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Abstract. At present, Russian industry is under severe economic and political pressure from the EU
and the USA, which is an additional incentive for the development of the industrial complex, based
on the fullest possible mobilization of internal reserves (social, economic, innovation-technological,
financial). The dynamic development of the industrial complex reflects the general evolutionary
trend in the development of society, which necessitates the solution of not only traditional, but also
new tasks and problems that were previously not inherent in the economy. The traditional problems
of the Russian economy and industry include the lack of its own (internal) financial resources to
support production activities, as well as administrative and legislative contradictions. New tasks in-
clude the need to improve and create new organizational and economic structures for innovative
activities, develop a set of measures and programs to improve the innovation and investment climate,
generate demand and commercialize the results of scientific and technical activities. The article sub-
stantiates and proposes a conceptual approach to the formation and implementation of innovation
marketing in industrial companies, which includes target settings, an innovation management sys-
tem and the results of the introduction of innovation marketing in the activities of industrial compa-
nies. A comparative analysis of various models of financing innovation and investment projects was
carried out, which made it possible to highlight the advantages of project financing in the conditions
of Russian reality. Thus, it was concluded that the Russian economy should change the vector of
development and focus on the maximum use of internal potential by increasing industrial production
on an innovative and technological basis, strengthening the investment component of development.
To increase the innovative activity of industrial economic entities, it is advisable to use more actively
marketing tools and digital technologies.
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OPUTMHAJIbHAA CTATbA

YNPABJIEHUE PA3BUTMEM TEXHO/OTMA U ®OUHAHCUPOBAHUE WUHHOBALIMOHHbIX
NMPOEKTOB B MNPOMbLBIWIEHHOM CEKTOPE 3KOHOMHUKKM C UCNOJIb3OBAHUEM
MHCTPYMEHTOB MAPKETUHTA

M.A. BecenoBCKUN, TexHONOTMYECKMI YHUBEPCUTET MMEHM aBaxabl epoa Cosetckoro Colo3a, SieTYMKAa-KOCMOHABTa
A.A. JleoHoBa, Kopones, Poccusa

T.B. MoroanHa, dvHaHCoBbIN yHMBepcuTeT nNpu Mpasutensctee Poccuickoin Mepepaummn, Mocksa, Poccus

U.N. YyeBa, TexHonornyeckunin yHusepcuTeT umeHu apaxabl Fepos Cosetckoro Coto3a, neTynka-kocMoHasTa A.A. JleoHoBa,
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AHHOTauuA. B HacToslLLee BpeMS pOCCUIMCKAs NPOMBbILLIEHHOCTb HAXOOUTCS MO, XXECTKMM 3KOHOMUYECKUM
M NONUTUYECKUM JABNEHMEM CO CTOPOHbI CTPaH-y4acTHUL, EBponeinckoro Coto3a u CLUA, uto asnsieTcs po-
MOJTHUTENbHBIM CTUMYJIOM AN PA3BUTUSA MPOMBbILLZIEHHOrO KOMIMJIEKCA, OCHOBAaHHOMO Ha MakKCUMMasbHO MoJ-
HOM MOBUIM3aLMKM BHYTPEHHUX PEe3epBOB (COLMANbHbIX, 3KOHOMUYECKUX, NHHOBALMOHHO-TEXHONOIMYe-
CKUX, PUHAHCOBbIX). JMHaMUYHOE pasBUTUE MPOMBILNEHHOMO KOMMIEKCa OTpaXkaeT OOLLyH 3BOJOLIMOH-
HYI0 TEHOEHLUMIO pa3sBUTMUA OBLLECTBa, YTO 0BycnaBAnMBaeT HEOBXOAUMOCTb pPeLLUeHUs He TONbKO TpPaauLm-
OHHbIX, HO 1 HOBbIX, PaHEE HEMPUCYLUMX 3KOHOMMKE, 33434 1 npobnem. K TpagnumoHHbIM npobnemam poc-
CUIACKOM 3KOHOMMUKM U NMPOMBbILLIEHHOCTU OTHOCUTCS HEXBaTKa COBCTBEHHbIX (BHYTPEHHUX) (PUHAHCOBbIX
pecypcoB O/ NOAAEpP)KaHMS NPOU3BOACTBEHHOM [AEATeNbHOCTU, a TaKXke aAMUHUCTPaTUBHbIE U
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3aKoHoaaTenbHble NpoTuBopeuns. K HOBbIM 3a4a4aM MOXKHO OTHeCTM Heo6X0AMMOCTb COBEpLUEHCTBOBA-
HUS U CO30aHUS HOBbIX OPraHM3aLMOHHO-3KOHOMUYECKUX CTPYKTYP A1 MHHOBALMOHHOW OEeSTeNbHOCTY,
pa3paboTKM KOMIMIEKCa MEPONPUSTUI M MPOrpaMM Mo yAyULLIEHWNO MHHOBAaLMOHHO-UHBECTULMOHHOIO Kin-
MaTa, GOpMMPOBaHMS Cpoca M KOMMepLManu3aumm pesynbTaTtoB HayYHO-TEXHUYECKON AesTenbHOCTU. B
CTaTbe 060OCHOBaH U NpeanioXeH KOHLeNTyanbHbIM noaxon K popMUPOBaHUIO U peannusauum Mapke-
TUHra MHHOBAUWI B MPOMbIWIEHHbIX KOMMAaHUAX, KOTOPbI BKIOYAET LeneBble YCTaHOBKU, CUCTEMY
ynpaBneHns MHHOBALIMOHHOW AeATeNIbHOCTbIO U pe3ynbTaTbl BHEAPEHUI MapKeTUHIa MHHOBaUWii B ae-
ATENbHOCTb NPOMbILWEHHbIX KOMMNaHWN. NpoBeaeH CpaBHUTENbHbIA aHaNM3 pasnndHbiX Mogenemn ou-
HaHCUPOBaHUSA MHHOBALMOHHO-UHBECTULIMOHHbIX MPOEKTOB, KOTOPbI MO3BOJIUA BbIAENUTb NMpeEnMyLLe-
CTBa NPOEKTHOro GUHAHCUPOBAHUS B YC/IOBUSAX POCCUMCKOM AENCTBUTENbHOCTU. TakuM ob6pa3om, cae-
NaH BbIBOA, O TOM, YTO 3KOHOMMKA Poccmmn AonXHa CMEHUTb BEKTOP Pa3BUTUS U OPUEHTUPOBATLCS Ha Mak-
CYManbHOE MUCMNOb30BaHMe BHYTPEHHEro NoTeHumMana nocpeacTsoM HapaLlMBaHMS MPOMBbILLIEHHOro Npo-
M3BOACTBA Ha MHHOBALMOHHO-TEXHOIOMMYECKON OCHOBE, YCUNIEHUS MHBECTULMOHHOM COCTaBNSOLWEN pas-
BUTUS. NS NOBbILEHNS MHHOBALMOHHOM aKTUBHOCTU MPOMbILLUIEHHbIX XO3SMCTBYIOLWMX CYyObEKTOB Lieneco-
06pa3Ho 6osee akTMBHOE UCMOJIb30BaHWE UHCTPYMEHTOB MapKeTMHra, UMMPOBbIX TEXHOJIOTU.

KnroueBble cnoBa: NPOMbILWIEHHbIA CEKTOP, MHHOBALMOHHO-UHBECTULIMOHHbIE NPOLLECChbl, MAPKETUHT

MHHOBAaLUWN, MapKeTUHIOBble MHCTPYMEHTbI, PUHAHCMPOBAHUE NPOEKTOB
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of Innovative Projects in the Industrial Sector of the Economy Using Marketing Tools // BENEFICIUM. 2021. Vol. 3(40). Pp. 5-

10. (Ha aHrn.). DOI: 10.34680/BENEFICIUM.2021.3(40).5-10

due not only to the use of digital tools, is

associated not only with the development
of modern technologies, but also closely correlates
with the development of the respective markets.
Marketing tools can help ensure synergies between
the processes of commensurate development of
new technologies and markets. Marketing tools can
have an active influence on stimulating consumer
demand for innovative products with the subse-
quent provision of a market balance between the
demand for this product and its supply. If we turn to
factor analysis, then the quality of the labor force,
the volume of production, the level of demand for
products and the level of innovative activity have
the greatest influence on the dynamics of invest-
ments in innovation and investment projects in the
manufacturing industry. Hence, economic growth in
the country on an innovation basis is impossible
without the implementation of the marketing of in-
novations and the active implementation of its
tools. At the same time, not only a clear toolkit is
needed, but also an overall approach to the for-
mation and implementation of innovation market-
ing. In modern domestic science and practice, there
is no clear understanding of the target settings of
innovation marketing, the management system of
innovation and investment processes and their im-
pact on the results of these processes. However,
without the introduction of marketing innovations,
it is impossible to achieve high indicators in the in-
novative and technological development of both in-
dividual companies and the industrial complex as a
whole. At the same time, when assessing the com-
petitiveness of an enterprise, special attention
should be paid to studying the characteristics and
quality of the goods produced, ways of promoting it
to traditional and new markets, which is the basis of
the competitive advantages of industrial compa-
nies.

T he technological development of Russia is

The conceptual approach to the formation and
implementation of innovation marketing is shown
in the Fig. 1. [1].

In the modern conditions of market transfor-
mations, digital transformation of business and the
life of the population and the increased global com-
petition as a result of these processes, innovation
marketing forms new approaches and tools for the
implementation of innovative activities based on a
developed corporate strategy [2]. Unlike the tradi-
tional model of behavior (“production - distribution
- exchange - consumption”), marketing carries out
the reverse movement, i.e. with identifying and un-
derstanding consumer preferences in innovative
products and technologies. Then, after conducting a
comprehensive analysis of innovation and trends in
the innovative development of industrial produc-
tion, planning the consumer properties of the inno-
vative product and forecasting the volume of its im-
plementation are carried out. Subsequently, a mar-
keting plan for promoting an innovative product is
developed. At the end, the monitoring and control of
the effectiveness and efficiency of marketing activi-
ties is carried out, the marketing plan is adjusted
taking into account the identified deviations and
the reasons for their occurrence.

At the same time, it is possible to single out a set
of systemic problems that impede the formation and
effective implementation of innovation marketing:

e a quarter of top managers in innovation mar-
keting in industrial companies do not have practical
skills in its implementation;

e 20% of domestic companies experience a
shortage of qualified marketers in the field of inno-
vations with work experience;

e about 10% of companies have no experience
in technology commercialization [3, 4].

Thus, the lack of innovation marketing practice
in most industrial companies in Russia, one way or
another, hinders the possibilities and effectiveness
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of its implementation. Therefore, more attention
should be paid to the dissemination of best prac-
tices, the introduction of a competency-based ap-
proach in the activities of marketers, mentoring, the

implementation of training technologies, consult-
ing, internships in the real sector of the economy
and other methods of teaching innovation market-
ing.

Targets for the Formation and Implementation of Marketing Innovations

The mission is to promote sustaina-
ble innovative development of indus-
trial companies through the use of
marketing tools

The goal is a transition to a higher
technological structure of industrial
companies

The objectives is to study the market
of innovative products; analysis of in-
novation and investment activities;
development of a marketing innova-
tion strategy and complex adaptation
of an industrial enterprise

v

Management System for Innovation and Investment Activities of an Industrial Company

Subsystem of marketing information:
collection and processing of infor-
mation on the state and trends of in-
novative development of the industry

Marketing analysis subsystem: analy-
sis of innovative activities of indus-
tries; diagnostics of the innovative

potential of industrial companies

Planning and forecasting subsystem:
development of a marketing innova-
tion strategy

v

The Result of the Formation and Implementation of Marketing Innovations of an Industrial Company

Sustainable innovation, investment
and technological development of
industrial companies

Competitive advantage based on in-
novation and technology leadership

Competitive innovative products and
advanced technologies

Fig. 1. Conceptual Approach to the Formation and Implementation of Marketing Innovations in Industrial Companies /
Puc. 1. KoHuenTyanbHbli noaxon K GOpMUPOBaHMIO U peanusaum MapKeTUHra MHHOBaL M1 B NPOMbILLIEHHbIX KOMNAaHUAX

Source: compiled by the authors based on [1] / AcTro4Hunk: pa3paboTaHO aBTopaMun Ha ocHoBe [1]

An effective complex of innovative marketing
should be based on a systematic approach and in-
clude a product and product policy, pricing policy
and innovative products, identify the most effective
sales and promotion channels for innovative prod-
ucts using modern technologies, assess and manage
the risks of implementing innovation and invest-
ment processes. The role of marketing tools in re-
ducing the production, financial, investment and
commercial risks of innovative products is im-
portant. For these purposes, one can use well-
proven testing methods, including the organization
of concept testing, trial marketing and other types
of tests that increase the likelihood of a favorable
market entry and implementation of innovations.

Currently, there is a lack of understanding in do-
mestic industrial companies of the importance of
marketing innovations that can ensure the sustain-
able development of companies. Lack of financial
resources, qualified personnel in this area and lack
of experience in practical activities do not allow do-
mestic companies to enter the foreign level. Thus,
only 1.5% of domestic companies have the practice
of implementing marketing innovations. The level
of expenses for marketing an innovative product in
domestic companies on average is no more than 10-
15% of all costs for innovative activities, which is
significantly lower than similar indicators of foreign
companies [5].

By giving preference to the implementation of
technological and organizational innovations, man-
agers of Russian companies underestimate market-
ing innovations. Marketing innovations, despite

their high importance, efficiency and effectiveness,
are in the last place in terms of distribution. This sit-
uation cannot be considered justified and accepta-
ble. It is necessary to radically change the attitude
of the heads of domestic industrial companies to in-
novation marketing and begin its active implemen-
tation [6, 7].

Taking into account the current trends in the dig-
ital transformation of the economy, the marketing of
innovations can be very effective and efficient, since
it greatly increases the speed of dissemination of in-
formation and bringing it to potential customers.
The advantage of digital channels lies in the fact
that potential customers are not tied to a specific
region, but are distributed all over the world. How-
ever, it should be borne in mind that domestic mar-
keting specialists mainly use traditional methods to
generate demand and stimulate sales, which is ille-
gal for innovative products and reduces production
efficiency. First of all, attention is paid to the con-
sumer properties of innovations, only after that the
search for sources of financing is carried out, and
last of all, potential sales markets and their capacity
are identified. At present, such an approach (direct
model) is unacceptable and it is necessary to move
in the opposite direction (reverse model), i.e. iden-
tify potential customers and sales markets, form
channels for the dissemination of innovations, then
determine the most significant properties and char-
acteristics of innovative products and only after that
look for the most favorable and possible sources of
financing for innovation and investment activities.

Thus, when implementing the reverse model,
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contradictions between innovative organizations
and end users of innovative products are initially re-
moved, which significantly reduces the financial and
investment risks of innovative activities. The solu-
tion of the inverse model of innovation and invest-
ment activity can be more effective and efficient,
since it minimizes the number of intermediaries
who become participants in the implementation of
innovative activities. To implement this task, it is
necessary to stimulate the creation and ensure the
real functioning of new organizational and eco-
nomic forms of entrepreneurship - technology

commercialization centers and technological plat-
forms.

The implementation of innovative activities is
accompanied by the processes of its financing. How-
ever, at present, domestic companies are reluctant
to spend on innovative projects for various reasons.
But, nevertheless, there is a fairly high variation in
the level of costs for innovation. Consider the dy-
namics of the share of costs for innovative activities
in the total volume of goods shipped, work per-
formed, services and other indicators by type of eco-
nomic activity (7able 1).

Table 1/ Tabauyal

Dynamics of the Share of Costs for Innovative Activities in the Total Volume of Goods Shipped, Work Performed, Services in
Russia for 2017-2019, percent / lJMHaMKKa yAe/IbHOro Beca 3aTpaTt Ha MHHOBALLMOHHYIO AeATe/IbHOCTb B 06LEeM o6beMe
OTrpY>XeHHbIX TOBapOB, BbIMOJIHEHHbIX pa6oT, ycayr B Poccuu 3a 2017-2019 rr., B npoueHTax

Indicators / MokasaTenu 2017 2018 2019
Overall for the economy 2.4 2.1 2.1
Extraction of mineral resources 1.5 0.9 0.9
Manufacturing industries, of which 1.9 1.7 1.9
Medium-Tech Industries
Manufacture of chemicals and chemical products 2.1 2.6 2.4
Metallurgical production 1.2 1.5 2.0
Manufacture of electrical equipment 1.3 1.5 1.4
Production of coke and petroleum products 1.8 1.0 1.4
High-Tech Industries
Manufacture of computers, electronic and optical products 5.6 5.5 5.7
Production of medicines and materials used for medical purposes 1.5 2.1 2.5

Source: compiled by the authors based on [8] / McTouyHunk: paspaboTaHo aBTopamu no [8]

The success of the implementation of innovation
and investment projects is largely determined by
the efficiency of the used model of their financing,
therefore it is very important to identify an adequate
and effective mechanism for financing long-term
high-risk projects in high-tech sectors of the econ-
omy. As such a mechanism, one can single out pro-
ject financing, in which the sources of payments and
collateral are cash flows, material guarantees to the
lender, the economic and technological viability of
the project, the company’s income and assets [9, 10].

Let us emphasize the priority of the classical
mechanism of project financing in the context of the
rapidly changing requirements of the modern econ-
omy due to its clearer focus on a specific goal. On
the other hand, it is limited by a strict time frame for
the implementation of an innovative project. In this
regard, it is advisable to analyze and research vari-
ous models of project financing.

A comparative analysis of various multi-instru-
mental models of financing innovation and invest-
ment projects is shown in the Fig. 2.

Thus, the systematization of financing models
for innovation and investment projects according to
the main features made it possible to highlight the
advantages of project financing in comparison with
other financing models, including its highest level
of reliability from the position of financial partners
and stakeholders.

The implementation of the project financing
model is the most acceptable for modern Russia due

to the presence of a number of aspects, among
which the increasing complexity and dynamism of
socio-economic, industrial relations and relation-
ships between the main participants under the in-
fluence of globalization processes and phenomena
can be distinguished.

In addition, project financing is the most trans-
parent in comparison with other models, it allows
one to distribute areas of responsibility, required
competencies and possible profit sharing. It should
also be noted that project financing involves the use
of effective methods for managing financial and
economic risks, including the distribution and con-
centration of risks. At the same time, there are
poorly studied aspects that require a transition to
advanced models of project financing, which consist
in the need to take special account of the qualitative
characteristics of unique innovative projects, to de-
termine a limited list of key performance indicators
for project implementation, taking into account its
category and significance. It is advisable to refer to
such changes as an increase in information trans-
parency and openness for potential participants in
project financing, a more thorough examination and
expert assessment of projects.

In addition to project financing, it is advisable to
spread the venture financing model as a potential
one for the implementation of high-risk projects,
which will provide an opportunity to attract a larger
number of aggressive investors to innovative activi-
ties [12].
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Project financing: long-term
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financing, Limited by the
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Venture funding: short-term Financing Models for Corporate financin: own and
funding with a relatively high Innovation and Investment borrowed sources of financing
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Mezzanine financing: short-
term financing in the amount
of no more than 15% of the
borrowed capital with a very
high cost

- /

Forfaiting model: long-term
and inexpensive financing,
limited by the project life
cycle

- /

Fig. 2. Comparative Analysis of Various Models of Financing Innovation and Investment Projects / Puc. 2. CpaBHUTENbHbIN
aHanus3 pasnnyHbiX Moaenei pMHaHCMPOBaHUA MHHOBALMOHHO-MHBECTULMOHHBIX NPOEKTOB

Source: compiled by the authors using [11] / AcTo4HmK: pa3paboTaHO aBTOpaMu C UCNONb3oBaHUeM [11]

Thus, it can be noted that the key areas of struc-
tural restructuring of the national industrial com-
plex, increasing its innovative susceptibility, invest-
ment activity and technological modernization are:

e introduction of a project financing model as
the most acceptable and effective for Russian indus-
trial enterprises;

e the formation and implementation of a client-
oriented network model of a sustainable innovation
process based on the formation of technological
chains by industrial companies, the target of which
is to maximize the network added value;

e active implementation and use of innovation
marketing tools for the transition to a higher tech-
nological order, taking into account the type of in-
novation and investment strategy implemented in-
dustrial company.

References

[1] Komarnitskaya E.V. Marketing v sisteme upravleniya
konkurentosposobnost’yu predpriyatiya [Marketing in
the enterprise competitiveness management system]:
Abstract of the dissertation for the degree PhD in Eco-
nomics. Donetsk, 2019. 28 p. (In Russ.).

[2] Safronchuk M.V. The Impact of Digital Transformation
on Business and Business Environment // Economics
and Management: Problems, Solutions. 2018. Vol. 2(3).
Pp. 38-44. (In Russ.).

[3] Kiselevich Al Organization of the Process of Technol-
ogy Commercialization in the Russia Federation. In
Proceedings - Mezhdunarodnye otnosheniya: istoriya,
teoriya, praktika [International relations: history, the-
ory, practice]: materials of the X scientific-practical
conference of young scientists of the Belarusian State
University, Minsk, February 5, 2020. Minsk: Belarusian

State University, 2020. Pp. 160-164. (In Russ.).

[4] Mikhailov D.A., Volkova Z.N. Grigirieva LV, and
Khorokhorina G.A. Current problems of commercializa-
tion of innovations in the production sphere of the
Russian Federation // Economic Science. 2019.
Vol. 180. Pp. 71-74. (In Russ.). DOI: 10.14451/1.180.71

[5] The Global Competitiveness Index (2019). NoNews. (In
Russ.). URL: https://nonews.co/directory/lists/coun-
tries/global-competitiveness-index (accessed on
14.05.2021).

[6] Gnezdova Ju.V., Kugelev I.M,, Romanova I.N., and Ro-
manova Ju.A. Conceptual Model of the Territorial Man-
ufacturing Cooperative System Use in Russia //Journal
of Internet Banking and Commerce. 2016. Vol. 21(S4).
P.012.

[7] Ergashhodjaeva ShJa. Genesis of the Concept of the
Essence of Innovation Marketing // IS) Theoretical &
Applied Science. 2018. Vol. 03(59). Pp. 113-119. DOI:
http://dx.doi.org/10.15863/TAS.2018.03.59.16

[8] Federal State Statistics Service (2021). (In Russ.). URL:
http://www.gks.ru/ (accessed on 02.06.2021).

[9] Pereverzeva V.V. Project finance mechanism for invest-
ment project realization // Vestnik of the Plekhanov
Russian University of Economics. 2018. Vol. 3(99).
Pp. 24-32. (In Russ.).

[10] Aladayleh Kh.., Alvarado L.E.M., and Jafaari A. Innova-
tive Marketing Approach in Project Management: A
Market orientation perspective // Journal of Innova-
tions in Digital Marketing. 2020. Vol. 1(1). Pp. 8-15. DOI:
http://dx.doi.org/10.51300/jidm-2020-14

[11] Stanchik Ju. Horizontal and Vertical FDI Spillovers: Re-
cent Evidence from the Czech Republic // CERGE-EI.
2007. Vol. 340. DOI:10.2139/s5rn.1093662

[12] Venture Russia. Results 2020 (2021). DSight. (In Russ.).
URL: https://www.kaspersky.com/ihub/assets/Re-
port_Venture_Russia_FY2020_RUS.pdf (accessed on
20.05.2021).

Bonpocbl TeppUTOpUaNbHO-0TPACEBOrO pa3BUTUS COBPEMEHHOM 3KOHOMUKN /

Issues of Territorial and Sectoral Development of the Modern Economy

9


http://dx.doi.org/10.2139/ssrn.1093662

online scientific journal BENEFICIUM. 2021. 3 (40)

UHdopmaumsa 06 asTopax / About the Authors

Muxaun lkoBnesuy BecenoBCKUiM — [-p 3KOH. HayK, npodeccop; 3aBenyowmn kadeapon, TeXHONOrM4YeCcKnn yHuBepcuTeT
nmeHun aeaxabl Nepos Cosetckoro Coto3a, netymka-kocMoHasTa A.A. JleoHoBa, Kopones, Poccus / Mikhail Ya. Veselovsky -
Doctor of Economics, Professor; Head of the Department, LEONOV Moscow Region University of Technology, Korolev, Russia
E-mail: consult46@bk.ru

SPIN PUHL, 8335-7740

ORCID 0000-0002-1078-3235

TatbsiHa ButanbeBHa MoroauHa — O-p 3KOH. Hayk, npodeccop; npodeccop, PMHAHCOBLI YHUBEpPCUTET Npu MNpaBuTenscTee
Poccuiickon ®epepauunmn, Mocksa, Poccus / Tatyana V. Pogodina - Doctor of Economics, Professor; Professor, Financial Uni-
versity under the Government of the Russian Federation, Moscow, Russia

E-mail: ods@fa.ru

SPIN PUHL, 7071-2464

UpuHa MBaHOBHa YyeBa - KaHA. 3KOH. HAyK, OOUEHT; AOLEHT, TEXHONOrMYeCcKuin yHMBEpCUTET MMEHU ABaxAbl [epos
CoBeTckoro Coto3a, netymka-KkocMoHaBTa A.A. JleoHoBa, Kopones, Poccusg / Irina 1. Chueva - PhD of Economics, Docent; As-
sociate Professor, LEONOV Moscow Region University of Technology, Korolev, Russia

E-mail: ii.chueva@mail.ru

SPIN PUHL, 9063-2325

ORCID 0000-0002-6053-5045

[ata nocTynnenus crtatbu: 5 niona 2021
MpuHaTo peweHune o nybankaumnm: 20 ceHTabpsa 2021

Received:June 5, 2021
Accepted: September 20, 2021

Bonpocbl TeppUTOpUaNbHO-0TPACEBOrO pa3BUTUS COBPEMEHHOM 3KOHOMUKN /
Issues of Territorial and Sectoral Development of the Modern Economy
10



