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Chapter 1
The Global Innovation Economy and
Strategic Management

Thasa 1
MupoBasi HHHOBAI[MOHHASI JKOHOMHKA U
CTpaTernyecKnii MeHeKMEHT

Nature of the Global Innovation Economy
Historians of the late 20th and early 21st
century are already recording the significant
shift in the features of the global economy
between 1980 and 2005. The proportion of
economic value now attributable to the
innovative capacity of intangible capital in
business has dramatically shifted to 80% of
market values as reflected in the Dow

Jones Industrial Average (DJIA) in 2005. By
contrast, in 1980 the same index

reflected market values due to intangible assets
at nearly zero. In other words, the

value of the DJIA in 1980 — only 25 years ago
— was largely confined to traditional

book values, or hard assets. Since then, the
value of the innovative capacity of intellectual
assets as a component of total market values
has increased exponentially.

Xapakrep MUPOBOIl HHHOBALIMOHHOH YJKOHOMHKH
Ucropuxku koHua 20 Beka u Haudana 21 Beka yxke
OTMEUAIOT CYLIECTBEHHBIM CIBUI B OCOOEHHOCTSX
MHUPOBOM HSKOHOMHKM B mepuoa mexay 1980 u

2005rr. Jlons SKOHOMHYECKOHM  CTOMMOCTH, B
HACTOSIIEE BpeMsI TPUXOASIIASICS Ha
WHHOBAIMOHHBIA  TOTEHIMAI  HEMAaTepUAIbHOTO

KanuTaja KOMIIAaHUH, PE3KO JOCTUIJIa YPOBHA
BOCBMUJCCATH ITPOLCHTOB pBIHO‘-IHOfI CTOUMOCTH, YTO
ob110 oTpaxkeHo B uuaekce oy Jxonca B 2005 roxy.
s cpaBHenust B 1980 romy 3TOT 3k€ MHAEKC OTpakasl
PBIHOYHYIO CTOMMOCTb HEMATCPHAIBHBIX AKTHBOB
IIOYTH PAaBHYIO HYJIIO. J[pyruMu cilioBaMH, CTOUMOCTh
unaekca /oy J>xonca B 1980 — Bcero 25 net Hazan —
OblJTa B OCHOBHOM OTpaHWYCHA TPATUITHOHHOMN

0ajIaHCOBOM CTOMMOCTBIO NI HEABMXXUMbBIM
HUMYIICCTBOM. C TEX nop CTOMMOCTB
HMHHOBAITMOHHOTO IIOTCHIHAaJIa HEMATCpPHUAIBbHBIX

aKTMBOB KaK YacTH OOIINeH pPHIHOYHOW CTOMMOCTH
YBEJIMYMJIACH B Pa3bl.

As a consequence, the foundations of
traditional economic and business thinking,
and strategic management, have been shaking.
The nature of economic value and wealth
creation, not only for enterprises but also for
countries, regions, and industries, has

become fundamentally different, requiring not
only new mindsets but also new management
approaches and tools. It is not surprising to
hear the reaction of some observers,

rooted in traditional practices that resulted in
past successes, that nothing has

really changed, that the old economy is “alive
and well,” or to contend that traditional
economic and business activities are ‘just more
information and knowledge-based’

than in the past. The fundamental criterion,
however, is how value is created, captured,
and sustained in an economy, and if this is
fundamentally different from the past, new
strategic management approaches have to be
adopted.

Bcnencteune  storo
NPHUHIMIBL  TPAJUIIHOHHOM
JEIOBOM  MBICIIH, a TaKkKe CTPaTEeTHYECKOTO
MEHEHDKMEHTA. Xapakrep MIPOMCXOXKICHUS
SKOHOMHUYECKOW CTOMMOCTH M KallMTala HE TOJBKO
UL TPEANPUSATHIA, HO W JIsi CTPaH, PErHOHOB H
NPOMBIIIICHHOCTH CTall (DyHIAaMEHTAJIBHO IPYTOH,
TPeOYIOIMNA HE TOJIPKO HOBOTO 00pa3a MBITIICHHUS, HO
TaKKE€ HOBBIX IIOJXOJAOB W HMHCTPYMECHTOB B
yhpaBiieHuH. HeyauBHTENBHO CHBIIATh PEAKIUIO
HEKOTOPBIX UCCIIeIOBATENECH, JIABHO
NOJICP)KUBAIONIMX — TPAJAUIIMOHHBIC TOIXOJbI, B
OPOIJIOM  TPUBOJAIIME K  ycliexaM, 4TO B
JNEWCTBUTEIILHOCTH HHUYEr0 HE W3MEHHUJIOCh, YTO
cTapas 5KOHOMHKA <OKWUBa M 3JI0pOBa», MM YTO B
NPOILJIOM TPAJWIIMOHHBIA TMOAX0J] K JKOHOMHKE H
Ou3HeC JIeATeIbHOCTH Oojee HWH(POPMATUBHBIA U
OCHOBaHHBI Ha 3HaHWIX. TeM He McHee
(GyHIaMEHTAILHBIM KPUTEPUEM SIBIISICTCS TO, KaK B
OKOHOMHUKE TPOMCXOJHUT CO3JaHUE, MPHPOCT W
YCTOMYMBOE pPa3BUTHE CTOMMOCTH, W €CJIH 3TO
(GyHIaMEHTAILHO OTJIMYACTCA OT TPOILIOro, TO
JMOJKHBI ~ OBITh ~ TPUHATHI ~ HOBBIE  TOIXOJIBI
CTPaTErnuecKOro MEHEDKMEHTA.

MOIIATHYJIUCh OCHOBHBIE
JKOHOMHYECKOU U

The speed of technological change has had
great impact on the three-phase sequence
from value creation to value capture to value
sustainability. Innovations such as

greater microprocessing power, Internet
protocol networking, hyper-storage, and
genomics are transforming value chains in
almost every industry. In the past, many of

CKOpOCTh TEXHOJIOTUYECKMX HW3MEHEHHH O0Ka3alo
00J1b1110€ BAMSHUE Ha TpeX(a3HbII UK OT CO3JaHUS
CTOMMOCTH K €€ COXPaHEHHI0 U MAaKCUMM3alUu U
Jlajiee  yCTOMYMBOMY DPa3BUTHUIO CTOMMOCTH. Takue
MHHOBAIUH, Kak OoJibLIast MOIIHOCTb
MHUKpPOIIPOLIECCOPOB, IPOTOKOJBI CETU HWHTEPHET,
TUNEepHaMsTh U TeHOMHKA TPAaHC(POPMHUPYIOT LETTOUKH
CO3/IaHUsl CTOMMOCTH TOYTH BO Bcex cdepax




these value chains, and the very structure of
industry in the old economy, were knitted
together by  closely-held, protected
information in vertically integrated companies.
Today, however, these technology innovations
are rendering information abundant,
ubiquitous, fast, and free, enabling innovative
value creation, capture, and sustainability

for firms and industries.

IIPOMBILUICHHOCTH. B mponuioM MHOrue W3 3TUX
LENOYEK CO3JAaHMs CTOMMOCTH M cama CTPYKTypa
NPOMBIIIJICHHOCTH B CTapod AKOHOMHKE OBLIH
CBSI3aHBI MEXIy CcOOOW 3aKpBITOH, 3aIIMIICHHOM
uHpopManueli B BEPTHKAIbHO-UHTETPUPOBAHHBIX
KoMIaHusx. Tem He MeHee CErogHs  3TH
WHHOBALIMOHHBIE  TEXHOJIOTUM  NPEIOCTABIISAIOT
uHpOopManuio B HU30BITKE, MMOBCEMECTHO, OBICTPO U
OecIulaTHO, TMO3BOJIsA  CO3/4aBaTh, OOECIEYUBATh
IPUPOCT M YCTOWYMBOE Pa3BUTHE WHHOBALIMOHHOMU
CTOMMOCTH JIJIs1 KOMIIAHWM ¥ TPOMBIIIJIEHHOCTH.

The ubiquitous availability of information and
knowledge is perhaps the single most
significant contributor to corporate innovation
and change. As Nobel laureate economist
Ronald Coase concluded almost 70 years ago,
the boundaries of the firm are defined by

its transaction costs. Hard to acquire and
imperfect information contributed to high
transaction costs, which in turn led firms in
many industries to vertically integrate. For
instance, it cost General Motors (GM) far less
to source its own parts internally than to
search the globe for suppliers. Similarly, by
keeping information inside its boundaries,

an integrated company could create value in
one division (e.g., drug discovery) and
capture it in another (e.g., drug sales and
marketing). Today, as the costs of sharing and
using information fall, companies and their
industries have an impetus to “de-integrate,”
as is consistent with the Coase theory. Think
of GM’s spin-off of its parts division, now

the Delphi Automotive Systems Corporation.
The trend of de-integration is accelerating

as the Internet and other services give
companies access to even more information.
Companies can now work with suppliers of
both goods and services from virtually any
place in the world. The threshold of cost set by
the availability of information can no longer
define the firm’s or the industry’s boundaries.

[ToBcemecTHast TOCTyTHOCTh HH(GOPMAIIMK U 3HAHHH,
MOXKaIYH, caMBIil  3HAUUTEILHLIA  BKJIA4 B
KOpHOpaTUBHbIE HHHOBAIMU U u3MeHeHust. [louru 70
JIET Ha3aJl PKOHOMMCT, JlaypeaT HOOeIeBCKOM npeMun
Ponamen Koy3 mnpumen k BbIBOJMy, YTO TI'DAHMIIBI
GupMbl  ONpEAENSIOTCSs €€  TPaH3aKIMOHHBIMU
u3Jiep’)KKaMHu. TpYAHOJOCTYNHAs U HECOBEpIICHHAs
uH(popMalus cnocoOCTBOBAJIA BBICOKUM
TpaH3aKLUOHHBIM H3EpKKaM, UYTO, B CBOIO OUYEPE/b,
npuBesio  (GUPMBI  BO  MHOTHMX  OTpacisiX K
BepTUKaNbHON MHTerpaunu. Hanpumep, nis General
Motors (GM) 3akymka COOCTBEHHBIX 3amyacTei
0o0XoIuTCS  ropa3io  JeuieBie, 4YeM  IOMCK
MOCTABILUKOB 110 BCEMY MUDPY. AHAJIOTHYHO COXPAHSIS
MH(GOPMALIMI0O BHYTPH CBOMX TIpaHUL], KOPHOpalus
MOXKET CO3/71aBaTh CTOMMOCTb B OJIHOM
oApa3AeiICHUN (Hanpumep, IIOUCK  HOBBIX
JIEKapCTBEHHBIX MPENapaToB) U MaKCUMHU3UPOBATH B
Ipyrom (Hampumep, OTAeNie MPOJdaK M MapKETHUHTA).
CeronHs, Korja u3AepKKu 0OMEeHa U UCTIOJIb30BaHUS
MH(GOPMALMK CHWKAIOTCS, KOMIIAHUU M UX OTpaciiu
MOJy4aloT CTUMYJI K  “JAeUMHTerpauu’,  4YTO
cooTBeTrcTBYeT Teopuu Koyza. [logymaiite o Bbirose
otnenenust GM oT mojapazaeneHus 3amdyactei, celyac
sro Delphi Automotive Systems Corporation.
Tenpenuus k neuHTerpanuu Habupaer o00pOTHI, TaK
kak VHTepHET M JApyrue CepBHUCHl MPEIOCTABISIOT
KOMIIAaHUSIM JIOCTYH K eme OonblieMy o00beMy
uHpopmanuu. Ceiluac KOMIaHUU MOTYT paboOTaTh C
MOCTAaBUIMKAMHU TOBAapOB MU YCIYr MNPAKTUYECKU U3
moboii  Toukm  mwupa. Ilopor  crommoctw,
yCTaHAaBIMBAaEMbIil  JOCTYMHOCTBbIO  HH(pOpMAIUH,
0O0JIbIIIe HE MOXKET OMPEAEIATh IPAHULIbI (PUPMBI WITH
OTpaCIIu.

The drive to innovate is even more important
in the new ‘innovation economy’, where

the rapid sharing of knowledge forces players
to reinvent and adapt constantly. In

addition, ruptures in traditional boundaries in
value chains are requiring companies to
rethink how they go to market, what they need
to own, and how they deal with

suppliers and customers. The result is industry
value chains of today undergoing

CTpeMHeHI/Ie K HWHHOBallUAM CHIC 0ojilee BaXKHO B
HOBOM «HMHHOBAIIMOHHOM O9KOHOMHUKE», I'AC 6BICTpBIﬁ
OOMEH 3HAHHUSMH 3aCTaBIIICT HUI'POKOB TIOCTOSIHHO
H306peTaTB " aJali TUpOBATHCA. KpOMe TOTO, pa3pbiB
TPAAULIUOHHBIX TpaHUIL] B IEIIOYKaX ,[[O6aBJ'IeHHOI\/’I
CTOMMOCTH Tpe6yeT OT KOMIIaHUM NEpeCMOTPELTh,
KaKnumM O6p330M OHH BBIXOJAT HAa PBIHOK, YTO UM IUJIA
9TOro HeOGXO,Z[I/IMO U KaK OHH BBICTpAWBArOT
OTHOIICHUA C TIIOCTaBIIMKaMH H HOTpCGI/ITCJI}IMI/I.
Cer OHsA PE3YIbTATOM SABJIACTCA OTPACJICBBIC




almost continuous innovation in products,
services, processes, business models, and
management approaches. The innovation
value chain — one might call its new form a
value web, an extended enterprise, a business
ecosystem, or a value constellation —
challenges firms that thrived with an
integrated, self-contained approach.

LENOYKA  CO3JaHHUd  CTOMMOCTH,  ITOCTOSIHHO
IIOJBEPraOIIMECs MHHOBAaLlUSIM B IIPOJYKTax,
yciyrax, mpoueccax, OM3Hec MOJEISIX U IMOAXOIaxX B
ynpasieHud.  llemouka  co3maHusg — CTOMMOCTH
WHHOBAllMA — HEKOTOPBIE MOT'YT Ha3bIBaTh €€ HOBOU

dopmoii web-croumocTH, KOHIJIOMEPAaTOM
NpeNpUATHIA, OU3HEC-3KOCUCTEMOI — OPOCAET BHI3OB
KOMIIQHUSIM, KOTOpbIE IIPOLBETAIN c

HHTCIPUPOBAHHBIM, aBTOHOMHBIM IMOAXO0JI0M.

The best value-capturing mechanisms now
operate outside the individual firm’s
boundaries. Yet, the value created by a firm
may be essential to the viability of the

entire business ecosystem. The nature and
definition of the firm are also undergoing
profound changes, thanks to the ubiquity of
information. The firm is shifting from a
self-contained value-creation and -capture
apparatus into one part of an interdependent
community whose members continually
negotiate responsibility for value creation

and the right to value capture (see Box: Getting
Innovative at 3M).

B Hacrosmee Bpemsi camble Jy4IIME€ MEXaHU3MBbI
COXPAaHEHHS M MaKCUMHU3aLUU CTOMMOCTH paboTaroT
3a mpenenamu  kommnaHud. OJHAKO CTOMMOCTb,
co3iaBaemasi (PUPMOi, MOKET UMETh CYIIECTBEHHOE
3Hau€HUe s >KU3HECHOCOOHOCTH Bcell Ou3Hec-
9KOCUCTEMBI. XapakTep U OIpeleleHue QUPMBbI
TaK)Ke IMPEeTepHeBalOT 3HAUUTENbHbIE HW3MEHEHUS
Omarojapsi ~ MOBCEMECTHOMY  pacIpOCTPaHEHHUIO
uHpopmanuu. PupMa MepexoAUT OT aBTOHOMHOTO
MeXaHH3Ma CO3JaHMsl U MAaKCUMH3allul CTOMMOCTH B
OJIHy W3 4YacTed B3aMMO3aBHCHMOIO COOOIIECTBa,
YJIEHBI KOTOpOTO MOCTOSIHHO o0CyXIaroT
OTBETCTBEHHOCTh 3a CO3/IaHUE LIEHHOCTH U MPaBO Ha
U3BJIeYeHHE NPUOBLIH (CM. CM. BcTaBKy: CTaHOBIIEHUE
uHHOBaIuUi B 3M).

The shift to new value innovation breaks
decisively with the old economy, in which
information scarcity encouraged value capture
through knowledge hoarding. Information
asymmetries still exist, of course; a company
can create a superior competitive position,
with advantaged pricing and customer
information, for example. But in an
information-suffused environment,
asymmetries alone are more fleeting and less
reliable sources of value capture than they
previously were. Companies that close off
their knowledge to the outside world may also
be closing themselves off from externally-
sourced innovations. Successful companies
will be those that transform information

into  value-creating  knowledge, and
aggressively use this knowledge to innovate
and capture additional profit. Knowledge
asymmetries may be the best innovation
resource in the ‘innovation economy’, and
when used to create further new asymmetries,
also the most enduring in terms of their
innovative capabilities.

[Tepexol K WHHOBAIMSAM IEHHOCTH PEIIUTEIBHBIM
00pa3oM pa3phIBacT CBSI3U CO CTapOi SKOHOMHKOM, B
KoTopoi Jnedunutr uHPOpMaUU CrnocoOCTBOBAI
IPUPOCTY LEHHOCTU 3a CUET HAKOIUICHWsI 3HAHMI.
Koneuno wuH(poOpManMoHHAasT acUMMETpHUS  €lle
CYLIECTBYET: KOMIIaHHsI MOKET CO3/1aBaTh, HAIIPUMED,
KOHKYPEHTOCIOCOOHYIO TMPOAYKIUIO C BBIFOJHBIMHU
1eHaM# 1 HTHPOPMAIIHEH 0 MOTPEOUTETHCKOM CITpOCE.
Ho B uH(opmManmoHHo# cpee acCuMMETpHsl cama Io
cebe sBiseTcss Oojee MUMOJIETHBIM M MEHee
HAJICKHBIM HCTOYHUKOM IMPHUPOCTa CTOUMOCTH, YeM
panbie. Komnanus, KOTOpbIe SBISIOTCS 3aKPHITHIMU
OT BHEUIHEH cpeabl ¢ TOYKU 3PEHHs] PACKPBITHS
BOXHOM wuHGOpMaUMU W 3HAHUI, TaKKe MOTYT
OTpaHUYMBATh €e0S C TOYKM 3PEHUS TMOIYUYCHHUS
3HaHW 00 MHHOBAIMSIX U3BHE. Y CIICIIHBIMU OyIyT T
KOMIIaHUH, KOTOpbIe MpeoOpaszyroT HH(OpMaIio B
3HaHMSI, CO3Jal0lUe L[EHHOCTb, M  AKTUBHO
UCIOJIL3YIOT 3TU 3HAHMSI AJIsl CO3[aHUSI MHHOBALIUN U
MOJIy4EHUS TONMOTHUTENBHON MPUObLIU. ACUMMETPHS
3HAHMUM  MOXKET OBbITh  JYYIIUM  HCTOYHHUKOM
WHHOBAllM B "MHHOBALIMOHHOM SKOHOMHKE", a Mpu
MCTIOJIb30BAHUU ISl CO3/IaHUS HOBBIX aCHMMETPHIA,
CaMbIM  TOCTOSIHHBIM C  TOYKH 3PEHHUS  UX
WHHOBAIIMOHHOTO MOTEHITHAIA.

Getting Innovative at 3M

Few companies in the world are more famous
for their exceptional product ideas

and innovations than 3M. Founded in 1902, the
company first focused on sandpaper

CranoBJjieHne HHHOBanuii B 3M

HemHorue xommanuu B Mupe OoJiee H3BECTHBI
CBOMMH MCKITIOYUTENLHBIMH HACIMHA U HHHOBAIIUSIMH,
yeM 3M. OcnoBanHas B 1902 roxay, KOMIaHHA
CHayajla  COCpPENOTOYMJIach  Ha  MPOU3BOJCTBE
HaxaagHoi Oymarn. B 1920-x romax kommaHus




products. In the 1920s, the company invented
the world’s first waterproof

sandpaper, which reduced airborne dusts in
automobile manufacturing. The next

major breakthrough occurred in 1925 when a
young lab assistant came up with the

idea for masking tape. This soon led to more
diversification of the product and

became the first of a variety of Scotch Tapes.
During the next decades, the company’s
history was marked by milestones of
innovation in various industries such as
pharmaceuticals, radiology, and energy
control. Today everybody knows and uses
Post-it, one of the company’s most simple, but
best-known products.

u3o0pena MepByldO B MHUPE BOJOHEIPOHHULIAEMYIO
HaOKJauHyl0o  Oymary, KOTOpass ~ yMEHbLIana
BO3AYIIHYIO MBI B aBTOMOOMJIECTPOCHHH.
Crnenyromuii KpynHblii npopbIB Ipousomien B 1925
roJly, KOT/1a MOJIOJION TabOpaHT MpuayMall KICHKYIO
neHty. Bckope 310 mpuBeno k- Oousbluei
TUBepCUpUKAIMK TIPOJYKTa, JaHHBIA oOpasen crai
NEepBbIM U3 MHOXECTBAa CKOTY-JEHT. B TeueHue
CIIEIYIOIUX JECATUIIETUN MCTOPUSI KOMIAHUM Oblia
OTMEYEHAa OCHOBHBIMH JTallaMH WHHOBAaLMH B
Pa3IMYHBIX OTPACISX TPOMBIIICHHOCTH, TAKMX KaK

(dapmalieBTUKa, paaMOJIOTHsl M SHEPreTUYEeCKU
KOHTpOJIb. CEeroJIHs BCE 3HAIOT U MCHOJB3YIOT POSt-it,
OIMH W3 CaMbIX TPOCTBHIX, HO CaMBIX HW3BECTHBIX
IPOJIYKTOB KoMIaHuu 3M.

For this company it is an everyday challenge to
come up with new innovative ideas

and to turn them into a commercial success. In
today’s economy, growth and

innovative breakthroughs often determine the
survival of the company itself. In the

1990s, 3M realized that product developers did
not know how to make big, profitable
innovations and breakthroughs part of their
daily routine. There was no system

that they could utilize to become innovative,
therefore breakthroughs were a matter

of coincidence. This was dangerous for a
company whose reputation and survival
largely depended on successful innovations.
Management ‘managed’ the product
developers, who were largely working
independently, by keeping out of their way.
The developers, on the other hand, worked
according to the aphorism: ‘It’s better to

seek forgiveness than ask for permission.

JImst o TOM KOMMNaHUM €KEeJTHEBHOM 3ajiauei sSBIsSETCs
pa3paboTKa HOBBIX HWHHOBAIMOHHBIX HACH H HX
yCHemHass KoMMmepuuaimsauus. B coBpemeHHOM
SKOHOMHUKE DPa3BUTHE W HWHHOBAIIMOHHBIE TMPOPBIBBI
4acTO OMPENENISAIOT BBDKMBAHUE CaMOM KoMnaHuu. B
1990-e romer kommaHusa 3M oco3Hama, YTO
pa3pabOTYMKK TPOAYKTOB HE 3HAIOT, KaK JejaTh
Oosbiie, MpUOBUTbHBIE WHHOBAIIMA W TIPOPHIBHI -
4acTh UX MOBCEIHEBHOM Xu3HH. He ObL10 HHUKaKOi
CHUCTEMBI, KOTOPYIO OHH MOTJIM OBl HCIIOJB30BaTh,
YTOOBI CTaTh MHHOBAIIMOHHBIMH, TIOTOMY MPOPHIBBI
OblTM  J1eJIOM  ciaydas. OJTo OBLJIO OMAacHO st
KOMIIAaHUM, Ybsl pEIyTalldsi M CYIIECTBOBAHHE BO
MHOTOM 3aBUCEJIM OT YCHEUIHBIX HWHHOBALMIA.
PykoBoIcTBO yripaBisiio pa3paboTIMKaMHU MTPOIYKTa,
KOTOpPhIE B OCHOBHOM paboTald HE3aBUCHMO,
cTapasich HE TOTAAaThCs UM Ha TJasza. PazpaboTuuku,
HaIlPOTHB, PabOTaIM MO CHUCTEME: «IYYIe MPOCUTH
MPONIEHUS, YEM CIPAIIUBATH PA3PEILICHUS.

3M became aware that too much of the
company’s growth was the result of
incremental changes to existing products. In
fact, new innovations were few and far
between. This was not what the top managers
at 3M expected of their company, so they came
up with a very challenging objective: in future,
30% of sales would have to come from
products that had not existed four years earlier.

Komnanusg 3M oco3Haia, 4TO CIHMIIKOM OOJIBIIOH
POCT KOMITAaHMHM OBLI Pe3yJIbTaTOM IOCTEIEHHBIX
M3MEHEHHUH B CYHIECTBYIOIIUX MpoaykTax. Ha camom
Jiene, HOBBIX M300peTeHU ObLIO Majo, ¥ OHU ObLIH
penkumu. Tom-meHemxkepsl 3M OXUAQIM OT CBOEH
KOMIIaHUU COBCEM HE 3TOr0, TOSTOMY OHU MOCTABUIIU
nepes coOoi OYeHb CIIOKHYIO 33Jaudy: B Oyayliem
30% mnpojax AOJDKHO HMPUXOJUTCS Ha MPOAYKLHIO,
KOTOPO¥ He OBLJIO YeThIpe Tojia Ha3a/l.

This had an effect on the way many
employees, especially the product developers

and scientists, perceived their role in
innovation. The answer to that challenge: They
introduced the ‘lead user process’ to become
more innovative and make big breakthroughs.
Research and experience have found that many
breakthroughs were initially not made by
manufacturers, but by lead users. These can be

OTO MOBIMSIO HAa TO, KaK MHOTHE COTPYIHUKH,
0COOEHHO Pa3pabOTUMKU MPOIYKTOB M YyYEHBIE,
BOCIIPUHUMAJH CBOIO POJIb B MHHOBAIMAX. B kauecTBe
OTBETA Ha ATOT BHI30B OHU BBEIH "MPOIIECC BEAYIIETO
rmoyan30BaTeis"”, YTOOBI CTaTh Oomee
WHHOBAIIMOHHBIMH M COBEPIIUTH OOJBIINE MPOPHIBHI.
HccnenoBanuss M ONBIT IOKa3alM, YTO MHOTHE
OpOPBIBEl  ObUIM  TMEPBOHAYAIBHO CHETaHbl  HE
MPOU3BOJIUTENSIMU, a JHJEPAMH TOJIB30BaHUS. DTO




companies, organizations, or individuals in
more than one industry, with needs advanced
beyond those of the average user and beyond
the scope of ordinary product solutions — needs
that often lead them to search for solutions
themselves. Using this insight, the lead user
process within a business ecosystem refines
those ideas into commercially useful and
marketable innovations and products, of both
incremental and disruptive nature.

MOTYT OBITh KOMITaHHHU, OpraHru3aliu UJin OTACIbHBIC
auna B 6osiee 4eM OJHOM 0Tpaciu, YbH NOTPEOHOCTH
BBIXOJSIT 32 paMKH MOTPEeOHOCTEH  CpeaHero
IMOJIb30BATC/IA MW BBIXOJAT 3a pPAMKHU OOBIYHBIX
MPOJYKTOBBIX PEUIEHUH — MOTPEOHOCTH, KOTOpPbIE
4acTO NPHUBOJAT KX K  IIOUCKY  pELICHHU
camocTosiTeNbHO.  Mcnosib3yss 3TO  IOHUMAaHHE,
IPOLIECC BEYIIEro NOJb30BaTENsl B paMKax OM3Hec-
HKOCHCTEMBI IIPE0Opa3yeT 3TU UJIEM B KOMMEPYECKU
BBI'OJHBIC H KOHKypeHTOCHOCO6HI>Ie HWHHOBall M

IIPOJTYKTHI.

In the 2000 decade, with a new CEO from
General Electric, 3M began to focus not

just on product innovations, but on new
business  processes and  management
approaches. The company adopted the Six
Sigma approach to process improvement and
employed it across the enterprise. There was
also a new focus on individual productivity
and the use of knowledge worker technology.
With both innovative new products and
effective ways of doing business, 3M’s profits
and market value rose substantially.

B 2000 romy, ¢ mpuxoJoM HOBOTO TE€HEPATHLHOTO
mupektopa General Electric, komnanus 3M nHavana
(doKycHpOBaThCS HE TOJHKO HAa WHHOBAIMOHHBIX
MPOJIYKTaX, HO W Ha HOBBIX OHW3HEC-TIpoIleccax |
MoJX0JaX K ympaBleHuto. Kommanus yrBepauia
noaxoA "lects CurMm" ¢ 11€71610 COBEPIIEHCTBOBAHUS
MPOIECCOB M TMPHMEHHUJIA €r0 OTHOCHUTEIBHO BCETO
npeInpusiTHs. Bl Takke clIelaH HOBBIM aKIEHT Ha
UHIMBUIYTbHYIO MIPOU3BOIUTEIIEHOCTH "
UCIIOJTb30BaHUE TEXHOJIOTHIA WHTEJUICKTa
COTPYTHHUKOB. biaromapss HOBBIM HHHOBAITMOHHBIM
npoayktaM # 3(PQPEeKTUBHBIM crmocobaM BEACHUS
Om3Heca MPUOBLITL M PRIHOYHASI CTOMMOCTh KOMITAHUHT
3M cymiecTBEHHO BBIPOCIIH.

The above line of reasoning suggests that value
capture is no longer achieved by finding and
protecting a defensible position in a single,
traditional industry. Rather, it is gained by
innovating value in a business ecosystem that
is quicker and better at using knowledge, and
reinventing or adapting the system as the
industry evolves. The impact on strategic

management, both in strategic thinking
(mindset, approaches, formulating), and
strategy implementation  (implementation

processes, methods, tools, and practices) is
profound.

[IpuBeneHHbIe BBIMIE JOBOJBI MPEANOJAraroT, YTO
MIPUPOCT CTOUMOCTH OOJIBIIIE HE JOCTUTAETCS 3a CUET
IIOUCKAa W 3al[uThl CBOEH IIO3UIMH B OJHOU
TpaguUHOHHOW oTpaciu. Ckopee, 3TO AOCTHUTAETCs
MyTeM BHEAPEHUs MHHOBAIMU B OM3HEC-DKOCUCTEMY,
KOTOpas ObICTpee W JIydIlle HCIOJIb3yeT 3HaHUs, a
TaKKe U300peTaeT Wik aJanTHPYET CUCTEMY 10 Mepe
pa3BUTHA OTpaciu. BiusHME Ha CTpaTeruvyeckoe
VOpaBJICHHE KaK B CTPAaTETHYECKOM MBIIUICHUH
(MbIIIIIEHUE, TOAXO0BI, (opMyaUpOBaHUE), TaK U B

peanu3zanuu  cTpaTerud (IpOLECCHl  pealu3allvu,
METO/Ibl, WHCTPYMEHTbl U TMPAKTUKU) SBISETCS
OCHOBATEJIbHbBIM.

Drivers of the Innovation Economy

We believe that the global economy has passed
a ‘tipping point’ in the transition from an
industrial, goods-centered to an innovation,
service-centered logic. Dominant logic and
innovative  technologies, methods and
concepts evolve in a particular way to form
something new. This is not an abrupt
emergence, since the underlying elements
change gradually. Instead, there is a tipping
point that signals and validates a radical shift.
A two-question stress test can be applied to the
proposition that we are now in an innovation
economy: First, what are the underlying
enablers or drivers for this transition? If the
enablers have endurance, the new dominant
logic will likely be sustained and advanced.

JBuiKynue cujibl HHHOBAMOHHOMH 3KOHOMMKH

Msb1 cunTaem, 4TO MHpOBas SKOHOMHKA IIpOLLIA
"MmepenoMHbIN MOMEHT" B nepexoje oT
WHYCTPUAIbHON, OPUEHTUPOBAHHOW HA TOBApHI, K
WHHOBALIMOHHOM, OpPUEHTUPOBAHHON Ha JIOTUKY
yciyrd. JlIoMHMHHpYyroniasi JoruKa U MHHOBAllMOHHbBIE
TEXHOJIOTUH, METO/Ibl u KOHLIETILUU
SBOJTIOIIMOHUPYIOT OTNpeAeNeHHbIM 00pa3oM, 4TOObI
chopMupoBaTh HEYTO HOBOe. Peub He wumer o
BHE3aITHOM BO3HHWKHOBEHHWH, MOCKOJIBKY JIeXkKallue B
OCHOBE DJIEMEHTHl MEHSIOTCS IMOCTeNneHHO. Bcerna
CYLLIECTBYET  IEpPEIOMHBIA  MOMEHT,  KOTOPBII
CUTHAIM3UPYEeT M TMOATBEPXKIAET PpaauKaIbHbBIN
CABUT. MOXXHO NPUMEHUTh CTPECC-TECT U3 ABYX
BOIIPOCOB K MPENOJIOKEHUS O TOM, YTO MbI ceifuac
HaxoJMMCsl B HWHHOBallMOHHON 53KOoHOMHKE: Bo-
MIEPBBIX, KAKOBBI OCHOBHBIE (DaKTOPHI WIIM JBUKYIIIHE




Second, will it change the view of how
resources and capabilities are converted into
new value and competitive advantage? If an
innovation economy logic prevails, this logic
should fundamentally change the mindsets,
approaches, and mental models of the
managers and researchers who determine how
value and competitive advantage are
conceptualized, and how resources are
leveraged and allocated. Eight drivers of the
transition to an innovation economy are listed
below.

cunel  3toro mepexona? Ecim  onm  oOmagaror
BBIHOCJIMBOCTBIO, HOBasi JOMUHUpYIOLIas JIOTUKa
OyIeT MNoJepKUBaTbCsl U Pa3BUBAThCS, CKOpee
BCero. Bo-BTOPbIX, U3MEHUTCS JU IMPEACTABICHUE O
TOM, KaK pecypchl 1 BOZMOXKHOCTH IIPE0Opa3yroTCs B
HOBYIO LIEHHOCTb U KOHKYPEHTHOE NPEUMYLIECTBO?
Ecnmu  npeoOmagaer  jormKka  MHHOBALMOHHOM
PKOHOMHKH, TO OHA JI0OJDKHa KOPEHHBIM 00pa3om

NU3MCHUTH 06pa3 MBIIIJICHUA, IO AXO0 bl n
MBICJIINTCJIBHBIC MOACIN MCHCI’KCPOB u
HCCIIEIOBATENEMH, OIPENEIISIOIINX, Kak
OCMBICIIMBACTCA IICHHOCTb u KOHKYPCHTHBIC
npeumMyuieCcTBa, KakK HCIIOJIB3YIOTCA u

pacnpenenstorcs  pecypebl. Hipke mnepeuncieHbl
BoceMb (haKTOpPOB TiepexoJa K WHHOBAIIMOHHOMN
SKOHOMUKE.

Eight Drivers of the Innovation Economy

1. New Global
Creation.

Networks, enabled by the Internet and mobile
communications, are becoming the basis of
economic activity and progress. This is not
unlike how railroads, roads, power grids, and

Infrastructure for Wealth

Bocemb ®@akTopoB UHHOBaNIMOHHOII DKOHOMUKH
1. Hosas  muposas  ungpacmpykmypa 0.1
noswiueHus 6.1a20coCMOSHUS.

Cerpb WHTEpHET W MOOWIBbHAS CBSI3b CTAHOBSTCS
OCHOBOM SKOHOMHYECKOH JIEATEIBHOCTH U IIporpecca.
OTO Majo 4eM OTJIMYAETCA OT TOTO, KaK KEJIe3HbIE
JIOpPOTH, AaBTOMOOWJIBHBIE JIOPOTH, DSJIEKTPUUYCCKHE

the telephone supported the vertically | cetu wu Tenedon momaepKUBaaM BEPTUKAIBHO
integrated enterprise in the industrial | uHTerpUpOBaHHOE TPEANPHIATHE B HWHAYCTPHATBHON
economy. SKOHOMUKE.

2.New Sources of Value

In the innovation economy, value is mainly
created by knowledge and intellectual capital,
not physical assets. These resources provide
increasing returns and not decreasing returns,
if rightly applied. Innovations in services,
processes, business models, and management
approaches become as important as
innovations in physical products.

2. Hoesvle ucmounuxu

B uHHOBAaIMOHHOM SKOHOMHKE CTOMMOCTH B
OCHOBHOM co3gaercs 3HAHUAMU H
WHTEJUICKTYaJIbHBIM KalMTAIOM, HE MaTEePHAIbHBIMU
aKTHUBaMU. DTH PeCypchl 00ECIICUNBAIOT YBEIUUYCHUE
NpUOBIIILHOCTH, @ HE €€ YMCHBIICHHE, €CIIH WX
MpaBUJIBLHO NMPUMEHATh. VIHHOBanuu B cdepe ycayr,
MPOIIECCOB, OM3HEC-MOJENE W  TOJIXOJ0B K
YIPABJICHUIO CTAHOBATCS CTOJIb )K€ BaXXHBIMH, KaK W
WHHOBAIIMH B MPOJYKTAaX KaK TAKOBBIX.

3.New Ownership of Wealth.

In the industrial economy, wealth was owned
by powerful individuals (tycoons) and groups.
Today stock ownership is more dispersed, and
growth in wealth comes especially from new
entrepreneurs.

3. Hosas popma cobcmeennocmu boeamcmaa.
B uHIycTpHaNbHO# SKOHOMUKE OOTaTCTBOM BIIaJIeNIN
BJIMSITEIIbHBIC JIFOAM (MarHathl) M TPYIIbI TaKOBBIX.
CeronHs BiajeHue akuusMu 0oJiee paccpeoTOUEHO,
U POCT OJIArOCOCTOSIHUSL TMPOMCXOTUT B MEPBYIO
ouepeib 3a CYET HOBBIX MPEANPHHUMATEIICH.

4 New Educational Models and Institutions.

The model of pedagogy and knowledge-
enabling is changing to interactive, dispersed,
self-paced learning. Physical location is less
important  than nodes of learning
communication networks. Knowledge and
learning are not separate activities, but are
embedded into the work process as needed.

4. Hosvie  obpazosamenvhble  MoOeiu U
UHCMUmMYnul

Mogens mnenarorukd M (OPMHPOBAHUS 3HAHUM
MEHseTCsT Ha HMHTEPAKTUBHOE, PpacHpeieseHHOe,
CaMOpa3BHUBAIOILIEECS oOy4eHue. dusnueckuin
HaXOXXJEHHE MeHee BaXHO, 4YeM BO3MOXHOCTb
JocTyna K oOydaroleMy Mpoleccy MOCpPEICTBOM
ceTU. 3HaHUA U 00yueHHe He SBJISAIOTCS OTAEIbHBIMU
BUJAMU JIEATEIbHOCTH, a BCTPOEHBl B paboumii
npoliecc o Mepe He0OOX0JUMOCTH




5.New Business Models.

The possibilities of significant
disintermediation of traditional vertically
integrated enterprises and their value chains
have enabled a plethora of new business
models (new configurations of the business
concept of value creation, value capture, and
value sustainability) to arise. The value
engineering focus has shifted to value
innovation.

5. Hoevle busnec mooenu.

B0O3MOXHOCTH 3HAQUUTENBHOM J€3UHTEPMEIUALNHI
TPAAUIIMOHHBIX  BEPTUKAIBHO  HHTEIPUPOBAHHBIX
OPEANPUATH U HUX LEMOYEeK CO3/IaHUsl CTOUMOCTHU
MO3BOJIMJIN TOSBUTHCSI MHOXECTBY HOBBIX OH3HEC-
Moenell (HoBble KOH(UTypanuu OU3HEC-KOHIICIITUU
CO3/IaHusA, TMPUPOCTAa M YCTOWYMBOIO pa3BUTHUS
ctoumocTtH).  Pokyc  pa3pabOTKHM  LIEHHOCTH
CMECTHUJICSI B CTOPOHY LICHHOCTHBIX MHHOBAIUH.

6. Empowered Customers.
Knowledge-empowered customers are driving
innovations in many industries and enterprises.
Customers co-create value along with the
companies that serve them. Customer
knowledge management (CKM) is a rich
source of new value creation (beyond CRM).

6. Vnoanomouennvie Knuenmoi.
Ob6nagaromye 3HAHUSMU KIHMEHTHl CTUMYJIHUPYIOT
WHHOBAIIMM BO MHOTHMX OTpPACISAX M HPEANpPUATHUAX.
KinueHnTsl  COBMECTHO  €O3JalOT  LIEHHOCTh  C
00CITYKUBAIOLIUMU HMX KOMIAHMSMH. YIpaBlieHUE
3HaHUSIMH KJIHMeHTOB (CKM) - 310 GoraThlii HCTOYHUK
co31aHusi HOBoM 1ieHHocTH (moMuMo CRM).

7. Leveraging of Global Supply and Demand
Chains. Globalization of the world economy,
and network-integration of supply and demand
chains enable innovative value configurations.
Value innovation shifts from the supply chain
to the demand chain, with focus on brand
equity development.

7. Hcnonvzosanue 2106a1bHbIX YenoyeKk cnpoc u
npPeonoNHCeHUsL.

I'moGanmu3anuss MHpPOBOW OSKOHOMHKH U CETeBas
WHTETpaIUsl IIeMOYeK CIpoca W TPEIOKCHHS
MTO3BOJISTFOT CO3/1aBaTh WHHOBAIIHOHHBIC
KOH(UTYpaluA CTOMMOCTH. [|eHHOCTHBIC MHHOBAIIHHT
MepexXoAT OT Karaja TIOCTaBOK K  IICTIOYKe
VIPaBJICHUS TIPOU3BOJCTBOM M  IOCTaBKaMH C
aKIIEHTOM Ha pa3BUTHE COOCTBCHHOTO KalHMTaia
OpeHpa.

8. New Governance Structures.
Industrial-age bureaucracies are transforming
into network-driven governance structures,
with performance measures shifting to
network  scorecards  for  knowledge,
innovation, and sustainable value creation and
capture.

8. Hosvie Cmpyxmypul Ynpasnenus

bropokparus WHyCTPUAIBbHOU AIOXU
TpaHcopMuUpyeTcs B CETEBble  CTPYKTYpbI
yOpaBieHHs, a  mnokazatenu  dPQexTuBHOCTH

NEPEXOIT Ha CETEBbIE CHCTEMbl OICHKM 3HAHH,
MHHOBAIlUd W YCTOWYMBOIO CO3JaHUS W MPUPOCTa
CTOMMOCTH.

A common denominator of the drivers of the
innovation economy is that each draws on
information and communications technology
(ICT) advances that enable universal access to
knowledge that previously was dispersed and
difficult to reach. This connected knowledge
system, based on accepted compatibility
standards, enables the real-time coordination
of dispersed organizational activities and
groups, the management of cross-functional
processes, and the synchronization of the
myriad points of customer contact that are
integral to the new dominant economic logic.
However, even with advanced ICT,
coordination and integration are still difficult.
Some industries and businesses are still in the
early stages of transition to the new
innovation-centered dominant logic, and the
tipping point argument is based on the fact that
all industries and enterprises are now affected

Oo6mum 3HaMEHATEIEM JBIKYIIAX cHUI
WHHOBAIlMOHHON 3KOHOMUKHU SBJISIETCS TO, YTO
KaKJIas W3 HUX ONUpaeTcs Ha JIOCTHIKEHUS

UH(GOPMAIMOHHO-KOMMYHHUKAIIMOHHBIX  TEXHOJIOTHI
(UKT), oOecneunBaroniux BCEOOIIUH JTOCTYN K
3HAHUSM, KOTOpPbIC paHee ObUIM TPYAHOJIOCTYITHBI.
DTa B3aMMOCBI3aHHAsg CHCTEMAa 3HAHUM, OCHOBaHHAs
Ha MPUHATBIX CTaHIapTaX COOTBETCTBHS, IIO3BOJIIET B
pPSOKHME  peajbHOr0 BpPEMEHH KOOPJIUHUPOBATH
yIaJICHHbIC OPTaHU3AIMOHHBIC JICHCTBHS W TPYIIIIHI,
YIPaBJIATh MEXK(PYHKIIMOHAIBHBIMUA TPOIECCAMU |
CUHXPOHM3UPOBAaTh TOYKH JOCTyNa KIHUEHTOB,
KOTOpBIE€ SBJISIFOTCSI HEOTHEMIJIEMON YacThiO HOBBIX
JTOMHUHHUPYIOIIUX MEXaHHU3MOB SKOHOMHUKH. TeM He
MeHee Jaxe mnpu Hamuuuu nepenobix  UKT
KOOpJMHAIIMS M WHTErpalsi Bce eIle 3aTpyqHeHa.
Hekotopbie oTpacnu u TpeanpusTds BCe ele
HAXOJSATCSI Ha PAaHHUX CTaAMSIX Tepexoja K HOBOM
JOMHUHHUPYIOIIEH JIOTUKE, OPUEHTHPOBAHHOW Ha
WHHOBAIlMM, W BBIBOJ O IMEPEIIOMHOM MOMEHTE
OCHOBaH Ha TOM (bakTe, 4YTO BCE OTpacIU W



https://www.multitran.com/m.exe?s=%D1%86%D0%B5%D0%BF%D0%BE%D1%87%D0%BA%D0%B0+%D1%83%D0%BF%D1%80%D0%B0%D0%B2%D0%BB%D0%B5%D0%BD%D0%B8%D1%8F+%D0%BF%D1%80%D0%BE%D0%B8%D0%B7%D0%B2%D0%BE%D0%B4%D1%81%D1%82%D0%B2%D0%BE%D0%BC+%D0%B8+%D0%BF%D0%BE%D1%81%D1%82%D0%B0%D0%B2%D0%BA%D0%B0%D0%BC%D0%B8&l1=2&l2=1
https://www.multitran.com/m.exe?s=%D1%86%D0%B5%D0%BF%D0%BE%D1%87%D0%BA%D0%B0+%D1%83%D0%BF%D1%80%D0%B0%D0%B2%D0%BB%D0%B5%D0%BD%D0%B8%D1%8F+%D0%BF%D1%80%D0%BE%D0%B8%D0%B7%D0%B2%D0%BE%D0%B4%D1%81%D1%82%D0%B2%D0%BE%D0%BC+%D0%B8+%D0%BF%D0%BE%D1%81%D1%82%D0%B0%D0%B2%D0%BA%D0%B0%D0%BC%D0%B8&l1=2&l2=1

by the new economic realities and their
impacts.

HpeI[HpI/ISITI/ISI B HACTOJIIICC BpeMSI HOHBep)KeHbI
BIMAHHUEK HOBBLIX JKOHOMHYCCKHUX peaﬂﬂﬁ n #HXx
OCJIEICTBUH.

What is a Business Model?

A business model is simply the ‘way of doing
business’ that a firm has chosen: its entire
system for creating and providing consistent
value to customers and earning a profit from
that activity, as well as benefit for its broader
stakeholders. It refers to the core architecture
or configuration of the firm, specifically how
it deploys all relevant resources (not just those
within its corporate boundaries), to create
differentiated value for customers at a profit,
with responsibility to the physical environment
and society at large (profit, planet, and people).

Yro Takoe buznec-mMoaesnn?

busnec-monens-310  mpocto  "cmoco®  BeaeHHS
O6usHeca", BBIOpaHHBIA (HUPMON: BCS €€ cucTema
CO3/1aHUs ¥ 00ECTIeYeHHUs TIOCTOSHHON IEHHOCTH IS
KJIUCHTOB,  TOJNY4YeHHS  OpHOBUIM  OT  ITOH
JESTEILHOCTH, a TAKXKE BBITOJIBI JIJIsi 00Jiee KPYITHBIX
aKIIMOHEPOB. DTO OTHOCHUTCA K OCHOBHOW CTPYKTYpE
bupMBI, a UMEHHO K TOMY, KaK OHa HCIIOJb3yeT BCE
UMEIOIINECS Pecypchl (2 HE TOJIBKO Te, KOTOpBIC
HAXOMSITCS B IpeJeiax €e KOPIOPATUBHBIX T'PaHUI),
4TOOBI CO37aTh MPUOBLIbHYIO JU(HEPEHITUPOBAHHYIO
IIEHHOCTH JUTS KJIIMEHTOB, OTBEUYAIOIIYIO TPEOOBAHHSIM
OKpYXKarolen cpejibl U 00111ecTBa B 1EJIOM (TPUOBLITb,
TJIaHETa U JIFOJIN).

The innovation economy does not mean that
the business fundamentals of profitability,
competitive customer value propositions,
efficient and effective business processes (and
their reengineering), and learning and growth
objectives have changed. What has changed
dramatically, however, is the way in which
these are achieved. Historically, strategists
were not particularly concerned with business
models (see box), because each industry had a
standard model, and strategists assumed the
model in that industry; today, with the
disintermediation of traditional vertically
integrated enterprises and their value chains, a
myriad of new business models have emerged
that are different from the industrial-age
template, often making old business models
obsolete.

MHHOBanmoHHas SKOHOMHUKA HE MOJIpa3yMeBaEeT, YTO
U3MEHUJIUCh ~ OCHOBBI ~ OM3Heca, a  HMMEHHO
IpUOBLIBHOCTb, KOHKYpPEHTOCIOCOOHbIE
NOTPEOUTENbCKUE MpPeNIoKeHUs, IPPEKTUBHBIE U
JICICTBEHHBIE OU3HEC-TIPOLIECCHI (n X
PEeUH)XUHUPHUHT), LeauM oOydeHus MW pocra.
KapaunanbHO W3MEHHWJICA CHOCOO  JTOCTHIKEHHSI.
HcTopudeckn CIOXUIOCH TakK, YTO MEHEIKephbl HE
OCOOCHHO HWHTEpPECOBAINUCh OH3HEC-MOJEISIMH (CM.
BCTaBKy), IIOCKOJbKY Kaxjaas OTpacib HMelna
CTAaHJAPTHYIO MOJENb Pa3BUTUS, M YIPABJICHLBI
NPUMEHSUIM JAHHYI0O MOJEIb B CBOEH OTpaciu;
CerojiHsd, KOrja TPaAMLUOHHBIE  BEPTUKAIBHO
UHTETPUPOBAaHHbIE IPEANPUATHS u ux
IIPOM3BOJICTBEHHO-COBITOBBIE ~ LIEMIOYKU  IEepecTaln
CYIIECTBOBaTb, MOSBHUJIOCH MHOXXECTBO  HOBBIX
Ou3Hec-MoJenell, OTIMYarIUXCi OT  Mojenel
UHAYCTPUAJIbHOM 3IOXM, YTO 3a4acTyl0 JIelaer
cTapble OuU3HEC-MOAEIH yCTapeBIIUMU u
Hed()(HEKTHUBHBIMH.




