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BUSINESS DEVELOPMENT

Brakk Tatjana

Heilbronn University, Heilbronn, Germany
Master Thesis Program

Supervisor: Prof. Dr. Andreas Fuhrmann

SUSTAINABLE DEALER DEVELOPMENT
IN THE COMMONWEALTH OF INDEPENDENT STATES

Indirect distribution implies further challenges on the CIS market for Deere & Com-
pany. Financial shortcomings, the lack of qualified staff and cultural differences shall be
tackled in order to enhance dealer performance and to increase distribution density.

Keywords: Indirect distribution, CIS, agricultural equipment, performance measure-
ment, cultural differences

In the course of the globalization process companies striving for growth
need to enter new promising markets. The domestic market saturation and in-
creased competition represent the main motivation for this trend. The American
agricultural equipment manufacturer Deere & Company also pursues new outlet
possibilities in emerging markets and has recognized great potential in the
Commonwealth of Independent States («CIS») due to outdated agricultural
technology from the Soviet era [1] and the rising demand for food effected by
the ever-growing world population [2].

The heterogeneous and unfamiliar market environment in the CIS is cre-
ating new challenges for Deere & Company: American, Western European and
local competitors maintain significant market share of the manufacturer. Within
the distribution of John Deere products through contract dealers within the im-
plementation of assisting tools there is a need for optimization. The lack of fi-
nancial as well as human resources is prevalent in the CIS dealerships. Finally,
culturally different individual behaviour and business conduct often leads to a
lack of understanding, entailing unforeseen consequences for the business rela-
tionship to customers and dealers.

In order to minimize the shortcomings Deere & Company is having in
the Commonwealth of Independent States, first the current optimization ap-
proach of the manufacturer, the Dealer of Tomorrow strategy, was examined.
Furthermore, through the situational analyses of this market an overall insight
could be provided, which lead to the definition of concrete recommendations
to the manufacturer.



Offering products via a network of dealers worldwide enables Deere &
Company to focus on its competitive advantage: production of premium agri-
cultural equipment. Furthermore, the indirect distribution system allows the
manufacturer to save capital, which would be needed for subsidiaries within a
direct distribution system. It hands over the risks accompanying an internation-
alization strategy to self-employed and therefore motivated dealers. On the
other hand Deere & Company has to face a greater need for optimized coordi-
nation within the distribution channel. The loss of control of the dealers’ per-
formance and insufficient information regarding dealers and customer needs are
further disadvantages accompanying this sales strategy. [3, p.67]

In order to enhance channel excellence Deere & Company introduced the
Dealer of Tomorrow strategy, which provides a range of supporting tools to the
dealers. These tools, however, challenge the dealers in the Commonwealth of
Independent States financially, as they are connected with additional expenses.

Analyzing the situational environment external conditions, which influ-
ence the business of Deere & Company in this region, can be observed.
Whereas steady economic growth promises substantial turnover realization in
the future, corruption and trade barriers are obstacles within the expansion
process. [4]

In the context of the globalization process cross-cultural interactions in-
crease and behavioral differences become obvious, possibly entailing misun-
derstanding. Cultural differences intensify the conflict of interests between the
manufacturer and the dealers in this region. Aiming at describing and explain-
ing cultural differences worldwide studies have been carried out. By means of
these studies comparison of and with it consideration of differences in various
countries 1s possible.

Geert Hofstede’s cultural study of IBM-employees worldwide revealed
understanding regarding the behavior of Russian employees: their willingness
to tolerate authority of more powerful people (Power Distance) and their desire
for rules in order to avoid unpredictable situations (Uncertainty Avoidance) are
very high. Collectivist thinking and feminine values such as relationship and
modesty are distinct in Russia. [5]

The findings of the GLOBE study, which was carried out in 61 coun-
tries, provide important information with regards to the target-performance
(here: value and practice) comparison. It becomes obvious that within East-
ern European societies the practices match the values of the dimensions of
Assertiveness (degree to enforce own intentions), Collectivism (organization
or family) and Gender Egalitarianism (whether gender equality is given). It
1s, however, striking that the dimension Power Distance is supposed to be
much lower whereas the dimensions Uncertainty Avoidance, Performance,
Future and Humane Orientation should be more distinct than the current
common practice (see figure 1).[6]



Eastern Europe

Performance Orientation
7.000

— S
Uncertainty Avoidance h_'[,)!-j%"""mh_ T -, Asserlivencss
— \ ~— \

A
~ A
~

N\
M, "'v? r/—* Fulue Oricntation

In-Group Collectivism \
AT

Power Distance Humane Orientation

—— Practices
— B - Values

Gender Egalitarianism Institutional Collectivism

Figurel. GLOBE 9 dimensions for the Eastern Europe cluster [6, p. 35]

From figure 1 the observed behavior in business in Eastern Europe can be
obtained. Comparing the findings with the other questioned countries it be-
comes obvious that the Eastern European countries are in the middle area when
1t comes to Performance Orientation, Assertiveness and Institutional Collectiv-
ism. Regarding the dimensions Future Orientation (lowest: 2.88 in Russia),
Human Orientation (lowest: 3.18 in Germany) and Uncertainty Avoidance
(lowest: 2.88 in Russia) this cluster is in the lower range. The Gender Egalita-
rianism (highest: 4.08 in Hungary), Power Distance (highest: 5.8 in Morocco)
and In-Group Collectivism (highest: 6.36 in the Philippines) dimensions rank in
the upper field of the questioned countries.

Considering these findings in the daily business life may increase success
of cross-cultural projects and businesses. Leadership or in this case coordina-
tion of the distribution channel can be done more efficiently if, whenever possi-
ble, the respective values of the dimensions are followed.

In addition to the external environment, the competitive and the customer
environment represent further external impacts for Deere & Company. Hence,
the company’s opportunities and threats on the CIS market can be drawn from
these analyses. With the John Deere dealer strategy (Dealer of Tomorrow) and
the findings of the internal analysis the strengths and weaknesses of Deere &
Company itself become obvious. Based on this SWOT-matrix recommenda-



7

tions in order to minimize the company’s weaknesses are provided to better
face possible threats in the CIS business.

In order to get information on dealers’ performance it is useful to
convince the dealers of providing data on performance metrics regarding the
categories market, customer and operation (see figure 2). An optimized
incentive system facilitates the installment of the performance measurement
tools, from which both the manufacturer as well as the dealers can benefit.

Category Metrics
Dealer Net Sales
Market Market Share
Parts & Service Sales
Customer Customer Satisfaction
Return on Sales ROS

Expenses to Sales

Operational Asset Turns

Return on Assets ROA

Owner's Equity

Absorption Factor

Figure 2. Performance Metrics [7]

The acknowledgement of cultural differences in the Commonwealth of
Independent States compared to the Western European and North American
countries shall reduce missunderstanding. By considering the differences at tool
implementations, at negotiations and when doing business in general mutual
trust can be increased.

Based on the provided information regarding the financial and
performance situation an adapted expansion strategy can be set up and the
requirements for dealers become more realistic. In case of poor performance
timely actions to enhance dealers’ financial situation can be initiated.

With regards to the employee fluctuation on the CIS dealerships the
findings of the cultural studies can be used as well. In the sense of network
thinking, which is prevalent in the CIS, Talent Relationship Management can
be established. The main focus is on the retention of talented employees
at the dealership. For key functions talents are identified even when there is
no vacancy at the moment. The identified candidate becomes member of a
talent pool and contact is kept by building a personal relationship and
providing information material. The target is to sooner or later provide or
even create a suitable job to the coveted candidate according to the
qualifications. [8, p. 18 ff.]



With the stated measures regarding cultural adaptation dealer satisfaction
can be increased in the short term. However, further implementing performance
measurement tools and doing business according to the performance of and
information provided by the dealers enhances distribution density in the CIS or
in this case the dealer network of Deere & Company in the long run.
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This article illustrates reasons for the use of mediation in business, its aims, how it
works, where it can be applied in business and which benefits it brings to companies and its
employees. A special focus is put on the application of mediation in Germany highlighting
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If conflicts in business are not handed well, the climate changes for the
worse which includes lower mutual respect, negative emotions, tension, lack of
tolerance, autocracy intensification in management, high labor turnover etc. The
staffs interaction, innovativeness and creativity declines. This brings large fi-
nancial, material, time and emotional costs and causes organizational ineffi-
ciency. To manage conflicts and turn them into a positive meaning, mediation
can be applied [1, p.13].

The aim of mediation in business is to resolve a conflict by providing a
win-win solution. Mediation is one of the alter-native method of conflict resolu-
tion or alternative dispute resolution (ADR) because - different from the adjudi-
cative methods - the two parties have the control over the outcome instead of
being imposed a solution. A third party - the mediator - guides the disputants to
reach a mutually agreed solution [2, p.56].

The mediator has to be impartial so that he/she is able to gain the confi-
dence and trust of all parties. Its main tasks are in the first place to set the agen-
da and rules, to open communication channels and in the whole to coordinate
the meetings. At the beginning of the mediation process, the mediator gathers
information, identifies obstacles and helps the parties to identify and understand
their interests. While doing so, the mediator creates a cease-fire between the
disputants, reframes the par-ties’ views in softer terms, summarizes what was
said and asks open-ended questions to support the solution-finding process.
Later, through uncovering underlying interests, the mediator supports the par-
ties in brainstorming creative options and evaluating alternatives so that they
find their own solutions based on mutual understanding [3, p.23f; 4, p.8].

Literature distinguishes two different applications of mediation in business:
Mediation between and within organizations. Conflicts between organizations
arise between all companies who are in relationship to each other. For example,
power and competence issues after a merger & acquisition can cause a conflict be-
tween two companies. Conflicts within organizations include disagreements be-
tween shareholders, the negotiation process of regulations between the work coun-
cil and entrepreneurs in the phase of restructuring, questions of power and compe-
tences between employees of the same hierarchy and between employees and their
supervisors [5, p.1].

Mediation in business brings the following benefits for companies and
employees [3, p.241f; 5, p.2]:

FLEXIBILITY

The mediator can adapt the process to the needs of the parties for example
concerning the choice over the location, the time frame, the people who partici-
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pate, etc. Also the mediator can meet with each party in separate and private
caucus to under-stand their underlying interests.

INFORMALITY

The parties can present their arguments in an informal manner; they are
not obliged to take part in procedures of a legal sys-tem. The parties also have
the ability to express their feelings and emotions, not only facts.

CONFIDENTIALITY

The mediator cannot give any information from any party to the other or
to anyone else without permission. Therefore, everything said is “off the
record” so neither the public nor the press are informed.

NON-BINDING NATURE

Mediation aims at reaching an agreement, but if the parties cannot come
to a satisfying outcome, they are free to use an-other dispute resolution method,
for example they can go to court or to an arbitrator.

SAVINGS ON RESOURCES

Mediation is generally not only faster than the judicial process, but also
less costly, so it saves on resources like time, money, and energy.

MAINTENANCE AND OFTEN IMPROVEMENT OF THE RELA-
TIONSHIP

Mediation has a special advantage when the parties have ongoing rela-
tions that must continue after the conflict 1s managed. Mediation preserves and
potentially improves relationships between the parties because they gain under-
standing of each other’s interests, motives, needs and values.

COMPLIANCE

As the parties control the result and mutually agree on it, compliance with
the mediated agreement is usually very high.

DEVELOPMENT OF A CONFLICTING CULTURE

As conflicts are constructive if handled well, mediation in business is not
only meant to solve one single dispute, but to enhance communication in the
company. Therefore, mediation pushes towards positive change and develop-
ment.

The mediation application in business in Germany arose in the eighties then
politicians tried to use US American mediation methods in Germany. They
oriented their efforts on the Harvard method which was developed by William Ury
and Roger Fischer [6]. However, these mediations failed mainly because they
were too theory oriented and developed for the American society which is very
different from the German one in terms of laws, discussion culture etc [7, p.19].

In the second phase in the midst of the nineties the mediation methods
were adapted to the German society. Dirk Meuer und Markus Troja registered
86 public mediations between 1996 and 2002. The largest and most complex
mediation was about the airport in Frankfurt which is often seen as a milestone
for successful mediation in Germany [7, p.20].
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The third phase is the systematic use and consolidation of mediation in
decision making processes. This is accompanied by formal procedures like in-
cluding mediation in law [7, p.20].

In 2008 the European Union passed a guideline for its member states to
introduce mediation and the role of a media-tor into their national law. In Ger-
many the parliament passed a mediation law in July 2012 which defines the
terms “mediation” and “mediator”, describes the process and the responsibili-
ties of a mediator and the limitations including the confidential clauses. It also
names norms for education, training and certification. However, there is no one
final job classification for mentors. The federal states hold the main responsibil-
ity of the facilitation of mediation [8, p.1{f].

The educational requirements for accreditation as a mediator differ be-
tween accrediting groups and from country to country. In Germany professional
bodies impose accreditation standards. Private organizations, e.g. Deutsche Ge-
sellschaft fiir Mediation (DGM), Bundesverband Mediation in Wirtschaft und
Arbeitswelt (BMWA) and Bundesverband Mediation (BM), educate, train and
certificate mediators. They then convey their members to companies. Also pri-
vate institutions which are publicly funded, for example the university in Hei-
delberg and Potsdam, offer master degrees. Frequently lawyers attend an addi-
tional training in mediation.

The costs for consulting an external mediator strongly depend on the ex-
penditure of time of the mediator. In Germany the duties are negotiable. Nor-
mally it is less costly to employ a mediator than to pay a lawyer and go to court.
The parties do not have to employ an attorney to settle the agreement. The me-
diated agreement, however, is fully enforceable in a court of law [6, p.2].

To conclude, mediation has a huge potential for conflict resolution in the
future. However, as the mediation law was only recently passed in Germany,
there is still the need to in-crease its awareness and to monitor its development.
This includes that statistics need to be done for evaluation, e.g. about how many
mediators are accredited, in how many conflicts mediation is applied and how
successful mediation is in conflict resolution.
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SOCIAL MEDIA & EMPLOYER BRANDING

B nanHO#1 cTaThe paccMOTPEHBI BO3MOXXHOCTH HCIIOB30BAHUS COIIMATBHBIX CETEH B
LeJIIX PEeKpYTUHIa U MoBbleHUs y3HaBaeMocTn HR-Openna. Ctatbs comepXUT mpUMephbl
3¢ ($EeKTUBHOTO UCTIOIH30BAHUS COIMAIBHBIX CETEH KaK KOMITAHUSMH, TaK U MOJUTHKAMH.
Jannas paboTta BHOCHT BKJaza B pa3Butiue HR-Openannra u nsydyenue npudvH BeIOOpa Me-
HEDKEpaMU TI0 TIEPCOHATTY COIMATBHBIX CETEH ISl TOCTHKESHHSI TIOCTABIICHHBIX IIEJICH.

This paper presents a viewpoint to the potential for use of social networks for re-
cruitment and enhancing the employer brand awareness. The article contains useful exam-
ples of proficient appliance of networks by companies and politicians. This paper contri-
butes to the field of Employer Branding by synthesizing work in this domain and research
focus on studying the reasons why HR-managers prefer to fall back upon social media for
obtaining the objectives.

Knrouegwie cnosa: HR-OpeHIuHT, COLMANIbHBIE CETH, PEKPYTUHT

Key words: employer branding, social networks, social media, recruitment

The life of a modern man can hardly ever be imagined without the Inter-
net basically and social media, particularly. By means of social media people
get acquainted, find a soul mate, buy or sell something etc. Based on the results
of a survey conducted by Internet World Stats in the year 2012, Russia had the
lead in Europe in Internet users' count and was the 6™ worldwide. So who are
the Internet users in Russia? Predominantly, that's the young audience and
middle-aged people, 1.e. the labor pool. We fall back to the Internet not only for
solving business issues but also to read the news, see the weather forecast, get a
life and so on, and social media is a unique world, whatsoever! [2]

Nowadays the most popular social networks in Russia are VKontakte,
Odnoklassniki, Facebook and Twitter. The number of users is growing at an
exponential rate. Even Presidents have started creating accounts in social net-
works; thus have become closer to the people.
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Back on track, we consider social networks in terms of their efficiency for
employer branding. First of all, it's necessary to give a definition of this term.

Employer Branding is a complex of efforts of a company to interacting
with current employees and potential employees which makes it (the company)
an attractive work; besides it's an active reputation management in the eyes of
partners, potential employees and other key stakeholders. [1]

Thuswise, what share has the social media in the work of an HR-
manager?

Social media 1s a brand new efficient tool for promoting the employer
brand. It can be used either for enhancing the involvement of the personnel or
for the purpose of working with the outside audience.

In order to prove the efficiency of using social media for promotion, it's
useful to study the following example. It's a case of a Barack Obama s cam-
paigning (incumbent President of the USA). He's placed his bets on using the
social networks. From the beginning of the campaign (Feb.2007), he has ma-
naged to catch approx. 6.5 million voters on Facebook and 1.7 million on Twit-
ter. He has even created his own network my.barackobama.com in which there
have registered more than 2 million people. Analyzing the success of such a
strategy, the experts agree that Barack Obama has managed to win the hearts of
the voters having shortened the distance with ordinary people.

Everyone who had joined his account could follow all his news. People
had known in what city was then Obama, with whom he had met. There even
had appeared the personal information, texts, and speeches and so on. One
could feel himself Barack's friend. It was easier for election campaign team to
follow the trends and the preferences of potential voters. In the format of a so-
cial network there were tested the new communication methods.

So where does it concern the recruitment? The contest for the voters is a
sort of recruitment. The main difference is that both magnitude of responsibility
and the scope are enormous. Many politicians have followed this suit and have
created accounts in social networks.

In such a manner, using social networks may be helpful for enhancing the
company awareness and, perhaps, for attractivation of a campaign (electoral,
advertising etc.). Hereafter are listed the main reasons to create accounts of the
company in social networks.

5 reasons to create a company s page in social networks:

1. It's an efficient way of building relationships with a candidate having
formed a ground for discussion;

2. It's easy enough to find the appropriate candidates;

3. Exploiting the social networks for recruitment the company gets addi-
tional advantages enhancing employer brand awareness and increasing the de-
sire of other people to work in your company;

4. You as an employer ramify your constituencies thereby getting access
to more potential candidates;
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5. According to one of the recent surveys conducted in the USA, 78% of
HR-managers confirmed that they used social networks for the purpose of re-
cruitment. So in case you do not wish to be out of touch start using the net-
works even now.

It makes perfect sense, the more social networks you use, the more is your
employer brand awareness. Nowadays absolutely all the networks provide po-
werful tools of targeted advertising.

It's been long now that social media have ceased being just a means of
networking. Users of community of professionals’ networks preeminently
present themselves as the experts and succeed in networking. (building business
relationships with a view to making use of them in future). The most influential
professional networks today are LinkedIn, Professionali.ru and Moa krug (the
service of Yandex). One can even find special services for advertising vacan-
cies. In the perspective of recruitment the network Xing is actual but not very
popular yet. It may be useful for finding expatriates from Europe (the network
1s especially popular in Germany) or the USA and also may help one promote
its company to move the Western markets.

Now that it's been proved that the benefits provided by social networks
residing in promotion of an employer brand are obvious, it's reasonable to ask
oneself how can social networks be used to the maximum extent.

Henceforth is proved an example of the recruiting agency Luxoft Person-
nel’'s employee who managed to apply networks for the purpose of best prac-
tice. Varvara Agaponova (the above-mentioned employee, Senior Consultant of
Luxoft Personnel in St.Petersburg) shares experience noting that she had faced
the challenge to find an expert for keeping the corporate blog regarding infose-
curity. By means of infosecurity blogs" ratings she faced the candidates’ blogs
on Habrahabr and Livejournal. She could directly assess the performance and
draw conclusion of a candidate’s expertise. The candidates she was interested in
got a message with a job offer on e-mail or a message in social networks.[3]

One more case example is the social Internet service Pinterest allowing
users to add pictures online and place them in subject collections and share
them with other network users. On this site one can advertise his company hav-
ing created a company's whiteboard or having stimulated the employees to put
newsworthy photos made at work on their personal whiteboards online. Head-
hunters may benefit from placing a vacancy advertisement and in case they fol-
low the profiles of targeted users.

The last example to mention is the experience of 3M company's Russian
division. 3M 1is a diversified company with a century-old history and many
years of tradition. Aside from famous Russian social networks the company al-
so pays attention to 2 professional communities’ networks - LinkedIn and Pro-
fessionali.ru. The company joined social networks, namely Facebook, VKon-
takte and LinkedIn in the year 2012 and began to try out and mold a strategy of
its presence in these networks.
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Following the results of the year 2012, the most efficient practices of
working with the audience in networks were conducting surveys, contests, pub-
lication of attractive pictures, employees™ photos and videos having resulted in
virus effect.

In conclusion, we ought to mention the distinctive excellence of using so-
cial networks by HR Departments for obtaining the objectives.

Thus:

Social networks are the efficient tool indeed that influences the personnel
involvement;

Social network is a double-sided communication.

Just at that spot one can begin a dialogue. Candidates can ask their ques-
tions and request extra information;

Using social networks for the purpose of recruitment the company gets
additional benefits enhancing employer brand awareness and increasing the de-
sire of other people to work in your company;

Finally, there is no point in rejecting such a global candidate base as so-
cial networks.
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This century has been full of innovation. New technologies, new prod-
ucts, new services, whole new industries have emerged. Yet the call for innova-
tion in business has never been so intense.
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So what is innovation? It might be presented as a mix of having sufficient
resources and satisfactory external conditions. In other words, it is an ability to
effectively transform available resources into marketable products and services.
The specific management competence is often referred to as Management of
Technology and Innovation. All in all, it is a primary criterion distinguishing
successful companies from unsuccessful ones. Innovation is about helping or-
ganizations to grow [1].

Innovation can be measured by seven factors, including the following:

a) R&D intensity;

b) Productivity;

c) High-tech density;

d) Researcher concentration;

e) Manufacturing capability;

f) Tertiary efficiency;

g) Patent activity [4].

Successful innovation is about creating value. It does so either by improv-
ing existing goods, processes or services (incremental innovation), or by devel-
oping goods, processes or services of value that have not existed previously
(radical innovation). However, both kinds of innovation require to do the fol-
lowing:

a) Have an understanding of and insights into consumer needs;

b) Develop imaginative and novel solutions.

While it is true that Innovation turns knowledge into cash, it is not limited
to technologies and products. Innovation is not only about designing a new
product or service to sell, but it can also focus on existing business processes
and practices to improve efficiency, find new customers, cut down on waste and
increase profits. Constantly innovating and improving business is also likely to
help you attract better staff members and retain more of your existing staff —
something which is crucial to the long-term health and performance of your
business. So, nowadays innovation and business are absolutely correlated.

Moreover, growth of economies worldwide 1s increasingly related to the
capacity of regional economies to change and innovate. Regions and cities have
become key spatial units where knowledge is transferred, innovation systems
are built and competition to attract investments and talents takes place. There is
a lot of comparison between Eastern and Western way of thinking and, there-
fore, way of innovating. For instance,

Many experts tend to believe in a flexible attitude to management according
to the Western civilization, whereas Asian companies have traditionally been more
open to new ideas due to their philosophic approach at evaluating things. For ex-
ample, they study the small pieces but always in the context of a larger whole [2].

More specifically, there is a paradox at the heart of Japan’s culture. It is a
deeply traditional country and yet it is hungry for new technology. The origins
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of Japanese innovation can be summarized as following: “Japanese spirit, west-
ern technology”, which means rapid adoption of Western achievements usually
followed by adaption to the Japanese way of life and subsequent perfection.
However, all in all, it can be very difficult to make generalizations. We should
take the best features from both of them.

Overall, Japanese corporations have to use new approaches like intrapre-
neurship and cocreation with outside organizations to re-energize the innova-
tion processes required to be global leaders. What is more, we are ultimately
optimistic about Japan’s ability to compete in a changing global market. Al-
though Japan faced a number of formidable challenges in the past, many ex-
perts note that the country possesses an incredible capacity for innovation. In
order to be leaders in innovative sphere companies should not view any change
as threat but as an opportunity [3].
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At the turn of the 21st century the international business became so com-
prehensive and pervasive phenomenon of a modern civilization that it is almost
impossible to give the definition to this difficult phenomenon.

We live in the world where borders of the states are open, where each
country depends from each other. Strategic alliances, joint ventures, concerns,
the companies of world level play a very important role in this constantly de-
veloping global world. Activity of such companies covers a lot of spheres that
have a great impact on the life of each person. We have an opportunity to travel,
to study in foreign higher education institutions, to work in other countries. Al-
most everyone has a mobile phone and PC created by one of leading companies
in the sphere of IT, each of us has been to "MC’Donalds" and "KFC", used ser-
vices of leading airlines of the world of alliance "Sky Team". Perhaps, there is
no person who doesn’t know the Coca-Cola company or the Apple company. It
means that the international business develops and rather fast steps.

With growth of number of the companies the competition between them
increases. To be competitive the companies take a set of measures. For that they
have to answer for some very important questions as "How to make consumer
choose exactly our company? ", "What distinguishes our company from other
companies? »

Entering the foreign markets international brands compete with local
brands and other international brands. The role of advertizing activity in this
case is very considerable.

The word "advertising" occurred from Latin "reclamare" that means "to
shout". Many companies understand it too literally. For that reason they frigh-
tening off the clients. It’s impossible not to agree that nobody loves when
somebody raises a voice on him. Though we live on one planet but in each
country there are unique features which distinguish us from each other. For this
reason 1t is necessary to understand there is no universal advertizing campaign
for all of countries. It is necessary to consider features of each of cultures. Un-
fortunately nobody understands that. In the international practice there is a set
of examples when entering the foreign market the company didn't consider its
feature, and conducted the activity in the same way as well as in the local mar-
ket. Here are some examples of such unsuccessful advertizing campaigns for
2012 year, provided by information portal "Vestnik K".

1. IKEA is the worldwide famous Swedish company producing furniture
cut out pictures of all women from the catalog intended for distribution in Saudi
Arabia. It isn't forbidden to put the photos of women in advertizing to this coun-
try. A lot of companies and local politicians were outraged of a such act from
the side of IKEA. For that reason IKEA had to apologize. "We understood that
were wrong having cut out images of women from the catalog for Saudi Arabia.
It is contrary to values of our company".
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2. Never call the shop Hitler. One companies in India risked and it was
compelled to change the name as a result of the global protest.

3. The commercial video of the American chips Popchips with Asheton
Kutcher was scarified on YouTube and in Twitter and was called as racist ad-
vertisement. Indignation of the audience was caused by the parody on the Hin-
du in advertizing. Kutcher played the role of Raj with a large number of the
make-up imitating dark skin color and saying words with strong accent. Repre-
sentatives of Popchips quickly reacted to criticism and declared that in the ad-
vertising didn't want to offend anybody but only make a smile.

As we can see from the given examples the problem in creation of adver-
tising exists even among the companies engaged the international activity not
the first year. Advertising is created by people. In our opinion the secret of suc-
cess advertising campaigns is covered in attraction to work people whose
knowledge, experience and creative opportunities are on the high level and who
will be able to find the solution of the corresponding tasks. Therefore training
of the highly skilled personnel in the sphere of the international advertising ac-
tivity is an important task for each country. It is especially important for
achievement of success in conducting the international business and to im-
provement understanding between the countries. Though advertising is a driv-
ing force in the international business that promoting growth of economy and
establishment of partnership between the companies of various countries but it
1s only one side of advertising. There is also a reverse side. Advertising in par-
ticular the advertising of the international level as well as globalization is a
process which conducts to unification of space, cultures and the identity of the
person. Proceeding from the provided statistical data person by the age of 65
will watch on the average 2 million commercials TV-advertising. The ordinary
child watches on the average 40000 TV advertising a year and these are more
than 100 in a day. On the average one TV commercial video lasts from 30 to 60
seconds. Therefore the child spends for watching TV-advertising 75 minutes in
day, 1.e. it is possible to make a conclusion that the person by 65 years will
spend 1,5 years for watching of TV-advertising but it is only the television.
There are also banners, advertising in the subway and eventually Internet adver-
tising. It is possible to say that advertising makes a considerable part of the life
of each person. In this case mistakes made when developing an advertising
campaign can have very destructive consequences. First of all advertising
brainwashes the person. In many dictionaries a synonym of the word "zombie"
1s "advertising", i.e. since the earliest age the person is deprived by opportuni-
ties to think. Advertising of children's goods is designed for the nag factor. It
inspires children on purchase of certain goods which will make them more
coolly and more popularly among contemporaries. Further it is already a ques-
tion of parental patience. According to researches the American teenagers on
the average have to ask parents 9 times to buy a thing from advertizing before
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they will agree on purchase. The American Association of Psychologists claims
that children till 8 years aren't capable to estimate critically advertising and con-
sider all provided information as honest, truthful and objective. More than a
half of the children interrogated during research declared that purchase of ad-
vertised goods adds them a self-confidence. All listed above is highly disap-
pointing. On the one hand the world without advertising can't exist yet but how
it will be able to exist with the advertising that is represented at the moment. To
motivate people on purchase of goods advertising appeals to psychological
needs of the person. The instincts are most operated in advertising are fear, feel-
ing of own advantage, a self-preservation instinct, imitation and thirst of the
power. Our future will be build by the following generation and it is brought up
on advertising. Scientists of York University established that the American
pharmaceutical companies spend for advertising twice more money than for re-
searches. Here is the question arises, "What advertisement may come? »
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In the XXI century people faced a phenomenon which today is called
globalization. Globalization is an integration of economic processes, markets,
and countries to scales of free international community. Due to this phenome-
non, there is a creation of the world market network economy, based on system
of the international division of labor, economic and political relations, transna-
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tionalization and regionalization. In this regard many branches of science are
faced to the problem of necessity in search new tools for studying, analysis and
creation of real methods of the global market research.

Scientists face a similar problem when we speak about the management
concept in the international business. How build and apply a method correctly,
if the studied environment is incredibly mobile and unstable? How maximize
efficiency of labor units or reduce power consumption in case of the project de-
velopment? All these questions result us to necessity of updating new tools for
economy and management.

So, a kind of new methods and technologies, which appear with Age of
Internet should be find. Internet business provided a very big field to explore.
First of all, it 1s assumed, that Internet business is a range of different methods
and models, some can be known and wide used, some can be totally new and
hardly studied.

The basic categories of business models discussed below include: Broker-
age, Advertising, Infomediary, Merchant, Manufacturer (Direct). [3]

The models are implemented in a variety of ways and described with ex-
amples. Moreover, a firm may combine several different models as a part of its
overall Internet business strategy. For example, it is not uncommon for content
driven businesses to blend advertising with a subscription model.

Brokers are market-makers: they bring buyers and sellers together and fa-
cilitate transactions. Brokers play a frequent role in business-to-business (B2B),
business-to-consumer (B2C), or consumer-to-consumer (C2C) markets. Usually
a broker charges a fee or commission for each transaction it enables. The for-
mula for fees can vary. Brokerage models include:

Marketplace Exchange - offers a full range of services covering the trans-
action process, from market assessment to negotiation and fulfillment. Ex-
changes operate independently or are backed by an industry consortium. [Or-
bitz, ChemConnect]

Buy/Sell Fulfillment -- takes customer orders to buy or sell a product or
service, including terms like price and delivery. [CarsDirect, Respond.com]

Demand Collection System -- the patented "name-your-price" model pio-
neered by Priceline.com. Prospective buyer makes a final (binding) bid for a
specified good or service, and the broker arranges fulfillment. [Priceline.com]

Auction Broker -- conducts auctions for sellers (individuals or mer-
chants). Broker charges the seller a listing fee and commission scaled with the
value of the transaction. Auctions vary widely in terms of the offering and bid-
ding rules. [eBay]

Transaction Broker - provides a third-party payment mechanism for buy-
ers and sellers to settle a transaction. [PayPal, Escrow.com]

Distributor - is a catalog operation that connects a large number of prod-
uct manufacturers with volume and retail buyers. Broker facilitates business
transactions between franchised distributors and their trading partners.
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Virtual Marketplace or virtual mall, a hosting service for online mer-
chants that charges setup, monthly listing, and/or transaction fees. May also
provide automated transaction and relationship marketing services. [Shops and
Merchant Services at Amazon.com]

The web advertising model is an extension of the traditional media broad-
cast model. The broadcaster, in this case, a web site, provides content (usually,
but not necessarily, for free) and services (like email, IM, blogs) mixed with
advertising messages in the form of banner ads.

Portal - usually a search engine that may include varied content or servic-
es. A high volume of user traffic makes advertising profitable and permits fur-
ther diversification of site services. A personalized portal allows customization
of the interface and content to the user. A niche portal cultivates a well-defined
user demographic. [Yahoo!]

Classifieds - list items for sale or wanted for purchase. Listing fees are
common, but there also may be a membership fee. [Monster.com, Craigslist]

User Registration - content-based sites that are free to access but require
users to register and provide demographic data. Registration allows inter-
session tracking of user surfing habits and thereby generates data of potential
value in targeted advertising campaigns. [NY Times]

Query-based Paid Placement - sells favorable link positioning (i.e., spon-
sored links) or advertising keyed to particular search terms in a user query, such
as Overture's trademark "pay-for-performance" model. [Google, Overture]

Contextual Advertising / Behavioral Marketing - freeware developers
who bundle adware with their product. For example, a browser extension that
automates authentication and form fill-ins, also delivers advertising links or
pop-ups as the user surfs the web. Contextual advertisers can sell targeted ad-
vertising based on an individual user's surfing activity.

Content-Targeted Advertising - pioneered by Google, it extends the preci-
sion of search advertising to the rest of the web. Google identifies the meaning
of a web page and then automatically delivers relevant ads when a user visits
that page. [Google]

Intromercials - animated full-screen ads placed at the entry of a site be-
fore a user reaches the intended content. [CBS MarketWatch]

Ultramercials - interactive online ads that require the user to respond in-
termittently in order to wade through the message before reaching the intended
content. [Salon in cooperation with Mercedes-Benz]

Data about consumers and their consumption habits are valuable, espe-
cially when that information is carefully analyzed and used to target marketing
campaigns. Independently collected data about producers and their products are
useful to consumers when considering a purchase. Some firms function as in-
fomediaries (information intermediaries) assisting buyers and/or sellers under-
stand a given market.
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Wholesalers and retailers of goods and services. Sales may be made based
on list prices or through auction.

Virtual Merchant - or e-tailer, is a retail merchant that operates solely
over the web. [Amazon.com]

Catalog Merchant - mail-order business with a web-based catalog. Com-
bines mail, telephone and online ordering. [Lands' End]

Bit Vendor - a merchant that deals strictly in digital products and services
and, in its purest form, conducts both sales and distribution over the web. [Ap-
ple iTunes Music Store]

The manufacturer or "direct model", it is predicated on the power of the
web to allow a manufacturer (i.e., a company that creates a product or service)
to reach buyers directly and thereby compress the distribution channel. The
manufacturer model can be based on efficiency, improved customer service,
and a better understanding of customer preferences. [Dell Computer]

Purchase - the sale of a product in which the right of ownership is trans-
ferred to the buyer.

Lease - in exchange for a rental fee, the buyer receives the right to use the
product under a “terms of use” agreement. The product is returned to the seller
upon expiration or default of the lease agreement. One type of agreement may
include a right of purchase upon expiration of the lease.

License - the sale of a product that involves only the transfer of usage
rights to the buyer, in accordance with a “terms of use” agreement. Ownership
rights remain with the manufacturer (e.g., with software licensing).

Brand Integrated Content -- in contrast to the sponsored-content approach
(i.e., the advertising model), brand-integrated content is created by the manu-
facturer itself for the sole basis of product placement.

In contrast to the generalized portal, which seeks to drive a high volume
of traffic to one site, the affiliate model, provides purchase opportunities whe-
rever people may be surfing. It does this by offering financial incentives (in the
form of a percentage of revenue) to affiliated partner sites. The affiliates pro-
vide purchase-point click-through to the merchant. It is a pay-for-performance
model - if an affiliate does not generate sales, it represents no cost to the mer-
chant. The affiliate model is inherently well-suited to the web, which explains
its popularity. Variations include, banner exchange, pay-per-click, and revenue
sharing programs. [Barnes & Noble, Amazon.com]

Banner Exchange - trades banner placement among a network of affi-
liated sites.

Pay-per-click - site that pays affiliates for a user click-through.

Revenue Sharing - offers a percent-of-sale commission based on a user
click-through in which the user subsequently purchases a product.

The viability of the community model is based on user loyalty. Users
have a high investment in both time and emotion. Revenue can be based on the
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sale of ancillary products and services or voluntary contributions; or revenue
may be tied to contextual advertising and subscriptions for premium services.
The Internet is inherently suited to community business models and today this
is one of the more fertile areas of development, as seen in rise of social net-
working.[4]

Due to report provided by OECD (Organisation for Economic Co-
operation and Development) it is obvious that business in Internet or e-
commerce grow quite rapidly.
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Figure 1. Internet selling and purchasing for total industry, 2010 [2]
Percentage of businesses with ten or more employees

Figure 1 shows a very intensive dynamic of electronic commerce. In for-
ward group are China (80% purchasing and 20% selling), New Zeeland, Cana-
da and Israel (shown more dynamic in selling than purchasing).

As one of the such methods is the technology of crowdsourcing. The his-
tory of the term is rather young because it was offered only in 2006, however
approach 1s known to mankind already long ago. We are faced crowdsourcing
when it is suggested to us help with search of the criminal, the gone person, lost
animal at the state or world level. We unconsciously enter the similar public
contract and not always we look for a material remuneration. To the majority of
society, in similar situations, moral satisfaction can be rather more important
then real benefit. Probably we participate in public discussion of bills, or in an
air we share information on jams, our contribution won't always demand from
us inconceivable labor costs, and here the aggregate effect can be worthy. [2]

Therefore, if it 1s correct to use tools and methods which practically arose
spontaneously in the social environment from the beginning of a new historical
round of the economic relations postponed to virtual sphere, to be able correctly
to estimate it and to apply, we will face considerable maximizing efficiency and
usefulness inside both the separate company, and society as a whole.
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CORRUPTION IN RUSSIAN STATE CIVIL SERVICE: APPLICATION
OF SCHWARTZ BASIC HUMAN VALUES MODEL METHODOLOGY
TO CORRUPTION ANALYSIS

Corruption-related risks in Russian State Civil Service system are mainly related not
to lucrative motivations, but rather to disinterest towards professional enhancement , reluc-
tance of opposing collective opinion and trespassing unwritten laws of deformed segment of
organization.

Key words: corruption, state civil organizations, professional motivation, value mod-
el.

Analyzing results of recent anti-corrupt efforts in Russia, it's hard to find
little, if any, signs of success in this struggle. Comparing variety of corruption-
related indexes for last 10 years we can note the fact of utmost stability, if not
deterioration of respective values. As for example, according to Transparency,
International "Corruption perception index" Russia's rank fluctuated as follows:

As provided by Ministry of Internal Affairs official website number of
corruption-related crimes is reducing since its peak in 2009 (13100 registered
cases). In 2011 and 2012 respective value deteriorated to 11000 and 8400
cases accordingly, yet the average bribe amount increased from 9000 rubles
in 2009 to 236 000 rubles in 2011 [2] "Association of Russian Lawyers for
Human Rights" evaluates average bribe amount for 2011-2012 as 300 000
rubles in general, and 3 000000 rubles for arbitration tribunal cases, reaching
total corruption turnover volume of app. 1.6 bln USD or 52,6 percent of GDP
total [3].
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Year Corruption perception index | Russia's rank/Total number of
value countries in the research
1 2 3
2002 2,7 71/102
2003 2.7 86/133
1 2 3
2004 2,8 90/146
2005 2,4 126/159
2006 2,5 121/163
2007 2,3 143/179
2008 2,1 147/180
2009 2,2 146/180
2010 2,1 154/178
2011 2,4 143/183
2012 28* 133/174
Table 1

*new scale implemented with a scale from 0 to 100 (instead of 0-10) [1]

Russian government, as it seems, is not able to overcome corruption, par-
tially due to infiltration of organized crime into its structures. Alteration of re-
muneration system and HR politics for government employees had not changed
situation because of special system of cooperation between bureaucrats, unified
by mutual interests and similar life approach. Corruption in Russia became or-
ganized, self-sustainable and self-repairable system, able to maintain its exis-
tence in invariable shape for considerable amount of time. Taking into account
multitude of shapes and forms of corruption behavior, it can be associated with
special culture layer, defined by complex of its bearer’s life values. Deteriora-
tion of official legislation and executive systems promoted bureaucrats towards
less formal ways of communication between each other. State management be-
gan to lean on personal bonds and sympathies between superiors and subordi-
nates. Thus situation cannot be described with sole term "corruption", but
«structural deformation" instead. As all structural phenomenons, this particular
one leaves appreciable mark on its component parts I.E. people involved.
Shaped informal rules and regulations system shared by the majority of staff in
corrupted unit or institution, acts like a filter for people, sharing inverse life
values, effectively isolating structure from explicit influence. Theoretically,
prolonged existence of structure with such value-based personnel selection me-
chanism leads to emergence of new corporate culture, significantly different
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from the original and purposeful one. Thus, in order to be able to monitor cor-
ruption-related risks, it is possible to use instruments of human value analysis.
Requirements, laid on such instruments are stipulated by variety of factors, in-
cluding complicacies during practical application of research results, and reti-
cent nature of possible members of deformed structure. Within the bounds of
pilot research, held in St. Petersburg, Russia in 2011-2012, Shalom Schwartz
Basic Human Values model and associated methodology of research were cho-
sen as most convenient framework for comparative value monitoring.

According to researchers, working with Sch. Schwartz model (see Licht,
Goldschmidt, Schwartz, Tavares) high approval rate for values, related to
“Conservation” dimension are generally associated with lessened transparency
in the organization and increased corruption-related risks [5,6]. “Openness to
change” value group is somewhat an opposite to “Conservation”, and its high
rate of approval generally being interpreted as an indication of more open and
fair organization. In order to apprehend measure of discrepancy between bu-
reaucrat and an average citizen, a research was carried out in 2011-2012. in St.
Petersburg University of Economics [7]. In its course, more than 70 officials
and 100 students of leading economics universities were surveyed as well. Stu-
dent sample group were designed to act as a source of reference values for basic
human value portrait of an individual, uninvolved in corruption network or de-
formed segment of structure. Economic universities were chosen as source of
information, as one of the main staff suppliers for Russian State Civil Service.
Civil Servants, as well as students were offered to fill in Sch. Schwartz BSV
Survey Questionnaire, localized by V. Karandashev in 2003 and to answer few
questions about their job [8]. Results of research have proven the fact of signifi-
cant discrepancies in sample group's motivational values. Generally, civil ser-
vants had shown significantly higher levels of approval for conformity, tradi-
tion and security (i.e. conservation value group) and were lesser commended to
values of Achievement, Power, Hedonism (self-enhancement value group),
Stimulation and Self-Direction (Openness to change value group). On the other
hand, although bureaucrats rated Self direction lesser, than students, it neverthe-
less appeared to be the most important one for them as a life principle. Table
below contains processed research data for approval of values, as individual
priorities.

As it can be apprehended, civil servants are rating highly values, belong-
ing to opposite dimensions i.e. Openness to change (Self-direction), Security
and Conservation (Conservation), Benevolence and Universalism (Self-
transcendence). Analyzing corruption-related risks, following from research re-
sults, low levels of approval for Achievement and Power are indicating low in-
terest of civil servants for professional growth and self-perfection. Relatively
high approval levels for Security and Conformity values reflects strong inclina-
tion of civil servants to preserve status-quo, to evade confrontation inside col-



28

lective and fit group expectations and interests. Thus, corruption-related risks in
Russian State Civil Service system are mainly related not to lucrative motiva-
tions, but rather to disinterest towards professional enhancement, reluctance of
opposing collective opinion and trespassing unwritten laws of deformed seg-
ment of organization. Substantial differences between student and civil servant
value portrait indicates, that Civil service corporate culture promotes specific
set of values and rejects bearers of distinct ones. In consideration of abovemen-
tioned self-isolationist nature of state institutions, present corporate culture and
set of dominating values are likely to remain in power in nearest future inside
Russian state civil service.

Absolute dif-
Relative differ- ference be-
Absolute ence between tween level of
Individu-
Value as individ- | Absolute value for | value for level of approval | approval be-
al priorit - ..
ual priority civil servant sample P Y | student sam- between civil tween civil
rank ple servant and stu- | servant and
dent samples student sam-
ples
1 2 3 4 5 6
Conformity 2,053 4 1,643 24,90% 0,409
Tradition 1,296 9 0.824 57.33% 0,472
Benevolence 2,191 3 2,209 -0,83% -0,018
Universalism 1,912 5 1,762 8,51% 0,150
Self-Direction 2,520 1 2,754 -8,51% -0,234
Stimulation 1,658 8 1,962 -15,49% -0,304
Hedonism 1,781 6 2,077 -14,25% 0,296
1 2 3 4 5 6
Achievement 1,605 7 2,172 -26,10% -0,567
Power 1,202 10 1.820 -33,96% -0,618
Security 2,263 2 2,039 10,97% 0,224

Table 2
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This article gives a review of Russian and European double degree programmes at
Master’s level from administrative and academic perspective. The paper discusses the fol-
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been being done to support the quality, continuous development and attractiveness of joint
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used by education and science practitioners involved in international double degree pro-
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Russia’s economic potential and its accession to WTO predicts expansion
of cooperation with Western world that dictates the need for specialists who
know equally well Russian and European business environment. As a response
to this demand special training programmes including studies in universities of
several countries are created. Transnational degree programmes give wider
prospective on various aspects of business, technology and humanitarian
sciences along with better understanding of cultural differences.

Practice of cross-border educational cooperation started active develop-
ment since 1980s [2, p. 9]. The first double degree programmes in Russia ap-
peared in mid-1990s after Soviet Union was collapsed and universities as well
as other organizations started looking for opportunities for cooperation with
western capitalist countries. However, the majority of the double degree pro-
grammes was established 3-5 years ago and more programmes are planned to
be launched in the nearest future. Interest from both European and Russian uni-
versities in joint degree cooperation and potential economic conditions ensure
topicality of best practices sharing in this field.

The purpose of this research is to learn about effective double degree
(DD) programmes management by analysis of existing Russian and European
DD programmes in universities with universities. In order to achieve this pur-
pose, the research aims at answering the following research questions:

1) What are the best practices of DD programmes implementation?

2) How to improve the quality and attractiveness of the DD pro-
grammes?

3) What are the motivating factors for starting DD programmes?

Results of the research reflect best practices of eighteen strong Russian
universities (Russian National Research Universities, Federal Universities,
other best universities) and Finnish Lappeenranta University of Technology
which has fourteen double degree agreements with Russian universities. Among
the target groups 25 universities have double degree programmes. Methods of
data collection were desk research and interviews.

Double degree programme is a higher education programme provided by
two or more higher education institutions (HEI) awarding a student with two or
more degree certificates upon completion. The term “’joint degree programme”
1s applied either to the cases when students of a programme get one joint degree
certificate provided by all partner HEIs or to express a general term complying
to all types of programmes jointly developed by several HEIs. [3]

There are 246 double degree programmes in 79 universities in Russia [1].
The given research is limited to Master’s degree programmes with European
partners in 24 Russian strong universities. 85% of Russian universities consider
double degree programme development as important direction of their activi-
ties. Master's double degree programs are more widespread in Russia as well as
in Europe. Country analysis of double degree programmes in question shows
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that most of the DD programs are organized with French universities (23 HEIs,
over 25 DD programmes), Germany (19 universities, over 22 programmes), UK
(16universities, over 17 DD programmes), Finland (7 universities, over 28 pro-
grammes) and Netherlands (7 universities, over 8 DD programmes).

The structure of Master’s double degree programs is more or less same in
most universities: a student gets 50-60 ECTS credits at home university and 30-
40 ECTS credits at the partner university and submits final thesis or project
worth of 30 ECTS. In most cases students write jointly supervised Master’s the-
sis either in English or both in Russian and English. Requirements for the thesis
may differ for partnering universities but the topic of a project is usually simi-
lar. As a result, students get two national degree certificates. The similarity of
degree structure is due to joining of Russia to Bologna declaration.

The differences between the double degree programmes are rather in aca-
demic mobility arrangement. There are three general models of double degree
programmes in Russia. The most widespread is a model of one-way mobility
when students from Russian university study the first year in Russia and for the
second year go to European partner university for one or two semesters. In this
case double degree agreement does not cover the mobility of European students
to Russian university. The second type of double degree programme organiza-
tion is when students do not study abroad, but professors from partner universi-
ty come for lecturing in Russia or distant learning techniques are applied. And
thirdly there are DD programmes providing two way mobility approach when
the programme is thoroughly planned and students from both universities study
abroad and complete their degrees in two universities. The third type can be
called as a reference model at which most universities aim.

The first condition for successful process of building joint curriculum and
combination of different universities’ standards and requirements is mutual in-
terest of the partners, there should be persons responsible for and interested in
development of the programmes as it requires a lot of resources (time, human,
financial) . Educational standards and requirements in Russia as well as in some
other European countries are quite inflexible; thereby partners should be loyal
and respectful to each other’s peculiarities. Normally, studies at partner univer-
sity are included in optional part of the home university programme and indi-
vidual study plan for students of DD programmes is developed.

The common problem in provision of the two-way mobility of students
within the DD programme is a scarce amount of courses in English at Russian
universities and stereotype that it is dangerous to live in Russia. Thereby, first
of all, enough courses in English should be developed and good living condi-
tions in student dormitories provided. In addition to marketing methods de-
scribed later in this article, it may reasonable first to invite potential students
from partner university to participate in short-time traineeships or summer
schools. As for the development aspect, including a guaranteed traineeship in
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multinational company operating in Russia, not necessarily paid, was men-
tioned as attracting factor by many respondents.

Recognition of previous degree certificates (nostrification) of foreign stu-
dents 1s an outstanding challenge in double degree programmes. Nostrification
process is a long procedure in Russia taking from six to twelve months, mean-
ing that DD students should submit their documents at the beginning of the first
year of their studies to Russian authorities. Another challenge is that according
to Russian requirements, recognized Bachelor studies take 4 years, while in Eu-
rope students can get Bachelor degree after 3 years of studying. In some cases
students have to submit their Master’s diplomas after graduation from European
university that postpones their graduation in Russia. However, Russian gov-
ernment tries to solve these problems by giving the right to Russian National
research universities, Moscow State University and Saint Petersburg State Uni-
versity to independently make decisions on diploma recognition. In these cases
foreign students’ degree certificates may be recognized, or students are asked to
take some extra bachelor courses in Russia.

In order to ensure continuous development of DD programmes universi-
ties establish regular mechanisms for systematic collection and analysis of stu-
dents’ feedback on courses, teaching methods, employers’ feedback by involv-
ing them to university councils and as corporate partners of the programmes;
following and responding to the trends in the world.

What comes to marketing of the double degree programs as well as any
other programmes, online marketing instruments are recognized as most effec-
tive, such as creation of groups, pages in social networks, blogs of DD students
studying at the moment at partner university. Promotion and management of the
programs requires many human resources for live (during their visits) / online
communication with professors of the partner university, involvement of stu-
dents and young scientists to joint presentations, ’personal sales” (organization
of presentations for potential students, visiting Bachelor students and other uni-
versity departments), educational exhibitions.

Among motivational factors respondents point out increase in the quality
of education (increases in educational standards, best practices sharing in edu-
cation, extension of course package), marketing aspect for potential students,
need for integration into international community, strategy of the university and
stimulation measures from the government.

In addition to the challenges in provision of two-way mobility, unflexible
Russian educational standards, lack of legislation base for DD programmes, low
English language proficiency of Russian students is an obstacle for the devel-
opment of the programmes. In order to overcome this challenge, universities in-
clude intensive training of English language into the first year of studies, start
promotion of DD programmes earlier at the bachelor level.
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Results of this research can be used by education and science practitioners
involved in international double degree programmes and those planning to
launch a joint educational programme.
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SHOULD THE INTERNATIONAL COMPANIES CONCENTRATED
ON CORE COMPETENCIES IN THE CASE
OF GLOBAL INSTABILITY?

In the article the author regards the conceptual framework of core competencies of
international companies and necessity to concentrate on it’s in case of global instability.

The author suggests that the companies will catch position against its competitors
when specialize according to their skills and focus on their core competencies. The impor-
tance of this topic is particularly acute in the success of international companies in the glob-
al instability. The purpose of this paper is to determine the prospects of development of core
competencies of largest multinational companies in Germany.
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Well known the fact that economic crises are cyclical law-governed, and
that each of the crises is neither the first nor the last. Financial crises shock and
paralyze not only the country but also the company and often push them to the
bottom. However, the real professionals perceive instability differently - as a
change of scenery to their business - and try to use the time to best advantage.
Keeping calm in the chaos and confusion, constantly monitoring the important
changes of the legislative, financial and political constraints, the most talented
managers are in adverse circumstances, new sources of growth.

In a situation of crisis, most managers think that the basic survival - in
tough times, it seems to them the only possible strategy. However, a sharp-
witted leaders understand that it is a period full of uncertainty, when the finan-
cial and market environment is changing almost every day, a chance to make a
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major strategic breakthrough. In a crisis, the basic contradiction of the economy
has not been canceled: the needs are still endless, and the resources are more
and more limits. In these conditions, it is even more acute, and the advantage is
given to the one who is better able to maneuver and dispose of resources. Turn-
ing to the theory of strategic management can be found there clues in solving
this problem. Approach to building a corporate strategy based on the model of
core competence has been known for a long time. The main difficulty in the
implementation of this model lies in the fact that today is not well established
technology to identify and formalize corporate strategies. The source of the ef-
ficiency of the corporate strategy is the ability of a corporation to consolidate
around core competencies aimed at providing consumers with a unique custom-
er value.

"Core competence" (as it was formulated by Prahalad and Hamel) has
three characteristics: it makes the contribution to estimated benefits of the
client, it is difficult to imitate for competitors, and it can be used for a wide
range of the markets [1]. Knowing the main specialization of firm is important
for development of strategy. Concentration on the main competence and out-
sourcing some activities, managers can use resources of the companies in four
ways: they maximizing returns by concentrating their attention that they do best
of all, they give serious obstacles from penetration of competitors, they fully to
use strengths of external suppliers and investments that they wouldn't be able to
duplicate, and they reduce investments and risks, to reduce time expenditure
and to increase to react to the consumer.

Competence, how good it was, only able to create additional value of the
company when it can be established based on customer value, the mere exis-
tence of any unique skills of no value. During the financial crisis, the analysis
of competence is very important. In order to respond effectively to crises, man-
agers need to pay greater attention to the development and maintenance of core
competence as a core competence contributes most to the perceived importance
of the product by the consumer. Need to develop unique skills and abilities of
company in order to create significant competitive differentiation companies.
The purpose of the development of key competencies in the crisis is to offer a
new base for the formation of a strategic plan, the execution of which is to
maintain a sustainable competitive advantage, and to assess the potential of this
plan from the standpoint of financial condition and capability of the organiza-
tion or the business system as a whole. It is important to determine which com-
pany's ability to create maximum share of priority for the purchaser of the use
value and the resources involved in this [2]. From ranked so rows of operational
and market-linked combinations of abilities and resources allocated indirectly
hierarchy of existing competences and, accordingly, a core competence as an
organizing and managing the creation of the maximum share of "quality" use
value. In the case when the task is not to identify the currently existing core
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competencies, but rather a definition of the target of anti-crisis competence,
which must be purchased from outside or develop within the business - the sys-
tem, according to the analysis of the spectrum of existing competitive market
offers a variety of companies as well as consumer preferences builds a hypo-
thetical structure and hierarchy of resources and capabilities needed to meet the
target market (to reduce cost and time for adaptation), as based on the existing
structure, and crisis management, target competencies and core competence.

In the period of crisis many businesses need to search new markets for
business. In this situation, the key competence can make the transition to the
new markets, the ability to penetrate the market and compete successfully in
several markets due to the novelty and originality of the key products - the key
competence requires abstraction from outside the traditional parameters of the
product and the formation of new product concepts needed to enter new mar-
kets. In times of crisis, when the competition becomes a struggle not resources,
and strategies companies are increasingly direct investment in the creation of
core competencies and provide its dynamic capabilities. The increasing role
played by innovation potential, the ability to create more effective strategies
and continually develop the company, updating its structure and key business -
processes in response to the challenges of the external environment.

To analyze the dynamics of core competencies in crisis period we first de-
fine main types of competencies and analyze their dynamics on examples of
leading German companies. The majority of competences share on three main
groups: high level of the technological know-how; reliable processes, and also
close connections with external parties.

High-level of technological know-how. Technological competence means
deep understanding of a subject of area. This deep understanding comes from
early, essential and continuous participation in this area. It includes in know-
ledge scientific properties of interrelations, and the latest events in subject. This
knowledge is useful if competitors have no similar knowledge base and if
knowledge can be transformed in high-quality products for clients. The global
context gives various opportunities for development and using excellent tech-
nological know-how. Special opportunities of various countries can are re-
ceived in developing technological know-how. Large international sales can
finance and amortize more R & D expenses. Improved technological know-how
gives to foreign firms the lever for an exit to foreign markets and to compete
with local firms which can understand local conditions. Because countries de-
velopment differs on infrastructure, opportunities exist for transfer and exten-
sion of service life of old technologies in developing the countries as new tech-
nologies appear in industrialized countries.

Reliable processes. Reliable process delivers expected result quickly,
consistently and effectively, with the smallest inconvenience or failures in
clients. Reliable process can include decomposition, reintegration, or transfer of
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skills to functions, currencies, or the countries. It also can be opportunity to
combine various entrances for product control for satisfaction of specific needs
of the customer. Reliable processes can happen in researches and development
of new products, in zero-defect production, in the international sources without
failures, in implementation of cross-border transactions effectively, without
snags or losses, and in transfer of system or organizational culture at the inter-
national level or in the acquired organization. Stada AG (biggest German phar-
maceutical holding) has reliable competences of process of development of new
drugs. This reliable process happens because of various factors. Its researchers
rank high in the areas and to use higher professional and ethical standards in
them researches, than other pharmaceutical firms, Stada created strict internal
control has for prevention of release of medicine that prematurely are estab-
lished as within the country and in its international branches. Employees pass
through training programs where safety will be strengthened. In a stage of test-
ing, Stada works with stricter. In a stage of testing, Stada works with more strict
Tests, than it is required on control of products and drugs (FDA). It added test-
ing increases reliability of requirements about efficiency of a preparation and
reduces chances unknown side effects. It is added testing not has to slow down
preparation introduction on the market. Stada compensates stricter testing, mak-
ing more resources for R & D, than at competitors that accelerates develop-
ment. Known Reliability of development of the Stada Company helps to get
quicker approval from FDA. Besides that, Stada keeps in the house capacities in
chemicals which quality of production allows firm to increase quickly the new
preparation after FDA approval.

Being able to offer reliable process it is appreciated by clients with inter-
national operations cultural distinctions, or red tapes are subject big uncertainty
and failures because of transport, communication and customs delays. The
countries also differ on their production capabilities and desire for individual a
product. The few companies have opportunity effectively to break design or
production at international level and to combine various entrances for satisfac-
tion of specific need of the client. Deutsche Bank has reliable competences of
process of providing several financial services through own global network of
the 100 million clients worldwide. It 1s directed on providing the clients "any
service of bank, in any place, at any time, in any currency in any case they
choose", without losing and without operation of bureaucratic delays. It is ca-
pable to provide these cross-border operations effectively because more than
100 years of a foreign exchange with experience. Its presence in some the coun-
tries with small restrictions of the bank give to firm operational flexibility.

Close relations with externals. Close relations with suppliers, regulators,
the professional organizations, distributors and clients a number of advantages
give. Firms and the partner can identification of opportunities for mutual benefit
(for example, joint decrease in expenses by removal of purchases and sales of
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functions or off-peak planning). Suppliers can offer ideas for development of
new products or to execute fast change of design it is necessary in parts. The
talent can provide the professional organizations excellent. Regulators can faci-
litate and accelerate the statement of a product or quality of production. Dis-
tributors can provide access to the markets and to information on clients.
Clients can offer new competences that the firm has to develop. In cultures with
a long-term basis, firms seek to develop the relations before business. The rela-
tions are especially useful in decrease opportunistic behavior in the countries
which are less legal, than the United States. The strong relations with the local
partner can be used for effective use of other firms of assets at the international
level. The relations are useful to buffering inevitable failures and uncertainty
which characterize the international business. Firms can cut down also the fi-
nancial expenses of foreign investments by carrying out international business
through close relations with other organizations, instead of through creations
and functioning subsidiaries abroad.

Siemens makes the big capital equipment of goods, such as electricity
generation, telecommunications, transport and the equipment. Historically it
developed that the German companies had the close relations with Deutsche
Banks. Siemens, in particular, was close relations with Deutsche Bank; with
heads sit each other on boards. These close relations with one of large German
the bank provided Siemens with sufficient, inexpensive financing for the clients
that allows firm to make international sales in many countries. Siemens the in-
ternational competitors are based in other countries can not to have it close rela-
tions with banks and don't provide such financial benefits.

Now we can analyze dynamics ccompetence. Various factors promote
development of three types of competences. It is obvious that various approach-
es and some methods, necessary for development each type of competences.

Development of Technological know-how Competence. Due to the devel-
opment of the technological competence, the most widespread a factor is an in-
fluence demanding technical, operation or economic conditions. Often firms
united up technologies which were available where it was or at home. Managers
working in such conditions threw down a challenge prevailing it is supposed
limits and pushed border productivities, that is considered to be possible. Re-
source the obligation is important for development of knowledge in subject
domain, in particular, if the obligation is made at early stages. From the early
obligation, competitors can doesn't exist, and the firm has longer period of time
in which to accumulate examination. It also helps if allocations of resources are
essential which can be stimulated on the economy sphere. Besides, allocations
of resources have to be continuous in to support an impulse of advance and to
avoid dysfunctional consequences of a stop and begins in development.

Stada is given an example which illustrates a role which is played by
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these factors in development of technological competence. In the thirties of the
last century founders of Stada created laboratory in Dresden and employed
prominent researchers in the field of chemistry and biology. Existing of the me-
dico-chemical and health care industry in Germany gave rich base from which
it is possible to scoop talents. Researches in crossing of these two disciplines
promoted development various pharmaceutical products, such as B12 vitamin, a
cortisone and streptomycin. The joint research approach also promoted synthe-
sis of chemical compounds which block education an illness of enzymes, and
not just treatment of symptoms of a disease. Stada was after all first of all the
research organization, licensing many from the patents of other companies on a
royalty. Despite the fact that, prominent scientists, Stada lagged behind other
companies in the field of introduction of preparations on the market. It is Stada
it 1s offered to take more active position, and it began to improve on competi-
tors drugs and the license of technologies from the foreign pharmaceutical
companies at the end of 1975, the finance director of the Stada company per-
suaded to increase sharply R & D expenses, claiming that they will transfer to
disproportionate increase development of new preparations and profitability
firm. By the end of the 1980th years, Stada stepped-up research program of the
program made 10% of all industry R &D expenses. The firm accepted policy of
hiring the Top of 10% of scientists and "without feeling sorry for expenses" for
work of the most talented. Growth and functional competence of specialists of
the Stada Company helped to gather and preparations of new generation of ex-
perts. Within a decade, these steps led to Stada of doubling of sales, profit trebl-
ing, and achievements of the highest ratings in industry reviews which cata-
pulted firm in to become indisputable the leader in the field of pharmaceutical
industry.

Development of Reliable Process Competence. The companies use a
combination informal corporate culture and formal operational management
and standards for development of reliable process. The informal corporate cul-
ture minimizes waste and delivers to consumer value. Formal governing body’s
control and standards reduce quantity and deviation degree in this process.
Some firms seek to minimize delays, analyzing, what actions have to be ex-
ecuted in the house against outsourcing, and then they carry out the careful
analysis reliability of the supplier before they choose suppliers. Use of logistic
innovations for communication and transport improvement (for example, satel-
lite channels, the general program platforms, or private planes and airfields) can
improve also firm’s operational reliability and reactions. Various other methods
are used by the companies for reliability increase, such as use of personal con-
tacts for achievement of coordination, with use of the analysis of data on the es-
tablished products of firm for identification weak places and to develop them,
or by means of encouragement and system of incentives for efficiency increase.

Development of Close External Relation Competence. Companies can use
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early acquisitions to buy the relations which would be takes away a lot of time
and too expensive to develop from scratch. Firms can use the existing relations
to develop the relations with other party. Their existing competences can be of-
fered in the perspective relations or lack of competence there can be a motivator
to create the relations to attract necessary resources. Effectively to build the re-
lations, firms to assume the obligation of understanding and satisfying various
requirements which exist in the organization of the partner. This obligation can
include creation of team led by a high sales level the manager personally more
partners are responsible for account service. This team it is possible to implant
into the organizations of the partner to define the requirements and various it 1s
better to satisfy them. As firms increase in sizes, they can seek for expansion
and deepening of the relations with suppliers and buyers through, for example,
more long-term contracts, acquisition of economy, or joint researches and de-
velopment. Life of an advancing exit also gives to firm more time at the smaller
competition in which to build the relations with potential partners.

Innovations in Deutsche Bank generated many new products which were
used for to receive new clients and cross-sale to existing clients. Deutsche Bank
began the first bank to enter: traveler's checks; percentage savings accounts that
people can open one dollar with the minimum contribution; reverse compact
disks (deposit certificates); the ATMs, credit cards with renewable credit the
identity card with the photo, adjusted for risk of pricing; and the world the con-
sumer bank which allows clients to make a contribution in a choice of the coun-
tries and currencies. Companies can be leaders in their areas, are not standing
still or leaning on their prior competences. The leading firms constantly chal-
lenged by ancestors. Therefore, those leaders are changed by development of
new competences.

The new accent becomes on external competences of the relation. These
new competences of the relation can supplement traditional firms of compe-
tences and give the chance to it to cope with requirements of globalization,
mass settings and more quality, and shorter cycles of a product. To help the
companies to expand the relations of competences traditional technological and
reliable process of competences in the world markets that they can be not able
to reach on their own. Close relations between buyers and suppliers help to ad-
just products and improvement of quality. At last, closer the relations help firms
a source of new ideas and technologies for development of the following gener-
ation of competence of the world of fast products and change processes.

Development of several types of various competences grants advantages
in comparison with competitors. Several competences are more difficult for
competitors to imitate, than one type of competence. Several competences to
give opportunity effect which is more, than each effect in rest. In accumulation
of several competences, firms can develop new competence that the survival is
necessary for a changing era, increase of their adaptability. It should be noted
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that the core competence of the company may eventually become a major limi-
tation of its development. This can happen due to the fact that existing compe-
tencies are essential for today's products of the company, respectively; manag-
ers and staff of the company are experts in them. If the dominance of estab-
lished competence becomes too large, the managers run the risk of underesti-
mating the need to develop new (emerging) skills. Conservatism inherent in
traditional business models and generating resistance to change, the orientation
of management on short-term results and effectiveness of operations, fixation
on costs and driving down the experience curve, existing supply chain and pre-
vent the development of new markets (emerging) skills in the companies of the
traditional business, leaving it field of small innovative firms and integrators.

Speaking about the importance of core competencies of the company in
times of crisis, we can consider several options for the development of compa-
nies. The first version of the "expected growth", characterized by the presence
of own funds of the company and core competencies, and as a consequence of
the strategic opportunities may be "windows of opportunity", the consolidation
of the market, organizational innovation, the rejection of excess. This can get
quite a large number of companies from different industries: the IT-companies,
high-tech companies with know-how in manufacturing, service companies, as
well as many small innovative companies. The second group - "Overcoming the
financial imbalances" - can enter companies that have core competencies, but a
high proportion of borrowed funds, which may be caused by different factors
(duration of the production cycle, the specifics of the business model). Then
there may be a loss of autonomy, restructuring or support of the state. The third
option is a company whose core competencies is absent, but, as a rule, has their
own means for the development of the company or not burdened by financial
debt. These companies were in the zone of intense competition. The most prob-
lematic fourth group of companies that work with the borrowing of funds and
who do not have the key competencies. The inevitable result is the care of such
companies from the market, if they will not support the government or the own-
er of the company with the resources of other businesses. However, this group
can significantly expand at the expense of companies that have purchased with
borrowed funds advanced equipment, but have failed to integrate new produc-
tion capacity in the company's business processes, enhancing (creating) thus
their competence. As a result, these companies not only have created a technol-
ogy platform to improve its competitive position in the industry, but due to ris-
ing fixed costs and operating leverage significantly worsened their financial sit-
uation, have become vulnerable to the financial crisis (real threat to withdraw
from the market).

To turn the crisis to their advantage, is not enough to realize that the game
has changed and it is necessary to look for new opportunities. That in such cir-
cumstances, to develop a strategy, you need to, as they say, to be able to spin
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and quickly re-evaluate the situation after each of the next significant change.
The most forward-thinking leaders hold a re-evaluation of weekly, if not daily.
Manage the company during periods of instability is difficult, but we cannot
forget about the changes necessary for the company's future. We must figure
out how to profitably exploit the situation - before competitors do.
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THE MODEL OF INTERNATIONAL BUSINESS EXPANSION

In this article model of international business expansion is discussed. It is shown
model development process, its recurrence and stages.
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Globalization and integration are the processes on the way to global mar-
ket and common economic space. All over the world internationalization
processes are going on, and multinational companies are playing one of the key
roles there. Going international is solid strategic decision for particular compa-
ny as well as its realization. Indeed, ways and methods of internationalization
are various and fundamental issue is in choosing the most effective of them.

Based on studies of various authors such as Parashiv D., Buckley and
Ghauri, Lehtincn and Penttinen, Johanson and Vahlne, Dorrenbacher, Dunning
and others, conclusion that there is no universal model of international expan-
sion and mostly authors creates sequence of methods that was used by company
during her expansion period. Following this methodology expansion of multina-
tional manufacturing company Alcatel-Lucent into Russian market was ana-
lyzed by author. As the result international manufacturer had started several
joint ventures, once strategic alliance and merger was used as methods of ex-
pansion [2].

Entering Russian market was in 1990 by establishing joint venture Len-
Bell Telephone with Russian State Company Inteltekh and Austrian NORDEX,
at the same time joint venture Alcatel DS was established in Russia. LenBell



Telephone was in manufacturing and retailing global Alcatel’s solutions, in Al-
catel DS part, main scope of activities was in maintenance and installation.
These joint ventures succeed in expanding into Russian telecom equipment
market as they offered almost exclusive product: no analogs that time were
available, each client was offered flexible individual terms of payment and ex-

cellent service.
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In 1991 Alcatel and partners (OJSC Comincom, OJSC MGTS) estab-
lished first alternative cellular telephone operator.

French global manufacturer Alcatel was merged with American Lucent in
2005-2006 and was definitely recognized unsuccessful by many experts. Com-
pany was slightly stabilized position in the end of 2012, means more than five
years of settling down [1].

Later in 2009 it was announced about strategic alliance establishing be-
tween Alcatel-Lucent and Hewlett-Packard companies. It was planned to in-
crease sales by billions euro providing integrated solutions for customers. Since
its establishment only one contract was signed in African region. Globally and
particular in Russia relations represents IT outsourcing [2].

Experience of Alcatel-Lucent in international expansion represent algo-
rithm described in the picture 1. Right column corresponds to Alcatel-Lucent’s
expansion realization into Russian market, left one corresponds to aggregated
model.

First stage is defined as expansion into Russian market already having
competitive product on markets in other countries. Russian telecom equipment
market is specific in its regulations; therefore Alcatel-Lucent was obliged to
fulfill requirements to get equipment status of Russian origin. This status makes
many state tenders accessible [5], means access to government work contracts
that are essential due to telecom equipment market specific. By 1998 share in
joint venture Combella was sold out to Golden Telecom, meanwhile joint ven-
ture LenBell Telephone was bought out and renamed in Alcatel.

L]

Expansion

Growing

Joint venture
establishment
Market
research

Stabilization

Joint venture

establishment
Market
research Time

Figure 2 Expansion model: gradual evolution

Second stage is nowadays when Alcatel-Lucent faces with the same prob-
lems as in the beginning of first stage: Alcatel-Lucent is going to expand into
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wireless segment, mainly LTE (Long Term Evolution) in Russian market. For
this joint venture Alcatel-Lucent RT is established with Rostelhnologii State
Corporation.

All these steps can be reflected as gradual evolution; see picture 2.

In the business development of transnational manufacturing company
"Alcatel-Lucent" development is clearly defined cycles caused by technology
lifecycle. First steps of expansion into market correspond to the initiating stage
when the technology gets to market. Growth stage of the lifecycle corresponds
to the joint venture growing stage, when the company has a major task to fulfill
all the requirements for getting the status of producetd equipment of Russian
origin. At the stage of stabilization company gets it and buying out partner's
share in the joint venture, that strengthens the company's position in the Russian
market.
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Figure. 3 Expansion model: phases
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At the stage of market research characteristics of the market, its key players,
probable selected segment, potential development zones are studied and the joint
venture partner is being defined. Joint venture establishment stage is full of nego-
tiations with a partner with aim to build a business plan of the enterprise, assess its
viability and feasibility of its creation. Also, this stage is characterized by local de-
velopment and adaptation of the equipment to the local requirements, production
setting up on the territory of Russian Federation. At the stage of stabilization com-
pany begins to fulfill the requirements to get the equipment status "telecommuni-
cation equipment of Russian origin". After getting the status, production volumes
are increasing and distribution channels are expanding. Recession begins when the
technology starts to die and is going to be replaced with new innovative products.
The above steps are following one after the other.

Cyclic pattern is particularly evident in the graphic display when the ab-
scissa indicates stage (picture 3). The duration of each cycle is determined by
the technology lifetime.

Model formulized in the article can be applied to wide representatives that
can be proved by tendency of creation joint venture among main competitors [4].
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RUSSIAN-CHINESE RELATIONS: CURRENT CHALLENGES AND
OPPORTUNITIES
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3a1uu, IPOOJIEMbI U TIEPCTIEKTUBBI UX JATBHEHUIIIETO PA3BUTHUS B CTPATETUIECKOM aCTICKTE.

This paper deals with the complex Russian-Chinese relations in the globalization era,
their challenges and opportunities in strategic direction.
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China holds itself as the Centre of the East. Today China collaborates
with the West only for reasons of pragmatism; but there is no spiritual kin-
ship between China and the West, as between Russia and the West. It may be
noted that there 1s the crucial moment for China: last year in the newspaper
"ANERB#R" (People's Daily - the main party media) the article about Chi-
nese-Russian alliance against the West appeared. The fact that China ad-
vances ideas of internationalism and that there was the Plenum of Central
Committee last year, where the issue of cultural safety and identity of
P.R.China was discussed, - means that Russia could become a principal part-
ner for China in economics, in the hydrocarbon sector as well as in the world
rearrangement. At this point two vectors - Chinese East vector and Russian
Eurasian one - get in line.

China's economic achievements over the past decade are really impres-
sive. But every acquisition is a loss and every loss is an acquisition. The more
China's economic success - the more their economic and social price. Sinolo-
gists note such growth limits as demography, power economy, social inequality
growth, unemployment, ecology, corruption, etc. [1]

According to the leading politics experts' estimates, the tendency of gra-
dual sustained reconstruction of Russian-Chinese relations is one of the critical
factors of the overall situation development in the Asian-Pacific Region.

Relations with China hardly would become strategic partnership by virtue
of tangible cultural-civilizational difference and current geopolitical rifts. "Two
such a big countries could not be the long-term partners. They could be the
partners in some directions and opponents - in other ones."[5]

In the globalization era so far Russia keeps superiority in the nuclear
energetics development, missile and munitions production and several other
spheres. At this time the investment climate and legal terms are unfavorable in
Russia as well as there are great difficulties in innovative breakthroughs
achievement (by virtue of the lack of scientific discoveries commercialization
skills as well as great material, financial and human loss in the Russian science
and applied research spheres). That's necessary for Russia to improve long-term
development strategy, strive for science up-grade, formation of the integral in-
telligent potential management system. Principal obstructions on the road are
the lack of political will, bureaucratization and corruptness of the state machine
and low-level of people's trust in authorities.
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There is another situation in China. Efficiency criterion for P.R.China is
economic expansion, therewith plan and market are economic adjustment
means, rather than economic antipodes.

Nowadays China has a world lead in export turnover and in foreign cur-
rency and gold reserves.

The perspective of farther rise of Chinese economic induced mixed reaction:
range of estimations fluctuates from enthusiastic ones (21 century is age of China)
to negatively pessimistic ones(Chinese rise is a deadly threat for Russia).

However as of today, the strategic partnership of Russia and China is one
of the solid achievement of Russian authorities over the last years. RF and PRC
partnership highlighted the viability.

As a matter of course, gap in economic power and role-reversal in Rus-
sian-Chinese products exchange make up great challenge for Russia. Naturally
occurring Russian response to this strong challenge could become economic
and scientific-and-technological advance.

Economic importance of China for Russia is critically great, in future it
will grow. That's much more difficult to understand economic importance of
Russia for China. There are serious concerns to suppose that economic value of
Russia for China will remain less than value of the USA, Japan, Western Eu-
rope and the ASEAN countries for long.

There are a lot of problems in the mutual relations of Russia and China.
One of them is a sever imbalance between political and trade-economic deal-
ings of the countries. The crisis caused smart drop in Russian-Chinese trade vo-
lume (by 35-40%). China gains the lead among foreign trade partners of Russia,
which includes the sixth position in export and top position in import. The per-
cent of Chinese goods in external turnover of Russia accounts for 9,6 %, Russia
lies in 13" place among foreign trade partners of China.

The solid factor is that over the last years the military-technical coopera-
tion virtually came to nough. The chief exports to China are petroleum, agricul-
tural chemicals, wood.

Furthermore there is a pressing problem of our economic relations crimi-
nalization (particularly, in Russian Far East). Part of Chinese export to Russia
turns out to be smuggle in practice — so-called “gray customs clearance” ac-
cording to some reports amounts two billion dollars yearly.

One-dimensional raw export and vast assortment import make Russia
hostage to outer market including Chinese one. This situation does not meet
Russian interests. In the relations with China Russia is up against the task of the
proceeding to economic cooperation, hi tech scientific exchange, activation of
investment cooperation. These same challenges were set by V.V.Putin during
the visit to PRC in October 2011, when speaking of Russian-Chinese coopera-
tion perspectives.
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Russian economy does not tangent to Chinese one in the world market
as competitors (except metal). Some political analysts began to think about
perspective of complication of Russian-Chinese partnership with economic
constituent. Apparently, business activity of the Chinese in Russia will grow
increasingly diversified and include concern on scientific-and-technological
advance, Russian specialists recruitment to Chinese R&D establishment,
etc. [2]

As a result globalization offers a challenge for the participatory Russian-
Chinese development. Among the instances of international collaboration there
are construction of the grand energy bridge from Russia to China, Japan, North
and South Korea and to Far East. The apparent comparative advantages realiza-
tion (energy sources availability, immense territory) enables Russia to become
ingrained in the economic affairs system in Asian-Pacific Region.

Large-scale attraction of Chinese investments to Siberia and Far East is
capable to enliven Russian machine-building complex, at first in innovative di-
rection and then by means of high-volume production.

Nowadays, fruitfulness of Russian-Chinese relations depends largely on the
capability of both parts to sand off the rough edges, such as "national self-interest"
or aggressive "economic nationalism", efficiently defend the cultural values under
the globalization era as the integral features of diversified world. [2]

The main lesson the Chinese learnt in 20" century is the stable develop-
ment necessity. And Russia need to understand the place and role of China in
strategic perspective of our historical development. So then Russian-Chinese
partnership demands to discover new horizons. And this process hardly will be
fast and easy.
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Endowment fund is a new phenomenon for Russia. It is important to attract interna-
tional business in the development of universities and raise social responsibility of business.
Effective fundraising team and special departments incorporated in the university structure
will help to involve corporate investment.
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Endowment funds are gaining popularity among Russian universities as
they attempt to attract long-term sources of funding and reduce dependence on
the state. Such activities are a part of massive reform of the higher education
system currently being implemented.

What is an endowment? It is an investment fund set up by an institution in
which regular withdrawals from the invested capital are used for ongoing op-
erations or other specified purposes. Endowment funds are often used by non-
profits, universities, hospitals and churches. They are funded by donations,
which are tax deductible for donors.

There are three main components to the typical endowment fund:

1. Investment Policy: This policy dictates the types of investments the
manager can make and how aggressive he or she can be in meeting return
targets.

2. Withdrawal Policy: This policy determines the amount that the insti-
tution can take from the endowment fund at each period and is usually based
on the institution's needs as well as the amount remaining in the fund.

3. Fund Usage Policy: This policy ensures that the money from the en-
dowment fund is being used properly and for the purposes set out by the
fund. [1]

Many institutions use their endowment income to fund financial aid and
other programs for students and faculty. In the world endowments remain sig-
nificant sources of support for higher education. How can Stanford afford to
keep so many world-class humanities scholars on such a slender student base?
Here's a clue: Stanford's endowment is over $17bn, and with a student body of
about 16,000, that is over $1m per student. [2]The biggest endowment funds
have Harvard University, Yale University, Stanford University, Princeton Uni-
versity. In fact 30%-40% of their budgets are formed by endowment funds.
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In Russia the process of establishing endowment funds has been slow, de-
spite legislation adopted in 2006 regulating the "formation and use of endow-
ment capital of non-profit organizations".

Nowadays there are 117 registered endowment funds, but currently only
50 universities have their own funds, with a total value of 25 billion rubles. In
Saint-Petersburg there are 17 endowment funds, the largest of them are the En-
dowment Fund of the EUSP— 1, 1 billion rubles and the Endowment Fund of
Saint-Petersburg State University— 946 million rubles.

Until now, the private sector has expressed little interest in donating to
universities, mainly due to low social responsibility levels in businesses, the ab-
sence of incentives, and donor uncertainty that their financial contributions will
be used for long-term future-related projects rather than current needs. There-
fore the situation regarding endowment funds is complex.

Nowadays the main donors for Russian universities are big Russian com-
panies, banks and individual philanthropists. The important strategy for the de-
velopment of a university is to attract international companies to invest in the
endowment for the implementation of different kinds of scientific applied and
fundamental projects.

Fundraising team must be supported by the University structure especially
at the early stages of target capital formation. It is suggested to incorporate spe-
cial departments in the structure of university to fulfill applied and fundamental
scientific projects. For example, it can be the position of vice-rector on strategic
development and two departments that are subordinated to him. There are in-
formative analytical department — that will be responsible for fundraising and
department on innovation — that is responsible for developing and implementa-
tion projects.

Let’s consider the duties and benefits for a university, international busi-
ness.University provides areas on contract basis (laboratories, lands), provides
the possibility of off-budget remuneration of teaching and scientific staff, gets
the possibility to train students and post-graduates on the basis of modern la-
boratories, gets extra-budgetary resources to provide training process.

International business provides single investment in the foundation that
pays for the work of specialists of a project, acquires long-term partners and
guarantors, may enter the new local markets of Russia through promoting
among university staff and students, transacts business, providing efficient
technologies, paid services to Russian companies through universities, it can
invest in special training programs for students who will study with the equip-
ment of this company.

Due to globalization realization of such projects as international centers
on the platform of local universities using the endowment as a financial tool can
help to attract foreign corporate investment in the development of territory
where the branches of multinational are or would like to be located.
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FAIR TRADE AS ETHICAL BUSINESS: POTENTIALS
AND LIMITATIONS. A STUDY ON FAIR TRADE COFFEE.

Fair trade is a concept of ethical business that is quite popular in Europe and North
America. The fair trade commodities are produced under certain standards such as banning
child and un-free labour and paying fair prices that allow the producer to cover the costs of
production. With this scheme fair trade organizations claim to support the sustainable live-
lihood of farmers and contribute to the elimination of the global poverty. This article aims to
find out what potentials this scheme has to improve the living conditions of the producers
from the majority world and what the limitations of this scheme can be identified on the ex-
ample of the fair trade coffee. It was found that the fair trade movement is able to improve
living conditions of some farmers but due to the inelastic demand for coffee in the interna-
tional market, the fact that the modern system of certification do not cover the most margi-
nalized members of the community as well as due to the limited capacity of labeling organi-
zations to monitor the meeting of standards fair trade has only limited potential to abolish-
ment of the global poverty.

Key words: fair trade, development, international trade, coffee, customer, consump-
tion.

Fair trade as a concept of integration of ethical principles in the business
is quite popular in Europe and North America today. It was Oxfam, one of the
leading developmental organizations that began to promote the ideas of fair
trade in the 1960s. It considers fair trade as to be about “paying poor producers
a fair price and helping them gain necessary skills and knowledge to develop
their business and work their way out of poverty” (Nuguid-Anden 2012: 204).
This basic idea of fair price was later promoted by different developmental ac-
tors and human rights activists. In 1988 in the Netherlands was established the
first fair trade labeling organization, namely Max Havelaar Foundation. In the
last decades the number of such labeling organizations was steadily growing.
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Nowadays most of these organizations are members of fair trade federations
like Fairtrade Labeling Organizations International (FLO), World Fair Trade
Organization, European Fair Trade Assosiation etc..

The main task of the labeling organizations is to set up the minimum
standards of the production conditions and monitor the implementation of these
standards. To typical set of standards belong norms of safe labour codified in
the conventions of ILO, the fair price that can cover production costs as well as
general principles of human rights such as non-discrimination and human digni-
ty. In this way fair trade can be defined as an alternative approach to trade part-
nerships that aims to ensure sustainable development of marginalized producers
(Hira, Ferrie 2006: 107) It implies that ethical principles are necessary tied in
the process of production and that customers have right to be informed not only
about the price and the quality of the product but also about the conditions un-
der which the product was produced (ibid). The fair trade label on the package
of the good allows customers to identify the goods which meet agreed standards
and make an ethical choice.

The sales of fair trade grow every year close to 30 % (Fairtrade 2013).
Fair trade products available in Europe and North America include chocolate,
bananas, coffee, shampoo, clothes, shoes, juices, cosmetics, honey, sugar, tea
etc. that are produced in all parts of the world. For example only one fair trade
federation, namely Frairtrade Labeling Organizations International (FLO) has
certified more than 360 producers in 40 countries selling to hundreds fair trade
registered importers and retailers in 17 countries in Europe and North America
(Nuguid-Anden 2012: 205).

In this way the concept of fair trade claims to promote ethical business,
improve the working and living conditions of the poor producers in countries of
majority world through fair prices and standards setting and in this way contri-
bute to the fight with the global poverty. But how this concept affects the lives
of producers in the reality? In this article we will study what potentials and li-
mitations has the concept of fair trade on the example of the one of the most
popular fair trade commodities, namely coffee.

Coffee is the second most valuable commodity exported from developing
countries and at the same time it is one of the most well organized fair trade
commodities. Coffee beans are grown in the poorest countries in the world like
Honduras, Mexico, Ethiopia, Guatemala, Tanzania, Uganda or Costa Rica. For
most of these countries the coffee export makes an enormous part of the total
export. The main importers of coffee in contrast are such wealthy countries as
Germany, the Netherlands, UK, USA etc. The sales of fair trade coffee grow
steadily, so for example in 2005 33,991 tones of 6,685,000 tones coffee beans
were produced by fair trade farmers and in 2010 this number was as high as
88,000 tones (Fairtrade 2013).
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There 1s no universally accepted definition of what fair trade coffee is
(Hira, Ferrie 2006: 110). Different labeling organizations use different stan-
dards and criteria in their certification procedures. The most used, however, are
standards issued by FLO that is why we will focus on this certification schema
in this article.

The main fair trade standards of FLO include following:

« Producer organizations are paid a floor price (Fairtrade Minimum
Price) of US 1.40 per pound for Fairtrade certified washed Arabica and US 1.35
for unwashed Arabica, or the market price, if higher.

« For Fairtrade certified organic coffee an extra minimum differential of
US 30 cents per pound is being applied.

« A Fairtrade Premium of US 20 cents (with USD 5 cents earmarked for
productivity and quality improvements) per pound is added to the purchase
price and is used by producer organizations for social and economic invest-
ments at the community and organizational level.

« Fairtrade coffee certification is currently only open to small farmer or-
ganizations. Small farmers must be organized in organizations which they own
and govern.

« Democratic decision making is required. Everybody has equal right to
vote.

. Environmental standards restrict the use of agrochemicals and encour-
age sustainability.

« Pre-export lines of credit are given to the producer organizations. If re-
quested, up to 60 % of the purchase price should be pre-financed to the produc-
er organizations.

 Trade standards aim to encourage fairer negotiations, clarify the role of
price fixing, and reduce speculation

« No child and unfree labour, working conditions in accordance with the
international standards codified in ILO and UN conventions (see Fairtrade
2013).

In this way one of the main ideas of the fair trade in coffee branch is to
secure the sustainable livelihood of farmers against the unpredictable market
conditions. As far as prices for coffee are highly dependent on the environmen-
tal factors and therefore are very unstable one of the main mechanisms of fair
trade is the establishment of a so called price floor: the limit on how low the
prices can be charged. This price limit and cutting of the middlemen allow the
farmers to gain more profit from their productions. Furthermore the members of
fair trade cooperatives are given advices on better agricultural techniques. Addi-
tional subsidy paid by purchasers to ensure the economic and environmental
sustainability of producers is retained by cooperatives for collective use. The
evidences from Mexico, Costa Rica and Ethiopia showed that such support me-
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chanisms have a positive impact on the farmers and lead to improving of the
average income of farmer’s families as well as to the improving of general liv-
ing conditions in the community. So for example the fair trade cooperative
COOCAFE in Costa Rica runs scholarship projects and covered costs for sec-
ondary and university education for more than 6,000 students (Fairtrade 2013).
Or the fair trade cooperative UCIRI in Oaxaca in Mexico built a clinic and es-
tablished the only public bus line and the only secondary school in the region
(ibid).

Despite these positive impacts several economists and developmental ac-
tors issued a critique against this practice of fair trade production of coffee. The
main critique point refers to the nature of demand for coffee in industrialized
countries. As the demand for coffee is highly inelastic, a small increase in
supply means a large fall in market price, what can have a negative effect pre-
ciously on these farmers who 1s not covered by the fair trade system and must
sell their coffee beans for market price (see Haight 2011, Mohan 2010).

The other problem is the fact that most labeling organizations have very
limited capacities and therefore are unable to establish the effective monitoring
system and make sure that the standards of production are met and the subsidy
is spent for need of community.

According to the FLO standards a cooperative should demonstrate a dem-
ocratic structure to be certified as fair trade producer. But as far as it is difficult
to establish an effective democratic structure in such highly hierarchical socie-
ties as in Ethiopia or Tanzania the real power relations within the cooperative
can be influenced by the social hierarchy and be far away from democratic. In
such cases subsidies can be spent for the needs of groups with more power
while the needs of marginalizes members of the community were not met.

The other problem connected with the subsidy is that due to the high costs
associated with the maintenance of fair trade standards more than 60 % of sub-
sidy is spent for “business and production” while the rest goes to the social
projects (Haight 2011). It means that farmers get at the end less money for their
needs.

As we have mentioned only cooperatives of farmers can be certified as
fair trade productions. Without doubts such system allows them to improve
their income level as well as the infrastructure and educational opportunities in
their communities. The main problem of such system is that the poorest seg-
ment of the population remains untouched: the landless workers on big planta-
tions cannot be part of such cooperatives and therefore do not benefit from the
fair trade projects. Furthermore, several studies showed that most of fair trade
farmers belong to educated high or middle class while the majority of the poor
population remains uncovered by this scheme. In this way the declaration of the
poverty reduction through fair trade remains questionable.
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The other problem is that also the private estate farmers working on their
land as well as multinational companies that grown their own coffee are not
covered by this system even if they meet most of fair trade standards as far as
they are not part of any cooperative.

To sum up, fair trade movement is able to improve living conditions of
some farmers but due to the inelastic demand for coffee in the international
market, the fact that the modern system of certification do not cover the most
marginalized members of community such as landless workers as well as due to
the absence of the common definition of the notion of fair trade and limited ca-
pacity of labeling organizations to monitor the meeting of standards fair trade
has only limited potential to abolishment of the global poverty and increasing
the live conditions in the majority world.

Literature:

1. Fairtrade (2013). Coffee. Retrieved 17 March, 2013 from http://www.fairtra-
de.net/coffee.html

2. Haight Colleen (2011). The problem with fair trade coffee. Retrived, 18 March,
2013 from http://www.ssireview.org/articles/entry/the problem with fair trade coffee

3. Hira, Anil; Ferrie, Jare (2006). Fair Trade: Three key challenges for reaching the
mainstream. In: Journal of Business Ethics 63: 107-118.

4. Mohan, S. (2010). Fair Trade Without the Froth - a dispassionate economic anal-
ysis of 'Fair Trade'. London: Institute of Economic Affairs.

5. Nuguid-Anden, Charmaine (2012). Saving the barako bean: The Figaro Coffee
Company’s Approach to fair trade. In: Cannon T: Corporate Social Responsibility. Gover-
nance, compliance in a sustainable environment. London, New York: Pearson.

Heike Zieschang

University of Applied Sciences Heilbronn

Master International Business & Intercultural Management
Supervisor: Prof. Dr. Anna Hayduk

THE CONCEPT OF FACE AND ITS APPLICATION TO INTERNA-
TIONAL BUSINESS
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1. Introduction

The face is one of the most expressive parts of our body, which helps us
to communicate our emotions. It is really hard to hide facial expressions and it
will need an expert to actually betray those. This makes it even more important
to understand the face also in a cross-cultural context. The concept of face is
one of the most important theories established, which helps to understand the
face as an image of oneself that one wants others to believe and realise. Various
cultural influences on face behaviour constitute the concept to an essential ap-
proach to enable an understanding of how people behave in communicational
interactions and why they use specific communication styles in different situa-
tions such as negotiating or conflict.

The objective of this paper is therefore to get an understanding of the no-
tion of face and how we can apply it as a communication tool in international
businesses. Hence, an application of the face concept to international business
would be primary in conflict management or other areas of international team
management. Due to the increasing level of globalisation and consequently also
diversification, this topic is of major importance to attain good intercultural
competence. This is especially relevant in the contemporary business environ-
ment as it is necessary to deal with this approach in order to be successful.

To gain an understanding of the topic it is essential to get an insight of
the different theories concerning the face concept. For this reason, it is neces-
sary to look especially into the studies of the three major researchers, which
1s Goffman the pioneer of this field, who, first of all, introduced this concept
to call attention to the importance of social interaction and the role of face in
it. Due to the limitation of cultural applicability, which is a key factor, it was
necessary to consider other advanced theories from Brown and Levinson and
Ting-Toomey to capture the cultural view of the face theories and to under-
stand the role of face in conflict situations to be able to interrelate this with
international business.

2. What is Face?

Historically, the concept of face and its linkage with social interaction can
be traced back to China with multiple words in the language to define numerous
face types [1, pp. 70-93], and rightly so, because there is literature dating back
into the early nineteenth century regarding the concept. Nonetheless, this is an
extremely isolated orientation, particularly centred around the Chinese culture,
thus, in the twentieth century sociologists began research to illustrate the impor-
tance of face to all cultures worldwide.

According to Goffman, face can be considered as a self-portrayed image,
displayed with the help of a series of approved social values. It is only tempo-
rary and so it is subject to change at any given moment. He elaborates this by
stating that individuals are absorbed in a process of reading others in the course
of social interaction in order to present their own line, line being otherwise
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known as verbal or non-verbal acts performed in a social encounter to portray
his “self” [2, p.6]. Individuals also sustain a certain feeling and emotion for the
face they are maintaining, and these feelings are determined by the situation and
events taking place [3, p.6]. Consequently, an individual aspires to be granted a
face which they hope to maintain, otherwise known colloquially as “to have
face” or “to be in face” [3, p.6]. To maintain face is closely linked with the pre-
vention of embarrassing situations occurring to oneself and/or to others. Goff-
man’s idea also includes a person to have two selves. The first is constructed
from whichever values society offers a person and the second concept of self is
constructed on how well this person can utilise the values society has given
them [2, pp.31-32]. Consequently, the second idea of self considers how a per-
son plays their role within society, a person is given a large amount of responsi-
bility when society awards a person face, how a person uses this responsibility
allows judgements to be made on how socialised the person is [2, p.31].

Brown and Levinson built on Goffman's theory of face with their polite-
ness theory, considering the face-saving view more specifically [4, p.324].
Their theory considers politeness as a strategy to control possible problems be-
tween individuals during social interaction [5, p.1]. Therefore, politeness can be
summarised as socially appropriate behaviour, which can be altered depending
on the relationship between the individuals [4, pp.323-234]. Brown and Levin-
son determined each individual from every culture to possess both a positive
face and a negative face [5, pp.60-62]. Whereas positive face is considered to
be the desire to be appreciated and approved of by others, on the other hand,
negative face is defined as the preference to have one's actions unimpeded on,
therefore, the need to be independent and possess freedom. The theory assumes
that through all interaction and speech activities it is possible to threaten the
wants of those participating in an interaction, whether this is a compliment or a
request is an unnecessary detail [4, p.324].

3. Face in cross-cultural communication

To capture the cultural view of the face theories it is necessary to consider
the advanced theory of Ting-Toomey’s face negotiation theory, which covers
the relationship between face and cultural variability as well as the awareness of
oneself, which is applicable to various cultures. Her approach basically assumes
that individuals of all cultures are concerned with the face they are presenting to
the world. It is a theory about how people of different cultures are behaving in a
conflict situation due to their different cultural values.

Negotiating face is a part of everyday life independently from the culture,
especially in conflict situations where the conflict parties have to consider
whether to protect their own face and/or to honour or attack another person’s
face. Conflict is an ideal forum for face-threatening and face-saving behaviours.
To identify the conflict management to be used in such situations, she used
Hofestede’s approach of individualism vs. collectivism and power distance as
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well as Hall’s low and high context cultures to show, how decisive the cultural
background is for the kind of facework people are using in a conflict negotia-
tion situation [6, pp.71-72].

The frame of reference on how someone is dealing with face individually
and on a cultural level is given by seven assumptions. (1) Communication is about
maintaining and negotiating face, irrespective of the cultural awareness. (2) Face 1s
difficult when identities are threatened. (3) Distinctions in the cultural dimensions
individualism vs. collectivism as well as high vs. low power distance are account-
ing for face management. (4) Individualistic cultures are focused on self oriented
facework, whereas collectivistic cultures are emphasizing other oriented facework.
(5) Cultures with a low power distance are likely to communicate within a frame-
work, where individuals are equal and in high power distance cultures dominates a
hierarchical framework. (6) Cultural variability is affecting the behaviour of a per-
son as well as individual, relational, and situational factors. (7) Intercultural com-
munication competence is an aggregation of knowledge and awareness of other
cultures and their facework [6, p.73].

The face orientations and concerns are influenced by the focus of cultures
on either individualism or collectivism. Whereby individualistic cultures are
more concerned with their self-maintenance, collectivistic cultures are more
considerate of maintaining the other-face and mutual-face. People have differ-
ent options when negotiating in a conflict situation. They are either more con-
cerned with their self-face or the other-face. Communication in all cultures is
based on maintaining and negotiating face. An individual has to feel threatened
in order to react with face-saving or face-defending strategies in a conflict situa-
tion. [6, pp.76-77].

4. Application to international business

With the help of these studies, the relevance for global businesses can be re-
vealed, particularly in terms of conflict management in an intercultural context.
With the understanding, which country fits in which cultural cluster of the differ-
ent dimensions, conflict situations can be avoided or solved. People of individual-
istic cultures are getting faster in a conflict when self-threatening acts are gaining
the upper hand in the interaction. Whereby individuals of collectivistic cultures are
more concerned about avoiding the conflict regarding to the high importance of
mutual-face [6, pp.76-77]. Referring to Hall communication in high-context cul-
tures is relying on the way something is said, rather than what is said and non-
verbal gestures are emphasised. In comparison, communication styles of low-
context cultures are focusing on direct verbal interaction, which means that the in-
tentions go hand in hand with the verbal and non-verbal patterns being used, and
that these intentions are clearly exhibited [7, pp.201-204]. Cultural variability is
influencing the facework of individuals and therefore also the conflict communica-
tion styles. There are two dimensions which are affecting the conflict styles: the
concern for self and for others. This gets measured in how far a person has the
need to fulfil their personal interests and how high the concern is to incorporate
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with the conflict interests of the other party [6, p.80]. While applying these conflict
styles into individualism and collectivism, there is to say that individualistic cul-
tures are using rather direct forms of conflict like dominating or integrating than
obliging or avoiding conflict styles, which are preferred by collectivistic cultures.
Collectivists are also often in charge of third-party help, because of the high power
distance in this cultures [6, p.80].

5. Conclusion

During the course of this report it has been found that face in the intercul-
tural sense is an important factor of cultural awareness, perhaps being attributed
to globalisation and also the significant influence of the Western culture on cul-
tures worldwide. However, due to the concept not having a shared meaning
across all cultures it 1s difficult to consider the universality of the concept. As a
result of the qualitative and observational nature of the studies of Goffman and
Brown and Levinson, these concepts could not claim universality because of the
limited number of cultures studied. Nevertheless, Ting-Toomey allowed for a
cultural perspective to be introduced to the concept of face, where face has dif-
ferent meanings depending on the culture in question. Values, norms and beliefs
of a culture powerfully influence how a person communicates and behaves in
social interactions. By providing good cross-cultural trainings including how to
understand the meaning of face in different cultures, different goals can be
achieved, e.g. increasing self-awareness as well as other-awareness linked with
understanding cultural disparities and similarities or enhancing behavioural
skills to manage emotional reactions and challenges better. Consequently those
theories can help to find problem-solving approaches for conflicts emerging out
of a high diversity in international businesses. Overall, with the concept of face
as an universal communication phenomena occurring in every culture, the ap-
plication in business can make or break a relationship or deal, because it sup-
ports building the rapport necessary when it comes to business contexts.
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Nowadays, in the era of branding it has become commonplace to speak of
famous politicians as of brands. For quite a perceptible time in post war West-
ern democracies politicians, running for office, have long applied such branding
techniques as slogans, fliers in capacity of an important tool of campaigning.

The pioneer in political branding was 32™ President of USA F.D. Roose-
velt, who not only relied on radio, advanced, for that time, technology, in order
to have a possibility to conduct fireside chats with American electorate, but also
convinced all country that he was able to walk albeit in reality poliomyelitis
laid him up to wheel-chair. History is also full of others similar examples of
usage of branding in politics. Among them are the Iron Lady M. Thatcher, Pres-
ident and movie-actor R. Reagan, etc. Thus, politicians have used branding in
campaigning over the years. And now, in the XXI century political branding is
still en vogue among politicians, which is proved by such brands as T. Blair, B.
Obama and V. Putin. Therefore, it became pivotal to use the theory of branding
as a way for a public figure to build an identity to communicate to the public [8,
p.177]. Thus today it’s an open secret that political campaigns became the war
between brands, which are on par with the war between Coca-cola and Pepsi,
Nike and Adidas.
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The relevance of the topic stems from the fact that the researches in the
field are concentrated on the impact of usage branding in politics on political
engagement of voters. And now, the attention to the usage of branding in order
to understand political campaigning just starts gaining momentum.

So, what is political branding and how it differs from marketing brand-
ing? It’s helpful to start with the definition of the brand concept. Brand can be
defined as a set of intangible benefits connected to a product [4, P.19] or the
symbolic value. [8, P.177] Hence, brand is a consumer’s perception about a
product. Thus branding refers to any organization’s activities aimed at the crea-
tion of a distinct brand image in consumer’s minds. As for political branding, it
1s the strategic use of branding tactics in the building of a political image. [8,
P.177] Incredible as it may seem, from the marketing point of view there is no
difference between marketing and political branding. Marketing principles of
branding can and have been successfully applied to political marketing. [7,
P.46] The only difference of political branding is its core product — politician.

The Presidential election 2012 in USA is a perfect example of usage of
political branding by both candidates. According to expert’s evaluation, both
candidates offered new type of political campaign with involvement of political
branding mechanisms. [9, P.111] In order to identify what branding approaches
have helped Obama to win Presidential election 2012, there is a need to com-
pare Obama’s branding communication during the campaign to that of his main
contender, M.Romney.

Barak Obama was Democratic candidate, President in office, received
Nobel Peace Prize in 2009. His political career represents an incredible fairy-
tale success story of poor talented boy from Hawaii with Harvard education,
who became the first Afro American to hold office. What is more, Obama had a
reputation of star-politician with high level of popularity.

The campaign was oriented on engaging in active communication the
widest possible audiences. The main goal was to attract voters from Democrat-
ic states and narrow segments of voters, namely youth voters from 18 to 24
years old, African Americans, single women, military families and even pet
lovers, to customize messages for each group separately. [10, P.17] It was a
smart strategy, considering the fact that voter turnout for these demographics
were about 70%. [10, P.17] Thus, the media decision for branding strategy
was based on micro-targeting. That’s why during the campaign the strong em-
phasis was made not only on traditional media as TV, newspapers and maga-
zines, but also on various types of social media, including as traditional by
now Facebook, Twitter, as new Pinterest, Bing, Instagram and portal Reddit
with function “Ask me anything”. Besides, for Obama special online commu-
nity was created — My.BarackObama.com. It empowered voters to share cam-
paign news with friends. [2, P.6] What is more, Obama’s website was adopted
for mobile devices.
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In all Obama’s advertisement, main focus was on following policy areas.
First of all, it’s economy of the USA. Besides, in advertising clips was stressed
the fact, that Obama’s Administration launched a series of economic reforms
and that there was still a need for Obama’s guidance to make them work. Other
key topics included unemployment and taxation. Foreign policy and national
security were umbrella topics in TV advertisement, because, during his Presi-
dency, Obama succeed in these areas. In social media mostly were mentioned
immigration issues, problems of veterans. However, for about 47% of all adver-
tisement had focus on personal life of candidate. [10, P.20]

If to speak about ad context and tiny details, Obama was portrayed as pol-
itician who 1s average American as well. All tiny details worked for this image
— he was always in suit, but sometimes without tie or jacket (so- called ‘Obama
look’) and addressed to mixed crowd, but still using formal language. [1, P.26]
His speeches were measured, formal and fact oriented. Obama even used spe-
cial gestures to emphasize the most important facts. However, Obama often ap-
pealed to Americans through personal digression.

As for Obama’s communication strategy, in his re-election campaign
were used all existing approaches, namely, cognitive learning, classical condi-
tioning and iconic rote learning, instrumental learning and modeling approach-
es.

And, finally, cultural aspects also worked in Obama’s favor. From cultur-
al point of view, his political brand was attractive for different segments. For
example, his race attracted votes of not only Afro Americans, but also those
people, who was against racial tensions, his family attracts women, and the fact
the he 1s a real embodiment of American Dream draws attention of almost all
average Americans. Thus, the brand had an ability to appeal to different people
at the same time. [5, P.7]

Mitt Romney was the Republican candidate, famous businessman with
brief political career as governor of Massachusetts. Romney had a reputation of
one of the most influential man of USA, whose name was associated with some
financial scandals during Olympic Games 2002. Therefore, the reputation of
Romney didn’t work into his favor in attracting average Americans.

The Romney’s campaign was targeted on voters from traditionally Re-
publican States, businessmen and swing voters. The candidate failed in com-
munication with voters’ from swing States and, by contrast with Obama, didn’t
even try to attract narrow segments of voters. The media decision was based on
the attempt to involve the maximum quantity of different media such as TV,
journals, and also traditional social media such as Facebook, Twitter. Besides,
his official website was adopted for mobile devices. However Romney mostly
focused on traditional social media and refresh rate of information was much
lower than on Obama’s profiles.
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In ads Romney highlighted almost the same topics with Obama. Howev-
er, he escaped such important issues as national security and foreign policy. In
social media were discussed such topics as problem’s of veterans and women.
For about 87% of all ads were focused on political issues without attempts to
present his personal characteristics. [6, P.17] This was also a mistake, because
Romney lost an opportunity to present himself as family man and average citi-
zen.

As to ad context and tiny details, in ads Romney was presented as future
President of USA. [2, P.7] He was always in suits and addressed to citizens,
among voters he had an image of politician, who wasn’t one of millions average
Americans. During the speeches he spoke mostly in unofficial manner, using
persuasive gestures. Thus, Romney failed in using small details to create the
right brand image.

Romney’s communication strategy involved all communication ap-
proaches as well.

And finally, from the cultural point of view candidature of Romney was
attractive mostly for entrepreneurship, because he was one of them, for women,
as far as he was good family man. Thus, Romney couldn’t score well on this
dimension and failed to connect effectively with voters. [5, P.8]

Thus, the results of comparative analysis revealed (see Table 1), that both
candidates in essence used the same plan. However, the campaign of Obama
seems to be more complex.

Elements of
. Obama Romney
branding

Political Back- Represents American Dream Represents American

ground Business

Target group Typically Democratic voters; narrow | Typically Republican vot-
segments ers, Businessmen, Swing
(youth, pet lovers etc). voters.

Media selection TV, Printed media, Social media, | TV, Printed media, Social
Own online community. media.

Policy areas Economy, unemployment, taxation, | Economy, unemployment,
foreign policy, national security. taxation.

Ad context and Image of politician, who is in touch | Image of Future Presi-

tiny details with people. dent.
* focus on personal qualities; e focus on political
e Obama look; qualities;
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Elements of

Ob R
branding ama omney
* formal language; * the manner of speak-
* special gestures to emphasize ing depends on au-
facts. dience;

*  persuasive gestures.
Communication Cognitive learning, classical condi- | Cognitive learning, clas-

strategy tioning and iconic rote learning, in- | sical conditioning and
strumental learning and modeling | iconic rote learning, in-
approaches. strumental learning and
modeling approaches.

Cultural aspects Attractive for Afro Americans, | Entrepreneurship, women,
people, who are against racial ten- | Republican voters.
sions, women, average Americans.

Table 1

All in all, political branding played pivotal role during the 2012 election
race in USA and allowed Obama to win elections. Therefore, there are follow-
ing winning political branding approaches, which can be borrowed from Ob-
ama’s campaign:

1. The strategy of sending a wide message, engaging in active political
communication the widest possible audience through usage of different media
and social networks.

2. The strategy to appeal to separate voter demographics through usage
of micro-targeting in order to customize messages for each narrow segment of
voters separately.

3. The strategy to use combination of different communication ap-
proaches in order to use power of all modern media and social networks for the
purpose to create close emotional ties with voters.
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BPM IN RUSSIAN OIL & GAS SECTOR

A comprehensive knowledge of a company’s organizational mechanisms is a funda-
mental prerequisite for good management practices and effective governance, especially in
industries where efficiency and effectiveness have recently been becoming more and more
important.

Innovation and ever-growing operational effectiveness should be a company’s driv-
ing force. Modeling can be a key instrument for innovation.
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The word “innovation” 1s derived from the Latin word novus or “new”,
and 1s alternately defined as “a new 1dea, method or device” or “the process of
introducing something new”. From the managers’ perspective, the primary pur-
pose of innovation is to introduce change in the organization to create new op-
portunities or exploit the existing ones. Organizations operating under the
present conditions of global competition, rapid technological advances, and re-
source scarcity must innovate in order to grow, to be effective, and even to sur-
vive. Thus, fostering innovation remains a major challenge for business execu-
tives, and an area in which academic research can make valuable contributions
[1, p. 269-291].

The current economic crisis is forcing companies to enhance their busi-
ness performances while economizing on human and material resources. Hence,
the need to combine business processes and practices properly.
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Process modeling is used to provide an accurate representation of com-
plex business processes, whose analysis usually includes mapping all the func-
tional processes and sub-processes involved.

By pointing out all the components of a business (data, organization,
processes), a model allows stakeholders to define and evaluate their company
better.

Business models can result in an “as is” snapshot model, in which the cur-
rent state of the business process is described, or in a “to be” model, which de-
fines the process as it should become. By comparing these two business models,
analysts can determine the soundness of existing processes and information sys-
tems and decide whether minor or substantial modifications are needed. Thus,
process modeling and the resulting analyses are helpful tools in reshaping the
operational conduct of a company.

Process modeling tools should identify organizational errors and discre-
pancies through diagrammatic presentations that effectively summarize and
streamline textual information. Through the implementation and execution of
process modeling, business users can model and refine their business processes
and choices. Modeling and simulation functionalities should also permit the ex-
ecution of “what-if” scenarios.

Moreover, process modeling tools should perform several other valuable
functions. They can allow analysts to tie activities together, keep track of inputs
and outputs, and recognize overlaps and missing steps of the business process.

Russian BPM practice is far from the adoption of the latest BPM para-
digms and trends, as it is concerned with more basic issues such as the descrip-
tion of business processes [2]. Hence, a joint research conducted by Software
AG, the analytical company IDC Russia, and the largest community of IT man-
agers Global CIO showed that only 4% of the Russian companies have fully de-
scribed their business processes [2]. Table 1 depicts a complete picture of the
status quo of business process description in Russian companies.

What is the status quo of business process description in Russian compa-
nies?
All processes are modeled 4%
Processes are not described at all, and there are no plans to 11%
do it
Processes will be modeled in a short-term horizon 12%
Individual processes are modeled 30%
Key processes are modeled 43%

Table 1. The status quo of business process description in Russian
companies (Global CIO, 2011)
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According to the same study, the main purpose for Russian companies to
model their business processes is the automation of business process. The
second place takes standardization and the third place is optimization what is
illustrated in Figure 1.

Why do Russian companies perform business process

modeling?
80%
70% -
60% -
50% -

40% -
30% -

20% -
10% -
0% -

Automation Standardization Optimization Cuality Risk Management Other
Management
system integration

Figure 1 : The purposes for business process modeling (Global CIO, 2011)

Yet another research done by IDC Russia complements the information
stated above and shows the list of industries that more often than others have
undertaken comprehensive business process models [3]:

e Oil and Gas (44 %),

e Fast Moving Consumer Goods (41 %),

e Retail (25 %).

In the current climate, oil and gas companies have to compare their opera-
tions with those of their competitors. This helps them to measure their own
company's efficiency and understand whether it is ahead of sector trends or is
lagging behind. It is essential to compare not only financial and operational per-
formance, but also the business models implemented, as they provide the
sources of long-term competitive advantages.

The nature of the O&G sector requires substantial investment in the de-
velopment of innovation projects and technologies. As the conditions of explo-
ration and production become more complex, the need for more up-to-date
technological solutions increases.

Surgutneftegas today

Oil and gas producer Surgutneftegas is one of the largest companies in the
Russian oil sector. It accounts for almost 13% of the country’s crude output and
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25% of gas produced by domestic oil companies. The company’s refinery Kiri-
shinefteorgsintez, one of the largest in Russia, accounts for almost 9% of the
country’s refining throughput. Marketing subsidiaries owe much to their geo-
graphical position: they are located close to the company’s refinery and heavy
traffic intercity and international highways going through the area of the com-
pany’s activity. The Company has two major research centers: R&D institute
“SurgutNIPIneft” and Oil Refining and Petrochemical Enterprises Design Insti-
tute “Lengiproneftekhim”.Surgutneftegas is among leading Russian companies
that highly adopt and effectively use IT.

Process modeling 1s a widely-used approach to achieve the required visi-
bility for existing processes and future process scenarios as part of business
process improvement projects. However, process modeling has also strong op-
ponents. It is criticized for being over-engineered, time-consuming, costly and
without (sufficient) value. Thus, the challenge is to find the right level of mod-
eling for the underlying purpose.

For about three years IT-solutions in Surgutneftegas are designed and im-
plemented using Process Approach. The models serve like a common language
between IT and business people, they provide better understanding of require-
ments. With the models IT project teams have the ability to present future busi-
ness operations graphically and get feedback from the business on early stages.
The models allow creating more holistic IT-solutions, obtaining quality solution
documentation.

Model-driven development and creating process repository are important
BPM activities for companies where IT makes changes to processes and the
changes are frequent. It was also one of the reasoning for using Process Ap-
proach by the IT organization of Surgutneftegas.

Nowadays besides the “traditional” use of process models within software
engineering these models are more and more used for pure organizational pur-
poses like process reorganization, certification, Activity-based Costing or hu-
man resource planning. IT organization is not the only in Surgutneftegas who
use process models they are also used by some other organizational units for
non-IT purposes.

Process Approach works well for IT-solutions but it is unable to solve all
IT problems. In order to get rid of them an organization should implement a
comprehensive and systematic methodology for IT management that comprises
business goals and processes, data flows and technologies. Such methodologies
are proposed by the Enterprise Architecture discipline.

Enterprise Architecture is often referred as a blueprint for how an organi-
zation achieves the current and future business objectives using IT. It examines
the key business, information, application, and technology strategies and their
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impact on business functions. It provides the framework for planning and im-
plementing a rich, standards-based, digital information infrastructure with well-
integrated services and activities.

Enterprise Architecture Centre of Surgutneftegas was created in 2011
with the following tasks:

1. Support and control of enterprise architecture methodology and model-
ing activities

2. IT management on the basis of architecture approach
Analysis of a baseline IT architecture, describing issues and solutions
IT-strategy formation
IT regulations and standards development
Applications and technologies standardization
Standardization of IT-solutions
Software and hardware procurement support

9. Studying and tracing of innovations

10.Control of IT-projects

Today the Enterprise Architecture Centre works predominantly in the
areas of Enterprise Architecture modeling and IT regulations and standards de-
velopment.

Innovation is the realization of a creative idea being applied to an existing
problem. This application may be either of a new idea or the adoption of an ex-
isting idea [4, pp. 658—666]. As we could see some aspects of Enterprise Archi-
tecture development and other activities in large organizations may grow from
supposed purely engineering tasks to real research problems. And this is a soil
for innovation in research and development that may be of a great value for in-
dustry.

X NN
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the shaping of business ethics as the significant element of managerial strategy.
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In the terms of globalization we live in, in the interconnected and interde-
pendent world of today where international borders become more and more
transparent, the awareness of cultural features is getting more and more impor-
tant for all participants of business processes. Conducting business often goes
beyond national boundaries, involving more and more people from different
countries who have their own traditions, convictions about what is right and
wrong. Since every business 1s based on the efforts of people working in the or-
ganization as well as on effective management of these people, cultural differ-
ences begin to play an increasing role in organizations and have stronger influ-
ence on the efficiency of business. Besides the impact on business’ effective-
ness, the awareness of the especial culture feature can be very useful in collabo-
ration with suppliers and partners from other countries: it can reduce time spent
on negotiation, lead to better mutual understanding and more beneficial cooper-
ation conditions.

Thus, there is a strong need to consider the differences of national cul-
tures while planning the global expansion and building a cross-cultural strategy.

We believe that in the international companies, culture differences have
the biggest impact on human resource policy and one of the company’s mission
is to build strong business ethics in the organization. The ethics itself can be
considered as one of the intercultural difference and the shaping of ethical or-
ganizational culture within the company is a very important process for the
modern globalized business world. Peter F. Drucker in his article “What is
“business ethics” said, “Business ethics is rapidly becoming the “in” subject,
replacing yesterday’s social responsibility” [6, p.22]. Henry Kravis, the co-
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founder of the American private equity firm Kohlberg Kravis Roberts claimed:
“If you don't have integrity, you have nothing. You can't buy it. You can have
all the money in the world, but if you are not a moral and ethical person, you
really have nothing.” Robert Noyce, the inventor of the silicon chip asserted,
that “If ethics are poor at the top, that behavior is copied down through the or-
ganization”. So, scholars and businesspeople pays a lot of attention to the busi-
ness ethics. What practical meaning and what effect can the lack of business
ethics cause?

It can influence and contribute to:

* Employees’ commitment;

* Investor and customer loyalty and confidence;

* Legal problems and penalties;

e Customer satisfaction;

» Relationship with stakeholders;

* Performance, revenue and profits;

* Reputation and image.

All this clauses are very significant for the whole company and for other
participants of business processes: for stakeholders, managers, employees, in-
vestors and for customers as well.

Usually, expanding business abroad, the company decides, what kind of
strategy about business ethics implement. There are three possible ways:

1. Adhere the principles and rules accepted in the home country.

2. Adopt ethical norms accepted in the host country.

3. Adapt home company’s principles to the host country’s ones.

The last way is the most efficient in terms of globalization. The principle
of glocalisation which says “Think globally, act locally” can be suitable for this
method.

The creation, maintenance and developing of ethical principles in the
company is the responsibility of manager. “Management system is a tool for
implementing the ethics of the founder of business” [8, p.23]. Thus, manager
should be able to perform both functions: maintain the founder’s ethic prin-
ciples (of course in case they exist) and develop the new norms for each host
country.

Why the manager is responsible for implementing basic ethical principles
of the company, for their adaptation to national specific, for success or failure?
First, because every managerial decision affects either people or the natural en-
vironment in some way—and those effects or impacts need to be taken into
consideration as decisions are made. The second point is that manager always
gives the example of behavior for employees, if this behavior is immoral and
does not comply with principles advocated in the organization there will not be
trust to those norms as well as to manager and to the company as a whole.
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According to L.Trevino, the ethical role of managers or ethical leadership
1s a combination of being a moral person and being a moral manager. Being a
moral person rests on a combination of key traits such as integrity, honesty, and
trustworthiness. Consequently, without trust the creation of business ethics is
impossible. When decisions involving ethical considerations need to be made,
L.Trevino and her colleagues argue, the moral person sticks to her or his core
values, tries to be objective and fair, exhibits concern for society and the wel-
fare of those in society, and follows ethical decision-making rules. However be-
ing a moral person is not the only requirement for becoming a moral leader.
Moral leadership also includes being a moral manager, which involves recogni-
tion that the leader or manager serves as a role model for others in all his or her
duties. It also means providing rewards and discipline around the ethical and
unethical decisions made by others, so that a clear message is sent about what
behaviors are and are not acceptable in the organization or situation. In addi-
tion, moral management means communicating openly, explicitly, and fre-
quently about ethics and values [7, p.2].

Thus, we can see that success of company, satisfaction of customers, em-
ployees, stakeholders depends largely on how much attention company pays to
cultural adaptation as well as on correlation of ethical principles accepted in the
organization and on the manager’s role in its creation and maintenance.
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GENDER ADVERTISING IN CREATING BRAND PERSONALITY
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YHHKAJIbHBIM 00pa30oM MPOIYKTa.

This article is devoted to the role of gender aspects in forming emotional perception
of brand — brand personality. The ability of advertising to impact customers’ opinion cannot
be underestimated, and applying to the gender stereotypes of femininity and masculinity can
be helpful instrument in creating unique image of the product.

Knrouegwle cnoea: rensep, TeHaepHas pekiaMa, UMUK OpeHaa, HHAWBUTY aJIbHOCTh
Openna.

Key words: gender, gender advertising, brand image, brand personality.

In modern life of information overload there is no doubt that advertising
1s among the most strong and powerful instruments to influence and manipulate
consumers’ behavior. Due to set of the specific techniques and tools advertising
can form consumption patterns. One of those tools that make communication to
the customers more effective is gender approach or so-called gender-targeting.

The proper choosing of target audience is a starting point and necessary
condition of the development of any successful advertising campaign. At the
same time each gender is characterized by its own set of abilities, skills, tempe-
raments, attitudes, and preferences, which, from the communication point of
view, makes significant impact on the entire field of marketing. Observing of
gender characteristics allows marketers to choose effective strategy, increase
sales and, therefore, margin.

Gender advertising is based on the appealing to the stereotypes of fe-
mininity and masculinity and gender roles in the society. Moreover, this re-
presentation of gender stereotypes in advertising these days shapes and en-
hances the ideal gender models. In order to understand the relevance of
gender approach in advertisement, it would be helpful to start with principles
and definitions behind.

From the first perspective in common usage the term “gender” is equal to
the “sex” [5], but in its most fundamental understanding gender refers to the so-
cially constructed differences between men and women, not on individual, but
on cultural level. This means high degree of unification in order to create repre-
sentations of average male and female in a society.
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Gender differences were transformed into very familiar to all of us gender
stereotypes: woman is more emotional, while man is rational, woman is subor-
dinate to man, she is loyal, sensitive, careful and soft, he is strong, aggressive,
self-confident and logical.

Closely related to the definition of gender is the concept of gender role.
According to the Online dictionary of the social sciences, gender roles are con-
sidered as roles attributed on the basis of sex identity.

Gender roles as well as gender stereotypes for sure didn’t stay the same: over
the last decades of 20" century they have been changing dramatically. The anthro-
pological discoveries of Margaret Mead (Sex and Temperament in Three Primitive
Societies, 1930) had laid a foundation to the row of sociological, psychological and
marketing researches that emphasized not biological but cultural aspect of gender.
In the historical context the arising of feminist movement in 1960s has stimulated
scholar interest to the differs in marketing communication to the male and female
(Goffman, Garst and Bodenhausen). What is most interesting, that till the 21* cen-
tury women of feministic movement tried so hard in order to prove their total equal-
ity to men, and now all data confirms significant difference, so women and men
should be treated separately at least in advertising field. [1, p.15]

The first essential milestone concerning gender approach was set by E.
Goffman: in his book “Gender Advertising” the utilization of women displays
in advertising industry was researched [2, p.4]. In time the researches finally
have constructed a “package” of female and male characteristics to apply and
draw out some typical images in advertising: women are portrayed as subordi-
nates to men, sex object or decorative object. Men are more likely to be dis-
played as decision-makers, husbands, businessmen or athletes [6, p.5]

It’s important to highlight that although these images and displays are
more or less alike, their accordance in different countries is still a matter of ex-
ploration: something appropriate in western culture probably wouldn’t work in
Russia, and vice versa. For example in Russian advertising the role of woman
mostly limited to the typical image of householder, wife or mother — product-
consumer — while in western countries these stereotypes are already not so strict
and strong. Due to increased complexity of peoples’ life, changes in family
structure, education, labor distribution, there is a tendency to portray women
less dependent, as a successful business ladies or experts [3, p.89; 7, p.404].

Nowadays examples of perceiving similar or the same advertising cam-
paigns in different countries also support the idea that given set of stereotypes
and their representations is relevant only within one cultural frame; therefore,
gender approach should be adapted to the local cultural background.

To sum up, gender-oriented advertisement takes into account inherent
features of men or women, transforms them into stereotypes and exploits in or-
der to sell product. It contributes also to shaping special associations connected
to the product’s brands.
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No doubt, that in modern society brands became crucially important for
the companies. Now, when perfect quality of product isn’t a guarantee of suc-
cessful operating on market, brands as valuable assets can provide competitive
advantage to producers.

What is brand itself? There are number of definitions, but all of them
have something in common: brand always refers to perception of customers, it
has the ability to bring certain association and create value in minds. Although
brand is often strongly connected with logo, particular color or image, it’s an
important intangible asset of any company. Brand image is the first thing to
come in mind when speaking about particular brand. Most of the authors use
adapted Keller’s definition of brand image as a customer perception in accor-
dance with memorized brand associations.

In its turn, the concept of brand image includes more specific idea of
brand personality. Brand personality can be considered as a set of human-
beings’ characteristics linked to given brand. Hence, on the one hand, it is
created by consumers’ impressions due to experience with the brand; on the
other hand brand, personality as a part of knowledge about brand forms cus-
tomers’ response.

Brand personality plays a huge role in differentiating products from the
competitors’ ones; it is especially relevant when provided goods or services are
quite similar. Creating those brand personality is a time-consuming comprehen-
sive process, which connected with and depends on the plenty of factors: origin,
symbol, age, product characteristics, user’s imagery, types and quality of mar-
keting communication etc. But done clear and carefully this process will defi-
nitely bring the harvest in the future as it 1s actually a brand equity investment.

In creating brand personality when brand is attributed by human features
(i.e. smart, cool, serious, light, brutal, sporty etc.) gender advertising which ap-
plying to the very concrete gender — human — characteristics could be useful.
Why it is so? Because represented gender stereotypes are of emotional nature,
as well as attributes of brand personality. Advertising defines what is normal,
and isn’t it exactly what brand management need? One of the most brilliant ex-
amples of gender approach ever is a creating of Marlboro brand personality.
Advertising for these cigarettes has been quite stable and continuing. “Marlboro
Man” has become a symbol of masculinity at once and increased sales of the
company few hundred percents over two years. What makes this example even
more exciting is the fact that initially filtered cigarettes produced by Marlboro
considered to be feminine.

In conclusion, it’s important to recognize that for highly gender-
differentiated products gender advertising has very clear objective: to establish
rapport to the customers, to identify and become part of their fantasy and make
them believe that using a product advertised would fulfill these fantasies. On
the other side there are lots of examples of failed usage of gender advertising,
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therefore, some marketers have negative attitude to segregation of goods (espe-
cially, neutral, like bread, batteries, electronics, most of the cars) into male and
female. Anyway, gender advertising is not a one-stop solution; possible damage
as well as potential benefits from using it in creating brand personality should
be assessed in each case separately.
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THE IMPACT OF THE SPONSORSHIP OF SPORT EVENTS ON IN-
CREASING THE BRAND VALUE: CASE OF THE OLYMPIC GAMES

Ha cerogusmHuil 1eHb CIOPTUBHOE CIIOHCOPCTBO SIBJISICTCSI OJHUM M3 CaMbIX MOIII-
HBIX MapKETUHTOBBIX HHCTPYMEHTOB, YaCTO HMCIIOIh3yEMbIM KOMITAHUSIMH JTSI TIOBBITIICHUS
[IEHHOCTH W y3HaBaeMocTu OpeHpa. Llenbio JaHHO# CTaTbu SIBISETCS BBISIBICHHE (PaKTOPOB
ycIiexa CIIOpTUBHOTO CIIOHCOPCTBA HA OCHOBE aHAJIM3a €T0 BO3MOKHBIX BBITOJT i PUCKOB.

Sport sponsorship nowadays is one of the most powerful marketing tools, which is fre-
quently used by the companies to increase brand value, to reach wide audience on the interna-
tional basis, as well as to increase profitability. The aim of this article was to determine the suc-
cess factors of sports sponsorship on the basis of exploring its possible benefits and risks.

Kntouegvle cnosa: CrioHCOPCTBO, CIIOPTUBHOE CIIOHCOPCTBO, CIOPTHUBHBIA MapKe-
THHT, IIEHHOCTh OpeH/1a

Key words: sport sponsorship, sports marketing, brand value
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Introduction

Nowadays, due to the rapid development of digital technologies and the
associated increased information flows, we are living in the society, which is
overloaded with the information. The lion’s share of this information is con-
nected with the mass advertising, which, unsurprisingly, has a little effect on
changing the consumer purchase behavior, as the majority of customers cannot
recall most of the commercials they are saturated with. In these conditions
companies must creatively manage their marketing strategy in order to satisty
sophisticated customers and to gain competitive advantage through the differen-
tiated advertisement. That’s why, additional unique advertisement tools, like
sponsorship, are used by companies to reach and to communicate with their tar-
get audiences. In this sense, the concept of sponsorship has changed significant-
ly over the past two decades from being a philanthropic and charitable approach
to the important company’s mean to achieve the favorable publicity of its
brands. Sport sponsorship is, by the way, the most popular sponsoring object
and accounts for over 75% of the total sponsoring expenditures worldwide [1,
p. 180]. Thus, more and more companies have started to sponsor teams, ath-
letes, tournaments or events, and are using this sponsorship as a strategic tool to
increase their brand value. However, in order to succeed in this field, compa-
nies have to understand, that besides benefits, sponsorship also poses some
challenges, and that they should develop a plan in order to overcome them.
Therefore, in this article we will try to define the key success factors of the
sport sponsorship. In order to determine them, we will firstly examine the na-
ture of the sponsorship, then explore the companies’ objectives of using this
marketing tool on the example of the Olympic Games and, finally, investigate
its possible risks.

The nature of the sponsorship

Although sport sponsorship is regarded as a modern tool of the commer-
cial activity, it has been naturally practiced since the ancient times. Thus, ac-
cording to many researchers, sport sponsorship has its roots back in the history
of the Ancient Rome, when the Roman patriarchs sponsored gladiator games in
order to win the respect of the society [2, P. 7]. If to speak about the sponsor-
ship of the Olympic Games, it began in 1896, when Kodak (hitherto active
sponsor) contributed to the summer tournament in Athens and in return got the
rights to advertise their products throughout the Olympic program [ibid]. How-
ever, its modern sense the sport sponsorship acquired back in 1971, right after
the US ban on the tobacco and alcohol advertisements on TV and radio. Sport
sponsorship in that situation opened up the possibility to keep tobacco and al-
cohol brand names in the minds of the spectators. Thus, since 1970s the sport
sponsorship has become more ‘business-oriented’ and has taken one of the key
roles in achievement of strategic marketing roles.
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Up to date there is no consistent and all-encompassing definition of the
sponsorship, as many researchers in the field of marketing have all given differ-
ent notions to this concept depending on their view of the topic. Thus, ESA
(European Sponsorship Association) defines sponsorship as “any commercial
agreement by which a sponsor, for the mutual benefit of the sponsor and spon-
sored party, contractually provides financing or other support in order to estab-
lish an association between the sponsor’s image, brands or products and a spon-
sorship property in return for rights to promote this association and/or for the
granting of certain agreed direct or indirect benefits” [3]. At the same time,
Olkkonen simply defines sponsorship as “mutually beneficial business relation-
ship between two parties being named as sponsor (usually companies) and
sponsored (e.g. actors in the field of arts, sports, education)” [4]. As we see,
both definitions have similarities, namely, they both focus on the mutually ad-
vantageous relationship of the sponsored and the sponsor. Moreover, some de-
finitions also imply that sponsorship provides the relationship advantage be-
tween the company and the sponsored object. Thereby, all the above mentioned
confirms once again that companies, which are sponsoring sporting events, re-
ceive huge bonuses in different forms and can use these events as a method of
integrated communication. Let's consider in more detail other major objectives,
pursued by the company with sponsorship activities.

Objectives for Sport Sponsorship

The success of the company’s sponsorship activities largely depends on the
clear definition of the objectives to enter into a sport sponsorship. Despite the fact
that these goals may vary both from company to company and from author to au-
thor, many of them converge. Here we will try to identify the main objectives of
sponsorship activities from the perspective of Olympic Games. For this purpose,
we’ve decided to use the mixture of several, the most relevant from our point of
view, theories, namely by Jobber D. [5], and Cornwell B.T. and Maignan 1. [6].
Therefore, the major objectives of the sport sponsorship are as follows:

1. Gaining publicity is one of the major goals of the sponsorship activity
of every company. For instance, the total cumulative TV audience of the Sum-
mer Olympic Games in London 2012 amounted to 3,6 billions of viewers [7].

2. Enhancing corporate or brand image is also one of the most important
benefits of the sponsorship deal.

3. Fostering favorable corporate and brand associations is another perfect
opportunity for sponsor.

4. Improving relationships. For example, as far as many sponsorships of-
fer such benefits like tickets for VIP sections of the stadiums and so forth, the
company can invite its important customers or partners and, by doing so,
strengthen these relations. Moreover, when sponsoring companies build their
own pavilions in the Olympic Villages (like Family House of P&G, Ice-
Climbing from Sberbank at the Sochi Winter Olympic Games [8]), they are not
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only able to show their technology, products or services, but also to communi-
cate directly with their customers.

All these objectives result in the increase of the brand value of the spon-
soring company, that’s why nowadays this strategic tool holds a unique position
in a marketing mix of promotion.

Risks of the sport sponsorship

While there are numerous benefits of the sport sponsorship, there are also
some risks, which can influence the sponsorship and bring negative results to
the whole company’s activity. Among these risks we can identify:

1. Ambush marketing, which is the “marketing campaign that takes place
around an event but does not involve payment of the sponsorship fee to the
event” [1, P. 180]. In other words, many companies try to promote themselves
in connection with the event, to which they haven’t paid sponsorship fees,
without breaking any laws. Subsequently, this results in the reduction of the ex-
clusivity rights of the official sponsors, and, therefore, in the reduction of the
positive profitability on this sponsorship activity.

2. The reputation of the team/athlete. For instance, when an athlete is
caught with doping, or the sponsored team performs poorly, it will certainly re-
duce the return on the sponsorship, as the media coverage will be reduced re-
spectively.

3. Negative impact on sponsor or its brand through the association. The
transfer of the negative image can be also related with sport events, for example
during the Olympic Games in Sochi in 2014 there were several boycotts against
ban of gay propaganda in Russia, during which the pressure was placed against
major sponsors [9]. Till today, it’s very difficult to say, whether these boycotts
have diminished the forecasted revenues of the sponsors or not, at least, they
have shaken sponsors’ reputation.

Thus, as we can see, in case of any adverse events, associated with the
sport sponsorship, not only the whole company’s image can be severely dam-
aged, but also its market position can be worsened.

Conclusions and implications

Thus, on the basis of the previous analysis we can identify the following
success factors:

1. Companies should research risk management strategies and develop
the methods, which will help them best to protect;

2. Companies need to have clear communication objectives and clear
plan for their achievement;

3. Companied need to clearly state the conditions of the sponsorship con-
tract. Namely, there should be some kind of the ‘morals clause’, which implies,
that in case that sponsored athlete or team does something, that influences badly
the 1image of the sponsor (scandal, doping, etc.), there should be some kind of
the compensation;
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4. Companies must look for the sponsorship, which fits the company’s
core image. Namely, for medium-sized company there is no sense in sponsoring
such global events, as Olympic Games, FIFA and so on, because this sponsor-
ship can overpower sponsors’ brand;

5. Tt is better to sponsor the team of athletes or the sporting event, rather
than the individual athlete, in order to minimize risks;

6. Companies need to measure results (return on objectives and return on
investments) in order to be able to evaluate the campaign.

The concept behind this article was to examine the important role, which
sponsorship plays as a strategic marketing tool in sport events, and to identify the
possible benefits and risks, associated with this new form of the marketing. Thus,
we can conclude, that sport sponsorship can surely produce innumerable benefits
in many forms, however the companies have to admit the potential risks. For in-
stance, companies should be sure to have a risk management plan before com-
mencing the sport sponsorship agreement. Thereby, if risks are carefully meas-
ured, the benefits of sponsorship will certainly outweigh the problems.
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THE IMPACT OF GREEN MARKETING ON CONSUMER BEHAVIOR

CeromHsi KOMIIAaHUHM TIPHUMEHSIOT «3€JICHbIE» CTpaTerMu B pa3pabOTKe MPOIYKTa,
IPOM3BOJCTBEHHBIX IMpoOIleccaX U MApKETHHIOBOW JesTenbHOCcTH. B nmanHO# pabote pac-
CMaTPHUBAETCsI OTHOIICHUE TOKYIATENsl K «3€JICHBIM)» HHUIMATHBAM KOMIIAHUH H MOIYEP-
KHBAaeTCs HEOOXOAMMOCTh BHEJIPEHHUSI TaKUX CTPAaTErWid HA OCHOBE PEKOMEHIAIMii BBHIBE-
JCHHBIX U3 OTIBITA BEAYIIUX 3apyOEIKHBIX KOMITAHHH.

Nowadays companies are integrating green strategies into their product develop-
ment, operational processes and marketing activities to affect customers and other stake-
holders. This paper examines customer attitude towards green initiatives of the company
and highlights the necessity to implement green marketing strategies in Russian companies
giving recommendations based on foreign sustainable leaders’ experience.
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The topic of green marketing is widely covered by literature and various
researches. Nevertheless, there is still no unambiguous opinion on it. We can
find some skeptical claims that consumer-focused green marketing is not work-
ing and that it was just a noble experiment in social and market transformation
[7, p.1]. Moreover, in Russia there is a lack of interest towards this important
phenomenon. The term itself seems to be confusing and unclear. That is why
this article is aimed at disclosing the term of green marketing and underlining
the key tendencies in green marketing and consumer attitude to it.

Green marketing can be defined as “The process of selling products
and/or services based on their environmental benefits. Such product or service
may be environmentally friendly itself or produced and/or packaged in an envi-
ronmentally friendly way” [12, p. 1]. In this paper we want to enlarge the defi-
nition and to consider green marketing as the process of selling products/ ser-
vices based not only on the environmental benefits of products and the process
of their production, but also on benefits that company brings to environment it-
self whether it is donations to some environmental organizations or particular
environmental cause (community recycling program, for example).

As we defined what green marketing is, the next step is to understand
why companies need to implement it. The debatable point here is what the tar-
get audience of this green marketing is. This may sound a bit inconsistently, be-
cause generally accepted opinion is that environmentally oriented business is
addressed to the whole society. However, this paper aims to show the signific-
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ance of eco-image of a company to one particular group of stakeholders-
consumers and reveal what criteria are important for them. Among reasons of
going green are requirements of different stakeholders, such as government ob-
ligations to implement eco-friendly systems, compliance with partners’ re-
quirements to your business, as well as cost reduction with new technology and
pressure from competitors [2, p.170]. But to our mind, customers are among the
key stakeholders who engage in creation of sustainable economy. Their re-
quirements for firms are to be transparent about goods and provide innovative
products for sustainable lifestyles.

To develop a strategy of using green marketing in Russia, we should re-
veal key problems of green marketing initiatives in Russia and prejudices of
Russian consumers to green marketing of a company. For these aims a focus
group of four people was interviewed to understand if they are aware of envi-
ronmentally conscious companies, their willingness to participate in these green
initiatives by purchasing a product by green company and what sources of in-
formation as instruments of green marketing are trusted more. The results show
us that respondents were aware that the giants of industries are conscious about
environment and take some measures to be sustainable. When asked to name
some of the environmentally conscious companies there were named some
leaders of the industry like Coca-Cola and foreign retail shops e.g. French Car-
refour. The stress was made on Oil and Gas companies. The focus group be-
lieved these companies should compensate damage to environment, that’s why
they most likely are participating in eco-sponsorship.

If to speak about respondents’ current behavior towards green products,
there were some contradictions. Mostly people do participate or have ever par-
ticipated in sustainable behavior, like using reusable bags or energy saving
bulbs. But the opinion on the own contribution to the nature is mostly skeptical,
usually people see the benefits of green products in case they can save money in
a long perspective. The further quantitative research should reveal whether this
group of people prevails in Russia and what should companies do in terms of
green marketing to influence this category.

Speaking about source of information that people trust, according to our
survey, we assume that people trust eco labels and social media. However, there
i1s no clear understanding of eco labels in Russia. There is still a threat of
greenwashed product and you can’t be sure that the word “eco” on the product
package or some unknown label really means its environmental benefit.

To sum up our initial survey, we can make a conclusion that consumers
have positive but passive view of sustainable consumption. The data collected
through this qualitative interview is a base for conceptual framework of further
research based on quantitative survey because the focus group may not be rep-
resentative and no segments can be distinguished. The target group of the re-
search is the millennials as the world’s most influential shoppers. According to
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statistics they can affect the consumer behavior of others because roughly 70%
of global millennials recommend their favorite brands; 86% are willing to share
their brand preferences online. And, of course, they can influence the next gen-
eration of consumers [3, p.7].

Our next step was to look at sustainable leaders and use them as a bench-
mark to understand how to integrate environmental initiatives into marketing
messaging to strengthen your brand image. The leaders were identified by sev-
eral ratings: “The 2013 Sustainability Leaders Report” by GlobeScan / Sustai-
nAbility with Unilever on the top, 'The Global 100 Most Sustainable Corpora-
tions' by Corporate Knights, in 2014 the first place took Westpac Banking Cor-
poration, Australia, Volkswagen as the automotive industry leader by the 2013
results of the Dow Jones Sustainability Indices Annual Review and Nike which
was ranked first among the world’s most climate-friendly companies according
to a new list by nonprofit group Climate Counts. We need to mention that rat-
ings were composed by several criteria which might not be relevant to our study
and there can be found other companies that are better in terms of communicat-
ing their environmental efforts to consumers. Here, we are observing sustaina-
ble leaders, not necessarily the leaders of sustainable marketing. A commitment
to sustainable values remains the primary reason a company is cited as a
sustainability leader, but transparency and communication, integration into core
business model have risen in importance in 2013 [11,p.24].We outlined
important points that should be analyzed when looking at companies’ green
marketing performance. These factors are: the overall green marketing strategy(
1s it measured, available and what is it aimed at-modifying product, process or
support of enviromental problems); availability and quality of information on
green measures on the main website/ special microsite; reporting system
(applying world standards, having separate report, consumer-friendly design);
variety of social networks, their content and customers’ engagement (
discussions, contests); having special sustainable projects; awards in
sustainability; cause marketing/ donations/ support of enviromently-friendly
innovations; creatives (advertising campaigns, printed ads and videos).

Main conclusions:

1. As companies are practicing environmentally-friendly approach to
business for many different reasons, they should also clearly communicate it to
customers to make customers aware and benefit from eco-friendly image.

2. Global sustainability leaders have identified three different strategies
that marketers can adopt: profit strategies (rely on revenues generated from the
initiative to create value across society by supporting some ecological prob-
lems); process strategies (use process changes in the supply chain, manufactur-
ing and/or distribution to differentiate a product from its competitors); product
strategies (incorporating benefits directly into design of a product or service).
Mostly companies are using them all simultaneously and have their environ-
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mental targets at the main website or special site of their environmental project.

3. Communication can be delivered in various ways - online, through
partnerships or through eco labels and packaging, for example. The methods
gaining popularity and importance are social network pages, You Tube chan-
nels and special blogs. The engagement of a customer is very important. Suc-
cessful companies are practicing different contests and discussions.

4. The third-party acknowledgement is important, such things as awards
and using of eco-labels is useful.

5. The message should be clear, backed-up with credible data from re-
ports corresponding to international standards.

6. People in Russia are mostly not concerned about environmental prob-
lems so the best strategy is to educate them and involve in events.

Thus, we can conclude that companies — sustainable leaders build the
trend of environment consciousness, educate customers and create understand-
ing of importance of environmental concerns by consumers thereby creating
demand. They see synergies between their corporate sustainability strategy and
the positioning of their brands in the market. Although, the link between such
initiatives and brand marketing is still at an early stage of development [10,
p.48]. Russian companies can’t ignore the tendencies of world business towards
sustainability and should implement best practices of sustainable leaders.
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RECENT TREND IN GLOBAL CAPITAL FLOW

B nmaHHO# cTaThe paccMaTpuBaeTCs NpoOJjieMa JBMKCHHS KalHTajla U3 pa3BUBAIO-
IIMXCS CTPaH B HacTosmee BpeMs. Ocoboe BHUMaHUE YICISICTCS BOIPOCY BIIMSHHS CBOpa-
YUBAHMS MPOTPaMMBbI KoimdecTBeHHOTO cMsirueHus CLIIA Ha MakpO3KOHOMHKY 3TUX CTpaH
Y Ha TMoBeJIcHHe nHBeCcTOpoB. [lokazaHo, yTo He TOJIbKO MOHeTapHas noiautuka CIIA urpa-
€T POJIb B OTTOKE KalMTajaa ¢ Pa3BUBAIONIUXCS PHIHKOB, HO TaK)KE M BHYTPEHHSS MOJTUTHKA
roCyaapCTB.

This article is devoted to the recent problem of capital flows from developing coun-
tries. Particular emphasize has been placed on the impact of the US quantitative easing pro-
gram tapering on macroeconomic situation of these countries and the behavior of the inves-
tors. It was indicated, that not only US monetary policy plays role in the capital outflow
from emerging markets, but also the internal policies of the states.
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During the 2013 and the Q1 2014 international capital flows faced the in-
creased volatility becoming the great long-term challenge to the global econo-
my, especially emerging markets. Bond, mutual and exchange traded funds in-
creased their role in the international finance markets making investors more
risk-sensitive and jumpy.

It all started with the global financial crises and recessions of 2007-09,
with the consequence of squeezing on credit in the economies. To prevent fur-
ther downturn developed countries implemented special monetary policy which
1s known as quantitative easing. The most influential ones were the large sets of
bond purchases by Federal Reserve (QEI, QE2 and QE3). As the result the
Federal Funds interest rate slumped from 5% in 2007 to 0.25% in 2009 stimu-
lating borrowings for the further economic growth.
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Developing countries experienced the boom in private capital inflows
reaching 12% of their GPD in the 2003-2007. The number dramatically plunged
to the negative value in the mid 2008, but returned to the pre-crises meaning in
2009. The decrease of the Federal Funds rate allowed the emerging countries to
repatriate their capital from western countries and at the same time US mutual
and institutional funds preferred to buy overseas securities in chase of high re-
turns.

Though the fluctuations in the capital movements in and out of the emerg-
ing countries have always existed, the announcement of the Fed Chairman Ber-
nanke concerning the reduction and ending of the QE3 program led to the sharp
reversal of capital inflows lasting till now. Before the “Tapering Talk”, the
emerging markets experienced another peak of capital inflows in January 2013
(about 8% of GPD). Close to May investors started to react on the improved US
economic performance, by withdrawing funds from developing countries. And
the collapse happened after Bernanke comments of asset purchase tapering: the
investors overreacted over the expectations of the reduction in monetary ac-
commodation, and the trend of capital flight from developing countries took
place in the world’s financial market.

Such a reaction had a negative impact on emerging markets. It caused
currency depreciation, especially in a “fragile five” countries, the term coined
by Morgan Stanley to replace the BRICS classification. “Fragile five” includes
Brazil, India, Indonesia, South Africa and Turkey and they form the group of
countries with the fast growing markets, dependent from the foreign invest-
ments, with the high inflation, growing current-account deficits and weak
growth, which cause high market and currency risks. The Russian ruble, Argen-
tine peso, Turkish lira and other currencies dropped in January 2014 and it im-
mediately reflected on the developed countries stock exchanges as well: many
companies involved in business in emerging countries. The outflow from
emerging counties in the Q1 2014 has already surpassed the whole of 2013; de-
veloped markets have become the new favorite for global capital.

The question is: does only US monetary policy cause the cutback of the
capital flow also known as sudden stops?

International finance researches assert that external factors such as taper-
ing are just the one side of the problem. Other reasons for this situation lie in
the internal domestic macroeconomic fundamentals. For instance, investors
could be dissatisfied in the growing internal and external imbalances. Usually
they use fiscal and current balances to measure this figures. Fiscal deficit, the
excess of governments’ expenditures over its income, is the measure for inter-
nal imbalance implying the possible increase in public borrowing. Current ac-
count deficit indicates that the country consumes more than it produces and as-
sembles negative net foreign asset position with other countries. Such deficits
may prejudice the ability of the country to meet the obligations.
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Capital outflow right after “taper start” pressured the countries to depre-
ciate their currencies, which caused inflation (thus the Russian ruble depre-
ciated by 8% and the inflation rate since the beginning of 2014 till April already
reached 2.3%). In addition, currency depreciations leave countries less able to
service debts denominated in foreign currencies.

To fail-safe against further capital flight, some countries like Turkey, In-
dia, South Africa, Brazil and Russia resorted to raising their interest rates. But
raising interest rates could further reduce growth. It turns out to be vicious cir-
cle. For example Turkish Central Bank has recently raised the interest rate by
4.25% to 12%. On the one hand it will increase debt obligation and investors
would be attracted by high interest payments. But on the other hand the credit
demand would sharply fall and it would lead to business slowdown and reces-
sion again. Low credit demand and business decline could push the interest
rates downward again and it could cause another period of capital outflow. In
this situation government will not abandon the high interest rate policy, but
business and consumers would still suffer.

In the May-September period developing countries took also other meas-
ures to respond on weak capital inflows: macroeconomic measures such as in-
terventions in currency markets to reduce liquidity risks. Moreover budgets and
subsidies were cut and the taxes were raised. This measures are effective only
in the short-term.

It goes without saying that foreign investors are responsible for market
turmoil. But the capital outflow affected more the emerging countries with
more sophisticated and developed financial market. It means that in these coun-
tries domestic investors are another important factor of the internal situation.
They hold more internationally diversified portfolios, but still follow the trends.
If they decide to withdraw funds from developed countries in response of taper-
ing and take an advantage at home that potentially could stabilize the domestic
markets. Though if these investors decide to send more money abroad in re-
sponse to US tapering or other events, this can aggravate the effects of with-
drawals of foreign capital.

However to attract investors governments should reform economies by
reducing the unemployment rate, implementing fiscal policies and tighting li-
quidity standards for economic recovery. Emerging countries should also sup-
port private and domestic savings, implement better regulations in banking
sphere, bond and equity markets.

In other words, emerging countries are still the places of speculative in-
vestments, where any occasion can have an impact on the capital inflow. Recent
political, economical and social problems sharply decline the capital funds in
developing countries, however, giving the opportunity to reconsider their own
politics and revise their domestic markets.
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Emerging Market Bond and Equity Net Flows
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INTELLECTUAL CAPITAL AND ITS ELEMENTS

OCHOBO# COBPEMEHHOT'0 3Tana pPa3BUTUSI MUPOBOW SKOHOMMKH SIBJISIFOTCSI 3HAHUS U
UHTEJUIEKTYaIbHBIA KanuTajd. MHTeNIeKTyalbHbI KamuTal MOXET oTpaxarb 10 90 mpo-
LIEHTOB CTOMMOCTH KOoMIaHuii. B maHHO# pabote paccMOTpeHa CTPyKTypa, dJIEMEHTHI UH-
TEJJIEKTYaTbHOTO KaluTaia, 1 X 0COOEHHOCTH.

The knowledge and intellectual capital is the core of the modern economy develop-
ment. Intellectual capital might represent ninety percent of the value of the company. This
article focuses on the structure of intellectual capital, its elements and their specific features.

Kntoueswie cnosa: vuTeNNEKTyalnbHbIN KallUTal, YEJIOBEUECKUN KaUTall, 3HAHUS

Key words: intellectual capital, human capital, knowledge

The knowledge has been a tremendous accelerator of economic and social
progress and is the foundation of the new economy we are embracing today.
Over the past few decades, intangible assets, such as knowledge, patents, and
trademarks, have been identified as fundamental sources of wealth and progress
[2, p. 1]. Just three decades ago the tangible value of a company, its infrastruc-
ture, property and equipment, was closely related to the company's market val-
ue. And today the tangible assets may represent as little as ten percent of the
market value of a company. This difference in value between the tangible assets
and the market value represents the importance of the intangible assets. These
intangible assets are much harder to determine, harder still to quantify into a
value and therefore are almost never reported.

Many people define the intangible assets of a company as its intellectual
capital. Intellectual capital is pretty sophisticated and complex thing as it in-
cludes a lot of interconnected elements that work together to produce the value
for the company. To make it simple, those elements can be subdivided into four
broad categories or capitals [1, p. 20]:
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1. Human capital. Human capital is the employees' capability and poten-
tial to provide value. This implies several important points. The employees own
or control this capital and the company does not. This capital represents a capa-
bility and a potential which means it does not have a value in of itself. An em-
ployee can be a genius with 20 years experience and still not help the company
make a dollar. The employee, like all resources, is a potential value for the
company. When used correctly, this value becomes an asset for the company, a
profit maker. If a capability or potential is never used, it has no value. Know-
ledge can be tacit, implicit, explicit or codified. In the context of human capital,
this means the knowledge available for the company lies within the employee
herself as tacit knowledge. The employee is the key in making that knowledge
valuable to the company.

Human capital includes: attitudes, training, education, abilities, talents,
stability, experience, know-how, expertise, genetic inheritance, creative and
problem solving capability, leadership, managerial skills, and competence.

2. Structural capital. Structural capital 1s the capability and potential to
provide value through the sum of the company's processes. A process here can
be defined as a collection of activities that takes one or more inputs and creates
an output that is of value.

While the employees own or control human capital, the company controls
the structural capital. While it may be difficult to see how a company can con-
trol intangible items such as strategy, routines, or an operating philosophy, it
might be easier if one simply considers that it does not leave the building every
night as human capital does. Structural capital also represents a capability and a
potential value for the company, i.e., it does not provide a value to the company
by itself.

Structural capital includes: processes, procedures, information systems,
access to information, computer systems, data bases, communication systems,
E-mail, web sites, teleconferencing abilities, culture, strategy, methods of man-
aging a sales force, and plans, etc.

3. Relational capital. Relational capital is knowledge of, and relation-
ships with, the company's network of associates and customers, which leads to
loyalty and potential profitability. Various authors label this third type of intel-
lectual capital as customer capital, relational capital or market assets. It
represents the way the company uses to communicate and interact with its cus-
tomers, business partners and outside world in general

Relational capital includes: company name, brands, image, databases,
customer loyalty, customer satisfaction, customer base, customer preferences,
franchise agreements, longevity, backlog of orders, efficiency, distribution
channels, target marketing, licensing agreements, industry associations, market
position, company reputation, contracts, personnel service agreements, innova-
tion processes, confidential disclosure agreements, etc.
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4. Intellectual property. Intellectual property is an intellectual asset pro-
tected by law. Intellectual property deserves a separate division of intellectual
capital for several reasons. Intellectual assets are tangible. They can be meas-
ured, bought and sold. Intellectual assets are currently protected by law and it's
possible to count the number of patents or trademarks a company owns. The
cost to maintain a patent is included in standard accounting procedures. Patents
themselves are a part of a standard audit though often listed as an expense and
not an asset.

Intellectual property includes: licenses, patents, copyrights, trademarks,
service marks, design rights, trade secrets, research papers, etc.

Now when we have a better understanding of what intellectual capital is
we can take a look at its specific features [3, p. 45]:

— Intellectual assets are non rival assets. Unlike physical assets which can
only be used for doing one thing at a time, intellectual assets can be multip-
lexed. For example, a customer support system can provide support to thou-
sands of customers at the same time. It 1s this ability to scale with need that
makes intellectual assets far more superior to physical assets;

— Human capital and relational capital cannot be owned, but have to be
shared with employees and suppliers and customers. Growing this kind of capi-
tal therefore requires careful nurturing;

— Structural capital is an intangible asset that can be owned and controlled
by managers. However, it cannot be traded easily since no markets exist for this
purpose. Moreover, customers do not care about the structural capital of their
suppliers since everyone likes dealing directly with real human beings rather
than with systems;

— Structural capital, in the form of just-in-time procurement processes and
real time inventory control systems can be substituted for expensive capital ex-
penditure such as storage warehouses. Hence the knowledge economy has
opened up opportunities for every company to explore whether inexpensive in-
tangible assets can do the work of costly physical assets;

— Companies that leverage their intellectual capital to do knowledge work
are able to generate higher margin of profits than those who provide mass-
produced solutions;

— Human, structural and relational capital often works together in judi-
cious combinations to give rise to core competencies that assume strategic sig-
nificance. Hence it is not enough to invest in people, systems and customers
separately, but in combinations that produce end value.

In conclusion, intellectual capital of a company is the sum of its human
capital, structural capital, relational capital and intellectual property. These as-
sets form a source of distinct competitive advantage and distinguish the perfor-
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mance of one company from the other. Management efforts therefore have to
focus on the knowledge resources and their use. Intangibles and how they con-
tribute to value creation have to be appreciated so that the appropriate decisions
can be made to protect and enhance them.
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CEKLMUS 3. CONTEMPORARY PROBLEMS AND PROSPECTS
OF MARKETING AND BRANDING IN THE SPATIAL ECONOMY

A.A.T'yceB

Cubupckuii ¢penepanbHblii yHUBEPCUTET,
nporpamma «Mex1yHapOIHbI MEHEIKMEHT
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OOPMHUPOBAHUE U JIUBEPCUPUKALIUSA ITOPTOEJA
COBCTBEHHBIX TOPT'OBBIX MAPOK PUTENJIEPA.
HEJOCTATKU MATPUYHbLIX METOJIOB I1PU OLIEHKE
COCTOAHUA ITOPTOEJIA COBCTBEHHBIX TOPI'OBBIX MAPOK

B cratee paccMaTpuBaeTcs COBPEMEHHBIH MHCTPYMEHT PO3HHUYHBIX CETeH — MOopT-
¢ens coOOCTBEHHBIX TOPTOBBIX MapoK. PaccMaTpuBaercs mporuecc GopMHPOBaHUS MOPTeEIs
CTM, a Taxxe mporecc IUIAHUPOBAHUS MOPTQENBHON CTPATETUH C MOMOIIBI0 MAaTPUUYHBIX
METO/IOB.

This article discusses modern retailers tool - a portfolio of private labels. We show
the process of building a portfolio of private label and the planning process of portfolio
strategy using matrix methods.

Kniouesvie cnosa: cobcTBeHHas TOProBast Mapka, puTeilyiep, CTpaTeTHuecKoe IIaHu-
pOBaHHE.

Key words: private label, retail, strategic planning.

Haunnasi ¢ Hadanma ABYXTBHICSYHBIX T'0JIOB, HAaOJIIOMAETCS aKTHUBHOE OC-
BOCHHE JIOKAJbHBIX PHIHKOB puteisiepckumu cetsimu ¢popmara FMCG (fast
moving consumer goods, ToBapbl MOBCEAHEBHOTO crpoca). DopMUpPOBATIUCH
Kak ¢eqepanabHble poccuiickue puteinepckue rpymmbl — X5 Group («Ilstépou-
ka», «llepekpécrok», «Kapycenb», «Komeiika») Tak u 3apyOexknbie - Auchan
Groupe, Metro AG, Pamcrop. Ha jiokanbHBIX pBIHKAX 3apOKIAINCH U CBOU
po3HuuHble cetu. B KpacHosipckom Kkpae, Hanmpumep, TAKOBBIMH SIBJISIFOTCS:
«Komannop», «Kpacuseii sap», «Kapasainy.

KecTkass ppiHOUHAsA KOHKYPEHIHS 3aCTaBIIIET PETYJAPHO IMEPECMATPU-
BaTh CBOU CTPATETMH MHOTME PO3ZHUYHBIE CETU U aAalTUPOBATh UX K CUTyaTUB-
HOMY OKPY>KE€HHIO JIJIsl yBeNW4YeHus NpuObuIi. OJHUM U3 KIIOUYEBBIX MOAXO0B
K PELICHUIO JAHHBIX MPOOJEMBI SIBISETCS co3qaHue noprdeneid COOCTBEHHBIX
ToproBeix Mapok (CTM). ®opmupoBanuss CTM 1o3BoJISIET SKOHOMUTH CETH Ha
pekIaMHbIX u3aepxkkax. [1o atoil npuunHe Hekotopas rpynmna CTM Huxe no
LIEHE CBOMX KOHKYPEHTOB B TOBapHOW rpymnmne B cpeaHeMm Ha 10-30%. pyrou
MIPUBJIEKATEIBLHON BO3MOKHOCThI0O CTM SBIISIETCS BO3MOXKHOCTH TOCPEICTBOM
CTM dopmMupoBaTh JOSIIBHOCTD K CETH, K POJUTEIHLCKOMY OpEHIY.
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denepanbHble PO3HUYHBIC CETH YCHENTHO adanTUPYIOT MEXAYHAPOIHbBIN
ONBIT BeAeHUA MNOpPThenbHbIX cTpaTeruid. Cpeau pPOCCUHCKUX PpUTEHIIEpOB
noprdemn CTM nmetot: «JIenra» - Goxee 6 CTM B noptdene, OKEU — Gonee
7 CTM, «Amany» - 6onee 24, «Metpo» - 6. Unas cutyamnus chopmupoBayiach
Ha JIOKaJbHBIX pbIHKAaX. BONbIIMHCTBO pO3HUYHBIX ceTell B Cubupu, 3a UCKITIO-
yeHueM (QefepalibHbIX, HA JIAaHHBIH MOMEHT, HE UMEIOT mopTdesneii coOCTBEH-
HBIX TOPrOBBIX MAapoOK, JMOO0 B HUX TNOpTdesie coAepkUTcs He Oosiee OTHOM
CTM, xotopas 6pl1a O€CCUCTEMHO CPOPMHUPOBaHA.

B nanHOl cTathbe MBI MpearaéM paccMOTPETh METOJbI (HOPMUPOBAHUS
noptdeneir CTM, a Takxke NPeIIoXUTh AITOPUTM TUBepcudUKanuu noprde-
Jed Ha JIOKAJIbHBIX PBIHKAaX, PACCMOTPETh HEIOCTATKM MATPUYHBIX METOJOB
IIPY OLIEHKE COCTOSIHUS TOPTHETIs.

Mp1 cuuTaeM, 4TO Kak MpaBUIIO, UMITYJIBCOM JjIsi POPMUPOBAHUS TTOPT-
¢dens Ha JTOKaJbHBIX PHIHKAX SBIISIETCS YKEJaHUE PO3HUYHOU CeTH 0003HAUMThH
Ha TMOJIKaX COOCTBEHHOE MPOU3BOJICTBO. POZHUYHBIE CETH HE YUYHUTHIBAIOT, YTO
U1t pOpMUPOBAHUS YCHENTHON CTPAaTerMu HEOOXOIUMO pa3padoTaTh YETKUM
IJ1aH, B KOTOPOM OBbUIM OBl OTpa)K€Hbl CPOKH IO BXOJy B MOPT(EIb HOBBIX
CTM. MsI cuuTaeM TakxKe, 4YTO Ha Ha4aIbHOM 3Tare (OpMHUPOBaHUS MOPTQes
HEOOXOAMMO OTCTPAHATHCA OT POAUTENHCKOI0 OpeHaa BO M30€KaHHE B Cllydae
OIMOOK HETaTUBHOTO CHHEPreTH4YecKoro 3pdekra. Bedw nosibHocms — Kitoue-
eou akmue mapounoz2o kanumana. [1, c. 363]MbI Takke pEKOMEHAYEM Mapa-
JeNbHO paccMaTpHBaTh Mpoliecc pacimpenus noprdens. [Ipemmaraem Huxe
03HAKOMUTHCS C ITUM TMPOILIECCOM OoJiee MopoOHO.

PaccmarpuBas miporecce nuBepcudukany noptdess Heo0X0aUMO TOHSITh
kakoro pojga CTM nonosHut noptdens. s 3Toro, Ha HaIl B3TJISIA, CIEAYET
OTBETUTh Ha CIICAYIONIME BOMPOCHI: KAKOBO MpeaHazHadeHue Oyaymein CTM?
He napymmr nu noptdenbHbiii 0ananc BHeapeHue HoBoit CTM?

Cy1iecTByeT HEMaJIO CIIOCOOOB OIIGHKH COCTOSHHSI MOpThenss — MeTo.
OLICHKH MapO4HOTro noptdess mo Mojaenu Aakepa, METO/ ONITUMHU3ALIMU OpTdhe-
7151 COOCTBEHHBIX TOPTOBBIX MapoK Ha MakpoypoBHe Kymapa u npyrue.[2, c.426]

OnHako 70 CUX MOp HanboJiee pacCIPOCTPAHEHHBIM METO/IaM CTpaTeruye-
CKOTO TUITAHUPOBAHUSI B PUTEUJIE OCTAIOTCS MATpU4YHbIE METOAbl. CaMmblil U3-
BECTHBIA U3 HUX — Marpuila bOCTOHCKOM KOHCAJITUHIOBOM IpyInbl. BeTtpeuaer-
CAd HEMAJIO M APYTHX MaTPUYHBIX Mojener — marpuua Mak-Kuacu, matpuna
[enn u mpourie. MbI curTaem, 4TO AJis TOTO, YTOOBI OTBETUTH HA BOMPOC - Ka-
KOBO mpenHaszHaueHue Oyaymert CTM HeoOxoaumo, Ha Hall B3IV, pUMe-
HUTH OoJjiee TITyOOKHI aHaTU3.

OCHOBOI BceX MaTPUUYHBIX METOJIOB SIBJISIETCS Pa3/ICICHUE BCEX CTpaTe-
TUYECKUX OM3HEC €IUHMIL 10 sy MokaszaTenel. biaromaps MaTpuyHbIM METO-
naM MOxHO cermeHTHpoBath CTM B mopTdene u OLEHUTh POoJib KaXJA0W OT-
nenpHOM CTM mo paznuunbeiM napamerpam. Hampumep, matpuna bKI momora-
eT cermeHTHpoBaTh CTM 1o 107w peiHKA U TEMITY pOCTA.
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HecMoTpsa Ha 3TO y MaTpUUYHBIX METOAOB €CTh PSJ CYLUIECTBEHHBIX HE-
noctaTkoB. Cambli IJIaBHBIM U3 HUX — OTPAHUYEHHOCTh Mojaenen. Muozeue mo-
oeli He Yyuumvléarom psd CMmob 8adCHbIX axkmopos ona nopmeenet CTM
KaK: (QuUHaHcosvle pecypcwvl, HOY-Xay 6 obaacmu MapkemuHea u pacnpeoenu-
menvHyto cemo.[3, c. 695] Hanpumep, CylecTBEHHBIM HEIOCTATKOM MaTpPHIIbI
BKI' B pamKkax 3aJaHHBIX YCIIOBUH ABISETCS JOMYIIEHUE, YTO JOJISI PhIHKA CBS-
3aHa ¢ npuobuTbHOCTEI0O CTM. Benp nons CTM Ha peIHKE - pe3yJibTaT, J0C-
TUTHYTBIN B ONPEACICHHBIX YCIOBUIX, KOTOPHIE B OyAYyIlIeM MOTYT WU3MEHUTh-
ca. OT0 o3HaudaeT, yTo aunaepctB0 CTM B mepcrnekTuBE — CIOPHBIA aCIEKT.
PaccmarpuBas ¢ mo3unumM TeMIa pocTa pPbIHKA MOYKHO OTMETHUTh, YTO U ATOT
(dbakTop HOCHUT JBOAKHUX XapakTep. B ycClOBHsIX OCBOEHHS HOBOTO PHIHKA TOBA-
POB TiepenoBas MPOAYKIUSA CO BPEMEHEM MOKET MOTEPATh JUAUPYIOIIUE TTO3H-
nuu. Mbl cuutaem, 4To MCIOJIb30BaHWE MaTpHIl sl oneHku noptdens CTM
Mepa HeoOxoaumasi, HO HeJIOCTaTOYHasl.

JInst Toro 4toObl ONEHUTHh PE3YJIbTAThI, MOJTYUYEHHBIE C MOMOIIBID MaT-
PUYHBIX METOJIOB HEOOXOJAMMO, Ha Halll B3IJISJ MPOBECTH JOMOJHUTEIbHBIN
MHOTO(aKTOPHBINA aHAJIU3.

AHanu3upysi nopTdenab ¢ MOMOUIBI0 MATPUYHBIX METOJOB U JOMOJIHH-
TEJIbHBIX HCCIEIOBAHUM, MOXHO C(HOPMHUPOBATH CIEAYIOIINE BBIBOJBI: Mat-
PUYHBIE METOJbI B KJIACCUYECKOM ITPEJICTABICHUE JAKOT MCCIIEAOBATEIIO JIUIIb
oOliee mpenacTaBieHue O coctosHue noptdens. CyliecTBEHHBIN HEIOCTaTOK
MojieNiel - UX OrpaHM4eHHOCTh. OJIHAKO MaTpUUYHbIE METO/bl (HOPMUPYIOT XO-
pomuii pyHAAMEHT JJIS MOCJIEAYIONIEro aHalu3a, SBJISSCh BCETO JIMIIb Tep-
BUYHBIM 3B€HOM B HCCJIEIOBAHUSIX.

MHorogakTopHbIii aHAIU3 MO3BOJIUTH OTBETUTh HA MHOTHE, BOJHYIOIIUE
MCCIIEIOBATEIISI BOIPOCHI, TAKKUE KAK: MMPUYUHHO-CIEICTBEHHAS CBSI3b HAXOXK/IE-
Huss CTM B onpenenennoit curyanuu, nepcnekruBsl CTM B nmoptdene. Obpa-
TUM BHUMAaHUE Ha CITIOCOOBI aHAJIH3a.

B nanHOl cTaThe MBI mpeasiaraeM Oojiee MOAPOOHO PACCMOTPETh BCE
chopMUpOBABIIUECS TPYIIIbI, MOJYYCHHBIE C MOMOIIBIO MAaTPUYHBIX METOJIOB,
IJI. YCTAHOBJIEHUSI MPUYUHHO-CIEICTBEHHON cBA3u mojoxennss CTM. Peko-
MEHAYEM HadaTh CBOE UCCIICNOBAHUE C MPOBEACHUS TOBAPHO-IIEHOBOTO aHAJIN-
3a, C MOMOIIbI0 KOTOPOTO0 MOKHO OYJET OIEHUTh: MPOU3OILIN JIU U3MEHEHUS
10 OTHOIIIEHUIO K KOHKYpEeHTaM — ToBapam npousBoautensiMm. Hanpumep, aud-
depenmmanusa 1eHsl Mexay OromkeTHolt CTM moptdens u ee KOHKYpPEHTOM-
TOBApPOM-TIPOU3BOIUTENIEM U3MEHUIIACh B MEHBIIYIO CTOpOoHY. Jpyrum dakTo-
POM MOKET CIYXKUTh pa3inuHble >ku3HeHHble 1ukiIbl CTM u Openpa-
npousBoauTes. [IpuunHoOi mosiBIeHHs «3Be3/b» (0003HAUYCHUE U3 MATPUIIBI
Bocronckoii KoHcanTUHTOBOW Tpynmbl) B MOPTQeEne MOXKET, HAIPUMEpP, CTaTh
epexo]] OCHOBHOTO OpeHAa-KOHKYpPEHTa Ha HMHYIO CTaJUI0 - CTAJHI0 CIaja.
BaxubiM ¢dakTopoM siBiisieTcs U MepyaHai3uHr. HepoctaTouHo akTUBHOE BHI-
nenenne CTM MoxeT MpUBECTH K HEOJIArONMPHUATHBIM PE3YJbTaTaM MPOAAK,
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Tak kak nornpocty CTM He OyneT JOJKHBIM 00pa3oM 3aMeueHa MOKYIaTesIeM.
[Tono0HBIN aHaMU3 cAeayeT TPOBOAUTH JJis BceX rpyni. KOHKpeTHbIMU pere-
HUSIMH, Ha HAIl B3TJISLA, MOTYT CTaTh PsiJl CHEHHATBHBIX CTPATETHYECKAX U TAK-
Thueckux Meponpusituili. Hampumep, pemenuem no mnpojsuxeHutro CTM, c
HU3KOU IIeHOBOW auddepeHImanmeii mo OTHOIMICHUI0 K OpeHIy-KOHKYPEHTY,
MOJKET CTaTh MPOBEACHUE AKIMU, U3MEHEHUS IPUOPUTETOB B BBIKJIAJKE. Eciu
poOJIeMOM SIBJSIETCS HEAOCTATOYHAsI OCBEIOMIICHHOCTh nokymnaresiss 00 CTM,
TO HEOOXOJIUMO TIIATEIBHO MEPECMOTPETh MOAX0 bl MepUaHaiizuura k CTM -
Beab CTM ob6nanaet onpeieIeHHBIMUA NMPUBUJICTUSIMUA B BBIKJIAJIKE MO OTHOIIIE-
HUIO K KOHKYPEHTaM TOBapaM MpPOU3BOIUTEIEH.
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HEOBXOJIUMOCTDB IPOBEAEHUA MAPKETUHI'OBOI'O AYJIUTA

MapKeTHHTOBBII ayIuT, B CYIIHOCTH, 3TO IOWCK OTBETa Ha BOMPOC: €CTh JIU Tep-
CIEKTUBBI Y JAHHOTO MPEINPHUATHS WM KOMIAaHUM Ha pbiHKe. OJHAKO HE BCE OCO3HAIOT
MPEeUMYIIecTBa JAHHOTO TOJX0/1a K BEICHUIO Ou3Heca, Mo3ToMy sl Poccnn KOMIUIEKCHBIIH
MapKETUHTOBBIN ayIUT — OTHOCUTEIHLHO HOBOE HAIPABJICHUE.

Marketing audit, in essence, is the search for an answer to the question: are there any
prospects of this company or firm in the market. However, not all are aware of the advan-
tages of this approach to business, so comprehensive marketing audit is a relatively new
trend in Russia.

Knioueevle cnosa: MapKeTUHTOBBIA ay/WT, BHEIIHSIS MapKETHHTOBas cpena, BHYT-
pEHHSISI MAapKETUHTOBAsI cpefia

Key words: marketing audit, external marketing environment, internal marketing en-
vironment

IIpencraBinenHas Tema BecbMa akTyallbHa IUId COBpeMeHHOM Poccum.
VYKe 3aBepllIeH IPOLECC CTAHOBJICHUA MAapKETHHIA B CTpPaHE, IPAKTUYECKU B
KKJIOW KOMIIAHWHU CYIIECTBYET CUCTEMA MAPKETUHIAa, MHOTME MapKETHHT OBbIE
CIIY>KOBI IPEBPATHIINCh B MHOTOUMCIIEHHBIE U MHOTO()YHKIIMOHAJIbHBIE MOpPa3-
JCJICHUS, PELIAIOIINE CJIOXKHBIE CTPATErM4eCKUe U OIEepaluoHHbIEe 3amadn. U
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BCE Hallle Tepe]l PYKOBOJACTBOM U TOI-MEHEIKepaMu KOMIAHUW BCTaeT IMpo-
osema OIEHKU A(PGHEKTUBHOCTH MAPKETUHTOBOW JIESITEIBHOCTH, MPOBEIACHUS
PEBU3UHU CITY>KO MapKETUHTa, MOHUMAHHUS WX MOTEHIMala U YPOBHSA aIcKBaTHO-
CTH TpeOOBaHUSIM PHIHKA.

«MapKEeTUHTOBBIN ayJIUT — 3TO CUCTEMATUYECKOE, HE3aBUCUMOE U pery-
JSIPHOE U3YUYEHUE CPENbl, LIENEHN, CTPATEruid U JEATEIIbHOCTH KOMIIAHHUH C Ie-
JBI0 OTMpenesieHrus MpoOJieM W BO3MOXKHOCTEH, a TakKe C IETbI0 pa3paboTKu
MPEIOKEHUH 10 COCTABJICHUIO TIaHA JACHCTBUM, HAIIPABJICHHBIX Ha IOBBIIIE-
Hue 3 (PEKTUBHOCTH MAPKETHUHTa KOMIIAaHUW» [2, c. 126].

[ToTpeOHOCTh B MapKETHHIOBOM ayJIMTE€ HE OYEBUIHA PYKOBOJUTEIIO,
MOKa Jejia y KOMIaHWU UAYT HopMaibHO. Korja ke HauMHarT yMEHbIIAThCA
00bEeMBI COBITA, CHUKAETCA MPUOBLIL, TEPAIOTCSA JIOJAU PBIHKA, PYKOBOJUTEIb
0CO3HAET HEOOXOAUMOCTh €T0 IIPOBEICHUS.

MapKeTHUHIOBBIN ayAUT — OTHOCUTEIBHO HOBOE ISl HAIIEW CTpaHbl Ha-
IpaBlICHUE MapKETHUHTa, OJJHAKO aKTHUBHO Pa3BUBAIOIIEECs, OCOOEHHO B TIO-
CJeJIHUE TOo/ibl. BO MHOTOM KPU3UCHBIE SIBIEHHUS, TPOUCXOISIINE B IKOHOMHU-
K€, MOCHOCOOCTBOBAIM TOMY, UYTO PYKOBOJUTEIM KOMIAHWUU BBIHYKJICHBI
OBLIM ONTHUMHU3UPOBATH CBOM TPYAOBbIE W (PuHaHCOBBIE pecypchl. Ceiuac
COOCTBEHHUKM KOMIIAaHUM BCE Yallle MPUXOJAT K MOHUMAHUIO HEOOXOIUMO-
CTU NPHUHSTHUS B3BEIICHHBIX PEIICHUI HAa OCHOBE MapKETUHTOBOW MH(OpMa-
UM W PEKOMEHIAIMNA, a MOTOMY CTPEMSTCS MEPEBECTH NEATEIBHOCTH HC-
MOJTHUTENIE MapKETUHTOBBIX CTPYKTYp B OOJACTh YNPAaBJICHUS U CTPATETH-
4yecKoro pa3putus. JlaHHble ycUIIMs TPEOYIOT YETKOTO MOHUMAHUSI YPOBHS
npodeccruoHaiu3Ma MapKETOJOroB, ONTHUMHU3AIUU CYHIECTBYIOIIUX MapKe-
TUHTOBBIX OM3HEC-MPOIECCOB B KOMIIAHUH, HAJAXEHHOCTH B3aUMOJICUCTBUS
MEXIy €€ TMOoJpa3JeieHus MU B 4acTu cOopa u 00paboTku MHPOpMALUH O
BHEIIHEN W BHYTPEHHEW Cpejie, a TaKKe CIIOCOOHOCTH MEHEIKEPOB MO Map-
KETUHTY pa3pabaThiBaTh aJ€KBAaTHbIE PEKOMEHJAIIMU IO YJIYUYLICHUIO Aes-
TE€bHOCTU KOMITAHUHU, MAKCUMHU3ALIMH TTOTy4aeMON MpUObLIH.

OcoOEHHOCThIO MAPKETUHIOBOTO ayJIUTA SBJISIETCS €r0 OJMHAKOBAs MPH-
MEHHMMOCTh KaK K JICMCTBYIOIIUM MNPEANPUATHIM WU KOMIAHUSIM, K yXKe Cy-
HIECTBYIOLIUM BUJaM OM3Heca, TaK U K HOBBIM IpoeKkTaM. [Ipu 3ToM He BakHO,
UJET JIU PeYb O KPYITHOM HJIM MEJIKOM OH3Hece.

KommiekcHbIN MapKETUHTOBBIM ayJIUT MOXET OBITh PEAIM30BAH IIECTHIO
criocobamu [1, c.17]:

® IIPOBEJICHUE ayJAUTa COTPYAHUKAMU WK PYKOBOJIUTEIEM CIIY>KObI Map-
KEeTUHTa (caMoayauT),

® IIPOBEJICHUE ayJUTa BHIIIECCTOAIMINMU MOAPA3AEICHUSIMU WU OpPraHu-
3aIUsIMH,

® IIPOBEJICHUE AYJIUTA CHEIUATIBHBIM Ay IUTOPCKUM MOAPA3ICTCHUEM,

® [IPOBEACHUE ayJAWTa CIENUAIBHOM TPYIIIOW W3 MPEICTABUTEICH pa3-
HBIX TTOJIPA3CIICHUM,
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® TPOBEJICHHE ayJuTa BHEITHEH KOHCAJITHHTOBOW KOMITAaHHEH B 00JacTH
MapKETUHIOBOTO ayAuTa (BHEIIHUHN ayJInT),

® IIPOBEPKA PA3IMYHBIMU MOJIPA3ACICHUSIMU JIPYT JApyra (MepeKpecTHhIN
ayauT).

Jlnst Toro 4toObl ayauT ObLT MakCHUMaibHO A(P(PEKTUBHBIM, OH JOJKEH
COOTBETCTBOBATh CJEAYIOIIMM YEThIpEM XapakTtepuctukam [3]: BceoOnemIe-
MOCTb, CHCTEMAaTUYHOCTh, HE3aBUCUMOCTh U IEPUOJAUYHOCTD.

KommiekcHBIN MapKETUHTOBBIM ayJIUT 00s13aTE€JIbHO JIOJHKEH BKIIFOYATh B
ce0s1 aHaJIN3 JBYX CJEAYIONIUX HAIpaBJICHUI: BHEIIIHEH U BHYTPEHHEN Mapke-
TUHTOBOU CPEJIBI.

BuemHssa MapkeTUHTOBas cpena MPEanpUsTHS BKJIIOYAeT B ce0s Mak-
pocpeny (TE€XHOJIOTHYECKHE, SKOHOMUUYECKUE, TOJTUTUUYECKUE U COLUOKYIIb-
TypHble (GaKTOpbl) U MHKpocpeny (KOHKYpPEHTBI, MOCTaBIIUMKH, IUIEPHI,
CMMU, oOiiecTBEeHHbIE OpraHu3alu 1 Ap.), Yalle BCero AJjsi OLEHKH BHEII-
Hell cpenbl ucnonb3ytoTcs PEST-ananu3 u narudakTopHas MoJielib KOHKY-
pennuu Iloprepa.

AyJIUT BHYTPEHHEU Cpe/bl MPECTaBisieT cCOOOM aHaIN3 MapKETHUHTOBOM
NEATEeIbHOCTH BHYTPU OpraHu3alliy Mo BceM Ou3Hec-mpoiieccaM, popmam OT-
YETHOCTH, a TAKXKE BKIIFOYAET OLIEHKY NepcoHaa. BHYTpeHHSII MapKETUHIOBas
cpeda MOXET OLIEHUBATHCS C MPUMEHEHUEM CIIEAYIOIIUX UHCTPYMEHTOB: MaT-
punbl BCG, GE/McKinsey, Shell/DPM, ABC-anamuza, metoma JluG0a-
Cumxkuna, mogeneit SERVQUAL u RATER u T.1.

Jlnst 00001IeHusT BCeX IMOJYYEHHBIX B XOJI€ MCCIIEAOBAHUSI BBIBOJIOB
00b1yHO ucnonb3yercss SWOT-ananu3, Ha OCHOBE KOTOPOro B JajibHEHIIIEM
pa3pabaThIBalOTCsl PEKOMEHJAIUN MEPOIIPUSATHI TTO COBEPILIEHCTBOBAHUIO Map-
KETUHTOBOM AESATEITbHOCTH.

B 1enoM MapKeTHHTOBBIN ayIHUT MPU3BAH MPOJEMOHCTPUPOBATH PYKOBO-
JICTBY KOMITaHUH, MOTEHIIMAJILHOMY MHBECTOPY WJIM MapTHEPY OONIYIO XO3si-
CTBEHHYIO KOHBIOHKTYPY, PBIHOYHBIM MOTEHIMAI, 3()PEKTUBHOCTH CPEICTB
MPOJIBUKEHUS MPOJYKTa, CPAaBHUTEIIbHbIE KOHKYPEHTHbIC IPEUMYIIECTBa ca-
MOW KOMITAaHUH.

[IpyurHa, O KOTOPOW TOPMO3UTCSI Pa3BUTHUE JAHHOTO HAMPABJICHUS B
Hallled CTpaHe, a PYKOBOACTBO M TON-MEHEIKMEHT MHOTHX KOMIIAHUW HE
CIIMIIKOM IPUBETCTBYIOT €ro MpPOBEAEHUE, BeCbMa MPO3aWyHA: TAKOM ayJIUT
JIETKO MOXET BBISIBUTH MPOCUYETHI B YIPaBIECHUU OM3HECOM, OTBETCTBEHHOCTH
3a KOTOpbIE 00513aHO HECTH PYKOBOJCTBO NpeANpUATHs Wid KoMmmanuu. [lo
ATON K€ NMPUYUHE HE BCE ACHEKThI JEATEIIBHOCTH KOMIIAHWUU MOJBEPTarOTCS
OJIMHAKOBO TIIATEIBHON TpoBepke. Hepeako MapKeTHHTOBBIM ayauT BOOOIIE
HOCUT OTKPOBEHHO «ITOKA3YIIHBIN» XapaKTep, SIBISETCS HEMOJHBIM U HEKOM-
MJIEKCHBIM. DTO CBSI3aHO WJIM C OTCYTCTBUEM HEOOXOJUMBIX COTPYIAHUKOB JJIS
JAHHOM pabOThI, UM C HEJOCTAaTOYHOW MX KBalu(UKaIMen, Wik ¢ Hermpodec-
CHUOHAJIM3MOM ayJAUTOPOB, IPUBJICYEHHBIX CO CTOPOHBI.
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Ho, naxxe oco3HaB mpeumylIlecTBa MapKETUHIOBOIO MOJX0/1a K BEICHUIO
Ou3Heca, 1aJeKo HE BCE PYKOBOIUTEINH, KEJIAIOIINE UATH B HOTY CO BPEMEHEM,
YCIEIIHO CHPaBIISIIOTCS ¢ 3aaaueit a¢pextruBHOTrO yripasneHus. [Ipuunna Takoit
CUTYyalliu — HEJO0CTaTOK MH(POpPMAIMH O TOM, HACKOJIBKO KaueCTBEHHO U 3(-
bekTUBHO (YHKIIMOHUPYIOT B KOMITAHUH TOJIpa3/ieJICHNs MapKETHHTa U COBITA.

Kak He cyliecTByeT yHHUBEPCAIBHOTO JIEKapCTBa OT BCeX OOJIe3HEH, Tak B
Ou3Hece He CYHIECTBYET YHHUBEPCAJIBHOIO CPEACTBA JOCTHUXKEHHUA ycmexa. Yc-
MexX CKOMUPOBATh HEBO3MOXKHO, ITOTOMY YTO KakKJasi KOMIIAHUSI YHUKaJIbHA, Y
KaKJI0M KOMIIAHWU CBOU MPEUMYILECTBA, HEAOCTATKU, 1€ U BO3MOXKHOCTH, B
KOHIIE KOHIIOB — CBOU KaJIpBhl.

J1j1st TOrO 4TOOBI IBUTATHCS K CBOEH 1eNH (a y KaXa0W KOMITaHUHU COOCT-
BEHHasl )KU3Hb U COOCTBEHHBIE 1I€JIM ), HEOOXOIMMO OMPEACNIUTh, UTO MPEACTaB-
asieT co00M 3Ta KOMIAHUS U YTO OHA MOXKET, BIOpATh HaIpaBlE€HUE U CIIOCOO
IBHKCHUSL.
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HOBbIE HAIIPBJIEHHA B KOMMYHHUKAIIMOHHOM
COIMPOBOXIAEHHUU TOBAPOB (JIATEPAJIBHBIN MAPKETHHI)

B craTtee paccmaTpuBaOTCs TEHACHIIMU PA3BUTHSI COBPEMEHHOTO MUPOBOTO PHIHKA H
peinka Poccun. OOGocHOBbIBaeTcs HEI(D(PEKTUBHOCTh CYIIECTBYIOUIMX MapKETUHIOBBIX
komMmyHuKanui. [Ipeanaraercss HoBasi METOAMKA CO3/IaHUS KOMMYHHKAIUN (J1aTepaibHbIN
MapKETHHT) Ha OCHOBE yTBEPXACHUS, YTO KOMMYHHKAIMH SIBISIFOTCS TOBapoM. [Ipumepsr
JAHHOW METOJAMKH MPOUJLTIOCTPUpPOBaHbI Ha peiHke B2C.

The article examines trends in the development of the modern world market and Rus-
sia. Substantiates the ineffectiveness of existing marketing communications. A new method
of creating communication (lateral marketing) based on the assertion that communication is
a commodity. Examples of this method are illustrated in the B2C market

Knrouegvle cnoea: WHHOBAIMM, CIIBUT, JIaTEPAJIbHBIH MAapKETUHI, BEPTUKAIbHBIN
MapKETHHT.

Kay words:, innovation, shift, lateral marketing, vertical marketing.
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Muposoe xo34icTBo Hayana XXI B. BCeLelo OCHOBBIBAETCS HA IIPUHIIU-
nax PhIHOYHON 3KOHOMMKH, MHTEpHAIU3AIMU MPOU3BOJACTBA M KamuTaia, Ju-
Oepain3aly SKOHOMUYECKUX OTHOIIEHUM, CHITUU TOPTrOBBIX U MHBECTUIIMOH-
HBbIX OapbepoB, pacHIMpeHUe ACATEIbHOCTH HAIIMOHAIBHBIX MPEINPUITHN 32
peaebl HAIMOHATBHBIX TEPPUTOPUN U BHYTPEHHETO PHIHKA.

PoiHok Poccum, kak a1000M HAIMOHATBHBINA PHIHOK SIBJSIETCS] JUHAMUYE-
CKOM CTPYKTYPOU U MOABEPKEH MOCTOSHHBIM U3MEHEHUSAM I10]1 BO3JAECUCTBUEM:

- TI00aIM3aIuy YJKOHOMUKH;

- YCUJICHUS] MOHOIIOIU3AIUU PHIHKA;

- 000CTpeHUsI KOHKYPEHIIUY;

- ycunuBIencs creneHu nuddepeHianu ToBapoB.

Jliist Poccum 0COOEHHO aKTyalIbHBIMH 3TH IPOLIECCHI CTAHOBSTCS C BCTYII-
nenveM Bo Bcemupnyro ToproByro Opranmzanuio (BTO). BTO otkpeiBaeT
OpEeANPUSATUSIM JOCTYN K Oojiee AEHIEBBIM UMIOPTHBIM KOMILIEKTYIOIIUM, ChI-
pBIO, a HACEJIEHUIO - K 00Jiee IeIIEeBbIM TOBApAaM M ycllyram. Y CUIMBaeTCs Je-
CTBHE MHUPOBBIX CETEH, MPUXOIAIIMNX Ha PHIHOK Poccuu, CONMpPOBOXKIAIOIMINX
CBOU TOBaphl YCHJICHHBIM KOMMYHUKAIMOHHBIM BO3JeicTBUEM. CTaHOBUTCA
JIOCTATOYHO TSXKEJNO 3aCTaBUTh MOTpeOUTeNneld KynmuTh UMEHHO TOBAap POCCHUIA-
CKOT'O TIPOU3BOIUTENS Cped MHOTrooOpasusi TOBapoB KOHKypeHTOB. Kak oTme-
yaeT @. KoTiiep: «CTaHOBUTCS BCe TsXKeJee U TshKeJee MpojaBaTh TOBap U BbI-
NENAThCA Ha PhIHKE» [1].

[To pe3ynbraTaM MpOBEAEHHBIX COLUOJIOTHYECKUX HCCIIEIOBAHUN, OTME-
4yeHo, 4To Ha PoccuiickoMm pbiHKe TposiBisieTcss Hed(DPEKTUBHOE KOMMYHHUKa-
[IMOHHOE BO3/IEWCTBHE HAa YYAaCTHUKOB PBIHKA: MOTpeOUTENeH, MpOU3BOIUTE-
Jed, TOCPETHUKOB, KOHKYpeHTOB. OTHOIIEHHE MOTPEeOUTENIe K peKiiame Mo-
MpeXHEMY OIICHUBAETCS yaille Bcero kak "mpumutuBHag" (17%), "HaBs3uuBas"
(20,6%). Ovens peako oHa olleHUBaeTcs Kak "octopoxkHas " (2,7%), "oObek-
tuBHas " (1,9%), "npodeccuonanvuas " (3,9%). Ot 20 no 30% conepxkanus
peKJIaMbl JII000T0 THUIA TOHUMAETCS HEBEPHO (B YACTHOCTH, MO TEJIEBUIACHUIO
ot 28 mo 30% cooOuienuii), B meyatHoil pexiname - 20%. [lokazaTens Hemnpa-
BWJIBHOTO TTIOHUMAaHUs PEKJIaMBbl BBIIIE CPEAU MOKUIBIX U MEHEE 00pa30BaHHBIX
monei. Tak ke ¢ Bo3pacToM HaOMI01aeTCs TEHEHIIUS CHUKEHUS Yucia MOoKy-
MOK IO BO3/ICUCTBUEM PEKJIaMbl U MOJOKUTEILHOIO OTHOIIEHHUS K peKiIaMe B
1esoM (pucyHok 1).

OTHoIlIEHHE MOJIOACKH K pEeKJIaMe SIBISIETCS TOBOJIBHO MPOTHUBOPEUU-
BbIM. CBO€ OTHOIIIEHUE K PEKJIAME B CPEJICTBAX MAacCOBOM MH(pOpMALIMKU Ha3Ba-
au paBHOAYIIHBIM 48 9% ONpOIIEHHBIX PECHOHICHTOB U TMOJIOKUTEIbHBIM
29,3%. C nmpyroii ctopoHbl, 6ojsee Tpetu omnporieHHbIX (41,3%) cuuraror ee
BPEIHOM I TICUXUKU U 3I0pOBbs, a 20% OLIEHWIN CBOE OTHOIIEHHUE K PEKJIa-
Me Kak HeratuBHoe [2,3.,4,5].
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Pucynok 1. /IluHaMuKa MOJI0KUTENBHOTO BOCIIPUATHS PEKIAMBbI

Ha nam B3risi1, He0OX0IMMbI HOBBIE HAMPABJICHUS KOMMYHUKAI[MOHHOTO
CONPOBOXKJICHUSI TOBapa, HanboJiee AEHCTBEHHBIM CPEIN KOTOPHIX MOXKET ObITh
WHHOBAIIMOHHBIM.

NHHOBanu mpHUCYTCTBYIO BO BceX cdepax >Ku3HU odmiectBa. OgHOM U3
Takux cdep SABISIOTCI KOMMYHHUKAI[MU, UMEHHO KOMMYHHUKAIIUU I[OMOTaroT
BBIOpATh U MOJYyYUTh HEOOXOAMMBIE CBEJIEHHs O ToBape. B cdepe koMMmyHMKa-
I[Mi HOBU3HA MH(OpMAIUU JTaBHO YK€ CTaja TOBApOM, MPEXkKIE BCEro JJis TOrO,
YTOOBl TPEANPUATUIO MOXXHO OBUIO OCTaBaThCA KOHKYPEHTOCIIOCOOHBIM H
UMETh ONpPEACIICHHbIE MPEUMYIIECTBA Nepea ApyruMu. PaccmaTpuBas KoMmy-
HUKAIlMU KaK TOBap, MO3BOJUM ce0E€ MPUMEHUTH MOCJIECAHUE HAMNPABICHUSA K
pa3paboTKe TOBApOB B OTHOIICHWU MAPKETHHTOBBIX KOMMYHHUKauui. Jlyis om-
penesneHus Hanbojee MOAXOIAIIEer0 BapuaHTa MapKeTHHTa (BEPTUKAIBHOTO U
JaTepalibHOTr0), KOTOPBIN 11€J1eCO00pa3HO UCOIB30BaTh B KOMMYHUKAIIMOHHOM
COMPOBOXKACHUU TOBapa MPOU3BEAEM X CpaBHEHHE (Tadiuna 1).

Tabmuma 1
OT1iM4asi BEepTUKAJIBHOIO M JIATEPAJbHOT0 MAPKETHHI A

BepTukanbHblii MapKETUHT

JlatepasibHBIN MapKETUHT

bonee moaxomut ans HemaBHO oOpazo-
BaBIIMXCS PBIHKOB, HaXOJAIIUXCS Ha
paHHUX CTyMNeHsX pa3ButTus. s pa3Bu-
THS U PACLIIMPEHUS CYIIECTBYIOIINX PbIH-
KOB 32 CUET yBEJIIMUEHUS Pa3HOOOpa3us U
MIpEBpAIEHUs MOTCHIIMATBHBIX KIMEHTOB
B peaJIbHbIX

bonee moaxomauT IS 3peNbIX PHIHKOB, POCT
KOTOPBIX Tpekpatwics. [t co3manusi coBep-
IIICHHO HOBBIX PHIHKOB WJIM KaTCTOPHH, CIIHS-
HUSl pa3HbIX THIIOB OW3HEcCa, TOCTHKCHHS Iie-
JIei, KOTOPBIX HENB3s ObLIO OBl JTOCTUYD C
UMCIOIIAMCST TIPOJTYKTOM, M HaXOXJICHUS HO-
BBIX CITOCOOOB HCIIOJIB30BaHUS

B pamkax ¢unocoduu Ouzneca, opueH-
TUPOBAHHOW HA MUHUMU3AILIUIO PUCKA

B pamkax ¢unocopun OusHeca, IOMycKaro-
LIEN OIPEIECTICHHBIN PUCK

IIpu orpaHnyeHHBIX pecypcax

[Ipn Hanmuum CBOOOJHBIX PECYPCOB WM B
ciydae, Korja KOMITaHWsSl TOTOBA HHBECTUPO-
BaTb CPEICTBA U KIATh
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Oxonuanue taom. 1

BepTukanbHbIi MapKETHHT JlaTepanbHblii MAPKETUHT

Korma HyxHO TapaHTHpoBaTh CTaOWiIh- | Korma Mel cTpeMUMCs K 3HAYUTEIIEHOMY POC-
HBIN pOCT, XOTs ObI U HEOOJBIION Ty

JI71st 3a1uThl phIHKA MOCPEACTBOM yBeNu- | JIJis aTaku Ha CMEXKHbBIE PHIHKA CO CTOPOHBI,
YeHHs Ynciia OpeH 0B (YTO JIelaeT PIHOK | BHEITHEH MO OTHOIICHHUIO K MOJDY COTICpHUYE-
MEHee TPHUBJICKATECIIBHBIM JJII HOBBIX WT- | CTBA MPSIMBIX KOHKYPEHTOB

POKOB)

Jlns mHHOBAIIMM B TIpeienax Hamield muc- | JIms mepeornpeneneHuss MHCCHH W IOWCKa
CHUHM C COXpaHEHHEM MPEKHUX IENeH 3a- | IPYTuX PHIHKOB
a4 Ou3zHeca

PaspbiB
OnemeHT « — — — — — 7/ /
KOMMYHKMauui |
|
 / HoBas dyHkuus,
CtaHpapTHas cnocob NpyMeHeHus,
dyHKUMSA, coyeTaHue
BbINonHsemMas HEeCKOmnbKMUX BUOOB,
3NIEMEHTOM > paHee

KOMMYHMKaLlVIVI f HEeNncCnosib3oBaBLLUUXCA
|

JlaTepanpHblil ciBUT

Pucynok 2. I'enepaiius pa3pniBa

CoBepLUeHHO HOBbIN, paHee

Hencnonb3yeMblil aneMeHT

Onement < KOMMYHMKaLmMK

KOMMYHKMaLui
/ HoBas dyHKuus,

CranpapTtHas cnocob npuMeHeHus,

PYyHKUMSA, coyeTaHue
BbIMONHsieMas HEeCKONbKWUX BUAOB,

3MEMEHTOM > paHee

KOMMYHVIKaLlVIVI ? HENCNOJIb30BaBLUNXCA
|

JlaTepanbHblii caBUr

Pucynok 3. OcyiecTBieHue JaTepajbHOrO CIBUTa

Ha I[aHHBIP'I MOMCHT PBIHOK IIC€PCHACBIIMICH TOBApaAMM W KOMMYHHKAIIU-
MM, CO3JaHHBIMU IIYTEM IIPUMCHCHUA BCPTUKAJIILHOI'O MAapKETHHIA, a JIaTCpajib-
HBIN MApKCTHUHI' CIIIC HE YyTpPaTHUII CBOCH HOBHM3HBI M CIIOCOOHOCTH IIPUBJICYb
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BHUMaHUs. Takum 00pa3oM, MMyTeM MPUMEHEHUsI METOAUKH JIaTEPaIbHOTO Map-
KETUHTa MOXXHO CO3/1aTh HOBbI€ HAIPaBJICHHUS KOMMYHUKAIMOHHOTO COMPOBO-
xJeHust ToBapa. OCyIleCTBICHUE METOIMKH JIATEPAIbHOTO MapKETUHTa OCYyIIIe-
CTBJIIETCS B JIBA ATalla: T€HEpalUs pa3pbiBa (PUCYHOK 2) U OCYILIECTBIEHUE JIa-
TEepaAJIbHOTO CABUTA (PUCYHOK 3).

JItoObie TOBaphl M KOMMYHHUKAIMUM B TMEPBYIO OUYepe]b HaIpaBIEHbI Ha
yJOBJIETBOPEHHUS PA3HOTO YPOBHS MOTpeOHOCTE uenoBeka. Tak, Hampumep,
MOTPEOHOCTH BBICIIIETO YPOBHS — JIFOOOBH, MPU3HAHUSI, CAMOBBIPAYKEHHUE, MOTYT
HAWTH OTpaXCHUS W B KOMMYHHKanusx. [[ponsumrocTpupyeM MposBICHUS BbI-
HIENEPEYUCIECHHBIX MOTPEOHOCTEN U MX OCYIIIECTBIECHUE C MOMOIIBIO CO3aHUs
HOBBIX KOMMYHUKAIMU IyTeM JaTepanbHOro caura Ha npumepe OAO «xeB-
ckuit xje6o03aBoa Ne3x»(tabnuna 2), uto OyAeT SBIASATHCS OJHUM W3 HOBBIX Ha-
npaBJIeHUN KOMMYHUKAIIMOHHOTO COMPOBOXKACHUS MPOyKIMK Ha peiHke B2C.

Tabnuua 2
IlpuMeHeHNe KOHUENMIMHU JIATEPATHLHOT0 MAPKETHHIa K KOMMYHHKAIUSIM

OAO «M:xkeBckui xj1e003aBoa Ned»

Mapkerunrosass | Ee npumene- I'enepanus JlaTepanbHblii PesysbTar
KOMMYHUKAaLUs HUE paspbiBa C/IBUT
CrumynupoBa- [Tpumensiercss | Co3znats muc- | Pazpabotka nuc- | JIuctoBka ¢
HUe cObITa (pa3z- | AJs NPOJBHU- TOBKY, KOTOpasi | TOBKH, MOJIyYUB | IPOOHUKOM
Java JIUCTOBOK C | )KeHMsI BBOAU- | ObI Hanbosee KOTOPYIO MOKHO | ToBapa (Ky-
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EVALUATING OF PLACE BRANDING EFFECTIVENESS

B npencraBneHHON cTaThe pacCMaTpPUBACTCS aKTYadbHOCTh OpPEHIMHTa TEPPUTOPHH,
HEOOXOMMOCTh OIICHKH SKOHOMHUYECKOW M colMabHOW 3(hPEKTUBHOCTH OpeHAMHTa TEp-
puTOpUH, a TakXke Ha mpumepe Openaa roponaa MkeBcka MpPUBOJSATCS pacyeThl OLIEHKHU
OpeHIa JTOXOIHBIM, CPABHUTEIBHBIM METOJIAMUA U METOJIOM CTPYKTYPHOTO aHAJIM3a JTOXOJ-
HOM "acTu OroKeTa.

This article is devoted to the issues of importance of place branding effectiveness
and estimating of place branding effectiveness. The author is describing two kinds of ef-
fectiveness: economic one and social one. She uses the example of brand “Izhevsk” to
evaluate it with the help of profitable, comparative methods and the structural analysis of
budget revenues.

Knrwueevte cnosa: GpeHIUHT TEPPUTOPHUH, OIlEHKA CTOMMOCTH OpeHpa, 3P heKTuB-
HOCTh OpEH/IMHTA TEPPUTOPUH.

Key words: place branding, brand evaluation, place branding effectiveness.

Place branding activity is getting more and more popular and important
every day. This theme is interesting for both local authorities and the population
itself. Place branding is necessary, first of all, for the development of area po-
tential and of the quality of life, and for the creation of positive image of the
city. The wide interest to place branding tells us about final recognition of the
benefits of implementing strategies of resource, reputation and image manage-
ment. Examples of the development of cities such as Edinburgh (“inspiring cap-
ital of Scotland”) , New York (“I love New York™) , the small British cities (Li-
verpool, Margate) confirm the benefit of marketing places campaigns and in-
spire many politicians to make large changes in their cities.

Proper application of brand strategies can increase city or region revenues
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in such economic sectors as tourism, education, consumption, health care, as
well as it can attract additional investment. At the same time, branding means
some costs. This fact proves the necessity to evaluate its effectiveness.

The main objectives of evaluating the effectiveness of branding are the
following:

— to prove the ultimate success / failure of the project;

— to coordinate the activity of the key stakeholders of the project: busi-
nessmen, sponsors, administration, active residents;

— to plan budget and cost;

— to compare the development of the different projects and to follow the
dynamics of the main indicators of the territory;

— to make management decisions.

According to Denis Vizgalov, criteria of place branding efficiency are set
with respect to the tasks of this activity [2]. However, the brand is an intangible
asset, so there are certain standards and approaches to evaluate it.

Russian authors of the articles on branding territory: Domnin V.N., Yul-
dasheva O.U., Nikiforova S.V., Nikiforova G.Y. and N.S. Tikhonov [4,8,9] re-
veal two main kinds of place assessment efficiency:

1. Communicative efficiency (includes indicators of the dynamics of
brand recognition of the city, the ratio of target consumers to the brand of the
city, the city brand memorability, knowledge of the competitive advantages of
the city, etc.)

2. Economic efficiency (includes costs on branding, revenues from the
project realization, the growth of city budget revenues).

Due to the fact that there is no universal methodology for evaluating the
effectiveness of place branding, we can make calculations based on the intangi-
ble nature of the brand and the economic nature of the place brand.

Thus, place branding is considered to be effective when the brand contri-
bution leads to the growth of city budget revenues.

So, we have tried to show the possibility to count the value of the brand
of a Russian city Izhevsk with the help of two methods: comparative and profit-
able.

The comparative method is a rapid assessment of brand value. It includes
comparison of the place brand with the brand-analog, comparable in various
characteristics. Profitable method is more objective than comparative one, be-
cause it counts the expected revenues from the use of the brand and uses a more
detailed and accurate count.

In addition, there are so-called score methods, when symbolic brand equi-
ty 1s evaluated. For place branding the most well-known score method is a me-
thod of Brand Finance company, based on the principle of discounting of future
profits, the discount rate is calculated taking into account the strength of a na-
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tional brand. For example, in 2013, the brand value of Russia, according to the
company, amounted to 1257 billion dollars. [1]

The results of the analysis of two methods showed that the figure of the
Izhevsk brand value, obtained with the help of profitable method is 25% less
than the figure obtained by the comparative method. This difference can be ex-
plained by the low growth of predicted budget revenues of 1zhevsk, also the au-
thorities have planned revenue decline in 2014 and 2015 in comparison to pre-
vious periods. If we talk about the structure of the city budget, it consists almost
equally of subsidy payments and tax revenues.

At the end of the day, we should understand that brand value, calculated
with the help of those methods should be considered with other indicators of
place branding effectiveness.
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ECONOMIC ESTIMATION OF THE CORRELATION BETWEEN
MARKETING AND SPATIAL INDICATORS

B cTtatbe paccMOTpeHO OAHO M3 METOAOJIOTUYECKUX HANPABICHUI KOHIIETIUN Map-
KETHHTa MPOCTPAHCTBEHHOTO B3aWMOJICHCTBUS— YKOHOMHUYECKOE OLICHMBAHNE B3aHMOCBSI3H
MapKETUHIOBBIX W IPOCTPAHCTBEHHBIX NoOKaszarened. [IpencraBieHa kimaccuduranus u
pamXHUpOBaHUE NaHHBIX MOKa3aTesen, ChopMUpOBaHA METPHKA IMTOKA3aTEICH.

In this article the author considers one of methodological aspects of the concept of
marketing of spatial interaction, namely, economic estimation of the correlation between
marketing and spatial indicators. These indicators were classified and ranged on the base of
the results of the expert survey. The metric of marketing and spatial indicators is suggested
to be used in practice.

Kntouegvle cnosa: xoHIENNS MapKETUHTa MPOCTPAHCTBEHHOTO B3aMMOICHCTBHUSA,
MapKETUHI'OBBIC ITOKA3aTeIH, MIPOCTPAHCTBEHHBIC MMOKA3aTeIH, METPUKA MAPKETHHTOBBIX H
HPOCTPAHCTBEHHBIX IMOKa3aTEICH.

Key words: concept of marketing of spatial interaction, marketing and spatial indica-
tors, metrics of marketing and spatial indicators.

The basis of the new paradigm of spatial economics was developed by
Russian academician A.G. Granberg in 2009 [3]. Contemporary market condi-
tions are not as simple, with the appearance of new means of media and devel-
opment of virtual space as a key area of marketing interaction, and with grow-
ing social differentiation in the regions of Russia and of the whole world. The
reason is the necessity of taking into consideration the spatial factors to make
business in the region prosperous in the long terms.

This 1s why marketing should be also regarded including spatial aspects.
So there should be further evolution of marketing concepts to develop market-
ing of spatial interaction. The key objective of this evolution is to organize
marketing activity effectively in terms of spatial economics. To reach this goal
there several tasks should be performed: to form a base of methodology, theory
and terminology of the concept of marketing of spatial interaction, to model
marketing interactions including spatial aspects, to study and develop the con-
cept of marketing space, to identify its structure and role in functioning of the
other spaces, to develop a model of marketing space and to find consistent pat-
terns within it to create the metrics of marketing and spatial indicators.

The author considers that economic space is a space of relations, which
appear in the process of social production and reproduction.

Marketing space can be regarded as combination of social and material
objects, which relate to each other in either supporting or acting in marketing
processes and making a direct or indirect impact on their results. Marketing
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space is considered to perform an integrating function relative to economic sub-
spaces.

Concerning the consistent patterns within marketing space and its role in
the functioning of other spaces Professor of marketing of SPbSUE G.L. Bagiev
and the author have suggested the hypothesis that there are interrelation and in-
teraction between key marketing and spatial indicators. To prove this idea the
author developed an algorithm of economic estimation of the correlation be-
tween marketing and spatial indicators, and then used it. Firstly, the algorithm
of this method was designed and the data was collected.

Marketing and spatial indicators were selected in steps. In the first step
the author made a theoretical analysis, selected 17 key marketing and spatial
indicators. A main criterion of selection was availability of official data. Also it
was important to characterize several economic subspaces: financial, innova-
tive, technological, investment, commercial, demographical, price.

Then the author collected the data on all regions of Russia in 2011 from
the official web-site of Federal State Statistics Service of the Russian Federa-
tion. A criterion for the further selection was 2 principles. The first one is that
factors mustn’t have close correlation to each other. The second principle is that
the model must contain only significant factors, which form the result.

This is why in the second step the author carried out a quantitative analy-
sis and created a matrix of pair correlation coefficients. The main marketing in-
dicator was development index of commodities category. This indicator was
calculated for the durables: personal computers (PC), mobile phones, cars.

As a result the close correlations between the resulting marketing indica-
tor, a development index of commodities in the PC category (Y) and the follow-
ing spatial factors were identified:

1. development index of commodities in the mobile phone category — x;,

2. average cash income per capita — X,

3. level of subsistence minimum of income per capita — X,

4. share of household consumption expenditure on food and non-
alcoholic beverages— Xs.

The next step was regression analysis which was carried out using Micro-
soft Excel and SPSS 17.0. The latter is considered to be more reliable, powerful
and effective.

SPSS program excluded two indicators average cash expenditures per ca-
pita, retail trade turnover from the model on the first stage of the data
processing. As they are not substantial and significant for the resulting indica-
tor. Exception of these two factors reflects that development index of commodi-
ties in the PC category depends directly on the average cash income per capita,
which reflects the life level in the region. And indicator the average cash ex-
penditures per capita reflects the preferences of the households to save or to
spend money, so this indicator makes an indirect impact on the result. The same
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logic is for the indicator retail trade turnover.

The regression equation was found to be:

Y = 0,564 + 0,469x, + 0,000009197x, + 0,00004234x5 — 0,017x5

The statistical model of this study and all parameters of the equation can
be regarded as reliable and significant because they were checked by calculat-
ing multiple regression coefficients, using Fisher’s F-test, the Student's t-test for
all parameters, and the Durbin—Watson statistic test.

Thus marketing indicator, development index of commodities in the PC
category depends on development index of commodities in the mobile phone
category, average cash income per capita, level of subsistence minimum income
per capita, share of household consumption expenditure on food and non-
alcoholic beverages.

The method of estimation of the correlation between marketing and spa-
tial indicators can be considered as a very useful and effective tool for the con-
cept of marketing of spatial interaction. As without using this method it was
impossible to consider the existence of correlations between some indicators,
for example, between the development index of commodities in the mobile
phone category, the level of subsistence minimum income per capita and the
development index of commodities in the PC. Also, without using this instru-
ment it is difficult to identify the degree of these correlations, and to determine
which spatial indicators have a direct influence on marketing indicators, and
which ones have an indirect influence on them.

After it was proven that there is a correlation between marketing and spa-
tial indicators the expert survey was carried out. Its main aim was to classify the
indicators and to range them. As a result of the expert survey the metric of mar-
keting and spatial indicators was formed. This metric can be used to analyze the
current and future situation on the consumer goods market, identifying hidden
opportunities and risks, and also as an instrument for companies’ upper man-
agement to make effective decisions concerning business regional expansion.

This metric includes the following indicators.

Marketing indicators:

Consumers’ loyalty.

Consumers’ satisfaction.

Sales profitability.

Market share (in terms of money).

Clients’ profitability.

Profitability of marketing investments.

Product sampling intensity.

Price elasticity of demand.

. Profitability of marketing investments in the impact of mass media.
Spatial indicators:

00N U AW N
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Average cash income per capita.

Structure of consumption expenditure of households.
Distribution of retail trade turnover by forms of trafficking.
Innovative activity of organizations.

The retail trade turnover per capita.

Commodity structure of export and import.

The economically active population

Expenditure on technological innovation.

9. Actual final consumption of households per capita.

10. Share of households which own a PC and have access to the Internet
in the whole quantity of the households in the region.

11. E-readiness.

12. Level of unemployment.

13. Level of subsistence minimum income per capita.

14. Share of household consumption expenditure on food and non-
alcoholic beverages

Marketing and spatial indicators:

1. Development index of trade mark.

2. Development index of commodity category.

3. Volume of innovative products, services.

Concerning the challenges of the concept of marketing of spatial interac-
tion given above the method of economic estimation of the correlation between
marketing and spatial indicators has not only practical significance for business
but also a real contribution for the development of this concept.

Thus, the equation given above can be regarded as a useful instrument to
predict the volume of the distribution of PCs and to range regions of Russia
concerning their attractiveness for business expansion. This equation can be al-
so used by firms selling not only PCs but also mobile phones, as a correlation
between the volumes of consumption of these products was identified.

Besides, by analogy with PCs this equation can be adapted for the other
durable goods, for example, for refrigerators. And firstly the same indicators
can be included in the statistical model. Then other, similar indicators may be
applied which reflect the life level in the region, the level of consumption.

So the method of economic estimation of the correlation between market-
ing and spatial indicators proved its reasonability and can be used in order to
find correlations between other marketing and spatial indicators and to identify
more consistent patterns within marketing space. But, in fact, the next conclu-
sion which can be made from the equation obtained in this study is that market-
ing space really performs the integrating function relative to all other economic
subspaces. However this thesis requires further analysis and study.

This approach really works as it gives a real result which can be used in
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business. Identified correlations can be the base of more effective metrics of
marketing and spatial indicators.
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ABOUT THE PROMOTION OF INCLUSIVE EDUCATION

B crathe mpeacTaBieHbl HanOOJEE CYIIECTBEHHBIE ACHEKTbl Pa3BUTHUSA
UHKJIIO3UBHOTO 0Opa3oBaHusl. BBIABUHYTO aBTOPCKOE OIpeAesieHUE MOHSITHS,
XapaKkTEepHbIE YEepThbl, ONPEACIEH IPOAYKT MapKETUHIOBOI'O IIPOJBUKECHUS.
IIpoBeneH aHanu3 BIWSHUS BHEIIHEW U BHYTPEHHEU Cpelbl PbIHKA UHKIIFO3UB-
HBIX 00pa30BaTENbHBIX YCIYT, HA OCHOBE Yero ObUIM MPEASIOKEHbI MEPOIPHsI-
TUS 1O TNPOABMKEHUIO MHKIIO3UBHBIX 00pa3oBaTesbHBIX yciayr. Ha ocHoBe
IPOBEJIEHHOI0 MCCIIEOBaHUs ObUIM ClieJaHbl BBIBOABI O II€JI€CO00PA3HOCTH

MPOABUIKEHHUS DTUX YCIIYT.

The article presents the most important aspects of the inclusive education development.
Author gives its own definition, the characteristics of inclusive education, the product of
promotion is defined. Using marketing methods of analyzing micro- and macro-
environmental factors that influence the secondary education market measures to promote
inclusive education services were proposed. Basing on the results of the research author came
to the conclusion of the practicability of this service promotion.

KiroueBble cioBa: MHKIIO3MBHOE 00pa3oBaHUE, MPOABMKEHHE WHKIIIO3UBHBIX 00-
pa3oBaTENbHBIX YCIYT, MHBAIAIHOCTh

Key words: inclusive education, promotion of inclusive education, disability

Today the situation is that every year the amount of disabled people
grows. According to United Nations and World Health Organisation data,
around 10% of the world population has whether physical or mental disability.
And every 10th of them is a child or a teen (more than 120 million children are
disabled). In Russia about 3 million children (2% of the population) are dis-
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abled, and the number keeps growing.

That’s why with all of the economic, political, geographic changes that
our country comes throw the problem of child disability becomes one of the
most up-to-date. That’s why more and more people pay attention to such type
of education that is more kind to a child like inclusive education.

Analyzing the international statutory-legal acts (Salamanca Statement on
Principles, Policy and Practice in Special Needs Education, global monitoring
report “Education For All”’), Russian law “About Education in Russian Federa-
tion” and the Concept of Inclusive Education of Saint-Petersburg, the author
suggests his own definition: inclusive education is a process of equal upbring-
ing and education of children regardless of their state of health, psychophysical
peculiarities or other distinction when children’s educational needs are satisfied
and special support is given on conditions available for every single child. This
definition is different from those that do exist in Russian legislation as it, first,
shows the social direction of the process of this special education and, secondly,
highlights the necessity of special support to every child on the available condi-
tions.

The main purpose of inclusive education is providing equal access to
whatever type of education and creating necessary conditions for achieving
educational success for every child no matter what individual specialties, pre-
vious educational achievements, mother tongue, culture, social and economic
status of his parents, mental or physical capabilities he has.

Based on the analysis of the opinion of different authors over the product
and the social aim of the inclusive education, the author of this article under-
stands the inclusive education services as the all-inclusive process aimed at in-
tegration of the disabled into the society and familiarization with the education
program on equal rights with direct communication.

Inclusive educational services have the following features:

e focus on overcoming physical and psychological barriers;

e priority to the development of communication and interaction skills;

e postponing the detection of the results;

¢ inability of monetary measure of the inclusive educational services;
creation of cultural values, personal development, learning of tolerance
while interacting with disabled people;

e constant public attention and off-market pressure, etc.

Due to the main aim of these services, there are several distinctions be-
tween the fundamentals of the promotion of inclusive education and the promo-
tion of education of an ordinary secondary school:

1. The promotion should be gradual. Society needs time to understand,
accept and implement the relationships with the disabled.

2. Constant communication with the target audience — parents, teachers,
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students, the whole society — is essential over the value of this special service.

3. Unobtrusiveness of the promotion. Nevertheless it’s essential to high-
light the existing benefits of the services and the school.

4. 1It's necessary to focus on the quality of inclusive educational services
of the school, i.e. reliability, warranty, opportuneness, tenderness, etc.

5. It is necessary to build stable cooperation at all levels of the educa-
tional process for the successful promotion: pre-school-school-colleague.

Author sees students, parents and the society as the main market partici-
pants. All of them have one and most important interest in inclusive education —
full communication between the disabled and the “healthy” people. That’s why
it’s necessary to realize the factors of the internal and external environment that
would influence the meet the needs of the key participants and the promotion of
the inclusive education.

Using different marketing instruments of analyzing the internal and exter-
nal environment it was concluded that all the factors affect the supply and con-
suming of inclusive education services.

The idea of inclusive education is highly supported by the govern-
ment. However, funding is considered not to be enough that’s why in the existing
conditions of the education market state schools need to find other ways of getting
financial support. They may be various private organizations that support the idea
of inclusive education. Social services also have a positive effect on the develop-
ment of inclusive education - a growing number of children with disabilities who
are ready to attend secondary school, the problem of desocialisation of disabled
people is highlighted. Technological environment has a direct impact on the possi-
bility of developing inclusive educational services - with the help of latest technol-
ogy children have the opportunity to attend lessons, to present tasks that due to
their physical disabilities are not able to present in the classroom, etc.

The external environment positively influences the development of inclu-
sive education. Lots of efforts are made to promote the idea of integrating
people with disabilities into society — government support, financial invest-
ments, the creation of a barrier-free environment. However, there is a risk of a
failure because of the not acceptance the disability mostly by the "healthy"
people. To minimize these risks, it is possible to invite parents, social organiza-
tions, celebrities whose opinions are listened to in the society, with the aim of
public reports values of inclusive education.

It’s obvious that the question of identifying the effectiveness of the meas-
ures to inclusive education promotion is very complicated as the result may be
seen only in some years. As for me, the result is going to be the acceptance the
disabled people into society as the full-right members.

There was made a research aimed on realizing the most effective measure
in inclusive education promotion from the experts’ point of view. 76 respon-
dents were used. They are headmasters (5%), teachers (30%), parents (41%) as
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the closest to communicate with the disabled children.

Most of the 3 ground of responders - 97% - said that the most effective
measure to promote inclusive education services is the barrier-free environ-
ment. Barrier Free Environment is one which enables people with disabilities to
move about safely and freely and to use the facilities within the built environ-
ment. Another most effective of the proposed measures, as experts believe, is
the changing the attitude to inclusion among teachers and children (94 % of the
experts opinion). Groups of principals and parents totally agreed while the ma-
jority of secondary schools teachers expressed the view that the qualification of
teachers and children is high enough and it is not the most important in promot-
ing inclusive education services.

Organization of educational seminars on the topic of inclusion comes up
to be the third most effective in promoting inclusive educational services (77%
of the experts). Headmasters and teachers agreed about the effectiveness of the
event while some parents felt that our society is quite full of different informa-
tion on the topic of disability and there are more effective measures to promote
inclusion.

The interesting to highlight is that most of the experts said that our society is
still not ready to adapt to the disability because of physical (“arcitectural”) and or-
ganizational (“attitude”) barriers, stereotypes and prejudices. That’s why nowa-
days the expansion of the inclusive education ideas and the tolerance to the disa-
bility comes to the foresight in promotion of inclusive educational services.
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BUILDING BRAND IDENTITY OF COSMETIC BRAND

JlaHHasi cTaThsl MOCBSILEHA MOJEISIM MACHTUYHOCTH OpeHa, KOTOpble MOTYT ObITh
MCIIOJIb30BaHbl HA PHIHKE KOCMETHYECKUX TOBApPOB.

This article describes the brand identity models that may be used for the global pro-
fessional cosmetic brands. It also gives the short description of modern trends at cosmetic
market.

Knrouegwle cnosa: naentnanocts O6penna, B2B 6penaunr, B2C 6penaunr, Moaens
UACHTUIHOCTH OpEH/Ia, PHIHOK KOCMETHKH.

Key words: Brand identity, B2B branding, B2C branding, brand identity model, cos-
metic market.

In the framework of modern spatial economics branding receives a high
importance. Brand becomes ““a generic element of business that guarantees an
effective cooperation with the external environment” [1, pp.219- 224]. The
McKinsey research confirms the topicability of branding identifying the three
main reasons why the brand is becoming the main communication tool, 1.e. the
image benefit, information efficiency and risk reduction [5, p.76]. At the same
time, the researchers notice that according to the modern economy branding is
urgent in both B2C and B2B markets. The only exception is that for the B2C
market the key function is the creation of the additional image benefits while
for B2B market — risk reduction. That’s why the role and importance of brand
management in the marketing policy of companies around the world is increas-
ing. It is known that one of the key objectives of effective brand management is
to ensure the brand influence on consumer behavior [3]. This is achieved by the
unity of the three components of the brand: the product/service itself, its sym-
bols and identity. In this article we will reveal the concept of " brand identity "
that is "a cornerstone of brand management " [4, p.23], according to Jean-Noel
Kapferer, one of the leading scientists in the field. There are many definitions
of the concept. In this research we consider the term according to V.N. Domnin
who identify the brand identity as a system of its features [2, p.269].

There are several models describing the structure of brand identity, that
were proposed by the scientists and the companies engaged in applied work in
the field of branding. To our mind, “Brand identity prism” by J.N. Kapferer is
one of the most demonstrative. It includes the following elements: physical fa-
cet, personality, culture, relationship, culture (values), consumer mentalisation
and reflected consumer. One finds the application of this model especially sig-
nificant for B2C goods, because it focuses mainly on the product itself, not the
relationship. Regarding the B2B segment, in opinion of D. Coleman and L. de
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Chernatony, the B2B brand identity model should reflect the characteristics of
the industrial market, in particular the higher role of interaction between market
stakeholders [6, 1063-1071].. These scientists developed their own brand identi-
ty model, based on some existing ones (the ones of D. Aaker and
J.-N. Kapferer among others). This model — “B2B service brand identity network”
focuses on relationship as the main attribute of B2B segment. It identifies key
elements of B2B service brand identity development: corporate visual identity,
brand personality, HR initiatives, employee and client focus, consistent communi-
cations. One of the main distinctions of the D. Coleman model is that it includes
such dimension as marketing culture. Secondly, the visual representation of this
model as a network that shows the interaction relationship between each element
of identity. We assume that in order to define the B2B brand identity correctly,
one should use the features of J.-N. Kapferer and D. Coleman models, because
they reflect the key attributes of the brands better than other ones.

All the features described higher may be reflected in the model called
“B2B brand identity network™, including the attributes described by J.-N. Kap-
ferer and the two different ones described by D. Coleman (Feature 1.)
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Feature 1. B2B brand identity network

This model may be especially representative for the brands sold in both
B2B and B2C segments. The example of such market is the cosmetic market.
The report of RNCOS showed that cosmetic market 1s to grow at 4,4% CAGR
by 2017. This rapid development is caused by some social, technological, eco-
nomic and political factors. The main ones are globalization, wellness boom,
ageing of the population, active development of science and technology. These
features are also the reason for anti-ageing segment of cosmetic market devel-
opment. The manufactures try to create the goods that would be high-tech, safe
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and effectively solving the problems of consumer appearance and health, skin
in particular.

One of the fastest growing segments of cosmetic market (and surely its
anti-age direction) is the cosmeceutical one. It is a hybrid category of products,
found on spectrum between drugs and cosmetics that exert a pharmaceutical
therapeutic benefit but not necessary a biological therapeutic benefit. The great-
est demand is currently observed in the segment of anti-ageing skin care cos-
meceuticals. The CAGR of this product category is about 10% (2012-2018).
This factor causes the appearance of really big market players, offering really
effective solutions to anti-age skin regeneration. First large companies of this
kind appeared in Europe and America (Obagi, MBR, Babor). But the situation
is gradually changing. There appear more excellent Asian brands with a great
potential for development (Dermoheal, Forlle’d etc.). Moreover it is expected a
reorientation of key players to the sales in growing markets of Asia and Latin
America due to the saturation of American and European markets.

While conducting the survey we may come to conclusion that one of the
most popular strategies is the one of globalization. Companies create a single
unique global brand having unified brand identity for all sales markets. It often
occurs that brand are sold not through retailers, but with the help of the direct
marketing tools: through professional beauticians working in clinics, beauty sa-
lons and SPA-centers, what necessitates to pay attention on both B2B and B2C
consumers needs while developing the identity of the brands.

It is obvious, that applying certain business efforts to develop brand iden-
tity managers expect to receive a certain result. It is rather difficult to calculate
the financial result of such activities. However we can certainly say that they
may have a great impact on the coherence of the brand. Some of the economic
indicators that show the effect right identity building are the metrics of loyalty
and awareness.

Therefore by conducting this research we confirmed the topicality of
building brand identity for cosmetic brands (cosmeceuticals in particular) and
the useful application of the adapted “B2B brand identity network™ combining
the features of J.-N. Kapferer and D. Coleman models, in such kind of market.
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CREATING A PLACE IDENTITY AND PLACE IMAGE
FOR NEW ST.ISAAC OFFICE CENTRE

Pabora nocesiena pa3paboTke MAapKETHHIOBOM KOHUENIMM Ul OM3HEC-LIEHTpa B
my3eitHoMm kBaptane Cankt-IletepOypra. OtnenbHOe BHHMaHUE YAETSETCS CO3AAHUIO
UMUKA «MECTa» — CaMOTr0 HMCTOPHUYECKOTO 3/IaHus, B KOTOPOM pacrojiaraercsi Om3Hec-
neHTp. JloM u TeppuTopusi MOTYT TPEACTABIATH OCOOYIO IIEHHOCTh ISl TIOTPEOUTENS U 00-
IIECTBA B IIEJIOM, YTO UTPAET POJIb B MpOIecCce MOBBIIIEHNUS CTOMMOCTH OM3HECa U HEIBH-
KUMOCTH.

The paper is devoted to a discussion of a creating place image and place identity for a
business center in a historic building. The key point in marketing strategy for the office
building is to be associated with a place, and not with the company. In the modern culture
there is a situation of competition of impressions, which brings the necessity of searching
for new marketing ideas such as placemaking activities.

Knioueevie cnoea: Vimumx Mecta, WICHTUYHOCTh OpeHIa, OpEHIUMHT TEPPUTOPHH,
MapKeTUHT Ou3Hec-LIeHTpa, oucHbIil ocoOHsk HoBo-McaakieBckiit

Key words: Place Image, Place Identity, , brand identity, placemaking, marketing for
business center, New St.Isaac Office Centre

The main goal of any promotion of the region (country, city, district) is
making it the original image, which in turn will increase the tourist flow and
improve the investment climate. But in contrast to the branding and placemak-
ing of area, making a place out of the brand and real building is something dif-
ferent. But as it could be done by the region, a company can find some unique
sphere and make a bet on it.

A place’s image is the sum of beliefs, ideas and impressions that people
have of a place. Images represent a simplification of a large number of associa-
tions and pieces of information connected with the place. The image of a place
1s a result of complex long-term activities, which can build the unique character
of the place. Therefore, image is not easy to copy, like many activities of the
operative marketing mix.

It is important to position the brand within the selected target group
against the competition. The brand should be different from the competing of-
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ferings in at least one dimension that is valued by the customer. Brand position,
part of brand identity and value proposition, is communicated to target groups
to show its advantage over competing brands. Value added place brands offer
more benefits than the competitors” more anonymous and vague brands in other
locations.

The image of the place is also the outcome of the systematic marketing
communication process. The image is always “true”, being the real experience
of the target group. A place’s image must be valid, believable, simple, distinc-
tive and appealing. The real substance of the place must be so near the image
wanted that outside “observers” will not get confused in their perceived asso-
ciations towards the place.

Let’s have a look at it on a concrete example. The high class office centre is
located in the very heart of St. Petersburg: five minutes’ walk from St. Isaac's Ca-
thedral, the Bronze Horseman, the group of buildings forming the Constitutional
Court of Russia, the Mariinsky Theater, the New Holland Island and the Neva
embankment. So the building is located in St.Petersburg ‘“Museum quarter”.

Goal: The goal for creating a place identity and place image for the New
St.Isaac Office Centre was to start the branding process for the complex of
buildings to attract new tenants and to increase the value of the centre itself. At
the beginning of the project was launched, one goal was also to design and es-
tablish the visual elements such as the logo.

The task was to be reflected in the title of high office and give the true
spirit of old St. Petersburg. So business center was renamed in Russian "Office
mantion". The building is located in the heart of St. Petersburg, on the street Ja-
kubowicz, which until the early 20th century was known as the New Isaac and
led to St. Isaac's Cathedral. This determined the name of the business center,
and it was decided to retain the old spelling of the letter "i", which was discov-
ered in archival drawings facade - "New Isaakievskiiy", which also highlights
the feature of the project, its authenticity and connection to history.

Process: During the first year of the project, the New St.Isaac’s logo and
visual outlooks were developed for the basic instruments in the real estate mar-
keting. New St.Isaac Office Centre wanted to emphasize that it was a historian
and also a high-tech building with rich traditions. Its history is inseparably con-
nected with the economic development of the Russian state and owes much to
the participation of settlers: traders and bankers. Thus, the concept of the future
office centre was born: Heritage with a modern touch.

Placemaking is a multi-faceted approach to the planning, design and man-
agement of public spaces. The main thing for the office centre is to be not just a
business building but a place where not typical for real estate things happen.
Here comes the expression "third place". This is not work and not home, it is a
space in the city for study, business meetings and work. There is a Wi-Fi, well
organized space, just to get there.
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As 1s well known, in Europe aristocratic palaces and mansions that are
owned privately are often open to visitors and form an important part of the life
of the city. New St.Isaac’s supports this attitude of social responsibility in busi-
ness. It is actively involved in urban programs such as the German Week in
St.Petersburg.

New St.Isaac’s invites tenants, guests of the city and local people to see
the life of "Mustard House" from the inside and take a trip back in time: to
climb the old stairs to get to the mysterious attic, find vaulted prayer hall, visit
the modern design offices, which are stored as historical details.

Qwest called “The House of Sarepta Society” is about the contribution of
German colonists in the economic, scientific and cultural development of Rus-
sia in the 18-19 centuries. The business trip "Heritage with a modern touch" is
about reconstruction of the historical building of the XVIII century to modern
needs, and its transformation into a business center.

For designers and planners the key realization should be that a place has
truth based not just on the facts of its existence, but also on the things believed
to be true about it. “Sense of place,” then, should embrace experiential and as-
sociational narratives as well as physical attributes. The key point in marketing
strategy for the office building is to be associated with a place, and not with the
company.
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NAEA OBABATEJIBHOI'O CTPAXOBAHUA KNJIbA
HA NIPUMEPE ITPOEKTA ®EJEPAJIBHOI'O 3AKOHA 2008 I'OJA

B crathe uccrneayorcs o0mue NpUHIUIBI 00S3aTEIILHOTO CTPaXOBaHMsI, a TAKXKE Ya-
CTHBIN Clly4all TaKOTO CTpaxoBaHHUs Ha MpuMepe mpoekTa denepaibHoro 3akoHa «O06 00s-
3aTeIbHOM CTPaXOBAHHUH KUIIBIX TTIOMEIICHUI.

The subject of the article is the general principles of compulsory insurance, as well as
a special case of such insurance on the example of the project of the Federal law «About ob-
ligatory insurance of residential premises».

Knrouegwle cnosa: 00s513aTeIbHOE CTPAXOBAHUE, JKUIIBIE TIOMEIIICHUSI.

Key words: compulsory insurance, residential premises.

B cootBerctBum co ¢1.927 I'K P® u n.2 cr.3 3akoHa «O0 opranuzanuu
cTtpaxoBoro aena B Poccuiickonn denepanum» Mo KPUTEPUIO BOJCU3bSIBICHUS
CTOPOH JIOTOBOpa CTpaxoBaHUs BbIAEISETCS JBE (DOPMBI CTpaxoBaHUs: 00s3a-
TeJIbHOE U IOOPOBOJIBHOE.

Obs3amenbHbim HA3BIBAETCS CTPAXOBaHUE, KOTJIa TOCYAapCTBO YCTaHAB-
AuBaeT 00s3aTEIbHOCTh BHECEHHUS COOTBETCTBYIOIIMM KPYTOM CTpaxoBartelen
CTpaxoBbIX Mmiuatexed. O0s3aTenbHas (popMa CTpaxoBaHMs PACIIPOCTPAHSIETCS
Ha MPUOPHUTETHBIC 0OBEKTHI CTPAXOBOK 3aIUTHI, TO €CTh TOT/Ia, KOT1a HeoOXo-
JTUMOCTh BO3MEIIIEHUSI MaTepUAJIBHOTO yillepOa M OKa3aHWE UHOU JICHEKHOU
MOMOIIH 33/IEBA€T UHTEPECHI HE TOJILKO KOHKPETHOTO MOCTPA/IaBIIETO JIUIIA, HO
1 OOIIECTBEHHBIE HHTEPECHI.

'K PO (ct. 927) mpemycmaTtpuBaeT 00s13aT€lbHOE TOCYIapCTBEHHOE
CTpaxOBaHHE, KOTOPOE OCYIIECTBISIETCS CTPAXOBBIMH OpPraHU3AIMSIMU 32 CUET
CPEJICTB TOCYJapCTBEHHOTO OO/IKeTa, U 00sA3aTEIbHOE CTPaXOBaHUE, KOTOPOE
JIOJDKHO OCYIIECTBIISITHCS 32 CYET UHBIX MCTOUYHMKOB. Takum 00pa3oMm, o0si3a-
TEJbHOE CTPAXOBAHUE MOKHO Pa3JeIUTh Ha rOCYJAapCTBEHHOE U HETOCYIapCT-
BEHHOE.

Cnyyan 00s13aT€IBHOTO CTPaXOBaHUSI YCTAHABIMBAIOTCS 3aKOHOM, CO-
[JIACHO KOTOPOMY CTPAxOBIIMK OOs3aH 3aCTPaxoBaTh COOTBETCTBYIOIIHNE O0b-
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€KThI, a CTPaXOBaTEJIU — BHOCUTHh MPUUYUTAIOIIUECS CTpPaxoBble IIaTexu. Ta-
KHe ciydan OyAyT KOPOTKO paCCMOTPEHBI B HACTOSAIIECH CTAaThe C IEIbI0 00IIIe-
ro MOHUMAaHUSI UHCTUTYTA 0053aTEILHOIO CTPAXOBAHMUSL.

JIoOpOBOJIBHOE CTpaxOBaHUE HE SIBISIETCS MPEIMETOM HACTOSIIETO HC-
CJI€OBAHUS.

Tax HazpiBaeMoe «00s3aTeNbHOE CTpaxoBaHUE» (0O0S3aHHOCTH KOTO-THOO
CTpaxoBaTh T€ WJIN UHbIE UHTEPECH) npeaycMoTpeHo ¢1.927 'K PO: «B cnyuyasx,
KOI'JIa 3aKOHOM Ha YKa3aHHBIX B HEM JIMI] BO3JIaraercsi 00sI3aHHOCTh CTPAaXxOBaTh
U3Hb, 3JIOPOBbE WM UMYIIECTBO JIPYTUX JUII JIMOO CBOIO TPAXKJIAHCKYIO OTBET-
CTBEHHOCTh TEpe]l IPYTUMU JIMIIAMU 3a CBOM CUET WJIM 3a CUET 3aMHTEPECOBaH-
HBIX JUI] (00s3aTeIbHOE CTPAXOBAaHUE), CTPAXOBAHUE OCYIIECTBIISIETCS MMyTEM 3a-
KIIFOUEHUSI JIOTOBOPOB B COOTBETCTBMHU C MpaBWJIaMHU HACTOsIIEW IaBbl. s
CTPaxOBIIUKOB 3aKJIFOUEHUE JJOTOBOPOB CTPAXOBaHUS Ha MPEJIOKEHHBIX CTPaXo-
BaTEJIeM YCJIOBUSAX HE SBIISIETCS 00sI3aTENIbHBIM. 3aKOHOM MOTYT OBITh TpEeTy-
CMOTPEHBI CiTy4an 00sI3aTEIbHOTO CTPAXOBAHMSI JKU3HU, 3JI0POBbS M UMYIIIECTBA
IpaX/JaH 3a CUET CPEICTB, MPEIOCTABIECHHBIX M3 COOTBETCTBYIOIIETO OOJKETA
(00s13aTeIbHOE TOCYAPCTBEHHOE CTPAXOBAHUE)Y.

Bce 3akoHOaTenbHO yCTaHOBJIEHHBIE B HacTosIee BpeMs B Poccun ciy-
yaum 00s3aTEIbHOTO CTPAXOBAaHUA MOXHO KJIAacCU(PUIIUPOBATh MO MPU3HAKY
CTPaxOBOTO Clydasi Ha TpU OOJIbIIINE KATEeTOPHUH:

1. O6s3aTenpHOE COlMaIbHOE CTPaXOBaHKE (CTpaxoBaHUE B cepe colu-
aIbHOTO O0eCIeyYeHusl, KOTr/la CTPaXxOBbIM CIIy4aeM SIBIIIOTCS COOBITHS, BIEKY-
e yXyAIIeHHe MaTepUalIbHOTO TOJIOKEHUS 3aCTPAXOBAHHOTO JIMIlA, HAMPHU-
Mep, TpaBMa, HACTYIJIEHHWE TIEHCUOHHOTO BO3PAacTa, POKJIECHUE peOeHKa U T.11.);

2. O0s3aTenpHOE TOCYIAPCTBEHHOE CTPAaXOBaHUE (Cllyyan 0053aTEIbHOTO
CTpaxOBaHUsI KU3HU, 3J0POBbSl U UMYIIECTBA Ipa)KJaH 3a CUET CPEACTB, Mpe-
JIOCTABJICHHBIX U3 COOTBETCTBYIOIIETO OIO/KETa — TO €CTh CTPAXOBaHUE 3a TO-
CYyapCTBEHHBIN CUET, KOT/Ia CTPAXOBBIM CIY4YaeM SIBIISIETCS YXYAIICHUE MaTe-
PHUATBHOTO MOJIOKEHUS TOCYAApPCTBEHHOTO CTy’Kalllero, padoTa KOTOPOro B MH-
Tepecax rocy/1IapcTBa CBsi3aHa ¢ NMPOPECCUOHATBHBIM PUCKOM, U MO3TOMY pac-
XOJIbI IO CTPAXOBAaHMIO JOJKEH HECTH HE OH, a rocyaapcTBo. [Ipumepsl: 00s13a-
TEJIbHOE CTPAXOBAHUE XKU3HU U 370POBbSI COTPYIHUKOB MPABOOXPAHUTEIHHBIX
OpraHoB);

3. OOGs3aTenbHOE CTPaxXOBAaHUE B COIMAIBHO 3HAYMMBIX cepax (Harpu-
Mep, CTpaxOBaHWE IPakJaHCKOW OTBETCTBEHHOCTH BIIAJIETbLIEB TPAHCIIOPTHBIX
CPENICTB, CTPaXOBAaHUE BKJAJOB B KPEAUTHBIX YUPEKIACHUSAX, CTPAXOBAHUE OT-
BETCTBEHHOCTH 32 HEBBITIOJIHEHUE 00S3aTEIBCTB M0 OKA3aHUIO TYPUCTHUYECKUX
ycayr u ap. [lepedens 3Tux chep MOXKET MEHSITHCSI ¢ UBMEHEHUEM SKOHOMUYE-
CKUX, MOJUTUYECKUX, COIIMATBHBIX OTHOIIIEHUM B OOIIECTBE Ha ONpPEICICHHOM
UCTOPUYECKOM 3Tare).

Kak yxe oTMeudanoch BbIlIE, HEOOXOIUMOCTh 00513aTEIBHOTO CTPaXOBAHUS
B COITMAJILHO 3HAYMMBIX Cepax MOKET MOSBISIThCS M UCUe3aTh B Pa3HbIC MMEPHO-
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Il pa3BUTHUSI 00IIeCTBEHHBIX OTHOIIeHU. CeroHs B Poccun oueBuHa HeECTO-
COOHOCTh 00IIIECTBa U TOCY/IapCTBA OOECIEUYUTH MOJIHYI0 TEXHHUUECKYIO Oe3ormac-
HOCTh TIPU AKCIUTyaTallMK KWIAIIHOTO (POHJA: PEryJSIPHO MPOUCXOJISAT YPE3BbI-
YailHble MPOUCHIECTBUS C XKWIBIMA JOMaMH (TE€XHOTE€HHBIE aBapWH, MPUPOJIHBIE
SBJIICHUS. W T.J.), YbM BIAACIIbLBI TOPA3I0 MEHEE 3allMIIECHbl MAaTEPUAIBHO I10
CPaBHEHHIO C BJaJIEebIIAMU HEKUIIBIX OOBEKTOB, JIJIsl KOTOPBIX, KaK MPaBUIIo, MO-
JOOHBIE PUCKH SABIISIIOTCS KOMMEPUYECKUMH, TO €CTh YUTEHBI B UX MpEeANpUHUMA-
TENbCKOU JiesiTenbHOCTU. [Ipu aTOM 0bOecrieueHne 0e30MacHOCTH KUJIbsl HE Tepe-
CTaeT ObITh OJJTHON WX (DYHKIIMI TOCYIapCTBA, YUUTHIBasE OCOOCHHOCTh 3aCTPONKH
HACEJICHHbIX MyHKTOB HaumHas ¢ XIX Beka (korga B Poccum Hayaiu CTpouTh
«MHOTOKBAapPTUPHBIE)» MHOTOATAKHBIE IOMA) TIO HACTOSIIIEE BPEMSL.

Takum 06pa3om, ceroHs Ha3pesia He0OXOAUMOCTh BHEPATH U Pa3BUBATh
HOBBIM BHJI 0053aTENILHOTO CTPaxOBaHHUS B COIMAIBHO 3HAYMMBIX cdepax, a
UMEHHO — CTPaxOBaHUA B KWIUIIHON cepe, B TOM YHCII€ CTPAXOBAHUE KUJIbs
KaK UMYIIECTBA.

PaccMoTprM BO3MOKHBIN IMOAXOJ K PELICHUIO 3TOM 3aJa4yd Ha IPUMEPE
npoekta DenepalbHOr0 3aKOHA, KOTOpPBIM ObUT BHECEH B ['oCynapCTBEHHYIO
Hymy @C PO B 2008 rony.

B 2008 romy B I'ocymapctBennyto dymy ®C POD Obu1 BHECEH Ha pac-
CMOTpeHHE MPOeKT (eaepanpbHOro 3akoHa «OO0 00s3aTEIBPHOM CTpPaXxOBaHUM
KUIBIX TIoMeleHui». HeobXoaumMocTh BBeIEHHs 0053aTeIbHOIO CTPaXxOBaHUs
KUJIbsl OOBSCHSJIACHh aBapUSIMHU, CBI3aHHBIMU C HEHAJJIeXKAallle IKcIuTyaTanuen
ra3oBoro o00Opy/1I0BaHus, 1 HEOOXOAUMOCTBIO 3alIUTHl HHTEPECOB TOCYIapCTBa
U TPaKJIaH.

OCHOBHBIMU MPHUHITUIIAMHU 0053aTEILHOTO CTPAXOBAaHUS IMPOBO3TJIAIIA-
JHCB:

- TapaHTUs BO3MEIIECHUS Bpe/a, MPUYMHEHHOIO >KU3HH, 3I0POBBIO WU
UMYIIECTBY MOTEPIIEBIINX, B YCTAHOBICHHBIX 3aKOHOM IpEJIENax;

- BCEOOIIHOCTH U 00513aTE€ILHOCTh CTPAXOBAHUS KUJIBIX IOMEIIEHUH;

- HEJOMYCTUMOCTb JKCIUTyaTalluu >KWIbIX IMOMEIICHUH, COOCTBEHHUKHU
KOTOPBIX HE UCTIOJIHWIIM OOSI3aHHOCTh 110 CTPAXOBaHUIO.

OO0s13aHHOCTh CTPAaxOBaTh XUJIbE B MOJIb3Y MPOXKUBAIOIIUX B HEM JIUII
MpeJIarajoch BO3JIOKUTh HA COOCTBEHHUKOB JKWIIBIX ToMelieHui. [Ipuuem, B
Clly4yae, €CJIM TMOMEIIEHUE HAaXOAUTCS B OOIIel COOCTBEHHOCTH HECKOJIBKUX
JMI, CTpaxoBaTelieM JOJDKEH ObLI BBICTYNAaTh OJMH M3 COCOOCTBEHHUKOB Ha
OCHOBAHUU COTJIAIIEHUSI C APYTUMU COOCTBEHHHKaMU. OJTHAKO MPOEKT 3aKOHA
HE TMpeAycMaTpuBall, B KaKOM TOpSAJIKE JAOJKHO ObLIO 3aKIII0YaThCsl TaKOe CO-
TJIalieHue.

Taxke MpoeKT MmpeaycMaTpuBall peryJIMpoOBaHUE CTPaXOBBIX Tapu(doB, MOJ-
POOHO peraaMeHTHPOBaI TIOPSOK OMPE/IEICHUs CTPAXOBbIX BBIILIAT MPU HACTYTI-
JICHUHM CTPaxOBOI0O CIyyasi, MOPSAJOK 3aKIIOYEHHS JOTOBOpAa CTPAaXOBaHUSA, JiEsi-
TEJIbHOCTh CTPAXOBIIMKOB U UX OOBETUHEHUH, BHIIIATHI KOMIICHCAITUI B TE€X CIIy-
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Yasx, KOrja CTPAXOBIIUK CTAHOBUTCS OAaHKPOTOM U Apyrue Bompockl. [1o3uTus-
HBIM MPEJIOKEHUEM ObLIO MOSBICHUE MHCTUTYTA €UHOIO rapaHTUuitHOro (oHaa
(10 aHAJIOTUU C CUCTEMOM 00S13aTEBHOIO CTPAXOBAHUS TPAXKTAHCKOW OTBETCTBEH-
HOCTH BJazienblieB TpaHCopTHBIX cpenactB — OCAI'O): Ha ciydait GaHKpOTCTBa
CTpaxOBBIX KOMIAHWN, U3 CPEACTB 3TOT0 (DOH/IA BBHITLUIAYMBAIUCH OBl COOTBETCT-
BYIOIIIME KOMIIEHCAIUK nocTpaaaBmM. [peanonaranock, 4To aep:kaTeeM 3Toro
donma Tak xe, kak U B chepe OCAI'O, Oyner npodeccroHaibHOE 0ObETUHEHHE
CTPaxOBIIUKOB 0053aTEIHLHOIO CTPAXOBAHUS KBS

BnocnenctBuu npoekT ObLI CHSIT €ro aBTOpamu ¢ paccMoTpeHus [ocy-
JTApCTBEHHOUN aymoil. BeposATHO, aBTOpamMu ObUIM BOCIPUHSTHI apryMEHTHI
IPOTUBHUKOB BBEJICHUS O0SA3aTEIHHOTO CTPaXOBAHMS KWIbS: 3aKOH, B ClIydae
€ro MpUHATHUH, BolIeN Obl B mpoTuBopeune ¢ Koncrurynuen u I'paxgaHckum
KoziekcoM P®, KoTOpbie rapaHTUPYIOT BCEM COOCTBEHHHMKAM MPaBO CBOOOHO
BJIAJIETh, MOJIb30BATHCS U PACHIOPSKATHCS CBOUM UMYIIECTBOM. A 005S3aHHOCTD
CTpaxoBaTh COOCTBEHHOE MMYIIIECTBO — 3TO OTPAHUYECHUE TIpaBa MOJIb30BaHUS.
Kpome Toro, mpoekT He npeaycMaTpuBal HUKAKUX HETaTUBHBIX MOCIEACTBUM
HEBBITIOJIHEHUSI CTPAXOBATEIISIMU CBOEH OOA3aHHOCTH 3aCTpaxoBaTh >KUIIbE,
KpOMe€ 3alpeTa He 3KCIUTyaTallui0 ATOTO KWJibs. Peanuzanus Takod CaHKIIUU
dakTHUecKu 03Hayana Obl BHICETICHUE JIIOICH U3 MPUHAIEKAITUX UM KBAPTHUD,
YTO TakKe MpoTuBopeunsio 061 KoHcTutyiuu (mpaBo Ha JKUIUINE) U 3PABOMY
CMBICITY.

be3ycinoBHO, HEOOXOAMMO MPOAOIKATH PabOTy, B TOM YHUCJE 3aKOHO-
TBOPYECKYIO, M0 MOUCKY ONTUMAIBHBIX CIIOCOOOB 3aIIUTHI TPAXKIAH U TOCyIap-
CTBa OT HEOOOCHOBAHHBIX PACXOJOB HAa YCTPAHEHHUE aBapUil M MPUPOJIHBIX Ka-
Takiau3MoB. Ho cerogns 0e3 mameHnenus ['paxmaHckoro kojekca (ct.927) He-
BO3MOXKHO MEPEKIIAIbIBATh 00S3aHHOCTh MO CTPAXOBAHUIO JKHWJIbsl HA COOCTBEH-
HUKOB 9TOrO0 XWibsi. Ecim ke rocymapcTBy HEOOXOAMMBI JOTOIHUTEILHBIE
phIuary JJis BO3ACHCTBUS HA JIUI, OTBETCTBEHHBIX 3a O€3aBapUIHYIO IKCILTya-
TalMIO KWJIOTO (hOHIA, TO HEOOXOAMMO BECTH paOOTy B HAMPABJICHUH, HAMPHU-
Mep, 00s3aTebHOr0 CTPAaXOBAaHUSI OTBETCTBEHHOCTU MPOEKTHBIX, CTPOUTEIIb-
HBIX, AKCIUTYyaTal[MOHHBIX OpTaHU3aIlui, a TaKke OTBETCTBEHHOCTU COOCTBEH-
HUKOB OKWJIBIX TIOMEIICHWA 3a Bpel, MNPUINHEHHBIM WX JICUCTBUS-
MU/0e3/1eiCTBUEM.
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CEKL MU S. PBIHOK HEHHBIX BYMATI
N CTPAXOBBIX MPOAYKTOB B @OPMUPOBAHUN
MEXAHHU3MOB COIUAJIBHOU 3AILIUTBI HACEJEHUSA

A. O. Baayxos

CIIoI DY, mporpamma «PeIHKH IIEHHBIX OyMar
Y CTPAXOBBIX MPOITYKTOB)

K.3.H., JoneHtT Jleoutsena M.I1.

CUCTEMA YIIPABJIEHUSI KATIUTAJIOM
B UHBECTULIMOHHOU KOMITAHUUA

B cratbe paccMOTpeHBI OCHOBHBIE MPUHITUIBI MOCTPOCHHUS YPPEKTUBHOU CHCTEMBI
yTIpaBJICHHUS KAMTaJIOM Ha POCCHHCKOM PBHIHKE KOJJICKTUBHBIX MHBeCTHLWH. OpuUeHTHpPY-
SICh Ha OTBIT YIPABJISIONICH KOMITAHUN «Apcarepay, aBTOp MOKa3bIBaeT, 9To 3 (HEeKTUBHOE
B3aMMO/ICHCTBUE DJIEMEHTOB CHCTEMBI MOXKET JaBaTh PE3yJbTaT, BRIPAKAIOIIUICS B Tpe-
BOCXOJIAICH TUHAMHKY (DOHIOBBIX HHIEKCOB IOXOJIHOCTH WHBECTHIIMOHHBIX MTPOYKTOB.

In article the basic principles of effective capital management system in the Russian
market of collective investments. Based on the experience of the managing company «Ar-
sagera», the author shows that the effective interaction of components of the system may
give the result, expressed in superior dynamics of stock index return of investment products.

Kniouegwie cnoga: nacsble MHBECTUIIMOHHBIE (DOHBI, PIHOK KaUTAJIOB, (DyHAAMEH-
TaJbHBIN aHAIN3, aKI[HH.

Key words: mutual funds, financial market, fundamental analysis, stocks.

B HacTosiiiiee BpeMsi oTpaciib KOJIJIEKTUBHBIX MHBECTUIIMM B Poccuu, kak
U BECh PHIHOK KalMTaJIOB, HAXOJUTCA B TPYAHOM MojoxeHuu. C oaHOM cTOpo-
HbI, PBIHOK JIOJITOBBIX I[EHHBIX OyMar, BKJIIOYAIOIIUX KOPIOPAaTUBHBIC, MYHHU-
[UMaJbHbIE M TOCYAApCTBEHHBIE OOJMTalMM, IEMOHCTPUPYET TOJA 3a TOJ0M
poct, nmocturayB Ha koHer[ 2013 roma odwema Oonee 10 mapa. pyOraei [2].
C npyroil CTOpOHBI, PHIHOK aKIHUM CTarHUPYET: 3a MOCJIEAHUE 3 ToJla UHIIEKC
MMBB cuusuics ¢ 1688 mynkToB (B koHie 2010 roxa) mo 1505 nyHkToB (Ha
koHer 2013 roxa). CymiecTBeHHOE BIUSIHUE HA TaKYI0 JTUHAMHUKY OKa3bIBAE€T HE
TOJIKO YMCTBIM OTTOK KamuTajna, ¢ 2008 roga mo HacTosimiee BpeMsi COCTaBHUB-
il opsiaka 12 TpiH. pyouei [1], HO U cOKpallleHne YaCTHBIMU MHBECTOPaMuU
MHBeCTUIIMN B poccuiickue akiuu. 3a 2010-2013 rr. cTOMMOCTh YHCTBHIX aKTH-
BOB OTKPBITBIX U MHTEPBAIBHBIX (DOHIOB aKIIMii, TO €CTh T€X, KOTOPbIE OPUEH-
TUPOBAHBI HA YaCTHOT'O MHBECTOPA, COKpaTmiachk ¢ 73,5 no 40,3 mupa. pyosei.
Kpowme Toro, ¢ 2008 rosa He mpekpamiaeTcs OTTOK CPEICTB U3 TakuX (POHJIOB,
COCTaBHUBILIUM 3a 3TOT ke Nepuoj nopsiaka 20 mapa. pyOsei.

Ha xonen 2013 rosa kanuTanu3amusi KOMIAHUM, YU aKIUU OOpaIaroTCs
Ha MockoBckoi bupxe, cocraBuiia okoso 25 TpiH. pyOsiel, npu 3ToOM Kalurta-
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Jau3aiys akiu, HaXOJAIUXCSI B CBOOOJHOM OOpalleHuu, - OKojIo 7,8 TpJiH.
pyOJiell, To ecTb MEHEE TPETU OT OOIIEH KanuTaJIU3aluu POCCUUCKOTO PbIHKA
aKIUMi. ITO TOBOPUT O TOM, YTO CYIIECTBEHHAs! YaCTh aKIIMOHEPHBIX JI0JIEH Ha-
XOJIUTCSl B pyKaX KPYMHBIX aKIIMOHEPOB.

NHTEepecHO MpoaHAIM3UPOBATH CTPYKTYPY BIIAJICHUSI aKIUSAMH, HAXOJIs-
muMucs B cBoOogHoM oOpamieHuu [4]. Okono 57% npuHaiexxuT 3apyOex-
HBIM MHCTUTYIIMOHAIbHBIM MHBECTOPAM, KOTOPBIE PACKPHIBAIOT UH(POPMALIHIO.
Oxkoio 10% npuxoautcs Ha poccuiickue 0anku, emnie 10% - Ha YaCTHBIX UHBE-
CTOpOB, rpaxaad Poccun. Menee 5% npuxoauTcss Ha POCCUHMCKHAX HHCTUTY-
[[MOHAJILHBIX MHBECTOPOB — MHBECTUIIMOHHBIEC U MEHCUOHHBIE (DOHJIBI, CTPAXoO-
Bble KOMITaHUU. [IpuMepHO msATasg 4acTh COCPENOTOUYECHA B pyKaX MHBECTOPOB,
KOTOpbIE HE PACKPHIBAIOT HHPOPMAIIHIO.

Jpyrumu ciioBaMu, Ha POCCHIICKOM PBIHKE aKIWK CKIIAJbIBACTCS MapagoK-
caJIbHasl CUTYyalusi, Korga OOJIbIIe MOJOBUHBI JTOCTYIHBIX IIUPOKOMY KpPYTY JIUIL
aKIUK JepKaT MHOCTPAaHHbIE HUHBECTOPHI, B TO BpeMs Kak rpaxaane Poccuu Bia-
netoT Toabko 10%. B pe3ynbrate KypcoBasi J[MHAMHKA aKIIUKA OY€Hb CUJILHO 3aBU-
CUT OT BOCHPUSTHUS HEPE3UJCHTAMU PUCKOB BEACHUS OM3HECa B HAIllEH CTpaHe,
YTO BBIPAXKAETCA B CWJIbHON HEraTMBHOW PEaKIMU PbIHKA MPU BO3PACTAHUU T€O-
MOJTUTHYECKUX PUCKOB, KOrna Jae-(hakTo PUCKU M3MEHEHHs (DMHAHCOBBIX MOKa3a-
TEJIEN POCCUMCKUX KOMITAHUM B XYJUIYH0 CTOPOHY HE TaK BEJIUKHU.

ITocne ananuza qoxoaHocTH 3a niepuon ¢ 31.12.2004 o 31.12.2013 rr. uH-
nexkca MMBB, nanekca IFX-Cbonds 1 6aHKOBCKOIO JIeNO3WTa CJlIeJIaH BBIBOJI O
TOM, YTO JJOXOJHOCTh, KOTOPYIO OOecrieYrBaeT (POHIOBBIN PHIHOK, BBIIIE JTOXO/I-
HOCTH UHCTPYMEHTOB ¢ (PMKCUPOBAHHBIM JIOXOJIOM B JIOJITOCPOYHOM TIEPUOJIE.

[Ipu 3TOM 32 TOT K€ MEPHUOJI JOXOJHOCTH, KOTOPBIE MPOJIEMOHCTPUPOBA-
JIM MHBECTUILIMOHHBIE MPOIYKTHI YIPABIISIIOIIUX KOMIAHUM, OPUEHTUPOBAHHBIX
Ha YaCTHOT'O MHBECTOPA, JaXe MPEB3OIUIN PHIHOYHBIE PE3YIbTATHI.

C mavasia u 10 KOHIIa yKa3aHHOTO nepuoja B Poccun ¢hyHKIMOHUpOBAIN
55 OIlM®oB akuuii U UHAEKCHBIX (HOHIOB, puueM S5 u3 Hux (oxoso 10%)
IPOJIEMOHCTPUPOBAIN JOXOAHOCTh BBILIE CPEIHEPBIHOYHOM [2], HHAUKATOPOM
KOTOPOM BBICTYIAeT UHACKCHBIN (DOHJI, TaK KaK, B OTJIMYHUE OT MPOCTOr0 pacue-
Ta JUHAMUKHU (POHJOBOTO UHJICKCA, YYUTHIBAET PEUHBECTUIIUU JTUBUICHIOB.

Tabmumna 1
Hoxomnocth 6 ayumnx OIIN®oB akuunii 1 HHAEKCHbIX (GOH/I0B
3a mepuona ¢ 31.12.2004 nmo 31.12.2013 rr.

Neni/m NP YK Cnenmnaauszanus JloxoaHocTh

1 Wntepdun Tene- HuTepdun Ka- CBA3b U TeeKoMMyHUKa- | 381,72%
KOM nuTal 100505

2 PET'MOH ®onn PETIOH 5c¢cM be3 cnenmanu3anuu 286,47%
aKuu
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Oxonuanue taom. 1

Neni/m MMNno YK Cnenmnanuzanus | JloxogHocrb

3 AnpsHC — AKITUHN AnpsHac MaBecTunn be3 cnenmanmuza- | 252,19%
1005071

4 AtoH-DoHA akMi | ATOH-MEHEIKMEHT be3 cnenmanuza- | 229,05%
1005071

5 ITerp Cronpimun O®I' UHBECT bes cnenmnamuza- | 228,79%
1005071

6 TKF BHII llapuba- | TKF BHII Ilapu6a Hnu- | MMBE 200,65%

Hnoexc MMBE secmmenm [lapmuepc

Hctounuk: [2].

IIpu 3TOM YeM Kopoude paccMaTpuBaeMbId TMEPUOJ MO TUHAMUKE, TEM
oomnpire [TMDoB mpeBOCXOIUT pe3yabTaT MHAEKcA. Ecinu oOpaTUThCs K J10X01-
HoctH 3a nepuoa ¢ 01.07.2005 mo 31.12.2013 rr., TO BUAHO, YTO UHBECTULIUOH-
HBIX TPOJYKTOB, MPEBOCXOMSIINX PE3yIbTaT MHIAEKCHOTO (hOHIA, HECKOILKO
OoJpIie — JIydIne uHaekca okazanuchk 7 u3 63 [N doB (6onee 10%). Takum 006-
pa3oM, B JIOJITOCPOYHOM MEPHUOAE CIIOKHEE MPEBOCXOAUTH CPEIHEPBIHOYHBIN
pe3yJbTar.

Tabnuia 2
Joxomnocts 8 nyuminx OIIA®oB akumnii 1 HHAEKCHbIX (OHI0B
3a mepuoj ¢ 01.07.2005 mo 31.12.2013 rr.

Mecro | [IND YK Cneuunanuzanus JdoxoaHocTh
1 VYuusep-Donp aknuit VYHusep Me- bes cneunanuzauun | 270,78%
HEJDKMEHT
PEI'MOH ®ong akimuit | PETMOH O¢cM | bes cienmanu3amun | 231,37%
3 AnpsiHC — AKITMH Anpsac UaBe- | be3 cnenmanmzanun | 217,47%
CTULIUH
4 [Tetp CTonpinun O®I' UHBECT | be3 cneunanuzauuu | 209,99%
5 Apcarepa-®onpg akuuii | Apcarepa be3 cneunanuzanuu | 201,14%
6 TKBb BHII IMapu6a - TKb BHII ITa- | cBsI3b U TE€NEKOM- 201,04%
TenexkommyHukanuu 1 | puba UHBecT- | MyHUKaIMu
VHHOBALUU MeHT [TapTHepe
7 Aton-dony akuit ATtonH- be3 cienmamuzamuu | 189,02%
MEHEI)KMEHT
8 Conuo-HUnoexc MMBE Conuo Me- MMBF 161,91%
HeOHCMeHm

HcTtounuk: [2].
Takum 00pa3oM, HECMOTPS Ha TSKEITYH0 OOCTAHOBKY B OTPAacCiM KOJUICK-
TUBHBIX WHBECTHIIMM, CYIIECTBYIOT KOMITAaHWUH, CIIOCOOHBIE MPEBOCXOIUTH pe-
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3yJbTaThl UHIEKCHOTO ()OH/Ia HA CUCTEMATUYECKOM OCHOBE.

[TosToMy mpencTaBiasieTCs] MHTEPECHBIM O3HAKOMHUTHCA C OCHOBHBIMU
MPUHIUINAMU BEJCHUS JIEATEIIbHOCTU TaKUX KOMIIAHUI U y3HaTh, KAKUM 00pa-
30M B HHUX BBICTPOE€HA CUCTEMa YIpaBieHUsA KanutaioM. OIHUM U3 SPKUX
npeacTaBuTeneil orpaciu asisierca YK «Apcarepay, MUPOKO pacKpbIBarOIIast
uHdopmanuio o cebe. Ha npumepe naHHoi KoMIaHUM OyJET MpoaHaIUu3upOBa-
Ha 3¢ (PeKTUBHAS CUCTEMA YIPABJICHUS KalIUTAJIOM.

NTtak, OCHOBHBIMU 3JIEMEHTAMU CHUCTEMbI YIPABJICHUS KalUTajIOM B WUH-
BECTULIMOHHOW KOMITAHUU SIBIIAOTCS caenyromue [3, ¢. 35]:

® B3aMMOJICHCTBUE MOAPA3ICICHHUIL;

® PpPaHXUPOBAHUE AKTUBOB U COCTABJICHUE MHBECTULIMOHHBIX JEKIapaIuii;

e 0T1OOp HaubOJIEe MPUBJIEKATENbHBIX MHCTPYMEHTOB ISl UTHBECTUPOBAHUS;

® BHYTPEHHHII KOHTPOJIb U OLIEHKA PE3YJIbTATOB.

[IpyHIMD B3aMMOJEWUCTBUS MOAPA3ACICHUN 3aKIFOYaeTCd B TOM, YTO
3 OCHOBHBIX OTJI€Jla UHBECTUIIMOHHOW KOMIIAHUU — OTJIE]T PUCK-MEHEIKMEHTA,
oT/1eJ1 MOPT(HEIbHBIX MHBECTUIIMI M aHATUTUYECKUN OT/EN — BBITIOIHSIOT YeT-
KO OrpaHUYEHHBIM Kpyr 3ajad, uzoberas KoH(IMKTOB uHTEpecoB. C npyroit
CTOPOHBI, B3aUMOJICHCTBUE 0OECIIEUMBAET PadOTy HAJl OJJHUMH U TEMU K€ MPO-
€KTaMU, HO C pa3J€JICHNEM MOJHOMOYHH.

Takum 00pa3om, fnanee cieayeT CIMCOK PUCKOB, KOTOPBIM OrpaHUYNBAET
WHBECTUIIMOHHAs JIeknapauus [3, c. 43]:

® JINMHUT Ha KaTETOPHUIO IIEHHBIX OyMar (aKiuu/o0auraiun);

® JIUMUT Ha TPYIIY LEHHBIX OyMar B pamMKax KaKJI0H KaTeropuu (ax-
IUK/00TUTAIINH);

® JIMMUT HAa OJJHOI'O SMUTEHTA B pAMKaX KaXXAOW IPyIIIIbI;

® JIMMUT HA OTPACIEBYIO IPUHAJIEAKHOCTh SMUTEHTOB.

Crenyromuii 31€EMEHT CUCTEMBI — 3TO ONPEICIICHUE COBOKYITHOCTH UHCT-
PYMEHTOB, JOCTYIIHBIX JIJII HHBECTUPOBAHUA, U PACIIPEAEIEHNUE UX IO TPYIIIIaM
pHUCKa B 3aBUCMMOCTH OT KalMTAIU3AIMU U CPETHETHEBHOIO 00BEMa TOProB Ha
Mockosckoii bupxke. IIpu paH:KUpOBaHUM aKLUUU Pa3AEIAIOTCS HA 5 TPyl B
3aBUCHUMOCTH OT PUCKA, COMyTCTBYIOIIEr0 MHBECTUIMAM B HUX. B pe3ynbTaTe B
rpynny | momnamarT BHICOKOJIUMKBUJIHBIE aKIIMU KPYMHEWIUX MO KanmuTalu3a-
IIUY KOMIIAHUM, B TPYNIY 5 - aKIUK HEOONBIINX MPEANPUITHH, CEIOK MO KO-
TOPBIM TIPAKTUYECKH HE COBEPIIACTCS, MO0 aKIMU KOTOPHIX MOXHO MPHUOOpe-
CTH TOJIbKO Ha BHEOUP>KEBOM PBIHKE.

Jlpyroii 371eMEHT CUCTEMBI - OTOOp HamboJee MPUBJIEKATEIbHBIX HHCTPY-
MEHTOB [JI1 MHBECTUPOBaHUA. I KaXIOM aKUUH, Pa3pEelICHHOW JJi1 UHBE-
CTUPOBAHUS, PACCUMUTHIBAETCS MOKA3aTENb NOTEHIIMAIBHON MTOXOJHOCTH OT
BJIO)KEHUU B JaHHbIE akuuu [3, c.24]. B pesynbrate noprdenu GopMupyroTcs
TaKuM 00pa3oM, YTO B MX COCTABE OKA3bIBAIOTCSI CaMbl€ BHICOKOJOXOJIHBIE UH-
CTPYMEHTHI.
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[Ipouiecc pacuera MOTEHUHAIBHOW JTOXOJHOCTH BOIUIOLIAET B ceOe aBa
OAX0Ja K OLIEHKE — CPABHUTENBHBIN U TOXOAHBIN. Peanu3anus cpaBHUTENBbHO-
ro MOJXO0Jla 3aKJI0YaeTcsl B CPEOHEB3BELICHHON OIIEHKE CTOMMOCTH JIIOOOMU
KOMITaHMM 10 TpeM MynbThIukaTopam - P/E; P/S, P/BV (uena/npu0suib, 1e-
Ha/BBIpYyUKa, [IeHa/COOCTBEHHBIN KaruTam).

[Iponiecc 1OXOMHOrO MOAXOAA 3aKIIOYAECTCS B JAUCKOHTUPOBAHUHU IIPO-
THO3HBIX YHCTBIX MPUOBLUIECH KOMIIAHUU IO BBIYMCIISIEMOM CTaBKE, MPUBOISALIEH
OyAylLIyl0 CTOUMOCTh JCHEKHBIX MIOTOKOB K TEKYILIEH KanuTain3auuu (OLeHKe)
KOMITaHHH.

Takum oOpa3oM, B OCHOBE JIaHHOTO 3JIEMEHTA CUCTEMBbI YIPaBICHUS Ka-
UTAJIOM JIEKUT (PyHIAMEHTAJIbHBIN aHaIU3, TO €CTh OLEHKa CTOUMOCTH KOM-
NaHWW HAa OCHOBAHUU €€ Oy IyInX (PUHAHCOBBIX MOKA3aTENECH.

[TocneqHUM 3JIEMEHTOM CUCTEMBI SIBJISIETCS OLIEHKA PE3yabTaToB. OLEHKa
IPOBOJUTCA B CPABHEHUU C JOXOAHOCTBHIO HMHJEKCA, 4 HE C KOHKYPEHTHBIMHU
IPOJIYyKTaMH, MOCKOJIbKY U3MEHEHHE MHAECKCA SIBISIETCS «PBIHOYHBIMY PE3YJIb-
TatoM. J[pyruMm acnmekToM MaHHOTO 3jeMeHTa siBisiercs cucrema MARQ, ne-
MOHCTPHUPYIOIAsi, HACKOJbKO 3(P(PEKTUBHBIMU OBUIM ONEpallMd C aKTHUBAMHU
Ia€BOI'0 MHBECTUIIMOHHOTO (OHJIA 3a OmpeaesieHHbIN nepuo. Jins ananusa Ha
KaXIbld pabOuyuil J€Hb PACCUMTHIBAETCS TUIOTETHYECKas JAOXOJHOCTb TOIO
noptdesist, KOTOpbId ObLT CHOPMUPOBAH HA OMPENEIECHHYIO AaTy W ObLI Mpo-
Iep>KaH 10 OKOHYaHUS OTYETHOIO MEPHO/IA.

TakoBBI OCHOBHBIE JIEMEHTBI CUCTEMBI YIIPABICHUS KAallUTAJIOM B MHBE-
CTULMOHHOW KOMIIaHUH, IEMOHCTPUPYIOIIEH BBICOKHE pE3yJbTaThl yIIpaBJe-
Hud. [Ipu 3TOM criexyer OTMETUTh, YTO B PyKax yIpaBIAIONIEH KOMIIAHHH CO-
CPEIOTOYEHBI BO3MOKHOCTH IO OCYIIECTBIEHHUIO JBYX Ba)KHBIX MaKpO3KOHO-
MUYECKHX (DYHKIUH — 3TO MOBBIIIEHHE KOPIOPATUBHOIO YIIPAaBJIEHUS B pOC-
CUUCKMX KOMIIAHUAX C OJJHOM CTOPOHBI, a C APYTOi — MOBBIIIEHUE PUHAHCOBOM
IPaMOTHOCTH HACEJIEHUS U CO3[IaHME MPAaBUIBHOTO 00pa3a pOCCUKCKOr0o PhIHKA
aKIIUH.
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3APYBEKHBIE PBIHKH TPOU3BOJHBIX
CEJbCKOXO03SIMCTBEHHBIX ®UHAHCOBBIX UHCTPYMEHTOB

JlaHHas CTaThsl MOCBSIIECHA aKTyaJIbHBIM BOIIPOCAM CTPATETUU M TAKTUKU XCIKHAPO-
BaHUs U3MEHEHHUS 1IEH Ha COCTABJISIOUIUE JIEMEHThI 36pHOBOTO phiHKa. Oco00e BHUMaHUeE
yAEJIEHO OTBITY UCIOJIb30BAHMSI TPOU3BOIHBIX (DMHAHCOBBIX MHCTPYMEHTOB Ha PBIHOK 3€p-
Ha Ha Oupxax CIIA u ApreHTUHBI C IENbI0 aJanTalld JAHHOTO OMbITA B POCCHUMCKOM
OMPIKEBOM TOPTOBJIM HA 3€PHO.

This article is devoted to topical issues of strategy and tactics of hedging changes in
prices of constituent elements of the grain market. Particular attention is paid to the expe-
rience of using grain market derivatives on U.S. and Argentina exchanges in order to adapt
this experience to the Russian grain exchange trading.

Knioueevie cnosa: 6upxa, ppIHOK 3epHa, PHIOYEPCHBIN KOHTPAKT, IIEHOBBIC PUCKU

Key words: exchange, grain market, futures contract, price risks

CpouHBIl PEIHOK Ha MPOAYKIMIO arpapHOro CEKTOpa SIBISETCA OJHUM M3
KJIFOUEBBIX CETMEHTOB OMPIKEBOTO pbIHKA. 3HAUEHUE OMPIKEBBIX KOTHPOBOK —
3TO MYJIBC IPOJOBOJICTBEHHOI'O PHIHKA, HA HUX OPHEHTHPYIOTCS BCE IEpepa-
OOTYMKHU U MPOU3BOJUTENH CEIbCKOXO03UCTBEHHON MPOAYKIIMHU U MPOJAOBOIb-
ctBus. IloaTromy (pbrodepchl Ha MPOAYKLHIO arpapHOro CEKTOpa OTIMYAKTCA
BBICOKOW BOJIATUJIILHOCTBIO, YTO JeJIaeT OUpKEBbIE HMHCTPYMEHTHI HA 3TH TOBa-
PBl OJTHUMU U3 HanboJiee BOCTPEOOBAHHBIX KaK CPEAM OTPACIIEBbIX YUYaCTHUKOB,
TaK U CPeld pPA3JIMYHBIX KaTeropuid uHBecTOpoB. Hampumep, ¢nrouepcrsl Ha
NIIEHUIy LIUPOKO HCIOIb3YIOTCS MPOU3BOIUTENSAMU, NEPEepadOTUMKAMU U
TpeiliepaMy B Ka4€CTBE MHCTPYMEHTA XEKUPOBAHUS LIEHOBBIX PUCKOB, SIBIISI-
AChb OJHOBPEMEHHO OJHHMM M3 HauOoJyiee NPUBIICKATEIbHBIX CIEKYJATHBHBIX
uHCTpyMeHTOB. [lonTBepxkaeHneM 3TOMY SIBIIsSI€TCS TO, YTO TOAOBOM 00OpOT
(pprOUEpPCHOIO phIHKA MIIEHUIBI Oojiee 4eM B 15 pa3 mpeBocXoauT pazmep 00-
IIEMHPOBOTO T'O0BOI0 HKCIIOPTA 3€pPHA.

CenbCKOXO03SIICTBEHHBIE PBIHKU CBSI3aHBl C BBICOKMMH OIEpPAllMOHHBIMU
pUCKaMHU. DTH PUCKHU BBITEKAIOT KAK M3 IUIOJOPOAMS MOYB U KIMMATUYECKHX
YCIIOBHM, TaK U U3 U3MEHEHUs PHIHOYHON KOHBIOHKTYPBI U LIEHOBBIX MapaMeT-
POB, M3 KOTOPBIX CKJIaAbIBAIOTCA (PaKTOpHI crpoca. Bee 3To HakimaabiBaeTcs Ha
MHOTOIIEPUOJHOCTh CaMOTr'0 MPOU3BOJICTBEHHOIO IPOLIECCA — CEIBCKOXO35M-
CTBEHHOE MPOU3BOJICTBO €CTECTBEHHO CONPSKEHO CO 3HAYNTEIBbHBIMU BPEMEH-
HbIMM JIaramMH, pa3JesioluMu 1oceB U cObop ypoxas. g Toro 4rtoOsbl
YMEHBIINUTh BO3JCHCTBUE JAaHHBIX PUCKOB HA CEJIbCKOXO3WCTBEHHOIO MPOU3-
BOAMUTENS, U ObUIM NpUIyMaHbl (plOUepCHblE KOHTPakThl. OOpa3oBaHHBIE B
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1848 r. Uukarckas ®onnosas bupxka u B 1919 r. Hukarckas ToBapnas bupxka
MOJIOKWIA HA4aJI0 OPraHU30BaHHOM (PrrouepcHoit Toprosie. [lomumo npouero,
(bbrOYEPCHI €€ U CHU3WIIU IIEHOBYIO BOJATUIIBHOCTH JIJIi HEMOCPEACTBEHHBIX
MOKYIATEJIeN CeIbCKOXO3IMCTBEHHON MpoayKiuu. OQHAKO MPU 3TOM Y MPOU3-
BOAMUTENICH MOSBUJIACH MPUBSA3KA K (DUKCHPOBAHHOMY (PBIOUYEPCHOMY YPOBHIO
IIEH, KOTOPhIi HOMHUHHPOBAaH B aMEpPUKAHCKHUX JAoJulapax. Takum oOpazom,
KOMIIEHCHPOBAB ONEPALlMOHHBIE PUCKHA, OHH CTOJIKHYJIUCH C BAJIIFOTHBIMU pHC-
KaMU U PUCKaMU U3MEHEHUS U3JIEPIKEK, MPEXK]Ie BCETO CBSI3aHHBIX C 3aTpaTaMU
Ha SHEPTHUIO U Ha JOCTaBKY.

OCHOBHBIMU BHUJIaMH 3€PHOBBIX KYJIBTYp Ha MHUPOBOM PBIHKE SIBISIFOTCS
NIIEHUIIA, TYMEHb, OBEC, KYKypY3a, pUC, Fpeunxa u ropox. B Hacrosiiee BpeMs
MHUPOBOM PBIHOK 3€pHA KOHTPOJMUPYIOT ISITh OCHOBHBIX 3Kkcnoptepon: CIIA,
Kanana, Actpanus, EC, Apreatuna. CymMapHbIE€ SKCIOPTHBIE MPEIIIOKEHHUS
3€pHa CO CTOPOHBI OCHOBHOM «IISATEPKW» 3KCIIOPTEPOB COCTABISIOT CBBIIIE
84 % Bcero o0beMa MUPOBOM TOProBiau. Beyiiiee moiokeHue Ha pbIHKE 3epHa
otBoautcsa CIHIA, Ha 10110 KOTOPBIX Tpuxoautcs 28 % odbema TOProwiu, aa-
nee unyt Kanaga — 17 %, ABcrpanust u EC — o 15 % u Aprentuna — 11 %.

PbiHkHM (BprOYEpPCOB HAa 3€pPHO CTAIM HEOTHEMIJIEMOW YacThlO HAJTUYHOIO
aMEpPUKaHCKOro phIHKA, T.K. CIIIA sBAstOTCS KpyMHEHWIIUM SKCIIOPTEPOM 3€pHAa.
Tpetb nmoceBHbIX TwIomaAe CoenunenHbix LlTaToB 3aceBaercs crienuanbHO IS
npojaxu 3a rpanuily. Cpenu 3epHOBbIX B CIIIA Bemyiee MeCTO 3aHUMAKOT KyKY-
py3a U MILIEHNIA, 3HAYUTENIbHAA YaCTh KOTOPBIX MOCTYHAET HA SKCIIOPT.

CHIA naBHO COXpaHSIIOT JIMJAEPCTBO KaK MPOU3BOAUTENL KYKYpy3bl. Ky-
Kypy3y TaM BBIpAIIMBAIOT MpakThudecku noscemectHo. B CIIIA nmpousBoguTcs
267,5-331,2 MIH. TOHH KyKYpYy3bl, UTO COCTABJIAET MOJOBAHY BCETO MHPOBOTO
coopa Kykypy3bl. 44,5-61,9 MIH. TOHH 3KCIIOPTUPYETCS, a OOJbIIAs YaCTh UJIET
Ha BHYTPEHHEE NOTpediieHne, kotopoe cocranisier 230,7-261,7 MiaH. TOHH.

[Tmenunsl npousBoauTces nopsaka 49,2-68,0 miH. ToHH. [Ipuuem B cpen-
HEM OJIHA MOJIOBUHA UJIET Ha HKCIOPT, Apyras — Ha MOTpeOIeHue BHYTPHU CTpa-
HBI, KOTOpOE cOCTaBIeT 28,6-34,3 MJIH. TOHH.

B CHIA Gosbmiast 4acth (PpIOUYEPCHBIX KOHTPAKTOB HA 3€PHO TOPIryeTCs
Ha YuKarckoi TOBapHOW OMpIKe, a TAK)KE HAa KaH3aCCKOM OUpKe M MUHEANOJIb-
ckoil. Ha Yukarckoil ToBapHOU OUpke NPUXOIUTCS OONBIITUNH 00bEM TOPTOBIIH
¢drrouepcaMu Ha 3€pHO, & UMEHHO KYKYpy3y, MIICHUIY U CO0. DblouepcHbIe
KOHTPAKThl HA KYKypy3y M MIIEHUIlY BBITYCKAIOTCS HA MapT, Mail, UIOJIb, CEH-
Ta0ps 1 nexadps. Kpymusie oupku CILA, opranusyromiue Toprosito (brouep-
CaMH M ONUMOHAMH Ha MIIECHUILY, SBJISIIOTCS MEXKIYHAPOAHBIMU U PETHOHAIIb-
HBIMU IIEHTpaMH 1I€HOOOpa3oBaHUs Ha 3€pHO. UMKarckuii OUp>KEBOUM PHIHOK
3€pHa, 10 KOTOPOMY «CBEPSIFOT» IIEHbI MPAKTUYECKH BCE MEXKIYHAPOIHBIE 3€p-
HOTpEHAEPhl, UMEET SIPKO BBIPAKEHHYI0 BHYTPEHHIOIO HAMpPaBICHHOCThb. JTO
03HAYaET, YTO MOTPEOUTENSIMU €ro IIEHOBOW MH(OpMAIUU SIBISIOTCS, MPEX]IE
BCEr0, MHOTOOOpa3HbIE YYACTHUKH aMEPHUKAHCKOTO PHIHKA 3€pHA, BKJIIOYAs U
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skcnioptepoB. U pakTopel, KOTOpHIE BIUAIOT HA OUPXKEBYIO 1IEHY, OYEHb YacTO
HOCSIT BHYTPEHHUI CeBepoaMepUKaHCKui xapakrep. [loaToMy unkarckuit oup-
EBOW PBHIHOK MMEET M MEXYHApOJAHYI OKpPAaCKy, HO 3TO SIBJISIETCSA JIMIIb
cineacteuem Toro, 4to CIIA mpomomxaroT OocTaBaThCsl KPYNHEWIIHM B MHPE
IIPOU3BOJIMTENIEM 3€PHA U €TI0 SKCIIOPTEPOM.

ApreHTrHa MPEeACTaBIsIET OYEBUAHBIN UHTEPEC IO CIEAYIOIUM IMPUYUHAM -
3Ta cTpaHa o0JIaaeT OYEHb PA3BUTHIM CEITLCKOXO3SHUCTBEHHBIM CEKTOPOM. ApreH-
THHA TPAJAUIIMOHHO SIBJISETCS OJHUM W3 BEAYIIUX MUPOBBIX MPOU3BOJAUTENCH U
AKCIIOPTEPOB 3€pHA U MYKH, OJHAKO 3aBUCHUMa OT KOJeOaHUil HA caMOM 0OJIb-
IIIOM PBIHKE SKCIIOpTa B coceaner bpazunuu.

[Ipou3BoACTBO MIIEHULIBI KOJEOIeTcs B npeaenax 9,5-16,3 MiH. TOHH.
Oxkcnopt - 4,3-11,8 man. TonH. [loTpebiaenue BHyTpHU cTpanbl — 4,9-5,5 miH.
TOHH.

Becomyto 4acTh B CENBCKOXO3SIMICTBEHHOM IPOM3BOJICTBE 3aHUMAET Ky-
kypy3a. [IpousBoacto 14,7-22,5 muH. TOHH U3 Hero 3kcropT 9,0-15,3 muiH.
ToHH. [loTpebnenue BHyTpu cTpanbl —4,1-7,5 MIIH. TOHH.

N3 Bcex cTpaH ¢ pa3BUTBIM CEKTOPOM CEJILCKOrO XO3SCTBA, HO MPH 3TOM OT-
HOCSIIIUMCS K TPYIIIE pa3BUBAIOIIUXCS CTPaH, ApPreHTUHCKUI PHIHOK MPOW3BOIHBIX
CEITbCKOXO035MCTBEHHBIX (DMHAHCOBBIX MHCTPYMEHTOB MOXKHO Ha3BaTh OJIHUM U3 Hau-
oonee pa3BuThiX. KimroueBble miomaaku GpprouepcHbIX TOproB - MprouepcHas Onprka
Pozapro n bupka cenbCkOXO35SMCTBEHHBIX TOBapoB bysHoc-Alipeca. OCHOBHBIE
CEITbCKOXO3SUCTBEHHBIE MTPOTYKThl APreHTHHBI — COe-000bI, MIICHUIIA U KYKypY3a.

®dprouepchl Ha MIICHUITy TOPrytoTcst Ha Oupke bysHoc-Ailipeca. 310 omHa U3
CTaperIMX OUPK MPOU3BOIHBIX MHCTPYMEHTOB B Mupe. CTUXUliHAasi TOProBIIs Hava-
nack B 1854 romy, a opuimansHo Oupka dyHkimonupyer ¢ 1897 roma. Toprois
MPOM3BOTHBIMUA MHCTpYMeHTamMu MeHsuiack. Jlo 2002 rona ¢prodepchl BBITYCKATUCH
Ha BCE KaJIeHJApHbIE MECALIBI, 3aTeM (PbIOUEpPChl CTAIM 3aMETHO KOPOUE€ U BBITYCKa-
IOTCSl B OCHOBHOM Ha SIHBaph, MapT, Mai, UIOJb U CEHTAO0ph. Cambie OOMbILINE MIEPHO-
JIbI 10 CPOKA SKCIIO3UIIMU OTMEYAIOTCS MO (phrouepcaM Ha STHBAPh, YTO COBIAJIAET C
AKOHOMHUYECKOM JIOTUKON — MMEHHO B SIHBape MPOUCXOIUT COOp YpoXKasi U, COOTBET-
CTBEHHO, HAUMHAIOTCS PEATT3ALIMN KOHTPAKTOB.

Ha nomro Poccunm npuxogurcs 10% Bcex maxoTHBIX 3eMelb mupa. boib-
masi 4acTh IJIOMIAIEN UCIIONIB3YETCS MO MIUEHUIY. YepHOMOPCKHI PETHOH SIB-
JSI€TCS OJTHUM W3 MHUPOBBIX LIEHTPOB MPOM3BOJCTBA U dKCHoOpTa 3epHa. OOmuii
BaJIOBOM cOOp MIIEHUITBI B cpeiHeM Koseonetcs oT 34,1 no 50,6 muH. ToHH. Ha
noTpebJIeHNue BHYTPHU CTpaHbl pacxoayercs 36,4-44,2 MiIH. TOHH. DKCIIOPTUPY-
ercs 8,0-15,0 MiIH. TOHH.

[IpousBoACTBO KyKypy3sl B Poccuu Mo CpaBHEHUIO C «IATEPKOI» CTpaH-
AKCIIOPTEPOB HE3HAYUTEIBHO, OHO cocTaBisieT okono §8,0-9,0 muH. ToHH. Ha
BKCIIOPT UAET 2,5 MIJIH. TOHH, a OCTaJbHbIE 6,0 MJIH. TOHH — HA BHYTPEHHEE T0-
TpeOJieHuE.
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@DpIOYEPCHBIM KOHTPAKT HA 3€PHO — HOBBIM 111 POCCMH WHCTPYMEHT.
B Poccuu OGupkeBble TEXHOJIOTUU peaTn3alliy 3€pHa UCIOJIb30BAIUCH TOIBKO
IPU 3€PHOBBIX UHTEPBEHIIUSIX, HO OHU HE UMEIOT HUYETo OOIIEro ¢ phIHOYHBIM
MEXaHU3MOM (DOPMUPOBAHUS LIEHBI U peaiu3aluu 3epHa Ha 0aze (pproYepCHBIX
KOHTPAKTOB.

Ha MockoBcko#t Oupske TOpryroTcs arpodprouepchl Ha MIIEHUIY, KYKY-
py3y, coeBble 000bI, XJ0MOK. DbIOUEPCHBIE KOHTPAKTHI HA KYKYpYy3y U MIIECHU-
Iy BBITYCKAIOTCA Ha MapT, Mail, UI0Jb, CEHTSIOpb U JAeka0ph. [IpoekT mo opra-
HU3ALMU TOProOB HA PBIHKE arpapHOM MPOAYKIMU PEATU3YETCS COBMECTHO C
OAOQO «Cankr-IlerepOyprckas Gupka», KOTOpas sIBISETCS OPraHU3aTOPOM TOP-
roB. Bce 3Tu (prouepchl UCKIIOUUTEIBLHO PACUETHBIE, TO €CTh UCIOJb3YIOTCS
UCKJTFOUUTEIIBHO ISl XEJKUPOBAHUS.

Ha ocHOBaHMM 3THX JaHHBIX MOKHO CJEJIaTh BBIBOJ, YTO B HACTOSAILEE
Bpems B Poccun TOProsist TOBapHBIMU (PhIOYEpCAMHU JI€TIAET JIMILb MEpPBbIE 1Ia-
riu. OCHOBHBIM CIEP>KUBAIOIIUM (PAKTOPOM Pa3BUTHSI POCCUHUCKOTO OUPIKEBOTO
TOBAPHOI'O0 PBIHKA SIBJISIETCSA HETATUBHOE OTHOILIEHHE K CPOYHOMY PBIHKY CO
CTOPOHBI KPYTHBIX UTPOKOB KakK K JOTIOJTHUTEIbHOMY KaHally cObITa.

Onnako B Poccuu CymiecTBYHOT MPEANOCHUIKM OpTraHU3alvu Oup KeBOU
TOPTOBJIA Ha 3¢pHO. K HUM MOXHO OTHECTH:

- BBICOKYIO BOJIATHWJIBHOCTbH 3€PHOBOTO PHIHKA;

- OTCYTCTBUE OMPKEBOr0 LIEHTpa IIEHOOOpPa30BaHMs HA MIIEHHUIY B CTpa-
Hax YepHOMOPCKOro peruoHa;

- HUA3KYIO KOPPEJSLHI0 MEXAY (PbIOYEPCHBIMUA LIEHAMH BEIYIINX OUPK U
LIEHAMHU Ha 3€pHO B UEpHOMOpPCKOM pPETHMOHE, YTO 3aTPYIHSET UCIOIb30BaHUE
3apyOeKHBIX MHCTPYMEHTOB X€PKMPOBAHUS yYaCTHHUKaMU pblHKa YepHOMOp-
CKOT'O PErHOHa;

- cloxuBIIytocss B YepHOMOpPCKOM pernoHe MHEOPACTPYKTypy CHOT-
PBIHKA;

- Hanuuue B Poccum croxusuieiics 3¢@exTuBHON HHEOPACTPYKTYpPHI
OUpIKEBOW TOPTOBIIH;

- onbIT tonydeHHbld MTh 1 MMBD 1ipu nipoBeaeHHM rocy1apCTBEHHBIX
WHTEPBEHIMI HA PBIHKE 3€pHA.

Takum o6pazom, it 3)PeKTUBHOTO (PYHKIIMOHUPOBAHUS 3E€PHOBOTO
pPBIHKA CIEAYeT 0c000€e 3HAaUeHUE NMPUAATh Pa3BUTHUIO OUPKEBOW MHPPACTPYK-
TYpbl, BHEIPSATH U UCIIOJIB30BATh 3apYOEKHBIN ONBIT padOThl C MHCTPYMEHTaMHU
X€I)KUPOBaHUSI PUCKOB.
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POCCUMCKHUE KPEAUTHO-PEUTUHI OBBIE KOMIIAHUU
1O KPU3UCA 2008 U TIOCJIE

B nmanHOM cTaTbe paccMOTPEHbI NEPUOJBI CTAHOBJIEHHUS POCCUMCKHAX KPEIUTHO-
PEUTUHIOBBIX KOMIIAaHUH, UX PEryJIMpoBaHHE CO CTOPOHBI rocynapcrsa. IlpoBeaen ananus
POCCHICKOTO PBIHKA PEUTUHIOBBIX YCHYT, MOATBEPXKAAIOIINN TEHICHIIMIO POCTa 3HAYUMO-
CTH KPEIUTHBIX PEUTUHIOB BHYTPH CTPaHbl B IOC]e KpU3UCHBINA nepuoa. [logquépkuBatorcs
TpH (akTopa pocTa, KOTOPbIE CIOCOOHBI JaTh UMITYJIbC Pa3BUTHIO HAIMOHAIBLHON HHIYCT-
PUH PEUTUHIOBAHUS.

This article examines the periods of formation of Russian credit rating companies,
their regulation by the state. The analysis of the Russian market of rating services, confirm-
ing the trend of the growing importance of credit ratings in the country in the post-crisis pe-
riod. Underlined three growth factor, which are able to give impetus to the development of
national industry of rating.

Knrouegvle cnosa: pedTHHT; PEUTUHIOBbIE areHTCTBA; KPEIUTHbIE PEUTUHIU; PEi-
TUHTOBBIE YCITyTH.

Key words: rating ; rating agencies ; credit ratings ; rating services.

dopMUpPOBaHUE HHAYCTPUM KPEIUTHBIX PEUTHHTOB OOYCIIOBJICEHO MpH-
cylieil (pMHaHCOBOMY PBIHKY MH(DOPMAIIMOHHON acUMMETpUE U BceoOlen 3a-
WHTEPECOBAHHOCTHIO B MPeoOpa3zoBaHUM OOJIBIIOr0 00beMa pa3po3HEHHOHN (u-
HAHCOBOM MH(pOpPMAIMK B MPOCTYIO M SICHYIO OIIEHKY KPEIUTOCTIOCOOHOCTH
TOJDKHUKOB — KpeAuTHbIN pedTuHr. B CIIA npakTruka NpucBO€HUsI KPEAUTHBIX
PEUTHUHTOB MUTEHTaM JOJTOBBIX 00S3aTEIbCTB HACUUTHIBAET yKe OoJiee cTa
J€T, B TO BpeMsl KaK €BPOMNEHCKUA W HAIUMOHAIbHBIA PBIHKU KPEIUTHO-
PEUTUHTOBBIX YCIIYT MOJTYYWIA PA3BUTHE JIUIIIb B TTOCIEAHUE JIBA JIECSITUIICTHUS.
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BOoJIBIIIMHCTBO POCCUMCKUX PEUTUHIOBBIX Ar€HTCTB OCHOBAHbI I1OCIE
1998r., 1 ucTopus NMPUCBOCHUSI PEUTUHIOB HE SIBISECTCA JTOCTATOYHOM ISl afe-
KBaTHOM CTAaTUCTHUYECKOW MPOBEPKU UX JOCTOBEPHOCTH. M B KauecTBe OTIIpaB-
HOW TOYKH Pa3BUTHUSI POCCUUCKOTO PBIHKA PEUTUHTOBBIX YCIYI MOXKHO CUMTATh
IIPUXOJ HA POCCHUMCKUN PBIHOK MEXIYHApPOIHBIX PEUTHUHIOBBIX Ar€HTCTB M
npucBoeHne Poccun crpaHoBoro peiituHra B 1996 r., 3aTeM mosiBI€HUE BO3-
MOHOCTH 3apyOekHbIX 3auMmcTBoBaHui (2003 1.) U nmonydenue Poccueit peii-
TUHIOB MHBECTUIIMOHHOTO ypoBHA (2005-2006 rT.), CTUMYJIUPOBAJIO POCT WH-
Tepeca K ITUM MHCTPYMEHTaM OIEHKU KPEIUTHBIX PUCKOB U PETYJIUPOBAHUSI.

JlesATeIbHOCTh PEUTUHTOBBIX Ar€HTCTB /10 HEJABHETO BPEMEHU MpaKTHye-
CKM He OblIa TOJBEp)KEHa PEryJUpOBaHUIO (TOJBKO TMOCJIE CEPUU TPOMKHUX
KOPIOPATUBHBIX OAHKPOTCTB M B OCOOEHHOCTH TIOCJIE MUPOBOTO (DMHAHCOBOTO
KpU3HUCA, BBIIBUBILIETO CEPBE3HBIE IMPOCYETHI B METOJHMKAX PEUTUHTOBAHUS,
aMEpUKAHCKHE B TOM YHUCJIE U POCCHUICKUE PEryJsaTOpbl Hauaau (GOpMUPOBATH
MOAXOJIbI K PETYJIUPOBAHUIO PEUTHHTOBBIX ar€HTCTB B IIEJSX OOECIIEUCHHUS €€
npo3payHocTu). Muposoit kpuzuc 2008 r., cTayl mokazarejieM HEKOMIIETEHTHO-
CTU TPAJUIMOHHBIX MEXIYHAPOJHBIX PEUTHUHIOBBIX Ar€HTCTB, U CTall HEKUM
UMITYJIbCOM JIJIsI CTAaHOBJICHUSI HAITMOHAJIbHBIX PEUTHUHTOBBIM ar€HTCTB C acIeK-
TOM OCO3HaHUS UX HEOOXOIUMOCTH.

HannonansHble peMTHHTOBBIE areHTCTBAa 00JIAIal0T CYIIECTBEHHBIM OT-
JUYHEM HE TOJBKO OTHOCHUTENBHO II€HBl PEHUTHHTa, OT IIEH TI00ATbHBIX pei-
TUHTOBBIX areHTCTB, a TaK K€ TEM UTO YJEJSAI0T 0c000€ BHUMAHHE COMPOBOXK-
JIEHUIO0 PEUTHHTa IMOCe TOTrOo, KaKk OH ObLI MPUCBOEH, PEUTUHTOBBIM areHTCT-
BOM, a I1100aJIbHbIE ar€HTCTBA ATOMY aCIEKTY YAENSET BpeMsi MEHbIIIE.

JlesATeNbHOCTh PEUTHHTOBBIX areHTCTB B Poccum 10 Kpusuca peryiaupo-
BaHUIO HE MOJyIeXANIa, U B PE3YJIbTATE YErO0 PEUTUHIOBBIE ar€HTCTBA JAEHCTBO-
BaJii KaK OOBIYHBIE KOMMEPUECKHUE MPEANPUATHS U HE UMETU KaKUX-I100 Mpu-
3HAKOB KBaJU(PHUKAIMK, TO €CTh (PAKTUUECKH MOTJIM OBITh OTHECEHBI K JIIOOOMY
BUY JesiTeNbHOCTHU[4, c.23].

Hauunas ¢ ocenu 2008r. bankom Poccuu ObLIO yTBEPKIIEHO MPUKA30M
pelieHne o NMpU3HAHUKM PEUTUHIOB HAIIMOHAJIBHBIX PEUTUHTOBBIX ar€HTCTB, 3TO
OBLJIO YTBEPXKJICHO MPU3HAHUE YETHIPEX POCCUNCKUX PEUTUHTOBBIX areHTCTB
(«Pyc-Peiitunry, HPA, AK&M u «9kcnept PA»).

[Ipukazom MunucrepctBa HOctunmii Poccuiickoit ®@enepauuii Ot
04.05.2010 «O6 ytBepxaenuu [lopsinka akkpeIuTaluy peUTUHTOBBIX ar€HTCTB
Y BEIECHUSA PEECTpPa aKKPEIUTOBAHHBIX PEUTUHIOBBIX ar€éHTCTB», IPUKA30M OT
17.09.2010 r. Munduaom PO OblTM aKKpEIUTOBAHBI CEMb PEUTUHTOBBIX KOM-
nanuu [2]:

1. Fitch Ratings CIS Ltd (CHI');

2. S&P's International Services;

3. Moody's Investors Service;

4. OO0 «HammonansHOE pEUTUHIOBOE ar€HTCTBOY;
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5.3A0 «PA. Ananmu3. Koncyneranuu. MapkeTuHr»;

6. Koncopunym «xcnept PA-AK&M»;

7. 3A0 «Pyc-Peutnnry.

B menmsx KOHTpOJIA 3a IESITENBbHOCTBI0 PEUTHHIOBBIX ar€HTCTB IPUKA30M
Munduna ot 28.04.2011 roma 6611 00pa3oBaH DKCIEPTHBIN COBET IO EATEINb-
HOCTH PEUTHUHIOBBIX areHTCTB [3]. OH SBIAETCS MOCTOSHHOJECUCTBYIOIINM CO-
BEIIATEIbHBIM OpPraHOM, TJIABHOM €ro LENbI0 SIBISETCS BbIPAOOTKA €IMHBIX
MOJIXO/IOB B BOIIPOCAX JIEATEIbHOCTU PEUTUHIOBBIX areHTCTB. DKCIIEPTHBIN CO-
BET pa3palaThIBa€T U pacCMaTPUBAET MPEMAJIOKEHUS IO BOIPOCAM JEATEIbHO-
CTU PEUTUHIOBBIX areHTCTB, IO COBEPIICHCTBOBAHUIO MOPSAAKA MX aKKpEauTa-
LMW U BEJICHUs peecTpa

BrepBrie noHATHE pEUTUHTOBOE areHTCTBO ObLIO BBeACHO, DenepaibHbIN
3akoH "O pbIHKE LIEHHBIX OyMar". PEUTUHTOBOE areHTCTBO - KOMMEpYECKasi op-
raHu3anus, KoTopas Ha OCHOBAaHUHU JOTOBOpPAa MOXET NMPUCBAUBATH HOpUIAUYE-
CKHMM JIMIIAaM U UHBIM 00pa30BaHUSM MHIWBHUIYalIbHbIE PEUTUHTH KPEAUTOCIIO-
COOHOCTH, PEUTUHTH HAJEKHOCTH U (DMHAHCOBOW YCTOMYMBOCTH U JpYyTrUe peu-
TUHTH...[]].

AHanu3 pOCCHUHUCKOTIO pPBIHKA PEUTHMHIOBBIX YCIYTI ITOATBEPKIAET TEH-
JNEHIUIO POCTa 3HAYMMOCTH KPEIWUTHBIX PEUTUHIOB BHYTPU CTPAHBI. JTO BbI-
paxkaeTcsi Kak B 00beMax MPEJIOCTaBIIEMbIX PEHTUHTOBBIMU areHTCTBAMH yC-
JYT, TaK U B aKTUBHOM HCIOJIb30BAHUU PEUTHHIOB PAa3IUYHBIMU CyObEKTaMU
SKOHOMMKH: OT KOHKPETHBIX KOMIIAHUM U MHBECTOPOB JI0 OPTraHOB rOCyJapcCT-
BEHHOT'O PEryJMPOBaHUSI.

H KONMYECTBO NPUCBOEHHbBIX peiTuHros 01.04.2008
H KONWY4ECTBO NPUCBOEHHbIX pelTuHros 01.04.2014
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JKcnepTPA PycpelrTuHr HaunoHanbHoe AK&M
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Ucrounuk: [To nanHBIM OpUIIMATBHBIX CAUTOB PEUTUHIOBBIX ar€HTCTB

Puc. 1. CtpykTypa phlHKa pOCCUHCKUX PEUTHUHTOB (PMHAHCOBBIX HHCTUTYTOB
JI0 KpHU3UcCa U TIOCJe
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Pa3BuTre BHYTPEHHETrO pPbhIHKA 3a€MHBIX CPEJICTB U CCYJHOIrO KaluTaia,
CHIDKEHHE BHYTPEHHHUX II€H U MOCTENEHHOE COJNIMKEHUE UX C MUPOBBIM ypPOB-
HEM OyJleT criocOOCTBOBATH MEPEKIIOYEHUI0O MHOTMX KOMIIAHUHM Ha YCIyrd Ha-
HUOHAJIBHBIX PEUTUHIOBBIX areHTCTB. [locne yxecToueHus yCcaoBUM 3aUMCTBO-
BAHUU U CXKATHUS JIMKBUIHOCTHA HAa MEXIAYHAPOJHBIX PBIHKAX, YACTh CHpOCa Ha
KPEJIUTHBIE PECYPCHI NEPEKIIFOYNIIACH HA BHYTPEHHUN PHIHOK.

[To oreHKaM aHAIUTUKOB, B AAJIbHEHIIEM POCT BHYTPEHHETO PbIHKA OY-
neT o0yclaBivBaTh HEOOXOAUMOCTb HCMOJIB30BAHUSI PEUTHUHIOB HAIIMOHAb-
HBIX ar€HTCTB B CJICJIKaX MO NPUBJICYEHUIO ((MHAHCUPOBAHUS.

PocT pelHKa PEUTHHIOBBIX YCIYI CTUMYJIMPYETCS TaKXKE€ IOBBIILICHUEM
TpeOOBaHUI K MTPO3PAYHOCTH U OTKPHITOCTH HAIIMOHATILHBIX KOMIIaHUH.

C pa3BuTHEM PBIHKOB KPEIUTHBIX PECYPCOB U HEOOXOIMMOCTBHIO TIOUCKA
0oJsiee TMOKHUX MOJIXO/I0B K OIIEHKE PUCKOB (B TOM YMCIIE M C UMILJIEMEHTALUEH
npuHUunoB Broporo baszensckoro Cornamenus), posib KpEAUTHOTO PEUTHUHTA B
OTHOIIICHUSIX UHBECTOPOB U SMUTEHTOB OYJIET TOJILKO BO3PacTaTh.

Cucrema KpeAUTHBIX PEUTHHIOB MpeAcTaBisieT co0oi 0a30Byr0 MH(ppa-
CTPYKTYpPY OIIEHKM PUCKOB (PUHAHCOBBIX MHCTPYMEHTOB M 3aeMIUKOB. HeoO-
XOAUMOCTh CO3[IaHUSI U MOAAECPkKAHHUS CAMOCTOSITEIIbHOM HAllMOHAJIBHOW WH-
bpacTpyKTypsl PEHTHHTOBAHUS OMPEIETAETCS WHTEpECaMU IKOHOMHUYECKON U
(¢brHaHCOBOW YCTOMYMBOCTH, a TAKXKE LEJISIMH YKCITAHCHH POCCUIMCKOTO KaluTa-
J1a 3a pyoex.

Cnenyet BbLACIUTH TpU (haKTOpa pOCTa, KOTOPbIE CIOCOOHBI JaTh HMM-
MyJIbC PA3BUTUIO HAIMOHATBLHOW UHAYCTPUU PEUTUHTOBAHUS — COBEPILIEHCTBO-
BaHME 3aKOHOJIATEJIbCTBA, POCT PhIHKA BHYTPEHHUX 3aMMCTBOBAHHUN M OOBEK-
THBHas HEOOXOJUMOCTh MOBBIIIEHUS YPOBHS MPO3PAYHOCTU POCCUMCKHUX dMU-
TEHTOB.

HeynuBurenbHO, 4TO PHIHOK PEUTHUHIOBBIX yCIyT B Poccun B HacTosiee
BpEMS AKTUBHO Pa3BUBAETCS, a CIIPOC HA YCIIYTM PEUTUHIOBBIX ar€HTCTB PACTET
U3 ToJia B roJl. B To e BpeMsi, HECMOTPS Ha IUPOKOE MPUMEHEHUE KPEAUTHBIX
PEUTUHIOB B LEJISIX PETYJMPOBAHUS, POCT KOJIMYECTBA U KAYECTBA KPEIUTHBIX
PEUTHHIOB IPOUCXOAUT 3a4aCTyK) 3a CYET YCWIMH CaMUX PEUTHUHIOBBIX
areHTCTB

[Io mepe manpbHEWIIEro Pa3BUTUS PEUTHMHIOBBIX YCIYT W YIYUIICHHUS
POCCHMCKOTO 3aKOHOJATEIbCTBA HAILMOHAIIbHAS WHAYCTPHUS PEUTHUHIOB pase-
JUTCS HA JIBa OOJIBIIIUX CETMEHTA: MEXIYHAPOAHBIM U BHYTpeHHUN. Te ¢puHaH-
COBBbI€ MHCTUTYTBI, KOTOPBIM PEUTHUHT HEOOXOIUM JJi BHEIIHETO 3aUMCTBOBA-
HUSL U MHBIX OMEpalMil M0 BHEUTHEAKOHOMHUYECKON AESITENbHOCTH, OYIyT 00-
CIIy’KUBaThCSI MEKIYHAPOJIHBIMU PEUTUHTOBBIMU ar€eHTCTBAMU C MPHUCBOCHUEM
MEXKIYHApPOJAHOTO peruTUHTa. B cilyyae e 3anHTepeCOBAHHOCTH B Pa3BUTHUH Ha
BHYTPEHHEM pbIHKE, (PMHAHCOBBIE MHCTUTYTHI OYyT OPUEHTUPOBATHCS HA JIEs-
TE€IbHOCTh HAIMOHAIBHBIX PEUTHUHTOBBIX ar€HTCTB, UMEIOIIUX OOJBIION OMBIT
paboTHI B YCIOBUSAX pOocCUicKo crienuduku. B pesynbpraTe, Ha Hall B3I, B
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TEUEHHE HECKOJbKUX JIET YHCJIO PEUTHUHTOB, MPUCBOCHHBIX POCCUUCKUMHU
areHTCTBaMU, 3HAYUTEIbHO MPEBBICUT YUCIIO PEUTHUHTOB POCCUNCKUX IMUTEH-
TOB, MPUCBOCHHBIX MEXKIYHAPOIHBIMU areHTCTBAMMU.

Kpome Toro, poccuiickue PA, KOHKypUpYys C MEXKIyHApOJHBIMH, Kak
PaBUIIO, MPEIOCTABIISIIOT P IOMOTHUTEIBHBIX CEPBUCOB, TAKMX KaK PEHKHH-
rd (OIIEHKA TT0 00bEMY CPEICTB, MPOBOJAUMBIX OIEpaldid U MPoY.) KOMIAHUN B
Pa3IUYHBIX OTpacisx [S].

C npuHsTHEM NOPOLEAYPhl aKKpPEAUTAUM POCCUMCKUX PEUTHHTOBBIX
areHTCTB MX POJb Ha HAIIMOHAIBLHOM PBIHKE PEUTHMHTOBBIX YCIYT BO3pPACTaCT,
YTO CTUMYJIMPYET UX CTPEMIICHHE K MPU3HAHUIO Ha €BPONEHCKOM U MEXyHa-
POIHOM (DMHAHCOBBIX PHIHKAX.
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H. M. Kinnmuun
CIIoI' DY, kadenpa ctpaxoBaHUs U yIPaBICHUS PUCKAMU

COBPEMEHHBIE ACIIEKTBI CTPAXOBAHMUS T'PAXKJIAHCKOM
OTBETCTBEHHOCTHU B CTPOUTEJIBHOM CEKTOPE
CAHKT-IIETEPBYPT' A

B cratbe nmpoBeneH KpaTKuil aHanU3 TPeOOBaHUI CAMOPETYIMPYEMBIX OpraHU3aLUl
B c(epe CTpOUTENbCTBA K CTPAaXOBAaHUIO I'PaXKIAHCKOM OTBETCTBEHHOCTH 3a MPUYHUHEHHUE
Bpe/a JpyTyM JIMIIaM CBOMX WieHOB. B paboTe aBTOp akIeHTUPYeT BHUMaHHE Ha OCHOBHBIC
pa3nmuusi B TpPeOOBAHUAX CaMOPETYIUPYEMBIX OpraHU3aIfil U MpeaaraeT BO3MOXKHBIN Ba-
pHUAHT peLIeHUsl.

In article the short analysis of requirements of the self-regulating organizations in the
construction sphere to insurance of a civil liability for infliction of harm to other faces of the
members is carried out. In work the author focuses attention to the main distinctions in re-
quirements of the self-regulating organizations and offers possible version of the decision.

Knrouegvle cnoea: crpaxoBaHue; TPaXIAaHCKash OTBETCTBEHHOCTh; CaMOPEryJIHpye-
MBbIE€ OPTaHU3AINH; CTPOUTEITHCTBO.

Key words: insurance; civil liability; self-regulating organizations; construction.
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®enepanbHbii 3aKkOH «O caMmoperyinpyeMbix opranuzarusax» Ne315-D3
or 01.12.2007r. ycraHaBiMBaeT JBa crocoda oOecrnedeHus: UMYIIECTBEHHON
OTBETCTBEHHOCTHU YJIEHOB CAMOPETYJUPYEMBIX OPTraHU3aluid epes noTpeduTe-
JSIMU: CO3JA@HUE CUCTEMBI JINYHOTO M (WMJIM) KOJUIEKTMBHOTO CTPAaxXxOBaHUS U
dbopMUpOBaHKE KOMIICHCAITHOHHOTO (hOH/IA.

IIpu stom I'pagoctpoutenbHbi Koaeke Pocculickon denepaunu, peria-
MEHTHPYIOUIUN CaMOPETyJIMPOBAHUE B CTPOUTENIBLHOU cepe, mpeaycMaTpruBaeT
BO3MOKHOCTh CHMKEHHSI CTPOUTENIbHBIMA KOMITAHUSIMU B3HOCOB B KOMIIEHCA-
IMOHHBIE (POHIBI camMoperyaupyembix opranuzanui (namee — CPO). 1o mpo-
UCXOJUT B ciryyae, eciiv Takast CPO ycranaBiuBaeT TpeOOBaHHE K CBOMM uJie-
HaM O CTpPaxOBaHUM TPAXKJIAHCKOM OTBETCTBEHHOCTH 3a IPUYMHEHUE Bpela
BCJIEICTBHE HEJOCTAaTKOB padOT, KOTOpbIE OKA3bIBAIOT BIMSHHUE Ha Oe3omac-
HOCTh OOBEKTOB KaNUTAJIBHOTO CTPOMUTENIbCTBA (Jajiee — CTPaXOBAaHUE TPaxK-
JAHCKON OTBETCTBEHHOCTH).

3akoHonatenbcTBO Poccuiickorn denepanuy HE yCTAaHABIMBAET HUKAKHUX
TpeOOBaHUI K JaHHOMY BUJY CTpaxoBaHHs Kpome Ha3BaHusi. A BOoT CPO ume-
I0T IPABO CaMOCTOSITENIBHO pa3padaThiBaTh «IOJIOKEHUS O CTPAXOBAHUWY, B
KOTOPBIX MOTYT OBITh IPONHCAHBI TPEOOBAHMS, KAK K 3aKJIFOYAEMbIM JOTOBO-
paM CTpaxoBaHUS I'PakJIaHCKON OTBETCTBEHHOCTH, TaK U K CAMUM CTPaxOBBIX
KOMIIaHUSIM, B KOTOPBIX MOKET OBITh 3aCTpaxOBaHa Ipa)KIaHCKas OTBETCTBEH-
HOCTb wieHOB 3Toil CPO.

[Ipoananusupyem TpeOOBaHMS K CTPAXOBAaHUIO TPAXKIAHCKOW OTBETCT-
BEHHOCTH Ha mpuMmepe 4 kpynHeummux crpoutensHbix CPO B CaHkr-
ITerepOypre u Jlenunrpaackou obmactu — HII «bantuiickuii cTpouTenbHbIM
komruieke», HIT «O0bequnenne crpouteneit Cankt-Iletepoypra», HII «I'a3o-
pacopenenutenbHas cucrtema. CrpourtensctBo», HII  «MHxcnencTpoit-
DIIEKTPOCETHCTPOIN».

[Tonoxxenus o ctpaxoBanun ykazaHHbIX CPO mpemycMarpuBarOT CIELyFO-
e TpeOOBaHMUS MO YCTAHOBIEHUIO MUHUMAJIBHBIX CTPAXOBBIX CYMM B JOrOBOpax
CTpaxoBaHMs I'PAKJTAHCKOM OTBETCTBEHHOCTH CBOMX WIEHOB (CM. Ta0m.1).

Tabnuua 1
TpeGoBanusi M0 MUHUMAJBLHBIM pa3MepaM CTPAXOBBIX CYMM
JJ151 TOTOBOPOB CTPAXOBAHUS I'PAKIAHCKONH 0TBETCTBEHHOCTH

O6’be,Z[I/IHeHEIe I"azopacnpene- FHoKcrencTpoii-
CTpouTenen JUTEIbHAS
BCK DNEKTPOCEThCT-
CaHKT- CUCTEMA. o
[letepOypra CrpourenbcTBo P
Pazmep munu-
VahIOn b 10 - 400 10 - 40 10 5-100
XOBOH CyMMBI,
MJTH.pYO.
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ITpu sTtom HII «banTulickuil CTpOUTENBHBIA KOMILJIEKCY» OIpPENEIISIET Clle-
nytoiue pakTophl, BIUSIONME HA MUHUMAJIBHBIA pa3Mep CTPaXxOBOM CyMMBI:

- O0bem (puHAHCOBOrO 000OPOTA B CBSI3M CO CTPOUTEIBLHOM JESATEIIHHO-
CTBIO 3a IMpEeIIIECTBYONINE 12 MecsIIeB;

- KonuyecTBO BUIOB paboT, CBUACTEIHCTBO O JOMYCKE K KOTOPHIM HaMe-
PEH MOJIyYUTh CTPAXOBATEIND;

- Hamepenue ctpaxoBarensi OCYIIECTBIIATH OPraHU3aLUI0 paboT MO CTPOU-
TENBCTBY, PEKOHCTPYKIIMH, KATUTATLHOMY PEMOHTY (T€HEepaIbHBIN MOAPST).

HIT «O0benunenue crpouteneit Cankr-IleTepOypra» B KauecTBe TaKHX
(aKTOPOB BBIICISIET TOJIBKO 00BEM BBIMIOJIHEHHBIX padOT 3a NPEAbIIYIIUN TOJT
U KOJMYECTBO BHUIOB paldOT, CBUIETEIHCTBO O JOMYCKE K KOTOPHIM HaMepeH
MIOJY4YUTh CTPAXOBATEIIb.

HIT «MHxcnencTpoil-OIeKTpOCeThCTPON» MPUBIA3bIBAET MUHUMAJIbHBIM
pasMep CTPaxOBOM CYMMBI II0 JOTOBOPY CTPaxXxOBaHUs I'PaKIAHCKOU OTBETCT-
BEHHOCTH CBOMX WICHOB B 3aBUCUMOCTH OT CTOMMOCTH OJTHOI'0 0OBEKTa MO OJI-
HOMY JIOTOBOPY CTPOMUTEIBLHOTO MOAPSIA, a TAKXKE MPEyCMAaTPUBAET MOBBIIIIE-
HUE pa3Mepa CTPaxoBOW CyMMBI MpH pabOTax Ha 0COO0 OMACHBIX, TEXHUYECKU
CJI0OKHBIX, YHUKAIBHBIX OOBEKTaX KaUTaJIbHOIO CTPOUTENIHCTBA U HA 00BEKTAX
MCII0JIb30BaHUsI aTOMHOW YHEPTUU.

Kak BUIHO U3 NMpeACTaBIEHHBIX JAHHBIX, CPEIN CAMOPETYIUPYEMBIX Op-
TFaHU3alUN HET €UHCTBA B OIPEIEIICHUM MUHUMAJBHBIX Pa3MEpPOB CTPAXOBBIX
CYMM II0 IOTOBOPAM CTPAXOBaHUS I'PAXKIAHCKON OTBETCTBEHHOCTH, UYTO IIPUBO-
JUT K CTPAXOBaHUIO CTpOUTEIbHBIX opranu3auuii Cankr-IlerepOypra u Jlenun-
IpajiCKOM 00JIaCTH C pa3HbIM 00BEMOM MOKPBITHS.

Hpyroe TpeboBaHKe, HA KOTOPOE CTOUT OOpaTUTh BHUMAHUE, — ITO Tpe-
OOBaHME O HAJIMYMM JIMIIEH3UM HA KOHKPETHBIA BUJI CTPAXOBAHUSI Y CTPaXOB-
IIMKa, 3aKJIF0YAI0IIET0 JOTOBOP CTPAXOBAHUS I'PAXKAAHCKON OTBETCTBEHHOCTH C
yineHom CPO.

Tax HII «O6benunenue crpouteneit Cankt-IletepOypray» cuuraer HeoO-
XOAUMBIM HaJIW4yue NECUCTBYIOLIEH JIMIIEH3UM HA OCYLIECTBJIECHUE CIEAYIOLINX
BHUJIOB CTPAaXOBaHUS:

CTPaxOBAHME HMMYUIECTBA IOPUANYECKUX JIMI, 3a HCKIKOYCHUEM TpaHC-
MOPTHBIX CPEJICTB U CEIBCKOXO3SIMCTBEHHOTO cTpaxoBaHus (fanee - Bug Nel2);

CTPaxOBAaHUE TPAXKIAHCKOW OTBETCTBEHHOCTH 3a NPUYMHEHUE Bpeaa
BCJICJICTBHE HEJIOCTATKOB TOBAPOB, padoT, ycayT (nanee - Bujg Nel9).

CTPaxOBAaHUE TPAXKIJAHCKOM OTBETCTBEHHOCTH 3a NPUYMHEHUE Bpeaa
TpeThuM Jiniam (fanee - Bug Ne20).

HII «banTuiickuii CTpOUTENIbHBIN KOMIUIEKC» TPeOyeT Hajauyue JUICH-
3un toJibko Ha BuA No20, a HII «I'a3opacnpenenurenbHas cucrema. Ctpou-
TEIBCTBO» TOJBKO Ha BHUI Nel9.

HIT «Unmxcnenctpoi-OaeKTpoCceThCTPOoi» BOOOIE HE YCTaHABIMBAET
TpeOOBaHUI IO HATMYUIO JTUIEH3UU Ha KaKOU-THOO BUJ CTPAXOBAHUS.
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OcHOBHOM TTP00JIEMOM TIPU ATOM SABJISETCS pa3Iuyne MEXIAY BUJOM CTpa-
xoBaHuA Nel9 u Ne20.

ITo cnoxuBLIEHCS MPAKTUKE, CTPAXOBAHUE TPAXKIAHCKON OTBETCTBEHHO-
CTHU 3a MpUYUHEHHE Bpeaa TpeTbuM aunaM (Buja Ne2() mokpbIBa€T PUCKH BO3-
HUKHOBEHHS TPAKIAHCKOW OTBETCTBEHHOCTH B ITPOIIECCE OCYLIECTBIICHUS BCE-
0 IMKJIa CTPOUTEIBHO-MOHTaXHBIX paboT 10 MOMEeHTa ux okoH4yanus. Ho, kak
MIPaBUJIO, HE BKJIIOYAET B ceOsl PUCKH 3a JedEeKThl MPOU3BEACHHBIX paboT, KO-
TOPbIE MOTYT HPOSIBUTHCS M1 HAHECTH BPEJ TPETHHUM JIMIIAM BO BPEMSI IKCILTya-
Talui 00BbEKTa CTPOUTEIHCTRA.

CtpaxoBaHWEe TpaxJaHCKOW OTBETCTBEHHOCTHM 3a MNPUUYMHEHHUE Bpeaa
BCJICJICTBHE HEJIOCTATKOB TOBApOB, paboT, yciuyr (Bua Nel9) HaobopoT obecrre-
YUBAET MOKPHITUE PUCKOB BO3HUKHOBEHUS IPaXXTAHCKOW OTBETCTBEHHOCTH Tie-
pel TPEThbUMU JIMIIAMU B TIEPUOJ SKCIUTyaTallid CAAHHOTO 0OBbEKTa CTPOUTENh-
CTBA U HE MOKPHIBAET I'PAXKIAHCKYI0 OTBETCTBEHHOCTH MOJAPSIYUKA B MEPUOJ
HETMOCPEICTBEHHOTO OCYIIECTBICHUSI UM PadoT.

Jlannas cutyanusi GakTUYECKU NPUBOJUT K TOMY, YTO CTPOUTEIbHBIE Op-
raHuzanuu, Bxogsmue B pasHsie CPO, nmoay4aroT NOKpPhITUE PUCKOB MPUYHHE-
HUSI BpeJa APYyTuM JIMIAM Ha Pa3HbIX, HEMEPECEKAIOMMNXCS 3Tanax CyIIeCTBO-
BaHUSI CTPOUTEIBHBIX O0BEKTOB. B 0HOM cilyuae, 3TO 3Tal OCYIIECTBICHUS
CTPOUTENBHBIX pabOT HA 00BEKTE, B IPYTrOM CIIyyae, - 3Tall IKCIUTyaTaluu 00b-
€KTa MOCJI€ OKOHYAHUSI CTPOUTEIBHBIX PaboT.

Her equnoro muenue y CPO 1 B OTHOIIEHWH YCTaHOBJIEHUS PETPOAKTUB-
HOT'O MEPHOJIA CTPAXOBAHHUS, T.€. IEPUOJT BPEMEHHU, ITPEIICCTBYIONIMN JaTe 3a-
KJIFOUEHHUSI IOTOBOpa CTPAXOBaHUsI, B TEUEHHE KOTOPOTO MOTJIU OBITh JOIyIIe-
HBI HEJOCTATKU PabOT, KOTOpbIE MPUBEIN K MPUUYUHEHHUIO BPEIa U HACTYILIe-
HUIO CTPAXOBOTO CJIy4dasl B TEUEHHUE JCUCTBHS JJOrOBOPA CTPAXOBAHMS IPaX/IaH-
CKOW OTBETCTBEHHOCTH.

HIT «O0benunenune crtpouteneid Cankrt-IletrepOypra» ycraHaBivBaeT
TpeOOBaHUE O PETPOAKTUBHOM IEPUOJIE C MOMEHTA MOJYYEHHUs CTpaxoBaTesieM
IIEPBOTO CBHUJETEIBCTBA O JOIYCKE N0 BCTYIUIEHUS JIOrOBOpPa CTPaxOBaHUS
IrpakIaHCKOW OTBETCTBEHHOCTH B CHIY, HO He Oosiee 10 JeT umum cpoka ciryx Ol
pe3yibTaTta padorT.

HIT «rxkcnenctpoit-2aeKTpoCeThCTPOM» TakKe TpeOyeT yCTaHaBINBATh
PETPOAKTUBHBIA MEPUOJ C MOMEHTA MOJYUYEHHUS CTPAaxOBaTelNsl — YJIEHA MmapT-
HEPCTBa MEPBOTO CBUJIETEIHCTBA O JOIMYCKE K paboTaM, HO HE paHee TpeX JeT
JI0 JAThl BCTYIUICHHUS B CHJIy 3aKJIFOYA€MOTO JIOTOBOpPA CTPAXOBAHUS T'PaXIaH-
CKOM OTBETCTBEHHOCTH.

HIT «bantuiickuit crpourensHbid kKomiuieke» U HII «I'azopacnpenenu-
TenbHas cuctemMa. CTpOUTENBCTBO» HE YCTAaHABIMBAIOT TPEOOBAHUN O PETPOAK-
THBHOM MEPHOJIE K 3aKIOYAEMBIM X WIEHAMH JOTOBOPAM CTPAaXOBAHHUS Ipax-
JTAHCKOUW OTBETCTBEHHOCTH.

Pa3nbie TpeOoOBaHMS K YCTaHOBJIECHUIO PETPOAKTHBHOIO MEPHOJA TaKKe
BHOCST Pa3jnyusi B CTPAXOBOE MOKPBITHE CTPOUTEIIBHBIX OPTaHU3ALNH.
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Takum oOpa3zoM, MPOBEIEHHBIN aHalu3 Mokasal, yTo KpynHeimmue CPO
cTpoutenbHOM oTpaciu B . Cankt-IletepOypre u JIeHuHrpaackon o0aacTu yc-
TQHABJIMBAIOT Pa3Hble TPEOOBAHMS K OCYIIIECTBICHUIO CTPaXxOBaHUs IpaxiaH-
CKOW OTBETCTBEHHOCTH CBOMX YJICHOB. [Ipy 3TOM pa3nuuus 3aKiItO4arOTCs HE
TOJBKO B pa3Mepe MOKPHITHSA, HO U B IIEPEUYHE PUCKOB Ha Cly4yal peanu3aiuu
KOTOPBIX OCYIIIECTBIISICTCS CTPAaxOBaHHS. DTO B IEJIOM CHUXaeT d(PdheKkTun-
HOCTh CTPaxOBaHUs KaK MEXaHHM3Ma OOECIIeUeHMsS] MUMYIIECTBEHHOM OTBETCT-
BeHHOCTH 4jieHOB CPO 1 MoBbIIIaeT PUCK BBHIIUIAT U3 CPEACTB KOMIIEHCAIIMOH-
HbIX GpongoB CPO.

Pemenuem nanHoO# mpoOiaeMbl MOTJIO Obl OBITH BBEJACHUE €AUHBIX, CTaH-
JTApTU3UPOBAHHBIX TPEOOBAHWM K CTPAXOBAHHMIO T'PakKAAHCKOW OTBETCTBEHHO-
cty wieHoB CPO cTpouTenbHOro ceKTopa.

C. B. PymsinueB

CIIoI'DY, nporpamMma «lleHHble Oymaru v mpo-
U3BOJHbIE (PUHAHCOBBIE UHCTPYMEHTBD)

K.3.H., go1eHT ['puropnes O. I'.

IHPOI'HO3UPOBAHHUE 3HAYEHUA KOTUPOBKH
OBBIKHOBEHHBIX AKIIU MICROSOFT C UCITIOJIb30BAHUEM
CAPM MOJAEJIN

B cratbe mpuBOIUTCS aJTOPUTM TPOTHO3UPOBAHUS 3HAYEHUS KOTHPOBKH OOBIKHO-
BEeHHBIX akuuii Microsoft ¢ ucnonb3zoBannem CAPM mozenu. [IporaosupoBanue npousBo-
JUTCS] Ha OJIMH JICHb BIIEpE]], HA OCHOBE MMEIOIINXCS JAHHBIX O 3HAUEHUSIX CTOMMOCTH aK-
uuii Microsoft u ungexkca Nasdaq Computer 3a ouH ro/.

In this article author presents method of forecast for Microsoft shares quotations with
CAPM model for one day in future. Forecast made from the data about prices of Microsoft
shares and Nasdaq Computer index for one year.

Knwueswie cnoea: Ilpornos, akuuu, kotupoku, CAPM, Microsoft, Nasdaq, niena
Ak, THBECTHUIINH, OMpKeBasi TOPTOBIIS, POHIOBBIN PHIHOK.

Key words: Forecast, shares, quotations, CAPM, Microsoft, Nasdaq, price of shares,
investments, exchange trade, stock market.

JlaHHOE HccienoBaHue MPOBOJUTCS C LETbIO TPOTHO3UPOBAHUS 3HAUCHUS
koTupoBku akuuii Microsoft Corporation (MSFT), koTopble TOpPryroTcs Ha
donmoBoit oupxe NASDAQ u Bxoaar B coctaB ouprkeBoro najaekca NASDAQ
Computer ("[XCO).

B kaudecTBe OCHOBBI HcCcleAoBaHUsI OEpyTCs COBpeMEHHbIE AaHHBIE [,
c.1] o 3nauenussx kotupoBok MSFT u 3naueHusix Oupskeporo uuaekca “"[XCO
3a mepuoa ¢ 1 anpenst 2013 roga no 28 mapta 2014 roma. O6muii 00bEM BbI-
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O0opku — 252 nHabmoaeHus. B ucciegoBaHny aHaMM3UPYIOTCS JaHHBIE BEIOOPKU
Y IPOU3BOAUTCS MPOTHO3UPOBAHUE 3HAUYEHUS] KOTUPOBKM akiuid MSFT na 31
Mapta 2014 roga mo CAPM-moaenu.

CAPM-monens (Capital Asset Pricing Model) wiu mozaens oneHku ¢u-
HAHCOBBIX aKTHUBOB IMO3BOJISIET U3MEPUTHh CUCTEMATUUYECKUN PUCK WHBECTHUIUM.
Paccmorpum CAPM-monens Ha nipumepe popmysel Nel, B KOTOpyro mojcTa-
BUM HMHTEPECYIOIIME HAC IIEPEMEHHBIE:

MSFT _ +ﬂ*l’,AIXCO

h

Dopmyna Nel
Cme: »™'" - noxomuocts akmmit MSFT 3a mepuon BpemeHH t; « - Ge3puCKOBast 110-
XOJIHOCTh (HampuMep: JOXOJAHOCTh Mo ['ocyaapcTBEeHHBIM oOauramnusiMm); £ - kodhuimeHt

6eta uiu «K0d(PGUIUEHT PUCKOBOCTUY SIBIISIETCS MEPOM CUCTEMAaTUYECKOTO PUCKA, OTpaxka-
€T YYBCTBUTEIHLHOCTh KOTUPOBKH akiuii MSFT kK U3MEHEHHIO CPEIHEPHIHOYHOM TOXOIHO-
ctu no ungekcy “IXCO, B coctaB kotoporo BxoauT MSFT: uem cunbHee pearupyer KOTH-

pPOBKa akIui Ha U3MEHEHHE MHeKca (0OIEephIHOYHBIE U3MEHEHHS), TeM K03 UITMEHT Oe-

Ta BeIIE; 7, - moxoqHocTh uHaekca N[XCO, cpeaHepbIHOYHAS TOXOAHOCTD, TOXOMHOCTh

perpe3eHTaTUBHON BHIOOPKHU aKTUBOB.

B cBs131 ¢ BBIIEU3TI0)KEHHBIM, CITPaBEJIMBO CAEIaTh BHIBOJ O TOM, YTO J10-
xoaHocTh akiuii MSFT onpenensiercs 0e3prCKOBOM JTOXOIHOCTBIO M ITpEMUEH Ha
cucremarnieckuii puck. Koapduiment 6era 3aBUCUT OT CTaHJAPTHBIX OTKIIOHE-
HUil foxozaa no akimsiM MSFT no peiHOuHOMY moptdernto - unaekcy “1XCO. Ec-
m f <1, 3T0 03HAYAET, YTO KyPC aKTHBA U €T0 JOXOJHOCTh U3MEHSIOTCS B OHOM
HaIlpaBJIEHUHU C PHIHKOM, HO MEJICHHEE pbIHKA. TaKoll aKTHUB CUMTACTCS «3allly-
meHHbIMy. Ecii ke f>1, 3Ha4UT Kypc U, COOTBETCTBEHHO, JOXOIHOCTh AKTHBA
U3MEHSIFOTCSI OBICTPEE PBIHKA, TAK)KE, B OJTHOM HaIpaBJIeHUU. Takol akTUB CUnTa-
€TCsl «arpeccuBHBIM». OTpullaTeabHas «OeTa» O3HAYaeT, pa3HOHAIPABICHHOCTH
M3MEHEHUM KypCOB aKTHUBa W phIHKA B 1es0oM. Eciu ke «0eTa» paBHA eqUHUIIE —
3HAYMT, aKTUB B TTOJTHOM MEpE CIEAYET 3a PHIHKOM.

MunumansHoe 3HaueHue I XCO 3a paccMaTpuBaeMblid EPUOJ COCTABU-
1o 1508,3; makcumanipbHOe 2122,6; cpennee 1828,4. AOGCOMIOTHBIN pOCT 3HAYe-
HMS UHIeKca coctaBma 495,51.

Axunn MSFT 3a paccmarpuBaeMslid nepuon Belpociu Ha 12,51 USD.
MunumansHoe 3HaueHue KoTupoBkn MSFT cocraBuno 27,74 USD; makcu-
MaibHOE 40,5; cpennee 34,325. M0oXHO cAenaTh BBIBOJI O COHOMPABJICHHOM IO-
noxuTenbHoN quHamuke KoTHpoBOK MSFT u MXCO. U3 3Toro cienyer, 4To
«6etay akiuiit MSFT Oyner UMeTh MOJIOKUTENIBHOE 3HAYEHHUE, OJJHAKO, OTJINY-
HOE OT €IMHUIIbI, BBUJY BU3YaJbHOI'O OMPEACIICHUS HATUYUSI PACXOXKICHUS B
rpadukax.

Hanee npuctynum K aHanusy noxoaHocted akuuid MSFT u unpexca
MXCO. J1oX0IHOCTh aKTUBa JJIs LIEJed TAaHHOTO MCCJIEI0BAHUS MPEACTaBISET
coboif menHoM Temn mpupocTta crouMoctu akumii MSFT, 3HaueHus: uHAEKCa
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AMXCO. J10X0AHOCTh MOXKHO MIPEJCTABUTh, KaK MEPBYIO Pa3HOCTH JIOrapudMOB,
coryiacHo opmyrie 2:

P P P
Dopmyna Ne2

rt:pt_pt—l — Py _lzln(szlnpt—lnpt_lIAh’lpt
1

ne: 7 - noxomnocts MSFT, nu6o “IXCO 3a nepuon Bpemenu t; P; - nena MSFT,

6o 3nauenue “[XCO B nepuose Bpemenu t; P;_; - uena MSFT, nu0o 3naueHne nHaekca B
nepuojie Bpemenu t-1.

IToxazarenu noxoanoctd MSFT u "I XCO BblpakaroTcsi B IPOIIEHTAaX WU
JOJISIX, 9TO O0ECTeYMBAaEeT BO3MOXKHOCTh MX KOPPEKTHOTO CPAaBHEHUS MEXTY
coOO01.

st uagexca NI XCO 3a paccmarpuBaeMblil epuo MUHUMAaIbHOE 3HaYe-
HUE Ao0XoaHocTu coctaBuiio -0,025517; makcumansHoe 0,023607; cpennee
0,0010949.

Jns akuuit MSFT MuHMManbHOE 3HA4YEHHE JOXOJHOCTH COCTAaBHIIO -
0,12096; maxcumanbHoe 0,070183; cpemnee 0,0014808. JloxomHOCTH akIUi
MSFT obnamaer OoJbIIe BOJATUIBHOCTBHIO IO CPAaBHEHUIO C JOXOTHOCTHIO
uHaekca “XCO, 49To co3maeT BO3MOXKHOCTH TOJYYUTHh OOJBIINNA JTOXOM MPH
uHBecTUpoBaHuM B akiuu MSFT, ogHako, Takas BO3MOXKHOCTb, 0€3yCJIIOBHO,
COmpsiKeHa ¢ OOJIBIITUM PUCKOM KaIMTAIOBIOKECHHUH.

N3 pucynka Ne3 Bunno, uto 3HaueHust noxognocreit MSFT u MNXCO Hna-
XOASATCS HA HEKOTOPOM, BU3YalbHO, JOCTATOYHO 3HAYUTEIBHOM YAAJIE€HUHU OT
nuHUM perpeccuu. M3 3Toro yTBepk’IAeHHUS MOXKHO CIENIaTh BBIBOJ O TOM, UTO
3Ha4YeHHUE TMoka3arenst R*2 OyaeT, Jo0CTaTOYHO OITyTUMO, MEHBIIIE €IMHUIIBI, a
TaKXe, 9TO B 3KOHOMETPHUYECKOW Mojaenu OyayT MMETh MECTO OTKJIOHEHUS
(ciryualiHbI€ OITHOKM).

ITocTporM perpecCMOHHYI0 MOJIENb MO0 METOly HAUMEHBIIINX KBaJpaTOB
IUIS aHaInu3a 3aBUCUMOCTH JoxomHocTted aknuii MSFT oT moxomHocTel MHACK-
ca "[XCO. U3 pacu€roB cienyeT, 4To Ko3QPUIMEHT AeTepMHUHAIIMN JIEHCTBU-
TEJIbHO JOCTAaTOYHO HU30K M paBeH 0,296812. 910 o3HavaeT, 4TO BapHalus J10-
xoaHoctu uHaekca “[XCO nuib Ha 29,68% 0O0BICHIET BapHaIIUIO IOXOIHOCTH
akiit MSFT. Biausiane 1oXOIHOCTH MHAEKCA HAa JOXOJIHOCTDh aKIIUH CTaTUCTH-
YeCKHM 3HAaYMMO, TaK KakK HyJieBas T'MIIOTe€3a O HE3HAYMMOCTH OTBEpPraeTcs B
JAHHOW MOJIeNId BBUY KpaitHe Hu3koro 3HaueHus: P-value = 8,39¢-021. Huzkas
koHcTaHnTa paBHas 0,000331095 He oka3bIBa€T 3HAYMTEIBHOTO BIMSHUS HA J10-
XOAHOCTh akuui. CiienoBaTelibHO, BBUAY HU3KOTO R”"2 MOXHO cliesiaTh BBIBOJ
0 HAJIMYUM 3HAYUTEJILHOTO O0BEMA OCTATKOB B JaHHOW Mojenu. [Ipoeném
TECT Ha HOPMAJILHOCTh MX pacmpejiefieHus. B pesynbraTe Tecta Oblia cAeilaHa
HyJIE€Basl TUIIOTE3a O PACIPEAECIEHUN OCTATKOB MOJEIN MO HOPMAJIbHOMY 3aKO-
Hy. Cratuctuka JlopHuka-Xancena = 230,795 npu kpailHe HU3KOM 3HAYEHUH
P-value = 7,64681e-051. W13 atoro crienyeT, 4To HyJeBas TUIOTE3a HE 3HAYMMa
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U €€ He00XO0IMMO OTBEPTHYThH B MOJIb3Y aJIbTEPHATUBHOM, KOTOpast YTBEPKIACT,
YTO PaACHpPEEIICHUE OTIIMYHO OT HOPMAJIBHOTO.

[IpoBeaém tecT YailTa Ha reTepOCKeAACTUUHOCTh (HEMOCTOSIHCTBO JIHC-
MepCUM OCTATKOB MoJjiesin). HyseBasi runoTesa: reTepocKeacTUIHOCTh OTCYT-
ctByeT. TectoBas cratuctuka LM = 17,6967 npu kpalilHe HU3KOM 3HAYEHUU
P-value = 0,000143619. CnenoBarenbHo, (hopMaabHO, HEOOXOAUMO OTBEPT-
HYTh HYJIEBYIO TUIIOT€3Y B IOJIb3y aIbTEPHATUBHOMN U CAEIATHh BHIBOJ O HAJU-
YUU TEeTEPOCKENACTUYHOCTH B JTaHHOW Mojaenu. [IpeanpumeM momnbITKy n30a-
BUTHCS OT rerepockenacTuaHoctu nytéM nposeaenuss HAC npouenypsi. s
ATOTO U3MEHUM Ha eJUHUILY Jar perpeccopa (aoxoaHocts “[XCO), nomydum,
TaKuM 00pa3oM, HOBBIM perpeccop, KOTOPHIA HCIOJIb3yeM MpPH MOCTPOCHUU
HoBOM mMozenu o MHK. B nonyuenHo#t Mojenu ynanoch u30aBUThHCS OT Te-
TEPOCKENACTUYHOCTU. TecT YalTa mokazal, YTO CIEAyEeT NMPUHATHh HYJIEBYIO
TUIIOTE3y 00 OTCYTCTBHM IeTEPOCKEIACTUYHOCTH, TaK KaK TE€CTOBasl CTaTUCTH-
ka LM = 0,069101 nipu P-value = 0,96604. ABTOKOppEsAINs B MOJCIIN TAKKE
orcyTcTByeT. OgHako npumenenue HAC mpouenypsl CylmecTBEHHO CHU3HIO
KO3 DUIIMEHT AeTepMHUHALINK, €ro 3HaueHue coctaBwio Juiib 0,002639, to
€CTh BapHalus HOBOTO BHOBb CO3/IaHHOTO perpeccopa (J0XOIHOCTH UHAEKCA C
M3MEHEHHBIM JIarOM) JIUIb Ha 2,6% OOBACHSIET BapHaIlvio 3aBUCUMON Tepe-
MeHHOM (1oXxoaHOCTh akiuii MSFT). B ¢Bsa3u cO CTOIb HU3KUM 3HAYCHHEM
nokaszarens R"2 mpuHMMaeM pelieHue O Helelieco00pa3HOCTH AalbHEUIIero
VCHOJIb30BAHUSI PETPECCUOHHONW MOJIENIM C W3MEHEHHBIM PErpeccopoM Ipu
IPOTHO3MPOBAHUU 3HAYEHUS] KOTUPOBKU U Jajnee Oynem paboTaTh TOJBKO C
nepBoHadyaIbHO noctpoeHHor o MHK perpeccuonnor mozaeinsro. Hysepyro
TUIOTE3y 00 OTCYTCTBUM T'€TEPOCKEAACTUYHOCTH B JAHHOM KOHKPETHOM CHYy-
yaeM npuMem npu ypoBHe 3HaunMoctu 0,014%.

IIpoBeneM TeCT Ha HANUYKE ABTOKOPPEISIIUU OCTATKOB PETPECCUOHHOIO
ypaBHenus. st atoro npoenéM tect bpuma-I'oadpu no aecsroro nara. Hy-
JeBasi TUNOTE3a: aBTOKOpPpENSALUUs OTCYTCTBYET. TecTtoBas cratuctuka: LMF =
= 0,634749 npu 3naunmoctu P-value = 0,783381. [Ipunumaem HyJIeBYIO THUIIO-
Te3y. ABTOKOPPETALMSA B MOJEIN OTCYTCTBYET.

bera xoaddunuent B momyuenHor mo meronxy MHK momenu pasen
1,05003. D10 mo3BOJSIET cAeIaTh BHIBOJ O TOM, YTO JUHAMHKA JOXOJHOCTH IO
akuusm MSFT 3a paccmarpuBaeMbiil B JAHHOM MCCIIEAOBAHUU MEPUOJ MTPAKTHU-
YeCKH BPOBEHb UJIET C TUHAMUKON noxoaHocTtu uHaekca “[XCO, oaHako, ao-
XOOHOCTh aKIMK HECKOJBKO OIEPEKAET TOXOAHOCTh MHIECKCA. DTO MO3BOJISET
clenaTh BBIBOJ O HEKOTOPOM, IMYCTh U HE3HAYUTEIbHOM, «arpeCCUBHOCTHY aK-
uuid MSFT, To ecth B paccmatpuBaemoM nepuoae ¢ 01.04.2013 mo 28.03.2014
BIIOKeHUS B akiud MSFT Moriau npuHeCTd MHBECTOPY UYTh OOJBIIYIO T0OXO/-
HOCTb, TI0 CPAaBHEHUIO C BiOXeHUsIMHU B MHIEKC “[XCO npu, COOTBETCTBEHHO,
9yTh OOJIBIIIEM PUCKE.
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[Ipoananuzupyem 6eta KOdPOUIHUEHT ¢ MOMOIIbIO TECTa HA JIMHEWHbIE
orpaHuueHus. B paMkax HylI€BOU rUNOTE3bl NPUPABHIEM 3HAUCHUE «OEThI» K
CIUHUIIE U MPOU3BEAEM pacu€Thl: TecToBas ctaructuka F(1, 249) = 0,238565
npu P-value = 0,625674. To ecTb, popmManbHO, MbI JOJKHBI MPUHATH HYJIE-
BYIO THUIIOTE3y O TOM, 4TO «0eTa» paBHa eauHuile. OTBEprHyB HYJIEBYIO T'H-
note3y, Mbl omubeémMes B 62,5% cinyyaeB. OqHaKO, MOJyYeHHOE HAMU paHee
pacuéTHoe 3HaueHue 0eta Kodddunuenta pasHo 1,05003, yTo oyeHb OJIU3KO
K equHuile. B maHHOM ciiydae JUisl MOCJIEAYIONIEro MPOrHO3UPOBAHUS PEKO-
MEHJyEeTCsl, HE CMOTpPSl Ha BBICOKMU Moka3arenb 3Hauumoctu (P-value), ot-
BEpPrHYTh HYJIEBYIO THUIIOTE3Y O TOM, YTO «0€Ta» paBHA €JUHUIIE B IMOJIb3Y
aJbTEpPHATUBHOM O TOM, YTO 3TO He Tak. B manpHelmem OynemM CUYUTAThH
CIIPABEJINBBIM MOJIYYEHHOE B paMKaxX JIAHHOW MOJENIU pacyE€THOE 3HAUYECHUE
oeta kodddunuenta 1,05003. Beabr ”MEHHO 3TO HE3HAUUTEIBHOE PACXOXKIE-
HUE MEXIY pacu€THBIM 3HAUYCHHEM «OeThI» U €IUHUIEH OTUETIMBO MpOCIe-
KUBaeTcs Ha rpaduke AMHAMUKH JOXOJIHOCTEH (pucyHOK Ne2) u sBusercs
KJIFOUEBBIM JJIs1 11eielt uccienoBanus. OCOOEHHO TOUYHO PACXOXKJICHUE BUJIHO
B OIpEJICIICHHBIE JHU BBIOOPKH, KOTJa rpapuuecku JTOXOJHOCTh aKIUN Ha-
TJISITHO OTKJIOHSIETCSI OT JIOXOJTHOCTH MHJIEKCA.

[IpoBegemM MpoBEpKY Ha 3HAYUMOCTH KOI(PPHUIIMEHTOB MO KPUTEPHIO
Crbronenta. Bo3pbMEM MPOCTYI0 HYJNEBYIO THIOTE3Y O TOM, YTO KOPPEISALUS
noka3zarenend nfoxogHoctd MSFT u "IXCO orcyrerByer. Paccuntaem kpurepuii
CreronenTa: t(249) = 10,2519, nByxcroponsnee P-value 0,0000. CnenoBarteinb-
HO, OTBEpPraeM HYJIEBYIO THMIIOTE3y 00 OTCYTCTBUU KOPPEJISIIIUU B TOJIb3Y Allb-
TEPHATUBHOM O €€ HAJIMYUU.

[IpoBeneM TPOBEPKY 3HAUMMOCTH PErPECCHMU B IEJIOM IO KPUTEPUIO
@uwepa. HyneBas rumoresa: mapaMeTpbl perpecCUd paBHbI HYIIO. TecToBas
cratuctuka: F(1, 249) = 105,102 mpu P-value = 8,38602¢-021. CnenoBarenbHo,
OTBEpPraeM HYJIEBYIO TUIIOTE3Y B MOJIb3y AIbTEPHATUBHOW, B KOTOPOW TOBOPHUT-
Csl O 3HAYUMOCTH KO3(PPHUIIMEHTOB PErpecCUMOHHOr0 ypaBHeHHUs. Takum oOpa-
30M HCKJIIOYaTh HE3HAYHMMBbIE PErPecCcOpbl HE MPECTaBISIETCS HEOOXOIUMBIM,
BBUJYy OTCYTCTBUS TaKOBBIX.

[IpucTynuMm K MpOTHO3UPOBAHUIO 3HAYEHHSI KOTUPOBKHU akuuii MSFT Ha
31 mapra 2014 roapa. IlepBbIM mm1aroM Ha IMyTH K MOJIYYEHUIO 3HAYEHUSI KOTUPOB-
ku OyjeTr nmporHo3upoBaHue AoxoaHoctu akimii MSFT na 31 mapra 2014 roxa c
ITOMOIIBI0 UMEIOILIEHCS] PErPECCUOHHON MOJICIIH.

AHaIUTUYECKH TpeacKazaHHass noxoaHocTh akuuid MSFT na 31 mapra
2014 rona cocraBut 0,008381 mnum 0,8381%. C 95-niporieHTHON BEPOSITHOCTHIO
MOYKHO YTBepkaath, yTo 31 mapra 2014 rona noxoanocts akunit MSFT cocra-
BUT He MeHee -1,9302% u ne 6onee 3,6065%.

Ha ocHOBaHMM MOTYyYEHHBIX MPOTHO3HBIX JAHHBIX O HoxogHocTH MSFT,
npousBeneM pacuér 3HadueHuss KotupoBku MSFT na 31 mapra 2014 roma mo
dbopmyne Ne3:
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P31.03.14 = P28.03.14
Dopmyna Ne3

% o/31.03.14

I'me: ps, 45,4 - Iporaozupyemoe Ha 31 mapra 2014 roga 3Ha4eHHE KOTUPOBKHM aKIUI
MSEFT; pag ;14 - 3HaUeHHE KOTHPOBKU akuui MSFT na 28 mapra 2014 roga; 7, ;4 - IPOTHO-
supyemoe Ha 31 maprta 2014 roga 3nauenue noxoanoctu akiuiit MSFT.

[IpousBens marematudeckue pacu€tol o Gopmyse Ne3, mojiydyuMm 3Haue-
Hue kotupoBkr MSFT na 31 mapta 2014 roga pasnoe 40,64 USD.

CpaBHUM MOJIy4EHHOE MPOTHO3UPYyEMOEe 3HaueHne KOoTupoBku MSFT Ha
31 maprta 2014 roga ¢ peaJibHbIM 3HaUYE€HHUEM, KOTOpOoe ObUIO 3a(pUKCUPOBAHO
Ha 31 mapta 2014 rona [1, c.1] u coctaBuio 40,99 USD. Pe3ynbraT nporsosa,
0e3yCJIOBHO, Tonall B 95-NPOIEHTHBIN JTOBEPUTEIBHBIN MHTEpBA U OKa3aJICs
BeCcbMa MpaBaono00HkIM. OmmbKa MporHo3a 3HAYEHUsT KOTUPOBKU B alCo-
JIOTHOM BBIpaK€HUU cocTaBuia juib 35 uentoB win 0,8684%, uto, Ha Mo
B3IJIS/L, SBJISIETCA XOPOIIMM pe3yJibTatoM. BeiBoa: ucnons3oBanne CAPM-
METOJIa MPU MPOTHO3UPOBAHUU 3HAYEHUU KOTHUPOBOK IIEHHBIX Oymar, BXOJIs-
IIMX B COCTaB TOTO WJIM MHOTO OUPIKEBOTO MHJIEKCA SIBJISIETCSA 11€JIECO00Pa3HbIM,
a pe3yabTaThl IPOTHO30B SABJISAIOTCA JOCTATOYHO JTOCTOBEPHBIMM.

Jumepamypa:
1. Unrepuer-noptan http://finance.yahoo.com // nmpodunu Microsoft Corporation u
ungaekca NASDAQ Computer.

. O. UntanaBa
CIIeI'DY, mporpamma «11b u ITOWN»
1.3.H., npodeccop Cenumen A. C.

OCHOBHBIE POCCUMCKUE ®OHJIOBBIE UHJIEKCHI:
HEPCIIEKTUBbBI PA3BUTUA

CymecTByromuii B HacTosmee Bpemsi B Poccun OHIOBBINA PHIHOK SBISICTCS] TUITHY-
HBIM KPYTHBIM Pa3BUBAIOIIUMCS PBIHKOM, KOTOPBIH ye Hayall BHIIOIHATh MAKPOIKOHOMHU-
yeckyto (GpyHKIH0 TpaHnchopmarmu coepexeHnil B MHBECTUIIMN ISl Hallel crpaHbl. JlaH-
HBIA PBIHOK XapaKTEPU3YeTCs, C OJHOW CTOPOHBI, BEICOKMMHU TEMIIAMH MO3UTHBHBIX KOJIH-
YECTBEHHBIX U KAYECTBEHHBIX M3MEHEHH, C JPYyroid CTOPOHBI - HAIMYUEM MHOTOUYHCIICH-
HBIX MPO0JIEM, HOCSIIMX KOMIUIEKCHBIM XapakTep U MpensaTCTBYOMUX 0osee 3¢ (HeKTUBHO-
My €ro pa3BUTHIO. [lJi1 MoJenu pOCCUIICKOro (PMHAHCOBOTO PhIHKA B CPEIHECPOUYHOH Iep-
CHEKTHBE OYIyT XapaKTEepHBI JIBE TCHICHIIMU: NWHAMUYHOE PAa3BUTHE M TMOJBEPKEHHOCTH
BBICOKHM YPOBHSIM PHCKa.

The current in the Russian stock market is typical of the largest emerging markets ,
which have already started to carry out macroeconomic function of transformation of sav-
ings into investments for our country. This market is characterized, on the one hand, the
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high rate of positive quantitative and qualitative changes , on the other hand - the presence
of the many problems of a complex nature and preventing its more effective development.
Model for the Russian financial market in the medium term will be characterized by two
trends: the rapid development and exposure to high levels of risk.

Knroueewie cnosa: poccuiickuii GOHIOBBIN PIHOK, OCHOBHBIE POCCHUICKHE WHIEKCHI,
CpeIHEeCPOUYHBIEC TEHJCHIINHN pa3BUTHsS (POHIOBOTO PHIHKA.

Key words: Russian stock market, key Russian indices, medium-term trends of the
stock market.

Oco0EHHOCTBIO Pa3BUTHS TJI00ATILHOM SKOHOMUKH B XX - Hadasie X XI Be-
KOB CTaJIO CYIIIECTBEHHOE BO3pacTaHue poJid (POHIOBOTO PhIHKA, KOTOPBIN MpH-
oOpeTaeT Beayllee 3HaUeHHE B CUCTeME (PUHAHCOBBIX PHIHKOB. B KOpIOpaTUBHBIX
IIEHHBIX OyMarax, B HaCTOsIIIE€ BPEMSsI, BOILIOIIEHA OOJIbIlIasi YaCTh aKTUBOB Pa3-
BUTBHIX CTpaH MHUpa. TE€HJEHIMU Pa3BUBAIOIIMXCS CTpaH HaIpaBJICHbI HA yCHIIE-
HUE PO (POHOBOTO PHIHKA B KAYECTBE UCTOYHHUKA MPUBJICUEHUS CPEICTB.

CyuiecTBytoliuii B Hactosiiee BpeMsi B Poccuu (OHIOBBIN PHIHOK SIBIISI-
€TCS TUIIMYHBIM KPYITHBIM Pa3BUBAOIIUMCS pbIHKOM. OH XapaKTepu3yercs, C
OJIHOM CTOPOHBI, BLICOKUMH TEMIIaMU MO3UTUBHBIX KOJUUYECTBEHHBIX U KaueCT-
BEHHBIX M3MEHEHUMU, C JAPYroil CTOPOHBI - HAIMYMEM MHOTOYHUCIEHHBIX IPO-
0JieM, HOCAIIMX KOMIUIEKCHBIA XapakTep W MPEensTCTBYOIMMX Ooisiee 3ddek-
TUBHOMY €T0 Pa3BUTHUIO.

Poccutickuit (GOHIOBBIM PHIHOK YK€ Hayajd BBIMOJIHATH MaKPOIKOHOMU-
yeckyto (PyHKIUI0 TpaHchopManuu cOepekeHUNW B WHBECTHUIIMHU I Hallen
cTpanbl. Bee Gonbliiee KOJIMYECTBO MPEANPUATUHI PEabHOTO CEKTOpa HAYMHAET
paccMaTpuBaTh €ro B Ka4eCTBE OCHOBHOI'O MCTOYHMKA MPUBJICYEHHBIX peCyp-
COB Uil (pUHAHCUPOBAHUS WHBECTUIIMHA B OCHOBHOW KaIllUTAJI W TOTJIONICHUS
KOHKYPEHTOB.

B ycnoBusix rino0anuzanuv MUPOBOM SKOHOMUKH, POCTa KOJUYECTBA TOP-
T'YeMBIX HHCTPYMEHTOB U 00OHEMOB TOPTOBJIM BO3pacTaeT 3HaueHUEe (HOHIOBBIX
MHJICKCOB KaK OOOOIIEHHBIX TOKAa3aTelie COCTOSHHUS U JUHAMUKH Pa3BUTHS
(¢buHaHCOBBIX PBHIHKOB. DOHIOBBIE MHJIEKCHI MPEJICTABIAIOT COOOW yCpeaHEH-
HbIE XAapaKTEPUCTHUKU LEHOBBIX MapaMETPOB Pa3JIMYHBIX COBOKYITHOCTEW IIEH-
HbIX Oymar. OHHM BBINOJHAIOT KaK MHGOPMAIMOHHYIO (PYHKLHIO JUJIS aHaIM3a
pPBIHKA W TIPUHSATHUS MHBECTUIIMOHHBIX PEIICHUN, TaK U UHCTPYMEHTOOOpa3yro-
1y (yHKIMIO, BBICTyIas B KauecTBe 0a30BOro akTUBa i (DbIOYEPCOB, OII-
IIMOHOB, MHJICKCHBIX MHBECTULIMOHHBIX (hoH10B.[1, c.121].

B Hacrosiiee BpeMmsi pacCUMTHIBAIOTCS JECSITKH PAa3JIMYHBIX WHJIIEKCOB
POCCHMCKOTO PhIHKA AKLHWM, KAK POCCUMCKUMU, TaK U MEKAYHAPOIAHBIMU Opra-
HU3ALUSAMU: OUp)KaMU, UWHBECTULIMOHHBIMU areHTCTBaMH, WHBECTHUIIMOHHBIMU
Oankamu, Opokepckumu ¢upMamu u T.1. Hanbosee mmpoko pacmnpocTpaHeH-
HBIMH JIJISI PhIHKA aKIUi ceroiHs sABisitoTcs - uaekc PTC u ungekc MMBB.

DOHIOBBIA UHJIEKC - COCTABHOM ITOKA3aTEJIb U3MEHEHUS LIEH ONPEIEIIEH-
HOU TpYIIIbl IEHHBIX OyMar - «MHACKCHOU KOP3UHbBD».
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Kak npaBuino, abCoJIIOTHbIE 3HAYEHUS WHIEKCOB HE Ba)XHbI. bobliee
3HAYEHUWE MMEIOT U3MEHEHUS WHJIEKCA C TEUYCHHEM BpPEMEHU, MOCKOJbKY OHHU
MO3BOJISIIOT CYyAUTh 00 OOIlEM HampaBjICHWHW ABWKEHHUS PHIHKA, JaXe B TeX
CIIy4asiX, KOrJa IEHbl aKIIMi BHYTPU «MHAEKCHOW KOP3WHBD» U3MEHSIOTCS pPa3-
HOHAMpaBieHo. B 3aBUCMMOCTH OT BBHIOOPKH TOKa3aTesiei, (OHIOBBIA MHJIEKC
MOXKET OTpa)kaTh MOBEJEHNE KaKON-TO TPYyMIbl LIEHHBIX Oymar (MiIu APYyrux ax-
TUBOB) WJIH PbIHKA (CEKTOPA PHIHKA) B IIEJIOM.

Nupexcsl MOCKOBCKOW BUpKH — KOMITO3UTHBIE MHIEKCHI POCCUKUCKOTO
dboHg0BOrO phriHKa, paccuntbiBaembie 3A0 «®b MMBb Ha ocHOBe 11€H cje-
JIOK, COBEpIIAEMbIX ¢ HauOOoJee JIMKBUAHBIMU U KalUTAIU3UPOBAHHBIMU IICH-
HBIMH Oymaramu, JOMYIIEHHBIMUA K OOpalieHuIo Ha OWpKe B COOTBETCTBUU C
METOIMKOU. brprka pacCUMTHIBAET OCHOBHOM WHJIEKC C MCIIOJIb30BAHUEM LIEH
CHEJIOK C IIEHHBIMU OyMaramu, BRIPa>K€HHBIX B POCCUICKUX pyOIsix (MHAEKC), a
TaK)K€ HMHJIEKC C MCIOJb30BaHUEM II€H CAEJIOK C LIEHHBIMU Oymaramu, BbIpa-
*eHHbIX B goJutapax CIIA (mosutapoBsiit unaekc). HaumenoBanue NHnekca Ha
pycckom s3bike «Muaekc MMBby», nanmenoBanue MHaekca Ha aHIIIMHUCKOM
s3pike — «MICEX Index». HaumenoBanue nosnapoBoro MHaekca Ha pycCKOM
s3pike — « Mamexc PTCy, na anrmmiickom s3b1ke — «RTS Index».

OcHoBHble nHAEKCHI MockoBckoil bupxku (Manexkc MMBB u HNHnekc
PTC) npencraBnsroT co00l MIEHOBBIS, B3BEIIEHHBIC TI0 PHIHOYHOM KaluTaln3a-
nuu (free-float) KOMIO3UTHBIE HMHAEKCHI POCCUHUCKOrO (POHIOBOTO PBHIHKA,
Bimovaronue 50 HanOoree JIMKBUIHBIX aKUUW KPYMHEWIIUX W JUHAMUAYHO
Pa3BUBAIOIIMNXCSI POCCUUCKUX AMUTEHTOB, BUIbl IdKOHOMUUYECKOMN JEATeIIbHOCTH
KOTOPBIX OTHOCSITCSA K OCHOBHBIM CEKTOPAaM SKOHOMHKH, IMPEJCTABICHHBIX B
3A0 "®donporas oupxka MMBB".[3]

Hauano pacuera unaexkca MMBB — 22 centsiops 1997 rona, Unnekca
PTC — 01 centsa6ps 1995 rona.[4]

Jlns Moaenu poCCHIMCKOTO (PMHAHCOBOTO PBHIHKA B CPEIHECPOUYHOM mep-
CHEKTHBE OYyIyT XapaKTEpHbI JIB€ TCHICHIIMHU: TUHAMUYHOE Pa3BUTHE W IO/I-
BEP)KEHHOCTh BBICOKMM YpPOBHSIM pucka. K OTIMYUTEIBLHBIM YepTaM pPOCCUM-
cKoro (PMHAHCOBOT'O PhIHKA MOKHO OTHECTH CJIEAYIOIIHUE:

- OtHocuTeNbHAs OTPAHUYECHHOCTh OOJIMTAIIMOHHOTO pblHKA. Ecnu B
CHIA, nanpumep, o0beM phIHKA TOCYJIAPCTBEHHBIX U MYHUIIMNAIBHBIX OO0JIH-
rauuit focturaet 190% BBII, a B I'epmanun — 115%, To B Poccun oH He mnpe-
BBIIIACT HA CETOAHSIIHUN JieHb 8%. PhIHOK KOPIOpaTUBHBIX OOIUTAIIUN TaKXKe
HE CTOJIb IUPOK, KaK B 3anaaHbix ctpaHax (oxono 40% BBII B CIIIA, ot 25 no
35% — B cTpaHax 30HbI €Bpo U 14% — B Poccun). B 3HaunTenbHOM cTeneHn
Takasi CUTyallusi KOMIIEHCUPYETCS MaciTaboM (hOHI0BOTO PhIHKA.

- 3aBEIIIIEHHAA OIIEHKAa CTOMMOCTH KOMITAaHUU OTHOCHUTEJIILHO MOKa3aTelen
pa3BUTUA CaMOUN SKOHOMHUKH. B yacTHOCTH, HakaHyHe kKpu3uca 2008 r. kanura-
nau3aius poccuickoro GponaoBoro peiHka npessimana 120% BBII (B ['epmanuun
Ha TOT K€ MEPHOJ OHA COCTaBJsiiIa HeckoIbko MeHee 70%), a «I"aznmpom» orie-
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HUBAJICS B CyMMY, JKBUBAJIEHTHYIO 27,7% BBII Poccun, Torma xak camsie
kpynuble komnanuu CIHIA u ['epmanuu B mociaeHue rofsl HE CTOMIN Oosee 3-
3,5% ux BBII.

- Henonnas konBepTHpyemMocTh pyOiasi, HECMOTpPS Ha TO, YTO €ro Kypc yc-
TAaHABJIMBAETCS B pe3yibTare ACHCTBUS CBOOOJHBIX PHIHOYHBIX Chi. Ceroans
BCE OMEpalK C PocCHiCKUM pyOJseM cocpenoToueHbl BHYTpu Poccuu, a ero
UCIIOJIb30BAaHUE JIa’K€ HA MOCTCOBETCKOM IMPOCTPAHCTBE BECbMa OTPAHUYECHHO
(8 2010 r. benapych oTKazajnach Mojaydarb CTAOWIM3ALMOHHBIA KPEIUT B pOC-
culickux pyOssix). [lo nanHbM baHka MeXIyHapOIHBIX pacyeToB, A0S pyOIs
B r100aNbHBIX onepanusix Ha Forex e npesbimaet 0,2%.

B cBsi3u ¢ 3TUM mpencTaBiseTcs 1enecoo0pa3HbIM BIIEIUTh HECKOJIBKO
KOHIENTYaJbHBIX MOMEHTOB I10 YIyYIIEHUIO (PYHKIIMOHUPOBAHUS (PUHAHCOBBIX
PBIHKOB. Peub ujer 0 He0OX0IMMOCTH TIEPEMEH Ha MEXIYHAPOJIHOM YPOBHE B
riobanbHOM TOproBoil U ¢uHaHcoBou cepe. DUHAHCOBBIE UHCTUTYTHI JTOJIK-
Hbl paboTaTh HA ONEPEKEHUE, CTPATETUYECKU MBICIUTh, B OOJbIIEH CTENEHU
COOTBETCTBOBATh COBPEMEHHON MUPOBOU ApXUTEKTYpE.[2]

[IpaBunbHOE M cTaOMIbHOE (YHKIIMOHUPOBAHHE (PMHAHCOBOTO PHIHKA
CIIOCOOHO 00EeCIeYnTh 3KOHOMHYECKUI POCT, KOTOPBI, B CBOIO OY€pEb, B CO-
BPEMEHHBIX YCIIOBUSAX TapMOHU3HUPYET CUCTEMY OOIIECTBEHHBIX OTHOUICHHI.
[TockoybKy OJHOW M3 COCTABJIAIOMIMX (DUHAHCOBOTO PBIHKA SIBJISIETCS CUCTEMa
NEHCUOHHBIX (DOHJOB U COIMATIBLHOTO CTPAaXOBaHHUA, TO CUTyallus Ha (UHAHCO-
BOM DPBIHKE HEMOCPEICTBEHHO OKAa3bIBAET BIIUSIHUE HA CUCTEMY COLHAIBHOU
3amuThl. CTpeMIieHHEe YIyYIIUTh padoTy 3TOT0 MEXaHU3MA JI0OJKHO MPUBOJIUTH
HE TOJBKO K MaTepUalbHOMY OJIArOMOJIYYHIO HACEJIEHUS U IMOBBIIIEHUIO JKO-
HOMUYECKON 3(()EKTUBHOCTH, HO M K BHEAPEHUIO HOBEHIUX WH(OPMAIMOH-
HBIX 1 KOMMYHHKAIHOHHBIX TEXHOJIOTUH.

Jumepamypa:

1. Crykanos O.A. PbIHOK IIEHHBIX Oymar Kak (akTop S3KOHOMHYECKOIO POCTa poc-
CUICKOM SKOHOMMKE Ha COBpeMEHHOM dtarie - M.: - 2011.

2. 10-as MexBy30Bckas HayuHas KoHpepeHus «COBPEMEHHOE COCTOSHHE, WHCT-
PYMEHTHI ¥ TCHACHITUHU pa3BUTHS (HOHIOBOTO pbhiHKay». MockBa. 19 anpens 2013 r.

3. Meroauxka pacuera unaexca MMBB. Internet http:// www.micex.ru
4. Ocnosuble HHIEKCH MOCKOBCKOM Oupxu https://moex.com/s770
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CEKLMUSA 6. DUCKAJIBHASA ITOJIMTUKA U HOBASI MOJIEJIb
IKOHOMMNYECKOI'O POCTA

E. A. Be3nenn
CIIBI'DY nporpamma «Hanoru u HaoroobmoxeHue»
1.3.H., npodeccop Bruikosa E.C.

TEOPETUYECKHUE INOAXOIbI K OITPEAEJIEHUIO IIOHATUA
«HAJIOT'OBOE A/IMUHUCTPUPOBAHME»

B cratbe conepkarcs OCHOBHBIE TTOJIXO/IbI K OMPENIEIEHUIO MOHATUS «HAJIOTOBOE aJI-
MUHHCTPUPOBAHUEY» UCXOJS U3 POCCUUCKOHN MPAKTUKH, a TAKXKE PA3THUNS MKy TTOHSTHSI-
MU «HAJIOTOBBI KOHTPOJIbY», «HAIOTOBBINA MPOIIECC» M «HAIOTOBOE aIMHHUCTPUPOBAHUE).

This article contains all modern approaches of identifying tax management in Russia
and differences between tax management, tax enforcement and imposition of taxes.

Knrouegwle cnosa: HamoroBoe aAMHHACTPUPOBAHNE, HAJIOTOBBIA KOHTPOIb, HAJIOTO-
BBII MpoLIeCC.

Key words: tax enforcement, tax management, imposition of taxes, public adminis-
tration.

HanoroBoe ajiMUHUCTPpUPOBAHUE - JIOCTATOYHO HOBOE TOHSITUE B METO-
JIOJIOTUU HAJIOr000JI0KEHUs, OJHAKO MPU 3TOM HAaIlIeIIee MHUPOKOE PacIpo-
CTpPaHEHHE B 3aKOHOJIATENbHBIX aKTaX, HAYYHBIX TPyJax U MpakTuKe. BriepBbie
TEPMUH «HAJIOTOBOE aIMUHHUCTPUPOBAHKE» OB MCMOJb30BaH B DeaepanbHOM
3akoHe oT 27.06.2006 Nel137 @3 «O BHECEHWHM U3MEHEHUI B YacTh MEPBYIO U
yacTth BTOpYyt0 HamoroBoro koxekca Poccuiickorn denepanyu U B OTIACIbHBIE
3aKOHOJATENbHbIE aKThl Poccuiickon denepanuu B CBSA3U C OCYILIECTBIEHUEM
Mep IO COBEPIIIEHCTBOBAHUIO HAJIOTOBOr0 aJMUHHUCTpUpoBaHus». HecMoTps Ha
3TO, OMpPEJEICHNE JAHHOIO MOHATHUS B OTJIMYUE OT TAKOTO MOHSTUS KaK «Ha-
aor» [1, ¢.8] He ycTaHOBJIEHO B HOPMATUBHOM MOpsiake. OTHAKO B POCCUNCKUX
HAayYHBIX TPyAaxX MOHITHUE «HAJOTOBOE aIMUHUCTPUPOBAHHE) HCIOJIB30BAIIU C
CepeMHBI IEBTHOCTHIX F0JIOB MPOLLIOro Beka. TeM He MeHee, OOIIEeIPUHSITOrO
ONPEACIICHUS HA CETONHSAIIHNMI I€Hb HE CYLIECTBYET.

Hapsiny ¢ nmoHsITHEM «HAJIOTOBOE aIMUHUCTPUPOBAHUE)» B HAYUHOM JIUTE-
paType Tak K€ BCTPEYAeTCs TEPMHUHBI «HAJIOTOBBIA MPOIECCH» U «HAJIOTOBBIN
KOHTPOJIbY», KOTOPhIE B KOHTEKCTE HAYUYHBIX PA0OT OTOXKJECTBISIOTCS C HAJO-
TOBBIM aJIMUHUCTPUPOBAHUEM.

B cootBerctBuu ¢ 0. 5 cT. 82 HK P® «HanmoroBsiM KOHTPOJIEM NPHU3HAET-
Csl JESTEIBHOCTh YIMOJTHOMOUYEHHBIX OPTaHOB MO KOHTPOJIIO 3a COOJIIOJACHUEM
HAJIOTOTUIATENbIIMKAMU, HAJIOTOBBIMU areHTaMu U IIaTeNbIIMKaMu cOOpPOB 3a-
KOHO/IATEJIbCTBA O HAJIOTaX U cOopax».
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B ToO BpeMs kak moJi HaJIOrOBBIM MPOIIECCOM MOJIpa3yMeBAETCs MOCIE0-
BaTelibHAasi COBOKYITHOCTh JICUCTBUN HAJIOTOBBIX OPraHOB, HAJIOTOBBIX areHTOB,
HAJIOTOIUIATENBIIIUKOB WM UX TPEJCTABUTEIEH B CBSI3M C pealn3alvedl mpas
W/WTU UCTIONTHEHUS! 00s13aHHOCTEH, MPEIyCMOTPEHHBIX HAJIOTOBBIM 3aKOHOJa-
TEJIBCTBOM B IEJSAX cOOpa WM TIEPEUUCIICHUS HAJOTOBBIX JIOXOJ0B B TOCyAap-
CTBEHHYIO Ka3Hy [2, ¢. 307].

HecmoTtps Ha TO, 4TO HE CYIIECTBYET 3aKOHOJATEIBHO 3aKPEIUICHHOTO OIl-
peNeNeHus HAJIOTOBOrO0 aJMUHUCTpupoBaHus, B bromkerHom Kopekce Poccuii-
ckoit dejepaliviy MPUCYTCTBYET OMPEIETICHUE aJIMUHUCTPATOPa JOXO/I0B Or0JIKe-
Ta, KOTOPOE MOXET OBITh TaK e B HEKOTOPOI CTETNIEHH OTOXKJIECTBIEHO C OMpe/ie-
JICHUEM HaJIOrOBOTO aIMUHHUCTPATOPa, TaK KaK HAJIOTH SBJISIIOTCS OJHUM U3 OC-
HOBHBIX J0X0/10B OropkeTa Poccuiickoit deneparuu. [1ox amMuHACTPATOPOM J10-
XOJIOB OFOJ[)KETa TTOHUMAETCS OPTaH BJIACTH, OCYIIECTRIISIFOIINI B COOTBETCTBHUH C
3aKOHOAATENIbCcTBOM Poccuiickoit denepaliud KOHTPOJb 3a MPAaBWIBHOCTHIO HC-
YUCJICHUS], TIOJIHOTOM U CBOEBPEMEHHOCTHIO YILIAThI, HAYUCIICHUE, YUET, B3bICKa-
HUE U MPUHATHE PEUICHUI O BO3BpATE (3a4eTe) U3JIMIIHE YIIAYeHHBIX (B3bICKAH-
HBIX) IIaTeXel, neHer u mrtpadoB M0 HUM, SBIISIFOLIMXCS JOXOAaMU O0/IKETOB
OroKeTHOM cucteMbl Poccutickoit ®enepanuu [3, ¢.6].

HasioroBoe aiMUHHCTpUPOBAHUE PACCMATPUBAETCS Pa3HBIMU aBTOPAMHU C
pa3HbIX ToYeK 3peHus. C MO3UIMM OJHUX, HAJIOTOBOE aIMHUHUCTPUPOBAHUE
peACTaBiIsSeT coO0M YacTh rOCyJAapCTBEHHOrO ymparieHus [4, c.67]; apyrue
aBTOpPHI TOJIPA3yMEBAIOT TOJ HAJIOTOBBIM aAJIMHUHUCTPUPOBAHUEM CHCTEMY
yIpaBJICHHs] HAJIOTOBBIMUA OTHOIIEHUAMH [5, ¢.62: 6, ¢.12]; TpeTbu paccmaTpu-
BAaIOT HAJOTrOBOE AJMUHHUCTPUPOBAHHE KaK COBOKYIMHOCTh HOPM, MPHUEMOB U
CIIOCO0OB, YMOJHOMOYEHHBIE OpPraHbl OCYIIECTBISIOT YHPAaBICHUYECKYIO Jes-
TEJIbHOCTh B 00J1aCTH HaJIOroooyioxkeHus [7, c.14]; yeTBepThie MOHUMAIOT MO/
HAJOTOBBIM aJIMUHUCTPUPOBAHUEM MPOIECC MO0 0OecTieYeHUI0 (HYHKIIMOHHPO-
BaHUS HAJIOTOBOM cUCTEMHI [8, ¢.27].

CornacHO TPOBEICHHBIM HM3BICKAHUAM, HAJIOTOBOE aAMUHUCTPUPOBAHUE
UMEET Y3KUU U IIMPOKUN CMBICI. B y3KOM CMBICIIE€ HAJIOTOBOE aIMUHUCTPUPO-
BaHUE MPEJCTaBISIET cOO0M MpodecCuoHaIbHY0 AESTEIbHOCTh TOCYAapCTBEH-
HbIX YMHOBHHUKOB; COBOKYIHOCTh JICUCTBUM, a TOUHEE JIEATECIIBHOCTh JIOJKHO-
CTHBIX JIUI[ TOCYAapCTBEHHBIX OPraHOB UCIOJIHUTEILHON BIACTH B 00JIaCTH Ha-
JIOTOBBIX TPABOOTHOIICHUM.

B mmpokoM cMmbIciie HAJIOroBO€ aMUHUCTPUPOBAHUE - YIPaBJICHUE Ha-
JIOTOBBIMHM TIPABOOTHOIIEHUSIMA C TIOMOIIBIO OIpeJeieHHOW (HUHAHCOBO-
AKOHOMUYECKOW TOJIMTUKU TOCYJapCTBa, C YUETOM OTBETCTBEHHOCTH 3a MOPY-
YEHHOE JIEJI0, NMPU HETMOCPEICTBEHHOM YYaCTUM CHEIUANIbHBIX T'OCYIapCTBEH-
HBIX OpPTaHOB.

C ucTOpUYECKON TOUYKHM 3pPEHHS] HAJIOTOBBIA KOHTPOJb SIBISIETCS JPEB-
Hewie GopMoil rOCyTapCTBEHHOTO KOHTPOJSI U 3JIEMEHTOM CUCTEMBI YIIpaB-
JIEHUSI TOCYyJapCTBOM. MHOXKECTBO JOKYMEHTAJIBHBIX CBHUETEJIBCTB MOATBEP-
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XKJAI0T CYIIECTBOBaHUE, Kak B /[peBHEM Mupe, Tak U B HEJAIEKOM IPOILIOM,
JUIl, B YbM OOSI3aHHOCTH BXOJMJI KOHTPOJIb HAaJl yIIATOM HAJIOrOB U COOpOB,
TaK Ha3bIBAEMbIX OTKYNIIMKOB. HecMOTpsi Ha TO, 4TO OTKYMIIMKUA ObUIH YIIOJ-
HOMOYCHHBIMU TOCYJapCTBEHHOW BJIACTHIO HAa COBEPIICHHUE OMPEACICHHBIX
JICMCTBUM HaJl HAJIOTOIUIATEILIINKAMH, TEM HE MEHEe, OHU HE OBUIM B ITOJTHOM
MEpe€ TOCYJIApPCTBEHHBIMH CIYy>KalllMMH, TaK KaK UX JEUCTBUS MOPOW HOCHIIU
MPOTHUBONPABHBIN XapakTep. OIHAKO 3TO MU3MBIIUIEHUE MPUBOJIUT K MBICIU O
TOM, YTO HAJIOTOBBIM KOHTPOJIb MOI' CYIIECTBOBATh BHE HEKOTOPHIX PaMOK To-
CYyJapCTBEHHOTO yIIPaBJICHUS.

Tak, B IMIMPOKOM CMBICJIE MOHSATHE «HAJIOTOBBINA KOHTPOJb» OTOXIECTB-
JSIeTCSl ¢ TIOHSITUEM «HAJIOTOBOE aJMUHHUCTPUPOBAHUEY», HAIIPUMEP, B OIpe/e-
nennu A.B. PomMaHoBa, B KOTOPOM I10]T HAJIOTOBBIM KOHTPOJIEM MOJApa3yMeBa-
€TCS CHCTEMa MEPOIPUATUM IO MPOBEPKE 11€JIECO00PA3ZHOCTH, 3aKOHHOCTH U
3 PeKTUBHOCTH JEUCTBHUM 10 (OPMUPOBAHUIO JIEHEKHBIX (DOHJIOB rocyaapcT-
Ba Ha BCEX YPOBHAX YMNPaBJICHUS W BJIACTH B YAaCTH HAJIOTOBBIX JI0XOJIOB; OHA
CITIOCOOCTBYET BBISIBJICHHUIO HAJOTOBBIX PE3EPBOB YBEIWYECHUSI HAJIOTOBBIX TO-
CTYIUICHUW B OFOJDKET, YIYUIICHHIO HAJIOTOBOW JUCIUIUIUHBI M OMUPACTCS Ha
COBOKYIHOCTh TNMPUEMOB M CIOCOOOB, MCIOJb3YEMbIX OpraHaMH BJIACTH H
yIpaBJlieHUs], KOTOpPbIE 00ECIeUNBAIOT COOII0OICHUE HAJIOTOBOTO 3aKOHOAATEb-
CTBa, MPABUJIBHOCTh MCUUCIICHUS, TTOJHOTY U CBOEBPEMEHHOCTh BHECEHHUS Ha-
JIOTOB B OIOKET [9, c.44].

Ho, TeM He MeHee, B Y3KOM CMBICIIE TOJ «HAJIOTOBBIM KOHTPOJIEM» IIO-
HUMAaEeTCs TEKyIas JesTeIbHOCTh OPraHOB BJIACTH, HAMpaBJICHHAs HA MOHUTO-
PUHT OTHOILICHHWI OPTaHOB BJIACTH W HAJIOTOIUIATENIBIIIMKOB 10 MOBOJY HAJIOTO-
BBIX IUTaTeXe u HopMUpoBaHUs T0X0A0B OromkeTa. [loaToMy st U30eKaHUS
ONPEJICTICHHON MyTaHUIIBI B TTOHSTUAX «HAJIOTOBBIM KOHTPOJb» B Y3KOM U IIH-
POKOM CMBIC/IaX CJIEAYET pa3rpaHUYUTh 3TU U TOHSTHS U BBIBECTH IOHATHE
«HAJIOTOBBIA KOHTPOJIb)» B IIUPOKOM CMBICJIE B OTAEIBHOE MTOHATHE «HAJIOTOBO-
ro aIMUHUCTPUPOBAHUS, & «HAJIOTOBBIN KOHTPOJIbY» B Y3KOM CMBICJIE OCTABUTh
B BHJIE€ METO/a HAJIOTOBOT'O aIMUHUCTPUPOBAHUSI.

Takum oOpa3oM, HAJIOTOBOE aAMHUHHUCTPUPOBAHUE BBICTYMHAET HE TOJHKO
KAaK 4acTh TrOCYJapCTBEHHOTO YIIPABJICHUS, YNPABJICHUS HAJOTaMU WM KOH-
TPOJIEM HaJ| TTOCTYIJICHHEM HAJOTOBBIX IIJIaTeXel B Oroker. OHO HOCUT OoJiee
BBIPOKEHHBIA CTPAaTErHYECKUM XapaKTep, MMeEs OIpEJe/ICHHOE BIIMSHHUE Ha
JOJITOCPOYHYIO MOJUTUKY rocyaapcTBa B cepe Hanoroobsnoxenus. Kpome To-
ro, HaJOTOBOE aMUHHUCTPHUPOBaHUE 00JIaaeT IIEIbI0 PA3BUTHSA U COBEPIIICHCT-
BOBaHUS, C TEM, YTOOBI OOECIIEUNUTh UJICATIbHBIN OaaHC MEXIY BEITUYMHON YII-
JJAYEHHBIX HAJIOTOB M Ka4€CTBOM JKM3HM B TOW WJIM MHOM CTpaHe, a Tak K€ Mpu-
HSATHh BCE HEOOXOIUMbIC TTPEBEHTUBHBIC MEPBI, C TEM, YTOOBI MIPETOXPAHUThH Ha-
JIOTOIJIATENbIIUKA OT MPOTUBOIIPABHOTO JEUCTBUSL B BUJIC YKIOHCHUS WJIU W3-
Oeranusi HaJIOro00JIOKEHHUS.
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CIIoI DY,

nporpamma «l ocyapcTBEeHHbIE M MyHUIIUTTAIbHBIC (DUHAHCHI
noreHT Ycenko O.U.

OCOBEHHOCTHU BHEJIPEHHMS BHYTPEHHEI'O
PUHAHCOBOI'O KOHTPOJIA

B crarbe onucana cuctema BHyTPEHHETO TOCYJapCTBEHHOTO (DMHAHCOBOTO KOHTPOJIS
Poccuiickoit ®enepanuu. [lokazaHo MECTO TOCYyAapCTBEHHOTO BHYTPEHHETO (PMHAHCOBOTO
KOHTPOJISI TJIABHBIX paclopsauTesiel (pacropsiAuTeNieii) cpeacTB OrMKETOB B 00IIEH cuc-
TE€ME TOCYJapCTBEHHOTO (PMHAHCOBOTO KOHTPOJIS. BEHISBIEHBI MpOOIEeMBbl pean3aluu u3-
MEHEHHUI 3aKOHOJATEIbCTBA B YaCTH OCYINECTBICHUS BHYTPCHHETO (PMHAHCOBOTO KOHTPO-
7151, cQOpMYJIMPOBaHbI PEKOMEHIAIIMHU 10 MOBBIIIEHHUIO 3P(HEKTUBHOCTU €r0 BHEPECHHUS.

This article describes: the system of the government financial internal control in Rus-
sian Federation; the importance of the government internal financial control managers in the
common system of the government financial control in terms of budgeting; the problems
associated with implementation of changes and updates to legislation regarding the internal
financial control; and recommendations on how to improve its effectiveness.

Knioueewie cnosa: BHyTpeHHUN rocy1apCTBEHHbIA (PMHAHCOBBIM KOHTPOJIb, Mpo0IIe-
MBI OCYIIIECTBIICHUSI.

Key words: internal government financial control, how to improve effectiveness.
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TpyIHO TIEPEOIEHUTHh COIMAIBHYI0 3HAYUMOCTh TOCYAapCTBEHHOTO (hu-
HAHCOBOT'O KOHTPOJIS MPaBUWIBHOCTH WCIIOJHEHUSI TOCYAapCTBEHHBIX JI0XOJIOB,
pacxojioB, U (huHAHCUpOBaHUs Acduiura OroxkeTa. enepanbHblii 3aKkoH PO
oT 23 urong 2013 r. N 252-®3 "O BHeceHnHu n3MeHeHU B bro ke THBII KOAEKC
Poccuiickoit denepani U OTACIbHBIE 3aKOHOAATEIBHBIC aKThbl Poccuiickoin
Oenepannu'[1] pasrpaHudni MOHSATHUS BHEIIHETO M BHYTPEHHETO IOCYIapCT-
BEHHOTO (hriHAaHCOBOTO KOHTpOJIsI (anee mo Tekcty BOK) [2, ml.ctathu 265].

Peanuzanusi moaHOMOYME MO BHYTPEHHEMY TOCYJAapCTBEHHOMY (pUHAH-
COBOMY KOHTPOJIO CO CTOpOHbI DeqiepaibHOro Ka3HayehcTBa U (PUHAHCOBBIX
OpraHoB cyObekTOB P® mnu MyHHUIIMTIATBHBIX 00pa30BaHUl (Jajiee MO TEKCTY
MO) ocyuiecTBIA€TC MOCPEACTBOM CAaHKIIMOHUPOBAHUS ONepanuil [2, cTaThs
269.1], HOCHT XapakTep MNpPeABAPUTEIBLHOIO KOHTPOJIS, MPU3BAHHOTO MpEIy-
IpeX1aTh U MpeceKaTh HapyIIeHHs B IIPoliecce UCTIONHEHUs OromkeToB. Opra-
Hel BOK nazenens! Oosiee MMUPOKUM CIEKTPOM MOJTHOMOYUHM, ITPU UCTIOTHEHUU
KOTOPBIX, B TOM YHCJIe, UMEIOT MIPaBO MPOBOJIUTH MPOBEPKU, PEBU3HH, 00CIIE-
JIOBaHMSI, HAMPABJISITh 00BEKTaAM KOHTPOJIS aKThl, 3aKJIFOUEHUS, PEICTABICHUS,
npeanucanus. TakuMu opraHaMu SIBJISIFOTCS: Ha OOIIETrOCyJapCTBEHHOM YpOB-
He — DenepanbHas ciiyx0a (UHAHCOBO-0I0/IKETHOTO HaJ30pa (Janee mo TEKCTY
Pochunnamzop) u e€ TeppuTopHalibHBIC YIIPABICHUS; HA PETHOHATBLHOM YpPOB-
HE — OpraHbl BHYTPEHHETO TOCYAapCTBEHHOTO (PMHAHCOBOTO KOHTPOJIS CYyObEK-
ToB Poccuiickoit denepannu; Ha MyHULIMNIATLHOM YPOBHE — OpraHbl BHYTPEH-
HET0 MYHUIIMIIAJIBHOTO KOHTPOJIS [2, cTaTha 269.2]. JlaHHBIN BUI KOHTPOJIS Ha-
3BIBAIOT TOCJEAYIOIIUM, TMO3BOJISIIOIIUM KOHTPOJUPOBATh YCTAHOBJICHUE 3a-
KOHHOCTH UCIIOJTHEHUS OFOKETOB, JOCTOBEPHOCTH y4eTa U OTUETHOCTH.

OnHuM U3 00BEKTOB KOHTPOJIbHOM AesiTenbHOCcTH PochunHamzopa (opra-
HOB BOK cybowektoB 1 MO) u ocyniectBienus: noaHomounii no BOK ®dene-
pabHOTO Ka3HaveicTBa ((MHAHCOBBIX OpPraHoB cyOBekTOB U MO) sBISIOTCS
TJIaBHBIE pacnopsauTeNu OrKeTHBIX cpenctB (ganee mo texcty ['PBC). Bme-
cre ¢ teMm, cratba 160.2-1. BromxkerHoro Koxaekca Poccuiickoit @enepaiuu
o0s13p1BaeT camux I'PBC u pacnopsigutesneit cpeacTB OIOKETOB OCYIIECTBISATh
BHYTPEHHUN (PMHAHCOBBII KOHTPOJIb U BHYTPEHHUW ()MHAHCOBBIN ayJIUT, KOTO-
pBIil TOJDKEH OBITh HAMpaBi€H HAa COOJIIOJEHHWE BHYTPEHHUX CTaHAApPTOB CO-
CTaBJICHUSI Y UCTIOJHEHUS OIOJ[KETa MO Pacxo/iaM U MOATOTOBKY MEP IO MOBBI-
meHuo 3G (PEKTUBHOCTH pacxoa0B 0r0KeTOB. Bo3HMKaeT BOIPOC O MPHUKIAI-
HOM aCTEKTE BHEAPEHUS 3THUX HOBIIECTB. 3aKOH IJIACUT, YTO MOPAJIOK peaan3a-
MU BHYTpeHHero ¢uuaHcoBoro koHTposisi ['PBC pomxkeH ycTaHaBIMBAaTHCS
BBICIIIMMU MCTIOJHUTEIBHBIM OpPraHaM Ka)KJIOro M3 YpOBHEW OIOKETHOU Cuc-
TE€MbI CAMOCTOSITEJIHHO.

Ha denepanbnom ypoBHe, I[loctanoBnenuem IlpaBurenbctBa P ot
17 mapra 2014 r. Ne 193 yrBepkaeHbI IpaBuia OCYIIECTBICHUS TJIaBHBIMU
pacropsiIUTENIIMU CPEICTB (e/iepaIbHOro OIJKETa, TJIaBHBIMU aIMUHUCTpA-
TOpaMH J0X0JI0B (perepanbHOro O0/KETa, TJIaBHBIMH aJIMUHUCTPATOPAMHU HC-
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TOYHUKOB (PpUHAHCHUPOBaHUA AepuuuTa OIJKEeTa BHYTPEHHETO (PUHAHCOBOTO
KOHTPOJISl U BHYTPEHHETO (PUHAHCOBOTO ay/auTa.

Ha permonansHOM ypOBHE, B PSE CIIy4daeB, MOPSAJOK OCYLIECTBIICHUS
BHyTpeHHero (urancoBoro kKoHTpodss [PBC g0 cux mop He yTBepKIeH, Io-
CKOJIbKY MpHU pa3pabOTKe BO3HUKAET PsIi CIOKHOCTEH, CBSI3aHHBIX C OTCYTCT-
BHEM METOJOJIOTUU IO JAHHOMY HallpaBJICHUIO. ba3oil, Ha KOTOPYH MOTYT
ONMUPATHCS BBICIINE UCIIOJHUTEIbHBIE OPTaHbl TOCYJAPCTBEHHON BIAcTH CyOh-
€KTOB M MECTHOM aJMUHUCTpAIMU TP (POpMHUpOBaHUU JOKYMEHTAa, Ha Ha-
CTOSIIIUA MOMEHT, MOKET MOCTY>XUTh TOJILKO BbIlle 0003HaueHHOe [locTaHoB-
nenue IIpaBurensctBa No 193, HO M OHO HE HA€T YETKHUX PEKOMEHIALMMI MO IO-
CTpOCHHIO U ocyuiecTBIeHUI0 BOK, HE KOHKpEeTU3UpYyeET MPOUEeAyPhl IUIAHUPO-
BaHUS, PeaN3alui U OTYETHOCTH.

[Ipotiecc ycnoxkusercs: reorpaduueckoil OTAAIEHHOCThIO, Pa3HUIIEH KO-
HOMHUYECKOTO Pa3BUTHS, KBATM(PUKALMOHHOTO MOTEHIMANa U IPYTUMH NPUYH-
HaMU cpeau MHoxkecTBa cyobekToB PO u MO. B pesynpraTe mMeercs macca
WHJIMBUAYAIBHBIX OCOOEHHOCTEW OCYIECTBJICHUS BHYTPEHHEr0 (hMHAHCOBOIO
koutpoisi ['PBC. C nenbto oOcyxaeHusi BorpocoB peanuzanuu ®3-252 or
23.07.2013r. MunucrepctBoMm ¢puHaHcoB PD ObL cO3/1aH 3JIEKTPOHHBIN pecypc
B ceTu UHTepHeT «[ opsyas JUHUS MO BOIMPOCAM TrOCYIapCTBEHHOTO (hPMHAHCO-
BOI0 KOHTpOJs». MiurocTpanuen CylecTBOBaHUS 3aTPYAHEHUN, CBSI3aHHBIX C
OTCYTCTBHEM KaKOTO-JIMOO €IMHOI0 MOJX0/la K METOJUYECKUM PEKOMEHIAIH-
AM TI0O OCYUIECTBJIEHHUIO BHyTpeHHero (uHaHcoBoro koHtpoisss I'PBC, moxer
CIYKHUTh TOT (paKT, 4TO JTUAJIOTH B pekuUME 0O0CYX JeHUsI Ha Temy «Borpocsl,
cBsi3aHHbIe ¢ noaHOMOuMsiIMU ['BPCy» 3aHUMarOT 2 cTpaHMIlBl pecypca U ObUIH
npountanbl 3062 pa3za no cocrossauio Ha 24.04.2014r. [3]

IIpoGaemsl ecTh M MX HEOOXOAUMO pemiaTh. [Ipexe Bcero, HE0OOXOIUMO
pa3paboTaTh PEeKOMEHJAIUU MO «BCTpAMBAHUIO» (PYHKIUNA BHYTpPEHHETO (u-
HAHCOBOTO KOHTPOJIS M BHYTPEHHETO (PMHAHCOBOTO ayJuTa B YK€ CYIIECT-
BYIOIIYI0 OpPraHU3allMOHHYK CTPYKTYpPY, IMOCKOJbKY Ha MECTax TPYIHOCTH
BO3HMKAIOT YK€ Ha 3ToM 3Ttane. Ocoboe BHUMaHHUEe X0Teaoch Obl yaenuts MO.
EcTh npuMmepsl, korjia BHYTPEHHU (PUHAHCOBBINA KOHTPOJIb B OTAEIbHBIX MO
MOXET MPOBOJUTHCS JUIIL CIIOCOOOM CaMOKOHTPOJIS B BUJY OrPaHUYEHHOCTH
KaJIpOBOr'0 COCTaBa, a BHYTPEHHUN (DMHAHCOBBIN ayJUT MPOBOJUTH MPOCTO HE-
KOMY, 32 OTCYTCTBHEM CIIECIHAIUCTOB, 00JIaa0NIUX HEOOXOAUMOM ISl ATOTO
kBajudukamuen. [3]

TpyIHOCTH BO3HUKAIOT U MPU IJIAHUPOBAHUM KOHTPOJIBHBIX IEWCTBUU
(MpoBEpOK JOKYMEHTOB Ha COOTBETCTBHE TPEOOBAHMSIM 3aKOHOJATEILCTBA, aB-
TOPU3AIMU OTepaIiuii, CBEpKHU JTaHHBIX U T.J.), TOCKOJIbKY MOKa He chopMUpPO-
BAaHA peajbHasl CUCTEMA BBISBIICHUS U OLIEHKU BO3MOXHOCTH HACTYIUICHUS TEX
WM UHBIX OFOJKETHBIX PUCKOB, JUISl MPEIOTBPAIICHUSI KOTOPHIX OCYIIECTBIIS-
€TCsl BHyTpEHHUM (PMHAHCOBBIN KOHTPOJIb. B cdhepe kopnopaTuBHBIX (PUHAHCOB
A3TOMY BONPOCY YAEJIEHO MAcCa BHUMAaHWUS, CYLIECTBYET LIEJIOE€ HAINPABJICHHUE B
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(GbUHAHCOBOM HayKe, MOCBSIIEHHOE OIIEHKE BEPOSITHOCTH HACTYILJICHUS PUCKOB.
Ha craguu mmanupoBanus BHyTpeHHero (puHancoBoro koHTpojsi I'PBC stoT
CJIO’KHBIM U OTBETCTBEHHBIA BOIPOC HEOOXOJUMO PEIIATh PYKOBOJUTENIO MOJI-
paszieneHus, OCyeCTBIIEMOTo (PYyHKIIUU 10 BHYTpeHHEMY (DMHAHCOBOMY KOH-
TPOJIIO.

Emé omnoil mpoOiieMol OCYIECTBICHUS BHYTPEHHEro (PUHAHCOBOTO
koHTpoJisi ['PBC saBnsieTcst oTcyTcTBHE eAMHONM PopManu3aii OTYETHOCTH TIO
pe3yJibTaTaM JeATEeIbHOCTH B JOCTYIHOM JJisi IOHUMAaHUs U TPUMEHEHUS BCe-
MU y4acTHUKaMH mporecca popme. PazpaboTka u coOMI0I€HUE METOIUYECKUX
pPEKOMEHJIAlUM, B KOTOPBIX OYAYyT MPUBEIAEHBI KOHKPETHBIC MPUMEPHI JOKY-
MEHTaJILHOTO OPOPMIIEHUS UTOTOB, 3HAYUTEIHLHO YIIPOCTHUT MPOIEAYPY aHAH-
3a 3(pEeKTUBHOCTH BBITIOJIHEHHON palOThI, cliejlaeT BO3MOXHBIM OOMEH OITbI-
tom ¢ npyrumu ['PBC, a Takxke, mOMOXET ONTUMHU3HPOBATH PabOTy OpPraHOB
rocynapctBeHHoro BOK u (uHAHCOBBIX OpraHoB, OCYHIECTBISIOMIMX IMOJHO-
Mouus mo BOK

Cuurato 1ieiecoo0pa3Hoit pa3pabOTKy €IMHOTO METOIMUECKOI0 PEIICHUs
JUIsl BCEX pacTopsAIUTENIeN U moyydaresied CpeJiCTB OOJIKETOB MO TIAHUPOBa-
HUIO, IPOBEJICHUIO U O(DOPMIICHUIO PE3YyJIbTATOB KOHTPOJIbHBIX JIEMUCTBUM, TTPO-
U3BOJIUMBIX B pPaMKax BHYTPEHHETO (DMHAHCOBOTO KOHTPOJISI U BHYTPEHHETO
(MHAHCOBOTO ayIUTA.

B wactHOCTH, A1 TIOBBIIEHUS d(PPEKTUBHOCTH BHYTpPEHHEro (hUHAHCO-
BOT'O KOHTPOJIS PaCHOPSIUTENSIMU CPEACTB OOHKETOB, HA MOM B3IJIS, palllo-
HaJbHO CO3/1aTh €IMHBIN KaJeHaph, MOJOOHBIN KaJIeHIapro OyXraiaTepa v Mpu-
BSI3aTh HOMEHKJIATYPY OOBEKTOB KOHTPOJISI K KOHKPETHBIM JlaTaM U JOJDKHOCT-
HBIM JIUIaM (COTpyAHUKaM, OTaeiaaM | T.1.). CylllecCTBOBaHUE TaKOIro KaJleH/1a-
P, KOHKPETU3UPYIOUIETO JIEATEIIbHOCTh KOHTPOJIUPYIOIIEro, CYIIECTBEHHO 00-
JIETYUT MPOIECC BHEAPEHUS U Peaiu3allii BHYTPEHHETO (PMHAHCOBOT'O KOHTPO-
JIs1 HA MECTax.

Kaxxnoe xkoHTposibHOE JeiicTBUE OyneT 3aMKCUPOBAHO MPOMEKYTOUYHBIM
UTOTOM, a B KOHIIE OTYETHOTO TIeprojia (B 3aBUCUMOCTH OT YaCTOThI MMPOBEACHMUS,
TOJl, KBapTaj, MECSI) MOJIBEJIEH KOHEUHBIN UTOT, YTO MO3BOJIUT BBISIBUTH OIIMOKH
Y HECOOTBETCTBUS Ha JIFOOOM 3Tare. J{aHHBIN MPOIecCC MOXKHO OCYIIECTBISATH C
MOMOIIBIO YCTAHOBKU MPOTPAMMHOIO OOECIEYEHUS], MTO3BOJISIIOIIETO MPUMEHSITh
ANEKTPOHHYIO TMOANKCh. OITHOBPEMEHHO COKPATUTCS (PU3UYECKUM TOKYMEHTO-
000pOT M YIPOCTUTCS MOMCK OTBETCTBEHHOTO 33 BHYTPEHHUI (DMHAHCOBBIN KOH-
TPOJIb KOHKPETHOTO y4yacTka. B mporpamMmy cienyeTr BHECTH MaKCHUMAaJbHO BO3-
MO>KHBIM CIIEKTP BO3MOXKHBIX JIEHCTBUI KOHTPOIUPYIOIIETO JIHIIA.

N3 o0mieit HOMEHKJIATYpPhl TaKUX MEPONPUSITUN, JOJKHOCTHOMY JIMILY,
OTBETCTBEHHOMY 3a BBITIOJIHEHUE OMEpalliu, MPOIIe BhIOpATh HYKHOE JIEUCT-
BUE, CPOPMUPOBATH IJIAH, U «IPOBECTH» UHGPOPMAIIUIO IO pe3yJibrataM. [Ipo-
rpaMMHOE 00€CIeYeHHUEe He MOTPEOYeT CYIIECTBEHHBIX JTOMOJIHUTEIBHBIX 3a-
TpaT, MOCKOJIbKY OyJIET yCTAaHOBJICHO Ha YK€ MMeroIeecs: 00opynoBanue. Bme-
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CT€ C TE€M MPEIIOoJaraeTcs, YTo 00beM OIOKETHBIX JEHEKHBIX CPEJICTB, CO-
XpaHEHHBIX B pe3yJbTaTe MPEJOTBPAMICHHBIX PUCKOB, 3HAYUTEIHHO MPEBBICUT
3aTpaThl HA pa3pabdOTKy U BHEAPEHUE NH(DOPMAITMOHHOTO 0OECIICUCHHS.
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Uctopus pa3Butus Manaoro 0usHeca B coBpemMeHHoU Poccuu xapaktepHa
HeOobIIMM BpeMeHHbIM TpomexyTkoM . [locne pazBana CCCP dakruuecku
IPOU30IILI0 00PAa30BAHNE HOBOT'O FOCYJAapCTBA ¢ HOBBIMU MOJUTUYECKUMHU CHUC-
TEMaMU U 3aKOHamu . [Ipou3omum cylecTBeHHbIE U3MEHEHUSI U B S KOHOMUYE-
CKOM cdepe: yXoJ OT IUJIAHOBOM SKOHOMHKH, IMOSIBIICHUE TOHSTHUS «YaCTHOM
COOCTBEHHOCTH», BOCCTAHOBJIEHHUE MAaJIOro OW3HEca, KOTOPOTro He ObLIO B CO-
BETCKOE BpeMs . B OTiIMUMM OT €BPONEUCKUX CTPAH, IBOIIOLHUS MAJOro Ipel-
IPUHUMATENBCTBA B Poccnn mpoucxoaniia B KOPOTKOE Bpemsi: Bcero 29 ner [1]
[Ipuuem mpoucxoauna Ha (POHE MOCTOSHHBIX W3MEHEHUN B MOJUTHUYECKUX U
COIMalbHbIX c(hepax, B YCIOBUSIX (POPMUPOBAHUSI HOBBIX MOHITUN U CTaHAAp-
TOB, PETYJIUPYIOIIUX MPAKTHYECKH BCE HANPaBJICHUS B JKU3HHU TOCYJIApCTBA.
Bce 310 conpoBok1anoch HOBBIMU 3KOHOMHUYECKUMH pedopmMamu, U3MEHEHU-
€M 3aKOHOJATeNIbHOW 0a3bl (CTAHOBJIECHUE U Pa3BUTHE HOBOM 3aKOHOJATEIHHOM
CUCTEMBI), CO3/IaHMEM HOBBIX OPTaHOB IOCYJApCTBEHHOW BJIACTH, MOSBJICHUEM
Pa3IMYHBIX CUCTEM MU CTPYKTYpP, PETYJIUPYIOIMIMX OCHOBHBIE MPOLECCHI HAIIEH
CTpaHBbl.

C nosiBieHHEM MaJIOro OM3HEca KakK 3JE€MEHTa CUCTEMbl 3KOHOMUYECKUX
B3aMMOOTHOIIEHUH, BCTaJI BOIIPOC O PETYJIMPOBAHUM 3TOM CPEpbl CO CTOPOHBI
rocygapcTsa. J[o CeroHsAIHEro IHs MPOAOKAETCS COBEPIICHCTBOBAHNUE CHC-
TEMbI Pa3BUTHUSI MaJoOro MpeAnpUHUMATENbCTBA B Poccuu, mpoucXoauT ympo-
[ICHUE HAJIOrOBOW M OyXTaJlTepCKOM OTUYETHOCTH, YXOIAT B IMPOIIJIOE OTPOM-
HBIM IOKYMEHTOOOOPOT, KOTOPBIA paHee ObLT HEOOXOAUM JJIsi OCYIIECTBICHUS
peANnpUHUMATENIbCTBA, BBOASTCS HOBBIE OoJiee TUOKME M YIIPOILEHHbIE CUCTE-
MBI HAJIOTOOOJIOXKEHUS 711 Majoro Ou3Heca.

Ho BMecTe ¢ 3TUM BO3HHUKAIOT U ONPEAECICHHBIE TPOOIIEMBI.

Ocobenno mens 3aumHTepecoBai nepuoa ¢ 2011 mo 2014 roa. B sTo Bpe-
Msl TIOCTIE OTHOCHUTENIBHO CTAOMIIBHOTO 3Tana B Pa3BUTUU MAJIOTO MpEINpPUHU-
MaTeIbCTBA, MPOU3OIUIN U3MEHEHUS, KOTOPbIe HETATUBHO MOBJIHUSIIN HA CAMYIO
ySI3BUMYIO 4acTh Majoro OW3Heca,- WHJIWBUAYaJbHOE MPEIINPUHUMATENHCTBO.
OcHoBHas Tema Moell paboThl — HaJIOT000JI0kKeHne Manoro OusHeca, BbIsBIIE-
HUE TE€X WJIU UHBIX TPOOJIEM, TIOUCK MTyTH UX PEIICHUS.

B Poccun B mocinegHue roasl CIy4wsioch IpeoOiagaHue NMEHCHOHEPOB
HajJ pabOTAIONIMM HACEJICHHEM, BBI3BAHHOE JEeMOTpPapUUYECKUM KpPU3UCOM
90-X TOJI0B, B pE3yJbTaTE YErO HA OJAHOTO IIEHCHOHEPA IPUXOINUTCS B CPEIHEM
1.2-1.5 pabotaromux, (pu HOpMe 10 paboTarommx Ha OJHOTO TEHCHOHEPA).
B nameil ctpaHe HU3KMU ypOBEHb BO3pacTa BBIXOAA HAa TMEHCUIO, BBICOKas
CMEPTHOCTh MY>KUYHUH B PaO0OTOCIIOCOOHOM BO3PacTe, BHICOKUN YPOBEHB «CEPBIX
3apa0OTHBIX IUIAT», C KOTOPBIX HE OTUUCISAIOTCS HAJOTH U psia APyrux (akTo-
poB, uTO mpuBeno k neduuury Oromkera [lencuonnoro douna. ExeroaHo ro-
CyapCTBO OCYIIECTBISET AOMOJHUTEIIbHBIE JEHEKHbIC BIMBAHUS IJISI MOKPBI-
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TUS BhINaJarmMuX pacxonoB I1®, cyMMa KOTOPBIX PacTeT € KaXKJbIM T'OJOM.
Bmecto mipuHSTHS psi/la KOMIUIEKCHBIX MEP MO CTUMYJIMPOBAHUIO Pa3BUTHUSA
COOCTBEHHOM SKOHOMHMKH, ObLJIO IPUHATO PEIICHUE 00 YBEIMUYECHUU HAJIOTOBBIX
ctaBok Juisi Mb. D10 ObUIO chenaHo MO MPEIoroM TOT0, YTO CaMO3aHSTOE
HaceJIeHUE OTYHCIISIET Majlo CTPAXOBBIX B3HOCOB Ha CBOIO OYIYIIYIO MEHCHIO.
Pe3ynbTaT 0ka3zancs riayeBHbIM.

Crtout Takke OTMETHUTh, YTO €Ile OJHUM (DAKTOPOM CTajl HU3KUM YPOBEHB
MOJJIEP>KKH CO CTOPOHBI TOCYJIapCTBa, BHICOKUU MPOIIEHT MO KpeauTaM U He-
JIOCTATOK MHBECTUIMI B Marbiii OuzHec. B KpynHBIX ropojiax NpecTaBUTEIsAM
MB co3/1a10T KOHKYPEHIIMIO KPYIHBIE CETEBbIE PUTEHMIIEPHI, KOJIUUECTBO KOTO-
pbIX, oco0eHHO B CaHkT-IleTepOypre sIBASETCS CIUIIKOM BBHICOKHM.

N3yuas 3TOT Bompoc, BHaYajae ObLI MPOBENICH aHAN3 MPEINOCHUIOK, KO-
TOpbIE SIBWJIMCh NPUYMHON MacCOBOIO IPEKPAIICHUS CBOEH AEATEIbHOCTH
npeacrauresiMu Mb B 2012-2013rr., npoaHaIM3upOBaHbl CTAaTUCTUYECKUE
JTAHHBIE TI0 KOJWYECTBY 3aKphIBIINXCS CyObekTOB MbB, paccMOTpeHbl Kak mpsi-
MbI€, TaK U BTOPOCTENEHHbIE (haKTOPbI, BIUAIONIME HA (YHKIMOHUPOBAHHUE U
pa3BUTHE MaJOro MPEANPUHAMATENIBCTBA. 3aTEM IMPOU3BEACH aHAIU3 BO3pac-
TaHWS HAJIOTOBOTO OPEMEHU B MPOIECCe OMPEACICHHOTO TPOMEKYTKA BPEMEHHU
U CJEJNaHbl COOTBETCTBYIOIIME BbIBOJABI. Jlanee mpencTaBiI€Hbl KOHKPETHBIE
NPEeAJIOKEHUST TI0 HAJOTO00JIOKEHUI0 MaJIoTo OM3HEca, KOTOpPbIE JOJIKHBI
YIYYIIUTh TPEANPUHUMATEIBCKUN KIMMAT B HAalIEd CTPAaHE, 4TO B CBOKO OYe-
peab, OyJeT criocoOCTBOBATh PA3BUTHUIO 3TOM CTPYKTYPHI B IIEJIOM.

CyTb MOMX NPEMIOKEHUN 3aKITI0YAETCS B CICIYIOUIEM: 3aKOHOAATEIbHO
BBIJICTIUTh CYOBEKTHl MUKPONPEANPUHUMATENCTBA, OOBEIUHUTH 3Ty KaTEero-
puio B 0co0y10 chepy, BBECTH HOBYIO CUCTEMY HAJIOr000J0XeHUsA. TakuM 00-
pa3oM, roCyJapCTBO MOKET CHU3HUTH MPOIEHT «TEHEBOTO CEKTOPa» 3KOHOMUKH,
MOBBICUTH COOMPAEMOCTh HAJIOTOB M HABECTH MOPSAOK C TOUKU 3PEHUS] HECAHK-
MOHUPOBAHHON TOPTOBJIMU B KPYIHBIX FOPOJIAX.

PazBuTue manoro 6uszHeca B Halllel CTpaHe Ha CETOJHSIITHUN JCHb SIBIIS-
€TCs OJHOM M3 BaxkHeWmux 3aaad. Kak mpaBuio, maibiii OM3HEC-3TO OCHOBA
«CpeIHero kiaccay Jroboro rocygapctsa. Hama 3x0oHOMHUKA HOCUT CHIPHEBYIO
3aBUCUMOCTh. UTOOBI YUTH OT 3TOM 3aBUCUMOCTH, HEOOXOAUMO Pa3BUBAThH COO-
CTBEHHOE TPOMU3BOJICTBE, pa3BUBAaTh W BKJIAAbIBATh JCHBIH B COOCTBEHHYIO
SKOHOMUKY. KiIroueBbIM 3TaroM B 3TOM sIBIsieTCS Maiblii OusHec. IMeHHO H3
MHCTUTYTa MaJoro MpeanpuHUMaTEIbLCTBA PA3BUBAETCS KPYIHBINA OU3HEC.
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HAJIOT'OBBIIi KOHTPOJIb B CUCTEME
HAJIOT'OBOI'O A/I/MUHUCTPUPOBAHUSA B PO

B ycnoBusx crabunmzanuu (UHAHCOBOW CHUCTEMBI FOCYIapCTBA BOMPOC 00ECTICUCHHS
MOJIHOTO U YCTOMYHMBOTO cOOpa HAJOTOB M APYTHX OO0S3aTENbHBIX TUIATEXKEH BBIXOIUT Ha
IepBbIM IUIaH. B Hacrosiee Bpems peuieHue 3TOM 3aa4d CBSA3BIBACTCS C HAJIOTOBBIM afl-
MUHHCTpUpOBaHUEM. J[aHHBIN TEPMUH BO3HHK KaK B TCOPHH, TaK U METOJOJOTHH POCCHIA-
CKOM MPAKTUKX B MOMEHT MepPeX0/ia Ha PHIHOYHYI0 YKOHOMUKY.

In conditions of stabilization of Russian financial system the question of full and sus-
tainable collection of taxes and other payments comes to the fore. Nowadays solution of this
problem is connected with the tax administration. This term originated in the theory and me-
thodology of Russian practice in the time of transition to a market economy.

Kntouegwvle cnosa: Hanor, HaJIOroBo€ aJMUHUCTPUPOBAHUE, HAJIOTOBBIA KOHTPOJIb,
Poccus

Key words: tax, tax administration, tax control, Russia

C 2004 rona u mo ceil AeHb MNOBBIIICHUE YPOBHS HAJIOTOBOTO aIMUHUCT-
PUPOBaHHs ONPEACISIETCA KaK Ba)XKHOE HAMNPABJIECHUE HAJIOTOBOM IOJIUTUKHU
Bcel cTtpanbl. OO0 3TOM €XerojiHo roBoputcs B brogxerHoM nocnanuu Ilpesu-
nenta PO ®denepansHomy cobpanuto PO, B yactHocTH, «O OHOMKETHON MOJIH-
tuke Ha 2014 -2016 roawin[2].

B HacTosee Bpems B 1eJIsSIX MOJIydeHUs He0O0XoauMou nHGOpMaIuu O
HAJOTOIUIATEIBIMKAX HAJOTOBBIE OpraHbl BEAYT OINEpPATUBHO-OyXranaTep-
CKUH yueT, GOpMUPYIONIUN HEOOXOAUMYI0 0a3y sl COCTaBICHHUS OTYETHO-
CTU U MOCJEAYIOIIET0 aHaIN3a MOCTYIJIEHUN CpeJCTB B OIOKETHYIO CHUCTE-
My P® [3]. 'maBHBIM 00pa3oM, cOOp JaHHBIX OCYIIECTBISETCS MOCPEICTBOM
KapTOYeK JIUIEBOTO CYETa, KOTOPhIE BEYTCS B aBTOMATU3UPOBAHHOM TOPSI-
K€ C HMCIOJb30BaHHEM HH(OPMAIIMOHHON cUCTeMbl 00padoTku gaHHBIX AMC
"Hanor", 4To MOBBIIIAET KAYE€CTBO KOHTPOJISI B MPOILIECCE OPraHru3alnu Olle-
paTUBHO-OyXranTepckoro yuera. s oOecriedeHHs] MOJHOTO y4yeTa TMOCTY-
NarlUX JOKYMEHTOB HaJOrOBbIe OpraHbl B cOoTBeTCTBUH ¢ [Ipukazom OHC
P® ot 16 suBapsa 2009 r. N MM-7-5/7(@ BeayT peecTpbl MOCTYMUBIIUX U
HAYMCIIEHHBIX J0XOJ0B OIOJKETOB, a TaKX€ BCIIOMOTraTelIbHbIE KHUTH, XKYp-
HaJIBl U PETUCTPHI [4].

JIutieBoil cueT COAEPKUT JOCTATOYHO MOJIHYH HMH(OPMAIMIO O COCTOS-
HUU PACUETOB IJIATENbIIUKA C OIOJKETOM MO KaxaoMy Hayory. C 1enplo cBoe-
BPEMEHHOTO BBISIBJICHHSI BO3MOXHBIX OIIMOOK W TOBBIIMICHUSI JIOCTOBEPHOCTH
OTYETOB HAJOTOBBIX OPraHOB €KEMECSYHO (EKEKBAPTAIbHO) IMPOU3BOIUTCA
MOABE/ICHUE UTOTOB M0 JIUIIEBBIM CUETaM U MPOBEPKA MPABUIBHOCTH UX 3aI0JI-
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HeHusi. Ha OCHOBE MOJTy4eHHBIX JIaHHBIX HAJOTOBBIE OpraHbl (HOPMUPYIOT aHa-
aumuyeckue 3anucku. OIHAKO CIEAYET NPU3HATH OTCYTCTBUE MPABOBBIX AKTOB,
PETIaMEHTUPYIOIIUX COJIEP/KAHUE U CTPYKTYPY AHAUIMTUUYECKUX 3alMCOK, YTO,
B KOHEYHOM UTOT€, HETATUBHO OTPAXaeTCA Ha UX AaHAJIU3€ U COMIOCTABUMOCTH.

Ho, kak roBopuiioch paHee, KOHEUYHOM IIE€JIbI0 HAJIOTOBOIO aAMUHHUCTPH-
pOBaHUs SBIsIETCS 00€CTeueHe CBOEBPEMEHHOTO U MOJHOTO MOCTYIJICHUS Ha-
JIOTOB, COOPOB M APYruX 00s3aTEIbHBIX IUIaTEeXKEN B Ol0/IKETHYIO cucTteMy PO.
B cBs3u ¢ 3TUM aHanu3 pe3yJIbTATUBHOCTH HAJIOTOBOTO aJMUHHUCTPUPOBAHUS
MOYHO CBECTH K COMOCTABJICHUIO (PAKTUYECKUX U TIJIAHOBBIX JIAHHBIX O BBITOJI-
HEHHUM TUIATEIbIMKAMU BO3JI0KEHHBIX HAa HUX HAJIOTOBBIX 0053aTEILCTB, WIH,
OJTHUM CJIOBOM, O COOMpPaeMOCTH HajaoroB [9].

YpoBeHb COOMPAEMOCTH HAJIOTOB — ATO OTHOIIEHHE 00BhEMa HAaJIOTOBBIX
IIaTeXXei, MOCTYNUBIIMX B OTYETHOM IMEPUOJE, K 00beMY HaJIOrOBBIX 00s3a-
TEJIbCTB, KOTOPBIE JOKHBI ObITh MCIIOJHEHBI B ATOT K€ MEPHUO]] B COOTBETCT-
BUM ¢ 3akoHOM. Ha pucyHnke 1 MOXHO HaOI0OaTh JMHAMUKY MOCTYIUICHUS Ha-
JIOTOB, COOPOB M MHBIX 00s3aTEIbHBIX IUIATEKEH B KOHCOJUIUPOBAHHBIN OrO/I-
ket PO 3a mepuoxg 2009-2013 rr. [8]. PaccmarpuBas nepuo ¢ ssHBapsi 1o Jie-
KaOpb, MOKHO OTMETHUTh, YTO COOMPAEMOCTh HAJIOTOBBIX ILaTexkeit B 2013 .
ob1a camoit Bwicokou (11 325,9 mupn. py0.), uto Ha 3,3% Oombiie, yeM B
2012 r. ITpu atom mipupoct B 2012 r. o cpaBHenuto ¢ 2011 r. cocraBun 12,7%.
B nenom nHabmromaercs: moJIOKUTENbHAS TEHIICHLIMS, XOTh U MPUPOCT 3a MO-
cieIHUM ro ObUT HE3HAYUTEIHHBIM.

['oBOpsi 0 HAJIOTOBBIX MOCTYIUICHUSIX, HEJIb3S HE BCIOMHUTH O TEX CYM-
Max HaJoroB, KOTOPbIE HE MOCTYNAalOT B KOHCOJMJIUPOBAHHBIN Or0%KeT PD, 0
4éM CBUJICTEIBCTBYIOT JAHHbIC, IPUBEACHHbICE Ha puC. 2 [8]. B mpoueHTHOM
COOTHOIICHUU MOXHO OTMETHTh, UYTO, Hampumep, 3a sHBapb 2014 r. B nemom
3aJI0JDKEHHOCTh 10 HaJIoraM M cOopam BbIpociia Ha 5% 10 CpaBHEHUIO C STHBA-
pem 2013 r. Jla ¥ B 1eJIOM MOPOCJICKUBACTCS TEHJICHIMS YBEIWUYCHUS 3a]10J1-
’KEHHOCTH M3 r'oJia B roJi C OAHOBPEMEHHBIM POCTOM COOMPAEMOCTH HAJIOTOB.

N qHBaph-MapT SHBAPb-MIOHL M SHBapb-CeHTSAOPh M SHBapb-AeKalph

109582 113259

9719.6

7662.9 7199 5 80257

5356.,6
2483.1

2009 2010 2011 2012 2013

Pucynok 1. /luHaMuKa MOCTYIUICHHS HAJIOTOB, COOPOB M MHBIX 00s13aTEIbHBIX
mIaTeKel B KOHCOIUIUPOBaHHBINA OrokeT PO B 2009-2013 rr., Mnpa. pyo.
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[lepBasi mpuuynMHa yBEJIMYCHUS 3aJ0JKEHHOCTH B TIOCJICAHUE TOJbI 3a-
KJIFOYaeTCsl B TOM, UTO CHIKaeTcs cooupaemocts 1o H/[C. 1o cBs3aHo ¢ TeM,
YTO KPYIHBIE KOMIAHUM C TOCYJApCTBEHHBIM y4acTHEM Haydajld aKTUBHO HC-
M0JIb30BaTh MEXAHU3M IPEIbSIBICHUS HAJIOTOBBIX BHIYETOB B CBSI3M C 3aBepIlie-
HUEM KPYITHBIX HHBECTHIIMOHHBIX MPOEKTOB. Ecnm Obl He OBLIO TaKUX Mac-
MTAOHBIX WHBECTUIITMOHHBIX MPOEKTOB, TeMn pocta nocrymiennit HIAC cocra-
B Obl B 2012 1. 115%. Kpome Toro, camkenue cooupaemocts HJIC 00yciioB-
JeHo u ctpoutenbcTBOM ATOC, nmoarotoBkoit k YHuBepcuajae B Kazanu, yem-
nroHaToM mupa o gpyroony u Onumnuanay B Coun. Bropas npudnHa - Macco-
BBIM OTKa3 MpeanpuHUMaTeIed OT cTaTyca MHAMBHAYAIbHOTO MpEeAIpUHUMA-
TeJIS U UX YXOJ B TeHEBOM ceKTop. [1o craTucTudecKuM JTaHHBIM, TOJIBKO 3a Jie-
kabpp 2012-saBaps 2013 rT. OT MpeaNpPUHUMATEIBLCKOTO CTaTyca OTKa3auCh
nopsiaka 300 TeIC. mpeATpUHUMATEIICH.
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Pucynok 2. CTpyKkTypa u IMHaMUKa 3aI0JKEHHOCTH IO Hajioram u cobopam
B KOHCOJIUJIUPOBaHHbIN OroxkeT PO Ha Havyano mecsua, pyo.

BosBpamasce k MmokaszaTeiro YpoBHS COOMPAEMOCTH HAJIOTOBBIX ILIaTe-
JKel, MOKHO OTMETUTh, uTO B 2010 r. on coctaBun 85,78%, B 2011 r. - 88,07%,
B 2012 r. — 89,12%, 4TO CBUACTENBCTBYET O POCTE YPOBHS COOMPAEMOCTH Ha-
JIOTOBBIX ILIATEXKEH.

Eme omHuM mokaszaTeneM OLIEHKH KOHTPOJIBHOW JIESITETbHOCTH HAJIOrO-
BBIX OPraHOB CJIY>KUT YPOBEHb HAJIOTOBOM 33/10JKEHHOCTH. 110 croBam riaBbl
®HC Poccun Muxauna MuinrycThHa ypoOBEHb HAJOTOBOW 3aJ0JDKEHHOCTH B
P® 3a 2012 r. causmiicsa Ha 12% u coctaBun 2,1% BBII. OddextuBHOCTH B3bI-
CKaHMs 3aJ0KEHHOCTH BhIpocia ¢ 50 1o 57% [8]. JlaHHbIe moKa3aTeau mMo3BO-
JISIFOT TOBOPUTH HaM O TIOBBIIICHUHU PE3YyJIbTATUBHOCTH KOHTPOJBHBIX AECHCTBUM
HaJIOTOBBIX OPTaHOB.

Ho Hu 1151 KOro HE CEKpeT, YTO MPOCTHIM YKECTOUEHUEM MPOLEAYP KOH-
TPOJISI HE TOOUTHCS BHICOKOTO YPOBHSI IMOJHOTHI M CBOEBPEMEHHOCTH YILIATHI
HajoroB. [ToaToMy oco0oe BHMMaHHWE HEOOXOJMMO YJIEISATh YPOBHIO HAJIOTO-
BOM JUCIMIUIMHBI TpaxkaaH. B HacTosmee BpeMsi O4€Hb MHOIOE JIEJIAI0T HAJIO-
TOBBIE OpPTaHbl IS MOBBIIICHUS! YPOBHSI HAJIOTOBOUW JUCHUIUIMHBI TpaxkaaH PO,
HauyMHas OT TPeOOBAHMH K MOMEIICHUSIM JIJI1 IpUeMa HaJOroIaTebIIIUKOB 1
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3akaHuyuBas pexiaamMHbiMu kamnanuamu. PHC Poccun pazpabaTbiBaeT cepBHUCHI
YAQJIEHHOTO JOCTyINa, KOTOPBIE MO3BOJISIOT HAJIOTOIUIATENBIIUKY C ITOMOUIBIO
BJIEKTPOHHBIX CPEACTB U C€TH MHTEpHET OCYIIECTBIISITh B3aUMOACHUCTBUE C Ha-
J0TOBbIMU opraHamu («JIM4HbIA KaOWHET HAJIOTOIUIATEeNbITUKA) U «DIEKTPOH-
Has peructpauusi»)[10].

Heo6xoqumMo OoTMETUTH BBICOKYIO MH(OPMUPOBAHHOCTH HAJIOTOILIATENb-
IIMKOB U XOpollyro pekinamuyto kammnanutio @®HC Poccun B OonbImx ropojax,
Yero HeJb3sl CKa3aTh O MaJeHbKUX nepudepuiHbix 1neHTpax. ClenoBaTenbHo,
HEO0OXOJAMMO TMPOJIOJDKATh PEKJIAMHYIO TOJIUTUKY U MEPEHOCUTh €€ Ha Peruo-
HaJIbHBI 1 MYHULIUTIAJIbHBIN YPOBHU.

Kpome Toro, B nmouckax HanboJiee ONTUMAIBLHOTO YCTPOMCTBA HAJIOTOBO-
ro aIMUHUCTPUPOBAHUS 1IEJIECO00PA3HO HCTIOIB30BaTh 3apyOSKHYIO TIPAKTHUKY.
Tak, nannpumep, B @PI" neiicTByeT cucTteMa 0ajlIbHOM OIEHKH pabOThl HAJIOTO-
BBIX MHCIIEKTOPOB. basibHBbIE HOPMATHUBHBIA MOKA3aTellb - CPEACTBO CITY>KeO-
HOTO HAJIOTOBOI'O Haa30pa [7], CyIIHOCTh KOTOPOI'O COCTOUT B TOM, YTO B 3aBH-
CHMOCTH Pa3MEpOB M OTPACIEBONM MPUHAJICKHOCTU MPOBEPSIEMOTO MPEITPHU-
ATHUSI UHCTIEKTOPY 3acUMThIBaeTCs OT 1 10 8 GamioB. 3a OTYETHBIN MEepUO UH-
CIIEKTOPY HEOOXOAMMO HaOpaTh MUHMMAJIbLHOE KOJMYECTBO OaiioB — 34. D10
ABJISIETCS OCHOBAHUEM CHENIATh BBIBOJI O €0 CIIY>KEOHOM COOTBETCTBUMU.

PaccmarpuBas cucremy opraHusaldy HaJOroBOro aMHUHUCTPUPOBAHHUS B
CHIA u conocTaBisisi €€ C POCCHMCKON CHUCTEMOM, MOXKHO CIEJaTh BBIBOJ O
BBICOKOM CTEIEHU HUX CXOXKECTHU: MEpe]l MPOBEPKOM MPOBOJUTCS aHAIU3 JIOKY-
MEHTalMu ¢ mnomolblo TexHuuyeckux cpencts (AMC «Hamor» - Poccus;
DIF,CEP — CIIIA), ocHOBHBIMU (hOpMaMK KOHTPOJISL SIBJISIFOTCSI KaMepalibHAs U
BbIE3/IHAsI TPOBEPKH U T.1. [6]. OgHAKO cleayeT OTMETUThH, YTO HAJIOTOBOE aji-
munuctpupoBanue B CIIIA B MeHbIel cTETIEHN OABEPKEHO BIMSHUIO (HaKTO-
POB, CBSI3aHHBIX C JINYHBIMU LETSAMU COTPYIHUKOB HAJIOTOBBIX OpraHoB. Cyiie-
CTBYET DA 3aKOHOJATEJIBHBIX HOPM, KOTOpPBIE B COBOKYIHOCTHU CO3JAIOT YC-
TOMYUBYIO CUCTEMY, MPU3BAHHYIO O0ECIEUUTh OOBEKTUBHOCTH KOHTPOJBHOU
nesitenbHOCTH |5, ¢.131].

Takum 06pa3oM, K OCHOBHBIM MEPONPHUATHIM, HAIIPABICHHBIM Ha MOBBI-
IIEHUE YpPOBHS HAJIOTOBOWM AUCHHUIUIMHBI U COOMPAEMOCTH HAJIOTOB, CJIEAYET
OTHECTH:

1. TlpoBenenue koHpepeHIMA, CEMHHAPOB, aKTHUBHAs peKjlama caiTa
®HC Poccun, onoBeNIEHHE HACEIEHUS O CPOKAX YIUIaThl HAJIOIOB IMOCPEACT-
BOM Hapy>XKHOU PEKJIaMbl U BBIIYCKA T'a3€T HE TOJBKO B KPYIIHBIX rOPOAAX, HO U
B 00JIACTHBIX IIEHTPAX.

2. YCTaHOBIIEHME Ha 3aKOHOJATENIBHOM YPOBHE CTPYKTYpPBI M COJAEpKa-
HUE aHAJUTUYECKUX 3aIMCOK, KOTOPBIE COCTABIIAIOTCS 10 UTOraM aHaJIU3a JIK-
LIEBOI'0 CUETA HAJIOrOIUIATENbIINKA, YTO MO3BOJIUT COIOCTABIATH U Ooiee 3(-
(EeKTUBHO aHAJIM3UPOBATH MOJIyYEHHbIC JJAHHBIC.
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3. Hcnonb3oBaHue 3apyO0eKHOTO OMbITA, B YACTHOCTH BHEAPEHHUE OallIb-
HOM CUCTEMBI OILIEHKH HAJIOTOBBIX MHCHEKTOPOB (OmbIT ['€pMaHun), 4TO TIpUBE-
1T Kk 6osiee A3(hPEeKTUBHOM JIESITEILHOCTH HAJIOTOBBIX OPTaHOB.

4. 3amuTa TMpaB U WHTEPECOB HAJIOTOIUIATENBIIUKOB, YTO MPUBEACT K
00BEKTUBHON KOHTPOJBbHOMN JEATEILHOCTH HAIOTOBBIX OpraHoB (ombIT CIIIA).
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ONTUMMU3ALINAA HAJIOI'OBOI'O BPEMEHH
XO3AUCTBYIOUEI'O CYBBEKTA

CraTbs MOCBSAIIEHA YCOBEPIICHCTBOBAHHIO (hOPMYJIbI pacuera HajJoroBoro OpemMeHu
3a CUET BKIIFOUCHUS B HEE M3NIEPIKEK HAIOTO0OJIOKEHHS, KOTOPBIE UTPAIOT HE TOCIIEIHIO0
pPOTb B pacxo/iaXx XO3SIMCTBYIONIMX CYOBEKTOB. YUET W aHaIU3 3TUX U3MEP)KEK MO3BOJIUT
CHU3UTH HEAP(HEKTUBHBIC PACXOIbI U ONITUMHU3UPOBATH HAJIOTOBOE OpeMs.

The article is devoted to improving of the tax burden, due to including of taxation
costs, which have an important role in the cost of enterprises. Accounting and analysis of
these costs will reduce costs and optimize the tax burden.

Knioueevie cnosa: nanoroBoe Opemsi, U3AEPKKUA HATOTOOOJIOKESHHS, ONTUMU3AIINS
HaJIOTO00JIOKEHHS.

Key words: tax burden, taxation costs, optimization of taxation
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HanoroBoe Opemsi sIBASIETCSI OJJHUM U3 BAKHEUIIUX COIUATBHO-DKOHOMH-
YECKUX TOKa3zaresied, Ho, HECMOTPS Ha 3TO, YacTO IO OJUH U TEM K€ TEPMUHOM
B KOKJIOM KOHKPETHOM CJIy4ae MoApa3yMeBatOTCs PA3IMYHbIE TOHATHA.

TepMuH «HaAIOroBOoE OpeMsi» HE PACKPHIBAETCS B 3aKOHOJATEILCTBE, HO
IIMPOKO MCITOJIB3YETCSI B HAYYHOM M NMPAKTHYECKOW JIMTEpaType HaApaBHE C Ta-
KHM TOHSITHEM KaK «HAJorosas Harpy3ka». [Ipu 3TOM Ka)XIblil aBTOpP B CBOMX
UCCIIEIOBAHUSX BBICKA3bIBACTCS B MOJIb3Y TOTO MM MHOTO MOHSITHS.

Hanorosoe Opems mnpezacTaBisieT coO0H OTHOCUTEIBHBIN MOKa3aTelb, Xa-
PAKTEPU3YIONINI JIOII0 HAYUCICHHBIX HAJIOTOB U COOPOB B JOXOJaX XO3SMCT-
BYIOIIETO CYOBEKTa ¢ y4eTOM TpeOOBaHUM HAJIOTOBOTO 3aKOHOJATENbCTBA. |1,
c. 574]

CylecTByolie METOJMKHU OINpE/IeNICHUs] HAJIOTOBOIO OpEeMEHU HaJloTo-
IJIaTeIbIIMKa CBOJISITCS K pacueTy Ju0o oomux nokazarenei (metoauku OHC,
E.A. Kuposoii, A. Kynymunoit 1 H. MuxaiinoBoii), 1160 0oOmMMX M YaCTHBIX
(metonuku M.U. JlutBunoBoit u E.C. BeuikoBoii). B dopmynax pacdera wuc-
CJIelyeMOro IMoKa3aTessi aHaJUu3UPYIOTCS BCE HAJOTU U cOOpbl BMECTe, JINOO
ornenbHO. OHAKO aBTOPHI 3a0BIBAIOT, UYTO HAJIOTOBBIC 3aTPaThl CBSA3aHBI HE
TOJILKO C MX HEMOCPECTBEHHOMN YIUIaTOW WJIM HAYMCJIIEHUEM, HO TaKXKe U C U3-
nepkkaMu Hanoroo6noxxenus (nanee MH), kotopsie npeanpustie HeceT o0ec-
NeYMBasi BBITIOJIHEHNUE O0A3aHHOCTEN 3aKPEIIEHHBIX 3aKOHOIATEIHLCTBOM.

B poccuiickux nmyOnukamnusax npodisema MH He npusiekia k cede T0IK-
HOTO BHUMAaHUs, XOTA U3YUYEHHS 3TOrO BOIPOCA B COBPEMEHHBIX PEATUSIX SIBIIS-
€TCs AKTYAJIbHOM.

[Tpuuunbl ManouucienHoct ananuza MH [2, c. 23]:

- 00beM MH x03sicTBYIOMINX CyOBEKTOB COCTABIAIOT HE3HAYUTEIHHYIO
CyMMY OT JIOXOJIOB XO3SMCTBYIOIIETO CYOBEKTA;

- JUIsL pacdeTa 3TOro IMokas3aTesis HEOOXOJUMO BIIaJIeTh BHYTPEHHEH WH-
dbopmanueit npeAnpusiTUs;

- HEBO3MOXXHO OLICHUTh MOPaJIbHbIE U3JICPIKKH;

- IOCTaTOYHO CJIO’KHO BBIJICIUTH U3JIEP>KKU CBSI3aHHBIE C HAIOTOO0JI0KEHU-
€M, U3 00IIEeT0 00beMa PacXo/I0B, CBSI3aHHBIX C BEJICHUEM OyXTaaTepCKOro YUeTa;

- HEKOTOPBIE 3aTpaThl HOCAT CKPBITHIA XapaKTEpP, HAIPUMEDP BPEMsl, 3aTpa-
YEHHOE HAJIOTOIUIATENBIIUKOM U CIIENUATUCTAMU, €CIIM OHO HE OTUIAYMBACTCS;

- UCIIOJIb30BAHUE SKCIIEPTHHIX OIIEHOK.

B coctaBe MH x034iCTBYIOMMX CYOBEKTOB MOXHO BBIJICIUTH CIIEIYIO-
1€ TPYIIIIbL:

- pacxojbl Ha OIUIaTy TpyAa MEpCOHaja CBA3aHHOTO C IMPOILIECCOM HaJo-
roo0yiokeHus (3apaboTHas TiaTa, MPEeMHH, pacXxobl Ha OOy4eHUE U TOBBIIIIE-
HUE KBaIM(UKAIUK OyXrajaTepoB, PyKOBOJUTEIIEH, OT/Ie]Ia HAJIOTOBOIO y4eTa,
aJBOKaTOB ITPY BO3HUKHOBEHHUH HAJIOTOBBIX CIIOPOB);

- pacxojpl Ha OIUIATy YCIYT CTOPOHHUX OpraHU3allyid 1O BOIPOCAM CBSI-
3aHHBIX C HAJIOT000JI0KEHUEM (KOHCAJITHUHTOBBIE, ayJJUTOPCKUE HOPUINICCKUE

YCIyTH);
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- 00111eX034CTBEHHBIE PACXO/Ibl B TOM YacTH, B KOTOPOW OHU Y4YaCTBYIOT
B MpOlIECCE HANOroo00xeHus: (000py/I0BaHUE, KOMIBIOTEPHI, TPOTPAMMHbBIE
obecrnieyeHusl JUIsi pacue€ToB U OTUETHOCTH, KAHIEISPCKUE MPUHAIIICKHOCTH,
TPAHCIIOPTHBIE M MOYTOBBIC PACXObl, OAHKOBCKHE YCIYTH, apeHja, TenedoH-
HbIE TIEPETOBOPBI, AIEKTPOIHEPI s, TEILIO U BOJA U T.1.);

- eHH ¥ mtpadbl 32 HapyIIeHHE 3aKOHOJATENbCTBA O HAJIOTaxX U cOopax.

AHanu3 HaJOroBOro OpeMEHU C YYETOM H3JEPKEK HaOTr000JIOKEHUS
ObL1 mpoBeaieH Ha ocHOBe JaHHbIX npeanpusTus JJOOO0 «llexNe4100-HKHX»,
OCYILIECTBIISIOMINM TPOU3BOJICTBO M pEAIU3aALMI0 JeTallell TpyOOmpoOBOAOB
(cTanbHBIE OTBOBI, IEPEXObI, THUIIA U 3aTTYIIKH, TPOMHUKH, (DIaHIIBI U T.1.)

AHanu3 CTPYKTYphl U3AEPKEK HAIOTOOOJIOXKEHHUS M0 BHUJIAaM PACXOJIOB, a
TaK)X€ UX COOTHOIIIEHUE C OCHOBHBIMU MTPOU3BOICTBEHHBIMH MTOKA3ATEIAMU T10-
3BOJIUJI CJieNaTh BBIBOA O TOM, uTO B 2013 001mast cymma u3IepKeK YBEJIUUU-
nack Ha 362 1.p. win Ha 10% Mo cpaBHEHHIO C MPEABIAYIIUM IIEPUOJIOM U CO-
craBuia 3878,22 T.p.

JIaHHBIN POCT MPOM3OLIET U3-32 YBEIUYEHUSI PACX0J0B Ha OpraHU3ALMIO
U 00CHYyKMBaHHE BHYTPEHHEH HMH(PPACTPYKTYypbl HAIOTOOOJOXKEHUS XO3SUCT-
BytolIero cyorekra Ha 898,26 T.p. win Ha 250%. UTo B CBOIO o4epe/ib CBSI3aHO
C POCTOM pPacxoJIoB Ha OOCTY>KHBaHUE MPOTPAMMHOTO OOECIEYEHUS — DIICK-
TPOHHAsA OTYETHOCTb.

M Pacxogbl Ha onaaTy Tpyaa
MW Pacxogbl Ha onaaTy ycayr
Obuwexo3sncTeeHHbIe

pacxoibl

M MNenn u wrpadbl

Puc. 1. Ctpykrypa uzaep;xek Hanorooonoxenus B 2013 rony, %

AHanu3 COOTHOIIIEHUS OCHOBHBIX MPOU3BOJACTBEHHBIX MOKa3aTeNie U u3-
JepKEK HAIOroo0JI0KEHHUSI BBISIBIII, YTO BelnunHa uzzepxek B 2013 roay co-
craBmia 15,26% ot Hajmoroseix miarexen, 7,06% cedectoumoctu u 4,42% ot
BBIPYUKHU.

Kak BunHO u3 pucynkoB 2, B 2013 rogy okomno 15% cBepx HauHUCIEHHBIX
HAJIOTOB COCTABJISIIOT M3JIEPKKHU HAIOTOO00JIOKEHUSI — CYMMBI, KOTOPbIE pacxo-
IYIOTCS IO IPUYMHE YIIJIAThl caMuX HaioroB. [1o cpaBaenuto ¢ 2012 rogom 3ta
cymMa yBennuuiiach Ha 0,77 MPOLUEHTHBIX NMyHKTA, JaHHBIM POCT MPOU3OLIEN
U3-3a YBEIMWYEHUsI OOLIEXO035MCTBEHHBIX PAacX0/0B, OTHOCAIIUXCSA K IpOLEcCy
HAJO0r000JI0KEHHS XO3SIIICTBYIOLIETO CyOBEKTA.
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B otueTHOM mEepuoie MPOU30IIIO YBEIMUYCHUE YACTBHOTO BECa U3JIEPIKEK
HAJ0r000J0KEHHS TI0 CPAaBHEHHWIO C MPOM3BOJICTBEHHBIMH TTOKA3aTeIISIMHU, Ha
0,75 npoueHTHBIX MyHKTA OT BbIpYUkH (3,67% - 2012 r.) u Ha 1,4 npoOLIEHTHBIX
MyHKTa OoT cebecToumoctu (5,66% - 2012 r.).
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BblpyH Ka W U3OEPHKA CebecTtoMmocTb U M3OEPHKK Hanorogble nnatexu u M3OEPHKK
HanoroobnomKeHun HanoroobnomKeHun HanoroobnomKeHun

Puc 2. CooTHomieHne noka3areseil BRIpyUKd, CEOECTOMMOCTH U HAJIOTOBBIX IIaTe-
XKel ¢ mokazareneM u3ep:kek Hamorooosoxenus B 2013 roay, %

AHaM3 COOTHOIICHHSI MMPOU3BOJICTBEHHBIX TTOKA3aTeIICH X03HUCTBYIOIIIC-
ro cyOBheKTa ¢ CYMMOW HAJIOTOBBIX IUIATEXKEW M M3IEPKEK HAIOTOOOI0KEHUS,
pacxolyeMbIX MO MPUYMHE YIIAThl CAaMUX HAJOTOB MOKa3aj, YTO CyMMa 3THX
3aTpaT COCTaBIISIIOT CYIIECTBEHHYIO J0Jt0 cedbectoumoctu npoaykuuu JJOOO
«lex Ne4100 HKHX» (puc. 3).

Takum 00pa3oM, MOKHO YTBEpPKIaTh, YTO HA CTOUMOCTb ITPOU3BEIECHHOMN
IPOIYKIMHA 3HAYUTEIBHYIO POJb COCTABISIOT CYMMBbI HAJOTOBBIX IUIATEXKEU U
U3JIepKEeK HamorooomoxeHnus. CieaoBaTellbHO, PYKOBOACTBY MPEANPUSITHS
clenyeT MPUHATh MEPhl IO ONTHUMHU3AIMN HAJOTOBBIX IIATe)KEH, a Takke HC-
CJIEIOBATh COCTABIIAIONINE M3ICPKEK HAIOTOOOJOXKEHHUS C IEIbI0 BBIJCICHHE
Cpenr HUX HEMPOAYKTHUBHBIX PAcXOJOB JIJISi MX MOCIETYIONEr0 YMEHBIICHUS,
ecii OHU Hed(PPEKTUBHBI.

120
100 -
80 -
60 -
40 -
20 -
0 - |
Bb|pYL’| Ka M CYMMa Ha/10roBblx naaTemen ¢ M3LAEPHKAMH CebecTtommocTte u CYMMa HaNorosplx nAaTemen ¢
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Puc 3. CooTHonieHue nokazarenei BhIpyUYKd U ce0€CTOMMOCTH ¢ CYMMOM HAJIOTOBBIX
IIaTexen u usnepxkek Haisoroodnoxenus B 2013 roxay, %
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B ¢popmyne pacuera HamoroBoro OpemMeHu HEOOXOAUMO YUUTHIBATH U U3-
JEPKKHU HAIOr000J10KeHUsI corjaacHo Gopmyre 1.

HIT + HH

B 00 (1)

rie  Hb — HanoroBoe Opemst Xxo3siicTByO1IEr0 CyObekTa, %;

HIT — cymMMa HanoroBbIX IMjaTexel (HaJIOrH, CTpaxoBble B3HOCHI, COOPBHI,
MONUINHBI), T. P.;

NH — uzaepxku HAJIOrooOJ0XEHHUS, BO3HUKAIOIINE B CBSI3U C YIUIATOU
HAJIOTOBBIX IIJIATEXKEN, T.P.;

B — BeIpyuKa, 1.p.;

ITJ1 — mpouune noxonsl, T.p.

PaccunTaeM nokasaTenb HaJIOrOBOTO OpeMEHM 0e3 yueTa U3JIepKeK Hajlo-
roo0JI0XKEHUs, C X YUYETOM U 10 oduiimaibHoi Metoauke (Tadnuna 1). Ananus
MOJIYYECHHBIX JAHHBIX CBUJETEIBCTBYET O TOM, YTO B OTUETHOM IEPUO/JIC HAJIO-
ropoe Opemsi 0e3 ydeTa MU3ACPKEK HAIOTOOOJIOKEHUS YBENIMUUIOCh Ha 3,68
MPOILIEHTHBIX MyHKTa Wiu Ha 14,68% u coctaBuiio B 2013 roay 28,74% (2012 —
25,06%). IIpu 3TOM €cnu Mmpu pacyeTe MCCIEIyEMOro MOKa3aTelsl YYUThIBATh
u3JIepKKH, To ero 3HadeHue B 2013 coctaBut 33,13% (2012 — 28,7%).

Tabnuua 1
3HaYeHMSI HAJIOTOBOTO OPEMEHHU T10 Pa3IMYHBIM METOAUKaM
No 2012 2013 OTKIIOHEHHE
ITokazarenu p p
o %0 a0COJIFOTHOE | OTHOCHTENIHHOE

1 | HamoroBoe 6pems 6e3 yueta 25,06 | 28,74 3,68 14,68

HNH
2 | HamoroBoe 6pems ¢ yueTom 28,70 | 33,13 4,43 15,45

HNH
3 | Pa3numna (1-2) 3,64 4,39 - -
4 | HamoroBas Harpy3ka mo odu- 14,3 16,2 1,9 13,28

[IMaJIbHOM METOIUKE
5 | Paznumna (2-4) 14,4 16,93 - -

IIpu cpaBHEHMH 3TUX MOKA3aTEJIEN BUIHO, YTO €CIIA B pacyeTax HaJloro-
BOr0 OpEMEHM YYWUTBHIBATH M3JIEPKKH HAJIOTOOOJIOKEHHS, BOSHUKAIOIINE IPU
yIUIaTE€ HAJOTOBBIX IUIATEKEW, TO KOHEUHBIN pe3yJIbTaT aHAIM3UPYEMOTO MOKa-
3aTeNsl YBEJIMYMBACTCS U pa3HHUIA cocTaBmia 3,64 u 4,39 NpOUEHTHBIX MTyHKTa
B IIPEABIAYIIEM U OTYETHOM IIEPUOAE COOTBETCTBEHHO. [Ipm 3TOM cnenyer oT-
METHUTh, YTO HAJIOTOBasl Harpy3ka 1mo opuuuagTbHON METOAMKE U CPeIHEeOoTpac-
1eBoe 3HaueHue HanoroBoro Opemenu B 2012 roay cocrasuio 14,3% u 11,3%
COOTBETCTBEHHO. Takas OoJblias pasHUIA MEXIY MNOJYyYEHHBIMU JaHHBIMU



170

(Oonee yeMm B JBa pa3za) CBUAETEIBCTBYET O TOM, YTO B (hOpMyJie MPEAJIOKEH-
HOM MPaBUTEILCTBOM pacyeT aHAIM3UPYEeMOro Kod(duileHTa SBISETCS HE
TOYHBIM, MOCKOJIbKY HE OTpa)KaeT BCIO KAPTUHY JIaBJICHUS HAJOTOBBIX IUIaTe-
e U CBA3AHHBIX C UX YIUIATON U3JIEPKEK HAJTOTO00I0KECHHUS.

Takum oOpa3zoM, MO MOTYUYEHHBIM TaHHBIM BHUIHO, YTO YUET U aHAIU3 U3-
Jep KeK HAJI0r000JI0KEHHS JOJDKHBI 3aHUMATh HE TIOCIIEAHEE MECTO B aHAJIUTH-
YeCKOM JeSATEeILHOCTH XO3sSHUCTBYIOIIEro cyobekTa. [IocKkonbKy TaHHOE HCcCIe-
JIOBAaHHWE TO3BOJIUT XO3SUCTBYIOIIUM CYOBEKTaM CHU3UTH PacXojbl MO Hed(]-
(EKTUBHBIM CTaThsIM, YTO B JAJIbHEHIIIEM OyJET CIOCOOCTBOBATH ONTUMU3AIUN
HajoroBoro Opemenu. IIpu 3TOoM panbHeliee yrouHeHue Gopmylibl pacuera
HAJIOTOBOTO OpEMEHHM OOECIIeUUT MOoJIydeHue 0oJiee JOCTOBEPHON MHGMOPMAIIUH
O JIaBJICHUM HAJIOTOB, COOPOB M CBS3aHHBIE C HUMHU PAaCXOJ0B Ha XO3AMCTBYIO-
e CyOBhEKTHI.

Jumepamypa:
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tenbeTBO FOpaiit, 2014. - 639c.

2. Kupeenxo A.IL., beixos C.C. U3aepxku Hanoroobmnoxenus B Poccuiickoit dene-
pauuu. Upkyrck: U3a-so BI'YOIL, 2012. — 190 c.

3. Mapmanok T.S., Bamurypa B.A. K npo6ieme uaeHTHGUKAIIUN CYITHOCTH TOHS-
TUW HAJOrOBOTO0 OpEeMEeHH, HArPy3KH U YPOBHs HajmorooOnoxeHus // Hamoru u ¢punancoBoe
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M. B. Mopo3oBa

CIIoI' DY, mporpamma «I'ocygapcTBEHHbBIE
U MyHUIIUTIATIbHBIE (PUHAHCHD)

K.3.H., joneHt IIuckmatokoBa E. B.

METOJOJIOI'YSA U ITPAKTUKA BIO/KETUPOBAHUA OPUEHTHU-
POBAHHOI'O HA PE3VYJIbTAT

B crarbe paccMOTpeHbl HEKOTOpbIE OCOOEHHOCTU pe3yJIbTaTUBHOW MOJENU IJIaHU-
pPOBaHUSA OIOJKETHBIX PACXOJ0B: OCHOBHBIE OTJIMYHS OT 3aTPAaTHOW MOJEINH, a TaK)Ke HEeKO-
TOpbIC HeMOCTaTKH. [IpencTaBieHbl BBIBOJBI M3 aHAM3a 3apyOS)KHOTO OIBITa BHEAPCHHUS
pe3yJIbTaTUBHON MoJeNn. PaccMOTpeHbl HEKOTOpble HHCTPYMEHThI OI0IKETUPOBAHUS OpU-
SHTHPOBAHHOTO Ha Pe3yJIbTaT.

The article discusses some features of resulting model of planning budget expendi-
tures: the main differences from the cost model, as well as some disadvantages. In the ar-
ticle there are some conclusions of the analysis of foreign experience in implementation of
resulting model. Also this article discusses some tools of result-oriented budgeting.

Knrwouesvie cnosa: GromxeTupoBaHUEe OPUEHTHUPOBAHHOE HA Pe3yJbTaT, TOCYIapCT-
BEHHbIE 1 MyHUIIUTIAIbHBIEC TPOTPAMMBI, TOCYIAPCTBEHHBIC U MYHUIIUITAJILHBIC 3aJaHHSI.
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B Poccuiickot denepanuu B HACTOSAIIEE BPEMS MPOUCXOIUT IMOCTEIEH-
HOEe pedopMUpOBaHUE CHUCTEMBI YIMpaBICHUsS OOIIECTBEHHBIMU (DUHAHCAMHU,
OJIHUM W3 HAMPaBJIECHUN KOTOPOTO SBISIETCS BHEAPEHUE PE3YJIbTATUBHON MOJIE-
T TJIAHUPOBaHUs OIOKETHBIX pacxonoB. Ilepexon k Hel OT MCIOJIb30BaB-
HIEHCs paHee 3aTPaTHOW MOJIENIM Hadajcs ASCATh JET Haszal ¢ uinanuem llo-
cranoBieHus IIpaButensctBa PO Ne 249 ot 22.05.04 roga, KoTOpbIM ObLIa yT-
BepkaeHa Konuenius peopmupoBanus OrokeTHOTO npoliecca B Poccuiickoit
denepanuu B 2004—-2006 rr.

Hawubonee sipkuM NpakTUUECKUM BOILIONMIEHUEM 3aTPATHOU MOJIEINIH SIBJISI-
€TCSl CMETHBIN MeXaHu3M (UHAHCHUPOBAHUA (TEPPUTOPHUH, yupexaeHuil). Psa
0COOEHHOCTEHN 3aTpPaTHOW MOJIETTH MMEET SIPKO BBIPAKEHHYIO HETaTUBHYIO OK-
packy, B YaCTHOCTU 3TO OTCYTCTBHUE YBSI3KHU OFOJIKETHBIX PAacXoJi0B ¢ KOHKPET-
HBIMHU TIOTpEeOHOCTSIMU HaceneHusd. JlanHyto mpoOieMy peliaeT BHEAPEHUE pe-
3yJbTaTUBHOW MOJEIHN, CTaBs IEpe] TOoCydapCTBOM 3a/Jady MOBBIIIEHUSA (-
(EeKTUBHOCTH M KaueCcTBa yIIPaBJICHUS TOCYJapCTBEHHBIMU (DHAHCAMMU.

B MexayHapoaHOUW mpakTHKE pe3ysibTaTHBHAS MOJENb MOJy4Yusia Ha3Ba-
HUE OIOJKETHUPOBAHUS, OPUEHTUPOBAHHOIO Ha pe3ynbrar (nanee - bOP). He-
00X0/IMMO OTMETHUTh, YTO KaK B 3apyOexKHOU, Tak U B OTEUECTBEHHOU JUTEpa-
Type HET €AMHOTO MOJAX0Aa K ONMPEAETICHUIO JaHHOTO MOHATHS. OCHOBHOM 0OCO-
OCHHOCTBIO MOJICJIU SIBJISIETCS CBSI3b OFOJIKETHBIX PACXOJIOB C KOHKPETHBIMU
COLMAJIbHBIMHA PE3YJIbTaTAMH, OJJHAKO Ba)XHO OTMETHUTh, YTO W3 JIBYX BHUJIOB
3(PEKTUBHOCTH PACX0JI0B — IKOHOMHUUYECKON M COITMAJIBLHOM, - MPUOPUTETHOM
SBJISIETCS colranbHas 3PGHEeKTUBHOCTD.

OCHOBHBIE pa3IU4Usl MEXKJY 3aTPATHOW M PpPE3yJIbTATUBHOM MOJIEIIBIO
npeJicTaBIeHbI B Ta0auIe 1.

bromxkeTpoBanre, OpUEHTUPOBAHHOE Ha PE3yJIbTaT, HECOMHEHHO, UMEET
MHO>KECTBO MPEUMYIIIECTB, HO, KaK U JII00asi cucTeMa ynpaBJieHUs O I>KETHbI-
MU pacxoJlaMH, COMPSKEHO C HEKOTOPBIMU TPYAHOCTSIMU B pealnu3alluu, a Tak-
e, 0 MHEHUIO HEKOTOPBIX UCCIIEIOBATENIEN, HIMEET PSJl HEJOCTATKOB.

MOXHO BBIIEIUTh HEKOTOPbIE OCHOBHBIE TPYIHOCTH:

1. MotuBanus moneid. O4ueBUAHO, YTO TPYAHO NOOUTHCA 3PPEKTUBHOCTH
UCIIOJIb30BAHUS PECYPCOB MPU MX IKOHOMHH 0O€3 MPaBWIHLHOM MOTHBALMU TO-
CYyJapCTBEHHBIX CIYXalUX, TaK KaK PsAJIOBbIe paOOTHUKUA OOBIYHO HE 3aWHTE-
pPECOBaHbI B ONTUMHU3AIMHU OIOIKETHBIX pecypcoB. st 60pbObI ¢ JaHHOI Mpo-
OsmeMoit HeoOxoMMO co3nanue Takux npoueayp bOP, koTopeie 00s13b1Banu Obl
pabOTHUKOB HCKAaTh M HAXOJUTh HauOosiee 3(PPEKTUBHBIC MYTH JOCTUKECHUS
LEJIEH.

2. Peann3anus yrpaBlIEHYECKOTO UK, COCTOSIIEr0 M3 JOTMYECKU TO-
CJIEIOBATENIbHBIX IIAaroB. DTO O3HAYAET, YTO HEOOXOJHMMO YETKO OIpPEAEIIAThH
LEJIEBBIC HAMNPABJICHUS, KOHKPETHBIE PE3YyJIbTaThl, 4 TAKXKE AJIbTCPHATUBHBIC
BAPUAHTHI KX TOCTUKEHHUS.
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Tabnuua 1
Pazanuns B MeToAaxX OIOMKETHOTO TNIAHUPOBAHHUS

BrokeTupoBanue, OpueHTUPOBAHHOE
CMeTHoOE TUIAHMPOBaHUE
Ha pe3yJabTar

[{eneBoe ncnonb30BaHue CpeacTB B co- | COOTBETCTBHUE UCMOJIb30BaHUS CPEACTB Lie-
OTBETCTBHUH C IUNIAHOM JIIM U pe3yJbTaTam
I'0/10BOM TOPU30HT INIAHUPOBAHHUS CpeaHecpoyuHbIi TOPU3OHT IIJIAHUPOBAHHUS
WNHpekcanus pacxoi0B KoHkypeHuus nporpamm
[TpuoputeT PyHKIIMOHANBHON U eTanb- | [IppopuTeT mporpaMMHOI U YKPYTHEHHON
HOM SKOHOMUYECKOU Ki1accuukanuu HYKOHOMHYECKON KIIaCCU(PUKAINH
KoHntpons 3aTpar MOHUTOPHHT PE3yIbTATOB
BHemHuni KOHTPOJIb 3a IESITEIbHOCTBIO | BHYTpEHHMI KOHTPOJIb U TOJOTYETHOCTD
IInaHnpoBaHKE Ha OCHOBE PACXOIHBIX [ImanupoBaHre HA OCHOBE MPHOPUTETOB U
noTpedHOCTEN BEJOMCTB 0’KHMJIa€MBIX PE3YJIbTaTOB IPOrpamMm
Bricokast cTeneHp eHTpaau3aluy B JlenernpoBanue yrpaBieHUECKUX ITOJTHOMO-
MPUHSITUN PEIICHUIN 4yl Ha ypoBHE 3(h(HEKTUBHOTO UCTIOTHEHHUS

Hctounuk: 35, c. 18]

Takoxe cyniecTByeT MHEHHE, YTO caMa MTOCTAHOBKA 3aJ1aud O MOBBIIICHUN
PE3YJbTATUBHOCTH U 3(PPEKTUBHOCTH OIO/KETHBIX PACX0JIOB BHOCHUT JIOTHYE-
CKYI0 TIPOTUBOPEUYUBOCTh B (DYHKIIMOHHUPOBAHUE CUCTEMBI OOIIECTBEHHBIX (HU-
HAHCOB M (PMHAHCOBOM CHUCTEMBI B 1IETIOM. DTO OOBSICHIETCS TEM, UTO MCKaXe-
HUE CYIIHOCTU OOIIECTBEHHBIX (PMHAHCOB MIPOUCXOAUT B PE3YJIHTATE CMEIICHUS
eJernoiaraHus 00IeCTBEHHBIX U YaCTHBIX (PMHAHCOB.

AHanu3 MeXAyHApOAHOTO OMNbITa MO BHEIPEHUIO CUCTEMBI OIOJKETUPO-
BaHUS, OPUEHTUPOBAHHOT'O Ha PE3yJIbTaT, MO3BOJISIET CAEIATh CIAEAYIOIINUE BhI-
BOJIbI, KOTOPbI€ MOTYT YUUTBIBATHCA JIJI1 POCCUUCKOTO OIbITA:

1. Pe3synpTatriBHOE OHOKETUPOBAHUE SIBISETCS CPEJICTBOM IOBBIIICHUS
3 PEKTUBHOCTH TOCYJAPCTBEHHBIX PACXOJ0B B YCIOBUSX NEpepacipe/eacHust
OOJBINEN YacTU HAIIMOHATIBLHOTO J0X0/a rocyaapctBoM. [loBeicuth 3pdekTus-
HOCTh TOCYJapCTBEHHBIX PACX0J0B MOKHO TOJIBKO MPU BHECEHUU W3MEHEHUN B
OIOKETHBIN MPOIIECC;

2. Ilepexon Ha pe3yabTaTUBHOE OIOKETUPOBAHUE OCYIIECTBIISIETCS JIET-
4ye B Nepuo]i GUHAHCOBBIX TPYIHOCTEH;

3. Bce ocHOBHBIE TPUEMBI TPOTPAMMHO-IIEIEBOTO OFOIKETUPOBAHUS OC-
HOBaHbI Ha MPUHIIMIAX YIPABJICHUS YACTHOTO OW3HEcCa, TO €CTh TpeOyeTcs pe-
dbopMupoBaHKEe TPUHITUIIOB YIIPABJICHUS B TOCYJapPCTBEHHOM CEKTOpPE Ha OCHO-
B€ OIbITA YAaCTHOIO;

4. BueapeHue omnbITa YaCTHOTO OHM3HECAa COMPOBOXKIACTCS OOJIBIITUMHU
TPYJIHOCTSIMU U3-3a PA3HUIIBI B MaciTabax, MOTUBALIMM U TIOKa3aTesie pe3yJsib-
TaTUBHOCTHU U 3(PPEKTUBHOCTH U JIP.;

5. YkazaHHbIE€ TPYJIHOCTH MOT'YT CTaTh CEPHE3HBIM MPEMITCTBUEM HA ITyTH
BHEJIPEHUSI MIPUHIIMIIOB MPOTPAMMHO-IIEIEBOT0 OOKETUPOBAHUSI BO BCEX MHU-
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HUCTEPCTBAX U BEJAOMCTBAX OJHOBPEMEHHO, KOTrJa TOCYJapCTBEHHBIX arapar
CJIMIIIKOM TPOMO3JIKUI, ¥ OFOKETHBIA MPOIECC IIOXO CKOOPJAMHUPOBaH. Jljist
ATOr0 BO3MOXKHO Mod3TanHoe BHeApeHue bOP, cHavana B OTIENbHBIE yUpexkK/ie-
HUS, 3aT€M OCYIIECTBICHUE aJanTallii K HOBBIM TEXHOJOTUSM OIOIKETHOMN
IIPAKTUKHU U PACIPOCTPAHEHUE ONbITA HA BCE MUHHUCTEPCTBA U BEAOMCTBA;

6. B crpanax, rae mnoCIENOBATENBHO PEATU3YIOTCA MPUHIUNBI MPO-
TPaMMHO-IIEJIEBOTO OIOKETUPOBAHUS, MPABUTEIBCTBO MoJy4daeT 3¢pdeKTuB-
HbId UHCTPYMEHT PACIIPENIEIICHUsI PECYPCOB IO BHUAAM YCIYT, KOTOPBIE TOCY-
JTapCTBO 0053yeTCs MPEIOCTABUTh CBOUM TpaXkaaHaM.

[IpakTuueckas peanuzanusi OIOKETUPOBAHUSI OPUEHTUPOBAHHOIO Ha pe-
3yJIbTaT OCYIIECTBIAETCS C MOMOILIBI) MPUMEHEHUS LEIOr0 psiia HMHCTPYMEH-
TOB: PacXOJIHbIE 00s13aTeNbCTBRA (JelcTBYOME U TpuHUMaemsle), JIPOH/I, ro-
CYJapCTBEHHBIE U MYHHUIIUIIAJIBHBIE TPOTPAMMBbI, BEJOMCTBEHHBIE TTPOTPAMMBI,
rOCyJapCTBEHHBIE U MYHHUIIUITAJIbHBIE 3aJaHHUS.

OnnuM u3 HauOoJee aKTyalIbHBIX HAa CETOAHSIIHUN JIEHb HUHCTPYMEHTOM
BOP saBnsitoTCcs TOCYJapCTBEHHBIE 1 MYHUIMIIAJIbHBIE MpOorpamMel. [losiBieHue
rOCyJapCTBEHHBIX M MYHHUIHUNAIBHBIX IIPOTPAMM CBA3aHO C BO3ZHUKHOBEHUEM
BOIIPOCa 00 aKTyaJIbHOCTU MPUMEHEHUs MPOrPaMMHO-LIENIEBBIX METOAOB IS
pellIeHus KPYIHBIX CONUAIBHO-?’KOHOMUYECKHX 3ajad. B cooTBeTcTBHM C 3a-
KOHOM [2] Poccuiickas @enepanus nepexoauT Ha MPOTPAMMHBIA THI OI0KET-
HOT'O TJIAHUPOBAHUS.

[Ipu 3TOM Ha JaHHBIA MOMEHT CYIIECTBYET TOJIBKO OOIllee MPaBOBOE OIl-
peleNieHre TOCyAapCTBEHHOM MporpaMmbl 0€3 YIIOMHUHAHHS Tporpamm Ooliee
HU3KUX YPOBHEW YIPABJICHUS.

OTOT HEOOJIBIION OMBIT Pa3pabOTKU TOCYNAPCTBEHHBIX W MYHHUIIUIIAIIb-
HBIX TIPOrpPaMM BBISIBUJI CYIIIECTBOBAHUE IIEJIOTO Psiia OObEKTUBHBIX U CyObEK-
TUBHBIX MIPUYUH, YCIOXKHSIOMUX pedopMupoBaHue OrOKETHOM cucteMbl Poc-
cuu. Hanmpumep, [IpaBurenscTBo PO B 4aCTHOCTH BBIAEIAET CIECAYIOLIUE MPO-
onemsr [3]:

® OTCYTCTBHE OCHOBOIIOJATarOUIEro 3Ha4eHus: Borpoca 3PGHEeKTUBHOCTH
peanu3aiuy rocyJapcTBEHHBIX MPOrpamMM npu GOpMUPOBAHUM TIPOEKTa (ee-
pajgbHOrO OFOJIKETA;

® OTCYTCTBHE IPAaBOBOM OCHOBBI CHUCTEMHOW OpraHHM3alMM Ipolecca
CTPATErnYeCKOro MIaHUPOBAHHS;

® HemnmoyiHas MpopabOTaHHOCTh BOIMPOCOB «BCTPAWBAHUS» B TOCYJApCT-
BEHHbIE TIporpammbl Poccuiickorn denepanuu yxe CYIMIECTBYIOIIUX HHCTPY-
MEHTOB IPOrPaMMHO-IIEJIEBOTO IUIaHUPOBaHus ((deaepanbHbIX U BEIOMCTBEH-
HBIX IIEJIEBBIX MPOTPAMM, «JIOPOKHBIX KapT»), a TAK:KE€ COOTHOIIEHUS TOoCyiap-
CTBEHHBIX mnporpamMm Poccuiickon Denepanu ¢ OTPacieBbIMUA, MEKOTpaciie-
BBIMHU U TEPPUTOPUATBHBIMU JOKYMEHTAMU CTPATETUYECKOTO IUIAHUPOBAHUS,

® OTCYTCTBHE METOJIMYECKUX PEKOMEHJALUN M0 pa3paboTKe U peainsa-
MU TOCYJapCTBEHHBIX MporpaMMm cyobekToB Poccuiickoit denepanuu u my-
HULIUMTTAJIBHBIX TPOTPAMM.
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Eme omanM aktyansHbIM HHCTpyMEHTOM BOP 4BISIFOTCS TOCY1apCTBEHHBIE
Y MyHUIIMITATIBHBIC 3a/I1aHUs1, KOTOPhIE COCTABIISIIOT OCHOBY CUCTEMbI (PMHAHCOBOTO
TUTAHUPOBAHUS TTOTPEOHOCTH YUPEKACHHUS B OI0/DKETHBIX CPEICTBAX.

ITocTaHOBKa roCyTapCTBEHHBIX 1 MYHUIIUNAIBHBIX 3aJJaHUIN COIPSIKEHA C
PSAZIOM TPYJIHOCTEH, KOTOpbIE 00YCIOBIEHBI HEAOCTATOYHO MPOPAOOTaHHOU Me-
TOAOJIOTHIECKOM 0a301 M TEPMUHOJOTHYECKHMMHU HECOOTBETCTBHAMHU. Tak, Ha-
MIPUMEP, MHOTUE BOIIPOCHI, KACAIOIINECS TEXHOJIOTMYECKUX MOMEHTOB, CTPOSAT-
Csl TI0 TOPU3OHTAJILHOMY MPUHIIMIY: BCe (defepabHble TOKYMEHTHI PEeryIupy-
10T IOCTAHOBKY 3a/IaHUM TOJBKO ISl (PeAepalibHBIX YUPEKIECHUM, TO €CTh (op-
Ma COCTaBJCHHUSI TOCYJApPCTBEHHBIX 3aJaHUM 3aKOHOJATEIBbHO 3aKperuieHa
TONBKO Juis HuX. IIpenmonaraercs, 4To PEruoOHbl U MYHHUIUIIAIUTETHl MOTYT
MOJIL30BaThCS ITOM POPMOI M COBEPIIICHCTBOBATH €€ ISl CBOMX II€JIeH, HO, KaK
mpaBWio, 1Mo (akTy OHU TOJIBKO KOMUPYIOT (elepalibHOE 3aKOHOAATEIHCTBO
WJIA BHOCAT U3MEHEHUS, IPUBOIAIINE K HETATUBHBIM MOCJIEACTBUSM.

Takxe myOJIMYHO-TIPABOBBIE OOPA30BAHUS, CAMOCTOSITEILHO COCTaBIISS
METOIMYECKUE PEKOMEH AU 10 (POPMUPOBAHUIO T'OCYIAPCTBEHHBIX U MYHHU-
IUNAIbHBIX 33aHUN, TOCTATOYHO MOBEPXHOCTHO MX MPONUCHIBAKOT. [Ipu aTOM
u cam Ilpuka3 [1] M0 HEKOTOPBHIM BOMPOCAM HE COJAEPKUT MOAPOOHBIX OCHOB
COCTaBJICHUS TOCYIapCTBEHHOTO 3aJIaHUsI B 4acTu (OPMHUPOBAHUS MMOKa3aTeIeh
Ka4eCTBa ¥ BOMPOCOB KOHTPOJISI 32 BHIITOJIHCHUEM 3aTaHUSL.

[IpakTHyecKkue CI0KHOCTH BO3ZHUKAIOT TAKKE MO MPUYUHE TOTO, YTO HE-
KOTOpbI€ OpraHbl, BBIMOJHSIIONME (GYHKIUH YUpeauTened NepeKIaablBaroT
byHKIMI0 (GOpMUPOBAHUS 3aJlaHUIl HA CaMU YUYPEXKJICHUS, BCIEICTBUE YEro
BO3HMKAIOT OIIMOKHM M3-3a2 HEIOCTaTKa OMbITAa. A TPU COCTABICHUU 3aJaHUS
y4peIUTENSIMUA, MOTYT OBITh 3aBBIIIICHBI HEKOTOPHIE KOJMYECTBEHHbBIE MMapaMeT-
pPbl U HE YYTEHBI peaJbHbIC BO3MOXHOCTH YUPEKICHUN U CIIOKHOCTH, BO3HU-
KaBUIWE B MPEABIIYIIEM ITEPUOLE.

Bo3HukaT 1 npo6iaeMbl B YaCTU KOHTPOJSL U MEp NPUHYXACHUA. Y yu-
penuTeNnen MpakTUYECKA OTCYTCTBYIOT CPEICTBA BO3JCUCTBHS HA YUPEKICHUS,
CYLIECTBYIOT TOJBKO KapaTelIbHbIE MEPBI, KOTOPbIE HE MPUBOMAAT K IOJIOKH-
TEJIbHBIM pe3yJibTaTaM B OyAyIlleM, IPOBOLMPYIOT YUPEKIACHUS HA TPUITUCKHU.
[IpruMmeHeHne KapaTeabHbIX CAHKIINI HE BBISBISIET HENOCTATKMA B YAaCTH UCIIOJ-
HEHUS TOCYJAPCTBEHHBIX U MYHUIUNAIbHBIX 3aJaHUN U HE MO3BOJISET UX YCT-
paHuTh. Mepoil penieHus: JaHHOM MpoOsieMbl MOTJIO Obl CTaTh OCYILECTBICHUE
BBIE3/IHBIX MPOBEPOK, KOTOPHIE MOTJIM Obl CTaTh HHCTPYMEHTOM yCTaHOBJICHUS
MIPUYHH HEBBINOJIHEHUS 3aIaHUMN.
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COBEPHIEHCTBOBAHMUE IINTAHUPOBAHUSA BIOJKETA CAHKT-
HNETEPBYPI'A

PaccMoTpenbl MeToIMYecKre OCHOBBI MPOTHO3HPOBAHUSI HAJIOTOBBIX TIOXOA0B OOJI-
xKeToB cyOBrekToB Poccuiickoit deaeparuu, UX JOCTOMHCTBA U HegocTaTKu. OXapakTepu3o-
BaHbl TPYAHOCTH, BO3HUKAIOIIME B TPOIECCE MPOTHO3ZUPOBAHUS, MPEIIOKECHB BapUAHTHI
€ro COBEpILIECHCTBOBAHUSI.

The article deals with methodical background of budgetary tax incomes forecast at
regional level, as well as their advantages and disadvantages. The author characterizes diffi-
culties that emerge during the forecast process, and proposes ways of its improvement.

KiroueBble ci1oBa: Or0/KET, METOIbI MPOTHO3UPOBAHUS, MAKPOIKOHOMUYECKUE TIO-
Ka3aTeJn, HAJIOT, HAJIOTOBOE IUIAHUPOBAHKE, TPOTHO3UPOBAHUE JJOXOJIOB.

Keywords: budget, forecast methods, macroeconomic indicators, tax, tax planning,
income forecast.

AKTHBHOE pa3BuTHE 3KOHOMUKH Poccuiickoin denepannu BBISIBUIO He-
00X0IMMOCTh COBEPIICHCTBOBAHUS OFOKETHBIX OTHOIIEHUH. Ha coBpeMeHHOM
ATare MPOUCXOAUT TMEPEXo] K MPOorpaMMHOMY OFODKETY, BCTYNAIOT B CUITY
NPUHIUIBI OFO)KETUPOBAHUSI, OPUCHTUPOBAHHOI'O HA PE3yJIbTAaT.

B 3TuX ycroBHsX BONPOCH! MIIAHUPOBAHUS U TPOTHO3UPOBAHUS OFOIKET-
HBIX JI0XOJI0OB MPHUOOPETaOT 0CO0YI0 aKTyallbHOCTh. Beap oT oO6bema colOpan-
HBIX JIOXOJIOB 3aBUCUT 00ECIIEUCHHOCTh PACXOIHBIX 00s3aTelbcTB. COOTBETCT-
BEHHO 3a/1a4€il IJIAHUPOBAHUS U MPOTHO3UPOBAHUS JOXOJ0B OFOKETa SIBIISCT-
Csl MIOMCK HanboJiee TOYHOW METOJMKHU BBIUUCIICHUS OYyIIel CyMMBI JIOXO/IOB.
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Hanpumep, oqHuM 13 Beaynux HampaBieHUM OromkeTHON moautuku CaHKT-
[TerepOypra siBisieTcs Bompoc (HOPMHUPOBAHUS JTOXOJOB Ha YCIIOBUSIX JOJITO-
CPOYHON YCTOMYMBOCTH U COATaHCUPOBAHHOCTH OIOJIKETA.

Briensarores ciienyronme MeToAbl MIAHUPOBaHUs 10X0A0B[1]:

e HopmartusHbili MeTOI

e MeToa 3KCTpanosauu

e DKOHOMHUKO-MAaTEMAaTHYECKUE METO/IbI

Cpenu MeToI0B OFO[KETHOTO MPOTHO3UPOBAHUS MOXKHO BBIICTTUTH TAKXKE:
Meto/1bl MaTeMaTUYECKOTO MOJAEITUPOBAHUS
MeTo/1 SKCIEPTHBIX OLIEHOK
CocraBieHue clieHapueB
DKOHOMETPUUYECKOE TTPOTHO3UPOBAHNUE

e Merona Tpenaa

B Hacrtosiiee Bpemsi B Poccun He CyIiecTByeT €IMHON METOAUKH IJIaHU-
pOBaHMs JI0XOJ0B Ha YpOoBHE cyObekTa peaeparuu. [IpuMeHstoTcs: pa3nudHbie
METO/Ibl IPOTHO3UPOBAHUS U TIAHUPOBAHUS I0XO/I0OB.

[Tpouecc popmupoBaHusi IPOTrHO3a MOKHO Pa3ACIUTh HA STaIb:

e [Ipexne Bcero, BeIpadaThIBACTCS MEPEUCHH OCHOBHBIX MaKPOIKOHOMHU-
YeCKHUX IOKa3aTesieil, KOTopble MOTYT OKa3bIBaTh BIIMSHUE HAa (OPMUPOBAHUE
JIOXO/JTOB.

e 3areM BBISICHSETCS, UMEIOTCA JM KaKhe-IM0o MmornpaBovyHbie Kodhdu-
IUEHTBI, KOTOPbIE MOTYT OBITh CBSI3aHbI C U3MEHEHHWEM B HAJIOTOBOM 3aKOHOJ1a-
TEIbCTBE, A TAKXKE€ BIUSHUE CYOBEKTHUBHBIX (DAKTOPOB, TAKUX KAaK TOUYHOCTH
MPOTHO3A.

e Jlanee HEOOXOMMO OMPEACIIUTH CTENEHb BIUSHUS T€X WA UHBIX MaK-
POSKOHOMUYECKUX MOKAa3aTeJIel Ha ONPEAECICHHbIM BUJ Haora. g 3toro uc-
MOJIB3YIOT KOPPEJSIIIUOHHO-PETPECCUOHHBIN aHaIu3, UIIYT HauOOJIbIITYIO B3au-
MOCBSI3b MEXJY IOKAa3aTeJISIMU U BBICTPAUBAIOT OIPEJEICHHBIA HA0Op (PyHK-
WA 7151 KQKA0TO BUJIa HAJIOTOB.

B cnyuae, ecim ecTh kakue-nmu6o0 npouue (PaxTopsl, BIUSIONINE HA HAJIOT,
TO OHM TaK)KE YUYUTHIBAKOTCS.

Pazpabotka nporunosza Ha nepuoa 2014-2016 romoB OCHOBBIBaNach Ha
CHEAYIOUIUX YCIOBUSX:

- TUHaMuKa aemorpaduyeckux nokaszareneit Cankr-lIletepOypra;

- TEMII POCTa BaJIOBOI'O PETHUOHAIBHOTO MPOJIYKTa;

- HAKOIUIEHHAsl JIMHAMUKA WHJAEKCA MPOMBIIUIEHHOTO ITPOU3BOJICTBA
(ULILD);

- HHJEKC OTPEOUTENIbCKUX 11eH (JIeKaOph K JEKaOPIO MPeIbIIyIIero rojia).

CornacuHo 3akony Cankrt-Iletepoypra "O 6romkere Ha 2014ron u miaHo-
BbIM mepuos 2015-2016rr" ObLIM yCTAHOBJICHBI CIICIYIOIIME 3HAYEHUS J10XO-
JIOB, ThIC. pyo0. [2]:
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Tabnuua 1
bromxxer Cankr-Ilerepoypra na 2014roa u miianoBslii nepuoxa 2015-2016rr
2014 2015 2016
Hanoroseie no- 349 348 470,70 378 669 298,90 | 410 008 029,20

XOJIBI
Henanorossie 10- 32335 535,80 32 605 342,60 32 724 827,60
XOJIBI

be3Bo3mesgHbIe 27 432 386,20 12 589 738,70 | 12769 895,50
IIJIATEXKU
BCETO 409 116 392.7 423 864 380,20 | 455 502 752,30

bromxker Cankrt-IlerepOypra Bcerma xapakTepu30Balicsd JOCTATOYHO BbI-
COKOM cTeneHblo (rMHaHCOBOM He3aBUCUMOCTH. 91,4 % B CTpyKType COOCTBEH-
HBIX JOXOJ0B OIO’KETa COCTABIIAIOT HAJIOTOBBIE I0XO/IbI.

OcHOBHasi TMHAMUKA JI0X0/I0B OOBICHSIETCS CICAYIONIUMU (pakTopaMu

Hasorossie nocryruieHus

BakHOCTh HAJIOTOBBIX JTIOXOJOB CJIOKHO MEPEeolieHuTh. OCHOBHbBIE U3MeE-
HEHUS MPOUCXOSIINE HA CETOJHSIIHUN JIEHb CBSI3aHbI C MEPEXO0J0M Ha Mpo-
TPaMMHBIN OIO/KET, UIET EPECTPOiKa BCel OIOKETHOU CHCTEMBI.

Cankr-IleTepOypr meperien MaTeHTHYIO CHUCTEMY HAJOTOOOJOXKEHHS C
2014 rona. Tenepp BMecTO ctoumocTd nateHTa npu Y CH HamoromiaTenbiiu-
KaMH, MepeleIIMMI Ha TATEHTHYI0 CUCTeMY, OyleT yIUIauMBaThCsA €IWHBIN
HAJIOT, a TAKXe CICAYIOUMMHI U3MEHEHUSIMU 3aKOHOIaTENIbCTBA T10 pa3/ieiiaM:

YuutsiBasi TO, YTO SKOHOMHUKA PErMOHAa HAXOJUTCS HA 3Tale CTarHaluw,
MOXHO OKHJIATh CEPbE3HBIX COKPAIIEHUI IO HAJIOTy Ha MPUObLIL OPraHUu3aIlHil.

OcHoBHOM npo0JIeMO#i TTPU MIIAHUPOBAHWU HAJIOTOBBIX JT0XOJIOB SIBJISICTCS
npenocraBieHne Hed(PHEKTUBHBIX HAJIOTOBBIX JILIOT[3].

Tak cymecTByeT HEOOXOIUMOCTh OIEHKH d(PPEKTUBHOCTH YCTaHOBIICH-
HBIX JIbIOT IO PETHOHAJIBHBIM HajoraM. bbul HEOOXOIUM HX MEPECMOTP IS
MOBBIIIIEHUSI OTBETCTBEHHOCTH PErMOHAIBHBIX BJIACTEM 3a MPUHHMAaEMbIE pe-
IIEHUS 110 YCTAHOBJICHUIO JIbTOT HA YPOBHE CyOBEKTOB.

B Canxrt-IletepOypre nHaunnas ¢ 2011 roga peanusyercst mosTanHas oT-
MEHA JIbIOT MO HAJIOTy Ha MUMYIIECTBO OpraHU3alliidi, HaXOJSIIEerocs B coOCT-
BeHHocTH CankT-IleTepOypra u mpenHazHauYeHHOTO JI1 BOJOCHAOXKEHUS U BO-
JIOOTBE/ICHHS.

HanoroBbie IbroThl JOJKHBI COOTBETCTBOBATh KaK SKOHOMUYECKOM, TaK
U coIManbHOU 2((hEeKTUBHOCTH, TAK)KE HE JIOJKHBI MEPEKPHIBATH CO00M Apyrue
Mephl HAJIOTOBOM MOJIMTHKHU, YHUUTOXAs UX 3PPEKT.

Pe3epBbl MOMOJHEHUS! HEHAJIOTOBBIX JI0XOJIOB CBSI3aHBI C IMOBBIIICHUEM
PE3YJbTATUBHOCTH HCIOJIB30BaHMSI COOCTBEHHOCTU 4epe3 3 (PeKTUBHOE pery-
JUPOBAHUE CTABOK ApPEHJHOM IUIaThl, CTUMYJHUPOBAHUS HapalluBaHUs TPU-
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OBUIBHOCTH T'OCYJIApPCTBEHHBIX YHUTApHBIX npeanpuaruil. [Iponaxka Headdex-
TUBHOI COOCTBEHHOCTH MHBECTOpPAM JIOJKHA CIIOCOOCTBOBATH CHUKEHUIO 3a-
TpaT Ha COoJiEp>KaHUuE OOHEKTOB.

C npyroi CTOpOHBI, JUIsl yBEJIUYCHUS! HEHAJOTOBBIX MOCTYIUICHU HE00-
X0IUMO 3(P(HEKTUBHO YIPaABIATh COOCTBEHHOCTHIO, a HE M30aBIATHCA OT HeEe.
JInst yBenmuYeHusi apeHIHbIX MOCTYIUICHUH HEOO0XOJUMO MPOBEJICHHUE TaKon
apeHHOW MOJUTUKH, KOTOpast OyJIeT BHIFOJHA U OpraHaM YNpaBlIeHUs], U apeH-
natopam. LleHTpaibHbIM 3B€HOM OPTraHU3aIMU aPEH/IHBIX OTHOIICHUHN SBIISETCS
AKOHOMHMYECKH 00OCHOBAHHBIN pazmMep apeHAHOH miaTel. Bmecte ¢ TeM, HEO0O-
XOJIMMO YYUTBHIBATh COIIMATIBHYIO COCTaBJISIIOIIYIO IUIATHI 3a MOJBb30BAHHUE TO-
POJICKOM COOCTBEHHOCTBIO YUPEXKIACHHUSIMU 00pa3oBaHUs, 3paBOOXpaHEHUS U
JIPYTUMU OOIIECTBEHHBIMH YUPEKICHUSIM.

YtoObl HCHOJIB30BaTh HEYUYTEHHBIE OOBEKTHI HEOOXOAMMO MPOBEIICHUE
MaciTabHoM WHBeHTapu3anuu HeasuxkuMmoctu Cankrt-IlerepOypra. Heobxo-
JTUMO TOBBIIATh 3P(HEKTUBHOCTD YIPABJICHUS TOPOACKUM UMYIIIECTBOM, B TOM
YUCJIE COBEPIICHCTBOBATH MOHUTOPHUHT TOPOJCKOM COOCTBEHHOCTH U ILJIAHUPO-
BaTh JIOXOJbI OT €€ UCIOJb30BaHMUS.

Tak:xke HEOOXOAUMO pa3pelIuTh MpPoOIeMy TOProBbIX HEHTPOB (CaHKT-
[TerepOypra. HecmoTps Ha pasmep ropoja Wik YUCIECHHOCTh HACEJIEHUs, TUI0-
manb, koropyto 3anuMaroT T1l B Caukt-IleTepOypre, mpeBOCXOAUT MIIOMIAAb
TLl B MockBe. B co3nanuu JaHHBIX IIEHTPOB UMEET MECTO OOJblas KOppyIi-
[IMOHHAsl COCTABJISIONIAsA, OHU CTPOSITCSA B 00XOJ MHOTMX HOPM, B YaCTHOCTH
KaCaroIIMXcsl HAIOrooonoxenus. Tak, HalpuMep, BIaJeblbl CO3HATEIBHO 3a-
TATUBAIOT JIESTUTUMHBIN MPOIIECC c1auh 0OBEKTOB B DKCILTyaTallMio, HO (haKTH-
YECKU TOPrOBbIC IIEHTPHl HAUMHAIOT CBOIO padOTy U MPUHOCAT JOXOJ, UYTO SB-
JSI€TCSI HE3aKOHHBIM YKIIOHEHUEM OT HAJIOT000JIOKEHUS

Yro kacaetcs 6€3BO3ME3THBIX MOCTYIUICHHUH, TO TUTAHUPYEMOE COKpaIlie-
HUE TpaHC(hEpPTOB, MPEAOCTABIIEMBIX U3 (heepalbHOTrO OIOIKETa, CBSA3aHO, B
OCHOBHOM, C YMEHBUIEHUEM IPEIOCTABICHUS CPEACTB HA CTPOUTEIBCTBO aBTO-
MOOMIBLHOM JOPOTH «3amnaHblii CKOPOCTHOM quaMeTp»[4].

[Ipekpariaercs npeaocTaBiieHue CyOCUIMNA HA MOACPHU3AINIO PETUOHATb-
HOUM CHCTEMBI OOIIECTBEHHOTO 00pa30BaHMsl, CyOCHIUN HA €KEMECSUYHOE JICHEX-
HO€ BO3HArpakJ€HUE 3a KJIACCHOE PYKOBOJACTBO(3aBeplIeHHUE IpoekTta). [lnanu-
pyeTcsi KOHCOUIAINSA OTACTIBHBIX MEKOIOKETHBIX TpaHcdepToB. Tak ¢ 2014 ro-
1a B MpoeKTe (deaepaabHOro OropKeTa MpeIycCMOTpeHa earHas CyOBEHITNs O10/I-
&eTaM cyOBEKTOB T0 MepeyHto, onpeaeneHHoMy [IpaButensctBom PO.

OcHoBHas mpoOieMa IpH IJIAHUPOBAHWU U MPOTHO3UPOBAHUU - ITO UX
BEPOSITHOCTHBIM XapakTep, B YCIOBUAX U3MEHYMBOCTU IKOHOMUKHU, COCTABUTH
TOYHBIN TUIaH MPEACTABIISIETCS JOBOJIBHO CIOKHBIM.

VYnydilieHue METOAMKH HAJIOTOBOTO M HEHAJIOTOBOTO MPOTHO3UPOBAHUS B
HACTOSAIIEEe BpEMs SIBJISICTCS] OJHUM U3 BAXKHEHUIIUX HANPaBJICHUN COBEPILICHCT-
BOBaHMs Tiporiecca GopmupoBanus Oromkera. [IporHo3 AOmKeH HE TOJBKO C



179

OOJIBIIION CTEMEHBI0 HAJIEKHOCTH OIPEEsATh UCXOHBIE YCIOBHS IS pas3pa-
OOTKH MpoeKTa OI0JIKETa, HO U UMETH 1IEJIEBOM XapaKTep, TO €CTh OTPAXKATh pe-
3yJIbTAThl pEalU3aluy MOCTABICHHBIX LEJIEH W 33aJa4 B CPEIHECPOUYHOM IMep-
CIEKTHBE, YTO SIBJISIETCS KpUTepueM 3(PGHEeKTUBHOCTH MPOBOIUMOM COLUATBHO-
AKOHOMHWYECKOW MOJUTHUKU U KA4ECTBA CUCTEMBI TPOTHO3UPOBAHUS.

Hcxonst u3 BBILIENEPEYUCICHHOTO MPOTHO3 JIOJKEH WMETH 1IeJIEBOM Xa-
paKkTep, TO €CTh OTpa)KaThb PE3YyJIbTAThl BBIMOJIHEHHS MOCTABICHHBIX LEJIEH U
3a7a4 B CPEAHECPOYHON TepcrnekTuBe. IMEHHO ATOT acCHeKT SIBJISIETCS KpUTe-
pueM 3(OPEKTUBHOCTH MPOBOAUMON COIMATBHO-DKOHOMHUYECKON MOJUTUKUA M
KauecTBa CHUCTEMbl NPOTHO3WpOBaHUA. TakuMm 00pa3oM, OCHOBHOHM 3ajgayeit
MJIAaHUPOBAHUS OIOKETHBIX JOXOJOB SBJISIETCS OTPAXKEHUE COBPEMEHHOIO CO-
CTOSIHUSI OFOJIPDKETHOM CHUCTEMBI, CYIIECTBYIOIIMX MPOTrpaMM, YTO TMO3BOJIUT B
KOHEUYHOM UTOT€ YBEJIIMUUTH OFOJIKETHBIC TOXO/IbI.
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IMPOBJIEMbI BHEJIPEHHUS IPUHIIUIIOB HAJIOTOBOT'O
KOHTPO.ISI TPAHC®EPTHBIX IIEH
B POCCUHUCKOMU ®EJEPAIIUN

B maHHO# cTaThe aBTOPOM paccMaTpUBAIOTCS MPOOIEMHBIC BOTIPOCH U PUCKH, C KO-
TOPBIMU CTOJIKHYJIUCh OpTaHHU3AIMH M HAJIOTOBBIE OPTaHbI TIOCJIC BBEACHUS HOBOTO pa3Jiena
V.1 B Hanorossli kogekc Poccuiickoii eneparumu.

In this article author examines challenges and risks faced by the taxpayers and tax
administration due to the introduction of new section V.1 in Russian Tax Code.



180

Kniouesvie cnosa: tpancheptHoe 1eHooOpa3oBaHUe, HAJOTOBOE aJIMUHHCTPUPOBA-
HHE, HAJIOTOBBI KOHTPOJIb, COITOCTABUMOCTh KOMITAHUH, CUCTEMa OLIEHKH PUCKOB.

Keywords: transfer pricing, tax administration, tax control, companies comparability,
transfer pricing risk assessment.

HNutepec k mpobneme TpaHCHEpPTHOTO LEHOOOpa3oBaHUSI B MOCIEIHEE
BpeMsl MOJJIEP)KUBACTCSI HA OYEHb BHICOKOM YPOBHE, B CBSI3U C T€M, YTO BBe-
nennbiid B 2012 roxy HoBbil pazaen V.1 HamoroBoro koaekca P® (nanee — HK
P®) saBnsieTcst 4OCTaTOYHO KOMIUIEKCHBIM M HETIOHATHBIM, MIPU ATOM Ha Tpak-
THKE TI0Ka eIl He ObLIa OCYIIECTBIEHA HU OJIHA MpoBepKa 1eH. [Ipu 3ToM mpa-
BUJILHOE MTPUMEHEHHUE 1I€H SIBJISETCS OCHOBOM JOCTOBEPHOI'O UCUUCIICHUS HAJIO-
roBOM 0a3bl MO Pa3IMYHBIM HAJoraM, B MEPBYIO OYEpEIb 0 HAJIOTY Ha MpHU-
owuts 1 HJIC.

Ecnu roBopuTh 0 CyliecTByrOnmMx mnpodiiemMax TpaHchepTHOro 1eHo00pa-
30BaHUS, MOXHO YTBEP)KIaTh, YTO OHU BCTPEYAIOTCS (DAKTHMUECKH Ha KaXKIOM
ATare onpeneaeHus 1eH I 1ejield Haloroo0JI0XKEeHUS

® BBHISBJICHUE KOHTPOJIUPYEMBIX CIIEIOK;

® [IOATOTOBKA JIOKYMEHTAIINH;

e mpoBeneHue (YHKIMOHAIBHOTO aHAIH3a;

® ONpe/elIeHHe METO1a IEHOOOPa30BAHMUS;

® T[IPOBEJCHUE CTATUCTUUECKUX UCCIIEIOBAHUM;

® yIpaBJICHUE BHIIBICHHBIMU HAJIOTOBBIMU PHCKAMH.

[Tockonbky 00BEM MPOOJIEM SIBISIETCS 3HAYUTENBHBIM, TO I yJI0OCTBa
aHaJM3a pa3/ieJuM UX Ha TPU TPYIIIIHL:

1. ITpoGmemsl 00IIIETO XapaKTepa.

2. HenocpenctBeHHble MPOOJIEMBbI, ¢ KOTOPBIMU CTAJIKHMBAIOTCS KOMIIA-
HUH NIPU peann3alny OTAeabHbIX nonokennit HK PO.

3. IIpobnempl, CBSA3aHHBIC C YBEIIMYCHUEM U3JIEPIKEK aIMUHHCTPUPOBAHUSL.

PaccMoTpuM Kaxkayro Tpyniy moapoOHeH.

K nepBomy 0JIOKYy OTHOCATCSI Takve MNpOOJEMbl KaK OTCYTCTBHE KBAJIH-
(GUIIMPOBAHHBIX CIEIHAINCTOB, HECTAOUILHOCTh HAJOTOBOTO 3aKOHOATEIhCT-
Ba, €ro HEMOHATHOCTb (CJIOXHOCTb, HEOJHO3HAYHOCTb), HECOBEPUICHCTBO
YYETHBIX CUCTEM, & TAKKE IMIHUPOKOE YCMOTPEHHE CY/I0B.

OmnuceiBaTh MPOOJIEMBI, CBSI3aHHBIE C HETIOCPEACTBEHHBIMU TPYAHOCTIIMU
IIpU peau3aluy IpaBml TpaHC(HEPTHOTO 1IEHO0OPa30BaHUS MOXKHO J0JTO, TO-
ckoJibky paznen V.1 HK PO coaepxut B cebe MHOTrO HETOYHOCTEN U HESACHO-
CTEH, 4TO 3aTPyAHIET IPUMEHEHNE JaHHBIX MTPaBUJI HA TIPAKTHKE.

[lepBBIM TPAKTUYECKUM HCIBITAHUEM I HAJIOTOIUIATENBIUKOB CTaja
MOJATOTOBKA YBEIOMJICHUN MO KOHTPOJIUPYEMBIM CIEIKaM. Y BEIOMJICHUS SIB-
JISIFOTCSI OYCHb JEeTAbHBIMU. UTOOBI COCTaBUTH OJTHO yBEJOMIICHHE TpeOyeTcs
MIPOU3BECTH 00PAOOTKY CYIIECTBEHHOTr0 oO0bema MH(popMaIuu, mpu 3TOM 00b-
€M CBEJECHUM, KOTOpbIE JOJIKEH MPEACTaBUTh B YBEJOMIICHUH HAJIOTOILIATEIb-
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muk coryiacHo npukazy @HC PO ot 27.07.2012 r. No MMB-7-13/524(@ «O6
YTBEPKIECHUN (HOPMBI YBEJOMIIEHUS O KOHTPOJIUPYEMBIX CAENKaX <...>), 3Ha-
YUTEIBbHO MPEBBIMIAeT 00beM, aA03BoJeHHbIN cT.105.16 HK P®, uyto aBnsercs
HapyLIECHUEM MOA3aKOHHOCTH HOPMATUBHBIX AKTOB.

Crnenyronuii MOMEHT, Ha KOTOPBIM XOTEJIOCh Obl 00paTUTh BHUMAaHUE, —
3TO Hanuuue uHdopmanmoHHoi acummeTpun. Mudopmanus, HeoOxonumas Ha-
JIOTOTUIATEINBIIUKY JIJISl TOATBEPKICHUS 1IEH, OBICTPO MEHSIETCS U OTPaKAETCs B
HCTOYHMKAX C CYIIECTBEHHOW BpeMEHHOM 3ajepxKoil. [loaToMy BaxkHO, YTOOBI
U HAJIOTOIUIATENBIIUKY, U HAJOTOBOMY OpraHy B MOMEHT MPOBEPKHU ObLT J0C-
TYII€H OJJMHAKOBBIN 00beM HHPOpMAITUH.

JInst uenedt MpUMEHEHUST METOJI0OB, OCHOBAaHHBIX Ha PEHTA0EIbHOCTH
(BTOpPOTO, TPETHETO M YETBEPTOT0), MPOOJIEM HE BO3HUKAET, TTOCKOJIbKY Ha 3TOT
CUeT NMPUCYTCTBYET YyeTkasi oropopka B HK P®. [[img ucnonp3oBaHus nepBOTO
METOJa, OJHAKO, PAacCYeT MHTEpPBAJIA LIEH MOXXHO MPOU3BOJIUTh HA OCHOBAHHUH
uMeroniercst nHpopMaluu o 1eHax, IPUMEHEHHBIX B TCUCHUE aHAIU3UPYEMOTO
nepuoga [1, c¢r.105.8]. [lonoxkeHne AOCTATOYHO ABYCMBICIEHHOE. BO3HMKAIOT
TPAKTOBKH, YTO UH(OPMAIIMS MOKET UCIOJIb30BaThCAd HE3AaBUCUMO OT TOTO, KO-
r7la OHa MOSIBWJIACh B MCTOYHMKAX M ObLJa JIM OHA JIOCTYIHA JIsl HAJOTOIjIa-
TEJIbIIIUKA IIPU COBEPIICHUU CHECIIKH.

[Ipu nmpoBeneHnn 0TOOpPa COMOCTABUMBIX KOMIAHUMN JIJIsl IOCTPOCHUS UH-
TepBaja peHTabeIbHOCTH TaKKe BOZHUKAET PsiJl MPpoOJIeM, IIIaBHOM U3 KOTOPBIX
ABJISIETCS. HEBO3MOXXHOCTh OCYILECTBIICHUSI OTOOpa B MOJHOCTHIO aBTOMATHU3H-
poBanHOM mnopsanke. B komax OKBO3J] mpucyrcrtByer myranuna. B cBsizu c
3THUM, YaCTO HEBO3MO>XHO TOYHO OMNPEAECIUTh KPYr cOnocTaBUMBbIX Jinll. [0 ko-
JlaM TaKXe HEJb3sl ONPEeNIeNIUTh BECh HA0Op ocyiecTBisieMblx ¢GyHKiui. [lo-
ATOMY MHOTHE MPOU3BOJAT KOPPEKTUPOBKY BPYUHYIO, UCIOIB3YsS HH(pOpMa-
IIMI0 HE TOJBKO U3 0a3, HO W C calWToB opranuzamnuii. Unpopmanms, koropas
SIBJSICTCS JOCTYITHOM, MOXKET OBITh HEMOJHOW WJIM CJIIOKHOW K MHTEPIIPETAINH,
npyrast uHdopMaIs, €ClIu OHa CYIIECTBYET, MOXKET ObITh CJIOKHA K MpUOOpe-
TEHUIO 10 MPUYUHAM TeoTpapuUYECcKOro MojI0KEeHUsT WM U3-3a BOIPOCOB KOH-
bueHIIMaTbHOCTH. B HEKOTOPBIX OTpacisax BOOOIE OTCYTCTBYIOT HE3aBUCH-
MbIE€ KOMITAHUU (HAIpUMEp, OYE€Hb MHTETPUPOBAHHBIM SBISIETCS aBTOMOOWIIb-
HbI Ou3Hec). B TakoMm ciiydae mOCTpOeHHE MHTEpBaJia peHTa0eIbHOCTH BOOO-
1€ SABJISETCS HEBO3MOMXKHBIM.

Tak>ke MOXET BOSHUKHYTh CUTYyallMs, KOTJja 0OHApYKUBAETCS JIUIIb OJTHA
conoctaBumas cneika. [Ipu MeTone conocTaBUMBIX PHIHOYHBIX LIEH HAJOTOBBIN
opraH BIIpaB€ MCIOJIb30BaTh TaKyl MH(OpMaIKIO. DTO yXYIIIAET MOJ0KEHUE
KOHTPOJIMPYEMOT'O HAJIOTOIUIATENBIINKA, TOCKOIBKY MO HE3aBUCUMBIM OT HETO
00CTOSITEILCTBAM, €r0 1IeHa MOXET 3HAUYUTEJIbHO OTJIMYATHCS OT IIEHBI HA OJIHY
KOHKPETHYIO COIIOCTABUMYIO CHEIKY.

[TockoJIbKYy 4acTO CJOKHO HAWTH aOCOJIIOTHO WJICHTHUYHbBIE OpraHu3aluu
U CHENKH, MeTtononorus, npexycmorpenHas HK PO, nonmyckaer BO3MOKHOCTh
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OCYIIIECTBJICHUSI KOPPEKTUPOBOK JJIsI OOECIEUEHUs] COMOCTaBUMOCTU CPaBHHU-
BaeMbIx cnenok. Onnako B HK P® He mpemycMoTpeHo, Kak UMEHHO OCYILIECTB-
JSATh TAKUE KOPPEKTUPOBKH.

Ha »ToT cuer mpucyTCTByeT MEXIyHAPOIHBIN OIBIT, B IIEPBYI0 OUYEpPEIb
3T0, KOHEYHO, PykoBoacTBO ODCP (nmanee — PykoBoactBo). OHAaKO 1axke Tam
ATOT BOIMPOC PACKPHIT HE MOJHBIM 00pa3zom. B PykoBojicTBe ynmomMuHaeTcst cer-
MeHTalus (UHAHCOBOW MH(GOPMAIUKU JIJIsl UCKITIOUEHUS 3HAYNUTEIbHBIX HECPaB-
HUMBIX CJI€JIOK; KOPPEKTUPOBKHM pa3iuuuii B KamuTaie, (YHKIUAX, aKTUBAX,
puckax [2, ¢.122], npuBeneH npumep KOPPEKTUPOBKUA 0OOPOTHOTO KamuTaia.

IToka MeTOmOIOTUsA OCYIIECTBICHHUSI KOPPEKTUPOBOK HUTAE HE 3aKperie-
Ha, HEM30€KHO OYIyT BO3HUKATh CIOPHI MEXy HAJIOTOBHIMH OpTaHAMH U Ha-
JIOTOTUIATENbIUKAMHU, TTOCKOJIBKY HAJOTOTUIATENBIIUKN OYyIyT MBITATHCS IO-
JIOTHATh YAOOHBIE UM CHEJIKHU 0]l CBOIO CUTYAIIHIO.

[lepeiinem K TpeTbeMy OJIOKY MpoOJieM, a UMEHHO MpoOJieMaM, CBsI3aH-
HBIM C YBEJIMUYCHUEM U3ICPIKEK AJIMUHUCTPUPOBAHUS.

B Poccuu ceituac akTUBHO pa3BUBAIOTCS MPONEAYPHI JOCYEOHOTO ype-
rynupoBanusi. Ho TpancheptHoe 11eH000pa3oBaHNe HAXOAUTCS 33 UX paMKaMHU.
[Tockonbky nposepky npoBogut ®HC Poccun, BO3MOKHOCTH aneuISIIHOHHOTO
o0>kanoBaHus perieHus oTcyTcTByeT. Cie1oBaTelbHO — BCe pa30oupaTeanCTBa B
cyneoHoMm mnopsnke. OTcCrofa ClIenyoT 3HAYUTENIbHBIC U3IEPKKH, KOTOPHIE T10-
BBICAT 3aTPaThl HA HAJIOTOBOE AJIMUHUCTPUPOBAHUE.

B 3apy0exHOI MpakThke B 3TOM HaIpPaBICHWU AKTHUBHO Pa3BUBAIOTCS
MpoIeAYpPbl COTPYJHUYECTBA MEXAY OU3HECOM M HAJIOTOBBIMU aJMUHUCTpA-
nusiMu. Tak, Harmpumep, B BennKoOpUTaHUU 3aKperuieHO MCIIOJIb30BaHUE I10-
CpPEIHUYECKUX CIIOCOOOB pellleHus: po0JieM, CB3aHHBIX C TPaHC(HEPTHHIM Iie-
HOOOpa30BaHUEM.

B ctpanax OOCP mupoko NpUMEHSETCS CHUCTEMa OLIEHKH PHCKOB, CO-
[JIACHO KOTOPOW BBISIBIIAIOTCS OpraHU3aIliU, KOTOPBIE MPEUMYIIECTBEHHO OY-
IyT NOJABEPTaThCA KOHTPOIO. K TakuM puckaM OTHOCATCS:

® yOBITOYHAS JEATEIHLHOCTH;

® TpaH3aKIWHU B HU3KOHAJIOTOBBIX IOPUCAUKIIUSX;

® pecTpyKTypH3alus Ou3Heca;

e crnenu(puUUHbIN BUJI IUIATEXKEHN (POSIITH, CTPAXOBBIE B3HOCHI);

® KA4eCTBO MPEAOCTABIISIEMON JOKYMEHTALINH.

VY Hac ke Takas cucteMa noka Haxomautcs B paspadotke. PHC Poccuu
YTBEPXKIAET, UTO B HEE OyAYT BKIIOUYEHBI TAKUE KPUTEPUH, KaK CYIIIECTBEHHBIN
00beM orepanuii ¢ oQpOUIOPHBIMU IOPUCTUKIIUSIMU, YOBITOUHOCTh JEATEIIHHO-
ctu u T.10. [3, c.45]. Ho moka kpurepueB HET, (PAKTUYECKH B 30HY PUCKA MOTYT
MONAacTh JIFOOble KOMIIAHUHU.

B nepuon pazpadotku pazzaena V.1 HK PO npeanonaranock, 4To CAEIKA
OyIlyT TIpPOBEPATHCS YTpaBieHUEM TPaHCHEPTHOrO 1IEHOOOPA30BAHUSI U MEX-
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IyHAapOJHOTro coTpyaHudectsa, noapasaenecauem OHC Poccun. IIpoBepka nen
HE CMOJKET MPOBOJIUTHCSA B paMKaxX KaMepalabHbIX U BbI€3HBIX HAJIOTOBBIX MPO-
BepoK. [IpoBepke momiexkaT CACIKU, IPUUHUCIISIEMBIE K KOHTPOJIUPYEMBIM.

OnHako celyac AaHHas MO3ULUS TOMEHSJIACh, M COTJIACHO NHUChbMaM
Munduna PO B paMkax kaMepaidbHBIX U BBIC3AHBIX MPOBEPOK TEPPUTOPUAITH-
HBIMHU HaJIOTOBBIMU OpraHaMu MOTYT OBITh MIPOBEPEHBI TAKKE U T€ CIETKH, KO-
TOpPbIE HE OTHOCSITCS K KOHTpOJUpyeMbIM. Llenb — BbigBIeHNE HEOOOCHOBAHHOM
HAJIOTOBOM BBITOJbI. IlepecMOTp 1eHbI OyJeT BO3MOXKEH IO JIFOOBIM CHEIKaM
MEXK/Ty B3aMMO3aBUCUMBIMU JIMIIAMU TP YCTAHOBJICHUH, YTO MPUCYTCTBOBAJIA
MaHUITYJIAIUsA neHami [4, c.21].

NHTepecHble TPOTUBOPEYMSI BO3HUKAIOT, €CIU PACCMOTPETh 3Ty CHUTYya-
uto noapooOHeit. [Ipu Takom pasneneHur CAENOK Ha KOHTPOJIUpPYEMbIE U He-
KOHTPOJIUPYEMBIE, JIMIA, OCYLIECTBIAIOIINE HEKOHTPOIUPYEMBIE CHEIKH, MO-
JTy4yaercs, Haxoaarcs B 0osiee HEBBITOAHOM MOJOKEHHH. Bo-mepBbIX, OHU HE
UMEIOT MpaBa Ha MPUMEHEHUE CUMMETPUUYHBIX KOPPEKTUPOBOK. BO-BTOpHIX, B
OTHOIIIEHUU HUX He OyJeT neicTBoBaTh cTtarhs 129.3 HK P®, a 3nauut, ux 0y-
IyT IPUBJIEKATh K OTBETCTBEHHOCTH 1O cTathe 122 HK P®. Kpome Toro, ecin
0 KOHTPOJIMPYEMBIM CJICJIKaM MPUCYTCTBYET BO3MOXXHOCTh M30€XaTh HaKaza-
HUS, TMPEIOCTaBUB JOKYMEHTAIMI0, OOOCHOBBIBAIOIIYIO PBHIHOYHBIN ypPOBEHD
MPUMEHEHHBIX LIEH, TO MO0 HEKOHTPOJIHPYEMBIM TaKas BO3MOKHOCTb OTCYTCT-
ByeT. Takum oOpa3zoM, HelloriaTa Hajaora o HEKOHTPOJIMPYEMBIM CIeIKaM Oy-
JIET paclieHUBAThCA Kak OoJiee TsHKENoe HapylleHue, HeXeNu HexorsiaTa B 00-
Jiee KPYITHOM pa3Mepe N0 KOHTPOJIHUPYEMBIM CJICIIKAM.

B nanpHeilieM BO3MOXHBI JIBa BapuaHTa PELIEHUS] 3TOW MpoOJIeMbl: pac-
MIPOCTPAHEHUE OJMHAKOBBIX YCJIOBHUI KaK Ha KOHTPOJIMPYEMbIE, TaK U HEKOHTPO-
JUPYEMBIE CIIEIKH, JIMOO OTMEHA KOHTPOJISI 38 HEKOHTPOJIUPYEMBIMHU CJICTKAMHU.

[To Hamemy MHEHUIO, KOHTPOJIb 32 HEKOHTPOJIUPYEMBIMH CIAEIKAMU HE-
niesecoodpaseH B npuHiune. IPGeKTUBHOCTh HAJIOTOBOTO aIMUHHUCTPUPOBA-
HUSl MPEJCTaBIsIET COOOM COOTHOIIEHHE PE3yJIbTaTOB aJIMUHUCTPUPOBAHUS U
pacxoIoB, MOHECEHHBIX B CBSI3U C €ro OCYIIECTBIEHUEM. UTO KacaeTcsl pacxo-
JIOB, TO, SIBJISIETCS OYEBUIAHBIM, YTO OHM OYJIyT IOCTATOYHO BBICOKMMHU KaK CO
CTOPOHBI HAJIOTOIJIATEIBIIUKOB, TAK U TEPPUTOPUATHHBIX HAJIOTOBBIX OPTaHOB.
UTto ke KacaeTcsi CyMM MOOMJIM30BaHHBIX HAJOTOBBIX IUIATEXKEN, BPAJl U OHU
OyIyT HACTOJIBKO CYIIECTBEHHBIMHU, YTOOBI Pajy 3TOTO BBOAUTH ATOT TPYI0EM-
KN MEXAHU3M.

B Onwxkaiimem Oyaymiem OyJieT OCYIIECTBIATHCS 00paOOTKa MOJIaHHBIX
YBEJOMJICHU, IPUYEM MOKa HEMOHSITHO, Kak OyAeT MPOUCXOIUTh OTOOp Oopra-
HU3alMil Ha npoBepky. Ho, Tak wiM mHave, HAYHETCS MEPEHOC MPOoOJIeM W3
TEOPETUUYECKON TIIIOCKOCTU B MPAKTUYECKYIO, TTOSBUTCSA apOUTpakHAs MPAKTH-
ka. M OyyT npoucxoauTh peoOpa3zoBaHusi, MOCKOJIbKY KOPPEKTHOE TPUMEHE-
HUE HOBBIX MPaBWI U3-3a OOJIBIIOTO YPOBHSI HETOYHOCTEH M CIOXHOCTEH Ha
JAHHBIA MOMEHT HE MPECTABISIETCS BO3MOXKHBIM.
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CIIoI DY, mporpamma «I"ocygapcTBEHHBIE U
MyHUIUTIATbHbIE (PUHAHCHD

1.3.H., mpodeccop Kankynosa M. U.

COBEPHIEHCTBOBAHUE ®UHAHCOBOI'O OBECIIEYEHUA
T'OCYJAPCTBEHHBIX U MYHULIMIIAJIbHBIX YUYPEXKJEHUNA

JlaHHas cTaThsl MOCBSIICHA YIPaBICHUIO (DMHAHCAMH TOCYJIAPCTBEHHBIX (MYHHIIH-
NaNbHBIX) YUPEKICHUN B YCIOBUSX MPOBOAUMOI OromkeTHON pedopmbl. OHa oTpakaer
OCHOBHBIE MPOOJIEMBI peann3alui (PUHAHCOBONW CaMOCTOSITEIBLHOCTH OFOKETHBIX YUpexK-
nenuii. ChopMyIupoBaHbl PEKOMEHIAIMN TI0 COBEPIICHCTBOBAHUIO HEKOTOPBIX HHCTPY-
MEHTOB M MEXaHU3MOB oOecrieueHus 1enieid OroKeTHON pedopMbl MO MOBBIIMICHUIO JTOC-
TYIMHOCTH ¥ Ka4eCTBa YCIYT IS HACEICHHMS.

This article is devoted to management of finance of the public (municipal) institu-
tions in the conditions of ongoing budgetary reform. It reflects the basic problems of reali-
zation of financial independence of public institutions. Formulated recommendations for
improvement of some tools and mechanisms for providing the purposes of budgetary reform
to raise the availability and quality of services for the population.

Knioueevle cnosa: rocynapcTBeHHbIE (MyHHULMIIATIbHBIC) YUPEXKICHUS, OIODKETHAS
pedopma, GUHAHCOBBIN MEHEKMEHT, HOPMAaTHUBHBIC 3aTPATHI.

Keywords: public (municipal) institutions, budgetary reform, financial management,
normative costs.

B Hacrosiiee BpeMs MpojaosHKaeTcsl peann3anusi 010 KEeTHON pedopMbl,
NepBbIA MacIITaOHBIN mIar K kKotopoi 0wl caenan B 2004 roay, kornaa [locra-
HoBneHueM lIpaBurensctBa PO Obuta ogo0pena Konnenuus pegopmupoBanus
oroxeTHoro npoiecca B PO. Tlpesunent PO B bromkeTHOM mOCiIaHUU TPO-
noimkaeT GopMyJIUpoBaTh OCHOBHYIO Ieb OO/KETHOU pedopmbl — obecreue-
HUE JI0JTOCPOYHON YCTONYMBOCTU OFOJKETHOM CHUCTEMBI U MOBbIIIEHUE 3P Pek-
TUBHOCTH yIpaBJeHUs OOIECTBEHHBIMU (PUHAHCAMU.
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[IpoBogumas pedopma, ucnosibdyss UHCTpyMeHThl BOP, uMeer monoxu-
TEIbHbIE PE3YJbTAThI: PACIIUPSIETCS CAMOCTOATEIBHOCTh T'OCYJIapPCTBEHHBIX
(MYHUIIMITAJIBHBIX) YUPEXKJICHUM, pa3BUBACTCS MX KOHKYPEHIIMS, MOBBIIIACTCS
JOCTYITHOCTh M Ka4e€CTBO T'OCYJAapPCTBEHHBIX YCIYyT JJIsl oOiiecTBa. B mpouecce
pedopMupoBaHusl TOCYIapCTBEHHbIE (MYHHUIMNAIbHBIC) YUPEKICHUS ObLIN
paslieNieHbl HA TPU THUMA: Ka3eHHbIE, OI0/IKETHBIE, aBTOHOMHBIE, KOTOPhIE Hajle-
JI€HBI Pa3HbIMU YPOBHSAMHM MPABOCIIOCOOHOCTH, CAMOCTOATEIBHOCTH U OTBETCT-
BEHHOCTH. bbl1 M3MeHEH MexaHu3M (PMHAHCOBOTO OOECreueHUs: O OIKETHBIX
YUPEKJICHUH, IEPEBOJ] X CO CMETHOTO ()MHAHCUPOBAHUS HA CYOCHINM B pam-
KaX BBITIOJHEHUS] TOCYIapCTBEHHOr0 3ajaHus. OUHAHCOBOE O0OECIEUEHUE BBI-
MOJIHEHHS TOCYAaPCTBEHHOTO 3aJlaHUs TETepPb OCYIIECTBIISIETCS B BUJE CyOCH-
Ui U3 Or0JKETa, KOTOPBIE BBIICISIOTCS Ha BO3MEIICHHNE HOPMATUBHBIX 3aTpaT
Ha OKa3aHHWE TOCyAapCTBEHHOM YCIYyTH.

B crarbe aHanmu3upyroTCs OCHOBHBIE MPOOJIEMBbI, BO3HUKAIOIINUE y OOJI-
KETHBIX YUPEKIECHUN B MPOIECCE UX ACATETBHOCTH B COBPEMEHHBIX YCIOBUSIIX
Ha npumepe OI'BY «llpesunenrckas 6ubnmnoreka umenu b.H.Enpuinnay.

[Ipe3uaenTtckas OubIMOTEKA ObLIIa TOPAKECTBEHHO OTKpHITa [Ipe3ugeHTom
P® J1.A.MensenesbiMm 27 mas 2009 roga Bo Beepoccuiickuit /Jlens 0uOIuoTexu
u B Jlenp ropoga Cankrt-IlerepOypra. 310 oaHa M3 TpexX HAIMOHAIBHBIX OWO-
anotek P®, koTopast coOupaeT U XpaHUT B IEKTPOHHO-IIUGPOBOM PopMme Tie-
YaTHbIE M apXWBHBIE MaTepHUallbl, ayJIUO3alUCH, BUJEO- U MHBIE MaTepHalbl,
OTpa)karolle MHOTOBEKOBYIO MCTOPUIO POCCUMCKON rOCyIapCTBEHHOCTH, TEO-
PHU U MPAKTUKU MIPaBa, a TAK)KE PyCCKOTO S3bIKa, KaK TOCYIapCTBEHHOTO SI3bIKa
P®. Pacnionoxena Ilpe3unentckas Oubnamoreka B uctopuyeckoM 3aanun Cu-
HOJA W CIPOEKTUPOBAHA KAaK COBPEMEHHBIN MH(POPMAIMOHHBIN LIEHTP, KOTO-
pBIil BKIIIOUAET B CE0s 3JIEKTPOHHBIM YUTANbHBIN U BHICTABOYHBIE 3aJIbl, KOH(]e-
PEHII-3a]1, MYJIbTUMEIUHNHBIN U TEJIEBU3UOHHBIN KOMILIEKCHI.

[Ipesunentckass OUOIMOTEKA SBISIETCS TOCYJAPCTBEHHBIM OOKETHBIM
yUpexKICHUEM, HaXOASIIMUMCS B BeZileHuu Yrpasienus nenamu [Ipesuaenta PO
U BBITIOJHSET rOCYyAapCTBEHHOE 3ajJlaHne, (OPMUPYEMOE YUpEIUTEIeM B COOT-
BETCTBUU C OCHOBHBIMU BUJIAMU ACATEIBHOCTH YUPEKICHUS.

B mponecce BbINOTHEHUS] TOCYyAapCTBEHHOro 3adaHus llpe3mpeHTckas
OMOIMOTEKA CTANIKUBAETCS CO CIEAYIOIKUMH MPOOJIEeMaMH, aKTyaJbHbIMHU CETO-
TTHSL ¥ JUTSI IPYTUX OFOJKETHBIX YUPEKICHUM:

- TIpU TPUOOPETEHUU TOBAPOB U YCIYT JJISI COOCTBEHHBIX HYXKJ, YUPEK-
JIEHUE JIOJKHO ClieoBaTh nosiokeHusiM DenepanbHoro 3akoHa 44-d3, kak mo-
Ka3bIBAET MPAKTUKA B HACTOSIIEE BPEMsI, M3-32 MHOTOCTYIIEHYATOCTH MPOLIEIY-
pBI 3aKYIKH, TEPSIOTCS ONEPATUBHOCTH IUIATEXKEH, MOCTOSHHBIC MOCTABIIUKU
(ycoyr ¥ TOBapoB), a TaKXe yXYJIIIAETCS KauyeCTBO MPEAOCTABISEMBIX YCIYT
(moCTaBIEHHOW MPOYKIIHNH);

- B paMKax BBIMIOJIHEHUS TOCYJAPCTBEHHOTO 3aJIJaHUs YUPEIKICHUIO HEBbI-
TOJIHO SKOHOMUTbH W BBINOJHATH YCIYTHM CBEPX YCTAHOBICHHOTO JINMUTA, TaK
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KaK 3TO MOXET BBI3BaTh BOMPOCHI YUPEIUTENS MO PACUeTy HOPMATHUBHBIX 3a-
TpaT U (PUHAHCUPOBAHUE HA CIETYIONIUN roj] OYJIET CHUKEHO;

- B CBOEH JIEATEIIbHOCTH, HECMOTPS HA TO, UTO OIOJIKETHBIC YUPEKICHUS
Ternepb 00J1a1at0T OOIbIIEH CaMOCTOSTETLHOCTBIO U «YIIIA» OT CMET, JTIOJKHBI
ONMPAThCA Ha COCTABJIICHHBIA 3apaHee W YTBEPXKIACHHBIM yupeaurtenem l[lnan
(bMHAHCOBO-XO3IMCTBEHHON JCATEIBHOCTU. IlepeMecTuTh JIeHeKHbIE CpPeJCTBa
C OJTHOM CTaThbU Pacxojia Ha JAPYTYyIO KpailHe CII0HO, U TPEOYyeT COTJiacoBaHUS
C YUPEOUTEIIEM;

- €CIIH B MPOIECCE JEATCIbHOCTH YUPEKICHUS BO3HUKAET MOTPEOHOCTH
CPOYHO OIUIATUTH MO KAKOMY-TO JOTOBOPY, TO HEOOXOJMMO JIeNIaTh U3MEHEHUS
B [Inan ¢rMHAHCOBO-XO35UCTBEHHON JEATEILHOCTH M COTJIACOBBIBAThH €T0 C Y-
pEIUTENEM, YTO 3aHUMAET MHOTO BPEMEHHU U JIMIIIAET IJIATEK ONEPATUBHOCTH;

- ¢MHaHCUpOBaHUE OIOHKETHOTO yupexaeHus: npoucxonut He Ha 100%
€ro MoTpeOHOCTEM, a UCXO/ISI U3 UMEIOIIUXCS B OIOJIPKETE ICHEKHBIX CPEJICTB, U
OIOJIXKETHBIC YUPEXKJICHUS, pPAaCCUUThIBAs HOPMATHUBHBIE 3aTpaThl Ha BBIMOJIHE-
HUE TOCYAApPCTBEHHOTO 3aJIaHUsl, JOJDKHBI 3aBEJJOMO CHUXATh CBOM pPEaJbHbIC
3aTpaThl, TO €CTh 00BbEM TOCYJApPCTBEHHOTO 33J]aHUSI HAMPSIMYIO 3aBUCHUT OT
00beMa OIJIKETHBIX CPEJICTB, BBIJEISIEMBIX HAa Ty WJIM UHYIO IIPOTPAMMY;

- Ja)K€ OTHOCHUTEIIBHO JCHEKHBIX CPEACTB OT IPUHOCAIIECH AOXOI Jes-
TEJIbHOCTH, KOTOPbIMU MO 3akoHy Ne83-D3 OroKeTHbIE YUPEXKICHHUS MOTYT
pacropsKaTbCsl CaMOCTOSITENIBHO, HA MPAKTUKE YUYPEKIACHUSIM MPHUXOIUTHCS
BCE PaBHO ILUIAHUPOBATH U COTJIACOBBIBATH JAHHBIE PACXOBI C YUPEIUTEIEM;

- ipu POPMUPOBAHUU TOCYAAPCTBEHHOTO 3aJJaHUS YUPEKIECHUSIM BBITO/JI-
HEe BBITIOJIHATH PabOThI, UeM OKa3bIBaTh YCIYTH, TaK KaK MOCIEIHUE HYKIAIOT-
CA B XapaKTEPHUCTUKAX KAYE€CTBA UX BBIMOJIHEHUS, YTO CETOAHA METOAOJIOTHYE-
CKM CJIOHO, Ha CETOJIHSIIHEE BPEMS HET €IMHOIO NIEPEYHS YCIIYT;

- YTO KAcaeTcs pacueTa HOPMATHUBHBIX 3aTPaT Ha BBINOJHEHHUE TOCYap-
CTBEHHOI'O 3aJiaHus, TO B HACTOSIIEE BPEMS HET €AUHBIX HOPMATHUBOB W IS
YUPEKICHUN YCTAHABIMBAIOTCA «IEPBOHAYAIBHBIE)» HOPMATHUBBI, KOTOPBIE
CUYUTAKOTCS METOAOM OT JOCTUTHYTOI'O U 3a4aCTYyIO Ha MPAKTUKE HOPMATHUBBI HE
paboTaror;

- ¥, HaKOHEI], HE JI0 KOHIIA BBINOIHSIOTCS TpeboBaHus [Ipukaza Munu-
crepctBa ¢puHancoB PD ot 21 urons 2011 r. Ne 86H, KOTOpBIN 00s13bIBAET yU-
pexaeHus pasMemars WHOOpPMALMIO O CBOEH JAESATENbHOCTH Ha CaiTe
www.bus.gov.ru, s odecriedeHus OTKPHITOCTH U JOCTYITHOCTH MH(MOpMAaIUn
0 IEATEIIbHOCTH IOCYJapCTBEHHBIX YUPEKICHUN.

B 3akiiroueHnn MOXHO CJlIeJIaTh BBIBOJI, YTO, HECMOTPS Ha OOJIBIION 00b-
eM mpojenaHHo MunHuctepctBoM GuHaHcoB PD opraHu3anmoHHOM U METO-
JTUYECKON pabOoThl, CIIOXKHOCTUA B pealiv3allid BCEX IIeJIel MpOBOAMMON OrOJ-
AKETHON pedopMbl €1lle OCTAIOTCS U, B MPOIEecCe MPUMEHEHUS! HOBBIX MHCTPY-
MEHTOB Ha MPaKTUKE, OYyT KOPPEKTUPOBATHCS U 10pabATHIBATHCSI.
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OnHako cienyeTr 3aMeTUTh, YTO PEIICHUE HEKOTOPBIX M3 MEPEYUCICHHBIX
npo0JieM yxe MmosiBIIoch B broketHoM kojaekce PD, tak k 2016 roxy goinkeH
OBITh pa3pabOTaH M 3aKOHOJIATEIBHO 3aKPETUICH MOPSAI0K (OPMUPOBAHUS €/TH-
HBIX 0a30BBIX MEPEUHEH T'OCYJIapCTBEHHBIX (MYHUIIMMAIBHBIX) YCIYT JUIS pas-
JUYHBIX OTpacjei, Ha OCHOBE KOTOPBIX YUpEeAUTEIH OyayT pa3padaThIBaTh ro-
CyJapCTBEHHbIC (MYHUIIUNAIBHBIC) 3aJaHUs IS MOABEIOMCTBEHHBIX YUPEK-
neHuit. JlomxkHa ObITh CO3/1aHa €IMHAsI METOI0JIOTHS pacueTa HOpMaTUBHBIX 3a-
TpaT Ha OKa3aHUE rocyJapCTBEHHOW (MyHUIIMTIATLHON) yciyru. OCHOBHBIE Ma-
paMeTphl TOCYIAPCTBEHHOTO 33a1aHUs JOJDKHBI BKJIFOUATHCS B COCTAB LEJIEBBIX
MOKa3aTeNEeH BBITOJIHEHUS! COOTBETCTBYIOIIMNX I'OCYIAPCTBEHHBIX TPOTPAMM.

DTO TO3BOJIUT YHU(PHUIIUPOBATH MPABOBYIO M METOJMYECKYIO 0azy s
OKa3aHUsl TOCYJIapCTBEHHBIX (MYHMIIMIIAIBHBIX) YCIYT B YBS3KE C IEJIEBBIMU
MOKa3aTeIsIMU Pa3BUTHUSI COOTBETCTBYIOIIUX OTPACIICH, IJIsI OLICHKU KauyecTBa U
JOCTYITHOCTH TOCYJaPCTBEHHBIX YCIYT, IPEAOCTABISEMBIX HACEIICHUIO, OLICHKH
3 PEKTUBHOCTH ACATEILHOCTH OPraHU3allUi U Pa3BUTHS KOHKYPEHTHOM Cpeibl
IIPY BBITIOJTHEHUH TOCYIAPCTBEHHBIX 3a1aHUM.
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CEKIMUSA 7. COCTOSHUE U PASBBUTHUE YUETA, AHAJ/IU3A
N AYAUTA B YCIIOBUSAX I'V'IOBAIN3ALIMNA DKOHOMUKHU

. A. AdayaxaaukoBa
CIIBI' DY, nporpamma «YUeT, aHalIU3 U ayJIUT»
K.3.H, ToneHT Pazournas M.A.

THE ROLE OF TRANSFER PRICING IN ACCOUNTING
OF RELATED-PARTY TRANSACTIONS

B cratbe wuccnemyercs poib TpaHCPEPTHOTO IEHOOOpPA30BaHUS U BIMSHUE
TpaHC(EpTHOrO I1eHOOOpa30BaHUsI HA YYET CHENOK, KOHTPOJUPYEMBIX HAJIOTOBBIMHU
OpraHamu.

This article is concerned with the role of transfer pricing and its influence on related-
party transactions.

Kntouesvie cnosa: TpanchepTHOE 1EHOOOpa3OBaHWE, B3aMMO3aBUCHUMBIC JIHIIA,
KOHTPOJIUPYEMbBIC C/ICIKH, HaJOrOBas Harpy3Ka.

Key words: related-party transactions, transfer pricing, tax burden.

In the market economy economic entities are willing to increase its profit,
which can be represented as income minus expenses. That is why it is
companies who can minimize their expenses so that the amount of the profit
will be up.

Over the last years multinational companies have started to form divisions
throughout the world but still inter-company transfer of goods and services
without subsidiaries have drawn the attention of tax authorities (since they
involve related-party transactions between affiliated enterprises). The reason is
that this way companies can reallocate their resources in order to reduce tax
burden. It is one the world’s easiest tax optimization recipe. As a consequence
tax authorities keep a close eye on related-party transactions.

The first country to apply special methods of transfer pricing were United
States of America. The main regulatory act in this field is Transfer pricing
guidelines for multinational enterprises and tax administrations, which were
implemented by the Organisation for Economic Co-operation and Development
(OECD).

According to the Guidelines, “countries need to reconcile their legitimate
right to tax the profits of a taxpayer based upon income and expenses that can
be reasonably be considered to arise within territory” [2, p. 11]. In the Russian
Federation the first steps to implement transfer pricing principles were made in
2012, when an addition to the Tax Code, which provides “clearer and more
objective principles and practices regarding the issues, parties and measurement
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of transfer pricing” [1] came into operation. Hereafter supplementary liability
for taxpayers has arised. This has led to a certain difficulties to the existing
business practice of contractual relationships.

According to Tax code the following can be recognized as related-party
transactions [3].

Type of 2012 2013 2014
transaction
Domestic turnover more than | turnover more | turnover more than
transactions three billion roubles | than two billion | one billion roubles
roubles

turnover more than sixty millions roubles, one of the parties is a
mineral extraction taxpayer
turnover more than one hundred millions roubles, one of the
parties is taxpayer on a special tax regime

Cross-border irrespective of turnover

transactions

Table 1. Types of transactions that can be classified related-party transactions

As a result, companies that have transactions, which fall under related-
parties, must learn to set up prices properly within the group of companies. So
they need to find balance between getting optimal profit amount but without
breaking the law. It requires a lot of resources, and most importantly time.

Even if the companies had applied some rules of transfer prices, now they
to learn new ones: how to develop methods for determining the price fixed by
law, perform regular market analysis, identify related-party transactions and
process reports to state authorities.

The first steps to implement transfer pricing principles for economic
entities are development of pricing policy and its adaptation to the company
structure. Economically reasonable level of return should rely on pricing factors
and market environment.
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POJIb BHYTPEHHEI'O AYJINUTA
B COBPEMEHHOMN YKOHOMMKE

B HacTosimuii MOMEHT BHYTPEHHHI ayJWUT CTPEMHUTEIIHO Pa3BHBACTCS U HIMPOKO
ucnoib3yercss opranuzanusiMu. OH siBhsieTcss d(Q(PEKTUBHBIM CHOCOOOM OCYIIIECTBICHUS
KOHTPOJIS HaJl SKOHOMUYECKOH JEeSATEIBHOCTHI0O KOMIAHUU U OILCHKH €€ (PUHAHCOBOTO
coctosiaus. OJTHAKO MHOTHE OPTaHHU3AIIUU TOJIEKO TIPOMUCHIBAIOT MPOIIECTYPhl KOHTPOJIS, HO
HE COOIOAAIOT UX, YTO MOKET IPUBECTH K HETATUBHBIM MOCIEACTBUSIM.

Currently, internal audit is developing rapidly and widely used by organizations. It is
an effective way to control over the economic activity of the company and assess its
financial condition. However, many organizations are only prescribed control procedures,
but do not observe them, which could lead to negative consequences.

Knrouegwle cnosa: BHyTpEHHU ayIUT, KOHTPOJIb, 3alIUTa, BOCTPEOOBAHHOCTh

Key words: internal audit, control, protection, necessity

BuyTpeHHUll ayauT - 3TO JEATEIbHOCTb, HANPAaBIICHHAs HAa KOHTPOJIb
3BEHbEB YIIPABIICHUS U aCHEKTOB (DYHKIIMOHUPOBAHUS OpraHu3alluu, peria-
MEHTUPOBAHHASI BHYTPEHHUMHU JOKYMEHTAMHU OPTraHU3allid U OCYIIECTBIsIEeMast
IIPEICTABUTENSIMU KOHTPOJIBHOTO OpraHa. L{enpro BHyTpEeHHEro ayura sBisieT-
Csl IOMOIIb B OCyIIeCTBICHUU 3(PEeKTUBHOTO ympaBieHus U KoHTposs. K 3a-
Ja4aM TaKoTO ayauTa HEOOXOJUMO OTHECTH OLEHKY 3()PEKTUBHOCTH JIEATEINb-
HOCTH OpTraHW3alliid U NPEIOoCTaBlIEHHWE PEKOMEHAAIMI IO MOBBIIIEHUIO (-
(EeKTUBHOCTH YNPABJICHUS, a TAKKE YCTPAHEHHE HEJOCTATKOB.

Breienstor Heckoyibko BUIOB ayauta. OreHka 3¢ ()EeKTUBHOCTH U MPOU3-
BOJIUTEIILHOCTH MPOBOJUTCS B X0Je (DyHKIMOHAIbHOrO ayaurta. [{ns ompene-
JICHUS KauyeCTBa B3aMMOJICUCTBYIOINX U B3aMMOCBSI3aHHBIX (DYHKIIMI UCIIONb-
3yercs MeX(YHKIIMOHAIBHBIA aynuT. OpraHu3almOHHO-TEXHOJIOTHYECKUN ay-
IUT TIPOBOJUTCS C LEIbK0 KOHTPOJIS 3BEHBbEB YIPABICHUS HA MPEAMET UX LIEJIe-
CcOo00pa3HOCTH, KaK OPraHU3AIlMOHHOW, TaK U TEXHOJIOTHYECKOU. AyAUT BUIOB
JESATEIbHOCTH TpeAnojaraeT OOBEKTUBHOE O00OCIEIOBAaHWE U BCECTOPOHHUU
aHaJiu3 OIpPEJIECICHHBIX BUIOB JIESITEIbHOCTH, OM3HEC-TIPOCKTOB C 1IE€JIbIO BBISIB-
JIEHUSI BO3MOYKHOCTEN WX yJIydllIeHUsA. BCeCTOpOHHUI ayJIUT ONpEnensieTcs B
KaueCTBE TMOKOr0 KOHTPOJISI OpraHu3aluy, ONpeAessieMOro Kak COBOKYITHOCTb
(yHKIIMOHAIBHOTO U TEXHOJOTUYECKOr0 ayJuTa CUCTEM YIpaBIICHHUS, ayauTa
CHCTEM 3JIEMEHTOB, KOTOPBIE CBSI3BIBAIOT OPraHU3aLMIO C BHEWIHEN cpenon. K
TaKUM 3JIEMEHTAM OTHOCAT UMHJIK, CBSI3U U Jp. JlaHHBIN BUJ ayJIUTa MTO3BOJIS-
€T OLEHUTh YCTOMYHMBOCTH IOJIOKEHUS KOMIIAHUM B COLMAJIBHBIX CUCTEMAX,
MEPCIIEKTUBBI PA3BUTHSI, BBISIBUTH CUJIbHBIC U CJIA0bIE CTOPOHBI JEATEIIbHOCTH.
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Opranbl yrpaBJiieHHs MOJb3YIOTCS YCIyTraMu BHYTPEHHUX ayJIUTOPOB KaK
JOTIOJIHUTEIbHBIMUA PECYPCaMHU, KOTOPBIE TOMOTAIOT OCYIIECTBUTH CBOU (DYHK-
My, o0ecrneunBas 3aluTy OT OIMIMOOK, OMpPEAeIisisi BO3MOXKHOCTH YCTPAHEHUS
OyIyImHX HEJOCTATKOB, TOMOTasl BHIABUThH U YCTPAHUTH CIIA0bIE MECTa CUCTEMBI
yIpaBJICHUS.

Takum 00pa3om, 1ENIbI0 CUCTEMBl BHYTPEHHHUX ayJAUTOPOB SIBISETCA UX
3 PEeKTUBHOCTH, KOTOPasi BBIPAXKACTCS B CBOCBPEMEHHOM BBISIBIEHUM U yCTpa-
HEHUH OIIHUOOK U TIOTEPb.

BoJNBIIMHCTBO PYKOBOJAUTENEH KOMMIAHUN XOTST, UYTOOBI MX CIIY>KObI
BHYTPEHHEr0 ayJuTa TMPOBOJAUIN OIEHKY OW3HEC-PUCKOB U OU3HEC-
mpoIeccoB M (GakTOPOB, KOTOPHIE HEMOCPEACTBEHHO CBSI3aHBI ¢ MHGOPMAIIH-
OHHBIMU TexHOJoTHsMH. [IpUXoauT MOHMMaHME, YTO NaHHas CIyxba BOC-
TpeOoBaHa, MOCKOJIbKY OHA HampaBlieHa Ha 0€30MaCHOCTh KOMITAaHWH, OLIEHKHU
JajJbHEHIIEero pa3BUTHUS U MPEIOCTABIEHUS JIaHOB MO 3G PEKTUBHOMY JOC-
TUXKEHUIO 1IeJIel OpraHu3aliy, a TaK)Ke OHa MPOCIEAUT, YTO MPEeAOCTaBIICH-
HbI€ IUIaHbl OYAYT OCYIIECTBIICHBI. 31€Ch NPUXOJUT OCO3HAHUE, YTO COAEP-
JKaHUE BaKHEe (POPMBI.

BocTpeboBaHHOCT BHYTPEHHETO ayJauTa OOYCJIOBIUBAECTCS YBEPEHHO-
CTBIO 3aKa34MKa B MOJyYCHUU OOBEKTUBHON W MOJHOW MH(POPMAIMHU O peajib-
HOM COCTOSTHUM €] CBOeBpeMEHHO [4, c.1-3].

Heob6xomumo, o1HaKo, 0CO3HaBaTh, YTO PYKOBOJUTEIb CIIYKObl BHYTPEH-
HEro ayJuTa JOJDKEH 001aaTh 3HAUMMOCTBIO JIJIsi JUPEKTOPCKOTO COCTaBa Op-
raHu3alyu, 4To, B CBOIO Ouepe/lb, OyJAET BBISBIATHCS MOJAECPKKOMN NEsITEIbHO-
CTH CILy OBl

C pocToM U pa3BUTHEM KOMIIAHUM MEHSIOTCSI TpeOOBaHUs K ayauTy. Tak
HampuMep, Ha MaJbIX MPEANPUITUSIX, B OOJIBIIUHCTBE CIIy4YaeB, MPUCYTCTBYET
CUTYaIlUsl HeTOJIHOM dopMalin3aluu, U ciado pa3BUTO ynpasieHue. B cpennux
KOMITaHMSIX UJIeT (popManu3anusl OTHOLIEHUM BHYTPU CaMOW OpraHu3alyu, HO
OIIEHKa PUCKOB BCE €Il OCTAeTCs HOMHHAJILHBIM MoKazaTenaeM. [loatomy py-
KOBOJIUTEJIM O0paIialoTcs K BHEIIHUM ayJAUTOpaM JiJis TTOJTYyUYEeHUS] PeKOMEH 1a-
[[UI TI0 YCOBEPIIIEHCTBOBAHUIO CUCTEMbI KOHTPOJIS. M TOJIBKO B KPYMHBIX KOM-
MaHUSIX COTPYAHUKH PYKOBOJCTBYIOTCA MPOMUCAHHBIMM MPABUIAMU U MOPOLIE-
IypaMH, OIleHKa PUCKOB MPEICTABIISIET COOO0M 3aJ0KyMEHTHPOBAHHBIH MpoIIecc.

['maBHOM TpoOIEMOI OONBIIMHCTBA KOMITAHUM OCTAeTCs HEMPUMEHEHHUE
U HecoOJoIeHne pa3paboTaHHBIX MPOLEAYp KOHTpouss. Berpedarorcs cutya-
[[MHU, KOT/Ia 3TU MPOLeAYPhl XOTh U MPOIMKCAHbI, HO HET KOHTPOJISI HaJl UX BbI-
noJiHeHneM. BaXHO MOMHUTH, YTO MPOIMHMCAHHBIE MPOIEAYpPhl O€3 COOTBETCT-
BYIOIIETO KOHTPOJSI HaJ HUX COOJIFOJEHHWEM OCTalOTCA TOJIBKO MPOIEAypaMH,
MPONUCAHHBIMU Ha Oymare. B CBsI3u ¢ 3TUM HEOOXOJUMO HE TOJBKO pa3pado-
TaTh PErJIAMEHTBI, HO U ONPEACIHTH JIUIL, HECYIIUX OTBETCTBEHHOCTbH 3a BBbI-
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MOJIHEHHE U MOHUTOPHUHT 3()PPEKTUBHOCTH pabOThI CUCTEMBI. JlenerupoBanue
TaKUX [MOJTHOMOYHUH YacTO SBJISIETCS MOTUBALUEH JIJIsl COTPYAHUKOB.

CyniecTByIOT NpU3HAKH, KOTOPBIE MTO3BOJISIOT BBISIBUTh HEJOCTATOUYHOCTh
WIN OTCYTCTBHE BHYTPEHHEr0 KOHTPOJIA. K HUM OTHOCSTCS: OTCYTCTBHE JOJIXK-
HOCTHBIX MHCTPYKIHUN, KOPIOPATUBHBIX CTAHIAPTOB, paclpeiesieHus] o0s3aH-
HOCTEH U OTBETCTBEHHOCTHU, TPYIOBBIX JOTOBOPOB, JOTOBOPOB O KOHPUACHIIU-
aIbHOCTH; OTCYTCTBHE MOPSIIKA JOKYMEHTOOOOPOTa; OTCYTCTBHE YUETHOH IO-
JUTUKUA; OTCYTCTBHE KOHTPOJISI HaJl MCHOJb30BAaHUEM JICHEKHBIX CPEACTB; OT-
CyTCTBHUE OFOJIKETa I0XOJ0B U 3aTpaT; OTCYTCTBUE HAJOTOBOI'O MUIAHUPOBAHHS;
OTCYTCTBHE BHYTPEHHHX DPEBU3HI (IIPOBEPOK); OTCYTCTBHE OTBETCTBEHHOIO
JMLIA 3a KOHTPOJIb CHUCTEMBI; OTCYTCTBHE IPOLEIYP MO YCOBEPLIEHCTBOBAHUIO
CUCTEMBI.

[TocnencTBusi HENOCTATOYHOCTA CUCTEMBI BHYTPEHHEIO KOHTPOJS U €€
OTCYTCTBHE MOTYT IMPUBECTH K CaMbIM pa3HbIM pe3ylibTataMm. CaMbIMHU pacipo-
CTPAaHEHHBIMM SIBJIAIOTCS pacTpaTa JEHEXKHBIX CpPEJICTB MEHEIKMEHTOM Ha
JUYHBIC LIEJIM; PYYHOE yIpaBiICHUE KOMITAHHMEH; HAJIM4KMe HEJIMKBUJIHBIX 3alia-
COB Ha CKJaJie. 3HAYMMbIMU OTPHULATEIBHBIMU PE3YJIbTaTaAMU SIBJISIFOTCS HU3Kast
JUKBUIHOCTH (OTCYTCTBHE JICHEKHBIX CPEJCTB Ha MOrall€HUEe TEKyLIEH 3a10JI-
’KEHHOCTH); HEIJIATEKECIIOCOOHOCTh; HEKOPPEKTHAsI (pMHAHCOBAsi OTUYETHOCTD;
a Tak>Ke MOIIEHHUYECTBA; YOBITKH, 0aHKPOTCTBO U Aedont [3].

B cBsi3u ¢ 3TUM Henb3s peHeOperatb BHYTPEHHUMHU MPOLiecCaMu U KOH-
TPOJIEM.

AKTYaJIbHOCTh U BO3MOKHOCTbh Pa3BUTHs BHYTPEHHEro ayaurta B Poccuu
Ha COBPEMEHHOM JTamne OOYyCJIOBJIEHA, C OJHOW CTOPOHBI, PACCMOTPEHHEM
BHYTPEHHETO ayJUTa B KayeCTBE MOTEHUHUAIBHOIO MHCTPYMEHTA IMOBBIIICHUS
3G (HEKTUBHOCTU AESATENBHOCTH MPEANPUATHS, @ C APYrod CTOPOHBI — HOpMa-
TUBHBIMHU TPEOOBAHUSIMU POCCUUCKOTO 3aKOHOJIaTeNbCTRA [2, ¢.4].
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YUYET ONEPAIIMH IO PEAJIM3AIIMS TOBAPOB
BHE TEPPUTOPUU PD

B nanHoii cTtaThe paccMaTpuBaeTcs nmpodieMa OyXraaTepcKoro M HaJlorOBOTO yuyeTa
orepanuii Mo peaau3alid TOBApOB pe3ujieHTaMu BHe Tepputopur PD. 3aTtpoHyT BoImpoc
ydeTa ornepanuii KOCBEHHOTO PedKCIopTa, JaHa KpaTKask XapaKTepUCTHKA TaHHOTO PEKUMA.

[IpuBeneHsl TPEUMYIIECTB TAKOTO PEXHMa C TOYKH 3pEHHUS HAJIOr000JO0KEHHUS,
BaJIIOTHOTO perynupoBanus. OOpalaercs BHUMaHUE Ha JOKyMEHTapHoe odopmiieHue
C/IETIOK.

This article considers the problem of accounting and tax accounting of transactions of
sale of goods by residents outside the territory of the Russian Federation. The issue of
accounting operations indirect re-export, brief characteristic of this mode. The advantages of
such a regime from the point of view of taxation, currency regulation. Draws attention on
documentary transactions

Knrouegwle cnosa: peskcniopT; KOCBEHHBIH PEIKCIIOPT; BHEUTHETOPTOBBIN KOHTPAKT;
BAJIFOTHBIM KOHTPOJIb.

Key words: Re-export; indirect re-export; foreign trade contract; currency control.

B ycnoBusax cOBpeMEHHOM KU3HU JJI1 MHOTUMX POCCUMCKUX MPEANPUATUI
BHEIIIHEAKOHOMUYECKAs JEATEIbHOCTh — 3TO OUYEHb CYIIECTBEHHAsI YaCTh pado-
Thl. HenaBuee BcTymienne Poccuiickoit @enepanuu B BTO 1 ganpHeimas uH-
Terpanus pOCCUHUCKOM PKOHOMHKH B CUCTEMY MHUPOBOTO pbIHKA TPEOYIOT OT
HAllMX OpPraHU3alMi CKOpPENIIEN aJanTalyyd K HOBBIM YCJIOBHUSAM, ITOMCKY HO-
BBIX HECTAH/IAPTHBIX PEIICHUN.

Onpenenenre BHEIIHETOPTOBOM JESITEILHOCTH JaHO B DenepanbHOM 3a-
koHe oT 08.12.2003 Ne 164-®3 cr.2 n.3: «BHemHeTOProBass AEATEIbHOCTD -
JESATEIbHOCTh MO OCYILECTBIICHUIO CAEJIOK B 00JIACTH BHEIIHEW TOPTOBIIM TOBa-
pamu, yciyramu, UHGOpMaIUe U UHTEIUIEKTYyaJlbHONM COOCTBEHHOCTBIO». DTO
100 IKCTIOPT, IMOO UMIIOPT TOBAPOB, YCIYT, MH(POPMAIIUH.

B nHacTosimiedt ctathe X0TeNnoch Obl OCTAHOBUTHCS HA DKCIIOPTE TOBApPOB,
IpUYeM Takoil ero ¢opme, KOrjaa SKCIOPTUPYEMBIM TOBAp HE IMepeceKaeT rpa-
Huny P®, T.e. He BBO3UTCS Ha Tepputoputo PO u He BBIBO3UTCA C HEE. Takou
BUJI Teperayn (peanu3alii) TOBapoB B OOIIEM MOJNATAET MOJ ONpeaeIeHUue
«Peskcniopr». B onpenenennn 4eTko yKa3zaHo, 4YTO ¢ TEPPUTOPHH rOCyAapCTBa
BBIBO3ATCS TOBAPBI, paHEE BBE3EHHBIE C TEPPUTOPUU APYroro rocygapcrsa. B
MEXKTyHAPOJHON MPAKTUKE 3TO HA3BIBACTCS «HPSIMOM pedKCopT». MbI ke Oy-
JIEM pacCMaTpUBaTh CUTYallUIO, KOT/JAa TOBAP HE IMEPECEKAeT I'PaHULly CTPaHbI-
pPE3UICHTa, a4 HANPSAMYK OTIIPABIISIETCS B MECTO IPUEMKH TOBapa, Pacrojio-
KEHHOE TakK K€ Ha TEPPUTOPHU JPYroro rocyaapcrsa. [IpocTeIiM sI36IKOM TOBO-
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pSl PE3UJICHT MOKYMAeT 4TO-IM00 3a TPaHUIIeH, U IPOJAET 3TO TakK K€ 3a IPAHU-
1en. B MexayHapoaHON MPAKTHKE 3TO HA3BIBAETCS «KOCBEHHBIN PEIKCIIOPT.

B Hamem 3aKoHOZATENBCTBE ONPENEIEHNS TAKOTO PEKNMA, KAK «KOCBEH-
HBIA PEIKCIIOPT», HE CYIIECTBYET, XOTSI COBEPIICHHO OYEBHUIHBI €r0 MPEUMY-
IECTBA.

IIpexne Bcero, caMoe OUYEBUIHOE, TO CHUKEHHUE PACXOL0B HA TPAHCIIOP-
TUPOBKY TOBAapOB. JTO BEAET K COKPAILLCHHUIO U3JIEPKEK, U B KOHEUHOM UTOTE K
YMEHBIIEHNIO COOCTBEHHO IeHbI ToBapa. [Ipu 3ToM HaNIMUIIO0 OJTHO U3 OCHOBHBIX
KOHKYPEHTHBIX MPEUMYIIECTB KOMIaHUU-TIpoaasna. Kpome Toro, MoryT cyiie-
CTBEHHO COKPATUTHCSI CPOKH ITOCTABKH TOBapa.

Jlanmee ocTaHOBUMCS HAa MPEUMYILECTBE KOCBEHHOIO PEAKCIIOPTA B TOYKHU
3peHust Hajgorooonoxenus. B ¢r.146 HK cka3ano, 4T0 00BeKTOM HAJIOTr000J10-
xenusa no HJC sBnsercs peanusaiust ToBapoB (padoT, yCiIyr) Ha TEPPUTOPUU
Poccuiickoit @enepanuu. CrietoBaTenbHO, peain3alns TOBAPOB 3a MpeeIaMU
P® o6wekrom Hanoroobmoxxenns mo HJIC ne asmsgercs u HC ne obGnaraercs.
PykoBoactysice rimaBoit 21 HK P®, B nemax uncuncnenus HJIC mpusHaercs
«reppuropud PO». M0XHO CMeJIO caenaTh BBIBOJ O TOM, UYTO JIaK€ €CJIU MPO-
JaBell W TMOKYyIAaTeNb SBJSIOTCS OpPraHU3alus MU - pe3uneHtamu PO, nanHad
caenka 1o kyrmie-mpogaxe toBapa H/IC e obnaraercs, cuer-hakTypa npoaas-
IIOM HE BBICTABJISETCS, 3aMMUCU K KHUTE MPOJAX (MMOKYMNOK) HE JEHIAI0TCS.

YuursiBasg BCE BBILIECKA3aHHOE, MPOJABELl U IOKYNaTelb JOJDKHBI CO
BCEM TIIATEIIBHOCTBIO U OCMOTPHUTENIBHOCTBIO ITOJOMTH K JIOKYMEHTApPHOMY
opOopMJIEHHIO TakuxX cAenokK. M 1ockonbKy Bapuanuid MPOU3BOJUTENb-
POIABEI-ITOKYATEb-TIOTPEOUTENH MOKET ObITh MHOXKECTBO, IIPUBEIEM KOH-
KPETHBIM MTPUMEP: MPOAABEI] «X» 3aKI0YAET JOTOBOP KYIUIA-NPOJIAKU TOBapa
C MOKynaTeneM «Y», 3T0 00e pOCCHUICKHE OpraHu3alKu, 0Opa30BaHHbBIE U CY-
HIECTBYIOIIME B COOTBETCTBUMU C 3aKOHOAATENbCTBOM P®D. «X» mo gorosopy
00s13aH MTOCTaBUTh TOBAP IS «Y» B YKa3aHHBIN MyHKT, pacnonoxenubiii HE Ha
teppuropun PO. «X» 3akyraer ToBap y HHOCTPAHHOT'O MPOU3BOAUTENS «Z» Ha
ycnoBusx (k npumepy) DAP (INCOTERMC 2010).

3nech 0c000€ BHUMAHHUE CTOUT YAECIUTh KOHTPAKTy MpPOJiaBlia CO CBOMM
WHOCTPAHHBIM KOHTPAr€HTOM-IIPOU3BOJIUTEIIEM HMMEHHO B YacTH YyKa3aHUS
nyHkTa nocrtaBku (DAP), npomnucas, 4to caaya-nmpueMka ToBapa OyJeT mpouc-
XOAUTh HA TEPPUTOPHUHU TAKOTO-TO TOCYIAPCTBA, [0 TAKOMY-TO aApPECy, YKa3as,
10 - BO3MOXHOCTH, OTBETCTBEHHOE JIMLIO NPU IIPUEMKE ToBapa. Bes 3Ta ke uH-
dbopmartius 10KHA OBITh «3€pKalbHO» OTpa’keHa B COOCTBEHHO JI0TOBOpE KYII-
nu-npofaxu npoxasua u nokynarens (X u Y). Iloarsepxknenuem ¢akra mo-
CTaBKM ToBapa s X U Y OyJeM OTMETKAa B MEXAYHAPOAHOW TPAHCHIOPTHOMN
HaksagHo (CMR), u ipu 3TOM HUYTO HE MEIIAET MPOAABIlY U TOKYIATEI0 Ha
ocHoBaHM CMR 0OMEHSITCS TOMOTHUTEILHBIMUA JJOKYMEHTaMU, HAIIPUMED aK-

TOM CHAYU-NPUEMKU TOBapa, WM Ja)Xe TOBAPHBIMHM HAKJIAIHBIMU IO (popme
TOPT-12.
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Bce Tt 1okyMeHThl MOHAA00SITCS MPOAABIY-PE3UACHTY MIPHU OILIaTe TO-
Bapa npousBoauTento. [lockonpKy orata OyneT Npou3BOJIUTHCS B MHOCTPaH-
HOU BaJIIOTE, U, CIEAOBATEIBHO, MPOLEAYPHl BAIFOTHOTO KOHTPOJISI CO CTOPOHBI
Oanka He n30exaTh. L[eapi0 BAIFOTHOTO KOHTPOJIS SBISETCS oOecredeHnue co-
ONMtOIEHNsT BAJIIOTHOTO 3aKOHOJATENbCTBA MPU OCYIIECTBICHUH BaTIOTHBIX
ornepauu pe3useHToM. BamotHoe 3akoHOoAaTenbCTBO B Poccuiickonn denepa-
uun peryaupyercs OeaepanbabiM 3akoHOM OT 10.12.2003r. Ne 173-®3 «O Ba-
JIOTHOM PEryJIMpOBaHUM MU BAJIIOTHOM KOHTpoJie». B maHHOM 3akoHE MpsSMO
CKa3aHO, YTO JUIsl OCYIIECTBJIEHUS BaJIOTHBIX ONEpauuil pe3suieHTy Heo0Xoau-
MO OOPMHUTH B YNOJHOMOYEHHOM OaHKe nacnopm coenxu: «Ilacnopt caenku
UCIIOJIB3YETCSl OpraHaMu M areHTaMH BaJIOTHOTO KOHTPOJS ISl EJEeH OCyIlle-
CTBJIEHUS BaJIOTHOTO KOHTpOJis». Ha mepBbIi B3I, KakeTcs, 4yTo Oe3 mac-
nopTa CAEJKH Halll MPOJABEI] TOBapa «X» HE CMOXKET OIUIaTUTh CBOEMY IO-
CTaBIIUKY «Z» JEHbI'U 3a MOJy4YeHHBIN ToBap. OqHAKO, TOPAIOK 0hOPMIICHUS
(OTKpBITHS, 3aKPBITHS, IEPEOPOPMIIEHNS) MACTIOPTa CAEIKUA MPOIMUCAH B pa3/e-
ne II Hucrpykumm LlentpampHoro banka Poccuiickonn ®enepanuu 4 uioHA
2012r. N138-H. u tam ke B n.1.5.1.1. rimaBel 5 npornucano TpedboBaHUE O HEOO-
XOJIUMOCTH O(OpMIIEHUSI MacmopTa CACIKH K BHEINTHETOPTOBOMY KOHTPAKTY,
KOTOPOE€ PacIpOoCTPaHsAETCs TOJIbKO Ha «JOTOBOPHI, B TOM YHUCIIE€ ar€HTCKUE J0-
TOBOPBI, JIOTOBOPbI KOMHUCCHH, JOTOBOPBI MOPYYEHHS, MPETyCMaTPUBAIOIINE
IIPU OCYULIECTBICHUN BHEIIHETOPTOBOM JAEATEIBHOCTH BBIBO3 C TeppuTOopun PD
WIK BBO3 Ha Tepputoputo PO ToBapoB, 3a UCKIIOUYEHUEM BbIBO3a (BBO3a) IICH-
HBIX Oymar B IOKYMEHTAapHOH (opme (J1ajee - KOHTPAKT)».

COOTBETCTBEHHO IO BHEUTHETOPIOBOMY KOHTPAKTY, YKa3aHHOMY B IpH-
Mepe, acnopT ceaku opopMisaTh He TpedyeTcs. [lockonbKy nmacrnopra cAeNKu
HET, 3TO 03HAYaeT, YTO HET KOHTPOJS CPOKOB MCIIOJHEHUS KOHTPAKTa CO CTO-
POHBI OPTraHOB BAJIFOTHOTO KOHTPOJISI, TAK KAaK OINEpalfi JAHHOTO TUIIA HE MOJ-
NaJaloT MOJ JEUCTBUE 3aKOHA O BATIOTHOM PETYJIUPOBAHHUU. 3/1€Ch K€ XOUETCA
oOpaTuTh BHUMaHUE Ha cuTyauuu, korga [lokynarens «Y», B OTJIUYME OT BbI-
LIENIPUBEICHHOTO IIpUMepa, He sBIisieTcs pesuaeHTom POD. T.e. opransl BaitoT-
HOTO KOHTPOJISI HE 3aUKCUPYIOT HAPYIIEHUE 3aYUCICHUS BATIOTHOU BBIPYUYKU
B CJIy4ae HECBOEBPEMEHHOM OIIaThI IOCTABJIEHHOI'O TOBApa.

OnHako, OTCYTCTBUE PETJIaMEHTUPOBAHHOTO (CO cTOpoHbl opraHoB BK)
nakeTa JOKYMEHTOB, MOATBEPKIAIOIMIMNX (PaKT COBEPIICHUS CIEIKU, HE O3HaYa-
€T, YTO ISl OCYIIECTBJICHHUS BAIIOTHOTO IUIATEKa YIMOJTHOMOYCHHBIA OaHK HeE
3aMpOCUT HUKAKUX JOKYMEHTOB. {5l mpoBeneHus Tako omepaiuy B 0aHK He-
00x0aMMO OyJIeT MPeIOCTaBUTh BCE UMEIOIIMECS JTOKYMEHTHI, MOATBEPKat0-
mue (akT COBEpUIEHUS CIAEIKU (JOTOBOP MOCTaBKU (KOHTpakT) Kak ¢ Ilocras-
koM, Tak ¥ ¢ Ilokynarenem; uHBoMcC (crienuduKauu, TPUIOKEHUS K KOH-
Tpakty; CMR; npyrue n0KyMeHTbI, TOATBEPAKAat0IIKe (aKT TOCTABKU TOBApa)

B pamkax [aHHOW cTaThu, Tak K€ XOTEJIOCh Obl OTMETUTHh HEOOXOIH-
MOCTh YETKON OpraHu3aluu OyXTaJITepCKOro ydeTa TOBAapHO-MaTePHAIbHBIX
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LEHHOCTEW, MPeIHA3HAYEHHBIX ISl pealu3alii B PeKUME «KOCBEHHBIN PEIKC-
nopt». [loCckoNbKY peub HAET O mpoaaxe UMEHHO «ToBapa», TO pacCMOTpPUM
y4eT Ha cuere 41.

Jlnst obecriedeHusi OMEPATHBHOTO KOHTPOJS 3a JABUKEHHUEM TOBAapOB,
npeaHa3HAYCHHBIX I peanu3anun 0e3 BBo3a Ha Tepputoputo PD, 1enecooo-
Pa3HO OTKPHITH K c4eTy 41 HECKOIbKO CyOCUeTOB, Ha KOTOPHIX OyaeT obecrie-
YUBATHCSA CUHTETHYECKUH yueT. K mpumepy:

- «PesKCcropTHBIE TOBAPHI B Iy TH

- «PeskcriopTHBIE TOBAphl HA CKIIAZAX 3a TPAHULIC»

HemanoBaxxHoe 3HaueHUE JUIsl ydeTa TaKMX TOBAPOB MMEET MPABUIIBHOE
ompeJieJIeHne MOMEHTa Tepexo/ia MpaBa COOCTBEHHOCTHU, MOCKOJIBKY MPHU TMPH-
oOpeTeHnr TOBApOB 3a MHOCTPAHHYIO BAIIOTY POCCUNCKasl OpraHu3anus o0s3a-
Ha PYKOBOJACTBOBaThcsid HopMmaMu [lojoxkeHuss mo OyXTajJTepcKOMy YyueTy
"VyeT akTUBOB M 00s13aTE€IBCTB, CTOMMOCTh KOTOPBIX BbIpa)k€Ha B MHOCTpPAH-
Holt Baimote" (manee - [IBY 3/2006). B cuny . 4 IIBY 3/2006 ctoumocTh TOBa-
POB, BhIpaXK€HHAsi B MHOCTPAHHOMW BaJIIOTE, JJISI OTPaKEHUSI B OyXrajTepCcKoM
y4eTe U OyXraJaTepCKOW OTYETHOCTH KOMITAHUU TOJJICKUT MEepecUeTy B pyOoIIu.
[Ipuuem mo oOuIeMy MpaBuiIy MEPECUET OCYIIECTBISETCS MO OPUIHAIBHOMY
KypCy 2TOM HHOCTPAHHOW BaIIOTHI K pyOIt0, ycTaHaBiauBaeMoMy lleHTpais-
HbIM OaHkoM Poccuiickoit Deneparium.

Kak ckazano B . 6 I1BY 3/2006, nis nieneit OyxraaTepckoro ydera yka-
3aHHBIA TIepecueT B pyOJd MPOU3BOAUTCS MO KypCy, ACHCTBYIOLIEMY Ha JaTy
COBEPIIICHHUS ONEpallMd B MHOCTPAHHOU BaitoTe. J[pyrumu cioBamu, 1aTou Co-
BEPIIICHUS ONEpaldy B MHOCTPAHHOW BAJIOTE MPU MPUHATHUU HA YUET PEIKC-
MIOPTHBIX TOBAPOB SIBJISIETCSI MOMEHT BO3HHUKHOBEHHSI Y POCCUICKONW OpraHu3a-
[[MU MpaBa COOCTBEHHOCTH Ha TAKUE TOBAPHI.

B mexayHapoOHOW TOProBOM IpPAKTHUKE, KakK IPABUIIO, CTOPOHBI BO
BHEIITHETOPTOBOM KOHTPAKTE 00s53aTE€NIbHO MPOMUCHIBAIOT OA3UCHBIE YCIOBHS
noctaBku MTHKOTEPMC. Kpome Toro, 0a3ucHble yCJIOBHUS TOCTAaBKH yCTaHAB-
JUBAIOT MOMEHT Iepexoja PUCKOB CIy4ailHON THOen U MOBPEXKICHUS TOBa-
poB. Ho, Oa3ucHble YCIIOBHS HE OMPENENSIIOT COOCTBEHHO MOMEHT Iepexoja
nmpaBa cOOCTBEHHOCTH. [Ipu 3aKkiit0Oue€HUH BHEITHETOPTOBBIX KOHTPAKTOB UMEH-
HO POCCHMCKOM CTOPOHE CTOWUT HACTAMBATH O BKJIIOUECHUU B KOHTPAKT YCIIOBUH,
10 KOTOPBIM OTPEEIETCS MOMEHT Mepexo/ia paBa COOCTBEHHOCTH Ha TOBap.

Ecnu 3adukcrupoBaTh KOHKPETHOE yKa3aHUE MECTa U BPEMEHU Tepexo/ia
npaBa COOCTBEHHOCTH Ha TOBap K MOKYMATENI0 BO BHEITHETOPrOBOM KOHTpPAK-
T€, TO 3TO MO3BOJIUT B AaJIbHEHIIEM OyXraiaTepy CBOEBPEMEHHO MPUHSATH TOBa-
PBI K OyXTaJITEpCKOMY yUETy.

OO6paTuM BHUMaHHE Ha MPOLIECC MPUHSATHUS TOBAPOB K OyXTaJTepCKOMY
yuety. [Ipexnae Bcero, Ha MepBUYHBIC YUETHBIE JOKYMEHTHI, HA OCHOBAHUH KO-
TOPBIX OyXrajaTep OTPa3UT ONEpalMI0 B PETUCTPax OyXTaJITepCKOro yuera.
B oTHOmIeHMM WMIIOPTHOTO TOBapa, KOTOPBIM HUKOTJAa HE OyJeT BBE3CH Ha
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tepputoputo PD, 0 Kakux KOHKPETHO MEPBUYHBIX JOKYMEHTaX Mbl MOXKEM TO-
Boputh? C 1 stHBaps 2013 r. BCTynui B CUJTy HOBBIM 3aKOH O OyXTraJaTE€pPCKOM
yuete - 3akoH N 402-D3, KOoTOphIil OTMEHWI 00S3aHHOCTh MPUMEHEHUS Tep-
BUYHBIX YYETHBIX JTOKYMEHTOB U3 aibOOMa YHUGUIIUPOBAHHBIX (popM. DopMbl
MEPBUYHBIX YUYETHBIX JTOKYMEHTOB U PETHCTPOB OYXTaJITEPCKOro yuyeTa Tenephb
YTBEPKIAIOT CaMU PYKOBOJUTENIN SKOHOMUYECKUX CYOBEKTOB MO MpeJICTaBIIe-
HUIO JIOJDKHOCTHOTO JIMIIA, HA KOTOPOE BO3JIOXKEHO BEACHUE OyXTralaTepCcKoro
ydeTa. He ctout umHuM pas noauepKuBaTh BAXKHOCTh pa3pabOTKH OyXraiaTep-
CKOM CJTy>KO0M IrpaMOTHBIX U MOJIHBIX (DOPM MEPBUYHBIX YUETHBIX JOKYMEHTOB,
CBSI3aHHBIX C MPUOOPETEHUEM TOBAPOB Y MHOCTPAHHBIX MOCTABIIMKOB, MPEIHA-
3HAYEHHBIX I IPOJAXKU BHE Tepputopun PO.

Nrak, oOmias geMokpaTh3aiysi BHEIIHEIKOHOMUYECKOW MOJUTUKU B Ha-
HIEH CTpaHE OTKPBIBAECT KaXJAOW OpraHu3alyy U MPEANPUHUMATENO IIUPOKYIO
BO3MO>XHOCTh HaJI&XKUBAHUS MEXKIYHAPOIHBIX TOPTrOBBIX KOHTAKTOB CaMbIX
pa3zHooOpa3HbIX BUAOB. Ho BMecTe ¢ 3TUM, mepes] KaKIbIM POCCUHUCKUM TIpe/I-
MPUSATUEM, PEIIUBIIUM PACIPOCTPAHATH CBOM OW3HEC 3a MPEACNbl CTPaHbI,
BCTAET 3aja4ya IPaMOTHON OpraHu3aluu OyXTraJTepCKOro ydeTa Ha BBICOKOM
YPOBHE C YUETOM BCEX aKTyaJIbHBIX TPEOOBAHUI 3aKOHOAATEIHCTRA.

M. C. byanoBa
CIIOI' DY, nporpamma «byxrantepckuii y4eT, aHaJIu3 U ayIuT»
K.3.H., joueHT Jleneckuna B. B.

OCOBEHHOCTH KAJIBKYJIALIUA
B ITPEANNPUATUAX OBIIECTBEHHOI'O IMTAHUA

B pabore npencraBieHsl 0COOCHHOCTH KaJbKYJISIIIUM HA TMPEINPUATHSIX OOIIECTBEH-
Horo nmuTanug. OnucaHa MOCIeI0BaTEIbHOCTh ONpEeNieHUs] ce0ECTOMMOCTH TOTOBOW TPO-
OyKmuHa. PaccMOTpeHsl porpaMMbl aBTOMaTH3WPOBAaHHOTO ydeTta. OmpeneneHo 3HaueHHe
KaJbKYJISIUH TS IPEATPUSATHIA 0OIIIECTBEHHOTO MATAHMSL.

The report presented the features of the calculation in catering establishments.
Describes the sequence of determining the cost of finished products. Considered automated
accounting program. Defined value calculation for catering.

Knrouegvle cnoea: xanbKymsius, OOILECTBEHHOE MUTaHHE, OyXTaJTEepCKUH Yyder,
CHEIUATM3UPOBAHHBIE KOMIIBIOTEPHBIC TPOTPAMMBI.

Key words: calculation, catering, financial accounting, specialized computer
programs.

OnHolt M3 BaXHEHIIUX 3ajlad OOIIECTBEHHOTO NMUTaHUsA B obiactu ¢u-
HAHCOBOTO M YIIPABJICHUYECKOI'O ydeTa SIBJSETCS KaJIbKYJAIHUS CEOECTOMMOCTU
BBIITYyCKaeMOM MPOAYKIIUH.
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Ha npeanpustusx 0OOIIECTBEHHOTO MUTAHUSA C MOMOIIBIO KaJbKYJISIUN
dbopmupyetcsi cedecToMMOCTh ToTOBOTO Ontoga (u3nenus) [1, ¢.200], obecme-
YUBAETCSl 1IEHOOOPA30BaHUE M KOHTPOJIb JBHXKEHUS TOBapHO-MaTEPUATbHBIX
3amacoB MPEANPUSITHSI.

CocraBreHrne KaJlbKYyJIAIIMOHHBIX KapT MO3BOJSET MPUHUMATh aJIeKBaT-
HbI€ YNPABIICHYECKUE PEIICHUS U BBITIOJHATH OJHY U3 OCHOBHBIX 3a7ad — IO-
JTy4YeHUe TPUOBLIN, YUUTHIBAs Kak 3aTpaThl Ha MPOU3BOACTBO, TAaK U YPOBEHb
CIIpoca U IPeJIOKEHUS Ha PhIHKE.

B OyxrantepckoMm ydeTe KajdbKYJSIUs HPOJYKTOB MUTAHUS 3aHUMAET
BXXHOE MECTO, TOCYAapCTBO CTPOTO CJIEAUT 3a KAUeCTBOM MPOU3BOJUMON MPO-
TYKIAW: CO3AI0TCSA OCOObIE MOAPA3ACICHUS W OPTraHU3aIliH, BBITTOJHSIIONINE
HAJ30P ¥ KOHTPOJIb COOJIOICHHS] CAHUTAPHBIX TIPABUII HOPM, a TAaK)KE€ KOHTPOJIb
KayecTBa MPOU3BOJMMOMN MpoayKuuu. K Takum opraHu3anusM OTHOCSITCS ca-
HUTAPHO-3MUIEMUOJIOTUYECKHE CTAHI[MU, OTIEJ MO TOProBiie, KaueCTBY MpO-
JTYKIIMH, OTJIEN TI0 3allUTe IpaB nmoTpeoureneH [2, m.5].

Ha npeanpusitusix 001IECTBEHHOTO MUTAHUS PEATU3YIOTCS TOKYITHbIE TO-
Bapbl U MPOJIYKIMS COOCTBEHHOrO MPOU3BOACTBA. {151 cocTaBleHUs KaabKyJis-
[[MA UCIIOJb3YETCS] MEPBUYHBIN JOKYMEHT - KaJbKYJSIHMOHHAsT KapTouka ¢op-
MbI NeOII-1 miig kaxkmoro BUIa IpOAyKIMU, COCTABIEHUEM KOTOPOU 3aHUMAET-
csi Oyxrantep-kanbKyssitop. [Ipu cocTaBieHMH KaidbKyJISIIMOHHBIX KapT HC-
MOJIb3yeTCsl COOPHUK pelentyp OMroJ U KyJIuHApHBIX u3genuit [3] ans omnpene-
JICHUSI HOPM 3aKJIaJIKU ChIPhsl Ha Kax0€ OJt0/10, U PACCUUTHIBAETCS CTOUMOCTh
CBIPbs, HEOOXOIUMOTO JJIsl €70 MIPUTOTOBJICHUS.

[Ipu pa3zpaboTke ¢upMeHHOro (HOBOro) OnoAa med-moBapoM U TEXHO-
JIOTOM TIPEINPUATHS COCTABISETCS aKT MPOPaOOTKU OJF0/I ¢ YKa3aHUEM pacxo-
Jla ChIPbS, TEXHOJOTHUYECKUX MOTEPh U XapaKTEpUCTUKAMU KadecTBa Ontona. Ha
OCHOBaHHUU aKTa MPOPAOOTKU COCTABISAETCA TEXHUKO-TEXHOJIOTHYECKas KapTa U
IPOU3BOAMUTCS pacueT ce0eCTOMMOCTH OJo1a.

B xomMepueckux NpeAnpUsITUSX OOLIECTBEHHOIO MUTaHUS CTOMMOCTH
MPOJIAKU TOTOBOTO OJIr0/1a (M3JIENHsI) PETyIUPYETCs COOTHOIIEHUEM CIIpoca U
MPEUIOKEHUS, TO €CTh (DOPMUPYETCS €ro pelHOUYHas cTouMocTh [4, n.IV]. Ilpu
ATOM CyMMa HalleHKHU (KaK Ha MOKYIHbIE TOBAaphl, TaK U HA NPOTYKIIUIO COOCT-
BEHHOTO TMPOU3BOJICTBA) JOJKHA TMOKPBIBATH BCE PACcXOJbl Ha MpOJaXy (Ha
NpPUOOPETEHUE CHIPbSI U MPOAYKTOB, MPOU3BOACTBO, PEATH3ALNI0 U OpPraHU3a-
uto notpednenust Omon), HJAC (3a uckimtoueHueM mpeanpusThii, 0CBOOOXK-
JIEHHBIX OT yIUIaThl JAHHOTO Hayiora) [5, rim.21], a Takke obecrieurnBaTh peHTa-
O€JIbHYIO Pa0OTy MPEANPUSITHSI.

B npennpustusx o0IECTBEHHOTO MUTaHUS, UMEIOIIUX COIUAIbHYIO Ha-
MPaBJICHHOCTH (IIKOJIbI, CPEJHUE U BBICIIME Y4eOHbIC 3aBEIICHUS, OOJbHUIIBI,
JETCKUX CaJibl), CTOMMOCTh TOTOBOT'O OJIF0/Ia PACCUMUTHIBAETCS UCXO/S U3 CTOU-
MOCTHU CBHIPHEBOI'O0 Ha0Opa, YBEIIMUEHHON HA CYMMY HAlleHKU, MAaKCUMAJIbHBIN
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YPOBEHb KOTOPOW MOXKET KOHTPOJMPOBATHCS OpraHaMH UCIOJHUTEIbHOU BJa-
ctu cyobekToB PD [6].

JlaHHBIE O JOCTOBEPHOM W JIETAJBbHOM pacyeTe ce0eCTOMMOCTH MPOIyK-
IIUU TIO3BOJISIIOT OINPEETUTh SKOHOMUYECKYIO BBITOJIY JIJISl BBIITyCKa OO, T1O-
1ypabpukaToB U TOTOBBIX M3aeaui. g nmpeanpustuii 0OIIEeCTBEHHOTO MUTa-
HUA MOCIEN0BATEIBHOCTh TEXHOJIOTHYECKOrO MpOLEecca MPUTrOTOBIEHUS TOTO-
BbIX Oyrof (M3nenuil) U peain3als MOKYIHBIX TOBapOB OTpaykeHa B Oyxral-
TEPCKOM YUeT€ XO3SIUCTBEHHBIMU OIEpalUsIMU ¢ KOPPECTIOHICHITUENH CUETOB U
npeacraBieHa B Tabnuie 1 [7, c.122].

Tabnuua 1
OTtpaxkeHnne B 0yXrajTepcKkoM y4deTe X035IliCTBEHHbIX ONlepanui
npu (pOpMHPOBAHUM Ce0ECTOMMOCTH rOTOBOM NMPOAYKIMHU
B 00IIIECTBEHHOM NMUTAHUM

X0351CTBEHHBIE Olepalun Koppecnonaenius cueton
[IpunoOperenuie ToBapoB u cbipbst | 1 41-1 «ToBapsl Ha CKIaAax U B KIaJA0BBIX) -
JUTS] TIPOU3BOICTBA OJTHOT K 60 «PacyeTsl ¢ mocTaBIIMKaMH U TOAPSTIUUKAMID)
YyeT ToOBapOB U ChIPBA, J1 20 «OcHOBHOE TPOU3BOJCTBOY -
IEPEIaHHBIX B TPOU3BOJICTBO K 41-1 «ToBapsl Ha cknafax v B KJIaJ0BBIX»
[Tepenaua ToBapoB co cKiiaaa B J141-2 «ToBapbl B pOBHUYHON TOPTOBIIE) -
PO3HUYHYIO TOPrOBIIO K 41-1 «ToBapsl Ha ckl1aax v B KJIaJ0BBIX»

J1 40 «Bplmmyck npogyKum» -

[epenaya mpoIyKIHH IS K 20 «OcHOBHOE TPOU3BOACTBOY
peainsannu J1 43 «"oToBast IPOIYKIIUN -

K 40 «Bpltyck npoayKIum»
Cnucanue cebecTOnMOCTH 1 90-2 «CebecTouMOCTh NPOAAK» -
MPOYKIIMH COOCTBEHHOTO K 20 «OcHOBHOE MPOU3BOCTBOY
POU3BOJICTBA
Crnucanue ce6ecTOMMOCTH 1 90-2 «CebecToMMOCTh MPOAAK» -
IIOKYIIHBIX TOBapOB K 41-2 «ToBapsl B pO3HUYHOI TOPTOBJIE»

Kanpkymsiust 01107 Ipu peayii3aiiy MPOYKIIUU COOCTBEHHOTO TPOM3-
BOJICTBA MOXXET COCTaBIIATHCS C MCIIOH30BAHUEM KOMIBIOTEPHBIX MPOTPAMM.
Kommprorepabie mporpaMMbl (GOPMUPYIOT KATBKYJISIITAOHHBIC KapThl, HHQPOP-
Malds B KOTOPBIX COOTBETCTBYET YHH(PHUIIMPOBAHHOW (opMe NEepBUIHOTO
YY9ETHOTO IOKYMEHTA, 1 110 HEOOXOIMMOCTHA MOTYT OBITh BBIBEJICHBI HA TT€YATh.

B nacrosiiee Bpems Bce 0ouibliiee 3HaU€HUE TTPUOOPETAIOT IPOTPAMMBI C
BO3MOXKHOCTBIO cocTaBieHus Kanbkyisuun — StoreHouse, Tillypad, 61aromaps
KOTOPBIM MO>KHO HE TOJIbKO BBITPY’KaTh JIAHHBIE B OyXTalITEPCKUE MPOTPAMMBI
1C - «O0menuT» u «YIpaBJIeHHE PECTOPAHOM», HO U OIEPATUBHO pearupo-
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BaTh Ha JIO0BIC U3MEHEHHUS B KAIBKYJISIIMNA U BHOCUTh H3MEHEHHSI B CaMbIe KO-
pOTKHE CpokH [8].

[IporpaMMbl aBTOMAaTH3UPOBAHHOTO Yy4YeTa MPHU COCTABICHUU KaJbKYJIs-
1A TTO3BOJISIIOT TTPOM3BOJIUTH MEPECUET 1IEH Ha OMpPEACIICHHYIO JaTy, TaK ke
MOKHO yCTaHaBJIMBAaTh HOBBIN TPOIIEHT HAIlEHKH, YCTAHABIMBATh CTOMMOCTH
WHTPEINCHTOB WJIH PAaCCUUTHIBATH CEOCCTOMMOCTh aBTOMATHYCCKH, UCXOAS W3
CPEIHMX 3aKyIOYHBIX I[ICH TOBApPOB.

brnaromapst cucremamM aBTOMAaTH3allid MPU KaJTbKYyJIUPOBAHUH, HAMHOTO
ObICTpee U pe3yJbTaTUBHEE BBHIBOJSATCS JaHHBIC MHBEHTAPU3AINH, TOCKOJIBKY B
CIIMYUTENIbHYIO BEJOMOCTh BBOJSTCS peajbHbIE OCTATKH, BIIOTH JO HaNMEHbB-
IUX AUHUL U3MEPECHUS ChIPhS U MPOIYKIIMH, U CHCTEMa caMa PacKJIaabIBacT U
MPOCYHMTHIBAET KOJIUUECTBO MHTPEIUCHTOB, BXOIAIINX B OJIIOIO.

N3ydnB 0COOCHHOCTH KaJIbKYJISAIUN JUISl OyXTalITepCKOro y4deTa B 0OIIe-
CTBEHHOM ITUTaHHUH, MOYKHO CJICJIaTh CIIEAYIOINE BHIBOJIBI:

- COBpPEMEHHBIC aBTOMATH3UPOBAHHBIC CHUCTEMBI TTO3BOJISIOT CHU3UTH 3a-
TpaThl BpEMEHH Ha COCTABJICHUE KaJIbKYJISAIIMOHHBIX KapT M pacuera cebecTon-
MOCTH OJIFOJ, TEM CaMbIM TTO3BOJISISI YBEIMUUTD BPEMS JIJIsl aHAIN3a JIEATeITLHO-
CTH TPEANPUITHS — PE3yJbTaTOB MHBEHTAPHU3AINH, MPABWIBHOCTH CIIHICAHUHN
OJIFO 1, KOHTPOJISI peHTA0CTHFHOCTH OJIFOJT M BBIXO/a TOTOBBIX M3JICIIHH;

- C TIOMOIIBIO KAJIBKYISAIUKA OJIFO]T B OOIIIECTBEHHOM MUTAHUHM MOYHO OII-
pPeACISITh 1EJIECO00Pa3HOCTh JIaTbHEHINEr0 BBITYCKa TOW WM WHON IPOJIYK-
IIUH; ONITHMHU3UPOBATh aCCOPTUMEHT BBIITyCKAaeMBIX OJIIOJ M U3JICINI, a TaK XKe
YCTaHOBUTH ONTHUMATBHYIO IIEHY IS TPOIYKIIMA COOCTBEHHOTO ITPOU3BOACTBA
Y IS TIOKYITHBIX TOBApPOB;

- C HCTOJIb30BAHHUEM aBTOMATHU3MPOBAHHBIX CHUCTEM 3HAYUTEIBLHO CHH-
KAIOTCSI TPYJIOEMKOCTh KallbKyJUPOBAaHUSA OO U BEPOATHOCTH JOIMYCTUTH
TEXHUYECKYIO OITNOKY B MOACYETaX, M B TOXKE BPEMS MOSBISAETCS BO3MOKHOCTD
IIpOaHAIN3UPOBATh ce0ECTOMMOCTh U pe3yJIbTaT OT BHEAPEHHUS HOBOTO OIr0J1a
U MPEIIOKATHh HanOoJiee ONTUMAIBLHYIO HAIlEHKY Ha JaHHOE 000 (M3emue)
C IEJBbI0 TIOCTHKEHUS MaKCUMaJIbHON 3(PPEKTHBHOCTH MPOJaX W BBIPYYKH Ha
IPEANPUSTHH.
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C. A. BacuiibeB

CIIoI' DY, mporpamma «YUET, aHAIU3 U
ayJIHUT B OTPACIISIX SKOHOMHUKH

K.3.H., 1o1ieHT Yekanuna E. B.

B3AUMOCBA3b YIIPABJIEHYECKOI'O 1 ®PUHAHCOBOI'O YYETA

B3aumocymiecTBoBaHME NIBYyX BHJIOB yueTa — (DMHAHCOBOTO M YMPABIECHYECKOTO
MPUBJICKAET HMHTEPEC UCCIeNoBaTeNe yxke moirue Toasl. Ha coBpeMeHHOM JTare
OOJIBIIMHCTBO YUYEHBIX COIUIMCH BO MHEHHH, YTO JTO JBE Pa3HbIe CHCTEMBI ydyeTa, OJTHAKO,
HE CTOUT 3a0bIBaTh, UTO YIPABJICHUYCCKUN yYeT BO3HUK B paMKax (PMHAHCOBOTO, & 3HAYMT
CXOMHBIX XapaKTepUCTHK y HHUX OyJeT Bce JKe€ HE MEHbIIe, 4YeM pa3inuuii. B
NpEJCTaBICHHOW padoTe pacCMOTPEHBI TOYKHA COMPUKOCHOBEHHUS (PMHAHCOBOTO U
YIPABIICHYECKOTO yUeTa.

Coexistence of financial and management accounts has attracted the interest of
researchers for many years. At the present stage, most scientists agreed that these are two
different accounting systems, however, we cannot forget that management accounting has
arisen within the financial and thus there would still be similarities no less than the
differences. In the present paper we consider the points of contact of the financial and
management accounting.

Kniwueevle cnosa: ynpapieHUeCKHil y4eT, (UHAHCOBBIM ydYeT, pa3auyus,
B3aMMOCBS3b, BOSHUKHOBEHHE YUETa, CHCTEMA «TOYHO B CPOK»

Key words: management accounting, financial accounting, differences, similarities,
accounting’s evaluation, Just-in-time accounting

Ha cerogusiminnii J€eHb MHOTHE YUEHBIE UCCIEIYIOT Pa3Iuynsl yIIPaBJICH-
YecKoro U (PMHAHCOBOTO y4eTa, W JIMIIh HEeMHOTHE BUJIAT B HUX CXOJICTBO, €IH-
HOE Hay4alo.

B nmanHOW cTaThe, MBI NOINBITAEMCS BCE-TAKA HAWUTHU TOYKU COMPUKOCHO-
BEHUS IAHHBIX BUJIOB y4deTa, JIsl 3TOrO HaM MOHAJI00UTHCSI BEPHYTHCSI HA MHO-
IO BEKOB HA3aJ U MOHATh CYTh BOSHUKHOBEHUS yUeTa.
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B npeBHem oO1iectBe yueT ObUT MPUMUTHUBEH, XO3SIMCTBO OBLIO HEOOJb-
10€, BCE JISJIWIIN, KaK TPaBUIIo, IOPOBHY, 3a1aCOB HE BOZHUKAJIO, B PE3yJIbTaTe
Yero JIaHHbIE MOXKHO OBLIO JEp>KaTh B TOJIOBE. YUET BEJIM B HATypaJIbHOM BbI-
paxeHnH. 3aTem, Iocje ApOoOJeHUsS OOIecTBa Ha OOIIWHBI, CEMbHU, IO COIH-
aTbHOM MepapXuu, YUeT YCIOXKHAICA, Bo3pacTal 00beM MH(pOpMaIuu, Bce 3a-
NOMHUThH OJIHOMY YE€JIOBEKY IPOCTO ObLJIO HEBO3MOXKHO. Tak 3apoauiiach Io-
TPEOHOCTh B CYETOBOJIE (YUETUUKE) U (PUKCUPOBAHUM JIAHHBIX, T.€. PA3BUTUU
MMCbMEHHOCTH.

Jlanee, mo mepe pa3BUTHS OOIIECTBA, YUYET BCE YCIOXKHSIICS, C BOSHUKHO-
BEHHUEM JICHET UAET TEHACHIIUS Pa3BUTHSI CTOMMOCTHOrO ydyeta. OOMEH u mpo-
Jaka BBI3BAJIM HEOOXOJMMOCTh OIICHKU UMYIIecTBa. FIMEHHO BO BpeMeHa Top-
TOBJIM, Ha HaIll B3IV, 3apOXKJIaeTcsa B OyXraaTepcKOM ydeTe MOoACHCTEMaA
yhpaBJjeHuecKoro ydera. [Ipexae Bcero oHa BeIpakajlaCh B TOM, 4TOOBI Oosee
BBIT'OJIHO TIPOAATH CBOM TOBAp, T.€. HE TOJBKO MOKPHITH CBOM YOBITKU, HO U TIOJTY-
YUTh KOHOMUYECKYIO BBITOJy, BECTH HamOOJee ONTUMAILHBIN y4eT 3amacoB —
HUYEro HE JOJDKHO MpONajaTh B PE3yJbTaTe €CTECTBEHHON yObUIM (Iopua,
THUEHUE).

B coBpeMeHHOM ympaBieHUYE€CKOM W (PMHAHCOBOM y4YeTe MOXXHO HaOJIto-
JaTh CIEIYIOIINE CXO/ICTBA:

e 00a BuJa y4yeTa UrparoT KIIOYEBYIO pOJib B yIpaBlIeHUH — 00padathl-
BAIOT TMEPBUYHYI0 HH(POPMAIIMIO, TOJdy4yas pa3jIuyHbIe yIpaBIECHYECKO-
¢buHaHCcOBbIE AaHHbIE [1, c.44];

® BO3MOXXHOCTb MCIIOJIBb30BaHUS €IMHOIO IJIaHa cueToB [4, ¢.19];

® CXOJICTBO OOBEKTA yueTa, METOI0B M MPUHIIUIIOB yueTa (0O0bEKTOM BhI-
CTyHaeT UMYIIECTBO AKOHOMHYECKOTO CyOBEKTa; METO/bI: OIEHKA, KaJbKYJIs-
1S, CYETa U JIBOMHAS 3aUCh, MHBEHTApU3aIlUs U JJOKYMEHTAIUsI, OTYETHOCTB;
MPUHININBL: KOHPUIAECHIUAIBHOCTH, 00bEKTUBHOCTH, aBTOHOMHOCTH OpTraHu3a-
UM, IEPUOJUYHOCTH, ACHEKHOTO u3MepeHus) [4, c. 20];

® MOTYT pacCMaTpPUBAIOTCS OJHU U T€ K€ XO3SHUCTBEHHBIE OIEpaluu
(mTaHHBIE O BHJAX 3aTpaT — MaTepualbHble, OoIlaTa Tpynaa, amoptuzamus) [1,
c.44];

® 11, HAKOHEIl, ¥ B YIPaBJICHYECKOM M (DPUHAHCOBOM YYETE IMOJyYeHHAs
uH(pOpMaIUs UCHONIB3YETCS IJIsl MPUHATUS pelleHud ((pUHAHCOBAsI UCIONb3Y-
€TCsl MHBECTOpaMHU, yIpaBieHUYecKas nHPpopMalus MpeHa3HaueHa /il MEHEI-
xKepoB) [1, c.44].

Teneps paccMOTpUM MIpakTUYECKUW npumep. BospmeM, Hampumep, BO3-
HUKIIYIO B 1950-b1x Toax B Amonun koHnenimio Just-in-time (To4HO B CPOK).
OcHoBHas ujaest JaHHOW KOHUEMNIMUA COCTOMT B (POPMUPOBAHUU MPOU3BOICT-
BEHHOM LIETIOYKU TaKUM 00pa3oM, 4TOOBI MOCTYIUICHHE MaTEePUAIbHBIX pPecyp-
COB U BBIXOJ] TOTOBOM MPOJYKIIMHU OCYIIECTBIISUINCH B HY>KHBI MOMEHT BpeMe-
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HU. To ecTb MaTepuasnbl MOCTyNajad UMEHHO Iepe/l HayajaoM MPOU3BOJACTBA, a
MPOAYKIMUS BBIXOAWIA K MOMEHTY, KOTJa YK€ €€ OXKHMAaIu MoKymnarenu. [lan-
HBI METOJI IPE/INOJIaraerT:

® MUHUMH3AIUIO MAaTEPUAIBHBIX PECYPCOB, HE3aBEPIIEHHOTO MTPOU3BO/I-
CTBa, TOTOBOM MPOAYKIIUY;

e HEOOJIBIIOE KOJTUYECTBO MOCTABIINKOB;

® BBICOKOPA3BUTYI0 HMH(POPMAIMOHHYIO Cpeay, KOTopas MO3BOJIUT BO-
BpeMs OIOBEIIaTh O HEOOXOAMMOCTH B CHIPbE M peaHn3alliid MPOU3BEICHHOMN
IPOAYKIINY;

® BBIXOJI KAUECTBEHHOM MPOAYKIMH [2, ¢.354].

Ecnu xe mpu Takoil cucteme ynpaBlieHUs O0OpaTUThCS K (PMHAHCOBOMY
YYETY, TO MOKHO BBISIBUTH SIPKO BBIPAXKEHHYIO B3aUMOCBA3b. ECIIM CMOTPETH €
TOYKHU 3PEHHS] KOJMYECTBA MCIOJIb30BAHUSA OYXTaJITEPCKUX CUETOB, TO MOKHO
CKa3aTh YTO HEKOTOPHIE M3 HUX MOTYT BOOOIIE HE MPUMEHATHCS, a Y JAPYTrUX
MOTYT IPONACTh aHAIUTHYECKUK yueT. Hanmpumep, no cuery 10 «Matepuans»
u cuety 43 «l'oToBasg MpOAYKUHs» HaM HE MOHAJOOUTCS aHAWTUYECKas WH-
dbopmanus Mo MecTaM UX XpaHEeHUs, T.K. BRIOpaHHBIA METO/1 YIIPABJICHUS MPE/i-
II0JIAraeT COKPAIIECHHUE 3aMacoB, TO MOKXHO MPUATH K BBIBOAY, YTO CKJIAJbI MO
MaTepuaibl U MPOAYKIHUIO HaM He ToHano0sTca. COMHEHHE BBI3bIBAET U HC-
nosb3oBaHue cuera 44 «Pacxoasl Ha npoaaxy». Bo3MoxkHO, BCe€ BUABI TaKUX
pacxoJ1oB Mbl OyJieM OTHOCUTH Ha cueT 20 « OCHOBHOE MPOU3BOJICTBO». B cBsi3n
C TE€M, YTO UMEET MECTO BHICOKO HAJAKECHHBIN UK MPOU3BOACTBA, TO MOXKEM
peanoiiarath 0 HEYMECTHOCTH Opaka, a CIe0BaTeIbHO, U O HEMPUTOJIHOCTH
cuera 28 «bpak B mpou3BOACTBE». YMEHBIIACTCA AHAJIWUTHKA U MO cueTy 60
«PacyeTsl ¢ MOCTaBIIMKAMHU U TOJPSTYMKAMU», T.K. MBI OyJieM HUMETh eI
TOJIBKO C CAaMBbIMH HaJIe)KHBIMU, BCIIEJCTBUE YEro, MHOTHE HE OYIyT yXKe TOJI-
XOJIUTh MOJ] JaHHBIA KpUTEpU 0TOOpA.

N B ¢uHAHCOBOM M B yIpaBJIECHYECKOM y4eTe MPHU UCIOJIb30BAHUU JIaH-
HOM KOHIIETIIUUA COKPATUTCS €Ille OJUH OOIIUi JJisi 00enX CUCTEM ydeTa — ce-
O0€CTOMMOCTb TPOAYKIIMU. MBI MOXKEM TPEIOI0KUTh, YTO U BBIPYYKa BO3paC-
TET TAK)KE B JIBYX YUYETHBIX CUCTEMAX.

[TonBoAst UTOr BBIIECKA3aHHOMY, MBI MOMNBITATUCH PACKPBITH HE TOJIBKO
B3aHMOCBSI3b MEXIYy CUCTEMaMHM Y4Y€Ta, HO M II0OKa3aThb HUICK 3apOXKICHUS
yIPABJICHUYECKOTO y4yeTa B cucTeMe (PMHAHCOBOTO y4eTa, OCHOBBIBASICh Ha TOM,
YTO y4eT BO3HHK B MEPBYIO OUYEPEb C 1eNbI0 3 (HEKTUBHOIO yIPaBICHUS, T.€.
JUIsl TOTO, YTOOBI MCTOJIb30BaTh MMEIOIIUECS SKOHOMUYECKUE PECYypChl C HaM-
OoJbIIel BRITo10i. 11 OT TOro, Kak MOCTpOeHa Hallla CUCTEMa YIIPaBJICHUYECKOTO
ydeTa HalpsMyro OyJIeT 3aBUCETh OpraHu3alus (PUHAHCOBOTO y4eTa.

[To HalieMy MHEHHUIO, CUCTEMa ydeTa BBITJISIIUT CIECAYIOIUM 00pa3oM,
pUCYHOK 1.
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BJIMAHUE HOPMATHUBHO-ITPABOBOI'O PEI'YJIMPOBAHUSA
3EMEJIBHBIX OTHOIEHUM HA TIOPSIIOK YUYETA
3EMEJIBHBIX YYACTKOB

B crathe moka3zaHO BIIMSHHE HOPMATHBHO-TIPABOBOTO PETYJIMPOBAHUS 3E€MEIBHBIX
OTHOIIICHUH B CTpaHE Ha MOPSAIOK ydeTa 3eMeIbHBIX YIaCTKOB, KaK Ha YPOBHE IOCY/IapCTBa,
TaK U y XO3SUCTBYIOIIUX CYObEKTOB.

This article describes how to influence regulatory accounting treatment on land as on
the state level, and businesses. Analyzed the characteristic features of their account on the
basis of regulatory sources.

Knioueewvie cnoga: 3eMeNbHBI y4acTOK, 3€MENbHBIE OTHOLUEHUS, MOPSIOK YyYeTa,
3eMeJbHBIN KaaacTp, MPaBO COOCTBEHHOCTH, BEUTHBIC M MHBIC MTPaBa.

Key words: Land plot, land matters, accounting methods/procedures, land
registry/cadastral registry, property rights, proprietary rights, other rights.

3emuist SIBIAETCSI OCOOBIM PECypcoM, KOTOPBIN YeI0BEUYECKOEe COOOIECTBO
UCIIOJIB3YET JIUIS IPOKUBAHUS U BEACHUS XO3SHUCTBEHHOH JneaTebHOCTH. KoH-
cruryuusa P® [1,ct.9] onpenenuno 3eMiii0 Kak JOCTOSHUE HAPOJOB, MPOKHU-
BAIOIIUX Ha COOTBETCTBYIONIEH TeppuTOopuu. [10CKOJIBKY 3eMJIsl 3TO OCHOBHOM
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MPUPOJHBIA pecypc JJIsl ESITEILHOCTH W KU3HU JIFOJEH U OCHOBA CEJIbCKOTO
X034MCTBAa, UMEHHO MO3TOMY, HEOOXOJAUMO TOCYJAPCTBEHHOE PETyJIUPOBAHUE
3eMEJIbHBIX OTHOIIIEHUH B CTPAHE.

OCHOBHBIMM JOKYMEHTAMH, ONPEACISIONIUMUA HOPMBI TPa)kKJaHCKOIO
IpaBa U 3€MEJIbHO-MPABOBBIX HOPM 3€MEJIbHBIX OTHOIIIEHUN B CTPAHE, SABISIOT-
cs: I'paxaanckuil kojeke, 3eMenbHbIil kojaekc, @3 «O0 o0opoTe 3eMelb celb-
CKOXO3SIMCTBEHHOTO HA3HAYCHUS.

Kak 00BeKT 3eMelnbHBIX OTHOIICHWM B 3aKOHOJATEIbCTBE 3E€MJISL pac-
CMaTpPUBAETCS B HECKOJBKUX acHeKTaX: KaK MPHUPOJIHBIA OOBEKT, MPUPOTHBIN
pecypc, HEIBIKMMOE HUMYIIECTBO M OOBEKT IpaBa COOCTBEHHOCTH M HWHBIX
npaB [2,¢.59]. (Pucynok 1).

3emis
Kax npupon- Kax npupoansrit Kak Hensuxu- Kak o0bekt npaBa
HBIH OOBEKT pecype MO€ UMYILECTBO COOCTBEHHOCTH

Pucynox 1 3emist kKak 00BEKT 3eMEJIbHBIX OTHOIIEHUI

Crenyer OTMETUTh, UTO TOCYAAPCTBO, PETYIIUPYS 3€MEJIbHBIE OTHOILIECHUS
B CTPaHE, OCYIIECTBIISIET UX KOHTPOJIb HA OCHOBE TAKUX MHCTPYMEHTOB KaK:

-IlonoxeHne 0 roc3eMKOHTpoOIIE, YTBEpKIACHHBIM Iloctanosienuem [lpa-
BuTenbCTBA PO Ne689 o1 15.11.2006 1.;

-AZIMUHUCTpaTUBHBIN perinameHT DeliepalibHONU CITyKObl TOCYIapCTBEH-
HOM perucTpaiuu, kagactpa u kaprorpaduu;

-Koaexc P® 06 aaMUHUCTPATUBHBIX HAPYIICHUSX;

- @enepanbhblii 3akoH Ne294 ot 26 nekadbps 2008 roga «O 3amuTe npas
IOPUIMYECKUX JIUIl U UHAUBUAYAJIbHBIX MPEINPUHUMATEIEH MMPU OCYLIECTBIIE-
HUU FOCYIApPCTBEHHOTO KOHTPOJIS (HAA30pa) U MyHULIUTIAIBHOTO KOHTPOJIS.

[IpupOoTHBIM COCTOSIHUEM 3€MJIM SIBJISIETCSI CIUIOIIHOW MAacCUB TEPPUTO-
puu. A JUIs TOTO, YTOOBI IPUAATH €l XapakTep BElLU, IPOU3BOIUTCS 000co0IIe-
HUE 3€MEIBHOT0 y4acTKa OT COCETHUX 3€METIb.

B skoHOMHYECKOM 000pOTE CTpaHbl yUYaCTHE 3€MJIA TPOUCXOIUT UMEHHO
yepe3 BBIJCIICHHbBIE 3€MEJIbHBIE YUacTKU. 3eMeNbHbINA Kojieke PD [2, ¢T.6] naer
MOHATUE 3€MEJIBHOTO YYaCTKa, KaK YaCTH MOBEPXHOCTH 3€MJIM, TPAHULIBI KOTO-
POl ONMCaHbl U yAOCTOBEPEHBI B YCTAHOBJIEHHOM mnopsake. CienoBaTenbHO,
YCTAHOBJICHUE TPAHUIL 3TO HE TOJIBKO CPEACTBO MHAUBUIyaTU3alUNA 3€MEIbHO-
ro y4acTKa, HO U CIIOCO0 CO3/IaHMsl caMOT0 OOBEKTa MpaBa, yYaCTHUKA pa3iny-
HBIX TPAKJIAHCKO-TIPABOBBIX C/EJIOK, a B JaJdbHEHIIEM U 00BbEKTa yUeTa.
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CylecTBYIOT 3€MEJIbHBIE YYaCTKH, OTHECEHHBIE K 3€MJI€ OOIIEro MOIb30-
BaHUs. /[aHHBIE 3eMeIbHbIE YYACTKU HAXOJATCS B OOIIEM IMOJb30BAHUM Hace-
JICHUS TOCYJJapCTBA, OHU HE TOJIeKAT MPUBATU3AIMHN U SIBIISIIOTCS COOCTBEHHO-
CTBIO TOCYJIapCTBa WJIM MYHHUIIMNAILHBIX 00pa3oBaHuil. ['paxkjlane MOTYT CBO-
00THO HAa HUX HAXOJUTHCA U HCIOJIH30BaTh, UMEIOIIMECS Ha HUX MPUPOIHBIC
00BEKTHI U B MpeJienax, yCTAHOBICHHBIX 3aKOHOIaTETECTBOM.

J71s1 3eMenb CeNIbCKOX03IMCTBEHHOTO Ha3HAYEHHUS, @ ATO 3€MJIM 3a YePTOU
MOCEJICHUM, MPEAOCTABICHHBIC JISI 3TUX IIeJiel, YCTaHOBIIEH TaKKe OCOOBIN
paBoOBOM pexkuM B cOOTBETCTBUH ¢ D3 «O06 000poTEe 3eMeNb CENbCKOXO03UCT-
BEHHOTO Ha3HAYCHUS».

3eMeNbHbIE YYaCTKH, KaK U JPYTrue MPUPOJTHBIE PECYPCHI, COMIACHO T'pa-
KJAHCKOMY 3aKOHOJIaTEJIbCTBY, MOTYT HaXOJIUThCS: B YACTHOW, MYyHUIIMMAb-
HOM WM TocyJapcTBEHHOM coOcTBeHHOcTH [3]. Takke 3aKOHOATENHCTBOM
PEAYCMOTPEHBI CIIEIYIOIINE BEIIHbIE ITPaBa HA 3€MIIIO:

- IPaBO MOCTOSTHHOTO (0€CCPOYHOTO) MOIB30BaHUS HA 3€MIIIO;

-IPaBO MOXU3HEHHOTO HACJIEIYEMOTO BIIAJICHUS 36MEIbHBIM YYACTKOM;

- CEpBUTYT (YaCTHBIM U MyOJIHMYHBIN );

- MpaBo 0€3BO3ME3IHOI0 CPOUYHOTO MOJIB30BAHUS;

[Tox rocynapcTBEHHON COOCTBEHHOCTHIO MOHUMAIOTCSA 3€MJIM, HE HaXO-
JSIMecs] B COOCTBEHHOCTH (PUBMYECKUX U HOPUANYECKUX JIUI, TUO0 MYHHIIU-
najgbHbIX OOpa3zoBaHui. CorylacHO 3aKOHOJIATENIbCTBY CYIIECTBYET pa3TrpaHHu-
YeHUE TOCYAapCTBEHHOM COOCTBEHHOCTH Ha 3e€MIII0 CIEAYIOMIMM o0pa3oM: ¢e-
JepaibHyl0, COOCTBEHHOCTh CYOBEKTOB P® M MyHUIIMIATBHYIO, KOTOPOE J0
HACTOSIIIETO MOMEHTA HE PEAIU30BAHO MOJHOCTHIO.

[Tog MyHULIUTTATIBHONW COOCTBEHHOCTHIO TTOHUMAIOTCS 3€MJIM, TIPUHAJIC-
XKalyue TOPOJCKUM, CeITbCKUM, a TaKXKe JPYTrUM MYHUIUIIAIBHBIM 00pa30BaHU-
AM Ha mpaBe coOcTBeHHOCTH. [IpaBo COOCTBEHHOCTH BO3HUKAET y HUX C MO-
MEHTAa rOCyJapCTBEHHOUN pEerucTpaIinu.

ITon yacTHOM COOCTBEHHOCTHIO MOHUMAETCS 36MEIbHBINA YU4aCTOK, TPHUOO-
pPETEHHBIN (U3NYECKUMH U IOPUIAYECKUMU JUI[AMHU, COTJIACHO 3aKOHOJATENb-
ctBy. COOCTBEHHUK BIIpaBe BIAJETh, MOJB30BATHCSI M PACHOPSIKATHCS CBOUM
uMyIiecTBOM. Takke 3aKOHOAATENbHO YCTAHOBJIEHO OTpaHUYEHHE B HEKOTO-
PBIX CIIy4asix MPaBOMOYUN COOCTBEHHHKA IO PACHOPSIKEHHIO ydacTKoM. Tak,
WHOCTPaHHbIE TpaxaaHe, Julla 0e3 Ipak1aHCTBA U MHOCTPaHHbIE IOPUINYECKUE
JUIa HE MOTYT 00JIalaTh 3eMEIbHBIMU YYaCTKaMH Ha TMpaBe COOCTBEHHOCTH,
KOTOPBIE HAXOJSITCS HAa MPUTPAHUYHBIX TEPPUTOPUSX, U MPUOOPETATH 3E€MEIIb-
HBIE YYACTKU CEJIbCKOXO3SIMCTBEHHOTO Ha3HAYEHUSI.

[Ipekparenue npaBa COOCTBEHHOCTH MOKET OBITh MPEKPAIIEHO TP OT-
Yy>KJICHUU COOCTBEHHHMKOM CBOETO y4acTKa JAPYTHMM JIMIaM, & TaKXe€ B CUITY
NPUHYIUTEIBHOTO U3bITHS.

[IpaBoBO€ perynmpoBaHH€ 3€MEIbHBIX OTHOIICHUN B CTPaHE OKAa3bIBAET
HETMOCPECTBEHHOE BIUSHHUE HAa YUYET 3€MEJIbHBIX YYaCTKOB, KaK Ha YPOBHE IO-
CyZIapCTBa, TaK M Ha YPOBHE XO3SUCTBYIOMIUX CyOBEKTOB.
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Bce omepanuu 1o Mmokynke Wik MpoJake 3eMeIbHBIX YYacTKOB JIFOOOTO
TUIIa, BO3MOXHO, MPOBOJIUTh TOJIBKO MOCJIE€ TOCYJAapCTBEHHOTO KaJlaCTPOBOIO
ydyeta. C 3eMEeNbHBIMU YYaCTKaMH MOTYT OBITh OCYIIECTBIICHBI CIIEYIOIIHE
CHEIKHA YYACTHHUKAMH 3€MEJbHBIX OTHOILICHHI:

- KYIUISL - TPOJIaXka 3€MEJIbHBIX YYaCTKOB;

- TOpTH (ayKIIMOHBI) 36MEIIbHOTO YYacTKa;

- MEHA U JJAPEHHE 3€MEIIBHOTO yYaCTKa;

- apeH/ia 3eMeJIbHOTO y4acTKa;

- HacJ€JOBAaHUE 3€MEJIBHOTO YUaCTKa;

- 3aJ10T (UMOTEKA) 3eMEIBLHOIO YYacTKa.

VYyer 3eMeNnbHBIX Y4YacTKOB 3TO OCHOBHAs COCTAaBHAsl YacTh I'OCYJApCT-
BEHHOT'O 3€MEJIbHOTO KajacTpa. Bece oneparuu no 3eMesbHbIM y4acTKaM OTpa-
KAIOTCSI B 3€MEJIbHOM KaJacTpe, TAKUM 00pa3oM, OCYILIECTBISAETCS yU4eT U KOH-
TPOJIb KOJMYECTBA M KAyecTBa CHEJIOK MO KAaTETOPUSIM 3E€MENb 3EMEIBHOIO
donpga PO.

ITon KamacTpoBOM JEATEIBHOCTHIO MOHUMAETCA BBINIOJHEHUE JIALIOM
yIPaBOMOYEHHBIM B OTHOIIEHUU HEJABUKUMOTO UMYIIECTBA B COOTBETCTBUHU C
TpeOOBaHUSIMU, yCTaHOBICHHBIMU DeiepalibHbIM 3aKOHOM, padoT, B pe3yJibTa-
T€ KOTOPBIX 00€CIEeUnBAETCS MOATOTOBKA JOKYMEHTOB, KOTOPBIE COAEPIKAT BCE
HEO0OXOIUMbIE JJIsI OCYIIECTBICHHS KaJaCTPOBOTO yU€Ta CBEJICHHS O TAKOM He-
JIBUKMMOM uMyIecTse [4,c.167].

CoOBEpILIEHCTBOBAHUE YYETA 3€MEIBHBIX YYaCTKOB, B TOM UYHCIIE, KaJacT-
POBOT0, CIIOCOOCTBYET YBEJIIMUYECHUIO COLIMAIIBHOTO U MHBECTUIIMOHHOTO TOTEH-
1uana rocygapcTBa. I(ppeKTUBHOCTH 000pOTa 3€MeJIb 3aBUCUT OT JOCTOBEPHO-
CTU M CBOEBPEMEHHOCTH KaaacTpoBo umHpopmaruu. M 310 uMeeT 0OJibIlIoe
3HAYEHUE JJIsl YCIEUIHOTO Pa3BUTHSI POCCUICKOTO 3€MEIBHOTO PhIHKA.

Pe3ynbratoM KagacTpOBBIX padOT CIIY>KUT MEXKEBOU IJIaH, KOTOPBIA SB-
JSI€TCSI OCHOBAHHMEM [ MOCTAHOBKHM 3EMEJNbHBIX YYAaCTKOB Ha KaJIaCTPOBBIM
Y4ET U perucTpaiuu npas Ha Hux [4,c.168].

Peructpanuus npas Ha 3emutto perynupyercs cr.13 @3 «O rocynapcTBen-
HOM perucTpalnuu mpaB Ha HEJIBUKUMOE UMYIIIECTBO U CAEIOK ¢ HUM». Kak pe-
3yJIbTAT, SIBJISIETCS 3aMKUCh B ENMHBIN rOCY1apCTBEHHBIN peecTp MpaB, KOTOPHI
npeaHa3HadyeH i (UKCAllM BOBHUKHOBEHUS WIIM MEPEeXO0jia MpaB Ha 3€Mellb-
HbII y4yacTokK. [lepen 3TuM Bce JOKYMEHTBI, IPEACTaBICHHbIE HA PETUCTPALUIO,
MPOXOJAT MPABOBYIO SKCIEPTHU3Y, U caMa CHEJKA MPOBEPSIETCA Ha 3aKOHHOCTh
coBepuieHus. [locne npoBepkr M BHECEHMS 3amucu B EQuHBIN rocygapcTBEH-
HBII PEECTP MPaB BbIJIAETCS CBUIETEIBCTBO O TOCYJAPCTBEHHON PETUCTPALINY.

JI7s ocyliecTBICHUS CAECIOK C 3€MEJIbHBIMU YYacTKaMH, a Takxke Ipu
B3UMaHUHU 3€MEJIbHOT0 Hajora HEOOXOJAMMO ONpeesIeHHEe WX CTOUMOCTH.
PriHOYHASI CTOMMOCTD 3€MEJIBHOTO y4acTKa ONMPEAesieTCsS B COOTBETCTBUU C
®3 «O0 oneHOUHOU JesTeabHOCTHY. IIpoBeneHne OlEHKU SBIIsIETCS 00s3a-
TEJIbHOW, €CIIU B CHEJKE yYaCTBYIOT 3€MEJIbHBIE YUYACTKH, MPHHAJJICKAIIUE
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MOJTHOCTHIO WJIM YaCTUYHO T'OCYJAapCTBY, MyHULHMNAIbHBIM OOpa30BaHUSIM U
cyobekTtam PO.

JIist XO3UCTBYIOIIMX CYOBEKTOB, OCYILECTBIAIONIMX Y4Y€T OIMepaiuil ¢
3eMEeJIbHBIMM YYaCTKAMH, PACCMOTPEHHBIE BBIIIEC TPAXKIAHCKUE U 3E€MEJIbHO-
IPaBOBbIE HOPMbI 3aKOHOAATENbCTBA, KOHKPETUZUPYIOTCS B (peepalIbHbIX, OT-
pacieBbIX CTaHIAPTaX M METOAMYECKUX YKa3aHMSX IO OyXTralTepCKOMY YYETy
u HasoroBom koznekce. ¥V X034MCTBYIOINIMX CYOBEKTOB YUET 3€MENbHBIX YyUacT-
koB BegetTcs coriacHo [IBY 6/01 «Ydetr oCHOBHBIX CPENICTBY», TaK KaK y4acTKU
BKJIFOYEHBI B COCTaB OCHOBHBIX CPEJICTB. A OCHOBHBIE CPEICTBA NPUHUMAIOTCS
K OyXTaJITepCKOMY YUYETy IO MEePBOHAYAIBLHON CTOMMOCTH, OINPEAEICHHE KOTO-
PO 3aBUCHUT OT croco0a MOCTYIUIEHUS] OCHOBHOT'O CPEJICTBA B OPraHU3aIIMIO.
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YYET 3ATPAT IIPU YIIPABJEHHUU ITPOEKTAMMU

JlaHHasi cTaThsl MOCBSIICHA MpOoOJIeMe ydeTa 3aTpaT B MPOCKTHOM MEHEKMEHTE.
[IpencraBneH TOHSATUHHBIA amnmapaT oOOMIErO0 MEHEMKMEHTa, CHAENaH aKIEeHT Ha
XapaKTePUCTUKE MPOSKTHOTO MEHEPKMEHTA. B 3aKiTtoueHnn pacCMOTPEHBI BAPUAHTHI yUeTa
3aTpaT NpU yHpaBlIeHUU TPOESKTAMHU, UCTIONIBb3Y S 03aKa3HbII METOJ] yUeTa.

This article is devoted to the problem of the costs’ accounting in a project
management. The conceptual device of management is set forth in the first part of the
article, further an accent was done on the description of project management. In the
conclusion the variants of costs’ accounting in project management are examined, using
Custom method of accounting.

Knrouegwle cnosa: npoeKTHBIN MEHEDKMEHT, 3aTpaThl, yUeT.

Key words: project management, costs, accounting.

ITosiBIeHMEe MeEHEKMEHTa, KaKk 00O0COOJIEHHOTO BHIA IESITEIBLHOCTH,
00yCIIOBJIGHO pa3/eicHueM TpyJa, Pa3BUTHEM KOOIEpalluH, YBEIUYCHUEM
MaciTaboB MPOU3BOJICTBA.
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MeHenxMeHT— 3TO 00J1acTh 3HAHUN U MPO(PECCUOHATIBHON ESITENbHO-
CTH, HaMpaBJIEHHbIE Ha (POPMUPOBAHUE U JOCTHKEHUE 11€JIEN OpraHu3alnu, my-
TE€M PAlMOHAIBHOTO UCIIOJIb30BAHUSA UMEIOIIUXCS pecypcoB [4, ¢.43].

HUcxons w3 ompeneneHus, 0OObEKTOM MEHEI)KMEHTa MOXKET BBICTYNAaTh
aro0asi moJCHCcTeMa OpraHu3anuu (T.€. YTO-TO, HA YTO OKAa3bIBAETCS KaKOE-TO
BO3eiicTBHEe). Hampumep, 00bEKTOM MOXKET OBITh:

- ¢byHkmoHanbHas oomacts (PO) — nmepcoHas, CObIT, CHaOKEHHE, TTPOU3-
BOJICTBO U JIp.;

- BUJl 00bEKTa (Oonepanusi, HpOeKT, CUCTEMA);

- YpOBeHb Huepapxuu (pabodee MeCTO, y4acTOK, II€X, MPOU3BOJICTBO,
IpEANPUSITHE).

CyOBeKT — 3TO MEHEIKEpP, PYKOBOIUTEIh PA3IUYHOTO YpPOBHSI, 3aHU-
MarIIMe MOCTOSHHYIO JOJDKHOCTh M HAJIEJIEHHBIE OTBETCTBEHHOCTBHIO M IOJI-
HOMOYHMSAMH B 00JIACTH MPUHATUS PEIICHUN B ONpEIeTeHHBIX chepax AesiTelb-
HOCTH OpraHU3alni.

C Touku 3peHUs 00bEKTa, MEHEIKMEHT MOoApa3JeseTcss Ha OOluid U
(yHKIIMOHAJIbHBIH.

OO0umii MEHEKMEHT (TreHepaIbHbIN) MOJIpa3yMEBAET yIpaBJICHUE Jesi-
TEJTbHOCThIO OPraHU3AIMU B LIEJIOM WU €€ OTJAEIbHBIMH CaMOCTOSITEIbHBIMU
XO34MCTBEHHBIMU €IUHUIIAMU.

OYHKIMOHATBHBIN (CTIEIMAIbHBIA) MEHEKMEHT — 3TO yIPaBJICHUE OCO-
ObIMU c(hpepaMu 1eITeIbHOCTH OpraHru3alliy WIN OTJEIbHBIMU 3BEHBSIMU.

CnenuanbHbIX BUIOB MEHEHKMEHTA C KaXIbIM T'OJIOM CTAHOBHUTCSI BCE
OoJIbllle, TePEeUNCIUM HEKOTOPhIE U3 HUX: HOPMATUBHBIN, TPOU3BOICTBEHHBIN,
CTpaTEruYeCKuil, MPOEKTHBIM, (PUHAHCOBBIN, MEXTyHAPOHBIM, WHHOBAIIMOH-
HBI U MHOTHUE JIPyTHE.

OctanoBuMcst 60s1ee MoIPOOHO HA TPOSKTHOM MEHEKMEHTE.

HecmoTtps Ha TO, uTO mOHATHS «IIpOEKTHBIN MEHEIKMEHT»/« Y IpaBlieHre
npoekTaMu» (C aHrl. project management), HEOXKMIAHHO BOPBAJIUCH B TMOHS-
TUWHBIN annapar poccuilckoro OusHeca B Havase 90-x rogoB XX-ro Beka, OHU
CMOIJIM TUIOTHO YKPEeNUThCA B Poccuu 3a MpoIieaime rojsl.

[TpoeKTHBI MEHEKMEHT B IIUPOKOM IMOHMMAHUU - 3TO 00JIACTh MEHEXK-
MEHTA, OXBaThIBaroasi T¢ c(hephl MPOU3BOJACTBEHHON NIEATEILHOCTU, B KOTOPHIX
CO3JaHUE MPOAYKTa WIH YCIYTH Pean3yeTcs KaK YHUKAIbHBIA KOMIUIEKC B3au-
MOCBSI3aHHBIX I[€JICHATIPABICHHBIX MEPOTIPUATHI TIPU ONPEIEIICHHBIX TPeOOBAHM-
X K CpOKaM, OI0JKETY U XapaKTepUCTUKAM 0XKHJIAEMOT0 pe3yJIbTara.

B Gosiee y3koM cMbICIIE 1OJ] MPOEKTHHIM MEHEKMEHTOM MOHUMAIOT Me-
TOJOJIOTHIO OpPraHU3alliyd U MPOIECC B3aUMOJICHCTBUS PECYpCOB (MaTepuaib-
HBIX, YEJIOBEUYECKUX), UCIOJB3YIOMUXCI B TEUCHHE BCErO >KU3HEHHOTO ITUKJIA
(mpoekTHOro nuKia) At 3G (PEKTUBHOTO TOCTUKEHUS LIEJEH MTPOEKTA.

[IpoekT — 3TO CI0XHOE, MHOTOCYOBEKTHOE JICMCTBHE, HANPABICHHOE Ha
CO3/IaHH€ YHUKAJIBHOIO MPOAYKTAa M OCYIIECTBIIEMOE B COOTBETCTBUHU C ILIA-
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HOM, KOTOPBIH, BBUIYy €TO CII0)KHOCTH, COCTaBIISIETCSI C TTIOMOIIBIO OIpPEIeIeH-
HBIX METOJIOB, M YYHUTHIBAET UMEIOINECS OTpaHnydeHus (OIOIKET, BpeMEHHBIC
paMKn).

M.B. PomanoBa, aBTOp y4eOHOT0 MOCOOHS MO yHPABICHUIO MPOCKTaMU
CUHUTAET, YTO KAXKIBI MPOEKT MMEET HEYTO TaKOoe, UYTO MO3BOJISIET €ro BbIJe-
JUTH U3 BCETO MHOT0OOpa3usl ABJICHHUM - CBOM MPU3HAKU U XaPaKTEPUCTHUKU |3,
c.7]. Uadpopmainsi 0 TOM, YTO OTHOCUTCS K OCHOBHBIM M JOMOJHUTEIHHBIM
npuU3HaKaM, IpeicTaBieHa B Tabdmuie 1.

B nacrosiiee Bpemsi CylIiecTBYIOT 00JacTU IEATEIbHOCTH, TAE pean3a-
ITMsI IPOSKTOB — OCHOBHOM BHJ OpraHu3aiuu padoT. Hampumep, crpoutenpHas
UHIYCTpHUs, 00OPOHHAs MPOMBIIIUICHHOCTh, aTOMHAsl SHEPTreTHKa, HedTernepe-
paboTKa, XyJ0KeCTBEHHO-TEXHUYECKOEe MTPOCKTUPOBAHUE, PEKIamMa U APyTHE.

Tabnuua 1
Knaccudgukanus npu3HaKoB NPoOeKTa
OcCHOBHBIE TIPU3HAKH TIPOSKTA JloTmoTHUTEIbHBIC MPU3HAKH ITPOCKTA
- OTPaHUYCHHOCTH BO BPEMEHH - HAJIMYME 1IEJHN
- YHHKaJIbHOCTh CO3IaBaEMOTO - OrPaHUYEHHOCTH B pecypcax

NpoaAyKTa (YHUKAIBbHOCTH LIEIHN)

- KOMIINICKCHOCTD, CJIOKHOCTD IIPOCKTA

- cnenruUecKas OpraHu3aius MpoeKTa

Kommanuu, B KOTOpBIX OCHOBHBIE ITPOIECCHI IPOU3BOACTBA TIIIAHUPYIOTCS
U OCYIIECTBIISIFOTCSA HA MPOEKTHOM OCHOBE, HA3bIBAIOTCS MPOEKTHO-OPUEHTUPO-
BaHHBIMU OpTaHU3ALUSIMU.

[Ipu peanuzanuu J1r0OOr0 MPOEKTa BCErJa BCTAE€T BOMPOC yUueTa 3aTpar u
KIbKYJISIUA (PAaKTUUECKOU ce0ecTOMMOCTH. B oTeuecTBEHHON auTepaType 1o
YIIPABJICHYECKOMY Y4YETy BBIACISAIOT CIEAYIOINIME METOJbl ydeTa 3arpart(4,
c.16], [6, c.87]:

® [103aKa3HBIM;

IIOITPOLIECCHBIN;
MIOTIEPECIIbHBIN;
HOPMATHUBHBIM;
CTaHIapT-KOCT;
JTUPEKT-KOCTHHT;
ABC.

Ha Ham B3risia, B Ka4ecTBE METO/IA y4€eTa 3aTPaT FOTOBAIIETOCS MPOCKTA
11eJeco00pa3Ho BHIOMpPATh I03aKa3HbIM MeToA. Beap Kakaplid MPOEKT — 3TO
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YHUKaJIBHBIN «MPOAYKT» WM UHBIMU CJIOBAMHM 3aKa3 CO CBOMMH WHJIUBUYab-
HBIMU TPEOOBAHUSIMU U XaPAKTEPUCTUKAMU, MPEIBABISIEMBIMU 3aKa3UUKOM.

CyIIHOCTh M03aKa3HOI'O0 METO/Ia 3aKJII0YAETCS B TOM, YTO OOBEKTOM yue-
Ta W KAJIbKYJSIUU SBISETCS OTIACIBHBIN 3aka3, (hakTudyeckas ce0ecTOMMOCTh
KOTOPOTO OMNPEAEIISIETCS MTOCJIE €r0 BBINOJHEHHS KaKk CymMMa BceX 3aTpat (Ips-
MBIX U KOCBEHHBIX, B J10JIE, OTHOCUMOM Ha JJAHHBIN 3aKa3) CO JIHA OTKPBITUS 3a-
Kaza.

OOBIYHO KaJbKYJISIUS 3aTpaT MPU M03aKa3HOM METOJIE OCYIIECTBIISIETCS
0 CIEAYIOUIEMY alIrOpuT™Yy [6, ¢.91]:

1. OmnpenensieTcss 0OBEKT KaIbKyJIUPOBAHUS.

2. OmnpegensieTcs cymMma MpsIMBIX 3aTpaT Ha 3aKa3.

3. BoiOupaetcss ©06a3a  pacmpenelieHuWs ~ KOCBEHHBIX  3aTpar IS
pacrpeziesieHHs] KOCBEHHBIX 3aTpaT Ha 3aKas.

4. PaccuutsiBaetrcs koddduumeHt pacnpenenenuss OIIP na 3aka3 nmns
KaXJ10M 0a3bl pacrpeesieHus 3aTpar.

5. PaccuuThiBaeTcsi cyMMa KOCBEHHBIX 3aTpaT, MPUXOAIIUXCS Ha 3aKa3.

6. PaccumThIBalOTCSI COBOKYITHBIE 3aTpaThl HA BHIMIOJIHEHUE 3aKa3a MyTeM
CYMMHPOBAHUS BCEX MPSIMBIX U KOCBEHHBIX 3aTparT.

B 3akmtouenun, eme pa3 cpopMyIupyeM OCHOBHBIE MBICIH JTaHHOW CTa-
TbU. BO-TIepBBIX, MPOEKTHBIN MEHEIHKMEHT SIBJIIETCS OJJHUM W3 BHUJOB CIICIU-
aIbHOTO MEHEKMEHTa. BO-BTOPBIX, KaXKIbIil MPOEKT UMEET CBOM MPU3HAKU U
XapakTEepUCTUKU, TpeOyeT BbIOOpa MeToja yuera 3arpar. Ha Ham B3risn,
MPEANOYTUTEIFHBIM METOJOM y4deTa 3aTpaT SBISETCS M03aKa3HbIA METOJ, Cy-
IIECTBYET OINpPEJEICHHBIA aTOPUTM KaJbKYJISIUUA 3aTpaT COTJIACHO JTAHHOMY
MeTtony. Takke OTMETUM, 4YTO C KaXJblM TOJIOM UYHCIO MPOEKTHO-
OpPUEHTUPOBAHHBIX OPraHU3AlUN PACTET, KPOME TOTO, BCE MPOEKTHI MO-CBOEMY
YHUKaJIbHBI, TO3TOMY YYETYy 3aTpaT B TaKUX OPraHU3AIUAX CIEAYET YIENATh
0co00e BHUMAaHHE.
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OCOBEHHOCTH YYETA 3ATPAT
HA JEPEBOOBPABATBIBAIOIIEM ITPEAIIPUATUN

Hacrosimas cratest mocBsieHa OyXralTepckoMy y4eTy 3aTpaT Ha JIepeBooOpadaThi-
BAIOIIEM TPEANPUATHU. B cTaThe MpUBEACHBI OTIMYUTEIIBHBIC XapaKTCPUCTHKU OTpacien
JIECHOW TMPOMBIIIJICHHOCTH, KJIacCH(HUKALUS 3aTpaT B JAepeBOOOpadaTHIBAIONICH OTpaciy,
JaHbI PEKOMEH/IAIIUH 110 UCIIOJIb30BAHUIO BO3BPATHBIX OTXO/IOB.

This article is devoted to cost accounting at the woodworking enterprise. In article
distinctive characteristics of sectors of the wood industry are given, classification of
expenses are provided in woodworking sector, recommendations about use of returnable
waste are made.

Knroueswle cnosa: 3aTpathl, JIeCHas POMBIIIIICHHOCTh, CHIPhE, BO3BPATHBIC OTXO/IbI

Key words: costs, wood industry, raw material, returnable waste

Hama ctpana Gorara secHpiMH pecypcamu. Jleca 3aHUMAIOT MPUOITU3U-
TenabHO 45% e€ Tepputopuu. [loaToMy HE yIUBUTENHHO, YTO JIECHAS MPOMBIIII-
JIEHHOCTB SIBJISIETCS CTaperien otpacisio B Poccun.

JlecHasi MPOMBIIIJIEHHOCTh COCTOUT M3 CIEAYIOUIUX B3aMMOCBS3aHHBIX
oTpacliei:

- JIECO3aroTOBUTEJILHOMU;

- JlepeBooOpabaThIBAOIIE — MeXaHW4Yeckas M YaCTUYHO XHUMHKO-
MeXaHuueckass 00paboTka u nepepadoTKa JIPEeBECUHBI (MPOU3BOACTBO MUIOMa-
TEepUaJIoB, ONOP JMHUM 3J1ekTponiepenay (JIDII), mebenu, paneps! u T.1.);

- JIECOXMMMYECKOW — XUMHUEcKasi iepepadoTKa APEeBECUHBI (ITPOU3BO/I-
CTBO 3THJIOBOTO CIIUPTA, KaHU(OJIU, CKUIUAAPA, JPEBECHOTO YTl U T.1.);

- LEJUTIOJI03HO-OyMaXXHOM — MPEMMYIIECTBEHHO XHMMMYECKas Iepepa-
00TKa JIpeBeCHHBI (TPOU3BOCTBO IEJUIIOJIO3bI, OyMaru, KapToHa U T.J.).

[TpeanpusiTus nepeBooOpadaTHIBAOINICH TPOMBIITUICHHOCTH MOKHO KJ1ac-
CU(UIMPOBATH 110 UCTOYHHUKY CBHIPHS CISTYIOITUM 00pa3oM:

- TIPEANpPUSITHS TT0 IEPBUIHON 00pabOTKE APEBECUHBI, OCHOBHBIM CHIPh-
€M Ha KOTOPBIX SIBIITFOTCS JieCOMaTepualbl (MMPOU3BOJCTBO MUIOMATEPUATIOB,
danepsi, onop JIDII);

- TpeAnpUsITUS MO BTOPUYHOU 00pabOTKE APEBECHHBI, T/I€ B KaueCTBE
OCHOBHOT'O CBIPbSl UCIOIB3YETCS MPOAYKIIUS MPEANPUITHI MO MEPBUYHON 00-
paboTKe JPEeBECHHBI (JIOMOCTPOUTEIHCTBO, MPOU3BOACTBO MeOeIH, IepeBsH-
HBIX CYJIOB U T.[I.)

JIyist omipeiesieHnsl TOCTaTeWHOTO TTepeYHs MPOM3BOJACTBEHHBIX 3aTpaT Ha
JIEepeBO0OOPAOATHIBAIONIEM MPEANPUITHN  HEOOXOJUMO PYKOBOJCTBOBATHCS
«MeTonYecKUMHU PEKOMEHIaUSIMU (MHCTPYKIIMEH) 1O MIIaHUPOBAHUIO, YUETY
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U KaJbKYJMPOBaHUIO C€0ECTOMMOCTH MPOIYKIHMH JIECONPOMBIIUIEHHOTO KOM-
IJIEKCa», yTBEPKACHHbIMU MuHnpomuaykou PO 26.12.2002 r.

B cootBerctBumu ¢ llonoxennem no Oyxrainrepckomy yueTy «Pacxombl
opraunuzarun» (I1IBY 10/99) 3aTpatsl, 0O6pasyroiiue ce6ecTOUMOCTb MPOAYKITUU
(paboT, yciayr) BKIIOYAIOT B C€0s CIEAYIONINE dJIEMEHTHI [2]:

1) marepuanbHbIC 3aTPaTHI;

2) 3arpaThl Ha OIJIATY TPYyJa

3) OTYMCIIEHUS Ha COLMATbHBIE HYX/IbI;

4) amopTu3zanus;

5) mnpouwue 3aTpaThl.

K wMarepuansHbIM 3aTpaTam J1epeBOOOpPa0ATHIBAIOIIETO MPEITPHUSITHS
OTHOCATCSL:

- 3aTparbl Ha NPUOOPETEHHE HCXOIHOTO ChIPhA (JecoMaTepuasoB, MU-
JIOMaTepralioB);

- 3aTparbl Ha MPUOOPETEHHE MATEPUATIOB, MCIOIb3YEMBIX B IPOLIECCE
MPOU3BOJICTBA MPOAYKIUKM (AHTUCENTUKU) WA B APYTUX IPOU3BOJICTBEHHBIX
Hensax (Hampumep, JJisi TPOBEJCHUSI AKCIEPTU3bl KauecTBa TOTOBOM MPOIYK-
I[MH), @ TAKKE MATEPUATIOB U 3aMACHBIX YacTel, HEOOXOUMBIX JIJIT PEMOHTA U
IKCIUTyaTaluu 000pyI0BaHMsl, 3JaHUMN, COOPYKEHHI;

- CTOMMOCTh PAabOT W YyCIyr MPOW3BOJACTBEHHOTO XapakTepa, BBIMOJ-
HSIEMBIX CTOPOHHUMU OpTraHU3alUsIMU;

- CTOMMOCTh TPAaHCHOPTHBIX YCIYT CTOPOHHUX OpraHu3aluil mo mnepe-
BO3KE CBIPbS, MaT€pUaJioB, TOTOBOW MPOIAYKIMH BHYTPU MOpeaAnpusitus (co
CKJaJa B L€X, U3 1IeXa Ha CKJIad U T.1.);

- 3arparbl Ha NMpUOOpETEeHHE BCEX BHUAOB TOIUIMBA, PAacXOJye€MOIro Ha
TEXHOJIOTUYECKHE HYXKJIbl, OTOIJICHUE MOMEIIECHH, COOCTBEHHBIN TPaHCIIOPT,
UCIIOJIb3YEMbIil B IPOU3BOJACTBEHHBIX LEIAX;

- 3aTpaTrhl Ha MPUOOPETEHUE DIIEKTPOIHEPTUH, UCTIOIB3YEeMON NSl TeX-
HOJIOTMYECKUX U XO3SIICTBEHHBIX IIEJICH.

K npounm pacxoaam aepeBooOpadaThIBAIOMIETO IPEANPUATHS OTHOCATCS:

— HaJoru (MMyILIECTBEHHbIN, 36MEIbHBIN );

— OTYHUCIICHUS BO BHEOIOJKETHBIA (DOH]T HAYYHO-UCCIIEIOBATENBCKUX U
ONBITHO-KOHCTPYKTOPCKHUX PadoT;

— aMOpTHU3aIUs HeMaTepUaIbHbBIX AaKTUBOB;

— IUIATEXKU 3a 3arpsi3HEHUE OKPYKAIOIIEH CPEbI;

— OIUIaTa yCIyT Mo cepTU(hUKAIMU TOTOBON MPOAYKIUU;

— JIM3UHTOBBIE TIJIATEXH;

— apeHaHas 1iata (B ClIydae apeHIbl OTACNIbHBIX MPOU3BOJACTBEHHBIX
boHI0B);

— KOMAaHJIMPOBOYHBIE PACXO/IbI;

— 3aTpaThl HA CTOPOKEBYIO U MOKAPHYIO OXPaHY;
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— 3aTpaThl Ha MEPENOJArOTOBKY KaJIpOB;

— OIUIaTa yCIyT CBS3U U Jp.

PaccMoTpuM 0COOEHHOCTH OYXTrajaTEpCKOrO yueTa MPOU3BOIACTBEHHBIX
3aTpatr Ha MPEANPUITHH 0 IEPBUYHON 00pabOTKE JPEBECUHBI.

OCHOBHBIM CBIPbEM Ha TAKOM MPEANPHUATHN SIBISIFOTCSA XIBICTBI («XJIBICTY —
CTBOJI CIIUJIEHHOTO JiepeBa 0e3 BeTBeN ).

[IpuoOpeTeHre Chipbsl y MOCTABIIMKA (JIECO3arOTOBUTEILHON OpraHu3a-
I[MH) OTpakaeTcs Ha cueTax OyXTraJTepCKOro ydyera CIeayIollel 3amuchio: jie-
oet cuera 10 «Martepuanb»y kpeaut cuera 60 «PacdeTsl ¢ mocTaBIIUKaMHU U
NOAPSIAYMKAMIY - HA CYMMY CTOUMOCTH ITPUOOPETEHHBIX JiecoMaTepuaioB (0e3
yueta H/IC).

Cnucanue necoMaTepraioB B MMPOU3BOJCTBO OTpakaeTcsl Ha cueTax OyxX-
raJITepCKOro yuera ciaeAyromum odpazom: neder cuera 20 « OCHOBHOE MPOU3-
BOJCTBO» Kpeaut cuera 10 «Marepuaibny.

[Ipu cnucanuu MaTepualioB, TOIUIMBA, UCTIOJb3yEMBIX B MPOLIECCE MTPOU3-
BOJICTBA MPOAYKIIMU WIM B JAPYTUX MPOU3BOJCTBEHHBIX (MU XO3SHCTBEHHBIX )
LEJsAX, a TAKKE MaTEpUaIOB U 3alaCHBIX YacTed, HEOOXOIUMBIX JIJIsl AKCIUTya-
Tallid U peMOHTa OCHOBHBIX CpeJicTB, cueT 20 «OCHOBHOE MPOU3BOACTBOY (HUIIH
23 «BcmomorarenbHbIe TTPOU3BOJCTBA», 25 «OO0IIEPON3BOACTBEHHBIE PACXO0-
Iel», 26 «OO0IIEeX03HCTBEHHBIE PACX0/Ib») TaK)Ke KOPPECTIOHIUPYET 10 Acoe-
Ty ¢ KpeautoM cuera 10 «Martepuansi».

Bce pacxonpl, CBsI3aHHBIE C IOJYYEHUEM YCIYT CTOPOHHUX OpTaHHU3alid
(TpaHCTIOPTUPOBKA MATEPUAIOB U MTPOIYKIIMHM MEXKTY MOAPA3ICICHUSIMU MPEATPH-
ATUSA, CepTU(DUKALINS IPOTYKIIUHU, APEH/IA, TU3UHT OCHOBHBIX CPEJICTB, CTOPOKEBAs
U MOXapHasi OXpaHa, KOMMYHAJIbHBIE YCIYTH, YCIYTH CBSI3U U JIp.), CIIUCHIBAIOTCS
co cuera 60 «Pacuersl ¢ mocTaBUIMKAMU U HOAPSATUUKaAMI» Wi 76 «PacueTsl ¢
pa3HBIMU JIeOUTOpaMH U KpeauTopaMm» B aedet cueta 20 (23, 25, 26).

[Ipy HauMcClIeHUH aMOPTH3AIlMU OCHOBHBIX cpencTB cueT 20 (23, 25, 26)
KOPPECTIOHIUPYET 1o 1edeTy ¢ kpeautoM cuera 02 « AMOpTH3alusi OCHOBHBIX
CPEICTBY.

[Ipy HauncieHWH aMOpTU3AlMU HEMaTepHUAbHBIX aKTUBOB cueT 20 (235,
26) xoppecnoHaupyeT 1no nedetry ¢ kpeauroM cuetra 05 « AMopTuzanus HeMa-
TepuaibHbIX aKTUBOB» Ui 04 «HematepuaibHbie aKTUBBI.

Pacxonapl Ha omnaty TpyJa U coluaibHOe oOecrieueHne pabOTHUKOB OC-
HOBHOI'0, BCIIOMOTaTeJIbHOTO MPOU3BOACTBA, YIPABIEHYECKOrO MEPCOHANIA OT-
paxaroTcs 1o nedery cuetoB 20, 25, 23, 26 B koppecnoHAeHIIH co cueTamu 70
«PacueTsl ¢ mepcoHanoM 1o oriate Tpyaa» u 69 «PacdeTsl o conuambHOMY
CTpPaxOBaHUIO U 00ECTIEYEHUI0» COOTBETCTBEHHO.

Jlnst co3maHust pe3epBa Ha MPEJCTOAIIYI0 OIUIaTy OTIYCKOB paOOTHHKOB
(BKJIIOUAs TIJIaTEXXH Ha COIMAIbHOE CTpaxoBaHHME W oOecmeueHue), cuera 20,
23, 25, 26 KOppecnoHIUPYIOT MO Ae0eTy ¢ KpeautoM cuera 96 ««Pe3epBsl
IPEACTOSIIUX PACXOIOBY.
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CnucaHue KOMaHJIMPOBOYHBIX PACXOJIOB IO aBAaHCOBBIM OTYETaM CO-
TPYJAHUKOB OpPraHU3alMU OTpaxaercs Mo aedery cuera 26 B KOPPECHOHACHIIUN
co cueTtoM 71 «PacdeThI ¢ TOOOTUETHBIMHA JINIAMI).

CyMMBI pacxo/ioB, HaKOIUIEHHbIE Ha cyeTe 23 «BcrmoMorarenbHble Npo-
W3BOJICTBAa» MOTYT OBITh criucaHbl B JedeT cueta 20 «OCHOBHOE MPOM3BOJICT-
BO» TPHU OTHYCKE MPOAyKUUH (padboT, yCIIyr) OCHOBHOMY MPOU3BOJICTBY, B Jie-
oet cuera 90 «IIpomaxku» Mpu BBINOJIHEHUH Pa0OT, YCIAYT JUIsi CTOPOHHUX Op-
raHu3ari.

CyMMBI OOLIETTPOU3BOACTBEHHBIX PACXO/IOB M OOIIEXO3SIMCTBEHHBIX pac-
XO0JIOB MOJIHOCTHIO CIHCBHIBAIOTCSI B KOHIIE OTYETHOIO MeECsilla Ha CeOEeCTOu-
MOCTB IPOYKIIMA OCHOBHOTO ITPOM3BOICTBA, T.€. B AebeT cueta 20.

Janee daxtruyeckas ce0eCTOMMOCTh TOTOBOM MPOAYKIIMH, CIAHHOW Ha
ckJiaj, crucbiBaercs co cuera 20 B aeder cuera 43 «l'oToBas MpoOAyKIUsI», a
P peayin3aliyi TOTOBOM MPOIYKIIMU MOKYMATENI0 OTPaXKaeTcs C KpeauTa cue-
Ta 43 B ne6et cueta 90 «IIpogaxu» cyocuer 2 «CedbecTOMMOCTD MPOAAXK».

Takxe B KOHIIE KaXJJOTO Mecsilia Ha ce0eCTOMMOCTh MTPOIaK CITUCHIBAIOT-
Cs1 KOMMEpPUYECKHUE Pacxoabl MPeAnpusiTUs (Pacxobl, CBI3aHHBIE C peanu3alnuen
TOTOBOM MPOAYKIHMH), HaKoruieHHbIe Ha 44 cuere «Pacxonabl Ha mpojaxy». K
KOMMEPYECKHM Pacxo/iaM MPOU3BOJICTBEHHOW OpraHU3allid OTHOCATCSI Pacxo-
Ibl Ha YIIAKOBKY M TPAHCIOPTUPOBKY TOTOBOM MPOIYKIIUU A0 KEIE3HOAOPOXK-
HOM CTaHIIMM OTIIpaBIEHUS, TPUCTaHU (MO0 0 CKiIaaa MOKYIAaTeNs), TAKKE K
KOMMEPYECKHM pPacxo/iaM MOKHO OTHECTH Pacxojibl Ha OIJIaTy TPyAa U COLU-
aJbHbIE OTYUCIIEHUS PaOOTHUKOB, HEMOCPEJACTBEHHO CBA3AHHBIX CO COBITOM TO-
TOBOW IIPOAYKLIMH.

Oco00e BHMMaHuE HEOOXOAUMO YACIHUTh YYETYy OTXOJO0B, T.K. KOJIMYECT-
BO OTXOJIOB B JIEpeBOOOPAOATHIBAIONIEH MTPOMBIIIIEHHOCTH MOET MPEBBIIATH
40% ot o01rero o6bEMa ChIphSI.

Otxo0ap1, 00pa3yroIuecs B pe3yjbTare AepeBO0OpadOTKH: TOpOBLIH, HE-
KOHJUIIMOHHBIE OOpE3KH MUIOMATEpUaoB, IIemna, OMWIKH, — SBISIIOTCA CO-
rnacHo 1. 6 c1. 254 HK P® Bo3BpatHbiMu oTXxozamu [1]. [ToqoOHbIE OTXObI
MOXHO JINOO pean30BaTh Ha CTOPOHY, JIMOO CHOBA MepeaaTh B MPOU3BOICTBO.

OnpuxoaoBaHUE BO3BPATHBIX OTXOJOB Ha CKJIaj IS UX JalbHEHIIEH
peanu3anuy NPOUCXOUT MO UX PHIHOYHOW CTOMMOCTH M OTPa)KaeTcs Ha CUETax
OyXTalTepCcKOro ydera cieayronmMm obpazoM: nedet cuera 10 «Matepuanb»
cybcuer «Bo3BpatHbie oTx0ab» KpeauT cueta 20 «OCHOBHOE MPOU3BOJICTBOY.
[Ipu 5TOM cymMMa MaTepHUalibHBIX PAcXOJ0B, TPU3HABAEMBIX B LIEJISX HAJIOT000-
JI0KE€HUS TPUOBLITN, YMEHBIIAETCSI HA CTOMMOCTh 00pa30BaBIIMXCSl BO3BPATHBIX
0TX0JI0B. Jlanee mpu peanu3aiiuu BO3BPATHBIX OTXOJ0B UX CTOMMOCTh CO CUETa
10 cniucwiBaercs B aedet cueta 91 cydcuer 2 «IIpoune pacxoas».

OnHako parmoHaidbHee OyJIeT HE pealiM30BbIBaTh OTXOJIbl HA CTOPOHY, a
CHOBA Mepe/iaTh UX B MPOU3BOJCTBO JUIsl BBITYCKA HOBBIX BHJIOB TOTOBOM MPO-
nykuuu (JCII, TonnuBabIx nemieToB). [Ipu 3ToM cebecToMMOCTh OCHOBHOTO
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BUJla TOTOBOM mNpoayKiuu (nujgomarepuanos, omop JIOII) ymeHbmuTcs Ha
CTOMMOCTb OTXOJIOB, T.K. 3Ta CTOUMOCTh OyJE€T YUUTBIBATHCS B CE0ECTOMMOCTH
HOBOT'O BUJA IIPOAYKIIUU.

HoBble BHIBI TOTOBOW MPOAYKIMHU (M3 OTXOJOB) MOKHO HE TOJIBKO pea-
JU30BBIBaTh Ha CTOPOHY, HO U MCIOJb30BaTh B COOCTBEHHBIX MPOU3BOJICTBEH-
HBIX (XO3MCTBEHHBIX) LeNsAX. Tak, HanpuMep, B KOTEIbHBIX B KAUECTBE TOILIH-
Ba BMECTO Ma3yTa MOXXHO HCIOJIb30BAaTh TOIUIMBHBIE NEJIETHI COOCTBEHHOIO
npou3BoAcTBa. Takum 00pa3oM, Mbl COKpATHUM PacxXo/bl Ha TOILTUBO U YMEHBIIUM
BPEIHOE BO3JECUCTBHE HA OKPYXKAIOLLYIO CPEAy, T.K. TOIUIMBHBIE IEJUIETHI — 3TO
HKOJIOTMYECKH YUCTOE OMOTOIUIMBO.
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OCOBEHHOCTH HPOBEJEHUSA UHBEHTAPU3ALIUU
MATEPHAJIOB BO ®PAHIIUU

B craTthe paccMaTpuBaroTCsi 0COOCHHOCTH MPOBEICHUS HHBEHTAPHU3AIMH MaTEepPHUajIoB
B0 @paHrnmu. AHaAIM3UPYETCS OICHKA CTOMMOCTH MaTepHaIbHO-TIPOU3BOJICTBEHHOTO
3araca, KOTOPBIM COCTOMT W3 KOMOWHAIIMM TOBAapOB, CHIPhS M MAaTCPUAJIOB, PACXOIHBIX
MaTepUaIOB, MPOMEKYTOUYHOW MPOIYKI[UH, TOTOBOM MPOMYKIIMH, OCTATOYHBIX MPOJTYKTOB.
JlaeTcst XapaKTepUCTHKA BUI0B MHBECHTAPU3AIUH.

The article considers the peculiarities of inventory materials in France. Analyzes the
valuation of material and production stock, which consists of a combination of goods, raw
materials, consumable materials, intermediate products and finished products, residual
products. Describes the types of inventory.

Knrouegwle cnosa: iHBEHTapU3aI¥sl, MAaTCPUAITBI, IEPMAHCHTHBIN

Key words: inventory, materials, permanent

Bo Bcem mupe Hayku KJIacCU(PUIUPYIOTCS MO MPEAMETY WU MO0 METOIY
WK 10 1iend. B OyxrantepckoM ydeTe uMeeTcst CBOM mpeaAMET — 3TO (haKThI XO-
35MCTBEHHOM >KU3HU, CBOW METOJ — CO3/1aHUE U CBOM LIEIU — 3TO TapaHTHUS CO-
XPaHHOCTU LIEHHOCTEW M OOHapy>KeHUE PE3yJIbTAaTOB XO35UCTBEHHOU J1€ATEINb-
HOCTH.
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B (uHaHCOBO-X034WCTBEHHON AEATEILHOCTH NPEANPHUITHN BO3MOXKHBI
pazIyuMs MEXK1y JIaHHBIMU y4eTa U (PaKTUYECKUM HaJIM4heM MaTepuanoB. s
BBISIBJICHUSI PACXOXKJEHUM HEOOXO0IMMO POBECTU UHBEHTapU3aluto. MHeenma-
pusayus TPENCTaBIIET CO00M YCTaHOBICHHYIO MPOIEAYpY MEePUOANYECKOM
MPOBEPKH Y MOATBEPKIAIOMIAS TOKYMEHTAIbHO HAINYHE, COCTOSSHUE U OLIEHKY
UMYIIECTBA U 00s13aTeNbCTBA MPEANPUATHS, KOTOpas AeNaercs A MOIATBEp-
KIACHUS TPABUIIBHBIX JAHHBIX OyXrajaTepCcKOro yuyera U OyXrajaTepcKod OTyeT-
HOCTH.

NHBeHTapu3aluio 4aiie paccMaTpUBAIOT KaK TEXHUYECKOE CPEIACTBO —
MPOIIECC MPOBEPKU (HAKTUUECKOTO HATUYUS IIEHHOCTEH, YTO 3HAYUTEIBHO CY-
KaeT ee 00IeCTBEeHHO-9KOHOMHUUYEckoe 3HaueHne. Ocobasi posib MHBEHTapU3a-
UM COCTOUT B OOECIEYEHUU TOCTOBEPHOCTU YyUeTa, TJIe €€ CIeIyeT paccMmar-
pUBATh KaK CPECTBO, C MOMOIILI0O KOTOPOr0 YCTAHABIMBAETCS BCE TO, UTO He-
BO3MOYKHO YU€CTbh B TEKYIIIEM YUeTe.

Bo ®panuum Oyxraatepckoe 3aKOHOJATENbCTBO peryiupyercs Hayuo-
HanvHuiM cogemom no byxearmepuu (HCB), koTopoe Obu10 co3nano B 1957 1. u
KOTOpO€ paboTaeT B MPSIMOM B3aUMOJICCTBUU ¢ MUHUCTEPCTBAMHU SKOHOMUKH,
(UHAHCOB U OIOJIKETOB U B TOXKE BPEMsI HE3aBUCHUM OT HUX. byxranrepckuii
y4eT peryaupyerca ToproBeiIM KOAEKCOM, 3aKOHOM O MPOU3BOJCTBEHHO-
TOProBbIX KOMHNaHUsX 1966 r., 3aKkoHOM 0 HalMOHaIbHBIX KoMnaHuax 1970 r.
U HAJOTOBBIM 3aKOHOJIATEIHCTBOM. MCTOPHYECKH CIOKUIIOCH, YTO IOpUIAYE-
CKO€ MpaBo (PpaHIly3CKON OyXTalTepCKOM CUCTEMbl Oa3UPYyETCsl HA TOPTOBOM U
HaJIOTOBOM 3aKoHax [4, c. 85].

OpaHIly3cKkoe OyXTrajlTepcKOe 3aKOHOJATENILCTBO MPEJCTABICHO PsJIOM
MIPaBOBBIX JIOKYMEHTOB, KOTOPBIE KACAIOTCA KOHTPOJS MaTepuasioB. DTO HOP-
MaTuBHbIE akThl CoBeTa MUHUCTPOB DpaHIUU — OPJIOHAHCHI, U3/]ABAEMBIE C
pazpemienus [lapnamenTa. 9to, npexae Bcero opaoHaHc Ne 2000-912 ot 18
centsops 2000 r., BBOASIIMI B JEHCTBUE W3MEHEHHBIM TOProBBIM KOJECKC
@pannuu. Jlexkpetom Ne 2007-431 ot 25 maprta 2007 r. «O periiameHTapHON
yactu ToproBoro kojaekca» Bo ®@paHiuu Obla MPUHSTA BTOpas yacTth Topro-
BOT'O KOJIeKca [2, c.74].

OTnnuuTenbHOU OCOOCHHOCTHIO HOPMATUBHOTO PETYJIUPOBAHUS OyXTali-
TepCKOro yuera Bo OpaHIU BO3ZHUKAET CYIIECTBOBAHUE YTBEPKICHHOTO Tpa-
BUTENIBCTBOM OQOwe2o niana cuemos 0OyxraaTepckoro ydera [3].

B nem paccmotpensl ocobeHHocTr ToproBoro kojaekca, Onpeaesroniero
CIIUCOK 00sI3aTEIbHBIX YUYETHBIX PETUCTPOB, MCIOIb3YEMBIX XO03SUCTBEHHBIMU
oObekTamu. Taxxke kojekc ucxoaut u3z Hanorosoro xoaexca ®@pannuu, peria-
MEHTHUPYIOLIEr0 HOPMBI U METOJIbI IPOBEAEHUSI MHBEHTapU3auu |35, c. 32].

Bo ®pannuu obwuii 6yxearmepckuii yuem UCTONB3YET MEPUOIUUECKYIO
CHUCTEMY YyueTa TOBApHO-MaTEpHUaNbHBIX IIEHHOCTEH. COrjlacHO JTaHHOUM cucTe-
Me, ce0EeCTOMMOCTh PEaTU30BaHHBIX MAaTEPUAIOB MOXET OBITh pacCYMTa