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The impact of regional image on the formation of the stable regional community 

The article studies the reasons for the negative image of the Russian Far East and analyses the current images exist in the region and behind its limits and their impact on the formation of a stable regional community. 
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Today the connection between the success of social-economic development of the region and its image, the existence of a stable regional identification has become more obvious. Economists, political scientists, managerial workers and statesmen speak and write about the significance of regional identification. 
As a rule, the design of territorial image proceeds from a certain key peculiarities of the territory, which goes into the system of social communications, influencing other participants in social communication.

In this case the Russian Far East is in difficulties. Traditionally, according to history, the social imagery of the territory has become a negative image. Even the name of the territory shows its remoteness not only from the centre of the country but also from the centre of anywhere. We do not question how this corresponds to facts. Another issue is more important. This sense is rooted in the consciousness both of the citizens of the region (the first target group) and the central public authorities (the second target group). This raises the persistent desire of the population to transmigrate “closer”.  Similarly, the “boundless scope” of the Russian Far East turns into “tenantless undeveloped territory”, the image of an “advanced post” in the 1990s was the basis for a display of xenophobia: But nowadays this is contradicted by both the idea of a “transit region” and the idea of a “free economic zone”. Even the traditionally positive image of – “the gates to the Pacific Region” is more often combined with the super-imposed image of a  “corrupted region” and correlates  not with the geographical location but rather with the idea of a “generation squandering resources”.

The process of image formation should involve an integrated information- communicative effect which includes media relations, PR and advertising campaigns and public events. Public relations in this process are aimed at the formation of positive attitudes to the subject as image bearer in relation to the perceived object. However, for the Russian Far East this activity is considerably complicated. Here, the image is built not on blank space but on conditions of conflict of the interests and imagery of the region. 

The reasons for such misunderstanding (the breach in social communication) lie in the sphere of the territorial image. In essence, there were three uncoordinated territorial images designed, which came into conflict with each other.

· The first image – for “internal use” was composed of such concepts as a “rich region”, “the sun rises in the east”, “the future of Russia” etc. The image of an advanced post, which has not been prevailed since the end of the 1990s remains in the idea of “Europe in Asia”, keeping regional population at a political distance the from the nearest neighbors, (“the citizens of Russia”) 

· The second image is for transmission to the countries of North Eastern Asia and the wider Pacific Region. Here regional riches are combined with the idea of the cheapness and cultural proximity of the Russian Far East and the countries of North Eastern Asia. This image, as the previous one, was based on the real state of things. Raw products of the region cost much less than in the nations of competitors, which had to “compensate” for some legal “peculiarities” of the interaction the Far East of Russia in the opinion of their partners. Documentation was compensated by the advantages of contracts. Moreover in the frontier space the entire business of “interpretation” of the Russian Far Eastern rules of play into the language of international trade (customs brokers, fictitious firms, logistics centers etc) were formulated.
· Тhe third image was oriented to “the West”, to the central authority. Here catastrophic motives prevailed; “the population decline”, “the failure of manufacturing”, “demographic pressure” and “the lack of funding” etc. This regional image was not false either. Indeed, during the years of reforms the region lost more than 10% of the population and some territories (for example, the Magadansk area) more than 50% of the population. Despite the regional redundancy in the Soviet period, the prevalence of non-paying businesses was discussed less actively at that time it was these manufactures which appeared in official records. Paying businesses was in a “grey zone” and according to accounting rates did not differ much from not-profitable business. This is why the Russian Far East in official records appeared as a depressed region on average with a complicated foreign-policy and climatic situation.

The impossibility of combining these images of the region into an integral image caused communication failure, which was shown in “tightening the screws”. This led to quite predictable results: production cutbacks, the intensification of the migratory readiness of the population, and protests in the Primorsk territory and the Amursk area. All these events which took place in 2007 – 2009 “were written off” to the world financial crisis. However, it should be noted that the Russian Far Eastern events cannot be explained by the consumer and financial crisis in the USA only. Radical changes of the socio-economic form of cooperation and the disappearance of social networks, which had been dominant for more than a decade in the region, are rather more important. The new kind of activity, concerning federal projects, is perceived as only temporary.  

Here, there is an urgent need not only to solve the problem of the moderation of social and economic contradictions, but to coordination of the regional images within the framework of an integrated image which will help to change the solution of tactical problems.
For this it is essential to define the common element in each variant of the regional images and, simultaneously to find something that could be the basis of the Russian Far East position, the basis of understanding its unity. Without this all economic actions will be unable to get any support and population mobilization.

In other words, the serious activity of rethinking the current regional images and combining them into a united image is important. The regional image is an integrated result of communication initiated by different subjects and realized by means of various channels. Working on the image cannot be done only by the media coverage of the economic strength and regional prospects. Moreover, according to research, the number of publications does not determine the effective strength of regional promotion. Apart from media relations, such PR-tools as organizing exhibitions, official visits of different delegations, realizing important economic and cultural projects has significant meaning in image formation. Such a system of measures will help to promote the region more effectively, to develop publicity among strategic target groups. 

It is important to note that the use of marketing communication for the creation of a positive image of the territory is conducive to the success of enterprises located here but it has meaning also on the national level. The making of image of the regions may overcome stereotypes and prejudices against both regions and Russia.

So, what is an image? It is clear that it is a complex subjective idea in the mass consciousness about a certain territory. It is the first thing that comes to a person’s mind when he or she is asked about any region – it is its geographic position, the idiosyncrasy and mentality of its population and its cultural originality. So, in Russia due to its large size; geographic, climatic, national and other diversities play an active role in image making. The last statement to our mind is especially directed towards the business community. From the perspective of business the regional image is determined by its macroeconomic characteristics, the existence and successful functioning of industrial facilities, the remoteness from other large industrial territories, the developed infrastructure, the regional role in the national economy and the character of mutual relations with the federal centre etc. However, even in the business environment the regional image is significantly determined by factors of a “subjective” nature and the current system of stereotypes.

Image formation is a time consuming task. Global experience of positive regional image formation allows us to choose tools which are used to anchor several features in the public consciousness: 1. The natural and climatic peculiarities of the region; 2. The  historical-cultural traditions of the region and their careful maintenance and reproduction; 4. The economic and social situation of the region which is supported by long-standing traditions of regional identification; and territorial personification through iconic figures – politicians, writers, historic persons etc.

Though the process of image formation supposes definite formed influences upon target groups, the image cannot be made in contradiction to current expectations and perceptions. Thus, in the process of image making it is necessary to take into account the image which has already been in mass consciousness. Only in this case is it possible to form necessary perceptions about a region in the consciousness of target group representatives. 

The first step of this work is to make an audit of the territorial image – SWOT-analyze. Only then may we start to draw up a program of image making. For objective assessment of an image scientists usually do complex social research where they use not only mass surveys with representative samplings but also expert opinions. The purpose of such research is to elicit hidden determinants which identify attitudes towards the region, and show possible barriers of perception of the required image.

A well-done image audit allows us to make a “reputation card”, to define the main “problem areas” and some positive features of perception.  The next step is to draw up a strategy of communication, which is aimed at correcting the current image in the target group consciousness, leading to the necessary image.  The attained success in such a case will bear on the positive peculiarities of the regional perception and as far as possible will neutralize previous negative stereotypes.

At the beginning of the 2000s unfavorable images of many regions on the federal scale reduced the activity of investors in the regions and caused difficulties for distributors beyond the regional level. Many regions, especially those which were far from the centre, were accepted as areas which were not far from a “wild capitalism” or in other words not far from uncivilized methods of conducting business.  

The research has shown that one of the most important tasks is first of all to improve the current image in the consciousness of the citizens of each of these regions. It is their own negative stereotypes towards their own region that are transmitted outside their regions.

Analyzing the situation in the Far East of Russia, first of all, we notice the traits of current image which prevent the region from clear proclamation of its position, and prevent the government from the understanding the regional peculiarities. To our mind, this trait is the “poverty” of the region which is actively used by the Jewish Autonomous Region and the Primorsk territory administrations for the purpose of getting federal support. Although profitable in the short-run perspective this strategy does not allow the region (as part of the Russian Far Eastern Federal District or as a federal subject) to set forth conditions, and to demand taking its interests into consideration.  By labeling themselves as socio-economic dependents, regions are initially deprived of the possibility of making strategic planning, they may develop somewhat but not barely survive.

The image of an outpost or a tower also has a negative influence in some respects: 

· It sets obstacles to full-fledged integration within the Pacific Region by forming a negative attitude to labour migrants into the territory of the Russian Far East and causing problems in cross-border cooperation.

· It sets a motive “of having a grudge against Moscow” which obstructs formation pf independent policy strengthening migratory readiness.

· It leads to the domination of the director corps of the Military industrial complex and the generals of the Russian Far East Region in the ideological regional space which limits features written above.

The best possibilities for regional image formation integrating three of the images gives the Far Eastern conception of the “trading station” of Russia in APR [1]. Today this conception is transmitted rather actively outside Russia, but is minimally used inside Russia for regional residents. The reasons are obvious. The image of an outpost gives more political quota of profits in the short-run perspective. It allows regional leaders to realize the mobilization of populations “against China” and “against Moscow”. Moreover local leaders share the regional mythology. But “anti-Chinese” and “anti-Moscow” myths are deeply rooted in the region. 

Thus, taking into consideration all the usefulness of the image of a trading station, it cannot be introduced as a basis for the Russian Far Eastern complex image as it is. But today there are opportunities to widen the complex image thanks to the regional press. The image of cross-border cooperation has appeared in some works including the works of M. Y. Shinkovskiy, in the collective monograph under A.G. Granberg and others [2]. The geographic position of the region is considered as a positive factor in spite of the climate and remoteness. P. A. Minaker points out that closeness to China, Japan and the republic of Korea is not only “a risk” and  “a challenge” for the Russian Far East but is also “an opportunity” and “an additional resource” which can lead to successful trade collaboration in local products [3]. 
The idea of special cultural status for the Russian Far East circulated in the local press and scientific works is also important. The nearness to North Eastern Asia is either spatial or cultural. The peculiarities of the Russian Far East and its differences from other Russian regions are understood as the interpenetration of Russian and Chinese cultural elements. Social segments oriented to cooperation appear on both banks of the Amur River. Expert interviews report on dozens of firms organizing cross-border communication (especially in the Amursk region and the Primorsk territory) and the appearance of ramified leisure and social spheres. 

The forms of cooperation are becoming more complicated and diverse. They include cross-border economic cooperation, an active exchange in scientific and educational spheres, and a cultural exchange of creative teams. The most frequent product of scientific export from Russia is technological development. The list can be endless. The necessity of cooperation with the countries of North Eastern Asia is the highest in the trans-border region and can make the situation in the region more stable and make a basis for realizing Russia’s unique Eurasian mission.
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