Concept note / KoHuenuus

Expert Seminar
“Marketing of Handicrafts: old
concepts and new approaches”

Time: February 4-5, 2021

Format: hybrid (in-person in
Petrozavodsk and via VCS), live
streaming on YouTube available

Work languages: Finnish and Russian,
interpretation provided

Room capacity for in-person
participation: max. 20

Number of remote participants:
unlimited via VCS

Target groups: craft experts, researchers,
businessmen, universities, authorities

Geography of participants: Experts from
entire Finland, Republic of Karelia,
northwest Russia, Moscow

Objectives:

1.  Discuss and theorize the most
important topics for the development of
handicraft businesses in the North
e Elaborate on a joint understanding
of the needs, opportunities and
common topics for craftsmen
across the border
e Set up common goals and
priorities, identify the features of
the current situation and the means
of improvement

2. Substantively contribute to the
products of the project Northern Crafts
ID: educational programme, business
consultancy, life-long education
opportunities for craftsmen and other.

IKcnepTHBIN ceMuHap «MapKeTHHT
peméces: cTapbie CMbICJbI H HOBbIE
MOAXO0AbI»
Jatbi: 04—05 despans 2021 r.

dopmart: ruOpuIHbINA (JIMYHO B
r. [lerpo3aBoacke u yepes VCS),
JIOCTYyTHA MpsiMasi TPAHCIISLMS Ha
YouTube-kanane.

Paboumne A3bIKM: GUHCKHI U PYCCKUH,
MEPEeBOJ IPEAOCTABIISIETCS

BmecTumocTh 3aJ1a 119 JIMYHOTO
yuyactus: MmakcumyMm 20 yenoBek

Koin4yecTBo y4YaCTHHKOB HA
yAaJIeHMH: HeorpaHuyeHHO uepe3 VCS

LlesieBbIe rpynmnbl: 3KCIEPTHI-
PEMECIIEHHUKH, UCCIIEIOBATEINH,
OM3HECMEHBI, YHUBEPCUTETHI, OPTaHbI
BJIACTH

I'eorpagus y4acTHUKOB: SKCIIEPTHI CO
Bcell Teppuropur OCUHIISHINY;
Pecny6nuka Kapenus, ceBepo-3aman
Poccun, Mocksa

Henu:
1.  OOcynuTb U TEOPETHUECKU
000CHOBaTH HAaNOOJIEE BAYKHBIE TEMBI JUTS
Pa3BUTHS PEMECIICHHOTO OM3Heca Ha
Cesepe
* JlocTHub OOIIETO MOHUMAaHUS
OTpeOHOCTEM, BOBMOKHOCTEH U
0OIIMX TeM JIJI1 MacTepOB I0 00¢
CTOPOHBI TPAHMIIBI
* YCTaHOBUTH OOIIME IIETIN U
MIPUOPHUTETHI, ONIPEACITUTh
0COOEHHOCTH TEKYIIeH CUTyalllu U
CpEeICTBa YITyUIICHUS
2. ConepxaTenbHbIN BKJIA B
pasznuYHbIC IPOAYKTHI poekTa «Ko
CEBEPHBIX pemMEcei»: 00pa3oBaTelIbHAs




Concept note / KoHuenuus

3. Share best practices of craft
business marketing strategies and product
development across the border. Discuss
how a customer-centered approach can
advance sells and economy

nporpamMma, OU3HEC-KOHCYJIbTAIINH,
BO3MOXXHOCTH HEIPEPHIBHOTO
00pa3oBaHus JJIsl MACTEPOB U JAPYroe

3.  IlomenuThcs MTydIIMMu
MPaKTUKaMHU B 00JIACTH MapKETUHTOBBIX
CTpaTeruii peMeCIeHHOTO Ou3Heca 1
pa3pabOTKU MPOIYKTOB 3a TPAHUIICH.
OO6CynuTh, KaK OJIXO/I,
OPUEHTUPOBAHHBINA HA KIMCHTA, MOKET
CIIOCOOCTBOBATH YBEIIMUYCHUIO TIPOIAXK U
SKOHOMUKH
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Day 1: International context

Agenda:

1. Marketing and branding

a. How to respond to changing behavior
of customers?

While responding to the varying
customer behavior and operating in the
changing realities of the market,
craftsmen are constantly learning new
tools of advancing sells and promoting
their businesses. This section will
discuss different approaches from
increasing the range of products to
improving their quality and rebranding.
Sometimes a slightly changed design
might make a difference, while in other
cases there is a need to re-consider
marketing strategies, abandoning old-
school methods and go digital,
innovative and global.

b. International Brand of Northern
Crafts: how to benefit across the border?

Neighboring areas of Finland and
Russia have a lot of in common
throughout heritage, languages,
traditions, arts and crafts. Building on
these common properties craftsmen can
create a cross-border brand and benefit
from cooperation and joined positioning
in a globalized world instead of
competing with each other. While
including a system of unique standards
and shared features, the brand will stress
the many local variations that exist in
the region. This section will elaborate
on the components of such brand and
the next steps towards its creation.

Jenb 1: MesKIyHAPOAHBIH KOHTEKCT
IloBecTKa NHA:
1. Mapkemunz u openounz

a. Kakpeaeupoeamb HA U3MEHEHUe
6 N0BEOCHUU KIUCHMO8?

Pearnpys Ha MeHsromeecs
MOBEJICHUE KJIMEHTOB U paboTasi B
MEHSIOIINXCS PEATHIX PhIHKA,
MacTepa MOCTOSHHO OCBaMBAIOT
HOBBIC HHCTPYMEHTHI JIJIs
YBEITUYCHUS TIPOJIAXK H
MPOJIBUKEHUSI CBOEro Ou3Heca. B
ATOM pa3zzene OyayT pacCMOTPEHbI
pa3IUYHBIC TOAXOBI: OT
YBEJIMYCHHS aCCOPTUMEHTA 0
MOBBIIICHUS KAYECTBA MPOAYKTOB U
pebpenaunra. MHorma HemMHoro
M3MEHEHHBIN IM3aliH MOXET UMETh
3HAUCHUE, B TO BPEMsI KaK B JIPyTUX
CiIy4asix HE00X0UMO MEePECMOTPETh
MapKETUHTOBBIEC CTPATETUH,
OTKa3aThCsl OT CTAPBIX METOJIOB U
nepenTy Ha MUQPPOBHIE,
WHHOBAIMOHHBIC U TJI00aTbHBIC.

0. Meorcoynapoonwlii bpero
CeBEpPHbIX peMécel: KaK Noy4ums
npuoOBLIL U3-3a 2PaAHUYbL?

Cocennue ctpanbl, QUHIAHAUS U
Poccus, numeror MHOTO 00111eT0 B
HACJIC/INH, S3bIKaX, TPATUITUX,
HCKyCCTBE U peMmécnax. Mcnonb3ys
AT OOIIHE CBOMCTBA, MacTepa
MOTYT CO3/1aTh TPAaHCTPAHUYHBIN
OpEeH/T ¥ TIOJTyYHUTh BBITOJTY OT
COTPYJHHYECTBA K COBMECTHOTO
MO3UIIMOHUPOBAHUS B
rJI00aTM3UPOBAHHOM MHPE BMECTO
TOTO, YTOOBI KOHKYPHUPOBATh IPYT C
npyrom. Bxitouas cuctemy
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2. Panel discussion “Crafts and

storytelling”

a. Connections between crafts and
traditions of families, peoples and
locations

Any craft business does not only sell a
product but offers a personal story or
draws on cultural connections with the
local culture and tradition. Crafts
entrepreneurs will share their success
stories and experiences and discuss
different approaches on how storytelling
can enrich business strategies.

b. Craftsmen in global pandemics:
stories about creativeness and
innovativeness confronting challenges

Global crisis is a time of challenges and
opportunities, depending on how
creative and innovative economic
players are. This section will develop
knowledge building on craftsmen’s own
experience and personal stories of
successful adaptation of their businesses
into the new realities of the pandemic.
For example, some craftsmen redirected
their sells and marketing strategies
towards digitalization of their
businesses. Others used the pandemic to
diversify the range of products and learn
new techniques and invested in the
quality and design of their products.

3. Service design and raising prestige of

the manual labor

YHUKQJIBHBIX CTAHIAPTOB U OOIINX
XapaKTePUCTHK, OpEeH]T
NOA4YEPKUBACT MHOKECTBO MECTHBIX
BapHaIni, CylecTBYIOIINX B
peruoHe. B aToMm paznene OyayT
MOAPOOHO PACCMOTPEHBI
KOMITOHEHTHI TaKOTO OpeHa U
TaJIbHEUIIINE [Iaru 10 €T0
CO3JIaHUIO.

Ilanenvnasa ouckyccusa «Pemécna u
CMOpUmMenIunzy

a. Cea3b pemécen u cemeunvimMu
MpaouUyUAMU, MeAHCOY HapoOamu U
meppumopueu

JIro0oit peMeciieHHbIN OU3HEC He
TOJIBKO IIPOAAET NPOAYKT, HO U
npejyiaraeT JJMYHYI UCTOPUIO WU
ONUPAETCS Ha KYJbTYPHBIE CBS3U C
MECTHOM KYJIbTYPOU U TPAAULIUSIMU.
Pemecnennble npeanpruHUMaTenu
MOAENATCS CBOUMHU UCTOPUSIMU
ycrexa v OMBITOM, a TaKKe 00CYAsT
pa3JIMYHbIC MOAX0/IbI K TOMY, KaK
CTOPUTEJUIUHT MOXKET 000raTUTh
OU3HEC-CTPATETUH.

0. Pemecnennuxu 6 ycnosusix
27100aNbHBIX NAHOEMULL: UCTNOPUL O
meopuecmee U Ho8amopcmee nepeo
JIUYOM 8bI30808

['mo0anbHBINA KPU3KC — 3TO BpeMs
BBI30BOB U BO3MOXKHOCTEH, B
3aBUCUMOCTH OT TOTO, HACKOJIBKO
TBOPYECKUMU U HOBATOPCKUMU
SIBJISIFOTCSI 9KOHOMUYECKUE UTPOKH.

The success of craft business is not entirely
dependent on individual craftsmen own
capacities or skills but rather correlates with
the overall perception of handicrafts and the
manual labor in specific countries or regions.
This section will discuss the role of

OT0T paznen OyaeT reHepupoBaTh
3HaHWs, OCHOBaHHBIC Ha
COOCTBEHHOM OIBITE MACTEPOB U
JIMYHBIX UCTOPHUSIX YCTICTITHOM
a/lanTaliy CBOETo OM3Heca K HOBBIM
peanusim nanaemun. Hammpumep,
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individual marketing strategies in promotion
of handicrafts as an industry and the societal
prestige of the manual labor in general. Craft
market will benefit if it will be indexed to
valuable, respected creative, complex and
well payed type of work. Another open
question is whether craftsmen themselves,
their professional unions and NGOs, or
consultancies and authorities should foster
awareness raising campaigns?

HEKOTOpbIE MacTepa MepeHanpaBuiIn
CBOM CTPATETUU MPOJAXK U
MapKETUHTa B CTOPOHY OLU(POBKU
ousHeca. J[pyrue ucnoiab30BaIn
MaHJEMUIO JIJISl AUBEPCUPUKALIH
aACCOPTUMEHTA MPOAYKIIUUA U
M3YUYCHHS HOBBIX TEXHOJIOTHIA, a
TaKX€ UHBECTUPOBAJIM B KAUE€CTBO U
JA3aliH CBOEU MPOIYKIIUU.

3. Au3aiin ycnye u noeviuienue
npecmusica pyuHozo mpyoa

VYcnex peMecieHHOro Ou3Heca He
MOJIHOCTBIO 3aBUCUT OT COOCTBEHHBIX
CIIOCOOHOCTEH WJIM HABBIKOB OTAEIbHBIX
MAacCTEPOB, a CKOPEE KOPPEIUPYET C
0OIIIUM BOCIIPUSITUEM peMEceN U
PYYHOTO TpyJia B KOHKPETHBIX CTpaHaxX
WM peruoHax. B atom paznene Oyner
00CYX1aThCsl POJIh MHIUBUIYATHHBIX
MAapKETUHTOBBIX CTPATETUl B
MIPOJIBUKEHUH peMECeN KaK OTpaciu u
OOIIIECTBEHHBIN TTPECTIK PYUYHOTO
TpyJAa B LIeJIOM. PbIHOK pemécein
BBIMTPAET, €CJIU OH OyJeT
aCcCOLIMMPOBATHCS C LICHHOM,
YBA)XXa€MOU TBOPYECKOM, CII0KHOU U
XOpOIIO OIIAYUBAaEMOM pabOTOM.
JIpyroi OTKpBITBIA BOIIPOC
3aKJIF0YAETCSl B TOM, JOJKHBI JIM CaMU
pEMECIEHHUKH, TPOPECCUOHAIbHBIE
coto3bl 1 HKO, KOHCYJIBTaHTHI U
OpraHbl BIACTU MPOBOJUTH KaMITaHUU
10 TOBBIIIEHUIO OCBEJOMIIEHHOCTH?

Day 2: National context (for Russian
participants only)

Tentative agenda:
1. Legislation and support measures for

craft businesses
2. Presentation of educational programme

Jlens 2: HanmuoHAIbHBIN KOHTEKCT
(TOJIBKO JJ11 POCCUNCKUX YYACTHUKOB)

IIpeaBapurte/ibHasi MOBECTKA JIHS:
1. 3akoHOIATEeNBCTBO U MEPHI

MOAACP/KKU PEMECTIEHHBIX
IPEAIPUATHN
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)}

Presentation of the study and strategy
for handicrafts development in the
Republic of Karelia

Standard setting in the fielded of
handicrafts

Handicrafts and intellectual property
Cooperation of craftsmen and
museums

Life-long education of craftsmen: role
of Internet and technology — helpful or
not?

Marketing strategies: cultural and
business approaches

[TpesenTanust oGpazoBaTeIbHOM
IPOrpaMMBbl

[Ipe3enTanus uccnenoBaHus u
CTpaTEruu pa3BUTHUS PEMECEI B
Pecnybnuke Kapenust

Hopwmel B ob5actu pemécen
Pemécna u uHTEIeKTyalibHAs
COOCTBEHHOCTh
CoTpyIHUYECTBO MacTEepOB U
My3€eB

HenpepsiBHOE 00pazoBanme
MacTepoB: poib MHTepHeTa U
TEXHOJIOTUI — MOJIE3HO WJIU HET?
MapKETUHTOBBIE CTPATETUU:
KYJIbTYPHBIA W J€IIOBOM ITOJIXOJIbI




