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In the given article types of the credit offices functioning in the world, and
the developed system of functioning of office of credit stories to Russia, and al-
so the changes occurring in it are considered. The problems connected with ac-
tivity of credit offices in Russia which interfere with creation of a uniform in-
formation field, and a way of their overcoming are revealed.
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World practice of functioning of properly organised offices of credit sto-
ries (OCS) proves availability of notable benefit from their activity. Now they
operate not only in economically developed countries, such as the USA, Great
Britain, France, Germany, but also in the countries with less developed market
of financing facility: Australia, India, Malaysia, New Zealand, Singapore and
Thailand.

Experts allocate two models of the organisation of activity of credit of-
fices: Anglo-American and Central European.

The basic difference of the designated models is that the Anglo-American
system assumes availability of one control proprietor of office, and European, in
turn — set of participants. As a rule, created on Anglo-American model of office
are more open, any citizen or the organisation can receive the information on a
credit history of this or that natural person for a payment. Central European sys-
tem more closed as in most cases offices grant the information only to its par-

ticipants — to banks or borrowers.
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In our opinion, it is expedient to classify also activity of office of credit
stories under the organizational form, namely:

- System of private offices of credit stories (the USA, Great Britain,
Russia, Brazil, Canada, Mexico, Japan);

- The State system of credit offices or system of the state registers of
credits (SRC). Such systems exist in Italy, France, Finland, Sri Lanka, Israel,
Greece;

- The Credit offices formed on a voluntary basis by banks of com-
merce (Germany, Poland).

Let's consider the presented classification of office of credit stories more
in detail. The system of private credit office is a voluntary association of five
participants: citizens, creditors as users of credit inquiries of citizens, creditors
as collectors of the data for credit offices, credit offices and regulating authori-
ties.

Private credit offices function for the purpose profit earnings from grant-
ing of information services, and also develop other services, for example, scor-
ing products.

Private credit offices attend to the tax and information handling, repre-
senting to creditors of the inquiry on separate citizens. As a rule, they use the
data received from creditors. Besides they can make independent investigation
on materials of vessels and other archives the data from which usually is not
granted credit offices. For example, in the USA, at the desire of the client, inves-
tigation for reception of the general information on the citizen, under condition
of the advice last and in limits, statutory has the right to make credit offices.

The basic difference of system of the state registers of credits from private
credit offices consists that information granting in a database is obligatory, is not
advanced by any agreement, and established by the corresponding rule (except

Finland and Sri Lanka where sharing is voluntary). Thus all information is stan-
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dardised (for example, credits above the established level, issued for a certain
time interval) and contains in a greater degree the data about the credit, instead
of about the borrower.

SRC in the majority of the countries cope central banks. Access to the in-
formation is granted only to the authorized employees of a central bank (basi-
cally for maintenance of a database and under the rigid control of a keeping con-
fidential of the information) and to financial institutions granting reports.

According to many economists, the most perfect is the Italian system
GRK founded in 1962. In Italy it is annually granted more than 12 million re-
ports. Sharing in I'PK is obligatory for banks of commerce and other financial
centres which are under the supervision of Bank of Italy, and also for branches
of the foreign banks active on territory of the country.

The similar system of credit offices operates to France, however credit of-
fices here are one of departments of a national bank and, accordingly, the infor-
mation extends on its channels. The bank of France processes the arriving data
and issues to each of banks of data on a total sum of credits which were received
by their clients, including in other credit organizations.

In the credit offices formed on a voluntary basis by banks of commerce,
access to credit stories only members of credit office, that is the companies in
advance paid the sharing and having necessary reputation, as a rule, can receive.
Offices of credit stories organize credit structures.

So, for example, the credit office active in Germany represents association
of eight regional, in the legal and economic relation of independent associations
— Protection Association on businesses of the General maintenance of Credits
(SCHUFA). Their proprietors and simultaneously partners are banks of com-
merce, savings banks, mortgage banks, leasing companies, etc. And the credit
office collects data exclusively about private persons and does not possess the

similar information on any firms.
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It is necessary to notice that in some countries some types of credit offices
simultaneously function.

In Russia the first offices of credit stories began to function since 2005 af-
ter acceptance of the Federal statute from 12.30.2004 «About credit stories» Ne
218-FZ, regulating their activity. Now in Russia 33 private offices of the credit
stories building the activity in the conditions of a competitive market function.
On the end of 2009, according to the Central bank of the Russian Federation, in
them the information on 50 million borrowers is collected.

Leaders of the Russian market of credit offices are National offices of
credit stories, «Equifax Credit Services», consolidated credit offices «In-
focredit» of the Sberbank and «Experian-Interfax», and also credit office «Rus-
sian Standard» which accumulate about 99 % of credit stories.

The large part of credit stories, about 60 %, is presented in National office
of credit stories. In it arrives from banks about one million credit stories a
month, and the percent of productive answers does not fall below 70 %. Differ-
ently, from 100 potential borrowers coming to bank, on 70 there is an informa-
tion on earlier granted credits.

All large credit offices active in Russia, are formed by means of the
American information leaders. So, office TransUnion is the partner of the Rus-
sian National office of credit stories, Experian enters into number of sharehold-
ers of Russian credit office «Experian-Interfax», office Equifax has created in
Russia «Equifax Credit Servicesy.

Nevertheless, the model on which the National office of credit stories —
with active sharing of bank associations at which banks are founders, suppliers
and information consumers is constructed, is more similar to German model of
construction of credit offices.

In turn, office «Experian-Interfax» works on the American model, as

business independent of banks. On the one hand, it is more favorable to banks
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that the credit office itself incurs all costs connected with investment in the pro-
ject, and to bank to begin work with it, it is not necessary to invest means in the
capital of credit office. On the other hand, the German model on which the Na-
tional office of credit stories works, is based on cooperation of banks between
which there is «a trust zone», they advance standards of an information ex-
change, and also the tariff policy. In this case the prices are focused, first of all,
on development of the market of consumer crediting.

Thus, it 1s possible to say that at creation of separately taken Russian insti-
tutes-stores of the information on borrowers has been used both European, and
the American experience of functioning of private credit offices. That is, under
the organizational form, the system of credit offices constructed in Russia, has
signs similar to the American model. From the point of view of the legislation, it
is closer to the European model that is proved by comparison of principles of the
Russian and international legislation on credit stories the leading scientific em-
ployee of the Center of the financial and bank right of Institute of the state and
the right of the Russian Academy of Sciences of A.Vikulinym and the director
of Open Society «National office of credit stories» for economy, the finance and
V. Rustamjanom's staff. In particular, they approve that system of principles of
the legislation active in Russia about credit stories correspond to the conven-
tional international legal principles fixed in the Convention of the Council of
Europe about protection of physical persons concerning automated data process-
ing of personal character from January, 28th, 1981.

Despite use of an advanced experience of leading world powers, effective
developed system of functioning of credit offices in Russia to name difficult.

So, for example, between credit offices there is no information inter-
change, and each OCS supervises the segment of a banking market. In such situ-
ation not only to borrowers, but also banks to co-operate with office it is diffi-

cult. The small credit organizations are not interested absolutely not in work



HypHan MapketuHr MBA. MapketuHrosoe ynpasneHue npeanpuartmem 2010, sbinyck 2
Journal Marketing MBA. Marketing management firms. 2010, Volume2

with OCS, it is difficult to them to find the information on the borrowers. In
turn, many offices do not wish to co-operate and grant the information to small
banks.

Besides, according to the vice-president of Association of regional banks
of Russia Oleg Ivanov, banks transmit data on borrowers in OCS as the law ob-
liges them it to do, but concern this procedure formally.

The named problems should be reflected in a sustainable development and
functioning of the Russian credit offices. According to the State register of of-
fice of credit stories two offices — the Central credit office (Moscow) and Office
of credit stories of Komi (Syktyvkar) in 2009 have terminated activity. Now the
question on transfer of a database of these offices is solved. Large credit offices
are not interested in their purchase as in them the insignificant part of credit sto-
ries is accumulated.

Thus, prospect of Russian market OCS, according to experts, care of
small players against market consolidation is.

Acknowledgement told, is earlier noted merge of two largest offices —
«Infocredit» of the Savings Bank of Russia and «Experian-Interfax», an event in
December, 2009 and led to doubling of a database of office «Experian-Interfax»
in which from the moment of merge the quantity of the accumulated credit sto-
ries has reached 23 million.

Unconditionally, the new incorporated credit office, as well as any large
BKH, in the long term will allow to increase a transparency of the Russian mar-
ket of consumer crediting, availability of credits to citizens, and also to lower
risks for banks. However, according to practice of their functioning, not all
banks can get access to an incorporated database. It is caused by that, for exam-
ple, to such big bank as the Savings Bank of the Russian Federation is not fa-
vorably divided by the information with small banks. Thus the legislative right

independently has private credit offices to choose, with whom to co-operate.
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Proceeding from it, the information interchange problem between credit
offices remains opened. It, in turn, leads to practical impossibility of creation of
the uniform information field which availability is a necessary condition for ef-
fective work of system of office of credit stories.

Except the named problems, there is one more serious blank in domestic
practice of functioning of credit offices, namely there is no accumulation of cre-
dit stories of legal bodies. A current situation principal cause is absence of nec-
essary legislative base and accurate understanding of a parity of expenses for
formation of such bases, and the main thing - advantage of use of the received
information. The developed Russian practice is that that banks of commerce
have got used to be guided by own estimation of potential borrowers, instead of
to rely on results of mutual relations with the client of the competitors as access
to such the result is possible only for a payment.

Without overcoming of the indicated problems and contradictions, forma-
tion of unique Russian system of credit offices is impossible. In our opinion,
formation of such system becomes possible only in the presence of an accurate
legislative basis, effective, but not directive, interferences from outside the
states, and also understanding domestic banks of commerce of expediency and
an overall performance of such structures.
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BIMAHUE MUPOBOW NPAKTUKUN GYHKLIMOHUPOBAHUA KPEAUTHbIX BIO-
PO HA UX CTAHOBJIEHUE B POCCUN
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B gaHHOM cTaTbe paccMaTpMBaAlOTCA TUMbl KpeaAuTHbIX 6topo, dyHKuUMO-
HUPYIOLWNX B MUPE, U CNOXKMBLUAACA cucTeMa QYHKLMOHMPOBAHUA BOpOo Kpe-
ANTHBIX UCTOPUIM B POcCcuK, a TaKKe U3SMEHEHUSA, Npoucxoddalume B Hel. Bbias-
NeHbl Npobaembl, cBA3aHHbIE C AeATeIbHOCTbIO KpeauTHbIX 6topo B Poccmu, Ko-
TOpble NPEenATCTBYHOT CO34aHUI0 eaANHOro MHGOPMALMOHHOIO NPOCTPAHCTBA, U
nyTU UX NPeoaoNeHus.

KntoueBble cnoBa: KOMMep4Yecknin 6aHK, KpeautHoe 6opo, rocyaapcT-
BEHHble peecTpbl KPeAUTOB, KpeAUTHAs UCTOPUA.

RePEc: G21.

MupoBaa npakTMKa PYHKLUMOHMPOBAHUA Hagnexawmm obpasom opra-
HM30BaHHbIX BIOPO KPEAUTHbIX UCTOPUIA AOKa3biBae€T HaAMYME OLLYTUMOW Bbl-
rogbl OT UX AeATenbHOCTU. B HacTosAulee BpemA OHU AENCTBYHOT HE TOJIbKO B
3KOHOMMUYECKM Pa3BUTbIX CTpaHax, Takux Kak CLUA, BennkobputaHua, dpaH-
ums, FepmaHuA, HO TaKXKe B CTPaHaX C MeHee Pa3BUTbIM PbIHKOM PUHAHCOBbIX

ycnyr: Asctpanusa, UHama, Manansua, Hosasa 3enanaua, CuHranyp n TannaHa.

Cneumannctbl BblAENAOT ABE MOAENWN OPraHM3auun AeaTenbHOCTU Kpe-

ANTHbIX BIOPO: aHIN0-aMePUKAHCKYI0 U CpeAHEeeBPONENCKYHO.
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OCHOBHbIM OTAMYMEM 0603HAYEHHbIX MOAENEN ABASETCA TO, YTO aHrNO-
aMepuKaHCKaa cucTema npeanonaraeT Haamyme oAHOro KOHTPObHOro cobceT-
BEHHMKa OlOpo, a eBpoMneincKas, B CBOK o4Yepeab — MHOMXKECTBO YYaCTHUKOB.
Kak npaBwno, co3gaHHble NO aHIN0-aMEePUKAHCKOM moaenu bropo aBnatoTcs
6onee OTKPbITbIMU, NHOOON rPaXKAAHMH UK OPraHM3aLMsa MOKET 3a naaTy no-
NlY4nTb MHPOPMALMIO O KPEeAUTHOM UCTOPUN TOTO UM MHOTO PU3NYECKOTo K-
ua. CpegHeeBponeiickasa cuctema 6onee 3aKpbiTad, MOCKONbKY B 6ONbLINHCTBE
cny4daeB 60po nNpeaocTaBNAT MHPOPMALMIO INLL ee yYacTHMKaAM — BaHKam

NI CaMUM 3aeMLLNKaM.

Mo Hawemy MHeHMUIo, LuenecoobpasHo TaKKe KnaccuouumpoBaTb Aes-

TeNbHOCTb 6IOPO KPeAUTHbIX UCTOPUIA MO OpraHU3aLMOHHOM dopme, @ UMEHHO:

— Cuctema 4YacTHbIX 610po KpeauTHbIX uctopuii (CLUA, Bennkobputanus,
Poccus, bpasunua, KaHaga, Mekcuka, AnoHua);

— TlocymapcTBeHHasA cucTemMa KpeauTHbIX B0po Mam cuctema rocyaapcT-
BEHHbIX peecTpoB KpeauToB (IPK). Takme cuctembl cywecTByoT B MTanuwm,
®paHunn, dunnanguu, Wpn-Nanke, N3paunne, MNpeunu;

— KpeauTtHble 6t10po, obpa3oBaHHbie Ha A0OPOBObHbLIX Hayanax KoOM-
Mepyeckumm baHkamu (Ffepmanus, Monbuia).

PaccmoTpyMm npeacTaBAeHHY Knaccudpukaumo 6opo KpeauTHbIX UCTO-
pun noapobHee. CMCTEMa YACTHOrO KpeauTHOro 6opo — 3to A06pOoBOAbHOE
obbeanHeHMe NATM YYACTHMKOB: FpaXAaaH, KPeaMToOpoB B KayecTBe NOoJib30Ba-
Tenen KpeaAnTHbIX CNPaBOK rpaXaaH, KpeanuTopoB B KayecTse cOOPLLMKOB AaH-

HbIX 419 KpeAUTHbIX 610po, KpeaAUTHbIX BIOPO 1 PErYANPYIOLLNX OPraHOB.
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YacTHble KpeauTHble 60po GYHKUMOHUPYIOT C LEeNbI MOAyYeHMA Npu-
6blnM OT NpenocTaBNeHNA MHOOPMALMOHHbBIX YCAYT, @ TaKXe pPa3BUBAOT ApY-

rme ycnyru, Hanpumep, CKOPUHroBble NPOAYKTbI.

YacTHble KpeauTHble 6lopo 3aHMMatoTca cbopom n obpaboTKoit nHPop-
Mauuu, NpeacTaBiad KpeauTopam CnpaBKM 06 OTAeNbHbIX rpaskgaHax. Kak
NpaBuI0, OHW NOJb3YIOTCA AaHHbIMU, MOJYYEHHbIMU OT KpeamuTopos. Kpome
TOro OHM MOTYT NPOBECTM HE3aBUCMMOE paccaeoBaHUe No maTepuasam cyaos
N APYrnx apXmBoB, JlaHHble U3 KOTOPbIX 0ObIYHO He NPesoCcTaBNAITCA KpeauT-
Hbim 6topo. Hanpumep, B CLLA, no npocbbe KnneHTa, KpeauTHble 610po Brnpase
NPOBOAUTb pacc/iefoBaHUe AN NosyvYeHusa obuien MHPopmMaLUn O rpaXkaaHu-
He, NP YCA0BUN YBeJOMAEHUA NOCNeAHEro U B npeaenax, npeaycMoTPeHHbIX

3aKOHOM.

OCHOBHOE OT/IMYME CUCTEMbI FOCYAAPCTBEHHbLIX PEEeCcTPOB KpeamToB OT
YaCTHbIX KPeaUTHbIX BI0pO COCTOUT B TOM, YTO NpeaocTaBieHne nHdopmaLmm B
6a3y AaHHbIX ABNAETCA 006A3aTeNbHbIM, HE OnpeaenAeTcs HUKaKMM cornalle-
HMEM, a YCTaHOB/IEHO COOTBETCTBYHOLWMUM npaBuaom (Kpome PuHAAHAUK U
Lpu-/TaHKknK, rae yyactme asnaetcs AobpoBosibHbIM). Mpu 3ToM BCcs MHbOpMa-
UMA ABAAETCA CTAaHAAPTU3NPOBAHHOM (HanpUMep, KpeauTbl Bbille YCTaHOB/EH-
HOro YPOBHSA, BblAaHHbIE 33 ONPeAeNeHHbIA BPEMEHHOM MHTEpPBaa) U coaep-

XUT B 60/1blUEN CTENEHWN AAHHbIE O KPEAUTE, 3 HE O CAMOM 3aeMLUKE.

PK B 60NbLWMHCTBE CTPaAH YNpPaBAATCA LEHTPaAbHbIMKM BaHkamu. [loc-
TYN K MHGOPMaLUM NPeaoCTaBAAETCA TO/IbKO YNONHOMOYEHHbIM COTPYAHMKAM
LeHTpanbHoro 6aHKa (B OCHOBHOM AnA nogaepaHma 6a3bl AaHHbIX U NOA, XKe-
CTKMM KOHTposem cobntogeHma KoHOUAEHUManbHOCTM MHbOPMALMKN) U npe-

A0CTaBAAWMM OTHETbI d)MHaHCOBbIM MHCTUTYTaM.

10



XypHan MapketuHr MBA. MapKeTuHrosoe ynpasaeHue npegnpuatmem 2010, sbinyck 2

Journal Marketing MBA. Marketing management firms. 2010, Volume2

Mo MHEHUIO MHOIMX 3KOHOMWUCTOB, HanMbonee coBepLIEHHON ABAAETCA
uTanbAaHcKaa cuctema [PK, yupexaeHHasa B 1962 rogy. B Utannnm exerogHo
npeaocrtaBasetca 6onee 12 maH. otyeToB. Yyactue B IPK aBnaetca obssatenn-
HbIM 419 KOMMepYecKnx 6aHKOB U ApyrMx GUHAHCOBbIX YYpPEXAEHUN, Haxoan-
Wwuxca nog Hag3opom baHka UTtanumu, a TakKe gna GUAManoB MHOCTPAHHbIX

6aHKOB, AENCTBYIOLWMX HA TEPPUTOPUM CTPAHDI.

MoxorKaA cuctema KpeauTHbIX 6lopo aencteyeT Bo PpaHUUKU, OAHAKO
KpeAuTHble 610po 34ecb ABNAIOTCA OAHUM U3 AenapTaMeHTOB HalMOHa/bHOTO
6aHKa 1, COOTBETCTBEHHO, MHPOPMaLMA PacNpPOCTPaHAETCA NO ero KaHasiam.
BaHK ®paHuum obpabaTtbiBaeT nocTynawowme AaHHble U BblAaeT KaxKAoMy U3
6aHKOB cBeAeHUA 06 obLEeNn cyMMe KPeanuToB, KOTOPbIE MOAYYUAN UX KAUEH-

Tbl, B TOM YUC/Ne U B APYIMX KpeaAUTHbIX OpraHn3aumnax.

B KpeauTHbIX 6l0po, 06pa3oBaHHbIX HAa A0OPOBOIbHbLIX Hayasnax KOM-
Mepyeckumm BbaHKamm, AOCTYN K KPEeAUTHbIM UCTOPUAM, KaK NpPaBuao, MOTyT
NOJIY4NTb TONIbKO Y/IEHbI KPeAUTHOro B6OPO, TO ecTb KOMMNAaHMK, 3apaHee onna-
TUBLUME CBOE y4YacTUE U MMelolne Heobxoaumyto penyTauuo. bropo Kpeaut-

HbIX UICTOPUA OPraHU30BbIBAOT CAMU KPEAMUTHbIE CTPYKTYpPbl.

TakK, Hanpumep, aencTeytollee B NlepmaHum KpeautHoe 6ropo npeacTas-
nset coboit o6begUHEHNE BOCbMU PETMOHA/IbHbIX, B MPaBOBOM U 3KOHOMMUYE-
CKOM OTHOLLEHMM CaAMOCTOATE/IbHbIX TOBAPULLECTB — TOBapMLWECTBO 3aWmTbl NO
nenam Obuero obecnevenns Kpeautos (SCHUFA). Nx cobcTBEHHMKamMK U oa-
HOBPEMEHHO NapPTHEPaMWU ABAAIOTCA KOMMep4yeckne H6aHKkuK, cbeperatenbHble
Kaccbl, noteyHble B6aHKKM, NN3MHroBble obuectsa n aAp. MNpuyem KpeautTHoe
610p0 cobupaeT AaHHble UCKIOYMTENBHO O YaCTHbIX AMLUAX M HE BAadeeT no-

A06HOM MHPOPMaLMEN O KaKux-nnbo pupmax.

11
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HeobxoauMoO OTMETUTb, YTO B HEKOTOPbIX CTPaHaX GYHKUMOHUPYET He-

CKOJIbKO TUMNOB KpeaunTHbIX 6}0p0 oagHOBpPeMeHHO.

B Poccum nepsble 610p0 KpeanUTHbIX UCTOPUIA CTann pyHKLMOHUPOBATb C
2005 roga nocne npuHAatna dPegepanbHoro 3akoHa ot 30.12.2004 r. «O Kpe-
AVUTHbIX uctopuax» Ne 218-P3, pernameHTUPYOLWLErO UX AeATeNbHOCTb. B Ha-
cToAlee Bpemsa B Poccum PpyHKUMOHUMPYET 33 YacTHbIX BIOPO KpeaUTHbIX UCTO-
PUMN, CTPOSALLUX CBOO AEATE/IbHOCTb B YC/IOBUAX KOHKYPEHTHOTO PbiHKA. Ha Ko-
Hel, 2009 roga, no gaHHbIM LleHTpanbHoro 6aHka PP, B HUX cobpaHa nHPpop-

mauma o 50 ms1H. 3aemMLMKOB.

Jingepamm poccUINCKOro pbiHKa KpeanTHbIX 6opo sBaatoTca HaumoHano-
Hoe 6pPO KpeaUTHbIX uctopui, «IkBndakc Kpeant Cepsucus», obbeanHMUB-
wmeca KpeguTtHble 6topo «UMHPoKpeauT» CbepbaHKa U «IKCNMpPUaAH-
NHTepdaKc», a TakKe KpeauTtHoe 6topo «Pycckmit CTaHaapT», KOTOopble akKy-

MYZINPYIOT OKO0 99 % KpeanTHbIX UCTOPUN.

Bonblaa yactb KpeauTHbIX Uctopui, okono 60 %, npeacrtasneHa B Ha-
LMOHANbHOM BP0 KpeauTHbIX UcTopuin. B Hero noctynaet ot 6aHKOB npwu-
MEPHO MUNIMOH KPEeAMUTHbIX UCTOPUIN B MECAL,, @ MPOLUEHT pe3ynbTaTUBHbIX OT-
BeTOB He nagaet HUxKe 70 %. UHbimn cnoBammn, n3 100 noTeHUMANbHbIX 3aeM-
LLMKOB, NpuxoaamMx B 6aHK, Ha 70 HaxoanTca nHpopmauma No paHee npeaoc-

TaBJIeHHbIM KpeanuTaMm.

Bce KpynHble KpeauTHble 6lopo, aencteytowme B Poccmmn, obpasoBaHbl €
MOMOLLbIO aMePUKAHCKMX MHPOPMALMOHHbIX naepos. Tak, 6topo TransUnion
ABNAETCA NAapTHEPOM POCCUIMCKOro HaunmoHanbHOro 610po KpPeauTHbIX UCTOPUN,

Experian BXOAUT B YUCNO aKLMOHEPOB POCCUIMCKOro KpeanTHoro 6opo «dKcnu-

12
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puaH-UHTepdakrc», 6topo Equifax cozpgano B Poccum «3ksudakc Kpeant Cepsu-

CU3».

Tem He meHee, moAenb, MO KOTOPOWN NocTpoeHo HaumoHanbHoe 6t0po
KpeAUTHbIX MCTOPUI — C aKTUBHbIM y4acTMem 6aHKOBCKUX accoumaLlmii, Npu Ko-
TOpPOM BaHKKM ABAAIOTCA yYpeamuTensimm, NOCTaBLLMKaMN N NOTPEBUTENAMMU UH-

dopmaunmn, bonee cxoxka ¢ HEMELKON MOAENbIO NMOCTPOEHUA KPeaAUTHbIX 6to-

po.

B cBoto ouepeab, 610po «IKkcnnpuaH-MHTepdake» paboTaeT no amepu-
KaHCKOW MOoAeNun, Kak He3aBUCMMbI 0T 6aHKoB 6usHec. C 0aHOM CTOPOHbLI, ANA
6aHKOB 3TO BbIrOAHEE TEM, YTO KpeanTHoe BIopOo caMo HECET BCE M3AEPKKW,
CBA3aHHble C MHBECTUPOBAHMEM B MPOEKT, a baHKy, 4yTobbl HavyaTb paboTy C
HMM, HE HY)KHO BKNaAblBaTb CpeAcTBa B Kanutan KpeauTtHoro 6topo. C apyroi
CTOPOHbI, HEMELKAsA MmoAaenb, No KoTopoi paboTaeT HaumoHanbHoe 6ropo Kpe-
AVTHbIX UCTOPUIN, OCHOBbLIBAETCA HA COTpyAHU4YecTBe DAaHKOB, MeXAy KOTOopbI-
MM CO34Q€eTCA «30Ha AOBEpPMA», OHM CaMM ONpPeaenstT CTaHAapTbl MHGOpPMa-
LMOHHOIro obMeHa, a TakXe TapudHY0 NOAUTUKY. B 3TOM ciyyae LeHbl OpUEH-
TUPOBAHbI, NPEXKAe BCEro, Ha Pa3BUTUE PbIHKA NOTPEOUTENBCKOrO KpeanuToBa-

HWNA.

Taknum o6pa3om, MOXKHO rOBOPUTb O TOM, YTO MPU CO3AaHUN OTAENbHO
B3ATbIX POCCUIACKUX MHCTUTYTOB-HaKonutenem MHGopmaumnm o 3aemumkax boin
MCMONb30BAH KaK €BPOMENCKUM, TaK U aMEPUKAHCKNIM OnbIT QYHKLMOHMUPOBA-
HMA YACTHbIX KPeaUTHbIX 6topo. To ecTb, N0 opraHM3aLMOHHON GopMe, MOCTPO-
eHHan B Poccum cuctema KpeauTHbIX B10PO, UMeeT NPU3HAKKU CXOXKNE C amMepu-
KaHCKOM moaenbto. C TOYKM 3peHUA Ke 3aKOHO4aTeIbCTBa, OHa bBnKe K eBpo-

NEeMCcKom Moaenm, YTo AOKa3aHO NMpPM CONOCTaBAEHNM NMPUHLUNOB POCCUNCKOTO
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N MeXAYHapOAHOro 3aKOHO4ATe/IbCTBA O KPeAUTHbIX UCTOPUAX BeayLWMM Ha-
Y4YHbIM cOTpygHMKOm LleHTpa ¢uHaHcoBOro M GaHKOBCKOro npaBa MHCTUTYTa
rocypapctea u npasa PAH A. HO. BukyamHbim n gmpektopom OAO «Hauwuo-
Ha/sibHOe 6l0PO KPeaUTHbIX UCTOPUIA» NO SKOHOMMUKE, GMUHAHCAM U MepPCOoHany
B. /1. PyctambsAAHOM. B 4aCcTHOCTM, OHM YyTBEPKAAIOT, UTO AENCTBYIOLWAA B Poccuum
cucTema NPUHLUMNOB 3aKOHOA4ATENbCTBA O KPeAUTHbIX UCTOPUAX COOTBETCTBYIOT
obwenpusHaHHbIM MeXAyHapoaHO-NPaBOBbIM MPUHLMMAAM, 3aKpPenieHHbIM B
KoHBeHunn CoBeTa EBponbl 0 3awmte GU3INYECKUX /UL, B OTHOLLIEHMWN aBTOMa-
TU3NPOBAHHON 06PabOTKU AaHHbIX IMYHOTO XapaKTepa oT 28 AHBapA 1981 ro-

aa.

HecmoTpa Ha ucnonb3oBaHWe MepenoBOro OMbiTa BeAywMX MUPOBbIX
Aepxas, 3OPEeKTUBHON CNOXKMBLUYIOCA CUCTEMY QYHKLMOHMPOBAHUA KpeauT-

HbiX 610p0 B Poccum Ha3BaTb CNOXKHO.

TaK, K npumepy, Mexay KpeautHbiMmu 6ropo HeT obmeHa nHpopmaumen,
n Kaxgoe bKU KoHTponupyeT cBoi cermeHT GaHKOBCKOro pbliHKa. B Takon cu-
TyauMn He TONbKO 3aeMLUMKam, HO M BaHKam COTpyAHMYaTb C BHOPO CNOXKHO.
Menkue KpeauTHble OpraHM3aumMu BoobOLWE He 3anmHTepecoBaHbl B paboTe ¢
BKWN, um TpyaHO HanWTM MHGOpPMALUIO O CBOMX 3aeMLyMKax. B cBolo ouepenb,
MHoOrmMe 6opo He XKenawT COTPYAHUYATb M NPeaoCcTaBAATb MHOOPMALUIO MeN-

KM BaHKaMm.

Kpome TOro, no cnosam Buue-npesngeHtTa Accounaumm pernoHanbHbIX
6aHKkoB Poccun Onera MBaHoBa, 6aHKM NepeaatoT CBEAEHMA O 3aeMLIMKaX B
BKW, NocKosbKy 3aKOH MX 06A3biBa€T 3TO AenaTb, HO OTHOCATCA K 3TOM npoue-

aype dopmanbHo.
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HasBaHHble NpobiemMbl HE MOTYT He OTPasUTbCA Ha YCTOMYMBOM Pa3BU-
TMN U GYHKLMOHUPOBAHUMN POCCUNCKUX KpeauTHbIX 6topo. Mo ceeaeHuam lo-
CYAapCTBEHHOrO peecTpa 6I0po KpeauTHbIX UCTOpUA ABa 6topo — LieHTpanbHoe
KpeauTHoe 6topo (MocKkBa) u Blopo KpeauTHbix nctopuit Komu (CbiKTbiBKap) B
2009 roay npekpaTunn geatenbHOCTb. B HacToALWwee Bpema peluaeTca BONPOC O
nepepaye 6a3bl AaHHbIX 3TUX 6OpPO. KpynHble KpeauTHbie 6I0po He 3auHTepe-
COBaHbl B MUX MOKYMKe, Tak Kak B HUX HAKOM/IeHa He3HauyuTesibHaA 4acTb Kpe-

AVTHbIX UCTOPUA.

Takmum ob6pa3om, NepcnekTUBOM POCCUIACKOro pbiHKa BKU, no mHeHuio

9KCNepTOoB, ABNAETCA yXo4 Me/IKUX UTPOKOB Ha d)OHe KOHCOMMNAaunun pblHKa.

MNoaTBepKAeHMEeM CKa3zaHHOMY, ABNAETCA paHee OTMeYeHHOoe CAuAHue
ABYX KpynHenwunx 6ropo — «MHPoKpeanTt» CbepbaHKa Poccmm n «3kcnmpuaH
NHTepdakcy, npounsowewee B Aekabpe 2009 roaa v npusBeliee K yABOEHUIO
6a3bl AaHHbIX 60PO «IKCNMpUaH-UHTepdaKC», B KOTOPOM C MOMEHTA CAUAHMUA

KONM4eCTBO HaKOM/1IeHHbIX KpeanTHbIX VICTOpMVI AO0CTUMNO 23 MUINNOHA.

Be3sycnoBHo, HOBOe 0bObeAUHEHHOE KpeauTHOoe 6lpo, Kak u nwboe
KpynHoe BKWU, B nepcnekTnee no3Bo/IT NOBbICUTb MPO3PAYHOCTb POCCUMCKOTO
PbIHKa NOTPebUTENBCKOrO KpeauToBaHUA, AOCTYMHOCTb KpeaAUTOB ANA Fpark-
AaH, @ TaKXe CHU3UTb PUCKM ana 6aHKoB. OgHaKO, COrNacHO NpPaKTUKe MX
GYHKUMOHMpPOBaHMA, He Bce BaHKM CMOTYT NOAYy4YUTb AOCTYN K 06beanHEHHOM
6a3e gaHHbIX. 9TO 06yCcNOBAEHO TEM, YTO, K NPUMEpPY, TAKOMY KpynHOMY BaHKy
KaK CbepbaHK PP He BbirogHO Aenutca MHPopmauren ¢ Menkumm BaHKamu.
Mpn 3TOM 4YacTHble KpeauTHble BIOPO MMeeT 3aKOHOAATENIbHOE MPaBO CaMo-

CTOATENbHO BbIOMPaATh, C KEM COTPYAHUYATD.
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Ncxopa n3 atoro, npobnema obmeHa nHPopmaumen mexay KpeauTHbI-
MU BHOpPO OCTaeTcs OTKPbLITON. ITO, B CBOKD o4vepeab, NPUBOAUT K NPAKTUYECKOM
HEBO3MOXHOCTM CO34aHUNSA eANHOT0 MHPOPMALMOHHOIO NPOCTPAHCTBA, HaNU-
Yyme KOToporo sBnAeTca HeobxoaumbiMm ycnoBuem ansa 3ddekTUBHOM paboTbl

cUcTeMbl BI0PO KpeaAUTHbIX UCTOPUNA.

Kpome Ha3BaHHbIX Npobaem, CyLecTBYeT elle OAMH Cepbe3Hbli npoben
B OTEYECTBEHHOM NpPaKTUKe GYHKUMOHUPOBAHUA KPeAUTHbIX BIOPO, @ MMEHHO
HE NMPOUCXOAUT HAKOMJEHUA KPeAUTHbIX UCTOPUIM topuandeckmnx amuy,. OCHOB-
HOW MPUYMHOWN CNOXKUBLLUENCA CUTYaUUM ABNAETCA OTCYTCTBME HEOOXOAMMOM
3aKoHoAaTeNbHOM 6a3bl M YETKOro NOHMMAHKUA COOTHOLLEHUA 3aTpaT Ha ¢op-
MUPOBaHME Takmx 6as3, a rnaBHoOe - M0Jb3bl OT UCMNO/Ib30BAHMA MOJIYYEHHOM
nHpopmaumun. CNoXKMBLLAACA POCCUIMCKAA NPAKTUKA TAKOBA, YTO KOMMEPYECKUE
6aHKM NPUBLIKAN PYKOBOACTBOBATLCA COOCTBEHHOM OLEHKOW MOTEHLMaNbHbIX
3aEeMLLNKOB, @ He MonaraTbCA Ha pe3ybTaTbl B3aMMOOTHOLIEHUIN C KAUEHTOM
CBOWMX KOHKypeHTOB, Tem 6onee, YTO AOCTYyN K TaKMM pPe3y/bTaT BO3MOXKEH

b 3a NAaaTy.

be3 npeogoneHuns yKasaHHbIX npobaem M NPOTMBOPEUMI, HEBO3MOXKHO
CTaHOB/IEHME YHUKA/IbHOW POCCUMCKOM CUCTEMbI KpeauTHbIX 6topo. Mo Hawemy
MHEHUIO, GOPMUPOBAHNE TAKOMN CUCTEMbI CTAHET BO3SMOXKHbIM /INLb NPU HaAMU-
YMM YETKOWM 3aKOHOAATEe/NIbHOM OCHOBbI, AEUCTBEHHOIO, HO HE AUPEKTUBHOIO,
BMELLATEeNIbCTBA CO CTOPOHbI FOCYAApPCTBA, @ TaKXe MOHMMAHWUM OTe4eCTBEH-
HbIMM KOMMEpPYECKMMM BaHKammM uenecoobpasHocTn 1 adpdpeKTUBHOCTM pabo-

Tbl TAKUX CTPYKTYP.

Bubnnorpadpunyecknin cnncok
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