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HNHTe/IeKTyaIbHasl yIpaBJIeHUecKas cpeaa Kak ¢akTop

IIPONU3BOAUTEC/IBHOCTH IIPOMBIIIIVIEHHOTO IIPEAIIPUATHA

A.B. babkun', E.B. LUkapyneta'?

1 CaHkT-TeTepbyprckuii nonnTexHnueckunii yHusepcutet Metpa Benukoro, r. CaHkT-MeTepbypr, PO
2 BOpOHEXCKUI FOCY[APCTBEHHbIN TEXHUYECKMIA yHUBEpCUTeT, . BopoHex, PO

AHHOTaLuA. B coBpeMeHHbIX NCCNefoBaHMAX NPOV3BOANTENbHOCTY NPOMbILLIEHHOTO NPeAnpUATUA NpeobnafaloT Noaxonbl,
aKLEeHTUpYIoLWmMe TeXHONOrMYeckre 1 otpaciesble GakTopbl, TOrAa Kak BAVAHME WHTENNEKTYann3auuy ynpaBneHua Ha AuHa-
MWKy NPOW3BOACTBEHHON Pe3yNbTaTUBHOCTM OCTAeTCA HEeAOCTaTOYHO PacKpbiThiM. CTaTba NocBAlleHa pa3paboTke TeopeTu-
KO-MOZENbHOro NOAXoAa K aHanun3y BANAHWA NHTENIEKTYanbHON ynpaBiieHYeCcKkon cpefbl Ha ANHAMVKY NPOU3BOAUTENIbHOCTN
NPOMbILLIEHHOrO NPEANPUATUA B KOHTeKCTe MiHaycTpun 6.0. MeTogonornyeckyto OCHOBY UCCNeA0BaHNA COCTaBUNN CUCTEMHDbIN,
NPOLECCHBIN 1 SKOCUCTEMHDBIA NOAXOAbI, @ TakxKe KoHuenumn MHpyctpum 4.0-6.0 1 nHTennekTyanusayum ynpasnexus. B pa6o-
Te UCMONb30BaHbl CTPYKTYPHO-NIOMMYECKUI U CPaBHUTENbHBIN aHann3, SKOHOMETpUYeCKoe MOAENMPOBaHNe, UHAEKCHBIN Noj-
XOf, MaTPUUHasA TUNONOrM3aLna 1 TPAEKTOPHbIN aHanu3. HdopmaumoHHyto 6a3y coctaBunm gaHHble GUHAHCOBOWM OTYETHOCTH,
CBefleHNA 0 YNCIIEHHOCTH PaboTHIKOB, MaTepranbl LMdPOBbLIX NACNOPTOB NPeANpUATUIA U OTpacieBas CTaTUCTUKa Mo BbIGopke
13 26 KPYMHbIX NPOMBbILLIIEHHbIX NpeanpuATUn 3a neprod 2020-2024 rr. SMNpryeckn oKasaHbl MONOXMTENbHAA accouymauma
MeXAy NHTeNneKTyanm3awmein yrnpasneHyeckomn cpefibl U ANHaMUKOW NMPOU3BOAUTENBHOCTY, @ TaKKe HeNMHENHbIN SGdeKT B3a-
UMOZENCTBUA YNPABNEHYECKOTO 1 TEXHONOMMYECKOr0 KOHTYPOB, MHTEPMPETMPYEMbIN Kak NPOABAeHMe OpraHn3aLMOHHO-TEXHO-
noruyeckon neperpysku. lNpegnoxeHbl MaTpuLa CTpaTermyecknx COCTOAHNN N AVHaAMUYECKasa KapTa pasBuUTUA NpeanpuaTui.
Pe3ynbTaTbl nccnegoBaHuA pacluMpAT NpeacTaBieHns o GakTopax Npor3BOAUTENbHOCTY B MPOMBILLIEHHOCTU 1 NOKa3biBaloT,
YTO YCTONUMBDIN POCT CBA3AH C COrNacoBaHHbIM Pa3BUTUEM YMPABIEHYECKNX U TEXHONOTMYECKUX KOHTYPOB NpeanpuATys.

KnioueBble cnoBa: cTpatermyeckoe ynpasneHue; NPOMbILLIEHHOE NPeanpusaTie; NPOU3BOANUTENBHOCTb NPEANPUATUS; UHTEN-
NeKTyanbHas ynpaBneHyecKkas Cpefia; MHTeNNeKTyanmsaumsa ynpasneHus; umdposas TpaHchopmaums; MHgyctpus 6.0; opraHusa-
LIMOHHbBIE N3MEHEHMS.

@®uHaHcupoBaHume: iccnegoBaHe BbINOMHEHO 3a cyeT rpaHTa Poccuiickoro HayuHoro dpoHpa N2 25-18-00978 «Crpatermyeckoe
yrnpaBneHue NHTENNEKTYanbHOW 3peNoCTbio NPOMBbILLAEHHbBIX SKOCUCTEM B YCNIOBUAX SKOHOMUKW AaHHbIX: MeTogonorus, dpeim-
BOPK, MHCTpPYMeHTapuit» (https://rscf.ru/project/25-18-00978/).

Nudopmauymsa o ctatbe: noctynuna 12 aHeaps 2026 r.,; gopaboTtaHa 17 mapTta 2026 r.; ogobpeHa 21 anpens 2026 .

Ccbinka ana yutnpoBaHuna: babkuH A.B., Lkapynerta E.B. (2026). UHTennekTyanbHan ynpaBneHyeckan cpeaa Kak daktop npo-
N3BOAMTENIbHOCTY MPOMbILLAEHHOrO npeanpuatua // Ynpasnered. T. 17, Ne 4. C. 2-24. DOI: 10.29141/2218-5003-2026-17-4-1.
EDN: SNNNHH.

Intelligent management environment

as a driver of industrial enterprise productivity

A.V.Babkin', E.V. Shkarupeta'?

' Peter the Great St. Petersburg Polytechnic University, Saint Petersburg, Russia
2Voronezh State Technical University, Voronezh, Russia

Abstract. Research on industrial enterprise productivity still largely emphasizes technological and industry-specific determi-
nants, while the role of management intelligentisation in shaping productivity dynamics remains insufficiently conceptualized
and empirically tested. The paper develops a theoretical and empirical framework for examining how the intelligent manage-
ment environment affects productivity dynamics of industrial enterprises in the context of Industry 6.0. The study builds on
the systemic, process, and ecosystem approaches and incorporates the conceptual logic of Industry 4.0-6.0 and management
intelligentisation. We apply structural-logical analysis, comparative analysis, econometric modelling, an index-based approach,
matrix typologization, and trajectory analysis. The empirical base includes financial reporting data, employment indicators, en-
terprise digital passport materials, and 2020-2024 industry statistics for a sample of 26 large industrial enterprises. The empirical
assessment reveals a positive association between the intelligent management environment and productivity dynamics. The
study identifies a nonlinear interaction between the managerial and technological dimensions interpreted as a manifestation of
organizational-technological overload and proposes a matrix of strategic states and a dynamic map of enterprise development.
The findings deepen the understanding of productivity drivers in industry and demonstrate that sustainable growth depends not
on the isolated expansion of digital solutions, but on the coordinated development of managerial and technological contours
within the enterprise.

Keywords: strategic management; industrial enterprise; enterprise productivity; intelligent management environment;
management intelligentisation; digital transformation; Industry 6.0; organizational change.
Funding: This research is supported by the Russian Science Foundation, grant no. 25-18-00978 “Strategic management of the

intelligent maturity of industrial ecosystems in the data economy: Methodology, framework, and instruments” (https://rscf.ru/en/
project/25-18-00978/).
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BBEJEHUE

B ycnosusax TexHonornyeckon TpaHchopmaLmm NpomblLL-
NEHHOCTV MOBbILLEHME MPOU3BOAUTENBHOCTM Npeanpu-
ATUA nprobpeTtaeT OyHOAMEHTANbHYI0 HayyHYl 3Hauu-
MOCTb. [1pon3BOANTENBHOCTD BCE Yallle pacCMaTpUBaeTCA
He TOMbKO KaK pe3ysibTaT pecypcHOro obecneyeHuns n Tex-
HOMOrMYEeCKOro OOHOBNEHNSA, HO M KakK CNeAcTBUe B3au-
MOAENCTBMA NPOU3BOACTBEHHbIX, OPraHN3aLNOHHbIX U Y-
paeneHyecknx daktopos. Ocobyto posb Npw 3TOM Urpaet
WHTeNnneKTyanbHasa ynpaeneHYeckaa cpefa, obecrneuvsa-
tollan cornacosaHne LUGPOBbLIX, aHAUTUYECKUX U KOOP-
JOVNHALNOHHBIX KOHTYPOB AEATENIbHOCTM NPeanpUATHA.

Jsontouna Uugyctpun 4.0 n 5.0 3akpenuna nepexoq
K UMdPOBLIM WHTErPUPOBAHHLIM MOAENAM MPOW3BOA-
CTBa, TOrAa Kak ¢opmupytowanca napagurma MHpyct-
pum 6.0 cMeLLaeT akLeHT Ha MHTeNNeKTyanm3aumio yrnpas-
NeHnaA, KOOPAMHALNOHHbIE MEXaHW3Mbl U SKOCUCTEMHbIE
¢dopmbl B3aumogencTaua. B ¢esasm ¢ 3Tum ocobyto 3Hauu-
MOCTb NPUOBPETaET aHaNN3 BAVAHWUA UHTENNEKTYaNIbHON
ynpaB/ieHYecKon cpefibl Ha AUHAMMUKY MPOU3BOAUTENb-
HOCTM NPOMBbILLIEHHOTO NPeANPUATHA.

Llenbto Hawero nccnepoBaHus agnaetca paspaboTka
TEOPETUKO-MOJENbHOro NOAX0Aa K aHanv3y BANAHNA WH-
TENNeKTyasbHON YNpaBfieHYeCKoN Cpeabl Ha AUHAMUKY
NPOU3BOANUTENIBHOCTU MPOMbILLNIEHHOTO NPeAnpuATAA
B KOHTeKcTe MHgycTpum 6.0. [InA foCTuXKeHnA NoCcTaBeH-
HOW uenn B paboTe peLlatoTcs cregytoLlye 3afaun:

1) yTOUHUTbL KaTeropmanbHoe cofepaHue Mpou3Bo-
OMTENbHOCTM MPOMbILLIEHHOrO NPeanpuATAdA, ynpas-
NeHYecKon cpefbl WU WHTENNeKTyanbHON YynpasBneH4ye-
CKOW cpefpbl;

2) cucTemMaTM3npoOBaTh HayuHble NOAXOAbl K aHaNn3y
baKTOpOB MPOM3BOAUTENBHOCTY, UUGPOBM3ALUMM N UH-
TennekTyanusaunm ynpasneHus;

3) OUeHNTb BIMAHUE UHTENNIEKTYaNIbHON yrpaBneHye-
CKOW Cpefbl 1 OTPAC/IeBOro TEXHONIOTMYECKOro KOHTEKCTa
Ha JOWHAMKKY MNPOW3BOAMUTENIbHOCTM MPOMbILLIEHHOrO
npegnpuaTus;

4) pa3paboTtaTb MaTpULly CTpaTErMUYECcKNX COCTOAHNI
1 AVHAMUYECKYI0 KapTy Pa3BUTUA MPOMbILLIEHHbIX NPea-
NPUATAR.

WccnepoBaTtenbCckmini  BONPOC  CTaTbW  COCTOUT
B ornpefeneHWn TOro, Kak WHTeNneKTyanbHasa Yynpas-
NeHYecKaa cpefa, Bblpa)keHHas uyepes UMPpPoBM3aLUIO
ynpaBneHYeckn 3HauuMMbIX OM3HEC-NpoLeccos, CBA3a-
Ha C AMHAMUKOW MPOW3BOAUTENIbHOCTU MPOMbILLIEHHO-
ro npeanpuATiA B yCNoBmax nepexoda kK MHgyctpum 6.0.
HayuHas npobnema obycnoBneHa TeM, UTO B CYLLECTBYHO-
KX paboTax uMPpoBM3aLMA Yalle pacCMaTPUBAETCA KaK

TEXHONIOTMYECKUIA UK oTpacneBoin ¢dakTop, Toraa Kak
ynpaB/ieHYeCKO-UHTENNEKTYaNIbHbIN  KOHTYp npegnpu-
ATNA PefKOo BbIAENAETCA B KayecTBE CaMOCTOATENbHOM
LEeTePMUHAHTbI MPON3BOACTBEHHON Pe3yNbTaTUBHOCTY
[Abis, Veldkamp, 2023; babkuH, Lkapyneta, 2024].

B oTnuume oT TpagMLMOHHbBIX NOAXOA0B, OPUEHTUPO-
BaHHbIX Ha CTaTWYECKYl0 OLEHKY OTAeNbHbIX $HakTopos,
B paboTe NpepnaraeTca UHTEFPUMPOBAHHAA KOHCTPYKLNSA,
coueTaollas 3SKOHOMETpPMYECKOe MOAENUPOBaHME, Ma-
TPUYHYIO TUMONIOTM3aLMI0 CTPATErMUYECKX COCTOAHUIA
1 IVHaMMYeCKoe KapTUPOBaHME PEeXNMOB Pa3BUTUA.

TEOPETUYECKUIA O630P
0630p HayYHbIX MICTOYHUKOB LieNecoobpazHo BbICTPOUTb
B JIOMVIKE LIECTN B3aMMOCBA3aHHbIX 6/10KOB.

MepBbiit 6GNOK NcCnefoBaHNA NOCBALLEH aHANN3Y NPO-
N3BOAUTENBHOCTM 1 MEXaHM3MOB ee GopmMmMpoBaHusA. Pa-
60Tbl MO COBOKYMHOW GaKTOPHON NPON3BOANTENBHOCTH
MOKa3blBalOT, YTO AMHAMMKa pPe3ynbTaTVBHOCTM Onpe-
LenAeTcA MHHOBALMOHHOW aKTUBHOCTbIO MPeanpuATum,
napaMeTpaMm TeXHOSormyeckon cpedbl U GUHAHCOBOW
KoHdurypaumeinn 6msHeca, npuyem BavsHME 3TUX dak-
TOPOB MOXET KaK CTUMYNMpOBaTh, Tak U OrpaHnynBaThb
pocT addektusHocTn [Liu et al, 2021; Xiao, Peng, Pan,
2022]. B MHCTUTYLMOHANbHOW U 3BOJIOLMOHHON NOru-
Ke Npou3BOAMTENIbHOCTb TPAKTYETCA KaK pe3ynbTaT fau-
HaMMYeCKMx CrNocoBHOCTEN OpraHuM3auui K agantauuu,
nepepacnpeneneHnio pecypcoB 1 OCBOEHMIO HOBbIX
BO3MOXHOCTEN, TOrga Kak Ha MaKpOypOBHe ee 3amef-
NeHne CBA3BIBAETCA C YCNOXHeHUeM Anddy3nm 3HaHMN
N TpaHCcPOpMaLMen MexaHM3MOB CO3[aHUA SKOHOMM-
yeckoln ueHHoctn [Cyfert et al, 2021; Abis, Veldkamp,
2023; Goldin et al., 2024]. B oTeyecTBeHHbIX UCCNeAOBa-
HUAX MOLYEPKMBAETCA MHOroMepHas npupona npous-
BOAUTENbHOCTUN, POCT KOTOPOW OOYCNIOBMIEH TEXHOMOIM-
YEeCKUMMN WHHOBALMAMKM, MOAEPHM3aLMEN MPOLIECCOB,
OPraHU3aLMOHHBIMM U3MEHEHUAMM 1 KauyeCTBOM Ynpas-
neHyeckunx peweHnin [JomxkeHko, Manbiwes, 2021; KoH-
apaukas, OmutpueHko, 2021; Cumaues u ap., 2021; Kobo-
3eBa, MypaaxaHoBa, 2022; PognoHosa u gp., 2022].

Btopoi1 610K packpblBaeT yrnpaBneHYeckme Gpaktopsbl
3¢ deKTNBHOCTW. Pe3ynbTaTMBHOCTL NPEANPUATUA CBA3bI-
BAEeTCA C COMMacoOBaHHOCTbIO CTpaTeruu, opraHnM3aLnoH-
HOWM apXUTEKTYPbI, NHPOPMALMOHHBIX CUCTEM U MEXAHU3-
MoB n3mepeHusa sdpdektusHoct [Nudurupati, Garengo,
Bititci, 2021; Fu et al., 2022]. 3Haunmyto ponb nrpatoT
KoprnopaTuBHOe YrpaBneHne, MOBeeHYeCKNe Xapak-
TEPUCTUKNA MEHEIXMeHTa M CNOCOBHOCTb YynpaBneHye-
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CKMX CTPYKTYP afianTUpPOBaTbCA K BHELIHM U3MEHEHUAM
[Guluma, 2021; Filatotchev, Ireland, Stahl, 2022]. B poc-
CUNCKOW Tpaguumn ynpasneHne npegnpuatiem paccma-
TPMBAETCA KaK CUCTEMa B3aMMOCBA3AHHbLIX MPOLLECCOB,
Tpebytowwan MOAENNPOBaHNSA, TEXHOMOMM3aUmum 1 HOpMK-
poBaHuA pelweHun [fepacumos, lepacumos, 2021; Tepa-
cumoB, 2023a; 2023b]. 3Ta NMHMA OOMONHAETCA CUCTEM-
HOW NapagnrmMoin 1 NHTENNEKTYanbHON Teopren Grpmbl,
B KOTOPbIX 3¢PEeKTMBHOCTb CBA3LIBAETCA C KOOPAUHALIM-
el NoAcMcTeM YNpaBneHWA U WCMONb30BaHWEM WHTEN-
NeKTyaNbHbIX PeCypCoB, a YCNELWHOCTb MHHOBALMOHHbIX
peLIeHUin — C COYeTaHMEM BHYTPEHHUX U BHELHUX YCII0-
Bun [KnenHep, 2022; 2023; Lyn, NMopgwmnsanosa, MNbinaesa,
2025].

TpeTnit 6NOK OXxBaTblBaeT MCCNeAoBaHWA LMPPOBU-
3aUMKU 1 UHTENNeKTyanm3auum ynpasneHus. Mexagucuu-
navHapHble PaboTbl MOKa3blBatoT, YTO WCKYCCTBEHHDBIN
WHTENNEKT BbICTYNaeT ApanBepoMm TpaHchopmMaLmm
ynpaBneHYecknx MpPOLEeccoB, OpraHW3aLUOHHbIX CTPYK-
TYP M MHPOPMALMOHHBIX CUCTEM, PACLIMPAR BO3MOXHO-
CTW aHanM3a AaHHbIX, MPOrHO3MPOBAHUA U MOAAEPKKU
npuHATUA peweHni [Dwivedi et al., 2021; Haefner et al.,
2021; Benbya, Pachidi, Jarvenpaa, 2021]. Undposas
TpaHchopMaLma TPAKTYeTCA Kak MepecTpoiika Mexa-
HW3MOB YNpaBfieHUA Ha OcHoBe LUGPOBbLIX Nnathopm,
MPOCTPAHCTB [aHHbIX M HOBbIX Mofenell opraHuM3auun-
oHHoro B3aumopencTteua [Schneider, Kokshagina, 2021;
Beverungen et al., 2022]. OTeuyecTBeHHble NCCNef0OBaHNA
TaKXe NOATBEPXKAAIOT, UTO LMPPOBU3aLMA N UCKYCCTBEH-
HbIi UHTENNEKT CTAaHOBATCA $paKTOpamMM MOBbILLEHUA 3¢-
beKTMBHOCTM  ynpaBneHnsa, aBTOMATM3aLUM peLleHuni
N COBEPLIEHCTBOBAHMA OPraHM3aLMOHHbIX MPOLEeCCOoB,
0CO6EHHO B COYETAHNM C Pa3BUTUEM CUCTEM NOAAEPKKU
NpuHATUA peweHni [fopoaHoBa, 2021; Poibacosa, Cepo-
Ba, 2023; flkosnesa n gp., 2023; BacuneHko n gp., 2023a;
2023b; KocHukoB 1 gp., 2023].

YeTBepTbll 6GNOK NOABOANT K KaTEropuUN UHTENNEKTY-
anbHOW ynpaBrieHYyeckol cpepdbl. B paboTtax no onepa-
LUVOHHOMY MEHEIKMEHTY 1N UHTEeNNeKTyanbHbiM UHOp-
MaLMOHHbIM CUCTEMAM MOKA3aHO, UYTO WCKYCCTBEHHDBIN
WHTENNEKT, MallMHHOe 0byJyeHre, MHTEPHET Beluel, und-
poBble ABOMHMKMN 1 Knbepdusndyeckne cuctembl popmm-
pYIOT HOBYIO UHOPACTPYKTYPY yrnpaBieHus, CnocobHyo
WHTErpupoBaTb [aHHble, FeHEPMPOBATb PeKoMeHZaLmm
M MoBblWaTb 0O0CHOBAHHOCTb pelueHuin [Gupta et al.,
2022; Lv, Li, 2021; Kuhl et al., 2022; Radanliev et al., 2022].
OpHoBpeMeHHO YCUIMBaTCA MoJeSi COBMECTHOrO fei-
CTBUA aNnropuTMOB 1 MeHeaKepos, rae VW BbicTynaeT uH-
CTPYMEHTOM PaCLIMPEHHOrO aHanM3a, a He aBTOHOMHOM
3aMeHol yrnpaBneHyeckoro cybbekTa [Jain et al, 2021].
B poccuitckon nutepatype undpoBas U MHTENNEKTYab-
HaA cpefa ynpaBneHWA TPAKTYeTCA Kak COBOKYMHOCTb
3KOHOMMYECKMX, WMHPOPMALMOHHBIX W OpPraHU3aLUOoH-
HbIX Yycnosuii, obecneumBatolwyx 06pPaboOTKy AaHHBIX,
NPOEeKTMPOBaHUE peLlleHNn 1 TpaHCHOPMaLMI0 CUCTEM
MeHe)KMeHTa NpepnpuaTui; npakTuyeckue wuccnepo-

BaHWA MOATBEPXKAAOT ee BAUAHME Ha 3QPEKTNBHOCTb
ynpasneHuyecknx npoueccos [benosa, LeBueHko, 2023;
MwupoHuyk n gp., 2023; MapTbiHOB, [lpokoneHKo, Akne-
pos, 2023; MNMonoB.a, 2023; YHnKaes, 2023; [IHenpoBCKas,
LLeBuoBa, 2024].

MaTtbin 6NOK CBA3aH C 3KOCMCTEMHbIM MOAXOAOM
K MpOMbIWAEHHOMY pa3BuThI0. ccnefoBaHMA MoOKasbl-
BalOT, UTO UMdpoBasn TpaHcopMaLms 1 MHHOBALMOHHOE
pa3BuTHE BCE Yalle peannsyoTca B pamKaxX COMXHbIX Ce-
TEBbIX CTPYKTYP, 00 BEAVHAIOLNX KOMMAAHWW, NaTGOpPMbI,
TexHonorum n nHcTUTyThl [Appio et al., 2021; Bouncken,
Kraus, 2022]. SkocncTeMbl MHTEPNPETUPYIOTCA KaK AUHa-
MUYecKme KoHUrypaumm COBMECTHOTO CO3[aHUA LeH-
HOCTW, 3BOJIIOLMA KOTOPbIX OMpefenseTca TeXHosormye-
CKUMU N3MEHEHVAMU, MHCTUTYLIMOHANTbHBIMU YCTOBUAMY
N CTpaTerMyecknM B3anmopencTemem yyactHmkos [Pauli,
Fielt, Matzner, 2021; Snihur, Zott, Amit, 2021; Holgersson
et al., 2022]. B oTeuecTBeHHOW NUTepaType 3KOCUCTEMBI
paccMaTpUBAlOTCA Kak HOBasa ¢popmMa OpraHusaumm SKo-
HOMMYECKNX B3aUMOZENCTBUN M 3HAUYMMbINA KOHTYP Npo-
MblLWNEHHOW nonutukn [AkbepamHa, Bacunexko, 2021;
MnyxoB u gp., 2021; TonoBa, 2021; TpeTbaAkoBa, OpermaH,
2022; KonmbikoBa, Koanes, 2023; HusamyTanHos, 2024].

lecton 6nok ob6befMHAET WCCNEAOBAaHUA UHAY-
CTpuanbHbIX TpaHchopmaumin B norvke MHpyctpun 4.0,
5.0 1 6.0. MexxgyHapogHble paboTbl pUKCUpPYOT Nepexoa
K MOZENnAM WMHTENNEKTYaIbHOTO U YCTONYMBOrO NPOW3-
BOZICTBA, OCHOBAHHbIM Ha WHTErpaumMm LUMPPOBbIX TeEX-
HONOMMIA, NCKYCCTBEHHOTO WMHTENNEKTa M Kubepdusnye-
ckux cuctem [Xu et al.,, 2021; Mareschal et al., 2021; Raja
Santhi, Muthuswamy, 2023; Davim, 2023]. B nccnegosa-
HUAX, NOCBALWEHHbIX NHaycTpun 5.0, akueHT cmellaeTca
K YCUNEHUNIO PONW YesioBeKa, YCTOMUMBOCTA U UHTENNEK-
TyanbHbix TexHonorui [Di Nardo, Yu, 2021]. B poccuitckon
nuTepaType aHanM3MpPYITCA HamnpaBieHus UMppPOBOWA
MOZEPHU3ALUN MPOMBILIAIEHHOCTU U POfb UCKYCCTBEH-
HOFO WHTENNIEKTa B TEXHONOrMYECKOM OOHOBNIEHUW WH-
pycTpuanbHbix cuctem [Cyxapes, 2021; Jopxuesa, 2022].
Pa3Bute 3TUX MOAXOAOB CBA3aHO C GOPMUPOBaAHMEM
KoHuenuun MHgyctpum 6.0, npegnonaratowiein 6onee rny-
6OKYI0 MHTErPaLMIO MHTENNEKTYaNbHbIX TEXHONOMMIA, 3KO-
CUCTEMHbIX MEXAHW3MOB B3aUMOMENCTBUA W HOBbIX WH-
CTPYMEHTOB YMpPaB/IEHNA MPOMbILNIEHHBIM Pa3BUTUEM
[BabkuH n gp. 2021; babkuH, LWkapyneta, MnoTHUKOB,
2022; babkuH, LWkapyneta, 2024].

O6006lLeHNe WecTn UccnegoBaTeNbCkux OI0KOB Mo-
Ka3blBaeT, uYTO NPOW3BOAMTENBbHOCTb, LUUdPOBM3aLMS,
WHTeNNIeKTyanm3auna ynpaBneHna uU WHAYCTpUanbHble
TpaHchopMaUUy MOKa HeOoCTaTOYHO WHTErpupoBa-
Hbl B €MHYI0 Mofenb aHanu3a. B HayuyHoW nuTepaTtype
He cdopMUpPOBaHa LIeNOCTHasA KOHCTPYKLKSA, packpblBato-
LaA MHTeNNEeKTyanbHy0 yrnpaBaeHUecKylo cpefy Kak ca-
MOCTOATESIbHBIN GAKTOP AVHAMUKMA MPOW3BOAUTENIbHO-
CTW MPOMbIWEHHOrO npeanpuaTia. [daHHbI npoben
onpenensieT He06xoaAMMOCTb Pa3pPaboTKN TEOPETUKO-MO-
[eNbHOro NOAXoAa K aHanv3y B3aMIMOCBA3W MHTENEKTY-



anusauun ynpasneHna u Npou3BOACTBEHHOW pe3ysbTa-
TUBHOCTU B KOHTeKcTe MHaycTpum 6.0.

METOOUKA UCCNIEAOBAHNA

WccnepoBaTenbckas norvka paboTbl CTPOUTCA Ha No3Tan-
HOWM MHTErpaLmmn TeopeTMYecKoro, SMNUPUYECKOro 1 Mo-
LENIbHOro KOHTYPOB aHanu3a.

TeopeTuyecknin KOHTYp WCCNeoBaHUA BKOYaeT
YTOUHEHWEe KaTeropuanbHOro amnaparta, Heo6xoaMMOoro
AN1A onepauMoHanm3auuy KoyeBblX NepeMeHHbIX U UH-
TepnpeTaunm pesynbTaTos.

Moa npou3godumesnbHOCMbIO NPOMbIUIIEHHO20 npeo-
NpUAMUSA NMOHNMAETCA Pe3yNbTaTUBHOCTb GYHKLMOHMPO-
BaHWA MPOU3BOACTBEHHOWM CUCTEMBI, OTpakatolas Cro-
COGHOCTb MpepnpuaTnA TpaHcopPMUPOBaTb Pecypchl
B JKOHOMMYECKMN 3HaUYVMbIV pe3ynbTaT; B SMAUPUYECKON
YacTU OHa OMepaLNOHANU3MPYETCA Yepes OTHOLLEHNE Ba-
NOBOW NPMObINN K YACIEHHOCTN PabOTHUKOB.

YnpasneHueckas cpedd npombIWIeHH020 npednpu-
AMUsA TPAKTYeTCA KaK COBOKYMHOCTb OPraHn3aLMOHHbIX,
NHPOPMALIMOHHBIX, KOOPANHALMOHHDBIX 1 PEryaAaTUBHBIX
ycnosuii GOpPMMPOBaHUA W peanusauunM ynpasnieHye-
CKMX peLLeHni.

WumennekmyaneHas ynpasneHyeckas cpeda pac-
CMaTPUBAeTCA KaK YCNOXHEHHasa ¢opma ynpasneHye-
CKOI cpefbl, OCHOBAHHAA Ha MCMOMb30BaHMN LdPOBbIX
AaHHbIX, aHANNTUYECKUX UHCTPYMEHTOB, UHTENNEKTYallb-
HbIX afirOPUTMOB 1 MEeXaHW3MOB MOAAEPMKM NPUHATUA
peweHnn AnA aganTtUBHOW KOOpAMHAUMM MpPOLLEeccoB
NpeanpuATUA.

SMnupuryeckas 6asa uccnenoBaHus chopmmpoBaHa
Ha OCHOBe BbIGOPKYM KPYMHbIX MPOMbILIEHHbIX Npeanpu-
ATUIN, OTOBPAHHBIX MO KPUTEPUAM MOSHOTbI, CONOCTaBY-
MOCTV U BepUGULMPYEMOCTY AaHHbIX. BbI6op KpynHbIX
NPeanpUATUA OOGYCNIOBNIEH YCTOMUMBOCTBIO UX OpraHu-
3aLMOHHON CTPYKTYpbl, 6ObLIEN NOAHOTON LMPPOBOIA
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N GMHAHCOBOWM OTUYETHOCTN M MeHbLUe MoABepPXKEeHHO-
CTbl0 CflyyalHbiM KonebaHuam. C GpopmanbHON TOuKM
3peHUA MHOXECTBO OOBEKTOB UCCNefoBaHMA 3ajaeTcs
dopmynoii:

J=4j1,j2r ++er o6k (1)

roe J — MHOXeCTBO NpeAnpuATUl, BKIIOYEHHbIX B BbIOOP-
Ky; j — oTAenbHoe NpeanpuaTne; ji, ja, ..., jas — SNEMEHTbI
BbIOOPOYHOrO MHOXECTBA.

MpeanpuaTue j BKNoYanoch B BbIGOPKY Npy OAHOBPE-
MEHHOM BbINMOSHEHW TPEX YCNOBUIA: HANUUUA Npeanpus-
1A B Katanore MMCMN' Muunpomtopra PO 1 goctynHocTu
ero undpoBoro Npodus; Hannmursa HenpPepbIBHOro pPaaa
AaHHbIX NO BanoBow Npubbian 3a 2020-2024 rr. no maTe-
pvanam TMPBO?; Hannuusa BepudnUMPYEMbIX CBEAEHWI
0 UNCIEHHOCTN PAabOTHUKOB:

j € katanor N'MCIN MuHnpomtopra PO,
GPj, t=2020, ..., 2024, (2)
3L,

jEJe

rae GPjy — Banosas npubbinb NPeanpuUATAA j B Nepuoa t;
t = 2020, .., 2024; L; — uncneHHoCTb paboTHMKOB npep-
npuaTuA j; cumeon 3 pUKCUpyeT Hannume Bepuduumpye-
MbIX JaHHbIX MO COOTBETCTBYIOLLEMY MOKa3aTesto.

B pe3ynbtate chopmupoBaHa BbIbopKa 13 26 KpymHbIX
NPOMBILNEHHbIX MPEANPUATUA Pa3fNYHbIX CErMEHTOB
MaLUMHOCTPOEHNA, METaNINyprum, XUMUYECKON U SneK-
TPOTEXHNYECKON NpOoMbllwneHHOCTU. CocTaB BblIOOPKK
npvBefeH B Tabn. 1.

[na oueHKn nccnegyeMon 3aBUCMMOCTU UCMONb3yeT-
€A Mofenb AVUHAMUKN MPOU3BOAMTENIBHOCTU, B KOTOPOW
M3MEHeHVe pPe3ynbTaTUBHOCTU MNPeanpuATiA ornpeae-
NAETCA COBMECTHbIM [AeNCTBMEM BHYTPEHHEro YpPOBHSA

'TocynapcTBeHHas MHGOPMALMOHHAA CUCTEMA MPOMbILLIEH-
HOCTW.

2TocypapCcTBeHHbIN MHGOPMALIMOHHDIN pecypc Gyxrantepckom
(dnHaHCOBOW) OTYETHOCTM.

Tabnuya 1 - Cocmas 8bl60PKU KPYNHbIX NPOMbILLTIEHHbIX Npednpuamuli

Table 1 - Composition of the sample of large industrial enterprises

OTpacnb

NMonHoe HanmeHoBaHue npeanpunaTmna

Cybbekt PO

3A0 «Yebokcapckoe npegnpusaTtne ,,CECMESTb"»

Yysawickan Pecnybnmka

ABTOMOGUSIbHAsA NPOMbILTIEHHOCTb

AO «3aBOf0YKOBCKMIN MALLUMHOCTPOMUTENbHbIV 3aBOA»

TiomeHcKasa obnactb

H‘(eﬂe?:HO,D,OpO)KHaFI
NPOMbILEHHOCTb

OAO «TnxopeLKnin MalIMHOCTPOUTENbHbIN 3aBOJ
mM. B.B. Boposckoro»

KpacHopapckun kpan

MalumnHocTpoeHme
ANA nueBo 1 nepepabatbiBatoLlein
NPOMBbILUNEHHOCT

000 «MalumnHocTpoutenbHaa komnaHua , TEXHIKC"»

CBepanioBckan obnacTb

HedTerazoBoe malwMHOCTPOEHME

000 «LlMAAHCKNIA MaLLIMHOCTPOUTENbHbIN 3aBOAY»

PoctoBckas obnactb

MPOMBILLNEHHOCTb NepepaboTKu
OTXOA0B NPOV3BOACTBA
1 notpebneHus

000 «J1ebeasHCKMIN MALLMHOCTPOUTENbHbIV 3aBOAY»

Jluneukan obnacTb

AO «ApTeMOBCKUIN MalIMHOCTpOUTENbHbIN 3aBog,BEHTIIPOM»

CBepanoBckas obnacTb

rlpOMbILUJ'IeHHOCTb CTPOUTENIbHbIX
N HEPYAHbIX MaTepUanoB

00O «[TyLWKMHCKNIN MALLMHOCTPOUTENbHbIV 3aBOA»

r. CaHkT-lMeTepbypr

000 «CneynannsnpoBaHHaa OpraHn3aLunsa sHepreTnyeckoro
MaLUMHOCTPOWTENIbHOTO MPOMBILLSIEHHOTO KacTepa»

r. MockBa

Cunctembl HaKoMeHNA Heprnn

000 «KabenbHbili 3aBoa, DKCIMNEPT-KABEJTb"»

OprnoBckas obnacTb
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OkoHYaHue mabnuywi 1
Table 1 (concluded)

OTpacib lMonHoe HanmeHOBaHMe NpeanpPUATUA Cy6bekt PO
AO «MaWwnHOCTPOUTENBHBIN XONANH» CeepanioBckas obnactb
CneuuanunpoBaHHoe AO «AnekcaHOpPOBCKNIN MALMHOCTPOUTENbHbIN 3aBOA» MNepmckun Kpan
MaWNHOCTPOEHME AO «Konencknim MalmHOCTPOUTENbHbIN 3aBOA» YensbuHckasa o65acTb

OAO «AHXepCK1IN MaLIMHOCTPOUTESTbHBIN 3aBOAY»

KemepoBckas 06nacTb

CTaHKOI/IHCprMeHTaJ'I bHaA
NPOMbILLIEHHOCTb

MAO «MocKoBCKOe Npon3BoACTBEHHOE 0ObeaHEHE NO
BbIMYCKY BbICOKOTOYHbIX MaLIMHOCTPOMUTENbHbIX U3AENNIA»

r. Mocksa

000 «Anmas YpobpeHus»

CTaBpOnonbCKUN Kpan

XuMmnueckas NPOMbILWNEHHOCTb

000 «AcbecTOBCKMNIN PEMOHTHO-MALIMHOCTPOUTESNIbHDBIN 3aBOA»

CBepanoBcKas o6nacTb

000 «TEXHO TIOB»

KanuH MHrpaackan obnactb

000 «CoCcHOBOGOPCKIMIN MaLLMHOCTPOUTESbHbIN 3aBOA»

JleHvHrpaackasn obnactb

YepHan meTtannyprus,

AO «Cno6oAcKo MaLVHOCTPOUTENbHBIN 3aBOA»

Knposckas obnactb

pr6Haﬂ NPOMbBILLNEHHOCTb
N MEeTaNNOKOHCTPYKUnKn

AO «OuepCcKnin MaMHOCTPOUTENbHbIN 3aBOA»

Mepmckun Kpan

000 «MalumHocTpounTenbHbI Komnieke YM3»

YamypTtckasa Pecnybnuvka

000 «OKCKUIN MalIMHOCTPOUTENbHbIN 3aBOO»

Huxeropopckas obnactb

OAO «KapnnHCKn 3neKTpOMaLLNHOCTPOUTESNbHbIN 3aBOO»

CepanoBcKas o6nacTb

DneKkTpoTeXHNYEeCKan

000 «CadpoHOBCKMIA SNEKTPOMALLNHOCTPOUTENBHbIN 3aBOA»

CMoneHcKas obnactb

NPOMbBILLIEHHOCTb

AO «fApocnaBcKnii 31eKTPOMALLMHOCTPOUTENbHbIV 3aBOA»

flpocnaeckas obnacTb

lpumeyaHue: oTpacneBas NPUHAANEXHOCTb NPeANPUATUIA onpegenanack no aaHHbiM MUCH (https://gisp.gov.ru/company-catalog).

npoun3BOAUTENBHOCTH, VIHTeJ'IJ'IeKTyaJ'IbHOVI ynpasneH4ye-
cKoun cpedbl 1 OTpacnieBOro TeXHONOrM4yeCkoro KOHTeKCTa:

Dxji = Xji0 (a - bXj + ay; + B2). (3)

Bbibop paHHOW cneundukaumm obycnoBeH ee cro-
COOGHOCTBIO YUNTbIBATb CPa3y HECKOSIbKO aHanMTUYeCKu
3HaunMbIX 3pPeKToB. Bo-nepBbix, MHOXNTENb Xj) NO3BO-
NAeT MOLENMpPOBaTb M3MEHeHWEe MPOV3BOAUTENBHOCTU
KaK 3aBMCMMOE OT Y)Ke AOCTUFHYTOrO YPOBHA pe3ynb-
TaTMBHOCTW. Bo-BTOpbIX, MapameTp b dukcmpyet BO3-
MOXHOCTb HEJIMHEeMHOCTM PoCTa 1 TeM CamMbiM CO3JaeT
OCHOBY Ans nposepku 3ddekTa HacbiweHUaA. B-TpeTbux,
MapameTp O OTpakaeT BKfaf UHTENNeKTyaNbHOW ynpas-
NEeHYeCKoOW cpefbl, U3MEpPeHHON 4Yepe3 KBasuoTpacie-
BoW Npodunb LndPOoBM3aLMMN YNPaBIEHYECKN 3HAUMMbIX
6usHec-npoueccos. B-uetBepTbix, NapameTp [3 no3sonset
BKNIOUNTb B aHann3 Me30YpPOBHEBbIN MHAYCTPUASbHbIN
KOHTEKCT, He CBOAMMbIV K UHAVBMAYANbHbIM XapaKTepu-
CTUKaM npegnpuaTus. MNpy 3ToM napameTp d oTpakaet
6a30Bblii ypOBEHb MPOU3BOAUTENIBHOCTU.

C yyeToM OrpaHMUeHHOro o6bema BbIOOPKM IKOHOMe-
TpryecKas Mofenb NCMosb3yeTcsA He Kak YHUBepCasbHbIN
MPOrHO3HbIN MHCTPYMEHT, @ Kak CPeACTBO MPOBEPKU Ha-
NpaBfeHnAa N OTHOCUTESIbHOW CUJIbl CBA3EN Mexay nepe-
MeHHbIMW. [1nA NOBbILEHNA HAAEKHOCTY MHTePRpeTaLm
MPUMeHeHbI NpoLenypbl pobacTHOW BepudUKaumu: ana-
FHOCTUKa BbIOPOCOB, MOCNefOBaTENIbHOE WCKIOUeHMe
OTAeNbHbIX HAbNIOAEHUN, NMOCTPOEHNE [OBEPUTESNIbHBIX
WHTEPBANIOB METOAOM MOBTOPHbIX BbIGOPOK, Aucnepcu-
OHHOE pa3JIoKeHVEe N KOPPENALMOHHbIN aHanus.

Jlornka mogenn onpefenser u CTPYKTypy nposepse-
MbIX FrMnoTes.

H1: poct uudposuzaumm u WUHTENNEKTYanM3auun
ynpaB/ieHYeCKNX NPOLEeCccOB YCKOPAET NPUPOCT NpPOom3-
BoamTenbHocTv. PopmanbHo: a > 0.

H2: 6onee pa3BuTan TeXHOMOMMYecKasa cpefa oTpaciu
BbICTyMaeT GpaKkTOpPOM, NOAAEPKMBAIOLLNM POCT NMPOU3BO-
auTenbHoCTU npeanpuatus: 3 > 0.

H3: npn QOCTUXEHUN BbICOKUX YPOBHEN NPOW3BOAU-
Te/IbHOCTY JanbHENWWIA POCT MOXET 3aMeanaTbcs: b > 0.

OnepauuoHanu3auma nepemMeHHbIX UcCneoBaHuA
6a3upyeTca UCKUUTENBHO Ha BepuduLmpyembix odu-
LranbHbIX AaHHbIX. [Tpon3BoaNTENBHOCTD NPEANPUATHA
onpenenaeTca yepes nokasareSib MPOn3BOAUTENBHOCTH
TPpyZa, PacCYNTaHHbIN Kak OTHOLIEHMWe BasioBOW Npubbimn
K UNCNIeHHOCTU paboTHUKOB (npwn. 1):

LPj(t) = (GPj(t)) / Lj. (4)

MockonbKy B MCMONb3yeMOM MaccuBe Bepupuumnpy-
eMble COMOCTaBMMble CBEJEHWUA O YMCIEHHOCTU paboT-
HWKOB JOCTYMHbI NO COCTOAHUIO Ha 2024 r., npu pacuete
AMHAMKKKM NOKa3aTens NPUMEHANOCh JonylueHre o6 yc-
NOBHOW GUKCMPOBAHHOCTN YNCNEHHOCTY 3aHATBIX.

MepemeHHada y, XapaKTepusylowaa WHTENIEKTyallb-
HYI0 ynpaBrieHuYeckylo cpefy, bopMupyeTca Ha OCHOBe
AaHHbIX LMPPOBOro nacropta NpeanpuaTma 1 B TeKyLLei
KOH$Urypaumm gaHHbIx oTpaxkaet npoduns Ludposusa-
UMM AEeBATW KNIOYEBbIX YMNPaBIEHYECKN 3HAUUMbIX 6U3-
Hec-npoueccos (puc. 1, npwn. 2), TUNWYHBIA 4N1A COOTBET-
CTBYHIOLLErO OTPACNeBOro cermeHTa. B cBA3m € 3Tnm fanee
[aHHbIV NOKa3aTeNb UHTEPNPETUPYETCA Kak KBa3moTpac-
neBas xapaKTepuCTKa MHTENNeKTyanbHON ynpaBneHye-
CKOW cpepbl, MPUCBOEHHAA NPeANpPUATHIO Ha OCHOBE ero
OTpacnieBOV NPUHARIEXXHOCTN.
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Puc. 1. Qu¢ppossie npoghunu npombiwisieHHbIx npednpusamuli no ompacaam: yposHu yugposusayuu
0esamu ocHOBHbIX 6usHec-npoyeccos’ 8 uenoyke co30aHus 0o6asneHHol cmoumocmu?

Fig. 1. Digital profiles of the industrial enterprises by sector: digitalization levels of nine key business processes in the value chain

11 - ynpaBneHve onbITHO-KOHCTPYKTOPCKMMM paboTamu; 2 — ynpasnieHe cObITOM 1 NOrMCTUKOW; 3 — ynpaBieHne Npovn3BoACTBOM;
4 — MOHTaX, dKCrJTyaTaLus 1 nocenpoaaxHoe o6Cny>KuBaHue; 5 — ynpaBneHne MapKeTMHrOBbIMU UCCIIelOBAHUS; 6 — yNpaBfieHne MaTe-
pUanbHoO-TEXHUYECKUM obecneyeHmeM 1 3aKynKkamu; 7 — ynakoBKa 1 XpaHeHue (ynpasnieHme CKlagoM roToBol npogyKuum); 8 — ynpas-
NeHNe KauecTBOM NPOoAYyKLUMM (KOHTPOMb KayecTsa 1 UCMbITaHKA); 9 — ynpaBnieHne NogroToBKov MPon3BOACTBa.

2 iemoyHuk: TocypapcTBeHHas MHGOPMaLMOHHasA cucTema npombiwnenHoctu (MUCH). https://gisp.gov.ru/company-catalog.
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ArpermpoBaHHbI MOKa3aTeNb PacCynTbIBAETCA Kak
cpegHee apudmeTnyeckoe:

Y=g et di. g
rae dj - yposeHb UMdposBM3aLmm i-ro BusHec-npouecca
ANnA NpeanpuaTuA j.

[epemeHHaa z oTpaxaeT OTpacneBoOn YpPOBEHb Tex-
HOMOrMYeCKOro pPasBUTUA B KOHTEKCTe WHAycTpun
6.0 n dopmupyeTtcs Mo AaHHbIM PoccTaTa Ha ypoBHe
OKB2[-2 (npwun. 3). Ansa obecneyeHms CONOCTaBMMOCTYU
pa3HOpa3MepHbIX OTPACNIEBbIX MPU3HAKOB NPUMEHAETCA

npeaBapuTesbHOE HOPMUPOBAHME KaXkAOro NoKasaTesns:

min (zy)
max (zx)

Zk=Zsk - - min (zy), (6)
roe Zg — S-€ 3HaueHue k-ro nokasaTenis OTpac/ieBoro
YPOBHA TEXHONOMMYECKOrO Pa3BUTUS; Zx — 3HaUeHue k-ro
Mokasatena OTpac/ieBOro YPOBHA TEXHONIOMMYECKOro
pa3BuTKA.

lMocne 3TOro paccunTbiBaeTCA MHTErpanbHbIN NHAEKC

OTPaC/IEBOro KOHTEKCTa:
1 -
z=1 2% =1 Zik, 7)

roe K - uucno ncnonb3yembiX NHONKaTOPOB.

CBogHaa XxapaKTepuCTMKa MepeMeHHbIX, MepruosoB
HabniofeHWs, NoKasaTeNiell U UCTOYHUKOB JaHHbIX Npej-
CTaBJfieHa B Tabn. 2.

DaKTMYeCKMn MaccMB MO NEPEMEHHbIM X U Y UMEEeT
NaHeNbHO-KPOCC-CEKUMOHHDBIN  XapakTep. [1o  Kakgon
KoMMaHUu GUKCMPYIOTCA 3HaYeHWs BanoBOK Nprbbinu 3a
2020-2024 rT., YNCNEHHOCTb PAbOTHMKOB M MOKasaTenu
undpoBU3aLNN AEBATM OBU3HEC-NPOLIECCOB.

OTpacneBoi MaccuB No nepemeHHol z popmmpyeTcs
no kopgam OKB3[1-2 Ha ocHOBe cTaTUCTMYeCKnX popm Poc-
CTaTa 1 NO3BONAET BCTPOWUTb B aHaNnM3 Me30ypPOBHEBYIO
XapaKTepPUCTUKY NHAYCTPUANbHON LdpoBOI 1 TEXHONO-
rMYecKon 3penocTu.

KntoueBbIM 3Tanom nccnefoBateibCkom NOrmKmn ABnA-
€TCA MpUBEAEHNE UCXOAHbIX AAaHHbIX K COMOCTaBUMOMY
Buay. [Ina nepemMeHHON Npon3BOAUTENbHOCTU NPUMEHS-
eTcA pobacTHoe KBaHTWUIbHOE HOPMUPOBaHMe, 0bycnoB-
NEHHOE 3HAYMTEeNIbHOW acuMMeTpUuen pacnpegeneHna
N HaJIMUMeM Kak 3KCTPEMANIbHO BbICOKMX 3HAaYEHMWN, TaKk
N HabMOAEHUIA C OTPULATENbHOW BanoBOW NPUOLIIbIO.
Mcnonb3yemas npoueaypa umeet BuA:

0= LPjt — Qo,0s
/ Qo,95 - Qo,05

rae Qo,0s =-80,5, Qo o5 =3 712,3.

(8)

Tabnuya 2 - HepemeHHb/e uccne0o8aHuA, NOKAazamesu U UCMOYHUKU OaHHbIX

Table 2 — Research variables, indicators and data sources

lMepemeHHasn Mepuopg lNokasaTtenu NcTouHNK gaHHbIX
Byxrantepckas 1 ¢puHaHcoBas OTYeT-
MpoU3BOANTENBHOCTL 2020-2024 | BanoBas npubbiib HoCTb NpeanpuAaTus (bopma N2 2 - oT1-
X npeanpuaTua quO(bVIHaHCOBbIX pe3yanaTax)
2024 KonnyectBo paboTHNKOB HanoroBas oTYeTHOCTb NpeanpuATHA
KBa3unoTtpacneBou ypoBeHb YpoBeHb undpoBmM3aLmMm AEBATU OCHOBHbIX .
P yp . P Ldp Hm A . . | UudppoBoii nacnopT npoMmbILLIEHHO-
pa3BUTUA UHTENNIEKTYaNlbHON 6U3HeCc-NPoLEeCccoB, OTpaXalLwWwuin TUNOBOW
y . 2024 o ro npepnpuatia TUCM MuHnpom-
ynpaBfieHYecKom cpefbl oTpacnieBoil Npodunb B LEnouyke Co3paHuA Tobra PO
npeanpuAaTUA fo6aBneHHo cToMmocT P
1.4Yncno opraHu3auun, MCNONb30OBaBLUNX
undpoBbie TEXHONOTMN.
2. Yuncno opraHusauunn, NpoOBOANBLLMX aHANU-
P Hiv, MPOBOA CBepneHuna PoccTtata 06 MCNosb3oBa-
TUKY 60NbLINX AAHHDIX. .
. HUM UMDPOBLIX TEXHOMOMMIA U MPO-
3. Yucno opraHmsaunin, ICMONb30BaBLUNX TeX-
MN3BOACTBE CBA3AHHbIX C HUMW TOBa-
HOMOINN NCKYCCTBEHHOIO NHTENNEKTa. o
. poB 1 ycnyr (popma N2 3-uHdbopm)
4. Yncno opraHusauuii, NCnonb3oBaBLUNX 06- no OKB3/1-2
OTpacnegoﬁ ypoBeHb NayHble CepBUCHI.
Z | TEXHOIOTNYECKOro pa3BmTusA 2024 5.Y4ucno Opl'aHVl?:aU,VIVI, MNCNoJib30BaBLUNX TEX-
B KOHTeKcTe NHaycTpun 6.0 HOJIOTVN NHTEPHETA BeLLen
6.4Yucno opraHuzaumii, paspabaTbiBaBLUKX
nepefoBble MPON3BOACTBEHHbIE TEXHOJO-
FI/II/FI) A P A CeepeHna Pocctata O paspaboTke
) n (Wnm) wmcnonb3oBaHUW nNepepo-
7.4mcno ncnonb3yembix NnepefoBbIX MNPous- .
BOJICTBEHHIX TeXHONOFMIA BbIX MPOW3BOACTBEHHbIX TEXHONOrNM
. ) (dopma Ne 1-TexHonorua) no OKB3-2
8. Yucno opraHmsauuin, NCNonb3oBaBLINX Me-
peaoBble NPOV3BOACTBEHHbIE TEXHONOMMN

MpumeuaHue. CocTaBneHo no: [ocyaapcTBeHHBIN NHGOPMALMOHHDIN pecypc Gyxrantepckoin (GuHaHcoBol) oTuyeTHOCTH. https://bo.nalog.
gov.ru; OefepanbHas Hanoroas ciyxba (PHC). https: //www.nalog.gov.ru/opendata/7707329152-sshr2019/; TocynapctBeHHas nHdopma-
LIMOHHas crucTeMa npombiwneHHocTr (TMCH). https://gisp.gov.ru/company-catalog; Pocctar. https://rosstat.gov.ru/statistics/science#.



CoOTBETCTBEHHO,

LPj(t) + 80,5

X0=37123+805" ®)

nocse Yyero 3HaYeHnsA orpaHnMYmMBaloTCA nHTepBeanom [0; 1].

[lna nepemeHHON y MCNONb3yeTCA arpernpoBaHue no-
CPefCcTBOM CpeaHero apupMeTMUeckoro no AeBATn 6us-
Hec-npoueccam. [InA nepemeHHOn Z CHavana BbINOMHAET-
CA HOPMUPOBAHME NCXOAHbIX OTPACNEBbIX MHAUKATOPOB,
a 3aTem 1X YCpeaHEH e, UTO NO3BONAET MONYUNTb EANHDIN
MNHAEKC TEXHONOMMYeCKoro KoHTekcTa Mnaycrtpun 6.0. Uto-
roBble HOPMMPOBaHHbIE 3HAaYeHUA NpefCTaBeHbl B Tabs. 3.

B pabote npepycmMoTpeH 3Tan CTaTUCTUYECKON Be-
pudrKkauum  SMAMPUYECKON  6asbl, HampaBfE€HHbII
Ha OLeHKy cbanaHCMPOBAHHOCTM BbIOOPKM, BapUaTUBHO-
CTU NMepPeMEHHbIX, HaNMumnA SKCTPeMasibHbIX HabloaeHNI
1 YCTONUMBOCTM 6a30BbIX XapaKTepucTuK. MocKonbKy co-
BOKYNHOCTb HabnogeHuii GopMmpoBanach He Ha OCHOBe
BEPOATHOCTHOIO OTOOPa, a MO KPUTEPUAM MOSTHOTbI OT-
UETHOCTU, HAJIMUMA JaHHBIX O YNCIIEHHOCTN PabOTHUKOB
n undposoro nacnopta B MMCMN MuHnpomtopra PO, Ka-
uecTBO 6a3bl OLIEHMBAETCA Yepes NOKa3aTeNn aHaIMTUYe-
CKOW NPUrogHoOCTN 1 po6acTHOCTN.

Strategic Management and Corporate Governance 9

CTpykTypHas cbanaHCcMpoBaHHOCTb BbIGOPKM OLLEeHU-
BaJslaCb Yepe3 oTpac/ieBoe pacrnpepeneHve HabnoaeHNin
N HAEKC XepdunHaansa — XupwmaHa:

HHI=Y} _ 1 sp2 (10)

rae s, — gona otpaciu h B Bblbopke.

PacueTtbl mokasanu, 4To Ha 26 nNpeanpuATUAX, pac-
npegeneHHblX No 12 oTpacneBbiM CermeHTaMm, 3HaueHue
MHAEKCa KOHUeHTpauun coctaensaet HHI = 0,121, a 3¢-
bekTBHOE uncno otpacnein paBHO Neg = 1/HHI = 8,24.
MonyyeHHble 3HaUEHUA CBUAETENBCTBYIOT 06 OTCYTCTBUN
KPUTUYECKOWN OTPAC/IEBON KOHLEHTPAUUM U NOATBEPX-
[aloT NPUeMNEMYI0 MEXOTPacnieBylo AvBepcuduKaumio
BbIOOPKM.

Janee 6bl1a NpoBefieHa OLEHKa ON1caTeSIbHON CTaTuh-
CTVIKM NO KJIIOYEBbIM NepeMeHHbIM (Tabn. 4).

B KauecTBe UHTErpasbHON XapakTepuCTUKN NPOM3BO-
OUTENBHOCTM MCNONb30BaNoCh CpefaHee HOPMUPOBaAH-
HOe 3HaueHve X; no nepuoay 2020-2024 rr. ina Kaxaon
nepemMeHHON PaccunTbIBaNNCh CpefiHee 3HaYeHre W, me-
AvaHa Med(w), cTaHgapTHOE OTKJIOHEHUE S, KO3dpduuu-
eHT Bapuaunmn CV,, 1 MeXKBapTWIbHbIN pa3max QR

Tabnuya 3 - HopmuposaHHble 3Ha4YeHUA NnepeMeHHbIX X, y U Z
Table 3 - Normalized values of the variables x, y and z

X
KpaTkoe HaumeHoBaHue npeanNpuATUA 2024 2023 2022 2021 5020 y z

3A0 «Yebokcapckoe npegnpustue ,CECMESTb"» 0,39 0,21 0,15 0,13 0,17 0,52 0,16
AO «3aBOAOYKOBCKMI MalL3aBOA» 0,43 0,68 0,56 0,19 0,25 0,52 0,16
OAO «TM3 nm. B.B. Boposckoro» 0,12 0,11 0,14 0,14 0,10 0,47 0,06
000 «MK, TEXH3IKC"» 1,00 0,96 0,94 0,67 0,59 0,47 0,07
000 «LIM3» 0,88 0,81 0,43 0,19 0,16 0,48 0,30
000 «JleMa3» 0,14 0,12 0,10 0,10 0,09 0,48 0,13
AO «AM3,,BEHTTIPOM"» 0,56 0,31 0,39 0,37 0,49 0,48 0,35
00O «yLWIKMHCKNI MaLLMHOCTPOUTENbHbIN 3aBOAY» 0,42 0,51 0,71 1,00 0,24 0,39 0,93
000 «CMELSHEPTOMALL» 0,00 0,27 0,07 0,01 0,00 0,39 0,18
000 «K3,3KCMEPT-KABEJ1b"» 0,38 0,26 0,23 0,17 0,03 0,52 0,27
AO «MaLlNHOCTPOUTENbHBIN XONAUHT» 0,52 1,00 0,47 0,24 0,20 0,54 0,52
AO «<AM3» 0,00 0,10 0,02 0,02 0,00 0,54 0,52
AO «Konernckunit mawwsaBog» 0,43 0,31 0,16 0,11 0,15 0,54 0,52
OAO «AHxepomalLu» 0,80 0,67 0,58 0,43 0,47 0,54 0,52
MAO «MocTounermatu» 0,37 0,38 0,39 0,28 0,26 0,53 0,00
000 «Anmas YgobpeHusa» 0,00 0,00 0,55 0,24 0,05 0,47 0,26
000 «APM3» 0,16 0,17 0,06 0,07 0,03 0,47 0,76
000 «TEXHO TIOBb» 0,47 0,70 1,00 1,00 0,54 0,46 0,43
000 «CM3» 0,57 1,00 0,35 0,15 0,15 0,46 043
AO «CMC3» 0,15 0,17 0,20 0,15 0,08 0,46 0,43
AO «<OM3» 1,00 0,46 0,48 0,28 0,20 0,46 0,43
000 «MK YM3» 0,56 0,61 0,12 0,09 0,06 0,46 0,78
000 «OM3» 0,16 0,14 0,12 0,07 0,02 0,46 0,78
OAO «K3M3» 0,18 0,18 0,09 0,06 0,20 0,49 0,39
000 «Pycannpom, C33» 0,00 0,05 0,05 0,00 0,01 0,49 0,38
AO N1 QNH» 0,48 0,47 0,42 0,19 0,22 0,49 0,38

UPRAVLENETS/THE MANAGER 2026. Vol. 17. No. 4
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Tabnuua 4 - OnucamenbHAA CMAMUCMUKA K/1H04eBbIX NepemeHHbIX
Table 4 - Descriptive statistics for key variables

CraHpapTHoe .
lMoka3aTenb n CpepHee | MegnaHa OTKNOHEHNE cv Qo,25 Qo,75 IQR Min Max
Xj 26 0,313 0,263 0,221 0,708 0,129 0,473 0,345 0,020 0,831
Yj 26 0,485 0,481 0,040 0,083 0,464 0,521 0,057 0,393 0,544
z; 26 0,390 0,385 0,240 0,617 0,203 0,524 0,321 0,000 0,932
- 1 n 74 Wi — M w
= 50w, (11 , = 06745~ Med(w)) (16)
n MAD(w)
1 n
Sy = B — — W‘ - W 2 1 2
" n 2j= (wj-w)2, (12) roe Med(w) — megnaHa, a MAD(w) — meguaHHoe abconioT-

(13)

IQRy, = Qq,75 (W) — Qo,25 (W). (14)

Pe3ynbTaTbl NOKa3blBatoT, UTO BbI6OpKa 0bnafjaeT Bbl-
COKOWN BapUaTUBHOCTbIO MO CpefHen HOPMMPOBAHHOM
npowvssogutenbHoctn (CV = 0,708) n oTpacneBomy Tex-
Honornyeckomy KoHtekcty (CV = 0,617). Ona uHpekca
WHTENNEKTYanbHON ynpaBfieHYeCKON cpedbl BapuaTuBs-
HOCTb cyulecTtBeHHO HuKe (CV = 0,083), uto yKasbiBaeT
Ha Gonee crnaxeHHoe pacnpeneneHne 3Toi NepemMeH-
HOW B MMeloLLLeMCA MaccBe AaHHbIX.

[1nA BbIABNIEHNA SKCTPeManbHbIX HabnogeHwi (Tabn. 5)
NCMONb30BaH MEXKBaPTUbHbIN KpuTepuin Toloku:

1,5 1,5
Wj<Q0,25_QT nm Wj>Qo,75+QR ,

w w

(15)

a Takxe p06aCTHbIe CTaHAAPTU30BaHHbIE OTKJTOHEHUA:

HOe OTKJIOHeHWe.

PacueTbl NokasblBaloT OTCYTCTBME BbIOPOCOB MO KPM-
Teputo TblOKM ANA BCEX TPeX nepemeHHbIX. Makcmmanb-
Hble aGCONIOTHbIE 3HAYeHNA POBACTHBLIX OTKIIOHEHUI CO-
ctaBnsioT 2,400 ans x;, 3,492 ana y; n 2,647 pna zj, 7o ectb
He AOCTUralT KpuTuueckoro yposHA. CriefoBaTenbHo,
SMMUPUYECKUA MACCMB HEe COAEPXUT aHOMAJIbHbIX Ha-
65110aeHNIA, CNOCOOHBIX AedopmMMpoBaTb 6a3oBble Mapa-
MeTpbl Mofenu.

PobacTHOCTb BbIOOPOYHOW KOHCTPYKLMU AOMNOHM-
TeNbHO OLeHMBaNacb C MOMOLLbIO MpoLenypbl, Npeano-
narawouleln nocsiefoBaTenbHOe UCKNIOUEHNE KaX4oro Ha-
65110aeHUA 13 BbIOOPKM (TAb. 6).

V3meHeHWe cpefHero 3HauYeHUa GUKCUPOBANOCh Kak

Am=w - w(-m). (17)

MakcMmanbHoe M3MeHeHMe CpefHero COoCTaBWio

0,021 ansa x;, 0,004 ana y;n 0,022 ana z;. [ins gononHUTENb-

Tabnuya 5 - JuazHocmuka 8bi6pocos
Table 5 - Outlier detection

HwxHAA rpaHuua | BepxHAA rpaHuua Yucno .
flokasatens Qozs Qo7 IQr TbloKKn TbloKKn Bbl6pocoB =R
Xj 0,129 0,473 0,345 -0,389 0,990 0 2,400
Y 0,464 0,521 0,057 0,379 0,607 0 3,492
Z 0,203 0,524 0,321 -0,279 1,006 0 2,647
Tabnuya 6 - [lpogepka pobacmHocmu 8bI60POYHbIX XaPAKMepucmuk
Table 6 — Robustness testing of sample characteristics
Mokasatenb | Ba3oBoe cpenHee |95 % bootstrap Cl, HUXKHAA rpaHuua | 95 % bootstrap Cl, BepxHAs rpaHuua max |Am|
Xj 0,313 0,233 0,400 0,021
Y 0,485 0,469 0,500 0,004
Z 0,390 0,301 0,482 0,022
Tabnuya 7 - PaznoxeHue oucnepcuu no ompacieeomy NpusHaKky
Table 7 - Variance decomposition by industry
MokasaTenb O6uasn MexoTpacneBas BHyTpuotpacneBaa | [lona mexotpacnesoii | [lona BHyTpuoTpaciesomn
auncnepcns auncnepcus aucnepcus auncnepcun auncnepcun
X 0,0472 0,0191 0,0281 0,404 0,596
Yi 0,0016 0,0016 0,0000 1,000 0,000
zZ; 0,0556 0,0326 0,0230 0,586 0414




HOWM npoBepKku 6bln paccumtaHbl 95 %-Hble bootstrap-
WHTEepBasbl CPefHUX 3HaUYeHnn Ha ocHose 20 000 nosTOp-
HbIX Bbl6OPOK. MonyyeHHble pe3ynbTaThl MOATBEPXKAAIOT,
YTO LeHTpasbHble XapaKTePUCTUKMA MacCMBa He 3aBUCAT
OT €OWHMWYHbIX HAbNoAeHUn 1 obnagaloT NpPUEMSIEMON
YCTONYNBOCTbIO.

Ocoboe 3HaueHMe uMeNa MNPOBEPKA CTPYKTYPHOI
npupoabl Bapraumm nepemMeHHbIx (tabn. 7).

[na 3Toro ncnonb3oBanocb AUCMEPCUOHHOE Passo-
XeHue:

Var (w) = Varpetween (W) + Varyithin (W), (18)

roe Varpetween (W) XapaKTepm3yeT MeXOTpacsieByld KOM-
MOHEHTY Bapuauunu, a Varyitin (W) — BHYTPUOTpaACNEBYIO.
AnAa x; nona mexotpacneso Bapvaumny coctasuna 0,404,
a BHyTpooTpacneson - 0,596. [ina z; cooteetcTBylOWME
3HayeHuA pasHbl 0,586 1 0,414. [InA y; NpakTYeckn BCA
JUCMepcus MMeeT MeXoTpac/ieByio NPUpPoAy:

Varyitin (y) -

Varpetween (y)/Var (y) = 1,000, Var (y)

0. (19)

Takol pe3ynbraT O3HauaeT, uTo B TeKyLleil KOHUry-
paLMn AaHHbIX NepeMeHHan y; OTpaXaeT Mpexae BCero
oTpacnesoii npodunb LUGPOBM3aLMN YPaBIEHUYECKUX
MPOLIeCCOB, a He NHAMBUAYaNIbHYIO BapUMATUBHOCTb KaX-
poro npeanpuAtiA. CnepgosaTenbHO, MpW  WMHTepnpe-
TauMm MOAeNU AaHHbIN noKasaTenb LenecoobpasHo
TPaKTOBaTb KaK KBAa3MOTPAC/EBYIO XapaKTepUCTUKY WH-
TeNneKTyanbHOW ynpasneH4Yeckom cpebl.

JononHuTenbHO MpoBepeHa MapHasa CBA3b MeXAy
K/TI0YeBbIMM MepeMeHHbIMM Ha arpernpoBaHHOM YPOBHe
(tabn. 8).

Tabnuua 8 - Mampuuya napHeix ko3gguyueHmos
Koppenayuu [lupcoHa
Table 8 - A matrix of Pearson’s pairwise correlation coefficients

Mokasartenb X Vi zj
X 1,000 -0,031 0,003
Y -0,031 1,000 -0,205
Zj 0,003 -0,205 1,000

KoppenAumoHHbIn aHanM3 nokasan, 4Tto CpepHAn
NPOW3BOAUTENBHOCTb MPAKTUYECKN He Koppenupyet
HU C Y}, HY C Zj, @ CBA3b MEXAY Yj U Z; uMeeT ciabblii oTpu-
uaTenbHbIN XapakTep. CnegoBaTeNibHO, HECMOTPA Ha OT-
pacnesylo NpMpoay NepemeHHON yj, ee 1CNonb3oBaHne
He CO3aeT HenocpeaCcTBEHHOrO 3PpdeKTa AybnMpoBaHMA
OTPaC/IEBOro TEXHONIOMMYECKOrO KOHTEKCTa.

B COBOKYMHOCTU MpOBefeHHble pacyeTbl MOLTBEPX-
[Al0T aHANIMTUYECKYID COCTOATENbHOCTb CHOPMUPOBaAH-
HOI BbIGOPKN.

PE3YJIbTATbl UCCNNEAOBAHUA U OBCYXAEHUE
Pe3ynbTraTom oueHKu 6a3oBol cneuyudmKalmm cTano cie-
pyloliee ypaBHeHue:

g=-4,184 + 0,987x;_1 + 6,480y + 0,300z. (20)

Strategic Management and Corporate Governance

MonyuyeHHble KO3GOULMEHTLI NO3BONAIOT CAENaTb He-
CKOMbKO cofiepKaTeSlbHO 3HauMMbIX BbIBOLOB. [onoxm-
TenbHOe 3HaYeHne Ko3pdULMEHTa NPU ¥ YKa3blBAET Ha TO,
UTO MO Mepe Pa3BUTUA WHTENNIEKTYaNbHON ynpaBneHye-
CKOW cpefbl Temnbl W3MEHEHUA MPOU3BOAUTENBHOCTM
Bo3pacTaloT. [1py 3Tom BennymHa oueHkn a = 6,480 cyLue-
CTBEHHO NPEeBOCXOAUT KOIOPULMEHT NpU OTPACIeBOM
KoHTekcTe B = 0,300, 4TO CBUAETENLCTBYET O AOMUHUPO-
BaHMM yrpaB/ieHYeCcKoro Gpaktopa Haj BHeLIHeN TeXHO-
nornyeckomn cpefon. B TepmuHax nccnegosaTtenbCKux ru-
noTe3 3TO 03HayaeT, uTo runoTesa H1, npeanonaratowan
NONOXNUTENBHOE BANAHUE UHTENNEKTYANIbHOW yrpaBieH-
yeckol cpefbl Ha AVHAMUKY NPOU3BOAMTENIBHOCTY, MOJTY-
YaeT IMNUPUYECKYO NoaaepPKKY B 6a3oBon cneyundumka-
uun. fTunotesa H2, cBA3biBaloWaa pocT NpousBoanTeNb-
HOCTU C MHAYCTPUANbHbIM KOHTeKCTOM WHgycTpum 6.0,
TaKkXe rMosiyyaeT NOATBEPXKAEHME, OAHAKO Cuna 3TOro
spdekTa 3ameTHO Hmxe. CriefoBaTeNbHO, NHAYCTPUAsb-
HaA cpefa BbICTYMAET B KaUeCTBE NOLAEPKMBAIOLLETO, HO
He onpegenatoLero dpakTopa.

Hanbonee BaxHbI pe3ynbraT 6a30BOM MOAENMN CBA-
3aH C MHTepnpeTaumnen koadpduuneHTa npu x; _1. Monoxu-
TenbHoe 3HauyeHue oueHkn 0,987 o3HauaeT, UTO Ha pac-
CMaTpMBaeMoOM MHTepBane 6osee BbICOKNIN AOCTUMHYTbIN
YypOBEHb MPOMN3BOAUTENBHOCTM acCOLMUPOBaH C bonee
BbICOKMMU TEMMaMU ee MOC/eayoWero 13MeHeHus.
B ncxopgHonm norvke runotesbl H3 npegnonaranocb Ha-
nnune 3¢pdeKTa HacblLEeHMs, TO eCTb 3amefieHne pocTa
Ha BbICOKMX YPOBHAX pe3ynbtatBHOCTUA. OfHaKo B Nin-
HeHoN cneunduKauum Takon 3¢pdeKT He HabnogaeTca.
HanpoTuB, BbiIABNAETCA UHEPUUOHHbIA WUAN KYMYNATUB-
HbI XapaKTep ANHAMUKK, MPU KOTOPOM Y»Ke fOCTUTrHYyTas
3¢ PeKTMBHOCTb CO3AaeT NPEeANnoCchbIKM AN ee AasbHei-
Lero HapalmBaHusa. B cBasn ¢ 3Tum runotesa H3 B 6a3o-
BOV MOJENN He MOATBEPXKIAETCA, UTO, OfHAKO, HE OMpPO-
Bepraet camy Maelo HeNMUHENHOCTL, a CKOpee yKa3blBaeT
Ha Heob6XoAMMOCTb ee boee CIoXKHOW cneunduKalmnu.

ViIMeHHO no3TOMy oOLeHeHa pacWMpPEHHAs MO-
Jenb C y4yeTOM B3aMMOZENCTBMA WHTeNeKTyalbHOM
ynpaBneHYecKon cpebl 1 OTPaC/IEBOrO KOHTEKCTa:

g=-17,253 + 0,958x;_1 + 34,067y +

+ 28,437z - 60,206(y 2). (21)

Jna noBblleHVA NPO3pPaYHOCT UHTepnpeTaumm OT-
MeTMM, yTo 6a3oBas U pacluMpeHHas creundurkaumm
B HACTOALEM MWCCNefoBaHMN WCMOMb3YIOTCA MpPenmy-
LLeCTBEHHO B aHANUTUKO-MHTEPMNPETALMOHHON JIOTUKeE.
OrpaHuYeHHbIn 06bem BbIOOPKM, KBA3MOTPACNEBON Xa-
paKkTep NepemeHHON ¥ 1 BKIOYEHNE MHTEPAKLUOHHOIO
ufeHa B PacCLUMPEHHYI0 MOAENb He MO3BOJMAIT TPaKTO-
BaTb MOJyuyeHHble KOIGPULUMEHTbI Kak OKOHUaTeNibHble
napameTpbl reHepasnbHON COBOKYMHOCTW. B €BA3N € 3TnM
aKUEeHT cflenaH He Ha MPOrHO3HOW cune perpeccuu,
a Ha HanpaBfIeHUWN BbIABAEHHbIX CBA3EN, CPABHUTENbHOM
ponu yrnpaBneHYeckoro n TeXHONOrMYECKOro KOHTYPOB,
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a Takxe Ha nocnegytoLen MaTpUUYHOM N TPaeKTOPHOW UH-
TepnpeTaunm pesynbraTos.

BBegeHve MHTEPaKUMOHHOIO YfeHa pPacluvpuno WH-
TepnpeTaLoHHble BO3MOMXHOCTU MOAENW 1 NO3BONMIIO
nepenTn OT OLEHKU U30NIMPOBAHHOIO AencTeus ¢dakTo-
POB K aHanm3y ux coBMecTHoro s¢dekTa. Koapduumen-
Tbl MPY ¥ U Z B PaCLlUMPEHHON cneundurKaLmm coXpaHaoT
NONOKUTENbHBIN 3HAK, UTO COrNacyeTca C TeopeTUUYecKon
norukon runotes H1 n H2. Bmecte ¢ Tem ¢ yuetom orpa-
HMYeHHoro obbema BbIOOPKM AaHHble pe3ynbtaTbl Che-
JyeT TPaKToBaTb KaK aHanMTMyeckoe NoATBepXAaeHune
HanpaBneHNa CBA3N, @ He KakK OKOHYaTENbHY SKOHOME-
TprYeckyto BepudprKaLmio NPUUNHHOIO BAMAHNA. B T0 e
BpEeMSA KNIOUYEBOW pe3ynbTaT CBA3aH C OTpULATENbHbIM KO-
adPuumeHTom B3anmogencTema y = -60,206. Ero cogep-
XaTe/bHbIN CMbICAT COCTOWT B TOM, YTO OHOBPEMEHHOe
N Ype3MepHO MHTEHCMBHOE HapalluBaHWe ynpasiieHye-
CKOW MHTENNIEKTYaNn3aumm 1 TEXHONOrMYEeCKOro KOHTEK-
CTa He MPUBOAUT K BECKOHEYHOMY YCKOPEHMID POCTa, a,
HaMpOTUB, MOXET CHMXaTb TEMIMbl U3MEHEHNA NPOUN3BO-
AUTeNbHOCTMW. Tem camMbIM paclUMpeHHas Moaesb BbiABSA-
€T AOMOJIHUTESNIbHBIA HENIMHENHbIN 3PEKT COBMECTHOrO
aencTBuA GakTopoB, MPOABAAIWUIACS B OpraHu3auun-
OHHO-TEXHONornyeckom neperpyske. MNpu 3Tom runote-
3a H3, cBA3aHHaA ¢ BO3MOXHbIM 3PEeKTOM HacblleHWs
Mo JOCTUrHYTOMY YPOBHIO MPOV3BOAUTENBHOCTY, B 6a30-
BOW CcreumdrKaLnm He NoAYyUMa NOLTBEPKAEHNS.

[na 6bonee CTporoin MHTeprpeTaunMn pPacliMpeHHON
mogenu 6bian NoJsTyYeHbl YacTHblE MPOK3BOAHbIE MO KAio-
yeBbIM GaKTOpaM:

/3 sToro cnepyert, uto NpeaenbHbIl SPEKT ynpasneH-
YecKkomn cpefbl OCTaeTca NONoOXMTeNbHbIM Npn Z < 0,566,
a npepenbHbil 3GGEKT OTPACNeBOro KOHTEKCTa Mpu
y<0472.

CnepoBaTenbHO, MaKCUManbHasa [AMHaMMKa Mpous-
BOAMTENbHOCTM JOCTUraeTCA He B TOUKE MaKCMMU3aLum
Kaxoro 13 ¢akTopoB No OTAENbHOCTM, @ B 30HE MX COrMa-
COBaHHOro coyetaHusa. C TeopeTUYeCckon TOUKM 3peHuna
3TO O3HauaeTt, 4yto B noruke MHpgyctpum 6.0 KnoyeBbiM
YC/IOBMEM POCTa BbICTYNAaeT He SKCTEHCUBHOE Hapaliu-
BaHVEe LUQPOBbIX N UHTENNEKTYANIbHBIX XapaKTEPUCTHIK,
a X CTPYKTYpHbIN H6anaHc. IMeHHO 3TOT pesynbraT obe-
crneymBaeT MatemMatuyeckoe obocHoBaHue wupgeun AlST-
6anaHca I.b. KneHepa [2023; 2022] 1 nepeBoaAnUT UHTEp-
npeTauuio MOAENU K3 MNOCKOCTM NPOCTON perpeccumn
B NNOCKOCTb CTPATErMYECKOro COrnacoBaHna GpakTopos.

MonyuyeHHble pe3ynbTaThl COMMACyTCA C WUCCNeRo-
BaHMAMY, B KOTOPbIX MPOU3BOAUTENIBHOCTb MPOMbILL-
NEHHOro NpeanpuATAA TPaKTYeTCA KaK pe3ynbraT He
TONIbKO TEXHONOrMYecKoro 06HOBNEHNS, HO U OpraHu3a-
LIMOHHO-YMPaBNIEHYECKON CMOCOBHOCTU K KOOPAMHaLMK
pecypcoB, AaHHbIX 1 peleHui. B otnmune ot nogxonos,
penyuunpylowmnx umdposyto TpaHchopMaLmio K TEXHONO-
rMYeCcKoOMy OCHaLLeHMIo, NpefCcTaBNeHHana Mofesb NokKa-
3blBaeT 3HAUMMOCTb YMPABAEHUYECKOW MHTerpaummn umo-
POBbIX U UHTENNEKTYaNbHbIX PELIEHWIA.

Cnepytowmin 6GNOK pe3ynbTaToB CBA3AH C MAaTPUYHbBIM
npeacTaBneHMem nonoxeHua npegnpuatnin. Ona nepe-
X04a K TMMONorn3aumm NpocTPaHCTBO COCTOAHMM 6biNo
OUCKPETU3MPOBaHO MO ABYM KOOPAWHATaM: MHTErpasb-

9g

—=34,067 - 60,206z, —
oy 0z

9g

= 28,437 - 60,206y.

(22)

HOMY YPOBHIO MPOU3BOACTBEHHOW Pe3y/bTaTUBHOCTL X;
11 YPOBHIO UHTENNEKTYASIbHOW YNPaBIeHYECKOW cpefpl V;.
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Fig. 2. A matrix of the industrial enterprises’ strategic states on the “overall level of production performance -
intelligent management environment” axis




B KauecTBe NOPOroBbIX 3HaUYEHUI NCMONb30BANNCh KBAaH-
Tnm Q0,33 1 QO0,66.

Ha 3Toin ocHoBe 6blfla MOCTpPoeHa matpuua 3x3, oT-
paxalolasa AeBATb TUMOB CTPATErMUYeCKOro NooXKeHus
NpeanpuATUA B KOOPAMHATaX «MHTErpasbHbli YPOBEHb
NPOW3BOACTBEHHOW Pe3yNbTaTUBHOCTM — YPOBEHb UHTEN-
NeKTyanbHOW ynpaBneHYeckon cpefbl» (puc. 2).

PacueTr KoopguHaT npeanpuATUA B NPOCTPaHCTBE
MaTpuUUbl CTpaTermyecknx COCTOAHWMI TOKa3an KOH-
LeHTpauuio HabnloaeHn B 30HaX ynpaBneHYeckn nog-
LEPXKMBAEMOrO POCTa, HEeyCTonumBoW 3$PeKTUBHOCTH
MU ONTUMaNbHOro pasBuTWA. Bmecte ¢ Tem 3HauuTenb-
HaA YacTb NPeanpUATMIA HAXoJATCA B CTarHaLMOHHbIX
N MeperpyeHHbIX COCTOAHWAX, YTO MOATBEPXKAAeT He-
OHOPOJHOCTb MCCNeflyeMOo COBOKYMHOCTU M Hanmnune
pa3HOHanpaB/eHHbIX PEXMMOB COracoBaHNUA MNPOK3-
BOACTBEHHOW pPEe3YyNbTaTUBHOCTU W WHTENNEKTYanbHON
yrpaBfieHYeckon cpefbl. KBaHTWAbHOE MO3ULMOHMPOBA-
HVe MO3BOMIWIO SMMMPUYECKN UAEHTUOULMPOBATL BCe
[eBATb TUMOB CTPATErmyecknx COCTOAHWUW, Npegycmo-
TPEHHbIX aBTOPCKOW MaTpULEN.

KoopawnHaTtbl npegnpuatnin n Nx NO3nMLMOHNPOBaHNe
Mo 30HaM MaTpULbl PACCUUTLIBAOTCA MPU CNeayoLWmx
noporoB.bix 3HaveHuax: Qu33 (x) = 0,155, Qpee (X) = 0,422,
Qo33 (y) = 0,466, Qoes (v) = 0,487. MpaBnno oTHeceHWA
K YpoBHAM 3agaetca Tak: X < 0,155 — HM3KUN ypOBEHb;
0,155 < x < 0,422 - cpegHuI ypoBeHb; X = 0,422 — BbICO-
KU ypoBeHb; y < 0,466 — HU3KMIN YpoBeHb; 0,466 < y <
0,487 — cpenHUn ypoBeHb; y = 0, 487 — BbICOKNIN YPOBEHb.

Strategic Management and Corporate Governance

Ha puc. 3 oTpaxeHO pa3meLleHune Bcex 26 NpOMbiLL-
NEHHbIX NPeanpUATUN NO AEBATU 30HAM MaTpuULbl CTpa-
TEern4yeckmnx COCTOAHWUMN.

Cratnyeckoe MaTpU4yHOE NMNO3ULUNOHUPOBAaHNE JOMNON-
HEHO aHaNM30M TPAEKTOPUN NepemelleHusa npeanpus-
TN MeXay AYernkamm maTpuupl. na aToro ncnosnb3osaH
nokasaTesfib Temna n3mMeHeHuNA NPON3BOAUTENIbHOCTI:

g (t):|n< X; (t) + 0,001 ) (23)

x; (t =1) + 0,001

MonoxwuTenbHble 3HadyeHua g; (f) MHTepnpeTMpPoBa-
NNCb KaK ABWXEHWe B HanpasfieHUn Gosiee BbICOKOro
YPOBHA pe3ynbTaTUBHOCTYW, OTpULATENbHbIE — KaK CMe-
LeHMe K 6oree HA3KOMY YPOBHIO.

lanbHenwee pa3BuTne METOAMKN CBA3aHO C BBege-
HVEeM MOKa3aTena CKOPOCTU N3MEHEHWA NPOV3BOAMTENb-
HOCTW:

v (t) = lg; (B). (24)

Ha ero ocHoBe 6binu paccumTaHbl WHTErpasbHble
XapaKTeEPUCTUKN HaMpaBiieHNA U WHTEHCUBHOCTU AWHa-
MUIKM:

1 1
D= 7 Xegi 0, V= T Zilg; 0, (25)

roe T - YACNO MeXneproHbIX MEPEXON0B B aHaNn3mpye-
MOM BPEMEHHOM MHTepBarse.
Torga KOOpAMHaTbl AUHAMMYECKOM KapTbl 3a4aloTcA

dopmynoii:

3oHa Z6. YnpasneH4yecku noddepxusdembili

3 pocm 3oHa Z9. 3oHa onmumaneHoz20 pas-
g 30Ha Z3. YnpasieHeckas nepezpy3ka + 3A0 «Yebokcapckoe npegnpuaTtne | sumusa
~ § . AO «AiVBf(O 028: 0,544); peepy »CECIEJIb“» (0,210; 0,521); + AO «3aBOJOYKOBCKMIN MaLL3aBoa»
28 - OAO «K9M3»’ © 1'44. 0 45’37). « 000 «K3 ,3KCMEPT-KABENb"» (0,211;| (0,422;0,521);
o & . 000 <PyCHAN c,>M C13_;>» © 2)20'0487) 0,523); + AO «MalnHOCTPOUTESIbHbIN XOJI-
(% y pom, e « AO «Konenckun mawzasog» (0,229; 0,544); | nawHr» (0,487; 0,544);
= « MAO «MocTounermaw» (0,337; 0,526); + OAO «AHxepomalw» (0,587; 0,544)
S « AO «9N1NH» (0,356; 0,487)
C
;‘ &5 | 3oHa Z2. HepeanusoeaHHell ynpassiex- 30oHa Z8. CbanaHcuposaHHwili pocm
S ‘ot yeckull nomeHyuasn - 000 «MK ,TEXH3KC"» (0,831;
rg Il |+ OAO «TM3 wum. B.B. Boposckoro» | 3oHa Z5. 3o0Ha adanmueHo20 pazeumus 0,469);
S (0,123;0,472); « 000 «Anmas YnobpeHrus» (0,171; 0,466) « 000 «LUM3» (0,495; 0,481);
)

« 000 «JleMa3» (0,110; 0,481);
« 000 «APM3» (0,097; 0,466)

Qo6 ()

« AO «AM3 ,BEHTIMPOM"“» (0,423;
0,481)

3oHa Z1. 3oHa cmpykmypHoU cmazHa-

YpOBEHb Pa3BUTUS MHTENNEKTYANIbHO

3oHa Z7. Heycmolivugo 3¢pgpexkmus-

§ uuu 7%%??&&112?:% MaLIMHOCTPO-
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Huskud CpedHuti Boicokuti

WHTerpanbHbIi ypoBeHb NPOM3BOACTBEHHON Pe3yNbTaTUBHOCTY MPOMBILLIIEHHOTO NPeanpuaTus

Puc. 3. lMo3uyuoHuposaHue npombiuwisIeHHbIX npednpuamuli 8bI60pKU 8 Mampuye cmpamezuyeckux cocmosaHul

Fig. 3. Positioning the industrial enterprises sampled in the matrix of strategic states
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Ri=(D; y)). (26)

Mokasatenb V; npu Takon KOHCTPYKLWK He yTpauneaeT
aHaNUTUYeCKoW GYHKLMK, @ UCNOMb3YeTCA KaK napameTp
WHTEHCUBHOCTW BHYTPU MaTpULibl.

lNepemeHHas y; COXpaHAeT TPEXYPOBHEBYIO ANCKPETH-
3aumio no KBaHTUNAM Qo 33 1 Qo ee, Y?KE MCNONb30BaHHYO
B Nepsow matpuue. [lepemeHHan D; Takxe nepesoauTcs
B TPeXypOBHEBYI0 LWKany. B aTom cnyyae HWXHWMI gnana-
30H MHTEPNPETUPYETCA KaK HebnaronpuaTHasA ANHAMIKa,
CpeOHWi — Kak KBa3ncTabunbHas unm cf1abo BblpakeHHas
AVIHaMVMKa, BEPXHUI — KaK BOCXOAAWAA AvHamuKa: D; <
Qo,33(D) - pexum ocnabneHHoi auHammnkm, Qg 33(D) < D; <
Qo66(D) — cTabunnzaumoHHbIn pexum, D; > Qg e6(D) — BOC-
XOQAWNN pexum. B Takom BapuaHTe gUHamuyeckasa Kap-
Ta MOXeT OblTb MHTEPMPETMPOBaHa Yepes LeBATb TUMOB
pexnmoB (puc. 4).

CBA3b AMHAMMYECKON MaTpULbl PEXUMOB C MaTpu-
uen cTpaternyecknx COCTOAHMI 3afJaeTcA yepes Tumno-
Bble TpaeKTopun ABWXKeHWA npeanpuatuid. Mpu obem
napameTpe - YPOBHE pPa3BUTUA WHTENIEKTYaNIbHON
ynpas/ieHYecKon cpefibl — ANMHAMUYECKNE PEXMMbl UH-
TePNpPeTUpPYIOTCA Kak HanpaB/ieHHOE NepemMeLLeHne BHY-
TPU COOTBETCTBYIOLEN CTPOKM CTpaTernyeckom MaTpuubl:
BOCXOJALLME OTPaXatoT POCT NPON3BOACTBEHHON pe3yb-

TaTUBHOCTW, HEONArOMPUATHbBIE — ee CHUXKEHWE, CTabunu-
3aLMOHHbIE — yaepKaHWe B LLleHTPasIbHOW 30He.

[na pacnpegeneHnsa NPOMbILEHHbIX NPeanpPUATUN
No AMHAMUYECKOW KapTe MCNONb30BaHbl Cefytowme no-
pOroBble 3Ha4YeHNA.

[na ypoBHA WHTENNeKTyanbHON YMpaBieHYeCcKkon
cpepbl: Qp33(y) = 0,466, Qoesly) = 0,487. [na Hanpasne-
HWA AMHaMUKKM npoussoguTenbHocTh: Qop33(D) = 0,092,
Qo66(D) = 0,220. Torga npaBunO Knaccupmkaumm nmeet
BuA: y < 0,466 — HU3KNN ypoBeHb, 0,466 <y < 0,487 —cpen-
HWUI YpOBeHb, ¥ = 0,487 — BbICOKUI ypoBeHb, D < 0,092 -
pexunm ocnlabneHHomn anHamumkm, 0,092 < D < 0,220 - cTa-
OUNN3aLNOHHBIN pexim, D = 0,220 — BOCXOAALNIA PEXUM.
Ha puc. 5 npegcraBneHo No3vUMOHMPOBaHME BCeX 26
npeanpuATMIA Ha AUHAMUYECKON KapTe.

ConocTaBneHme puc. 3 u puc. 5 NOKasbIBaeT, YTo CTa-
TUYeCKN 6nU3KMe MO MAaTPUYHOMY MOSIOMKEHMIO NPeanpu-
ATNA MOTYT CYLLECTBEHHO Pa3/NyaTbCA MO HanpaBNeHWIO
N CKOPOCTN ABWXeHUA. /IMEHHO B 3TOM COCTOUT MPWH-
LUunuanbHaa aHanUTUYecKas LLEeHHOCTb AMHAMUYECKOrO
6noka pesynstatos. Hanpumep, AO «MawmHocTpounTesb-
HbIn xonamHr» n OAO «AHXepomall» CXOAHbl MO CTaTu-
YECKOMY MOJIOKEHMNIO B 30HE OMTUMANbHOro Pa3BMTMA,
O[lHaKO NepBOe npegnpusaTMe AeMOHCTpupyeT 6Gonee
BbICOKYI0 UHTEHCMBHOCTb ABWXKEHWA, TOrAa Kak BTOpoe

n ynpasneH4YecKon cpepbl

ypOBEH b Pa3BUTUA NHTENNEKTYaIbHO

Boicokuti

CpedHuti

Huszkut

KeaHTunb Qo 66

KeaHTunb Qo33

Pexxum 3. Hucxooawas ynpasneHue-
cKaA nepezpyska: Z9 — 26 — Z3.

Mpwy BbICOKOM YPOBHE UHTENNeKTyanu-
3aUuK YyNpaBieHnsa CHUXATCA TeMMbI
NPOW3BOAUTENBHOCTU, YTO NepeBoanT
npeanpuaTMe ©3 OMNTUMANbHOrO CO-
CTOSIHUA B NeperpyXeHHoe.

LleneBoi BekTOp: Z3 = Z6 - Z9

Pexxum 6. JlameHmHell ynpasneHye-
cKuli nomeHyuan:

73 & 76 < 79, ueHTp TAxecTn B Z6.
Mpy BbICOKOM YpPOBHE YyMpaBeH-
YecKkon 3penoctTu npeanpuaTMe He
IEeMOHCTPUPYET BbIPaXKEHHOTO YCKO-
peHua N y[aepXuBaeTCcs B pexume
YacTUYHON peanu3aunn NMeroLerocs
noTeHymana.

LleneBoi BekTOp: Z6 = Z9

Pexxum 9. CéanaHcupo8aHHoe yckopeH-
Hoe pazsumue: Z3 = 76 — Z9.

BblCOKMI YpOBEHb WHTENNEKTYyanbHON
ynpaBneH4Yeckoli cpefdbl KOHBEPTU-
pyeTca B HapacTalollylo pe3ynbraTus-
HOCTb; NPeAnpuATNe ABUXKETCA K 30He
OMNTUMaNbHOrO Pa3BUTUA.

Llenb: ynep»aHve B Z9

Pexum 2. Heycmotivugaa adanmauyus:
8 - 75> Z72.

YMepeHHO pa3BuTas yrnpaBneHuyecKkas
cpepa yXKe He yaepKmMBaeT Npoun3Boa-
CTBEHHYIO [MHaMUKKY, npefnpuatue
nepexogut ot cbanaHCMPOBAHHOIO
POCTa K COCTOAHMIO Hepeann3oBaHHO-
ro noTeHuunana.

LleneBoi BekTOp: Z2 = Z5 - 78

Pexxum 5. AbanmusHas cmabunusayus:
72 & 75 o 78, ueHTp TAxecTn B Z5.
Mpeanpuatme Haxogutca B MNpoMme-
XKYTOUHOM KOHType YCTONUMBOCTU K
KonebneTtca BOKpYr afanTMBHOIO CO-
CToAHMA 6e3 ABHOro MpopbiBa WK
Aerpagaunn.

Lleneson BekTop: Z5 - 78 — 79

Pexxum 8. CoznnacosaHHbili a0anmueHeil
pocm: 72 — 75 — 78.
Mpon3BoacTBeHHaA AMHaMUKa  ycu-
NIMBAETCA MNapannefsibHO C YMepeHHO
pa3BMTON ynpaBfieHYeCcKon cpeaown;
dopmupyeTca nepexop OT YaCTUYHOW
ajanTtauumy K yCToM4MBOMY POCTY.
Lleneson1 BekTop: Z8 — Z9

Pexcum 1. [leepadayuoHHas cmazHayus:
77 - 74 - 71.

Mpeanpuatne TepAeT paHee [OCTUr-
HYTYIO pe3ynbTaTVBHOCTb B YCNOBUAX
cnabol HTenneKTyanbHOW ynpaBneH-
YyecKom cpefibl N CMeLlaeTca K CTPYK-
TYPHOW CTarHauuu.

LleneBoi BekTop: Z1 = Z2 - Z5

Pexxum 4. InHepyuoHHAs cmazHayus:

Z1 & Z4.

Mpeanpuatne yaepnBaeTca B HUK-
Hell CTpoKe MaTpuubl 6e3 BbiparkeH-
HOro BOCXOAALLEro WMMynbca; Co-
XpaHAeTCcA NoTeHUMan nepexoga ot
CTarHaumy K MHepPLMOHHOMY POCTY, HO
OH elle He peann3oBaH.

LleneBon BekTOp: Z4 = Z5 - Z8

Pexxum 7. YnpasneHuyecku HeobecneyeH-
Hell pocm: Z1 — 74 — Z7.

Poct npowusBoanTenbHOCTU pa3BuBa-
€TCA NPV HU3KOM YPOBHE MHTEIEKTY-
aNbHOW YNpaBfieHYeCKon cpepbl, UYTO
[lenaeT ero HeyCToMUMBbIM 1 MOBbILIAET
PUCK NOCNeayioLero oTkaTa.

LleneBoi BekTOp: Z7 — Z8 - Z9

KeaHTunb Qg 33

Pexxum ocsiabieHHoU OUHAMUKU

KeaHTunb Qoee

Cmabunu3ayuoHH.Il pexum

1

Bocxooauwuli pexxum

HanpaBneHme ONHaMKN NPON3BOANTENIbHOCTW MPOMbILWNEHHOro NpeanpuAaTnA

Puc. 4. lunamuyeckas kapma passeumus npoMblWJ/1eHHbIX npednpuamudl

Fig. 4. A dynamic map of the industrial enterprises’ development
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Pexxum 6. JlameHmHbil ynpasseHue- | Pexxum 9. C6anaHcupo8aHHoOe YCKOpeH-
2 Pexxum 3. Hucxodsawias ynpagneHuyeckas | ckuli nomeHyuan Hoe paszsumue
‘é’_ '3 1y | nepezpyska + 3A0 «Yebokcapckoe npeanpustue |« 000 «K3 ,5KCMNEPT-KABEJIb"» (0,660;
5 3 g: « AO «AM3» (0; 0,544); ,CECMEJb"» (0,203; 0,521); 0,523);
3 2 A |+ MAO «Moctounermaw» (0,085; 0,526); |+ AO «3aBOJOYKOBCKMI Malwu3aBogy | « AO «MaLlMHOCTPOMTENbHBI XONANHM
@ D >|.0AO0 «K3M3» (-0,034; 0,487); (0,137;0,521); (0,237; 0,544);
é » 000 «Pycannpom, C33» (-0,549; 0,487) | - OAO «AHxepomalu» (0,134; 0,544); + AO «Konewncknii mawsasog» (0,267;
@ « AO «9NNONH» (0,194; 0,487) 0,544)
E & | Pexxum 2. Heycmotivueas adanmayus
S o3 § » OAO «TM3 nm. B.B. Boposckoro» (0,040; Pexxum 8. CoenacosaHHblli adanmugHeili
2 S v 0,472); Pexum 5. AaanmueHaFlll cmabunusayus pocm
3 T W |- AO<AM3,BEHTIIPOM" (0,035;0481); | 888 ZJB{‘GKM?%T(? :< fof)(ﬁ;?' 0469) 1. 000 «IM3» (0,427; 0,481);
e © 8 |.000 «Anmas YoobpeHus» (-1,002; o - 000 «APM3» (0,436; 0,466)
g S| 0466)
q;’ Pexxum 7. YnpasneHuyecku HeobecneyeH-
uS: HbIl pocm
= s 8 Pexxum 1. JezpadayuoHHas cmazHayus Pexxum 4. InepyuoHHas cmazHayusa « 000 «CM3» (0,335; 0,464);
é % :Dl: + 000 «CMEUSHEPTOMALL» (-0,173; [ « OO0 «MywWwKMHCKUN MawmHocTpou- | « AO «OM3» (OuepcKuii MalMHOCTPOU-
38 33: v | 0,393); TenbHbIN 3aBoa» (0,144; 0,393); TenbHbIN 3aBog) (0,40; 0,464);
4 > 1. 000 «TEXHO THOB» (0,036; 0,464) « AO «CMC3» (0,135; 0,464) + 000 «MK YM3» (0,538; 0,464);
2 + 000 «OM3» (OKCKUI MaLIMHOCTPOU-
§_ TenbHbIN 3aBog) (0,528; 0,464)

0 D < 0,092

Pexxum ocnabneHHoU OUHAMUKU

0,092 <D<0,220

Cmabunu3ayuoHHbIl pexum

D =0,220

Bocxodawuti pexxum

HanpaBneHme ANHAMUKN NPOn3BOANTENBbHOCTU MNPOMBbILWLNIEHHOrO NpeanpuATnA

Puc. 5. [No3uyuoHuUposaHue npomolwieHHbIX npednpusamuli 8b160pKU Ha OUHAMUYecKolU Kapme passumus

Fig. 5. Positioning the industrial enterprises sampled on a dynamic map of development

xapakTepusyetca 6onee cTabunbHoOl KOHUrypaumen.
AnanornyHo AO «AM3» n OO0 «Pycannpom, C33» Ha-
XOHATCA B 30He YMpaBNneHYeCckow Nneperpysku, HO pas-
NMYaTCA Mo MacwTaby TypOyneHTHOCTU U rybuHe OT-
puuatenbHon auHamukn. C gpyron ctopoHbl, 000 «MK
UM3» n AO «OuepcKun MalIMHOCTPOUTENbHbIN 3aBOA»
CTaTMYeCKM OTHOCATCA K Pa3HbiM 30HaM MaTpuupl, HO
Ha AMHaMMuyecKon KapTe oba LEeMOHCTPUPYIOT NOTEHLN-
an BOCXOAALLEero nepexofia Npy HeOCTaTOUYHO Pa3BUTON
ynpaBsneHyeckon cpepe. CnegosaTtefnibHO, HanpaBneHue
N MHTEHCMBHOCTb [BMPKEHUA OKa3blBalOTCA HE MEHee 3Ha-
UMMbIMM XapaKTEPUCTUKAMIK, YeM TeKyLlee MOoSoKeHue
B NPOCTPAHCTBE COCTOAHMN.

TeopeTtnuecknin BKnag nccnefoBaHuA COCTOUT B YTOU-
HEeHUN POV WHTENNEKTyanbHOW ynpaBneHYeckon cpe-
Abl KaK CaMoCTOATeNbHOrO $akTopa NPOU3BOACTBEHHOW
pe3ynbTaTUBHOCTU. pakTnueckmn BKNag CBA3aH C pas-
PaboTKOM MaTpULbl CTPATENMUYECKNX COCTOSHUIA U AWHa-
MUYECKON KapTbl, MO3BONAKLWMX AMArHOCTMPOBaATb He
TOMNbKO TEKYLLEe NONOXeHre NPeanpUATHA, HO U Hanpas-
NEHHOCTb ero pa3BUTKA.

3AKJTIOMEHUE

BbinonHeHHOe wnccnefoBaHWe MO3BOAWMAO OOOCHOBATb
N SMNUPUYECKM YCTAHOBUTb MONOXKUTENbHYIO CBA3b
MeXIY WHTeNNeKTyaNbHON YynpaBieHYeckon cpenowu,
M3MEpPEHHON Yepe3 KBasmoTpacneson npoduns uudpo-
BU3aLMKW YrNpaBiaeHUYeCKn 3HauMMbIX BU3HeC-nMpoLeccos,
1 ANHAMUKOW NPOW3BOACTBEHHOW pPe3ynbTaTUBHOCTM NPO-
MbILLIEHHOTO NpPeanpuATUA B KoHTekcTe VHpgycTpum 6.0.

B paboTe yTOuHEHO KaTeropuanbHOe COAepXaHue
NPOW3BOAUTENIBHOCTU MPOMbILLNIEHHOTO MNPeAnpUATKS,
ynpaBfieHYecKon cpelibl U UHTeNNEKTYanbHOWN yrpaBeH-
yeckow cpefbl B pamkax NHayctpun 6.0. BoiasneHo, uto
NPOW3BOAUTENBHOCTb CleflyeT PacCMaTPMBaTh HE TOSTbKO
KaK pe3ynbTaT pecypCHOro 1 TeXHomormyeckoro obecne-
YeHMWs, HO U KaK MPOsBNEHUe COrnacoBaHHOCTA YMpaB-
NeHYeCKMX, NPOU3BOACTBEHHBIX U LMPPOBbIX KOHTYPOB
pa3BuTMA NpeanpuATUA.

CucremaTn3anma HayUYHbIX UICTOYHUKOB NOKa3ana, uto
NPW BbICOKON CTeneHN pa3paboTaHHOCTU OTAENbHbIX
acrekToB MPOU3BOAUTENBHOCTM, UMOPOBM3ALUN U WH-
TennekTyanu3aunm ynpaBneHus B nuTepatype oTCyTCTBY-
€T LenocTHasa MOAesib, PacCMaTPUBAIOLLAA VHTENNEKTY-
arnbHYI0 YNPaBNEHYECKYI0 Cpefly Kak CaMOCTOATESIbHbIN
dakTop AMHAMMKU MPOW3BOAUTENBHOCTU MPOMbILLNEH-
HOro NpeanpuATKA.

ChopmupoBaHa 1 BeprdULMpOBaHa sMNUPUUECKan
6a3a nccnenoBaHnsa, obbeanHAWAA AaHHble GUHAHCO-
BOW OTYETHOCTH, CBELEHNA O YNCNEHHOCTU PabOTHUKOB,
MaTtepuanbl undposbix nacnoptoB NMCMN MuHnpomTopra
P® n otpacnesyio ctatuctuky Pocctata. OnepaymoHanu-
3aUMA KNOYEBbIX NepemMeHHbIX obecrneynna conocTasu-
Mbl aHaNW3 NPOU3BOACTBEHHOWN Pe3ynbTaTUBHOCTH, WH-
TenneKTyasbHOW ynpaBneH4YecKkon cpepbl 1 OTpacneBoro
TEXHOJIOMMYECKOTO KOHTEKCTA.

JKOHOMeTpMYeCKas OLEeHKa BbliBUA MONOXUTENb-
HYI0 accoumaumnio Mexay WHTeNNeKTyalbHOW yrnpaBneH-
yeckom cpefon M ANHAMUKON MNPOU3BOAUTENBHOCTU
NPOMBILINEHHOIO NPEeANPUATAS; B pacCMaTPUBaeMON Bbl-
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CTpaTerI/NECKVH;I MeHeXXMEHT N KOprnopaTuBHOE ynpaBieHne

60opKe BblpaXeHHOCTb AAHHOWM CBA3M MpPEBbILIAET CBA3b
C OTpac/ieBbIM TEXHOMOIMYECKAM KOHTEKCTOM. Paclum-
peHHas cneundurKauma No3BoONMSA MHTEPNPETUPOBATb
HeNIMHeNHbI 3¢deKT B3aumopencTena GpakTopoB Kak
NposABNeHne OpraHN3aLMOHHO-TEXHOIOTMYECKON nepe-
rPy3K1 NPy NX HECOrNacoBaHHOM HapaLUVBaHUU.

Pa3paboTaH aBTOPCKWMIA WHCTPYMEHTapUi MPOCTPaH-
CTBEHHO-AVHAMMYECKON MHTEpnpeTauum MnonoxeHus
NpeanpuATUIA, BKIIOYAOWNA MaTpuULy CTpaTernyeckux
COCTOAHUA N AMHaMUYecKylo KapTy pa3suTuA. lNogxon
no3soniAeT MAeHTUGUUMPOBaTL He TONbKO Tekyllee Mo-
NOXeHre NPeanpuATAA, HO U TPAEKTOPMM ero nepexopa
MeXAY Pa3NNUYHbIMU PEXMMaMU Pa3BUTUA.

OrpaHuuyeHusa wnccnefoBaHUA CBA3aHbl C  KBa3uo-
TpacneBbiM XapaKTepoOM WHAEKCA WHTENIEKTYasIbHON

ynpaeneHYeckon cpepl, ManbiM 06beMOM BbIGOPKM, MC-
MosIb30BaHNEM UNCIEHHOCTU PaboTHIKOB 3a 2024 r. npu
pacueTe MATUAETHEN AVHAMWUKMA NPOW3BOAWNTENbHOCTH,
a Takke ONM30CTbIO KBAHTUbHbLIX MOPOroB TWMOMOMU-
3aumn. [anbHellune MWCCNefoBaHMA LenecoobpasHo
HanpaBWTb Ha paclMpeHne BbIGOPKK, YBENNYEHWE Bpe-
MEHHOI0 ropu3oHTa HabnogeHUi, BKIoYeHne cneundu-
YeCKMx NokasaTenemn WHTenneKTyanusauuy ynpasneHus
1 NPYMEHEeHNe MEeTOLOB, alanTMPOBAHHbIX K MasblM Bbl-
60pKam M MaHeflbHbIM JaHHbIM. DTO MO3BOMIAT NepPenTy
OT KBa3MOTPACNEBOW OLEHKN UHTEeNNEeKTYyanbHOW yrnpas-
NeHYecKon cpefibl K 60nee TOYHOW AMArHOCTUKe ynpas-
NEHYECKOW 3PENnoCTN KOHKPETHOIO MPOMBbILLAEHHOIO
npeanpuATuA. |

punoxeHue 1 - Banosas npubbliib U YUC/IEHHOCMb PAGOMHUKO8 NPOMbIULIEHHBIX Npednpuamud
(OaHHble 0515 pacyema nepemMeHHOU X — NPOU3800UMEILHOCMU NPeonNpuUAMUS)
Appendix 1 - Gross profit and the number of employees of the industrial enterprises

(data for calculating the variable x - enterprise productivity)

e T BanoBas Npu6bib, Thic. p. YucneHHOCTb paGOTHUKOB
npeanpusTUA Mo COCTOAHUIO
2024 2023 2022 2021 2020 Ha 2024 ., uen.
féEOCﬁé;‘sb‘,’,zcapcme npeanpuATe 1019494 | 527750 | 353850 | 299352 | 419654 733
AO «3aBOA0YKOBCKMIl MaLL3aBozay 970655 | 1570064 | 1278050 | 387396 | 540585 625
OAO «TM3 M. B.B. BOPOBCKOro» 297853 | 273172 | 360970 | 346545 | 236663 782
000 «MK, TEXHIKC"» 1290569 | 1194633 | 1168215 | 829955 | 718532 336
000 «L|M3» 1100499 | 1010356 | 519587 | 218484 | 176115 337
000 «leMa3» 644393 | 539967 | 427191 | 399214 | 372854 1407
AO «AM3,BEHTTIPOM"» 1081667 | 576769 | 741922 | 697547 | 931721 529
3?&:1’;?;2:::::'%'% sasom 401118 | 484693 | 686443 | 1143949 | 216080 264
000 «CMELISHEPTOMALL» 111342 | 124530 | 25324 6221 | -1009 134
000 «K3,3KCMEPT-KABE/b"» 642401 | 428944 | 369731 | 261193 8785 474
AO «MawmnHocTponTenbHbIN XoNauHr» | 907 033 2125787 817553 386122 326974 477
AO «AM3» 136500 | 173132 | -13952 | -1407 | -48306 567
AO «Koneiickuit MaLI3aBog» 4570015 | 3255477 | 1509149 | 978038 | 1407856 2980
OAO «AHxXepomaLL» 1320348 | 1099090 | 939308 | 683882 | 754980 447
[MAO «MocTounermatu» 445 843 461 504 473021 333043 309 140 338
000 «Anmas YaobpeHus» -141537 | -401000 | 838550 | 354577 | 52005 415
000 «APM3» 214226 | 231223 58275 76 939 8390 409
000 «TEXHO TIOB» 186854 | 284211 | 974553 | 470099 | 216513 1
000 «CM3» 235160 | 551435 | 140155 53318 54539 114
AO «CMC3» 176023 | 216112 | 247418 | 182234 | 89850 376
Cgﬁ:ﬁi’;g:iﬁ:ﬂ:m . 418258 | 358646 | 302438 | 150906 | -7035 773
000 «MK YM3» 1071423 | 1252768 | 204534 | 138653 | 85372 527
ngmi?jﬂgrj’o(ﬁ"ecn":jbm sa50m) 918839 | 367997 | 381150 | 211797 | 149597 219
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OkoHyaHue npusoxeHus 1

Appendix 1 (concluded)
e A BanoBas Npu6binb, Thic. p. YucneHHOCTb paGOTHNKOB
e No COCTOAAHMIO
2024 2023 2022 2021 2020 Ha 2024 r., yen.
OAO «K3M3» 246 055 254 856 113474 58 566 286 550 413
000 «Pycannpom, C33» -60320 49 423 48 600 -144 442 -26 517 532
AO «ONANH» 1314558 | 1272816 | 1119686 489 331 570692 750

MpumeuaHue. CocTaBneHO Ha ocHoBe Byxrantepckoi U drHaHcoBoM (popma N 2 — oTueT 0 GrHaHCOBbIX pe3ynbTaTax) (locynapCTBEHHbIN
nHGOPMALIMOHHBIN pecypc byxrantepckol (GuHaHcoBol) oTyeTHOCTU. https://bo.nalog.gov.ru), a Takxe HanoroBow OTYETHOCTM NPeLNPUATAN
(DepepanbHan Hanorosas cyxba (PHC). https://www.nalog.gov.ru/opendata/7707329152-sshr2019/).

[punoxeHue 2 - ¥posHu yugposuayuu 0esasmu 0CHOBHbIX BU3HEC-NPOYECCco8 NPOMbIUIEHHbIX npednpuamud
(OaHHble 051 pacyema nepemeHHOU y — 0mpacs1e8020 yposHa pazsumus UHMesiekmyasnsHol ynpasneHyeckol cpedsi
npednpuamus, no cocmosHuto Ha 2024 2.)
Appendix 2 - Digitalization levels of nine key business processes of the industrial enterprises (data for calculating the variable y -

the industry level of development of the enterprise’s intellectual management environment, as of 2024)

OCHOBHble 613Hec-npoLecchbl

: g
: ;| .|, %3
KpaTkoe g k g < 23 wég 23R gé = g g o
T Q I ’o @ . sgzx| @S| T2=s¢s|a I I @
HaMeHOBaHMe v ° (7] Sl g5 |xTos| ST |gES2S[xel sl v o5
8 E£Es|g S| Ex|sFf22|szi|ss55uc 8F|s5S 889
npeanpuaTnA g a2 3 E Fl 9| EEES| §S0|sc8o 7% 2Z[(8Q& S0
cQ2amc|laz=y¥l o | 88X gkg|lass ot V(SR E SR
cErElecsS| Ee|ce55 | c¢aoleasc E5|eE62 00
SEUVUOQ|ISEG| SSS|SE8E| sEcs(svzxvX 3|59 T 553
T2 TIC|ITEE| T8l TeE8| TEY|TEXISR TR|TZE TES
E O ® %) o X O c v S g © c o [CRN-%
—O0oXQOolNUS|mE | mSsSO(lmnNnZ=ES|([O=EFO0SINS|oxxE|laETLC
3A0 «YeboKkcapckoe npeanpuaTue
_CECMENb™ 0,50 0,56 0,57 0,39 0,41 0,66 0,57 0,52 0,55
AO «3aBOfOYKOBCKMI MalLL3aBOa» 0,50 0,56 0,57 0,39 0,41 0,66 0,57 0,52 0,55
OAO «TM3 um. B.B. Boposckoro» 0,40 0,52 0,52 0,36 0,28 0,65 0,55 043 0,57
000 «MK,, TEXHOKC"» 0,50 0,51 0,54 0,35 0,35 0,61 047 042 0,51
000 «UM3» 0,40 0,55 0,54 0,36 0,34 0,64 0,54 0,44 0,53
000 «JleMa3» 0,40 0,49 0,53 0,46 0,22 0,65 054 | 044 0,56
AO «AM3 ,BEHTTIPOM"» 0,40 0,49 0,53 0,46 0,22 0,65 0,54 0,44 0,56
00O «[ywWKNHCKK ) 0,10 0,52 0,46 0,14 0,20 0,67 056 | 042 0,43
MaLUNHOCTPOUTENbHbIV 3aBOA»
000 «CMELHEPTOMALL» 0,10 0,52 0,46 0,14 0,20 0,67 0,56 | 042 043
000 «K3,3KCIMEPT-KABEJTb"» 0,60 0,52 0,64 0,35 0,36 0,64 0,56 0,55 0,54
AO «MawmnHOCTPOUTENBbHDBIN XONANHM 0,60 0,52 0,58 0,43 0,40 0,66 0,57 0,45 0,72
AO «<AM3» 0,60 0,52 0,58 043 0,40 0,66 0,57 045 0,72
AO «Konenckui maluzaBoa» 0,60 0,52 0,58 043 0,40 0,66 0,57 0,45 0,72
OAO «AHxepomalu» 0,60 0,52 0,58 043 0,40 0,66 0,57 045 0,72
MAO «MocTounermatu» 0,50 0,51 0,57 0,44 0,40 0,62 0,60 0,48 0,58
000 «Anmas YnobpeHus» 0,30 0,55 0,56 0,19 0,36 0,65 0,63 0,50 0,46
000 «APM3» 0,30 0,55 0,56 0,19 0,36 0,65 0,63 | 0,50 0,46
000 «TEXHO THOB» 0,40 0,54 0,56 0,29 0,32 0,63 0,55 045 047
000 «CM3» 0,40 0,54 0,56 0,29 0,32 0,63 0,55 045 047
AO «CMC3» 0,40 0,54 0,56 0,29 0,32 0,63 0,55 | 045 0,47
AO «OM3» (Ouepckuii 0,40 054 | 056 0,29 032 0,63 055 | 045 | 047
MAaLUNHOCTPOUTENbHbIN 3aBOf)
000 «MK YM3» 0,40 0,54 0,56 0,29 0,32 0,63 0,55 045 047
000 «OM3» (Okckuit 0,40 054 | 056 0,29 032 0,63 055 | 045 | 047
MaLUNHOCTPOUTENbHbIN 3aBOf)
OAOQ «K3M3» 0,40 0,53 0,56 0,32 0,33 0,67 0,60 | 043 0,56
000 «Pycannpom, C33» 0,40 0,53 0,56 0,32 0,33 0,67 0,60 043 0,56
AO «2NQNH» 0,40 0,53 0,56 0,32 0,33 0,67 0,60 043 0,56

Mpumevarue. CocTaBneHo No AaHHbIM L$POBOro nacnopta NpombiLweHHoro npeanpuatva (focyaapcreeHHas MHPOPMaLMOHHaA cuctema
npombiwnenHocTun (TUCN). https://gisp.gov.ru/company-catalog).
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punoxerue 3 - [laHHble 014 pacdema ompacsie6020 ypOBHs MeXHOI02U4eCK020 pazeumus npednpuamuti

8 kKoHmekcme VIHOycmpuu 6.0 (no cocmosHuto Ha 2024 2.)

Appendix 3 - Data for calculating the industry level of the industrial enterprises’ technological development under Industry 6.0
(as of 2024)
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J S F T £ O J =S = J S v J S = J o c - J C J S C -
3A0 «YeboKcapckoe npeanpuaTre
_CECTIE/Tb “» 60 10 0 13 10 3 575 32
AO «3aBOOYKOBCKMI MalLL3aBoOa» 60 10 0 13 10 3 575 32
OAO «TM3 um. B.B. Boposckoro» 14 1 0 3 0 1265 7
000 «MK, TEXHIKC"» 33 4 0 8 0 828 14
000 «UM3» 101 5 0 18 14 6 2503 58
000 «JleMa3» 80 8 1 15 7 1 1887 41
AO «AM3 ,,BEHTTIPOM“» 191 17 1 39 25 5 999 64
000 dllywikmHckmit 479 72 40 144 79 7 2432 125
MAaLUUHOCTPOUTENBHDI 3aBOI»
000 «CMELUSHEPTOMALL» 122 6 4 21 16 0 575 50
000 «K3,5KCMNEPT-KABEJTb"» 120 12 3 25 27 4 847 44
AO «MaWwnHOCTPOUTENBHBIN XONANH» 133 22 10 43 29 4 5287 59
AO «AM3» 133 22 10 43 29 4 5287 59
AO «Konenckum mawizaBog» 133 22 10 43 29 4 5287 59
OAO «AHxepomalL» 133 22 10 43 29 4 5287 59
MAO «MocTtounermatu» 1 1 0 0 0 0 38 1
000 «Anmas YgobpeHus» 102 11 9 53 14 1 2012 24
000 «APM3» 679 40 16 103 63 1 1432 180
00O «TEXHO THOb» 110 25 11 28 21 5 1683 42
000 «CM3» 222 19 9 40 27 3 1493 79
AO «CMC3» 222 19 9 40 27 3 1493 79
AO «OM3» (Quepckuit 222 19 9 40 27 3 1493 79
MaLUMHOCTPOUTENIbHDBIN 3aBOf)
000 «MK YM3» 483 45 18 86 55 H/g H/8 H/L,
000 «OM3» (Oxckuit | 483 45 18 86 55 H/n H/n W/p
MaLUMHOCTPOUTENbHbI 3aBOf)
OAO «K3M3» 122 14 5 39 29 5 1839 65
000 «Pycannpom, C33» 122 14 5 39 29 5 1837 64
AO «3J1ANH» 122 14 5 39 29 5 1837 64

MpumeuaHue. CocTaBneHo no aaHHbIM PoccTtaTa 06 ncnonb3oBaHMm LMGPOBBIX TEXHONOMMI U NPOV3BOACTBE CBA3aHHBIX C HUMU TOBAPOB 1 yC-
nyr (bopma N2 3-uHdpopm) 1 o pas3paboTke u (1K) UCNONb30BaHUM MEPefOBbIX NPOM3BOACTBEHHbIX TexHonoruii (Gopma N2 1-TexHonorus)
no OKB3[-2 (Pocctar. https://rosstat.gov.ru/statistics/science#).
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NM3Ma U UHCTUTYLMOHANbHOW 3KOHOMUKK, @ TaKXKe NoaXofbl K yNpaBneHUIo TPaH3aKLUMOHHbIMU U3fepKKamu B LiMdpoBoii cpe-
Je. B KauecTBe MeTogoB MCCNefOBaHUA NCNONb30BANNCh ONTUMMU3ALMOHHOE MOAENMPOBaHMe pacnpeaeneHuna Npoaax n Kea-
3M3KCNEePUMEHTaNbHDIA METOA OLEHKU SGPEKTUBHOCTY BHEAPEHHBIX peLueHnit. HPopmaLmoHHO 6a3oi NoCnyXunu faHHble
YNpaBieHYeCcKoro yyeTa 45 Manbix NPeanpuATANi, MaTepuanbl SKCNePTHbIX MHTEPBbIO C COBCTBEHHMKamMM 6r3Heca 1 CTaTUCTMKa
pbiHKa 3MEKTPOHHON KomMMmepumin. PaspaboTaH Komnnekc 13 12 opraHv3aLMOHHO-3KOHOMUYECKUX MEXAHWU3MOB, CTPYKTYpUpO-
BaHHbIX B yeTbipe 6noKa: anBepcudrKauma KaHanos cobiTa, pa3BuTne COOCTBEHHbIX LMPPOBBIX aKTMBOB, ONTUMK3aLUA NnaT-
bopMeHHOro NPUCYTCTBUA U KONNEKTVBHbIE AeNCTBUA. Pe3ynbTaTbl KBa3uUaKCneprmeHTa NoATBepanan 3GGeKTUBHOCTb Npessio-
MKEHHOr0 KOMINeKCca MexaHW3MOB, BbIPaXXEHHYIO B CTaTUCTAYECKM 3HAUVMOM CHIKEHUW MHAEKCa NNaTGOpMEHHON 3aBUCMMOCTY,
pocTe onepaLyoHHOM MapPXKMHANbHOCTU U YBENIMYEHUN COBOKYMHOW BbIPYUYKM B SKCNepUMeHTanbHol rpynne. Ktorn pabotbl
[OMOJHAIOT TEOPUIO TPAH3AKLMOHHbIX U3ePXKeK MPUMEHUTENbHO K LMPPOBbIM NnatGopmam 1 NpeaoCcTaBAAT NPAKTUYECKUI
VIHCTPYMEHTapUIn iNA Manoro 6r13Heca, MapKeTMnIeNCcoB 1 OPraHOB roCyfapCTBEHHOMO PErynnpoBaHusA.

KnioueBble cnoBa: nnatdopmeHHas 3KOCMCTEMA; MapKeTNenc; Manblil BUSHEC; 3NeKTPOHHAA KOMMEPLUS; MHAEKC nnaTtdop-
MeHHOW 3aBNCUMOCTY; AuBepcMdUKaLMA KaHanoB cObiTa; cTpaTernyeckas aBTOHOMUS; LMGpoBasn yA3BNMOCTb.

Nudopmauymsa o ctatbe: noctynuna 12 aHeaps 2026 r.; gopaboTtaHa 17 mapta 2026 r.; ogobpeHa 21 anpens 2026 1.

Ccbinka ana yutuposanua: Cyasos B.H. (2026). CHuxeHre nnatGopMeHHON 3aBUCMMOCTM Manoro 6msHeca npw paboTe Ha
MapkeTnnencax B Poccum // Ynpasneneu,. T. 17, N2 4, C. 25-39. DOI: 10.29141/2218-5003-2026-17-4-2. EDN: JBHHMY.

Marketplaces in Russia:

Reducing platform dependence of small businesses

V.N. Suyazov
Russian International Academy for Tourism (RIAT), Khimki, Russia

Abstract. Rapid digitalization has resulted in marketplaces asserting their dominance and creating critical platform depend-
ence among small businesses on the terms set by e-commerce platforms. Sales growth achieved through these channels entails
a decrease in profit margins and entrepreneurs’ strategic autonomy, posing risks to their economic sustainability. Our research
aims to develop and validate managerial tools for quantitatively assessing and reducing the level of small business dependence
on external platforms. The concepts of platform capitalism and institutional economics, as well as approaches to managing trans-
action costs in the digital environment constitute the theoretical basis of the study. The research methods include optimization
modelling of sales distribution and a quasi-experimental method for evaluating the effectiveness of implemented solutions. The
evidence base covers management accounting data from 45 small enterprises, results of interviews with business owners, and
e-commerce market statistics. We propose a set of 12 organizational-economic mechanisms grouped into four blocks: diversifica-
tion of sales channels, development of proprietary digital assets, optimization of platform presence, and collective action. Quasi-
experimental results have confirmed the effectiveness of the presented set of mechanisms, manifested in statistically significant
reductions in the platform dependence index, increased operating margins, and enhanced aggregate revenue in the experimen-
tal group. The research findings extend transaction cost theory to digital platform contexts and offer a practical toolkit for small
businesses, marketplaces, and regulatory authorities.

Keywords: platform ecosystem; marketplace; small business; e-commerce; platform dependence index; diversification of sales
channels; strategic autonomy; digital vulnerability.
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BBEOEHUE

B ycnosuax ctpemutenbHoi Lndposr3aLmm poccuinckom
SKOHOMUKW MapKeTnfiercbl NpeBpaTuanCb U3 BCNomora-
TeNbHbIX KaHaNoB COblTa B AOMUHMPYIOWMNIA UHCTPYMEHT
SNEKTPOHHOM Kommepuuun. [lo gaHHbIM - Accoumauun
KoMnaHui uHtepHeT-toprosnn (AKUT), B 2024 1. o6bem
POCCUNCKOrO PbIHKA 3/1EKTPOHHOW KOMMEPLUUN NpPEBbI-
cun 8,9 TPJH p., NPV 3TOM A0S MAPKETMNNENCOB B 06LLEM
obbeme oHMaMH-Npomax gocturna 78 %'. Takue nnat-
dopmbl, kak Wildberries (c o6opotom 2,2 TpnH p.), Ozon
(1,7 TpnH p.) n «AHgekc.MapkeT» (0,5 TpAH p.), cyMmapHas
JonA KOTopblx cocTaBnsAeT 6onee 70 %, pakTUUYECKN KOH-
TPONMPYIOT 3HAUMTENIbHYIO YacTb UMPOBON TOProsnu
B MacWwTabax CTpaHbl.

Ina cy6bekToB Manoro u cpepHero npegnpuHuMa-
TenbctBa (MCI) mapkeTnnencsl CTany OgHUM N3 OCHOB-
HbIX MHCTPYMEHTOB MacluTabmpoBaHua busHeca, obecne-
yrBasa [OCTYN K MHOFOMUIZIMOHHOWN KNNEHTYpe, roTOBOM
NOTUCTUYECKON WHOPACTPYKTYPE U  MAPKETMHIOBbIM
MHCTpyMeHTaM. OfHAKO BbICTPbIN POCT NNATOPMEHHbIX
npoja) COMPOBOXIAAETCA YXKeCTOUEHMEM YCNIOBUI ANA
NpoAaBLOB, CpeAHeB3BelleHHbI YPOBEHb KOMUCCUN
Ha BeZyLLMX POCCUNCKMX MapKeTniencaxBblpocc 12-15%
B 2020 r. go 20-35 % B 2024 r. B 3aBUCMMOCTM OT TOBap-
HoW KaTeropumn?. OfHOBPEMEHHO PacLUMPAETCA NPaKTUKa
0053aTeNnbHOro yyactna B NPOMOAKLMAX, YKECTOUAKTCA
wTpadHble CaHKLMK, @ anropuUTMbl PaHXMPOBAHNUA CTaHO-
BATCA BCe MeHee Npo3payHbiMu. B pesynbTaTe, HecmoTpsa
Ha pocT 0bopoTa, ¢MHaHCOBaA YCTOMUMBOCTb MPOAAB-
LoB cHMXKaeTca: no oueHkam Tinkoff eCommerce, 6onee
40 % npoAaaBLOB MapKeTnnencos paboTaloT ¢ onepawuu-
OHHOW Mapoii HuKe 10 %, a Kaxablid NATbINA — B yObITOK?,
YuutbiBas, uto mMasnble npegnpuatua dopmupytot 20,2 %
BBIM Poccum 1 obecneumsatoT 3aHATOCTb 6onee 17 MiH
uen., naHHaa npobnema NprobpeTaeT He TONbKO MUKPO-
3KOHOMMNYECKOE, HO M 00LLeHaLMOHaIbHOE 3HaYeHNe.

Takum obpasom, manble NpennpUATAA OKa3blBaKTCA
B MHCTMTYLMOHANbHON NIOBYLUKE, KOrfAa BbICOKAasA KOHLEH-
Tpauua nNpogax Ha ofHON nnatpopme BreYyeT MOTEPIO
LLeHOBOWN aBTOHOMWM, 3aBUCUMOCTb OT anropUTMUYECKO-
rO PaHXMPOBAHUS N HEBO3MOXHOCTb 6e360M1e3HeHHO-
ro BbIxoAa M3-3a yTpaTbl penyTauun, KNMeHTCKon 6a3bl
n noructnyecknx aktmsos [Asadullah, Faik, Lim, 2023].
DaHHbIN deHoMeH B 3apybexHol nutepaTtype onucbisa-
€TCA B paMKax Teopum pecypcHoi 3asucumoctu [Pfeffer,
Salancik, 1978] n koHuenuun lock-in-a¢pdpekToB [Srnicek,
2017]. lna poCCUNCKOrO pbiHKa, XapaKTepur3ytoLwerocs

T Accoumauma KomnaHuii nHtepHeT-Toprosnn (AKUT). PbiHOK
e-commerce B Poccun 2024. Mocksa.

2 WntepHeT-Toproens B Poccum 2025: MapKeTUHroBoe uc-
cnegoBaHue // Datalnsight. 2025. 19 mas. https://datainsight.ru/
DI_eCommerce_2025.

3 Cepsuic aHanuTukn mapketnneincos Cennep // T-baxk. https://
www.tbank.ru/business/seller/analytics/.

4 Cratnctika no cy6bekTam Masioro npeanpuH1UMaTenbCTBa.
2024 // ®epepanbHan Hanoroeasa cnyx6a PO. https://www.nalog.
gov.ru/rn77/related_activities/statistics_and_analytics.

3HauUNTeNIbHO 6oJiee BbICOKOW KOHLEHTpaUMen, yem 3a-
nagHble aHanoryn [AHTUNMHA, 2020], 3Ta npobnema npu-
obpeTaeT 0cobyto ocTpoTy. Heobxonumoctb paspaboTku
NPaKTUYECKNX MEXaHN3MOB, NO3BONAIOLNX Maniomy 6U3-
Hecy COXPaHATb SKOHOMUYECKYIO YCTONUMBOCTb B YCNIO-
BUAX NAaTGOPMEHHON SKOHOMUKYM, 0BYCNOBMMA aKkTyanb-
HOCTb AaHHOIO UCC/IeAOBAHUA.

Llenb pabotbl — pa3paboTaTb 1 anpobupoBaTb KOM-
NAeKC MpPaKTUYeCKMX MEXAHU3MOB CHUXKEHMs nnaTt-
bopMeHHO 3aBNCMMOCTM Masioro 6usHeca, obecneuu-
BaOWMX MNOBbLIWEHNE SKOHOMUYECKOW YCTONYMBOCTU
1 CTpaTernyeckon aBTOHOMUM NPEANPUATUIA B YCIOBUAX
undpoBoii TpaHCHOPMALMKN PO3HNUYHOI TOPTOBIIN.

Ina pocTkeHWA NOCTaBNeHHOW Lenu chopmynmpo-
BaHbl criefytoLme 3agayn:

+ pa3paboTtaTb TWMNOMOTMIO ManblX MPeAnPUATAN
MO YPOBHIO LM$POBOI YA3BUMOCTY;

+ cbopmmpoBaTbh MoAeNb ONTUMANbHOIO pacnpeaene-
HUA Npojax Mexpay nnaTtGOpPMEHHBbIMU U anbTepHaTUB-
HbIMV KaHanammu cobITa;

* MPEANOXMTb KOMMIEKC OpraHu3aLMoHHO-3KOHOMN-
YeCKUX MEXAaHU3MOB CHUXEHUA MaTGOPMEHHON 3aBUCK-
MOCTK;

« MPOBeCT anpobaunio pa3paboTaHHbIX MeXaHW3-
MOB Ha BblOOpKe MasblX MPeAnpPUATUA PasfinyHbIX TO-
BapHbIX KaTeropuil 1 OLEHUTb X BIUAHMWE HA KNlOUYeBble
noKasaTtefnii 3KOHOMUYECKOW YCTOMUYMBOCTU — WHAEKC
nnatbopmeHHon 3aBucumoctn (MM3), onepaunoHHyio
MapXXMHaNbHOCTb, GUHAHCOBYIO YCTONUMBOCTb U CTpaTe-
rMYecKyto rmbkocTb brsHeca.

O6beKkToM ncCnefoBaHNA BLICTYMAOT Manble npeg-
npuatua cermeHta B2C, ocywecTsndAwme TOProsyio
LEATeNIbHOCTb Yepes poccunckme mapkerniencol. Mpea-
METOM WCCNefoBaHNA ABAAOTCA OPraHM3aLMOHHO-3KO-
HOMMYECKNE MEXaHW3Mbl U CTPATErMN CHIKEHWUA NnaT-
bOpMEHHOI 3aBUCUMOCTH.

HayuHas HoBM3Ha paboThl 3aKoyaeTca B pa3paboTke
1 BepudUKaLMM KOMMNNEKCHOrO NOAXoAa K ynpaB/ieHuMio
n1aTGOPMEHHON 3aBUCUMOCTbIO, WHTErPUPYIOLLEro Te-
OpVII0 PECYPCHON 3aBUCUMOCTM U KOHLenumio nnatdop-
MeHHbIX 3KOCUCTEM, a TaKXKe B SMNUPUYECKor anpobaLmm
aBTOPCKOrO MHCTPYMEHTa KOIMYECTBEHHOMN ANArHOCTUKN
(MN3) kak cnocoba oueHKU 3PHEKTUBHOCTY yrpaBNieHye-
CKUX BO3dencTBuii. Pa3paboTaHHas MPaKTUKO-OPUEHTU-
pOBaHHaA MoJeNlb He MPOCTO BKJIIOUAET NepeyeHb mep,
a MpeanonaraeT UX BOBJIEYEHVE B EAMHYIO CTpaTeruio
ynpasneHus.

TEOPETUYECKUI OB30P

TeopeTnueckum  GyHOAMEHTOM  MOHMMaHUA  NPUPO-
Obl  MNAaTGOPMEHHON 3aBUCUMMOCTU  CIIy>KaT HeCKosb-
KO  B3aMMOAOMOMHAOWMX  KOHuenuuin. B  pamkax

mogenu aBycTOPOHHMX pbiHKOB [Rochet, Tirole, 2002] on-
TMMasibHAsA LieHOBasA CTPYKTYpa NnaTtdpopmbl MOXKET Nped-
nonaratb CybcvanpoBaHmMe NOKynaTeneii 3a CYET BbICOKMX



KOMUCCMI C MPOJdAaBLOB, TO eCTb acMMMETPpUA YCNoBUi
3a10eHa B caMmy JIOrvKy nnatgopmMeHHOro LeHoobpaso-
BaHUA N He ABNATCA C/lyYalHbIM OTKNOHeHneM. Teopus
TpaH3aKUMOHHbIX n3pepxek [Williamson, 1985] nHtepnpe-
TUpyeT nnatGopmMbl Kak rnbpuaHyto Gopmy ynpasneHus,
CHUXAIOLLYIO TPAANLUMOHHbIE TPAH3AKLMOHHbIE U3LEPXKKY,
HO He yunTbIBaeT crneuuduKy HOBOro, NNAaTPOPMEHHOTO
TUNA N3OEPXKEK — KOMUCCUIA, anropuTMUYECKOro PaHXu-
poBaHusA, 06s3aTeNbHbIX CKUAOK, KOTOpble B JOAFOCPOY-
HOW MepcrneKkTUBe MOrYT MPEBbIATL MONyYaeMylo KO-
Homumio. Halwe nccnefoBaHue B TOM YWCe HampasfieHoO
Ha SMAUPUYECKYIO JEMOHCTPALIMIO AAHHOTO ABNEHMA.
KoHuenuma nnatpopmeHHoro Kanutanmama [Srnicek,
2017] onwucbiBaeT NOrvKy nnathopm, akKyMynMpYOLLnX
[aHHbIE U PbIHOYHBIN KOHTPOSb M CO3JAOLMX CTPYKTYp-
HYI0 aCUMMETPUIO BNACcTU Mexay nnatdhopmon 1 nonb3o-
Batenamu. M. KeHHun 1 [1K. 3ncmaH nokasanu, 4To KOHTPOSb
HaZ anropuTMamy CTAHOBUTCA KJIHOYEBBIM WCTOUYHMKOM
BlacT B nnatpopmeHHol 3koHoMmuKe [Kenney, Zysman,
2016]. C. AHgepcoH n O. beape-Hdedonn smMnupuyeckn
noaTBepaAunK, Yto rmépugHan mogens (nnatdpopma ogHo-
BPEMEHHO KaK XOCTUHF 1 KaK NpogaseLll) NPUBOAUT K AUC-
KPVMMWHALUM CTOPOHHMX MPOAABLIOB Yepe3 anroputmbl
paHxupoBaHua [Anderson, Bedre-Defolie, 2022]. P. Lono-
Ba [Shopova, 2023] npogemMoHCTpUpPOBana, Yto niaThop-
Mbl CMONb3YIOT AaHHbIE MPOAABLIOB ANA Pa3paboTKM KOH-
Kypupyowmx ToBapos, a P. Pok ¢ coastopamu [Rock et al.,
2024] - yto nnatdopma cnocobHa NPon3BOJIbHO Nepepac-
npenenaTb NOTOKM NOKYMNATeIbCKOrO BHUMAHUA.
Hanbonee 6nuskoi K npobrnematvike cTaTbl ABNA-
eTcsa Teopua pecypcHoi 3asucumoctu [Pfeffer, Salancik,
1978], apanTMpOBaHHAA K KOHTEKCTY LMbPOBbIX Mnnat-
dopm B pabote [Asadullah, Faik, Lim, 2023]. ABTOpbI Nno-
Ka3blBalOT CYLIECTBEHHbIM HefoCTaToK nnatdopm, Koraa
nponaBLbl NONaZaloT B 3aBUCMMOCTb He BCefCTBUE pa-
LMOHaNbHOIO BbIOOPA, a NoJ AaBNeHNeM ceTeBbIX b dpek-
TOB U M3JepKeK NepeKkmyeHns, YTo IMWIAeT UX peanb-
HOW BO3MOXHOCTM Bbixoda. B nccnegosanun [Parker, Van
Alstyne, Choudary, 2016] B cBOIO ouepenb NOKa3aHo, YTo
B NNatGOPMEHHON IKOHOMUKE KOHKYpPEHTHOe Mpenmy-
LWEeCTBO ONpefendeTca He BepTUKaNbHOM WHTErpaumen,
a CMOCOBHOCTBIO YNpPaBNATb SKOCMCTEMHBIMW OTHOLLUE-
HUAMW, YTO MPUHLUMMANBHO ANA NOHUMAHUA TOrO, Ka-
Kune ctpatermm agantaumu MCI moryT 6biTb 3GbeKTUBHbI.
HecmoTpa Ha [feTanbHOe OMMCaHUE MeXaHW3MOB
dopmmpoBaHNa nIaTGOPMEHHOW 3aBUCUMOCTM, Mepe-
ymcneHHble paboTbl He MpepsiaraloT ornepaLMoHasbHbIX
WHCTPYMEHTOB €€ W3MepPeHMs Ha YPOBHe OTAENbHOro
NpeanpuaTUs 1 He NoATBepPXAatoT 3GGEKTUBHOCTb CTPa-
TErnum ee CHXeHus.
AMNMpUYecKme unccnefoBaHus BAUAHMA nnathopm
Ha MCIT gemoHCTPUPYIOT ABONCTBEHHYIO KapTuHy. C of-
HOM CTOPOHBI, NaTPopMbl 0becneunBalT Takum Cybb-
eKTaM OCTYN K MHOFOMUWIFIMOHHOW ayauTopuin, roToBoM
NOFNCTUYECKON NHPPACTPYKTYpe Y MAPKETUHIOBbLIM WH-
CTPYMEHTaM, OTKPbIBas BO3MOXHOCTW, paHee HeaoCTyn-
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Hble Maniomy 6usHecy [Johnson, 2018]. B pabote [Zhang
et al, 2025] nokasaHo, 4To UUPpoBble NNaTpopmbl 06-
neryalT MHTEPHALMOHANM3ALMI0 MaNoro U CpeaHero
613Heca, 0COBEHHO B COYETAHUW C BHYTPEHHel Ludpo-
Boli TpaHchopmaument. A. la Powa, J1. ®oHceka un K. KoryTt
3aduKcMpoBany, YTo NIaTGopPMbl CYLLECTBEHHO CHUXa-
toT 6apbepbl BbIXoAa Ha 3apybexkHble PbIHKK A1 Masblx
¢upm [Da Rocha, Fonseca, Kogut, 2024]. T. Jln ¢ coaBTopa-
MU BbISBUIW NONOXUTENIbHOE BMAHUE LndPOBbIX MaT-
¢dopm Ha ¢PuHaHcoBble nokaszatenn MCI npw Hanuuun
LAOCTAaTOYHOrO MHTENNIEKTYaNbHOrO KanuTana u ctabusb-
HOW KOHKypeHTHoW cpefbl [Le et al., 2024].

C opyrom CTOPOHbI, NP BbICOKOW KOHLEHTpaLumn npo-
AaX Ha ofHoW nnatdopme Mo3nTMBHbIE 3PdEKTbI 060-
paunBaloTCA 3aBUCMMOCTbIO, CHUXKatoWen GUHAHCOBYIO
yCcTOMYMBOCTb. ABTOPBI Hanbosee 65M3Kkoro no npobre-
MaTHKe K Hallel cTaTbe nccnepoBaHusa [Fitz, Scheeg, 2025]
n3yunnu npaktnkmn agantauumn MClkacummeTpum BRactu
B OTHOLLEHUAX C UMPOBLIMY NNATGOPMaMU. YUeHble Bbl-
ABUNK, YTO Hanbonee 3peKTUBHbIMM CTPATErNAMM ABNA-
l0TCA AMBepCcUPrKaLmMA KaHanoB cobita, GopmrpoBaHue
NPAMbIX OTHOLWIEHWA C MOKyrnaTenamu 1 pa3BuTue Cob-
CTBEHHbIX LMPPOBbLIX aKTUBOB, TOrJa Kak NacCMBHOE Npu-
HATME YCNoBUIA NnaTdopMbl BeAeT K HapacTaHWIO 3aBu-
cumocTtu. k. bannepuHu ¢ coastopamu [Ballerini et al.,
2024] nokasanu, YTo pelleHne o Bblbope nnathopmeH-
HOWM cTpaTerMmn onpepensaeTcad XapakTepucTmkamu npo-
AYKTa, OMbITOM GUPMbI U MHCTUTYLIMOHANIbHOW CPeaomn,
O[JHAaKO AONIFOCPOYHbIE W3LEPXKKM 3aBUCMMOCTU B UX
mogenu He yuumtbiBatotcA. B.B. Mypatosa u E.P. llapko
[2024], aHanu3upys aganTauuio 6usHec-mogenu D2C gna
POCCUNCKNX MaPKETMNNEeNCcoB, NOATBEPAUIN, YTO rMOpUA-
HaA cTpaTerua B BUAe NpUCyTCTBUA Ha niatGopmax npu
O[JHOBPEMEHHOM Pa3BUTNM COOCTBEHHBIX KaHaNoB CTa-
HOBUTCA JOMUHMpPYIOLWeEN ANA NpeanpuATUn ¢ CUIbHbIM
6peHaoM.

B paborte [Suuronen et al., 2024] paccMoTpeHO ynpas-
neHne UMPPOBLIMM BU3HEC-IKOCMCTEMAMW U MOKa3aHo,
UTO YCTOMUMBOCTb SKOCUCTEMBI ONpeaenseTca 6anaHcom
MeX[y KOHTPpOnem nnatgpopmbl U aBTOHOMUEN YYacCTHU-
KOB, YTO NPAMO PeneBaHTHO 3afayaM Halero uccneno-
BaHuA. J1.A. Yeaposa u [.10. MBaHoB [2024] pa3paboTanu
MaTeMaTNUeCcKyto MOfenb ONTMMM3aL N cOblTa B cucteme
«MNPOV3BOANTEND — MAPKETMNIENCY, NPESIOKNB UHCTPY-
MEHTapui 1A OLEHKN CTpaTernn pacnpegeneHna accop-
TUMEHTa.

MepeuncneHHble paboTbl MM60 ANArHOCTUPYIOT 3aBK-
CUMOCTb 6e3 NpepsioKeHWs NPOTECTUPOBAHHbBIX MHCTPY-
MeHTOB ee cHueHusa [Srnicek, 2017; Asadullah, Faik, Lim,
2023], nn60o onncbIBalOT CTpaTernn agantayum 6e3 nx sm-
nMpUYeckon anpobauum Ha AaHHbIX peasbHbIX NPeanpu-
ATUN C n3MepeHnem GUHaHCOBbIX 3pdekToB [MypaToBa,
Wapko, 2024; Fitz, Scheeg, 2025]. Hactoswee nccnego-
BaHVEe HaMpaBfIEHO Ha BOCMOJSIHEHWE AAHHOrO Mpobena,
npeanaras  KBasuW3KCMEPUMEHTaNbHYO BepudUuKalmio
KOMMieKca MeXaHW3MOB CHUMEHMSA 3aBUCUMOCTY.
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Poccuincknin pbIHOK MapKeTnnencos obnagaeT pagom
ocobeHHOCTEN, 06yCNOBAMBAIOLWMX CelndrKy nposBsre-
HVA NNaTGOPMEHHON 3aBUCUMOCTU. TaK, pOCCUINCKIME Map-
KeTrneincbl XxapakTepusyTca 6onee BbICOKOWN CTEMEHbIO
MPUCYTCTBNA MO CPaBHEHWIO C 3amnafHbIMU aHasoramm
1 GOPMUPYIOT OANIONONNCTAYECKYIO CTPYKTYPY C LOMM-
HMPOBaHMEM ABYX-TPEX UFPOKOB Npu cnaboct UHCTM-
TYTOB 3alLUTbl MHTEPECOB NpofaBLoB [AHTUNKHA, 2020].
B pab6ote [[epacumeHko, 2021] 3adpuUKCMpPOBaHbI TPEH-
Abl CTPEMUTENBHON 3KCNaHCUK NUAMpYoLWmMx nnathopm
N BbITECHEHMA TpaguumoHHon po3Huubl. C.P. MunakmH,
H.[. Cky6aueBckasn n [1.A. Mon3mkos [2025] BbiABUAK, UTO
nnatbopmMmuzaLma nepepacnpenenset foOaBIeHHYO CTO-
MMOCTb B MOJIb3y NNaTGopm npu OAHOBPEMEHHOM pOCTe
PYCKOB AN1A HEGOMbLINX YYaCTHUKOB SKOCUCTEMBI.

PerynatopHbin acnekT nnatGoOpMeHHON SKOHOMUKU
B Poccum pacemotpeH B ctatbax MJL. Kanyxckoro [2025],
000CHOBABLUErO KOHLIEMUWIO MAFKOro perynnpoBaHus
undposon Toprosnu, n AW. WangynnvHa [2024], pa3-
paboTaBwero Mogenb UMPPOBOrO  MPOTEKLMOHM3MA.
A.B. Marnosckas [2024] noka3sana, 4To B nepmogbl Makpo-
3KOHOMMYECKOW HEeCTabuIbHOCT MapKeTn/encbl Bbinos-
HAT GYHKUMIO cTabunmsaTopa ana MCI, ogHako MMeHHO
B KPW3WUC 3aBUCUMMOCTb OT NnaTGopM YCUMNMBAETCA, MO-
CKOJMbKY anbTepHATUBHbIE KaHasibl CKUMAloTCA ObicTpee.
Yeunerue lock-in-a¢pdekta Bcrneacteue uHTerpaumm ¢éu-
HaHCOBbIX CEPBUCOB (KPEAUTOBAHIWE, SKBAMPWHT) B IKOCK-
CTeMbl MapPKETNNENCoB 3aprKCMPOBaHO B UCCNef0BaHUAX
[MargaHoB, CmunpHoB, 2023; CusemoBa, bypoBa, 2025].

Otpacnesas cneuyndmrka nnatpopMeEHHbIX NPOJAXK U3-
yyeHa NpUMeHNTENbHO K MPOJOBOSIbCTBEHHBIM TOBapam
[AkceHoB, KpackoBckas, PeHHu, 2022; Makapos, 2022;
Kapaluyk, 2025]. MogTeepxaeHo, 4to 6apbepbl nnatpop-
MeHHOI 3aBUCUMOCTM 1 OMTUMaNbHbIE CTPaTernn guBep-
cndUKaLMmM CyLLeCTBEHHO PA3NNYatoTCA MO KaTeropusam,
yTO YUTEeHO NMpu GOPMUPOBAHUK BbIBOPKN 1 pa3paboTke
MeXaHV3MOB B fJaHHO paboTe.

AHanns nutepaTypbl MOKasan, YTo, BO-MepBblX, OT-
CyTCTBYeT MOATBEPKAEHHbIA WHCTPYMEHTapuii Konmye-
CTBEHHOIO M3MepeHns MNNaTGOPMEHHON 3aBUCMMOCTU
Ha MWKPOYPOBHE; BO-BTOPbIX, CTPATErMM CHUMXEHMUA 3a-
Bucumoct MCIT onumcbiBalOTCA NpenMyLLEeCTBEHHO KOH-
LenTyanbHo, 63 smMnupuyeckoi anpobaumm Ha JaHHbIX
peanbHbIX NPefnpuATAA C KU3MepeHneM GUHAHCOBbIX
30 PeKTOoB; B-TPETbMUX, BCE PACCMOTPEHHbIE PaboTbl 1160
He YyUMTbIBAKT POCCUNCKYID cnelnduKky (cBepXBblcoKas
KOHUeHTpauua nnatdopm, c1abocTb UHCTUTYTOB 3aLUnThl
NponaBLoB), MMBO OrPaHNYMBAOTCA AUAFHOCTUKOW.

Hawe nccnefoBaHve onuMpaeTca Ha CUHTE3 ABYX Te-
OpeTUYeCcKMX MOAXOAOB: KOHLEMNUMU nnaThpOopMeHHbIX
skocuctem [Parker, Van Alstyne, Jiang, 2017], o6bAcHa-
loLLell MexaHU3Mbl CO3LaHNA LeHHOCTW U acCMMETpUm
BNacTM B nnatdopmax, N TEOPWUM PeCcypCHON 3aBUCK-
mocTu [Asadullah, Faik, Lim, 2023], no3sonsiowen aHa-
NN3npoBaTb UCTOYHUKK yasBumoct MCI1 n cTtpaterun
MOBbILIEHMA aBTOHOMUK. [poTMBOpeUne MeXAy MOTEH-

LManbHbIMK BbIFOAaMM NAAaTGOPMEHHOMO YYacTMs U JoN-
FOCPOYHBIMW PUCKAMK, OTCYTCTBME Y Manoro 61sHeca sm-
NMPUYECKN NPOBEPEHHDBIX YNPABNEHYECKMX MEXaHU3MOB,
NO3BONALWMX KOMMYECTBEHHO OLEHMBATb W CHUXATb
nnaTGoOpPMEHHYI0 3aBUCUMOCTb 6e3 NoTepu AOCTYNa K Ka-
HafaM 3NeKTPOHHOW KOMMepPLIK, GOPMIUPYIOT OCHOBHYIO
Hayu4Hyto Npobnemy nccnefoBaHus.

Wcxopa u3 sToro npotuesopeuns BblABUHYTa rMMoTe-
3a UCcnefoBaHNA — KOMMIEKCHOe NPUMEHEHNE OpraHu-
3aLMOHHO-3KOHOMMNYECKUX MEXAHM3MOB, MOBbILLAIOLLNX
pecypcHyto aBTOHOMUIO NPeanpuATUA (LueepcnduKauma
KaHanoB cOblTa, pa3BuUTne COBCTBEHHDBIX LMOPOBLIX aKTU-
BOB, OMTUMM3aUMA MNAaTGOPMEHHOIO MPUCYTCTBUSA), MO-
3BOJSIAET CTAaTUCTMYECKN 3HAYMMO CHU3UTb YPOBEHb MnaT-
bOpPMEHHOI 3aBUCUMOCTK, U3MepAeEMbIA nHaekcom WIM3,
6e3 notepyr COBOKYMHOro 06bemMa Npofax.

METOANKA NCCNEQOBAHNA

Wccnegosanmne nposogmnocs B 2024 T. 1 BKAKOYaANO ye-
Tbipe MOCNefoBaTesNbHbIX 3Tana: AUArHOCTUYECKWIA (AH-
Bapb — $eBparb), aHANUTUUECKMI (MapT), SKCNEPUMEHTANb-
HbI (anpenb — Aekabpb) 1 OLeHOUHbIN (aekabpb). PaboTa
BbIMOJSIHEHA B AU3aiiHe KBA3WIKCNEPVIMEHTA Ha STane OLeH-
K 3pDEKTUBHOCTY MEXaHV3MOB CHIIKEHWSA 3aBUCMMOCTU
(tabn. 4 1 5), NockonbKy pacripefeneHne NpeanpUATUN
no rpynnam He 6blI0 PaHAOMMU3UPOBAHHBIM U ONpesens-
NOCb FOTOBHOCTbIO KOMMAHWM K BHEAPEHMIO MEXaHV3MOB.
Tunonorusauma NpPeanpuATU No YPOBHIO LMPPOBOIA yA3-
BUMOCTI OCYyLLECTBANACh METOLOM K/TaCTEPHOro aHanmsa
k-cpefHVX 1 ABNAETCA MpepLlecTBYOWMM KBa3naKCnepu-
MEHTY UHCTPYMEHTOM, NMO3BONALWMM AnddepeHuUmpoBaTh
ynpaBneHyecKne pekomeHaaLUmm no rpynnam.

AMnupuryeckas 6asa uccnenoBaHus chopmmnpoBaHa
Ha OCHOBe JaHHbIX BbIOOPKM 13 45 ManbIx NpeanpuaTuii,
OCYLLECTBNIALMNX NPOJAXKMN Yepe3 MapPKETNNENChl 1 alb-
TepHaTUBHbIE KaHanbl cOblTa. Kputepusamu BKnoueHUA
B BbIOOPKY ABNANMCH: CTAaTyC Manoro nNpennpuatisa co-
rnacHo kputepuam QHC (rogosoi 060poT - g0 120 MAH p.,
YMCNEHHOCTb COTPYAHMKOB — #0 100 uen.); peructpauums
Ha Tepputopun P®; onbiT paboTbl Ha MapkeTnnencax —
OT ABYX NET; JONA NPOAax yepes nnatGopmbl — He MeHee
40 %; Hannure faHHbIX YPaB/IeHYECKOoro yyeTa 3a nepu-
o[l He MeHee [BYX JIeT; FOTOBHOCTb NPeAnpuUATUA K BHe-
OPEHUIO SKCMEPUMEHTaNbHbIX MEXaHW3MOB CHUXKEHUSA
3aBUCKMOCTN.

[na Kaxxaow KoMnaHUM TakKe GUKCUPOBanCh PErvoH
NPUCYTCTBUA, YPOBEHb LUGPOBLIX KOMNETEHLMIA CreLm-
annCTOB U UHTEHCUBHOCTb KOHKYPEHLNM (UNCIIO CXOMXKMX
npofaBLoB B pernoHe). OLeHKa YPOBHA LUUPOBbIX KOM-
neTeHUMN NPOBOAMNACH SKCMEPTHO, Ha OCHOBE WHTEp-
BblO C COBCTBEHHMKAMK, 1 BKOYAsa aHann3 HaBbIKOB pa-
60Tbl ¢ CRM-crctemamm, UHCTPYMEHTaMK BeB-aHaNUTHKK,
KOHTEKCTHOM peknamon u SMM. Kaxgoe npegnpusatune
MOJyYasno MHTErpanbHy OLEeHKY No NATUOANNbHON LWKa-
ne, BbICTaBNAEMYIO KOHCY/IbTAHTOM MO Pa3BUTMIO Ha Map-
KeTnnencax Ha OCHOBE CTPYKTYPUPOBAHHOIO onpoca.



O6bem BbIOOPKM B 45 Marnblx Npeanpuatuii CooT-
BETCTBYET JIOMVKe YriybaeHHOro nuioTHOro MCCnefoBa-
HWS, NMPUOPUTETAMU KOTOPOrO ABMAIOTCA TOYHOCTb W3-
MepeHu, AocTyn K KoHouaeHUManbHbIM GUHAHCOBBIM
[aHHBIM 11 BO3MOMXHOCTb KBa3n3KCNepyMeEHTaNnbHON Be-
pudmnkauun 3pPeKToB, YTO MO3BONMIO HUBENUPOBATb
BIVAHME OFPaHMYEHMWIA, CBA3AHHbBIX C 06bemMoM BblbOp-
Ku. JaHHbI NOAXOL COOTBETCTBYET MPAKTUKE 3apybex-
HbIX YUYeHbIX B UCCNEAOBAHUAX, Fhe Lenblo ABAAETCA He
MaccoBas penpe3eHTaTUBHOCTb, a AeTaJIbHOe M3yyeHune
MeXaHN3MOB 1 anpobaunsa HoBbix mogenel [Eisenhardt,
1989; Siggelkow, 2007; Gioia, Corley, Hamilton, 2012;
Brynjolfsson, Hu, Rahman, 2013]. Kak otmeuaeTt b. ®nus-
6bOpr, VMeHHO Ka3yCHO-OpWeHTUPOBaHHble  (case-
oriented) nccnepoBaHyA NO3BONAIOT PACKPbITb MPUUNH-
Ho-cnepcTBeHHble casm [Flyvbjerg, 2006], uto BaxHO Ans
3ajjay nccnefoBaHNA — anpobaunn MEeXaHN3MOB CHUXe-
HYA NNaTGOPMEHHON 3aBUCMMOCTH.

Bolbopka He ABNAETCA CTAaTUCTMYECKU pPenpeseHTa-
TUBHOW ONA reHepasibHOW COBOKYMHOCTWM ManblX npep-
NpWATUA 1 GopmMmpoBanacb Mo NPUHLUMNY JOCTYMHOCTM
ynpaBneHYecknx AaHHbIX. MofyyeHHble pesynbraTthl Crie-
[yeT MHTePNPeTUPOBaThb Kak NUIOTHbIE, TpebyloLne noa-
TBEpXAeHNA Ha Oonee WUPOKUX BblbOpKax. CTPyKTy-
pa conocTaBnAnachb COTPACTIEBON CTPYKTY PO NPOAaBLOB
Ha POCCUNCKNX MapKeTnnencax, NpeacTaBneHHoN B aHa-
NUTUYECKUX OTYETaX MCCNefoBaTesibckux areHTcTs Data
Insight u AKWT, cornacHo KoTopbiM HanbombLuyo A0S0
NPOLAaBLOB COCTABNAIT ClleAyloLiMe KaTeropum: ogexaa
1 06yBb (B BblbOpKe 12 NpeanpuAtuil), AOMALWHUNA TeK-
cTunb (8), KocmeTrKa u yxop (7), peTckne ToBapsl (9), npo-
DYKTbl MUTaHMA (9), UTO COOTBETCTBYET CTPYKTYpe ncche-
nyemoin Bblbopku. leorpaduueckn BblbOpKa BKIOYaeT
KOMMaHUW 13 BOCbMU pernoHoB PO, npenmyiecTBeHHO
n3 LleHTpanbHoro (50 %), Mpuomxckoro (25 %) n Cese-
po-3anagHoro (15 %) denepanbHbIX OKPYroB, YTO B Lie-
NOM KOPPEenupyeT C MIIOTHOCTbIO [EMOBOM aKTUBHOCTU
1 Pa3BUTOCTbIO NOFUCTUKM MapKeTNecoB.

B kauectBe MHpOpPMaLMOHHOW Ga3bl MCCNeaoBaHMSA
6b11M NCMONb30BaHbI TPU TUMA NCTOYHMKOB:

1) nepBMYHbIE JaHHble YMpaBAeHYeCKoro yuyeta (no-
MecAYHasa Bblpyuyka MO KaHamam, CTPYKTypa W3AepieK,
MapPXMHANIbHOCTb, [daHHble O MOBTOPHbIX MOKYMKax),
[OCTOBEPHOCTb  KOTOPbLIX YacTUYHO BepudULmpoBa-
nacb CONOCTaBEHMEM C BbIFPY3KaMU M3 JIMUHbIX KabuHe-
ToB Wildberries, Ozon n «iHgekc.MapkeT;

2) maTepuranbl 12 NOnyCTPYyKTYpPMPOBaHHbIX SKCMepT-
HbIX UHTEPBbIO C COOCTBEHHMKaMM BU3Heca (n = 5), KOH-
CyNnbTaHTamMy NO Pa3BMTMIO Ha Mapketnnencax (n = 4)
1 NpencTaBuTensmmn 6usHec-accoumauuii (n = 3);

3) BTOpPUYHbIE AaHHbIe OTKPbITbIX MICTOYHUKOB:

* CTaTUCTMKA pblHKA e-commerce (Accoumauma Kom-
naHui nHTepHet-toprosaun (AKAT))';

T Accoumauma KomnaHuii uHtepHet-toproenn (AKUT). PbiHOK
e-commerce B Poccnn 2024. Mocksa.
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« AMHaMIKa komucenia (Data Insight)?;

« GUHAHCOBas CTAaTUCTMKA NPOAABLIOB (aHaNUTMKa
T-Bank eCommerce)3;

+ faHHble 06 MCIN (PepepanbHas Hanoroeasa ciy:xba
PO, peecTp cy6bekToB MCIM)*.

Mpwn aHanu3e B KauecTBe 6a30BOro MHAMKATOPA LN-
POBOV YA3BMMOCTU WCMONIb30BANCA PACcYeT MHAEKCa
nnatpopmeHHoi 3aeucumoctn (UM3), BepnduumMpoBaH-
HbIll B HaLWMX NpeALwecTByoWmnx nccnegoaHunax [Cyasos,
2025a; 2025b] 1 npumeHsembli B faHHOW paboTe Ans
anpobaLuy MeXaHN3MOB CHUKEHS 3aBUCMMOCTU:

M3 :wxmo %,

Ban

(1)

rae Hnnarg — OONA MPOAAX uepe3 MapKeTnencbl B Co-
BOKYMHOW BbIpyUKe, %; Wnpare — COBOKYMHble nnatdop-
MEHHbIe M3OePXKU (KOMWUCCUM, NIOTUCTUKA, MAPKETUHT,
wrpadsl, ckuakn), % oT BbIpyuKU uyepe3 nnatdopmbl;
Mgan — BanoBas npubbinb Npegnpuatia, % OT COBOKYN-
HOW BbIPYUKW.

Jlornka nHgekca coctouT B TOM, UTO YUNCIUTENb OTpa-
XKaeT JOM pecypcoB NpeanpuAaTuA, M3bIMaeMblX MaT-
¢dopmoin 13 BbIPYYKM, 3HAMEHATENb — BASIOBYIO Mapiy,
KoTopylo npegnpusatve GopMupyeT A0 yyeTa nnatdpop-
MEHHbIX MOoTepb. 3HaveHne nHaekca meHee 50 % uHTep-
npeTnpyeTca Kak Hu3Kasa 3aBucMmocTtb, 50-100 % - yme-
peHHas, a 6onee 100 % — KpMTUYECKanA, KOTAa COBOKYMHblE
nnatGopMeHHbIE M3AEPXKKM MPEBBILAIOT BCIO BafoBYIO
NpuobINb NpeanpuATUA.

Ana Tunonorvsauun nNpeanpuATMA MO YPOBHIO
uMPpPOBON YA3BMMOCTU MPUMEHEH MeTOL K-CpefHuUX.
B cBA3M c orpaHnyeHHbIM 06beMOM BbIOOPKK (n = 45)
N UyBCTBUTESIBHOCTHIO METOdA K MacwTaby Bce nokKa-
3atenn (MIM3, KonnuecTBo KaHanoB CObITa, OMepaLynoH-
Has Map»a, GUHAPHBIN MPU3HAK HANIMUMA COBCTBEHHDIX
uUMdpPOBLIX aKTMBOB) ObIIM CTaHAAPTU3NPOBAHbI METO-
AOM Z-HopManusaumm Bo u3bexaHue LOMUHUPOBaHWSA
MPW3HaKoB C 6oMbWwKM abCcoMOTHLIM Pa3bpPOCOM 3Ha-
yeHuin. ONTUManbHoOe YNCNo KnactepoB (k = 4) onpege-
NANOCb Ha OCHOBE MeToAa NOKTA (aHanM3 BHyTpUKnacTep-
HOM CYMMbl KBafjpaTOB) 1 CpeaHer CUNYySTHOMN LWMPUHbI
(0,47), uto cBUAETENbCTBYET O NPUEMNEMON CTPYKType.
[na npoBepKn YCTONYMBOCTU peLleHna NpoBefeHa no-
BTOPHaA KnacTepu3aumsa C pasfvyHbIMU HayasibHbIMU
yCoBUAMM, MPU 3TOM MeHee 7 % HabniogeHun nepewnu
B Apyrue Knacrepbl, TO €CTb COCTaB rPynmn U3MEHMUNICA He-
3HAUNTENIbHO, YTO MO3BONAET VMHTEPNPETMPOBATb MONY-
YEHHYI0 TUMONOMMIO Kak POBaCcTHYI0 B paMKax NUNOTHOFO
nccnefoBaHua. Paznuuna mexpgy Knactepamu no Kiko-

2 WNnTtepHeT-ToproBna B Poccun 2025: MapKeTUHroBoe WC-
cnegoBaHue // Datalnsight. 2025. 19 mas. https://datainsight.ru/
DI_eCommerce_2025.

3 Cepeuic aHanuTuky mapketnneicos Cennep // T-baxk. https://
www.tbank.ru/business/seller/analytics/.

4 EQVHBIN peecTp Cy6beKTOB Manoro 1 cpegHero npeanpuiHu-
maTenbcTBa // OepepanbHan Hanoroeas ciyxx6a PD. https://rmsp.
nalog.ru.
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CTpaTerI/NECKVIVI MeHeXXMEHT N KOprnopaTuBHOE ynpaBieHne

yeBbIM MapameTpamM MPOBEPEHbI C MOMOLLbID KpuTepus
Kpackena — Yonnuca (p < 0,01).

Cnepyet oTMeTUTb, YTO He6GOMbLION 06beM BbIGOPKY
n auddepeHumauna HabMOAEHNA NO KNOUYEBbIM MOKa-
3aTensam npusenn K GopMUPOBaHMIO KNacTepoB C Mu-
HVMManbHbIM NepeceyeHnem MHTEPBANOB 3HAYEHWI, YTO
MOET CO37jaBaTb BrevaTtneHre N36bITOYHOCTM NPUMEHE-
HWA KnacTepHoro aHanmsa. OfHako Lefblo ero Uchonb-
30BaHUA B AAaHHOM MCC/IefOBaHUU ABNAETCA HE CTONbKO
BbIAABIEHNE CTAaTUCTUYECKON CTPYKTYPbl pacrnpefeneHuns,
CKOMIbKO TUMONOrM3auua MpeanpuATAA MO  YPOBHAM
undpPOBON YAZBMMOCTU 1 CUCTEMATU3ALNA UX PA3STNUNIA
B cBA3M € 3TMM pe3ynbTaThl KNacTepusaumm UCnosb3yoT-
CA KaK aHaNUTUYECKNI UHCTPYMEHT OMWCAHUA CTPYKTYp-
HbIX Pa3nnuunii MeXay rpynnamv npeanpuaTun.

MeTon mopennpoBaHWA ONTUMASIBHOTO pacrpege-
neHWA npofax Obln NpUMeHeH AnA onpeAeneHna pa-
LMOHANBbHOWN CTPYKTYpbl KaHanoB cCObiTa, pa3paboTaHa
ONTUMM3aLMOHHAA MOAEeNb, MaKCMMU3MPpYtoLWaa onepa-
LMOHHYI0 MPMObINb NPY 3aaHHbIX OrpaHNYEHUAX: Ha CO-
BOKYMHYIO BbIPYUKY, MUHUMANbHO LONYCTUMble 06beMbI
npopa< no KaHanam u uenesou yposeHb UIM3 (He Bbiwe
70 %). Mopenb pewanacb CMMMIEKC-METOAOM C Lene-
BOW QYHKUMEN MaKCUMM3aLMM OnepaLMoHHON Nprbbinm
MpW OrpaHMYeHMsaX MO MUHMMaNbHOMY O6beMy KaHa-
na n 6loaXeTy MapKeTuHra. [laHHbI Nogxon onvpaerca
Ha Knaccuueckue paboTbl B 0611acTK oNTUMM3aUmMmn Map-
KeTuHrosoro mukca [Lilien, Kotler, Moorthy, 1992; Lilien,
Rangaswamy, 1998] n aganTMpoBaH K 3afja4yam ynpase-
HVA KaHanamu cObiTa B SNEKTPOHHOW KOMMEpPLMW.

Ona oueHkn 3PpPEeKTUBHOCTM pa3paboTaHHbIX Me-
XaHW3MOB WCMOMb30BaNcA KBa3UIKCMEPUMEHTASbHBbI
metof. B akcnepumeHTanbHyto rpynny (n = 30) Bownu
NpeanpuATUA, MOATBEPAUBLUME TOTOBHOCTb K BHeppe-
HUIO MEXaHWU3MOB CHUWXEHUA 3aBUCUMOCTM; KOHTPONb-
Hyto rpynny (n 15) cdopmupoBanu npeanpuaTys,
COXPaHMBLUME NCXOLHYIO CTPYKTYPY KaHanos cobita. lpyn-
Mbl CO3A4aBanUCb Ha OCHOBE FOTOBHOCTU K BHEAPEHWIO,
yTO ABNAETCA OrpaHNYEHNEM JU3aliHa.

[lna npoBepKM NCXOAHOIN CONOCTaBUMOCTY Fpynn Obin
nposefeH TecT Ha cbanaHcupoBaHHOCTb rpynn (balance
test): cpepgHue 3HaueHuna UM3 (94,3 npotus 91,7; t = 0,64,
p = 0,52), onepauuoHHon mapxu (13,2 % npotus 13,8 %;
t=0,51,p=0,61) n Boipyukm (t = 0,38, p = 0,71) Ha JOIK-
CMEPUMEHTAsIbHOM STare 3HaUYMMO He PasfMyanucb, YTo
MOATBEPXKIAET KOPPEKTHOCTb CPABHEHUA.

MexaHn3Mbl CHUXEHMA 3aBUCUMOCTV BHeLPANUChH
B 3KCMepPUMeHTaIbHON Fpyrne eAUMHOBPEMEHHO C anpens
2024 r. B COOTBETCTBUW C MHAUBKAYANbHbIMW JOPOMHbI-
MU KapTamu, pa3paboTaHHbIMW NO UTOraM aHaIMTUYECKO-
ro 3Tana, MHTEHCMBHOCTb BO3[EWCTBMA BapbMpoBanachb
B 3aBMCMMOCTM OT MCXOQHOrO Khactepa npennpuAThs.
SbdeKT oueHMBANCS METOAOM Pa3HOCTU pPa3HOCTel
(DIDy:

3(]) = (I-IBKCI'I. nocne — n:—)KCI‘I.,qO) - (I-IKOHTp. nocne — rIKOHTp. AO)I (2)

roe 1 — oueHvBaembll MOKa3aTenb NPenpUATIA SKCne-
PUMEHTaNbHOW 1 KOHTPOJSIbHOW rpynn 4O U Nocie 3Kcne-
pumeHTa (MMM3, MapKMHaNbHOCTb, BbIPYUKa).

3HaunmocTb DID-3¢pdekTa nposepsnacb C NMOMOLLbIO
t-CTaTUCTVKN ANA Pa3HOCTK pa3HocTel. lNepuon Habnto-
LeHMA COCTaBui 9 Mec., YTO He NO3BONAET OLEHUTb JOJTO-
CpouHble 3ddeKTbl M TpebyeT yuyeTa BO3MOXKHOIO BJMSA-
HWA CE30HHOCTW, MPU STOM HafMune KOHTPOSbHOW rpynmbl
MOMOraeT YacTUYHO SAUMUHMPOBATL AAHHBbIN  daKTop.
Takxe B CBA3WN C OrpaHUYeHHOW HOOCTYNHOCTbIO PETPo-
CMEKTMBHBIX AaHHbIX 33 nepuop bonee 6 mec. O Havyana
3KCMepMMeHTa NPoBepKa napannesibHbIX TPEHAO0B He npo-
BOAWNACh, UTO OTHECEHO K OrpaHNYEeHVAM NCCIEAO0BAHNSA.

[na npoBepKn rMnotesbl 0 KOMOMHUPOBAHHOM 3¢-
dbekTe auBepCcnPMKALNOHHBIX MEXaHU3MOB B MOAeSb A0-
MONHUTENbHO BKJIOUEHA MepemMeHHas B3auMOLeNCTBUA
(interaction term), oTpaxawwas OJHOBPEMEHHOE WC-
NOJSIb30BaHWE HECKOMbKUX NHCTPYMEHTOB. KoadduuneHTt
npu NepemeHHON B3aMMOAENCTBMA OKasasca CTaTUCTU-
yeckn 3HaunmbIM (p < 0,05) 1 NONOXWTENbHBLIM, YTO TO-
BOPUT O HanMuuKM CUHepreTuuyeckoro addekta npu co-
BMECTHOM MPUMEHEHUN MEXaHW3MOB 13 PasHbIX 6/1I0KOB.
Beuay orpaHuueHHoro obbema BbIOOPKM [AaHHbIA pe-
3ynbTaT ClefyeT paccMaTprBaTh Kak NpeaBapuTENbHbIN.

MNepeyeHb M3 12 OpraHM3aLMOHHO-IKOHOMUYECKUX
MEXaHM3MOB CHUXKEHWS 3aBUCMMOCTU CHOpMMPOBaH
B Tabn. 3 Ha OCHOBe CUHTE3a AAHHbLIX 3KCMEPTHbIX WH-
TEPBbIO, aHaNM3a NyYlnx NPAKTUK PbIHKA U MONIOXEHMN
Teopumn TpaH3akKUMOHHbIX ngepxek [Williamson, 1985].
OueHKa ropu3oHTa BHeJpPEeHWA W YPOBHA CNOXHOCTY
MeXaHM3MOB NPOBefieHa SKCMEPTHbIM NyTeM C Yy4YeToM
TUNOBbIX CPOKOB peanu3aunm Nogo6HbIX MPOEKTOB B Cer-
meHTe MCM. AnddepeHumaumna 3¢pdeKToB Mo MCXOOQHBIM
Knactepam, NpOAEMOHCTPUPOBaHHasA B Tabn. 5, HocuT
WNNIOCTPATUBHDIN XapakTep BBUAY Manoro pasmepa noj-
rpynn, OCHOBHble BbIBOAbI 6a3MpPYOTCA Ha arpermpoBaH-
HbIX AaHHbIX MO SKCMEePMeHTaNbHON rpynne.

Mpu nHTepnpeTaunMmn pesynbTaToB HEOOXOAUMO Yuu-
TbIBaTb ClefyoLne orpaHUYeHNs.

Pasmep 1 HepaHOOMU3MPOBaHHbLIN XapakTep BblOOp-
K OrpaHnyMBalOT BO3MOXHOCTM reHepanusaunm BbiBO-
[0B Ha BCIO COBOKYMHOCTb Masnoro 6usHeca. Bmecte c Tem
XapakTep UCCNefOBaHUA MPeanonaraeT NpropuTeT rny-
6VHbI aHanM3a 1 TOYHOCTW U3MEPEHWU HAA SKCTEHCUB-
HbIM pacLIMpeHreM BbIOOPKY, YTO YCUNNBAET BaNIULHOCTb
BbIBOAOB /1A YPaBIEHUECKUX PELLEHNIA.

KpaTKoCpOUHbIi FOPU3OHT HabntogeHNa MeHee OgHoO-
ro rofla He No3BoOJIAET OLEHUTb AONTOCPOUHbIe 3PdEKTbI
BHeLPEHHbIX MEXaHN3MOB 1 MOMHOCTBIO UCKOUNTL BIIK-
AHNE CE30HHOCTW.

BkntoueHne B BbIGOPKY TONbKO MpPeanpuAatuiA, Noja-
TBEPAUBLIMX FOTOBHOCTb K BHEAPEHWIO, CO3AAeT MOTEH-
LManbHoOe CMeLlieHne B CTOPOHY 6oriee MOTUBMPOBAHHbIX
1 afanTBHbLIX KOMMAHUIA.

CreneHb UndpPOBOI 3pPENoCTy NPeanpPUATAN 1 pPerno-
HasbHble 0CO6EeHHOCTU GYHKLMOHNPOBAHUA PbIHKOB MO-



ryt moauduumpoBaTb BbiABNEHHbIE B UCCIEAOBaHWN 3a-
BUCUMOCTM U TPEOYIOT fanbHelLWel onepaLMoHann3aLum.

JaHHble yrnpaBneHYeCKoro yuyeta OTAENbHbIX MNpes-
NPUATUA MOTYT XapakTepu3oBaTbCA pPas3fIMYHON CTe-
MeHbI0 TOYHOCTW U JeTannsauuy, Yto ABNAETCA 06WMMm
OrpaHNYeHneM UCCNefoBaHUN C UCMNONb30BaHMEM Mep-
BMYHOM oTyeTHOCTM MCTT.

HecmoTpsA Ha yKasaHHble OrpaHU4YeHus, NPUMEHEH-
HaA meTogonorua obecrieunmBaeT JOCTATOUHbIA ANA K-
NOTHOrO WCCNeAOBaHNA YPOBEHb BaIMAHOCTU U MO3BO-
naet chopMynmMpoBaTb HayuyHO OBOCHOBAHHbIE BbIBOLbI,
Tpebytowre fanbHenwen NPOBEPKN Ha PACLIMPEHHbIX
BbIOOPKaX.

PE3YJIbTATbl UCCNEQOBAHINA

Mpyn paHXupoBaHUN ManbiX NPeanpuUATAA MO YPOBHIO
UndPOBON YyA3BMMOCTN UCMONb30BASICA KNACTEPHBI aHa-
N3, KOTOPbIV MO3BONUI BbIAENUTb YETbIPE TWMNa MasbIX
NPEeAnPUATUIA, pPa3fnyaloWmMXCca MO YPOBHIO nnatdop-
MEHHOW 3aBUCMMOCTM U CTpaTermyeckon yCTomunMBOCTy.
MonyyeHHble OLeHKM OTpa)eHbl B Tabn. 1 n uHTepnpe-
TUPYIOTCA KaK SMNUpUYECKne CBMAETENbCTBA accoLma-
unMm Mexpy auBepcuduKaumen KaHanoB 1 AVHAMUKON
¢brHaHCOBbLIX NOKasaTenel B KPaTKOCPOYHOM nepuoje.
Crporasa npuUYnMHHO-CNeACTBEHHAA UHTeprpeTaums orpa-
HYeHa cneundrKon BbIGOPKM 1N KBA3UIKCNepUMEHTab-
HblM XapaKTepoM Au3ariHa.

Knactep 1 (14 KpUTMYECKN 3aBUCUMBIX NPEANPUATII)
NpenMyLLeCcTBEHHO NPefCTaBNeH NPeanpPUATUAMA U3 Ka-
Teropuin «<opexga u obysb» (9 KOMNaHWN) 1 «4OMALLHWIA
TekcTunb» (3). CpegHun UMN3 coctaBnaet 132 %, 4TO O3Ha-
yaeT MoJsIHOe MOrJIoWeHre BanoBol Npubbn nnatdop-
MeHHbIMU M3aepxKamu. [JaHHaa rpynna xapakrepusyet-
cA reHepauveinn 90-98 % npopax Ha ogHON nnatpopme
(Wildberries), oTcyTcTBMEM COOCTBEHHBLIX LMPPOBBIX aK-
TUBOB M KINMEHTCKON 6a3bl, BbICOKON AONEN BO3BPATOB
(15-22 % B cermeHTe ogexnbl), 3aBMCUMOCTbIO OT NpPO-
MOMWHCTPYMEHTOB MNaTGOPMbl, HU3KON OmnepaLMoHHON
MapXKMHaNbHOCTbIO (3-9 %).

Knactep 2 (16 yA3BUMbIX MpeanpuATAiA) BKOYaeT
npeanpuATUA C YMEPEHHO BbICOKUM YPOBHEM 3aBUCUMO-
ctn, cpegHun UNM3 coctasnsaet 89 %. CTpyKTypa npogax:
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75-85 % uepe3 mapketnnencol, 15-25 % yepes fononHu-
TeNbHble KaHasbl, B OCHOBHOM COLMarbHble CeTU U Mec-
ceHpkepbl. OcOBEHHOCTAMY KNacTepa ABNAIOTCA Hanmume
MUHUMAJIbHBIX COOCTBEHHbIX KaHarnoB, HO 6e3 cuctem-
HOW cTpaTernn nx pasBUTuA, onepaumoHHasa MapXXnHasb-
HOCTb — 11-17 %, OrpaHUYeHHbI KOHTPOsb Haf LeHo-
0bpa3oBaHueM, Neproguyeckme Kpusncbl NMUKBUAHOCTA
13-3a 3afiepKekK nnatexxen ot nnatdopm.

Knactep 3 (10 OTHOCMTENbHO YCTOWMUMBBLIX Npea-
npuATAA)  AemoHcTpupyeT  cpegHun  WM3,  pas-
Hbll 61 %, n cOanaHCMPOBaHHYIO CTPYKTYpY KaHa-
noe cbuita: 55-70 % uepe3 mapketnnencol, 20-30 %
yepes cobCTBeHHble KaHanbl, 5-15 % uepe3 B2B n od-
naiiH. XapaKTepuCTUKX Fpynmbl: Hafanyne co6CTBEHHOrO
NHTEepHeT-MarasnHa ¢ CRM-cnctemon, HakonneHHasa Knu-
eHTCKasA 6a3a (2 000-8 000 KOHTAKTOB), onepaLnoHHas
MapXMHaNbHOCTb — 19-26 %, 60nee BbICOKaA Neperosop-
HaA cunia Npy B3aUMOZEeNCTBUM ¢ nnatGopmamu 3a cyet
HanMunA anbTepHaTmB.

Knactep 4 (5 He3aBUCUMBIX NPeanpUATAA) NpeacTaBs-
NAET KOMMAHNN C HU3KUM YPOBHEM MnaTGOPMEHHON 3a-
BUCUMOCTH, ux cpegHun UMN3 coctasnaet 38 %, CTPyKTy-
pa npoaax MakcMmanbHo ameepcudulmposaHa: 40-55 %
yepes Mapketnnelcol, 30-40 % uyepe3 cOGCTBEHHbIE Ka-
Hanbl, 10-20 % uepe3 B2B n naptHepckue cetn. OTnu-
ynTeNbHble YepTbl KhnacTepa: pas3BUTas OMHMKaHaMb-
Haa cTpaTterns, co6CcTBEHHOE MOOWNbHOE MPUNIOXKEHUE
1 nporpamma f0ANbHOCTW, ONepaLnoHHas MapXKnUHanb-
HOCTb — 28-35 %, [10NA MOBTOPHbIX MOKYMNOK Yepe3 cob-
CTBEHHble KaHanbl — 35-48 %, ucnonb3oBaHve MapKeT-
NNencoB B KayecTBe WUHCTPYMEHTa MPUB/IEYEHNs, a He
OCHOBHOrO KaHasia MoHeT13aumm.

AHanu3 oTpacneBon CTPYKTYpPbl KMacTepoB MoKasan
X HepaBHOMepHoOe pacnpegeneHue, knactep 1 npeg-
CTaBfieH nNpervMyLeCTBEHHO MpeanpuaATUAMK, TOpry-
oWyMU ofexzon 1 obysbio (9 dupm), a TakKe gomall-
HUM TeKcTunem (3), UTo OOBbACHAETCA BbICOKOW Aonen
BO3BPaTOB M WHTEHCMBHOW LEHOBOW KOHKypeHLuen.
Knactep 2 6onee pa3HoobpaseH, OH MpenacTaBieH Ta-
KUMW KaTeropmamK, Kak «peTckue ToBapbl» (7), «KOC-
MeTMKa 1 yxop» (5), «npopykTtbl nuTaHuA» (4). B knacTe-
pax 3 1 4 CKOHLUEHTPUPOBaHbI NPeanpusaTMA C Hanbornee

Tabnuya 1 - Tunonozus npednpuamuti no yposHio Yugpposoli yazsumocmu
Table 1 - Typology of the enterprises by the level of digital vulnerability

OnepayoHHasA Hannuue
uns, KonunyectBo
Knactep XapakTepuctumka n Mapa, COOCTBEHHbIX
% KaHanos o
Yo aKTUBOB
Knactep 1: Kputnuecku MoHokaHanbHaa mogenb, BbiCOKas 14 | 1122158 1-2 3.9 OreyrcTayioT
3aBUCKMble KOHLIeHTpaLmMA Npogax
Knactep 2: yassumble Rowmmrnposarine nnatgopw, 16 | 78-105 2-3 11-17 YactuuHo
cnabas guBepcudurkaumns
Knachep 3: OTHOCUTENBHO C6anaHcMpoBaHHas CTPYKTypa 10 5274 3.4 19-26 MpucyTcrayior
ycTonumnBble KaHanos
Knactep 4: He3aBUCUMbIe Avsepcuuumposanras mopene, 5 28-48 4-6 28-35 Pa3BuTbl
cobcTBeHHanA 6a3a
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OVBEPCMOULNPOBAHHBIM ACCOPTUMEHTOM U Pa3BUTOW
KnmeHTcKol 6a3oM, YTo cornacyeTca ¢ Bbisogamu B.B. My-
patoBoi 1 E.P. Lapko [2024] o poMuHMpoBaHUN rmbpua-
HbIX CTpaTernin B CEerMeHTax C CUSibHbIM 6peHgom. Cpea-
HWUI BO3PAcT NpeanpuaTuii B Bbibopke coctasun 4,8 ner,
MpW 3TOM CYLLECTBEHHbIE Pa3nuna MEXAY Knactepamu
no AaHHOMY MpPU3HaKy He Habngannch, YTo No3BonAeT
NPEeAnoNIoKNTb, YTO KtoueBbiM HaKTOPOM YA3BMMOCTU
BbICTYMAET He CTONIbKO ONbIT PaboThl, CKOMbKO M3Havanb-
HO BblOpaHHanA CcTpaTervsa B3auMoAencTBIA C nnatdopma-
MU 1 Hanmume undpoBbIX KOMNETEHLMIA.

Mopgenb  onTuManbHOro  pacnpefeneHua  npo-
JaX MO KaHanam no3Bonuna onpepenutb pauuoHalb-
HYI0 CTPYKTYPY KaHanos cObiTa, NpuBefeHHYyto B Tabn. 2,
IR KaXk[I0 TOBapHOW KaTeropum Bblibopku. MapameTpbl
mogenu (MapXKUHaNbHOCTb WM MOCTOAHHbIE UN3[EPXKKU
KaXKOoro KaHana) KanubpoBanucb Ha ocHoBe daKTuye-
CKUX JaHHbIX NpesnpuaTuii.

MopenupoBaHvie NoKasbIBaeT, YTo ONTUManbHas fONA
nnatGopMeHHbIX NPoAax BapbupyeTca ot 35-45 % ana
npofyKToB NuTaHuA fo 50-60 % ana ogexabl U obysw.
lMpeBblleHre BbIABNEHHOro nopora (B cpepgHem 65 %)
NPVBOANT K HENPOMOPLMOHANIbBHOMY POCTY COBOKYMHbIX
M30EepXKEeK U CHWPKEHUIO OMepauVoOHHON MapKunHamb-
HocTu. [Nepexod K pekomeHZyemon CTPYKType KaHasnos
MO3BOJAET COrNacHo pacyetam cHKU3uTb UM3 Ha 35-48 %
OTHOCUTENIbHO MOHOKaHabHOM MOZENN U NOBbICUTb Ore-
PaLMOHHYI0 MapKUHANIbHOCTb Ha 18-26 %.

[MepeueHb  OpraHU3aLUNOHHO-3KOHOMUYECKNX — Me-
XaHU3MOB, NPOAEMOHCTPUPOBAHHbIX B Tabn. 3, ¢op-
MUPOBaNcA B TpW nocnepoBaTenbHbix wWwara. CHavana
Ha OCHOBe 0630pa NUTepaTypbl BbIABMAEHbI KIlOYEBble
HanpaBs/ieHNA CHUXeHnA pecypcHomn 3asucnmoct MCT1

OoT UundpoBbIX nnatopm: AnBepcudMKaLuMs KaHANoB
[MypaToBa, Llapko, 2024; Fitz, Scheeg, 2025], pa3Bu-
Te cobcTBeHHbIX LndpoBbix akTneos [Brynjolfsson, Hu,
Rahman, 2013], ynpaBneHvne TpaH3aKUUOHHbIMA ©3-
pepxkamu [Williamson, 1985], KonnekTBHble CTpaTernm
[AHTMNKHa, 2020]. Ha BTOpOM luare B Xxofe 3KCNepTHbIX
WHTEPBbIO C COOCTBEHHUKAMMN BM3HECa, KOHCYbTaHTaMM
No Pa3BUTWIO W NpefcTaBUTeNamMn BrsHec-accoumaumin
6bina npoBefeHa BepudrKauns TEOPETUYECKN 060CHO-
BaHHbIX HaMpaB/IeHUI C YY4eTOM POCCUACKON cneulndrKm
(KOHLEHTPMPOBAHHbIN PbIHOK C ABYMA-TPEMA OOMUHU-
pylowmmy nnatpopmamu, cnaboctb MHCTUTYTOB 3aLLMTHI
npofaBLoB) U cPOPMMPOBAH PACLUIMPEHHBIN MepeyeHb
BO3MOXHbIX MHCTPYMeHTOB. Ha TpeTbem Lware Ha 6a3se pe-
3yNbTaTOB AMArHOCTUYECKOTrO 3TaMna MccnefoBaHmsa (pac-
npegeneHna WM3 no knactepam U BbIABAGHHbIX Y3KUX
MecCT B CTPYKTYpe KaHanoB cObiTa) NpoBefeHbl Npropw-
TM3aumMA UHCTPYMEHTOB U OKOHYaTeslbHaa CTPYKTypur3a-
LMA MexaHN3MOB B YeTbipe 6rioKa.

JnHamunka nsmeHeHMa KN4veBbiX NokasaTtenen B pe-
3ynbTaTe anpobauuy npepioXeHHbIX MEXaHN3MOB 3a fle-
BATMMECSYHbIA NepuoA npeactaBneHa B Tabn. 4. B akc-
nepumeHTanbHom rpynne (n = 30) BHeApeHbl pasnuuHble
KOMOMHaLMM MeXaHW3MOB B 3aBMCMOCTM OT UCXOLHOTO
Knactepa u cneunduku 6rsHeca, KOHTPONbHaA rpynna
(n = 15) coxpaHwuna NCXoQHYIo CTPYKTYpPY KaHasnoBs cobiTa.

OueHka meTofOM pa3HOCTM pasHocTen (DID) pe-
MOHCTPUPYeT CTaTUCTUYECKN 3HauMmoe cHuxeHne UIM3
B JKCMepuMeHTanbHOW rpynne Ha 26 % OTHOCMTeNbHO
KOHTPONbHOW. POCT ONepauuoHHON  MapXXMHaNbHO-
cTn coctasun 8,2 %, COBOKYMHOM Bbipyykn — 10,5 % B OT-
HOCWUTENBbHOM BblpaxeHun. HeobxonMmo OTMeTUTb, UTO
[aHHbIN pe3ynbTaT MoJlyYeH B KPaTKOCPOUHOM nepuoge

Tabnuya 2 - OnmumansHoe pacnpedeneHue NpoOax No KaHAnam, % om co8OKyNHoU 8bipyyKU
Table 2 - Optimal distribution of sales by channels, % of total revenue

ToBapHas Kateropus MapkeTnneincbi VCOGCTBeHHbM CoumanbHble ceTn B2B/odnaiiH Lienesown UM3
caiiT / npunoxxeHune
Opexpa n obyBb 50-60 20-25 10-15 5-10 60-70
HomawHui TekCTunb 45-55 25-30 10-15 5-10 55-65
KocmeTuka v yxop, 40-50 30-35 15-20 0-5 50-60
[eTckne ToBapbl 45-55 25-30 10-15 5-10 55-65
MpoayKTbl NUTaHWA 35-45 20-25 5-10 25-35 45-55
Tabnuya 3 - Komnekc MexaHu3mMos CHUXeHUA hiamgopmeHHoU 3agucumocmu
Table 3 - A set of mechanisms for reducing platform dependence
Brnok MexaHnsm Onucanme lopusoHT OueHKa O6ocHoBaHue /
BHeApeHUsa | CNOXHOCTN MNCTOUYHUK
A1l. 3anyck cobcTBeHHo- | Co3paHne caiiTa Ha nnatdop- Fitz, Scheeg, 2025;
. . 2-4 mec. CpefHAa | aKCnepTHble
ro MHTEPHeT-Mara3uHa max Tilda, InSales, Shop-Script
WHTEpPBbIO

A. lnsepcudukaumns A2. Paseutvie npomax CuctemaTtm3auma npofak BO Mypatosa, LLlapko,
KaHanos «BKoHTakTe», Telegram, «OgHo- 1-2 mec. Hun3kan 2024; sKkcnepTHble

yepes couuanbHble ceTn

KIacCHMKax» WHTEpPBbIO
A3. Bbixog Ha ,qonoTHm- }J'I/IB.epCI/I(I)I/IKaLU/IFl mexay Wild- 1-3 mec. Huzkas Cy308, 20253
TenbHble MapkeTnnencol | berries, Ozon, <AHaekc.MapkeT»
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OkoHYaHue mabnuuwi 3
Table 3 (concluded)
r
Brok MexaHuam Onucanme OPU30HT OueHKa O6ocHoBaHue /
BHefpEeHNA | CJIOXKHOCTU VNCTOYHUK
B1. - | B RM, - Brynjolfsson, Hu,
) Co3paHne KnueHT- | BHegpeHue C c6op KOHTaK 3.6 mec. Cpeansn rynjolfsson, Hu
cKoi1 6a3bl TOB, NPOrpamMma JIoAIbHOCTH Rahman, 2013
Fitz, Scheeg, 2025;
b. Pa3Butme ®opmmrpoBaHue y3HaBaemoCTn
b2. Pa3BuTtne bpeHaa 6-12 mec. Bbicokas | akcnepTHble
COBCTBEHHbIX yepes KOHTEHT-MapKeTUHT
VHTEPBbIO
aKTUBOB
Pazpabotka cobcTBEHHOIO
b3. CospgaHve mobunb- JKCMnepTHble
NPUNOXKeHUA ANA NOCTOAHHbIX 4-8 mec. Bbicokas
HOTO NPUNOXKEHWA VNHTEPBbLIO
KNNeHTOB
PaspeneHune ToBapoB Ha nnat-
B1. CermenTaums accop- do AMeHHbIe " npeMM M (anAa 1-2 mec Huzkasn Myparosa, Lllapko,
TUMEHTa P pemaym {4 ’ 2024
CBOVIX KaHanoB.)
B. OnTumm3aLus Mepexop Ha uyacTMyHylo ca-
B2. OnTumumsauma noru- | MOCTOATENbHYD ~ 06pPaboTKy JKCnepTHble
nnatGopmMeHHOro 2-4 mec. CpepHsas
npHCYTCTBAR CTVIKK M [OCTaBKy 3akasoB (self- WHTEpPBbIO
fulfillment)
B3. YnpaBneHue nnat- | Ayaut n ontuMm3auma KOMUC-
dopmeHHbIMUN  M3aepXK- | cuiA,  WTPadoB, pPeKNaMHbIX 1 mec. Huskaa Williamson, 1985
Kamm pacxopnos
O6beanHeHe Ana KONNeKTuB- Fitz, Scheeg, 2025;
. Co3pgaHne Koonepa-
HbIX MeperoBopoB C naThop- 3-6 mec. Bbicokasa | akcnepTHble
TVBOB NPOAABLIOB
Mamm VNHTEPBbLIO
I. KonnektusHble
. 2. Pa3BuTUe anbTepHa- | YuyacTue B HULIEBbIX MW PErno-
nencreua N 2-4 mec. CpegHAaa | AHTunnHa, 2020
TUBHBIX MNaTGopm HaJIbHbIX MapKeTniencax
3. B3ammopeiictBrne c |Jlo66mpoBaHNe NHTEPECOB Ye- DKcnepTHble
MocToAaHHO CpepHan
6u3Hec-accoumaymaMm pe3 AKUT, «Onopy Poccuny VHTepPBbIO
Tabnuya 4 - ViameHeHue nokazameneli 8 3KCNepUMeHManbHOU U KOHMPOobHOU 2pynnax
Table 4 - Changes in indicators in the experimental and control groups
MNokasaTtennb JKCcnepuMeHTanbHasA rpynna KoHTponbHasA rpynna 3¢odekT (DID), p < 0,05
[o skcnepumeHTa 94,3 91,7 -
nn3, % MNMocne akcnepmmeHTa 64,8 88,2 -26,0
M3meHeHune -29,5 -3,5 -
OnepaunoHHas [lo akcnepumeHTa 13,2 13,8 -
Map>KUHanNbHOCTb, | MNocne skcneprmeHTa 21,7 141 +8,2
% N3meHeHne +8,5 +0,3 -
CoBokynHas o skcnepumeHTa 100 100 -
BbIpPyYKa, uHAeKc | Mocne skcnepumeHTa 114,3 103,8 +10,5
(6asmc = 100) Vi3meHeHmne +14,3 +3,8 -
[lo akcnepumeHTa 12,4 11,9 -
Aons HOBZOprIX Mocne akcnepumeHTa 28,7 13,2 +15,0
NOKynok, %
N3meHeHne +16,3 +1,3 -

HabniofeHWs, BKOYAIOWEM BbICOKUIA CE30H 3MEeKTPOH-
HOW TOProBAaW, UTO TPebyeT OCTOPOXHOCTY MPU SKCTPa-
nonAunmn Ha 6onee ANUTENbHbIN rOPU3OHT. [lona NoBTOp-
HbIX MOKYMOK yBennynnacb Ha 15 %, 4To cBuaeTesnbcTeyer
0 GopMMPOBaHIN COBCTBEHHOW KNMEHTCKOW 6a3bl.
Hanbonblunin npupocT onepauuoHHON MapKMHasb-
Hoctu (11,4 %) 3adpuKCMpoBaH Yy NPeanpUATUIA, BHeLPUB-
WNX KOMOMHaLUM0 MexaHu3moB A1 (COOCTBEHHbIN CalT),
b1 (CRM) n B1 (cermeHTauma accopTMMeHTa), TOraa Kak

y npeanpuAaTMi, NPUMEHABLUMX OAWH-ABA MeXaHW3-
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Ma, CHuKeHue WM3 He npe.blwano 12-15 %. Yeennue-
HKe COBOKYMHOW BbIPYYKM B SKCMEPUMEHTANIbHOM rpynne
Ha 14,3 % cBupeTenbcTBYeT 06 OTCYTCTBMU HEMEAIEHHO-
ro HeratMBHoro 3ddeKta OT CHMXKeHUA Jonu nnatdop-
MeHHBbIX MPOJAX, XOTA ONTOCPOYHAA AUHAMIKKA TpebyeT
OTAENbHOW NPOBEPKM.

Mpn 3TomM Habniopaetca cywecTBeHHas Bapuauua
nokasatenel u pPeKOMeHZyeMbIX KOMIMIEKCOB Mepo-
NPUATMIA NO ONTUMM3ALMM MO Pa3HbIM Fpyrnam Bbl6op-
Ku. B 1abn. 5 npeactaeneHa auddepeHumnauma spdekra
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Tabnuya 5 - SghchekmusHOCMb MEXAHU3MOB NO KJlacmepam
Table 5 - Efficiency of the mechanism by clusters

. KonunuectBo CHmkeHue UM3, | Poct mapxu, | Hanbonee s¢pdpeKkTuBHbIE
UcxopHbin Knactep . o P
npeanpuaTun, n % % MeXaHN3Mbl
Knactep 1 (Kputuyeckn 3aBucrmble) 10 -38,4 +12,3 A1, A2,b1,B1
Knactep 2 (yassumble) 13 -24,7 +7,1 A1,B1,B3
Knactep 3 (oTHOCMTENbHO yCTOMUMBDIE) 7 -15,2 +4,8 b2,12,B2

MO MCXOAHBbIM KnacTepaM, 3a UCKIYEHNEM YETBEPTOrO
(He3aBMCKMbIE), TaK KaK BCe BKJ/IIOUYEHHbIe B HEro nAtb
NPEeAnPUATUIA BOLLIN B KOHTPOJIbHYIO MPYMMy, COXPaHMB
NCXOAHYI0 CTPYKTYPY KaHanos cbbiTa. Beugy manoro pas-
Mepa rpynn AaHHble HOCAT WANIOCTPATUBHDBIN XapaKkTep
N He NPOBEPANNCH Ha CTaTUCTUYECKYIO 3HAYMMOCTb, Bbl-
ABNEHHblE Pa3NnMumMA cleflyeT paccMaTpuBaTb Kak npep-
BapuTenbHble HabnogeHus, Tpebyome BepudrKalmm
Ha pacwupeHHol Bblibopke. OCHOBHbIE BbIBOAbI 06 3¢-
beKTMBHOCTM 6a3MpPyOTCA Ha arperMpoBaHHbIX AaHHbIX
Mo BCen 3KCNepuMeHTanbHOW rpynne.

Kputnueckn 3aBucumble npeanpuatua (knactep 1)
NPOAEMOHCTPUPOBANN Hanbonbwnin 3PeKT OT BHeape-
HMA 6a30BbIX MEXAHU3MOB AMBEPCUMKALNN, TaKMX KaK
3aMycK COGCTBEHHOrO WHTEpHEeT-MarasuHa, cucTemat-
3aumMa Npojaxk B COLCETAX, CO3MaHune KANEHTCKON 6a3bl,
cermeHTauma accoptumenta. CpegHee cHuxeHwne M3 co-
ctaBuno 38,4 % (co 128 pgo 89,6 %), onepaunoHHasa Map-
XMHaNbHOCTb Bbipocna ¢ 6,8 go 19,1 %. [nAa ya3BuMbIx
npeanpuaTuin (knactep 2) KnoyeBbiM $GakTopom CTano
HannuMe MUHUMaNbHON UHOPACTPYKTYPbI aNibTepHATMB-
HbIX KaHanoB, 4To ycKopuno maclwrtabuposaHue. OTHO-
CUTENbHO YCTOWMYMBbIE Mpeanpuatia (Knactep 3) ¢oky-
CYPOBANNCh Ha MeXaHM3Max pa3BuTWA bpeHfa 1 Bbixoaa
Ha cneuvanu3npoBaHHble NIaT$OPMBbI, YTO AAN0 YMEPEH-
HblIlA, HO CTAaBUNBHBIN 3 deEKT.

YpoBeHb LMPPOBbLIX KOMMETEHLUMI OKa3blBan BANA-
HVe Ha 3PpEKTUBHOCTb MEXaHU3MOB AnBepcUdrKaLmnu:
Ha NpesnpUATMAX C U3HAYaNbHO HU3KMM YPOBHEM KOM-
neteHuuii (oueHKa 1-2, 32 % BblIbOpKYM) 3anycK calTta (A1)
3aHMMan Ha 40 % 6onblue BpeMeHU, 3a4acTyio TpeboBan
NpuWBReYeHNs BHELWHNX NOAPAAUYMNKOB, UTO CHUXKANO Kpa-
TKOCPOUHbIA 3PdEKT Ha MapXKMHaNIbHOCTb. PermoHanb-
Hble Pa3NuumMA He MOKas3ann CTaTUCTUYECKN 3HAYMMOTO
BAUAHMA Ha utorosble DID-oLeHKM, UTO MOXeT ObITb CBS-

3aHO C OAHOPOAHOCTbLIO YCIOBUIA OCTYNA K Nnatdopmam
Ha TeppuTopumn PO, Ho TpebyeT ganbHellLen NpoBePKN.

YcpegHeHHble NoKasaTenu s OfHOro npeanpuaTua
3KCNepUMEHTANIbHOIW TPYNMbl NpefcTaBfieHbl B Tabn. 6.
CpeHMI CPOK OKYMaemoCTU WHBECTUUWA B anbTepHa-
TUBHble KaHasnbl coctaBun 7,3 mMec. npy Bapualumu nHee-
cTrumin ot 180 TbIC. p. (MUHMManbHbBIN Habop: cant u CRM)
A0 850 ThiC. p. (MOMHBIA KOMMNEKC, BKMtOYas MOOUSIbHOE
npunoxeHue). ROl mexaHn3amoB 3a 9 mec. gpoctur 186 %,
YTO CBUAETeNbCTBYEeT O BbICOKOW SKOHOMMUYECKOMW Le-
NecoobpasHOCTU NX BHEAPEHMS B KPATKOCPOUYHOW nep-
criekTuBe.

OBCYXAEHUE
MonyyeHHble pe3ynbTaTbl BHOCAT BKa B MOHUMaHWE Me-
XaHM3MOB MPeofoNeHNA NNaTPOPMEHHON 3aBUCUMOCTH,
a TakXe TPebyIoT COMOCTaBNEHUA C CYLECTBYIOLMMN Te-
OpeTUYEeCKMMY NOAXOAAMU U SMIUPUYECKAMI paboTamu.
BbiABNeHHas CTPYKTypa KacTepoB NnoKasana HeogHo-
POAHOCTb MasiblX MPeanpuUATUIA Mo YPOoBHIO LindpoBoi
yA3BMMOCTU. 31 % KpUTUYECKN 3aBUCUMbIX Npeanpu-
At ¢ N3 6onee 100 % UNAIOCTPUPYET KOHLIEMNLNIO SKC-
TPaKTUBHOW norvkun nnatpopm [Srnicek, 2017], cornacHo
KOTOPOI NnatGpopmbl akKKyMYAUPYIOT KOHTPONb HAj OaH-
HbIMWU W YCNOBMAMU B3aUMOAENCTBUA, CO3[aBasd acuM-
MeTpuio BnacTu. lMpeanpuAatna 3Ton rpynmnbl, HECMOTPA
Ha OCO3HaHMEe HEBbIFOQHOCTU CNOXMBLUEWCA CUTYyaLuX,
OKa3blBalOTCA B MHCTUTYLIMOHANbHON JIOBYLLKE, KOraa Bbl-
COKME M3[EPXKKM MEPEKITIUEHUNA 1 OTCYTCTBUE afibTepPHa-
TUBHBIX KaHanoB 6nokupytoT Bbixog [Williamson, 1985].
MpeanoXeHHbIN NHAEKC NIaTGOPMEHHOWN 3aBUCUMOC-
TV MPOAEMOHCTPUPOBAN YYyBCTBUTENIbHOCTb K M3MEHEHU-
AM B CTPYKTYpe KaHasnoB cObiTa M MOXKET paccMaTpuBaTh-
€A KakK UHCTPYMEHT KONMYECTBEHHOW OLeHKM LindpoBoi
ya3BUMOCTW. B oTnnume ot npeplwectsytowmx pabor, dpo-

Tabnuya 6 - SkoHomuueckuli 3¢hpekm om 8HeOpeHUA MexaHU3Mo8 (ycpeOHeHHble 3Ha4YeHUsA Ha 0OHO npednpusmue)
Table 6 — Economic effect from introducing the mechanisms (average values per enterprise)

MokasaTtenb [lo BHeppeHus MNMocne BHepgpeHnsA N3meHeHne

CoBOKynHas BbIpyyKa, TbiC. p./mMecC. 3317 3792 +475 (+14,3 %)
Banoas npubbinb, TbiC. p./Mec. 928 1315 +387 (+41,7 %)
MnatdopmeHHble n3aep»Ku, TbicC. p./Mec. 876 760 -116 (13,2 %)
MN3pep>Kun Ha COGCTBEHHbIE KaHasbl, TbiC. p./Mec. 62 243 +181 (+292 %)
OnepayunoHHas npubbifb, TbiC. p./Mec. 438 823 +385 (+87,9 %)
OnepaunoHHaa MapXUHaNbHOCTb, % 13,2 21,7 +8,5 %

N3, % 94,3 64,8 -29,5%




KyCMpPOBABLUMXCA Ha KauyeCTBEHHOM OMWCaHUWN PUCKOB
[Kenney, Zysman, 2016; Johnson, 2018], npeanoxeHHbli
rnoaxopd MO3BOJIAIET COMOCTaBAATb M OUeHMBaATb 3ddek-
TUBHOCTb YNpaBfieHYeCKnX BO3AeNCTBUI, YTO paclumpaeTt
WHCTPYMEHTapUI CCIEROBAHUIA B JaHHOM obnacTu.

Pe3ynbTaTbl  ONTUMK3ALMOHHOTO  MOAENUPOBAHMA
CBUIETENbCTBYIOT O CyLIeCTBOBaHWM Nopora Aonu nnat-
bopMeHHbIX NMpofax, NpeBbllleHe KOTOPOro COMpoBO-
X[AeTCA HeNPONopPLMOHaNbHbIM POCTOM U3gep»Kek. [na
60MbLWMHCTBA KaTeropuii 3TOT NOPOr HaxoauTcA B Aua-
nasoHe 60-70 %, 4yTo cornacyetca ¢ BbiBogamn B.B. My-
patoBoui 1 E.P. apko [2024] o poMuHMpoBaHUn rmépua-
HbIX CTpaTerni (coueTaHne nnatGopm 1 CO6CTBEHHDBIX Ka-
HanoB) AnA yCTOMYMBOro pa3BUTMA NPoAaBLOoB. [1py 3Tom
onTUManbHble MPOMNOPUUN ANA KaTeropuin pasinyHbl
N O6DBACHAIOTCA CNeUnPUKO TOBAPHbIX FPYNM, BbICOKas
[ONA BO3BPATOB U MHTEHCMBHAA LieHOBaA KOHKYpeHLMsA
B CErmMeHTe ofiex /bl MOBbILIAT U3AEePXKKM NnaThopmeH-
HOro MPUCYTCTBUA, a BblcOKas 060paunMBaemocTb 1 Jio-
KanbHbI XapaKTep MOCTaBOK B MPOAYKTOBOM CermeHTe
CO3al0T BO3MOXKHOCTU Ana pa3sutusa B2B-kaHanos [Ma-
Kapos, 2022; Kapaluyk, 2025].

BbifaBneHHbIN 3GdEKT AONONHAET KNacCUYeCKyo Teo-
puio TpaH3aKUMOHHbIX nsgepxek [Williamson, 1985] npu-
MEHWTENIbHO K UndpoBbIM niaTdopmam. B gonrocpouHon
nepcreKkTUBe M3AepXKM NnaTpopMeHHOW 3aBUCMOCTM
MOTYT HWBENUPOBATb U [laxe MpeBblllaTb NepBOHaYab-
HYI0 3KOHOMMWIO 3a CYET CHWXKEHWA TPAAMLUMOHHbBIX M3-
LEepPXeK, UTo N 0O6bACHAET Habnogaemoe B page ciyya-
€B CHMKEHWe peHTabenbHOCTY NpK pocTe 060poTa Yepes
nnatdopmbl. [aHHbI pe3ynbTaT cornacyeTcs C BblBOAaA-
MW, caenaHHbiMu B pabote [Asadullah, Faik, Lim, 2023],
0 TOM, YTO 3aBUCUMOCTb OT MATGOPM BO3HWNKAET UMEHHO
BCNIEACTBME KOHTPOMA Haj KPUTUUYECKMMU pecypcamu
Npv OrpaHNYEHHON BO3MOXXHOCTHY KX 3aMeLleHN .

[onyyeHHble METOOOM Pa3HOCTU PA3HOCTEN OLEHKM
OEMOHCTPUPYIOT CTaTUCTUYECKU 3HAUYMMOE CHUXKEHWe
WM3 Ha 26 % n pocT onepaLuoHHON MapXXMHafbHOCTA
Ha 8 % B 3KCMepuMeHTasIbHOW rpymnmne OTHOCUTENbHO KOH-
TponbHoW. Hanbonblwmnin adpdekT 3apuKkcrpoBaH y npes-
NPUATANA, BHEAPUBLUNX KOMOMHaUMIO MexaHu3moB Al +
+ b1 + B1 (cobctBeHHbIN cainT, CRM, cermeHTaums accop-
TUMEHTA), YTO MOATBEPXKAAET CMCTEMHDBIV XapakTep Mpo-
6nemMbl 1 HEOOXOAMMOCTb KOMMNEKCHOro nogxoda K ee
peweHuto. MpeanpuATna, orpaHUYMBLUMECA BHELPEHU-
eM 1-2 MexaHV3MOB, NoKasanu CyLWeCTBEHHO MeHbLUNiA
apdeKT (cHmkeHne UM3 He 6onee 12-15 % no npepsa-
pUTeNbHBbIM OLIeHKaM), OflHako BBMAY Manoro pasmepa
MOArpynn KONMMYECTBEHHOE CpaBHeHne TpebyeT fonon-
HUTENbHOW NPOBEPKM Ha PACLUMPEHHON BbIOOPKE.

MpeumywecTsa OMHUKAHANIbHbIX cTpaterun
B PO3HUYHOW TOProBfe, AOKa3aHHble B UCCIef0BaHUU
[Brynjolfsson, Hu, Rahman, 2013], nogreepxpaatotca pe-
3ynbTaTamMy Hallen paboTbl, MONOXKWUTENbHAA AMHAMUKA
obecrneunBaeTcAa OXBaTOM HOBbIX CEFMEHTOB ayAMTOPUU
yepes anbTepPHaATMBHbIE KaHaJslbl, MOBbILEHNEM CPefIHEro
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yeKka B COOCTBEHHbBIX KaHanax 3a cyeT NpemMmym-no3um-
OHMPOBAHMA 1 POCTOM [0/ NOBTOPHBIX MOKYMNOK 6naro-
fapA nporpammam fnosnbHocT. Kpome Toro, B KpaTko-
CPOYHOM Mepuoae HabnheHNA faHHble pe3ynbTaTbl He
NOATBEPXKAAIOT OMACEHNA O HemeJieHHON noTepe 060-
poTa NPU CHUXKEHUN JONU NAATGOPMEHHDBIX MPOJAX.

HecmoTpsA Ha OCTOPOXHOCTb MHTepRpeTauun npeg-
CTaBNEHHbIX B Tabn. 5 pasnuuuin B 3pHeKTUBHOCTM MeXa-
HM3MOB MO KnacTepam BBMAY VX Manoro pasmepa, nosny-
YeHHble HabnogeHNa NpeacTaBRATCA CoAepKaTenbHO
000CHOBaHHbIMM: KPUTUYECKUN 3aBUCKMbIE NPeanpuATra
(knactep 1) nonyvatoT Hanbonbwmn 3dpeKT oT 6a30BbIX
MexaHM3MOB AuBepcudMKaLmmM, Torga Kak ana oTHOCU-
TeNIbHO YCTONUMBLIX (Knactep 3) NpMopUTeT CMeLLaeTca
K MHCTpYMeHTaM pa3suTusA OpeHfa v BbixoAa Ha creum-
anu3npoBaHHble nnatpopmsbl. Mpu 3Tom gePpuumnt undpo-
BbIX KOMMETEHLMI BbICTYNAET CYLLeCTBEHHbIM Hapbepom
BHeZpeHNA MeXaHN3MOB, BbICOKME NepBOHaYanbHbIe WH-
BECTUUMN B COOCTBEHHbIe KaHasbl (0T 180 TbiC. p.) U He-
00XOAMMOCTb MPUBJIEYEHNA CTOPOHHUX CMELUannCcToB
OrPaHNYMBAIOT MPUMEHUMOCTb MPERJSIONKEHHbIX Mexa-
HW3MOB /1A MUKPOOM3Heca. DTO YKasblBaeT Ha HeobXxo-
AMMOCTb FOCYAAPCTBEHHON MopfepKku B Bupe codu-
HaHCMpPOBaHMA WM O6Pa30BaTeNlbHbIX MPOrpPamMm, UTO
NepeknnKaeTca C PeKoMeHAaAUMAMU O Ba)KHOCTU BHY-
TpeHHen undpPoBM3aLMUN KaK OCHOBbI A4S YCNELWHOro Kc-
nonb3oBaHuAa nnatdopm [Zhang et al., 2025].

MonyuyeHHble pe3ynbTaThl JOMOMHAKT W Pa3BUBa-
I0T BbIBOAbI pAda UccnefoBaHuini. B otnnumne ot paboTbl
[Johnson, 2018], dokycupyrowwenca Ha BO3MOXHOCTAX,
KOTopble OTKPbIBalOT NnaTGopMbl ANid mManoro 6msHeca,
Halle UCCefoBaHNE KOMIMYECTBEHHO OLLEHMBAET PUCKM
3aBUCUMOCTY U NpefnaraeT UHCTPYMEHTbI €8 CHXKEHUA.
Boisogbl C. CyypoHeH 1 coasTopos [Suuronen et al., 2024]
0 Heo6xoAMMOCTU GanaHca mexgy KoHTponem nnatdop-
Mbl 1 aBTOHOMMEN YYACTHUKOB 3KOCUCTEMbI MOJyyaloT
3IMNUpPUYEcKoe NOLATBEPKAEHNE HA MUKPOYPOBHE: Npes-
npuATA, JOCTUrWKe Takoro 6anaHca (knactepbl 3 1 4),
LAEMOHCTPUPYIOT 6onee BbicOKMe GUHAHCOBbLIE MOKasaTe-
nu. PesynbTaTtbl TakxKe cornacytotca ¢ sbisogamu C. AHgep-
coHa n O. begpe-fedonun o notTeHUMaNbHOM KOHNKTE
NHTEPEeCoB B rMOPUAHbIX MoAensax nnatdpopm, UTo co3aa-
€T AONOSIHUTENIbHbIE PUCKM ANA 3aBUCMMbIX MPOLABLOB
[Anderson, Bedre-Defolie, 2022].

B KOHTEKCTe POCCMICKNX UCCefoBaHUA paboTa pas-
BuBaeT noaxogbl O.H. AHTnnnHon [2020], a Takxke C.P. Mu-
nakuHa, H.J. Ckyb6auesckon u [.A. Mon3swnkosa [2025], go-
MOSIHAA MaKpoaHanu3 MnaTGOPMeHHOM SKOHOMMUKU KO-
NNYECTBEHHbIMW OLeHKamMy 3PeKTOB yrnpaBieHUYeCKnx
BO3AENCTBUIA Ha MuKpoyposHe. O603HaueHa BblCOKan
KOHLUEHTpauua niaTGpopMeHHOM BAACT Ha POCCUNCKOM
pbiHKe [fepacmeHKo, 2021], ogHaKo NOKa3aHo, YTo fAaxe
B 3TUX YCJIOBUAX BO3MOXHbI CTPATeruu, NoBbILaloLe aB-
TOHOMWIO NPOLABLIOB.

B cBA3M C orpaHMyeHMAMU UCCIEAOBAHUA NpPaKTUYe-
CKas NPYMEHMMOCTb Pe3yNbTaTOB HOCUT KOHTEKCTHbIN
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CTpaTerI/NECKVIVI MeHeXXMEHT N KOprnopaTuBHOE ynpaBieHne

XapaKTep 1 npeanonaraet yyeT pecypCHbIX OrpaHnyYeHniA
NPeanpuATUA, CTaaumn ero LndpPoBOro PasBmTUA U KOHKY-
pEeHTHOW cpegbl.

Ana manbix npeanpuATA pe3ynbTaTbl NCCefOBaHNA
NpefocTaBAAlT MHCTPYMEHT CaMOAMArHOCTUKA B BUAE
pacueta UMM3, fOPOXKHYIO KapTy CHUMEHNA 3aBUCUMOCTH
(TMNONOrMiI0 MexaHM3MOB C YKa3aHWeM CPOKOB U CIIOX-
HOCTW) M BGEHUMapPKM ONTUMANbHOFO pacnpefeneHns
npopa no kaHanam. OCHOBHbIM BbIBOAOM CTaHOBUTCA TO,
YTO CHUKEHME 3aBUCMMOCTU He TpebyeT OTKasa OT nnat-
dopm, a npeanonaraeT Ux BCTpauMBaHue B cHbanaHcMpo-
BaHHYIO MyNbTUKaHaNbHYIO CTPaTEruio.

Ana mapkeTnnencoB NosyyYeHHble AaHHble CUrHanu-
3UPYIOT O PUCKAX HEYCTONYMBOCTU SKOCMCTEMBI, HaNTMYme
3HAUNTENIbHOW AONU NPOJABLIOB C KPUTUYECKMM YPOBHEM
3aBucumocTy (31 % BbIGOPKM) CO3AaET Yrpo3y MacCOBOro
yXofla KaueCTBEHHbIX UTPOKOB NPW YXYALIEHNMN YCOBUIA.
J10 OobycnosnueaeT HeobxopgumocTb AudpdepeHumpo-
BaHHOrO MoAxofa K KOMUCCUOHHOW NOJIUTUKE C yYeToM
MapXMHaNbHOCTM Pa3fIMYHbIX TOBAPHbIX KaTeropuim.

[na opraHoB rocygapcTBEHHOro perynvMpoBaHua uUc-
cflefoBaHne 060CHOBbBIBAET LienecoobpasHoCcTb GoKycu-
poBKku nporpamm noggep»ku MCI1 He TonbKo Ha BbiBOAE
6U3HeCa Ha MapKeTNencbl, HO 1 Ha Pa3BUTUN COOCTBEH-
HbIX LIMPPOBBIX aKTUBOB NPEANPUATUIA, a TaKKe aKkTyanb-
HOCTb YCWUJIEHMA aHTVMOHOMOJIBHOFO KOHTPONsA 1 Tpebo-
BaHUI K NPO3PaYHOCTV aNrOpUTMOB PaH>KMPOBaHMA.

3AKJTIOMEHUE

Paspabotka n anpobauma Kommniekca MpPaKTUYeCcKux
MEXaHU3MOB CHVXEHUA MaTGOPMEHHON 3aBUCMOCTM
manoro 6usHeca, o6ecneynBaloLMX NOBbILLEHNE SKOHO-
MUYECKOW YCTONYMBOCTY NPEANPUATUIA B YCIOBUAX Lnd-
poBoi TpaHchOPMaLUN PO3HUYHOI TOPTrOBNY, NMO3BONN-
NV NONYYUTb Crefytore pesynbTaTbl.

MpepnoxeHa 1 3MNMpUYeckn 0BOCHOBaHa KOHLen-
uMa ToBapHO-creundryeckoro nopora nnatdopmumsa-
ummn, anA 60MbWMHCTBA KaTeropuin onTrMasibHasa Jons
N1aTGOPMEHHBIX MPOAAX, MaKCUMU3NPYIOLAA SKOHO-
Muyeckyio 3GPeKTUBHOCTb, HAXOAWTCA B AnanasoHe 50-
65 %. [peBblLLeHne 3TOro Nopora NPUBOANUT K Henponop-
LIMOHANIbHOMY POCTY COBOKYMHbIX U3LEPXKEK N CHYPKEHUIO
onepauMoHHON MapXMHaNbHOCTW. [aHHbI pe3ynbrat
JOMONHAET KNaCCMYECKY TeOopuI0 TPaH3aKUMOHHbIX
n3gepxek [Williamson, 1985], BbisiBnss 0cobblln Knacc
n3pepKek — U3pepKKu nnatGopmMeHHON 3aBUCUMOCTY,
KOTOpble MOTYT HMBENMPOBATb SKOHOMUIO Ha TpaguLm-
OHHbIX N3[IEePXKKaX.

YCTaHOBNEHO, YTO MpeanpuaTia, KCNonb3yoLme
Tpu 1 6onee KaHana cbbiTa C onein ansTepPHATUBHBIX He
MeHee 25-30 %, OeMOHCTPUPYIOT OfepaLyoHHYI0 Map-
>KMHANbHOCTb Ha 10-17 % Bbllle, YeM MOHOKaHalbHble.
CouetaHmne Bbicokoro WIM3 ¢ HepoCTaTOMHOCTbIO COO-
CTBEHHOWN KNIMEHTCKOW 6a3bl MOCAYXMSIO OCHOBaHUEM
AN pa3paboTKy KOMNIeKca MEXaHN3MOB.

AMNMprYeckn noaTeepxaeHa 3PPeKTUBHOCTb KOM-
nnekca u3 12 opraHM3aumoHHO-IKOHOMUYECKMX Me-
XaHu3moB. MeTogom pasHocTu pasHocTen (DID) 3a
AEBATUMECAYHbIA Nepuoa HabnogeHns 3aduKcupoBa-
HO CTaTMCTMYeCKN 3Haummoe (p < 0,05) cHmxkeHne WNM3
B dKCNepUMEHTaNbHOW rpynne Ha 26 %, pocT onepawuyoH-
HOM Map>KnHanbHoOCTK Ha 8,2 % 1 yBennyeHre COBOKYynN-
HOW BbIPYUYKM B SKCNepumeHTanbHon rpynne Ha 14,3 %
npyY OTHOCUTENIbHOM MPUPOCTe K KOHTposbHoM 10,5 %.
Hanbonbwmin 3¢pdpekT JOCTUrHYT NPY KOMMIEKCHOM WC-
NOJSIb30BAaHUM MEXaHU3MOB M3 Pa3HbiX 6OKOB, YTO NoA-
TBEPXJAeT CUCTEMHBI XapakTep Npobnembl.

BblaBMHYTasA B MccnefoBaHUM rmnoTesa o ToM, YTO Npu-
MEHEeHMe KOMMIeKCa OpraHmn3aLOHHO-3KOHOMMYECKIMX
MeXaHW3MOB MO3BOJIAET CHU3UTb YPOBEHb NaTPOpPMeH-
How 3aBucmmocTu (MMN3) Ha 30-50 % 1 noBbICUTL onepa-
LIMOHHYIO Map»KMHanbHOCTb Ha 15-25 % npu coxpaHeHun
WK YBENMYEHUN COBOKYMHOro obbema mpogax, nosny-
ymna yacTmyHoe nogreepxaeHme. CTaTUCTUUYECKN 3Hauu-
Moe cHmxeHne UNM3 n poct mapkuHanbHocTh (p < 0,05)
LEMOHCTPUPYIOT AeNCTBEHHOCTb NPeAnoXeHHOro NoaXo-
na. OpHako daktnyeckn 3a 9 mec. UM3 cHu3unca Ha 29,5 %
(oTHOCKTENbHOE CHMXeHMe — 31 %), onepaLMoHHas Map-
MKMHaNbHOCTb Bblpocsia Ha 8,2 % (OTHOCUTENbHbBIN POCT —
62 %), UTO COOTBETCTBYET NNLLb HVKHEN rPaHnLLe MPOrHO-
3MpyeMoro pJuanasoHa. BepxHAAa rpaHuua runotesb
no cHwxeHmo UM3 Ha 50 % n pocTy MapXXMHanbHOCTU
Ha 25 % He [JOCTUIHYTa, YTO MOXET BbITb CBA3AHO C Kpa-
TKOCPOYHOCTbIO Meprofia M HeMosHbIM  MacWTabupo-
BaHMEM BHe[pPEHHbIX MEeXaHW3MOB. YBeNMYeHne COBO-
KyrnmHOW BbIpy4kn Ha 14,3 % noaTeepxjaeT oTCyTCTBUE
HeraTMBHOIrO KpPaTKOCPOUYHOTO 3PdeKTa OT CHUXKEHUA
AonM NNaTOpPMeHHbIX MPOJaK.

Mpu nHTepnpeTaumMmn pesynbTaToB HEOOXOAUMO Yuu-
TbiBaTb OrPaHWYEHNA WCCNEAOBaHWA, Takne Kak MuoT-
HbIli XapaKTep paboTbl, OrpaHNYEHHbIN 06beM BbIGOPKHY,
KPaTKOCPOUHbI/i FOPU3OHT HAbNofeHMs, MoTeHUUanb-
HOe CMeLLeHWe BbIGOPKY B CTOPOHY 60/1ee MOTMBMPOBAH-
HbIX MPEeAnpPUATAA 1 BO3MOXHOE BANAHME CE30HHOCTU.
MpoBepKa Ha paclMpeHHbIX BbIOOPKAX C FOPU3OHTOM
HabniogeHWs He MeHee ABYX JIET OCTaeTCA NPUOPUTETOM
JanbHenwux nccnegosaHui. NepcnekTrBHble Hanpasne-
HWA BKIIOYAIOT KPOCC-MNAaTGOPMEHHDIN aHanm3 ycnosui
pa3fiNYHbIX MAapKeTNNeNncoB, AeTalbHy0 pa3paboTky me-
XaHU3MOB KOJUIEKTUBHbIX AENCTBUI NpoaasuoBs (650K I),
M3yyeHre acnekToB NPUHATUA peLleHnin 0 anBepcudmrKa-
LMK C NCMOMb30BaHNEM METOOB NOBEAEHUYECKON SKOHO-
MUKW,

B wmpokom KOHTEKCTe pe3ynbTaTbl MCCNeOBaHMA
AEMOHCTPUPYIOT BO3MOXHOCTb  pelleHus npobnembl
MOHOMO/MbHOW BRAacTM nnatdopm mnyTem nepexopa Mma-
NbIX NpeanpuATAA K cbanaHCMpPOBaHHbIM MySbTUKaHasb-
HbIM CTpaTernam, YTO MOXET CTaTb €CTECTBEHHbIM PbIHOY-
HbIM MEXaHU3MOM, CO3JaloLUM CTUMYNbI ANiA nnaTdpopm
K YNyJlleHWIo YCNOBUA B3aMMOAENCTBMA U MOBbIWEHNIO
YCTONYMBOCTU SKOCUCTEMbBI B LIeSIOM. B
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O60cHOBaHNE IPHOPUTETOB PETHOHAJIBHOI'0 Pa3sBUTHS
nepepadaTsiBaoIe HHPpacTpyKTypsl AIIK

C.B. bernyesa', [1.M. Hazapos’, H.B. iparyHoBa?

1 YpanbcKunii rocyaapcTBeHHbIN SKOHOMUYECKNI YHIUBEpCUTET, I. EKaTepuHGypr, PO
2000 «baHk Touka, I. EKaTepuH6ypr, PO

AHHoTauusA. Pa3sutre nepepabatbiBaioLlell MHGPACTPYKTYPbl TpebyeT 060CHOBaHHOO BbibOpa TeppUTOPUAbHbBIX NPUOPUTe-
TOB, OHAKO OLIeHKa 06eCneyYeHHOCTN UCKNIOUMTENbHO MO Hanuuuio nepepabaTbiBaloWwyx NpeanpuaATUA B aMUHUCTPATUBHBIX
rpaH1Lax He yunTbiBaeT BO3MOXHOCTb UCMONb30BaHUA UHGPACTPYKTYPbl COCEAHUX TEPPUTOPUIA N MOXKET NPUBOANTD K 3aBbl-
WeHMo MaclwTaboB NpocTpaHcTBeHHOro Aeduuuta. MiccnepoBaHre HanpaeneHo Ha pa3paboTKy 1 anpobauuio MeTOAMKN Npo-
CTPaHCTBEHHOW [MarHOCTUKN TEPPUTOPUIA ANA NPeABapuUTENbHOrO 060CHOBaHUA NPUOPUTETOB Pa3BUTHA NepepabaTbiBatoLLei
NHPPaCTPYKTYpPbl arpoNpPOMbILLIEHHOTO KOMMeKca. MeTogonornyeckyto ocHoBy paboTbl COCTaBUM TEOPUA Pa3MELLEHMA NPO-
M3BOACTBA, KOHLIENUMA arponpoA0BONbCTBEHHBIX LIENOYEK CO3AaHNA CTOMMOCTI 1 NMOAXOAbI K OLeHKe NPOCTPaHCTBEHHOW A0-
CTYNHOCTU. B KauecTBe MeTOOB MCCNEROBaHNA NOCAYXMAN MOANGULMPOBaHHAA rpaBuUTaLMOHHAA MOAeNb, TUMONOor13auma
TEPPUTOPUI NO COYETAHMIO NIOKANbHOWM NepepaboTKn U NOTeHUManbHOW NMPOCTPAHCTBEHHOM AOCTYMHOCTW, FOGANbHbIN WH-
Jekc MopaHa 1 nokanbHble MHAMKATOPbl MPOCTPAHCTBEHHON accoumaumn. MHdopmaumnoHHaa 6a3a BktouaeT gaHHble Russian
Financial Statements Database 3a 2024 r. no cenbCKOX03ANCTBEHHBIM NPOU3BOAUTENIAM U MPEANPUATUAM NMULLEBOIN NPOMbILLNIEH-
HocTy CBepanoBcKo 06nacTu. BbiiBNEeHO, YTO OTCYTCTBME TOKaNbHbIX NepepabaTbiBaloWwmx NPeanpuATAn He BCerga CcBuaeTeb-
CTBYET O HaNNUNK HEKOMMEHCUPOBAHHOTO NPOCTPAHCTBEHHOIO AeduLnTa: ANIA YacTV TePPUTOPUIA OTCYTCTBUE NOKabHOM nepe-
paboTK1 BOCMOMHAETCA NOTEHLMANbHON NPOCTPAHCTBEHHON JOCTYMHOCTBIO LLEHTPOB NepepaboTKM Ha CMEXHbIX TEPPUTOPHUSAX.
MpocTpaHCTBEHHDIN aHann3 Nokasan KOHLEHTPaLWIo TepprUTOpMin C HEKOMMNEHCUPOBAHHBIM AePULIMTOM B 060CO6NEHHBIX 30HaX,
pasnnUaloLLMXCA XapakTepoM NPOCTPAHCTBEHHBIX OrpaHnyeHnin. 3To obycnosnnsaeT HeobxoaMmMocTb AndpdepeHLPOBaHHOTO
nopxopa K nocnegyioLleil OTpacieBoi N MHBECTULMOHHON AnarHocTrKe. PesynbTaTbl NOATBEPXKAAIOT MPUrOAHOCTD NPeANoXKeH-
HOW METOAMKM B KaUeCTBE MHCTPYMEHTa TEPPUTOPUANbHOMO CKPUHUHTA ANA NPeABapuTeNbHOro 060CHOBaHMA yNpaBneHYeCKmx
NPUOPUTETOB Pa3BUTMA NepepabaTbiBatoLLeit MHPPACTPYKTYPbI.
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Abstract. The expansion of processing infrastructure requires territorial priorities to be well-grounded and carefully selected;
however, evaluating the accessibility of such infrastructure solely on the basis of processing enterprises located within admin-
istrative boundaries overlooks the potential to utilize neighbouring territories’ facilities and can overstate the scale of spatial
deficits. Our study aims to devise and test a method of territory-based spatial analysis to preliminarily justify the priorities for de-
veloping agro-industrial processing infrastructure. The foundation of research resides in location theory, the concept of agri-food
value chains, and approaches to assessing spatial accessibility. The research methods include a modified gravity model, territorial
classification based on the combination of local processing and potential spatial accessibility, the global Moran’s I, and local indi-
cators of spatial association (LISA). The empirical base consists of 2024 data from the Russian Financial Statements Database for
agricultural producers and food industry enterprises in Sverdlovsk oblast. We find that the lack of local processing facilities does
not necessarily indicate an uncompensated spatial deficit: in certain territories, the absence of indigenous processing is offset by
potential spatial access to processing centres in neighbouring areas. Spatial analysis reveals that territories with uncompensated
deficits are concentrated in isolated zones differing in the nature of their spatial constraints, which necessitates a differentiated
approach to subsequent sectoral and investment analysis. The findings confirm that the proposed method can be used as a ter-
ritorial screening tool to preliminarily substantiate managerial priorities for developing processing infrastructure.
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BBEOEHUE

Pa3suTne nepepabatbiBatowell UHPPACTPYKTYpbl Urpa-
€T Ba)KHYI0 POJib B MOBbILEHUN YCTONUMBOCTM arpomnpo-
[OBOJIbCTBEHHBIX LIEMOYeK CO3[aHUA CTOMMOCTM U CO-
BEPLUEHCTBOBAHUN CENbCKMX Tepputopuii. Mpu Bblbope
NMPUOPUTETHBIX HampaefieHMIn ana nepepabaTtbiBatoLLeit
MHOPACTPYKTYPbl BaXXHO ONpPEAeNnuTb Tepputopum, gen-
CTBMTENIbHO WCMbITbIBAKOLME MPOCTPAHCTBEHHBIN Aedu-
UMT nepepaboTKy, NMOCKOMbKY OTCYTCTBUME COOCTBEHHbIX
nepepabatbiBalOWMX NPeAnpUATA He BCerga o3Hayaet
OFPaHUYEHHYI0 AOCTYNHOCTb NepepabaTbiBalOWUX MOLL-
HocTen. OgHaKo CyLlecTByoLne METOAbI OLEHKMN Npenmy-
LleCTBEHHO OCHOBAHbI Ha Y4YeTe HanuumMa Uy oTCyTCTBUA
nepepabatbiBalOWmMX NPeanpuATA B aaMUHUCTPATUB-
HbIX rpaHuuax. Mpu 3ToM ynyckaeTcs BO3MOXHOCTb WC-
MOSIb30BaHUA MHOPACTPYKTYPbl COCEAHUX TEPPUTOPWUIA,
UTO MOXET NPUBOANTL K HEKOPPEKTHOW UeHTUdMKaLMm
MYHULMMNaNbHbIX 06pa3oBaHUi, AelCTBUTENBHO UCMbITbI-
BalOLLMX MHPACTPYKTYPHbIE OFPaHNYEHNS.

HecmoTps Ha 60s1bLLOe KONMYecTBO PaboT, NOCBALLEH-
HbIX pasMelleHnto nepepabaTbiBalOWMX NpesnpUATAR
[Cohen, Paul, 2009; BonoauH, HaabknHa, 2024] n oueHke
NPOCTPaHCTBEHHOW JOCTYynHOCTM [Hansen, 1959; Geurs,
Van Wee, 2013; MenbHukos, 2024], metognyeckmne nog-
XoAbl K AMArHoCTMKe NPOCTPaHCTBeHHOro AeduunTa
nepepaboTKM OCTaIOTCA HEAOCTATOUHO Pa3pPabOTaHHbIMMU.
Oco6eHHO 3TO XapaKTePHO ASIA MYHULMMANAbHOMO YPOB-
HA, roe peanbHble NPOW3BOACTBEHHbIE CBA3UN Hepeako
BbIXOAAT 3a nNpegenbl oTaenbHbix Tepputopuin. Cnegosa-
TeNbHO, BO3HUKAET HEoOX0AMMOCTb GOPMUPOBAHUA Me-
TOAMNYECKOrO NOAX0Aa, NO3BOAALEr0 OTANYNTDL NOKasb-
HOe OTCYTCTBYE NepepaboTKM OT HEKOMMEHCUPOBAHHOTO
MPOCTPaHCTBEHHOIO AeduumTa.

[MnoTe3a uccnenoBaHUA COCTOWUT B TOM, YTO [Ma-
THOCTMKA MPOCTPAHCTBEHHOrO AeduumTa nepepaboTku
JOMKHA OCHOBBIBATbCA Ha COBMECTHOW OLieHKe foKasb-
HOW obecneyeHHOCTV NepepabaTbiBatollell UHOPACTPYK-
TYpPOW 1 NOTEHUManbHOW NPOCTPaHCTBEHHOW AOCTYMHO-
CTUN BHELHUX LIEHTPOB nepepaboTKu.

Llenb pabotbl - pa3spabotatb U anpobuposBatb Me-
TOAUKY MPOCTPAHCTBEHHOW AMArHOCTUKU Tepputopumn
MYHULMMNANbHbIX 06pa3oBaHNI Kak MHCTPYMEHT 060CHO-
BaHWA NPUOPUTETOB Pa3BUTMA NepepabaTbiBaloLLei H-
dpacTpykTypbl AMK.

Tepputopy  MyHULMNANBHOTO YPOBHA pacCcMaTpu-
BalOTCA KaK efuHULbl MPOCTPAHCTBEHHON AMArHOCTUKY,
a pe3ynbTaTtbl METOANKMN — Kak MHPOPMALMOHHAA OCHOBA
ANA 060CHOBaHWA peLleHNin Ha PErmoHaNibHOM YPOBHE
ynpasneHua AlK.

Ina pocTvxeHUa Lenu nocTaBieHbl chefyiolune 3a-
fauu:

+ 060CHOBaTb HEOOXOAMMOCTb MCMONb30BaHUA NPO-
CTPaHCTBEHHOW ANArHOCTUKM Npu Bbibope NpruoprTeToB
pa3BuTUA NepepabaTbiBatoLLein MHPpPacTpyKTypbl AMK;

« pa3paboTaTtb 1 anpobrpoBaTb NOKa3aTeNb NOTEHLM-
aNbHOW MPOCTPAHCTBEHHON AOCTYNHOCTU nepepabatbl-
BalOLMX NPEANPUATUIA ANA TEPPUTOPUIA MYHULIMMASBHbBIX
obpaszoBaHuii;

* BbICTPOUTb MPOCTPAHCTBEHHYIO TUMOMOTMIO MYHW-
UMnanbHbIX 06pPa3oBaHUIA, OCHOBAHHYIO HA COYETaHWK
NOKaJIbHOWM nepepaboTKM 1 NMOTeHUMANIbHOM MpPOCTpaH-
CTBEHHON [OCTYMHOCTM nepepabaTbiBatollein WHpa-
CTPYKTYpbI;

* BbIABUTb YCTONUMBbIE 30HBI HEKOMMNEHCUPOBAHHOIO
MPOCTPAHCTBEHHOrO AeduLMTa NepepaboTKy;

* OMNpPeaennTb NPUOPUTETHBIE HAaMPaB/IEHNA Pa3BUTUA
nepepabatbiatowell UHOGPACTPYKTYPbl ANA PasfinyHbIX
TUNOB TEPPUTOPUIA.

HayuHaa HOBM3Ha MCCnefoBaHMA 3aKoYaeTcA B pas-
paboTke MeTOAVKM NPOCTPAHCTBEHHON AMArHOCTUKN Tep-
pyTOPWIA NPU 060CHOBAHUM NPUOPUTETOB Pa3BUTUA Nepe-
pabaTtbiBaroLLe HPACTPYKTYPbl, OCHOBAHHON Ha coyeTa-
HUW rPaBUTaLNOHHON MOAENMN OLIEHKN MPOCTPAHCTBEHHON
LOCTYMHOCTU U MPOCTPAHCTBEHHOW TUMOSIOMN TePPUTO-
pun. NokasaHo, UTO TepPUTOPUM C HEKOMNEHCUPOBAHHbBIM
MPOCTPAHCTBEHHBIM edULUTOM XapaKTepusyloTca npo-
CTPaHCTBEHHON HEOAHOPOLHOCTbLIO, PACMONOXeHbI 060CO-
611eHHO, B 30HaX C Pa3NNYHbIM XapaKTEPOM OFpaHNYeHN.

MpakTnyeckas 3HAYMMOCTb WUCC/IEAOBAHUA COCTOMUT
B BO3MOXHOCTU WCMONb30BAaHUA pPa3paboTaHHON MeTOo-
OVKN ONA NpefBapuTeNibHOrO 060CHOBaHWA npuopuTe-
TOB pa3BuTUA nNepepabaTbiBatollein UHOPACTPYKTYPDI.
MpeanoxeHHas Tunonorust nossonsieT AunddepeHUn-
poBaTbh TEPPUTOPUN MO XapaKTepPy MPOCTPAHCTBEHHbIX
OrpaHNYEHNA N onNpeaennTb HanpaBaeHnA ganbHenwen
OTpaciieBON U MHBECTULNOHHOWN OLEHKW, BKIOYAA aHa-
nn3 LenecoobpasHOCTU Co3haHUA HOBbIX NepepabaTbiBa-
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rOC)I,D,apCTBEHHOE N MyHUUMnanbHoOe ynpasieHne

IOLMX MOLWHOCTEN, PAa3BUTUA MEXMYHMLMNANbHOW NOru-
CTVIKM 1 KOoOoMepauunu.

TEOPETUYECKUW O630P

MpocTpaHcTBeHHaA AMArHOCTMKa B YNpaBleHUMn pas-
BUTUEeM nepepabatbiBatowwiein nHpacTpykTypbl AMK.
B ycnosuax orpaHWYeHHOCTU WMHBECTULIMOHHBIX pPecyp-
COB pa3BuTMe nepepabaTbiBaloWen WHPPACTPYKTYPbI
TpebyeT 060CHOBAaHHOIMO Bbl6Opa TeppPUTOPUANBHBIX
npuopunTeTOB. 3TO B CBOIO OYepeAb NpeanonaraeT npeg-
BapuTENbHOE BbiABAIEHME MYHULMMNAbHBIX 06Pa30BaHuiA,
HY>KQAIOLWKMXCA B AafibHenlen OueHKe NpOoCTpaHCTBEH-
HbIX OrpaHUYeHnin nepepaboTku. Pa3Bntre nepepaboTku
N NOrMCTNYECKON WHGPACTPYKTYpbl paccMaTprBaeTCs
B umcCne cTpaternyeckux HanpasneHun passutua AlMK
CBepasioBCKOM 0651acTW, NPU 3TOM MOAYEPKMBAETCA He-
00XOAMMOCTb yyeTa TeppUTOpUanbHON cneundukn npu
Bblbope KOHKpeTHbIx mep [Kypatomos, 2025]. B wuccne-
[OBAHNAX NPOCTPAHCTBEHHOTO Pa3BUTMA 060CHOBaHUE
TepPUTOpPMANIbHBIX MPUOPUTETOB BCE Yallle CBA3bIBAETCA
He TOMbKO C NOKA/IbHOW KOHLEHTpaumen npousBoACTB,
HO M C aHanM30M MPOCTPAHCTBEHHBIX KMacTepoB, 30H
BAVAHNA N MEXMYHMLMNANbHbIX B3aUMOAENCTBUN. Tak,
Ha MaTepuanax Ypanbckoro dbeaepanbHOro okpyra no-
Ka3aHo, UTO LIEHTPbl CENbCKOX03ANCTBEHHOIO NPOU3BOS-
CTBa CMOCO6HbI GOPMMPOBATb Kak MONOXUTENbHbIE, TaK
N oTpuUUaTeNbHble NPOCTPAHCTBEHHbIE 3ddeKTbl, NO3TO-
My 06OCHOBaHMe HanpaBneHUn NX NOLAEPKKM TpebyeTt
yyeTa B3aMOAENCTBIA C OKPYKaOLWUMMN TePPUTOPUAMUA
[Haymos u gp., 2024; Naumov, Nikulina, 2026].

B 3TOM noruke npocTpaHCTBEHHAA AMArHOCTMKA Bbl-
CTyrnaeT npenBapuTENIbHbIM 3TaNoOM YMpPaBiIeHYECKOro
npouecca [Xonogosa, 2022]. AHanornyHaa posib OTBOAUT-
CA aHanM3y NPOCTPAHCTBEHHOW JOCTYMHOCTM B UCCnefo-
BaHUAX PErMOHANIbHOrO NNaHNPOBaHWSA: ero pe3ynbTaThl
MCNonb3ylTcA Ha CTagnn GOpMMPOBAHMUA aNibTePHATMB-
HbIX HanNpaBEHUIA NOANTIKK, TOrAA Kak bonee aetanbHas
OLleHKa KOHKPETHbIX BapuaHTOB MPOBOAUTCA HA Mocie-
aytowmx stanax [Straatemeier, 2008]. 3agaya npocTpaH-
CTBEHHOWN AMArHOCTUKM NPU 3TOM 3aK/YaeTca B Teppu-
TOPUANbHOM CKPUHUWHIE — BbIABNEHUM MYHULMNABHbIX
006pa3oBaHNiA, pa3nnyaoLWmMXCa NO XapaKTepy NpPoCTpaH-
CTBEHHbIX OrpaHMYeHU 1 NpeanonaraloLmx pasnyHble
HanpasfeHNA OanbHelLlero aHanMsa 1 nocsegytoLlero
yNpaBneHYecKkoro BO34encTaus.

Takum 06pa3om, NPOCTpaHCTBEHHas AUArHOCTMKA Bbl-
MOSHAET MPOMEXYTOUHYID QYHKLMIO MEXAY aHanvM3om
TEPPUTOPMANIBHOMO Pa3MeLLeHNA OOBLEKTOB M MPUHATY-
eM YynpaBfieHUeCKNX peLleHunid, obecneurBaa npenBapu-
TenbHOE BbleneHne TeppuTopuin, Tpebytowwnx yrnybneH-
HOro aHanmsa.

MeTopnueckunii MHCTpyMeHTapuii 060CHOBaHMA pas-
BUTUA 1 pa3MeLLeHna MHGPACTPYKTYPbl BKIIOYAET LWNPO-
KM CnekTp noaxofos. B pamkax Hawero nccnegoBaHma
BHVMMaHVe COCPEefOTOYEHO Ha TeX U3 HUX, KOTOpble He-
NnocpeaCcTBEHHO CBA3aHbl C 3ajayelnt npeaBapuTesibHON

NPOCTPAHCTBEHHOW AMArHOCTUKN TEPPUTOPUIA: aHanm3
NPOCTPAHCTBEHHOW OpraHM3aumMm nepepabatbiBaloLLe-
ro 3seHa [Cohen, Paul, 2009; Makapesuu, Ynesbko, 2020;
MnotHukos, 2025; Tonctbix, 2025], oueHKa NpOCTpaH-
CTBeHHOW poctynHocTy [Hansen, 1959; Geurs, Van Wee,
2013] 1 nccnenoBaHWe TeppPUTOPUASIBHBIX AUCNPONOpP-
LU C NCNOJIb30BaHNEM METOAO0B MPOCTPAHCTBEHHOW aB-
Tokoppenaumun [Moran, 1950; Anselin, Syabri, Kho, 2006;
Hao, Liu, Wang, 2025]. lanee yka3aHHble Hanpas/ieHus
paccMaTpuUBaKOTCA C TOUKM 3PEHUA UX BO3MOXKHOCTEW
N OrpaHMyYeHUn Npu MNPOBEAEHUN MNPOCTPAHCTBEHHOM
ANArHOCTMKMN.

MpocTpaHcTBEHHanA opraHM3auMA nepepabarbiBalo-
Liero 38eHa B arponpoAoOBO/IbCTBEHHbIX LieNoyKax co3-
paHua ctoumoct. CoBpemeHHble UCCNefoBaHMA Mpo-
CTPaHCTBEHHOW  OpraHv3auumM  arponpofOBOSbCTBEH-
HbIX CUCTEM OMMPAIOTCA Ha KnacCcnyeckme Teopun pas-
MelleHnsa npowvssogcTtea W.-I. TioHeHa [1926], A. Bebepa
[1926], Y. 3apaa v ap. [Isard et al., 1998] u A. J1éwwa [2007].
CornacHo Um pasmeLleHne SKOHOMUYECKOWN AeATEIbHOCTU
onpenenaAeTca TPAHCMOPTHbIMU  U3EPXKKamu, [OCTYyM-
HOCTbIO PECYPCOB U PbIHKOB CObITA, a TakKe 3pdeKTamm
TeppPUTOPUaNbHOM KOHLUEeHTpaUun nponssoacTaa [Isard et
al,, 1998; Jéw, 2007]. Ana arponpofoBONbCTBEHHOMO CeK-
TOpa 3TO 03HayaeT, YTo 3GPEKTUBHOCTL B3aNMOAENCTBUA
NPon3BOAUTENEN CENbCKOXO3ANCTBEHHOTO CbIPbA U Nnepe-
pabaTbIBalOWNX NPefnpPUATAA BO MHOTOM 3aBUCUT OT WX
npocTpaHcTBEHHOrO pa3meLleHus [Kaplinsky, Morris, 2001;
Truelove et al., 2023; Tummpraneesa u ap., 2023].

HanbHenwee passutMe JaHHOTO HanpaBneHNA CBA3a-
HO C NOABMIEHMEM KOHLENUMM arponpoaoBObCTBEHHbIX
Llenoyek Co3faHnA CTOMMOCTK, YTBepXKaatoLen, uto fo-
6aBneHHas CTOUMOCTb GOpMUpPYeTcA B XoAe nocneno-
BaTe/IbHOr0 B3aMMOAENCTBUA CeSIbCKOXO3ANCTBEHHOro
npoun3BoACTBa, NepepaboTku, NOMMCTUKN U pacnpegene-
HWA NpofyKumm. B oTeyecTBeHHbIX paboTax nofuyepKmBa-
€TcA, UTo NnepepabaTbiBatoLLiee 3BEHO NrPaET CBA3YIOLLYIO
ponb, WHTErpUpysa CEeNnbCKOXO3ANCTBEHHOE MPOU3BOA-
CTBO B nocriegytoLme CTaguy co3fgaHua CToMMoCTU U 0be-
cneymBas yCTONYMBOCTb arpoONpPOAOBONbCTBEHHOIO KOM-
nnekca [Makapesuy, Yne3sbko, 2020; Ynesbko, 2025].

CoBpeMmeHHble MCCNeAoBaHMA BCe Yalle paccMaTpu-
BalOT MepepaboTky Kak NPOCTPaHCTBEHHYID CUCTEMY,
dopmupyloLLytoca nop BO3LENCTBMEM MPOLIECCOB armo-
Mepauun, TPAHCMOPTHON CBA3AHHOCTM 1 MEXPErvoHanb-
HbIX B3anmopencTsuin [KosaneHko, 2025; Yne3bko, 2025;
Haymos, CepgenbHukos, 2025; Hao, Liu, Wang, 2025]. Bme-
CTe C TeM 3HauWUTeNbHaA YacTb UCCNIEfOBaHUA COCpeno-
TOUYEHA Ha NPOCTPAHCTBEHHON 3BONIIOLMN OTPACTN 1 daK-
TOpax pasmelleHna Ha PermoHasbHOM W/ FOPOACKOM
yposHe [Cohen, Paul, 2009; Hao, Liu, Wang, 2025], Torga
Kak 3afjaun OMarHOCTUKM JOCTYNHOCTU nepepabaTbiBato-
e MHPPACTPYKTYPbI Ha MyHULMMNANbHOM YPOBHE npej-
CTaBneHbl B INTEPAType B MEHbLUEN CTENeHN.

MpocTpaHcTBEHHasA JOCTYNHOCTb B MCCIeQOBaHNAX
nepepabatbiBaioleii UHGPACTPYKTYpbl. [1na Luenen Tep-



pUTOpPManbHOM ANArHOCTMKIN MPOCTPAHCTBEHHAA [OCTYM-
HOCTb NO3BONAET OLEeHMBaTb He dopmanbHoOe Hanmume
00BEKTOB, @ MOTEHLMANbHYO BO3MOXHOCTb SKOHOMMUYEC-
KNX areHToB UCMOJib30BaTb NPOCTPAHCTBEHHO pacnpese-
NEeHHYI0 MHOPACTPYKTYPY C YUETOM PacCcTOAHNA, KOHOU-
rypawum pasmeLleHua n TpaHCNOPTHbIX n3gepxek [Talen,
2003].

OpHMM M3 pacnpoCTpaHeHHbIX MHCTPYMEHTOB KONK-
4YeCTBEHHOW OLUEHKM MNPOCTPaHCTBEHHOW AOCTYNHOCTY
ABNATCA rPaBUTALMOHHbIE MOAENN, BOCXoAdALmMe K pa-
60Te Y. XaHceHa [Hansen, 1959] n nonyumslumne panbHen-
Wee pa3BuTMe B uccnegoBaHuax A. YuncoHa [Wilson,
1974] n opyrux npegcraButenei NPOCTPaHCTBEHHOW 3KO-
HomuKnM [Geurs, Van Wee, 2013; Abreu e Silva et al., 2023;
Hadjidimitriou et al., 2025]. CornacHo gaHHoMy nogxoay
[OOCTYMHOCTb TEPPUTOPUN ONpeaensaeTca OQHOBPEMEHHO
XapaKTepucTrkamu 06bEKTOB 1 PaCCTOAHUEM IO HUX, UTO
MO3BONIAET YUUTbIBATb BIMAHME HE TONBKO OAVKaNWmMX
LIeHTPOB NPUTAMEHNSA, HO 11 COBOKYMHbIN NOTEHLMAN MPO-
CTPaHCTBEHHOW CMCTEMbI B LIENIOM.

[paBMTaLMOHHbIE MOAENU LWKUPOKO WUCMOMb3YTCA
ONA OUEHKM AOCTYNMHOCTU PbIHKOB, TPAHCMOPTHON WH-
bpacTpyKTypbl, couManbHbIX YCAYr 1 TPYROBLIX pecyp-
coB [Abreu e Silva et al., 2023; bernyesa, bernuesa,
2025]. Mpu 3TOM KX NpPUMeEHeHMEe B WCCNefoBaHUAX
arponpofioBONbCTBEHHbIX LieNoYeK OCTaeTcaA OTHOCH-
TeNIbHO OrpaHuYeHHbiM [MenbHukoB, 2024; BonoguH,
HanbkuHa, 2024], noCKoNIbKy OCHOBHOE BHUMaHKeE Yalle
yaenaeTca TeppuTOpManbHOMY pasMELLeHMI0 nepepa-
6aTtblBalOWMX NPeanpuUATAA, a He WX NPOCTPAHCTBEH-
HOW JOCTYMHOCTM.

MpocTpaHCcTBeHHaA aBTOKOppenauusa B UcciefoBa-
HUAX TePPUTOPUANbHbIX AUCNPONOPUNNA. BakHoM 3a-
Jayelrl permoHanbHOro aHanu3a BbICTYMaEeT BblABEHWE
MPOCTPAHCTBEHHbIX  3aKOHOMEPHOCTEN  pacnpegene-
HWA nccnegyemMblx nokasartenen. Mexgy Tem ogHa nvllb
OLleHKa MPOCTPaHCTBEHHOW JOCTYMHOCTM He MO3BONAEeT
onpenenutb, HOCAT NN YCTAHOBNEHHbIE Pa3nuMA Chy-
YarHbIN XapaKkTep UM OTPaXaloT YCTONYMBbIE NPOCTPaH-
CTBEHHblE 3aKOHOMEPHOCTU.

KoHuenuua npocTpaHCTBEHHOM aBTOKOPPENALUn oc-
HOBaHa Ha NPeanoNioKeHUN O NPOCTPAHCTBEHHON B3au-
MO3aBMCUMOCTU 3HAYEHUA COLMANbHO-IKOHOMMYECKNX
nokasaTenei, 0OyCNOBNEHHON O6LMMN MPUPOAHBIMY,
NHOPACTPYKTYPHBIMU 1 XO3ANCTBEHHBIMU  paKTOpamu.
MMo6anbHbli nHAekc MopaHa (Moran's |) no3sonseT ycra-
HOBUTb Hannume o6LWIEell MPOCTPAHCTBEHHOW Ymopamdo-
YeHHOCTM pacnpeneneHna nokasartena [Moran, 1950].

Ina BbiABNEHNA NOKanbHbIX KNacTepoB M NPOCTPaH-
CTBEHHbIX BbIOPOCOB WUCMOMb3YIOTCA NOKajbHble WHAU-
KaTopbl MpocTpaHcTBeHHoN accoumaumm (LISA) [Anselin,
1995; Anselin, Syabri, Kho, 2006]. B coueTaHum ¢ oueHKow
NPOCTPAHCTBEHHON AOCTYMHOCTW 3TOT MHCTPYMEHTapui
MO3BONAET BbIATW 3@ PaMKW aHanv3a OTAENbHbIX MYHU-
LMNanbHbIX 06Pa30BaHNIA U BbIABUTbL YCTOWMYMBbIE 30HDI
KOHLeHTpaLuuy ANCnponopumi, KoTopble MOryT paccma-
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TPMBATbCA KakK eAVHblii OOBEKT MocCneyloLero ynpas-
NEeHYeCcKoro aHanmsa.

MpoBefeHHbIN 0630p NOKA3bIBAET, YTO KaX bl U3 pac-
CMOTPEHHbIX MOAXOAOB MMeeT cOOCTBEHHYIO 065acTb
NPVYIMEHEHNA U OOHOBPEMEHHO OnpefieNeHHble OrpaHu-
yeHuA. AHann3 noKanusauumn nepepabatbiBaloWmx npes-
NPUATUIA OTPaXKaeT aiMUHUCTPATUBHYO 06eCneyeHHOCTb
TEepPPUTOPUU, OIHAKO HE YUNUTbIBAET MEXMYHULMMNANbHYO
LAOCTYNHOCTb  MHOPACTPYKTYpbl. [paBUTaLMOHHbIE MO-
[eny No3BONAKT OLEHUTb MOTEHLMANbHYI0 MPOCTPaH-
CTBEHHYIO [OCTYMHOCTb MOLYHOCTEN, HO 6e3 comocTas-
NeHNsA C NOKanbHOWM 06ecneyeHHOCTbI0O OHW He AatoT
BO3MOXHOCTN AnddPepeHUNpoBaTb TePPUTOPUN, Fae OT-
CyTCTBME COBCTBEHHON NepepaboTKy KOMMeHCUpyeTca
[OOCTYMHOCTbIO BHELHNX LEHTPOB, U TePPUTOPUM C He-
KOMMEHCMPOBAHHbIM  MPOCTPAHCTBEHHLIM  AedULINTOM.
MeTopbl NPOCTPAHCTBEHHOW aBTOKOPPENALUN MOMOTatoT
BbIABATb YCTOWMUMBbIE MPOCTPAHCTBEHHbIE CTPYKTYPHI,
O[IHAaKO X cofepaTenbHasa MHTepnpeTaunsa onpeaens-
€TCA XapaKTepuCTMKaMn aHann3Mpyemoro nokasarens.
CnepoBaTenbHO, pelleHne 3afjayun MpPOCTPAHCTBEHHOM
AMArHocTKN TpebyeT MOCNnefoBaTeNIbHOTO COYeTaHUsA
YKa3aHHbIX MOAXOA0B C yYETOM BO3MOXHOCTEN 1 OrpaHu-
YEHWUI KaXKaoro 13 Hux.

METOOUKA UCCNIEAOBAHNA

JNlormka n 3Tanbl NPOCTPaHCTBEHHOW ANArHOCTUKU.
Mpepnaraeman MeToAvKa peannsyeTt NPOCTPAHCTBEHHYIO
AMArHoCTVKY Kak npouenypy TeppuTOpMaNibHOro CKpu-
HMHFa MYHUUMMNaNbHbIX 06Pa30BaHUA 1 BKIOYAET TPM
nocnefoBaTebHbIX 3Tana.

Ha nepsom sTane oueHuBaeTcA NoTeHUManbHasa Npo-
CTpaHCTBEHHaA [OCTYNHOCTb NepepabaTbiBaOWMX Npes-
NPUATUIA C YYETOM UX TEPPUTOPUANBHOIO pPasMeLLeHNs,
MaclTaba nepepabaTbiBalOLEro CEKTOPA U PaCcCTOAHNNA
MeXay MyHULUMNanbHbIMM 06pa3oBaHNUAMU.

Ha smopom 3Tane pe3synbtaTbl OLEHKWM MPOCTPaH-
CTBEHHOWN JOCTYMHOCTW COMOCTABAATCA C HANIMUMEM JIO-
KaNbHOWN nepepaboTky, YTo Mo3BonseT chopmMMpoBaTb
TUNOMOTNIO TEPPUTOPUIA W PA3FPaHUYNTD pasinyHble
CoYeTaHWs NOKanbHON 06ecneyeHHOCTU U JOCTYNHOCTM
BHELUHMX LIeHTPOB nepepaboTku. [ns Tepputopuin 6e3
COOCTBEHHOW MepepaboTKn 3TO AaeT BO3MOXKHOCTb pas-
NNYNTb KOMMEHCUPOBAHHOE OTCYTCTBME MepepaboTku
1N HEKOMMNEHCUPOBAHHbIV MPOCTPAHCTBEHHDBIV AedULNT.

Ha mpemeoem 3Tane ¢ nomoLllbio METOLOB MPOCTPAH-
CTBEHHON aBTOKOPPENALMM BLIABNATCA MPOCTPaH-
CTBEHHbIE 30Hbl KOHLEHTPaLMN HEeKOMMEHCUPOBAHHOTO
nedunumTa nepepaboTKu.

McxopHble gaHHble 1 dopmupoBaHme BbIGOPKN. IM-
NYPUYECKON OCHOBOW MCCRefoBaHUA NOCAYXMNa OTKPbI-
TasA 6a3a JaHHbIX Russian Financial Statements Database
(RFSD) [Bondarkov, Ledenev, Skougarevskiy, 2025], npeg-
CTaBnsloWan yHUOULMPOBAHHBIA MaccB GyxranTepckon
OTYETHOCTU POCCUMCKIX OPraHu3aLmii, CGOpMMPOBAHHbIN
Ha ocHoBe pdaHHblx (DefepanbHOM Hanoroeown Cryobl
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1 EQrHOro rocygapCTBEHHOIO peectpa IopUaNYeCcKnX nnL,.
Basa cogepxunT cBefieHNA 0 PUHAHCOBbIX NOKA3aTeNAX op-
raHM3aumm, x OTPaCcIeBON NPUHAZNEXHOCTN, MECTOMONO-
MEHUW 1 OPraHN3aLMOHHO-TPABOBbIX XapPaKTePUCTUKAX.

B cTaTbe ncnonb3oBaHbl AaHHble 3a 2024 1. N0 opraHu-
3aumAM, 3aperncTpupoBaHHbIM Ha Tepputopun Ceepa-
noeckon ob6nactn. Bboibop CeepanoBckoi obnactu
B KauyecTBe obbekTa anpobauumn obycnosneH ocobeHHO-
ctammn AMK npomblLWNEHHOro PernoHa, Npu paspaboTke
Mep MOALEPKKM KOTOPOro HeOOXOAMMO YUNTbIBATb KO-
HOMWKO-reorpaduyeckme ycrioBus U OTpacieBylo cre-
umnanmsaunmo [Bnacosa, 2023]. lNpocTpaHCTBEHHas He-
OHOPOJHOCTb Pa3MeLLEHUA CeNIbCKOXO3ANCTBEHHOIO
npou3BoacTBa U nepepabaTbiBAOWMX MOLLHOCTEN MO-
3BOSIAET anpobMpoBaTb METOAUKY HA TEPPUTOPUAX C pas-
NNYHBIMK  COYETAHUAMMN NOKaNbHON 0becneyeHHOCTU
1 NOTeHLMaNbHON AOCTYNHOCTY NepepaboTku.

Boibopka ¢opmMupoBanacb B HECKONIbKO 3TaroB.
Ha nepBom 3Tane m3 maccua RFSD 6binv oTo6paHbl
opraHm3aumuy, oTHocAwmeca K pasgeny 01 OKB3[2
«PacTeHNEeBOLACTBO U XMBOTHOBOACTBO, OXOTa U Mpeno-
CTaBfIEHNE COOTBETCTBYIOLUX YCYr B 3TUX 06GnacTax».
JaHHaa rpynna paccmatpuBanacb Kak COBOKYMHOCTb
npoussoguTenein CenbCkOXo3ANCTBEHHOTO CbIPbA.

Ha sTopom 3Tane 6binu BbigeneHbl OpraH13aLmMm pas-
pena 10 OKB3[2 «[Mpon3BoACTBO NULLEBbIX MPOAYKTOBY,
BbICTYMAKOLLMe B KauecTBe nepepabaTbiBalOLUX 3BEHHER
arponpoAoBObCTBEHHOW LIEMOYKM.

[na nNpoCTpaHCTBEHHOrO aHanu3a fdaHHble 06 op-
raHW3aumax arpernpoBaHbl MO  BOCbMU3HAYHbIM KO-
nam OKTMO, npepcTaBneHHbIM B UcxoaHon 6ase RFSD.
C yueTom 0OCOBEHHOCTEN KOAWPOBAHWA UCXOAHble Tep-
puTOpManbHble efWHWLbI UMEKT pPasHyl CTeneHb My-
HuuMnanbHoOW detanu3auun. No3Tomy B aMAMpUYecKon
4acCTW NCCNeAO0BaHKA OHM BbICTYMAIOT B KauecTBe efuHIL,
NPOCTPAaHCTBEHHOrO aHanu3a, a MojlyyeHHble pesysbTa-
Tbl HOCAT XapaKkTep MpeaBapuUTeNIbHOro MPOCTPaHCTBEH-
HOMO CKPWHWHra. [nA KaKgon efuHuubl paccymTaHbl
KONMNUYEeCTBO CEeNbX03MPOU3BOAUTENEN, YMCIO Mepepa-
6aTblIBaOLWMX NPeanpPUATIN, a TakKe NoKa3aTenm nx npo-
CTPaHCTBEHHOIO pa3meLleHuA.

Takke [OnNa Kaxgon TeppuTopuanbHOW efuHULbI
onpeneneHbl MeAMaHHbIE 3HAUYEHUA KOOPAMHAT Pacnono-
XeHHbIX B ee npefenax opraHusauumi. MNonyyeHHble me-
JOVaHHbIE KOOPAMHATbI MPUHATLI B KaUeCTBe pernpeseHTa-
TUBHOW TOYKM TEPPUTOPMANbHON eQUHNLbI NPK pacyeTe
paccToAHUIA Mexay eAMHNLAMUN aHanm3a.

B wnToroByio Bbi6OpKy Bowsa 81 TepputopuanbHas
eanHnua, BolgeneHHaa no kogam OKTMO, B KoTopbIX 3a-
pernctpupoBaHbl 1 604 CeNbCKOXO3ANCTBEHHbBIX MPOU3-
BOAUTENA 1 653 npeanpuATAA MULLEBON MPOMbILUSIEH-
HocTw. MonyyeHHas 6a3a AaHHbIX MOCAYXKWUNa OCHOBOM
A1 OLEHKM NPOCTPAHCTBEHHON [OCTYMHOCTW nepepaba-
TbIBAIOLWMX NPeAnPUATMIA U NOCNeayoLWero BbiABAEHNA
TEepPPUTOPUI C Pa3NNYHbIM YPOBHEM JOCTYNHOCTY nepe-
PaboTKIM CENbCKOXO3ANCTBEHHOTO ChIpPbA.

OueHKka noTeHUMaNbHONW MPOCTPAHCTBEHHOW [o-
CTYyNHOCTM nepepabaTbiBaiolweil  MHGPACTPYKTYpbI.
[na oueHKn ypOBHA MPOCTPAHCTBEHHOW AOCTYMHOCTM
ncrnosb3oBaHa MoaUdUUMPOBaHHAA rpaBUTALMOHHAA
mogenb.

[na Kaxxgon TeppuTopranbHON eguHULbI | PacCunTbI-
BaeTCA MHAEKC MOTEeHUMaNbHON MPOCTPAHCTBEHHOW [O-
CTYNHOCTU NepepaboTkm A;;

di

A=Y= Sjexp(-D),

) (1)

rae S; xapakTepucTuka maciitaba nepepabatbiBaloLiero
CeKTopa B TeppUTOpMaNbHON eanHNLE j; djj — PacCTOAHNE
MeXay TePPUTOPMANIbHBIMK eAVHULAMNA | 1 j, KM; N — na-
pameTp MPOCTPaHCTBEHHOrO 3aTyxaHUA BIVAHUA MNepe-
pabaTblBalOLUX LIEHTPOB; M — YMCNO TEPPUTOPUASIBHBIX
eAVHUL, B KOTOPbIX pa3MelleHbl NepepabaTbiBatolyme
npeanpuaTuA.

JKcnoHeHumanbHasa GYHKUMA 3aTyxaHWA no3BonAeT
MOAENMPOBaTb ObICTPOE CHUXEHUE BNUAHMWSA YAANIEHHBIX
nepepabatbiBaloOWMX LEHTPOB U LUMPOKO MPUMEHAETCA
npw oueHKe NoTeHUanbHOW NPOCTPaHCTBEHHOW AOCTYN-
HOCTW.

PacctoAHmAa mexay penpes3eHTaTUBHbIMK TOUYKaMK
TEPPUTOPMASIBHBIX eMHNL, PacCUUTbIBaNNCL No Gopmy-
ne raBepcuHycoB (Haversine). Vicnonb3oBaHue reope-
3MYECKUX PaACCTOAHMIA O6YCNIOBIEHO HEO6XOAMMOCTbIO
OLEHKM MOoTeHUManbHOW MPOCTPAHCTBEHHON AOCTYMHO-
CTU 1 He NpeTeHAYeT Ha MOLEeNMpOoBaHMe GaKTUYECKMX
TPaAHCMOPTHbIX MapLUPYTOB.

B KauyectBe 6a30BOro MNPUHATO MNPOMEXYTOUHOE
3HauyeHMe MapameTpa MNPOCTPAHCTBEHHOrO 3aTyXaHMA
A = 50 km. YcTOMUMBOCTb pe3ynbTaToB OLEeHUBanach no-
CpeacTBOM pacyeToB ANA TPeX 3HauyeHMI napameTpa
A € {30; 50; 70}, utTo NO3BONAET NPOBEPUTL NPU NTOKASIb-
Hom (A = 30 Kkm), ymepeHHoM (A = 50 Km) 1 6onee npo-
TAXKEHHOM (A 70 KM) NpOCTPaHCTBEHHOM 3aTyXaHuu
pe3ynbTaThl BIMAHWA NepepabaTbiBaOLLMX LIEHTPOB.

B nccnepoBaHumM paccmoTpeHbl e crneyudukaumm
rnokasatens ;.

1) uncno nepepabatbiBalOWMX NPEANPUATUIA B TEpPU-
TOpUanbHOM eguHNLE;

2) coBOKYyMHas Bblpy4Ka nepepabaTbliBaoWwmx npeq-
NPUATAR.

MepBaa cneunduKauma xapakTepusyeT TeppuUTopm-
aNbHYl0 KOHLEHTpaumio nepepabaTbiBalownx npeanpu-
ATWIA, @ BTOpas — MacWTab nepepabaTbliBatoLLero cekTopa
TEePPUTOPUN, BbIPAKEHHDIN Yepe3 COBOKYMHYIO BbIPYYKY.
B KauecTtBe 6a30BoI cneunduKaLny NPUHATO YNCIIO Me-
pepabatbiBatowmx npeanpuatuin. Cneundukaums, ocHo-
BaHHasA Ha COBOKYMHOW BblpyyKe NpeanpuAaTAn, NCosb-
3yeTcsa [AnA NPOBEpPKM PobACTHOCTU pe3ynbraToB Npwu
anbTepHATMBHOM onpeaeneHnn Macwtaba nepepabatbl-
BalOLLLEro cekTopa.

PaspaboTaHHbI MHAEKC A; XapaKTepusyeT MOTeH-
UManbHyto, a He akTMUeCKyl MPOCTPAHCTBEHHYKD [O-



CTYMHOCTb MepepabaTbiBalolMX LEHTPOB, TaK KakK He
yunTbiBaeT $aKTUUYECKYl0 3arpy3Ky nepepabaTtbiBatoLLyx
NPEANPUATUIA N HaMune peasibHbiX MeXTeppUTOpUanb-
HbIX MOTOKOB CEMbCKOXO3ANCTBEHHOMO CblPbA.

Tunonorusa TeppuTopuil MO XapakTepy MNpPOCTpaH-
CTBEHHbIX OrpaHuueHuin. [na nepexopa OT OLEHKU
NOTEHUManbHON  MPOCTPAHCTBEHHOW  AOCTYMHOCTU
K BbIABAIEHWIO TEPPUTOPUA C HEKOMMNEHCUPOBAHHBIM
NPOCTPAHCTBEHHbIM AedULMTOM NepepaboTKy bbina pas-
paboTaHa TUMONOrWA, OCHOBAaHHAA Ha COYETaHWUU ABYX
MPW3HaKoB:

1) Hanuuve noKanbHbIX MepepabaTbiBalOWMX Npea-
NpUATUR;

2) ypoBeHb NPOCTPAaHCTBEHHOW AOCTYMHOCTY, Xapak-
Tepusyemblil UHAEKCOM A;.

Ha nepsom 3Tane TepputopuranbHble efuHNLbI Knac-
cnduLMpyOTCA MO HanMuKIo NIoKaNbHbIX NepepabaTbliBa-
IOLWNX NpeanpuATUn.

BeopunTca 6rHapHas nepemeHHas:

L= {1, Nproc,i> 0
! 0, Nproc,i = 0,

(2)

A€ Nprogi — YNCNO nepepabaTbiBaloWMUX NPeanpUATUi
B TepPUTOPUANIbHON eanHMLE.

lNepemeHHan L; oTparkaeT Hannume nokanbHOW nepe-
paboTKM, OAHAKO He MO3BOJMAET YUMTbIBATb MEXMYHULIM-
nanbHble CBA3N.

Ha BTOpOM 3Tane ncnonb3yerca UHAEKC NOTeHUMasb-
HOW MPOCTPaHCTBEHHON gocTynHOCTU A;. [InA BbigeneHua
TEPPUTOPUIN C HU3KUM YPOBHEM MPOCTPAHCTBEHHOWN [0-
CTYMHOCTW MPUMEHAETCA KBapTUMbHbIA noaxod. B Kaue-
CTBE MOPOroBOro 3HayeHuA BbICTYNaeT NepBbiii KBapTUib
pacnpegeneHuna nHgekca A, Tepputopun knaccuduumpy-
l0TCA CnepyoLwmm obpasom:

{1,/\,’201(/\)

Pi=0,4<Q1a)

3)
rae P; — npusHak NpoCTPaHCTBEHHOWN JOCTYNHOCTY nepe-
paboTKu.

Takum 06pasom, TeppUTOPUU Pa3AenATCA Ha KaTe-
ropun € HU3KUM U 6oMee BbICOKAM YPOBHEM MPOCTPaH-
CTBEHHOWN AOCTYNHOCTU NepepabaTbiBaloWnX Npeanpu-
ATUN.

JononHutenbHO BbINOAHANACH NPOBEpPKa YCTONUYNBO-
CTW pe3ynbTaToB Npu ncnosnb3osaHun 20-ro n 50-ro npo-
LeHTUnen.
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Kom6urHauma npusHakoB L; n P; no3BoNseT BblAeNUTb
yeTblpe TUMA TeppuTopuii. MaTpuua KoMOUHALMI Npea-
CTaBfieHa B Tabn. 1.

OTHeceHMWe TeppuUTOPUN K Fpynne C Hannynem nokanb-
HOW NepepaboTKN He CBUAETENbCTBYET O JOCTAaTOUHOCTM
nepepabatbiBaowell MHGPACTPYKTYpPbl MO OTAENbHbIM
NPOOYKTOBbIM  HanpaBNeHWsAM, MNOCKONIbKY —OTpacie-
BadA creyunanmsauma NpeanpuaTUn Ha faHHOM STane aua-
FHOCTMKW He YUYNTbIBAeTCA.

Ina uenenm NPOCTPAHCTBEHHOrO aHanu3a [OMNOJHU-
TenbHO GpopmumpyeTca GUMHaAPHBIN NHAMKATOP HEKOMMEH-
CUPOBAHHOIO NMPOCTPAHCTBEHHOTO AeduumTa nepepaboT-
K Gj, KOTOPbIA NPUHUMAET 3HadYeHne 1 ana Tepputopun
4-ro TMna v 3HayeHune 0 gnA oCTanbHbIX TEPPUTOPUN.

MokasaTenb G; ncnonb3yetca Npu pacyete rnobanb-
HbIX 1 NIOKaNbHbIX NOKa3aTesien NPOCTPaHCTBEHHON aBTO-
Koppenauuu.

AHanu3 nNpoCcTPaHCTBEHHbIX 3aKOHOMEPHOCTE He-
KoMneHcmpoBaHHoro gedpuunta nepepaboTku. 11 Bbl-
ABJIEHUA MPOCTPAHCTBEHHbIX 3aKOHOMEPHOCTEN pacrnpe-
LENneHNA NHAeKCa NOTEHUMANbHOW MPOCTPAHCTBEHHOM
[OCTYMHOCTU A; U UHAUKATOPA HEKOMMEHCUPOBAHHOMO
NpocCTpaHCcTBEHHOMO feduumTa G; NpoBeAeH aHanms3 npo-
CTPaHCTBEHHOW aBTOKOppPEenauun.

[lna oueHKM ncnonb3oBaH rnobanbHbli MHAEKC Mo-
paHa:

n 2o o wy (=X - X)
w 271 (G- %)

= ) (4)

rfe X;, Xj — 3HaYeHue Nccneayemoro rnokasarena ansa tep-
pUTOPWI | 1 j COOTBETCTBEHHO; B KaueCTBe NCCNIegyemoro
noKasaTena paccMaTpuBaeTCA WMHAEKC MOTeHUManbHOM
NPOCTPAHCTBEHHON JOCTYMHOCTM A UAWM MHAUKATOP He-
KOMMNEHCMPOBAHHOIO NPOCTPAHCTBEHHOrO Aedumunta G;
X - CpefiHee 3HaueHme NCCNIefyemoro nokasaTens no Bcem
TePPUTOPUAM; Wjj — SNIEMEHTbI MaTPULbl MPOCTPAHCTBEH-
HbIX BECOB, XapaKTepu3yLmnx NPOCTPaHCTBEHHYIO CBA3b
Mexay TepputopuaMKU | WU j; N — YACNO TeppuTopuin;
W=37_1 ¥{-1 wjj - CyMMa 371IeMEHTOB MaTPHLIbl MPOCTPaH-
CTBEHHbIX BECOB.

B kauectBe maTpuubl NPOCTPAHCTBEHHbIX BECOB MO-
ciyxuna Matpuua b6nukanwmux cocefienn  (k-nearest
neighbors) ¢ napametpom k = 4, yto no3sonset obe-
CNeynTb COMOCTaBUMOE KONMYECTBO MNPOCTPAHCTBEH-
HbIX CBA3eW /1A BCEX MYHULMMaNbHbIX 06pa3oBaHnin BHe
3aBUCUMOCTH OT VX NOLAAN U KOHGUrypaLmm.

Tabnuya 1 - Tunonozus meppumoputi no 00cmynHocmu nepepdbomku
Table 1 - Classification of territories by access to processing infrastructure

(Pi=1)

bonee BbicoKasa NMPOCTPaHCTBEHHAA AOCTYMHOCTb

Hu3Kas npocTpaHCTBEeHHasA [OCTYMHOCTb
(P;i = 0)

Ectb nokanbHas
nepepa6otka (L; = 1)

Tun 1: HanMyure NoKanbHOW NepepaboTkn
1 6onee BbICOKaA MPOCTPaHCTBEHHAA AOCTYNMHOCTb

Tun 2: Hannure NoKanbHOW nepepaboTkn
NPV HU3KOW NPOCTPaHCTBEHHOW JOCTYNHOCTA

HeT nokanbHom
nepepabotku (L; = 0)

nepepaboTkn

Tun 3: KOMNEHCUPOBaHHOE OTCYTCTBYE

Tun 4: HEKOMNEHCUPOBaHHbIN
NPOCTPAHCTBEHHbIN AednLUT NepepaboTkm
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AnAa npoBepkM YCTOWYMBOCTW pe3ynbTaToB Mpwu-
MEHSAMNNCb anbTepHaTUBHbIE cneunduKauum maTpuubl
NPOCTPAHCTBEHHbIX BeCOB (k = 3,4, 5 1 6 6nuxanwmnx
cocegen).

MonoxuntenbHoe 3HayeHme nHAekca MopaHa ceuge-
TENbCTBYET O MPOCTPAHCTBEHHOW KOHLUEHTpauun Tep-
pUTOPUIA CO CXOOHLIMW 3HAUYEHMAMU UCCNefyeMOro
rokasaTens, Toraa Kak oTpuuatenbHoe — 06 MX NpocTpaH-
CTBEHHOM YepeAoBaHUN.

[na aHanu3a noKanbHbIX NPOCTPAHCTBEHHbIX 3aKOHO-
MEPHOCTEl PaccyuTaHbl JIOKaslbHble MHAEKCHI MPOCTpaH-
CTBEHHOW aBTOKOppenauun (LISA). Meton no3sonset Bbl-
ABAATb CTATUCTUYECKM 3HAYMMble MPOCTPAHCTBEHHbIE
KnacTepbl TEPPUTOPUIA CO CXOAHBIMU 3HAYEHMAMU KCCTie-
[YEMOro NnoKasaTtens, a Takke NPOCTPaHCTBEHHbIE BbIOpO-
Cbl, CYLLLECTBEHHO OT/IMYAIOLLMECS OT COCEHUX TEPPUTOPUIA.

B cootBeTcTBUM C MeTogonoruen LISA BoigenaAtoTca ve-
TbIp€ TUMA NOKabHbIX MPOCTPAHCTBEHHbIX CTPYKTYP (HH,
LL, HL n LH), nHTepnpeTauusa KOTopbiX onpeaensaercs co-
LepXaHMeM aHanM3MpyeMoro rnokasatens. B Hawem uc-
C/leAOBaHUN NIOKaJIbHble MHAEKCHl PaccUnTbIBAOTCA AnA
WHOWMKATOPAa HEKOMMEHCMPOBAHHOIO MPOCTPAHCTBEH-
Horo peduuuta nepepabotku G;. Moatomy knactepbl HH
(high-high) oTpaatoT 30Hbl NPOCTPAHCTBEHHOWN KOHLIEH-
Tpauuy HEKOMMNEHCMPOBAHHOIO AeduunTa, a Knactepsl
LL (low-low) — TeppuTOpMn C YCTONUMBO HU3KUM YPOB-
Hem aeduunTa. Knactepol HL (high-low) n LH (low-high)
NpeacTaBnsioT cO60 NPOCTPaHCTBEHHbIE BbIOPOCHI, 3Ha-
UeHWA NoKasaTeNa B KOTOPbIX KOHTPACTMPYIOT C XapaKTe-
PUCTVKaMK COCeaHuX Tepputopuin. Hambonbwmnin nHTe-
pec onAa uenen nccnefoBaHWUA NPeACcTaBNAOT KnacTepsb
HH, xapakTepusyowme NpoCTPaHCTBEHHYIO KOHLEHTpa-
LMI0 BbICOKUX 3HAYEHWI MHAMKATOPA HEKOMMNEHCMPOBAH-
Horo geduuunTa. MpocTpaHCTBEHHbIe Bbibpockl HL n LH
MCNoMb3ylTCA ANA BbIABNEHUA MYHULMMNANbHbLIX 0bpa-
30BaHUIA, 3HAUEHNA MOKA3aTeNsA KOTOPbIX KOHTPACTMpy-
10T C XapaKTepuUCTMKamn COCEAHNX TEPPUTOPUIA.

PE3YNbTATbl UCCNIEOOBAHUA U OBCYXKAEHUE
MpocTpaHcTBeHHaA CTPYKTypa nepepaboTku cenbcko-
X03ANCTBEHHON npogykuuu. Pe3ynbtathl aHanvsa npo-
CTPaHCTBEHHOrO pacnpefeneHns MNPOV3BOACTBEHHbIX
1 nepepabaTbiBaOWMX NPeanPUATAA B MYyHULMNANbHbIX
obpaszoBaHuax CBepanioBckon obnact B 2024 r. npea-
CTaBJfieHbl B Tabn. 2.

Tabnuya 2 - Cmpykmypa azponpou3go0cmead u nepepadomxu
8 paspese meppumopuabHeix eOUHUY

[laHHble NOKa3bIBAIOT, UTO SIOKaNbHblE NepepabaTbiBa-
owme npeanpuaTAA NPUCYTCTBYIOT Ha 52 Tepputopuax
obnacTy, 4To COCTaBNAET OKONO 64 % mnccnefyemon co-
BOKynHocTU. OgHOBpPeMEHHO Ha 29 Tepputopusax (36 %)
CeNbCKOX03ANCTBEHHOE MPOM3BOACTBO OCYLLECTBNAETCA
NP OTCYTCTBMU COBCTBEHHOI NepepabaTbiBatoLLelt 6asbl.
CnepoBaTenbHo, 6onee TpeTn TePPUTOPUIA He pacnona-
ratoT flokasibHOI nepepabaTbiBatoLlen 6a3on, uto genaet
0COBEHHO 3HAUMMOW OLIEHKY JOCTYMHOCTW BHELUHNX LieH-
TPOB nepepaboTKu.

[na oueHKM NPOCTPAHCTBEHHOTO MOMOXEHUA TaKUX
TEePPUTOPUI BbIIN PACCUMTaHbl PACCTOAHNUA A0 GNMXKaN-
WMX TepPUTOPUANbHBIX eAVHUL, pacnonarallmx nepe-
pabaTbiBalOWUMN  NPEANPUATUAMA.  XapaKTepPUCTUKM
pacnpefeneHns pacCTOAHWUIA NpefCTaBeHbl B Tabn. 3.

Tabnuya 3 - PaccmosHue 0o 6nuxatiwezo ueHmpa nepepabomxu
0719 meppumopuli 6e3 cobcmaeHHoU nepepabomku

Table 3 - Proximity to the nearest processing center for territories
with no indigenous processing infrastructure

MNokasaTtenb PacctosaHue, KM
MuHumym 2,78
MepBbIn KBapTUNb 10,79
MepnnaHa 26,48
CpegHee 30,88
TpeTtun KBapTUIb 46,92
Makcmym 68,67

MepunaHHOe paccToAaHmne cocTasnaeT 26,5 KM, 0gHaKo
ASIA YacTV TeppUTOPUanbHbIX eauHUL, bavxanwme LeH-
TPbl NepepaboTKM HAXOAATCA Ha PACCTOAHUM MeHee 10-
15 KM, Torfa Kak ana Havnbosee yaaneHHbIx Tepputopuii
OHO npesbIwaeT 60 Km.

Takum o06pa3om, MyHUUMNanbHble 0bpa3oBaHuA
6e3 coOCTBEHHON NepepaboTKM CYLECTBEHHO pasnnya-
I0TCA MO MPOCTPAHCTBEHHOMY MOMOMKEHNID OTHOCUTENb-
HO CyLIecTBYIOLWMX LEHTPOB, 4TO 0OYCNOBANBAET HEOob-
XOAUMOCTb OL€HKWN MOTEeHLMaNIbHON MPOCTPAHCTBEHHOM
AOCTYNHOCTU NepepabaTbiBatoLell MHGPACTPYKTYpbI.

MpocTpaHcTBEHHaA AOCTYNHOCTb MepepaboTKu.
3HayeHnA MHAEeKCA MOTEHLMaNbHOW NPOCTPAHCTBEHHOM
LAOCTYNHOCTU nepepabaTbiBalOWmX NPeanpuUATMA npea-
CTaBfieHbl B Tabn. 4.

Tabnuya 4 - PacnpedeneHue uHoexkca
nomeHyuanbHol NpocmMpaHcmeaeHHoU 0ocmynHocmu A;
Table 4 - Distribution of the potential spatial accessibility index A;

Table 2 - Structure of agricultural production and.pro.cesw?g NoKazatens 3nauenme
by territorial units
MuHrmym 2,47
Moka3aTtenb Konunuectso MepBbil KBapTUIb 20,54
EcTb npon3BoacTBO 1 NepepaboTka 51 MepanaHa 55,36
EcTb Npon3BoACTBO, HO HET NepepaboTKn 29 CpefHee 98,81
EcTb nepepaboTka, HO HET MPOU3BOACTBA 1 TpeTtuin KBapTUNb 138,00
Bcero TepputopuranbHbix eguHNUL, 81 Makcrmym 470,06




[dnana3oH 3HayeHUN WHAEKCa COCTaBnAeTr oT 2,47
0o 470,06, uto oTpakaeT 3HauuTesIbHble pa3nuuna B no-
TEHUMANbHOW NPOCTPAHCTBEHHOWN JOCTYMHOCTW nepepa-
6aTblBatoLLEN MHPACTPYKTYPDI.

CpepHee 3HayeHMe nHaeKca (98,81) noutu B aBa pasa
npeBbllaeT meauaHy (55,36), uTo ykasbiBaeT Ha Bblpa-
MEHHYI0 MPaBOCTOPOHHIOID aCMMMETPUIO pacnpegene-
HWA, BCIEACTBUE YEro CpefHee He OTPaKaeT TUMMUYHBIN
YpPOBeHb LOCTYMHOCTM B BONbLUMHCTBE MyHMLMNANbHbIX
06pa3oBaHuii.

HarnagHoe npepcTtaBneHne O NPOCTPAHCTBEHHOM
pacnpegeneHun nokasaTena fJaeT KapTa MNOTeHuuanb-
HOM MPOCTPAHCTBEHHON [OCTYNHOCT MepepaboTku
(puc. 1).

NHpeKkc A,

300
200

100

Puc. 1. MlpocmpaHcmeeHHasa 0ocmynHocme
nepepabamesisarouyux npednpuamudi
0519 MyHUYuNaneHbIx 06pasosaruti Ceepdnoackoli obnacmu’

Fig. 1. Spatial accessibility of processing enterprises
for municipal entities of Sverdlovsk oblast

Kapta oTpaxaeT Bblpa)KeHHY0 MNPOCTPAHCTBEHHYIO
HEOOHOPOAHOCTb MOKasaTens ¢ GOPMUPOBAHNEM LIEH-
TpanbHo-NnepudepniiHoro rpagneHTta. Hanbonee Bbico-
Kne 3HauyeHWUsA MHAOEKCa HabnogalTca B LEHTPanbHON
YacTn pPervoHa, rge cocpefoToueHa 3HaunTeNbHaA YacTb
nepepabatbiBaloWmMX NpesnpuaTuin u GoOpPMUPYIOTCA Hau-
60rnee BbICOKME 3HAYEHUA MOTEHLMANBHON JOCTYMHOCTY
pervioHanbHon cetn nepepabotku. Mo mepe yganeHus
OT LEeHTPanbHOWM YacT! pPervoHa YpPOBEHb MOTEHLMasb-
HOM NPOCTPAHCTBEHHOW JOCTYMHOCTM CHWXaeTcA. Ham-

T PaccumtaHo no gaHHbIM RFSD 3a 2024 r.
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60ree HU3KMe 3HaYeHNA MHAEeKCa GUKCUPYIOTCA B CeBep-
HbIX 1 BOCTOUYHbIX NepudepuiHbiX TeppuTopuax obnactu.

Tunonorua MyHuuunanbHbIX obpasoBaHWii NO Ao-
CTYNHOCTU nepepaboTku. [1nAa coBMecTHOro yueta No-
KanbHON nepepaboTkM M MPOCTPAHCTBEHHOM AOCTYN-
HOCTU Oblna MOCTPOEHa TUMONOMMA MYHULMUMANbHbIX
obpasoBaHnii CBepanoBckoi obnact Ha 6ase KoMoOwW-
Hauuy ABYX MPW3HAKOB: Hanuuune nepepabaTbiBatOLLMX
NPeAnpUATUA Ha TeppuUTOPUM MyHMLUMNaNbHOro obpa-
30BaHuA (L;)  ypoBeHb NPOCTPaHCTBEHHOW JOCTYNHOCTY
nepepabatbiBaloWmX NPeanpUATAI, N3MePAEMbIN MHAEK-
com A; (Tabn. 5).

Tabnuya 5 - KonuyecmeseHHoe pacnpedeneHue meppumoputi
no munam docmynHocmu nepepadomku
Table 5 - Number of territories by types of processing accessibility

KonunuectBo
Tvn Tepputopun .
TeppuTopui
Hanunuwne nokanbHoi nepepaboTku 1 6onee
BbICOKaA NPOCTPaHCTBEHHaA JOCTYNHOCTb 44
(mun'1)
KomneHcrpoBaHHOe oTcyTCTBUE NepepaboTKu 17
(mun 3)
HekomneHCcMpOBaHHbIN NPOCTPAHCTBEHHbIN 12
aedbuunt nepepaboTkn (mun 4)
Hanunune nokanbHo nepepaboTku npu
HU3KOW NPOCTPAHCTBEHHOW JOCTYMHOCTU 8
(mun2)

[pocTpaHcTBeHHOE pacnpegenieHre BblaeneHHbIX Th-
MoB MpeAcTaB/ieHO Ha puc. 2.

Camylo MHOFOUMCNEHHYIO Tpynny 0bpasytoT TeppuTo-
puK, coyeTaroLme Hanmnume NIoKabHbIX NepepabaTbiBato-
LWMX NpeanpuATAN 1 60/ee BbICOKMI YPOBEHb NMPOCTPaH-
CTBEHHOW AOCTYNHOCTW. B 3Ty KaTeropuio BKIKOYEHbI
44 TeppuTOpPUW, PaCMONOXKEHHbIE NPenmMyLeCcTBEHHO
B LEHTPANbHOMN M I0KHOW YacTAX permoHa. Ana Hux xa-
paKTepHO coueTaHne cobCTBEHHON NepepabaTbiBatoLLen
6a3bl ¢ 61aroNpPUATHBIM NONOXEHNEM OTHOCUTESNTBHO A pY-
X LEHTPOB NepepaboTku.

OtgenbHyto rpynny coctaBnaAwT 17 tepputopuit 3-ro
Tna. HecMoTps Ha OTCyTCTBME NOKaNbHbIX Nepepaba-
TbIBaOLUX NPEANPUATAI, OHW XapaKTepusytoTcs 6onee
BbICOKOW MOTEHLUManbHOW MNPOCTPAHCTBEHHOW AOCTYM-
HOCTbIO BHELLHWX LEHTPOB NepepaboTku. 3To No3BoNA-
eT OTHeCTU UX K TeppUTOPUAM KOMMEHCUPOBAHHOIO OT-
CyTCTBUA NepepaboTkn. B nx umcno Bownu ropoackon
okpyr HwxHaa Canga, MyHuUMnanbHoe obpa3oBaHue
AnanaeBckoe, MaxHeBckoe MyHUUMNanbHOe obpa3oBa-
Hue, ropofckol okpyr PedTuHckuin, ManbilweBCKUin ro-
poackon oKpyr, KameHCKMI rOpoACKON OKpyr, ropod-
ckon okpyr Bepxuui Tarun, 3ATO Ypanbckuin, BepxHsas
Typa, a TakxKe pAg cenbckux noceneHnin bakanosckoro,
Kambllwnosckoro m HuXHeCeprmHCKoro MyHMUMnasnb-
HbIX PaOHOB.
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Tun Tepputopun

. JlokanbHasa nepepaboTka / BbicOKasa JOCTYMNHOCTb
KomneHcrpoBaHHoe oTcyTcTBUE
JlokanbHasA nepepaboTka / HM3KaA JOCTYMHOCTb
. HekomneHcnpoBaHHbIN aednumnt

HeT naHHbIX

Puc. 2. lpocmpaHcmeeHHoe pachpedenieHue meppumoputi
no munam docmynHocmu nepepa6omku !

Fig. 2. Spatial distribution of territory types
by processing accessibility

12 TeppuTOpUanbHbIX e€AuHUL KnaccudpuumpoBaHbl
Kak Tepputopum C HEKOMMNEHCUPOBAHHbIM MPOCTPaH-
CTBEHHbIM AedULNUTOM, MOCKONbKY OTCYTCTBME NOKanb-
HOW nepepaboTKn CoUYeTaeTCsA C HU3KOWM NOTeHLNANIbHON
AOCTYMHOCTbIO BHELWHUX LeHTPOoB. K AaHHOW rpynne oT-
HOCATCA BonuaHCKMn MyHULMNaNbHbIA OKPYF, MyHWULM-
NanbHbI OKpPyr KapnuHck, CeBepoypanbCKuii MyHULM-
nanbHbin OKpyr, COCbBUHCKUA MYHULMMANbHBIN OKPYT,
KaukaHapcKuii MyHULMNanbHbI OKpYr, TaBOPUHCKMIA My-
HULMNANbHbIA OKPYT, a Takxke Cnoboao-TypUHCKNIA MyHN-
uMnanbHbIN OKPYr. Kpome Toro, B COCTaB rpynnbl BOLWAN
Ky3sHeuoBcKoe 1 baxeHoBCKOe cenbckue noceneHuns.

HakoHeu, oTgenbHO BblgefieHbl BOCEMb Tepputopuil,
pacnonaramwmx cob6CcTBeHHbIMK NepepabaTbiBaOLWUMM
npeanpuATUAMU, HO AEMOHCTPUPYIOWNX HU3KUE 3Haue-
HUA MHOEeKCa MPOCTPAHCTBEHHOW AOCTYNHOCTW. Hanu-
ume NOKasNbHOW NepepaboTKM He ABNAETCA OCHOBaHMEM

" PaccunTtaHo no gaHHbIM RFSD 3a 2024 T.

4NA aBTOMATUUYECKOro WCKIIYEHUA TakuX Tepputopui
13 JanbHenwen ANArHOCTUKK, MOCKOSIbKY HU3KMe 3Ha-
YeHVA MOoTeHUManbHOW AOCTYNHOCTU CBUAETENbCTBYIOT
0 HebaronpuATHOM NPOCTPAHCTBEHHOM MONOXEHUN OT-
HOCWTENbHO PErMoHasibHOM CeTU NepepaboTKu.

MpocTpaHCTBEHHbII aHanu3 TeppUTOPUaNbHbIX
auncnponopuuni. 1na oueHK/ NpoCTPaHCTBEHHOW CTPYK-
TYpbl BbIABNEHHbIX TEPPUTOPUASIBHBIX PA3MUnn Bblan
paccumnTaHbl NoKasatenu rnobasibHoOl 1 NOKaNbHOWM Npo-
CTPaHCTBEHHOWN aBTOKOPpPEenALnN.

Pe3ynbTaTbl pacueTa rnobanbHoro uHaekca MopaHa
npepcTaBneHsl B Tabn. 6.

Tabnuya 6 - [MobanbHAas npocmMpaHcmeeHHas
asmokoppenayusa ucciedyembix nokazamenel
Table 6 - Global spatial autocorrelation of the indicators under study

MokasaTenb Moran's | p-value

MHaeKkc noTeHLManbHom
NPOCTPAHCTBEHHOW JOCTYNHOCTY
nepepaboTky, A;

0,944 <0,001

HekomneHcMpoBaHHbIN
NPOCTPAHCTBEHHbIN Aednuuut
nepepaboTky, G;

0,514 <0,001

[MonyyeHHble 3HaYeHMA yKa3blBalOT Ha BblPaXKEHHYIO
NPOCTPAHCTBEHHYIO 3aBMCUMOCTb. [1nA mMHOeKca notel-
LManbHOW NPOCTPaHCTBEHHOW JOCTYNHOCTU A; 3HaUYeHne
Moran's | coctasnsaet 0,944, uTo COOTBETCTBYET BbICOKOMN
NONOXKUTENbHON MPOCTPAHCTBEHHOW aBTOKOPpenAaumm.
TeppurTOpPUM CO CXOXKMMM 3HAUEHMAMM NOKa3aTeNA CKNOH-
Hbl GOPMUPOBATb NPOCTPAHCTBEHHO CMEXKHbIE KnacTepbl.

[onoxutenbHad n CTaTUCTUYECKM 3HAYMMas Mpo-
CTPaHCTBEHHaA aBTOKOPPeNnAuuA BblABNeHa Takke AnA
nokKasaresii HeKOMMNEHCUPOBAHHOIO NPOCTPAHCTBEHHOTO
neduuuTa nepepabotku. 3HaueHne Moran's | = 0,514 cau-
LeTeNbCTBYET O TOM, YTO MyHMLMNaNbHble 06pa3oBaHua,
OTHeCeHHble K KaTeropumu HeKOMMeHCMPOBAHHOIO Mpo-
CTPaHCTBEHHOrO AeduumMTa, XapaKTepusyTca CTaTuCTu-
YeCKM 3HaYMMOM NPOCTPAHCTBEHHOW KOHLEHTpaLuen.

[na BbIABNEHNA NOKanbHbIX NPOCTPAHCTBEHHbIX KIa-
cTepoB Oblfl MpoOBefdeH aHanu3 JIoKaNbHbIX WHAEKCOB
NPOCTPaHCTBEHHOW aBTOKOppenAuMu And MHAMKatopa
HEKOMMEHCMPOBAHHOIO MPOCTPAHCTBEHHOIO AeduumTta
nepepaboTku G;. Pe3ynbTathl NpeacTaBneHbl Ha puc. 3.

LISA-aHanu3 no3Bonua BbiABUTb CTaTUCTUYECKU 3Ha-
UMMmble JIOKaNbHble MPOCTPAHCTBEHHbIE CTPYKTYpPbl He-
CKOJSIbKUX TUNOB.

Knactepbl HH xapaktepusylotca coueTaHrem BblCOKO-
ro YpOoBHA HEKOMNEHCMPOBaHHOIO feduLmTa nepepaboT-
KW Ha nccnegyemon Tepputopun U aHanormyHom cutyauu-
e Ha coceHMX TeppuTopuax. K HH-knactepam oTHeceHb!
BonuaHckui, Kapnuxckuii, Cesepoypanbckuii, Crnobo-
BO-TYPUHCKMI 1 TaBOPUHCKMI MyHULMMANbHbIE OKPYra,
a TakXKe pAafd CenbCkUX NOCeNIeHNn BOCTOYHOM YacTu pe-
rmoHa (HunumHckoe, Yctb-HuumHckoe, Cnagkosckoe, Kys-
HeuoBCKoe 1 baxeHoBcKoe).



Knactepbl LISA
KoHueHTpauus geduymta (HH)
Mpouwne Tepputopun

CocepnctBo ¢ geduunTtom (LH)

Puc. 3. MpocmpaHcmeeHHble Knacmepol
HeKOMNeHCUpoB8aHHO20 Oeghuyuma nepepabomku
(no pesynomamam LISA-aHanu3za)’

Fig. 3. Spatial clusters of uncompensated processing deficit
(LISA analysis results)

MpocTpaHCTBEHHbIE BbIGPOCH! NMPEeACTaBNeHbl Teppu-
Topuammn LH (low-high), kKotopble camn He xapakTtepu-
3yl0TCA HEKOMMEHCMPOBaHHbIM AedUUNTOM, HO cocel-
CTBYIOT C TEPPUTOPUAMY, ON1A KOTOPbIX Takol pedbuumt
TUnuyeH. K gaHHOM rpynne OTHOCATCA FOPOACKON OKpYT
KpacHoTypbuHCK, Msgenbckuin, CepoBckun, TaBAUHCKNN,
Tyrynbimcknin, TYPUHCKUIA FTOPOACKME OKpyra, a Takxke
balkanosckoe n KpacHononAaHcKoe cenbCkme NnoceneHus.

" PaccumntaHo no gaHHbIM RFSD 3a 2024 r.
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MpoBepkKa ycTONuMBOCTM pe3ynbTaToB. [1nAa OLeHKN
YCTOMUYMBOCTU pPe3yfbTaToB NpPefsioKeHHON MeTOAMKM
NpoBefieHbl YeTbipe CepuM TeCTOB YYBCTBUTENbHOCTU
(Tabn. 7).

Pe3ynbTathl TeCTOB CBUAETENbCTBYIOT O COXpaHe-
HMWM OCHOBHbIX MPOCTPAHCTBEHHbIX 3aKOHOMEPHOCTEW
N YCTONYMBOrO Afpa NPobieMHbIX TEPPUTOPUIA Npu 13-
MEHEeHMV NapaMeTPoB METOANKM.

M3meHeHne napameTpa MpPOCTPaHCTBEHHOrO 3aTyxa-
HuA (A = 30, 50 n 70 KM) NPaKTUYECKUN He BIMAET Ha COC-
TaB TEPPUTOPUIA HEKOMMEHCUPOBAHHOIO MPOCTPAHCTBEH-
Horo geduunTa. Mpm A 30 Bbigensitotca 13 Tepputo-
puasnbHbIX eguHnL, npu A = 50 1 70 km - no 12 TeppuTto-
puanbHbIX €AUHULL, MPW STOM AAPO NPOBNEMHbIX Teppu-
TOPUN OCTAaeTCA HEN3MEHHDbIM.

Mcnonb3oBaHre anbTepHaTUBHbBIX MOPOroBbIX 3Haue-
Hun (P20 n P50 BMecTo 6a3oBoro P25) nsmeHsiet oblee
YMCNIO TEPPUTOPUIA, OTHECEHHbBIX K KaTeropynv HeKOMMneH-
CUPOBAHHOIO MNPOCTPAHCTBEHHOrO AeduumTa, OfHAKO
No3BoNAeT Bblaenntb AApo 13 10 TepputopuanbHbiX ean-
HIL, COXPAHAOLLMX JaHHbIA CTAaTYC NPY Pa3INYHbIX CeLu-
duKaumax nopora.

Mcnonb3oBaHue uncna npegnpusaTiini 1nbo nx CoBo-
KYMHOW BbIPYUKM B KQUeCTBe NoKasaTesa S; NpakTnyecku
He M3MeHsET pe3ynbTaThl KnaccnduKaLmmu: Yncno Teppm-
TOPUIN HEKOMMEHCUPOBAHHOIO MPOCTPAHCTBEHHOIO Ae-
¢dununTa coctanaet 12 11 Tepputopuii COOTBETCTBEHHO.

HakoHeu, npocTpaHCTBEHHaA YCTOMYMBOCTb pe-
3yNbTaTOB [JOMOJNIHUTE/IbHO MPOBEpPEHa MpW UCMNONb30-
BaHUM Pa3NNUHbIX MaTPWL, MPOCTPAHCTBEHHbIX BECOB
(k = 3-6 bnukanwmx cocegen). Bo Bcex BapnaHTax coxpa-
HAETCA CTAaTUCTMYECKM 3HauYMMas MOJSIOKUTENIbHAA MpPo-
CTPaHCTBEHHAA aBTOKOppenAuMa Kak uHAekca A; Tak
1 nHamkatopa G; (p < 0,001).

Takum 06pa3om, OCHOBHbIE MPOCTPAHCTBEHHbIE BbIBO-
Abl N COCTaB YCTONYMBOrO AApa TEPPUTOPUIA HEKOMMEH-
CUPOBaAHHOTO AeduLnTa COXPAHAIOTCA MPU Pa3yMHbIX 13-
MEHEHMAX NapaMeTPOB METOAUKN.

KomneHcumpoBaHHOe OTCyTCTBUE NepepaboTKu u or-
paHNuYeHMA agMMHUCTpaTMBHOro nopxoga. Pe3synb-
TaTbl MOATBEPXKAAIOT OrpPaHWYEHHOCTb OLEHKU obe-
CrneyeHHOCT NepepabaTbiBalollel MHOPaCTPYKTypoi
WCKNIOUYNTENBbHO MO HanuuuMio NpPesnpuAaTUiA B agMUHU-
CTpaTMBHbIX rpaHuuax Tepputopuun. U3 29 tepputopui
6e3 cobCcTBeHHON MnepepaboTkn ToNbKo 12 OTHeCeHb

Tabnuya 7 - Pe3yiemamel nposepku ycmouliuusocmu Knaccugukayuu meppumoputi

K U3MeHeHUIo napamempos mooesu
Table 7 - Testing results’ robustness to changes in model parameters

Tecr Pesynbrat
A=30/50/70 13/12/ 12 Tepputopuin
P20/ P25/ P50 10/ 12/ 19 Tepputopuin; ycTonumsoe AApo coXxpaHAeTcA

Sj: umcno nepepabaTbiBaloLLVX NPeANPUATAN / COBOKYMNHaA BbIpyYKa

12/ 11 Tepputopun

k =3-6

Moran (A)): 0,965-0,928; Moran (G)): 0,557-0,385;
BO Bcex cnyyasx (p < 0,001)
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K TEppUTOPUAM HEKOMMEHCMPOBAHHOMO MPOCTPAHCTBEH-
Horo feduumTa, TOorga Kak anisa 17 oTcyTcTBMe TIOKanbHOM
NHOPACTPYKTYPbl KOMMEHCMPYETCA MOTEHLUMANbHOW [O-
CTYMHOCTbIO BHELIHWX LEeHTpoB nepepabotku. Cnepo-
BaTe/IbHO, HanMuune nepepabaTbiBaOWMX NPeanpUATAN
B aMMHNCTPATUBHbIX rPaHULIAX TEPPUTOPUN U NOTEHLM-
afbHas NPOCTPaHCTBEHHaA JOCTYMHOCTb nepepabatbiBa-
lole MHOPACTPYKTYPbl XapaKTepr3yoT pasHble acnek-
Tbl IPOCTPAHCTBEHHOW OpraHn3auum nepepaboTku.

MonyyeHHbI pe3ynbTaT cornacyeTca C BbiBOgaMu UC-
CnefoBaHMi NPOCTPaAHCTBeHHOro passutua YpdO, co-
rMacHO KOTOPbIM MpU 06OCHOBAHUM TEPPUTOPUASBHBIX
NPUOPUTETOB HEOOXOAMMO YUUTbIBATb HE TOSIbKO J1O-
KaJlbHY0 KOHLEHTPALIMIO XO3ANCTBYIOLMX CyOBEKTOB, HO
N 30Hbl UX BAUAHWA, MEXMYHULUMNaNbHble B3auMOAen-
CTBUA, a TaKXe XapakTep dopmMupyemblx MPOCTPAHCTBEH-
HbIX 3$dekToB [Haymos u ap., 2024]. Hawe nccnegosarume
pa3BMBaET 3Ty NOMMKY MPUMEHUTENIbHO K nepepaba-
TbiBalOWEN WMHPPACTPYKTYpe: COMOCTaBNEHNE JIOKalb-
HON 06ecrneyeHHOCTV C NOTEHUMANIbHOW AOCTYMHOCTHIO
BHELIHUX LeHTPOB MO3BONIAET pasrpaHnynTb dopmanb-
Hoe OTCYTCTBME MepepaboTKM U HEKOMMNEHCMPOBAHHDIN
MPOCTPAHCTBEHHBIN AedununT. Mo3ToMy Mcrnosnb3oBaHue
UCKNIOYNTENBHO aIMUHUCTPATMBHOIO KPUTEPUA MOXKET
MPVBOAUTL K 3aBbllIEHHOW OLleHKe MaclTaboB npo-
CTpaHCTBEHHOro AeduumTa.

TepputopnanbHas HEOQHOPOJHOCTb HEKOMMEHCU-
pOBaHHOFO MNPOCTPAHCTBEHHOrO pAeduuuTa. Jlokanb-
HblA MPOCTPAHCTBEHHDbIN aHaNM3 MOKa3blBaeT, YTo Tep-
pUTOPMN  HEKOMMEHCMPOBAHHOIO MPOCTPAHCTBEHHOIO
aednunTa KOHLEHTPUPYIOTCA B ABYX 060CO6MEHHbIX 30-
Hax — CEeBEPHON 1 BOCTOYHOWN. Paznuuma nx pacnonoxe-
HKA NO3BOJIAIOT NPEANONIOXUTb HEOANHAKOBYIO MPUPOaY
BbISABNIEHHbIX OrpPaHUYEHUIA.

[na cesepHON rpynnbl XapakTepHa 3HayuTeNbHaA
NPOCTPaHCTBEHHAA YAANEHHOCTb OT OCHOBHOW KOHLIEH-
Tpauuy nepepabaTbiBalOWMX NPesnpUATAA PErMOHa, YTO
Mo3BOJIAET paccMaTpuBaTb neprudpeprinHoe NONoXeHue
KaK BepoATHbIN GakTop BbIABNEHHbIX MPOCTPAHCTBEHHbIX
OrpaHUYeHN.

BoctouHas rpynna dopmupyetca B UWHOM Mpo-
CTPaHCTBEHHON KoHUrypauun. Ee nonoxeHve He no-
3BONAET OOBACHWUTD HU3KYID [JOCTYMHOCTb WCKAKOUU-
Te/IbHO YAANeHHOCTbID OT OCHOBHOWM KOHLEHTpauuu
nepepabatbiBaloWyX NPesnpuATAA PermoHa, No3Tomy
AN1A 3TON rpynnbl TpebyeTcsa JOMONHUTENbHAA NPOBEPKa
OTpacneBon CTPYKTYpbl CeNbCKOXO3AWCTBEHHOTO MpOo-
M3BOACTBA, COCTaBa MepepabaTbiBAOLMX NPEANPUATUIA,
CblpbeBoi 6a3bl U TPAHCMOPTHO-NOMUCTAYECKUX YCITOBUIA.

Takum 06pa3om, OAMHAKOBLIN AMArHOCTUYECKUNA pe-
3ynbTaT - COYEeTaHMe OTCYTCTBMA JIOKalbHOM nepepa-
6O0TKM 1 HU3KOW NOTEHLMANBbHON JOCTYNHOCTU BHELIHUX
LIeHTPOB — He CBUAETENbCTBYET O TOXKAECTBEHHOCTM MpPK-
UMH HabnogaemMbix orpaHuMyeHuin. [pocTpaHCTBEHHas
AMArHocTKa MNO3BONAET OOHaPYXWTb WX TeppuTopu-
anbHyl HEOAHOPOOHOCTb Ha MpefBapuTeNibHOM 3Tane,

O[IHAaKO copepaTefibHaA MHTepnpeTauua BbiABNEHHbIX
paznuumin TpebyeT yrnybneHHOro OTpacneBoro 1 TPaHC-
MOPTHO-NIOTMCTAYECKOTO aHam3a.

MpocTpaHcTBEHHaA TUMONOMMA Kak OCHOBa Aud-
depeHumaumm ynpaBneH4Yeckux npuoputetoB. [lony-
UeHHble pe3ynbTaTbl Mo3BOAAT AudPepeHLUpPOBaTL
HanpasfieHNA AanbHeNnwWen YynpasneHYeckon npopa-
60TKM B 3aBUCMMOCTM OT XapaKTepa BbIABMIEHHbIX MpPoO-
CTPaHCTBEHHbIX OrpaHnyeHnin. [na pasfinyHbiX TUNOB
TeppuTopuin  onpegensATca  cneuyuduueckne 3agauun
yrnybneHHoW OTpacneBo W WHBECTULMOHHOW OLEHKM,
pe3ynbTaTbhl KOTOPOW MOTYT CITY»KMTb OCHOBaHUEM And
bopMmnpoBaHNA KOHKPETHBIX YpaBeHYECKUX PELIEHWIA.

Ina Tepputopuii C NoKanbHoW nepepaboTkon n 6o-
nee BbICOKOW NOTeHLManbHOW JOCTYNHOCTbIO NepBOoYe-
penHbIX NPOCTPAHCTBEHHbBIX OFPAHUYEHUI HE BbIABIIEHO.
HeobxoauMmocTb [OMOMHUTENbHBIX MHOPACTPYKTYPHbIX
Mep onpefenaeTca Ha NocneayoLKX STanax oTpacneBon
OLIeHKMN.

[na Tepputopun C KOMNEHCUPOBAHHbIM OTCYTCTBM-
eM nepepaboTkn co3paHne HOBbLIX NPeanpUATAA He AB-
nAeTcA nepsooyepenHon 3agaden. lanbHenwmnmn aHanms
LenecoobpasHO COCPefoToUMTb Ha BO3MOXHOCTAX pas-
BUTUA TPAHCMOPTHO-NIOrMCTUYECKON CBA3AHHOCTUN 1 MEX-
MyH/LUNaNbHOW Koonepawuumm.

Ana myHuumMnanbHbIX 06pa3oBaHUi C OKasbHOW Me-
pepaboTKON NPU HU3KOW MPOCTPAHCTBEHHOWN AOCTYMHO-
CTU HeobxofavMa LOMONIHUTENbHAA OLEHKa AOCTaTOYHO-
CTU U cneurannsaLmnm cyllecTsytoLlei HGPaCTPYKTypb,
a TaKXe JOCTYMHOCTM BHEWHMWX LEeHTPOB NepepaboTku
1 BO3MOKHOCTEN MEeXMYHULMNANbHOMO B3aUMOAENCTBUA.

Tepputopi C HEKOMMEHCUPOBAHHBIM  MPOCTPaH-
CTBEHHbIM AedMUNTOM 06pa3yoT NPUOPUTETHYIO rpynny
A1 KOMMIEKCHOW OLeHKM He06X0aUMOCTY Pa3BMTUA HO-
BbIX MepepabaTbiBatoLLMX MOLHOCTEN 1 COMOCTaBNIEHUA
3TOro BapuaHTa C afibTepPHATUBHBIMU UHGPACTPYKTYPHbI-
MW 1 OPraHM3aLMOHHO-NIOTMCTUYECKUMI PELIEHVAMMU.

3AKNIOYEHUE

MpoBefeHHOEe NccnefoBaHne NOATBEPANIO, YTO NOKaSIb-
Hoe OTCYTCTBME NepepaboTKn U HEKOMMNEHCUPOBAHHDIN
NPOCTPAHCTBEHHBIN AedULNT He ABAAIOTCA SKBMBANEHT-
HbIMW cocToAHUAMK Tepputopuii. COBMECTHbIN yueT
NOKaJIbHON 006ecnevYeHHOCTV nepepabaTbiBalolen WH-
bpacTpyKTypoii 1 MOTEHUMANIbHOW MPOCTPAHCTBEHHOW
LAOCTYNMHOCTU BHELWHUX LeHTPoB no3sonset guddeper-
LMpPOBaTb TEPPUTOPMU MO XapaKTePy NPOCTPAHCTBEHHbIX
OrpaHNYEHNIA.

Ina peweHna gaHHOW 3afaun pa3paboTaHa U anpo-
6rpoBaHa MeTOAMKA MPOCTPAHCTBEHHOW [NArHOCTUKM,
BKJIIOYAlOLWanA: OLUEHKY MOTEHUMANIbHON MPOCTPaHCTBEH-
HOWM JOCTYNHOCTW; TUMONOrM3aLMio TeppuUTopuiA, 6asnpy-
IOLLYIOCA HA COMEeTaHWUN Hannuua NOKanbHON nepepabot-
KM U JOCTYNHOCTU BHeWHeN MHPACTPYKTypbl; aHanu3
NPOCTPAHCTBEHHOWN KOHLEHTpaLuun BbisBAeHHOro aedu-
uuta. lpoBepKa yCcTonuMBOCTM NOKa3ana, YTo OCHOBHbIE



pe3ynbTaThl COXPAHAITCA MPU M3MEHEeHMU MapameTpa
MPOCTPAHCTBEHHOIO 3aTyXaHWs, MOPOrOBbIX 3HAYeHWN
Knaccudmkauuy, cneundukaumm nokasatensa macwraba
nepepabatbiBaloLLero cekTopa W MaTpuubl NPOCTPaH-
CTBEHHbIX BECOB.

Anpobauna MeToanKn Ha AaHHbIX no CBepPASIOBCKOM
obnactu nokasana, uto cpean 29 Tepputopuii 6e3 cob-
CTBEHHOW nepepaboTkn 17 OTHOCATCA K TePPUTOPUAM
KOMMEHCUPOBAHHOTO OTCYTCTBMA MepepaboTKn 1 Tonb-
KO 12 - K TeppuTOopuAM HEKOMMNEHCUPOBAHHOIO Mpo-
CTpaHCcTBeHHOro aeduuuta. MPOCTPaHCTBEHHDIN aHaNW3
BbIABU/ KOHLEHTPaLUMI0 NOCAeLHUX MPenMyLLeCTBEHHO
B CEBEPHON M BOCTOYHOWM 4acTAX pernoHa. [na cesep-
HOM Trpynnbl XapakTepHa 3HauuTenbHas YOaneHHOCTb
OT OCHOBHOW KOHLIEHTpaummn nepepabaTtbiBalolynx npea-
MPUWATUIA, TOrHa Kak NPOCTPaHCTBEHHOE MONOXEHNE BOC-
TOYHOW Tpynnbl He MO3BONAET OOBACHUTL HU3KYID [O-
CTYMHOCTb UCKNIOUNTENBHO GAaKTOPOM YAANEHHOCTU. ITO
YKa3blBaeT Ha pasnunuuMe NPOCTPaHCTBEHHbIX YCIOBUIA
dopmmpoBaHNA BbiBNEHHOrO Aeduuuta U Heobxoau-
MOCTb AOMONHWTENIBHOFO aHaNU3a ero NPUYKH.

MonyyeHHble pe3ynbTaThl NO3BONAIOT WCMOb30BATb
NPeasioXeHHY METOANKY B KauecTBe UHCTPYMEHTa Tep-
pPUTOPYANBHOIO CKPWMHUHIA Npu 060CHOBAHMKU MpUOpU-
TETOB Pa3BUTUA NepepabaTbiBalolleil MHGPACTPYKTYpPDI.
MpocTpaHCTBEHHAA TUMONOMUA Pa3rpaHNYMBAET Teppu-
TOpUW, ANA KOTOPbIX NepBoouyepeaHble UHGPACTPYKTYp-
Hble OrPaHNYEHNA He BbiBEHbl, TEPPUTOPUN C KOMMEH-
CYPOBaHHBIM OTCYTCTBMEM MepepaboTku 1 Tepputopum,
Tpebytowre yrny6neHHON OUEHKU HeoOXoaMMOoCTU pas-
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BUTWA HOBbIX MOLLHOCTEN MO0 anbTepHATUBHBIX TPaHC-
MOPTHO-NIOTUCTUYECKNX 1 OPraHN3aLNOHHbIX PeLLeHNIA.

LleneBbiMM nonb3oBaTenAMy METOAUKM BbICTYMaloT
pervoHanbHble OpraHbl YNpPaBfieHMA arponpPOMbILIEH-
HbIM KOMMNEKCOM, OTBevalolme 33 GOpMUPOBaHMe Npu-
OpUTETOB Pa3BUTMA NepepabaTbiBatoLLein MHGPACTPYKTY-
pbl. Pe3ynbraThl AUArHOCTUMKN MOTYT UCMOJIb30BaTbCA ANA
npeaBapuTenbHOro oTbopa TeppUTOpUiA, TPEBYIOLNX NOo-
cnepytollen agpecHon OTpacsieBONn U MHBECTULMOHHON
OLIeHKMN.

MpennoxeHHasa MeToMKa OPUEHTUPOBAHA Ha OLIEHKY
NOTeHUManbHON MPOCTPAHCTBEHHON AOCTYMHOCTU U He
YyunTbiBaeT QaKTUyeckne MeXTeppuTopuanbHble MoTo-
KN CeNbCKOXO3ANCTBEHHOIO Cblpbs, OTPACNEBYO0 CreLu-
anusauuio 1 3arpysky nepepabaTbiBaloLX MOLHOCTEN.
Kuncny orpaHnyeHnin nccnefoBaHUA OTHOCUTCA YPOBEHb
TeppuUTOpMaNbHON AeTanm3aunn nucxogHom 6asbl RFSD:
ncrnonbsyemble kogbl OKTMO cOOTBETCTBYIOT pa3HbIM
YPOBHAM MyHMUMNANbHON Mepapxuu, YTo HeobXoaumo
YyUnTbIBaTb NPW MHTEPMpPeTaLnn pe3ynbTaToB NPOCTPaH-
CTBEHHOTO CKPVHUHrA.

JanbHenwee pa3BuTME  UCCEOOBaHMA  MOXeET
ObITb CBA3AHO C BKJ/IOYEHVMEM [JaHHbIX O Cheuuanusa-
UMM CEeNbCKOXO3ANCTBEHHOrO NPOW3BOACTBA W Mepe-
paboTKy, MPOU3BOLCTBEHHON MOLLHOCTM U 3arpyske
NpeanpuATUN, CbipbeBOI 6a3e 1 XapaKTePUCTUKAX MeX-
MYHULMNANbHON NOFUCTUKM, YTO MO3BONUT NPUOAN3NTD
OLIeHKY NOTEHLUMANbHON AOCTYNHOCTY K GaKTUUECKM YC-
noBrAM ¢GYHKLMOHMPOBAHUA arponpoAOBOSIbCTBEHHbIX
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AHHoTauuA. CoBpeMeHHble rrobanbHble 1 CTPaHOBble NPOGNEMbI aKTYanu3MpyT HEOOXOANMOCTb U3YyYeHNA OMbiTa nNepeao-
BbIX SKOHOMUK MMpa B 06eCcneyeHnn CBOEro NHAYCTPUANbHOrO Pa3BuTUA, OOHON 13 HUX aABnsetca Kutai. CtaTba NocBsLleHa
060CHOBaHMI0 HOBOW MapaAMrMbl YNpaBieHna MHAYCTPUANbHbIM Pa3BuTem Kntas Kak 3aKkOHOMEPHOTO CTpaTermyeckoro oTBeTa
Ha ncyepnaHne NpexHen MOAENN SKOHOMMUYECKOro PoCTa B YCNOBUAX TPaHCPOPMaLIMU MUPOBOFO MPOMbILLIEHHOTO CEKTOpa.
MeTtogonornueckon 0CHOBOW UCCNeAOBaHNA BbICTYNAOT SKOCUCTEMHbIN Y KNacTepHbI noaxofbl. pUMEHAANCh MHCTPYMEHTbI
CTPYKTYPHO-NIOrMYECKOro, MCTOPUYECKOrO N KOMNapaTUBHOIO aHanusa. MHpopmaLumoHHyto 6a3y coctaBunu AaHHble focypap-
CTBEHHOTO ynpaBneHus ctatuctmku KHP n mexgyHapogHoi 6a3bl FOHKTALL. MonyyeHHble pe3ynbTaThl AEMOHCTPUPYIOT creundu-
Ky CTapoii 1 HOBOI MOAenell ynpaBneH/a pa3BUTMeM KUTaCKOM NPOMBbILLIEHHOCTU B YCIOBUAX YCUNeHUA rnobanbHON Heomnpe-
AeneHHocTn. BoiAaBneHbl Tpy 3Tana ynpasneHna nHAycTpranbHbim cektopom B KHP: ynpaBnenve npegnpuatuamm, otpacnamm
1 3KOCKCTEMaMK, a Takxe 000CHOBaHbI ABa NOAXofa K rocyfapCTBEHHOMY YNpPaBieHNo UHAYCTPUaNbHbIM Pa3BUTEM: Cenek-
TVBHbIN (BbIGOPOUHDIA) 1 GYHKLMOHAMBHBIV (PbIHOYHO OPUEHTMPOBaHHBIN). CUCTEMATN3NPOBAHbI UHCTPYMEHTDI, MPUMEHAEMblE
B NpoLecce ynpasieHns BbICOKOTEXHOMOMMYHbIMK OTPAciAMU NPOMbILLIeHHOCTM KHP, KoTopble BKOYaloT rocyfapCcTBEHHbIe
NpoMmbiLNeHHble GOHLbI, NPAMOe CYOCUANPOBAHNME 1 HANOTOBbIE NbrOThl (Tak Ha3biBaeMbIl OIOAXKETHDI NOAXOA), NpedepeHuu-
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INTRODUCTION

The governance of a state’s industrial sector constitutes
a relevant subject of research owing to the paramount
importance of industry in the global and national econ-
omy in terms of sustainable growth, competitiveness, de-
mand, and the strengthening of other facets of the na-
tional economy.

Classical political economy offered a quite unequivo-
cal answer to the question of what makes a state wealthy:

“If the raw product they possess, the medium is required
of gold"". That is, it was precisely the industrial production
of goods in the period following the Industrial Revolution
that ensured progress sustained by innovation and a na-
tional R&D system. The importance of industry as a driver
of economic growth has been emphasized since the classi-
cal bourgeois political economy of Adam Smith. It is worth
noting that Marxism likewise regarded industry as the
foundation of societal evolution. In contrast to the clas-
sical school, Friedrich List formulated a distinct economic
theory substantiating the necessity to develop national
industry, arguing for the initial protection of infant indus-
tries as a factor in the enhanced growth of the German
economy on the basis of state-led industrial policy. History
has confirmed the validity of reliance on national industry:
the United States, Japan, and newly industrialized coun-
tries have managed to achieve socio-economic progress
through the development of industry and industrial policy.

The practice of China and some other emerging econ-
omies also confirms this postulate, which is reflected
in the key provisions of Xi Jinping’s article Chinese-style
modernization is the path to building a great country and
national rejuvenation? published in 2023.

Due to the current intensification of some global
trends, such as the aforementioned neo-industrialization,
digitalization, greening of the economy, the growing im-
balance of the world economy as well as the accumula-
tion of internal problems and instability in China [Rusa
kovich, 2023], the PRC has recently started implementing
a new national paradigm of industrial development. The
study of this paradigm is of great practical significance to
the global economy, the development of management
thought, China itself, and the national economy of Rus-
sia that actively cooperates with the PRC. It is essential to
understand and scrutinize the specificity of the industrial
process unfolding in the PRC since, according to numer-
ous experts (see, e.g., [Tarasov, Karkh, 2026; Danilin, 2024;
Rusakovich, 2023]), it indirectly affects the interests of the
Russian Federation. We believe that successful implemen-
tation of China’s new paradigm of industrial development
would give the country an ample opportunity both to sta-
bilize internal socio-economic processes and strengthen
its position in the global economic arena. However, this

TPushkin A. Eugene Onegin (translated by H. Spalding, 1881).

2Xi Jinping. Chinese-style modernization is the path to building
a great country and national rejuvenation. https://www.gov.cn/
yaowen/liebiao/202308/content_6898422.htm. (in Chinese)

success is determined not only by the country’s own as-
pirations (even assuming that the appropriate strategy
and methods for achieving these objectives are chosen),
but also by external factors exerting a highly uncertain
impact on national processes.

The purpose of this article is to substantiate the new
paradigm of China’s industrial development as a logi-
cal strategic response to the exhaustion of the previous
economic growth model amid the transformation of the
global industrial sector. To that end, the following objec-
tives have been set and accomplished:

« to justify industrialization from the perspective of in-
dustrial management and its specific features;

+ to analyze the fundamentals of the new industrial
development paradigm and discuss how they are differ-
ent from the traditional approach;

+ to assess the influence of the new paradigm on so-
cio-economic processes in the PRC.

LITERATURE REVIEW

Research into the issues and challenges of China’s develop-
ment, including those pertaining to its industrial sector, has

becomeincreasingly relevant overthe pastdecade. Foryears,
scholars have drawn attention to the fact that the rapid and

relatively sustained growth of the Asian region, together
with the notable strengthening of its position in the global

economy and trade over at least the past fifty years, was

predetermined by the evolution of its industrial base [Ro-
dionova, Shkvarya, 2012; Kandalintsev, 2014; Tomoo, 2020;

Melyantsev, 2025]. Due to its advanced industrial sector,
China has become the principal driver of this process and

the largest industrial power of the 21st century with compa-
nies occupying leading positions in global rankings [Rodi-
onova, Kalashnikov, 2024]; it also has turned into the world’s

foremost exporter of an exceptionally broad range of indus-
trial products [Voronovskaya et al.,, 2023; Frolova, Kondra-
tieva, 2024]. For example, the Chinese firms Jingdong Group

and Alibaba Group Holding Ltd ranked among the top-10

largest global IT corporations in 20253, The PRC has come

up with its own, often unique, approaches to industrial de-
velopment and support [Zaki¢, 2021], and the country’s ex-
perience in this domain is becoming increasingly pertinent
amid the global turn towards neo-industrialization, or re-in-
dustrialization, which is emerging as an ever more pressing

task for many economies, including developed ones. China

views enhancing its industrial structure, both qualitatively
and quantitatively, as the foundation for strengthening

the real economy [Huimin et al., 2018].

At the same time, experts note that the phased and
long-term industrial development in China has not been
without contradictions and problems [Baynev, Zhang
Bin, 2020]. For example, the Great Leap Forward policy
(1958-1960) produced predominantly negative outcomes

3 Forbes 2026 Al 50 List. Top Artificial Intelligence Companies.
https://www.forbes.com/lists/ai50/.



[Jung, Chen, 2019], whereas the Open Door Policy had a
more favourable impact on the country’s industrial sector.
Cui and Sokolova [2023] highlight that industrialization in
China is associated with substantial social, labour, and ed-
ucational transformations. Ling [2018] records that in the
process of managing China’s industrial development there
emerge new trends, such as the formation of contempo-
rary industrial centres. Special attention is paid to the in-
creasingly tight relationship between technological entre-
preneurship and socio-economic changes [Jin, 2024], the
comprehensive but ambivalent impact of digitalization
on China’s industrial development [Chen et al., 2025; Shk-
varya, Frolova, 2022], and the role of industry as a catalyst
for the export expansion of the Celestial Empire [Andreeva,
Karkh, Ratner, 2020]. Experts also highlight the growing in-
fluence of China’s industry and the transformational pro-
cesses within it on the country’s export expansion policy
[Voronovskaya et al., 2023], including the development of
the Belt and Road Initiative [Khatoon, Sakeena, 2022; Nem
Singh, Yin-nor Tjia, Lim, 2025] and the intensification of
Sino-Russian trade [Frolova, Kondratieva, 2024].

In light of the above, China’s experience in industrial
development is of interest for the governance of the in-
dustrial sector of the Russian Federation (particularly
manufacturing), as evidenced by the adoption of the
Strategy for Industrial Development of Russia' in 2024.
This aspect further stresses the importance of studying
the role of industry as a key factor in ensuring competi-
tiveness under modern conditions [Kovalev, 2025].

Chinese authors tend to characterize national industri-
al processes at all levels in an exclusively positive manner,
whereas Western experts offer more balanced and even
critical assessments. Therefore, it is especially important
to delineate the actual situation and reveal its present
features, including the effect of managerial factors on
the development of Chinese industry as a whole and on
Russian-Chinese relations in particular.

MATERIALS AND METHODS

Methodologically, the study is grounded in the ecosystem
and cluster approaches, as well as the theory of balanced
development and formation of new-generation industrial
centers. These frameworks build upon classical theories of
concentration and specialization of production and mod-

'The Strategy for Industrial Development of Russia: approved
by the Resolution of the Government of the Russian Federation
no. 1512-r of June 6, 2020 (as amended on October 21, 2024). The
Strategy was developed in accordance with the Federal Law “On
strategic planning in the Russian Federation” and the Federal Law

“On industrial policy in the Russian Federation”. https://sudact.ru/
law/rasporiazhenie-pravitelstva-rf-ot-06062020-n-1512-r/svod-
naia-strategiia-razvitiia-obrabatyvaiushchei-promyshlennosti_1/?
ysclid=mmyybtfq41820769804. (in Russ.); The Consolidated Strat-
egy on the Development of the Manufacturing Industry of the Rus-
sian Federation until 2030 and for the period up to 2035. https://su-
dact.ru/law/rasporiazhenie-pravitelstva-rf-ot-06062020-n-1512-r/
svodnaia-strategiia-razvitiia-obrabatyvaiushchei-promyshlennosti

_1/?ysclid=mmyybtfq41820769804. (in Russ.)
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ern approaches to industrial development analysis, taking
into account infrastructural, environmental, and digital
factors within the theory of industrial production organi-
zation. The idea of Chinese-style modernization, proposed
by Xi Jinping in 2021, largely aligns with Franz List’s ideas
on the need to consider national specificities when or-
ganizing the industrial development process in a country.
Comparative analysis allowed formulating the character-
istics of the old and new paradigms of industrial develop-
ment in China.

The analysis conducted herein draws upon the regula-
tory framework of the PRC, namely:

« the 14th Five-Year Plan for National Economic and
Social Development and Long-Range Objectives Through
the Year 2035 of the People's Republic of China;

« the Outline of the 15th Five-Year Plan (2026-2030) for
National Economic and Social Development of the Peo-
ple’s Republic of China;

« the Made in China 2025 initiative.

The statistical analysis was based on data from the Na-
tional Bureau of Statistics of China and the UNCTAD inter-
national database. The research algorithm comprised the
following stages:

« reviewing a substantial body of scholarly literature
by Russian and foreign researchers (including authors
from China) on the problems of industrial development
management;

« substantiating and systematizing the phenomena
and trends unfolding in China’s industrialization process
for the period from 1949 to the present;

« performing a comparative analysis of the traditional
and new paradigms of industrial development in the PRC;

« identifying the principal structural imbalances in in-
dustry and the national economy at large;

+ summarizing the main outcomes of the PRC's indus-
trial policy pursued to date.

RESEARCH RESULTS

China’s government documents of different levels em-
phasize the need for a comprehensive strategy to posi-
tion the country as a powerful manufacturing hub and
build a modern industrial system characterized by the co-
evolution of the real economy, scientific and technologi-
cal innovation, finance, and human resources. In particu-
lar, in the 14th Five-Year Plan for National Economic and
Social Development and Long-Range Objectives Through
the Year 2035 of the People's Republic of China, the third
chapter is devoted to opportunities for accelerating
the progress of the current industrial system and to con-
solidating and strengthening the foundations of the real
economy?. The Outline of the 15th Five-Year Plan (2026~
2030) for National Economic and Social Development of

2The 14th Five-Year Plan for National Economic and Social
Development and Long-Range Objectives Through the Year 2035
of the People's Republic of China (2021). https://www.gov.cn/xin-
wen/2021-03/13/content_5592681.htm. (in Chinese)
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the PRC presented in March 2026 places its principal em-
phasis on attaining global technological leadership based
on qualitatively new productive forces, the refinement of
the macroeconomic governance system, and a market-
oriented mechanism of resource allocation’.

China’s industrial policy is among the most large-scale,
consistent, and effective government strategies in the mod-
ern global economy. Its distinctive feature lies in its unique
combination of strict state planning with market mecha-
nisms, which sets China apart from both classical Western
economies and the former planned economies of the USSR.
Thus, it is primarily characterized by the dominant role of
the state in determining development priorities.

In contrast to the Western model, where the state
merely creates the “rules of the game” (antitrust regula-
tions, subsidies), in China the state acts as the main in-
vestor, customer, and regulator of industrial production.
This allows the country to mobilize all the resources of
the government and the financial sector while simultane-
ously encouraging competition among private compa-
nies. The state exercises tight control over the key factors
of production: land, the financial sector (banks are state-
owned), energy, and infrastructure.

Industrial development in China has been an object
of state governance since 1949. Depending on the objec-
tives pursued, there are several stages of industrial devel-
opment evolution [Glazyev, Dementyev, 2009]. However,
based on the managerial specificity of industrial develop-
ment in China, we believe it is appropriate to substantiate
the following principal stages.

The first stage (1949-1992) can be characterized as
immediate management of enterprises. During this period,
numerous ministries were set up in various industrial sec-
tors — metallurgy, mechanical engineering, textiles, etc.
Each ministry directly managed each enterprise under its
jurisdiction through a rigid vertical hierarchy: it allocated
resources and raw materials, set production plans, and
appointed managers. This mode of management, how-
ever, was far from optimal. Consequently, from the late
1970s, the country began examining foreign manage-
ment practices, primarily those of Japan’s Ministry of In-
ternational Trade and Industry (MITI), whose performance
was regarded as highly effective.

The second stage (1993-2012) saw a transition to na-
tionwide directive management of industries rather than
of individual enterprises, while simultaneously advancing
market reforms. The former ministries were merged or
abolished. The state ceased to exercise direct control over
each factory and focused on formulating common “rules
of the game” for industry through the development of
industry-specific programmes, as well as fiscal, credit, and
other incentives. At the same time, it was the state that

' The Outline of the 15th Five-Year Plan (2026-2030) for Na-
tional Economic and Social Development of the People’s Repub-
lic of China. https://wb.beijing.gov.cn/home/index/wsjx/202603/
t20260316_4557635.html. (in Chinese)

selected “champions” - specific companies, technologies,
and industries — and channelled the bulk of its resources
into them, i.e., it pursued a selective industrial policy and
a corresponding industrial development strategy.

The period since 2013 can be described as management
of ecosystems, i.e., a system, in which the state not only di-
rects, but also actively engages with enterprises, business-
es, academia, industry associations, and regions (that pro-
pose various initiatives) employing an ever-broadening set
of tools and mechanisms to simultaneously ensure growth,
innovation, environmental sustainability, and safety. Ac-
cordingly, industrial management policy is becoming in-
creasingly functional and flexible: the state concentrates
on creating a favourable environment for all - developing
education, science, and infrastructure, fostering competi-
tion, addressing environmental issues, and leaving the
choice of specific technologies and business models to
the market. The current trend implies a shift from selecting
“champions” to creating overall optimal conditions for de-
velopment, although in practice selective instruments are
still widely used, particularly in priority high-tech sectors.
At the central level, industrial policy is divided between
two key bodies: the National Development and Reform
Commission and the Ministry of Industry and Information
Technology. At the local level, regional authorities adapt na-
tionwide programmes and often compete with each other
for investment. Between 2015 and 2020, a new paradigm
for industrial development in China began to take shape.

The year of 2020 marked a turning point in China’s in-
dustrial development trajectory. The intensification of the
US' hostile actions against China within the framework
of the “trade war”, which began in 2018, coupled with
COVID-19 restrictions (particularly stringent in the PRC)
posed new challenges for the country’s socio-economic
development, especially inindustry. It wasin 2020 that the
concepts of the new normal and the supply-side structur-
al reform were introduced, which underlay the optimiza-
tion of the economy structure?. In 2021, this policy was of-
ficially continued with the adoption of the 14th Five-Year
Plan (2021-2025).This plan served as a formal “transitional
bridge” from the era of quantitative accumulation in Chi-
nese industry — more enterprises, higher output, greater
exports — to the era of innovation-driven industrial de-
velopment (in terms of both technological adoption and
the innovation-oriented approach to industrial policy). It
enshrined the central concept of dual circulation, which
implies the domestic market and foreign economic activ-
ity develop simultaneously while maintaining a balance
between them, albeit oftentimes with product quality
and pricing varying in the domestic and foreign markets
and with state subsidies for exports; the essence of dual

2Zhang J., Dong J. (2026, January 18). From strategic pivot to
global engine: China's decade of supply-side reform and indus-
trial revolution. https://news.cgtn.com/news/2026-01-18/China-
s-decade-of-supply-side-reform-and-industrial-revolution-1K1
TBagiQ12/p.html.



circulation now entails both subsidies and support for do-
mestic demand. The 15th Five-Year Plan (2026-2030) ce-
mented the dominance of the new model'. The emphasis,
however, has shifted towards building a “modern indus-
trial system’, which is still based on manufacturing, but at
a fundamentally new technological level and considering
the “new productive forces” [Fusheng, Nan, Xiaolu, 2024]
that are the centrepiece of the current strategy for man-
aging industrial development. While China’s productive
forces were previously associated primarily with low-cost
labour and machinery, in the new interpretation they en-
compass science, advanced technology, and skilled hu-
man capital producing high-value, high-quality products
oriented towards both foreign and domestic markets and
requiring state support. Their development is linked with
a transition to growth driven by comprehensive automa-
tion (“dark factories” with hundreds of robots), artificial
intelligence, and advanced industries, such as quantum
computing, biomanufacturing, and aerospace.

Another core element of the new paradigm is the “dual
circulation” approach [Bairam et al., 2025]. In response to
global instability, China is restructuring its economic ar-
chitecture and seeking to make the domestic market the
primary driver of growth (self-reliance), while staying
open to the outside world for access to advanced technol-
ogies and resources. Technology transfer remains a crucial
factor in China’s industrial development and economic
competitiveness [Solovyova, 2020]. This practice gradu-
ally enables the expansion of domestic demand and can
potentially reduce dependence on external threats and
challenges, such as the United States'“trade wars” against
China and other countries, — a tendency that has become
particularly pronounced in recent years.

The new model for managing industrial development
also envisages reducing vulnerability to imported hydro-

' Advanced manufacturing becomes the defining pil-
lar of China's 15th Five-Year Plan. https://www.mysteel.net/
analysis/5106359-advanced-manufacturing-becomes-the-defin-
ing-pillar-of-chinas-15th-five-year-plan.
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carbons. China is placing a substantial bet on renewable
energy (solar and wind generation), energy efficiency,
and the creation of digital supply chains, where informa-
tion and data move faster than physical goods. Energy
security has long been the focal center of interest for Chi-
na in terms of both the industrial development and the
socio-economic process [Concha, Pichler, 2010]. However,
it is digitalization that is currently enabling the country
to stabilize its renewable energy capacity and increase its
generation [Xiaofeng, Ming, 2025; Kirillov, 2026].

Thus, the new paradigm of China’s industrial develop-
ment can be characterized by three interrelated manage-
ment concepts - new productive forces, dual circulation,
and energy and digital sovereignty - that fundamentally
alter the logic of the country’s industrial trajectory. Com-
parative characteristics of the old and new models based
on key parameters are presented in Table 1.

It is arguable that China’s industrial evolution is pro-
ceeding in the context of the gradually strengthening
functional (market-oriented) approach and a diminishing
significance of selective policy (Table 2), which is more
consistent with contemporary global trends and the
stage of the PRC's socio-economic development.

These approaches have a decisive influence on the for-
mation of China’s industrial model. We estimate that this
practice will persist going forward due to the need to sup-
port specific industries (and producers), on the one hand,
and to the growing importance of enhancing the coun-
try’'s industrial competitiveness, on the other. Selective
policy represents a legacy of the Japanese development
model, which China actively adopted in the second half
of the 1970s and 1980s. Functional policy began to gain
prominence after 2013, particularly in the context of the
transition to “productive forces of a new quality”.

The governance of high-tech industries is one of the
main concerns when implementing the new paradigm
of industrial development. The state employs a regula-
tory mechanism comprising a set of elements such as

Table 1 - Comparison of the traditional and new paradigms of industrial development in the PRC
Tabnuya 1 - CpasHuMenbHble Xapakmepucmuku mpaduyuoHHOU U Ho8oU hapaduam UHOycmpuansHo2o pazsumus e KHP

Characteristics Traditional paradigm (until 2020)

New paradigm (2021 - present)

Extensive GDP growth, increasing

Key purpose
ypurp volumes

High-quality development, innovation, efficiency

Drivers of growth -
9 in infrastructure, exports

Cheap labour, large-scale investments

Science and technology (R&D), new productive forces,
domestic consumption

“The world’s factory” (assembly, low-

Industry end processing)

Modern industrial system: leadership in new energy vehicle
(NEV*), robotics, microelectronics, and aircraft manufacturing

Position towards traditional

industries Displacing inefficient production

Modernization through automation and green technologies,
maintaining the basics

Energy industry Dependence on coal/oil imports

Energy sovereignty: dominance in green energy (solar and
wind energy, electric vehicles)

Integration into Western-led global

Global interaction .
supply chains

Establishing alternative chains (South-South), export of
technologies and standards, digital yuan

Note: * NEV (New Energy Vehicles) is a general term for vehicles powered by alternative energy sources.
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Table 2 - Selective and functional approaches to managing industrial development in the PRC
Tabnuya 2 - CenekmuagHbIl U )yHKYUOHAIbHBIU NOOX00bI K ynpasieHuro UHOycmpuassHeim pazsumuem 8 KHP

Characteristics Selective approach

Functional approach

Role of the state

The state plays the leading role and picks the winners

The role of the state is supplementary, while it is the mar-
ket that plays the key part

Target Specific industries, firms, and technologies

All enterprises regardless of industry

Key instruments cated for particular projects

Subsidies, preferential loans, tax incentives, land allo-

Infrastructure, education, R&D, standards, protection of
competition

Objective Accelerated development of priority industries

Favourable environment for all

Applied to High-technology and strategic industries

Traditional industries (baseline support)

Source: compiled by the authors based on [Taoxiong, Wenwen, Yadi, 2023].

state industrial funds, direct subsidies and tax incentives
(i.e., a fiscal approach), preferential access to resources,
targeted selection of enterprises to support, and strate-
gic planning. In each specific case, these elements are ap-
plied systemically and in conjunction with one another;
they evolve, and new elements are introduced into the
mechanism of industrial management.

For example, effectively since the mid-1990s and offi-
cially since 2005, the PRC has established state-owned in-
dustrialfunds (at the national and regional levels) that invest
state capital in strategic industries. The best-known exam-
ple is the National Integrated Circuit Industry Investment
Fund (NICIIF), which recorded a 125% return on investment
within five years (2014-2019); the number of such funds
reached 1,800 in 2020". In March 2025, the State-Owned
Venture Capital Fund was established, focusing on a long-
term investment strategy for innovation projects.

For some manufacturing industries deemed particu-
larly important from the government’s perspective, e.g.,
electric vehicle manufacturers such as GAC Aion, BYD,
Great Wall Motor, and SAIC Motor, direct subsidies to buy-
ers and tax incentives are currently in effect, which pro-
vides these companies with a certain “window of oppor-
tunity” (Table 3).

At the early stages of the industry’s development, this
allowed creating a broad domestic market and later enter
the global arena in order to not only export competitive
products, but also establish production, dealer networks
and reliable supply chains, especially in the context of
growing tariff and non-tariff restrictions on Chinese prod-
ucts in the EU and the US.

1 Steering Technology for Growth: Innovative Institutional Mod-

els. (2025). https://istanbulinnovationdays.org/steering-technolo-
gy-for-growth-innovative-institutional-models/#content.

In 2020, as part of General Motors’ withdrawal from
Thailand, Great Wall Motor attracted government support
to acquire the US automaker’s plant in Thailand. Compa-
nies such as BYD, GAC Aion, Great Wall Motor, Hezhong’s
Nezha Motors, and Chery have opened or are construct-
ing factories in Thailand and are establishing dealership
networks in various countries, including Russia. Electric
vehicle manufacturers in China enjoy direct subsidies and
tax breaks as part of budget support. The state also sub-
sidizes buyers by providing tax incentives to create the
largest possible domestic market.

It is worth noting that the new development model
does not entail abandoning industry as such. China warns
against the hasty closure of traditional manufacturing fa-
cilities. The textile, metallurgy, and chemical industries
are also undergoing profound modernization. As noted
in guiding policy documents, abandoning traditional sec-
tors may lead to “industrial gaps”; therefore, old and new
industries should coexist and integrate.

Owing to China’s industrial development manage-
ment policy, the industrial system and production
chain have become more consolidated, the real econ-
omy has grown, strategic industries have continued to
develop, the digital economy is deeply integrated with
advanced manufacturing and the service sector, and
the competitive advantages of China’s manufacturing
industry keep on growing. The share of manufactur-
ing value added in the country’s GDP has increased to
27.8%, while its share of global output has stabilized at
approximately 30%?.

2How China’s industrial clusters foster growth, competition and
sustainability.  https://www.weforum.org/stories/2026/03/china-
industrial-clusters/.

Table 3 - Main tools for managing industrial development in the PRC
Tabnuya 3 - OcHogHble UHCMPYMeHMbl ynpas/ieHus paseumuem npomsluwineHHocmu 8 KHP

Industries Management approach Key management tools Possible risks
. . Industrial funds, subsidies, and priorit L . .
High-tech Selective P y Overheating; inefficient selection
access to land and loans
Traditional Functional Infrastructure; environmental standards Underinvestment; closures

Transitional (NEV, green) Mixed industrial policy

(evolving)

Selective approach at the initial stage,
functional approach (at the mature stage)

Dependence on subsidies




DISCUSSION

The emergence of the new industrialization paradigm
in China causes the shift in the model of national socio-eco-
nomic growth, in which the current slowdown in the PRC’s
economic growth rates is being offset by an increase in pro-
duction and export of high-technology products with a si-
multaneous rise in China’s share in these markets.

China’s percentage of world GDP (at constant 2020
prices) was 2.3% in 1995,9.2%in 2010, 12.4%in 2013, and
16.8% in 2024. The country’s share of world exports of ma-
chinery and vehicles grew from 1.6% in 1995 to 15.2% in
2010, 17.2% in 2013, and 20.5% in 2024".

According to UNCTAD, in 2025 more than half of Chi-
na's exports were high-tech goods (Table 4).

According to the National Bureau of Statistics, in 2025
China witnessed the first-ever increase in its GDP to over
140 trillion yuan (about 20.2 trillion US dollars), growing
by 5%?2. At the same time, R&D expenditure in the country
reached 2.8% of GDP in 2025, for the first time surpass-
ing the average level of OECD countries?. In the first two
months of 2026, investments in high-tech industries in-
creased by 5.1%, while investments in the aerospace
industry and equipment manufacturing grew by 20.2%,
which displays the country’s industry priorities®. It is
also noteworthy that, based on the results of 2025, Chi-
na ranked 10th in the Global Innovation Index and was
home to 26 of the world’s 100 largest innovation clusters —
the highest position on the globe for three years in a row.

In 2025, the PRC recorded notable advances in its sem-
iconductor industry. Production profitability increased

! Calculated using data from UNCTADstat Data Center. https://
unctadstat.unctad.org/datacentre/.

2 National economy got off to a robust and promising start in
the first two months. https://www.stats.gov.cn/english/PressRe-
lease/202603/t20260316_1962783.html.

3 Li J. (2026, March 30). Nation opts for innovation-led indus-
trial upgrade. https://www.chinadaily.com.cn/a/202603/30/WS69
c9bb3ca310d6866eb40823.html.

4National economy got off to a robust and promising start in
the first two months. https://www.stats.gov.cn/english/PressRe-
lease/202603/t20260316_1962783.html.
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owing to multi-patterning technologies and new engi-
neering solutions. The design and industrial-scale intro-
duction of domestically produced materials reduced the
dependence on Japanese imports, thereby eliminating a
key bottleneck in the production of certain chips. Contra-
ry to gloomy forecasts about after-effects of the US sanc-
tions, the achievements of China’s semiconductor indus-
try®> have secured critically important gains for the nation
in the global economy.

Pharmaceutical and biotechnology industries in China
not only produce generic drugs, but also export some of
its own innovations. In 2025, the volume of out-licens-
ing deals for Chinese innovative drugs abroad reached
135.7 billion US dollars, while in 2024 this volume was
only 51.9 billion. This trend is expected to persist in 2026,
as in just the first two months of the year, this figure had
already reached 53.3 billion US dollars. The share of Chi-
nese innovative drugs in the global development pipe-
line has reached 30%, ranking second highest worldwide
after the United States®.

The new paradigm of industrial development man-
agement is also implemented through regional decen-
tralization of innovation, in which each region has its own

“technological niche"”:

» the Greater Bay Area (Guangdong - Hong Kong — Ma-
cao) is a hub for production of drones (90% of national out-
put) and industrial robots (40%) and functions as a “test-
bed” for bringing prototypes to market;

» Yangtze Delta: Shanghai focuses on “brain-computer”
interfaces and 6G; Anhui - on quantum computing and nu-
clear fusion; Jiangsu — on electric vehicles and solar panels;

+ in the provinces of Inner Mongolia and Guizhou,

5> China’s core makes a new breakthrough and breaks out of the
blockade. https://hao.cnyes.com/post/236714. (in Chinese)

6 Li J. (2026, March 30). Nation opts for innovation-led in-
dustrial upgrade. https://www.chinadaily.com.cn/a/202603/30/
WS69c9bb3ca310d6866eb40823.html.

7 The Outline of the 15th Five-Year Plan (2026-2030) for Na-
tional Economic and Social Development of the People’s Repub-
lic of China. https://wb.beijing.gov.cn/home/index/wsjx/202603/
120260316_4557635.html. (in Chinese)

Table 4 - The PRC’s top-10 exports in 2024
Tabnuya 4 - Ton-10 skcnopmHeix mogapos KHP g 2024 2.

Product categories Export value, billion US dollars | Share of total exports, %
1. Electrical machines and equipment 928.0 26.0
2. Equipment (including computers) 568.3 15.9
3. Cars 216.1 6.0
4. Plastics and plastic products 141.3 4.0
5. Furniture, bedding, lighting fixtures, prefabricated furniture items 126.4 35
6. Iron and steel products 100.1 2.8
7. Clothing and accessories 854 24
8. Organic chemical products 82.6 23
9.Toys and games 825 23
10. Optical, technical and medical devices 725 2.0

Source: compiled by the authors using data from UNCTAD. https://unctadstat.unctad.org/datacentre/dataviewer/US.TradeMerchTotal.
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under the “Eastern Data, Western Computing” initiative,
the country’s largest data processing centers were estab-
lished, leveraging low-cost green energy.

At the same time, a number of issues remain unre-
solved, when implementing the new paradigm. Specifi-
cally, the emerging industrial trends have not yet offset
the decline in traditional industries, suggesting a persis-
tent structural imbalance, not only in industry but also in
the entire national economy. For example, the weakness
of the real estate market reduces GDP growth by 1.2 per-
centage points annually, and even the contribution of
digital technologies estimated at 2.6 percentage points is
insufficient to achieve the target growth rates’.

In 2025, despite ambitious plans, China faced a sus-
tained decline in domestic demand. According to a Reu-
ters survey?, the Manufacturing Purchasing Managers’
Index (PMI) remained below the 50-point threshold, indi-
cating a contraction in manufacturing activity. The reason
lies in the fact that the “dual circulation” model, which re-
lies on the domestic market, presupposes the availability
of solvent demand. An increase in the share of consump-
tion without a recovery in investment may undermine job
creation and income growth.

Another problem relates to excess capacity and “invo-
lution” (internal competition). A striking example of this is
the chemical industry, where over a three-year period the
product price index fell by 36%, and manufacturers’ prof-
its declined by 5.4% in 20253, In the same year, China’s
leadership introduced an “anti-involution drive’, calling
on companies to voluntarily reduce output and refrain
from new capacity construction. However, according to
analysts*, “few are willing to voluntarily cut production
and cede market share to competitors”. This approach is
particularly difficult to implement in industries with thou-
sands of small and medium-sized enterprises.

There are also persisting social problems, since auto-
mation and enhanced production efficiency can lead to
job cuts. This creates a tension between the imperative
to increase productivity and the need to maintain social
stability.

Weak domestic demand is also forcing Chinese manu-
facturers to seek opportunities to enter overseas markets,
thereby making the country even more dependent on

' Chinas ai and robotics push isn't enough to kickstart its econ-
omy leaving growth more exposed to trade risks. https://www.
hellenicshippingnews.com/chinas-ai-and-robotics-push-isnt-
enough-to-kickstart-its-economy-leaving-growth-more-exposed-
to-trade-risks/.

2 Ermolenko G. China’s manufacturing activity has been con-
tracting for the second month in a row, experts say. https://gmk.
center/news/proizvodstvennaya-aktivnost-kitaya-sokrashhaetsya-
vtoroj-mesyac-podryad-eksperty/?category=industry-ru. (in Russ.)

3 Hepeng J. China’'s chemical makers face headwinds despite
push to cut capacity. https://cen.acs.org/business/Chinas-chemi-
cal-makers-face-headwinds/104/web/2026/01.

4China will restrict capacity expansion in copper, alumina, and
steel production for five years. https://nfksber.ru/analytics/finan-
cial-news/kitay-pyat-let-budet-ogranichivat-rasshirenie-moshch-
nostey-po-dobyche-medi-glinozema-i-stali/. (in Russ.)

them. At the same time, the new paradigm of China’s in-
dustrial development requires the integration of techno-
logical exports with diplomatic efforts to minimize pro-
tectionist backlash.

Thus, China’s new paradigm confronts a classic prob-
lem of the transitional period: ambitions outpace ca-
pabilities, while successes in certain sectors exacerbate
imbalances in others, requiring China to keep on seeking
effective solutions. The core challenge can be formulated
as follows: will China be able to simultaneously sustain a
high-technology breakthrough, modernize its traditional
industries, maintain social stability (including employ-
ment levels), and shift its economy from an export-orient-
ed model to one driven by domestic demand? This is a
complex task that, if resolved successfully, will determine
both the future of China and the overall trajectory of the
global economy. Such experience is of considerable value
for the industrial development of the Russian Federation,
as well as for deepening cooperation between the RF and
the PRC, particularly in the advancement of their respec-
tive manufacturing sectors.

As China develops high-tech manufacturing and ex-
ports, both qualitatively and quantitatively, the Russian
economy is expected to gain some advantages:

« orders for high-tech work. For instance, four power
units at the Tianwan Nuclear Power Plant have already
been built with Russian participation;

« opportunities to jointly develop cutting-edge tech-
nologies with China. As of August 2025, Russia and China
were cooperating on the development of a wide-body
long-range passenger aircraft and a civil heavy-lift heli-
copter®. The countries cooperate in the fields of space ex-
ploration and satellite navigation’;

+ a chance to attract Chinese investments in Russia’s
manufacturing sector with subsequent localization of
production. For example, since 2019 a Chinese company
has been manufacturing Haval vehicles in Tula oblast,
while auto component production is being organized
in the region®,

CONCLUSION

Thus, under the new model of industrial develop-
ment, the economic growth of the PRC is largely driven
by increases in total factor productivity and advance-
ments in technological sophistication. The new para-

5TASS. (2025, August 5). Russia and China discussed coopera-
tion in the nuclear industry. https://tass.ru/ekonomika/24712225.
(in Russ.)

6 Prime. (2025, August 19). Russia and China are working on a
long-range aircraft, Alikhanov said. https://1prime.ru/20250819/
alikhanov-860928434.html. (in Russ.)

7 RIA New. (2025, October 31). The government spoke about
Russia and China’s cooperation in space. https://ria.ru/20251031/
rossija-2052026897.html. (in Russ.)

8 Shulepova E. (2025, November 6). A Chinese concern is deep-
ening localization in the Tula region. Rossiyskaya Gazeta — Econo-
my of Central Russia, no. 251(9790). https://rg.ru/2025/11/06/reg-
cfo/haval-dobavit-komponentov.html. (in Russ.)



digm envisages the modernization of the industrial
base through stable production, efficient technologies,
and support for transformation, while simultaneously
enhancing resilience to external shocks. It constitutes
a strategic response to intensifying global competition
and offers the world economy, particularly countries of
the Global South, an alternative pathway to moderniza-
tion grounded in genuine productive capacity and tech-
nological sovereignty. Furthermore, the new approach
aims to ensure more balanced regional development, in-
cluding the growth of supporting industries, the innova-
tive reform of state-owned enterprises, and the gradual
expansion of domestic demand. It is essential to high-
light the system character of this model, which preserves
the foundational role of the state, along with the cyclical-
ity and continuity of the planning process.

Public and Municipal Administration

Thanks to its proactive industrial policy, China has not
only increased the share of the high-technology sector
in its GDP, but also created a self-reproducing innovation
ecosystem. While China was previously associated pri-
marily with assembly operations or the “world’s factory’, it
is now, according to data from the Ministry of Commerce
of the PRC, transforming into a “global testing ground
and profit center for innovation”. The effects of the new
paradigm are impressive; however, it encounters the
challenge representing the flip side of success, namely
the faster China modernizes, the more acute its structural
imbalances become. The practice of managing indus-
trial development in the PRC, including the mitigation of
imbalances arising during its implementation, can be of
high value for both Russian policy and the Sino-Russian
industrial cooperation.m
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Abstract. The deepening trade between Russia and China create opportunities for Russian dessert brands. However, their pres-
ence remains largely confined to border regions, hindered by insufficient adaptation to Chinese consumers’sociocultural charac-
teristics. The study develops practical recommendations on forming an adaptation strategy for Russian dessert brands to the Chi-
nese market. Methodologically, the research relies on a combination of consumer culture theory and the sociocultural approach.
The study employs a mixed-method design, including narrative analysis, a consumer survey and expert interviews. The empirical

evidence is sourced from three data collection waves: pilot survey (2023, n = 60), a verification survey (January 2025, n=100), and

a follow-up survey (April 2026, n = 200). The 2025-2026 sample totaled 300 respondents from large and medium-sized cities in

China. The findings reveal the most recognizable Russian dessert brands and establish their core advantages and disadvantages

from the perspective of Chinese consumers. Perceptions of foreign brands in China are shaped not only by product characteristics,
but also by cultural codes, symbolic meanings, and digital trust. To successfully enter the Chinese market, exporters are advised

to pursue a glocalization strategy, which includes adapting dessert products in six areas: product composition, packaging, brand

image, communication, distribution channels, and consumer segmentation. A mere presence on Chinese social media does not

guarantee effective product promotion and customer acquisition; to achieve this, Russian manufacturers must tailor their digital

strategy to each platform individually. The research results contribute to the understanding of the adaptation mechanisms of
foreign brands to the Chinese market and are of practical significance for exporters in formulating branding, packaging and sales

strategies.
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AHHoTauusa. Ha ¢poHe pa3BrBalOLLMXCA TOPrOBO-IKOHOMMYECKNX OTHOLLEHWIA Mexay Poccueln n Kutaem poccuiickue pecept-
Hble 6peHAbl MONYYaloT HOBble BO3MOMHOCTYU ANA BbIXOAA Ha KUTANCKUIA pbiHOK. OfHAKO MX NPUCYTCTBUE OFpaHWuYeHo npeu-
MYLLECTBEHHO NMPUrPaHNYHbIMI PErMOHaMK, a NPOABUMXKEHNE CAEPXKMBAETCA HeJOCTaTOYHON ajanTaumen K COLMOKYNbTYPHbIM
0COBEHHOCTAM KUTaNCKMX noTpebuteneir. CTaTbsl NOCBsALLEHa pa3paboTKke NpaKTUYeCKNX pekoMeHaauunii no GopmMmpoBaHmio
CTpaTerMm aganTauuy poCCUMCKNX AeCepTHbIX OPEHAOoB K cneunduke KUTaNCKoro pbiHka. Metofonoruyeckoi 6ason nccnepo-
BaHMWA NOCNYXWNN TEOPUA NOTPEBUTENBCKON KyNbTYpPbl 1 COLMOKYNLTYPHDBIN nogxod. Metofabl paboTbl BKOYaOT HApPaTUBHBIN
aHanus, rny6rHHOe UHTEPBbIO C BefyLMMMN SKCNepTamMm POCCUNCKNX KOHAMTEPCKMNX KomnaHui (KDV Group, «O6beanHeHHble
KOHOUTEPDI»), @ TaKKe OHNalH-ONpPOC KUTalCKnx notpebuteneit. MHopmaLMoHHyo 6a3y cocTaBUNM AaHHbIE TPEX BOSH aHKe-
TUPOBaHWA: NUNoTHON (n = 60, 2023 r.), npoBepouHoli (n = 100, AHBapb 2025 1.) 1 gononHuTenbHoM (n = 200, anpensb 2026 r.).
O6bepnHeHHas Bbibopka 2025-2026 rr. BkntoyaeT 300 peCnoHAEHTOB 13 KPYMHBIX U CpefHMX ropogos Knutas. B pesynbraTte uc-
CnefjoBaHMA BblAiBNEHbI Hanbonee y3HaBaeMble OpeHbl POCCUIACKON fecepTHON NPOAYKLIMY, a TaKKe YCTaHOBINEHbI UX OCHOBHbIE
NpenMMyLLeCTBa U HeJOCTaTKM C TOUKM 3PeHUsA KUTacKnx notpebutenein. BocnpuaTne nuHoctpaHHoro 6peHaa B Kntae dopmmpy-
€TCA He TONIbKO XapaKTepUCTMKaMU MPOAYKTa, HO W KyNbTYPHbIMW KOAaMU, CUMBONIMYECKMMM CMbICaMi U «undpoBbIM» AOBe-
pvem. [InA ycnewHoro BbIXxoAa Ha KATANCKWIA PbIHOK 3KCNopTepam pekoMeHAyeTcAa NPUAEPKNBaTbCA CTpaTernmn rnokanvsagum,
BKJItOYALOLLEl afjanTauuio AiecepTHOM NPOAYKLMI MO LWECTH HanpaBieHUAM: COCTaB NPOLYKTa, yNakoBKa, MU 6peHaa, KOMMY-
HMKaLmA, KaHanbl cObiTa 1 cermeHTauma notpebutenein. OLHO NMLWb NPUCYTCTBME B KUTAWCKMX COLMANbHBIX CETAX He rapaHTUpy-
€T POCCMICKM Npou3BoanTenam 3¢pGeKTMBHOro NPOABMXKEHUA NPOAYKTa 1 NMPUBNEUYEHNA KINEHTOB — AJ1A 3TOTO OHW [OMKHbI
KOpPEeKTNpOoBaTb CBOK LMPPOBYIO CTPATErMio B 3aBUCUMOCTI OT KOHKPETHOW nnatdopMmbl. PesynbtaTbl cCcnefoBaHUA BHOCAT
BK/1aZ B NOHVMaHVe MeXaHU3MOB afanTaLumy MHOCTPAHHbBIX GPEHA0B Ha KUTAiCKOM PbIHKE U UMEIOT MPAKTUYECKYI0 3HAYMMOCTb
AnA pa3paboTKn BpeHANHIOBbIX, YNaKOBOYHbIX 1 COLITOBbIX CTPATErMiA POCCUNCKUX SKCMOPTEPOB.
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INTRODUCTION

Due to the advancement of Sino-Russian relations within
the framework of the “Pivot to the East” policy in 2019,
the export of Russian goods to China exceeded imports
for the first time since 2006. Despite oil and fuel remain-
ing the main export goods, the export of food products is
also rapidly growing. The first-ever “Made in Russia” festi-
val was held in Shenyang (Liaoning Province) on the eve
of the Chinese New Year, from January 27 to February 4,
2024. It featured more than 1,500 Russian brands (sweets,
dairy products, seafood), cultural activities, workshops
on Gzhel and Khokhloma, performances by Russian artists,
etc. [Starodubtseva, 2020]. More than 200,000 US dollars
worth of goods were sold at the fair, boosting recognition
of Russian brands via the platforms Tmall and JD'. In 2025,
Shenyang hosted the second festival with support from
the Russian and Liaoning governments. Beijing held an
event in August, 2025 for Qixi Festival (Chinese Valen-
tine's Day), featuring 500+ products from 40+ companies
in 26 regions, tastings, performances, B2B negotiations,
and live streams by Chinese bloggers® The “Made in Rus-
sia” festival aims to promote Russian goods to consumers
and businesses in Northeast Asia. Due to these festivals,
Russian brands are gaining recognition and Chinese con-
sumers learn about new products. The festivals associate
Russia with high-quality products and cultural richness,
which increases Chinese consumer loyalty and makes
Russian brands competitive in this promising market.

The middle class in China is rapidly growing and in-
creasingly seeking to buy foreign goods, considering
them tastier, healthier and of higher quality. Competi-
tion among brands for the attention of Chinese consum-
ers is fierce and only those brands that successfully build
a strong image and tailor their offerings to the sociocultur-
al nuances of Chinese buyers can capture their attention
and gain access to such a lucrative market. This expand-
ing middle class estimated at over 400 million people
represents the primary driver of demand for premium
imported foods in China [Absalyamova, Gubaidullina,
Petrova, 2026]. This group is not guided solely by income
level, but by a specific consumption logic that combines

' More than $200,000 worth of Russian goods sold at
China's first 'Made in Russia' fair. https://en.sputniknews.afri-
€a/20240130/1064846306.html.

2Beijing to host "Made in Russia" festival and fair to facilitate ex-
port contracts. https://tvbrics.com/en/news/beijing-to-host-made-
in-russia-festival-and-fair-to-facilitate-export-contracts/.

rationality, health awareness, family orientation, and sym-
bolism. For middle-class consumers in China, imported
food products often function as markers of safety, quality
and modern lifestyle rather than as occasional indulgenc-
es only [Alekseeva, 2018]. In the dessert category, this
means that purchasing decisions are shaped not merely
by taste, but also by ingredient transparency, packaging
credibility, country-of-origin image, online reviews, and
the product’s suitability for gifting or family consump-
tion. Therefore, the adaptation of Russian dessert brands
should be assessed not only through the lens of youth
trends, but also through the expectations of middle-class
households and young professionals.

The study aims to develop practical adaptation strat-
egies for Russian dessert brands entering the Chinese
market on the basis of an analysis of Chinese consumers
sociocultural perceptions, with a particular focus on Gen-
eration Z and the urban middle class.

To achieve this purpose, the following research objec-
tives were formulated:

+ to analyse Chinese consumer perceptions of Rus-
sian dessert brands across the dimensions of taste, safety,
packaging, cultural authenticity, and status;

+ to determine the barriers to adaptation faced by Rus-
sian brands in the Chinese market;

« to formulate strategic recommendations for product,
packaging, branding, digital communication, and sales
channel adaptation tailored to specific brands and cat-
egories.

The scientific novelty of the work lies in the following
aspects. It combines consumer culture theory with a so-
ciocultural approach to explain the perception of Russian
food brands in China not only through product attributes,
but also through cultural codes, symbolic meanings, and
digitally mediated trust. Based on a survey conducted
in 2025-2026 with 300 respondents, our study introduces
a dual adaptation model (authenticity and local fit) and
identifies a cognitive dissonance in consumer perception.

From 2019 to 2021, China ranked second in the struc-
ture of Russian exports of chocolate and other prepared
food products containing cocoa. Russian exports of
chocolate and chocolate products peaked in 2020, when
the value of exports reached 127.02 million US dollars
[Boyko, Miroshnichenko, 2024, p. 239]. In 2025, Russian
confectionery imports to China fell by 46-47% (to 47.1 mil-
lion US dollars from approximately 87.0 million in 2024),
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reaching an eight-year low. Chocolate fell 2.4 times and
sugar confectionery by 25%. In terms of chocolate sup-
plies to China, Russia dropped from the 3rd to the 9th
place, while the top-3 was occupied by Italy, Switzer-
land, and Belgium. The main reasons for the decline were
competition from leading companies, China's increased
sanitary requirements, customs barriers and food safety
checks, rising costs, currency fluctuations, unstable pay-
ments, saturated demand, and Chinese consumers’ pref-
erence for local flavours'.

It is worth noting that China has entered a new era
of consumption, where Chinese citizens prioritize brands
over the products themselves. Generation Z (born be-
tween 1995 and 2009) has emerged as the most dynamic
and influential consumer segment in China, driving
branding trends across the entire marketing industry
[Wang Bin, 2023]. For Chinese Gen Z consumers, purchas-
ing cultural creative products is driven not by the prod-
uct or culture itself, but by the desire to express personal
identity and gain a sense of community belonging, with
the way culture is presented being more important than
the culture's mere existence [Wang, Yang, 2023, p. 778;
Zimo Shi, 2024].

THE SOCIOCULTURAL APPROACH AND CONSUMER CULTURE
THEORY IN BRAND PERCEPTION RESEARCH

The theoretical framework of this study is based on the so-
ciocultural approach, initially mentioned by Lev Vygotsky
[Vygotsky, 2001, p. 145] and further developed by Pitirim
Sorokin [Sorokin, 2006]. The sociocultural theory posits
that culture shapes social behaviour, while society pro-
vides a cohesive framework for understanding culture,
making cultural and social concepts interconnected and
mutually reinforcing. Sorokin was the first to highlight
the inseparability of these concepts, asserting that indi-
viduals are continuously shaped by sociocultural dynam-
ics. According to Sorokin, all significant categories are
influenced by sociocultural factors, as meanings emerge
from the human mind, which evolves solely within a so-
ciocultural context.

The sociocultural phenomenon is also evident
in the theories of Chinese sociologists, such as Fei Xiao-
tong's concept of “cultural consciousness” [Zhao, Fomina,
2024]. This notion emphasizes the deep connection be-
tween culture and society, asserting that society can-
not exist independently of cultural phenomena, as only
culture can bind people through shared, enduring val-
ues. Fei Xiaotong extends beyond Western sociocultural
thought by introducing the concept of “spirit” as a crucial
third element for understanding the human mind and so-
cietal dynamics [Veselova, Liu, 2018]. Sociocultural theory
is especially pertinent for studying Asian societies, where
cultural values are deeply ingrained and integral to social
dynamics.

TImports of sweets from Russia to China reached an eight-year
low. https://ria.ru/20260124/kitaj-2070045680.html. (in Russ.)

To enhance the sociocultural approach in the context
of this research, we will address consumer culture theory
proposed by Arnould and Thompson [Arnould, Thomp-
son, 2005]. This theory posits that a successful branding
strategy cannot be achieved without thoroughly under-
standing consumer insights, especially their sociocultural
characteristics. The theory defines sociocultural character-
istics as the cultural codes and sociohistorical influences
that shape consumer habits of specific groups with shared
social attributes. It is crucial to consider not only consumer
habits, but also trends in advertising and branding. This
approach aligns with contemporary postmodernist re-
search, emphasizing the role of consumers in shaping
brands, where the boundaries between consumption and
production are so blurred that the phenomenon of “pre-
sumption”emerges (where consumers actively participate
in creating or modifying goods and services) [Arnould
et al,, 2019]. Moreover, a broader context of the consumer
environment must be taken into account, as the sociocul-
tural approach has evolved from merely studying cultural
aspects and societal characteristics to a more comprehen-
sive analysis of how these concepts interact with and influ-
ence contemporary reality [Rokka, 2021].

The concept of a brand has a broad definition, en-
compassing various fields of study, from marketing to
philosophy. As marketers assert, “consumers buy brands,
not products” [Simdes, Dibb, 2001]. This reflects the idea
that brand perception is a crucial element of the consum-
er decision-making process. Scholars argue that the pri-
mary objective of any brand is to persuade consumers to
purchase “non-essential” products - items that, while not
necessary for survival, offer psychological or emotional
benefits. Therefore, brands become irrelevant without
a deep understanding of their target audience and must
craft promotion strategies that resonate with the emo-
tional needs of consumers and align with their sense of
self-identity [Simdes, Dibb, 2001].

Maurya and Mishra [2012] address the complexity of
brand as a scientific term and consider all possible vari-
ables in its definition. A brand represents a multifaceted
phenomenon, which, in some ways, functions as a qua-
si-image of a particular product, motivating a specific
group of consumers to purchase it based on the values,
associations, and emotions that the company or product
embodies. The researchers highlight several key aspects
of the concept of brand. Firstly, “brand as a value system”
suggests that the brand influences a consumer's purchas-
ing decisions not only through the product's tangible
benefits, but also through emotional, psychological, and
sometimes subconscious triggers or relevant values. Sec-
ondly, “brand as a relationship” implies that the brand en-
gages the consumer through the product itself, personal-
ized content and communication, both before and after
the purchase.

The sociocultural aspects of brand perception are
particularly relevant in the context of cross-cultural



marketing, especially when exporting goods to foreign
consumers. Foscht et al. [2008] argue that cultural dif-
ferences between a brand's country of origin and its tar-
get audience can be a crucial factor in achieving brand
loyalty in foreign markets. Their research provides com-
pelling evidence that consumer groups from different
cultures may perceive the same brand in varying ways.
Cayla and Arnould [2008] further highlight the signifi-
cant differences in brand perception between Western
and Asian mindsets, noting that distinct cultural tradi-
tions give rise to unique value systems, which are then
reflected in how brands are characterized and perceived
by consumers.

The specifics of brand perception in China. The broad-
er logic of Chinese consumption should be interpreted
as structurally ambivalent rather than purely hedonis-
tic or purely utilitarian. As Anosov [2022, pp. 564-565]
shows, contemporary Chinese consumer behaviour re-
flects the coexistence of two value systems: on the one
hand, Confucian ideas of modesty, thrift, and restraint,
and, on the other, more modern and partly Westernized
patterns that encourage symbolic, impulsive, and status-
oriented purchases. This contradiction is especially rel-
evant for imported food products. Consumers may seek
visible quality, brand prestige, and culturally meaningful
packaging, while simultaneously expecting rational pric-
ing, moderate consumption, and practical value. For this
reason, foreign dessert brands entering China should not
rely on novelty alone; they must fit a consumption logic
in which symbolic appeal is balanced by trust, restraint,
and perceived appropriateness.

It is important to note that these sociocultural values
are most prominently enacted by China’s urban middle
class, which is the key consumer cohort for imported con-
fectionery. Unlike lower-income groups focused on af-
fordability or high-net-worth individuals pursuing luxury
exclusivity, the middle class seeks what is often termed

“smart consumption”: products that balance perceived
quality, safety, cultural appeal, and reasonable price. Con-
sumers are prioritizing services and experiences, such
as travel, education, and dining out, over material goods,
driven by lifestyle mindsets rather than economic neces-
sity [Zipser et al., 2024]. The National Bureau of Statistics
of China identifies three main categories of consumer
expenditure: food products, tobacco and alcohol, and
housing. Spending on these needs considerably exceeds
expenditures on all the other categories among the eight
possible ones [Kozyreva, Zhu, Smirnov, 2025, p. 570]. Rus-
sian dessert brands, positioned as authentic, natural, and
moderately priced compared to Western European alter-
natives, align well with this emerging consumption ethos,
if effectively communicated through culturally resonant
narratives.

Chinese consumers are keen to preserve their Chinese
identity in the era of globalization, with their consumer
habits and brand perceptions still strongly shaped by cul-
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tural codes. Their preferences are increasingly inclined to-
wards local brands or foreign brands effectively adapted
to their sociocultural characteristics [Rao Shuguang, Jia
Xueni, 2022]. Many Chinese consumers rely on reference
groups, recommendations and word-of-mouth before
making purchasing decisions, and once a product is ac-
cepted by a relevant group, its diffusion can be rapid and
wide-ranging [Anosov, 2022, pp. 569-570]. This observa-
tion is highly relevant to the promotion of dessert brands
in contemporary China, where social proof is increasingly
mediated through digital platforms such as Xiaohongshu,
Douyin, and WeChat [Sun, Ly, 2023]. For Russian dessert
brands, this means that market adaptation must include
not only product reformulation and packaging redesign,
but also systematic work with reviews, KOL/KOC commu-
nities, and platform-based trust building [Zhu, Ratasuk,
2024]. Foreign brands must localize their marketing strat-
egies, while maintaining authenticity. This involves inte-
grating elements of traditional Chinese culture into brand
advertising, while also reflecting the cultural characteris-
tics of the country of origin. By blending local cultural ele-
ments with foreign influences, a brand acquires “cultural
significance”, a quality highly valued by Chinese consum-
ers, as it helps foster emotional connections with them
[Yang Xinyan, 2023].

When it comes to foreign brands in the Chinese mar-
ket, the issue of translation is also of great significance.
Wu lJingjing and Lin Shengdong [2023] observe that
the method of translating a brand name significantly in-
fluences its perception and should align with the intend-
ed brand message. If a foreign brand aims to emphasize
its origin, the most effective approach is to use translitera-
tion. Wu Yi and He Jiaxun [2023] argue that the percep-
tion of a foreign brand in China implies the presence of
a “global identity” among consumers who prefer foreign
products over local ones because they want to be part of
global culture.

MATERIALS AND METHODS

Two key data collection methods were employed: surveys
and expert interviews. The survey of Chinese consumers
was chosen as the primary method to obtain quantitative
data on the perception of Russian dessert products (Ap-
pendix 1). The empirical basis of the study includes three
stages of data collection:

1) a pilot survey conducted in 2023 (n = 60);

2) a verification survey conducted in January 2025
within a research project of Mates China (n = 100);

3) an additional survey wave conducted in April 2026
using the same questionnaire (n = 200).

The combined 2025-2026 dataset used for the pre-
sent stage of analysis, therefore, covers 300 responses
from Chinese participants. The use of an identical ques-
tionnaire across two waves ensured the comparability
of the data, while increasing the analytical reliability of
the findings through a larger number of observations.
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The survey was conducted online via Tencent Ques-
tionnaire, a professional Chinese online platform devel-
oped by Tencent for creating, distributing, and analysing
surveys.

In both survey waves, the respondent pool was pre-
dominantly composed of individuals from major and mid-
tier Chinese cities, including Beijing, Shanghai, Guang-
zhou, Shenzhen, Harbin, Chengdu, Hangzhou, Tianjin,
Nanjing, Xi'an, Fuzhou, Chongging, etc. Consequently,
the dataset largely reflects the sentiments of urban con-
sumers, precisely the target audience most relevant for
promoting imported dessert brands via e-commerce, so-
cial commerce, and modern retail channels. While the age
distribution is relatively broad, two distinct cohorts stand
out:

« young consumers (18-30 years old): this group is
digitally native and highly responsive to visual commu-
nication;

+ mature audience (30-45+ years old): for this demo-
graphic, priority is placed on quality, authenticity, safety,
and the rationality of the purchase.

The pilot stage is retained only as a preliminary explor-
atory reference. The main quantitative analysis is based
on the combined 2025-2026 dataset (n = 300), which sub-
stantially improves the reliability of descriptive estimates
and allows for limited inferential testing. Given the struc-
ture of the questionnaire, categorical variables were ana-
lysed using Pearson’s chi-square test of independence,
while mean differences between selected subgroups were
assessed using independent-samples t-tests, where ap-
propriate. These procedures were used not to claim full
national representativeness, but to distinguish stable re-
sponse patterns from random variation within the avail-
able sample. The revised quantitative analysis uses three
levels of interpretation. First, descriptive statistics were
calculated for all closed-ended questions. Second, for
key categorical variables, such as awareness of counter-
feit products, perceived importance of authenticity, re-
cent purchase behaviour, and willingness to recommend,
cross-tabulations were constructed by gender and broad
age cohorts. Third, Pearson’s chi-square test was applied to
selected contingency tables in order to test whether dif-
ferences between subgroups were statistically associated
rather than random. In addition, independent-samples
t-tests were used for comparing mean recommendation
scores across selected subgroups, where a numerical rec-
ommendation scale was available. This analytical strategy
strengthens the internal consistency of the findings, while
remaining appropriate for a non-probability online sample.

At the same time, the authors acknowledge that
the sample remains non-probabilistic and is weighted
towards urban respondents from eastern and higher-tier
cities. Therefore, the statistical tests are used here as in-
struments of internal robustness rather than as a basis
for strict population-level generalization. In this sense,
the results should be interpreted as analytically robust

within the surveyed dataset, while future research should
validate them on a larger stratified sample across city tiers,
age groups, and regional markets.

To gain a deeper understanding of how Russian des-
sert products are perceived in the Chinese market, in-
depth interviews (Appendix 2) were conducted with
several key experts, among whom the most useful were
interview with:

+ Andrey Naumovich, former director of KDV Group,
who has extensive experience managing one of Rus-
sia’s largest dessert production and export companies.
The company supplies Krokant, the Russian candy most
popular among Chinese consumers, to China. In China,
Krokant ships at a rate of 1.5 containers per day and is
available everywhere from Walmart to local stores. KDV
also exports a wide range of confectionery products, in-
cluding candies, wafers, cookies, caramel, marshmallows,
and crackers, but has no specific leaders;

« Nikita Sokolov, an expert on promotion, marketing
strategies and product adaptation for United Confection-
ers holding company in the Chinese market. The United
Confectioners holding company actively supplies Aly-
onka chocolate (produced by the Krasny Oktyabr factory)
and Babaevsky brand products to China. These brands are
in demand due to their taste and quality, with thousands
of tons sold annually through platforms like Tmall and
JD.com.The company is expanding its presence, planning
to localize production;

+ Anastasia Tarasevich, CEO of EPINDUO with a back-
ground in strategic management and promotion of Rus-
sian products in China.

Experts were selected through purposive sampling
based on three criteria: direct experience in promoting
Russian food or dessert products in China, managerial
responsibility for branding, sales or market entry, and at
least three years of professional involvement in the Chi-
nese market. At the same time, the expert pool is weight-
ed towards Russian market participants, which limits
the diversity of viewpoints. Future studies should include
more Chinese distributors, retail buyers, and consumer-
insight specialists. These interviews offered valuable per-
spectives on the current trends, challenges, and opportu-
nities for Russian dessert products in China.

RESULTS
The survey was aimed at identifying how Chinese con-
sumers familiar with Russian sweets perceive selected
Russian dessert brands and product categories in terms
of taste, packaging, trust, authenticity, and purchase in-
tention.

The combined 2025-2026 survey dataset (n = 300) con-
firms that Chinese consumers perceive Russian dessert
and food brands through a mixed but structurally con-
sistent set of associations. Across open-ended responses,
the dominant spontaneous associations were chocolate
and candies. In semantic terms, Russian products were



most often described as natural, substantial, traditional,
filling and authentic. At the same time, the dataset reveals
recurring negative descriptors, especially too sweet, too
heavy, high-calorie, old-fashioned and unclear in origin.
Thus, the empirical material supports the core argument
of the study: Russian dessert brands in China benefit from
an authenticity premium, yet this premium is constrained
by sensory mismatch and weak market communication.

The open-ended responses on verification prac-
tices show that consumers rely on a multi-layered trust
mechanism rather than a single proof point. The most
frequently mentioned verification methods were: check-
ing the country of origin on the package; scanning bar-
codes or QR codes; consulting the official brand website;
examining import labels and customs-related documen-
tation; purchasing from official flagship stores or author-
ized channels; and reading peer reviews on Xiaohongshu,
Douyin or other digital platforms. The prevalence of these
answers indicates that authenticity in the Chinese market
is digitally mediated and socially validated. In other words,
a Russian dessert brand is unlikely to be trusted if its au-
thenticity cannot be cross-checked online and confirmed
through visible platform presence.

One of the most stable findings concerns the issue
of counterfeit products. Clear majority of respondents
(71.3%) reported having heard about counterfeit Russian
goods on the Chinese market. Across both survey waves,
this suggests that awareness of counterfeit Russian goods
is not marginal, but mainstream among the Chinese con-
sumers surveyed. Most respondents evaluated authentic-
ity and actual Russian origin as either very important or
rather important. In substantive terms, this means that for
Chinese consumers the Russian origin claim is not merely
symbolic - it is a core component of perceived value and
purchase security (Fig. 1).

2.0 1.0

Very important
Rather important

54.7 Neutral

34.3 Not very important

B Notimportant at all

Fig. 1. Importance of authenticity and Russian origin
for the Chinese consumers, %

Puc. 1. 3HayeHUe aymeHmMuU4YHOCMU U pOCCUliCKO20
npoucxox0eHus moeapoe 0/ Kumatickux nompebumerned, %

Digital presence is perceived as an important trust sig-
nal. In both waves, the dominant response options were
“very important” (31.7%) and “rather important” (44.0%).
This pattern is especially relevant for imported brands,
since Chinese consumers do not separate communica-
tion from credibility: a brand without active social media
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accounts appears less transparent, less contemporary and
less verifiable. Therefore, in the Chinese market digital
communication performs not only a promotional but also
a legitimizing function. WeChat, Douyin and Xiachongshu
form the core triad of information search, while Weibo
plays a secondary, but still meaningful role (Fig. 2). WeChat
is associated with official brand communication and practi-
cal information, Douyin with short-form recommendation
content and live-stream commerce, and Xiaohongshu with
peer-generated reviews, authenticity comparison, and ex-
perience-based trust formation. This confirms that Russian
dessert brands entering China must build a platform-spe-
cific communication architecture instead of treating “social
media” as a single undifferentiated channel. The recogni-
tion of Russian food brands in China is selective: the mar-
ket is not supported by a strong, single country umbrella
brand, but by several recognizable products and brands,
primarily KDV/Krokant and Alyonka (Fig. 2).

WeChat 44.7
Douyin 73.7
Xiaohongshu 69.7
Weibo 32.0
Other 4.7
0 10 20 30 40 50 60 70 80 %

Fig. 2. Social media platforms used by respondents to search
for information about Russian dessert brands

Puc. 2. CoyuanbHele meduannamegopmel, ucnosb3yemoie
pecnoHOeHmMamu 0718 NoUcKa UHgopmayuu
0 poccutickux 0ecepmHbix 6peHOax

Inboth survey waves, a substantial share of respondents
reported having bought Russian food products recently
(57.0%), while the share of those planning to purchase
them in the near future remained high (71.3%). The recom-
mendation variable is especially important for evaluating
market potential: the proportion of respondents willing to
recommend Russian food products to relatives and friends
is clearly larger than the proportion of those unwilling to
do so. This suggests that despite the barriers identified
in taste adaptation, packaging, and authenticity concerns,
Russian products still retain positive social transmission
potential in the Chinese market (see Table).

Expert interview. The key associative representation
of Russian dessert products in China is related to their
high level of sweetness that needs to be adapted to local
preferences. Experts note that chocolate confectionery
cannot adjust its recipes to reduce sugar content; how-
ever, other dessert products, such as ice cream, marsh-
mallows or cookies can modify their recipes to better ap-
peal to Chinese consumers. For instance, the adaptation
of Alyonka chocolate demonstrated that chocolate prod-
ucts can use natural sweeteners instead of sugar or em-
phasize higher cocoa content relative to sugar. Chocolate
consumption culture differs significantly from traditional
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Respondents' answers to the questions about perception of Russian dessert brands
Omeemesl pecnoHOeHMo8 HAa 80NPOCHI 0 BOCNPUAMUU PocCUlickux decepmHblx 6peHO08

Questions

Main recurring themes

First impression of Russian food brands

Sweet, substantial, natural, authentic, rich taste, foreign/exotic, sometimes rough or heavy

Distinctive features

Natural ingredients, fewer additives, large portions, rich flavour, high sugar, traditional and
culturally marked products

Positive/negative comments

Positive: natural, tasty, substantial, authentic; negative: too sweet, too heavy, counterfeit
risk, pseudo-Russian stores, poor packaging adaptation

Brands recalled abrand

KDV/Krokant, Alyonka, Red October, Akkond, Babaevsky; many respondents failed to name

desserts familiar to Chinese people. Initially, chocolate
products in China were directly associated with cocoa
beans, leading to challenges for United Confectioners
in penetrating the Chinese market, as their products were
not readily perceived as “chocolate”: “The cocoa content
should be 99%" [Sokolov, personal communication, 2023].
Experts emphasize that natural ingredients should be part
of the branding strategy for “healthy” dessert products,
as chocolate items cannot claim to be wholesome due to
their high sugar content. Moreover, Chinese consumers
are highly concerned about healthy eating and scrutinize
product ingredients on packaging with great care.

Chinese consumers perceive the taste of Russian des-
serts as unusual and exotic. Experts explain that the food
culture in China is significantly different from that in Rus-
sia, making it challenging to promote Russian desserts
in China without establishing a strong brand. Cultural ele-
ments in branding are highly valued by Chinese consum-
ers, prompting some experts to recommend that Russian
dessert brands incorporate aspects of Russian national
culture. Cultural context is particularly fitting for Russian
dessert brands with a historical background, such as Red
October. Tarasevich [personal communication, 2023]
highlighted that the company EPINDUO received positive
feedback at its offline locations in China for integrating
Russian cultural elements, including “traditional Russian
costumes worn by salespeople, balalaikas, and matryosh-
kas at every corner”.

Regarding the target audience, experts concurred that
the northern regions of China are the most loyal consum-
ers of Russian dessert brands. This preference is attributed
not only to geographic proximity, but also to the belief
that sweet products provide additional energy in colder
climates. Additionally, experts identified the northwest
regions, such as Xinjiang and Inner Mongolia, as prom-
ising export markets due to their cultural characteristics
that are more aligned with Russian dessert products. For
instance, “In Xinjiang, many Turkic peoples have a tea cul-
ture that includes sweets similar to those found in Russia”
[Naumovich, personal communication, 2023].

The most contentious survey results concerning pack-
aging and portion sizes were identified by all the experts
as significant drawbacks due to a lack of adaptation
for the Chinese market. Experts observed that Chinese

consumers prefer smaller portions, as they typically con-
sume desserts in more modest amounts compared to
Russians. What might be eaten in a few minutes by a Rus-
sian could take a Chinese consumer a whole day or even
a week to finish. Therefore, smaller portion sizes are es-
sential for successful market entry. Additionally, packag-
ing needs to appear upscale. For example, the attractive-
ness of Alyonka chocolate improved after its packaging
was updated. “We started receiving many quality-related
inquiries... Ultimately, we changed the packaging to
something akin to Dove or Ritter Sport, with a plastic
cover, and everything improved” [Sokolov, personal
communication, 2023]. From an adaptation perspective,
Alyonka requires packaging modernization without los-
ing its heritage code, whereas Krokant requires differen-
tiation between mass-market snack packaging and more
high-end gift-friendly formats. For both brands, the most
promising approach is hybrid packaging: preserving vis-
ible Russian origin and cultural distinctiveness while im-
proving Chinese readability, anti-counterfeit functional-
ity, and format suitability. This means not full Sinicization,
but selective localization.

Packaging emerged in both the survey and expert in-
terviews as one of the most actionable adaptation vari-
ables. The problem, however, is not simply that Russian
packaging is“bad”in general; rather, different brands face
different packaging mismatches. In the case of Alyonka,
the strength of the brand lies in its iconic heritage im-
age and immediate recognizability as a Russian product.
Yet for part of the Chinese audience, especially younger
consumers, the design may appear overly Soviet, old-
fashioned, and insufficiently premium for gifting occa-
sions. In the case of Krokant/KDV, the bright and recog-
nizable design is commercially effective and highly visible
on shelves, but it also risks being perceived as low-end,
overly mass-market, and easy to imitate in counterfeit
channels. More broadly, respondents and experts repeat-
edly pointed to four packaging deficits: excessive visual
roughness, insufficient Chinese-language readability,
lack of clear authenticity cues, and formats that are too
large for Chinese snacking and gifting habits. Therefore,
the packaging issue is not reducible to style alone; it con-
cerns trust, readability, product positioning, and usage
occasion simultaneously.



DISCUSSION

Since the mid-2010s, Russian confectionery exports to
China have moved from a phase of rapid quantitative
expansion to a more competitive and structurally com-
plex stage. While chocolate, candies, ice cream, and other
sweet products continue to attract Chinese consumers,
market growth in 2025-2026 depends less on novelty
and more on the ability of brands to build trust, ensure
authenticity and adapt to local demand. The key con-
straints are no longer limited to logistics and basic mar-
ket entry: they now include rising production and raw
material costs, insufficient product adaptation in terms of
sweetness, portion size, and packaging, weak differentia-
tion in an increasingly crowded imported food segment
and the proliferation of counterfeit or pseudo-Russian
goods that undermine trust in country-of-origin claims.
At the same time, Chinese Generation Z remains one of
the most dynamic consumer groups, displaying strong
openness to new tastes, visual formats, and digital brand
narratives. However, getting access to this audience
now requires much more than simple online presence.
In the Chinese market of 2025-2026 e-commerce and so-
cial commerce have become not just sales channels, but
core instruments of brand verification, recommendation,
and community-building [Liu, Yu, Zhang, 2022]. Therefore,
Russian dessert brands must combine platform distribu-
tion with active communication on Xiaohongshu, Douyin,
WeChat, Tmall, and JD, as well as with clear authenticity
cues and localized consumer engagement.

It is noteworthy that environmental issues affecting
Chinese agriculture can provide an opportunity for Rus-
sia to export its dessert products, since Russian ingre-
dients might be perceived as superior in terms of qual-
ity and safety compared to local Chinese ones. The less
organic nature of local production could make Russian
ingredients attractive to Chinese consumers. Addition-
ally, Russian products are often priced significantly lower
than their European counterparts. However, it is crucial to
consider the prevalent issue of counterfeit foreign brands
in China, which could pose a substantial barrier for Rus-
sian companies entering the market and seeking to es-
tablish a strong presence. While Russian products have
some export potential in China, this does not guarantee
that Chinese consumers are ready to make regular pur-
chases [Khinkis, 2021].

In recent years, access to the Chinese market for
a number of Russian regions and product categories has
expanded, and Russian exporters have gained broader op-
portunities to enter Chinese digital marketplaces through
cross-border e-commerce, official flagship stores, plat-
form partnerships, and “Made in Russia” promotional in-
frastructure. As a result, the current challenge is no longer
just exclusion from Chinese platforms, but uneven digital
maturity across brands. Some exporters have already es-
tablished their presence on Tmall Global, JD, Douyin Shop
and related channels, while others still depend on im-
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port intermediaries and lack direct digital brand control.
The“Made in Russia”festivals increased short-term visibility
of Russian products and strengthened the salience of Rus-
sia as a country of origin in selected Chinese cities. How-
ever, expert evidence suggests that event-based exposure
alone does not create sustainable brand loyalty unless
supported by product adaptation, digital communication,
and stable retail presence. Russian brands remain relatively
weak in the Chinese market. Chinese consumers are more
brand-oriented compared to Europeans, and the taste
characteristics of a dessert do not directly influence their
purchase decisions. Chinese consumers tend to favour im-
ported products over local ones when choosing between
Western brands (including Russian brands) and domestic
options. This preference is primarily due to the belief that
local food companies do not prioritize ingredient safety
as much as imported brands that often emphasize their
natural origins and higher standards.

However, among all Russian dessert products im-
ported into China, only a few truly represent the coun-
try: Krokant, Belev Pastila, Russian Tiramisu and Alyonka
are the most famous Russian dessert products in China.
Alyonka chocolate presents a classic case of a heritage
brand navigating the complexities of a modern, interna-
tional market. Its position is built upon a foundation of
significant cultural equity, yet it faces distinct challenges
that require strategic adaptation. The core strength of
the Alyonka brand lies in its deep-rooted cultural iden-
tity. Itis not merely a confectionery product, but a symbol
of “traditional Russia’, carrying a high degree of cultural
recognition. This historical significance fosters a percep-
tion of authenticity, positioning Alyonka as a genuine
and “authentic Russian” experience for consumers. This
powerful brand equity creates a natural opportunity for
gift-positioning, where the chocolate is purchased not
just for consumption but as a cultural souvenir or a token
of Russian tradition.

The dessert consumption culture in China is relatively
new and lacks deep traditions. A good option would be
to consider the Chinese philosophy of “Wu Xing” when
developing a marketing strategy. According to this phi-
losophy, a sweet taste is believed to help a person fill
a certain “void” in their body and soul with new, invigor-
ating energy. This perspective on sweet products should
be reflected in advertising campaigns. Therefore, it can
be concluded that Russian dessert products are likely to
succeed only if their branding effectively integrates with
traditional Chinese culture and highlights the product's
benefits. Chinese consumers require substantial motiva-
tion and a clear understanding of what the dessert repre-
sents to make a purchase.

Currently, Russian brands do not adequately address
the sociocultural characteristics of Chinese consumers,
presenting a significant challenge for companies striving
to maintain high sales performance. The study revealed
that Chinese consumers rely more heavily on reviews and
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recommendations from other consumers compared to
their European counterparts. This tendency stems from
the collectivist nature of Chinese society, which places
greater trust in unofficial recommendations and con-
sumer opinions, coupled with a preference for online
shopping. Chinese consumers also place considerable
importance on packaging style and design, though this
aesthetic value is somewhat secondary to taste and qual-
ity, which together are the top three priorities in the food
sector. Most Chinese consumers prefer purchasing choco-
late bars, particularly from established brands such as Red
October. Additionally, Chinese consumers have greater
trust in brands with a long history and traditional reci-
pes, viewing them as “tried and tested". This preference
underscores the Chinese emphasis on historical legacy
and a conservative outlook. Therefore, a successful mar-
ket strategy for Russian brands in China should combine
cultural authenticity with local adaptation in flavour pro-
file, packaging, verification mechanisms, and social media
communication.

CONCLUSION

This study shows that the market prospects of Russian
dessert brands in China depend not on country-of-ori-
gin effects alone, but on the ability to combine cultural
authenticity with market-specific adaptation. Chinese
consumers tend to associate Russian desserts with
naturalness, safety, and distinctive taste, which creates
a favourable entry point for branding. At the same time,
several barriers remain structurally important: excessive
sweetness, low readability of brand names, outdated or
insufficiently localized packaging, and weak digital brand
visibility.

The findings suggest that Russian dessert brands
should not pursue full localization, since excessive ad-
aptation may reduce their perceived foreign value. In-
stead, the most promising model is selective adaptation:
preserving Russian cultural authenticity while adjusting
sweetness levels, package size, visual presentation, Chi-
nese-language descriptors, and platform-specific com-
munication. This approach is especially relevant for two
key target groups: Generation Z, which is highly respon-
sive to visual novelty and social media discourse, and Chi-
na's urban middle class, whose purchasing decisions are
guided by safety, quality transparency, family orientation,
and rational premium consumption.

To succeed, brands must pivot from a purely export-
oriented mindset to a "glocal" strategy, that is, maintain-
ing Russian heritage while adapting to specific Chinese
consumption habits. Based on the analysis of the Chinese
market environment and consumer behaviour, the fol-
lowing strategic framework is proposed for Russian des-
sert brands.

1. Product strategy: reformulation and portioning.
To align with local palates and usage contexts, product de-
velopment must prioritize: significantly reduce sweetness

levels to match the evolving Chinese preference for less
sugary confectionery; focus on products with a superior
milk-to-cocoa balance and emphasize natural ingredients,
explicitly marketing the absence of artificial additives or
palm oil [Ding, 2021, p. 501]; move away from bulk for-
mats by introducing mini-portions and trial-size packs.

2. Packaging strategy: the hybrid approach. Packaging
serves as the primary communication tool on the shelf.
The strategy should focus on utilizing high-quality ma-
terials and smaller, gift-appropriate formats to elevate
the brand above the “cheap commodity” perception. In-
stead of abandoning Russian identity, producers should
balance it with highly readable Chinese descriptors.
The “foreign” look attracts attention, but legibility en-
sures purchase. Anti-counterfeit labels and scannable QR
codes guarantee authenticity and safety that are critical
decision-making factors for Chinese consumers. Con-
sumer behaviour in China is closely linked to prestige,
social evaluation, and the desire to avoid “losing face’,
which makes visible and socially legible consumption
especially important [Anosov, 2022, pp. 570-5711. In this
context, branded imported products may function not
only as utilitarian goods, but also as symbolic resources.
For dessert brands, this implies that packaging should
not merely protect the product, it must communicate re-
liability, quality, and gift-worthiness. A cheap-looking or
poorly localized package may, therefore, undermine both
aesthetic appeal and the product’s social value in the eyes
of middle-class consumers.

3. Branding strategy: authentic yet accessible. Branding
efforts must build an emotional bridge between the two
cultures: cultivate a brand image that combines Russian
authenticity (heritage, nature, craftsmanship) with Chi-
nese legibility. Leverage brand storytelling that highlights
history and cultural symbolism without touching on po-
litical themes.

4. Communication strategy: digital-first and social proof.
Marketing must occur where the consumer lives, i.e., on-
line. It is important to pay attention to such social plat-
form as Xiaohongshu (RED), Douyin and WeChat; activate
KOLs and KOCs to generate necessary social proof; frame
consumption around specific occasions, such as gifting,
winter/holiday moods, and family sharing.

5. Channel strategy: diversification and control. Brands
must evolve beyond simple cross-border trade and use
it only as an initial testing ground. The ultimate goal is
expansion into urban retail and major e-commerce plat-
forms. It is necessary to shift towards direct brand control
over distribution to protect brand equity, rather than rely-
ing solely on passive importers.

6. Segmentation strategy: targeted approaches. Distinct
strategies should be applied to key consumer groups:
Generation Z - target with novelty, high visual appeal,
social media challenges, and trial formats; the middle
class - target with assurances of safety, family-friendly
utility, trusted quality and giftability. m
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Appendix 1 - Consumer survey questionnaire
MpunoxeHue 1 — OnpocHUK nompebumernel pocculickux decepmHuix bpeH008

The survey was conducted in the Chinese language online via Tencent Questionnaire (#1fli5)%), a professional
Chinese online platform developed by Tencent for creating, distributing, and analysing surveys.
1. How old are you?
2. What is your gender?
3. Which city do you live in?
4. When you think of Russian products, what comes to mind?
5. What was your first impression of Russian food brands?
6. What distinctive features do you think Russian food brands have?
7. Have you heard any positive or negative comments about Russian food brands? (Please write the comments you
have heard in the space provided; excluding price and quality.)
8. Have you heard that there are counterfeit Russian products on the Chinese market?
9. Is it important to you that the Russian product you buy is authentic and actually produced in Russia?
10. How do you usually verify whether a product is authentic?
11. s it important to you that a Russian brand you are interested in has and actively manages social media ac-
counts?
12. On which social media platforms would you look for information about Russian brands?
» WeChat
« Weibo
+ Douyin
« Xiaohongshu
« Other:
13. When you think of Russian food brands, which brand(s) come to mind?
14. Have you bought Russian food products recently?
15. Are you planning to buy Russian food products in the near future?
16. Would you recommend Russian food products to your relatives or friends?

Appendix 2 - Semi-structured expert interview guide
Mpunoxerue 2 — CoOepxaHue NosIyCmpykmypupo8aHH020 3KCNepMHO020 UHMepPEbio

Interviews with leading Russian experts and practitioners on promoting Russian dessert brands in China were con-
ducted in the Russian language.

1. In your opinion, how familiar are Chinese consumers with Russian dessert products?

2. In which regions of China are Russian dessert products most widespread?

3. In which regions of China, apart from Heilongjiang Province, do you think Russian dessert products have poten-
tial for promotion?

4. How satisfied are consumers with Russian dessert brands, and what do you think are the challenges of promot-
ing Russian desserts in China?

5. In your opinion, has the demand for Russian dessert products increased over the past 6-7 years?

6. According to the survey results, most Chinese consumers are unfamiliar with Russian culture and still consider
low prices and good quality to be the main advantages of Russian desserts. The main disadvantages of Russian dessert
products are their inaccessibility and the lack of awareness among Chinese consumers. What do you think Russian des-
sert brands should do to increase their recognition, and what should they focus on in their branding?

7. Does your brand employ a specific branding strategy for the Chinese market?

8. The vast majority of respondents note that Russian desserts are too sweet, and some also say they are high in fat
and calories. Does your brand adjust the sugar content for the Chinese market, or perhaps use language like “lower
sugar” on packaging?

9. Respondents still note that they trust Russian producers when choosing ingredients and consider them high-
quality and natural. Do you emphasize the quality of ingredients when promoting Russian desserts in China?

10. Some respondents also comment on the unattractive packaging. Has your brand encountered such comments?
What do you think is the problem with Russian packaging?

11. The main advantage of Russian desserts, besides low price and good quality, noted by the Chinese is the large
portion size. Do you emphasize the large portion size when promoting Russian dessert products in China?
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12. According to the survey, 70% of respondents believe that Russian brands should remain unique and authentic,
reflecting Russian culture, while 30% highlight that the brands should incorporate elements of Chinese culture for
successful marketing. Do your brands emphasize their Russian origins and culture? If so, how, and is there a positive
response from Chinese consumers to elements of Russian culture?

13. Do you use any elements of Chinese culture to promote your products? If so, which ones, and is there a positive
response from Chinese consumers to these cultural elements?

14. Do you segment Chinese consumers for your brand? If so, into what segments do you divide them, and which
are the most loyal and which are the least?

15. What do you think are the most effective ways to promote Russian dessert brands to Chinese consumers?
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BiusiHue capa¢aHHOro MapKeTHHIa
Ha IOTPeOUTe/IbCKU BHIOOP KOCMETHYEeCKHUX TOBapoB
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AHHOTaumA. PacnpocTpaHeHWe coLmanbHbIX Meana TpaHCcGOpMUPOBano NoBeAeHVe NoTpebuTeneil 1 npespaTuio nybnuka-
LMK B COLMANbHbIX CETAX B OAMH U3 KITIOYEBbIX MHCTPYMEHTOB YrpaBfieHVA NOoKynaTeNbCckummn npeagnoyteHnamu. Llenb nccne-
[OBaHWA — Ha NpumMepe nnatpopmbl Instagram' U3yunTb BAMsAHME 3MEKTPOHHOTO capadaHHOro MapketuHra (eWOM) Ha pelue-
HUWe nonb3oBaTeneil 0 NPUOBPETEHUN KOCMETUYECKMX NPOAYKTOB. MeTogonoruyeckas ocHoBa paboTbl NpeAcTaBieHa Teopuen
notpebutenbckoro nosefeHnA. MeToabl UCCIE[OBaHNA — MOAENMPOBaHNE CTPYKTYPHBIMU YPaBHEHUAMM, NOATBEPKAAIOLLNIA
baKTOpHbI aHanM3. dMnupudeckas 6asa cGopMrpoBaHa Ha OCHOBE AaHHbIX OHJaH-onpoca 505 NokynaTenei KOCMeTUYECKNX
ToBapoB B Instagram. Pe3ynbTaThl aHan13a NoKasblBaloT, YTO BOCMPUHMMAEMAs HaAEXHOCTb N KaUeCTBO 3EKTPOHHBIX PeKOMeH-
JaLMii OKa3blBatOT CTAaTUCTUYECKU 3HAUMMOE BIIMSIHME Ha OTHOLEHMeE noTpebutenein K eWOM 1 Ha X HamepeHue NpuobpeTaTb
KOCMeTnuecKyto NpoayKLmio. JInyHas 3anHTepecoBaHHOCTb NOTpebuTeneil B NPoAyKTe BbIMOMHAET OnocpeayioLlyio (MeanaTop-
HYI0) PONib BO B3aMOCBSA3M MEXAY HaLEXHOCTBIO U KaUeCTBOM 3M1EKTPOHHBIX PEKOMEHAALMA U OTHOLWEHMEM K HUM. Taknm 06-
pa3oMm, YeM Bbllle MoTpebuTeNnbCKkan BOBMEUYEHHOCTb B NPOAYKT, TeM CUiibHEe HaAeXHOCTb 1 KayectBo eWOM cnocobcTsytoT
bopMMPOBaHIMIO MONOXNTENBHOrO OTHOLLEHWSA K SNEKTPOHHbIM pekoMeHAaumMAM. BbiBoabl nccnefosaHna moryT 6biTb NnosiesHbl
puTeiinepam KOCMeTNYeCKON NPOAYKLMUM, CTPEMALLMXCA NOBbICUTL CBOKD KOHKYPEHTOCMOCOOHOCTb Ha pbIHKe 3a cueT bonee ry-
60KOro NMOHNMaHWA NOTPEOUTENBCKIX NPEAMNOYTEHMNI U MOKYNaTeNbCKAX HAMEPEHNA.

KnioueBble cioBa: 3f1eKTPOHHbBIN capadaHHblii MapkeTuHT (eWOM); coumanbHble Mefua; KOCMeTUYeCKne NPOoAYyKTbl; KOMMYHN-
KaLus; NoKynaTesbckoe HaMepeHue.
Nudbopmayus o cratbe: noctynuna 19 despans 2025 r,; npopaboTtaHa 17 mioHa 2025 r,; ogobpeHa 4 despans 2026 1.
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INTRODUCTION

Social networks have become a new virtual reality in an
increasingly integrated and technological world. Their
popularity has encouraged the growth of content crea-
tion, which forms the basis of social interactions, moti-
vating individuals to shape and share opinions on the In-
ternet [Filieri et al., 2021; Celik, 2021]. The emergence of
online media channels supported by mobile devices has
reduced interest in traditional media channels [Chatter-
jee, Kar, Dwivedi, 2022]. The number and popularity of
social networking sites are rapidly increasing, with a no-
table and common feature being that users span all age
groups [Celik, Bora, 2021]. Social networking sites play
a central role in how people communicate with each
other and form connections, among other reasons are
communication, entertainment, learning, social interac-
tion, and emotional support [Alan, 2019]. Social media
facilitates interpersonal communication, enabling indi-
viduals to engage in interactive discourse with a diverse
range of connections. The content shared by users, show-
casing the positive aspects of their lives, can significantly
influence the perceptions of others regarding personal or
brand identities [Celik, Tas, 2021b].

While the motivations of consumers engaging in elec-
tronic word-of-mouth (eWOM) communication may not
always be commercial, it is widely accepted that these
activities often include brand / product / place / business
names, influencing the perception of commercial entities
or their products [Wolny, Mueller, 2013, p. 564]. Word-
of-mouth communication is a crucial source of informa-
tion for consumers and forms the basis of interpersonal
communication. Consumers are significantly influenced
by WOM communication in the process of evaluating and
deciding to purchase products [Zorlu, Uzgoren, 2020].
The primary benefit of such communication is providing
information generated by users about products and ser-
vices [Jain, Dixit, Shukla, 2022]. Electronic WOM commu-
nication is a significant force that guides consumers' atti-
tudes and behaviours, playing a crucial role in every stage
of the purchasing decision process, especially in informa-
tion search, alternative evaluation, and decision-making
stages [Ozbay, 2013, p. 90]. Word-of-mouth is considered
one of the most powerful methods for making quick deci-
sions and dominating the market. In marketing, the fun-
damental success lies in influencing customers' decisions
in the process of purchasing products and services. Quick
decision-making influences positioning in the marketing
process, image creation, value addition, customer satis-
faction, warranty, and leaving a product behind [Silver-
man, 2007].

Instagram has recently become a platform, where
sellers conduct marketing activities for their products.
Businesses can share visuals and videos of their products
on Instagram, reaching audiences with shared product
features and information. Through the tagging method,
users can search for products of interest, contribute to

their spread by sharing on other users' pages, and reach
wider audiences [Yilmazsoy, 2019]. Instagram is a pre-
ferred social network for anyone interested in beauty and
personal care content, constantly updating to cater to
this audience. It allows users to view products and brands
through photos, videos, direct messages, live broadcasts,
stories, and tags [Herrando, Martin-De Hoyos, 2022]. Due
to numerous cosmetic-related comments on social net-
works, it is difficult for consumers to consider all recom-
mendations provided by other users, and information
conveyed through WOM communication may not influ-
ence them [Onofrei, Filieri, Kennedy, 2022]. Taking care of
one's appearance is a daily necessity that directs consum-
ers to search for cosmetic products [Choi, Lee, 2019].

Consumer behaviour refers to those decisions and
activities of consumers related to the purchase and use
of economic products and services. Consumer activities
in this process can have physical, mental, and emotion-
al qualities. The study of consumer behaviour focuses
on how consumers use their limited resources, such
as money, time, and energy, to meet their needs [Odabasi,
Baris, 2014, p. 29]. Understanding consumer motivation,
which explains why people make purchases, is essential
in a changing world with changing consumer behaviours.
Consumer behaviours evolve at different life stages, and
the fundamental consumer personality that guides these
behaviours develops over time [Karakus, 2022].

Instagram, one of the most popular mobile applica-
tions, has recently become very popular worldwide for
shopping as well. According to the research conducted
by We Are Social', the global population spent an aver-
age of 12 hours per month on the Instagram application
in 2023. For Turkiye, it was identified as 21.4 hr, Argenti-
na-17,6 hr,India — 14.9 hr, Russia - 9,6 hr, the USA-7,7 hr,
South Africa - 6,1 hr, worldwide - 12,0 hr.

The cosmetic industry exhibits a diverse and complex
structure. Content creators with a significant following
on Instagram frequently share numerous posts, particu-
larly related to cosmetic products. Considering the in-
vestigation of consumers' purchasing intentions towards
these posts and their inclusion within the scope of eWOM
communication, it is recognized as a relevant research
topic. Additionally, understanding how comments made
by Instagram users about cosmetic products influence
the purchasing intentions of other users constitutes an
important area of research. Furthermore, individuals tend
to explore products they consider purchasing by discov-
ering them on social media platforms such as Instagram.
Therefore, examining the impact of Instagram on the pur-
chasing intentions of cosmetic products is considered an
important research subject. In light of all this informa-
tion, this study aims to analyse the influence of eWOM

TWe Are Social. (2023). The changing world of digital in 2023.
https://wearesocial.com/uk/blog/2023/01/the-changing-world-
of-digital-in-2023/.



on the purchasing intentions of cosmetic products on In-
stagram. It also determines how the credibility and qual-
ity of eWOM affect consumers' attitudes and purchasing
intentions. The impact of eWOM credibility on cosmetics
purchase intention is examined in relation to the vari-
ables of eWOM information quality, cosmetic product in-
volvement, and attitude towards e WOM.

In the study, the introduction provides general
information about social networks and online shop-
ping. The subsequent section discusses relevant studies
in the literature, followed by the presentation of the de-
signed model and associated hypotheses. Finally, the re-
search concludes by explaining the methodology, find-
ings, and results.

LITERATURE REVIEW

Regardless of gender or social class, the increasing self-
esteem and self-love contribute to the growing interest
in cosmetic products. This outcome can be associated
with social networks [Septianto, Kemper, Choi, 2020]. So-
cial media has become a significant means of integrated
communication, facilitating news and information ex-
change and production, and enhancing connections
among friends [Dong, Lian, 2021]. Online consumer pur-
chase intention, limited to the context of online shop-
ping, has been approached by disregarding hedonic and
utilitarian features in the literature [Zanjani, Milne, Miller,
2016]. Consumers' perceptions and positioning of prod-
ucts sold in online social media marketing vary. Purchase
desires and intentions are stimulated by numerous fac-
tors: through online social media marketing, hedonic
value, emotional responses during product trials, attitude
formation, and future usage have a significant impact. For
instance, a study conducted on 257 TikTok consumers
in China concluded that hedonic value and utilitarian val-
ue are positively related to consumer purchase intention
[Zhang, Zhang, Daim, 2023]. The majority of studies focus
on measuring and exploring the direct impact of online
social media marketing on buyer behaviour in terms of in-
teraction, perceived risk, personalization, urgency, infor-
mation, entertainment, and trendiness [Seo, Park, 2018].
Research has shown that consumers using online plat-
forms are prone to eWOM communication [Sharipudin
et al., 2023]. Some studies suggest that in information-
intensive environments like the Internet, consumers may
tend to seek the opinions of other consumers to identify
and manage potential risks related to their purchase deci-
sions [Bayraktaroglu, Aykol, 2008, p. 62].

In the literature, it has been found that eWOM is ef-
fective on the intention to purchase fashion products
[Saleem, Ellahi, 2017], the reliability of reviews affects pur-
chasing behaviour [Durmaz, Yiiksel, 2017], brand image
positively influences consumers' word-of-mouth com-
munication behaviour [Anggraeni, Rachmanita, 2015],
the attitude towards using mobile shopping applications
affects the intention to continue using these applications

Marketing Strategy and Practice

[Celik, Tas, 2021a], the emotional and symbolic messages
conveyed by brands strongly affect positive communica-
tion [Kurtoglu, S6nmez, 2016], and electronic word-of-
mouth communication influences purchase intention
[Yusuf, Che Hussin, Busalim, 2018].

These studies are generally focused on social networks
and have been included in the proposed model to pro-
vide theoretical background. Unlike the mentioned stud-
ies, this research combines WOM communication with In-
stagram for purchase intention and is presented through
a structural equation model.

Conceptual model. Attitude can be defined as an in-
dividual's tendency to respond positively or negatively
to an object or situation based on their knowledge and
experience [Zainal, Harun, Lily, 2017]. If consumers have
positive attitudes, the information on Instagram can play
a significant role in their preferences and predict their
purchase interests [Nosita, Lestari, 2019]. Accuracy re-
fers to the user's perception of the accuracy of informa-
tion. Completeness indicates the level of completeness
and detail in the review. However, various factors such
as the informativeness and clarity of the reviews are also
seen as elements determining the quality [Zorlu, Uzgoren,
2020]. In other words, when consumers find information
reliable and secure, they tend to develop a positive atti-
tude towards cosmetic products.

H1: eWOM credibility on cosmetics on Instagram signifi-
cantly and positively affects attitude towards eWOM.

It is indicated that when there is limited information
about a product, eWOM information obtained from other
consumers can be more persuasive and successful [Mun-
nukka, Uusitalo, Toivonen, 2016]. The quality of informa-
tion shared on social networks can determine the success
of communication between the sender and the receiver
when found useful [Tien, Rivas, Liao, 2019]. eWOM infor-
mation about cosmetic products that require high con-
sumer involvement may have an impact on the attitudes
of cosmetic consumers. Clear and accurate information
can define a consumer's attitude towards a specific cos-
metic product.

H2: eWOM information quality regarding cosmetic prod-
ucts on Instagram significantly and positively affects atti-
tudes towards eWOM.

The level of interest in a product is thought to create
persuasive communication that can influence the at-
titudes of other consumers [Choi, Lee, 2019]. In certain
industries, such as cosmetics, an individual's opinion is
considered effective in reaching the target audience and
conveying credibility. Through continuous experiences
and interactions with a product, it can meet consumer
expectations [Hsu, 2022]. Source credibility encompasses
expertise, trustworthiness, and source experience. Exper-
tise represents the professional knowledge that the infor-
mation source possesses regarding products or services.
Trustworthiness is the degree of trust and approval de-
veloped by the message recipient towards the source of
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the message. Source experience refers to the perception
of the recipient regarding the extent to which the com-
municator has created information about products or ser-
vices based on real experiences [Teng et al,, 2014, p. 749].
Reliable information often triggers increased engage-
ment and can provide a more comprehensive experience
with cosmetic products.

H3: eWOM'’s credibility on Instagram significantly and
positively impacts cosmetic product involvement.

Recommendations can encourage a tendency to en-
gage more with a product and, thus, motivate consumers
to purchase the product by improving the way informa-
tion is processed [Dwivedi, Nayeem, Murshed, 2018]. If
customers believe that arecommendation is reliable, they
are more willing to accept and use word-of-mouth com-
munication in electronic environments to make purchase
decisions [Saydan, Diilek, 2022]. Research on word-of-
mouth communication has shown that consumers trust
the recommendations of others in the decision-making
process for purchasing; people are motivated to spread
their opinions about a service, and WOM communication
has varying degrees of influence on friends, colleagues,
and family members [Trusov, Bucklin, Pauwels, 2009].
The more accurate the information about a specific cos-
metic product is, the more consumers can identify with
that product.

H4: eWOM information quality regarding cosmetic prod-
ucts on Instagram significantly and positively affects cos-
metic product involvement.

Consumer interaction with a product can increase
the desire to spontaneously share their experiences
through eWOM [Kang, He, Shin, 2020]. When a consumer
is interested in specific products, the volume of infor-
mation search tends to increase, especially in situations,
where there are many alternatives, such as cosmetic
products [Munnukka, Uusitalo, Toivonen, 2016]. Showing
interest in a product can be viewed as a motivating factor
for consumption that influences the perceptions of other
consumers [Garg, Joshi, 2018]. When a consumer is inter-
ested in and trusts a cosmetic product, they may exhibit
a more positive attitude towards that product.

eWOM
Credibility

Cosmetic
Product
Involvemen

eWOM
Information
Quality

H5: Cosmetic product involvement significantly and pos-
itively influences attitude towards e WOM.

Attitude, defined as the tendency to respond positive-
ly or negatively to information, can influence purchase
intention [Matute, Polo-Redondo, Utrillas, 2016]. The cos-
metic purchasing process is also related to perceptions
that affect attitude, such as the consumer's relationship
with a product, the reliability and quality of eWOM in-
formation [Ringim, Reni, 2019]. A consumer's attitude
towards information shared about a cosmetic product
through eWOM can directly influence purchase intention,
and attitude can positively impact purchase intention.

Heé: Attitude towards eWOM significantly and positively
influences cosmetics purchase intention.

Figure 1 presents the conceptual model of the study.

MATERIALS AND METHODS

Procedure for collecting samples and data. The empiri-
cal part of this study was conducted through a survey
method in Tirkiye. The data were collected between
February and June 2023. The survey was administered
to individuals who had purchased cosmetic products at
least once through Instagram. To reach this target audi-
ence, individuals following pages that sell cosmetic prod-
ucts on Instagram were contacted via direct message.
Additionally, a request to fill out the survey was sent to
individuals who had made at least one cosmetic product
purchase through Instagram via social media.

The first question in the survey was, "Have you ever
purchased cosmetic products through Instagram?". Those
who answered "No" (38 individuals) were excluded from
the analysis. The remaining 505 participants had purchased
cosmetic products through Instagram at least once.

The initial section of the survey explained the main
purpose of the study. The second section included de-
mographic questions, while the final section focused
on the main constructs of the research. A five-point Lik-
ert scale was used to measure the main constructs, and
the scale statements were adapted from previous studies.

The scales and preparation of the questionnaire.
The statements pertaining to the intention to purchase

Attitude
Towards
eWOM

Cosmetics
Purchase
Intention

Fig. 1. Conceptual model of the study

Puc. 1. KonyenmyanbHas modesb ucciedosaHus



cosmetic products and the quality of eWOM informa-
tion were borrowed and adapted from Erkan and Evans
[2016]. Statements concerning the reliability of eWOM
were adapted from Matute, Polo-Redondo and Utrillas
[2016], while those addressing cosmetic product involve-
ment were drawn from Lin, Wu and Chen [2013]. Addi-
tionally, statements related to attitudes towards eWOM
were adapted from Zainal, Harun and Lily [2017]. The ex-
pressions related to the scales are presented in Appendix.

Given that the official language in Tirkiye is Turkish,
the survey underwent translation into Turkish utilizing
the back-translation method as recommended by Brislin
[1976], aiming to mitigate the potential impact of cultural
andlanguage disparities. Furthermore, the Turkish version
of the survey underwent scrutiny by two experts special-
izing in Management Information Systems and Marketing.

Marketing Strategy and Practice

A pilot study involving 14 master's students at Bartin Uni-
versity was also conducted, revealing that the language
employed in the survey was perceived as highly clear and
comprehensible by the majority of participants.

RESULTS
In this section, first, the demographic data of the partici-
pants will be analysed. Subsequently, confirmatory factor
analysis (CFA) and structural equation modelling (SEM)
will be conducted. The R programming language has
been utilized for both CFA and SEM analyses. This choice
is attributed to R's open-source nature and user-friendly
features [Celik, Ozkose, Giileryiiz, 2018].

Demographic statistics. Table 1 illustrates that
the study involved 505 participants. When examined
in terms of gender, it is observed that almost half of

Table 1 - Socio-demographic characteristics of respondents

Tabnuya 1 - CoyuanbHo-0emozpaguyeckue Xxapakmepucmuku pecnoHOeHmos

Demographic profile Number of respondents (N = 505) Percentage (%)
Men 253 50
Gender
Women 252 50
18-21 159 32
22-25 213 42
Age
26-29 76 15
30+ 57 11
High school 235 47
. Associate degree 70 13
Educational level
Bachelor's degree 185 37
Postgraduate degree 15 3
Less than 1 minimum wage 258 51
Monthly income Less than 2 minimum wages 132 26
3 minimum wages and above 115 23
Less than 1 hour 97 19
Daily average Instagram usage 1-3 hours 223 44
time 3-5 hours 143 28
5 hours and above 42 9
Frequency of reading Instagram Very rarely 182 36
comments about cosmetic Occasionally 188 37
products Frequently 135 27
) ) Very rarely 138 27
Frequency of using cosmetic Occasionally 190 38
products
Frequently 177 35
How often do you search for Very rarely 149 30
recommendations regarding Occasionally 215 43
cosmetic products? Frequently 141 7
Very rarely 177 35
How of'Fen do you recommend Occasionally 218 23
cosmetic products?
Frequently 110 22
] Very rarely 130 26
Frequer)cy of purchasing Occasionally 228 45
cosmetic products
Frequently 147 29
Total 505 100
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the participants are male, and the other half are female.
Regarding age, most participants (42%) fall within the 22—
25 age range. Participants were asked about their educa-
tional levels, with the majority (47%) indicating they were
high school graduates. Monthly average incomes were
also queried, revealing that more than half of the partici-
pants (51%) have an income of less than one minimum
wage. Participants were asked about the average daily
time spent on Instagram, and the majority (44%) reported
spending 1-3 hours on the platform.

Participants were questioned about the frequency of
reading comments related to cosmetic products: 36%
of participants indicated "very rarely," 37% - "occasion-
ally" and 27% - "frequently"" When asked about the fre-
quency of cosmetic product use, most participants (38%)
responded with "occasionally." Regarding the frequency
of recommending cosmetic products, most participants
(43%) responded with "occasionally." Participants were
also asked about the frequency of purchasing cosmetic
products, with 26% responding "very rarely," 45% - "oc-
casionally," and 29% - "frequently."

Confirmatory factor analysis (CFA). This segment
involves assessing the adequacy of the research model
through confirmatory factor analysis (CFA). A range of
goodness-of-fit indices has been scrutinized, encompass-
ing key measures such as the Goodness of Fit Index (GFl),
Adjusted Goodness of Fit Index (AGFI), Comparative Fit
Index (CFI), Normed Chi-Square (CMIN/DF), Normed Fit
Index (NFI), and Root Mean Square Error of Approxima-
tion (RMSEA) [Byrne, 2010; Hair et al., 2010; Tabachnick,
Fidell, 2007]. The outcomes of these assessments are de-
tailed in Table 2. The results unequivocally reveal that all
goodness-of-fit indices exhibit a commendable fit, align-
ing with acceptable thresholds.

Various criteria have been adopted to test the relia-
bility and validity of the constructs, including composite
reliability (CR), Cronbach's alpha, average variance ex-
tracted (AVE), and discriminant validity [Fornell, Larcker,
1981; Hair et al., 2010]. As seen from Table 3, the AVE
values for all the constructs are above 0.50. These find-
ings align with the recommended values by Fornell and
Larcker [1981] and Hair et al. [2010]. The highest AVE
value was recorded for CRE (0.711), while the lowest AVE
value was observed for CPI (0.608). Furthermore, CR val-

Table 2 - Results of the confirmatory factor analysis
Tabnuya 2 - Pesynemamel nodmeepxoarouwezo

akmopHozo aHanusa
Fitindices Measurement model
CMIN/DF 424.715/179 =237

CFI 0.969
TLI 0.964
NNFI 0.964
RFI 0.939
NFI 0.948
IFI 0.969
RNI 0.969
RMSEA 0.052
GFI 0.927
AGFI 0.905

ues were calculated, and all latent structures have a CR
value exceeding 0.70, as recommended by Fornell and
Larcker [1981] and Hair et al. [2010]. CPI has the highest
CR value (0.935), whereas the lowest CR value is attribut-
ed to 1Q (0.833). Similarly, Cronbach's alpha values for all
the constructs are above 0.70. The highest Cronbach's
alpha value was recorded for CPI (0.935), and the low-
est was identified for 1Q (0.833). These results indicate
satisfactory reliability and internal consistency across all
the constructs.

Table 4 displays the correlation matrix among the con-
structs. Additionally, the values in parentheses represent
the square root of the respective variable's AVE. A com-
parison, as suggested by Fornell and Larcker [1981], was
made between inter-correlation values for latent struc-
tures and the square roots of their AVEs. As seen from Ta-
ble 7, the values in parentheses are larger compared to
the inter-correlation values. Upon examining the correla-
tions between constructs, it is evident that there is a sig-
nificantand positive correlationamongall the constructs.
The highest correlation is observed between CRE and 1Q
(r=0.752; p < 0.01). On the other hand, the lowest cor-
relation is identified between INT and CRE (r = 0.614,
p<0.01).

Table 5 displays the descriptive statistics of all
the expressions for each structure. According to the re-

Table 3 - Construct validity and reliability testing

Tabnuya 3 - [lpogepka KOHCMPYKMHOU 8asUOHOCMU U HadexxHoCmu

Latent construct Cronbach’s alpha AVE CR
CRE 0.881 0.711 0.881
IQ 0.833 0.624 0.833
CPI 0.935 0,706 0,935
AT 0.893 0.619 0.890
INT 0.859 0.608 0.860

Note: CRE is eWOM credibility; 1Q is eWOM information quality; CPI is cosmetic product involvement; AT is attitudes towards eWOM; INT is

cosmetics purchase intention.
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Table 4 - Correlation matrix and discriminant validity
Tabnuua 4 - KoppenayuoHHas mampuya u OUCKpUMUHAHMHAA 80/IUOHOCMb

Latent construct CRE 1Q CPI AT INT
CRE (0.843) - - - -
IQ .752%* (0,789) - - -
CPI .655%* .673%* (0.840) - -
AT J17%* .700%* J43%* (0.786) -
INT .614%* .629%* .692%* J42%* (0.927)
Table 5 - Descriptive statistics
Tabnuya 5 - OnucamensHas cmamucmuka
Items Latent construct Mean Estimate Std. error Std. deviation z-value
CRE1 <— CRE 2.87 .831 0.043 1.157 22.284
CRE2 <— CRE 2.95 .843 0.043 1.165 22.774
CRE3 <— CRE 2.88 .855 0.041 1.128 23.287
1Q1 <— 1Q 3.19 .809 0.044 1.152 21.146
1Q2 <— 1Q 3.15 774 0.045 1.160 19.848
1Q3 <— 1Q 3.02 .787 0.045 1.159 20.295
CcPn <— CPI 3.31 .820 0.034 1.262 19.234
CPI2 <— CPI 3.31 .828 0.035 1.288 19.436
CPI3 <— CPI 3.31 .850 0.035 1.276 20.036
CPI4 <— CPI 3.28 .839 0.035 1.300 19.754
CPI5 <— CPI 3.39 .849 0.034 1.259 20.008
CPI6 <— CPI 3.38 .854 0.034 1.251 20.148
AT1 <— AT 3.09 .789 0.026 1.197 15.975
AT2 <— AT 3.18 .827 0.027 1.213 16.618
AT3 <— AT 3.12 .787 0.027 1.203 15.941
AT4 <— AT 3.15 .768 0.025 1.157 15.611
AT5 <— AT 3.1 .762 0.027 1.218 15.498
INT1 <— INT 3.18 .833 0.032 1.176 15.293
INT2 <— INT 3.34 .840 0.033 1.206 15.354
INT3 <— INT 2.98 .720 0.032 1.224 13.781
INT4 <— INT 3.07 716 0.033 1.255 13.717

sults, standardized regression weights for all the expres-
sions related to the structures are above 0.50, as suggest-
ed by Hair et al. [2010].

Structural model. After CFA, in the second stage,
the hypotheses of the research model were analysed with
SEM. Firstly, it was determined that the goodness-of-fit
values for the structural model were at recommended
levels: CMIN/DF = 2.46; CFl = 0.967; RMSEA = 0.054; TLI =
0.962. This supports the adequacy of the structural model
[Hair et al., 2010]. The predictive validity of the research
model also indicates that a significant amount of variance
is explained for cosmetic product involvement (0.59), at-
titude toward eWOM (0.80), and cosmetics purchase in-
tention (0.75).

Regarding testing research hypotheses, the results
of path coefficient analyses are presented in Table 6. Ac-
cordingly, cosmetic product involvement is significantly
predicted by eWOM credibility (3 = 0.214, p < 0.047) and

eWOM information quality (§ = 0.574, p < 0.000). Further-
more, attitude towards eWOM is significantly predicted
by eWOM credibility ( = 0.293, p < 0.000), eWOM infor-
mation quality (f = 0.211, p < 0.024), and cosmetic prod-
uct involvement (3 = 0.464, p < 0.000). Lastly, cosmetics
purchase intention is significantly predicted by attitude
towards eWOM (3 = 0.866, p < 0.000). The path diagram
is given in Fig. 2.

DISCUSSION
The results of the study indicate that all the hypoth-
eses were supported; therefore, a positive attitude that
tends to favourably influence purchase intention may be
formed by reliable and high-quality recommendations
shared through Instagram and engagement with cosme-
tic products.

Theoretical contribution. According to the fact that,
based on the analyses conducted, there are significant re-
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Table 6 - Results of hypotheses testing
Tabnuya 6 - Pe3ynemamel mecmupogaHus 2unomes

Hypothesis No. Hypothesized path Std. 3 Std. error z-value P
H1 AT <— CRE 0.293 0.188 3.481 *x%
H2 AT <— 1Q 0.211 0.209 2.256 0.024
H3 CPI <— CRE 0.214 0.168 1.990 0.047
H4 CPI <— 1Q 0.574 0.186 4.826 bk
H5 AT <— CPI 0.464 0.081 8.215 *x%
H6 INT <— AT 0.866 0.070 11.046 *xx

B =0.293**

eWOM
Credibility

3=0.214*

Cosmetic
Product
Involvement

eWOM
Information
Quality

B =0.574**

B=0.211*

Attitude
Towards
eWOM

Cosmetics
Purchase
Intention

Fig. 2. Path diagram’

Puc. 2. luazpamma nymu

lationships among the variables, the existence of e WOM
communication regarding consumers' perceptions and
cosmetic products has been substantiated. From this per-
spective, the visibility provided by Instagram has made
cosmetic consumers aware of their behaviours and facili-
tated the generation of data. Overall, this study contrib-
utes to theoretical and practical knowledge in the litera-
ture and is believed to contribute to the results of other
studies. Additionally, it may guide businesses, individuals,
and potential entrepreneurs towards better marketing
strategies.

Practical implications. This research expands the the-
oretical understanding of the impact of eWOM on cos-
metics purchase intention on Instagram. According to
the results, the standardized regression weights of state-
ments related to all the structures are above 0.50, align-
ing with the values recommended by Hair et al. [2010]. It
contributes to a new approach emphasizing the impor-
tance of information shared through eWOM in the con-
text of the Instagram social network. The determined AVE
values for all the structures are above 0.50, in line with
the values recommended by Fornell and Larcker [1981].
The findings of the study can assist companies actively
promoting their products on Instagram by identifying
information through eWOM that helps understand con-
sumer purchase behaviour and controlling the content of
comments made through eWOM.

" Note: *p < 0.05; **p < 0.01.

CONCLUSION
This research indicates a tendency for the credibility of
eWOM, the quality of eWOM information, and cosmetic
product involvement to influence attitudes towards
eWOM, which, in turn, can affect consumers' purchase in-
tentions. The results also suggest that the credibility and
quality of eWOM may influence cosmetic product involve-
ment. Additionally, we demonstrate that cosmetic prod-
uct involvement can have a mediating effect on the re-
lationship between eWOM credibility and attitude and
on the relationship between eWOM information quality
and attitude. The findings reveal that participants spend
an average of 1-3 hours daily on Instagram and occasion-
ally recommend cosmetic products. Moreover, the mod-
el's indices show good fit, and there is satisfactory reli-
ability and internal consistency among all the constructs.
The model's adequacy is supported by the significance of
cosmetic product involvement, attitude towards eWOM,
and cosmetics purchase intention variables. Looking at
the acceptance status of the hypotheses, it is concluded
that 4 out of the total 6 hypotheses are accepted.
Limitations and future research directions. Partici-
pants in the study generally come from a specific demo-
graphic profile. This situation may limit the generalizabil-
ity of the findings to the overall population. For instance,
a study conducted only with users from a specific age
group or a particular geographical region may struggle
to represent general Instagram users. Instagram shop-
ping is often dependent on individuals' subjectivities and



attitudes. Evaluating the impact of participants' personal
experiences, expectations, and shopping habits can be
challenging. Social media platforms, especially Instagram,
are subject to rapidly changing features and algorithmic
updates. Results valid during the study period may lose
their relevance shortly due to changes on the platform.
A study assessing the effects of shopping processes, es-
pecially digital shopping, should quickly adapt to tech-
nological developments. New features, payment systems,
or other factors influencing the shopping experience
should be taken into account. Concerns about the reli-
ability and security of online shopping exist. User con-
cerns about sharing personal and financial information
can influence shopping behaviours. The sample size and
diversity of the study can affect the strength of gener-
alizations. A limited participant group or a sample pre-
dominantly weighted towards a specific demographic
may struggle to fully represent general Instagram us-
ers. Users are often selective when sharing information

Marketing Strategy and Practice

on social media. Differences between actual shopping
behaviours and what is shared on social media can im-
pact the study's results. Various independent variables
affect the shopping experience on Instagram. Full con-
trol over these factors may be challenging, influencing
the process of establishing accurate causal relationships.
Understanding these limitations and being cautious
about the specified constraints is crucial for interpreting
the study's results.

Our results suggest a positive impact of eWOM, par-
ticularly when there is limited information about cosmetic
products. Future studies may explore other product cate-
gories to expand the literature on the influence of eWOM
on purchase intention. Encouraging consumers to share
their experiences can be a significant advantage for cos-
metic brands. Therefore, future research could investigate
the influence of eWOM on customer impact when busi-
nesses using social media as a tool to promote their prod-
ucts seek to leverage eWOM. m

Appendix - Questionnaire’s expressions
lNpunoxerue — ONPOCHUK UCC/IE008AHUA

Variables Expressions of scales

CRE1 - | think consumer recommendations shared on Instagram about cosmetics are legitimate

iygg,t\)ﬂility CRE2 - | think consumer recommendations shared on Instagram about cosmetics are acceptable
CRE3 - | think consumer recommendations shared on Instagram about cosmetics are reliable

cWOM QUAT1 - I think the information shared by consumers on Instagram about cosmetics is understandable

information QUA2 - | think the information shared by consumers on Instagram about cosmetics is clear

quality QUAS3 - Overall, | think the quality of the information shared by consumers on Instagram about cosmetics is high
INV1 — When cosmetics are important to me, | look for reviews and comments on Instagram
INV2 — When cosmetics are meaningful to me, | look for reviews and comments on Instagram

Cosmetic INV3 — When cosmetics are useful to me, | look for reviews and comments on Instagram

%rscjcgtnent INV4 — When cosmetics are valuable to me, I look for reviews and comments on Instagram
INV5 — When a cosmetic appeals to me, | look for reviews and comments on Instagram
INV6 — When | am interested in a cosmetic, | look for reviews and comments on Instagram
AT1 - | have a positive opinion about other consumers’information on Instagram about cosmetics

Attitude AT2 - | find it beneficial to follow other consumers’information on Instagram about cosmetics

towards AT3 - Overall, | find my attitude toward information from other consumers on Instagram about cosmetics favourable

eWOM AT4 -1 like the information from other consumers on Instagram about cosmetics
AT5 - | think it is good for me to follow other consumers’information on Instagram about cosmetics
INT1 - After considering the positive information shared by consumers on Instagram about cosmetics, | am likely to
purchase the product

. INT2 - After considering the positive information shared by consumers on Instagram about cosmetics, | will purchase

53:3;122:5 the product the next time | need it

intention INT3 - After considering the positive information shared by consumers on Instagram about cosmetics, | will defi-
nitely try the product
INT4 - After considering the positive information shared by consumers on Instagram about cosmetics, | will recom-
mend the product to other consumers
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VleaBJIEHI/Ie IIOoTEeHIHNAJIBHBIM IIOTOKOM KJIMEHTOB

IJ1A OBBINIeHUs 3P PeKTUBHOCTH PpeCTOPAaHHOI'0 OM3Heca

A.O.Typryes, b.K. by3pos

WHcTnTYyT MHbOopmMaTHKi 1 npobnem permoHanbHoro ynpasnenua — punuvan KabaparnHo-bankapckoro HayyHoro LeHTpa
Poccuiickoit akafiemnn Hayk, T. Hanbuuk, PO

AHHOTaLMA. B KOHTEKCTe BbICOKOKOHKYPEHTHOW Cpefibl pecTopaHbl BbIHYXAeHbI MCKaTb 6anaHc Mexay BbIPYUKON 1 KayeCcTBOM
CepBUCa NPU CTOXaCTUYECKOM Cripoce. KpUTUYECKY0 BaXXHOCTb MPMOOPETAeT aHann3 HePaBHOMEPHOCTM MOTOKa rocTeld, TaK
KaK TpaguLMOHHO UCMONb3yemble NMoKasaTeny MackupyoT Nepuofibl MPOCToeB 1 neperpy3ok. CtaTbA NOCBALLEHa aHann3y ponu
BPEMEHHOI CTPYKTYPbI pacnpefenenuns cnpoca B GOpMUMPOBaHNU BbIPYUKM PECTOPAHOB C YYETOM OrpPaHUYEHHON NMPONYCKHOM
cnocobHocTn. MeTogonornyeckoi 6a3oi nccnefoBaHUA NOCAYXKMUAN TEOPKA MacCOBOrO 0OCIYXMBaHUA U KOHLieNLUMA npoLecc-
HOro Moaxofda K ynpasneHuio B cdepe ycnyr. B kauecTBe meTofia UCCNEAOBAHNA MCMONb30BaNOCh UMUTALMOHHOE MOAENNPO-
BaHWE; MOfieNb YUNTbIBAET KOHEUHYIO BMECTUMOCTb 3aMa, CTOXacTU4eckoe Bpemsa 0B6CYXMBaHUA, OUepeamn U OTTOK KIIMEHTOB.
NHpopmaumoHHyto 6a3y paboTbl COCTaBUAN JaHHbIe OTPACIEBbIX aHANIMTUYECKNX OTYETOB, HA OCHOBE KOTOPbIX BbIMOMHEHO NPO-
drnupoBaHne pasnnyHbIX TUNOB PecTopaHoB. [oKasaHo, YTo BUA pacnpefeneHrsa NoTeHLMaNbHOro CNpoca BO BPeMeH ABNA-
eTca 6onee MHGOPMATMBHBIM AETEPMUHAHTOM SKOHOMUYECKIMX Pe3ynbTaToB, YeM arpervpoBaHHbIl cnpoc. Boicokas BpemeHHas
KOHLieHTpaLma cnpoca NPUBOAUT K HepeHTabenbHOCTW OTAENbHBIX TUMOB PECTOPAHOB, HECMOTPA Ha 3HAUUTENbHbIN YPOBEHb
obuero cnpoca. Hanpotrs, MynbTuMoganbHble npoduny NprubbITUA No3BONAIT SGPEKTNBHEE NCNONb30BaTb MOLHOCTY W NO-
BbILLAIOT KOHBEPCUIO MOTEHLMANbHOrO cnpoca B dakTuyeckne npopaKu. MonyyeHHble pesynbTaThl PacLUMPAIOT CTaHAAPTHbIE
noaxodbl K aHanu3y cnpoca B chepe ycnyr 1 MoKasblBalT HEOOXOANMOCTb YUeTa BPEMEHHOW CTPYKTYpbl MPUOLITAA KNMEHTOB
NPV NPUHATAM CTPaTErMUecknx peLueHmnii. Mogenb npeAcTaBnAeT NpakTUYeCKUiA MIHCTPYMEHT 1A CLEeHaPHOTr0 aHanun3a n MoXeT
6bITb afanTMPOBaHa K LUMPOKOMY KNacCy CEPBUCHBIX PbIHKOB C OrpaHNYeHHbIMY MOLHOCTAMM U YyBCTBUTENbHBIM KO BPEMEHM
CMPOCOM.
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Customer flow management

in enhancing restaurant business efficiency

A.O. Gurtuev, B.K. Buzdov

Institute of Computer Science and Problems of Regional Management — Branch of Kabardino-Balkarian Scientific Center
of the Russian Academy of Sciences, Nalchik, Russia

Abstract. In highly competitive environments, restaurants must balance revenue and service quality under stochastic demand.
Analyzing customer arrival patterns becomes critical, since traditional metrics obscure periods of idleness and overload. The arti-
cle examines the role of the temporal structure of demand distribution in shaping restaurant revenue under capacity constraints.
The methodological foundation lies in queueing theory and the process-based approach to service management. The study
employs simulation modelling; the model incorporates the total dining room capacity, stochastic service times, queues, and
customer churn. The empirical base consists of industry-specific analytical reports used to profile different types of restaurants.
The temporal distribution of potential demand is proved to be a more informative determinant of economic performance than
aggregate demand. High temporal concentration of demand renders certain types of restaurants unprofitable despite substan-
tial overall demand. In contrast, multimodal arrival profiles enable more efficient capacity utilization and increase the conversion
of potential demand into actual sales. The obtained results expand on standard approaches to demand analysis in the service
sector and demonstrate the need to consider the temporal structure of customer arrivals in strategic decision-making. The model
serves as a practical tool for scenario analysis and can be adapted to a wide range of service markets with limited capacity and
time-sensitive demand.
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BBEOEHUE

B ycnoBuAX BbICOKOKOHKYPEHTHOW MHAYCTPUN roctenpu-
MMCTBA pecTopaHbl BCeX BUAOB CTaSIKMBAKOTCA C ABOM-
CTBEHHOW 3aayell — MakCUMM3MPOBATb BbIPYUKY, noaaep-
XKMBas NMPW 3TOM BbICOKUIA YPOBEHb YAOBNETBOPEHHOCTY
KnuneHToB. KntoueBol 0Cco6eHHOCTbIO 3TON 3afaun ABASA-
€TCA ynpaBneHre NPonycKHOW CNOCOBHOCTbIO B YC/I0BU-
AX CTOXaCTUYECKOro XapakTepa Cnpoca: HEMCNOb30BaH-
Hble B JII060N KOHKPETHbIi MOMEHT BPEMEHUN MecTa He
MOryT OblTb COXpaHeHbl Ana Gyayliero MCnonb3oBaHuA,
B TO BpeMsA KaK Ype3MepHbIN CNPOC, BOSHUKAOLWMIA B MK-
KOBbI Nepuof, He MOXeT OblTb NepeHeceH Ha Apyroe
BpemA. Kpome Toro, abdektbl neperpysku, nposssato-
wMecs B Buae oyepenen 1 BPEMEHU OXUaHWUA, MOTYT
HanNPAMYI0 BANATb Ha KaUeCTBO 0OCYKMBAHNA KNNEHTOB
1 KOHBepcmio cnpoca. TpagnumoHHble Moaenu 3pdeKTunB-
HOCTU PaboTbl PeCTOPAHOB, KaK MPaBUIO, aKLEeHTUPYOT
BHMMaHMWeE Ha arpernpoBaHHON CTaTUCTUKe Cnpoca — 06-
LeM KOJIMYECTBE KJIMEHTOB 3a AieHb UK Hefesto, HO Ta-
Ke noKasaTenu MOryT CKpblBaTb KPUTUYECKN BaXHYIO
BPEMEHHYI0 AUHAMIKY NMOTOKa NPUObIBaOLMX KIIMEHTOB,
KOTOpas BAMAET Ha KaYeCTBO OOCNYXMBaHNA U NPUObIIb-
HOCTb pecTopaHa.

Llenb nccnenoBaHns — KONMUECTBEHHAA OLIEHKA BIU-
AHUA BPEMEHHOMO pacnpeneneHns NoToKka NnoTeHumasb-
HbIX KAWEHTOB Ha (MHAHCOBbIE pe3ynbTaThl AeATENbHO-
CTN pecTopaHa U 060CHOBaHVE HeobXOAMMOCTU YyyeTa
JaHHOrO MapameTpa B MOLEeNAX MPOrHO3MpPOBaHMWA Bbl-
pyukn. [lna DOCTUMXKEHUA MOCTaBNEHHON Lenn B paboTe
peLlatoTca cregytoLve 3afaun:

+ pa3paboTKa Mofenn PecTopaHHOro 0BCNyKMBaHWSA
Ha OCHOBE CUCTEM MACcCOBOIO OOCYXMBaHNS;

* UIMUTALMOHHOE MOJENMPOBaHNE (GOPMUPOBaHMSA
BbIPYUKM MPW pa3finyHbix GopmMax pacnpepenieHns BXo-
JALero NoToKa;

* @HaNN3 YCTONYMBOCTU W NPUOBINBHOCTY PAa3NUYHBIX
TUNOB PecTopaHOB MPU pasHbIX PopMax pacrnpeneneHus
BXOAALLEro NoToKa.

Bknag gaHHOM paboTbl 3aKOYaeTcs B AEeMOHCTPa-
UMKN TOrO, YTO pacnpeneneHve NOToka MOTEHLUMANbHbIX
K/IMEHTOB BO BPEMEHW B TeueHue JHA asnaetca 6onee
MHPOPMATVBHBIM MPEAUKTOPOM BbIPYUKM pPecTopaHa,
yeMm 0OWMIA 06bemM noTeHUManbHOro cnpoca. [ea pe-
CTOpaHa OfHOWN KaTeropuu ¢ OAUHAKOBbLIM OXMAAEMbIM
o0LWMM CNPOCOM MOFYT MMEeTb pasHble MoKasaTenn npo-
MYCKHOW CMOCOBHOCTN 1 BbIPYUKY, €CSIN B OLHOM Ciyvae
MOTOK KNWEHTOB pacnpefeneH pPaBHOMEPHO B TeYeHUe
pabouero BpemMeHW, a B ApPYrom HabnopalTca KOHLEH-
TpVpOBaHHble MUKW cnpoca. Bbicokas KoHuUeHTpauua
NPUObIBAIOLMX KINEHTOB NPUBOAUT K Oofee 4acto-
My cpabaTblBaHWIO OFPaHNYEeHNI NPONYCKHON CNOCOBHO-
CTW, YBENIMYEHWIO BPEMEHU OXMAaHUA 1 6oniee BbICOKMM
nokasaTeniAM OTKasza nocetutenei — dakTopam, 3Hauu-
TENbHO CHWKaOLWMM BbIpyUKy. M HaobopoT, 6onee pas-
HOMepHOe pacnpeaeneHne NPUObLIBAKOLIMX KNUEHTOB MO-
3BOJIAET JIyyllle UCNOSb30BaTb NMPOMYCKHYI0 COCOOHOCTD,

COKpaTUTb BPEMA OXMOAHUA W YBENUUYNTb KOHBEPCMIO
MOTEHLUMANIBHOrO CNpoCa B peann30BaHHble MNPOAAXN.
70 NOHMMaHWe NoayYepKUBaeT HEOOXOANMOCTb CUCTEM,
KoTopble yumTbiBaloT GpopMy pacnpefeneHns npubbisa-
IOLLMX KNIMEHTOB, @ HEe TONbKO arpervpoBaHHble JaHHbIE.

Ona dopmanuzauum AaHHOW wuaen npegnaraerca
MOAeflb NPOTrHO3UPOBaHWA, OCHOBAaHHAA Ha Teopuw
MaccoBoro obcnyxumBaHua. OHa yuuTbiBaeT KitouyeBble
WHCTUTYLIMOHASbHblE 0COBEHHOCTN pecTopaHHOro 06cy-
XKMBaHWA, BKNOYAA OrPaHUUYEHHYI0 BMECTUMOCTb 3aJ10B,
BPeMA 0XMAAHUA, OTTOK KNMEHTOB 1 BbIPYYKY Ha OAHOTO
00cny»KeHHOro KnueHTa. MoTeHLManbHbI CNPOC Mogenu-
pyeTcs KaK 3K30reHHbI npouecc npubbITHA, B TO BpeMA
KaK peanu3oBaHHbI CNPOC BO3HNKAET SHAOTEHHO U3 B3a-
MMOJENCTBNA MeXIy MofenaMum npuobbITA U NPOnycK-
HOWM cnocobHocTblo. Mogenb Mo3BONAET MONYYUTb Bbl-
pakeHUa ana KnodeBbiX MokasaTtenen 3PpGeKTUBHOCTY,
BKJIIOUAA OXUJAEMYIO NPONYCKHYIO CMOCOOHOCTb U NpK-
6blfb, MPU Pa3NMUYHBIX 3aKOHaX pacrpefeneHns 1 nioT-
HOCTW NOTOKa NPMObIBaOLLMX KNUEHTOB. DT pe3ynbTaThl
NPeACTaBNAOT NPAKTUYECKUIA MHTEPEC AN MEHEIXKEPOB
NPeAnpUATUA O6LLECTBEHHOrO MUTAHMUSA, CTPEMSALLUXCA
NPOrHo3MpoBaTbh foxodbl ¥ pa3pabaTbiBaTb onepawm-
OHHble WM MapKeTUHIoBble CTpaTernn C y4eTom peanu-
CTUYHbIX MOAENEN NOTOKa NoceTuTenen.

CraTba pa3BMBAET W [OMOJSHAET NMTepaTypy No uc-
NOSIb30BaHUIO cMCTeM MaccoBoro obcnyxmeaHua (CMO)
AN MOAENUPOBaHNA NpefnpuaTuin chepbl YCnyr, a Tak-
Xe MCCnefoBaHnA, Kacawwmeca MOAENNPOBaHUA OXU-
JaHun 1 neperpy3ok. Knaccnueckaa CMO npegycma-
TPVBAET aHaNUTUUECKNE WMHCTPYMEHTbI AfA MOAENNpo-
BaHWA CTOXACTNYECKUX MOTOKOB KNMEHTOB M NPOLECCoB
obcnyxusaHma. CtaHOapTHble MOAENM, TakMe Kak cucTe-
Mbl M/M/1T n M/M/c, xapakTepusyloT pe3ynbTaTbl Npo-
N3BOAUTENBHOCTM (Mpexae BCEro BPeMs OXMAaHuA
N YPOBEHb 3arpyX€HHOCTU CMCTEMbI) MPU YCIOBMAX My-
aCCOHOBCKOTO pacrnpeneneHuns rnoToka BXoaALMX 3aABOK
N SKCMOHeHUManbHOro BpemeHun obcnyxusaHua [Hall,
2013, p. 136; Gross et al., 2018, p. 90]. XoTa 3T1 Moaenu
aHaNUTUYECKN paspellnMbl 1 LIMPOKO WCMONb3YIOTCA,
OHI 06bIYHO 0606LLAIT CNPOC Yepes CpegHne UK NUKO-
Bble TEMMbl MOCTYN/IeHUA, abcTparmpyAcb oT bonee Clox-
HbIX BPEMEHHbIX CTPYKTYP B MOAENAX BXOAALLMX NMOTOKOB.

PaHHKe paboTtbl B obnact npumeHeHns CMO K pe-
CTOpaHaMm 1 NpeanpuATUAM O6LLECTBEHHOMO NMUTaHNA akK-
LIeHTMPOBAM BHMaHME Ha ONePaLMOHHbIX NOCIeACTBM-
AX MEPErpy3Kkn U OXUJaHUA B cUCTEMaxX 0BCNYKMBaHWSA
[Larson, 1987, p. 900], B TO Bpema Kak bonee nosgHue
NCCnefoBaHUA BKIlOYany 6onee peanncTuyHble ¢$akTo-
pbl, TaKMe KaK OTTOK K/IMEHTOB U M3MEHAIOLLLeeca BO Bpe-
MeHU npubbiTre [Bertsimas, Mourtzinou, 1997, p. 123;
Mandelbaum, Zeltyn, 2009, p. 1192]. OgHako 3Tn ny6nu-
KaLMu B OCHOBHOM COCPefOTOYEHbI Ha MOKa3aTesNisax one-
paunoHHo 3GPeKTUBHOCTH, a He Ha MPUObINBHOCTY UK
YCTOMYMBOCTY NPEANPUATUA, U B HUX NMPAKTUYECKM He 3a-



TparmBaeTca BOMPOC O TOM, Kak afibTepHaTUBHbIE pacnpe-
LeNeHNA BXOAALLEro NOTOKA (MPW COXPaHEHNM BENINYMHDI
obLwero cnpoca) BAMAIOT Ha SKOHOMMUYECKME pe3ynbTaThl.

[Jpyroi nnact nutepatypbl paccmaTpusaeT 3GPeKTus-
HOCTb PaboTbl PeCTOPaHOB C TOUKM 3PEHUA YrpaB/ieHuUs
poxopamu. B ocHosononaraowmx tpygax [Kimes, 1999,
p. 19; Kimes, Thompson, 2004, p. 375] nogyepKnBaeT-
CA Ba)KHOCTb WCMOb30BaHNA MOLLHOCTEN U KOHTPONA
NPOLOMKUTENBHOCTN O6CNYXMBaHUA A Npeobpa3oBa-
HWA Cnpoca B AOXOA. XOTA YUeHble 1 NMPU3HaoT U3MeHYN-
BOCTb NOTOKA KNNEHTOB 1 NPpobemMbl MMKOBOWN Harpy3Kku,
CMPOC, KaK NPaBuio, N3MEPAETCA OXMaaeMbiMu obbema-
MU, NPV 3TOM 3KOHOMMUYECKMM MOCNEACTBUAM Pa3finuy-
HbIX dOopM pacnpeneneHnsa NoToka NPUOLITAA KIMEHTOB
YOEenAeTca orpaHUYeHHOe BHMaHVE.

B uenom cyulectByowme UCCNefOBaHUA cofepaTt
LeHHble 3HaHUA O MeTofdax ynpasneHua paboTon pe-
CTOPAHOB, HO UM He XBaTaeT KONMUYEeCTBEHHOrO MOAX0fa,
cBAsbiBawLero GoOpmMy MOTEHUMANIBHOMO MOTOKA Kiu-
€HTOB C (UHAHCOBLIMK pe3ynbTaTamMn U KU3HECNOCo6-
HOCTbIO KOHLeEenuun pectopaHa. B Hawen ctatbe 3TOT
npoben BOCMONHAETCA: B NPeLCTaBNIEHHON MoZenn pac-
npegeneHne NprobbIBAKLWKMX KIMEHTOB PacCMaTpPUBaETCA
Kak pyHOameHTasbHbIN MapameTp AfA OLEHKW OXujae-
Mol Npubbinu. Ha MoaenbHbIX NprMmepax nokasaHo, Kak
XapaKTepUCTUKIN pacnpeneneHns BINAKOT Ha NoKasaTenu
BbIPYYKM, KaKne TWMbl pecTopaHoB MOryT paboTaTtb npu-
ObIIbHO B YCNIOBUAX 3aflaHHbIX OFPAHUYEHNI MO BMECTU-
MOCTU U popMe pacnpefieneHmns NoToka NoTeHUMANbHbIX
KJIMEHTOB.

TEOPETUYECKUW O630P

CucteMbl MaccoBoro o6CNyK1BaHWA NPeaCcTaBAAT MOLL-
HbIl WHCTPYMEHT MaTeMaTMYeckoro MOAENNpPOoBaHNS,
KOTOPbIV IMPOKO WCMONb3YeTCA ANA aHanmM3a npouec-
COB, CBf3aHHbIX C YMNpaBleHWEM ovyepenamu, pacnpe-
LeNleHNeM PecypcoB U onTUMM3auLMen 06CyXMBaHNA
KnneHToB. B pectopaHHom 6usHece CMO nossonsioT
nccnepoBaTb BAIMAHME BPEMEHU OXMAAHWUA, 3arpy3Ku
nepcoHana 1 CTPyKTypbl MOTOKa KNNEHTOB Ha 3dpdeKkTumBs-
HOCTb paboTbl NPeanpPUATAIA, B TOM YMCNe PecTopaHoB,
Kade n ¢yn-koptos. Bnepsble mogens CMO npegnoxe-
Ha A. dpnaHrom [Erlang, 1909, p. 35] ana aHanu3a pabo-
Tbl TenepoHHbIX CTaHuui. Bnocnepcteun [. Kenpann
[Kendall, 1953, p. 340] BBen knaccudpukaumo CMO (Ha-
npumep, M/M/1, M/G/1), koTopas WMPOKO NpyMeHAeTCA
B Pa3fiMuHbIX chepax, BKIoYas 06LeCTBEHHOE NUTaHUeE.
CoBpeMeHHbIe nccneoBaHVA BKIOYAOT MCMONb30BaHMe
MAapPKOBCKMX Lienen, Teopun BEPOATHOCTEN N METOAO0B
MUMUTALMOHHOIO MOZENNPOBAHMA [f1A aHanu3a Clox-
HbIX CUCTEM OOCNYXMBaHWA B pPecTopaHHOM 6u3Hece
[Gross et al., 2018, p. 147; HOpaHoBa, 2019, . 4].

B mogenax CMO BaxHelLWylo pofib UrpatoT BUA 1 Na-
pamMeTpbl 3aKOHa pacnpeaeneHna BXoaALLEro NOTOKa 3a-
AIBOK, KOTOpble OMpeaensioTCA XapaKTepoM MpPOLEeCccoB,
npoTeKalLWMX B MOAENIMPYEMOM OOBEKTE NN B CUCTEME
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«0OBEKT — BHelHAA cpefa» [Cobonb, 1973, ¢. 211]. Kak no-
Ka3blBaeT ONblIT, AN COCTaBIEHNA CUCTEMbI MOZIENEN Hau-
60r1ee YacTo UCNONb3YIOTCA Clefyolue 3aKoHbl pacrpe-
[ieNeHna BXOALLEero MoTOKa: MoKasaTesribHOoe, DpnaHra,
Penesa, HopmanbHoe, paBHOMepHoe [Konemaes, Crapo-
Bepos, TypyHaaesckui, 1991, c. 64]. CMO MOXHO Knaccu-
dvLMpoBaTb NO pARY Pa3NUYHbIX MPU3HAKOB, Yallle BCEro
B NMTepaType BCTpeYaeTca TUMOMOrA Mo AMCUUNIIMHE
0bCnyK1BaHMA, NogpasgensAowan ux Ha Tpyu Tuna B 3a-
BMCMMOCTU OT BuAa obpaboTkm ouepegeir: 1) CMO ¢ om-
Kasamu, B KOTOPbIX 3aABKa, NMOCTyMaloLan Ha BXog, CUCTe-
Mbl B MOMEHT, KOTZla BCe KaHaslbl 3aHATbI, MONTy4aeT OTKa3
1 nokugaet CMO; 2) CMO ¢ oxxudaHuem, B KOTOPbIX 3asB-
Ka, MOCTYNMBLUIAA B MOMEHT 3aHATOCTW BCEX KaHaJOB, CTa-
HOBUTCA B oYepefb M OXuAaeT 0CBOOOXAEHUA KaHana,
KOTOPbIN NpUMET ee K obcnyxunBaHuto; 3) CMO cmewan-
HO20 muna, B KOTOPbIX Ha NpebbiBaHMe 3aABKM B oyepe-
OV HaKNaAblBalOTCA HEKOTOpble OrpaHnyeHnsa (Ha anu-
Hy ouepeaw, Ha BpeMs npebbiBaHWA B ouyepean u ap.).
Ina mogenupoBaHus paboTbl NpeanpuATAA 00LEeCTBEH-
HOro MUTaHWA Haubonee ynobHOW ABNAETCA MHOMOKa-
HanbHaa CMO cmelwaHHOro TMNa, Tak Kak Ha MpakTuke
pecTopaHbl CTaNKMBAKOTCA C ouepeaaMu, 1 3T ouepean
OrpaHuyeHbl, Yalle Bcero — BpemeHem oxumpaaHua. OueH-
Ky MPUEMIIEMOro BPEMEHU OXMAAHWA ANA KOHKPETHO-
ro cJiyyas MOXHO NPOBECTU CTaHAAPTHbIMK MeToAamu
nccnefoBaHUiA NOTPebUTeNbCKOro NoBeaeHus.
JlleatenbHOCTb NpeanpusTMiA 0BLECTBEHHOMO MKUTa-
HMA XapaKTepmsyeTca U3MEHUMBOCTBIO KIMEHTCKOrO Mo-
TOKa (KOTOpbIA OObIYHO MOAENUPYETCA Kak CToXacTuye-
CKUIA NpoLecc), orpaHMYeHHbIMI pecypcamu (nepcoHan,
nocajouHble MecTa, 060pyaOBaHNE) U HAMUMEM OYepe-
aen, uto genaet CMO 3¢ ¢deKTUBHBIM MHCTPYMEHTOM AJ1s
aHanu3a u onTyMu3auum paboTbl pecTopaHoB. OpHUM
13 KntoyeBblx acnekTos npumeHeHna CMO B pectopaH-
HOM 613HEeCe ABNAIOTCA aHaNW3 ouepenelt 1 ynpasreHume
BpEMEHeM OXMAAHMA KNWeHTOB. B uactHocTw, momenu
Buga M/M/s ucnonb3ytotca ans aHanmsa pabotbl pecTo-
paHoOB ObICTPOro O6CNYXKMBaHUA, TAE YMCNO KaHasoB
obcnyKunBaHma (s) COOTBETCTBYET KOMMYECTBY KaccC M Co-
TPYAHUKOB. MMuTaumoHHble mogenun CMO npumeHsaioTca
ANA CLileHapHOro aHanm3a BAUAHWA PasNnYHbIX CTpaTerni
ynpaeneHnsa oyepesamy B pecTopaHax camoobchyuBa-
HuA. B 60MbWMHCTBE CnyyaeB CIMIIKOM JOSTUe oyepe-
AW MOTYT MPUBOAUTL K OTTOKY KIMEHTOB, a 130bITOYHbIE
MOLLHOCTMN — K HeahPEeKTUBHOMY UCMOMb30BaHMWIO pecyp-
coB [Bertsimas, Paschalidis, 2001, p. 124; PycakoBa, 2012,
¢. 305]. B 10 ke BpemA AnnHHble ouepean B page cyiyyaes
ABNAITCA MAapPKepPOM KauecTBa pectopaHa v NprBneKatoT
LOMONHUTESIbHBIX KINEHTOB, 0COOEHHO B TYPUCTNYECKUNX
paiioHax [Raz, Ert, 2008, p. 803; Veeraraghavan, Debo,
2009, p. 549]. Takum 0bpa3oM, KPUTEPUIA ONTUMANBHON
OJIMHBI OoYepean 3aBUCUT OT cneunduyecknx napame-
TPOB Crpoca (BHELWHUX ANA OpraHM3aunn), U CTaBUTb 3a-
[ayvy MVHUMK3aUWMW OAUHBI oYepeaun ana npepanpuatuii
00LLecTBEHHOIO NUTAHMWSA He BCeraa yMecTHO.
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ynpaBneHMe npoeKTamun n 6VI3HeC-I'IpOLIECC8MVI

[Opyras nonynapHas obnactb npumeHeHns CMO - me-
TOAbl ONTMMM3aLUMKU paboTbl NnepcoHana. iccnegosaHua
B 3ToN cdepe MoKasbiBaloT, uTo npumeHeHne CMO no-
3BOSIAET MVUHYMU3UPOBATb MPOCTON 1 MOBBLICUTH MPOU3-
BOAUTENbHOCTb TpyAa. Hanpumep, Ha ocHoBe aHanu3a
BIMAHWA pasHbIX CTpaTernii pacnpepeneHns odpuumaH-
TOB MeXJy CTONMKAMM C UCMOJIb30BaHUEM Mofenel MHO-
rokaHanbHblx CMO MOXHO ONTUMM3NPOBATb FPaduUKK
paboTbl coTpygHuKkos [Bell, Pliner, 2003, p. 216]. B ctatbe
[Batt, Terwiesch, 2015, p. 44] npeanoxeHa rnbpuaHas
mogesnb, 06beanHaoLWan MeToabl TEOPUM MacCOBOIO 06-
CNY>KMBAHMA 1 CTaTUCTUUYECKOTO MPOrHO3MPOBAHMA LA
ONTUMaNbHOro YNpaBneHns YNCnoM PaboTHMKOB B MUKO-
Bble Yacbl. Pag pabot paccmatpusator CMO B KOHTEKCTe
OMHaMMYecKoro LeHoobpa3oBaHusA AN nepepacnpe-
LENEHUA KANEHTCKMX NOTOKOB W CHUXEHUA Neperpysku
B yacbl nuk [Cachon, Harker, 2002, p. 1318], npumeHeHns
6OHYCHbIX NPOrpamm 1 CKUAOK /1A YNpaBieHNA MOTOKOM
KnueHToB [Gans, Koole, Mandelbaum, 2003, p. 135]. B nc-
cnepgoaHuu [Cachon, Terwiesch, 2009, p. 124] nokasaHo,
KaK BpeMs OXuJaHusa BNMAET Ha NOTpebuTenbcKoe NoBe-
LEHVE, N N3yYeHa MOfEeNb, B KOTOPO LieHbI PErynmpyoT-
CA B 3aBUCUMOCTY OT 3arPyX€HHOCTU CUCTEMBI.

Ewe ogHmm acnektom npunoxeHna CMO asnaetca
UccnefoBaHNe BAUAHWA OPraHM3aLMM MPOCTPAHCTBA
pecTopaHa (pacnonoXeHune Kacc, KyXOHHbIX 30H, 30H Bbl-
[auu, CTONNKOB) Ha 3dPEKTUBHOCTb ero paboThbl, B YacT-
HOCTU Ha KONMYECTBO OOCNYXEHHbIX roctel. CTouT OT-
MeTUTb, 4YTo B normctnke CMO yacTo npumeHsaeTca gna
ynpaBneHna NacCcakKMpCKMMU NOTOKaMy U MOZENNpoBa-
HWA 3agepxek B obcnyxusaHum [Osorio, Bierlaire, 2013,
p. 1336]. ins pectopaHHOro busHeca Takue Mmopaenu obinu
NpPeasioxKeHbl A1A pasMeLLeHNs Kacc U CTONTMKOB C yYeToM
BEPOATHOCTHOIO pacnpefeneHns KINeHTCKOro noToka
[Walker, Block, Kawachi, 2014, p. 173], a Takxe 4518 OLeHKN
B/IMAHWA NEePeCTaHOBKM 30H 0OCNYXMBaHNA Ha CKOPOCTb
06pabotku 3aka3oB [Green, Savin, Wang, 2006, p. 16].

Cneundurka NoKanbHOro pbiHKa O6LWECTBEHHOrO Mu-
TaHUA B POCCUINCKMX PErMOHax MCCiefoBaHa B psade pa-
601. C.K. Mnucos [2010, c. 55] BbigenseT KpuTepun pas-
BUTUA KOHKYPEHTHOI cpefbl 0OLEeCTBEHHOIO NUTAHMUA
Ha JIOKaIbHOM pbIHKE U aHanusnpyeT $GakTopbl, BUAIO-
LMe Ha KOHKYPEHTOCMOCOOHOCTb pecTopaHoB. Jddek-
TUBHOE pa3MelleHne npesnpuATAA  06LEeCTBEHHOMO
MUTaHKA Ha JIOKaJIbHOM PbIHKe ABNAETCA KNiouyeBbIM dak-
TOPOM UX yCneLHoro ¢pyHKumoHmposaHusa. E.[l. KoHbkoBa
[2009, c. 161] nccnepyet NOrMcTUYECKUE NOAXOAbI K OLIeH-
Ke 3¢PeKTUBHOCTM pa3melleHVa npeanpuatTuin obule-
CTBEHHOTO MUTaHWA W paccMaTpuBaeT ¢akTopbl, BAUA-
loLe Ha BbIGOP MEeCTOMONOXKEHNA PecTopaHa, a Takxke
BO3MOXXHOCTU MPUBNIEYEHNA KIIMEHTOB.

BmecTe ¢ TeM B nuTepaType OCTaeTCA HeUCCefoBaH-
HOW Npobnema BINAHNA Ha SKOHOMUYECKYI0 YCMELWHOCTb
pecTopaHa XapaKTepUCTUK MOTOKA MOTEHLMANIbHBIX KNK-
€HTOB. DTN XapakTEPUCTUKM MOYTW MOSIHOCTHIO 3aBUCAT
OT BHeLHKX GpaKTOpOB, B NepBYt0 ouepeab OT MecTa pac-

nonoxenusa. CylecTByowme SMNNPUYECKMe NPUHLMMbI
BblOOpa TMMA pecTopaHa B 3aBUCMMOCTU OT JioKaumm
LOBOJIBHO HEYETKM 1 B BOMbLIMHCTBE C/YYaeB OLEHUTD,
6yneT M B fAaHHOM MecCTe MOTEHUMANbHO YCnelleH pe-
CTOpaH CpefHen KaTeropum uam 6bICTporo obcyxmBa-
HKA, Ha MX OCHOBE CJIOXHO. B TO e BpemsA KonnuecTso
NOTEHLUUANbHbBIX KNIMEHTOB U BpEMEHHOE pacnpeaeneHue
MOTOKa KJIMEHTOB BLICTYMAOT KMOUYEBbIMY daKkTopamm
AN1A BblbOpa TNa pecTopaHa: YCneLHbI pecTopaH BbICo-
KO KYyXHU MOXeET npegnonaratb oguH 060pOT CTONNKOB
3a Beuep, B OT/IMUME OT pecTopaHa BGbICTPOro obCnyKu-
BaHMA. OTMeTUM, YTO GOMbLWMHCTBO HAYasbHbIX WHBE-
CTUUUIA B OTKPbITE pecTopaHa (au3anH 3anoB, mebenb,
yacTb 060pyHOBaHNA, MAAHUPOBKA MPOU3BOLCTBEHHON
30HbI) ABNATCA HEBO3BPATHbIMK Ja)e Npu nepenpo-
dunrposaHMM 13 OQHOrO TUMa pecTopaHa B ApYroi. To
LenaeT NepBOHayasbHbI BbIGOP TUMA pecTopaHa Kputu-
YyecKun BaXKHOW 3afaven.

METOOUKA UCCNIEAOBAHNA

B nuTepatype obLenpuHATON cunTaeTCa Knaccmdurkauma
pectopaHoB MO MATA KaTeropuaM: pectopaHbl ObICTPO-
ro obcnyxnBaHUA, pecTopaHbl AfiA CEMENHOrO OTAbIXa,
HedopManbHble PecTopaHbl, Knaccuyeckne pectopaHbl
N pectopaHbl BbICOKON KyxHu [Walker, 2021, p. 25]. Pe-
CTOpaHbl 6bICTPOro 06CNYXKMBAHUA — 3TO PECTOPaHbI, rae
efla U HanNWTKM OMiauymMBalTCcA Jo nofauun. Kputnuecku
Ba)KHbIMV MOMEHTaMW AJif 3aBefeHWiA 3TOro Tuna ABNA-
l0TCA rOTOBHOCTb NepPCOHana U fOCTaTOYHOE KONMYECTBO
efibl, UToObl OOCNYKUTb MAKCUMANbHOE KONMYECTBO KNu-
€HTOB 3a MMHMManbHOe BpeMA. PecTopaHbl ona cemen-
HOro oTAblXxa PasBuANCb U3 KodeeH, npeanaratT npo-
CTOe MEHI0, OPUEHTUPYACH Ha CEMEMHbIA CErMEHT PbIHKa,
1, KaK NPaBuio, He MOAAT aNkorofibHble HanNWUTKW. He-
dopmanbHble pecTopaHbl npeanaraloT  GUpPMeEHHbIe
6niofa, BUHHBINA cepBuUc, 6ap 1 KOMOPTHYI0 06CTaHOB-
Ky. Knaccuueckne otnmnyaiotca 6oree TOPMKeCTBEHHOW,
dopmanbHoi 06CcTaHOBKOW 1 06CnyxMBaHNeM. PectopaH
BbICOKOW KyXHW Mpeanaraet OPOryt KyXHIO U HanuTKu,
BKJII0YaA BUHA, SN1eraHTHOE 06CNYK1BaHWE 1 POCKOLLHYIO
atmocdepy. O6OpPOT cTONa B TaKUX 3aBeAeHMAX 4acTo
MPOUCXOANT TOMIbKO OfMH pa3s 3a Beuep.

Insa uenn Hawero nccnefoBaHWA Mbl YKPYNHUM 3Ty
Knaccudukaumio n bygem paccmatpvBatb Tpy Tuna pe-
CTOPAHOB B 3aBUCMMOCTU OT CTaHAAPTOB BpemeHn 06-
CNYXXUBAHWA KJIMEHTOB U CPefHel BbIpyYykn pectopa-
Ha C O4HOrO KnuneHTa. [lepssili TUN BKKOYAET PeCcTOpaHbl
6bICTPOro 0bCnyXMBaHUA, ANA KOTOPbIX 13-3a cneundu-
Kv opraHu3aummn 6r3sHeca xapakTepHbl B CpeAHEM Masioe
BpemA obcnyxnsaHua knueHtoB [Dharmawirya, Okta-
diana, Adi, 2012, p. 11] n HeborbLWas Bbipyyka C OQHOTO
KNMeHTa.

Ko smopomy Tuny otHecem pectopaHbl casual dining
1 GIOAXKETHbIE KNAacCUYecKne pectopaHbl, MPeanosioxunB,
UTO CpefiHee BpPeMA 0OCNYKUBaAHWSA KIIMEHTOB 1 CpeaHAn
NpmMObINb C OAHOMO CTONWKA A PECTOPAHOB CPEAHMX Ka-



Teropuii NpubnnsnTenbHO oamnHakosbl. CpeaHAA Bblipyy-
Ka C OHOro KnuneHTa B 3TUX pecTtopaHax B 2,3-3,4 pasa
BblLLEe, YeM B pecTopaHax nepsoro Tuna [[onmeuosa, Co-
pOKuHa, 2022, c. 24].

K mpemeemy Tuny — C BbICOKMMU NOKa3aTensamu cpeg-
Hero BpemeHun 06CyXMBaHNA KIVEHTOB 1 CPeaHel npu-
6bINM C OAHOTO CTOMMKA — OTHECEM APYTYI0 YacTb Knaccu-
YECKMX PeCTOPaHOB 1 PeCTOPaHbl BbICOKOW KYXHU.

Mpu 3ToM nof BpemeHeM OOCNYXUBaHWA KNUEHTOB
Mbl Mofpa3yMeBaem Bpems, Mpollefliee OT MOMEHTa,
Korga KNVEHT npuwen B pecTopaH (mogolen K Kacce
B pecTopaHe 6bICTPOro 06CyXMBaHMA UK CeN 3a CTONMK
B pecTopaHe Apyrux TUMoB), 4O MOMEHTa, KOrfa KIMeHT
BblLLIEN U3 pecTopaHa, ocBoboauB cTonukK. B page apyrmx
paboT, MOCBALEHHbIX WUCCNEAOBaHNI0 PECTOPaHOB Obl-
CTPOro o6CNyXMBaHUA, MOL BPeMeHeM O0OCNYXMBaHUA
MOHUMAETCA TOMbKO BpPEMsA, MPOBEAEHHOE K/IMEHTOM
Ha Kacce npw 3aKase 1 onnate ycnyru. Haw nogxop 6onee
YHUBEpPCANeH 1 NO3BOMAET pacCMaTprBaTh BCe TWMbl pe-
CTOPaHOB B pamKax OHOW MoJenu.

PaccmoTpum 3apauy onpegeneHus Tuna Oygyuiero
pectopaHa B 3aBUCMMOCTM OT XapaKTEPUCTUK MOTOKa
NOTEHUMANbHBIX K/IMEHTOB, Mpefnonaras, YTo UX Konu-
YeCcTBO W pacnpepeneHue Mo BpemMeHu B TeyeHue [HA
M3BECTHbl C HEKOTOPOW ToyHoCTbio. C Takon 3apauen
BCerga CTaJIkMBaeTcA npeanpuHUMaTenb Npu NPUHATUN
peLueHun 06 OTKPbITUM HOBOTO pecTopaHa: MecTto pacno-
NOXeHVA onpeaenseT He TONbKO BEpPXHME rPpaHuLbl Ans
pAfa BaxHbIX (aKTOpPOB, BKOYasA NoWaab 3ana U Ko-
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NNYECTBO MAPKOBOYHbIX MECT, HO 1 NMOTEHLUMNANbHBIA NO-
TOK KNMeHTOoB. [Npn 3TOM AnAa pasHbiX TUMOB PeCTOPaHOB
3TOT NMOTOK MOXET ObITb Pa3HbIM. 3aMeTVM, UTO B Hallel
MOAEeNN Noj KINEHTOM NOHNMAETCA Of|HO 3aHATOE MECTO
3a CTOJINKOM UMW OAVH CAEMaHHbIN 3aKa3 An1a KIMEeHTOB,
KOTOopble MOKyMaloT efy Ha BblHOC. Yacto Habniopae-
Mble Cnyyau, Korja B pectopaHe ABa Wav TP YenoBeka
3aHUMAIOT CTONIMK Ha YETBEPLIX, OOQWH YeNIOBEK AenaeT
3aKa3 Ha BbIHOC JJ1A HECKOJIbKMX, MOTYT OblTb YUTEHbI 13-
MEHEHNEM CpefiHeN MapP>KUHANbHOW MPUObINN C OAHOro
KnuneHTa.

MpeanonoXmnm, Yto MMEeTCA BO3MOXXHOCTb OTKPbITb
NGO 13 TPeX TUMOB PECTOPAHOB, TO €CTb OFPaHNYeHns
MO MakCUManbHOMY 06beMY MHBECTULLMIA 1 NO FOPU3OHTY
NNaHNPOBAHUA OTCYTCTBYIOT, @ TakKe ANA YNPOLLEHWA MO-
AENN — YTO pacnpefeneHne NoToka KINEHTOB He MeHS-
€TCA fieHb OT AHA. B peanbHoOCTM Mbl cKopee Bcero 6yaem
HabniogaTb pa3Hble BUAbI pacnpeneneHns B OyaHMe 1 Bbl-
XO[Hble AHW 1 B Pa3Hble CE30HbI, 1 TOrAa PacyeTbl MOXHO
NPOBOANTb OTAEMNbHO MO KaXJOMY BUAY pacnpefeneHus.

Beegem cnegytowme ob603HaueHWs, onpegenvs Tun
pectopaHa Kakj € {1,2,3} (tabn. 1).

OueBMAHO, UTO BCE NepPeYNCIIEHHbIE BENYMHbI MOTYT
NPUHMMATb TONbKO NMONOXKUTESbHbIE 3HAYEHNA.

Takum obpazom, AfiA pecTopaHa Kaxkaoro Tuna MOoXHo
3anucaTb BblpaXkeHne [f1a OXMAAEMOWN OonepaumoHHON
NpmbbiNv B AeHb B CNieAytoLLeM BULE:

(1)

K; =
= oy o(p17365 N 1y
ui=qy;-slr —365+W]/_/) 365"

Tabnuua 1 - [lepemeHHble moOenu
Table 1 — Model variables

lNoka3aTtenb O603HaueHne |EguHMLbI n3mepeHns
KonnuecTBo KaHanoB o6CiyKMBaHUsA (KONMYECTBO CTONNKOB) s MecTa
CpepnHee BpeMs 3aHATOCTY KaHana (06cnynBaHua KnmeHTa) t; MwuH.
MakcrmanbHoe BpemMA OXKMAAHWA KNMeHTa B ouepenm Tox MwuH.
MomeHT noctynneHuns k-in 3aaBKn Tk MuH.
MomeHT 0cBOGOXKAEHUSA i-ro KaHana ti MwH.
MpomexyTok BpemeHn mexay k- u (k +1)-11 3aaBKamu Tk MwuH.
Bpems oKoHYaHus onbiTa Twon MuH.
Konwnuecteo onbiToB N En.
CYeTumK BbIMNOSTHEHHDbIX 3aABOK Mebin Eq.
CyeTunk oTKa3oB Motk En.
KonnuectBo 06cny»eHHbIX KMEHTOB 3a [leHb B pecTopaHe j-ro Tina G Yen.
YaenbHoe KONMYeCTBO UCMOJIb3yeMOro HaeMHOIo Tpyaa Ha OUH KaHan o6cnyXrnBaHns L Yen-aHu
B pecTopaHe j-ro Tuna ! )
CpepnHsA 3apaboTHas nnata B pecTopaHe j-ro Tina w; P./uen.-gHn
YoenbHoe KonnyecTBo AONOSIHUTENbHBIX MaTeprasbHbIX 3aTPaT Ha OAMH KaHan K Py6n
obcnyxnBaHMA B pecTopaHe j-ro Tuna 1
ExxerogHble NocToAHHbIe 3aTpaThl, C1abo 3aBUCALLME OT TUMA pecTopaHa (apeHaHas F Py6n
nnata, 3apaboTHaA nnarta ynpasiieHYeCKOro nepcoHana u 7. n.)
MNepBOHauYanbHble NHBECTMLMM Ha OTKPbITUE pecTopaHa j-ro Tuna K; Py6nn
MpoueHTHaA cTaBKa r %
CpefHAA MapXXrHaJibHasA Nprbblb C OAHOTO KJIMEHTA B PeCTOPaHe j-ro Thna Yj Py6nn
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Torga oxumpaaemblin GUHAHCOBLIN pe3ynbTaTt 3a D gHei
MOXET ObITb NPeACTaBNeH TakK:

()

L= . _ pT/365 f¢.
Uj=Du;-r'">>K;

3apavei pectopatopa ABNAETCA BbI6OP TMMa pecTopa-
Ha j, AnA KOTOporo 6yayT NONOXNUTENbHbIMU, BO-NEPBLIX,
3HauYeHue oXnaaemol onepaunoHHon npubbiny (1) npu
JaHHOM pacnpefeneHun NoToka KINeHTOB 1, BO-BTOPbIX,
3HaueHWe GpMHaHCOBOro pe3ynbTata (2) 3a pasymHbIN ne-
puop D, oTparkalowwmii ropu3oHT NAaHUPOBaHMA PecTo-
patopa. OueBMAHO, YTO SKOHOMUYECKMI cmbici GopMy-
nbl (1) - 370 pa3mep NpeaenbHON NPNbLIIM pecTopaHa 3a
LeHb, a dopmynbl (2) — pasmep oxugaemoin obuiel npu-
6b11111 O FOPU3OHTA NIAHNPOBAHNA.

3ameTnm, 4TO B BbipaxeHuu (1) pectopaH, no cyTy,
MOXET YNPaBnATb TONbKO KONMYECTBOM KaHanosB s (npu
3TOM MaKCMMyM S 33fiaeTcA BHelHen cpepoh — pusnye-
CKMMMW OTPaHUYEHUAMW MeCTa PacrnoioXKeHWsA pecTopa-
Ha). OT BHewwHen cpeabl (MOTOKa MNOTEHUMANBbHbBIX KIMEH-
TOB) TaKKe 3aBUCUT ¢;. OCTasbHble NapameTpbl U3BECTHbI
3apaHee C JOCTaTOYHOW TOYHOCTbIO (PbIHOYHbIE 3apnia-
Tbl, MPOLEHTHAA CTaBKa, TEXHONOrMYeCKne HOPMbI WC-
MoNb30BaHWA TPyAa, CTOUMOCTb 06OpPYAOBaHMS, LieHb)
nM60O MOryT N3MEHATLCA B HebOMbLIMX Npegenax (cpea-
HAA MapP>KUHaNbHasA NPUGLIND).

Ona MMWTaUMOHHOrO MOAENNPOBAHNA TakKoW 3aja-
um 6ygem ucnonb3osatb CMO, cocToALLyO 13 S KaHANOoB,
KaKabl U3 KOTOPbIX MOXET 06CNYXMBaTb KNNEHTOB. B cn-
CTeMy MOCTYNAOT 3aABKW, NPUYEM MOMEHTbI UX NOCTYMIe-
HMA cnyyanHbl. Kaxkaasa 3asBKa noctynaeT Ha KaHan Ne 1.
Ecnun B MOMEHT nocTynneHua k-1 3afBKW 3TOT KaHan CBO-
604eH, TO cucTemMa NPUCTYNAET K OOCIYXMBaHWIO 3asB-
KW, 4TO NpogonxaeTtca t; MUHYT. Ecnv B MOMeHT Ty KaHan
N9 1 3aHAT, TO 3aABKa MFHOBEHHO repefaeTca Ha KaHan
N2 2 n 7. 0. HakoHew, ecnu Bce S KaHalloB B MOMEHT Tk 3a-
HATbI, TO CUCTEMA BbIJAET OTKa3, U KIMEHT nomeLlaercs
B ouepeb. Kak ToNbKO 0CBOOOXKAAETCSH Kakon-nnmbo Ka-
HaJ, 3aABKa U3 ouepean nepepaetca Ha KaHan Ne 1. XoTa
B HEKOTOPbIX YAaCTHbIX C/Ty4asx Takoro Tuna 3afjayd yaaet-
CA HANTN aHANNTMYECKNE PeLLEeHN, B OOLLEM Cllyyae Me-
Ton MoHTe-Kapno sBnsetca yHuBepcanbHbIM CNocobom
pacueTa, JaloLMM OLEHKM C NPUEMNEMON TOUHOCTbIO.

MycTb NOTOK 3aABOK 3aflaH HEKOTOPbIM 3aKOHOM pac-
npeaeneHns. 3a HauyasnbHbIi MOMEHT pacyeTa Bblbepem
MOMEHT MOCTYnneHnA nepson 3aaskn T = 0. MoxHO cuu-
TaTb, YTO B 3TOT MOMEHT BCe t; paBHbI T1: BCe KaHabl CBO-
60aHbl. Bpemsa okoHuaHMA Tyoy =T1 + T.

NepBan 3aABKa nocTynaet Ha KaHan N2 1. 3HauurT, B Te-
yeHwue t; 3TOT KaHan byaeTt 3aHAT. MosTtomy ty = Ty + t3, fo-
6aBnsem 1 K CYETUMKY BbIMOSIHEHHBIX 3a8BOK W Mepexo-
UM K PaCCMOTPEHMIO BTOPOWA 3aABKN.

MycTb yxe paccmoTpeHbl k 3aaBokK. Torga Hafo pasbl-
rpatb MOMeHT noctynneHus (k +1)- 3asasku. Insa storo
pa3birpbiBaeM OuYepefHOe 3HaYyeHue Ty, 3aTeM BblUMC-
nAem MOMEHT noctynnenns Ty 11 = T + T¢. CBoGOZEH NK

B 3TOT MOMeHT KaHan N2 1?7 [1na yctaHOBAeHWA 3TOro Npo-
BepseM ycnosue t; < Ti 41. ECNK OHO BbINOAHEHO, TO K MO-
MeHTY Tk 1 KaHan y»e 0cBO60ANNICA N MOXKET 00CNYKNUTb
3aaBKy (k +1). 3T0 03HauyaeT, YTO Mbl JOMKHbI 3aMEHUTb
t; Ha Ty 41 + t;, 0O6ABUTb €AVHULY K CHETUMKY BbINOSHEH-
HbIX 3aABOK 1 NepenTn K cregymowen 3asaske. Ecnm ycno-
BME HEe BbINOSIHEHO, TO KaHan N2 1 B MOMEHT Tj 41 3aHAT.
Torga mbl NpoBepsiem, CBO60AEH N KaHan N2 2: t) < T 4.
Ecnu ycnoBue BbinonHaetcs, 10 & = Ty 41 + t5, fo6aBnsem
1 K CYHETUMKY BbINONHEHHbIX 3a8BOK U Mepexogum K crne-
ayouwen 3aaske 1 T. 4. MoxeT okasaTtbca, UTo AnA BCex
i=1,2,..,5t> Tk4, TO €CTb BCE KaHaNbl B MOMEHT Tk 41
3aHATbl. Toraa Hago f06aBUTb e AVHULY B CYETUMK OTKA30B
1 NepenTn K pacCMOTPEHMIO ceaytolent 3aaBKN. Kaxkabin
pa3 Bbluncnaa Ty 41, HAAO NPOBEPATb YCIOBME OKOHYAHWA
onbiTa: Tk 41 > Tkon. KOroa oHO OKaXeTcs BbIMOIHEHHbIM,
OMbIT 3aKaHUMBAETCA. B cueTumKke BbINMOMHEHHbIX 3as8BOK
N B CYETYMKE OTKa30B OYAYT CTOATb YMCNa Wgpn U Motk
Takon onbIT nosTOpAeTca N pas, 1 pe3ynbraTbl BCeX OMbl-
TOB YCPeAHAIOTCA:

1 .
M Ugpin = N Z?I=1 Hawin (), 3)

1 .
M Hork = N Zy=1 Motk (I)r 4)

rae Mewin () U Motk () — 3HAUEHMA Pgpin W Pork, MONYYEHHDBIE
Bj-M OMbITe.

B cnyuae, Korga 3aAaBKa CTaHOBMTCA B ovepefb 1 OXK-
[aeT 0CcBOOOXAEHNA KaHana BpeMs Toy, airopuT™m Crepy-
€T HEeCKOMbKO CKOPPEeKTMPOBaTh: B CUTyaumn, Korga Bce
KaHasbl 3aHATbI, HEOOXOAUMO B LIKIIE CAeNnaTb NPOBEPKY
ti < Ty + Tox W, €CIN HANZETCA 3HAYeHne i, AnA KOTOpPOro
3TO HepaBEeHCTBO BbINONHAETCA, cnegyer t; = t; + t;. B npo-
TUBHOM CJlyYyae HY>KHO f06aBUTb eAVHULY B CYETUMK OT-
Ka3oB. Ha puc. 1 npuBepeHa 6/10K-CXema OnMcaHHOro an-
roputMma.

bynem paccmaTpurBaTth Tpy pasnnyHbIX CLeHapua pac-
MONIOXKEHNA pPecTOpaHa, OT/IMYAIOLNXCA XapaKTepucTu-
KaMu NOTOKa MOTEHLMaNbHbIX KITMEHTOB:

1) pacnonoxeHue B 4eN0OBOW YaCTu rOpoAa, B neLen
LAOCTYNHOCTU OT OUCOB, HO BHE 30H, HEMOCPEeACTBEH-
HO npuneraloWwmx K TYpPUCTUYECKO-pa3BneKaTeslbHbIM
aTTpakTopam. [na onucaHmAa NOTOKa KAMEHTOB 3AecCb
NCronb3yeTca  MyacCOHOBCKUA  3aKOH  pacnpepene-
HUA C MaTEMATUYECKNM OXKULAHNEM BPEMEHWN NOABNEHNA
noTeHUMUanbHoro KnmeHta d = 330 (MUHYT C MOMEHTA Ha-
yana paboTbl pecTopaHa), NOAXOAAWMIA ANA pacnpeaesne-
HUI C BblpaXkeHHbIM MUKOM B 0befieHHOe Bpems (B Teue-
Hue 1,0-1,5 u), xapakTepHbIM ONA MECT, B OKPeCTHOCTAX
KOTOpbIX pacnonaraoTcs oducbl NPeanpuUsaTUA 1 OpraHu-
3auunm;

2) pacnono)keHme B OKPECTHOCTM 3HAYUTESIbHOro
[OHEBHOroO MOTOKa TYPWUCTOB M OTAbIXalOWKMX (B Napkax,
6nM3 TYPUCTUUECKMX aTTPAKTOPOB, B MOANax W T. M.).
[na onncaHuA NOTOKa KNMEHTOB B AaHHOM Cilyyae npu-
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Puc. 1. bnok-cxema anzopumma pa6omsi cucmemol MACCOB020 06CITYKUBAHUSA

Fig. 1. A block diagram of the queuing system operation algorithm

MEHSAETCA HOpPMaJbHbI 3aKoH ¢ napameTtpamm N (a = 330,
0 = 30), uTobbl OTpa3nTb 6onee CriakeHHbIN MUK aKTUB-
HoCTW B 0begeHHoe Bpems (Hanpumep, ¢ 11:30 go 14:30),
KOTOpbI Habniogaetca A8 MeCT, PacrofoXeHHbIX ps-
[OM C TYPUCTUUYECKMMU JOCTOMNPUMEYaTeNIbHOCTAMU, Me-
CTaMM MacCOBOTO OTAbIXa W LIOMMMWHT3;

3) pacnonoXxeHus, AN KOTOPbIX XapaKTepHbl ABa pas-
HbIX NKa aKTUBHOCTU B TeUeHMWe AHA (BO3Je YHUBEpCUTeE-
TOB, KPYNHbIX 6U3Hec-LeHTPoB). Mpun 3Tom ana onucaHua
MOTOKa KIIMEHTOB MCMONb3yeTca 6uMofanbHoe pacrpe-
aeneHue ¢ napametrpamm wq N (a; =120, 07 =30) + wo N
(a» =330, 0, =30), w; =0,25, w, =0,75.

Bblbop [aHHbIX CUEeHapueB MNPOAMKTOBAH pPacnpo-
CTPAHEHHOCTbIO MOXOXMX KOMMEKCOB XapaKTepUcCTuK
ANA MeCT pacriofioKeHUsi PecTopaHOB B HacTosllee
Bpema [Bnacosa, baHaes, 2015, c. 79; lNonbiHckas, 2020,
¢. 164] n anpuopHoi aTprbyLmen BblIOpaHHbIX CLIEHapHEB

K TPeM pas3fiMyHbIM TNam pacnpepeneHns NoTOKOB Mo-
TEHLMaNbHbIX KIIMEHTOB.

B MopenbHoM pacyeTe npeanonaraeTca HeWsMeH-
HOCTb XapaKTeEPUCTUK pPacnpefenieHna roToKa MOTeH-
UManbHbIX KIIMEHTOB MeXAay nepuopamu. [laHHoe po-
nyLeHre HOCUT YNPOLLALWMIA XapaKTep W HarnpasieHo
Ha m3onaumio 3ddPekTa BpeMeHHOW CTPYKTYpbl NPUTO-
Ka KJIMEHTOB, OKa3blBAEMOIO Ha MOKa3aTenu BbIPYYKM
pa3fiNyHbIX TUMOB PecTopaHoB. B peanbHbIX ycnosusx,
pa3ymeeTcs, NapaMeTpbl MOTOKa MOryT CYLEeCTBEHHO
BapbMPOBaTbCA B 3aBUCUMOCTY OT TUMa AHA (6yaHuWe, Bbl-
XOfIHble, NPa3fHNYHbIe), CE30HHbIX PaKTOPOB, 0COOEHHO-
cTen nokauyuu. MNpun npakTmyeckom NPUMeHEeHNN MOZENM
yKa3aHHaA HEOOHOPOAHOCTb MOXET ObITb yuTeHa 6e3 n3-
MeHeHMs ee 6a30BON CTPYKTYpbl. B YacTHOCTW, BO3MOXKHO
nnbo MCNonb3oBaHWe CpeAHEB3BELLEHHOMO 3aKOHA pac-
NpefeneHna MOTOKA KWEHTOB, OTPAXKAKOLWEro 4actoTy
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pa3fNnyHbIX TUMOB MNEPUOAOB, NMOO NpoBefeHMe pas-
JenbHbIX PaCYeTOB A/1A OTAENbHbIX KaTeropuin gHer ¢ no-
cnepytowlei arperaumein pesynbratoB. Boibop KoHKpeT-
HOro nopxopa onpepenaerca LOCTYNHOCTbIO [aHHbIX
1 cneundrKom paccMaTpuBaemoro npeanpuaTHs.

B kauecTBe MoenbHOro 06beKTa BblbpaH HEOObLLION
pecTopaH ¢ nnowaabto 3ana 50 M2, Mpu onpegeneHnn Ko-
NNYeCTBa N CTOUMOCTU UCMONb3yeMOro Tpyaa U KanvTana,
a TaKXKe cpedHen MapXnHanbHON NPKOLIIN PecTopaHoB
Mbl OPUEHTUPYEMCA Ha OLIEHOYHbIE IaHHble O COCTOAHMU
JaHHOro pblHKa no Poccunckon Oepepaumu, 3a npegena-
Mun Mockebl [JomkeHko, 2025, ¢. 87]. BennunHbl, xapakTe-
pu3ylolme MakcMManbHOe KONMYeCTBO KaHanos obchy-
XKMBaHMWSA, BPEMA 3aHATOCTU KaHana v BpPema OXuaaHusA
KNIMEHTa, OLEHeHbl NO [JaHHbIM, COAEPXalUMCA B OT-
pacneBblX aHANUTUYECKKX OTYeTax', MPOLIEHTHAA CTaBKa
npuHATa paBHou 18 %.

Mpeanonoxmm, uyto 6GU3HeC-NpoLecchl pecTtopaHa
ONTMMM3MPOBaHbI C YYETOM €ro Tvna, Niowaam 1 mecta
PacnonoXeHNa — KOMMYECTBO KaHanoB 06CNyXuMBaHUA
He MOXeT OblTb YBENNYEHO, a cpefHee BpeMs 06C/yXu-
BaHWA He MOXeT OblTb YMeHblUueHo. Takum 0bpa3om, pac-
yeTbl MO MMUTAUMOHHOW MOAENV JalT OLEHKY CBepXy
INA OXngaemorn NprbbINM KaxLoro 13 Tpex TUMoB pecTo-
paHoB. /13 3TOro npeanonoXxeHuns, B YaCTHOCTY, CnepyerT,
YTO pecTopaH TPEeTbero Tuna B cueHapusax 1 u 2 pabota-
€T B OfjHy CMEeHY, UTO YUTEeHO B pacyeTax pacxogos. Torga
napameTpbl Ana sbipaxeHuii (1) n (2) bygyT cnegyowmymm
(Tabn. 2).

Tabnuya 2 - [Napamempsl MoOesibHbIX pecmopaHos
Table 2 - Parameters of the model restaurants

Napametp Tun pectopaHa

mozenu 1 2 3
S, MecT 40 32 20
t;, MUH. 15 45 90
Tox: MUH. 4 15 30
Lj, ven.-gHein 0,1 0,2 0,33
Wj, TbIC. p. 1 1,5 2,5
K;, ThiC. p. 2,5 10 37,5
F, TbIC. P. 12550 12550 14 500
K;, toic. p. 3400 6 800 10 000
Vi P 225 630 2100

Mpumeyarue. icTouHnK: PoiHOK 06LlecTBEHHOTO nNuTaHusa Poccun.
TenpeHumn 2023 roga. (2023). CankT-TeTtepbypr: INFOLine.

B KauecTBe ropn3oHTa OKynaemocTu NPUHAT TpexJieT-
HWU nepurogd. 3aMeTUM, UTO B peasibHbIX YCIOBUAX OXunaa-
€MbIl CPOK OKYNaemoCT/ ONpefenaeTca COBOKYNMHOCTbIO
pa3HopoaHbIX $akTopoB, BKouas GopmaT 3aBefeHus,
pervioHanbHble 0COBEHHOCTU CMPOCa, MaKPO3KOHOMM-

' PbiHOK 06LecTBeHHOrO nuTaHUA Poccun.
2023 ropa. (2023). CankT-MeTepbypr: INFOLine.

TeHaeHUMN

Yeckyl CUTyauuto, MNOBefEeHYECKNE XapaKTePUCTUKM
1 OlogKeTHble OrpaHnYeHns nHBectopa. B mogenn ropu-
30HT OKYNaeMOoCT/ MOXET 6bITb NPOM3BOJIbHO 3afaH 6e3
M3MEHEHNA METOAMKMN pacyeToB, YTo obecrneunBaeT BO3-
MOHOCTb MPVMEHEHNA B Pa3INUHbIX MPaKTUUYECKUX CLe-
HapwuAXx.

[na Kaxmoro cueHapusa 1 KaXaoro Tvra pectopaHa
nposegem 1 000 umutaumin gna onpegeneHnsa 3HaueHun
MVHUMASIBHOTO  KONUYeCcTBa OOCHY)KEHHbIX KJIMEHTOB
3a fIeHb Cj, YNOBNETBOPAIWMX YCNIOBUAM MONOXKNTESb-
Hocty u; (1) n U; (2) npy NNOTHOCTU BXOAALLEro NOTOKa
oT 50 no 2 000 yen./meHb, M3MEHAKLWENCA C LIArom
B 50 yen./geHb. CTOMT OTMETMTb OUYEBUIHOE COOOPaXKe-
HMe, YTO MNIOTHOCTb NMOTOKAa MOTEHLMANbHbIX KMEHTOB
ANA PecTOpaHOB PasHblX TUMOB, 3aHVMAKOLWMX OAWHaA-
KOBYIO MNOWaAb B OQHON U TOW Xe reorpaduueckon no-
Kaumu, 6yneT pasnnyHon n3-3a psaga $akTopos (pas3me-
pa cpefHero yeka, cpefHero BpemMeHu o6CnyXuMBaHUA
n gp.). 13 atoro cnepgyer, 4to Npu NPaKTUUYECKOM NprMe-
HEeHUW MPEeASIOKEHHON MOAENN MIOTHOCTb BXOAALIEro
MOTOKa HY»KHO OLEHMBATb AJIA KaXKAOro M3 Tpex BMAOB
pecTopaHoB OTAENbHO.

PE3YNbTATbl UCCNIEAOBAHUA

MpeacrtaBuM pesynbTaThl UIMUTALMOHHOTO MOZENMPOBa-
HUA metogom MoHTe-Kapno ana paccmatpuBaemMbix cue-
HapweB, NoJiyyeHHble Ha ocHoBe cepun 13 1 000 nporoHoB
ANIA KOKAON KOHQUrypauum napameTpoB «CLeHapuin —
TN pecTopaHa». B Tabn. 3 nprBegeHbl OLEHKN CpefHUX
3HaYeHW nokasaTenein NMpmbbINM KU KonmuyecTBa obcny-
MEHHbIX rOCTeN, a TakXKe CTaHJaPTHble OTKNOHEHWA [IHEB-
HOM OMepauUnoHHON MpPUObLINK, MO3BONAWME OXapaK-
Tepn3oBaTb CTerneHb BapUaTMBHOCTU Pe3ynbTaToB ANA
HEeKOTOpPbIX 3HAYEHUN MAOTHOCTM MOTOKa NOTEeHUManb-
HbIX KITMEHTOB.

Kak BUOHO M3 MpeAcCTaBNeHHbIX pPe3ynbTaToB, pas-
6pOC 3HaUYeHNI AHEBHOW OomnepauyioHHON NpPUbLINK B Le-
nom cnabo 3aBUCUT OT UHTEHCMBHOCTW BXOAALLErO Mo-
TOKa W ABNAETCS OTHOCUTENIbHO HEBbICOKUM (0KoJo 5 %)
B 0651aCcTAX ycTONumMBOW PaboTbl cucTeMbl. BmecTe ¢ Tem
B OKPECTHOCTM TOUYKW HyneBoW npubbinu Habnogaet-
CA CyWeCTBEHHOE YyBeMYeHre BapuaTUBHOCTU pe3yib-
TaToOB, UTO OTPaM<aeT MOBbIWEHHYI0 UYBCTBUTEIbHOCTb
K CNlyyaliHbiM KonebaHUAM cnpoca B MOrPaHUYHbIX PEXK-
Max GYHKLMOHUPOBaHNA. OTMETUM, UTO MPU NMYaCcCOHOB-
CKOM pacnpefeneHnn 1 BbICOKOW NAOTHOCTY BXOAALLEro
MoTOKa O Pe3KOo MafaeT, Tak Kak JoCTUraeTca onepaumoH-
HaA NOMHOTa 3arpy3Ky MOLLHOCTEN pecTopaHa.

PaccmoTpum cueHapuin 1 — C BbIPaXKe€HHbIM MUKOM
KNneHTOB B 0befeHHoe BpeMs. Ha puc. 2-4 npeacrasie-
Hbl OLlEHKN CpefHEro Konmyectsa ob6Cny»KeHHbIX rocTen
3a [leHb, AHEBHOW OMepaLVoHHON NPUOLIIM U FTO4OBOM
onepaLVoHHON NPUBLIIN C Y4ETOM NONIHON OKYNaemocTu
nepBOHaYanbHbIX PAaCXOO0B 3a TPU roAa (Janee COOTBeT-
CTBEHHO — KONMNYECTBO roCTel, AHEBHasA NpuUbLbINb, rofo-
Bas NPUObIb) AnA Pa3HbIX TUMOB PECTOPAHOB.
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Tabnuya 3 - Pe3ynemamel uMumayuoHH020 MoOesupo8aHus ;;

Table 3 - Results of model simulation 5

3

74 200 400 600 800 1000 1200 1400 1600 1800 2000 E

Pecmopat 1-20 muna E

Pfy -4751 4075 8596 11120 13412 15310 16 633 17 494 18 324 19175 E

S 1231 1373 1213 1287 1326 1267 1074 1089 1199 1243 E

Pf, -3596 -375 1275 2197 3033 3726 4209 4523 4826 5137 E

G 169 208 228 239 249 258 264 268 271 275 g

PecmopaH 2-20 muna E

% Pfy -11803 -7 046 -2 089 2165 4034 4483 4601 4688 4 807 4989 E

% S 1536 2180 2730 2332 1175 546 569 598 666 748 >
::J"r Pf, -8032 -6 296 -4 487 -2934 -2252 -2088 -2 045 -2013 -1970 -1903

G 71 78 86 93 96 97 97 97 97 97

Pecmopat 3-20 muna
Pfy 18 956 24 349 24 351 24351 24355 24 366 24355 24 366 24376 24368

s 5683 0 66 66 115 187 115 187 238 198
Pf, 1442 3411 3411 3411 3413 3417 3413 3417 3421 3418
G 37 40 40 40 40 40 40 40 40 40

PecmopaH 1-20 muna
Pf4 2230 22766 31048 36411 40209 43158 45531 47 631 49 462 50932

s 0 688 2428 2563 2580 2609 2 466 2567 2449 2414
Pf, -1048 6 447 9471 11428 12814 13 890 14757 15523 16192 16728
G 200 291 328 352 369 382 392 402 410 416
PecmopaH 2-20 muna
% Pfy 7 829 14371 20113 24 895 27121 28 097 28 861 29 491 30211 31026
% s 2404 2354 2871 2328 1448 1467 1662 1764 1869 1969
::Jr Pf, -867 1521 3617 5362 6175 6531 6810 7 040 7303 7 600
G 102 112 121 129 133 134 135 136 138 139

Pecmopat 3-20 muna
Pf4 27 951 32718 37734 42 567 47 804 52523 57720 61181 63926 65079

S 2649 3936 5040 5746 6 636 6 858 6754 5897 4186 3265
Pf, 4725 6 465 8 296 10 060 11972 13 694 15591 16 854 17 856 18277
G 42 44 46 49 51 53 56 58 59 59
PecmopaH 1-20 muna

Pfy 2292 38523 59222 76 088 88779 97 180 103 507 108 655 113028 116 989
S 20 2036 2601 2842 2641 2652 2522 2510 2 465 2475
Pf, -1025 12199 19754 25910 30542 33609 35918 37797 39393 40 839
G 200 361 453 528 584 622 650 673 692 710

PecmopaH 2-20 muna
Pfy 33944 63 968 74921 84381 90 571 94394 96 953 99 089 100 962 102972

CueHnapun 3
1%}

4173 3267 3949 3680 3371 2719 2588 2969 3029 3166
Pf, 8 665 19624 23622 27075 29334 30730 31664 32443 33127 33 861
G 143 191 208 223 233 239 243 247 250 253

Pecmopat 3-20 muna
Pf4 80 647 97 974 102 809 107 506 112288 117616 121 849 125 854 129 554 131387

s 7327 6198 7160 5528 2778 2439 2356 2584 2751 2814
Pf, 23959 30284 32048 33763 35508 37453 38998 40 460 41810 42 480
G 75 83 86 88 90 93 95 97 98 99

I'Ipumeanue: V - Konuuyectso noTeHUManbHbIX KNTMEHTOB, Yen.; Pfd — AHEBHaA onepaunoHHaA I'Ipl/l6bIJ'Ib, P.; 0 — CTaHAAPTHOE OTK/IOHEHUE MO
JJ,HeBHOI;I OI'IepaLl,I/IOHHOIZ I'Ipl/l6bIJ1I/I, P; Pfy — rogoBas onepaunoHHaA I'Ipl/l6b|11b, TbIC. P; G - KOnnyecTso O6C}1y)KeHHbIX rocrem, yen.
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KonnuyectBo noTeHUnanbHbIX KINEHTOB, Yen.

—— [lHeBHaA onepaLnoHHasa Npubbinb, p.

—— [of0Bas onepaumoHHas Npubbib, TbiC. p.

—— KonuuecTtBo 06cnyeHHbIX rocTeld, Yen. (npaBas ocb)

Puc. 2. ModenupoeaHue cyeHapus 1 0na pecmopaHa 1-20 muna

Fig. 2. Simulation of Scenario 1 for Type 1 restaurant

Pe3ynbTaTbl pacyeToB MOKasblBalOT, UTO f/1A pecTopa-
Ha nepBoro Tvna (prc. 2) BbIXOA Ha PEXNM OKYMaeMoCTu
NPOUCXOANUT NPY NAOTHOCTY BXOAALLErO NOTOKa NpUmMep-
HO B 450 uen./aeHb, Npu 3ToM NpubLINGL 6onee YyBCTBY-
TeNbHa K YMEHbLIEHUIO MAOTHOCTM 3TOrO MOTOKA, Yem
K €ro yBeNIMUYeHuI0, YTO CO3AAET CTPYKTYPHbIN 6apbep Ans
yCTOuMBON peHTabenbHocTu. OCHOBHON daKkTop, orpa-
HUYMBAIOLLMIA POCT BBIPYUKM 1 NPUObIAM B AHHOM CLe-
HapwWu, — BblPaXXeHHbIN MMKOBbLIN NEPUOA, XapaKTePHbIN
ON1A 3aKOHa pacnpepeneHuns. Kak BUAHO U3 Tabn. 2, Mak-
CYMasibHasA NPOMYCKHaA CroCcoBGHOCTb pecTopaHa B Nu-
KoBbIn nepuog (1,5 u) coctaBnaet 189 rocten (40 KaHa-
NOB OOCNYXUBaHWA MPU CPeAHEM BPEMEHU 3aHATOCTU
19 MUH. Ha rocTa). IMeHHO 3TuM obbAcHAeTca Habrio-
faemasa pe3kas HeNMHENHOCTb B OTKSIMKe MoAenu: npwu
yBenmyeHmm Bxogsaiero notoka ¢ 350 go 1 050 uen./peHb

(B 3 pa3a) KONMYECTBO rOCTEN BO3pACTaEeT NMLLb Ha 25 %
(c 200 po 250 uen./peHb). CoOTBETCTBEHHO, OUYEHb Mef-
NEeHHO PacTyT 1 NMoKasaTenu oxugaemon npuodbIny.

Ina pectopaHa BTOporo tuna (puc. 3) pexum okyna-
€MOCTV NpK cueHapun 1 He JOCTUrAeTCA Aake NP NNoT-
HOCTW BXopsALWero notoka B 2 000 yen./geHb. [lHeBHasA
NprobINb BCE e CTAaHOBMUTCA MONIOXKUTENIbHON MpKU Mo-
TOKe 6onee uem B 700 yen./aeHb, HO Nocsie AOCTUXKEeHNA
ypoBHA B 900-1 000 noteHUManbHbIX KNNEHTOB B [ieHb
npakTnyeckn nepectaet pactn. CoueTaHne KOPOTKOro
MMKOBOrO Nepuoaa 1 OTHOCUTESIbHO GONbLLOrO BPEMEHN
3aHATOCTW KaHana NprBOAUT K TOMY, UTO KOIMYECTBO ro-
cTen He npesbiwaeT 100 yen. gaxe Npy OYeHb BbICOKOM
NJOTHOCTU BXOZALLEro NOTOKa. YBennueHne cpegHen cTo-
MMOCTUN YeKa He KOMMEHCUPYET NPOCTOEB BHE MUKOBOrO
neproga, 1 pectopaH BTOPOro TUMA OCTAeTCA YObITOUHbIM

10 000 200
5000
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-5000
-10000 100
-15000
-20000 50
-25000
-30000 0
50 150 250 350 450 550 650 750 850 950 1050115012501350145015501650175018501950

KonnuectBo noTeHUManbHbIX KIMEHTOB, Yer.

—— [IHeBHas onepauroHHasn npuobinb, p.

—— [of0Bas onepaumoHHas Npubbib, TbiC. P.

—— KonuuectBo 06cnyKeHHbIX rocTeid, Yen. (npasas ocb)

Puc. 3. ModenuposaHue cuyeHapus 1 01s pecmopaHa 2-20 muna

Fig. 3. Simulation of Scenario 1 for Type 2 restaurant



Ja)e npuv BbICOKOW MJIOTHOCTU MOTOKA MOTEHUUANbHbIX
KNMEHTOB.

PectopaH TpeTbero tTrna (puc. 4) BbIXOAWT Ha pPeXnUM
OKYNnaemoCTV NpW MAOTHOCTM MOTOKa MOTEHUMASNbHbIX
KnueHTtoB mexay 150 n 200 yen./geHb 1 KonmyecTse ro-
cTer okono 33-37 yen./aeHb. OgHaKoO PoOCT LOXO40B OUYEHb
ObICTPO 3aMeaNAeTCA, Tak KaK KOPOTKMI MMKOBBIV Nepuog,
XapaKTePHbIN 1A 3aKOHa pacnpefeneHna B faHHOM cLe-
Hapuu, NPUBOANUT K TOMY, YTO BCE KaHasbl OKa3blBalOTCA
ObICTPO 3aHATbI U POTALUN CTONIMKOB MPAKTUYECKU He
npomncxoaunT. Mpu 3Tom BbICOKasA CTOMMOCTb obecrneunBa-
€T AOCTUXKeHVEe NPUOLINIBHOCTYI JaXe NPu CPaBHUTESIbHO
He6ONbLIOK NAOTHOCTY BXoAALULero notoka. CunbHasa He-
NIMHENHOCTb B OTK/INKE MOLENMN B OKPECTHOCTN 3HAUYEHUN
MJOTHOCTU BXodsllero notoka B 200-300 uen./geHb no-
Ka3blBaeT, YTO AJ1A LOCTVXEHUA YCTONUMBOW peHTabenb-
HOCTW pecTopaHy TPeTbero Tumna B JaHHOM CLeHapum xe-
naTesibHa NIOTHOCTb BXoAALLEero notoka bonee 400 yen./
[EHb.

Mpy cpaBHEHUN OXMAAEMOW MPUOLIIBHOCTA NPO-
€KTOB OTKPbITMA PeCcTopaHOB pasHbIX TUMOB ANA CLeHa-

Business Processes and Project Management

pua 1 (puc. 5) MOXHO 3aMeTUTb, YTO PeCTopaH BTOPOro
Tna 6yaet ybbiToueH npm NtoboM NNOTHOCTA BXOAALLErO
notoka. Takum obpasom, 6nm3Koe K nyacCOHOBCKOMY pac-
npefeneHne peanbHOro MoTOKa MOTEHUMANbHBIX KIuW-
€HTOB B MeCTe NpefnojaraeMoro OTKpPbITUA pecTtopaHa
ABNAETCA CUNbHBIM aprymMeHTOM MpPOTUB OTKPbLITUA pe-
cTopaHa BToporo Tuna. CpaBHUTENbHAsA NPUBLITBHOCTL
pecTtopaHOB MEPBOrO U TPETbEro TUMOB ONpefenseTca
MAOTHOCTbIO BXOAALLEr0o NOTOKa: Npy He6OoMNbLION U cpes-
Hen nnotHocTn (0o 1 100 KNMEHTOB B AeHb) 6onee npu-
6bINIbHBIM ABMAETCA pPecTopaH TPeTbero Tna, Npu BbICO-
KOW NNOTHOCTW NOTOKA — pecTopaH NepBoro Tvna.

Ina cueHapma 2 (CO CrnaXXeHHbIM MMKOM) OLEHKM
KONMYeCTBa rocTel, AHEBHON MPUObINN 1 TOLOBOWN MpU-
6bln ANA pasHbIX TWUMOB PECTOPAHOB MpefCTaBieHbl
Ha puc. 6-8.

Ina pectopaHa nepBoro Tuna (puc. 6) Touka BbixoAa
Ha PEXUM OKYMAaeMOCT/ MO CPABHEHMIO C MEPBbIM CLe-
Hapuem CMeLLaeTCA BNEBO, JO NNOTHOCTA BXOAALLEro
noToka B 250 yen./geHb. TO MPOUCXOAMNT B NEPBYIO OYe-
penb 13-3a YBEIMUEHNUA NPOJOSIKUTENBHOCTU NUKOBOTO
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-10 000 100
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-25000 — 25
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Konunuecteo noTeHUManbHbIX KIIMEHTOB, Yes.
—— [lHeBHas onepayuoHHasa npubbib, p. —— KonunuectBo o6cnyxeHHbIX rocTeid, Yes. (MpaBas ocb)
—— TlopoBas onepaumoHHasa NpnbbIb, TbiC. P.
Puc. 4. ModenuposaHue cueHapus 1 01s pecmopaHa 3-20 muna
Fig. 4. Simulation of Scenario 1 for Type 3 restaurant
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Konunuyectso noTeHUManbHbIX KNNEHTOB, Yen.

e Tun 1

= Tun 2 = Tun 3

Puc. 5. lMpu6biiibHOCMb peCMOpAaHoe pasHuIX Munoe npu cyeHapuu 1

Fig. 5. Profitability of the restaurants of different types under Scenario 1
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KonnuectBo noTeHUmManbHbIX KNNEHTOB, Yen.

—— [lHeBHas onepayuuroHHasn npubbinb, p.

—— [of0Basn onepauroHHas NprobISb, TbIC. P.

—— KonuuecTtBo 06chyKeHHbIX rocTeid, Yen. (npasas ocb)

Puc. 6. ModenuposaHue cueHapus 2 0519 pecmopaHa 1-2o muna

Fig. 6. Simulation of Scenario 2 for Type 1 restaurant

nepuoga cnpoca. CHUXeHMEe NHTEHCMBHOCTW BXOAALLENO
MoToKa B NUKOBbIN Nepuof cnabo BANAET Ha pa3mep Bbl-
PYYKM, TakK Kak MakCUMasnbHas NponycKHas CnocobHOCTb
pecTtopaHa AOCTUraeTca AOBOSIbHO ObICTPO. Tak Xe, Kak
1 B cUueHapuu 1, Mbl HabnOgAaEM HENIMHENHOCTb B OTKJIN-
Ke mogenu, 0cobeHHO Npuv 3HaYeHNAX BXOAALLEro NOTOKa
o1 200 pgo 600 ven./geHb. COOTBETCTBEHHO, POCT MOKa3a-
Tenen oXnaaemon NpuobbIIN 3HAUMTENIbHO 3aMeasifeTcs
nocne goctuxeHna 650-750 noTeHUManbHbIX KITNEHTOB
B [€Hb, KOrga AONOMHUTEIbHOE KOIMYEeCTBO roCcTen npu-
BNEKaeTCA He B MMKOBbIE Yachl.

Ina pectopaHa BToporo Tnna (puc. 7) AaHHbIN CUeHa-
puin genaet BO3MOXHbIM BbIXO Ha PeXMM OKYNnaeMocCTy,
npuryem y><e npu JOBONbHO Manow NAIOTHOCTY BXOAALLErO
notoka B 250 yen./geHb. Takon KOHTPACT C NepBbIM CLie-

Hapuem OOBACHAETCA TeM, UYTO CpefHee BPEMSA 3aHATO-
CTW KaHana CTaHOBMUTCA B 3—-4 pa3a MeHblle NPOLOMKU-
TeNIbHOCTN MWKOBOrO Mepuofa, U 3TO KOHBepTUpyeTcA
B yBenmueHne obopaumBaemocT CTONUKOB. Ecnin npu
MyacCOHOBCKOM pacnpefeneHnmn Koamnyectso 06CyKeH-
HbIX rocTen He npesbiwaet 100 ven. gaxe npu 2 000 no-
TEHUMaNbHbIX KANEHTOB, NPU JaHHOM CLEHapun 3TO KO-
NNYECTBO JOCTUraeTca yxe Npu 3HaYNTeSIbHO MeHbLUEM
BxogsLlem notoke. OUeBMAHO, UTO ANA pecTopaHa BTOPO-
ro TMMna MeHHO NPOAONKUTENbHOCTb MMKOBOIO Neproaa
UrpaeT KYeByIo poJib.

PectopaH TpeTtbero Tnna (puc. 8) BbIXOAUT Ha PeXUM
OKYNaemocCT/ NpakTUYecKku cpasy, Npu MAOTHOCTU BXO-
aAwero notoka B 100 yen./feHb KONMUYECTBO OOCIYKeH-
HbIX FOCTen B AeHb yxe okono 40 ven., a rogosas npu-
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Konnuectso NOoTeHUMaNbHbIX KNTMEHTOB, Ye.

—— [IHeBHas onepauroHHasn npubsisb, p.

—— [o[0Bas onepaunoHHasa NpubbIb, TbiC. P.

—— KonuuecTtBo 06C/yKeHHbIX rocTeid, Yen. (npaBas ocb)

Puc. 7. ModenuposaHue cuyeHapus 2 0518 pecmopaHa 2-20 muna

Fig. 7. Simulation of Scenario 2 for Type 2 restaurant
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KonnuecTtBo noTeHUManbHbIX KIIMEHTOB, Yen.

—— [lHeBHas onepauunoHHasn npubbisb, p.

—— [opo0Bas onepaunoHHas Npubbib, TbiC. P.

—— KonunuecTBo 06CyKeHHbIX rocTel, Yen. (Npasas ocb)

Puc. 8. ModenupoeaHue cyeHapus 2 01 pecmopaHa 3-20 muna

Fig. 8. Simulation of Scenario 2 for Type 3 restaurant

6b11b NpUbAMXKaeTca K 4 MiH p. Poct rogosoi npubbinu
fanee NPOVNCXOAMT NOYTY IMHENHO U MPU MAOTHOCTW BXO-
aswero noTtoka 6onee 200 yen./aeHb 6U3HeC pecTopaHa
YCTONYMB.

Mpy cpaBHeHWUN OXMAAemMoW MPUObINLHOCTA NPOEeK-
TOB OTKPbITVA PECTOPAHOB PasHbIX TUMOB AJiA CLieHapua
C YBEJIMYEHHON NPOAOIIKMTENILHOCTBIO NMKOBOFO CNpOoCca
(puc. 9) MOXHO 3aMeTUTb, YTO KpPKBble 3aBUCUMOCTHU TO-
[OBOI NpW6bINM OT BXOAALLEro NOTOKa ANA pecTopaHoB
MepBOro 1 TPETbEro TUMOB NePeceKalnTca ABAXKAbI: NPW
3HaYeHUAX MNIIOTHOCTM BXOAsALLero notoka meHee 400 1 60-
nee 1250 yen./peHb Bbile rofgoBas NPubbINb pectopaHa
TpeTbero Tuna, a B npomexytke 400-1 250 uen./geHb —
BTOPOro TUNa. KOHeUHO, HYXKHO MMEeTb B BUAY, YTO NMOTOK
MOTEHLMANIbHBIX KNNEHTOB ANA LaHHbIX TUMOB pecTopa-
HOB pa3sfinyeH, Kak 0TMeYanochb Bbile. BmecTte ¢ Tem 310
noBefieHre KPMBbIX rOAOBON NPUObLINN MOKa3bIBAET, YTO
npW YBEANYEHUN MAOTHOCTU BXOLALLEro NOTOKa AnA pe-

20000
15000
10000

CTOPAHOB MEPBOro TuNa npegenbl TEMMOB pocTa Npubbl-
nK pocTuratoTcs boicTpee.

Ona cueHapua 3, ¢ ABYMA Pa3HOBENUKAMY MUKaMu
CMpocCa, OLEHKMN KonmnyecTBa rocTei, AHEBHON MpMObIn
M rogoBON MpuUbLINM ANA PasHbiX TUMOB PeCcTOPaHOB
npepcrasneHbl Ha puc. 10-12.

[na pectopaHa nepBOro TUna B AaHHOM CLeHapuu
TeMMbl POCTa KonmnyecTsa 0OCNYKeHHbIX rocTeli 1, COOT-
BETCTBEHHO, NOKa3aTenen npubblin C yBenmnyeHnem nioT-
HOCTU BXOZSALLErO MOTOKAa CHUXAKTCA He3HauUTenbHO
(puc. 10). Hannune gByx nepmonoB C NMKOBbIM CMPOCOM
NO3BONAET YBENIMUUTL TOAOBYID NpubLINGL Gonee uem
B A1Ba pa3a Npu HeM3MeHHOM YKCIe MOTEHLMASIbHBIX KIK-
€HTOB (puc. 6, 10). Mpm 5TOM TOUKa BbIXOJA Ha PEXMM OKY-
MAeMOCTN OCTaeTCA MPUMEPHO TaKOM e, UTO U BO BTO-
pom cueHapun — 250 yen./geHb, HO BXOAALMIA MOTOK
B 500 uen./geHb NPUBOAUT NPUONU3UTENBHO K TON e ro-
AOBOW NpuUbbLINK, UTo 1 NOTOK B 2 000 yen./aeHb B cue-

—
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= Tun 3

Puc. 9. lMpu6biiibHOCMb peCMOpPAaHO8 pasHuIX MUNOe Npu cyeHapuu 2

Fig. 9. Profitability of the restaurants of different types under Scenario 2
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KonnuecTtBo noTeHUnanbHbIX KIMEHTOB, Yen.

—— [lHeBHas onepawunoHHasa NpubbiNb, p. —— KonunuectBo 06cny>keHHbIX rocTel, Yen. (NpaBas oCb)

—— [opfoBasA onepawmoHHas Npubbiib, TbiC. P.

Puc. 10. ModenuposaHue cyeHapus 3 0514 pecmopaHa 1-2o muna
Fig. 10. Simulation of Scenario 3 for Type 1 restaurant

Hapun 2. QaKkTopbl, OrpaHMYMBaIOLME POCT BbIPYUKM  pPurK 2 BXOAALMM NOTOKOM B 2 000 yen./geHb, npy JaHHOM
B cLeHapuax 1 1 2, 3pecb ByayT NpoABAATLCA TONbKO NMPU  pacnpefeneHn JOCTaTouyHo mnoTtoka B 200 yen./aeHb.
3HauMTENbHO 60MbLLEN NOTHOCTY BXOAALLEro NOTOKA. Mpun 3ToM 13 puc. 11 BMAHO, 4TO daKTOpPbI, OrpaHNYMBa-
[na pectopaHa BTOPOro TUMa rnokKasatenu NpuobINM  oWwre POCT BbIPYYKW, 3AECh, B OTAMYME OT pectopaHa
W KONIMYeCTBa roctein npu 6UMoLanbHOM pacnpeieneHnm  NepBoro TUna, NPOoABNSIOTCA.
BXOZALLEro noTOKa XapaKTepusyloTCA HECKONbKO MHOW PectopaH TpeTbero tuna (puc. 12) B JaHHOM CLeHa-
AnHammkon (puc. 11). MepBoHauanbHbI PocT (OT 50  puM BLIXOQUT Ha PEXMM OKYMAaeMOCTU YXKe MpW MAOTHO-
o 300 ven./geHb) npoucxoauTt ObiCTpee, 3aTeM Temmnbl  CTV NoToKa B 50 yesn./aeHb. OTHOCKUTENbHO BbICTPbIN POCT
pOCTa CHWXKAKTCA, a Mocsie AOCTVMKEHWUA MJIOTHOCTU  BbIPYYKM HabnopaeTcsa Npu yBenMYeHUN BXOAALLErO MO-
BxogAwero notoka 900-1 000 uen./geHb pacTyT oyeHb ToKa Ao 300 yen./geHb, 3aTem TEMMbI POCTa 3aMefNATCA
MeffieHHo. JddeKkT yBenuueHWs rofoBOW MPUOBLIIM W CTAHOBATCA YCTONYMBLIMU. YPOBEHb rOA0BON Nprbblan
13-3a ABYX MWKOB CMPOCA BLIPAXKEH AN1A TakUX pectopa- Npwv STOM CTabUsbHO BbICOKWIA.
HOB ropasfo CuibHee, YeM And peCTopaHoB NepBOro Tuna CpaBHUTENbHBIN aHaNIM3 OXMAAEMOW NPUObINbHOCTY
(puc. 7, 11). Touka BbIXOAa HA PEXMM OKYNaemoCT! CMe- PeCcTopaHOB Pas3HblX TUMOB ANA CLeHapua ¢ 6umoaanb-
LWeHa BneBo 1 coctaBnAer 150 yen./meHb, a AnAa JOCTM- HbIM pacrpefeneHreM BXOAAWEro MOToKa KIMEHTOB
XEHUA rofoBON NpUbbLINK, reHepupyemon mnpu cueHa- (puc. 13) nokasbiBaeTr, YTO AfiA PecTopaHOB BTOPOro
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KonnuectBo noTeHumnanbHbIX KNNEHTOB, Yen.

—— [lHeBHaA onepaunoHHadA Npubbinb, p. —— KonuuecTtBo 06cnyKeHHbIX rocTel, Yes. (npasas ocb)

—— [opfoBas onepaunoHHas NprobINb, TbiC. P.

Puc. 11. ModenuposaHue cyeHapus 3 0719 pecmopaHa 2-20 muna
Fig. 11. Simulation of Scenario 3 for Type 2 restaurant



Business Processes and Project Management

140 000
700
120 000
100 000 600
80 000 500
60 000 400
40000 300
20000
200
0
100
20000 _—
-40 000 0
50 150 250 350 450 550 650 750 850 950 1050 1150 1250 1350 1450 1550 1650 1750 1850 1950

KonnuecTBo noTeHUnanbHbIX KIMEHTOB, Yen.

—— [lHeBHas onepaunoHHas npubbinb, p.

—— [opfoBas onepawmoHHas Npubbiib, TbiC. P.

—— KonunuectBo 06cny>eHHbIX FoCTel, Yen. (NpaBas oCb)

Puc. 12. ModenuposaHue cyeHapus 3 0714 pecmopaHa 3-20 muna

Fig. 12. Simulation of Scenario 3 for Type 3 restaurant

N TPETbEro TUNOB NPUOGLINLHOCTb JOCTUrAETCA NPU Ha-
MHOFO MeHbLLEN MAOTHOCTM BXOAALLErO NMOTOKA MO CpaB-
HEeHMIO C ABYMA OPYruMuM cueHapusamu. Hanuuume pByx
MMKOB CNpoca KOMMeHCUPYET 3HaunTenbHOe Bpems 06-
CNYXKMBAHUA, XapaKTepHoe ANiA TPaAWLMOHHbBIX PecTo-
paHos. [py 3Tom 1 Ansa pectopaHa nepeoro Tuna 6umo-
JanbHoe pacnpefernieHne NPYBOAWUT K 3HauUTeNbHOMY
pocTy npubbinn (Hanpumep, ANA BXOAALLEro NOTOKa
8 300 yen./aeHb oxugaemas roposas npubbIb YBENNUNT-
cs1 6onee yem Ha 70 %, ¢ 3,98 10 6,9 MJH p.). OTMETUM, UTO
0CObEeHHO GnaronpuATeH AaHHbIA CLUEHApUI Ana pecTo-
paHOB BTOPOro TUMa — GIOAXETHBIX PECTOPAHOB Knacca
casual dining, Nnpmbbifb KOTOPbLIX NPV OJUHAKOBbLIX 3Ha-
YEHUAX MAIOTHOCTW BXOASALLErO NOTOKA COCTABIIAET OKOJIO
80 % npnbbINM pecTopaHOB TPETLErO TUMA (3aMeTUM, YTO
NJIOTHOCTb BXOAALLEro MOTOKA B O4HOM M TOW Xe reorpa-
duyeckon nokaumm gna pasHbIX TUMNOB PECTOPAHOB MO-
XKET Pa3fiMyaTbCA B HECKOMBKO pas).
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OBCYXAEHUE N BbIBOAbI

B ctatbe pa3paboTtaHa nmutaumnoHHas mogenb CMO ans
OLEHKN NPUObINBHOCTU PECTOPAHOB PA3NNYHBIX TUMOB
NP1 HEOAHOPOLHbIX MOAENAX NPUObITVA NOTEHUMANBbHbIX
KNMeHTOB. Pe3ynbTaThl MOKa3blBaloT, YTO popma pacnpe-
LeNeHNA BXOAALLEro CNpoca UrpaeT CyLecTBeHHO bonee
Ba)KHYI0 pPOJib B onpefeneHn NpubbINnbHOCTY, YeM COBO-
KyrnmHOe KONMYeCTBO MOTEHUMANbHbIX KIIMEHTOB B A€Hb.
Mopenb no3BonAeT genatb NPOrHO3bl BbIPYUKU B 3aBUCU-
MOCT OT pacrnpefeneHuna BXOAALLEro noToka, TeM CambiM
pacwmpaa cTaHZapTHble CTaTUYeCKue NoAXofbl K M3yye-
HWIO CNPOCa, 06bIYHO UCNOMb3yeMble B aHanM3e CeKTopa
ycnyr. IMUTaUMOHHbIe SKCNePUMEHTbI, NPOBEeAEHHbIE AN
Tpex pasnnyHbIX TUMOB PECTOPAHOB NP TPeX aNbTepHa-
TUBHbIX CLEHApUAX pacnpefeneHna Cnpoca, NOATBePK-
[Al0T MPOrHOCTMYECKYH LIEHHOCTb MoAenu. B yactHocTy,
CUeHapnKY, XapakTepusylolmeca BbICOKOW KOHLEHTpa-
UMen Cnpoca, Takme Kak MyacCOHOBCKWMA npouecc npu-

————
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= Tun 3

Puc. 13. [pubbiibHOCMb peCMopaHo8 pa3HbiX munoe npu cyeHapuu 3

Fig. 13. Profitability of the restaurants of different types under Scenario 3
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ynpaBneHMe npoeKTamun n 6VI3HeC-I'IpOLIECC8MVI

ObITUA C BblpaXKeHHbIM MUKOM B 0befieHHOe Bpems, Mo-
ryT CAenaTb Lenblil KNacc pecTopaHOB HepeHTabesNbHbIM,
HEeCMOTPS Ha, Ka3anocb Obl, 4OCTAaTOUHbIN 0OWMIA Cnpoc.
7O NoJYEPKMBAET SKOHOMUNYECKYIO YA3BUMOCTb NOCTaB-
WMKOB YCNyr, paboTaloWmux B YCIOBUAX OFPAaHUYEHHbIX
MOLLHOCTEN, MPU CTONKHOBEHUW C PE3KO MMKOBLIMU NPO-
Lleccamu nNpubbITUA.

B 6onee WMpPOKOM CMbICSiEe MONYYEHHbIE pe3yNbTaThl
NOAYEPKMBAIOT HEOOXOAUMOCTb YueTa BPeMeHHbIX dak-
TOPOB CMPOCA U CTOXaCTUYECKON CTPYKTYPbI NPY OLLEHKE
6ynywen peHTabenbHOCTA NPOEKTOB U NPUHATMU CTpa-
Termyecknx peleHuin B pectopaHHOW nHAycTpuum. Pas-
paboTaHHan mMofenb NpefoCTaBiAeT rMOKyo aHanTUYe-
CKyto nnathopmy AnA MMUTALUOHHOTO MOAENIMPOBAHUA
3¢ deKTBHOCTU Npeanpuatnini chepbl YCIyr C yuyeTom
OrPaHUYEHHbIX MOLLHOCTEN U MOXET ObITb ferko afganTu-
poOBaHa K ApYruM pblHKam YCnyr ¢ OrpaHWYeHHbIMU MOLL-
HOCTAMU 1 YyBCTBUTENBHBIM KO BpeMeHU cnpocom. OgHo
13 ee KoYeBbIX MPEUMYLLECTB 3aKII0YAETCA B BO3MOX-
HOCTW y4eTa Kak HeonpeaeneHHOCTU CO CTOPOHbI CNPOCa,
TaK U TEXHOOMMYECKON CcreyndurKmn co CTOPOHbI Npeasio-
XKeHMA B pamKax eVHOW CTPYKTYpPbl. ITO OTKpbIBaeT He-
CKOJIbKO NepcneKkTUBHbIX HaMpaBieHU AN1a fabHenWwmnx
nccnegoBaHun.

Bo-nepsbix, Mofenb XOpOLO NOAXOAWT ANA CUCTEMA-
TUYECKUX SKCMEPVMEHTOB C SHAOMEHHBIMU NMapameTpamMm.
Takve nepemeHHble, Kak CpefHee U MeAuaHHoe Bpems
0bCnyK1BaHMA, AONyCcTMMaa [fMHa ovepenum, BMeCTu-
MOCTb 3ala U pa3mep pecTopaHa, MOryT WM3MEHATbCS
HE3aBUCMMO WU COBMECTHO AJ1A OLEHKM UX BAWUAHUA
Ha NPUOBLINBHOCTL MPW aNIbTePHATMBHBIX BMAAX pacnpe-
JeneHna BXoAALLEero NoToKa KIMEHTOB. BaXHO OTMeTUTD,
UTO pe3ysbTaThl JaHHOTO MCCIe[0BaHMA NMOKa3bIBaOT, UTO
3bPEKTMBHOCTb TaKMX OMEpPaLNOHHbBIX KOPPEKTUPOBOK
B 3HaUWTENIbHOW CTENEeHWN 3aBUCUT OT BPEMEHHOWN CTPYK-
Typbl cnpoca. Hanpumep, cokpalyeHve BpeMeHu obcny-
XKMBAHNA MOXET MPUBECTU K HE3HAUMTEeSIbHOMY YBenu-
UEHUO NPUOBLINBHOCTU MPU CUSIBHO BbIPAXEHHDbIX MUKaxX
pacnpefeneHns NoToka 3aABOK, FAe OrpaHWYeHue npo-
MYCKHOW CNOCOBHOCTM Pe3Ko CKOBbLIBAET NOTOK Ha KOPOT-
KUX MHTepBasax, HO MOXeT ObiTb 3HaUNTeNIbHO 6onee 3¢-
¢beKTUBHBIM NpK 6onee NONOrMX UK MyNBTUMOAANbHbIX
npodunax cnpoca. AHanornyHo, ysenuueHve o¢usnye-
CKOW NPOMNYCKHON CNOCOBHOCTW MW JOMNYCTUMOrO YpPOB-
HA ouyepefel MOXeT MOBbICUTb LOXOLbl TONbKO TOrAa,
Korga OCHOBHOW NPUYMHOW 3aTOPOB ABMAETCA U3MEHYM-
BOCTb MPUOBIBAIOLUX KIIMEHTOB, @ HE UX KOHLEHTpaLKs.
TN coO6paKeHNA NOAYEPKMBAIOT LLEHHOCTb MOAENN KaK
3KCMEPUMEHTANIBHOFO MHCTPYMEHTa ANA BblABNEHNA One-
PauUMOHHbIX KOHGUrypaLuiA, YCTONUMBbBIX B PasfvyHbIX
peXxumax cnpoca.

Bo-BTOpbIX, AaHHas Mogenb MpeanaraeT ecTecTBeH-
Hblll Crnoco6 aHanM3a >SKOHOMWYECKUX MOCneacTBun
owmnbOK B OLeEHKe pacnpedeneHna BXOAALEro rnoToka
KNneHToB. Ha npaktike pectopaHbl U Apyrie noctas-
WMKW YCYT NONaraTcA Ha UCTOPUYECKME AaHHbIe UK

MPOrHO3bl AN1A onpefeneHns 3aKOHOMEPHOCTEN CNPOCa,
UYTO MOXET NPMBECTU K CUCTEMATMYECKON HeNnpaBuIIbHON
Knaccudukauum 6a3oBoro npouecca npubbitus. Mogenb
NO3BONIAET ABHO CPaBHMBATb OXKM1AAEMYIO MPUOLITBHOCTD
npu npegronaraemomM pacnpegeneHnn u ¢Gaktnyeckyio
NPUOBLINBHOCTL MPU UCTUHHOM pacnpeaeneHunn. Hanpm-
Mep, OLUEeHKa Cnpoca Kak 6umopaanbHoro (C Hebonbwmm
BbIPAXEHHbIM YTPEHHUM MUKOM 1 601ee NOAOrMM MUKOM
B 0obefleHHOe BpEeMs) MOXET MPUBECTU K HeoNTMManb-
HOMY peLLeHuto Npu Bbibope Npodunsa pectopaHa, ecsimn
AeNcTBUTENbHBIN NOTOK NPUObIBAOLWMX KANEHTOB 6yaerT,
HanpuMep, OfHOMOAANbHbIM. Takas HEeTOYHOCTb MOXET
6bITb HECYLLLECTBEHHON C TOUKM 3pEHUA PeHTabeIbHOCTY
6U3Heca, HO MOXET ObITb 1 KPUTUYECKOW (Hanpumep, Npw
MyacCOHOBCKOM O[HOMOZASIbHOM pacrnpefeneHun ana
pectopaHa casual dining). KonuuectseHHas oLeHKa 3TUX
BO3MOXHbIX MOTePb NpU MyyKe BEPOATHbIX CLieHapueB
[aeT npepcTaBieHMe 06 YCTOMUYMBOCTM PECTOPAHHOrO
613Heca Ha CTagun NPOEKTUPOBAHNA.

MonyyeHHble pe3ynbTaTbl TaKKe MNO3BOSAIT YTOUHNUTD
MeCTO paccMaTprBaeMOro NOAXOLa B KOHTEKCTe nuTepa-
Typbl MO NOBELEHUYECKON SKOHOMMKE 1 JUHAMUYECKOMY
ynpaBneHuto CrPOCoM, Fie BpeMeHHasa CTPYKTYpa NOToKa
KJIMEHTOB PacCMaTPUBAETCA KaK SHAOMEHHAA XapaKTepu-
CTUKa, NoANiexallas LeneHanpaBneHHOMY BO3LENCTBMIO
(Hanpumep, NOCPEACTBOM LEHOBbIX MeXaHW3MOB, NPO-
rPaMm NoANbHOCTU N HEMOHETapHbIX CTUMYoB). Mpea-
CTaBMAETCA, UTO NMPUMEHEHMNE TaKNX UHCTPYMEHTOB [JOJK-
HO ONMpPaTbCA Ha NpeABapUTENbHBIN aHaNU3 SK30reHHO
3aflaHHOTO NOTOKa NOTEHLMANbHbIX KNeHTOoB. [lo Tex nop,
noka He OLieHEeHbl MOCNeACTBUA HabMlofaemMon BpemMeH-
HOW CTPYKTYpbl CNpoOca Afa nokKasaTtenen Bbipyyku npu
3afjaHHbIX NapameTpax NPeanpuaATUA (YpoBEHb HaLleHKM,
M3OEPXKKU, NPOMNYCKHAA CNOCOBHOCTb), HEBO3MOMXHO 060-
CHOBaHHO oOnpepennTb LesiecoobpasHoCTb, 3PPEKTUB-
HOCTb 1 HaNPaB/IEHHOCTb CUCTEMBI MEP MO AUHAMUYECKO-
My YNpaBneHuIo CNPoCcoM. B 3ToM cmbicie npeaioxkeHHas
MOAeflb MOXeT PaccMaTpMBaTLCA Kak NepBblil 3Tan aHa-
nn3a, NO3BONALWMIA KONIMYECTBEHHO OLIEHUTD «6a30BbIN»
cueHapuii GYHKLMOHMPOBAHMA 1 TEM CaMbIM CO3AaTb OC-
HOBY ANA NocneaytoLlero Bblbopa u NPUMeHeHUA MHCTPY-
MEHTOB ANHAMMUYECKOrO YrpPaBieHWs CrIPOCOM.

B 6onee obLiem cmbiciie 3TV BbIBOAbI BbIXOAAT 33 pam-
KV peCcTOpaHHON UHAYCTPUN 1 PAaCipPOCTPAHAIOTCA Ha WK-
POKUIN CEeKTp NPeanpuATUI CeKTopa YCAYr, Xapaktepu-
3YIOLMXCA OrPaHNYEHHBIMU MOLLHOCTAMU, OTCYTCTBUEM
BO3MOXHOCTU XPaHEHWA U WM3MEHAIOWMUMCA BO Bpeme-
HW CNPOCOM (MeaWLUMHCKME YCyri, YCIYr IMYHON K-
VE€HbI, PEMOHTHbIE YCNYT1, KONN-LEHTPbI U T. A.). Bo Bcex
3TUX YCNOBUAX MPUOBIIBHOCTL M KayecTBO 0OCyKuBa-
HWA 3aBUCAT He TOMIbKO OT OXKMAAEMOTrO YPOBHA CMPOCa,
HO W OT BPEMEHHOIO PacnpefeNieHna 1 N3MEHUMBOCTM
BXOAALLEro NOTOKa 3aABOK. OWMOKM B NPOrHO3MPOBaHNM
dopmbl pacnpefeneHns (Hanpumep, owmbouyHoe npu-
HATME MMKOBOrO NpoLecca crnpoca 3a 6onee nonoruii)
MOTYT MpUBECTU K HeadpdeKTMBHOMY BbIGOPY anbTepHa-
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TVB Ha KPUTUYECKMX CTaAMAX OPraHu3auvn 1 pasBuTMA npeanaraeMas Mofesib crnocobcTeyer 6onee WUpPoKomy
npeanpuaTMA, Kak MOKa3aHO B HalleM WCCNefoBaHUW. MOHVMAHWIO TOrO, Kak HeonpeaeneHHOCTb Cnpoca 1 ne-
AIBHO CBA3bIBAsA OL|EHKY MpoLecca MOCTYMAEHNS HOBbIX PEerpy3ku B3auMOAENCTBYIOT, GOPMUPYA SKOHOMUYECKME
3a8BOK Ha OOCNyXMBaHMWe C pe3ynbTaTaMii BbIPy4KM, MOKasaTenu B chepe ycnyr. m
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TPEBOBAHUA K MATEPUAJNIAM, NPEACTABNIAEMbIM B HAYYHO-AHANIUTUYECKUIA XKYPHAN «YMPABNEHEL»

O6wue nonoxeHnsa

e K nybnukaumm npuMHMMAaloTCA CTaTbl, COOTBETCTBYIOLIME TemaTu-
Ke >KypHana n HactoAawmm TpebosaHmaM. MpeactaBnsemble MaTepuanbl
[OMXHbI 6bITb aKTyanbHbIMK, 0651aaTh HayYHO-NPaKTUYECKOW 3HaYMMO-
CTbO 1 HOBU3HOM.

e CTaTbW, HanpaBnAemMble B peAaKLMio, PeLeH3NpYoTcA 1 B Cyvae
MONOXKUTENBHOTO 3aKNoUeHNA — pefakTupyloTca. Pepakuma He cornaco-
BbIBaeT C aBTOPaMM1 U3MEHEHUA 1 COKPALLEHNA PYKOMICH, He 3aTparvBa-
foLyMe NPUHLMNNANbHBIX BOMPOCOB.

e CtaTbA, OTNPaBNeHHasA aBTOPY Ha AOPabOTKy, AOMKHA ObITb BO3-
BpalleHa B WCMpaBfeHHOM BWAE B MaKCUMaNbHO KOPOTKME CPOKM
C OTBETaMW aBTOPA Ha 3aMeYaHUA PELIEH3EHTa, a TakKe MOACHEHUAMMU
BCEX M3MEHEHWI, CieNAaHHbIX aBTOPOM.

e CTaTbl acnNMpaHTOB U coucKaTenel MOTyT MPUHUMATBCA K My-
6nvkaumn 6e3 coaBTOpCTBa C AOKTOPOM WAU  KaHAWAATOM  Hayk.
CraTbK, B YACNO aBTOPOB KOTOPbIX BXOAAT CTYAEHTbI M MarncTpaHTbl, He
NpUHUMatOTCA K nybnmkauun.

e Obulee KONMYECTBO aBTOPOB CTaTby -
(Bna mexpyHapoaHbIX KONNEKTUBOB — He Gonee nNATH).

He Gonee Tpex

Martepumanbl, npegcraBnsemMblie aBTopami B pefaKkumio

Matepuranbl nepecbinaoTca B pefakuuio No 3NEKTPOHHO noyTe.

3anaBKa Ha nybnukauumio BKoYaeT cnegytowime dansnbi:

1. Qaiin, o3arnaBneHHbIN GamUINAMM aBTOPOB Ha PYCCKOM A3blKe
1 CopepKalLuii B yKazaHHOM nopagKe:

1) 1-3 koga no knaccnémkaumm JEL;

2) cBepeHnA 06 aBTOpax Ha PYCCKOM A3bIKe* ;

3) KnoyeBble CI0Ba Ha PYCCKOM AA3bike (5-8 cnos);

4) aHHOTaLMI0 Ha pycckom A3bike (150-200 cnos);

5) Ha3BaHMe CTaTby Ha PYyCCKOM A3bIKE;

6) TEKCT CTaTby;

7) 6ubnunorpadunyeckunin CNMcoK Ha pyCCKOM f3blKe.

2. Qaiin, o3arnaefeHHbIn GaMUANAMU aBTOPOB Ha aHMUNCKOM
A3blKe 1 coflepKaLlmin B yKazaHHOM nopapKe:

1) nepeBop cBefeHN 06 aBTOpax Ha aHMIMACKUIA A3bIK;

2) nepeBoA Ha3BaHWUA CTaTbW Ha aHMUACKWIA A3bIK;

3) nepeBopA KNOYEBBIX C/IOB Ha aHMNACKNIA A3bIK;

4) nepeBOA aHHOTALMM HA aHTTTMNCKUI A3bIK;

5) nepesop 6nbnmnorpadpunueckoro crnmncka Ha aHFNNCKNIA A3bIK.

*Undopmauusa 06 aBTope J0MKHA COJEPKaTb: GaMUINI0, UMS, OTYECTBO aBTOPa;
YUeHylo CTeneHb; YUeHOe 3BaHUE; AOMKHOCTD; OpraHu3aLuio, KOTOpylo NpeCTaBnAeT aB-
TOp; aApec OpraHu3aLmm; KOHTaKTHBI TenedoH (c ykasaHuem Kopa ropoga); e-mail. Anpec
OpraHu3aLuM YKasblBaeTcs B MOCNIENOBATENbHOCTU: MOUTOBBIA WHAEKC, (TpaHa, ropog,
yIuLa, AOM.

Bcs ykasaHHas MHGopMaLma NognexuT nyonmkaumu.

Tpe6oBaHuA K opopmaeHnio pykonnucm

O6bem ctatbh — oT 35 000 go 50 000 3HaKoB C Mpobenamu, He
BKJ/t0YaA CNNCOK NnTepaTypbl, Ha nncte popmata A4 c nonamMM No 2 cm.

TekcT HabupaeTca vepe3 nonTopa WHTEpBana, Kernb 14,
rapHutypa - Times New Roman.

Bce cTpaHuLbl pyKONMCK HYMepYIOTCA.

Kaxpaa Tabnuua pomkHa MMeTb Ha3BaHWe, KaXAbll PUCYHOK —
NOAPUCYHOUHYIO NOAMMWCb HAa PYCCKOM U @HTTMNCKOM A3bIKaX.

YpaBHeHUA, PUCYHKU 1 Tabnuubl HyMepyoTca B NOPAAKE MX yno-
MWHAHNA B TEKCTE.

Bce rpadunueckune anemeHTbl pykonucuy (rpadukuy, cxembl, pUCyH-
KW) NpefoCcTaBnAloTCA B pefakTnpyemMom dopmare B Lieniax opopmie-
HWA B COOTBETCTBUM CO CTUIEBLIM PELLEHNEM XKypHana:

* Word, Excel, PowerPoint - B ucxogHom popmate nporpammbi
(docx, xls, ppt cooTBETCTBEHHO);

* 3/1leMeHTbl, CO3AlaHHble B CMELMan3MPOBaHHbIX MPorpamMmmax —
B MCXofHOM dopmaTe Mporpammbl, @ TakKe B SKCMOPTUPOBAHHOM
Buge (pdf, eps, emf, wmf, svg, cdr, ai).

Tpe60oBaHNA K CMUCKY UCTOYHUKOB

CnNnCOK NCTOYHMKOB AOMKEH NPEUMYLLECTBEHHO BKJOYaTb
HayuHble CTaTbM B PELEH3NPYEMbIX HayuUHbIX U3OAHUAX, MOHO-
rpadun, asTopedepatbl ancceptaumii. HopmaTMBHO-NpaBoBble
JOKYMEHTbI, CTaTUCTMYeCKMe MaTepuranbl U maTepuanbl 6e3 yka-
3aHKA baMununii aBTOPOB B CMUCOK MCTOYHUKOB HE BKIIOUAOTCS,
npy Heo6XOAMMOCTM YNOMUHAIOTCA B TEKCTE CTaTbU WM BbIHO-
CATCA B MOCTPAHNYHYIO CHOCKY.

CornacHo MeXAyHapoAHbIM CTaHAApTam MOArOTOBKU My-
61MKaLui peKoMeHZyeMoe KOJIMYeCTBO MCTOUYHUKOB B CMMCKe
nuTepatypbl — He meHee 30, 13 KOTOpbIX He MeHee 50 % A[OMXHbl
6bITb 3apybexxHbIMU U UHAEeKcnpoBaTtbea B MHB[ Web of Science
1 Scopus. CamounTpOBaHMe He JOMXKHO npeBbiwaTtb 10 %.

Cnucok odopmnsetca B andaBUTHOM NopAgKe: CHavana pyc-
CKOA3bIYHbIE, 3aTEM aHrNoA3blUHbIe WUCTOYHUKU. MCTOUHMKM B
CNUCKe He HymepytoTca. Ana ngeHTudmrKaunm NCTOYHNKA B TEKCTE
ucnonb3ytotca dbamunnm aBTopos, rog nybnukauum. Npu Hannumm
B OMVCaHVM UCTOYHMKA 3NEKTPOHHOro ngeHtudmkatopa DOI, oH
06A3aTeNbHO YKa3blBaeTca B KOHLe 6ubnuorpaduueckoro onvca-
HMA B CMCKe NCTOYHMKOB.

BHYTpuTEKCTOBbIE CCbUIKM Ha MCMOMb30BaHHYO NUTepaTypy
obopMNAITCA B KBagpaTHbIX CKOBKaXx C yKazaHuem damunuuy as-
Topa (oB), cTpaHuLbl. ONy6NMKOBaHHbIA MCTOYHMK Ha KUpunanue
uutnpyetca — [TamboBsues, 2017, c. 23], UICTOYHNK, NCMONb3YI0-
wuin natuHKdy - [Buchanan, 2010, p. 37]. NMpu ogHOoBpemMeHHOM
LUTUPOBAHMUN HECKOJIbKMX NCTOYHUKOB, CCbiNKa nmeeT Bug [Tam-
6oBLEeB, 2017, c. 23; Buchanan, 2010, p. 37]. Ecnu Konn4yecTteo aB-
TOPOB COCTABMAET OT OJHOIO A0 TPEX, aBTOPbl MEPEUNCIAIOTCA B
CCbINKe Yepes 3anAaTyto, ecnu 6onbLue — yKasbiBaeTcs [TamboBLeB
n ap., 2017, c. 23; Buchanan et al., 2010, p. 37]. ins pasnunyeHuns
ABTOPOB C O4HOW pamunmnen NPUMEHSIIOTCS MHNLMANDbI; Ans paboT
O[IHOrO aBTOPA, ONYyONMKOBaHHbIX B OQHOM roAy — aTUHCKas Oyk-
BeHHas ngeHtndrKkauma, Hanprumep, [TaméoBues, 2017a, 2017b].
Ecnn damunum untnpyembix aBTOPOB BbICTYMNAOT YacTblo Npea-
NOXeHNS, B KBaPaTHbIX CKOOKax MOXET YKa3blBaTbCs TOMbKO rof
1 cTpaHuua: B. J1. Tam6oBueB [2017, p. 23] OTMeYaEeT, uTo ...

PyKOI'IVICI/l, He COOTBETCTBYHOLWME AAaHHbIM Tpe6OBaHMHM, BO3-
BpallaloTcA aBTOpPaAM.

Mnata 3a ny6nmKaumio cTaTein He B3MaeTcA.
ABTOPCKMEe roHOpapbl peAakuyeil He BbiniayrBalTCs.

B cnyuae npuHATNA cTaTby K Ny6nnKaLumm aBTopbl NpefocTas-
NAIOT 3aMOSIHEHHbIE 3asABKM M SKCMEpTHOe 3aK/oyeHne O BO3-
MOXHOCTMN OTKPBITOro ony6nmkoBaHuaA. bnaHk 3aaBKu pa3melleH
Ha caWiTe XXypHana: http://upravlenets.usue.ru.
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Pedakyus Hay4HbIX XypHAI08
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E-mail: ed.office@usue.ru
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