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®UHAHCOBAS CTPATET WS PA3BUTHS HE®TETA30/IOBBIBAIOIIIAX OPTAHU3AITAN
" EE OBYCJIOBJIEHHOCTB OT ®UHAHCOBBIX PUCKOB

lymuaoa B.M., Kaparaes A.C.

I'BOY BIIO «Cyprytckuii rocynapctseHsbii yausepeuter XMAO-FOrpsi», Cypryt, Poccus,
(628400, Cypryr, mp. Jlenuna, 1), e-mail: ver-dim0810@yandex.ru; karataev86@mail.ru

B nocieHue rojipl yrpapieHne pUCKaMy CTalo OZHOW M3 BOKHEHIIMX (DyHKIHMH CTPaTErHIecKoro YIpaBiIeHHUs Op-
TaHM3aIMeH, OT BBINOIHEHNS KOTOPOH 3aBUCHT 3(h(eKTHBHAS KU3HEASSITEIFHOCTD JIAXKe CaMBIX YCIICIITHBIX U3 HUX, TAKUX
Kak OpraHm3aluy Hedrerazono0siBatomeid orpaciy. OCHOBHBIE HAPABICHHS KOPIIOPATHBHOM CTpaTern pa3BUTHS HedTe-
ra30100bIBAIOLIEiT OPraHU3alMi aBTOPAMH PACCMOTPEHBI B pa3pese CeayomuX chep IpOU3BOICTBEHHOTO [IMKIIA: I0ObIYH
He()TH U raza, repepaboTKH He()TH U rasa, SHepreTuueckor cepe u cdepe cobiTa NPOIYKIMHU. XapaKTepHU3ysk OCHOBHBIE
HaIpaBJIeHNs KOPIIOPATHBHON CTpaTeruy pa3BUTHS HeTera3omo0bIBatoIeii OpraHu3aIiy 10 CTa VsIM IIPOU3BOACTBEHHOTO
LIMKJIA, B IAHHOH CTaThe MACHTU(HIMPOBAHbI (PUHAHCOBBIC PUCKH, BHITEKAIOLINE U3 KPyra PelIaeMbIX CTPATerHYEeCKUX 3a-
Jia4. ABTOpaMH CTaThH BbIIEIICHBI IPHOPUTETHBIC HATIPABIICHNS Pa3BUTHS (PMHAHCOBOM IEATEILHOCTH HeyTerazono0biBato-
IIel OpraHu3alvK IpH pa3padoTke ee pUHAHCOBOH cTpaTterku. Ha ocHOBaHMM pacCMOTPEHHON XapaKTEPUCTHKH OCHOBHBIX
6110K0B 001IEelt (hPHHAHCOBOM cTpaTerny He(hTera30100bIBAIOIICH OpraHU3aIliH MPEICTaBICHA MOIEIb TI0ITAITHOTO (hPOPMH-
POBaHMUS CTpAaTErNUECKUX LieJiel (PHHAHCOBOW NEATENFHOCTH He(TETa30M00bIBAIOIICH OPTraHI3aIiH.

FINANCIAL STRATEGY OF OIL AND GAS ORGANIZATIONS AND CONDITIONALITY
OF FINANCIAL RISKS

Shumilova V.M., Karataev A.S.

GBOU VPO «Surgut State University» (628400, Surgut, avenue Lenina, 1),
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In last years, risk management has become one of the most important functions of strategic management of the
organization, from performing vital activity that determine the effectiveness of even the most successful of them, such as
organizations oil and gas industry. The main directions of the corporate strategy of the oil and gas organizations, the authors
examined in the context of the following areas of the production cycle: oil and gas production, oil and gas, energy sector and
the world of marketing. Characterizing the main directions of development of oil and gas corporate strategy organization
stages of the production cycle, in this article been identified financial risks arising from the circle of critical strategic objectives.
By the authors highlighted priority areas of financial activity in the development of oil and gas organization of its financial
strategy. Based on the review the characteristics of mainframes overall financial strategy of oil and gas organization, a model
of the gradual formation of the strategic objectives of financial activity of oil and gas organizations.

OINITUMM3AIIAU BYXTAJITEPCKOI'O YUETA JIJISI EJTEA HAJIOTOOBJOXEHUS
Ilernos B.IO.

MI'Y (Tlen3eHckuii rocyaapcTBeHHbIN yHUBEpcUTeT), [Ten3a, yin. Kpachas, 40, Poccusi, E-mail: cnit@pnzgu.ru

ITpuBeeHBI METOIBI M CIIOCOOBI HAIOTOBOH ONTHMHU3ALIMH. J[aHHBIC METOIBI TIPUBEICHBI [JIsl TIOBBILICHHS () (hEKTHB-
HOCTH M peHTa0eNbHOCTH OM3HECa. [TIaBHOM IeNbI0 aHAIM3a HAJIOTOOOIOKEHUS SABISIETCA pa3padoTka peKOMEHIAIHH 110
ONTHMH3ALMHU B KPATKOCPOYHOM H JIOJITOCPOYHOM Tieprozie. MI3BeCTHO, YTO HAJIOT Ha HMYIIIECTBO IUIATAT C OCTATOYHOI CTO-
HMMOCTH OCHOBHBIX CpeZicTB. UeM OHa MeHbIIle, TeM MeHbIIe CyMMa Hanora. [Ipidem npu pacuere Haiora yanuThIBaeTCs Ta
CTOMMOCTb UMYIIIECTBA, 110 KOTOPOW OHO OTPAXKEHO B OyXranrepckoM y4ere. [103ToMy Jutst CHIKEHHSI HaJIOTa Ha HMYIIIECTBO
PEKOMEH/TYeTCsl B KOHIIE OTYETHOTO T0/1a MPOBECTH YIICHKY TeX OCHOBHBIX CPEJICTB, PIHOYHAS IIEHA Ha KOTOPBIE CHU3HJIACH.
3aMeTHM, YTO UMH MOTYT OBITh PAKTHYECKH JIFOObIe OCHOBHBIE CPEICTBA. B uacTHOCTH, Ha/10 yIEHHTH OQUCHYIO TEXHUKY
(HarmpuMep, KOMITBIOTEPBI, IIPUHTEPBI, KCEPOKCHI — IIEHBI Ha HUX CTAOMIBHO CHIDKAIOTCS M3 TOIa B TOT), MEOEIIb, TPAaHCIIOPT
u 1p. Besycnosro, hopMupyst Mofens pelieHnid 1o yIpaBIeHHI0 OCHOBHBIMY CPEJICTBAMH, HEOOXOMMO YUHUTHIBAThH KaK
BHEIIHKE, TAK U BHyTPEeHHHE (akTopbl. ClieyeT ONnpeaenTh, Kakas 4acTh MOCTYIHBILINX PECYPCOB JOJDKHA ObITh OT/aHa
Ha 3aKyIKy 0OOpYZIOBaHMsI, a KaKyl0 4acTb HANPaBUTh B KAaYECTBE BIOKECHMI JUIS KAITUTAIBLHOTO YITyYIICHHUS OCHOBHBIX
CPEJICTB, YTO HEMAJIOBAKHO ISl AD(EKTHBHOTO Pa3BUTHSI M COXPAHEHHS X TTOTEHIIHAIA.

OPTIMIZATION OF ACCOUNTING FOR TAX PURPOSES
Shcheglov VY.
PSU (Penza State University), Penza, Ul Red 40 Russia, E-mail: cnit@pnzgu.ru

Are the methods and ways of tax optimization. These methods are to improve the efficiency and profitability of business.
The main purpose of the analysis of taxation is the development of recommendations on optimization in the short and long term.
It is known that the property tax is paid on the residual cost of fixed assets. The lower it is, the less the amount of tax. Moreover,
when calculating the tax is taken into account the value of the property on which it is reflected in accounting. Therefore, to reduce
the property tax recommended at the end of the reporting year to hold a markdown of the fixed assets, the market price of which
decreased. Note that they can be practically any fixed assets. In particular, we have to reduce the price of office equipment (such
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as computers, printers, copiers - their prices are falling steadily from year to year), furniture, transport, etc. of Course, creating
a model of decisions on asset management, it is necessary to consider both external and internal factors. You should determine
which part of the received resources should be given to the purchase of the equipment, and what part to send as attachments for
capital improvements of fixed assets, which is important for the effective development and preservation of their capacity.

PEKJIAMA ¥ ITPOITATAHJIA KAK OCHOBHOM MHCTPYMEHTAPHI
MNPOABUKEHUA TOBAPOB HAHOUHAYCTPUN

SIxoBJieB A.P.

OI'AOY BIIO «Bonrorpajckuiil rocyiapcTBeHHbIN yHUBepcuTeT», Bonrorpan, Poccus
(400062, r. Bosrorpan, np-t Yausepcuretckui, 100), e-mail: yakovlef@gmail.com

B crarbe aHAIM3UPYIOTCS OCHOBHBIE MHCTPYMEHTHI POIBIIKEHNUS TOBAPOB HAHOMH/IYCTPHN Ha PETHOHAIBHBIA PhI-
HOK. CJienaH akIeHT Ha JIBYX OCHOBHBIX MHCTPYMEHTAX — peKJiamMe M Iporaranse. IIpeanararoTcst OCHOBHBIE HAIpaBlie-
HHSI CTPATErnH NPOJIBIYKEHHS TOBAPOB HAHOMH/TYCTPHHU Ha OCHOBE BHIOPAHHBIX HHCTPYMEHTOB. AHAIN3HUPYETCS IMHAMUKA
TIOSIBJICHHS] HOBBIX TOBApOB HAHOMH/yCTPHU Ha OCHOBE CTATMCTHYECKNX JAaHHBIX. [IPUBOATCS JAaHHBIC O PaCIIpEaeICHHI
TOBApOB HAHOWHIYCTPUH TI0 Pa3INYHBIM cerMeHTaM. B pabore ompeneneHa menb pa3pabOTKU CTPATeruy IPOJBIKCHHS
TOBApOB HAHOMH/IYCTPUH Ha PETMOHAIIBHBINA PHIHOK. J{eIaeTcst BBIBOJ O TOM, YTO B PaMKaX IPOIPAMMBbI ITPOJIBIKCHHS TO-
BapOB HAHOMH/YCTPHY Ha PHIHOK HEOOXOAMMO OPUEHTHPOBATHCS HA PAIOHAIBLHBIC MOTHBBI, PACKPBIBAst IOTPEOHTENBCKIE
LEHHOCTH ¥ BO3MOXKHOCTH TOBAapOB HAHOMHYCTpHH. OCHOBHOM CMBICIIOBOIT OCHUT KOMMYHHKALIMK JIOJDKEH KOHIICHTPH-
poBarh BHUMAaHHE aJjpecara Ha TOM, 4TO TOBAapbl HAHOMH/IYCTPHH — 3TO HEUTO OOJIbIIIEE, YEM IPOCTO OUEPETHOM BEICOKOTEX-
HOJIOTWYHBIIA TOBap, OH 00J1a/1acT KOHKYPEHTHBIMH MpenmytiecTBamu. HeoOxommo GpopMUpoBaTh MOI0KUTENBHBIN 00pa3
TOBAPOB HAHOMHYCTPUU B MTHAUBUYaJIbHOM CO3HAHUHU, Pa3pylIaTb HETATUBHBIC CTEPEOTHUIILI U PA3BEUBAThH OITACCHUS.

ADVERTISING AND PROMOTION AS A BASIC TOOLS OF DIFFUSION
A GOODS OF NANOINDUSTRY

Yakovlev A.R.

Volgograd State University, Volgograd, Russia (400062, prospect Universitetsky, 100), yakovlef@gmail.com

The main tools to regional market promote of nanotechnology products are analyzed in the article. Emphasis is
placed on two basic tools - advertising and promotion. Basic lines for strategies to promote nanotechnology products
based on selected tools. The dynamics of new nanotechnology products on the basis of statistical data. The data on the
distribution of products of nanotechnology in various segments. The paper defined the goal of developing strategies
to promote nanotechnology products to the regional market. It is concluded that the program promoting products of
nanotechnology to the market must be guided by rational motives, revealing consumer values and opportunities of
nanotechnology products. The basic premise of semantic communication should focus on the destination that the goods
nanotechnology - is more than just another high-tech product, it has a competitive advantage. Efforts to foster a positive
image of nanotechnology products in the individual consciousness, destroy negative stereotypes and dispel fears.

9KOHOMMWYECKOE MOJAEJUPOBAHUE JOIIYCTUMBIX TEMIIOB POCTA OFBEMOB
nPOU3BOACTBA U MPOJAXK INPEANPUATHA B MIPOIECCE IVIAHUPOBAHUSA

SIxoBieB A.C.
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B crarbe mpesicTaBieHbl OCHOBHBIE MPHHIMIIEI MOIENIHN ONPEEIEHHUs TITaHOBBIX TEMIIOB YKOHOMUUYECKOTO pocTa
NPEINPUSTHS, CBSI3aHHON C PacyeToM IIEJIEBOTrO ITOKA3aTelsl, C YIETOM BBINOIHEHHsI TPEOOBaHN cOANTaHCHPOBAaHHOCTH
U YCTOMYUBOCTHU JEATEILHOCTU opranu3anuu. [lo pesynasrataM paccMOTpeHust ACHCTBYIOLIECH TEOPETUKO-METOAUYECKOM
0a3bl, Kacaromeiicss BOIPOCOB MOJICTIMPOBAHUS U OTMPEASNICHHS TEMITOB SKOHOMHUYECKOTO POCTA TPEANPHATHS, CIETAHBI
BBIBOJIBI U TIPE/UIOKEHBI 6a30Bble peneHns. Ha ocHOBaHMM M3YYEHHBIX MOJIENEH U ¢ y4eToM 0coOeHHOCTeH Hanbomee
HPOTrPECCUBHBIX U3 HUX, NPEIOKeHa COOCTBEHHAsI MOJISIIb TUIAHUPOBAHMS JIOIYCTHMBIX TEMIIOB POCTa 00beMa IPOoH3-
BOJICTBA M ITPOJIAK MPeAnpHsTHsL. PazpaboTan aaropuT™ INIaHUPOBAaHUS IKOHOMHIECKOTO POCTa, OTIMCAHEI €0 OCHOBHEIE
ocobeHHOCTH. B cTaThe Takke yKa3aHbl OCHOBHBIC COCTABIISIONINE SKOHOMHIECKOTO d((eKTa OT MPUMEHEHNST MOIEIN
TUTAHUPOBAHMUST SKOHOMHYECKOTO POCTa HA OCHOBE pacueTa JAOMYCTUMBIX 3HAYEHHUH SKOHOMHYECKHX MOKa3aTemneil.

ECONOMICAL MODELLING OF ACCEPTABLE GROWTH RATE OF PRODUCTION
AND SALES OF A COMPANY IN A PLANNING PROCESS

Yakovlev A.S.
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The article presents the main principles of the model determining the planned rates of economical growth of
an enterprise related with the calculation of the target coefficient in accordance with the requirements of balance and
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