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ABSTRACT 

The concept of ecosystems is becoming more and more popular and has its uses not only in business, but also in 

public management, both in the country and in individual regions. This is actively facilitated by the development 

of digital technologies and their introduction into production and private life. The article is devoted to the 

development of a model of the ecosystem of a region. The tasks of the study have been to systematize theoretical 

approaches to regional management, to define the essence of the ecosystem approach, to analyze the possibility 

of its application in domestic practice of regional management based on studying the experience of its 

application in domestic business, to analyze the economic prerequisites for the concept of the ecosystem of a 

region on the example of the Southern Federal District of the Russian Federation (SFD), to develop a model of 

the ecosystem of a region. The main research methods have been structural-logical, system-logical, 

bibliographic, and statistical analyses. The theoretical foundation of the approaches to region management has 

been analyzed; the authors’ concept of the ecosystem approach within the framework of public management has 

been formed. The expediency of using the concept of an ecosystem within the framework of regional 

management has been substantiated on the basis of an analysis of several economic indicators of the 

development of the SFD and its constituent entities. As a result of bibliographic analysis, four main research 

discourses of the ecosystem concept have been identified including a business ecosystem, a platform-based 

ecosystem, and a regional ecosystem. A model of the ecosystem of a region has been formed based on region 

marketing, the use of its tools, taking into account active digitalization of the country's economy, and the 

introduction of the ecosystem approach into the practice of domestic business. The given model of the ecosystem 

of a region has been proposed for analytical studies on public management, the design of marketing strategies 

and management tactics for socio-economic entities, a region, a macroregion, and a country. 
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1. INTRODUCTION 

The process of globalization accelerated by 

digital technologies has led to the fact that the whole 

world is regarded as a single market. However, the 

resources for the development of this market 

remained limited, which constrains the economic 

growth of individual regions and forces them to 

enter into a competition among themselves for 

investment, labor, and qualified personnel capable of 

creating economic benefits.  

One of the ways to outpace the competitors is to 

combine the efforts of various elements of the 

regional system, while creating conditions for the 

formation of new consumer values, for increasing 

the competitiveness and attractiveness of the region. 

Moving beyond value creation within individual 
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companies, firms have integrated customers, 

partners, and other interested parties into the process 

of co-creating mutual value [1]. 

This method is successfully used by commercial 

companies, creating ecosystems under their names 

that can meet the most diverse needs of the client. 

Gradually, companies with partly state capital start 

to do the same. Regions can learn from the 

accumulated experience and adapt it to their 

characteristics of public management. 

For this, it is initially necessary to study the 

theoretical basis of the issue under study, to analyze 

the experience of domestic business from a 

perspective of regional marketing and the integration 

of marketing and modern digital technologies into 

the enterprise ecosystem. In addition, the economic 

situation in the region should be assessed. In this 

work, the Southern Federal District of the Russian 

Federation (hereinafter – SFD) acts as an object of 

research.  

Based on the collected data, the authors propose 

to use a model of the ecosystem of a region within 

the framework of consumer-oriented marketing as a 

way of developing the region's economy.  

2. MATERIALS AND METHODS 

The purpose of the research is to develop a 

model of the ecosystem of a region.  

Research objectives are the following:  

• to systematize theoretical approaches to the 

management of a region; 

• to define the essence of the ecosystem 

approach;  

• to analyze the possibility of its application in 

the domestic practice of regional 

management based on the study of its 

application in domestic business; 

• to analyze the economic prerequisites for the 

concept of the ecosystem of a region on the 

example of the SFD;  

• to develop a schematic model of the 

ecosystem of a region.  

The main research methods are structural-

logical, system-logical, bibliographic, and statistical 

analyses.  

The methodological basis of the study is the 

theoretical approaches to the management of 

regional development, the ecosystem concept, and 

the accumulated experience of domestic business.  

3. RESULTS 

Management of regional development is the 

main task of the authorities, within the framework of 

which an increase in the competitiveness of the 

region is achieved. The approach to management as 

a set of tools and measures on the way to the set 

strategic goal of regional development is also 

important. Figure 1 presents a set of theoretical 

approaches with their essence and brief description. 

Figure 1. Approaches to managing regional 

development 

Source: Compiled by the authors based on [2] 
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framework of the digitalization of the economy, and 

the platform for working with the consumer is 

formed using digital technologies and is aimed, first 

of all, at ensuring the competitiveness of the region. 

The more open the system, the easier it is to attract 

suppliers to expand the product range, but the 

quality may suffer. The degree of openness should 

be determined in part by what matters most to the 

end customer. That is, if it is an ecosystem 

containing confidential data about clients or this 

ecosystem ensures the safety of clients, then the 

degree of its openness is inversely proportional to its 

reliability [3]. 

As digital technologies continue to evolve and 

gain popularity, they begin to create new ways of 

organizing value creation. This means moving from 

value chains to digital ecosystems. This, in turn, is 

giving way to new types of businesses like Apple 

and Alibaba, which rely on the power of their digital 

ecosystems to achieve market dominance [4]. 

Companies are moving from remote monitoring 

to optimization, control, and, ultimately, autonomous 

systems with advanced functionality based on 

artificial intelligence [5]. 

Ecosystems are actively developing on the 

domestic market, including Sberbank, MTS, 

Tinkoff, Yandex, Mail.ru. These companies, thanks 

to digital technologies, have gone far beyond their 

industry and have become able to meet the needs of 

customers in a variety of areas, which allowed them 

to expand their target audience and diversify their 

business. Sberbank is a representative of companies 

that have both private funds and state funds in their 

capital. This suggests that the regional ecosystem is 

also capable of being formed, based on the needs of 

target groups of consumers, even though they belong 

to the most different spheres of life and activities of 

a person, company, state. An analysis of the 

ecosystems of the largest representatives of Russian 

business allows identifying such areas of needs as, 

for example, health (Docdoc, Smartmed, 

Yandex.Health); home (DomClick, Yandex.Realty, 

Realty.mail.ru); children (SberKids, Tinkoff Junior, 

MTS Razvivayka), etc. 

Healthy competition, marketing technologies for 

the promotion and management of processes of 

meeting customer needs create conditions in which 

the buyer has a choice of services, the ability to form 

effective demand and ensure the growth and 

development of each of the above spheres of life. 

Thus, it is proposed to consider marketing, first of 

all, from the standpoint of forming optimal 

conditions at the regional level for the functioning of 

the mechanisms of a single regional ecosystem, 

while using all the opportunities provided by the 

marketing approach to managing the economic 

attractiveness of the region. Consider some 

economic indicators of regional development on the 

example of the SFD and its constituent entities. 

The gross regional product (GRP) is one of the 

most important indicators of the development of a 

region, according to the dynamics of changes in 

which one can judge the general economic situation 

of the study area (Figure 2). 

Figure 2. GRP by regions of the SFD for 2012-2019, million rubles at current prices 

Source: [6] 

2012 2013 2014 2015 2016 2017 2018 2019

Republic of Adygea 65300,4 70862,3 75622,5 84306,0 101102,7 109714,5 119961,8 132235,6

Republic of Kalmykia 35897,8 41165,9 46680,6 51958,5 69564,2 80126,9 86107,1 88948,9

Republic of Crimea 0 0 189439,2 265970,6 362671,7 384983,4 437438,0 469281,3

Krasnodar Krai 0 0 0 0 2257074,5 2422752,7 2499915,5 2569810,7

Astrakhan Oblast 20965,4 273917,1 296319,3 322303,0 368485,4 442608,8 579210,0 602306,7

Volgograd Oblast 571516,1 607472,2 715409,6 740458,0 825586,5 850263,7 927811,7 961413,3

Rostov Oblast 843560,3 917689,1 1007758,8 1189144,0 13751107,4 1441723,3 1548222,9 1637748,1

Sevastopol 0,0 0,0 30148,6 48663,3 89303,8 101280,9 121666,0 136927,4
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The leaders in terms of GRP are Krasnodar Krai 

and the Rostov Oblast. The leadership indicators of 

the Volgograd Oblast are 30% less and less than half 

of the leaders are the indicators of the Astrakhan 

Oblast. There is a steady growth in the GRP of the 

Republic of Crimea. The leaders of the anti-rating 

are the Republic of Adygea, the Republic of 

Kalmykia, and the city of Sevastopol. The total GRP 

of the SFD (Figure 3) demonstrates progressive 

growth from year to year without failures. 

Figure 3. GRP in the SFD for 2012-2019, million rubles at current prices 

Source: [6] 

This indicator for 2020 is questionable, as it 

became a crisis for all developed and developing 

economies of the world [5]. The investment 

attractiveness of a region is an indicator of its well-

being and prospects for sustainable economic 

development. The investment activity of the 

southern regions of Russia is manifested in such an 

indicator as the share of investments in fixed assets 

to GRP (Figure 4), and this indicator is 

characterized by an investment deficit. 

Figure 4. Share of investments in fixed assets to GRP by the regions of the SFD for 2012-2019, % 

Source: [7] 

By 2019, the share of investment in fixed assets 

to GRP in the SFD seriously decreased, falling from 

40% to 20%, i.e. twice (Figure 5). 
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Figure 5. Share of investments in fixed assets to GRP in the SFD for 2012-2019, % 

Source: [7]

However, investments are allocated both from 

the territory's own funds and are attracted from 

outside through participation in state programs for 

the development of individual sectors of the 

economy or by attracting private partners who see 

the prospects for the development of regional 

business (Figure 6). 

Figure 6. Structure of investments in fixed assets by sources of financing by the entities of the SFD in the first 

half of 2021, in % of the total volume of investments in fixed assets 

Source: [8]

The Astrakhan Oblast has very little of its own 

funds for investment, which indicates its direct 

dependence on external cash flows and an 

underdeveloped regional economy, which has been 

severely tested by the pandemic. The least vulnerable 

in this regard are the Volgograd Oblast and the 

Republic of Kalmykia which have more than 65% of 

their own capital investments in fixed assets [8].  

Based on the above statistical information, the 

SFD can be characterized as follows: 

• a territory of progressive economic growth 

with a deficit of investments, especially from 

own funds, which is facilitated by the poorly 

developed industrial component of the 

territories and the low potential of the 

economy; 

• the number of industrial enterprises and 

employment in them is constantly decreasing, 

which forms the basis of the regional 

economy, while the district is more focused 

on trade, tourism, and the cultivation of 

certain agricultural branded crops than on the 

development of production; 

• failure of the regions to reach the level of the 
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country's average main indicators of 

economic development. 

The process of capitalizing the economic 

resources of the SFD can be improved and 

stimulated on the condition of the creation of an 

ecosystem in the region, and, possibly, an enlarged 

ecosystem within the district or country with the use 

of marketing tools. Several spheres of the SFD 

economy are capable, with their correct integration, 

to capitalize these sectors and turn into a source of 

added value for a regional product.  

The most effective way to develop regional 

markets is to use marketing tools as a means of 

increasing the attractiveness of the territory, 

improving its image, and creating the foundations of 

socio-economic growth with a consumer orientation. 

Thus, the SFD needs a marketing approach in the 

management of territories with the development of 

an operational, tactical, and strategic marketing 

policy which is to spell out the planned development 

of the territory in all the main areas of regional 

marketing. 

The tasks of territorial marketing include 

determining the unique properties of the region that 

can attract investors, population, tourists, personnel 

and interest the state [9].  

Digitalization contributes to the emergence of 

new services, the creation of platforms, smart 

products, and new business models [10]. 

In addition, commercial startups can serve as an 

example for the development of regional 

ecosystems, which, according to the research of 

specialists, have achieved a great effect by 

developing new platforms and integrating them into 

a common business ecosystem [11]. The 

management tools proposed in the study should be 

consolidated into a single structure for a deeper 

understanding of them and expanding the conditions 

for their use. To do this, it is necessary to develop a 

unified algorithm for the implementation of regional 

marketing based on the ecosystem approach, which 

is schematically shown in the figure below (Figure. 

7).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 7. Structure of the region’s ecosystem 

Source: Compiled by the authors 

The structure is presented schematically and may 

vary depending on the characteristics of each region. 

The authors propose to single out the following 

groups of consumers of a territorial product, as a key 

element and the first level of the ecosystem. 

• individuals: residents and non-residents 

staying in the Astrakhan Oblast for a short 

period with specific purposes: tourism, 

business, business trip, participation in a 

competition, visiting relatives; 

Consumer 

Region 

Marketing 

expertise and audit of 

the region’s ecosystem 

a survey of the key 

elements of each area of 

the ecosystem 

mapping the ecosystem, 

taking into account the 

results of the survey 

planning 

implementation of 

the activities of the 

plan 

analysis and control 

of key indicators of 

the plan 

associations, 

unions 

charity 

business investment 

ecology 

legislation 

human 

resources 
social sphere culture 

health 

tourism 

urban infrastructure 

digitalization of services 

markets 

Business 

Investments in government 

projects 

 

Advances in Economics, Business and Management Research, volume 208

418



• legal entities of various sectors of the 

economy that form the business climate of 

the region (enterprises, institutions, 

entrepreneurs, investors, insurers, 

representatives of public and professional 

associations and organizations); 

• the state in the form of state institutions and 

as a recipient of tax revenues for the 

formation of the budget of the region and the 

country; 

• external markets (regional, international).  

The region as the second level of the ecosystem: 

• urban infrastructure: residential areas 

(houses, gardens, schools, parks, medical 

institutions, roads), industrial zones 

(territories for zones in urban space and 

beyond, transport routes, transport hubs); 

• market infrastructure (legislation, taxation 

conditions, credit and financial institutions, 

government agencies for registration and 

supervisory purposes, physical places for 

trade); 

• tourism (attractions, hotels, guide and travel 

services); 

• health (ecology, medical institutions, healthy 

lifestyle objects); 

• culture (objects of leisure and entertainment, 

state policy in the sphere of culture); 

• charity; 

• social sphere; 

• human resources; 

• business investment; 

• regional legislation; 

• digital services (family and children, work, 

education, health, taxes and finance, transport 

and driving, registration, pension and 

benefits, production, culture, law and order, 

ecology, information, etc.). 

Business as the third level of the ecosystem: 

• charity; 

• associations and unions; 

• industry markets; 

• digitalization of goods and services (health, 

home, education, children, work, media and 

entertainment, communications, finance, 

travel, cars, food and shopping, online 

shopping, mobility, etc.). 

Marketing as the fourth level of the ecosystem, 

uniting all subsystems:  

• image (creation of a brand of the territory, 

food brands of the region, the hospitality 

industry); 

• attractiveness (improving the recognition of 

the region and its products, stimulating the 

desire of the population to live in the 

promoted territory); 

• infrastructure (of cities, markets); 

• population (personnel for the economy, 

support for schools and universities, the 

creation of business incubators, the 

introduction of innovations). 

Stages of marketing a regional ecosystem: 

1) expertise and audit of the regional ecosystem, 

search for the potential for development; 

2) a survey of the key elements of each area of 

the ecosystem (population, scientists, 

politicians, representatives of small, medium, 

and large businesses); 

3) mapping the ecosystem, taking into account 

the results of the survey; 

4) planning (development of strategic and 

tactical plans for the development of the 

region); 

5) implementation of the activities of the plan; 

6) analysis and control of key indicators of the 

plan.  

The success of ecosystem development in this 

context depends on the degree of focus of the region 

on target groups of consumers [12].  

4. DISCUSSION 

The economic indicators considered in the 

framework of the study are far from a complete list 

by which one can judge the economy of the region, 

which implies the use of a much wider range of 

statistical data indicators when auditing the socio-

economic state of a region. 

It should also be noted that the success of the 

development of the scheme of the ecosystem of a 

region, proposed in the work, depends on the degree 

of its focus on target groups of consumers and the 

effectiveness of the use of marketing tools for 

creating an image, increasing attractiveness, 
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developing infrastructure and marketing of the 

population in the process of implementing plans for 

the strategic and tactical development of the region. 

5. CONCLUSION 

One of the ways to compete is to combine the 

efforts of various elements of the regional system to 

create and effectively meet new consumer values, 

increase the competitiveness and attractiveness of a 

region. This method is successfully used by 

commercial companies, creating ecosystems of 

services under their name on various digital 

platforms, the range of which is able to meet the 

most diverse needs of the client. Gradually, 

companies with partly state capital start to do the 

same. The regions can learn from the accumulated 

experience and adapt it to their characteristics within 

the framework of public management. The better it 

turns out to integrate the work of individual 

elements of the territorial system into each other, the 

more chances are to create a full-fledged regional 

ecosystem that is resistant to fluctuations in the 

country's economy and the global market, in which 

the codependency of its elements should become a 

priority when forming a regional development 

strategy. 

Management of regional development is the 

main task of the authorities, within the framework of 

which an increase in the competitiveness of the 

region is achieved. The approach to management as 

a set of tools and measures on the way to the set 

strategic goal of regional development is also 

important. The authors propose to supplement the 

existing approaches to managing regional 

development with an ecosystem approach, where the 

region as an object of management is represented as 

an ecosystem with a set of key elements that coexist 

simultaneously in cooperation and competition. The 

management methodology is applicable within the 

framework of the digitalization of the economy, and 

the platform for working with the consumer is 

formed using digital technologies and is aimed, first 

of all, at ensuring the competitiveness of the region. 

Marketing, which puts the consumer at the 

center, is proposed to be considered from the 

standpoint of the formation of optimal conditions at 

the regional level for the functioning of the 

mechanisms of a single regional ecosystem while 

using all the opportunities provided by the marketing 

approach to managing the economic attractiveness 

of a region. 

The economic attractiveness of a region is best 

reflected in the desire of various economic entities to 

invest in the region. In addition, GRP, as a 

fundamental indicator of regional development, has 

been studied by the authors in dynamics using the 

example of the SFD for eight years. Statistical 

analysis has shown that the total GRP of the SFD 

demonstrates progressive growth from year to year 

without failures, although the GRP of individual 

entities fluctuates. This indicator for 2020 which 

became a crisis for all developed and developing 

economies of the world is questionable. However, 

by 2019, the share of investments in fixed assets to 

GRP in the SFD collapsed, which means that 

investors do not see the prospects for the sustainable 

economic development of the region. The SFD 

really has several economic tasks to be solved which 

marketing will help to tackle as a way to attract 

resources from outside for the balanced production 

of economic and public goods and services, 

increasing the competitiveness of territorial goods 

and the continuous development of regional 

economic systems. 

The authors present a schematic structure of the 

ecosystem of a region, which may vary depending 

on the characteristics of each region. Several 

elements of the system are considered in detail, but 

special attention is paid to the concept of a consumer 

and target segments since the consumer is at the 

center of the ecosystem. In this understanding, the 

consumer is a broad concept and is represented by 

individuals and legal entities, external markets in 

relation to the region and the state. 
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