48

YNPABAEHEL Ne 4/50/ 2014

SKOHOMUKa ® MeHexMeHT ® MapKeTuHT

) CbICOEBA TatbsiHa AeoHMAOBHa
KaHauaaT IKOHOMMYECKMX HayK,
AOLIEHT KapeApbl MapKeTUHra
M MEXAYHAPOAHOTO MEHEAKMEHTa

YpaAnbCKUM rocyAapCTBEHHbIN
3KOHOMMUYECKUN YHUBEPCUTET
620144, PO, r. EkatepuHb6ypr,

yA. 8 Mapra/HapoaHoit Boau, 62/45
Ten.: (343) 251-96-46

E-mail: t.l.sysoeva@mail.ru

} CEMEHOBA Aapbsa BAauecraBoBHa
UHAMBUMAYaAbHBIHM NPEANTPUHUMATEAD

LieHTp Au3aiiHa u neuatu SUN Studio
623400, PO, CBeparoBCcKana ob6AaCTD,
r. KameHcK-Ypaabckui,

yA. Napkosas, 4

E-mail: sunstudio@list.ru

MccnenoBaHa  KOHUENUMS  AM3aNH-MEHem K-
MEHTa U €ee BIUSIHWE Ha MPOABWXEHWe GpeHaa.
PaccmaTtpuBaetcs pa3BuUTUE PasnnyHbIX MOAX040B
B ONpeAeneHun Au3aiH-MeHeQKMeHTa, aHanusu-
pyeTcst NMPoLECC AM3aiH-MbIlAEHUS U ero pesysb-
Tatbl. ONpeaenseTcs MecTo AMU3aiH-MeHeMKMEHTa
B CO3[aHWX W MpoABMMXEHMM 6peHpa. MoapobHo
0CBELLAETCs MCMONb30BaHUE An3alH-MeHeAKMeHTa
Ha NpaKTUKe, NPOLIECC AN3aliH-MbllWAEHUs U paboTa
NIN3aliH-MeHemxepa.

JEL classification

M31, M37

MpoaBHXeHHe OpeHAa Ha OCHOBe
KOHLenuuu AM3anH-MeHe}KMeHTa

KnoueBble cnoBa

bPEH]

MPOABVXEHWE BPEH/IA

bPEHANHT

LU3ANH-MEHEKMEHT

KOHLIEMUNA LU3AAH-MEHEXMEHTA

PA3BUTHE U3AINH-MEHEIXMEHTA
B POCCHM

CospemeHHbM MapKeTVHr npegno-
naraeT He TO/bKO Hanuyune BbICOKO-
KaueCTBeHHOro TOBapa, ero AOCTYNMHOCTb
[NA LeneBoro pbiHKa W pPaLyOHanbHY0
LIEHOBYIO MOMUTUKY, HO W MOCTOAHHOE 06-
LeHVe KOMMNaHWM C HaCTOALLMMM U NOTeH-
LManbHbIMA  KNIMEHTaMK, MOCTaBLLMKaMm
N OPYrIMW 3aUHTEPeCOBaHHbIMU NLAMM.
K 0CHOBHbIM CpefcTBam NPOABMMEHNA OT-
HOCATCA peKnama, CTUMYNpoBaHue cobiTa,
PR, nyHble npofau 1 NPAMON MapKETUHT.
OpHUM M3 rNaBHbIX MeXaHK3MOB PaboThl C
TOProBOW MapKOW 11 OpeHAoM ABNAeTCA an-
3allH-MeHeKMeHT. B faHHOM cTaTbe GypeT
paccmMoTpeHa CTPYKTypa An3aiiH-MeHemX-
MeHTa ¥ MPaKTUKa ero NpuMeHeHNs B CO-
BPEMEHHbIX PbIHOYHbBIX YCIIOBUAX.

AKTyanbHOCTb UccnefoBaHUsA 06ycnos-
NleHa BbICOKOKOHKYPEHTHON Cpedol Ha
Bcex pblHKax. Co3gatenu Teopuu «rony6oro
okeaHa» YaH Kum 1 PeHe MobopH onucani
3Ty CMTyaLMIo TaK, YTo NpW COBPEMEHHOM
Temne pa3BUTMA 1 KOMMPOBaHWA TEXHONO-
TN KOHKYpPeHL WA «n106 B 106» HeakTyasnbHa
1 B JONFOCPOYHOI NepcreKkTrBe ryomtenb-
Ha ana komnaHuu [1; 8]. MexaHu3mbl no-
BbILIEHUA KOHKYPEHTOCNOCOOHOCTU npef-
NPUHUMATENbCKNX  CTPYKTYP  HaXoAATcA
B MOCTOAHHOM MNpoLecce COBEPLIEHCTBO-
BaHUA W pa3BuTHA. OLHMM 13 TaKMX Mexa-
HU3MOB BbICTYNaeT Au3alH-MeHeXMEHT,
npo6nembl TEOPUK 1 NPAKTUKM KOTOPOTo
nprobpeTatoT BCe 60MbLLYI0 3HAUUMOCTb.

CrpaTterma npousBofCTBa MMaBeHCTBO-
Bana Ha PblHKe BMIOTb O ero nepeHachl-
weHua. Torga nosemnacb HeobXoLMMOCTb
nepectpoutb 6U3HEC B COOTBETCTBUU C
HOBbIMU NOTPebHOCTAMM. [MOCNeBOEHHbIE
1950-e rogbl 03HAMEHOBbIBAKOTCS MOsBIe-
Huem 6peHpa.

TunnyHble amepuKaHCKMe JoMa CTaHo-
BATCA GOMbLUE U BbllLe, YTOObI Pa3MeCTUTb
BCE MPOAYKTbI, YAOBNETBOPAIOLLME HOBbIE
MOTPEBHOCTU: CTUPaNbHYIO MaLUKHY, XOM0-
AVAbHYK, Nbinecoc. Bmecte ¢ nameHeHnem
B OTHOLIEHUSX MPOU3BOANTENb-MOTPEOU-
Tenb 3afauun peknambl NepexofaT oT Npo-
CTOro MHPOPMUPOBAHKA K CO3[aHMIO Lie-
NOCTHOrO 06pa3sa onpeneneHHON «BEPCUy
TOProBou mapkm [7].

MepBoii 3agaueit GpeHaHra Obin Helt-
MUWUHT AnA PacnpOCTPaHEeHHbIX TPynn To-
BapOB, KOTOPble HAaXOAUINCb B MacCOBOM
MPOW3BOACTBE U BCTYManu B KOHKYPEHT-
Hyto 60pb0y: caxap, MyKa, Mbiio 1 Kpynbl,
KOTopble MpeXze HacbiManucb NaBoYHNKa-
MM 113 MELLKOB 11 BOYeK.

K 80-m rogam XX Beka, B nepnog ove-
PeRHOr0 3KOHOMUYECKOTO Craja, HeKo-
TOpble U3 CaMbIX KPYMHbIX U BAUATENbHbIX
MMPOBbIX TOBapOMpPOWN3BOAUTENEN CTOMK-
HYANCb C KPMU3MCOM U CMOTKHYAUCH O pas-
ByTble  NMPOW3BOACTBEHHbIE  MOLUHOCTW.
Bnagesa cnnMWKoOM MHOMMMU pecypcami,
KopropaLum HeyKNnoHHO cnabenu Ha ¢poHe
APKMX HOBMYKOB Ha pbiHKe. Kopnopauum
HOBOrO TWMa BCTYNWIW B OCTPYID KOHKY-
peHTHYl0 60opbby C BemyLMMN amepuKaH-
CKMMM TOBAPOMPON3BOZUTENAMY; 3TO ObINK
Takne Komnanuu, kak Nike n Microsoft,
nosgHee Tommy Hilfiger u Intel. «MnoHe-
pbl» MPOBO3MIAaCUNM  HOBYIO WAEONOTUIO
6U3Heca: Npon3BOACTBO TOBAPOB ABNAETCA
JVIb He3HauWTeNbHOW YacTblo AeATenb-
HOCTW 6narogaps nepeHocy 3aboTbl 0 npo-
13BOLCTBE KOHEYHOTO NMPOfYyKTa 3apybex-
HbIM nogpaaumKam. OHU «NPOV3BOAMINY
He TOBapbl, HO 06pa3bl, UAew, LEHHOCTU 1
CTWIb XKU3HW, KOTOPbIE OTPAXaNU X OpeH-
Aol [10]. Mgeonorna npomssogcTea ycrynu-
na MecTo ugeonorun mapkeTtuHra. CerogHs
Mbl BUUM, UTO Takol MOBOPOT OKa3ancs
HEBEPOATHO 3GGEKTUBHBIM 1 MpUOLIND-
HbIM. Kak OTMEeyaloT NCTOPUKN 1 TEOPETUKM
Av3aliHa dnneH Jlanton n . 9660T1T Mun-
nep, TOBapHbIe 3HaKW 1 TOProBble MapKu
CO3/aBanuCb, YTobbl BbI3bIBaTL JOBEPUE U
UYBCTBO OOLIHOCTYW, HENTPANU3YA TPEBOX-
HOCTb 1 HepoBepue, KOTOpble Bbi3blBaNu
HOBbIE 1 HE3HAKOMble TOBapbl B OfHO06-
pa3Hoi cTaHAapTHOM ynakoske. [oasnseT-



Brand Promotion Based on
the Designh Management Concept

Modern marketing implies not
only availability of high-quality
products, their accessibility for a target
market and a reasonable price policy, but
also regular communication with a com-
pany’s existing and potential customers,
suppliers and other interested parties.
The main promotional tools include ad-
vertising, sales promotion, PR, personal
selling and direct marketing. Design man-
agement is one of the major mechanisms
to deal with trademark and brand. The
article discovers the structure of design
management and demonstrates its prac-
tical application under the current market
conditions.

The topicality of the investigation is
due to the highly competitive environ-
ment in all markets. The authors of the
blue ocean strategy, Chan Kim and Renée
Mauborgn, believe that at the present rate
of development and technology copying,
head-on competition is irrelevant and in
the long run detrimental to the company
[1; 51. The mechanisms for increasing the
competitiveness of business organiza-
tions are subject to constant improve-
ment and development. Design manage-
ment is one of such mechanisms, and the
problems of its theory and practice are of
growing importance nowadays.

The production strategy dominated in
the market until it was glutted. This cre-
ated a necessity for business restructur-
ing to get in line with the new conditions.
The post-war years, 50s of the XX century,
were marked by brand emergence.

Typical American houses were getting
bigger and taller in order to accommo-
date all the products that meet the new
needs - washing machines, refrigerators,
vacuum cleaners, etc. Along with chang-
es in producer-consumer relationships,
functions of advertising move from sim-
ple informing to creating a holistic view
of a trademarks’ certain “version”[7].

The first task of branding was naming
of the common product groups which were
mass-produced and entered into competi-
tion - sugar, flour, soap and cereals that have
been previously stored in sacks and barrels.

By the 1980’s, during yet another
economic downturn, some of the larg-
est and most powerful global producers
faced a crisis and suffered from bloated
production capacity. Having excessive re-
sources at their disposal, the corporations
were constantly losing their economic
positions compared to new prospective
market entrants. The corporations of the
novel type vied with the leading Ameri-
can producers. These were such compa-
nies as Nike and Microsoft followed by
Tommy Hilfiger and Intel. The “pioneers”
proclaimed the new business ideology:
production of goods is only an insignifi-
cant part of their activity thanks to del-
egating production of the final product
to contractors abroad. They created not
goods but images, ideas, values and life-
style that were reflected in their brands
[10]. The production ideology made way
for ideology of marketing. Today we can
see that this shift has proved to be incred-
ibly effective and profitable. As noted by
historians and design theorists Ellen Lup-
top and J. Abbott Miller, logotypes and
trademarks were designed to inspire con-
fidence and a sense of community, neu-
tralizing anxiety and distrust that were
caused by new and unfamiliar products
with monotonous standard packaging.
There appears a famous logotype with
the manufacturer’s name on it, Camp-
bell's Soup, followed by Heinz pickled
products and Quaker Oats cereals.

The following profound shift in iden-
tifying the market niche was the under-
standing that brand is not just a generic
name for a number of products. The com-
pany itself can have a unique individuali-
ty imprinted in the brand (brand identity)
or its own “corporate consciousness”.

For the last 20 years, there has been a
tremendous growth in authority and as-
set value of international companies that
embody a brand or encompass several of
them. The crisis of 2008 aggravated the
financial situation, especially in car and
banking industries, and led to restructur-
ing and acquisitions. So, General Motors
acquired Chrysler and Russia’s Alfa Bank
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In the article the research on design manage-
ment concept and its influence on brand promotion
is conducted. The authors consider the evolution
of different approaches to the definition of design
management and analyze the process of design
thinking and its results. They clarify the role of de-
sign management in creation and promotion of a
brand. The paper scrutinizes the practical issues of
design-management, presents the design thinking
process and describes the job of s design manager.
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€A 3HAMEHUTBI TOFOTUM, COAEPXKALLMIA UMSA
npowussogutens, cyn Campbell’s Soup, cne-
nom coneHba Heinz n kpynbl Quaker Oats.

CnepyloWwym TUTaHUYECKUM CLBUTOM
B OCO3HaHMM MeCTa Ha PblHKe CTano no-
HUMaHWe TOro, YTo BPeHS — 3TO He NPOCTO
pojoBoe umMa AnA paga npopykto. Cama
KOMMaHMA MOXeT WMeTb 0cobylo WHAW-
BUIYanbHOCTb, 3anevyaTneHHylo B bpeHpe
(brand identity), unn cobcTBeHHOE «Kopno-
PaTUBHOE CO3HAHME,

KonoccanbHblil poCcT BAUAHWA U CTOW-
MOCTV aKTVBOB MEX[YHapo[HbIX Komna-
HWiA, ABRAWMXCA BpeHaamu unm cobu-
PaIoLMX HECKONbKO MoJ CBOMM Hauasiom,
Habnogaetca nocnegHue 20 neT. Kpmsnc
2008 1., CMNIbHO NOLUATHYBLUMIA GUHAHCOBOE
COCTOSIHME aBTOMOOWIIbHON U 6AHKOBCKON
OTpacny, NpUBeN K PecTpykTypusauuu u
nornowexuam. Tak, General Motors no-
rnowaet Chrysler, a B Poccun Anbda-6aHK
nornotun benpoc6aHk. MokasaTenbHO, UTo
B cnyyae ¢ Chrysler npouecchl HUKaK He no-
BAVANM HA UMUAX CUNbHOTO 6peHpa. OaHa-
Ko npo benpocbaHk ceinyac BCMOMHUT pas-
BE UTO €ro OCHOBaTeb.

JTa TeHAeHUus OepeT CBOe Hayano
C MPOCTON, HO MpopbiBHOW AnAa 80-X ro-
poB XX Beka mpen o TOM, YTO yCreluHble
KOMMaHWM [OMXHbI B MEpByl ouepefb
co3paBaTb GPeHAbl, @ He ToBapbl, U YTOODI
TOpProBas Mapka CTana 6peHOoM, cerogHs
HeobXoMMO MCMoNb30BaTb HOBble MNOf-
xogbl [10]. Kopriopaumnu HaxoaaTca B npo-
Llecce MOCTOAHHOMO COBEPLIEHCTBOBAHMA
cepBuca. lMocnegHee cnoBo B NpaKTUKe
CEPBUCHOrO 0BC/YXMBaHUA — MOABNEHUE
NOHATUA «aMoLmsAy. ObpaTUMCA K pekname
Coca-Cola. MepBble peknamHble nnakartbl
n306paxany cam NPOAYKT, 3aTem LIeHTPOM
BHUMaHWUA CTaHOBUTCA aKT MOTPebneHus.
Co BpeMeHeM Bce 6osIblUe Ha nakaTe BUA-
HO MMEeHHO 3Moumio noTpebuTens. Coca-
Cola Takxe naTeHTyeT NpaBO Ha CNOBO
«cyacTbe». CoBpeMeHHbI bpeHa npeasia-
raeT CBOEN ayauTopum 3MOLMI0, a He MaTe-
pvianbHoe cofiepxaHue.

MoTpebuTento He BaxHa MapKa Tenedo-
Ha UK LBET Npw Bbi6ope HOBOW MOZENH, HO
BaXKHO BreYaTNieHne Nan 3MoLms, KOTopyo
OH MOXeT UCMbITaTb, YA0BONbCTBUE, YOOB-
NEeTBOPEHME pe3ynbTaToM CBOero Bblbopa.
LleHHocTn 6penpa Apple — HE3aBUCUMOCTb,
KpeaTuBHOCTb, UHTYUTUBHOCTb. IPad mpo-
[aeT He CepBWC, HO BreyYaTieHne: npo-
OYKT OMHAKOBO MPOCT Kak Ans B3POC/IOro
NONb30BaTeNs, Tak W A4S CaMoro MalNeHb-
KOro ufieHa cembW. [IM3alH-MeHeIKMEHT,
co3faBas nonb3oBaTenbckyto cpepy (User
Expirience), MeHAET OTHOLLEHNE K YeNOBEKY.

Yenosek nepectaet 6biTb «[loTpebuTe-
neM», CTaHOBACb PaBHOMpaBHbIM «[lonb30o-

Paznnyne npoayKToBO#H U CEPBUCHON SKOHOMMUKU

MpoaykTt

Cepsuc/OnbIT

Mpon3BoACTBO.
ToBapbl MaTepranbHbl.
ToBapbl MOXHO XpaHWTb.
ToBap co3paetca 6€3 KAMEHTa.
ToBap Npou3BOAMTCS, @ MOTOM NoTpebaserca

CyLecTByHOT OLIMBKM NPOU3BOACTBA

Mpouecc.
YcAyru HematepuanbHbl.
YCAYru HEOLLYTUMBI.
YCAYr1 UHTEPAKTUBHbI.
YcAyrv npou3BoAATCS B Npouecce notpebaeHus

CyLLECTBYHOT OLIMOKM NOBEAEHWSA

BaTenem». OH BbINWA BECb COK «J7», LOCMO-
Tpen nobumbiin cepran «ManuHbl BOUKN»,
HaCbITUNCA  NACCUBHLIM  MOFNOLWEHNEM
6nar. bpeHa [OMKeH NPEANOXUTb HeYTo
6onbluee, NO3BONAILLEE YNYUILNTL peasib-
HOCTb, Y4aCTBOBaTb B MpoOLiecce CO3LaHNA
yero-nnbo.

[ln3aiH-MeHe>KMEHT — 3TO TaKOW WH-
CTPYMEHT 6M3HEeCa, OPUEHTUPOBAHHDIA Ha
PbIHOK M KOHEYHOro MoTpebuTens, KoTo-
pbli MOMOraeT opraHu3aLyam NPUHUMaTL
peLLeHna No BONPOCaM 13aiiHa Kak BOBHE,
TaK W BHYTpY 6usHec-npouecca [2]. JusaiH-
MeHe)KMeHT BbICTYMaeT B KauecTBe CBA3Y-
IOLLEro 3BEHA MEX[Y AN3aNH-MblLEHNEM,
AV3aNHOM, TEXHONOTMEN, KOPNOPaTVBHBIM
ynpasneHuem, 6peHA-MeHeXKMeHTOM 1
yNpaBieHneM MapKeTUHTOM Ha BHYTPEH-
HEM U BHELIHEM YPOBHE [AeATENbHOCTM
KOMnMaHuu. 3TO 0CO3HaHHasA AeaTeNbHOCTb
Ha BCEX YPOBHAX CO3[aHNA KOHKYPEHTHOTO
npenmyLLecTBa.

MoHATMA «AU3alH» N «MEHEAPKMEHT»
BMepBble OblnM CoeauHeHbl elle B cepe-
InHe XX Beka B I. AcneH, CLLUA. AcneHckas
KOHpepeHLMA NoaHANa BOMPOC O B3auMo-
JencTBun brsHeca 1 Jn3anHa no teme «u-
3alH Kak QYHKUMA MeHegMmeHTa». Odu-
LUManbHO TEPMUH «AU3aNH-MEHEMKMEHT»
noasunca B 6putaHckom Koponesckom 06-
wectse nckyccts (The Royal Society of Arts
-RSA) cnycTa 15 net. C XX BeKka gucumnavHa
pa3BrBanacb B PasfnNuHbIX HanpaBneHUsx,
npuBnekas 613HeCMEHOB, CMOTPALLUX B Oy-
aylwee. Takum 61U3HECMEHOM MOXHO C yBe-
PEeHHOCTbIO Ha3BaTb Puuyappa bpaHcoHa.
Ero meTogbl npopBMxeHMa GrusHeca cumTa-
toTca obpa3uamm 6peHanHra. Pryapg bpan-
COH W3BECTEH WUPOKON Mybnnke cBOUMM
HecTaHAapTHbIMK  MOCTYMNKaMu, BKIoYas
CO3/aHne CO6CTBEHHOTO TOK-LLIOY, HEOLHO-
KpaTHbIMV MOMbITKaMU NO6WUTb MUPOBbIE
peKopabl CKOPOCTU 1 YBREYeHUeM KOCMK-
Yyecknm Typmsmom [3].

B Poccum gm3anH-meHemKMEHT NosBu-
ca B 2006 r., korga npe3naeHT Design Man-
agement Institute 3pn Maysnn (Earl Powell)
nocetun CaHkT-lMetepbyprckyto  rocypap-
CTBEHHYIO XYAO0XECTBEHHO-MPOMbILLNEHHYIO
akagemumio um. AJl. Wranua ¢ BoicTynne-
HWeM O Au3aliH-MeHeKMeHTe. 3aTeM B bpu-
TaHCKOW BbICLLEN LKoNe Aun3aiiHa (r. MockBsa)

MOABNAETCA NepBas U Ha CErofHAHNIA fieHb
e[MHCTBEHHaA obpa3oBaTesibHas Nporpam-
Ma M0 An3aliH-MeHeKMEHTY.

He cnyyaliHo [u3aiiH-MeHegKMeHT
pa3BuBanca npeumyLlecTBeHHO B bputa-
HUW. Pas3nnuyaloT amepurikaHCKWA 1 eBpo-
NeNCKNA NOAXOA K pekname.

AMepUKaHCKU  NOAXof  OTNnYaeTca
BH/MaHMEM K YNaKOBKe W C/oraHy, Toraa
Kak OpuTaHCKaa LWKonma noapobHo pac-
KpbIBaeT CyWHOCTb 6peHpaa, ero ocobble
CBOWCTBA W VMEHHO WX [EMOHCTpUpYyeT
B pekname. CyTb eBponenckoro nogxoga
OCHOBbIBAETCA Ha CaMblX BaKHbIX MOMEH-
Tax [8]. LleHHOCTb Beluy 3aKouaeTcs B Hell
CaMoM, B TOM, U3 Yero OHa COCTOUT U KaKue
GYHKUMU BBINOMHAET, B €e BHYTPEHHUX
KauecTBax, TaK e Kak y uenoBeKa 370 Bbl-
paxeHo ybexaeHnAMY, CoBaMU, NPUBbIY-
Kamu, MaHepamy, HEMOBTOPUMbIM CTUNIEM
1 yBNeYeHUAMM.

BreuatneHua onpegenalT  3Hauu-
MOCTb. POAYKT UHTEPAKTUBEH, CO3LaeTcA
BMecTe C No/b30BaTeNem, OTBEYAET ero no-
TpebHOCTAM B TBOpYECTBE. 3AeCh HET Me-
CTa olWMbKam NPOu3BOACTBA, HO BO3HMKAET
BOMPOC 06 oLrbKe KOMMYHUKaLUW.

JT0 03HauaeT nepexop OT MPOAYKTOBOM
3KOHOMUKN K CEPBUCHON, OCOBEHHOCTU
0bevx NpeacTaBneHbl B Tabnuue.

[n3aitH-MeHeKMEHT YTBEPXKAAET, UTo
TpagMLUMOHHAA SKOHOMMKA KOHeuHa Tak
Xe, Kak cbipbe. Hanpumep, pbiHOK HedTH
MMeeT onpefeneHHbIN 3anac Cbipbs, KOTO-
pblii OrpaHNYMBAETCA NPUPOLHBIMU Pecyp-
camu Tepputopuin. [In3anHep — Yenosek ¢
VHTEHLUMeN co3nfaHua. [na Hero Bonpoc
3aK/YaeTca B TOM, Kak CO3ilaTb HOBble 1
LieHHble BreyvaTiieHna WM Kak nomoraTb
Ux co3paBatb. [n3aiiHep ynyyllaeT Hekyio
npaktuky. Mutep fopb pasgenvn ar3aiiH Ha
TPY SUCLMNANHAPHBIX HanpaBneHua [5].

B KaX[om 13 HUX eCTb CBOe MEeCTO 1A
JN3aliH-MeHePKMeHTa:

1) Aan3anH npogykTa (Hanpumep, npo-
MbILNEHHbIN 1N AU3alH YaKOBKMK);

2) ou3aiiH  MHopmauun  (Hanpumep,
rpapuyecknin gusaiH, GPEHANHT, meana-
JV3aliH, Beb-an3ain);

3) on3aiiH oKpyatoLLeil cpedpl (Hanpw-
Mep, AM3aliH NHTepPbepa, BbICTaBOUHbIN f1-
3alH).



bought Belrosbank. It is interesting that
with Chrysler its strong brand was in no
way influenced by the acquisition process
whereas Belrosbank is hard to remember
for everybody except its founder.

This trend originates from a simple but
breakthrough, for 1980s, idea that suc-
cessful companies should create brands
in the first place, but not products, and to-
day new approaches are needed to turn a
trademark into a brand [10]. Corporations
constantly improve their service. The last
word in the support service practice is
the introduction of the term “emotion”
Let's look at Coca-Cola advertisements.
The first posters portrayed the product
itself and later focus shifted towards the
act of consumption. Over time, emotions
of consumers became more and more vis-
ible on the poster. Coca-Cola also patent-
ed its right to the word “happiness”. Today
the brand offers its audience emotions
rather than the material content.

When choosing a new cell phone, a
consumer does not pay special attention
to the manufacturer’s name on it or col-
our, but impression and emotions which
they experience, as well as pleasure and
satisfaction with the result of their choice,
are always important. The main char-
acteristics of the Apple brand are inde-
pendence, creativity and intuitiveness.
IPad sells not service but impression:
the product is user-friendly for adults, as
well as for children. When creating user
environment (user experience), design
management changes the attitude to an
individual.

Individuals stop being just “consum-
ers” and become full-fledged “users”.
They drank up a much-advertised juice,
watched a popular TV show and sated
with passive absorption of benefits.
Brand has to offer something bigger that
enables people to enhance their reality
and participate in creation of something.

Design management is a business
tool oriented towards the market and
the end consumer; it helps organizations
take decisions on design both inside and
outside the business process [2]. Design
management is a link between design
thinking, design, technology, corporate
governance, brand management and
marketing management at internal and
external levels of the company’s activity.
This is a conscious activity at all levels of
competitive advantage creation.

The terms “design” and “management”
were first joined as early as the middle of
the XX century in Aspen, USA. The Interna-
tional Design Conference in Aspen entitled
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The differences between the product economy and the service economy

Product

Service/Experience

Production
Goods are tangible
Goods can be stored
The product is created with no clients involved
The product is produced and then consumed

Manufacturing errors occur

Process
Services are intangible
Services are imperceptible
Services are interactive
Services are produced in the process of
consumption

Conduct errors occur

“Design as a Function of Management”
brought up the question of interaction be-
tween business and design. Officially the
term “design management” was coined
by the Royal Society of Arts (RSA) 15 years
later. Since the XX century, the discipline
has been developing in various directions
attracting businessmen who look to the
future. Richard Branson is one of them. His
methods of business promotion are con-
sidered to be models of branding. Richard
Branson is known to the general public
for his non-standard actions including
launching his own talk show, multiple at-
tempts to break world speed records and
his interest in space tourism [3].

Design management came to Russia
in 2006, when Earl Powell, the President
of Design Management Institute, visited
Saint-Petersburg State Art and Indus-
try Academy with the speech on design
management. Then British Higher School
of Art and Design (Moscow) initiated the
first and to date the only educational pro-
gram on design management.

It is not fortuitous that design man-
agement developed primarily in Britain.
They distinguish American and British ap-
proaches to advertising.

The American approach is character-
ized by attention to packaging and slogan
while the British school reveals in detail
the essence of brand, its special features
and teaches to exploit them in advertising.
The essence of the European approach is
based on the most important points [8].
The value of a thing lies in itself, in what it
consists of, what functions it performs, in
its inner qualities as with a human it is ex-
pressed in beliefs, words, habits, manners,
unique style and hobbies.

Impressions determine significance.
The product is interactive, created in co-
operation with the customer and meets
their needs in creative work. It does not
admit manufacturing error but brings up
the question of communication error.

This indicates the transition from the
product economy to the service econo-
my, the advantages of which are systema-
tized in the table.

Design management states that tra-
ditional economy is finite as well as raw
materials. For example, the oil market ob-
tains certain reserves of crude oil that are
limited to natural resources of territories.
Designer is a person with an intention of
creation. The fundamental question for
designers is how to create new and valu-
able experience or how to help create it.
Designer improves some practice. Accord-
ing to Peter Gorb, design is divided into
three disciplinary directions [5]. Design
management operates in each of them:

1) product design (industrial design,
packaging design);

2) information design (graphic design,
branding, media design, web design);

3) environment design (interior de-
sign, exhibition design).

It is typical of the common manage-
ment practice to carry out long-term and
often ineffective research, the results of
which lose their accuracy after two months.
Advertising campaigns to promote Teflon-
coated pans were supposed to inform
consumers that cooking oil was no longer
needed for frying. However, further long-
term and complex studies indicated that
the customers valued quite a different
thing about the frying pans, i.e. cleaning
them was much easier compared to their
forerunners [6]. Through the process of de-
sign thinking the producer was able to fig-
ure out this peculiarity within a week before
the product would be launched. Design
thinking lacks tactical aspects. Avoiding
a prolonged stage of verification, design
managers quickly apply their theory to a
limited group of people and adapt its im-
perfections within a week. Design thinker
operates in three overlapping spaces (see
the figure):

1) space for inspiration. Here impres-
sions and conclusions from a variety of
sources are collected;

2) space for ideas generation. The ex-
isting thoughts and ideas are formed ac-
cording to a certain direction;

3) space for realization. The most vi-
able ideas become full-fledged plans of
action.
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B 06bluHON NpaKTVKe MEeHemKMEHTa
NPOBOJATCA AONrOCPOYHbIE, YacTO Hedd-
deKkTBHbIE WCCNERoBaHUA, pe3ynbTaThl
KOTOpbIX CMyCTA [Ba MecsAla CTaHOBATCA
HeakTyanbHbiMu. lMosBneHne cKoBopopd C
TeQNIOHOBbLIM NOKPLITUEM B peKname 6bio
CBA3aHO C TeMm, yTo bGonblue He NpuaeTcs
ncnonb3osaTb Macno B npouecce npu-
rotoBneHua nuin. OfHako HdanbHemwwme
[ONrOCPOYHbIE U CNIOXKHbIE NCCIeA0BaHUA
MoKa3sanu, YTo MOKynaTenu OLeHWNn Co-
BEPLUEHHO APYroii NAOC — TakMe CKOBOPO-
Abl HAMHOTO Nlerye OYULLAIOTCA NO CPaBHe-
HUI0 CO CBOVMU MpepLlecTBeHHUKaM [6].
C nomoLbto Npouecca f13aiH-MblNeHUs
Npou3BOAMUTENb MO Y3HaTb 3Ty 0COGeH-
HOCTb elLLle 10 BbiMyCKa HOBOrO NPOAyKTa 1
BCEro B TeueHue Hepenu. 3gecb Mano Tak-
TMYeCKUX Bellen. [ln3aiH-MmeHexep one-
paTBHO, MUHYA CTaguio BepuduKaumm, ¢
MOMOLLbI AN3alH-MbILLNIEHNA NpOBepsAeT
CBOIO TEOPWIIO Ha OFPaHUUYEHHOM Kpyre fio-
[eln 1 afjanTupyet BCE B TeUeHWe Hepenu.
[unzaitH-mbicnuTenb paboTaeT B Tpex nepe-
CEKAILLUMXCA NPOCTPAHCTBAX (CM. PUCYHOK):

1) NPOCTPaHCTBO BAOXHOBEHMA. 3aech
cob1paloTca BNeYaTNeHNA 1 BbIBOAbI 13 Ca-
MbIX Pa3HOOBPa3HbIX MICTOUHUKOB;

2) NPOCTPaHCTBO reHepauumn naen. Mo-
ABUBLUMECA NPeAcTaBneHns GopmumpytoTcs
B ONnpeaeneHHOM HanpasneHny;

3) npocTpaHcTBOo peanu3auyuun. Camble
yZauHble uen CTaHOBATCA NOMHOLEHHBIMU
nnaHamu JencTeuin.

3TV TPU NPOCTPAHCTBA KMBYT B OAHOM
BPEMEHHOM NAacTe, NOCTOAHHO NepeceKa-
ACb, AONONHAA ApYr Apyra.

B pe3synbTaTe U3yyeHUs Nonb3oBaTeNb-
CKOTO OMbITa Y XMU3HW NtoAeN CneLmanmucTbl
B 0611aCTN U3alH-MeHeKMeHTa roBopAT O
CABMrax Ha Tpex ypoBHsAX. Bo-nepsblx, pas-
MbIBAIOTCA FPaHULbl MEXAY NPOAYKTOM ”
yCnyroi. 3To 03HaYaeT, uTo OXMJaHUA CMe-
LWatoTCA OT GYHKLMOHANbHOCTY K XKeNaHuIo
OlyTUTb Gonee LIMPOKUIA CNEKTP Breyart-
neHuin. Bo-BTOpbIX, AN3alH-MbllLNEeHNE Bbl-
XO[OUT U3 PamMOK PaboTbl HaJ, KOHKPETHbIM
NPOJYKTOM K LieNibIM cucTemMam. B-tpeTbux,
NoABNAETCA NOHUMaHWe TOro, YTO LMKIbI
MaccoBOro Mpow3BofAcTBa M 6e3gymHoro
notpebneHms 6onblue He 3$pHeKTUBHDI.

B bputaHckon BbiCLLen WwKone an3aiHa
An3aiH-MeHeKMEHT Ha3blBaloT He HayKolA,
a npaktukon. Popmat Kypca — naboparto-
puA. 3TO 03HaYaeT, YTo HeT OfHO3HAYHO
BEPHOW KoMOMHaunn gencrenin. Paspabot-
Ka HOBOrO MPOAYKTa KaAblli pa3 CTaBUT
HOBble 3afjaun.

EcTb HeCKoNbKO NpaBwA, KOTOPbIMU Py-
KOBOZCTBYETCA [13aliH-MbICIUTENb.

1.B nepBylo ouepefpb OM3aNH-Mbllne-
HUe — 3To KOMaHfHas paborTa. Mo aHanorum

MPOCTPAHCTBO
BAOXHOBEHMA

MPOCTPAHCTBO
FEHEPALIN
VAEN

| |
(| MPOCTPAHCTBO
: PEANIZALIAN

Pa6ota aAu3aiH-MeHeAKepa B TPEX MPOCTPAHCTBAX

C TEXHWMKOW MO3rOBOTO LWITYPMa YYaCTHUKM
npopabaTbiBaloT MHOXECTBO uaen. [eit-
CTBYeT HernacHbI 3anpeT Ha OCyxaeHue
npen konnern. OgHaKo Te uaewn, KoTopble
no GOMbLIMHCTBY TFO0COB NNAMPYIOT, CTa-
HOBATCA NPUOPUTETHbIMU. Kaxgpblid uneH
KOMaHAbl  AW3aiiH-MbICIMTENIEN  JOMKEH
CTaBWTb MHTepeCbl BCeW rpynnbl Bbille CBO-
UX COOCTBEHHDIX.

2. B KomaHgy AusanH-mbicaUTenen
JO/MKHbI BXOAWUTb Cneumannuctbl U3 pas-
NNYHbIX obnacTteil. TONbKO TakK MOXHO
Mony4nTb NAHOPaMHOE BUAEHWE Npobne-
Mbl W CreHepuMpoBaTb HOBOE peLleHue.
[n3aiiHepbl, HXeHepbl, MEHeXepbl No
npojaxam 1 pykoBogMTENN nogpasfge-
neHuiA paboTaloT BMECTE Ha PaBHbIX YC-
NOBUAX.

3. MorpyeHune B KOHTEKCT npegnona-
raet, Yto AM3alH-MbICAUTENb MPOXMBAeT
OnbIT 06bIYHOTO NONb30BaTENS. BbIABNAIOT-
CA BCE NIIOCbI M MMHYCbI 3TOrO NpoLecca.

4. InzaitH-mMbicnuTenb B CBOeid pabote
He [OKa3blBaeT MpenrnonoxeHns, paspa-
60TaHHble Ha OCHOBE MoKa3aTtesen B odu-
ce KomnaHuu. OH [elCcTByeT COBEpPLIEHHO
MHaue, M3yyad MNONb30BATeNbCKUA OMbIT
yenoBeKa v BbIHOCA 3aKNI0YeHNA U3 Hero.

5.Tpoucxognt NoOCToAHHOE NPOTOTU-
nvpoBaHve. B npoctpaHcTBe reHepauum
ngen npoToTUn MOMeET MOMOYb WX pas-
BUTWIO, BK/IOYEHNIO 3SMOLMOHANbHbIX 1
ObYHKUMOHanbHbIX 3nemeHToB. Llenb npo-
TOTUNMPOBaHKA — NpuiaHue naee Gopmbl
QNS BbISBIEHUA CUNTbHBIX U CNIABbIX CTOPOH,
onpefeneHns HOBbIX HampaBfAeHWn Ansa
cnepyiowero, 6ornee AeTann3oBaHHOTO W
CNoXHoro npototvna. [lostomy nepBsble
MPOTOTUMbI AOSKHbI ObITb MPOCTbI I MHOTO-
YNCIIEHHbI.

6. lcnonb3oBaHne WHTErpaTMBHOIO,
LieNOCTHOTO 11 BCECTOPOHHETO, MblLUAEHNA.
YCNOXHEHHOCTb — CaMbll HAAEXHbIA WC-
TOYHMK KpeaTWBHOCTW. YBenmueHue mac-
WTaba BONPOCOB, CBA3AHHbIX C NP06eMON,

MO3BONIAET pPeanun3oBaTb Oonee CIOXHble
3agaun. iHTerpatnBHoOe MbllUieHe NOMO-
raeT CMHTE3MPOBaTb HOBblE MAaen U3 ¢par-
MEHTUPOBAHHDBIX YaCTel XKM3HEHHOTO OMbl-
Ta, SMNATMYECKN MPOYYBCTBOBaTb APYrux
nogen.

7. DuBepreHTHas N KOHBEPreHTHanA
dasbl M 00pa3 MbIWNEHNSA pPa3feNeHbl.
Ecnn koHBepreHTHaa ¢asa npouecca npu-
bnuxaet npobnemy K peLleHnio ¢ NMoMo-
LI CY>KEHUA KONMYeCTBa BapuUaHToB, TO
[uBepreHTHaa as3a, HanmpoTUB, CIYXWT
ONs reHepauuyu OONbLOro KonnuyecTsa
WAEN 1 PacLLpeHns BbIOOpPa.

B 2000 r. npe3naeHT MeAWLUHCKOro
ueHtpa SSM DePaul Health Center B CeHT-
Jlynce, CLUA obpatunca K TBOpYECKOMY
KonnekTuy komnaHuu IDEO co cBoum 3a-
MbIC/IOM CMPOEKTUPOBaTb HOBOE KPbINo
6onbHULbl. KpuctnaH CamcapsiH, ogvH 13
BedyLUMX YNEHOB KOMaHAbI, BXWNICA B POnb
naunMeHTa co CJIOMAHHOM Horon. Takum
06pa3om, OH Npogenan Becb MyTb OT LieH-
TpanbHOro Bxofa [0 60NbHUYHON Manartbl.
K ero ronose 6biNa NpucoeanHeHa Kame-
pa Go Pro, koTopasa noBTopAna ABWXKEHNA
rofioBbl 1 3aneyaTtniena Bce To, YTO BUAWT
CpepHecTaTUCTNYeCKNin NnaumeHT. Pesynbra-
Tbl OKa3anucb Bnevatnawowmmn. Kpucrtan
UCMbITaN Lenyl nanuTpy uyyBCTB, OT pas-
LPaXXeHuWs, Korga Ha ero BONpocC HUKTO He
MOT OTBETUTb NOAPOOHO, A0 CTPaxa, Koraa
6€e3bIMAHHBIN COTPYAHWK NEPEBO3MI €70 MO
6€e3bIMAHHBIM KOpWIOpaM Yepe3 HeCKosb-
KO [BOWHbIX ABepen [4]. Takum obpasom,
KOMaHZa Av3alH-MbiCAUTeNen nonyyuna
B3N W3HYTPU, KOTOPbIA He cmornu Obl
[aTb Bpauw, MeACeCTpbl 1 Tem 6onee pyko-
BOAMTENb 6ONbHULbI.

[n3anH-meHedep CTaBUT Lienbto BHY-
TPUKOPMNOPATBHOTO BPEHANHra nNpoBefe-
HUE TaKUX MepONpusATWiA, KoTopble BymyT
Cnoco6CTBOBaTb YKPemnneHuio GpeHa-Koaa
1 AapyT COTPYAHMKAM NOHATHbIE OTBETbI Ha
Camble UHTepecyioLme BOMpPOChI:



These three spaces exist within the
same time frames, overlap and comple-
ment each other.

Having studied the user experience
and peoplée’s living, the specialists in de-
sign management claim that there are
shifts at three levels. Blurring boundary
between product and service is the first
shift. This means that expectations are
displaced from functionality towards the
desire to experience a wider range of
feeling. Secondly, design thinking goes
beyond working on a particular product
to the whole systems. Thirdly, there is an
understanding that the cycles of mass
production and thoughtless consump-
tion are no longer effective.

According to British Higher School
of Art and Design, design management
is considered to be practice but not sci-
ence. The format of the course is labora-
tory. This implies that there is no uniquely
correct combination of actions. Develop-
ing a new product poses fresh challenges
every time.

There exist several rules for design
thinkers to follow:

1. First of all, design thinking is team-
work. The participants work with a plenty
of ideas by analogy with the brainstorm
technique. There is an unspoken ban on
scoffing at colleagues’ ideas. However,
those ideas that were welcomed by the
majority become prioritized. Each mem-
ber of the design thinkers team has to put
the interests of the whole group above
their own.

2. The team of design thinkers should
be comprised of professionals from vari-
ous fields. This is the only way to get a
panoramic view of the problem and gen-
erate an intelligent decision. Designers,
engineers, sales managers and heads
of departments work together on equal
terms.

3. Immersion in the context implies
that a design thinker lives a life of an aver-
age user. It reveals all the advantages and
disadvantages of this process.

4. In their work design thinkers do
not prove the assumption worked out on
the basis of indicators in the company’s
office. They act differently, studying user
experience of an individual and reaching
definite conclusions.

5. A constant prototyping takes place.
In the space for ideas generation a pro-
totype can promote their development
and encourage inclusion of emotional
and functional elements. The objective of
prototyping is shaping the idea in order
to identify its strengths and weaknesses,
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Design manager working in three spaces

indicate new directions for the next more
detailed and complex prototype. That
is why first prototypes should be simple
and plentiful.

6. The use of integrative, holistic and
comprehensive  thinking. Complexity
is the most reliable source of creativity.
A growing scope of issues related to the
problem allows implementing more com-
plicated tasks. Integrative thinking helps
synthesize new ideas from fragmented
pieces of life experience and feel other
people empathically.

7. Divergent and convergent phases
and a way of thinking are separated. The
convergent phase of a process restricts
the number of options and thus finds
easier solutions to the problem. The di-
vergent phase, in contrast, serves to gen-
erate a large amount of ideas and expand
the choice.

In 2000, the President of SSM DeP-
aul Health Center in St. Louis (USA) ap-
proached the creative team of IDEO with
a vision to design a new wing for the
hospital. Christian Samsaryan, one of the
leaders of the team, played the part of a
patient with a broken leg. He walked all
the way from the main entrance to the
hospital ward. A Go Pro camera was at-
tached to his head. It followed his move-
ments and recorded everything what an
average patient could see. The results
were impressive. Christian experienced
all emotions from irritation, when no-
body could answer his question in de-
tail, to fear, when an unnamed medical
worker was carrying him through several
double doors [4]. Thus, the team of design
thinkers gained an insight, which doctors,
nurses and especially the chief of the hos-
pital would failed to provide.

The design manager determines the
purpose of internal corporate branding
as performing such activities that will

strengthen the brand code and give em-
ployees clear answers to the most topical
questions:

eWhat does our product/service/
company give to the consumer? (Will
my friends appreciate me more for what
I1do?)

e What is the company’s position;
what makes it unique? (What can the
company do to make me special?)

e What is the company’s style? (How
am | supposed to behave and how it cor-
relates with how | do now?)

e What is the mission of the company?
What s its role in society? (Will it make me
feel that | do something important in my
life?)

e What is the vision of the company?
What future does it have? (What future
expects me if | decide to work with these
people?)

e What are the values of the compa-
ny? (What values do | have? How do they
correspond to the company'’s values?)

¢ And finally, the key idea of the brand
code: what do | think about working for
a company with such a mission? (Does it
inspire me?)

Thus, a designer improves some prac-
tice, be it relationships between people,
business or designing of public space.

Let's consider Nike iD project. The
clients can personalize and design their
own shoes. They create design them-
selves, participate in the process. The
customers feel emotions at the moment
of using the service, before the finished
product is delivered.

There are many such start-ups in Brit-
ain, which allow a client to send his/her
own photo and become the owner of a
unique product. Sometimes, original de-
sign is enough to achieve success, but
its combination with good management
is even better. For instance, Swatch and
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o Yto Haw TOBap, ycnyra UaM Komna-
HuA paioT notpebutenio? (CraHyT nu mowu
Apy3bs 60nblUe LieHUTb MeHA 3a TO, UTO A
Jenato?)

o Kak Mo3vuMOHMPOBaHA KOMMaHWS,
B YeM ee YHWKanbHOCTb? (Y10 OHa MoxeT
caenatb AfiA TOro, 4tobbl A Obln 0cobeH-
HbIM?)

o KakoB cTunb 310 KomnaHumn? (Kakum,
npennonaraetcs, A JOMKeH ObiTb 1 Kak 3T
COOTHOCUTCA C TeM, Kakol 51 cetyac?)

© B uem 3aKn104aeTCAa MUCCUA STOW KOM-
naHum, ee ponb B obectse? (byay nu A
UyBCTBOBATb, UTO Jefalo UTO-TO BaKHOE CO
CBOEW XWN3Hbi0?)

e B uem 3aKniouaeTca BUOEHME 3TON
KOMMaHuK, Kakoe y Hee 6yayliee? (Kakoe
Oynyluee oXnaeT MeHs, ecn A peLly pa-
60TaTb C 3TUMM NIOAbMI?)

e B uem 3aKnUalTCA LEHHOCTU, UC-
nosegyemble 3To KomnaHuen? (Kakue
LleHHocTu ucnosefyto A? CoueTaroTca nu
C H/MW LIEHHOCTN KOMMaHWUN?)

o I, HakoHel, KnoueBas uges OpeHp-
Koja: uTo A Aymato no nosogy pabotbl B
KOMMaHuK ¢ Takon mmuccuein? (Boogyiwues-
NAeT NN OHa?)

Takum obpa3om, Ou3aiiHep ynyulia-
€T HeKyl MpakTuky, 6yab TO OTHOLWeEHUA
mexnay nofbmy, GU3HeC, NpoeKTUpPoBaHue
06LeCTBEHHOrO NPOCTPAHCTBA.

Ob6patumca k npoekty Nike iD. Motpe-
61Tenb cam 3aKasblBAaeT KPOCCOBKMW. [ns
3TOrO OH BbICbINaeT GpOTO Ha CaiT, Mo Hemy
LenaloT PUCYHOK, HaKnafblBaloT 3CKMU3 Ha
06yBb. Monb3oBaTenb cam Co3faeT An3aiiH,
yuyacteyeT B npouecce. OH nonyyaet 3mo-
LMo HEeNOCPEACTBEHHO B MOMEHT 06LLEHMA
C CEepBUCOM elle O MOMyYeHKs roTOBOro
npognykKTa.

B BpuTaHWM MHOrO TakKMX CTapTamnos,
rne nonb3oBaTeNib MOXET BbliCNaTb CBOE
$oTO M NONYuUMTb YHUKaNbHbLIN MPOAYKT.
YnauHoro an3aiiHa MOXeT ObITb BMOJHE A0-
CTaTOYHO [N1A YCMeXa, HO elle Nyylle, eciu
OH byfeT couetaTbCs C yAauyHbIM ynpas-
neHvem. Hanpumep, Swatch n Nespresso,
0693aHbl YCNexoM He TONbKO CBOWMM UMe-
HaMm, Au3aiiHy, NPOCMeKTaMm, pekname W
ynakoBKe. Ycnex 3TUX KOMMaHui — egrHoe
Lenoe, BO3HUKWee Gnarofapa AusanHep-
CKOMY MbllwneHnio Bo Bcex cdepax. Mpey-
cneatowyve GrpMbl, Takne Kak Apple, P&G,
Bang&Olufsen, npuaepxmeatotca onpege-
NIEHHOTO MeTofa YMNpaBneHUs An3aliHOM,
pacnpoCcTpaHALLero Av3aiH MoBClOAy B
paMKax opraHu3aumu, a He TONbKO B Npo-
Lilecce NPOABMXKEHUA NPOAYKTa UNK pa3pa-
60TKM An3aiiHa YNaKkoBKU.

flpkuin npumep - komnaHua Apple.
Ocoboe BHMMaHWe yaenaeTca OTHOLUEHN-
AM C Nonb3oBaTenAMN B TOYKax Npopa.
B «re:Store» Bac BCTpeTUT He npopasel,
a KoHcynbTaHT. OH HUKOraa He nopownpger,
MOKa Bbl caMui He obpaTuTech K Hemy. Mpo-
CTPaHCTBO Mara3vHa co3faHo ana ynobcraa
nocetutens. Bol moxeTe 3aiTn B MIHTepHeT,
Ha3HauWTb 34ecb BCTPeuy, 3apAanTb CBO
ragxer [9].

[n3aiH-MeHe)XMEHT TOBOPUT O TOM,
yToO ecnn Nonb3oBaTeNb WCMbITbIBAET YAo0-
BONbCTBME MocC/e paboTbl C Pecypcom, 3Ha-
unT KOMMYHUKauus coctoanack. B npouec-
Ce M3yuyeHus CBA3UN peanuil pbliHKa 1 ugen
[M3alH-MeHeXXMEeHTa  MOXHO  cfienatb
BbIBOZ, O TOM, UTO HOBbI MHCTPYMEHT ABNA-
€TCA He 3aMeLLeHIeM MApKETHHTa, a ero pe-
VHKapHaLueil, HOBOWN CTYNeHbI0 3BOMIOLMN.

B ocHoBe pAu3aliH-MeHemXMeHTa ne-
XWUT NPOPbIBHOE MbILUNEHWNE, UK AW3aiiH-
MbllwneHve. Dxemc Mmnmop, ocHoBaTenb
CTY[UMN KpeaTUBHOTO MbiluneHus Strategic
Horizons LLP, roBopuT 0 nepexoge K «3Ko-
HOMWKe BOCMPUATUIN». YenoBek nepexogmt
OT MaccmBHOro notpebneHus K conepe-
XMBaHWo, coTBOpYeTBy. 3afaya OpeHpa
COOTBETCTBOBATb MOXeNaHWAM K/MEeHTa.
Co3patb ycnosue ansa cotBopuyecTBa. Boc-
NPWATWE 1 BNEYaTieHNsA He NPONUCHIBaKOT-
€Al B KOPMNOPATVBHOM KOLleKCe, HO nepepa-
I0TCA Ha MecTax yepes NocTaBLyMKa yCnyru.
CoOTBETCTBEHHO, 3TV BaXKHbIE BELLW JOMK-
Hbl GbITb TLATENbHO MOATOTOBMEHDI, Kak
1 Cam NPOJYKT.

(DaKTnueckn Au3aliH-MeHegXMEeHT no-
3BONAET 3arNAHYTb B Oyayliee, uto ABNA-
€TCA NMPUOPUTETHON CTpaTermein ana 6ms-
Heca. bynywee KoBapHo, HenpepacKasyemo
1 HeonpeLeneHHo, HO ero HyXHO yNoBUTb
1 npuaatb dopmy. OHO JOMKHO BbITb 3a0-
XeHO B bpeHa.

CerogHa 6peHauHr TpebyeT NUYHON,
OPYXEeCKOW 1 WHTEPaKTUBHON KOMMYHU-
Kauuu, co3faHua nereHg n dunocodckoro
nopxofa. Bce 310 pe3ko npoTuBOpeunt
MPWHLMNAM MacCoBOTO MapKeTWHra, Kor-
fa co3patenb 6peHpa MoOr OrpaHUYUTLCA
BHELUHUMM MOoKa3aTenamu.

[n3aiiH-MbllLNeHWe UCnonb3yeT BO3-
MOXHOCTH, UMEIOLIMECA Y KaX[Oro yeno-
BEKa, HO He yuMTbiBaeMble B CTaHAAPTHbIX
MeToflax CTPaTerMyeckoro ninaHMpoBaHUA
I MAapKETUHIOBbIX MCCNefoBaHUNA. ITOT aH-
TPOMOLEHTPUYHDBIA MeXaHW3M OCHOBaH Ha
CMOCOGHOCTU YemnoBeKa K WHTYWUTUBHOMY
UYBCTBOBAHUIO, PACMO3HaBaHWIO MPUYMH
NoBefeHNs, CO3[aHWMI0 UAEN OfMHAKOBO
GYHKLMOHaNbHbIX 1 SMOLIMOHANbHBIX. H



Nespresso owe their success to not only
names, design, brochures, advertising
and packaging. The success of these com-
panies is the result of design thinking in
all spheres. Thriving corporations such as
Apple, P&G, Bang&Olufsen employ a par-
ticular method of design management
which spreads design throughout the
organization, but is not just used in the
process of product promotion or package
design.

The classic example is Apple Inc. The
company pays particular attention to
relationships with users at the points of
sales. At re:Store, you will meet not just
a salesperson, but a qualified shop assis-
tant. Retail space is designed for conveni-
ence of the visitors. Here you can get the
Internet access, make an appointment, or
charge your gadget [8].

Design management states that com-
munication was successful if the custom-
er felt pleasure after using the resource.
Studying the links between market re-
alities and ideas of design management,
we can conclude that the new tool is
not a replacement for marketing, but
its reincarnation and the new stage of
evolution.

Breakthrough thinking, or design
thinking, represents the basis of design
management. James Gilmore, the co-
founder of the thinking studio Strategic
Horizons LLP, talks about the transition to

“the economy of perception”. An individ-
ual moves from passive consumption to
empathy and collective creation. The task
of a brand is to correspond to the desires
of the clients, stimulate conditions for col-
lective creation. Perception and impres-
sions are not mentioned in the corporate
code but transferred locally through the
service provider. That is why these impor-
tant aspects should be prepared in detail
as well as the product itself.

In fact, design management makes it
possible to look into the future that is the
priority strategy for business. The future is
tricky, unpredictable and uncertain but it
should be caught and shaped. It has to be
a part of a brand.

Today branding requires personal,
social and interactive communication,
creation of legends and philosophic ap-
proach. All this is strongly opposed to
the principles of the general marketing
in which the brand founder was able to
confine oneself to the external indicators.

Design thinking uses opportunities
typical of every person, but which are not
taken into account by the standard meth-
ods of strategic planning and marketing
research. This anthropocentric mecha-
nism is based on the human ability to use
intuition, recognize behavioral patterns,
and think up ideas that are workable and
emotional at the same time. ®

Economics « Management e Marketing

References

1. Aaker D.A. Brand Relevance: Making Com-
petitors Irrelevant. Jossey-Bass, 2011. 400 p.
(Russ. ed.: Aaker D.A. Kak oboyti konkurentov.
Sozdaem silniy brend. S.-Petersburg, Piter
Publ., 2012).

2. Aaker D.A., Joachimsthaler E. Brand
Leadership: The Next Level of the Brand Revolu-
tion. Free Press, 2009. 368 p. (Russ. ed.: Aaker
D.A., Joachimsthaler E. Brend-liderstvo: no-
vaya kontseptsiya brendinga. Moscow, Gre-
benschikov Publ., 2009).

3.Branson R. Losing My Virginity: How |
Survived, Had Fun, and Made a Fortune Doing
Business My Way. Crown Business, 2011. 624 p.
(Russ. ed.: Branson R. Teryaya nevinnost' Kak
ya postroil biznes, delaya vsye po-svoemu i
poluchaya udovol'stvie ot zhizni. Moscow, Al-
pina Publisher, 2013).

4.Vallentin L. Selling package. The first
book in the world about packaging as a
means of communication. [Prodayushchaya
upakovka. Pervaya v mire kniga ob upakovke
kak sredstve kommunikatsii]. Moscow, Mann,
Ivanov i Ferber Publ., 2012.

5.Gorb P. Classification of Design. [Klas-
sifikatsiya dizaynal. Moscow, Mann, Ivanov i
Ferber Publ., 2009.

6. Gad T. 4D Branding: Cracking the Corpo-
rate Code of the Network Economy. Financial
Times/Prentice Hall, 2000. 256 p. (Russ. ed.:
4D brending. Vzlamyvaya korporativnyy kod
setevoy ekonomiki. Moscow, Mann, Ivanov i
Ferber Publ., 2009).

7.Kapustina LM., Khmelkova N.V. Co-
branding in the system of marketing alliances
of companies. [Ko-brending v sisteme market-
ingovykh al’yansov kompaniy). Yekaterinburg:
USUE Publ., 2010.

8.Pertsiya V. Branding for beginners.
[Brending. Kurs molodogo boytsal. S.-Peters-
burg, Piter Publ., 2009.

9.Prosvetov G.. Consumer behaviour:
tasks and solutions. [Povedenie potrebiteley:
zadachi i resheniya]. Moscow, Alfa-Press, 2010.

10. Lockwood T., Walton T. Building Design
Strategy. NY, Allworth Press, 2009.

55

Y102 /0S/¥ SN SIANTTAVHIN




