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AHHOTauuA

Lenb cmameu — cucmemamusupogame mMemoodsbl Npomugodelicmaus KOHMpa@akyuu moeapos npemuasibHbIX
6peH0o8 0719 060CHOBAHUA HEOOXOOUMOCMU CMeweHUA (POKYca C UCNO/b30BAHUA Memodo8 UCK/IIYUMETbHO
20Cy0apCcMBeHH020 pe2y/lupo8aHuUs, NPeuMyuecmaeHHO NPAago8ozo U MexHOI02U4ecKo20 Xapakmepd, Ha MapKe-
MuH208ble MemMOoObl NO COePXKUBAHUIO pOCMA KOHMpAhakma Ha NPooyKUU NPeMuanbHbIx 6peHoos.

MeTogbl unu metogonorus NpoBegeHus paboTbl. Vcc1edo8aHue 0CHOBAHO HA NPUMeHEHUU KaGUHeMHbIX Me-
modos c6opa u 06pabomku OaHHbIX, UCNOIL30BAHUU Memo008 cucmemHOU U CMpyKMypHO-hyHKUUOHAIbHOU
oyeHKU (hakmuyeckux OaHHbIX, Memodo8 MHO2OMEPHOU KIAccuguKkayuu npu ceeMeHmupo8aHuu nompebume-
n1eli KoHmMpagpakmHol NPodyKyuu, Memodo8 UHOEKCUPOBAHUSA U CMPYKMYypUPOBAHUS MAPKeMUH208bIX Memodo8
60pb6bl c KOHMPAakmHoU npodyKyued.

Pe3ynbratbl pa6oTbl. Ha 0OCHOBAHUU AHA/IU3A COCMOAHUA PbIHKA KOHMPApAakmHoU npodyKyuU NpemuanbHbiX
6peH008 U npuMeHAeMbIX Memodos8 Npomugodelicmaus NPou3BoOCM8Y U pacnpocmpdaHeHUlo KoHmpagakma
asmopel cuCmemamusuposanu MapkemuH208ble Memodbl NO COEPXXUBAHUIO pocma cnpocd nompebumernel Ha
KOHMpagakmHyro npodyKyuro npemuadsibHbix 6peH008, Ymo NO3B80JIUIIO 8bIABUMb HOBblE MemMOoObl 6OPbObLI C KOH-
mpagakmom. B pamkax nposedeHHoU asmopamu cucmemamu3sayuu KaccuguyuposaHs munel nompebumeneli
KOHMpagpakmHou npodyKyuu npemudsibHbix 6peH008 Ha OCHOBe Ncuxozpagpuyeckol u nogedeH4Yeckol cezMeHma-
yuu, a makxe 8bi0esieHol 2pynnel 0galiH, OHAAUH U COBMeUeHHbIX MAapKemuH208bIX Memooo8 o npomugooeu-
CMauU pacnpocmpaHeHuto KOHMpagpakmHou npodyKyuU NpemMmuasbHbIX 6peHo0os.

BbiBoabl. A6mopamu npedcmasneHa Knaccugukayus munos nompebumesneti KOHMpagpakmHoul npodykyuu npe-
MuanbHbIx 6peH008 Ha 0CHoBe ncuxozpaguyeckoli U nosedeHYeckol cezMeHMAyuu, a Makxe cucmemamu3ayus
MapKemuH208bIx Memo008 npomuegodelicmaus pacnpocmMpaHeHuto KOHMpPAagpaxkmHol NPodyKyuU NpemuanbHeiX
6peH0o08, Komopaa npedcmassieHa mpemsa memooamu: oghialiH, OHNAlH U CoBMeleHHbIMU Memodamu. Pe3yb-
mamel Npo8eO0eHHO20 UCC/1e008aHUSA NO380IAM ChopMUpo8ams 6osiee WUpPOKuUli 8327190 cmelikxondepos npemu-
asbHbIX 6peH008 Ha COBOKYNHOCMb NpUMeHAeMblX Memodo8 No 6opbbe ¢ KoHMpagpakmHoul npodyKkyuel u NoabI-
cume 3¢hheKmusHOCMb UCNOJIb3yeMbIX Memooos.

KnioueBble cnoBa: npemudssHele 6peHobl, Memodsl npomusodelicmaus KOHMpdAgakmy, MapkemuHzo80e ynpas-
JieHue cnpocom, cesmeHmayus nompe6umerned, OHIAlH, ogpaliH u cosmewyeHHble Memodbl

BnaropapHoctb. Cmames 8binosiHeHa 8 pamkax focydapcmeeHHozo 3a0aHus Ha memy «Paspabomka memooo-
J102uU ynpassieHus KOHKYpPeHmMocnocobHocmblo 8 chepe mosapoobopoma 8 yugposoli 3KoHoMuKe». [poekm
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Abstract

Purpose: the purpose of the article is to systematize the methods of combating counterfeiting of premium brands in order to justify the need to
shift the focus from the use of methods of exclusively state regulation, mainly of a legal and technological nature, to marketing methods to curb
the growth of counterfeit products for premium brands.

Methods: the study is based on the use of desk methods for collecting and processing data, using methods of systemic and structural-functional
assessment of actual data, methods of multidimensional classification in segmenting consumers of counterfeit products, methods of indexing
and structuring marketing methods to combat counterfeit products.

Results: based on the analysis of the state of the market for counterfeit premium brands and the methods used to counteract the production
and distribution of counterfeit products, the authors systematized marketing methods to curb the growth of consumer demand for counterfeit
products of premium brands, which made it possible to identify new methods to combat counterfeiting. As part of the systematization carried
out by the authors, the types of consumers of counterfeit products of premium brands are classified based on psychographic and behavioral
segmentation, as well as groups of offline, online and combined marketing methods to counter the spread of counterfeit of premium brands.

Conclusions and Relevance: the results of the study will allow premium brand stakeholders to form a broader view of the set of methods used
to combat counterfeit products and improve the effectiveness of the methods used.

Keywords: premium brands, anti-counterfeiting methods, marketing demand management, consumer segmentation, online, offline and
combined methods
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rPOMALHbIM ylep® 3CaKOHHBIM BNOAENbLAM TOPro-
BbIX MAPOK. TOK, HOMPWMEP, TOMBKO B OHNAMH Cpeae
HpeHabl TepsioT goxoasl 8 pasmepe 350 mapa nonn. B

Beepenue

B HacTosuee Bpems npobnema npon3BoacTBa u CObI-

TA KOHTPAAKTHOM NPOAYKLUMM NPEACTABNSET Pearb-
HYIO YrpO3y MWPOBOM, PErMOHANIBHOM U OTPACIEBOM
skoHomuke. [Mopaenkm ToBApoOB NPemMManbHbIX BpeH-
nos' B npouecce nx NOTPeBNEHNs U yTUIU3ALMM MOTYT
NPeACTABNATbL ONACHOCTb 4151 3[LOPOBbS, XMU3HM, UMY-
WeCTBa HaceneHus/notpebutenein 1 okpyXatoLLen
cpeap!. MponssoacTso u cObIT KOHTPADAKTA HAHOCHT

rOfl M3-30 OHNIAMH-NOAAENOK M MUPATCKOTO KOHTEHTA 2,

Manaemmns COVID-19 npueena K cyllecTBeHHOMY
yBENMYEeHMIO 060POTA KOHTPAPAKTHOM M HEnerasns-
HOM NPOAYKUMM, BCIEACTBME YEro NOTEPU MMPOBOM
skoHomukn B 2021 ropy cocrasmnu 3% MUPOBOToO
BB, unu 2,2 tpnn ponn. 3

"Mpum. ABTOPOB: B fAHHOM MCCIEAOBAHMM QBTOPLI UCMOMB3YIOT TEPMIUH TOBAPLI MPEMUANbHBIX OPEHAOB, MOAPA3YMEBAs TOBAPLI MPEMUYM

KIacca u Knacca ntokc.

2https:/ /www.markmonitor.com/download/wp/MarkMonitor-WP-Brand_Protection_in_the_Digital_World.pdf (aata o6pawerma 05.02.2022).

Shttps://www.euromonitor.com/consumers-in-2020/report (nata o6pawerms 05.02.2022).




MWP (MogepHu3zauus. MuHosauuu. Pazsutume). 2022. T. 13.N2 1. C. 94-110
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OCHOBHBIMU METOAGMM MPOTUBOAEMCTBMA KOHTPQA-
baKuMM TOBAPOB MPEMManbHbIX BPeHAoB ABASIOTCS
METOfbl  FOCYAAPCTBEHHOIO PEryIMPOBAHMS, Mpe-
MMYLLLECTBEHHO MPABOBOrO M TEXHOMOMMYECKOTO
xapakTepa. HecmoTps Ha rocynapcTBeHHbIE Meps
NPOTUBOAENCTBUIO KOHTPAPAKTHOM NPOAYKUMM npe-
MMAnbHBIX B6peHaoB, 06bEM PBIHKA KOHTPADAKTHbIX
W HeneranbHbIX TOBAPOB MPOAOSIKXAET PACTH, UTO, B
YOCTHOCTH, MOATBEPXKAAETCA CTATUCTUKON 4.

HaHHbie bakTbl MO3BONAIOT CAENATL BLIBOA O TOM,
4TO UHCTPYMEHTbI FOCYAAPCTBEHHOTO PErYNMPOBAHMS
NPOTUBOCTOAHMS MPOU3BOACTBY M PACTPOCTPAHEHMIO
KOHTPOMAKTHON MPOAYKLUMM MPEMUAsbHbIX BpeH1oB
HE ABNAIOTCA AOCTATOYHBIMU M HE 0BnaaaoT Heobxo-
ammon s dektmeHocTbio. C TOUKM 3peHMs QBTOPOB,
cmellenne pokyca B Bopbbe C KOHTPAPOKTOM OT
MPABOBLIX M TEXHONOIMYECKMX METOAOB K MPUMEHE-
HUIO METOLOB MAPKETUHIOBOTO YNPABEHMS CTPOCOM
HQ pbiHKE KOHTPAhOKTHBIX TOBAPOB MPEMMASbHBIX
BpeHnoB CnOCOBHO CHM3UTL OCTPOTY NPOBIEMBI.
MapketuHr paboTaet c notpebutenem, a Beib MEH-
HO noTpebuTenb, KK MABHbIM CyObEKT PbIHKA, MPW-
HUMQET pelleHne O NOKynke KOHTPAdAKTHbIX NnbO
He KOHTPAdaKTHbIX TOBAPOB. MapkeTuHrosbie me-
TOAb MPOTMBOAENCTBMA KOHTPAMAKTY B HACTOAUEE
BPEMA MPUMEHSIOTCH KOMNAHMAMMU-NTPOU3BOANTENAMM
TOBAPOB NPEMUASTbHBIX BPEHIOB, OAHAKO HOCAT PA3-
PO3HEHHbIN 1 HECUCTEMHBIM XAPAKTEP.

[Mpeamet uccnenoBaHUs — COBOKYMHOCTb METOAOB
NPOTUBOAENCTBUS KOHTPADAKLMKM TOBAPOB MPEMM-
anbHbIx 6peHaos.

Llenb MccnenosaHua: cMcTemaTMamMpoBaTs METOMIBI MPO-
TUBOLEMCTBUS KOHTPAGhOKLMM TOBAPOB MPEMUABHBIX
BpernoBs a1 060CHOBAHMS HEOOXOAMMOCTH CMELLIEHMS
boKyCca € MCNOMb3OBAHMA METOAOB UCKITIOUUTENBHO O~
CYAQAPCTBEHHOTO PETYNMPOBAHMA, MPEMMYLLECTBEHHO
MPOBOBOTO M TEXHOMOMMYECKOTO XAPAKTEPA, HA MAPKe-
TUHIOBLIE METOMABI MO CAEPXMBAHMIO POCTA KOHTPAbAK-
TQ HQ MPOAYKUMIO MPEMUATbHBIX GPEHIOB.

D,J'IFI LOCTMXEHMS MOCTABNIEHHOM LENU B PAMKAOX OaH-
HOro HAy4YHOro nccnenoBaHms ObINK BLINOMHEHBI Clle-
ayouwme 3a4a4m 1 noasanayn:

1. NpoaHANU3MPOBAHO COCTOSIHME PLIHKA KOHTPA-
AKTHOM NPOAYKUMM NPEMMASTbHLIX BPEHI0B.

2. CUCTEMATU3MPOBAHBI  CYLLECTBYIOLIME  METOABI
NPOTUBOLEMCTBUS NPOMU3BOACTBY M PACMPOCTPA-
HEHUIO KOHTPAdAKTHOM MPOAYKUMM, OTHOCALLIME-
€S K METOZIOM FOCYIAPCTBEHHOIO PErYIMPOBAHMS,
NPEMMYLLECTBEHHO MPABOBOTO M TEXHOMOrMYe-
CKOTO HaNPABEHMS.

3. CMCTeMOTM3MpOBOHbI OOHHbBIE O MEeTodax Map-
KETUHIOBOTO ynpaelieHNa CrnpOCOM Ana CAEPXMN-

BAHMSA POCTA KOHTPADAKTA HA PLIHKOX TOBAPOB
npPemunanbHbix 6peHsoB, O NOTPebuTenax KOHTPA-
$aKTHOM NPOAYKLMM:

3.1.TpoeeneHa knaccupukaums TMNos notpebute-
nen KOHTPADAKTHOM NPOAYKLUMM MPEMUATbHbBIX
BOpeHOB, ONMCAH MX MOPTPET.

3.2. KnaccudmumpoBaHbl MAPKETUHIOBLIE  METOMBI
NPOTUBOAEMCTBUS PACMPOCTPAHEHMIO KOHTPA-
bAKTHOM NPOAYKLMM NPEMMANbHBIX BPEHIOB.

O630p nuTepaTypsbl M UCCNEAOBAHMM

Mpobnema NPou3BOACTBA M PACMPOCTPAHEHMS KOH-
TPadaAKTHOM NPOAYKUMU NPEMMUASTbHBIX BPEHAOB Bbi-
3bIBAET HEMOAAENbHbIM MCCNEeLOBATENbCKMI MHTEPEC
B HayuHom coobuwectse. KoHtpadakTHeie TOBApSLI
ONPefensioTCA KAK MAEHTUYHBIE WUIIM MOXOXME KOMMUM
TOBOPOB C TOBAPHBIMM 3HAKOMM, KOTOPbIE MPEeana-
ratoTCa HA PbiHKE And TOro, l-ITO6bI BOCMNOJIb3OBATbLCA
NPEeNMyLLECTBAMYM,  CO3ACBAEMBIMA  KOHKPETHbIMM
ToBapHbIMM 3Hakamu [ 1]. bonee noppobHoe onpene-
neHwve, npeanoxernHoe astopamu Lai u Zaichkowsky
[2], onpenenseT kontpadakTHbit npoaykT kak 100%
NPAMYIO KOMMIO MPOAYKTA € BLICOKO OLEHEHHbIM BpeH-
LOM, XOT$l, B OCHOBHOM, C 60M€e HU3KUM KQYECTBOM.

B MHOrouMcneHHsix nccnepoBaHmsx npobnema pac-
NPOCTPAHEHUA KOHTPADAKTHOM MNPOAYKUMM, B TOM
yucne NPOAYKUMM NMPEMUAnbHbIX BPEHAoB, PACCMa-
TPUBAETCA C PA3NMYHBIX TOYEK 3PEHMS: OTHOCUTENBHO
NPABOBOTO (TAMOXEHHOTO MPABA, 3ALLUMTH UHTEMNEK-
TyansHoit cobcreenHoctn) [3—5], skoHOMMYECKOTO
[6], B yacTHOCTH, BHelLHeskoHOMMuYeckoro [7], pbi-
HOYHOIO M MAPKETUHrOBOTO [8] perynnpoBaHms.

Ecnm B konue 20-ro Beka GonbluMHCTBO paboT no
PACCMATPUBAEMONM TEMATHKe BbINO COCPEfOTOYEHO
Ha sonpocax cnpoca [9], To B 21-m Beke cran same-
TEH MHTEPEC UCCNENOBATENEI K NPOBNEMAM BAMAHMS
KOHTPAAKTHOM MPOAYKLUMU HA MMMOX MOLIIUHHOM
Toprosoi mapku [10; 11] u noeenenna notpebure-
nen [12; 13]. CootsetctBeHHo, Kak 3apybexHbie,
TOK M OTEUECTBEHHBIE MCCNEAOBATENM HAYUHAIOT W3-
y4QaTb BO3MOXHOCTM MAPKETMHIOBLIX METOOB MPO-
TmBopeicTema koHTpadakTy [14]. Mpexnae Bcero, 310
MccnegoBaHMA, B KOTOPbLIX MOAHMMAKOTCA BOMNPOCHI
MOPQNM U 3TUYECKOTO NOBEAEHNs NOTpebuTeneit KoH-
TPpadaKTHOM NPOAYKLUMM NPpemuansHbix bpeHnos [15;
16], usyualoTcs MOTMBLI MoBegeHus noTpebutenei
koHTpadakTHoi npoaykumm [17; 18; 19; 20].

Hapagy ¢ 3TMM, QHONU3MPYIOTCS NCUXONOTMYecKme
OCOBEHHOCTU JIMYHOCTU MOKYNATENS M MPUBA3AH-
HOCTb JIMYHOCTU K NMPEMMAbHBIM BPEHAAM B PAMKAX
WMPOKOMACLITABHOIO  MEXAYHAPOAHOTO  MCCeno-
BaHms [21], a Takxe M3yualoTCa PASNMYHLIE BMAbI
NPUBA3AHHOCTM W NI0BBK, KOTOpLIE NOTPebUTens Ae-

“https://www.oecd-ilibrary.org/governance/global-trade-in-fakes_74c81154-en (nata obpawerus 05.02.2022).
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MOHCTPMPYET K QyTEHTUYHOMY NPEMUANBHOMY U NOA-
nensHomy 6peHnom [22].

B cuny paseutus rmobansHOro poiHKG QKTUBU3MPY-
IOTCS MCCNEefOBAHUA KPOCC-KYIIbTYPHBIX OCOBEHHO-
CTelt nosepeHus noTpebuTenen npu MNoKynke KOH-
TpadaKTHOM NPOAYKUMU NPEMMANbHBLIX BpeHaos [23;
24; 25]. ABTOpbl CTPEMATCS BbISBUTE OCOBEHHOCTM
nosefeHna, MOTHBbI COBEPLLUEHMSA MOKYMNOK KOHTPA-
bakTa, a Takxe yposeHs GUHAaHCOBOro Hnarococto-
AHMA Y NOTPEBUTENEN U3 PASHBIX KYNbTYP, MPOBECTH
CPABHEHMS W BbIABUTL 30KOHOMEPHOCTU B MOTMBAX
TAKMX MOTpebuTenei, Npesonpemensiowmx Moaenm
nosegerus. K sTomy Tuny MCCnenoBaHuin OTHOCSTCS
paboTel No aHanusy ocobeHHocTel notpebnenus
KOHTPA]AKTHON POCKOLWM NOTPEBUTENSAMM, KOTOPLIE
OTHOCATCA K PA3HBIM NokoneHuam [26; 27], a Takxe
noTpebuUTensmMu M3 CTPAH C PA3BMBAIOLLENCA M PA3-
BUTOM SKkOHOMMKamM [28; 29].

30CyXMBAIOT BHUMOHMSA HayuHble O630pPbI MCChe-
nosateneit Khan, Fazili u Bashir, kotopeie nposenm
PETPOCMEKTMBHbIA QHANM3 MCCNEeaoBAHMIt B 0BRACTM
KOHTPAdaKUMM, 0BOBWMAN CyLIECTBYIOLIME TEOPETH-
Yeckme, METOMONOMMYECKME U NMPAKTUYECKME QCMEKTI
PACCMATPMBAEMOM TEMBI, IPOAHANU3UMPOBANK Npobne-
My pa3pabOoTkM CTPATEMMYECKUX NOAXOa0B k 6opbbe ¢
KOHTPAdAKTOM NPEMUAIbHBIX BPEHIOB M NPEeaCTaBMM
npemioxeHms ana ynywmx nccneposanmii [30].

B vccnenosaHMax no AaHHOM TEMe HALNM OTPpaXe-
HUE 1 BOMPOCH TEKYLLErO COCTOAHMS NPo6nemb Npo-
TUBOCTOAHMA KOHTPAPAKTY C MCMNONb3OBAHMEM CO-
BpemenHbix MeTopoe [31; 32; 33], a Takxe Bonpocs
HeratmeHoro sospeictaua naHgemmu COVID-19 Ha
COCTOSIHUE PbIHKA KOHTPAdAKTHOM NPOAyKUMM Npe-
MMQnNbHbIX BPEHOOB M ONPEeneNneHns BO3MOXHOCTEN
ana TPaHChOPMALUMM CTPATENMIt NPOTUBOAEHCTBMS
koHTpadakTy [34].

KpaTtkuit 0630p MccnenosaHmnii no paccmaTpusae-
MOM TEMATHKE NOKA3AS, 4TO B BOMBLUMHCTBE HAYYHbIX
PabOT ABTOPbI BUAAT CHUXEHME OCTPOTH NPO6AEMBI
MPOU3BOACTBA M PACTPOCTPAHEHMS KOHTPADAKTHOM
NPOAYKLMM B MOUMEHEHMM METOLOB rOCYAQPCTBEHHO-
ro perynuposanus. [pu 3TOM HECKOMBKO HefooUEeH!-
BAETCSH POSb METOLOB MAPKETUHIOBOTO YMNPABIEHMS
CNPOCOM HA PbLIHKAX KOHTPADAKTHBIX TOBAPOB npe-
MMQnbHbIX BPEHI0B, YTO AKTYQNM3UPYET NPOBEAEHNE
HOCTOSILLErO MCCNEROBAHMS.

Marepuansl u MeTogbl

Ins pewenns nccnenosaTenbckux 3aaad Guinm npu-
MeHeHbl kabuHeTHble meToasl cbopa n obpaboTku
AQHHBIX, O TAKKE METOABl CUCTEMHOM M CTPYKTYPHO-

DYHKUMOHANBHOM OLEHKM BAKTUYECKMX AAHHBIX, KO-
TOpble ObiM JOMOMHEHE MHOTOMEPHbLIM AHAMM3OM
BTOPUYHOM UHDOPMALMM C MCMONb30OBAHUEM KOH-
TEHT-QHANM3A.

Ha s1ane noucka BTOpMUHBLIX AAHHBIX B WHbOPMA-
UMOHHbIX MoOMcKoBbIX Basax u cuctemax Emerald,
Springerlink, ScienceDirect, Wiley, Taylor&Francis,
De Gruyter, Google Scholar u 9nanekc 6bin ycranos-
NeH pag OrPAHUYEHMI NS CYXKEHMS MYNA HAYYHbIX UC-
CNefoBAHUI NO PACKPLIBAEMOM ABTOPAMU TEMATUKM:

° I'IY6J'IMKC|LIMM B HAYYHbIX NEPUOANHECKNX N3OAHNAX U
MHOOPMALMOHHO-CTATUCTUUECKUE MATEPUANbBI MO
Teme 3a nepuog 2011-2021 r;

* UICCNEOBAHMS OTPAXKAIOT ACMEKTbI FTOCYAAPCTBEH-
HOTO M PLIHOYHOTO PETYIMPOBAHUS NPOBIEMbI NPO-
TUBOLENCTBMS PACTPOCTPAHEHMIO KOHTPAdAKTA;

e onpeneneHne aKTYasnbHbIX A GHONM3A  MCTOM-
HWMKOB MO KMOYEBLIM CIOBOCOYETAHMSM: «KOH-
TPAPAKTHAS NPOAYKUMA», «KOHTPAPAKT TOBAPOB
NPEMUYM-KIIACCa», «KOHTPAdAKT TOBAPOB KNacca
JIOKC», KMETOAbI NPOTUBOLENCTBUS KOHTPADAKTYY,
«noTpebuTenb KOHTPADAKTHOM NPOAYKUUMY, «Npe-
MMQnbHbIE BPEHAbI», KMAPKETUHTOBBIE METOMbI».

Ha sTane cncremaTsaumm MapkeTUHIOBbIX METOAOB
NPOTUBOAENCTBIUA MPOM3BOACTBY W PACNPOCTPAHE-
HUIO KOHTPAhOKTA Bbiiv NPUMEHEHBI METOABI MHO-
TOMEpPHO  Knaccudukaumu Ans CEermeHTUPOBAHMS
notpeburteneit KOHTPAbAKTHOM NPOAYKLUMM, MHAEK-
CUPOBAHMS U CTPYKTYPUPOBAHMS METOLOB MAPKETHH-
rOBOrO YNPABMIEHUs CMPOCOM HA PbIHKE KOHTPAPAKT-
HOW NPOAYKLMM NPEMUATbHBIX BPEHAOB.

Pesynbratsl nccnegoBanms

AHQIIN3 COCTOSHUS PBIHKQ KOHTPAGAKTHOM
MPOAYKLMM MPEMMATIbHBIX BPEHAOB

CornacHo CTATUCTUYECKUM OAHHBIM, NPUBEAEHHBIM
B coBmecTHom otuete OpraHusaumn 3KoHOMMUYE-
CKOTO COTPYAHWMYECTBA M passuTusa u Begomctea no
MHTEennekTyansHol cobcereseHHocT  Esponeiickoro
coto3a, 30 2019 roa 06bem MexayHAPOaHON TOProB-
M KOHTPADAKTHOM U MUPATCKOM NPOAYKUMEN COCTA-
sun 464 mnpa pnonn. CLUA, wnn 2,5% muposoit Top-
rosnu°. B HOMMHANMBHOM 1 ABCOMOTHOM BEIPAXEHMM,
C TOYKM 3peHus pomm B obuiem obbeme TOProsmu,
obbeM TOProBiM KOHTPAGDAKTHHIMM TOBAPAMM Ae-
MOHCTPMPYET 3HAUYUTENBHBINA POCT, MOKA3bIBAS 3HAYE-
Hus, 6nuskune k BBl ctpan ¢ paseuToit skoHoOMMKOM ©
(cm. puc. 1).

C2017 no 2019 roabl nSTEpPKOIM OCHOBHBIX OTPACTEH,
HQ KOTOPbIX HALENEHbI NMPOU3BOAUTENU KOHTPADAK-

®https:/ /www.oecd-ilibrary.org/governance/global-trade-in-fakes_74c81154-en (nata obpawerus 04.02.2022).

*Tam xe.
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Fig. 1. Estimated global trade in counterfeit and pirated goods, 2017-2019
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Crenyet otmeTuTs, uto B nepuoae 2017-2020 ropoe proaamu (cm. puc. 2).
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Fig. 2. Categories of counterfeit and pirated products, 2017-2020

Mpou3BoACTBO M COBIT KOHTPADAKTA HAOHOCUT rPO- DKOHOMMYECKMI  KPU3MC, BBI3BAHHLIA NAHAEMUEV
MafHbIA yulep6 30KOHHBIM BAAAENbLAM TOPrOBbIX COVID-19, ycyrybun Tak1e CylwecTsylowme TeHAEH-
MOPOK, B GONbLIMHCTBE CBOEM WMMEIOLLMX MPOMC- LMK, KOK, HOMPUMEP, UHTEHCUBHOE HEMPUBOMEPHOE
XOX[AEHME U3 CTPAH C PA3BMTOM 3KOHOMMKOM (CM. MCMONb3OBAHKUE OHNAMH-cpeabl. [Noaaenky B oHnamH

puc. 3). Ccpeae COCTABNSAOT NOYTH TPETL BCEX NOAAENOK, MPO-
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Puc. 3. OcHoBHble cTpaHbI NponcxoxaeHHs npasoobnagaTtenei, YbM Npasa MHTennekTyansHo coberseHHoctu (MC)
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Fig. 3. Top countries of origin of rightholders whose intellectual property (IP) rights have been infringed,
by the number of customs seizures, 2017-2019

M3BOAMMBIX B MUPE, W, MO MPOTHO3AM AOMEPHKAHCKOW
KOMMAHMKU-PA3PABOTUMKA NPOrpammHoro  obecne-
yeHus /, nopaenku B UMGPOBOM MUpE CKOPO npe-
BLICAT OOBbEM MPOACX KOHTPADAKTHOM MPOAYKLMM,
npoaatoLiencs opnaii & B ycnosuax camomnsonsaumm
M OrpPaHMYEHMs nepeasmxeHns noTpebutenn obpa-
LAIOTCS K MOKYMKAM OHNAMH, YTOObI YAOBNETBOPUTL
CBOM NOTPEBHOCTH, YTO MPUBOAMT K 3HAUYUTENLHOMY
YBENMNYEHNIO OHNAMH-MPEANOXEHNNA LUMPOKOTO Chnek-
TPQ NOAAENOK.

B Poccum, cornacro uccnegosanmio THMAP-LlenTpa,
obvem 060pOTa KOHTPADAKTHOM HENULLEBOM MPO-
aykumm coctasnan 8 2020 roay 5,2 tpnn py6. Mpexae
BCErO, 3TO TOBAPbLI NETKOM MPOMbILLNIEHHOCTH, AeT-
CKME UIPYLLKM, BbITOBAS SMNEKTPOHMKA U KOMMIEKTY-

owme, napdromepms ?. CornacHo oTyeTy KOMNaHMm
BrandMonitor, 06uwimit 060poT KOHTPAPAKTHOM NPO-
aykunm 3a 2020-2021 rogsl coctasun 6,5 tpnH pyb6.
(8 nenexHom Boipaxernn — 310 nmoc 10% k nokasa-
tenio 2020 roaa), 4To CBMAETENLCTBYET O LOCTATOYHO
CUNBHOM yBenMYeHn 06bEMOB.

Ha HenpoposonbcTaeHHbie ToBapbl npuxoamtcs 60%
oT obopoTa koHTpadakTHOM npoaykuun. CornacHo
oueHkam skcneptos BrandMonitor, makcumansHbii
06beM PbIHKA KOHTPAMAKTHOM MPOAYKUMM B rof B
KaTEropuu ogexasl M 0byBK NpemuanbHbix BpeHsoB
cocrasnset 273 mnpa py6., B kateropum 6peHaosbix
kpoccoesos — 72 mapa pyb., B KATErOpuM AETCKMX
urpywek u getckux tosapos — 30 mnpa py6. Mpega-
CTOBMNEHHOCTb KOHTPADAKTA B KATETOPUM OAEXAA W

7 Clarivate — He30BMCUMMAR OMEPHKAHCKASA KOMMAHKS, YNPABASIOWAs 6A3AMU AAHHbIX, MHPOPMALMOHHBIMKM CUCTEMAMM M KOSNEKLMSAMM MO

MHTENNEKTYANbHOM COBCTBEHHOCTH

8https://www.markmonitor.com/download/wp/MarkMonitor-WP-Brand_Protection_in_the_Digital_World.pdf (nata o6paterma 05.02.2022).

?https:/ /tiarcenter.com/counterfeit/ (nata o6pawenmna 05.02.2022).
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0ByBb MIOKCOBLIX BPEHAOB B MPOLEHTHOM COOTHO-
weHum ot obuero uncna coctaenset /0% odnaiH
30% onnaitH cootsetcteerHo. [pu stom 6onee 80%
NPOAAX KOHTPADAKTA B OHNAMH NPUXOAMTCH HA O6b-
aBneHus B coucetsx ',

B 60pbbe ¢ KOHTPAdAKTHOM U HENeransHOM NPoayK-
UMEN NPABMTENLCTBA CTPAH M KOMNAHMM-NPOM3BO-
OMTENM TOBAPOB MPEMMANbHBIX OPEHA0B B OCHOBHOM
NPUMEHAIOT METO/bI MPABOBOTO M TEXHONOMMYECKOTO
XapakTepa.

Cucrematmaaums CyLLecTByroLmMx METOLZOB MPOTHBO-
AesiCTBUS MPOM3BOACTBY M PACMPOCTPAHEHMIO KOH-
TPAGAKTHON MPOAYKLMH, OTHOCILUMXCS K METOLOM
rocynapCTBEHHOIO PEryIMpOBAHMS MPENMYLLECTBEH-
HO MpaBOBOro M TEXHOIOMMYECKOro HamnpPaBaeHMs

B cTpykType coBokynHOCTM METOAOB NPABOBOMO Xa-
paKTePA, HAMPABAEHHbIX HO 3ALLUUTY MHTENNEKTYAmNb-
HOM COBCTBEHHOCTH, MOXHO BBILENUTL CleayloLme:

1.TamoxeHHOE  perynMpoBaHne  KOHTPAdAKTHOM
NPOAYKUMM — KOK OfivH 13 BApbepOoB HA NyTH nepe-
MeLLeHUs KOHTPAdAKTHON npoaykuun. Mepbl Tamo-
XEHHOTO PErynMpoOBAHUA OTPAXEHbBI B | AMOXEHHOM
kopekce EADC, P® u npeanonaraiot obecnederue
3PPEKTUBHOM TAMOXEHHOM 3ALIMTE NPAB HO O6b-
€KTbl MHTENNEKTYANbHON COBCTBEHHOCTM, BKIIOYAS
BEMIEHNE €OMHOTO TAOMOXEHHOrO PeecTpa 06bekToB
MHTENNEKTYANbHOM COBCTBEHHOCTM rOCYAAPCTB-UNe-
Hog '". CornacHo oT4eTam MeXayHApPOLHbIX OPraHu-
30umit, OBLLEE EXEroaHOE KOIMYECTBO TAMOXEHHbIX
U3bATUI KOHTPADAKTHBIX M MUPATCKMX TOBAPOB C
2017 no 2020 roawl Bo BCEM MUpe CTABUNBHO Npe-
soitwaeT 130 Toic. ToBApHbIX eamHunu. B uenom, egmnas
6030 AAHHBIX O TAMOXEHHBIX U3bATUAX TOBAPOB, HA-
PYLIQIOWMX MPABA MHTENNEKTYANbHON COBCTBEHHO-
CTU, 30 YKA3AHHbIM nepuog BkodaeT noutn 465 Teic.
HabBROAEHMN.

2. BosbyxaeHue agMMHUCTPATUBHOIO NMBO yronos-
HOrO AeNna no MHUUMATHBE NPaBoobnaaaTEns TOBAP-
HOro 3HOKA/BpeHaa B TECHOM B3AMMOAEMCTBUM C
PepepanbHoi TamoxerHom cnyxboi, Pocnotpeb-
Hapsopom u nonmumei. B kogekce Poceuitckon Pe-
[aepaunn o6 aIMUHUCTPATHMBHLIX MPABOHAPYLUEHMAX
(KoAlN P®) ycraHosneHa aaMUHUCTPATUBHAS, TPAK-
OAHCKO-NPABOBAA U YroNlOBHAA OTBETCTBEHHOCTb.
Tak, 30 pacnpoCTpaHeHue KOHTPAPpAKTHOM NPOaYK-

unm Bonee yem Ha 1 MH py6. HOPYLIMTENL NULIAETCA
cBo60apl HO CPOK A0 6-Tv neT 2.

3. TPaxAaHCKMI UCK B CyA — COTNACHO rPAXAAHCKOMY
kopekcy PD. Mpu 3Tom npasoobnagatenb MOXET Bbl-
OBUTATb Tpe6OBOHVIﬂ He TOJIbKO MO 3anpeTy MUcnoib-
30BAHMSA CBOETO TOBAPHOIO 3HAKAQ/6peHaa, HO 1 no
BO3MELLEHUIO YOLITKOB, U YLOBNETBOPEHUS LPYIMX
TPeBOBAHMIA.

4. AHTUMOHOMNOMNLHOE PEryNMPOBAHME KOHTPADAKT-
HOWM npoaykuun — ocywectenaetcs PegepanbHoi aH-
TUMOHOMOMBLHOM Cryx60# Ha ocHose 3akoHa PO «O
pekname» '3, [Mpu BbISBNEHUM BAGLENBLEM TOBAPHOTO
3HOKQ CIy4AEB HAPYLEHMs €ro Npas KOHKYPEHTOM
(Hanpymep, KOMMPOBAHME CAWMTOB, MCMONL3OBAHME
TOBOPHOTO 3HAKA B COUMANbBHBIX CETAX MW MHTEPHET-
pekname), npasoobnaaaTens BIpase 4oka3aTh GakT
HELOBPOCOBECTHOM KOHKYPEHLMM.

B cBs3m ¢ undposmsaupmein 6obLIMHCTBA Npoueayp no
NPEeceYeHuio KOHTPAdAKTHOM NPOAYKLUMHM, B TOM YMCIe,
npemuanbHbIX 6perHnos, 6ombLIoe PACNPOCTPAHEHKE
MOMYYQIOT TEXHOMOTMYECKME MeTOabl 6OPLOLI C KOHTPA-
daktom. OcobEHHOCTBIO MPUMEHEHMS STUX METOOB AB-
NAETCA UX TECHAS! B3AMMOCBA3b C NMPABOBLIMM METOAAMM
NPOTUBOAENCTBHA KOHTPAPAKTY.

ABTOPbI OTMEUQIOT CIIEAYIOLLME TEXHONOTUUYECKME ME-
TOAb! ANst NpeceyeHus KOHTPADAKTHOM NPOAYKLMM:

1. TexHonorum u metoabl anst GOPMUPOBAHUS EAUHOTO
LUMDPOBOrO PLIHKA UHTEMNEKTYASbHBIX MPAB, KOTOPLIE
NPUMEHSIIOTCS B CMCTEME NMPABOBOM NonuTuku EBpo-
NencKoro Col3a Ans NPOTUBOAENCTBUS KOHTPAdAK-
Ty ", LIndppoBsbie TexHonormn no3eonsioT pasmeLLaTh
HQ  OHQMH-NIATGOPMAX MHCTPYMEHTLI, KOTOpPbIE
BbICTPO ¥ 3bDEKTUBHO OTMNPABMSIOT 3NEKTPOHHbIE
YBEAOMIEHUA MPOBOOONOAATENO AAs  YAANEHMs
NPELNOXEeHUN HeLOBPOCOBECTHBIX KOHKYPEHTOB, HA-
pYyLLAIOLLMX ABTOPCKME NPABA.

2. Lndposas MOpkupoBKa TOBAPOB CPELCTBAMM
MOEHTUPMKALMM — TAK HO3LIBAEMOS CUCTEMO MAPKM-
POBKM M NMPOCNEXMBAEMOCTU TOBAPOB, KPYMHEMNLLEN
M3 KOTOPbIX ABASETCSH CUCTeMA «HecTHbii 3Hak». Takas
cucTeMa npeactaenaet coboi ocobwiit Bua nHdop-
MOLMOHHbIX CUCTEM Af1s KOHTPOS ABMXKEHMS TOBAPOB
OT NPOM3BOAMTENEN L0 KOHEeuHbix notpebutenen. K
2024 ropy nnanupyeTca caenath 0693aTenbHyI0 Map-

1%https://media.brandmonitor.ru/godovoy-obem-torgovli-kontrafaktom-v-rf-2021 (aata o6pawerns 04.02.2022).

" lorosop o Espasurickom skoHommyeckom cotose (noanmcan & r. Actare 29 mas 2014 r.) (pen. ot 1 oktabps 2019 r.). hitps://docs.cntd.ru/

document/420205962 (nata o6pawenms 10.03.2022).

2 Xunmra M.KO. KoHTpadakT Ha poCCUIICKOM phIHKE M METOfbI 3ALLMTLI OT ero pacnpoctpaHerms // CoumanbHbie 1 ryMaHUTAPHBIE HAyKM.
OreuecrseHHas 1 3apybexHas nutepatypa. Cepus 2: DxoHomuka. 2020. Ne 1. C. 176-186.

¥https://tas.gov.ru/spheres/1 (nata o6pawenms 10.02.2022).

" [Llyryposa M.B. Hanpaenermus COBEpLIEHCTBOBAHMS TAMOXEHHOM 3ALLUMTE MPAB HA OBGBEKTHI MHTENNEKTYANLHON COBCTBEHHOCTH B PAMKAX
EASC // Xypran Cyaa no untennextyansHeim npasam 2021. Ne 3(33).C. 21-32. URL: https://ipc.arbitr.ru
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KUPOBKY CMIOLIHOM, A BCex Be3 UCKIoYeHUs ToBa-
POB HO POCCUIACKOM PbIHKE, YTO CYLLECTBEHHO CHU3WUT
060pPOT KOHTPADAKTHOM MPOAYKUMM.

3. Lndposbie TexHonormm npecedeHmst KOHTPApak-
TA, NO3BOMSIOLME OTCNEXMBATL HE3AKOHHBIE YMO-
MMHOHUS BPEHAA, NOrOTUNA U HA3BAHMSA TOBAPOB C
MOMOLLBIO MOMCKOBBIX POOOTOB M MPOrPAMM-AHANU-
30TOPOB TEKCTOB M M3obpaxeHui. B kayectese npu-
Mepa MOXHO npusectn TexHonorun Brand Monitor,
KOTOpPbIE, KPOME NMEPEYUCIIEHHOTO BbILLIE, MO3BONAIOT
BbIMONHUTL AHANKM3 UEH MO NpedyioXeHnaM TOBApPOB
B MHTepHeTe M BLIYMCIUTL PA3HMLY B LEHE Mexay
NPEANOXEHUAMU U CPEAHEPIHOYHOM LEHOM 2.

HecmoTps HO npUMeHEeHWe NnepeuncieHHbIX Boille Me-
TOLOB, OObEM PLIHKA KOHTPADAKTHBIX M HENETANbHBIX
TOBAPOB NPoRomKaeT pactv. B yactHoctu no utoram
2021 ropa npupocT poiHka ouennsaetcs B 10%, yse-
nuuerHne obvema poiHka go 6,5 Tpax py6. ' Mpuyem
6oMbWAs Y4aCTb MPOAAX MPUXOAMUTCH HA OdNakiH-
TOPrOBAIO, O OCHOBHLIMM OOBEKTAMM AN MOALENKM
BLICTYNAIOT OAEXAA M 0OYBb NPEMUANBHBIX OPEHLOB,
AETCKME TOBAPbI U KDOCCOBKM.

Takrm OBPA30OM, MPOAHANM3MPOBAHHLIE BbILLE TO-
CYLOPCTBEHHBIE METOfbl PErySIMPOBAHMS M MPOTUBO-
CTOSIHWSA  MPOU3BOACTBY M PACTPOCTPAHEHUIO  KOH-
TPAdAKTHOM MPOAYKUMM HE SIBASIKOTCS AOCTATOUYHbIMU,
TPEBYIOT HEKOTOPON MOLEPHMU3ALWMM M HOBOTO B3MAAd
HO peLueHue npobrnemsl. ABTOPAM NPEACTABMSETCS, YTO
CMeLLEHME OKLEHTA OT METOAOB rOCYAAPCTBEHHOTO pe-
TYIMPOBAHMA HO MAPKETUHIOBBLIE M PBIHOYHBIE METObI
no3BonMT Bonee 3PPEeKTUBHO MPOTUBOAEHCTBOBATH
PACMPOCTPAHEHUIO KOHTPADAKTHOM NPOAYKLMM B Lie-
IOM, M MPEMUATbHBIX OPEHLOB, B YOCTHOCTU.

Cucrematmaaums JAHHbIX O METOLAX MAPKE-
TMHIOBOrO YpPQBEHMS CPOCOM 1 CAep-
KUBAHMS POCTA KOHTPAGAKTA HA PLIHKAX
TOBOPOB MPEeMUAIbHbIX OPEHLOB, O TAKXE O
MOTPEOUTENFX KOHTPAGAKTHOM MPORYKLMM

[MocKkonbky rMABHbIM AEMCTBYIOLLMM IIULIOM B SKOHOMM-
KE, HQ PbIHKE M B MAPKETHHIE SIBNAETCA NOTPEOMTENb,
NPEACTABNAETCA UenecoobpasHbIM HOYATL CUCTEMA-
TU3ALMIO C KNACCUPUKALUM CETMEHTOB NoTpebuTene
KOHTPAhAKTHOM NPOAYKLMM MPEMMATbHLIX OPEHA0B U
OMUCAHUS NOPTPETA TAKMX NoTpebuTenei.

Ins noHumanms nopTpeTta notpebutenei kKOHTPA-
bOKTHBIX TOBAPOB ONPEAENMM HEKOTOPbIE XAPAKTE-

PUCTMKM NPEAMETA KYMAM-MPOAAXU HA PbIHKE KOH-
Tpadakta. OcHOBHLIM O6BEKTOM NOAAENOK SABASIOTCS
TOBAPbI MPEMMYM-KITACCA M KINACCA JIOKC.

K ToBOpOM Mpemuym-Knacca OTHOCATCA MPOAYKTHI
nsecTHbix 6perHnoB. OHKM XAPAKTEPUIYIOTC  KAK
TOBOPbLI, OAPECOBAHHbIE Tpynne notpeburenen, ae-
MOHCTPMPYIOLWEH Cnabylo YyBCTBUTENbHOCTbL K LEHE
NP NPUHATUM PELLEHMS O NOKYMKe. TOBAPLI MPEeMM-
YM-KIIQCCA ACCOUMMPYIOTCS C ONPEAENEHHbIM CTUIEM
XU3HM, COBBITUAMM MM TIOABMM, MMEIOLLMMM BbICOKMHI
COLMANbHBIM CTATYC.

B cTpykType npogykTa Knacca npemuym npucyTcTay-
eT 2 KOMMOHEHTHI: GYHKLUMOHAbHAS, BKIIIOYAOLLAS
du3MUECKME XAPAKTEPUCTUKM MNPOAYKTA, M  COUM-
QNbHO-3MOLMOHANbHAS COCTABASAIOLLAN, MU MMUOXK.
BaxkHbIM - OTAMUMEM NPEMMANBHOTO NPOAYKTA OT
oBblyHOrO ABnaeTcs HGonee BLICOKAA CTOMMOCTb TO-
Bapa. [apaHTHEl Ka4eCcTBa TOProBOM MAPKK KNacca
NPEMMYM CETOLHS MOXET CIY>XWTb BbICOKAS penyTa-
LMsi MPOU3BOAMTENS, A TAKXKE TAKME XAPAKTEPUCTUKM
TOBAPAQ, KAK:

* 6€30MACHOCTb MCNOMbL30BAHMS;

* 30WMTA OT NOAAENOK (rONOrPaMMBI, CIELMAnbHAS
yNQKOBKA U T.M.);

* BLICOKOKQUYECTBEHHbIE MHIPEANEHT;

* CTPAHA MPOUCXOXAEHMS.

ToBapbl KNACCA JIOKC MMEIOT OT/IMYME OT TOBAPOB
npemuym-knacca. CornacHo teopumn Bebnena n 3om-
6apTa, NOKCOBbIE BPEHIb CYXAT NOBLILLEHUIO CTA-
TYCQ M NPECTMXA YENoBEKa B 0BLLECTBE, BO3BHILLAIOT
€ro HaA APYTMMM WM NPEAnonaralT PACXOfb!, NPEBbI-
watowme Heobxoaumsle npeaens V.

ToBapbl KNACCA NOKC — 3TO MPEAMETHI POCKOLLM, OHM
He SBASIOTCH MACCOBbLIMM M MO CBOEI LleHE HEQOCTYM-
Hbl GonblmHcTey notpebuteneit. Kpome Toro, oHu
XOPAKTEPU3YIOTCS KPAMHEN CTENEHBIO SKCKMO3UBHO-
. OCHOBHBIMM XAPAKTEPUCTUKAMM TOBAPOB KIAC-
CQ JIOKC SBMSIIOTCS:

* YHUKQNBHOCT BPEHAA MM XAPAKTEPA NPOAYKTA;
* NPEBOCXOAHbIN YPOBEHb KAYECTBA;

* UMUK 1 NPeCTUX BpeHaa;

* 3KCKITIO3UBHOCTb;

* BbICOKQS LIeHA, COOTBETCTBYIOLLIAS KAYECTBY;

* BBICOYAMLLME CTAHAAPTb OBCIYXUBAHMS;

15https://www.rbc.ru/own_business/19/07/2017/5968d0a39a794749295908ab (nata o6patuenua 01.02.2022).

16 https://www.forbes.ru/biznes/448813-analitiki-ocenili-v-10-rost-prodaz-poddel-nyh-tovarov-v-rossii-v-202 1-godu  (nata obpaierms

03.02.2022).

17 3om6apr B. Pockows w kanutanuam. Boira u kanutanuam. MonHoe cobparme counnenmit (Tom 3). 2008; Skorobogatykh 1., Tarasenko
E., Shirochenskaya I. Possible Scenarios of Russian Luxury Market Development under Economic Uncertainty and Turbulence // Review of
European Studies. 2015.T. 7. Ne 9. C. 131-139; Bebrnen T. Teopus npasaHoro Knacca: 5kOHOMUYECKOE MCCefloBaHME MHCTUTYTOB. Mockea:

Progress Publishing. 1984.
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* 3IUTAPHOCTL M OPUEHTALMS HA Y3KMIA KPyr noTpe-
Gutenen '8.

3TM HEe3HA4YUTEeNbHbIE OTIIMYUA 6HHM HUBENNPOBA-
Hbl B pabote CunbeepcraiHa u Pucke, koTopble
BBEIM TEPMUH «OOCTYyNHAA pOCKOum».IjO MHEHUIO
3TUX QBTOPOB, TOBAPbI MPEMMYM-KIACCA BBLICOKOTO
YPOBHA MOXHO BK/IOYUTbL B KATErOpUIO «AOCTYynHAOA
pockowsby. CunbeepcraitH u Pucke Hassanm 3Ty TO-
BAPHYIO KATErOPMIO «MACCOBBIMU MPECTUXHbBIMM TO-
BAPAMM», MK «masstige» 7.

B HocTosiwem MccnefoBaHMKM TEPMMH «TOBAPbLI Npe-
MMQrbHBIX BPEHLOB» MCMOMbL3YeTCs, NOAPA3yMeBAs
TOBAPbI MPEMMUYM-KIACCA U KITACCA NMIOKC.

[ns onucarms noptpeTa notpebutenei KOHTPApaKT-
HOM NPOAYKUMM NPEemMUanbHbix 6peHaos Gbinm NpoaHa-
FIMBUPOBAHBI VX MOTPEBHOCTH M MOTHBbI, MPUYEM MCXOAA
M3 MPEanoCLINIOK, YTO 3TW NOTPEBUTENM HEe SBMSIOTCH
OIHOPOHOM rPYMMoOK, 1 NOTPebneHne KOHTPAGAKTHOV
NpoayKWn OBYCNIOBIEHO PA3NMYHBIMK MOTHMBAMM. B
PAMKOX MCCnesoBaHus Bbino onpegeneHo 4 tvna no-
Tpebutensckoro noeeaexus (cm. Tabn. 1).

B pamkax cuCTeMATM3AUMM MAPKETHMHTOBBLIX METO-
[OB NPOTUBOCTOAHMS NMPOM3BOACTBY M PACTPOCTPA-
HEHUIO KOHTPAdAKTHOW M HemneranbHOM MPOAYKLMM
NPEeMUanbHbIX OPEHL0B ABTOPbI BLIAEMAM 3 TpyMMb
METOL0B: MeTOAb GOPLOLI C KOHTPAPAKTHON MPOLYK-
umen oHnain (8 Mnteprete) u odnaiH, a Takxe co-
BMELLIEHHbIE MeToabl (puc. 4).

MapKeTUHroBble
meTozabl 6popbbl ¢
KOHTpPadaKTHbIMM

TOBapammu Npemmym-

Knacca

OH-NalH

meToApb!

COBMELLEHHbIE METOApbI

od-naiH metoabl

(o 1 oH-naiiH)

Paspabomaro asmopamu.

Puc. 4. Metopbl 6opbbbl ¢ KOHTPadakTOM

Developed by the authors.

Fig. 4. Anti-counterfeiting methods

ABTOpaMM NPeanoxeHa cneaytoLas knaccubukaums
METOL0B MAPKETUHIOBOTO YNPABEHUS CMPOCOM MO-
Tpebutenei KOHTPAdAKTHOM NPOAYKLMM NPEMMANL-
HbIX BPEHIOB B LENax NPOTUBOAENCTBMA PACIPOCTPA-
HEHMIO KOHTPAdAKTA.

1. OdnaiH MAPKETUHrOBbIE METOLbI/MHCTPYMEHTSI
NPOTMBOAEMNCTBUS  PACMPOCTPAHEHUIO  KOHTPA-
bAKTHBIX TOBAPOB NMPEMUANbHBLIX OPEHAOB.

B cuny Toro, uto 6onee 70% nokynok koHTpadakT-
HOM MPORYKUMM MPEMUATBHBIX OPEHAOB MPOU3BOAUT-
cs1 0obNAKH, 1 AAHHBIA PLIHOK MOKA3LIBAET MPUPOCT OT

rona k rogy 2, KOMNAHUAM-NPOM3BOANTENAM HEOBXO-
OMMO QKLEHTUPOBATL BHUMAHME HA OPIANH METOAAX
60pbOLI C KOHTPADAKTOM.

MapkeTtnHrosble odnaiH MeTombl MOXHO YCIIOBHO
PA3AENUTh HO HECKOMBKO TPYNM: BpeHA-MEeHEMKMEHT
M METOAbl ayTEHTUOMKALMS TOBAPA M €ro YNaKOBKM
(cm. Tabn. 2).

2. OHNAMH MOPKETUHIOBbIE METOMb! (MHCTPYMEHTHI)
NPOTUBOAENCTBMS  PACMPOCTPAHEHUIO  KOHTPA-
bAKTHBIX TOBAPOB NMPEeMUanbHbix BpeHnos. AkTy-
QNbHOCTb  MPUMEHEHMST OHNANH MAPKETUHIOBbIX

18 Skorobogatykh I, Tarasenko E., Shirochenskaya I. Possible Scenarios of Russian Luxury Market Development under Economic Uncertainty
and Turbulence // Review of European Studies. 2015.T. 7. Ne 9. C. 131-139; CarmHosa O.B., Ckopoboratsix M.M., boraapuyk E.B. Dtu-
MONOMUS MOHATUS «TOBAP KNACCA OKC» M OCHOBbI KNACCMbHKALMM TOBAPOB AAHHOM kaTeropuu // MapkeTUHT 1 MOPKETUHIOBbIE MCCERo-

sarns. 2010, N 1 (85). C. 62-69.

19 Silverstein M., Fiske N. Trading Up: The New American Luxury. In Portfolio Trade. 2008. p. 320.

Dhttps://media.brandmonitor.ru/godovoy-obem-torgovli-kontrafaktom-v-rf-2021 (nata o6pawerus 07.02.2022).
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Tabnuua 1
MopTpeT noTpebuTteneit KOHTPAPAKTHLIX TOBAPOB NPEMMUANbHBIX BPEHAOB U MOPKETUHT B3OMMOAENCTBMS
C TAKMMM noTpebuTensmm
Table 1

Portrait of consumers of counterfeit goods of premium brands and marketing interactions with such consumers

Tvn/cerment

Onucanne noptpeta notpeburenei

Bo3aMoxHble MOPKETHHIOBbIE MPUEMbI
no pabote ¢ notpebutensmu

Meutatenu-umutaTopsl
“ ) "
(ot anrn. “Dreamitators”)

CrepeotunHeii nokynartens koHTpadakra. Monoasie
noan 15—25 net, kotopbim He XBATAET GUHAH-
COBBIX PECYPCOB A1 MOKYMKM BPOCAIOLWMXCS B

rNa3a TOBAPOB C SIOTOTUMAMM M3BECTHbIX BPEeH0B.
XOTAT NoapaxaTh CTUNIO GOraTbIX, MEYTAIOT O
BNOAEHUM NIIOKCOBBIM BPEHAOM, YTOBbI MOBLICHTL
COUManbHbIN CTATYC cpeau ceepcTHUKoB. MNog-

[ENKM HU3KOTO KAUEeCTBA 4acTo obecneyunsaioT
KPATHYQHLLMI NYTb K POCKOLLHOMY 06Pa3y XM3HM

MpesocTasnTs BOIMOXHOCTL MOKYNKM OPUIMHAb-
HbIX TPEMMANbHBIX TOBAPOB N0 60ME€ HU3KMM LEHAM
WM NPOABMIATL B AAHHOM cermeHTe anuddysHbie
6peHnabl 2!, 4TO LACT 3TUM NOTPEBUTENAM PEANBHYIO
W NEranbHyIo anbTEPHATUBY NOARENbHBIM BPEH-

AOM. 308040 MOPKETUHIA — HOUTU M 0BeCnedmnTs
6anaHC Mexay AOCTYNHOCTLIO M SKCKITIO3MBHOCTHIO

Cnacatowme nuuo

Monogble npodeccoHansl, KOTOpbIE MOKYNAIOT
NOAAENKM, 4TOBbI GbITh NPUHATHIMW CBOEH CO-
umManbHoM rpynnoi. [laBneHue ceepCcTHUKOB, Miu
KOHLENUMA KCOXPAHEHMA LAY, BbIHYXAAET 3Ty
rpynmny UCKATb LOCTYMHYIO QNbTEPHATHBY NOA-
AMHHOMY TOBAPY. MHOMME M3 HUX LueHAT obLe-
CTBEHHYIO LLEHHOCTb IIOKCOBbIX /NPEMMUATbHBIX

304040 MAPKETUHIA — MPOTUBOAENCTBOBATL 3A-
6nyxaeHnam. bperas npemuym-knacca omkHb! B
KOMMYHMKALMAX C NOTPeBUTENIMM NOAYEPKMBATS
CBOM CUAbHBIE CTOPOHLI M YHEXAATH KX, YTO KBTOPOE
nyywee» Hukoraa He byaet nepsbim. OHU AOMKHBI
[0KO3ATh PEANBHYIO PA3HULY B KOYECTBE MEXDY
NOAAMHHBIMM M NOAAENbHBIMM TOBAPAMM, U OBBAC-

6peH,uoa, HO CYUTAIOT, YTO NOAAENKN obe-
CMNeYnBAIOT OCTATOYHOE KAYECTBO XU3HU

HUTb, 4TO 3TA PA3HULA HE ABNAETCA HE3HAYUTENBHOM

HyBCTBUTENbHBI K LEHE M CTUIIO; NOAAENKM
NPefoCcTaBnAOT MM BO3MOXHOCTb YBENUYUTD

CBOM rapaepob, BKAOUYAIOWMI NOAMHHbIE Npe-
MHanbHbIE BpeHabl. BocnpuHmmaioT wonmHr kak
pasenedeHne, MM Heobxoanmo BbiTb B Kypce
NoCNefHNX TEHAEHLMI, BbIpAXas cebs B pasnny-
HbIX COUMANTbHbIX KOHTEKCTAX. TLLlOTeﬂbHO noa-
XOAAT K BbIBOPY KOHTpadakTHOro ToBapa. Tosap
He JoMmKeH BbiTb IBHO NOAAENbHbIM, TOK KAK 3TO
MOXET OTPULATENBHO CKA3ATLCA HO MX PEMYTALMM

YMHbIE OBOMAHLLMKM

CoumanbHast CTUrma (Knemmo), CBA3AHHAs C
BNCAAEHNEM KOHTPAPAKTHOM NPOAYKLMEN, MOXET
3 deKTUBHO yBEeanTb YMHbBIX OBGMAHLLMKOB M
OBMAHLLWKOB B TOM, 4TO OHM «MOTEPSIOT JIMLO»

30A04a MAPKETUHIA B KOMMYHMUKALWMM C LOH-
HbIMM CETMEHTAMM — NOAYEPKMBATL BAXHOCTL
COXPAHEHMS STUMM NOTPEBUTENSIMM CBOEH
PENyTALUMM 1 NOHUMAHMS HEOBXOAUMOCTH
OTKA3bIBATHCH OT MNOAAEIbHBIX MOKYMOK

[Motpebutenu c 6onee BLICOKUM LOXOLOM, KOTOPbIE
MOFYT NO3BOANTL cebe NoKynaTh NpemuanbHble
BpeHbl, HO TOTOBbI 3ANNATUTL GOJbLUIE 30 BHICOKOKA-
YecTBeHHbe noanenbHele Toeapsl. CuuTaioT, YTo au-
3QMH M KQYECTBO MOTEPHANOB, UCMONb3YEeMble B NOA-
AEnKax, [OMXKHbI BbiTb CONOCTABMMBI C HACTOSALLMMM,
M PACCMATPUBAIOT WX KAK MOKYMKY C HU3KUM YPOBHEM
pucka. HocnaxaaioTcs ocTpbiMK OLLYLLEHWAMM

OT NOUCKA BLIFOAHOM CAEMKM, KOTOPAs ABNAETCA
CBA3YIOLLMM 3BEHOM C UX 60MEe CKPOMHbIM MPOLLLIM

O6MaHLyKK

CocmasneHo asmopamu no mamepuasnam: Glyn Atwal. Why Chinese Consumers Buy Fake Luxury / Jing Daily. 8.04.2021.URL: https://
jingdaily.com/chinese-consumers-buy-counterfeit-luxury/?module=inline&pgtype=article (dama ob6paweHus 05.02.2022).

Compiled by the authors based: Glyn Atwal. Why Chinese Consumers Buy Fake Luxury / Jing Daily. 8/04/2021. URL: https://
jingdaily.com/chinese-consumers-buy-counterfeit-luxury/?module=inline&pgtype=article (Accessed 02/05/2022).

* NPOABMXEHUS KOHTPAPAKTHLIX TOBAPOB Yepes Co-
LMONbHbBIE CETU U MOUCKOBbLIE CUCTEMbI;

MeTOROB 0BYCIIOBNEHA BBICOKMMM TEMNAMM POCTA
PACMPOCTPAHEHMST KOHTPAGAKTHOM MPOAYKLMMU B

WuTeprete 3a cuer: * NPOLAXM MOAJENbHbLIX U KOHTPADAKTHBIX TOBAPOB,

NPMOBPETEHHBIX HA ONTOBbLIX MIOWAAKAX, HO AyK-
LUMOHHBIX OHNAMH- 1 OdbnanH nnowaakax, Gnowu-
HbIX PbIHKAX, B MArA3WHAX;

* BMAHNA PAKTOPOB MAKPOCPEbI: PA3BUTUE TEXHO-
norui, nangemmn COVID-19;

* CO3OHUA MPOAABLAMM KOHTPADAKTA LEenoYek OH-
NIAMH-NOCTABOK, MNOPANNEbHBIX 30KOHHBIM KAHA-
NIGM PACNPOCTPAHEHUS;

* HE3AKOHHOTO MCMOMb3OBAHUA TAKUX MAPKETUHIO-
BbIX METOAOB, KK MIATHAS MOMCKOBAS PEKIAMA,
SEO ontumusaums, mcnons3osaHue GUPMEHHbIX
TEPMMHOB B JOMEHHbBIX MMEHAX U T.4.

* MCMOMNb30OBAHMS NPOACBLAMK KOHTpadakTa
oHnaiH-6upx B2B, B gononHeHue k caitam snek-
TPOHHOMW KOMMEPLMK;

2 Mpwum. Astopos: uddysHsie 6perHas (anrn. Diffusion lines) — nepexoaHbie TOBOPHBIE MUHWUM MEXAY MPEMUYM-KITIACCOM M MEHEE NPECTHX-
HBIMM CETMEHTAMM; YALLE BCErO 3TO BTOPLIE W TPETHU IMHWW AU3AMHEPCKNX BPEHAOB.
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Tabnuua 2

MapkeTuHrosbie opnaitH Metogsl 60pb6bl ¢ KOHTPAPAKTHBIMM TOBAPAMM NPEMUanbHbIX 6peHaoB
Table 2

Offline marketing methods to combat counterfeit goods of premium brands

MerTog KoHuenTyanbHas ocHoBa MeToaa MapkeTtnHroeoe npumeHeHue MeTopa

1. BpeHa-meHesxmeHT 1. MeponpusaTua coBbITUIHOrO U coup-

QNIbHO-OTBETCTBEHHOIO MAPKETUHIA

1. Cuna 1 ueHHOCTH BPEHAA BHIPAXAIOTCA Yepes
reorpadmrueckyio MPUHAANEXHOCTb PETMOHY,
COXPAHEHME MAEHTUYHOCTH BpeHaa — Yepes co-
XxpaHeHue nctopudeckoro Hacneams. Cosgarme

1 NpopemxeHne GpPeHROB C reorpaduieckum
ykasanuem (Products with Geographical Indications)

2. PazpaboTka nporpamm UHTErpUPOBAHHbIX
MOPKETUHTOBBIX KOMMYHWUKALMIM; TPAHCIMPYIOLLMX
LEHHOCTW BpeHaa C reorpadpuueckum ykasaHm-
em (Brands with Geographical Indications)

2. Cuna v LeHHOCTH BPEHAA BBIPAXAKOTCS Yepes
YHUKQSIbHOE KAYECTBO TOBAPA, YHUKABHOCTb
NPOLECCA MPOU3BOACTBA M TEXHUKM UCTIONTHEHMS!

1. OTKa3 OT NOTOTMMOB MK CoKpaLLe-
HUE UX MPUMEHEHUA B CUITY UX BbICO-
KO BO3MOXHOCTH KOMMUPOBAHUSA

2. MNopnepxaHue Ka4ecTea HA BLICOYAM-
LLIEM YPOBHE 30 CYET YHUKAMbHOCTH NPO-
LLeCCa NPOW3BOACTBA M NOAYEPKUBAHME
STUX NPEUMYLLECTB B KOMMYHMKALMSAX

3. MpeanoxeHue kacTommnanpo-
BAHHbIX MPOAYKTOB 1 yCIyr

3. Cuna 1 ueHHOCTH BpeHaa BHIPAXAlOTCs Yepes
3KCKIIO3MBHBIA YPOBEHb CEPBMCHBIX YCIyT

1. [NoBblLEHME KOHKYPEHTOCMIOCOBHOCTU 1
ambdeperumaumnn 6peHpa 3a cyeT paclumpe-
HUSI ACCOPTUMEHTA MPEAOCTABAAEMBIX YCIyT
2. Kacromusauus npeanoxenus 3a cuet
NPEeanoOXeHUa SKCKITIO3UBHbIX YCIyr

3. Kactommnsauwst npegnoxenus 3a cuet no-
BbILLEHMS KOYECTBA U AOOABNEHHOM LiEH-
HOCTU yCnyr KAk JOnofIHeHne K ToBapy

Paspabotka TpyaHoBOCnpor3BoaMMOit
YNOKOBKM 1 MOPKMPOBKM TOBAPA

2. AyteHtudukaums
TOBOPA M €70 YNaKOBKM

1. B pamkax cObITOBOM NOAUTUKM — BHE-
APEHUE CUCTEMBI MAPKMPOBKM TOBAPOB
(ABHOA 1 CKpPBITAA yTEHTUDMKALMS)

2. BHeapeHue cucTembl MPOCIEXUBAEMOCTH
TOBAPOB (c1CTEMA, NOAOBHAS CUCTEME NPO-
CNEXMBAEMOCTM TOBAPOB «HUCTbIN 3HAKY,
HO A5 TOBAPOB NPemMuanbHbix GpeHaos)

CocmasneHo asmopamu no mamepuanam: Ramirez S. Luxury needs authentication and authenticity to fight counterfeit goods /
Luxury Daily. 5.04.2021/ URL: https.//www.luxurydaily.com/luxury-needs-authentication-and-authenticity-to-fight-counterfeit-goods/
(0ama obpawieHus 02.02.2022); Fontana R., Girod S.J.G., Krdlik M. How Luxury Brands Can Beat Counterfeiters / Harvard Business
Publishing. 24.05.2019. URL: https://hbr.org/2019/05/how-luxury-brands-can-beat-counterfeiters (dama obpawerus 02.02.2022).

Compiled by the authors based: Ramirez S. Luxury needs authentication and authenticity to fight counterfeit goods / Luxury
Daily. 04/05/2021. URL: https://www.luxurydaily.com/luxury-needs-authentication-and-authenticity-to-fight-counterfeit-
goods/ (Accessed 02.02.2022); Fontana R., Girod S.J.G., Krdlik M. How Luxury Brands Can Beat Counterfeiters / Harvard Business
Publishing. 05/24/2019. URL: https://hbr.org/2019/05/how-luxury-brands-can-beat-counterfeiters (Accessed 02.02.2022).
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MapkeTuHrosble OHAGHAH METOAB ABTOPbLI PA3AEAMAM
HQ HECKOJbKO TPYMM: MOHUTOPUHT M OHNAMH QHANMTUKA,
obyuenne notpebuTeneit ¢ ncnonbsoeaHuem 6a3 aaH-
HbIX M300PaxXeHMit, BrokYenHa n Be6-MHCTPYMEHTOB
AN NPOBEPKU NOAIMHHOCTH M HEQYTEHTUYHOCTM TOBA-
POB, KOMMYHUKALMA C NOTPEOUTENAMU 1 MHPOPMMPO-
BAHME O HE3AKOHHbIX CANTAX B COLMANBHbIX CETAX 1/ Min
HQ caTe komnanuu (cm. Tabn. 3).

3. CoBMelLLeHHbIE MAPKETUHIOBLIE METOMbI/MHCTPY-
MEHTbI MPOTUBOAEHCTBUS PACNPOCTPAHEHMIO KOH-
TPadaKTHBIX TOBAPOB NPEMMYM KIIACCA.

K coBmelLeHHbIM METOAOM MOXHO OTHECTM KOMMY-
HUKALMU C MOTPEOUTENSIMM OTHOCUTENBHO HEMpPUem-
NIEMOCTHU UCMOMb30BAHMS KOHTPAPAKTA, COLMANLHOM
OTBETCTBEHHOCTM KOMMAHWI NMPK CO3AAHUM MPOLYK-

ToB. B nocrnegHee Bpems npocnexuBaeTtcs TeHAEH-
unst GOPMUPOBAHMST OTHOLLIEHMSE K KOHTPADAKTY KAK
COLMASIbHO HEMPUEMIEMOMY SBAIEHUIO MOCPEACTBOM
NPUMEHEHNs BPEHAAMM UHTETPUPOBAHHBIX MAPKe-
TUHTOBbIX KOMMYHWUKOLMHA.

Buisoap!

B HacToswen ctatbe npoBefeH AQHAMU3 PbIHKA KOH-
TPadAKTHOM MPOAYKLMM MPEMUANbHBIX OPEHOO0B U
NPUMEHSIEMbIX METOLOB NMPOTUBOLENCTBUS €€ NMPOU3-
BOACTBY M PACMPOCTPAHEHMIO.

KpaTtkuit aHanus pbiHKO NPOAEMOHCTPUPOBASN He-
YKIIOHHBI POCT NMokasaTenei NPOu3BOACTBA U PAC-
NPOCTPAHEHUs KOHTPADAKTA, YBENMYEHUE BUOOB
KOHTPAhAKTHOM NPOAYKLUMM NMPEMUATBHBIX OPEH0B.
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Tabnuua 3
MapkeTnHrosbie oHnaiH MeToabl 6opbbbl ¢ KOHTPAPAKTOM TOBAPOB NPEMMANbHLIX BpeHaoB
Table 3
Online marketing methods for combating counterfeit products of premium brands
Mertop, KoHuentyansHas ocHosa MeTopa MapkeTtnHroeoe npumeHeHHe MeTopa

1. MOHUTOPUHT 1
OHINAMH-QHANIUTUKA

1. MoHWUTOPUHT Touek cObITa 1 NpoaBmMxKe-
HUSA, OTCNEXMBAHWUE PEKIAMHOW AEATENBHOCTH
TOprosues KOHTpadakTom B MHTepHeTe

KoHTponb cOBITOBOM 1 KOMMYHWUKALMOHHOM NO-
JIMTUKM NPOAABLIOB KOHTPAdAKTA B MHTEpHETE!
BIOKMPOBKA NPEANOXEHNH KOHTPADAKTHOM NPO-
AyKUMK, NPefoTBPALLEHME X PACTPOCTPAHEHHS

2. MOHUTOPUHT KMBEPCKBOTTMHIA: PEFUCTPA-
LMS JOMEHHBIX MMEH, COLEPXALLMX TOProByio
MAPKY, NPUHAANEXALLYIO APYrOMY MLy, C
Lienblo UX AanbHenLen nepenpoaoXm Unm
HELOBPOCOBECTHOMO UCMOMNb3OBAHMS

3awmTa Npas Ha MHTENNEKTYANbHYIO COBCTBEH-
HOCTb 1 MHPOPMUPOBAHUE NoTpebuTeneit 06 3Tom

2. Metoabl 06yueHmus
notpebutenen

ObyueHne notpebuteneit pacnosHasa-
HUIO KOHTPAPAKTHOM NPOAYKLMM HA OC-
HoBE UMPPOBLIX U IT-TexHONOMM

1. O6yueHne notpebutenei Ucnonb30Ba-
HUIO CUCTEMBI BIIOKYETNH, BEBUHCTPYMEHTOB,
MOBWMIBHBIX MPUIOXKEHNI AN1s NPOBEPKM MO~
JIMHHOCTU U HE QYTEHTUYHOCTM TOBAPOB

2. ObyueHne notpebutenein MCnonb3OBAHMIO
QR-KOf[OB, KOTOPbIE MOXHO OTCKAHMPOBATH Afst
3arpysku LbpPOBOro YAOCTOBEPEHMS U3AENMS,
NOAPOBHOM MHPOPMALMK O CEPUIMHOM HOMEPE
 AATE AKTUBALMM rapaHTMK NnpuobpeTerus

3. KommyHukaums ¢
noTpebuUTensmMu 1
UHbOPMUpPOBAHME O
HE3AKOHHbIX COMTOX B
cou,. CeTsix u/unm Ha
CanTe KOMNAHUK

1. KoMMyHWKaOUpms Ha caiTe u ye-

pe3 NPUNOXEHNE KOMMAHUM

2. JIn4Has KOMMYHUKALMS C KITMEHTOM Yepes
MPUIOXEHUE B CMAPTPOHE, B COLMANBHOM
CETH, PACCHIIKA B MECCEHAXEPAX UHGOPMA-
LMK O NMOAAENbHBIX CAMTAX, MPUIOXEHUAX

MHdbopmrpoBaHue 06 acCopTMMEHTE 1 LLIeHaX

PaspaboTka nporpammbl MHTErPUPOBAHHbIX
MOPKETUHTOBbIX KOMMYHWUKALMM, CTABSILLEN LiENbIO:
- BOHECTH LeHHOCTH Bperaa,

- NPOMHbOPMUPOBATL LENEBOM CETMEHT

O BO3MOXHOCTAX €70 KOMUMPOBAHMS,

- MPOMHbOPMUPOBATL LENEBOM CETMEHT

O HENeranbHbIX M KPUMUHAMbHbIX CMOCO-
60X NMPOABMXEHMA W pacnpeaeneHus,

- NPOMHGOPMMPOBATL LENEBOM Cer-

MEHT O TEXHONOIMYECKNX HOBOBBEAEHH-

X KOMMAHWK (CUCTEMA BIOKYENMH)

CocmasneHo asmopamu no mamepuasnam: Ramirez S. Luxury needs authentication and authenticity to fight counterfeit goods / Luxury Daily.
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OnucaHre MeTonoB NMPOTUBORENCTBUS KOHTPAdAK-
Ty TOBOPOB MPEMMASbHLIX BPEHNOB B MMPOBOW M
POCCUMCKOM MPOAKTUKE MOKA3ANO HAMMYME XOPOLLO

BELEHMS CYLLECTBYIOLMX MOPKETUHIOBBIX METOLOB
K «0BLEeMYy 3HOMEHATENMO», YTO MO3BOSUIO BbIABUTL
HOBbIE, LMPPOBbIE METOBI BOPLOLI C KOHTPADAKTOM.

BbICTDOEHHOM TOCYAAPCTBEHHOM CUCTEMbBI MO MNPWU-
MEHEHMIO B BOMbLIEN CTENEeHU NPABOBbIX U TEXHONO-
TMYEeCcKnx METOLOB, HO HEAOCTATOYHOE MPUMEHEHME
MAPKETUHIOBbIX M PbIHOYHbLIX METOLOB.

CuctemaTaaums AGHHBIX O METOAAX MAPKETUHIOBO-
ro yNpaBfeHust CIPOCOM HA PbIHKAX KOHTPAGhAKTHOM
NPOAYKLMM MPEMUAbHBIX BPEHA0B BLIPA3KUIACH:

* BO-MEpPBbIX, B KNIACCHbUKALMM TUMOB NoTpebuTeneit
KOHTPQAdAKTHON NPOAYKLUMM MPEMUATbHBIX BOpeH-
LOB HO OCHOBE NCUXOrpadUYeckon U noseaeHve-
CKOW CErMEeHTALMM, AHAMU3A U OMUCAHMS MOTUBOB
COBEPLUEHUA KOHTPADAKTHBIX MOKYMOK B ONMUCAHMUM
noptperta notpebutene;

MocpencTBoM CUMCTEMATU3ALMM METOLOB MAPKETHH-
rOBOrO YNPABAEHMS CMPOCOM HA PbIHKE KOHTPabaKT-
HOM MPOLYKUMM NPEMUanbHbIX BPEHIOB aBTOPAMM
MOKA3AHbI BO3MOXHOCTH JAHHbBIX METOAOB B CAEPXM-
BAHWM NOTPEBUTENLCKOTO CNPOCA.

* BO-BTOPbIX, B KNACCUPUKALMM MAPKETUHIOBLIX Me-
TOAOB MPOTUBOLEMCTBUS PACNPOCTPAHEHUIO KOH-
TPAPAKTHOM MPOAYKUMM MPEMUANbHBIX BPEHaOB,
KOTOPASs NPEACTABNEHA TPEMS METOAAMM: ODNAIH,
OHNAMH U COBMELLEHHBIMU METOLAMM.

HayuyHoM HOBM3HOWM MCCNEesOBAHUS SBNSETCH CUCTEe-
MATU3ALMA MAPKETUHIOBBIX METOAOB MO YNPABAEHMIO
CNPOCOM noTpebuteneit HA KOHTPAGDAKTHYIO MpPo-
OYKUMIO MPEMUAnbHBIX OPEHAO0B NMOCPEACTBOM Mpw-
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ABTOpBI ONMCANU KOHUENTYAMbHYIO OCHOBY MapKe-
TUHFOBbIX METOIOB NPOTMBOAEMCTBMA KOHTPAMAKTY,
NPeanoXmamn cnocobbl/MHCTPYMEHTBI MAPKETUHIOBO-
O NPUMEHEHMS 3TUX METOAOB.

PesynbTaTsl NpOBEAEHHOrO WCCNENOBAHWMS MO3BO-
NAT  XO3AMCTBYIOWMM CyObEKTAM PbIHKO TOBAPOB
NPEeMUanbHbiXx BPEHAOB OCO3HATb AKTYQNBHOCTb M
HEOOXOAMMOCTb MPUMEHEHUA OHNAMH, OPNaiH U
COBMELLIEHHBIX METOLOB MAPKETUHIOBOrO  ynpas-

MeTonoB No Bopbbe ¢ KOHTPAPAKTHOM NPOAYKUMEH
M, BO3MOXHO, MOBbICUT 3D DEKTUBHOCTb STUX METOL0B.

Ha ocHoBaHMKM nonyyeHHbIX PEe3ynbTATOB ABTOPLI
GOPMYNMPYIOT CrieflylolmMe HAMPABNEHNs OyayLLImMX
NCCNEefOBAHUM:

* COBEPLUIEHCTBOBAHUE MAPKETUHIOBbIX METOLOB MO
COEPXMBAHMIO POCTA cnpoca notpebutenei Ha
KOHTPADAKTHYIO MPOAYKUMIO NMPEMUANbHBIX BPEH-
AOB HO OCHOBOHMWM U3YYEHWUS UBMEHEHMS NMOBELEH-

neHus notpebutensckum cnpocom. Hapaay ¢ atum,
CUCTEMATU3ALUMA MAPKETUHTOBBIX METOLOB MO CAEP-
XMBAHMIO POCTA CMPOCA NOTPebUTENEn Ha KOHTPA-
DOKTHYIO NMPOAYKUMIO NMPEMManbHbIX 6peHaos byaet
cnocobcTBoBATL Gonee LWMPOKOMY B3MMsAy CTEMK-
XonaepoB BPEHAOB HA COBOKYMHOCTb MPUMEHAEMbIX

YECKMX NATTEPHOB NOTPEbUTENEN;

* meTogonornyeckoe obecnederne oueHku sbdek-
TUBHOCTM KOXAOTO U3 NMPUMEHSIEMbIX METOLOB MPO-
TUBOLENCTBMS MPOU3BOACTBY M PACMNPOCTPAHEHUIO
NPOAYKLUMM NMPemuansHeix 6peHaoB M nposeaeHue
3IMMUPUUECKMX MCCNESOBAHMI HO 3TOM OCHOBE.
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