOH MOJENH
KOHOMHYECKOTO Pa3BUTHA — KPEaTHBHON IKOHOMUKE.

P. KymuHr Tamoke BbIENAT KPEaTUBHBIM KamuTal U3 CTPYKTYpPbI
COIIMAIGHOTO KaluTajla M CUYHUTAll €r0 ONPEAEIAIONINM PECypcoM Ul Pa3BUTHUS
WHHOBAIIMOHHBIX OTpacieil. B 3ToM cMbicie OH oOpamaics K KpeaTHBHOMY
KalnmuTaldy KakK »dJIeMEHTY YeJOBEYECKOTO Kamurana, Oa3upyloliemMycs Ha
CBOOOJHOM Pa3BUTHH TBOPYECKOW WHHIMATHBBI M BO3MOXXHOCTH IPOXYIIPOBAaTh
nHHOBanMy. Ho OnsITh-TaKy MOHATHE KPEaTHMBHOTO KanuTana ocraercs y KymmHra
MHTYUTUBHO TIOHATHBIM, HO HE NPOSICHEHHBIM C TOYKH 3PEHMS MEPCIICKTUBBI €T0
CPaBHUTEIBHOHN OLICHKU WJIM MPOTHO3a JUHAMUKHU. Takod MOAXOX K ONPEACIICHNIO
WHJEKCa KPEaTHBHOTO KalWTajla MpearoiaraeT aJalTHBHBIA M AWHAMHYCCKHN
XapaxkTep, YYWUTHIBAIOIINA «M3MEHEHUS B MPEMOYTCHUSX Pa3IMYHBIX TPy
KpPEaTHBHBIX CIICIHAJMCTOB ... W IO3BOJSIIOMIMN  CIJIAOUTH  BO3MOYKHEIC
JUCTIPOIIOPLIUHM B Pa3BUTHH OTAEIBHBIX PETHOHOB, KOTOPBIC MOIIH OBl MCKAa3UTh
UTOTOBBIHA pe3ynbrary'™.

OpraHuzanys KpeaTUBHBIX COOBITHI, HaNPaBJICHHBIX Ha TO3UIMOHUPOBAHHE
perMoHa MalbIMH TpPYIIIaMH PE3UAEHTOB CIIOCOOHO BOIUIOTHTH HA IPAKTHKE
MIPaBUJIO MPOJBIDKEHUsI OOLIEro OpeHaa TeppUTOpUH depe3 Majble HOBaTOPCKHE
NpOeKThl: «B mocnegHue Toxbl MHOTHME pPETHOHAJBbHBIC MYy3€H, TEaTphl, JoMa
KyJIBTYpbl CTalIM O4YaraMi akTUBHOW KyJIBTYPHOH MAESATENbHOCTH, HMPHUTATHBAS K
cebe MHOXKECTBO TBOPYECKHMX JIONEH M KOJUIEKTHMBOB, PEATM3YIONINX Ha 3THX
KYJBTYPHBIX TLTOIIA/IKAX CBOM MEPCOHATBHBIC U IPYIIIOBBIE TIPOSKTHI» .

Taxum o0pazom, KJIIOYEBBIMU NoKa3aTesiMu 3¢ PEeKTHBHOCTH
pPETHOHAIFHOTO OPEHAMPOBAHUS, B paMKaX COLMOKYIBTYPHOH KOMIIOHEHTHI,
BBICTYHAIOT:

1) penmyranus TeppuTOpWH (BKIIOYAIONIass KAaueCTBO CHCTEMBI 0Opa3oBaHUS,
37paBOOXPAHEHUs, CTAHIAAPTHI XKU3HHU, 0€30IIaCHOCTh, YCIOBUS AT paOOTHI);
2) COOTHOLICHHE YPOBHS FOCTENPUIMCTBA TPAXKAaH, IPOKUBAIOLINX Ha JAHHOM

TEPPUTOPHH, U YPOBHS AUCKPUMUHALIMN MPUEIKUX;

104
105

KpearuBHblii Karuran poccuiickux ropoxos. — CII6.: PwC, Calvert22, 2016.
Tam xe, C. 5.
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3) 6a30BbIe IIEHHOCTH, TPAHCIUPYEMBbIC B KOMMYHHKAIIHOHHOM IIPOCTPAHCTBE
Tepputopun (3a00Ta 00 OKpyKaromeid cpene, TOJIEPaHTHOCTh, CBOOOIA ClOBa
uT )%

4) ypOBeHb KpEaTHBHOIO KalWTaja, BBIPAXEHHBIH B CHEHU(DUYECKHX U
YHUKQJIBHBIX IPaXKIaHCKUX WHHUIMATHBAX.

HanbGonee puckytupyembiMun npoGieMamMu (GOpMHUpPOBAHMS  YCIIEIIHOTO
OpeHaa TeppUTOPUH SIBIIIOTCS BOMPOCH 00ECIIEUeHUS] MACHTHYHOCTH OpeHpaa B
paKypce KOHCTPYHPOBAHHUSI PETMOHAIBHON HICHTHYHOCTH. COIMacHO BBIBOJAM
O. M. Onedupenko u M. 0. KaprnumieHko, OpeHIUHT MECT OCHOBaH B IIHPOKOM
CMbICTIE HA WJAee JOHECEHWs [0 OOLIECTBEHHOCTH MPEICTaBICHUS 00

W Takas

VHUKaJbHOCTH ¥ CHENH(UYECKNX XapaKTepUCTHKaX TEPPUTOPUH
YHUKQJIBHOCTh 3aKJII0YAETCs B crienupIeCKUX COIIMOKYIBTYPHBIX
XapaKTEpPUCTUKaX TEPPUTOPUH, ONPENEIAET €€ NPUBIECKATEIbHOCTh U B KOHEUHOM
UTOTe KOMMYHHMKAaTHBHBIN M KOHKYPEHTHBIN MOTEHIIHAN. BpeHANHT B 3TOM CMBICIIE
pelIaeT BoIpoc caMOUACHTU(HUKAIIMY TEPPUTOPHH, €€ BBIIEIECHHUS NOTPEOH TEIIMH
Ha (oHE JIpPYruxX TEPPUTOPUH (TEppPUTOPHI-KOHKYpeHTOB). COOTBETCTBEHHO
MECTHOE CaMOCO3HaHME (A3bIKOBOI AaKIIEHT, MeECTHas My3bIKa, TOIOHUMEI,
KyJIBTYpHBIE KOZIBI) SIBJISI€TCSI BAYKHON COAEPKATEIbHON OCHOBOW OpeH/I1HTa.

PaccmoTpuM 3neMeHTHI, (GOPMHUPYIOIINE YCTOWYMBYIO TEPPUTOPHAIBHYIO

HUACHTHYHOCTD. OTedeCcTBEHHBIN HCCIICA0BATCIIb H Busranos Beimenser Cpean HUX

CIIELYIOLIHE:

. YHHUKAQJIBHOCTb TEPPUTOPHUU;

. UACHTH(UKAINS, OTOXICCTBICHUE» TEPPUTOPHN;

. JIOSTBHOCTB, IIPUBEPKEHHOCTH, HHTEpEC, TF000Bb K TEPPUTOPUH;
. COLMaJIbHAsL CIIOYEHHOCTD, 3€MJIIYECTBO;

. [IPAKTUYECKUH ITOTEHLUAN UACHTUYHOCTH.

Kaxxiprit U3 9TUX 3IEMEHTOB MOXET OBITh MPOAHAIM3UPOBAH C MOMOIIBIO

TEXHUK  COLUOJIOTUYCCKOro ompoca, (bOKyC-prHH uT 0. HMccnenoparenu

106 Bacuenko 1. A. Wmupk perrnoHoB Poccuu. FIHHOBallMOHHBIC TEXHOJIOTUH M CTPATEruu peOpeHanHra / oyt pej.
npodeccopa U. A. Bacunenko. — M.: Mesxynaponsie otHotenusi, 2016. — C. 109-110.

Onedupenxo O. M., Kanpumenko M. 0. Teopernmueckne M NpaKTHYECKHE HPOONEMBI TEPPHTOPHATBLHOTO
Openaunra Ha npuMepe ¢opmuposanus Openna 79 Cymckoro peruona [Tekcr] / MapKeTHHT M MEHEIKMCHT
uHHOBanmid. — 2011, Ne4.
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OTMEYAIOT, YTO OHU TECHO B3aUMOCBS3aHbI U OKa3bIBAIOT BIMSIHHUE APYT Ha Jpyra,
IIPUYEM OT HUXKECTOSIILETO B CIIUCKE K BBIIIECTOSAIIEMY.

Ha ocHOBaHMM BBIIENCHHBIX BBINIE JJIEMEHTOB TEPPUTOPUAIIBHOU
UACHTUYHOCTH MOXHO ONpeeNuTh 11 TUMOBBIX TIpymn IEeHHOCTEH, Hambonee

MONYJISIPHBIX B OPEHIUHTE TEPPUTOPHIA:

. KpEaTUBHOCTb — TBOPYECTBO — HHHOBALIMOHHOCTD;
. TOPOJCKOH YIOT — TEIUIOTa — FOCTENPUUMCTBO;

. VIOT — YHCTOTa — THUIIHHA — YKOJIOTHS — 6€30IIacHOCTh — KOM(OPT;

. OTKPBITOCTh — KOMMYHHKAa0CITbHOCTh — OOIIUTEIILHOCT;

. pa3HooOpasue — TOJIEPAHTHOCTh — KOCMOTIONINTH3M — CBOOO/A;

. CHJIa — YCTOMYMBOCTH — TBEPAOCTH — JOCTOMHCTBO;

. CTHJIb — U3SIIIECTBO BKyCa — BIIOXHOBEHHUE — JIN3AMH;

. cBOOO/Ia — AKTHMBHOCTh — BO3MOXKHOCTH — TPEIIPUHUMATEIHCKUN

IyX — IUJEPCTBO;

. XKHUBOCTb — MPA3AHUYHOCTh — SKU3HENIOOME — HACHIIEHHOCTb

KYJIBTYpPHOM >KH3HHU;

. HOJTMHHOCTb — HCKPEHHOCTh — ayTeHTUYHOCTb — €CTECTBEHHOCTH;

. KaueCTBO — BBICOTA — JIUJEPCTBO.

Bce 3t rpynmsl IeHHOCTEl HanpaBiIeHbl Ha JOCTIKEHUE KIIFOYEBBIX LIENeH
OpeHauHTa:

1. dopMupoBaHHMEe  HWHTEpeca K  TEppUTOpHM  (HYIEeBOW  Imar,

MIepBOHAYANILHBIA OPUEHTHD ISl TYPUCTOB);

2. JloBepus K TeppuTopHH (HEOOXOIMMO IS HHBECTOPOB);

3. IIpuBsA3aHHOCTH K TeppUTOPUH (KEIaHHE BEPHYTHCS).

W3 Bcero BBIIECKa3aHHOTO O 3HAYUMOCTH PETMOHAIBHON UAEHTUYHOCTU B
mpomecce OpeHAMPOBAHWSA, OUYEBUIHONH CTAHOBHUTCS KIIOUEBAas pPOJb HMEHHO
2COKYILIMYPHO20 OpeHOunea B TIpollecce OpEHAMPOBAHUS TEPPUTOPUHU, UTO
obecriednBaeT MpUBS3KY pa3pabarsiBaeMoro OpeHsa K KOHKPETHON TEpPUTOPHH, ee
reorpaduueckiuM (TCONOIUTHYECKHM) OCOOCHHOCTSIM, KYJIBTYpPHOH cpene |
ucropud. ba3oBble MOHATHUS, HCIONB3yeMbIE B MPOLECCE TE€OKYIBTYPHOTO

OpeHANHra, — 3TO TEOKY/IBTypa U I'€OKyIBTypPHOE IIPOCTPAHCTBO.
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I'eokxynmeTypa MOXKeT OBITH OmpefeNieHa Kak MPOIecC W Pe3ynbTaT Pa3BUTHA
reorpa¢puueckux o00pa3oB B KOHKPETHOW KymnbType, a Takke HaKoIUIEHHE,
(dhopMUpOBaHUE TPAIUIIUU OCMBICICHHUS 3TUX 00pa3oB'®.

['eokynbTypHOE MPOCTPAHCTBO — YCTOMYMBAs CHUCTEMa KYIBTYPHBIX
TpaiuUui M MNPEICTABICHUM, IpPHUBA3aHHAs] K OIPENEICHHOM TEpPUTOPUH,
(bopMHUpYIOLIHXCS B pesysbTare COCYIIIECTBOBaHHS, HeperuIeTeH s,
B3aNMOJICHCTBUSI, CTOJKHOBEHMS Ppa3IMYHBIX BEPOMCIOBEAAHMH, KyIBTYpPHBIX
TpaguIMi W HOPM, LEHHOCTHBIX YCTAHOBOK, NIIYOWHHBIX IICHXOJIOTHYECKHX
CTPYKTYpP BOCHIPHATHS U (YHKIIMOHHPOBAHUS KapTHH MUpa'®.

CaM TCOKynbTYpHBIH OpEHIMHI MOXET OBITh OmpeneNeH Kak Ipolecc
I[EJICHANIPABICHHOTO TIO3TAITHOTO COBMEIICHHs 00pa3a KOHKPETHOTO —COIIHO-
KyIbTYpPHOTO IIPOCTPAHCTBA, (HOPMUPYEMOTO JOJITOBPEMEHHBIMH 0Opa3mamMu-
apXeTHUIIaMH, C JKeJIaeMbIM (HIeabHBIM) COCTOsTHHEM (00pasmoM). [ eoKymsTypHBIi
OpeHIUHT TIpeAroyiaraeT aHaIN3 TEPPUTOPHH dYepe3 MPHU3MYy KyJIBTYPHBIX U
IUBWIM3ALMOHHBIX IPOLIECCOB, a TaKkKe IPOBEJICHHE COLMOKYIBTYPHOIO
MPOEKTHPOBAHUSL.

B xagectBe Oosee wiIM MeHee YHHMBEPCAJIbHOM MOJENM MO3TAaHON
peaym3aly 3TOro MPOLEcca MOXKET OBITh NPEIIOKEHA CIIeAYIOLIAs:

e IIOMNCK W  WICHTH(QUKAWs  HauOoiee  3HAUYMMBIX  (PU3HMKO-
reorpai4eCKUX  XapaKTEPHUCTHK W  COLHOKYIBTYPHBIX  OOBEKTOB
TEPPUTOPUH, KOTOpBIE MOTYT OBITh TOTCHIIMAIBHO  IOJBEPTHYTHI
aKTyalu3allud B MEANACPEIE;

e CETMEHTHpPOBaHWE Hambomee SAPKUX 00pa3oB TEPPUTOPHU U
JaNbHEHIIee WX CTPYKTypHpoBaHue ((opMHUpOBaHHE Trajeper o0pa3oB
TEPPUTOPUN);

e TIPOEKTHPOBAHWE CTPATETHH T'eOKYIBTYPHOTO OpEHIWHTa Ha OCHOBE

6a3oBoro Habopa HauboJee NepCIeKTHBHBIX MeTareorpaguaeckux oopasos;

108 o
AnronoB I K. TeokynbTypHass KOMIIOHEHTa B IMpPOLECCE MapKeTHHIa TePPUTOpUil // «DKOHOMHKA: Buepa,

ceroans, 3aBrpa». — T. 7, NedA. — 2017. — C. 46-50.
1% Tam e, C. 49.
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. peanu3zanus IIPOZIBHKEHHUS KOHKPETHBIX ONpEEIeHHbBIX

MeTareorpauueckux o0pa3oB TeppUTOPHUH B COOTBETCTBYIOIEM MeEIHa-

IIPOCTPAHCTBE.

KOHKpEeTHBIM pPe3ylbTaToM Te€OKYIBTYPHOTO OpeHIMHTa JOJDKEH CTaTh
YHUBEPCAIbHBII UMHJIDKUEBBIA IACIHOPT TEPPUTOPUM, KOTOPBIM  BKIIOYACT

cJIeayrone OCHOBHbBIC KOMIIOHCHTBI:

. KapTy 3HAKOBBIX ISl OpeH/Ia TEPPUTOPUH MECT;
. MuporeMmy/Mu(OTreMbl TEPPUTOPHH;
. o0pasHo-reorpagu4ecKyr0  CXeMy TEeppUTOpPUH  (IIOCTPOCHHYIO,

HampumMmep, B BUIE Tpada).

O dexTHBHOCTD TIpollecca OpPEHOMPOBAHHS TEPPUTOPHH HYEpe3 NPU3MY
KyIbTYpHOH KOMIIOHEHTHI ~3aBHCHT, TakUM 0O0pa3oM, OT CIIOCOOHOCTH
CyObeKTa/CyObEeKTOB  OpEHIMPOBAaHHMS  HCIONB30BaTh  BCIO  COBOKYITHOCTh
MMEIOIIUXCS KYJABTYPHBIX MPEUMYILIECTB PETHOHA HMJIM OTIEIBHOTO HACEICHHOTO
IMYHKTa B IIpOllecCe BBICTpaMBaHHS oOwero OpeHga TEpPpPUTOPUH, €ro
MMIUIEMEHTAIMH 1 SKCIIOPTa BOBHE.

Crenyromasi KOMIIOHEHTa OS(QQeKTHBHOr0 OpeHJMHra TEPPUTOPUH —
nonumuxo-aomunucmpamuenas. Vicxons u3 mocrynara O TOM, YTO CETOIHS
MapKeTHHI W OpEHIMHI TeppUTOpPHU (KaK YOSIUTEJBHO ITOKAa3bIBAIOT B CBOMX
paborax Bemymme crenuanuctsl o Mapketuary @©. Kormmep, M. XamimmH U
J1. Xaifnep) CTaHOBATCS UIA TOPOJACKMX M MYHHIHMIAIBHBIX OPTaHOB BIACTH
OCHOBOW YIIPaBIICHUS Pa3BUTHEM TEPPUTOPHH, OHH BBIHYXICHBI BBICTPAaHBaTh
BHYTPEHHHE aJMHHUCTPATHBHbIC periaMeHThl W (DOPMbI ydacTHss B Hpolecce
NPUHATHSA TOJMTHYECKUX PELICHUH C HCIOJIb30BAaHUEM OSTHX HWHCTPYMEHTOB.
B wactHOCTH, Kak pe3y/ibTaT YCHJICHHs BIMSHHMS MapKeTHHTOBBIX CTpaTeruii Ha
pa3BHUTHE TOPOICKOI Cpe/lbl MOXKHO OTMETHTh LIMPOKOE HCIOJIB30BAHUE B HAYUHBIX
pa3paboTKax M MPABOBBIX PEIVIAMEHTAX MOHSATHS «IPEIIPHHUMATEILCKUN TOPOIY,
B KOTOPOM IIPOLIECC IMPUHSATHS DPEIICHUH TOPOJICKMMH BIACTSIMU BBICTPOCH IO
IpaBHJIaM KPYIHBIX OM3HEC KOpIIOpauuid. DTOT NPOIECC TaKKe JOKAa3bIBACT TOT
(aKT, 4TO MyHMIMIIAJIBHbIE W PErMOHAJbHBIE OPraHbl T'OCYNAapCTBEHHON BIIACTH

3anagHoi EBpombI BRIIEIAIOT HAa OpEeHIUPOBAHIE M MAPKETHHT CBOMX TEPPUTOPUM
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Bce OobIne OIOMKETHBIX CPeACTB. TakuM 00pa3oM, PONb TOCYAapCTBEHHOW HITH
MYHHULUNAIGHON  aJMHHUCTpAllid KaK OCHOBHOIO CyObeKTa MapKeTHHIa
TEePPUTOPHI HEU30EeKHO BO3PACTAET.

B monuTHKO-aqMHHUCTPATHBHOW KOMIIOHCHTE MOXKHO BBIICIUTH JBA
BaXHBIX OJoka. [lepBolil — 310 ur@pacmpykmypusiti 610K, Kyaa BXONAT TaKUC
KpuTepud 3PPEKTUBHOCTH, KaK:

1) ypoBeHb 00eCIeUeHUs TEPPUTOPHH HHCTHTYTAMHA Pa3BUTHS,

2) CTeNeHb pa3BUTOCTH KaHAIOB 00paTHOI CBS3M;

3) YpOBEHB Y4acTH B IIPOLECCE MPUHSITHS PEIICHUN;

4) CTemeHb MCIONb30BaHuA | T-MHCTpYMEHTOB, MITH, HHBIMH CJIOBAMH, CTEIICHB
BUPTYyaJIn3ally npoliecca OpeHMPOBaAHHSL.

Bropoit — 3T0 K0OpOUHaAyUOHHBILI 610K, pEANM3YIONIMHA TPU OCHOBHBIE

byHKIHN:

1) ompenenenne MOBECTKHU JTHS;

2) CTUMYJIMpOBaHME YYacTHs B MapKeTHHI€ TEPPUTOPUIl MaKCHMAaJbHO
HIMPOKOTO KPyra aKTOPOB;

3) KOOpAMHALMIO TIpoliecca Y4acTUsi B NPUHATHU DPEIICHHH OTHOCHTEIBHO
MapKETHHTa TEPPUTOPHIl.

Takum 00pa3oM, TOTEHIHMAT CTPATETHYCCKOTO pa3BUTUS TEPPUTOPHH
ompenenseTcs B MEPBYI0 O4Yepensb CIIOCOOHOCTBIO TOCYJapCTBEHHOTO YIIPaBICHHUS
(hopMHUPOBATH, TIOAJIEPIKUBATH U TIOCTOSTHHO OOHOBJIATH CHCTEMY 00OpaTHOW CBSI3H C
MIPEACTaBUTEIIMH TPaKIAHCKOTO O0IecTBa W OmM3Heca, a Takke 00eCIeYrBaTh
KOTHUTHUBHOE COINIaCHEe OTHOCHTENIHHO IeJieH, 3a/1au 1 METO/IOB TOCYJapCTBEHHOI

MOJUTUKU TEPPUTOPUAIIBHOTO pPa3BUTHS 1.

Takoe comiacue MexIy OpraHaMu
rOCYIapCTBEHHOW BIACTH, TPaXAAHCKUM OOLIECTBOM M OH3HECOM CIIOCOOHEI
00€ecCIeYyuTh HOBBIE TEXHOJIOTHH U METOABI NMPUHATHA MOJIUTUYCCKUX pemeHHﬁ:
TEPPUTOPHAIGHBIA MapKeTHHI M PEOPEH/MHI, OCHOBaHHBIE HA Kpay/JACOPCHUHIE,
KpayadaHIuHre, TOCyAapCTBEHHO-YaCTHOM  IIAapTHEPCTBE, CTUMYJIMPOBAHUU

rpaXXaAaHCKUX UHUIUATHUB U T. A.

o Epemees C. I, Kypoukun A. B. I'ocynapcTBeHHOE yIpapiIeHHE W MHHOBALIMOHHAs IOJIMTHKA B YCIOBHUAX
ceTeBoro oduecTsa: Hoble MPUHIMILI dpdexrnBrocTi. — CII6.: M3n-Bo PXTA, 2014. — C. 192.
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Takum oOpa3oM, B acmekTe aIMHHHUCTPATUBHON  COCTaBISIOIIEH
3QPEKTUBHOCTh TEPPUTOPHUAIBFHOTO OpPEHOMPOBAHMSA OIpeneNsieTcs B IEPBYIO
ouepeb OTKPBITOCTBIO, MPO3PAUYHOCTBIO M TOAOTYETHOCTHIO PErMOHATIBHOU
BIIACTH.

B npornecce crparernueckoro OpeHANPOBaHMS M MapKETHHIA TEPPUTOPHU
HEOOXOIMMO YYMTHIBAaTh, YTO BMECTO IPOIBIXKEHHS KaXIOro M3 arpulyToB
OpeHAMHra B OTAENBHOCTH HY)XHO CO3[aThb MX OOIIMH, coOmparesnbHbIH o0pas,
OCHOBAHHBIN HA HJEHTUYHOCTH, U aKLIEHTUPOBATh B HEM ITIaBHBIE IPEUMYIIECTBA.

B kadecTBe HEOTHEMJIEMBIX TpEOOBaHUH, OOECIIEUMBAIOIINX Ka4eCTBO
OpeHaa TEPPUTOPUH BBIACINM CIICIYIOIIHE:

. OpeHI MOKeH co3/1aBaTh HOBBIC (DAaKTOPHI TPHBICKATEIBHOCTH LIS

obecrieyeHHs BHEIIHEH MOIEP>KKU CO CTOPOHBI TOCyIapcTBa, OU3HECa U JIFOICH;

. OpeHn MowKeH OBITh JOCTYMHBIM K BOCTIPHSITHIO BCEMH HOTCHIIHMAIBHBIMA
KIIMCHTAMU;

. OpeHn AOMKEH MMEeTh YETKYI0 NPHUBA3KY K MECTy, T. €. TCOKYIbTYpHYIO
JIOKAJIU3aLUIO.

IMpu o>TOoM Kaxaas U3 KOMIIOHEHT 3((EKTHBHOTO TEPPUTOPHAIBEHOTO
OpeHAMHra CTHMYJIHUPYET pa3BUTHE CTPYKTYPHBIX 3JIEMEHTOB «KpPEaTHBHOIO
KaruTanay:

. «KpeaTHBHOTO OM3HECa», @ UMEHHO IMOTSHINAT KOMMEPLHOHAIN3AUH
KpPEaTUBHBIX Pa3pabOTOK, X BOCTPEOOBAHHOCTh HAa PHIHKE M B KOHEUHOM CUeTe
BO3MOXKHOCTB IIPUBIICUCHHUS MaTEPHAIBHBIX PECYPCOB B JaHHYIO chepy;

. «KpEaTHBHBIX  JIFOACHY, 4TO  OIpENeNseTcs COLINAJIBHO-
JeMorpaduuecKuMHU XapaKTepUCTHKAMU KPEaTHBHOTO COOOIECTBa HA KOHKPETHOM
TEPPUTOPHH, a TaKKe CIeHU(BHUKON B3aUMOJCHUCTBUS C APYTUMH dJIEeMEHTaMU
KpEaTHBHOTO KaluTala,

. «KpeaTHBHOH WHQPACTPYyKTYpbl» (B OpHIHHAJIE «KPEaTHBHOIO
ropoza»), OIPEAEISIOmas TEXHOIOTHYECKUE, PECYpPCHBIE, COLUOKYIBTYPHBIE
BO3MOXXHOCTH M OTPAHUYCHHS Pa3BUTHUsI KPEATHBHBIX UHIYCTPHI;

. «KpEeaTHBHOH BIACTH», YTO OTpaXkaeT IOJIMTHYECKUE YCIIOBHUS,

o0e CIICUUBAKOIINEC poct KpE€aTUuBHOI'O Karjralia, B YaCTHOCTH
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MHCTUTYIIMOHAJBHYI0O HMHQPACTPYKTYpy ¥ CTENEHb OTKPHITOCTH BIAcTH K
IIPOAYLIMPOBAHUIO UHHOBALMM U UX BHEIPEHHUIO.

Takum 00pa3oM, OpeHAMpPOBAHHWE TEPPUTOPUM CTAHOBHUTCS KIIOUEBBIM
(baKkTOpOM MO3UTUBHON JMHAMHKH HHICKCA KKPEATHBHOTO KAIMTAJIa» B LIETIOM.

B pesynbrare mpOBEICHHOTO BHINIEC aHATU3A TPEX KOMIIOHCHT 00CCIICUCHUS
9)(BEKTUBHOCTH  TEPPUTOPHATBHOTO  OPCHAMPOBAHHS  MOXKHO  BBIICIHTb
creayroie 0a30Bble KPUTEPHUH OLEHKH 3B GEKTUBHOCTH STOr0 Iporecca:

. IOJHOTAa  y4era  OJKOHOMHYECKOH WM KYJABTYpHOH  KOMIIOHEHT
TEPPUTOPHATBEHOIO OPEHIUPOBHHS M UX COaTaHCUPOBAHHOCTH;

. CTEIEHb BKIIIOYEHHOCTH Pa3IMYHBIX aKTOPOB B IpoLecc OpeHAUPOBaHUS U
MapKETHUHIa TEPPUTOPHUH;

. yYeT TO3WIMKA pa3TIUYHBIX TpyNI [0 OTHOUICHHI0 K OpeHxy H
cOaJIaHCHPOBAaHHOCTh UX NIPEJCTaBICHHOCTH;

. HCTIONIb30BaHNE HAaMMEHEE 3aTPaTHBIX MHCTPYMEHTOB cOopa M 00paboTku
uHpOpManuu (KpayaCOPCHHIOBBIX TEXHOIOTHI, COLMAIBHBIX CeTeH, CIeUaTIbHbIX
HHTEPHET-CEPBHCOB);

. HaJIMYKe pas3fessieMoil OOJIBIIMHCTBOM HAEO0JIOTeMBI Pa3BUTHS TEPPUTOPUH;
. CTENEeHb COBMAJECHUs INpelcTaBlIeHUH o OpeHzne, (QOPMHUPYEMBIX BHYTPH

TEPPUTOPHAIEHOTO COO0IIECTBa U 00pa3a TEPPUTOPUH, JIOMUHHPYIOLIETO BOBHE;

o MIOJTHOTA BCTPaWBaHUA OpeHIa TEPPUTOPHU B 00pa3 MaKpOpernoHa/CTpaHbl B
TEJIOM;
. cOamaHcupoBaHHOE coJeTaHue TIPOIIECCOB HCKYCCTBEHHOTO

KOHCTPYHUPOBAHUS U €CTECTBEHHOTO CaMOBOCIIPOM3BOACTBA OpeH/1a TEPPUTOPHH.
Takum o0Opa3oMm, 00O3HaYeHHBIE WHAMKATOPHl 3()(HEKTHBHOCTH AATyT
BO3MOXXHOCTh MPOBECTH CpPaBHHUTENBHBIN aHATU3 MAapKEeTHHTOBBIX CTPAaTErHU
pa3BUTHSA TEPPUTOPUH B AacleKTe PACKPBITUS IIOMHOTHI HX COACPKAHHUA M|
CTPYKTYpHI. IIpuMeHeHne U3y4EeHHBIX KPUTEPHEB 10 OTHOIICHHUIO K KOHKPETHBIM
MPOEKTaM M INporpaMMaM MO3BOJST OLEHUTh COOTBETCTBUE MOCTABIEHHBIX Iielel
U JIOCTHUTHYTBIX MPOMEXYTOUYHBIX PE3YyJIbTAaTOB, H3yYHTh CTEIICHb BO3/ICHCTBHS Mep
[0 peanu3aludl JaHHOW CTpaTerud Ha COLHMAIbHO-DKOHOMHUYECKOE COCTOSHUE

PpCeruoHa, BBIABUTHL B KaKOM KOMIIOHEHTE COCPCAOTOUCHBI HpO6J'I€MHI>I€ TOYKH BO
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BpeMsl UMITJICMEHTAIMH OPEHIMHTOBONH KaMITaHWH W TIPEUIOKHUTH d(PPEKTHBHBIE

IIyTU UX PELIEHUSL.
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ImaBa 3. CPABHUTEJBbHBIN AHAJIU3 BPEHJIUPOBAHUS
TEPPUTOPUII CYBBEKTOB P®» r. MOCKBBI M r. CAHKT-
IHETEPBYPTA

B mpempimymied mmaBe ObUTM  pacCMOTPEHBl  MHIUKATOPHI  OLEHKU
s(dexTuBHOCTH  OpEeHIMPOBaHUS IO  BCEM  KIIOYEBHIM  KOMIIOHEHTaM:
HKOHOMHYECKOH, COLMOKYIBTYPHOH 1 MONUTHKO-aIMUHUCTPAaTUBHOM. Jlanee aBTop
MPOaHAIN3UPYET CTPATErul TEPPUTOPHATIBHOTO OPEHIMPOBAaHMS IBYX TOPOJOB
¢enepanpHoOrO 3Ha4YeHMS, cCyObekTOB PO Mocksel u Cankt-IlerepOypra, ncxons u3

OLCHKHU Ka)l(,[[Oﬁ N3 BBIACJICHHBIX BBIIIC KOMIIOHCHT.

3.1. CpaBHI/lTeJILHLIﬁ aHaJIn3 IKOHOMMYECKOM KOMIIOHCHTBI

OpenaupoBanus . Mocksbl U I. CankTt-IletepOypra

IlepBoit B cCpaBHHUTENBHOH TepcleKkTHBe OyAeT NpoaHAIH3UPOBaHA
9KOHOMMYECKAs KOMIIOHEHTa, B paMKaX KOTOPOH BBIIENAIOTCA CIIEAYIOLIHE
[IOKa3aTelu:

- JIeTI0Bast pelyTalus TepPUTOPUY;

- KOJIMYECTBO (peAepabHbIX ¥ MHOCTPAHHBIX KOMITAHUH, NPUBIICYCHHBIX HA
TEPPUTOPHIO;

- (enepanbHBle WHBECTHUIMOHHBIE TIPOTPaMMBI, peajn3yeMble Ha
TEPPUTOPHH;

- HMHCTUTYLIMOHAJIN3UPOBAHHbBIE WHCTPYMEHTHI TTOBBIIICHUS
IIPUBJICKATEIbHOCTU UHBECTULIUI.

EcrecTBenHas HMHBECTUIOHHAS MPUBJIEKATEIbHOCTD MockBbI
onpeneseTcd TeM, 4YTO 3TO KPYNHEHIIMH POCCUICKHI Meramoiuc, UMEIUN
opHUIHMATBHBINA CTOIMYHBIN CTaTyC, MPUHOCAIIHA 0Koyo 23% HanmoHnaabHOro BBIT
U 3aHUMaroIMi 58-e MecTo B peiiTHHIe KOHKYpPEHTOCIIOCOOHOCTH TOPOIOB MHpA.

B mepuox ¢ 2002 r. mo 2010 r. ee HaceleHHE TOIBKO MO O(PHIUATBHBIM JTaHHBIM
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BeIpocio Ha 13,6%'. 3akoHOMepHO, uTO MOCKBa omepexaeT Bce ropoaa Poccun
0 OCHOBHBIM YKOHOMHYECKHM IMOKa3aTessIM: TI0 00beMy BaJIOBOTO MPOIYKTa — B 5
pas3, mo obbeMy Oromkera — Moyt B 4 pasa (o AYIIEBBIM J0XOJaM OromKeTa — B
1,5 paza), mo cpenHenymeBbIM JEHEKHBIM J10XOlaM HaceyeHus — B 1,7 paza'.
OnHAKO BaXXHO B IMEPBYIO OYEPEAb MPOAHAIH3UPOBATh, HACKOIBKO 3(H(EKTHBHO
HCTIONIB3YETCS ATOT TOTCHITHAIL.

Jus oneHkn penoBod pemyTanumd uU 3()(GEeKTHBHOTO BeAeHUs Ou3Heca
WCTIONB3YIOTCSL  pa3NWYHBIe PEHTHHTH, HO HauOolee BIMATSIHFHBIM — Ha
CETOMHAIIHUH JCHB sBsieTcsl pedTHHT «Benenne OmusHeca» («Doing Business») —
eXKeroJHoe WccieqoBaHne BcemmpHOro OaHKa, KOTOpOe B KadyeCTBE CBOCH
KITIOYEBOM 1€ CTaBUT OIEHKY JOCTYITHOCTH W TIPOCTOTHI OCYIIECTBICHUS
MpeaIpPUHUMATENBCKON NesTenbHOCTH B 190 cTpanax Mupa, IoCpecTBOM aHAIn3a
MPaBOBBIX HOPM, MPHUMEHSIEMBIX B OTHOIICHHWHM YACTHBIX NpPEANpHsATHiA 1mo 11
chepam ux xu3HEeHHOTO IHKIA. [IpaBuTenbcTBO MOCKBBI aKTUBHO BENET padoTy
no 4 u3 11 uaankaropos peliTuHra BecemupHoro GaHka (co3naHue NPEANPUSTHS;
MOJYyYCHHE pa3pelICHU Ha CTPOMTENBCTBO; IMOAKIIOYCHHE K  CHCTEME
ANIEKTPOCHAOKEHHSI, perucTpaius cobcTBeHHOCTH). Poccuiickas ®enepaiusi B
esom o mokasaressim «Doing Business» B 2017 r. 3austia 40-¢ mecto B MuUpe.

CormacHO ApyroMy peHTHHTY WHBECTHUIIMOHHOW TIPHBJICKATCIBHOCTH
peruonoB P®, mogrorosnenHomy arenrctBoM RAEX, Mocksa u Cankr-IleTepOypr
CTaOMITBHO BXOJIAT B MEPBYIO TPOUKY (HapsTy ¢ MOCKOBCKOH 00IaCThIO) pETHOHOB
10 YPOBHIO MHBECTHIIMOHHOTO TOTEHIHAaa. XOTs 10 abCONIOTHBIM MOKAa3aTelIsIM
JlaykKe PETUOHBI JIHJEPhl B YCIOBHSX MEXKIYHAPOIHBIX CAHKIWH W JIATEHTHOTO
9KOHOMUYECKOTO KPU3UCA HECKOJIBKO YXYALIMIN CBOU MO3UIMH 32 MOCIECTHNIE JTBa
roga. Tak, o0beM HHBecTHIMH B OCHOBHOHM KamuTtaax B 2015 1. B Mockse
ompenensuicst B cymme 26,3 $ mupa, uro cocrasiser 11% ot obmiero oobema

VWHBECTUIIMIA B OCHOBHOW KamuTan B Poccuu. B nemom 3a mepuox 2016 r. o6bem

M 3yGapesny H. Cormanbhas auddepenumanns pernoHoB u ropoios Poccum. [Dmexrponmbii pecype] URL:
http://gtmarket.ru/laboratory/expertize/5278 (lara o6paruenus: 09.07.2017).

12 Yecnenosanme «Bopsba 3a TOPOKAHUHA: UeIOBEUECKHIT IOTEHIMAN U TOpojickas cpeaa» / 2015. TloaroTosiexo
Juist v MoOCKOBCKOTO ypOaHHUCTHYECKOTO dopyma. [DnexTpoHHbIit pecypc] URL:
http://2016.mosurbanforum.ru/files/pdf/analiticheskie_obzory/issledovanie_gorodov.pdf (Hdara oOpateHust:
06.03.2017).


http://gtmarket.ru/laboratory/expertize/5278
http://2016.mosurbanforum.ru/files/pdf/analiticheskie_obzory/issledovanie_gorodov.pdf
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NPSMBIX MHOCTPAHHBIX WHBECTUIMH B ropox coctaBun 4,8 $§ mupn, a obobem
WHBECTHUIMI B OCHOBHOM KaruTain opranusammii — 10 $ mip.

Eme onvH peWTHHI, OLIEHUBAIOMIMM MHBECTULIMOHHYIO MPUBJIEKATEIbHOCTh
POCCUHCKHX  pErMoHOB, — HanuoHanbHbI  MHBECTHLMOHHBIM  PEUTHHT,
pa3zpaboTaHHBIH ATEHTCTBOM CTpaTernyeckux MHUIMATHB. OH OCHOBBIBACTCS Ha
45 mokazareisx, CrpyNIUPOBAaHHBIX MO 17 YyKpyNHEHHBIM HaNpaBICHUSIM.
[NocneqHue COCTABIAIOT YETHIpe KITFOYEBEIe c(hepbl HHBECTHIMOHHOTO Pa3BUTHUS, &
HWMEHHO: PETYIATHBHBIC aKThl, HHCTUTYTHI pOoCTa JUIA OM3HEeca, HHPPACTPYKTYypy H
pecypcbl, MONIEPKKY MaJIOTO MpeaIpUHUMAaTeIbCcTBa Y,

Mocksa u Cankr-IleTepOypr IeMOHCTPUPYIOT COIJIACHO 3TOMY PEHTHHTY
JIOCTATOYHO BBICOKYIO TIO3UTHBHYIO TUHAMHUKY. Tak, MockBa B IEpBOM HOIYTOANH
2017 r. 3aHsJIa TPETHE MECTO, YTO HA CEMb CTpOUEK BbIme Hexenu B 2016 1. CaHkT-
[NetepOypr Takxke MOTHSIICSA HA MATH CTPOYCK B 3TOM PEHTHHTE W ceiyac 3aHUMaeT
17-e mecTo.

Amnanu3upys 00beM HHBECTHLUH 110 ONpPEAETIeHHBIM CEKTOpaM, HEOOX0AUMO
MOJYEPKHYTh, YTO HauOOJBIIMNA HWHTEPEC CO CTOPOHBI MHBECTOPOB B CeBepHOM
CTOJNHIIE YHENSeTCs TOPrOBOM, TPOU3BOACTBEHHO-CKIAJCKOH ©  O(HCHOM
HenBrxuMocTH. [locneanuil cekrop ssBHO HaOUpaeT PoCT, Cy/s IO UTOraM MEPBOTo
kBapTana 2017 r., 4T0 MOATBEPHKAALOT:

* peamm3anys KpPYNMHBIX CAEIOK IO apeHIe O(HCHBIX 3aHUA OTHUM
apeHgaropoM ¢ OwmsHec-ieHTpamu «®nmanapus Ilmaza», FORT TOWER wu
«Peneccanc Om3Hec-mapk» u Ap. CTONT MOTYEpKHYTH, YTO apeHAHas oducHas
TUTOIA/h KKIOTO M3 TaKoro 00bekTa mpeBbimaeT 20 THIC. KB. M.

* Hayajo IOATOTOBKH CTPOHTENbCTBa 00BekTOoB — |l-if ouepenn «Jlaxra
Hentp» B Ilpumopckom paitone u BIl «Mopckas pe3ugeHuus» B

114
BacuneocrpoBckom .

13 ArentcTBO crparermueckux mummmaTup [dnexrponnsii pecype] URL: https://asi.rufinvestclimate/rating/ (Jlara
obpamenus: 09.06.2017) .
" Henpuoxumocts [Dnexrponusiit pecypc] URL: arendator.ru (ara o6pamenus: 09.07.2017).


https://asi.ru/investclimate/rating/
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«MHNKATOPb! HHBECTHIMOHHOTO phiHKa T. Caukt-Tletepbypr»' '

06bLeM MHBECTULMIA, MNH. py6.

40000
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Cankr-NMeTtepbypra (mnpa. aonn. CLIA ) 30 000
60

50,1 25000
20000
15000
10000
5000

10 20 30 4Q 1Q 20 3Q 40 1Q

2015 2015 2015 2015 2016 2016 2016 2016 2017

ToeapooGopot Sxcnopt Wmnopt " 3ementHLIe yiacTIM
w2014 w2015 m2018 B KOoMMEDHECKAA HELBUHAMOCTL

IIponomxenne «V/HAUKATOPEI WHBECTUIMOHHOTO phlHKAa TI. CaHKT-

Ietep6ypr»™
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B ommune or Cankr-IlerepOypra, B MockBe Ipeo0i1agalomiMu sBISIIOTCS
WHBECTUIIMA B pa3BUTHE TPaHCIIOPTHO-JIOTHCTHYECKOH HHQPPACTPYKTYPHL: «B
CTPYKTYpEe WHBECTHIIMHA TO BUIAM DKOHOMHYECKOH NEATENLHOCTH HAa Pa3BUTHE
TpPaHCIOPTa W CBS3HM Npuxoautcst Oomee 35% wHBecTHmin» . MHBecTHIINH B

chepy IOenoBBIX YyCIyr (BKIIOYas ONEpAlMd C HEABW)KUMOCTBIO, HaydHBIC

1s O6pa3 peiaka usaBectuumii  Caukr-IlerepGypra 1 kB. 2017 r1om  [DiekrTpoHHbBIH  pecypc]

H?L:https://www. nwab.ru/content/data/store/images/f_5847_65085_1.pdf ([lara obpauenus: 06.05.2017).

Tam xe.
7 QOruer o peaiM3aluM MHBECTHULMOHHOM crparerun . Mockea 3a 2016 1. [DnexkrpoHHblid pecypc]
URL:https://www.nwab.ru/content/data/store/images/f_5847_65085_1.pdf ([lata obpawmenus: 06.05.2017).


../../Downloads/Образ%20рынка%20инвестиций%20Санкт-Петербурга%201%20кв.%202017%20год%20%5bЭлектронный%20ресурс%5d%20URL:https:/www.nwab.ru/content/data/store/images/f_5847_65085_1.pdf
../../Downloads/Образ%20рынка%20инвестиций%20Санкт-Петербурга%201%20кв.%202017%20год%20%5bЭлектронный%20ресурс%5d%20URL:https:/www.nwab.ru/content/data/store/images/f_5847_65085_1.pdf
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nccieaoBanus u pazpaborku, [T-ycimyrn) coctaBisitor okono 24%, B (GUHAHCOBBII
ceKkTop — 4yTh Oomee 7%.

MHaukaropbl MHBECTULIMOHHOIO PHIHKA T. Mockpa®®

JInHAMHKa HHBeCTHIHI B OCHOBHOI
kanuTan B Mockse B 2010 - 2015

1800 1542 1611,5 180

% u 2010

20 [i00,0] 2254

N I
2010 2011 2012 2013 2014 2015
mnpg pyd. ==fll=% x 2010 r. (B CONOCTABMMBIX LLEHAX)

TpAMBle HHOCTPaHHBIE HHBECTHUMH B MockBy (KBapTanbHule AanHbie), Mapa gosan. CHIA

mnpa ponn. CLUA

N MocTynvno B WIbATo ==@=Canbgo

Hemownur: Bank Poccumu

CoracHO oQuIMAaNBHBIM JaHHBIM, KOJIMYECTBO HPEIIPHUATHH C y4acTHEM
MHOCTPAaHHOTO KanuTtana (0e3 cyObeKTOB Majioro mpenpHHAMATeIbCTBa) MOCKBEI
3HaYUTEIBHO TIPEBBHIIIACT KOJNMYECTBO IOJOOHBIX mpemnpusatuii  CaHKT-
[erepOypra — 4047 u 1605 cooTBeTCTBEHHO .

be3ycnoBHO, HEOOXOAWMBIM  BJIEMEHTOM,  CIIOCOOCTBYIOIIMM  POCTY

HHBCCTUIIMOHHOI'O IIOTCHIIHAJIa TeppHTOpHﬁ, SIBJIAIOTCA Q)enepanbmﬂe LECJICBBIC

118 o o
Order 0 peanu3alMM WHBECTHUMOHHOM crpareruu T Mocksa 3a 2016 1. [DmextpoHHBI pecypc]

URL:https://www.nwab.ru/content/data/store/images/f 5847 _65085_1.pdf ([lata o6pawenus: 06.05.2017).
9 TepprTopnanbHEIE Opranbl TOCYTAPCTBCHHOM cTatHCTHKH . [DnekTpormbii pecypc] URL: http://moscow.gks.ru/
u http://petrostat.gks.ru/ (ara o6pamenus: 17.07.2017).


http://moscow.gks.ru/
http://petrostat.gks.ru/
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MIPOTPaMMBI, B KOTOPBIX 0003HaYEeHBI KOHKPETHBIC HANPABICHHS 110 MIPUBICIECHHIO
U peann3alii WHBECTUIIMOHHBIX MPOEKTOB. [Ipu 3TOM HE0OXOOMMO MOAYEPKHYTh,
4TO0 BCe (erepasbHble NPOrpaMMbl M IPOCKTHl B OIPEACICHHOW CTEIEHH
KOPPEKTHPYIOTCSI € YYeTOM CIeNU(GHUKA TOW WIM WHOW TEPPUTOPUH, YTO
00yCJIOBIMBAaET HEOOXOAMMOCTb pa3pabOTKH  OTHENBHBIX TEPPUTOPHAIBHBIX
CTpaTerMYecKUX IIaHOB. B HamieM ciydae TakuMM JOKYMEHTaMH SIBISIIOTCS
«uBectunnonHas crpareruss MockBel 10 2025 roma» *° u «l/HBecTHULHOHHAS
crparerus Cankr-IlerepOypra Ha mepuon 1o 2030 roman™.

Uro kacaeTcss HMHCTHUTYLHMOHAIBHBIX Mep MO  CTUMYIHPOBaHHIO
WHBECTHUIIMOHHON aKTUBHOCTH, TO U Mocksa, n Cankr-IlerepOypr mnpemnararor
WHBECTOpaM [IMPOKWAH CIIEKTp Mep MOMIepKKH. Tak, B MeNAIX pa3BUTHA
HMIIOPTO3aMeNIeHNs,, a  TaKkkKe  O0OeCHeYeHHs  YCTOHUMBOTO  pa3BUTHSA
MIPOMBIIIUIEHHOTO TPOW3BOACTBA, IlpaBuTenscTBOM MockBBl ' paspaboraHa
HOPMaTHBHO-TIpaBOBasi 0a3a I IIPEIOCTABICHHUS CTaTyca WHBECTHUI[OHHOTO
npuopuretHoro npoekra (MIIII), uyto mpeamonaraeT HaJOrOBBIE JBIOTHI, JIBIOTHI
no apenaHoi miare u T. 1. Craryc MUIIII no3BosiseT cHU3UTH OOIIYI0 HAJIOTOBYIO
HarpysKky Ha 25%%, IIpu 3TOM AaHHBIN CcTATyC IOAPA3YyMEBAET TAKKE U CHUKCHUE

Hajora Ha npuObUIL Ha 26% (12,5 BMecto 17%), CHMXKEHHME CTaBKM Hajora Ha

120 MuBecTuMOHHAS cTparerus MockBbl J10 2025 rona [OnexTpoHHbIi pecypce]

URL:http://depr.mos.ru/deyatelnost_departamenta/investment-policy/the-investment-strategy-of-moscow-until-
2025/ (dara obparenns: 15.05.2017).

2! Yupecrnunonnas crpareruss Canxr-IlerepOypra na mnepuox no 2030 roma . [DiexTpoHHblt pecypc]
URL:http://spbinvestment.ru/content/uploadfiles/%D0%98%D0%BD%D0%B2%D0%B5%D1%81%D1%82%D0%
B8%D1%86%D0%B8%D0%BE%D0%BD%D0%BD%D0%B0%D1%8F%20%D1%81%D1%82%D1%80%D0%
B0%D1%82%D0%B5%D0%B3%D0%B8%D1%8F_small.pdf ({ara o6pamenus: 15.05.2017).

22 3aK0H ropora Mocksel o1 07.10.2015 Ne 55 (pen. ot 25.05.2016) «O mnpOMBIIUICHHOW MOJIUTHKE Tropoja
MockBe», 3akoH ropoga MockBel ot 07.10.2015 Ne 54 «OO0 MHBECTHIMOHHOI NONUTHKE ropoga MOCKBBI M
TOCYIapCTBEHHOM MOJIEPKKE CyObEKTOB MHBECTHIIMOHHOM AEATENbHOCTH», 3akoH ropoaa Mocksel ot 07.10.2015
Ne 52 «O6 ycTaHOBICHHM CTaBKM Hajlora Ha TpPUOBUIb OpraHM3aLMili Ul OpraHu3aluii — CyObeKTOB
MHBECTHUIHOHHON ACSTEIbHOCTH, YIPABISIOMIX KOMIIAHHII TEXHOMAPKOB M MHIYCTPHATBHBIX (POMBIILICHHBIX)
[apKOB, SKOPHBIX PE3UJCHTOB TEXHOMAPKOB U UHIYCTPUAIBLHBIX (IIPOMBIIIUICHHBIX ) IAPKOBY, 3aKOH ropoia MOCKBbI
or 05.11.2013 (m3m. or 25.11.2015 Ne 64) «O Hajore Ha MMYIIECTBO OpraHM3aluii», 3akoH ropoxa MocKBbl OT
24.11.2004 (u3m. ot 25.11.2015 Ne 74) «O 3emenbHoMm Hanore», IlocranoBnenue ITpaButensctBa MOCKBBI OT
25.04.2006 Ne 273-III1 (pexm. ot 15.06.2016) «O coBepLICHCTBOBAHMU MOPS/IKA YCTAHOBICHHS CTABOK apeHIHOU
IIaThl 3a 3eMito B ropojae Mockse», [Tocranosnenune IlpaBurensctBa Mocksbl ot 11.02.2016 Ne 38-I1IT (B pen. ot
24.05.2016 Ne 288-III1, ot 22.08.2016 NeS18-I1IT) «O Mepax 1o peanu3alii NPOMbIIUICHHOW U HHBECTULIMOHHON
MOJMTUKK B ropoie MockBe». A Takxe ®@enepainbHsiit 3akoH ot 31.12.2014 Ne 488-®3 (pex. or 13.07.2015) «O
NPOMBIIIICHHO# nomuTtuke B Poccuiickoit ®enepanymy», ITocranosnenue Ipasutenscta PO ot 16.07.2015 Ne 708
«O crienuaabHbIX HHBECTUIMOHHBIX KOHTPAKTAX JUIS OTACNIBHBIX OTPACICil IPOMBIIIICHHOCTIY.

'3 Yupectuimonuslii nopran ropoxa Mockesi [Juextponnsii pecype] URL: https://investmoscow.ru/industry-and-
innovation/support-new-projects/description/ ([ara o6paruenus: 15.05.2017).


http://depr.mos.ru/deyatelnost_departamenta/investment-policy/the-investment-strategy-of-moscow-until-2025/
http://depr.mos.ru/deyatelnost_departamenta/investment-policy/the-investment-strategy-of-moscow-until-2025/
http://spbinvestment.ru/content/uploadfiles/Инвестиционная%20стратегия_small.pdf
http://spbinvestment.ru/content/uploadfiles/Инвестиционная%20стратегия_small.pdf
http://spbinvestment.ru/content/uploadfiles/Инвестиционная%20стратегия_small.pdf
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nmymecTBo Ha 100% (0% BMecTo 2,2%), CHIDKEHHE 3eMellbHOTO Haora Ha 99,3%
(0,7% OT cyMMBI HaUHCIIEHHOTO Hanora)124, JIBIOTHI 110 APEHIHOMU IJIaTe Ha 3eMJTIO0.

IMpaBurensctBo Cankr-IlerepOypra Takke NpeIpUHUMAET 3HAYUTENIBHbBIE
Mepbl Ui MOAAEPKKH HMHBECTOPOB. BakKHBIM YIpaBieHUYECKHMM HOBOBBEICHHEM
npodwisHoro  Komurera mo  wmHBectuuusiMm  Cankr-IlerepOypra — craio
BBICTpAaUBaHHE  B3aUMOJCHCTBHS  MEXIY  HCIOJHHUTEIbHBIMH  OpraHaMu
rOCYIapCTBEHHOM BJIACTU M HHBECTOPaMHM [0 MPUHLUILY «EIUHOTO OKHay.
[omoOHEIN permaMeHT MOIpa3yMeBaeT COMPOBOXKICHUE MPOEKTOB OT Hadala MX
IUTAHUPOBAaHHUS ~ COIIACHO  CTaAusAM  HH()OPMAMOHHO-KOHCYIBTAIlHOHHOTO
COICUCTBHS JIO HEIOCPEACTBCHHON pealn3alid TpoekTa (TpeaocTaBlIcHHE
nepBuyHONW wH(popMarmy, WHGOPMAIMOHHAS TMOIJCPKKA B YACTH TPHUCBOCHHUS
CTaTyca CTPaTerHYeCcKOro MPoeKTa, MoA00p 00bEKTOB HEABIKMMOCTH H T. 1I.).

OCHOBHBIMHA TOYKaMH pocTa UHBECTUITUOHHOT'O pa3BUTHUA
BBICOKOTEXHOJIOTHYHBIX OTpacieid kak Mocksbl, Tak u Cankr-IletepOypra
SIBIIIOTCS.  OCOOble 3KOHOMHYECKHE 30HBL. VIMEHHO OHHU COCTaBIAIOT 0a3uc
MHBECTUIIMOHHOTO ¥ HMHHOBAIIMOHHOTO PAa3BUTUS TEPPUTOPUN ABYX TOPOAOB
(benepanbHOro 3HAUCHHS.

MockoBckass 0cobasi IKOHOMHUYECKAas 30HA BKJIIOYAET JBE OCHOBHEBIC
mromanku: TexHomomue «MockBa» (60 KOMIaHMH-PE3UAEHTOB 10 JAaHHBIM Ha
01.07.2017)**, Bomemmmii B 2017 T. 10 JaHHBIM pelTHHTa KypHAIA « IKCIEPT» B
TOIl 5 Benymmx TexHomapkoB P® u 0co0yl0 SKOHOMHUYECKYIO 30HY
«3Benenorpamy (37 KOMITaHHIi-PE3UACHTOB 110 JaHHBIM Ha 01.07.2017)'%,

OrtpacneBas crenmanmanus 003 «MockBa» 0a3upyeTcs Ha CIEOYIOMINX
HATIPaBIICHUSX |

- MHKPODJICKTPOHHKA;

- ”H(POPMAIIMOHHBIC TEXHOJIOTHH;

- SHeprocOeperame TeXHOIOTUH;

- poOOTOTEXHHKA M IPOMBIIIUICHHAS aBTOMATH3ALIH;

- JTa3epHbIC U IJIa3MEHHBIC TEXHOIOTHH;

- (hapMaIleBTHKA U TIPOU3BOICTBO MEIUIIMHCKON TEXHUKH.

124 Tam we.

125 axTopel MHBECTHIMOHHOTO KiMMata [JnekTpomHsii pecype] https://investmoscow.ru/investment/economic-
indicators/description/ ([{ata o6pamenus: 15.05.2017).

125 QakTophl MHBECTHIMOHHOTO KiMMara [JnekrpomHsiii pecype] https://investmoscow.ru/investment/economic-
indicators/description/ ({ara o6pamenus: 15.05.2017).


https://investmoscow.ru/investment/economic-indicators/description/
https://investmoscow.ru/investment/economic-indicators/description/
https://investmoscow.ru/investment/economic-indicators/description/
https://investmoscow.ru/investment/economic-indicators/description/
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I[Ipu stOoM cnexyer oTMmeTuTh, uTOo IIpaBuTEenscTBO MoOCKBEI Oornee
nuHamuyHO, Hexenu IlpaButenbctBo Cankt-IletepOypra, Bemer paboTy Mo
yBelIM4YeHHIo makera Jbror. Tak, B utone 2017 1. ObUIM NPHHSTHI IONPAaBKU B
WHBECTHUIIMOHHOE 3aKOHO/ATENBCTBO I. MOCKBBI, YCTAaHOBHBIINE HYJICBYIO CTaBKY
0 HAJOry Ha NpuUOBUIL B TEUEHHE IEPBBIX JECATH JIeT peanu3aliu
unBectnpoekra. Kpome Toro, pesugentsl 033 «MockBa» Ha 10 et
0CBOOOXKAAIOTCS OT YIUIAThl TPAHCIIOPTHOTO HAJIOTA.

B pesynbrate mnpemnpunsaTeix Mep I[lpaButensctBy MOCKBBI  yaanoch
YBEIWYNTH HE TOJIBKO YUCIO KOMITAHWH, 3apETMCTPUPOBAHHBIX HA JIBYX BEIYIINX
IUTIOIIAIKaX, HO M TOOWThCS 3HAUMTEIBHOTO POCTA YHCIIA CAMUX TEXHOMAPKOB (MX
KoimdectBo fgocturio B 2017 T Tpmamarm). 3aKOHOMEPHO, 4TO MA3p MOCKBHI
C. CobsiHUH 0c000 OTMETHI BO BpeMs BBICTyIUIeHHA Ha [leTepOyprckom
skoHOMHYeckoM (opyme B mioHe 2017 1., ut0o: «EcCnu roBOpUTH 0 KaKHUX-TO
MIPOPBIBHBIX BEIaX, CBA3AHHBIX C MPOMIEAIINM TOAOM, TO 3TO, OE3yCIOBHO,
yABOCHHE OOBEMOB pAacHpefeTeHUs] TOCYIapCTBEHHOTO 3aKa3a CpedHd MaJoro
OuzHeca. OTO B3pBHIBHOM pOCT TEXHOINAPKOB, B KOTOPBIX COCPENOTOYCH
MHHOBALIMOHHBIN Majblil U cpefHui 6H3HeC, — BMECTO UEThIpEX TOCYAapCTBEHHBIX,
KOTOpbIe OBbLIM elle He TaK JaBHO, cerofgHs 30 MONHOLEHHBIX TEXHONApKOB, Ine
yIKe JIeCSTKH ThICSY pabOTAIONIMX B HHHOBALMOHHOM cepex» ™.

Takum 00pa3oM, K ODIMYUTENBHBIM XapaKTEpPUCTUKaM MO3UTHBHOTO
WHBECTHUIIMOHHOTO MMHUKa MOCKBBI MOKHO OTHECTH:

- CTONHMYHBIA CTaTryc, ONM30CTh K MHCTUTYyTaM (efepasbHOM BIACTH, UTO
MIPUBJIEKACT B TOPOJ INTa0-KBApTHPHl KPYIMHEHIINX POCCHHUCKUX W 3apyOe:KHBIX
KOMITaHMI;

- BBICOKYIO OIO/DKETHYIO 00€CHEYEeHHOCTh: JOXOAbl Oromkera MOCKBBI 3a
nepuon sHBaps-mas 2017 T. yBenwumnuch Ha 16%, MO CpPaBHEHUIO C TIEPBBIM
noixyrogueM 2016 T ropoxckoil Oromker mpeBblmIaeT cerogHs Oromker Jloc-

AHnmkeneca moutd B 3 pasza, a [lapmwxka Oomee yeM B 2 pasa, uTO [enaer

27 Cerogust B cTONMMIE HAcunTHIBaeTCs 30 TEXHOINAPKOB, B KOTOPHIX paboTaioT OOibliIe JECATH THICSY YEIOBEK.
[Dnexrponnsiii pecype] https://investmoscow.ru/calendar-of-events/2017-06/02/moskva-voshla-v-top-3-regionov-s-
luchshim-investitsionnym-klimatom/ ([lara o6pauienus: 02.06.2017).


https://investmoscow.ru/calendar-of-events/2017-06/02/moskva-voshla-v-top-3-regionov-s-luchshim-investitsionnym-klimatom/
https://investmoscow.ru/calendar-of-events/2017-06/02/moskva-voshla-v-top-3-regionov-s-luchshim-investitsionnym-klimatom/
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BO3MOXHBIM 3HAYUTENbHBIE WHBECTHIIMOHHBIE pacxoiabl Oromkera — Oomee 420
MIpIL. py6eii B 2016 r.*%;

- BBICOKO€ Ka4eCTBO YEJIOBEUECKOTO KanTalla U IIUPOKUE BO3MOXKHOCTH
pocTa KpeaTUBHOTO KaITUTAJIa;

- KaueCTBCHHYIO TOPOJICKYIH0  HMH(PACTPYKTypy ¥  TPaHCIIOPTHO-
JIOTHCTHYCCKUI TTOTCHIHAI TOPO/a;

- HHTEHCHBHOE pAa3BHUTHE TOCYIAapCTBEHHO-YaCTHOTO MApTHEPCTBA, B
pesynbrare yero Mocksa 3aHsia nepoe mecto B 2017 1. B poccuiickoM peiTHHTe
41l

B Cankr-IlerepOypre ocobast 3koHOMIYecKasi 30Ha Oblia cozmaHa B 2006 1.
Y HacUMTHIBaeT. Kak U B MockBe. IBe OCHOBHBIC tutomanku: «Hoimopd» B moc.
Crpenbhs 1 «HoBoopnosckas» B I[lpumopckom paiione.

OtpacneBas  cnemmanmm3ammss 003 «Cankr-IletepOypr»  cxoxka ¢
MOCKOBCKOM, XOTSI I HACUUTHIBAET MEHBIIIee KOJMMYECTBO HAMpPaBIECHHI:

- “H(POPMAIIMOHHBIC TEXHOJIOTUH;

- (hapmarieBTHKA U OMOMEIHIIUHA;

- DHEPreTHKa;

- IpUOOPOCTPOCHIE U HOBBIC MaTEPHAITBI.

OcnoBuble ycmmust IlpaBurensctBa Caskr-IletepOypra mo momuepikke
HWHBECTIIPOEKTOB, Kak U B MOCKBE, COCPEHOTOYCHHI B cdepe MpeIoCTaBICHHS
pa3nu4HOTO poxaa JbroT. IIpexae Bcero, 3T0 HAIOTOBBIC JIBIOTHI IJIST PE3UICHTOB:
HyJleBasi CTaBKa B TEUEHHWH IEPBHIX ISTU JIET MO 3eMEIbHOMY M TPAHCIOPTHOMY
HajoraM, JBIOTHBIE IICHBI Ha BBIKYI 3E€MENBbHBIX YYaCTKOB Ha TEPPUTOPHH
mromanok O33.

K momonHuTensHBIM MepaM MOAIEPHKKH OTHOCSATCS:

- cyOCHIMY TIPOMBIIIICHHBIM ¥ HHHOBAI[HOHHBIM MIPEATIPUATHSIM;

- IPpEAOCTABJICHUC CTaTyCa CTPATErNY€CKOr0 HHBECTUIIUOHHOT'O IMPOCKTA,

128 akTophl MHBECTHIMOHHOTO KiMMara [JnekrpomHsiii pecype] https://investmoscow.ru/investment/economic-
indicators/description/ ({ara o6pamenus: 02.06.2017).
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- “H)OPMAIIMOHHO-KOHCYJIFTATUBHOE  COMACHCTBHE  HHBECTOpaM  Ha
MPOTSHKCHUM  BCCTO HHUKJIIA pean3allud HUHBECTIIPOCKTA B PEXKUME TakK
Ha3biBaeMOT0 «EMHOrO OKHAY,

- MOJITOTOBKA W IIEPETIOATOTOBKA KaIPOB.

HpeuanHaTme MCPbI IIO3UTUBHO OTpa3suiInChb Ha KJIFOUYCBBIX
WHBECTUIIMOHHBIX MOKA3aTelsIX Pa3BUTHs peruoHa. Tak, mo pesymeratam 2016 r.
WHBECTUIIMK B OCHOBHOM Kamutanm B Cankr-IletepOypre cocraBmmm Oomnee
582 mupa. pyOneit, aro npemonpenemniio 12%-Heit poct o cpaBHeHHIO ¢ 2015 1.

K OoTIMYuTenhHBIM XapaKTepPHCTHKAaM ITO3UTHBHOTO HHBECTHIMOHHOTO
nmumka Caakt-TlerepOypra oTHeCeM cIeayIomue:

- BBITOJTHOEC C TOYKH 3PCHUA JIOTUCTUKHN PACIIOJIOKECHUEC U pa3BUTAas IOPTOBAsA
HHPPACTPYKTYPa;

- HWCTOpHWYECKas OpHEHTAaIWs Ha 3amagHble, MPEXIe BCETO eBpOIeiicKue
PBIHKH, B 3HAYUTEIBHON cTeneHn ooycnopieHHast oopazom Cankt-IleTepOypra xak
KJIaCCUYECKOM €BpONEHCKON CTONUIIBI;

- Cepbe3HbIC JIOOOMCTCKHE BO3MOXKHOCTH METePOYPrCKOM MOJUTHYECKOM
SNUTHL Ha (eAepanbHOM YPOBHE (UMUK «Ky3HHUIIBI KaJpoB» Juisi (enepanbHoi
BJIACTH);

- OpHCHTAIUs Ha MIMPOKOC HWCIOJIb30BAHAC HHTEPAKTHBHBIX, (HOPYMHBIX
TUTOIAIOK JUTS pa3paOOTKH U COTIIACOBAHUS HHBECTHIIMOHHBIX PEIICHHH.

Takum o00pa3zoM, pacTymias TpUBIEKATeNbHOCTh MoCkBbI W CaHKT-
[etepOypra s pa3nUYHBIX HHBECTHIHOHHBIX IPOEKTOB CBHUICTEIHCTBYET 00
3¢ deKTUBHON peanu3zanuu SKOHOMHUYECKOU KOMITIOHEHTBI CTpareruu
OpennupoBanus Tepputopud. CTONMYHBINA cTaTyc MOCKBBI M OOBEKTHBHO Ooiee
BBICOKHI YPOBCHL I/IHBGCTHHHOHHOﬁ MPUBJICKATCJIBHOCTU HAaCT BO3MOXHOCTH
FOpOI[CKOI‘/'I AIMUHHUCTpAOUA B OOJIBIIIEA CTEMEHU COCPECAOTOYNUTHCA HAa MPOCKTAx,
HAIpaBJICHHbIX HA TAPMOHUYHOE Pa3BUTHE FOPOJICKOTO MPOCTPAHCTBA C aKLEHTOM
Ha BBICOKOTEXHOJIOTMYHOE IPOM3BOJCTBO M CO3aHHE KPEAaTHBHBIX HHJIYyCTPHM.
Cankr-IletepOypr, ocraBasich IOKa B TCHH CTOJHIIBI, TEM HE MEHEE TAK)Ke aKTUBHO
HaOUpaeT TEMITbl MHBECTHIIMOHHOTO POCTA, M CETOAHS OOJBIIMHCTBO KPYITHBIX

MCKAYHAPOAHBIX peﬁTHHl"OB JAar0T ropoAay MO3UTHUBHBIC NOJIIOCPOYHBIC NTPOTrHO3bI
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pa3BUTHA, YTO NJOJDKHO HEMHUHYEMO 6J'IaF01'IpI/I$[THO CKa3aTbCAa U Ha yCTOI‘/'I‘II/IBOCTI/I

IKOHOMHUYECKOH cocTaBisitomeit Openaa Cankr-IletepOypra.
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3.2. CpaBHHTeJbHBIHi aHAJM3 CONMOKYJLTYPHOW  KOMIOHEHTBI
OpengupoBanus r. Mocksbl U I. Cankr-IlerepOypra

Peanuzanus cOLMOKYIBTYPHOH KOMITOHEHTHI 3ddekTrBHOr0 OpeHauHTa B
MIEpPBYIO OYEpe/lb OPHEHTHPOBAHA Ha:

- obecrieueHre BBICOKOTO KaueCTBa JKU3HH HACENEHHs M MpUBICKATEIbHOI
KyJIbTYpHO-CHMBOJINYECKOH pEITyTaluy TEPPUTOPUH;

- POCT YPOBHS TOCTENPUUMCTBA TOPOKaH;

- cucrteMy 0a30BBIX IIGHHOCTEH, TPaHCIUPYEMBIX B KOMMYHHKaIMOHHOM
MPOCTPAHCTBE TEPPUTOPHUH;

- TIOBBIIIICHUE YPOBHS KPEATHBHOTO KalHMTalld, BEIPAXKEHHOTO B YHHKAJIBHBIX
Om3HEeC M TpaXJaHCKUX MHAIINATHBAX.

JLis onpeneneHus TUHAMHKH KauecTBa )KU3HU Ha TOW WIIM MHOW TePPUTOPUH
CIIeAyeT Tak ke, KaKk ¥ B CIydae ¢ KPUTEPHUIMH SKOHOMHYECKOH KOMITOHEHTHI,
00paTUTHCS K 0TYETAM MEKIYHAPOAHBIX PEHTHHIOBBIX ar€HTCTB U IICHTPOB.

Tak, wuccrnenosarenbckuii 1eHTp «The Economist Intelligence Unity B
2014 . onyOnukoBaN pPEHTHHI, MOCBSIICHHBIA Ka4eCTBY JKH3HH Pa3IMYHBIX
rOpO/IOB TI0 TaKHM IIapaMeTpaM, Kak: YPOBEHb KYJIBTYPBI, 37paBOOXpaHEHMS,
oOpa3oBaHust M 0€30MaCHOCTH, KAauyeCTBO OKpYKaloLleH Cpeabl W DPa3BUTOCTb
uHppacTpykTypsl. B pesymsrare Cankr-IletepOypr 3ansn 73-¢ mecto, a MockBa
okazanach Ha 124-m. B cpaBHennu ¢ 2011 1. 06a ropona moxasaiy OTpHIATEIBHYIO
nuHamuKy: Torna Cankr-IlerepOypr 3anuman 68-¢ mecto, a Mocksa — 70-¢'.

B 2016 1. 6puTanckas kommanus Mercer omyOnuKoBaiga PEHTHHT JIydIIAX
rOpOOB [UIsl KU3HU, KOTOPBI OCHOBBIBAETCA Ha OLICHKE YCJIOBUHM KU3HU 10 39
(dakTopam, crpynmupoBaHHBIM 10 10 KaTeropusiM, cpeind KOTOPBIX: SKOHOMHKA,
COLMAJIBHO-KYJIBTYpHAsl Cpejia, MONUTHKA, JOCTYITHOCTh U Ka4eCTBO 00pa30BaHUS,

rOCYapCTBEHHBIX YCIIYT, MEOULIMHBI U IIp.

129 Economist intelligence unit: peiTHHr TOPOIOB MHpA IO YPOBHIO KauecTBa KH3HH B 2014 o1y [DneKTpoHHbIil
pecypc] URL: http://gtmarket.ru/news/2014/08/19/6864 ([lara obpamuienus: 15.06.2017).


http://gtmarket.ru/news/2014/08/19/6864
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B mannowMm peittuare MockBa 3aHuMaet 167-10 ctpouky, a Cankr-IletepOypr
oKasaiucs Ha 174-i1"°.

HuTepeca 3aciyKuBaeT TakKe HallMOHAJIBHBIA pedTHHT roponos Poccuu o
YPOBHIO KauecTBa JKM3HH, pa3pabOTKy KoToporo ocymectsun  LleHTp
CTpaTernyeCcKuX ucciaenoBaHuil kommnanuu «Pocroccrpax». B utorosom peitunre
3a nepByro nonoBuHy 2017 r. Cankr-IletepOypr 3ansu1 6-10 cTpouky. MockBa, Kak
HU TapaJioKcajbHO, Okazanack Hmke Cankr-IletepOypra — Ha 11-M Mmecte B
JTaHHOM peuTuHre™,

Hcxons m3 mpeAcTaBICHHBIX BBINIE PEWTHHIOB, MOXKHO CHEIATh BBIBOI, O
COM3MEpUMO OJIM3KOM IO OCHOBHBIM IapaMeTpaM KadecTBe XHM3HH B MOCKBE U
Cankr-IletepOypre, ogHako TpuU 3TOM 00a TOpPOAa CYIIECTBEHHO YCTYIMAIOT
MEPeOBEIM ~ MeTamojicaM MHpa. JT0 OCOOEHHO BaXHO B  KOHTEKCTE
TEePPUTOPHATIBHOTO OpEeHAMPOBAHMS, TaK KaK WMMEHHO YIOBIETBOPEHHOCTH
KaueCTBOM KM3HH OOBIYHOTO TOPOXAHWHA M ONArompUSATHBIA IPOTHO3 Pa3BUTHSA
TOPOIICKOTO  TPOCTPAHCTBA  CIIOCOOCTBYET  KOHCTPYUPOBAHUIO — TO3UTHBHOU
JIOKaJIbHOW UJIEHTUYHOCTH.

Ki1r0ueBBbIM HHCTPYMEHTOM 00€CHeYeHH s BBICOKOTO YPOBHS Ka4eCTBa )KU3HU
SIBISIETCSL CTpaTernyeckoe IUIaHHUPOBaHME pa3BUTUS TeppuTopur. B Mockse B
KauecTBe TAaKOIo IUIaHa BBICTYHAaeT MporpamMma pa3BUTHs cTonuibl «MockBa —

ropol, YymOOHBIH UIA KU3HKW» **

, a B Cankr-Ilerepoypre — «Crparerus
HKOHOMHYECKOTO M connanbHoro passutus Cankr-IlerepOypra mo 2030 roma»'™.
O0e mporpaMMmbl B Ka4ecTBE KIIFOYEBOH IETH CTaBAT MOAEPHH3ALMIO TOPOICKOM
cpempl BO BCeX cdepax >KH3HH 0o0mecTsa I oOecnedeHns HyXI H KoM¢opTra

TOpO’KaH, a B KOHEYHOM CUCTC JId MOBBIIICHUSA YPOBHA YCJIOBCUCCKOT'O KalmyTaia.

0 Jlyamme ropoma ams xwsHm [dnextpommsiid pecype] URL: https:/www.kommersant.ru/doc/3241721 (Jlara
obpamenus: 15.06.2017).

*Bacunenko U. A. Umumk pernonoB Poccun. VIHHOBAIIMOHHBIE TEXHOJOIWH M CTpaTeru pedpeHauHra. — M.:
Meskynaponbie otHotuenus, 2016. — C. 109-110.
152 Iporpamma pa3Butus MockBbl «MoOCKBa — TOpoJ, YAOOHBIH Juist xu3HH» [DnexkrponHslii pecypc] URL:

http://s.mos.ru/common/upload/M2025.pdf (dara oGpammenus: 15.03.2017).
3 CormanbHO-5KOHOMIYECKast crparerus passutusi Cankr-ITerepOypra no 2030 roga [Dnekrponnsiii pecype] URL:
http://www.peterburg2030.ru/future/objective/ ([lara obpawmenus: 15.03.2017).


http://s.mos.ru/common/upload/M2025.pdf
http://www.peterburg2030.ru/future/objective/
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IIpaButrensctBO MOCKBBI MNPUCTYNMIO K peaM3allid  IPOTrPaMMBbL

3432013 ,, ¥ HA CETOOHSIIHAN AE€Hh OHA

«MockBa — TOpoj1, YAOOHBIN AT KU3HI»
MOXET OBITh pPAacCMOTPEHAa Kak paMOYHBIA CTpaTeruvyeckuil IUiaH Juis
OpeHANPOBAHUS CTOJIULBL, PeaTU3yeMblii IO 7 TPUOPUTETHBIM HAIIPABICHUSM:

1. MoOuBHBIN TOpOL;

2. KomtopTtHas roponckas cpena;

3. 310pOBBIii TOPOST,;

4. OOpa3oBaHHBIHN TOPO;

5. CounanbHO-3alMIIEHHBIN TOPOL;

6. HoBas sxoHOMIKa MOCKBEI;

7. OtkpbiTasg MockBa.

IlepBoe HampaBieHue NporpamMMmbl HalleJEHO HAa MOAEPHHU3ALMIO CUCTEMBI
OOIIECTBEHHOTO TPAHCIIOPTa M JOPOKHON HHPPACTPYKTYpHI. sl COBpEMEHHOTO
Meramojiuca 23TO KJroueBas HWHQPACTPYKTypHas 3ajaada, oOecreunBaronias
MOOHIIBHOCTh TOPOXKaH, 3(p(HEKTHBHOCTh OpraHU3aAIMU JIBHIKCHHS TPAHCIIOPTHBIX
ITOTOKOB.

Ee pemenue B ciayuae MOCKBBI IIPE/IIOIaraer:

1. CO3/1aHUE COBPEMEHHOM IEIIEX0JHOM 30HbI B LIEHTPE TOPOJa;
2. pa3BHUTHE KOM(POPTHOTO U JOCTYITHOTO OOIIECTBEHHOTO TPAHCIIOPTA,;
3. yAy4lllEHUE TOPOACKMX U IPUIOPOAHBIX IEPEBO30K, B YaCTHOCTU

OpraHM3aIns MACCAKUPCKOTO JIBIKEHHS HA MAJIOM KOJblle MOCKOBCKOI *KeNe3HO
JI0pory;

4, YBEIMUYCHHE TPOIMYCKHON CITOCOOHOCTH TOPOXKHOW CETH, 0COOSHHO
JUIsl OOIIECTBEHHOTO TPAHCIIOPTA;

5. co3maHue €AMHOTO MapKOBOYHOTO MPOCTPAHCTBA, B TOM YHCIIE MECTa
U aBTOMOOMJICH BO JBOPAxX M Ha YJIHMIAX, a TAK)KE [TEPEXBATHIBAIOIINX MAPKOBOK

Ha KPYITHBIX TPAHCHOPTHBIX NEPECATOYHBIX Yy3JIaX;

6. CHUDKCHUE aBapUil U TpaBMaTU3Ma Ha JOporax;
7. CO3JJaHUE YCIOBUH JIJIs1 pa3BUTHUS BEJIOCHOPTA.
134HpcorpaMma pasButusi MockBbl «MocKBa — TOpof, YHOOHBIA Ui >ku3HM» [Dnekrponsslii pecypc] URL:

http://s.mos.ru/common/upload/M2025.pdf (Jara o6parenus: 15.03.2017).


http://s.mos.ru/common/upload/1_Mobilniy_gorod_INTERNET.pdf
http://s.mos.ru/common/upload/2_Komfortnaya_gorodskaya_sreda_INTERNET.pdf
http://s.mos.ru/common/upload/3_zdoroviy_gorod_INTERNET_N.pdf
http://s.mos.ru/common/upload/4_obrazovanniy_gorod_INTERNET.pdf
http://s.mos.ru/common/upload/5_Soczashita_INTRNET.pdf
http://s.mos.ru/common/upload/7_otkritaya_moskva_INTERNET.pdf
http://s.mos.ru/common/upload/M2025.pdf
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Heob6xomumMo 3aMeTHTh, 9TO B paMKax IMOAIporpaMMbl « MOOMIIBHEII ropomy
OpraHaMH TOPOJCKOW BJIACTH OPTaHM3YIOTCS KpayICOPCHHIOBBIE IPOEKTHI IO
cOopy MHEHHMH TOpoXaH O mnpuMepax HauOonee >(P(PEeKTHBHOI oOpraHuzaluu
paboThl M MapHIpyTOB OOIIECTBEHHOTO TPAaHCIOPTa, 4TO oOecreynBacT
BKJIIOUCHHOCTh B TIPOLECC peau3allud JaHHOTO HAalpaBIeHUs [POrPaMMBI
Pa3IMYHBIX OOIECTBEHHBIX IPYIIT U OTAEIBHBIX TOPOXKaH.

KiroueBoit 3amaueit B pamkax HampaBineHuid «KomdoprHas roponckas
cpena» 1 «OOpa30BaHHBIA TrOpoa» SBIAETCS PAa3BUTHUE KPEATHUBHBIX NPOCTPAHCTB
WM TaK Ha3bIBAEMBIX «TPETBHX MECT».

OOImecTBeHHBIE MPOCTPAHCTBA, KOTOPBIE 00pa3yloT BOKPYT ceOsl «TpeThe
MECTO» (IEPBBIM MECTOM» SBISICTCS JKWIbE, «BTOPBIM» — paboTa), WrparoT
cerogHs 0coOyl0 poib B CTPATETHUYECKOM IUIAHMPOBAHMU TPOCTPAaHCTBEHHOTO
Pa3BUTHSA BO BCEX KPYIHBIX TOPOIaX MHpA.

CoBpemeHHass MockBa yXe HalloOJHEHa pPa3HOOOpa3HBIMH KpEaTHBHBIMU
npocrpanctBamu: ARTPLAY, Jlu3aiin-3aBox ®dnakon, ®adbpuxa, APMA, Bunsson
U TIp., KOTOpBIE HE TOJIBKO SIBISAIOTCA NPUMEpPAaMH COBPEMEHHOTO An3aiiHa U CIy»Kat
YKpalleHHeM Topojia, HO M JOCTaTo4HO 3((EKTHUBHBI B KauecTBE IIEHTPOB M
KaHaJIOB KOMMYHUKAIUU, OOIIEHHUsS M COTPYIHHUYECTBA MEXIY HpPEeNCTaBUTEIAMU
TBOPYECKUX Npodeccuii, 4To camo 1o cede sBiseTcs 3QPEKTHBHBIM HCTOYHUKOM
Ipa’kJaHCKOTO y4acTHsl.

B kagectBe 6a3ncHOI mWaen pa3BUTHA KPEaTHBHBIX NMPOCTPAHCTB MOCKBHI
CETONHSI BBICTYIIAET CUCTEMa MEPONPHTHH 1o 00IMM Ha3BaHHeM «MOCKOBCKHE
ce3oHb»™ . B Hauane 2017 T. M3p CTOJIMIIBI 3a4BIIT: «MOCKOBCKHE CE30HBD» — 3TO
He (ecTHBaNb. DTO, MOXKHO CKa3aTh, HOBBIH CTHIL ropomay. > Cepreit CobSHIE
MOAYEPKHYJI, 4TO TPOBeJAeHUE (ecTHBaNs CO31aéT HE TOJBKO OJIArONPUSITHYIO
COLMANIBHYIO, HO U KOHOMHYECKYIO aTMoc(hepy, SIBISIICh PEATbHON IOIIEePIKKOM

MajoMy OH3Hecy.

135 . . .
Paszaen Mapun MOCKBBI, MOCBALICHHBINH «MOCKOBCKHM ce30HaM» [DiekTpoHHbIi pecype] URL:

https://www.mos.ru/city/seasons/ ([lara o6pamenus: 23.05.2017).
B8 Ouumanbupii caiit Mopa Mocksbi [dnexrponmbiii pecype] URL: https://www.mos.ru/news/item/10984073/
(Mara obpamenus: 23.05.2017).


https://www.mos.ru/city/seasons/
https://www.mos.ru/news/item/10984073/
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Kak yxe ynoMuHasaoch BblllIe, B KAYECTBE CTPATErMUECKOro TUIaHa eHCTBUN
[0 TIOBBIIIEHHUIO KadecTBa >KM3HU B CankT-IletepOypre BpIcTymaeT «CTpaTerus
9KOHOMUYECKOTO U couuanbHoro pasButus Cankr-IlerepOypra go 2030 romax.
lenepanpHOi  menbto  Crpaterum  sIBISICTCS  «OOecIiedeHHE  CTaOMIBHOTO
YIy4IIeHUS  KayecTBa JKU3HM TOpPOXKaH W TOBBILEHUE  [I0OAIBHOM
KOHKypeHTOcocoOHocTr ~ Cankr-IlerepOypra  Ha ~ OCHOBE — peaM3alluu
HAalMOHAJbHBIX  NPUOPUTETOB  pa3BUTHS, obecrieueHHst  YCTOHYMBOTO
9KOHOMHYECKOIO pOCTa U  HCIONB30BAaHUS  pPE3yabTaTOB  MHHOBALIMOHHO-

TEXHOJIOTHYECKON AeATEIbHOCTIY 7 .

KpaTkuM CHMBONMYECKMM BBIpaKEHHEM
TeHepaNbHON LIENN CITY)KUT cloraH: «II00aIbHBIH, pa3yMHBIH, TYMaHHEIH TOPOI»,
rIe TIO0ANBHBII — 3TO XapaKTepUCTHKa HKOHOMHUKH TOpOJda, pa3yMHBIN —
XapaKTepPUCTHKA TOPOJACKUX WHGPACTPYKTYp, TyMaHHbIH — XapaKTepUCTHKa
TOPOJIICKOTO CO00IIecTBa, B KOTOPOM BBICOKO IEHATCS KYJIBTYpa, COONIOMAIOTCS
9THYECKHE NPHHLUIGI OM3HEcCa, HWMEIOTCS WHTCHCHBHBIC COIMAIbHBIC CBS3H,
HaJla)keH OOIIEeCTBEHHBIH KOHTPONb, IMO3BONAIONIMHA HALEIUTh PabOTy CUCTEM
00pa3oBaHus M 3/paBOOXPAaHCHUS] HAa HYXIbl TOpOKaH. TakuMm oOpa3oM, yxke Ha
YpOBHE KIIIOUEBOTO MOJIUTHYECKOTO JOKYMEHTa, OIPEEIISIONIEro CTPaTeruio
paszsutus Cankr-IlerepOypra no 2030 r., Mbl HaOrOKaeM cOaNaHCUPOBAHHBII ydeT
TpeX KOMHOHEHT OpeH/IMPOBaHHUS TEPPUTOPHH.

B xonme 2016 1. OpUIa TpencTaBieHA aKTyalIH3WPOBAHHAS BEPCHS STOTO
JIOKYyMEHTa, B KOTOpDOM B KaueCTBE OCHOBHOTO CIICHapHs JOITOCPOYHOTO
COIMANBbHO-3KOHOMIUeCcKoro pa3BuThsi CaHkT-IlerepOypra ObLT MPHHAT IETIEBOM
CIeHapuii, a MHcCHS Topoma B HOBOH pemakium CTpaTerHy oOmpeesieHa
cnenyromM obpaszoMm: «Cankt-IlerepOypr — ¢iaarmaH mpeoOpa3oBaHHH U IIEHTP

komrieTeHui Poccuiickoit ®enepauum» .

B axryamusupoBanHoil Crparerun
Canxkrt-IletepOypra BbiiesieHbI 3 HOBBIX IPHOPUTETHBIX HAIIPABICHUS Pa3BUTHA:
«IKOHOMHUKA 3HAHUI,

((FOpO,H PaBHBIX BO3MOKHO CTef/lI»;

37 ConpanmbHO-5K0OHOMHHECKas crparerust passutusi Cankr-IlerepOypra mno 2030 roma [DnekrpoHHBI pecypc]
URL.: http://www.peterburg2030.ru/future/objective/ (Jlara o6pamienus: 06.03.2017).
38 CompanbHO-9KOHOMHHECKAA crparerust pazsurus Cankr-IlerepOypra no 2030 romga [DnekTpoHHbIH pecypc]
URL.: http://www.peterburg2030.ru/future/objective/ (Jlara obpamenus: 06.03.2017).
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«OTKPBITHIHI TOPOI».

Eme 5 crparermueckux HampaBIeHHH OCTAINCH B MPEXHEH pefakmuu. OT0
pa3BHUTHE YEJIOBEYECKOTO KaluTaja, IMOBBIIICHHE KadecTBa TOPOJCKOW Cpenpl,
oGecriedeHre yCTOIHYMBOrO 3KOHOMHYECKOTO pOcTa, MOBbIIIeHHe 3 heKTHBHOCTH
YIIpaBJICHHS M Pa3BUTHE I'PAXKTAHCKOTO 00IIeCTBa.

B cootBeTcTBHM C IpeAcTaBIEHHBIM IUTAaHOM, peanu3anust Ctparerun Oyner
OCYIIECTBILATHCS 10 3 3TanaM:

1 osram — 2018-2020 Tr.: NPUOPUTETHBIM HAINPABICHUEM SIBIISIETCS
YBEJIMYEHHE JI0X0/I0B KOHCONMMAnpoBaHHoro Oromxkera Cankr-IlerepOypra;

2 stam — 2021-2025 TT.: OCHOBHBIE PECYpCHl NOJDKHBI HAIPABIATHCSA Ha
pelieHue 3a/1a4u MOBbIIeHHs 3)(HEKTUBHOCTH KU3HECATSIbHOCTH;

3 aran — 2026-2030 rr.: akKHEHTHI CTaBATCS Ha MPOOJIEMax JMYHOCTHOTO
Pa3BUTHS U HOBBIIICHUS YPOBHSI KOHCOIUAAIMN TPAXKAAHCKOTO OOIIECTRaA.

Ha kaxZioM U3 BBIIENICHHBIX ITAIOB 0C000€ BHUMAHUE YIENSETCS Pa3BUTHIO
KpPEaTUBHBIX MPOCTPAHCTB U POCTY KpEaTMBHOIo Kamnurana. [linaHupyercs, 4To
TYPUCTHI M TOpOXKaHe c(HhOPMHUPYIOT cpoc B TedeHue 8-10 seT Ha pa3HOIUIaHOBbIE
OOBEKTBI M COOBITHS, OOECIIEUUBAIOIINE MHOTOTPAHHOCTh T'OPOJICKMX «TPETBHX
MECT.

Ilpn stom yxe cerogus B Cankr-IlerepOypre co3maHo gocTaTtoyHOE
KOJINYECTBO KPEATUBHBIX IMPOCTPAHCTB M IUIOIMIAJOK, IZI€ TPOBONATCS PA3IHIHBIC
MacTep-KJIacChl, BBICTABKH, IIPE3EHTAlMH, OOIIECTBEHHbIE Jebarbl U T. 1.
B xadyecTBe npHMEpOB MOAOOHBIX HPOCTPAHCTB MOXKHO MPUBECTH KpPEATHBHBIC
MPOCTPAHCTBA IBYX BHJIOB:

1. Apr-mnomanku: «OTaxm», «My3el yIHIHOTO HCKYCCTBa», «ApT-My3ay,
«Opapray, «[lymkunckas 10», rme OasupyroTcst craprambl TBOPYECKOH
HAIPaBJICHHOCTH, BHICTABOYHBIE KOMILJIEKCHI, XY/I0)KECTBEHHbIE MACTEPCKHUE U TIP.;

2.  KpearuBusie  kmactepsl:  «Tkaum»,  «Contour  Family -
Jlenmomurpadmarny, «More Place», Goiee oOpHEeHTHPOBaHHBIE HAa KOBODKHHI,
KPayJICOPCHHT, O0IIIECTBEHHbIEC AUCKYCCHH M 00pa30BaTeIbHbIC IPOTPaMMBbI.

OTH ABa BUJA KPEATHBHBIX MPOCTPAHCTB yAAYHO IOIOJHSIOT APYr Jpyra,

peasn HII/IpOKI/Iﬁ KOMIIJIEKC O6H.ICCTBCHHO'3H3‘H/IMLIX 3ajaa4.
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Kpome Toro, B [letepOypre yxe ecTb IpUMEPHI IPOCTPAHCTB, COUETAIONINX
IMPU3HAKH Kak apT-IUIOIIAJ0K, TaK M KpeaTWBHBIX KiacTepoB. B 2016 r
3aBEpIIMIICS INEpBbld dTan peHoBauuu Komiulekca «Hosas Tomnangus». Ilpu
AKTHBHOIM TOAJEP)KKE TOPOACKOM aIMHUHUCTpAIlMM JaHHAs IUIOINagKa crajga
YHUBEPCAIBbHBIM «TPETHHM MECTOM» KaK JUIs IIUPOKOrO Kpyra ropoXkaH, Tak U
MIPE/ICTaBUTEIICH TBOPUECKHUX Npodeccuii.

TomepaHTHOE OTHOLIEHHME W  KOHCTPYKTHBHOE  B3aMMOIECWUCTBHE C
MPUEIKUMH — CIECAYIOMINI BaXXHBIH IYHKT TEPPUTOPHAIBLHOTO OPEHANPOBAHMS U
NPOABIKEHUST OpeHza 3a IpefeNbl pernoHa. 3a MOCHIEIHHE 5 JIeT TOPOACKHUE
agmuHHCcTparmd 1 B MockBe, u B Cankr-IletepOypre cdopmuposanu
HOPMAaTHBHO-TIPAaBOBYI0 ~ 0a3y  mius  TPOTHBOACWUCTBHA  AWCKPUMHUHAIINH
MIPUE3KAIOMNX Kak paboTaTh, Tak M OTAbIXaTh. MHpOpManus 06 3THX MpaBOBBIX
aKTaX W WX pa3bICHEHHWE HAXOMUTCA B OTKPBITOM JOCTyne ommaiiH. Tak,
IIpaButenscTBO  MoCKBEI  pa3pa0oTano  CHEHHUANbHBIA  HHTEpHET-Pecypc
(http://rusmigrant.com/) Ui TPYJOBBIX MHUIPAHTOB U TYpPHCTOB, Ha KOTOPOM
coOpaHbl Bce HEOOXOAMMbIE HOPMATHUBHbBIE JIOKYMEHTBI, WHCTPYKIHH IIO
oopMIIEeHHIO MUTPALIMOHHBIX KapT, HOPMBI OBEJIEHUs B roposie u T. 1. B CaHkr-
[TerepOypre KomuTeroM no MeXHAIMOHAJIBHBIM OTHOLICHWSM M peajHu3aluu
MHTPallMOHHOW TOJIMTHKH TaKKe peasM3yeTcs psii IMPOEKTOB (B YacCTHOCTH,
nopnporpaMmMa  «YKpeIUIEHHE TpakKAaHCKOTO €IWHCTBA W TapMOHHU3aLUs
ME)XHAIIMOHANBHBIX OoTHOomeHnH B Cankr-IletepOypre»), HampaBIeHHBIX Ha
MIPaBOBYIO IOMOIIb MUTPaHTaM, 00y4eHHE PYCCKOMY SI3BIKY, H3ydEHHE TOPOICKOM
KyIbTYpHl U T. 7. Tak ke Kak W B CTOJHIE, JICHCTBYeT OHJAaWH-TIaThOpMa IS
MPUEIKUX, TIe OHH MOTYT HaWTH HeoOXoAuMyr HWHGoOpManuio B Hauboiee
poctynHoM — Buge. Kpome  Toro, [IlpaButensctBo — Camnkr-IlerepOypra
MPEANPUHAMAET MEphl 0 BBICTPAMBAHHMIO THAJIOTa MEXKIY INPEICTABUTEISIMH
JIAAcIop, JKCIEPTHOTO COOOIIECTBa, OPraHOB HCIOJIHUTEIBHON BIACTH H
MECTHOTO CaMOYIPABJCHUs Ha CHENHaJbHBIX COOpaHUsIX pabodux TpyIH Mo
pOOJEMHBIM BONPOCAM MHTPAIMOHHOM MOJIMTUKH, YTO JIOJDKHO B Oyayliem
crocobcTBoBaTh  dpdexTHBHON  paboTe  KaHANOB  KOMMYHHKAllMd U

COTPpYAHUYCCTBA.
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Haubonee saBHBIM moKa3zaTeneM 3((GEKTHBHOCTH OOO3HAYCHHBIX BBIIIE
cTpareruif ymydmeHus umumpka MockBel u Cankt-IlerepOypra s mpuesxux
SBISIETCS JAMHAMUKA pOCTa IOCEIIEHHS JTUX TOPOJAOB BHYTPEHHHMHU U
3apyoexHbiMu Typuctamu. B 2016 . MockBy mnoceruno 17.5 MHUIMOHOB
TypuctoB (Bkitouas 4,55 MIIH. MHOCTpaHHbIX Typuctos), Cankr-IletepOypr — 6.9
MUJUJTMOHOB TYpUCTOB (BKJIIOYast 2,8 MIIH. HHOCTPaHHBIX TypUCTOB)'®.

KonmngectBo TypucrtoB, mnocertuBmmnx CeBepHyl0 CTONHIy B IEPHOX
«BBICOKOTO» 3UMHEro TypucTckoro cezona 2016-2017 rr., npesbicuino Ha 30%
aHalornyHbll nokazarens 2015-2016 rr, B HoBoroguue mnpasgHukd CaHKT-
[etepOypr moceTnio okoio 390 THICSAY YETOBEK, U3 KOTOPHIX mpuMepHO 40 THICSY
WHOCTPaHHBIX TpakaaH M 350 Teicad poccuiickux rpaxnad. CTaOWIbHBIA pocT
HaOIoMaeTcss ¥ B OOIIETOI0OBOM TMOTOKE TYpHCTOB: 6.9 MiH yenoBek B 2016 T.
mpotus 6,5 miuH B 2015.

CornmacHO 1uIaHaM, OOO3HAUEHHBIM B aKTyaJlu3upoBaHHOH «Crpareruu-
2030», Cankr-IletepOypr, kak «OTKPBITBIA ropoay», OyleT NPHHUMATh €XEeroIHO
He MeHee 11 MUIIITMOHOB TypHUCTOB.

Wtak, aHanM3 COIMOKYIBTYpHOH cCoOCTaBisiolell OpeHAMHra U €ro
JlaJIbHEHIIero MpoABMKEHHs (MapKeTHHTra) IO IapaMeTpaM KauecTBa KHM3HU U
YPOBHIO KpEaTHBHOT'O KalMTasa 1mokasai, uro 1 B Mockse, u B Cankr-IlerepOypre
CKJIAIBIBAIOTCSI B  IIEJIOM  ONAarompusTHeIE ycioBus At 3(GHEKTUBHOTO
OpeHAMPOBAHUS PETHOHOB.

Ocoboe 3HaueHHME B OJTOH CBA3M IIPHOOPETAaET  CTPATETHYECKOE
IUTAHNPOBAaHUE CONHANBHOTO PAa3BHTHS, B paMKaX KOTOPOTO M TIPOHCXOIHT
(dbopmupoBaHue ropojackoro OpeHma. Bmecte ¢ TeM HEOOXOOUMO OTMETUTH
ONpeJeNeHHble OTAMYMA cuTyaluu ¢ OpenauposanueM Cankr-IlerepOypra.
CeBepHas CTOJNHIA MCIIBITBIBAET B 3TOM CMBICIE OONBIINE CIIOXKHOCTH, HEXKEIH
MockBa. KiroueBast mpobnema, KOTOpYIHO MOXHO BBIJICIUTH B  acleKTe
COLIMOKYIBTYpPHOH  KOMIOHEHTBI — 3TO MHOTOCOCTAaBHAas UAEHTUYHOCTD

[etrepOypra, B xoTopoii 3a mocieanue 20-25 5eT MmomepeMeHHO IOMHHHUPOBAJH

19 HWroru Buyrpennero u Beiesnnoro Typusma Cankt-IlerepOypra B 2016 roay [Dnexrponnsiii pecypc] URL:

http://turstat.com/travelrussia2016 (ara oGpatuenus: 06.03.2017).
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TaKHe KOHIENTHI, kKak: CeBepHas CTOJHIIA, MOPCKAsl CTONUIIA, KYJIBTypHAs CTOJIHIIA,
KpeaTHBHBIM Topoj, ropox dectuBalieil U T. 1. B pesymprate cioxHas W B
ONPE/ICJICHHOM  CMBbICIIE  NPOTHBOpeuMBas  WAeHTHYHOCTH  IlerepOypra,
CKJIA/IBIBAIONIASICS MEXIY KIaCCHYECKUMH W HOBaTOPCKUMH IPEICTABICHUSIMU O
ropofie, CTajla TOPMO30M B TIPOIECCE€ BBI3PEBAHUS EIUHOW KOHIICMIHU
sddexTnBHOTO pedbpenanura. B stom orHomennu Cankr-IlerepOypr moka He
MMEET CBOETO 3aKOHYEHHOTO 00pa3a, a CHMBOJIMUECKAsl COCTABIIAIONIAs €ro OpeHnia
ACCOLMMPYETCS Yallle BCEr0 ¢ MCTOPHYECKUMH NMaMATHUKAMH, PacIONOXEHHBIMH
Ha ero Teppuropuu (MenHbIH BCaJHUK, KOPAOIMK Ha IIHMIe AIMHpaITEHCTBa,
Poctpansapie  komoHHel M 1p.). CoBpemeHHBIH 00pa3 Topozma 3adacTyro
TIOAABISIETCS. TPAIUIMOHHBIM HWMHJDKEM IIEHTPa BBICOKOW KYIBTYpPHI W OO0TaTOM
uctopuu. CnemoBareNbHO, COAepXKaTenbHOe HamomHeHne OpeHma CaHKT-
INetepOypra MOIMKHO TPENCTABIATE CO00I cHMONO03 HOBATOPCTBA U KIACCHUKH, a HE
a0COJIIOTHOE JOMUHHPOBAHHE TTOCIIEHEH.

CoBpeMeHHass HCTOpUsl pa3paboTku OpeHmoBoi cumBoiuku IlerepOypra
OTYETIIMBO IEMOHCTPHPYET 3TO.

Tak, B 2006 1. 10 pe3yabTaTtaM OTKPBITOTO KOHKypca ObUTH BBIOpaHBI JBa
JIOTOTHIIA, KOTOpblE He Hecau B cebe 0coOol coneprkaTelIbHOW HAarpysku M
co3faBalych Oe3 OINOpbl Kak Ha TPaIWIUM, TaK M IEPCIEKTHBHOE DPa3BUTHE

(puc. 1).
Puc. 1. Jlororun Cankt-IletepOypra 2006 1.
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Puc.2. Jlororun Cankr-IlerepOypra, pazpadotannsiii «Ctyaueit ApreMust
JleGenenan, 2015 1.

Saint
Peters
burg

B 2015 r. «Crynusa Apremus JleGenesa» caMoCTOATENBHO pazpaboTana U
npefcTaBuna cepuio Typuctudeckux soroturnoB Cankr-IlerepGypra (puc.2).
OnHako M B 3TOM Clly4yae JIOTOTUI HE OMMpAJICs Ha €AMHYIO0 KOHIIETIHI0 OpeHnaa
ropofia ¥ He MOIY4YUII IIUPOKOTO UCTIOJIBb30BAHUS B NOCIEICTBUH.

[IpoBeneHHBII aHAN3 ITOKA3bIBACT, YTO OoJiee BBICOKHE SKOHOMHYCCKHE
MOKa3aTeM CTOIMIIBI TO3BOJISIOT JOCTATOYHO MOJTHO M ¢OaJaHCHPOBAHO Pa3BUBATh
COIIMOKYJIBTYPHYIO KOMITOHEHTY TEpPUTOPHAIBHOTO OpeHANpOBaHUS MOCKBBI.
W30paHHble cTpaTerud pa3BUTHS W IIE€PBBIE WTOTHM HMIUIEMEHTAIMH IUIAHOB
OTpakaroT CcTaHOBJIeHHWE (MYCTh M HAa HAYAILHOM JTare) HOBOW KpeaTHBHON
CTOJIHIIBI HE TONBKO Poccum, HO M BCETo MOCTCOBETCKOTO MIPOCTPAHCTBA.

Cankt-IletepOypr, HecMOTps Ha OTCTaBaHHE B  SKOHOMHYECKOI
KOMIIOHEHTE W TPOTHUBOPEYMS B TIPOIecCe KOHCTPYHMPOBAHHS TOPOJCKOU
UAEHTUYHOCTH, TaKXkKe JEeMOHCTPUpPYeT MO3UTHBHYIO AMHAMMKY POCTa KadecTBa
JKM3HHU, YTO HECOMHEHHO OJarorpusTHO BIMSET Ha OpEHANPOBAHHE TEPPUTOPHH,
HO B TO JK€ BpeMs OTpakaeT HecOaJaHCHPOBAHHOCTh pPAa3JIMYHBIX YacTed
COLIMOKYJIBTYPHOH M 3KOHOMHMYECKOH KoMHoHeHT. B cmyuyae Cankr-llerepOypra
OCHOBHOH MpOOJIEMOH OKa3bIBAa€TCSl BOIPOC KOOPAMHALMHM MEXKCEKTOPHOTO
B3aMOJICHCTBHUSI U OOECIIEUCHUS] MHKIIIO3MBHOW TOPOJCKOHM IONNTHKH, pELICHHE
KOTOpOTO OTHOCHTCS K  TOJIMTHUKO-3JIMHHUCTPAaTUBHOM  KOMIIOHEHTE,

PaccMOTPEHHIO KOTOPOH TMOCBAIICH CICAYIOMHNH maparpad.
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3.3. CpaBHHUTEJbLHBIIH aHaJu3 NMOJIMTHKO-aIMHUHHCTPATUBHOM
KOMIOHEHTHI OpeHaupoBanus I. Mockssl 1 I. Cankr-IlerepGypra

Cpeny 3HaUMMBIX HOKa3aTeneid MOMUTUKO-aJMHHUCTPAaTUBHON KOMIOHEHTEI
OpeHIUPOBaHNsI BBIICIUM CIEAYIOLIHE:

- 0COOEHHOCTH YIPABJIEHUECKOTO UMHUJKA PYKOBOAUTENS U CTUIISL YIPABICHUS
cyobekToM PO;

- Hammuue W A(P(PEKTUBHOCTH KOOPIMHAIMOHHBIX MEXaHHU3MOB Y4YacTHs B
MPUHATHN PELICHUH OTHOCUTENBHO PEOPEHANHTA TEPPUTOPHH;

- CTEIIeHb Pa3BUTOCTU KaHAJIOB OOPAaTHOM CBS3M: BIACTh — OM3HEC — O0IIECTBO;

- CTENCHb HWCIONBb30BAHUS aaMHUHHUCTpanuerd |T-MHCTpyMEHTOB M CeTeBBIX
pecypcoB B Tporiecce OpeHINPOBAHMS.

PaccMoTpuM HMX B KOHTEKCTE CPaBHUTEIBHOTO aHANM3a IIPOIECCOB
Opennuposanust Mockssl 1 Cankr-IletepOypra.

IIpexne Bcero, Ha 3(PQPEKTUBHOCTH OPEHAMPOBAHHSA TEPPUTOPUHU BIIHUSET
YIOpaBICHYECKUH HMUIK KU CTWIb PYKOBOACTBA cyObekTOoM P®. MMmeHHO 3TH
XapaKTepUCTUKH BO MHOTOM OINpPENEISIOT CHenu(UKy KOOpIMHAIMU aKTOPOB,
YYacTBYIOLIMX B 3TOM IpoIecce, MOCKONbKY, IO TOYHOMY 3aMEYaHUIO
/1. B. BusranoBa, «MHOXECTBO pa3HOHANPABICHHBIX IPOEKTOB YyYaCTHHKOB
npolecca OpeHANPOBAHUS HYKAAIOTCSI B OPKECTPOBKE, a0bl HE OTKIOHATHCS OT
OCHOBHO# Hen OpeHa ropoman™*.

Hanbonee 0OBEKTHBHBIM TIIOKa3aTesieM KadecTBa pabOTBl W YPOBHS
MOJUTUYECKOTO BIHUSHMSA PETHOHANBHBIX JHAepoB P® daBngercs peHTHHT
addexkTuBHOCTH TyOepHaTopoB, B kotopoM u I. C. IMonrtaBuenko, u C. C. CobsHUH
BXOJISIT B TON-TPyMITy (CBBIME 75 OaNsoB), 4TO CBUAECTENHCTBYET O 3HAYUTECIHHOM
MOJIMTHKO-aIMUHUCTPAaTUBHOM pecypce M B 1eiloM dddexTuBHOi padore
pykoBoauTeneil AByx cronum. ' Tarxke HEOOXOAMMO OTMETHTH IMOJOKUTEIHHYIO
JUHAMUKY M3pa MOCKBBI, KOTOPBIM yCUIMII CBOU IO3ULUU B JAHHOM PEUTHUHIE,

MOZHSBIINCH Ha JBa MyHKTa U 3aHsB B 2017 1. 8-10 cTpouky (c obmeli cymmoii 90

M08 3ranos J1. B. Bpenaunr ropoga. — M.: @onp « IHCTHTYT 9KOHOMHKH Topoaay, 2011. — C.100.

! Peiirnmr sddextuBHOCTH TybepHaTOpoB. UeThlpHamuUaThIi BITycK [Omextponsbli  pecypc] URL:
http://civilfund.ru/mat/101 ([lara obpauienus: 23.05.2017).
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6aynoB). I'ybepratop CeBepHOH CTONUIIBI CyMell JIUIIh COXPAaHUTh CBOH TPEKHHE
mo3uruu — 18-19-51 ctpoka B pelitunre (¢ 001ei cymmoit 82 dana).

IIpy wucnonb30BaHMM B LEIOM CXOXKEH, TEXHOKPATUYECKOM MOAEIH
ynpasnenus I. C. [Tonrapaenko u C. C. CoOSHUH NPHICPKUBAIOTCS PA3INIHBIX
YIPaBICHYECKUX CTUIICH.

Msp MOCKBBI JEMOHCTpUpPYeT 0OoJiee OTKDBITHIH CTWIb YHpaBICHUS,
IpexycMaTpuBaronuii akTuBHoe PR compoBoXkieHne NPUHUMAEMBIX PEIICHUH U
dopmupoBaHue aTMOC(Epsl COTPYAHHUYECTBA BMECTO JKECTKOTO HEPAPXHUUECKOTO
MOYMHEHUS PA3INYHBIX JIEMEHTOB CHCTEMBI YIIPABICHHS PETHOHOM.

Ero mpemmectBennuk 1O. M. JIyXKoB HCIONB30Ball Tak Ha3bIBAEMYIO

«Marpémeynyo»

HMEpapXUYECKyl0 CHCTEMY YIIPaBJICHMS, COCTOAIIYIO U3 IATH
OCHOBHBIX YPOBHEH.

[lepBoIii ypoBeHb (OPMHUPOBAIM CaM M3p W €ro 3aMecTUTeNnu. Bropoi —
anmapar mdpa u [lpaBurensctBa MockBbl. Ha Tperbem ypoBHe pacnonaraiuch
PYKOBOAUTENH JACTApTaMEHTOB, 3aHHMMAIOIIMECS BOMPOCAMU MEKPETHOHAIBHOTO
COTPYIHUYECTBA, CIOpPTa W TypU3Ma, HWHBECTULMSIMH M  KOHTpPAKTaMH,
MMYIIECTBEHHO-3eMEbHBIMA ~ OTHOIIEHUSIMH, a  TaKkKe  IOJHOMOYHBIH
MpeaCcTaBUTENb M3pa B MOCKOBCKOW Tropoickodt ayme. Creaylomuid ypOBEHb
CUCTEMBI YIPABJICHHS 3aHMMAJM IVIaBbl JEMAPTaMEHTOB MOMJIEPKKU U Pa3BUTHUS
MajJoro HOpPEANpUHUMATENBCTBA, HAyKM W [POMBINUICHHOM  IMOJUTHKH,
MIPOJIOBOJILCTBEHHBIX PECYpPCOB, MPHUPOIONOIB30BAHUS M OXPaHbl OKpPYKAroIIen
Cpeapl, 3eMENBHBIX pPecypcoB, (DMHAHCOB, MOTPEOUTEIHCKOTO PBIHKA W YCIYT.
Haxkonen, MOCJIEIHUN  ypOBEHb ¢opmupoBasTt  TPePEKTHl  JECATH
aJIMIHUACTPATUBHBIX OKPYTOB, KOTOPHIE UMEITN MUHHUCTEPCKHUI CTATYC.

C. C. CoOsHMH MPUIOKWI 3HAYUTCIBHBIC YCHIMS JUIS JCHCHTPATU3AI[HH
TAaKOW CHUCTEMBI YIPABIIECHUS U COINIACOBAHUS MHTEPECOB €€ Pa3IMYHbIX COCTaBHBIX
JJIEMEHTOB B paMKax €AWHON yrnpaBieHueckoi koManzbl. HeciywailHo MHorue
9KCIEPTHI OI[CHUBAIU HOBOTO M3pa MOCKBBI KaK KOMIPOMHCCHYIO (PUTYPY «IUIs

(bezlepanLHHx OJIMT WU g 3JIUT BCEro CTOJUYHOTIO PEruoHa (B TOM 4YHCJIIC

M2 HBomIoNHs KOMAHIBI Ceprest CobsiHMHA ¥ MOCKOBCKasl Ipe/iBbIOOpHast moBecTKa [Dnekrponnslil pecype] URL:
https://regnum.ru/news/2227433.html ([lara o6pamenus: 23.05.2017).


https://regnum.ru/news/2227433.html
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ITomMOCKOBBSI), TIOCKONBKY OHAa HPUMHPSET WHTEPECHl OOJBIIMHCTBA KPYITHBIX

¥ Takum

MOJUTUKO-YNIPABICHYECKUX M (PUHAHCOBO-SKOHOMHYECKHX TPYIIID»
obpazomM, C. C. CobsaHuH BHeApus KapauHaIbHO ominuHbIi oT 0. M. JlyxkoBa
YIIpaBIEHYECKUH CTHIIb 3()(EKTUBHOTO CHTH-MEHEDKMEHTA, CIIOCOOHOTO pelniaTh
KOH(JIMKTHBIE CUTYyallid, a TaKKe pPEaJn30BbIBaTh 3aBEIOMO HEIOIYIspPHbIC
pelIeHnss MakCHMaJIbHO HE3aMETHO JUISl HAceJIeHWs, 4eMy CIocOOCTBOBasa elle
OIHA OCOOEHHOCTh CTWJIS YIpaBICHUS Md3pa MOCKBEI — «WHTEpaKTHBHAS
MyONMUYHOCTB», Oasupyromascs Ha  HCIONB30BAaHMM  IMHPOKOTO  CHEKTpa
SIIEKTPOHHBIX PECYPCOB.

ITosTOMy 3aKOHOMEPHO, YTO, HECMOTpS Ha BBICOKHH MPOTECTHBIA H
ommo3unnoHHbI ToTeHman MockBsl, C. C. CoOSHWH TO-TIpeXKHEMY HMEEeT
3HAUUTEIBHBIH KpeauT noBepusi ropoxkaH. OCHOBHOM cioraH H30MpaTeIbHON
kammanun CoOsanHa «I71aBHOe — MockBa! ImaBHBIE — MOckBHYM!» W ceifgac
MOJB3yeTcss OONbBIION MOMyIApHOCTBIO. Ilo JaHHBIM OIpPOCOB, B CpeAHEM
MOJIEP>KUBAIOT IEHCTBYIOIETO MApa O0KoJio 61% MockBUuen'.

B owmmume or C.C.CobsuuHa rybepHarop Cankr-IlerepOypra
I'. C. [lonTaBYeHKO NPHICPKUBACTCS MEHEE IyOJIMYHOTO M OTKPHITOTO CTHIIS
yrpasneHus: ropogoM. Kak ormeuaror skcneptsl: «/lo HemaBHUX MOp OTKa3 OT
IJIACHOCTH TIPHHOCHJ T'yOepHATopy COOTBETCTBYIOIIME IUIOAbI, [lonaTraBueHKO
YAaBaJOCh HE BBI3BIBATH TAKOTO SPOTO OTTOPXKCHUS M Pa3lIpaKCHUS] Y AKTHBHBIX
netepOypxueB»™. OTHAKO CeTOAHs MOXOOHBIN CTHUIID MTOIUTHYECKOTO YIIPaBICHHS
ryoepraropa Cankr-IleTepOypra BbI3BIBA€T HEOIHO3HAYHYIO PEAKIIUIO CO CTOPOHBI
9KCTIEPTHOTO coobmiecTBa. BeTpewaroTcss W paaWKailbHO HETaTHBHBIC OICHKH:
«ITomo0HBIM CTUNB YNpaBICHHUA KAaTETOPUYECKH IIPOTHBOINOKAa3aH OOJBIIOMY

ropony. Bce kpynHeiilmne ropoga MHOTOOOpPa3HbI M CIIOKHO OpPraHM30BaHbI, UX

BJIaCTU JOJDKHBI YMETH BSaHMO}IefICTBOBaTI) C CaMbIMU Pa3HbBIMU TIpyHIIaMH

“30psos JI. «BriGops Mapa Mockssr: crparerusi COGSHIHA M MIAHCH! APYTHX HIPOKOBY [DNEKTPOHHBIH pecypc)
URL: http://www.regcomment.ru/articles/vybory-mera-moskvy-strategiya-sobyanina-i-shansy-drugikh-igrokov-

[?PRINT=YES (Jlata o6pauienns: 24.05.2017).

144, o
OBomonust komanasl Ceprest CoOSHHHA 1 MOCKOBCKasi TIpeaBbIOOpHas moBecTka [DnexrpoHHblid pecype] URL:

https://regnum.ru/news/2227433.html ([lara o6pawenus: 23.05.2017).

145 & .
Kpect rybepHaTopa IMonTaBueHko [DnexTponHsIit pecypc] URL:

http://echo.msk.ru/blog/anisimovdmitriy/1909658-echo/ ([lara obpauienus: 23.05.2017).
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http://www.regcomment.ru/articles/vybory-mera-moskvy-strategiya-sobyanina-i-shansy-drugikh-igrokov-/?PRINT=YES
https://regnum.ru/news/2227433.html
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WHTEPECOB» *° .

MeHee paguKadbHO HACTPOEHHBIE JKCIEPTHl OTMEYAroT, YTO
M30paHHBIA CTHIb YIPABICHHUSI HE CIIOCOOCTBYET OBICTPOMY YCKOPEHHIO POCTa
9KOHOMMYECKHX Moka3zarenel pa3Butus Canxrt-lIlerepOypra u uHBECTHLIHI B
TOPOICKYIO cpeny, s dexTuBHOMY PELICHUI0 KOMMYHAaIIbHBIX u
MHQPACTPYKTYPHBIX IPOOIIEM.

Hrak, oTedecTBeHHAs! PaKTHKa OpPEHIMPOBAHUS M MApKETUHTa TEPPUTOPHIA
MOKa3bIBaeT, 4TO (PAaKTOp aJIMUHHCTPATHBHOTO BECa M YIPABICHYECKOTO CTHIIA
aBbl CyOBEKTAa B pa3sBUTHUM OpeHAa KPUTHYECKH BAaXEH JUIT POCCHHCKUX
PETHOHOB, TaK KaK aBTOHOMHBIE KOOPIMHAIIMOHHBIE MEXAHU3MBbI B3aUMOJAEHCTBUS
6uszneca, HKO u HaceneHusi 1moka HE SIBISIOTCS TOCTaTOYHBIMH TOYKAMH POCTa
TEPPUTOPHATLHBIX OpeHmoB. OMHAKO HENb3s 3a0bIBATH M O TOM, YTO PECYpPCHI U
BO3MOXKHOCTH ~aJMHUHHUCTpanuii cyOpektoB P® B 3TOM BoOmpoce Takxke
OKAa3BIBAIOTCS BECbMa OTpaHMYEHBI 03 NCIONB30BaHUS (D (HEKTUBHBIX MEXaHN3MOB
BOBJICUCHHUS B PETHOHANBHYIO TOMUTHKY. W 371€Ch, C OHON CTOPOHBI, HEOOXOIUMO
pacHmpsATh TpaKIaHCKOE ydyacTHe, HO ¢ Apyrod — obecnedutb 3¢dheKTnBHBIE
UHCTPYMEHTBl €r0 KOOpPAMHALMM U MOJEpalud C MCHONb30BAHUEM IIUPOKOIO
CHEKTpa CETEBbIX KOMMYHUKAIIMOHHBIX TEXHOJIOTHH.

Awmepukanckuii  uccrnenosarens LI Apumreiin ' eme B 1969
c(hOpMyYITHPOBaI KOHIETITYaIbHYI0O MOJIEIb IPaskAaHCKOTO yYaCTHs, OIMCHIBAEMYIO
UM B BHUJE CBOCOOPA3HOMN (JIECTHHUIBD», CTYIIEHH KOTOPOH OTPa)XKalOT BO3MOXKHBIC
CTpaTerny B3aMMOAEHCTBHSA BiacTeil M obmecTBa. «[lomHUMAsCH BBEpX IO ITOU
JIECTHUIIE, TOPOACKAas AaAMHHUCTpALUs MOPOXOAUT IyThb OT MAaHUMYIUPOBAaHUS
MHEHHEM JXKUTEJeH U TOJIHOTO MX MCKIIIOUEHHS U3 MpoIiecca IPUHATHS PeIeHuH K

PABHOIIPABHOMY TMAapTHEPCTBY M PAa3[CICHUI0 OTBETCTBEHHOCTH

. IIpu sTom
pPajMKaIbHO JE€MOKpAaTHYECKasi CTPATErus, BeAyllas [0 CYHIECTBY K aHAapXUU B

MPOIECCE YIPABICHUS TOPOJIOM, OKa3bIBACTCA CTONb ke HedpPeKTHBHOH, Kak U

6 3y6apesud H. ITouemy I'eopruii [TonTaBueHKo He MOAXOAMT Ha poiib rybepHatopa [DnexkrponHslii pecype] URL:
http://www.forbes.ru/ekonomika-column/vlast/72605-pochemu-georgii-poltavchenko-ne-podhodit-na-rol-
gubernatora(/lara o6pawenus: 23.05.2017)

147 Arnstein, S. R. A Ladder of Citizen Participation // Journal of the American Institute of Planners, Vol. 35, Ne. 4,
1969. — P. 216-224.

18 Crparernuecknii MacTep-TIaH: HHCTPYMEHT ynpaBieHus Oyaymmm / IHCTUTYT Menna, apXUTEKTyphl U In3aiiHa
Crpenka  strelka.com / Otnevarano B tunorpaduu  «A  Tlpunrty. [Dnexrponnsiii  pecype] URL:
http://2016.mosurbanforum.ru/files/pdf/analiticheskie_obzory/masterplan_book_1_chast.pdf (/lara oGparueHusi:
06.04.2017).
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gpe3MepHO aBTOPHUTApHAs, BEAyIlas K MPSIMOMY MaHMITYIMPOBaHHIO. B nanHOM
BOIpOCE Tepeq TOPOACKON agMHMHHCTpalMed CTOMT HempocTas 3ajada ITOHCKa
«30JIOTOM CepeliMHBb), W Ha JAHHBIH MOMEHT ONTHUMAalbHOW u Haubojee
cOaaHCUPOBAaHHOH MPEACTABIAETCS CHCTEMA, B KOTOPOH IIaBHBIM pa3padoTIUKOM
CTpaTeruu pa3BUTHUS SIBISIIOTCS TOPOJACKUE BIACTH, OAHAKO HA BCEX JTalax ee
CO3JaHUs K yYacTUIO B IPOLECCE MPUHSITUS PELICHUI JOMKHBI NPUBIEKAThCS Kak
BHEIITHUE IKCIEPTHI, TaK U NMPEACTABUTENN OOIIECTBEHHOCTH.

UYToObI PacKpBITh BONPOC O CTETIEHH BKJIIOYEHHOCTH Pa3IMYHBIX aKTOPOB B
npouecc OpeHIUPOBaHUS M MapKeTHHIa TEPPUTOPUH, ITOJHOTE ydeTa HMO3HIUH
PasNMYHBIX TPYNI 10 OTHOUIEHWIO K OpeHOy M HX CcOaJlaHCHPOBaHHOCTH,
HEOOXOIMMO OCTaHOBHTHCS HAa aHAJIHM3€ HCIOIB30BAHUS HOBBIX CETEBBIX (OPM U
HMHCTPYMEHTOB IOBBIIICHUS YPOBHS y4acTHs TOPOKaH B xU3HU MockBbI 1 CaHKT-
[erepOypra. MHOTHE M3 HUX HAXOIAT O(HUIMAIBHOE 3aKpeIUIEHHE B IIPOrpaMMax
TOPOJICKOTO Pa3BUTHS.

Tak, B pamxax HanpasieHus: «OTkpsitas MockBay nporpaMmbl «MockBa —
roposl YAOOHBIH /IS >KU3HW» TOBOPUTCS O NPUHLIMIIHAIBHO HOBOM MOJIXOZE K
BOBJICUCHUIO XKUTENIEH B Mpolecc pa3BUTUs ropoaa: «‘OTkpsITas Mocksa” — 3TO
HE MPOCTO BHEIPEHHE KaHAIOB U HHCTPYMEHTOB B3aMMOIEWCTBHS BIACTH C
rpakiaHamM. DTO B INEPBYIO ouepelb HOBas (UIOCO(GHS YIpaBICHUS, KOTOpas
MOCTPOEHa Ha Tpex Oa30BBIX NPHHIMIIAX: OTKPHITOCTH, BOBJIECYEHHOCTH U
yIoOCTBeN .

ITepBeiM ycrmoBHeM Ha IyTH K oOecriedeHHI0 3()(EKTUBHOTO ydacTHs
TOPOXaH B IPOIIECCE MMPUHATHS PEIICHUH SIBISIETCS JIETKUH M MTHOBEHHBIN TOCTYTI
K 110001 HH(OPMAITNH, OTHOCHTEIEHO IPUHUMAEMBIX PEIICHUH.

B Cankr-IlerepOypre KiIo4eBBIM O(QMIHMAIBHBIM OHJIAHH  pecypcoM
SIBIIIETCSL  CO3LAHHBIM TOpOICKOM anMuHucTpanued mnopran «Ham  ropony,
http://gorod.gov.spb.ru/, Ha koTOpoM TopoXaHe MOTYT HAKCaTh O BO3HUKAKOILIHUX
npobieMax, IIPOroJIOCOBaTh [0 HMHTEPECYIOIMM BompocaM M T. A. Ilopran

IIOCTOSIHHO OOHOBIISETCS M YUYUTBIBACT CTATUCTHUKY IMMOAAaHHBIX COO6H.[€HI/II7[ u

“S [Tporpamma Otkperras Mocksa [Jnextpornsiii pecype] URL: https:/pgu.mos.ru/common/broshura.pdf (Jlara
ob6pamenus: 30.03.2017).
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pemeHHBIX mpobem. CormacHo 3Toi crarncTuke Ha 1 Mas 2017 1., GONBIIMHCTBO
cooOIIeHnii Ha MOpTan IMOCTyMaeT IO IpoOJieMaM, CBS3aHHBIM C HE3aKOHHOU
pexyaMol, TOBPEXICHUEM JOPOXKHOTO IIOKPBHITUS, aBapUHHBIMH  JJOMaMH,
65aroycTpoicTBOM U T. 1.

Jpyro#i odunmanbHeIi TOPTad OTKPHITHIX MaHHBIX 10 CaHkr-IletepOypry
(http://data.gov.spb.ru/)  mpeacrtaBnser  monHBIE  HAOOP  CTATHCTHYECKOM
nH(OpMaIMU 10 BCEM BOIIPOCaM >KMU3HEAESTENBHOCTH roposna. Kpome toro, mpu
nopiepkke Komutera mo wHpopmarmsanuu u cBszu CaHkr-IletepOypra ObLT
pa3paboTaH LeNblid P MOOWIBHBIX NpHIOKeHHH Uil ropoxal: «Ham Caskr-
[erepOypr», «[ocycmyrun Cankr-IlerepOypray», «locycmyru mis 6uzHeca B CII0»,
«Topon mMomom» (aHOHCHI W WHpOPMAIKS O MEPOIPHUATHIX, NPOBOIVMBEIX B
ropone), «Jlenp mpuema rpaxnan», «CMOB CII6» (nmpuiaokeHHe CHCTEMBI
MEXBEIIOMCTBEHHOTO JIEKTPOHHOTO B3auMopeiicteus CII0) u T. )1.150

Ha paiiornom ypoBHe Cankt-llerepOypra momoOHBIE HHHIIMATHBBI TaKXke
Pa3BUBAIOTCSL JOCTATOYHO AaKTHBHO. Tak, MpH MOJJAEPKKE aIMUHHCTPALUH
MocKkoBCKOTO paiioHa JeHCcTByeT HpoeKT «Amiac uaed MOCKOBCKOrO pailoHay.
DTOT pecypc NpH3BaH HaJaIWTh KaHAJI KOMMYHUKAallMM «BJIACTh — OW3HEC —
00IECTBO — JKCIEPTHOE COOOIIECTBO» C LENbI0 PAa3BUTHSI KOHKPETHOTO paioHa
4yepes3 UJEH U IPOEKTHI, NPENI0KEHHbIE TOPOKAHAMU.

Heob6xommmo 3ametuts, uto B Cankt-IletepOypre, B omnane oT MOCKBHI,
aKTHBHEE Pa3BUBAIOTCS HETOCYAAPCTBEHHBIC OHJIAHH IPOEKTHI, KakK, HampuMmep,

«Kpacussrii [TerepOypr»*™*

. Ha stot mopran k 2017 r. moctymmno 6omee 118000
oOpaleHunit, U3 KOTOPBIX ynanock pemuth 6onee 35000 mpobnem. Ipakmanckuit
OHJIAWH pecypc «lOpopcKre MPOEKTh» NMPHU3BAH O0BEAWHUTH WHTEIIICKTya bHBIN
MOTEHIUA JKuTesnel u rocteit CeBepHOI CTONUIIBL, KETAIOUIIX COBEPIIEHCTBOBATD

TOPOJICKOE TPOCTPaHCTBO. JIaHHBI MPOEKT pabdoTaeT MO MNPHUHIMITY OICHKH

Pa3BUTUS U PEHOBALUU OTAEIbHBIX T'OPOJACKUX TEPPUTOPUI, CPEIU KOTOPBIX ILIAH

10 Orpeiteie mammse Cankr-TlerepGypra [Jnexrpornsii pecype] URL: http://data.gov.spb.ru/applications/ (Jlara
obpamienus: 25.03.2017).
51 Kpacueiii IlerepGypr [duexrponnsiii pecype] URL: http://xn--80accfiasjf8cghbfut2k.xn--plai/about (Jlara
obparenus: 25.03.2017).
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pexkoHcTpykiuu  bonbmoit  Mopckodt  ynuibl, IUIaH — PEKOHCTPYKLHMH  YII.
IlInanepHast, YnenbHbIM DapK U T. 1.

Puc 3. Kapra oOpaiuenwuii ¢ caiita «Kpacusslii [TlerepOypr»™

Kpacuebii lletepbypr
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YpoBeHb JOCTYMHOCTH WH(OPMAIMHA M B IEJIOM OTKPBITOCTH OpPTraHOB
TOCYTApCTBCHHON M MYHHIUITAJIBHOW BIaCTH MOCKBBI TaKXKe HOCTATOYHO BBHICOK.
Bcero B oTkpeITOM JocTyme 3mech HaxomgurTcss Oomee 320 0a3 JaHHBIX C

3 C opnom

aktyanpHON uH(opMmanmedr mo 300 TBIC. TOPOACKHX OOBEKTOB
CTOPOHBI, 3TO TOBOPHUT O TPO3PAYHOCTH U Oe30aprepHOi MHYOPMATHOHHOH cpene,
HO, C APYToi, OrpoOMHOE KOJMYECTBO PA3IMUYHBIX BeO-TIaTGopM M CepBHUCOB
JleNlaeT BO3MOXKHOCTh pa300paTbcsi M CHCTEMAaTH3MPOBAaTh UX IS TOPOXKaHWHA
BecbMa HWILTIO30pHOH. B pamkax mporpammbl «OTKpbITass MOCKBa» HW3HAYaILHO

OBLIO BBIJACIJICHO ITATh OCHOBHBIX HaHpaBJ'IeHI/Iﬁ JACATCIIBHOCTH:

152 Kpacussiit Iletepbypr [dnexrponnsiii pecype] URL:  http://xn--80accfiasjf8cghbfut2k.xn--plai/map (Jlara
obparenus: 25.03.2017).

53MexaHM3MBI COTPYIHHUECTBA NPABHTENHCTBA M HACEIECHHS TOPOA: CHCTEMATH3AIis MHPOBOTO onbiTa Kparkoe
M3JI0XKCHHUE Pe3yIbTaToB nccienoBanus Uit Kondeperunu «Bacts U rpaxane: TeXHOIOTHH COTPYJHHYECTBAY B
pamkax IV MockoBckoro ypbanuctudeckoro gpopyma. MockoBckuit ypOanuctuyeckuit popym Mocksa, 2014.
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— «pacKpHITHE NAHHBIX O AEATENBHOCTH BIACTH M TOPOJCKHX OOBEKTaX
(TopraJt OTKpBITEIX JaHHBIX Data.Mos.Ru);

— TepeBOJ| TOCYIApCTBEHHBIX YCIYr B OJIEKTPOHHBIA (opmar (moprain
Pgu.Mos.Ru);

— CcO3aHME€ W PAa3BUTHE CETH MHOTO(QYHKLUHOHAIBHBIX LIEHTPOB
MpeaoCTaBIeHUs ropolckux yciyr (MOLI);

— TIpenoCTaBICHHE BO3MOKHOCTH KOHTPONISL 3a KadeCTBOM pabOTHI
TOPOICKHX CiTyk0 (nH(bopMarmoHHbI optan «Harr ropom» — Gorod.Mos.Ru);

— CO3aHUE CHUCTEMBI IEKTPOHHOTO TOJIOCOBAHUS MO aKTYyaJIbHBIM BOIIPOCAM
TOPOICKON JKU3HU (IPUIIOKEHUE «AKTUBHBIHN IrpakaaHuE» — Ag.Mos.Ru)»*.

B cooTBeTcTBHY € ATHMH HANPaBICHUSAMH aIMUHHUCTPAIHS TOPOAA HAYWHACT
BHEJIPATh HaMEHee 3aTpaTHbIe MHCTPYMEHTHI cOopa M 00paboTku HHGOpMAIU
(KpayaCOpCHHTOBBIE TEXHOJIOTHH, CIICIMATbHBIE CEPBHUCHI COIMAIBHBIX CETEH,
crieranbHble UHTEPHET-cepBUCHI). CETOHs B «3JIEKTPOHHBIN QopMaT mepeBeeHo
114 ycayr u 20 cepBucos, 6onee 50% o0OCITy)KUBaHUSI TPOBOXUTCS B OHJIAIH-

pexume» =

. Hampuwmep, mo BompocaM TropojcKOro OnaroycTpoicTBa ropokaHe
MOTYT OOpaTtuThCsi Ha NpoQuIbHBIE BeO-TUIATGOPMBI, TJe KPYIIOCYTOYHAs
MojIepanus M03BOJsIeT 00eCIeunBaTh MOJIb30BaTEICH OTBETOM B TEUCHUE 8 IHEH.
IMo manmpM Ha koHen 2016 r, B cyTku oOpabateiBaeTcs B cpemHem mo 2000
KOMMEHTapueB™.

Bricokmii ypoBeHb pa3BHTHS CETEBOW WHQPPACTPYKTYpHI ropomaa (CTerneHb
TIPOHUKHOBEHUS DIIEKTPOHHBIX TEXHOJOTHH, ypPOBEHb CETEBOH TPAMOTHOCTH
HaceJeHUs W T. JI.) MO3BOJISTIOT MOCKBE 3aHMMATh YBEPEHHBIC TO3WIIMU CpPEIH
MHUPOBBIX JUAEepOB. CerofgHs MO YPOBHIO Pa3BUTHS AIIEKTPOHHOTO YIPABICHUS U
HH(POPMAIIMOHHOU OTKPBITOCTH MOCKBA HAXOAUTCS B TPYIIIE «HOBBIX JHICPOBY», B

OITHOM psIy C TaKUMHU TopoiamH, kKak bysnoc-Aiipec, Crambyn, Ceyn u ap., 3a

S4Crparermueckuit MacTep-TuTaH: MHCTPYMEHT yTpaBieHHs Gyaymmm / MHCTHTYT Meua, apXHTEKTYphI H AH3aiiHa

Crpenka strelka.com / Ortnedarano B tumorpadpum «A  Ilpunt». [Dnexrponnsii pecypc] URL:
http://2016.mosurbanforum.ru/files/pdf/analiticheskie_obzory/masterplan_book_1_chast.pdf (Jlara oGpamenus:
29.10.2016).

5 Pnrepsbio  E.llnakapyk [Dmekrpormsii pecype] URL: http://tv.m24.ru/videos/32102 (Jlata oGpareHus:
25.10.2016).

56Mexann3mer COTPYIHHYECTBA NPABUTENILCTBA U HACEJICHUS TOPOJA: CHCTEMaTH3alus MUpOBoro ombita Kparkoe
U3JI0KEHHE Pe3yIbTaToB HccnenoBanus it Kondepenun «Biacte n rpaxiaHe: TEXHOIOIUH COTPYIHHYCCTBAY B
pamkax IV MockoBckoro ypbanuctudeckoro gpopyma. MockoBckuii ypoanuctuueckuii popym Mocksa, 2014.


http://2016.mosurbanforum.ru/files/pdf/analiticheskie_obzory/masterplan_book_1_chast.pdf
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KOPOTKOE BpeMs JNOTHABIIMX TPAAWIMOHHBIX Juaepos: Jlonmon, Jloc-Anmxenec,
[Tapux, HLIO-fIOpK u gap. ComacHO MHEHHIO O3KCIEPTOB-YpOAHHCTOB,
«poccuiickas CTONHUIIA HE YCTyMmaeT TropomaMm-iaujaepaM HH II0 Pa3sHOOOpa3uio
CEPBHUCOB, HH MO CTCIICHH UX MPOPa00TaHHOCTH Ha MPOTSHKCHUH BCETO MpoIecca —
oT cOopa ¥ mpenocTaBlieHns] UHOOPMALMK HACEJCHHUIO 10 MOJIYyYeHUs] 00paTHOM
CBSI3M U pealM3alluu NMpejIoKeHUI rOpokaH B KOHKPETHBIX MPOEKTaX pa3BUTHUS

ropona»*’

. BaxxHO, 9TO 3HAYHUTENBHBIIN aKICHT 37eCh IenaeTcs Ha (OpMUpOBaHUH
KYJIBTYphl COTPYIHHYECTBA W COYy4YacTHs B IPOIECCce NMPHHATHS YIPaBICHYESCKHAX
peIIeHAI Ha YPOBHE TOPOJA.

Cpenu mpodnx 0co00 BEIENNM CEPBUC «AKTHBHBIN T'pakIaHUH», KOTOPBIA
YBEpEHHO JHIUPYeT Yy TOJb30BaTesieli B KadecTBE KaHajla KOMMYHHUKAIIUH
«BIIACTH — TPAKIAHUHY». 3NIeCh HamOoJee BaXKHBIM TMokasareneM 3(dekTuBHOCTH
SIBIISICTCS] KOJIMYECTBO JIIONCH, MPUHSBUIMX yYacTHE B OHJIAHH-TOJIOCOBAHUU WU
ompoce. Ilo cBepeHMSIM MOIEPaTOPOB, «B KaXIOM OIPOCE YYAaCTBYIOT MUHHUMYM
100000 uenoBek (4YTO SBISETCS YHHMKAIBHOH 1O 00BEMY BBIOOPKOW), B CaMbIX

nonyasipHeix — 10 200000 yemoBex»™®

. Enena lllunkapyk, ogHa u3 coznarenel
MPUIOKCHUST «AKTUBHBIN TPaXJaHHH», B JKCICPTHOM HHTEPBHIO OOBSCHHIA
MPUHIHMIBL JeUcTBHS TuIaTGopmbl: «Mbl TOHMMAaeM, YTO OYCHb MHOTHE PEIICHHS
BJACTH Ha CaMOM JIeJ€ BaKHbl M MHTEPECHBI FOpOXKaHaM, TAaK YTO MBI MOXKEM
OnMparbes Ha y4eT ux MHeHus. [la, Mbl o3eneHseM ropof. [la, Mbl peMOHTHpYeM
nerckue Tuiomanku. Ho kakoe KOHKpeTHO 1epeBO BO JBOPE MOCAAUTH MIIA B KAKOM
IBET TIOKPACUTh JETCKYyI0 IUTOMANKy, B OOMEM-TO MOTYT pELINTh CaMH
MOCKBHYH» ™,

Ho, HecmoTpst Ha HalMyuMe WHULMATUBHBIX OHJIANH MpPOEKTOB, B MockBe
OCTAIOTCSI HEPCIICHHBIMU S]] BOMPOCOB, CBS3aHHBIX C OOeCHeYeHUEM
3¢ GEeKTUBHON KOOPAWHAIINY PA3IMIHBIX YPOBHEH BIIACTH, YTO MPEIONPENEISIeTCS
B MEPBYIO OYepeib CHenu(UKON YIPaBICHYCCKOW KYIbTYPhl U HEUIKUTHIMH [0

CUX MOp araBU3MaMHU aBTOopUTapHOM Moaenu ynpasineHus lO. M. Jlyxkosa.

57 Tam ke, 2014.

' Ta sxe, 2014.
% Yurepeoio E. lnukapyk [Dnexrpormbiii pecype] URL: http://tv.m24.ru/videos/32102 (lata o6pameus:
25.10.2016).
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TpyaHOCTH B BOIPOCAX CHHXPOHU3AINH ACATSIFHOCTH CMEXHBIX JIEIIapTaMEHTOB
[0 peanu3aldd OOO3HAYCHHBIX B IIPOrpaMMe HAaNpaBiICHHH, HEI0CTaTOYHAs
KOOpAuHauus paboThl TOPOACKUX U (enepanbHbIX CIyKO 0e3yclIoBHO He
CIOCOOCTBYET YCHEHIHOMY OpEHIHHTY CTOIHIIBI.

IMoka3zarenpHO WILTIOCTpaIKeit MpoosieMbl HeAPPEKTUBHON KOMMYHHUKAILIH
W OTCYTCTBUSI JOJDKHON CHHXPOHH3AIMU B PA0OTE TOPOICKMX KOMHUTETOB SIBIISIETCS
mporece pa3paboTKu TYpHUCTHYECKOTO JIOroTHIIA Toposa. Haunnas c ampens-mas
2012 r. mpaBUTEIHLCTBO MOCKBBI HHUITUMPOBAJIO TSHACP Ha TPU MUJUTMOHA PyOIIeH
Ha pa3pabOTKy MAapKEeTHHIOBOI KOHHEmIuH MOCKBBI, BKIIOYAIOIIEH co3laHue
OpeHnOyka. B KkadecTBe KIIIOUEBOW MENEBOH ayAWTOPHH OBUIM OIIPEAEIICHEI
MOCENIAIONINE TOpoJ TypucThl. B pesymbrare koHkypca cpemu 13 xommnaHuit
mobeny omep)kasio OpPEHIMHTOBOE areHTCTBO «OH-Ty-3€T pHcepy», BXOAAIIEE B
rpymnny kommanuil «Stas Marketing». OqHako UToTH paboTHl «H-Ty-3eT prucep»
He OBIIM OMyONMKOBAaHBI B OTKPBITOM JAOCTyIle M B ceHTs0pe 2012 1. Mdpus
00bsIBUIIA HOBBIII KOHKYpC Ha pa3paboOTKy JIoroTuna ropoja. IlapamiensHo Obu1
0ObBsIBIIEH HApOAHBII KOHKYpPC WJEH Al BCEX MKENAIOIINX, BKIIOYAIOIIUK TpH
HOMMHALIMM: «WJes W KOHLENUMs OpeHaa», «IOTrOTHH OpeHJa» W «cCJoraH
Openna». IIpenmonaranock, 4To 0OOOLIEHHBIE HPEIUIOKEHHS YYaCTHUKOB OyIyT
UCITIOJIB30BATECS TIPH  pa3paboTke wuroroBoro cumbona. OmgHako, B 2013 T.
TOPOJICKOH aJAMHHHUCTpPAIMU TNPHUIIIOCh BHOBb OOBSBUTH KOHKYPC Ha pa3paboTKy
OpennOyka MOCKBBI C JIOTOTHIIOM M CJOTaHOM, Ha 3TOT pa3 BKIIOYas TaKHe
COCTaBIIOIIME, KaK pPEKIaMHbIE M MHAp-MEPONpHUATHS, MPOABIKECHUE B
COIMANBHBIX CETAX, a TakkKe HHTerpanuio OpeHma B TOPOICKYIO cpermy
MIOCPEIICTBOM yKa3aTelel M BBIBECOK € ero m3oOpakeHueMm. OmHaKo dyepe3 1Ba

Mecsilia ¥ 3TOT KOHKYpPC ObLII OTMEHEH.
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Puc. 4. Jlorotunt «Heart of Moscowy», 2011 .

Puc. 5. Jlorotun mpoekra «Mocksa — st Te0s!», 2011 r.

.00

Puc. 6. Jlororur, paspaboranusiii Buramem Perackum, 2011 1.

M
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Puc. 7. Jlorotin MockBsl, pa3paboTanusrii «Ctyaneit Apremus Jlebeneray.

* MOCKBA

B pesynbraTte Oonee ueM ABYXJIETHUX YCHJIMM afMHHUCTpaLUH MOCKBBHI B
suBape 2015 r. rmaBa Komurera mo typusmy r. Mockssl Cepreil Ilnunbko
3asBun ", uro aremtctBo «Minale Tattersfield» paspaGotano ams MockBel
ouIMaANBHEIA JIOTOTUII C TYPUCTUYECKOH CHMBONMKON W cinoraH «He mpocrto
ropomay.

Puc. 8. Jlorotur, paspabotannsiii «Minale Tattersfield»

MOE
KBA

Takas MCUIUTCIBbHOCTh W HCOIPCACICHHOCTL B IIpOLECCe pa3pa60T1<e

CHUMBOJIMKA MOCKBBI TOBOPUT 00 OTCYTCTBHHU LECJIIBHOT'O 6PCHHHHFOFO 3aMbICJIa U

180 Cerepoc m3manme M24[Dnexrpormbiii pecype] URL: hitp://www.m24.ru/articles/64249 (Jlata oGpamerms:

25.01.2017)
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oOpenuHAIOmEel wuaen. Bece mompsaauuky B OOJNBHOIEH CTENEHHW OTPA3WIH JIHIIb
BH3YyaJIbHBIA 00pa3 ropoja — JIOTOTHII, He BCTPOCHHBIN B IENBHYI0 OPEHIUHTOBYIO
U MapKETUHTOBYIO CTPATEIHHU.

Takum oOpasoM, yke B Hayaje pabOTHl HaJ TEPPUTOPHAIBEHBIM OpEHIOM
IIpaBurenbcTtBO MOCKBBI HE CMOINIO aJEKBAaTHO IIOCTABUTH 3a1aud, HaJIaIUTh
KauyecTBeHHOE M 3(P(EeKTHBHOE B3aUMOJECHUCTBHE B PabOTE CMEKHBIX TOPOJICKHX
KOMHUTETOB M COOTBETCTBEHHO HE JOOWJIOCH pENeBaHTHOTO pe3ysbTaTa, a
KOMITaHHH, y4aCTBOBABIIHE B COOTBETCTBYIOIUX KOHKYypcax,
CKOHIIGHTPHPOBAINCh, Kak u B ciydae Cankr-IlerepOypra, Ha BH3yaIbHOM
BBIpKEHUN OpeHna. B pesynmbrare pa3paOoTaHHBIC JOTOTHIBI BRIVISAAT CTHIBHO,
HO HOCST OOJIbIIIe HEUTPAJIBHBIA XapaKTep M HE OTPAXKAIOT HUKAKOW CIEIU(HKH,
MIPUCYIIeHl MOCKBHYAaM M BBIJCISAIOIIMX HX KaK TOpojckoe coolmecTBo. Bee 31o
TakKe TOBOPHUT O HEJOCTaTOYHOW  A(PQPEKTUBHOCTH  KOOPAWHAIIMOHHBIX
MEXaHU3MOB y4acTHsl B 3TOM IIpoLiecce.

Cnenyromuit ~ KpUTepUil,  BBIJCNEHHBIH B paMKaXx  IOJMUTHKO-
aJMUHHCTPAaTUBHOM KOMIIOHEHTBI, — CTEHNEHb BOBJICUEHHOCTH pPa3JIUUHBIX
MOJMTHYECKUX AaKTOPOB B IPOLECC pPa3padOTKU M aKTyaJH3alUu ITOBECTKH
OpennupoBaHust Tepputopuud. WM 3aech  HEOOXOAUMBIM  IPENCTaBIAETCS
IpOAaHANIU3UPOBATh POIb M BIMSHUE JPYTUX MOJIUTUYECKUX aKTOPOB Ha
(dbopMHpOBaHUE MOJIOKUTEIBHOTO UMHIXKA U Pa3BUTHE T'OPOJICKOTO MPOCTPAHCTBA
Mockssl u Cankr-IleTepOypra.

AHnamm3  copep)kaHHs ~ NPOTPaMMHBIX ~ JOKYMEHTOB U IPOEKTOB
PETHOHAILHBIX OTJAEICHUN MOoMUTHIeCKUX napTuii B Mockse u CankT-IletepOypre
[IOKa3aJl B L1€JIOM HEJOCTATOYHYI0 BOBICYEHHOCTh U HU3KYIO aKTUBHOCTb ITapTUH B
npolecce TePPUTOPHAILHOTO OpeHanpoBanus. [lonuTnueckue napTum peaausyroT
B OCHOBHOM IIPOEKTBI, 3alMMCTBOBAHHBIE M3 CTPATETMYECKOIO IUIaHA DPA3BUTHA
ropoga JMOO TOXIECTBEHHbIE HM. Tak, pErHMoHaJbHBIE OTJEICHUS MapTHH

1

«Enunas Poccus» B Canxr-IlerepOypre !y B Mockse * MOAJEPKUBAIOT U

18! Mapruituere npoextsr mapruu «Emuuas Poccus» B Cauxr-TlerepGypre [Dmextpommsiii pecypc] URL:
http://spb.er.ru/party/projects/ ([lara o6pamenus: 20.04.2017).

Tapruiinple  mpoektsl maptun  «Exunas  Pocecws» B Mockse  [Dmekrponnslii  pecype]  URL:
http://moscow.er.ru/party/projects/ ([lara o6pamenns: 20.04.2017).


http://spb.er.ru/party/projects/
http://moscow.er.ru/party/projects/
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MOMyNISAPU3UPYIOT B OCHOBHOM  (hefepanbHBIE MPOEKTHI IO  TOPOACKOMY
0J1aroyCTpONCTBY, Pa3BUTHIO KOM(OPTHOH, Oe30apbepHOil Cpembl, MEpONPHUITHS,
HalleJICHHBIE Ha COBEPILEHCTBOBaHHE chep 00pa3oBaHMs U 3paBOOXPAHECHUSL.

B Mockse paboTa pErHOHANBHOTO OTHCICHUS ITAPTHH, B KOHTEKCTE
6peH[ll/IpOBaHI/IH CTOJIULBI, UACT B HCCKOJIBKMUX HAIIPAaBJICHUMAX:

- TIPUPOAOOXPAHHOM, BKIIOYAIONIEM TaKWe NPOCKTh, Kak «CaemaeM
BMecTe!» (YPOKH DKOJOTHYECKOTO MPOCBEHICHHUS), «3eNeHbIH Tosc MOCKBBI»
(TIPOEKT HaIleJIeH Ha CO3/IaHue B CTOJUIIE 0CO00 OXPaHSIEMBIX 3€JICHBIX 30H);

- TIOBBIMICHUE KAa4eCTBa KM3HU MOCKBHYEH M POCT KPEaTHBHOTO KAaIHTAJa:
mpoekt «[pakmaHCKUI yYHUBEPCHTET» (CO3MaHHE MHOTOYPOBHEBOW CHCTEMBI
00y4YeHHsI TPaXkTaHCKUX aKTUBUCTOR);

- TIPOEKTHI IO Pa3BUTHIO KOM(OPTHON TOPOACKOH Cpensl — Kak, HalpuMep,
«be3onacHas cTonuua» u mp.

B Cankr-TletepOypre paboTra perHOHATBHOTO OTIECNCHUSI MApTHH TakKe B
OoJbliell CTENEHW COCPEJOTOUCHA Ha peanu3anuu (eaepajabHbIX MapTUHHBIX
MPOCKTOB, TakuxX Kak: «Hapomueiii koHTpomb», «Mcropuueckas mNamsThy,
«Toponckast cpena», «Enunas crpana — MOCTyIHAs cpenay, «Dkonorus Poccumy,
«3nopoBoe Oynyee», «Jlerckuii criopt», «be3onacHsie 10poru» 1 T. 1.

Jpyrue NONUTHYECKHE TMApTHH TaKKEe JIEMOHCTPUPYIOT CpPaBHUTEIBHO
HU3KYI0 aKTHBHOCTH B BOIPOCAX PETHOHAIBHOTO OpeHauHra MOCKBBI M CaHKT-
IlerepOypra. B kauecTBe peakuxX NPHMEPOB TakOW pabOTBI MOXKHO IPHUBECTH
crnexyromue. PernonansHoe otnenenne naptuu «CrpasemmBas Poccus» B CaHKT-
[TeTepOypre pazpaboTaio OTpacieByl0 MPOOIEMHYI0 CeTh, 0a3sHPYIONIYIOCS Ha
CIelHalbHO CO3IaHHON OHJIalH-TIaTGopMe: MapTHs IpeiaraeT TropoXkaHam
MHTEPAKTUBHYIO KapTy, II€ OHU MOIYT HAalUCaTh O BO3HUKAIOIIUX TOPOACKUX
npo6iremax B chepax KKX, GraroycrpoiicTea u 1opor--.

Mockogckoe otaenenue «[laprun Pocra» 3adukcupoBaio Ha cBoeM caiiTe
HaIpapJICHUsT PabOTHI, KOTOPBIE MOIIIK OBI CIIOCOOCTBOBATH MPOABMKECHUIO OpeHIa

MOCKBEI:

163 Tlopran mnaprun «CrpaseumBas Poccus» «M3menn Cankr-IlerepOypry» [Diexrponnsiii pecype] URL:
http://www.izmenispb.ru/ (J{ara o6pamenns: 17.02.2017).


http://www.izmenispb.ru/
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- CTUMYJIMPOBAHHUE KaHAJIOB KOMMYHHKAIIUU «BJIACTb — TPAXKIAHCKOEC
obmiectBoy» (#CrmpocuMockBuueit);

- PpasBUTHUC MAJOro HOpeANpUHUMATCILCTBA W  MarasuHoOB IIarOBOM
noctynHocTu («Xie6, MOJIOKO, OBOIIH — Y JIOMa»);

- IPOJIBMIKEHHE DKOIOTUYECKHX MpoekToB («Hucras MockBay).

OHAKO TOMYEpPKHEM, YTO pEalM3allds 3THX MPOCKTOB HIET OILTH JKE B
pamMkax (eeparbHON MAPTHAHOM MPOTPAMMBL U UMEET CIIa0YI0 JTOKATU3ALIHIO.

B 1enoM MOXHO clenarb BBIBOJ O SBHO HEJOCTATOYHOM YYacTHH
HOJUTHYECKUX MAPTUH B BHICTPAaUBaHUH ()(PEKTHBHOTO OpEeHIa IBYX CTOJIUYHBIX
rOpOIOB, YTO MOXHO OOBSACHHTH 3HAYUTEIHHOM LEHTpAIN3alUeil NapTHIHBIX

YIPaBICHYECKUX CTPYKTYP U YHUBEpCAIN3aLUEH TOIUTUUECKON IIOBECTKH AHS.

B nmanHOli rmaBe OBUT MPOBENCH CPABHUTEIBHBIA aHAIN3 TPEX KITFOUEBBIX
KOMIIOHEHT TeppHUTOpHaIbHOTO OpeHanpoBanus Mockssl u CaHkT-IletepOypra.

Bo-nepBeIX, HEOOXOAMMO MHOAYEPKHYTh, YTO TOPOACKHE INPOrpaMMbl IO
Pa3BUTUIO MHHOBALIMOHHBIX HKOHOMHYECKHX 30H M MOIAEPKKE MO3UTUBHOIO
UHBECTUIIMOHHOTO UMHJKAa TEPPUTOPUHA  BEeAyT K  3aMETHOMY  pOCTY
mpuBiekarenbHocTH  kak  MockBbl, Tak u  Cankr-IlerepOypra.  Oto
CBUJICTEILCTBYET 00 S(MQPEKTUBHOW peatn3ald SKOHOMHYCCKOW KOMIOHCHTHI
CTpaTerny OpeHINPOBAaHUS TEPPUTOPUH B aHAIM3UPYEMBIX ciiydasx. Heobxommmo
OTMETHTh, YTO MockBa oOmamgaeT psAOM OOBEKTUBHBIX IPEHUMYILIECTB,
00eCIIeunBarOINX IMO3UTHBHBIN WHBECTUIIMOHHBIH WMHIDK TOPOJAA: CTONHYHBIN
cTaryc, OMM30CTh K HMHCTUTYTaM (QeaepasibHON BIACTH; BBICOKAs OOKETHAS
00€CIIe4eHHOCTh; BBICOKOE KaueCTBO YEIOBEYECKOTO KamuTana, (GpopMHupyrolee
6a3y A7 MHTEHCHBHOTO POCTa KPEaTUBHOIO KalWTalla; KaueCTBEHHAas TOpojcKas
nHQpPACTPyKTypa W  TPAHCIOPTHO-JOTHCTHYECKWHA  IOTEHOHAI  TOpOJa;
MHTEHCUBHOE Pa3BUTHE HHCTPYMEHTOB TOCYAApPCTBEHHO-YaCTHOTO IMapTHEPCTBA.
Bce 3T0 maeT BO3MOXHOCTBH TOPOJCKOM agMHMHUCTpalUd B Oojbliell CTEeNeHH
COCPEJOTOUMTECSI Ha MPOEKTaX, HaNpaBICHHBIX Ha TapMOHHUYHOE pa3BUTHE
TOPOJCKOTO MPOCTPAHCTBA C AKLEHTOM Ha BBICOKOTEXHOJIOTUYHOE MIPOU3BOACTBO U

co3faHue KpeaTHBHBIX MHAycTpuil. CaHkr-IleTepOypr, ocraBasch IOKa B TEHH
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CTONIMIIBI, TEM HE MEHEee TaKKe aKTHBHO HAOWpaeT TEeMITl HWHBECTUIIOHHOTO
pocrta, HCIIOIb3ys TPaAUIMOHHEIE I TOpojia MPEeUMYILECTBa IEHTPa KyIbTyphl U
TypHU3Ma, 4YTO HEMHUHYEMO JOJKHO ONarompuaTHO CKa3aTbCs U Ha YCTOIUMBOCTH
HKOHOMHYECKOH cocTapistomeii Operna Cankr-IlerepOypra.

Bo-BTOphIX, TpOBENEHHBII aHaNIM3 IIOKa3al, 4YTO Ooliee BBICOKHE
HKOHOMHMYECKHE TOKa3aren MOCKBBI IO3BOJSIIOT e€i  Oosmee TMONHO |
cOaaHCUPOBAaHHO Pa3BHBAaTh COIMOKYJIBTYPHYIO KOMIIOHEHTY TE€PPHTOPHAIBLHOTO
OpeHanpoBaHMsl CTONMUNBL V30paHHBIE CTpPAaTerMH pPa3BUTHUS U TIEPBBIE WTOTH
MMIUIEMEHTAIMN TUIAaHOB OTPa)KaloT CTAHOBJIEHHE (IIyCTh M Ha Ha4YaJbHOM JTare)
HOBOM KpeaTMBHOH CTONMIBI HE Toiabko Poccmu, HO M BCEro MOCTCOBETCKOIO
npoctpancTBa. Cankr-IlerepOypr, HECMOTpS Ha OTCTaBaHHE B IKOHOMHYECKOM
KOMIIOHEHTE X TPOTHUBOPEYMS B TIpollecce KOHCTPYHMPOBAHHS TOPOICKOH
WACHTHYHOCTH, TAaKXKE HEMOHCTPUPYET MO3WTHUBHYIO TUHAMUKY KauecTBA >KU3HH
TOPOXaH, YTO HECOMHEHHO OJIaroIpUsATHO BIHSIET Ha OpEHINPOBAHNE TEPPUTOPHUH,
HO B TO JX€ BpeMs OTpakaeT HecOaJaHCHPOBAHHOCTh pPAa3JIMYHBIX YacTed
COLIMOKYJIBTYPHOH M 3KOHOMHMYECKOH KoMNoHeHT. B ciywyae Cankr-IlerepOypra
OCHOBHOH mpoOneMoif OKa3blBaeTCAd BOMPOC KOOPAMHAIMU MEXCEKTOPHOTO
B3aUMOAEHCTBUS U 00eCIIeUeHHs] OTKPBITOM FOPOACKON MOIUTUKY PA3BUTHS.

B-Tpetbux, aHam3 MOIUTUKO-aJMUHUCTPATUBHON KOMIIOHEHTBI
TeppuTopHansHoro OpeHaupoBanust MockBel u Cankr-IletepOypra mokasain, 4to
pecypcsl M BO3MOXKHOCTH aJMHHHCTpanii cyopektoB PD B paccmarprBaeMoit
cepe OKa3pIBAlOTCS BECbMa OTrPAHMUYECHBI 0€3 HCIOMB30BAHUS PA3IUIHBIX
MexaHn3MOB ydacTua. C OIHOH CTOPOHBI, HEOOXOIMMO PACIIUPATH TPAXKIAHCKOE
ydacThe, YTO peajau3yercss B 00OMX TOpojax IOCPEICTBOM CIEIMATbHBIX
porpaMM M TIPOEKTOB, HO C JIpyrOd CTOPOHBI — HEOOXOAMMO CO31aTh M
obecrieunth 3¢ ¢dexTrBHOEC (QYHKIMOHMPOBAHNE HWHCTPYMEHTOB KOOPAWHALNHU H
COTPYAHUYECTBA MEXITY BCEMH 3aMHTEPECOBAHHBIMU aKTOpamH,
MPEJCTABISIONMMH OpraHbl TOCYIapCTBEHHOM BIIACTH, OHM3HEC-COOOIECTBO M
rpakIaHCKOE OOIIECTBO.

Oco0yro posb B YCIIEIIHOCTH 3TOTO IIPOIlecca UrpaeT CTWIIb YIpaBlICHUS,

peanuszyeMblii pyKOBOACTBOM cyObekra. Kak Obul0 TOKa3aHO B TpeTheM
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naparpade, I. C. Ilonrapuerko u C. C. CoOSHUH TPUAEPKUBAIOTCS Pa3THIHBIX
yIpaBlIeHYECKUX CTHieH. Map MOCKBBI JeMOHCTpUpPYET OoJiee OTKPBITHIA CTHUIIb
CUTH-MEHEKMEHTA, HAMpaBICHHBIA MPEXIe BCETO Ha COIIACOBaHWE MHTEPECOB
pPa3NUYHBIX CYOBCKTOB PETHOHANBHOW TIONUTHKH ¥ OTIMYAIOIIMACI TaKOH
0COOCHHOCTBIO, KaK «MHTCPAKTUBHAS NyOIMYHOCTH». HampoTu, rybepHaTop
Canxkr-IletepOypra I. C. IlonTaBueHKo npuaepKUBacTCs 0oJee 3aKPBITOTO CTHIIS
YOpaBiI€HUS TOPOAOM, MHUHHMM3HPYS HIpPU OSTOM CHEKTP KOOPAMHAIIMOHHBIX
MPOIEAYp W HMHCTPYMEHTOB, KOTOpBIE CBOAATCS dHamle Bcero K (opmaibHO-
[IPaBOBOMY PETYIUPOBAHHUIO.

Kak sicHO mpomeMOHCTPHpOBaN HEOTHOZHAYHBIA IIPOIECC BBIPAOOTKH
TyPUCTHUECKUX JIOTOTHIIOB ¥  CONYTCTBYIONIEH CHMBOJHMKH, B 000WX
aHATM3UPYEMBIX TOPOAAX CTPAaTeTHH TEPPUTOPHAIHHOTO OpEHIMPOBAHUS CKOpee
HaXOMATCS B CTaIUM pa3pabOTKH, UM HE XBaTaeT LEIFHOCTH, COaTaHCHPOBAHHOCTH
U coJlepKaTeIbHOW HOBU3HBI.

Kak Opui0 OTMeEdeHO BbINIE, camMO MO cebe pa3BUTHE OpeHAa HE MOXKET
W3MEHUTb TOpOA, HO CHOCOOHO TIOCHY)KUThb KaTalu3aTopoM MPOLECCOB
MPOJBIKEHUST TOpofa B MIOOANbHOM ceTeBOd HH(OPMAIMOHHON cpeme. **
VYenemHplii  OpeHJ; TEpPUTOPUM PACKPHIBAET €€ TeOKYIBTYPHBIA IOTEHIHMA,
CO3/1a€T LIMPOKHUH CIEKTP BO3MOXXHOCTEH [JIs1 JOJTOCPOYHOTO MPHUpPALICHHUS
YEeIIOBEYECKUX M MaTepUabHBIX aKTHBOB TOpOAA, OOECHEeYMBACT IIEIIOCTHOCTh

CTpare€ruv CPEAHECPOIHOTO U JOJITOCPOIHOTO PA3BUTHA.

184Scaramanga M. Talking about art(s): A theoretical framework clarifying the association between culture and place

branding // Journal of Place Management and Development. 2012. Vol. 5. Ne 1. P. 70-80.
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3AK/IIOYEHUE

B HOBBIX yCHOBHAX IIOOAIM3UPOBAHHON, IU(POBOH OSKOHOMUKH H
oOIecTBa, OCHOBAaHHOTO HA 3HAHUU, TPAAMUIMOHHBIM, pearupyromuil Moaxox K
TOCYIapCTBEHHOMY  YNPABICHHIO  CIIOKHBIMH  CETEBBIMHM  OOpa30BaHMUSIMH,
COCTOSIIIUMH M3 MHOXECTBAa aKTOPOB, JODKEH OBITH 3aMEHEH MpO-aKTUBHBIM
MIO/IXOI0OM, OCHOBAaHHBIM Ha BOBJICUCHUH TpakAaH, OW3Heca M OOIIECTBEHHBIX
OpraHu3aluil HEMOCPEACTBEHHO B MPOLECC NPUHATUS PELIEHUI U MOCTENEHHOM
(hOpPMHUPOBAHUH MOJEH CO-OOIIECTBEHHOTO YIPaBICHUS.

IIpo-akTHBHEINA MOAXON HpeArnojaraeT MPOBEACHHE HAyYHO-000CHOBAHHOM
AQHATUTUYECKOH M MPOTHOCTHYECKOM pPabOTHI MO MOACTMPOBAHMIO DPA3IHMIHBIX
CIICHApUEeB DPA3BUTHUS TEPPUTOPHUI, C yu4eTOM MHOXKECTBAa BHEIIHUX (DaKTOPOB.
B ycoBMsIX HEpaBHOBECHOM M YpE3BBYAMHO HM3MEHUYMBOH Cpensl 3(PQPEKTHBHO
peanu3oBaTh Takyl0 pabOTy BO3MOXKHO JIMIIb HCIONB3YS IpEeUMyIIecTBa
KOJIJIEKTUBHOTO pa3yMa (KpayJCOPCUHIOBbIE TEXHOJIOTUU) U YUUTBIBASI KaK MOXKHO
GorbIiee KOJIMUYECTBO (DAKTOPOB, BIMSIONIIMX HA YCIEX WM HEyCIIeX pealn3aluu
TOTO WJIM MHOTO cleHapus. J[pyroe BaxkHeiflee HampaBieHHE — 3TO COOCTBEHHO
IIPO-aKTUBHOCTH, T. €. paboTa Ha onepexeHne — GpopMupoBanne oOpasa xKenaemMoro
COCTOSIHUSI YIIPABIIIEMOTO OOBEKTa M €r0 pealn3alys B KOHKPETHBIX COIHAIbHO-
HSKOHOMHYECKHX M T€OKYIBTypHBIX yCIOBUSAX. VIMEHHO ¢ HUM B IEPBYIO O4Yepenb
CBSI3aHBl TEXHOJIOTMM OpeHOWHTa M MapKeTHHra TEPPUTOPHH, MOIPOOHO
PacCMOTPEHHBIE B IIPECTABICHHOM HCCIIETOBAHHH.

Kak Opil0 TmOKa3aHO B TMEpPBOH TNIaBe, MPOILECCH  IIO0AIM3aIuN
CIOCOOCTBOBAIM CO3J@HMI0 MHPOBOTO pBIHKA DPErHOHOB, Ine B OOpnOy 3a
MaTepualbHble 1 HeMaTepHuaIbHbIe PECYpChl BCTYNaroT caMu Teppuropuu. OTcrona
TEXHOJOTUN OpEeHIWHIa W MapKeTHHIa IMPEICTABIAIOTCS Ha CETONHALIHUI JeHb
Hanbosee SpPEKTUBHBIMH CIIOCOOaMH JOCTHXKEHUS! TOJIOKUTENIBHBIX PE3YJIBTaTOB
B JaHHOH OoppOe. TpamuumoHHO OpeHIMPOBAHME W MApPKETHHI TEPPUTOPHI
paccMaTpHBaIICh KaK MPEeIMET SKOHOMHUKH W MEHEDKMEHTA, C 4eM OBIIO CBA3aHO
y3KO€ PBIHOYHOE MOHMMAHUE UX COJACpPKAHUS U BO3MOXKHOCTEH NpPUMEHEHUs.

ABTOp 0co00 MNOAYCPKHUBACT HCAOCTATOUHOCTH TAKOI'O IOAXOAAa W aAKHCHTUPYCT
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BHUMAHUEC HA IMOJIUTHUYCCKOM aCIICKTC HTAHHBIX TeXHOHOFHﬁ, CBA3AHHOM B IICPBYIO
ouepesib ¢ pa3pabOTKOW M MMITJIEMEHTAIlMe WHKIIO3UBHOM TONUTHKU Pa3BUTHUS
TEePPUTOPHH.

[Ipu 3TOM NMaHHBIE TEXHOJOTHH PACCMATPHBAIOTCS HE MPOCTO KAaK THOKUIA
HUHCTPYMCHT TIPOABUKCHUSA HUHTEPECOB OIpCACICHHBIX IIOJIMTHYCCKUX )44
SKOHOMUYECKHUX TPYII, HO KaKk KOMIUIEKCHAs! U B MIEPBYIO Ouepeb HalleJeHHas Ha
OCTIDKEHHE CONHANBHOTO  ONIaromoiyddss permoHa CHCTEeMa METOJOB U
IIEHHOCTEH, HAay9HO 000CHOBaHHBIN MOPSIOK COTIIACOBAHHBIX JACHCTBUH MECTHOTO
cooOmiecTBa, HANpaBICHHBIH Ha YIOBICTBOPEHHE HHTEPECOB BCEX JIOKABHBIX
aKTOPOB.

IlemocTHOCTE W COOTBETCTBHE MECTYy — BOT TIJIaBHBIE XapaKTEPHCTHKH
YCHEITHOTO TePPUTOPHATBLHOTO OpeHINHTa U MapKeTHHTa. Mcxoas u3 clenoBanus
9TOM METOJOJOIMUYECKOM YCTAaHOBKE, aBTOpP BBIAENINI HECKOJIBKO KIIIOYEBBIX
TpeOOBaHMUH, OO0ECHEYNBAIONINX BBICOKYIO SKOHOMHYECKYI0 M  COIMAJbHYIO
KaluTaIn3aluio opeHaa:

- bpenn momkeH co3maBaTh HOBbIC (PAKTOPHI IMPUBICKATEIBHOCTH IS
obecriedeHns BHEIIHEH TOJJIep>)KKU CO CTOPOHBI TOCyapcTBa, Ou3Heca M JIIoJeH;

- bpena nomxeH OBITh JOCTYIHBIM K BOCIPHATUIO BCEMH IOTEHIIMATbHBIMU
KJIMEHTaMU;

- bpenn nomkeH UMETh YETKYIO MPUBSI3KY K MECTY, T.€. I'€OKYIbTYpPHYIO
JIOKaJIHM3aIIHIO.

Ponp rocymapctBa B 3TOM IpoLecce 3HAYUTENbHA M ONpeAessieTcs
¢byHKIHEH 00ecnedeHnsT OCHOBHBIX YCIOBHH 3P (QEeKTUBHOCTH OpSHIMHTA:

- IOJHOTOM ydeTa HKOHOMUYECKOM U  KyAbTYpHOH  KOMIIOHEHT
TEPPUTOPHATEHOTO OPEHIMPOBHUS M X COAJTaHCHPOBAHHOCTH;

- BBICOKOM CTENEeHbI0 BKIIOUEHHOCTH PAa3JIMYHBIX aKTOPOB B MPOIECC
OpeHIUPOBaHNS U MapKETHHTa TEPPUTOPUH;

- YY4eTOM TO3MLHUHA pPa3IM4YHBIX TPYNI MO OTHOIIEHWIO K OpeHay U
c0aaHCUPOBAHHOCTHIO UX MPEICTABICHHOCTH B ITyOJIHYHOM IIOJIE;

- aKTMBHBIM HUCIIOJIb30BAaHUs HaUMEHee 3aTPaTHBIX MHCTPYMEHTOB cOopa u

0o0paboTtkn mH(pOpMAIMK (KpayACOPCHHIOBBIE TEXHOJOTHH, COLMAJBHBIC CETH,
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CrelaIbHble HHTEPHET-CEPBHCHI);

- ydacTHeM B pa3paboTKe U HOINYISPH3ALUHN Pa3aensieMoil OONbIIHHCTBOM
WJICOJIOTEMBI Pa3BUTHS TEPPUTOPUH;

- MaKCHMAaJIbHO BBICOKOI CTENEHBIO COBIIJCHUS MPEACTABICHUI O OpeHse,
(bopMHUpYEeMBIX BHYTPH TEPPUTOPHAIBLHOrO cooOIecTBa U o0pasa TeppUTOPHH,
JOMHHHUPYIOLIETO BOBHE;

- TOJHOTOH BCTpaMBaHHs OpeHJa TEPPUTOPHH B 00pa3 MakpoperdoHa /
CTpaHbI B LIETIOM;

- cbanaHCHPOBAHHBIM  COYETAHHEM  HPOLECCOB  HCKYCCTBEHHOTO
KOHCTPYHPOBAHUS M €CTECTBEHHOTO CAMOBOCIIPON3BOCTBA OpeHIa TePPUTOPHH.

OnHa W3 KIIOYEBBIX Ieleil COBPEMEHHOIO COHMAILHO-3KOHOMHYECKOIO
pa3BUTHS pPOCCHUMCKHUX PETHOHOB — CTAQHOBJICHHE BBICOKOTEXHOIOTHYHBIX,
HAyKOEMKHX, OPUEHTHPOBAHHBIX Ha BBI30BbI IN(PPOBON SIKOHOMUKH PETHOHAIBHBIX
HKOHOMHYECKUX CHCTEM, B CBA3H C 4eM B paboTe ObLIa OmpesenieHa B3auMOCBA3b
NPUMEHEHHsT HOBBIX TEXHOJIOTMH TEpPUTOPHAIBHOIO pa3BUTHA — OpeHAuMHra u
MapKeTHHIa ¢ JUHAMHKOH MHHOBAIIMOHHOTO POCTa PETMOHOB M, B YaCTHOCTH, C
00bEMOM KpeaTUBHOTO KaluTaia.

ABTOp nOKa3aj, 4To NPUMEHEHNEe OpEeHANHra U MapKeTHHIa TEPPUTOPHH, C
OZIHOIl CTOPOHBI, OKa3bIBACT CTHMYJIUPYIOLISE BO3JCHCTBHE HA pa3BUTHUE BCEX
CTPYKTYPHBIX DJEMEHTOB «KPEAaTHBHOIO KalUTaNa»: «KPEATUBHBIX aKTOPOBY;
«KpeaTHBHOI HHPPACTPYKTYPHI»; «KPEATHBHOIO OM3HECA»; «KPEaTHBHOMN BIaCTh,
a C JPYroii, 5TH TEXHOJIOTUH SIBIISFOTCS MHHOBALMSAMH, BCTPOCHHBIMU B CHCTEMY
TUIAHUPOBAHHMS M Pa3BUTHUSI PETHOHOB.

TakuMm 06pa3om, OBUI cliesIaH BBIBOJ O TOM, YTO OpEHANPOBaHNE TEPPUTOPUU
CTaHOBUTCS B YCIOBHUSIX CETEBOM KOMMYHHMKAIIMOHHOH Cpeibl KIIOYEBBIM
(hakTOpOM MO3UTHBHON TUHAMUKHU HHJIEKCA KKPEATHBHOTO KAIUTAJIa» B LIEJIOM.

JlokazaTenbCTBOM 3TOTO BBIBOJA MOCIY)KMJ aHAIN3 OINBITa OPEHIUPOBAHUS
U cTpareryueckoro ruianuposanus . MockBel U I. Cankr-IlerepOypra. ABTop
NONy4Hsl  yOemuTeNbHbIE JOKAa3aTeNbCTBA TOTO, YTO IS OOecredeHus
3¢ }HEeKTUBHOTO CONMAILHO-9KOHOMHYECKOTO PAa3BUTHSI OpraHaM IOCyIapCTBEHHON

BJIACTH U MECTHOT'O CaMOYNPAaBJICHUA 3TUX ABYX Cy6"b€KTOB H€06XO,ElI/IMO AKTHUBHEC
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B3aHMOICHCTBOBATH C OOIECTBEHHOCTHIO OCPEICTBOM IIMPOKOTO HCIOIB30BAHUS
pPa3NMYHBIX  JJEMEHTOB  HOBOM  CHCTEMBI  CETEBBIX  KOMMYHHUKaIWiH
(Kpay[COpPCHUHIOBBIE MHCTPYMEHTHI, COIMATbHbBIE CETH, MOOWUIbHBIE MPHIOKEHHS
UT A.), a TaKKe MEXaHHW3MOB TOCYIapCTBEHHO-UaCTHOTO MNapTHEPCTBA, YTO B
JIOJITOCPOYHOM IepCreKTHBE OyneT CliocoOCTBOBATH KOHCTPYKTHMBHOMY IHMAJIOTY
MEXKIy aIMHHHCTpAlMed ¥ TpPaKAAHCKUM OOIIECTBOM W TPUBEOET K
00IIECTBEHHON KOHCOJMMIALMH OTHOCUTENBHO ITyTeH COIMANIbHO-3KOHOMUYECKOTO
Pa3sBUTHUS PETHOHOB.

Haxonen, mocmemHuii BBIBOA M3 paccMarpuUBaeMoro B paboTe Kelica
KacaeTcss HeOOXOAMMOCTH cOANaHCHPOBAHHOM M IOCIEAOBATENBHON pealu3anuu
KaXIOH M3 Tpex KOMIIOHEHT OpEeHIMPOBAaHHSA TEPPUTOPHI. ABTOp TOKa3aml HX
HEpa3phIBHYIO CBA3b M IPOBAJBI MONUTHKH Pa3BUTUSA TEPPUTOPHUH, CBSI3aHHBIC
00 ¢ HEIOCTAaTOYHOM peanu3anmeii, 100 BOBCE C OTKAa30M OT ydeTa OTHOH M3

HHUX.
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INTRODUCTION

The importance of the research topic is determined by the extreme
complexity of the modern-day process of managing territories, by the need for the
effective medium- and long-term planning in the context of growing global
competition calling for the development of a special academic set of tools and a
comprehensive multidisciplinary analysis of the abovementioned processes.

The number of factors to be considered while planning the socio-economic
development of territories is constantly growing. They are the intensive dynamics
and non-equilibrium state of socio-economic political processes, fast information
exchange determining the need for quick management decisions, constantly
increasing life quality standards setting higher expectations of the public from the
decisions made by the local and national authorities, growing influence of foreign-
policy and external economic processes on the state of affairs in the economy and
the social sphere of a certain territory. These and many other factors have
predetermined the need to search for new effective tools and methods of territorial
management. It is because of these factors that the market instruments of positive
corporate management have attracted the attention of both expert community and
representatives of public authority. Territory marketing and branding stand out
among these factors today. The importance of developing and implementing these
strategies displays a direct connection with the inclusion of separate territories
(ranging from cities to national states and supra-national entities) in the global
competition for resources and consequently with a tendency to form in different
groups of potential and existing consumers strongly held views on the uniqueness
of their territory, its competitive advantages, and the prospects of investment into
its development. Therefore unsurprisingly, these instruments of territorial
management have been traditionally viewed in rather narrow market-oriented sense
which assumed presenting a territory as a certain type of product to be ‘sold’ at a

profit to consumers like other types of goods.
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The approach dominant during 1990s and the beginning of 2000s is evident
from the bulk of research done on this topic. Among foreign investigations of place
marketing and branding, the publications of the following economists and
marketing experts can be singled out — D. Aaker'®, C. Asplund™®, S. Anholt'’, G.
Ashworth'®, L. Brown'®®, K. Keller'”, P. Kotler'™, A. Lucarelli*”®, and others.

In addition, economic and marketing journals on this topic are currently
published in the Western world — “Journal of Place Management”, “Place
Branding and Public Diplomacy”, etc., which again shows a high demand for this
research both within the expert community and those policy-makers managing
territories.

By no means, however, all the aspects of researching the territory marketing
and branding technologies have been fully uncovered even within the framework
of economic methodology. As of today, the basic vocabulary which would be quite
stable and common even in the methodology of corporate marketing has not yet
been developed. Besides, the problem of defining the criteria to assess the
effectiveness of territory marketing and branding is being widely discussed, and
the question of interrelation between the use of these tools and the dynamics of
living standards remains partly unresolved.

In Russia, territory marketing has been mostly researched in the economic
sense, for example, in the publications of D. Vizgalov'”, T. Mescheryakov'™, Y.

165 Aaker D. Building Strong Brands (in Russian).—Moscow: Grebenninkov Publishing House, 2003.—340 pp.

8K otler P., Asplund C., Rein I., Haider D. Marketing Places Europe: How to Attract Investments, Industries,
Residents and Visitors to Cities, Communities, Regions and Nations in Europe (in Russian).—St. Petersburg:
Stockholm School of Economics, 2005.—382 pp.

87 Ahnolt S., Hildreth J. Brand America: The Mother of All Brands (in Russian).—Moscow: Dobraya Kniga,
2010.—232 pp.

168 ashworth G.J. (2010). Personality associations as an instrument of place branding: possibilities and pitfalls.
Towards effective place brand management. Branding European Cities and Regions. Cheltenham, UK: Edward
Elgar Publishing, pp. 222-33.

%% Brown L. Your Public Best (in Russian).— St. Petersburg: Piter-press, 1996.—284 pp.

70 Keller K. Strategic Brand Management: Building, Measuring, and Managing Brand Equity (in Russian).—
Moscow: Williams, 2005.—704 pp.

7 Kotler P., Armstrong G. and others. Principles of marketing. — London, Prentice Hall, 1993.

72 Lycarelli A., Berg P.O. (2011). City branding—a state of the art review of the research domain. Journal of Place
Management and Development, No. 4(1), pp. 9-7.

o Vizgalov D.V. City Branding (in Russian). —Moscow: Fund. The Institute of City Economics., 2011.— 160 pp.
Vizgalov D.V. City Marketing (in Russian). — Moscow: Fund. The Institute of City Economics, 2008.—110 pp.
174 Mescheryakov T.V. Strategic City Brand Management (in Russian). — St. Petersburg: Info-Da, 2006.—112 pp.
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Nikiforova'”, A. Stas'’®, T. Savchuk*”’, N. Tikhonova'™®, O. Yuldasheva'’, and
others. The limitations of this approach are evident. Strategic planning of
developing a territory and determining its place in the global competition are,
above all, the result of multiple political decisions and cannot therefore be looked
into outside the political science.

That being said, there is very little research currently published on territory
marketing and branding within the framework of political methodology. The most
significant publications are “The Image of Russian Regions: Innovative
Technologies and Rebranding Strategies™ (in Russian) edited by I. Vasilenko A.™®,
works of Y. Shestopal™®, G. Morozova'®, dissertations of N. Andrianova'®®, V.
Lyaporov'®, T. Savchuk®, M. Yakovlev'®®, V. Sukhanov'®’, A. Suzy'®®. The
author’s review of the abovementioned literature, however, revealed that most of it
is the investigation of technological and instrumental aspects of forming a political
image of a region. In this respect, very little is devoted to the issue of assessing the

Mescheryakov T.V. Territory Marketing as a Form of Geo-Marketing: the Idea and Basic Vocabulary Development
(in Russian) // Bulletin of Economic Integration.—2009.—Ne8(18).

7> Nikiforova G.Y. Territory Branding Effectiveness Assessment (in Russian) // Creative Economics.—2011.—
Ne10(58).

176 stas A.K. New Heraldry: How Countries, Regions, and Cities Build and Develop Their Brands (in Russian).—
Moscow: Group IDT, 2009.—208 pp.

77 savchuk T.V. Territory Marketing (in Russian).— St. Petersburg: Piter, 2009.—368 pp.

178 Tikhonova N.S. Territory Branding and its Effectiveness Assessment: Extended Abstract of a PhD Dissertation
for a Degree in Economics (in Russian).— St. Petersburg, 2007.—19 pp.

7 vuldasheva 0.U., Mescheryakov T.V. Institutional Concept of Territory Marketing Management (in Russian) //
Bulletin of Immanuel Kant Baltic Federal University.—2011.—Ne3.

Yuldasheva O.U., Nikiforova S.V., Nikiforova G.Y. Territory Brand Economic Assessment (in Russian) // Brand
Management.—2013.—Ne3.

0 The Image of Russian Regions: Innovative Technologies and Rebranding Strategies (in Russian) / ed. by
Vasilenko I.A., Moscow: Foreign Affairs, 2016.

18 Shestopal Y.B. Conceptual Problems of Political Image Investigations (in Russian) // Images of States, Nations,
and Leaders. Moscow, 2008.

%82 Morozova G.A. Practical Marketing Technologies in the Region (in Russian). N. Novgorod: Volga-Vyatka
Academy of Civil Service Publishing, 2010.

18 Andrianova N.A. Image in the Innovation Regional Development Strategy: Political and Technological Aspect.
— A PhD Dissertation for a Degree in Political Science (in Russian).— Krasnodar, 2009.

184 Lyaporov V.N. Brand-Politics Formation in Modern-Day Russia: A PhD Dissertation for a Degree in Political
Science (in Russian).— Moscow, 2007.

185 savchuk T.V. Territory Marketing as a Factor of Regional Management: Case-Study of the Republic of Karelia.
— A PhD Dissertation for a Degree in Economics (in Russian). — St. Petersburg, 2006.

186 Yakovlev M.V. Regional Political Image Formation in Modern-Day Russia (Case-Study of the Republics of
Bashkortostan and Tatarstan). — A PhD Dissertation for a Degree in Political Science (in Russian). — Moscow:
Moscow State University, 2006.

%87 sukhanov V.I. Factors of Political Influence on Investment Attractiveness Image Formation in Nizhny Novgorod
Region: A PhD Dissertation for a Degree in Political Science (in Russian).— Nizhny Novgorod, 2009.

188 Suzy A.M. Modern Image Formation of Russian Regions (Case-Study of the Republic of Karelia): Politological
Aspect. — A PhD Dissertation for a Degree in Political Science (in Russian).— Moscow: Moscow State University,
2014.
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effectiveness of territory marketing and branding, especially in the context of
politics. Still not fully developed is the complex system of criteria for comparative
assessment of the effectiveness of territory marketing and rebranding as part of the
overall strategy of regional development policy. This dissertation aims at filling
this gap, for which reason the author has defined the purpose and aims of his
research below.

The purpose of the research is to verify a hypothesis that territorial
marketing and branding in the new environment of network communication is a
key tool of forming the effective policy of regional development in modern-day
Russia.

The research purpose requires the following aims to be selected and
achieved:

- to define specific development trends of territorial management theory and
practice in the formation process of society based on knowledge and creative
economics;

- to establish the key factors boosting and inhibiting the dynamics of spatial
development in the context of global economic and political competition, and to
define their features in modern-day Russia;

- to reveal the features of a marketing approach towards spatial development in the
process of changing the political and management paradigm;

- to define a place of territory marketing and branding technologies in the system
of strategic planning for the development of a territory;

- to analyse, systematise, and summarise current approaches towards assessing the
effectiveness of territory marketing with a focus on noneconomic assessment
criteria;

- to develop a authentic system of criteria to assess the effectiveness of territory
branding and rebranding;

- based on this developed system of criteria, to perform a comparative analysis of
the effectiveness of Russian regional branding and rebranding (using the examples
of Moscow and St. Petersburg) while assessing the effectiveness of the local policy

overall;
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- to develop and present in this dissertation propositions on increasing the
effectiveness of the territory marketing and branding technologies within the
environment of modern-day Russia.

The target of this research is the process of developing and making decisions in
marketing and branding the cities of Moscow and St. Petersburg regarding three
basic aspects — economic, socio-cultural, and political-administrative.

The research subject is the system of methods and tools of territory marketing
and branding as well as the methods for assessing the effectiveness of these
processes.

The theoretical foundation and methodological framework of this dissertation
are the theory of the network society, neo-institutional approach, the concepts of
brand management and marketing of territories. Comparative analysis, case-study,
and statistical methods also comprise the methodology of the research.

The originality of this research is determined by the following factors:

- with regards to the contradictions existing in contemporary literature, the
definitions of the territory / place marketing concept have been clarified
(particularly, the notions of creative capital and geo-cultural marketing have been
defined,;

- the role of branding in the process of socio-economic development of territories
has been analysed, and also the correlation among the aims of spatial development
and of its branding has been identified);

- the interrelation between a marketing strategy with its branding tools and a
growth of creative capital and of innovative spatial development has been studied;

- the influence of intensive networking with leading actors of regional policy on
the effectiveness of marketing and branding strategies has been proved,;

- a complex interdisciplinary approach towards the establishment of assessment
criteria for the effectiveness of territory marketing and rebranding has been put
forward and justified; this approach is based on the definition and analysis of its

political and administrative, socio-cultural, and economic aspects;



138

- the factors of determining influence on the dynamics of territory marketing and
branding in Russia and the world within the new communication environment have
been singled out and systematised.

Propositions to be defended:

1. Having completed this research, its author proved that the technologies of
territory marketing and branding in the new environment of network
communication become key tools of forming the effective policy of regional
development in modern-day Russia;

2. With regards to technology, successful territory branding and rebranding should
comprise the processes of artificial forming and natural self-reproduction of the
place brand which would provide a maximum agreement between the brand
perception inside a community of a certain territory and the dominating image of
this territory outside;

3. The main condition for the effectiveness of territory marketing and branding is a
well-balanced and complete consideration of three basic branding components —
political and administrative, economic, and socio-cultural;

4. A place brand should not be viewed solely as an object of economic policy and
investment. It is one of the key tools for achieving a wide range of political aims in
a region, connected, for instance, with the establishment of regional identity, the
engagement of different social groups, etc.

5. The underlying political and administrative factors of the branding effectiveness
are:

- the image of local authorities and the style of management;

- the extent of the involvement of different actors in the process of territory
marketing and branding;

- the availability of development institutions within a region;

- the level of development of feedback channels and the frequency of such
communication between the authorities and the population;

- the usage of network information / communication tools in decision-making on

spatial development (crowdsourcing, social networks, crowdfunding, etc.).
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The sources of information and evidence-based background for this research
are the statistical databases of Russian Federal State Statistics Service,
international statistical databases, opinion polls data, expert findings from open
sources, media publications.
The theoretical relevance of this research is determined by the revealed gaps in
the current methodological approaches towards the analysis of functions, role, and
the meaning of territory marketing and rebranding within the strategy used in the
policy of regional development, as well as by the redefining of their features in the
process of forming a new media space of modern-day Russia.
The practical relevance of the dissertation lies in the possibility of using certain
propositions and conclusions of this research as well as the assessment criteria for
the effectiveness of place marketing in drawing up plans for socio-economic
spatial development, strategies of regional information policy, investment
programmes, etc. In addition, the materials of this dissertation can be used in the
development and implementation of such academic courses as “Political
management”, “The efficiency of state administration”, “Regional and municipal
policy”, and some others.
Evaluation of the research results

The conclusions drawn in this research have been presented and discussed in
reports given by the author at the following academic conferences:
Antonov G. The role of social networks in the communication system of current
politics (in Russian) // The proceedings of all-Russian conference “Electoral
processes in modern-day Russia”, St. Petersburg, Saint Petersburg State
University, December 2, 2016.
Antonov G. Virtual tools of political competition: features of political media space
of Russia in 2016 (in Russian) // Proceedings of the 7" International academic
conference for youth “Electoral processes in the world today”, Saint-Petersburg,
Saint Petersburg State University, April 21, 2017.
Antonov G. Creative spaces in the system of metropolitan cities branding (the
practice of Moscow and St. Petersburg) (in Russian) // Social science in the world

today: political studies, social studies, philosophy, history — collected works based
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on the proceedings of the 1%-2" International research-to-practice conference
“Social science in the world today: political studies, social studies, philosophy,
history”. — No. 2(2). — Moscow, «Internauka» Publishing House, 2017. — Pp. 28-
32.
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Chapter 1. FEATURES OF COMMUNICATION MANAGEMENT
ENVIRONMENT WITHIN THE NETWORK SOCIETY

1.1 Networking as a factor of socio-economic and political

development of modern societies

In this chapter, the author analyses the transformation of new social structure
and administrative relationships against the background of the development of new
communication forms. This background made the researchers at the end of the 20"
— beginning of the 21 centuries speak about the formation of a new society type
which in the last thirty years have been first named post-industrial, then
information, and slightly later network or a society based on knowledge.

It is important to mention firstly that the channels through which information
is transmitted and processed within a network begin to play a leading role as
sources of production for not only knowledge, but also authority. Therefore it is not
without reason that the new society form has been characterised as the network
society™®. In the communication structure of such a society, technologies provide a
free and almost immediate access to media resources, support a high intensity of
connections within a network. A network is in fact a driving force for social,
economic, and political life, and is therefore acknowledged as the key
characteristic of the modern world. Theoretical background of the new network
reality was formed in a few stages and gave rise to separate lines of research in
social science.

The origin of the term “the network society” can be traced back for more
than three decades. A Russian researcher |. Tuzovsky believes that it was first
suggested by a Norwegian scholar Stein Braten in his work “Models of Man and

Society” in 1981, although three years before that a British sociologist James

18 Kurochkin A.V. Political Networks Theory: Formation Background and Rank in the Contemporary Political
Science (in Russian) // Historical, Philosophic, Political, Cultural Studies, Legal science, and Art History. Theory
and Practice Issues. 2011. — Ne 8-3. — P. 113-117.
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Martin used a related term of “the wired society”*®. A prominent Canadian scholar
B. Wellman was another pioneer of the field. In 1973 he wrote a paper “The
Network City” in which he revealed the features of network social structure, its
influence on different economic and political processes. Wellman, however, did not
use the word network in describing society in general.

Yet the network approach towards the studies of modern-day society, its
structure, and distinct elements has a much longer history than the concept of the
network society as such. One of the founders of network approach in social studies
is Jacob Moreno who developed the method of sociometry to be applied while
studying small social groups. Later there appeared a group of scholars — social
anthropologists — who used the network methodology to analyse the genesis of
social relationships (A. Radcliffe-Brown, E. Evans-Pritchard, and others). In many
of their works, these authors used basic forms of network analysis, for example, in
the research of relationships in small social groups or between separate pairs of
subjects.

It must be mentioned that many founders of social science made a significant
contribution to the development of the network-oriented analysis of social
structures and the relationships in them (for example, works of G. Simmel, L. von
Wiese, N. Elias, H. Blumer, and others). In later investigations, network
communications were more often perceived as constructed social relations within
the context of the so called global network practically excluding specific instances
of social interaction from the subject of investigation*.

The growth of academic interest towards the analysis of network
communications began around the mid-20" century. It is at that time that the notion
of a ‘social network’ became widespread in social studies. It was first coined in

1954 in an article by an American sociologist John Barnes who used this term to

%0 Tuzovsky 1.D. Historical Circumstances That Determined the Syncretism and Conventionalism of Modern-day

Information Society Theory (in Russian) // Bulletin of Chelyabinsk State Academy of Culture and Arts, 2015. - Ne 3
(43). - P. 7-15.

9% Anttiroiko A.-V. Castells’ network concept and its connections to social, economic and political network analyses
/I Journal of Social Structure. 2015. - Vol. 16, Ne 11. - P. 208-219.
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describe ties among friends, relatives, and representatives of different society
classes in a Norwegian island parish of Bemlo'”.

Among a wide range of papers studying the concept of the network society
and information / communication technologies, the works of world-famous
sociologist M. Castells, Professor at the University of California (Berkeley, USA)
and Chair at the Center for Western European Studies, stand out. He was the first
one to appeal for viewing contemporary society through “what is new in our age”,
and namely, “a new set of information technologies™. Manuel Castells did not
only reveal and analyse the reasons behind the formation of the network society,
but also investigated the underlying features of the new society and predicted the
consequences of its formation. By his definition, “the network society is a specific
form of social structure tentatively identified by empirical research as being
characteristic of the Information Age™*. A Russian scholar D. lvanov had a similar
insight into the new principle of socio-communicative transformation of modern
society. In his opinion, a present-day idol is no longer information but
communication'*. Among other Russian researchers analysing the methodological
study basis for the new space of network communication A. Nazarchuk is worthy
of mention. Following Castells, he suggests leaving “yesterday concepts” of the
industrial or post-modern society behind and turning to the investigation of “the
communication society, extremely disperse and complex, to comprehend the nature
of which requires new approaches and theories™*®.

Besides the scholars mentioned above, the following Russian researchers
have written papers containing philosophical background of the network society
concept: Y. Abramova, A. Buzgalin, N. Vaschekina, N. Gromyko, A. Daryin, S.

192
193
194

Barnes J.A. Class and committees in a Norwegian island parish // Human Relations. 1954. - Vol. 7. - P. 39-58.
Castells M. Materials for an exploratory theory of network society. // Brit. J. of. Soc., - 2000, - N 51, — P.10.
Castells M. The Rise of the Network Society, The Information Age: Economy, Society and Culture / Cambridge,
MA,; Oxford, UK: Blackwell, 1996. — P. 15.

% Tvanov D.V. «Society Virtualisation» (in Russian) / “Petersburg Oriental Studies (Vostokovedeniye)” Publishing
House, St. Petershurg - 2000. — C. 12.

% Nazarchuk AV, New Communication Situation: Network Society  Arrival (in  Russian).
Philosophy and the Future of Civilisation // 4™ Russian Philosophy Congress Abstracts (Moscow, May 24-28, 2005
r.). In 5 volumes, Volume 3 — Moscow, Contemporary Notebooks, - 2005. - P. 100-101
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Dyatlov, L. Zimina, V. Kostyuk, V. Kutyryev, V. Melyantsev, N. Moiseev, M.
Mutyan, V. Naimushin, V. Nechaev, L. Nurgaleeva, M. Cheshkov.

The works of M. Burovoy, M. Vershinin, V. Vinogradov, L. Zemlyanova, L.
Klimova, S. Konoplitskiy, A. Kurochkin, L. Myasnikova, G. Smolyan, D.
Chereshkin, A. Shtrik, Y. Yakovets look into the features of the network society
dynamics, its structure, as well as into the key points of its bifurcation during its
formation and development. Even a larger number of scholars have devoted their
papers to the study of more specific issues in the Internet network. Among them
the following experts are worthy of mention: P. Zalessky, R. Mogilevsky, M.
Schennikov, A. Kalmykov, N. Gromyko, A. Minakova, G. Morozova, L.
Smorgunov, N. Sokolov, M. Pipenko, D. Peskov, Y. Putilov, and others. The
abovementioned authors address matters related to communication and interaction
in the Internet network, to search for one’s identity in virtual space, to features of
formation of online communities.

While systematising the whole bulk of fundamental theories of modern
societies based on the notions of ‘information’, ‘communication’, and ‘network’, it
is possible to distinguish between two large groups of ideas.

The first group comprises theories that claim complete transition of society
towards the information age. These theories, among others, are the concept of post-
industrial society (D. Bell), the flexible specialization theory (M. Piore, C. Sabel),
the informational development (M. Castells), and post-modernism (J. Baudrillard,
M. Poster, J-F. Lyotard, G. Vattimo).

The second group contains theoretical research providing the background for
the assertion of continuity and consistency of the present-day network society
structure. The scholars adhering to this assertion are H. Shiller (Neo-Marxism), M.
Aglietta and A. Lipietz (the analysis of social communications within the theory of
social regulation), D. Harvey (the concept of flexible accumulation), A. Giddens
(the theory of flexible modernisation), and others.

Nevertheless, the representatives of both groups agree on the fact that
“during the current stage of society development there have been social, economic,

political, and administrative changes leading from the hierarchic and market-
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oriented to network structures” *” . Thus, a widespread use of electronic
communication means determines the development of network communications
and structures.

For a more detailed investigation of various approaches towards the concept
of “the network society”, one has to study the works of scholars who have made a
significant contribution to the formation and development of these theories.

It has been mentioned before that M. Castells is the most prominent expert
in this area. His approach can be considered as one belonging to the so called
macro theories that tend to explain and interpret the modern society, authority,
economy, and social life in the world which is being transformed by globalisation
and informatisation.

To better understand the originality of M. Castells’s concept of “the network
society”, one must look into his early publications like “The Informational City:
Information Technology, Economic Restructuring, and the Urban Regional
Process”. In this work, the author who appears primarily as an urbanist, analyses a
modern city as “the Space of Flows”, and not “the space of places”, which had a
significant influence on the further development of the theory of “the network
society”. The scholar analyses the Space of Flows as a “cultural abstraction of
space and time, and their dynamic interactions with digital age society”**. Castells
seeks to “reconceptualize new forms of spatial arrangements under the new
technological paradigm”*, which brings him to the assertion of a new type of
space that allows distant synchronous, real-time interaction. Therefore, in
Castells’s opinion, the society is not located in a certain place, it rather exist in the

space of flows: “while organizations are located in places and their components are

¥7Kurochkin A.V. Political Networks Theory: Formation Background and Rank in the Contemporary Political

Science (in Russian) // Historical, Philosophic, Political, Cultural Studies, Legal science, and Art History. Theory

and Practice Issues. 2011. — Ne 8-3. — P. 113-117.

%8 The Informational City. Information Technology, Economic Restructuring. and the Urban-Regional Process. /
Oxford, Cambridge: Blackwell. — 1989 - P. 23.

b, P. 146.
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place-dependent, the organizational logic is placeless, being fundamentally
dependent on the space of flows that characterizes information networks”®.

As a result, a new environment of creative life is formed in which the
meaning of space and time changes. Thus, the reinterpretation and research of “the
space of flows” became a key for an opportunity to reconceptualise the network
society. It must be specified that to analyse the architecture of the network society,
M. Castells also uses the term “rhizome” which he borrowed from a well-known
publication of F. Guattari and J. Derrida. In its original sense, this term describes
such a root system in which there is no central underground plant stem but a mass
of chaotic intertwined shoots. Thus, using the term “rhizome” M. Castells stressed
an extreme complexity of the network society structure which is formed by many
separate elements through the influence of different communication channels and
knowledge transmission flows.

This approach to such dominant elements of social life as space and time had
a great impact on many scholars and even those who criticised the theory of M.
Castells. B. Wellman, for instance, developing the ideas of M. Castells believed
that technological progress significantly compressed space: he wrote that
communities acquired global and not local status and grouped inside themselves
and with each other due to their technological ties and not geographically.

While analysing the sources of origin and development of the network
society, M. Castells stresses the following: “The genesis of the network society is
largely related to a historical accident: the coincidence, around 1970s, of three
major independent processes that took place around the world: the information
technology revolution,; the cultural social movements of the 1960s/1970s; and the
crisis, and subsequent restructuring (or perestroika) of the two socio-economic
systems at the time, capitalism, and statism”*'. He further claims that “networks
constitute the new social morphology of our societies, and the diffusion of

networking logic substantially modifies the operation and outcomes in processes of

20 Greenblatt S., Ines G. Zupanov, Reinhard Meyer-Kalkus, Heike Paul, Pal Nyiri, and Friederike Pannewick

Cultural Mobility: A Manifesto / Published in the United States of America by Cambridge University Press, New

York — 2004 — P. 23

201 Castells M. The Information Age: Economy, Society and Culture (in Russian) / Translated from English. Science
ed. O.1. Shkaratan, Moscow: State University Higher School of Economics, 2000. - P. 28
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production, experience, power, and culture”®?. Thus, M. Castells distinguishes
three independent processes which together formed a new society type:

- information and technological revolution;

- the crisis of capitalism and communism;

- a large-scale spread of social movements, like environmentalism, etc.

These very processes had a greatest impact on the development of the new
social structure (network society), new economic formation (global information
economy), a new culture (the culture of “real virtuality”). In his book “The
Network Society: From Knowledge to Policy”, M. Castells explores the influence
of network communications on economy, policy, social structure, etc. Beginning
his analysis from the economic sphere, the scholar points out that the network
economy (or the new informational economy) is the most effective way to organise
production, distribute and redistribute products, which would lead to rise in
productivity. Meanwhile the rise in labour productivity is to a considerable degree
connected with three factors. Each of these factors is not only a favourable but also
a required condition for this rise: creation and distribution of new digital and
information technologies; transformation of labour connected with the growth of
highly qualified independent labour force striving for innovation and adaptation to
the constantly changing global economy; spread of new form of organisations
created according to the network principle.

It must be mentioned that when analysing the basic components of the new
network economy, M. Castells pays a special attention to the phenomenon of
labour which, as he puts it, is transformed becoming “self-generated” and “self-
programmable”: “Thus, at any given point in time, economic activity is performed
by networks of networks built around specific business projects. The firm
continues to be the legal unit, and the unit for accumulation of capital, but the
operational unit is the business network, what | call the network enterprise to
emphasize the fact that is a network focusing on performing a project. Besides,
since accumulation of capital actually takes place in the global financial market,

that is also a network, the firm is simply the connecting node between the networks

22 1., P. 500
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of production built around business projects and the networks of accumulation
organized around global finance...Ability to work autonomously and be an active
component of a network becomes paramount in the new economy”*”.

Analysing the reasons for the decline of traditional blue-collar work, Castells
points out its reduction and simultaneously its influence on the development of
network communication technologies. In M. Castells’s opinion, “knowledge and
information are now major sources of productivity and growth, and education is
the main labour quality indicator, that is why new producers of informational
capitalism are those knowledge generators and information processors whose
contribution is most valuable to the national economy”?*. Objective historical
conditions gave rise to the labour theory of value at the time when capitalists
required an active participation of the working class: workhouses and factories
simply could not function without labour force. With the development of ICT, the
so called informational labour appeared which either drove away the traditional
type of labour through automated operation or redistributed the job functions in the
new fashion, or created a radically new product. M. Castells stresses that it is the
informational labour that encourages functional change, increases the efficiency
and performance of the new economy.

Within the context of the research topic, Castells’s interpretation of politics
and power relations has a great significance. M. Castells claims that in the network
society the power is no longer exercised by institutions, organisations, or symbolic
leaders. It is dispersed in global networks of finances, power, and media.

Since politics largely depends on the public communication space, the
political process is inevitably transformed under the culture of real virtuality.
Political views and political behaviour are now formed within the new space of
network communication. In Castells’s opinion, “communication networks are the

networks of power distribution in the society”*®.

203 Castells M., Manuel and Cardoso, Gustavo, eds., The Network Society: From Knowledge to Policy. /
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Similar processes occur in the cultural sphere as well. The new culture is
largely formed by the networks in which “the space of flows” dilutes “the space of
places”. Consequently, an issue of correlation of between real and virtual in the
cultural space becomes extremely topical. M. Castells defines “media reality” in
the following way: “The culture of real virtuality is a communication system in
which reality itself...is entirely captured, fully immersed in a virtual image
setting.... [The] appearances are not just on the screen...but they become the
experience”®,

Thus the basic features of the network society as singled out by M. Castells
can be represented by the following:

e)  the presence of information economy which is stronger than ever
before and depends on knowledge, information, and the technology of their
processing including the management technology and the management of
technologies;

f) national, regional, an local economy entirely depend on the dynamics
of the world economy with which they are connected through global networks and
markets;

g) owing to globalisation, network-based business connections, and the
individualisation of labour, the social arrangement of workers and the institutes
they used to protect are becoming weaker, which leads to social polarization and
social exclusion;

h)  National state is gradually replaced by a network state: “The state in
the information age is a network state, a state made out of a complex web of
power-sharing, and negotiated decision-making among international, multinational,
national, regional, local, and non-governmental, political institutions”*”. The
inevitable interaction among these institutions transforms the decision-making into

continuous negotiations between them.

26 Castells, M. The Rise of the Network Society: The Information Age: Economy, Society, and Culture, Volume I. /

Oxford: Blackwell Publishers., - 1996 - P. 373
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Thus, in Castells’s opinion, the network society transforms the very essence
of interactions: on the one hand, communication becomes instantaneous,
multidirectional, and global, on the other hand, an increasing isolation of people in
front of their computers is observed. As a result, there appears the effect of the so
called “networked individualism”.

By all means, the theory of the network society put forward by M. Castells
has, besides its followers, a large number of critics. Indeed, many scholars
disprove Castells’s claim that current economic and social transformations have
marked the start of a new information age by asserting that similar processes are
characteristic of the evolution of industrial capitalism as well. They suppose that
the weakness of Castells’s theory is in the focus of its author on a radical novelty
of postindustrial society.

Amongst others, D. Shiller argues that “the main economic drive in network
societies is still the desire to gather private capital; the market imperatives of
competition and co modification still dominate, and the social and economic
inequalities characteristic of market economies tend to widen rather than close”*®.

M. Kenney, Professor at University of California, wrote about the
inadequacy of evidential basis: “When Castells does draw conclusions; they can be
so aphoristic that their precise meaning can be elusive”®®. In his work “Theories of
the Information Society”, F. Webster, in addition to obvious strengths of M.
Castells’s theory, points out that the informational labour is a “slippery concept to
define”, and that the framework and borders of the “information age” are hard to
distinguish: “There remain difficulties with Castells’s account, ranging from
substantive matters such as his underestimation of the salience of class inequalities,
the relation between continuity and change in his argument, and ambiguities as to
what he understands by information, to a lingering technological determinism at
the heart of this thesis. No analyst of information nowadays can fail to start with

208 schiller, D. Digital Capitalism: Networking the Global Market System / University of Illinois Press, 2000- P.48

29 1., P. 48
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the work of Manuel Castells. But nor can accounts stop with The Information
Age”™.

A new insight into the theory of the network society was put forward by the
abovementioned Dutch sociologist Jan vad Dijk. His most famous publication
“The Network Society” (2012) is a complex multi-disciplinary analysis
summarising the existing hypotheses and conclusions about social consequences of
the spread of new media. In this book, van Dijk explores several examples of new
media, including social media, computer-mediated communication, electronic
books, knowledge sharing platforms, and electronic voting systems. While M.
Castells argued that basic cells of the network society are the networks themselves,
J. van Dijk defines individuals as the main actors despite the facts that their
communication increases and that they group to form small community units®. In
the book “The Network Society”, he puts forward his own vision of the concept of
the network society. J. van Dijk defines it as such a society form which more often
arranges social interactions through media networks gradually replacing face-to-
face communications or at least integrating with them2. The author defines new
media as a result of merging media and social networks. The network nodes are
viewed both as its connections, and also the new points for further connections to
grow. Thus, they affect their users while these users shape the nature of new media.
Van Dijk cautions the followers of his theory not to conclude that new media
drastically changes societal practices and processes. The central message of his
book is to prove that new media is amplifying rather than altering existing trends
of increasing communication. Its influence always reflects the current social,
cultural, and political connections, despite standardised structural and technical
characteristics. Van Dijk foregrounds potential changes in the structure of
information under the influence of new media. For instance, one of these

characteristic changes lies in the capability of asynchronous communication and

20 \Webster F. Theories of the Information Society (in Russian) / Translated from English by M.V. Arapov, H.V.
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non-hierarchical administration of resources. Along with the interactive nature of
new media, this gives individuals, groups, and organisations an opportunity to use
information exchange channels independently, without relying on the network
centre. The scholar claims that there is a direct correlation between the number of
network users and the number of those wishing to join the network.

Just like M. Castells, J. van Dijk points out that new media significantly
affects the structure of economy by creating new industries, namely the “big
players” who strive to design and create networks according to their business
opportunities.

As to the social sphere, van Dijk draws the attention to the fact that new
media changes different aspects of the social structure. Unlike M. Castells, he
rejects, for example, the idea that factors of space and time become less important
due to the new media. Reviewing the topic of social inequalities, the author also
believes that network media creates a hierarchy of jobs. This means that the
“digital divide” is not just a matter of access to the Internet but also of the ability to
use new media professionally or wider — the ability to form the digital culture of
the network society. Nevertheless, van Dijk claims that diversity and
contextualisation to greater extent than multi-functionality will define media in the
future.

The author believes it unreasonable that the new media he describes should
directly facilitate democracy and the increase of rights and possibilities for citizens
or simplify complicated bureaucratic structures. On the contrary, social network
and other Internet services can be used for the additional control of citizens’ lives,
enhancing the formalisation and standardisation of their political behaviour.

The main challenges for integrated networks lie within the features of
information and communication as intangible, geographically independent, and
constantly changing resources. Governmental actions and laws regarding the media
cannot effectively control the Internet content, it is therefore large corporations that
govern the network controlling it through the software they develop.

In conclusion, van Dijk claims that researchers should stress the integration

models of online and offline communication. He deduces that the mass society of
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the 20" century is being gradually replaced by the information society based not on
groups but on individuals brought together through networks. Communities
become less stable, virtual, interpenetrating, their lines blurred. He stresses more
than once that the universal access to computers and the development of digital
skills should be prioritised in the policy of present-day governments.

Instead of the bureaucratic vertical governance of society there forms a
horizontally differentiated social structure. The power, nevertheless, is not shifted
to the media, as M. Castells thought, but is left with the state.

In conclusion, it must be pointed out that the formation of the theory on the
network society took place in different areas of knowledge, namely in sociology,
economics, politics, social philosophy, and cultural studies. Thus, having set a
fundamental task of explaining the foundation of modern social structures and
disclosing the morphology of the society of “digital age”, this theory survived the
impact of a large number of methodological approaches which resulted in its
eclecticism justifiably recognised by its critics. Nevertheless, most of it followers
stress the exponentially growing influence of the network structures and “new
media” on all the social and political, economic, and cultural processes. The
development of information technologies has led to the formation of new social

digital architecture which is a complex combination of virtual and real worlds.
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1.2 Features of network-based information / communication

management environment and of the politics in modern-day Russia

In the previous paragraph, it was shown that social reality of the network
society determines the appearance of new models for the planning of territorial
development. Ubiquitous networks and widespread complication of different social
spheres encourage political actors to search for new effective tools, methods, and
technologies of implementing inclusive policy aiming at increasing the efficiency
of state administration. Before turning to the investigation of the direct influence of
new communication forms on the process of territorial development, one should
analyse the features of the present-day information / communication space of
Russia.

The growing impact of media in the last decades leads to a gradual decline
of traditional methods and instruments of a political subject’s influence on an
object, which preconditions the need to search for new effective mechanisms of
management with the use of network communication technologies. One can argue
that in the context of the public sphere mediatisation, the communication aspect of
politics becomes the most important for political actors. Besides other components,
this aspect comprises working in PR, territory marketing and branding.

It is worth mentioning that the development of information / communication
space in the politics as recently as two decades ago was connected with the activity
of traditional media (printed media, radio, television). In the present-day global
information society, the importance of traditional media has started to diminish
while the new media such as social networks, blogs, forums, etc. is becoming more
prominent. The survey completed by Russian Public Opinion Research Center in
2016, shows that 27% of all the Russian citizens who participated in the survey use
Internet (news websites, social networks, and blogs were taken into account) to
search for news items (in 2015, the same survey revealed that this share of citizens

was 22%). One can assume that in the future, the average share of new media
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usage instances will only be growing as nowadays the network has become the
main source of information for 62% of citizens aged 18-24 and 47% of citizens
aged 25-34%,

Table 1. The results of the survey completed by Russian Public Opinion
Research Centre on the key sources of social and political information

What is your main source of news items about the events in the
country? (closed question, single answer, %)%

2014
Television 60
Internet — news, analytical, ’3
official websites
Internet — social networks,
blogs* )
Talks with other people 4
Newspapers 7
Radio 5
Journals 0
None of the above 1

Source: https://wciom.ru/index.php?id=236&uid=115679 (data extracted on: 24.02.2017)

The creation of information / communication space of the politics today is
characterised by the following dominant factors:

1. information becomes the source of power;

2. social organisation leans to the network structure;

3. political decisions are made with the use of information / communication

technologies;

2 Internet portal of Russian Public Opinion Research Centre [Available online] URL:

https://wciom.ru/index.php?id=236&uid=115679 (Data extracted on: 24.02.2017)
24 Internet portal of Russian Public Opinion Research Centre [Available online] URL:
https://wciom.ru/index.php?id=236&uid=115679 (Data extracted on: 24.02.2017)


https://wciom.ru/index.php?id=236&uid=115679
https://wciom.ru/index.php?id=236&uid=115679
https://wciom.ru/index.php?id=236&uid=115679

156

4. the citizens become involved in the global discourse and have an
opportunity to immediately receive and share up-to-date information;

5. non-profit and business organisations should have an opportunity to
arrange a more effective backward communication with government agencies.

It is obvious that the abovementioned key features are fully represented in
the present-day Russia, which therefore confirms the creation of new national
media space with its specific characteristics and peculiarities.

Before turning to the analysis of the features characteristic for the
information / communication space of Russia, it is important to disclose the
meaning of the concept “political communication” and define it within the new
network context. A large number of its definitions allows the representation of
political communication as the combination of information exchange processes
facilitating political activity. A classical model of an act of communication
described by H. Lasswell in the mid-20th century is well-known: it is defined by
the following questions: “Who? Says What? In Which Channel? To Whom? With
What Effect?”?*. In this model, five communication elements can be distinguished:

1. communicator (the author of the message),

2. message (information),

3. medium (channel for transmitting the message),

4. recipient (the audience of the message),

5. effect (the effect of communication).

In the second half of the 20™ century, theoretical approaches towards the
analysis of the political communication structure received a new impulse for their
development. R. Braddock suggested “an extension of the “Lasswell Formula”?* to
which he added such elements as the circumstances, the purpose and result of
communication. C. Shannon and W. Weaver developed a communication model in

which they stressed the influence of the noisy channel on the main actors of

215 |_asswell H. The Structure and Function of Communication in Society / L. Bryson (ed.). The Communication of
Ideas. New York: Harper, 1948 — P.85.
218 Braddock R. An Extension of the “Lasswell Formula” // Journal of Communication, - 1958 — P.93.
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communication®’. M. De Fleur stressed the difference between the message sent
and received, which urged him to create a more expanded communication model
with the inclusion of, besides noise, the elements of “feedback”*.

It is worth pointing out that the models described above reflect only a small
segment of theoretical approaches towards the analysis of political communication.
The representatives of different methodological schools have contributed greatly to
the development of the communication theory: supporters of mass society concept,
structuralism followers, representatives of cybernetic approach and systems theory,
neo-Marxists, ideologists of information society, and researchers of political
networks. It is unsurprising, therefore, that current research of political
communication is focused primarily on the analysis of interactions and information
exchange within the Internet space. This approach towards political
communication has lead the majority of authors to the conclusion that social
relationships are more often arranged through media networks gradually replacing
face-to-face communications or integrating with them.

It is unlikely that anyone should doubt the idea that in Russia also, the
Internet today is becoming one of the key media of political communication.
Historically, the development of network technologies in Russia followed the
European path, although somewhat falling behind which was caused by the well-
known economic problems of the early 1990s. There are four provisional stages in
the development of Runet: 1) “initial”, 2) “metropolitan”, 3) “regional” and 4)
“contemporary”??,

During the “initial” stage of its development in 1991-1993, the Internet in
Russia was provided through the FidoNet system, e-mail services, USENET
conferences, as well as regional message exchange.

The “metropolitan” stage (1994-1997) started from the moment when the
network of Relcom received a steady channel to access the European EUnet.

27 shannon C. , Weaver W. The Mathematical Theory of Communication. / Urbana: University of Illinois Press,
1949 — P.115.

2 p., P. 98.

29 Bykov I.A. Network Political Communication: Theory, Practice, and Research Methods (in Russian) / St.
Petersburg: St. Petersburg State University of Industrial Engineering and Design, 2013 —P. 73.
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During this stage, the network went global, although Internet services were still
mainly concentrated in Moscow and St. Petersburg.

The “regional” stage (1998-2001) was connected with a spread of Internet
access in the regions of Russia and was characterised by a fast-paced increase of
the number of users.

The point of bifurcation for the onset of the “contemporary” stage
(approximately since 2001) in the development of Internet in Russia was the
breaking of the 10% barrier in the correlation between the number of users and the
total population of the country®. It is after this point that the increase in the
number of Internet users and the extension of technical features of the network
access became irreversible and avalanche-like.

On the whole, Russian media system remains up to this moment rather
polarised: there is an obvious competition between traditional (primarily, the
television) and new media (Internet services and web-based media). This
competition is exacerbated by a gap in the users’ skills (between those who prefer
the Internet or television as a source of information). As a result, there is a growing
incongruity of agenda and the way the information is presented between offline
and online media. Besides, due to this gap in the users’ skills, the television still
retains, according to the data collected by Russian Public Opinion Research
Center, its leading position in the media trust rating (the central television trust
rating level is 52 points).

Among other features of Russian information / communication space are the
following:

. liminality of the political Internet (inconsistency between the
technologies being implemented and the willingness of Russian society to be
included in Internet practices);

. nominal value of political Internet resources (that is comparatively

low influence on the effectiveness of political activity);

20 Bykov I.A. Network Political Communication: Theory, Practice, and Research Methods (in Russian) / St.
Petersburg: St. Petersburg State University of Industrial Engineering and Design, 2013 —P. 73.
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. low impact on the behaviour of the voters at the network platforms of
communication; on the whole, indifference towards politics characteristic of
Russian citizens inhibiting the assimilation and spread of political practices in the
network®,

Nevertheless, most subjects of public politics are active Internet platforms
users, among which web 2.0. is especially actively used for channels of political
communication.

In the era of globalisation and widespread universalisation, the public arena
acquires more and more market economy features. Political parties, for example,
stop acting within the framework of traditional narrative: the programmes are filled
with blurry ideas of values, which makes it is rather difficult to distinguish one
party line from another in between the election campaigns. Also, the active phase
of a political rally is looked upon as “competition for consumers” targeting its
audience and further promoting its products among them. This kind of attitude
becomes even more evident taking into account a new aim set before political
actors — striving to satisfy the needs of a client-citizen, which is a dominating trend
dictated by the marketing approach. It must be pointed out that such a strategy
determines the demand for market-oriented plan of spatial development that brings
into focus the search for an optimal balance of satisfying the needs of all political
process participants provided that the communication system is effective and open.

As of the end of 2016, the following characteristics of Russian Internet users
can be pointed out:

o the share of those accessing the Internet at least once a month, among the

Russian citizens aged 18 and older, is on average 67%. In Moscow and St.

Petersburg, this share is 77%;

21 sadilova A.V. Internet Practice of Cooperation Between Authoritoes and Society During the Voting Period:
Innovations and Challenges (in Russian) // Political Communications and Public Politics: Concepts, Methods, Best
Practices. — Krasnodar, 2016. Pp. 209-210.
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o the share of those accessing the Internet from mobile devices at least once a
month, among those Russian citizens aged 12 and older, is on average
48%;

o the share of active users — those accessing the Internet at least once a day — is
57% (66.5 million people)®.

It is important to note that in the media space of Russia, despite all its
peculiarities and the revealed limitations, the citizens actively use posts uploaded
by leading politicians as sources of information. The public judge these posts,
organise online discussions of statements made in blogs. For instance, the media
rating of October 2016 showed that the top 5 of the most cited and reposted
publications in Russia at the time were those made by the following public figures:
Ramzan Kadyrov, Maria Zakharova, Fedor Emelianenko, Margarita Simonyan,
Sergey Aksyonov. The top-15 rating included also other Russian politicians and
public figures: Sergey Sobyanin, Rustam Minnikhanov, Adam Delimkhanov,
Andrey Vorobyov, Mark Feygin®*. Consequently, a new agenda is formed: the
blog agenda which transforms into an important mechanism of managing its
information space and key topics.

In 2013, a citizen journalism agency called “Ridus” made an attempt to
arrange Russian political bloggers in accordance with their political beliefs. Thus,
all of them were tentatively attributed to the four following groups with the
following percentage ratio:

5. “General political views” 18%

6. “Patriotic and conservative platform” 22%

7. “Moderate opposition platform” 26%

8. “Opposition, white ribbon platform” (radical agenda) 34%?.

22 Internet Development in Russian Regions. Yandex. 2016 (in Russian) [Available online] URL:
https://yandex.ru/company/researches/2016/ya_internet_regions_2016 (Data extracted on: 24.03.2017)

22 Internet in Russia: Penetration Dynamics. Winter of 2015 — 2016 (in Russian). Public Opinion Fund. 2016
[Available online] URL: http://fom.ru/SMI-i-internet/12610 (Data extracted on: 15.01.2017)

24 Federal Media - September 2016 (in Russian). Medialogy. 2016 [Available online] URL:
http://www.mlg.ru/ratings/federal_media/4466/2016/9/ . (Data extracted on: 24.02.2017)

25 Rating: Top-50 Live journal blogs on politics in Runet according to “Ridus” (in Russian). 2013 [Available
online] URL: https://www.ridus.ru/news/110257.html (Data extracted on: 10.09.2016)
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The survey shows that during the period before 2014, active political
bloggers were more focused on liberal ideology and demonstrated opposition
views towards the authorities in power. After 2014, this group of users declined
steadily.

New information / communication technologies, by all means, have a great
impact on the activity of collective political subjects — political parties including
those active regionally. The Internet serves as one of the key (or, perhaps, the main
already) information resources for political parties to a certain extent transforming
their organisational structure, system of coordination with other actors, party
agenda, etc. As of today, the majority of Russian political parties have official
websites and profiles in social networks. The citizens’ web usage is the main
parameter of the importance and performance of a party. According to the data
presented by the Web Information Company “Alexa”, the browsing history for the
official sites of Russian mainstream political parties as of December 2016 looked
as follows:

Table 2. Web-usage of the official sites of Russian political parties

Parameter Parameter Number of
Party of globaljof nationalpages viewed per user
communication  communication  |per day
United Russia 54,834 2,928 3.12
Communist  Party 75,838 4,883 241
of the Russian Federation
(CPRF)
Liberal Democratic 169,314 13,714 2.40
Party of Russia (LDPR)
Just Russia 193,260 20,906 2.85
Rodina 214,034 58,687 2.56
Civic Platform 746,163 256,951 3.30
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Source: Find Website Traffic, Statistics, and Analytics. Alexa. 2016. URL:
http://www.alexa.com/siteinfo (data extracted on 29.12.2016)%.

Interpreting the data presented in the table, one may say that the most
viewed website, however, with the number of pages viewed per user per day, is the
website of the “Civic Platform”, by this parameter leaving the site of “United
Russia” behind. This statistics allows the conclusion about the imbalanced and
non-uniform allocation of influence on the Internet among parliamentary and non-
parliamentary parties.

As the platforms of web 2.0. are rapidly developing, political parties actively
use communication / information services to improve their brands and form long-
term relationship with potential voting public. The number of subscribers to social
networks as of beginning of December 2016 shows the following differentiation
among the political parties in Russia:

Table 3. The number of subscribers to the profiles of political parties in

social networks

Party 'VKontakte Twitter. (the number isInstagram Facebook
approximate)

United Russia 57.352 197.000 21.900 4.746
CPRF 45.417 56.700 536 7.468
LDPR 76.882 73.100 - 4.865
Just Russia 4.220 1.395 4.261 4.662
Rodina 7.735 4.198 2.312 10.434
Civic Platform 27.516 9.660 17.500 35.641

Source: Find Website Traffic, Statistics, and Analytics. Alexa. 2016. URL.:
http://www.alexa.com/siteinfo (data extracted on 29.12.2016) .

26 Find  Website Traffic, Statistics, and Analytics.  Alexa. 2016 [Available online] URL:
http://www.alexa.com/siteinfo. (Data extracted on: 20.12.2016)
27 Find Website Traffic, Statistics, and Analytics. Alexa. 2016 [Available online] URL:
http://www.alexa.com/siteinfo. (Data extracted on: 20.12.2016)
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“United Russia” occupies the leading position in two social networks —
Twitter (197.000) and Instagram (nearly 22.,000). On VKontakte, the leading party
is “LDPR” (more than 76.500 subscribers, which is nearly 20.000 subscribers more
than the party following behind). It is also interesting to note that by the number of
subscribers, the profile of “United Russia” on Facebook is similar to the profiles of
“Just Russia” and “LDPR”. These are the lowest showings in the table (fewer than
5000 subscribers). On Facebook, the most popular party profiles are that of “Civic
Platform” (more than 35.000 subscribers) and “Rodina” (more than 10.000
subscribers).

Thus, assessing the political parties’ efficiency and performance of the use of
Internet environment as a channel for political communication on both federal and
regional levels, it is worth repeating the statements about its liminality and nominal
value. Considering the fact that a certain number of subscribers are party activists,
the participation of Russian parties on web 2.0. platforms is really significant for
rather a small (nationwide) segment of society. All of the above allows speaking
only about the initial stage of implementing such political communication channels
by the parties aiming at having an effective response, mobilisation of supporters,
development of frames, etc.

It must be mentioned that new information / communication technologies do
not only transform the activity of traditional political parties, but also give rise to
new political actors — cyber parties (network parties). Virtual parties use the World
Wide Web both as a channel for information sharing and a full-scale platform for
their activities where the active member resource is less important unlike setting
basic goals and aims of the party done online and corrected on forums with the
members of civil society. At first, those opposition political forces who had
difficulties to access the printed media and television screens on both federal and
regional levels used the virtual space to remain there.

Today, good examples of network parties are the “Pirate Party of Russia”,
“The Other Russia”, etc. Looking at the Internet activity of the “Pirate Party of

Russia”, one can see that the party uses its website as a resource for establishing an



164

effective communication channel (provisionally called P2C: Party to Civil Society)
to share information so that the agenda could be specified, party interests could be
aggregated and accumulated, active members could be mobilised. Analysing the
frequency of messages in such interactive sections as “FORUM”, “CHAT”,
“BLOGS”, one can come to a conclusion that the party has a core audience
interested in the party activity and actively participating in all discussions on the
website.

A separate scientific aim of assessing the influence of new information /
communication technologies on changing the public opinion of topical political
issues should be considered. Primarily, it is about the media framing technology
which is often used by the electronic media to legitimate political decisions and
form the agenda. The most common frames (interpretation schemes) broadcast by
the federal channels as of 2016 are: “great power”, “inefficiency”, “international
interference”, “confrontation”, and “strong leader”?. This means that the political
reality of Russia today is largely formed within the framework of these semantic
structures and narrows the contents of political network discourse.

It is important to mention that under the influence of new information /
communication technologies, political actors more and more actively use
marketing tools during their election campaigns, which is largely reflected in the
political territorial management on the whole. Among these tools, the following
can be singled out:

- carrying out political marketing research in order to determine the
target audience and the needs of the voting public;

- a system of marketing communications, namely promotional
campaigns and media planning of a strategy for a candidate with the use of all new
tools and web-platforms;

- completing media-analysis of the information environment.

The presidential election campaign of 2018 is expected to be structured on

the basis of even more active engagement of internet media. Close cooperation

28 |_ukyanova G.V. Mediaframing as Political Power Legitimation Technology in Modern-Day Russia (in Russian) //
Political Communications and Public Politics: Concepts, Methods, Best Practices. — Krasnodar, 2016. P. 128.
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with the voting public will also be carried out via Internet. In addition to traditional
technologies, SMM (social media marketing — the use of social media to promote a
website) technologies will be widely used, as well as contextual and targeting
advertising, etc.

A significant growth of influence of social media basic users on political
processes in the world and in Russia in particular is important to mention. This
influence concerns the formation of the new type of civil society and its interaction
with government agencies within the network media space. Internet is becoming a
customary environment for public political campaigns, mobilisation of civil society
leaders to defend public interests. These activists today focus more on the search
for fellow-thinkers, funding and media support of projects on the Internet.
Crowdsourcing and crowdfunding technologies become better implemented in
Russian information / communication space allowing the promotion of public and
political initiatives of various scale on the regional level. It appears the most
outstanding civil campaign of 2015-2016 was the protests organised by long-
distance drivers against the fee collection system called ‘“Plato”. These protests
took place in more than half the constituent entities of the Russian Federation. In
addition to motor rallies and protests, a large segment of work was done on the
Internet, in social networks, through video hosting services, etc.

Significant changes occur with regard to response from the population and
the support of decision-making process. These changes are primarily connected
with the technologies of “electronic government”.

Thus, information / communication space in modern-day Russia is a
complex and multiple-aspect sphere of social life. Political actors and civil society
leaders are striving to use all the possibilities the Internet network provides.
Despite the objective limitations in the form of irregularity of Internet expansion
and of relatively low political participation on the part of Russian citizens, one can
say that politics is turning towards cyberspace, which allows key actors to
effectively form the required associations and implement certain image definitions

on the federal, regional, municipal, and local levels.
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Thus, against the background of rapidly progressing information /
communication technologies, the view of the government’s role and functions as
well as individual elements of state administration changes completely — new
mechanisms of managing the public policy based on the concepts of governance
are being developed, of new public management, and of control through
communities. The network context of management has led to giving up of
traditional type of management rationality (the so called mechanistic rationality
based on the “logic of quantity”) and to bringing into focus the self-management of
controlled systems, the increase of social effectiveness of government apparatus®.
During the 2000s, different management concepts alternately grew in popularity —
market-oriented management, mobilising state, and finally, the concept of virtual
or network state. All of them aspired to find an optimal answer to the question of
how to increase the quality of state administration in the era of digital economy
and society based on knowledge. The conclusion at which the representatives of
different concepts arrived was that traditional reaction approach which can be
explained (at least, in the communication aspect) by the government response
towards the citizens’ requirements and problems should be replaced by the
proactive approach based on the direct participation of the citizens in the decision-
making process and on the gradual formation of consociation management model.

As a result, in the practice of state and municipal administration there grows
the belief that contemporary public management is the administration of complex
network formations comprising many actors and that “the management of such
public networks is a form of external steering which has a more complicated
structure than administrative control and is most often defined as targeted

influence”?*.

29 Kurochkin A.V. Innovation Policy within the Network Society (Northern European model) (in Russian) / St.
Petersburg: Russian Christian Humanitarian Academy Publishing House, 2013. P. 132

20 Yeremeev S.G., Kurochkin A.V. State Administration and Innovation Policy within the Network Society: New
Efficiency Principles (in Russian) / St. Petersburg: Russian Christian Humanitarian Academy Publishing House,
2014, P. 30
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Chapter 2. TERRITORY MARKETING AND BRANDING AS THE
FOUNDATION OF EFFECTIVE STRATEGIES FOR REGIONAL
DEVELOPMENT IN THE NETWORK COMMUNICATIONS SYSTEM

2.1 Evolvement of new technologies for regional development in the context of
Russian administrative reform

In the context of the present-day global economic and political competition,
a rapid development of new communication and information sharing methods has
transformed the structure of social relationships. Many scholars®! speak about a
serious evolution of the term “state administration” which today includes different
forms of social cooperation and participation in the state politics and
administration. Such transformation of the character and the structure of political
and administration process has set new goals and aims before political actors
regarding the efficiency and stability of spatial development. Such new theoretical
approaches towards political management as the theory of political networks, “new
public management”, “governance” which appeared at the end of the 20" century,
explained the growth of partnership relations among different actors of political
process and served as a foundation for the development of collaboration
mechanisms and technologies aimed at satisfying public needs.

Thus, the formation of effective strategies for regional development can be
carried out only on condition of meaningful cooperation among the government
agencies, local administration, civil society, and business, on the basis of new
technologies of strategic planning and management.

The penetration of marketing and branding technologies into the territorial
management system of modern-day Russia is connected with implementing the
strategy of administrative reform. The need to reform the administrative apparatus
and management methods was especially acute in Russia during the 2000s and
connected with terminating the establishment of the market system for economy

management and redefining the role and place of administrative apparatus in it. To

21 Kooiman J. Findings, Speculations and recommendations // Modern Governance, London Sage, 1993 — P.250.
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better understand the role and place of the territory marketing in the system of new
administration technologies, it is important to dwell upon distinctive characteristics
of Russian administrative reform course in greater detail.

The administrative reform in Russia has been continuously in place since
1991 and was initially viewed as crucial and one of the most challenging elements
of political reform carried out in the country. The first stage of the administrative
reform (the so called pre-reform) in the 1990s was the so called constitutional stage
of the reform, i.e. the establishment of laws and regulations characteristic of
democratic governance.

For the first time, the notion of “administrative reform” itself appeared in the
official discourse in 2001. In the end of January of 2001, Presidential Executive
Office presented a report “A path to the efficient state. A plan of reforming the
public authorities and administration system in the Russian Federation”??, which
formulated the purposes, aims, and methods of administrative change in the
political power system. According to this document, Russian Presidential
Executive Office reserved the right to oversee the staff policy (selection of
personnel for official positions of A-category), informational support of the reform,
and the development of anti-crisis management technologies. It was only at the end
of 2003, however, that the administrative reform turned into a broad-scale state
project, which was primarily connected with the appearance of the Administrative
Reform Vision and the Programme of its implementation in the long term?s.
Russian Federation Presidential Decree of July 23, 2003 No. 824 “On measures to
carry out the administrative reform in 2003-2004”, defined “the priority areas of
the administrative reform: limiting the state interference with the economic activity
of business entities including the termination of excessive government control;
eliminating the duplication of functions and rights of the federal executive
government agencies; developing the system of self-regulatory organisations in

economic sphere; allocating the regulating functions for economic activity,

%2 path to Efficient State. Plan to transform the system of public authorities and administration in the Russian
Federation (in Russian) [Available online]: URL: http://lib.sale/pravo-rossii-konstitutsionnoe/put-effektivnomu-
gosudarstvu-plan-71691.html (Data extracted on: 22.11.2016)

3 Slatinov V.B. Administrative reform in Russia: Intermediate Results (in Russian) / V.B. Slatinov. —

[Available online]: URL: http://www.jeducation.ru/6_2004/5.html (Data extracted on: 12.01.2017)
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surveillance and control, management of state-owned property, and provision of
services from state institutions to citizens and legal entities; termination of dividing
the power between federal and regional executive government agencies of the
Russian Federation, improving the activity of regional authorities representing the
executive power government agencies”?. Performing the tasks of reaching the
above-mentioned goals was assigned to the Government committee responsible for
carrying out the administrative reform. This committee was established by Decree
of the Government of the Russian Federation of July 31, 2003 No. 451. In
accordance with the action plan implemented into the Vision, the following actions
were taken: regulating the activity of executive authorities, establishment of
multifunctional centres for the provision of public services and transforming these
services into electronic form, and many other actions.

The new political course was aimed at strengthening the vertical power
structure, at establishing a new system of relations between the federal centre and
the levels of control and administration of Russian constituent entities. In July
2003, the Federal Law of 1999 “On general organisation principles of legislative
(representative) and executive government authorities of the constituent entities of
the Russian Federation”, was significantly revised, in particular, in connection with
redistribution of expertise among the organs of the Federation and the constituent
entities. In the course of the reform, seven federal districts with administration
systems headed by Plenipotentiary Representatives of Russian President were
established. Reorganisation in the system of federal executive authorities led to the
establishment of three-tiered management system: federal ministry, federal service,
federal agency. The ministries began formulating the overall long-term
development strategy and engage in coordination activity regarding the federal
services and federal agencies under their supervision. The federal service was
assigned special functions connected with defense, state security, the Russian
Federation border control and surveillance, crime control and prevention, public

safety. The federal agency received the functions of delivering public services,

24 v/ision of Administrative Reform in the Russian Federation in 2006-2010 (in Russian). [Available online] URL:

http://www.arhcity.ru/data/564/1%20conc.pdf (Data extracted on: 12.02.2017)
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state-owned property management, and also law-enforcement functions except for
control and surveillance. Besides, there took place significant changes aimed at
transforming the state service into the civil service that is open and accountable to
the society.

In the framework of the administrative reform Vision, it was pointed out that
the reasons for unsuccessful completion of economic reforms lay in the
administrative and bureaucratic slowness of the government: “In the Russian
Presidential Address to the Federal Assembly of the Russian Federation of 2003, as
the basic obstacles inhibiting economic reforms completion the inadequate
efficiency of government apparatus was named as well as the imbalance between
the number of its management authorities and the quality of power. The priority
aims of the state administration development in 2003 were said to be radical
reduction of functions performed by the government authorities and the formation
of effective mechanism dealing with settling disputes arising between a citizen and
the state due to the improvement of administrative and judicial procedures”*®. As
many scholars point out, while inspecting the of functions of ministries and
agencies, experts discovered a paradox: more than a third of these functions in
different state institutions duplicated each other and were redundant. In total, the
Government committee working of the completion of the administrative reform
analysed 5634 functions, 1468 of which were claimed redundant, 263 — duplicating
other functions, while 868 required change. Thus, by eliminating the duplication
and establishing structures responsible for certain activities it became possible to
supervise the quality of state services, define the requirements for these services
considering the needs of the population, control the presence of the required
financial and human resources needed to perform each of these functions.

Thus, at the initial stage of the administrative reform, the changes were made
along three major lines:

1) strengthening the vertical power structure — from federal centre to regions

(the establishment of federal districts, reorganisation of the Federation

%5 Vision of Administrative Reform in the Russian Federation in 2006-2010 (in Russian). [Available online] URL:

http://www.arhcity.ru/data/564/1%20conc.pdf (Data extracted on: 12.02.2017)
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Council, bringing regulatory acts adopted in the constituent entities of the
Federation in line with the federal law, introduction of the new protocol
for the election of leaders for regional executive authorities, etc.);

2) reforming the public state service in Russia;

3) structural reform of federal executive power.

By no means all the problems, however, were solved. Unsurprisingly, in
“The Vision of administrative reform in the Russian Federation in 2006-2010”, the
experts stressed that during the first stage only a small number of planned actions
were taken, that the existing system of public administration inhibited the socio-
economic development of the country, and therefore the improvement of its
competitive ability became the main aim at the second stage. Consequently, new
goals of the administrative reform were set, namely, the quality improvement and
accessibility of the state services, the limitation of the state interference with
economic activity of business entities, including the termination of excessive
government control, the increase of the efficiency of the activities performed by
the executive government authorities. Thus, the issues of the efficiency and quality
of state administration become central, and to tackle these issues the state should
consider the application of significant structural, institutional, and technological
innovations.

Within the context of this research, it is important to mention that in the
course of the administrative reform and the reform of municipal administration
during the 2000s, Russian regions and cities received greater autonomy for
strategic decision-making, which led to the necessity of introducing the elements
of strategic planning and management into the process of implementing these
decisions. “The Vision of the administrative reform” highlights the use of new
instruments and technologies in the system of state administration to reach long-
term and stable success of spatial development. One can come to a conclusion that
the second stage of the administrative reform was aimed at not just encouraging the
use of new technologies, but their implementation into the strategic planning with a
view of efficient socio-economic development of the regions. Many scholars and

experts stress the importance of such innovations for the long-term planning as at
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the present-day development stage there is a need to make long-term and
coordinated decisions in all key sectors: “it is deemed important to establish the
foundations for strategic planning, to create an integral system of the state strategic
administration and control, including strengthening the coordination of actions
aimed at improving the situation in the financial sector and other industries”**.
This also involves the implementation of programmes of strategic development
planning of spatial development with engaging the use of marketing and market-
oriented methods. Strategic regional marketing in this sense can be defined as a
process of adapting socio-economic development of the territory to the changing
market environment. The state policy of regional development in the Russian
Federation is aimed at providing a steady socio-economic development of the
constituent entities of the Federation by, among other things, the reduction of
infrastructural limitations and the maximum use of the potential of Russian regions
and cities®. Federal Law of June 28, 2014 No. 172-FL «On strategic planning in
the Russian Federation” calls for drafting a new type of document which would
combine strategic and territorial planning — the strategy of spatial development of
the Russian Federation that would become a “projection” of national socio-
economic priorities on the development of a certain territory. On the whole, the
strategy must define the priorities, aims and goals of regional development in the
Russian Federation, as well as the measures to be taken to reach them. As part of
the Strategy, propositions about the improvement of state control over spatial
development are made. An important aspect of this Federal Law is rethinking the
role of municipal economy in the process of socio-economic development of the
Russian Federation. At the municipal level, budget planning, territorial planning,
the planning of public utility services development, and socio-economic planning
types are distinguished. Regional and municipal programmes aimed at strategic
long-term planning are successfully implemented in the Far Eastern regions of

2% pronina L.I. Strategic Planning at All Levels of Public Authority — Key Success Factor for Economic

Development (in Russian) // Economics and Management: Challenges, Solutions, NeS, Volume 1, 2016. P.12

%7 vision of Administrative Reform in the Russian Federation in 2006-2010 (in Russian). [Available online] URL:
http://www.arhcity.ru/data/564/1%20conc.pdf Vision of the Spatial Development Strategy in the Russian Federation
for the period until 2030 (in Russian) http://xn----7sbbhnbgial lebd4mma.xn--
plai/uploadedFiles/files/Kontseptsiya SPR.pdf (Data extracted on: 12.02.2017)



http://www.arhcity.ru/data/564/1%20conc.pdf
http://карьеры-евразии.рф/uploadedFiles/files/Kontseptsiya_SPR.pdf
http://карьеры-евразии.рф/uploadedFiles/files/Kontseptsiya_SPR.pdf

173

Russia — Federal Law of December 29, 2014 No. 473-FL “On Priority Social and
Economic Development Areas of the Russian Federation”. It is important to
mention that the force of this Federal Law No. 473 will cover the whole territory of
the Russian Federation in 2018.

It is important to stress that the efficiency of such programmes depends not
only on clearly defined purposes and achievable aims, but also on the organised
interaction among different political actors based on partner relationships: “the
main condition for the formation of strong and functioning state should be the
cooperation among different society segments — the cooperation based on clear and
meaningful values-aims the combination of which should agree with the metal
composition of the collective consciousness of the Russian citizens”?®. Prioritising
the principles of openness and accountability declared in the Vision of the
administrative reform should also facilitate communication and cooperation among
different political actors — both government institutions and the segments of civil
society, — which forms the channels of metal response allowing the making of most
effective management decisions.

In this sense, the traditional problem of the extent to which the state
participates in the economy and public affairs and its correlation with the market
and civil society become less acute because the role of state management, the order
and the subject matter if its interaction with non-governmental institutions are
predetermined. Therefore, the key social requirement for effective administration
today can be defined as the search of such development strategy what would in the
best way facilitate the balance between stability and production/change
management. One of the main issues arising during the establishment of such
territorial management model is not so much in the development and
implementation of specific innovations, but in the change of cultural behaviour
models, the system of informal institutions and practices common in a particular

region.

28 political and Administrative Relationships: Concepts, Practice, and Management Quality (in Russian) / Collected

Works / Ed. by L.V. Smorgunov. St. Petersburg, 2010. P.136
2% Kurochkin A.V., Antonov G.K. The Concept of Network Society in the Social Knowledge System (in Russian) //
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https://elibrary.ru/contents.asp?issueid=1693350
https://elibrary.ru/contents.asp?issueid=1693350&selid=27638769

174

Today, in the majority of constituent entities of the Russian Federation, the
existing economic, human, and cultural potential is not transformed into a
reasonable life quality growth of the population. The need for new marketing
strategies of spatial development therefore becomes evident. These strategies
should be united by the common aim of satisfying the needs of a client-citizen
living on a particular territory. But even so, we must understand clearly that it is
about the transition towards contemporary marketing vision (which gained its
momentum in the world approximately since the beginning of the 1990s) whose
distinctive characteristic is aiming at searching for the optimal balance of
satisfying the needs of all the participants of production and consumption of goods
and services. This balance is possible only on condition of active cooperation
among all the actors of marketing environment within the effective and open
communications system?®.,

Thus, the participants of spatial management control have to work on
developing methods of horizontal communication and coordination aimed at
mutual ratification of purposes, goals, and strategies of development. Three basic
levels can be distinguished in this process:

“1. structural integration (incorporating new elements into the
organisation structure or establishing cooperative structures);

2. process integration (agreeing upon the sequence of processes and
procedures in accordance with the overall development perspective);

3. mutual integration or collaboration (providing the mutual
understanding and the delivery of shared knowledge)”**.

In view of the open process of spatial development, it is mutual integration
that allows achieving the greatest effectiveness of the joint activity while structural
integration is directed towards the reduction of uncertainty and the process

integration — towards the elimination of contradictions in communication*2. Mutual

#01p., P. 14-17.

#1veremeev S.G., Kurochkin A.V. State Administration and Innovation Policy within the Network Society: New
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integration implies voluntary participation, common goals, and collective
responsibility for the result. For it to be successful, institutional unity is required,
which is achievable due to the presence of common rules for all the participants of
spatial development planning and territory marketing. This provides the conditions
for mutual understanding during a more or less lengthy period.

That is why a question of creating and implementing new communication
technologies becomes topical. Today, the complexity and the non-equilibrium
development state of contemporary social, political, and economical systems
requires constant innovations which would improve the tools and the contents of
communications*?,

As to the innovation potential of spatial development, it is determined by the
ability of state administration to establish, support, and steadily renew the
institutional infrastructure of new knowledge production and distribution, as well
as to provide a cognitive agreement regarding the goals, aims and methods of state
politics of spatial development.

In this context, marketing should be viewed as a complex, multidimensional
process allowing the definition of clear socio-economic guiding points to draw up
and implement the plans of sustainable spatial development. Based on the classical
management theory (a cybernetic approach, in particular), a territory is an object of
administration. More accurately, the objects of administration are collective actors
assigned to this territory among which the following groups can be distinguished:
population, producers of goods and services (of private and state-owned property),
cultural and educational establishments, civil society institutions represented by
non-commercial organisations, partnerships, associations, chambers of commerce
and industry, etc. But it is important to mention that the strategy of effective spatial
administration with the use of marketing technologies sets before the government
authorities a goal of addressing the civil society institutions for initiatives and
propositions concerning socio-economic development of a certain area. Therefore,

the population of this area is not only the target audience for the marketing

3 1p., P.9-13.
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campaign of regional development which is in place, but also the subject of the
project-oriented political administration.

As it has been said pointed out before, globalisation of the world economy
became a challenge for regions shifting the competition from a local to the
international level. Business corporations producing similar products and located
in the same geographical zones (consequently, selling these products at the same
markets) have stopped being main competitors: today, it is regions and big city
centres that enter the competition for material and immaterial resources. And a
large segment of resources is in short supply, especially highly-qualified workforce
and the creative capital. Expectedly, in view of the above, the government uses the
instruments proved to be effective under the market conditions.

The concept of “the territorial marketing” is rather new but it has already
become very popular both in the economic sphere (in the process of mid- and long-
term planning of business development, the choice of optimal investment strategy,
etc.) and in the area of state and municipal management. The territory marketing
strategy is aimed at promotion of a city, region, or a country territory in a
competitive battle for investors, offices of large corporations, the growth of tourist
flows, qualified workforce, etc. From the point of view of economic development
of a region, marketing approach is an effective tool to enhance the competitive
ability of the location and development multiplier for certain industries. The key
socio-economic aim of marketing and branding is the investigation of and search
for the ways to actively involve different groups in the establishment of the place
brand and the creation of its identity>*.

Prior to the detailed investigation of the territory marketing, it is important to
distinguish such notions as place marketing and territory marketing. Place
marketing is a variety of geo-marketing; it is done “for the purposes of formation
and reproduction of demand for a spatial object located in a certain place (area)”**.

Territory marketing is, in turn, considered the activity “performed on a territory

24 Kurochkin A.V., Antonov GK. Role of Creative Capital in the Territory Development Management System (in
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and outside it with the aim of establishing competitive advantages of the territory
in the consciousness of its stakeholders and satisfying their needs”**®. Thus, within
the framework of territory marketing, the ways of promoting territories towards the
global market, methods of creating their advantages and image (brand) are
analysed to attract the necessary material and immaterial resources to this territory.

The first scholar to use the term “territory marketing” was Simon Anholt in
2002. It must be pointed out that up to that moment there had been a strategy of
“selling places” similar to this concept. It was a more market-oriented approach of
promoting a territory based on corporate marketing tools. With quickly changing
markets and a global competitive environment, however, the methods and tools
characteristic of the strategy of “selling places” stopped bringing effective results.
A new strategy of “territory marketing” was primarily developed as the one
oriented at satisfying the needs of local (territorial) communities*”.

As a well-known researcher and a marketing expert P. Kotler pointed out:
“Place marketing is about designing a place to satisfy the needs of its target
market(s)?*®. Today, territory marketing is an inherent stage of a long-term spatial
development strategy. In P. Kotler’s opinion, spatial development is a consistent
long-term “strategic marketing plan to take advantage of the advances”?* a certain
place has already achieved or may achieve.

P. Kotler describes the following specific “place marketing framework”*":
defining targeting markets, systematisation of marketing factors, and creation of
planning (project) groups.

The first level of defining targeting markets implies framing certain client
segments towards which the brand “message”®* of the territory will be delivered.

As part of systematising marketing factors, such key elements of branding are

246
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analysed as place attractions and infrastructure, human capital assets, and life
quality. Creation of planning groups determines the process of marketing strategy
implementation and control.

It should be mentioned that while creating and promoting the brand, the
territories use step-by-step strategies, specific algorithms, uniting separate
processes into functional modules and sub-steps. Territory branding, unlike
product, service, or trademark branding, does not have a completion stage “as the
innovation essence will “nourish” the brand of such territory” **. As to its
procedures, territory marketing includes at least two stages.

The first stage is positioning. During this stage, an objective assessment of
strategic advantages is done and the corresponding strategy is chosen. Positioning
is based on three lines of work: strategic planning, formation of marketing strategy,
and marketing research. Such methods as SWOT, STEP (LE) — analyses allow a
clear definition of priorities during the implementation of this process, of a set of
marketing aims corresponding to the strategy for the region, and a selection of
target audience. Besides, different ratings to analyse the potential of this territory
are used at this stage of positioning the region.

The second stage — promotion — is characterised by active work with the
target audience. Working with target groups is part of the implementation of the
marketing strategy. It includes: 1) parameters of information influence; 2) the
choice of communication method; 3) the choice of information channels.

The target audience of territory marketing is traditionally divided into three
basic groups:

4)  local community (cooperation is carried out through volunteers, non-profit
organisations, leadership facilitation);

5)  business corporations (cooperation is done through fundraising, mechanisms
of public-private partnership, syndicate promotion);

%2 Groshev I.V. The Use of Information Analytical Technologies in Branding of Innovation Development Territories

(in Russian) // Bulletin of Tomsk Polytechnic University, 2014, Volume 324 Ne6, P. 57
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6)  administrations (includes such forms as benchmarking, the transition from
industry-based to a project principle, monitoring and assessment of the programme
implementation).

The process of territory branding is a foundation for carrying out a
successful marketing strategy. It is defined by S. Anholt as “a complex and multi-
dimensional construct with a constantly changing reputation which is based
upon “various individual beliefs, perceptions and prejudice”®®. Territory branding
in literature is defined in a number of ways: 1) visual or virtual symbol of the
place; 2) positive features through which the consumers recognise the place; 3) a
well-known trademark of the place forming or confirming its image and reputation.

In their article “Governance in the Age of Digital Media and Branding”, A.
Marland, J. P. Lewis, T. Flanagan stress that “brand” is used as a conceptual
euphemism for the simplification and cohesion of all messages (spoken, written
and visual)”?** that are delivered and controlled by the power centre.

The process of territory brand development — is a constituent part of the
marketing strategy development which includes a certain sequence of working
stages.

Firstly, having assessed presuppositions, one must develop a brand concept.
Secondly, when using the methods that have already been mentioned, such as
SWOT-analysis, benchmarking, the brand potential and the assessment of target
markets considering the future specification of the brand are analysed. Thirdly, the
development of the brand platform and architecture becomes an important stage.
As K. Dinnie rightly points out in his book “City Branding. Theory and Cases”:
“In order to develop a strong brand, policy makers need to identify a clear set of
brand attributes that the city possesses and which can form the basis for
engendering positive perceptions of the city across multiple audiences” ** .

Therefore, the choice of brand attributes is required in accordance with its semantic

253Anho|t, S. Nation Brands Index: how does the world see America?// Journal of Advertising Research, 2005. Vol.

45 No. 3, p. 297.

%4 Marland A., Lewis J. P., Flanagan T. Governance in the Age of Digital Media and Branding // Governance: An
International Journal of Policy, Administration, and Institutions, Vol. 30, No. 1, January 2017, P.126.

25 Nation Branding: Concepts, Issues, Practice (in Russian) / Ed. By Keith Dinnie. Moscow: Mann, lvanov and
Ferber; 2013 P. 22
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content, long-term perception, and differentiation. Fourthly, it is important to
conceptualise creative inventions of the brand, namely, description, slogan, visual
images and standards, sound images, logos, etc. Finally, fifthly, a marketing plan of
the brand promotion should be developed which should include the plan of interior
and exterior communications and the development of marketing instruments.
Researchers suggest different sets of tools for the most effective territory
branding. Thus, G. Ashworth and H. Voogd®® suppose that place marketing should
include the following minimal set of instruments: promotional measures, spatial-
functional measures, organisational measures, and financial measures. P. Kotler
and others #” consider four basic directions of territory branding: design,
infrastructure, basic services, and attractions. In this context, the key foundation for
successful branding is work on the image of the region. As P. Kotler writes, an
“image the sums of beliefs and impressions people hold about place. Images
represent a simplification of a large number of associations and pieces of
information connected with a place. They are a product of mind trying to process
and pick out essential information from huge amounts of data about a place”®.
Image of the place is a the sum of strong (but not always systematic and true) ideas
about it. In P. Kotler’s opinion, it comprises three elements — one objective
(features of the place reflecting the objective reality) and two subjective (on the
one hand, personal experience, personal perception of the place, on the other hand,
other people’s opinions, stereotypes, and rumours about the place) ones. Thus, both
objective and subjective factors can underpin a city image. The objective facts are
the city name, geographical location, nature and climate, city enterprises and their
products, events and incidents, architecture, national colour, famous people,
handicraft traditions, image and the behaviour of the authorities). The subjective

facts can be language, folklore, local cuisine, works of art, clothing, mentality,

6 Ashworth GJ. and Voogd H. Selling the city: marketing approaches in public sector urban planning / London:
Bellhaven Press, 1990

BT Kotler P., Armstrong G. and others Principles of marketing, / London, Prentice Hall, 1993

8 Kotler P., Asplund C., Rein 1., Haider D. Marketing Places Europe: How to Attract Investments, Industries,
Residents and Visitors to Cities, Communities, Regions and Nations in Europe (in Russian).—St. Petersburg:
Stockholm School of Economics, 2005. P. 205
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habits, talents, local leisure traditions, holidays, new ideas for development,
references in films and literature, the quality of relationships between partners.

Summarising the above, it should be mentioned that today, the conceptual
rethinking of the category “state management” has taken place, which facilitates
further development of the administrative reforms. In turn, a widespread
requirement for open, efficient forecasting and appraisal systems for socio-
economic development of regions have made it necessary for the public authorities
to improve methods and instruments used for regional space management. In the
meantime, globalisation processes have facilitated the creation of international
market of regions where the territories themselves enter the competition for
material and immaterial resources. Territory marketing and branding are
considered today the most effective means to acquire positive results in this
competition. In this process, technologies are not simply a flexible instrument of
promoting the interests of certain political and economic groups, but also a
complex system of methods and values primarily aimed at social wellbeing of the
region, some sequence of coordinated actions of the collective “local community
directed towards the promotion of the interests of this territory”*°, and therefore
directed towards satisfying the needs of all local actors.

Thus, in questions of strategic planning of regional development and
carrying out a successful campaign on territory branding, public authorities should
collaborate with the community through crowdsourcing and the mechanisms of
public-private partnership, which in the long run would facilitate a meaningful
dialogue between the administration and civil society and lead to social
consolidation regarding the ways of socio-economic transformation of the region.

%9 Vizgalov D.V. City Branding (in Russian). —Moscow: Fund. The Institute of City Economics, 2008.
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2.2 Assessing the technologies of territory marketing and branding in terms of
their effectiveness: economic, socio-cultural, political and administrative
aspects

In the previous paragraph, the author investigated the question of place and
role of territory marketing and branding in the process of providing effective socio-
economic development of Russian regions in the context of the current
administrative reform. He came to a conclusion that marketing technologies and
branding facilitate the local competitive ability and broaden the sphere of influence
of a certain region in the national socio-economic system. The question of
interrelation between marketing technologies and the efficiency of political
governance of a territory, however, remains unclear. In this context, the following
task needs to be solved — to systematise current approaches towards the assessment
of territory marketing and branding efficiency, and also to reveal the conditions
required for it.

Further in this paragraph, three key components of the assessment system
for the effectiveness of regional marketing and branding will be analysed, namely,
economic, socio-cultural, political and administrative aspects.

A short overview of international indices and ratings targeting the
assessment of the region, city, or country branding, clearly demonstrates the
importance of the aspects listed above.

Thus, to determine The Good Country Index, the following categories are
used:

1) science, technology and knowledge;

2) culture;

3) international peace and security;

4) world order;

5) planet and climate;

6) prosperity and equality;

7) health and well-being.
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The purpose of this rating is declared as provision of efficient cooperation
among different countries which is achieved, in addition to other things, through
multiplication of national brands, which, in turn, can help solve both global
problems and local ones characteristic of certain territories.

A more detailed analysis of branding and its influence on the efficiency of a
territory management is represented in the rating Anholt-GfK Roper City Brands
Index. The city brands index study includes six indicators according to which the
perception of the brands of large cities typical for citizens in different countries is
assessed: 1) impressions of the city; 2) people (their friendliness, affability); 3) the
city location, geo-climatic conditions; 4) infrastructure (public amenities,
performance of administrative institutions); 5) pulse (conditions for recreation and
tourism, leisure places, creative spaces); 6) inner potential (economic, educational
opportunities, job search, business attitude). In 2016, Russia was on 22" place of
this rating. The main pillar of the Russian national brand is its culture. Russia takes
the 8" place in the rating of the countries with the most interesting, in consumers’
opinion, culture. Last year, Russia went up to the 23" place in the rating of the most
attractive tourist brands (from place 26 in 2015)°®. In contrast, the weakest aspect
of the national reputation is the sphere of public administration. According to this
rating, Russia is on the 34" place out of 50. Compared to 2015, however, when the
world consumers assessed the quality of state administration lower and Russia
occupied only 42" place out of 50, there have been significant positive changes in
the perception of the image of Russian authorities characteristic of foreign
audience.

Another rating of national brands is represented by the advertising agency
«Future Brand» (in 2010 the project started with the support of BBC World News).
This rating analyses 102 countries by the following criteria: “intangible assets” of
the country, the perception of the country by the representatives of international
business, tourists, tourism and national branding experts, leaders of social opinion.

During the research, about 3400-4000 tourists are questioned, focus-groups of

%0 National Brands Index (in Russian) [Available online] // URL: http://www.gfk.com/ru/insaity/press-
release/indeks- nacionalnykh-brendov- anholt-gfk-2016/ (Data extracted on: 07.04.2017);
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experts are organised to discover associations connected with different countries by
five categories, including tourist attraction, life quality, and a set of values. In this
research, the attractiveness and competitive ability of the national brand is assessed
in the same way as any other trademark: the experts appraise the brand awareness,
preference, contents, promotion, the wish to visit and collaborate with the country
and its inhabitants. But the most important parameters are such indicators as the set
of values; life quality; conditions for business; heritage, culture, and tourism.
Another method of appraising national brands was developed by the British
international consulting firm Brand Finance specialising in audit and appraisal of
brands on the basis of Royalty Relief Method, which is widely used to assess
commercial brands. This rating contains 100 countries assessed by the key

113

criterion — the power of influence and the value of each country’s “trademark”. In
the assessment the following parameters were considered: the cost of national
brands expressed in terms of money, stability and potential of the brand
development, economic, demographic, and political factors including investment
indicators, tourist attraction, dynamics of economic growth, production,
consumption, and export of national goods and services, human resources, and
others. As a result of this comprehensive and complex analysis, each country is
assigned a rating from AAA (very strong national brand) to DDD (the absence of
national brand), which becomes the brand index.

The main conclusion at which experts arrive as a result of long-term
monitoring of national brands based on ratings and indices is that only a well-
balanced and harmonious combination of economic, socio-cultural, political and
administrative elements of branding can bring a territory to an effective long-term
development and top positions in international ratings.

It is important to investigate each of the abovementioned elements in greater
detail, with an accent on political and administrative aspect as key within the
context of this research.

As part of an economic element and being an intangible asset, a brand
provides the marketing potential for the territory, its additional value for the

consumers, which, firstly, allows informing potential stakeholders about the
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advantages of this territory, and secondly, makes it more attractive compared to
other territories-competitors.

The success in attracting new resources is primarily connected with the audit
of those already in place. A Russian economist Y. Seregina defines the territory
branding as the strategy for the improvement of the competitive ability of cities,
areas, regions, geographical zones, and states with the purpose of conquering
external markets, attracting investors, tourists, new residents, and qualified
immigrants™*. T. Mescheryakov points out: “practice proves that any processes of
innovation development must be supported by technologies and tools of territory
marketing (geo-marketing), beginning from geo-marketing research to determine
strengths and weaknesses of the territory, attracting innovation companies to the
territory, and finishing with the territory brand promotion towards the global
market of geo-products®?. He defines the growth of the regional marketing
potential as market and investment attractiveness among the consumers (residents
and non-residents): “the economic assessment of the marketing potential of the
territory can be carried out on the basis of calculating additional economic income
for the territory budget earned due to the use of marketing concepts and tools”*®.
Thus, marketing solves the problem of establishing the attractiveness of a geo-
product for consumers, and the ability to allocate the existing development
potential of the region to tackle the following issues becomes a key success factor
for the implemented strategy:

. creation and improvement of the territory image, growth of its

prestige, business competitive ability;

. attraction of nation-wide and other external with the regards to the

territory orders to it;

. a wider participation of the territory and its constituents in the

implementation of international and regional programmes;

%1 Seregina Y. Territory Branding (in Russian) [Available online] / Y. Seregina — URL: http://pr-
portal.com.ua/peredovitsa/4621.php (Data extracted on: 22.03.2017)

%2 Mescheryakov T.V. Theory and Tools for Territory Marketing Management in the Context of Creative Economy
(Theory and Methods) / Extended Abstract of a Thesis for a Doctorate Degree in Economics (in Russian). St.
Petersburg, 2011 ., P. 12

*%1b., P. 20
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. the growth of attractiveness of internal investments.

Thus, regional marketing facilitates the renewal of demand for the territory
resources under the conditions of global market of territories, while the
development and strengthening of the existing economic potential of the territory
and the attraction of new businesses are done primarily through coordination,
partnership, and regional collaboration mechanisms.

Thus, the branding effectiveness in the context of economic aspect primarily
depends on the presence of institutionalised mechanisms of coordination and
collaboration of business, authorities, and non-profit organisations, on
consideration of the creative capital size and dynamics, of the development level of
innovation clusters, small innovation enterprises, — that is the whole complex of
conditions required for establishing the knowledge-based economy.

Despite the fact that corporate marketing uses territory branding as a
conceptual foundation, there are significant differences between these theories in
terms of aims and goals of their implemented strategies. As to territory branding,
socio-cultural aims dominate while in corporate marketing the market-oriented
goals are of more significance.

Correspondingly, as a key component, the territory marketing and branding
comprise an active strategy of socio-cultural promotion of the region which
combines measures on creation and development of social and human capital.

Through the prism of social capital, a brand is viewed as a complex psycho-
social construction which includes physical and symbolic representation of the
brand (logo), as well as its intangible attributes: territory image, consumer
associations, the overall vision of the directions for the use of the territory potential
connected with the place, the image of authorities, etc.”*. “Social capital has a
number of features characteristic of economic capital, and namely, its limitations,
the ability of accumulation, convertibility, self-expansion, and even transferability

at the level of inter-organisational relationships™®®. The range of problems of social

%4 \/asilenko I.A. The Image of Russian Regions: Innovative Technologies and Rebranding Strategies (in Russian) /

ed. by Professor I.A. Vasilenko. — Moscow: Foreign Affairs, 2016, Pp. 109-110.
%5 Radaev V.V. Social Capital as a Scientific Category (in Russian) // Social Capital: Theory and Practice, 2003. No
2.P.5-23.
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capital began to be generally investigated rather a long time ago, beginning from
classical works of Alexis de Tocqueville, Adam Miiller, Max Weber, Emile
Durkheim, Pierre Bourdieu, and others.

In the beginning of 1990s, this problematics was thoroughly investigated by
Robert D. Putnam. He analysed the origin of low civic activity and weak contacts
of the citizens in the American society of that time. To increase the reserves of
social capital in the society, Robert D. Putnam considered it necessary to rest on
different forms of network cooperation. In his well-known work of 1993 “Making
Democracy Work: Civic Traditions in Modern Italy”, he thoroughly studied the
construction of civil network communications basing the research on the number
of non-profit, trade union organisations, associations, and other clubs (from choir
communities to football fan clubs). From the perspective of the civil networks
system analysis, Putnam drew a direct dependence of the economic development
and the life quality of a country or region on the level of social solidarity,
cooperation, and civil activity.

Thus, a required condition for the improvement and growth of the social
capital quality is a high index of social freedom and investments in human
development®®. Such a contribution to human development does not only facilitate
the growth of social capital, but also, primarily, creates a society stratum able to
articulate pioneering initiatives, namely, “a super-creative core” which is a subject
foundation for creative capital.

The concept of “creative capital”, despite its significant popularity in the
present-day social-political and scientific literature, remains rather unclear and still
polysemantic. The origin of this concept is traditionally found in the well-known
publications of R. Florida “The Creative Class”, and also of R. Cushing, “Creative
Capital, Diversity and Urban Growth”. As determinants of creative capital, Richard
Florida named such conditions as Technology, Talent, and Tolerance, summarising
them in the abbreviation of “three Ts”. If the first and the third conditions are the

infrastructure for the growth of creative capital, the talent (or creativity) becomes a

266Zalmyatin D.N. Geo-cultural Territory Branding: Conceptual Framework (in Russian) // Labyrinth: Journal of
Social and Humanitarian Research. 2013. Ne 5. P. 11-23.
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defining factor and at the same time the most difficult one to verify and measure.
Florida defines creativity as ‘“cognitive ability separate from other mental
functions...involves the ability to synthesize...requires self-assurance and the
ability to take risks...creative ethos marks a strong departure from the conformist
ethos of the past™.

Richard Florida highlights the concept of “the creative class” (whose main
feature is that it is “a class of workers whose job is to create meaningful new
forms™), and through this concept, he turns to a new model of economic growth —
creative economy.

R. Cushing also distinguished creative capital within the structure of social
capital and considered it a crucial resource for the development of innovative
industries. In this sense, he viewed the creative capital as an element of human
capital based on a free development of creative initiative and a possibility to
produce innovations. But again, the concept of Cushing’s “creative capital”
remains intuitive although unclear from the point of view of the perspective of its
comparative assessment or dynamics forecast. Such an approach towards
determining the index of the creative capital implies its adaptive and dynamic
nature, taking into account “the changes in the preference of various groups of
creative experts...and allowing smoothing possible disproportions in the
development of certain regions which could distort the result”*®,

Organisation of creative events aimed at positioning of the region by small
groups of residents is able to put into action the rule for promoting the overall
brand of a territory via small pioneering projects: “In the recent years, many
regional museums, theatres, community centres have become the focus of active
cultural activity by attracting many creative people and groups implementing their
personal and collective projects on these cultural platforms”.

Thus, the key indicators of the regional branding effectiveness, within the

context of socio-cultural aspect, are:

%7 Florida R. The Rise of the Creative Class: And How It’s Transforming Work, Leisure, Community, and Everyday

Life (in Russian) / Moscow: Mann, lvanov and Ferber, 2016.
%8 Creative capital of Russian Cities (in Russian) / St. Petersburg: PWC, Calvert22, 2016.
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1) the territory reputation (including the quality of education system, health
care, life standards, safety, working conditions);

2) the correspondence between the level of hospitality of those citizens living
on this territory and the level of discrimination towards newcomers;

3) basic values translated in the communication environment of this territory
(wildlife protection, tolerance, freedom of speech, etc.)**;

4) the level of the creative capital represented in the specific and unique civil
initiatives.

The most widely discussed issues of establishing a successful brand of the
territory are the ones connected with the provision of the brand identity related to
the regional identity. According to the conclusions made by O. Olefirenko and M.
Karpischenko, the idea behind place branding is that the uniqueness of a territory
should be well recognised by the wide audience®. This uniqueness lies in in the
specific socio-cultural features of the territory; it determines its attractiveness, and,
ultimately, its communicative and competitive potential. In this sense, branding
tackles the issue of a place’s self-identification, its standout for the consumers
among other places (territories-competitors). Therefore, the local self-
consciousness (dialect, local music, toponyms) — the cultural codes — are an
important subject matter for branding.

The elements creating a strong identity of a territory need to be investigated.
Among these elements, a Russian scholar D. Vizgalov distinguishes the following:

« territory uniqueness;

e identification, “authentication” of the territory;

¢ loyalty, devotion, interest, love for the territory;

e social cohesion, fraternity;

e practical potential of identity.

Each of these elements can be analysed with the help of opinion poll, focus-

groups methods, etc. The researchers point out that they are closely interconnected

%9 yasilenko I.A. The Image of Russian Regions: Innovative Technologies and Rebranding Strategies (in Russian) /

ed. by Professor I.A. Vasilenko. — Moscow: Foreign Affairs, 2016, Pp. 109-110
20 0lefirenko O.M., Karpischenko M.Y. Theoretical and Practical Challenges of Territory Branding: Case-Study of
79 Sumsky Region Branding Building [Text] (in Russian) // Marketing and Innovation Management. — 2011, Ne 4
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and influence each other. This influence is directed from the lowest on the list
upwards.

Based on the elements of territorial identity distinguished above, 11 typical
groups of values most popular in place branding can be determined:

o creativity — artwork — innovation;

) city comfort — warmth — hospitality;

) cosiness — cleanliness — quiet — ecology — safety — comfort;

) openness — interpersonal skills — sociability;

o diversity — tolerance — cosmopolitism — freedom;

) strength — stability — firmness — dignity;

) style — elegance of taste — inspiration — design;

o freedom - activity — opportunities — entrepreneurial spirit —

leadership;

) livelihood — festivity — love of life — intensity of cultural life;

1. genuineness — sincerity — authenticity — naturalness;

2. quality — high level — leadership.

All these groups of values are directed towards three most important aims of
branding:

4. formation of an interest towards the city (zero stage, initial guidance for

tourists);

5. of trust towards the city (required for investors);

6. of love for the city,

From all of the above mentioned about the importance of regional identity in
the process of branding, the key role of geo-cultural branding in territory branding
becomes evident, which provides the binding of the brand under development to a
certain territory, its geographical (geopolitical) features, cultural environment, and
history. The basic notions used in the process of geo-cultural branding are geo-

culture and geo-cultural environment.
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Geo-culture can be defined as the process and result of the development of
geographical images in a certain culture, as well as accumulation, formation of the
cultural tradition to comprehend these images®.

Geo-cultural space is a sustainable system of cultural traditions and
perceptions. This system is associated with a certain territory while these traditions
and perceptions are formed due to coexistence, intertwining, interaction, collision
of different confessions, cultural traditions and norms, system of values, deep
psychological structures of perception and functioning of worldviews??,

Geo-cultural branding can be defined as a process of targeted gradual
alignment of the image of a certain socio-cultural space formed by long-tern
models-archetypes with the preferred (ideal) form (model). Geo-cultural branding
implies the analysis of a territory through the prism of cultural and civilizational
processes as well as through socio-cultural designing.

The following more or less universal model of gradual implementation of
this process can be suggested:

. search and identification of the most significant physiographic

characteristics and socio-cultural objects of the territory which could be

potentially subjected to actualisation in the media environment;

. segmentation of the brightest images of the territory and their further

structuring (the creation of image gallery for the territory);

. creation of a geo-cultural branding strategy based on the basic set of

the most promising meta-geographical images;

. carrying out the promotion of certain meta-geographical images of the

territory within the corresponding media-space.

A universal image passport of the territory must become a concrete result of
geo-cultural branding. This passport comprises the following elements:

. a map of places significant for the territory brand,;

. mythologeme/ mythologemes of the territory;

7 Antonov G.K. Geo-Cultural Component in the Territory Marketing Process (in Russian) // “Economics:

Yesterday, Today, Tomorrow», Volume 7, Ned A, 2017. Pp. 46-50.
2 1b,, P.49
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. graphic and geographic diagram of the territory (represented, for

example, in a graph).

The effectiveness of territory branding through the prism of cultural aspect
depends, therefore, on the ability of a subject / subjects of branding to use the
whole complex of current cultural advantages of the region or a certain area as the
brand of the place is being created, implemented, and exported beyond.

The next element of the effective territory branding is political and
administrative. On the assumption that today territory marketing and branding (as
the leading experts in marketing P. Kotler, M. Hamlin, and D. Haider very
convincingly demonstrate) become the main strategy of managing the spatial
development for city and municipal authorities, they have to reform the internal
administrative regulations and forms of participation while making political
decisions. In particular, as a result of a stronger influence of marketing strategies
on the development of the city environment, one can stress a wide use of the
concept of “entrepreneurial city” in scientific papers and legal regulations. In such
a city the process of decision-making is structured according to the rules typical for
large business corporations. This process is also proved by the fact that municipal
and regional public authorities in Western Europe commit larger budget funds to
their places marketing and branding. The data of the project The Eurocities
Questionnaire revealed that in 2005 around €400 000 was on average set aside for
the implementation of city marketing strategies. Thus, the role of regional
administration as the main subject of territory marketing inevitably increases.

In political and administrative aspect there are two important blocks. Once
of them is an infrastructural block which includes such effectiveness criteria as:

5)  the provisions level of the institutes for territory marketing
development;

6) the sophistication of feedback channels;

7)  the level of participation in the decision-making process;

8) the extent of IT-tools use, or, in other words, the extent of
virtualisation of the branding process.

Another one is a coordination block fulfilling three main functions of:
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1) determining the agenda;
2) facilitating the participation in territory marketing;
3) coordinating the participation in decision-making regarding the territory

marketing.

Thus, the potential of strategic development of the territory is primarily
determined by the ability of the state administration to form, support, and
constantly update the system of feedback communication with the representatives
of civil society and business, and also to provide cognitive agreement regarding
aims, goals, and methods of the state policy territory for development?®. New
technologies and methods of making political decisions can provide this agreement
between the public authorities, civil society, and business: territory marketing and
rebranding based on crowdsourcing, crowdfunding, public-private partnership,
encouraging civil initiatives, etc.

Thus, in the context of the administrative component, the effectiveness of
territory branding is determined, in the first place, by the openness, transparency,
and accountability of regional authorities.

During strategic territory marketing and branding, it is important to consider
that instead of promoting each of the branding attributes separately, one should
create their collective, composite image based on identity and use it to stress the
key advantages.

As essential requirements providing the quality of a territory brand, the
following can be distinguished:

e a brand should create new factors of attractiveness to provide the external
support from the state, business, and people;

¢ abrand should be comprehensible for all potential clients;

e a brand must have a clear connection to the place, that is a geo-cultural

localisation.

28 Yeremeev S.G., Kurochkin A.V. State Administration and Innovation Policy within the Network Society: New
Efficiency Principles (in Russian) / St. Petersburg: Russian Christian Humanitarian Academy Publishing House,
2014.P. 192
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At the same time, each of the components of effective territory branding
facilitates the development of structural elements of “creative capital”:
e“creative business”, namely, the potential of commercialisation of creative
workings, their relevance at the market, and finally the possibility of
attracting material resources to this sphere;
e“creative people”, which is determined by socio-demographic features of the
creative society living on a certain territory, as well as by the character of
interaction with other elements of creative capital,
e‘“creative infrastructure” (‘“creative city” in the original), determining
technological, resources-based, socio-cultural opportunities and limitations
of creative industries development;
e“creative authorities”, which reflects political conditions providing the
growth of creative capital, in particular — institutional infrastructure and
the degree of the authorities’ openness towards the production and
implementation of innovations.
Thus, territory branding becomes a key factor for the positive dynamics of

the “creative capital” index overall.

As follows from the completed above analysis of the three elements for
providing efficiency of territory branding, the following basic criteria of assessing
the effectiveness of this process can be distinguished:

othe degree of consideration of economic and cultural components of territory
branding and their balance;

othe degree of the participation of different actors in the process of territory
marketing and branding;

othe regard for the positions of different groups concerning the brand and the
balance of their representation;

othe use of less costly tools for collecting and processing the information
(crowdsourcing technologies, social networks, special internet-services);

epresence of the commonly shared ideclogeme for the spatial development;
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othe degree to which the ideas about the brand that are formed inside the
territorial community match the external image of the territory;

othe completeness of the inclusion of the territory brand into the image of
macro-region / the whole country;

othe balanced combination of the processes of artificial construction and
natural self-reproduction of the territory brand.

Thus, the abovementioned effectiveness indicators will provide an
opportunity to carry out the analysis of marketing strategies for spatial
development in terms of their completeness and structure. The use of the analysed
criteria with regard to certain projects and programmes allows assessing the
correspondence of the set goals and the achieved intermediary results, investigating
the impact of the measures taken to implement this strategy on socio-economic
state of the region, discovering in which component there are problem points when

implementing the branding campaign, and suggesting unique ways to tackle them.
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Chapter 3. COMPARATIVE ANALYSIS OF THE EFFECTIVENESS OF
TERRITORY BRANDING IN MOSCOW AND ST. PETERSBURG — THE
CONSTITUENT ENTITIES OF THE RUSSIAN FEDERATION

In the previous chapter, the indicators to assess the branding effectiveness
have been investigated in all three aspects — economic, socio-cultural, political and
administrative. Below, the author is going to analyse the strategies for territory
branding of the two cities with a federal status — Moscow and St. Petersburg —

assessing the process in all the three abovementioned aspects.

3.1. Comparative analysis of economic aspect of the city branding
in Moscow and St. Petersburg

Firstly, the economic element will be analysed in the comparative
perspective. In this aspect, the following parameters are distinguished:

- business reputation of the territory;

- the number of federal and foreign companies attracted to the territory;

- federal investment programmes implemented on the territory;

- institutionalized tools to improve the attractiveness of investments.

The natural investment attractiveness of Moscow is determined by the fact
that this is the largest Russian metropolitan city that has an official status of the
capital. It brings about 23% of the national GDP, and it occupies the 58™ place
among other cities in the world rating of competitiveness. During the period from
2002 till 2010, its population, according to official statistics only, grew by
13.6%**. Unsurprisingly, therefore, Moscow is ahead of all other Russian cities in
the main economic parameters: in GDP volume — by 5 times, in budget volume —
by nearly 4 times (per capita income — by 1.5 times), by per capita financial

income of the population — by 1.7 times #*. It is important, however, firstly to

4 zubarevich N. Social Differentiation of Russian Regions and Cities (in Russian) [Available online] URL:

http://gtmarket.ru/laboratory/expertize/5278 (Data extracted on: 09.07.2017)
275 Research “Competition for a Citizen: Human Potential and City Environment” (in Russian) / 2015. Prepared for
the 4" Moscow Urbanistic Forum. [Available online] URL:



http://gtmarket.ru/laboratory/expertize/5278

197

analyse the effectiveness of this potential usage.

To assess the business reputation and efficient business operations, different
ratings are used. The most influential nowadays, however, is the rating called
“Doing Business” — an annual ranking of the World Bank Group that appraises the
degree of favourable and simple regulations for doing business in 190 countries
across the world. The Group analyses legal norms directed at enterprises in 11
spheres of their life cycle. Moscow city government is actively working on 4 out of
these 11 parameters of the World Bank Group ranking (establishment of an
enterprise; acquiring the permit for construction; connection to the electricity;
property registration). The aggregate index of Russia allowed it the 40" place in
2017 in the ranking of Doing Business.

According to the national rating of investment attractiveness of Russian
regions prepared by the agency RAEX, Moscow and St. Petersburg are consistent
among the top three (along with Moscow region) regions by the level of
investment potential. Although, by absolute parameters even the positions of
leading regions under the international sanctions and latent economic crisis have
somewhat declined. Thus, the volume of investment into the capital stock in 2015
in Moscow, was $26.3 billion which is 11% of the total investment volume into the
capital stock of Russia. In total, during 2016, the volume of direct foreign
investment into the city was $4.8 billion, and the volume of investment in capital
stock of organisations was $10 billion.

Another rating ranking the investment attractiveness of Russian cities is the
National investment rating developed by the Agency for Strategic Initiatives. It is
based on 45 parameters grouped into 17 larger categories. These can be further
grouped into four key spheres of investment development, namely, regulatory acts,
institutes for business growth, infrastructure and resources, support of small

businesses?®.

http://2016.mosurbanforum.ru/files/pdf/analiticheskie obzory/issledovanie_gorodov.pdf (Data extracted
on: 06.03.2017)

278 pgency of Strategic Initiatives (in Russian) [Available online] URL: https://asi.ru/investclimate/rating/ (Data
extracted on: 09.06.2017)



http://2016.mosurbanforum.ru/files/pdf/analiticheskie_obzory/issledovanie_gorodov.pdf
https://asi.ru/investclimate/rating/
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According to this rating, Moscow and St. Petersburg demonstrate rather a
high positive dynamics. Thus, Moscow in the first half of 2017 took the third place
which is by seven places higher than in 2016. St. Petersburg also rose by five
positions in this rating and is now on the 17" place.

While analysing the volume of investments in certain segments, it is
important to point out that the strongest interest from the investors in the Capital of
the North (St. Petersburg) is focused on retail property, manufacturing and storage
facilities, and office property. The last segment is evidently growing, judging by
the first quarter of 2017 results, which is confirmed by:

o the fulfilment of major transactions in office building rental performed by one
tenant with the following business centres — “Flandria Plaza”, FORT TOWER,
“Renaissance business-park”, and others. It should be mentioned that office
area for rent of each of these centres is larger than 20 thousand square metres.

e In 2016, the developers connected with “Gazprom” received permits for the
construction of additional objects — second phase of the project “Lakhta
Centre” in the Primorsky district and the Business Centre “Marine Residence”
on Vasilyevsky Island®”.

“Indicators of investment market in St. Petersburg™?’,

The diagram on the left shows the results of foreign commerce in St.
Petersburg (in the US billion dollars). The three columns on the left show
commodity circulation, the columns in the middle — export, the columns on the

right — import.

The diagram on the right represents the volume of investment (in millions of

Russian roubles). The green indicates land, and the blue — commercial property.

277 Real estate (in Russian) [Available online] URL: arendator.ru (Data extracted on: 09.07.2017)

8 Image of Investment Market in St. Petersburg. 1% Quarter of 2017 (in Russian) [Available online]
URL.: https://www.nwab.ru/content/data/store/images/f 5847 65085_1.pdf (Data extracted on: 06.05.2017)
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“Indicators of investment market in St. Petersburg”. Continuation®’®

The diagram below shows the dynamics of the investment volume in
different segments (in millions of roubles). The dark blue indicates retail property,
the red — office property, the green — manufacturing and storage facilities, the light
blue — living property, and the pink — other types of investment.
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Unlike St. Petersburg, in Moscow, the dominating type of investment is that
made in the development of transport and logistics infrastructure: “among different
types of economic activity, more than 35% of investment is made in the

279 Ib.
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development of transport and linkage”*®. The investment in the sphere of the
business services (including real estate transactions, scientific research and
workings, IT-services) is about 24%, in the financial sector — slightly more than
7% of investment.

“Indicators of investment market in Moscow”

The first diagram below represents the investment dynamics in the capital
stock in Moscow in 2010-2015. The parameter on the left and the grey columns are
billions of roubles, the parameter on the right and the red line (in correlated prices)
— % by 2010.

The second diagram shows direct foreign investment in Moscow (quarterly
data), in the US billion dollars — the parameter on the left). The parameter below
the diagram indicate the quarters of different years. The red column represents the
investment received, the grey — the investment withdrawn, and the green stands for

the balance. The source is the Bank of Russia.
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280 Report on the Implementation of Moscow Investment Strategy in 2016 (in Russian) [Available online]

URL:https://www.nwab.ru/content/data/store/images/f_5847_65085_1.pdf (Data extracted on: 06.05.2017)
281 Report on the Implementation of Moscow Investment Strategy in 2016 (in Russian) [Available online]
URL:https://www.nwab.ru/content/data/store/images/f_5847_65085_1.pdf (Data extracted on: 06.05.2017)
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According to the official data, the number of enterprises involving foreign
capital (without the subjects of small businesses) in Moscow is much larger than
the amount of similar enterprises in St. Petersburg — 4047 and 1605
correspondingly®2.

By all means, federal target programmes are the necessary element
facilitating the growth of investment potential of territories. These programmes
target certain spheres to attract and implement investment projects in them. Today,
in Moscow and St. Petershurg there is a Federal target investment programme in
place which “through the state treasurer allocates the federal budgetary provisions
for the implementation of investment projects, these provisions being specifically
made in the federal law on budget for another financial year and planning period”
2|t is important to mention also that all the federal programmes and projects are
to some extent corrected considering the features of a territory, which provides the

need to draw up individual territorial strategic plans. In our case, such documents

%82 Territorial State Statistical Authorities (in Russian) [Available online] URL: http://moscow.gks.ru/ u
http://petrostat.gks.ru/ (Data extracted on: 17.07.2017)

% Federal Target Investment Programme (in Russian) [Available online] URL:
http://economy.gov.ru/minec/activity/sections/fcp/ (Data extracted on: 15.05.2017)



http://moscow.gks.ru/
http://petrostat.gks.ru/
http://economy.gov.ru/minec/activity/sections/fcp/
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are “The investment strategy of Moscow until 2025”°* and “The investment
strategy of St. Petersburg until 2030,

As to the institutionalised measures on facilitating the investment activity,
both Moscow and St. Petersburg offer a wide range of support measures to the
investors. Thus, to develop the import phase-out and also to provide a sustainable
development of industrial production, the Government of Moscow** has developed
a norms and regulations base to grant a status of priority investment project (in
Russian, investment priority project — IPP) which offers tax remissions,
preferential lease terms, etc. The IPP status allows the decrease of the overall tax
burden by 25%%*". Besides, this status also implies the reduction in income tax by
26% (12.5% instead of 17%), the reduction of property tax rate by 100% (0%
instead of 2.2%), the reduction of land tax by 99.3% (0.7% from the sum of tax

288

charged)“™, preferential land lease terms.

The government of St. Petersburg is also making significant steps forward in
this direction. The establishment of cooperation between the executive authorities
and the investors according to “one contact” principle became an important
management innovation of the special-purpose committee on investment in St.
Petersburg. Such regulations imply supporting the projects from their initial

planning phase together with the stages of information and consultancy assistance

%4 The  Investment Strategy of Moscow until 2025 (in  Russian)  [Available  online]
URL:http://depr.mos.ru/deyatelnost_departamenta/investment-policy/the-investment-strategy-of-moscow-
until-2025/ (Data extracted on: 15.05.2017)

%5 The Investment Strategy of St Petersburg until 2030 (in Russian) [Available online]
URL:http://spbinvestment.ru/content/uploadfiles/%D0%98%D0%BD%D0%B2%D0%B5%D1%81%D1
%82%D0%B8%D1%86%D0%B8%D0%BE%D0%BD%D0%BD%D0%B0%D1%8F%20%D1%81%D1
%82%D1%80%D0%B0%D1%82%D0%B5%D0%B3%D0%B8%D1%8F small.pdf (Data extracted on:
15.05.2017)

% Moscow Law of 07.10.2015 No. 55 (rev. on 25.05.2016) “On Industrial Policy of Moscow”, Moscow Law of
07.10.2015 No. 54 “On Investment Policy of Moscow and Government Support of Investment Entities”, Moscow
Law of 07.10.2015 No. 52 “On Setting Income Tax Rate for Organisations — Investment Entities, Technoparks and
Industrial Parks Company Managers, Technoparks and Industrial Parks Anchor Residents”, Moscow Law of
05.11.2013 (rev. on 25.11.2015 No. 64) “On Corporate Property Tax”, Moscow Law of 24.11.2004 (rev. on
25.11.2015 Ne 74) “On Land Tax”, Government Decree of the City of Moscow of 25.04.2006 No. 273-GD (rev. on
15.06.2016) “On Improving the Order of Setting Land Rental Rates in Moscow”, Government Decree of the City of
Moscow of 11.02.2016 No. 38-GD (rev. on 24.05.2016 No. 288-GD, of 22.08.2016 No. 518-GD) “On Measures of
Implementation of Industrial and Investment Policy in Moscow”, Federal Law on 31.12.2014 No. 488-FL (rev. on
13.07.2015) “On Investment Policy in the Russian Federation”, Decree of the Government of the Russian Federation
of 16.07.2015 No. 708 “On Special Investment Contracts for Individual Industries” (in Russian)

%7 |nvestment Internet Portal of Moscow (in Russian) [Available online] URL: https://investmoscow.ru/industry-

and-innovation/support-new-projects/description/ (Data extracted on: 15.05.2017)
288
Ib.
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(providing the initial information, information support in the assignment of the
status of strategic project, the selection of real property, etc.) to the final phase of
their implementation.

Specific economic zones are the main growth areas for the investment
development of high-technology industries in both Moscow and St. Petersburg. It
is these zones that constitute the basis of investment and innovation growth for the
territories of these two federal cities.

A special Moscow economic zone includes two basic platforms — the
Technopolitan space “Moscow” (60 resident companies as of 01.07.2017)%*° in
2017 ranked among the top 5 leading technological parks in Russia according to
the journal “Expert”, and a special economic zone “Zelenograd” (37 resident
companies as of 01.07.2017)*°.

Industry specialisation of the special economic zone “Moscow” is based on
the following directions:

- microelectronics;

- information technologies;

- energy saving technologies;

- robotic technologies and industrial automation;

- laser and plasma technologies;

- pharmaceutics and medical equipment production.

It is important to mention that the Government of Moscow is working on the
increase of benefits package more actively than the Government of St. Petersburg.
Thus, in July 2017, the amendments to the Investment Law of Moscow were
adopted which settled a zero income tax rate during the first ten years of the
investment project implementation. Besides, the residents of the special economic
zone “Moscow” are granted a remission of transport taxation for 10 years.

As a result of the measures taken, the Government of Moscow managed to

not only increase the number of companies registered with the two of the leading

289

Factors of Investment Climate (in Russian) [Available online]
https://investmoscow.ru/investment/economic-indicators/description/ (Data extracted on: 15.05.2017)
Factors of Investment Climate (in Russian) [Available online]

https://investmoscow.ru/investment/economic-indicators/description/ (Data extracted on: 15.05.2017)
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platforms, but also achieve a significant growth in the number of technological
parks themselves (their amount in 2017 reached thirty). It was therefore expected
that the mayor of Moscow S. Sobyanin in his speech during St. Petersburg
economic forum in June 2017 stressed that “speaking about some breakthroughs
connected with the previous year, | must by all means say about the double
allocation of government contract among small businesses. This is the
breakthrough growth of technological parks in which all the innovation small and
medium-sized business is concentrated. Instead of four state ones that we had not
long ago, we now have 30 full-scale technological parks where tens of thousands

of people work in the innovation sphere”?™.

Thus, among the features of positive investment image of Moscow can be:

- the capital status, the proximity to the institutes of federal authority,
which attracts the headquarters of Russian and foreign companies to the
city;

- high budget security — the income of Moscow budget during January-
May 2017 grew by 16% compared to the first six months of 2016. The
city budget today has outgrown the budget of Los-Angeles by nearly 3
times, and of Paris — by more than 2 times, which makes significant
investment expenditures of the budget possible — more than 420 billion
roubles in 2016>;

- high quality of human capital and wide opportunities for the creative
capital growth;

- high-quality city infrastructure and transport and logistics potential of the
city;

1 Today there are 30 technoparks in the capital in which more than ten thousand people work (in Russian)
[Available online] https://investmoscow.ru/calendar-of-events/2017-06/02/moskva-voshla-v-top-3-
regionov-s-luchshim-investitsionnym-klimatom/ (Data extracted on: 02.06.2017r.)

Factors of Investment Climate (in Russian) [Available online]
https://investmoscow.ru/investment/economic-indicators/description/ (Data extracted on: 02.06.2017r.)
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- intensive development of public-private partnership thanks to which in
2017 Moscow took the first place in the Russian rating of public-private
partnerships.

In St. Petersburg, a special economic zone was created in 2006 and, similar
to Moscow, has two basic platforms: “Neudorf” in the municipal settlement of
Strelna and “Novoorlovskaya” in Primorsky district.

Industry specialisation of the special economic zone “St. Petersburg” is
similar to that of Moscow although it comprises fewer directions:

- information technologies;

- pharmaceutics and biomedicine;

- power industry;

- instrument engineering and new materials.

The main efforts of the Government of St. Petersburg in supporting of
investment projects, like in Moscow, is focused on the provision of different types
of benefits. Firstly, these are tax remissions for residents: zero tax rate during the
first five years in land and transport tax, reduced prices for buying out land on the
territory of special economic zones.

Additional measures of support include:

- subsidies for industrial and innovation enterprises;

- granting the status of strategic investment project;

- information and consultancy support for the investors during the whole
cycle of the investment project completion, according to “one contact”
principle;

- personnel training and retraining.

The measures taken have had a positive impact on the key investment
indicators of the regional development. Thus, in 2016, the investment in the capital
stock of St. Petersburg were more than 582 billion roubles which determined the
12% growth compared to 2015.

Thus, the growing attractiveness of Moscow and St. Petersburg for different
investment projects is indicative of the effective implementation of the economic

element of the territory branding strategy. The capital status of Moscow and its
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objectively high level of investment attractiveness allows the city government a

greater focus on the projects directed towards a harmonious development of the

city space with an accent on high technology production and the establishment of

creative industries. St. Petersburg, although remaining in the shadow of the capital,

is also actively gaining the pace of growth rates. Today, most of prominent

international ratings give the city positive long-term development forecasts, which

inevitably should have a favourable impact on the stability of economic component

of St. Petersburg brand.

The unique features of St. Petersburg positive investment image are the

following:

logistically advantageous location of the city and its well-developed port
infrastructure;

historical orientation towards external (primarily, European) markets
determined by, among other things, the city image as a classical European
capital;

serious lobbying opportunities of St. Petersburg political elite on the
federal level (the image of “talent poll” for federal authorities);
commitment to a wide use of interactive, forum platforms to develop and

coordinate investment decisions.
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3.2 Comparative analysis of socio-cultural aspect of the city branding in
Moscow and St. Petersburg

The implementation of socio-cultural component of the effective branding is
primarily oriented towards:

- the provision of high-quality life for the population and cultural and

symbolic reputation of the territory;

- the increase of the citizens’ hospitality;

- the system of basic values transmitted in the communication space of the

territory;

- the increase of the creative capital level represented in the unique

business and civil initiatives.

To determine the dynamics of life quality on this or that territory it is
important to look into the reports of international rating agencies and centres
similar to the way the economic component has been analysed.

Thus, the research centre The Economist Intelligence Unit published a rating
in 2014 devoted to the life quality in different cities according to the following
parameters: the level of culture, health care, education and safety, the quality of the
environment, and the development of infrastructure. As a result, St. Petersburg
took the 73" place, and Moscow — the 124", Compared to 2011, both cities showed
negative dynamics: St. Petersburg when took 68" place, and Moscow — the 70",

In 2016, the British company “Mercer” published a rating of the best cities
in the world which is based on the assessment of living conditions by 39 factors
grouped into 10 categories among which are economics, socio-cultural
environment, politics, affordability and quality of education, state services,

medicine, etc.

%3 Economist intelligence unit: World Cities Ranking by Life Quality in 2014 (in Russian) [Available online] URL:
http://gtmarket.ru/news/2014/08/19/6864 (Data extracted on: 15.06.2017)
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In this rating, Moscow is on the 167" place, while St. Petersburg is on the
174",

The Strategic Studies Centre of the Rosgosstrakh company developed an
interesting national rating of Russian cities by the life quality level in these cities.
In this ranking as of the first half of 2017, St. Petersburg took the 6" place.
Moscow, strange as it may seem, occupied a place below — the 11",

Based on the abovementioned ratings, a conclusion can be drawn that
Moscow and St. Petershburg are rather close in the basic life quality parameters.
Both cities, however, are essentially inferior to the advanced metropolitan cities of
the world. This is especially important in the context of territory branding as it is
the life quality satisfaction of a common city citizen and a favourable forecast for
the city space development that facilitate the creation of positive local identity.

The key instrument to provide a high life quality level is strategic planning
of spatial development. In Moscow this planning is realised through the capital
development programme “Moscow is a city comfortable to live in”**, and in St.
Petersburg — “The strategy of economic and social development of St. Petersburg
until 2030”*’. Both programmes have modernisation of the city environment as the
key goal — in all spheres of life to satisfy the needs of and to provide comfort for
the citizens, and, ultimately, to increase the level of human capital.

The Government of Moscow started the implementation of the programme
“Moscow is a city comfortable to live in”** in 2013. Today it can be viewed as the
framework strategic plan for the capital branding which is being realised in 7
different priority directions:

1. Mobile city;

2. Comfortable city environment;

2% Best Cities to Live in (in Russian) [Available online] URL: https://www.kommersant.ru/doc/3241721(Data
extracted on: 15.06.2017)

2% v/asilenko I.A. The Image of Russian Regions: Innovative Technologies and Rebranding Strategies (in Russian) /
ed. by Professor I.A. Vasilenko. — Moscow: Foreign Affairs, 2016, Pp. 109-110.

2% Moscow Development Programme “Moscow is a city comfortable to live in” (in Russian) [Available online]
URL: http://s.mos.ru/common/upload/M2025.pdf (Data extracted on: 15.03.2017)

27 st Petersburg Socio-Economic Development Strategy until 2030 (in Russian) [Available online] URL:
http://www.peterburg2030.ru/future/objective/ (Data extracted on: 15.03.2017)

% Moscow Development Programme “Moscow is a city comfortable to live in” (in Russian) [Available online]
URL.: http://s.mos.ru/common/upload/M2025.pdf (Data extracted on: 15.03.2017)
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. Healthy city;

3

4. Educated city;

5. Socially secure city;

6. New economy of Moscow;
7. Open Moscow.

The first direction of the programme is aimed at modernising the system of
public transport and road infrastructure. For a modern metropolitan city, it is the
key infrastructural goal. Thus, an urbanist A. Bertaud*® supposed that this goal is
the main issue of strategic city planning. In particular, he wrote that “The profile of
densities is key to understanding a city’s structure and its livability”*®.

In case of Moscow, tackling this issue implies the following:

8. creation of modern pedestrian zone in the city centre;

9. development of comfortable and affordable public transport;

10.improvement of the city and suburban transportation, and the
organisation of passenger traffic on the Small Ring of the Moscow
Railway:

11.increase of capacity of Road Network especially for public transport;

12. creation of unified parking space including the space for cars in yards
and streets as well as intercepting parking places at large transport
interchanges;

13. reduction of the number of accidents and injury rate on the roads,

14. creation of conditions for cycling development.

It should be mentioned that within the sub-programme “Mobile city”, the
city authorities organise crowdsourcing projects to collect the citizens’ opinions on
the examples of the most efficient work and routes of public transport, which
provides the involvement of different community groups and individual citizens in

the implementation of this direction of the programme.

29 A Bertaud official website [Available online] URL: http://alainbertaud.com/ (Data extracted on: 20.05.2017)

0 Nekhaichik O.V. Shevyrova N.I. Analysis of Road and Transportation Infrastructure of Moscow Metropolis: from
Theory to Practice (in Russian) // State and Municipal Management Matters. 2012. Ne 2 [Available online] URL:
http://ecsocman.hse.ru/hsedata/2013/01/14/1303209126/%D0%9D%D0%B5%D1%85%D0%B0%D0%B9%D1%87
%D0%B8%D0%BA%20202-213.pdf (Data extracted on: 20.03.2017)
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Thus, the development of transport system facilitates the establishment of
the brand for the new city where the citizens can move freely and comfortably
saving more time and space for creativity.

The key aim of the directions “Comfortable city environment” and
“Educated city” is the development of creative spaces or the so called “third
places”.

Public spaces that are surrounded by the so called “third places” (“the first
place” is the living place, “the second” is the working place) play a special role in
the strategic planning of spatial development in all large cities across the world.

Present-day Moscow is already full of different creative spaces: ARTPLAY,;
Flakon, the design factory; The Factory; ARMA,; Vinzvod, etc., which are not only
the examples of modern design and are the embellishment of the city, but also are
rather effective as centres and channels of communication, interaction and
cooperation among the creative professionals, which is already an impactful source
of citizen participation.

The basic idea of the development of creative spaces in Moscow nowadays
is the system of events entitled “Moscow seasons”**'. At the beginning of 2017,
the mayor of Moscow stated that “Moscow seasons” is not a festival. This, we may
say, is a new city style. <...> Four seasons are winter, spring, summer, autumn,
during which for a long time different events under the brand “Moscow seasons”
will take place™®. Sergey Sobyanin pointed out that the festival creates not only a
favourable social, but also economic atmosphere as it proves a real support for
small businesses.

It has been mentioned before that the strategic action plan to improve the
quality life in St. Petersburg is “The strategy of economic and social development
of St. Petersburg until 2030”. The general aim of the Strategy is to “provide a

stable improvement of the citizens’ life quality and increase the global competitive

1 Moscow City Government page devoted to “Moscow Seasons” (in Russian) [Available online] URL:

https://www.mos.ru/city/seasons/ (Data extracted on: 23.05.2017)
392 Moscow City Mayor official website (in Russian) [Available online] URL:
https://www.mos.ru/news/item/10984073/ (Data extracted on: 23.05.2017)
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ability of St. Petersburg on the basis of the implementation of national
development priorities, the provision of economic growth, and the use of the
results of innovation and technological activity*®. A short symbolic representation
of the general aim is the slogan “Global, reasonable, humane city”, where ‘global’
is a feature of the city economy, ‘reasonable’ is the characteristic of city
infrastructure, ‘humane’ is the feature of the urban community that values culture
highly, adheres to the ethics of business operations, has intensive social
connections, has a well-adjusted social control which directs the work of education
and health care systems towards the citizens’ needs. Thus, we can observe a well-
balanced consideration of the tree territory branding elements on the level of the
key political document determining the strategic development of St. Petersburg.

At the end of 2016, an updated version of the city strategic document was
presented which proclaimed the basic long-term target scenario of socio-economic
development for St. Petersburg and the city mission in this new version was
defined as follows: “St. Petersburg is a flagship of reforms and the centre of
competences in the Russian Federation”**. In the updated Strategy for St.
Petersburg, there are 3 new priority directions for development:

“Knowledge-Based Economy”;
“The City of Equal Opportunities™;
“The Open City”.

The other 4 strategic directions were left in the previous version — the
development of human capital, the increase in the quality of the city environment,
the provision of sustainable economic growth, the increase of the management
efficiency and the development of the civil society.

According to the presented plan, the implementation of the Strategy will be
carried out in 3 stages:

the 1% stage — 2018-2020: the priority is the increase of the consolidated
budget of St. Petersburg;

3 st Petersburg Socio-Economic Development Strategy until 2030 (in Russian) [Available online] URL:
http://www.peterburg2030.ru/future/objective/ (Data extracted on: 06.03.2017)

%4 st. Petersburg Socio-Economic Development Strategy until 2030 (in Russian) [Available online] URL:
http://www.peterburg2030.ru/future/objective/ (Data extracted on: 06.03.2017)
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the 2" stage — 2021-2025: the main resources should be directed towards
the increase of the efficiency of life activity;

the 3° stage — 2026-2030: the issues connected with personal
development and the increase of consolidation level of the civil society are
accented.

At each of the distinguished stages, a special attention is drawn to the
creative spaces development and the growth of creative capital. According to
the plan, during the period of 8-10 years, tourists and citizens will form the
demand for diversified objects and events providing the variety of “third
places” in the city.

Meanwhile, at present, there are enough creative places and platforms in
St. Petersburg where different master-classes, exhibitions, presentations, public
debates, etc. are held. Two types of such creative spaces can be mentioned for
example:

1. art-spaces: “Etaji” (“Storeys” in Russian), “The street art museum”,
“Art-muse”, “Erarta”, “Pushkinskaya 107, where creative start-ups, exhibition
complexes, art studios, etc. are based,

2. creative clusters: “Tkachi” (“Weavers” in Russian), “Contour Family —
Lenpoligraphmash”, “More Place”, which are more oriented towards co-
working, crowdsourcing, public discussions, and education programmes.

These two types of creative spaces complement each other successfully
tackling a wide range of society important issues.

Besides, there are examples of spaces combining the features of both art-
platforms and creative clusters in St. Petersburg. In 2016, the first renovation
stage of the “New Holland” complex finished. With an active support of the city
government, this platform has become a universal “third place” for both a broad
audience of citizens and the representatives of art professions.

Tolerant attitude and meaningful interaction with the visitors is another
important point of the territory branding and the further brand promotion
beyond the regional borders. In the last 5 years, the city administrations in

Moscow and St. Petersburg have established a regulatory base to counteract
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discrimination of the those who arrive either to work or rest. The information
about these regulatory acts and their explanation is available online. Thus, the
City Government of Moscow has created a special Internet resource
(http://rusmigrant.com/) for tourists and working migrants, where all the
required legal documents, instructions to fill in migrant cards, rules of
behaviour in the city, etc. are collected. In St. Petersburg, the Committee for
inter-ethnic relationships and the implementation of migration policy is also
implementing a range of projects (for example, the sub-programme
“Strengthening of civil unity and harmonisation of inter-ethnic relations in St.
Petersburg™), directed towards legal support of migrants, teaching Russian
language, the city culture, etc. The same as in Moscow, there is an online
platform for those who arrive in the city, where they can find the necessary
information in the most comprehensive way. Besides, the City Government of
St. Petersburg is taking measures to establish a dialogue among the members of
expatriate community, expert community, executive authorities, and local self-
government at special meetings of working groups devoted to the issues of
migration policy, which in the future should facilitate the efficiency of
communication channels and cooperation.

The growth dynamics of the number of Russian and foreign tourists
coming to these cities is the most significant effectiveness parameter of the
above-mentioned strategies of Moscow and St. Petersburg image improvement
from the point of view of those who arrive. In 2016, 17.5 million tourists
(including 4.55 million foreign ones) visited Moscow, and 6.9 million tourists
(including 4.55 foreign ones) visited St. Petersburg*®.

The number of tourists who visited the Capital of the North during the
“high” winter tourist season of 2016-2017 was by 30% higher than this number
in 2015-2016. During the new year holidays, about 390 thousand people visited
St. Petersburg (including about 40 thousand foreign tourists and 330 thousand

%% Results of Domestic and International Tourism of St. Petersburg in 2016 (in Russian) [Available online] URL:
http://turstat.com/travelrussia2016 (Data extracted on: 06.03.2017)
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Russian citizens). A steady growth is observed in the annual flow of tourists:
6.9 million people in 2016 against 6.5 million people in 2015.

According to the plans set in the updated “Strategy-2030”, St. Petersburg
as “The Open City” will welcome at least 11 million tourists a year.

In summary, the analysis of socio-cultural branding element and its
further promotion (marketing) by the parameters of life quality and the level of
creative capital showed that both in Moscow and St. Petersburg there are now
favourable conditions for effective regional branding.

The strategic planning of socio-economic development becomes
especially important in this regard as within its framework the creation of the
city brand takes place. It is important to mention, however, certain differences
with the branding situation of St. Petersburg. The Capital of the North is going
through more difficulties than Moscow. The key issue that can be distinguished
in the context of socio-cultural aspect is its multiple identity in which in the last
20-25 years the following concepts have alternated in their dominance: the
Capital of the North, cultural capital, creative city, the festival city, etc. As a
result, a complex and to a certain extent contradictory identity of St. Petersburg
formed between classic and ground-breaking perceptions of the city became an
inhibitive factor in the process of establishing the united concept of effective
rebranding. In this regard, St. Petersburg still has no finalised image, and the
symbolic component of its brand is most often associated with historical
monuments located on its territory (the Bronze Horseman, the ship on the
Admiralty spire, the Rostral columns, etc.). The contemporary city image is
often suppressed by the traditional image of the centre for rich culture and
history. Therefore, the contents of the brand of St. Petersburg should be the
symbiosis of innovation and classicism and not the absolute dominance of the
latter.

The contemporary history of the development of the brand symbols of St.
Petersburg demonstrates it clearly.

Thus, in 2006 according to the results of the open competitive tender, two

logos which not carrying any specific contents and created without the
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foundation on either traditions or perspective development were selected (Fig.
1).

Fig. 1. The logo of St. Petersburg in 2006

Fig. 2. The logo of St. Petersburg, developed by “Artemy Lebedev
Studio” in 2015

Saint
Peters

Neither of the first two suggested variants was fully developed. The
brand development was after that done by several agencies. In 2015, “Artemy
Lebedev Studio” presented a series of tourist logotypes (Fig. 2) and suggested
their use. Although, in this case as well, the logo was not created on the basis of
a unified city brand concept and was not used very widely after that.

In St. Petersburg a programme of volunteer certification “Petersburg
quality mark” is being implemented which has been in place since March 2016.
A termless quality certificate is issued to the manufacturers in case of repeated
quality control carried out once in a three months. During the timeframe of the
project existence, 19 companies and 176 foodstuffs have become its
participants. According to the programme, the aim of the certificate “Petersburg
quality mark™ is fighting adulteration of foodstuffs and also influencing
manufacturers so that they could improve the quality of their products. Their
production undergoes expert inspection as well as regular control in the State
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quality control. Thus, such programme facilitates the pride in the citizens of
local manufacturers and their production, which directly create a positive city-

wide identity.

The analysis carried out above shows that higher economic indicators of
the capital allow quite a full and well-balanced development of the socio-
cultural element of the territory branding in Moscow. The selected strategies
and the first results of the plans implementation reflect the formation (even
though its initial stage) of the new creative capital not only for Russia but also

for the whole post-soviet environment.

St. Petersburg, despite its falling behind in the economic aspect and the
contradictions related to the establishment of the city identity also demonstrates
positive dynamics of the life quality growth, which, undoubtedly has a
favourable influence on the territory branding, but at the same time reflects a
non-balance among the different parts of socio-cultural and economic elements.
With regard to St. Petersburg, the main problem is a question of coordination in
the inter-sectoral interaction and the provision of inclusive city policy. The
solution of this question concerns the political and administrative aspect to

which the following paragraph is devoted.



217

3.3 Comparative analysis of political and administrative aspect of the city
branding in Moscow and St. Petersburg

Among the important indicators of political and administrative aspect of

branding, the following can be distinguished:

- the features of management image of the leader and the style of
administration characteristic of a particular constituent entity of the
Russian Federation;

- the presence and efficiency of coordination mechanisms of participation
in the decision making regarding the rebranding of territories;

- the degree of development of feedback communication channels:
authorities — business — society;

- the extent of IT-tools usage and network resources by the administration
in the process of branding.

Let us compare these indicators of branding in relation to Moscow and St.
Petersburg.

First of all, the management image and the style of administration
characteristic of a particular constituent entity of the Russian Federation impacts
the effectiveness of the territory branding. It is these features that largely determine
the character of coordination among the actors participating in this process
because, as D. Vizgalov correctly pointed out, “many multidirectional projects
participating in branding need orchestrating not to lose the main idea of the city
brand’**.

The governors’ rating is the most objective indicator of the work quality and
the political influence of regional leaders in the Russian Federation. According to
this rating, both G. Poltavchenko and S. Sobyanin are in the top-group (more than

75 points), which indicates their significant political and administrative resources

306 Vizgalov D.V. City Branding (in Russian). —Moscow: Fund. The Institute of City Economics., 2011. P.100
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and overall their efficiency as leaders of the two capitals*”. The positive dynamics
of the mayor of Moscow is also worth mentioning — he strengthened his position in
the rating by going up by two points. In 2017, he took the 8" place (with the total
of 90 points). The governor of St. Petersburg managed to keep his previous
position — 18-19" place in the rating (with the sum of 82 points).

Both G. Poltavchenko and S. Sobyanin, generally use a similar technocratic
governance model. Their management styles, however, are different.

The mayor of Moscow demonstrates a more open management approach,
with an active PR support of the decisions made and the creation of cooperation
atmosphere instead of strict hierarchic subordination of different elements within
the regional administration system.

His predecessor Y. Luzhkov used the so called “nesting doll”** hierarchic
management system comprising five levels. At the first level there was the mayor
himself and his deputies. At the second level — the Mayor’s office and the
Government of Moscow. At the third level there were Department leaders dealing
with the questions of trans-regional collaboration, sports and tourism, investment
and contracts, land and property regulations, and also the Plenipotentiary of the
Mayor in Moscow City Duma (Council). The next level of the management system
was taken by the heads of promotion departments for small businesses, science and
industrial policy, food supplies, environmental resources management, land
resources, finances, retail markets and services. Finally, the last level was formed
by the prefects of ten administrative districts that bore a ministry status.

S. Sobyanin made a great effort to decentralise this management system and
coordinate the interests of all its components within a united management team.
Unsurprisingly, many experts spoke about the new mayor of Moscow as about a
compromising figure “for the federal elite and the elite of the whole capital region

(including Moscow region) because he harmonises the interests of most large

%07 Governors Efficiency Rating. 14" Issue (in Russian) [Available online] URL: http://civilfund.ru/mat/101 (Data

extracted on: 23.05.2017)
%8 Evolution of Sergey Sobyanin’s Team and Moscow Pre-Election Agenda (in Russian) [Available online] URL:
https://regnum.ru/news/2227433.html (Data extracted on: 23.05.2017)
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political / administration and financial / economic groups™®. Thus, S. Sobyanin
implemented a style of effective city management drastically different from Y.
Luzhkov. This style allowed resolution of conflicting situation and also
implementing decisions known to be unpopular as inconspicuously for the
population as possible, which is done thanks to another feature of Moscow mayor’s
management style — his “interactive publicity” based on his use of a wide range of
electronic resources.

Unsurprisingly, therefore, that despite a high protest and opposition potential
of Moscow, S. Sobyanin still has a considerable credit of trust among the citizens.
The main slogan of Sobyanin’s election campaign “Moscow is most important!
Moscow citizens are most important!” is still very popular among people.
According to opinion polls, the mayor is supported by about 61% of Moscow
citizens®”.

Unlike S. Sobyanin, the Governor of St. Petersburg G. Poltavchenko adheres
to a more closed style of city management. As the experts point out, “until recently,
refraining from publicity has borne the fruit to the Governor accordingly, and
Poltavcheko did not arouse any significant rejection or annoyance in active St.
Petersburg citizens” ** . Today, however, this style of political administration
characteristic of the city Governor causes controversy among the expert
community. There are also extremely negative opinions: “Such a style totally
disagrees with a large city. All the largest cities are diverse and complex, so their
authorities should be able to cooperate with varied groups of interest”*?2. Less
radical experts stress that the selected management style does not facilitate a rapid
growth of economic parameters of St. Petershburg, the investment in the city

environment, effective solution of municipal and infrastructural problems.

¥ Orlov D. “Moscow Mayor Elections: Sobyanin’s Strategy and Other Players’ Chances” (in Russian) [Available
online] URL:  http://www.regcomment.ru/articles/vybory-mera-moskvy-strategiya-sobyanina-i-shansy-drugikh-
igrokov-/?PRINT=YES (Data extracted on: 24.05.2017)

*1 Evolution of Sergey Sobyanin’s Team and Moscow Pre-Election Agenda (in Russian) [Available online] URL:
https://regnum.ru/news/2227433.html (Data extracted on: 23.05.2017)

%11 Cross of Poltavchenko the Governor [Available online] URL: http://fecho.msk.ru/blog/anisimovdmitriy/1909658-
echo/ (Data extracted on: 23.05.2017)

%12 Zubarevich N. Why Georgy Poltavchenko is not a suitable candidate for Governor’s post (in Russian) [Available
online] URL: http://www.forbes.ru/ekonomika-column/vlast/72605-pochemu-georgii-poltavchenko-ne-podhodit-na-
rol-gubernatora(Data extracted on: 23.05.2017)
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Thus, the Russian territory marketing and branding shows that the political
willpower and management style of the head of a constituent entity in the Russian
Federation are crucial in the brand development for the regions as the autonomous
coordination mechanisms of interaction among business, non-profit organisations
and the population as growth points for territorial brands are still not strong
enough. One should not forget, however, that in this regards, the resources and
possibilities of regional administrations in Russia prove to be rather limited
without the use of effective mechanisms of involvement in the regional politics.
Here, however, on the one hand, it is important to broaden the citizen participation,
and on the other, — provide effective tools of its coordination and moderation with
the use of a wide range of network communication technologies.

An American scholar S. Arnstein® in 1969 created a concept model of the
citizen participation that he described in a form of a ‘ladder’ whose steps reflect
possible strategies of cooperation between the authorities and the society. As they
climb this ladder, the city officials go from the manipulation of the citizens’
opinion and their complete exclusion from the decision-making to a state when
“power is in fact redistributed through negotiation between citizens and
powerholders. They agree to share planning and decision-making
responsibilities”. Meanwhile, a radical democratic strategy leading essentially to
anarchy in the process of city management proves equally as ineffective as an
authoritarian one leading to a direct manipulation. Regarding this issue, the city
power holders face a difficult task of finding “the golden mean”, and today, a
system where the city administration is the main source of the development
strategy is considered the most optimal and balanced. External experts and
members of the public, however, should participate in all stages of its creation.

To further dwell on the subject of the degree of different actors’ involvement

in the process of territory marketing and branding, the extent of taking into account

313 Arnstein, S.R. A Ladder of Citizen Participation // Journal of the American Institute of Planners, Vol. 35, Ne. 4,
1969 - PP. 216-224.

314 Strategic Master-Plan: Instrument for Future Management (in Russian) / Media, Architecture, and Design
Institute Strelka strelka.com / Printed in the Printing Office of «A Print» [Available online] URL:
http://2016.mosurbanforum.ru/files/pdf/analiticheskie_obzory/masterplan_book 1 chast.pdf (Data
extracted on: 06.04.2017)
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the positions of different groups towards the brand and their state of balance, it is
important to analyse the use of new network forms and tools of increasing the
citizen participation in the city life of Moscow and St. Petersburg. Many of these
forms and tools find their way to official programmes of the city development.

Thus, the sub-programme “Open Moscow” of the programme “Moscow is a
city comfortable to live in” states a completely new approach towards the citizen
participation in the process of their city development: “Open Moscow” is not just
the implementation of channels and tools for the cooperation between the
authorities and the citizens. It is primarily a new management philosophy based on
three main principles: openness, involvement, and comfort™*.

The first condition providing an effective citizen participation in the process
of decision-making is an easy and immediate access to any information regarding
the decisions being made.

In St. Petersburg, the key official online resource is an Internet portal created
by the city administration called “Our city” — http://gorod.gov.spb.ru/, — where the

citizens can leave their messages about the challenges they are facing and vote on
the issues of their concern, etc. The portal is constantly updated and keeps the
records of the messages and issues tackled. According to its statistics, as of May
1%, 2017, most of the messages left on the portal concern illegal advertising,
damage to road surface, unfit buildings, etc.

Another  official portal of open data on St. Petersburg

(http://data.gov.spb.ru/) is a full set of statistical information on all the issues of

city life. Besides, with the support of St. Petersburg Agency of Telecom and Mass
Communications, a wide range of mobile applications has been developed: “Our
St. Petersburg”, “State services in St. Petersburg”, “State services for business in
SPb”, “The city is young” (announcements and information about the events
arranged in the city), “Day of reception of citizens”, “IEIS SPb” (an app of St.

Petersburg interagency electronic interaction system), etc.*®

%15 programme Open Moscow (in Russian) [Available online] URL: https:/pgu.mos.ru/common/broshura.pdf

(Data extracted on: 30.03.2017)
%15 Open Data on St. Petersburg (in Russian) [Available online] URL: http://data.qov.spb.ru/applications/ (Data
extracted on: 25.03.2017).
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At the district level of St. Petersburg, such initiatives are also rather actively
developing. Thus, with the support of Moscow district administration, there is a
project in place “Atlas of ideas in Moscow district”. This resource aims at
adjusting the communication channel “authorities — business — society — expert
community” to develop a certain district through ideas suggested by the citizens.

It is important to mention that in St. Petersburg, unlike Moscow, non-
governmental online projects are more actively developing, as for instance, “St.
Petersburg the beautiful” *’ . The portal received more than 118,000
communications by 2017, and 35,000 of these problems have been solved. The
civil online resource “City projects” is aimed at uniting the intelligence potential of
those city citizens and visitors who would like to improve the city environment.
This project functions by the principle of the development and renovation
assessment of individual city territories among which are the plans of
reconstruction for Bol’shaya Morskaya Street, Shpalernaya Street, Udel’ny Park,
etc.

Fig 3. Map of communications from the web-site “Petersburg the
beautiful’”*

Below is a screenshot of the above-mentioned web-site. The number of
communications in the current month is 1083 (blue) (in the upper right-hand
corner). In red, the communications to which the answer has been denied, in green
— the situations resolved, in grey — partly resolved, and the yellow represents the
number of communications to which the answer has been received. The map shows
all the city districts, all types of malfunctions in the current month (the drop-down

list boxes).

317 petersburg the Beautiful (in Russian) [Available online] URL: http://xn--80accfiasjf8cghbfut2k.xn--
plai/about (Data extracted on: 25.03.2017)
18 petershurg the Beautiful (in Russian) [Available online] URL: http://xn--80accfiasjf8cghbfut2k.xn--
plai/map (Data extracted on: 25.03.2017)
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The availability of information and the openness of the state and municipal
authorities characteristic of Moscow is also rather large-scale. Overall, there are
more than 320 available databases with current information about 300 thousand
city objects®®. On the one hand, this shows the transparency and a barrier-free
information environment, but on the other hand, a great number of different web-
platforms and services makes the possibility for a citizen to work them out and
systematise rather illusive. Within the programme “Open Moscow”, five basic
activity directions were initially set:

- ‘“revealing the data on the work of the authorities and about the city

objects (the web-portal of the open data Data.Mos.Ru);

- transforming the state services into the electronic format (the portal

Pgu.Mos.Ru);

%1% Mechanisms of Cooperation between City Authorities and Citizens: Systematisation of World Experience (in

Russian). Summary of Investigation Results for the Conference “Authorities and Citizens: Cooperation
Technologies™ taking place during the 4™ Moscow Urbanistic Forum. Moscow, 2014
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- creating and developing a network if multifunctional centres for the city

services provision (MFC);

- providing an opportunity for controlling the work quality of the city

services (the information web-portal “Our city” — Gorod.Mos.Ru);

- creating an electronic voting system on topical issues of the city life (the

app “An active citizen” — Ag.Mos.Ru)»**.

In accordance with these directions, the city administration is beginning to
implement least expensive tools for collecting and processing the information
(crowdsourcing technologies, social networks, special Internet services). Today
“114 services and 20 benefits have been transformed into the electronic form, and
more than 50% of services are provided online**, For example, on the issues of
public services and amenities, the citizens can leave their communications on
different specialised web-platforms where a round-the-clock moderation allows
providing the users with an answer within 8 days. As of the end of 2016, on
average, up to 2000 comments are daily processed®>.

A high level of network infrastructure development of the city (the degree of
penetration of electronic technologies, the level of network literacy of the
population, etc.) allows Moscow a secure position among the world leaders. Today,
by the development level of electronic management and information openness,
Moscow is among the “new leaders” such as Buenos-Aires, Istanbul, Seoul, etc.,
and others, which have within a short period of time caught up with traditional
leaders — London, Los Angeles, Paris, New York, and others. According to urban
experts, “the Russian capital is not inferior to other city leaders in either services
range, or in the extent of their development during the whole process — from the
collection and provision of information for the population to feedback receipt and

implementation of the citizens’ suggestions on certain city development

20 Strategic Master-Plan: Instrument for Future Management (in Russian) / Media, Architecture, and Design

Institute Strelka strelka.com / Printed in the Printing Office of «A Print» [Available online] URL:
http://2016.mosurbanforum.ru/files/pdf/analiticheskie_obzory/masterplan_book_1_chast.pdf (Data
extracted on: 29.10.2016)

%21Y. Shinkaruk’s Interview (in Russian) [Available online] URL: http://tv.m24.ru/videos/32102 (Data extracted
on: 25.10.2016)

%22 Mechanisms of Cooperation between City Authorities and Citizens: Systematisation of World Experience (in
Russian). Summary of Investigation Results for the Conference “Authorities and Citizens: Cooperation
Technologies™ taking place during the 4™ Moscow Urbanistic Forum. Moscow, 2014
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projects™2. It is important that a significant access in the development is placed on
establishing the culture of cooperation and engagement in the process of
administrative decision-making concerning the city.

Among others, the service “An active citizen” should be highlighted. This
service is taking its confident leading position among the users as a communication
channel authorities-citizen. The most important efficiency indicator here is the
number of people participating in an online voting or survey. According to the
moderators’ data, “in each survey at least 100 000 people take part (which is a
unique scale of statistical sampling), and up to 200 000 people participate in the
most popular surveys”. Yelena Shinkaruk, one of the creators of the app “An
active citizen”, explained the principles of the platform work in her interview: “we
understand that numerous decisions made by the authorities are in fact important
and interesting for the citizens, so we can take their opinions into account. Yes, we
make the city greener. Yes, we repair children’s playgrounds. But Moscow citizens
can decide which tree to plant in the yard or what colour to paint a playground
in”,

But despite the presence of proactive online projects, there are many
unresolved situations in Moscow concerning the provision of effective
coordination of different administrative levels, which is primarily connected with
the style of management culture and still enduring atavisms of the authoritarian
management model of Y. Luzhkov. The challenges regarding the issues of
synchronising the activity of adjoining departments which are responsible for
implementing the programme directions and the insufficient coordination of the
municipal and federal work do not at all facilitate the successful capital branding
process.

The process of a city tourist logo development is a significant illustration of
the ineffective communication issue and the absence of proper synchronisation in
the work of city agencies. Beginning from April-May 2012, the government of

2 p., 2014

24 Ip., 2014

%25 Y. Shinkaruk’s Interview (in Russian) [Available online] URL: http://tv.m24.ru/videos/32102 (Data
extracted on: 25.10.2016)
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Moscow initiated a tender three-million roubles worth for the development of
Moscow marketing concept including the creation of brandbook. The tourists
visiting the city were selected as the key target audience. In this competition
among 13 companies, the branding agency “A-to-Z research” — a part of the group
“Stas Marketing” — became the winner. The results of the work done by “A-to-Z
research” were not published, however, and in September 2012, the mayor’s office
announced a new contest for a new city logo. In parallel to this contest, another one
was announced for the public which included three nominations: “brand idea and
concept”, “brand logo”, and “brand slogan”. The idea was that summarised
suggestions made by the participants would be used in the development of the final
symbol. By June 2013, however, the results of both contests were not publicly
announced either, and the city administration again announced a contest thirteen
million roubles worth for the development of Moscow brandbook with a logo and
slogan. That time other components were to be considered — advertising and PR
events, promotion in the social networks, and also the brand integration into the
city environment through signs and boards with its image. A months later,

however, this contest was cancelled as well.

Fig. 4. The logo «Heart of Moscow», 2011

Fig. 5. The logo of the project “Moscow is for you!”, 2011
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05O

Fig. 6. The logo designed by Vitaly Rynsky, 2011

M

Fig. 7. The logo of Moscow designed by “Artemy Lebedev Studio”

* MOCKBA
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As a result of more than two-year long effort of Moscow administration, in
January 2015, the head of Moscow Tourism Committee Sergey Shpilko stated®?°
that the agency “Minale Tattersfield” had designed an official logo for Moscow

with tourist symbols and the slogan “Not just a city”.

Fig. 8. The logo designed by “Minale Tattersfield”.

MOE
KBA

Such uncertainty in designing the symbols for Moscow and a constant

swapping of companies completing the order of the city administration indicate the
absence of a solid branding design and an integrating idea. All the contractors
represented more of a visual image of the city — its logo, not integrated however,
into a solid branding and marketing strategy.

Thus, on the one hand, the government of Moscow at the beginning of work
on the territory brand could not properly set a goal, adjust decent and effective
cooperation in the work of adjoining city agencies, and, correspondingly, did not
achieve a relevant result; on the other hand, the companies participating in tenders

%25 Network edition M24 (in Russian) [Available online] URL: http://www.m24.ru/articles/64249 (Data extracted
on: 25.01.2017)



http://www.m24.ru/articles/64249

229

and contests, focused, just like in St. Petersburg, on the visual brand image. The
designed logos therefore look stylish but are of more neutral character and do not
reflect any features of Moscow citizens that make them stand out as an individual
community. All of the above indicates the lack of efficiency of coordination
mechanisms for the participation of both the authorities and the civil society.

Another criterion distinguished in the context of political and administrative
aspect is a degree of different actors’ participation in the process of the
development and implementation of the territory branding agenda. Besides
decisions and strategies developed by the executive authorities, the role of
legislators should be analysed, and firstly — the role of political parties in the
formation of positive image and the development of city space in Moscow and St.
Petersburg.

The analysis of the programme documents and projects contents of the
regional divisions of political parties in Moscow and St. Petersburg showed a
general lack of involvement and low activity of the parties in the process of
territorial branding. Political parties mainly implement the projects borrowed from
the strategic plan of the city development or the ones similar. Thus, regional
divisions of the party “United Russia” in St. Petersburg®’ and in Moscow**
support and popularize mainly federal projects on city public services and
amenities, the development of comfortable, barrier-free environment, events
directed towards the improvement of education and healthcare.

In Moscow, the work of the regional division, in the context of the capital
branding, is being done in several directions: ecological projects, such as “Let’s do
it together!” (sessions of ecological education), “Moscow green belt” (the project
is aimed at the creation of specially protected green zones in Moscow), projects on
enhancing life quality and the growth of creative capital, such as “Civil university”
(the creation of multi-level system of educating civil activists), projects on the

development of comfortable city environment — as, for example, “A safe capital”.

%7 Party Projects of “United Russia” in St. Petersburg (in Russian) [Available online] URL:
http://spb.er.ru/party/projects/ (Data extracted on: 20.04.2017)

Party Projects of “United Russia” in Moscow (in Russian) [Available online] URL:
http://moscow.er.ru/party/projects/ (Data extracted on: 20.04.2017)
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In St. Petersburg, the work of the regional division of the party “United
Russia” is also focused mainly on the implementation of federal party projects
such as “People’s control”, “Historical memory”, “City environment”, “United
country — accessible environment”, “Ecology of Russia”, “Healthy future”,
“Children’s sport”, “Safe roads”, etc.

Other political parties are also clearly focused on the implementation of
federal programmes on the territory of the constituent entities of the Federation.
Certain examples of local initiatives, however, are also present. Thus, regional
division of the party “Just Russia” in St. Petersburg is developing a sectoral
problematic network, based on a specially designed online platform: the party
offers an interactive map to the citizens where they can write about arising city
challenges in such city spheres as housing and public utilities, public services and
amenities, road infrastructure®”.

On their web-site, Moscow division of the “Party of Growth” defines the
directions of work which could facilitate the promotion of Moscow brand:

- facilitation of communication channels the authorities-civil society

“#AskMoscowCitizens”;
- development of small businesses and shops within a walking distance
(“Bread, milk, vegetables — near the house™);

- promotion of ecological projects (”Clean Moscow”).

It should be stressed, however, that their implementation is going within the
framework of the federal party programmes.

Thus, in general, political parties, unlike the executive authorities, are not
very active in promoting local projects able to influence the process of territory

branding, which has a negative impact on its result.

In this chapter a comparative analysis of the territory branding strategy of
two largest Russian cities — constituent entities of the Federation, Moscow and St.

Petersburg, has been carried out.

9 Tnternet Portal of the Party “Just Russia” “Change St. Petersburg” (in Russian) [Available online] URL:

http://www.izmenispb.ru/ (Data extracted on: 17.02.2017)
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Firstly, it is important to stress that the city programmes on the development
of innovation economic commercial zones and the support of positive investment
image of territories lead to a significant growth of the attractiveness of both
Moscow and St. Petersburg. This indicates a generally effective implementation of
the economic element in the territory branding strategy in relation to the cases
analysed. It should be mentioned that Moscow has a range of objective
characteristics providing a positive investment image of the city: the status of the
capital, the proximity to the institutes of federal authority; high budget security;
high quality of human capital and broad possibilities for the growth of creative
capital; high-quality city infrastructure and transport and logistics potential of the
city; intensive development of public-private partnership. All this gives an
opportunity for a city administration to a greater degree focus on the projects
directed towards a harmonious development of the city space with an accent of
high-technology production and the creative industries establishment. St.
Petersburg, although remaining in the shadow of the capital, is nevertheless also
actively gaining the pace of investment growth rates. Today, most of prominent
international ratings give the city positive long-term development forecasts, which
inevitably should have a favourable impact on the stability of economic component
of St. Petersburg brand.

Secondly, the analysis carried out above showed that higher economic
indicators of Moscow allow it a more full and well-balanced development of the
socio-cultural element of the territory branding in the city. The selected strategies
and the first results of the plans implementation reflect the formation (even though
its initial stage) of the new creative capital not only for Russia but also for the
whole post-soviet environment. St. Petersburg, despite its falling behind in the
economic aspect and the contradictions related to the establishment of the city
identity also, demonstrates positive dynamics of the life quality growth, which,
undoubtedly has a favourable influence on the territory branding, but at the same
time reflects a non-balance among the different parts of socio-cultural and
economic elements. With regard to St. Petersburg, the main problem is a question

of coordination in the inter-sectoral interaction and the provision of the open city
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development policy.

Thirdly, the analysis of the political and administrative element of the
territory branding of Moscow and St. Petersburg showed that the resources and
possibilities of regional administrations in Russian constituent entities prove to be
rather limited without the use of effective mechanisms of participation. On the one
hand, it is important to broaden the citizen participation which is implemented in
both cities through special programmes and projects, but on the other, it is equally
important to create and provide effective tools of coordination and cooperation
among all the interested actors representing government authorities, business
community, and the civil society.

The management style of the head of a constituent entity in the Russian
Federation plays a special role in the success of this process. As it was shown in
the third paragraph, G. Poltavchenko and S. Sobyanin adhere to different
management styles. The mayor of Moscow demonstrates a more open management
style of a city-manager directed primarily towards the coordination of interests of
different regional policy subjects and characterised by “the interactive publicity”.
The governor of St. Petersburg G. Poltavchenko, on the contrary, uses a more
closed city management style minimising the range of coordination procedures and
tools which are most often reduced to a formal and legal regulation.

As the ambiguous process of developing tourist logos and the accompanying
symbols clearly demonstrated, in both cities under study, the strategies of territory
branding are more likely to be still developing, they lack integrity, balance, and the
contents novelty.

As it has been pointed out in the previous chapters, the brand development
itself cannot change a city, but is able to act as a catalyst for the promotion of the
city in the global network information environment® . A successful city brand
reveals its geo-cultural potential, creates a wide range of opportunities for long-

term increase of human and material assets of the city.

%0 Scaramanga M. Talking about art(s): A theoretical framework clarifying the association between culture and

place branding // Journal of Place Management and Development. 2012. Vol. 5. Ne 1. P. 70-80. doi:
10.1108/17538331211209059
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CONCLUSION

Under the new conditions of globalised digital economy and a knowledge-
based society, the traditional reactive approach towards the state management of
complex network formations comprising multiple actors should be replaced by a
proactive approach based on citizen participation, the involvement of business and
social organisations directly in the process of decision-making and a gradual
creation of consociation management model.

The proactive approach implies the completion of scientifically grounded
analytical and prognostic work on modelling of different scenarios of territorial
development with a consideration of multiple factors. Carrying out this work in the
current non-equilibrium and extremely changeable environment is only possible
with the use of the collective mind advantages (crowdsourcing technologies) and
consideration of as many factors influencing the success or failure of the
implementation of this or that scenario as possible. Another crucial direction is the
pro-activeness itself, that is working in advance to form an image of the desirable
state of a managed object and its implementation under certain socio-economic and
geo-cultural conditions. It is this image that the territory marketing and branding
technologies under study in this paper are primarily connected with.

As it was shown in chapter 1, globalisation processes have facilitated the
creation of international market of regions where the territories themselves enter
the competition for material and immaterial resources. Therefore, marketing and
branding technologies are considered today the most effective means to acquire
positive results in this competition. Territory marketing and branding have been
traditionally viewed as the subject of economics and management which led to a
narrow market-oriented understanding of their contents and of possibilities of their
use. The author stresses the inadequacy of such an approach and draws the
attention to the political aspect of these technologies — the aspect connected
primarily with the development and implementation of the inclusive spatial
development policy.

In this process, technologies are not simply a flexible instrument of

promotion of the interests of certain political and economic groups, but also a
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complex primarily aimed at social wellbeing of the region the system of methods

and values, a scientifically-grounded sequence of coordinated actions of the local

community directed towards satisfying the needs of all local actors.

The integrity and agreement with the place are the main features of

successful territory marketing and branding. Based on this methodological ground,

the author has distinguished several key requirements providing a high economic

and social brand capitalisation:

a brand should create new factors of attractiveness to provide an external
support from the state, business, and people;

a brand should be comprehensible for all the potential clients;

a brand must have a clear connection to the place, that is a geo-cultural

localisation.

The role of the state in this process is significant and determines the function

of providing the basic conditions of the brand effectiveness:

the degree of consideration of economic and cultural components of
territory branding and their balance;

the high degree of the involvement of different actors in the process of
place (territory) marketing and branding;

the regard for the positions of different groups concerning the brand and
the balance of their representation;

the active use of least costly tools for collecting and processing
information (crowdsourcing technologies, social networks, special
Internet services);

participation in the development and popularisation of the commonly
shared ideologeme for the spatial development;

the maximum degree to which the ideas about the brand that are formed
inside a territorial community match the external image of the territory;
the completeness of the inclusion of the territory brand into the image of
macro-region / the whole country;

the balanced combination of the processes of artificial construction and

natural self-reproduction of the territory brand.
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One of the key purposes of the present-day socio-economic development of
Russian regions is the establishment of high-technology, science-intensive regional
economic systems oriented towards the challenges of digital economy. In this
regard, this paper determines the interconnection between the use of the new
spatial development technologies — branding and marketing — and the dynamics of
regional innovation growth, with the volume of creative capital, in particular.

The author has demonstrated that the use of territory marketing and
branding, on the one hand, facilitates the development of all structural elements of
“the creative capital”: “creative actors”, “creative infrastructure”, “creative
business”, “creative authorities”, while on the other hand, these technologies are
innovations implemented into the system of regional planning and development.

Thus a conclusion has been made that the territory branding in the network
communication environment becomes a key factor for the positive dynamics of the
“creative capital” index overall.

The analysis of the branding and strategic planning experience of Moscow
and St. Petersburg serves as the evidence for this conclusion.

The author has come to a conclusion that to provide the effective socio-
economic development, the public authorities and local self-government agencies
of these two constituent entities of the Russian Federation should more actively
cooperate with the community through a wide use of different elements of the new
system of network communications (crowdsourcing tools, social networks, mobile
apps, etc.) and also the mechanisms of public-private partnership, which in the
long run would facilitate a meaningful dialogue between the administration and
civil society and lead to social consolidation regarding the ways of socio-economic
transformation of the region.

Another conclusion drawn from the case-study of this paper concerns the
required well-balanced and consistent implementation of each of the three territory
branding elements. The author has shown that they are inextricably connected and
that the failures of the spatial development policy are associated with either their

insufficient implementation, or with a refusal to consider one of them.
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