KOHCOJIMUPOBAHHOM TMopTdene OaHKOB, J0JIsI MUKPOKpenIuToB He mpesbimaer 3%. banku u

JU3UHIOBbIE KOMIIAHMM PacCMaTpUBAIOT MUKPOKPEIWTOBAaHUE KaK OJMH U3 KOMIIOHEHTOB

MPEeANPUHUMATENBCKON JIESTEIIbHOCTH, HE pacCcMaTpuBasi BO3MOXKHOCTH €ro COIMAJIbHON OTAayH.

UYToObl CHM3UTH M3ACPKKU OHU CTPEMSTCS K OOCITYKMBAaHUIO CPAaBHHUTEIBHO 00Jiee KPYIHBIX

3a€MILUKOB, YTO NPUBOJUT K YBEIMUYEHHUIO CpeJHEW cyMmMMmbl KpeauTta. bosbias yacTh crpoca

OusHeca Ha (pUHAHCOBBIE pecypchl ocTaercs BHE chepbl MHTEpecoB OaHkoB. M3-3a crenuduku

NESITeIbHOCTH  TOCYJIapCTBEHHBIX  OpraHu3aluii  (UHAHCOBOM MOJAECPKKUA  KpEeIUTOBaHHE

OCYILIECTBJISIETCSI B CTPOTO OINPEIENIEHHBIX paMKaX, CHUXKas IOTEHIHAJbHbIE BO3MOXKHOCTH,

MPOUCXOIUT (opMalibHOE OrpaHHMYEHHWE WHULIUATUBBL. B CcpaBHEHMHM € KOMMEpPYECKUM H

rocy/1apCTBEHHOM CEeKTOpaMu MUKpPO(pUHAHCUPOBAHMUS, CEeKTOp  HErocyJapCTBEHHBIX

HEKOMMEpPUYECKUX MHUKpPO(UHAHCOBBIX OpraHU3aliil OYeHb CJIa00 MHCTUTYLIMOHAIM3UPOBAH H

MPaKTUYECKH HE perjiaMeHTupoBa. Jlns pemeHuss 0003HAuEHHBIX MpobiIeM Heobxoanma

aKTUBU3AIMS JIEATEIbHOCTH MUKPO(GUHAHCOBBIX OpraHu3aluii, 4To TpeOyeT COBEPIICHCTBOBAHUS

HOPMAaTUBHO-NPAaBOBOM 0a3bl B OTHOLIEHHHM BUIOB MUKPO(PHUHAHCOBBIX opranuszauuid. Hapsay c

opUIMAIIBHON  perjaMeHTauued  JIesTEJIbHOCTH  HEeOOXOJUMO  pPa3BUBAaTh  BO3MOYKHOCTHU

camMoperyJIupoBaHus, KOHTPOJISI ~ HEKOMMEpPYECKMX  MHUKPO(UHAHCOBBIX  OpraHMU3alMi

IpaXIAaHCKUMHU HMHCTUTyTaMHu. Pa3BuBaeMblil CleKTp MHUKPO(HUHAHCOBBIX YCIYr JIOJKEH CTaTb

oOLIMpHEe MPOCTO AJPECyEeMbIX MpeANpPUHUMATENIM MHUKPOKPEIUTOB M YciIyr jusuHra. OHu

BKJIIOYAIOT B ce0s YCIyrd KpeauToBaHHs, cOeperareibHble, CTPaXOBble U CONPSKEHHBIE

He(UMHAHCOBBIE YCIYTH, CIHOCOOCTBYIOIIME CHI)KEHHUIO (UHAHCOBBIX PHCKOB, IOBBIIICHUIO

(UHAHCOBOW TI'PAMOTHOCTH, YPOBHSI KPEIUTHON KyIbTyphl. O(PGEKTUBHOE pa3BUTHE MAajoro

Ou3Heca SIBISETCS HE TOJBKO OCHOBOM PBHIHOYHOW 3KOHOMHUKH, HO U HAlpaBiI€HO Ha MOBBIIICHHUE

051aroCcOCTOSIHUSA, YPOBHSI KU3HU JIIOJIEH, TO €CTh ONOCPENYIOTCS JOCTHKEHHEM COLHMAIbHOIO

apdexra. Takum oOpazom, mpodiemMa OrpaHUICHHOTO JOCTYI K ()MHAHCOBBIM pECypcaM SIBJISICTCS

OJIHUM W3 TNpPEensTCTBUIl Ha MyTH pa3BUTHUA Maynoro OusHeca B bemapycu. Pemenue mpoOiembl

MpeJICTaBIsIeT cOO0M KOMILIEKC MEPONPUSTUNA O PACIIMPEHHUI0 MHCTUTYLMOHAIBHOM cpenbl 3a

CUET COBEPIIECHCTBOBAaHUS HOPMAaTHBHO-IIPABOBOIl 0a3bl, OOCIy)XHBaHUS (UHAHCOBOIO pPBIHKA,

oOecrnieueHus 3aiiMOB U CTPaxOBaHUS KPEJUTHBIX PUCKOB.
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Steshenko P.O.
Otto-von-Guericke University Magdeburg, Germany
SOCIAL MARKETING AS AN EFFECTIVE TOOL IN THE GLOBAL RESPONSE TO
HIV/AIDS

The adaptation and adoption of commercial marketing activities, institutions and processes as
a means to induce behavioral change in a targeted audience on a temporary or permanent basis to
achieve a social goal is a social marketing.

In the 1970° it was realized that the same marketing principles that were been used to sell
products to consumers could be used to “sell” ideas, attitudes and behaviors. Kotler and Andreasen
define social marketing as “differing from other areas of marketing only with respect to the
objectives of the marketer and his or her organization. Social marketing seeks to influence social
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behaviors not to benefit the marketer, but to benefit the target audience and the general society”.
Like commercial marketing, the primary focus is on the consumer — on learning what people want
and need rather than trying to persuade them to buy what company happens to be producing.
Marketing talks to the consumer, but not about the product. Social marketing adds a few more P’s
to the already known basic P’s of marketing (product, price, place, promotion). They are:

- Publics-Social marketers often have many different audiences that their program has to
address in order to be successful. "Publics" refers to both the external and internal groups involved
in the program. External publics include the target audience, secondary audiences, policymakers,
and gatekeepers, while the internal publics are those who are involved in some way with either
approval or implementation of the program.

- Partnership-Social and health issues are often so complex that one agency can't make a dent
by itself. You need to team up with other organizations in the community to really be effective. You
need to figure out which organizations have similar goals to yours — not necessarily the same goals
— and identify ways you can work together.

- Policy-Social marketing programs can do well in motivating individual behavior change, but
that is difficult to sustain unless the environment they're in supports that change for the long run.
Often, policy change is needed, and media advocacy programs can be an effective complement to a
social marketing program.

- Purse Strings-Most organizations that develop social marketing programs operate through
funds provided by sources such as foundations, governmental grants or donations. This adds
another dimension to the strategy development-namely, where will you get the money to create
your program?

In countries where the health infrastructure is both underdeveloped and underfunded, a social
marketing approach makes the product available and affordable, utilising commercial marketing
techniques, while linking it to a communications campaign geared to sustainable behavior change.
In response to the HIV/AIDS epidemic, social marketing programmes have made condoms
accessible, affordable and acceptable to low-income populations and high-risk groups in many of
the world’s developing countries. In several of these countries, this approach has been expanded to
incorporate other essential health products and has become an important component of efforts to
improve national health.

Social marketing programs can help populations to overcome social and cultural resistance to
practising effective HIV/AIDS prevention by the means of:

- Product’s wide availability (Now thanks to social marketing programs, in many countries
condoms are sold in other types of shops, their brand name is known and accompanied by a
recognizable logotype, and medical providers and others talk about them in the media and educate
people about their benefits. The result is the normalization of condoms and their use in populations
in general and especially amongst those at high risk of HIV infection).

- Donor funding (The product is sold through the existing commercial infrastructure).

- Developing of non-traditional outlets and informal distribution systems (This helps make
condoms available when and where they are needed, particularly in high-risk situations and in
environments where people feel comfortable purchasing them. Such outlets have included bars, gas
stations, bus terminals, etc. In addition, trained project sales staff provides the retailers with
information about the product and the diseases against which it protects).

- Umbrella logos (placing the same logo on a series of different products). Consumers who
begin to use and trust one product carrying the logo may be quicker to use the others carrying the
same logotype.

- Sales agents training (In Burkina Faso, the social marketing project, Project de Marketing
Social des Condoms (PROMACO), has used traditional female story tellers to distribute condoms
to women and foster family discussions of prudent health practices).

- Social media marketing (Radio, TV advertisements, booklets).

- Research and evaluation component (behavioral changes).

Social marketing programs borrow from many traditional commercial marketing techniques
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in developing their communications campaigns. On the basis of focus group and other market-based
research, an appropriate condom brand is developed and supported through an intensive advertising
and promotional campaign. Programs use a variety of traditional and mass media to promote the
brand, both among retailers and consumers. While much of this activity is focused on raising
demand for the product, the need to communicate prevention messages is incorporated in brand
promotion. The brand is inevitably associated with positive messages that emphasise the normalcy
of using condoms and their importance for a happy and healthy life. Social marketing programs do
not compete with the public health system. On the contrary, such programs complement and support
existing services. By making products available and affordable outside the health system, social
marketing programs alleviate the pressure on existing services, allowing the health system to use
scarce resources more effectively.

Cynpynosa A.10O., Maciaenko 10.B., k.e.H., 1ou.
I'BY3 «/loneykuii HAYUOHANbHBIN MEXHUYECKUL YHUBEPCUMEM »
COIUAJIBHBIE ACITIEKTBI YITIPABJIEHUSI TIEPCOHAJIOM

B CcOBpeMEHHBIX YCIOBHUSAX Bce OOJBIIE O00OCTpSeTCS KOHKYpEHTHas Ooprda Mexmy
MPEANPUATHAME 32 JIMJCPCTBO HA phIHKE. Bee Oobliee YHCo MPEIIPHITHIA TTOHUMAIOT BaXKHOCTb
I'PaMOTHOTO YIIpaBJICHHUS (UPMOH, MEPCOHAIIOM, TaK KaK 3TO HEMOCPEJACTBEHHO CKa3bIBASTCS Ha
SKOHOMHUYECKOM TOKa3arese padoTel pupmbl. OUeBUIHO, YTO JTFO00E MPEANPHUITHE, OCHOBAaHHOE Ha
Tpyae OOJIBIIOTO dYHCIA JIIOACH, HYXKIACTCI B COBEPIICHCTBOBAHUHM CHCTEMBI YIIPABJICHHS
nepcoHajgoM. Takum oOpa3oMm, B CYIIECTBYIONIUX YCIOBHUSX PHIHOYHOW 3KOHOMHKH, TIOTHUMACTCS
TaKOW aKTyaJIbHBIH BOTIPOC, KaK COIMAIBHBIC aCIIEKTHI YIIPABJICHHS MIEPCOHAIIOM, BEJIb C KaXK/IbIM
T'OJIOM TIOSIBJISICTCSI MHOTO PA3JIMYHBIX TEXHOJIOTUN YIIPABJICHUS YEIIOBEUYSCKUMHU PECypcCamu.

Ilenpro maHHOM PabOTHI SBIISIETCS M3YYCHHE TAKOTO0 aKTyaJdhbHO BOIPOCAa COBPEMEHHOCTH, KaK
COIIMOJIOTMYECKHE ACTIEKThI YIIPABIICHUS TIEPCOHAIIOM.

ComuaibHbIE AacIEeKThl YIPaBJICHHUS TIEPCOHAIIOM pPAacCMAaTPUBAIA TaKWe YUYCHBIC, Kak
AxcenoBa E.JI., bazapoa T.}O., Epemuna b.JI., Ko3noa B., Mypamosa M., Ognerosa 1O.I".,
[Tanenko C, 3omoroBa B.U., Kaimmauna E.JI., Kucenepa W.JI., IlaBnenxo O. u ap.

Kaxnpii pabOTHHK — 3TO, MPEkKIEC BCEro, YCIOBEK CO CBOMMHU JIMUYHBIMH COIHAIBHBIMH,
TICUXOJIOTUICCKUMH W (DU3UOJIOTUYECKUMH OCOOCHHOCTSIMH. VIMEHHO STH WHJIWBHIyaJTbHBIC
OCOOCHHOCTH HYEJIOBEKa, a TOYHEE TI'PaMOTHBIN IMOJIXOJ K YIPABICHUIO WMH, TOKA3bIBAIOT, Kak
BIIUSIIOT COIMAIBHO-TICHXOJIOTHYCCKHE METOJBI YIPaBICHUS Ha I(PQPEKTUBHOCTH PAOOTHI BCEX
MOAPA3JICICHUN TPeANpUATHSA. B cucTeMe yrpaBieHHS TEPCOHAIOM CYIIECTBYIOT DPa3IMYHBIC
METOJBI  YIpaBJICHHUS TaKWe, KaK aJMUHUCTPATUBHBIC, OSKOHOMHYECKHE, COI[HAIBHO-
TICUXOJIOTUYECKHE, KOTOPhIE TECHO IMEPEIUIeTAIOTC MEXIy COOOW M HAINpaBJICHBI Ha JOCTHKCHHE
nenei opranm3anum [1, c. 108].

ConuaibHO-TICHXOJIOTHYECKUE METOABl — 3TO CIOCOOBI OCYIICCTBIICHUS YIPABICHYSCKUX
BO3JICHCTBUI Ha TepcoHaj, 0a3upyronuecs Ha MCIOJIb30BaHUN 3aKOHOMEPHOCTEH COIMOJIOTHH H
ncuxosiorud. OOBEKTOM BO3JCHUCTBHS ITHX METOJIOB SIBJISIFOTCS TPYIIIBI JIIOJACH W OTACIbHBIC
muaaoctd. [lo macmTalby m crocob6aM BO3JACHCTBHS 3TH METOIBI MOYKHO pa3JIeIUTh Ha JIBE
OCHOBHBIE T'PYIIIIBI:

- COIMOJIOTHYECKHE METO/IbI, KOTOPBIC HAIIPABJICHBI HA TPYIIIBI JIFOJICH U UX B3aHMMOJICHCTBUS
B IIpoliecce MPOU3BO/ICTBA (BHELUIHUI MUpP YeJIOBEKa);

- IICUXOJIOTUYECKUE METOJIbI, KOTOphIC HANpaBICHHO BO3JACHCTBYIOT Ha JIMYHOCTH
KOHKPETHOTO 4YeJIoBeKa (BHYTPSHHUI MU YCIIOBEKA).

CoIMOJIOTHYECKUE METOIBl UTPAIOT BaXKHYIO POJIb B YIIPABICHHH IIEPCOHATIOM, OHH
MO3BOJISIFOT YCTAHOBUTH HA3HAYCHHE M MECTO COTPYIHHKOB B KOJUICKTHUBE, BBISIBUTH JIHJICPOB H
oOecrieunTh WX TOICPXKKY, CBS3aTh MOTHBALMIO JIIOACH C KOHEYHBIMH pe3yJIbTaTaMu
MIPOM3BOJICTBA, oOOecrneuuTh >(PPEKTUBHbIE KOMMYHHMKAIMM M pa3pelieHne KOHGUIMKTOB B
KoJutekTuBe [2, ¢. 378].

[Ipou3BOICTBEHHBIM KOJJIEKTUB Kak coLuaibHas syeiika oOiiecTBa o0Opa3zyeT LEHTp
MHOKECTBA IPOIIECCOB CONMAILHOW JKU3HH JIIOACH, KOTOPBIH OTOOpaskaeT THUIBI COIHAILHO-
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