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MAPKETWUHI TEPPUTOPUIN: POCCUNCKUI NPOPLIB

Jl7ist BBICTAaBOYHOI U KOHTPECCHON IeSITeTbHOCTU TIPAaBUJILHBIN BBIOOP MeCTa €€ OCyIeCTBIIe-
HUSI — BOKHEUIINI KO3BbIPb B CONIEPHUYECTBE 32 KJIUEHTOB. «MsTKast cuiiay, IPpUBJIEKATeJIbHOCTD
TEPPUTOPUU — 30HA OTBETCTBEHHOCTH HAYYHO-TIPUKJIQJIHON JUCHUIJIMHBI, KOTOPas Ha3blBACT-
CsI «MapKeTUHT MeCT» WJIM, KaK MPUHSATO TOoBOpUTh B Poccuu, mapketunr teppurtopuii (MT).

TO HMCCleA0oBaTelbCKasd,
NPOEKTHAS ¥ TPAKTHYECKas
ynpagJjeHueckas pabora c
NOTPEOUTEIbCKUMH EHHO-

CTSIMH TEPPUTOPUIA, 3BHAUMMBIMH IS €€

JKUTEJNIel, TYyPUCTOB, OM3HECMEHOR, MH-

BECTOPOB — BCEX, KTO MOT GbI IOMOYb

Pa3BUTHUIO TEPPUTOPHIA.

Jlnuo poccumnckoro MT

MT — oxna u3 Tex cdep aesaTesbHO-
CTH, BHUMaHHUE Ha KOTOPYIO MapKeToJI0-
ru Poccun o6paTuiiv 1104TH OJIHOBpE-
MEHHO C TPOSIBJIEHHEM COOTBETCTBYIO-
ero OBIEMUPOBOTO TPEH/IA.

[Toctenenno cran GopMuUpoBaTHCSI
myJ1 poccuiickux mpogeccronano MT.
Hapsany ¢ aktusnoctbio ['mibauu map-
KetoJsioroB n Poccuiickoit akajiemMun ro-
cylIapcTBeHHOM cyxOb1 npu I[Tpesu-
neute PD wHeb3st HE OTMETHTD BKJIA]
B MT Ttakux crpyxryp, kak Hayumno-
ncCye0BaTeIbCKUil yHUBEPCUTET —
Bricmras mkosa skonomuxu, Poccuii-
CKUI 9KOHOMMYECKUI YHUBEPCUTET UM.
I.B. ITaexanoBa, Mon «HCTUTYT 9KO-
HOMMKHU ropojiay, MIHcTuTyT Menua, ap-
XUTEKTYPbl 1 in3aiina «Crpeskas, Kyp-
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" CULTURE gNp AT - acinrecrone

HaJt «BosIbIoit ropoiy, MHTEPHET-TIoPTAJ
The Village. TIpoGiembl MapkeTuHTa,
GpeH/IMHTa, PEMyTallui U KOHKYPEHTO-
COCOOHOCTH TEPPUTOPHIA YCTIEITHO Pas-
PabaTbIBAIOT U PEIIAIOT Y3Ke MHOTHE POC-
CUICKHUE CIEIUATUCTDI, TTPEICTABIISIO-
TMe PaKTUYecKy Beio crpany. Jto ALK.
Cracs, /[.B. Busramos, H.C. MakaTpoBa
n B.C. BaamenkoBa, aBrop crarbu A.IL.
[Tanxpyxun — B Mockse, /I.II. I'aBpa,
B.M. TI'nenorckuii, A.Jl. Kpuonocos —
B Cankr-IlerepGypre, A.II. Eropmun u
N.B. Apxenosckuit — B Huxxknem Hos-
ropoze; T.B. Cauyk — B Kapenuu; 1.E.
WsanoBa n B.H. CremanoB — B fApoc-
nasne; MI.H. ladpanckas — B Ilepmuy;
N.C. Baxenuna — B ExarepunGypre;
A.M. JlaspoB — B Kemeposo; U.B. Kus-
sesa — B Hosocubupcke; H.41. Kamox-
nosa — B Upkyrcke; A.B. Kyspmun — B
Ynau-Yna; WN.11. YeprnoBa — Bo Baanu-
BOCTOKE U JIPyTHE.

Cospemennsiii poceniicknit MT mo-
Ka ele He MMeeT YeTKOW CTPYKTYpH3a-
MY, CIIEINATU3AIMN areHTCTB, 0dop-
MUBIIMXCS HAYYHBIX WIKOJ, 00IIenpu-
3HAHHBIX JIUJIepoB-TipakTiKoB. Ho ormpe-
JiesieHHast OGIHOCTD B3IJISAOB, TPHYEM
crieluduyHasi OTHOCUTEILHO 3apy0ex-

e

HBIX NPOGECCUOHAJIOB, YiKe TPOSBIIS-
eTcs. Beipaskaercst oHa Kak MUHUMYM B
IIBYX acleKTax.

Bo-1epBbix, eciu MHOTUE 3apybesk-
Hble CIEIMAJIUCTBl CXOJAATCS BO MHE-
Hun, uTo MT B cBO€I TEXHOIOTTYECKOMI
U WHCTPYMEHTAJIBHOW YacTH IpaKTHye-
CKH TOXKJIECTBEH TPAIUITHOHHOMY MapKe-
TUHTY TOBapOB U YCJIYT, TO B CpeJie poc-
CHIICKUX TPOGECCHOHAIOB JOMUHUPY-
10T UHBlE aKIIEHThl B MOHUMAHUH CyTH
JTOI fesiTesipHOCTH. B muckyceuu, mpo-
menmmeir 8 2010 rony B HoBocubupcke
Ha KpyrsioM cTose B pamkax 11 Mexnay-
HAPOIHOTO MOJIOZIESKHOTO MHHOBAITHOH-
noro dopyma «ureppas, 9T0 pasimune
6bL7I0 0(OPMIIEHO B CJIEYIOIIEM TE3VCE.
B ominuue ot 06010 (hUsMYecKoro To-
Bapa, KOTOPBIH, KaK MPaBUJIO, YIOBJET-
BOpSIET OJ[HY KaKy10-I11u00 MOTPeGHOCTD,
TEPPUTOPUIO «IIOTPEOJISFOT OYEHb MHOTO-
(pyHKTIIIOHATEHO> — Ha Hell KuBYT. [103-
TOMY OLIEHKA MPUTSITATETbHOCTH, «MsIT-
KOU CHJIBI» TEPPUTOPUH, KAK JKU3HB,
BCer/la MHOrorpaHHa, He MOKET 6])ITI)
cBeZieHa K OUsHec-ycriexaM ¥ IIPUObLIH,
a UMeeT YEeTKYIO COIMAJBbHYIO OpHeHTa-
LUIO — JIOIM HA TEPPUTOPUU JOJIKHBI
ObITH CYACTINBBI.

Bo-Bropbix, 3apybekHbie mpodeccro-
HAJIBI, IOJTYYUB 3aKa3 HA MAPKETUHT WJIN
GPEH/IMHT TePPUTOPHYU B HAIIEIl CTPaHe,
paboTaT B paMKaX TEXHUYECKOro 3a-
JIAaHUsT U He TPUHUMAIOT Ha cebst OTBeT-
CTBEHHOCTD 3a PeasM3alnio BbIpaboTaH-
HBIX TIPOEKTOB M pekomeHparuii. Poc-
cuiickue CIieruaaIncTbl 0OOBIYHO BBIXO-
ISIT 3 IpeJesTbl TeX3aJaHus, IIpeKpac-
HO MOHMMast, 4To Ge3 peleHust mpodJie-
MBI BHeJ[peHUsI pa3paboTok, Oe3 Haja-
JKUBaHUSA KOHCTPYKTUBHBIX OTHOIIEHUI
MEJK/Ly BJIACTSIMU PA3HBIX YPOBHeEIA, On3-
HECOM U 00IECTBEHHOCTBIO IOCTHYD Pe-
aJIbHOTO Pe3yJIbTaTa M MPU3HAHUS MOY-
TH HEBO3MOXHO. U 3/ech BaKHBIN pe-
3epB — COI[HAJIbHOE IIAPTHEPCTBO. IJTO
IPEEMCTBEHHOCTh B OTHONIEHNH MapKe-
THUHTA CO CTOPOHBI BJIACTEN U MapTHEP-
CTBO MEXK/Y BJIACTHBIMU CTPYKTYpaMu
10 TOPU30OHTAJIN U II0 BEPTUKAJIHN — Kak
OJTHOTO ¥ TOTO K€, TaK U PAa3HbIX YPOB-
Hell YITpaBJIeH s TEPPUTOPUSIMU. ITO TO-
TOBHOCTD K IIaPTHEPCTBY U COTPyAHUYE-
CTBY (co-opetition) co cTOpPOHBI KOHKY-
PUPYIONHX CyOBEKTOB 3KOHOMUYECKON

JEeSITEIHOCTH BHYTPU OTPACJIH, MEJK-
Iy CMEKHBIMU OTPACJISIMHU U B TIEJIOM
B KOHOMMUKe. HakoHell, 5TO B3auMHOe
YBa)KeHUE W TOTOBHOCTD K TAPTHEPCTBY
cpenn pohecCrOHATBLHBIX MAPKETIHTO-
BBIX CTPYKTYP.

10 am6uuumin u 100 upei

Ecnu ananmmsmpoBaTh UCTOPUIO POC-
cuiickoro MT B TeppuTopraJbHOM pa3-
pe3e, HesIb3sT He KOHCTATUPOBATh (DaKT
HEPBEHCTBA 3/1eCh CUOMPCKUX PETHOHOB.
He Mocksa u ne Cauxr-IlerepGypr, a
KemepoBckast 06s1acTh coBepiinIa mpo-
PBIB B 9TOM OTHOIIIEHHH, KOTOPBIH 03Ha-
MeHOBaJIcs BbixozioM B 1994 roxy mep-
BOM POCCHICKOI KHWUTH TI0 PAcCMaTpu-
BaeMoil Temaruke. Ee aBropom ObLi
Bute-rybepHarop obsactu, npodeccop
KemepoBcKOro rocyapcTBEHHOTO YHU-
Bepcutera A.M. JlaBpos, a Ha3bIBajIaCh
oHa «PernoHasbHBINT MapKeTHHT».

3areM acradeTy JTUIEPCTBA TlepexBa-
T neHTp Cubupckoro demepaabHOTO
okpyra Hosocubupck. Hauunas ¢ 2009
TO/Ia, OH CTaJI €5KETO/[HO OPraHM30BBIBATD
MesxmyHapoIHbIH MOTOIEKHBIN NMHHOBA-
1oHHbIN hopym «MHTEppay, omHOl U3
CTePKHEBBIX TeM KOTOPOTO CTAJ UMEHHO
MT. B 2010 roxy 3zech ke mporieJ mep-
BBIIl KOHKYPC ITPOEKTOB IIPOZIBUIKEHIHS
TeppuTopuii «3osortoit Kynuks», mTorom
KOTOPOTO CTaJI0 MPU3HAHUE MEXK/YHa-
POJZIHBIM 3KIOPH BBICOKOTO YPOBHSI TAKUX
paboT, Kak ceprst OMHOMUHY THBIX MYJTb-
TUIUIMKAIMOHHBIX (UIBMOB O POCCHI-
ckux peruonax «Mynbru-Poccust», mpo-
exThl «Bemukuit Ycrior — ponunHa [lena
Moposa» 1 «MBpIIKMHE — TOPOA KJiac-
CUYecKOH pycckoil mpoBuHINy. OHU U
crajiu nobenuTessiMUu. A Belb COPEBHO-
BAJIUCh [TPOEKTHI HE TOJIBKO POCCHIICKUE,
Ho u u3 apyrux crpan CHI, a takske u3
Benukobpuranuu, Kurasa, CIHA, Us-
paunsg. 11 B cocTaBe MeXXIyHAPOAHOTO
SKIOPU OBLJI TOJIBKO OJIMH MIPENCTABUTEIb
Poccun — aBTOp 2101 CTATHIL...

U cerommst HoBocuOMpCK mpozossraer
VIUBJSITH CBOUMHU TIpeTeH3usiMu. B pam-
KaX JI0JITOCPOYHOM 11€JI€BOI TPOTrPAMMBbI
mo pasputuio Typusma Ha 2012-2016
TO/IBI HA DTU IeJU U3 06JacTHOrO GIof-
sketa Oyzer BbigeseHo 580 muH py6uieil.
OCHOBHOI1 00bEM CPEJICTB, BbIJIEISIEMbIX
Ha ee peasn3aluio, IMoiizeT Ha (UHAH-
CUPOBaHKE «TOYEK POCTa» 06JIACTU KaK
TEPPUTOPUU [IJIsI TIPUBJIEUYEHUST TYPH-
croB. A B centsiope 2012 romga B 06Jia-
CTH IPUHSIIN O4eHb MaciiTabryio «I1po-
rpaMMy TIOBBIIIEHUS] MaPKETHHTOBOMN
npuBiekaTesbHOCTH HoOBOCHOMPCKOiL
obmactu» 001Iei CTOMMOCTBIO 644,5 MTH
py06. M3 Hux okono 324 muH pyb6uieii moii-

oMeKkuit £

PErOH

Orkpuman “rgEY Cubupt

JIeT Ha yYaCcTHe PETUOHA «B TIPHOPUTET-
HBIX BBICTAaBOYHO-SIPMAPOYHBIX Mepo-
npuATusix». Eme 150 muH py6useii Ha-
MIPABAT HA OPraHU3AIUIO MEPONIPUSITUI,
1[eJTb KOTOPBIX — <IIOBBIIIEHNE CTETeHN
uzeHTrduKaln xuresei ¢ Hoocubup-
CKoOMl 06/1acThio». 50 MtH py6Jteil raHu-
PYyeTcst IOTPaTUTh Ha pa3paboTKy OpeH-
na Hosocubupckoil o6macTi.

Crenom wauimatuBy mo MT Basiia
Ha ce6st OMckast o6sactb. 3uech B 2010
u 2011 ropax mpomiy /iBa 9KOHOMUYe-
cKux (hopyma, CTep;KHEeBOI TEMOI KOTO-
PBIX cTaJ MapkeTuHr obsactu. Obmact-
HOe MUHUCTEPCTBO 9KOHOMUKH TIOATIH-
€ajl0 MEMOPAH/IYM O COTPYAHUYECTBE C
I'mabaveit MapKeTOIOTOB, BOILIOTUBIIIEM-
¢ B cozfanuu Poccuiickoii acconuanum
Mapketunra teppuropuii (POCAMT).
IToutu cpasy ke GbLIT 0OBSIBJIEH OTKPBI-
TBIIl KOHKYPC Ha pa3paboTKy IPOrpam-
MbI Operaunra Omckoii o6iactu. Pato-
Ta HaJl TPOrPaMMON BKJIIOUNJIA YEThIpe
OCHOBHBIX 3Tala: ayaut openna, hbopmu-
posanue 1maatopMbl Openia, pa3paboT-
Ka [IPOTPaMMBbI Pa3BHTHsI OPEH/IA, paspa-
GOTKa IPOEKTA €ro BU3YaM3alui. 3HAK
CHMBOJIU3UPOBAJ He TOJBKO el OM-
ckoii obmactu kak «OtkpbiToit Cubu-

Coepemennnlii poccutickuii
MT noxa ewe ne umeem
YemKou cmpyxmypusauuu,
cneyuanu3ayuu azeHmcms,
opopmusmuxca HayuHoLX
WKOJ, 00WeEeNnpUIHAHHBIX
AU0ePO6-NPaAKmMuKos.

Ho onpedenennas oourocmo
632711008, npuuem
cneyuuunas ommocumeavbHo
3apyoexcrovix npogeccuonanos,
yoce nposeasemcs.

pu», HO B 11esioM nporpammy «10 amGu-
it u 100 uneii», cpenn KOTOPbIX, MEK-
J1y TIPOYMM, — ¥ aMOMIKsI JIUAEPCTBA 110
MApKETUHTY POCCUUCKUX TEPPUTOPUIA.

Ilo maHHBIM KaK POCCUICKUX, TaK U
3apyOesKHBIX MOMCKOBBIX cucTeM VH-
TepHeTa nomnynsipuocth OMckol 06.1a-
CTHU €Pa3y ke BBIPOCJA MHOTOKPATHO:
KOJIMYECTBO CCBIJIOK HAa HEe B OTBET HA
3arpoc 0 MapkeTHHre OMCKOTO peruo-
Ha yke B ceperue 2011 roma mpesbicu-
JIO TPEXMUJLIMOHHBIN PyOex, a BUAEO
mreHapHoro fokiaaza mo MT na Ilep-
BoM OMCKOM 3KOHOMHYeCKOM (hopyme
y3Ke /IBa TO/Ia JIEPKUT TIEPBOE MECTO TI0
TIOMYJISIPHOCTH B BeALyIIel 1podeccuo-
HAJIbHOW COIMAJIBHON CETH Ha TopTaJjie
Marketingpeople.

[TpoexT Moy uynsT BeCOMOe Npu3HaHe
B EBpone. Ha npomesiem B cepenue
2012 roga B MuHcke MeskyHapojiHOM
(ectuBase reorpaduyeckoro MapkeTHH-
ra u 6pennara OPEN on 3aHsir iepBoe
MecTo B HOMUHAIMK «DpeHy cTpambl,
peruoHa». TakoBO ObLIO pelieHUE MH-
TEPHAIIOHATIBHOTO JKIOPH 9KCIIEPTOB U3
[Topryramuu, Benrnko6puranuu, @pan-
uuu, Hunepnannos, Ilonbiu, Jlatsuuy,
Yxpaunbsl n Ipyrux crpaH (K coskaje-
HUIO, OMCKasi MHUITHATHBA ObLJIa 3aTOP-
MOJKEHaA € IPUXOJIOM K YIIPaBJIEHUIO 06-
JIACTHIO HOBOI KOMAH/Ibl TEPPUTOPHAJIb-
HBIX MEHEJKEPOB).

Cpean apyrux CHOHPCKUX TOPOJOB
cras Habuparh cuay aMOUIMO3HBII
IPOeKT cTosuiibl Bypsitiu ropona Yiaan-
Vi3, Henomaseky ot KOToporo oGHapysKe-
HBI CJIe/[bl IPEBHETO TYHHCKOTO IIocete-
nust. Tenepb Yian-Yas XodeT mpeTeH/o-
BaTh HA CTATYC CAMOTO JIPEBHETO TOPO/IA
B Poccun, a Tam 1 710 «pUMCKOTO» CTa-
Tyca yske Hezraseko! B 2012 ropy 3asiBut
0 cBOMX TIpeTeH3usX Ha craryc llenTpa
Bonbioro Antas Bapnayn, BoT TOJb-
KO JIeHer Ha «OpeHIMPOBAHUE> BbeJie-
HO — cyIIue Koneiiku. Buanmo, mectHble
BJIACTH YK€ HACJIBIIIAHBI O GECIIATHOM
KpayJICOPCUHTE 1 OYeHb XOTSIT MOTYUUTh
addexT, HHYero He MOTPATUB...

Pasymeercst, He TOJNBKO cuOUpPCKUE,
HO U JIPyTHe PErvOHbI M TOpPoJa BHEC-
JIM CBO# BKJIAJ[ B Pa3BUTHE POCCUNCKO-
ro MT. ITepmb u ExarepunGypr, Kazaub
u Yapanosck, Coun u BoJoroackag 06-
JIACTH BMECTE C ee PAaHOHAMM W paiilieH-
TpaMu — MOAPOOHBIMU PACCKA3AMH O T10-
HUCKax U pelIeHusIX B aToi cdepe yxe
MOKHO HATIOJHSTH (DOJUAHTHL.

Oco6eHHO TePCIEKTUBHBIME MOTYT
0Ka3aThCsl MEKPETMOHAJIBHBIC TPOCKTHI.
Cpenn nectyeMbIxX SIpociasiem — Ipo-
eKT «3oJ0TOE KOoJbII0 Poccuus, KoTo-
Dbl MOKET ObITh YAAYHO JOOJIHEH JIPY-
rum o6iedeIepaIbHBIM 110 CBOEMY Mac-
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mrraby npoexkrtom «Ckazounast Poceusi»
(uaunmatop — A.KosnoBckuit).

Ha Bbixozpnbie B Kazanb no nporpam-
Me «IIsaTh nsaTaui ¢ Havana 2013 roxa
GymyT tpuesskarh sxuresnn Camapsr, Mo-
ckBbl, Husxnero Hosropozna, Yot u Ko-
CTPOMBI. YI06HO, UTO YEJIOBEK TI0JTyYaeT
He IIPOCTO MECTO B T0e3/le, & IPaKTHye-
CKH HOMED B «TOCTHHUIIE HA KOJIECAX, C
WUHINBUIYJIBHBIM JIyTIIEM U BO3MOKHO-
CTHIO OCTaBHUTDb BEIU B KyIle HA BPEMs
AKCKYPCHIl, KOTOpBIe BKJIIOUEHBI B IIPO-
rpaMmy, Kak u nuranue. [Ipu atom crre-
IUABHbBII Tapud Ha TPOe3]] 3aBUCUT OT
KOJIMYECTBA 3aTI0JIHEHHBIX BATOHOB M MO-
JKeT OBITh Ha 5-25% HUIKE PETYIISIPHOTO.

B Acrtpaxanm akTMBHO 3auWHTEpECO-
BaJIIICh MEKPETHOHAIBHBIM, a 110 haKTy
Y MEXK/YHAPOJHBIM IIPOEKTOM TPAaHCKa-
cnmtickoro kpymnsa. Ho Bce ato — yike
30HA OTPACJEBOTO MHTEPECa, TYPHCT-
CKast 30HA.

Otpacnu — gpamnBepbl MT:
TYpU3M U COObITUA

Y MT mnosBuioch HEMAJIO CTOPOH-
HUKOB KaK MUHUMYM B JIBYX OTPACJIsIX
9KOHOMUKH — B c(pepe Typusma u B ce-
pe opranusanuu coObITUi, re Habupa-
et custy uBeHT- uiau MICE-mapkeTuHr,
HOCKOJIbKY 00€ OHU TIPEeIbHO Teppu-
TOPUAJILHBI 110 XapaKTepy CBOei jesl-
TEJIBHOCTH.

Yto KacaeTcs TYPUCTCKOW OTpac/iy,
To B TM 371ech 3anHTEpeCOBAaHbBI MPaK-
THYECKU BCE — M YMHOBHUKHU, U TYyP-
OIepaTopbl, U caMu TypucThl. IIpuHsaTa
u netictyer «DenepaspHast mporpam-
Ma Pa3BUTHUS BHYTPEHHETO TypU3Ma Ha
2011-2018 rompr», KOTOPYIO PYyKOBOAM-
tes PocTypusma He pa3 XapaKTepu30-
BaJIM KaK MapKeTHHTOBYIO [IPOrPaMMy.
Hanpuwmep, B gexkabpe 2011 roma nox
aruol u ipu ¢puHaHCHpoBaHuU PocTy-
pU3Ma TIPOILIH KPYITHbIE COOBITUITHBIE
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MepOIPUSITHSI, TTPU3BAHHbBIE PACKDPBITDH
TYPUCTUYECKII TOTeHIIna A AJITaicKo-
ro kpas, Kocrpomckoit obnactu, Pe-
cnybnuku Sdxyrus, Peciybinku Baru-
kupwusi, Bosorojickoit u ActpaxaHckoi
obmacreii. Ilenbio nmpoekTa crajgo pas-
BUTHE BHYTPEHHETO TYPHUCTCKOTO PHIHKA
POCCHUICKUX PErFIOHOB U IIpUBJIeYEHNEe
B TYPUH/IYCTPUIO HOBBIX MHBECTOPOB.

He otcTator or «Typuctos» u mpo-
(dbeccuonamnr B cdepe cOOBITHIA, XOTS
COOTBETCTBYIOIIEN BJIACTHOH CTPYKTYPBI
no uentam B Poccun netr. Harponasib-
Hasi aCCOIMAIMSI OPraHU3aTOPOB COObI-
tuit (HAOM) Bmecte ¢ ['mnbaneii map-
KeToJI0roB 1 OIUMIHUIICKNN KOMILJIEKC
«JIy>)KHUKW» yupenuyu eKerojHbli
6usnec-popym «CoObITHIHHBII TYPU3M
1 MapKeTUHT TeppuTopuii». B pexomen-
Janusx nepBoro (Gopyma, Ipomnielero
B uione 2012 roxa: mposezenue B 2014
rony B Poccun «l'ona BbesgHoro Typus-
Ma», popmupoBanue «CoOBITHITHOTO
kaseHnapsi Poccuus» 1 moaiepskka mpo-
exra «Kynbrypnas cromuia Poccuny, a
B MockBe — npoBezieHHe 00IepoCcCcuii-
CKOTO CMOTpPa COOBITMIAHON aKTUBHOCTH
B (hopme «DecruBass decruBaeii;
BKJIIOUEHUE B CTPATETUU U ITPOTPAMMBI
COIMAJIbHO-9KOHOMMYECKOTO Pa3BUTUS
POCCHIICKUX PETMOHOB M MYHUIIUIIAJIb-
HBIX 0OPa30BaHMUIT TTOTIOKEHUH U TPOEK-
TOB, COCOOCTBYIONUX PA3BUTHIO COObI-
TUIHOTO TYPU3Ma M IIPUBJIEKATETHHO-
CTH PETUOHOB; MPeJIJIOKEHNe 3aKOHOA-
TeJIPHO BBECTU HAJIOTOBBIE BBIYETHI JLJIST
MHOCTPAHHBIX KOMIIAHUH, OCYIIECTBIISI-
IOIUX CbeMKH (PUIIBMOB Ha TEPPUTOPUN
Poccuu, cnocoGCTBYOIIUE TIPOBUIKE-
HUIO U POCTY TYPHCTCKOH IpHBJIEKa-
TeJIBHOCTU HAIllell CTPaHBI HA MEXKJIYy-
HapojHoM yposHe. Iloxnepxka KyJib-
TYPHBIX COOBITHII CTAHOBUTCSI OCOOEH-
HO aKTYaJbHOW B CBSI3U C IPSIAYIIMMU
r7106aJbHBIME CIIOPTUBHBIMU COOBITH-
samu B Poccun.

YnakoBka
ANA ropoaos

HHHW
Iroron

Mpumacbl 6peHauHra

OnHo u3 nipotuBopeunii pazsuTust MT —
HaGmogaembiii ¢ 2011 roga siBHBIA T1e-
peKoc uHTepeca K OPEHIMHTY TePPUTO-
puii, ogyac B yiepbd MX MapKeTHHIO-
BOi1 1popaboTke. V13 ueTbpex Kiaccuye-
CKUX KOMIIOHEHTOB <KOMILJIEKCA MapKe-
TUHTa» (IIPOMYKT, 1IeHa, MPOJABUIKEHHE,
MIPOJIAKH) B TOCJIE/IHEE BPEMsI HETTPOIIOP-
[MOHAJIBHO OOJIBIIIOE BHUMAHUE YJIeJIsi-
eTCsT KOMMYHHKAIINSIM, TaK 9TO Ha Becax
HCEBIOMPOOIEMBI «ObITh UJIH KA3aThCSI»
BCe yallle MepeBeNinBaeT BAPUAHT <«Ka-
3aTbCsI». DTO HEYAUBHUTEJIBHO: FOPA3/I0
Ipole OrPaHUYIUTHCST MH(DOPMAINOH-
HOU, KOMMYHUKaTUBHOU chepoii, uem /10-
GUBaTHCS IPEOOPA30BAHUS PEATIBHOCTH.
Orciofa — MyTHBII OTOK cyry60 GpeH-
JIMHTOBBIX TIPOEKTOB, OTCIOZIA — COCPEIO-
TOYEHVE BHUMAHUS UCKJIIOYUTETBHO HA
XYIOKECTBEHHBIX CBOWCTBAX IpeJara-
€MBIX JIOTOTUIIOB, GE€30THOCUTEILHO K
SKU3HEHHBIM peasiisiM. XOTs TOBOPSIT-TO
0 HUX, O peajusx, u OpeHaMeicTepsl, u
X KPUTUKU (KOHKYDPEHTBI), pa3yMeeT-
Cs1, TOBOPSIT, TOJIBKO TIPK OCYIIECTBJICHUN
[POEKTOB [OYEMY-TO 3a0bIBAIOT.

Bpenasl Tepputopuii, Kak W OpeHIbI
POCCHUCKIX TOBAPOB, JIOJIKHBI Tepe-
CTaTh OTPAKATh 3aBBIIIEHHYIO CAMOOIIEH-
Ky MX 3aKa34yMKOB M TeM 0oJiee WCIoJ-
HUTEJIEH, a OTBeYaTh MOTPEOUTENLCKUM
neHHocTsaM. Kak cripaBeinBo 3aMeTHI
C. Aserucsan, 6penapt MTC, Tasnpoma
u 1p. — 370 0 ueM? IIpomoskumM etre of-
HUM BOIIPOCOM — JIa U JIJIsT KOTO 9T0? A
BEJIb 3TO Te Mera-<«OPEeH/Ibl», [0 KOTOPHIM
dbopmupyercs muenne o Poccun. Tlove-
my Coca nponsuraer cebst Kak mpasj-
HUK, a Nokia Hu MHOTO HU MaJsio — coe-
nunsier sogeii (Connecting People)? A
MOYEMY TOT/[a Y HAC PErMOHbI U TOpPOJa
H03BOJISTIOT cebe crroranbl Thma <IBep-
cKast 00JIACTh — MECTO, T/Ie HHTEPECHO»?
Uro MHTEPECHO U KOMY?

He cayuaitno B llepmu yske neMoH-
tuposaau Oyksy II, yOpanu usobpa-
JKEHUsI «KPAcCHBIX 4eJIOBeYyKoB», a Ka-
JIysKCKast 06JIacTh HE MPOJBUTAET Ce-
6s1 uepes aGOpesuarypy KO, xoropyio
npensioxkua et Apremuii JleGeaes. [la
u YenssbuHckast 061aCTh He UCIBITHI-
BaeT PajlocTu OT cjoraHa «Mbl — 74-it
pervony. Vel B TaKUX CHUMBOJIAX HET,
a 3HAUUT, OHM HUKYy/Ja HE 30BYyT U HU-
KTO UX OTCTauBarh He Oyjer. Besbieil-
HOCTb ICEB/IO-OPEH/IMHTA BEAET TOJBKO
K OECCMBICJIEHHOU TpaTe JIeHer 3aKa3-
YHUKA U K Pa304apOBAHUIO COOOIIECTBA,
OHa AHTMMAPKETUHT0BA, HOO He aJIeKBaT-
Ha OTPEOUTEIBCKUM LIEHHOCTSIM. A BOT
VIBIOHYTHCSI MUPY, COCTaBUB M3 ydyacT-
HUKOB (pJienMoba cMailnuk-yibioky, Ye-

JNAOUHCK Beeraa paj.

[laske cambIii COBpeMeHHBIN AN3aliH
3HaKa, JIa’ke HAXO/KU B OTHOIIIEHUH CJIO-
raHoB (KOTOPBIX, KCTATH, TIOYTH HET) He
CIIOCOOHBI CTaTh PeasibHO CHUJIOi pas-
BUTHS Tepputopuil. /la, ncronp3oBanne
COBPEMEHHBIX MH(POPMAITMOHHBIX BO3-
MOKHOCTEN TI03BOJIUT 3aUHTPUTOBATH
IIOTEHIMAJIbHOTO KJIMEHTa IIOCETUTb TO
nam uHoe mecto. Ho 6e3 peasbHOI pa-
GOTBI HaJl MOBBIIIEHHEM YPOBHSI JKU3HH
W, elle mupe, — ee KayecTna, 6e3 Ipe-
o6paszoBanusi UHPPACTPYKTYPbI, YiIyu-
HIEHUS] YCJOBUIN JKU3HEIESTENTbHOCTU
(paboThl, MHBECTHPOBaHUS, y4elbl, Jie-
YeHus1, OTAbIXA, NOE3A0K U T.IL) JI0OOH
«3HAYOK» € JIIOOOM «11pubayTKoi» ocTa-
HETCsI TOJIBKO PEKJIAMOii, COTPSICEHuEM
nHGOPMAIIMOHHOTO BO3/lyXa U HE MMe-
eT IpaBa Has3bIBaThCsl OPEHIMHIOM, HE
roBopst yxxe o MT.

Kakue nepcnektusbi?

KakoBslI ke OCHOBHBIE aKTyaJbHbIE
TpeH b, Bo3Hukiue B chepe MT B
Poccun 1 4To MOXKHO CKas3aTb O €ro
nepcrektusax? Bor HekoTopbie c0006-
PasKeHHSI 110 3THM BOIPOCAM.

1. Poccuiickue BiacTu ceronns fe-
MOHCTPUPYIOT MHTEPEC U ONpe/lesIeH-
HbI€ TIPETEH3NY HA IPUHSTHE PEIIeHU I
B 970l obsacTu. Bmecte ¢ Tem peasib-
Hble TIPe/ICTABJIEHNSI BJACTEN O BOBMOXK-
HOCTSIX, 3a/[a4aX, HEOOXOAUMbIX Pecyp-
cax U OXMIAEMbIX pe3yJbrarax pabo-
16l TpodeccuonanoB MT cuibHO pas-
Hsitesi. HeobXommmo cooTBeTCTBY01IIEE
obyuenue.

2. Cdopmuposajicss XoTst U HeHGOJIb-
tmoit (st Mactrra6os Poccui), Ho mpu-
obperalomuii IPaKTUYECKHMIl ONBIT M
HAXOJISAINI 3HAUNTEJIbHBIE 30HbI COIVIa-
cus nya criertnanuctos 1o MT. ITpoxo-
JUT HEMAJIO Pa3HOOGPa3HBIX (GOPYMOB
u kondepennuit mo MT. B nesnom psize
CMMU 4acTo NMOABJASIOTCS pa3HooOpas-
uble mybaukamun mo MT. OxHako -
nepckue no3uin poceniickux CMU B
OTHOIIIEHUH KOHCTPYKTHBHOTO OOCYIK-
nenust MT moka He ornpenesnnck, co-
OTBETCTBYIOII[E «MECTa» He 3aHSITHI.

3. IlocTreneHHO MPOUCXOAUT OCMBIC-
JieHWe 3HAYMMOCTH TIapTHEPCTBA BHY-
TPU U MEXK/Y BJACTSIMH Pa3JMYHbBIX
YPOBHEl, OU3HECOM U3 PA3JUYHBIX OT-
pacjieil u obliecTBEHHOCThIO. B dact-
HOCTH, Ha4aT MOMCK 30HTUYHBIX OpeH-
N0B JuUist eflepabHBIX OKPYTOB, MOS-
BUJINCH MOMBITKU KJACTEPHOTO MOJIX0/1A
B Pa3BUTUHU TYPH3Ma, KYPOPTHOTO Jie-
Jla HA TeppuTopusix. Bmecte ¢ TeM siB-
HO BocTpeboBaH 6oJiee BBICOKMIT ypo-
BEHb OCMBbICJIEHUSI U OCBOEHUSI MOTHUBA-

Bpenovt meppumopuii,
00J1KCHBL nepecmams ompa-
Hcamv 3a6vbLUEHHYIO
CaMOOUEHKY UX 3aKA3UUKO8

u ucnoanumenel, a omeeuamo
nompeoumenvcKum
UEeHHOCMAM.

UK ¥ TEXHOJOTUN HapTHePCTBA GOJIb-
mIMHCTBOM cyObekToB MT.

4. TnaBupimMu coo3aukamu MT B
Poccun cramu TypuaM U OpraHusarus
COOBITHI, IPEKIE BCETO KYJIBTYPHBIX U
CTIOPTUBHBIX.

5. B orHomenuu cBoux IiesieBbIX ay-
nutopuit MT B Poccun ucnibiThIBaeT siB-
HOe TIPEITIOUYTEeHNe K MHBECTOPAM, TPU-
YeM MOYTH HCKJIOYUTETbHO — K BHeII-
HUM II0 OTHOIIEHUIO K TEPPUTOPUM.
MHorue peruoHbl U rOpofia XOTSAT I0-
HPABUTHCS TYPUCTAM, TIPHUYEM JKeJTaTeThb-
HO UHOCTpaHHbIM. JIF060Bb K COOCTBEH-
HBIM JKUTEJISIM, K MECTHBIM HHBECTOPAM,
BHYTPEHHUM TYPUCTAM OKA PEATU3YeT-
Cs1 SIBHO HEJIOCTATOYHO.

6. Iloxoxe, TeppuTOpPHAJIbHbBII GPeH-
muHT B Poccum yoke mpeonosien «et-
cKyio 60Jie3Hb» OYKBEHHO-IU(POBOI
6e3bLIeHON CUMBOJIMKH, HO Ky[a OH
TIOH/IET fAJIbIIe — TTOKA He OTPeIeIUIICS.

7. B xyaccuueckoM KoMILJIEKCe Map-
KeTHTOBBIX (pynkiuit B MT eme mpo-
JIOJIZKAET TPOSIBJISITHCS TIEPEKOC B CTOPO-
HY KOMMYHUKAIIH, IPH HEOCTATOYHOM
BHUMAaHUM K TOJHUTHKE B OTHONIEHUN
TEPPUTOPHAJIBHBIX ITPOLYKTOB U B TIEJIOM
TEPPUTOPUN KaK MPOAYKTA JJIs JKU3HE-
NeSITeIbHOCTH, BBI3BIBAIOIIETO Y/IOBJIET-
BOPEHHOCTh ¥ JIOSLIIBHOCTH MOTpeGuTe-
JIeil, JKUTb, YUUTHCSI, pabOTaTh, PACTUTD
JleTeill IMEHHO 3/1eCh.

8. Iloka cammkoM Maso BHUMAHMS
yIeJsieTcsl TPpoOIeMaTHKe EeHbl JKU3-
HU HAa KOHKpeTHOU Tepputopun. OHa
JIAJIeKO He UCYEPIIBIBAETCS TAKUMU U3-

AHTOHOBCKMe a6noKku — 2012 B Jluneuke

BECTHBIMH TI0KA3aTeJIsSIMHM, KaK BaJio-
BO IPOAYKT Ha YUy HACeJeHUsI, CTO-
UMOCTH PaboYeil CHIIbI 1 TIOTPEOUTENb-
CKOI KOP3UHDBI, CTOUMOCTD JKUJIbs U
MPEOCTABJISEMBIX COIMANBHBIX GJIar.
Ilenoo6pasoBanre B MT — Tema eme
SIBHO Hepa3paboTaHHasi KaK B €ro Teo-
PHM, TaK U B IPaKTHKe.

9. Oco6oe BHUMaHUE €llle MPEICTOUT
00paTUTh HA YCJIOBUST JIOCTYTIA KIINEHTOB
K G1araM U BO3MOKHOCTSIM TEPPUTOPHIL.
ITO, TIpesK/ie BCero, AajbHelilee yIpo-
IIeHNe BBE3[HOT0 BU30BOIO DPEXKMMA,
CYIIECTBEHHOE CHIKEHE CTONMOCTH ABUA-
OUJIETOB HA BHYTPEHHUE MEPEBO3KU U
APYTHE MePBI 10 TOBBIIIEHUI0 MOGHJIBHO-
CTH HaceJieHHs1. MHOToe IPeCTONT clie-
JIaTh TIO YJTYYIIIEHUIO CEPBHUCA, BHEITHETO
BU/IA, YPOBHIO KOM(OPTA «BbE3HBIX BO-
POT» TEPPUTOPHIT — a9POIIOPTOBBIX, BOK-
3aJIbHBIX, MOPTOBBIX KOMILIeKcoB. Hyx-
JAIOTCSI B PeIeHuU poOJIeMbl aBTOMO-
OUIBHBIX «IIPOOOK» M TAPKOBOK, Kaue-
CTBa JIOPOT, CUCTEM yJIWYHOU MH(pOpMa-
IIUY, UHTEPHET-TIPOJAK U JIP.

10. B Poccun Hauas ocBanBaThes Kpa-
YACOPCHUHT B YIIPaBJIEHUU Pa3BUTUEM
TEPPUTOPUI — TIOXKATYH, CAMBIN Map-
KETUHTOBBII WHCTPYMEHT MEHE/’KMeH-
Ta, TIOCKOJIbKY TIPEJIIONaraeT BoBJeye-
HUE KJIUEHTOB He TOJbKO B MPOJBUKE-
HUe, HO ¥ CO3/laHue, KOHCTPYHPOBaHHUe
TeppuTOpUM Kak mpoxaykra. [Toka Hau-
6oJiee YacTO BCTPEYaeMblil TEXHOJIOTH-
yeckuil eeKT B MPAKTHKE KPayacop-
cuHTa B poccuiickom MT — ucmomnb3o-
BaHUE €TO TOUTU MCKJIOUNUTETBHO IS
MOMCKA HETPUBUAIBHBIX MEH JUIIb
Ha HA4YaJIbHOM 3Talle yIpaBJIeHYEeCKO-
ro nukiaa. Ho ato — npocroitnas tema
IUIST OTAEJBHOTO Pas3roBOpa.

Anexcandp Hanxpyxun,
HayuHbLl pYKo6oOumes
Tunvouu mapxemonozos
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PLACE MARKETING:
THE BREAKTHROUGH OF RUSSIA

For exhibition and congress activity the right choice of the place for its performance is the
most important factor of the rivalry for customers. “Soft power”, attraction of the territory is
the area of responsibility of the scientific and economic discipline called “place marketing” or,
as we say in Russia, place marketing.

t includes research, design

and management as regards

customer values of territories

that are relevant for residents,
tourists, businessmen, investors, i.e.
for all who can assist in territory
development.

Place Marketing of Russia

Marketing specialists have paid
attention to place marketing almost
simultaneously with the development
of the relevant global trend.

Thus the pool of Russian place
marketing specialists started to form.
Besides the Marketers Guild and the
Russian Academy of Public Service
under the President of the Russian
Federation, the following organisations
contributed much in the development
of the place marketing: Higher School
of Economics Research University
and Plekhanov Russian Economic
University, Institute of City Economy,
Strelka Media, Architecture and

Design Institute, Bolshoi Gorod
Magazine (Megacity), The Village web
site. Many Russian specialists all over
Russia deal with marketing, branding,
reputation and competitiveness issues
solving them successfully. Among them
are A. Stas, D. Vizgalov, N. Makatrova
and V. Blashenkova, the author of this
article A. Pankrukhin (Moscow); D.
Gavra, V. Gnedovsky, A. Krivonosov
(St. Petersburg); A. Egorshin, I.
Arzhenovsky (Nizhny Novgorod);
T. Sachuk (Karelia); I. Ivanova, V.
Stepanov (Yaroslavl); N. Shafranskaya
(Perm); I. Vazhenina (Ekaterinburg);
A. Lavrov (Kemerovo); I. Knyazeva
(Novosibirsk); N. Kalyuzhnova
(Irkutsk); A. Kuzmin (Ulan-Ude); I.
Chernova (Vladivostok) and many
others.

Today’s place marketing does not
have clear structure, specialisation
of agencies, formed research centres
and acknowledged experts yet. But a
certain community of views, specific
regarding foreign professionals, has

T T TTI
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already appeared. It lies at least in
two aspects.

The first one. Many foreign experts
agree that place marketing is almost
identical with the traditional marketing
of goods and services in its technological
and instrumental part, but Russian
professionals understand the essence
of this activity differently. During
the panel discussion in the framework
of Interra 2nd International Youth
Innovation Forum which took place
in Novosibirsk in 2010 this difference
was formulated in the following thesis.
Unlike any tangible goods which,
as a rule, satisfy one necessity the
territory is “very multifunctional”: we
live there. So evaluation of appeal or
“soft power” of the territory is always
complex, it cannot be reduced to
business success and profit, but has a
clear social orientation: happy people
living on this territory.

The second one. Foreign professionals
having received an order for marketing
or branding of the Russian territory
work within the bounds of a technical
task and do not accept responsibility
for implementation of the developed
projects and recommendations.
Russian experts usually go beyond the
requirements specification realizing that
without innovations implementation
and establishing of positive relations
between the authorities of different
levels, business and public it is almost
impossible to achieve real results and
recognition. And social partnership
is an important reserve here. It is
continuity of the authorities in respect of
marketing and partnership between the
government agencies in all directions —
both one and the same, and of different
levels of territories administration.

It is readiness to partnership and
co-operation of competing subjects of
economic activity within the sector,
between related sectors and in economy
in general.

Finally, it is mutual respect and
willingness to partnership among the
professional marketing structures.

10 ambitions and 100 ideas

If analyzing the history of Russian
place marketing in the territorial
context, we should acknowledge the
championship of Siberian regions.
Not Moscow or St. Petersburg,
but Kemerovo Region has made a
breakthrough in this regard, which
was marked by the release of the first
Russian book on this subject in 1994.
It calls Regional Marketing and was
written by A. Lavrov, vice-governor
of Kemerovo Region, professor of
Kemerovo State University.

Then the centre of the Siberian
Federal District, Novosibirsk, has
taken the leading position. Since 2009
it has begun to organise the Interra
International Youth Innovation Forum
every year, and place marketing is one
of its pivotal subjects. In 2010 the
first contest of projects of territorial
promotion Zolotoi Kulik was held there,
and its international jury admitted the
high level of works, such as the series
of one-minute animated films about
Russian regions “Multi-Russia”, the
project “Veliky Ustyug - homeland
of the Russian Father Frost” and
“Myshkin - a town of classical Russian
province”. They became the winners.
It should be mentioned that not only
projects from Russia competed, but
also from other countries of CIS, Great
Britain, China, USA and Israel!l And
the international jury had only one
representative of Russia — the author
of this article...

Today Novosibirsk continues to
impress its claims. 580 million roubles
will be allocated from the regional
budget under the long-term target
programme for development of tourism
in 2012-2016. The main volume of
funds allocated for its implementation
will be expended on financing of
«points of growth» of the region as
a territory for attraction tourists. In
September 2012 the region has adopted
the very ambitious “Programme for
improving the marketing attractiveness
of the Novosibirsk region” with total
cost of 644.5 million roubles. It
includes about 324 million roubles for
the region participation “in priority
exhibitions and fairs”. Another 150
million roubles will be provided for
organisation of the events aimed at
“increasing the identification level of
the inhabitants with the Novosibirsk
region”. 50 million roubles will be spent
on the development of the Novosibirsk
region brand.

Then the Omsk Region has taken
the initiative. In 2010 and 2011 two
economic forums were held there,
the central theme of which was
the marketing of the region. The
Regional Ministry of Economy signed
a memorandum of cooperation with the
Marketers Guild led to the founding
of the Russian Place Marketing
Association (RPMA). The open tender
for development of branding programme
of the Omsk region was announced
almost immediately. Work on this
programme included four main stages:
audit of the brand, formation of the
brand platform, the brand development
programme and the project of its
visualisation. The sign symbolised
not only the idea of the Omsk region

Today’s place marketing does
not have clear structure,
specialisation of agencies,
formed research centres and
acknowledged experts yet.
But a certain community of
views, specific regarding
Joreign professionals, has
already appeared. It lies

at least in two aspects.

as “The Open Siberia”, but in general
the programme of “10 ambitions and
100 ideas”, among which, by the way,
the ambition of the leadership in the
marketing of the Russian territories.

«MuTeppay. MHcTannsumm Ha nnowanke yandHbix Teatpos. Hosocnbupck, 2011 rop,

MaRKeT Regions

According to both Russian and
foreign Internet search engines the
popularity of the Omsk region has
immediately increased: the number
of references in response to a request
for marketing of the Omsk region has
already exceeded three million in the
middle of 2011, and the video of the
plenary report on place marketing
during the First Omsk Economic
forum is the most popular one at the
leading professional social network of
the Marketingpeople portal already
for two years.

The project has received significant
recognition in Europe. At the
International festival of geographical
marketing and branding OPEN, held
in Minsk in the middle of 2012, it took
first place in the nomination “Brand
of the country, the region” - this was
the decision of the international jury
from Portugal, Great Britain, France,
Netherlands, Poland, Latvia, Ukraine
and other countries (unfortunately,
the Omsk initiative was stopped with
coming to the region administration
of a new team of territorial managers).

Among other Siberian cities the
ambitious project of Ulan-Ude, the
capital of Buryatia, began to gain
force, near which traces of ancient Hun
settlements were discovered. Now Ulan-
Ude wants to qualify for the status of
the most ancient city in Russia, and
the status of “Russian Rome” is already
close! In 2012 Barnaul claimed to the
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status of the Big Altai Centre, but the
“branding” was not funded properly.
Apparently, the local authorities have
already heard about free crowdsourcing
and wish to get the effect without
spending money...

Of course, not only Siberian, but
also other regions and cities have
contributed to the development of
the Russian place marketing. Perm,
Yekaterinburg, Kazan, Ulyanovsk,
Sochi and the Vologda Region with its
districts and regional centres, - detailed
stories about search and decisions in
this area can already fill tomes.

Interregional projects might
become especially promising. For
example, Yaroslavl support the project
“Golden Ring of Russia”, which can
be successfully supplemented by the
other federal project “Fairy Russia” (the
author is A. Kozlovsky).

Since the beginning of 2013, under the
programme “Five Fridays” inhabitants
of Samara, Moscow, Nizhny Novgorod,
Ufa and Kostroma will visit Kazan for
weekend. It is very comfortable when a
person gets not only a seat in the train,
but almost a room in the “hotel on
wheels”, with an individual shower and
a possibility to leave the luggage in the
carriage at the time of excursions which
are included in the programme, as well
as food. The special tariff for travel
depends on the number of completed
carriages and may be 5 to 25 per cent
lower than regular.

Astrakhan has greatly interested in
the interregional, actually international
project of Trans-Caspian cruise. But
this is already the area of the sector
interest. the touristic area.
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Driving Sectors of Place
Marketing: Tourism and
Events

Place marketing has a lot of
supporters at least in two sectors of
the economy - tourism and events
organisation, where event-marketing or
MICE-marketing is gaining strength,
because both of them are extremely
territorial concerning the nature of
their activities.

As for the touristic sector, almost
everyone is interested in place
marketing there — officials, tour
operators and tourists as well. The
“Federal programme for development
of domestic tourism in 2011-2018
years” has adopted and implemented,
the leaders of the Federal Agency for
Tourism described it as a marketing
programme more than once. For
example, in December 2011 major
events were held under the auspices
and with the financing of the
Federal Agency for Tourism to reveal
the tourist potential of the Altai
Region, the Kostroma Region, the
Republic of Yakutia, the Republic of
Bashkortostan, the Volgograd Region
and the Astrakhan Region. The project
aimed at development of domestic
tourist market of the Russian regions
and involvement of new investors. And

Brands of territories,

as brands of Russian goods,
should cease to reflect high
self-esteem of their
customers and performers,
and meet consumers values.

the Federal Agency for Tourism works
under the auspices of the Ministry for
Culture of the Russian Federation now.

Professionals of the field of events
follow the example of tourism experts,
although there is no a relevant
government body responsible for events
in Russia. The National Association
of Event Specialists (NAES) together
with the Marketers Guild and the
Luzhniki Olympic complex found
the annual business forum “Event
tourism and place marketing”.
Recommendations of the First forum
held in June 2012: holding the year of
inbound tourism in Russia in 2014,
development of “Event calendar of
Russia” and support of the project
“Cultural capital of Russia”, and in
Moscow performing of all-Russian
review of event activity in the form of
the “Festival of festivals”; inclusion of
provisions and projects, which promote
the development of event tourism and
attractiveness of the regions, to the
strategies and programs of social-
economic development of Russian
regions and municipal formations;
proposal for legislative introduction of
tax deductions for foreign companies
shooting films in Russia to increase the
tourist attractiveness of the country
at the international level. Supporting
cultural events is especially urgent in
view of upcoming global sports events
in Russia.

Branding Makes Faces

One of the contradictions of the place
marketing development observed from
2011 is a greater interest in branding of
territories, sometimes to the detriment
of their marketing study. Recently, a
disproportionately large attention is
paid to communications among four
classical components of “marketing
complex” (product, price, promotion,
sale). This is not surprising: it is
much easier to use only information,
communication sphere, than to
transform reality. Therefore, we have a
variety of particularly branding projects
focused solely on artistic qualities of
proposed logos, regardless of reality.
Of course, both brand makers and their
critics (competitors) speak about reality
somehow forgetting about it during
projects implementation.

Brands of territories, as brands of
Russian goods, should cease to reflect
high self-esteem of their customers
and performers, and meet consumers
values. According to S. Avetisyan

comment, what do brands of MTS,
Gazprom and others mean? We can
continue - who are they for? But
these mega-brands form opinion about
Russia. Why does Coca-Cola promote
itself as a holiday, and why is Nokia no
less than connecting people? Why do
regions and cities afford slogans like
“The Tver Region — a place where it is
interesting”? What is interesting, and
to whom?

No wonder the symbol of Perm -
letter P is already dismantled, the
images of “red men” were removed and
Kaluga Region does not promote itself
through the abbreviation KO offered
by Artemiy Lebedev. The Chelyabinsk
Region also does not enjoy the slogan
“We are the 74-th region”. Such symbols
have no ideas, so nobody will stand for
them. Lack of convictions of pseudo-
branding leads only to the senseless
waste of customer’s money and to the
disappointment of the society, it is
anti-marketing being not sufficient of
consumption values. But Chelyabinsk
is always ready to give people some
joy making a smile of participants of
the flash-mob.

Even the most modern logo designs
and findings of slogans (which, by the
way, are in demand) are not able to
become a real force for development
of territories. Yes, use of modern
information opportunities will
intrigue the potential customer to
visit one or another place. But without
real increasing of living standards,
modernisation of infrastructure,
improvement of living conditions (work,
investment, education, treatment,
recreation, travel, etc.), any “icon”
with any “saying” still remains just
advertising wasting the information
air and does not have the right to be
called branding, not to mention place
marketing.

Perspectives

What are the main trends in the
sphere of place marketing in Russia
and what about its future perspectives?
Here are some considerations on these
questions:

1. The Russian authorities show
interest and certain complaints on
making decisions in this area now.
However, real ideas of the authorities
about possibilities, tasks, necessary
resources and expected results of the
work of place marketing professionals
vary widely. We need the appropriate
training.

2. The pool of place marketing
specialists, small for Russia, but
acquiring practical experience and
finding significant area consent, is
already formed. Many various forums
and conferences on place marketing
are held. Publications about place
marketing often appear in a number
of mass media. Nevertheless, there
are no leaders in Russian mass media
in regard to constructive discussion
of place marketing, the appropriate
“places” are not busy.

3. The importance of partnerships
within and between authorities of
different levels, businesses from
various industries and the public is
gradually understood. In particular,
the search for umbrella brands for
federal districts has started, there are
attempts to take a cluster approach in
the development of tourism and health
resort business in the territories.
At the same time, a higher level
of understanding and development
of the partnership motivation and
technologies by the majority of subjects
of place marketing is obviously in
demand.

4. The main allies of place marketing
in Russia are tourism and organisation
of events, first of all cultural and sports
ones.

5. Concerning the target audiences
of place marketing Russia prefers the
investors, and almost exclusively - the
external to the territory. Many regions
and cities want to please the tourists,
preferably foreign ones. Preference to
native people, local investors, domestic
tourists is implemented not enough yet.

6. It seems that the territorial
branding in Russia has already overcome
its lack of progressive ideas, but it has
not decided yet where to go.

7. In the classical complex of
marketing functions in place marketing
a preference is still given to the
communications, along with insufficient
attention to the policy in respect of
territorial products and a territory as a
product for life, which makes consumers
want to live, learn, work and raise a
family here.

8. Still too little attention is paid to
the problem of prices in a particular
area. It is not completed by such well-
known indexes, as the gross product per
capita, the value of labour power and
market basket, the price of housing and
the provision of social benefits. Pricing
in place marketing is an obviously
undeveloped theme both in theory and
practice.
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9. Special attention is going to
be drawn to the conditions of the
clients’ access to the benefits and
opportunities of the territories. This
is primarily the further simplification
of the inbound visa regime, the
significant reduction of air tickets
cost for internal transport and other
measures to improve the mobility
of population. Much remains to be
done to improve the service, the
appearance, the level of comfort of
airports, railways and port complexes.
The problems of traffic congestions
and parking places, the quality of
roads, systems of street information,
Internet sales, etc.

10. Russia has started to master the
development of crowdsourcing in the
management areas, which seems to be
the most popular marketing tool for
management as it involves customers
not only in the promotion but in
creation and design of a place as a
product. The most common defect of
crowdsourcing in the Russian place
marketing is the use of it for finding
unusual ideas only at the initial stage
of the management cycle. But this is
another story.
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