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«[MPEAB3ATOCTb» B POCCUMCKHNI HAJIOTOBOM CUCTEME KAK
CBUJETEJBCTBO 'OCYJIAPCTBEHHBIX UHTEPECOB

AHHOTAIUA

Poccuiickass HajoroBass CHCTEMa SIBJISIETCA CPAaBHUTEIBHO MOJIOAOW, IMOCTOSHHO
aJanTUPYIOIIENCS K HOBBIM DKOHMHUYECKMM pEaJusM W HYXIaM TOCyAapcCTBa,
IIO/IBEPrasiCh YaCTbIM U3MEHEHUAM U KOPPEKTUPOBKAM. Ha nepBbIi B3IV MOXKET
NOKa3aTbCsl, YTO B HEH emé He CPOPMHUPOBAIHUCH «IIEPEKOCHD WIIH, IPYTUMHU
CIIOBAMH, HECIpPAaBEMJIMBbIE (PUCKAJIbHBIE YCIOBUSA I OTACNIBHBIX KaTEropHii
HacesneHusa. OnHako Oosiee IIyOOKOE HCCIEOBaHHE IO3BOJIIET BBIABUTH MEHEE
3aMETHbIE «IIEPEKOCHD B UbIO-IMO0 MOJIb3Y, @ BMECTE C HUMHU U TaKHE MPUOPUTETHI
POCCHUICKONM HAllMOHAIBHOW TMOJIMTUKH, KAaK, HApUMEp, JeMorpaduueckuil pocr,

MOJIZIEP’KKY CEMbH, COKpAIIICHUE pa3pbiBa MEXIY OOTaThIMU U OCTHBIMU.

KiroueBrble cjioBa: poccuiickas HajJoroBas CUCTEMa, MOJIXOAHbINA HAJIOT, CEMEHHOE

HAJIOT000JI0KEHUE, TPOTPECCUBHASI IITKAJIA.
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BIASES IN THE RUSSIAN TAX SYSTEM AS AN EVIDENCE OF

GOVERNEMENT INTERESTS

Abstract

The Russian tax system is relatively young, constantly adapting to new economic
realities and the needs of the state and subject to frequent changes and adjustments.
At the first glance, it may appear that it has not yet developed biases or unfairly fiscal
conditions for certain categories of the population. However, deeper research reveals
subtle distortions, and with them the priorities of Russian national policy, such as
demographic growth, family support, narrowing the gap between the rich and the

poor, and so on.

Keywords: Russian tax system, income tax, family taxation, fiscal biases,

progressive scale.
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BIASES IN THE RUSSIAN TAX SYSTEM AS AN EVIDENCE OF
GOVERNEMENT INTERESTS

Introduction. The tax system for the bulk of countries is the basis for a state to
perform its functions and the main source of revenue for budgets of different levels
in accordance with the territory-state structure of the country. Moreover, it is
especially meaningful to explore and understand tax mechanisms of countries with
a comparatively young fiscal system because it can show the government adapts to
the economic terms and conditions and which directions it chooses as the most vital
for the current agenda. For example, the tax system in Russia, where a fundamentally
new budget system was formed in 1992 with the collapse of the USSR, is still
undergoing a number of major structural changes due to its volatility and variability
in trying to find the balance and most appropriate characteristics to suit economic
conditions.

Although Russia's tax system (both income and property taxation) is relatively
young, constantly adapting to new economic realities and the needs of the state and
subject to frequent changes and adjustments, its analysis can show the priority areas

of Russian national policy, such as demographic growth, family support, narrowing
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the gap between the rich and the poor, etc.

The purpose of this article is to explain the basic principles of taxation in Russia and
analyse them for the presence of hidden or overt discrimination for certain categories
of citizens. We will focus on such aspects of Russian taxation as family taxation,
the introduction of a progressive taxation scale and differences in the collection of
personal income tax in the regions of Russia.

The general features of the Russian tax system. The character feature of the
Russian tax system is a clear delineation of tax setting and collection rights between
the different levels of government, which implicates division of the tax system on
three levels of taxation: federal, regional and local, - what is in accordance with the
world practice of federative states. Federal taxes mean taxes that must be paid by
residents throughout the territory of the Russian Federation. This level includes the
following taxes: value added tax, individual income tax, corporate income tax,
excise taxes, mineral extraction tax, water tax, state fee, tax on the use of objects of
the animal world, special tax regimes. On the other hand, regional and local taxes in
Russia focus on assets. Regional taxes are established by the Russian Tax Code and
the regional laws of the subjects (republics, krais, oblasts, cities of federal
importance and autonomous okrugs) of the Federation to compulsory payment on
their territories. This category would include corporate property tax, transport tax
and gambling winning tax. Finally, local taxes are levied in municipalities in
accordance with the tax legislation of the Russian Federation, laws of the subjects
and municipalities which should be paid only by residents of these municipal
districts. Among them there are the next taxes: land tax, personal property tax, trade
levy. We would like to underline that for regional and local taxes, the laws of the
subjects of the Russian Federation establish tax rates, procedure and terms of tax
payment. Also, within the limits stipulated by the Tax Code of the Russian
Federation, tax exemptions and procedure for their application can be established
but all other elements of the tax are established by the Tax Code of the Russian
Federation.

The Russian tax year runs from 1 January to 31 December and it is calculated from
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the beginning of the tax period on an accrual basis at the end of each month (it applies
to all income subject to the rate). Tax residents should submit tax returns to the
Federal Tax Service using a form called Tax Declaration. Returns must be submitted
before 30 April and the final date to pay taxes in Russia is 15 July.

Further we refer in detail to the information on taxation of individuals income. The
most important characteristic of the Russian income tax is progressive taxation,
which is comparatively new and was introduced as of 1 January 2021. This taxation
has rates of 13% or 15% for tax residents. An individual is considered to be a tax
resident if he/she is physically present in Russia for at least 183 calendar days during
a 12-month rolling period. Generally, an annual income of up to RUB 5 million will
be taxed as 13%, whereas income above this limit will be taxed at 15%. However,
there are some exceptions, for example, income from the sale and receipt of property
other than securities as a gift and taxable insurance and pension payments is subject
to a flat rate of 13%. It is worth noting that the main purpose of changing the personal
income tax scale was, according to the official position, to obtain additional funds
to implement social programmes for categories of citizens who need help from the
state to maintain their welfare. [ 1] If discussing tax deductions, then official residents
can reduce their Russian income tax bills via deductions and allowances. Deductions
only apply to earnings subject to the progressive Russian tax rate. They are not
applicable to taxes you pay at any other rate. Some examples of when deductible
expenses are available include buying property in Russia, paying tuition fees,
medical treatment, or making payments to charity. The main deduction from income
taxes in Russia applies to children. But about social benefits and transfers that could
be received by families and other social categories will be discussed in detail in the
further part of our article.

It is logical to consider other types of taxes apart from federal taxes concerning
individuals, but due to the hierarchy of the Russian tax system in every subject of
the state there are own tax rate and benefits of levying of, for example, transport tax
or individual property tax. Therefore, we next turn to interactions of the tax system

with the level of social benefits on the example of family taxation and try to assess
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it for availability of possible biases.

Taxing family. Biases against families with one/two children. According to the
national policy of the Russian Federation, family and its welfare are one of the most
priority. That’s why one of the priorities in the development of tax policy of Russia
is its gradual increasing of attention to social issues, which implies a focus not only
on the fiscal function of the tax, which leads to an increase in tax revenues to the
consolidated budget of the Russian Federation, but also on the social function of the
tax, which is aimed at human values.

However, the Russian tax system does not have a special procedure for taxing family
income and these issues are reflected in the Tax Code only in relation to tax
deductions, which reduce the income of the taxpayer, taxable at the rate of 13% for
tax residents. It means that in the Tax Code there is no opportunity to register a
family as a single entity of taxation and family members act as separate taxpayers.
The source of taxes and levies is often the joint (family) budget,which does not entail
any special exemptions or deductions. In this case, we cannot find any tax bonuses
for married couples in comparison with unmarried ones in Russia, except for
benefits on loans or property purchases, but these are specific cases that do not relate
directly to taxation. Meanwhile, there are also no biases in splitting income in favour
of one of partners because in the tax system there is no option for this since every
person pays taxes independently and separately.

Nonetheless, it is noteworthy that in Russian tax legislation there are a special
category of families according to the number of children which they have. This
division proposes tax preferences for families with many children (or large families,
in Russian as «mHoronetHas cembs»). Family with many children in Russia is a
family which has three or more minor children, but there is no unified concept of a
"large family" in the Law of Russia that’s why each region decides which family is
large and eligible for state support measures and which is not. For example,
governments of some state’ regions additionally support large families by raising the
age of children to 21 or 23 years. Among federal benefits for large families are

personal income tax exemptions. This benefit is granted in the form of tax
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deductions: for the third and each subsequent child, the tax deduction is 3,000
roubles (35 EUR). [2] When in a family there is only one parent, he/she receives
double deduction. However, to qualify for a deduction of child tax, a tax resident
must be earning a cumulative annual income of less than 350,000 roubles (4 000
EUR). For instance, a person with a salary of 50,000 roubles (575 EUR) will have
"exhausted the limit" for 7 months and for the rest of the year, he/she will pay 13%
in full. In addition, for families with three or more minor children, there is an
additional property tax deduction: 5 square metres for each child for a room or flat
and 7 square metres for a house or part of a house. There is also a deduction of 6
square metres for land tax. Also, on the regional level families with many children
get tax benefits in transport tax, land tax and property tax.

On the first glance, it is difficult to say that division families on with many children
or without them leads to a tax discrimination: it is rather a feature of welfare state or
its attempt to reach comfortable conditions for particularly vulnerable groups. [11]
On the other hand, if we view the presence of any advantages for one category and
the lack of advantages for another as discrimination, according to the Russian
scholar A.I. Savitsky, then the special options for family taxation according to the
number of children in Russia can be considered as biases against families with one
and two children since families can have different financial opportunities do or do
not have more than one child and tax revenues cannot significantly influence them.
[8] However, these different conditions for families whose aim is to support
children in this case diminish the importance of one child. Also, we suppose, this tax
procedure evidences discrimination in favour of government interests to support
national security since the special tax procedure shows the focus of the state's
interests in supporting of country’s demography by stimulating people to have more
children. The main trend in changing the tax system in Russia is reinforcing families
with many’ support and motivation of the population to produce children. For
example, the president of the Russian Federation V.V. Putin frequently refers to this
topic in his public speeches: “The principle [of taxation] should be very simple —

the more children you have the less tax you should pay”. Also, it is peculiar that
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during the last decade childlessness tax has been discussed on the government level
but there are no real attempts to implement this idea in the Tax Code yet.
Implementing progressive scale. Biases against the middle class. As mentioned
above, in January 2021, a progressive taxation scale was introduced into the Tax
Code: instead of proportional taxation, a 15% rate for residents with income over 5
million roubles per year and a 13% rate for all other categories. This act was
unexpectable and widely publicly discussed because during the last decade
the oposition parties' initiative concerning scale modification has been repeatedly
rejected at the legislative level. However, the official goal of changing the current
fiscal terms is considered be for increased revenue to the budget in the face of
pandemic deficits. [ 13] Experts claim that modifications can be seen as a further step
towards strengthening social policy in Russia and an attempt to support socially
vulnerable groups of population by redistributive ways in current difficult
conditions.

Indeed, according to surveys, the gap between rich and poor layers of population has
been constantly increasing during the last decade. [3] Researchers from the Higher
School of Economics have published the results of a study on the financial
perceptions of Russians during the COVID-19 pandemic, stating that 70% of the
population admit to feeling increased economic pressure. [S] In this light, the
economic regulation in form of modification tax scale can positively influences on
terms of living of population and reduces the economic inequality of taxpayers.
However, we believe that this move is more of a superficial and symbolic gesture
than a real working mechanism, as it only seriously affects the middle class, leaving
out the rich and super-rich. The point of a progressive tax scale is to differentiate the
tax burden on taxpayers in order to reduce the burden on the least protected groups.
That is, people who earn more money have to pay more taxes, while people with
less income may feel a lower tax burden with a progressive scale. Also, a progressive
scale is a way to prevent the rich from being locked into a narrow, generationally
reproducible group and the poor from having a chance to improve their lot.

But instead of serving a redistributive function and reducing the wealth gap between
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poor and rich people in Russia, this scale will only seriously affect the middle class
which is developed very poor in Russia for economic reasons (30% of the entire
population). Moreover, the introduced scale does not make a cardinal difference in
taxation, because the effect of a 2% increase for the 'rich' is negligible, both in terms
of reducing the Gini coefficient and in absolute terms - the contribution to the federal
budget from the innovation is not noticeable.

Differential progressive taxation of personal income is designed to level the
stratification of society and reduce the negative impact of macroeconomic processes,
but the introduced rate for the wealthy population is insufficient and inefficient,
significantly increasing the burden only on the middle class, leaving the wealthy
population unaffected.

The monthly minimum wage, subsistence minimum and unseen injustice. On
the first glance, it mays seem that this chapter has a poor connection with the topic
of our article but further we decided to turn to the question of the monthly minimum
wage and its ratio with subsistence minimum, to see how the single 13% rate of the
income tax differently affects people's welfare and buying power in different regions
of Russia.

The minimum wage in Russia since the 1% of January 2022 is 13 890
Russian roubles (approximately 160 euros per month). That said, for such
cities as Moscow and St.Petersburg minimum wages are set separately at 20,589 and
19,000 roubles respectively according to the higher living standards and expense
levels which are vastly different from other regions and cities of the Russian
Federation. [6] It is extremely noteworthy that recently the formula for
calculating the minimum wage was changed, now it amounts to 42 % of
the Russian median wage, whereas in the past it was set to reflect the
minimum cost of living in Russia. Further, the minimum subsistence level in
Russia as a whole is 12,654 roubles, 13,793 roubles for working people, 10,882
roubles for pensioners and 12,274 roubles for children since the 1* of January 2022,
but every region has its own weight of minimum living level considered necessary

to ensure a certain standard of living in Russia. For instance, in Pensa’ district the
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subsistence minimum is 10 038 roubles per month (approximately 115 euros)
while Sacha republic has the subsistence minimum which is equal to 20 702 roubles
per month (approximately 238 euros). [7] Thus, we can immediately notice that
with the same minimum wage, the standard of living varies from region to region
and in some cases the minimum income is initially lower than subsistence minimum
set in them.

We consider there is a bias in the calculation of the minimum wage against regions
with lower living minimums which is hidden in relative size of income tax levying.
To verify this assumption, we decided to compare income tax in different regions
according to the ratio of the tax levied to the cost of living in two regions —
Leningradsky district and the republic of Mordovia:

1. The monthly minimum wage in both regions is the same and is equal to
13 890 roubles;

2. The income tax from the minimum wage in both regions will be 1 805 roubles
(13% of 13 890 roubles);

3. The subsistence minimum in Mordovia is equal to 11 072 roubles. The income
tax 1n relation to this value will be 16%;

4. The subsistence minimum in Leningradskiy district is 13 931 roubles. The

income tax in relation to this value will be 12,9%.

Income Minimum Income Subsistence | Relative
tax wage tax from | minimum income tax
minimum
wage
Leningradsky 13931 RUB 12,9 %
district 13% | 13890 RUB | 1805 RUB
the Republic of 11 072 RUB 16%
Mordoviya

Table Nel. Calculating of income tax relatively subsistence minimum in Russian regions.

It follows, despite the single standard of the minimum wage, in every region the rate

of the income tax will affect in different ways economic conditions, buying power
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and welfare in general of the population of districts of Russia. Since in every region
of Russia there are different economic conditions of living, for instance, transport
expenditures or heating costs, after personal income tax, the disposable income of
the population in relation to the subsistence minimum is different in relative terms.
[14] We think that it is the regions with lower subsistence minimums that are most
affected by this bias.

Perhaps, this bias was created in attempt by the government to establish the single
equal work standards for all regions to avoid the discrimination on the legislative
level. Also, we guess that the ratio between actual minimum wage and subsistence
minimum has an attempt to give regions more freedom in the chance to form their
own social policy. However, in practice these features negatively affect the welfare
of the population in some regions.

Therefore, the relevant issue of personal income taxation in Russia is the relative
difference in the effect of the collected personal income tax. In our opinion, the
current methodology for calculating the minimum subsistence level is imperfect,
because it is implemented in the context of polarization of the level of socio-
economic development of Russian regions, when the possibility of maintaining a
minimum standard of living in one region is often not the same in another. In this
regard, it is appropriate to use "regional" adjustment coefficients when calculating
the subsistence minimum for the physical population. Based on the results of the
study, we conclude that the main problem with the current system of tax deductions
from the personal income tax base is their insufficient size, lack of inflation
adjustment and differentiated approach that takes into account taxpayers' ability to
make these expenses.

Conclusion. Despite the fact that the Russian tax system is clear, still developing
and does not have a difficult structure in the family taxation or a multi-level taxation
scale, we found several ambiguous moments which may be considered as tax biases.
Among them there is the division of families with children into categories — on
families with less than three children and families with three children and more.

Such categorisation provides several tax benefits for the second type of families. We
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think that on one hand it is the feature of the welfare state to support less protected
categories of citizens. But on the other hand, this division should be built not on
providing tax reliefs but social transfers and payments, otherwise, it creates a
situation where one child is less important in the family, but it also puts an economic
burden on the family's budget.

Further, we discovered the progressive scale biases against the middle class: the
progressive scale, introduced in the last year in Russia, is insufficient and inefficient,
significantly increases the burden only on the middle class, leaving the wealthy
population unaffected, while it should have been reducing the negative impact of
macroeconomic processes and decrease the economic pressure on the poor layer of
the population by redistribution of income of all classes.

Also, we consider that establishing the single minimum wage on the federal level
for all Russian regions puts the population in different economic conditions and
effects on their capability to pay the income tax. Our simple calculations showed
that the relevant issue of personal income taxation in Russia is the relative difference
in the effect of the collected personal income tax.

We think that all found biases are structural and dictated by the state's desire
to maintain the national policy. But simultaneously they negatively affect the
welfare of certain categories of the population in comparison with other more
protected groups.
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PBIHOK CMAPT®OHOB B POCCHUU: AHAJIN3 TIOTPEBUTEJIBCKHUX
NPEJAINOYTEHUN

AHHOTAmMs

B JJaHHOW CTaTh€ PAacCCMOTPEH PHIHOK cMapTPoHOB B Poccuu, npoaHaamzupoBaHa
JVHAMHMKA TPONAK W BBIABICHBI INPUYUHBI nafeHus npopax B 2021 rogy B
pe3yabTate M3MEHEHHMsl IOBEIEHHUS NOTpeOuTesnel; Takke MpOoaHaJIu3UpOBaHa
KOHKYpPEHTHas cpefa M paclpeiciieHUuEe I0JI€Hd B HaTypaibHOM M JIEHEKHOM
BBIPDA)KEHUHU MEXKIY OCHOBHBIMHU UI'DOKaMU pbIHKa. B paboTe ObUIM BBISBIICHBI
NOTPEOUTEIBCKUE MPEANOYTEHHSI IIPU MOKYNKE U B UCIIOJIb30BaHUN CMapT(OHOB U
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Abstract?

this article considers the smartphone market in Russia, analyzes the dynamics of
sales and identifies the reasons for the sales drop in 2021 as a result of the customer
behavior changes; also analyzed the competitive environment and the market shares
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SMARTPHONES MARKET IN RUSSIA: ANALYSIS OF CUSTOMER
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IloBeneHueckass SKOHOMMKA TpeOyeT OT KOMIAaHUM THIATEbHOTO aHaldu3a u
ITyOOKOrO MOHUMAaHUSI MOTPEOUTENBCKUX MPEANnoYTeHUil. PhIHOK cmapT(oHOB B
COBPEMEHHBIX pEATUSAX HMMEET JOCTaTOYHO OOJIbIIME IEPCHEKTUBBI C YYETOM
pa3BUTHs LHUQPPOBBIX TOBApOB U yciuyr. Ceiuac CIOXHO MPEACTABUTh KU3Hb 0€3
CMapT-JA€BalCOB, TOCKOJIbKY OHH CTajld YHHMBEPCAJIBHBIM WHCTPYMEHTOB IS
BBITIOJIHEHHUS €KEIHEBHBIX Pa0OYMX U JIMYHBIX 3a/1a4.

MoOunbpHass UHAYCTPHUS - CTPEMUTENBHO Pa3BUBAIOLIASICA OTPAacib, JIUIUPYIOIINE
MO3UIIMHU B KOTOPOM MO 00beMy MPOAaX B HATYpPaJIbHOM U JIEHEKHOM BBIPaXXCHUU

3aHMMAIOT JIBa MPOU3BOAMTENA - Samsung u Apple.
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Pucynok 1 - [Iponaxxu cmaptdonos B Poccun, 2013-2020 r
Hwxe npencrapnenst npoaaxu cmaptdonos B Poccuu ¢ 2013 mo 2020 rox:
N3 pucynka 1 BuaHo, uto nocnie najaenus B 2019 rony, peiHOK cHiibHO BbIpoc B 2020
r. OmHako, mo cocrostauio Ha 2021 Tos1, peIHOK cMapTHOHOB HAXOAUTCS B COCTOSTHUN
HeonpeaeneHHocTu. C nepBoil HeJlenu sSTHBaps 1o nepByro Henento Mapta 2021 roga
cipoc Ha cMapTdonsl B Poccun B mitykax cHusmics Ha 14%. KiroueBoii dakrop -
nagaemuss COVID-19, kotopas oka3pIBa€T 3HAYUTENBHOE BIMSIHUE HA SKOHOMHUKY,
071aroCcOoCTOSIHUE JIFOACH M UX TTOKYTaTeThbCKUE BO3MOXKHOCTH [5].
Jlpyras npuurHa mogoOHOI0 MaJICHUs MPOJaXK Ha PhIHKE 00YCIOBICHO AePUIIUTOM
TOBapa B CBSI3U C HENOCTATKOM KOMILIEKTYIOUIUX IS COOpPKH MOOMIIBHBIX
ycTpoicTB [4]. B peanusx nanaeMuu MpoU3BOJACTBEHHBIC MOITHOCTH ITPOCTANBAIIH,
HO 3aTe€M BBIPOC CIPOC Ha KOMIUICKTYIONIHME M3-3a POCTa MPOoJaX cCMapT(OHOB.
Omrymaerca neduiut iPhone mocnennux monenei, a takxe rarmMana Samsung
Galaxy S21.
Tem He MeHee, HECMOTpS Ha OOIIee MajgeHHWE PBhIHKA, HA HEM €CTh PaCTYIIHe
1eHoBbIe Kareropuu. [Ipogaxku cmaprdonoB gopoxke 50 000 pyOnel yBeIUIUIHCH
noutn Ha 300% B HaTypaJbHOM BbIpak€HHH. OTHOBPEMEHHO C 3TUM CIPOC Ha
JOCTYTIHBIE AeBaichl ctouMocThio 10 10 000 pyGmeit caumsmics Ha 58%, a B
cermente 10 20 000 pyOueit mpoaku B a0COTIOTHOM BBIPAKEHUU COKPATHIIMCh Ha

26%. D10 OOBSICHSIETCS TEM, YTO POCCHUIMCKHUE MOIb30BATENN MOKYMAIOT JOPOrHe
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MOJIETIH, C YIYUYIIIEHHBIM Ha0OpOM XapaKTEPHUCTHK M XOPOIIUM KadeCTBOM COOPKHU
JUIS TOTO, YTOOBI HCIIOIb30BaTh CMapT(OH HE TOJIBKO KaK CPEICTBO TeiaedOHHOU
CBSI3H, HO | ISl TeHMUHTA, paOO0ThI, pa3BICYCHHM, TOKYTIOK | T.1. [6]. B mocnennme
HECKOJIBKO JIET YETKO MPOCIEKUBACTCS TEHICHUMUS, 4YTO JIIOAW MPOBOJAT 3a
U(PPOBBIMM TaJPKETaMH CyMMapHO OKkojio 10 4yacoB B CYTKH, IPUMEpPHO S5 U3
KOTOpBIX 3a cMmapTdonoMm. LludpoBuzanus obmecTBa UIET JOCTATOYHO OBICTPO.
MoOWIIbHBIN TEHMUHT IO KOJIMYE€CTBY aKTUBHBIX UTPOKOB cOCTaBIseT 52% OT Bcero
UrpoBoro peiHka, st npumepa [IK-urpsr 3ansmu 20%, a koHCOabHbIE — 28% pBhIHKA
[2]. 3BeCTHO, UTO B MEPUO]I ITAHIEMUU KOJIUYECTBO T€IIMEPOB KPaTHO YBEIUYUIOCH U
Ha cMapTdoHax urparoT yxe 50% moap3oBaresnieid, 4To TakXke OKazbiBacT (P (DEKT Ha
npoAaku cMapTHOHOB, MMOCKOIBKY TeMepaM HY>KHbI IPOIBUHYTHIE TJKETHI.

Ha poccuiickom peiHKE cMapTGOHOB CYIIECTBYET OOJBIIIOE MHOTOOOpasme OpeHIIOB
MOOMITbHBIX TesnepoHoB. OIHAKO, IBa MPOU3BOIUTENS - Samsung u Apple, - 3aHUMAIOT
oonee 70% priaka. Ha mepBom mecTe B JeHEKHOM BbipakeHuu - Apple. iPhone 11 -
camas mpojaBaemas MOzeNb naHHoro Openna. Ha Bropom mecte - OpeHn Samsung,
CaMbIM TPOaBaeMbIM CMapTHOHOM KOTOpOTo siBisieTcss Samsung Galaxy A32.

Ha Tpetrem mecTe mo mone peiHKAa CTOMT OpeHa Xiaomi, 3a HUM uaeT Honor, m
HE3HAYUTENbHYIO JIOJI0 Ha PHIHKE 3aHUMAIOT OCTalbHbIe OpeHibl cMapThoHOB. Jlomu

pBIHKa CMapT(OHOB B MITYYHOM BBIPAKCHHUH PACIIPEACTUINCH CICTYIOIINM 00pa3oM

[S]:

apyrue;
Samsung;
Huawei; 31,90%
3,30%
Honor; 10,80%
Apple; 16,00% . .
ppie ° Xiaomi;
21,40%

Pucynok 2 - Jlonst peiHKa OpeHII0B cMapT(HOHOB B HATYpAJILHOM BBIpaXKEHUH, %o
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Huawei npamathueckum o00pa3oM caajl CBOM MO3UIIMU HA POCCUHUCKOM PBIHKE
cmaptdonoB. Umnopt cmaptdonoB noa 6penaamu Huawei u Honor ynan ¢ 3 MiH mryk
B | kBaprasie 2020 1. 1o 264 toic. mTyK B I kBaprane 2021 r [7].

Yro kacaeTcs MOMyJIIPHOCTHU ONEPAIIMOHHBIX CHCTEM Ha PhIHKE CMapT(HOHOB, TO 31€Ch
JONIA  pacIpeieWINCh CIEAYIONUM 00pa3oM: Cpeau IMosb3oBareneil cMapT(OHOB
OobIlasi 4acTh MPEANOYUTAET MCIIONB30BaTh Omnepanuonnyo cucremy Android —
80,33%, omepanuonnyto cucremy 10S — 19,3%, menee 1% 3aHMMarOT OCTajIbHBIC
OIepalMOHHBIE CUCTEMHI [9].

[ToTpebuTenpckue NpeAnOoYTEeHUS UTPAIOT OYEHB BAKHYIO POJIb HA PHIHKE CMapT(OHOB.
CornacHo uccnenoBanusiM GFK, mpuBsizanHHOCTE mOTpeOUTENsT K 3TOMY, BO3MOXKHO,
CaMOMY MEPCOHAJILHOMY U3 YCTPOMCTB JOCTUIJIO BbicoUaiiiiero ypoBHs [4]. [ToaTomy,
BIICYATIUTH MOTPEOUTENSI HOBUHKAMU HA PHIHKE CTAHOBUTCS BCE TSKETICE.

CornacHO HCCIEIOBaHMSIM TPU BBIOOpE cMapT@oHa, OONBIIMHCTBO MOTpeOUTeneit
OUYeHb JIOAJIBHBI K ompeneraeHHoMy Openay. Ha Bompoc «bynmere mu BbI mpoOoBath
apyrue OpeHabl cMapT(OHOB, AaXKe €CIH Bbl JOBOJIBHBI TEM CMapT(OHOM, YTO y Bac
eCTh ceiuac?» OONBIIMHCTBO PECIOHACHTOB YYACTBYIOIIMX B HCCJIEIOBAHUU
OTBETHJIM, YTO UX KPYT JAPYy3eH — ATO MOJIB30BATEIM OMPEICICHHBIX OpPEHIOB, UTO
3aTPyAHSET Mepexo]] ¢ OAHOro OpeHna cmaptdona Ha Apyroi [1, c. 467].

IlyTem cTarncTUYecKOoro aHajau3a aBTOpaMU HccienoBaHus 3Be3auHord H. wu
CopokunbiM A. [3] O BBISIBIICHBI HAMOOJIEE 3HAYUMBIE JIJIS TIOTPEOUTENEH aTpUOY THI
cMapT(OHOB, KOTOPHIE HEOOXOJUMO YUUTHIBATh MPOU3BOIUTENSIM CMapTPOHOB IS
yIep>KaHUgd KOHKYPEHTHBIX TMO3UIMN Ha pbiHKe. Hambosnee BaKHBIM aTpuOyTOM IS
MOJIb30BATENs SBJSETCS OMEpPAIMOHHAS CHUCTEMa, IPUYEM MOTPEOUTENH B OONBIIEH
CTETICHH OTJAIOT MpeAnodYTeHne onepannoHHbiM cuctemam 10S n Android, Torma xak
Windows Phone oGnagaer MeHblIell mone3HOCTbIO 1715 oTpeduteneit. Crenyronuii
M0 3HAYMMOCTH aTpulyT — pa3pelieHue Kamepbl cMapTPoHa, IPUYEM YEM OHO BBHIIIIE,
TeM Oojee mpennouTuTesneH cmapTdoH Oyaer ans mnorpedutens. Takxke uis
noTpeOuTENeH MONIe3HOCTh TIACTUKOBOTO KOopIyca cMapT(oHa HUXKE 110 CPAaBHEHUIO C
MOJIE3HOCTHIO AIFOMUHUEBOTO U CTAJILHOTO Kopiyca [3, c. 38].

NHHOBamuu TakkKe WIparoT ONPENCISIONIYI0 pPOJb B pPa3BUTHUM pbIHKA. Jlois
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cMapThOHOB C TUCILIESIMHU OT 6 q10iMOB U Oosee gocturia 6omnee 70% B HATypaaTbHOM
BbIipakeHuu B 2019 roay, Torna kak B 2018 3ta nons cocrasinsna auib 24%. [dpyras
BaKHEHIAs XapaKTepUCTHKA, KOTOPYIO OTMEUYaeT KaXKIblii BTOPOU MOKYIaTelb — 3TO
eMKocTh Oarapen. 44% mnokymareneil OTMETWIM, 4YTO JUIi HHUX Ba)KHa
NPOU3BOAUTENBHOCT, M BpeMsi pabOThl. DTH MapaMeTpbl, B YaCTHOCTH, OCOOCHHO
HEHATCS Cpedr MOOWIBHBIX TreriMepoB. Eiie omHuM ¢dakTopoM, KOTOPHIA B OymyiieM
OKa)keT OOJIBIIYIO POJIb IPH BEIOOPE cMapTdoHa, OyaeT Haauure noAaepxkku cetu 5G.
Cerp 5G — 3TO HOBOE€ MOKOJEHHE MOOWUJIBHOTO MHTEpHETa, Mpenjararoiiee Ooee
BBICOKHE CKOpPOCTH M OoJiee HAJEKHOE COECIUHEHHEe Ha cMapT@oHax M JPYyrux
yCTpoHcTBax, yeM korna-nuoo mnpexae [8]. Ilockonbky OBICTpbIi MHTEpHET cenvac
UTPAET OUEHb BAXKHYIO POJIb [ MOTpEOUTENICH, 0XKUAAETCs, UTO ¢ pa3ButueM cetu 5SG
B Poccun npousBoaurenu cMapTdOHOB OyayT BHEAPATH MOAAEPIKKY JaHHON (QYHKIIMU
BO BCE JICBAlChl, HAUMHAsl C BBICOKOTO LIEHOBOTO CETMEHTA, & B JaJbHEHIIEM — JUIs
CPEIHEr0 M HU3KOTO IICHOBBIX CETMEHTOB.

Takum oOpazoM, cMapTPOH IS POCCHICKOTO TOTPEOUTENST CTAHOBUTCS TJIaBHBIM
JIeBaiicoM, BCe OOJIBIIE 3aMEHSIsl KOMIBIOTEphl. HecMOTpst Ha mazieHre phIHKA B CBSI3U C
naHjeMuel, HaOMogaeTCsl TEHISHIUS K BOCCTAHOBJICHHIO U POCT MPEMHUATBLHOTO
[IEHOBOTO CETMEHTA. DTO TMO3BOJIAET CHACNIaTh BHIBOJ O PACTYIEM MOTECHIIMANIC PhIHKA

cMapT(hOHOB.
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AHHOTALUA

B crarpe paccMarpuBaeTcs Kak MOTEHIIMAIbHbBIE BOSMOXKHOCTH, ThaK U OIIBIBT
pa3BUTHS KpeaTUBHBIX UHAYCcTpuil B CaHkT-IleTepOypre, aHanu3upyercs
nesitenibHOCTh CoBeTa 1o uHBecTUIMAM npu ['yoepHarope Cankr-IlerepOypra. B
paboTe MokaszaHo, 4yTo JUIsd peanu3auu nogoOHbeIX mpoekroB B CankT-IleTepOypre
HEOOXOAMMO aKTUBHOE y4acTHE TOCYIapCTBa, IIPU y4eTe HHTEPECOB OU3HECA U

MECTHBIX JKUTEJICH.
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CoBpeMEHHBIE UCCIEAOBATENIM KOHCTATHUPYIOT HEPA3pBIBHYIO CBS3b MEXKIY
MMOCTUHAYCTPUAIBHBIM CTpOeM U pa3ButHeM HoBoW s3xoHOMuMKH. Heocs3aemblie
AKTUBBI U MHTEIJJICKTYaJIbHBIN KallUTaJl B COSMHEHUH C KJIACCUYECKUMHU (haKTOpaMHU
IIPOU3BOJCTBA CO3JAIOT LEJbIE OTPACIHM C BBICOKHM YIEIBbHBIM BECOM BBICOKHMX
TEXHOJIOTUH U KPEaTUBHOM COCTaBJIsIONIEH (TTOTEHIIUAIbHBIE IPOPBIBHBIC OTPACIIH,
MOBBIIIAIONINE KOHKYPEHTOCIIOCOOHOCTh TOpOJa Ha MI00adbHOM pBIHKE). [6]
KpearuBHass MHAYCTpUS CETOJIHS CTAHOBUTCS HEOTHEMIIEMOW YacTbIO Pa3BUTHIX
TOPOACKHX MNPOCTPaHCTB. BO MHOrom KpeaTMBHas 3KOHOMHKA, KaK 4acTb HOBOWU
HPKOHOMUKH, SIBIISIETCA MOPOXKACHHEM Iepexojia OOLIECTBa OT WHIYCTPUAIBLHOTO
THMA K MTOCTUHAYCTpUaIbHOMY. ccnenoBanus, TpOBEACHHBIE U3BECTHBIM YUECHBIM
Puuapnom dnopuaoil nmokasaiu, 4To pa3sBUTUE KPEATUBHBIX UHIAYCTPUU SIBISACTCS
CBOCOOpPA3HON «IMAJIOYKOM-BRIPYYaTOUKOM» JJIsl pa3iuuHbix ropomaoB. [7] Kax

IMOKa3aJIn MHOI'OYHCJICHHBIC IIPUMCPEBI, Pa3BUTHC KPCATUBHBIX I/IHI[YCTpI/Iﬁ OTINYHO
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paboTaeT ISl MPOMBIIIJIEHHO Pa3BUTHIX T'OPOJOB, PACUIUpPsisi aJIbTEPHATUBBI IS
CTEUKXOJIJICPOB M TOJOXHUTEIBHO BIUsS Ha PBIHOK Tpyna. [9] Poccus ceiiuac
HAXOIUTCSI B TICPEXOMHOM IEPUOJIE, YCYTyOJCHHOM TOCJEACTBUSIMH TaHIECMUU
COVID-19 u OGecrpeneaeHTHBIM CaHKIIMOHHBIM MPOTUBOCTOSTHUEM C 3amaHBbIM
MHUpPOM,  4YTO  BBI3BIBACT  HACYIIHYIO  HEOOXOAMMOCTh B  aKTUBHOM
MMIopTo3aMenieHuu. MiMnopro3aMenieHue Kacaercsi He TOJIbKO TOBApOB, HO U MECT.
OtyacTd, MO YCIEIIHOW TOJUTUKE B Takoro poaa cdepax U OLCHUBACTCS
3 PEeKTUBHOCTh TOCyTapCTBEHHOro ymparineHus. [3] He yauBuTenpHO, dYTO
KpeaTuBHAs WMHAYCTPUSI TOJHKO HAYMHAET IMOJydyaTh JIOJDKHOE BHHUMaHUE CO
CTOPOHBI rocyjapcTna. [4; 5]

Pazeumue xkpeamuenvix unoycmpuii — npumep Cankm-Ilemepoypza. 1Tpumep
Cankr-IlerepOypra B 3TOM CHTyallMM SBJISETCS IOKa3aTelbHBIM. KynbTypHas
CTOJIMIIA TIPUBJICKAET MHUJUIMOHBI TYPHCTOB M COOTBETCTBEHHO 0OjajgaeT
BO3MOXKHOCTBIO 00€CIIEUUTh HEOOXOIUMBIM COBIT TOBapaM KPeaTUBHOW MHIYCTPUU
1 JOCTATOYHOE KOJIMYECTBO MTOCETUTENEH KpeaTUBHBIM MpOCTpaHCcTBaM. [ 8] Bmecte
C OTUM TPUBJICKATEIBHBIE [IJII KPEATUBHBIX MPOCTPAHCTB «3a0pOIICHHBIC
TEPPUTOPUMY 3/I€Ch 00JIaJal0T UCTOPUUECKON 3HAYMMOCTBIO M PacCIoJiaraloTcsl He
BCErjga Ha oOkpauHe Toponaa. IIpoekT «DTaxku», pacroioKEeHHBIM MpsMO Ha
JIMroBCKOM MIPOCIIEKTE B 3/JaHUM OBIBIIETO XJ1€003aBOJIa, SIPKO 3TO WILTIOCTPUPYET.
W >TOT mpoeKkT HEe €IUHCTBEHHBIM. BMecTe ¢ HUM MOXHO OTMETHUTH «l OJUIIBIH
Jlopt», «Txaum», «Taiiry» u apyrue. IlogoOHbIE TPOEKTHI SBISIOTCA SPKUMHU
npuMepaMu OpeHJa UM HCTOYHMKOB TaK HAa3bIBa€MbIX «TECHHUEB MeECTay. Yke
CIOXKUBIIIMECS KpeaTwBHbIe Kiactepbl IlerepOypra oOmamaroT  AOJKHOM
MPUBJICKATEIBHOCTBIO 11 KanuTajda. OHM CTaHOBATCA MECTOM IE€pECEUCHUs
(MHAHCOBBIX MHBECTUIIMOHHBIX IOTOKOB, YEJIOBEYECKOTO M HWHTEUICKTYaJIbHOTO
Kanurana, IUIOMIAJKON JJIsl apT-IPOCTPAHCTB M, OJHOBPEMEHHO, MOMYJISIPHBIM
pbiHKOM cObITa. OgHAKO BOIMPOC CTOUT B PA3BUTHU HOBBIX KJIACTEPOB, €IIE HE
CTaBIIUX HEOCSA3aEMbIM aKTUBOM TOPOJIa.

Pa3zymHo, 4TO HE Bcerma CBEPXIPUOBUIbHBIE MPOEKThI KPEAaTMBHOW WHIYCTPUU

HY)XIAIOTCA B TOJJEPXKKE cO CTOpoHbl rocynaapctBa. B Caunkrt-lletepOypre
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OCHOBHOM BKJIaJ] B JJaHHOM HAINpAaBJICHUMU BKJIaJbIBa€T KOMUTET O MHBECTULIUSM
[IpaBuTenscTBa ropona. OCHOBHOM MpooOIEMOil, ¢ KOTOPOH MPUIIITIOCH CTOIKHYTHCS
Komurery, crana ropuaudeckas HEONPEIEICHHOCTh MHOTMX IMOHSTHH, BKIIOYas
MOHATHE «KpEaTUBHAs JEATEIbHOCTH» Kak TakoBoe. COOTBETCTBEHHO ObLIO
OPUHATO  pelleHHe pa3paboTaTh 3aKOHOMPOEKT, YHPOUIAIOUIUN  MOPSIAOK
IIPEIOCTABIECHUS 3EMIIA B pAMKaX TOCyAapCTBEHHO-4YaCTHOrO mapTHepcTsa. [Ipoext
3aKOHa IMpeaycMaTpuBai co3nanue GoHIa 00bEKTOB, KOTOPhIE MpeIHA3ZHAYCHBI IS
MIPENOCTABICHUS B ApEHly OPraHU3aToOpaM KpPEaTWBHOU AesATenbHOCTH. COIlacHO
3aKOHOIPOEKTY, ycTaHaBIuBaJIca kod(duiueHT coruansbaoi 3Haaumoctu 0,01, uto
MO3BOJIUT YMEHBIIUTh HauallbHbIA pa3mep apenaHol rmatel [10]. Ha
IpecTaBlieHnH NpoekTa B 3akoHonaresnbHoM CoOpanun Cankr-IletepOypra psin
JICIIyTaTOB BBICTYIIWJIN C PE3KOU KPUTHUKOMU. « B yacTHOCTH, UM HE MOHPABUIIOCH, YTO
HOBBIM JJOKYMEHT 3aKperuisieT mpaBo CMOJIBHOTO MPUHUMATh PEIICHHE 00 U3bSITHH
3eMJId B TOJIb3Y KOHIECCHOHEPOB, a TAaKXK€ CHOCUTH HEKUJIbIE 3[aHUSl Ha 3TUX
TEPPUTOPUSIX, €CIIM OHU MEIIAIOT peanu3anuu npoexkray [11].

JlaHHBII 3aKOHOIPOEKT BCE-TAKW MPOLIEN [IEPBOE YTEHHUE, HO BO BTOPOM €TI0 AN
nonpaBku. B utore oH OBUT MPUHSAT C 3aKpeIICHUEM MPUHIIUITHAIBHO HOBBIX
noHsAtul. «KpeaTuBHasi NEATENBHOCTHY MOJIPAa3yMEBAET MPOU3BOACTBO TOBApOB,
BBINIOJIHEHUE Pa0OT W/ WM OKa3aHHUE YCIIyT, COOTBETCTBYIOIIMX HE MEHEE YEM JIByM
u3 nepedncieHHbX B 3akoHe komoB OKBOJI. Ilpu sTtom mon opraHuzanuei
KpEaTUBHOM JIEATEeILHOCTH CIIENyeT TOHUMATh IPUBEICHUE OOBEKTA MPUTOAHOE JIJIS
BEJICHUSI KPEATUBHOW JEATEIbHOCTH COCTOSHHUE, C BO3MOXKHOCTBIO Mepenadn
MOMEUIEHNU B ape€HAy TPEThUM JIMIaM, TAKKE OCYLIECTBIISIIOIIMX KPEATUBHYIO
nesTeabHoCTh. CyIleCTBEHHBIM YCJIOBHEM SBISIETCS 00s3aTeNbCTBO apeHaropa
COBMECTHO C cyOapeHaaTopaMu HCHOJb30BaTh He MeHee 70% miomaau
apeHJAyeMOoro 37aHus WIM MOMENIEHUS MOJ COLMAIbHBI BHUJIl NIESITEIBHOCTU —
KYJbTYPHYIO, TBOPYECKYIO NEATEIbHOCTh U ACSATENBHOCTh MO MPEAOCTABICHUIO
yclyTr B cucteme oOpazoBanus. Eciu B mpoliecce OCyliecTBICHUS] OpraHu3aluu
IJIOLIAZ0K apeHAaTop MEPECTaeT COOTBETCTBOBATh ATOMY TPEOOBAHMIO, JIbIOTHAs

apeHaHasd CTaBKa IEpeCTacT K HEMY IIPUMCHATLHCA, a apCHIHasa IIJ1aTa
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pPacCUMTHIBACTCS U B3BICKUBAETCS B TOJIHOM OOBEME C TOTO JHA, C KOTOPOTO
apeH1aTop MepecTaeT COOTBETCTBOBATh YKa3aHHOMY TpeboBaHmio [1].

Kak MOXXHO yBUAETH, OCHOBHOM CTpaTeruedl pa3BUTHs KpPEaTUBHOM WHAYCTPHUH B
Cankt-IleTtepOypre cTajo HUMEHHO CO3JAaHME KpPEATUBHBIX KIACTEPOB, UTO
MOATBEPKIAECTCS AOKIaAOM MaBbl KomuTeTra Mo WMHBECTULHSIM HaA 3aCEIaHUU
Cosera mo muBectunusM npu ['yoepuarope Cankr-IlerepOypra [12]. B moxmane
MO>XHO YBUAETh CTPEMJICHUE MPUBJIEYD MIPEACTABUTENECH KPEATUBHON UHIYCTPHUH K
3aKJIIOYEHUIO HE MPOCTHIX apEHAHBIX JAOTOBOPOB, & KOHUECCHOHHBIX. CoOrniacHO
TaKOMY COINIAIIEHUIO, NHBECTOP JOJDKEH OCYILIECTBUTh PEKOHCTPYKLHIO OOBEKTa
HEJBWKMMOCTU CaMOCTOATENIBHO. Bmecrte ¢ Tem, B Ipolecce HCIOIb30BaHUSA
00BbEKTa HEIBMXKMMOCTH YacTh IUIOIMIAJA OOBEKTa HEABUKMUMOCTH JTOJKHO OBIThH
nepeaHo B cyOapeHay JuiaM, OCYLIECTBISIIOIIMM KYJIbTYPHYIO M TBOPYECKYIO
NEATEIBHOCTD.

®narmanoM Komwurera B oOnactu KpeaTMBHOM MHIYCTpuM cran npoekT «Hosas
Tonnanaus». Kommeke otkpsuics s nocetutenei eme B 2016 rony u B 2018
CBOMM aKTHBHBIM PAa3BUTHEM M IOJTYYECHHBIMHM HarpajgaMu NOAKPEIUII IPUMEPOM
cnoBa Komurera o kpearnBHbIX Knactepax. Ponp Komurera mo mHBecTHMIMSAM B
peann3aluy NpoeKTa OLEHUTh CI0KHO. C OIHOI CTOPOHBI, HA OPUIIMATIBHOM CaiTe
NuBectunimondHoro moprtaia Cankr-IlerepOypra (BHECEHHOro B KaTajor
rocynapctBeHHbIXx  caiitoB  Caunkr-IletepOypra) B CTpOKe  «COLMAJIBHO-
HKOHOMHMYECKHE MOKA3aTeNIN» YUCIUTCS JIMLIb «CPEICTBA MHBECTOPA» 0OBEMOM B
12,1 mnpna. pyonei, a ¢ npyroit skc-rmaBa Komurera mo muBecTunusm Mpuna
AmnatonbeBHa baOrok 3asBiasier 00 akTUBHOM coTpyaHuuectBe Komurera c
pykoBogcTBoM mpoekta [13]. Ilpu sTom cam (akT HalIuuus TOCYIApPCTBEHHOM
noanepxkku y «Hosou ['onnanaum» oueBUIEH.

[IpoBoast ocmbicieHuE MPOBOAUMMBIX KOMHMTETOB IO WHBECTUIMAM JCUCTBUH,
HY)KHO OOpaTUThCS K YK€ CYHIECTBYIOIIMM KOHLEMNUIHSIM (OPMUPOBAHUSA
KpeaTuBHBIX KiacTepoB. «Kak mokazan mpoBeNEeHHBIM aHAIW3, C TOYKUA 3PECHUS
METOJMYECKHUX MOAXOA0B K (POPMHUPOBAHUIO TBOPUYECKHUX KJIACTEPOB B POCCUICKUX

KpYHHBIX TOpoJax B HauOosblled CTENEeHH MpUeMsieMa TaK Ha3blBaemas
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«aBcTpanuickas Monenb» [2, c. 59].

«B aBcTpanuicKOd MOAENN HUCIONb3YETCS MEXAHW3M, B KOTOPBIM TaKXe BXOHSAT
YaCTHBIC KOMITAHWW, TOCYIApCTBEHHBIC OpraHbl, Yy4YeOHBIE ©  HAy4YHO-
UCCIEe0BaTeNbCKUE yUpexkieHus. OJTHaKO B 3TON MOJIEIH KITIOYEBBIMU 3JIEMEHTaMU
SBIIAIOTCS MPABUTENBCTBO (MUHUCTEPCTBO TOPIOBIM M IMPOMBIIUIEHHOCTU
ABCTpaMn) M 4YaCTHBIM CEKTOP, KOTOPBIE B PABHBIX MPOMOPIUIX (PUHAHCHUPYIOT
MPOEKT CO3JAaHUS KJAcTeEpa Yepe3 CHENUAJIbHO CO3IaHHYK OpPraHHU3alHuIo,
COCTOSIIIYF0O B OCHOBHOM W3 IIPEACTABHUTENICM YACTHBIX KOMIAHUW, a TaKXKe
TOCYJapCTBEHHBIX OPraHOB M HAY4YHBIX YUYpexkIeHu». [2, c¢. 59] OrMmeTum, 4to
HEYTO MOJ00HOE >KUTENM TOpojia MbITAIOTCSI Peain30BaTh C TOMOIIBI0 MEXaHU3Ma
naptucumnarupaHoro (uuancupoBanus. OjHako, 0€3 KOOpJAWHALIMU JICUCTBUMN
MEXKJy pPa3IUYHbIMU CTOPOHAMHU IIPOILIECCA, JaHHBIC IMONBITKM NPUBOAIT K
HEOJHO3HAYHbIM pE3yJibTaraMm.

3axniouenue. Henb3s He oTMeTuTh, yTo nojautuka Komurera mo MHBecTuuaM
HallpaBJicHa B MPaBWIbHYI CTOpOHY. OJHaKoO MX JEWCTBUS MOXXHO Ha3BaTh
HEMOCJEA0BATEIbHBIMU M TPAAULIMOHHO I TOCYAApPCTBEHHBIX OpraHoB Poccuw,
HAaIIEJICHHBIX Ha MOHO-NpoeKkThl. Tak Komurer co3maer 3akOHONPOEKT ¢
JIEKJIIApUPYEMOI LIETIbI0 YMEHBIINTh U3ACPKKU KPEAaTUBHOW MHAYCTPHUH IO aAPEHIE
MOMEIICHUA H TYT XK€ 3asBISIET O CBOEM JKEJIAaHUM 3aKJI04aTh HMMEHHO
KOHIICCCUOHHBIC JIOTOBOPHI, KOTOPHIE OUYEBHIHO IMOBBHIIIAIOT BXOAHOW Oaphep Ha
ATOT PHIHOK. KOMUTET YBEPEHHO COTPYAHUYAET C KPYHHBIMU MHBECTOPAMH U YK€
c(hOpMUPOBAHHBIMHU KJIACTEPAMU, HO MPU ATOM, MMPAKTUUYECKHU HE B3AUMOJICUCTBYS C
MPENCTaBUTENISIMU Majoro OusHeca. [Ipm ATOM B BBINIEYNOMSHYTOM JIOKJIAJE
KomuTera noHuMaHue pasziuyuil STUX HaANpaBiICHUW YETKO MPUCYTCTBYET, HO
KaKUX-JIMOO Mep IO CO3[aHUI0 Juajora UMEHHO C HEOOJbIIMMH KpEaTUBHBIMU
MPOCTPAHCTBAMH O3By4eHO He Obuto. HeoOxomumo 3ameTuTh U oOIIee
CONPOTHUBIICHHE CHUCTEMBI B BOIPOCAX CO3JaHHUSI OCOOBIX YCIIOBUM IJiIsi CO3JaHUS
O0COOBIX YCJIOBHM XOTs OBl KPYIHBIM KiacTtepam. MopaenupoBaHue TMOJ00HBIX
MPOCTPAHCTB B Hallleld CTpaHe HEBO3MOXKHO O€3 y4JacTus B HEM MpeacTaBUTENeH

FOCYI[apCTBeHHOﬁ BJIaCTH W UX IOAACPIKKH. Yyactus OJHOTO JIUIIb KomuteTa 110
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HHBCCTHLUAM B JaHHOM BOIIPOCC HCAOCTATOYHO, HAKC CCJIIM OHO OBUIO OBI YETKO
BBIBCPCHHBIM U a0COJIIOTHO 110 CJICAOBATCIIbHBIM. TakoBbI CCroAHAIITHHC
pOCCHﬁCKHe pean. Ocraercs HaJACATHCA Ha POCT MHTCPCCA IrocyaapCTBa K TaKOTO

poJia mporpaMMam.
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AHHOTaUSA

Bpennapl 1 OpeHAUHT yXe JaBHO BBIIUIM 32 PaMKH KaTErOpUU TOBApPOB U YCIIVT,
Ternepb OpeH — 3TO HEOTheMJIeMasi 4acTh OOIIECTBA U MOJIUTUKHU, @ OPEHIUPOBAHUE
PErMOHOB — B TOM YHCJIE U HAKOIUIEHHUE KYJIBTYPHOTO KalluTala, 4To OJaronpusiTHO
OTPa)KaeTCsi Ha KOHKYPEHTOCIIOCOOHOCTHM peruoHOB. B naHHON cTathe Oyner
paccMoTpeHa rmpobiema OpeHIUPOBaHUSI PErHOHA, HCIOJIb3YEeMbINH I 3TOTO

WHCTPYMEHTApU U MUPOBOM OMBIT OPEHIMHTA TEPPUTOPUI.

KiarwoueBble ciioBa: OpeHs, OpeHIMHI, KOHKYPEHTOCIOCOOHOCTh, pEruoHabHas
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Abstract

Brands and branding have long gone beyond the category of goods and services,
now a brand is an integral part of society and politics; and branding of regions,
including the accumulation of cultural capital, has a positive effect on the
competitiveness of regions. This article will consider the problem of branding the

region, the tools used for this and the world experience of branding territories.

Keyword: brand, branding, competitiveness, regional competitiveness, branding of

regions.

RePEc: M31, E60
VIK: 339.138, 338.22

40


mailto:manikaevaes@gmail.com

Kypuan Mapkeruar MBA. MapKeTHHTOBOE YIIpaBJICHHAE TIPEATIPUATHEM 2022, BBITIyCK 2
Journal Marketing MBA. Marketing management firms 2022, issue 2

YIK: 339.138, 338.22

ManuxkaeBa Exarepuna CepreeBHa,

cmyoenmka 2 Kypca Mazucmpamypbl
Canxm-Ilemepbypackuii 20cyoapcmeentblii yHugepcumen,
IKOHOMUYECKUL (PaKyIbmem noaumono2uu,
manikaevaes@gmail.com

OCOBEHHOCTH I'OCYIAPCTBEHHOM MOJIUTUKH I1O
BPEHJIUPOBAHUIO TEPPUTOPUI HA IPUMEPE CAHKT-
IHHETEPBYPTA

Manikaeva Ekaterina,

2st year master's student,

St. Petersburg State University, Faculty of Economics ,
manikaevaes@gmail.com

FEATURES OF THE STATE POLICY ON BRANDING TERRITORIES
EVIDENCE FORM ST. PETERSBURG

Introduction. A competitiveness increase of the territory is a factor of no small
importance in the growth of the state's economy. In addition to grants and subsidies
from the state, the prosperity of small and medium-sized businesses also affects the
development of the territory. The decline in the tourist flow in various countries since
the beginning of the second quarter of 2020 was characterized by the dawn of the
epidemic of coronavirus infection and the introduction of severe restrictions on the
attendance of public places. The impact of the restrictions and adopted state policies
in various countries, as well as their combined impact on the world economy, has
been called the "coronacrisis". [4; 6]

The coronacrisis is a time when the state and municipal administration needs to take
measures to support the entire population both throughout the country and in
individual regions. St. Petersburg is a brand-city where 24% of the working-age
population is employed in small and medium-sized businesses. This article will
consider the support measures by municipal authorities for small and medium-sized

businesses, as well as their consequences in the St. Petersburg.
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Brands and branding. The theory and practice of brands and branding is still
actively studied in marketing. First, this gap demonstrates a significant increase in
literature in various fields since the late 1990s, including architecture, economic
history, marketing and sociology. The diversity of approaches, goals and ways of
thinking about brands and branding has only partially affected their geographical
component. Secondly, brands and branding have long gone beyond the category of
goods and services, now the brand is an integral part of society and politics; it covers
companies, charities, knowledge, people, places, political parties, nation-states,
supranational institutions and universities. [7; 10]

The brand has become an all-encompassing phenomenon, which has led to several
waves of research on this topic in the scientific world.

Despite the fact that" brand " is a comprehensive object of research, what is actually
meant by the term "brand" is not entirely clear. This definition reflects the diversity
of brands as "economic" phenomena of branded goods and services in the markets,
as well as "social" objects that are collectively produced, circulated and consumed;
"cultural" subjects that provide meaning and identity; and "political" problems as
regulated intellectual properties, financial assets and goods of international trade.
[12] Secondly, due to the ever — growing number of studies and reports, the growth
of attention and the use of the brand have given rise to many contradictory
definitions and concepts. If we make some clarity, a more precise definition of a
brand can be revealed through four main approaches: as an "extension" of a
trademark, as a promise to the consumer and the consumer's expectation, as a pattern
of perceptions and as a set of preferences, personality and emotional connection.
[14.., p. 64-65] Although there is no single and/or consistent model of such facets of
brands and their relationships, the key point is the "brand capital”, consisting of "a
set of assets (and liabilities) associated with the brand name and symbol that adds
(or subtracts) the value provided by the product or service to the firm and / or to the
firm's clients." [3] Thus, a brand can be considered as an identifiable product, service
or any good (object) endowed with certain characteristics that are combined in such

a way as to create an adaptable meaning and value in relation to competitors in

42



Kypuan Mapketuar MBA. MapkeTrHroBO€ yrpaBieHHE TPEATPUITHEM 2022, BBITyCK 2
Journal Marketing MBA. Marketing management firms 2022, issue 2

specific market cases. [13]

Development of the welfare of the territory. The development of each territory
depends on a variety of internal and external factors, the influence of which is felt
both at the stage of growth of the territory and at the phase of its crisis. The process
of developing a territory from within can be cyclical, and to reduce the crisis stage,
it is necessary to understand what leads the territory to difficulties and how to avoid
them. Philip Kotler has formed schemes for the dynamics of growth and the
dynamics of the crisis of the territory, the final stages of which are the same,
however, it can be assumed that if you develop a high-quality territorial brand and
manage it correctly, then after the crisis stage you can bring the territory to a new

level of development.

There is an influx
e Of residents, labor
and investment

The location is
attractive

A key industry is

developing

The load on the
infrastructure is
increasing

Social needs are There is an
growing increase in taxes

Figure 1. The scheme of the territory's welfare growth.
The increase in taxes contributes to the migration of the population to other

territories to reduce their own costs. [9, p. 34-35]

There is an outflow of
residents, investments,
labor, the decline of tourist
activity

Infrastructure is falling,
unemployment is growing,
and the budget deficit is
increasing

The place becomes
unattractive due to the
crisis situation

Social needs are
increasing, the banking
system is tightening,
corruption is developing,
the image of the city is
deteriorating

The territory raises taxes

Figure 2. Dynamics of the internal crisis of the territory.

To avoid further decline it is important to maintain a positive image of the city by
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developing new industries.

Also, the development of the territory depends on external factors, such as:
technological development, which allows to optimize business processes and reduce
the time for communication processes of information exchange; globalization and
the growth of competition, when individual regions begin to specialize in specific
industries, which leads to an increase in investment and allows them to compete with
more extensive territories; political activity, which directly affects the nature of
relations between territories, the level of interference of the authorities in industrial
activities and the vector of development of the territory. The correct response of the
authorities and interested groups to changes in internal and external factors of
influence is the key to the dynamics of effective development of the territory. [8; 12]
In the conditions of the coronacrisis, municipalities, due to their dependence on state
subsidies, are closely faced with a lack of funding and a forced transition to
independent development. The formation of a brand for a certain territory is often a
resource for its effective functioning and development, which, in turn, contributes to
the solution and prevention of many management problems. [5; 11]

Small and medium-sized businesses. In addition to the independent development
of municipalities with the help of the state, small and medium — sized businesses
have a significant part in increasing the competitiveness of the territory; they provide
jobs, their development contributes to the development of a healthy competitive
environment of the economy, and also directly determines the pace of economic
growth of the state.

In St. Petersburg and the Leningrad region, according to the research of Sberdata,
small and medium-sized businesses employ 244 people per 1000 of the working-age
population — this is the maximum indicator in the country. [2, p. 1-5] The largest
number of small enterprises in St. Petersburg is focused on tourism — hotels, river
and land transport, souvenir shops, catering. During the coronavirus pandemic, they
were the first to suffer. Compared to the beginning of 2020, when hotels and hotels
were almost crowded, and queues gathered in shops and on excursions — in the spring

the activities of all these enterprises were paralyzed due to the threat of the spread
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of COVID-19.

In the first half of the year, the coronacrisis caused damage to a greater extent to the
sector of paid services and public catering — 21% and more than 30%, respectively.
At the beginning of the summer, work began on the gradual lifting of restrictions —
St. Petersburg began to gradually return to its former life. In the autumn, the second
wave of diseases came, followed by more stringent restrictions for business.

In St. Petersburg, bars were stormed for some time because of "their violation of
coronavirus restrictions", which caused a great resonance among entrepreneurs and
citizens. The restaurant and bar business would not be able to pay rent and pay wages
to its employees if they did not work "underground". The regional authorities do not
seem to feel responsible for the introduction of such restrictions, moreover, the
question of compensation for damage to entrepreneurs is not even worth it.
Certainty in the status of service real estate and the requirements imposed on them,
and tax benefits that have long been in effect in European countries, would
strengthen an important segment for the city. Such measures are dictated by demand.
In 2019, the tourist flow in the Northern capital increased to 10.6 million people. An
increase in the flow was predicted in the future due to the introduction of electronic
visas and the "open sky" regime at Pulkovo Airport.

However, the year 2020 has become almost fatal for the tourism industry. The
decrease in passenger traffic by 44% compared to last year at Pulkovo Airport, as
well as the rarely opened marine station, allow us to imagine the losses. The tourist
decline was also acutely felt by the hotel business.

Since the spring of 2020, only unemployment and prices have been growing in St.
Petersburg. And although a rare citizen of St. Petersburg, having lost his job, hurries
to the employment center today, nevertheless, even the dynamics of the official level
of registered unemployment is impressive: 3.5% by the end of 2020, and at the
beginning it was 0.5%. Real incomes of citizens have been steadily declining since
the beginning of last year, people are switching to austerity mode. Ignoring small
businesses by officials provokes tax evasion by enterprises, "going into the shadows"

by paying in cash or transferring money to a bank account.
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State support measures. On March 13, 2020, a high-alert mode was introduced on
the territory of St. Petersburg. Due to the negative economic consequences, anti-
crisis measures of property support are also being introduced for industries
established by federal legislation as the most affected by coronavirus infection. [1]
Two plans of priority measures to ensure the sustainable development of the
economy and a plan of additional measures (a total of three "support packages")
were drawn up in the region. These packages include deferral for payment of
payments under contracts for the purchase and sale of urban premises, exemption
from rent for certain categories of tenants (retail trade, air transportation, culture and
leisure, hotel business), and other measures. The fund was also capitalized to provide
loans to small and medium-sized businesses in order to finance salary payments and
accruals.

However, these measures will not be enough to close the " gap " created by the
coronacrisis and the mistakes of the governing bodies. Perhaps, with the
development of domestic tourism, St. Petersburg will recover in just a year and a
half, but the consequences of the third wave and the quarantine restrictions imposed
in the future may increase the gap from the pre-crisis indicators of 2019.

St. Petersburg is a federal city and one of the most important economic centers of
Russia. It is a brand city, but there is no integrity in it; because each of the categories,
whether it is tourism or healthcare, prefers to promote itself. [15] Although the
strategy of economic and social development of the city until 2030 mentions
ensuring an improvement in the quality of life and sustainable economic growth —
for its development it is necessary to implement new legislative and investment
projects in the field of tourism, infrastructure, etc.

Conclusion. In times of crisis, every mistake is too expensive, but the presence of
innovations 1is especially noticeable. Consumers are becoming particularly
demanding in a crisis, so there is a growing need for constant product improvement.
This also applies to the brand. Branding is an important tool that can change and
adapt, helping consumers survive the coronavirus "shock". Despite the fact that

competition is becoming more intense during the crisis, it is the financial crisis that
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1s the most convenient moment to increase profits and market share. To successfully
overcome the crisis situation, the brand needs to be positioned from the point of view
of a certain segment of the consumer market. Today, domestic brands have more
opportunities for growth and promotion of companies, places and territories due to

the consumer's willingness to consider a variety of offers.
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INEHHOCTHU U MAPKETHUHTI : BUBJINOTPAOUYECKUN AHAJIN3
NYBJIUKALIUA B MUPOBOM JIUTEPATYPE

AHHOTALUA

B nannoit pabore Mbl paccMorpenu OubnuorpaduuecKkuii aHaJIN3 UCTIOIb30BaHUs
TepMuHa "TIEeHHOCTH" B MapkeTuHre. Onupasch Ha MOHUMaHUE, YTO HEOOXOIUMO
paccMarpyBaTh TEPMHUH 'IEHHOCTH' B MAPKETHHIE, KaK OTIEIBHYIO KaTETOPHIO
TEOPUU MApPKETUHIA, OCTABAJCS OTKPBHITHIM BONPOC KaK MCCJIENAOBATENId B CBOMX
nyOlMMKaIUsAX COMPATaloT B KIIOYEBBIX CJIOBAX TOHATHS «IIEHHOCTH» H
«mapkeTuHr». Kak MOXHO BUAETh U3 OMOIMOrpaduyuecKOro aHajin3a, BOMNPOCY
BJIMSIHUS YEJIOBEUECKUX LIEHHOCTEN B JUTEPAType YIAEIEHO TOCTATOYHO IIMPOKOE
BHUMAaHUE i1 OObSICHEHUSI M TTPOTHO3UPOBAHUS PA3JIMUHBIX MOJEJICH MOBEACHUS
norpebuteneil. Tem He MeHee, TOKa OTCYTCTBYET JOCTYyIHBIM 0030p IO
MyOJUKaIUsAM 110 JaHHOW Teme. B 3To#l cTarhe Mbl HA OCHOBE HayKOMETPHUYECKOM
06azel SCOPUS wu caiita  SciVal (mo3Bosisier aHamm3upoBaTh MyOIHKAIUU
WCCJIEIOBaHM) TIPOBENIM aHAJM3 TEepeceueHus: MyOauKaluid C HCIOJIb30BAaHHUEM
MOHATUH: «IMOTPEOUTENhCKAsT IIEHHOCTb»; «MAapKETUHI» U  «UYEJIOBEUYECKHE

HCHHOCTU»; «MAPKCTHUHI» U KII€CPCOHAJIIbHBIC ICHHOCTH)).

KiarueBble cJioBa: OCHHOCTD, HOTpGGI/ITeJ'H)CKa}I OCHHOCTb, YCJIOBCYCCKUC

HCHHOCTH, IICPCOHAJIbHBIC ICHHOCTH, MAPKCTHHI
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Abstract

In this paper, we reviewed a bibliographic analysis of the use of the term "value" in
marketing. Based on the understanding that it is necessary to consider the term
"value" in marketing as a separate category of marketing theory, the question
remained open how researchers in their publications match the concepts of "value"
and "marketing" in keywords. As can be seen from the bibliographic analysis, the
issue of the influence of human values in the literature has been given enough
attention to explain and predict various models of consumer behavior. However,
there is no available review of publications on this topic yet. In this article, based on
the SCOPUS scientometric database and the SciVal website (allows you to analyze
research publications), we analyzed the intersection of publications using the

concepts: “consumer value”; “marketing” and “human values; "marketing" and

"personal values".
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HEHHOCTH U MAPKETHUHTI: BI/IEJIHQFPA@H‘IECKHfI AHAJIN3
INYBJINKALIMU B MUPOBOU JIMTEPATYPE

Sidorchuk Roman,
Doctor of Economics, Ph.D., professor chair of
marketing Plekhanov Russian University of Economics
Sidorchuk.RR@rea.ru
VALUES AND MARKETING: BIBLIOGRAPHIC ANALYSIS OF

PUBLICATIONS IN WORLD LITERATURE

Bompoc ponu 1HEHHOCTM B MAapKETUHIE, B PA3JMYHBIX HE IIEHOBBIX
(CTOMMOCTHBIX) aclEeKTaxX HaXOAUT HIMPOKOE OTpakeHUE B HayyHOU nureparype[l].
B nannoi#t pabote MbI paccMoTpenu Oubmuorpaduueckuii aHaau3 MCIOJIb30BAHUS
TEPMUHA "IIEHHOCTh' B MApPKETHHI€ MMEHHO B 3TOM AacCIIeKTe, HUCHOJb3Ys IJIS
aHaJIM3a MYJIbTUIUCIUIUIMHAPHYI0 HAYKOMETPUYECKYI0 0a3y HTaHHBIX Scopus.[2]

Onupasich Ha MOHUMaHKE, YTO HEOOXOAMMO paccMaTpuBaTh "LIEHHOCTB'", KaKk
OTIENbHYI0 KaTeropui0 TEOPUM MApKETUHIA, OCTABAJCA OTKPBITBIM BOIPOC Kak
MCCJIEZIOBATENIM B CBOUX IMYOJIMKAIMSAX CONPATarOT B KIIOUEBBIX CJIOBAX MOHSATHUS
«LIEHHOCTh» U «MAPKETUHI». B uTeparype 1o MapKeTHHTY, LIEHHOCTh BCTPEYAeTCs
B 3 OCHOBHBIX CJIOBOCOYETAHUAX: «IEPCOHAJIbHAS LEHHOCTbY», Ye€JIOBEUeCKas
[EHHOCTh» M «IOTPEOUTENbCKAasT IEHHOCTh». MBI HAMEPEHHO HCKIIIOYaeM U3
paccMOTpeHust 00J1acTh, 00OBEAUHSIONLYIO MyOJUKALIUU, TJI€ BCTPEYAIOTCS TEPMHUHbI
«MapKeTHUHI» M «UEHHOCTBH» W3-32 HEOJAHO3HAYHOCTH TOJKOBAaHUS TEpPMHHA
«lennocts» (value) B aHMIOA3BIYHBIX MyONMuKauusx. B cBowo ouepenb, TEpMUH
«UEeTIOBEUECKHUE IIEHHOCT» BeTpedaercs B 4221 myOnukaruu 6a3bl Scopus (HaunHas

¢ 1925 rona). «IlepconanbHast ieHHOCTU» BCTpedaroTcs B 5979 myOnukarusx B 6aze
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SCOPUS, naunnasg ¢ 1931 roxa.

IIpp  3TOM, B JUTEpaType NPUCYTCTBYET  HEKOTOpAas  IEpeKpECTHAs
HEONPEeEIEHHOCTh MEXy MOHSTHSIMHU <«JIMYHAs HEHHOCTh» U «YeJIOBEeYeCcKas
HEHHOCTBY.

[lepconasibHbIE (JJUYHBIE) [IEHHOCTH OBUIM OINPEAEIICHbl HECKOJIBKUMH YYEHBIMU B
00JIaCTH COLIMANIHOM TICUXOJOTUU U MOTpeOuTeNnbckoro mnoseaeHus. Haubonee
BJIMSITENIbHOE ONpEACNICHUE HEHHOCTEH — 3TO «KOHIICTIMS, SIBHAS WM HEsBHAas,
XapakTepHas Ui MHAWBHIyyMa WM XapakKTepHas Uil TPYMIbI, KEeIaeMoro,
KOTOpasi BIMAET Ha BHIOOP U3 JIOCTYIHBIX CIIOCOOOB, CPEICTB U Li€NEH EHCTBUS»
[3]

CrnenoBareiabHO, LIEHHOCTH UIPAIOT POJIb KPUTEPHUEB W/MIM CTAHIAPTOB U
IpeIaraloT COIMaIbHOE ONPaBJaHue MMOBEIECHUS U BBIOOPA, KOTOPBIE OTIINYAIOT UX
OT JIMYHBIX KAU€CTB, TAKUX KaK WHTEPECHI UITU YEePTHI. [4]

DTO B CBOIO OYEPE/b, MOJBOAUT HAC K MOHATHUIO «4YEJIOBEYECKasi LEHHOCThY.
CornacHo uccnenoBanusmM IlBapiia, oHa OTpakaeT TEOPUIO YHUBEPCAIbHBIX TUIIOB
[IEHHOCTe KaK OMNpEeNeNeHHbIX KpuTepueB. [Ipum 5TOM IIEHHOCTH aBTOp
paccMaTpuBaeT KaK KOTHUTHBHBIC pEMpe3eHTAIlMM TpeX YHUBEPCAIbHBIX
TpeboBaHumii: (a) OMONIOTHYECKUX TOTPEOHOCTEH, (0) MHTEPAaKTUBHBIX TPeOOBAHUMN
TUTS. MEKITMYHOCTHOM KOOPAWHAIINU U (B) COIMATBHBIX TPEOOBAHUN K TPYIIIOBOMY
0JIarormoy4HIo U BEKUBAHUIO.[5 ]

KpoMe yka3aHHBIX MOHATHM B MapKETUHIE IIUPOKO HCIIONB3YEeTCsl MOHSATHE
«MOTpeOUTENbCKas IEHHOCThY, KOTOpoe ynnoMuHaeTcs B 4636 1748 nyOnukanusix B
6aze SCOPUS ¢ 1977 rona.

[ToTpebOuTtensckas IEHHOCTh, B cTaThe 1977 rona onpeaenseTcst Kak HarpaBJstonas
CHUJIa JIJIsl TEXHOJIOTHUH. [6]

B coBpemenHbix yueOHbIX myOnukanusx «lloTpeOuTenbckas LEHHOCTHY
(Customer Value) omnpenensercs Kak BOCIPUHMMaeMble MOTpeOuTeIeM
(yHKIMOHANbHBIE, COLHUAIbHBIE M 5SMOIMOHAJbHBIE IMOJIE3HOCTH (LIEHHOCTH)
KOHKPETHOTO TPOAYKTa, BBHITOJa TOTPEOMTENS 3a BBIYETOM €ro 3arpar Ha

npUOOpETEHNE U UCTIONb30BAaHUE TPOAYKTA.[7]
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Takum o6pa3oM, onupasich Ha yKa3aHHBIE BBIIIE MOHSATHS Mbl C UCIIOJIB30BAHUEM
UHCTPYMEHTOB  caiita  SciVal  Mbl  mpoaHamUM3UpOBAIM  HEKOTOpBIE
oubnuorpaduyeckue TMoKa3aredn MO 3 BBIOOpKAM cTaTei, Ccomep Kalux

nepecevyeHus MyOJIMKaIUil C HCIOJIb30BaHUEM MTOHSATH:

1. «MapKETUHD» B «MOTPEOUTENhCKas IEeHHOCThY (1238 myOmmkaruii);
2. «MapKETUHI» U «YeJIOBEYEeCKUE IEHHOCTW» (73 myOnuKaIum);
3. «MApKETHUHI» U «IIEPCOHAIBHBIE LIEHHOCTH (250 myOsumKarmii).

Caiir  SciVal nmnpemyaraeT  aHaTUTHYECKOE€  BeO-pellieHHEe,  IOMOTralolee
UCCIIEIOBATENSIM ONPEAETUTh TEHACHIIUU UCCIEAOBaHUMN B JIF0OOM 00acT, HAWTH
KJTFOYEBBIX HCCIIEIOBATENIEH U TEKYIIIUE pa3pab0OTKH B MHTEPECYIOMIMNX 00IacTsX. [ 8]

OnHUM U3 BOXKHBIX MOKa3aTeseH SBISETCS «IEPUEHTWIb aKTyalIbHOCTH» TO

WHJMKATOP, MOKA3bIBAIOIINN TEKYILUA COCTOSIHUE AKTYaJIbHOCTH TeMbI cTaTbu. OH
paccuuThIBa€TCSl MYTEM B3BEUIMBAHMUS TpEX I[OKa3aTeneil g crarei,
CTPYIIIUPOBAHHBIX MO TEME: KOJWYECTBO LIMTHUPOBAHUM, MPOCMOTPHI B Scopus U
cpennuit mokaszarenb CiteScore. [9]
Hanpumep, 3HaueHne 86 CBHIETENBCTBYET, YTO TEMAaTHKa CTaTbu BXOAUT B 14%
(=100-86) Temaruk ctareil ¢ HauboibiieM 3HadyeHHeM. Ho 3To He moka3biBaeT
BAXXHOCTh TEMBI, OJJHAKO 3TO HE O3HAYaEeT, UTO TeMa He BaxkHa. Kpome Toro, ecthb
OTpeIeNICHHAs] KOPPEJSLMS MEXIy H3BECTHOCThIO TEMbl U (PUHAHCUPOBAHUEM,
BBIJICJISIEMBIM Ha €€ UCCIIeIOBAaHUE 3a PyOeKOoM.

CBoil aHaIM3 Mbl HAYHEM C YaCTHBIX, «HUILIEBBIX» 00JIACTEH: «MAPKETUHT ,
«4YEJIOBEUECKUE LEHHOCTH» M «MAapKETHUHI», «IEPCOHAJIbHbIE LIEHHOCTH». Kak
BUJIHO U3 IIPUBE/ICHHBIX BBIIIC YUCIOBBIX 3HAYECHUN HAyUHBIX MyOaukauil. MoxHO
BUJIETh, YTO YHWCJIO MyOJHMKAIUA CYIIECTBEHHO MEHBINE, YeM MyOIuKanuid B
00JacTH «IMOTpeOUTeNnbCKas EHHOCThY. [Ipu 3TOM Ha/lO yYUTHIBAThH, YTO TMEPBHIC
MyOJIMKAIIMM C COBMECTHBIM HCIIOJIb30BAaHUEM ATHUX TEPMHUHOB «UEJIOBEUECKHE
IEHHOCTH» U «MapkeTuHr» Obutk B 1961,1987 u 1996 rogax u 3aTem peryssipHO
UCIONB3yIOTCd B myOnukarusax ¢ 2000 roma, a B 00JacTH «MapKETUHT» U

«TEePCOHATBHBIC IIEHHOCTH» PETYIISIPHO UCIIONB3YIOTCA B myOmKausax ¢ 1978 r.
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Tabanua 1 — Ton 11 nydmumx aBTOpOB MO HAyYHBIM PE3YIbTATAM [0 COBMECTHOMY

6I/I6J'II/IOI‘pa(1)I/ILIGCKOMy IMTOUCKY I10 CJIOBOCOUCTAHUAM «YCJIOBCUCCKHUC NCHHOCTU) U

«mapkeTuHr» 3a nepuozn ¢ 2011 mo 2020 rog.

E |2 5 5|5 8|5 8 |3
1 | Sidorchuk, Roman 41 2018 10 2,5 0,38 | 56426297800
2 | Skorobogatykh, 23973655400
Irina 3| 2018 8 2,7 0,42
3 | Kautish, Pradeep 31 2020 70 23,3 1,97 | 56916182700
4 | Sharma, Rajesh 31 2020 70 23,3 1,97 | 57217863285
5 | Torelli, Carlos J. 2| 2017 108 54 2,99 | 14424620800
6 | Alfinito, Solange 21 2019 7 3,5 0,15 | 56449062100
7 | Efimova, Dariya 2 2018 7 3,5 0,57 | 56595003300
8 | Meshkov, Aleksey 2] 2018 7 3,5 0,57 | 57189097526
9 | Torres, Claudio 57208455484
Vaz 2|1 2019 7 3,5 0,15
10 | van Herk, Hester 2| 2018 3 1,5 1,09 | 8217002600
11 | Balderjahn, Ingo 1| 2019 10 10 1,07 | 16451023400

HcToyHUK: HAa OCHOBE JJAaHHBIX aHANMHM3a ITyonuKamuii SciVal

Kak BumHo u3 Tabmuiel 1 B Tonm 11 HaxopsTcs 4 mpencTaBUTENsT POCCUHUCKOTO
MapKETHUHTa, IIPU 3TOM BCE OHHU SBIAIOTCS aBTopamu addunupoBanabivu ¢ PI'bOY
BO «P3Y um. I'.B. IInexanosa.

Ha pucynke 1 mOpencraBieHO  YHUCIOBOE  pACOpPEENICHHE  CO
CJIOBOCOYETAHUSIMU «MAPKETUHT» U «YEJTOBECUECKUE LIEHHOCTW» MO TEMATHYECKUM

HarpasieHusM npuHsToro B 6aze SCOPUS.
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Other (10.5%) Computer Science (10.5%)

$

Decision Sciences (3.5%) Mathematics (3.5%)

' Psychology (7.0%)

Social Sciences (7.0%)

Economics, Econo... (12.3%)

Business, Manage... (45.6%)

Pucynok 1 - YUncnoBoe pacrnpezieieHHe co CI0OBOCOYETAHUAMU «MAPKETHHI» U «UEIOBEUYECKUE
LIEHHOCTWY 10 TEMaTHYECKUM HalpaBIeHUIM

HUctounnk: Ha ocHOBe naHHBIX aHanu3a myoaukanui SciVal

Ananms pacupeaciiCcHuAg M0 TCMAaTHYCCKHMM HalIPaBJICHUAM IJIA CIIOBOCOUCTAHMSA

«MApPKCTHUHI» U «IICPCOHAJIBHBIC ICHHOCTH) ITPCACTABJICH HAd PUCYHKC 2.

Other (5.8%) Computer Science (6.2%)
Decision Sciences (2.2%) . Engineering (3.6%)
Economics, Econometr... (8.4%) ‘ ' Energy (2.5%)
‘ Environmental Science (4.7%)

_ Agricultural and Bio... (4.7%)
Medicine (2.5%)
Arts and Humanities (2.2%)

o)
Business, Management... (36.4%) Psychology (5.1%)

Social Sciences (15.6%)

PHCYHOK 2 - YucnoBoe pacrnpeacjacHrue Co CJI0OBOCOYCTAaHUAMU «KMAPKCTUHI» U KIICPCOHAJIbHBIC
HCHHOCTU» IO TEMATUYCCKUM HAIlPaBJICHUAM

Hctounnk: Ha ocHOBe naHHBIX aHanu3a myoaukanui SciVal

B tabmune 2 npeacrasien ton 10 qydmmx aBTOPOB.
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Taéanua 2 — Tor 10 syqmnx aBTOpoB MO HAYYHBIM PE3YJIbTaTaM MO COBMECTHOMY
oubnnorpapuuecKkoMy MOUCKY IO CIIOBOCOYETAHUSAM «IIEPCOHAIBHBIE LICHHOCTU» U

«mapketuHr» 3a nepuoa ¢ 2011 mo 2020 roa.

Most recent

Name Scholarly Qutput publication  Citations  h-index

1 . DMirosa Miranda

4
2 . Hattori, Shunichi 2018 119 1
3
3 . Takama Yasufiumi 2012 12 4
3
4 . Gardetti Miguel Angel 2012 12 13
2
5 . Wang, Wei Chun , 2017 1 6
6 . Kashmiri, Saim 2018 15
2 18
7 . Parker, Janna M. 2017 33 10
2
& . Eim, Jaeeun 2019 9 z
B 2 3
9 . Febmhartanty, Judhiastuty 2014 + 15
s
, 2018 5 10
10. Kim Jieun
o 2014 47 g

Hcrounuk: Ha ocHOBe aHHBIX aHanu3a myoaukarui SciVal

Crnenyer oTMETHUTB, YTO B TonE 50 aBTOPOB IO CIOBOCOYETAHUAM «MAPKETUHI» U
«TEPCOHAIBHBIE LIECHHOCTW», TAK)KE MPUCYTCTBYIOT aBTOPBI U3 Poccuu, u Bece u3
POY um I'B. IInexanosa

B cBoro ouepenp, 17151 CIOBOCOUYETAHUSAM «MAPKETUHT» U «IIOTPEOUTENhCKAs
LEHHOCTbY» MepBast myonukanus natupyercs 1982 r, a perynsipHo UCHONB3YIOTCS B
nyOnukanusax ¢ 1986 roga. Kak Mbl BuamMm, 1o BKJIaly HAyYHBIX OpTaHU3alUN

(Puc.3) POY um IInexanoa nuaupyer, HO B aBTopbl POY BxoasT Tonbsko B Tom 50.
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Banauue

LMTUPOBaHWS,

B3BELUEHHOE No

TemaTtuke

HayuHbIi Konu4ecTteo (Mckniovan

YupesxaeHue pesynstat Vv npocmotpos CaMoLMTMpOBaHKe)

== [11exaHoBa POCCUACKUA 14 1197 0,58

3KOHOMUYECKNIA

yHuBepcuTeT

E= CTOKronbMCKUi 12 469 1,16
yHWBepcuTeT

Z= YHuBepcuTeT BaseHcun 11 602 1,45

= KonymBuAckMin 10 441 1,42
yHMBepcuTeT

E3 ®DepepanbHbIv yHUBEpPCUTET 10 640 1,29

Puy-Tpanan-ay-Cyn
88 YHusepcuteT KBMHCNEHAA 10 655 1,59

Bl YHWBEpCUTET HayKn K 10 595 3.06
TexHonornn Kutas

= OpXyCCKWA yHUBEpCUTET 9 751 1,99
®. XaHbAHCKWUW YHUBEPCUTET 9 637 1,39
= KaTonu4yeckni yHUBepcuTeT 9 534 2,34
BaneHcum CaH-BuceHTe-
MapTup

Pucynoxk 3 — Bxiiaji Hay4HBIX YUPEXKACHUH 110 MyOJIUKALUAM CO CIIOBOCOYCTAHUSIMH «MapKETHHD» U
«TOTpebuTeNnsCKas HeHHOCTH (Tom -10 )

Hcrounuk: Ha ocHOBe aHHBIX aHanu3a myoaukarui SciVal

[IpoBen€HHbIN HaMK BEIOOPOYHBINM aHAIN3 CTATEN MOKa3ajl, YTO MHOTHE aBTOPHI ITPU
HAIllUCAHUU TEKCTOB IIOHATUS «IIEPCOHAIBHBIE» U «UYEJIIOBEYECKUE» LIEHHOCTU
MCIIOJIb30BAJIM KaK CHHOHHUMBI. [0 HalmeMy MHEHHIO, IPYU UCIOJIb30BaHUN TEPMUHA
«YEJIOBEUYECKUE IICHHOCTW» CIIEAYET OPUEHTHPOBATHCS HAa OOOOIIEHHBIE TPYIIIBI
LEHHOCTEM, IOMUHUPYIOIIUX JJI1 ONPEACIEHHON COUMAIBHON Tpynmnbl (KUTENIEn
CTpaHbl, TOKOJICHHS U T.I.). B TO BpeMs Kak «I€pCOHaJIbHbIE LIEHHOCTW CJIEIYET
IPUMEHATH K OTJEIbHOMY HHANBHUAY. B cBOIO ouepens morpeduTenbekas IeHHOCTh
MIPUMEHHMMA I MCHOJb30BaHUS M0 OTHOLICHUIO K KOHKPETHOMY MPOAYKTY WJIU

KaTeropuy MPOMYKTOB IS OMPEASICHHOW TpyIIibl (MHIWBHIA) TOTPEOISIONINX
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JIAHHBIX MIPOJIYKT (KaTeroputo). J{OMoaTHUTENBHO CIEAYEeT OTMETHUT, YTO MTOKA3aTEINH,
MpeACTaBJIEHHbIE B CTAaThE, 3aBUCIT OT IMyOJUKAIIMOHHOM AKTHUBHOCTH U MOTYT
M3MEHHUTHCI. KpoMe TOro, HeNb3si HE OTMETHUTh CYIIECTBEHHBIN BKJIAJI POCCHUMUCKUX
y4€HBIX, B TIEPBYI0 OdYepedb aBTOPOB Kadeapbl MapkeThHra Poccuiickoro
AKOHOMHUYECKOTO yHUBepcuTeTa uMeHu [.B. IlnexanoBa B TemMaTuky UCCIEI0BaHUM
CBSI3aHHBIX C [IEHHOCTSIMU B MapKEeTUHTE. TeM Ba)KHO yKa3aTh Ha TO, 4To B 2020 romy
aBTOpbl Kadeapbl MapKETUHra BBIMYCTHIM 3HAKOBBIM y4eOHMK «MapKeTHHT:
CO3/IaHUEe U JIOHECEHHUE MOTPEOUTENhCKOM 1IeHHOCTH» (¢ penenzueit @. Kotnepa),

CTaBILHM JIAypEaTOM PEMUN « IKOHOMUYECKAsI KHUTA TOIA».

bubanorpagus

1. Sidorchuk R. The concept of “value” in the theory of marketing//Asian
Social Science. -2015. T. 11. Ne 9.-pp. 320-325. DOI:10.5539/ass.v11n9p320

2. ba3za nmannpix Scopus http://science.spb.ru/sci/index/scopus (/laTa
obpamenus: 01.07.2022)

3. Kluckhohn, C. (1951) Values and Value-Orientations in the Theory of

Action: An Exploration in Definition and Classification\ In: Parsons, T. and Shils,
E., Eds., Toward a General Theory of Action/- 1951. - Harvard University Pressto —
Cambridge.- pp. 388-433. Doi: 10.4159/harvard.9780674863507.c8

4, Rokeach, M. «The nature of human valuesy». - 1973. -New York: Free
Press. -p. 438

5. Schwartz S. H., Bilsky W. Toward a universal psychological structure
of human values //Journal of personality and social psychology. — 1987. — T. 53. —
No. 3. —p. 550-562

0. Barry, T.E., Wooton, L.M. Forecasting Consumer Values// European
Journal of  Marketing. -Vol. 11.- No. 7.- pp. 499-507. Doi:
10.1108/EUMO0000000005031

7. MapkeTuHr: co3maHue U JOHECEHHE MOTPEOUTENbCKOW ILEHHOCTH :
yueOnuk / mox o6mr. pen. M.W. Ckopoborarsix, P.P. Cunopuyka, C.H. AunpeeBa. —
Mockga : UHOPA-M, 2020. — 589 c. — (Bricmiee o6pa3oBanue: bakamaBpuar). —
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0. Topic Prominence in Science
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JHEPTETUYECKAS BE3OITACHOCTB POCCHUH B I'A3OBOM
KOMILJIEKCE B YCJOBHMSIX HOBOM PEAJIBHOCTH
3KOHOMMYECKHNX CAHKIIUI

AHHOTALUA

B craTtee paccMOTpeHbl aKTyalbHbIE AacCHEKThl pEATU3alUUd TOJUTHUKU 10
oOecrieuyeHU0  JHepreTuueckoir  OezomacHoctd  Poccum B yCIOBHSX
OecrpeneIeHTHOTO ~ YCUJICHUSI ~ CAaHKIMOHHOTO  JIaBJIGHUS CO  CTOPOHBI
MPEUMYLIECTBEHHO 3alaJHbIX CTPAaH NPUMEHHUTENIBHO K Ta30BOMY KOMIUIEKCY
rocyaapctBa. Cepbe3HBIM PUCKOM JJiIi COBPEMEHHOM SHEpPreTUYecKor cgepbl
POCCHUICKON IKOHOMHUKHU CYUTAETCS BO3MOXKHOE AMOApro Ha MOCTABKU MPUPOJTHOTO
rasa co CTOPOHBI rocy1apctB EBporieiickoro corosa.

B KOHTEKCTE OIEHKH BO3MOKHOCTEH peakiuu Ha MOJ0OHYI0 YTpo3y BBIIBUTACTCS
MPEANOJIOKEHUE O HEOOXOJAMMOCTH TMPUHSITHS MAKCUMAaJbHO OIEPATUBHBIX MeEp
pearupoBaHus MO JIuUBEpcU(UKALUM TMOCTABOK MpUpOAHOro raza Poccum Ha
aJbTEPHATUBHBIC PHIHKK CObITA. AHAIU3UPYETCS MOMBITKA MPEKPAIICHHS TTOCTAaBKU
POCCUNCKUX IHEPTOHOCUTENICH MyTEeM Y>KEeCTOUCHUs] (DMHAHCOBBIX OTPaHUYCHHM,
BKJIIOYAs SHEPreTUYECKUE ONEpAl U BBEICHUS BTOPUYHBIX CAHKIWW, aKTUBHO
00CYyX/TaeMbIX 3aMaHBIM UCTEOIUIIIMEHTOM.

B pesynbTate caenaH BBIBOJ O TOM, 4YTO OyAyIIHE MPOEKTHI MO CHKMKEHUIO
MPUPOJHOrO Tra3a OTKPOIOT HOBBIE BO3MOYKHOCTU [JIs 3KCHOPTA POCCUKCKOTO
NPUPOAHOTO Ta3a U CIUCOK CTPAH-UMIIOPTEPOB MOXKET OBbITh 3HAYUTEIHHO
paciMpeH, BKJIOYas pacTyliue oObeMbl UMIOpPTA W3 cTpaH-mapTHepoB. Ocoboe
BHUMAaHUE B 3aKIIOUYEHUHN YAEISETCS BONPOCY PACIIMPEHUS SKCIIOPTA POCCUKCKOTO
MPUPOJIHOTO Ta3a MPEUMYIIECTBEHHO B CTpaHbl A3MM 3a CUET pa3BUTHUS T'a30BbIX
xaboB B peruone Boctounoit Cubupu. [1onoxkuTenbHOW CTOPOHOMN CIIOXKUBILIEHCS
CUTyallid Ha3BaH BBICOKUU yPOBEHb MOATOTOBIEHHOCTU Poccuun K HOBOMY BUTKY
CaAHKI[MOHHOTO TPOTHUBOCTOSIHUS € 3amajJoM W HaJu4due OMpPe/IeSICHHOrO
BPEMEHHOTO Jlara JJisg TPUHATHS MEp pearupoBaHus, OOECIEYEHHOTO
HECIOCOOHOCThIO EBpOMENCKOro cor3a MIrHOBEHHO OTKa3aThCs OT IMOCTABOK
POCCUICKOTO MMPUPOJHOTO rasa.

KiarwueBble cjioBa: »HEpreTuka, HallMOHAIbHAS 0€30IIaCHOCTh, SKCIIOPT, Ta30BBIN
PBIHOK, MEKTyHAPOAHBIC CAHKIINH, T€OTIOTUTUKA, TUBEPCUBUKAITHS.

RePEc: F52, E60
VIIK: 338.22
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RUSSIA'S ENERGY SECURITY IN THE GAS SECTOR UNDER THE
NEW REALITY OF ECONOMIC SANCTION

Abstract

The article 1s dedicated to topical aspects of the implementation of Russia's energy
security policy in the context of an unprecedented increase in sanctions pressure
from predominantly Western countries with regard to the state's gas complex. A
possible embargo on natural gas supplies by the European Union states is considered
to be a serious risk for the modern energy sector of the Russian economy.

In the context of assessing the possibilities of responding to such a threat, it is
suggested that maximum rapid response measures should be taken to diversify
Russia's natural gas supplies to alternative markets. An attempt to cut off Russian
energy supplies by tightening financial restrictions, including energy operations and
imposing secondary sanctions, actively discussed by the Western establishment, 1s
analysed.

It concludes that future natural gas liquefaction projects will open up new
opportunities for Russian natural gas exports and that the list of importing countries
could be significantly expanded, including growing imports from partner countries.
The conclusion focuses on the expansion of Russian natural gas exports mainly to
Asian countries through the development of gas hubs in the East Siberian region.
The positive side of the current situation is the high level of Russia's preparedness
for a new round of sanctions confrontation with the West and the presence of a
certain time lag for taking response measures, provided by the inability of the
European Union to immediately refuse Russian natural gas supplies.

Keywords: energy, national security, exports, gas market, international sanctions,
geopolitics, diversification.
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andrey|11suharev@gmail.com

RUSSIA'S ENERGY SECURITY IN THE GAS SECTOR UNDER THE
NEW REALITY OF ECONOMIC SANCTION

BBenenue. Bormpocsl obecrieueHuss AHEPreTUYECKOW  0OEe30MacHOCTH
SBJISIIOTCSL BEChbMa aKTyaJIbHBIMU JJISl JTIOOOTO rOCYyAapCTBa, SKCHOPT WA UMIIOPT
KOTOPOr0 HaxXxOAUTCS B CUJIBHOW 3aBUCHMOCTH OT MOCTAaBOK 3HEpropecypcos. B
OCOOCHHOCTH, JTO 3HAUYUMO I POCCHMCKOM DKOHOMHMKM, TaK KakK JOJs
MUHEPAJIBHOTO CBIPbSI COCTABJISICT 00Jiee MOJOBUHBI SKCIIOPTUPYEMOM MPOAYKIIUU
ctpaibl. C MOMEHTa Hadajla CHEHUAIbHONM BOEHHOW omepanuu Poccun Ha
TEPPUTOpUM YKpauHbl Ha POCCUMCKYIO HKOHOMUKY OOpPYIIWJICS  IIKBAJ
MEXIYHApPOJHBIX  CAaHKLUMMK,  BBEACHHBIX  MPEUMYIIECTBEHHO  CTpaHaMH
KOJUIEKTUBHOTO 3amaaa. JTO CTall0 Cepbe3HbIM BbI30BOM s Poccum, 4ubs
sHEpreTuyeckass 0e30MacHOCTh BO MHOIOM ObUla CBsi3aHA C  MOpoJaxen
DHEPreTUYECKUX PECYpPCOB CTpaHaMm EBpomenckoro coros3a. TpaguuMOHHO MOX
DPHEPreTUYECKONM  O€30MacHOCThIO TMPHUHATO TOHUMATh TaKO€ COCTOSHHE
OSHEPreTU4YeCKor cdepbl SKOHOMHUKH TOCYJIapCTBa, KOTOPOE XapaKTepHU3yeTcs
BBICOKMM YPOBHEM 3allIMIIEHHOCTH OT CYWECTBYIOIMX WIM [OTCHIUAIBHO
BO3MOXHBIX YIPO3 CBOET0 HOpMaJIbHOTO (pyHKIIMOHUpoBaHus. [1, c. 182-183; 2, c.
27-28] DOHepreTHdecKkyr ©0€30MacHOCTbh MPUHATO paccMaTpuBaTh B KayecTBE

MOJIBU/Ia HAIIMOHAJILHOM 0€3011acHOCTH TocynapcTsa [3, c. 94].
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CerogHss B YCIIOBHSIX HOBOW TE€OINOJUTUYECKOW PEATbHOCTH, B pPaMKax
KOTOpOii 00BEM BBEJCHHBIX SKOHOMHUYECKHUX CaHKIMK mnpotuB Poccum Ober
HUCTOPUYECKHE PEKOPABI U, KaK BEPOSITHO, €IIE AAJIEK OT CBOET0 MCYEpHaHUs,
KOHCTaTUPYETCS HEOOXOAMMOCTh CEPhE3HOI0 MEPECMOTPa MOJUTUKHU TOCYIapCcCTBa
B c(hepe obecrieueHrss SHEPTETUIECKON OE30ITaCHOCTH.

[lenpto HacTOSIEH CTaTbU SIBJISIETCS aHANN3 TEKYUIErO COCTOSIHUSA U
MPOTHO3UPOBAHUE BO3MOXKHBIX CIICHApUEB JJs1 O0OECHEeUeHHUs] SHEePreTUYecKOn
OoezonacHocth  Poccun B yCIIOBHAX ~ YCHJIMBAIOLIEIOCS — CAHKLIHOHHOIO
IPOTUBOCTOSIHUSA CO cTpaHaMu EBponeiickoro coro3a Kak OCHOBHOTO pbIHKa cObITa
JUTSL POCCUMCKOTO MTPUPOJHOTO rasa.

JIns peann3aluy MOCTABJICHHOM 1EIM B paMKaX CTAaThH PEIICHBI 33/1a4d IO
OLICHKE TEKYILEr0 COCTOSIHUSI MUPOBOT'O PhIHKA MPUPOJHOTO raza, pUCKOB U YIpo3
ra3zoBoro 3M0apro B YCIOBHUSIX CaHKIIMOHHOW MONMTHKM EBpomneickoro corosa
npotuB Poccun, a Taxke MmoTeHLMana ITUBEPCUPHUKALMU MOCTABOK POCCUICKOTO
rasa B yCIIOBHUSIX HOBOW PEAIbHOCT SKOHOMHUYECKHUX CAHKIUU.

OOBEKTOM UCCIIEOBaHMS SIBISETCS SKCIOpTHas cTparerus Poccum Ha
MEXIYHAapOJIHOM PBIHKE IPUPOIHOIO rasa.

Merononoruss paboThl MOpeacTaBlieHAa TPYyNION AHAIUTUYECKUX METO/OB
VCCIIEIOBAHUS, BKIIFOYasd CTATUCTUYECKUN U UCTOPUYECKUM MeToll. Ha ocHOBaHuun
MPOTHOCTHYECKOTO METOJa CHAEJNaH BbIBOJ O IMOTEHIManax JguBepcU(UKAIIU
ITOCTABOK POCCHUMCKOIO rasa.

O0mass XxapakTepuCTHKAa COBPEMEHHOI0 MHPOBOr0 PbIHKAa ra3sa.
MunyBlIee AECATUIETHS TOKa3bIBAIOT, YTO Ta3 KaK BHJ TOIUJIMBA AaKTHUBHO
3aBoeBbIBAJ HOBbIE pblHKU. Ecim B 2000 1. 74,1% cnpoca mpuxoawyioch Ha
Cesepnytro Amepuky, EBporry u CHI', To B 2021 1. yx)e 43,4% — Ha 1pyrue peruoHsl.
BaJioBast J00bI4ya raza B mupe 1o uroram 2020 r. gocturia 3882,4 mipn M3 (-3,5%
K ypoBHIO 2019 r.). OcHOBHBIM ra3zogoObiBaromumM peruonom B 2020 r. crana
Cesepnas Amepuka, obecrieunsmas 28,8% mupoBoi 100brau (1116,6 mupxa m°). B
EBpore u ctpanax 6piBiero CCCP 6bu10 10651TO 28,2% ra3a B mupe (1094,8 mupn
M), B ATP — 17,1% (665,3 mapa m*), na bamxnem Bocroke — 16,1% (624,2 mapx
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M%), Tons Adpuku B MEPOBOIi 100bI9e cocTaBuia 5,7%, JlaTuHCKONM AMEpUKH —
4,1% [4, c. 4].

B 2020 r. xpynHeiimmm MUpoBBIM ITpousBoauTesieM raza craau CIHIA (okoso
854,0 mipa mM3), KOTOpBIE 3aHSIN TIEPBYIO CTPOUKY, cMecTuB Poccuro, emie B 2012
r. (maHHBIC 00 00BEMaxX JOOBIYM MPUPOTHOTO Ta3a MpeacTaBieHbl B Tabmuie 1). Ha
CTOPOHE  HMIIOPTEPOB  MHPOBOM  Ta30BBIi  PBIHOK  HECKOJIBKO  MEHEE
KOHLeHTpUpoBaH: Ha 12 ctpan B 2015-2040 rogax npuaercs nopsaka 70% uncroro
uMrnopta. MupoBoe norpediaeHue npupogHoro raza B 2021 roay Beipocio Ha 4,6%,
yTo OO0Jiee 4YeM BJBOE TNPEBBIIAET CHIDKEeHUEe, Habmonmasmeecs B 2020 rony.
Cunpnpiii poct crnpoca B 2021 rogy Obul 00yCIIOBIEH BOCCTaHOBJICHHEM
SKOHOMHKH, MOCJIEAOBABIINM 3a JIOKJAyHOM B MPEIBIAYIIEM IOy, U 4Yepeloin
AKCTPEMAaJIbHBIX MOTOJIHBIX siBIEeHUN. [locTaBKku He MocneBaiu 3a TEMIIAMH, YTO B
COYETAaHUU C HEOXKUJAHHBIMU MEepe0OsSIMU TMPHUBEIO K OTPaHUUYEHUIO PBHIHKOB U
PE3KOMY POCTY 1LI€H, YTO 3aTOPMO3HIIO POCT crpoca Bo BTopoi nosioBuHe 2021 roja.

Taonuua 1. baimanc MUpOBOro MpOU3BOACTBA MPUPOJHOTO raza MO CTpaHaM U IpymIam
cTpaH. (MIpA.Ky0.M)

2011 - 2016 -

2011 r. 2012~ 2015 It 2000 It 2021
Crpana/T'on
[Ipou3BoacTBO — BCero 3330 3407 3459 3783 4102
PasButelie cTpansl 1093 1099 1115 1163 1216
CILIA 651,6 672 659,6 854,0 966,5
EBporma 257,7 249,2 243 216,9 210,1
PazBuBaronuecs crpanbl 2237 2308 2345 2620 2885
bawxunit Boctok 481,4 498.4 518.8 603,2 668,8
Poccus 670,8 653 676,6 743.,4 804,6

HUcTounuxk: [5]

Oxwupaercs, ytro k 2035 romy jmoJyis raza B MHUPOBOM DJHeprodanaHce
nocturuet 26% [6, c. 69]. B 2020 roay I'pynna «I'a3npom» peaninzoBaia B CTpaHbI

JaIbHETO 3apyoexnbs 219 mapa M> rasza. DKcropT rasza u3 Poccuiickoit @enepanyu
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B €BpOIICHCKIE CTpaHbl AaibHEro 3apyoesxnbs B 2020 roxy coctaBmi 174,9 mupa kyoO.
M>. JlaHHBIE O CpeIHEN LEHE Peaar3alii IPUPOIHOro rasa «[a3mpoMoM» B pa3HBIX
BalloTax TmpesacrabieHsl B Tabmwmie 2. Ilo wmroram 2020 r. ITAO «["azmpom»

TIOCTaBMJI Ha dKCHopT, BKouas Kurait, 199,3 mapa M rasa [7].

Tabauua 2. CpenHss 1ieHa peaqn3alvi IPUPOIHOTO ra3a B JajIbHEE 3apyOekKbe
(3a BerueToM HJIC, BKITIOUas akIM3 U TAMOYKEHHBIE TTOIIUTHHBI).

Bamora/Ton 2017 2018 2019 2020 2021
py©0./1000 xy6. m 11763,3 | 11670,5 |15499,5 |13613,0 | 103559
nomn."/1000 ky6. M 176 200,2 246,4 210,6 143
eBpo /1000 ky6. m 159 176,8 209,1 188,2 124,9

Hcrounnk: [7]

2021 ron 3aBepuInics PEKOPAHO BHICOKMMHU CHOTOBBIMH IIeHaMH B EBpornie u
A31M, TOCKOJIBKY MOCTaBKHU MPUPOTHOTO Ta3a OCTABAIUCH OUYEHb OTPAHUYEHHBIMHU.
HamnpaBnenue KpaTKOCpOYHOTO CIPOCa 3aBUCUT OT MOTOJbI B TEYEHUE OCTAIBLHOMN
YacTU OTOMUTEIBHOTO CE30Ha B CEBEPHOM modymiapud. [Ipousiii rog Havyancs ¢
MIOXOJIOAAHUM, KOTOPBIE BBI3BAIIM CKAuKU LIeH B A3um B siHBape U (CeBepHOU
Amepuke B (peBpasie. 3a HUMU MOCJIEI0OBATIO CUIIBHOE BOCCTAHOBJICHUE IKOHOMHKHU
U JIpyTH€ MOTOAHBIC SIBJICHUSI, UTO MIPUBEJIO K pOCTYy 00beMa, 1o orieHKam, Ha 4,6%
B rojioBoM ucuucienuu (/1) [8, c. 130]. 'ox 3aBepinics peKOpAHO BBICOKUMU
[IEHAaMH Ha MPUPOJHBIA ra3 HA OCHOBHBIX pbIHKax-uMmoprtepax B EBpone u Asuu.
Coueranue pocta cmpoca U 0ojee HU3KOro, YeM OXHUIAIO0Ch, MPEIJIOKEHUS
MPUBEIIO K YPE3BbIUAHO HANPSKEHHOW CHUTYyallMd HAa Ta30BOM PBIHKE, KOTOpas
coxpaHsuiach B TedeHue nocieaaux mecaieB 2021 roma. OcoGeHHO 3TO Kacaloch
EBpomsl, riae orpannyeHHasi THOKOCTh MOCTABOK M0 POCCUMCKUM TPYyOOIPOBOIaM 1
YPOBEHb 3alacoB B TMOJ3EMHBIX XPAHWIHILAX HHXKE CPEIHEr0 BBI3BAIU
JIOTIOJITHUTENIbHOE OECMOKONCTBO € HayajJoM OTOMMUTENBHOTO ce3oHa. [Ipu stom

KPYMHEHIIIMMHU TOTPEOUTENISIMI  TPUPOJHOTO Ta3a Ha MHUPOBOM pBIHKA TIO-
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IIPE)KHEMY OCTAlOTCS Pa3BUTHIE TOCYNAPCTBA, XOTsA a3uarckue pblHKM Kutas u
WHauy 1eMOHCTPUPYIOT BIIEYATIISIIOIIMI POCT MOTPeOIeHUs (laHHbIE IPUBEICHBI B

tabmure 3).

Taoauna 3. bananc MupoBoro norpedneHus (MMIIOpTa) MPUPOJHOTO ra3a o CTpaHaM U
rpyImaM crpaH. (MIIp.Ky0.m)

2011 r | 20121 | 2011 - | 2016- | 2021

2015 2020
IT. IT.
Ctpana/rof
[Torpebnenue, 3247 3304 3376 3709 4037

BCCTO

Pa3BuThie cTpanbl 1498 1512 1527 1578 1611

EBpona 546,5 555 555 571,4 583,9
Snonus 104,8 104,8 104,8 103,1 107
PazuBaromnuecs 1749 1792 1849 2131 2427
CTpaHbI

Kwuraii 99,1 107,6 | 123,5 1744 | 222,6
Nunus 70,8 70,8 79,9 104,8 121,8

HcTounuk: [5]

[lensr Ha mpupoaHslil ra3 B nocieanue Hemenu 2021 ropa ciemoBanu 3a
KOJICOAHHUSIMU TEMIIepaTyphl, MOCKOJbKY MOTPEOHOCTH B OTOIUICHUM SKHIIBIX H
KOMMEpPYECKHUX TIOMEIIEHW Ha OCHOBHBIX PBIHKaX CEBEPHOrO MOJIyIIapus
CTUMYJIMPYIOT CHpPOC Ha ra3. Mexay TeMm, BIUSIHUE TMOTOAHBIX YCJIOBUH
yCyryOJseTcs 4pe3BbIUaiiHO HAIPSHKEHHOW PBIHOYHOW cuTyanuei B EBpome, 4to
MPUBOJAUT K OKCTPEMAJIIBHOMY YPOBHIO BOJIATWJIBHOCTH II€H. Y MEPEHHBIC
TeMIiepaTypbl BMecTe ¢ Oosee BbicOKMM mpuTokoM CIIIT mpuBenu K CHMKSHHUIO
eBponeickux I1ieH B Havaie 2022 roga, HO KaXIblii HOBBIM MpHU3HAK OoJiee
XOJIOJTHOM TIOTOJIbI WJIM COKpAIEHUsI TOCTaBOK OBICTPO MPHUBOIUT K POCTY IIEH.
HeonpeneneHHOCT B OTHOLIEHNWH LIEH U NPEJIOKEHUS OCTABAJIACh BBICOKOM IO
COCTOSIHUIO Ha Ha4aJyio STHBApsl, MOCKOJBKY OOJIbIIIasi Y4aCTh OTOMUTEIHLHOTO CE30Ha
emte Briepeau. 3uma 2021/22 roma Hayanach ¢ peKOPHO BHICOKUX CE30HHBIX IIEH Ha
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ra3, MOCKOJIbKY COYETAHHWE CUJIBHOTO BOCCTAHOBJIEHHUS CIIPOCA, IKCTPEMATbHBIX
MOTOJIHBIX SIBICHUM M HE3allJIJaHMPOBAHHBIX IMepeOOeB B MOCTaBKax MPHUBENO K
y>KECTOUEHUIO YCIOBHUM HA PhIHKAX.

B mae 2022 r. 1eHbl Ha IpUpoIHblit ra3 Ha Hero-Mopkckoii ToBapHOi Gupsxe
IPOAODKAIOT pacTh, mpeoaoseB otMeTky B 8 momt. CIIA/mma BTE (250,6 mom.
CILIA/1000 M?). [laHHBIE O IMHAMUKE 1I€H HAa IPUPOIHBIA ra3 B epase-mae 2022

r. npexacrasieHsl B luarpamme 1.

Juarpamma 1. J[uHamMuKa 11eH Ha IPUPOJIHBIN ra3, TopryeMbiii Ha Hero-Mopkckoi
TOBapHOU OUpIKe.

CroumocTb (USD/MnH BTE)

10

' e
. A~
; yd

oo—————— [ Gromeors Wi o7 ]

Hcrounnk: [9]

ITocraBku CIII" ¢ 1 mo 3 kBaptan 2021 roaa Beipocnu Ha 15,8 MiIH TOHH, WK
Ha 6%, 1o cpaBHeHMto ¢ 1 mo 3 kBaptan 2020 roga. 3HAYUTEIBHOE YBEIMYCHUE
MOCTaBOK Mpoucxoaut npeumyniectseHHo u3 CIIIA (+21,6 mun ToHH unu 66%) u
Asctpanuu (+1,9 muH ToHH wim 3%) u KomneHcupyertcs cHkenueM B Hurepum (-

3,2 MJIH TOHH). B KBapTajqbHOM MCUMCIICHUH OOIIUNA 00BEM MMOCTABOK B 3 KBapTae
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CHU3WICS HA 3,7 MJIH TOHH IO CPABHEHUIO CO 2 KBAPTAJIOM M3-3a TEXHUUYECKOTO
oOciyxxuBanus B Poccuu u mepeboeB B moctaBkax [10, c. 340].

Kectkas KOHKypeHIMs 3a rpy3bl Mexay EBpomoil m Asmeil mpuBena K
YBEJIMYCHUIO TMOTOKOB U3 ATJaHTHYecKoro B TuxookeaHCKui OacceitH. Yrto
kacaercs crpoca Ha CIIT', KuTail nmponomkaer JOMUHUPOBATH B POCTE UMIIOPTA C
yBennueHneM Ha 22% B nepuof ¢ 1 mo 3 kBapTai 1o CpaBHEHUIO C aHAJOTHYHBIM
nepuogom 2020 roma (+10,5 wmuH ToHH). HWMmopT u3 ocTanbHON A3uu
He3HAYuTEeNbHO BBIpoC Ha 2% (+0,7 mau ToHH) ¢ 1 mo 3 kBaprtan 2021 rona,
MOCKOJIbKY BBICOKHME LIEHBI HA ra3 IPUBEIN K HEKOTOPBIM 3aJI€PKKAM I OTMEHAM
noctaBok. EBporneiickuii umnopt CIII" cokpaTtuics Ha 19% (-12,5 MiiH TOHH) 3a TOT
e NEPUOJ1 3TOTO Tojia, MOCKOJIbKY MOTOKU OBLIM MepeHanpasiieHbl B Azuto [10, c.
341].

B 2022 r. pmeHsl Ha ra3 B EBpome pe3ko NOACKOYMIM IIOCJIE Hadasia
crienuanbHOM BoeHHOM onepaninu Poccun Ha Ykpaune. Tak, 24 deBpanis cTOUMOCTh
TOIUIMBA yBeandmiach noutu Ha 50%, no 1555,5 nomtapa. LlenoBou pekopa B 3892
noJiapa Obu1 gocTUrHyT 7 maprta. K KoHIly MapTa mociie HEeKOTOPOTO CHUKEHUS
IIEHbI Ha Ta3 BHOBB MOJCKOYMIH. CTOUMOCTh TOTUIUBA HA OUpPKE YBETUYIIACh 110 |
395 nonnapoB 3a ThicA4y KyOOMeTpoB Ha (hoHE 3asBieHUN mpe3usieHTa Poccuu o
MOpSIJIKE OIJIaThl poccuiickoro raza pyomsmu. B ampene 2022 r. KOTHPOBKH
NepenuIiM K yCTOMYMBOMY CHIKEHMIO. OJHAKO B KOHIIE MecCsla IPOU30LIEI
OYEpPEIHOM BCIJIECK POCTA, CBSI3aHHBIM C OCTAaHOBKOW KommaHuen [‘asmpom
noctaBok ra3a B [lonmpmy u Bonrapuio m3-3a oTKaza 3THUX CTpaH OIUIAYMBATh
SHEProHOCUTENH B pyOssix [11].

Crpanbl EC 3aBucar ot Poccun Ha 40% cBOMX MOCTaBOK ra3a U HE MOTYT
OBICTPO CHHU3UTH Ty 3aBUCUMOCTH, HE TIpHOEras K TAKMM MepaMm, Kak COKpaIleHHe
CIpoca, BKJIIOYAsl 3aKPbITUE HEKPUTUYECKUX CETMEHTOB MPOMBINUIEHHOCTH, WJIH
HOPMHUPOBAHUE OTOIUICHUS U JPYTUX BUJOB JAESITEIBHOCTH, 3aBUCAIIMUX OT Trasa.
EBpona umnoptupyer oxosno 400 muinapaoB KyooMeTpoB rasza B rof, a Poccus
nocTaBisieT okojo 175-200 mumnmmapnoB kybomerpoB. Cropoc mo Bceidr Eporie

BbIpOC Ha 27 mupa Ky0. m, win Ha 11%, ¢ 1 mo 3 kBaptan 2021 roga, mpu 3Tom 6oJiee
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TpeTu npupocta npuxoautcs Ha ['epmanuto (+10 mupa ky6. m, +23%) u 17%
npupocta - Ha CeBepo-3anaanyto Espomy (+5 mupa ky0. M, uinm 17%) [12, c. 28].

Puckm ra3oBoro 3M0apro B YCJIOBHSX CAHKUMOHHOM MOJUTHKH
EBponeiickoro cor3a nporusB Poccun. IKCIIOPT POCCUICKOT0 NPUPOJHOTO Tra3a
ncropuuecku HanpasieH B EBpony. BBenénnnie B dheBpane-anpene 2022 1. caHKIUA
npotuB Poccum BKIIOUaloT B cebs MaciiTaOHble OrpaHUYeHHs B (DUHAHCOBO-
PKOHOMHUYECKOU cdepe. 5 anpens 2022 1. 6b110 0OBSIBICHO O BBEJACHUU 3MOapro Ha
POCCHICKHMI yroJib HA ypoBHE EBpormerickoro cor3a. Ha Tekymmi MOMEHT JIWIIb
Asctpanus u CILIA BBenu 3M0apro Ha MOCTaBKU POCCUICKOTO Ta3a.

Hecmotpss Ha otTcyTcTBHE MacmTaOHBIX CaHKIUMKA co ctopoHbl EC B
DHEPreTUYECKOM CEKTOPE, YK€ NPHUHATBIE MEPbl OKAa3bIBAIOT 3HAYUTEIIBHOE
HETAaTUBHOE BJIMSIHUE HA MUPOBBIE SHEPTETUUECKUE PHIHKH, MOCKOJIbKY KOMIIAHUU
OTKa3bIBAIOTCS OT POCCHUMCKHX TPYy30B CO 3HAYUTEIBHBIMU CKUIKAMH, YTOOBI
n30exkaTh BO3MOXKHBIX IITpadoB U PpelyTallMOHHOrO pucka. EBpomeiickuii
KOHTHUHEHT, BEPOSITHO, MOT OBl MEPEKUTH 110K Ta30BOTO AMOAPro B KPaTKOCPOUHOU
[IEPCIEKTUBE C MMOMOIIBIO PA3JIMYHBIX YPE3BBIYAMHBIX MEP, HO 10 OYEHb BBICOKOU
1eHe Ha W 0e3 TOro OrpaHUYeHHOM phIHKE. [lepeHampaBiieHre AOPOTOCTOSIINX
rpy3oB CIII" Ha orpaHU4eHHOM TJI00aJIbHOM CIIOTOBOM PhIHKE YCYTyOUT JUHAMUKY
LIEH ISl IOKYIIATENEeN 110 BCeEMY MUPY, U EBpoIia He CMOKET yIOBIETBOPUTD CIPOC
K CJICAYIOILIEH 3UME.

[TonbITKa OTKJIIOYWTH POCCUMCKHUE DHEPrOHOCUTEIM HaHECEeT YIiepo
notpebutensim Hedtu u CIIT Bo BceM Mupe v mocTaBuT EBpomny B 3aTpyAHUTEIbHOE
MOJIOKEHUE, MOCKOJbKY OHAa HANEETCs MOKPBITh COPOC ITOW 3MMOW U OCOOEHHO
cnenytromeit. Ha tekymmit MoMeHT B EBpOneiCKOM COrO3€ pa3aaroTCs NPeaJIOKEHUS
O JIOTIOJIHUTENBHBIX HaJorax wWid cOopax Ha TIOCTaBKy POCCHMCKHUX
sHEpropecypcoB. Bo0300HOBIsIEMbIE HCTOYHUKH DHEPIUM CMOTYT ChITpaTh
JOTIOJTHUTENIBHYIO POJIb B 00€CIeUeHWH JHepreTudeckoil HezaBucumoctu EC
TOJBKO B CPEIHECPOUYHOHM TepcriekTuBe. B Ommkaiiime Mecsipl s TMOHCKa
ABTEPHATHUB POCCUMCKUM DHEPropecypcam MpUAETCs MpoaenaTh O0IbIIyI0 paboTy

[13, c. 597]. OnmHako B OKCHEPTHOM COOOINECTBE HET E€IWHCTBA MHCHHH
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OTHOCHUTEJIBHO BO3MOYKHOCTH JIOCTMIKEHHSI DHEPIeTHYECKOM HE3aBUCUMOCTH
EBpormsl oT poccuiickoro raza. EBpona yske 1aBHO MBITaeTCsl TUBEPCUPHUIIMPOBATH
CBOMX MOCTAaBUIMKOB M 3aKymnarb ra3 takxe y LlenTpanbHoili A3un, Hopseruw,
Ceepnoit Appuku u CILIA. ITpu 3TOM Takrie Mepbl 00BIYHO 3(PPEKTUBHBI JIMIIIb HA
KOPOTKOM JWCTAaHIIMM M B 3UMHHW IEPHUOJ ITOCTABKM POCCHUMCKOrO Ta3a s
€BPOIEUCKUX MOTpeduTenel cTaHOBATCS (DaKTUUECKU Oe3a1bTePHATUBHBIMH.

B cnywyae npunstus onepatuBHbIX Mep EBpora Moxer oOOWTHCH 3UMOM
2022-2023 6e3 poccuiickoro raza. Ho OTKpBITEIM OCTAETCst BOIPOC O TOM MOXKET JIN
EBpoma Takxke BbIAEpKaTh MepedOU B MOCTaBKAaX POCCUUCKOM HEPTH U YTIIA,
BbI3BaHHbIE JMOO MpuHYXAeHHeM Poccun EBpombl K ycTynkaM B OTHOLIEHUH
YKPaHCKOTO CYBEpEHHUTETa IyTEM Yrpo3bl MOCTAaBKaM HSHEPrOHOCHUTENEH, 100
camor EBponoil, eciii MpaBUTENBCTBA PEMIAT YCWINTh CAHKIMK NMPOTUB Poccun ¢
MOMOILBIO SHEPTETHYECKOr0 3M0apro.

[HoTreHumnaa AuBepcUPUKANUMN MOCTABOK POCCHICKOrO ra3a B yCJI0BHUAX
HOBOIl peajibHOCTH IKOHOMHYECKUX CaHKIMH. [ToMCK HOBBIX PBIHKOB COBITA JIJIS
IIPOJAKHU NPUPOAHOTO Ta3a ABJISAETCA €CTECTBEHHOU U I10 CYILIECTBY €IMHCTBEHHO
BO3MOXKHOM  peakuueldl Ha  BO3HUKIIAE B  PE3yJbTaT€  CAHKLIHMOHHOIO
IIPOTUBOCTOSIHAA € EBpONEHCKUM  COKO30M PHUCKM I DHEPreTUYECKOU
oe3zonmacHoctu Poccun. Kwurait, Unausa, SAnonus m FOxnas Kopes sBistorcs
KPYNHEHIIMMHU MOTPEOUTENIMU SHEPTHMH B A3MATCKO-THUXOOKEaHCKOM pErvuoHe,
CIIOCOOHBIMM BBIJICNIATH OOJbIITHNE 00BEMBI SKCIIOPTA MPUPOAHOrO raza. HecMotps
Ha 3HAUMTENIbHOE U pacTyllee NoTpedIeHHe IPUPOIHOTO ra3a, yrojib Mo-IpexHeMy
SBJISIETCSI OCHOBOM MPOM3BOACTBA SHEPTHH B YETHIPEX BBILICYTIOMSHYTBHIX CTpaHaX
— Kurae, Snonun, Maaun u FOxuoi Kopee. 1 mas 2022 1. I'aznpom cooOuui o
pocte oObeMa moctaBok B Kurtaii Ha 60%. [Tnanupyercst exxeroqHo HapaniuBaTh
O0OBEM TMOCTaBOK JO BBIXOJA HA MPOEKTHYIO MOUIHOCTh B 38 MUJUIMAPIOB
KyoomeTpoB k 2025 roxay [14]. C yueTom HOBOTO JJOTOBOPA, KOTOPKIH OBLI OIITHACAH
B (eBpane, o0mass MOUIHOCTh MOCTaBOK B Kurtaili mo «1allbHEBOCTOYHOMY)

MapHIpyTy MOXKET COCTaBUTh 48 MIILTHAPIOB KyOOMETPOB B TOJI.
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Hapsiny ¢ nmepexooM Ha «3eJIeHYI0 SHEPreTUKY» 3T 00beMbI MOTpeOIeHUs
YTJIL MOTYT OBITh 3aMEHEHBI 00JIee YUCTHIM MPUPOTHBIM Ta30M. A3HATCKUAE CTPAHBI
YACNAIOT OOJIbIIIOe BHUMAHHUE PAa3BUTHIO BO30OHOBIIIEMBIX MCTOUHUKOB SHEPTHUU.
OnHako BO300OHOBISIEMbIE HCTOYHUKH YHEPTHUHU CMOT'YT OKPBITH JIUIIb HEOOIBIIYIO
4acTh WX 3HepronoTpedsieHus. B ciiyyae, eciu Bech yroib B BBIIICYHOMSIHYTHIX
CTpaHax OyJeT 3aMeHeH OoJjieeé YHUCTBIM NPUPOJAHBIM Ta30M, MOSBUTCS
JOTIOTHUTENHHBIA PRIHOYHBINA MTOTSHITUA TSI 10 3 TPJIH KyOOMETPOB rasa B TO/I.

[IpoexkTamu, KOTOpBIE TO3BOJIAT YBEIUYUTH 00OBEMBI SKCIIOPTA HA a3UATCKUE
PBIHKH, ABJISOTCS IPoekT «CaxanuH-3» (MoTeHIUa bHbIe pecypehl 1,3 TpmH M3
raza) u tepmunan no nepesasike CIII" Ha nmonyoctpoBe Kamuatka (21,7 MiiH TOHH
CIII" B rox k 2026 roay, mocTaBisieMbli ¢ 3aBoJ0B HoBaTaka 1o CHKMKEHUIO Ta3a,
PaCIOJIOKEHHBIX Ha mojyocTtpoBe SMan) [15]. byaymiue npoeKkThl Mo CKUKEHUIO
IPUPOAHOTO ra3a OTKPOIOT HOBBIE BO3MOXHOCTH JUJISi DKCIOPTA POCCHIICKOTO
npupogHoro raza. CHHCOK CTpPaH-UMIOPTEPOB MOXET ObITh 3HAYUTEIHHO
pacuiupeH, BKJIOYas pacTyliue OObeMbl HMIIOPTA W3 CTPaH-MapTHEPOB
(uHocTpanHbie MHBeCTOPHl M3 Kutas, Muauu u EBponbr). 3T0 Takke morpedyer
Oonee TPHUCTAIBHOIO BHUMAaHUSA K BOIMpOcaM IIEHOOOpa30oBaHHUsA, TaKUM Kak
pa3BUTHE CIIOTOBOTO pBIHKA MPUPOJHOro rasza. llepBeIM I1aroM Ha TyTH K
CMSITUCHHIO I[EHOBOTO AricOanaHca JOJKHO CTaTh CO3/IaHUE CETHU Ta30BbIX Xa0OB.
Crposimuiicst Ha mojiyocTpoBe KaMuarka nepeBajoyHbI TEpMHUHAT MOXET CTaTh
NEPBbIM POCCUICKUM Tra3oBbIM XaOoM B A3HaTCKO-THXOOKEaHCKOM PETrHOHE, HO
JUIST HAJCKHOW W Oe3omacHOM sKcruryaTanuu rasomnpoBoga «Cuma Cubupm»
HEO0OXO/IMM KaK MUHMMYM €11€ OJIMH Ta30BbIi Xao.

3akiaouenue. Takum oOpazom, oOpamieHwe K mpobieMe obecreueHus
sHEpreTudeckon O6e3zonacHocTn Poccruu B yCIOBUSIX HOBOTO BHTKA CAaHKIIMOHHOTO
MPOTUBOCTOSIHUSL AKTyaJdbHO KaK B TEOPETHYECKOM, TaK M B IMPAKTHYECKOM
oTHolIeHHsIX. OKa3aBIIMCh B YCIOBHUSIX HOBOM T€OMOJIMTUYECKON PEabHOCTU U
OecnpeneIeHTHOTO YCHICHUS SKOHOMUYECKUX CaHKIuM, Poccust cToiIKHyach
HEOOXOMMOCTBIO KQa4€CTBEHHO MEPECMOTPETh CBOKO CTPATETUIO YHEPTETUUECKON

0€30MacHOCTH, C Y4€TOM HEOOXOJMMOCTH CTPYKTYPHOM PEBU3UH IKCIOPTA CBOUX
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DHEPreTUUYECKUX PECYPCOB, MIPEXKIE BCETO, MPUPOJHOTO ra3a. EBponeickue prlHKA
MO-NIPEXKHEMY  SIBIIIIOTCS OCHOBHBIM  HAIIPaBJICHHEM HKCIOPTAa POCCUMCKOTO
MPUPOIHOrO Ta3a, HO NEPCHEKTUBBI, MITKO TOBOPS, HEOAHO3HAYHBI. A3UATCKUE
pbiHKH, Takue kak Kwurail, Uunus, Anonus n FOxnas Kopes, mpeacrtaBisroTcs
HanOoJiee TMEPCHEKTUBHBIMUA JIJIST OKCIIOPTA POCCHUHCKOTO MPUPOTHOTO Tasa.
HecMoTpst Ha TO, 4UTO CYIIECTBYET PUCK BBICOKOW KOHKYPEHIIMU U TMEpPEer30bITKA
MIPEJIOKEHHSI Ha a3MaTCKUX PBIHKAX, Poccus OyneT meITaThes oOecmeunTh cede
JIOCTYT Ha 3TU PBIHKU U CTPEMUTHCS K JaTbHEUIIIEMY YBEJIMUCHHIO JIOIU SKCIOpTa
npupogHoro raza. OZHUM U3 KIIIOYEBBIX BOIIPOCOB PACIIMPEHHS JKCIIOPTa
POCCUHCKOTO MPUPOAHOTO raza, 0COOCHHO B CTpaHbl A3UH, SIBISETCS Pa3BUTHE
ra3oBbIX XaboB B pernone Bocrounoii Cubupu.

MoXHO cieniaTh BBIBOJI, YTO JUBEpCU(UKAIUS TOCTABOK POCCUMCKOTO Tra3a B
YCJIOBUSAX HOBOM PEaTbHOCTH SKOHOMMUYECKHUX CAHKIUWA OCTAeTCS €IMHCTBEHHO
BO3MOXHBIM U 3(P(EKTUBHBIM MEXaHU3MOM OOCCIECUECHHs] HHEPreTHUYeCKOon
oe3zonacHocth Poccun Ha MHpPOBOM  pBIHKE, TpEOYIOIIMM MaKCUMAJIbHO
ONEPATUBHBIX Mep pearupoBaHus. [I0NOKUTEIBHOW CTOPOHOM CIIOKUBIIEKCS
CUTYyalluU SIBJISIETCS. BEICOKUM YPOBEHb MOATOTOBIEHHOCTH Poccun K HOBOMY BUTKY
CAHKIIMOHHOTO MPOTUBOCTOSIHUS C 3amajoM M OINPEICIICHHbI BPEMEHHOM JIar JJis
MPUHATUST MEp pearupoBaHus, OOCCIEUYEHHBI HECTOCOOHOCTHIO EBpormeiickoro

COI03a MI'HOBC€HHO OTKAa3aThCA OT IIOCTABOK pOCCHfICKOFO IMPUPOJHOI'O rasa.
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«Kynemypa — amo, 6 cywyHocmu, MamepuHcKoe J10HO IKOHOMUKU»
. Qykyama
BBenenue. YacTto MOXHO BCTPETUTh TOYKY 3pEHHS, COITIACHO KOTOPOA,
HPKOHOMHMYECKHE IMpoOJieMbl: O€IHOCTh, ToJoA, ciaboe pa3BUTHE Hay4yHO-
TEXHUYECKOIO MPOrpecca, HUCTOLIEHUE PECYPCOB PEIIAIOTCS HCKIOUYUTEIBHO
HSKOHOMHYECKUMH METOJaMH, HUKAKOI'O OTHOILIEHHUS K KyJIbType HE HMEIOLIUMHU.
CTOpPOHHUKH TaKOTO MOAXO/AA TOBOPST HaM: KaK MOYKHO Pa3MBIIUISTh O KYJIBType
MOKa JIFOAYM YMHUpPAIOT OT OOJEe3HEW, KOTOpbIe COBPEMEHHAs MEIWLHUHA MOMKET
U3JICUUTh, HEI0EAAI0T U rojiofatoT? Kaxercs,, 4To Takoi B3IIsII pallMOHAIIBLHO JIETKO
000CHOBATh Uepe3 aneuALNI0 K 0a30BbIM HYX/1aM YeJIOBEKa B €11€, KPOBE, OICK/IE,
YAYYIIUTh KOTOpPblE BO3MOXKHO JIMIIb MYTEM YIy4YIIEHUS MAaTepHaIbHOTO
MOJIOKEHMSI, YTO COBEPIIEHHO MPOTUBOPEYUT UCTUHE.
OcHoBHas 1e7b padoThl — O0OCHOBATh 3HAYEHHE KYJIBTYPbl B IKOHOMHYECKOM
pa3BUTUH, NOKa3aTh KaHAJbl BIMSHHUS HAa SKOHOMHYECKOW POCT WM, HAlpOTHB,
yHaJoK SKOHOMHUKH, a TAaKXe OMNPEIeIUThb, YTO B OOJbLIEH CTENEHH OKa3bIBAET
BJIMSIHUE: KYJIbTYypa Ha SKOHOMHUKY HJIM SKOHOMHUKA HA KYJIBTYpY.
Ho, npexne Bcero, 4roObl HE MOTEPSITH JIOTUKY MOBECTBOBAHMS CIEAYET CKa3aTh,

YTO IMOHUMAETCS MHOM MO «KYJIBTypoi». OIMH aMEPUKAHCKUANA aHTPOITOJIOT KaK-TO
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CKa3aJjl, YTO MOMBITKA ONPEIeIUTh 3HAYEHUE KYJIBTYpbl CPOJHU MOMbITKAM 3arHaTh
BETEp B KJETKY, HaMEKass Ha MHOXECTBO OOBSICHEHUH KyIbTyphl. B mupokom
CMBICIIE KYJbTypa — 3TO BCE CO3JaHHOE PyKaMH YEJOBEKaMHU, HO €1Ba JIN TaKOE
ONpEAEIICHUE YIOBIECTBOPUT HYXJAaM HcCCIeqoBaHUs. MOXKHO MocTaparbes
OTBETUTh Ha BONPOC YTO TAKOE KYJIbTypa 4Yepe3 APYroe MOHATHE — «UEHHOCTH.
Takum 00pa3oM, KynbTypa — 3TO COBOKYIMHOCTb LIEHHOCTEH, TpaJWIINii, HPaBOB,
yOEXKJICHUI U IPAKTHK, CBOMCTBEHHBIX BCSIKOM COlMAIbHOM rpymme. [11]
OKOHOMHCTBl 4acTO OOpamaroTcss K KyJbType Kak 3HauuMoMy (hakTopy
HDKOHOMMYECKOTO pa3BUTHsA. CaMblii OYEBUIHBINA IPUMEDP — HEMELIKAW TIOJIUTOJIOT U
skoHoMuUCT Makc Bebep u ero «IIporecrantckas 3TUKa U IyX KanuTaiumay [6], B
KOTOPOM OH OOBSCHSAET PA3BUTOCTh KATUTATUCTUUECKUX OTHOIIEHU PEIUTUO3HBIM
dbakropoM, a MMEHHO TaM, IJe HauOoyiee MaciiTabeH OXBaT MPOTECTAHTCKOTO
Y4YEHHMs] Ha MacChl 3aMETHEE BCErO0 MOXKHO OOHAPYXHUTh KaMUTAIUCTHUYECKOE
ycTpoiicTBO obOmiecTBa. OTel-ocHOBaTelb IKOHOMHYECKOM Hayku Angam CMuUt
OTMeUaJl TMpPUCYIIEH aHocakcaM AyX uHamBuayanmmsma [10]. DOto ke
BrocyiecTBUU Obu10 omucano Jlxonom Crioaprom MusuieM Kak yCJIOBHE,
CHOCOOCTBYIOUIUE PACIPOCTPAHEHUIO MHAYCTPUAIbHON peBomtouuu B bpuranuu u
CIIA[7].

OpHako 10 CHX MOpP SKOHOMHCTBI CHOPAT O TOM, HACKOJBKO 3HAYUTENIbHBI
KyJbTYpHBIE (DAKTOpPbI, HANpPUMEpP, B IKOHOMHYECKOM pPOCTE B IOCIEBOEHHOM
Anonnn. Hukro He yManseT 3Hau€HHWE JKOHOMHYECKUX (PAKTOPOB, TaKMX Kak
IPAMOTHBIA MEHEIKMEHT, MO KKa KOHKYPEHIIUU, HACTOMYMBBIE MOPHIBBI K
Hay4YHO-TEXHUYECKOMY B3JIETY, OpUEHTALMs Ha 3KCHopT U T. 1. Ho ycmoBus s
pOCTa SKOHOMHUKH MOJArOTOBHIIa UMEHHO KYJIbTYpa, BOCXOAAIIAS K KOH(YIIUAHCTBY.
«Konpymanckuii kanutanu3my» («IMOHCKUM KallUTalu3M» ), PEBHOCTHBIM aJIEIITOM
U pacmpocTpaHuTeneM KoTopoil O6pi1 CulycaBa DUNTH coenuHsa B ceOe HICIO
3aMajHOTO KalMTalu3Ma, OYEBHIHO, PACCUMTAHHYIO HAa M3BJICUCHHE MPUObUIA U
camypaiickuii uaean mopanu (Oycuno). B Cunramype, TaiiBane u HOxnoii Kopee
KOH(YLIMAHCKUE IIEHHOCTH (BHUMaHUE K aBTOPUTETAM U CTapllieMy MOKOJIEHHIO,

YBaO)KEHUE K YEJIOBEKY OOpa30BaHHOMY M 3HAIOIIEMY) HU UyTh HE OCIa0eBalOT U
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MPOIOJIKAKOT OCTABJISTH CJIEI, B TOM YHCIIE, HA SKOHOMUKE CTPAHBI.
Bpsn nu xro-to OymeT ocnapuBaTh TO, YTO PEJIMIUs €CTh HEOTheMJIeMas 4acTb
KyJbTYpbl, OHa MPONMUTHIBAECT JIIOAEH, JOOMBasACh OINPEACIEHHON MOJAENIN
noeeneHud. lMcnam, BTrOpags mNO 4YHCIY TMOCHEAOBAaTEICd B MHUPE PEIUrUs
TPAaJULIHOHHO HE CYUTAETCS CAMOM PacIoiararoiieil K SJKOHOMUYECKOMY B3IETY. B
OTJINYHE OT MPOTECTAHTU3MA, MYCYJIbMaHE HE MOOUIPSIOT TBOPUYECKOE MBIILICHUE
yelioBeka. A cTpemiieHHe K O0rarcTBy UM MPU3HAHUIO YCTYHAeT MBICISIM O pae, B
KOTOPOM MYCYyJbMaHe-IIPaBeIHUKU OyIyT HaXOAUThCS BeyHO. Ho oHOBpeMEHHO ¢
ATUM aJENThl HCJIaMa CTAHOBITCA MPEBOCXOJHBIMU KOMMEPCAHTAMH, HUX MPOPOK
Myxammen cam Obu1 TOproBieM. ColpanbHas MOOWJIBHOCTh B MYCYJIbMAaHCKUX
oOIIecTBax HAXOAUTCS HAa BEChbMa BBICOKOM YpPOBHE, a TPYAOIIOOME U ycepAue
HaXOIAT CBOE BO3HAIPAXKICHUE.

UTO C BAMSHUEM PYCCKOM KYJIbTYPhl HA SKOHOMHUYECKOE MooxeHue? Jlydiie Bcero
C OTBETOM Ha 3TOT BOMNPOC CHPABHIICS, HA MOW B3IVISA, BBIJAOIIUMKCS HCTOPHK
Jleonun BacunbeBud MuiioB [8]. B npornuiom Hatied ctpanbl MHOTOE OOBSICHSIETCS
OOIIMHHBIM CTPOEM, TOCIOACTBOBABIIEM B CO3HAaHUU M KYJIBTYpE PYCCKOTO
KPECThSIHCTBA, COCTABJISIOLIEIO B JOPEBONIOIMOHHBIE BpEMEHa a0COJIOTHOE
OOJBIIMHCTBO HACENEHUs. 3HAYUTEIBHOE PACIpPOCTPAHEHHUE OOIIMHBI M KpaifHe
yiiepOHOE COCTOSIHUE WHAWBUYATbHBIX XO3SIMCTB CTaj0 MPUYMHOMN IMOYEeMy B
PoccuiickoM rocymapcTBe Tak U He CJIOKHIIACh YacTHAs COOCTBEHHOCTh, a ¢ 1917 1.
MapKCUCTCKHE HACH CTajd yAEeJIOM HE TMOAMNOIBHBIX MapTui, a obiamaTrenei
BEPXOBHOM BJIacTH B cTpaHe. Takum o0pa3oMm, KyJabTypa CMOIJIa «HApHUCOBATHY
OOJIMK CTpaHbl, €€ IKOHOMHUYECKOE U MOJIUTUYECKOE YCTPONCTBO.

OTHU TIPUMEPHI TOKA3BIBAIOT, UTO PA3HbIEC KYJIbTYPbI 3aCTABISIOT JIFOACH yCBAaUBATh
pa3JIUYHOE OTHOIIEHUE K TPYyAY, AECHbraMm, 3HAHUSIM, BJIACTH WU MHOTUM JPYTUM
BEIllaM, KOTOPBIE BIUAKOT HA XO3AMCTBEHHOE Pa3BUTHE, HO IO KAKUM KaHajIaM 3TO
MPOUCXOIUT 1 MOCTAPAIOCH BBISICHUTH JIaJIee.

Hanpagsyienusi Bo31eiicTBHsI KYJIbTYPbl Ha 3KOHOMUKY. [10 kKakuM HanpaBieHUAM
KyJIBTypa BO3JeHcTByeT? ABcTpanuiickuii skoHOMHUCT [[»Bun TpocOu, riaBHBIN

HaquBIﬁ HHTCPEC KOTOPOIro JICKHUT B IINIOCKOCTU M3YUCHMHA B3aMMOOTHOIIICHUM
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KyJIBTypbl M SKOHOMHUKHU BBIJICTSNI TPU OCHOBHBIX KaHana [12]. Bo-nepBbix,
OYEBHUJTHO, YTO KYJIBTYypa PACHPOCTPAHSET U PEATU3yEeT B )KU3Hb OOIIHE JJIsl TPYIIIIbI
neHHoctu. Hampumep, oOIIecTBY CBOMCTBEHHAa CTpeMHTENbHAs ananTaius K
VU3MEHEHUSM M €€ JTMHAMHU3M OILIEIOMJISIONIE BBICOK, TO BEPOSITHEE BCEro, TAKOE
OOIIECTBO MOKaXeT 0ojiee BHICOKME IKOHOMUYECKUE PE3yJIbTaThl, HEXKENIU TO, TJIe
JT00BIC U3MEHEHHS CYMTAIOTCS Pa3pyIIAIONUMU M HEJAOMYCTUMBIMU. BO-BTOPHIX,
KYJIETypa HaBSI3bIBAET ONPEAEIEHHOE MPECTABICHUE O CIIPABENIIMBOCTH, O TOM, UTO
B 9KOHOMHUYECKOM KU3HU JOHKHO ObITh. JJOIyCcTHM, YTO €CTh O0IIECTBO, B KOTOPOM
OPUHATO MPOSBIATH 3a00Ty O cCTapuieM MokojeHuu. WMimm cymecTtByer
MEKIIOKOJICHYCHCKAasl CIPABEIJIMBOCTb, TO €CTh BBICHIEH MENbI0 MPU3HAETCS
NPEIOCTABIICHUE CIECAYIOIIMM MOKOJIEHUAM JIydiien >ku3Hu. [1ogo0HbIe YepThl MbI
oOHapy»K1BaeM, B 4aCTHOCTH, B rojisl panHero Coserckoro Coro3za. B-tpetbux, ot
KYJBTYPBI 3aBUCHUT TO, KaKH€ IIeJId repes co0oil coobmiecTBo cTaBut. Ha ypoBHe
MaJiol TPYIIBl 3TO MOXET OBbITh KOPHOpAaTHBHAsI THUKA, KPaeyroJbHBIM KaMHEM
KOTOPOW TPEJICTABIsIETCS BHUMAaHHE K YCIOBUSIM Tpylda paOoTHHKoB. Ha ypoBHe
oOmmecTsa 3T0 MOTYT OBITh 00pa3bl, KOTOPHIX CHIIBHEE OCTAJbHBIX MOYHUTAIOT.
Hampumep, KyJbTUBUPYETCS UYEIOBEK «YyCIENIHBINY», MOAHSBIIUMCS C HHU30B U
oOaiaroIMii MaTepUAIbHBIM JI0CTaTKOM. B HEKOTOPBIX PETMTHO3HBIX OOIIECTBAX
4aCTO MOXKHO BCTPETUTH OOpATHBIN MpuMep: Hanbosee MOUYETHBIM CUYUTAETCS TOT,
KTO OTKAa3aJICsl OT «KMHUPCKHUX» OJar.

AMepukaHCKui noauTosior DyKysiMa BBIIIE OCTAJbHBIX HANpaBICHUWA CTaBHII
JIOBEpUE B KHUTE C OMHOMMEHHBIM HazBaHueM [13]. [loBepue (MEXIUYHOCTHOE, K
OOIIIECTBEHHBIM HHCTUTYTaM U TOCYJApCTBY) KakK O€3yCIOBHBIM DJIEMEHT
YeJIOBEUECKOM KYJIBTYphl BIMSET KaK Ha MHAWBUyaJIbHbIE MATTEPHBI MOBEACHUS,
TaK ¥ Ha COIMYM B IiesioM. DyKysiMa MpoaHaTU3UPOBAI U MPHUIIET K BBIBOAY, YTO
mubepanbubie neMokpatuu (CIIA, Snonus, [epManus) mpUILA K BHYITUTETHHBIM
HPKOHOMUYECKHM pe3ylibTaTaM Onarojaps JTOBEpHIO, JIeXKalleMy BO OCHOBE
rocyJlapcTBa, a TpaJulMOHAIUCTCKHE rocynapctBa (Kwurail), HEKOTOpbIE CTpaHbI
Boctounoit EBponbl (ObiBmmmit CCCP) u HeEkoTOphle JpyrHe eBpolencKue

rocygapctBa (®panuusi, Wrtanus), HanpoTwB, OTMEYEHBbI HEBBICOKUM YPOBHEM
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JIOBEPHSL.

Ho Obuto Obl HETOYHO OTPaHUYMTHCS 3TUMH YEThIpbMs HarpaBieHus. Ha moi
B3IVISAI, CYLIECTBYET €1I€ OJMH M BEChbMA CYIIECTBEHHBIM KaHall. Peub uué€r mpo
KpEaTUBHBIM U WHHOBALMOHHBIN MMITYJbC, KOTOPBIM NA€T KyJIbTypa. TBOpYECKUH
TPy B HayKe, UCKYCCTBE, MPEANPUHUMATENBCTBE, KOTOPHIMH MUTAETCSI 0OIIECTBO,
HECOMHEHHO, O0JIalaeT SKOHOMHUYECKOM LEHHOCTBIO M HEPa3pbhIBHO CBS3aH C
KyJbTypoil. OCOOEHHO 3aMETHO B 3TO B OOIIECTBAX, OCHOBAaHHBIX HAa 3HAHUSX, TJE
POCT SKOHOMUKH HANPSIMYIO CBSI3aH C pealin3aluend UIeu.

UYepe3 3TH MATh KaHAJOB BO3JCHCTBUSA KYJIBTYpbl Ha KOHOMHUKY MBI MOXXEM
OTMETHUTH PE3YIbTAThI, K KOTOPBIM 3TO BIUsAHUE NPUBOAUT. OHO HE OrpaHUYNBACTCS
JUIIb TPAJULIMOHHBIMUA WHJHWKAaTOpaMH 3KoOHomuYeckoro pocra: BBII, ypoBenb
3aHATHOCTH, 0J1ar0COCTOSIHUS HACEJIEeHUs, THQIIALMH, a 3aXBaThIBA€T LIMPOKUN KPYyT
WHIUKAaTOPOB CIPABEMJIMBOCTU: PACHPEIEICHUE JIOXOJI0B, CYLIECTBOBAHHUE WIIU
OTCYTCTBUE COLIMATBHBIX IPOrPAMM, IEHCHI, OOIIECTBEHHBIX OJar.

OT 3K0HOMIIEHTPHU3MA K KYJIbTypoueHTpu3my. Ha Moil B3Iz, Mbl ©UMEEM JIETIO0 €
TEHJEHIMEN MTOBOPOTA K KYJIBTyp€e KaKk K OCHOBHOMY MHIUKATOPy SIKOHOMUYECKOTO
pocta, o kotopoil Obuto 3asBiaeHo B nokiane KOHECKO «Hame tBopueckoe
paznoobpasue» (1996 r.), BceoOmielt nexnmapaiuu 0 KyJbTYpHOM pa3zHOOOpa3uu
(2001 r.). B aTx AOKyMEHTax roBopuTcsa 00 OTKa3e y3KOro MOHMMAHHUS KyJIBTYphbI
TOJILKO KaK pe3yJibTara TBOPUYECKOW pabOThl U epeMelieHNH (OKyca BHUMaHUs Ha
HeMmarepualibHble (OpPMBI KyIbTYyphl — TPAAULMM, OObIYAU, UHTEIEKTyaJIbHbIE U
AMOLIMOHAJIbHBIE YepThl, XapakTepusyrolue ooOuiectBa. JKenaTenabHbIM HTOIOM
pa3BUTHUS JOJKHO CTaTh YCTAHOBJIEHHUE LIGHHOCTH, YTBEPKIAIOLIEH OalaHC MeXIy
CTPEMJICHHUEM K YIYYIICHHI0 MaTEepHaJbHOIO ONaronoiayyuss W MIPU3HAHUIO
KYJBTYPHOTO pa3HOOOpa3usl, BbIpAXKEHHsI, CaMOpealIn3aliii YeJI0BeKa, MOBBIIICHUE
oOmiero 00pa3oBaTenLHOTO YpOBHSI. B KoHeuHOM cu€Tte, 3TO NpUBENET K
HAKOIUICHUIO YEJIOBEYECKOrO KamuTana, 4YTO, KakK OTMEYalT TMOCIEIHUE
uccnenoBanusa [1; 4], B mepByr ouepenb BIMUSET, HA JOJTOCPOYHBIE TEMIIbI
HKOHOMHUYECKOTO POCTA.

[lonxox, comiacHO KOTOPOMY KylbTypa — €CTh IIOJHOLIEHHBIH pecypc
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HKOHOMHUYECKOTO Pa3BUTHUS UMEET HEKOTOPHIE TO3UTUBHBIE MOCIIEACTBUSA:

1) Ecnu MbI nnpu3HaeM 3a ¢GakT, 4To modann3anus — yrposa Jjisi KyJabTypHOI

muddepeHnranu, T0 CTAHOBUTCA aKTyaJbHOU mMpolieMa MOIACPKKHU U
HAKOTUJIEHUS KYJIBTYPHBIX IIEHHOCTEH;

2) Jluanor KyJabTyp — BaXHOE YCJIOBHE MEXIYHAPOAHOTO MHUPA; KPOME TOrO,
JIIONM HE CYLIECTBYIOT CaMH 10 cede, OTJEIbHO OT BCEro MUpaA, MOTOMY U
KyJbTypa pPa3BHUBAETCS M JOCTUraeT paclBeTa MPU KOHTAKTE C HHBIMH
KYJbTYpaMu;

3) MapkeTHHIOBbIE CTPAaTETUH, OYEBHIHO, MOT'YT PACCUMTHIBATh Ha OOJIBIIYIO
3G (HEKTUBHOCTD IPU YUETE KYJABTYPHBIX 0COOEHHOCTEN. MI3BECTHBI cilydan
COYETAHUs B JIEATENbHOCTU TpaHCHAUMOHAIbHBIX Kopropauus (IKEA,
McDonald’s, Google u ap.) coOcTBeHHOTO OpeHJa W ajganTalus ero Mo
MECTHBIE YCIIOBUSA U KYJIBTYPHBIE YEPTHI;

4) OnHOBpEMEHHO C TEHACHUMEH Dobanu3auud HaOII0JaeTcss M pocCT
HAllMOHAJIMCTUYECKUX  HACTPOEHWH, yCyryOlsieMblii  HEAOBOJIbCTBOM
MUTPALIMOHHON IIOJINTHKK pAJa €BPOIEHCKUX TOCYAApCTB, KOTOPBIM
TpeOyeT BOCIUTAHUSI TEPIUMOCTH, BO3MOXKHBIN TOJIBKO Yepe3 KyIbTypYy.

Kyabrypa unu sxonomuka? «Kynerypa — nonstue cioxxnoe. OHa JeiCTBUTEIBHO
BJIMSIET Ha DKOHOMHUYECKOE pa3BUTHE, HO SKOHOMHKA BO3JIEHCTBYET Ha HEE OOJIbILIEY,
— nmumiet npodeccop Kembpumxckoro yauepcurera Xa-Jxyn Yanr [15], B aTom
pycne pasmbeiuisin Kapn Mapke, oTBOAs KylabType MECTO HAICTPOWKH IS
HPKOHOMUYECKOro 06a3uca. OnHaKO OHU 00a OMIMOAIOTCs, MOCKOJIBbKY KYJIbTypa €CTh
LEJIb U CPEACTBO SKOHOMHUUYECKOTO pa3BuTus. CpeacTBO, IOTOMY YTO, KaK ITOKa3aHO
B IIPEJIbIAYLIEH YaCTH CTaThH, KyJIbTypa ClIOCOOHA U3MEHUTh NTOBEICHUE WHIUBU/A,
LIEHHOCTHBIE OPUEHTALIUU, a OHA, B CBOIO OYEPE/Ib, BIUATh HA MAKPOIKOHOMUYECKHE
nokazarenu. Ho He criemyer 3a0bIBaTh O KyJbType Kak IEJIM SKOHOMHKH, O€3
KOTOPOH J1a’Ke caMble PEIIMTENIbHbIE MOPBIBBI K POCTY 3aKaHYMBAIOTCS MPOBajioM. B
YaCTHOCTH, B HAay4YHOW JMTEPaType MOKHO BCTPETUTh BUACHUE NPUYMH Ha
npobnemy pbeiHOUHBIX pedopMm B Poccum 90-x rr. kak HemocTtarodHas paboTa ¢

«KYJIBTYPHON HAJICTPONKOI» B yCIOBUSAX TpaHcpopmanmu obimectBa [14]. Jlronu,
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MPOXKUBIIYIO 3HAYUTEIBHYIO YacTh KU3HU TPU IUIAHOBOW COIMATMCTHYECKON
MOJIETTM PKOHOMHUKU HE€ TMPHUHSIM HOBOW PEaJIbHOCTH PBIHKA, C €€ KyJIbTYpPHBIMU
oOHOBJICHUSAMU. TakuM 00pa3oM, HETOOIICHKA 3HAYCHHS POJIH KYJIbTYPBI TPO3UT
HETaTUBHBIMA  pe3yJbTaTaMH  JKOHOMHYECKHMX  mokazarenel.  Hwuxakwue
HKOHOMUYECKHE PePOPMBI U CUCTEMBI HE CIIOCOOBI CIIOMaTh TPAJAUIIMOHHBIE OCHOBBI
KyJbTYphl 00IIecTBa, €€ WIACHTHYHOCTh, XOTS caMa KyJabTypa, O€3yCIIOBHO,
MOJIBEpKEHA HEMPEPHIBHBIM HM3MEHEHUSIM W HE TMPEJCTABISETCS MHE YEeM-TO
npenonpeneaéHHbIM.

3akmiouenne. OmnOKoN ObLIO Obl CYMTATh, YTO €CTh KaKas-TO «IPaBHIIbHASD)
KyJbTYpa, KOTOpasi MaéT JUib OypHbIA SKOHOMUYECKUH B3JIET U «HETIPABUIIbHASY,
IJie JIFOMU JICHWBBI, KMUBYT CETOMHSIIHAM THEM W HECIIOCOOHBI HA KAKOW-THOO
BIICUATIISIONIMI ycrieX. B pa3HbIX MOMUTHYECKUX, reorpaduuecKuX yCIOBUSIX OTHU
U T€ € ATHOCHI J]aBajii MPOTHUBOIOJIOKHBINA pe3ynbrar. OIuH U3 IEHTPAIbHbBIX
BBI30BOB HAIIIETO BPEMEHH — KaK YIPABISITH OTPOMHBIM MHOXKECTBOM KYIBTYp?
Ecnn XX Bek 3HAUUTENBHO Pa3BUJI B U3BECTHOW CTEIEHU YTONMUYECKYIO HJICHO O
BCceOoOIIeM paBeHCTBE (TJIaBHBIC IO MacmITady oOXBaTa IOJMMTHYECKUE TECUCHUS
MIPOIIJIOTO CTOJICTHS TaK WJIM HHAYE TOBOPAT O PABEHCTBE — MAPKCU3M, COITUATTU3M,
JIEMOKpaTHs KaK paBeHCTBO BhIOOpA, (DEMUHU3M U TIP.), TO HAII BEK JOJKEH CTaTh
BEKOM KYJIBTYPHOTO Pa3HOOOpa3usi, KOTJa COTPYIHUYECTBO M JIHUAJIOT KYJIBTYP
CTaHET 00S3aTeNIbHBIM YCJIOBUEM ISl JBMIKEHUSI oOmiecTBa Brepén. UtoObl 31O
MIPOU30IILII0 HEOOXOTUMO OTUETIMBO MPEACTABIIATh, KaK KyJIbTypa padoTaert, yepes
KaKue KaHaJbl BIUseT. Mbl 00HAPYKUJIU TaKKX MSTh (pacpocTpaHEeHUE IEHHOCTEH,
MPENCTaBICHUEe O CHOPaBEMJIMBOCTU U 1ENAX, JIOBEpUEe, KpPEaTUBHBIA U
WHHOBAIIMOHHBIA MMITYJIbC) W TPHIILIA K BBIBOAY, YTO KYyJbTypa Ha JKOHOMHUKY

BIIMSET OOJIBIIIE, YEM SKOHOMHUKA Ha KYJIBTYpY.
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