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1-2 mapra 2022 roaa

VIII MexkayHapoaHY0 HAYYHO-TIPAKTHYECKYH0 KOH(epeHIIHI0
«BPEHINHI' KAK KOMMYHUKALNNOHHASA TEXHOJIOT U XXI BEKA»

VIII MexnynapoaHas Hay4dHO-TIpakThyeckas KoH(epeHuus «bpeHauHr kak
KOMMYHHMKAIIMOHHAsT TEeXHOJOTUs XXI Beka» JejlaeT akUEeHT HAa WHHOBAMOHHBIX
CTpATeTUsiX U TEXHOJOTHUSX B YIPABICHUSIX OPEHIOM KaK HEMaTepHAIbHBIM aKTHBOM,
Ha pPOJIM CETEBBIX KOMMYHHUKALMM, HA MPAKTUYECKOM KOHCAITHUHIE WU SKCIEPTHOU
pabote B OpeHIUHTE.

B 2022 rogy maructpanbpHas npobiieMa — OpeHAUHT B cpepe KyJIbTYphl U apT-
MEHEKMEHT.

Tematnka KOH(EpEHIIMU OXBATHIBACT CHEKTP KaK TPATUIMOHHBIX, TaK U

aKTyaJbHbIX THHOBAIIMOHHBIX TEM:

U Bpennunr B OusHece;

U Bpennunr B OusHece;

U Bpenaunr B cepe KyAbTyphl U apT-MEHEIKMEHT;

L ®opmarel U TEXHOIOTUM CETEBLIX KOMMYHHUKAIMI B OPEHIUHTE;

Y TeppuropuanbHbIi OpEHANHT;

U JIMHIBUCTUYECKOE COMPOBOXKIEHHE OPEH/IMHTA;

& TIcuxonmoruueckue acreKThl OpeHMHTa.



[Inanupyercst npoBeeHNe NaHENbHONU TUCKYCCUHU MO MpobdaeMam OpeHIuHra B
chepe KynapTypel U apT-MeHemkMeHTa (mpu coxeiictBun  @donma «Hosoe
HCKYCCTBO3HAHHEY); KPyIIIOTO cTojia «PernonanbHble MpakTUKu OpeHauHra B cdepe
KYJbTYpbD» (IpU COAEHCTBUU SApOCIaBCKOTO XyHOXKECTBEHHOI'O My3€s), CEKLHH II0
TeMaTHKe KOH(EepeHIIMM U CeKUus MOJOoAbIX uccienoBarenein. K ywactuio
MPUITIAIIAKOTCS  NPAKTUKYIONIME  CHELUUAINCTBI, BY30BCKHE  HMCCJIENO0BATEIIH,
aCIUPaHTHI, a TAK)KE CTYJIEHThI U MarCTPAHThI HAITPaBJICHUI MOATOTOBKH «Pekiama u
CBS3M C OOLIECTBEHHOCThIOY, <« KypHamucTtuka», a Takxe «Kyabryposorusy,
«KOHrpeccHO-BBICTaBOUHAS IESITEIbHOCTD.

B 3aBHCHMOCTH OT SIMHJIEMHOJIOTHYECKOM OOCTaHOBKH BOIIPOC O QopMmaTte
KoH(pepeHInH OyaeT COOOIIeH y9acCTHUKAM TO3/IHEE.

[Ipeanonaraercst uznanue cOopHuka ¢ marepuanamu konpepenuuu (PYHII) no
Hayasia koH(pepeHuuu. OOpaiiaeM BHUMAHHE UCCIEI0BATENIEH, YTO pacCMaTpUBaeTCs
HCKJTIOYUTEIPHO KOMMYHUKAIMOHHAs (HE DJKOHOMMYECKas W TIpoy.) TeMaTHhka
OpeHIuHra.

Hpunumammcx mamepuaiibl HaA pYyCCKOM U eeponeﬁcxux A3bIKAX.

YCIOBUA OPOPMJUIEHUA MATEPHUAJIOB JIUIA ITYBJIMKALIMN

OcnoBHoit TekeT — mpudt Times New Roman, 14 kers, oqHapHbBIN HHTEpPBAI,
nmoJyis — 2 cM, ad3amHblid OTCTyn — 1,25 ¢M, MEXCTPOUYHBIM MHTEpBaI — 1, HHTEpBAI
no/mocie ab3ara He BHICTABIISICTCS; aHHOTAIMS (110 8 CTPOK) M KITFOUEBBIE CJIOBa (110 5)
Ha PYCCKOM M aHIIHMCKOM si3bikax; YJIK myOmukaruu; cChUIKM Ha MCIHOJb3yeMbIe
MCTOYHUKH 3aTeKCTOBBIC (npum. « Texcm [1, c. 126-127].»); cnuCOK aUTEepaTypsl — 12
Kerb, GOPMHUPOBAHUE CITUCKA JTUTEPATYPHI MO aja(aBUTy aBTOPOB.

HanmeHnoBaHue cTarbu  BBIJCISETCS MOJYKMPHBIM HAaYepTaHHMEM U
HaYMHAETCSI C 3ar1aBHON OyKBBI (npum. « KommyHnukayuorHvlie mexronoauu...»). YK
MIPOCTABJISIETCS MOCIIE KITIOUEBBIX CJIOB HA PYCCKOM SI3bIKE U MEpPel OCHOBHBIM TEKCTOM
CTaThU, HE BBIJICTISS MOTY>KUPHBIM HauepTaHUEM.

O0beM cratbu — A0 Tpex cTpaHull A4, BKIIOYas CHUCOK JIUTEPaTyphl.
AHHOTanusl JOJDKHA colepkarb HH(OpManuio O MPEACTaBIsIeMO B JOKJIaze
nmpoOieMe W TEepPCIEeKTHBaX ee pemieHus (KpaTKux BbIBomax). KimroueBwie clioBa
JIOJIKHBI OTPaXKaTh TEMATHKY HAIlPaBJICHUI paOOThl KOH(PEPEHIIUH.

Cmambu npunumaromcesa uckarwuumenvno 6 pacuupenuu MS Word 97-2003 — .doc.

OcoOble yka3zaHus 1Mo 0(hpOPMIICHHIO CTaTe MOJIOBIX YUEHBIX (MAaruCTPaAHTOB H
CTYJCHTOB):
- Tpu opOPMIICHUU MaTEPHAIOB O] paMUJIMEH aBTOpa CIIETyeT YKa3bIBaTh
CBEJCHUS O HAyYHOM pYKOBOAWTENe, Hampumep: Hayd. pyk. kanf.
conunoi. Hayk no1. MBanosa I1. I'. (6e3 BeIEICHUS TTOTYKUPHBIM).



[lomaya 3asBKM W 3arpy3ka MaTepuanoB (HAy4YHBIX CTaTel) MPOU3BOIUTCS
TOJIEKO uepe3 ohUIMaNbHbIN calliT KoHbepeHntmu ¢ 25 nexabps 2021 roga o 1 pespans
2022 ropna.

@daiin ¢ TEKCTOM HAy4YHOU CTaThbU JOKEH OBITh 03arNIaBJICH MO CIEAYIOIIEMY
npumepy: Branding2?2 Ivanovlvan_article.

YBaxkaemble ydacTHuku! Ilpu nHaxarum kHonku «OTHpPaBUTH 3asBKY,
PacIoIoKEHHON Ha oduiranbHOM cailiTe koHpepeHInu, Bbl jaeTe cBoe coriacue Ha
00paboTKy EePCOHANBHBIX JaHHBIX OPrKOMUTETOM.

Caiit koHdpepenuu: conf.branding.tilda.ws

OprkoMUTEeT BMpaBe OTKa3aTh B NyONHWKAIMd TpU BBEIOOPE TEMBI, HE
COOTBETCTBYIOIIEH TeMaTWKe KOH(GEPEHIMH, HAINYUU aHHOTAIMA HCKIIOYUTEIHHO
KOHCTaTHPYIOIIETO XapaKTepa, KIFOUEBBIX CIIOBaX, HE OTPAKAIOIIMX HaIPABJICHUS
paboThl KOH(DEPEHIIMU U HECOOITIONCHUH PaBUI O(POPMIICHHUS.

KoHTaKTBI:

e-mail koHpepenunu — conf.branding(@gmail.com



http://conf.branding.tilda.ws/
mailto:conf.branding@gmail.com

OBPA3EIl O®OPMJUIEHHUSA CTATBHU -1
HInanuaa M.I.

NunoBanmonHbie crpareruu Openaunra Poccuu B ycJI0BHSIX BbI30BOB
MG poBoii IKOHOMUKH

Crparerus pasutus nudpoBoi s3xoHomuku Poccum (2017-2025), TexHHKO-
TEXHOJIOTUYECKUE U COLMAIbHBIE MPEANOCHUIKA B YCJIOBUSAX NaTePHAIUCTCKOM
TOCIOJIEPKKM  allpUOPHO  TMO3BOJSAT (POPMUPOBATH WHHOBAI[MOHHBIA OpEHIUHT
«uudpoBoit  Poccum», ogHako cHavyala  TpeOyeTcs  Co3[arh  IPOrpamMmy
KOMMYHUKAIIMOHHON TOAAepKKU MojepHu3anuu B P B ycioBusix data driven
TE€XHOJIOTHM.

Kniouesvie cnosa: umdpoBas 3KOHOMHKA, naTU(dUKaIMs, OpEHAUHT CTpaHbI,
Poccusi, KOMMYHHUKAaTHBHOE IPOCTPAHCTBO.

YK 659.4

CrpaHoBOIl OpEHIUHI B YCJIOBHMSX BBI30BOB LU(POBOI AMOXU CYIIECTBEHHO
TpanchopMHUpyeTCs: COoBpeMeHHas uudpoBuzanus B ¢opmare AaTudUKAIUIN
CTAHOBUTCS YCJIOBHEM PaJUKAJIbHBIX U3MEHEHUN CTpaTeruil pa3BUTHs SKOHOMHUKHU U
colMyma BeJIylIIMX MUPOBBIX JIepkKaB [ 1, 2] — 1 KJ1acCHuYeCcKuX MpaBUl K MTHCTPYMEHTOB
CO3/IaHMS U MPOJIBIKEHUS 00pasa rocynapcTsa [3].

Tekct. Tekct. Tekcr [3, c. 5].
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Shilina M.G.

Innovative strategies of branding of Russia within challenges of the digital
economy

The strategy of the development of the digital economy of Russia (2017-2025),
technical and technological and social preconditions within the paternalistic state
support a priori will allow an innovative branding of "digital Russia". However, it is
required to create a program of communication support for modernization in the
Russian Federation in terms of data driven technologies.

Keywords: digital economy, dating, branding of the country, Russia,
communicative space.
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JlokTuonosa II. A.
Hayu. pyk. kann. ¢umnoc. Hayk, noi. A. B. [Ipsxuna

KopnopaTnBﬂoe H3JAaHUEC KAK 3JICMCHT 6peHz[1/1Hra KOMIIAaHUH

Crarbs npencTaBisieT codoit 006001IeHre uael U CyKJIeHHH 00 0COOCHHOCTSIX
KOPITIOPAaTUBHOTO HM3JIaHMsS KaK »dJIEMEHTa OpeHIWHTa KOMITAHHMM Ha POCCHHCKOM
COBpPEMCHHOM pbIHKe. HamOosee BakHYO0 4YacTh paOOThI COCTABJISET OINHMCAHHE U
aHaJIn3 KOPIopaTuBHOTO u3anus KoMrmanuu [TAO «AspodiioTy.

Knrouesvle cnosa: KOpHoOpaTHBHOC H3JaHKME, OPCHIMHI, JICMEHT OpEHIUHTA
KOMIIaHUH.

YK 659.4

Ha ceronHdmHuii a€Hb Ha pbIKE MPEACTABICHO OOJBIIOE KOJIUYECTBO
Pa3IMYHBIX KOMIIAHUM, KaKJIasg W3 KOTOPBIX CTPEMHTCS 3aBOEBATH PACITOJIOKEHUE
LIEJIEBOM ayAUTOPUHU U JIOCTUTHYTh HAWBBICHINX IMOKa3arened 3(p(hEeKTUBHOCTH CBOEH
nesTeabHOCTH. BMecTe ¢ 3THMM pacTeT M KOHKypEeHLUs, 4To TpeOyeT OT KOMITaHWM
HECTaHAAPTHBIX IOAXOA0B U PELICHUM C LIEJIbI0 IPOABUKEHMUS Ha pblHKE. MIMeHHO
[O3TOMY TIOSIBJISIETCS. HEOOXOAMMOCTh B MNpPUMEHEHHH 3((EKTUBHBIX XOAOB
CHELMAIMCTOB IO CBA3SIM C OOHIECTBEHHOCThIO. K OAHMM W3 TakuX OTHOCHUTCS
CO3/1aHuE KOPIOPATUBHBIX CPEJICTB MAaCCOBON HHPOPMALIUH.

Jlumepamypa
1. KpuBonocoB A.Jl. KopropatuBHOe Wu3JaHHE B CBET€ TEOPUM HAYKH O CBS3AX C

obmectBeHHOCTHIO // TletepOyprekas mkona PR: ot teopun k mpaxtuke : CO. crateil. —
CII6.: Po3a mupa, 2004. — C. 106-116.

Loktionova P.A.
Corporate publication as an element of the company branding

The article is a generalization of ideas and judgments about the features of a
corporate publication as an element of a company’s branding in Russian modern
market. The most important part of the work is the description and analysis of the
corporate publication of the «Aerofloty company.

Keywords: digital economy, dating, branding of the country, Russia,
communicative space.



