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OyTn YCWIIEHUA IIOBUTUBHOI'O BINAHUA
POBHNYHOI'O KPEIOUTOBAHMA HA I[IPOU3BOIACTBO
M PEAJIM3ALMI0O OBUECTBEHHOI'O INPOAYKTA B
POCCHUHA

B cmamve uccredosan xapaxmep 6nuAHUSL POSHUYHO2O KPEOUMOBAHUS HA OOWECMBEHHbIl NPOOYKM,
paspabomanvl HANPAGIEHUS. NOBBIUEHUS NOSUMUSHOZO GIUAHUA POSHUUHO2O KPeOUMOBAHUA HA macuimadvl u
OUHAMUKy 0bujecmeenno2o npooykma 6 Poccuu, nokasawn s¢pghexm om ux peanusayuil.

Knouesvie crosa: poswuunoe kpedoumogarnue, pakxmopuvl IUAHUA HA 0OUECBEHHbLL NPOOYKM, 00X00bl
Hacenenus, napamempsl Kpeoumosanus.

Litvinova A.V., Chorny E.G.
WAYS OF POSITIVE INFLUENCE OF RETAIL CREDITING FOR
A PUBLIC PRODUCT IN RUSSIA

In article nature of influence of retail crediting for a public product is researched, the directions of
strengthening of a retail crediting positive impact for scales and dynamics of a public product in Russia are
developed, the effect from their implementation is shown.
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