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SOCIAL MEDIA MARKETING KAK UHCTPYMEHT NPOAOBUXEHUA
PETMOHAJIbHbIX UHBECTULIMOHHbLIX MOPTAJIOB

Hean: onpexnenenue noreHiuana Social Media Marketing kak HHCTpyMeHTa IPOBMIKEHUSI PETrMOHAILHBIX HMHBECTUIIMOH-
HBIX TOPTaAJIOB B MH(GOPMALIMOHHOM cpeze, BhIBICHUE HanOolee (G (GEeKTHBHBIX IIyTel ero HCIoIb30BaHUs U OIIpeie/ICHIe
YPOBHS BIaJCHUS JAaHHBIM HHCTPYMEHTOM POCCHICKIMH PErHOHAMH.

Mertoasi: obuieHayuHble (HAOM0OICHHE, CPAaBHEHNE, aHAIIN3, HHIYKLUS, ISTYKIHs, AHATIOTHs, KJIaCCH(PHUKALIHSA).
Pe3ysibTaThl: IpOBEICHHBIN aHAIM3 [TOKA3aJl, YTO Ha CErOHANIHUH 1eHb Social Media Marketing siBisiercst HEOThEMIIEMBIM
WHCTPYMEHTOM B3aHMOZEHCTBHUS C MHBECTHIIMOHHBIM COOOIECTBOM M OJJHUM M3 CaMbIX d((PEKTUBHBIX CIIOCOOOB MPOJBH-
JKECHHA PEruOHaJIbHOTO IopTala, KOTOpI;IfI IIO3BOJISICT IIOBBINIATH 3HAHHUEC U JIOSAJIBHOCTh K 6peH/:[y, YBEJIUYNBATDH L[CJ'[CBOI71
Tpaduk calTa, IOBBIIIATH OCBEIOMICHHOCTh HHBECTOPOB O cIeu(UKe pabOTHI MOpTajla U areHTCTB PETHOHAIBHOTO pa3-
BUTHSI, ONIEPATUBHO MOJTy4aTh HH(POPMAINIO 00 HHBECTHILIMOHHOM Cpe/ie U yCTaHaBIMBATh KOHTAKThI C HHBECTOpaMH. B To xe
BpeMs uccienoBanre SMM-akTHBHOCTH POCCHICKUX PETMOHOB MOKA3aJI0 JOBOJIBHO HU3KHH yPOBEHb KaueCcTBa YIIPaBICHUS
KOMMYHHKAIHEH ¢ MHBECTOPAaMH Yepe3 COL[MaIbHBIC CETH.

Hayunast HOBU3HA: B CTaThe BIIEPBBIE HCCIIEI0BAaHA 3HAYMMOCTD M IPOBE/ICH CpaBHUTENBHBIN aHanu3 Social Media Marketing-
KaHaJIOB IPUMCHUTECIIbHO K IPOJABMKCHUIO MHBCCTUIMOHHBIX ar€HTCTB, a TAK)KE PE3YJIbTaThl pa6OTI)I CaMUuX PETrUOHAJIbBHBIX
CTPYKTYD IO BEICTPanBaHUIO 3(HHEKTHBHONH KOMMYHHKAIIMHU OCPEICTBOM COLIMAIIBHBIX CETEH.

IMpakTHYecKkast S HAYUMOCTB: OCHOBHBIC PE3YJIBTaThl HCCIIEIOBAHMS MOTYT UCIIOJIB30BATHCS PErHOHAIBHBIMU HHBECTHIIMOH-
HBIMH areHTCTBAMH B LIEJISIX IIPOJIBHIKCHUSI CaiTa, OBBILICHHS Ka9eCTBA KOMMYHHKAIIUK C HHBECTOPAMH U HHBECTHLIOHHOM
TIPUBJICKATEIILHOCTH PETHOHA B IEJIOM.

KoaroueBble cj10Ba: 5KOHOMUKA U YIIpaBJIeHHE HAPOIHBIM X03s1iicTBOM; Social Media Marketing; mpoaBmkeHHE perHOHAIBHO-
TO MopTalla; pernoHaIbHAsE SKOHOMHKA; HHBECTHLIMOHHBII 1TOpTaJl; MHBECTHLMOHHAS IPUBJIEKATEIbHOCTh PETHOHA; IIPUBJIC-
YEHUE UHBECTULINI; KOMMYHHKAI[Hs C UHBECTOPAMH; PETMOHAIBbHBIN MHTEPHET-IIOPTAIl; areHTCTBAa PETMOHAIBHOTO Pa3BUTHUS

BBenenune
Hanuume cnenmanu3mpoBaHHOTO PETHOHAIBLHOTO
WHBECTULIMOHHOTO MOPTAJIA SBJISIETCS HE MMPOCTO OAHUM
W3 TSITHAIIATH TPEOOBAHUI MHBECTUIIMOHHOTO CTaHap-
ta', HO ¥ HEOOXOMMBIM HHCTPYMEHTOM KOMMYHUKAIIHH,
OKa3bIBAIOIINM HETNOCPEJACTBEHHOE BIMSHUE HA WHBE-
CTHUIIMOHHYIO MPUBICKATEIBHOCTh CyObekTa. OqHAKO
JCHCTBUTEIILHO pabOTAIONINM HHCTPYMEHTOM HHBECTH-
IIMOHHBIA TIOPTAJI MOKET CTaTh TOJIHKO B TOM CIIy4ae,
€CJIM Ka4eCTBO €ro (hOPMHUPOBAHUS U YIIPABICHUS OyIeT

HaXOJUTHCS HAa BHICOKOM YPOBHE.
Uro kacaercs ynpaBieHHsI ”HBECTULMOHHBIM I1OPTa-
JIOM, TO IAaHHBIH ITPOLIECC MTO/IPa3yMEBAET IEPMAHEHTHYO

' O crannapre. MuBectrinumar.PO. URL: http://investstandart.
ru/o-standarte/ (nara oopamienus: 13.05.2015).

paboTy HaJI O ICPIKAHUEM aKTyaJIbHOCTH HH(OPMAIIUH,
oreHKy 3 dexTuBHOCTH pabOThI pecypca, YIpaBIeHHUE
TIOJTH30BATEIECKUM MTOBEICHUEM, a TAK)KE ITPOIBIKCHUE
caiiTa B MHTEPHET-TIPOCTPAHCTBE, B TOM YHUCIIC MTOCPE/I-
ctBoM Social Media Marketing (mamee — SMM).

J1s TocynapCTBEHHBIX CTPYKTYP JaHHBIH CITOCOO Tpo-
JBIDKCHMS TTOPTaja U yCTAaHOBIICHUS CBSI3€H ¢ MHBECTOpa-
MU SIBJISIETCS] OTHOCUTEIIFHO HOBBIM M HETUITYHBIM. [Ipn
3TOM BO3MO)KHOCTH, KOTOpBIE COACPKHUT B cebe Social
Media Marketing, a Tak)ke OTIIBIT MHOTHX YCIIEIIHBIX HHO-
CTPaHHBIX areHTCTB YKa3bIBAIOT HA BEICOKUH MTOTCHITHAI
BIIMSIHUSI TAHHOTO MHCTPYMEHTA HA WHBECTUIIMOHHYIO
cpeny peruona [1, 2].

B cuity 0003Ha4eHHBIX 0OCTOSATENILCTB HEOOXOTUMO
WCCIIEI0BATh TAHHBIN KaHA POIBIKCHUSI TPUMCHUTEIb-
HO K chepe HHBECTUIIMOHHBIX OTHOLICHHUI B POCCUHCKHIX
pernoHax, BBIABUTH HamOosiee d(h(HEeKTHBHBIC ITyTH €TO
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HCIOIBb30BAHUS, A TAK)KE ONPEACTUTDh, HA KAKOM YPOBHE
BJIAJICHUS JaHHBIM WHCTPYMEHTOM HAXOASTCS POCCHH-
CKHE perHoHalIbHbIC MHBECTUIIMOHHBIC areHTCTBA.

Jlns1 mocTrKeHUs 0003HAYEHHOM 1IeJIM ObLIH UCII0JIb-
30BaHbBI TAKAE METOJIBI UCCIICIOBAHMS, KaK HAONIOICHNE,
CpaBHCHHE, aHAIN3, UHAYKINS, NCAYKIIHs, aHAIOTHS,
KIJIaCCU(HUKAIIHSL.

CyIiecTBEHHOE 3HAYCHHE AJI1 HANMMCAHUS JaHHOU
CTaTbU IMEITH PA0OTHI CIICIIHANCTOB B 00IACTH HHTEPHET-
MapKETHUHI'a, MAPKETHHTOBBIX KOMMYHHKAIIAH, HTHTCPHET-
nponsrwkeHust 1 Social Media Marketing. Oco0yro 11eH-
HOCTB UMEIOT CTaThsI JIOKTOPA (PHIIOIOTMIECKIX HAyK, TIPO-
theccopa MI'Y um. Jlomonocosa JI. B. MunaeBoii «Caiit kak
WHCTPYMEHT MPOJIBIKEHIS TEPPUTOpUID; |3 ], Tocobue mpo-
(eccopa 1o HHTEepHET-MapKeTUHTY JIOHOHCKOTO YHUBEP-
cureta Bucona O3yema u ['opmona boysna «Competitive
Social Media Marketing Strategies» [4], ctatbst T. Cmuta
«The social media revolution» [5], uccienoBanue OHIaMH-
B3aUMOJICUCTBUS OM3HEC- U TOCYAapCTBEHHOTO CEKTOPOB
M. A. D¢k, C. J1. JIorca u [1. Bapuarton «Understanding
online B-to-C relationships: An integrated model of privacy
concerns, trust, and commitmenty [6], aHaJIH3 TOCTPOCHUS
3¢ PeKTUBHBIX coMaibHBIX Menua J1. XakanoHa «Critical
Success Factors for Creating and Implementing Effective
Social Media Marketing Campaigns» [7] u ap.

Bwmecrte ¢ TeM orbIT Ou3HEC-CPETBI IO IIOCTPOCHHUIO CO-
[IUAJIBHBIX METHA POIO/DKACT CYIIECTBOBATH OTACIBEHO OT
MIPAKTHKH TOCYIapCTBEHHBIX CTPYKTYP, IIPU TOM YTO B CO-
BPEMCHHBIX YCIIOBHSAX PETHOHATBHBIC ar€HTCTBA I10 MPHU-
BJICYCHHUIO MHBECTHIINN OKA3bIBAIOTCS B CUTYAIIUH YKECTKOM
MEKPETHOHATBHON ¥ MEKIYHAPOTHONW KOHKYPEHITHH.

Kak nokasanu uccrnenoBanus, OOJBIINHCTBO PETUo-
HOB HEJIOOIIEHNBAIOT BaXkHOCTh Social Media Marketing,
MIPUTOM YTO JAHHBIH MHCTPYMEHT 00JIaJlaeT OTPOMHBIM
MOTCHIIMATIOM BJIHUSHUS Ha Ka4e€CTBO KOMMYHUKAITUU
¢ unBecropamu [8, 9]. Kpome Toro, Te peruoHainbHbie
areHTCTBa, KOTOpbIE MPakTUKy0T SMM, nenarmT 3To
HEITOCTaToIHO 3(Pp(PeKTUBHO.

Takum 00pazoM, B JaHHOH CTaThe BIEPBbIE HUCCIE0-
BaJIach MPAKTHKA OCTPOCHUS A(PPEKTUBHBIX COMATLHBIX
MeJTia ISl PETHOHATBHBIX areHTCTB PA3BUTHS C IIETIBIO 1O~
BBIIICHHS] MHBECTUIIMOHHOM MPUBJICKATEILHOCTH PETHOHA.

Pe3yabTarhl Hecsie10BaHUS
Social Media Marketing — COBOKYITHOCTb MEpOTIPHSI-
THH TI0 HCTIOJIB30BaHUIO COLUANIBHBIX IIaTPOPM B Kade-
CTBE KaHAJIOB JUIsl IPOJBIKEHUs OpeH/a, NPUBICUCHHS
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MIOJIH30BAaTENCH U PEIICHUS OIPEICICHHBIX OU3HEeC-3a1a
[10]. OcnHoBoit SMM sBrnsieTcst Ka4eCTBEHHBIM KOHTCHT,
Ha KOTOPBIU MOJIb30BATEIM PEarupyroT U KOTOPBIA pac-
MPOCTPAHSIOT uepe3 coruanbabie cetu [11]. Ecnu mns
MIPOJBIKEHNST MACCOBBIX TOBApOB M ycuryT Social Media
Marketing siBIsieTCsS CpeICTBOM IOBBIIICHUS JTOBEPHS
U JIOSUTBHOCTH, 0a3upyIOIUMCS Ha PEKOMECHIATEIHHON
CXeM€ pacpOCTPAaHEHHUS 3a CUET CETH 3HAKOMCTB, JIeXkKa-
el B OCHOBE B3aMMOACUCTBUS KOMITAHUH U KITUCHTOB
[12], TO UIS MHBECTHIIMOHHOHN C(epbl, KOTOpas OTHO-
cutes K kareropun B2B, connanbable Mennua siBISIOTCS
B [IEPBYIO OUEPEb KOMMYHHUKALIMOHHBIM KaHanoM [13].

B TO ke BpeMsi MPOABIDKEHHUE B COIMATBHBIX CETSIX
o0ecreunBaeT TOUCTHOE BO3ICHCTBHE Ha ICTIEBYIO ay/IH-
TOPHIO, BEIOOP IJIOMIAIOK, KOTOPBIE AKTHBHO ITOCEIIAI0T
MIOTEHIINAIFHBIC MHBECTOPHI, U HAHOOJIee MMOIXOISIINE
CIOCOOBI KOMMYHHKAIIMHA ¢ HUMH TPH MHHUMAaIbEHOM
BOBJICUECHUH HEPEJICBAHTHBIX MOJIb30BaTeei [14].

Social Media Marketing Taxxe MoxeT cTaTh 3 dek-
TUBHBIM CIIOCOOOM HMHKOPIOPHUPOBAHUS aKTUBHOCTHU
WHBECTUIIMOHHOTO MOPTAJia B COIMATIBHYIO CpETy HHBE-
cTopa. MaoBeposTHO, 4TO MHBECTOPHI CTAHYT IOCEIIATh
WHBECTHUIIMOHHBIM TIOpTAJ 1O 5—6 pa3 B JCHB, YTOOBI
OTCIIC)KMBATh M3MEHEHUsSI W Y3HaBaTh HOBOCTH. boiee
BEPOSATHO, YTO C TAKOW U Jjake O60Jiee BLICOKOM 4acTOTOM
OHU TIOCEIIAIOT COIMANIbHBIC CeTH B TeueHue qHs1. CooT-
BETCTBCHHO, AKTUBHOE B3aUMOJICHCTBHE C HHBECTOPAMH
nocpexactBoM Social Media Marketing xak kaHama kKoM-
MYHHKAIIHA MOKET CTaTh d((HEKTUBHBIM MEXaHH3MOM
MTOCTOSTHHOTO MIPUCYTCTBUS B TOJIE 3PEHUSI HHBECTOPOB.

[To nannbim Ha sHBapb 2015 1, mopsiaka 30 % xureneit
10 BCEMY MHPY SIBJISIFOTCS MOJIB30BATENISIMHU COLUATBHBIX
cereid. [Ipu 3TOM B cpeHEM KaXK[bIM JI€Hb HA OJHOTO
MIOJIL30BATEIIS MIPUXOAUTCS OKOJIO 2,4 yaca akTHBHOCTH
B COIMAJIBHBIX CeTsX. PexopaHble mokazaTenu ObLTn 3a-
(buKCHpOBaHBl B APreHTHHE, TNIe JAaHHBIA ITOKA3aTeb
npeBbicui 4 yaca [15].

ConmanbHbIe CeTH B paMKaX MHTEPHET-IIPOCTPAHCTBA
MPEICTABICHBI B IIMPOKOM pa3HooOpasuu: Facebook*,
Google+, LinkedIn, Instagram*, «BKonTakTe», «OmHO-
KITAaCCHUKNY, «MoitMupy, «MoiiKpyr», «IIpodeccronansr.
py», Viadeo, Twitter, «JKusoiiXKypuamy, «5.py», YouTube,
«Slunexc.Bumeoy, Pinterest u mp. Ilpu sToM Kakmas u3

* Ilpu3HaHa dKCTPEeMHUCTKO# opranu3anueit ¢ 21.03.2022 /
Recognized as an extremist organization as of 21.03.2022.
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ceTel MMEeET PasHbIi OPTPET MOCETUTENEH U crielnuKy
B3aUMOJICHCTBUS, YTO HEOOXOMUMO YUHUTHIBATH TPU BBI-
crpauBaHuy 3 HEKTHBHOI KOMMYHHKAIIUH C HHBECTOPAMH.

[Ipu BEIOOpPE CONMAIBHON CETH HEOOXOAUMO YUHUTHI-
BaTh TaKWE XapaKTCPUCTUKH, KaK:

— Cpe3 ayAuTOPHH IUIOUIAIKU MO COIHAIBEHO-IEMO-
rpaduIecKuM, TeorpaUIecKuM 1 IPpyTUM ITapaMeTpam;

— MPOLEHT NMPHUCYTCTBUS MPEACTaBUTENCH HHBECTH-
LIMOHHOIO OM3HECa;

— 0COOCHHOCTH KOHTCHTA, KOTOPBIH SBIICTCS OTIpeIie-
JISTFOIIMM JUTsI TaHHOW CeTH (HOBOCTHOM, aHATTMTUYICCKHUH,
pasBIIeKaTeNbHBIN 1 T. 11.);

— HaIIPaBJICHHOCTh COITMAIBHOM ceTH (Ou3Hec-o0I11e-
HUe, Tpo(heCCHOHATbHbIE KOHTAKTHI, TOCYT U T. 11.);

— YpOBEHb BOBIICUCHHOCTH ayJAUTOPHH;

— HaJIM4HAE UHCTPYMEHTOB M BOZMOXKHOCTEH IS BEI-
CTpauBaHMsI KOMMYHHKalLUI ¢ HHBECTOpaMmu [16].

AKTHUBHOCTb TIPOJIBUKECHHUS ITPH TiomMo1itd SMM nipej-
roJlaraeT pelieHue MUPOKOro Kpyra 3aay: peryisipHoe
pa3MeleHe MoCToB, KOTOPBIE COITIACYIOTCS ¢ KOHTEHT-
MapKETHHTOM, B3aUMOJICHCTBHE B KOMMEHTapPHIX (00CY K-
JIEHUSIX ) C IOJNMCYUKAaMU, IIPOJyMaHHas paboTa ¢ Hera-
TUBHBIMHU OT3BIBAMHU U KPUTUKOH, TOCKOJIBKY B PaMKax
COIMATBHOM CeTH KOMMEHTAPHH CTAHOBSTCS JOCTYITHBI
BCEM MOAMUCYUKAM, aHATTUTHKa SMM-aKTUBHOCTH U pa3-
paboTKa cTpaTernu ee HeMPePHIBHOTO YIYUIICHS U T. II.
Bce 510 Tpebyet MHOTO HANIPSKEHHSI U BPEMEHH, TIOATOMY
OHM3HEC-YIaCTHUKU COIMAIBHBIX MeIua, Kak MPaBHUIIo,
KOHIICHTPUPYIOT CBOM YCHIIUSI HE HA OONBIIOM KOJIUYe-
CTBE CETE, a HAa HECKOJBKUX HanOoiee pesieBaHTHBIX
C TOYKH 3pEeHUsI KOHTeHTa U ayauTopuu [17].

Takum obOpa3om, s ucnoib3oBanus SMM kak
criocoba ympaBlieHUsI KOMMYHHUKAIUEH C HHBECTOPaMHU
BAXHO YUMTHIBaTh napamerp B2B-B3aumopeiictBus
¥ ToAOUparh Takue CETH, KOTOphIe B HAMOOJBIIEH cTe-
MIEHU 00ECIIEUNBAIOT JOCTHYKEHUE TIOCTABICHHBIX IeNIeH
MHBECTHUIIMOHHOTO MOpTAaa.

[pu ynipaBieHu# cuCTeMON KOMMYHHUKAITIH HHBECTH-
IIMOHHBIM [TOPTaJIaM HEOOXOAUMO 0OPATUTh BHUMAHKE Ha
CIIEAYIOIINE COUANBHBIC CETH.

Google+ — nocrarouyHo mMacmTabHas ColMATbHAS
CeTh, KOTOpasi MPEIOCTABISACT ONMPEACICHHBIC PEHMY-
miecTBa st Ou3Heca. Bo-niepBhIX, pa3MeleHne KOHTeHTa
B Google+ HanpsiMy't0 BIHSIET HA €10 IO3UIINH B TIOUCKOBOH
BbIade. B ToM umcne B hopme oTOOpasKeHUs ITyOIuKy-
€MBIX MaTepuaJioB Ha CTpPaHHUIIE TIEPCOHATIBHON BBIAYH
TIOJTb30BaTeIIeH, BXOIAHX B Kpyru Google+. Uto He Me-
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Hee BakHO, Google+ M03BOJISIET pa3MeIiaTh Pa3HbIC THIIBI
KOHTEHTa, BKJIIOYasi OoHJaiH-Buaeo. Kpome Toro, Takue
COLIMAJIbHBIE CUTHAJIBI, KAK CCHUIKHU, «JIalKW», PETOCTHI,
KOMMEHTApPUH U T. I1., AKTUBHO YUUTHIBAIOTCS TIOMCKOBBIMHI
CUCTEMaMHU JUIsl OLEHKH TOMYJISPHOCTA M Ka4eCTBa KOH-
TEHTA, YTO MOJIOKUTEIBHO BIHMSACT HA KOHTEHT-MapKETHHT.

Bo-Bropeix, B Google+ ecTh BOSMOXKXHOCT CO3aBaTh
On3Hec-cTpaHuIpl OpeH1oB. [Ipy 3ToM 3arHTepecoBaHHbIE
TMIOJTE30BATEITN MOTYT MTOATNUCHIBATHCSI HA JAHHBIE CTPAHU-
1Bl ¥ HETIOCPEACTBEHHO KOMMYHHMIIMPOBATh C MPOCKTaMHU.
B cBoto ouepens, 3T0 MO3BOJSIET UHBECTUIIMOHHOMY TIOp-
TaJly UCIOJIb30BaTh TAKOE B3aUMOJICHCTBUE I BBICTPa-
MBAHUS OTHOILICHUH C IOTEHIMATbHBIMU HHBECTOPAMHU.

Cepsuc «BuneoBcrpeun» ot Google+ sBisercs emre
OJTHUM ITPEUMYIIECTBOM JIJIsl OM3HEca. DTOT HHCTPYMEHT
TIO3BOJISIET OPTaHU30BATh BUACOKOH(PEPEHIINIO B PEKUME
peaNbHOTO BPEMEHH M OITYOJIHKOBATH €€ HEMTOCPEICTBCH-
HO TOCJIC 3aBEPIICHUS.

B kauectBe nmpumepa SMM-aktuBHOCTH B Google+
MOYKHO TIpUBeCTH PoccUICKUI OH MPSIMBIX HHBECTH-
U, KOTOPBIA PETryIsipHO MYOIUKYeT CBEXKYIO MH(OP-
MAI[{I0, YaCTO COMPOBOXIAEMYIO BHICOKOHTEHTOM?.
Ho, nanpumep, crpanunia AreHTCTBa PErHMOHAIBHOTO
pazBuTHsi Kanykckoii 001acTH SBIsIeTCS HEaKTyallbHOM,
[OCJIEIHSS AaKTUBHOCTD 10 Hell otmevanack B 2014 1

AxxkayHT Invest in Russian regions Taxke HaXOTHTCS B
HEaKTyaJIbHOM COCTOSIHUH, IOCKOJIbKY COCTOUT U3 OJJHOTO
YYaCTHHKA M ITOCIEHSA ITyOmuKarus orHocutes kK 2013 4

Cpenu coobmiectB Google+ MOKHO BBIJICIUTE TAKHE
noJie3HbIe rpyibl, kak Fdi Intelligence, kotopas siBsiet-
cs moppasnenenreM Financial Times Ltd, kpymHeiinrero
LIEHTpa EePEIOBOTO OMBITA MPSMBIX HHOCTPAHHBIX HHBE-
cruuii (ITMN) o Bcemy Mupy?®.

B 1o xe BpeMs Ba)XHO OTMETHUTb, YTO aKTUBHOE
ucnoib3oBanue Google+ st pactipocTpaHeHHS pas-
BJIEKATEJILHOTO KOHTEHTA SABJISETCS OTPHULATEIbHON
CTOPOHOM MCIOJIb30BAHUSI 3TOW CETH JIJIsi MPOBEJICHUS

2 Crpanura POIIU B8 Google+. URL: https://plus.google.com/
107526156345959015296/posts (nata odpamenus: 12.05.2015).

3 CtpaHuuna ATEHTCTBA peruoHaIbHOro passutus Ka-
nyxckoit obmactu B Google+. URL: https://plus.google.com/
108296230767492110553/posts (nara oopamenus: 12.05.2015).

4 Crpanuna Invest in Russian regions B Google+. URL: https:/
plus.google.com/communities/102738361988326500708 (mzata 00-
pamenus: 12.05.2015).

5 Crpaunnna FDI Intelligence B Google+. URL: https://plus.
google.com/+fDilntelligence/posts (nara oopamenus: 12.05.2015).
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B2B-mapketunrosix kammnanui [18]. MHorue mnonib-
3oBatenn Google+ He aKIEHTHPYIOT BHUMaHKE Ha Ou3-
HEC-COOOIICHUSX, YTO CHUYKAET [ICHHOCTh CETH C TOUYKH
3peHust MapkeTuHra. Kpome Toro, MHOTHE BCE eIie He
BocripuHUMaroT Google+ B kauecTBe OIHOLICHHOW Map-
KETUHTOBOM IUIOIIAIKH.

Cpemu conmarbHBIX CeTel sl IEITOBOTO OOIICHMS He-
o6xoaumo BeienuTh LinkedIn, mockoibKy OHA SBISETCS
HamboJIee peNeBaHTHON TIATGOPMOI A peann3aiuu
OHM3HEC-KaMITaHHIA.

3aBs3pIBaHUE JCTOBHIX OTHOIICHUH U MOWCK MOTCH-
[IUAITFHBIX KIIMEHTOB SIBIBTIOTCSI IOMUHHUPYIOIICH HAIpaB-
JICHHOCTBIO ()YHKIIMOHUPOBAHUS CETH, COOTBETCTBEHHO,
YCTaHABIMBATH B3AUMOOTHOIICHHSI C HHBECTOPAMU B €€
paMKax 3HAYUTEIHHO TPOIIIE.

HecomuennsiM npenmymiectBoM LinkedIn siBnsieTcst
BO3MOKHOCTh KOMMYHHKAIIUU B TEMaTHUECKAX OU3HEC-
rpynnax. COOTBEeTCTBEHHO, BCTYNIMB B MHBECTHIIMOH-
HBIC, & TaKXKe (PMHAHCOBEBIC TPYIIIHI, HHBECTHIIMOHHOE
AreHTCTBO MOXKET YCTaHABIMBATh PEJICBAHTHBIC CBSI3U
IUTSL PacTIpOCTPAHEHUS KOHTEHTA U TTOWCKA HHBECTOPOB.

C momorneio nacTpyMeHTa LeadBuilder maBecTuim-
OHHBIH TTOPTAT MOYKET:

— CO3/1aBaTh U COXPAHATH CITUCKU HHBECTOPOB, MPE/I-
CTaBIISIOLINX HHTEPEC;

— HaXOJUTh HY)KHBIX ITOJB30BATEICH 1O 3apaHee 3a-
JTAHHBIM KPUTCPUSIM;

— 00BEANHATD MOTEHIINATEHBIX HHBECTOPOB B TPYIIIIHI
Mo 0003HAYCHHBIM MpH3HAKaM (TI0 CTpaHaM, OTPacisIM
U T. 1.) ¢ momotisio ProfileOrganizer.

Eme omaum mpeumymectBoMm LinkedIn sBiseTcs
BO3MOYKHOCTb ITOJTy4aTh HHTEPECYIOIIYI0 HH()OPMAIUIO
0 TIOTCHIIMAJIFHOM HHBECTOpPE U JIETKO YCTAaHABIHUBATh
KOHTAaKT C BBIOpaHHBIM IOJIb30BaTeNIeM. B maHHOM ceTn
cpeu cooOIIecTB TakkKe MpucyTcTByeT Invest in Russian
regions, KoTopas, K COKaJICHHUIO, HAXOJUTCS B HEAKTY-
AJIBHOM COCTOSIHUU, TIOCKONBKY TTOCTIEIHSS ITyOInKaIIs
orHocuTcst K 2012 1.6

HHBeCTHIIMOHHOMY MOPTAITy CICIYET pACCMaTPUBATh
LinkedIn B Gosnpiieli cTenneHn Kak HHCTPYMEHT B3aUMO-
NIEHCTBUS C 3aMaIHFIMU HHBECTOPAMHU, IIOCKONIBKY B Poc-
CHUH TaHHAsI CETh MOIb3YETCS MEHBIIEH OMYISIPHOCTBHIO.

¢ Crpanuna Invest in Russian regions B LinkedIn. URL: https://
www.linkedin.com/grp/home?gid=4522158 (nara obparieHus:
12.05.2015).
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Kpome Toro, HHBECTHIIMOHHBIM [IOPTaaM CTOUT 00-
paruts BHUMaHue Ha FDI Forum, KoTopbIil OpueHTUpOBaH
Ha pacuMpeHnue Ou3Hec-KoHTakToB B chepe [T

Cepsuc mukpobmorunra Twitter — camprii mpocToit
C1oco0 OBICTPO COOOIIUTH HHBECTUIIMOHHOMY COOOIIIe-
CTBY B&KHYIO HOBOCTb B (DOpMaTe KOPOTKHUX COOOIICHHIA
1 CCBHIJIAThCSA Ha BAKHBIE BEO-CTPAHHIIBL.

C momompro Twitter MOXKHO HaXOIUTh MOTECHIIH-
QIBHBIX MHBECTOPOB W TPYIITUPOBATH UX B IPUBATHEIC
criucku. OTclexuBasi cOOOMEHUsT MOTECHITHATbHBIX
MapTHEPOB, MHBECTUIIMOHHOE areHTCTBO MOXKET IMOJy-
YUTH T0JIE3HYI0 MHPOPMANHIO 00 WX NMPUOPHUTETAX
1 OM3HEC-TUIaHaX. A 3TO BaXKHBIH IIAr K BRICTPAMBAHUIO
3¢ eKTHBHOI KOMMYHHKAINK B Oymymiem [19].

Y Twitter ecTb orpejieieHHbIe 0COOEHHOCTH, KOTOPbIE
MTO3BOJISIIOT HCIIOIB30BaTh SMM B MakCUMAaIbHO Y peK-
TUBHOM (hopmare:

— caMble aKTyaJlbHble HOBOCTH YacTO IMOSIBIISFOTCS
uMmeHHo B Twitter. 3a cdeT IpUHATOTO KOPOTKOTO (hopmaTa
COOOILIEHNSI MHBECTHIIUOHHBIH MOPTAT MOXKET MIPAKTHYE-
CKH MTHOBEHHO OIYOJHMKOBAaThH HOBOCTH O€3 ETaNIbHOM
MpOpabOTKH IOTHOIICHHOTO TEKCTa;

— monk3oBaTenu Twitter 4acTo oOIIArOTCS APYT C APY-
TOM B pEKHME PEaIbHOTO BPEMEHH, YTO JJaeT BO3MOX-
HOCTh TO3UIIMOHUPOBATh MHBECTUIIMOHHBIN MOPTaT HE
KaK HOMUHAJIBHYIO CTPYKTYPY, a Kak peaqbHoO padoTaro-
W MHCTUTYT Pa3BUTHS, KOTOPBINA HAXOIUTCS B PEIKUME
[IOCTOSTHHOTO JIOCTYIIa ¥ B3aUMOJICHCTBUS;

— MCTIONB3ys Mpuiioxkenue Twitter 1 cmaptdona,
MOXXHO BECTH MPSMOM PETopTaxk O JTHOBIX COOBITHSIX.
He6omnpuine aHoHCH KOH(pEpEeHINI 1 APYTUX MEPOIIpH-
SITUH SIBJISIOTCS BU3YaJIbHBIM JIOTIOJTHEHUEM K TEKCTOBBIM
COOOILIEHHUSM;

— cneriuduka padboTe! Twitter 1 HCITOTL30BAHKE XTIl
TEroB IMO3BOJISIIOT MHBECTUIMOHHOMY TOPTANy OBICTPO
pactpocTpaHsATh HHPOPMAIHIO 0 KOH(EPEeHIHSX, OM3HEeC-
CeCCHsIX, CeMUHAPax U JIPYTUX COOBITHSX.

B gactHOCTH, perynspHyto akTHBHOCTB B Twitter oz~
JIeP’KUBAIOT areHTCTBA PErHOHATBHOTO pa3BuTHs Kamyx-

7 Crpanuna FDI Forum B LinkedIn. URL: https://www.
linkedin.com/groups?gid=2775766&mostPopular=&trk=tyah&
trkInfo=clicked Vertical %3 Agroup%2Cidx%3A1-1-1%2Ctarld%
3A1432583939033%2Ctas%3 Afdi%20foru (nara obpamenus:
12.05.2015).
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ckoii oomactu® u PecrryOnuku Tarapceran’. B Twitter Taxoke
mpezncTaBiIeHo coodmectBo Invest in Russia, mocnemssa
nyOIHKAIMsS KOTOPOTro OTHOCHTCS K aBrycty 2014 1

B xauecTBe mpuMepa MONE3HBIX TPYIII MOXKHO MPH-
Bectu FDI Magazine''.

Twitter He siBisieTcst yacthio Google, 4TO CHUKAET
ero IEHHOCTH B BOIIpocax nHjekcanuu. Kpome Toro, co-
oOmenus, myonukyemMble B Twitter, yaiiie UTHOPUPYIOTCS
10 CPaBHEHHMIO ¢ MHpOpManne, myOanKyeMoi B IpyTrux
cersix. B Twitter MOKHO JIETKO HAHTH TIOTEHITHATBHBIX HH-
BECTOPOB, HO MTPOIIECC B3aUMOICHCTBHUS C HUMH CTPOUTCS
cinoxxuee. Kpome TOoro, MHOTHE IMTOJIB30BATENH CUUTAIOT
CEPBHUC MHUKPOOJOTHHTA MEPETOTHEHHBIM OeCIIOJIC3HbI-
MU CCBUIKAMH, TIO3TOMY OTHOCSATCSI K HUM JOCTaTOYHO
MIOBEPXHOCTHO.

Facebook siBisiercsi camoil KpymHON COIMAIBHON
CETBIO B MHpE, 1, HECMOTps Ha ee MeHee OM3HeC-OpHeH-
TUPOBAHHBIN MOAXO0/, MHBECTULIMOHHBINA MTOPTAI MOKET
3¢ GEKTUBHO UCTIONH30BaTh JAHHBIA KaHAL.

Bo-nepBrix, OecnperieIeHTHBII 0XBaT MHTEPHET-
IOTIH30BaTENICH B MUPOBOM MAcCIITa0E SIBISICTCS BEICOKOM
LIEHHOCTBIO, TaK KaK ITO3BOJIIET NMPAaKTHYECKH Oe3rpa-
HUYHO PaCIIUPATH CIHCOK MOAMUCYUKOB U MTAPTHEPOB.

Bo-BTOpbIX, HaNM4ne OM3HEC-CTPAHHUI] M TeMaTHyie-
CKHUX TpYII TO3BOJISIET B3aUMOJIEUCTBOBATh C IEIEBOM
AyIUTOPUEH W C TMOMOIIBIO YIOOHBIX MHCTPYMCHTOB
Email-mapkeTHHTa OCYIIECTBIATH PACCHUIKY TIOITHCYH-
KaM WJIN WICHAM TPYIIIL.

OnHako HEOOXOMMMO OTMETHUTH HEYTOOHBIH (opmar
TTOMCKA TPYIIIT ¥ COOOIIECTB B JIAHHOM COIMATbHON CETH.

Ha Facebook Takxe mpencraBieHbl TpynIbl HHBE-
CTUIIMOHHBIX CTPYKTYp PErHOHOB, Hampumep, Invest in
Ural'?, nHBeCTHIIMOHHBIH TopTal MockBbI'®, ATeHTCTBO

$ Crpanunia ATeHTCTBA PETHOHAIBLHOTO pa3BuThs Kamyskckoit
obmactu B Twitter. URL: https:/twitter.com/ardkr rus (mara 06-
pamenus: 14.05.2015).

° Crpanuna Invest in Tatarstan B Twitter. URL: https://twitter.
com/InvestTatarstan (gata o6pamenus: 14.05.2015).

10 Crpanuna Invest in Russia o6mactu B Twitter. URL: https://
twitter.com/Invest in_(mara oopamenus: 14.05.2015).

' Crpannna FDI Magazine B Twitter. URL: https://twitter.com/
fDiMagazine (nara obpamienus: 12.05.2015).

12 Crpannua Invest in Ural 8 Facebook (mpusHana skcTpe-
MHCTKOH opranu3anueit ¢ 21.03.2022 / recognized as an extremist
organization as of 21.03.2022). URL: https://www.facebook.
com/pages/Invest-in-Ural/159514710774960 (nata oOpaiieHus:
14.05.2015).

13 Crpanuna MuBectuionHoro nopraia Mockssl B Facebook.
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peruoHansHoro passutus Kayskckoit obmactu'* u mp.
Heo6xoamMo oTMeTuTh, 94T0 akkayHTHI Karyxckoi 00-
nactu B Facebook u Twitter He TyOaMpyIOT KOHTEHT JIpyT
Ipyra B a0COIIOTHOM CTETIEHH, YTO TOBOPUT O KAaUCCTBCH-
HOM YTIPABJICHUH W SIBIISICTCSI MOIIHBIM CTUMYJIOM JUISI
MOJIMTUCKU HA 00€ CTPAHUIIBI.

Kaxxnas 13 pacCMOTPEHHBIX BbIILIE CETEH UMEET SIPKO
BhIpakeHHbIe TpenmyliecTBa (Googlet+ — BiusHME Ha
IIO3MIIMH B IOMCKOBOM Bblaue, LinkedIn — abcomtorHas
OHM3HEC-OpPUEHTHPOBAHHOCTh, TWitter — OIIepaTUBHOCTH
B3aumojeiicteus, Facebook — macmraGHBIl oxBar),
KOTOPBIE PACKPBIBAIOT PsiJl BOBMOXKHOCTEH 111 MHBECTH-
IIUOHHBIX areHTCTB M IPU COBMECTHOM HCIOIb30BaHUH
CIIOCOOHBI TIOKPBIBATh BCE MOTPEOHOCTH COIUAIBHOTO
UHTEepHET-npoaBuxkeHus [20].

CrnemyeT IOTYEPKHYTH, YTO TAKHE IMOIMYJSPHBIC CO-
ualibHbIe ceTH, Kak «BKoHTakTey, « OMHOKIIaCCHUKIY,
«Moii Kpyr», He MOTYT OBITh PEKOMEHI0BAHBI JIJIS CBS3H
C MTHBECTOPAMH 10 STy IPUYNH. Bo-TIepBhIX, ayAUTOPHS
JAHHBIX CeTel B MPEBATUPYIOLIEM OOIBIIUHCTBE SIBIISI-
€TCS PYCCKOSI3BIYHOM, B CHITY UETO OHH HE TIOAXOISAT TSI
BBICTPAMBAHUS OTHOIIICHUH ¢ HHOCTPaHHBIMU HHBECTO-
pamu. Bo-Bropbix, HanpaBieHHOCTH ceTelt « BKonTakre»
1 «OJHOKIIACCHUKWY SIBIIAETCA B MIEPBYIO O4epe/b pas-
BJICKaTEJILHOM, a He OU3HEC-OPUCHTHPOBAHHOM.

HccnenoBanus IIOKa3bIBAIOT, YTO BAYKHO HMETH aKTHB-
HBIC aKKAyHTBI Cpa3y Ha MHOTHX COIIMAJTbHBIX IIOMIAIKAX
[21,22]. Ananu3 MexayHapOAHOU MPAKTUKU TOATBEPK-
JIaeT 3TO noJjmkeHue. Tak, Ha HHBECTULIMOHHOM ITOopTasie
JIrokcemOypra mpencTaBiIeHo 5 CChIJIOK Ha COITHAIbHBIE
ceTr'®, a MHBECTUI[MOHHBIN MOpTal ABCTPUH aKTUBCH
B 7 COLMANBHBIX CETIX'C.

Ecnmu amst MHOTHX MHOCTPAaHHBIX WHBECTHIIMOHHBIX
CTPYKTYp BEICHHE COIUAIBHBIX CETCH SIBIICTCS IMPH-
BBIYHOM aKTUBHOCTBIO, TO JIJISI POCCUUCKUX PETrHOHOB

URL: https://www.facebook.com/investmoscow.ru (ara oGparie-
Hus: 14.05.2015).

14 Crpanniia ATeHTCTBA PErHOHAIBHOTO pa3BuThs Kamyxckoit
obmactu B Facebook. URL: https://www.facebook.com/ARDKR
(mara obpamenus: 25.05.2015).

1S CounanpHbie CETH, MOANEPKUBACMbBIC HA MHBECTUIIU-
onHoM nopraie Luxembourg for Business. URL: http://www.
investinluxembourg.lu/en/about-1fb (zara o6pamenus: 06.05.2015).

' CouianbHbIC CETH, MOJJICPKUBAEMbIC HA HHBECTHIIHOHHOM
noprane Invest in Austria. URL: http://investinaustria.ru/EN/Home/
Research%20%20Development/Research++Development.aspx
(mara obpamenus: 12.05.2015).
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UCIIONB30BaHUE COLMAIIBHBIX MHTEPHET-KAHAJIOB IIPE]-
CTaBIsIET COOOM HOBYIO MPAKTHKY, B CBSI3H C UEM BAXKHO
MPOAHAIN3UPOBATh TEKYIEE MOJIOKECHUE U BBISIBUTH
0COOEHHOCTH, XapaKTepHbIe /Ul PErHOHAJIBHBIX HHBE-
CTULIMOHHBIX areHTCTB.

baza nannbix NHBECTUIIMOHHOTO MOPTAaJia PETHOHOB
COAEPKUT KOHTAKTHYIO MH(POPMAIHIO 76 KOPHOpAIHii
Pa3sBUTHS U OTBETCTBEHHBIX IPEICTABUTENIEH PETHOHAb-
HOI1 BtacTu'’.

Jst hopMupOBaHHS KOMIUICKCHOU oreHkn SMM-
AKTUBHOCTHU PETUOHAJIbHBIX MHBECTULIHOHHBIX AT€HTCTB
B Poccun OblTa mpoaHam3upoBaHa JIeSTeIbHOCTh Kak-
JIOTO areHTCTBA.

B ocHOBy ananm3a OBITM BKIIIOYECHBI CIEAYIOIIHE
(axTopsl:

— KOJIMYECTBO U KAaueCTBO COLUAJIIbHBIX CETEH, B KO-
TOPBIX BEJETCSI AKTUBHOCTh areHTCTBA;

— peryiasipHOCTb, JOCTATOYHOCTb, YHHKAJIbHOCTb,
KadecTBO M TIOJIHOTa OOHOBIIEMON HH(OPMAIIHH;

— OYEBHAHOCTD U IOCTYITHOCTH HKOHOK/CCBUIOK Iepe-
X0J1a C UHBECTULIMOHHOI'O MOPTAJIa B COLIUAJIbHBIE CETHU;
— Ka4ecTBO 0(hOpMIICHHUS M TIO/Iaudl HH(POPMAIIHH;

— UHJMBHyalIbHbII TOAXO0J K BEACHUIO KA 0ro CO-
LUAJILHOTO aKKayHTa.

AHanus3 nokasa 10BOJILHO CYLECTBEHHBIE Pa3INYHs
B YPOBHE COLMAIbHOW MHTEPHET-aKTUBHOCTU MEXKITY
pernoHaMu, HauMHasi OT Ka4eCTBEHHOTO BEJICHUS aKKa-
YHTOB COLIMAJIBHBIX MEIUA Ha YPOBHE MEXKYHAPOIHBIX
CTPYKTYP U 3aKaHUMBAs! IIOJHBIM OTCYTCTBUEM IPAKTHUKHU
COLIMATIBHOTO MAapPKETUHTA.

ITo nroram aHanu3za KaxJOMYy HWHBECTULHOHHOMY
areHTCTBY OBUI IPUCBOCH OZIMH U3 YETHIPEX TUIIOB OLICHKU
SMM-aKTHBHOCTH:

1. ITonHOCTBIO OTCYTCTBYET SMM-aKTHBHOCTb.

2. SMM-aKTUBHOCTh TIPUCYTCTBYET, HO HE HECET
KOMMYHUKaTHUBHON LIEGHHOCTU U MO3UTHUBHOIO BIIUSTHUS
Ha MHBECTULMOHHYIO ITPUBJIEKATEIBHOCTD.

3. YnoBnerBopuTelibHasA, HO HepocTatouHass SMM-
AKTUBHOCTB JUIsl JOCTHUXKEHMSI 3aMETHOTO BIMSHUS Ha
UHBECTULIMOHHYIO IIPUBJIEKATEIbHOCTD PErHOHA.

4. Beicokuil ypoBeHb kauecTBa SMM-aKTHBHOCTH.

[TepBblii TN aKTUBHOCTH TMOJIPA3YMEBAET, UTO y UH-
BECTHIIMOHHOTO areHTCTBA HET COOCTBEHHOTO aKKayHTa

7 Ba3a maHHbIX VHBECTHIIMOHHOTO TOpTajia perdoHoB Poccun.
URL: http://investinregions.ru/regions/ (nara ooparenus: 06.09.2015).
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HHU B OHOM corainbHo# cetu. Kpome Toro, Ha UHBECTHU-
IMOHHOM TIOpTaje He BHenpeHa GpyHkius «[lomemutbesn
B COITMAIBHBIX CETSAX. TO €CTh MOJHOCTHIO OTCYTCTBYET
MIPAaKTHUKA COLHUAILHOTO HHTEPHET-MAPKETHHTA.

AHanu3 mokasal, 4To K JAHHOMY THITy OTHOCSTCS
39 pernoHoB u3 76.

Bropoii THII aKTHBHOCTH MPUCBOCH PETrHOHAIBEHBIM
ropTanam, B paMKax KOTOPBIX Peann30BaHa CBS3b C COIU-
QTFHBIMU CETSIMU (TIPUCYTCTBYIOT HKOHKH JIMOO CCBUTKH Ha
COITHAJIBHBIC CETH ), HO IO (PAKTY MPUCYTCTBHE B COIUAIT-
HOM HHTEPHET-TIPOCTPAHCTBE HE HECET KOMMYHHKATUBHOM
LIEHHOCTH U HE OKa3bIBAaeT 3aMETHOIO TIO3UTHUBHOTO BIIUS-
HUSI Hd UHBECTUIIMOHHYIO MIPUBIICKATEIIBHOCTB, SIBIISICTCS
CKOpEE HOMUHAJIbHBIM, YEM MPAKTUIECKUM HHCTPYMEHTOM.
[TonoOHast HeAPPEKTUBHOCTE BBI3BAHA PSIIOM MIPUYHH.

JIOBOJILHO YaCTOM MPAKTUKOM CO CTOPOHBI PETUOHAITb-
HBIX areHTCTB SIBJISIETCS CO3/IaHKE aKKAyHTOB B COLIUAIIb-
HBIX CETSIX, [T0 KOTOPBIM HE BEIETCS peryisipHas padoTa.
Ha mpaktuke co3qaHHbBIC TPYIIIIHI SBISIOTCS HEAKTHBHBI-
MH. B HUX pasmenena ycrapesinas HHpOpMaIys, 60
TIOCTICTHSIS ITyOTUKAIIHS MMECT TaBHUH cpok. KommaecTBo
YYaCTHUKOB TaKUX TPYII KpaiiHe He3HAYUTEIIbHOE, YTO
MOKA3bIBACT MX HEMOMYJSIPHOCTh CPEIU MHBECTUIIHOH-
HOTO COOO0IIecTBa.

AHanu3 MHBECTUIIMOHHBIX IIOPTAJIOB TAKXKe MTOKa3a,
YTO MHOTHE PETHOHATHHEBIC CATHI pa3MEIIaloT Ha CBOUX
CTpPaHMIIAX WKOHKH COIMAJIBHBIX CETeH, MpPU KIMKE Ha
KOTOPBIC TOSIBIISIOTCS BCILTBIBAIONINE OKHA, KOTOPHIC
MPEIOCTABIAIOT QPYHKIHIO «IloMemuThCs» CCBUTKOM
Ha MHBECTUIIMOHHBIN mopTai. To ecTh MOCETUTEINh
WHBECTUILIMOHHOTO MOpTalia MOXKET TOJIbKO MOJEIUTh-
Csl CCBUIKOM Ha PETHOHATBHBIN CaliT B paMKax CBOETO
npoduiiss. AreHTCTBa He 00JIaJal0T CaMOCTOSTEIIbHBIMU
aKKayHTaMH B COITMAIBHBIX ceTax. Kpome Toro, MKOHKH
COLIMANBHBIX CETEH Ha HEKOTOPBIX MOpTaNax SBISIOTCS
He(DyHKITMOHATHHBIMU. [IpH KJIMKEe Ha HUX HE MPOUC-
XOJUT HUKAKUX JCHUCTBUM, TO €CTh CCHUIKH SIBISIOTCS
Hepaboratomumu. Taxke 4acTh perHOHATBHBIX CAaHTOB
pasMeliaer Ha CBOMX CTPaHMIIaX CChUIKU Ha COLMAIbHbIE
TPYTIIIBL, KOTOPBIE SIBILTIOTCS HeMoCTymHBIMH. [1pn kimike
Ha WKOHKH COITUAIBHBIX CETCH TMOSBISIETCS COOOIICHUE
0 TOM, YTO aKKayHT HEIOCTYICH JHO0 3aKPHIT.

Ilo pe3ympraram aHasm3a KO BTOPOMY THITY OBUTH ITPH-
YUCJICHBI 19 pernoHagbHBIX areHTCTB U3 76.

Pernonsl, koTopbie OBUTH OTHECEHEI K TPETHEMY THITY,
MIPENICTaBIEHBI B COIIMAILHOM UHTEPHET-IIPOCTPAHCTRBE,
HO YPOBEHb U Ka4ECTBO aKTUBHOCTH HEAOCTATOYHBI TS
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TOr0, YTOOBI OKA3bIBATh 3aMETHOC BIUSHUEC HA HHBCCTH-
LIMOHHYIO NMPUBJIEKATEIbHOCTh PETrHOHA.

Kak npaBuiio, HeIOCTaTOUHOCTh CBA3aHA C TEM, UTO
HWHBECTHIIMOHHBIN TIOPTAJ IPUCYTCTBYET TOJIBKO B OJJHOM
colMaIbHON ceTH. J[ake KaueCTBEHHOE BE/ICHUE aKKayHTa
B TaKOW CETH HE MOKPHIBAET BCE MOTPEOHOCTH, KOTOPHIC
MOYKHO YAOBJIETBOPUTH, JIUIIb aKTUBHO KOMMYHUIIUPYS C
MHBECTOpPaMH IMOCPEJICTBOM HECKOIBKHX KAaHAJIOB, TIOCKOJTb-
Ky KaXKIbI N3 HUX BKJIIOYAET YHUKaJbHbIE onuuu [23].

Kpome Toro, pernoHanbHbIi CAWT OTHOCUTCS K Tpe-
ThEW IpynIe B TOM cllydae, €Cld aKTHBHOCTh B COIH-
aJIbHBIX CETSIX HOCHUT BsUIOTEKYILIuil Xapaktep. To ecTb
KOHTEHT IPYIIbI OOHOBIISAETCS, HO HEOCTATOYHO PETy-
JSIPHO JIJIS TOTO, YTOOBI aKKAYHT IPEICTABISLII HHPOpMa-
IIMOHHYIO LIEHHOCTh JIJIS ”HBECTOPOB.

OjHa W3 TPUYHMH NPHYUCICHUS WHBECTUIIMOHHOTO
ropTajia K TpeTbei rpyIie 3aKio4aeTcs B HAIMYUKU Ha
HEM CCBUIOK Ha HECKOJIbKO COIMAJIBHBIX CETEH, Cpeau
KOTOPBIX HE BCE SIBJISIIOTCSI aKTUBHBIMH U JIOCTYITHBIMHU.
[TockombKy CChIIKa — 3TO BCET/Ia OTpeiesieHHOE 00eIaHne
CO CTOPOHBI TMOpTajia, MOA00HAS IPAKTHKA MOXKET OCTa-
BUTh HEraTMBHOE BIICUATIICHHUE JIAKE B CITy4ae akTUBHOCTH
U IOCTYITHOCTH JPYTUX COLMATBHBIX HHTEPHET-KaHAJIOB.

Taxke B TPEThIO TPYMIly MOMAId MWHBECTUIIMOHHbIE
MOPTaJIbI, KOTOPhIC KAY€CTBEHHO BEIYT HECKOJBKO aK-
KAayHTOB B COLIMAJIBHBIX CETSIX, HO MPHU 3TOM HA CaMOM
peruoHaJIbHOM CaiiTe OTCYTCTBYIOT CChUIKH Ha COIHAIIb-
HbIE CeTH (TO €CTh Y3HAaTh O CYIIECTBOBAHUH TOAO0HBIX
TPYIIIT MOYKHO TOJIBKO Yepe3 MOUCK), JINOO0 OHHU SIBIISTFOTCS
HEOYEBHTHBIMH, CIIOKHO PACIIO3HABAEMBIMHU Ha CTPAHHUIIE
noprajia. Ha HekoTopbIX mopTanax MKOHKH Ha COLIUaJIb-
HBIE CETH PACIIONAratoTCs TOIBKO Ha YACTH CTPAHUIL M [TPH
STOM OTCYTCTBYIOT Ha IJIaBHOM CTpaHHULIE.

YuuTeBas BCE NMEPEUYUCICHHBIC BBIIIC (DAKTOPHI,
K TPETbeH rpyIie ObUTH OTHECEHBI 9 MHBECTHIIMOHHBIX
arcHTCTB U3 76.

WHBeCTHIIMOHHBIC TOPTAJIBI, Ybs COLIMATILHAS HHTEP-
HET-aKTUBHOCTb OTPa)KaeT BBICOKUI YPOBEHb KayecTBa,
COCTABJISIFOT YETBEPTYIO TPYIIITY.

Bricokuii cTanapt KadecTBa BEACHUS MHTEPHET-Map-
KETUHTa IOCPEJICTBOM COIMATIbHBIX KAHAIOB BBIPAXKAETCsl
B TMIEPBYIO O4Yepe/lb aKTUBHBIM MPUCYTCTBHEM Cpasy
B HECKOJIbKUX COIMAJIbHBIX CETSAX, KOTOPbIE OTHOCSTCS
K MEXJYHapOJHBIM W HauOoJsiee MOMYyJISIPHBIM CPEaH
HWHBECTULIMOHHOW ay/IuTOPUH.

He MeHee BaxxHBIM yCJI0BHEM IPUYKCIICHUS B TAHHYIO
TPYIIy SBISETCSA MPAKTHKA PETYISIPHOTO OOHOBICHHS
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nHpOPMAITUH B K&KI0H conranbHol rpynme. Kpome Toro,
JUTSL 3aMETHOTO BIUSHUS HA Ka9eCTBO KOMMYHHUKAITUH
B@KHO, YTOObI KOHTEHT KaXKJ0W COIMATIbHON TPYIIIbI
WHBECTHIIMOHHOTO TIopTaja He ayOnupoBasics B abco-
JIOTHOM cTeneHu [24].

HeocnoprumpIiM penMyIIecTBOM SIBIISICTCS. HE IPOCTO
peryIsIipHast i aKTUBHAS ITyONTMKAITISI KOHTEHTA, HO U TIpa-
BWJIbHAS, TPAMOTHAs Iof1ada MH(GOPMAIIUH, KOTJa KOHTEHT
TIOIKPETUIIETCST MHTEPECHBIMHU TAHHBIMI, TOMUMO BaXKHBIX
(hakTOB. DCTETUYHOCTH OPOPMIICHUS W BEICHUS TPYIIITBI
TaKoKe NMEET BaYKHOE 3HAYCHHE M YIUTHIBAIACH [P aHAJIH-
3e. [Tokaszarenem 3 (peKTHBHOCTH BeGHM JAHHOTO KaHasa
KOMMYHHKAIIUH TAKXKE SIBICTCS KOIMYECTBO MOIIHICYHKOB,
YUTaTeNnel, pernocToB U JPYyruxX UHTEPHET-MapKEPOB.

W3 nmpoaHaM3upoOBaHHBIX 76 MHBECTUIIMOHHBIX MTOpTAa-
JIOB B JIAHHYIO KaTETOPHIO BOIIUTN 9 peTHOHATIBHBIX CATOB:

1. Kopnopanus passutusi Bonoroackoit obnactu:
http://www.invest35.ru/

2. Kopriopanust pa3sntrst KammHUHTpacKoi 00acTu:
http://kgd-rdec.ru

3. MuBecturnmonnsiii mopran Kamyxckoir obmactu:
http://www.investkaluga.com/

4. YnpaBieHue UHBECTUITMOHHON U MPOMBIIILICHHON
nonuTuku AamuHucTpannn Koctpomckoit obmacTu:
http://www.investkostroma.ru

5. MuHucTEpCTBO S3KOHOMUKH KpacHomapckoro kpast:
http://www.investkuban.ru

6. NnBectuimonHbiit moprai JICHMHrpaIckoi oba-
ctu: http://www.lenoblinvest.ru/ru/

7. MuHHCTEPCTBO MHBECTUIIMI U THHOBAIMH MOCKOB-
ckoit obmactu: http://www.mii.mosreg.ru

8. Kopmopanus paszsutus [lenseHckoir obnacTtu:
http://www.krpo.ru

9. Kopnopanus pa3Butus Tynbckoi obiacTu:
http://www.invest-tula.com/

BriBoanI

Taxum o0pa3zom, Ha ceromusimHui aeHp Social Media
Marketing siBisieTcsl HEOTBEMIIEMBIM HHCTPYMEHTOM B3a-
UMOJICHCTBUSI C MHBECTUIIMOHHBIM COOOIIIECTBOM U OIHUM
13 caMbIX A(P(PEKTUBHBIX CIOCOOOB MPOIBUKEHUS PETHO-
HaJIGHOTO MOPTAIIA, KOTOPEIA IT03BOJIIET ITOBBIIIIATH 3HAHUE U
JIOSUTBHOCTB K OpeH 1y, yBeJIMIUBaTh I1eJIeBOM TpaHK caiita,
TIOBBIIIATH OCBEIOMIICHHOCTh WHBECTOPOB O CIieHm(puKe
paboThI MopTajia ¥ areHTCTB PETHOHAIBLHOTO PA3BUTHS,
OIIEPATUBHO MOTy4aTh HH(OpMAITHIO 00 MHBECTUITMOHHOM
CpeJie 1, HAKOHEII, yCTaHABIIMBATH KOHTAKTHI C HTHBECTOPAMHU.
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B pamkax naHHOH cTaThu OBUT TaK)Ke MIPOBEJICH aHa-
JIU3 COLIMANIbHON MEMIHON aKTUBHOCTH POCCUUCKUX Pe-
THOHAJILHBIX HHBECTUIIMOHHBIX TOPTANIOB. B rccienosa-
HUU MPUHSIIN y4acTre 76 pernoHaIbHbIX CAUTOB, y 39 n3
KOTOPBIX TIOJTHOCTBHIO OTCYTCTBYET IMPAKTHKA HHTCPHET-
MapKeTHHra, y 19 areHTcTB JaHHAsi aKTUBHOCTb HOCHUT
HOMUHAJIBHBIN XapakTep, 9 HHBECTUITMOHHBIX TOPTAJIOB
BEIyT aKTHUBHYIO, HO HEAOCTATOUHYIO JEATEIbHOCTD
B TAHHOM HAIPaBICHUH, W TOJIBKO MPAKTUKa 9 peruo-
HAJIBHBIX CAHTOB OTPa)kacT BHICOKUH YPOBEHB KaueCTBa
BJaJICHUS JAHHBIM KOMMYHHKAaTHBHBIM HHCTPYMEHTOM.

[TomoOHBIE pe3ynbTaThl TOBOPST O TOM, YTO B POC-
cuiickoii mpakTuke SMM-akTHBHOCTh TTOKa HE HAXOJUT
MPAKTUIECKOTO BBIPAKEHISI, HECMOTPST HA OYCBHUIIHYIO
Ba)KHOCTh U TIOIBITKH Pa3BUBAThCS B JIAHHOM HAarpas-
nenuu. Tonbpko HEOONbIIAS YacTh PETHOHOB BIAACET
JTAHHBIM HHCTPYMEHTOM IPO(eCcCHOHATBHO.

Uro kacaeTcsi HanboIee 9acTo MCIOIb3yEeMBIX COIH-
ATBHBIX CETEH B IIPAKTHKE POCCHUCKUX MHBECTUIIMOHHBIX
MOPTAJIOB, TO 0€3yCIOBHBIMU JHJIEPAMU 3ECh SIBISIOTCS
Facebook u Twitter. Ha BTopom mMecTe 1Mo onyJIsipHOCTH
HaxozsITcs connanbhbie ceTn «BKonTakre» u LinkedIn.

HccnenoBanue Takke MOKa3aio, 9TO OJHO M3 CAMBIX
AKTUBHBIX POHUKHOBCHHUU B COIMATBHBIC CETH CPEIU
TOCYapPCTBEHHBIX CTPYKTYP IO MPUBICUCHUIO MPSMBIX
WHOCTPAHHBIX HHBECTUINH HaOmronaercs B Muanu. Un-
JMUICKUE TPYIIBI MPEACTABICHBI TPAKTUICCKH BO BCEX
COLIMATBHBIX CETSX, B HUX BEACTCS PETyIISIpHAS M KpaltHe
aKTUBHAs paboTa MO MPOIBMKCHHUIO KOHTCHTA, KPOME
TOTO, OHU JAU(dEepeHIIUPOBaHbI B pa3pe3e OTIACIbHBIX
oTpacieil.

Jns ycuneHus: HHBECTUIIMOHHON MPHUBIIEKATEIBHO-
CTH PETHOHANBHBIM CTPYKTypaM CIEHyeT BECTH Oolee
aKTUBHYIO paboOTy MO MPOJABHKCHHUIO COOCTBEHHBIX
nopranos mpu oMoty Social Media Marketing. Cpeau
HanOOJIee PEKOMEH TYEMBIX CETei HEOOXOIUMO BBIICIIUTh:
LinkedIn, Google+, Facebook. Baxxno moguepkHyTb,
YTO areHTCTBA HE JOJDKHBI OTPAHUYIMBATHCS OMHOU CO-
[UABHOM CEThIO, TIOCKOJIBKY KaXk[asi U3 HUX 00JamaeT
psAIOM OCOOCHHOCTEH M COBMECTHOE HCITONIb30BAHUE
IIO3BOJIMT 3a€MCTBOBATh BeCh noreHmualn Social Media
Marketing, a Takxe yBEJIMYUTh BEPOSTHOCTh YCTAHOB-
neHus YPPEKTUBHON KOMMYHUKAIIUU C WHBECTOPAMH.
[Ipu 3TOM HEOOXOIUMO BECTH MEPMAHEHTHYIO padoTy
HaJ KOHTEHTOM U 00CCIICUHTD PETYIIPHOEC OOHOBICHUE
JTAaHHBIX, TOJBKO B 3TOM CJIy4ae BO3MOXKHO ITO3UTHBHOE
BIIMSIHAE Ha WHBECTHIIMOHHBIC MTPOIECCHI.
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' Lomonosov Moscow State University, Moscow, Russia
SOCIAL MEDIA MARKETING AS ATOOL FOR PROMOTING THE REGIONAL INVESTMENT PORTALS

Objective: to investigate the potential of Social Media Marketing as a tool for promoting regional investment portals in the information environ-
ment, to identify the most effective ways of its implementation and to determine the level of mastering of this tool by the Russian regions.
Methods: general scientific methods (observation, comparison, analysis, induction, deduction, analogy, classification).

Results: the analysis showed that today Social Media Marketing is an essential tool for interaction with the investment community and one of the
most effective ways to promote the regional portal, which allows to increase the knowledge of and loyalty to the brand, to increase the targeted
website traffic, to increase the awareness of investors about the specific features of the portal and the regional development agencies’ functioning,
to promptly receive information about the investment environment and to establish contacts with investors. At the same time, the study of SMM-
activity in the Russian regions revealed a very low level of quality of communication with investors through social networks.

Scientific novelty: for the first time the article investigates the significance and makes the comparative analysis of the Social Media Marketing channels with
regard to investment promotion agencies, as well as the results of the regional structures functioning for effective communication through social networks.
Practical significance: the main results of the research can be used by the regional investment agencies in order to promote their websites, increase
the quality of communication with investors and promote the investment attractiveness of the region as a whole.

Keywords: Economy and national economy management; Social Media Marketing; Promotion of regional portal; Regional economy; Investment; In-
vestment attractiveness of the region; Investment attraction; Communication with investors; Regional Internet portal; Agencies for regional development
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