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AHHOTAUUMU

A. MankpyxuH

PeiTHHIU cTpaH

CeropHsi HO CO380HUM U BOCNPOMU3BOACTBE MHAEKCOB M PEMTMHIOB CTPOH, PErMOHOB M FOPOAOB 3apabaTLIBAIOT M NOAYYAIOT UHble 6nara
nccnepoBaTenbckue CTpyKTypbl, XypHanuctsl ¥ CMU, a Takxe BhilwecTtosiwe opraHbl ynpaeneHus. Baxxo caenats pedtuHr MHCTpyMeH-
TAPMEM CTPATErMM PA3BUTHUS U CAMOYMNPABAEHUS TEPPUTOPUANBHBIX COOBLLECTB M NoTpebuTenen TeppuTOpUAnbHLIX Bnar, B ToM uucne
XUTEneH, TypucToe 1 nHeectopos. Ho cHauana Hapo copueHTUpoBaTbCS B MOpe peiTHHIoB. B nepeoit cratbe no aToi TeMe NnpeacTaBneHs
Haubonee M3BECTHbIE MEXAYHOPOAHbIE PEUTUHIU CTPAH.

KnioueBbie cnoBa: MHpekc rnobansHoi KoHKypeHTocnocobHocTH; MHaekc koHkypeHTocnocobHocTH busHeca; MHaekc KOHKypeHTo-
cnocobroctu crpaH mupa IMD; Ungekc markon cunbi; 100 6penpos Haumi ot BrandFinance; Mnpekc cunbl 6peHpa crpansbl; Mupekc
cyacTbs HaceneHus ctpaH ot OpraHM3aumm SKOHOMUYECKOTO COTPYAHMUUYECTBA U PA3BUTHS.

A. KonueHoB

MapKeTUHroBbINi ACNEeKT roCy AapPCTBEHHOrO PEryMpOBAHUS ArpapHbIX PbIHKOB: 3aPY6€e)XHbIi OnbIT

B cratbe npusepeH aHanM3 cTPyKTypbl U PO3MEPOB MOPKETMHIOBBIX MEP MOAAEPKKM ArpapHOro CEKTOPA 3KOHOMMKM, CPABHUTENbHAS
XApAKTepPHUCTMKA OTAEJIbHbIX MAOPKETUHIOBLIX NPOrpamMMm, BbliAeneHa 3Ha4YMMOCTb MH¢OPMGLIMOHHOF1 noanepXkKn U nepevymcneHbl OCHOB-
Hble MAPAMETPbI PLIHKA CENbCKOXO3SMCTBEHHOM NPOAYKLMM, COCTABNSIOWME MHPOPMALMOHHYIO 6A3y MOPKETUHIQ, B NPUBS3KE K COCTAB-
NAOLMM KOMMNEKCA MOPKETHUHI .

Kniouesbie cnoBa: BTO; cenbckoe x039MCTBO; rocyaapCTBEHHAS MOAAEPXKKA; MOPKETUHIOBAS NOAAEPXKA; MAOPKETUHIroBas MHbOpMa-
UMOHHASA cUCTeMA.

H. MapTtbiwenko, B. Crapkos

HoBble BO3MOXXHOCTU PA3BUTUSI ABTOMOGUNbHOrO 6usHeca B lMpumopckom kpae

B CTaTbe PACCMATPUBAIOTCA HOBbI€ BO3MOXHOCTH PA3BHUTUSA OBTOMOGHHI:HOFO 6H3HeCG, BO3HMKAOLWME B anMOpCKOM Kpae B CBA3U C NpuU-
HATMEM AONTOCPOYHBIX NPOrpamMm pasenTus JlanbHeBocTouHoro pepepanbHoro okpyra u scrynnesmem Poccun so BecemmpHyto Toprosyto
opraHusaumio.

KnioueBble cnoBa: poccuitckuit GBTONPOM; PbIHOK ABTOMOBMIBHOM TEXHWUKM; QBTOKOMMIEKTYIOLME; TAMOXeHHbIe Tapudbl; BcemmpHas
TOProBas OPraHM3aLys; MHBECTULMOHHBIM KIMMAT.

A. pepHas

PeTpoMapKeTUHr KUK MHCTPYMEHT NO3MLMOHMPOBAHMUS M NPOABUIKEHUS €BPONENCcKUX MOAHbIX 6peHAO0B Ha poccuii-
CKMI PbIHOK

B cratbe packpbiBatoTcs ocHOBHbIE NPUHLMNBI peTpoMapkeTuHra no CtuseHy BpayHy n Bo3MoXHOCTH ero 3¢ ¢peKTMBHOro NnpuMeHeHus
B KOHTEKCTE NPOABMXEHUS €BPONEMCKMX MOAHBIX 6pEeHAOB Ha poccHitckom phiHke. Mo3uumoHnpoBaHmKe ucnonbayetcs B 0630pe Kak oauH
M3 MHCTPYMEHTOB NPOABMXEHMS, A CrneLndprKa BOCIPUSTUS NO3MLMOHMPOBAHMS €BPONEHCKMX BPEHA0B POCCHIMCKMMM NOTPeBUTEnaMU
ABNISIETCS OCHOBOM BO3MOXHOCTU MCMONb30BAHMS PETPOMAPKETHHIa Ans obecneyeHmns pocta ysHasaeMocTn 1 npoaax. [Npueopstcs npak-
TUYECKME A0KA3ATENCTBA TE3MUCA O TOM, YTO MPMHLIMMbI SKCKIO3MBHOCTM, CEKPETHOCTU M AXKMOTAXKA MOTYT NPUMEHSTLCS Takxe M BpeHaa-
MM MACCOBOTO CPoca, Kak M BpeHAaMM Knacca oK M MoryT BbiTh cTonb Xe M faxe 6onee 3¢pdeKkTmBHSI.

Knioueeslie cnoea: perpomapketunr; Ctueer bpayh; nosuumonmpoeanue; npopsuxenue; Zara; H&M; curyauus notpebnenus; axmo-
TAXHBIMA CNPOC; UHTEPHET-MArA3UHBI.

E. TapaceHko

FocnuTanbHbI 6@ HYMAPKUHT KOK MAPKETUHIOBAS TEXHOJIOIMS AJis YCUIieHUs KOHKypeHTocnoco6Hocru JINY

B nocnepHue roapl B poccUitCKOM 3APABOOXPAHEHMM BO3HUK OKTMBHbIM MHTEPEC K 6EHYMAPKMHTY KOK K TEXHONOTMM MOPKETHUHID, U 3TOT
MHTepec 3aTPArMBaeT KAK YACTHbIE, TAK M FOCyAApPCTBEHHbIE nevebHo-npodunakTuueckme yupexaenus. OcHosHas npobnema, c koTopon
yXe CerofHs CTankMBaeTcs PyKOBOACTBO MEAMLIMHCKMX OPTraHM3aLMiA — KOKUM 06pa3OM YCHAUTb CBOIO KOHKYPEHTOCMOCOBHOCTb, TO eCTh
obecneunTb Honee BLICOKOE KAYECTBO M BO3pacTaoLme o6beMbl OKA3AHWS MEAULIMHCKMX YCYT NALMEHTAM M MPU STOM YMEHbLUWTL PAC-
xoppl. beHumapkuHr nossonser cneupanucram JITMY cpasHuBaTh CBOIO AEATENBHOCTb C AEATENLHOCTBIO BEAYLUMX OPraHU3ALMMI, HAOXOAWTL
1 BHeapaTb Hanbonee adpdeKTUBHbIE METOALI OPrAHM3ALMM PABOTHI M MOCTOSHHO MOBBILIATL KAYECTBO MEAMULIMHCKOM NOMOLLM, OKA3bIBAE-
MOWM NALMEHTAM.

KnioueeBsble cnoea: rocnuranbHbiii 6eHYMAPKMHT KOK MOPKETUHIOBAS TEXHOMNOMMS; nnevebHo-NpodunakTMieckoe yupexaeH1e; BHyTpeH-
HUI M BHELUHMI BEHYMAPKMHT; KOHKYPEHTHBIN, GpYHKLMOHANbHBIM U reHepriYeckuii 6eHUMApKMUHT/ GeHUMAPKMHT 0BLLMX NpoLEeCcCcOoB; 3apa-
BOOXPOHEHMeE.

J1. Kappaa+nosa, O. Yyeunosa

MapkeTuHroeoe uccnegoBaHue NOTPEeGUTENbCKUX NPEANOYTEHMI HA PbIHKE XNe606ynouHbix usgenuii r. Craeponons
B cratbe pesioM1pyloTcs pesynbTaThl MOPKETUHIOBOTO MCCNEAOBAHMS MOKYNATENbCKUX NPEANOYTEHHUM Ha pbiHKe xneba r. Ctasponons
C MOMOLLBIO METOAQA NEPCOHANBHOFO MHTEPBLIO HA OCHOBE AHKETbI, PA3pa6OTAHHOM ABTOPAMM.

KnioueBbie cnoBa: aHkeTMpoeaHue; notpebureny; peiHok xneba; perTUHr npomssoauTenei xnebobynouHbiX U3AeNUi; NPeanoUYTeHUs
nokKynarenen.

E. Kmetb

KauecTtBeHHble uccnefoBaHUsa MeauanpeanovTeHUM LeneBbiX ayAUTOPUA B COLMASIbHBIX CETAX

ns usyueHns MeaManpeanoyTeHUM LieneBbiX ayaUTOPHA MCCNEeROBATENbCKME KOMMAHMM NPEANAraioT creayoLme BUabl KAYECTBEHHbIX
OHNAMH-MCCNEAOBAHMM, UCXOAS U3 cnocoboB 0bLeHns Nonb3oBaTeneii: oHnamH-bokyc-rpynnsl (B dopme Yata u bopyma), OHNANH-AHER-
HUKKM (6norn) u oHnanH-uHTEpBbIO. [MY6UHHBIE MHTEPBbIO B COLMANbHLIX CETSX CreAyeT pacCMATPMBATL KOK CAMOCTOSTENbHYO GopMy
(pasHoBMAHOCTL) rNy6MHHBIX OHNANH-UHTEPBbIO, B PAMKAX KOTOPOM COLMANbHAS CETh PACCMATPUBAETCS KAK KaHan (cnocob) obwexus,
d He TONbKO KOK MCTOYHMK PEKPYTUHIO YHOQCTHMKOB OHNAMH-NAHENeN.

KnioueBbie cnoBa: kauectseHHble UccnenoBaHms on-line; counansHele ceTH; coupansHelie Meamna; ry6buHHbIe MHTepBbIo on-line; Meana-
npeanoyTEeHus.

Ten./dakc peaakuyuum: (495) 365 0255
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SUMMARIES

Alexander Pankrukhin, Scientific Leader of Russian Marketers Guild, professor

Countries’ Ratings

Research structures, journalists, media and higher authorities today earn and receive other benefits from the creation and reproduction of
the indexes and rankings of countries, regions and cities. It is important to use rating tools for the purposes of development strategy and
self-government of territorial communities and territorial consumers of benefits, including residents, tourists and investors. But first of all we
have to sort out in the world of rankings . The first article on this topic presents the most famous international ratings.

Keywords: Global Competitiveness Index (GCl); Business Competitiveness Index (BCl); IMD World Competitiveness Index; Soft power
index; Brand Finance Nation Brands 100; Brand Strength Index, BSI; OECD Better Life Index.

Alexei Kopchenov, Professor at the AgEcon Department of Chelyabinsk State Agricultural Engineering Academy

Marketing Aspect of State Regulation of Agricultural Markets: International Issues

This paper analyzes the structure and size of marketing support measures for the agricultural sector, the comparative characteristics of
selected marketing programs, pointed the importance of information support and the key parameters of the market of agricultural products
that form the marketing data base, in relation to the components of the marketing mix.

Keywords: WTO; agriculture; state support; marketing support; marketing information system.

Natalia Martyshenko, PhD, professor of chair Marketing and commerce Vladivostok state university of economy and service;
Vladimir Starkov, Deputy director of Open Company Primavtoekspert

New Possibilities of Automobile BusinessDevelopmentin Primorski Territory

In article new possibilities of automobile businessdevelopment, arising in Primorski territory in connection with acceptance of long-term
programs of development of Far East federal district and the introduction Russia into the World Trade Organization are considered.
Keywords: russian car industry; market of automobile; autocompleting; custom duties; World Trade Organization; investment climate.

Darya Yadernaya, Managing Director at Esper Group (www.esper-group.com), in pursuit of PhD in World Economy at MGIMO
University (Moscow State University of International Relations)

Retromarketing as a Positioning and Promotion Tool for European Brands in the Russian Market

The article dwells on retromarketing principles by Stephen Brown and their application to promote European fashion brands into the
Russian market. Positioning is described as one of the promotion tools, and specifics of European brands’ positioning perception by
Russian customers is laid as a basis to use retromarketing to foster sales and brands awareness. Practical evidence is brought up to prove,
that exclusivity, secretive character and rush demans might be just as efficient for mass-market brands as they are for luxury brands, and
maybe even more so.

Keywords: retromarketing; Stephen Brown; positioning; promotion; Zara; H&M; consumption pattern; rush deman; online stores.

Elena Tarasenko, PhD in sociology, Associate Professorof the Chair of Health Care Administration and Economy, National Research
University Higher School of Economics

Hospital Benchmarking as a Marketing Technique for the Competitiveness’ Strengthening for Hospitals

In recent years, there is an active interest towards benchmarking as a marketing technique in Russian health care sector. This interest affects
both private and public medical clinics. The main problems for health care management are how to strengthen competitiveness of their
hospitals, how to provide high quality and intensiveness of health care services for patients and how to reduce costs. Benchmarking
provides important management information and is a powerful marketing assessment technique, which shows performance indicators of
your hospital against other hospital organizations in order to provide high quality of medical care.

Keywords: hospital benchmarking as marketing technique; medical clinic; internal and external benchmarking; competitive, functional
and generic benchmarking / benchmarking of general processes; health care.

Larisa Kardanova, Ph.D., head of the Department of marketing and management of the Stavropol Institute for cooperation (branch)
Belgorod University of Cooperation, Economics and Law BUKEP;

Oksana Chuvilova, PhD (Econ.), associate Professor of the Department of marketing and management Stavropol Institute for cooperation
(branch) Belgorod University of Cooperation, Economics and Law BUKEP.

Marketing Research of Consumer Preferences on the Bakery Products Market of Stavropol

The article summarizes the results of marketing research of consumer preferences on the bread market of Stavropol with the help of the
method of personal interview on the basis of a questionnaire developed by the authors.

Keywords: survey; consumers; the market of bread; the rating of the producers of bakery products; consumers’ preferences.

Elena Kmet, Ph.D., assistant professor of marketing, commerce and logistic, Far Eastern Federal University

Qualitative Research Media Preferences of Target Audiences in Social Networks

For studying media preferences of target audiences research company offers the following on-line qualitative research, based on the
methods of communication between users: on-line focus groups (chat and forum), on-line diaries (blogs) and on-line interviews. In-depth
interviews on social networks should be seen as self-sufficiency form (variety) in-depth on-line interviews, in which the social network is
considered as a channel (way) communication, not only as a source of recruiting participants on-line panels.

Keywords: qualitative research on-line; social networking; social media; in-depth interviews on-line; media preferences.
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