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OnybnmkoBaHo Ha LLBenuapmsa: HOBOCTU Ha PyCcCKOM fA3blke (https://nashagazeta.ch)

«llBenuapckKoCcTb» TepsaeT CBOIo
npuBneKaTesibHOCTbL? | La «suissitude»
perd de son attractivité?
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CornacHo nccnenoBaHMIO KOHCANTUHIOBOro areHTcTBa Globeone, nMnaox weenyapckmnx
6peHAoB 3a rpaHuLen yxyalwaeTcs.

Selon I’étude du cabinet de conseil Globeone, I'image des marques suisses se détériore a
I’étranger.

La «suissitude» perd de son attractivité?
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OOJDKHbI Bbl3blBaTb C/lI0Ba Swiss Made y MHocTpaHHbIX noTpebutenen. Ho 3To B Teopun, a
Ha MPaKTMKe BCE OKa3blBAae€TCA HEMHOIO MHaYye: KOHCAa/NTUHIOBOe areHTCcTBO Globeone
MPMLWJIO0 K BbIBOAY, HTO «LBENLAPCKOCTb>» (MM Swissness) TepseT CBOK
NPUBIEKATENbHOCTb 3@ FrPaHnLEn.

Cneuymnanunctbl Globeone pelwnnu y3HaTb, Kak 3a ABa nocseaHuUX roga n3MeHuI0Cb
BOCNpUATME NOHATUSA «caenaHo B LLBenuapun» y xutenen Nepmanmm, CLUA n Kutasa -
BaXKHenwmnx ansa KoHgenepaunm sKCNOPTHbLIX PbIHKOB. YToObl NpoaHann3npoBaTh
CuNbHblE U cnabble CTOPOHbI LWIBENLAPCKUX BpeHnoB, nccnepoaTtenn Boibpanm 19 mapok un
rnpoBesin oNpoc, B KOTOPOM npuHanu yd4actme 1 500 pecnoHaeHTOB B Bo3pacTe oT 18 no 69
ner.

BbISCHMNOCH, 4TO NOoTpebuTenn NpoaosKalT A0BEPAThH LWBENLAapPCKMUM ToBapaMm, HO npu
3TOM UX penyTauuns nowaTHysiacb No BCeM rnokasaTenam: KoHdenepauns notepsna 11% s
KaTeropum «KadyectBo», 9% B «[1pecTtrnxxe» n 8% B «HapnexHocTu». B uenom,
«LWBENLAPCKOCTb>» CTasia BOCNPUHMMATbLCA XyxXe: ecnu B 2015 roay 74% pecnoHOeHTOoB
MO3NUTUBHO OTHOCUJINCH K LUBENLAPCKNUM BpeHaaM, TO ABa roga CnycTs - TOJNIbKO 66%.
OencTBuTeNbHO, TPEBOXKHAA TeHAEHUNA ONA WBenLapCKux npomssogntenen.

- Attitude towards Swiss brands 2015 vs. 2017 among US, German and Chinese respondents -
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Mo cpaBHeHUto ¢ 2015 roaom, oTHOLWEHME NoTpebnTenen K «WBEeNLAPCKOCTN»
yxyawmnocb. CkpuHwoT Globeone

OcnabneHne nmnaxa LLBenyapunm Kak CTpaHbI-MPON3BOANTENS MOXKET MMETb CEePbe3Hble
nocneacTBUA A8 SKCMOPTHOWM 3KOHOMUKN. B MapKeTuHre cyuwectByeT noHATME «3heKT
CTpaHbl NpoucxoXxaeHnsa Toeapa» (oT aHra. Country-of-origin effect), korga mecTo, roe
6bin1 Npon3BeneH NPoAYKT, BANAET Ha TO, Kak noTpebutens byneT ero oueHnBaTb, byaeT
JIN CYNTATb €ro Ka4eCTBEHHbIM U, B KOHLE KOHLLOB, KYMUT JIn OH ero. [lpyrumm cnosamu,
penyTauma ToBapa HaXxogUTCA B MPSIMON 3aBUCMMOCTUM OT penyTaunmn CcTpaHbl. 3TOMY
3hbhekTy Mbl 0683aHbl CTEPEOTUMNAM O TOM, YTO INIEKTPOHUKY HY)>XHO MOKYNaTb Y AMOHCKUX
npon3BognTenen, TEXHNKY - y HEMELKNX, a Cbip - Y LUBENLAPCKMX. B 0QHNX CyYasaX 3Tu
wabnoHHble NpeacTaBAeHNSA MOMOratoT NPOABUIraTh U NpoAaBaTb MPOAYKT, a B APYruX,
HanpoTWB, MeLatoT.


https://www.globe-one.com/wp-content/uploads/2018/06/180613_Image-of-Swiss-Brands-2018_ENG_ONLINE.pdf

CornacHo onpocy, 3a nociaegHne ABa roga ToJ/IbKO CTpaxoBas KoMmnaHua Zurich Insurance,
KoHUepH Swiss Life n 6aHk Credit Suisse yny4wnnm cson MMUAX B rja3ax MHOCTPaAHLEB.
CaMbIMK y3HaBaeMbIMK LIBENLLAPCKUMN MapkaMu cTanun Nestlé, Nescafé n Rolex, a o Tom, B
KaKoW CTpaHe HaxoaaTcsa wrab-kBapTmpbl Emmi, Swiss Re n Glencore, 3HaeT TOJIbKO NsATas
4aCTb OMNpPOLUEHHbIX. HeMeuKne cocenmn ny4ylie BCeEX 0CBEAOMJIEHbI O LLUBENLapPCKUX
6peHpax, HO, NpWN 3TOM, UMeHHO B FepMaHun y LLiBenuapun HabnogatoTcs camble 6onbLine
penyTaunoHHble npobsiemMbl: UMNOXX Swiss Made NONOXKUTENbHO oOUueHUAN ToNbKO 38%
HeMueB. B To xe BpeMs NONOBUHA KUTANCKUX N aMEPUKAHCKUX PECNOHOEHTOB faXKe He
noragbiBaeTcs, roe npomssoaatca Victorinox, Swatch, Lindt, Omega n 60nblWINHCTBO
APYrnx Mapok, HoO caMun BpeHabl y HUX Ha XopoLueM cHeTy. Bce 3To roBopuT O TOM, 4TO
oTAesiaM Nno CBA3AM C 06LLEeCTBEHHOCTLIO MHOMMX KPYMHbIX LWBENLLAPCKUX KOMMNAHUN,
BO3MO>XHO, HY>KHO rnepecMoTpeTb cBon PR-cTpaTeruu.

YavBuTenbHee BCEro To, YTO MHOIMMEe MHOCTpPaHLUbl HE BOCNpUHUMalOT KoHdeaepaumio Kak
CTpaHy MHHOBaLMN. 1 3TO HECMOTPSA Ha TO, 4TO ByKBaJIbHO Ka)XAbl AEHb WBENLapcKne
y4YyeHble fenatoT o4yepenHoe OTKPbITUE, @ TEXHONOrMYecKme ctapTanbl 34eCb pacTyT, Kak
rpmbbl mocne foXxas. YNpasasoLwWwmn napTHeEpP Lopuxckoro oguca Globeone KapunHa
XaycBasbf CBA3bIBAaeT 3TOT (peHOMEH C HENpPaBUJIbHO BbICTPOEHHON KOMMYHUKauumen. Mo
€e MHEeHMUo, WBenuapckme KOMNaHUM LOSHKHbI LOHOCUTb A0 KJIMEHTOB, YTO OHMU
NMPUMEHSAIOT MHHOBALMOHHbLIE MOAX0Abl N UHBECTUPYIOT B UCCIef0BaHMA N pa3paboTky.
NHave, nHocTpaHubl Tak n 6yayT npeboiBaThb B 3abnyxaeHunun, 4To LLBenuapuns - 3To
arpapHas cTpaHa, B KOTOPOW KPOMe KOPOB C KOJIOKOJIbYMKAMUM U HaCOB C KYKYLLKOW
6onbLle HNYero Her.

LLiBenuapus
CtaTbn no Teme

[MpaBO Ha «LIBENLAPCKOCTb>»

Swissness wBenuapckoro ka4yecTea

«CpenaHo B LlIBenuapuun» - 3a 6onee crporum otbop

TpeboBaHua K «CaenaHo B LliBenuapumn» yxectodatorca ¢ 2019 rona
MyTewecTBMe B CKa3Ky LIBENLIAPCKOr0o KayecTBa
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