
Marketing and Digital Technologies          Volume 9, No 2, 2025 
ISSN 2522-9087     (Print) 

ISSN 2523-434X (Online) 
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ɏɭɪɞɟɣ ȼɿɤɬɨɪɿɹ Ⱦɦɢɬɪɿɜɧɚ 
ORCID: Сttps://ШrМТН.ШrР/0000-0001-9210-9705 

ɤɚɧɞɢɞɚɬ ɟɤɨɧɨɦɿɱɧɢɯ ɧɚɭɤ, ɞɨɰɟɧɬ, ɡɚɜɿɞɭɜɚɱ ɤɚɮɟɞɪɢ ɦɚɪɤɟɬɢɧɝɭ 

Ɇɿɳɟɧɤɨ Ⱦɦɢɬɪɨ Ⱥɧɚɬɨɥɿɣɨɜɢɱ 

ORCID: Сttps://ШrМТН.ШrР/ 0000-0003-0278-7209 

ɞɨɤɬɨɪ ɧɚɭɤ ɡ ɞɟɪɠɚɜɧɨɝɨ ɭɩɪɚɜɥɿɧɧɹ, ɩɪɨɮɟɫɨɪ, ɩɪɨɮɟɫɨɪ ɤɚɮɟɞɪɢ ɦɚɪɤɟɬɢɧɝɭ 

Ⱦɪɨɧɨɜɚ Ɍɟɬɹɧɚ ɋɟɪɝɿʀɜɧɚ 

ORCID: Сttps://ШrМТН.ШrР/0000-0002-2228-5276 

ɤɚɧɞɢɞɚɬ ɟɤɨɧɨɦɿɱɧɢɯ ɧɚɭɤ, ɞɨɰɟɧɬ ɤɚɮɟɞɪɢ ɦɚɪɤɟɬɢɧɝɭ 

ɉɚɜɥɨɜɫьɤɚ ȱɪɢɧɚ Ƚɟɧɧɚɞɿʀɜɧɚ 

ORCID: https://orcid.org/0000-0003-0765-9150 
ɤɚɧɞɢɞɚɬ ɟɤɨɧɨɦɿɱɧɢɯ ɧɚɭɤ, ɞɨɰɟɧɬ, ɞɨɰɟɧɬ ɤɚɮɟɞɪɢ ɦɚɪɤɟɬɢɧɝɭ 

ɋɟɦɟɧɨɜɚ Ʌɸɞɦɢɥɚ ɘɪɿʀɜɧɚ 

ORCID: Сttps://ШrМТН.ШrР/0000-0001-5530-7497 

ɤɚɧɞɢɞɚɬ ɟɤɨɧɨɦɿɱɧɢɯ ɧɚɭɤ, ɞɨɰɟɧɬ, ɞɨɰɟɧɬ ɤɚɮɟɞɪɢ ɦɚɪɤɟɬɢɧɝɭ 

ɍɧɿɜɟɪɫɢɬɟɬ ɦɢɬɧɨʀ ɫɩɪɚɜɢ ɬɚ ɮɿɧɚɧɫɿɜ 

(ɦ. Ⱦɧɿɩɪɨ, ɍɤɪɚʀɧɚ) 
 

 

ɆɈȾȿɅȱ ɉɈȼȿȾȱɇɄɂ ɋɉɈɀɂȼȺɑȱȼ ɍ ɈɆɇȱɄȺɇȺɅЬɇɈɆɍ 
ɋȿɊȿȾɈȼɂɓȱ 

 
ɍ ɫɬɚɬɬɿ ɪɨɡɝɥɹɞɚєɬьɫɹ ɡɧɚɱɟɧɧɹ ɜɢɜɱɟɧɧɹ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɹɤ ɜɚɠɥɢɜɢɣ ɚɫɩɟɤɬ 

ɮɨɪɦɭɜɚɧɧɹ ɨɦɧɿɤɚɧɚɥьɧɨʀ ɫɬɪɚɬɟɝɿʀ ɦɚɪɤɟɬɢɧɝɭ ɞɥɹ ɟɮɟɤɬɢɜɧɨɝɨ ɜɩɥɢɜɭ ɧɚ ɫɩɨɠɢɜɱɭ 
ɚɭɞɢɬɨɪɿɸ; ɚɧɚɥɿɡɭєɬьɫɹ ɜɩɥɢɜ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɧɚ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ ɜ ɭɦɨɜɚɯ 
ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ; ɨɛґɪɭɧɬɨɜɚɧɨ ɤɥɸɱɨɜɿ ɱɢɧɧɢɤɢ, ɳɨ ɜɩɥɢɜɚɸɬь ɧɚ ɩɨɜɟɞɿɧɤɭ 
ɫɩɨɠɢɜɚɱɿɜ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɫɬɿ, ɮɚɤɬɨɪɢ ɫɟɝɦɟɧɬɚɰɿʀ ɫɩɨɠɢɜɚɱɿɜ ɜ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ 
ɤɨɧɬɟɤɫɬɿ; ɦɟɬɨɞɢ ɡɚɥɭɱɟɧɧɹ ɤɥɿєɧɬɿɜ, ɳɨ ɞɨɡɜɨɥɹє ɜɢɞɿɥɢɬɢ ɦɨɞɟɥɿ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɭ 
ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ. ȼɢɡɧɚɱɟɧɨ ɨɫɧɨɜɧɿ ɦɨɞɟɥɿ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɜ ɭɦɨɜɚɯ 
ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ. Ɋɨɡɤɪɢɬɨ ɟɮɟɤɬɢɜɧɿɫɬь ɨɦɧɿɤɚɧɚɥьɧɨʀ ɫɬɪɚɬɟɝɿʀ ɦɚɪɤɟɬɢɧɝɭ, ɹɤɚ 
ɡɚɥɟɠɢɬь ɜɿɞ ɜɢɤɨɪɢɫɬɚɧɧɹ ɧɨɜɨʀ ɬɟɪɦɿɧɨɥɨɝɿʀ, ɩɿɞɯɨɞɿɜ ɬɚ ɩɨɤɚɡɧɢɤɿɜ. 

Ʉɥɸɱɨɜɿ ɫɥɨɜɚ: ɩɨɜɟɞɿɧɤɚ ɫɩɨɠɢɜɚɱɿɜ, ɦɨɞɟɥɿ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ, ɨɦɧɿɤɚɧɚɥьɧɢɣ 
ɦɚɪɤɟɬɢɧɝ, ɰɢɮɪɨɜɿ ɬɟɯɧɨɥɨɝɿʀ, ɨɦɧɿɤɚɧɚɥьɧɚ ɫɬɪɚɬɟɝɿɹ. 
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ɉɨɫɬɚɧɨɜɤɚ ɩɪɨɛɥɟɦɢ ɜ ɡɚɝɚɥьɧɨɦɭ ɜɢɝɥɹɞɿ ɬɚ ʀʀ ɡɜ’ɹɡɨɤ ɡ ɜɚɠɥɢɜɢɦɢ 
ɧɚɭɤɨɜɢɦɢ ɚɛɨ ɩɪɚɤɬɢɱɧɢɦɢ ɡɚɜɞɚɧɧɹɦɢ. ɋɭɱɚɫɧɢɣ ɪɢɧɨɤ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɤɨɦɭɧɿɤɚɰɿɣ ɯɚɪɚɤɬɟɪɢɡɭєɬьɫɹ ɪɨɡɜɢɬɤɨɦ ɰɢɮɪɨɜɢɯ ɩɥɚɬɮɨɪɦ ɬɚ ɿɧɬɟɝɪɚɰɿєɸ ɨɧɥɚɣɧ ɿ 
ɨɮɥɚɣɧ ɤɚɧɚɥɿɜ ɜɡɚєɦɨɞɿʀ ɡ ɤɥɿєɧɬɚɦɢ. 
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Ɇɨɞɟɥɿ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɭ ɨɦɿɧɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ 
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Ⱥɞɠɟ ɫɭɱɚɫɧɿ ɩɨɤɭɩɰɿ ɡɧɚɱɧɨ ɜɿɞɪɿɡɧɹɸɬьɫɹ ɜɿɞ ɬɢɯ, ɹɤɢɦɢ ɜɨɧɢ ɛɭɥɢ ɤɿɥьɤɚ ɪɨɤɿɜ 
ɬɨɦɭ, ɜɨɧɢ ɩɨɫɬɿɣɧɨ ɩɨɬɪɟɛɭɸɬь ɧɨɜɨʀ ɿɧɮɨɪɦɚɰɿʀ ɬɚ ɛɚɠɚɸɬь ɨɬɪɢɦɭɜɚɬɢ ʀʀ ɡ ɪɿɡɧɢɯ 
ɞɠɟɪɟɥ, ɬɨɦɭ ɫɭɱɚɫɧɢɯ ɫɩɨɠɢɜɚɱɿɜ ɧɚɡɢɜɚɸɬь ɨɦɧɿɤɚɧɚɥьɧɢɦɢ, ɿ ɜɨɧɢ ɦɚɸɬь ɛɭɬɢ 
ɩɪɿɨɪɢɬɟɬɨɦ ɞɥɹ ɛɪɟɧɞɿɜ, ɨɫɤɿɥьɤɢ ɩɪɢɛɭɬɤɢ ɤɨɦɩɚɧɿʀ ɮɨɪɦɭɸɬьɫɹ ɱɟɪɟɡ ɩɪɢɡɦɭ 
«ɡɚɞɨɜɨɥɟɧɨɝɨ ɫɩɨɠɢɜɚɱɚ», ɬɨɛɬɨ ɛɿɡɧɟɫ ɩɨɜɢɧɟɧ ɨɪɿєɧɬɭɜɚɬɢɫɹ ɧɚ ɤɥɿєɧɬɚ, ɚ ɦɚɪɤɟɬɢɧɝ 
– ɧɚ ɨɱɿɤɭɜɚɧɧɹ ɿ ɛɚɠɚɧɧɹ ɤɥɿєɧɬɿɜ. 

Ɇɟɬɨɞɨɥɨɝɿɹ ɞɨɫɥɿɞɠɟɧь ɦɨɞɟɥɟɣ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɭ ɫɮɟɪɿ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ 
ɦɚɪɤɟɬɢɧɝɭ ɜɢɪɿɲɭє ɜɚɠɥɢɜɿ ɡɚɜɞɚɧɧɹ, ɜɿɞ ɬɨɱɧɨɝɨ ɜɢɡɧɚɱɟɧɧɹ ɰɿɥьɨɜɢɯ ɚɭɞɢɬɨɪɿɣ ɞɨ 
ɜɞɨɫɤɨɧɚɥɟɧɧɹ ɫɬɪɚɬɟɝɿɣ ɤɨɦɭɧɿɤɚɰɿʀ ɜ ɪɿɡɧɢɯ ɤɚɧɚɥɚɯ, ɚɞɠɟ ɰɢɮɪɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ ɞɚɸɬь 
ɦɨɠɥɢɜɿɫɬь ɫɬɜɨɪɸɜɚɬɢ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ ɫɬɪɚɬɟɝɿʀ, ɨɰɿɧɸɜɚɬɢ ɟɮɟɤɬɢɜɧɿɫɬь ɤɚɦɩɚɧɿɣ ɬɚ 
ɚɞɚɩɬɭɜɚɬɢ ɫɬɪɚɬɟɝɿʀ ɩɿɞ ɡɦɿɧɸɜɚɧɿ ɩɨɬɪɟɛɢ ɫɩɨɠɢɜɚɱɿɜ. 

ɇɢɧɿ, ɞɿɞɠɢɬɚɥ ɬɟɯɧɨɥɨɝɿʀ ɡɦɿɧɢɥɢ ɬɪɚɞɢɰɿɣɧɿ ɩɿɞɯɨɞɢ ɞɨ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɤɨɦɭɧɿɤɚɰɿɣ ɿ ɫɬɚɥɢ ɩɪɚɤɬɢɱɧɨ ɨɫɧɨɜɧɨɸ ɮɨɪɦɨɸ ɜɡɚєɦɨɞɿʀ ɦɿɠ ɛɪɟɧɞɚɦɢ ɬɚ 
ɫɩɨɠɢɜɚɱɚɦɢ, ɚɞɠɟ ɞɨɡɜɨɥɹɸɬь ɛɪɟɧɞɚɦ ɩɿɞɬɪɢɦɭɜɚɬɢ ɛɟɡɩɟɪɟɪɜɧɢɣ ɡɜ’ɹɡɨɤ ɡɿ 
ɫɩɨɠɢɜɚɱɚɦɢ, ɩɿɞɜɢɳɭɜɚɬɢ ʀɯ ɥɨɹɥьɧɿɫɬь ɿ ɡɚɥɭɱɚɬɢ ɧɨɜɢɯ ɤɥɿєɧɬɿɜ. ɇɚ ɨɫɧɨɜɿ ɰьɨɝɨ, ɜ 

ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, ɜɿɞɛɭɥɢɫɹ ɡɦɿɧɢ ɭ ɩɨɜɟɞɿɧɰɿ ɫɩɨɠɢɜɚɱɿɜ, ɹɤɿ 
ɫɬɨɫɭɸɬьɫɹ ɫɩɨɫɨɛɿɜ ɩɨɤɭɩɤɢ, ɜɿɞɧɨɲɟɧɧɹ ɞɨ ɛɪɟɧɞɿɜ, ɨɱɿɤɭɜɚɧь ɳɨɞɨ ɹɤɨɫɬɿ ɬɚ ɫɟɪɜɿɫɭ, 

ɜɫɟ ɰɟ, ɜɢɦɚɝɚє ɜɞɨɫɤɨɧɚɥɟɧɧɹ ɦɟɬɨɞɿɜ ɞɨɫɥɿɞɠɟɧɧɹ ɫɩɨɠɢɜɚɰьɤɨʀ ɩɨɜɟɞɿɧɤɢ, ɪɨɡɪɨɛɤɢ 
ɧɨɜɢɯ ɩɿɞɯɨɞɿɜ ɞɨ ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɚɦɩɚɧɿɣ ɬɚ ɚɧɚɥɿɡɭ ɬɪɟɧɞɿɜ ɭ ɩɨɜɟɞɿɧɰɿ 
ɫɩɨɠɢɜɚɱɿɜ. Ⱥɧɚɥɿɡ ɦɨɞɟɥɟɣ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɫɬɚє ɜɫɟ ɛɿɥьɲ ɚɤɬɭɚɥьɧɢɦ ɱɟɪɟɡ 
ɬɪɚɧɫɮɨɪɦɚɰɿɸ ɬɪɚɞɢɰɿɣɧɢɯ ɩɿɞɯɨɞɿɜ ɞɨ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ ɬɚ ɿɧɬɟɝɪɚɰɿɸ ɧɨɜɢɯ 
ɰɢɮɪɨɜɢɯ ɩɥɚɬɮɨɪɦ. Ȼɿɡɧɟɫ ɦɚє ɪɨɡɭɦɿɬɢ, ɹɤ ɫɩɨɠɢɜɚɱɿ ɩɨєɞɧɭɸɱɢ ɨɧɥɚɣɧ ɿ ɨɮɥɚɣɧ 
ɞɨɫɜɿɞ ɨɪɿєɧɬɭɸɬьɫɹ ɜ ɪɿɡɧɢɯ ɤɚɧɚɥɚɯ ɤɨɦɭɧɿɤɚɰɿʀ, ɚ ɜɢɤɨɪɢɫɬɚɧɧɹ ɫɭɱɚɫɧɢɯ ɰɢɮɪɨɜɢɯ 
ɿɧɫɬɪɭɦɟɧɬɿɜ ɞɨɡɜɨɥɹє ʀɦ ɬɨɱɧɨ ɜɿɞɫɬɟɠɭɜɚɬɢ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ ɿ ʀɯɧɿ ɭɩɨɞɨɛɚɧɧɹ. 

ɉɪɚɤɬɢɱɧɟ ɜɢɪɿɲɟɧɧɹ ɡɚɜɞɚɧɧɹ ɜɢɤɨɪɢɫɬɚɧɧɹ ɰɢɮɪɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɞɥɹ 
ɟɮɟɤɬɢɜɧɨɝɨ ɜɩɥɢɜɭ ɧɚ ɫɩɨɠɢɜɱɭ ɚɭɞɢɬɨɪɿɸ, ɞɨɫɥɿɞɠɟɧɧɹ ɦɨɞɟɥɟɣ ɩɨɜɟɞɿɧɤɢ 
ɫɩɨɠɢɜɚɱɿɜ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɫɬɿ ɞɨɩɨɦɨɠɟ ɦɚɪɤɟɬɨɥɨɝɚɦ ɬɨɱɧɿɲɟ ɩɪɨɝɧɨɡɭɜɚɬɢ 
ɩɨɬɪɟɛɢ ɫɩɨɠɢɜɚɱɿɜ, ɮɨɪɦɭɜɚɬɢ ɟɮɟɤɬɢɜɧɿ ɨɦɧɿɤɚɧɚɥьɧɿ ɫɬɪɚɬɟɝɿʀ ɦɚɪɤɟɬɢɧɝɭ ɬɚ 
ɩɨɤɪɚɳɭɜɚɬɢ ɜɡɚєɦɨɞɿɸ ɡ ɤɥɿєɧɬɚɦɢ, ɳɨ ɩɿɞɜɢɳɢɬь ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɿɫɬь ɛɿɡɧɟɫɭ. 

Ⱥɧɚɥɿɡ ɨɫɬɚɧɧɿɯ ɞɨɫɥɿɞɠɟɧь ɿ ɩɭɛɥɿɤɚɰɿɣ, ɜ ɹɤɢɯ ɩɨɤɥɚɞɟɧɢɣ ɩɨɱɚɬɨɤ 
ɜɢɪɿɲɟɧɧɸ ɞɚɧɨʀ ɩɪɨɛɥɟɦɢ ɿ ɧɚ ɹɤɿ ɫɩɢɪɚєɬьɫɹ ɚɜɬɨɪ. Ⱥɧɚɥɿɡ ɨɫɬɚɧɧɿɯ ɞɨɫɥɿɞɠɟɧь ɿ 
ɩɭɛɥɿɤɚɰɿɣ ɳɨɞɨ ɜɩɥɢɜɭ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɧɚ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ ɜ ɭɦɨɜɚɯ 
ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɩɨɤɚɡɭє ɬɟɧɞɟɧɰɿɸ ɞɨ ɡɪɨɫɬɚɸɱɨʀ ɜɚɠɥɢɜɨɫɬɿ ɰɢɮɪɨɜɢɯ 
ɿɧɫɬɪɭɦɟɧɬɿɜ ɞɥɹ ɮɨɪɦɭɜɚɧɧɹ ɟɮɟɤɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ. ȼ ɨɫɬɚɧɧɿ ɪɨɤɢ 
ɜɿɞɡɧɚɱɚєɬьɫɹ ɡɧɚɱɧɢɣ ɪɨɡɜɢɬɨɤ ɧɚɭɤɨɜɢɯ ɞɨɫɥɿɞɠɟɧь, ɹɤɿ ɫɩɪɹɦɨɜɚɧɿ ɧɚ ɜɢɜɱɟɧɧɹ ɡɦɿɧ ɭ 
ɩɨɜɟɞɿɧɰɿ ɫɩɨɠɢɜɚɱɿɜ ɱɟɪɟɡ ɿɧɬɟɝɪɚɰɿɸ ɪɿɡɧɢɯ ɤɨɦɭɧɿɤɚɰɿɣɧɢɯ ɤɚɧɚɥɿɜ (ɨɧɥɚɣɧ ɿ ɨɮɥɚɣɧ) 
ɬɚ ɜɩɥɢɜ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɧɚ ɩɪɢɣɧɹɬɬɹ ɪɿɲɟɧь ɩɨɤɭɩɰɹɦɢ, ɡɨɤɪɟɦɚ ɩɪɚɰɿ ɜɱɟɧɢɯ 
Ⱥɛɞɭɥɚєɜɚ Ɋ., Ƚɚɣɜɚɧɨɜɢɱ ɇ. ȼ., Ƚɪɢɧɟɜɢɱ Ʌ.ȼ., ɋɦɨɬɪɨɜɚ Ⱦ.ȼ., Ȼɿɥɨɭɫ ɋ.ɉ., ɋɭɩɪɭɧ Ⱦ.Ⱥ., 
ɉɟɪɟɩɟɥɢɰɿ Є.ȼ., ɉɪɨɫɤɭɪɧɿɧɚ ɇ.ȼ., Ȼɟɫɬɭɠɟɜɚ ɋ.ȼ., Ʉɨɡɭɛ ȼ.Ɉ., Ʉɭɛɚɲɟɜɫьɤɨɝɨ Ɉ.Є., 
ȼɨɣɬɨɜɢɱ ɇ.ȼ., Ʉɭɡьɦɚɤ Ɉ., Ƚɚɥɹɩɢ ȼ., Ʉɥɿɦɨɜɢɱ Ɉ.Ɇ., Ȼɨɠɤɨ ɘ.ȼ. ɿ ɿɧɲɢɯ. 

Ƚɚɣɜɚɧɨɜɢɱ ɇ. ȼ. Д4Ж ɡɚɡɧɚɱɚє, ɳɨ ɬɪɚɞɢɰɿɣɧɿ (ɨɮɥɚɣɧ) ɦɚɝɚɡɢɧɢ ɛɭɥɢ ɣ 
ɡɚɥɢɲɚɬɢɦɭɬьɫɹ ɜɚɠɥɢɜɨɸ ɫɤɥɚɞɨɜɨɸ ɱɚɫɬɢɧɨɸ ɿɧɮɪɚɫɬɪɭɤɬɭɪɢ ɫɩɨɠɢɜɱɨɝɨ ɪɢɧɤɭ, ɚɥɟ 
ɭ ɜɿɞɩɨɜɿɞь ɧɚ ɫɬɪɿɦɤɿ ɡɦɿɧɢ ɡɨɜɧɿɲɧьɨɝɨ ɫɟɪɟɞɨɜɢɳɚ ɬɚ ɿɧɧɨɜɚɰɿʀ ɜ ɿɧɮɨɪɦɚɰɿɣɧɨ-

ɤɨɦɭɧɿɤɚɰɿɣɧɿɣ ɫɮɟɪɿ ɭɱɚɫɧɢɤɢ ɪɨɡɞɪɿɛɧɨɝɨ ɪɢɧɤɭ ɩɨɜɢɧɧɿ ɚɤɬɢɜɿɡɭɜɚɬɢɫɹ ɣ 
ɪɨɡɲɢɪɸɜɚɬɢ ɚɪɫɟɧɚɥ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɜɡɚєɦɨɞɿʀ ɬɚ ɜɩɥɢɜɭ ɧɚ ɫɩɨɠɢɜɚɱɿɜ. 
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ȼ. Ⱦ. ɏɭɪɞɟɣ, Ⱦ. Ⱥ. Ɇɿɳɟɧɤɨ, Ɍ. ɋ. Ⱦɪɨɧɨɜɚ, І. Ƚ. ɉɚɜɥɨɜɫьɤɚ, Ʌ. Ю. ɋɟɦɟɧɨɜɚ.   Ɇɨɞɟɥɿ ɩɨɜɟɞɿɧɤɢ 
ɫɩɨɠɢɜɚɱɿɜ ɭ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ 
  

 
 

 

 

ɉɪɨɫɤɭɪɧɿɧɚ ɇ.ȼ., Ȼɟɫɬɭɠɟɜɚ ɋ.ȼ., Ʉɨɡɭɛ ȼ.Ɉ. Д7Ж ɞɨɫɥɿɞɠɭɜɚɥɢ ɩɨɜɟɞɿɧɤɭ 
ɫɩɨɠɢɜɚɱɿɜ ɜ ɭɦɨɜɚɯ ɰɢɮɪɨɜɿɡɚɰɿʀ ɟɤɨɧɨɦɿɤɢ ɍɤɪɚʀɧɢ, ɩɨɫɢɥɟɧɧɹ ɝɥɨɛɚɥɿɡɚɰɿɣɧɨɝɨ 
ɜɩɥɢɜɭ ɿ ɩɿɞɜɢɳɟɧɧɹ ɪɿɜɧɹ ɧɟɫɬɚɛɿɥьɧɨɫɬɿ ɬɚ ɧɟɩɪɨɝɧɨɡɨɜɚɧɨɫɬɿ, ɧɢɦɢ ɛɭɥɨ ɞɨɜɟɞɟɧɨ, ɳɨ 
ɫɩɨɠɢɜɚɱɿ, ɹɤɿ ɜɿɞɱɭɜɚɸɬь ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɣ ɩɿɞɯɿɞ, ɛɿɥьɲ ɥɨɹɥьɧɿ ɞɨ ɛɪɟɧɞɿɜ ɿ ɫɯɢɥьɧɿ 
ɡɞɿɣɫɧɸɜɚɬɢ ɩɨɜɬɨɪɧɿ ɩɨɤɭɩɤɢ. Ɉɤɪɟɦɢɦ ɧɚɩɪɹɦɤɨɦ є ɞɨɫɥɿɞɠɟɧɧɹ ɞɨɫɜɿɞɭ ɤɨɦɩɚɧɿɣ, ɹɤɿ 
ɟɮɟɤɬɢɜɧɨ ɿɧɬɟɝɪɭɸɬь ɰɢɮɪɨɜɿ ɬɚ ɮɿɡɢɱɧɿ ɤɚɧɚɥɢ ɤɨɦɭɧɿɤɚɰɿʀ, ɫɬɜɨɪɸɸɱɢ ɛɟɡɩɟɪɟɪɜɧɢɣ 
ɿ ɡɚɞɨɜɿɥьɧɢɣ ɤɨɪɢɫɬɭɜɚɰьɤɢɣ ɞɨɫɜɿɞ. 

əɤ ɩɨɤɚɡɭє ɩɪɚɰɹ Ʉɭɛɚɲɟɜɫьɤɨɝɨ Ɉ.Є. Д13Ж, ɜɢɤɨɪɢɫɬɚɧɧɹ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ 
ɦɚɪɤɟɬɢɧɝɭ ɩɿɞɤɪɟɫɥɸє ɜɚɠɥɢɜɿɫɬь ɝɥɢɛɨɤɨɝɨ ɪɨɡɭɦɿɧɧɹ ɩɨɬɪɟɛ ɚɭɞɢɬɨɪɿʀ, ɳɨ ɞɨɡɜɨɥɹє 
ɨɩɬɢɦɿɡɭɜɚɬɢ ɦɚɪɤɟɬɢɧɝɨɜɿ ɡɭɫɢɥɥɹ, ɩɿɞɜɢɳɭɜɚɬɢ ɪɿɜɟɧь ɡɚɞɨɜɨɥɟɧɨɫɬɿ ɤɥɿєɧɬɿɜ ɿ 
ɩɿɞɬɪɢɦɭɜɚɬɢ ɥɨɹɥьɧɿɫɬь ɫɩɨɠɢɜɚɱɿɜ ɭ ɞɨɜɝɨɫɬɪɨɤɨɜɿɣ ɩɟɪɫɩɟɤɬɢɜɿ. 

ȼɨɣɬɨɜɢɱ ɇ.ȼ. Д3Ж ɪɨɡɝɥɹɧɭɬɨ ɦɚɪɤɟɬɢɧɝɨɜɿ ɫɬɪɚɬɟɝɿʀ, ɹɤɿ ɩɟɪɟɞɛɚɱɚɸɬь 
ɜɢɤɨɪɢɫɬɚɧɧɹ ɩɟɪɟɜɿɪɟɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɬɚɤɬɢɤ ɞɥɹ ɡɚɥɭɱɟɧɧɹ ɤɥɿєɧɬɿɜ. ɇɚɜɟɞɟɧɨ 
ɨɫɧɨɜɧɿ ɤɪɨɤɢ, ɹɤɿ ɞɨɩɨɦɨɠɭɬь ɪɨɡɪɨɛɢɬɢ ɜɥɚɫɧɭ ɭɫɩɿɲɧɭ ɦɚɪɤɟɬɢɧɝɨɜɭ ɫɬɪɚɬɟɝɿɸ 
ɜɢɤɨɪɢɫɬɨɜɭɸɱɢ ɰɢɮɪɨɜɿ ɬɟɯɧɨɥɨɝɿʀ.  

Ʉɭɡьɦɚɤ Ɉ. Д14Ж ɚɤɰɟɧɬɭє ɧɚ ɜɚɠɥɢɜɨɫɬɿ ɟɮɟɤɬɢɜɧɨɝɨ ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ, ɹɤɿ ɛ ɜɪɚɯɨɜɭɜɚɥɢ ɪɿɡɧɨɦɚɧɿɬɧɿ ɱɢɧɧɢɤɢ ɡɨɜɧɿɲɧьɨɝɨ 
ɫɟɪɟɞɨɜɢɳɚ ɬɚ ɫɩɟɰɢɮɿɤɭ ɮɚɤɬɨɪɿɜ ɿɪɪɚɰɿɨɧɚɥьɧɨʀ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ; ɡɚɡɧɚɱɚє, ɳɨ 
ɨɞɧɢɦ ɿɡ ɿɧɫɬɪɭɦɟɧɬɿɜ ɡɚɛɟɡɩɟɱɟɧɧɹ ɩɟɪɟɞɭɦɨɜ ɤɨɧɤɭɪɟɧɬɧɢɯ ɩɟɪɟɜɚɝ ɫɭɛ’єɤɬɚ 
ɝɨɫɩɨɞɚɪɸɜɚɧɧɹ, ɡɦɿɰɧɟɧɧɹ ɿɦɿɞɠɭ є ɜɡɚєɦɨɞɿɹ ɡ ɿɫɧɭɸɱɢɦɢ ɬɚ ɩɨɬɟɧɰɿɣɧɢɦɢ ɤɥɿєɧɬɚɦɢ, 
ɡɚɥɭɱɟɧɧɹ ɬɚ ɭɬɪɢɦɚɧɧɹ ɫɩɨɠɢɜɚɱɿɜ, ɪɨɡɜɢɬɨɤ ɞɿɚɥɨɝɭ ɬɚ ɜɿɞɧɨɫɢɧ ɡ ɤɥɿєɧɬɚɦɢ. 

Ʉɪɿɦ ɬɨɝɨ, ɭ ɪɨɛɨɬɚɯ ɳɨɞɨ ɜɩɥɢɜɭ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɧɚ ɫɩɨɠɢɜɚɰьɤɭ 
ɩɨɜɟɞɿɧɤɭ ɚɤɬɢɜɧɨ ɪɨɡɝɥɹɞɚɸɬьɫɹ ɩɢɬɚɧɧɹ ɜɢɤɨɪɢɫɬɚɧɧɹ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɬɚ 
ɚɧɚɥɿɬɢɤɢ ɜɟɥɢɤɢɯ ɞɚɧɢɯ ɞɥɹ ɩɨɤɪɚɳɟɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ. əɤ ɡɚɡɧɚɱɚє ɭ ɫɜɨʀɯ 
ɞɨɫɥɿɞɠɟɧɧɹɯ, Ƚɚɥɹɩɚ ȼ. Д5Ж, Ʉɥɿɦɨɜɢɱ Ɉ.Ɇ. Ȼɨɠɤɨ ɘ.ȼ. Д8Ж, ɲɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ 
ɞɨɩɨɦɚɝɚє ɛɪɟɧɞɚɦ ɭ ɪɟɚɥьɧɨɦɭ ɱɚɫɿ ɚɞɚɩɬɭɜɚɬɢ ɫɜɨʀ ɫɬɪɚɬɟɝɿʀ ɤɨɦɭɧɿɤɚɰɿʀ ɡ ɤɥɿєɧɬɚɦɢ, 
ɩɟɪɟɞɛɚɱɚɬɢ ʀɯ ɩɨɜɟɞɿɧɤɭ ɬɚ ɡɚɛɟɡɩɟɱɭɜɚɬɢ ɛɿɥьɲ ɬɨɱɧɟ ɫɩɪɹɦɭɜɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɡɭɫɢɥь. 

Ȼɿɥɨɭɫ ɋ.ɉ., ɋɭɩɪɭɧ Ⱦ.Ⱥ., ɉɟɪɟɩɟɥɢɰɹ Є.ȼ Д2Ж ɚɧɚɥɿɡɭɸɬь ɜɢɤɥɢɤɢ, ɩɨɜ’ɹɡɚɧɿ ɡ 
ɭɩɪɨɜɚɞɠɟɧɧɹɦ ɿɧɧɨɜɚɰɿɣɧɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ, ɬɚɤɢɯ ɹɤ ɲɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ, ɜɟɥɢɤɿ ɞɚɧɿ, 
ɚɜɬɨɦɚɬɢɡɚɰɿɹ ɬɚ ɩɟɪɫɨɧɚɥɿɡɚɰɿɹ ɤɨɦɭɧɿɤɚɰɿɣ, ɪɨɡɝɥɹɞɚɸɬь ɩɟɪɫɩɟɤɬɢɜɢ ɿɧɬɟɝɪɚɰɿʀ 
ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɞɥɹ ɡɚɥɭɱɟɧɧɹ ɧɨɜɢɯ ɫɩɨɠɢɜɱɢɯ ɫɟɝɦɟɧɬɿɜ. Ɉɫɨɛɥɢɜɭ ɭɜɚɝɭ 
ɩɪɢɞɿɥɟɧɨ ɪɨɥɿ ɿɧɧɨɜɚɰɿɣ ɭ ɮɨɪɦɭɜɚɧɧɿ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ ɬɚ 
ɜɢɤɨɪɢɫɬɚɧɧɸ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠ, ɦɨɛɿɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɣ ɚɧɚɥɿɬɢɤɢ ɜɟɥɢɤɢɯ ɞɚɧɢɯ. 

Є ɿ ɪɹɞ ɿɧɲɢɯ ɩɭɛɥɿɤɚɰɿɣ, ɹɤɿ ɚɤɰɟɧɬɭɸɬь ɭɜɚɝɭ ɧɚ ɜɚɠɥɢɜɨɫɬɿ ɿɧɬɟɝɪɚɰɿʀ 
ɬɪɚɞɢɰɿɣɧɢɯ ɿ ɰɢɮɪɨɜɢɯ ɤɚɧɚɥɿɜ ɭ ɫɬɪɚɬɟɝɿʀ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ. Ⱦɨɫɥɿɞɠɟɧɧɹ 
ɩɨɤɚɡɚɥɢ, ɳɨ ɜ ɭɦɨɜɚɯ, ɤɨɥɢ ɫɩɨɠɢɜɚɱɿ ɜɡɚєɦɨɞɿɸɬь ɡ ɛɪɟɧɞɚɦɢ ɱɟɪɟɡ ɞɟɤɿɥьɤɚ ɩɥɚɬɮɨɪɦ 
(ɫɨɰɿɚɥьɧɿ ɦɟɪɟɠɿ, ɜɟɛɫɚɣɬɢ, ɦɨɛɿɥьɧɿ ɞɨɞɚɬɤɢ), ɜɿɞɛɭɜɚєɬьɫɹ ɡɧɚɱɧɚ ɡɦɿɧɚ ʀɯɧьɨɝɨ 
ɞɨɫɜɿɞɭ ɩɨɤɭɩɨɤ. Ɍɚɤ, ɿɧɬɟɝɪɚɰɿɹ ɨɧɥɚɣɧ-ɿ ɨɮɥɚɣɧ-ɤɚɧɚɥɿɜ ɞɨɡɜɨɥɹє ɛɪɟɧɞɚɦ ɧɟ ɬɿɥьɤɢ 
ɡɛɿɥьɲɢɬɢ ɟɮɟɤɬɢɜɧɿɫɬь ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɚɦɩɚɧɿɣ, ɚ ɣ ɩɨɥɿɩɲɢɬɢ ɹɤɿɫɬь ɜɡɚєɦɨɞɿʀ ɡ 
ɤɥɿєɧɬɚɦɢ. ɇɚɭɤɨɜɰɿ ɩɪɨɞɨɜɠɭɸɬь ɞɨɫɥɿɞɠɭɜɚɬɢ ɜɩɥɢɜ ɧɨɜɢɯ ɰɢɮɪɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɧɚ 
ɟɮɟɤɬɢɜɧɿɫɬь ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɚɦɩɚɧɿɣ, ɨɫɨɛɥɢɜɨ ɜ ɭɦɨɜɚɯ ɲɜɢɞɤɨʀ ɬɪɚɧɫɮɨɪɦɚɰɿʀ ɪɢɧɤɿɜ 
ɿ ɩɨɬɪɟɛ ɫɩɨɠɢɜɚɱɿɜ. Ɉɞɧɚɤ, ɦɨɞɟɥɿ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɬɚ ʀɯ ɥɨɹɥьɧɿɫɬь ɜ ɤɨɧɬɟɤɫɬɿ 
ɨɦɧɿɤɚɧɚɥьɧɢɯ ɫɬɪɚɬɟɝɿɣ ɞɨɫɿ ɧɟɞɨɫɬɚɬɧьɨ ɜɢɜɱɟɧɿ. 
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ȼɢɞɿɥɟɧɧɹ ɧɟɜɢɪɿɲɟɧɢɯ ɪɚɧɿɲɟ ɱɚɫɬɢɧ ɡɚɝɚɥьɧɨʀ ɩɪɨɛɥɟɦɢ, ɤɨɬɪɢɦ ɩɪɢɫɜɹɱɭєɬьɫɹ 
ɫɬɚɬɬɹ. ɍ ɫɬɚɬɬɿ ɜɢɞɿɥɹɸɬьɫɹ ɤɿɥьɤɚ ɧɟɜɢɪɿɲɟɧɢɯ ɪɚɧɿɲɟ ɱɚɫɬɢɧ ɡɚɝɚɥьɧɨʀ ɩɪɨɛɥɟɦɢ, ɳɨ 
ɫɬɨɫɭɸɬьɫɹ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ. Ɂɨɤɪɟɦɚ, ɜɩɥɢɜ 
ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɧɚ ɩɨɛɭɞɨɜɭ ɨɦɧɿɤɚɧɚɥьɧɢɯ ɫɬɪɚɬɟɝɿɣ ɦɚɪɤɟɬɢɧɝɭ: ɞɨɫɥɿɞɠɟɧɧɹ 
ɜɡɚєɦɨɞɿʀ ɦɿɠ ɮɿɡɢɱɧɢɦɢ ɬɚ ɰɢɮɪɨɜɢɦɢ ɤɚɧɚɥɚɦɢ; ɫɟɝɦɟɧɬɚɰɿʀ ɫɩɨɠɢɜɚɱɿɜ ɜ 
ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɤɨɧɬɟɤɫɬɿ; ɧɟ ɞɨɫɬɚɬɧьɨ ɜɢɡɧɚɱɟɧɨ ɦɟɬɪɢɤɢ, ɹɤɿ ɞɨɡɜɨɥɹɸɬь ɜɢɦɿɪɸɜɚɬɢ, 
ɹɤ ɪɿɡɧɿ ɤɚɧɚɥɢ ɜɡɚєɦɨɞɿʀ ɜɩɥɢɜɚɸɬь ɧɚ ɥɨɹɥьɧɿɫɬь ɫɩɨɠɢɜɚɱɿɜ, ʀɯɧɸ ɩɨɤɭɩɤɭ ɬɚ ɡɚɝɚɥьɧɟ 
ɫɩɪɢɣɧɹɬɬɹ ɛɪɟɧɞɭ; ɡɚɥɢɲɚɸɬьɫɹ ɧɟ ɜɢɜɱɟɧɢɦɢ ɜ ɞɨɫɬɚɬɧьɨɦɭ ɨɛɫɹɡɿ ɦɟɬɨɞɢ 
ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɞɨɫɜɿɞɭ ɫɩɨɠɢɜɚɱɿɜ ɜ ɭɦɨɜɚɯ, ɤɨɥɢ ɜɨɧɢ ɦɨɠɭɬь ɡɞɿɣɫɧɸɜɚɬɢ ɩɨɤɭɩɤɢ 
ɱɟɪɟɡ ɪɿɡɧɿ ɤɚɧɚɥɢ ɬɚ ɞɨɫɥɿɞɠɟɧɧɹ ɩɫɢɯɨɥɨɝɿɱɧɢɯ ɚɫɩɟɤɬɿɜ ɩɟɪɟɯɨɞɭ ɦɿɠ ɨɧɥɚɣɧ ɬɚ 
ɨɮɥɚɣɧ ɫɟɪɟɞɨɜɢɳɚɦɢ, ɡɨɤɪɟɦɚ, ɱɨɦɭ ɩɟɜɧɿ ɫɩɨɠɢɜɚɱɿ ɜɿɞɞɚɸɬь ɩɟɪɟɜɚɝɭ ɤɨɧɤɪɟɬɧɢɦ 
ɤɚɧɚɥɚɦ ɜɡɚєɦɨɞɿʀ ɚɛɨ ɡɦɿɧɸɸɬь ɫɜɨʀ ɡɜɢɱɤɢ ɡɚɥɟɠɧɨ ɜɿɞ ɤɨɧɬɟɤɫɬɭ, ɦɨɞɟɥɿ ɩɨɜɟɞɿɧɤɢ 
ɫɩɨɠɢɜɚɱɿɜ ɬɚ ʀɯ ɥɨɹɥьɧɿɫɬь ɜ ɤɨɧɬɟɤɫɬɿ ɨɦɧɿɤɚɧɚɥьɧɢɯ ɫɬɪɚɬɟɝɿɣ, є ɧɟɞɨɫɬɚɬɧьɨ 
ɜɢɜɱɟɧɢɦɢ. 

ɐɿ ɧɟɜɢɪɿɲɟɧɿ ɱɚɫɬɢɧɢ ɩɪɨɛɥɟɦɢ ɫɬɚɧɨɜɥɹɬь ɨɫɧɨɜɧɢɣ ɮɨɤɭɫ ɫɬɚɬɬɿ, ɨɫɤɿɥьɤɢ ɜɨɧɢ 
ɞɨɡɜɨɥɹɸɬь ɛɿɥьɲ ɞɟɬɚɥьɧɨ ɞɨɫɥɿɞɢɬɢ ɦɟɯɚɧɿɡɦɢ ɨɦɧɿɤɚɧɚɥьɧɨʀ ɩɨɜɟɞɿɧɤɢ ɬɚ ɫɩɪɢɹɸɬь 
ɪɨɡɪɨɛɰɿ ɧɨɜɢɯ ɫɬɪɚɬɟɝɿɣ ɞɥɹ ɤɨɦɩɚɧɿɣ ɭ ɫɭɱɚɫɧɨɦɭ ɦɚɪɤɟɬɢɧɝɨɜɨɦɭ ɫɟɪɟɞɨɜɢɳɿ. 

Ɏɨɪɦɭɥɸɜɚɧɧɹ ɦɟɬɢ ɫɬɚɬɬɿ (ɩɨɫɬɚɧɨɜɤɚ ɡɚɜɞɚɧɧɹ). Ɇɟɬɨɸ ɫɬɚɬɬɿ є 
ɞɨɫɥɿɞɠɟɧɧɹ ɡɦɿɧ ɭ ɩɨɜɟɞɿɧɰɿ ɫɩɨɠɢɜɚɱɿɜ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, 
ɜɢɡɧɚɱɟɧɧɹ ɤɥɸɱɨɜɢɯ ɮɚɤɬɨɪɿɜ ɜɩɥɢɜɭ ɧɚ ɜɢɛɿɪ ɤɚɧɚɥɿɜ ɤɨɦɭɧɿɤɚɰɿʀ ɬɚ ɡɞɿɣɫɧɟɧɧɹ 
ɩɨɤɭɩɨɤ, ɚ ɬɚɤɨɠ ɚɧɚɥɿɡ ɜɩɥɢɜɭ ɨɦɧɿɤɚɧɚɥьɧɢɯ ɫɬɪɚɬɟɝɿɣ ɧɚ ɟɮɟɤɬɢɜɧɿɫɬь ɜɡɚєɦɨɞɿʀ ɦɿɠ 
ɛɪɟɧɞɚɦɢ ɬɚ ɫɩɨɠɢɜɚɱɚɦɢ. Ɂɚɜɞɚɧɧɹɦɢ, ɹɤɿ ɦɚɸɬь ɛɭɬɢ ɜɢɤɨɧɚɧɿ ɜ ɩɪɨɰɟɫɿ ɞɨɫɥɿɞɠɟɧɧɹ, 
є: ɜɢɡɧɚɱɢɬɢ ɫɭɬɧɿɫɬь ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɬɚ ɣɨɝɨ ɨɫɧɨɜɧɿ ɯɚɪɚɤɬɟɪɢɫɬɢɤɢ; 

ɩɪɨɚɧɚɥɿɡɭɜɚɬɢ ɡɦɿɧɢ ɭ ɩɨɜɟɞɿɧɰɿ ɫɩɨɠɢɜɚɱɿɜ ɜ ɤɨɧɬɟɤɫɬɿ ɜɢɤɨɪɢɫɬɚɧɧɹ ɪɿɡɧɢɯ ɤɚɧɚɥɿɜ 
ɜɡɚєɦɨɞɿʀ (ɨɧɥɚɣɧ, ɨɮɥɚɣɧ, ɦɨɛɿɥьɧɿ ɞɨɞɚɬɤɢ ɬɨɳɨ); ɜɢɹɜɢɬɢ ɮɚɤɬɨɪɢ, ɹɤɿ ɜɩɥɢɜɚɸɬь ɧɚ 
ɜɢɛɿɪ ɤɚɧɚɥɿɜ ɤɨɦɭɧɿɤɚɰɿʀ ɬɚ ɡɞɿɣɫɧɟɧɧɹ ɩɨɤɭɩɨɤ ɫɩɨɠɢɜɚɱɚɦɢ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨʀ 
ɫɬɪɚɬɟɝɿʀ; ɨɰɿɧɢɬɢ ɪɨɥь ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɬɚ ɡɪɭɱɧɨɫɬɿ ɩɨɤɭɩɨɤ ɜ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ 
ɫɟɪɟɞɨɜɢɳɿ; ɞɨɫɥɿɞɢɬɢ ɜɩɥɢɜ ɨɦɧɿɤɚɧɚɥьɧɢɯ ɫɬɪɚɬɟɝɿɣ ɧɚ ɥɨɹɥьɧɿɫɬь ɫɩɨɠɢɜɚɱɿɜ ɿ ɧɚ ʀɯɧɿ 
ɫɩɨɠɢɜɱɿ ɡɜɢɱɤɢ; ɧɚɞɚɬɢ ɪɟɤɨɦɟɧɞɚɰɿʀ ɳɨɞɨ ɨɩɬɢɦɿɡɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ ɞɥɹ 
ɟɮɟɤɬɢɜɧɨʀ ɜɡɚєɦɨɞɿʀ ɡ ɫɭɱɚɫɧɢɦɢ ɫɩɨɠɢɜɚɱɚɦɢ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɫɬɿ. 

ȼɢɤɥɚɞɟɧɧɹ ɨɫɧɨɜɧɨɝɨ ɦɚɬɟɪɿɚɥɭ ɞɨɫɥɿɞɠɟɧɧɹ ɡ ɩɨɜɧɢɦ ɨɛґɪɭɧɬɭɜɚɧɧɹɦ 
ɨɬɪɢɦɚɧɢɯ ɧɚɭɤɨɜɢɯ ɪɟɡɭɥьɬɚɬɿɜ. ɍ ɫɭɱɚɫɧɨɦɭ ɫɜɿɬɿ ɜɚɠɥɢɜɨ ɛɭɞɭɜɚɬɢ ɫɬɪɚɬɟɝɿɱɧɿ 
ɜɿɞɧɨɫɢɧɢ ɡ ɤɥɿєɧɬɚɦɢ ɱɟɪɟɡ ɛɪɟɧɞɢɧɝ. Ʉɥɿєɧɬɢ ɯɨɱɭɬь ɜɿɞɱɭɜɚɬɢ ɫɟɛɟ ɱɚɫɬɢɧɨɸ ɱɨɝɨɫь 
ɛɿɥьɲɨɝɨ, ɧɿɠ ɩɪɨɫɬɨ ɩɨɤɭɩɤɚ ɬɨɜɚɪɭ ɱɢ ɩɨɫɥɭɝɢ. ȿɦɨɰɿɣɧɢɣ ɡɜ’ɹɡɨɤ ɡ ɛɪɟɧɞɨɦ, 
ɩɨɡɢɬɢɜɧɢɣ ɿɦɿɞɠ ɬɚ ɤɨɪɩɨɪɚɬɢɜɧɚ ɫɨɰɿɚɥьɧɚ ɜɿɞɩɨɜɿɞɚɥьɧɿɫɬь ɫɩɪɢɹɸɬь ɮɨɪɦɭɜɚɧɧɸ 
ɥɨɹɥьɧɨɫɬɿ [4]. ȼ ɭɦɨɜɚɯ ȱɧɬɟɪɧɟɬ-ɦɚɪɤɟɬɢɧɝɭ, ɛɪɟɧɞ, ɦɚɸɱɢ ɞɨɞɚɬɨɤ, ɜɢɤɨɪɢɫɬɨɜɭє ɣɨɝɨ 
ɹɤ ɞɨɞɚɬɤɨɜɢɣ ɫɬɢɦɭɥɹɬɨɪ ɩɪɨɞɚɠɿɜ, ɹɤ ɤɚɪɬɤɢ ɞɥɹ ɛɨɧɭɫɿɜ ɚɛɨ ɧɚɤɨɩɢɱɟɧɧɹ ɡɧɢɠɨɤ. Ⱦɥɹ 
ɫɬɢɦɭɥɹɰɿʀ ɡɞɿɣɫɧɟɧɧɹ ɩɨɤɭɩɨɤ ɱɟɪɟɡ ɞɨɞɚɬɨɤ ɤɥɿєɧɬɭ ɩɪɨɩɨɧɭɸɬьɫɹ ɞɨɞɚɬɤɨɜɿ ɛɨɧɭɫɢ 
ɚɛɨ ɡɧɢɠɤɢ, ɹɤɳɨ ɜɿɧ ɡɪɨɛɢɬь ɡɚɦɨɜɥɟɧɧɹ ɡɚ ɣɨɝɨ ɞɨɩɨɦɨɝɨɸ. Ȼɪɟɧɞɢɧɝ ɞɚє ɡɦɨɝɭ 
ɚɤɬɢɜɧɨ ɫɬɢɦɭɥɸɜɚɬɢ ɩɪɨɞɚɠɿ ɡɚ ɞɨɩɨɦɨɝɨɸ ЩЮsС-ɩɨɜɿɞɨɦɥɟɧь, ɹɤɿ ɩɨɜɿɞɨɦɥɹɸɬь ɩɪɨ 
ɚɤɰɿʀ ɿ ɧɚɞɯɨɞɠɟɧɧɹ ɬɨɜɚɪɿɜ ɭ ɧɟɧɚɜ’ɹɡɥɢɜɿɣ ɮɨɪɦɿ, ɫɯɨɠɿɣ ɧɚ ɩɨɪɚɞɭ ɚɛɨ ɞɨɩɨɦɨɝɭ ɭ 
ɜɢɛɨɪɿ. 

Ɉɦɧɿɤɚɧɚɥьɧɢɣ ɦɚɪɤɟɬɢɧɝ ɫɬɚɜ ɤɥɸɱɨɜɢɦ ɩɿɞɯɨɞɨɦ ɭ ɜɡɚєɦɨɞɿʀ ɦɿɠ ɛɪɟɧɞɚɦɢ ɬɚ 
ɫɩɨɠɢɜɚɱɚɦɢ. ȼɿɧ ɩɟɪɟɞɛɚɱɚє ɿɧɬɟɝɪɚɰɿɸ ɪɿɡɧɢɯ ɤɚɧɚɥɿɜ ɤɨɦɭɧɿɤɚɰɿʀ, ɬɚɤɢɯ ɹɤ ɨɧɥɚɣɧ 
ɩɥɚɬɮɨɪɦɢ, ɦɨɛɿɥьɧɿ ɞɨɞɚɬɤɢ, ɫɨɰɿɚɥьɧɿ ɦɟɪɟɠɿ ɬɚ ɮɿɡɢɱɧɿ ɦɚɝɚɡɢɧɢ, ɳɨ ɞɨɡɜɨɥɹє 
ɫɩɨɠɢɜɚɱɚɦ ɜɡɚєɦɨɞɿɹɬɢ ɡ ɛɪɟɧɞɚɦɢ ɱɟɪɟɡ ɪɿɡɧɨɦɚɧɿɬɧɿ ɬɨɱɤɢ ɞɨɬɢɤɭ. Ɂɦɿɧɢ, ɳɨ 
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ɫɩɨɠɢɜɚɱɿɜ ɭ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ 
  

 
 

 

 

ɜɿɞɛɭɜɚɸɬьɫɹ ɧɚ ɪɢɧɤɭ, ɬɚɤɨɠ ɡɦɿɧɸɸɬь ɫɚɦɭ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ, ɜɨɧɢ ɫɬɚɥɢ ɛɿɥьɲ 
ɜɢɦɨɝɥɢɜɢɦɢ ɬɚ ɜɢɛɿɪɤɨɜɢɦɢ ɭ ɫɜɨєɦɭ ɞɨɫɜɿɞɿ ɩɨɤɭɩɤɢ. 

Ɉɦɧɿɤɚɧɚɥьɧɿɫɬь (ɚɧɝɥ. ШЦЧТМСКЧЧОХ) – ɰɟ ɩɨєɞɧɚɧɧɹ ɬɚ ɫɢɧɯɪɨɧɿɡɚɰɿɹ ɪɿɡɧɢɯ 
ɤɚɧɚɥɿɜ, ɡɨɤɪɟɦɚ ɨɧɥɚɣɧ ɬɚ ɨɮɥɚɣɧ, ɡɚ ɹɤɢɦɢ ɤɥɿєɧɬ ɦɨɠɟ ɤɨɧɬɚɤɬɭɜɚɬɢ ɡ ɛɪɟɧɞɨɦ ɬɚɦ ɿ 
ɬɚɤ, ɹɤ ɣɨɦɭ ɡɪɭɱɧɨ. ɇɚɣɜɚɠɥɢɜɿɲɟ, ɳɨ ɩɪɢ ɰьɨɦɭ ɡɛɟɪɿɝɚєɬьɫɹ ɩɨɩɟɪɟɞɧɹ ɿɫɬɨɪɿɹ 
ɤɨɦɭɧɿɤɚɰɿʀ Д1Ж. 

ȼ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɫɬɿ ɫɩɨɠɢɜɚɱɿ ɛɿɥьɲɟ ɧɟ ɨɛɦɟɠɭɸɬьɫɹ ɨɞɧɢɦ ɤɚɧɚɥɨɦ ɩɪɢ 
ɡɞɿɣɫɧɟɧɧɿ ɩɨɤɭɩɨɤ, ɜɨɧɢ ɦɨɠɭɬь ɩɨɱɚɬɢ ɩɨɤɭɩɤɭ ɜ ɿɧɬɟɪɧɟɬ-ɦɚɝɚɡɢɧɿ, ɚ ɡɚɜɟɪɲɢɬɢ ʀʀ ɜ 
ɨɮɥɚɣɧ-ɦɚɝɚɡɢɧɿ, ɚɛɨ ɧɚɜɩɚɤɢ (ɪɢɫ. 1). ɐɟ ɡɭɦɨɜɥɸє ɩɨɬɪɟɛɭ ɭ ɫɬɜɨɪɟɧɧɿ «ɛɟɡɲɨɜɧɨɝɨ» 

ɞɨɫɜɿɞɭ ɞɥɹ ɤɥɿєɧɬɿɜ, ɞɟ ɿɧɮɨɪɦɚɰɿɹ ɿ ɞɨɫɜɿɞ ɩɨɤɭɩɤɢ ɥɟɝɤɨ ɩɟɪɟɯɨɞɹɬь ɜɿɞ ɨɞɧɨɝɨ ɤɚɧɚɥɭ 
ɞɨ ɿɧɲɨɝɨ.  

 
Ɋɢɫɭɧɨɤ 1 — ɉɪɢɣɧɹɬɬɹ ɪɿɲɟɧɧɹ ɩɪɨ ɩɨɤɭɩɤɭ ɫɩɨɠɢɜɚɱɚɦɢ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɫɬɿ  

Ⱦɠɟɪɟɥɨ: ɪɨɡɪɨɛɥɟɧɨ ɚɜɬɨɪɚɦɢ ɡɚ ɪɟɡɭɥьɬɚɬɚɦɢ ɨɩɢɬɭɜɚɧɧɹ* 

 

*Ȼɭɥɨ ɩɪɨɜɟɞɟɧɨ ɨɩɢɬɭɜɚɧɧɹ ɫɟɪɟɞ 202 ɪɟɫɩɨɧɞɟɧɬɿɜ, ɹɤɟ ɜɤɥɸɱɚɥɨ ɱɨɬɢɪɢ 
ɨɫɧɨɜɧɿ ɜɿɤɨɜɿ ɝɪɭɩɢ: ɞɨ 19 ɪɨɤɿɜ – 48 ɪɟɫɩɨɧɞɟɧɬɿɜ (24%); 20-45 ɪɨɤɿɜ – 75 (37%); 46-65 

ɪɨɤɿɜ – 47 (23,5%) ɬɚ 32 ɨɫɨɛɢ ɜɿɤɨɦ 65+ (15,5%).  

 

Ȼɟɡɲɨɜɧɢɣ ɤɨɪɢɫɬɭɜɚɰьɤɢɣ ɞɨɫɜɿɞ (sОКЦХОss ЮsОr experience) – ɰɟ ɩɪɨɰɟɫ ɜɡɚєɦɨɞɿʀ 
ɥɸɞɢɧɢ ɡ ɦɨɛɿɥьɧɢɦ ɡɚɫɬɨɫɭɧɤɨɦ, ɫɚɣɬɨɦ ɚɛɨ ɿɧɲɢɦ ɰɢɮɪɨɜɢɦ ɩɪɨɞɭɤɬɨɦ, ɹɤɢɣ 
ɜɿɞɛɭɜɚєɬьɫɹ ɩɥɚɜɧɨ, ɛɟɡ ɩɟɪɟɛɨʀɜ ɚɛɨ ɧɟɡɪɭɱɧɨɫɬɟɣ.  

Ɍɚɤɢɦ ɱɢɧɨɦ, ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɩɨɜɟɞɿɧɤɚ ɫɩɨɠɢɜɚɱɿɜ ɫɬɚɥɚ 

ɛɿɥьɲ ɝɧɭɱɤɨɸ, ɤɨɦɩɥɟɤɫɧɨɸ ɬɚ ɛɚɝɚɬɨɤɚɧɚɥьɧɨɸ. ɋɩɨɠɢɜɚɱɿ ɦɚɸɬь ɦɨɠɥɢɜɿɫɬь 
ɜɡɚєɦɨɞɿɹɬɢ ɡ ɛɪɟɧɞɚɦɢ ɱɟɪɟɡ ɪɿɡɧɿ ɤɚɧɚɥɢ, ɳɨ ɫɬɜɨɪɸє ɜɢɦɨɝɭ ɞɨ ɛɿɡɧɟɫɿɜ ɛɭɬɢ ɛɿɥьɲ 
ɚɞɚɩɬɨɜɚɧɢɦɢ ɿ ɝɧɭɱɤɢɦɢ ɭ ɫɜɨʀɯ ɫɬɪɚɬɟɝɿɹɯ ɦɚɪɤɟɬɢɧɝɭ. ȼɚɠɥɢɜɢɦɢ ɚɫɩɟɤɬɚɦɢ є 
ɩɟɪɫɨɧɚɥɿɡɚɰɿɹ ɞɨɫɜɿɞɭ, ɡɪɭɱɧɿɫɬь ɜɢɤɨɪɢɫɬɚɧɧɹ ɤɚɧɚɥɿɜ ɤɨɦɭɧɿɤɚɰɿʀ ɬɚ ɿɧɬɟɝɪɚɰɿɹ ɨɧɥɚɣɧ 
ɿ ɨɮɥɚɣɧ ɞɨɫɜɿɞɭ. Ɍɨɦɭ ɛɪɟɧɞɢ, ɹɤɿ ɭɫɩɿɲɧɨ ɩɨєɞɧɭɸɬь ɰɿ ɟɥɟɦɟɧɬɢ, ɦɚɸɬь ɛɿɥьɲɟ ɲɚɧɫɿɜ 
ɧɚ ɡɚɥɭɱɟɧɧɹ ɿ ɭɬɪɢɦɚɧɧɹ ɥɨɹɥьɧɢɯ ɤɥɿєɧɬɿɜ ɭ ɫɭɱɚɫɧɨɦɭ ɤɨɧɤɭɪɟɧɬɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ. 
ȼɚɠɥɢɜɨɸ ɪɢɫɨɸ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ є ɜɢɫɨɤɢɣ ɪɿɜɟɧь ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɬɚ ɨɱɿɤɭɜɚɧɧɹ 
ɲɜɢɞɤɨɫɬɿ ɿ ɡɪɭɱɧɨɫɬɿ ɭ ɜɡɚєɦɨɞɿʀ ɡ ɛɪɟɧɞɚɦɢ. 

Ɍɨɛɬɨ, ɨɦɧɿɤɚɧɚɥьɧɢɣ ɦɚɪɤɟɬɢɧɝ – ɰɟ ɩɿɞɯɿɞ, ɩɪɢ ɹɤɨɦɭ ɛɿɡɧɟɫɢ ɜɢɤɨɪɢɫɬɨɜɭɸɬь 
ɤɿɥьɤɚ ɤɚɧɚɥɿɜ ɞɥɹ ɜɡɚєɦɨɞɿʀ ɡ ɤɥɿєɧɬɚɦɢ, ɳɨɛ ɡɚɛɟɡɩɟɱɢɬɢ ɛɟɡɲɨɜɧɢɣ ɿ ɜɡɚєɦɨɩɨɜ’ɹɡɚɧɢɣ 

15,3

14,2

22,714,3

33,5

ɪɨɛɥɸ ɩɨɤɭɩɤɢ ɭ ɨɮɥɚɣɧ ɦɚɝɚɡɢɧɚɯ

ɪɨɛɥɸ ɩɨɤɭɩɤɢ ɭ ɨɮɥɚɣɧ ɦɚɝɚɡɢɧɚɯ, ɚɥɟ 
ɨɛɢɪɚɸ ɨɧɥɚɣɧ

ɪɨɛɥɸ ɩɨɤɭɩɤɢ ɨɧɥɚɣɧ

ɪɨɛɥɸ ɩɨɤɭɩɤɢ ɨɧɥɚɣɧ , ɚɥɟ ɨɛɢɪɚɸ ɭ 
ɨɮɥɚɣɧ ɦɚɝɚɡɢɧɚɯ

ɪɨɛɥɸ ɩɨɤɭɩɤɢ ɩɨ-ɪɿɡɧɨɦɭ
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ɞɨɫɜɿɞ ɩɨɤɭɩɨɤ ɱɟɪɟɡ ɜɫɿ ɞɨɫɬɭɩɧɿ ɩɥɚɬɮɨɪɦɢ (ɮɿɡɢɱɧɿ ɦɚɝɚɡɢɧɢ, ɨɧɥɚɣɧ-ɤɚɧɚɥɢ, 
ɦɨɛɿɥьɧɿ ɞɨɞɚɬɤɢ, ɫɨɰɿɚɥьɧɿ ɦɟɪɟɠɿ, ɟɥɟɤɬɪɨɧɧɚ ɩɨɲɬɚ ɬɨɳɨ).  

ɍ ɰьɨɦɭ ɤɨɧɬɟɤɫɬɿ ɪɨɡɭɦɿɧɧɹ ɱɢɧɧɢɤɿɜ, ɳɨ ɜɩɥɢɜɚɸɬь ɧɚ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ ɜ 
ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ є ɤɥɸɱɨɜɢɦ ɞɥɹ ɮɨɪɦɭɜɚɧɧɹ ɦɨɞɟɥɟɣ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ 
ɬɚ ɪɨɡɪɨɛɤɢ ɟɮɟɤɬɢɜɧɢɯ ɨɦɧɿɤɚɧɚɥьɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ, ɹɤɿ ɩɨɡɢɬɢɜɧɨ 
ɜɩɥɢɜɚɬɢɦɭɬь ɧɚ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ, ɛɭɞɭɬь ɫɩɪɹɦɨɜɚɧɿ ɧɚ ɩɨɤɪɚɳɟɧɧɹ ɫɩɨɫɨɛɭ 
ɜɡɚєɦɨɞɿʀ ɫɩɨɠɢɜɚɱɿɜ ɿɡ ɛɪɟɧɞɚɦɢ ɬɚ ɪɨɡɜɢɬɨɤ ɟɮɟɤɬɢɜɧɢɯ ɤɚɧɚɥɿɜ ɦɚɪɤɟɬɢɧɝɨɜɨʀ 
ɤɨɦɭɧɿɤɚɰɿʀ [6]. 

ɍ ɬɪɚɞɢɰɿɣɧɨɦɭ ɦɚɪɤɟɬɢɧɝɭ ɩɨɜɟɞɿɧɤɚ ɫɩɨɠɢɜɚɱɿɜ ɡɚɥɟɠɢɬь ɜɿɞ ʀɯɧьɨɝɨ 
ɫɜɿɬɨɝɥɹɞɭ (ɜɢɯɨɜɚɧɧɹ, ɜɪɨɞɠɟɧɢɯ ɨɫɨɛɥɢɜɨɫɬɟɣ) ɬɚ ɜɿɞ ɡɨɜɧɿɲɧɿɯ ɱɢɧɧɢɤɿɜ ɜɩɥɢɜɭ ɧɚ 
ɧɟʀ. ɉɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ ɮɨɪɦɭɸɬь ɬɚɤɿ ɮɚɤɬɨɪɢ ɹɤ ɩɫɢɯɨɥɨɝɿɱɧɿ ɬɚ ɨɫɨɛɢɫɬɿɫɧɿ, 
ɫɨɰɿɨɤɭɥьɬɭɪɧɿ ɬɚ ɮɚɤɬɨɪɢ ɫɢɬɭɚɰɿɣɧɨɝɨ ɜɩɥɢɜɭ, ɤɨɦɩɥɟɤɫ ɦɚɪɤɟɬɢɧɝɭ ɩɿɞɩɪɢєɦɫɬɜɚ-

ɜɢɪɨɛɧɢɤɚ ɱɢ ɩɪɨɞɚɜɰɹ ɩɟɜɧɨɝɨ ɬɨɜɚɪɭ.  

Ʉɥɸɱɨɜɿ ɱɢɧɧɢɤɢ, ɳɨ ɜɩɥɢɜɚɸɬь ɧɚ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ ɜ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ 
ɫɟɪɟɞɨɜɢɳɿ [1; 4; 6; 12]: 

1. Ⱦɨɫɬɭɩɧɿɫɬь ɬɚ ɡɪɭɱɧɿɫɬь ɤɚɧɚɥɿɜ ɤɨɦɭɧɿɤɚɰɿʀ.  
Ⱦɨɫɬɭɩɧɿɫɬь ɿɧɮɨɪɦɚɰɿʀ ɬɚ ɦɨɠɥɢɜɿɫɬь ɦɢɬɬєɜɨɝɨ ɩɨɪɿɜɧɹɧɧɹ ɬɨɜɚɪɿɜ ɱɟɪɟɡ ɪɿɡɧɿ 

ɤɚɧɚɥɢ ɞɚє ɦɨɠɥɢɜɿɫɬь ɫɩɨɠɢɜɚɱɚɦ ɡɪɭɱɧɿɲɟ ɞɨɫɥɿɞɠɭɜɚɬɢ ɩɪɨɞɭɤɬɢ, ɩɨɪɿɜɧɸɜɚɬɢ ɰɿɧɢ, 
ɱɢɬɚɬɢ ɜɿɞɝɭɤɢ ɿ ɩɪɢɣɦɚɬɢ ɪɿɲɟɧɧɹ ɧɚ ɨɫɧɨɜɿ ɤɨɦɩɥɟɤɫɧɨʀ ɿɧɮɨɪɦɚɰɿʀ. Ʉɪɿɦ ɬɨɝɨ, 
ɿɧɬɟɝɪɚɰɿɹ ɨɧɥɚɣɧ ɬɚ ɨɮɥɚɣɧ ɞɨɫɜɿɞɭ ɞɨɡɜɨɥɹє ɤɨɦɩɚɧɿɹɦ ɤɪɚɳɟ ɪɨɡɭɦɿɬɢ ɩɨɬɪɟɛɢ 
ɫɩɨɠɢɜɚɱɿɜ ɿ ɧɚɞɚɜɚɬɢ ʀɦ ɛɿɥьɲɟ ɿɧɞɢɜɿɞɭɚɥьɧɢɯ ɩɪɨɩɨɡɢɰɿɣ. 

2. ɉɟɪɫɨɧɚɥɿɡɚɰɿɹ ɞɨɫɜɿɞɭ. 
ɇɚɞɚɧɧɹ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɨɝɨ ɞɨɫɜɿɞɭ (ɿɧɞɢɜɿɞɭɚɥьɧɿ ɩɪɨɩɨɡɢɰɿʀ ɬɚ ɡɧɢɠɤɢ) – ɰɟ 

ɨɞɢɧ ɿɡ ɧɚɣɟɮɟɤɬɢɜɧɿɲɢɯ ɫɩɨɫɨɛɿɜ ɭɬɪɢɦɚɧɧɹ ɤɥɿєɧɬɿɜ. ȼɢɤɨɪɢɫɬɚɧɧɹ ɞɚɧɢɯ ɩɪɨ ɦɢɧɭɥɿ 
ɩɨɤɭɩɤɢ ɤɥɿєɧɬɚ, ɞɚɧɢɯ ɩɪɨ ɩɨɜɟɞɿɧɤɭ ɩɨɤɭɩɰɿɜ ɧɚ ɪɿɡɧɢɯ ɤɚɧɚɥɚɯ, ɣɨɝɨ ɿɧɬɟɪɟɫɢ ɬɚ 
ɩɟɪɟɜɚɝɢ ɞɨɡɜɨɥɹє ɛɪɟɧɞɚɦ ɫɬɜɨɪɸɜɚɬɢ ɬɚ ɩɪɨɩɨɧɭɜɚɬɢ ɫɩɟɰɿɚɥьɧɿ ɩɪɨɩɨɡɢɰɿʀ, ɹɤɿ ɣɨɦɭ 
ɛɭɞɭɬь ɰɿɤɚɜɿ, ɳɨ ɡɧɚɱɧɨ ɩɿɞɜɢɳɭє ɣɦɨɜɿɪɧɿɫɬь ɩɨɤɭɩɤɢ. ɉɟɪɫɨɧɚɥɿɡɨɜɚɧɿ ОЦКТХ-
ɪɨɡɫɢɥɤɢ, ɩɪɨɝɪɚɦɢ ɥɨɹɥьɧɨɫɬɿ ɱɢ ɫɩɟɰɿɚɥьɧɿ ɡɧɢɠɤɢ ɞɨɩɨɦɚɝɚɸɬь ɧɟ ɥɢɲɟ ɡɛɿɥьɲɢɬɢ 
ɩɪɨɞɚɠɿ, ɚɥɟ ɣ ɩɨɤɪɚɳɢɬɢ ɪɿɜɟɧь ɡɚɞɨɜɨɥɟɧɧɹ ɤɥɿєɧɬɿɜ, ɫɬɜɨɪɸɸɱɢ ɛɿɥьɲ ɟɮɟɤɬɢɜɧɭ ɬɚ 
ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɭ ɜɡɚєɦɨɞɿɸ. ɭɬɪɢɦɭɜɚɬɢ ɤɥɿєɧɬɿɜ. 

3. ɋɨɰɿɚɥьɧɢɣ ɜɩɥɢɜ ɬɚ ɨɧɥɚɣɧ-ɜɿɞɝɭɤɢ. 

ɇɚɹɜɧɿɫɬь ɜɿɞɝɭɤɿɜ, ɪɟɣɬɢɧɝɿɜ ɬɚ ɪɟɤɨɦɟɧɞɚɰɿɣ є ɜɚɠɥɢɜɢɦ ɮɚɤɬɨɪɨɦ ɞɥɹ 
ɩɪɢɣɧɹɬɬɹ ɪɿɲɟɧɧɹ ɩɪɨ ɩɨɤɭɩɤɭ ɬɚ ɡɛɿɥьɲɟɧɧɹ ɩɨɤɭɩɨɤ ɫɩɨɠɢɜɚɱɚɦɢ. Ⱦɥɹ ɡɚɞɨɜɨɥɟɧɧɹ 
ɩɨɬɪɟɛɢ ɫɩɨɠɢɜɚɱɿ ɱɚɫɬɨ ɡɜɟɪɬɚɸɬьɫɹ ɞɨ ɨɧɥɚɣɧ-ɜɿɞɝɭɤɿɜ ɬɚ ɩɨɪɚɞ ɞɪɭɡɿɜ ɿ ɡɧɚɣɨɦɢɯ, 
ɩɟɪɲ ɧɿɠ ɡɪɨɛɢɬɢ ɩɨɤɭɩɤɭ. ɋɨɰɿɚɥьɧɿ ɦɟɪɟɠɿ ɬɚɤɨɠ ɜɩɥɢɜɚɸɬь ɧɚ ɜɢɛɿɪ ɫɩɨɠɢɜɚɱɿɜ, 
ɚɞɠɟ ɪɟɤɨɦɟɧɞɚɰɿʀ ɜɿɞ ɿɧɲɢɯ ɤɨɪɢɫɬɭɜɚɱɿɜ ɱɚɫɬɨ ɦɚɸɬь ɛɿɥьɲɭ ɞɨɜɿɪɭ, ɧɿɠ ɬɪɚɞɢɰɿɣɧɚ 
ɪɟɤɥɚɦɚ. Ɍɚɤ, ɡɝɿɞɧɨ ɞɚɧɢɯ ɞɨɫɥɿɞɠɟɧɧɹ ɤɨɦɩɚɧɿʀ DКtКrОЩШrtКХ ɡɚ 2024 ɪɿɤ, 82% 
ɭɤɪɚʀɧɫьɤɢɯ ɩɿɞɩɪɢєɦɫɬɜ ɜɢɤɨɪɢɫɬɨɜɭɸɬь ɫɨɰɿɚɥьɧɿ ɦɟɪɟɠɿ ɞɥɹ ɩɪɨɫɭɜɚɧɧɹ ɫɜɨєʀ 
ɩɪɨɞɭɤɰɿʀ ɣ ɩɨɫɥɭɝ. ɉɪɢ ɰьɨɦɭ, 63% ɿɡ ɰɢɯ ɩɿɞɩɪɢєɦɫɬɜ ɜɿɞɡɧɚɱɚɸɬь ɩɨɡɢɬɢɜɧɢɣ ɜɩɥɢɜ 
ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠ ɧɚ ɪɿɜɟɧь ɩɪɨɞɚɠɿɜ, ɚ 58% — ɧɚ ɪɿɜɟɧь ɜɩɿɡɧɚɜɚɧɨɫɬɿ ɛɪɟɧɞɭ Д15]. 

ɇɚɞɚɸɱɢ ɤɥɿєɧɬɚɦ ɦɨɠɥɢɜɿɫɬь ɜɢɫɥɨɜɥɸɜɚɬɢ ɫɜɨʀ ɩɨɛɚɠɚɧɧɹ ɬɚ ɜɿɞɝɭɤɢ, ɛɿɡɧɟɫ 
ɫɬɜɨɪɸє ɚɬɦɨɫɮɟɪɭ ɜɡɚєɦɨɪɨɡɭɦɿɧɧɹ ɬɚ ɞɨɜɿɪɢ. ȼɚɠɥɢɜɨ ɧɟ ɥɢɲɟ ɨɬɪɢɦɭɜɚɬɢ ɡɜɨɪɨɬɧɢɣ 
ɡɜ’ɹɡɨɤ, ɚɥɟ ɣ ɪɟɚɝɭɜɚɬɢ ɧɚ ɧьɨɝɨ, ɳɨ ɩɿɞɜɢɳɭє ɪɿɜɟɧь ɡɚɞɨɜɨɥɟɧɨɫɬɿ ɤɥɿєɧɬɿɜ. 

4. Ɇɨɛɿɥьɧɿ ɬɟɯɧɨɥɨɝɿʀ ɬɚ ɿɧɬɟɝɪɚɰɿɹ ɤɚɧɚɥɿɜ. 

Ɂɪɨɫɬɚɸɱɟ ɜɢɤɨɪɢɫɬɚɧɧɹ ɫɦɚɪɬɮɨɧɿɜ ɞɥɹ ɩɨɤɭɩɨɤ ɫɬɚɜɢɬь ɧɚ ɩɟɪɲɟ ɦɿɫɰɟ 
ɚɞɚɩɬɚɰɿɸ ɫɚɣɬɿɜ ɿ ɦɚɝɚɡɢɧɿɜ ɞɨ ɦɨɛɿɥьɧɢɯ ɩɪɢɫɬɪɨʀɜ. ȱɧɬɟɝɪɚɰɿɹ ɪɿɡɧɢɯ ɤɚɧɚɥɿɜ 
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ɤɨɦɭɧɿɤɚɰɿʀ, ɬɚɤɢɯ ɹɤ ɨɧɥɚɣɧ-ɦɚɝɚɡɢɧɢ, ɦɨɛɿɥьɧɿ ɞɨɞɚɬɤɢ, ɫɨɰɿɚɥьɧɿ ɦɟɪɟɠɿ ɿ ɮɿɡɢɱɧɿ 
ɬɨɱɤɢ ɩɪɨɞɚɠɭ, ɞɨɩɨɦɚɝɚє ɡɚɛɟɡɩɟɱɢɬɢ ɛɟɡɲɨɜɧɢɣ ɞɨɫɜɿɞ ɞɥɹ ɩɨɤɭɩɰɿɜ. 

ȱɡ ɜɪɚɯɭɜɚɧɧɹɦ ɱɢɧɧɢɤɿɜ, ɳɨ ɜɩɥɢɜɚɸɬь ɧɚ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ ɜ 
ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ ɧɟɨɛɯɿɞɧɨ ɩɪɨɜɨɞɢɬɢ ɫɟɝɦɟɧɬɭɜɚɧɧɹ ɫɩɨɠɢɜɚɱɿɜ ɡɚ 
ɮɚɤɬɨɪɚɦɢ ɫɟɝɦɟɧɬɚɰɿʀ ɜɚɠɥɢɜɢɦɢ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɫɬɿ. ɍɫɩɿɲɧɚ ɫɟɝɦɟɧɬɚɰɿɹ 
ɫɩɨɠɢɜɚɱɿɜ ɜ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɤɨɧɬɟɤɫɬɿ ɞɨɡɜɨɥɹє ɛɪɟɧɞɚɦ ɟɮɟɤɬɢɜɧɨ ɚɞɚɩɬɭɜɚɬɢ ɫɜɨʀ 
ɫɬɪɚɬɟɝɿʀ ɬɚ ɡɚɛɟɡɩɟɱɢɬɢ ɛɿɥьɲ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɣ ɿ ɡɪɭɱɧɢɣ ɞɨɫɜɿɞ ɞɥɹ ɤɥɿєɧɬɿɜ ɱɟɪɟɡ 
ɜɿɞɩɨɜɿɞɧɿ ɤɚɧɚɥɢ. Ɋɨɡɝɥɹɧɟɦɨ ɮɚɤɬɨɪɢ ɫɟɝɦɟɧɬɚɰɿʀ ɫɩɨɠɢɜɚɱɿɜ ɜ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ 
ɤɨɧɬɟɤɫɬɿ ɭ ɬɚɛɥ. 1. 

 

Ɍɚɛɥɢɰɹ 1 – ɉɪɢɤɥɚɞɢ ɫɟɝɦɟɧɬɚɰɿʀ ɫɩɨɠɢɜɚɱɿɜ ɜ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɤɨɧɬɟɤɫɬɿ 
Ʉɥɚɫɢɮɿɤɚɰɿɣɧɚ 

ɨɡɧɚɤɚ 

ɇɚɡɜɚ 
ɫɟɝɦɟɧɬɭ 

ɏɚɪɚɤɬɟɪɢɫɬɢɤɢ ɫɟɝɦɟɧɬɭ 
Ʉɚɧɚɥɢ 

ɜɡɚєɦɨɞɿʀ ɉɪɢɤɥɚɞ 

Ɍɟɯɧɿɱɧɚ 
ɩɿɞɝɨɬɨɜɥɟɧɿɫɬь 

ɬɟɯɧɿɱɧɨ 
ɩɿɞɝɨɬɨɜɥɟɧɿ 
ɫɩɨɠɢɜɚɱɿ 

ɜɢɫɨɤɚ ɬɟɯɧɿɱɧɚ 
ɨɛɿɡɧɚɧɿɫɬь, ɚɤɬɢɜɧɟ 

ɜɢɤɨɪɢɫɬɚɧɧɹ ɦɨɛɿɥьɧɢɯ 
ɞɨɞɚɬɤɿɜ ɿ ɨɧɥɚɣɧ-

ɩɥɚɬɮɨɪɦ, ɩɨɫɬɿɣɧɟ 
ɩɨɪɿɜɧɹɧɧɹ ɩɪɨɞɭɤɬɿɜ 

ɦɨɛɿɥьɧɿ 
ɞɨɞɚɬɤɢ, 
ɨɧɥɚɣɧ-

ɦɚɝɚɡɢɧɢ, 
ɫɨɰɿɚɥьɧɿ 
ɦɟɪɟɠɿ 

ɫɩɨɠɢɜɚɱ ɲɭɤɚє 
ɚɤɰɿɣɧɿ ɬɨɜɚɪɢ ɜ 

ɿɧɬɟɪɧɟɬɿ, ɡɚɦɨɜɥɹє 
ɱɟɪɟɡ ɦɨɛɿɥьɧɢɣ 
ɞɨɞɚɬɨɤ ɿ ɜɿɞɪɚɡɭ 

ɡɚɛɢɪɚє ʀɯ ɭ ɦɚɝɚɡɢɧɿ 

Ɍɢɩ ɩɨɤɭɩɨɤ 
ɿɦɩɭɥьɫɢɜɧɿ 

ɩɨɤɭɩɰɿ 

ɲɜɢɞɤɿ, ɫɩɨɧɬɚɧɧɿ 
ɩɨɤɭɩɤɢ, ɱɚɫɬɨ 

ɡɧɢɠɭɸɬьɫɹ ɧɚ ɩɪɨɞɭɤɬɢ 
ɱɟɪɟɡ ɪɟɤɥɚɦɭ ɚɛɨ ɜɢɝɿɞɧɿ 

ɩɪɨɩɨɡɢɰɿʀ 

ɫɨɰɿɚɥьɧɿ 
ɦɟɪɟɠɿ, 
ɦɨɛɿɥьɧɿ 
ɞɨɞɚɬɤɢ, 
ɨɧɥɚɣɧ-

ɦɚɝɚɡɢɧɢ 

ɫɩɨɠɢɜɚɱ ɛɚɱɢɜ 
ɪɟɤɥɚɦɧɢɣ ɩɨɫɬ ɜ 
ȱЧstКРrКЦ ɿ ɨɞɪɚɡɭ 
ɤɭɩɢɜ ɬɨɜɚɪ ɱɟɪɟɡ 
ɦɨɛɿɥьɧɢɣ ɞɨɞɚɬɨɤ 

Ʌɨɹɥьɧɿɫɬь ɞɨ 
ɛɪɟɧɞɿɜ 

ɥɨɹɥьɧɿ 
ɫɩɨɠɢɜɚɱɿ 

ɜɢɫɨɤɚ ɥɨɹɥьɧɿɫɬь ɞɨ 
ɤɨɧɤɪɟɬɧɢɯ ɛɪɟɧɞɿɜ, 
ɩɨɤɭɩɤɚ ɩɪɨɞɭɤɰɿʀ 

ɩɨɫɬɿɣɧɨ ɜɿɞ ɬɨɝɨ ɫɚɦɨɝɨ 
ɛɪɟɧɞɭ ɱɟɪɟɡ ɪɿɡɧɿ ɤɚɧɚɥɢ 

ɮɿɡɢɱɧɿ 
ɦɚɝɚɡɢɧɢ, 
ɨɧɥɚɣɧ-

ɩɥɚɬɮɨɪɦɢ 
ɛɪɟɧɞɿɜ 

ɫɩɨɠɢɜɚɱ ɤɭɩɭє 
ɩɪɨɞɭɤɰɿɸ ɭɥɸɛɥɟɧɨɝɨ 
ɛɪɟɧɞɭ ɹɤ ɨɧɥɚɣɧ, ɬɚɤ ɿ 
ɨɮɥɚɣɧ, ɤɨɪɢɫɬɭɸɱɢɫь 
ɜɫɿɦɚ ɣɨɝɨ ɤɚɧɚɥɚɦɢ 

ɋɩɨɠɢɜɱɚ 
ɩɨɜɟɞɿɧɤɚ 

ɫɩɨɠɢɜɚɱɿ, 
ɨɪɿєɧɬɨɜɚɧɿ 

ɧɚ ɰɿɧɭ 

ɜɢɛɿɪ ɬɨɜɚɪɿɜ ɿ ɩɨɫɥɭɝ 
ɡɚɥɟɠɢɬь ɜɿɞ ɰɿɧɨɜɢɯ 
ɩɪɨɩɨɡɢɰɿɣ, ɚɤɬɢɜɧɨ 

ɲɭɤɚɸɬь ɡɧɢɠɤɢ ɬɚ ɚɤɰɿʀ 

ɨɧɥɚɣɧ-
ɦɚɝɚɡɢɧɢ, 
ɦɨɛɿɥьɧɿ 
ɞɨɞɚɬɤɢ 

ɫɩɨɠɢɜɚɱ ɜɢɤɨɪɢɫɬɨɜɭє 
ɪɿɡɧɿ ɦɨɛɿɥьɧɿ ɞɨɞɚɬɤɢ 
ɞɥɹ ɩɨɲɭɤɭ ɧɚɣɤɪɚɳɢɯ 
ɩɪɨɩɨɡɢɰɿɣ ɿ ɜɢɝɿɞɧɢɯ 

ɡɧɢɠɨɤ 

ȱɧɬɟɪɟɫ ɞɨ 
ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ 

ɫɩɨɠɢɜɚɱɿ, 
ɹɤɿ ɰɿɧɭɸɬь 
ɩɟɪɫɨɧɚɥɿɡɚ

ɰɿɸ 

ɲɭɤɚɸɬь ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ 
ɩɪɨɩɨɡɢɰɿʀ ɬɚ 

ɿɧɞɢɜɿɞɭɚɥьɧɢɣ ɩɿɞɯɿɞ ɜɿɞ 
ɛɪɟɧɞɿɜ 

email-
ɦɚɪɤɟɬɢɧɝ 

ɫɩɨɠɢɜɚɱ ɨɬɪɢɦɭє 
ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ ɡɧɢɠɤɢ 

ɱɟɪɟɡ ОЦКТХ ɩɿɫɥɹ 
ɪɟєɫɬɪɚɰɿʀ ɧɚ ɫɚɣɬɿ 

ɛɪɟɧɞɭ 

Ⱦɠɟɪɟɥɨ: ɭɡɚɝɚɥьɧɟɧɨ ɧɚ ɨɫɧɨɜɿ [4; 10; 11; 12] 

ȼ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɫɬɿ, ɫɟɝɦɟɧɬɚɰɿɹ ɩɨɜɢɧɧɚ ɜɪɚɯɨɜɭɜɚɬɢ, ɹɤ ɫɩɨɠɢɜɚɱɿ 
ɜɢɤɨɪɢɫɬɨɜɭɸɬь ɪɿɡɧɿ ɤɚɧɚɥɢ ɬɚ ɜ ɹɤɢɯ ɫɢɬɭɚɰɿɹɯ ɜɨɧɢ ɧɚɞɚɸɬь ɩɟɪɟɜɚɝɭ ɨɞɧɨɦɭ ɱɢ 
ɿɧɲɨɦɭ ɤɚɧɚɥɭ ɬɚɛɥ. 2. 

 

Ɍɚɛɥɢɰɹ 2 – ɋɟɝɦɟɧɬɚɰɿɹ ɫɩɨɠɢɜɚɱɿɜ ɦɚɪɤɟɬɩɥɟɣɫɿɜ ɍɤɪɚʀɧɢ ɜ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ 
ɤɨɧɬɟɤɫɬɿ 

ȼɿɤɨɜɿ 
ɤɚɬɟɝɨɪɿʀ, 

ɪɨɤɿɜ 

Ɍɟɯɧɿɱɧɨ 
ɩɿɞɝɨɬɨɜɥɟɧɿ 
ɫɩɨɠɢɜɚɱɿ 

ȱɦɩɭɥьɫɢɜɧɿ 
ɩɨɤɭɩɰɿ 

Ʌɨɹɥьɧɿ 
ɫɩɨɠɢɜɚɱɿ 

ɋɩɨɠɢɜɚɱɿ, 
ɨɪɿєɧɬɨɜɚɧɿ ɧɚ 

ɰɿɧɭ 

ɋɩɨɠɢɜɚɱɿ, ɹɤɿ 
ɰɿɧɭɸɬь 

ɩɟɪɫɨɧɚɥɿɡɚɰɿɸ 

ɞɨ 19 96 % 14 % 9 % 73 % 15 % 

20-45 93 % 39 % 37 % 41 % 36% 
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ɉɪɨɞɨɜɠɟɧɧɹ ɬɚɛɥ. 2 

46-65 88% 13% 44 % 35 % 38 % 

65+ 64% 6% 35 % 62 % 19 % 

Ⱦɠɟɪɟɥɨ: ɪɨɡɪɨɛɥɟɧɨ ɚɜɬɨɪɚɦɢ ɡɚ ɪɟɡɭɥьɬɚɬɚɦɢ ɨɩɢɬɭɜɚɧɧɹ 

 

Ⱦɥɹ ɚɧɚɥɿɡɭ ɤɭɩɿɜɟɥьɧɨʀ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɦɚɪɤɟɬɩɥɟɣɫɿɜ ɍɤɪɚʀɧɢ (RШгОtФК, 
ЇХб, KКstК, Ⱥɥɥɨ, PrШЦ, EЩТМОЧtr)ɜ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɤɨɧɬɟɤɫɬɿ ɧɚɦɢ ɛɭɥɨ ɩɪɨɜɟɞɟɧɨ 
ɨɩɢɬɭɜɚɧɧɹ 202 ɪɟɫɩɨɧɞɟɧɬɿɜ, ɹɤɟ ɨɯɨɩɢɥɨ ɱɨɬɢɪɢ ɨɫɧɨɜɧɿ ɜɿɤɨɜɿ ɝɪɭɩɢ: ɞɨ 19 ɪɨɤɿɜ – 

24% ɪɟɫɩɨɧɞɟɧɬɿɜ; 20-45 ɪɨɤɿɜ – 37%; 46-65 ɪɨɤɿɜ – 23% ɬɚ 16% – ɜɿɤ 65+, ɬɨɛɬɨ ɧɚɲɟ 
ɞɨɫɥɿɞɠɟɧɧɹ ɨɯɨɩɢɥɨ ɱɨɬɢɪɢ ɩɨɤɨɥɿɧɧɹ: ɛɟɛɿ-ɛɭɦɟɪɢ (1943–1963 ɪɪ.), ɩɨɤɨɥɿɧɧɹ Б 
(1964–1983 ɪɪ.), ɩɨɤɨɥɿɧɧɹ В (1984–2003 ɪɪ.) ɬɚ ɩɨɤɨɥɿɧɧɹ Г (ɡ 2004 ɪ.). 

əɤ ɜɢɞɧɨ ɡ ɬɚɛɥɢɰɿ 2, ɨɫɧɨɜɧɨɸ ɝɪɭɩɨɸ ɤɨɪɢɫɬɭɜɚɱɿɜ ɜɿɞɨɦɢɯ ɭɤɪɚʀɧɫьɤɢɯ 
ɦɚɪɤɟɬɩɥɟɣɫɿɜ є ɥɸɞɢ ɜɿɤɨɦ 20–45 ɪɨɤɿɜ. ɇɚ ɞɪɭɝɨɦɭ ɦɿɫɰɿ – ɜɿɤɨɜɚ ɤɚɬɟɝɨɪɿɹ ɞɨ 19 ɪɨɤɿɜ, 

- ɰɟ ɩɨɤɨɥɿɧɧɹ є ɛɿɥьɲ «ɨɰɢɮɪɨɜɚɧɢɦ», ɚɥɟ ɜ ɟɥɟɤɬɪɨɧɧɿɣ ɤɨɦɟɪɰɿʀ ɜɨɧɨ ɩɨɫɬɭɩɚєɬьɫɹ 
ɥɸɞɹɦ ɜɿɤɨɦ 20–45 ɪɨɤɿɜ ɱɟɪɟɡ ɦɟɧɲɭ ɤɭɩɿɜɟɥьɧɭ ɫɩɪɨɦɨɠɧɿɫɬь.  

Ɂɚ ɪɟɡɭɥьɬɚɬɚɦɢ ɨɩɢɬɭɜɚɧɧɹ, ɧɚɣɛɿɥьɲɟ ɤɨɪɢɫɬɭɸɬьɫɹ ɩɟɪɟɜɚɝɚɦɢ ɟɥɟɤɬɪɨɧɧɨʀ 
ɤɨɦɟɪɰɿʀ ɩɪɟɞɫɬɚɜɧɢɤɢ ɩɨɤɨɥɿɧь Г, В ɬɚ Б. Ɂɨɤɪɟɦɚ, ɩɨɤɨɥɿɧɧɹ Г ɡɞɟɛɿɥьɲɨɝɨ ɡɚɦɨɜɥɹє 
ɨɞɹɝ, ɜɡɭɬɬɹ ɬɚ ɚɤɫɟɫɭɚɪɢ, ɬɨɜɚɪɢ ɞɥɹ ɞɨɦɭ, ɤɧɢɝɢ, ɿɝɪɢ; ɩɨɤɨɥɿɧɧɹ В – ɨɞɹɝ, ɜɡɭɬɬɹ ɬɚ 
ɚɤɫɟɫɭɚɪɢ, ɤɨɫɦɟɬɢɤɭ ɬɚ ɩɨɛɭɬɨɜɭ ɯɿɦɿɸ, ɬɨɜɚɪɢ ɞɥɹ ɞɨɦɭ, ɞɢɬɹɱɿ ɿɝɪɚɲɤɢ; ɩɨɤɨɥɿɧɧɹ Б 
– ɬɨɜɚɪɢ ɞɥɹ ɞɨɦɭ, ɩɨɛɭɬɨɜɭ ɬɟɯɧɿɤɭ, ɤɧɢɝɢ, ɨɞɹɝ ɬɚ ɜɡɭɬɬɹ. Ȼɟɛɿ-ɛɭɦɟɪɢ ɧɟ є ɚɤɬɢɜɧɢɦɢ 
ɨɧɥɚɣɧ-ɩɨɤɭɩɰɹɦɢ, ɚɥɟ ɿɧɤɨɥɢ ɤɭɩɭɸɬь ɩɨɛɭɬɨɜɭ ɬɟɯɧɿɤɭ, ɬɨɜɚɪɢ ɞɥɹ ɞɨɦɭ ɬɚ ɦɟɞɢɱɧɿ 
ɩɪɟɩɚɪɚɬɢ. 36% ɩɪɟɞɫɬɚɜɧɢɤɿɜ ɰьɨɝɨ ɩɨɤɨɥɿɧɧɹ ɧɿɤɨɥɢ ɧɟ ɡɞɿɣɫɧɸɜɚɥɢ ɫɚɦɨɫɬɿɣɧɨ 

ɩɨɤɭɩɨɤ ɜ ȱɧɬɟɪɧɟɬɿ. ɋɟɪɟɞ ɨɩɢɬɚɧɢɯ ɩɪɟɞɫɬɚɜɧɢɤɿɜ ɩɨɤɨɥɿɧɧɹ Г, 55% ɤɭɩɭɸɬь ɬɨɜɚɪɢ ɧɚ 
ɜɿɞɨɦɢɯ ɦɚɪɤɟɬɩɥɟɣɫɚɯ (Olx, Kasta, Rozetka, Prom), 45% – ɭ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠɚɯ. Ɉɩɢɬɚɧɿ 
ɩɪɟɞɫɬɚɜɧɢɤɢ ɩɨɤɨɥɿɧɧɹ В ɪɨɛɥɹɬь ɩɨɤɭɩɤɢ ɹɤ ɜ ȱɧɬɟɪɧɟɬɿ, ɬɚɤ ɿ ɜ ɨɮɥɚɣɧ-ɦɚɝɚɡɢɧɚɯ. 

ɋɬɜɨɪɟɧɧɹ ɦɿɰɧɢɯ ɜɿɞɧɨɫɢɧ є ɨɞɧɢɦ ɡ ɮɚɤɬɨɪɿɜ, ɳɨ ɡɚɛɟɡɩɟɱɭє ɡɪɨɫɬɚɧɧɹ 
ɪɟɩɭɬɚɰɿʀ ɛɪɟɧɞɭ, ɨɫɤɿɥьɤɢ ɩɨɫɬɿɣɧɿ ɤɥɿєɧɬɢ – ɰɟ ɧɟ ɥɢɲɟ ɥɸɞɢɧɚ, ɳɨ ɫɢɫɬɟɦɚɬɢɱɧɨ 
ɤɨɪɢɫɬɭєɬьɫɹ ɬɨɜɚɪɚɦɢ ɬɚ ɩɨɫɥɭɝɚɦɢ, ɚ ɣ ɫɜɨєɪɿɞɧɢɣ ɩɪɟɞɫɬɚɜɧɢɤ ɩɪɨɞɭɤɬɭ (ɚɞɜɨɤɚɬ 
ɛɪɟɧɞɭ). Ɂɚɞɨɜɨɥɟɧɢɣ ɩɨɤɭɩɟɰь, ɜ ɛɿɥьɲɨɫɬɿ ɜɢɩɚɞɤɿɜ ɩɨɪɟɤɨɦɟɧɞɭє ɬɨɜɚɪ ɫɜɨʀɦ ɞɪɭɡɹɦ, 
ɪɨɞɢɧɿ, ɿ ɦɨɠɟ ɩɪɢɬɹɝɧɭɬɢ ɞɨɫɢɬь ɡɧɚɱɧɢɯ ɤɥɿєɧɬɿɜ. Ⱦɥɹ ɡɚɥɭɱɟɧɧɹ ɧɨɜɢɯ ɤɥɿєɧɬɿɜ ɜ 
ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ ɧɟɨɛɯɿɞɧɨ ɩɪɨɜɨɞɢɬɢ ɞɟɬɚɥьɧɢɣ ɚɧɚɥɿɡ ȱɧɬɟɪɧɟɬ-ɦɚɪɤɟɬɢɧɝɭ 
(ɞɿɞɠɢɬɚɥ ɤɚɧɚɥɿɜ ɡɚɥɭɱɟɧɧɹ ɤɥɿєɧɬɿɜ), ɩɿɫɥɹ ɱɨɝɨ ɩɨɱɢɧɚɬɢ ɪɨɡɪɨɛɤɭ ɨɦɧɿɤɚɧɚɥьɧɨʀ 
ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɫɬɪɚɬɟɝɿʀ, ɳɨ ɞɨɡɜɨɥɢɬь ɡɚɥɭɱɢɬɢ ɧɟɨɛɯɿɞɧɭ ɚɭɞɢɬɨɪɿɸ ɬɚ ɩɿɞɜɢɳɢɬɢ 
ɩɨɩɢɬ ɧɚ ɬɨɜɚɪ ɤɨɦɩɚɧɿʀ, ɱɢ ɣɨɝɨ ɨɤɪɟɦɭ ɤɚɬɟɝɨɪɿɸ.  

Ʉɚɧɚɥɢ ɡɚɥɭɱɟɧɧɹ ɤɥɿєɧɬɿɜ (ɚɧɝɥ. КМquТsТtТШЧ МСКЧЧОХs) – ɰɟ ɪɿɡɧɿ ɬɨɱɤɢ ɩɨɱɚɬɤɨɜɨʀ 
ɬɚ ɧɟ ɬɿɥьɤɢ ɜɡɚєɦɨɞɿʀ ɛɪɟɧɞɭ ɡ ɩɨɬɟɧɰɿɣɧɢɦɢ ɤɥɿєɧɬɚɦɢ. ȱɧɲɢɦɢ ɫɥɨɜɚɦɢ, ɰɟ ɩɥɚɬɮɨɪɦɢ 
(ɚɛɨ ɦɿɫɰɹ), ɱɟɪɟɡ ɹɤɿ ɤɨɦɩɚɧɿɹ ɩɪɨɫɭɜɚє ɩɪɨɞɭɤɬɢ ɱɢ ɫɟɪɜɿɫɢ [1]. 

ɋɟɪɟɞ ɨɫɧɨɜɧɢɯ ɦɟɬɨɞɿɜ ɡɚɥɭɱɟɧɧɹ ɤɥɿєɧɬɿɜ ɜɢɞɿɥɹɸɬьɫɹ [2; 12; 14]: 

SEO (Search Engine Optimization) – ɨɩɬɢɦɿɡɚɰɿɹ ɫɚɣɬɭ ɞɥɹ ɩɨɲɭɤɨɜɢɯ ɫɢɫɬɟɦ. 
Ɂɚɜɞɹɤɢ ɩɪɚɜɢɥьɧɨɦɭ ɜɢɤɨɪɢɫɬɚɧɧɸ ɤɥɸɱɨɜɢɯ ɫɥɿɜ ɬɚ ɩɨɤɪɚɳɟɧɧɸ ɫɬɪɭɤɬɭɪɢ ɫɚɣɬɭ, 
ɛɿɡɧɟɫ ɦɨɠɟ ɩɿɞɜɢɳɢɬɢ ɜɢɞɢɦɿɫɬь ɜ ɿɧɬɟɪɧɟɬɿ. 

SMM (Social Media Marketing) – ɩɪɨɫɭɜɚɧɧɹ ɛɪɟɧɞɭ ɱɟɪɟɡ ɫɨɰɿɚɥьɧɿ ɦɟɪɟɠɿ. 
ɉɥɚɬɮɨɪɦɢ, ɬɚɤɿ ɹɤ FКМОЛШШФ, IЧstКРrКЦ, LТЧФОНIЧ, ɞɨɡɜɨɥɹɸɬь ɧɟ ɬɿɥьɤɢ ɪɟɤɥɚɦɭɜɚɬɢ 
ɩɪɨɞɭɤɰɿɸ, ɚɥɟ ɣ ɜɡɚєɦɨɞɿɹɬɢ ɡ ɤɥɿєɧɬɚɦɢ ɜ ɪɟɠɢɦɿ ɪɟɚɥьɧɨɝɨ ɱɚɫɭ. 

Ʉɨɧɬɟɤɫɬɧɚ ɪɟɤɥɚɦɚ – ɲɜɢɞɤɢɣ ɫɩɨɫɿɛ ɩɪɢɜɟɪɧɭɬɢ ɭɜɚɝɭ ɩɨɬɟɧɰɿɣɧɢɯ ɤɥɿєɧɬɿɜ 
ɱɟɪɟɡ ɬɚɪɝɟɬɨɜɚɧɿ ɨɝɨɥɨɲɟɧɧɹ, ɳɨ ɡ’ɹɜɥɹɸɬьɫɹ ɩɪɢ ɩɨɲɭɤɭ ɩɟɜɧɢɯ ɬɨɜɚɪɿɜ ɱɢ ɩɨɫɥɭɝ. 
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Ɍɨɛɬɨ, ɨɦɧɿɤɚɧɚɥьɧɚ ɫɬɪɚɬɟɝɿɹ ɜɢɦɚɝɚє ɜɿɞ ɛɪɟɧɞɿɜ ɜɢɫɨɤɨɝɨ ɪɿɜɧɹ ɨɪɝɚɧɿɡɚɰɿʀ ɿ 
ɭɡɝɨɞɠɟɧɧɹ ɫɜɨʀɯ ɤɨɦɭɧɿɤɚɰɿɣ ɧɚ ɜɫɿɯ ɤɚɧɚɥɚɯ. ɐɟ ɜɤɥɸɱɚє ɜ ɫɟɛɟ ɚɞɚɩɬɚɰɿɸ ɞɨ ɡɦɿɧ ɭ 
ɫɩɨɠɢɜɱɢɯ ɜɩɨɞɨɛɚɧɧɹɯ, ɩɨɫɬɿɣɧɟ ɨɧɨɜɥɟɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ ɬɚ ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɧɨɜɿɬɧɿɯ ɰɢɮɪɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɞɥɹ ɚɧɚɥɿɡɭ ɬɚ ɩɪɨɝɧɨɡɭɜɚɧɧɹ ɩɨɜɟɞɿɧɤɢ ɤɥɿєɧɬɿɜ. 

ɐɢɮɪɨɜɿ ɬɟɯɧɨɥɨɝɿʀ ɫɬɚɸɬь ɨɫɧɨɜɧɢɦ ɞɪɚɣɜɟɪɨɦ ɡɦɿɧ ɭ ɩɨɜɟɞɿɧɰɿ ɫɩɨɠɢɜɚɱɿɜ, 
ɨɫɤɿɥьɤɢ ɜɨɧɢ ɡɧɚɱɧɨ ɪɨɡɲɢɪɸɸɬь ɞɨɫɬɭɩ ɞɨ ɿɧɮɨɪɦɚɰɿʀ, ɫɩɪɨɳɭɸɬь ɩɪɨɰɟɫɢ ɩɨɤɭɩɤɢ 
ɬɚ ɜɡɚєɦɨɞɿʀ ɡ ɛɪɟɧɞɚɦɢ, ɚ ɬɚɤɨɠ ɞɨɡɜɨɥɹɸɬь ɩɟɪɫɨɧɚɥɿɡɭɜɚɬɢ ɞɨɫɜɿɞ ɫɩɨɠɢɜɚɱɚ ɱɟɪɟɡ 
ɚɧɚɥɿɡ ɣɨɝɨ ɭɩɨɞɨɛɚɧь ɬɚ ɩɨɜɟɞɿɧɤɢ. Ɂɚɜɞɹɤɢ ɰьɨɦɭ ɫɩɨɠɢɜɚɱɿ ɫɬɚɸɬь ɛɿɥьɲ 
ɜɢɦɨɝɥɢɜɢɦɢ, ɩɪɚɝɧɭɱɢ ɞɨ ɛɟɡɲɨɜɧɨʀ ɬɚ ɿɧɬɭʀɬɢɜɧɨ ɡɪɨɡɭɦɿɥɨʀ ɜɡɚєɦɨɞɿʀ ɡ ɛɪɟɧɞɚɦɢ 
ɱɟɪɟɡ ɪɿɡɧɨɦɚɧɿɬɧɿ ɤɚɧɚɥɢ, ɹɤ ɨɧɥɚɣɧ, ɬɚɤ ɿ ɨɮɥɚɣɧ, ɚ ɨɦɧɿɤɚɧɚɥьɧɢɣ ɩɿɞɯɿɞ ɞɨɡɜɨɥɹє 
ɛɪɟɧɞɚɦ ɞɨɫɹɝɬɢ ɛɿɥьɲ ɝɥɢɛɨɤɨʀ ɬɚ ɬɪɢɜɚɥɨʀ ɜɡɚєɦɨɞɿʀ ɡ ɤɥɿєɧɬɚɦɢ. Ɂɛɿɪ ɬɚ ɚɧɚɥɿɡ ɦɟɬɪɢɤ 
ɨɰɿɧɤɢ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɞɨɡɜɨɥɹє ɛɪɟɧɞɚɦ 
ɝɥɢɛɲɟ ɪɨɡɭɦɿɬɢ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ, ɨɰɿɧɸɜɚɬɢ ɟɮɟɤɬɢɜɧɿɫɬь ʀɯɧɿɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɫɬɪɚɬɟɝɿɣ ɿ ɩɪɢɣɦɚɬɢ ɨɛґɪɭɧɬɨɜɚɧɿ ɪɿɲɟɧɧɹ ɞɥɹ ɜɞɨɫɤɨɧɚɥɟɧɧɹ ɜɡɚєɦɨɞɿʀ ɡ ɤɥɿєɧɬɚɦɢ ɜ 
ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɫɬɿ, ɮɨɪɦɭɜɚɧɧɹ ɨɦɧɿɤɚɧɚɥьɧɨʀ ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɫɬɪɚɬɟɝɿʀ (ɬɚɛɥ. 3). 

 

Ɍɚɛɥɢɰɹ 3 – ɉɨɤɚɡɧɢɤɢ ɨɰɿɧɤɢ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ 
ɦɚɪɤɟɬɢɧɝɭ 

ɉɨɤɚɡɧɢɤ Ɉɩɢɫ 
ȼɩɥɢɜ ɧɚ ɥɨɹɥьɧɿɫɬь ɬɚ 

ɫɩɪɢɣɧɹɬɬɹ ɛɪɟɧɞɭ 
əɤ ɜɢɦɿɪɸєɬьɫɹ 

ɑɚɫɬɨɬɚ ɩɨɤɭɩɨɤ 
(Purchase Frequency) 

ɱɚɫɬɨɬɚ, ɡ ɹɤɨɸ ɤɥɿєɧɬɢ 
ɡɞɿɣɫɧɸɸɬь ɩɨɤɭɩɤɢ 
ɱɟɪɟɡ ɪɿɡɧɿ ɤɚɧɚɥɢ 

ɜɢɫɨɤɚ ɱɚɫɬɨɬɚ ɩɨɤɭɩɨɤ 
ɦɨɠɟ ɜɤɚɡɭɜɚɬɢ ɧɚ 
ɥɨɹɥьɧɿɫɬь ɫɩɨɠɢɜɚɱɚ 

ɤɿɥьɤɿɫɬь ɩɨɤɭɩɨɤ ɧɚ 
ɨɞɧɨɝɨ ɤɥɿєɧɬɚ ɱɟɪɟɡ 
ɤɨɠɟɧ ɤɚɧɚɥ ɡɚ ɩɟɜɧɢɣ 
ɩɟɪɿɨɞ 

Ʉɨɟɮɿɰɿєɧɬ ɩɨɜɬɨɪɧɢɯ 

ɩɨɤɭɩɨɤ (Repeat 

Purchase Rate) 

ɩɪɨɰɟɧɬ ɤɥɿєɧɬɿɜ, ɹɤɿ 
ɩɨɜɟɪɬɚɸɬьɫɹ ɞɥɹ 
ɡɞɿɣɫɧɟɧɧɹ ɩɨɤɭɩɤɢ 

ɜɢɫɨɤɢɣ ɤɨɟɮɿɰɿєɧɬ 
ɩɨɜɬɨɪɧɢɯ ɩɨɤɭɩɨɤ 
ɫɜɿɞɱɢɬь ɩɪɨ ɥɨɹɥьɧɿɫɬь 
ɤɥɿєɧɬɿɜ 

ɜɿɞɧɨɲɟɧɧɹ ɤɿɥьɤɨɫɬɿ 
ɩɨɤɭɩɰɿɜ, ɹɤɿ ɡɞɿɣɫɧɢɥɢ 
ɛɿɥьɲɟ ɨɞɧɿєʀ ɩɨɤɭɩɤɢ, 
ɞɨ ɡɚɝɚɥьɧɨʀ ɤɿɥьɤɨɫɬɿ 
ɤɥɿєɧɬɿɜ 

Ʉɨɟɮɿɰɿєɧɬ ɜɿɞɦɨɜ 
(Bounce Rate) 

ɜɿɞɫɨɬɨɤ ɜɿɞɜɿɞɭɜɚɱɿɜ, 
ɹɤɿ ɩɨɤɢɞɚɸɬь ɤɚɧɚɥ, ɧɟ 
ɡɞɿɣɫɧɢɜɲɢ ɠɨɞɧɨʀ ɞɿʀ 

ɜɢɫɨɤɢɣ ɤɨɟɮɿɰɿєɧɬ 
ɜɿɞɦɨɜ, ɧɟɝɚɬɢɜɧɨ 
ɜɩɥɢɜɚє ɧɚ ɥɨɹɥьɧɿɫɬь 

ɩɪɨɰɟɧɬ ɤɨɪɢɫɬɭɜɚɱɿɜ, 
ɹɤɿ ɩɨɤɢɧɭɥɢ ɫɚɣɬ ɱɢ 
ɞɨɞɚɬɨɤ ɛɟɡ ɜɡɚєɦɨɞɿʀ 

ȱɧɞɟɤɫ ɡɚɞɨɜɨɥɟɧɨɫɬɿ 
ɤɥɿєɧɬɿɜ (CSAT) 

ɨɰɿɧɤɚ ɫɩɨɠɢɜɚɱɚɦɢ 
ʀɯɧьɨɝɨ ɞɨɫɜɿɞɭ 
ɜɡɚєɦɨɞɿʀ ɡ ɛɪɟɧɞɨɦ 

ɜɢɫɨɤɢɣ ɪɿɜɟɧь 
ɡɚɞɨɜɨɥɟɧɧɹ ɜɤɚɡɭє ɧɚ 
ɥɨɹɥьɧɿɫɬь ɫɩɨɠɢɜɚɱɚ 

ɨɰɿɧɤɚ ɡɚɞɨɜɨɥɟɧɨɫɬɿ 
ɤɥɿєɧɬɿɜ (ɧɚɩɪɢɤɥɚɞ, ɡɚ 
ɲɤɚɥɨɸ 1-5 ɚɛɨ 1-10) 

ɑɚɫɬɨɬɚ ɜɡɚєɦɨɞɿɣ ɿɡ 

ɛɪɟɧɞɨɦ (Channel 

Interaction Frequency) 

ɤɿɥьɤɿɫɬь ɜɡɚєɦɨɞɿɣ 
ɤɥɿєɧɬɚ ɡ ɛɪɟɧɞɨɦ ɱɟɪɟɡ 
ɪɿɡɧɿ ɤɚɧɚɥɢ 

ɛɿɥьɲɚ ɤɿɥьɤɿɫɬь 
ɜɡɚєɦɨɞɿɣ ɜɤɚɡɭє ɧɚ 
ɥɨɹɥьɧɿɫɬь ɫɩɨɠɢɜɚɱɚ 

ɫɭɦɚ ɜɫɿɯ ɜɡɚєɦɨɞɿɣ ɡ 
ɛɪɟɧɞɨɦ ɡɚ ɩɟɜɧɢɣ 
ɩɟɪɿɨɞ ɱɟɪɟɡ ɪɿɡɧɿ 
ɤɚɧɚɥɢ 

ɇɟɬɟɪɩɢɦɿɫɬь ɞɨ 
ɩɪɨɛɥɟɦ (TШХОrКЧМО tШ 
Issues) 

ɝɨɬɨɜɧɿɫɬь ɫɩɨɠɢɜɚɱɿɜ 
ɩɪɨɛɚɱɢɬɢ ɩɪɨɛɥɟɦɢ 
ɛɪɟɧɞɭ 

ɜɢɳɚ ɬɟɪɩɢɦɿɫɬь ɞɨ 
ɩɪɨɛɥɟɦ ɫɜɿɞɱɢɬь 
ɜɤɚɡɭє ɧɚ ɥɨɹɥьɧɿɫɬь  

ɨɰɿɧɤɚ ɤɥɿєɧɬɚɦɢ 
ɝɨɬɨɜɧɨɫɬɿ ɩɪɨɛɚɱɢɬɢ 
ɛɪɟɧɞɭ ɩɪɨɛɥɟɦɢ 

Ɋɿɜɟɧь ɞɨɜɿɪɢ ɞɨ 
ɛɪɟɧɞɭ (BrКЧН TrЮst 
Level) 

ɨɰɿɧɤɚ ɪɿɜɧɹ ɞɨɜɿɪɢ 
ɤɥɿєɧɬɿɜ ɞɨ ɛɪɟɧɞɭ ɧɚ 
ɨɫɧɨɜɿ ʀɯɧьɨɝɨ ɞɨɫɜɿɞɭ 

ɜɢɫɨɤɚ ɞɨɜɿɪɚ ɩɿɞɜɢɳɭє 
ɥɨɹɥьɧɿɫɬь  

ɨɰɿɧɤɚ ɞɨɜɿɪɢ ɞɨ ɛɪɟɧɞɭ 
ɱɟɪɟɡ ɨɩɢɬɭɜɚɧɧɹ ɱɢ 
ɿɧɲɿ ɦɟɬɨɞɢ 

Net Promoter Score 

(NPS) 

ɨɰɿɧɤɚ ɣɦɨɜɿɪɧɨɫɬɿ 
ɬɨɝɨ, ɳɨ ɤɥɿєɧɬɢ 
ɩɨɪɟɤɨɦɟɧɞɭɸɬь ɛɪɟɧɞ 
ɿɧɲɢɦ 

ɜɢɫɨɤɢɣ ІPS ɫɜɿɞɱɢɬь 
ɩɪɨ ɥɨɹɥьɧɿɫɬь ɤɥɿєɧɬɿɜ 
ɿ ɩɨɡɢɬɢɜɧɟ ɫɩɪɢɣɧɹɬɬɹ 
ɛɪɟɧɞɭ 

ɨɰɿɧɤɚ, ɧɚɫɤɿɥьɤɢ 
ɣɦɨɜɿɪɧɨ, ɳɨ ɤɥɿєɧɬɢ 
ɪɟɤɨɦɟɧɞɭɜɚɬɢɦɭɬь 
ɛɪɟɧɞ (ɲɤɚɥɚ 1-10) 
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ɉɪɨɞɨɜɠɟɧɧɹ ɬɚɛɥ. 3 

ȼɚɪɬɿɫɬь ɩɪɢɞɛɚɧɧɹ 

ɤɥɿєɧɬɚ ɱɟɪɟɡ ɤɚɧɚɥɢ 

(Customer Acquisition 

Cost per Channel) 

ɜɚɪɬɿɫɬь ɡɚɥɭɱɟɧɧɹ 
ɧɨɜɨɝɨ ɤɥɿєɧɬɚ ɱɟɪɟɡ 
ɤɨɠɟɧ ɤɚɧɚɥ ɜɡɚєɦɨɞɿʀ 

ɧɢɡьɤɚ ɜɚɪɬɿɫɬь ɩɪɢ 
ɜɢɫɨɤɿɣ ɥɨɹɥьɧɨɫɬɿ 
ɜɤɚɡɭє ɧɚ ɟɮɟɤɬɢɜɧɿɫɬь 
ɨɦɧɿɤɚɧɚɥьɧɨʀ ɫɬɪɚɬɟɝɿʀ 

ɜɚɪɬɿɫɬь ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɤɚɦɩɚɧɿɣ ɧɚ ɤɚɧɚɥ, 
ɩɨɞɿɥɟɧɚ ɧɚ ɤɿɥьɤɿɫɬь 
ɧɨɜɢɯ ɤɥɿєɧɬɿɜ 

Ⱦɠɟɪɟɥɨ: ɭɡɚɝɚɥьɧɟɧɨ ɧɚ ɨɫɧɨɜɿ [12; 13; 14] 

 

Ɉɰɿɧɤɚ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɜ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɦɚɪɤɟɬɢɧɝɭ ɜɢɦɚɝɚє 
ɤɨɦɩɥɟɤɫɧɨɝɨ ɩɿɞɯɨɞɭ, ɳɨ ɜɤɥɸɱɚє ɚɧɚɥɿɡ ɛɚɝɚɬɨɤɚɧɚɥьɧɨɫɬɿ, ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ, ɡɪɭɱɧɨɫɬɿ 
ɩɨɤɭɩɨɤ, ɟɦɨɰɿɣɧɨɝɨ ɞɨɫɜɿɞɭ ɬɚ ɫɨɰɿɚɥьɧɢɯ ɮɚɤɬɨɪɿɜ. Ȼɪɟɧɞɢ, ɹɤɿ ɜɦɿɸɬь ɟɮɟɤɬɢɜɧɨ 
ɿɧɬɟɝɪɭɜɚɬɢ ɰɿ ɚɫɩɟɤɬɢ, ɨɬɪɢɦɭɸɬь ɦɨɠɥɢɜɿɫɬь ɫɬɜɨɪɸɜɚɬɢ ɛɿɥьɲ ɝɧɭɱɤɿ ɬɚ 
ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ ɫɬɪɚɬɟɝɿʀ ɦɚɪɤɟɬɢɧɝɭ, ɳɨ ɫɩɪɢɹє ɩɿɞɜɢɳɟɧɧɸ ɡɚɞɨɜɨɥɟɧɧɹ ɫɩɨɠɢɜɚɱɿɜ ɿ 
ɡɦɿɰɧɟɧɧɸ ʀɯɧьɨʀ ɥɨɹɥьɧɨɫɬɿ. ɐɿ ɩɨɤɚɡɧɢɤɢ ɞɨɩɨɦɚɝɚɸɬь ɞɟɬɚɥьɧɨ ɨɰɿɧɢɬɢ ɩɨɜɟɞɿɧɤɭ 
ɫɩɨɠɢɜɚɱɿɜ ɜ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɦɚɪɤɟɬɢɧɝɭ, ɳɨ ɞɨɡɜɨɥɹє ɛɪɟɧɞɚɦ ɨɩɬɢɦɿɡɭɜɚɬɢ ɫɜɨɸ 
ɫɬɪɚɬɟɝɿɸ, ɜɞɨɫɤɨɧɚɥɸɸɱɢ ɜɡɚєɦɨɞɿɸ ɡ ɤɥɿєɧɬɚɦɢ ɱɟɪɟɡ ɪɿɡɧɿ ɤɚɧɚɥɢ ɬɚ ɩɿɞɜɢɳɭɸɱɢ 
ɥɨɹɥьɧɿɫɬь ɿ ɟɮɟɤɬɢɜɧɿɫɬь ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɡɭɫɢɥь (ɪɢɫ. 2). 

 

 
Ɋɢɫɭɧɨɤ 2 – ȼɡɚєɦɨɞɿɹ ɫɩɨɠɢɜɚɱɿɜ ɡ ɦɚɪɤɟɬɩɥɟɣɫɚɦɢ ɍɤɪɚʀɧɢ  

Ⱦɠɟɪɟɥɨ: ɪɨɡɪɨɛɥɟɧɨ ɚɜɬɨɪɚɦɢ ɡɚ ɪɟɡɭɥьɬɚɬɚɦɢ ɨɩɢɬɭɜɚɧɧɹ* 
*Ɉɩɢɬɭɜɚɧɧɹ ɩɪɨɜɟɞɟɧɨ ɫɟɪɟɞ 202 ɪɟɫɩɨɧɞɟɧɬɿɜ, ɹɤɿ ɧɚɥɟɠɚɥɢ ɞɨ ɱɨɬɢɪьɨɯ ɨɫɧɨɜɧɢɯ ɜɿɤɨɜɢɯ ɝɪɭɩ: 

ɞɨ 19 ɪɨɤɿɜ – 48 ɨɫɿɛ (24%); 20-45 ɪɨɤɿɜ – 75 ɨɫɿɛ (37%); 46-65 ɪɨɤɿɜ – 47 ɨɫɿɛ (23,5%) ɬɚ 32 ɪɟɫɩɨɧɞɟɧɬɢ 
ɜɿɤɨɦ 65+ (15,5%). 

 

ȼɪɚɯɨɜɭɸɱɢ ɜɩɥɢɜ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɧɚ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ, ɤɥɸɱɨɜɿ 
ɱɢɧɧɢɤɢ, ɳɨ ɜɩɥɢɜɚɸɬь ɧɚ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɫɬɿ, ɦɟɬɨɞɢ 
ɡɚɥɭɱɟɧɧɹ ɤɥɿєɧɬɿɜ, ɮɚɤɬɨɪɢ ɫɟɝɦɟɧɬɚɰɿʀ ɫɩɨɠɢɜɚɱɿɜ ɜ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɤɨɧɬɟɤɫɬɿ, ɦɨɠɧɚ 

ɜɢɞɿɥɢɬɢ ɦɨɞɟɥɿ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɭ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ, ɹɤɿ ɜɪɚɯɨɜɭɸɬь 
ɪɿɡɧɨɦɚɧɿɬɧɿ ɚɫɩɟɤɬɢ ɩɨɜɟɞɿɧɤɢ ɬɚ ɨɦɧɿɤɚɧɚɥьɧɢɣ ɩɿɞɯɿɞ. Ɋɨɡɭɦɿɧɧɹ ɩɨɜɟɞɿɧɤɢ 
ɫɩɨɠɢɜɚɱɿɜ ɞɨɩɨɦɚɝɚɸɬь ɛɿɡɧɟɫɚɦ ɤɪɚɳɟ ɪɨɡɭɦɿɬɢ ɫɜɨʀɯ ɤɥɿєɧɬɿɜ, ɩɪɨɝɧɨɡɭɜɚɬɢ ʀɯɧɿ ɞɿʀ 
ɬɚ ɮɨɪɦɭɜɚɬɢ ɟɮɟɤɬɢɜɧɿ ɫɬɪɚɬɟɝɿʀ ɦɚɪɤɟɬɢɧɝɭ (ɬɚɛɥ. 4). 
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ɉɟɪɟɝɥɹɧɭɥɢ ɜɿɞɟɨ 

ɋɬɟɠɢɥɢ ɭ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠɚɯ

ȼɿɞɜɿɞɚɥɢ ɫɬɨɪɿɧɤɭ ɭ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠɚɯ 

ɉɪɨɱɢɬɚɥɢ ɟɥɟɤɬɪɨɧɧɨɝɨ ɥɢɫɬɚ ɚɛɨ ɪɨɡɫɢɥɤɭ 

Ɂɚɜɚɧɬɚɠɢɥɢ ɚɛɨ ɜɢɤɨɪɢɫɬɚɥɢ ɞɨɞɚɬɨɤ 

ȼɢɤɨɪɢɫɬɚɥɢ ɤɧɨɩɤɭ «ɉɨɞɿɥɢɬɢɫɹ» ɭ ɫɨɰɿɚɥьɧɿɣ 
ɦɟɪɟɠɿ ɧɚ ɜɟɛ-ɫɚɣɬɿ 
ȼɢɤɨɪɢɫɬɚɥɢ QR-ɤɨɞ, ɧɚɞɚɧɢɣ ɤɨɦɩɚɧɿєɸ

ɇɚɬɢɫɧɭɥɢ ɧɚ ɪɟɤɥɚɦɧɟ ɨɝɨɥɨɲɟɧɧɹ ɛɪɟɧɞɭ ɭ 
ɫɨɰɿɚɥьɧɿɣ ɦɟɪɟɠɿ 
ɇɚɬɢɫɧɭɥɢ ɧɚ ɨɧɥɚɣɧ-ɨɝɨɥɨɲɟɧɧɹ ɧɚ ɜɟɛ-ɫɚɣɬɿ 

Ɂɚɥɢɲɢɥɢ ɜɿɞɝɭɤ ɚɛɨ ɨɝɥɹɞ ɧɚ ɜɟɛ-ɫɚɣɬɿ

Ɂɚɞɚɥɢ ɩɢɬɚɧɧɹ  ɭ ɫɨɰɿɚɥьɧɿɣ ɦɟɪɟɠɿ

ɉɪɢɩɢɧɢɥɢ ɫɬɟɠɢɬɢ ɡɚ ɛɪɟɧɞɨɦ ɭ ɫɨɰɿɚɥьɧɿɣ 
ɦɟɪɟɠɿ
ɉɪɨɱɢɬɚɥɢ ɛɥɨɝ 
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Ɍɚɛɥɢɰɹ 4 – Ɇɨɞɟɥɿ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɜ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ 
Ɇɨɞɟɥь 

ɩɨɜɟɞɿɧɤɢ 
Ɉɫɧɨɜɧɿ ɯɚɪɚɤɬɟɪɢɫɬɢɤɢ ɉɪɢɤɥɚɞ 

Ɇɨɞɟɥь 
ɛɚɝɚɬɨɟɬɚɩɧɨɝɨ 
ɩɪɨɰɟɫɭ 

ɩɨɲɭɤ ɿ ɩɨɪɿɜɧɹɧɧɹ ɭ ɨɮɥɚɣɧ-ɦɚɝɚɡɢɧɿ, 
ɨɮɨɪɦɥɟɧɧɹ ɩɨɤɭɩɤɢ ɜ ɨɧɥɚɣɧ ɤɚɧɚɥɿ 

ɫɩɨɠɢɜɚɱ ɲɭɤɚє ɭ ɮɿɡɢɱɧɨɦɭ ɦɚɝɚɡɢɧɿ, 
ɳɨɛ ɩɟɪɟɜɿɪɢɬɢ ɱɢ ɩɚɫɭє/ɩɨɞɨɛɚєɬьɫɹ 
ɬɨɜɚɪ, ɚɥɟ ɤɭɩɭє ɜ ɿɧɬɟɪɧɟɬ ɦɚɝɚɡɢɧɿ  

Ɇɨɞɟɥь 
ɝɧɭɱɤɨɝɨ ɤɚɧɚɥɭ 

ɜɢɫɨɤɚ ɦɨɛɿɥьɧɿɫɬь ɦɿɠ ɤɚɧɚɥɚɦɢ, 
ɝɧɭɱɤɿɫɬь ɜɢɛɨɪɭ ɞɥɹ ɩɨɤɭɩɨɤ 

ɫɩɨɠɢɜɚɱ ɜɢɤɨɪɢɫɬɨɜɭє ɦɨɛɿɥьɧɢɣ 
ɞɨɞɚɬɨɤ ɞɥɹ ɩɨɤɭɩɤɢ ɤɚɜɢ, ɚ ɩɨɬɿɦ ɡɚɛɢɪɚє 
ɡɚɦɨɜɥɟɧɧɹ ɜ ɦɚɝɚɡɢɧɿ 

Ɇɨɞɟɥь 
ɿɧɬɟɝɪɨɜɚɧɨɝɨ 
ɞɨɫɜɿɞɭ 

ɿɧɬɟɝɪɚɰɿɹ ɨɧɥɚɣɧ ɿ ɨɮɥɚɣɧ ɞɨɫɜɿɞɭ, 
ɨɞɢɧɢɣ ɩɪɨɰɟɫ ɩɨɤɭɩɤɢ ɱɟɪɟɡ ɜɫɿ 
ɤɚɧɚɥɢ 

ɫɩɨɠɢɜɚɱ ɤɭɩɭє ɨɞɹɝ ɜ ɿɧɬɟɪɧɟɬ-ɦɚɝɚɡɢɧɿ, ɚ 
ɩɨɬɿɦ ɩɨɜɟɪɬɚє ɚɛɨ ɨɛɦɿɧɸє ɬɨɜɚɪ ɭ 
ɮɿɡɢɱɧɨɦɭ ɦɚɝɚɡɢɧɿ ɛɪɟɧɞɭ 

Ɇɨɞɟɥь 
ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɨʀ 
ɜɡɚєɦɨɞɿʀ 

ɩɟɪɫɨɧɚɥɿɡɚɰɿɹ ɱɟɪɟɡ ɞɚɧɿ ɩɨɤɭɩɨɤ, 
ɜɢɤɨɪɢɫɬɚɧɧɹ ɪɟɤɨɦɟɧɞɚɰɿɣ ɬɚ 
ɫɩɟɰɿɚɥьɧɢɯ ɩɪɨɩɨɡɢɰɿɣ 

ɨɧɥɚɣɧ-ɦɚɝɚɡɢɧ ɩɪɨɩɨɧɭє ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ 
ɡɧɢɠɤɢ ɬɚ ɬɨɜɚɪɢ ɧɚ ɨɫɧɨɜɿ ɩɨɩɟɪɟɞɧɿɯ 
ɩɨɤɭɩɨɤ ɚɛɨ ɩɟɪɟɝɥɹɞɿɜ 

Ɇɨɞɟɥь 
ɡɦɿɲɚɧɨɝɨ 
ɞɨɫɜɿɞɭ 

ɤɨɦɛɿɧɚɰɿɹ ɮɿɡɢɱɧɨɝɨ ɬɚ ɰɢɮɪɨɜɨɝɨ 
ɞɨɫɜɿɞɭ, ɛɚɝɚɬɨɤɚɧɚɥьɧɚ ɜɡɚєɦɨɞɿɹ 

ɫɩɨɠɢɜɚɱ ɩɟɪɟɝɥɹɞɚє ɜɿɞɝɭɤɢ ɧɚ ɫɚɣɬɿ ɿ 
ɡɚɦɨɜɥɹє ɩɪɨɞɭɤɬ ɨɧɥɚɣɧ, ɚ ɩɨɬɿɦ ɡɚɛɢɪɚє 
ɬɨɜɚɪ ɭ ɮɿɡɢɱɧɨɦɭ ɦɚɝɚɡɢɧɿ 

Ɇɨɞɟɥь 
ɚɫɢɧɯɪɨɧɧɨɝɨ 
ɞɨɫɜɿɞɭ 

ɜɡɚєɦɨɞɿɹ ɜ ɪɿɡɧɢɣ ɱɚɫ ɱɟɪɟɡ ɪɿɡɧɿ 
ɤɚɧɚɥɢ, ɨɤɪɟɦɿ ɟɬɚɩɢ ɜɡɚєɦɨɞɿʀ ɛɟɡ 
ɩɪɢɜ’ɹɡɤɢ ɞɨ ɤɨɧɤɪɟɬɧɨɝɨ ɦɨɦɟɧɬɭ 

ɫɩɨɠɢɜɚɱ ɛɚɱɢɬь ɪɟɤɥɚɦɧɢɣ ɩɨɫɬ ɭ 
ɫɨɰɦɟɪɟɠɚɯ, ɚ ɱɟɪɟɡ ɤɿɥьɤɚ ɞɧɿɜ ɤɭɩɭє 
ɬɨɜɚɪ ɱɟɪɟɡ ɦɨɛɿɥьɧɢɣ ɞɨɞɚɬɨɤ ɛɪɟɧɞɭ 

Ⱦɠɟɪɟɥɨ: ɜɥɚɫɧɿ ɞɨɫɥɿɞɠɟɧɧɹ ɚɜɬɨɪɿɜ 

 

ȼɢɞɢ ɦɨɞɟɥɟɣ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɜɿɞɨɛɪɚɠɚɸɬь ɪɿɡɧɿ ɫɩɨɫɨɛɢ, ɹɤɢɦɢ 
ɫɩɨɠɢɜɚɱɿ ɦɨɠɭɬь ɜɡɚєɦɨɞɿɹɬɢ ɡ ɛɪɟɧɞɚɦɢ, ɜɢɤɨɪɢɫɬɨɜɭɸɱɢ ɨɦɧɿɤɚɧɚɥьɧɢɣ ɩɿɞɯɿɞ. 
ȼɚɠɥɢɜɨ, ɳɨɛ ɤɨɦɩɚɧɿʀ ɚɞɚɩɬɭɜɚɥɢ ɫɜɨʀ ɫɬɪɚɬɟɝɿʀ, ɡɚɛɟɡɩɟɱɭɸɱɢ ɛɟɡɲɨɜɧɭ ɬɚ 
ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɭ ɜɡɚєɦɨɞɿɸ ɧɚ ɜɫɿɯ ɟɬɚɩɚɯ ɲɥɹɯɭ ɩɨɤɭɩɰɹ. 

ȼɢɡɧɚɱɢɜɲɢ ɦɨɞɟɥɿ ɩɨɜɟɞɿɧɤɢ ɩɨɬɟɧɰɿɣɧɢɯ ɤɥɿєɧɬɿɜ, ɹɤɿ ɞɨɩɨɦɨɠɭɬь ɤɪɚɳɟ 
ɡɪɨɡɭɦɿɬɢ, ɹɤ ɫɩɨɠɢɜɚɱɿ ɜɡɚєɦɨɞɿɸɬь ɿɡ ɛɪɟɧɞɨɦ ɱɟɪɟɡ ɪɿɡɧɿ ɤɚɧɚɥɢ ɦɨɠɧɚ ɮɨɪɦɭɜɚɬɢ 
ɨɦɧɿɤɚɧɚɥьɧɭ ɦɚɪɤɟɬɢɧɝɨɜɭ ɫɬɪɚɬɟɝɿɸ, ɹɤɚ ɞɨɩɨɦɚɝɚє ɛɪɟɧɞɚɦ ɡɪɨɡɭɦɿɬɢ ɪɿɡɧɿ ɝɪɭɩɢ 
ɫɜɨʀɯ ɤɥɿєɧɬɿɜ ɿ ɚɞɚɩɬɭɜɚɬɢ ɤɨɦɭɧɿɤɚɰɿɸ, ɩɪɨɩɨɡɢɰɿʀ ɬɚ ɤɚɧɚɥɢ ɜɡɚєɦɨɞɿʀ ɜɿɞɩɨɜɿɞɧɨ ɞɨ 
ɩɨɬɪɟɛ ɬɚ ɭɩɨɞɨɛɚɧь ɤɨɠɧɨʀ ɝɪɭɩɢ.  

Ɉɦɧɿɤɚɧɚɥьɧɚ ɦɚɪɤɟɬɢɧɝɨɜɚ ɫɬɪɚɬɟɝɿɹ – ɰɟ ɫɬɪɚɬɟɝɿɹ ɦɚɪɤɟɬɢɧɝɭ, ɳɨ ɩɟɪɟɞɛɚɱɚє 
ɿɧɬɟɝɪɚɰɿɸ ɬɚ ɜɡɚєɦɨɞɿɸ ɜɫɿɯ ɤɚɧɚɥɿɜ ɤɨɦɭɧɿɤɚɰɿʀ ɬɚ ɩɪɨɞɚɠɭ, ɹɤɿ ɤɨɦɩɚɧɿɹ ɜɢɤɨɪɢɫɬɨɜɭє 
ɞɥɹ ɜɡɚєɦɨɞɿʀ ɡ ɤɥɿєɧɬɚɦɢ, ɡɚɛɟɡɩɟɱɭɸɱɢ ɛɟɡɲɨɜɧɢɣ ɞɨɫɜɿɞ ɞɥɹ ɫɩɨɠɢɜɚɱɿɜ, ɧɟɡɚɥɟɠɧɨ 
ɜɿɞ ɬɨɝɨ, ɱɢ ɣɞɟɬьɫɹ ɩɪɨ ɨɧɥɚɣɧ ɱɢ ɨɮɥɚɣɧ ɤɚɧɚɥɢ. 

Ʉɨɥɢ ɫɬɪɚɬɟɝɿɹ ɪɟɚɥɿɡɭєɬьɫɹ, ɜɚɠɥɢɜɨ ɩɚɦ’ɹɬɚɬɢ ɩɪɨ ɭɬɪɢɦɚɧɧɹ ɤɥɿєɧɬɿɜ, ɭ 

ɫɭɱɚɫɧɨɦɭ ɤɨɧɤɭɪɟɧɬɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ, – ɰɟ ɝɨɥɨɜɧɟ ɡɚɜɞɚɧɧɹ ɞɥɹ ɤɨɠɧɨɝɨ ɛɿɡɧɟɫɭ, 
ɧɟɡɚɥɟɠɧɨ ɜɿɞ ɣɨɝɨ ɪɨɡɦɿɪɭ ɱɢ ɫɮɟɪɢ ɞɿɹɥьɧɨɫɬɿ. ȼɪɚɯɨɜɭɸɱɢ ɜɟɥɢɤɢɣ ɜɢɛɿɪ ɬɨɜɚɪɿɜ ɬɚ 
ɩɨɫɥɭɝ ɧɚ ɪɢɧɤɭ, ɡɚɛɟɡɩɟɱɟɧɧɹ ɥɨɹɥьɧɨɫɬɿ ɤɥɿєɧɬɿɜ ɫɬɚє ɫɬɪɚɬɟɝɿɱɧɢɦ ɩɪɿɨɪɢɬɟɬɨɦ.  

ɍɬɪɢɦɚɧɧɹ ɫɩɨɠɢɜɚɱɿɜ ɡɚɥɟɠɢɬь ɜɿɞ ɬɨɝɨ, ɧɚɫɤɿɥьɤɢ ɡɪɭɱɧɿ ɬɚ ɞɨɫɬɭɩɧɿ ɪɿɡɧɿ 
ɤɚɧɚɥɢ ɞɥɹ ɜɡɚєɦɨɞɿʀ ɡ ɛɪɟɧɞɨɦ: ɩɪɨɫɬɨɬɚ ɧɚɜɿɝɚɰɿʀ ɩɨ ɫɚɣɬɚɯ ɿ ɦɨɛɿɥьɧɢɯ ɞɨɞɚɬɤɚɯ, 

ɦɨɠɥɢɜɿɫɬь ɲɜɢɞɤɨʀ ɩɨɤɭɩɤɢ ɬɚ ɥɟɝɤɨɝɨ ɨɮɨɪɦɥɟɧɧɹ ɡɚɦɨɜɥɟɧɧɹ, ɛɟɡɲɨɜɧɢɣ ɩɪɨɰɟɫ 
ɩɟɪɟɯɨɞɭ ɦɿɠ ɪɿɡɧɢɦɢ ɤɚɧɚɥɚɦɢ (ɨɧɥɚɣɧ ɿ ɨɮɥɚɣɧ). ɉɪɨɝɪɚɦɢ ɥɨɹɥьɧɨɫɬɿ ɞɨɩɨɦɚɝɚɸɬь 
ɧɟ ɥɢɲɟ ɡɚɥɭɱɢɬɢ ɧɨɜɢɯ ɤɥɿєɧɬɿɜ, ɚ ɣ ɭɬɪɢɦɚɬɢ ɿɫɧɭɸɱɢɯ, ɩɿɞɜɢɳɭɸɱɢ ʀɯɧɸ ɥɨɹɥьɧɿɫɬь ɿ 
ɡɚɨɯɨɱɭɸɱɢ ɞɨ ɩɨɜɬɨɪɧɢɯ ɩɨɤɭɩɨɤ. 

ɉɪɨɝɪɚɦɢ ɥɨɹɥьɧɨɫɬɿ, ɹɤ ɿɧɫɬɪɭɦɟɧɬ ɞɥɹ ɭɬɪɢɦɚɧɧɹ ɤɥɿєɧɬɿɜ ɦɨɠɭɬь ɛɭɬɢ ɭ 
ɜɢɝɥɹɞɿ ɡɧɢɠɨɤ, ɛɨɧɭɫɿɜ, ɩɨɞɚɪɭɧɤɿɜ ɱɢ ɧɚɜɿɬь ɧɚɤɨɩɢɱɭɜɚɥьɧɢɯ ɛɚɥɿɜ, ɹɤɿ ɦɨɠɧɚ 
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ɨɛɦɿɧɹɬɢ ɧɚ ɬɨɜɚɪɢ ɱɢ ɩɨɫɥɭɝɢ. Ɂɚɨɯɨɱɟɧɧɹ ɩɨɫɬɿɣɧɢɯ ɩɨɤɭɩɨɤ ɞɨɩɨɦɚɝɚє ɭɬɪɢɦɭɜɚɬɢ 
ɤɥɿєɧɬɿɜ ɭ ɞɨɜɝɨɫɬɪɨɤɨɜɿɣ ɩɟɪɫɩɟɤɬɢɜɿ. 

Ɇɨɠɧɚ ɨɛɢɪɚɬɢ ɪɿɡɧɿ ɩɪɨɝɪɚɦɢ ɥɨɹɥьɧɨɫɬɿ, ɝɨɥɨɜɧɟ, ɳɨɛ ɜɨɧɚ ɩɿɞɯɨɞɢɥɚ ɞɥɹ 
ɪɿɡɧɢɯ ɬɢɩɿɜ ɛɿɡɧɟɫɭ ɬɚ ɤɥɿєɧɬɫьɤɢɯ ɫɟɝɦɟɧɬɿɜ (ɬɚɛɥ. 5). 

 

Ɍɚɛɥɢɰɹ 5  – Ɉɝɥɹɞ ɩɪɨɝɪɚɦ ɥɨɹɥьɧɨɫɬɿ 
Ɍɢɩ ɩɪɨɝɪɚɦɢ 

ɥɨɹɥьɧɨɫɬɿ 
Ɉɩɢɫ Ɉɫɨɛɥɢɜɨɫɬɿ ɉɪɢɤɥɚɞɢ 

Ȼɨɧɭɫɧɿ 
ɩɪɨɝɪɚɦɢ 

ɤɥɿєɧɬɢ ɨɬɪɢɦɭɸɬь 
ɛɨɧɭɫɢ ɚɛɨ ɛɚɥɢ ɡɚ 
ɤɨɠɧɭ ɩɨɤɭɩɤɭ 

ɧɚɤɨɩɢɱɭɜɚɥьɧɿ ɛɚɥɢ, ɦɨɠɥɢɜɿɫɬь 
ɨɛɦɿɧɭ ɛɚɥɿɜ ɧɚ ɩɨɞɚɪɭɧɤɢ ɱɢ 
ɡɧɢɠɤɢ 

ɫɢɫɬɟɦɚ ɛɚɥɿɜ ɭ 
ɦɚɝɚɡɢɧɚɯ ɤɨɫɦɟɬɢɤɢ 
(ɧɚɩɪɢɤɥɚɞ, SОЩСШrК) 

ɉɪɨɝɪɚɦɢ 
ɡɧɢɠɨɤ 

ɫɩɨɠɢɜɚɱɿ ɨɬɪɢɦɭɸɬь 
ɡɧɢɠɤɢ ɧɚ ɬɨɜɚɪɢ ɱɢ 
ɩɨɫɥɭɝɢ ɩɿɫɥɹ ɩɟɜɧɨʀ 
ɤɿɥьɤɨɫɬɿ ɩɨɤɭɩɨɤ ɚɛɨ 
ɱɟɪɟɡ ɩɪɨɝɪɚɦɭ 
ɩɿɞɩɢɫɤɢ 

ɡɧɢɠɤɢ ɧɚ ɩɟɜɧɿ ɤɚɬɟɝɨɪɿʀ ɬɨɜɚɪɿɜ 
ɚɛɨ ɧɚ ɜɫɸ ɩɨɤɭɩɤɭ, 

ɜɢɤɨɪɢɫɬɨɜɭєɬьɫɹ ɞɥɹ 
ɫɬɢɦɭɥɸɜɚɧɧɹ ɩɨɜɬɨɪɧɢɯ 
ɩɨɤɭɩɨɤ 

ɤɚɪɬɤɢ ɥɨɹɥьɧɨɫɬɿ ɭ 
ɩɪɨɞɭɤɬɨɜɢɯ 
ɫɭɩɟɪɦɚɪɤɟɬɚɯ 
(ɧɚɩɪɢɤɥɚɞ, «Ⱥɲɚɧ», 

«Ɏɭɪɲɟɬ») 

Ʉɟɲɛɟɤ 
ɩɪɨɝɪɚɦɢ 

ɤɥɿєɧɬɢ ɨɬɪɢɦɭɸɬь 
ɱɚɫɬɢɧɭ ɜɢɬɪɚɱɟɧɢɯ 
ɝɪɨɲɟɣ ɧɚɡɚɞ (ɤɟɲɛɟɤ)  

ɤɟɲɛɟɤ ɦɨɠɟ ɛɭɬɢ ɜɤɚɡɚɧɨ ɹɤ 
ɩɪɨɰɟɧɬ ɜɿɞ ɫɭɦɢ ɩɨɤɭɩɤɢ, ɦɨɠɟ 
ɛɭɬɢ ɧɚɪɚɯɨɜɚɧɢɣ ɧɚ ɩɟɜɧɿ 
ɤɚɬɟɝɨɪɿʀ ɬɨɜɚɪɿɜ ɚɛɨ ɩɨɫɥɭɝ 

ɤɚɪɬɤɢ ɤɪɟɞɢɬɧɢɯ 
ɤɚɪɬɨɤ ɡ ɤɟɲɛɟɤɨɦ 
(ɧɚɩɪɢɤɥɚɞ, MКstОrМКrН, 
Visa) 

ɉɪɨɝɪɚɦɢ 
ɩɪɟɦɿɭɦ-ɤɥɚɫɭ 

ɩɪɨɝɪɚɦɢ ɞɥɹ 
ɧɚɣɛɿɥьɲ ɥɨɹɥьɧɢɯ ɚɛɨ 
VIP-ɤɥɿєɧɬɿɜ 

ɩɪɨɝɪɚɦɢ ɞɥɹ ɤɥɿєɧɬɿɜ, ɹɤɿ 
ɜɢɬɪɚɱɚɸɬь ɜɟɥɢɤɭ ɫɭɦɭ ɝɪɨɲɟɣ 
ɚɛɨ ɱɚɫɬɨ ɤɭɩɭɸɬь, ɫɩɟɰɿɚɥьɧɿ 
ɩɪɨɩɨɡɢɰɿʀ, ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɟ 
ɨɛɫɥɭɝɨɜɭɜɚɧɧɹ 

VIP-ɤɚɪɬɤɢ ɜ 
ɪɟɫɬɨɪɚɧɚɯ ɚɛɨ ɝɨɬɟɥɹɯ 

ɉɪɨɝɪɚɦɢ 
ɩɿɞɩɢɫɤɢ 

ɤɥɿєɧɬɢ ɨɬɪɢɦɭɸɬь 
ɡɧɢɠɤɢ ɚɛɨ ɫɩɟɰɿɚɥьɧɿ 
ɩɪɨɩɨɡɢɰɿʀ ɜ ɨɛɦɿɧ ɧɚ 
ɩɿɞɩɢɫɤɭ 

ɫɬɪɨɤɨɜɿ ɩɪɨɝɪɚɦɢ (ɳɨɦɿɫɹɱɧɿ ɱɢ 
ɪɿɱɧɿ ɩɿɞɩɢɫɤɢ), ɞɨɫɬɭɩ ɞɨ 
ɟɤɫɤɥɸɡɢɜɧɢɯ ɩɪɨɞɭɤɬɿɜ ɱɢ 
ɩɨɫɥɭɝ 

ɩɥɚɬɮɨɪɦɢ ɩɨɬɨɤɨɜɢɯ 
ɫɟɪɜɿɫɿɜ (ɧɚɩɪɢɤɥɚɞ, 
Netflix, Spotify) 

ɉɪɨɝɪɚɦɢ 
ɪɟɤɨɦɟɧɞɚɰɿɣ 

ɤɥɿєɧɬɢ ɨɬɪɢɦɭɸɬь 
ɜɢɧɚɝɨɪɨɞɭ ɡɚ 
ɡɚɥɭɱɟɧɧɹ ɧɨɜɢɯ 
ɤɥɿєɧɬɿɜ ɱɟɪɟɡ 
ɪɟɮɟɪɚɥьɧɿ ɩɨɫɢɥɚɧɧɹ 
ɚɛɨ ɡɚɩɪɨɲɟɧɧɹ 

ɛɨɧɭɫɢ ɚɛɨ ɡɧɢɠɤɢ ɡɚ ɤɨɠɧɨɝɨ 
ɩɪɢɜɟɞɟɧɨɝɨ ɤɥɿєɧɬɚ, ɡɚɥɭɱɟɧɧɹ 
ɧɨɜɢɯ ɤɥɿєɧɬɿɜ ɱɟɪɟɡ ɫɨɰɿɚɥьɧɿ 
ɦɟɪɟɠɿ ɚɛɨ ɩɟɪɫɨɧɚɥьɧɿ 
ɪɟɤɨɦɟɧɞɚɰɿʀ 

UЛОr: ɛɨɧɭɫɢ ɞɥɹ ɜɨɞɿʀɜ 
ɿ ɩɚɫɚɠɢɪɿɜ ɡɚ 
ɡɚɩɪɨɲɟɧɧɹ ɧɨɜɢɯ 
ɤɨɪɢɫɬɭɜɚɱɿɜ 

ȱɝɪɨɜɿ 
ɩɪɨɝɪɚɦɢ 
ɥɨɹɥьɧɨɫɬɿ 

ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɟɥɟɦɟɧɬɿɜ ɝɪɢ 
(ɝɟɣɦɿɮɿɤɚɰɿʀ) ɞɥɹ 
ɡɚɥɭɱɟɧɧɹ ɤɥɿєɧɬɿɜ 

ɤɥɿєɧɬɢ ɨɬɪɢɦɭɸɬь ɛɚɥɢ ɚɛɨ ɿɧɲɿ 
ɜɢɧɚɝɨɪɨɞɢ ɡɚ ɜɢɤɨɧɚɧɧɹ ɡɚɜɞɚɧь 
ɱɢ ɞɨɫɹɝɧɟɧɧɹ ɩɟɜɧɢɯ ɪɿɜɧɿɜ, 

ɫɬɜɨɪɟɧɧɹ ɜɡɚєɦɨɞɿʀ ɬɚ ɡɚɥɭɱɟɧɧɹ 
ɤɨɪɢɫɬɭɜɚɱɿɜ ɱɟɪɟɡ ɿɝɪɨɜɢɣ 
ɩɪɨɰɟɫ. 

DЮШХТЧРШ: ɨɬɪɢɦɚɧɧɹ 
ɛɚɥɿɜ ɬɚ ɪɿɜɧɿɜ ɡɚ 
ɧɚɜɱɚɧɧɹ ɦɨɜɚɦ. 

Ⱦɠɟɪɟɥɨ: ɭɡɚɝɚɥьɧɟɧɨ ɧɚ ɨɫɧɨɜɿ [1; 2; 10] 

 

Ⱦɥɹ ɭɬɪɢɦɚɧɧɹ ɤɥɿєɧɬɿɜ ɜɚɠɥɢɜɨ ɩɨɫɬɿɣɧɨ ɜɞɨɫɤɨɧɚɥɸɜɚɬɢ ɫɜɨʀ ɩɪɨɞɭɤɬɢ ɬɚ 
ɩɨɫɥɭɝɢ, ɡɚɩɪɨɜɚɞɠɭɜɚɬɢ ɧɨɜɿ ɬɟɯɧɨɥɨɝɿʀ ɚɛɨ ɧɚɜɿɬь ɫɬɜɨɪɸɜɚɬɢ ɧɨɜɿ ɛɿɡɧɟɫ-ɦɨɞɟɥɿ. 
ȱɧɨɜɚɰɿʀ, ɳɨ ɜɿɞɩɨɜɿɞɚɸɬь ɧɚ ɡɦɿɧɸɜɚɧɿ ɩɨɬɪɟɛɢ ɬɚ ɿɧɬɟɪɟɫɢ ɫɩɨɠɢɜɚɱɿɜ, ɪɨɛɥɹɬь 
ɤɨɦɩɚɧɿɸ ɩɪɢɜɚɛɥɢɜɨɸ ɞɥɹ ɤɥɿєɧɬɿɜ ɭ ɞɨɜɝɨɫɬɪɨɤɨɜɿɣ ɩɟɪɫɩɟɤɬɢɜɿ. 

ȼɢɫɧɨɜɤɢ ɿ ɩɟɪɫɩɟɤɬɢɜɢ ɩɨɞɚɥьɲɢɯ ɞɨɫɥɿɞɠɟɧь. Ɉɦɧɿɤɚɧɚɥьɧɢɣ ɦɚɪɤɟɬɢɧɝ 
ɡɧɚɱɧɨ ɡɦɿɧɸє ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ, ɨɫɤɿɥьɤɢ ɜɨɧɢ ɨɬɪɢɦɭɸɬь ɦɨɠɥɢɜɿɫɬь ɜɡɚєɦɨɞɿɹɬɢ 
ɡ ɛɪɟɧɞɚɦɢ ɱɟɪɟɡ ɪɿɡɧɨɦɚɧɿɬɧɿ ɤɚɧɚɥɢ – ɨɧɥɚɣɧ ɿ ɨɮɥɚɣɧ, ɳɨ ɞɨɡɜɨɥɹє ʀɦ ɛɭɬɢ ɛɿɥьɲ 
ɝɧɭɱɤɢɦɢ ɭ ɫɜɨєɦɭ ɜɢɛɨɪɿ ɬɚ ɪɨɛɢɬɢ ɩɨɤɭɩɤɢ ɜ ɡɪɭɱɧɢɣ ɞɥɹ ɧɢɯ ɫɩɨɫɿɛ, ɡɚɛɟɡɩɟɱɭɸɱɢ 
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ȼ. Ⱦ. ɏɭɪɞɟɣ, Ⱦ. Ⱥ. Ɇɿɳɟɧɤɨ, Ɍ. ɋ. Ⱦɪɨɧɨɜɚ, І. Ƚ. ɉɚɜɥɨɜɫьɤɚ, Ʌ. Ю. ɋɟɦɟɧɨɜɚ.   Ɇɨɞɟɥɿ ɩɨɜɟɞɿɧɤɢ 
ɫɩɨɠɢɜɚɱɿɜ ɭ ɨɦɧɿɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ 
  

 
 

 

 

ɛɟɡɲɨɜɧɢɣ ɩɟɪɟɯɿɞ ɦɿɠ ɤɚɧɚɥɚɦɢ. ȼɩɥɢɜɚɸɱɢ ɧɚ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ, ɛɿɡɧɟɫɭ 
ɧɟɨɛɯɿɞɧɨ ɡɚɛɟɡɩɟɱɢɬɢ ɛɟɡɩɟɪɟɪɜɧɢɣ, ɭɡɝɨɞɠɟɧɢɣ ɞɨɫɜɿɞ ɧɚ ɜɫɿɯ ɟɬɚɩɚɯ ɜɡɚєɦɨɞɿʀ ɡ 
ɛɪɟɧɞɨɦ, ɚɞɠɟ ɫɩɨɠɢɜɚɱɿ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɫɬɚɥɢ ɡɜɢɤɚɬɢ ɞɨ 
ɿɧɬɟɝɪɨɜɚɧɨɝɨ ɞɨɫɜɿɞɭ, ɞɟ ɜɨɧɢ ɦɨɠɭɬь ɪɨɡɩɨɱɚɬɢ ɩɨɤɭɩɤɭ ɜ ɨɧɥɚɣɧ-ɦɚɝɚɡɢɧɿ, ɚ 
ɡɚɜɟɪɲɢɬɢ ʀʀ ɜ ɮɿɡɢɱɧɨɦɭ ɦɚɝɚɡɢɧɿ, ɚɛɨ ɧɚɜɩɚɤɢ. ȼ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ 
ɛɿɡɧɟɫɢ ɩɨɜɢɧɧɿ ɚɤɬɢɜɧɨ ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢ ɪɿɡɧɿ ɤɚɧɚɥɢ ɞɥɹ ɡɚɥɭɱɟɧɧɹ ɤɥɿєɧɬɿɜ ɿ ɩɨɫɬɿɣɧɨ 
ɚɞɚɩɬɭɜɚɬɢ ɫɜɨʀ ɫɬɪɚɬɟɝɿʀ, ɜɪɚɯɨɜɭɸɱɢ ɧɨɜɿ ɦɨɞɟɥɿ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ. ɍɫɩɿɲɧɿ 
ɛɪɟɧɞɢ, ɹɤɿ ɡɞɚɬɧɿ ɿɧɬɟɝɪɭɜɚɬɢ ɫɜɨʀ ɤɚɧɚɥɢ ɿ ɩɟɪɫɨɧɚɥɿɡɭɜɚɬɢ ɞɨɫɜɿɞ ɤɥɿєɧɬɿɜ, ɦɚɸɬь 
ɛɿɥьɲɟ ɲɚɧɫɿɜ ɧɚ ɭɫɩɿɯ ɭ ɤɨɧɤɭɪɟɧɬɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ.  

ɉɨɞɚɥьɲɿ ɧɚɭɤɨɜɿ ɞɨɫɥɿɞɠɟɧɧɹ ɛɭɞɭɬь ɫɩɪɹɦɨɜɚɧɿ ɧɚ ɞɨɫɥɿɞɠɟɧɧɹ ɜɩɥɢɜɭ 
ɜɢɤɨɪɢɫɬɚɧɧɹ ɿɧɧɨɜɚɰɿɣɧɢɯ ɬɟɯɧɨɥɨɝɿɣ ɧɚ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ, ɬɚɤɢɯ ɹɤ ɲɬɭɱɧɢɣ 
ɿɧɬɟɥɟɤɬ, ɞɨɩɨɜɧɟɧɚ ɪɟɚɥьɧɿɫɬь (AR), ɜɿɪɬɭɚɥьɧɿ ɚɫɢɫɬɟɧɬɢ ɬɚ ɱɚɬ-ɛɨɬɢ ɞɥɹ ɩɨɤɪɚɳɟɧɧɹ 
ɜɡɚєɦɨɞɿʀ ɡ ɤɥɿєɧɬɚɦɢ. 
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Consumer behavior models in an omnichannel environment. 

The article aims. The purpose of the article is to study changes in consumer behavior in the 

context of omnichannel marketing, identify key factors influencing the choice of communication 

channels and purchases, as well as analyze the impact of omnichannel strategies on the effectiveness of 

interaction between brands and consumers. The tasks to be performed in the research process are: to 

determine the essence of omnichannel marketing and its main characteristics; to analyze changes in 

consumer behavior in the context of using different interaction channels (online, offline, mobile 

applications, etc.); to identify factors that influence the choice of communication channels and 

purchases by consumers in the context of an omnichannel strategy; to assess the role of personalization 

and convenience of shopping in an omnichannel environment; to investigate the impact of omnichannel 

strategies on consumer loyalty and their consumer habits; to provide recommendations for optimizing 

marketing strategies for effective interaction with modern consumers in the omnichannel environment. 

Analyses results. Nowadays, digital technologies are changing traditional approaches to 

marketing communications, they have become the main form of interaction between brands and 

consumers, which allows brands to maintain continuous communication with consumers, increase their 

loyalty and attract new customers. However, in the context of omnichannel marketing, there have been 

changes in consumer behavior related to purchasing methods, attitudes towards brands, expectations 

for quality and service, which requires improving methods for researching consumer behavior, 

developing new approaches to personalizing marketing campaigns and analyzing trends in consumer 

behavior. Analysis of consumer behavior patterns is becoming increasingly relevant due to the 

transformation of traditional approaches to marketing communications and the integration of new 

digital platforms. This requires understanding how consumers navigate different communication 

channels, combining online and offline experiences. The use of modern digital tools allows you to 

accurately track consumer behavior and preferences. Practical solutions to these problems will help 

marketers more accurately predict consumer needs, create effective omnichannel strategies, and 

improve customer interactions, which will increase business competitiveness. Omnichannel marketing 
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significantly changes consumer behavior, as they gain the opportunity to interact with brands through 

various channels - online and offline, which allows them to be more flexible in their choices and make 

purchases in a way that is convenient for them, ensuring a seamless transition between channels. 

Influencing consumer behavior, businesses need to provide a continuous, consistent experience at all 

stages of interaction with the brand, because Consumers in the context of omnichannel marketing have 

become accustomed to an integrated experience, where they can start a purchase in an online store and 

complete it in a physical store, or vice versa. 

Conclusions and directions for further research. In the context of omnichannel marketing, 

businesses must actively use different channels to engage customers and constantly adapt their 

strategies, taking into account new consumer behavior patterns. Successful brands that are able to 

integrate their channels and personalize the customer experience have a better chance of succeeding in 

a competitive environment. Further scientific research will be aimed at investigating the impact of using 

innovative technologies on consumer behavior, such as artificial intelligence, augmented reality (AR), 

virtual assistants and chatbots to improve customer interactions. 
Keywords: consumer behavior models, omnichannel marketing, digital technologies, consumer 

trends, omnichannel strategies, channel integration. 
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