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The author stressed the global character of information and communication technologies (ICT) development. Information is a cultural, political and economic factor. It is a sort of currency of the 21st century, a resource crucial for creating business infrastructure, open e-Government, resolving social problems and supporting cultural development. So far business, civil society and government have not been using ICT sufficiently. What is needed is cooperation of all stakeholders. Government has ideological and methodological platform for the Information Society creation, business has accumulated enough practical experience of implementing advanced technologies (this is reflected in projects conducted by different companies – RBC, Intel and Microsoft). It is necessary to find contact points of all stakeholders and build partnership relations.
Dear colleagues,

In my opinion the importance of information was best described by K Noredstrom and J. Ridderstrale in their best-seller “Funky Business: Talent Makes Capital Dance.” They said that nowadays information becomes a currency. It is a resource crucial for creating business infrastructure, open e-Government, resolving social problems and supporting cultural development. We can see that all stakeholders – government, business and civil society – are interested in efficient use of information.

As a representative of the business sector at this conference I would first of all outline advantages business gains from using information and communication technologies. I am referring to increasing business efficiency, and interest of the Russian business to network projects
 is very illustrative of that. Advertising budgets on products and services promotion grow faster online than offline. And this is not accidental: Runet participants are the most credit-worthy part of the country population today. To attract attention of potential clients business invests dozens of million dollars in Runet. According to the data obtained by Communicative Agencies Association of Russia (CAAR), the volume of advertising in 2004 reached 3,855 billion dollars, making the growth of 33%. Last year total expenditures on network advertising reached $30 million. (+67%). Results of the first quarter of 2005 show that corporate expenditures on online advertising increased by 42%. 

All that owes to the fact that Internet gives great possibilities for interactive communication between customers and brand. Internet is not a placement ground. First of all it is a tool that attracts businessmen by providing a number of unique possibilities:
1. relatively low cost of online PR-actions with fast response to them; 

2. greater degree of trust by the audience (according to the polls, every third user trusts information in the Internet); 

3. Besides, skilled use of web potentialities allows reaching direct target audience.
At the same time it should be noted that using advantages brought by new communication channels business encounters the same problems that trouble all our community. We don’t have enough qualified personnel. We lack people who could use tools developed by civilization to the full extent. 

Indeed, equipping every desk with a computer does not mean technological revolution and transition to the Information Society. Computer is not the ultimate objective but a tool, which we have not mastered yet. Famous slogan “All questions to YANDEX” is the best illustration to the problem. Search engine is sometimes used very exotically: e.g., to make sure we wrote a word correctly we choose the variant that occurs at the majority of sites. It is not surprising that annual “Yandex cup” reveals sad truth: very few users have mastered the syntax of query language.

I have already mentioned growing advertising budgets – but what’s the use of them when the company doesn’t have specialists in cyber-marketing? Yes, according to expert estimations, presence of Internet in the media-portfolio became an indispensable and inviolable factor of advertising strategy. But so far overwhelming majority of companies open their sites only because “everybody does that now”. 
As for e-Commerce, it is unlikely that somebody could mention more than one successful Russian Internet-shop. Indeed, what do we have other than “Ozon”? And the situation with Internet buyers is not as bright as it seems. Here’s a recent and very illustrative news title: “Search devices becoming smart faster than people”. It is an article about users who experience considerable troubles when searching for the good they need in the Internet. Experts believe that we should hope more on improving search algorithms than on people becoming smarter
. 

Finally, if we look at the problem on the national scale, we will see that what divides Russian regions is not what is usually called a “digital divide”, but a real “digital abyss”. Today Moscow provides 20% of Internet users; the share of Siberian region is twice as less (12%), while Far-Eastern region accounts only for 2% of users (according to the data obtained by Public Opinion Foundation, POF, 2005). By the end of the last year the share of Internet users in Russia amounted to 16% of all population. As for the scale of participation in the virtual space, our citizens lag far behind such countries as Sweden (77%), Great Britain (60%) or even Brazil (22%)
. However, there is some optimistic tendency: the growth in the number of Russian Internet-users during 2001-2004 reached at average 35% a year. If the pace of involving Russian population in the use of information and communication technologies remains at the same level, in the nearest future our main problem will be not increasing the number of computers per capita but the question of users competence. 

The question of competence is being largely reduced to the question which technologies or new communication channels can change the quality of governmental administration, improve business efficiency and give the society an impetus to develop creative potential of an individual. 

I feel the necessity to speak about the experience of RosBusinessConsulting – and it is not because I am working in this company. 

It is not exaggeration that RBC was growing together with the Runet (this year rbc.ru celebrated its tenth anniversary, a year after Runet). In this sense the company’s experience is really unique. 

Before RIA RBC opened its server in the Internet (and we were the first Russian agency who did that) the company re-evaluated its attitude towards information. We started treating it as a product. The product, which is desperately needed by the customers. 

We started by offering Internet users several information sections: news line, macroeconomic analysis, weekly results, and survey of economic publications. Today clients of our agency receive online data on all segments of financial market, broadcasting bids from the leading Russian stock platforms. RBC maintains twenty-four-hour news lines on politics, economics and finance, publishes analytical materials, comments and forecasts, as well as subject articles in online mode. 

Experience of our Internet business showed that specialization on subject information is closely connected with the resource attendance. It is the most direct and reliable way to gain target audience. The more clearly you specify your specialization the more intensive is the visitors’ inflow. 

Continuing this information policy and making stress on thematic fronting of information we created about two dozens of highly attended resources. These are sites dedicated to sports, education, automobiles, tourism, and financial market tools. All of them became leaders in their respective categories according to the number of visitors. Today monthly audience of rbc.ru reaches 4 million people, and over 5 million of unique visitors browse through all sites of the holding monthly.

Our strategy aimed at creating highly tailored information Internet-resources integrated in a single portal, and allowed RBC to:

1. become one of the most visited Internet resources
;

2. become one of the most mentioned Runet brands
;

3. obtain fairly homogeneous and very qualitative audience.

RBC audience is comprised of people who make key decisions in politics and business. According to surveys
, over one third (39%) of our visitors are upper or middle managers, people with fairly high income. Their education level is high – mainly they are people with higher education (71%). Age of the major part (60%) of our audience ranges from 25 to 44. Over half of visitors’ families (57%) have monthly income over 400 euros per capita.

Developing our media direction, opening new resources and offering our clients new tools for online work with information we were forced to strengthen our presence in the IT sector. Work on two markets was dictated by time and conditions. Developing two directions, we achieved the effect of synergy and rapid growth of the company. We can say that the company managed to use hundred percent of possibilities provided by the Internet. When the company entered IPO in 2002, demand for its stock went several times beyond supply. We attracted necessary resources and launched a business TV channel in 2003. Today RBC is the only public company in the industry. Total turnover of the company in 2004 reached $75 million. The company obtained 51st place in the Deloitte Touche Tohmatsu Fast 500 rating at the end of 2004. Average pace of RBC income increment growth in the recent four years amounts to 50%. Market capitalization as of March 2005 exceeded $360 million. 

Retaining and extending the audience, our company constantly updates the line of specialized information resources and online tools for work with economic and financial information
. We acquired vast experience in creating sites and hi-tech Internet solutions and gained reputation of the leader on mass-media and IT-technologies market. Among our clients there are companies, ministries and departments, as well as educational, cultural and socially relevant projects. 

The company specialists created Internet presentation of the Bolshoy Theatre and Moscow Kremlin, Russian State Library and Federal education portal “Economics. Sociology. Management”. We are working with museums, monasteries (Spaso-Preobrazhenskiy Valaamskiy Monastery), musicians (Rock-festival “Krylja [Wings] -2002”). Among our clients there are: Federal Customs Service, Office of General Public Prosecutor of the Russian Federation, Chamber of Commerce and Industry of the RF, and the Ministry of the Russian Federation for Antimonopoly Policy and Support to Entrepreneurship.

It is evident that our developments follow the landmarks that were outlined in the federal target programme “eRussia”. Its implementation presupposes development of e-Government and foundations of the Information Society by the year 2010.

We consider projects that we managed to carry out as a real contribution of our company to the development of the Information Society. Indeed, our infrastructure allows to 

· gain access to information for citizens;

provide wide range of education possibilities; 

contribute to the development of cooperation among government, business and non-governmental organizations for implementing the principle of universal access to information;

contribute to the development of language and cultural diversity in the Information Society;

stipulate creativity;

provide greater opportunities for all (employees, entrepreneurs, clients, etc.) to carry out their social roles.
Several times the company policy in the sphere of informatisation allowed us to win the tender of the Ministry of Economic Development of the RF on conducting competition “Best region in the sphere of ICT”. On the one hand, the competition evaluates the level of ICT use in the regions; on the other hand it promotes development. Of course, RBC is not the only company that is cooperating with public institutes and governmental authorities in building the basis of the Information Society. There are many good examples, among which we can name a recent program “Digital Technologies to People” carried out by Intel corporation and “TransTeleCom” company, and educational projects by Microsoft that implement the concept of Connected Learning Community.

We believe that cooperation of government, higher educational institutions, cultural institutions and business in promoting hi-tech and socially relevant projects is inevitable today. Russian companies have accumulated practical experience of implementing large-scale projects. As for the government, we can judge from the eRussia programme that it has generated an ideological and methodological platform for transition to the Information Society and e-Government. 

I would like to stress that Information Society is created by joined efforts, when every party acts according to its interests. Government needs to attract business structures to create the Information Society. But this can be done only on one condition – if it would treat business as a partner and offer such terms of cooperation, which would be attractive for all parties. 

� According to Rambler data of 2004, among online business leaders the first place was taken by insurance (growth of sites quantity - 114%), followed by construction (+33%), real estate (+30%), pharmaceutics (+21%), advertising (+18%), communications (+10,5%).


� Three of four users start searching for goods via search system or web-portal. According to the survey results, users don’t filter search results. Choice of links among search results usually goes in line with the “golden triangle” rule. In 60% of cases the user chooses one of three first links in usual search, and in 85% of cases they choose one of first three positions among advertising links. Very few (17%) use different search sites for different type of search, preferring usual search engines (48% of American users resort to Google on some stage, 29% use Yahoo! Search and 8% go to MSN Search, source: Clickstreams). Only 9% consider relevance of information an important factor for choosing a search site. The majority of users (from 70% to 80%) start searching for an item long before they reach a certain brand. Very often they use search queries of general character. In many cases the process of searching takes several weeks. According to ComScore statistics, in the travel sector over a half of clients make purchase in two or more weeks after they conducted last search on a given topic. [See: http://connect.rin.ru/articles/news/6343.html]


� Unfortunately, there is a wide gap between the life of average Russian citizen and realities of the Information Society. Only every fifth citizen worked on computer, and only 8% of respondents are familiar with the World Wide Web. Even in Moscow less than half of respondents – 47% – a re familiar with computer and had experience of using it (FPO, May 2005 г.). 


� Rambler TOP10 includes rbc.ru, top.rbc.ru, .ytro.ru, pochta.ru, .rbcdaily.ru, «RBC Rating», quote.ru, autonews.ru.


� According to the rating of most referenced Runet brands of the year 2004, which was conducted by WebScan Technologies, RBC obtains second place in mass media category (after Reuters).


� MASMI Research, 2004.


� Among recent platforms that entered the RBC information group, there are:


RBC.Rating. Creation and publication of ratings in financial and consumer areas. Rankings and ratings in different areas of economy and business, information on companies, financial organisations and markets in Russia and developed countries. 


Quote.ru. Universal Internet product for investment community, which is accumulating financial data: news lines and commentaries, stock quotes and money intelligence, data bases, archives of analytical reviews from the leading investment companies, off-exchange grounds, graphic tools and stock-exchange terminals. 


biztorg.ru. Information Internet platform, which helps to efficiently resolve issues concerning purchase and sale of business, including shared ones, in any sphere of activity on the territory of the Russian Federation, accelerate resolving problems of bankrupt enterprises, and provide rational and profitable use of capital. 


realty.rbc.ru Information platform available for any participant of real estate market: building companies, realtors and buyers. The project allows users to access the largest database of sale and rent offers. For real estate agencies the site can become an optimum tool for delivering information to potential clients. Realty.rbc.ru is constantly updating subject information line on events on the real estate market in Russia and provides access to analytical articles and expert estimations.  
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