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AHHOTALUMUA

BBeaeHue. Mpouecchbl LMpoBM3aLIMN YCUITMBAIOT KOHKYPEHLMIO MEXAY PErMoHamMu 3a UHBECTULUN, TYPUCTOB U YernoBeYe-
ckue pecypcbl. MNMonck apheKTUBHBIX LIMGPOBBLIX MHCTPYMEHTOB TEPPUTOPUarbHOrO NPoABUXKEHUSI CTaHOBUTCS Bce Bonee
aKkTyarnbHbIM. HECMOTpsi Ha pacTyLUMin UHTEPEC K LMGPOBOMY MapKETUHTY, Hay4Hble UccrneaoBaHus B obrnacTu ero npume-
HEeHUs ANs NPOABMKEHUS PErMOHOB OCTalTCA oparmeHTapHbIMU. Lienb nccnegoBaHvs — onpeaenutb porb, BO3MOXHOCTM
N OrpaHMYEeHUst NCMOMb30BaHNs LMPPOBOrO MapKeTuHra B hOpMUPOBAHUM MOSNOXMTENBHOIO MMUAXKa pernoHa v noBblLLe-
HWUM ero NpUBMeKaTeNbHOCTY.

MaTtepuansi n metoabl. [pu nccnegoBaHMM NPOLIECCOB LIMGpPOBM3aALIMN MapKeTUHIa 4118 MPOABMXEHNSI PETMOHOB NpuMe-
HEeHbl KOMMIEKCHBIN NOAX04 M 06LLeHayYHble MeTOAbI: aHanM3 U n3ydeHne nutepaTtypbl, CTpaTernii NPOLBWKEHWS, KENCOB
LUMPOBOro MapkeTUHra B permoHax, ConocTaBfieHUe OnbiTa pasHbiX PEMMOHOB B UCMOMb30BaHUM LMGPOBOrO MapKeTuHra.
[MpuBegeHa rpynnmMpoBKa MHCTPYMEHTOB LMGPOBOro MapKeTUHra.

Pe3ynbrartbl. BhisiBNeHbl OCHOBHbIE MHCTPYMEHTBI LMGPOBOrO MapKeTUHra ANns MPOABWXEHUS PErMOHOB, YCTAHOBMEHbI
0COBEHHOCTU MPUMEHEHMUS LMEPOBOrO MapKeETUHIa B TEPPUTOPUANbHOM NPoaBMKeHUn. CUCTEMaTU3MPOBAH OMbIT yCreLl-
HbIX PEFMOHOB W OMpeaeneHbl TUMMYHbIE NPObemMbl B LMPOBOM NPOABUKEHUN.

BbiBoAbl. LIMdpoBON MapKeTUHI CTan BaXKHEWLLUMM MHCTPYMEHTOM MOBbLILIEHUSI Y3HABAEMOCTU U NPUBIEKATENBHOCTU pe-
rMOHOB. Be3 akTMBHOrO MpPUCYTCTBUSI B LMGPPOBON Cpeae PErvoH MpOUrpbIBaeT KOHKYPEHLMIO 3a TypUCTOB, MHBECTOPOB
N HOBBIX XWUTENen. YcnewHoe npoaBukeHne TpebyeT KOMMEKCHOro NoAxXo4a, OQHOro KaHamna (HanpuMmep, TONbKo canta
UM TOMbKO CoUManbHbIX CETEN) HEAOCTAaTOYHO. HyXHa cucteMa OevcTBUIA, CBA3aHHaa equHON naeen 6peHaa pervoxHa.
BpeHa pervoHa gomkeH 6biTb YETKMM 1 MOHSATHBIM LieneBbiM ayautopusm. beccuctemHoe npoasmxkeHne 6e3 scHo chopmy-
NIMPOBAHHOTO UMWIXA NPUBOAUT K PA3MbITUIO BOCTIPUSATUS PErMOHA.

KIMKOYEBBIE CITOBA: MapKeTVHr TeppuUTOpUN, TeppuTopuanbHbIli MapKeTUHT, LMAPOBON MApPKETUHE, MapPKETUHI pervo-
HoB, digital-mapkeTuHr, TapreTupoBaHHasi pekrnama, KOHTEKCTHasi peknama, SEO-npoasmxeHune, aingeHTvka, GpeHauHr
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ABSTRACT

Introduction. Digitalization processes intensify competition for investments, tourists and human resources among places. Hence,
searching for effective digital tools, designed to promote places, is increasingly relevant. Despite the growing interest in digital
marketing, scientific research into its use for place promotion purposes remains fragmentary. The mission of this study is to deter-
mine the role, the potential and limitations of digital marketing in creating a positive image of a place and making it more attractive.
Materials and methods. An integrated approach and general research methods were employed to study marketing digita-
lization processes for place promotion purposes. They included analysis and study of literature, promotion strategies, and
digital marketing cases used in particular places. The article also clusters digital marketing tools.

Results. The study identified the main digital marketing tools used to promote places, as well as characteristic features
of digital marketing tools employed. Successful place promotion strategies were systematized and typical digital promotion
problems were identified.

Conclusions. Digital marketing is the most important tool used to boost the visibility and attractiveness of places. Places
lose the competition for tourists, investors and new residents without a strong presence in the digital environment. Success-
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ful promotion requires a comprehensive approach; one communication channel (for example, a website or social networks)
is not enough: a system of actions is needed, and it should be consolidated by a single idea of a local brand. A local brand
must be clear and comprehensible to target audiences. Inconsistent promotion without a clearly formulated image leads to

unclear perception places.

KEYWORDS: marketing of areas, place marketing, digital marketing, marketing of regions, digital marketing, targeted ad-
vertising, contextually targeted advertising, SEO promotion, identity, branding
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BBEJIEHUE

MapKeTHHT TeppUTOPHI 0COOCHHO aKTyalleH B Ha-
CTOsIIIIEE BPEMsI 1O NMPUYHUHE Pa3BUTHUSA TEPPUTOPUN
Poccuu. IloaTBepkieHNEM TOMY CIIY’KUT OpTaHU3aLMs
u nposeaeane Onummuansl «Coun — 2014y, Yemmnno-
Hata mupa 1o ¢yroory 2018 1., metHe YHUBEpcHAIbI
2013 B Kazanu u apyrux MEepOTpHsITHIA .

HayuHast HOBH3HA HCCIEIOBAaHUS 3aKIIOUAETCS
B OTPOMHOM KOJIUYIECTBE COBPEMEHHBIX BHI30BOB PETHO-
HAJIBHOTO Pa3BUTHS, KOTOPBIE TPEOYIOT IepecMoTpa
CTpaTeruil MPOJABIKECHNS PETHOHOB B YCIOBHAX I (]-
posm3armu [ 1]. Heo6xonnma cucremarnzanus udpo-
BBIX MAapKETHHIOBBIX HHCTPYMEHTOB C TOYKU 3PEHUS
uX 3(p(HEeKTHBHOCTH B MPOABMKEHUHU TEPPUTOPHil. AB-
TOpCKasi TUIIOTE3a COCTOUT B TOM, UTO LIEJICHAIPABIICH-
HOE TIPUMEHEHNE WHCTPYMEHTOB UMEHHO IH(POBOTO
MapKETHHTa CIIOCOOCTBYET YCTOMYMBOMY MOBBIIICHUIO
KOHKYPEHTOCIIOCOOHOCTH pernoHa. [|jis mpoBepKH ru-
MOTE3bl B IaHHOM HCCJIEJJOBAHUU TPUMEHSIOTCS Me-
TOJbI KOHTCHT-aHAIN3a U CPABHUTEIBHOTO aHAIN3a
KEHCOB.

AHanu3 uTepaTypsl MOKa3bIBAET, BIIEPBLIC MapKe-
TUHT TEPPUTOPUM KaK OTIEIbHOE HAIIPABIEHUE HAYYHOI
JeATeNbHOCTH TosBuiIcs B cepenuae 1990-x rr. O6y-
CJIOBJICHO 3TO OBIIIO COLMANIBHO-IKOHOMHUYECKUM Pa3-
BUTHEM CTPaH U PETHOHOB, a TAKXKE HEOOXOJMMOCTBIO
M3YYCHHUST KOHKYPEHTOCIIOCOOHOCTH TeppUTOpHii [2].
3HaUNTENbHBIN BKIIAJ B U3y4EHHE TEPPUTOPHUATBHOTO
Mapkerunra BHecnu @. Kornep u 1. Xailinep, aBTopsl
KHUTH « MapKeTHHT TepPUTOPHUii»?, B KOTOPOIi BITCPBHIC
OB c(OPMUPOBAH HOBHIN TOJAXO — IPOABIKCHUE
TEPPUTOPUAIEHOTO POAYKTA.

B 2005 1. mocnenoBanu aKTHBHBIC IMyOIHKAIIIN
C. AuxomnbTa (COBETHUK OPHTAHCKOTO IPABUTEIHCTBA),
KOTOPBIN BBEJ KITIOYEBBIE TEPMUHBI «OPEHIUHT Tep-
putopuii» (place branding), «OpeHAMHT TOCYTAPCTBY
(nation branding). B cBoem Tpyne «bpenz BceM Cyabsi»
AHXOIBT CTaJ paccMaTpHUBaTh OPEHBI KaK OCHOBHON
WHCTPYMEHT pacmpe/iesieHns: J00aBICHHONH CTOMMO-

! MapKeTHHT TEPPUTOPHH : y4EOHHK U IIPAKTHKYM IS By30B /
mox o6m1. pen. O.H. XKumbrosoii. M. : U3narensctBo FOpaiit,
2024. 261 c. // Obpa3zoBatensHas miardopma FOpaiit. URL:
https://urait.ru/bcode/536037

2 Komaep @. u op. IlpuBiedeHre WHBECTUIINH, TPEATIPHATHIA,
JKUTEJIeH U TyPHUCTOB B TOPO/IA, KOMMYHBI, PETHOHBI U CTPAHBI
EBpormsr. 2009.

CTH, OPEHIVHT TEPPUTOPHI KaK KJIF0Y K PEILICHUIO TIPO-
61em ctpaH. A B kuure «bpenn “Amepuka’ AHXONBT®
QHAJIN3UPOBAJI BIMSHHE TOBAPHBIX OPEHIOB HAa MMHJUK
CTpaHbl, a TAKKe PaCCMOTPesl AMEPHKY KaK caMOCTOS-
TEIBHBIN U 30HTHYHBIN OpeH .

B 2008 1. BRImIA KHUTA U3PAMIBCKAX YICHBIX
3. ABpaxama u O. Kerrepa «MennacTpaTeruu 1Mo Map-
KeTHHTY TEPPUTOPHU B KPHU3UCH®, KOTOPBIE aHAIU3H-
poBaM KOMMYHHKAITH KakK KI04eBoi (axkTtop dop-
MHUPOBaHUS UMHDKA TEPPUTOPHM, a TaKKe CIeNaln
MOIpOOHBIN aHANN3 CTpaTeTHi M3MEHEHHs (Tak Ha-
3BIBAEMOI'0 «PEMOHTA» ) UMUIXKa TOPOJOB, CTPAH H Ky-
POPTOB.

B poccuiickux MCCIeT0BaHHUIX BOMPOCH OpeH-
JUPOBAHMSA U MO3HLIMOHUPOBAHUS PETHOHOB OCBEIa-
muck B pabotax O.H. XKumsmooit!, A.A. YrproMoBoii,
M.B. Cagenbesoii, E.B. Epoxunoit’, B.1. Anemrauko-
Boit®, T.B. Cauyk’, A.B. Ueuynuna® u apyrux orede-
CTBEHHBIX y4eHbIX. OTHAKO X TPYABI IPEHMYILECTBEH-
HO COCPENOTOYEHBI Ha TPAAUIHOHHBIX HHCTPYMEHTaX
MapKeTHHTa, B TO BpeMs KaK M3ydeHHe HU(POBBIX
UHCTPYMEHTOB TpeOyeT NajbHEeHIIero TeopeTHuko-
HPHUKIIaJHOTO OCMBICIICHUS.

3 Anuxonem C., Xunvopem JI. Bpenn AMepuka: Math Bcex OpeH-
JIOB, KaK KyJIbTypHbIE IEHHOCTH OJHOW HAIlMH 3aBOEBBIBAIOT
cep/ilia ¥ yMbl MIJUTHOHOB JIFOEH B APYTHX CTpaHax Omaroma-
PsI IPABUIIBHO TIOCTPOEHHBIM MAPKETHHTOBBIM CTPATETHSIM /
nep. ¢ aamt. A. lageikus. M. : lo6pas kuura, 2010. 231 c.

* MapKeTHHT TepPUTOPHii : yueOHHK JIsl By30B / MO/ 001,
pen. A.A. Yrpromooii, M.B. CasenneBoi, E.B. Epoxunoii.
3 u3n., mepepad. u gom. M. : UspatensctBo [Opaiit, 2025.
451 c. URL: https://urait.ru/bcode/563518

5 Avraham E., Ketter E. Media Strategies for Marketing
Places in Crisis: Improving the Image of Cities, Countries and
Tourist Destinations. Oxford : Butterworth-Heinemann, 2008.
® Anewnuxoea B.H. BBeneHue B MapKETHHT TEPPUTOPHM :
yuebHoe mocobue. M. : UHD®PA-M, 2024. 272 c. DOI:
10.12737/1200565. URL: https://znanium.ru/catalog/product/
2157173

" Cauyk T.B. TeppuTopuaibHbIii MAPKETHHT: TEOPHS U MPAK-
THKa : y4eOHUK. 2 u3x., mepepad. u gon. M. : UHOPA-M,
2024. 561 c. DOI: 10.12737/2062425. URL: https://znanium.
ru/catalog/product/2062425

8 Yeuynun A.B. Mapketunr teppuropuii. Kak ropoza u crpa-
HBI IPUBJIEKAIOT TYPUCTOB, HOBBIX XKUTENEH 1 OM3HEC : MOHO-
rpadus. CII6. : KAPO, 2024. 144 c. URL: https://www.
iprbookshop.ru/141682.html

1233

GZ0Z ‘g 9NsSS| "0Z 2WINjo/ . 8In}08}IYdJy PUB UOI}ONJISUOD UO [BuINOf AJYIUOI « NSSOIN MIUISOA
Gz0z ‘g »ohuiag "0z woL . (8UluO) 0099-70SZ NSSI (1uld) GE60-2661 NSSI » ADJIN d¥MHLODg



BectHuk MI'CY - ISSN 1997-0935 (Print) ISSN 2304-6600 (Online) « Tom 20. Beinyck 8, 2025
Vestnik MGSU - Monthly Journal on Construction and Architecture « Volume 20. Issue 8, 2025

A.L. Engpumosa, ®.I. Manueea, [.4]. Mawaxodxaesa

MATEPHAJIBI U METO/JbI

TepputopuaibHblii MAPKETUHT — 3TO JEATEIlb-
HOCTh 110 (hOPMHPOBAHMIO MOJIOKUTEIHHOTO 00pa3a
peruoHa, MPUBICUEHUIO MHBECTUINN U On3Heca, TypH-
CTOB, HOBBIX )KHTeJeH 1 KBaIN(UINPOBAHHBIX KaJ[POB.
OCHOBHOE OTJINYHE MapKEeTUHTa TEPPUTOPHUHA OT KOM-
MEpUeCKOr0 MapKeTHHTa 3aKJII0YaeTcs B OTCYTCTBUU
KOHKPETHOTO ToBapa. IIpoykToM BBICTYIIAeT TEPPHUTO-
pHs, CO BCEMH €€ XapaKTepHUCTUKaMU: SKOHOMUYECKH-
MU, KyJIbTYypHBIMH, TPUPOAHBIMU M COLIMATBHBIMH.

IIporeccs! TeppUTOPHATIEHOTO MAPKETHHTA, TIPO-
JIBIDKCHHS PETHOHOB MPEINUCHIBAIOT Y4YeT MHTEepe-
COB Pa3HBbIX IeNeBbIX ayauTopuil. K HuUM, Kak yxe
TOBOPUJIOCH paHee, OTHOCATCS WHBECTOPHI, TYPUCTHI,
MECTHBIC KHUTEJIU U MPEJCTAaBUTEIN OPTaHOB BIACTHU.
Kaxknast U3 9THX TPy HyXJaeTcsi B crienu(uieckoi
nH(OpPMAIINU ¥ WHANBUIYaIBHOM MOAXO0JE. DTO Jerna-
€T MapKETHHI TEPPUTOPUH CI0XKHBIM U MHOIOCJIOMHBIM
npoueccoMm [3, 4]. ITo 3Toit mpuynHEe TpaAUIIMOHHBIE
MHCTPYMEHTHI MapKETHHTa TEPPUTOPUNA HETOCTATOUHBI
JUTSL TIOJTHOIIGHHOTO BIIUSTHUS HA IIeJIeBbIe ayIuTOPHH,
UCIOJIb30BaHHE MU(PPOBBIX TEXHOJOTHUH MO3BOJSET
YAYYIIUTh KOMMYHHUKAITUIO U YCUIIUTh B3aMMOJICHCTBHUE
C LEJIEBBIMH ayTUTOPHAMHU [5]. IHTepakTHBHOCTB LU}-
POBOIf cpefibl JieNaeT BOCIIPUITHE PerHoHa 0osee xKu-
BBIM U IIPUBJICKATEIHHBIM.

B nuteparype MOXXKHO BCTPETUTDH pa3HbIE TEPMU-
Hbl: nugpoBoil MapketuHr, digital marketing, numKu-
TaJI-MapKETUHT, OHJIaiiH-MapKETHUHT, HOBbIM MapKETHHT,
ANIEKTPOHHBIN MapKeTHHT, HHTEPHET-MapKEeTHHT, Tapre-
THPOBAHHBII MapKETHHT, HHTEPAKTUBHBIN MapKETHHT
u npoyee. Bce oHn 0003HAYAIOT OHO M TO Ke: MPH-
BJIEYEHHUE TTOTCHIMABHBIX [TOTpeOUTENeH K Mprodpe-
TEHHUIO TOBAPOB M YCIIYT KOMITaHuu [6].

LlndpoBoii MapKeTHHT TpeICTaBIsIET COOOU CO-
BOKYITHOCTh HHCTPYMEHTOB M CTpATeTuii, HalpaBJeH-
HBIX Ha MTPOJIBUKEHHUE MTPOIYKTOB, YCIYT WIH OOBEKTOB
¢ ucroyib30BaHueM UQpoBbx kananos [7, 8]. K uuc-

JIy OCHOBHBIX KaHAJIOB OTHOCSTCSI CAUThI, HOUCKOBBIC
CHCTEMBI, COIHAIbHBIC CETH, e-mail-pacchuiku, MO-
OuIBHBIC IPUIIOKEHNUS U OHJAMH-pexiama. B otnnune
OT TPaJUIMOHHOIO0 MapKEeTHHI'a, IIM(POBOIT MAPKETHHT
OCYIIECTBIISIETCSI UCKIIIOUUTENLHO B PEXKUME OHJIAMH
U J1aeT BO3MOXKHOCTb OIIEPAaTUBHO OTCIICKHBATH ITOBE-
JICHHE 1eJICBOM ayJIMTOPUU ¥ KOPPEKTUPOBATH CTpaTe-
THIO MTPOJIBIKEHUS B PEKUME peaslbHOTO BpeMeHH [9].

KittoueBble HHCTPYMEHTBI IU(PPOBOTO MapKEeTHH-
ra BKJIIOYAIOT MOUCKOBYI0 ontuMu3anuio (SEO), koH-
TekcTHYIO pekiaamy (PPC), MapkeTHHT B COIMANIBbHBIX
ceTsix (SMM), e-mail-MapKkeTHHT, a TaK¥Ke HCIIOJIb30-
BaHME aHAINTHKH U big data. DT UHCTpyMeHThI 00ec-
MEeYMBAIOT TOYHOE TAPreTHPOBAHUE, TIEPCOHATU3AIIHIO
U MOBBILIAIOT BOBJICUCHHOCTH ayJJUTOPHH.

AHan3 0CHOBHBIX KAHAJIOB JINJDKUTAII-MAPKETHH-
ra TeppUTOPHIA TIpEICTaBIIEH B TaOJHIIE.

B pesynbrare aHanusa, IpUBEACHHOTO B TaONHUIIE,
ABTOPBI IPUIILIH K BBIBOAY, 4TO Hanbosee d3pPexTHB-
HBIM PELICHHEM JUIsl TPOJIBHIKEHHUS] PETHOHOB B LI PO-
BOM IIPOCTPAHCTBE SIBJISIETCS KOMOWHALIMS BCEX BbIILIE-
MepEeYHCIICHHBIX HHCTPYMEHTOB, TaK KaKk BCE OHM HMe-
I0T pa3jMyYHOe ACHCTBHE M OKa3bIBAIOT HAMJYYIMH
a¢dekT B KOMOMHAIMHN IPYT C APYTOM.

PE3YJIBTATBI HCCJEJOBAHUSA

MO’KHO BBIJEIUTH TPU MOJAEIH IPOJBHUKEHUS:
Yyepe3 pa3BUTHE TYpPHCTHYECKOro OpeHja (Harmpumep,
TarapcTan), uepe3 HUPPOBU3ALUIO TOPOJICKON CPEIbI
(Hampumep, MockBa), yepe3 akIeHT Ha MPUPOAHBIE
pecypcbl 1 akosioruto (Harpumep, [Tpumopckuii kpait).

DopMHUPOBAHUE U TPOIBUKEHUE TEPPUTOPUATIH-
HOro OpeH/ia BO MHOTOM 3aBHCHUT OT TaK Ha3bIBAEMOM
allJICHTUKN — KOPIIOPATUBHOW MJICHTU(DHUKAIMH, BU3Y-
anpHOrO (hopMara M y3HaBaeMOCTH OpeH/ia.

Hampumep, TroMeHb mpencraBuia aiiIeHTUKY, OC-
HOBaHHYIO Ha KOHIETIIINH «MCTOPHUUYECKOTO TPATUEHTa.
Jlorotumn B BHUJE IOIIAHUKA, BIMCAHHOTO B I'epaibIu-

AHann3 OCHOBHBIX KaHAJIOB HH(i)pOBOI‘O MapKETUHI'a JJIA IPOABUIKCHUSI PETHOHOB

Analysis of the main digital marketing channels used to promote places

HawnmenoBanue
KaHasa Wi UH-
CTPYMEHTa Ipo-
JIBUKEHUS
Promotion
channel or tool

Kparkas xapakrepuctuka
Brief description

Henocrarku
Weaknesses

JlocTouncTBa
Strengths

OduiranbHbie
CalThl
1 TIaTGOopMbl

OdunuanbHble calTel CyOBEKTOB
Poccuiickoit deiepaliin BBIIONHSIOT
(hyHKUIMM MHOOPMALIMOHHBIX

PETHOHOB ¥ MIMUJDKeBBIX Tatdopm. OHI

Official COJIEpIKAT CBEJIEHUS O COLUATILHO-

websites and SKOHOMUYECKOM PA3BUTHH,

platforms MHBECTHUIIOHHBIX BO3SMOKHOCTSX, u 11 B2B

of places KyJIBTYPHBIX MEPOIIPUATHUSAX

U TYPUCTHYECKUX MapIIPyTax
Official websites of subjects of

the Russian Federation serve as
information and image building
platforms. They offer information
about socio-economic development,
investment opportunities, cultural
events and travel itineraries

PazpaboTka cCOBpeMEHHOT0, YIOOHOTO U aIalTHBHOTO
caiiTa I03BOJISCT IOBBICHTD JIOBEPHE K PETHOHY.
Hanuumne mHOrOSI36IYHOI Bepcuu caiita

M MHCTPYMEHTOB O0OpATHOM CBSI3M 3HAYUTEILHO
MOBBIIIACT JOCTYIHOCTh PErHOHA ISl BHEITHUX
nonb3oBareneit. [Togxoaut kak maus B2C, Tak

The development of a modern, user-friendly and
adaptive website makes places more trustworthy.

A multi-language website and feedback tools greatly
improve the accessibility of places for external users.
Good both for B2C and B2B

He sBnsercs
YHUBEPCAJIbHBIM KaHAJIOM,
TaK KaK UMeeT HH3KYIO
BOCTPEOOBAaHHOCTD CPEIH
MOJIOJIOTO HACEJICHUS,
KOTOPOE TPEAHOYUTACT
Goree COBpeMEHHEIE
KaHaJIbI

This channel is not
universal, as it is hardly
popular among young
users preferring more
advanced channels
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Strengths
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MapkeTusr ColyabHbIe CETH CTAIIN BbIcokast BOBIICYEHHOCTb KaK CPE/IM MOJIOJICKH, TaK B neperpyxenanom
B COLMATBHBIX | HEOTHEMIICMO#T YaCThIO Y CPEH JIUIL] CPEIHET0 U CTapIIero Bo3pacTa. UH(POPMALIUOHHOM
cersix (SMM) 1 (POBOIT KOMMYHHUKAIINH. Taxue raardopmsl, kak BKonrakre, Telegram, MIPOCTPAHCTBE OYEHb
Social Media Jlnst TepputopuanbHOTro MapkeTuHra | OHOKIACCHHKH ¥ Rutube mo3Bositor CJIOXHO MOJIyYUTh
Marketing OHM BBITIONHAIOT (QyHKIUN TPaHCIIUPOBATh BU3YaJIbHBINH KOHTEHT, IO YEPKUBAst BHHMaHHE OTPEOUTEIICH.
(SMM) NH(OPMUPOBAHYS, BOBJICICHHUS YHHKaJIbHbIC 0COOeHHOCTH pernona. Hampumep, OTO NPUBOAUT K TOMY,
1 00paTHO# CBSA3M. 37€Ch MOJKHO Pa3MECTHTb BUPTYaIbHBIC Ty bl YTO JIFOAU TOTOBBI
B nanHOM cityuae ecthb jiBa 110 JI0CTONPHUMEYATEILHOCTSIM, MHTEPAKTHBHBIC KapThl | BOCIIPHHUMATh
IyTU: Ka9eCTBCHHOE BEACHUE ¢ MapIIpyTaMy ¥ TeMaTHYCCKUMH 30HaMH, KOTOpbIe HPC/IOKEHUST KOMITAaHUH
o(HIMATBHBIX CTPAHUILL MO3BOJIAAIOT co37aTh 3 ekt npucyrcTBus. bpenn- TOJIBKO B TOM CIIydae,
PETHOHOB/PErHOHAIBHOTO MPOYKTA | BUJIEO CTAHOBSITCS MOIIHBIM CPEJICTBOM IPOJIBIKEHHUS. | €CIIM OHU COOTBETCTBYIOT
WM TIPOJBUKEHUE C TOMOII[BIO OHH HOPMUPYIOT 3MOLMOHATIBHEINA 00pa3 TCPPUTOPHH, | HHTEpECaM U 3arpocam’.
KOHTEKCTHOW PEKJIaMbl MIIH Yepe3 MOAYEPKUBAIOT €€ YHUKAIBHOCTb H TPAHCIUPYIOT BosmoxHoCTE
areHTOB BIMSAHUSA (TaK Ha3bIBAGMBIX | IEHHOCTH. KauecTBEHHEI BHICOKOHTEHT OIIePAaTUBHO
CUH(ITIOCHCEPOBY) CMOCOOCTBYET BUPYCHOMY PACIPOCTPAHECHUIO pearupoBaTh Ha 3a1poChl
Social networks are an integral part | mHGOpPMAIUK K OXBATY HIMPOKOH AyTUTOPHH. ayJIUTOPUH, yCTPAHATh
of digital communication. In place | KonTekcTHas pexiaama Ha miatdopmax, HalpuMmep, penyTanyuOHHbIE PUCKH
marketing, they serve as instruments | Takux, KaK SIHIEKC X MHOTHX JPYTHX ITO3BOJISICT M BBICTPauBaTh JIUAJIOT
for information distribution, [OKa3bIBaTh COOOIICHNSI TIOIB30BATEIISIM, YIKE C pa3sHbIMH IPyNNamMu
engagement and feedback. MIPOSIBUBIINM MHTEPEC K TeME PErHoHa. DTO JienaeT HacejIeHus.
Two options are available in this peKIaMHyI0 KaMrauuio 6oinee 3hpexTHBHOMN, cHIKass | BosmoxxHa peanuzanust
case: high-quality management 3aTpaThl ¥ MOBbILIAs KOHBepcHIo. TapreTupoBaHHas KaMIIaHHUH ¢ y4acTHEM
of official pages of places/local peKiIaMa B COLHANIBHBIX CETAX MPEAOCTABISICT JIMJEPOB MHEHHMH,
products or promotion through BO3MOXKHOCTb CeTMEHTUPOBATh ayAUTOPHIO YTO YCHIIUBAET JOBEpUE
contextual advertising or agents 10 BO3pAcTy, UHTepecaM, reorpaduu u Ipyrum K MH()OPMAIL[HIOHHOMY
of influence (so-called “influencers”) | mapamerpam. Iloxxomut xak mrst B2C, Tak u st B2B | coobmenuio
High involvement of young people, and middle-aged | It is hard to capture
and older users. the attention of consumers
Such platforms as VKontakte, Telegram, in an information-
Odnoklassniki and Rutube broadcast videos, intensive space. Hence,
emphasizing the unique features of a place. For users are ready to perceive
example, virtual tours of landmarks, interactive maps | corporate offers only if
showing itineraries and thematic zones can be made | they fit their interests and
available here to imitate the participation effect. requests’.
Brand videos are a powerful means of promotion. It ensures the ability
They create an emotional image of a place, emphasize | to quickly respond to
its uniqueness, and convey values. High-quality requests, eliminate
videos contribute to the viral spread of information reputational risks and start
and ensure access to large audiences. Contextual dialogues with different
advertising on such platforms as Yandex and many groups of the population.
others shows messages to those users who already Campaigns can have
take interest in the place. This makes the promotion | opinion leaders involved
campaign more effective, cuts costs and boosts to build confidence in
conversion. Targeted advertising in social networks information messages.
breaks down the audience by age, interests, location,
and other parameters. Good both for B2C and B2B
E-mail- SIBnsieTcst yRoOHBIM HHCTPYMEHTOM | 3a4acTyro B 0asy MOMaialoT KOHTAKThI JTIOACH, Yacrast HeraTuBHas
MapKeTHHT MHTEPHET-MapKeTHHTa KOTOpBIE OCTaBUJIM UX CAMH U HE IIPOTUB PACCHUIOK — | PEaKIMs U3-3a
E-mail U IpeJCcTaBiIsieT coooi TOIJIa JIOSUTBHOCTB K IIOYTOBOM PACCBUIKE BBILIE HA30MIMBOCTH, 3aCOPEHHS
marketing MIepPCOHATN3UPOBAHHYIO PACCBUIKY | U BEPOSTHOCTh OTKIIMKA OOJIbIIE. MOYTOBBIX SAIIHKOB

IIMCEM TI0JIb30BATEIISM, KOTOPbIE
JIa CBOE COIIACHE Ha MOIyYeHUE
3TOH pacchlIky. 3azada
MapKETOJIOTOB 3/1eCh — IIPEBPATHTh
XOJIOJHOTO «JINJa» (TIOJIB30BATEs,
KOTOPbI 3aMHTEPECOBaH

B MIPEUIOKEHHN, HO TIOKa

He IUIaHUPYET NpuodpeTeHne
HPOJIYKTa, B HAILIEM CITy4yae
TEPPUTOPHAILHOTO) B PEaTLHOTO
HOKYTIaTeIsl/T0Ib30BaTeIs
TEPPUTOPHAIHFHOTO IPOTYKTa

This convenient Internet marketing tool
means personalized posting of letters to
users who agree to receive mail.

The task of marketers is to convert

a cold “lead” (a user who is interested
in an offer, but does not plan to
purchase the product) into a real
buyer/user

Beicokast HaIeXXHOCTb HCTOYHHKA HH(OPMALIK

B CIIy4ae, eCIIM OTHPABUTENb — O(HIMATBHBII
MIPeCTaBUTEIb.

OJHAaKO B HACTOSIIIEE BPEMsl YU4aCTUIINCh CITydan
MOIIIEHHUYECKHUX M CIIaM-PACCBUIOK.

TToxxomut kak st B2C, tak u st B2B

The database often has contacts of users who
voluntarily provide them and who agree to
receive mail; hence, loyalty to mail is higher and
the likelihood of a response is higher, as well.
Highly reliable information sources, if the sender is
an official representative.

However, at present, cases of fraudulent and spam
mailings are frequent.

Good for both B2C and B2B

ToJIyJareneil, crmam-
pacceitok. TpynHo
Ha3Ha4YaTh «CBUAHUSD)
MOTPEOUTEIISIM, ECITH
KOMIIaHHsI HE 3HACT,
KaK C HUMH CBSI3aThCst
Negative feedbacks
are frequent due to
importunity, clogged’
mailboxes, and spam
mailings. It is difficult
to have “a date”

with a consumer if
the company does not
know how to contact
him/her

° Yro Takoe qumKkuTan-MapkeTuar? [Ipo ocHOBEI, mprHIHIE! 1 TexHomorni. URL: https://marketing.hse.ru/blog/chto-takoe-
didzhital-marketing/
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HawnmenoBanue
KaHasa Wi UH-
CTPYMEHTa Ipo-
JIBHKCHUS
Promotion
channel or tool

Kparkast xapakrepuctuka
Brief description

JlocTonncTBa
Strengths

Henocrarku
Weaknesses

ITouckoBas IIpencrasaser coboii npoaBIKEHNE
ONTHMHU3ALUS CaiToB, BBIJJAYy CAlTOB
(SEO) B IIOMCKOBBIX CEPBUCAX, TAKHX

Search Engine
Optimization

Kak Sunexc, Google u T.1. € LeNbIO
YBEIMYCHUSI OCEIAeMOCTH

D} eKTUBHBIA HHCTPYMEHT IS yBEIUYCHUS
MOCeIaeMOCTH caiiToB pernoHoB. HeBbicokas
croumocTb. [Togxomut s B2C

An effective tool used to boost traffic to local
websites. Low cost. Good for B2C

3aHMMaeT MHOTO BPEMEHHU
U JIaeT HAKOIUTEIbHbII
3¢ dexT — orcyTcTBHE
OBICTPBIX PE3YJIBTATOB.
3a4acTyro OKa3bIBACTCS

(SEO) It is the promotion of websites, Hea(pdexTuBHbIM JUist B2B
the dropout of websites by such It is time consuming and
search engines as Yandex, Google, has a cumulative effect:
etc. to boost traffic no quick results. It is often

ineffective for B2B

TaprerupoBan- | 910 pekiiama, KoTopast BeIcokast JOCTYITHOCTb BBHTy HEBBICOKOH I'maBHBIM MHHYCOM

Hasi peKJIama [OKA3bIBACTCSI TOJIBKO croumMocTH. beicTpbie pesynbrarel. BosMoskHOCTH SIBISIETCS TO, YTO TaKast

Targeted TI0JIb30BATEISIM C 3aJaHHBIMU HACTPOHTH PEKJIaMy TOJIBKO Ha HY)KHYIO IIEJICBYIO peKiIamMa HaneleHa Ha TaK

Advertising XapaKTepUCTUKAMH, HalIPUMeED:
JKEHIIMHAM U My>KYHMHAM

n3 MockBel B Bo3pacre 25-35 et
This advertising is only shown to
users with pre-set characteristics,
for example: women and men based
in Moscow and aged 25-35

ayuTOpui0. BO3MOXKHOCTB ITOTYy4YUTh TOAPOOHYIO
QHAITMTHKY TI0 TIPOBEACHHBIM PEKIAMHBIM
MEPOIIPUSTHIM: CEPBUCHI I10 HACTPOHKE PEKIIaMbI
MPEAOCTABIISAIOT CTATUCTHKY, 110 KOTOPOIT MOXHO
MOHATbH, KaKoe 0OBABICHHE OBUIO MAKCHMAILHO

9 HEeKTHBHBIM, KaKasi aylUTOPHs pearnpoBaia JIyde
Beero'’. Toxxomut s B2C

High availability due to low cost. Fast results.

The ability to customize advertising only for the pre-
set target audience. The availability of detailed
analysis of promotion events: ad customizing services
provide statistics showing the most effective ads and
the most responsive audience'. Good for B2C

HAa3bIBACMBIX «XOJIOIHBIX»
MOJIb30BaTENICH,

Y KOTOPBIX elie HeT
Crpoca Ha HPOIYKT,
MOATOMY OHA MOXKET

ObITH MeHee d((eKTHBHA.
3a4acTylo OKa3bIBAETCS
HespdexruBHOM 11 B2B
The main disadvantage

is that such advertising

is aimed at so-called “cold”
users who do not yet have
demand for the product,

so it can be less effective.
It is often ineffective

for B2B

KonTekcTHast JlaHHBII BU PEKIIaMBbl SIBISIETCSI
pexiiama BUJIOM TapreTUPOBAHHOM peKIIaMbl,
Contextual HO C OJIHUM Ba)KHBIM OTIIMYHEM —
Advertising JlaHHas peKJlama MOKa3bIBaeTCs

TOJILKO TEM I10J1b30BaTENISAM, KOTOphIE
paHee HHTEPECOBAIICH TIPOLYKTOM.
Hanpumep, none3oBaretb, HCKaBIINI
Ouiters! Ha camolieT B Coun, yBUIUT
PEKIIAMHOE IPEANIOKCHHE O CKUAKAX
B orelie B I. Coun

This is targeted advertising, but

it has one important distinguishing
feature: this advertising is shown
only to those users who took interest
in some product in the past.

For example, a user who looked for
plane tickets to Sochi can see

an ad offering discounts at a Sochi hotel

YeCKUH IIUT, OTCHIIAET K PEYHOMY MPOIIIOMY TOpo-
na. VbxeBck paspaborai «MHIYCTPUAIBHBIN) MIPUQT,
MOYEPKUBAIOIINI €0 CTaTyc Kak IEHTpa Opy>KeHHON
MPOMBIIUIEHHOCTH. AMJIEHTHUKA BKJIIOYAET CTPOTHUE
reoMeTpudeckue (GopMbl U MOHOXPOMHYIO MAIUTDY,
CUMBOJIU3UPYA TCXHOJOTUYHOCTb U CHUITY. Jlorotursr
1 BU3YaJIbHBIC 3JIEMCHTHLI UCIIOJIB3YIOTCA B FOpO}ICKOﬁ
HaBUTAIUK ¥ OQUIMAIBHBIX JIOKyMEHTAaX, CO3/1aBasi €/iu-
HBII BU3yaJIbHBIN CTHIIB. Hukenb, HEOOIBIIOH MOCEToK
Ha rpanune ¢ Hopserueii, co3man apykemo0HOro 1 y3-
HaBaEMOTO MAacKOTa — IEPCOHaXKa, OTPAKAIOIIETO IKO-
JIOTUYCCKUE MHUITUATUBBI 1 CTPEMIICHUE K yCTOﬁ‘IHBOMy
pa3BUTHIO. AlileHTHKa BKIIIOUAeT SPKHeE I[BeTa U Mpo-
cTble (hOPMBI, IPUBJIEKAIOIINE BHUMAaHHE KaK MECTHBIX
JKUTEIeH, TaK U TypUCTOB. MacKOT MCIIONIB3YETCs B CO-

1 Tapretuposannas pexiaama. URL: https:/www.unisender.com/
ru/glossary/chto-takoe-targetirovannaya-reklama/#anchor-1
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DTOT BUJI peKIIaMbl HIMEET T€ JKe JOCTOUHCTBA,

YTO M TAPreTUPOBAHHAS PEKIIaMa, U SBISCTCS

6onee 3 (HeKTUBHBIM HHCTPYMEHTOM LU(PPOBOTO
MapKeTHHI'a, TaK KaK PEKIAMHOE NP UIOKECHIE
MOJTyHaroT «Teruibley KineHTbl. [loaxomur juist B2C
This type of advertising has the same strengths as
targeted advertising. Moreover, it is a much more
effective digital marketing tool, since this

ad is received by “warm” clients. Good for B2C

He moaxomut Juist HOBBIX
TOBApPOB WJIH YCIIYT,
KOTOPBIE HAXOIATCS

KaK ObI «BHE KOHTEKCTa».
3ayacTyro OKa3bIBaeTCA
HeapdexTuBHbIM Ui B2B
It is not good for new
products or services that
are “out of context”.

It is often ineffective

for B2B

[IMAJIBHBIX CETSAX M Ha MEPONPUATHSX, CIIOCOOCTBYs (op-
MHPOBaHHIO MO3UTHBHOTO UMHUJIKA MOcenka'’.

MockBa — Juziep 1Mo IPUMEHEHHUIO U(POBBIX pe-
meHnid. B cromuiie ycnemno GyHKINOHUPYET eAnHAs
udposast rarGopma « AKTHBHBIN MPaKIaHUH», KOTO-
past IO3BOJISET KHUTEISIM Y4acTBOBAThH B )KU3HU TOpPO-
na. Taxoke paboTaeT TypucTHIeckwii moprai Discover
Moscow!2, KOTOpBI# TIPUBIICKACT BHUMAHHE KaK POCCH-
SIH, TAK X1 HUHOCTPAHHBIX rocTel. /JaHHBINA POEKT Opu-
SHTHPOBaH Ha LU(PPOBOE MPOJIBHKEHHE KYJIBTYPHOTO,
HCTOPHYECKOTO M COOBITHIHHOTO MOTECHIMAA CTOIHIIBL.
ITopTan cTan HHCTPYMEHTOM TOPOACKOTO MapKETHHTa
1 KaHAJIOM MPOJIBM)KEHHUSI JIOKAJIbHOTO KOHTEHTA.

' Way to Russia. 6 poccHiiCKHX TOPOIOB ¢ HOBOW aii/IeHTH-
kxoii. URL: https://skillbox.ru/media/design/city-brand/
12 O¢punmaneueiii caiit Discover Moscow. URL:  https://
discover.moscow/ru
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C. 1232-1241

[IpenMyIIecTBOM CIIYXKHUT BBHICOKAsl CTETIEHb MH-
TErparyy ¢ TOPOACKUMHU CEPBUCAMHU U UCIIOIb30BaHHE
AR/VR-texnonoruii. Kpome TOro, npeumMmyIiecTsom
TaKXe SIBJISETCS HAJIMYME MHOTOCIOMHON HaBUrauuu
U BU3YaJIbHO NMPOPa0OTaHHbIH, MHTYUTHBHO MOHSTHBIN
unrepdeiic. [IpoekT akTHBHO NPUMEHSIET HHTEPAKTHB-
HBIE KapThl, BUPTyaJIbHbIC SKCKypCcHU U THAbL. Cpenn
HEJIOCTAaTKOB MOXKHO BBIJICJIUTH (POKYC TOJIBKO HA POC-
CHHCKYIO U MOCKOBCKYIO ayJUTOPUIO U OTPaHHYCH-
HOE MHOTOSI3BIYHE, YTO CHHIKACT MPHUBIIEKATEIHHOCTh
JUTSI ”THOCTPAHHBIX TypPUCTOB.

DddexT BbIpakaeTCs B POCTE YUCIA CAMOCTOS-
TEJIbHBIX TYPUCTOB U MOBBILICHUN LTU(PPOBON BOBJIE-
YEHHOCTH I10J1b30BaTEICH.

PecnyOnuka Tarapcran Takxke JeMOHCTPHPYET
3¢ deKTHBHBIN MTOAX0 K TEPPUTOPHATBHOMY OpPESHANH-
ry. Pernon akTuBHO NpojBUraeT TYPUCTUYECKUI U UH-
BECTHILIMOHHBIN MOTEHIIHAI Yepe3 1U(POBbIC KAHAIBI.
Odunmanebrii caiit Visit Tatarstan'® comepskut Myiib-
TUMEIUIHBIE MaTepUalIbl, OAPOOHBIE MAPLIPYTHI U MH-
CTPYMEHTHI JJIs1 B3aUMOJIEUCTBUS C TypucTamu. JlaHHbIH
MPOEKT IPEICTABIISIET COOO0 PernoHaIbHBIN TypHCTHYE-
cKuil OpeHs ¢ y3HaBaeMol aiieHTuKoil. [Ipenmyrectso
3aKJIFOYACTCS B €IMHOM BH3YaJbHOM CTHJIC i aKTHUBHOM
MPOABMKCHUH YEpe3 COIICETH, a TAaK)Ke MHTErpaluu
KYyJIBTYPHOTO HACJIEAMs U COBPEMEHHON MHPPACTPYyK-
Typsl peruoHa. [IpoexT neMoHCTpupyeT IpoIyMaHHYIO
paboTy ¢ LesIeBbIMH ayIMTOPUSIMUA U TaK HA3bIBAEMBbIii
MapKeTUHT BreyariaeHuid. Cpean HeTOCTaTKOB MOYKHO
BBIJICJIUTh O'PAHUYEHHOE pacipocTpaHeHne nHpopma-
nuu 3a npeneidamu CHI, a Takke 3aBUCUMOCTBH OT JIO-
KaJbHBIX MEPONPHITHI KaK OCHOBHOTO MCTOYHHKA Tpa-
¢uxa. Dpdexr npoekra Bbiparkaercsi B GopMUpOBaHUH
MO3UTHBHOTO UMUK PETHOHA ¥ POCTE TYPUCTUYECKOTO
notoka. Visit Tatarstan cran npumepom 3G HeKTUBHOTO
TEPPUTOPUAIILHOTO OpPEHIMHIa U MEXBEJIOMCTBEHHOTO
B3anMozeiicTBus. KazaHbp akTHBHO TPOABUTAET ceOs
KakK TPeThIO CTONHUITY Poccru ¢ akIieHTOM Ha codeTaHHe
TAaTapCKUX U PYCCKUX TPaAMLMNA, UCIAMCKOW U IIPABO-
CJIaBHOM KyJbTyp. bpena ropona cTpouTcst BOKpYr HIEH
MYJBTUKYJIBTYPHOCTH, TOCTETIPHUMCTBA M COBPEMEH-
HOT'0 AMHAMMYHOTO pa3BuTUs. BusyanbHas alijleHTHKA
Kazanu BKJII0O9aeT HaIlMOHAIBHBIE OPHAMEHTBI, TAKOHUY-
HYIO TUTIIOTPa(HKy U CUMBOJIUKY, CBSI3aHHYIO C HCTOPH-
YECKUMH U CIIOPTUBHBIMH JOCTHKEHHUSIMHU.

Cankr-IlerepOypr pa3BuBaeT OpeH] «KyJIbTyp-
HOH CTOJHIIBI» C YIIOPOM Ha apXHUTEKTYypHOE Hacle-
Jiie, My3eu U Tearpbl. [opoj ucnonb3yer B U poBoM
MapKeTUHTE BU3yallbHbIe 00pa3sl HeBbl, OenbIx HOUeH
U KJIACCUYECKOM apXUTEKTYpbl. BHEIIHAS KOMMYHMKa-
LU TOTYEPKUBAET UHTEIIUTEHTHOCTD, 3JIETAaHTHOCTh
1 eBPOIEHCKHUil 00K ropojia, YTo JEeNIaeT ero MpuBie-
KaTeJIbHBIM JJIS1 TYPUCTOB, HHBECTOPOB U YUYAaCTHUKOB
MEKIYHAPOTHBIX COOBITHIA.

¥ Odpunnansueiii caift Visit Tatarstan. URL: https://visit-
tatarstan.com/

4 Odunmaneuenii caifit VisitRussia. URL: https://www.
visitrussia.com/

BHuMaHus 3aciyKuBaeT U LIUPOKO U3BECTHBIN
mpoekT VisitRussia'* — 310 HanmoHanbHAs WHUIUA-
THBA I10 MPOJBIDKEHUIO TYPUCTHYECKOTO MOTEHIINAIa
Poccun Ha mexayHaponHoi apene. OH ObUT 3aIylieH
®denepaibHBIM areHTCTBOM 110 TYPU3MY B COTpY/AHHUUE-
CTBE ¢ MPO(MIBHBIMU Opranm3ausaMu. OCHOBHAS 1IENTb
poeKTa — (OpMHUPOBAHKE PUBJICKATEIBHOTO UMHUJDKA
CTpaHbl ¥ YBEINYEHHE BHE3/IHOTO TypH3Ma.

B pamkax VisitRussia co3maHsl MyJTbTHS3BITHBIE
OHJIAWH-TIIaT(OPMBI, TIe Tpe/cTaBlieHa HHPpOpMaIHs
0 KyJIBTYPHBIX 00BEKTaX, MapIIPyTaxX M TYPUCTHUECKON
uHppacTpykrype. Vcmonb3yroTes Bu3yaiabHBIE (Hop-
Marbl: BHJEO, (OTO, BUPTyalibHbIe Typhl. Kpome Toro,
VisitRussia co3naBaicst kak HallMoOHaJIbHAS IIaTGopMa
JUISL MEKTyHApOTHOTO TIPOJIBIKEHHS TYPH3Ma, TIO3TOMY
MIPOEKT aKTHUBHO COTPYJHHUYAET C 3apyOeKHBIMU TYPH-
CcTHYECKUMH oneparopamu. CuibHasi CTOPOHAa — KO-
OpIMHAINSA C PETHOHAIBHBIMU OpPraHaMU M 9KCIIOPTHAsS
HarpaBlieHHOCTh. K HeocTaTkam OTHOCHUTCS ()parmMeH-
TapHOe OOHOBJIGHHE KOHTEHTA M CJlabasi MHTEPAKTHB-
HOCTB, TaK)Ke HEIOCTATOYHO ITPOPadOTaHa IEPCOHATN3a-
LML TTPEUIOKEHHUH U 00paTHAs CBSA3b C MOJIb30BATEIISAMH.

B pamkax npoexTa NpoBOANUTCS aHAIUTHKA MTPE-
MOYTCHUH TYPUCTOB W OIeHKA d(PPEKTUBHOCTH WH-
CTPYMEHTOB HHU(PPOBOro MapKeTuHra. [IpoaBrkeHne
OCYIIECTBIIIETCS Yepe3 COIMaIbHbIC CETH, PEKJIaMHBIC
KaMIIaHWW ¥ MEXTyHaponHbIe BeicTaBky [10, 11].

D¢ddexr 3aknaouaercs B GOPMUPOBAHUH €U~
HOro MMHJKa Poccuy Kak TypHCTHYECKOW CTpaHBI.
VisitRussia crmocoOGCcTByeT pocTy y3HABaeMOCTH Ha-
NPaBJICHUH U PA3BUTHIO BbE3IHOTO TypHU3Ma.

WunnuaruBa crana npuMepoM KOOPJIUHUPOBAH-
HOH paboTHI rocyapcTBa U OM3HECA B MPOIBIIKCHIH
TeppUTOpHaIbHOTrO OpeHa. biaroxaps mpoekTy Bo3poc
uHTEpec K pernoHam Poccun, KoTopele panee HE UMe-
JIM BBICOKOTO TypHCTHYECKOTro Tpaduka. B pesymbrare
VisitRussia qeMoHCTpUpYeT, Kak iu(pPOBON MapKETHHT
MOKET BBICTYIATh HHCTPYMEHTOM (hOpMHPOBAHMUS I10-
3UTHBHOTO 00pa3a CTpaHbl U TMOBBIIICHNS €€ IIPUBJIEKa-
TEJILHOCTH Ha 1II00AJIbHOM ypPOBHE.

[TpumeuarensHo, 4T0 MHOTAA OpeHa ropona Gpop-
MHUPYETCSl «CTHXHHHO», B Pe3yJabTaTe HCTOPUIECKOTO
CT€YEHHS 00CTOSATENLCTB, 0€3 KaKUX-ITH00 CIIEIHalb-
HBIX YCWJIMH 3aMHTEPECOBAHHBIX CTOPOH (CTEHKXOI/Ie-
poB). OmHaKO 3TO OOJBINE UCKITIOYCHUE, UM TIPABHUIIO.
Hanpumep, o6pas Canxr-IlerepOypra kak 10CTOSHUS
Poccuiickoit nmnepun u Coserckoro Coro3a u Kyib-
TYpPHOIl CTOJMLBI CIOXKUICA UCTOpUUYECKU. BriepBbie
KYyJIBTYPHOH CTOJMLIEH 3TOT ropo Ha3Bail nepsbiil [Ipe-
3ugeHT PO bopuc Enpuun. JlanHOE BhIpakeHUE CTAI0
KPBUIATBIM U 3aKPEIMIIOCh KaK OHO M3 0003HaYCHHUH
Canxr-IlerepOypra [12, 13].

CpaBHEHHE POCCUICKUX M 3apyOCKHBIX KEHCOB
BBISIBIISICT PA3IW4Msl B CTEICHH 3PEIOCTH MHU(POBBIX
crpareruii [ 14]. 3apyOeskHbIe PAKTUKU 00JI€E CTPYKTY-
PHUPOBaHBI M ONMPAIOTCSI HA YCTOWYUBBIE OPEH/IbI, KOTO-
pBI€ Pa3BUBAIOTCS B TEUEHUE ECATHICTHNA. Y HUX Yalle
HCIIOJIB3YIOTCS TEXHOIOTHH big data, mosb30BaTeIbCKast
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aHAJIMTHKA U 3MOIIMOHAJIBHBIN OpeHauHr. Pasnuune 3a-
KITFOYAETCsI TAKXKE B TTOJIXO/IAaX K YIPaBICHNUIO. 3apyOerk-
HBIE IPUMEPBI IEMOHCTPUPYIOT TECHOE B3aNMOJICHCTBHE
OPraHoOB BJIACTH C YaCTHBIM CEKTOPOM M KPEaTHBHBIMU
nanyctpusmu [15]. B Poccun Takoit hopmar cotpymHu-
YeCTBa TOJILKO HAYMHAET POPMUPOBATHCS.

Kpome toro, orpanndeHHble (PHHAHCOBBIE PECYp-
ChI, KaapoBbie neduuuTsl B chepe mudpoBoro Map-
KETHHTa, OTCYTCTBHE SIPKOTO PETHOHAIBHOTO OpeHaa,
HEI0CTaTO4Has MPopadOTKa KaHAJIOB KOMMYHHUKAIUN
W MHOTHE JIPYTHe OTPaHUUYCHHUS TAKIKE 3aTPYJHSIOT pa-
00Ty OTEUEeCTBEHHBIX CIICIHAINCTOB B chepe TeppuTo-
puansHOTO MapketuHra [16, 17]. Emie onHa moteHIu-
aipHas mpo0JieMa JJIsi MHOTHX PETHOHOB — OTCYTCTBHE
TEXHOJIOTUYECKONH OCHAIIEHHOCTH, CPAaBHUTENIbHBIN
aHaJIM3 MOKa3bIBaeT, 4To 3P PEeKTUBHOCTH LU(PPOBBIX
MHCTPYMEHTOB 3aBHCHT OT CTETIEHHU Pa3BUTHs MH(]pa-
CTPYKTYPBI U YPOBHSI IM(POBO IPaMOTHOCTH PErHo-
HaJIbHBIX KOMaH]I.

TeMm He MeHee B MOCIIEIHHE TOIBI B POCCUICKUX
permonax HaOJIOfaeTCsl 3HAUYMUTENBHBIN Hporpecc,
HO BHeApeHHe Mu(ppPOBOro MapKEeTHHTAa HOCUT (par-
MEHTapHbIN Xapakrep. OTCYTCTBHE eIUHON CTpaTernu
1 OpeHIa pernoHa CHIDKaeT 3 (HEeKTUBHOCTH MPOIBH-
seHusl. Peruonsl-nuaepsl, Takue kak Mocksa u Tarap-
CTaH, MPUOIMKAIOTCS 110 YPOBHIO Pa3BUTHS K €BPOTICH-
CKUM CTaHIApTaM.

S3AK/IIOYEHHUE

TeppuTopranbHBIA OPEHANHT — 3TO «IHIO PETH-
OHay». JTO acCOLUAINH, KOTOPbIE BOSHUKAIOT B TOJI0BaX
y )KMTEJEeH M TypHUCTOB NPH YIOMHUHAHWN HA3BAHUSA
ropoja. 9To COBOKYIHOCTh HH(DPACTPYKTYPBI, JOCTO-
MPUMEYATENbHOCTEN, MEPONPUATHI, TPAAULUN U MHO-
JKECTBa APYrux napameTpon's.

UccnenoBanue nokasano, 4To HU(POBBIC HH-
CTPYMEHTHI TI03BOJISIIOT PACIIUPUTh OXBAT, HOBBICUTH
BOBJICUEHHOCTh M O0CCIIEUYNTh YCTOWYMBEIN MHTEpEC
K pernony. Vcronb3oBanne opuInalIbHBIX CAlTOB, CO-
LUAJIbHBIX CETEN, TAPrETUPOBAHHOMN PEKJIAMBI, & TAKXKE
BH3YaJIbHBIX ()OpMATOB (BHJICO, BUPTyalIbHBIC TYpPHI,
MHTEPAKTUBHBIC KapThl) TIOMOTAET CO3/[aBaTh MHOTO-
MEpHOE MPEACTABICHUE O TEPPUTOPUH, YTO OCOOCHHO
B)XHO B YCJIOBHSX BBICOKOWH KOHKYPEHIIMH MEX]y pe-
THOHAMH KaK 3a TYPHUCTOB, TaK 1 3a HHBecTUIHH [ 18].

AHanu3 NpakTHK POCCHHCKUX PErHOHOB IOJ-
TBepXJaeT 3(P(PEKTUBHOCTh KOMIUIEKCHOTO IMOJX0/a.
ITpoexTtsr Mockssl, Kazanu u Tarapcrana 1eMOHCTPH-
PYIOT aKTUBHOE MPUMEHEHHE IU(PPOBBIX PEUICHHH,
(hopMHpOBaHUE EIMHON alCHTUKN M aKTUBHOE BOBJIC-
YEeHUE HACEIICHHS.

OpnHako pa3BUTHE MI(PPOBOTO MAPKETHHTA B PETH-
OHAaX CTAJIKUBAETCS C PSIIOM OTpaHUYEHHH. DTO HEXBAT-
Ka (PMHAHCHPOBAHUS, KaJPOBBIA Ne(QUIIUT, OTCYTCTBHE
KBaTH(UITUPOBAHHBIX CIIEITUATICTOB, a TaKXKe ciabdas

15 «¥Y HoBocubupcKa HET JIMIa»: 49TO Takoe OpeHa ropojaa
u 3a4eM oH HykeH. URL: https://nsk.dk.ru/news/237183050
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UQpoBasi rPaMOTHOCTh HEKOTOPBIX IMPECTaBUTEICH
PETHOHANBHBIX agMUHHCTparuil. OTaensHo mpobie-
MO SIBJISIETCS HEIOCTATOYHO TPOPaOOTaHHBINA WITH OT-
CYTCTBYIOIINHA TEePPUTOPHAIBHEIN Opern. be3 uetkoi
WJIGHTHYHOCTH TPOJIBUKEHUE CTAHOBUTCS Pa3pO3HEH-
HBIM ¥ HEYCTOHYHBEIM [ 19].

Jist mpeoiosieHust 9TUX OrpaHUueHH HE0O0X0/IH-
MO KOMIIJIEKCHOE B3aUMOJICHCTBHE TOCYyAapcTBa U OM3-
Heca. [ocynapcTBo 10IKHO (POpMHUPOBATH HHPPACTPYK-
TYpHBIC YCIOBHS, Pa3BUBATh IUIAT()OPMEHHBIE PEIICHHS
M OKa3bIBaTh METOAMYECKYIO MOJJICPKKY PETHOHAM.
Busnec, B cBOIO o4epenp, CIOCOOCH 00SCICUNTh TeX-
HOJIOTHYECKYIO pealln3alnio, KpeaTuBHbIE MOAXObI
W aHAJIUTUIECKYIO dKcrepTusy [20].

Oco0y10 3HaYMMOCTh UMEET pa3BUTHE MapTHEP-
cTBa Mexy peruoHamu u [T-komnanusimu. Takue B3a-
MUMOJICHCTBHS IAaI0T BO3MOXKHOCTH BHEAPSITH COBPEMEH-
HBIE TEXHOJIOTHH, UCIIOTH30BaTh aHAMTHUKY U big data,
a/IalITUPOBATh MOAXO/BI K MPOJBIKeHNI0. Kpome Toro,
Ba)KHO Pa3BUBATHh KOMIICTEHIINN PETHOHAIBHBIX CIICIH-
AJIMCTOB, BHEAPSITH CUCTEMBI MOBBINICHNS KBATH(UKa-
IIUH, TIPOBOJUTH 00y4eHHE TU(POBOMY YIIPABICHUIO
OpeH/IoM TEpPPUTOPHH.

B memom MokHO cKa3arb, 9TO 3P PeKT oT nnuppo-
BBIX MapKETHHTOBBIX IIPOCKTOB MPOSIBIISICTCS B YCHJIE-
HUHM TYPHCTHYECKOH MPUBIEKATEIbHOCTH PETHOHOB,
YBEJIMUYEHUU BHYTPEHHEIO M BHE3JHOTO TYPIOTOKA.
PocT TypucTHUeckoro moToka BEJET K PacIIUPEHUIO
NOTPeOJICHNSI MECTHBIX TOBAPOB U YCIIyT. DKOHOMHYE-
CKasi aKTHBHOCTh YCHJIMBACTCS 3a CUET POCTa MaJIOTO
u cpenHero o6usHeca B cepe Typusma. [loBbinraercs
3aHATOCTh HACEJIECHHS B COMYTCTBYIOUIMX CEKTOpax
9KOHOMHKH.

Hudpossie murathopMer crrocodCTBYIOT Ooree 3¢h-
(heKTHBHOMY UCIIOIb30BAHHIO PETHOHAIIBHOTO KYJIBTYP-
HOTo noreHuuana. GopMupyeTcsl y3HaBaeMbIi UMUK
TEPPUTOPUH, YCHIUBAIONIINI UX KOHKYPEHTHBIE MTO3H-
un. [IponcxXoquT akTHBU3ays HHBECTHLINH B HH(pa-
CTPYKTYpPY U TYPHUCTHYECKHE OOBEKTHI.

PazBuTHe 1M(POBBIX CEPBUCOB YITyUIIAET AOCTYTI
K MHpOpMauu 1 ynoocTBo myreniecTBuid. [loBpimia-
eTCsI JIOSUTBHOCTh OTPEOUTENEH U BOBICUCHHOCTS I1e-
JIEBBIX ayIUTOPUI. PErnOHBI MOIy4YaroT BO3MOXKHOCTb
TOYEYHO MPOJBUraTh YHUKAJIbHBIC MpeIoskeHns. Tak-
JKe YITydInaeTcss KOOpAWHAIMS MEXAY roCyaapCTBOM,
OM3HECOM M OOIIECTBOM.

[Tomumo 5TOTO, METOABI IM(PPOBOTO MAPKETUHTA
CIOCOOCTBYIOT HHTET AN TEPPUTOPHHA B II00ATBEHOE
UH(GOPMAITMOHHOE MPOCTPAHCTBO. DTO CO3AACT MPE/-
MOCBIIKH JUTS YCTOWIHBOTO COIMATIBHO-IKOHOMHUECKO-
TO Pa3BUTHUS PETHOHOB.

Taxum 00pa3oM, MOKHO CKa3aTbh, YTO ITHUPPOBOM
MapKETHHT BBICTYNaeT MHCTPYMEHTOM CHCTEMHOMU
TpaHc(OpMaLNHN PETHOHATBHON SKOHOMHKH.
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