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Bobicwas

LWKOJ1a MEHe )XMEeHTa
CaHkT-lleTepbyprckoro g el l u I I l

rocygapCcTBEHHOro yHuBepcuTeTa

» YCcTON4YMBOE pa3BuUTHeE: OT KOHUenumu

A0 peasimaumnum
» O0bLas Teopusi: 3Ha4YEHME N Ha3HaAYEeHNEe
» basoBasi aTnonorusa odLien Teopun MapKkeTUHra
» Poccunckne nonckn odLen Teopun MapkeTuHra
» MapkeTnHroBbI noaxoa B odbnacTtn couymarnbHO-
9KOHOMMYECKUX HayK
» Ha nyTtu Kk obLen Teopumn yCTon4nBoro pasBuUTuUS



«\*:"% E o
77 % wkona menepxmenta YcTonumnBoe pa3BuTue: oT
R S ey KOHLUEeNnuum Ao peanu3auum

rocygapCcTBEHHOro yHuBepcuTeTa

«YCTOon4mBoe passutue
npeacraBnaeT cobon Takoe
pasBuUTUE, KOTOPOE
yOOBNETBOPSET NOTPEOHOCTU
HaCTosILLLEro He noasepras
PUCKY CNOCODHOCTL OyayLLNX
NOKOJIEHNW YOOBNETBOPUTL UX
COOCTBEHHLIE MOTPEOHOCTNY.

«Mbl He nony4unu aTy 3emMnio B
HacnencTBO OT HaLUUX
NpeaKkos.

Mbl B3N ee B3auMbl Y HaLLKX
neten».




75 Qe Bbicwas

& B * LUKONa MeHegXXmMeHTa

Cankt-Tetepbyprekoro
rocy0apcTEEHHOrO YHUEEPCHTETS

“In the beginning
was the Word,
and the Word
was with Goc
and the Word
was God.”

[Saint John, 1.1]




dv DBbiCLUaA
) WKOJMa MeHeAXKMeHTa

YcTonuuBoe pasButue: ot
KOHUenuuun 0o peanusauuu

3AIIPOCHI K GOOGLE YUCJIO OTKJIMKOB 3AITPOCHI K GOOGLE
sustainable development 2,230,000 | 2,010,000 yCTOHYHMBOE pa3BUTHE
sustainability development 277,000 35,700 pa3BHUTHE YCTOWYHUBOCTHU
sustainable branding 25,900 1,180 YCTOWYHBBIH OpPeHIHHT
sustainability branding 9,030 3 OpCHJMHT YCTOWYHUBOCTH
sustainable logistics 107,000 199 YCTOWYHNBAS JJOTHCTHKA
sustainability logistics 15,000 1 JIOTUCTHKA YCTOMYUBOCTH
sustainable marketing 172,000 22,600 YCTOMYMBBIH MAPKETHHT
sustainability marketing 104,000 16 MapKETHHT YCTOWYUBOCTHU
sustainable consumption 797,000 26,400 yYCTOIUYNBOE MOTPeOIeHHe
sustainability consumption 31,700 11 noTpebJIeHne YCTOWYNBOCTH
sustainable production 1,440,000 14,200 YCTOIYNBOE MPOU3BOICTBO
sustainability production 10,100 167 IIPOU3BOJICTBO YCTOHYHNBOCTH
sustainable product 630,000 374,000 YCTOMYUBBIH NMPOAYKT
sustainability product 75,300 157 MPOJYKT YCTOWYHBOCTH
sustainable service 136,000 74 ycTOMYNBas ycJayra
sustainability service 25,200 12 ycayra yCTOMYMBOCTH
sustainable education 161,000 14,200 yCTOHYHMBOE 00pa3oBaHUe
education for sustainability 682,000 7,800 | odOpa3zoBaHue 1Jisl YCTOWYUBOCTH
sustainability education 551,000 392 o0pa3oBaHNUE YCTOWYHUBOCTH




Bbicwias

LUKONa MEeHe)KMeHTa YcTtonumsoe pasBuTue. ot

Tabnuya 2

CucreMaTH3UPOBAHHbIE HCXOIHbIE JAHHbIE
IS IPOBEPKM CEMAHTHYECKON aeKBATHOCTH MPHJIATaTeIbHBIX «SUStaiN» U «ycmoiuusstin»)

KOPHEBOE CJIOBO: KEY WORD:
yCTOHYMBBIH YaCTOTHOCTD TepeBo «Sustainy sustain
CHUHOHUMBI: CHUHOHUMBI:
YBepeHHbli 112.5 HenpepbIBaeMblii continual
[TocTostHHBIIH 108.4 HenpepbIBaeMblii continuous
BepHbrii 89.8 KM3HECTIOCOOHBIH viable
Kpenkwuii 73.6 OCYIIECTBUMBIH feasible
Jloxa3aHHBII 65,0 HenpepbIBaeMblil unceasing
Trepaprit 59.5 IBETYIIHH green
HanexHablii 47.2 HETIPEX OIS IH imperishable
ComnuiHbIN 21.7 Y)KUBYMBBIN livable
be3omnacHsrit 24,0 B0300HOBIIIEMBIN renewable
[Tpounsrit 23.9 TPUEMIIEMBIH supportable
DyHIaMEHTATbHBIH 20.9 HeCKOHUaeMblil unending
CraOuapHBIH 19.5 JeNbHBIN worthwhile

HcTouHuK: cocTaBaeHo aBTopamu o [CroBaps CHHOHHMOB. ..,, 2018]; http://www.thesaurus.com/, 2018]




Bobicwias

{ 0 LIKOJIa MEHE[KMEHTA YcTonumBoe pa3BuTue. ot
UG comnowopon KOHLenuuu 4o peanusauum

SKBUBAIJIEHT NMEPBOE
CTPAHA ans CJIOBAPHOE
SUSTAINABLE 3HAYEHUE
CLA sustainable YCTONYUNBLIN
[TonbLua zrownowazony  cbanaHcuMpoBaHHbIN
[epmMaHug nachhaltige CTOUKUA
dpaHuung durable NPOYHbIN
Ntanuns sostenibile YCTONYMBLIU
Poccus YCTOUYNBBIV YCTOUYNBBIV

YKpaunHa CTINKNU YCTONYMBLIU



% Bbiclas
45 PY wkona meHegKMeHTa

W .'J -..'I 4 . _ - -
R T Cankt-Merepbyprekoro
roCYOapCTEEHHOMD YHUESPCHUTETS O ar e I n g

 Environmental factors are + Megamarketing:
the uncontrollable factors  “do more than

Involving social, economic, manage the 4P; it
technological, competitive, must also try to
and regulatory forces manage

» Marketing mix (4P = environment”
product, pricing e
distribution, Ravi Sarathi)

communication) -
controllable factors

Vitally I. Cherenkov



f_} % Bbicwas Laser beam

WKONa MeHeXXMeHTa

Ly Ao A ! "
L b 4 Cankt-Merepbyprekoro

u
rocynapcTBEHHONO YHUEEPCUTETE S e If-fO C u S I n g

An intense optical pulse

propagating in a nonlinear [ L ¢
medium can experience !
nonlinear self-focusing: Overereeof s serbean
the beam diameter is onrgr y -
decreased compared with | oo b

that of a weak pulse. The = " %

higher optical intensities | :
cause an effectively

increased refractive index | ~ _— _—

for the inner part of the W e |

beam that acts like a
focusing lens.




Bobicwas

LLIKONa MeHeKMEHTa YcTtonunBoe pa3Butue: ot
Soi};/};;pﬂf:seepf:c?rroc;Z;OBepCMTeTa Ko H ue n u M M no pean M3a uM M

«ycmou4yuebIiU MapKEeTUHT ... KOHLUENUUA... KoTopas BKoyaeT
B ceDsl NOCTPOEHME N pasBUTUE ycmou4uebiX OTHOLLEHUN C
coumanbHOW N OKpYXXatoLlen cpeaon n cosgaHne HoBOW
noTpebnTenbLCcKkon LEHHOCTN bnarogaps UHTerpaumm
9KOJTOMMYHbIX TEXHOSIOMMU NMPON3BOACTBA TOBAPOB U YCNYT,
9KOJTOrMYHOW KyINbTypbl NOTPEDEHNS N 3TUYECKU

BbIBEPEHHbIX peLleHnN No ynpaBfeHUo MapKeTUHIOBbIM
B3aMMOOENCTBUNEM.

EB XanunHa Pa3sunTtne KoHuenumm yctondmeoro passntus B Poccumckoun
9KOHOMUKE U MapKeTuHre ... [pobnembl coBpeMeHHOW 3KoHOMUKN, 2016, issue

4 (60), 116-120 .
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¢ V7 CaHkT-lNeTepbyprekoro KOH uen uM n no pean nia uM n

rocyfapCTBEeHHOro yHuBepcuteta

HekoTopble poccunckme gecpmHULNMN, COOTBETCTBYHOLLME aHITIOA3bIYHOMY

TepMUHy «sustainable marketing» -1

ONPEOEJNEHUE KOMMEHTAPUN
... ajanTtauust MeEToOAOoNornMn N NpaktTukn - leduHnumns TaBtoniormyeckas,
MapKeTUHra B Lendax nogaep’kaHus MNOCKONbLKY onpeaensieT «<yCTon4uBbIn
YCTOMYNBOCTU OU3Heca A4 pasBUTUA  MaPKETUHI» KakK MHCTPYMEHT
npeanpuHUMaTenbCcTBa U «nogaepxaHmsa yCTOM4nBOCTHU
COBEPLUEHCTBOBAHUA BU3HEC- BusHecay, KOTopbIN «CNOcobCTBYET
OTHOLUEHUMN. ... cnocobCcTByeT YCTOUYUBOCTU KOMMNAHUN N PbIHKOBY
YCTOMYMBOCTM KOMMNAHUMN U PbIHKOB Ha - HeT BKItoueHnsa obLwenpmnaHaHHbIX
OCHOBE MCMONb30BaHUA METOO0B U «KOPHEN» 3TOro Tuna MapkeTUHra —
NPUEMOB COoLManNbHO OTBETCTBEHHOIO MapKETUHI B3aUMOLEUCTBUSA, MaPKETUHT
MapKeTUHra, Noaaep>KkM 1 3alunTbl OTHOLUEHWNWN, CTENKXONAEP-MAPKETUHT
9KOMOrM4YeCcKNX CUCTEM BO BHELLHEN U - HeT ccbifikn Ha XONUCTUYECKYHO
BHYTPEHHEN MAPKETUHIOBOW Cpefe. reoaKocucTemy

Barves I.J1., HepeHkoB B.W., HepeHnkosa H.WN. (2018) MapkeTunHr gns
peanunsaymmn KOHUENUNU YCTON-YMBOIrO pasBUTUSA: CYLLHOCTb U

TepMuHonorndyeckaa napagmrma — M3sectus Clreray




Bobicwias

A% Liinons meHemrmena YcToumBoe pasBuTHe: OT
e e - KoHUenuuu o peanun3auuu

HekoTopble poccunckme gecpmHULNMN, COOTBETCTBYHOLLME aHITIOA3bIYHOMY

TepMuHy «sustainable marketing» - 2

OMNPEOENEHUE KOMMEHTAPUU
...... MacCUpOBaHHbIE aTaKun - VICKIIOYMTESBHO Y3Kas aeduHnumns
couManbHOM peKriaMbl Ha CO3HaHue - OQHAaKO COOEPXWUT MNosSie3Hoe yKkasaHune
noTpeourtenen, TeM cambim Ha coumanbHO-NOMNTUYECKYHO
OCYLLECTBSISAA NPEeBEHTUBHbIE MEpPbI MO OemMarornto B coctaBse 3TOro
copmnpoBaHuo counanbHO MapKeTUHra, KpUTUKYEMYIO B psige
OTBETCTBEHHOIro NoBeAeHus y 3TOro 3anagHblxX paboT Ha 3Ty TeMy
noTpebuTens... N3OLWPEHHbIN CNocob - ctunb NO COMMENTS!

MaHUMNyNMPOBaHUA coLnanbHoO
OTBETCTBEHHbLIM MOBEAEHNEM
notpeburtens

Barves I.J1., HepeHkoB B.W., HepeHnkosa H.WN. (2018) MapkeTunHr gns
peanunsaymmn KOHUENUNU YCTON-YMBOIrO pasBUTUSA: CYLLHOCTb U

TepMuHonorndyeckaa napagmrma — M3sectus Clreray
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A% Liinons meHemrmena YcToumBoe pasBuTHe: OT
. KOoHUenuun Ao peanusauumu

HekoTopble poccunckme gecpmHULNMN, COOTBETCTBYHOLLME aHITIOA3bIYHOMY

TepMUHY «sustainable marketing» - 3

ONPEAOEJIEHUE KOMMEHTAPUNA
...KOHUenuums, ... Kotopas Bkrtovaet B ceba - [eduHnums TaBTonornyeckas ,
NOCTPOEHME U pa3BUTUE YCTONUYMBbIX NOCKONbKY onpeaensaeTr «yCTONYMBbLIN

OTHOLLEHUI C coLUManbHOW [IpornyweHo 1o MapKETUHr» Yepes «pa3Butme
CPasHEeHUto ¢ opuauHamomMm — «natural» u YCTOMYMBbIEX OTHOLLUEHUWY

rnpupodHoOU] OKpyXatoLlen cpeaon u - He Bblgep>kaHO OCHOBHOE NpaBuIio
co3gaHne HOBOW NOTPeEBUTENBCKOU nedpuHnposaHus HOBOIO —
LEeHHOCTWN Bnarogapsi UHTerpaunm OMNMPEAENAEMOE OOITMKHO

9KOMOrMYHbIX TEXHONOIMM NPOU3BOACTBA OMNPELOENATLCA YEPES3
TOBaApPOB M YCNyr, 3KONMOMMYHOM KYNnbTYpbl KOHBEHUMOHAJNBHOE
noTpebneHns N 3TYECKN BbIBEPEHHbIX

peLeHn No ynpasrieHnto MapKETUHIOBLIM

B3anMOOeNCTBUEM.

Barves I.J1., HepeHkoB B.W., HepeHnkosa H.WN. (2018) MapkeTunHr gns
peannsaymmn KOHLENUNU YCTONYMBOIO PasBUTUSA: CYLLIHOCTb U

TepMunHonorndeckas napagurma — Mssectus CIr16I3Y (c ucnpaeneHuem)




Bbicwias ~ .
LIKONA MeHeKMEeHTa YcTtonumBoe pa3BuTUe:. OoT KoHuenunm oo

CankT-lNeTepbyprckoro peal'l M3auMM

rocynoapCTteeHHOro yHmsepcurterta

YctonuusBbin mapkeTuHr — MOMbITKA ocyuiecterneHus
Takoro MapKeTuHra, KOTopbi uaearnbHO BbiCTpanBaeT
BHYTpMoOpraHm3saumMoHHble npouecchbl U ynopsgovymBaeTt
pecypchbl, 4TOObI co3aaBaTb LLEHHOCTb ANS
cTeukKxonpgeposn (BrnagenbLes, akuMOHEPOB, HAEMHbIX
PabOTHWKOB, NAPTHEPOB MO LENOYKe LLEHHOCTU) U Yepes
NocpeacTBO KOTOPLIX - 3@ cHET AeUCTBUU PUPMbI -

YIYHUWAKOTCH BHewHne npupoaHas u coumnanbHas
OKpyxatoLine cpenpbl.

The business of sustainability : trends, policies, practices, and stories of

success., (Basile, G., Hershauer, J. & S.G. McNall, ed.) Praeger Press, 2011
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LIKONA MEHEKMEHTa YcTtonunBoe pa3Butue: ot
‘ ?oacl:};};gpﬂ(:egaeepfriyc?rrc():;zixoaepcmem KOH uen uMM no pean M3a|.|,V|V|
KoHuenuua «tponHoro utora» (triple bottom line)




FA YD —— YcTonunBoe pasBuTue: OT
ﬁ\)‘{:}&)ﬁ aHKT-l leTe rCKOro
%\ =, SocygapHCTBepHéHyopro yHUBepcuTteTa KOHuenuMM no pean“3auMM
KoHuenuuns «tponHoro ntora» (triple bottom line)

-~

‘People, Planet, Profits’ and Perception Politics:

A Necessary Fourth (and Fifth) Bottom Line?
Critiquing the Current Triple Bottom Line in the Australian
Context
Jessica O'Neil -

PEOPLE

PROFIT

PLANET
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LIKONA MEHEKMEHTa YcTtonunBoe pa3Butue: ot
& [ooncesis b e KoHUenuuu Ao peanunsauuu

[ToHaTtue ‘Perception Politics’ (NMOJIMTUKA BOCIPUATUA)
crieayeT uccrenoBaTb B TEPMUMHAX (Kak 4EUCTBUTENBHOIO,
Tak n BOOOpaXkaemoro) BO34enNCcTBUA Ha:

> TPONHOW UTOT

> MONUTUKNA
> napTuu
> MOJINTUKOB

C YYETOM BOCMPUUMHYMBOW NpUpoabl MyGINYHOM NONUTUKUA U
NMONMTUYECKOro ANCKYypca
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RSF  rocymaporoamero yespoirers Corporative Capitalism

nytella | JAN13, 2017, Study Suggests
Ingredient in Nutella Could
Cause Cancer: 5 Fast Facts You
Need to Know

/ \"A

— \
FERRERD [ &5

Main produ - Nutella, ROcChe Kinde irprise, Kinde 0
Kinder Bueno and Tic Tac.

In the reactive commercial campaign-2017 [+3%], Ferrero
said that the palm oil used by Ferrero was not only
processed at a controlled temperature, but it came from
freshly squeezed fruits, making it safe.

Using palm oil decrease production cost M$22 app.

4
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S 0[S WKona MeHea KMeHTa

Cankt-Tetepbyprekoro M k "
rocyoapcTEEHHOrO YHWEEPCUTETa ar e I n g O n C e p

« The marketing  Integrated Marketing
concept is the idea Communication
that an organization .« | gbbying
should

e (1) strive to satisfy the
perceived needs of
consumers

* (2) while also trying to
achieve the
organization’s
goals. Vitally I. Cherenkov
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LLIKONa MEHE[KMEHTa YcTonumnBoe pasBuTtue: oT
. KOHUenuuu Ao peanusauuu

STATE SD POLICIES, PROGRAMS, AND INVESTMENTS + EDUCATION FOR SUSTAINABILITY
Financial resources = F(Fiscal System)

Corporative SD Policies = Increasing production costs = Increasing product prices

Prod ) . . Waste /
Inc:!'wt|1albltalt Al Pollution

Outputs: Inputs: Outputs: Inputs:

Business Society Environment**
[Profit] [People]
Sustainable Sustainable
Production / Distribution Consumption

Inputs: Outputs:

Raw Manpower Manpower Refuse / Refuse /
-|<nowledge Knowledge | Pollution ’ Pollution

PuBLIC OPINION, MOVEMENTS, AND ORGANIZATIONS




Bobicwas

LWKOJ1a MEHe )XMEeHTa
CaHkT-lleTepbyprckoro g el l u I I l

rocygapCcTBEHHOro yHuBepcuTeTa

» YCTOM4YMBOE pa3BUTME: OT KOHLUEMLUMN A0 peann3aymnm
» 00Lan Teopus: 3HaYeHUe M

Ha3HaA4YeHune
» basoBasi aTnonorua odLien Teopun MapKkeTUHra
» Poccunckne nonckmn odLien Teopmun MapkeTuHra
» MapkeTnHroBbI noaxoa B odbnacTtn couymarnbHO-
9KOHOMMYECKUX HayK
» Ha nyTtu Kk obLen Teopumn yCTon4nBoro pasBuUTuUS



Bobicwas

&7 5 \) wkona meHepxmeHTa 0]7 wad TeopudAa. 3Ha4YeHNe n
¢ CaHkT-lleTepbyprckoro
rocyapCTBEHHOro yHUBepcuTeTa H a3 H a Y e HA e

Teopuss MOXKET paccMaTpuBaTbCs Kak obLlasi Teopusi, eCrim OHa
CITYXXUT «reHepaTopoM» («poanTenemy»), «40HEPHUX», UNu
YaCTHbIX TEOPUN N, B TO XXe caMoe BpeMS, NPUHUMAET B
cebst TeopeTnYeckme KoHUENLUM POACTBEHHbLIX AUCLIUMAIINH,

icTopnyeckn Teopmst MapKeTUHra BOCXOAUT K TEOPETUYECKUM
OCHOBaM 3KOHOMMYECKOW HayKu U BKIHOYAET Takne 6asoBble
KOHLenumuu/kaTeropmm 3KOHOMMNYECKON TEOPUN, KaK OOMEH,
MaKkcumMmnsauusa npubbinn, Nore3HOCTb, 3KOHOMUYECKNN
4yernoBekK, paunoHanbHOCTb PbIHOYHOIO NOBEAEHUSA U AP.

CocTtaBndaeTt cerogHsa obliee MecTo CyXXOAEeHUN B MapKETUHTe,
4YTO B OCHOBE MAapPKETUHra JIEXUT Takasi OCHOBHaA U
ncxopoHas Kateropus, Kak «KOoOMeH»



e B
#7 . %) wkona menepxmenTa O6wasn Teopus: 3HaYeHNe
CaHkT-leTepbyprckoro H a3 H a LI e H M e

rocygapCcTBEHHOro yHuBepcuTeTa

rmnoTte3a - o0Laa Teopuss MapKeTUHra B HacTosILLLEE BPEMS =
napagurma KoHUeNTyanmM3npoBaHHOIO 3HaHUSI, KOToOpoe
HaxoauTCsl B NEPEXOOHON CTaAaun OT COCTOSIHUA NO3UTUBHOM
TEOPUN K TEOPUN HOPMATUBHOM

npegmMeT MapKETUHIOBOrO 3HAHNS! UMEET CINOXKHYIO
NHTEPONCUUMIIUHAPHYIO CTPYKTYPY, T.K. OOMEH HaxoauTcs
NPaKTU4YECKN BO BCEX MMEIOLLNX OTHOLLEHUE K MAPKETUHTY
COLMaribHO-3KOHOMUYECKUX AUCUMNIINHAX, KOHUENTYarnbHbIN
COCTaB KOTOPbIX COCTaBIIAET KOPNYC YaCTHbIX TEOPUN
MapKeTuHra

MHoOromepHoCTb NnpegMeTHOU ObnacTn MapKeTuUHra
COCTaBNsET BaXXHENLLYO Npobriemy nocTpoeHust ero obLen

TEopUMN.



Bobicwas

LWKOJ1a MEHe )XMEeHTa
CaHkT-lleTepbyprckoro g el l u I I l

rocygapCcTBEHHOro yHuBepcuTeTa

» YCTOM4YMBOE pa3BUTME: OT KOHLUEMLUMN A0 peann3aymnm
» ObLas Teopusi: 3Ha4YEHME U HAa3HaAYEeEHNE

> basoBas aTnonorusa ooweun Teopun

MapPKeTUuHra
» Poccunckne nonckn odLien Teopun MapkeTuHra
» MapkeTnHroBbI noaxoa B odbnacTtn couymarnbHO-
9KOHOMWYECKNX HayK
» Ha nyTtu Kk obLen Teopumn yCTon4nBoro pasBuUTuUS



f\f”"\ ixona mevemxwenta  DA30Bas 3TMONOrMA obLen Teopum
CF Cotormomoo e MapKeTuHra

OhD

[MpeaMeTHana obnactb metTateopumn MapkeTuHra (no

bapTtenbcy)

» 1) Teopusa coumanbHOWU MHULMATUBDI,

> 2) Teopusa ppakuMoHNPoBaHUA SKOHOMUKN (BblOeneHmne
CEKTopoB pbiHKa B, C, G);

» 3) Teopus PbIHOYHbLIX PONEW, OXXNaaHMU U B3aUMO4EUCTBUN
(KOHUENUUA MapKeTMHra oTHoLweHun — B.Y.);

> 4) Teopus NOTOKOB N CUCTEM (B LULMPOKOM CMbICHE,
nornctuka — B.Y.);

» 5) Teopusa orpaHn4yeHnn noseneHuns (counanoHas
OTBETCTBEHHOCTb aKTOPOB pPbiHKa. — B. Y.);

» 6) Teopuda counanbHbIX NSBMEHEHUN N MAPKETUHIOBOW
9BOJIIOLNN U

» 1) Teopus coumarnbHOro KOHTPOSA 3a MapKeETUHIOM (Teopumn
coumnarnbHO-OTBETCTBEHHOIoO MapkeTuHra. — B. Y.)

‘ Bartels R.D.W. (1970) Marketing Theory and Metatheory. Homewood, IL:lrwin




#7 % uonamenemxwenra  Da30Bas aTUONOrus obLen Teopun
@ ’2 I’COaC’;I},(ELTa—pﬂCeTTBeepHGHyCE)rrC():;z;oBepCMTeTa M a p KeTM H ra

[MpeaMeTHana obnactb metTateopumn MapkeTuHra (no

bapTtenbcy)

» 1) Teopusa coumaribHOM UHULMNATUBDI;

»> 2) Teopusa ppakyMoHUPOBAHNA SKOHOMUKU (BblaerieHue
CeKTopoB pblHKa B, C, G);

» 3) Teopus PbIHOYHbLIX PONEW, OXXNOaaHMU U B3aUMO4EUCTBUN
(KOHUenuusa MapKeTUHra oTHoweHun — B.Y.);

> 4) TeoOpus NOTOKOB U CUCTEM (B LLUMPOKOM CMbICHE,
nornctuka — B.Y.);

» 5) Teopusa orpaHnvyeHnn noseaeHns (counanbHas
OTBETCTBEHHOCTb aKTOpPOB pbiHKa. — B. Y.);

> 6) Teopusa coumaribHbIX U3SMEHEHUN U MAaPKEeTUHIOBOM
3BOJIIOLNU U

> 1) Teopusi counarnbHOro KOHTPOSIA 3a MapKETUHIOM (Teopumn
couMaribHO-OTBEeTCTBEHHOIro mapketuHra. — B. 4.)

‘ Bartels R.D.W. (1970) Marketing Theory and Metatheory. Homewood, IL:lrwin ‘




Bobicwias

7 L% wrona menepxmenta Da30BafA aTUONOrNsA odLLEN Teopun
56 rocymapcraenioro yseporera MapKeTUHra

KoMmnnekcupoBaHue 4YaCcTHbIX TEOPUN Ha NYTU K
obweun (no Anb AHcapum) [El-Ansary, 1979]

[MoapobHo U
o0CcTOATENbHO

UepeHkoB B.W. (2013) Obwas Teopuss MapKeTUHra:
TEKyLLee COCTOsIHME 1 noaxoabl K paspadoTtke // BeCcTHUK
C.-lleTepb. yH-Ta. Cep. MeHegKMeHT.. Bbin. 2




Bobicwas

LWKOJ1a MEHe )XMEeHTa
CaHkT-lleTepbyprckoro g el l u I I l

rocygapCcTBEHHOro yHuBepcuTeTa

» YCTOM4YMBOE pa3BUTME: OT KOHLUEMLUMN A0 peann3aymnm
» ObLas Teopusi: 3Ha4YEHME U HAa3HaAYEeEHNE
» basoBasi aTnonorusa odLien Teopun MapKkeTUHra

» Poccunckue noncku ooieun teopun

MapKeTuHra

» MapkeTnHroBbI noaxoa B odbnacTtn couymarnbHO-
9KOHOMWYECKNX HayK

» Ha nyTtu Kk obLen Teopumn yCTon4nBoro pasBuUTuUS



Bobicwas

wkona menepxmenta P OCCUMUCKME NMOUCKU OoOLLEen Teopum
it o e s MapKeTUHra

«B mapkeTunHre ncnonbadyetcs 60bLIOE KONUYECTBO UAOEWN,
KOHUENUUn, MeTogoB, N03aMMCTBOBAHHbLIX N3 pa3HbIX
obnacTten 3HaHUN, KOTOPbLIE HEBO3MOXHO (BO BCSIKOM
clnyyvae, npobrneMaTu4HoO) o0bLeaNHNTL OOLLLEN TEeOPUEN
(kypcuB Haw. — B. Y.)»

[Fonyokos E.I1. O HEKOTOPLIX OCHOBOMOMArarLWmMX MOHATUAX
MapkeTuHra // MapkeTtuHr B Poccumn n 3a pybexowm, 2005,
Ne1].

N.N. MNMunuypnH «Oblaa Teopmst MapKeTUHra»
ExaTtepuHOypr 1996




ona mevemxmesta POCCUICKME MOUCKM OGLLEeN Teopum
CaHkT-lleTepbyprckoro M a p KETVI H ra

rocygapCcTBEHHOro yHuBepcuTeTa

Euie 6bonee npopaboTaHHOW NpeacTaBnaeTcsl Ha CEroaHALHUN

OeHb obuwas Teopus mapkeTtuHra. @ . Kotnep (P. Kotler),

KK, TambeH (J.J. Lambin), O. \TpayT (J. Trout), [1. Aakep (D.
Aaker), T. Jlesut (T. Levitt), M. NopTep (Porter M.)

dOPMUPOBAHWE BHYTPUOPIAHN3ALIMOHHOIO
MAPKETUHIA BEPTUKAJTIbBHOUHTEIMPUPOBAHHbDLIX
OPIAHN3ALIMA
(TEPMNHOJNOIMMNA U CTPYKTYPA MNMPOBJIEMATUKW)
Kaynb O.B.
(HOY «UHCcTUTYT domHaHCcoBOro aHanusa v ayouta», TOMCK)

[Mpod. MuHaes [1.B.
(PrbBOY BI1O CaHkT-TleTepbyprckuin rocyaapCTBEHHbIN
NHXEHEePHO-3KOHOMUYECKNIA YHNBEPCUTET




Bobicwas

wkona menepxmenta P OCCUMUCKME NMOUCKU OoOLLEen Teopum

CaHkT-lleTepbyprckoro

rocynoapCTteeHHOro yHmsepcurterta M a p KETM H ra

B Poccuu nogsunucb doyHaamMeHTanbHble Tpyabl 3anagHbiX
yyeHbiX . AHcodbda, [1. . pykepa, P. Kotnepa, 1.
Mapwana, M. MeckoHa, M. lNopTtepa, C. duwiepa, [x.
Xeaoypu, a Takke N3BECTHbIX OTEeYECTBEHHbIX aBTOPOB - Jl.
N. Abankuda, A. I'. AraHbengHa, O. C. BuxaHckoro, A. I.

[ paHbepra, N. H. 'epuynkoBon, 3. M. KopoTtkoBa, A. H.

PomMaHOBa, B KOTOPbIX COAEPXKNTCH 0bLLIasa Teopus
MAPKEeTUHra

Teopus n meToauka MapKeTUHIOBOW AEATENBHOCTU B YYPEXOEHUSAX CPEeaHEro
npodeccruoHanbHo-Negarormyeckoro o6pasoBaHns

KoemyH T.A (2009) a/p Cmasporiorib
YnpaeneHue bonbwumu cucmemamu




Bobicwas

/% wkona menepxmenta POCCUMUCKNE MOUCKU ObOLLEN Teopumn
il e MapKeTUHra

MMEHHO MApKETUHI PO3HUYHBIX IIPOJAXK, a He o00las Teopusd
mapketruHra. He npocrto MeTononorus, a ymiyOJI€eHHe BIUIOTh 10

MOHUMAaHUS (PUIIOCO(PHUHU SMOHCKOro OU3HECA.
1TO0 AeJ1aeT MEeCTHBIN Mara3uH IMIPUBJ/ICKATC/IbHBIM

IIPOEKT MPOrpaMMbl CEMUHApa
AHOHUM

O0mass Teopusi MapKeTHMHra pa3zpadoraHa B Tpylax TaKUX
3apyOeKHBIX VUeHBIX, Kak J[>k. 9BaHca, @.Kotnepa [1], I'I'Jlerray n

MAPKETHHI ObPA3SOBATEJIBHBIX YCIIYI': AHAJII3
OTEYHECTBEHHOI'O U 3APYLEXHOI'O OIIBITA
OpeHOyprckui rocy1apCTBEHHbIN YHUBEPCUTET




Bobicwas

% wkona menepxmenta P OCCUNCKME MOUCKU OOLLIEN TeOpUM
CaHkT-lleTepbyprckoro M a p KETVI H ra

rocynoapCTteeHHOro yHmsepcurterta

Obwas Teopusa mapketuHra (general theory of marketing) —
BHYTPEHHE HENPOTUBOPEYMBAA COBOKYMNHOCTb OOLLen
KOHUEenTyanbHON napagurMmbl U COOTBETCTBYHOLLMUX €U YaCTHbIX
TexHonormm odecrnevyeHmns 3ahheKTUBHbIX MAaPKETUHIOBbIX
OOMeHOB, yCIIOBUEM CTAHOBIIEHMNA KOTOPbIX SABMNAETCH
KOHKYPEeHTOCNoCcobHass MMHUMM3aLUNS 8 N-mepHoU a2ri0baribHou
MapKemuHa2080U cpede PacCTosHUS MexXay peanbHbIM U
BUPTYaribHbIM MapKeTUHr-MUKCamMn, COOTBETCTBEHHO, NpoaasLa U
nokynaTtensd, goctmraemas ansa dookanbHOM KOMMaHnu
OTNUYNTENBHLIM PECYPCHBIM ObecrnevyeHnem MMKpocpeasl,
pauuoHanusauuen noptdensa oTHoOLLEHNN B Me3ocpeae
ydyeTomMm/Mmoandmnkaumuen BIIMAHNA U3MEPEHUN MaKPOCpeabl

CdopmynupoBaHo Ha ocHoBaHuU: YepeHkoB B./. Obias Teopus

MapKeTUHra. Tekywee CoOCTodHneE N noaxoabl K pa3pa60TKe,




. BbicLuas
LLKOJIa MEeHeAXXMeHTa

8
VA, l \
Vi ‘3
/ r’i CaHkT-lleTepbyprckoro g

» YCTOM4YMBOE pa3BUTME: OT KOHLUEMLUMN A0 peann3aymnm
» ObLas Teopusi: 3Ha4YEHME U HAa3HaAYEeEHNE

» basoBasi aTnonorusa odLien Teopun MapKkeTUHra

» Poccumnckme nonckn obLen Teopmn MapKkeTUHra

» MapkeTUHroBbIu noaxon B obriactun

counasibHO-3IKOHOMUNYECKUX HayK
» Ha nyTtu Kk obLen Teopumn yCcTon4ynBoro pasBuUTuUS




Bobicwas

77 % wrona meneaxmerra MapKeTUHroBbIN Noaxoa B obnacty
L) canemopeon  COLMANIbHO-3KOHOMMUYECKUX HayK

» Teopuss NTHHOBaLUUWN

» ®PeHomeH nHHoBauun MeHeO)XXMEeHT MHHOBaLMUWU:
> WU3OBPETEHUE + KOMMEPUUNAITMSALUUNA =
MHHOBALIUA

NOTMCTUKA — NTOTMCTUYECKUUA MEHEO)XMEHT

— reHeTUYeCcKoe PoACTBO MapKeTUHra u JiIorMCTUKU

— eAUHCTBO UCTOPUNYECKOro U JIOrM4eCcKoro

SOFT & HARD

NMPNYNHA: BCeoOLWHOCTL OOMEHHbIX onepauun B
npupoae un oodwecrtse

OBMEH = ocHOBHasi 1 UCXxoaHasa KaTeropmsa MapKeTUHra

VVVYY

Y



Bobicwas
LLUKONIa MeHeaA)XMEeHTa

Agendum

rocygapCcTBEHHOro yHuBepcuTeTa

» YCTOM4YMBOE pa3BUTME: OT KOHLUEMLUMN A0 peann3aymnm

» ObLas Teopusi: 3Ha4YEHME U HAa3HaAYEeEHNE

» basoBasi aTnonorusa odLien Teopun MapKkeTUHra

» Poccunckne nomnckm oduien Teopmum MapkeTmuHra

» MapkeTuHrosbln noaxod B obnactu coymaribHo-
9KOHOMMYECKUX HayK

» Ha nyTtu K oOLwen Teopmn yCToN4UMBOro
pa3BUTUA



o Ha nyTu Kk o6Lwei Teopum
Ol lrepSipratore YyCTOMYMBOIro pa3BUTUA

rocynoapCTteeHHOro yHmsepcurterta

Sustainable marketing is an approach to marketing that ideally
aligns internal organizational processes and organizes
resources that create value for stakeholders (owners,
shareholders, employees, value chain partners) and through
which the external natural and social environments are
enriched by the activities of the firm.

Eric Arnould and Melea Press

Marketing Organizations and Sustainable Marketing




Bobicwias

LLIKONa MEHEKMEHTa Ha nyTtu K obwwen Teopum

e e YCTONYMNBOrO pasBUTUS

The concept of sustainability has created the need for an intellectual and
behavioral transformation in marketing in terms of understanding,
practice, and the research literature.

To name just the leading few, many macromarketing scholars have been

studying interactions between markets, marketing, and society to increase
guality of life, social welfare, and sustainability

Mark Peterson,

Sustainable Enterprise: A
Macromarketing Approach (2013

«...holistic and multidisciplinary approach — covering
nistorical, philosophical, technological, societal
perspectives; and more”




%, Bbicluas 5
/. % wkona menemxmenta Ha nyTu Kk obLien Teopum
NAWEY  Cankr-Metep6ypre Y
= FOEZZP;/Z;DCQTT;OpHHyEI’rOs:;OBGQCMTOTa yCTOMqMBorO pa3BMTM;I

Macro-marketing refers to the study of...

(1) marketing systems a level of aggregation criterion which allows the

(MS), Inclusion of topics like comparative marketing, the
Institutional structure of marketing and power
relationships in channels of distribution.

(2) the impact and a generalized "interests of society" criterion which
consequence of the brings in items like "social responsibilities” and the
MS on society, role of marketing in economic development

(3) the impact and recognizing society impacts on marketing and
consequence of forcing to include topics like the legal aspects of
society on the MS. marketing and the consequences on marketing

of different political and social value systems.

Shelby D. Hunt,

Macromarketing as a Multidimensional Concept
JOURNAL OF MACROMARKETING
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) Ha nyTu k o6wweit Teopun

\% vwﬁ/ CaHkT-lleTepbyprckoro A
E@:ﬁ@? rocyfapCTBEHHOro yHuBepcuTeTa yCTo M LI M BO ro pa3 B MTM;I

AMA'’s Definitions of Marketing: MARKETING IS...the
performance of business activities that direct the flow of
goods and services from producers to consumers.

...the process of planning and executing the conception,
pricing, promotion, and distribution of ideas, goods and

U1 00O © - gEereeiyiony

services to create exchanges that satisfy individual and
organizational objectives.

...an organizational function and a set of processes for
creating, communicating and delivering value to customers
and for managing customer relationships in ways that benefit
the organization and its stakeholders.

...the activity, set of institutions, and processes for creating,
communicating, delivering, and exchanging offerings that have
value for customers, clients, partners, and society at large

~OODN

Wk ODN



%, BblcLuan
’i LLKOJIa MEeHeA)XMEeHTa

3\ 2 CaHkT-lleTepbyprckoro
\CeRe y rocyaapcTBEHHOro yHUBepcuTeTa

Macro-Marketing Criticisms

- Advertising Wastes
: Resources

Consumers are
Manipulated

0 Superficial Change

~  NotEnough Social
Value

Ha nytu Kk oOLien Teopum
YyCTOMYMBOIro pa3BUTUA

MakpomapKkeTur BOBJIe4YEH B
OCMbICNeHune, o0 bACHEeHne
N NPOrHo3mMpoBaHME Tex
BO30EeNCTBUU, KOTOpPbIE
MapKeTUHroBasa cuctema
MOXEeT OKa3biBaTb U
OKa3bliBaeT Ha Hawl Mup.

illiam L. Wilkie and Elizabeth S.
Moore

Macromarketing as a Pillar of
Marketing Thought

ournal of Macromarketing 2006
26: 224



Bobicwas

LLIKONa MEHEKMEHTa Ha nyTtu K obwen Teopumn

it o e s YyCTOMYMBOIo pa3BUTUSA

dyHOoameHTanbHaga crnoXxHocte OTYP — B criyvyae nonbITOK
OeyKTUBHOro noaxona K ee noCTpOeHUo — COCTOUT B TOM, YTO
YP uvHTepgmncumnninHapHoO 1 MHOroOMepHO.

[TocTpoeHmne obLLEeN TEOPUN N COOTBETCTBYIOLLIEN EN
MaTeMaTUYECKON MOAENN CYMTAETCH HEBO3MOXKHbIM.

[lpegnaraeTca MHOYKTUBHbLIW NOAXOA.

[TonbITKN reHepanu3aumnn KOHKPETHbIX CIly4aeB C Y4ETOM CXOXMX

CTPYKTYPHbIX U MOBEOEHYECKUX XapaKTEPUCTUK coLnanbHO-
3KOHOMMYECKNX areHTOB I/IMe}OLLI,I/IX OTHOLIJeHl/Ie K YP.

“Mindful consumptlon a customer—centrlc approach to sustainability,”
Hatched: The Capacity for Sustainable Development
Edited by Bob Frame, Richard Gordon, and Claire Mortimer,
Landcare Research (Manaaki Whenua), Lincoln, New Zealand, 2010Academy of

Marketing Science, 39 (1), 21-39.

3ABOTIIMNBOE NMOTPEBJIEHUE




o Ha nyTu Kk o6Lwei Teopum
e e YyCTOMYMBOro pa3BuUTUSA

The concept of Mindful Consumption has been introduced to
marketing literature by Sheth et al. (2011) who point out that, in
order to tackle the problem of overconsumption, the consumer’s
mindset surrounding consumption needs to evolve.

Mindfulness, in general, can be understood as the state of being
attentive to and aware of what is taking place in the present; it
has been associated with positive effects on mental and
physical health, well-being, and behavioral regulation.

To date, there is little research on its effects on consumer behavior
and/or its environmental consequences

Sheth, Jagdish N., Nirmal K. Sethia, and Shanthi Srinivas (2011),
“Mindful consumption: a customer-centric approach to sustainability,”

Academy of Marketing Science, 39 (1), 21-39.




Bobicwas

LLIKONa MEHEKMEHTa Ha nyTtu K obwen Teopumn
e e YyCTOMYMBOro pa3BuUTUSA
A survey of AMA—Sheth Doctoral Consortium participants has

discovered:

» a high level of personal interest in marketing and society topics

» 2/3 of these doctoral candidates indicated that they were personally
Interested in learning about macromarketing topics and also that they
believed it should be covered in PhD education.

> BUT

» fewer than 1/10 had ever taken even one course in the said subject.
» the root problem of non-macromarketing PhD

students’ orientation is not with the people who are
entering study for a career in marketing academia but
Instead lies with the curricula of PhD programs...

William L. Wilkie and Elizabeth S. Moore
Macromarketing as a Pillar of Marketing Thought

Journal of Macromarketing 2006 26: 224




Bobicwas

"\W“—é" LiKona MEHEA)KMeHTa Ha nyTM K O6|.|J,el7| TeopMM
LY o Nersstiprons YyCTOMYUBOro pa3sBUTUSA

O yHuBepcurteTa

SAKITIOHYUTEJTIbHbBIE MOJNTOXXEHUA:

A — noka napagaurmanbHoe coctossHue OTYP

b — npouecc CrnoXHbIN, «CBET B KOHLUe TYHHenAa?»
«MNOOOYHbIE NPOAYKTbI !»

B — anpakTuka

[ — noBbILLEeHUEe MAaPKEeTUHIOBOU KYJbTypbl

IO — EDUCTION FOR SUSTAINABILITY

(...pa3pyxa B roryioBax oouwecrsa noTpedbneHun)

(...oNbIT ManbIX HAPOAOB B YCJIOBUSAX
orpaHU4YeHHbIX pecypcoB)

(ysasBUMOCTb APKTUKN)



o*:"‘-»é B v
i Ha nyTtu K obwen Teopumn
g o lamptimo YyCTOMYNBOro pasBuUTUS

rocygapCcTBEHHOro yHuBepcuTeTa

SAKINMIOYUTEJIbHbIE NOJIOXEHUA:

E — OT KOMMepUYeCcKoro MapkeTuHra K
KOHTPMAapPKeTUHIY — KOMMOHEHTe MapKeTUHra
YCTOUYUBOCTU

X — MapkeTUHr yctonumBoctu SD-soft +
riormctuka ycronumsoctu SD-hard



5% Bbiclias

5| A0 [@ LWKona MeHepXMeHTa 'I
= Jp' Caukr-Netepbyprekoro hey & We
rocyQapcTEEHHOrO YHHWBEPCHTETa

Western Way Russian Way

« Evolutionary step by step * Revolutionary
way of B2C market accelerated way of B2C
development market development

* More or less “win-win” * Practically “zero-sum”
strategy of sellers’ attacks strategy of sellers’ attacks

« Step by step buyers « Finally buyers suffer
acquire “immunity” to damage being managed
marketing “infections” by marketing activities

 Marketing AIDS

[WIN-WIN-WIN Strategy or TBL of Sustainable




Beicwan

Marketing Attacks

roCynapCTBEHHOO YyHHUBEpCUTETa

SNTRANTS

BARGAINING POWER
OF CUSTOMERS

THREAT OF
SUBSTITUTES

-——
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