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ɺɯɼ ʈɽɼɸʂʎɯɰ 

 

ʋʂʈɸɰʅʉʔʂʀʁ ʄɸʈʂɽʊʀʅɻ: ɿɸʉʅʋɺɸʅʅʗ ʆɼɽʉʔʂʆɰ ʐʂʆʃʀ 

 

ʉʠʩʪʝʤʥʽ ʟʤʽʥʠ ʩʝʨʝʜʠʥʠ 80-ʭ ʨʦʢʽʚ XX ʩʪ. ʩʧʨʠʯʠʥʠʣʠ ʧʝʨʝʭʽʜ ʜʦ ʨʠʥʢʦʚʦʾ 

ʝʢʦʥʦʤʽʢʠ ʚ ʢʨʘʾʥʽ. ɿʚʽʜʩʠ ʟʘʣʠʰʘʚʩʷ ʦʜʠʥ ʢʨʦʢ ʜʦ ʩʧʨʠʡʥʷʪʪʷ ʪʝʦʨʽʾ ʪʘ ʧʨʘʢʪʠʢʠ 

ʤʘʨʢʝʪʠʥʛʫ. 

ɿʘʩʥʦʚʥʠʢʦʤ ʆʜʝʩʴʢʦ ʾʰʢʦʣʠ ʤʘʨʢʝʪʠʥʛʫ ʙʫʚ ʜʦʢʪʦʨ ʝʢʦʥʦʤʽʯʥʠʭ ʥʘʫʢ, ʧʨʦʬʝʩʦʨ 

ɯʣʣʷ ɸʙʨʘʤʦʚʠʯ ʈʘʙʽʥʦʚʠʯ. ʊʘʣʘʥʦʚʠʪʠʡ ʫʯʝʥʠʡ ʽ ʧʝʜʘʛʦʛ ʧʝʨʝʜʙʘʯʠʚ ʟʥʘʯʝʥʥʷ, 

ʧʦʪʝʥʮʽʘʣ ʽ ʧʝʨʩʧʝʢʪʠʚʠ ʨʦʟʚʠʪʢʫ ʤʘʨʢʝʪʠʥʛʫ ʚ ʝʢʦʥʦʤʽʮʽ ʢʨʘʾʥʠ. 

 

ʆʩʦʙʠʩʪʦ ʜʣʷ ʤʝʥʝ ʟʥʘʡʦʤʩʪʚʦ ʟ 

ʪʝʦʨʽʻʶ ʤʘʨʢʝʪʠʥʛʫ ʨʦʟʧʦʯʘʣʦʩʷ ʚ 1985 

ʨʦʮʽ ʚ ʆʜʝʩʴʢʦʤʫ ʽʥʩʪʠʪʫʪʽ ʥʘʨʦʜʥʦʛʦ 

ʛʦʩʧʦʜʘʨʩʪʚʘ, ʢʦʣʠ ʧ̔ ʩʣʷ ʣʝʢʮʽʾ ɯ.ɸ. 

ʈʘʙʽʥʦʚʠʯ ʟʘʧʨʦʧʦʥʫʚʘʚ ʤʝʥʽ ʪʝʤʫ 

ʜʠʧʣʦʤʥʦʾ ʨʦʙʦʪʠ: çʋʜʦʩʢʦʥʘʣʝʥʥʷ 

ʟʙʫʪʦʚʦ ʾ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ ʥʘ 

ʟʘʩʘʜʘʭ ʢʦʥʮʝʧʮʽʾ ʤʘʨʢʝʪʠʥʛʫè. 

ʇʦʯʘʚʰʠ ʧʨʘʮʶʚʘʪʠ ʥʘʜ 

ʜʠʧʣʦʤʥʦʶ ʨʦʙʦʪʦʶ, ʚ ʙʽʙʣʽʦʪʝʮʽ ʷ 

ʟʥʘʡʰʦʚ ʣʠʱʝ ʦʜʥʫ ʢʥʠʛʫ ï çʋ ʧʘʚʫʪʠʥʥʽ 

ʤʘʨʢʝʪʠʥʛʫè (ʄ.: ʇʦʣʠʪʠʟʜʘʪ, 1982). ʋ 

ʢʥʠʟʽ ʡʰʣʦʩʷ ʧʨʦ ʤʘʨʢʝʪʠʥʛ ʷʢ 

ʙʫʨʞʫʘʟʥʫ ʥʘʫʢʫ, ʷʢʘ ʤʘʩʢʫʻ 

ʝʢʩʧʣʫʘʪʘʪʦʨʩʴʢʫ ʩʫʪʥʽʩʪʴ ʢʘʧʽʪʘʣʽʟʤʫ. 

ɸʣʝ ʫʚʘʛʫ ʧʨʠʚʝʨʥʫʣʦ ʪʝ, ʱʦ ʤʝʪʘ 

ʢʦʤʫʥʽʟʤʫ ï ʤʘʢʩʠʤʘʣʴʥʝ ʟʘʜʦʚʦʣʝʥʥʷ 

ʧʦʪʨʝʙ, ʟʙʽʛʘʻʪʴʩʷ ʟ ʤʝʪʦʶ ʤʘʨʢʝʪʠʥʛʫ. 

ʊʦʤʫ ʚ 1985 ʨʦʮʽ ʚ ʜʠʧʣʦʤʥʽʡ ʨʦʙʦʪʽ  ̫

ʟʘʧʨʦʧʦʥʫʚʘʚ ʩʪʚʦʨʠʪʠ ʚʽʜʜʽʣ 

ʤʘʨʢʝʪʠʥʛʫ ʥʘ ʆʜʝʩʴʢʦʤʫ ʟʘʚʦʜʽ 

ʧʨʝʮʠʟʽʡʥʠʭ ʚʝʨʩʪʘʪʽʚ. 
ʇʨʦʬʝʩʦʨ ɯ.ɸ. ʈʘʙʽʥʦʚʠʯ, ʩʪʫʜʝʥʪ ʄ.ɸ. ʆʢʣʘʥʜʝʨ 

 

ʄʽʡ ʥʘʫʢʦʚʠʡ ʢʝʨʽʚʥʠʢ ʧʨʦʬʝʩʦʨ ɯʣʣʷ ɸʙʨʘʤʦʚʠʯ ʈʘʙʽʥʦʚʠʯ ʙʫʚ ʟʘʜʦʚʦʣʝʥʠʡ 

ʨʝʟʫʣʴʪʘʪʘʤʠ ʜʦʩʣʽʜʞʝʥʥʷ ʽ ʥʘ ʯʘʩ ʟʘʭʠʩʪʫ ʜʠʧʣʦʤʥʦʾ ʨʦʙʦʪʠ, ʙʫʜʫʯʠ ʚʧʝʚʥʝʥʠʤ, ʱʦ 

ʟʘʭʠʩʪ ʧʨʦʡʜʝ ʚʽʜʤʽʥʥʦ, ʩʧʦʢʽʡʥʦ ʧʦʾʭʘʚ ʥʘ ʥʘʨʘʜʫ ʧʨʦʚʽʜʥʠʭ ʝʢʦʥʦʤʽʩʪʽʚ ʢʨʘʾʥʠ. ɸ ʥʘ 

ʟʘʭʠʩʪʽ ʜʠʧʣʦʤʥʦʾ ʨʦʙʦʪʠ ʚʠʥʠʢʣʠ ʧʨʦʙʣʝʤʠ, ʙʦ ʯʣʝʥʠ ɼʝʨʞʘʚʥʦʾ ʝʢʟʘʤʝʥʘʮʽʡʥʦʾ ʢʦʤʽʩʽʾ 

ʙʫʣʠ ʥʝʜʦʩʪʘʪʥʴʦ ʧʨʦʽʥʬʦʨʤʦʚʘʥʽ ʧʨʦ ʽʩʥʫʚʘʥʥʷ ʤʘʨʢʝʪʠʥʛʫ. ɺʦʥʠ ʟʘʧʠʪʫʚʘʣʠ, ʥʘʚʽʱʦ 

ʧʦʪʨʽʙʥʠʡ ʥʘ ʧʽʜʧʨʠʻʤʩʪʚʽ ʚʽʜʜʽʣ ʤʘʨʢʝʪʠʥʛʫ, ʷʢʱʦ ʻ ʚʽʜʜʽʣ ʟʙʫʪʫ, ʥʘʚʽʱʦ ʚʟʘʛʘʣʽ 

ʚʠʢʦʨʠʩʪʦʚʫʚʘʪʠ ʽʥʦʟʝʤʥʝ ʩʣʦʚʦ çʤʘʨʢʝʪʠʥʛè. ʇôʷʪʽʨʢʫ ʷ ʦʪʨʠʤʘʚ, ʘʣʝ ʟʨʦʟʫʤʽʚ, ʱʦ 

ʚʧʨʦʚʘʜʞʝʥʥʷ ʥʘʡʢʨʘʱʠʭ ʧʨʦʛʨʝʩʠʚʥʠʭ ʽʜʝʡ ʧʦʪʨʝʙʫʻ ʥʘʷʚʥʦʩʪʽ ʙʽʡʮʽʚʩʴʢʠʭ ʷʢʦʩʪʝʡ. ɯ 

ʧʝʨʝʢʦʥʘʚʩʷ ʚ ʟʥʘʯʝʥʥʽ ʩʫʙôʻʢʪʠʚʥʦʛʦ ʯʠʥʥʠʢʘ ʚ ʽʩʪʦʨʽʾ. ɺʽʜʪʦʜʽ ʚʽʜʥʦʰʝʥʥʷ ʜʦ 

ʤʘʨʢʝʪʠʥʛʫ ʚ ʝʢʦʥʦʤʽʮʽ ʩʪʘʣʦ ʙʽʣʴʰ ʣʦʷʣʴʥʠʤ. 

ʋ 1989 ʨʦʮʽ ʧʨʦʬ. ɯ.ɸ. ʈʘʙʽʥʦʚʠʯ ʟʘʩʥʫʚʘʚ ʆʜʝʩʴʢʫ ʰʢʦʣʫ ʤʽʞʥʘʨʦʜʥʦʛʦ 

ʤʘʨʢʝʪʠʥʛʫ çɯʥʪʤʘʨè. ɿʘʚʜʷʢʠ ʦʩʦʙʠʩʪʠʤ ʢʦʥʪʘʢʪʘʤ ʟʘʧʨʦʰʫʚʘʚ ʜʦ ʆʜʝʩʠ ʧʨʦʚʽʜʥʠʭ 

ʫʯʝʥʠʭ ʽʟ ʉʐɸ ʪʘ ʽʥʰʠʭ ʢʨʘʾʥ ʩʚʽʪʫ, ʷʢʽ ʚʠʩʪʫʧʘʣʠ ʟ ʣʝʢʮʽʷʤʠ, ʧʨʦʚʦʜʠʣʠ ʜʽʣʦʚʽ ʽʛʨʠ ʪʘ 

ʩʝʤʽʥʘʨʠ ʟ ʤʘʨʢʝʪʠʥʛʫ. 
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ʋ 1990 ʨʦʮʽ ʟ ʽʥʽʮʽʘʪʠʚʠ ʧʨʦʬʝʩʦʨʘ ɯ.ɸ. ʈʘʙʽʥʦʚʠʯʘ ʚ ʆʜʝʩʴʢʦʤʫ ʽʥʩʪʠʪʫʪʽ 

ʥʘʨʦʜʥʦʛʦ ʛʦʩʧʦʜʘʨʩʪʚʘ ʙʫʣʘ ʚʽʜʢʨʠʪʘ ʥʦʚʘ ʩʧʝʮʽʘʣʴʥʽʩʪʴ çʄʘʨʢʝʪʠʥʛè. 

ʋ 1991 ʨʦʮʽ ʚ ʆʜʝʩʴʢʦʤʫ ʽʥʩʪʠʪʫʪʽ ʥʘʨʦʜʥʦʛʦ ʛʦʩʧʦʜʘʨʩʪʚʘ ʟô̫ ʚʠʣʘʩʴ ʢʘʬʝʜʨʘ 

ʤʘʨʢʝʪʠʥʛʫ. 

ʋ 1993 ʨʦʮʽ ɯʣʣʷ ɸʙʨʘʤʦʚʠʯ ʧʽʜʛʦʪʫʚʘʚ ʧʽʜʨʫʯʥʠʢ çʄʘʨʢʝʪʠʥʛ ʚ ʢʦʤʤʝʨʯʝʩʢʦʡ 

ʜʝʪ̫ʝʣʴʥʦʩʪʠè. ʅʘʛʦʣʦʩʠʤʦ, ʱʦ ʥʘ ʪʦʡ ʯʘʩ ʮʝ ʙʫʚ ʧʝʨʰʠʡ ʚ ʋʢʨʘʾʥʽ ʧʽʜʨʫʯʥʠʢ. ʅʘ ʞʘʣʴ ʫ 

1994 ʨʦʮʽ ɯʣʣʷ ɸʙʨʘʤʦʚʠʯ ʈʘʙʽʥʦʚʠʯ ʧʽʰʦʚ ʟ ʞʠʪʪʷ. ɺʽʥ ʙʫʚ ʛʣʠʙʦʢʦ ʧʦʨʷʜʥʠʤ, 

ʩʢʨʦʤʥʠʤ, ʚʚʽʯʣʠʚʠʤ ʫ ʩʧʽʣʢʫʚʘʥʥʽ, ʩʧʦʢʽʡʥʠʤ, ʚʠʚʘʞʝʥʠʤ ʫ ʚʠʩʥʦʚʢʘʭ, ʜʦʙʨʦʟʠʯʣʠʚʠʤ, 

ʚʩʝʙʽʯʥʦ ʦʩʚʽʯʝʥʠʤ, ʛʦʪʦʚʠʤ ʟʘʚʞʜʠ ʧʨʠʡʪʠ ʥʘ ʜʦʧʦʤʦʛʫ. 

 

ʋ 90-ʭ ʨʦʢʘʭ XX ʩʪ. ʚ ʋʢʨʘʾʥʽ 

ʚʽʜʙʫʣʘʩʷ çʤʘʨʢʝʪʠʥʛʦʚʘ ʨʝʚʦʣʶʮʽʷè. 

ɺʝʣʠʢʠʡ ʚʥʝʩʦʢ ʚ ʾʾ ʧʝʨʝʤʦʛʫ ʟʨʦʙʠʚ 

ʘʤʝʨʠʢʘʥʩʴʢʠʡ ʬʘʭʽʚʝʮʴ, ʧʨʦʬʝʩʦʨ 

ʌ̔ ʣʠʧʧ ʂʦʪʣʝʨ. ʋ 1990 ʨʦʮʽ ʚʠʡʰʦʚ 

ʡʦʛʦ ʧʽʜʨʫʯʥʠʢ çʆʩʥʦʚʠ ʤʘʨʢʝʪʠʥʛʫè. 

ʇʦ ʩʫʪʽ, ʮʝʡ ʧʽʜʨʫʯʥʠʢ ʩʪʘʚ ʜʞʝʨʝʣʦʤ 

ʫʢʨʘʾʥʩʴʢʦʾ ʰʢʦʣʠ ʤʘʨʢʝʪʠʥʛʫ ʽ 

ʧʦʚʠʥʝʥ ʚʚʘʞʘʪʠʩʷ ʾ ʾʨʦʜʦʥʘʯʘʣʴʥʠʢʦʤ. 

ʇʨʦ ʮʝ ʩʚʽʜʯʘʪʴ ʩʪʨʫʢʪʫʨʘ ʽ ʟʤʽʩʪ 

ʧʨʘʢʪʠʯʥʦ ʚʩʽʭ ʫʢʨʘʾʥʩʴʢʠʭ 

ʧʽʜʨʫʯʥʠʢʽʚ çʄʘʨʢʝʪʠʥʛè. 

ʑʦʙ ʙʫʪʠ ʝʬʝʢʪʠʚʥʠʤ 

ʤʘʨʢʝʪʠʥʛ ʧʦʚʠʥʝʥ ʟʤʽʥʠʪʠʩʷ. 

ʆʩʥʦʚʥʦʶ ʪʝʥʜʝʥʮʽʻʶ ʧʦʚʠʥʥʦ ʩʪʘʪʠ 

ʧʦʻʜʥʘʥʥʷ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʜʽʷʣʴʥʦʩʪʽ  ̔

ʮʠʬʨʦʚʠʭ ʪʝʭʥʦʣʦʛʽʡ. ʄʦʜʝʣʴʶ 

ʤʘʨʢʝʪʠʥʛʫ XXɯ ʩʪ. ʩʪʘʚ ʮʠʬʨʦʚʠʡ 

ʤʘʨʢʝʪʠʥʛ. ɼʽʜʞʠʪʘʣʽʟʘʮʽʷ ʤʘʨʢʝʪʠʥʛʫ 

ʟʥʠʟʠʪ ɹʢʽʣʴʢʽʩʪʴ ʙʝʟʘʜʨʝʩʥʠʭ ʟʚʝʨʥʝʥʴ 

ʽ ʟʙʽʣʴʰʠʪ ɹʢʽʣʴʢʽʩʪʴ ʧʝʨʩʦʥʽʬʽʢʦʚʘʥʠʭ 

ʟʚʝʨʥʝʥʴ ʜʦ ʮʽʣʴʦʚʦʾ ʘʫʜʠʪʦʨʽʾ. 
ʇʨʦʬʝʩʦʨ ʌ. ʂʦʪʣʝʨ, ʧʨʦʬʝʩʦʨ ʄ.ɸ. ʆʢʣʘʥʜʝʨ 

 

ʅʘʫʢʦʚʽ ʪʨʘʜʠʮʽʾ, ʟʘʢʣʘʜʝʥʽ ʧʨʦʬʝʩʦʨʦʤ ɯ.ɸ. ʈʘʙʽʥʦʚʠʯʝʤ, ʧʨʦʜʦʚʞʫʻ ʥʦʚʝ 

ʧʦʢʦʣʽʥʥʷ ʦʜʝʩʴʢʠʭ ʤʘʨʢʝʪʦʣʦʛʽʚ. 

ʂʘʬʝʜʨʘ ʤʘʨʢʝʪʠʥʛʫ ʆʜʝʩʴʢʦʛʦ ʥʘʮʽʦʥʘʣʴʥʦʛʦ ʧʦʣʽʪʝʭʥʽʯʥʦʛʦ ʫʥʽʚʝʨʩʠʪʝʪʫ ʟʘ 

ʨʽʚʥʝʤ ʟʜʦʙʫʪʢʽʚ ʻ ʦʜʥʽʻʶ ʟ ʧʨʦʚʽʜʥʠʭ ʢʘʬʝʜʨ ʤʘʨʢʝʪʠʥʛʫ ʚ ʋʢʨʘʾʥʽ. 

ʇʝʨʝʤʦʛʠ ʩʪʫʜʝʥʪʽʚ ʩʧʝʮʽʘʣʴʥʦʩʪʽ çʄʘʨʢʝʪʠʥʛè 

ʆʜʝʩʴʢʦʛʦ ʥʘʮʽʦʥʘʣʴʥʦʛʦ ʧʦʣʽʪʝʭʥʽʯʥʦʛʦ ʫʥʽʚʝʨʩʠʪʝʪʫ 

ʫ ɺʩʝʫʢʨʘʾʥʩʴʢʠʭ ʢʦʥʢʫʨʩʘʭ ʪʘ ʦʣʽʤʧʽʘʜʘʭ 

ʂʫʜʽʥʘ ɸʣʝʚʪʠʥʘ ɺʦʣʦʜʠʤʠʨʽʚʥʘ ð I ʤʽʩʮʝ ʫ ɺʩʝʫʢʨʘʾʥʩʴʢʦʤʫ ʢʦʥʢʫʨʩʽ 

ʩʪʫʜʝʥʪʩʴʢʠʭ ʥʘʫʢʦʚʠʭ ʨʦʙʽʪ ʟʘ ʩʧʝʮʽʘʣʴʥʽʩʪʶ çʄʘʨʢʝʪʠʥʛè (ʄʽʥʽʩʪʝʨʩʪʚʦ ʦʩʚʽʪʠ ʽ 

ʥʘʫʢʠ ʋʢʨʘʾʥʠ, 2015 ʨ.) 

ɹʘʨʘʥʦʚʘ ʖʣʽʷ ʆʣʝʢʩʘʥʜʨʽʚʥʘ ð II ʤʽʩʮʝ ʫ ɺʩʝʫʢʨʘʾʥʩʴʢʽʡ ʩʪʫʜʝʥʪʩʴʢʽʡ 

ʦʣʽʤʧʽʘʜʽ ʟʘ ʩʧʝʮʽʘʣʴʥʽʩʪʶ çʄʘʨʢʝʪʠʥʛè (ʄʽʥʽʩʪʝʨʩʪʚʦ ʦʩʚʽʪʠ ʽ ʥʘʫʢʠ ʋʢʨʘʾʥʠ, 2015 ʨ.) 
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ʖʨʘʩʦʚʘ ʆʣʝʥʘ ʉʝʨʛʽʾʚʥʘ ð I ʤʽʩʮʝ ʫ ɺʩʝʫʢʨʘʾʥʩʴʢʦʤʫ ʢʦʥʢʫʨʩʽ ʩʪʫʜʝʥʪʩʴʢʠʭ 

ʥʘʫʢʦʚʠʭ ʨʦʙʽʪ ʟʘ ʩʧʝʮʽʘʣʴʥʽʩʪʶ çʄʘʨʢʝʪʠʥʛè (ʄʽʥʽʩʪʝʨʩʪʚʦ ʦʩʚʽʪʠ ʽ ʥʘʫʢʠ ʋʢʨʘʾʥʠ, 

2016 ʨ.) 

ʐʝʥʛʝʣʽʷ ʗʥʘ ʖʨʽʾʚʥ ð III ʤʽʩʮʝ ʫ ɺʩʝʫʢʨʘʾʥʩʴʢʽʡ ʩʪʫʜʝʥʪʩʴʢʽʡ ʦʣʽʤʧʽʘʜʽ ʟʘ 

ʩʧʝʮʽʘʣʴʥʽʩʪʶ çʄʘʨʢʝʪʠʥʛè (ʄʽʥʽʩʪʝʨʩʪʚʦ ʦʩʚʽʪʠ ʽ ʥʘʫʢʠ ʋʢʨʘʾʥʠ, 2016 ʨ.) 

ʐʝʥʛʝʣʽʷ ʗʥʘ ʖʨʽʾʚʥʘ ð III ʤʽʩʮʝ ʫ ʍɯ ɺʩʝʫʢʨʘʾʥʩʴʢʦʤʫ ʢʦʥʢʫʨʩʽ ʥʘʫʢʦʚʠʭ 

cʪʫʜʝʥʪʩʴʢʠʭ ʨʦʙʽʪ ʟʘ ʩʧʝʮʽʘʣʴʥʽʩʪʶ çʄʘʨʢʝʪʠʥʛè çʄʦʣʦʜʴ ʦʧʘʥʦʚʫʻ ʤʘʨʢʝʪʠʥʛè ʽʤ. 

ɯʛʦʨʷ ʊʢʘʯʝʥʢʘ (ɻʆ çʋʢʨʘʾʥʩʴʢʘ ʘʩʦʮʽʘʮʽʷ ʤʘʨʢʝʪʠʥʛʫè ʫ 2016 ʨ.) 

ɹʽʣʘʰ ʄʘʢʩʠʤ ʄʠʢʦʣʘʡʦʚʠʯ ð I ʤʽʩʮʝ ʫ ɺʩʝʫʢʨʘʾʥʩʴʢʦʤʫ ʢʦʥʢʫʨʩʽ 

ʩʪʫʜʝʥʪʩʴʢʠʭ ʥʘʫʢʦʚʠʭ ʨʦʙʽʪ ʟʘ ʩʧʝʮʽʘʣʴʥʽʩʪʶ çʄʘʨʢʝʪʠʥʛè (ʄʽʥʽʩʪʝʨʩʪʚʦ ʦʩʚʽʪʠ ʽ 

ʥʘʫʢʠ ʋʢʨʘʾʥʠ, 2017 ʨ.) 

ʂʚʘʭʥʝʥʢʦ ʂʘʪʝʨʠʥʘ ɺʽʪʘʣʽʾʚʥʘ ð III ʤʽʩʮʝ ʫ ɺʩʝʫʢʨʘʾʥʩʴʢʦʤʫ ʢʦʥʢʫʨʩʽ 

ʩʪʫʜʝʥʪʩʴʢʠʭ ʥʘʫʢʦʚʠʭ ʨʦʙʽʪ ʟʘ ʩʧʝʮʽʘʣʴʥʽʩʪʶ çʄʘʨʢʝʪʠʥʛè (ʄʽʥʽʩʪʝʨʩʪʚʦ ʦʩʚʽʪʠ ʽ 

ʥʘʫʢʠ ʋʢʨʘʾʥʠ, 2017 ʨ.) 

ʖʨʘʩʦʚʘ ʆʣʝʥʘ ʉʝʨʛʽʾʚʥʘ ð I ʤʽʩʮʝ ʫ ɺʩʝʫʢʨʘʾʥʩʴʢʦʤʫ ʢʦʥʢʫʨʩʽ ʜʠʧʣʦʤʥʠʭ 

ʨʦʙʽʪ ʩʪʫʜʝʥʪʽʚ ʟʘ ʩʧʝʮʽʘʣʴʥʽʩʪʶ çʄʘʨʢʝʪʠʥʛè (ʄʽʥʽʩʪʝʨʩʪʚʦ ʦʩʚʽʪʠ ʽ ʥʘʫʢʠ ʋʢʨʘʾʥʠ, 

2017 ʨ.) 

ʂʦʥʘʢ ɭʚʛʝʥʽʷ ɯʚʘʥʽʚʥʘ ð III ʤʽʩʮʝ ʫ ɺʩʝʫʢʨʘʾʥʩʴʢʽʡ ʩʪʫʜʝʥʪʩʴʢʽʡ ʦʣʽʤʧʽʘʜʽ ʟ 

ʜʠʩʮʠʧʣʽʥʠ çɯʥʚʝʩʪʫʚʘʥʥʷè (ʄʽʥʽʩʪʝʨʩʪʚʦ ʦʩʚʽʪʠ ʽ ʥʘʫʢʠ ʋʢʨʘʾʥʠ, 2017 ʨ.) 

ʄʝʣʴʥʠʢ ɸʥʘʪʦʣʽʡ ɺʦʣʦʜʠʤʠʨʦʚʠʯ ð III ʤʽʩʮʝ ʫ ʍɯɯ ɺʩʝʫʢʨʘʾʥʩʴʢʦʤʫ ʢʦʥʢʫʨʩʽ 

ʥʘʫʢʦʚʠʭ cʪʫʜʝʥʪʩʴʢʠʭ ʨʦʙʽʪ ʟʘ ʩʧʝʮʽʘʣʴʥʽʩʪʶ çʄʘʨʢʝʪʠʥʛè çʄʦʣʦʜʴ ʦʧʘʥʦʚʫʻ 

ʤʘʨʢʝʪʠʥʛè ʽʤ. ɯʛʦʨʷ ʊʢʘʯʝʥʢʘ (ɻʆ çʋʢʨʘʾʥʩʴʢʘ ʘʩʦʮʽʘʮʽʷ ʤʘʨʢʝʪʠʥʛʫè ʫ 2017 ʨ.) 

ɻʣʘʜʝʥʢʦ ʈʫʩʣʘʥ ʄʠʢʦʣʘʡʦʚʠʯ, ɼʝʥʠʩʝʥʢʦ ʅʘʪʘʣʽʷ ɺʽʪʘʣʽʾʚʥʘ, ʂʨʠʚʦʨʫʯʢʦ 

ʂʘʪʝʨʠʥʘ Iʛʦʨiʚʥʘ, ʉʦʣʦʚʝʡ ɸʣʽʥʘ ʉʝʨʛʽʾʚʥʘ, ʇʦʯʪʘʨʴ ʉʚʽʪʣʘʥʘ ɺʣʘʜʠʩʣʘʚʽʚʥ ð III 

ʤʽʩʮʝ ʥʘ ʋʢʨʘʾʥʩʴʢʦʤʫ ʩʪʫʜʝʥʪʩʴʢʦʤʫ ʬʝʩʪʠʚʘʣʽ ʨʝʢʣʘʤʠ, ʇʨʦʝʢʪ çʈʝʢʣʘʤʥʠʡ ʇʦʣʽʛʦʥè, 

(ʉʧʽʣʢʘ ʨʝʢʣʘʤʽʩʪʽʚ ʋʢʨʘʾʥʠ, 2017 ʨ.) 

ɯʱʝʥʢʦ ʖʣʽʷ ʉʝʨʛʽʾʚʥʘ, ʃʽʛʘʥʝʥʢʦ ʂʩʝʥʽʷ ɺʽʪʘʣʽʾʚʥʘ, ɻʣʘʜʝʥʢʦ ʈʫʩʣʘʥ 

ʄʠʢʦʣʘʡʦʚʠʯ ð II  ʤʽʩʮʝ ʫ ʍɯ ʄʽʞʥʘʨʦʜʥʦʤʫ ʢʦʥʢʫʨʩʽ ʩʪʫʜʝʥʪʩʴʢʠʭ ʨʝʢʣʘʤʥʠʭ ʪʘ PR-

ʧʨʦʝʢʪʽʚ çɿʦʣʦʪʠʡ ʢʦʤʧʘʩè (ʍʘʨʢʽʚʩʴʢʠʡ ʥʘʮʽʦʥʘʣʴʥʠʡ ʝʢʦʥʦʤʽʯʥʠʡ ʫʥʽʚʝʨʩʠʪʝʪ ʽʤʝʥʽ 

ʉʝʤʝʥʘ ʂʫʟʥʝʮʷ, 2017 ʨ.) 
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THE ANALYSIS OF INTERNET MARKETING RESEARCH DIRECTIONS  

 
The sustainable development of internet marketing (later identified as IM) faces the dynamic 

environment and its alterations, which occurs in both - business terms and conditions, and in the use 

of electronic tools and applicable concepts. The growing importance of the IM is being indicated by 

the development of electronic markets, increasing number of new generation consumers, deepening 

interest of scientists from different scientific fields, as well as widening the related knowledge base. 

Despite the continuously increasing amount of scientific literature about marketing on the internet, 

this area of research is still in its initial stage. The aim of this article is to analyse fields of ongoing IM 

researches and to identify areas for deeper examination. The following methods were used: the 

comparative analysis and summary of the scientific literature, information comparing, grouping and 

graphic information visualization techniques. 

Keywords: internet marketing, internet marketing environment, communication, internet 

marketing research areas.  

 

 

Statement of the problem in general form and itôs connection with important 

scientific or practical tasks. The information revolution which is developing in a fast pace 

has a considerable impact on the economy. A majority of conventional business processes are 

being transferred into the virtual environment (one of them marketing activities), new forms 

of businesses are emerging and the range of means of communication with customers in 

virtual space is growing as well. According to the data provided by the Internet World Stat 

2015, the number of active users of the internet has grown from 360,985,492 (2000) up to 

3,270,490,584 (2015) within the last decade, the growth rate being 806 %. It is noteworthy 

that the number of users of the Internet has grown almost 9 times in 15 years and therefore the 

availability of the valid information and a systematic outlook of the current situation are 

required for timely decisions of the internet marketing (IM). Such a considerable growth of 

the number of the internet users is one of the indicators of the need for scientific studies in 

this particular field. Another notable aspect is the new generation of the Internet users 

(Generation Z) who see the internet as an integral part of their daily lives (e.g. such users are 

searching for the information using the internet systems only, but their search behaviour 

differs from other generations, also constantly growing and expanding social networks, blogs 

and virtual communities are major platforms for their self-expression) [1,2]. The researchers 

in this field should pay more attention as the digital content, including the social media, is 
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being widely used in everyday life and has an undeniable impact on consumers [1,3]. This is 

the main reason why it is of particular importance for the companies to make proper use of the 

opportunities available in the virtual space. This is confirmed by the researches done by Tiago 

et al. [4] where it was found that the information concerning the developments in the field of 

marketing caused by the advancement of technology is fundamental for the players in the 

field of marketing, as it leads to emergence of new brands, markets, market leaders, channels 

and marketing tools. 

The above-mentioned factors in the development of the IM such as the IT 

development and the rising numbers of the e-consumers lead to the advancements in new 

fields of science, calling for new evaluation methods in turn. The aim of the article is to 

analyse the current studies in the field of the IM, identifying the fields where more in-depth 

research are needed. The methods of research used in the article were the analysis and 

summarising of scientific literature, the methods of comparison, grouping and visual display 

of the information have been used in the analysis. 

Analysis of the latest research and publications, which initiated the solution of 

this problem and on which the author relies. Although the e-market is rather new, it is 

growing extremely rapid and offering new possibilities for both, businesses and consumers. 

The history of the IM goes back to the first e-mail sent in 1971 [5], when US programmer 

Raymond Samuel Tomlinson developed the first email application for the Advanced Research 

Projects Agency Network (ARPANET), consisting of a program called SNDMSG for sending 

the mail, and a program called READMAIL for reading the mail. Thus, the primary purpose 

of the IM is described as communication and digital information interchange. The First IM 

Conference was one of the earliest worldwide events held in 1994 in San Fransico and was 

dedicated to the problems and development directions of the IM. At the conference the 

predecessors of the e-marketing M. Andreesen, K. McCarthy, C. çBuzè Buszko and others 

draw attention to the increasing potential of the new market to reach the consumers and the 

use of new interactive ways for improvement of the communication process. Marc 

Andreessen anticipated that applications will be successful in the next 5 or 10 years and those 

are the applications that tie people together. 

A great variety of concepts is being used in the contemporary scholarly literature to 

define the concept of the IT-based marketing: interactive marketing, digital marketing, IM, e-

marketing, virtual marketing, cyber marketing. Some authors defining internet marketing are 

emphasizing the communication in the electronic space, management of relations with 

customers, transactions and distribution in the e-space, whereas others are using the concept 

e-marketing and highlighting the following key emphases of the definitions: transactions, 

distributions in the e-space, management of relations with customers, use of the internet for 

the marketing purposes. Business dictionary defines cyber marketing as the communication 

process in the e-space. The analysis leads to a conclusion that the different concepts found in 

the scholarly literature are used to describe basically the same process. It should be noted that 

authors are putting an emphasis in definitions on the different dimensions, such as: 

communication, management of relations with customers, transactions, distributions in the e-

space and use of the Internet for the marketing purposes. The following definition will be 

used further in the article: the IM means the application of information technologies in the 

interaction with the customersô process in the virtual environment for the organisationôs 

marketing purposes. After defining the concept of the IM, the fundamental dimensions have 

been identified which will be paid attention to in the analysis of the fields of study of the IM. 

When analysing IM, it is important to determine the right context, which could be 

assessed in both micro and macro levels. On macro level IM is attractive because of the 

possibility of using an increasingly greater number of specific marketing tools for making and 



ʄʘʨʢʝʪʠʥʛ ʽ ʮʠʬʨʦʚʽ ʪʝʭʥʦʣʦʛʽʾ                              ʊʦʤ 2, ˉ 1, 2018 
ISSN 2522-9087     (Print) 

ISSN 2523-434X (Online) 

 

 
J. Sabaitytǟ, V. Davidaviļienǟ. The analysis of Internet marketing research directions 

 
9 

 

keeping close connections with consumers. Macro level also includes the focus on the 

segment marketing, resulting from the development of the IT and the Internet, when the mass 

marketing tools are being replaced by marketing focused on a specific customer or a group of 

customers. It is also important to emphasize the emergence of the personalisation, in addition 

to emergence of two other aspects: information and interactivity. Meanwhile on the micro 

level the following advantages have been found: 

1. significant savings of business resources; 

2. possibility of customer segmentation; 

3. possibility of efficiency fixation (conversion into sales, payment based on the 

consumer reaction ï a payment is executed after clicking, opening by the consumer, etc.); 

4. application of the dialog principle (a possibility of having a direct contact with a 

customer affected by previous marketing elements); 

5. global nature of the IM (a possibility of reaching a worldwide consumer). 

Definition of IM concept allowed to set the basic dimensions, which will be reflected 

on in the IM field investigations. The IM environments will be evaluated further in the 

research and all the fields of research found will be analysed in the light of the three channels, 

defined by Kiang et al [6]: 

ï communication channel ï the exchange of the information between the seller and the 

buyer (providing access to the information, tools for information management and transfer, 

aiming to increase the interactivity and conceivable experience; for the purpose of collecting 

the information concerning the customers by means of opinion polls and various contests for 

research and development of new products, establishment of relations and adapting for 

personal needs; 

ï transaction channel ï sales activity (aiming to improve the visibility and reach of a 

wider consumer base, increase of income and revenue by exploiting the possibilities of cross 

sales, implementing simplification of the transaction process for reduction difficulty of tasks, 

reducing costs of document management and transactions; personalizing the advertising and 

sales to individual customers and improving flexibility); 

ï distribution channel ï for physical exchange with goods and services: aiming to 

avoid extensive stock keeping costs, costs of utility services and the rent of facilities, etc.; in 

order to shorten the supply chain and reduce the commission and operational costs. 

The classification of the IM channels provided by Shi Kiang et al. [7] reveals the 

nature of IM processes, however, considering the results of the completed analysis of the 

concepts of the IM, it was found that an additional channel of management of relations with 

consumers should be distinguished. Therefore, the IM will be analysed on the basis of 4 basic 

channels further in the study (management of communication, transactions, distribution and 

relations with customers). 

Aiming to identify the fields where more in-depth research is needed, an analysis of 

IM studies on the evolution topic has been carried out. Therefore, it was noticed that 

extremely in-depth studies in this field have been carried out by Ngai [8], Schibrowsky, 

Peltier, Nill [9], Taylor, Strutton [3]. 

Ngai [8] was one of the first to classify the IM studies from 1987 until 2000. Later on, 

these studies have been supplemented by Schibrowsky, Peltier, Nill [9] who have analysed 

the evolution of the IM research, by grouping the IM studies of the period 2001 to 2004. 

Moreover, Taylor and Strutton [3] have completed the synthesis of the sources of the 

literature concerning the marketing and information systems, published from 1996 until 2007 

and have made general conclusions regarding the findings in the area of the nature of primary 

consumer behaviour and influence on an e-consumer. As a result of dynamic developments in 
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this field, there is a need to expand on the existing studies by conducting systematic analyses 

of the newly emerging aspects and their impact on the currently existing fields of research. 

Some drastic changes have been observed in the field of the IM research. According to 

the studies of Ngai[8], the publications of the results of IM studies have considerably risen in 

number since 1996. The study of the IM fields, concerning the period 1987 to 2000, has 

shown that 19 articles had been published annually; the greatest increase was observed in the 

year 1998 to 1999 (64 publications). Meanwhile, in 2001 to 2004, the average annual number 

of publications rose up to 639 articles [9]. The study carried out by the authors of this article 

has shown that, in the period 2004 to 2013, the average annual number of scientific 

publications on the topic of the IM was 7174. Hence, it can be concluded that the importance 

of the IM and the focus on this field of research has risen by more than 10 times. The peak 

growth was observed in 2012 to 2013. The comprehensive analysis of the current situation 

requires a detailed analysis of the completed studies in this field and the methods of research 

applied therein: 

1. Ngai [8] has completed a systemic analysis of the marketing studies using the 

grouping based on 5 categories, which was introduced by Leonard (2001) (IM functions, IM 

environment, specific application of IM, IM studies, etc.) and distinguishing even smaller 

elements in each of the categories (a total of 21 directions of research on the IM). 

2. Schibrowsky et al. [9] have distinguished 10 basic groups (consumer behaviour, 

B2B, strategy, communication, product/brand, pricing, aspects of research, political, legal 

aspects, education and distribution) and provided a classifier including 44 second-level 

elements. 

3. Taylor and Strutton [3], who have been studying consumer behaviour aspects in the 

IM research, have distinguished 6 basic groups (consumer behaviour, IM strategy, 

financial/legal aspects, pricing, distribution, impact of feedback, viral marketing); afterwards, 

after more in-depth research, they have presented a system of grouping to 3 second-level 

groups (user perception of online retail attributes, pre-purchase user attitudes, and post-

purchase users attitudes) and 8 third-level elements of the consumer behaviour classification 

(Table 1). 

The need for more in-depth studies was found after the completion of the analysis of 

the classification of new directions of research, predetermined by the development of the 

information technologies, as proposed by Ngai [8], Schibrowsky, Peltier ir Nill [9] and 

Taylor, Strutton [3]. Therefore, it is beneficial to discuss the development in detail, according 

to the chronology of the development of the fields of research. 

The major fields of research included functions of the IM and its generic studies at its 

initial stage from 1987 to 2000. 

The first studies of IM created the basis for further directions of research. The 

functions of the IM were the focal point of the research in the period 1987 to 2000, which 

allowed to define basic possibilities offered by the IM. The most in-depth studies within the 

IM environment group have been carried out in the field of the consumer behaviour. In the 

initial stage of the research, 1995 to 2000, the consumer behaviour has been attributed to the 

environment of the IM [8], whereas in the later period 1995 to 2004 [9] the consumer 

behaviour has been distinguished as a separate group, with the attributable categories, what 

indicates the growing need for the consumer behaviour studies. It was determined that in the 

period 2000 to 2009 [3] the consumer behaviour was one of the key fields of the IM research. 

As a result, 3 groups of factors have been identified in this field. They have been broken down 

into: user perception of online retail attributes, pre-purchase user attitudes, and post-purchase 

usersô attitudes. 8 fields of basic research in the following groups of factors (usefulness, 
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aspects of ease of use, value, risk, trust, concern with privacy, internet attraction and 

satisfaction) have been identified. 
 

Table 1 ï Classification of the fields of the IM research (compiled by the authors) 

 
Author, 

year 

Classification of the IM research 

1 2 3 4 5 6 7 8 9 10 

N
g

a
i 
(2

0
0

3
) 

IM  

functions 
IM 

environment 

Specific 

application of 

the IM  

IM research Other     

Management, 

planning and 

strategy 
Trade 

Distribution 

channels 
Market structure 

Physical 

distribution 
Pricing 

Product 

Sales promotion 
Advertising 

Sales 

Management 

Consumer 

behaviour 

Legal, 
political and 

economic 

aspects 

Ethics and 

social 

responsibility 

Industrial 

International-

level and 
comparative 

Services 

Science theory 

and philosophy 

Methodology of 
research 

Information 

technology 

Educational 

and profes-

sional 
aspects 

Generic IM 

    

h
ib

ro
w

s
k
y
, 

P
e
lt
ie

, 
N

ill
 (

2
0
0

7
) 

Consumer 

behaviour 

Business to 

business 

(B2B) 

Strategy Communication Product/ 

brand 

Pricing Research 

aspects 

Poli-

tical/ 

legal 
as-

pects 

Education 

Cognitive 

aspects 
Consumer 

demographics 

Intercultural / 
national issues 

Aspects of 

consumersô 
online search 

Motivation 

Virtual 
communities 

Satisfaction 

Internet 
segmentation 

Reliability 

Usage 

Delivery 

chain 

Business 

communicati

on 

Sales 

management 

Business 
relations 

Strategy 

Relationship 
management 

Reputation 

Target 
markets 

International  

marketing 
Profit 

Competition / 

competitive 
advantage 

Best practices 

Services 
 

Communication 

efficiency 
Integrated 

marketing 

communication 
Presentation / 

creation of the 

information 
E-mail 

Website 

visibility 
Banner 

advertising 

Branding 

and brand 
loyalty  

New 

product 
develop-

ment 

Retail trade 

Auctions 

Pricing 
aspects 

Secon-dary 

data 
Collection 

of 

e-data 
Aspects of 

e-research. 

Ethics 

Fraud 
Law 

Priva-

cy 
Tax 

as-

pects 

 

T
a

y
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r 
ir
 S

tr
u

tt
o

n
 (

2
0
1

0
) 

Consumer 

behaviour 

IM strategy Financial / 

legal aspects 

 

Pricing Distribution Impact of 

feedback, 

viral 
marke-

ting 

Categorisation of the fields of 

consumer behaviour 

Search for the 
information 

Decision-

making, privacy 
and reliability 

Human imaging 

using computer 
graphics 

 

user 
percep-

tion of 

online 
retail 

attributes 

pre-
purchase 

user 

attitudes 

post-
pur-

chase 

users 
at-

titudes 

Utility  

Easiness 

of use 

Value 

Risk 

Confi-

dence 

Privacy 

concern 

Internet 
attract-

tion 

Satisfac

tion 
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The studies in the field of strategy have been attributed to the IM environment by Ngai 

[8] whereas these studies have been attributed to a separate field of research by Schibrowsky 

et al.[9], which includes relationship management, reputation, target markets, profit, research 

of the competitive advantage, analysis of the best practices and service research. Currently the 

studies in the field of the IM strategy are of high importance due to great numbers of newly 

emerging IM tools, what leads to changes in the IM strategy. The growing interest of the 

business sector in the possibilities offered by the IM is shown by a separate field of research ï 

B2B [9], including a part of the functions mentioned by Ngai [8]) (delivery chain, sales 

management) as well as the new fields of research meant for the business communication 

(business communication, business relations). 

The growing use of the IM is demonstrated by the emergence of the following new 

fields in 1997, which require more in-depth studies: political, legal aspects that are identified 

by Schibrowsky et al. [9]. With the growing use of the IM, consequently there is a need for 

legal regulations concerning the aspects of taxes, privacy and researching potential frauds in 

the e-space in parallel. Meanwhile, the legal and political aspects had been attributed to the 

studies in the field of IM environment by Ngai [8] in the period 1995 to 2000. The studies in 

these fields are of particular importance for further successful development of the IM as the 

failure of the legal regulation to adapt to the existing and potential information technologies is 

often one of the factors hindering the IM development the most. 

The IM offers new possibilities for the product development process. The need for 

studies of product and branding is highlighted by Schibrowsky et al. [9], who have identified 

a separate group in their study. Several aspects are assigned to the group: loyalty, new product 

and retail trade. It can be concluded that at the time when the studies in the field of the 

product had been attributed to the research of the IM functions by Ngai [8] and when the 

studies in that field have accounted for merely 2.8% of the studies of the group of functions 

the studies in the field of products have not been of particular relevance in the stage of 1995 

to 2000. The lack of relevance of the research stems from the fact that in the initial stage of 

the IM the possibilities of personalisation had not been well-developed, which would allow 

for creation of the product best satisfying the customerôs needs. 

Taylor and Strutton [3] focused on the aspects of internet purchases, defined the fields 

of preconception, preconditions for purchase and purchase assessment. The newly emerged 

fields of the IM research include the aspects of the ease of use, post-purchase satisfaction. The 

emergence and relevance of the studies in these fields is affected by the fact that the new 

generation (Generation Z) consumers are adapting to the new technologies extremely fast, 

their conception of the electronic commerce and the related aspects is rapidly changing. 

It can be concluded that in the first stage (1989 to 2000) the scholars have been 

researching the functions of the IM, the IM environment, fields of application and analysed 

the possible studies in the field. In the second stage (1995 to 2004) the greater focus was on 

the research of consumer behaviour, research of strategy formation, political-legal factors, 

product and B2B communication. In 2000 to 2009, the focus was on the particularly relevant 

research of consumer behaviour factors of consumer decision-making in the e-environment. 

In the advancement of the information technologies, new IM tools emerge as well as the 

needs of consumers in the e-environment are also changing. The IM research allows adapting 

to them. All this leads to the emergence of new fields of the IM research. 

Highlighting the previously unresolved parts of the general problem to which the 

article is devoted. Despite the numerous researches in this subject area, there were identified 

and analyzed main stages of the internet marketing past research directions, but internet 

marketing keeps developing, emerging new technologies and customer preferences, and there 

is a lack of the nowdays relevant internet marketing research areas identification. 
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Formulation of the purpose of the article (statement of the problem). To analyze 

the relevance of the changes in the internet marketing fields over the time and identification of 

the need for research development. 

Statement of the main material of the research with full justification of the 

scientific results obtained. Upon analysing the relevance of the changes in the IM fields over 

the time and identification of the need for research development. Authors of the article carried 

out the research of the IM fields which are currently relevant. The aim of the research is to 

analyse the fields of research of the IM carried out from 2004 to 2013 and to identify the new 

directions requiring more in-depth research. The main objectives of this study have been 

acknowledged: 

1. To identify the fields of the IM research from 2004 to 2013; 

2. To present the most important dimensions of the IM fields of research; 

3. To identify the directions requiring more in-depth research. 

Web marketing is difficult to be assigned to a single field of science ï achievements 

and discoveries are published in databases of different fields, such as information technology 

and information systems, economics, business and management, marketing, communication 

and innovation. 

Currently, the number of scientific journals and databases, where the articles about the 

IM are published, has increased significantly, therefore it is important to clearly define the 

scope and the methodology of the research. In the first stage, an electronic database is chosen 

for the analysis of the research. The main criteria for choosing are: 

1. There must be full-scale articles submitted in the electronic database; 

2. In order to ensure the reliability of the data, the articles submitted in the database 

must be peer-reviewed; 

3. The database must include a wide range of number of journals in the IM field; 

4. The function of the search system of the database are to be sorted by relevance. 

In the light of the criteria mentioned, the database ScienceDirect has been chosen as 

the primary for the research. The fundamental principle of an electronic successful search of 

data is the time limits formulated properly [9], therefore the search of the publications of the 

IM studies was carried out on the basis of the keyword method. The keywords set out: IM, 

electronic/e-marketing and web marketing/virtual marketing. The selected search period is 

from 2004 to 2013. 

The sample size was n=150 of the publications on the topic of the IM (probability 

95%, margin of error 8%, size of the general population 71738 (a set of publications by 4 

keywords of interest published in Science Direct database). For the purpose of obtaining 

reliable characteristics of the general population, the stratified sample is used, assuming that 

the fields of research of the IM should be sufficiently homogeneous in each stratum. The 

sample size is distributed among L strata (L - the number of strata, in this case stratum means 

1 search by the keyword method, L=4), therefore ὲ ὲ ὲ ὲȟ where each ὲ is 

determined by the following formula: 

ὲ ὲ
ὔ

ὔ
ȟ 

 

where ╝░ is the number of units of publications in stratum i. 

 

The stratified sample sizes calculated using the said formula are listed in Table 2 
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Table 2 ï The results of the search by the keyword method 

 

 

Keyword 

Stratum 

ὒ 

Total result of research 

of interest (publications 

in journals) 

 

Other result of research 

(publications in books) 

 

Stratified sample 

size 

ὲ 

1 2 3 4 5 

Internet 

Marketing 
ὒ 21 148 109 44 

Electronic 

Marketing 
ὒ 19 733 146 41 

Web marketing  ὒ 8 412 187 47 

Virtual 

marketing  
ὒ 22 445 69 18 

 
The number ὲ of the publications presented the first in each search conducted by the 

keyword method was selected according to the criterion of relevance to the keywords. The 

articles published in the English language have been selected, the summaries of the articles 

have been analyzed, in order to select the publications, the key aspect of which is the research 

in the field of the IM and which belong to the pre-determined disciplines. This stage of the 

research allowed to select 128 publications. Upon the change of the sample size during the 

procedure of the research, the margin of error has been adjusted, which has increased by 

0.48% and accounts for 8.48%. The data of the individual publications is prepared for the 

further grouping analysis. 

As a result of the completed analysis of scientific publications, the studies in the field 

of the IM have been grouped into 43 categories [10]: evolution of e-marketing, legal-social 

aspects, national traits of  behavior of consumers / business in e-space, e-strategy, impact of 

the IM on the activities of an enterprise, efficiency of the marketing operations, the IM in 

various industries, impact of IM on the consumer behavior, social media, viral marketing, 

mobile marketing, impact of feedback, website visitor data analysis, personalization, 

researches of web page quality and design, element analysis, internet coupons, marketing 

tools, aspects of application of the e-tools, research of search systems, impact of the IT 

development on consumers, aspects of ecology in the e-marketing, privacy, blogs, technology 

management, aspects of segmentation, cognitive aspects, shopping habits, IM education, 

market structure, social commerce, management of the supply chain, advertising, pricing, 

B2B relationship management, content marketing, product, reliability, banners, reputation, 

virtual technological capabilities, electronic payments, sales channels. 

The research showed that the scientists are working in different fields of the IM and 

are actively making studies on the object which is influenced by newly emerging technologies 

and changes in consumer behaviour which may result in the new fields of the IM researches. 

The research fields of feedback impact, viral marketing, and internet coupons have newly 

formed in this period. The fields of IM research were grouped by logical attribution into 

channels (Table 3), the interrelationship of which is shown in Figure 1. It could be stated, that 

the basic dimensions of the internet marketing are the following: technologies, tools, 

assessment of efficiency, consumer behaviour, models, e-strategy and environment. The 

dimensions identified exhibit the properties of transactions, distribution, communication and 

the channels of customer relationship management. 
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Table 3 ï Internet marketing channels and the fields of research 

 

Communication channel Transaction channel Distribution channel 
Relations with 

customers channel 

1 2 3 4 

Social media    

Virus marketing    

Legal-social 

aspects 

Legal-social 

aspects 

Legal-social 

aspects 

Legal-social 

aspects 

National features of 

consumer behaviour 

National features of 

consumer behaviour 

National features of 

consumer behaviour 

National features of 

consumer behaviour 

 

National features 

business in e. market 

place 

National features 

business in e. market 

place 

National features 

business in e. market 

place 

Mobile marketing Mobile marketing Mobile marketing  

Impact of feedback 
  

Impact of feedback 

Users data analysis Users data analysis Users data analysis Users data analysis 

Marketing 

communication   

 

 

IM impact on company 

performance 

IM impact on company 

performance 

IM impact on company 

performance 

IM impact on consumer 

behaviour    

 

E. strategy E. strategy E. strategy E. strategy 

Personalization 
  

 

 

Marketing operations 

performance 

measurement 
 

Marketing operations 

performance 

measurement 

Brand strategy 
  

 

Design of web site, 

analysis of web site 

elements 

Design of web site, 

analysis of web site 

elements 
 

 

 

Quality analysis of web 

sites  

 

Online coupons Online coupons 
 

Online coupons 

 
Marketing tools 

 
 

 

Aspects of e. tools 

implementation   

 

Analysis of search 

system 
 

 

 

Impact of IT on 

customers 

Impact of IT on 

customers 

Impact of IT on 

customers 

 

Aspects of ecology in 

marketing   

 

IM in various industries IM in various industries IM in various industries IM in various industries 

Privacy Privacy Privacy Privacy 
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Continued Tab 3 

1 2 3 4 

 
E. blogs 

 
 

Evolution of e. 

marketing 

Evolution of e. 

marketing 

Evolution of e. 

marketing 

Evolution of e. 

marketing 

Management of 

technologies 

Management of 

technologies 

Management of 

technologies 

Management of 

technologies 

Web addiction 
  

 

Segmentation by gender  
  

 

Cognitive aspects 
  

 

Shopping behaviour 
  

 

 
IM education 

 
 

 
Market structure 

 
 

  
Social commerce Social commerce 

  

Supply chain 

management 

Supply chain 

management 

Advertising Advertising 
 

 

Pricing Pricing 
 

 

B2B relationship 

management 

B2B relationship 

management  

 

Content marketing Content marketing Content marketing  

Product Product Product  

Reliability 
  

 

 
Baners 

 
 

Reputation Reputation 
 

 

Segmentation types 
  

 

Augmented reality 

technologies usage in 

marketing 

Augmented reality 

technologies usage in 

marketing 

Augmented reality 

technologies usage in 

marketing 

Augmented reality 

technologies usage in 

marketing 

 
E. payments 

 
 

 
Sales channels 

 
 

 

The dimensions of environment, behaviour, efficiency assessment and models exhibit 

the properties of all of 4 channels where the major difference is being in the dimensions of the 

technology and e-strategy. The characteristics of the communication channel are applicable to 

dimensions of tools and technology, whereas the properties of the channel of customer 

relationship management are applicable to the e-strategy dimension, as it includes the 

strategic aspects of customer relationship, while the characteristics of customer relationship 

management itself are attributed to the communication channel. 
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Figure 1 ï Completed projects data 

The conducted research has shown that scientific studies of tools and technologies 

have intensified. The results of the research show that various scientists had been actively 

working on the impact of feedback, technology management, and electronic payments. Upon 

the emergence of the new Generation Z of consumers, the consumersô habits as well as their 

behaviour in e-space have changed significantly, which has led to the formation of a negative 

aspect ï e-fraud. The option of leaving feedback is one of the preventive measures against e-

fraud as well as one of the forms of communication in the customer to customer (C2C) model. 

The reactions to a transaction and the expression of the emotional experiences in a form of a 

review serve for improvement of the e-consumer service. The studies in this field give the 

ability to determine the impact of the reviews, either negative or positive, of their amount, 

completeness, availability on a consumerôs decision to buy and the possibilities of integration 

of the reviews in the process of improvement of quality of a product or service. The studies of 

the tools offer the improvements not only of the channel of communication with consumers, 

but may become an additional channel for transactions, often by making use of the benefits 

offered by IT. 

Along with the changing needs of consumers, new marketing tools emerge. Their 

successful application depends on the research in the field of adoption of the technologies. 

The dimension of technology also includes the research of the design of a web page (research 

of the key elements, their location, format and other preferencies), which require an extremely 

thorough examination, as an e-consumer is improving his/her skills rapidly and tends to give 

preference to web pages oriented to satisfaction of his/her needs [11]. 

One of the most important dimensions is efficiency assessment. Its research leads to 

the selection of the IM solutions, the further application of the e-strategy or the development 

of a new strategy. In the e-space, the flow of visitors is particularly important, for the analysis 

of which the studies of the visitor data are being used. In the assessment of the efficiency of 

the e-marketing, the studies on the impact of the IM on the activities of an enterprise, 

allowing to anticipate the aspects of formation of the e-strategy, have been identified as 

important ones. 

The studies involving the behavioural dimension are attributable to the fields requiring 

the most in-depth research. The needs of the new generation of consumers are changing very 

dynamically, a systemic and comprehensive examination of the behaviour of the consumers is 
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required to be able to adjust to them. This dimension of the studies includes impact of the IM 

on the behaviour of consumers, aspects of segmentation and shopping habits. 

Special attention is also needed for the studies of environmental dimension, as the 

practical application of the IM tools is strongly dependent on the legal and political aspects. 

The studies of this dimension also include the studies the IM of the aspects of ecology, impact 

of the IT on consumers, nationality-based characteristics of business in e-space, nationality-

dependent characteristics of behaviour in the e-space and the structure of the market. 

The studies of the e-strategy dimension are related to the studies of the dimension of 

the tools and environment, thus during active research of these particular dimensions, the 

studies are conducted in this field. General fields of research of e-strategy, brand strategy are 

noteworthy. 

The research in the field of the model dimension is rather inactive. The activity in this 

field is determined by the new technological possibilities, which enable the parties to interact 

in new ways and sell products using the new transaction and distribution channels. However, 

in general, such studies are attributable more to the fields of dimensions of the tools and 

technologies. 

It was found that the formerly proposed categories of research of the IM are incapable 

of reflecting the basic purpose of the IM, thus the 3-channel classification (transaction 

channel, distribution channel and communication channel), supplemented by the channel of 

customer relationship management, is to be considered as appropriate. The said 4 channels are 

attributable to 7 IM dimensions identified during the research (tools, efficiency assessment, 

technology, behaviour, models, e-strategy, and environment). 

Although the IM is affected by many factors, the consumer behaviour and 

technologies, which require continuous research, could be considered as the most important of 

them. 

Conclusions from this research and prospects for further developments in this 

area. 

1. The analysis of the concepts of the IM leads to a conclusion that the variety used for 

defining the conception of the marketing based on the information technologies is basically 

used to define the process itself. The following definition of the IM concept was chosen to use 

in the article: the IM means the application of IT in the interaction with the customers in the 

virtual environment for the organisationôs marketing purposes. Main features which were 

taken for the course of the research were identified (4 channels which revealing the substance 

of the IM: communication, transaction, distribution and management of relations with 

customers). 

2. Previously processed analysis of the studies in the field of the IM was carried out. 

Several aspects such as evaluation based on time, analysis of different methodologies of the 

research in this field were taken as basic research branches. After comparative study the 

priorities of different stages have been identified: the research of the IM functions, 

environment applications were relevant in the period 1987 to 2000; the research of the 

consumer behaviour, e-strategy, communication, branding, pricing, political and legal aspects 

became relevant in the period of 2000 to 2004. In the period of 2004 to 2013 the emphasis 

went on the research of tools, technologies, strategy, behaviour, environment. After 

comparative analysis conclusion to run additional research were newest information and 

reasoned scientific publications will be taken into account. 

3. Research of 128 publications in the field of IM have been processed using the 

stratified sample, assuming that the fields of research of the IM should be sufficiently 

homogeneous in each stratum. In the study were encompassed the fields of research of the 

information technologies and information systems, economics, business management and 
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marketing, communication and innovation. The results of first stage analysis were grouped 

into 7 basic dimensions: customer behaviour, efficiency assessment, models, tools, 

technologies, e-strategy and environment. The attention should be drawn on the fact, that 

customer behaviour is common feature which appears in all other dimensions, but also can 

found separate research field. At the same time the dimension of technologies is common 

feature which appears in such dimensions as efficiency assessment, models, tool, but also 

should be analysed as separate on. The fields of the IM where more in-depth studies are 

needed are the following: research of consumer behaviour, research of new upcoming tools 

and efficiency assessment. 

4. Limitations of this research is that new and potentially upcoming research trends are 

not identified, so continuously studies are required. 
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ɼ. ʉʘʙʘʡʪʽʪʝ, ʜ-ʨ ʝʢʦʥ. ʥʘʫʢ,ʚʠʢʣʘʜʘʯ ʢʘʬʝʜʨʠ ʙʽʟʥʝʩ-ʪʝʭʥʦʣʦʛʽʡ ʪʘ ʧʽʜʧʨʠʻʤʥʠʮʪʚʘ, 

ɺʽʣʴʥʶʩʴʢʦʛʦ ʪʝʭʥʽʯʥʦʛʦ ʫʥʽʚʝʨʩʠʪʝʪʫ ʽʤʝʥʽ ɻʝʜʠʤʽʥʘʩʘ (ɺʽʣʴʥʶʩ, ʃʠʪʚʘ) 

ɺ. ɼʘʚʽʜʘʚʽʯʝʥʝ, ʜ-ʨ ʝʢʦʥ. ʥʘʫʢ, ʧʨʦʬʝʩʦʨ, ʟʘʚʽʜʫʚʘʯ ʢʘʬʝʜʨʠ ʙʽʟʥʝʩ-ʪʝʭʥʦʣʦʛʽʡ ʪʘ 

ʧʽʜʧʨʠʻʤʥʠʮʪʚʘ ɺʽʣʴʥʶʩʴʢʦʛʦ ʪʝʭʥʽʯʥʦʛʦ ʫʥʽʚʝʨʩʠʪʝʪʫ ʽʤʝʥʽ ɻʝʜʠʤʽʥʘʩʘ (ɺʽʣʴʥʶʩ, ʃʠʪʚʘ) 

ɸʥʘʣʽʟ ʽʥʪʝʨʥʝʪ-ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʥʘʫʢʦʚʠʭ ʥʘʧʨʷʤʽʚ 

ʉʪʘʣʠʡ ʨʦʟʚʠʪʦʢ ʽʥʪʝʨʥʝʪ-ʤʘʨʢʝʪʠʥʛʫ (ʧʽʟʥʽʰʝ ʧʦʟʥʘʯʝʥʠʡ ʷʢ IM) ʩʪʠʢʘʻʪʴʩʷ ʟ 

ʜʠʥʘʤʽʯʥʠʤ ʩʝʨʝʜʦʚʠʱʝʤ ʽ ʡʦʛʦ ʟʤʽʥʘʤʠ, ʷʢʽ ʚʽʜʙʫʚʘʶʪʴʩʷ ʷʢ ʚ ʢʦʤʝʨʮʽʡʥʠʭ ʫʤʦʚʘʭ, ʪʘʢ ʽ ʫ 

ʚʠʢʦʨʠʩʪʘʥʥʽ ʝʣʝʢʪʨʦʥʥʠʭ ʽʥʩʪʨʫʤʝʥʪʽʚ ʽ ʢʦʥʮʝʧʮʽʡ, ʷʢʽ ʟʘʩʪʦʩʦʚʫʶʪʴʩʷ. ɿʨʦʩʪʘʶʯʝ ʟʥʘʯʝʥʥʷ 

IM ʧʦʷʩʥʶʻʪʴʩʷ ʨʦʟʚʠʪʢʦʤ ʝʣʝʢʪʨʦʥʥʠʭ ʨʠʥʢʽʚ, ʟʙʽʣʴʰʝʥʥʷʤ ʯʠʩʣʘ ʩʧʦʞʠʚʘʯʽʚ ʥʦʚʦʛʦ 

ʧʦʢʦʣʽʥʥʷ, ʧʦʛʣʠʙʣʝʥʥʷʤ ʽʥʪʝʨʝʩʫ ʚʯʝʥʠʭ ʟ ʨʽʟʥʠʭ ʥʘʫʢʦʚʠʭ ʦʙʣʘʩʪʝʡ, ʘ ʪʘʢʦʞ ʨʦʟʰʠʨʝʥʥʷʤ 

ʙʘʟʠ ʟʥʘʥʴ, ʷʢʘ ʟ ʥʠʤʠ ʧʦʚ'ʷʟʘʥʘ. ʅʝʟʚʘʞʘʶʯʠ ʥʘ ʧʦʩʪʽʡʥʦ ʟʨʦʩʪʘʶʯʫ ʢʽʣʴʢʽʩʪʴ ʥʘʫʢʦʚʦʾ 

ʣʽʪʝʨʘʪʫʨʠ ʧʨʦ ʤʘʨʢʝʪʠʥʛ ʚ ɯʥʪʝʨʥʝʪʽ, ʮʷ ʦʙʣʘʩʪʴ ʜʦʩʣʽʜʞʝʥʴ ʚʩʝ ʱʝ ʧʝʨʝʙʫʚʘʻ ʥʘ 

ʧʦʯʘʪʢʦʚʽʡ ʩʪʘʜʽʾ. ʄʝʪʘ ʮʽʻʾ ʩʪʘʪʪʽ ï ʧʨʦʘʥʘʣʽʟʫʚʘʪʠ ʦʙʣʘʩʪʽ ʧʦʪʦʯʥʠʭ IM-ʜʦʩʣʽʜʞʝʥʴ ʽ 

ʚʠʟʥʘʯʠʪʠ ʦʙʣʘʩʪʽ, ʥʝʦʙʭʽʜʥʽ ʜʣʷ ʙʽʣʴʰ ʛʣʠʙʦʢʦʛʦ ʚʠʚʯʝʥʥʷ. ɺʠʢʦʨʠʩʪʦʚʫʚʘʣʠʩʷ ʥʘʩʪʫʧʥʽ 

ʤʝʪʦʜʠ: ʧʦʨʽʚʥʷʣʴʥʠʡ ʘʥʘʣʽʟ ʽ ʫʟʘʛʘʣʴʥʝʥʥʷ ʥʘʫʢʦʚʦʾ ʣʽʪʝʨʘʪʫʨʠ, ʤʝʪʦʜʠ ʧʦʨʽʚʥʷʥʥʷ 

ʽʥʬʦʨʤʘʮʽʾ, ʫʛʨʫʧʦʚʫʚʘʥʥʷ ʽ ʛʨʘʬʽʯʥʦʾ ʽʥʬʦʨʤʘʮʽʾ. 

ʂʣʶʯʦʚʽ ʩʣʦʚʘ: ʽʥʪʝʨʥʝʪ-ʤʘʨʢʝʪʠʥʛ, ʽʥʪʝʨʥʝʪ-ʤʘʨʢʝʪʠʥʛʦʚʝ ʩʝʨʝʜʦʚʠʱʝ, ʢʦʤʫʥʽʢʘʮʽʾ, 

ʽʥʪʝʨʥʝʪ-ʤʘʨʢʝʪʠʥʛʦʚʽ ʜʦʩʣʽʜʞʝʥʥʷ. 
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ʂʨʠʢʘʚʩʴʢʠʡ ɭʚʛʝʥ ɺʘʩʠʣʴʦʚʠʯ 
ʜ-ʨ ʝʢʦʥ. ʥʘʫʢ, ʧʨʦʬʝʩʦʨ, ʟʘʚʽʜʫʚʘʯ ʢʘʬʝʜʨʠ ʤʘʨʢʝʪʠʥʛʫ ʽ ʣʦʛʽʩʪʠʢʠ 

ʅʘʮʽʦʥʘʣʴʥʠʡ ʫʥʽʚʝʨʩʠʪʝʪ çʃʴʚʽʚʩʴʢʘ ʧʦʣʽʪʝʭʥʽʢʘè 

(ʃʴʚʽʚ, ʋʢʨʘʾʥʘ) 

ʗʢʠʤʠʰʠʥ ʃʽʣʽʷ ʗʨʦʩʣʘʚʽʚʥʘ 
ʜ-ʨ ʝʢʦʥ. ʥʘʫʢ, ʜʦʮʝʥʪ, ʧʨʦʬʝʩʦʨ ʢʘʬʝʜʨʠ ʧʨʦʤʠʩʣʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ 

ʊʝʨʥʦʧʽʣʴʩʴʢʠʡ ʥʘʮʽʦʥʘʣʴʥʠʡ ʪʝʭʥʽʯʥʠʡ ʫʥʽʚʝʨʩʠʪʝʪ ʽʤ. ɯ. ʇʫʣʶʷ 

(ʊʝʨʥʦʧʽʣʴ, ʋʢʨʘʾʥʘ) 

 

 

ʂʆʄʇʃɽʄɽʅʊɸʈʅɯʉʊʔ ʉʊʈɸʊɽɻɯʁ ʄɸʈʂɽʊʀʅɻʋ ʊɸ ʃʆɻɯʉʊʀʂʀ ɺ 

ʃɸʅʎʖɻʋ ʇʆʉʊɸɺʆʂ ʊʆɺɸʈɯɺ ʇʆɺʉʗʂɼɽʅʅʆɻʆ ʇʆʇʀʊʋ 

 
ɺ ʩʪʘʪʪʽ ʦʢʨʝʩʣʝʥʦ ʥʝʦʙʭʽʜʥʽʩʪʴ ʘʜʘʧʪʘʮʽʾ ʢʦʤʧʣʝʢʩʥʦʾ ʩʠʩʪʝʤʠ ʩʪʨʘʪʝʛʽʯʥʦʛʦ 

ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʫʧʨʘʚʣʽʥʥʷ ʧʽʜʧʨʠʻʤʩʪʚʦʤ ʜʦ ʫʤʦʚ ʨʝʘʣʽʟʘʮʽʾ ʢʣʶʯʦʚʠʭ ʙʽʟʥʝʩ-ʧʨʦʮʝʩʽʚ ʣʘʥʮʶʛʘ 

ʧʦʩʪʘʚʦʢ ʪʦʚʘʨʽʚ ʧʦʚʩʷʢʜʝʥʥʦʛʦ ʧʦʧʠʪʫ: ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ ʢʣʽʻʥʪʽʚ; ʝʬʝʢʪʠʚʥʝ ʫʧʨʘʚʣʽʥʥʷ 

ʧʦʧʠʪʦʤ; ʚʟʘʻʤʦʜʽʷ ʫʯʘʩʥʠʢʽʚ ʫ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʮʝʩʽʚ ʫ ʣʘʥʮʶʛʫ ʧʦʩʪʘʚʦʢ; ʩʢʦʨʦʯʝʥʥʷ ʚʠʪʨʘʪ ʧʦ 

ʚʩʴʦʤʫ ʣʘʥʮʶʛʫ ʧʦʩʪʘʚʦʢ. ʆʙˇʨʫʥʪʦʚʘʥʦ ʟʘʙʝʟʧʝʯʝʥʥʷ ʢʦʤʧʣʝʤʝʥʪʘʨʥʦʩʪʽ ʩʪʨʘʪʝʛʽʾ 

ʤʘʨʢʝʪʠʥʛʫ ʽ ʣʦʛʽʩʪʠʢʠ ʚ ʣʘʥʮʶʛʘʭ ʧʦʩʪʘʚʦʢ ʟʘʚʜʷʢʠ ʚʧʨʦʚʘʜʞʝʥʥʶ ʩʪʨʘʪʝʛʽʯʥʦʾ ʤʦʜʝʣʽ ECR, 

ʱʦ ʟʘʙʝʟʧʝʯʠʪʴ ʜʦʩʷʛʥʝʥʥʷ ʙʘʞʘʥʦʾ ʛʥʫʯʢʦʩʪʽ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ ʰʣʷʭʦʤ ʥʘʜʘʥʥʷ ʚʽʜʧʦʚʽʜʥʦʾ 

ʝʣʘʩʪʠʯʥʦʩʪʽ ʪʠʤ ʧʨʦʮʝʩʘʤ, ʢʦʪʨʽ ʥʝ ʚʠʤʘʛʘʶʪʴ ʨʘʜʠʢʘʣʴʥʠʭ ʟʤʽʥ ʪʘ ʽʥʚʝʩʪʠʮʽʡ. ɼʦʚʝʜʝʥʦ, 

ʱʦ ʽʥʩʪʨʫʤʝʥʪʦʤ ʢʦʤʧʨʦʤʽʩʥʦʛʦ ʚʠʨʽʰʝʥʥʷ ʜʠʣʝʤʠ çʝʬʝʢʪʠʚʥʽʩʪʴ contra ʝʣʘʩʪʠʯʥʽʩʪʴè 

ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ ʻ çʛʥʫʯʢʘ ʣʦʛʽʩʪʠʢʘè, ʝʬʝʢʪʠʚʥʽʩʪʴ ʷʢʦʾ ʟʘʙʝʟʧʝʯʫʶʪʴ: ʛʥʫʯʢʽʩʪʴ ʬʽʟʠʯʥʦʾ 

ʧʦʩʪʘʚʢʠ, ʛʥʫʯʢʽʩʪʴ ʟʘʢʫʧʽʚʝʣʴ, ʛʥʫʯʢʽʩʪʴ ʜʠʩʪʨʠʙʫʮʽʾ ʪʘ ʛʥʫʯʢʽʩʪʴ ʫʧʨʘʚʣʽʥʥʷ ʧʦʧʠʪʦʤ. 

ʂʣʶʯʦʚʽ ʩʣʦʚʘ: ʣʘʥʮʶʛ ʧʦʩʪʘʚʦʢ, ʢʦʤʧʣʝʤʝʥʪʘʨʥʽʩʪʴ ʩʪʨʘʪʝʛʽʡ ʤʘʨʢʝʪʠʥʛʫ ʽ ʣʦʛʽʩʪʠʢʠ, 

çʛʥʫʯʢʘ ʣʦʛʽʩʪʠʢʘè, ʝʣʘʩʪʠʯʥʽʩʪʴ, ʝʬʝʢʪʠʚʥʽʩʪʴ, ʣʦʛʽʩʪʠʯʥʦ ʢʦʤʧʣʝʤʝʥʪʘʨʥʽ ʙʽʟʥʝʩ-ʧʨʦʮʝʩʠ 

 

 

ʇʦʩʪʘʥʦʚʢʘ ʧʨʦʙʣʝʤʠ ʚ ʟʘʛʘʣʴʥʦʤʫ ʚʠʛʣʷʜʽ ʪʘ ʾʾ ʟʚô̫ ʟʦʢ ʟ ʚʘʞʣʠʚʠʤʠ 

ʥʘʫʢʦʚʠʤʠ ʘʙʦ ʧʨʘʢʪʠʯʥʠʤʠ ʟʘʚʜʘʥʥʷʤʠ. ʉʫʯʘʩʥʠʡ ʨʠʥʦʢ ʪʦʚʘʨʽʚ ʧʦʚʩʷʢʜʝʥʥʦʛʦ 

ʧʦʧʠʪʫ (ʊʇʇ) ʩʪʘʻ ʱʦʨʘʟ ʢʦʥʢʫʨʝʥʮʽʡʥʽʰʠʤ, ʱʦ ʩʧʦʥʫʢʘʻ ʡʦʛʦ ʫʯʘʩʥʠʢʽʚ ʜʦ ʧʦʰʫʢʫ 

ʽʥʥʦʚʘʮʽʡʥʠʭ ʨʽʰʝʥʴ, ʩʧʨʷʤʦʚʘʥʠʭ ʥʘ ʧʽʜʚʠʱʝʥʥʷ ʨʝʘʢʮʽʡʥʦʾ ʟʜʘʪʥʦʩʪʽ ʱʦʜʦ ʚʠʤʦʛ 

ʢʣʽʻʥʪʽʚ. ʆʟʥʘʯʝʥʝ ʧʝʨʝʜʫʩʽʤ ʩʪʦʩʫʻʪʴʩʷ ʢʦʤʧʨʝʩʽʾ ʯʘʩʫ, ʚʠʝʣʽʤʽʥʫʚʘʥʥʷ ʟ ʡʦʛʦ ʧʝʨʝʙʽʛʫ 

ʪʠʭ ʩʢʣʘʜʦʚʠʭ, ʷʢʽ ʥʝ ʧʨʠʥʦʩʷʪʴ ʢʦʨʠʩʪʽ ʽ ʮʽʥʥʦʩʪʽ ʢʣʽʻʥʪʫ. ʆʩʪʘʥʥʽʤ ʯʘʩʦʤ ʜʦ ʮʴʦʛʦ 

ʜʦʜʘʻʪʴʩʷ ʧʨʦʛʨʝʩʫʶʯʘ ʽʨʨʘʮʽʦʥʘʣʴʥʘ ʧʦʚʝʜʽʥʢʘ ʧʦʢʫʧʮʽʚ. ɿʘʛʘʣʦʤ, ʚʠʤʽʨ ʨʽʚʥʷ ʪʘ 

ʷʢʦʩʪʽ ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ ʩʧʦʞʠʚʘʯʽʚ ʥʘ ʨʠʥʢʫ ʊʇʇ ʩʪʘʻ ʚʩʝ ʙʽʣʴʰ ʩʣʘʙʦʩʪʨʫʢʪʫʨʦʚʘʥʠʤ, 

ʘ ʚʽʜʪʘʢ ʽ ʩʣʘʙʦʬʦʨʤʘʣʽʟʦʚʘʥʠʤ, ʱʦ ʟʤʽʱʫʻ ʧʨʽʦʨʠʪʝʪʠ ʚʩʽʭ ʘʜʘʧʪʘʮʽʡ ʚʠʨʦʙʥʠʢʽʚ ʊʇʇ 

ʫ ʥʘʧʨʷʤʢʫ ʧʝʨʝʜʙʘʯʫʚʘʥʥʷ ʦʯʽʢʫʚʘʥʠʭ ʟʤʽʥ ʫ ʧʦʚʝʜʽʥʮʽ ʧʦʢʫʧʮʽʚ. ʆʩʪʘʥʥʻ ʦʙʫʤʦʚʣʶʻ 

ʥʝʦʙʭʽʜʥʽʩʪʴ ʥʘʙʫʪʪʷ ʥʝ ʪʽʣʴʢʠ ʚʠʨʦʙʥʠʢʘʤʠ, ʘʣʝ ʽ ʩʪʚʦʨʝʥʠʭ ʥʠʤʠ ʣʘʥʮʶʛʘʤʠ ʧʦʩʪʘʚʦʢ 

ʚʽʜʧʦʚʽʜʥʦʛʦ ʩʪʨʘʪʝʛʽʯʥʦʛʦ, ʪʘʢʪʠʯʥʦʛʦ ʪʘ ʦʧʝʨʘʮʽʡʥʦʛʦ ʧʦʪʝʥʮʽʘʣʫ ʝʣʘʩʪʠʯʥʦʩʪʽ. 

ʊʨʘʜʠʮʽʡʥʠʡ ʧʦʜʽʣ ʧʨʘʮʽ ʚ ʩʠʩʪʝʤʘʭ ʫʧʨʘʚʣʽʥʥʷ ʯʘʩʪʦ ʛʝʥʝʨʫʻ ʬʫʥʢʮʽʦʥʘʣʴʥʽ ʮʽʣʴʦʚʽ 

ʢʦʥʬʣʽʢʪʠ, ʫʥʠʢʥʫʪʠ ʷʢʠʭ ʟ ʤʝʪʦʶ ʜʦʩʷʛʥʝʥʥʷ ʙʘʞʘʥʦʛʦ ʧʦʪʝʥʮʽʘʣʫ ʝʣʘʩʪʠʯʥʦʩʪʽ 

ʤʦʞʥʘ ʰʣʷʭʦʤ ʟʘʙʝʟʧʝʯʝʥʥʷ ʙʝʟʢʦʥʬʣʽʢʪʥʦʩʪʽ, ʧʝʨʝʜʫʩʽʤ, ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʩʪʨʘʪʝʛʽʡ, ʘ 

ʱʝ ʢʨʘʱʝ ï ʜʦʩʷʛʪʠ ʾʭ ʚʟʘʻʤʦʫʟʛʦʜʞʝʥʦʩʪʽ (ʢʦʤʧʣʝʤʝʥʪʘʨʥʦʩʪʽ). ʊʠʧʦʚʦʶ ʩʬʝʨʦʶ 

ʚʠʥʠʢʥʝʥʥʷ ʪʘʢʠʭ ʮʽʣʴʦʚʠʭ ʢʦʥʬʣʽʢʪʽʚ ʻ ʩʧʽʣʴʥʘ ʧʣʦʱʠʥʘ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʪʘ 

ʣʦʛʽʩʪʠʯʥʠʭ ʨʽʰʝʥʴ, ʙʝʟ ʯʦʛʦ ʥʝ ʤʦʞʝ ʩʪʘʙʽʣʴʥʦ ʽʩʥʫʚʘʪʠ ʞʦʜʝʥ ʣʘʥʮʶʛ ʧʦʩʪʘʚʦʢ. 

ɸʥʘʣʽʟ ʦʩʪʘʥʥʽʭ ʜʦʩʣʽʜʞʝʥʴ ʽ ʧʫʙʣʽʢʘʮʽʡ, ʚ ʷʢʠʭ ʧʦʢʣʘʜʝʥʠʡ ʧʦʯʘʪʦʢ 

ʚʠʨʽʰʝʥʥʶ ʜʘʥʦʾ ʧʨʦʙʣʝʤʠ ʽ ʥʘ ʷʢʽ ʩʧʠʨʘʪʁʴʩʷ ʘʚʪʦʨʠ. ɸʥʘʣʽʟ ʦʩʪʘʥʥʽʭ ʧʫʙʣʽʢʘʮʽʡ 
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ʫ ʩʬʝʨʽ ʫʧʨʘʚʣʽʥʥʷ ʣʘʥʮʶʛʘʤʠ ʧʦʩʪʘʚʦʢ ʧʽʜʢʨʝʩʣʶʻ ʥʝ ʣʠʰʝ ʦʧʝʨʘʮʽʡʥʫ, ʘ ʥʘʩʘʤʧʝʨʝʜ 

ʩʪʨʘʪʝʛʽʯʥʫ ʚʘʞʣʠʚʽʩʪʴ ʜʚʦʭ ʪʽʩʥʦ ʚʟʘʻʤʦʧʦʚôʷʟʘʥʠʭ ʤʽʞ ʩʦʙʦʶ ʢʦʥʮʝʧʮʽʡ 

ʽʥʪʝʛʨʦʚʘʥʦʛʦ ʫʧʨʘʚʣʽʥʥʷ ʢʦʤʧʘʥʽʻʶ ï ʣʦʛʽʩʪʠʢʠ ʪʘ ʤʘʨʢʝʪʠʥʛʫ [1]. 

ʉʪʨʘʪʝʛʽʯʥʽ ʘʩʧʝʢʪʠ ʤʘʨʢʝʪʠʥʛʫ ʻ ʦʙôʻʢʪʦʤ ʜʦʩʣʽʜʞʝʥʥʷ ʙʘʛʘʪʴʦʭ ʟʘʨʫʙʽʞʥʠʭ ʪʘ 

ʫʢʨʘʾʥʩʴʢʠʭ ʥʘʫʢʦʚʮʽʚ. ɺ ʮʽʣʦʤʫ ʨʷʜ ʚʯʝʥʠʭ ï ʌ. ʂʦʪʣʝʨ ʪʘ ʂ.ʃ. ʂʝʣʣʝʨ [2], 

ʉ.ɻʘʨʢʘʚʝʥʢʦ [3], ʇ. ɼʨʫʢʝʨ [4], ʇ. ɼʦʡʣʴ [5], ʄ. ʆʢʣʘʥʜʝʨ [6] ʚʠʟʥʘʯʘʶʪʴ ʩʪʨʘʪʝʛʽʾ 

ʟʙʫʪʫ ʷʢ ʥʘʡʙʽʣʴʰ ʚʘʞʣʠʚʠʡ ʬʘʢʪʦʨ ʜʣʷ ʜʦʚʛʦʪʝʨʤʽʥʦʚʦʛʦ ʨʦʟʚʠʪʢʫ ʧʽʜʧʨʠʻʤʩʪʚʘ, 

ʚʽʜʰʪʦʚʭʫʶʯʠʩʴ ʚʽʜ ʪʦʛʦ, ʱʦ ʩʪʨʘʪʝʛʽʷ ʢʘʥʘʣʽʚ ʨʦʟʧʦʜʽʣʫ ʻ ʧʨʽʦʨʠʪʝʪʥʦʶ ʽ ʙʫʜʝ 

ʚʠʟʥʘʯʘʪʠ ʥʘʜʘʣʽ ʩʪʽʡʢʽʩʪʴ ʪʘ ʝʬʝʢʪʠʚʥʽʩʪʴ ʨʦʟʚʠʪʢʫ ʧʽʜʧʨʠʻʤʩʪʚʘ [7, ʉ. 25ï34]. 

ʗʢ ʩʚʽʜʯʠʪʴ ʜʦʩʚʽʜ ʛʣʦʙʘʣʴʥʠʭ ʣʘʥʮʶʛʽʚ ʧʦʩʪʘʚʦʢ, ʤʦʞʥʘ ʜʦʩʷʛʪʠ ʥʘʜʪʦ 

ʚʠʩʦʢʦʛʦ ʨʽʚʥʷ ʢʦʥʪʨʦʣʶ ʟʘ ʚʠʪʨʘʪʘʤʠ ʫ ʩʬʝʨʽ ʚʠʨʦʙʥʠʮʪʚʘ ʪʘ ʧʨʘʢʪʠʯʥʦ ʟʚʝʩʪʠ ʜʦ 

ʤʽʥʽʤʫʤʫ ʚʠʪʨʘʪʠ ʯʘʩʫ ʪʘ ʦʙʩʷʛ ʟʘʧʘʩʽʚ ʟʘʚʜʷʢʠ ʚʠʩʦʢʦʤʫ ʨʽʚʥʶ ʩʧʝʮʽʘʣʽʟʘʮʽʾ ʪʘ 

ʚʠʢʦʨʠʩʪʘʥʥʶ ʩʫʯʘʩʥʦʛʦ ʣʦʛʽʩʪʠʯʥʦʛʦ ʽʥʩʪʨʫʤʝʥʪʘʨʽʶ, ʦʜʥʘʢ ʜʦʩʷʛʪʠ ʪʘʢʠʭ ʞʝ 

ʨʝʟʫʣʴʪʘʪʽʚ ʫ ʩʬʝʨʽ ʟʙʫʪʫ ʧʨʦʜʫʢʮʽʾ ʻ ʥʘʜʟʚʠʯʘʡʥʦ ʩʢʣʘʜʥʦ. ʗʢ ʧʨʘʚʠʣʦ, ʩʘʤʝ ʚ ʩʬʝʨʽ 

ʜʠʩʪʨʠʙʫʮʽʾ çʨʦʟʧʦʨʦʰʫʻʪʴʩʷè ʚʝʩʴ ʜʦʩʷʛʥʫʪʠʡ ʧʦʟʠʪʠʚʥʠʡ ʝʬʝʢʪ çʪʦʪʘʣʴʥʦʾ ʝʢʦʥʦʤʽʾ 

ʚʠʪʨʘʪè ʫ ʚʠʨʦʙʥʠʮʪʚʽ [7, ʉ. 25ï34]. 

ʋ ʩʫʯʘʩʥʽʡ ʝʢʦʥʦʤʽʯʥʽʡ ʣʽʪʝʨʘʪʫʨʽ ʪʘ ʛʦʩʧʦʜʘʨʩʴʢʽʡ ʧʨʘʢʪʠʮʽ ʥʘʡʙʽʣʴʰ 

ʧʦʰʠʨʝʥʠʤ ʚʠʜʦʤ ʣʘʥʮʶʛʽʚ ʧʦʩʪʘʚʦʢ ʻ ʩʪʘʙʽʣʴʥʠʡ ʽ ʞʦʨʩʪʢʠʡ ʣʘʥʮʶʛ, ʱʦ ʧʦʙʫʜʦʚʘʥʠʡ 

ʥʘ ʜʦʚʛʦʩʪʨʦʢʦʚʠʭ ʽ ʪʨʠʚʘʣʠʭ ʩʪʦʩʫʥʢʘʭ, ʷʢʽ ʧʦʣʷʛʘʶʪʴ ʫ ʧʨʦʚʝʜʝʥʥʽ ʩʧʽʣʴʥʠʭ ʙʽʟʥʝʩ-

ʟʘʭʦʜʽʚ ʪʘ ʩʧʨʠʷʶʪʴ ʜʦʩʷʛʥʝʥʥʶ ʜʠʬʝʨʝʥʮʽʡʦʚʘʥʠʭ ʽʥʜʠʚʽʜʫʘʣʴʥʠʭ ʟʘʚʜʘʥʴ, ʱʦ 

ʧʽʜʧʦʨʷʜʢʦʚʘʥʽ ʮʽʣʷʤ ʫʩʴʦʛʦ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ. ɿʘʚʜʷʢʠ ʮʴʦʤʫ ʤʦʞʥʘ ʦʪʨʠʤʘʪʠ 

ʩʠʥʝʨʛʽʯʥʠʡ ʝʬʝʢʪ ʽ ʧʽʜʚʠʱʠʪʠ ʢʦʥʢʫʨʝʥʪʥʽ ʧʝʨʝʚʘʛʠ ʫʩʴʦʛʦ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ. 

ɿʚʘʞʘʶʯʠ ʥʘ ʰʚʠʜʢʦʟʤʽʥʥʽ ʨʠʥʢʦʚʽ ʫʤʦʚʠ, ʟ ʙʦʢʫ ʧʽʜʧʨʠʻʤʩʪʚ ʚʩʝ ʯʘʩʪʽʰʝ 

ʘʢʪʫʘʣʽʟʫʻʪʴʩʷ ʫʚʘʛʘ ʥʘ ʙʽʣʴʰ ʜʠʥʘʤʽʯʥʠʭ ʣʘʥʮʶʛʘʭ ʧʦʩʪʘʚʦʢ. 

ɺ ʝʢʦʥʦʤʽʯʥʽʡ ʣʽʪʝʨʘʪʫʨʽ ʪʘʢʠʡ ʰʚʠʜʢʦ ʨʝʘʛʫʶʯʠʡ ʥʘ ʟʤʽʥʠ ʧʦʧʠʪʫ ʽ ʧʨʦʧʦʟʠʮʽʾ 

ʣʘʥʮʶʛ ʧʦʩʪʘʚʦʢ ʧʨʠʡʥʷʪʦ ʥʘʟʠʚʘʪʠ ʝʣʘʩʪʠʯʥʠʤ (ʘʙʦ ʛʥʫʯʢʠʤ). ɻʥʫʯʢʠʡ ʣʘʥʮʶʛ 

ʧʦʩʪʘʚʦʢ ʤʦʞʝ ʰʚʠʜʢʦ ʪʘ ʣʝʛʢʦ ʘʜʘʧʪʫʚʘʪʠʩ ɹ ʜʦ ʨʽʟʢʠʭ ʟʤʽʥ ʚ ʩʪʨʫʢʪʫʨʽ ʨʠʥʢʫ, 

ʧʨʠʩʪʦʩʦʚʫʚʘʪʠʩʴ ʜʦ ʝʚʦʣʶʮʽʦʥʫʶʯʠʭ ʩʪʨʫʢʪʫʨ ʪʘ ʚʠʛʨʘʰʥʠʭ ʨʠʥʢʦʚʠʭ ʩʪʨʘʪʝʛʽʡ. ʂʨʽʤ 

ʪʦʛʦ, ʪʘʢʠʡ ʣʘʥʮʶʛ ʚʨʘʭʦʚʫʻ ʽʥʪʝʨʝʩʠ ʫʩʽʭ ʩʫʙôʻʢʪʽʚ, ʱʦ ʚʭʦʜʷʪʴ ʜʦ ʡʦʛʦ ʩʢʣʘʜʫ, 

ʟʘʚʜʷʢʠ ʮʴʦʤʫ ʧʦʢʨʘʱʫʻʪʴʩʷ ʨʝʟʫʣʴʪʘʪʠʚʥʽʩʪʴ ʨʦʙʦʪʠ ʷʢ ʮʽʣʦʛʦ ʣʘʥʮʶʛʘ ʟʘʛʘʣʦʤ, ʪʘʢ ʽ 

ʢʦʞʥʦʾ ʦʜʠʥʠʮʽ ʟʦʢʨʝʤʘ. 

ɺ. ʂʫʤʘʨ, ʂ.ɸ. ʌʘʥʪʘʟʠ, ʋ. ʂʫʤʘʨ, ʊ.ɸ. ɹʦʡʣ [8] ʚʠʟʥʘʯʘʶʪʴ ʛʥʫʯʢʽʩʪʴ ʣʘʥʮʶʛʘ 

ʧʦʩʪʘʚʦʢ ʷʢ ʤʦʞʣʠʚʽʩʪʴ ʧʨʠʩʪʦʩʦʚʫʚʘʥʥʷ ʧʘʨʪʥʝʨʽʚ ʜʦ ʨʝʩʪʨʫʢʪʫʨʠʟʘʮʽʾ ʩʚʦʾʭ ʙʽʟʥʝʩ-

ʦʧʝʨʘʮʽʡ, ʫʟʛʦʜʞʝʥʥʷ ʚʟʘʻʤʥʦʾ ʧʦʣʽʪʠʢʠ ʪʘ ʩʬʝʨʠ ʚʽʜʧʦʚʽʜʘʣʴʥʦʩʪʽ ʟ ʤʝʪʦʶ ʦʪʨʠʤʘʥʥʷ 

ʤʦʞʣʠʚʦʩʪʽ ʰʚʠʜʢʦʛʦ ʨʝʘʛʫʚʘʥʥʷ ʥʘ ʟʤʽʥʠ ʧʦʪʨʝʙ ʢʣʽʻʥʪʽʚ ʥʘ ʢʦʞʥʦʤʫ ʝʪʘʧʽ ʣʘʥʮʶʛʘ 

ʪʘ ʚʠʨʦʙʥʠʮʪʚʘ ʜʠʬʝʨʝʥʮʽʡʦʚʘʥʠʭ ʧʨʦʜʫʢʪʽʚ ʚ ʢʽʣʴʢʦʩʪʽ, ʷʢʦʩʪʽ ʪʘ ʚʘʨʪʦʩʪʽ, ʷʢʠʭ ʦʯʽʢʫʻ 

ʢʣʽʻʥʪ, ʫʪʨʠʤʫʶʯʠ ʧʨʠ ʪʦʤʫ ʚʠʩʦʢʠʡ ʨʽʚʝʥʴ ʚʠʢʦʥʘʥʥʷ ʟʘʤʦʚʣʝʥʥʷ. ɸʚʪʦʨʠ ʚʠʜʽʣʷʶʪʴ 

ʪʘʢʦʞ ʧôʷʪʴ ʚʠʤʽʨʽʚ ʝʣʘʩʪʠʯʥʦʩʪʽ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ - ʫ ʩʬʝʨʽ ʧʨʦʜʫʢʪʫ, ʜʽʾ, ʧʦʩʪʘʚʢʠ, 

ʥʦʚʦʛʦ ʧʨʦʜʫʢʪʫ ʽ ʨʝʘʢʮʽʾ. 

ɺʠʜʽʣʝʥʥʷ ʥʝʚʠʨʽʰʝʥʠʭ ʨʘʥʽʰʝ ʯʘʩʪʠʥ ʟʘʛʘʣʴʥʦʾ ʧʨʦʙʣʝʤʠ, ʢʦʪʨʠʤ 

ʧʨʠʩʚʷʯʫʻʪʴʩʷ ʩʪʘʪʪʷ. ɺʠʢʣʘʜʝʥʠʡ ʘʥʘʣʽʟ ʩʚʽʪʦʚʦʾ ʧʨʘʢʪʠʢʠ ʪʨʘʥʩʬʦʨʤʘʮʽʾ ʣʘʥʮʶʛʽʚ 

ʧʦʩʪʘʚʦʢ ʫ ʥʘʧʨʷʤʢʫ ʝʣʘʩʪʠʯʥʦʩʪʽ ʚʠʦʢʨʝʤʣʶʻ ʧʨʦʙʣʝʤʫ ʚʽʜʥʦʩʥʦʛʦ ʟʨʦʩʪʘʥʥʷ ʟʘʧʘʩʽʚ, 

ʟʘʚʜʷʢʠ ʷʢʠʤ ʜʦʩʷʛʘʻʪʴʩʷ ʥʝʦʙʭʽʜʥʠʡ ʨʽʚʝʥʴ ʝʣʘʩʪʠʯʥʦʩʪʽ. ʄʦʚʘ ʡʜʝ ʽ ʧʨʦ ʟʘʧʘʩ 

ʚʠʨʦʙʥʠʯʦʾ ʧʦʪʫʞʥʦʩʪʽ, ʽ ʧʨʦ ʟʘʧʘʩ ʤʘʪʝʨʽʘʣʴʥʠʭ ʪʘ ʪʨʫʜʦʚʠʭ ʟʘʩʦʙʽʚ ʚʠʨʦʙʥʠʮʪʚʘ, ʽ 

ʧʨʦ ʟʘʧʘʩ ʛʦʪʦʚʦʾ ʧʨʦʜʫʢʮʽʾ ʚ ʜʠʩʪʨʠʙʫʮʽʡʥʠʭ ʩʠʩʪʝʤʘʭ. ʇʨʠ ʮʴʦʤʫ ʮʝ ʥʝʛʘʪʠʚʥʦ 

ʚʧʣʠʚʘʻ ʥʘ ʚʥʫʪʨʽʰʥʶ ʨʝʥʪʘʙʝʣʴʥʽʩʪʴ ʣʘʥʮʶʛʽʚ ʧʦʩʪʘʚʦʢ. ʊʦʙʪʦ, ʚʠʥʠʢʘʻ ʢʣʘʩʠʯʥʘ 

ʜʠʣʝʤʘ çʝʬʝʢʪʠʚʥʽʩʪʴ ʧʨʦʪʠ ʝʣʘʩʪʠʯʥʦʩʪʽè. ʋʥʠʢʥʫʪʠ ʮʽʻʾ ʜʠʣʝʤʠ ʤʦʞʥʘ ʣʠʰʝ ʰʣʷʭʦʤ 

ʟʘʙʝʟʧʝʯʝʥʥʷ ʚʟʘʻʤʦʫʟʛʦʜʞʝʥʦʩʪʽ ʮʽʣʝʡ ʤʘʨʢʝʪʠʥʛʫ ʽ ʮʽʣʝʡ ʣʦʛʽʩʪʠʢʠ ʥʘ ʩʪʨʘʪʝʛʽʯʥʦʤʫ 

ʨʽʚʥʽ, ʥʘ ʧʽʜʩʪʘʚʽ ʯʦʛʦ ʽ ʤʘʶʪʴ ʬʦʨʤʫʚʘʪʠʩʷ ʚʽʜʧʦʚʽʜʥʽ ʫʧʨʘʚʣʽʥʩʴʢʽ ʨʽʰʝʥʥʷ. ʆʢʨʽʤ 
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ɭ.ɺ. ʂʨʠʢʘʚʩʴʢʠʡ, ʃ.ʗ. ʗʢʠʤʠʰʠʥ. ʂʦʤʧʣʽʤʝʥʪʘʨʥʽʩʪʴ ʩʪʨʘʪʝʛʽʡ ʤʘʨʢʝʪʠʥʛʫ ʪʘ 

ʣʦʛʽʩʪʠʢʠ ʚ ʣʘʥʮʶʛʫ ʧʦʩʪʘʚʦʢ ʪʦʚʘʨʽʚ ʧʦʚʩʷʢʜʝʥʥʦʛʦ ʧʦʧʠʪʫ  
23 

 

ʮʴʦʛʦ ʧʽʜ ʯʘʩ ʨʦʟʨʦʙʣʝʥʥʷ ʢʦʨʧʦʨʘʪʠʚʥʦʾ ʩʪʨʘʪʝʛʽʾ ʧʦʩʪʘʻ ʥʝʦʙʭʽʜʥʽʩʪʴ ʚ ʽʥʪʝʛʨʦʚʘʥʦʤʫ 

ʚʠʢʦʨʠʩʪʘʥʥʽ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʽ ʣʦʛʽʩʪʠʯʥʠʭ ʧʦʪʝʥʮʽʘʣʽʚ ʪʘ ʥʘʚʠʯʦʢ ʷʢ ʟʘʧʦʨʫʢʠ 

ʜʦʩʷʛʥʝʥʥʷ ʣʦʛʽʩʪʠʯʥʠʭ ʪʘ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʮʽʣʝʡ ʫ ʤʘʩʰʪʘʙʘʭ ʟʘʛʘʣʴʥʠʭ ʢʦʨʧʦʨʘʪʠʚʥʠʭ 

ʮʽʣʝʡ ʢʦʤʧʘʥʽʾ ʚ ʣʘʥʮʶʛʫ ʧʦʩʪʘʚʦʢ ʊʇʇ. 

ʌʦʨʤʫʣʶʚʘʥʥʷ ʤʝʪʠ ʩʪʘʪʪʽ (ʧʦʩʪʘʥʦʚʢʘ ʟʘʚʜʘʥʥʷ). ʆʙˇʨʫʥʪʫʚʘʪʠ ʥʘʧʨʷʤʠ ʪʘ 

ʫʤʦʚʠ ʜʦʩʷʛʥʝʥʥʷ ʢʦʤʧʣʝʤʝʥʪʘʨʥʦʩʪʽ ʩʪʨʘʪʝʛʽʾ ʤʘʨʢʝʪʠʥʛʫ ʽ ʣʦʛʽʩʪʠʢʠ ʚ ʣʘʥʮʶʛʘʭ 

ʧʦʩʪʘʚʦʢ. 

ɺʠʢʣʘʜʝʥʥʷ ʦʩʥʦʚʥʦʛʦ ʤʘʪʝʨʽʘʣʫ ʜʦʩʣʽʜʞʝʥʥʷ ʟ ʧʦʚʥʠʤ ʦʙˇʨʫʥʪʫʚʘʥʥʷʤ 

ʦʪʨʠʤʘʥʠʭ ʥʘʫʢʦʚʠʭ ʨʝʟʫʣʴʪʘʪʽʚ. ɼʝʷʢʽ ʘʚʪʦʨʠ ʧʨʦʧʦʥʫʶʪʴ ʜʚʘ ʧʦʛʣʷʜʠ ʥʘ ʪʘʢʫ 

ʽʥʪʝʛʨʘʮʽʶ. ɿʛʽʜʥʦ ʟ ʧʝʨʰʠʤ çʤʘʨʢʝʪʠʥʛʦ-ʣʦʛʽʩʪʠʯʥʠʤè ʧʦʛʣʷʜʦʤ, ʘʢʮʝʥʪ ʨʦʙʠʪʴʩʷ ʥʘ 

ʧʨʽʦʨʠʪʝʪʥʦʩʪʽ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʩʪʨʘʪʝʛʽʾ, ʚ ʷʢʽʡ ʣʦʛʽʩʪʠʢʘ ʟʘʡʤʘʻ ʮʝʥʪʨʘʣʴʥʝ ʤʽʩʮʝ ʩʝʨʝʜ 

ʽʥʰʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʤʝʭʘʥʽʟʤʽʚ ʪʘ ʩʣʫʞʠʪʴ ʽʥʩʪʨʫʤʝʥʪʦʤ ʜʦʩʷʛʥʝʥʥʷ ʥʘʡʚʠʱʦʛʦ ʨʽʚʥʷ 

ʷʢʦʩʪʽ ʟʘʜʦʚʦʣʝʥʥʷ ʢʣʽʻʥʪʽʚ ʪʘ ʚʠʢʦʥʘʥʥʷ ʪʦʨʛʦʚʝʣʴʥʠʭ ʢʦʥʪʘʢʪʽʚ [9, 10] (ʨʠʩ. 1). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ʈʠʩʫʥʦʢ 1ï ʄʘʨʢʝʪʠʥʛʦʚʦ-ʣʦʛʽʩʪʠʯʥʝ ʫʧʨʘʚʣʽʥʥʷ ʚ ʩʠʩʪʝʤʽ ʤʘʨʢʝʪʠʥʛʫ ʽ ʣʦʛʽʩʪʠʢʠ 

(ʟʘʛʘʣʴʥʠʡ ʧʽʜʭʽʜ) 

ɼʞʝʨʝʣʦ: ʥʘʚʝʜʝʥʦ ʥʘ ʦʩʥʦʚʽ [10] 

 

ɿʘ ʪʘʢʠʤ ʧʽʜʭʦʜʦʤ ʧʦʻʜʥʘʥʥʷ ʣʦʛʽʩʪʠʯʥʠʭ ʽʥʩʪʨʫʤʝʥʪʽʚ ʟ ʤʘʨʢʝʪʠʥʛʦʚʦʶ 

ʢʦʥʮʝʧʮʽʻʶ ʚʧʣʠʚʫ ʥʘ ʨʠʥʦʢ ʤʦʞʝ ʩʪʘʪʠ ʚʽʜʧʨʘʚʥʦʶ ʪʦʯʢʦʶ ʜʣʷ ʬʦʨʤʫʚʘʥʥʷ 

ʧʨʦʧʦʟʠʮʽʡ ʱʦʜʦ ʢʨʘʱʦʛʦ, ʚʜʦʩʢʦʥʘʣʝʥʦʛʦ ʧʨʦʜʫʢʪʫ ʰʣʷʭʦʤ ʜʦʜʘʚʘʥʥʷ ʥʦʚʠʭ 

ʮʽʥʥʦʩʪʝʡ ʜʣʷ ʢʣʽʻʥʪʽʚ. ʎʽ ʧʨʦʧʦʟʠʮʽʾ ʤʦʞʫʪʴ ʙʫʪʠ, ʥʘʧʨʠʢʣʘʜ, ʱʦʜʦ ʧʣʘʥʫʚʘʥʥʷ ʪʘ 

ʚʧʨʦʚʘʜʞʝʥʥʷ ʣʦʛʽʩʪʠʯʥʠʭ ʩʠʩʪʝʤ, ʧʽʜʪʨʠʤʘʥʥʷ ʧʦʩʪʽʡʥʦʛʦ ʚʥʫʪʨʽʰʥʴʦʛʦ ʪʨʘʥʩʧʦʨʪʫ 

ʘʙʦ ʧʽʩʣʷʧʨʦʜʘʞʥʦʛʦ ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ ʪʦʱʦ [9]. ɿ ʧʦʛʣʷʜʫ ʫʧʨʘʚʣʽʥʥʷ ʣʘʥʮʶʛʘʤʠ 

ʧʦʩʪʘʚʦʢ, ʽʥʪʝʛʨʘʮʽʷ ʤʘʨʢʝʪʠʥʛʫ ʪʘ ʣʦʛʽʩʪʠʢʠ ʟʘ ʪʘʢʠʤ ʧʽʜʭʦʜʦʤ ʥʘʮʽʣʝʥʘ ʥʘ 

ʟʘʙʝʟʧʝʯʝʥʥʷ ʚʩʝʙʽʯʥʦʛʦ ʢʦʥʪʨʦʣʶ ʥʘʜ ʧʨʦʜʫʢʪʘʤʠ ʪʘ ʧʦʩʣʫʛʘʤʠ ʯʝʨʝʟ ʨʦʟʧʦʜʽʣʴʥʽ 

ʢʘʥʘʣʠ. 

ɯʥʰʠʡ ʧʦʛʣʷʜ ʫʥʘʦʯʥʶʻ çʣʦʛʽʩʪʠʯʥʦ-ʤʘʨʢʝʪʠʥʛʦʚʝ ʫʧʨʘʚʣʽʥʥʷè, ʟʘ ʷʢʠʤ 

ʣʦʛʽʩʪʠʢʘ ʨʦʟʛʣʷʜʘʻʪʴʩʷ ʷʢ ʢʦʥʮʝʧʮʽʷ ʫʧʨʘʚʣʽʥʥʷ, ʦʨʽʻʥʪʦʚʘʥʘ ʥʘ ʧʦʪʦʢʠ, ʘ ʤʘʨʢʝʪʠʥʛ 

ʷʢ ʢʦʥʮʝʧʮʽʷ, ʦʨʽʻʥʪʦʚʘʥʘ ʥʘ ʫʧʨʘʚʣʽʥʥʷ ʢʦʤʧʘʥʽʻʶ. ʆʙʠʜʚʽ ʢʦʥʮʝʧʮʽʾ ʫʧʨʘʚʣʽʥʥʷ 

ʚʠʟʥʘʯʘʶʪʴ ʟʘʛʘʣʴʥʫ ʩʪʨʘʪʝʛʽʶ ʜʽʾ ʢʦʤʧʘʥʽʾ ʥʘ ʨʠʥʢʫ ʧʦʩʪʘʯʘʥʥʷ ʪʘ ʨʦʟʧʦʜʽʣʫ [9]. ɺ 

ʪʘʢʦʤʫ ʘʩʧʝʢʪʽ, ʟ ʦʜʥʦʛʦ ʙʦʢʫ, ʟʘʜʦʚʦʣʝʥʥʷ ʢʣʽʻʥʪʽʚ ʜʦʩʷʛʘʻʪʴʩʷ ʩʢʦʦʨʜʠʥʦʚʘʥʠʤʠ 

ʤʘʨʢʝʪʠʥʛʦʚʠʤʠ ʟʘʭʦʜʘʤʠ ʱʦʜʦ ʧʨʦʜʫʢʪʫ, ʮʽʥʠ, ʧʨʦʩʫʚʘʥʥʷ ʪʘ ʨʦʟʧʦʜʽʣʫ, ʧʨʦʧʦʥʫʶʯʠ 

ʟʘʤʦʚʥʠʢʫ ʣʦʛʽʩʪʠʯʥʠʡ ʯʘʩ ʽ ʤʽʩʮʝ ʢʦʨʠʩʥʦʩʪʽ. ɿ ʽʥʰʦʛʦ ʙʦʢʫ, ʜʦʩʷʛʥʝʥʥʷ ʢʦʤʧʘʥʽʻʶ 

ʄʘʨʢʝʪʠʥʛ 

ʇʨʦʜʫʢʪ ʎʽʥʘ ʇʨʦʩʫʚʘʥʥʷ ʄʝʪʦʜʠ 

ʧʨʦʜʘʞʫ ʽ 

ʧʦʩʪʘʚʢʠ 

ʃʦʛʽʩʪʠʢʘ 

ʃʦʛʽʩʪʠʢʘ ʫ 

ʚʠʨʦʙʥʠʮʪʚʽ 
  ʃʦʛʽʩʪʠʢʘ ʫ 

ʜʠʩʪʨʠʙʫʮʽʾ 

ʃʦʛʽʩʪʠʢʘ 

ʫ 

ʧʦʩʪʘʚʢʘʭ 

ʄʘʨʢʝʪʠʥʛʦʚʦ-

ʣʦʛʽʩʪʠʯʥʝ ʫʧʨʘʚʣʽʥʥʷ 
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ʧʨʠʡʥʷʪʥʦʛʦ ʨʽʚʥʷ ʧʨʠʙʫʪʢʫ ʧʨʦʪʷʛʦʤ ʪʨʠʚʘʣʦʛʦ ʯʘʩʫ ʚʠʟʥʘʯʘʻʪʴʩʷ ʩʢʦʨʦʯʝʥʥʷʤ 

ʟʘʛʘʣʴʥʠʭ ʣʦʛʽʩʪʠʯʥʠʭ ʚʠʪʨʘʪ. ɽʬʝʢʪʦʤ ʩʪʨʘʪʝʛʽʯʥʦʾ ʣʦʛʽʩʪʠʯʥʦʾ ʜʽʷʣʴʥʦʩʪʽ ʚ ʪʘʢʦʤʫ 

ʨʘʟʽ ʚʠʩʪʫʧʘʻ ʛʨʫʧʘ ʮʽʥʥʦʩʪʝʡ ʪʘ ʧʝʨʝʚʘʛ, ʷʢʽ ʦʪʨʠʤʫʻ ʟʘʤʦʚʥʠʢ, ʷʢʫ ʤʦʞʥʘ ʦʧʠʩʘʪʠ ʷʢ 

ç7Pè: ʚʽʜʧʦʚʽʜʥʠʡ ʪʦʚʘʨ, ʟ ʚʽʜʧʦʚʽʜʥʦʶ ʽʥʬʦʨʤʘʮʽʻʶ, ʚʽʜʧʦʚʽʜʥʦʾ ʢʽʣʴʢʦʩʪʽ, ʚʽʜʧʦʚʽʜʥʦʾ 

ʷʢʦʩʪʽ, ʫ ʚʽʜʧʦʚʽʜʥʠʡ ʯʘʩ, ʚʽʜʧʦʚʽʜʥʝ ʤʽʩʮʝ ʽʟ ʚʽʜʧʦʚʽʜʥʦʶ ʚʘʨʪʽʩʪʶ ʟʘʤʦʚʣʝʥʥʷ [9]. 

ɺ ʪʦʡ ʯʘʩ, ʷʢ ʟʘ ʧʝʨʰʠʤ ʧʽʜʭʦʜʦʤ ʩʬʝʨʘ ʽʥʪʝʛʨʦʚʘʥʦʾ ʜʽʾ ʤʘʨʢʝʪʠʥʛʫ ʽ ʣʦʛʽʩʪʠʢʠ ʻ 

ʜʦʚʦʣʽ ʚʫʟʴʢʦʶ, ʩʪʨʘʪʝʛʽʯʥʠʡ ʚʠʤʽʨ ʣʦʛʽʩʪʠʯʥʦ-ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʧʽʜʭʦʜʫ, ʟʘ ʷʢʦʛʦ 

ʣʦʛʽʩʪʠʢʘ ʪʘ ʤʘʨʢʝʪʠʥʛ ʚʠʟʥʘʯʘʶʪʴʩʷ ʷʢ ʦʩʥʦʚʥʽ ʦʨʽʻʥʪʠʨʠ (ʢʨʠʪʝʨʽʾ) ʫʧʨʘʚʣʽʥʥʷ ʚ 

ʢʦʤʧʘʥʽʾ ʪʘ ʽʥʪʝʨʧʨʝʪʫʶʪʴʩʷ ʚ ʨʝʘʣʴʥʦʤʫ ʟʥʘʯʝʥʥʽ ʷʢ ʟʥʘʯʥʽ (ʝʢʚʽʚʘʣʝʥʪʥʽ) ʩʬʝʨʠ 

ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʪʘ ʽʥʪʝʛʨʦʚʘʥʠʭ ʧʨʦʮʝʩʽʚ ʚ ʢʦʤʧʘʥʽʾ, ʥʘ ʥʘʰ ʧʦʛʣʷʜ, ʟʘʩʣʫʛʦʚʫʻ 

ʜʝʪʘʣʴʥʽʰʦʛʦ ʨʦʟʛʣʷʜʫ, ʦʩʦʙʣʠʚʦ, ʟ ʪʦʯʢʠ ʟʦʨʫ ʜʝʪʝʨʤʽʥʘʥʪ ʣʘʥʮʶʛʽʚ ʧʦʩʪʘʚʦʢ ʊʇʇ. 

ɿʦʢʨʝʤʘ, ʨʝʟʫʣʴʪʘʪʠ ʝʤʧʽʨʠʯʥʠʭ ʜʦʩʣʽʜʞʝʥʴ [11], ʧʨʦʚʝʜʝʥʽ ʥʘ ʦʩʥʦʚʽ 

ʦʧʠʪʫʚʘʥʥʷ ʙʽʣʴʰ ʥʽʞ 450 ʥʦʚʠʭ ʬʽʨʤ ʅʦʚʦʾ ɿʝʣʘʥʜʽʾ, ʟʘʩʚʽʜʯʫʶʪʴ, ʱʦ ʩʪʨʘʪʝʛʽʯʥʝ 

ʫʧʨʘʚʣʽʥʥʷ ʥʘ ʨʽʚʥʽ ʪʦʧ-ʤʝʥʝʜʞʤʝʥʪʫ, ʟʘʩʥʦʚʘʥʝ ʥʘ ʚʟʘʻʤʦʫʟʛʦʜʞʝʥʥʽ ʮʽʣʝʡ ʤʽʞ 

ʬʫʥʢʮʽʦʥʘʣʴʥʠʤʠ ʙʽʟʥʝʩ-ʩʬʝʨʘʤʠ, ʻ ʦʜʥʠʤ ʟ ʥʘʡʚʘʞʣʠʚʽʰʠʭ ʬʘʢʪʦʨʽʚ, ʱʦ ʚʧʣʠʚʘʻ ʥʘ 

ʧʽʜʚʠʱʝʥʥʷ ʨʽʚʥʷ ʽʥʪʝʛʨʘʮʽʾ ʤʘʨʢʝʪʠʥʛʫ ʪʘ ʣʦʛʽʩʪʠʢʠ. ɺʠʩʥʦʚʢʠ ʪʘʢʦʞ ʚʢʘʟʫʶʪʴ ʥʘ 

ʚʘʞʣʠʚʽʩʪʴ ʥʘʚʯʘʥʥʷ ʪʘ ʢʦʦʧʝʨʘʮʽʾ ʤʽʞ ʤʘʨʢʝʪʠʥʛʦʚʠʤʠ ʪʘ ʣʦʛʽʩʪʠʯʥʠʤʠ ʧʨʘʮʽʚʥʠʢʘʤʠ 

ʥʘ ʨʽʚʥʽ ʩʝʨʝʜʥʴʦʛʦ ʤʝʥʝʜʞʤʝʥʪʫ. ʊʘʢ, ʨʝʟʫʣʴʪʘʪʠ ʜʦʩʣʽʜʞʝʥʥʷ [12], ʱʦ ʙʘʟʫʻʪʴʩʷ ʥʘ 

ʨʷʜʽ ʧʦʛʣʠʙʣʝʥʠʭ ʽʥʪʝʨʚ'ʶ ʟ ʧʨʝʜʩʪʘʚʥʠʢʘʤʠ ʙʽʟʥʝʩʫ, ʟʘʩʚʽʜʯʫʶʪʴ, ʱʦ ʚʽʜʩʫʪʥʽʩʪʴ 

ʝʬʝʢʪʠʚʥʠʭ ʢʦʤʫʥʽʢʘʮʽʡ ʤʽʞ ʧʨʘʮʽʚʥʠʢʘʤʠ ʧʦʨʫʯ ʽʟ ʢʦʥʬʣʽʢʪʘʤʠ ʮʽʣʝʡ ʟʘ ʥʝʯʽʪʢʦʛʦ 

ʫʩʚʽʜʦʤʣʝʥʥʷ ʬʫʥʢʮʽʡ ʢʦʞʥʦʶ ʩʪʦʨʦʥʦʶ ʻ ʩʝʨʡʦʟʥʠʤ ʙʘʨôʻʨʦʤ ʜʣʷ ʽʥʪʝʛʨʘʮʽʾ, ʘ ʦʪʞʝ ʽ 

ʦʪʨʠʤʘʥʥʷ ʧʦʟʠʪʠʚʥʠʭ ʨʝʟʫʣʴʪʘʪʽʚ ʚʽʜ ʨʦʟʨʦʙʣʝʥʦʾ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʩʪʨʘʪʝʛʽʾ. 

ʇʨʠʢʣʘʜʦʤ ʫʩʧʽʰʥʦʾ ʽʥʪʝʛʨʘʮʽʾ ʤʘʨʢʝʪʠʥʛʫ ʽ ʣʦʛʽʩʪʠʢʠ ʫ ʩʬʝʨʽ ʧʨʦʜʘʞʫ ʪʦʚʘʨʽʚ 

ʧʦʚʩʷʢʜʝʥʥʦʛʦ ʧʦʧʠʪʫ ʻ ʽʥʥʦʚʘʮʽʡʥʝ ʨʽʰʝʥʥʷ ʚʩʝʩʚʽʪʥʴʦ ʚʽʜʦʤʦʛʦ ʨʽʪʝʡʣʝʨʘ TESCO 

[13]. Tesco ʻ ʦʜʥʽʻʶ ʟ ʥʘʡʙʽʣʴʰʠʭ ʚ ʩʚʽʪʽ ʨʦʟʜʨʽʙʥʠʭ ʢʦʤʧʘʥʽʡ, ʷʢʘ ʧʨʘʮʶʻ ʥʘ 12 ʨʠʥʢʘʭ 

ʽ ʤʘʻ ʧʦʥʘʜ 500000 ʩʧʽʚʨʦʙʽʪʥʠʢʽʚ. ʅʘʤʘʛʘʶʯʠʩʴ ʨʦʟʰʠʨʠʪʠ ʜʽʷʣʴʥʽʩʪʴ, ʫ 1999 ʨʦʮʽ 

ʢʦʤʧʘʥʽʷ Tesco ʚʠʨʽʰʠʣʘ ʚʠʡʪʠ ʥʘ ʨʠʥʦʢ ʇʽʚʜʝʥʥʦʾ ʂʦʨʝʾ. ɿ ʪʠʭ ʧʽʨ ʢʦʤʧʘʥʽʷ ʩʪʘʣʘ 

ʜʨʫʛʠʤ ʟʘ ʚʝʣʠʯʠʥʦʶ ʨʠʪʝʡʣʝʨʦʤ ʥʘ ʨʠʥʢʫ. ʏʝʨʝʟ ʩʧʝʮʠʬʽʯʥʽ ʨʠʥʢʦʚʽ ʫʤʦʚʠ ʥʘʟʚʫ 

Tesco ʙʫʣʦ ʟʤʽʥʝʥʦ ʥʘ çHome plusè. ɼʣʷ ʪʦʛʦ, ʱʦʙ ʜʦʩʷʛʪʠ ʧʦʜʘʣʴʰʦʛʦ ʟʨʦʩʪʘʥʥʷ ʪʘ 

ʩʪʘʪʠ ʣʽʜʝʨʦʤ ʨʠʥʢʫ, ʢʝʨʽʚʥʠʮʪʚʦ ʢʦʤʧʘʥʽʾ Tesco ʥʘʤʽʪʠʣʦ ʤʝʪʫ ʟʥʘʡʪʠ ʽʥʥʦʚʘʮʽʡʥʝ 

ʨʽʰʝʥʥʷ, ʷʢʝ ʙ ʟʙʽʣʴʰʠʣʦ ʧʨʦʜʘʞ ʙʝʟ ʚʽʜʢʨʠʪʪʷ ʥʦʚʠʭ ʤʘʛʘʟʠʥʽʚ. ʇʽʩʣʷ ʧʨʦʚʝʜʝʥʦʛʦ 

ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ ʟʽʙʨʘʥʘ ʽʥʬʦʨʤʘʮʽʷ ʪʘ ʨʝʟʫʣʴʪʘʪʠ ʙʫʣʠ ʥʘʩʪʫʧʥʠʤʠ. 

ʂʦʨʝʡʮʽ ʻ ʦʜʥʽʻʶ ʽʟ ʥʘʮʽʡ, ʷʢʽ ʧʨʦʚʦʜʷʪʴ ʥʘ ʨʦʙʦʪʽ ʥʘʡʙʽʣʴʰʝ ʯʘʩʫ, ʥʝ ʤʘʶʯʠ ʯʘʩʫ ʥʘ 

ʰʦʧʽʥʛ. ʆʪʞʝ, ʧʨʦʙʣʝʤʠ ʧʦʣʷʛʘʣʠ ʫ ʚʽʜʩʫʪʥʦʩʪʽ ʯʘʩʫ ʜʣʷ ʧʦʢʫʧʦʢ ʽ ʧʦʛʘʥʦʤʫ ʩʪʘʚʣʝʥʥʽ 

ʩʧʦʞʠʚʘʯʽʚ ʜʦ ʧʨʦʮʝʩʫ ʧʦʢʫʧʢʠ. ɯʥʥʦʚʘʮʽʡʥʠʤ ʨʽʰʝʥʥʷʤ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʢʦʤʘʥʜʠ ʙʫʣʦ 

ʥʘʩʪʫʧʥʝ: ʷʢʱʦ ʢʣʽʻʥʪʠ ʥʝ ʭʦʯʫʪʴ ʡʪʠ ʚ ʤʘʛʘʟʠʥ, ʪʦ ʤʘʛʘʟʠʥʠ ʧʦʚʠʥʥʽ ʙʫʪʠ ʧʨʠʚʝʜʝʥʽ 

ʜʦ ʥʠʭ. ʎʝ ʧʦʣʝʛʰʠʪʴ ʧʨʦʮʝʩ ʢʫʧʽʚʣʽ, ʘ ʢʣʽʻʥʪʠ ʩʪʘʥʫʪʴ ʙʽʣʴʰ ʱʘʩʣʠʚʠʤʠ ʪʘ 

ʣʦʷʣʴʥʠʤʠ. ʑʦʙ ʜʦʩʷʛʪʠ ʤʝʪʠ, ʤʘʨʢʝʪʦʣʦʛʠ ʟʘʧʨʦʧʦʥʫʚʘʣʠ ʚʽʨʪʫʘʣʴʥʽ ʤʘʛʘʟʠʥʠ. 

ʉʧʦʯʘʪʢʫ ʚʦʥʠ ʙʫʣʠ ʨʦʟʤʽʱʝʥʽ ʥʘ ʩʪʘʥʮʽʷʭ ʤʝʪʨʦ, ʘ ʧʽʟʥʽʰʝ ʚ ʜʝʷʢʠʭ ʽʥʰʠʭ ʤʽʩʮʷʭ, ʜʝ 

ʧʝʨʝʙʫʚʘʣʦ ʙʘʛʘʪʦ ʣʶʜʝʡ ʚʧʨʦʜʦʚʞ ʨʦʙʦʯʦʛʦ ʜʥʷ. ʅʘ ʩʪʽʥʘʭ ʤʝʪʨʦ ʙʫʣʠ ʨʦʟʤʽʱʝʥʽ 

ʷʩʢʨʘʚʽ ʢʘʨʪʠʥʢʠ, ʱʦ ʧʨʝʜʩʪʘʚʣʷʣʠ ʧʦʣʠʯʢʠ ʟ ʧʨʦʜʫʢʪʘʤʠ ʽ ʙʫʣʠ ʤʘʡʞʝ ʪʦʯʥʦʶ 

ʽʤʽʪʘʮʽʻʶ ʤʝʨʯʘʥʜʘʡʟʠʥʛʫ ʨʝʘʣʴʥʦʛʦ ʤʘʛʘʟʠʥʫ. ʈʽʟʥʠʮʷ ʣʠʰʝ ʚ ʪʦʤʫ, ʱʦ ʥʘʩʧʨʘʚʜʽ 

ʧʨʦʜʫʢʪʽʚ ʥʝ ʙʫʣʦ. ʇʽʜ ʬʦʪʦʛʨʘʬʽʻʶ ʢʦʞʥʦʛʦ ʧʨʦʜʫʢʪʫ ʙʫʚ ʥʘʜʨʫʢʦʚʘʥʠʡ QR-ʢʦʜ, ʟʘ 

ʜʦʧʦʤʦʛʦʶ ʷʢʦʛʦ ʤʦʞʥʘ ʙʫʣʦ ʟʜʽʡʩʥʠʪʠ ʧʦʢʫʧʢʫ ʯʝʨʝʟ ʤʝʨʝʞʫ ɯʥʪʝʨʥʝʪ. ɼʣʷ ʪʦʛʦ, ʱʦʙ 

ʢʦʨʠʩʪʫʚʘʪʠʩʷ QR-ʢʦʜʦʤ, ʢʣʽʻʥʪʘʤ ʧʦʪʨʽʙʥʦ ʙʫʣʦ ʣʠʰʝ ʟʽʩʢʘʥʫʚʘʪʠ ʡʦʛʦ ʟʽ ʩʪʽʥʠ ʟʘ 

ʜʦʧʦʤʦʛʦʶ ʩʤʘʨʪʬʦʥʽʚ, ʧʽʩʣʷ ʯʦʛʦ ʟʨʦʙʠʪʠ ʟʘʤʦʚʣʝʥʥʷ ʯʝʨʝʟ ʤʝʨʝʞʫ ɯʥʪʝʨʥʝʪ. ʉʚʦʻʶ 

ʯʝʨʛʦʶ, ʣʦʛʽʩʪʠ ʢʦʤʧʘʥʽʾ ʚʽʜʧʦʚʽʜʘʣʠ ʟʘ ʩʚʦʻʯʘʩʥʫ ʪʘ ʙʝʟʧʝʨʝʙʽʡʥʫ ʜʦʩʪʘʚʢʫ ʧʨʦʜʫʢʮʽʾ ʫ 

ʚʩʪʘʥʦʚʣʝʥʽ ʩʧʦʞʠʚʘʯʘʤʠ ʩʪʨʦʢʠ ʪʘ ʤʽʩʮʝ. 

ʈʝʟʫʣʴʪʘʪʠ ʽʥʥʦʚʘʮʽʡʥʦʛʦ ʧʽʜʭʦʜʫ ʙʫʣʠ ʥʘʩʪʫʧʥʠʤʠ. ʂʣʽʻʥʪʠ ʤʦʛʣʠ ʢʫʧʫʚʘʪʠ 
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ɭ.ɺ. ʂʨʠʢʘʚʩʴʢʠʡ, ʃ.ʗ. ʗʢʠʤʠʰʠʥ. ʂʦʤʧʣʽʤʝʥʪʘʨʥʽʩʪʴ ʩʪʨʘʪʝʛʽʡ ʤʘʨʢʝʪʠʥʛʫ ʪʘ 

ʣʦʛʽʩʪʠʢʠ ʚ ʣʘʥʮʶʛʫ ʧʦʩʪʘʚʦʢ ʪʦʚʘʨʽʚ ʧʦʚʩʷʢʜʝʥʥʦʛʦ ʧʦʧʠʪʫ  
25 

 

ʧʨʦʜʫʢʪʠ ʱʦʨʘʟʫ, ʢʦʣʠ ʚʦʥʠ ʟʘʭʦʪʽʣʠ, ʽ ʚ ʦʩʥʦʚʥʦʤʫ ʟ ʙʫʜʴ-ʷʢʦʛʦ ʤʽʩʮʷ ʙʝʟ 

ʥʝʦʙʭʽʜʥʦʩʪʽ ʡʪʠ ʚ ʨʝʘʣʴʥʠʡ ʤʘʛʘʟʠʥ. ɽʬʝʢʪʠʚʥʽʩʪʴ ʟʘʢʫʧʽʚʝʣʴ ʙʫʣʘ ʟʙʽʣʴʰʝʥʘ ʜʣʷ 

ʢʣʽʻʥʪʽʚ, ʦʩʢʽʣʴʢʠ ʚʦʥʠ ʤʘʣʠ ʙʽʣʴʰʝ ʚʽʣʴʥʦʛʦ ʯʘʩʫ, ʱʦʙ ʚʠʪʨʘʯʘʪʠ ʡʦʛʦ ʥʘ ʩʚʦʾ ʩʽʤôʾ  ʘʙʦ 

ʥʘ ʫʣʶʙʣʝʥʽ ʟʘʥʷʪʪʷ ʧʽʩʣʷ ʨʦʙʦʯʦʛʦ ʜʥʷ. ʋʩʧʽʭ, ʜʦʩʷʛʥʫʪʠʡ ʚ ʨʝʟʫʣʴʪʘʪʽ ʩʠʥʝʨʛʝʪʠʯʥʦʾ 

ʢʦʤʙʽʥʘʮʽʾ ʤʘʨʢʝʪʠʥʛʫ ʪʘ ʣʦʛʽʩʪʠʢʠ, ʟʘ ʦʜʠʥ ʨʽʢ ʧʨʠʥʽʩ 130% ʟʨʦʩʪʘʥʥʷ ʧʨʦʜʘʞ ʚ 

ʨʝʞʠʤʽ ʦʥ-ʣʘʡʥ, ʘ çHome plusè ʩʪʘʣʘ ʚʽʨʪʫʘʣʴʥʠʤ ʝʣʝʢʪʨʦʥʥʠʤ ʨʠʥʢʦʤ ʥʦʤʝʨ ʦʜʠʥ. 

ʆʪʞʝ, ʜʣʷ ʜʦʩʷʛʥʝʥʥʷ ʽʥʪʝʛʨʘʮʽʾ ʮʽʣʝʡ ʤʘʨʢʝʪʠʥʛʫ ʽ ʣʦʛʽʩʪʠʢʠ ʯʝʨʝʟ ʤʝʭʘʥʽʟʤ 

ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʫʧʨʘʚʣʽʥʥʷ ʚʘʞʣʠʚʦ ʟʘʙʝʟʧʝʯʠʪʠ ʰʠʨʦʢʠʡ ʧʦʛʣʷʜ ʥʘ 

ʧʨʦʙʣʝʤʠ, ʧʦʚô̫ ʟʘʥʽ ʟ ʬʫʥʢʮʽʦʥʫʚʘʥʥʷʤ ʢʦʤʧʘʥʽʡ ʚʩʝʨʝʜʠʥʽ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ, ʱʦ 

ʥʝʤʦʞʣʠʚʦ ʙʝʟ ʽʥʪʝʛʨʘʮʽʾ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʪʘ ʣʦʛʽʩʪʠʯʥʦʾ ʽʥʬʦʨʤʘʮʽʾ, ʦʪʨʠʤʘʥʦʾ ʽʟ 

ʚʥʫʪʨʽʰʥʽʭ ʪʘ ʟʦʚʥʽʰʥʽʭ ʜʞʝʨʝʣ, ʷʢ ʚʽʜʧʨʘʚʥʦʾ ʪʦʯʢʠ ʧʨʠʡʥʷʪʪʷ ʧʦʜʘʣʴʰʠʭ 

ʩʪʨʘʪʝʛʽʯʥʠʭ, ʯʠ ʪʦ ʦʧʝʨʘʮʽʡʥʠʭ ʨʽʰʝʥʴ. 

ɺ ʮʴʦʤʫ ʘʩʧʝʢʪʽ ʘʢʪʫʘʣʴʥʦʶ ʻ ʘʜʘʧʪʘʮʽʷ ʚʽʜʦʤʦʾ ʢʦʤʧʣʝʢʩʥʦʾ ʩʠʩʪʝʤʠ 

ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʫʧʨʘʚʣʽʥʥʷ ʧʽʜʧʨʠʻʤʩʪʚʦʤ, ʱʦ ʦʭʦʧʣʶʻ: ʩʠʩʪʝʤʫ ʘʫʜʠʪʫ 

ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʫʧʨʘʚʣʽʥʥʷ; ʩʠʩʪʝʤʫ ʬʦʨʤʫʚʘʥʥʷ ʧʦʨʪʬʝʣʷ ʩʪʨʘʪʝʛʽʡ 

ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʫʧʨʘʚʣʽʥʥʷ; ʩʠʩʪʝʤʫ ʩʪʨʘʪʝʛʽʯʥʠʭ ʟʤʽʥ ʫ ʤʘʨʢʝʪʠʥʛʦʚʦʤʫ ʫʧʨʘʚʣʽʥʥʽ 

ʧʽʜʧʨʠʻʤʩʪʚʦʤ ʜʦ ʧʨʦʮʝʩʫ ʨʝʘʣʽʟʘʮʽʾ ʢʣʶʯʦʚʠʭ ʙʽʟʥʝʩ-ʧʨʦʮʝʩʽʚ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ, 

ʟʦʢʨʝʤʘ ʪʦʚʘʨʽʚ ʧʦʚʩʷʢʜʝʥʥʦʛʦ ʧʦʧʠʪʫ. 

ʊʘʢʠʤ ʯʠʥʦʤ, ʟ ʫʨʘʭʫʚʘʥʥʷʤ ʚʠʢʣʘʜʝʥʠʭ ʚʠʱʝ ʘʩʧʝʢʪʽʚ ʩʧʨʦʙʫʻʤʦ ʚʽʟʫʘʣʽʟʫʚʘʪʠ 

ʚʧʣʠʚ ʝʣʝʤʝʥʪʽʚ ʢʦʤʧʣʝʢʩʥʦʾ ʩʠʩʪʝʤʠ ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʫʧʨʘʚʣʽʥʥʷ 

ʧʽʜʧʨʠʻʤʩʪʚʦʤ ʥʘ ʣʦʛʽʩʪʠʯʥʫ ʢʦʤʧʣʝʤʝʥʪʘʨʥʽʩʪʴ  ʢʣʶʯʦʚʠʭ ʙʽʟʥʝʩ-ʧʨʦʮʝʩʽʚ (ʨʠʩ. 2). 

ʊʘʢ, ʨʝʟʫʣʴʪʘʪʘʤʠ ʜʽʾ ʩʠʩʪʝʤʠ ʘʫʜʠʪʫ ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʫʧʨʘʚʣʽʥʥʷ 

ʚʜ̔ʥʦʩʥʦ ʣʦʛʽʩʪʠʯʥʦ ʢʦʤʧʣʝʤʝʥʪʘʨʥʠʭ ʙʽʟʥʝʩ-ʧʨʦʮʝʩʽʚ ʻ, ʥʘʩʘʤʧʝʨʝʜ: ʚʠʷʚʣʝʥʥʷ  

ʩʪʨʘʪʝʛʽʯʥʠʭ  ʧʨʽʦʨʠʪʝʪʽʚ ʪʘ ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʧʦʪʝʥʮʽʘʣʫ ʮʽʻʾ ʩʪʨʫʢʪʫʨʠ ʟʘʛʘʣʦʤ ʪʘ 

ʢʦʞʥʦʛʦ ʢʣʶʯʦʚʦʛʦ ʬʘʢʪʦʨʘ ʾʾ ʨʦʟʚʠʪʢʫ ʟʦʢʨʝʤʘ (ʥʘʧʨʠʢʣʘʜ, ʦʮʽʥʢʘ ʜʦʮʽʣʴʥʦʩʪʽ 

ʟʘʩʪʦʩʫʚʘʥʥʷ ʪʘʢʠʭ ʽʥʩʪʨʫʤʝʥʪʽʚ, ʷʢ CRM, CSR, CCR, ʪʝʭʥʦʣʦʛʽʡ çʤʘʨʢʝʪʠʥʛʫ 

ʜʦʩʚʽʜʫè, çʤʘʨʢʝʪʠʥʛʫ ʚʘʨʪʦʩʪʽè); ʦʮʽʥʢʘ ʢʦʥʢʫʨʝʥʪʥʠʭ ʧʦʟʠʮʽʡ (ʙʝʥʯʤʘʨʢʽʥʛ) ʣʘʥʮʶʛʘ 

ʧʦʩʪʘʚʦʢ, ʱʦ ʜʘʩʪʴ ʟʤʦʛʫ ʢʨʘʱʝ ʟʨʦʟʫʤʽʪʠ çʧʨʦʛʘʣʠʥʠè ʪʘ çʰʘʥʩʠè ʜʦʩʣʽʜʞʫʚʘʥʦʛʦ 

ʣʘʥʮʶʛʘ ʚʽʜʥʦʩʥʦ ʢʦʥʢʫʨʝʥʪʽʚ/ʧʘʨʪʥʝʨʽʚ ʪʘ ʩʢʦʨʝʢʪʫʚʘʪʠ ʩʪʨʘʪʝʛʽʯʥʽ ʧʨʽʦʨʠʪʝʪʠ; ʦʮʽʥʢʘ 

ʟʜʘʪʥʦʩʪʽ ʰʚʠʜʢʦ ʨʝʘʛʫʚʘʪʠ ʥʘ ʟʤʽʥʠ ʚ ʧʦʪʨʝʙʘʭ ʩʧʦʞʠʚʘʯʽʚ, ʱʦ ʙʝʟʧʦʩʝʨʝʜʥʽʤ ʯʠʥʦʤ 

ʧʦʚôʷʟʘʥʘ ʽʟ ʩʪʨʘʪʝʛʽʯʥʠʤ ʚʧʣʠʚʦʤ ʪʘʢʦʾ ʟʤʽʥʠ ʥʘ ʫʩʧʽʰʥʽʩʪʴ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ ʫ ʩʬʝʨʽ 

ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ ʢʣʽʻʥʪʽʚ ʪʘ ʫʧʨʘʚʣʽʥʥʷ ʧʦʧʠʪʦʤ. 

ʈʝʟʫʣʴʪʘʪʘʤʠ ʜʽʾ ʩʠʩʪʝʤʠ ʬʦʨʤʫʚʘʥʥʷ ʧʦʨʪʬʝʣʷ ʩʪʨʘʪʝʛʽʡ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ 

ʫʧʨʘʚʣʽʥʥʷ ʻ, ʥʘʩʘʤʧʝʨʝʜ, ʩʠʥʭʨʦʥʽʟʘʮʽʷ ʤʘʨʢʝʪʠʥʛʦʚʦʾ, ʣʦʛʽʩʪʠʯʥʦʾ ʪʘ ʬʽʥʘʥʩʦʚʦʾ 

ʩʪʨʘʪʝʛʽʡ ʟ ʪʦʯʢʠ ʟʦʨʫ ʢʣʶʯʦʚʠʭ ʙʽʟʥʝʩ-ʧʨʦʮʝʩʽʚ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ, ʘ ʩʘʤʝ ʱʦʜʦ 

ʪʦʚʘʨʽʚ, ʮʽʥ, ʚʠʪʨʘʪ, ʟʙʫʪʫ, ʢʦʤʫʥʽʢʘʮʽʡ, ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ ʢʣʽʻʥʪʽʚ, ʫʧʨʘʚʣʽʥʥʷ ʧʦʧʠʪʦʤ. 

ɿʦʢʨʝʤʘ, ʜʦ ʘʢʪʫʘʣʴʥʠʭ ʩʪʨʘʪʝʛʽʯʥʠʭ ʨʽʰʝʥʴ ʮʴʦʛʦ ʝʪʘʧʫ ʚʽʜʥʦʩʥʦ ʚʽʪʯʠʟʥʷʥʠʭ 

ʣʘʥʮʶʛʽʚ ʧʦʩʪʘʚʦʢ ʫ ʩʬʝʨʽ ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ ʨʠʥʢʫ ʪʦʚʘʨʽʚ ʧʦʚʩʷʢʜʝʥʥʦʛʦ ʧʦʧʠʪʫ ʤʦʞʥʘ 

ʚʽʜʥʝʩʪʠ ʩʪʨʘʪʝʛʽʯʥʫ ʤʦʜʝʣʴ Efficient Consumer Response (ECR). 

ECR ʚʠʟʥʘʯʘʻʪʴʩʷ ʷʢ çʩʪʨʘʪʝʛʽʷ ʭʘʨʯʦʚʦʾ ʧʨʦʤʠʩʣʦʚʦʩʪʽ, ʚ ʷʢʽʡ ʜʠʩʪʨʠʙôʁ ʪʦʨʠ, 

ʧʦʩʪʘʯʘʣʴʥʠʢʠ ʪʘ ʙʨʦʢʝʨʠ ʩʧʽʣʴʥʦ ʟʦʙʦʚô̫ ʟʫʶʪʴʩʷ ʪʽʩʥʦ ʩʧʽʚʧʨʘʮʶʚʘʪʠ, ʱʦʙ 

ʟʘʙʝʟʧʝʯʠʪʠ ʙʽʣʴʰʫ ʮʽʥʥʽʩʪʴ ʩʧʦʞʠʚʘʯʘʤ ʧʨʦʜʫʢʪʽʚ ʭʘʨʯʫʚʘʥʥʷè [14]. ʎʝʡ ʧʽʜʭʽʜ ʜʦ 

ʫʧʨʘʚʣʽʥʥʷ ʣʘʥʮʶʛʘʤʠ ʧʦʩʪʘʯʘʥʥʷ ʩʧʨʷʤʦʚʘʥʠʡ ʥʘ ʜʦʩʷʛʥʝʥʥʷ ʚʠʱʦʛʦ ʨʽʚʥʷ 

ʟʘʜʦʚʦʣʝʥʥʷ ʧʦʪʨʝʙ ʩʧʦʞʠʚʘʯʽʚ ʰʣʷʭʦʤ ʨʝʘʣʽʟʘʮʽʾ ʯʦʪʠʨʴʦʭ ʯʘʩʪʠʥ ʧʨʦʮʝʩʫ (ʪʘʙʣ. 1): 

1) ʝʬʝʢʪʠʚʥʝ ʧʦʧʦʚʥʝʥʥʷ; 

2) ʝʬʝʢʪʠʚʥʝ ʧʨʦʩʫʚʘʥʥʷ; 

3) ʝʬʝʢʪʠʚʥʠʡ ʘʩʦʨʪʠʤʝʥʪ ʤʘʛʘʟʠʥʫ; 

4) ʝʬʝʢʪʠʚʥʝ ʚʚʝʜʝʥʥʷ ʧʨʦʜʫʢʪʫ. 
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1. ʉʠʩʪʝʤʘ ʘʫʜʠʪʫ ʩʪʨʘʪʝʛʽʯʥʦʛʦ 

ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʫʧʨʘʚʣʽʥʥʷ (ʄʋ) 
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ï ʚʠʷʚʣʝʥʥʷ ʩʪʨʘʪʝʛʽʯʥʠʭ ʧʨʽʦʨʠʪʝʪʽʚ ʪʘ 
ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʧʦʪʝʥʮʽʘʣʫ 

ï ʦʮʽʥʢʘ ʢʦʥʢʫʨʝʥʪʥʠʭ ʧʦʟʠʮʽʡ 
(ʙʝʥʯʤʘʨʢʽʥʛ) 

ï ʦʮʽʥʢʘ ʟʜʘʪʥʦʩʪʽ ʰʚʠʜʢʦ ʨʝʘʛʫʚʘʪʠ ʥʘ 
ʟʤʽʥʠ ʚ ʧʦʪʨʝʙʘʭ ʩʧʦʞʠʚʘʯʽʚ 

ï ʦʮʽʥʢʘ ʝʬʝʢʪʠʚʥʦʩʪʽ ʩʪʨʘʪʝʛʽʯʥʦʛʦ 
ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʫʧʨʘʚʣʽʥʥʷ ʱʦʜʦ 

ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ ʢʣʽʻʥʪʽʚ, ʫʧʨʘʚʣʽʥʥʷ 

ʧʦʧʠʪʦʤ, ʚʠʪʨʘʪʘʤʠ ʪʘ ʚʟʘʻʤʦʚʽʜʥʦʩʠʥʘʤʠ 

ʟ ʧʘʨʪʥʝʨʘʤʠ 

 

2. ʉʠʩʪʝʤʘ ʬʦʨʤʫʚʘʥʥʷ ʧʦʨʪʬʝʣʷ 

ʩʪʨʘʪʝʛʽʡ ʄʋ 

 

ï ʜʦʪʨʠʤʘʥʥʷ ʚʠʷʚʣʝʥʠʭ ʩʪʨʘʪʝʛʽʯʥʠʭ 

ʧʨʽʦʨʠʪʝʪʽʚ 

ï ʬʦʨʤʫʚʘʥʥʷ ʧʦʨʪʬʝʣʷ ʩʪʨʘʪʝʛʽʡ ʄʋ 
ʱʦʜʦ ʪʦʚʘʨʽʚ, ʮʽʥ, ʚʠʪʨʘʪ, ʟʙʫʪʫ, 

ʢʦʤʫʥʽʢʘʮʽʡ, ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ ʢʣʽʻʥʪʽʚ, 

ʫʧʨʘʚʣʽʥʥʷ ʧʦʧʠʪʦʤ 

 

3. ʉʠʩʪʝʤʘ ʩʪʨʘʪʝʛʽʯʥʠʭ ʟʤʽʥ ʚ ʄʋ 

 

ï ʟʥʘʭʦʜʞʝʥʥʷ ʧʦʪʝʥʮʽʘʣʫ ʨʦʟʚʠʪʢʫ 
ʧʘʨʪʥʝʨʩʴʢʠʭ ʚʽʜʥʦʩʠʥ ʥʘ ʟʘʩʘʜʘʭ 

ʧʘʨʪʥʝʨʩʴʢʦʛʦ ʤʘʨʢʝʪʠʥʛʫ 

ï ʩʪʚʦʨʝʥʥʷ ʙʘʟʠ ʩʪʨʘʪʝʛʽʯʥʦʾ 
ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʽʥʬʦʨʤʘʮʽʾ ʪʘ ʾʾ 

ʚʠʢʦʨʠʩʪʘʥʥʷ ʚ ʥʘʧʨʷʤʢʫ ʜʦʩʣʽʜʞʝʥʥʷ 

ʷʢʦʩʪʽ ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ ʢʣʽʻʥʪʽʚ, 

ʫʧʨʘʚʣʽʥʥʷ ʧʦʧʠʪʦʤ, ʚʠʪʨʘʪʘʤʠ ʪʘ 

ʚʟʘʻʤʦʚʽʜʥʦʩʠʥʘʤʠ ʟ ʧʘʨʪʥʝʨʘʤʠ 

ï ʩʪʨʘʪʝʛʽʯʥʠʡ ʢʦʥʪʨʦʣʴ ʢʣʶʯʦʚʠʭ ʩʬʝʨ 
ʫʩʧʽʭʫ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ 

 

 

ʈʠʩʫʥʦʢ 2 ï ɺʧʣʠʚ ʝʣʝʤʝʥʪʽʚ ʢʦʤʧʣʝʢʩʥʦʾ ʩʠʩʪʝʤʠ ʩʪʨʘʪʝʛʽʯʥʦʛʦ 

ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʫʧʨʘʚʣʽʥʥʷ ʥʘ ʢʦʤʧʣʝʤʝʥʪʘʨʥʽʩʪʴ ʙʽʟʥʝʩ-ʧʨʦʮʝʩʽʚ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ 

ʇʨʠʤʽʪʢʘ: ʨʦʟʨʦʙʣʝʥʦ ʘʚʪʦʨʘʤʠ 

 

ɿ ʤʝʪʦʶ ʛʘʨʤʦʥʽʟʘʮʽʾ ʮʽʣʝʡ ʢʦʞʥʦʛʦ ʫʯʘʩʥʠʢʘ ʫ ʥʠʞʥʽʡ ʯʘʩʪʠʥʽ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ 

ɽʉR ʩʧʠʨʘʻʪʴʩʷ, ʧʦ-ʧʝʨʰʝ, ʥʘ ʧʨʦʮʝʩ ʥʘʣʘʛʦʜʞʝʥʥʷ ʧʘʨʪʥʝʨʩʴʢʠʭ ʚʽʜʥʦʩʠʥ ʟʽ 

ʩʪʨʘʪʝʛʽʯʥʠʤʠ ʧʦʩʪʘʯʘʣʴʥʠʢʘʤʠ, ʧʦ-ʜʨʫʛʝ, ʥʘ ʚʠʢʦʨʠʩʪʘʥʥʷ çʩʧʨʠʷʪʣʠʚʠʭ ʪʝʭʥʦʣʦʛʽʡè, 

ʪʘʢʠʭ ʷʢ ʩʫʯʘʩʥʽ ʽʥʬʦʨʤʘʮʽʡʥʽ ʩʠʩʪʝʤʠ, ʚʜʦʩʢʦʥʘʣʝʥʽ ʙʽʟʥʝʩ-ʧʨʦʮʝʩʠ ʪʘ ɽʉR-ʩʪʘʥʜʘʨʪʠ. 
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ɭ.ɺ. ʂʨʠʢʘʚʩʴʢʠʡ, ʃ.ʗ. ʗʢʠʤʠʰʠʥ. ʂʦʤʧʣʽʤʝʥʪʘʨʥʽʩʪʴ ʩʪʨʘʪʝʛʽʡ ʤʘʨʢʝʪʠʥʛʫ ʪʘ 

ʣʦʛʽʩʪʠʢʠ ʚ ʣʘʥʮʶʛʫ ʧʦʩʪʘʚʦʢ ʪʦʚʘʨʽʚ ʧʦʚʩʷʢʜʝʥʥʦʛʦ ʧʦʧʠʪʫ  
27 

 

ʊʘʙʣʠʮʷ 1 ï ʉʬʝʨʠ ʚʧʣʠʚʫ ECR-ʧʨʦʮʝʩʽʚ ʚʽʜʥʦʩʥʦ ʣʘʥʮʶʛʽʚ ʧʦʩʪʘʚʦʢ ʧʨʦʜʫʢʪʽʚ 

ʭʘʨʯʫʚʘʥʥʷ 

 
ECR-ʧʨʦʮʝʩʠ ʉʬʝʨʘ ʚʧʣʠʚʫ ʄʝʞʽ ʢʦʤʧʝʪʝʥʮʽʾ 

Efficent Store 

Assortment (ESA) 

ʅʘʜʘʥʥʷ ʧʦʚʥʦʛʦ, ʟʨʫʯʥʦʛʦ ʘʩʦʨʪʠʤʝʥʪʫ 

ʪʦʚʘʨʽʚ, ʷʢʽ ʰʫʢʘʶʪʴ ʩʧʦʞʠʚʘʯʽ ʚ ʤʘʛʘʟʠʥʽ 

ʄʘʨʢʝʪʠʥʛ+ʃʦʛʽʩʪʠʢʘ 

Efficient 

Replenishment (ER) 

ʇʽʜʪʨʠʤʢʘ ʚʠʩʦʢʦʛʦ ʨʽʚʥʷ ʟʘʧʘʩʽʚ 

ʥʝʦʙʭʽʜʥʦʛʦ ʘʩʦʨʪʠʤʝʥʪʫ 

ʃʦʛʽʩʪʠʢʘ 

Efficient Promotion 

(EP) 

ɻʘʨʤʦʥʽʟʘʮʽʷ ʟʘʭʦʜʽʚ ʟ ʧʨʦʩʫʚʘʥʥʷ ʪʦʚʘʨʽʚ 

ʤʽʞ ʚʠʨʦʙʥʠʢʦʤ ʽ ʧʨʦʜʘʚʮʝʤ, ʟ 

ʧʦʚʽʜʦʤʣʝʥʥʷʤ ʧʨʦ ʧʝʨʝʚʘʛʠ ʪʘ ʚʘʨʪʽʩʪʴ 

ʃʦʛʽʩʪʠʢʘ+ʄʘʨʢʝʪʠʥʛ 

Efficient Product 

Introduction (EPI) 

ʈʦʟʨʦʙʢʘ ʪʘ ʚʧʨʦʚʘʜʞʝʥʥʷ ʥʦʚʠʭ ʧʨʦʜʫʢʪʽʚ, 

ʷʢʽ ʜʽʡʩʥʦ ʧʦʪʨʽʙʥʽ ʩʧʦʞʠʚʘʯʘʤ ʜʣʷ 

ʜʦʩʷʛʥʝʥʥʷ ʩʚʦʾʭ ʢʽʥʮʝʚʠʭ ʧʦʪʨʝʙ 

ʄʘʨʢʝʪʠʥʛ+ɺʠʨʦʙʥʠʮʪʚʦ 

ɼʞʝʨʝʣʦ: ʫʪʦʯʥʝʥʦ ʘʚʪʦʨʘʤʠ ʥʘ ʦʩʥʦʚʽ [15] 

 

ʅʘʩʘʤʧʝʨʝʜ, ʤʦʚʘ ʡʜʝ ʧʨʦ ʝʣʝʢʪʨʦʥʥʠʡ ʦʙʤʽʥ ʜʘʥʠʤʠ (EDI, Electronic Data 

Interchange), ʱʦ ʜʦʟʚʦʣʷʻ ʧʝʨʝʜʘʚʘʪʠ ʩʪʘʥʜʘʨʪʠʟʦʚʘʥʽ ʪʘ ʩʪʨʫʢʪʫʨʦʚʘʥʽ ʜʘʥʽ ʤʽʞ 

ʨʽʟʥʠʤʠ ʧʘʨʪʥʝʨʘʤʠ ʚ ʣʘʥʮʶʛʫ ʧʦʩʪʘʚʦʢ, ʤʽʥʽʤʽʟʫʚʘʪʠ ʧʦʤʠʣʢʠ ʱʦʜʦ ʫʧʨʘʚʣʽʥʥʷ 

ʟʘʤʦʚʣʝʥʥʷʤ, ʚʠʩʪʘʚʣʝʥʥʷ ʨʘʭʫʥʢʽʚ, ʚʭʽʜʥʦʾ ʣʦʛʽʩʪʠʢʠ ʪʘ ʫʧʨʘʚʣʽʥʥʷ ʜʘʥʠʤʠ ʜʽʷʣʴʥʦʩʪʽ 

ʪʘ ʝʬʝʢʪʠʚʥʫ ʦʜʠʥʠʮʶ ʟʘʚʘʥʪʘʞʝʥʥʷ (EUL, Efficient Unit Load) ï ʣʦʛʽʩʪʠʯʥʠʡ ʩʪʘʥʜʘʨʪ 

ʧʘʢʫʚʘʥʥʷ, ʱʦ ʤʘʻ ʧʽʜʪʨʠʤʫʚʘʪʠ ʩʪʘʙʽʣʴʥʠʡ ʧʦʪʽʢ ʪʦʚʘʨʽʚ ʫ ʤʝʞʘʭ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ) 

[14] (ʨʠʩ. 3). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

ʈʠʩʫʥʦʢ 3 ï ɽʉR ï ʛʘʨʤʦʥʽʟʘʮʽʷ ʧʨʦʮʝʩʽʚ ʫ ʣʘʥʮʶʛʫ ʧʦʩʪʘʚʦʢ 

ɼʞʝʨʝʣʦ: ʥʘʚʝʜʝʥʦ ʥʘ ʦʩʥʦʚʽ [16] 

 

ɺʦʜʥʦʯʘʩ, ʢʣʶʯʦʚʘ ʽʜʝʷ ECR ʚ ʥʘʧʨʷʤʫ ʜʦʩʷʛʥʝʥʥʷ ʝʬʝʢʪʫ ʚʽʜ ʛʘʨʤʦʥʽʟʘʮʽʾ 

ʤʘʨʢʝʪʠʥʛʦʚʠʭ, ʣʦʛʽʩʪʠʯʥʠʭ ʪʘ ʚʠʨʦʙʥʠʯʠʭ ʧʨʦʮʝʩʽʚ ʩʧʠʨʘʻʪʴʩʷ ʥʘ ʚʽʜʭʽʜ ʚʽʜ 

ʬʫʥʢʮʽʦʥʘʣʴʥʦʛʦ ʧʦʜʽʣʫ ʥʘ ʧʽʜʨʦʟʜʽʣʠ ʚ ʤʝʞʘʭ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ ʪʘ ʚʠʢʦʨʠʩʪʘʥʥʷ ʪʘʢ 

ɿʘʢʫʧʽʚʣʷ ʪʘ 

ʤʝʨʯʘʥʜʘʡʟʠʥʛ 

ʃʦʛʽʩʪʠʢʘ ʽ 

ʫʧʨʘʚʣʽʥʥʷ 

ʟʘʧʘʩʘʤʠ 

 

ʇʨʦʜʘʞ ʽ  

ʤʘʨʢʝʪʠʥʛ 

 

ɺʠʨʦʙʥʠʮʪʚʦ ʽ 

ʜʠʩʪʨʠʙʫʮʽʷ 

ʉʧʨʠʷʪʣʠʚʽ 

ʪʝʭʥʦʣʦʛʽʾ 

ʈʽʪʝʡʣʝʨ 

ɺʠʨʦʙʥʠʢ  

ʉʬʝʨʘ ʧʦʧʠʪʫ ʉʬʝʨʘ ʧʦʩʪʘʚʦʢ 

ʇʦʜʦʣʘʥʥʷ ʙʘʨô̒ ʨʽʚ 

ʤʽʞ ʪʦʨʛʦʚʠʤʠ 

ʧʘʨʪʥʝʨʘʤʠ 

ʇʦʜʦʣʘʥʥʷ ʙʘʨôʻʨʽʚ 

ʤʽʞ ʚʥʫʪʨʽʰʥʽʤʠ 

ʬʫʥʢʮʽʷʤʠ 
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ʟʚʘʥʠʭ ʯʦʪʠʨʴʦʭ çʟʦʥ ʬʦʢʫʩʫʚʘʥʥʷè, ʪʦʙʪʦ ʟʦʥ ʧʨʠʡʥʷʪʪʷ ʩʧʽʣʴʥʠʭ ʨʽʰʝʥʴ ʫʩʽʤʘ 

ʢʦʤʧʘʥʽʷʤʠ-ʫʯʘʩʥʠʢʘʤʠ. ʉʘʤʝ ʪʘʢʠʡ ʧʽʜʭʽʜ ʜʘʻ ʟʤʦʛʫ ʧʦʜʦʣʘʪʠ ʬʫʥʢʮʽʦʥʘʣʴʥʽ ʪʘ 

ʦʨʛʘʥʽʟʘʮʽʡʥʽ ʢʦʨʜʦʥʠ ʷʢ ʫ ʤʝʞʘʭ ʬʽʨʤʠ, ʪʘʢ ʽ ʤʽʞ ʬʽʨʤʘʤʠ, ʪʘ ʷʢ ʥʘʩʣʽʜʦʢ ʦʧʪʠʤʽʟʫʻ 

ʬʽʥʘʥʩʦʚʽ ʪʘ ʧʨʦʮʝʜʫʨʥʽ ʚʠʪʨʘʪʠ, ʜʘʶʯʠ ʟʤʦʛʫ ʦʪʨʠʤʘʪʠ ʙʘʞʘʥʠʡ ʩʠʥʝʨʛʝʪʠʯʥʠʡ ʝʬʝʢʪ 

ʥʘ ʚʠʭʦʜʽ. 

ɿʛʜ̔ʥʦ ʟ ʧʦʚʽʜʦʤʣʝʥʥʷʤʠ ECR-US ʪʘ ʨʦʙʦʯʠʭ ʛʨʫʧ ECR-Europe, ʧʦʪʝʥʮʽʘʣ 

ʝʢʦʥʦʤʽʾ ʚʽʜ ʚʠʢʦʨʠʩʪʘʥʥʷ ʧʨʠʥʮʠʧʽʚ ECR ʚ ʧʨʦʜʫʢʪʦʚʽʡ ʛʘʣʫʟʽ ʻ ʚʝʣʠʯʝʟʥʠʤ, ʱʦ 

ʧʦʷʩʥʶʻ ʽʩʥʫʚʘʥʥʷ ʚʝʣʠʢʦʾ ʢʽʣʴʢʦʩʪʽ ʣʦʛʽʩʪʠʯʥʠʭ ʪʘ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ, ʱʦ 

ʧʨʦʩʫʚʘʶʪʴ ECR ʷʢ ʦʜʥʫ ʟ ʢʨʘʱʠʭ ʩʪʨʘʪʝʛʽʯʥʠʭ ʽʥʽʮʽʘʪʠʚ ʫ ʧʨʦʜʫʢʪʦʚʽʡ ʽʥʜʫʩʪʨʽʾ [14]. 

ʉʚʦʻʶ ʯʝʨʛʦʶ, ʜʽʷ ʦʩʪʘʥʥʴʦʛʦ ʝʣʝʤʝʥʪʘ ʢʦʤʧʣʝʢʩʥʦʾ ʩʠʩʪʝʤʠ ï ʩʠʩʪʝʤʠ 

ʩʪʨʘʪʝʛʽʯʥʠʭ ʟʤʽʥ ʚ ʤʘʨʢʝʪʠʥʛʦʚʦʤʫ ʫʧʨʘʚʣʽʥʥʽ ʚʽʜʥʦʩʥʦ ʢʣʶʯʦʚʠʭ ʩʬʝʨ ʫʩʧʽʭʫ 

ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ ʊʇʇ ʧʦʚô̫ ʟʘʥʘ ʥʘʩʘʤʧʝʨʝʜ ʽʟ ʟʥʘʭʦʜʞʝʥʥʷʤ ʧʦʪʝʥʮʽʘʣʫ ʨʦʟʚʠʪʢʫ 

ʧʘʨʪʥʝʨʩʴʢʠʭ ʚʽʜʥʦʩʠʥ ʥʘ ʟʘʩʘʜʘʭ ʧʘʨʪʥʝʨʩʴʢʦʛʦ ʤʘʨʢʝʪʠʥʛʫ, ʩʪʚʦʨʝʥʥʷʤ ʙʘʟʠ 

ʩʪʨʘʪʝʛʽʯʥʦʾ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʽʥʬʦʨʤʘʮʽʾ ʪʘ ʾʾ ʚʠʢʦʨʠʩʪʘʥʥʷʤ ʚ ʥʘʧʨʷʤʢʫ ʜʦʩʣʽʜʞʝʥʥʷ 

ʷʢʦʩʪʽ ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ ʢʣʽʻʥʪʽʚ, ʫʧʨʘʚʣʽʥʥʷ ʧʦʧʠʪʦʤ, ʚʠʪʨʘʪʘʤʠ ʪʘ ʚʟʘʻʤʦʚʽʜʥʦʩʠʥʘʤʠ ʟ 

ʧʘʨʪʥʝʨʘʤʠ ʪʘ ʟʘʙʝʟʧʝʯʝʥʥʷʤ ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʢʦʥʪʨʦʣʶ ʟʘ ʨʝʘʣʽʟʘʮʽʻʶ ʢʣʶʯʦʚʠʭ 

ʬʘʢʪʦʨʽʚ ʫʩʧʽʭʫ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ. 

ʅʘʡʙʽʣʴʰ ʚʜʘʣʦʶ ʩʬʝʨʦʶ ʟʘʙʝʟʧʝʯʝʥʥʷ ʢʦʤʧʣʝʤʝʥʪʘʨʥʦʩʪʽ ʩʪʨʘʪʝʛʽʾ ʤʘʨʢʝʪʠʥʛʫ 

ʽ ʣʦʛʽʩʪʠʢʠ ʚ ʣʘʥʮʶʛʘʭ ʧʦʩʪʘʚʦʢ ʜʦʮʽʣʴʥʦ ʧʨʠʡʥʷʪʠ ʧʨʦʜʫʢʪ ECR ʟʘ ʫʤʦʚʠ ʡʦʛʦ 

ʨʦʟʙʫʜʦʚʠ ʚʠʤʦʛʘʤʠ ʝʣʘʩʪʠʯʥʦʩʪʽ. 

ʇʝʨʝʜʫʩʽʤ ʮʝ ʩʪʦʩʫʻʪʴʩʷ ʧʝʨʝʜʫʤʦʚ. ʌʽʨʤʠ, ʱʦ ʧʨʘʛʥʫʪʴ ʟʘʙʝʟʧʝʯʠʪʠ ʛʥʫʯʢʽʩʪʴ 

ʩʚʦʾʭ ʣʘʥʮʶʛʽʚ ʧʦʩʪʘʚʦʢ, ʧʦʚʠʥʥʽ: 

ï ʧʦʩʪʘʚʣʷʪʠ ʩʚʦʻʯʘʩʥʦ ʩʚʦʾʤ ʧʘʨʪʥʝʨʘʤ ʽʥʬʦʨʤʘʮʽʶ ʧʨʦ ʟʤʽʥʫ ʧʦʧʠʪʫ ʽ 

ʧʨʦʧʦʟʠʮʽʾ, ʟʘʚʜʷʢʠ ʯʦʤʫ ʤʦʞʫʪʴ ʰʚʠʜʰʝ ʥʘ ʥʠʭ ʨʝʘʛʫʚʘʪʠ; 

ï ʥʘʜʘʚʘʪʠ ʧʦʩʪʘʯʘʣʴʥʠʢʘʤ ʽ ʢʣʽʻʥʪʘʤ ʽʥʬʦʨʤʘʮʽʶ, ʨʝʩʫʨʩʠ ʪʘ ʤʦʜʝʣʽ ʟ ʤʝʪʦʶ 

ʩʧʽʣʴʥʦʛʦ ʧʨʦʝʢʪʫʚʘʥʥʷ ʪʘ ʧʝʨʝʧʨʦʝʢʪʫʚʘʥʥʷ ʪʝʭʥʦʣʦʛʽʯʥʠʭ ʧʨʦʮʝʩʽʚ, ʢʦʤʧʦʥʝʥʪʽʚ, 

ʚʠʨʦʙʽʚ; 

ï ʚʽʜʩʪʨʦʯʫʚʘʪʠ ʚʠʨʦʙʥʠʮʪʚʦ, ʜʣʷ ʪʦʛʦ, ʱʦʙ ʚʘʛʦʤʽ ʟʤʽʥʠ ʩʪʦʩʫʚʘʣʠʩʴ ʣʠʰʝ 

ʢʽʥʮʝʚʠʭ ʬʘʟ ʚʠʨʦʙʥʠʮʪʚʘ ʧʨʦʜʫʢʮʽʾ, ʫʪʨʠʤʫʚʘʪʠ ʥʝʚʝʣʠʢʠʡ ʟʘʧʘʩ ʥʝʜʦʨʦʛʠʭ 

ʤʘʣʦʛʘʙʘʨʠʪʥʠʭ ʢʦʤʧʦʥʝʥʪʽʚ, ʦʩʦʙʣʠʚʦ ʪʠʭ, ʥʝʩʪʘʯʘ ʷʢʠʭ ʤʦʞʝ ʩʧʨʦʚʦʢʫʚʘʪʠ 

ʚʠʥʠʢʥʝʥʥʷ ʚʫʟʴʢʠʭ ʤʽʩʮʴ; 

ï ʩʪʚʦʨʠʪʠ ʥʘʜʽʡʥʫ ʣʦʛʽʩʪʠʯʥʫ ʩʠʩʪʝʤʫ, ʷʢʘ ʜʘʩʪʴ ʤʦʞʣʠʚʽʩʪʴ ʬʽʨʤʽ ʰʚʠʜʢʦʛʦ 

ʨʝʘʛʫʚʘʥʥʷ ʫ ʚʠʧʘʜʢʘʭ ʧʦʷʚʠ ʥʝʧʝʨʝʜʙʘʯʝʥʠʭ ʧʦʪʨʝʙ, ʩʬʦʨʤʫʚʘʪʠ ʢʦʣʝʢʪʠʚ, ʷʢʠʡ ʟʫʤʽʻ 

ʧʨʠʡʤʘʪʠ ʝʬʝʢʪʠʚʥʽ ʨʽʰʝʥʥʷ ʫ ʚʠʧʘʜʢʘʭ ʥʘʩʪʘʥʥʷ ʢʨʠʟʦʚʠʭ ʩʠʪʫʘʮʽʡ ʪʘ ʧʨʦʚʦʜʠʪʠ 

ʨʝʘʥʽʤʘʮʽʡʥʽ ʟʘʭʦʜʠ. 

ʂʦʞʥʫ ʟ ʮʠʭ ʧʝʨʝʜʫʤʦʚ ʤʦʞʥʘ ʟʘʙʝʟʧʝʯʠʪʠ ʨʽʟʥʠʤʠ ʩʧʦʩʦʙʘʤʠ. 

ʇʨʦʘʥʘʣʽʟʫʚʘʚʰʠ ʩʚʽʪʦʚʠʡ ʜʦʩʚʽʜ ʢʦʤʧʨʦʤʽʩʥʦʛʦ ʚʠʨʽʰʝʥʥʷ ʜʠʣʝʤʠ çʝʬʝʢʪʠʚʥʽʩʪʴ 

contra ʝʣʘʩʪʠʯʥʽʩʪʴè, ʤʦʞʥʘ ʚʠʦʢʨʝʤʠʪʠ ʨʷʜ ʽʥʩʪʨʫʤʝʥʪʽʚ, ʚʠʢʦʨʠʩʪʘʥʥʷ ʷʢʠʭ ʩʪʘʣʦ 

ʚʽʜʧʨʘʚʥʠʤ ʧʫʥʢʪʦʤ ʜʦʢʦʨʽʥʥʠʭ ʽʥʥʦʚʘʮʽʡʥʠʭ ʪʨʘʥʩʬʦʨʤʘʮʽʡ ʙʽʟʥʝʩʫ. ʆʜʥʠʤ ʽʟ ʪʘʢʠʭ 

ʽʥʩʪʨʫʤʝʥʪʽʚ ʻ çʛʥʫʯʢʘ ʣʦʛʽʩʪʠʢʘè [17], ʥʘʮʽʣʝʥʘ ʥʘ ʧʽʜʚʠʱʝʥʥʷ ʨʽʚʥʷ ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ 

ʪʘ ʩʫʪʪʻʚʝ ʩʢʦʨʦʯʝʥʥʷ ʚʠʪʨʘʪ ʧʦ ʚʩʴʦʤʫ ʣʘʥʮʶʛʫ ʧʦʩʪʘʚʦʢ. 

ʂʦʥʢʨʝʪʠʟʫʶʯʠ ʪʝʨʤʽʥ çʛʥʫʯʢʘ ʣʦʛʽʩʪʠʢʘè, ʧʨʠʡʤʝʤʦ ʟʘ ʦʩʥʦʚʫ ʧʦʣʦʞʝʥʥʷ 

ʱʦʜʦ ʚʠʦʢʨʝʤʣʝʥʥʷ ʯʦʪʠʨʴʦʭ ʛʦʣʦʚʥʠʭ ʾʾ ʝʣʝʤʝʥʪʽʚ [18, ʉ. 37ï52]: 

ï ʛʥʫʯʢʽʩʪʴ ʬʽʟʠʯʥʦʾ ʧʦʩʪʘʚʢʠ; 

ï ʛʥʫʯʢʽʩʪʴ ʟʘʢʫʧʽʚʝʣʴ; 

ï ʛʥʫʯʢʽʩʪʴ ʜʠʩʪʨʠʙʫʮʽʾ; 

ï ʛʥʫʯʢʽʩʪʴ ʫʧʨʘʚʣʽʥʥʷ ʧʦʧʠʪʦʤ. 

ʅʘ ʦʩʥʦʚʽ ʜʦʩʣʽʜʞʝʥʴ ʚ [20] ʱʦʜʦ ʭʘʨʘʢʪʝʨʥʠʭ ʘʩʧʝʢʪʽʚ ʥʘʟʚʘʥʠʭ ʝʣʝʤʝʥʪʽʚ 

çʛʥʫʯʢʦʾ ʣʦʛʽʩʪʠʢʠè ʚ ʪʘʙʣ. 2 ʟʘʧʨʦʧʦʥʦʚʘʥʦ ʚʽʜʧʦʚʽʜʥʦ ʥʠʤ ʩʬʝʨʠ ʧʨʠʡʥʷʪʪʷ ʨʽʰʝʥʥʷ. 
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ɽʣʝʤʝʥʪʠ ɺʠʟʥʘʯʝʥʥʷ ʍʘʨʘʢʪʝʨʠʩʪʠʢʘ 

ʉʬʝʨʘ 

ʧʨʠʡʥʷʪʪʷ 

ʨʽʰʝʥʴ 

ɻʥʫʯʢʽʩʪʴ 

ʬʽʟʠʯʥʦʾ 

ʧʦʩʪʘʚʢʠ 

ɺʥʫʪʨʽʰʥʷ ʟʜʘʪʥʽʩʪʴ 

ʧʽʜʧʨʠʻʤʩʪʚʘ ʰʚʠʜʢʦ ʽ 

ʝʬʝʢʪʠʚʥʦ ʟʘʙʝʟʧʝʯʫʚʘʪʠ 

ʚʠʨʦʙʥʠʮʪʚʦ ʰʠʨʦʢʠʤ 

ʘʩʦʨʪʠʤʝʥʪʦʤ ʩʠʨʦʚʠʥʠ  

ɻʥʫʯʢʽʩʪʴ ʬʽʟʠʯʥʦʾ ʧʦʩʪʘʚʢʠ ʧʦʣʝʛʰʫʻ 

ʧʝʨʝʤʽʱʝʥʥʷ ʩʠʨʦʚʠʥʠ, ʚʧʣʠʚʘʶʯʠ ʥʘ  

ʰʚʠʜʢʽʩʪʴ ʽ ʝʬʝʢʪʠʚʥʽʩʪʴ ʧʨʦʮʝʩʽʚ. 

ɻʥʫʯʢʽʩʪʴ ʟʘʣʝʞʠʪʴ ʚʽʜ ʪʠʧʫ ʚʘʥʪʘʞʥʦ-

ʨʦʟʚʘʥʪʘʞʫʚʘʣʴʥʦʛʦ ʪʨʘʥʩʧʦʨʪʫ, 

ʯʘʩʪʦʪʠ ʽ ʨʦʟʤʽʨʫ ʧʦʩʪʘʚʦʢ, ʛʨʘʬʽʢʘ 

ʧʦʩʪʘʚʦʢ ʽ ʧʦʣʽʪʠʢʠ ʧʦʧʦʚʥʝʥʥʷ ʟʘʧʘʩʽʚ 

ɿʙʝʨʽʛʘʥʥʷ 

ʩʠʨʦʚʠʥʠ 

ʋʧʨʘʚʣʽʥʥʷ 

ʟʘʧʘʩʘʤʠ 

ɺʥʫʪʨʽʰʥʽ 

ʧʝʨʝʚʝʟʝʥʥʷ 

ɻʥʫʯʢʽʩʪʴ 

ʟʘʢʫʧʽʚʝʣʴ 

ɺʥʫʪʨʽʰʥʷ ʟʜʘʪʥʽʩʪʴ 

ʧʽʜʧʨʠʻʤʩʪʚʘ ʫʢʣʘʜʘʪʠ 

ʢʦʥʪʨʘʢʪʠ ʥʘ ʟʘʢʫʧʽʚʣʶ 

ʩʠʨʦʚʠʥʠ ʽ ʤʘʪʝʨʽʘʣʽʚ ʥʘ 

ʦʩʥʦʚʽ ʩʧʽʚʧʨʘʮʽ ʟ 

ʧʦʩʪʘʯʘʣʴʥʠʢʘʤʠ ʫ 

ʝʬʝʢʪʠʚʥʠʡ ʩʧʦʩʽʙ 

ɿʘ ʫʤʦʚ ʧʨʘʚʠʣʴʥʦʛʦ ʚʠʙʦʨʫ 

ʧʦʩʪʘʯʘʣʴʥʠʢʽʚ ʪʘ ʝʬʝʢʪʠʚʥʦʾ ʚʟʘʻʤʦʜʽʾ ʟ 

ʥʠʤʠ ʟʘʢʫʧʽʚʝʣʴʥʘ ʜʽʷʣʴʥʽʩʪʴ 

ʧʽʜʧʨʠʻʤʩʪʚ ʤʦʞʝ ʙʫʪʠ ʜʞʝʨʝʣʦʤ 

ʢʦʥʢʫʨʝʥʪʥʠʭ ʧʝʨʝʚʘʛ ʟʘʚʜʷʢʠ 

ʧʦʢʨʘʱʝʥʥʶ ʷʢʦʩʪʽ ʽ ʩʢʦʨʦʯʝʥʥʷ ʯʘʩʫ 

ʧʦʩʪʘʚʦʢ 

ɿʘʢʫʧʽʚʣʷ ʪʘ 

ʧʦʩʪʘʯʘʥʥʷ 

ʩʠʨʦʚʠʥʠ ʽ 

ʤʘʪʝʨʽʘʣʽʚ 

ɻʥʫʯʢʽʩʪʴ 

ʜʠʩʪʨʠ-

ʙʫʮʽʾ 

ɿʜʘʪʥʽʩʪʴ ʧʽʜʧʨʠʻʤʩʪʚʘ 

ʨʝʛʫʣʶʚʘʪʠ ʟʘʧʘʩʠ, 

ʧʨʦʮʝʩʠ ʧʘʢʫʚʘʥʥʷ, 

ʩʢʣʘʜʫʚʘʥʥʷ ʽ ʧʦʩʪʘʚʢʫ 

ʧʨʦʜʫʢʪʽʚ ʢʽʥʮʝʚʠʤ 

ʩʧʦʞʠʚʘʯʘʤ ʫ ʰʚʠʜʢʠʡ 

ʪʘ ʝʬʝʢʪʠʚʥʠʡ ʩʧʦʩʽʙ  

ɿʘʭʦʜʠ, ʩʧʨʷʤʦʚʘʥʽ ʥʘ ʟʨʦʩʪʘʥʥʷ 

ʛʥʫʯʢʦʩʪʽ ʩʪʦʩʫʶʪʴʩʷ ʷʢʦʩʪʽ ʽ ʰʚʠʜʢʦʩʪʽ 

ʚʠʢʦʥʘʥʥʷ ʟʘʤʦʚʣʝʥʴ. ɻʥʫʯʢʽʩʪʴ 

ʧʦʣʝʛʰʫʻ ʢʦʦʨʜʠʥʘʮʽʶ ʜʽʡ ʫ ʩʬʝʨʘʭ 

ʧʘʢʫʚʘʥʥʷ, ʤʦʥʪʘʞʫ, ʢʦʥʬʽʛʫʨʘʮʽʾ 

ʧʨʦʜʫʢʪʫ, ʫʧʨʘʚʣʽʥʥʷ ʟʘʧʘʩʘʤʠ ʽ 

ʪʨʘʥʩʧʦʨʪʫʚʘʥʥʷ ʧʨʦʜʫʢʮʽʾ, ʱʦ ʚʧʣʠʚʘʻ 

ʥʘ ʟʥʠʞʝʥʥʷ ʝʢʩʧʣʫʘʪʘʮʽʡʥʠʭ ʚʠʪʨʘʪ 

ʋʧʨʘʚʣʽʥʥʷ 

ʟʘʧʘʩʘʤʠ 

ʇʘʢʫʚʘʥʥʷ 

ʊʨʘʥʩʧʦʨʪʫʚʘ

ʥʥʷ 

ʋʧʨʘʚʣʽʥʥʷ 

ʩʢʣʘʜʦʤ  

 

ɻʥʫʯʢʽʩʪʴ 

ʫʧʨʘʚʣʽʥʥʷ 

ʧʦʧʠʪʦʤ 

ɿʜʘʪʥʽʩʪʴ ʧʽʜʧʨʠʻʤʩʪʚʘ 

ʨʝʘʛʫʚʘʪʠ ʥʘ ʧʦʪʨʝʙʠ 

ʩʧʦʞʠʚʘʯʽʚ ʱʦʜʦ ʾʭ 

ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ, ʚʘʨʪʦʩʪʽ 

ʧʨʦʜʫʢʪʽʚ, ʪʝʨʤʽʥʘʭ, 

ʝʬʝʢʪʠʚʥʦʩʪʽ ʧʦʩʪʘʚʦʢ 

ɿʘʭʦʜʠ, ʩʧʨʷʤʦʚʘʥʽ ʥʘ ʟʨʦʩʪʘʥʥʷ 

ʛʥʫʯʢʦʩʪʽ, ˇʨʫʥʪʫʶʪʴʩʷ ʥʘ ʫʧʨʘʚʣʽʥʥʽ 

ʚʟʘʻʤʦʚʽʜʥʦʩʠʥʘʤʠ ʟ ʢʣʽʻʥʪʘʤʠ,  

ʚʧʣʠʚʘʶʯʠ ʥʘ ʷʢʽʩʪʴ ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ 

ʢʣʽʻʥʪʽʚ ʽ ʛʥʫʯʢʽʩʪʴ ʧʽʜʧʨʠʻʤʩʪʚʘ  

ʋʧʨʘʚʣʽʥʥʷ 

ʚʟʘʻʤʦʚʽʜʥʦʩ

ʠʥʘʤʠ ʟ 

ʢʣʽʻʥʪʘʤʠ 

ɼʞʝʨʝʣʦ: ʨʦʟʨʦʙʣʝʥʦ ʘʚʪʦʨʘʤʠ ʥʘ ʧʽʜʩʪʘʚʽ [18, ʉ. 37ï52; 19, ʉ. 447; 20, ʉ. 71ï95] 

 

ɺʠʩʥʦʚʢʠ ʟ ʜʘʥʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ ʽ ʧʝʨʩʧʝʢʪʠʚʠ ʧʦʜʘʣʴʰʠʭ ʨʦʟʨʦʙʦʢ ʟʘ 

ʜʘʥʠʤ ʥʘʧʨʷʤʦʤ. ɺʩʪʘʥʦʚʣʝʥʘ ʥʝʦʙʭʽʜʥʽʩʪʴ ʘʜʘʧʪʘʮʽʾ ʢʦʤʧʣʝʢʩʥʦʾ ʩʠʩʪʝʤʠ 

ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʫʧʨʘʚʣʽʥʥʷ ʧʽʜʧʨʠʻʤʩʪʚʦʤ, ʷʢʘ ʦʭʦʧʣʶʻ ʪʘʢʽ ʩʠʩʪʝʤʠ, ʷʢ: 

ʘʫʜʠʪʫ ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʫʧʨʘʚʣʽʥʥʷ; ʬʦʨʤʫʚʘʥʥʷ ʧʦʨʪʬʝʣʷ ʩʪʨʘʪʝʛʽʡ 

ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʫʧʨʘʚʣʽʥʥʷ; ʩʪʨʘʪʝʛʽʯʥʠʭ ʟʤʽʥ ʫ ʤʘʨʢʝʪʠʥʛʦʚʦʤʫ ʫʧʨʘʚʣʽʥʥʽ ʜʦ ʧʨʦʮʝʩʫ 

ʨʝʘʣʽʟʘʮʽʾ ʢʣʶʯʦʚʠʭ ʬʘʢʪʦʨʽʚ ʫʩʧʽʭʫ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ, ʟʦʢʨʝʤʘ ʊʇʇ. 

ʈʦʟʚʠʥʫʪʦ ʤʝʭʘʥʽʟʤ ʫʧʨʦʚʘʜʞʝʥʥʷ ʩʠʩʪʝʤʠ ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʚ ʣʘʥʮʶʛʠ 

ʧʦʩʪʘʚʦʢ ʊʇʇ, ʷʢʠʡ ʚʽʜʨʽʟʥʷʻʪʴʩʷ ʩʠʥʭʨʦʥʽʟʘʮʽʻʶ ʤʘʨʢʝʪʠʥʛʦʚʦʾ, ʣʦʛʽʩʪʠʯʥʦʾ, 

ʬʽʥʘʥʩʦʚʦʾ ʩʪʨʘʪʝʛʽʡ ʱʦʜʦ ʾʭ ʚʧʣʠʚʫ ʥʘ ʣʦʛʽʩʪʠʯʥʫ ʢʦʤʧʣʝʤʝʥʪʘʨʥʽʩʪʴ ʢʣʶʯʦʚʠʭ 

ʙʽʟʥʝʩ-ʧʨʦʮʝʩʽʚ. 

ɿʘʧʨʦʧʦʥʦʚʘʥʘ ʩʠʩʪʝʤʘ ʩʪʨʘʪʝʛʽʯʥʠʭ ʟʤʽʥ ʚ ʤʘʨʢʝʪʠʥʛʦʚʦʤʫ ʫʧʨʘʚʣʽʥʥʽ 

ˇʨʫʥʪʫʻʪʴʩʷ ʥʘ ʨʦʟʚʠʪʢʫ ʧʦʪʝʥʮʽʘʣʫ ʧʘʨʪʥʝʨʩʴʢʠʭ ʚʽʜʥʦʩʠʥ, ʩʪʚʦʨʝʥʥʽ ʙʘʟʠ ʩʪʨʘʪʝʛʽʯʥʦʾ 

ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʽʥʬʦʨʤʘʮʽʾ ʪʘ ʾʾ ʚʠʢʦʨʠʩʪʘʥʥʽ ʚ ʥʘʧʨʷʤʢʫ ʜʦʩʣʽʜʞʝʥʥʷ ʷʢʦʩʪʽ 

ʦʙʩʣʫʛʦʚʫʚʘʥʥʷ ʢʣʽʻʥʪʽʚ, ʫʧʨʘʚʣʽʥʥʷ ʧʦʧʠʪʦʤ, ʚʠʪʨʘʪʘʤʠ, ʚʟʘʻʤʦʚʽʜʥʦʩʠʥʘʤʠ ʟ 

ʧʘʨʪʥʝʨʘʤʠ, ʟʘʙʝʟʧʝʯʝʥʥʷ ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʢʦʥʪʨʦʣʶ ʟʘ ʨʝʘʣʽʟʘʮʽʻʶ ʢʣʶʯʦʚʠʭ ʬʘʢʪʦʨʽʚ 
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ʫʩʧʽʭʫ ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ. 

ɺʩʪʘʥʦʚʣʝʥʦ, ʱʦ ʽʥʩʪʨʫʤʝʥʪʦʤ ʢʦʤʧʨʦʤʽʩʥʦʛʦ ʚʠʨʽʰʝʥʥʷ ʜʠʣʝʤʠ çʝʬʝʢʪʠʚʥʽʩʪʴ 

contra ʝʣʘʩʪʠʯʥʽʩʪʴè ʣʘʥʮʶʛʘ ʧʦʩʪʘʚʦʢ ʻ çʛʥʫʯʢʘ ʣʦʛʽʩʪʠʢʘè, ʦʩʥʦʚʦʧʦʣʦʞʥʠʤʠ 

ʝʣʝʤʝʥʪʘʤʠ ʷʢʦʾ ʻ: ʛʥʫʯʢʽʩʪʴ ʬʽʟʠʯʥʦʾ ʧʦʩʪʘʚʢʠ, ʛʥʫʯʢʽʩʪʴ ʟʘʢʫʧʽʚʝʣʴ, ʛʥʫʯʢʽʩʪʴ 

ʜʠʩʪʨʠʙʫʮʽʾ, ʛʥʫʯʢʽʩʪʴ ʫʧʨʘʚʣʽʥʥʷ ʧʦʧʠʪʦʤ. ɺ ʧʦʜʘʣʴʰʠʭ ʨʦʟʨʦʙʢʘʭ ʥʝʦʙʭʽʜʥʦ 

ʨʦʟʨʦʙʠʪʠ ʤʝʭʘʥʽʟʤ ʽʥʪʝʛʨʘʮʽʾ ʥʝʟʘʣʝʞʥʠʭ ʩʫʙôʻʢʪʽʚ ʛʦʩʧʦʜʘʨʶʚʘʥʥʷ ʚ ʣʘʥʮʶʛʘʭ 

ʧʦʩʪʘʚʦʢ ʊʇʇ ʟ ʚʠʢʦʨʠʩʪʘʥʥʷʤ çʛʥʫʯʢʦʾ ʣʦʛʽʩʪʠʢʠè. 
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Complexity of marketing and logistics strategies in the supply chain of fast moving 

consumer goods 

The aim of the article. The purpose of the article is to justify the directions and conditions for 

achieving complementarity of marketing and logistics strategies in the supply chain of fast-moving 

consumer goods (FMCG). 

The results of the analysis. The necessity of obtaining by FMCG producers and developed by 

them supply chains of the corresponding strategic, tactical and operational elasticity potential which 

will allow to increase reactive abilities to the consumers needs. 

The system of strategic changes in marketing management, which is based on the development 

of the potential of partnership relations, creation of the base of strategic marketing information and its 

use in the direction of substantiation of the appropriate quality of customer service, demand 

management, expenses and relationships with partners is proposed. 

It is substantiated that the field of ensuring complementarity of marketing strategies and 

logistics in supply chains is a suitable ECR product that enables the desired flexibility of the supply 

chain to be achieved by providing appropriate elasticity to those processes that do not require radical 

changes and investments. In particular: processes for the purchase of raw materials, materials, 

components of finished products; logistics processes, first of all, transport and warehouse; electronic 

processes in the field of order execution management, using modern e-business IT technologies. 

The influence of elements of the complex system of strategic marketing management on the 

complementarity of business processes of the supply chain is proved: customer service; effective 

demand management; interaction of participants in the implementation of processes in the supply 

chain; reduce costs throughout the supply chain. 
Has been set the necessity of the well-known integrated system adaptation of an enterpriseôs 

strategic marketing management, which covers such systems as: audit system of strategic marketing 

management; system of portfolio formation of marketing management strategies; the system of 

strategic changes in the marketing management of the enterprise to the process of implementing the 

key success factors of the supply chain, in particular the FMCG. 

Conclusions and direction for further research. The mechanism of introduction of the 

strategic marketing system in the supply chain of the FMCG is developed, which is distinguish by 

synchronizing marketing, logistics and financial strategies with respect to their impact on the logistic 

complementarity of key business processes, in particular with regard to goods, prices, costs, sales, 

communications, customer service, demand management. The proposed system of strategic changes in 

marketing management is based on the development of the potential partnership relations, the 

creation of a base of strategic marketing information and its use in the direction of investigation the 

quality of customer service, demand management, costs, relationships with partners and ensuring 

strategic control over the implementation of a key success factors in the supply chain. 

It is established that the tool for a compromise solving dilemmas çElasticity contra efficiencyè 

of the supply chain. There is çflexible logisticsè, the basic elements of which are: flexibility of physical 

delivery, flexibility of purchases, distribution flexibility and flexibility of demand management. In a 

further developments in this direction, it is necessary to develop a mechanism for the integration of 

independent business entities into the supply chains of FMCG using çflexible logisticsè. 

Keywords: supply chain, complementarity of marketing and logistics strategies, çflexible 

logisticsè, elasticity, efficiency, logistically complementary business processes. 
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ʉʝʤʝʥʦʚʘ ʂʘʪʝʨʠʥʘ ɼʘʥʠʣʽʚʥʘ 
ʢʘʥʜ. ʝʢʦʥ. ʥʘʫʢ, ʜʦʮʝʥʪ ʢʘʬʝʜʨʠ ʩʪʘʪʠʩʪʠʢʠ 

ʆʜʝʩʴʢʠʡ ʥʘʮʽʦʥʘʣʴʥʠʡ ʝʢʦʥʦʤʽʯʥʠʡ ʫʥʽʚʝʨʩʠʪʝʪ 

(ʆʜʝʩʘ, ʋʢʨʘʾʥʘ) 

 

 

ʆʉʆɹʃʀɺʆʉʊɯ ɿɸʉʊʆʉʋɺɸʅʅʗ ʄɽʊʆɼɯɺ ɸʅɸʃɯɿʋ ʌʋʅʂʎɯʆʅɸʃʔʅʀʍ ɯ 

ʉʊʆʍɸʉʊʀʏʅʀʍ ɺɿɸɭʄʆɿɺôʗɿʂɯɺ ʋ ʂɸɹɯʅɽʊʅʀʍ ʄɸʈʂɽʊʀʅɻʆɺʀʍ 

ɼʆʉʃɯɼɾɽʅʅʗʍ 

 
ɿʘʧʨʦʧʦʥʦʚʘʥʦ ʤʝʪʦʜʠʢʫ ʧʨʦʚʝʜʝʥʥʷ ʢʘʙʽʥʝʪʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ. 

ʈʦʟʛʣʷʥʫʪʦ ʦʩʦʙʣʠʚʦʩʪʽ ʨʦʟʨʘʭʫʥʢʫ ʧʦʢʘʟʥʠʢʽʚ ʦʙʩʷʛʫ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ, ʱʦ ʤʽʩʪʷʪʴʩʷ ʫ 

ʬʽʥʘʥʩʦʚʽʡ ʪʘ ʧʦʜʘʪʢʦʚʽʡ ʟʚʽʪʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ, ʽ ʟʘʧʨʦʧʦʥʦʚʘʥʦ ʬʦʨʤʫ ʦʙʣʽʢʫ ʥʝʟʘʚʝʨʰʝʥʠʭ 

ʦʧʝʨʘʮʽʡ ʟ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ. ʅʘ ʧʨʠʢʣʘʜʽ ʘʥʘʣʽʟʫ ʧʦʢʘʟʥʠʢʘ ʦʙʩʷʛʫ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ 

ʧʨʦʤʠʩʣʦʚʦʛʦ ʧʽʜʧʨʠʻʤʩʪʚʘ ʆʜʝʩʠ ʧʦʢʘʟʘʥʦ ʦʩʦʙʣʠʚʦʩʪʽ ʟʜʽʡʩʥʝʥʥʷ ʢʘʙʽʥʝʪʥʦʛʦ 

ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ ʰʣʷʭʦʤ ʟʘʩʪʦʩʫʚʘʥʥʷ ʩʠʩʪʝʤʠ ʩʪʘʪʠʩʪʠʯʥʠʭ ʤʝʪʦʜʽʚ. 

ʆʙˇʨʫʥʪʦʚʘʥʦ ʜʦʮʽʣʴʥʽʩʪʴ ʚʠʢʦʨʠʩʪʘʥʥʷ ʚ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ 

ʚʟʘʻʤʦʟʚô̫ ʟʢʽʚ ï ʽʥʜʝʢʩʥʦʛʦ ʪʘ ʨʝʛʨʝʩʽʡʥʦ-ʢʦʨʝʣʷʮʽʡʥʦʛʦ; ʧʦʢʘʟʘʥʦ ʤʦʞʣʠʚʦʩʪʽ ʪʘ ʦʩʦʙʣʠʚʦʩʪʽ 

ʢʦʤʧʣʝʢʩʥʦʛʦ ʚʠʢʦʨʠʩʪʘʥʥʷ ʨʦʟʛʣʷʥʫʪʠʭ ʤʝʪʦʜʽʚ; ʟʘʧʨʦʧʦʥʦʚʘʥʦ ʩʧʦʩʦʙʠ ʚʠʨʽʰʝʥʥʷ 

ʧʨʦʙʣʝʤʥʠʭ ʧʠʪʘʥʴ, ʱʦ ʚʠʥʠʢʘʶʪʴ ʧʽʜ ʯʘʩ ʨʦʟʧʦʜʽʣʫ ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ 

ʬʘʢʪʦʨʘʤʠ ʤʝʪʦʜʦʤ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ. 

ʂʣʶʯʦʚʽ ʩʣʦʚʘ: ʤʘʨʢʝʪʠʥʛʦʚʝ ʜʦʩʣʽʜʞʝʥʥʷ, ʦʙʩʷʛ ʨʝʘʣʽʟʘʮʽʾ, ʧʨʠʙʫʪʦʢ, 

ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʽ ʤʦʜʝʣʽ, ʨʝʛʨʝʩʽʡʥʦ-ʢʦʨʝʣʷʮʽʡʥʠʡ ʘʥʘʣʽʟ. 

 

 

ʇʦʩʪʘʥʦʚʢʘ ʧʨʦʙʣʝʤʠ ʚ ʟʘʛʘʣʴʥʦʤʫ ʚʠʛʣʷʜʽ ʪʘ ʾʾ ʟʚô̫ ʟʦʢ ʟ ʚʘʞʣʠʚʠʤʠ 

ʥʘʫʢʦʚʠʤʠ ʘʙʦ ʧʨʘʢʪʠʯʥʠʤʠ ʟʘʚʜʘʥʥʷʤʠ. ʋ ʩʫʯʘʩʥʠʭ ʫʤʦʚʘʭ ʩʪʨʽʤʢʦʛʦ ʨʦʟʚʠʪʢʫ 

ʤʘʨʢʝʪʠʥʛʫ ʚ ʋʢʨʘʾʥʽ ʚʩʝ ʙʽʣʴʰʦʛʦ ʟʥʘʯʝʥʥʷ ʥʘʙʫʚʘʻ ʧʨʦʙʣʝʤʘ ʥʘʷʚʥʦʩʪʽ ʪʘ 

ʜʦʩʪʦʚʽʨʥʦʩʪʽ ʽʥʬʦʨʤʘʮʽʾ, ʘ ʪʘʢʦʞ ˇʨʫʥʪʦʚʥʦʛʦ, ʷʢʽʩʥʦʛʦ ʾʾ ʘʥʘʣʽʟʫ. ɿʨʦʩʪʘʻ ʥʝʦʙʭʽʜʥʽʩʪʴ 

ʟʜʽʡʩʥʝʥʥʷ ʧʦʩʪʽʡʥʦʛʦ ʤʦʥʽʪʦʨʠʥʛʫ ʽ ʘʥʘʣʽʟʫ ʧʦʢʘʟʥʠʢʽʚ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ ʜʣʷ 

ʪʦʛʦ, ʱʦʙ ʚʯʘʩʥʦ ʨʝʘʛʫʚʘʪʠ ʥʘ ʟʤʽʥʠ, ʷʢʽ ʚʽʜʙʫʚʘʶʪʴʩʷ ʷʢ ʫ ʚʥʫʪʨʽʰʥʴʦʤʫ, ʪʘʢ ʽ 

ʟʦʚʥʽʰʥʴʦʤʫ ʩʝʨʝʜʦʚʠʱʽ. 

ʋ ʪʦʡ ʞʝ ʯʘʩ ʨʦʟʚʠʪʦʢ ʽʥʬʦʨʤʘʮʽʡʥʠʭ ʪʝʭʥʦʣʦʛʽʡ, ʤʦʞʣʠʚʽʩʪʴ ʜʦʩʪʫʧʫ ʜʦ 

ʽʥʬʦʨʤʘʮʽʾ ʜʦʟʚʦʣʷʶʪʴ ʚʠʢʦʨʠʩʪʦʚʫʚʘʪʠ ʩʫʯʘʩʥʽ ʤʝʪʦʜʠ ʘʥʘʣʽʟʫ ʥʝʟʘʣʝʞʥʦ ʚʽʜ ʨʦʟʤʽʨʫ 

ʧʽʜʧʨʠʻʤʩʪʚʘ, ʬʦʨʤʠ ʡʦʛʦ ʚʣʘʩʥʦʩʪʽ ʪʘ ʚʠʜʫ ʜʽʷʣʴʥʦʩʪʽ. ɿ ʽʥʰʦʛʦ ʙʦʢʫ, ʚʧʨʦʚʘʜʞʝʥʥʷ 

ʤʽʞʥʘʨʦʜʥʠʭ ʩʪʘʥʜʘʨʪʽʚ ʦʙʣʽʢʫ ʪʘ ʟʚʽʪʥʦʩʪʽ ʚ ʋʢʨʘʾʥʽ ʧʨʠʟʚʝʣʦ ʜʦ ʩʫʪʪʻʚʠʭ ʟʤʽʥ ʫ 

ʤʝʪʦʜʠʮʽ ʨʦʟʨʘʭʫʥʢʫ ʧʦʢʘʟʥʠʢʽʚ, ʱʦ ʭʘʨʘʢʪʝʨʠʟʫʶʪʴ ʨʝʟʫʣʴʪʘʪʠ ʜʽʷʣʴʥʦʩʪʽ 

ʧʽʜʧʨʠʻʤʩʪʚʘ. ʗʢ ʥʘʩʣʽʜʦʢ ʟʨʦʩʪʘʻ ʧʦʪʨʝʙʘ ʬʦʨʤʫʚʘʥʥʷ ʮʽʣʦʾ ʩʠʩʪʝʤʠ ʧʦʢʘʟʥʠʢʽʚ ʜʣʷ 

ʘʜʝʢʚʘʪʥʦʛʦ ʚʽʜʦʙʨʘʞʝʥʥʷ ʩʠʪʫʘʮʽʾ ʥʘ ʧʽʜʧʨʠʻʤʩʪʚʽ ʚ ʮʽʣʦʤʫ ʽ ʡʦʛʦ ʦʢʨʝʤʠʭ 

ʧʽʜʨʦʟʜʽʣʽʚ. ʇʨʦʚʝʜʝʥʥʷ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ ʧʝʨʝʜʙʘʯʘʻ ʚʠʢʦʨʠʩʪʘʥʥʷ ʧʝʚʥʠʭ 

ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ, ʩʝʨʝʜ ʷʢʠʭ ʦʩʦʙʣʠʚʝ ʤʽʩʮʝ ʟʘʡʤʘʶʪʴ ʩʪʘʪʠʩʪʠʯʥʽ ʤʝʪʦʜʠ, ʷʢʽ ʪʘʢʦʞ 

ʤʽʩʪʷʪʴ ʧʨʦʙʣʝʤʥʽ ʧʠʪʘʥʥʷ ʽ ʤʘʶʪʴ ʦʩʦʙʣʠʚʦʩʪʽ ʟʘʩʪʦʩʫʚʘʥʥʷ. 

ʋʩʝ ʮʝ ʧʽʜʢʨʝʩʣʶʻ ʥʝʦʙʭʽʜʥʽʩʪʴ ʨʦʟʨʦʙʢʠ ʤʝʪʦʜʠʢʠ ʧʨʦʚʝʜʝʥʥʷ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ 

ʜʦʩʣʽʜʞʝʥʥʷ, ʱʦ ʩʧʠʨʘʻʪʴʩʷ ʥʘ ʽʥʬʦʨʤʘʮʽʶ, ʷʢʘ ʤʽʩʪʠʪʴʩʷ ʫ ʟʚʽʪʥʦʩʪʽ ʪʘ ʧʝʨʚʠʥʥʠʭ 

ʜʦʢʫʤʝʥʪʘʭ ʧʽʜʧʨʠʻʤʩʪʚʘ, ʘ ʪʘʢʦʞ ʚʠʨʽʰʝʥʥʷ ʤʝʪʦʜʦʣʦʛʽʯʥʠʭ ʧʨʦʙʣʝʤ, ʷʢʽ ʚʠʥʠʢʘʶʪʴ 

ʷʢ ʥʘ ʩʪʘʜʽʾ ʟʙʦʨʫ ʽʥʬʦʨʤʘʮʽʾ, ʪʘʢ ʽ ʥʘ ʩʪʘʜʽʾ ʚʠʢʦʨʠʩʪʘʥʥʷ ʤʝʪʦʜʽʚ ʾʾ ʦʙʨʦʙʢʠ ʪʘ ʘʥʘʣʽʟʫ. 

ɸʥʘʣʽʟ ʦʩʪʘʥʥʽʭ ʜʦʩʣʽʜʞʝʥʴ ʽ ʧʫʙʣʽʢʘʮʽʡ, ʚ ʷʢʠʭ ʟʘʧʦʯʘʪʢʦʚʘʥʦ ʨʦʟʚôʷʟʘʥʥʷ 

ʜʘʥʦʾ ʧʨʦʙʣʝʤʠ ʽ ʥʘ ʷʢʽ ʩʧʠʨʘʻʪʴʩʷ ʘʚʪʦʨ. ʇʨʦʙʣʝʤʘʤ ʘʥʘʣʽʟʫ ʤʘʨʢʝʪʠʥʛʦʚʦʾ 
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ʽʥʬʦʨʤʘʮʽʾ ʧʨʠʩʚʷʯʝʥʦ ʙʘʛʘʪʦ ʨʦʙʽʪ ʝʢʦʥʦʤʽʩʪʽʚ, ʟʦʢʨʝʤʘ ʌ. ʂʦʪʣʝʨʘ, ʃ. ɺ. ɹʘʣʘʙʘʥʦʚʦʾ, 

ɽ. ʇ. ɻʦʣʫʙʢʦʚʘ, ʉ. ɺ. ʄʭʠʪʘʨʷʥʘ, ʄ. ɸ. ʆʢʣʘʥʜʝʨʘ. ʇʨʠ ʮʴʦʤʫ ʘʚʪʦʨʠ ʙʽʣʴʰʝ ʫʚʘʛʠ 

ʧʨʠʜʽʣʷʶʪʴ ʧʠʪʘʥʥʷʤ ʚʠʢʦʨʠʩʪʘʥʥʷ ʚ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ ʝʢʩʧʝʨʪʥʠʭ 

ʤʝʪʦʜʽʚ. ʇʨʦʙʣʝʤʘʤ ʫʜʦʩʢʦʥʘʣʝʥʥʷ ʩʪʘʪʠʩʪʠʯʥʠʭ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ ʧʨʠʩʚʷʯʫʶʪʴ ʨʦʙʦʪʠ 

ʪʘʢʽ ʫʢʨʘʾʥʩʴʢʽ ʪʘ ʟʘʨʫʙʽʞʥʽ ʚʯʝʥʽ, ʷʢ ʅ. ɼʨʝʡʧʝʨ, ɻ. ʉʤʽʪ, ɯ. ɯ. ɭʣʽʩʩʻʻʚʘ, ʄ. ʄ. 

ʖʟʙʘʰʝʚ, ɸ. ʄ. ɭʨʽʥʘ, ʆ. ɻ. ʗʥʢʦʚʠʡ. ɸʚʪʦʨʠ ʨʦʟʛʣʷʜʘʶʪʴ ʤʝʪʦʜʦʣʦʛʽ ʁʪʘ ʦʩʦʙʣʠʚʦʩʪʽ 

ʟʘʩʪʦʩʫʚʘʥʥʷ ʩʪʘʪʠʩʪʠʯʥʠʭ ʤʝʪʦʜʽʚ, ʟʚʝʨʪʘʶʪʴ ʫʚʘʛʫ ʥʘ ʨʦʟʰʠʨʝʥʥʷ ʩʬʝʨʠ ʾʭ 

ʚʠʢʦʨʠʩʪʘʥʥʷ ʚ ʫʤʦʚʘʭ ʥʘʷʚʥʦʩʪʽ ʩʫʯʘʩʥʠʭ ʧʨʦʛʨʘʤʥʠʭ ʧʨʦʜʫʢʪʽʚ. 

ɺʠʜʽʣʝʥʥʷ ʥʝʚʠʨʽʰʝʥʠʭ ʨʘʥʽʰʝ ʯʘʩʪʠʥ ʟʘʛʘʣʴʥʦʾ ʧʨʦʙʣʝʤʠ, ʢʦʪʨʠʤ 

ʧʨʠʩʚʷʯʫʻʪʴʩʷ ʦʟʥʘʯʝʥʘ ʩʪʘʪʪʷ. ʇʦʧʨʠ ʥʘʷʚʥʽʩʪʴ ʰʠʨʦʢʦʛʦ ʢʦʣʘ ʧʦʢʘʟʥʠʢʽʚ, ʱʦ 

ʤʽʩʪʷʪʴʩʷ ʫ ʟʚʽʪʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ, ʪʘʢʦʾ ʽʥʬʦʨʤʘʮʽʾ, ʟʘʟʚʠʯʘʡ, ʥʝʜʦʩʪʘʪʥʴʦ ʜʣʷ 

ʧʨʦʚʝʜʝʥʥʷ ˇʨʫʥʪʦʚʥʦʛʦ ʘʥʘʣʽʟʫ. ʆʜʥʠʤ ʽʟ ʥʘʧʨʷʤʢʽʚ ʨʦʟʰʠʨʝʥʥʷ ʦʙʩʷʛʫ ʚʠʭʽʜʥʦʾ 

ʽʥʬʦʨʤʘʮʽʾ ʻ ʚʠʢʦʨʠʩʪʘʥʥʷ ʜʘʥʠʭ, ʱʦ ʤʽʩʪʷʪʴʩʷ ʚ ʜʦʢʫʤʝʥʪʘʭ ʧʦʪʦʯʥʦʛʦ ʦʙʣʽʢʫ, ʦʜʥʘʢ 

ʧʨʦʙʣʝʤʘ ʧʦʣʷʛʘʻ ʫ ʚʠʟʥʘʯʝʥʥʽ ʢʦʣʘ ʮʠʭ ʜʦʢʫʤʝʥʪʽʚ ʽ ʬʦʨʤʫʚʘʥʥʽ ʩʠʩʪʝʤʠ ʧʦʢʘʟʥʠʢʽʚ 

ʜʣʷ ʧʦʜʘʣʴʰʦʛʦ ʧʨʦʚʝʜʝʥʥʷ ʜʦʩʣʽʜʞʝʥʥʷ. 

ɺʘʞʣʠʚʫ ʨʦʣʴ ʫ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ ʚʽʜʽʛʨʘʶʪʴ ʤʝʪʦʜʠ ʘʥʘʣʽʟʫ 

ʚʟʘʻʤʦʟʚôʷʟʢʽʚ. ʆʜʥʘʢ ʧʦʧʨʠ ʜʦʙʨʝ ʨʦʟʨʦʙʣʝʥʫ ʤʝʪʦʜʦʣʦʛʽʶ ʟʘʣʠʰʘʶʪʴʩʷ ʡ ʜʦʩʽ 

ʜʠʩʢʫʩʽʡʥʠʤʠ ʜʝʷʢʽ ʧʠʪʘʥʥʷ. ʊʘʢ, ʧʦʪʨʝʙʫʶʪʴ ʦʩʦʙʣʠʚʦʾ ʫʚʘʛʠ ʧʨʦʙʣʝʤʠ, ʱʦ ʧʦʚôʷʟʘʥʽ 

ʟ ʚʠʢʦʨʠʩʪʘʥʥʷʤ ʽʥʜʝʢʩʥʦʛʦ ʽ ʨʝʛʨʝʩʽʡʥʦ-ʢʦʨʝʣʷʮʽʡʥʦʛʦ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ. ɸ ʩʘʤʝ, 

ʥʝʦʙʭʽʜʥʠʤ ʻ ʫʪʦʯʥʝʥʥʷ ʦʩʦʙʣʠʚʦʩʪʝʡ ʚʠʢʦʨʠʩʪʘʥʥʷ ʚ ʽʥʜʝʢʩʥʦʤʫ ʬʘʢʪʦʨʥʦʤʫ ʘʥʘʣʽʟʽ 

ʤʝʪʦʜʽʚ ʣʘʥʮʶʛʦʚʠʭ ʧʽʜʩʪʘʥʦʚʦʢ ʽ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ; ʨʦʟʨʦʙʢʘ 

ʽʥʜʝʢʩʥʠʭ ʤʦʜʝʣʝʡ, ʱʦ ʭʘʨʘʢʪʝʨʠʟʫʶʪʴ ʨʝʟʫʣʴʪʘʪʠ ʜʽʷʣʴʥʦʩʪʽ ʥʝ ʣʠʰʝ ʧʽʜʧʨʠʻʤʩʪʚʘ ʚ 

ʮʽʣʦʤʫ, ʘ ʡ ʚʽʜʜʽʣʫ ʤʘʨʢʝʪʠʥʛʫ ʟʦʢʨʝʤʘ; ʫʪʦʯʥʝʥʥʷ ʩʫʪʥʦʩʪʽ ʦʢʨʝʤʠʭ ʩʢʣʘʜʦʚʠʭ 

ʽʥʜʝʢʩʥʦʛʦ ʬʘʢʪʦʨʥʦʛʦ ʘʥʘʣʽʟʫ ʪʘ ʚʠʨʽʰʝʥʥʷ ʧʠʪʘʥʥʷ ʱʦʜʦ çʧʘʨʘʜʦʢʩʽʚè ʧʽʜ ʯʘʩ 

ʟʘʩʪʦʩʫʚʘʥʥʷ ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ. 

ʌʦʨʤʫʣʶʚʘʥʥʷ ʤʝʪʠ ʩʪʘʪʪʽ (ʧʦʩʪʘʥʦʚʢʘ ʟʘʚʜʘʥʥʷ). ʄʝʪʦʶ ʩʪʘʪʪʽ ʻ ʨʦʟʨʦʙʢʘ 

ʤʝʪʦʜʠʢʠ ʧʨʦʚʝʜʝʥʥʷ ʢʘʙʽʥʝʪʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ, ʚʠʢʦʨʠʩʪʘʥʥʷ ʷʢʦʾ 

ʤʦʞʝ ʙʫʪʠ ʩʫʪʪʻʚʠʤ ʧʽʜˇʨʫʥʪʷʤ ʜʣʷ ʨʦʟʨʦʙʢʠ ʝʬʝʢʪʠʚʥʠʭ ʫʧʨʘʚʣʽʥʩʴʢʠʭ ʨʽʰʝʥʴ. 

ʇʦʩʪʘʚʣʝʥʘ ʤʝʪʘ ʟʫʤʦʚʠʣʘ ʥʝʦʙʭʽʜʥʽʩʪʴ ʨʦʟʚôʷʟʘʥʥʷ ʪʘʢʠʭ ʟʘʚʜʘʥʴ: ʨʦʟʨʦʙʠʪʠ 

ʘʣʛʦʨʠʪʤ ʧʨʦʚʝʜʝʥʥʷ ʢʘʙʽʥʝʪʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ; ʧʦʢʘʟʘʪʠ ʤʦʞʣʠʚʦʩʪʽ 

ʚʠʢʦʨʠʩʪʘʥʥʷ ʚ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ ʽʥʬʦʨʤʘʮʽʾ, ʱʦ ʤʽʩʪʠʪʴʩʷ ʫ ʟʚʽʪʥʦʩʪʽ 

ʧʽʜʧʨʠʻʤʩʪʚʘ, ʘ ʪʘʢʦʞ ʫ ʜʦʢʫʤʝʥʪʘʭ ʧʦʪʦʯʥʦʛʦ ʦʙʣʽʢʫ; ʟʘʧʨʦʧʦʥʫʚʘʪʠ ʬʦʨʤʫ ʧʦʪʦʯʥʦʛʦ 

ʦʙʣʽʢʫ ʧʦʢʘʟʥʠʢʽʚ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ ʪʘ ʥʝʟʘʚʝʨʰʝʥʠʭ ʦʧʝʨʘʮʽʡ ʟ ʨʝʘʣʽʟʘʮʽʾ 

ʧʨʦʜʫʢʮʽʾ ʜʣʷ ʟʙʦʨʫ ʽ ʥʘʢʦʧʠʯʝʥʥʷ ʽʥʬʦʨʤʘʮʽʾ; ʨʦʟʨʦʙʠʪʠ ʽʥʜʝʢʩʥʽ ʤʦʜʝʣʽ, ʷʢʽ ʜʦʟʚʦʣʷʪʴ 

ʟʜʽʡʩʥʶʚʘʪʠ ʘʥʘʣʽʟ ʝʬʝʢʪʠʚʥʦʩʪʽ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʜʽʷʣʴʥʦʩʪʽ; ʦʙˇʨʫʥʪʫʚʘʪʠ ʧʝʨʝʚʘʛʠ ʪʘ 

ʨʦʟʛʣʷʥʫʪʠ ʦʩʦʙʣʠʚʦʩʪʽ ʢʦʤʧʣʝʢʩʥʦʛʦ ʚʠʢʦʨʠʩʪʘʥʥʷ ʩʪʘʪʠʩʪʠʯʥʠʭ ʤʝʪʦʜʽʚ ʫ 

ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ. 

ɺʠʢʣʘʜ ʦʩʥʦʚʥʦʛʦ ʤʘʪʝʨʽʘʣʫ ʜʦʩʣʽʜʞʝʥʥʷ ʟ ʧʦʚʥʠʤ ʦʙˇʨʫʥʪʫʚʘʥʥʷʤ 

ʦʪʨʠʤʘʥʠʭ ʥʘʫʢʦʚʠʭ ʨʝʟʫʣʴʪʘʪʽʚ. ʈʦʟʨʦʙʢʘ ʽ ʧʨʠʡʥʷʪʪʷ ʝʬʝʢʪʠʚʥʠʭ ʫʧʨʘʚʣʽʥʩʴʢʠʭ 

ʨʽʰʝʥʴ ʥʘ ʧʽʜʧʨʠʻʤʩʪʚʽ ʥʝʤʦʞʣʠʚʝ ʙʝʟ ʧʨʦʚʝʜʝʥʥʷ ˇʨʫʥʪʦʚʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ 

ʜʦʩʣʽʜʞʝʥʴ, ʷʢʽ ʙʘʟʫʶʪʴʩʷ ʥʘ ʚʠʢʦʨʠʩʪʘʥʥʽ ʤʝʪʦʜʽʚ ʦʙʨʦʙʢʠ ʽ ʘʥʘʣʽʟʫ ʜʘʥʠʭ. ʆʜʥʠʤ ʽʟ 

ʧʦʰʠʨʝʥʠʭ ʤʝʪʦʜʽʚ ʪʘʢʠʭ ʜʦʩʣʽʜʞʝʥʴ ʻ ʢʘʙʽʥʝʪʥʽ ʤʘʨʢʝʪʠʥʛʦʚʽ ʜʦʩʣʽʜʞʝʥʥʷ, ʟʜʽʡʩʥʝʥʥʷ 

ʷʢʠʭ ʧʦʪʨʝʙʫʻ ʥʝ ʣʠʰʝ ʚʠʪʨʘʪ ʯʘʩʫ, ʘ ʡ ʬʽʥʘʥʩʦʚʠʭ ʢʦʰʪʽʚ. ʊʦʤʫ ʜʣʷ ʦʧʪʠʤʽʟʘʮʽʾ 

ʧʨʦʚʝʜʝʥʥʷ ʪʘʢʠʭ ʜʦʩʣʽʜʞʝʥʴ ʥʝʦʙʭʽʜʥʘ ʥʘʫʢʦʚʦ ʦʙˇʨʫʥʪʦʚʘʥʘ ʤʝʪʦʜʠʢʘ, ʷʢʘ 

ʧʝʨʝʜʙʘʯʘʻ ʥʝ ʣʠʰʝ ʧʦʩʣʽʜʦʚʥʽʩʪʴ ʟʘʚʜʘʥʴ, ʷʢʽ ʚʠʢʦʥʫʶʪʴʩʷ, ʘ ʡ ʥʠʟʢʫ ʤʝʪʦʜʽʚ ʜʣʷ 

ʧʨʦʚʝʜʝʥʥʷ ʘʥʘʣʽʟʫ ʟʘʣʝʞʥʦ ʚʽʜ ʧʦʩʪʘʚʣʝʥʦʾ ʤʝʪʠ. 

ʇʨʦʧʦʥʫʻʤʦ ʤʝʪʦʜʠʢʫ ʧʨʦʚʝʜʝʥʥʷ ʢʘʙʽʥʝʪʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ, 

ʘʣʛʦʨʠʪʤ ʷʢʦʾ ʧʨʝʜʩʪʘʚʣʝʥʦ ʥʘ ʨʠʩ. 1. 
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ʂ.ɼ. ʉʝʤʝʥʦʚʘ. ʆʩʦʙʣʠʚʦʩʪʽ ʟʘʩʪʦʩʫʚʘʥʥʷ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʽ 

ʩʪʦʭʘʩʪʠʯʥʠʭ ʚʟʘʻʤʦʟôʚʷʟʢʽʚ ʫ ʢʘʙʽʥʝʪʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ 
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ʈʠʩʫʥʦʢ 1 ï ɸʣʛʦʨʠʪʤ ʧʨʦʚʝʜʝʥʥʷ ʢʘʙʽʥʝʪʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ 

 

ʈʦʟʛʣʷʥʝʤʦ ʜʝʪʘʣʴʥʦ ʢʦʞʝʥ ʟ ʝʪʘʧʽʚ ʜʦʩʣʽʜʞʝʥʥʷ. 

ɺʩʪʘʥʦʚʣʝʥʥʷ ʜʞʝʨʝʣ ʽʥʬʦʨʤʘʮʽʾ ʧʝʨʝʜʙʘʯʘʻ: 

ï ʚʩʪʘʥʦʚʣʝʥʥʷ ʬʦʨʤ ʙʫʭʛʘʣʪʝʨʩʴʢʦʾ, ʧʦʜʘʪʢʦʚʦʾ ʪʘ ʩʪʘʪʠʩʪʠʯʥʦʾ ʟʚʽʪʥʦʩʪʽ 

ʧʽʜʧʨʠʻʤʩʪʚʘ, ʷʢʽ ʤʽʩʪʷʪʴ ʥʝʦʙʭʽʜʥʫ ʽʥʬʦʨʤʘʮʽʶ; 

ï ʚʠʟʥʘʯʝʥʥʷ ʨʝʻʩʪʨʽʚ ʧʝʨʚʠʥʥʦʛʦ ʦʙʣʽʢʫ ʜʘʥʠʭ, ʫ ʷʢʠʭ ʚʽʜʦʙʨʘʞʘʻʪʴʩʷ 

ʥʝʦʙʭʽʜʥʘ ʽʥʬʦʨʤʘʮʽʷ; 

ï ʚʩʪʘʥʦʚʣʝʥʥʷ ʢʦʣʘ ʦʙôʻʢʪʽʚ (ʩʫʙôʻʢʪʽʚ), ʚʽʜ ʷʢʠʭ ʤʦʞʥʘ ʦʪʨʠʤʘʪʠ ʽʥʬʦʨʤʘʮʽʶ 

ʧʨʦ ʟʦʚʥʽʰʥʻ ʩʝʨʝʜʦʚʠʱʝ ʧʽʜʧʨʠʻʤʩʪʚʘ ʪʘ ʡʦʛʦ ʢʦʥʢʫʨʝʥʪʽʚ. 

ɿʙʽʨ ʽʥʬʦʨʤʘʮʽʾ ʧʝʨʝʜʙʘʯʘʻ ʙʝʟʧʦʩʝʨʝʜʥʴʦ ʦʪʨʠʤʘʥʥʷ ʜʘʥʠʭ ʟ ʜʦʢʫʤʝʥʪʽʚ 

ʧʝʨʚʠʥʥʦʛʦ ʦʙʣʽʢʫ ʘʙʦ ʟʚʽʪʥʦʩʪʽ. ʇʨʦʙʣʝʤʘ ʧʦʣʷʛʘʻ ʚ ʟʙʠʨʘʥʥʽ ʥʘʡʙʽʣʴʰ ʧʦʚʥʦʾ ʽ 

ʜʦʩʪʦʚʽʨʥʦʾ ʽʥʬʦʨʤʘʮʽʾ. ɼʣʷ ʮʴʦʛʦ, ʢʨʽʤ ʧʦʪʦʯʥʦʛʦ ʟʙʦʨʫ ʜʘʥʠʭ, ʧʦʪʨʽʙʥʦ ʟʜʽʡʩʥʶʚʘʪʠ 

ʧʦʩʪʽʡʥʝ ʾʭ ʥʘʢʦʧʠʯʝʥʥʷ ʪʘ ʧʝʨʚʠʥʥʠʡ ʘʥʘʣʽʟ ʰʣʷʭʦʤ ʧʦʨʽʚʥʷʥʥʷ ʦʪʨʠʤʘʥʦʾ ʽʥʬʦʨʤʘʮʽʾ 

ʟ ʜʘʥʠʤʠ ʧʦʧʝʨʝʜʥʽʭ ʦʙʩʪʝʞʝʥʴ, ʚʠʷʚʣʝʥʥʷ ʥʝʪʠʧʦʚʠʭ (ʘʥʦʤʘʣʴʥʠʭ) ʟʥʘʯʝʥʴ ʧʦʢʘʟʥʠʢʽʚ 

ʽ ʚʠʟʥʘʯʝʥʥʷ ʧʨʠʯʠʥ ʾʭ ʘʥʦʤʘʣʴʥʦʩʪʽ. 

ʆʙʨʦʙʢʘ ʽʥʬʦʨʤʘʮʽʾ ʤʦʞʝ ʟʜʽʡʩʥʶʚʘʪʠʩʷ ʟʘ ʜʦʧʦʤʦʛʦʶ ʩʠʩʪʝʤʠ ʤʝʪʦʜʽʚ ʟʘʣʝʞʥʦ 

ʚʽʜ ʧʦʩʪʘʚʣʝʥʠʭ ʟʘʚʜʘʥʴ: ʤʝʪʦʜʠ ʤʦʜʝʣʶʚʘʥʥʷ, ʘʥʘʣʽʟʫ ʚʟʘʻʤʦʟʚôʷʟʢʽʚ, ʜʠʥʘʤʽʢʠ, 

ʩʪʨʫʢʪʫʨʠ, ʧʦʨʽʚʥʷʥʥʷ. ʊʘʢʦʞ ʬʦʨʤʫʻʪʴʩʷ ʩʠʩʪʝʤʘ ʧʦʢʘʟʥʠʢʽʚ, ʱʦ ʭʘʨʘʢʪʝʨʠʟʫʶʪʴ 

ʦʙôʻʢʪ ʜʦʩʣʽʜʞʝʥʥʷ. 

ɽʪʘʧ ʘʥʘʣʽʟʫ ʽʥʬʦʨʤʘʮʽʾ ʻ ʯʠ ʥʝ ʦʩʥʦʚʥʠʤ ʚ ʭʦʜʽ ʧʨʦʚʝʜʝʥʥʷ ʜʦʩʣʽʜʞʝʥʥʷ, 

ʦʩʢʽʣʴʢʠ ʟʜʽʡʩʥʶʻʪʴʩʷ ʫʟʘʛʘʣʴʥʝʥʥʷ ʦʪʨʠʤʘʥʠʭ ʨʝʟʫʣʴʪʘʪʽʚ, ʬʦʨʤʫʣʶʶʪʴʩʷ ʚʠʩʥʦʚʢʠ ʽ 

ʧʨʦʧʦʟʠʮʽʾ. ʊʦʤʫ ʜʘʥʫ ʧʨʦʮʝʜʫʨʫ ʧʦʚʠʥʝʥ ʟʜʽʡʩʥʶʚʘʪʠ ʬʘʭʽʚʝʮʴ, ʷʢʠʡ ʫʤʽʻ ʥʝ ʣʠʰʝ 

ʚʠʢʦʨʠʩʪʦʚʫʚʘʪʠ ʤʝʪʦʜʠ ʦʙʨʦʙʢʠ ʜʘʥʠʭ ʽ ʥʘʜʘʚʘʪʠ ʾʭ ʽʥʪʝʨʧʨʝʪʘʮʽʶ, ʘʣʝ ʡ ʟʜʘʪʝʥ 

ʇʦʩʪʘʥʦʚʢʘ ʧʨʦʙʣʝʤʠ ʽ ʬʦʨʤʫʣʶʚʘʥʥʷ ʟʘʚʜʘʥʴ 

ɺʩʪʘʥʦʚʣʝʥʥʷ ʜʞʝʨʝʣ ʽʥʬʦʨʤʘʮʽʾ 

ɿʙʽʨ ʽʥʬʦʨʤʘʮʽʾ ʪʘ ʾʾ ʧʝʨʚʠʥʥʠʡ ʘʥʘʣʽʟ 

ʆʙʨʦʙʢʘ ʟʽʙʨʘʥʦʾ ʽʥʬʦʨʤʘʮʽʾ 

ɸʥʘʣʽʟ ʨʝʟʫʣʴʪʘʪʽʚ ʦʙʨʦʙʢʠ ʽʥʬʦʨʤʘʮʽʾ 

ʆʪʨʠʤʘʥʽ ʨʝʟʫʣʴʪʘʪʠ 

ʚʽʜʧʦʚʽʜʘʶʪʴ 

ʧʦʩʪʘʚʣʝʥʠʤ ʟʘʚʜʘʥʥʷʤ 

ʅʘʜʘʥʥʷ ʨʝʟʫʣʴʪʘʪʽʚ ʜʦʩʣʽʜʞʝʥʥʷ ʤʝʥʝʜʞʝʨʘʤ ʜʣʷ ʧʨʠʡʥʷʪʪʷ 

ʫʧʨʘʚʣʽʥʩʴʢʠʭ ʨʽʰʝʥʴ 

    ʊʘʢ 

ʅ̔ 
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ʧʦʻʜʥʫʚʘʪʠ ʦʪʨʠʤʘʥʽ ʨʝʟʫʣʴʪʘʪʠ ʚ ʻʜʠʥʝ ʮʽʣʝ ʽ ʨʦʙʠʪʠ ʪʽ ʫʟʘʛʘʣʴʥʝʥʥʷ ʪʘ ʚʠʩʥʦʚʢʠ, ʷʢʽ 

ʧʦʪʨʽʙʥʽ ʜʣʷ ʜʦʩʷʛʥʝʥʥʷ ʤʝʪʠ ʩʘʤʝ ʜʘʥʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ, ʘ ʥʝ ʙʫʜʴ-ʷʢʦʛʦ ʧʦʜʽʙʥʦʛʦ. 

ʈʦʟʛʣʷʥʝʤʦ ʧʨʦʮʝʜʫʨʫ ʧʨʦʚʝʜʝʥʥʷ ʢʘʙʽʥʝʪʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ ʥʘ 

ʧʨʠʢʣʘʜʽ ʘʥʘʣʽʟʫ ʦʩʥʦʚʥʠʭ ʧʦʢʘʟʥʠʢʽʚ, ʱʦ ʭʘʨʘʢʪʝʨʠʟʫʶʪʴ ʝʬʝʢʪʠʚʥʽʩʪʴ ʜʽʷʣʴʥʦʩʪʽ 

ʧʽʜʧʨʠʻʤʩʪʚʘ ʚ ʮʽʣʦʤʫ ʽ ʚʽʜʜʽʣʫ ʤʘʨʢʝʪʠʥʛʫ ʟʦʢʨʝʤʘ, ʘ ʩʘʤʝ ï ʦʙʩʷʛʫ ʨʝʘʣʽʟʘʮʽʾ 

ʧʨʦʜʫʢʮʽʾ ʪʘ ʧʨʠʙʫʪʢʫ. 

ɼʣʷ ʘʥʘʣʽʟʫ ʥʘʟʚʘʥʠʭ ʧʦʢʘʟʥʠʢʽʚ ʚʠʥʠʢʘʻ ʧʝʨʰʦʯʝʨʛʦʚʘ ʧʨʦʙʣʝʤʘ ʚʩʪʘʥʦʚʣʝʥʥʷ 

ʜʞʝʨʝʣ ʽʥʬʦʨʤʘʮʽʾ, ʦʩʢʽʣʴʢʠ ʜʘʥʠʭ ʧʨʦ ʦʙʩʷʛ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ, ʱʦ ʤʽʩʪʷʪʴʩʷ ʫ 

ʟʚʽʪʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ, ʥʝʜʦʩʪʘʪʥʴʦ. ʆʜʥʘʢ, ʫ ʩʫʯʘʩʥʠʭ ʫʤʦʚʘʭ ʚʝʜʝʥʥʷ 

ʙʫʭʛʘʣʪʝʨʩʴʢʦʛʦ ʽ ʫʧʨʘʚʣʽʥʩʴʢʦʛʦ ʦʙʣʽʢʫ ʥʘ ʦʩʥʦʚʽ ʚʠʢʦʨʠʩʪʘʥʥʷ ʧʨʦʛʨʘʤʥʠʭ ʧʨʦʜʫʢʪʽʚ 

ʧʠʪʘʥʥʷ ʚʠʜʽʣʝʥʥʷ ʥʝʦʙʭʽʜʥʦʾ ʽʥʬʦʨʤʘʮʽʾ ʟ ʾʾ ʟʘʛʘʣʴʥʦʛʦ ʦʙʩʷʛʫ ʥʝ ʻ ʧʨʦʙʣʝʤʦʶ (ʟʘ 

ʫʤʦʚ ʟʥʘʥʥʷ ʤʦʞʣʠʚʦʩʪʝʡ ʧʨʦʛʨʘʤʥʠʭ ʧʨʦʜʫʢʪʽʚ, ʷʢʽ ʚʠʢʦʨʠʩʪʦʚʫʶʪʴʩʷ). 

ʋ ʧʝʨʰʫ ʯʝʨʛʫ ʚʠʥʠʢʘʻ ʟʘʚʜʘʥʥʷ ʚʠʜʽʣʝʥʥʷ ʚ ʦʢʨʝʤʽ ʩʢʣʘʜʦʚʽ ʽʟ ʧʦʢʘʟʥʠʢʘ 

ʦʙʩʷʛʫ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ ʧʽʜʧʨʠʻʤʩʪʚʘ, ʱʦ ʤʽʩʪʠʪʴʩʷ ʫ ʟʚʽʪʥʦʩʪʽ ʪʘ ʬʦʨʤʘʭ ʧʦʪʦʯʥʦʛʦ 

ʦʙʣʽʢʫ, ʪʠʭ ʡʦʛʦ ʯʘʩʪʠʥ, ʷʢʽ ʭʘʨʘʢʪʝʨʠʟʫʶʪʴ ʦʙʩʷʛ ʚʽʜʚʘʥʪʘʞʝʥʦʾ ʽ ʦʙʩʷʛ ʩʧʣʘʯʝʥʦʾ ʫ 

ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ ʧʨʦʜʫʢʮʽʾ. ʊʘʢʝ ʟʘʚʜʘʥʥʷ ʧʦʩʪʘʻ ʚʥʘʩʣʽʜʦʢ ʪʦʛʦ, ʱʦ ʧʨʠʙʫʪʦʢ ʚʽʜ 

ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ ʧʽʜʧʨʠʻʤʩʪʚʘ ʤʦʞʥʘ ʚʠʟʥʘʯʠʪʠ ʣʠʰʝ ʧʽʩʣʷ ʚʽʜʚʘʥʪʘʞʝʥʥʷ 

ʧʨʦʜʫʢʮʽʾ (ʢʦʣʠ ʩʬʦʨʤʫʚʘʣʠʩʷ ʚʩʽ ʚʠʪʨʘʪʠ ʧʽʜʧʨʠʻʤʩʪʚʘ, ʧʦʚôʷʟʘʥʽ ʟ ʚʠʨʦʙʥʠʮʪʚʦʤ ʽ 

ʨʝʘʣʽʟʘʮʽʻʶ ʧʨʦʜʫʢʮʽʾ), ʦʜʥʘʢ ʬʘʢʪʠʯʥʦ ʧʽʜʧʨʠʻʤʩʪʚʦ ʦʪʨʠʤʫʻ ʫ ʨʦʟʧʦʨʷʜʞʝʥʥʷ 

ʧʨʠʙʫʪʦʢ ʣʠʰʝ ʚ ʪʦʤʫ ʚʠʧʘʜʢʫ, ʢʦʣʠ ʥʘʜʽʡʰʣʠ ʢʦʰʪʠ ʟʘ ʚʽʜʚʘʥʪʘʞʝʥʫ ʧʨʦʜʫʢʮʽʶ. 

ɿʛʽʜʥʦ ʥʘʮʽʦʥʘʣʴʥʠʤ ʩʪʘʥʜʘʨʪʘʤ ʚʝʜʝʥʥʷ ʙʫʭʛʘʣʪʝʨʩʴʢʦʛʦ ʦʙʣʽʢʫ ʚ ʋʢʨʘʾʥʽ ʫ 

ʬʽʥʘʥʩʦʚʽʡ ʟʚʽʪʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ, ʘ ʩʘʤʝ ʫ ʬʦʨʤʽ 2 çɿʚʽʪ ʧʨʦ ʬʽʥʘʥʩʦʚʽ ʨʝʟʫʣʴʪʘʪʠè, 

ʚʽʜʦʙʨʘʞʘʻʪʴʩʷ ʯʠʩʪʠʡ ʜʦʭʽʜ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ (ʪʦʚʘʨʽʚ, ʨʦʙʽʪ, ʧʦʩʣʫʛ), ʱʦ ʷʚʣʷʻ 

ʩʦʙʦʶ ʦʙʩʷʛ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ ʟʘ ʟʚʽʪʥʠʡ ʧʝʨʽʦʜ. ʇʨʠ ʮʴʦʤʫ ʚ ʙʫʭʛʘʣʪʝʨʩʴʢʦʤʫ 

ʦʙʣʽʢʫ ʨʝʘʣʽʟʦʚʘʥʦʶ ʚʚʘʞʘʻʪʴʩʷ ʧʨʦʜʫʢʮʽʷ, ʷʢʘ ʙʫʣʘ ʚʽʜʚʘʥʪʘʞʝʥʘ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ 

ʥʝʟʘʣʝʞʥʦ ʚʽʜ ʤʦʤʝʥʪʫ ʾʾ ʩʧʣʘʪʠ [1]. 

ʑʦʤʽʩʷʯʥʘ ʽʥʬʦʨʤʘʮʽʷ ʧʨʦ ʜʦʭʽʜ ʧʽʜʧʨʠʻʤʩʪʚʘ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ (ʪʦʚʘʨʽʚ, 

ʨʦʙʽʪ, ʧʦʩʣʫʛ) ʤʽʩʪʠʪʴʩʷ ʪʘʢʦʞ ʫ ʜʝʢʣʘʨʘʮʽʾ ʟ ʧʦʜʘʪʢʫ ʥʘ ʜʦʜʘʥʫ ʚʘʨʪʽʩʪʴ ʧʽʜʧʨʠʻʤʩʪʚʘ. 

ʆʜʥʘʢ ʫ ʜʘʥʽʡ ʬʦʨʤʽ ʟʚʽʪʥʦʩʪʽ ʚʽʜʦʙʨʘʞʘʻʪʴʩʷ ʽʥʰʠʡ ʧʦʢʘʟʥʠʢ ʦʙʩʷʛʫ ʨʝʘʣʽʟʘʮʽʾ 

ʧʨʦʜʫʢʮʽʾ, ʷʢʠʡ ʚʠʟʥʘʯʘʻʪʴʩʷ çʟʘ ʧʝʨʰʦʶ ʧʦʜʽʻʶè. ʁʦʛʦ ʚʝʣʠʯʠʥʘ ʩʢʣʘʜʘʻʪʴʩʷ ʽʟ ʜʚʦʭ 

ʯʘʩʪʠʥ: ʦʙʩʷʛʫ ʚʽʜʚʘʥʪʘʞʝʥʦʾ ʫ ʟʚʽʪʥʦʤʫ ʤʽʩʷʮʽ ʧʨʦʜʫʢʮʽʾ (ʥʝʟʘʣʝʞʥʦ ʚʽʜ ʤʦʤʝʥʪʫ ʾʾ 

ʩʧʣʘʪʠ) ʽ ʦʙʩʷʛʫ ʩʧʣʘʯʝʥʦʾ ʫ ʟʚʽʪʥʦʤʫ ʤʽʩʷʮʽ ʧʨʦʜʫʢʮʽʾ (ʥʝʟʘʣʝʞʥʦ ʚʽʜ ʤʦʤʝʥʪʫ ʾʾ 

ʚʽʜʚʘʥʪʘʞʝʥʥʷ). 

ɼʣʷ ʘʥʘʣʽʟʫ ʝʬʝʢʪʠʚʥʦʩʪʽ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ ʚ ʮʽʣʦʤʫ ʽ ʨʦʙʦʪʠ ʧʽʜʨʦʟʜʽʣʽʚ, 

ʱʦ ʚʽʜʧʦʚʽʜʘʶʪʴ ʟʘ ʟʙʫʪ ʧʨʦʜʫʢʮʽʾ ʧʦʢʫʧʮʷʤ ʪʘ ʩʚʦʻʯʘʩʥʽʩʪʴ ʾʾ ʩʧʣʘʪʠ, ʧʦʪʨʽʙʥʦ, ʷʢ 

ʚʽʜʤʽʯʘʣʦʩ,ɹ ʚʠʜʽʣʠʪʠ ʦʢʨʝʤʦ ʽʟ ʟʘʛʘʣʴʥʦʛʦ ʦʙʩʷʛʫ ʨʝʘʣʽʟʘʮʽʾ ʪʫ ʯʘʩʪʠʥʫ, ʷʢʘ ʙʫʣʘ 

ʚʽʜʚʘʥʪʘʞʝʥʘ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ, ʽ ʪʫ ʾʾ ʯʘʩʪʠʥʫ, ʷʢʘ ʙʫʣʘ ʩʧʣʘʯʝʥʘ. ʊʘʢʝ ʚʠʦʢʨʝʤʣʝʥʥʷ 

ʜʘʥʠʭ ʧʦʢʘʟʥʠʢʽʚ ʚ ʫʤʦʚʘʭ ʚʝʜʝʥʥʷ ʙʫʭʛʘʣʪʝʨʩʴʢʦʛʦ ʦʙʣʽʢʫ ʥʘ ʦʩʥʦʚʽ ʚʠʢʦʨʠʩʪʘʥʥʷ 

ʧʨʦʛʨʘʤʠ ç1 ʉ ʙʫʭʛʘʣʪʝʨʽʷè (ʘʙʦ ʽʥʰʠʭ ʙʫʭʛʘʣʪʝʨʩʴʢʠʭ ʧʨʦʛʨʘʤ) ʥʝ ʧʦʪʨʝʙʫʻ ʙʘʛʘʪʦ 

ʯʘʩʫ ʘʙʦ ʜʦʜʘʪʢʦʚʠʭ ʢʦʰʪʽʚ. 

ʆʯʝʚʠʜʥʦ, ʱʦ ʥʘʡʙʽʣʴʰ ʜʦʩʪʫʧʥʠʤ ʽ ʟʨʫʯʥʠʤ ʩʧʦʩʦʙʦʤ ʦʪʨʠʤʘʥʥʷ ʥʝʦʙʭʽʜʥʦʾ 

ʽʥʬʦʨʤʘʮʽʾ ʻ ʨʦʟʨʦʙʢʘ ʽ ʚʧʨʦʚʘʜʞʝʥʥʷ ʥʘ ʧʽʜʧʨʠʻʤʩʪʚʽ ʦʢʨʝʤʠʭ ʩʧʝʮʽʘʣʴʥʠʭ ʙʣʦʢʽʚ 

ʧʨʦʛʨʘʤ. ʆʜʥʘʢ ʟ ʤʝʪʦʶ ʝʢʦʥʦʤʽʾ ʢʦʰʪʽʚ, ʦʩʦʙʣʠʚʦ ʥʘ ʥʝʚʝʣʠʢʠʭ ʧʽʜʧʨʠʻʤʩʪʚʘʭ, ʪʘʢʫ 

ʽʥʬʦʨʤʘʮʽʶ ʤʦʞʥʘ ʦʪʨʠʤʘʪʠ ʙʝʟʧʦʩʝʨʝʜʥʴʦ ʚʽʜ ʙʫʭʛʘʣʪʝʨʘ ʚ ʢʽʥʮʽ ʟʚʽʪʥʦʛʦ ʤʽʩʷʮʷ, ʱʦ 

ʥʝ ʧʦʪʨʝʙʫʻ ʟʥʘʯʥʠʭ ʚʠʪʨʘʪ ʨʦʙʦʯʦʛʦ ʯʘʩʫ. ɸ ʩʘʤʝ, ʩʫʤʘ ʦʙʦʨʦʪʽʚ ʧʦ ʜʝʙʝʪʫ ʨʘʭʫʥʢʫ 36 

çʈʦʟʨʘʭʫʥʢʠ ʟ ʧʦʢʫʧʮʷʤʠ ʽ ʟʘʤʦʚʥʠʢʘʤʠè ʚʽʜʦʙʨʘʞʘʻ ʦʙʩʷʛ ʧʨʦʜʫʢʮʽʾ, ʱʦ ʙʫʣʘ 

ʚʽʜʚʘʥʪʘʞʝʥʘ ʧʦʢʫʧʮʷʤ ʫ ʟʚʽʪʥʦʤʫ ʤʽʩʷʮʽ, ʘ ʩʫʤʘ ʦʙʦʨʦʪʽʚ ʧʦ ʢʨʝʜʠʪʫ ʜʘʥʦʛʦ ʨʘʭʫʥʢʫ 

ʚʽʜʦʙʨʘʞʘʻ ʩʫʤʫ ʢʦʰʪʽʚ, ʷʢʽ ʧʽʜʧʨʠʻʤʩʪʚʦ ʦʪʨʠʤʘʣʦ ʚʽʜ ʧʦʢʫʧʮʽʚ ʫ ʟʚʽʪʥʦʤʫ ʤʽʩʷʮʽ. 

ɿʘʣʠʰʢʠ ʥʘ ʧʦʯʘʪʦʢ ʤʽʩʷʮʷ ʧʦ ʜʝʙʝʪʫ ʜʘʥʦʛʦ ʨʘʭʫʥʢʫ ʚʽʜʦʙʨʘʞʘʶʪʴ ʚʘʨʪʽʩʪʴ ʧʨʦʜʫʢʮʽʾ, 
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ʂ.ɼ. ʉʝʤʝʥʦʚʘ. ʆʩʦʙʣʠʚʦʩʪʽ ʟʘʩʪʦʩʫʚʘʥʥʷ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʽ 

ʩʪʦʭʘʩʪʠʯʥʠʭ ʚʟʘʻʤʦʟôʚʷʟʢʽʚ ʫ ʢʘʙʽʥʝʪʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ 
37 

 

ʷʢʘ ʙʫʣʘ ʚʽʜʚʘʥʪʘʞʝʥʘ, ʘʣʝ ʥʝ ʩʧʣʘʯʝʥʘ, ʫ ʧʦʧʝʨʝʜʥʽʭ ʧʝʨʽʦʜʘʭ. ɸ ʟʘʣʠʰʢʠ ʧʦ ʢʨʝʜʠʪʫ 

ʨʘʭʫʥʢʫ ʚʽʜʦʙʨʘʞʘʶʪʴ ʚʘʨʪʽʩʪʴ ʧʨʦʜʫʢʮʽʾ, ʟʘ ʷʢʫ ʥʘʜʽʡʰʣʠ ʢʦʰʪʠ ʥʘ ʨʘʭʫʥʦʢ 

ʧʽʜʧʨʠʻʤʩʪʚʘ ʚʽʜ ʧʦʢʫʧʮʽʚ, ʘʣʝ ʚʦʥʘ ʥʝ ʙʫʣʘ ʚʽʜʚʘʥʪʘʞʝʥʘ ʫ ʧʦʧʝʨʝʜʥʽʭ ʧʝʨʽʦʜʘʭ. 

ʉʣʽʜ ʚʽʜʤʽʪʠʪʠ, ʱʦ ʙʫʭʛʘʣʪʝʨ ʦʜʥʠʤ çʢʣʽʢʦʤè ʤʠʰʽ ʤʦʞʝ ʥʘʜʘʪʠ ʨʦʟʛʦʨʥʫʪʫ 

ʽʥʬʦʨʤʘʮʽʶ ʧʦ ʢʦʞʥʦʤʫ ʢʦʥʪʨʘʛʝʥʪʫ (ʧʦʢʫʧʮʶ ʧʨʦʜʫʢʮʽʾ ʧʽʜʧʨʠʻʤʩʪʚʘ), ʟ ʷʢʠʤ 

ʟʘʣʠʰʠʣʠʩʷ ʥʝʟʘʚʝʨʰʝʥʠʤʠ ʚʽʜʥʦʩʠʥʠ ʱʦʜʦ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ: ʘʙʦ ʚʦʥʘ ʙʫʣʘ 

ʚʽʜʚʘʥʪʘʞʝʥʘ ʽ ʥʝ ʩʧʣʘʯʝʥʘ, ʘʙʦ ʩʧʣʘʯʝʥʘ ʽ ʟʘ ʪʠʤʠ ʯʠ ʽʥʰʠʤʠ ʧʨʠʯʠʥʘʤʠ ʥʝ ʚʽʜʙʫʣʦʩʷ 

ʾʾ ʚʽʜʚʘʥʪʘʞʝʥʥʷ. 

ɺʨʘʭʦʚʫʶʯʠ ʚʠʢʣʘʜʝʥʝ ʚʠʱʝ, ʧʨʦʧʦʥʫʻʤʦ ʜʣʷ ʘʥʘʣʽʟʫ ʚʠʢʦʨʠʩʪʦʚʫʚʘʪʠ ʥʝ ʦʜʠʥ 

ʫʟʘʛʘʣʴʥʝʥʠʡ ʧʦʢʘʟʥʠʢ ʦʙʩʷʛʫ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ, ʱʦ ʤʽʩʪʠʪʴʩʷ ʫ ʬʽʥʘʥʩʦʚʽʡ ʘʙʦ 

ʧʦʜʘʪʢʦʚʽʡ ʟʚʽʪʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ, ʘ ʩʠʩʪʝʤʫ ʧʦʢʘʟʥʠʢʽʚ, ʷʢʽ ʜʦʮʽʣʴʥʦ ʱʦʤʽʩʷʮʷ 

ʦʙʨʘʭʦʚʫʚʘʪʠ ʽ ʥʘʢʦʧʠʯʫʚʘʪʠ ʜʣʷ ʟʜʽʡʩʥʝʥʥʷ ʧʦʜʘʣʴʰʦʛʦ ʩʠʩʪʝʤʥʦʛʦ ʘʥʘʣʽʟʫ. 

ʆʙʣʽʢ ʽ ʥʘʢʦʧʠʯʝʥʥʷ ʥʝʦʙʭʽʜʥʦʾ ʽʥʬʦʨʤʘʮʽʾ ʧʨʦ ʨʝʟʫʣʴʪʘʪʠ ʜʽʷʣʴʥʦʩʪʽ 

ʧʽʜʧʨʠʻʤʩʪʚʘ ʧʨʦʧʦʥʫʻʤʦ ʟʜʽʡʩʥʶʚʘʪʠ ʟʘ ʪʘʢʦʶ ʬʦʨʤʦʶ (ʪʘʙʣ. 1). 

 

ʊʘʙʣʠʮʷ 1 ï ʇʦʢʘʟʥʠʢʠ ʦʙʩʷʛʫ ʚʠʨʦʙʥʠʮʪʚʘ ʽ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ ʧʽʜʧʨʠʻʤʩʪʚʘ 

 

 ̄

ʟ/ʧ 
ʇʦʢʘʟʥʠʢ 

ɿʥʘʯʝʥʥʷ ʧʦʢʘʟʥʠʢʘ, ʛʨʥ. 

ʟʘ ʟʚʽʪʥʠʡ 

ʤʽʩʷʮʴ 

ʟʘ ʧʝʨʽʦʜ ʟ 

ʧʦʯʘʪʢʫ ʨʦʢʫ 

1. ʆʙʩʷʛ ʚʠʛʦʪʦʚʣʝʥʦʾ (ʪʦʚʘʨʥʦʾ) ʧʨʦʜʫʢʮʽʾ   

2. 
ʆʙʩʷʛ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ (ʟʘ 

ʜʘʥʠʤʠ ʧʦʜʘʪʢʦʚʦʛʦ ʦʙʣʽʢʫ) 
 

 

3. 
ʆʙʩʷʛ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ (ʟʘ 

ʜʘʥʠʤʠ ʬʽʥʘʥʩʦʚʦʾ ʟʚʽʪʥʦʩʪʽ)  

  

4. ʆʙʩʷʛ ʧʨʦʜʫʢʮʽʾ, ʩʧʣʘʯʝʥʦʾ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ   

5. 
ʆʙʩʷʛ ʧʨʦʜʫʢʮʽʾ, ʩʧʣʘʯʝʥʦʾ ʽ ʚʽʜʚʘʥʪʘʞʝʥʦʾ ʫ 

ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ 

  

 

ʆʙʩʷʛ ʚʠʛʦʪʦʚʣʝʥʦʾ ʧʨʦʜʫʢʮʽʾ (ʨʷʜ. 1) ʬʦʨʤʫʻʪʴʩʷ ʚ ʙʫʭʛʘʣʪʝʨʩʴʢʦʤʫ ʦʙʣʽʢʫ ʚ 

ʢʽʥʮʽ ʤʽʩʷʮʷ ʥʘ ʨʘʭʫʥʢʘʭ 26 ʘʙʦ 28 (ʟʘʣʝʞʥʦ ʚʽʜ ʟʘʪʚʝʨʜʞʝʥʦʾ ʥʘ ʧʽʜʧʨʠʻʤʩʪʚʽ ʦʙʣʽʢʦʚʦʾ 

ʧʦʣʽʪʠʢʠ). 

ʇʦʢʘʟʥʠʢ ʫ ʨʷʜʢʫ 2 ʷʚʣʷʻ ʩʦʙʦʶ ʯʠʩʪʠʡ ʜʦʭʽʜ ʧʽʜʧʨʠʻʤʩʪʚʘ, ʪʦʙʪʦ ʦʙʩʷʛ 

ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ, ʱʦ ʚʽʜʦʙʨʘʞʘʻʪʴʩʷ ʫ ʜʝʢʣʘʨʘʮʽʾ ʟ ʧʦʜʘʪʢʫ ʥʘ ʜʦʜʘʥʫ ʚʘʨʪʽʩʪʴ. 

ɿʛʽʜʥʦ ʧʦʜʘʪʢʦʚʦʤʫ ʦʙʣʽʢʫ ʚʽʥ ʚʠʟʥʘʯʘʻʪʴʩʷ ʟʘ çʧʝʨʰʦʶ ʧʦʜʽʻʶè, ʧʨʦ ʱʦ ʤʦʚʘ ʚʞʝ 

ʡʰʣʘ ʨʘʥʽʰʝ. 

ʇʦʢʘʟʥʠʢ ʫ ʨʷʜʢʫ 3 ï ʮʝ ʯʠʩʪʠʡ ʜʦʭʽʜ ʧʽʜʧʨʠʻʤʩʪʚʘ (ʦʙʩʷʛ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ), 

ʱʦ ʤʽʩʪʠʪʴʩʷ ʫ ʬʦʨʤʽ 2 çɿʚʽʪ ʧʨʦ ʬʽʥʘʥʩʦʚʽ ʨʝʟʫʣʴʪʘʪʠè. ɺʽʥ ʷʚʣʷʻ ʩʦʙʦʶ ʦʙʩʷʛ 

ʚʽʜʚʘʥʪʘʞʝʥʦʾ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ ʧʨʦʜʫʢʮʽʾ. 

ʇʦʢʘʟʥʠʢʠ ʫ ʨʷʜʢʘʭ 4 ʪʘ 5 ʥʝ ʚʽʜʦʙʨʘʞʘʶʪʴʩʷ ʫ ʟʚʽʪʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ, ʘʣʝ ʾʭ 

ʥʝʩʢʣʘʜʥʦ ʦʪʨʠʤʘʪʠ ʟʘ ʜʘʥʠʤʠ ʧʦʪʦʯʥʦʛʦ ʙʫʭʛʘʣʪʝʨʩʴʢʦʛʦ ʦʙʣʽʢʫ, ʧʨʦ ʱʦ ʤʦʚʘ ʡʰʣʘ 

ʨʘʥʽʰʝ. 

ɿʘʧʨʦʧʦʥʦʚʘʥʘ ʬʦʨʤʘ ʦʙʣʽʢʫ ʧʦʢʘʟʥʠʢʽʚ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ ʤʦʞʝ ʙʫʪʠ 

ʚʧʨʦʚʘʜʞʝʥʘ ʥʘ ʧʽʜʧʨʠʻʤʩʪʚʽ ʥʝʟʘʣʝʞʥʦ ʚʽʜ ʬʦʨʤʠ ʚʣʘʩʥʦʩʪʽ ʽ ʩʬʝʨʠ ʜʽʷʣʴʥʦʩʪʽ. 

ʆʯʝʚʠʜʥʦ, ʱʦ ʽʥʬʦʨʤʘʮʽʷ, ʷʢʘ ʙʫʜʝ ʥʘʢʦʧʠʯʫʚʘʪʠʩʷ ʚ ʪʘʢʽʡ ʬʦʨʤʽ, ʤʦʞʝ 

ʚʠʢʦʨʠʩʪʦʚʫʚʘʪʠʩʷ ʜʣʷ ʘʥʘʣʽʟʫ ʽ ʧʨʠʡʥʷʪʪʷ ʫʧʨʘʚʣʽʥʩʴʢʠʭ ʨʽʰʝʥʴ ʷʢ ʟʘ ʨʝʟʫʣʴʪʘʪʘʤʠ 

ʨʦʙʦʪʠ ʧʽʜʧʨʠʻʤʩʪʚʘ ʫ ʟʚʽʪʥʦʤʫ ʤʽʩʷʮʽ, ʪʘʢ ʽ ʟʘ ʽʥʰʠʡ ʧʝʨʽʦʜ ʟ ʧʦʯʘʪʢʫ ʨʦʢʫ, 

ʜʦʧʦʚʥʶʶʯʠʩʴ ʘʥʘʣʽʟʦʤ ʜʠʥʘʤʽʢʠ ʥʘʚʝʜʝʥʠʭ ʧʦʢʘʟʥʠʢʽʚ. 

ʅʘʷʚʥʽʩʪʴ ʪʘʢʠʭ ʜʘʥʠʭ ʜʦʟʚʦʣʷʻ ʚʠʟʥʘʯʘʪʠ ʥʘʩʪʫʧʥʽ ʚʘʞʣʠʚʽ ʧʦʢʘʟʥʠʢʠ, ʱʦ 

ʭʘʨʘʢʪʝʨʠʟʫʶʪʴ ʝʬʝʢʪʠʚʥʽʩʪʴ ʨʦʙʦʪʠ ʩʣʫʞʙ ʽ ʚʽʜʜʽʣʽʚ ʧʽʜʧʨʠʻʤʩʪʚʘ: 
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ï ʯʘʩʪʢʘ ʧʨʦʜʫʢʮʽʾ, ʱʦ ʙʫʣʘ ʚʽʜʚʘʥʪʘʞʝʥʘ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ, ʫ ʟʘʛʘʣʴʥʦʤʫ ʦʙʩʷʟʽ 

ʾʾ ʨʝʘʣʽʟʘʮʽʾ; 

ï ʯʘʩʪʢʘ ʧʨʦʜʫʢʮʽʾ, ʱʦ ʙʫʣʘ ʩʧʣʘʯʝʥʘ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ, ʫ ʟʘʛʘʣʴʥʦʤʫ ʦʙʩʷʟʽ ʾʾ 

ʨʝʘʣʽʟʘʮʽʾ; 

ï ʯʘʩʪʢʘ ʧʨʦʜʫʢʮʽʾ, ʱʦ ʙʫʣʘ ʽ ʚʽʜʚʘʥʪʘʞʝʥʘ, ʽ ʩʧʣʘʯʝʥʘ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ, ʫ 

ʟʘʛʘʣʴʥʦʤʫ ʦʙʩʷʟʽ ʾʾ ʨʝʘʣʽʟʘʮʽʾ. 

ʅʘʷʚʥʽʩʪʴ ʜʘʥʠʭ ʧʨʦ ʦʙʩʷʛ ʚʠʛʦʪʦʚʣʝʥʦʾ ʽ ʨʝʘʣʽʟʦʚʘʥʦʾ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ 

ʧʨʦʜʫʢʮʽʾ, ʱʦ ʤʽʩʪʷʪʴʩʷ ʚ ʨʷʜʢʘʭ ˉ1 ʽ ˉ3 ʪʘʙʣ. 1, ʜʦʟʚʦʣʷʻ ʚʠʟʥʘʯʠʪʠ ʢʦʝʬʽʮʽʻʥʪ 

ʚʽʜʚʘʥʪʘʞʝʥʥʷ ʧʨʦʜʫʢʮʽʾ, ʷʢʠʡ ʭʘʨʘʢʪʝʨʠʟʫʻ ʯʘʩʪʢʫ ʚʽʜʚʘʥʪʘʞʝʥʦʾ ʧʨʦʜʫʢʮʽʾ ʚ 

ʟʘʛʘʣʴʥʦʤʫ ʦʙʩʷʟʽ ʾʾ ʚʠʨʦʙʥʠʮʪʚʘ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ: 

 

                                                                   
ɺʇ

ɺʚʇ
ʂʚʽʜʚ=.  ,                                                       (1) 

 

ʜʝ ɺʚʇ ï ʦʙʩʷʛ ʚʽʜʚʘʥʪʘʞʝʥʦʾ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ ʧʨʦʜʫʢʮʽʾ; 

     ɺʇ ï ʦʙʩʷʛ ʚʠʛʦʪʦʚʣʝʥʦʾ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ ʧʨʦʜʫʢʮʽʾ. 

 

ʅʘ ʦʩʥʦʚʽ ʜʘʥʠʭ ʧʨʦ ʩʫʤʫ ʢʦʰʪʽʚ, ʷʢʽ ʥʘʜʽʡʰʣʠ ʥʘ ʨʘʭʫʥʦʢ ʧʽʜʧʨʠʻʤʩʪʚʘ ʟʘ 

ʚʽʜʚʘʥʪʘʞʝʥʫ ʧʨʦʜʫʢʮʽʶ (ʨʷʜʦʢ ˉ4), ʤʦʞʥʘ ʚʠʟʥʘʯʠʪʠ ʢʦʝʬʽʮʽʻʥʪ ʨʝʘʣʽʟʘʮʽʾ, ʷʢʠʡ 

ʭʘʨʘʢʪʝʨʠʟʫʻ ʯʘʩʪʢʫ ʧʨʦʜʫʢʮʽʾ, ʱʦ ʙʫʣʘ ʩʧʣʘʯʝʥʘ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ, ʚ ʟʘʛʘʣʴʥʦʤʫ 

ʦʙʩʷʟʽ ʚʽʜʚʘʥʪʘʞʝʥʦʾ ʧʨʦʜʫʢʮʽʾ: 

 

                                                                  
ɺʚʇ

ʉʧʇ
ʂʨʝʘʣ=.  ,                                                        (2) 

 

ʜʝ ʉʧʇ ï ʦʙʩʷʛ ʚʽʜʚʘʥʪʘʞʝʥʦʾ ʧʨʦʜʫʢʮʽʾ, ʷʢʘ ʙʫʣʘ ʩʧʣʘʯʝʥʘ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ. 

 

ʆʩʢʽʣʴʢʠ ʦʙʩʷʛʠ ʚʽʜʚʘʥʪʘʞʝʥʦʾ ʧʨʦʜʫʢʮʽʾ ʽ ʩʫʤʘ ʩʧʣʘʯʝʥʦʾ ʧʨʦʜʫʢʮʽʾ ʤʦʞʫʪʴ ʥʝ 

ʟʙʽʛʘʪʠʩʷ ʟʘ ʯʘʩʦʤ, ʤʠ ʧʨʦʧʦʥʫʻʤʦ ʪʘʢʦʞ ʢʨʽʤ ʘʥʘʣʽʟʫ ʟʘʛʘʣʴʥʠʭ ʦʙʩʷʛʽʚ ʨʝʘʣʽʟʘʮʽʾ 

ʧʨʦʜʫʢʮʽʾ ʟʜʽʡʩʥʶʚʘʪʠ ʘʥʘʣʽʟ ʢʦʞʥʦʾ ʥʝʟʘʚʝʨʰʝʥʦʾ ʟ ʢʦʥʪʨʘʛʝʥʪʦʤ ʦʧʝʨʘʮʽʾ ʟ 

ʚʠʟʥʘʯʝʥʥʷʤ ʧʨʠʯʠʥ ʧʦʨʫʰʝʥʥʷ ʪʝʨʤʽʥʽʚ ʧʨʦʚʝʜʝʥʥʷ ʦʧʝʨʘʮʽʡ ʜʣʷ ʧʨʠʡʥʷʪʪʷ 

ʚʽʜʧʦʚʽʜʥʠʭ ʫʧʨʘʚʣʽʥʩʴʢʠʭ ʨʽʰʝʥʴ. ʆʙʣʽʢ ʥʝʦʙʭʽʜʥʦʾ ʽʥʬʦʨʤʘʮʽʾ ʤʠ ʧʨʦʧʦʥʫʻʤʦ 

ʟʜʽʡʩʥʶʚʘʪʠ ʟʘ ʬʦʨʤʦʶ, ʥʘʚʝʜʝʥʦʶ ʚ ʪʘʙʣ. 2. 

 

ʊʘʙʣʠʮ ̫2 ï ʆʙʣʽʢ ʥʝʟʘʚʝʨʰʝʥʠʭ ʦʧʝʨʘʮʽʡ ʟ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ ʧʽʜʧʨʠʻʤʩʪʚʘ 

ʟʘ __________ ʤʽʩʷʮʴ 20__ ʨ. 
 

ʂʦʥʪʨʘʛʝʥʪ 

ʉʫʤʘ 

ʥʝʟʘʚʝʨʰʝʥʦʾ 

ʦʧʝʨʘʮʽʾ 

ɺʽʜʧʦʚʽʜʘʣʴʥʠʡ ʟʘ 

ʟʘʚʝʨʰʝʥʥʷ 

ʦʧʝʨʘʮʽʾ 

ɺʽʜʤʽʪʢʘ ʧʨʦ 

ʟʘʚʝʨʰʝʥʥʷ 

ʦʧʝʨʘʮʽʾ (ʜʘʪʘ) 

    

    

 

ɺʝʜʝʥʥʷ ʦʙʣʽʢʫ ʥʝʟʘʚʝʨʰʝʥʠʭ ʦʧʝʨʘʮʽʡ ʟ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ ʟʘ ʟʘʧʨʦʧʦʥʦʚʘʥʦʶ 

ʬʦʨʤʦʶ (ʪʘʙʣ. 2) ʜʦʟʚʦʣʠʪʴ ʢʝʨʽʚʥʠʮʪʚʫ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʩʣʫʞʙʠ ʧʽʜʧʨʠʻʤʩʪʚʘ ʚʯʘʩʥʦ 

ʧʨʠʡʤʘʪʠ ʨʽʰʝʥʥʷ ʥʝ ʣʠʰʝ ʱʦʜʦ ʧʨʠʩʢʦʨʝʥʥʷ ʟʘʚʝʨʰʝʥʥʷ ʦʧʝʨʘʮʽʡ, ʘ ʪʘʢʦʞ ʜʣʷ ʦʮʽʥʢʠ 

ʝʬʝʢʪʠʚʥʦʩʪʽ ʜʽʷʣʴʥʦʩʪʽ ʦʢʨʝʤʠʭ ʧʨʘʮʽʚʥʠʢʽʚ ʘʙʦ ʧʽʜʨʦʟʜʽʣʽʚ ʧʽʜʧʨʠʻʤʩʪʚʘ, ʱʦ ʻ 

ʚʽʜʧʦʚʽʜʘʣʴʥʠʤʠ ʟʘ ʧʨʦʚʝʜʝʥʥʷ ʪʘʢʠʭ ʦʧʝʨʘʮʽʡ, ʷʢ ʫ ʯʘʩʪʠʥʽ ʝʬʝʢʪʠʚʥʦʩʪʽ ʨʦʙʦʪʠ 

ʩʪʦʩʦʚʥʦ ʟʙʫʪʫ ʧʨʦʜʫʢʮʽʾ, ʪʘʢ ʽ ʩʚʦʻʯʘʩʥʦʾ ʩʧʣʘʪʠ ʟʘ ʚʽʜʚʘʥʪʘʞʝʥʫ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ 
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ʂ.ɼ. ʉʝʤʝʥʦʚʘ. ʆʩʦʙʣʠʚʦʩʪʽ ʟʘʩʪʦʩʫʚʘʥʥʷ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʽ 

ʩʪʦʭʘʩʪʠʯʥʠʭ ʚʟʘʻʤʦʟôʚʷʟʢʽʚ ʫ ʢʘʙʽʥʝʪʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ 
39 

 

ʧʨʦʜʫʢʮʽʶ. ʆʯʝʚʠʜʥʦ, ʱʦ ʧʨʦʚʝʜʝʥʥʷ ʪʘʢʦʾ ʨʦʙʦʪʠ ʜʦʧʦʤʦʞʝ ʩʫʪʪʻʚʦ ʟʥʠʟʠʪʠ 

ʨʝʘʣʽʟʘʮʽʡʥʽ ʨʠʟʠʢʠ ʧʽʜʧʨʠʻʤʩʪʚʘ. 

ʅʘʩʪʫʧʥʠʤ ʝʪʘʧʦʤ ʧʨʦʚʝʜʝʥʥʷ ʢʘʙʽʥʝʪʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ, ʟʛʽʜʥʦ 

ʘʣʛʦʨʠʪʤʫ, ʥʘʚʝʜʝʥʦʤʫ ʥʘ ʨʠʩ. 1, ʻ ʦʙʨʦʙʢʘ ʽʥʬʦʨʤʘʮʽʾ ʟʘ ʜʦʧʦʤʦʛʦʶ ʚʠʢʦʨʠʩʪʘʥʥʷ 

ʤʝʪʦʜʽʚ. ʉʣʽʜ ʚʽʜʤʽʪʠʪʠ, ʱʦ ʜʘʥʠʡ ʝʪʘʧ ʻ ʪʽʩʥʦ ʧʦʚôʷʟʘʥʠʤ ʽʟ ʥʘʩʪʫʧʥʠʤ ï ʝʪʘʧʦʤ 

ʘʥʘʣʽʟʫ ʨʝʟʫʣʴʪʘʪʽʚ ʦʙʨʦʙʢʠ ʜʘʥʠʭ.  

ʆʩʢʽʣʴʢʠ ʚ ʨʘʤʢʘʭ ʩʪʘʪʪʽ ʥʝʤʦʞʣʠʚʦ ʦʭʦʧʠʪʠ ʚʝʣʠʢʝ ʢʦʣʦ ʤʝʪʦʜʽʚ ʦʙʨʦʙʢʠ 

ʜʘʥʠʭ, ʨʦʟʛʣʷʥʝʤʦ ʦʩʦʙʣʠʚʦʩʪʽ ʟʘʩʪʦʩʫʚʘʥʥʷ, ʧʦʟʠʪʠʚʥʽ ʨʠʩʠ ʽ ʥʝʜʦʣʽʢʠ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ 

ʚʟʘʻʤʦʟʚôʷʟʢʽʚ. ʆʩʥʦʚʥʘ ʧʝʨʝʚʘʛʘ ʚʠʢʦʨʠʩʪʘʥʥʷ ʮʠʭ ʤʝʪʦʜʽʚ ʫ ʤʘʨʢʝʪʠʥʛʦʚʠʭ 

ʜʦʩʣʽʜʞʝʥʥʷʭ ʧʦʣʷʛʘʻ ʚ ʪʦʤʫ, ʱʦ ʥʘ ʦʩʥʦʚʽ ʟʥʘʥʥʷ ʧʨʦ ʩʪʘʥ ʦʜʥʠʭ (ʬʘʢʪʦʨʥʠʭ) 

ʧʦʢʘʟʥʠʢʽʚ ʤʦʞʥʘ ʚʧʣʠʚʘʪʠ ʥʘ ʟʤʽʥʫ ʽʥʰʠʭ (ʨʝʟʫʣʴʪʘʪʠʚʥʠʭ) ʧʦʢʘʟʥʠʢʽʚ. 

ɿʘ ʭʘʨʘʢʪʝʨʦʤ ʟʘʣʝʞʥʦʩʪʽ ʷʚʠʱ ʽ ʧʨʦʮʝʩʽʚ ʨʦʟʨʽʟʥʷʶʪʴ ʟʚô̫ ʟʢʠ ʬʫʥʢʮʽʦʥʘʣʴʥʽ ʪʘ 

ʩʪʦʭʘʩʪʠʯʥʽ. ʌʫʥʢʮʽʦʥʘʣʴʥʽ ʭʘʨʘʢʪʝʨʠʟʫʶʪʴʩʷ ʧʦʚʥʦʶ ʚʽʜʧʦʚʽʜʥʽʩʪʶ ʤʽʞ ʧʨʠʯʠʥʦʶ 

(ʬʘʢʪʦʨʥʘ ʦʟʥʘʢʘ) ʽ ʥʘʩʣʽʜʢʦʤ (ʨʝʟʫʣʴʪʘʪʠʚʥʘ ʦʟʥʘʢʘ), ʪʦʙʪʦ ʢʦʞʥʦʤʫ ʟʥʘʯʝʥʥʶ 

ʬʘʢʪʦʨʥʦʾ ʦʟʥʘʢʠ ʚʽʜʧʦʚʽʜʘʻ ʮʽʣʢʦʤ ʧʝʚʥʝ ʟʥʘʯʝʥʥʷ ʨʝʟʫʣʴʪʘʪʠʚʥʦʾ ʦʟʥʘʢʠ. ʗʢʱʦ ʞ 

ʦʜʥʽʡ ʽ ʪʽʡ ʞʝ ʚʝʣʠʯʠʥʽ ʬʘʢʪʦʨʥʦʾ ʦʟʥʘʢʠ ʤʦʞʫʪʴ ʚʽʜʧʦʚʽʜʘʪʠ ʨʽʟʥʽ ʟʥʘʯʝʥʥʷ 

ʨʝʟʫʣʴʪʘʪʠʚʥʦʾ, ʩʪʚʦʨʶʶʯʠ ʨʷʜ ʨʦʟʧʦʜʽʣʫ, ʪʦ ʪʘʢʽ ʚʠʜʠ ʟʚô̫ ʟʢʽʚ ʥʘʟʠʚʘʶʪʴʩʷ 

ʩʪʦʭʘʩʪʠʯʥʠʤʠ. 

ɿʘʣʝʞʥʦ ʚʽʜ ʭʘʨʘʢʪʝʨʫ ʚʟʘʻʤʦʟʚôʷʟʢʽʚ ʤʽʞ ʜʦʩʣʽʜʞʫʚʘʥʠʤʠ ʧʦʢʘʟʥʠʢʘʤʠ ʽ 

ʟʘʚʜʘʥʴ ʘʥʘʣʽʟʫ ʚʠʢʦʨʠʩʪʦʚʫʶʪʴ ʘʜʝʢʚʘʪʥʽ ʤʝʪʦʜʠ. ʉʝʨʝʜ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ 

ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʚʟʘʻʤʦʟʚô̫ ʟʢʽʚ ʚʘʞʣʠʚʫ ʨʦʣʴ ʚʽʜʽʛʨʘʻ ʽʥʜʝʢʩʥʠʡ ʤʝʪʦʜ, ʘ ʦʜʥʠʤ ʽʟ 

ʥʘʡʙʽʣʴʰ ʧʦʰʠʨʝʥʠʭ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ ʩʪʦʭʘʩʪʠʯʥʠʭ ʚʟʘʻʤʦʟʚôʷʟʢʽʚ ʻ ʨʝʛʨʝʩʽʡʥʦ-

ʢʦʨʝʣʷʮʽʡʥʠʡ ʘʥʘʣʽʟ (ʈʂɸ). 

ʆʩʥʦʚʥʦʶ ʧʝʨʝʚʘʛʦʶ ʚʠʢʦʨʠʩʪʘʥʥʷ ʨʝʛʨʝʩʽʡʥʦ-ʢʦʨʝʣʷʮʽʡʥʦʛʦ ʤʝʪʦʜʫ ʻ 

ʤʦʞʣʠʚʽʩʪʴ ʘʥʘʣʽʟʫʚʘʪʠ ʩʪʦʭʘʩʪʠʯʥʽ ʚʟʘʻʤʦʟʚôʷʟʢʠ, ʷʢʽ ʻ ʙʽʣʴʰ ʧʦʰʠʨʝʥʠʤʠ ʤʽʞ 

ʷʚʠʱʘʤʠ ʽ ʧʨʦʮʝʩʘʤʠ, ʱʦ ʚʽʜʙʫʚʘʶʪʴʩʷ ʥʘ ʦʢʨʝʤʦʤʫ ʧʽʜʧʨʠʻʤʩʪʚʽ ʽ ʚ ʝʢʦʥʦʤʽʯʥʦʤʫ ʯʠ 

ʩʫʩʧʽʣʴʥʦʤʫ ʞʠʪʪʽ ʢʨʘʾʥʠ ʘʙʦ ʨʝʛʽʦʥʫ. ʆʜʥʘʢ ʜʘʥʠʡ ʤʝʪʦʜ ʧʦʪʨʝʙʫʻ ʥʘʷʚʥʦʩʪʽ 

ʜʦʩʪʘʪʥʴʦʛʦ ʤʘʩʠʚʫ ʚʠʭʽʜʥʦʾ ʽʥʬʦʨʤʘʮʽʾ, ʦʩʢʽʣʴʢʠ ʣʠʰʝ ʚ ʮʴʦʤʫ ʚʠʧʘʜʢʫ ʦʪʨʠʤʘʥʽ 

ʭʘʨʘʢʪʝʨʠʩʪʠʢʠ ʙʫʜʫʪʴ ʥʘʜʽʡʥʠʤʠ, ʘ ʨʝʟʫʣʴʪʘʪʠ ʤʦʜʝʣʶʚʘʥʥʷ ʙʫʜʫʪʴ ʧʨʠʜʘʪʥʠʤʠ ʜʣʷ 

ʧʨʘʢʪʠʯʥʦʛʦ ʟʘʩʪʦʩʫʚʘʥʥʷ [2, ʉ. 101]. 

ʉʫʪʪʻʚʦʶ ʧʝʨʝʚʘʛʦʶ ʽʥʜʝʢʩʥʦʛʦ ʤʝʪʦʜʫ ʻ ʪʝ, ʱʦ ʚʽʥ ʜʦʟʚʦʣʷʻ ʟʜʽʡʩʥʶʚʘʪʠ ʘʥʘʣʽʟ 

ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ ʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ ʫ ʚʠʧʘʜʢʫ ʦʙʤʝʞʝʥʥʷ ʚʠʭʽʜʥʦʾ 

ʽʥʬʦʨʤʘʮʽʾ, ʦʩʢʽʣʴʢʠ ʜʣʷ ʡʦʛʦ ʚʠʢʦʨʠʩʪʘʥʥʷ ʜʦʩʪʘʪʥʴʦ ʜʘʥʠʭ ʣʠʰʝ ʟʘ ʜʚʘ ʧʝʨʽʦʜʠ ʯʘʩʫ. 

ʅʝʟʚʘʞʘʶʯʠ ʥʘ ʪʝ, ʱʦ ʦʙʠʜʚʘ ʤʝʪʦʜʠ ʻ ʜʦʙʨʝ ʚʠʚʯʝʥʠʤʠ ʽ ʨʦʟʨʦʙʣʝʥʠʤʠ, ʚʦʥʠ ʡ 

ʜʦʩʽ ʤʘʶʪʴ ʥʝʚʠʨʽʰʝʥʽ ʧʠʪʘʥʥʷ ʷʢ ʩʪʦʩʦʚʥʦ ʤʝʪʦʜʠʢʠ ʘʥʘʣʽʟʫ, ʪʘʢ ʽ ʱʦʜʦ ʦʩʦʙʣʠʚʦʩʪʝʡ 

ʟʘʩʪʦʩʫʚʘʥʥʷ. 

ʈʦʟʧʦʜʽʣ ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʬʘʢʪʦʨʘʤʠ ʚ ʽʥʜʝʢʩʥʠʭ 

ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʠʭ ʤʦʜʝʣʷʭ ʟʜʽʡʩʥʶʻʪʴʩʷ ʟʘʟʚʠʯʘʡ ʟʘ ʧʨʘʚʠʣʘʤʠ ʤʝʪʦʜʫ ʣʘʥʮʶʛʦʚʠʭ 

ʧʽʜʩʪʘʥʦʚʦʢ ʘʙʦ ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ. ʆʙʠʜʚʘ ʤʝʪʦʜʠ ʤʘʶʪʴ 

ʧʦʟʠʪʠʚʥʽ ʭʘʨʘʢʪʝʨʠʩʪʠʢʠ ʽ ʥʝʛʘʪʠʚʥʽ. ʇʨʦ ʮʝ ʜʠʩʢʫʪʫʚʘʣʠ ʬʘʭʽʚʮʽ, ʱʦ ʟʘʡʤʘʣʠʩʷ 

ʨʦʟʨʦʙʢʦʶ ʤʝʪʦʜʦʣʦʛʽʾ ʽʥʜʝʢʩʥʦʛʦ ʘʥʘʣʽʟʫ ʱʝ ʚ ʩʝʨʝʜʠʥʽ ʤʠʥʫʣʦʛʦ ʩʪʦʣʽʪʪʷ, ʟʦʢʨʝʤʘ 

ʃ.ʉ. ʂʘʟʽʥʝʮʴ, ʉ. ɻ. ʉʪʨʫʤʽʣʽʥ; ʧʽʜʥʽʤʘʶʪʴ ʮʶ ʧʨʦʙʣʝʤʫ ʡ ʩʫʯʘʩʥʽ ʝʢʦʥʦʤʽʩʪʠ, ʪʘʢʽ ʷʢ 

ɯ.ɯ. ɭʣʽʩʻʻʚʘ, ʈ. ʆ. ʂʫʣʠʥʠʯ, ʆ. ɻ. ʗʥʢʦʚʠʡ. 

ɺʠʢʦʨʠʩʪʘʥʥʷ ʽʥʜʝʢʩʥʦʛʦ ʤʝʪʦʜʫ ʜʣʷ ʚʠʚʯʝʥʥʷ ʚʟʘʻʤʦʟʚôʷʟʢʽʚ ʤʽʞ ʷʚʠʱʘʤʠ 

ʧʦʣʷʛʘʻ ʫ ʚʠʟʥʘʯʝʥʥʽ ʧʨʠʨʦʩʪʽʚ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʧʽʜ ʚʧʣʠʚʦʤ ʬʘʢʪʦʨʥʠʭ. 

ʇʨʠ ʮʴʦʤʫ ʤʦʞʫʪʴ ʙʫʪʠ ʚʠʟʥʘʯʝʥʽ ʷʢ ʘʙʩʦʣʶʪʥʽ, ʪʘʢ ʽ ʚʽʜʥʦʩʥʽ ʧʨʠʨʦʩʪʠ, ʷʢ ʜʣʷ 

ʦʢʨʝʤʠʭ ʝʣʝʤʝʥʪʽʚ ʩʫʢʫʧʥʦʩʪʽ (ʦʙôʻʢʪʽʚ), ʪʘʢ ʽ ʜʣʷ ʩʫʢʫʧʥʦʩʪʽ ʚ ʮʽʣʦʤʫ. 
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40 

 

 

ʈʦʟʛʣʷʥʝʤʦ ʦʩʦʙʣʠʚʦʩʪʽ ʢʦʞʥʦʛʦ ʤʝʪʦʜʫ, ʧʦʢʘʞʝʤʦ ʥʘ ʧʨʠʢʣʘʜʽ ʧʝʨʝʚʘʛʠ ʽ 

ʥʝʜʦʣʽʢʠ ʢʦʞʥʦʛʦ ʟ ʥʠʭ ʽ ʩʧʨʦʙʫʻʤʦ ʟʘʧʨʦʧʦʥʫʚʘʪʠ ʩʧʦʩʦʙʠ ʚʠʨʽʰʝʥʥʷ ʧʨʦʙʣʝʤʥʠʭ 

ʧʠʪʘʥʴ. 

ɿʛʽʜʥʦ ʧʨʘʚʠʣʘʤ ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ ʧʽʜ ʯʘʩ 

ʧʦʙʫʜʦʚʠ ʽʥʜʝʢʩʽʚ, ʘ ʪʘʢʦʞ ʧʨʠ ʚʠʟʥʘʯʝʥʥʽ ʧʨʠʨʦʩʪʽʚ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ, ʢʦʞʝʥ 

ʬʘʢʪʦʨ ʫ ʤʦʜʝʣʽ ʟʤʽʥʶʻʪʴʩʷ ʦʢʨʝʤʦ (ʽʟʦʣʴʦʚʘʥʦ), ʥʝʟʘʣʝʞʥʦ ʚʽʜ ʡʦʛʦ ʤʽʩʮʷ 

ʨʦʟʪʘʰʫʚʘʥʥʷ. ʇʨʠ ʮʴʦʤʫ ʚʩʽ ʽʥʰʽ ʬʘʢʪʦʨʠ ʬʽʢʩʫʶʪʴʩʷ ʥʘ ʥʝʟʤʽʥʥʦʤʫ ʨʽʚʥʽ (ʟʘʟʚʠʯʘʡ, 

ʥʘ ʨʽʚʥʽ ʙʘʟʠʩʥʦʛʦ ʧʝʨʽʦʜʫ). 

ʇʽʜ ʯʘʩ ʧʦʙʫʜʦʚʠ ʽʥʜʝʢʩʽʚ ʽ ʨʦʟʨʘʭʫʥʢʫ ʧʨʠʨʦʩʪʽʚ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ 

ʧʨʘʚʠʣʘʤʠ ʤʝʪʦʜʫ ʣʘʥʮʶʛʦʚʠʭ ʧʽʜʩʪʘʥʦʚʦʢ ʬʘʢʪʦʨʠ ʚ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʽʡ ʽʥʜʝʢʩʥʽʡ 

ʤʦʜʝʣʽ ʟʤʽʥʶʶʪʴʩʷ ʟʘ ʧʨʠʥʮʠʧʦʤ ʣʘʥʮʶʛʘ, ʧʦʩʣʽʜʦʚʥʦ: ʩʧʦʯʘʪʢʫ ʟʤʽʥʶʻʪʴʩʷ ʧʝʨʰʠʡ 

ʬʘʢʪʦʨ, ʘ ʚʩʽ ʽʥʰʽ ʟʘʣʠʰʘʶʪʴʩʷ ʥʝʟʤʽʥʥʠʤʠ, ʬʽʢʩʫʶʯʠʩʴ ʥʘ ʙʘʟʠʩʥʦʤʫ ʨʽʚʥʽ, ʜʘʣʽ 

ʟʤʽʥʶʻʪʴʩʷ ʥʘʩʪʫʧʥʠʡ ʬʘʢʪʦʨ, ʘ ʚʩʽ ʽʥʰʽ ʟʘʣʠʰʘʶʪʴʩʷ ʥʝʟʤʽʥʥʠʤʠ, ʧʨʠ ʮʴʦʤʫ ʧʝʨʰʠʡ 

ʬʽʢʩʫʻʪʴʩʷ ʥʘ ʨʽʚʥʽ ʟʚʽʪʥʦʛʦ ʧʝʨʽʦʜʫ, ʘ ʚʩʽ ʽʥʰʽ ï ʥʘ ʨʽʚʥʽ ʙʘʟʠʩʥʦʛʦ. ɺʽʜʤʽʪʠʤʦ, ʱʦ 

ʤʦʞʝ ʚʠʢʦʨʠʩʪʦʚʫʚʘʪʠʩʷ ʡ ʦʙʝʨʥʝʥʘ ʩʭʝʤʘ ʟʤʽʥʠ ʬʘʢʪʦʨʽʚ. 

ʋ ʚʠʧʘʜʢʫ ʪʨʠʬʘʢʪʦʨʥʦʾ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʦʾ ʤʦʜʝʣʽ ʨʦʟʧʦʜʽʣ ʟʘʛʘʣʴʥʦʛʦ 

ʘʙʩʦʣʶʪʥʦʛʦ ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʬʘʢʪʦʨʘʤʠ ʤʝʪʦʜʦʤ ʣʘʥʮʶʛʦʚʠʭ 

ʧʽʜʩʪʘʥʦʚʦʢ ʤʦʞʥʘ ʧʨʝʜʩʪʘʚʠʪʠ ʥʘʩʪʫʧʥʠʤ ʯʠʥʦʤ: 

 

                                                   110100 zvxvzxvxzY D+D+D=D  ,                                         (3) 

 

ʜʝ YD  ï ʟʘʛʘʣʴʥʠʡ ʘʙʩʦʣʶʪʥʠʡ ʧʨʠʨʽʩʪ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ; 

     vzx DDD ,,  ï ʘʙʩʦʣʶʪʥʽ ʧʨʠʨʦʩʪʠ ʚʽʜʧʦʚʽʜʥʦʛʦ ʬʘʢʪʦʨʥʦʛʦ ʧʦʢʘʟʥʠʢʘ. 

 

ɼʣʷ ʪʦʛʦ, ʱʦʙ ʯʽʪʢʽʰʝ ʧʦʢʘʟʘʪʠ, ʱʦ ʷʚʣʷʻ ʩʦʙʦʶ ʢʦʞʥʠʡ ʬʘʢʪʦʨʥʠʡ ʧʨʠʨʽʩʪ 

ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ, ʟʨʫʯʥʦ ʧʝʨʝʡʪʠ ʚʽʜ ʘʙʩʦʣʶʪʥʠʭ ʧʨʠʨʦʩʪʽʚ ʜʦ ʚʽʜʥʦʩʥʠʭ. ʗʢ 

ʚʽʜʦʤʦ, ʜʣʷ ʮʴʦʛʦ ʥʝʦʙʭʽʜʥʦ ʨʦʟʜʽʣʠʪʠ ʢʦʞʝʥ ʘʙʩʦʣʶʪʥʠʡ ʧʨʠʨʽʩʪ (ʽ ʟʘʛʘʣʴʥʠʡ, ʽ 

ʬʘʢʪʦʨʥʽ) ʥʘ ʙʘʟʠʩʥʠʡ ʨʽʚʝʥʴ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ:  
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ʆʪʨʠʤʫʻʤʦ ʥʘʩʪʫʧʥʠʡ ʨʝʟʫʣʴʪʘʪ: 

 

                                                zxvxzx iiiiiiY )1()1()1( -+-+-=D¡  ,                                  (5) 

 

ʜʝ YD¡ ï ʟʘʛʘʣʴʥʠʡ ʚʽʜʥʦʩʥʠʡ ʧʨʠʨʽʩʪ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ; 

      vzx iii ,,  ï ʽʥʜʝʢʩ ʚʽʜʧʦʚʽʜʥʦʛʦ ʬʘʢʪʦʨʥʦʛʦ ʧʦʢʘʟʥʠʢʘ. 

 

ʆʪʨʠʤʘʥʘ ʬʦʨʤʫʣʘ (5) ʜʦʟʚʦʣʷʻ ʯʽʪʢʽʰʝ ʧʦʙʘʯʠʪʠ ʦʩʦʙʣʠʚʦʩʪʽ ʨʦʟʧʦʜʽʣʫ 

ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʬʘʢʪʦʨʘʤʠ ʤʝʪʦʜʦʤ ʣʘʥʮʶʛʦʚʠʭ ʧʽʜʩʪʘʥʦʚʦʢ. ʋ 

ʮʽʡ ʬʦʨʤʫʣʽ ʧʝʨʰʘ ʩʢʣʘʜʦʚʘ ʭʘʨʘʢʪʝʨʠʟʫʻ ʚʽʜʥʦʩʥʫ ʟʤʽʥʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ 

ʧʽʜ ʚʧʣʠʚʦʤ ʟʤʽʥʠ ʧʝʨʰʦʛʦ ʬʘʢʪʦʨʘ, ʪʦʙʪʦ ʚʽʜʦʙʨʘʞʘʻ ʯʠʩʪʠʡ (ʽʟʦʣʴʦʚʘʥʠʡ) ʚʧʣʠʚ 

ʜʘʥʦʛʦ ʬʘʢʪʦʨʘ ʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ. ɼʨʫʛʘ ʩʢʣʘʜʦʚʘ ʚʽʜʦʙʨʘʞʘʻ ʚʧʣʠʚ ʥʘ 

ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ ʜʨʫʛʦʛʦ ʬʘʢʪʦʨʘ, ʘʣʝ ʚʞʝ ʟ ʫʨʘʭʫʚʘʥʥʷʤ ʜʦʜʘʪʢʦʚʦʛʦ ʚʧʣʠʚʫ 

ʧʝʨʰʦʛʦ ʬʘʢʪʦʨʘ. ʊʨʝʪʷ ʩʢʣʘʜʦʚʘ ʚʽʜʦʙʨʘʞʘʻ ʚʧʣʠʚ ʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ 
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ʂ.ɼ. ʉʝʤʝʥʦʚʘ. ʆʩʦʙʣʠʚʦʩʪʽ ʟʘʩʪʦʩʫʚʘʥʥʷ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʽ 

ʩʪʦʭʘʩʪʠʯʥʠʭ ʚʟʘʻʤʦʟôʚʷʟʢʽʚ ʫ ʢʘʙʽʥʝʪʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ 
41 

 

ʪʨʝʪʴʦʛʦ ʬʘʢʪʦʨʘ ʟ ʫʨʘʭʫʚʘʥʥʷʤ ʜʦʜʘʪʢʦʚʦʛʦ ʩʧʽʣʴʥʦʛʦ ʚʧʣʠʚʫ ʧʝʨʰʦʛʦ ʽ ʜʨʫʛʦʛʦ 

ʬʘʢʪʦʨʽʚ. 

ʆʪʞʝ, ʫ ʚʠʧʘʜʢʫ ʨʦʟʧʦʜʽʣʫ ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʬʘʢʪʦʨʘʤʠ 

ʤʝʪʦʜʦʤ ʣʘʥʮʶʛʦʚʠʭ ʧʽʜʩʪʘʥʦʚʦʢ ʚʧʣʠʚ ʧʝʨʰʦʛʦ ʬʘʢʪʦʨʘ ʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ 

ʻ çʯʠʩʪʠʤè, ʘ ʧʨʠʨʦʩʪʠ ʟʘ ʨʘʭʫʥʦʢ ʢʦʞʥʦʛʦ ʥʘʩʪʫʧʥʦʛʦ ʬʘʢʪʦʨʘ ʚʽʜʦʙʨʘʞʘʶʪʴ ʚʧʣʠʚ ʥʘ 

ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ ʥʝ ʣʠʰʝ ʩʘʤʦʛʦ ʬʘʢʪʦʨʘ, ʘ ʩʧʽʣʴʥʦ ʟ ʪʠʤʠ ʬʘʢʪʦʨʘʤʠ, ʱʦ 

ʟʥʘʭʦʜʷʪʴʩʷ ʥʘ ʧʦʧʝʨʝʜʥʽʭ ʤʽʩʮʷʭ ʫ ʽʥʜʝʢʩʥʽʡ ʤʦʜʝʣʽ. 

ʆʯʝʚʠʜʥʦ, ʱʦ ʚ ʪʘʢʦʤʫ ʚʠʧʘʜʢʫ ʜʣʷ ʢʦʨʝʢʪʥʦʛʦ ʨʦʟʧʦʜʽʣʫ ʧʨʠʨʦʩʪʫ 

ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʬʘʢʪʦʨʘʤʠ ʧʦʚʠʥʥʦ ʙʫʪʠ ʦʙˇʨʫʥʪʦʚʘʥʝ ʨʦʟʪʘʰʫʚʘʥʥʷ 

ʬʘʢʪʦʨʽʚ ʫ ʽʥʜʝʢʩʥʽʡ ʤʦʜʝʣʽ, ʪʦʙʪʦ ʢʦʞʝʥ ʬʘʢʪʦʨ ʧʦʚʠʥʝʥ ʟʘʡʤʘʪʠ ʮʽʣʢʦʤ ʧʝʚʥʝ ʤʽʩʮʝ, 

ʦʩʢʽʣʴʢʠ ʚʽʜ ʨʦʟʪʘʰʫʚʘʥʥʷ ʬʘʢʪʦʨʘ ʫ ʤʦʜʝʣʽ ʟʘʣʝʞʠʪʴ ʚʝʣʠʯʠʥʘ ʡʦʛʦ ʚʢʣʘʜʫ ʚ ʟʘʛʘʣʴʥʫ 

ʟʤʽʥʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʨʘʭʫʥʦʢ ʮʴʦʛʦ ʬʘʢʪʦʨʘ. 

ʗʢʱʦ ʨʝʟʫʣʴʪʘʪʠʚʥʦʶ ʦʟʥʘʢʦʶ ʻ ʦʙôʻʤʥʠʡ ʧʦʢʘʟʥʠʢ, ʪʦ ʥʘ ʧʝʨʰʦʤʫ ʤʽʩʮʽ ʚ 

ʤʦʜʝʣʽ ʨʦʟʪʘʰʦʚʫʻʪʴʩʷ ʦʙô̒ ʤʥʠʡ ʬʘʢʪʦʨ, ʱʦ ʷʚʣʷʻ ʘʙʩʦʣʶʪʥʫ ʚʝʣʠʯʠʥʫ, ʥʘ ʜʨʫʛʦʤʫ ï 

ʩʪʨʫʢʪʫʨʥʠʡ, ʘ ʜʘʣʽ ʨʦʟʪʘʰʫʶʪʴʩʷ ʷʢʽʩʥʽ ʧʦʢʘʟʥʠʢʠ, ʧʨʠʯʦʤʫ ʾʭ ʨʦʟʪʘʰʫʚʘʥʥʷ ʚ ʤʦʜʝʣʽ 

ʧʦʚʠʥʥʦ ʙʫʪʠ ʪʘʢʠʤ, ʱʦʙ ʢʦʞʝʥ ʥʘʩʪʫʧʥʠʡ ʬʘʢʪʦʨ ʚʠʩʪʫʧʘʚ ʚʪʦʨʠʥʥʠʤ ʜʦ 

ʧʦʧʝʨʝʜʥʴʦʛʦ ʬʘʢʪʦʨʘ, ʘʣʝ ʧʝʨʚʠʥʥʠʤ ʜʦ ʥʘʩʪʫʧʥʦʛʦ ʬʘʢʪʦʨʘ. 

ʗʢʱʦ ʞ ʨʝʟʫʣʴʪʘʪʠʚʥʦʶ ʦʟʥʘʢʦʶ ʚʠʩʪʫʧʘʻ ʷʢʽʩʥʠʡ (ʚʽʜʥʦʩʥʠʡ) ʧʦʢʘʟʥʠʢ, ʪʦ 

ʧʦʙʫʜʦʚʘ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʦʾ ʤʦʜʝʣʽ ʫʩʢʣʘʜʥʶʻʪʴʩʷ. ɿʘʟʚʠʯʘʡ ʥʘ ʧʝʨʰʦʤʫ ʤʽʩʮʽ 

ʨʦʟʪʘʰʦʚʫʻʪʴʩʷ ʬʘʢʪʦʨ, ʟʥʘʤʝʥʥʠʢ ʨʦʟʨʘʭʫʥʢʦʚʦʾ ʬʦʨʤʫʣʠ ʷʢʦʛʦ ʟʙʽʛʘʻʪʴʩʷ ʽʟ 

ʟʥʘʤʝʥʥʠʢʦʤ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ. ʇʦʩʣʽʜʦʚʥʽʩʪʴ ʨʦʟʪʘʰʫʚʘʥʥʷ ʚʩʽʭ ʽʥʰʠʭ 

ʬʘʢʪʦʨʽʚ ʫ ʽʥʜʝʢʩʥʽʡ ʤʦʜʝʣʽ ʷʢʽʩʥʦʛʦ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʙʽʛʘʻʪʴʩʷ ʟ ʧʨʘʚʠʣʘʤʠ 

ʾʭ ʨʦʟʪʘʰʫʚʘʥʥʷ ʚ ʤʦʜʝʣʽ ʦʙôʻʤʥʦʛʦ ʧʦʢʘʟʥʠʢʘ. 

ʇʦʛʦʜʞʫʻʤʦʩʷ ʟ ʢʨʠʪʠʢʘʤʠ ʤʝʪʦʜʫ ʣʘʥʮʶʛʦʚʠʭ ʧʽʜʩʪʘʥʦʚʦʢ, ʦʩʦʙʣʠʚʦ ʩʪʦʩʦʚʥʦ 

ʘʥʘʣʽʟʫ ʙʘʛʘʪʦʬʘʢʪʦʨʥʠʭ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʠʭ ʤʦʜʝʣʝʡ, ʦʩʢʽʣʴʢʠ ʚ ʪʘʢʠʭ ʚʠʧʘʜʢʘʭ 

ʜʽʡʩʥʦ ʧʨʦʷʚʣʷʻʪʴʩʷ ʦʩʥʦʚʥʠʡ ʥʝʜʦʣʽʢ ʜʘʥʦʛʦ ʤʝʪʦʜʫ: ʥʘʜʪʦ ʩʢʣʘʜʥʠʤ ʚʠʷʚʣʷʻʪʴʩʷ 

ʚʠʨʽʰʝʥʥʷ ʧʠʪʘʥʥʷ ʢʦʨʝʢʪʥʦʛʦ ʨʦʟʪʘʰʫʚʘʥʥʷ ʬʘʢʪʦʨʽʚ ʫ ʽʥʜʝʢʩʥʽʡ ʤʦʜʝʣʽ ʟʚôʷʟʢʫ. 

ʆʜʥʘʢ, ʥʘ ʥʘʰ ʧʦʛʣʷʜ, ʫ ʚʠʧʘʜʢʫ ʜʚʦʬʘʢʪʦʨʥʦʾ ʽʥʜʝʢʩʥʦʾ ʤʦʜʝʣʽ ʚʠʢʦʨʠʩʪʘʥʥʷ 

ʤʝʪʦʜʫ ʣʘʥʮʶʛʦʚʠʭ ʧʽʜʩʪʘʥʦʚʦʢ ʻ ʙʽʣʴʰ ʦʙˇʨʫʥʪʦʚʘʥʠʤ ʟ ʝʢʦʥʦʤʽʯʥʦʾ ʪʦʯʢʠ ʟʦʨʫ 

ʧʦʨʽʚʥʷʥʦ ʟ ʤʝʪʦʜʦʤ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ. 

ʊʘʢ, ʷʢʱʦ ʟʜʽʡʩʥʶʻʤʦ ʨʦʟʧʦʜʽʣ ʧʨʠʨʦʩʪʫ ʚʘʨʪʦʩʪʽ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ (Y) ʧʽʜ 

ʚʧʣʠʚʦʤ ʜʚʦʭ ʬʘʢʪʦʨʽʚ ï ʦʙʩʷʛʫ ʨʝʘʣʽʟʘʮʽʾ (x) ʪʘ ʮʽʥʠ ʥʘ ʥʝʾ (z), ʪʦ ʟʛʽʜʥʦ ʧʨʘʚʠʣʘʤ 

ʤʝʪʦʜʫ ʣʘʥʮʶʛʦʚʠʭ ʧʽʜʩʪʘʥʦʚʦʢ ʨʦʟʨʘʭʫʥʦʢ ʘʙʩʦʣʶʪʥʠʭ ʬʘʢʪʦʨʥʠʭ ʧʨʠʨʦʩʪʽʚ 

ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʧʦʚʠʥʝʥ ʟʜʽʡʩʥʶʚʘʪʠʩʷ ʟʘ ʥʘʩʪʫʧʥʠʤʠ ʬʦʨʤʫʣʘʤʠ: 

 

0001)( zxzxYx -=D
,
 

                                                       0111)( zxzxYz -=D
 .                                                    (6) 

 

ʌʦʨʤʫʣʘ ʨʦʟʨʘʭʫʥʢʫ ʘʙʩʦʣʶʪʥʦʛʦ ʧʨʠʨʦʩʪʫ ʚʘʨʪʦʩʪʽ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ ʧʽʜ 

ʚʧʣʠʚʦʤ ʟʤʽʥʠ ʦʙʩʷʛʫ ʧʨʦʜʫʢʮʽʾ )( )(xYD ʥʝ ʧʦʚʠʥʥʘ ʚʠʢʣʠʢʘʪʠ ʞʦʜʥʠʭ ʩʫʤʥʽʚʽʚ, 

ʦʩʢʽʣʴʢʠ ʫ ʚʠʧʘʜʢʫ ʨʝʘʣʽʟʘʮʽʾ ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ ʮʝʡ 

ʧʨʠʨʽʩʪ ʨʦʟʨʘʭʦʚʫʚʘʚʩʷ ʙ ʘʥʘʣʦʛʽʯʥʦ (ʜʨʫʛʠʡ ʬʘʢʪʦʨ ʬʽʢʩʫʻʪʴʩʷ ʥʘ ʨʽʚʥʽ ʙʘʟʠʩʥʦʛʦ 

ʧʝʨʽʦʜʫ). 

ʆʜʥʘʢ ʫ ʜʨʫʛʽʡ ʬʦʨʤʫʣʽ, ʱʦ ʚʽʜʦʙʨʘʞʘʻ ʘʙʩʦʣʶʪʥʠʡ ʧʨʠʨʽʩʪ ʚʘʨʪʦʩʪʽ 

ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ ʟʘ ʨʘʭʫʥʦʢ ʟʤʽʥʠ ʮʽʥʠ )( )(zYD , ʧʝʨʰʠʡ ʬʘʢʪʦʨ (ʦʙʩʷʛ ʧʨʦʜʫʢʮʽʾ) 
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ʬʽʢʩʫʻʪʴʩʷ ʥʝ ʥʘ ʙʘʟʠʩʥʦʤʫ ʨʽʚʥʽ, ʘ ʥʘ ʨʽʚʥʽ ʟʚʽʪʥʦʛʦ ʧʝʨʽʦʜʫ, ʱʦ ʩʫʧʝʨʝʯʠʪʴ ʧʨʘʚʠʣʘʤ 

ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ. 

ɺʚʘʞʘʻʤʦ, ʱʦ ʪʘʢʝ ʬʽʢʩʫʚʘʥʥʷ ʜʘʥʦʛʦ ʬʘʢʪʦʨʘ ʥʘ ʨʽʚʥʽ ʟʚʽʪʥʦʛʦ ʧʝʨʽʦʜʫ ʤʘʻ 

ʝʢʦʥʦʤʽʯʥʝ ʦʙˇʨʫʥʪʫʚʘʥʥʷ, ʩʫʪʥʽʩʪʴ ʷʢʦʛʦ ʧʦʣʷʛʘʻ ʚ ʪʦʤʫ, ʱʦ ʝʢʦʥʦʤʽʩʪʘ ʮʽʢʘʚʠʪʴ ʟʤʽʥʘ 

ʚʘʨʪʦʩʪʽ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ ʧʽʜ ʚʧʣʠʚʦʤ ʟʤʽʥʠ ʮʽʥʠ ʩʘʤʝ ʟ ʫʨʘʭʫʚʘʥʥʷʤ ʪʦʛʦ ʦʙʩʷʛʫ 

ʧʨʦʜʫʢʮʽʾ, ʷʢʘ ʚʠʛʦʪʦʚʣʝʥʘ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ, ʘ ʥʝ ʩʪʦʩʦʚʥʦ ʪʦʛʦ ʾʾ ʦʙʩʷʛʫ, ʱʦ ʙʫʚ 

ʚʠʛʦʪʦʚʣʝʥʠʡ ʫ ʧʦʧʝʨʝʜʥʴʦʤʫ ʧʝʨʽʦʜʽ, ʪʠʤ ʙʽʣʴʰʝ ʷʢʱʦ ʮʽ ʦʙʩʷʛʠ ʩʫʪʪʻʚʦ 

ʚʽʜʨʽʟʥʷʶʪʴʩʷ ʦʜʠʥ ʚʽʜ ʦʜʥʦʛʦ. 

ʉʣʽʜ ʚʽʜʤʽʪʠʪʠ, ʱʦ ʚ ʧʨʘʢʪʠʮʽ ʩʪʘʪʠʩʪʠʯʥʦʛʦ ʘʥʘʣʽʟʫ ʦʩʥʦʚʥʦʛʦ 

ʤʘʢʨʦʝʢʦʥʦʤʽʯʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ï ʚʘʣʦʚʦʛʦ ʚʥʫʪʨʽʰʥʴʦʛʦ ʧʨʦʜʫʢʪʫ ï ʫ ʟʚʝʜʝʥʦʤʫ ʽʥʜʝʢʩʽ 

ʮʽʥ ʪʘʢʦʞ ʧʨʠʡʥʷʪʦ ʚʠʢʦʨʠʩʪʦʚʫʚʘʪʠ ʚʘʛʠ ʟʚʽʪʥʦʛʦ ʧʝʨʽʦʜʫ [3, ʉ. 309]. 

ʆʪʞʝ, ʚ ʜʘʥʦʤʫ ʚʠʧʘʜʢʫ ʧʦʩʣʽʜʦʚʥʫ, ʘ ʥʝ ʽʟʦʣʴʦʚʘʥʫ, ʟʤʽʥʫ ʬʘʢʪʦʨʽʚ ʫ ʽʥʜʝʢʩʥʽʡ 

ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʽʡ ʤʦʜʝʣʽ ʚʚʘʞʘʪʠ ʥʝʜʦʣʽʢʦʤ ʤʝʪʦʜʫ ʣʘʥʮʶʛʦʚʠʭ ʧʽʜʩʪʘʥʦʚʦʢ ʥʘʚʨʷʜ 

ʯʠ ʧʨʘʚʦʤʽʨʥʦ. 

ɼʣʷ ʘʥʘʣʽʟʫ ʞ ʙʘʛʘʪʦʬʘʢʪʦʨʥʠʭ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʠʭ ʤʦʜʝʣʝʡ ʫ ʜʝʷʢʠʭ ʚʠʧʘʜʢʘʭ 

ʚʠʜʘʻʪʴʩʷ ʢʨʘʱʠʤ ʚʠʢʦʨʠʩʪʘʥʥʷ ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ, 

ʦʩʢʽʣʴʢʠ ʜʘʥʠʡ ʤʝʪʦʜ ʥʝ ʧʦʪʨʝʙʫʻ ʯʽʪʢʦʛʦ, ʦʙˇʨʫʥʪʦʚʘʥʦʛʦ ʨʦʟʪʘʰʫʚʘʥʥʷ ʬʘʢʪʦʨʽʚ ʫ 

ʤʦʜʝʣʽ ʽ, ʷʢ ʚʞʝ ʚʽʜʤʽʯʘʣʦʩʴ ʨʘʥʽʰʝ, ʜʦʟʚʦʣʷʻ ʚʠʟʥʘʯʠʪʠ çʯʠʩʪʠʡè ʚʧʣʠʚ ʢʦʞʥʦʛʦ 

ʬʘʢʪʦʨʘ ʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ. 

ʌʦʨʤʫʣʠ ʨʦʟʨʘʭʫʥʢʫ ʬʘʢʪʦʨʥʠʭ ʘʙʩʦʣʶʪʥʠʭ ʧʨʠʨʦʩʪʽʚ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ 

ʧʦʢʘʟʥʠʢʘ ʤʝʪʦʜʦʤ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ ʫ ʚʠʧʘʜʢʫ ʜʚʦʬʘʢʪʦʨʥʦʾ 

ʤʦʜʝʣʽ ʤʘʶʪʴ ʚʠʛʣʷʜ: 

 

0001)( zxzxYx -=D  , 

0010)( zxzxYz -=D
, 

                                                          
)( )()()( zxxz YYYY D+D-D=D  .                                    (7) 

 

ʊʦʙʪʦ, ʧʨʠ ʨʝʘʣʽʟʘʮʽʾ ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ, ʢʨʽʤ 

ʧʨʠʨʦʩʪʽʚ ʨʝʟʫʣʴʪʘʪʠʚʥʦʾ ʦʟʥʘʢʠ ʟʘ ʨʘʭʫʥʦʢ ʢʦʞʥʦʛʦ ʬʘʢʪʦʨʘ ʟôʷʚʣʷʻʪʴʩʷ ʱʝ ʦʜʠʥ 

ʧʨʠʨʽʩʪ, ʷʢʠʡ ʦʙʫʤʦʚʣʝʥʠʡ ʩʧʽʣʴʥʠʤ (ʚʟʘʻʤʥʠʤ) ʚʧʣʠʚʦʤ ʫʩʽʭ ʬʘʢʪʦʨʽʚ ()(xzYD ). ɺʽʥ 

ʚʠʟʥʘʯʘʻʪʴʩʷ ʟʘ ʟʘʣʠʰʢʦʚʠʤ ʤʝʪʦʜʦʤ: ʰʣʷʭʦʤ ʚʽʜʥʽʤʘʥʥʷ ʚʽʜ ʟʘʛʘʣʴʥʦʛʦ ʧʨʠʨʦʩʪʫ 

ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʬʘʢʪʦʨʥʠʭ ʧʨʠʨʦʩʪʽʚ, ʱʦ ʦʙʫʤʦʚʣʝʥʽ ʚʧʣʠʚʦʤ ʚʢʣʶʯʝʥʠʭ ʚ 

ʤʦʜʝʣʴ ʬʘʢʪʦʨʽʚ. ʎʝʡ ʧʨʠʨʽʩʪ ʽʥʘʢʰʝ ʥʘʟʠʚʘʶʪʴ ʩʠʥʝʨʛʝʪʠʯʥʠʤ ʝʬʝʢʪʦʤ. ʉʘʤʝ 

ʥʘʷʚʥʽʩʪʴ ʮʽʻʾ ʩʢʣʘʜʦʚʦʾ ʚʠʢʣʠʢʘʻ ʜʠʩʢʫʩʽʾ ʚ ʥʘʫʢʦʚʽʡ ʣʽʪʝʨʘʪʫʨʽ, ʦʩʢʽʣʴʢʠ ʚ ʜʝʷʢʠʭ 

ʚʠʧʘʜʢʘʭ ʜʘʪʠ ʝʢʦʥʦʤʽʯʥʝ ʦʙˇʨʫʥʪʫʚʘʥʥʷ ʩʫʪʥʦʩʪʽ ʧʨʦʷʚʣʝʥʥʷ ʮʴʦʛʦ ʝʬʝʢʪʫ ʽʥʦʜʽ 

ʜʦʩʠʪʴ ʩʢʣʘʜʥʦ. 

ʈʦʟʛʣʷʥʝʤʦ ʽ ʩʧʨʦʙʫʻʤʦ ʧʦʷʩʥʠʪʠ ʦʩʦʙʣʠʚʦʩʪʽ ʽ çʧʘʨʘʜʦʢʩʠè ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ 

ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ ʥʘ ʦʩʥʦʚʽ ʘʥʘʣʽʟʫ ʧʦʢʘʟʥʠʢʽʚ, ʱʦ ʭʘʨʘʢʪʝʨʠʟʫʶʪʴ 

ʨʝʟʫʣʴʪʘʪʠ ʜʽʷʣʴʥʦʩʪʽ ʦʜʥʦʛʦ ʟ ʧʨʦʚʽʜʥʠʭ ʧʨʦʤʠʩʣʦʚʠʭ ʧʽʜʧʨʠʻʤʩʪʚ ʆʜʝʩʠ çʇʨɸʊ 

ʆʜʝʩʴʢʠʡ ʢʦʥʴʷʯʥʠʡ ʟʘʚʦʜè. 

ʋ ʪʘʙʣ. 3 ʥʘʚʝʜʝʥʦ ʦʩʥʦʚʥʽ ʧʦʢʘʟʥʠʢʠ ʜʽʷʣʴʥʦʩʪʽ çʇʨɸʊ ʆʜʝʩʴʢʠʡ ʢʦʥʴʷʯʥʠʡ 

ʟʘʚʦʜè ʟʘ 2014-2016 ʨʨ. [4]. 

ɼʘʥʽ ʪʘʙʣ. 3 ʩʚʽʜʯʘʪʴ ʧʨʦ ʪʝ, ʱʦ ʫ 2015 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 2014 ʨ. ʚʽʜʙʫʣʦʩʷ 

ʧʦʢʨʘʱʝʥʥʷ ʨʝʟʫʣʴʪʘʪʽʚ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ: ʟʙʽʣʴʰʠʚʩʷ ʦʙʩʷʛ ʚʠʨʦʙʥʠʮʪʚʘ ʽ ʦʙʩʷʛ 

ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ, ʟʨʽʩ ʧʨʠʙʫʪʦʢ. ɸ ʫ 2016 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 2015 ʨ. ʦʙʩʷʛ ʨʝʘʣʽʟʘʮʽʾ 

ʧʨʦʜʫʢʮʽʾ ʟʤʝʥʰʠʚʩʷ, ʩʫʪʪʻʚʦ ʟʤʝʥʰʠʣʘʩʷ ʽ ʩʫʤʘ ʦʪʨʠʤʘʥʦʛʦ ʧʨʠʙʫʪʢʫ. 
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ʂ.ɼ. ʉʝʤʝʥʦʚʘ. ʆʩʦʙʣʠʚʦʩʪʽ ʟʘʩʪʦʩʫʚʘʥʥʷ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʽ 

ʩʪʦʭʘʩʪʠʯʥʠʭ ʚʟʘʻʤʦʟôʚʷʟʢʽʚ ʫ ʢʘʙʽʥʝʪʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ 
43 
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ʇʦʢʘʟʥʠʢ 2014 ʨ. 2015 ʨ. 2016 ʨ. 

ɸʙʩʦʣʶʪʥʠʡ ʧʨʠʨʽʩʪ 

2015 ʨ. 

ʧʦʨʽʚʥʷʥʦ ʟ 

2014 ʨ. 

2016 ʨ. 

ʧʦʨʽʚʥʷʥʦ ʟ 

2015 ʨ. 

ʆʙʩʷʛ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ 

(ʯʠʩʪʠʡ ʜʦʭʽʜ), ʪʠʩ. ʛʨʥ. 
257047 443408 433272 186361 -10136 

ʆʙʩʷʛ ʚʠʛʦʪʦʚʣʝʥʦʾ (ʪʦʚʘʨʥʦʾ) 

ʧʨʦʜʫʢʮʽʾ, ʪʠʩ. ʛʨʥ. 
253974 428868 430766 174894 1898 

ʇʦʚʥʘ ʩʦʙʽʚʘʨʪʽʩʪʴ ʨʝʘʣʽʟʦʚʘʥʦʾ 

ʧʨʦʜʫʢʮʽʾ, ʪʠʩ. ʛʨʥ. 
201940 328590 334302 126650 5712 

ɺʠʪʨʘʪʠ ʥʘ ʟʙʫʪ, ʪʠʩ. ʛʨʥ. 9144 23865 46536 14721 22671 

ʇʨʠʙʫʪʦʢ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ, 

ʪʠʩ. ʛʨʥ. 
55107 114818 98970 59711 -15848 

ʉʝʨʝʜʥʴʦʦʙʣʽʢʦʚʘ ʢʽʣʴʢʽʩʪʴ 

ʧʨʘʮʽʚʥʠʢʽʚ (ʇɺʇ), ʯʦʣ. 
338 347 297 9 -50 

ɼʞʝʨʝʣʦ: ʩʬʦʨʤʦʚʘʥʦ ʘʚʪʦʨʦʤ ʟʘ ʜʘʥʠʤʠ [4] 

 

ɺ ʝʢʦʥʦʤʽʯʥʽʡ ʣʽʪʝʨʘʪʫʨʽ ʚʽʜʦʤʽ ʨʽʟʥʽ ʚʠʜʠ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʠʭ ʤʦʜʝʣʝʡ 

ʬʽʥʘʥʩʦʚʠʭ ʨʝʟʫʣʴʪʘʪʽʚ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ. 

ɺ. ɯ. ʆʩʠʧʦʚ ʧʨʦʧʦʥʫʻ ʪʨʠ ʤʦʜʝʣʽ ʧʨʠʙʫʪʢʫ, ʷʢʽ ʙʘʟʫʶʪʴʩʷ ʥʘ ʤʦʜʝʣʷʭ ʦʙʩʷʛʫ 

ʚʠʛʦʪʦʚʣʝʥʦʾ ʪʦʚʘʨʥʦʾ ʧʨʦʜʫʢʮʽʾ. ʆʜʥʽʻʶ ʟ ʥʠʭ ʻ ʤʦʜʝʣʴ, ʫ ʷʢʽʡ ʬʘʢʪʦʨʘʤʠ ʧʨʠʙʫʪʢʫ 

ʚʠʩʪʫʧʘʶʪʴ ʪʘʢʽ ʧʦʢʘʟʥʠʢʠ: ʩʝʨʝʜʥʷ ʦʙʣʽʢʦʚʘ ʢʽʣʴʢʽʩʪʴ ʧʨʘʮʽʚʥʠʢʽʚ (ʧʨʦʤʠʩʣʦʚʦ-

ʚʠʨʦʙʥʠʯʦʛʦ ʧʝʨʩʦʥʘʣʫ); ʧʨʦʜʫʢʪʠʚʥʽʩʪʴ ʧʨʘʮʽ (ʩʧʽʚʚʽʜʥʦʰʝʥʥʷ ʪʦʚʘʨʥʦʾ ʧʨʦʜʫʢʮʽʾ ʡ 

ʩʝʨʝʜʥʴʦʦʙʣʽʢʦʚʦʾ ʢʽʣʴʢʦʩʪʽ ʧʨʘʮʽʚʥʠʢʽʚ); ʢʦʝʬʽʮʽʻʥʪ ʨʝʘʣʽʟʘʮʽʾ ʪʦʚʘʨʥʦʾ ʧʨʦʜʫʢʮʽʾ 

(ʩʧʽʚʚʽʜʥʦʰʝʥʥʷ ʦʙʩʷʛʫ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ ʽ ʦʙʩʷʛʫ ʚʠʛʦʪʦʚʣʝʥʦʾ ʪʦʚʘʨʥʦʾ 

ʧʨʦʜʫʢʮʽʾ); ʯʘʩʪʢʘ ʧʨʠʙʫʪʢʫ ʚ ʨʝʘʣʽʟʦʚʘʥʽʡ ʧʨʦʜʫʢʮʽʾ (ʩʧʽʚʚʽʜʥʦʰʝʥʥʷ ʧʨʠʙʫʪʢʫ ʡ 

ʦʙʩʷʛʫ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ) [5, ʉ. 302ï303]. ɼʚʽ ʽʥʰʽ ʤʦʜʝʣʽ ʙʫʜʫʶʪʴʩʷ ʰʣʷʭʦʤ 

ʜʝʟʘʛʨʝʛʫʚʘʥʥʷ ʬʘʢʪʦʨʽʚ ʜʘʥʦʾ ʤʦʜʝʣʽ. 

ʊ. ʆʨʣʦʚʩʴʢʘ ʧʨʦʧʦʥʫʻ ʩʠʩʪʝʤʫ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʠʭ ʤʦʜʝʣʝʡ ʜʦʭʦʜʫ ʚʽʜ 

ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ ʪʘ ʧʨʠʙʫʪʢʫ ʚʽʜ ʦʧʝʨʘʮʽʡʥʦʾ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ, ʷʢʽ ʤʦʞʥʘ 

ʧʦʙʫʜʫʚʘʪʠ ʟʘ ʜʘʥʠʤʠ ʬʽʥʘʥʩʦʚʦʾ ʟʚʽʪʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ [6, ʉ. 378ï380]. 

ɯ. ʉ. ʊʢʘʯʝʥʢʦ ʧʨʦʧʦʥʫʻ ʚʠʢʦʨʠʩʪʦʚʫʚʘʪʠ ʤʝʪʦʜʠ ʤʦʜʝʣʶʚʘʥʥʷ ʜʣʷ ʘʥʘʣʽʟʫ 

ʧʨʠʙʫʪʢʫ. ɺʽʥ ʚʽʜʤʽʯʘʻ, ʱʦ çʟʘʩʪʦʩʫʚʘʥʥʷ ʬʘʢʪʦʨʥʦʛʦ ʘʥʘʣʽʟʫ ʚ ʧʨʦʮʝʩʽ ʤʦʜʝʣʶʚʘʥʥʷ 

ʬʽʥʘʥʩʦʚʠʭ ʨʝʟʫʣʴʪʘʪʽʚ ʜʦʟʚʦʣʷʻ ʚʠʷʚʠʪʠ ʽʩʪʦʪʥʠʡ ʚʧʣʠʚ ʬʘʢʪʦʨʽʚ ʥʘ ʬʦʨʤʫʚʘʥʥʷ 

ʧʨʠʙʫʪʢʫ ʪʘ ʫʩʧʽʰʥʦ ʟʜʽʡʩʥʠʪʠ ʧʣʘʥʫʚʘʥʥʷ ʬʽʥʘʥʩʦʚʦ-ʛʦʩʧʦʜʘʨʩʴʢʦʾ ʜʽʷʣʴʥʦʩʪʽ 

ʧʜ̔ʧʨʠʻʤʩʪʚʘè [7, ʉ. 87]. 

ʅʘ ʧʨʘʢʪʠʮʽ ʤʦʞʫʪʴ ʚʠʢʦʨʠʩʪʦʚʫʚʘʪʠʩʷ ʨʽʟʥʽ ʤʦʜʝʣʽ ʧʨʠʙʫʪʢʫ. ʄʦʞʣʠʚʦʩʪʽ 

ʤʦʜʠʬʽʢʘʮʽʾ ʤʦʜʝʣʝʡ ʚʽʜʤʽʯʘʶʪʴ ʽ ʘʚʪʦʨʠ ʤʦʥʦʛʨʘʬʽʾ ʧʽʜ ʢʝʨʽʚʥʠʮʪʚʦʤ ɺ. ɸ. ɼʝʨʽʷ: 

ʙʘʛʘʪʦʬʘʢʪʦʨʥʽ ʽʥʜʝʢʩʥʽ ʤʦʜʝʣʽ ʤʦʞʥʘ ʤʦʜʠʬʽʢʫʚʘʪʠ ʟ ʤʝʪʦʶ ʦʮʽʥʶʚʘʥʥʷ ʚʧʣʠʚʫ 

ʨʽʟʥʠʭ ʧʝʨʝʣʽʢʽʚ ʬʘʢʪʦʨʽʚ ʥʘ ʜʠʥʘʤʽʢʫ ʧʦʢʘʟʥʠʢʽʚ, ʷʢʽ ʭʘʨʘʢʪʝʨʠʟʫʶʪʴ ʨʝʟʫʣʴʪʘʪʠʚʥʽʩʪʴ 

ʪʘ ʝʬʝʢʪʠʚʥʽʩʪʴ ʬʽʥʘʥʩʦʚʦ-ʛʦʩʧʦʜʘʨʩʴʢʦʾ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ [8, ʉ. 23]. 

ʇʨʦʚʝʜʝʤʦ ʬʘʢʪʦʨʥʠʡ ʘʥʘʣʽʟ ʧʨʠʙʫʪʢʫ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ ʧʽʜʧʨʠʻʤʩʪʚʘ 

çʇʨɸʊ ʆʜʝʩʴʢʠʡ ʢʦʥʴʷʯʥʠʡ ʟʘʚʦʜè. 

ɼʣʷ ʪʦʛʦ, ʱʦʙ ʧʨʦʩʣʽʜʢʫʚʘʪʠ, ʷʢ ʟʤʽʥʶʻʪʴʩʷ ʚʝʣʠʯʠʥʘ ʧʨʠʨʦʩʪʫ ʧʨʠʙʫʪʢʫ ʟʘ 

ʨʘʭʫʥʦʢ ʩʧʽʣʴʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ ʟʘʣʝʞʥʦ ʚʽʜ ʾʭ ʢʽʣʴʢʦʩʪʽ, ʘʥʘʣʽʟ ʧʦʯʥʝʤʦ ʽʟ ʤʦʜʝʣʽ, 

ʷʢʘ ʚʠʨʘʞʘʻ ʟʘʣʝʞʥʽʩʪʴ ʧʨʠʙʫʪʢʫ ʚʽʜ ʪʨʴʦʭ ʬʘʢʪʦʨʽʚ: 

 

 



Marketing and Digital Technologies          Volume 2, No 1, 2018 
ISSN 2522-9087     (Print) 

ISSN 2523-434X (Online) 
 

44 

 

 

                                                               vzxY ÖÖ=  ,                                                               (8) 

ʜʝ Y ï ʧʨʠʙʫʪʦʢ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ ʧʽʜʧʨʠʻʤʩʪʚʘ; 

x ï ʩʝʨʝʜʥʷ ʦʙʣʽʢʦʚʘ ʢʽʣʴʢʽʩʪʴ ʧʨʘʮʽʚʥʠʢʽʚ; 

z ï ʧʨʦʜʫʢʪʠʚʥʽʩʪʴ ʧʨʘʮʽ (ʩʧʽʚʚʽʜʥʦʰʝʥʥʷ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ ʡ ʩʝʨʝʜʥʴʦʦʙʣʽʢʦʚʦʾ 

ʢʽʣʴʢʦʩʪʽ ʧʨʘʮʽʚʥʠʢʽʚ); 

v ï ʯʘʩʪʢʘ ʧʨʠʙʫʪʢʫ ʚ ʨʝʘʣʽʟʦʚʘʥʽʡ ʧʨʦʜʫʢʮʽʾ (ʩʧʽʚʚʽʜʥʦʰʝʥʥʷ ʧʨʠʙʫʪʢʫ ʡ ʦʙʩʷʛʫ 

ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ). 

 

ʈʝʟʫʣʴʪʘʪʠ ʨʦʟʨʘʭʫʥʢʽʚ ʟʘʛʘʣʴʥʦʛʦ ʽ ʬʘʢʪʦʨʥʠʭ ʧʨʠʨʦʩʪʽʚ ʧʨʠʙʫʪʢʫ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ 

ʧʨʦʜʫʢʮʽʾ çʇʨɸʊ ʆʜʝʩʴʢʠʡ ʢʦʥʴʷʯʥʠʡ ʟʘʚʦʜè ʤʝʪʦʜʦʤ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ 

ʬʘʢʪʦʨʽʚ ʥʘʚʝʜʝʥʦ ʚ ʪʘʙʣ. 4. 

 

ʊʘʙʣʠʮʷ 4 ï ʈʦʟʧʦʜʽʣ ʧʨʠʨʦʩʪʫ ʧʨʠʙʫʪʢʫ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ 

çʇʨɸʊ ʆʜʝʩʴʢʠʡ ʢʦʥʴʷʯʥʠʡ ʟʘʚʦʜè ʟʘ ʬʘʢʪʦʨʘʤʠ (ʪʨʠʬʘʢʪʦʨʥʘ ʤʦʜʝʣʴ) 

 

ʇʦʢʘʟʥʠʢ 
2015 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 

2014 ʨ., ʪʠʩ. ʛʨʥ. 

2016 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 

2015 ʨ., ʪʠʩ. ʛʨʥ. 

1 2 3 

ɿʘʛʘʣʴʥʠʡ ʘʙʩʦʣʶʪʥʠʡ ʧʨʠʨʽʩʪ ʧʨʠʙʫʪʢʫ 59711,0 - 15848,0 

ʌʘʢʪʦʨʥʽ ʘʙʩʦʣʶʪʥʽ ʧʨʠʨʦʩʪʠ ʧʨʠʙʫʪʢʫ, 

ʦʙʫʤʦʚʣʝʥʽ ʟʤʽʥʦʶ: 
 

 

- ʩʝʨʝʜʥʴʦʦʙʣʽʢʦʚʦʾ ʢʽʣʴʢʦʩʪʽ ʧʨʘʮʽʚʥʠʢʽʚ 1467,4 - 16541,5 

- ʧʨʦʜʫʢʪʠʚʥʦʩʪʽ ʧʨʘʮʽ 37490,1 16260,3 

-  ʯʘʩʪʢʠ ʧʨʠʙʫʪʢʫ ʚ ʨʝʘʣʽʟʦʚʘʥʽʡ ʧʨʦʜʫʢʮʽʾ 11438,6 - 13523,9 

- ʩʧʽʣʴʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ 9314,9 - 2042,9 

ɼʞʝʨʝʣʦ: ʨʦʟʨʘʭʦʚʘʥʦ ʘʚʪʦʨʦʤ 

 

ɿʘ ʨʝʟʫʣʴʪʘʪʘʤʠ ʨʦʟʨʘʭʫʥʢʽʚ, ʧʨʝʜʩʪʘʚʣʝʥʠʭ ʫ ʪʘʙʣ. 4, ʤʦʞʥʘ ʟʨʦʙʠʪʠ ʚʠʩʥʦʚʦʢ, 

ʱʦ ʫ 2016 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 2015 ʨ. ʧʨʠʙʫʪʦʢ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ ʟʤʝʥʰʠʚʩʷ ʥʘ 

15848,0 ʪʠʩ. ʛʨʥ. ʇʨʠ ʮʴʦʤʫ ʚʥʘʩʣʽʜʦʢ ʟʨʦʩʪʘʥʥʷ ʧʨʦʜʫʢʪʠʚʥʦʩʪʽ ʧʨʘʮʽ ʚʽʥ ʟʙʽʣʴʰʠʚʩʷ, 

ʘ ʧʽʜ ʚʧʣʠʚʦʤ ʜʚʦʭ ʽʥʰʠʭ ʬʘʢʪʦʨʽʚ ʪʘ ʾʭ ʩʧʽʣʴʥʦʾ ʜʽʾ ï ʟʤʝʥʰʠʚʩʷ. ɺ ʪʦʡ ʞʝ ʯʘʩ ʫ 2015ʨ. 

ʧʦʨ̔ʚʥʷʥʦ ʟ 2014 ʨ. ʧʨʠʙʫʪʦʢ ʟʙʽʣʴʰʠʚʩʷ ʥʘ 59711,0 ʪʠʩ. ʛʨʥ. ʽ ʮʴʦʤʫ ʩʧʨʠʷʣʦ ʟʨʦʩʪʘʥʥʷ 

ʚʩʽʭ ʬʘʢʪʦʨʽʚ. 

ʇʦʛʣʠʙʠʤʦ ʜʘʣʽ ʘʥʘʣʽʟ ʧʨʠʙʫʪʢʫ, ʜʣʷ ʯʦʛʦ ʚʠʢʦʨʠʩʪʘʻʤʦ ʯʦʪʠʨʠʬʘʢʪʦʨʥʫ 

ʤʦʜʝʣʴ, ʷʢʫ ʧʦʙʫʜʫʻʤʦ ʰʣʷʭʦʤ ʜʝʟʘʛʨʝʛʫʚʘʥʥʷ ʧʦʧʝʨʝʜʥʴʦʾ ʪʨʠʬʘʢʪʦʨʥʦʾ ʤʦʜʝʣʽ. ɺ 

ʜʘʥʽʡ ʤʦʜʝʣʽ ʬʘʢʪʦʨʘʤʠ ʚʠʩʪʫʧʘʶʪʴ ʪʘʢʽ ʧʦʢʘʟʥʠʢʠ: 

ï ʩʝʨʝʜʥʷ ʦʙʣʽʢʦʚʘ ʢʽʣʴʢʽʩʪʴ ʧʨʘʮʽʚʥʠʢʽʚ (ʧʨʦʤʠʩʣʦʚʦ-ʚʠʨʦʙʥʠʯʦʛʦ ʧʝʨʩʦʥʘʣʫ); 

ï ʧʨʦʜʫʢʪʠʚʥʽʩʪʴ ʧʨʘʮʽ (ʩʧʽʚʚʽʜʥʦʰʝʥʥʷ ʪʦʚʘʨʥʦʾ ʧʨʦʜʫʢʮʽʾ ʡ ʩʝʨʝʜʥʴʦʦʙʣʽʢʦʚʦʾ 

ʢʽʣʴʢʦʩʪʽ ʧʨʘʮʽʚʥʠʢʽʚ); 

ï ʢʦʝʬʽʮʽʻʥʪ ʨʝʘʣʽʟʘʮʽʾ ʪʦʚʘʨʥʦʾ ʧʨʦʜʫʢʮʽʾ (ʩʧʽʚʚʽʜʥʦʰʝʥʥʷ ʦʙʩʷʛʫ ʨʝʘʣʽʟʦʚʘʥʦʾ 

ʧʨʦʜʫʢʮʽʾ ʽ ʦʙʩʷʛʫ ʚʠʛʦʪʦʚʣʝʥʦʾ ʪʦʚʘʨʥʦʾ ʧʨʦʜʫʢʮʽʾ); 

ï ʯʘʩʪʢʘ ʧʨʠʙʫʪʢʫ ʚ ʨʝʘʣʽʟʦʚʘʥʽʡ ʧʨʦʜʫʢʮʽʾ (ʩʧʽʚʚʽʜʥʦʰʝʥʥʷ ʧʨʠʙʫʪʢʫ ʡ ʦʙʩʷʛʫ 

ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ). 

ʈʝʟʫʣʴʪʘʪʠ ʨʦʟʨʘʭʫʥʢʽʚ ʟʘʛʘʣʴʥʦʛʦ ʽ ʬʘʢʪʦʨʥʠʭ ʘʙʩʦʣʶʪʥʠʭ ʧʨʠʨʦʩʪʽʚ ʧʨʠʙʫʪʢʫ 

ʥʘʚʝʜʝʥʦ ʚ ʪʘʙʣ. 5. 

ʈʝʟʫʣʴʪʘʪʠ ʧʨʦʚʝʜʝʥʠʭ ʨʦʟʨʘʭʫʥʢʽʚ ʧʦʢʘʟʫʶʪʴ, ʱʦ ʦʩʢʽʣʴʢʠ ʫ 2016 ʨ. ʧʦʨʽʚʥʷʥʦ 

ʟ 2015 ʨ. ʟʤʽʥʘ ʬʘʢʪʦʨʽʚ ʙʫʣʘ ʨʽʟʥʦʥʘʧʨʘʚʣʝʥʦʶ (ʧʨʦʜʫʢʪʠʚʥʽʩʪʴ ʧʨʘʮʽ ʟʨʦʩʣʘ, ʘ ʽʥʰʽ 

ʬʘʢʪʦʨʠ ʟʤʝʥʰʠʣʠʩʷ), ʪʦ ʚʩʪʘʥʦʚʠʪʠ ʟʘʢʦʥʦʤʽʨʥʽʩʪʴ, ʷʢʘ ʤʦʞʝ ʚʠʷʚʠʪʠʩʷ ʚʥʘʩʣʽʜʦʢ 
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ʂ.ɼ. ʉʝʤʝʥʦʚʘ. ʆʩʦʙʣʠʚʦʩʪʽ ʟʘʩʪʦʩʫʚʘʥʥʷ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʽ 

ʩʪʦʭʘʩʪʠʯʥʠʭ ʚʟʘʻʤʦʟôʚʷʟʢʽʚ ʫ ʢʘʙʽʥʝʪʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ 
45 

 

ʟʙʽʣʴʰʝʥʥʷ ʢʽʣʴʢʦʩʪʽ ʬʘʢʪʦʨʽʚ ʫ ʤʦʜʝʣʽ, ʥʝʤʦʞʣʠʚʦ. ʊʦʤʫ ʧʨʦʜʦʚʞʠʤʦ ʘʥʘʣʽʟ 

ʘʙʩʦʣʶʪʥʠʭ ʧʨʠʨʦʩʪʽʚ ʧʨʠʙʫʪʢʫ ʫ 2015 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 2014 ʨ. 

 

ʊʘʙʣʠʮʷ 5 ï ʈʦʟʧʦʜʽʣ ʧʨʠʨʦʩʪʫ ʧʨʠʙʫʪʢʫ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ 

çʇʨɸʊ ʆʜʝʩʴʢʠʡ ʢʦʥʴʷʯʥʠʡ ʟʘʚʦʜè ʟʘ ʬʘʢʪʦʨʘʤʠ (ʯʦʪʠʨʠʬʘʢʪʦʨʥʘ ʤʦʜʝʣʴ) 

 

ʇʦʢʘʟʥʠʢ 
2015 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 

2014 ʨ., ʪʠʩ. ʛʨʥ. 

2016 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 

2015 ʨ., ʪʠʩ. ʛʨʥ. 

1 2 3 

ɿʘʛʘʣʴʥʠʡ ʘʙʩʦʣʶʪʥʠʡ ʧʨʠʨʽʩʪ ʧʨʠʙʫʪʢʫ 59711,0 - 15848,0 

ʌʘʢʪʦʨʥʽ ʘʙʩʦʣʶʪʥʽ ʧʨʠʨʦʩʪʠ ʧʨʠʙʫʪʢʫ, 

ʦʙʫʤʦʚʣʝʥʽ ʟʤʽʥʦʶ: 
 

 

- ʩʝʨʝʜʥʴʦʦʙʣʽʢʦʚʦʾ ʢʽʣʴʢʦʩʪʽ ʧʨʘʮʽʚʥʠʢʽʚ 1467,4 - 16541,5 

- ʧʨʦʜʫʢʪʠʚʥʦʩʪʽ ʧʨʘʮʽ 35535,2 19919,9 

- ʢʦʝʬʽʮʽʻʥʪʘ ʨʝʘʣʽʟʘʮʽʾ ʪʦʚʘʨʥʦʾ ʧʨʦʜʫʢʮʽʾ  1187,1 - 3120,1 

- ʯʘʩʪʢʠ ʧʨʠʙʫʪʢʫ ʚ ʨʝʘʣʽʟʦʚʘʥʽʡ ʧʨʦʜʫʢʮʽʾ 11438,6 - 13523,9 

- ʩʧʽʣʴʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ 10082,7 - 2582,4 

ɼʞʝʨʝʣʦ: ʨʦʟʨʘʭʦʚʘʥʦ ʘʚʪʦʨʦʤ 

 

ɿ ʨʦʟʨʘʭʫʥʢʽʚ ʚʠʜʥʦ, ʱʦ ʘʙʩʦʣʶʪʥʠʡ ʧʨʠʨʽʩʪ ʧʨʠʙʫʪʢʫ ʧʽʜ ʚʧʣʠʚʦʤ ʟʨʦʩʪʘʥʥʷ 

ʧʨʦʜʫʢʪʠʚʥʦʩʪʽ ʧʨʘʮʽ, ʷʢʠʡ ʫ ʧʦʧʝʨʝʜʥʽʡ ʤʦʜʝʣʽ ʩʢʣʘʚ 37490,1 ʪʠʩ. ʛʨʥ. (ʪʘʙʣ. 4, ʩʪʦʚʧ. 

2), ʚ ʜʘʥʽʡ ʤʦʜʝʣʽ ʩʢʣʘʜʘʻʪʴʩʷ ʽʟ ʪʨʴʦʭ ʧʨʠʨʦʩʪʽʚ (ʪʘʙʣ. 5, ʩʪʦʚʧ 2): ʧʽʜ ʚʧʣʠʚʦʤ ʟʤʽʥʠ 

ʧʨʦʜʫʢʪʠʚʥʦʩʪʽ ʧʨʘʮʽ, ʚʠʟʥʘʯʝʥʦʾ ʥʘ ʦʩʥʦʚʽ ʪʦʚʘʨʥʦʾ ʧʨʦʜʫʢʮʽʾ (35535,2 ʪʠʩ. ʛʨʥ.), 

ʢʦʝʬʽʮʽʻʥʪʘ ʨʝʘʣʽʟʘʮʽʾ ʪʦʚʘʨʥʦʾ ʧʨʦʜʫʢʮʽʾ (1187,1 ʪʠʩ. ʛʨʥ.), ʽ, ʢʨʽʤ ʪʦʛʦ, ʯʘʩʪʠʥʘ ʮʴʦʛʦ 

ʧʨʠʨʦʩʪʫ (767,8 ʪʠʩ. ʛʨʥ.) ʟʙʽʣʴʰʠʣʘ ʧʨʠʨʽʩʪ ʧʨʠʙʫʪʢʫ ʟʘ ʨʘʭʫʥʦʢ ʩʧʽʣʴʥʦʾ ʜʽʾ ʚʩʽʭ 

ʬʘʢʪʦʨʽʚ. 

ʆʪʞʝ, ʨʦʟʛʣʷʥʝʤʦ ʙʽʣʴʰ ʜʝʪʘʣʴʥʦ, ʱʦ ʷʚʣʷʻ ʩʦʙʦʶ ʦʩʪʘʥʥʷ ʚʝʣʠʯʠʥʘ ʧʨʠʨʦʩʪʫ 

ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ. ʆʯʝʚʠʜʥʦ, ʱʦ ʚʦʥʘ ʩʢʣʘʜʘʻʪʴʩʷ ʟ ʜʚʦʭ ʯʘʩʪʠʥ: 

1) ʧʨʠʨʦʩʪʽʚ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ, ʦʙʫʤʦʚʣʝʥʠʭ ʩʧʽʣʴʥʦʶ ʜʽʻʶ ʢʦʞʥʠʭ 

ʜʚʦʭ ʬʘʢʪʦʨʽʚ; 

2) ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ, ʦʙʫʤʦʚʣʝʥʦʛʦ ʩʧʽʣʴʥʦʶ ʜʽʻʶ ʫʩʽʭ 

ʬʘʢʪʦʨʽʚ ʨʘʟʦʤ. 

ʄʘʪʝʤʘʪʠʯʥʦ ʧʦʚʥʠʡ ʨʦʟʧʦʜʽʣ ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʤʝʪʦʜʦʤ 

ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ ʫ ʚʠʧʘʜʢʫ ʪʨʠʬʘʢʪʦʨʥʦʾ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʦʾ 

ʤʦʜʝʣʽ ʤʦʞʥʘ ʧʦʜʘʪʠ ʪʘʢʠʤ ʯʠʥʦʤ [9, ʉ. 196]: 

 

                        )()()()()()()( )()( xzvxvzvxzvzx YYYYYYYY D+D+D+D+D+D+D=D  .             (9) 

 

ʋ ʟʘʛʘʣʴʥʦʤʫ ʚʠʛʣʷʜʽ ʬʦʨʤʫʣʫ (9) ʤʦʞʥʘ ʧʨʝʜʩʪʘʚʠʪʠ ʪʘʢ: 

 

                                           .)(.)(.)( ʚʟʘʻʤʩʧʽʣʴʥʽʟʦʣʴʦʚ YYYY D+D+D=D  .                                   (10) 

 

ʇʝʨʰʘ ʩʢʣʘʜʦʚʘ ʬʦʨʤʫʣʠ (10) ʭʘʨʘʢʪʝʨʠʟʫʻ ʟʤʽʥʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ 

ʨʘʭʫʥʦʢ ʯʠʩʪʦʛʦ (ʽʟʦʣʴʦʚʘʥʦʛʦ) ʚʧʣʠʚʫ ʢʦʞʥʦʛʦ ʬʘʢʪʦʨʘ, ʜʨʫʛʘ ʩʢʣʘʜʦʚʘ ʭʘʨʘʢʪʝʨʠʟʫʻ 

ʡʦʛʦ ʟʤʽʥʫ ʟʘ ʨʘʭʫʥʦʢ ʩʧʽʣʴʥʦʾ ʜʽʾ ʢʦʞʥʠʭ ʜʚʦʭ ʬʘʢʪʦʨʽʚ, ʘ ʦʩʪʘʥʥʷ ʩʢʣʘʜʦʚʘ ʚʽʜʦʙʨʘʞʘʻ 

ʩʪʫʧʽʥʴ ʜʦʜʘʪʢʦʚʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ ʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ ʟʘ ʨʘʭʫʥʦʢ 

ʚʟʘʻʤʦʧʦʚôʷʟʘʥʦʾ ʜʽʾ ʚʩʽʭ ʬʘʢʪʦʨʽʚ. 
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46 

 

 

ʆʯʝʚʠʜʥʦ, ʱʦ ʚʝʣʠʯʠʥʘ ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʨʘʭʫʥʦʢ 

ʩʧʽʣʴʥʦʾ ʜʽʾ ʢʦʞʥʠʭ ʜʚʦʭ ʬʘʢʪʦʨʽʚ ʤʦʞʝ ʟʙʽʣʴʰʫʚʘʪʠʩʷ ʘʙʦ ʟʤʝʥʰʫʚʘʪʠʩʷ ʧʨʠ 

ʟʙʽʣʴʰʝʥʥʽ ʢʽʣʴʢʦʩʪʽ ʬʘʢʪʦʨʽʚ ʫ ʤʦʜʝʣʽ, ʦʩʢʽʣʴʢʠ ʚʟʘʻʤʥʠʡ ʚʧʣʠʚ ʢʦʞʥʠʭ ʜʚʦʭ ʬʘʢʪʦʨʽʚ 

ʤʦʞʝ ʙʫʪʠ ʷʢ ʦʜʥʦʥʘʧʨʘʚʣʝʥʠʤ, ʪʘʢ ʽ ʨʽʟʥʦʥʘʧʨʘʚʣʝʥʠʤ. ɺʝʣʠʯʠʥʘ ʞ ʧʨʠʨʦʩʪʫ 

ʚʥʘʩʣʽʜʦʢ ʚʟʘʻʤʦʧʦʚôʷʟʘʥʦʾ ʜʽʾ ʚʩʽʭ ʬʘʢʪʦʨʽʚ ʙʝʟʧʦʩʝʨʝʜʥʴʦ ʟʘʣʝʞʠʪʴ ʚʽʜ ʢʽʣʴʢʦʩʪʽ 

ʬʘʢʪʦʨʽʚ ʫ ʤʦʜʝʣʽ. 

ʇʨʦʜʝʤʦʥʩʪʨʫʻʤʦ ʦʙˇʨʫʥʪʦʚʘʥʽʩʪʴ ʽ ʣʦʛʽʯʥʽʩʪʴ ʚʠʩʥʦʚʢʽʚ ʰʣʷʭʦʤ ʘʥʘʣʽʟʫ 

ʟʘʣʝʞʥʦʩʪʽ ʧʨʠʙʫʪʢʫ ʚʽʜ ʬʘʢʪʦʨʽʚ, ʱʦ ʭʘʨʘʢʪʝʨʠʟʫʶʪʴ ʝʬʝʢʪʠʚʥʽʩʪʴ ʚʠʪʨʘʪ ʥʘ 

ʤʘʨʢʝʪʠʥʛʦʚʫ ʜʽʷʣʴʥʽʩʪʴ çʇʨɸʊ ʆʜʝʩʴʢʠʡ ʢʦʥʴʷʯʥʠʡ ʟʘʚʦʜè. ɼʣʷ ʮʴʦʛʦ ʧʨʦʧʦʥʫʻʤʦ 

ʟʜʽʡʩʥʠʪʠ ʘʥʘʣʽʟ ʯʦʪʠʨʠʬʘʢʪʦʨʥʦʾ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʦʾ ʤʦʜʝʣʽ ʧʨʠʙʫʪʢʫ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ 

ʧʨʦʜʫʢʮʽʾ, ʫ ʷʢʽʡ ʬʘʢʪʦʨʥʠʤʠ ʧʦʢʘʟʥʠʢʘʤʠ ʚʠʩʪʫʧʘʶʪʴ: 

ï ʩʝʨʝʜʥʷ ʦʙʣʽʢʦʚʘ ʢʽʣʴʢʽʩʪʴ ʧʨʘʮʽʚʥʠʢʽʚ (ʧʨʦʤʠʩʣʦʚʦ-ʚʠʨʦʙʥʠʯʦʛʦ ʧʝʨʩʦʥʘʣʫ); 

ï ʧʨʦʜʫʢʪʠʚʥʽʩʪʴ ʧʨʘʮʽ (ʩʧʽʚʚʽʜʥʦʰʝʥʥʷ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ ʡ 

ʩʝʨʝʜʥʴʦʦʙʣʽʢʦʚʦʾ ʢʽʣʴʢʦʩʪʽ ʧʨʘʮʽʚʥʠʢʽʚ); 

ï ʯʘʩʪʢʘ ʚʠʪʨʘʪ ʥʘ ʟʙʫʪ ʫ ʦʙʩʷʟʽ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ; 

ï ʩʫʤʘ ʧʨʠʙʫʪʢʫ ʚ ʨʦʟʨʘʭʫʥʢʫ ʥʘ 1 ʛʨʥ. ʚʠʪʨʘʪ ʥʘ ʟʙʫʪ. 

ʉʣʽʜ ʚʽʜʤʽʪʠʪʠ, ʱʦ ʜʘʥʫ ʤʦʜʝʣʴ ʤʦʞʥʘ ʚʠʢʦʨʠʩʪʦʚʫʚʘʪʠ ʜʣʷ ʘʥʘʣʽʟʫ ʜʽʷʣʴʥʦʩʪʽ 

ʙʫʜʴ-ʷʢʦʛʦ ʧʽʜʧʨʠʻʤʩʪʚʘ ʥʝ ʙʫʜʫʯʠ ʡʦʛʦ ʧʨʘʮʽʚʥʠʢʦʤ, ʦʩʢʽʣʴʢʠ ʥʘʚʝʜʝʥʽ ʧʦʢʘʟʥʠʢʠ 

ʤʽʩʪʷʪʴʩʷ ʫ ʬʽʥʘʥʩʦʚʽʡ ʟʚʽʪʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ, ʘ ʦʪʞʝ, ʥʝ ʧʦʪʨʝʙʫʶʪʴ ʟʙʦʨʫ ʜʦʜʘʪʢʦʚʦʾ 

ʽʥʬʦʨʤʘʮʽʾ. 

ʋ ʧʝʨʰʫ ʯʝʨʛʫ ʚ ʪʘʢʽʡ ʤʦʜʝʣʽ ʥʘʩ ʮʽʢʘʚʠʪʴ ʚʧʣʠʚ ʪʨʝʪʴʦʛʦ ʬʘʢʪʦʨʘ (ʯʘʩʪʢʠ 

ʚʠʪʨʘʪ ʥʘ ʟʙʫʪ ʫ ʦʙʩʷʟʽ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ) ʥʘ ʟʤʽʥʫ ʩʫʤʠ ʧʨʠʙʫʪʢʫ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ 

ʧʨʦʜʫʢʮʽʾ. ʈʝʟʫʣʴʪʘʪʠ ʨʦʟʨʘʭʫʥʢʽʚ ʟʘʛʘʣʴʥʦʛʦ ʽ ʬʘʢʪʦʨʥʠʭ ʘʙʩʦʣʶʪʥʠʭ ʧʨʠʨʦʩʪʽʚ 

ʧʨʠʙʫʪʢʫ ʥʘʚʝʜʝʥʦ ʚ ʪʘʙʣ. 6. 

 

ʊʘʙʣʠʮʷ 6 ï ʈʦʟʧʦʜʽʣ ʧʨʠʨʦʩʪʫ ʧʨʠʙʫʪʢʫ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ 

çʇʨɸʊ ʆʜʝʩʴʢʠʡ ʢʦʥʴʷʯʥʠʡ ʟʘʚʦʜè ʟʘ ʬʘʢʪʦʨʘʤʠ (ʯʦʪʠʨʠʬʘʢʪʦʨʥʘ ʤʦʜʝʣʴ) 

 

ʇʦʢʘʟʥʠʢ 
2015 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 

2014 ʨ., ʪʠʩ. ʛʨʥ. 

2016 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 

2015 ʨ., ʪʠʩ. ʛʨʥ. 

1 2 3 

ɿʘʛʘʣʴʥʠʡ ʘʙʩʦʣʶʪʥʠʡ ʧʨʠʨʽʩʪ ʧʨʠʙʫʪʢʫ 59711,0 ï 15848,0 

ʌʘʢʪʦʨʥʽ ʘʙʩʦʣʶʪʥʽ ʧʨʠʨʦʩʪʠ ʧʨʠʙʫʪʢʫ, 

ʦʙʫʤʦʚʣʝʥʽ ʟʤʽʥʦʶ: 
  

ï ʩʝʨʝʜʥʴʦʦʙʣʽʢʦʚʦʾ ʢʽʣʴʢʦʩʪʽ ʧʨʘʮʽʚʥʠʢʽʚ 1467,4 ï 16541,5 

ï ʧʨʦʜʫʢʪʠʚʥʦʩʪʽ ʧʨʘʮʽ 37490,1 16260,3 

ï ʯʘʩʪʢʠ ʚʠʪʨʘʪ ʥʘ ʟʙʫʪ ʫ ʦʙʩʷʟʽ ʨʝʘʣʽʟʦʚʘʥʦʾ 

ʧʨʦʜʫʢʮʽʾ  
28194,0 114343,8 

ï ʩʫʤʠ ʧʨʠʙʫʪʢʫ ʚ ʨʦʟʨʘʭʫʥʢʫ ʥʘ 1 ʛʨʥ. ʚʠʪʨʘʪ ʥʘ 

ʟʙʫʪ 
ï 11122,9 ï 64037,3 

ï ʩʧʽʣʴʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ 3682,4 ï 65873,3 

ɼʞʝʨʝʣʦ: ʨʦʟʨʘʭʦʚʘʥʦ ʘʚʪʦʨʦʤ 

 

ɿʘ ʨʝʟʫʣʴʪʘʪʘʤʠ ʨʦʟʨʘʭʫʥʢʽʚ, ʷʢʽ ʥʘʚʝʜʝʥʦ ʚ ʪʘʙʣ. 6, ʤʦʞʥʘ ʟʨʦʙʠʪʠ ʚʠʩʥʦʚʦʢ, 

ʱʦ ʽ ʚ 2016 ʨ., ʽ ʚ 2015 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ ʧʦʧʝʨʝʜʥʽʤʠ ʨʦʢʘʤʠ ʯʘʩʪʢʘ ʚʠʪʨʘʪ ʧʽʜʧʨʠʻʤʩʪʚʘ 

ʥʘ ʟʙʫʪ ʟʨʦʩʣʘ, ʱʦ ʧʨʠʚʝʣʦ ʜʦ ʩʫʪʪʻʚʦʛʦ ʟʨʦʩʪʘʥʥʷ ʧʨʠʙʫʪʢʫ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ (ʫ 

2015 ʨ. ï ʥʘ 28194,0 ʪʠʩ. ʛʨʥ., ʘ ʫ 2016 ʨ. ï ʥʘ 114343,8 ʪʠʩ. ʛʨʥ.). ʇʨʠ ʮʴʦʤʫ ʩʣʽʜ 

ʚʽʜʤʽʪʠʪʠ, ʱʦ ʚ ʜʘʥʽʡ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʽʡ ʤʦʜʝʣʽ ʤʠ ʚʨʘʭʦʚʫʚʘʣʠ ʥʝ ʘʙʩʦʣʶʪʥʫ ʩʫʤʫ 
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ʂ.ɼ. ʉʝʤʝʥʦʚʘ. ʆʩʦʙʣʠʚʦʩʪʽ ʟʘʩʪʦʩʫʚʘʥʥʷ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʽ 

ʩʪʦʭʘʩʪʠʯʥʠʭ ʚʟʘʻʤʦʟôʚʷʟʢʽʚ ʫ ʢʘʙʽʥʝʪʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ 
47 

 

ʚʠʪʨʘʪ ʥʘ ʟʙʫʪ, ʘ ʾʭ ʯʘʩʪʢʫ ʚ ʦʙʩʷʟʽ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ. ɸ ʮʝ ʦʟʥʘʯʘʻ, ʱʦ  ʟʨʦʩʪʘʥʥʷ 

ʜʘʥʠʭ ʚʠʪʨʘʪ ʙʫʣʦ ʝʬʝʢʪʠʚʥʠʤ. 

ʆʮʽʥʢʫ ʝʬʝʢʪʠʚʥʦʩʪʽ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʜʽʷʣʴʥʦʩʪʽ ʟ ʪʦʯʢʠ ʟʦʨʫ ʥʝ ʣʠʰʝ ʚʠʪʨʘʪ, ʘ ʡ 

ʨʝʟʫʣʴʪʘʪʠʚʥʦʩʪʽ ʧʨʘʮʽʚʥʠʢʽʚ, ʱʦ ʟʘʡʥʷʪʽ ʪʘʢʦʶ ʜʽʷʣʴʥʽʩʪʶ, ʤʠ ʧʨʦʧʦʥʫʻʤʦ 

ʟʜʽʡʩʥʶʚʘʪʠ ʰʣʷʭʦʤ ʘʥʘʣʽʟʫ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʦʾ ʤʦʜʝʣʽ, ʚ ʷʢʽʡ ʬʘʢʪʦʨʥʠʤʠ ʦʟʥʘʢʘʤʠ 

ʤʦʞʫʪʴ ʚʠʩʪʫʧʘʪʠ ʥʘʩʪʫʧʥʽ ʧʦʢʘʟʥʠʢʠ: 

ï ʩʝʨʝʜʥʷ ʦʙʣʽʢʦʚʘ ʢʽʣʴʢʽʩʪʴ ʧʨʘʮʽʚʥʠʢʽʚ (ʧʨʦʤʠʩʣʦʚʦ-ʚʠʨʦʙʥʠʯʦʛʦ ʧʝʨʩʦʥʘʣʫ); 

ï ʯʘʩʪʢʘ ʧʨʘʮʽʚʥʠʢʽʚ, ʱʦ ʟʘʡʤʘʶʪʴʩʷ ʤʘʨʢʝʪʠʥʛʦʚʦʶ ʜʽʷʣʴʥʽʩʪʶ, ʫ ʟʘʛʘʣʴʥʽʡ 

ʢʽʣʴʢʦʩʪʽ ʧʨʘʮʽʚʥʠʢʽʚ ʧʽʜʧʨʠʻʤʩʪʚʘ; 

ï ʦʙʩʷʛ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ ʫ ʨʦʟʨʘʭʫʥʢʫ ʥʘ ʦʜʥʦʛʦ ʧʨʘʮʽʚʥʠʢʘ ʤʘʨʢʝʪʠʥʛʦʚʦʾ 

ʜʽʷʣʴʥʦʩʪʽ; 

ï ʯʘʩʪʢʘ ʚʠʪʨʘʪ ʥʘ ʟʙʫʪ ʫ ʦʙʩʷʟʽ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ; 

ï ʩʫʤʘ ʧʨʠʙʫʪʢʫ ʚ ʨʦʟʨʘʭʫʥʢʫ ʥʘ 1 ʛʨʥ. ʚʠʪʨʘʪ ʥʘ ʟʙʫʪ. 

ʈʦʟʨʘʭʫʥʦʢ ʜʨʫʛʦʛʦ ʽ ʪʨʝʪʴʦʛʦ ʬʘʢʪʦʨʥʠʭ ʧʦʢʘʟʥʠʢʽʚ ʚ ʪʘʢʽʡ ʤʦʜʝʣʽ ʧʦʪʨʝʙʫʻ 

ʥʘʷʚʥʦʩʪʽ ʜʦʜʘʪʢʦʚʦʾ ʽʥʬʦʨʤʘʮʽʾ, ʷʢʘ ʥʝ ʤʽʩʪʠʪʴʩʷ ʫ ʬʽʥʘʥʩʦʚʽʡ ʟʚʽʪʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ. 

ʆʜʥʘʢ ʟʙʠʨʘʥʥʷ ʪʘʢʦʾ ʽʥʬʦʨʤʘʮʽʾ ʥʝ ʚʠʤʘʛʘʻ ʜʦʜʘʪʢʦʚʠʭ ʚʠʪʨʘʪ ʯʘʩʫ ʪʘ ʢʦʰʪʽʚ, 

ʦʩʢʽʣʴʢʠ ʚʦʥʘ ʻ ʦʧʝʨʘʪʠʚʥʦʶ ʽʥʬʦʨʤʘʮʽʻʶ ʦʙʣʽʢʫ ʥʘ ʧʽʜʧʨʠʻʤʩʪʚʽ. 

ʇʦʚʝʨʥʝʤʦʩʷ ʜʦ ʧʠʪʘʥʥʷ ʩʫʪʥʦʩʪʽ ʚʝʣʠʯʠʥʠ ʧʨʠʨʦʩʪʫ, ʱʦ ʚʽʜʦʙʨʘʞʘʻ ʩʧʽʣʴʥʠʡ 

ʚʧʣʠʚ ʬʘʢʪʦʨʽʚ ʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ. ʏʦʪʠʨʠʬʘʢʪʦʨʥʘ ʤʦʜʝʣʴ ʧʨʠʙʫʪʢʫ, 

ʨʝʟʫʣʴʪʘʪʠ ʘʥʘʣʽʟʫ ʷʢʦʾ ʥʘʚʝʜʝʥʦ ʚ ʪʘʙʣ. 6, ʻ ʨʦʟʰʠʨʝʥʦʶ, ʙʽʣʴʰ ʜʝʟʘʛʨʝʛʦʚʘʥʦʶ 

ʚʽʜʥʦʩʥʦ ʪʨʠʬʘʢʪʦʨʥʦʾ ʤʦʜʝʣʽ, ʘʥʘʣʽʟ ʷʢʦʾ ʥʘʚʝʜʝʥʦ ʚ ʪʘʙʣ. 4; ʧʨʠ ʮʴʦʤʫ ʤʠ ʥʝ ʧʨʦʩʪʦ 

ʟʜʽʡʩʥʠʣʠ ʾʾ ʜʝʟʘʛʨʝʛʫʚʘʥʥʷ, ʘ ʚʚʝʣʠ ʥʦʚʽ ʧʦʢʘʟʥʠʢʠ. ɼʣʷ ʪʦʛʦ, ʱʦʙ ʚʠʷʚʠʪʠ ʧʝʚʥʫ 

ʟʘʢʦʥʦʤʽʨʥʽʩʪʴ ʟʤʽʥʠ ʚʝʣʠʯʠʥʠ ʩʧʽʣʴʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ, ʧʨʦ ʱʦ ʚʞʝ ʡʰʣʘ ʤʦʚʘ 

ʚʠʱʝ, ʧʦʜʠʚʠʤʦʩʷ ʥʘ ʨʝʟʫʣʴʪʘʪʠ ʨʦʟʨʘʭʫʥʢʽʚ ʧʨʠʨʦʩʪʽʚ ʫ 2015 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 2014: ʫ 

ʨʝʟʫʣʴʪʘʪʽ ʟʙʽʣʴʰʝʥʥʷ ʢʽʣʴʢʦʩʪʽ ʬʘʢʪʦʨʽʚ ʫ ʤʦʜʝʣʽ ʚʝʣʠʯʠʥʘ ʘʙʩʦʣʶʪʥʦʛʦ ʧʨʠʨʦʩʪʫ 

ʧʨʠʙʫʪʢʫ ʧʽʜ ʚʧʣʠʚʦʤ ʩʧʽʣʴʥʦʾ ʜʽʾ ʬʘʢʪʦʨʽʚ ʩʫʪʪʻʚʦ ʟʤʝʥʰʠʣʘʩʷ: ʫ ʧʝʨʰʽʡ ʤʦʜʝʣʽ ʚʦʥʘ 

ʩʢʣʘʣʘ 9314,9 ʪʠʩ. ʛʨʥ. (ʪʘʙʣ. 4, ʩʪʦʚʧ. 2), ʘ ʚ ʦʩʪʘʥʥʽʡ ʤʦʜʝʣʽ ï 3682,4 ʪʠʩ. ʛʨʥ.(ʪʘʙʣ. 6, 

ʩʪʦʚʧ. 2). 

ʇʨʦʚʝʜʝʥʽ ʨʦʟʨʘʭʫʥʢʠ ʧʽʜʪʚʝʨʜʞʫʶʪʴ ʚʠʩʥʦʚʢʠ, ʷʢʽ ʟʨʦʙʣʝʥʦ ʨʘʥʽʰʝ ʥʘ ʦʩʥʦʚʽ 

ʨʦʟʧʦʜʽʣʫ ʟʘʛʘʣʴʥʦʛʦ ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʪʨʴʦʤʘ ʬʘʢʪʦʨʘʤʠ 

(ʬʦʨʤʫʣʘ 10): ʟʘʛʘʣʴʥʠʡ ʧʨʠʨʽʩʪ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʩʢʣʘʜʘʻʪʴʩʷ ʟ ʪʨʴʦʭ 

ʯʘʩʪʠʥ, ʷʢʽ ʭʘʨʘʢʪʝʨʠʟʫʶʪʴ ʡʦʛʦ ʟʤʽʥʫ: ʧʦ-ʧʝʨʰʝ, ʟʘ ʨʘʭʫʥʦʢ ʯʠʩʪʦʛʦ (ʽʟʦʣʴʦʚʘʥʦʛʦ) 

ʚʧʣʠʚʫ ʢʦʞʥʦʛʦ ʬʘʢʪʦʨʘ, ʧʦ-ʜʨʫʛʝ, ʟʘ ʨʘʭʫʥʦʢ ʩʧʽʣʴʥʦʛʦ ʚʧʣʠʚʫ ʢʦʞʥʠʭ ʜʚʦʭ ʬʘʢʪʦʨʽʚ 

ʽ ʧʦ-ʪʨʝʪʻ, ʟʘ ʨʘʭʫʥʦʢ ʩʧʽʣʴʥʦʛʦ (ʚʟʘʻʤʦʧʦʚôʷʟʘʥʦʛʦ) ʚʧʣʠʚʫ ʚʩʽʭ ʬʘʢʪʦʨʽʚ.  

ʇʨʠ ʮʴʦʤʫ, ʢʦʣʠ ʤʠ ʧʝʨʝʡʰʣʠ ʚʽʜ ʪʨʠʬʘʢʪʦʨʥʦʾ ʤʦʜʝʣʽ ʜʦ ʯʦʪʠʨʠʬʘʢʪʦʨʥʦʾ 

ʰʣʷʭʦʤ ʧʨʦʩʪʦʛʦ ʜʝʟʘʛʨʝʛʫʚʘʥʥʷ ʬʘʢʪʦʨʽʚ, ʪʦ ʚʝʣʠʯʠʥʘ ʧʨʠʨʦʩʪʫ ʧʨʠʙʫʪʢʫ ʚʥʘʩʣʽʜʦʢ 

ʩʧʽʣʴʥʦʾ ʜʽʾ ʬʘʢʪʦʨʽʚ ʟʨʦʩʣʘ ʟ 9314,9 ʪʠʩ. ʛʨʥ. (ʪʘʙʣ. 4, ʩʪʦʚʧ. 2) ʜʦ 10082,7 ʪʠʩ. ʛʨʥ. 

(ʪʘʙʣ. 5, ʩʪʦʚʧ. 2). ʆʯʝʚʠʜʥʦ, ʱʦ ʮʝ ʧʦʷʩʥʶʻʪʴʩʷ ʟʙʽʣʴʰʝʥʥʷʤ ʚʝʣʠʯʠʥʠ ʜʨʫʛʦʾ 

ʩʢʣʘʜʦʚʦʾ (ʩʧʽʣʴʥʦʾ ʜʽʾ ʢʦʞʥʠʭ ʜʚʦʭ ʬʘʢʪʦʨʽʚ) ʫʥʘʩʣʽʜʦʢ ʪʦʛʦ, ʱʦ ʢʽʣʴʢʽʩʪʴ ʬʘʢʪʦʨʽʚ 

ʟʨʦʩʣʘ. ʂʦʣʠ ʞ ʤʠ ʧʝʨʝʡʰʣʠ ʚʽʜ ʪʨʠʬʘʢʪʦʨʥʦʾ ʤʦʜʝʣʽ ʜʦ ʯʦʪʠʨʠʬʘʢʪʦʨʥʦʾ ʰʣʷʭʦʤ 

ʚʢʣʶʯʝʥʥʷ ʚ ʤʦʜʝʣʴ ʥʦʚʠʭ ʬʘʢʪʦʨʽʚ, ʪʦ ʚʝʣʠʯʠʥʘ ʧʨʠʨʦʩʪʫ ʚʥʘʩʣʽʜʦʢ ʾʭ ʩʧʽʣʴʥʦʾ ʜʽʾ 

ʟʤʝʥʰʠʣʘʩʷ ʜʦ 3682,4 ʪʠʩ. ʛʨʥ. (ʪʘʙʣ. 6, ʩʪʦʚʧ. 2). 

ʉʪʘʻ ʦʯʝʚʠʜʥʠʤ, ʱʦ ʦʩʪʘʥʥʷ ʩʢʣʘʜʦʚʘ ʬʦʨʤʫʣʠ (10) ʚʽʜʦʙʨʘʞʘʻ ʩʧʽʣʴʥʠʡ ʚʧʣʠʚ 

ʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ ʥʝ ʣʠʰʝ ʬʘʢʪʦʨʽʚ, ʷʢʽ ʚʢʣʶʯʝʥʽ ʚ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʫ 

ʤʦʜʝʣʴ, ʘ ʡ ʽʥʰʠʭ ʬʘʢʪʦʨʽʚ, ʷʢʽ ʥʝ ʙʫʣʠ ʜʦ ʥʝʾ ʚʢʣʶʯʝʥʽ. 

ʆʪʞʝ, ʤʦʞʥʘ ʟʨʦʙʠʪʠ ʥʘʩʪʫʧʥʠʡ ʚʠʩʥʦʚʦʢ ʱʦʜʦ ʟʘʢʦʥʦʤʽʨʥʦʩʪʽ ʟʤʽʥʠ ʚʝʣʠʯʠʥʠ 

ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʨʘʭʫʥʦʢ ʩʧʽʣʴʥʦʾ ʜʽʾ ʬʘʢʪʦʨʽʚ ʫ 

ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʽʡ ʤʦʜʝʣʽ ʟʘ ʫʤʦʚ ʚʠʢʦʨʠʩʪʘʥʥʷ ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ 

ʬʘʢʪʦʨʽʚ: 
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48 

 

 

1) ʷʢʱʦ ʟʘ ʘʥʘʣʽʟʦʚʘʥʠʡ ʧʝʨʽʦʜ ʟʥʘʯʝʥʥʷ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʨʦʩʣʦ ʽ 

ʧʨʠʨʽʩʪ ʫʩʽʭ ʬʘʢʪʦʨʽʚ ʫ ʤʦʜʝʣʽ ʻ ʜʦʜʘʪʥʠʤ (ʟʥʘʯʝʥʥʷ ʢʦʞʥʦʛʦ ʬʘʢʪʦʨʘ ʪʘʢʦʞ ʟʨʦʩʣʦ), ʪʦ 

ʟʙʽʣʴʰʝʥʥʷ ʢʽʣʴʢʦʩʪʽ ʬʘʢʪʦʨʽʚ ʫ ʤʦʜʝʣʽ ʰʣʷʭʦʤ ʾʭ ʜʝʟʘʛʨʝʛʫʚʘʥʥʷ ʟʙʽʣʴʰʫʻ ʩʫʤʫ 

ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʨʘʭʫʥʦʢ ʩʧʽʣʴʥʦʾ ʜʽʾ ʬʘʢʪʦʨʽʚ (ʟʙʽʣʴʰʫʻʪʴʩʷ 

ʜʨʫʛʘ ʩʢʣʘʜʦʚʘ ʫ ʬʦʨʤʫʣʽ 10); 

2) ʷʢʱʦ ʟʘ ʘʥʘʣʽʟʦʚʘʥʠʡ ʧʝʨʽʦʜ ʟʥʘʯʝʥʥʷ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʨʦʩʣʦ ʽ 

ʧʨʠʨʽʩʪ ʫʩʽʭ ʬʘʢʪʦʨʽʚ ʫ ʤʦʜʝʣʽ ʻ ʜʦʜʘʪʥʠʤ (ʟʥʘʯʝʥʥʷ ʢʦʞʥʦʛʦ ʬʘʢʪʦʨʘ ʪʘʢʦʞ ʟʨʦʩʣʦ), ʪʦ 

ʟʙʽʣʴʰʝʥʥʷ ʢʽʣʴʢʦʩʪʽ ʬʘʢʪʦʨʽʚ ʫ ʤʦʜʝʣʽ ʰʣʷʭʦʤ ʚʢʣʶʯʝʥʥʷ ʥʦʚʠʭ ʟʤʝʥʰʫʻ ʚʝʣʠʯʠʥʫ 

ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʨʘʭʫʥʦʢ ʩʧʽʣʴʥʦʾ ʜʽʾ ʬʘʢʪʦʨʽʚ (ʟʤʝʥʰʫʻʪʴʩʷ 

ʪʨʝʪʷ ʩʢʣʘʜʦʚʘ ʫ ʬʦʨʤʫʣʽ 10), ʪʦʙʪʦ ʚʝʣʠʯʠʥʘ ʮʽʻʾ ʩʢʣʘʜʦʚʦʾ ʟʘʣʝʞʠʪʴ ʚʽʜ ʩʪʫʧʝʥʷ 

ʧʦʚʥʦʪʠ ʨʦʟʧʦʜʽʣʫ ʧʨʠʨʦʩʪʫ ʟʘ ʬʘʢʪʦʨʘʤʠ; 

3) ʷʢʱʦ ʟʘ ʘʥʘʣʽʟʦʚʘʥʠʡ ʧʝʨʽʦʜ ʟʥʘʯʝʥʥʷ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʨʦʩʣʦ, ʘ 

ʧʨʠʨʦʩʪʠ ʬʘʢʪʦʨʽʚ ʫ ʤʦʜʝʣʽ ʙʫʣʠ ʽ ʜʦʜʘʪʥʠʤʠ ʽ ʚʽʜôʻʤʥʠʤʠ (ʟʥʘʯʝʥʥʷ ʦʜʥʦʛʦ ʬʘʢʪʦʨʘ 

ʟʨʦʩʣʦ, ʘ ʽʥʰʦʛʦ (ʽʥʰʠʭ) ʟʤʝʥʰʠʣʦʩʷ), ʪʦ ʟʙʽʣʴʰʝʥʥʷ ʢʽʣʴʢʦʩʪʽ ʬʘʢʪʦʨʽʚ ʫ ʤʦʜʝʣʽ 

ʰʣʷʭʦʤ ʚʢʣʶʯʝʥʥʷ ʥʦʚʠʭ ʥʝ ʤʘʻ ʧʝʚʥʦʾ ʟʘʢʦʥʦʤʽʨʥʦʩʪʽ; 

4) ʪʨʝʪʷ ʩʢʣʘʜʦʚʘ ʫ ʬʦʨʤʫʣʽ 10 ʚʽʜʦʙʨʘʞʘʻ ʚʧʣʠʚ ʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ 

ʩʧʽʣʴʥʦʾ ʜʽʾ ʥʝ ʣʠʰʝ ʚʢʣʶʯʝʥʠʭ ʚ ʤʦʜʝʣʴ ʬʘʢʪʦʨʽʚ, ʘ ʡ ʽʥʰʠʭ ʬʘʢʪʦʨʽʚ, ʱʦ ʥʝ ʚʚʽʡʰʣʠ ʚ 

ʤʦʜʝʣʴ; ʷʢ ʥʘʩʣʽʜʦʢ ʮʴʦʛʦ ʟʥʘʢ ʧʨʠʨʦʩʪʫ (ʧʣʶʩ ʯʠ ʤʽʥʫʩ) ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ 

ʨʘʭʫʥʦʢ ʩʧʽʣʴʥʦʾ ʜʽʾ ʬʘʢʪʦʨʽʚ ʤʦʞʝ ʥʝ ʟʙʽʛʘʪʠʩʷ ʽʟ ʟʥʘʢʘʤʠ ʡʦʛʦ ʧʨʠʨʦʩʪʽʚ, ʦʪʨʠʤʘʥʠʭ 

ʟʘ ʨʘʭʫʥʦʢ ʽʥʜʠʚʽʜʫʘʣʴʥʦʛʦ (ʽʟʦʣʴʦʚʘʥʦʛʦ) ʚʧʣʠʚʫ ʢʦʞʥʦʛʦ ʬʘʢʪʦʨʘ, ʚʢʣʶʯʝʥʦʛʦ ʚ 

ʤʦʜʝʣʴ. 

ʇʨʦʜʝʤʦʥʩʪʨʫʻʤʦ ʧʽʜʪʚʝʨʜʞʝʥʥʷ ʦʩʪʘʥʥʴʦʛʦ ʚʠʩʥʦʚʢʫ ʬʘʢʪʠʯʥʠʤʠ 

ʨʦʟʨʘʭʫʥʢʘʤʠ. ɼʣʷ ʮʴʦʛʦ ʧʨʦʚʝʜʝʤʦ ʨʦʟʧʦʜʽʣ ʘʙʩʦʣʶʪʥʦʛʦ ʧʨʠʨʦʩʪʫ ʧʨʠʙʫʪʢʫ ʚʽʜ 

ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ ʧʽʜʧʨʠʻʤʩʪʚʘ çʇʨɸʊ ʆʜʝʩʴʢʠʡ ʢʦʥʴʷʯʥʠʡ ʟʘʚʦʜè ʫ 2016 ʨ. 

ʧʦʨʽʚʥʷʥʦ ʟ 2015 ʨ. ʤʝʪʦʜʦʤ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ ʥʘ ʦʩʥʦʚʽ 

ʩʧʨʦʱʝʥʦʾ ʜʚʦʬʘʢʪʦʨʥʦʾ ʤʦʜʝʣʽ (ʬʘʢʪʦʨʥʠʤʠ ʧʦʢʘʟʥʠʢʘʤʠ ʚʠʩʪʫʧʘʶʪʴ: ʦʙʩʷʛ 

ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ ʽ ʯʘʩʪʢʘ ʧʨʠʙʫʪʢʫ ʚ ʦʙʩʷʟʽ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ). ɿʘʫʚʘʞʠʤʦ, 

ʱʦ ʩʫʪʪʻʚʦʾ ʽʥʬʦʨʤʘʮʽʾ ʟ ʪʦʯʢʠ ʟʦʨʫ ʨʝʟʫʣʴʪʘʪʽʚ ʾʾ ʘʥʘʣʽʟʫ ʜʣʷ ʝʢʦʥʦʤʽʩʪʘ ʜʘʥʘ ʤʦʜʝʣʴ 

ʷʢ ʪʘʢʘ ʥʝ ʥʘʜʘʻ, ʘʣʝ ʚʦʥʘ ʤʘʻ ʧʨʘʚʦ ʥʘ ʽʩʥʫʚʘʥʥʷ. 

ɺʠʭʽʜʥʽ ʜʘʥʽ ʽ ʨʝʟʫʣʴʪʘʪʠ ʨʦʟʨʘʭʫʥʢʫ ʘʙʩʦʣʶʪʥʠʭ ʧʨʠʨʦʩʪʽʚ ʧʨʠʙʫʪʢʫ ʥʘʚʝʜʝʥʽ ʚ 

ʪʘʙʣ. 7. ɽʢʦʥʦʤʽʯʥʘ ʽʥʪʝʨʧʨʝʪʘʮʽʷ ʨʝʟʫʣʴʪʘʪʽʚ ʮʠʭ ʨʦʟʨʘʭʫʥʢʽʚ (ʪʘʙʣ. 7, ʩʪʦʚʧ. 2) 

ʥʘʩʪʫʧʥʘ: ʫ 2016 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 2015 ʨ. ʧʨʠʙʫʪʦʢ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ çʇʨɸʊ 

ʆʜʝʩʴʢʠʡ ʢʦʥʴʷʯʥʠʡ ʟʘʚʦʜè ʟʤʝʥʰʠʚʩʷ ʥʘ 15848,0 ʪʠʩ. ʛʨʥ., ʫ ʪʦʤʫ ʯʠʩʣʽ ʧʽʜ ʚʧʣʠʚʦʤ 

ʧʝʨʰʦʛʦ ʬʘʢʪʦʨʘ (ʦʙʩʷʛʫ ʨʝʘʣʽʟʘʮʽʾ) ʚʽʥ ʟʤʝʥʰʠʚʩʷ ʥʘ 2624,2 ʪʠʩ. ʛʨʥ., ʧʽʜ ʚʧʣʠʚʦʤ 

ʜʨʫʛʦʛʦ ʬʘʢʪʦʨʘ (ʯʘʩʪʢʠ ʧʨʠʙʫʪʢʫ) ï ʟʤʝʥʰʠʚʩʷ ʥʘ 13523,9 ʪʠʩ. ʛʨʥ., ʘ ʧʽʜ ʚʧʣʠʚʦʤ 

ʩʧʽʣʴʥʦʾ ʜʽʾ ʬʘʢʪʦʨʽʚ ʚʽʥ ʟʙʽʣʴʰʠʚʩʷ ʥʘ 300,1 ʪʠʩ. ʛʨʥ. 

 

ʊʘʙʣʠʮʷ 7 ï ʈʦʟʧʦʜʽʣ ʧʨʠʨʦʩʪʫ ʧʨʠʙʫʪʢʫ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ 

çʇʨɸʊ ʆʜʝʩʴʢʠʡ ʢʦʥʴʷʯʥʠʡ ʟʘʚʦʜè ʟʘ ʬʘʢʪʦʨʘʤʠ (ʜʚʦʬʘʢʪʦʨʥʘ ʤʦʜʝʣʴ) 

 

ʇʦʢʘʟʥʠʢ 
2016 ʨ. ʧʦʨʽʚʥʷʥʦ ʟ 2015 ʨ., ʪʠʩ. ʛʨʥ. 

ʚʘʛʠ ʙʘʟʠʩʥʦʛʦ ʨʦʢʫ ʚʘʛʠ ʟʚʽʪʥʦʛʦ ʨʦʢʫ 

ɿʘʛʘʣʴʥʠʡ ʘʙʩʦʣʶʪʥʠʡ ʧʨʠʨʽʩʪ ʧʨʠʙʫʪʢʫ ï 15848,0 ï 15848,0 

ʌʘʢʪʦʨʥʽ ʘʙʩʦʣʶʪʥʽ ʧʨʠʨʦʩʪʠ ʧʨʠʙʫʪʢʫ, 

ʦʙʫʤʦʚʣʝʥʽ ʟʤʽʥʦʶ: 
  

- ʦʙʩʷʛʫ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ ï 2624,2 ï 2315,1 

- ʯʘʩʪʢʠ ʧʨʠʙʫʪʢʫ ʚ ʦʙʩʷʟʽ ʨʝʘʣʽʟʦʚʘʥʦʾ ʧʨʦʜʫʢʮʽʾ ï 13523,9 ï 13214,8 

- ʩʧʽʣʴʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ 300,1 ï 318,1 

ɼʞʝʨʝʣʦ: ʨʦʟʨʘʭʦʚʘʥʦ ʘʚʪʦʨʦʤ 
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ʂ.ɼ. ʉʝʤʝʥʦʚʘ. ʆʩʦʙʣʠʚʦʩʪʽ ʟʘʩʪʦʩʫʚʘʥʥʷ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʽ 

ʩʪʦʭʘʩʪʠʯʥʠʭ ʚʟʘʻʤʦʟôʚʷʟʢʽʚ ʫ ʢʘʙʽʥʝʪʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ 
49 

 

ʆʪʞʝ, ʚʠʥʠʢʘʻ ʟʘʧʠʪʘʥʥʷ: ʯʦʤʫ ʢʦʞʝʥ ʬʘʢʪʦʨ ʤʘʚ ʥʝʛʘʪʠʚʥʠʡ ʚʧʣʠʚ ʥʘ ʟʤʽʥʫ 

ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ (ʟʥʘʢ çʤʽʥʫʩè ʫ ʧʨʠʨʦʩʪʘʭ), ʘ ʾʭ ʩʧʽʣʴʥʠʡ ʚʧʣʠʚ ʤʘʻ ʟʥʘʢ 

çʧʣʶʩè? ʊʘʢʠʡ, ʥʘ ʧʝʨʰʠʡ ʧʦʛʣʷʜ, çʧʘʨʘʜʦʢʩè ʽʟ ʟʥʘʢʦʤ ʧʨʠʨʦʩʪʫ ʧʨʠʙʫʪʢʫ ʟʘ ʨʘʭʫʥʦʢ 

ʩʧʽʣʴʥʦʾ ʜʽʾ ʬʘʢʪʦʨʽʚ ʤʦʞʥʘ ʧʦʷʩʥʠʪʠ ʜʚʦʤʘ ʧʨʠʯʠʥʘʤʠ: 

ï ʧʦ-ʧʝʨʰʝ, ʧʨʠʨʽʩʪ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʨʘʭʫʥʦʢ ʩʧʽʣʴʥʦʾ ʜʽʾ ʬʘʢʪʦʨʽʚ 

ʚʽʜʦʙʨʘʞʘʻ ʚʧʣʠʚ ʥʘ ʥʴʦʛʦ ʥʝ ʣʠʰʝ ʪʠʭ ʬʘʢʪʦʨʽʚ, ʷʢʽ ʙʫʣʠ ʚʢʣʶʯʝʥʽ ʚ ʜʘʥʫ ʤʦʜʝʣʴ, ʘ ʡ 

ʽʥʰʠʭ, ʥʝ ʚʢʣʶʯʝʥʠʭ ʚ ʤʦʜʝʣʴ ʬʘʢʪʦʨʽʚ (ʱʦ ʤʠ ʚʞʝ ʚʽʜʤʽʯʘʪʠ ʨʘʥʽʰʝ); 

ï ʧʦ-ʜʨʫʛʝ, ʨʦʟʨʘʭʫʥʦʢ ʬʘʢʪʦʨʥʠʭ ʧʨʠʨʦʩʪʽʚ ʟʜʽʡʩʥʶʚʘʚʩʷ ʟ ʚʘʛʘʤʠ ʙʘʟʠʩʥʦʛʦ 

ʧʝʨʽʦʜʫ, ʪʦʙʪʦ ʟ ʫʨʘʭʫʚʘʥʥʷʤ ʩʪʘʥʫ ʜʦʩʣʽʜʞʫʚʘʥʦʛʦ ʧʽʜʧʨʠʻʤʩʪʚʘ ʥʝ ʫ ʟʚʽʪʥʦʤʫ, ʘ ʚ 

ʧʦʧʝʨʝʜʥʴʦʤʫ ʨʦʮʽ. 

ɺʚʘʞʘʻʤʦ, ʱʦ ʜʣʷ ʪʦʛʦ, ʱʦʙ ʫʨʘʭʫʚʘʪʠ ʩʪʘʥ ʜʦʩʣʽʜʞʫʚʘʥʦʛʦ ʧʽʜʧʨʠʻʤʩʪʚʘ ʚ 

ʩʫʯʘʩʥʠʭ ʫʤʦʚʘʭ, ʨʦʟʧʦʜʽʣ ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʬʘʢʪʦʨʘʤʠ ʢʨʘʱʝ 

ʟʜʽʡʩʥʶʚʘʪʠ ʤʦʜʠʬʽʢʦʚʘʥʠʤ ʤʝʪʦʜʦʤ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ. ʋ ʪʘʢʦʤʫ ʚʠʧʘʜʢʫ 

ʚʘʛʠ ʚ ʽʥʜʝʢʩʥʠʭ ʤʦʜʝʣʷʭ ʟʚôʷʟʢʫ  (ʽ ʬʘʢʪʦʨʥʠʭ ʘʙʩʦʣʶʪʥʠʭ ʧʨʠʨʦʩʪʘʭ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ 

ʧʦʢʘʟʥʠʢʘ) ʬʽʢʩʫʶʪʴʩʷ ʥʘ ʨʽʚʥʽ ʥʝ ʙʘʟʠʩʥʦʛʦ ʧʝʨʽʦʜʫ, ʷʢ ʮʝ ʥʘʚʝʜʝʥʦ ʚ ʬʦʨʤʫʣʘʭ (7), ʘ 

ʥʘ ʨʽʚʥʽ ʟʚʽʪʥʦʛʦ (ʧʦʪʦʯʥʦʛʦ) ʧʝʨʽʦʜʫ [10, ʉ. 133]. ɼʣʷ ʜʚʦʬʘʢʪʦʨʥʦʾ ʤʦʜʝʣʽ ʮʝ ʚʠʛʣʷʜʘʻ 

ʪʘʢ: 

 

1011)( zxzxYx -=D  , 

0111)( zxzxYz -=D
, 

                                                         
)( )()()( zxxz YYYY D+D-D=D  ,                                   (11) 

 

ʈʦʟʨʘʭʫʥʢʠ ʬʘʢʪʦʨʥʠʭ ʘʙʩʦʣʶʪʥʠʭ ʧʨʠʨʦʩʪʽʚ ʧʨʠʙʫʪʢʫ ʚʽʜ ʨʝʘʣʽʟʘʮʽʾ ʧʨʦʜʫʢʮʽʾ 

çʇʨɸʊ ʆʜʝʩʴʢʠʡ ʢʦʥʴʷʯʥʠʡ ʟʘʚʦʜè ʥʘ ʦʩʥʦʚʽ ʤʦʜʠʬʽʢʦʚʘʥʦʛʦ ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ 

ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ ʥʘʚʝʜʝʥʦ ʚ ʪʘʙʣ. 7 (ʩʪʦʚʧ. 3). ʗʢ ʚʠʜʥʦ ʽʟ ʪʘʙʣʠʮʽ, ʞʦʜʥʠʭ 

çʧʘʨʘʜʦʢʩʽʚè ʽʟ ʟʥʘʢʦʤ ʧʨʠʨʦʩʪʫ ʧʨʠʙʫʪʢʫ ʟʘ ʨʘʭʫʥʦʢ ʩʧʽʣʴʥʦʾ ʜʽʾ ʬʘʢʪʦʨʽʚ ʫ ʜʘʥʦʤʫ 

ʚʠʧʘʜʢʫ ʥʝʤʘʻ. ʎʝ ʧʽʜʪʚʝʨʜʞʫʻ ʟʨʦʙʣʝʥʽ ʥʘʤʠ ʚʠʩʥʦʚʢʠ: ʫ ʚʠʧʘʜʢʫ ʚʠʢʦʨʠʩʪʘʥʥʷ 

ʤʦʜʠʬʽʢʦʚʘʥʦʛʦ ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ ʟʤʽʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ 

ʧʦʢʘʟʥʠʢʘ ʨʦʟʛʣʷʜʘʻʪʴʩʷ ʚ ʫʤʦʚʘʭ, ʱʦ ʩʬʦʨʤʫʚʘʣʠʩʷ ʫ ʟʚʽʪʥʦʤʫ ʧʝʨʽʦʜʽ, ʘ ʥʝ 

ʧʦʧʝʨʝʜʥʴʦʤʫ, ʪʦʙʪʦ ʚʨʘʭʦʚʫʻʪʴʩʷ ʩʫʯʘʩʥʠʡ ʩʪʘʥ ʜʦʩʣʽʜʞʫʚʘʥʦʛʦ ʦʙôʻʢʪʘ. ʅʘ ʥʘʰ 

ʧʦʛʣʷʜ, ʪʘʢʠʡ ʤʝʪʦʜ ʨʦʟʧʦʜʽʣʫ ʧʨʠʨʦʩʪʫ ʟʘ ʬʘʢʪʦʨʘʤʠ ʤʦʞʥʘ ʚʚʘʞʘʪʠ ʙʽʣʴʰ 

ʧʨʠʡʥʷʪʥʠʤ ʟ ʧʨʘʢʪʠʯʥʦʾ, ʘ ʥʝ ʩʫʪʦ ʪʝʦʨʝʪʠʯʥʦʾ ʪʦʯʢʠ ʟʦʨʫ. 

ʆʪʞʝ, ʧʨʦʘʥʘʣʽʟʫʚʘʚʰʠ ʧʦʟʠʪʠʚʥʽ ʩʪʦʨʦʥʠ ʽ ʥʝʜʦʣʽʢʠ ʤʝʪʦʜʽʚ ʣʘʥʮʶʛʦʚʠʭ 

ʧʽʜʩʪʘʥʦʚʦʢ ʪʘ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ, ʤʦʞʥʘ ʟʨʦʙʠʪʠ ʥʘʩʪʫʧʥʽ ʚʠʩʥʦʚʢʠ: 

1) ʚʠʢʦʨʠʩʪʘʥʥʷ ʤʝʪʦʜʫ ʣʘʥʮʶʛʦʚʠʭ ʧʽʜʩʪʘʥʦʚʦʢ ʻ ʙʽʣʴʰ ʧʨʠʡʥʷʪʥʠʤ ʫ ʪʦʤʫ 

ʚʠʧʘʜʢʫ, ʢʦʣʠ ʟʜʽʡʩʥʶʻʪʴʩʷ ʨʦʟʧʦʜʽʣ ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʜʚʦʤʘ 

ʬʘʢʪʦʨʘʤʠ; 

2) ʷʢʱʦ ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ ʷʚʣʷʻ ʩʦʙʦʶ ʜʦʙʫʪʦʢ ʪʨʴʦʭ ʽ ʙʽʣʴʰʝ ʬʘʢʪʦʨʽʚ, 

ʪʦ ʨʦʟʧʦʜʽʣ ʡʦʛʦ ʧʨʠʨʦʩʪʫ ʟʘ ʬʘʢʪʦʨʘʤʠ ʢʨʘʱʝ ʟʜʽʡʩʥʶʚʘʪʠ ʥʘ ʦʩʥʦʚʽ ʤʝʪʦʜʫ 

ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ; 

3) ʚʠʢʦʨʠʩʪʘʥʥʷ ʤʦʜʠʬʽʢʦʚʘʥʦʛʦ ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ 

ʬʘʢʪʦʨʽʚ ʻ ʙʽʣʴʰ ʧʨʠʡʥʷʪʥʠʤ ʟ ʧʨʘʢʪʠʯʥʦʾ, ʘ ʥʝ ʪʝʦʨʝʪʠʯʥʦʾ ʪʦʯʢʠ ʟʦʨʫ; 

4) ʟʤʽʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʚ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʽʡ ʤʦʜʝʣʽ ʟʚôʷʟʢʫ 

ʧʦʷʩʥʶʻʪʴʩʷ ʜʽʻʶ ʥʝ ʣʠʰʝ ʚʢʣʶʯʝʥʠʭ ʚ ʤʦʜʝʣʴ ʬʘʢʪʦʨʽʚ, ʘ ʡ ʽʥʰʠʭ ʬʘʢʪʦʨʽʚ, ʱʦ ʥʝ 

ʚʚʽʡʰʣʠ ʚ ʤʦʜʝʣʴ; 

5) ʯʠʤ ʙʽʣʴʰʝ ʬʘʢʪʦʨʽʚ ʤʽʩʪʠʪʴ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʘ ʤʦʜʝʣʴ, ʪʠʤ ʧʦʚʥʽʰʠʤ ʻ 

ʨʦʟʧʦʜʽʣ ʧʨʠʨʦʩʪʫ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʟʘ ʬʘʢʪʦʨʘʤʠ. 
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ʇʦʙʫʜʦʚʘ ʽ ʘʥʘʣʽʟ ʽʥʜʝʢʩʥʠʭ ʤʦʜʝʣʝʡ, ʷʢ ʚʽʜʤʽʯʝʥʦ ʨʘʥʽʰʝ, ʤʦʞʣʠʚʘ ʣʠʰʝ ʫ 

ʚʠʧʘʜʢʫ ʥʘʷʚʥʦʩʪʽ ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʟʚôʷʟʢʽʚ ʤʽʞ ʦʟʥʘʢʘʤʠ. ʆʜʥʘʢ ʥʘ ʧʨʘʢʪʠʮʽ ʜʦʩʪʘʪʥʴʦ 

ʯʘʩʪʦ ʚʠʥʠʢʘʻ ʟʘʚʜʘʥʥʷ ʚʠʚʯʝʥʥʷ ʩʪʦʭʘʩʪʠʯʥʠʭ ʚʟʘʻʤʦʟʚôʷʟʢʽʚ, ʱʦ ʧʝʨʝʜʙʘʯʘʻ 

ʚʠʢʦʨʠʩʪʘʥʥʷ ʥʠʟʢʠ ʽʥʰʠʭ ʤʝʪʦʜʽʚ. ʉʝʨʝʜ ʜʘʥʠʭ ʤʝʪʦʜʽʚ ʦʜʥʠʤ ʽʟ ʥʘʡʙʽʣʴʰ ʧʦʰʠʨʝʥʠʭ 

ʻ ʨʝʛʨʝʩʽʡʥʦ-ʢʦʨʝʣʷʮʽʡʥʠʡ ʘʥʘʣʽʟ, ʪʦʤʫ ʨʦʟʛʣʷʥʝʤʦ ʦʩʦʙʣʠʚʦʩʪʽ ʡʦʛʦ ʟʘʩʪʦʩʫʚʘʥʥʷ ʚ 

ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ. 

ʋʩʧʽʰʥʝ ʧʨʦʚʝʜʝʥʥʷ ʘʥʘʣʽʟʫ ʥʘ ʦʩʥʦʚʽ ʜʘʥʦʛʦ ʤʝʪʦʜʫ ʚ ʟʥʘʯʥʽʡ ʤʽʨʽ ʚʠʟʥʘʯʘʻʪʴʩʷ 

ʛʣʠʙʠʥʦʶ ʪʝʦʨʝʪʠʯʥʦʛʦ, ʷʢʽʩʥʦʛʦ ʘʥʘʣʽʟʫ ʩʫʪʥʦʩʪʽ ʜʦʩʣʽʜʞʫʚʘʥʦʛʦ ʷʚʠʱʘ, ʱʦ ʜʦʟʚʦʣʷʻ 

ʚʩʪʘʥʦʚʠʪʠ ʥʘʷʚʥʽʩʪʴ ʘʙʦ ʚʽʜʩʫʪʥʽʩʪʴ ʧʨʠʯʠʥʥʦ-ʥʘʩʣʽʜʢʦʚʠʭ ʟʚôʷʟʢʽʚ ʤʽʞ ʦʟʥʘʢʘʤʠ. 

ʄʘʪʝʤʘʪʠʯʥʘ ʩʪʘʪʠʩʪʠʢʘ ʽ ʪʝʦʨʽʷ ʡʤʦʚʽʨʥʦʩʪʝʡ ʻ ʪʠʤ ʘʧʘʨʘʪʦʤ, ʷʢʠʡ ʣʠʰʝ ʜʦʟʚʦʣʷʻ, 

ʚʠʭʦʜʷʯʠ ʟ ʽʥʬʦʨʤʘʮʽʾ ʧʨʦ ʜʘʥʝ ʷʚʠʱʝ, ʧʦʙʫʜʫʚʘʪʠ ʡʦʛʦ ʤʘʪʝʤʘʪʠʯʥʫ ʤʦʜʝʣʴ, ʪʦʙʪʦ 

ʟʜʽʡʩʥʠʪʠ ʤʘʪʝʤʘʪʠʢʦ-ʩʪʘʪʠʩʪʠʯʥʠʡ ʦʧʠʩ, ʱʦ ʚ ʩʚʦʶ ʯʝʨʛʫ ʜʘʻ ʤʦʞʣʠʚʽʩʪʴ ʦʮʽʥʠʪʠ 

ʚʝʣʠʯʠʥʫ ʷʚʠʱʘ ʧʨʠ ʧʝʚʥʠʭ ʚʝʣʠʯʠʥʘʭ ʬʘʢʪʦʨʥʠʭ ʦʟʥʘʢ. ʇʨʦʪʝ ʚʠʟʥʘʯʝʥʥʷ ʚʠʜʫ 

ʤʦʜʝʣʽ ʽ ʬʘʢʪʦʨʽʚ, ʷʢʽ ʩʣʽʜ ʜʦ ʥʝʾ ʚʢʣʶʯʠʪʠ, ʧʦʚʠʥʥʦ ˇʨʫʥʪʫʚʘʪʠʩʷ ʥʘ ʩʫʚʦʨʦʤʫ 

ʝʢʦʥʦʤʽʯʥʦʤʫ ʘʥʘʣʽʟʽ, ʙʝʟ ʷʢʦʛʦ ʨʝʛʨʝʩʽʡʥʦ-ʢʦʨʝʣʷʮʽʡʥʠʡ ʘʥʘʣʽʟ ʻ ʣʠʰʝ ʬʦʨʤʘʣʴʥʦʶ 

ʤʘʪʝʤʘʪʠʯʥʦʶ ʚʧʨʘʚʦʶ. 

ʈʝʛʨʝʩʽʡʥʦ-ʢʦʨʝʣʷʮʽʡʥʠʡ ʘʥʘʣʽʟ ʩʢʣʘʜʘʻʪʴʩʷ ʟ ʯʦʪʠʨʴʦʭ ʦʩʥʦʚʥʠʭ ʝʪʘʧʽʚ (ʩʪʘʜʽʡ): 

1) ʧʦʧʝʨʝʜʥʽʡ (ʘʧʨʽʦʨʥʠʡ) ʘʥʘʣʽʟ; 2) ʟʙʽʨ ʽʥʬʦʨʤʘʮʽʾ ʪʘ ʾʾ ʧʝʨʚʠʥʥʘ ʦʙʨʦʙʢʘ; 3) ʧʦʙʫʜʦʚʘ 

ʤʦʜʝʣʽ (ʨʽʚʥʷʥʥʷ ʨʝʛʨʝʩʽʾ); 4) ʦʮʽʥʢʘ ʽ ʘʥʘʣʽʟ ʤʦʜʝʣʽ. ʇʦʜʽʙʥʠʡ ʧʦʜʽʣ ʥʘ ʝʪʘʧʠ ʻ ʜʦʩʠʪʴ 

ʫʤʦʚʥʠʤ, ʦʩʢʽʣʴʢʠ ʦʢʨʝʤʽ ʩʪʘʜʽʾ ʪʽʩʥʦ ʧʦʚô̫ ʟʘʥʽ ʤʽʞ ʩʦʙʦʶ ʽ ʥʝʨʽʜʢʦ ʨʝʟʫʣʴʪʘʪ, 

ʦʪʨʠʤʘʥʠʡ ʥʘ ʦʜʥʦʤʫ ʝʪʘʧʽ, ʜʦʟʚʦʣʷʻ ʜʦʧʦʚʥʠʪʠ, ʩʢʦʨʝʛʫʚʘʪʠ ʚʠʩʥʦʚʢʠ ʧʨʦʚʝʜʝʥʠʭ 

ʨʘʥʽʰʝ ʩʪʘʜʽʡ ʈʂɸ. 

ʉʣʽʜ ʚʽʜʤʽʪʠʪʠ, ʱʦ ʧʦʙʫʜʦʚʘ ʨʝʛʨʝʩʽʡʥʦʾ ʤʦʜʝʣʽ ʽ ʚʩʪʘʥʦʚʣʝʥʥʷ ʪʽʩʥʦʪʠ ʟʚôʷʟʢʫ 

ʤʽʞ ʦʟʥʘʢʘʤʠ ʻ ʜʦʩʪʘʪʥʴʦ ʧʨʦʩʪʦʶ ʧʨʦʮʝʜʫʨʦʶ ʚ ʫʤʦʚʘʭ ʚʠʢʦʨʠʩʪʘʥʥʷ ʩʧʝʮʽʘʣʴʥʠʭ 

ʩʪʘʪʠʩʪʠʯʥʠʭ ʧʨʦʛʨʘʤ ʘʙʦ ʧʘʢʝʪʘ ʘʥʘʣʽʟʫ Excel. ʊʦʤʫ ʦʜʥʠʤ ʽʟ ʦʩʥʦʚʥʠʭ, ʚʠʨʽʰʘʣʴʥʠʭ 

ʝʪʘʧʽʚ ʧʨʦʚʝʜʝʥʥʷ ʈʂɸ ʚ ʩʫʯʘʩʥʠʭ ʫʤʦʚʘʭ ʩʪʘʻ ʘʧʨʽʦʨʥʠʡ ʘʥʘʣʽʟ. ɺʘʞʣʠʚʽʩʪʴ ʮʴʦʛʦ 

ʝʪʘʧʫ ʧʦʣʷʛʘʻ ʚ ʪʦʤʫ, ʱʦ ʪʫʪ ʬʦʨʤʫʶʪʴʩʷ ʦʩʥʦʚʥʽ ʥʘʧʨʷʤʢʠ ʚʩʴʦʛʦ ʨʝʛʨʝʩʽʡʥʦ-

ʢʦʨʝʣʷʮʽʡʥʦʛʦ ʘʥʘʣʽʟʫ: ʬʦʨʤʫʣʶʻʪʴʩʷ ʟʘʚʜʘʥʥʷ ʜʦʩʣʽʜʞʝʥʥʷ; ʚʠʟʥʘʯʘʻʪʴʩʷ ʤʝʪʦʜʠʢʘ 

ʚʠʤʽʨʶʚʘʥʥʷ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ, ʪʦʙʪʦ ʟʜʽʡʩʥʶʻʪʴʩʷ ʚʠʙʽʨ ʚʠʤʽʨʥʠʢʘ, ʷʢʠʡ 

ʥʘʡʢʨʘʱʠʤ ʯʠʥʦʤ ʭʘʨʘʢʪʝʨʠʟʫʻ ʨʝʟʫʣʴʪʘʪʠʚʥʫ ʦʟʥʘʢʫ ʟ ʧʦʛʣʷʜʫ ʟʘʚʜʘʥʥʷ ʜʦʩʣʽʜʞʝʥʥʷ; 

ʟʜʽʡʩʥʶʻʪʴʩʷ ʚʽʜʙʽʨ ʬʘʢʪʦʨʽʚ, ʷʢʽ ʥʘʡʙʽʣʴʰ ʽʩʪʦʪʥʦ ʚʧʣʠʚʘʶʪʴ ʥʘ ʬʦʨʤʫʚʘʥʥʷ 

ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ ʽ ʚʠʨʽʰʫʻʪʴʩʷ ʧʠʪʘʥʥʷ ʧʨʦ ʩʧʦʩʦʙʠ ʾʭ ʚʠʤʽʨʶʚʘʥʥʷ. 

ʋ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ ʟʥʘʯʥʫ ʜʦʧʦʤʦʛʫ ʚ ʧʦʧʝʨʝʜʥʴʦʤʫ ʬʦʨʤʫʚʘʥʥʽ 

ʧʝʨʝʣʽʢʫ ʬʘʢʪʦʨʽʚ, ʷʢʽ ʥʘʡʙʽʣʴʰ ʽʩʪʦʪʥʦ ʚʧʣʠʚʘʶʪʴ ʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʫ ʦʟʥʘʢʫ, ʤʦʞʝ 

ʥʘʜʘʪʠ ʤʝʪʦʜ ʝʢʩʧʝʨʪʥʦʾ ʦʮʽʥʢʠ, ʟʘʩʥʦʚʘʥʠʡ ʥʘ ʟʘʣʫʯʝʥʥʽ ʬʘʭʽʚʮʽʚ, ʢʦʪʨʽ ʥʘ ʧʨʘʢʪʠʮʽ 

ʟʘʡʤʘʶʪʴʩʷ ʪʘʢʠʤʠ ʜʦʩʣʽʜʞʝʥʥʷʤʠ. ʇʨʠ ʮʴʦʤʫ ʬʦʨʤʫʚʘʥʥʷ ʧʦʧʝʨʝʜʥʴʦʛʦ ʧʝʨʝʣʽʢʫ 

ʬʘʢʪʦʨʥʠʭ ʦʟʥʘʢ ʧʦʚʠʥʥʦ ʚʽʜʙʫʚʘʪʠʩʷ ʟ ʫʨʘʭʫʚʘʥʥʷʤ ʪʘʢʠʭ ʦʙʩʪʘʚʠʥ: 

ï ʧʦ-ʧʝʨʰʝ, ʬʘʢʪʦʨʥʽ ʦʟʥʘʢʠ ʧʦʚʠʥʥʽ ʙʫʪʠ ʢʽʣʴʢʽʩʥʠʤʠ, ʥʘʡʢʨʘʱʝ ï 

ʙʝʟʧʝʨʝʨʚʥʠʤʠ. ʆʜʥʘʢ ʫ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ ʟʘʟʚʠʯʘʡ ʚʘʞʢʦ ʦʙʽʡʪʠʩʷ ʙʝʟ 

ʘʪʨʠʙʫʪʠʚʥʠʭ ʦʟʥʘʢ. ɺ ʪʘʢʠʭ ʚʠʧʘʜʢʘʭ ʜʦʮʽʣʴʥʦ ʰʪʫʯʥʦ ʧʨʠʟʚʝʩʪʠ ʾʭ ʜʦ ʢʽʣʴʢʽʩʥʦʛʦ 

ʚʠʛʣʷʜʫ ʰʣʷʭʦʤ ʨʘʥʞʫʚʘʥʥʷ; 

ï ʧʦ-ʜʨʫʛʝ, ʬʘʢʪʦʨʥʽ ʦʟʥʘʢʠ ʧʦʚʠʥʥʽ ʨʦʟʨʘʭʦʚʫʚʘʪʠʩʷ ʧʦ ʚʽʜʥʦʰʝʥʥʶ ʜʦ ʦʜʥʽʻʾ 

ʙʘʟʠ, ʦʩʢʽʣʴʢʠ ʚ ʪʘʢʦʤʫ ʚʠʧʘʜʢʫ ʚʦʥʠ ʙʫʜʫʪʴ ʭʘʨʘʢʪʝʨʠʟʫʚʘʪʠ ʨʽʟʥʽ ʩʪʦʨʦʥʠ ʦʜʥʦʛʦ ʡ 

ʪʦʛʦ ʞ ʷʚʠʱʘ; 

ï ʧʦ-ʪʨʝʪʻ, ʥʝ ʨʝʢʦʤʝʥʜʫʻʪʴʩʷ ʚʢʣʶʯʘʪʠ ʚ ʤʦʜʝʣʴ ʬʘʢʪʦʨʠ, ʷʢʽ ʚʟʘʻʤʥʦ 

ʜʫʙʣʶʶʪʴ ʦʜʠʥ ʦʜʥʦʛʦ, ʪʦʙʪʦ ʚʽʜʦʙʨʘʞʘʶʪʴ ʦʜʠʥ ʽ ʪʦʡ ʩʘʤʠʡ ʙʽʢ ʜʦʩʣʽʜʞʫʚʘʥʦʛʦ 

ʷʚʠʱʘ, ʘʙʦ ʟʥʘʭʦʜʷʪʴʩʷ ʚ ʪʽʩʥʦʤʫ ʢʦʨʝʣʷʮʽʡʥʦʤʫ ʟʚôʷʟʢʫ ʦʜʠʥ ʟ ʦʜʥʠʤ. ʇʦʨʫʰʝʥʥʷ 

ʮʴʦʛʦ ʧʨʘʚʠʣʘ ʧʨʠʚʦʜʠʪʴ ʜʦ ʪʦʛʦ, ʱʦ ʜʽʡʩʥʠʡ ʚʧʣʠʚ ʢʦʞʥʦʛʦ ʟ ʮʠʭ ʬʘʢʪʦʨʽʚ ʥʘ 

ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ ʩʧʦʪʚʦʨʶʻʪʴʩʷ; 
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ʂ.ɼ. ʉʝʤʝʥʦʚʘ. ʆʩʦʙʣʠʚʦʩʪʽ ʟʘʩʪʦʩʫʚʘʥʥʷ ʤʝʪʦʜʽʚ ʘʥʘʣʽʟʫ ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ ʽ 

ʩʪʦʭʘʩʪʠʯʥʠʭ ʚʟʘʻʤʦʟôʚʷʟʢʽʚ ʫ ʢʘʙʽʥʝʪʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ 
51 

 

ï ʧʦ-ʯʝʪʚʝʨʪʝ, ʢʽʣʴʢʽʩʪʴ ʩʧʦʩʪʝʨʝʞʝʥʴ ʧʦʚʠʥʥʘ ʱʦʥʘʡʤʝʥʰʝ ʚ 6 ʨʘʟʽʚ 

ʧʝʨʝʚʠʱʫʚʘʪʠ ʢʽʣʴʢʽʩʪʴ ʬʘʢʪʦʨʽʚ, ʷʢʽ ʙʫʜʫʪʴ ʚʢʣʶʯʝʥʽ ʚ ʨʝʛʨʝʩʽʡʥʫ ʤʦʜʝʣʴ. 

ʇʦʙʫʜʦʚʘ ʨʝʛʨʝʩʽʡʥʠʭ ʤʦʜʝʣʝʡ ʤʦʞʝ ʟʜʽʡʩʥʶʚʘʪʠʩʷ ʟʘ ʧʨʦʩʪʦʨʦʚʠʤʠ ʜʘʥʠʤʠ, ʟʘ 

ʜʘʥʠʤʠ, ʱʦ ʭʘʨʘʢʪʝʨʠʟʫʶʪʴ ʜʠʥʘʤʽʢʫ ʧʦʢʘʟʥʠʢʽʚ, ʘ ʪʘʢʦʞ ʰʣʷʭʦʤ ʚʠʢʦʨʠʩʪʘʥʥʷ 

ʧʨʦʩʪʦʨʦʚʦ-ʯʘʩʦʚʦʾ ʽʥʬʦʨʤʘʮʽʾ. ʄʝʪʦʜʠʢʘ ʧʦʙʫʜʦʚʠ ʤʦʜʝʣʝʡ ʟʘ ʪʘʢʠʤʠ ʜʘʥʠʤʠ ʻ ʜʦʙʨʝ 

ʨʦʟʨʦʙʣʝʥʦʶ, ʪʦʤʫ ʟʫʧʠʥʠʤʦʩʷ ʥʘ ʽʥʰʦʤʫ ʥʘʧʨʷʤʢʫ ʚʠʢʦʨʠʩʪʘʥʥʷ ʈʂɸ, ʘ ʩʘʤʝ ï ʡʦʛʦ 

ʦʙôʻʜʥʘʥʥʷ ʟ ʽʥʜʝʢʩʥʠʤ ʤʝʪʦʜʦʤ ʘʥʘʣʽʟʫ. 

ʄʝʪʦʜʠʢʫ ʦʙôʻʜʥʘʥʥʷ ʽʥʜʝʢʩʥʦʛʦ ʽ ʨʝʛʨʝʩʽʡʥʦ-ʢʦʨʝʣʷʮʽʡʥʦʛʦ ʤʝʪʦʜʽʚ ʜʣʷ ʘʥʘʣʽʟʫ 

ʚʟʘʻʤʦʟʚôʷʟʢʽʚ ʧʨʦʧʦʥʫʚʘʣʠ ʱʝ ʄ. ʖʟʙʘʰʝʚ ʪʘ ʈ. ʈʫʜʘʢʦʚʘ [11, ʉ. 58]. ʆʜʥʘʢ ʘʚʪʦʨʠ ʥʝ 

ʧʨʠʜʽʣʷʣʠ ʫʚʘʛʠ ʧʦʩʣʽʜʦʚʥʦʩʪʽ ʟʤʽʥʠ ʬʘʢʪʦʨʽʚ ʫ ʽʥʜʝʢʩʥʽʡ ʤʦʜʝʣʽ, ʧʦʙʫʜʦʚʘʥʽʡ ʥʘ 

ʦʩʥʦʚʽ ʨʝʛʨʝʩʽʡʥʠʭ ʨʽʚʥʷʥʴ.  

ɯ. ɯ. ɭʣʽʩʻʻʚʘ ʚʚʘʞʘʻ ʟʘ ʜʦʮʽʣʴʥʝ ʚʠʢʦʨʠʩʪʘʥʥʷ ʧʽʩʣʷʨʝʛʨʝʩʽʡʥʦʛʦ ʽʥʜʝʢʩʥʦʛʦ 

ʘʥʘʣʽʟʫ ʜʣʷ ʚʠʚʯʝʥʥʷ ʚʟʘʻʤʦʟʚôʷʟʢʽʚ. ʇʨʠ ʮʴʦʤʫ ʘʚʪʦʨ, ʭʘʨʘʢʪʝʨʠʟʫʶʯʠ ʧʦʩʣʽʜʦʚʥʽʩʪʴ 

ʟʤʽʥʠ ʬʘʢʪʦʨʽʚ ʫ ʽʥʜʝʢʩʥʽʡ ʤʦʜʝʣʽ, ʚʽʜʤʽʯʘʻ, ʱʦ ʩʧʦʯʘʪʢʫ ʟʤʽʥʶʶʪʴʩʷ ʫʩʽ ʟʥʘʯʝʥʥʷ 

ʟʤʽʥʥʠʭ (ʧʦʢʘʟʥʠʢʽʚ) ʧʨʠ ʙʘʟʠʩʥʠʭ ʚʘʛʘʭ ʢʦʝʬʽʮʽʻʥʪʽʚ ʨʝʛʨʝʩʽʾ ʽ ʚʽʣʴʥʦʛʦ ʯʣʝʥʘ ʨʽʚʥʷʥʥʷ 

ʨʝʛʨʝʩʽʾ, ʜʘʣʽ ʟʤʽʥʶʶʪʴʩʷ ʢʦʝʬʽʮʽʻʥʪʠ ʨʝʛʨʝʩʽʾ ʽ ʚ ʦʩʪʘʥʥʶ ʯʝʨʛʫ ï ʚʽʣʴʥʠʡ ʯʣʝʥ [12, ʉ. 

584]. 

ʆʯʝʚʠʜʥʦ, ʱʦ ɯ.ɯ. ɭʣʽʩʻʻʚʘ ʧʨʠʪʨʠʤʫʻʪʴʩʷ ʧʨʘʚʠʣ ʤʝʪʦʜʫ ʣʘʥʮʶʛʦʚʠʭ 

ʧʽʜʩʪʘʥʦʚʦʢ ʱʦʜʦ ʧʦʩʣʽʜʦʚʥʦʩʪʽ ʟʤʽʥʠ ʩʢʣʘʜʦʚʠʭ ʨʝʛʨʝʩʽʡʥʠʭ ʤʦʜʝʣʝʡ. ɿ ʮʠʤ ʤʠ 

ʤʦʞʝʤʦ ʧʦʛʦʜʠʪʠʩʷ, ʘʣʝ ʣʠʰʝ ʩʪʦʩʦʚʥʦ ʽʥʜʝʢʩʥʦʛʦ ʘʥʘʣʽʟʫ ʦʜʥʦʬʘʢʪʦʨʥʠʭ ʨʝʛʨʝʩʽʡʥʠʭ 

ʤʦʜʝʣʝʡ. ʆʜʥʘʢ ʘʚʪʦʨ ʧʦʚʥʽʩʪʶ ʽʛʥʦʨʫʻ ʬʘʢʪ ʥʝʦʙʭʽʜʥʦʩʪʽ ʚʩʪʘʥʦʚʣʝʥʥʷ ʧʝʚʥʦʾ 

ʧʦʩʣʽʜʦʚʥʦʩʪʽ ʟʤʽʥʠ ʢʦʝʬʽʮʽʻʥʪʽʚ ʨʝʛʨʝʩʽʾ ʜʣʷ ʘʥʘʣʽʟʫ ʙʘʛʘʪʦʬʘʢʪʦʨʥʠʭ ʨʝʛʨʝʩʽʡʥʠʭ 

ʤʦʜʝʣʝʡ. 

ɺʚʘʞʘʻʤʦ, ʱʦ ʦʩʢʽʣʴʢʠ ʚ ʙʘʛʘʪʦʬʘʢʪʦʨʥʠʭ ʨʝʛʨʝʩʽʡʥʠʭ ʤʦʜʝʣʷʭ ʧʨʘʢʪʠʯʥʦ 

ʥʝʤʦʞʣʠʚʦ ʚʩʪʘʥʦʚʠʪʠ ʦʙˇʨʫʥʪʦʚʘʥʠʡ ʣʘʥʮʶʛ ʨʦʟʪʘʰʫʚʘʥʥʷ ʬʘʢʪʦʨʽʚ, ʪʦ ʜʣʷ ʢʦʨʝʢʪʥʦʾ 

ʨʝʘʣʽʟʘʮʽʾ ʧʽʩʣʷʨʝʛʨʝʩʽʡʥʦʛʦ ʽʥʜʝʢʩʥʦʛʦ ʘʥʘʣʽʟʫ ʢʨʘʱʠʤ ʙʫʜʝ ʚʠʢʦʨʠʩʪʘʥʥʷ ʤʝʪʦʜʫ 

ʚʠʷʚʣʝʥʥʷ ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ. ʇʨʠ ʮʴʦʤʫ, ʷʢ ʜʦʚʝʜʝʥʦ ʨʘʥʽʰʝ, ʙʽʣʴʰ 

ʧʨʠʡʥʷʪʥʠʤ ʻ ʚʠʢʦʨʠʩʪʘʥʥʷ ʤʦʜʠʬʽʢʦʚʘʥʦʛʦ, ʘ ʥʝ ʪʨʘʜʠʮʽʡʥʦʛʦ ʤʝʪʦʜʫ ʚʠʷʚʣʝʥʥʷ 

ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ. 

ʋ ʟʘʛʘʣʴʥʦʤʫ ʚʠʛʣʷʜʽ ʽʥʜʝʢʩ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ, ʧʦʙʫʜʦʚʘʥʠʡ ʟʘ 

ʨʝʟʫʣʴʪʘʪʘʤʠ ʜʚʦʬʘʢʪʦʨʥʦʾ ʨʝʛʨʝʩʽʡʥʦʾ ʤʦʜʝʣʽ, ʤʦʞʥʘ ʧʨʝʜʩʪʘʚʠʪʠ ʪʘʢ: 
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ʜʝ a, b, c ï ʧʘʨʘʤʝʪʨʠ ʨʽʚʥʷʥʥʷ ʨʝʛʨʝʩʽʾ, 

     x, z ï ʬʘʢʪʦʨʠ, ʷʢʽ ʚʢʣʶʯʝʥʽ ʚ ʨʝʛʨʝʩʽʡʥʫ ʤʦʜʝʣʴ.  

 

ʈʽʟʥʠʮʷ ʤʽʞ ʯʠʩʝʣʴʥʠʢʦʤ ʽ ʟʥʘʤʝʥʥʠʢʦʤ ʧʦʙʫʜʦʚʘʥʦʛʦ ʽʥʜʝʢʩʫ ʷʚʣʷʻ ʟʘʛʘʣʴʥʠʡ 

ʘʙʩʦʣʶʪʥʠʡ ʧʨʠʨʽʩʪ ʨʝʟʫʣʴʪʘʪʠʚʥʦʛʦ ʧʦʢʘʟʥʠʢʘ, ʦʙʫʤʦʚʣʝʥʠʡ ʚʧʣʠʚʦʤ ʬʘʢʪʦʨʽʚ, ʱʦ 

ʚʚʽʡʰʣʠ ʜʦ ʨʝʛʨʝʩʽʡʥʦʾ ʤʦʜʝʣʽ. ʈʦʟʨʘʭʫʥʦʢ ʬʘʢʪʦʨʥʠʭ ʧʨʠʨʦʩʪʽʚ ʟʜʽʡʩʥʶʻʪʴʩʷ ʟʘ 

ʨʦʟʛʣʷʥʫʪʦʶ ʚʠʱʝ ʩʭʝʤʦʶ. 

ʉʣʽʜ ʚʽʜʤʽʪʠʪʠ, ʱʦ ʦʩʢʽʣʴʢʠ ʜʣʷ ʚʠʢʦʨʠʩʪʘʥʥʷ ʽʥʜʝʢʩʥʦʛʦ ʘʥʘʣʽʟʫ ʜʦʩʪʘʪʥʴʦ 

ʽʥʬʦʨʤʘʮʽʾ ʟʘ ʜʚʘ ʧʦʨʽʚʥʶʚʘʥʽ ʧʝʨʽʦʜʠ, ʪʦ ʧʦʙʫʜʦʚʘ ʢʦʞʥʦʾ ʨʝʛʨʝʩʽʡʥʦʾ ʤʦʜʝʣʽ ʤʦʞʝ 

ʟʜʽʡʩʥʶʚʘʪʠʩʷ ʟʘ ʜʘʥʠʤʠ ʥʝ ʦʜʥʦʛʦ ʦʢʨʝʤʦʛʦ ʨʦʢʫ, ʘ ʰʣʷʭʦʤ ʦʙôʻʜʥʘʥʥʷ ʜʘʥʠʭ ʟʘ 

ʜʝʢʽʣʴʢʘ ʨʦʢʽʚ (ʤʝʪʦʜ ʦʙôʻʢʪʦ-ʧʝʨʽʦʜʽʚ). ʎʝ ʜʘʩʪʴ ʤʦʞʣʠʚʽʩʪʴ ʧʦʨʽʚʥʷʪʠ ʽ 

ʧʨʦʘʥʘʣʽʟʫʚʘʪʠ, ʥʘʧʨʠʢʣʘʜ, ʧʝʨʽʦʜ ʙʽʣʴʰ ʫʩʧʽʰʥʦʾ ʨʦʙʦʪʠ ʧʽʜʧʨʠʻʤʩʪʚʘ ʽ ʧʝʨʽʦʜ ʩʧʘʜʫ 

ʚʠʨʦʙʥʠʮʪʚʘ. 



Marketing and Digital Technologies          Volume 2, No 1, 2018 
ISSN 2522-9087     (Print) 

ISSN 2523-434X (Online) 
 

52 

 

 

ʉʫʪʪʻʚʘ ʧʝʨʝʚʘʛʘ ʚʠʢʦʨʠʩʪʘʥʥʷ ʧʽʩʣʷʨʝʛʨʝʩʽʡʥʦʛʦ ʽʥʜʝʢʩʥʦʛʦ ʤʝʪʦʜʫ ʘʥʘʣʽʟʫ ʚ 

ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ ʧʦʣʷʛʘʻ ʚ ʪʦʤʫ, ʱʦ ʟôʷʚʣʷʻʪʴʩʷ ʤʦʞʣʠʚʽʩʪʴ ʚʠʟʥʘʯʠʪʠ, ʷʢ 

ʟʤʽʥʶʻʪʴʩʷ ʚʧʣʠʚ ʢʦʞʥʦʛʦ ʬʘʢʪʦʨʘ ʚ ʨʝʛʨʝʩʽʡʥʽʡ ʤʦʜʝʣʽ ʥʘ ʨʝʟʫʣʴʪʘʪʠʚʥʠʡ ʧʦʢʘʟʥʠʢ 

ʧʨʦʪʷʛʦʤ ʯʘʩʫ: ʟʨʦʩʪʘʻ, ʯʠ ʟʤʝʥʰʫʻʪʴʩʷ. ʊʘʢʫ ʦʮʽʥʢʫ ʥʝʤʦʞʣʠʚʦ ʟʜʽʡʩʥʠʪʠ ʧʽʜ ʯʘʩ 

ʟʘʩʪʦʩʫʚʘʥʥʷ ʩʫʪʦ ʨʝʛʨʝʩʽʡʥʦ-ʢʦʨʝʣʷʮʽʡʥʦʛʦ ʘʥʘʣʽʟʫ. ʇʨʠ ʮʴʦʤʫ ʽʥʜʝʢʩʥʠʡ ʤʝʪʦʜ 

ʜʦʟʚʦʣʷʻ ʟʜʽʡʩʥʶʚʘʪʠ ʧʦʨʽʚʥʷʥʥʷ ʨʝʛʨʝʩʽʡʥʠʭ ʤʦʜʝʣʝʡ, ʧʦʙʫʜʦʚʘʥʠʭ ʥʝ ʣʠʰʝ ʟʘ 

ʩʫʤʽʞʥʽ, ʘʣʝ ʡ ʟʘ ʽʥʰʽ, ʙʽʣʴʰ ʚʽʜʜʘʣʝʥʽ, ʧʨʦʤʽʞʢʠ ʯʘʩʫ [13, 14]. 

ʉʧʽʣʴʥʝ ʚʠʢʦʨʠʩʪʘʥʥʷ ʤʝʪʦʜʽʚ ʚʠʚʯʝʥʥʷ ʩʪʦʭʘʩʪʠʯʥʠʭ ʽ ʬʫʥʢʮʽʦʥʘʣʴʥʠʭ 

ʚʟʘʻʤʦʟʚôʷʟʢʽʚ ʫ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ ʜʦʟʚʦʣʷʻ ʦʪʨʠʤʘʪʠ ʙʘʛʘʪʦ ʜʦʜʘʪʢʦʚʦʾ 

ʽʥʬʦʨʤʘʮʽʾ, ʫ ʨʝʟʫʣʴʪʘʪʽ ʯʦʛʦ ʨʦʟʰʠʨʶʶʪʴʩʷ ʟʥʘʥʥʷ ʧʨʦ ʜʦʩʣʽʜʞʫʚʘʥʝ ʷʚʠʱʝ ʯʠ 

ʧʨʦʮʝʩ, ʘ ʪʘʢʦʞ ʧʦʷʚʣʷʻʪʴʩʷ ʜʦʜʘʪʢʦʚʝ ʧʽʜˇʨʫʥʪʷ ʜʣʷ ʧʨʠʡʥʷʪʪʷ ʧʨʘʚʠʣʴʥʠʭ 

ʫʧʨʘʚʣʽʥʩʴʢʠʭ ʨʽʰʝʥʴ. 

ɺʠʩʥʦʚʢʠ ʟ ʜʘʥʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ ʽ ʧʝʨʩʧʝʢʪʠʚʠ ʧʦʜʘʣʴʰʠʭ ʨʦʟʨʦʙʦʢ ʟʘ ʜʘʥʠʤ 

ʥʘʧʨʷʤʢʦʤ. ʇʨʦʚʝʜʝʥʝ ʜʦʩʣʽʜʞʝʥʥʷ ʜʦʟʚʦʣʷʻ ʟʨʦʙʠʪʠ ʥʘʩʪʫʧʥʽ ʚʠʩʥʦʚʢʠ. 

1. ɼʣʷ ʦʙʨʦʙʢʠ ʽʥʬʦʨʤʘʮʽʾ ʚ ʨʘʤʢʘʭ ʜʦʩʣʽʜʞʝʥʥʷ ʤʦʞʝ ʚʠʢʦʨʠʩʪʦʚʫʚʘʪʠʩʷ 

ʩʠʩʪʝʤʘ ʤʝʪʦʜʽʚ. ɺʠʙʽʨ ʤʝʪʦʜʫ ʟʘʣʝʞʠʪʴ ʚʽʜ ʟʘʚʜʘʥʴ ʘʥʘʣʽʟʫ ʪʘ ʥʘʷʚʥʦʩʪʽ ʚʠʭʽʜʥʠʭ 

ʜʘʥʠʭ. 

2. ɺʘʞʣʠʚʝ ʟʥʘʯʝʥʥʷ ʚ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ ʤʘʻ ʚʠʢʦʨʠʩʪʘʥʥʷ ʤʝʪʦʜʽʚ 

ʘʥʘʣʽʟʫ ʚʟʘʻʤʦʟʚôʷʟʢʽʚ, ʦʩʢʽʣʴʢʠ ʚʦʥʠ ʜʦʟʚʦʣʷʶʪʴ ʢʽʣʴʢʽʩʥʦ ʚʠʟʥʘʯʠʪʠ ʩʪʫʧʽʥʴ ʚʧʣʠʚʫ 

ʦʜʥʠʭ (ʬʘʢʪʦʨʥʠʭ) ʧʦʢʘʟʥʠʢʽʚ ʥʘ ʽʥʰʽ (ʨʝʟʫʣʴʪʘʪʠʚʥʽ) ʧʦʢʘʟʥʠʢʠ, ʘ ʪʘʢʦʞ ʦʮʽʥʠʪʠ 

ʜʦʮʽʣʴʥʽʩʪʴ ʚʢʣʘʜʝʥʴ ʛʨʦʰʦʚʠʭ ʢʦʰʪʽʚ, ʚʠʪʨʘʪ ʯʘʩʫ ʪʘ ʽʥʰʠʭ ʜʣʷ ʜʦʩʷʛʥʝʥʥʷ 

ʦʯʽʢʫʚʘʥʠʭ ʨʝʟʫʣʴʪʘʪʽʚ. 

3. ɺ ʫʤʦʚʘʭ ʥʝʩʪʘʙʽʣʴʥʦʛʦ ʨʦʟʚʠʪʢʫ ʝʢʦʥʦʤʽʢʠ ʋʢʨʘʾʥʠ ʚ ʮʽʣʦʤʫ ʡ ʦʢʨʝʤʠʭ 

ʧʽʜʧʨʠʻʤʩʪʚ ʫʩʝ ʙʽʣʴʰʦʛʦ ʟʥʘʯʝʥʥʷ ʜʣʷ ʘʥʘʣʽʟʫ ʚʟʘʻʤʦʟʚôʷʟʢʽʚ ʚ ʨʘʤʢʘʭ ʧʨʦʚʝʜʝʥʥʷ 

ʢʘʙʽʥʝʪʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ ʥʘʙʫʚʘʻ ʚʠʢʦʨʠʩʪʘʥʥʷ ʽʥʜʝʢʩʥʦʛʦ ʤʝʪʦʜʫ, 

ʦʩʢʽʣʴʢʠ ʧʦʙʫʜʦʚʘ ʡ ʘʥʘʣʽʟ ʙʘʛʘʪʦʬʘʢʪʦʨʥʠʭ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʠʭ ʤʦʜʝʣʝʡ ʥʝ ʧʦʪʨʝʙʫʻ 

ʽʥʬʦʨʤʘʮʽʾ ʟʘ ʪʨʠʚʘʣʠʡ ʧʝʨʽʦʜ ʯʘʩʫ ï ʜʦʩʪʘʪʥʴʦ ʜʘʥʠʭ ʟʘ ʜʚʘ ʨʦʢʠ (ʘʙʦ ʟʘ ʙʫʜʴ-ʷʢʽ ʜʚʘ 

ʽʥʰʽ ʧʝʨʽʦʜʠ ʯʘʩʫ). 

4. ʋ ʤʫʣʴʪʠʧʣʽʢʘʪʠʚʥʠʭ ʤʦʜʝʣʷʭ ʨʦʟʧʦʜʽʣ ʧʨʠʨʦʩʪʫ ʟʘ ʬʘʢʪʦʨʘʤʠ ʤʦʞʝ 

ʟʜ̔ʡʩʥʶʚʘʪʠʩʷ ʨʽʟʥʠʤʠ ʤʝʪʦʜʘʤʠ, ʩʝʨʝʜ ʷʢʠʭ ʥʘʡʙʽʣʴʰ ʧʦʰʠʨʝʥʠʤʠ ʻ ʤʝʪʦʜ ʚʠʷʚʣʝʥʥʷ 

ʽʟʦʣʴʦʚʘʥʦʛʦ ʚʧʣʠʚʫ ʬʘʢʪʦʨʽʚ ʽ ʤʝʪʦʜ ʣʘʥʮʶʛʦʚʠʭ ʧʽʜʩʪʘʥʦʚʦʢ. ʆʜʥʘʢ ʫ ʢʦʞʥʦʤʫ 

ʚʠʧʘʜʢʫ ʚʠʙʽʨ ʤʝʪʦʜʫ ʟʘʣʝʞʠʪʴ ʚʽʜ ʦʙôʻʢʪʘ ʜʦʩʣʽʜʞʝʥʥʷ ʽ ʧʦʩʪʘʚʣʝʥʠʭ ʟʘʚʜʘʥʴ ʘʥʘʣʽʟʫ. 

5. ɼʣʷ ʧʨʦʚʝʜʝʥʥʷ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ ʜʦʮʽʣʴʥʠʤ ʻ ʢʦʤʧʣʝʢʩʥʝ 

ʚʠʢʦʨʠʩʪʘʥʥʷ ʝʢʦʥʦʤʽʢʦ-ʤʘʪʝʤʘʪʠʯʥʠʭ ʤʝʪʦʜʽʚ, ʱʦ ʜʦʟʚʦʣʷʻ ʦʪʨʠʤʘʪʠ ʙʽʣʴʰʝ 

ʽʥʬʦʨʤʘʮʽʾ ʜʣʷ ʧʨʠʡʥʷʪʪʷ ʝʬʝʢʪʠʚʥʠʭ ʫʧʨʘʚʣʽʥʩʴʢʠʭ ʨʽʰʝʥʴ. ʆʜʥʘʢ ʜʘʥʝ ʧʠʪʘʥʥʷ ʻ 

ʥʝʜʦʩʪʘʪʥʴʦ ʨʦʟʨʦʙʣʝʥʠʤ ʽ ʧʦʪʨʝʙʫʻ ʧʦʜʘʣʴʰʠʭ ʜʦʩʣʽʜʞʝʥʴ. 
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K. D. Semenova, Ph.D of Economic Sciences, Associate Professor, Associate ʈrofessor of the 

Department of Statistics of the Odesa National Economic University 

Particularities of application of methods of analysis of functional and stochastic 

interrelationships in the cabinet marketing research 

The aim of the article. The aim of the article is to develop a methodology for conducting a 

cabinet marketing research, the practical use of which can be a significant basis for the development 

of effective management decisions. 

The results of the analyses. The paper proposes a methodology for conducting cabinet 

marketing research. The peculiarities of calculation of indicators of salesô volumes contained in the 

financial and tax reports of enterprises are viewed. Forms of accounting of incomplete sales 

operations are proposed in order to reduce the implementation risks of the enterprise. On the example 

of indicators of salesô volume of products, and profits of the industrial enterprise of Odessa, features 

of the implementation of the cabinet marketing research through the application of the system of 

statistical methods are shown; the expediency of using the methods of analysis of interrelations ï 

index,  regression and correlation methods ï which reveal the factors that have the greatest influence 

on the results of the enterprise activity, is substantiated; the distribution of the growth of the effective 

indicator by factors in the multiplicative models by the methods of chain substitutions and the 

identification of the isolated influence of factors is conducted. Paradoxes that arise while using the 

method of identifying the isolated influence of factors are shown, the ways of their solution are 

proposed. The patterns of the change in the magnitude of the increment of the effective indicator due 

to the joint action of the factors are proved. 

Conclusions and perspectives for further research. The conducted research made it possible 

to conclude that for the purpose of conducting a cabinet marketing research on the basis of the 

analysis of indicators that characterize the results of the enterprise as a whole and the marketing 

department in particular, it is advisable to use the information contained in the enterpriseôs reporting 

documents, since the use of such information increases the reliability of the analysisô results. In the 

absence of the necessary information in the reporting documents, data can be obtained from the 

registers of current accounting and through the subsequent data accumulation. It is important in 

marketing research to use the methods of analysis of interconnections, since they allow quantitatively 

to determine the degree of influence of one (factor) indicator on other (effective) indicator, as well as 

to assess the expediency of money investments, time expenditures, etc. to achieve the expected results. 

It is proved that under conditions of unstable development of the Ukrainian economy as a whole and 

individual enterprises, the use of index models becomes increasingly important for the analysis of 

problems, since the construction and analysis of multi-factor multiplicative models does not require 

information for a long period of time ï data for two years is enough (or for any two other periods of 

time). In multiplicative models, the distribution of growth by factors can be carried out by various 

methods, among which the most common one is the method of detecting the isolated influence of 

factors, and the method of chain substitutions. However, in each case, the choice of method depends 

on the object of research and the tasks of the analysis. It is expedient to use the complex economic and 

mathematical methods to conduct thorough marketing research, since it becomes possible to 

determine how the influence of each factor in the regression model varies over time with the result (is 

it increasing or decreasing) which allows obtaining more information for making effective decisions. 

However, this issue is underdeveloped and requires further research. 

Key words: marketing research, volume of sales, profit, multiplicative models, regression and 

correlation analysis. 
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ʋɼʂ 339.9:338.43            JEL Classification: M 31, F 23 

 

ʂʦʚʘʣʴʯʫʢ ʉʚʽʪʣʘʥʘ ɺʦʣʦʜʠʤʠʨʽʚʥʘ 
ʜ-ʨ ʝʢʦʥ. ʥʘʫʢ, ʧʨʦʬʝʩʦʨ, ʟʘʚʽʜʫʚʘʯ ʢʘʬʝʜʨʠ ʤʘʨʢʝʪʠʥʛʫ 

ʪʘ ʪʦʨʛʦʚʝʣʴʥʦʛʦ ʧʽʜʧʨʠʻʤʥʠʮʪʚʘ 

ʍʤʝʣʴʥʠʮʴʢʦʛʦ ʥʘʮʽʦʥʘʣʴʥʦʛʦ ʫʥʽʚʝʨʩʠʪʝʪʫ 

(ʍʤʝʣʴʥʠʮʴʢʠʡ, ʋʢʨʘʾʥʘ) 

ʂʦʚʽʥʴʢʦ ʆʣʝʥʘ ʄʠʢʦʣʘʾʚʥʘ 
ʢʘʥʜ. ʝʢʦʥ. ʥʘʫʢ, ʜʦʮʝʥʪ, ʜʦʮʝʥʪ ʢʘʬʝʜʨʠ  

ʤʘʨʢʝʪʠʥʛʫ ʪʘ ʨʝʢʣʘʤʠ 

ɺʽʥʥʠʮʴʢʦʛʦ ʪʦʨʛʦʚʝʣʴʥʦ-ʝʢʦʥʦʤʽʯʥʦʛʦ ʽʥʩʪʠʪʫʪʫ ʂʅʊɽʋ 

(ɺʽʥʥʠʮʷ, ʋʢʨʘʾʥʘ) 

ʃ̔ ʩʦʚʩʴʢʠʡ ɯʛʦʨ ɺʽʢʪʦʨʦʚʠʯ 
ʢʘʥʜ. ʝʢʦʥ. ʥʘʫʢ, ʜʦʮʝʥʪ ʢʘʬʝʜʨʠ ʤʘʨʢʝʪʠʥʛʫ 

ʪʘ ʪʦʨʛʦʚʝʣʴʥʦʛʦ ʧʽʜʧʨʠʻʤʥʠʮʪʚʘ 

ʍʤʝʣʴʥʠʮʴʢʦʛʦ ʥʘʮʽʦʥʘʣʴʥʦʛʦ  ʫʥʽʚʝʨʩʠʪʝʪʫ 

(ʍʤʝʣʴʥʠʮʴʢʠʡ, ʋʢʨʘʾʥʘ) 

 

 

ʈʆʃʔ ʎʀʌʈʆɺʆɻʆ ʄɸʈʂɽʊʀʅɻʋ 

ɺ ɸʂʊʀɺɯɿɸʎɯɰ ʄɯɾʅɸʈʆɼʅʆɰ ɹɯɿʅɽʉ-ɼɯʗʃʔʅʆʉʊɯ ʇɯɼʇʈʀɭʄʉʊɺ 
 

 

ʋ ʩʪʘʪʪʽ ʨʦʟʛʣʷʥʫʪʦ ʦʩʦʙʣʠʚʦʩʪʽ ʚʠʢʦʨʠʩʪʘʥʥʷ ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʚ ʤʽʞʥʘʨʦʜʥʽʡ 

ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʚʽʪʯʠʟʥʷʥʠʭ ʧʽʜʧʨʠʻʤʩʪʚ. ɺʠʟʥʘʯʝʥʦ ʽʥʬʦʨʤʘʮʽʡʥʦ-ʢʦʤʫʥʽʢʘʮʽʡʥʽ ʪʝʭʥʦʣʦʛʽʾ, 

ʚʠʢʦʨʠʩʪʘʥʥʷ ʷʢʠʭ ʥʘ ʧʨʘʢʪʠʮʽ ʜʦʟʚʦʣʠʪʴ ʟʜʽʡʩʥʶʚʘʪʠ ʘʥʘʣʽʪʠʯʥʝ ʜʦʩʣʽʜʞʝʥʥʷ ʟʘʨʫʙʽʞʥʠʭ 

ʨʠʥʢʽʚ, ʦʮʽʥʶʚʘʪʠ ʤʘʨʢʝʪʠʥʛʦʚʫ ʧʨʠʚʘʙʣʠʚʽʩʪʴ ʥʦʚʠʭ ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʽʚ ʧʽʜʧʨʠʻʤʩʪʚʘʤʠ 

ʋʢʨʘʾʥʠ. ʆʙˇʨʫʥʪʦʚʘʥʦ ʜʦʮʽʣʴʥʽʩʪʴ ʟʘʩʪʦʩʫʚʘʥʥʷ ʮʠʬʨʦʚʠʭ ʪʝʭʥʦʣʦʛʽʡ ʚ ʤʽʞʥʘʨʦʜʥʽʡ 

ʤʘʨʢʝʪʠʥʛʦʚʽʡ ʜʽʷʣʴʥʦʩʪʽ, ʥʘʚʝʜʝʥʦ ʭʘʨʘʢʪʝʨʠʩʪʠʢʫ ʩʫʯʘʩʥʠʭ ʦʥʣʘʡʥ ʧʣʘʪʬʦʨʤ ʮʠʬʨʦʚʦʛʦ 

ʤʘʨʢʝʪʠʥʛʫ. ʅʘ ʧʨʠʢʣʘʜʽ ʧʨʦʜʝʤʦʥʩʪʨʦʚʘʥʦ ʦʩʦʙʣʠʚʦʩʪʽ ʚʠʢʦʨʠʩʪʘʥʥʷ ʮʠʬʨʦʚʠʭ ʢʘʥʘʣʽʚ ʷʢ 

ʽʥʩʪʨʫʤʝʥʪʽʚ  ʧʽʜʪʨʠʤʢʠ ʤʽʞʥʘʨʦʜʥʦʾ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ. 

ʂʣʶʯʦʚʽ ʩʣʦʚʘ: ʮʠʬʨʦʚʠʡ ʤʘʨʢʝʪʠʥʛ, ʽʥʬʦʨʤʘʮʽʡʥʦ-ʢʦʤʫʥʽʢʘʮʽʡʥʽ ʪʝʭʥʦʣʦʛʽʾ, ʦʥʣʘʡʥ 

ʧʣʘʪʬʦʨʤʘ, ʦʥʣʘʡʥ ʬʽʣʴʪʨʠ, ʮʠʬʨʦʚʽ ʢʘʥʘʣʠ, ʤʽʞʥʘʨʦʜʥʘ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʽʩʪʴ, ʤʽʞʥʘʨʦʜʥʘ 

ʪʦʨʛʽʚʣʷ, ʪʦʨʛʦʚʘ ʩʪʘʪʠʩʪʠʢʘ. 

 

 

ʇʦʩʪʘʥʦʚʢʘ ʧʨʦʙʣʝʤʠ ʚ ʟʘʛʘʣʴʥʦʤʫ ʚʠʛʣʷʜʽ ʪʘ ʾʾ ʟʚôʷʟʦʢ ʟ ʚʘʞʣʠʚʠʤʠ 

ʥʘʫʢʦʚʠʤʠ ʘʙʦ ʧʨʘʢʪʠʯʥʠʤʠ ʟʘʚʜʘʥʥʷʤʠ. ʉʢʣʘʜʥʽʩʪʴ ʽ ʥʝʩʪʘʙʽʣʴʥʽʩʪʴ 

ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʩʝʨʝʜʦʚʠʱʘ ʚʽʪʯʠʟʥʷʥʠʭ ʧʽʜʧʨʠʻʤʩʪʚ, ʤʽʥʣʠʚʽʩʪʴ ʢʦʥôʶʥʢʪʫʨʠ 

ʩʚʽʪʦʚʦʛʦ ʨʠʥʢʫ ʟʤʫʰʫʶʪʴ ʧʽʜʧʨʠʻʤʮʽʚ ʰʫʢʘʪʠ ʥʦʚʽ ʩʬʝʨʠ ʪʘ ʧʝʨʩʧʝʢʪʠʚʥʽ ʥʘʧʨʷʤʠ 

ʨʦʟʚʠʪʢʫ ʜʽʷʣʴʥʦʩʪʽ ʥʝ ʣʠʰʝ ʥʘ ʥʘʮʽʦʥʘʣʴʥʦʤʫ, ʘʣʝ ʽ ʥʘ ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʘʭ. ʅʘʨʘʟʽ, 

ʧʦʩʠʣʶʻʪʴʩʷ ʟʥʘʯʫʱʽʩʪʴ ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʧʽʜ ʯʘʩ ʨʝʘʣʽʟʘʮʽʾ ʧʝʨʩʧʝʢʪʠʚʥʠʭ 

ʩʚʽʪʦʚʠʭ ʧʨʦʝʢʪʽʚ ʟʘ ʨʘʭʫʥʦʢ ʘʢʪʠʚʽʟʘʮʽʾ ʪʘ ʨʘʮʽʦʥʘʣʽʟʘʮʽʾ ʜʽʷʣʴʥʦʩʪʽ ʚʽʪʯʠʟʥʷʥʠʭ 

ʧʽʜʧʨʠʻʤʩʪʚ ʥʘ ʟʘʨʫʙʽʞʥʠʭ ʨʠʥʢʘʭ. ɸʢʪʠʚʽʟʘʮʽʷ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʚʽʪʯʠʟʥʷʥʠʭ 

ʧʽʜʧʨʠʻʤʩʪʚ ʥʘ ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʘʭ ʻ ʩʢʣʘʜʥʠʤ ʧʨʦʮʝʩʦʤ ʪʘ ʧʦʪʨʝʙʫʻ ʧʨʦʚʝʜʝʥʥʷ 

ʩʠʩʪʝʤʘʪʠʯʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ, ʚʠʟʥʘʯʝʥʥʷ ʧʦʪʝʥʮʽʡʥʠʭ ʤʦʞʣʠʚʦʩʪʝʡ 

ʩʪʚʦʨʝʥʥʷ ʥʘ ʥʠʭ ʩʪʽʡʢʠʭ ʢʦʥʢʫʨʝʥʪʥʠʭ ʧʝʨʝʚʘʛ, ʩʘʤʝ ʪʦʤʫ ʦʜʥʠʤ ʟʽ ʩʪʨʘʪʝʛʽʯʥʠʭ 

ʥʘʧʨʷʤʽʚ ʤʽʞʥʘʨʦʜʥʦʾ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʜʽʷʣʴʥʦʩʪʽ ʪʘʢʠʭ ʧʽʜʧʨʠʻʤʩʪʚ ʻ ʚʠʢʦʨʠʩʪʘʥʥʷ 

ʮʠʬʨʦʚʠʭ ʪʝʭʥʦʣʦʛʽʡ ʷʢ ʦʜʥʦʛʦ ʟ ʥʘʡʙʽʣʴʰ ʝʬʝʢʪʠʚʥʠʭ ʽʥʩʪʨʫʤʝʥʪʽʚ ʽʥʬʦʨʤʘʮʽʡʥʦʾ 

ʧʽʜʪʨʠʤʢʠ ʟʦʚʥʽʰʥʴʦ-ʝʢʦʥʦʤʽʯʥʦʾ ʜʽʷʣʴʥʦʩʪʽ. 
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ɸʥʘʣʽʟ ʦʩʪʘʥʥʽʭ ʜʦʩʣʽʜʞʝʥʴ ʽ ʧʫʙʣʽʢʘʮʽʡ, ʚ ʷʢʠʭ ʧʦʢʣʘʜʝʥʠʡ ʧʦʯʘʪʦʢ 

ʚʠʨʽʰʝʥʥʶ ʧʨʦʙʣʝʤʠ. ʈʦʟʨʦʙʮʽ ʤʝʪʦʜʠʯʥʦʛʦ ʽʥʩʪʨʫʤʝʥʪʘʨʽʶ ʤʘʨʢʝʪʠʥʛʦʚʦʾ 

ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ ʥʘ ʟʘʨʫʙʽʞʥʠʭ ʨʠʥʢʘʭ ʧʨʠʩʚʷʯʝʥʽ ʜʦʩʣʽʜʞʝʥʥʷ ʥʘʫʢʦʚʮʽʚ: 

ɸ.ɺʦʡʯʘʢʘ, ʆ. ʂʘʥʽʱʝʥʢʦ, ʉ. ʂʘʨʧʦʚʘ, ʉ. ʄʘʜʞʘʨʦ, ʄ. ʆʢʣʘʥʜʝʨʘ, ɸ. ʉʪʘʨʦʩʪʽʥʦʾ, 

ʊ.ʎʠʛʘʥʢʦʚʦʾ. ʊʨʘʜʠʮʽʡʥʠʤ ʧʦʛʣʷʜʘʤ ʥʘ ʧʝʨʩʧʝʢʪʠʚʥʽ ʥʘʧʨʷʤʠ ʨʦʟʚʠʪʢʫ ʤʽʞʥʘʨʦʜʥʦʛʦ 

ʤʘʨʢʝʪʠʥʛʫ ʚʟʘʛʘʣʽ ʪʘ ʦʢʨʝʤʠʭ ʾʾ ʧʨʝʜʤʝʪʥʠʭ ʛʘʣʫʟʝʡ, ʟʦʢʨʝʤʘ, ʤʘʨʢʝʪʠʥʛʦʚʠʭ 

ʜʦʩʣʽʜʞʝʥʴ ʟʘʨʫʙʽʞʥʠʭ ʨʠʥʢʽʚ, ʧʨʠʩʚʷʯʝʥʽ ʧʨʘʮʽ ɭ. ɻʦʣʫʙʢʦʚʘ, ɯ. ɯʣʣʷʰʝʥʢʘ, 

ɭ.ʂʨʠʢʘʚʩʴʢʦʛʦ, ɯ. ʃʠʣʠʢ, ɺ. ʆʨʪʠʥʩʴʢʦʾ, ʅ. ʇʝʨʮʦʚʩʴʢʦʛʦ, ɺ. ʇʦʣʪʦʨʘʢ, ɸ. ʌʝʜʦʨʯʝʥʢʘ 

[1ï13]. ʇʨʠʢʣʘʜʥʠʤ ʘʩʧʝʢʪʘʤ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʘʥʘʣʽʟʫ ʨʠʥʢʽʚ ʟʘʨʫʙʽʞʥʠʭ ʢʨʘʾʥ 

ʧʨʠʩʚʷʯʝʥʦ ʧʨʘʮʽ ɯ. ɺʦʣʢʦʚʘ, ʆ. ɺʘʨʯʝʥʢʦ, ɺ. ɼʘʥʢʝʚʠʯ, ɸ. ʄʘʟʘʨʘʢʽ, ʊ. ʏʘʶʥ, 

ʊ.ʄʝʣʴʥʠʢ [14ï15]. ʇʨʦʪʝ, ʧʨʦʙʣʝʤʘ ʘʢʪʠʚʽʟʘʮʽʾ ʟʦʚʥʽʰʥʴʦ-ʝʢʦʥʦʤʽʯʥʦʾ ʜʽʷʣʴʥʦʩʪʽ 

ʫʢʨʘʾʥʩʴʢʠʭ ʧʽʜʧʨʠʻʤʩʪʚ ʻ ʩʢʣʘʜʥʦʶ ʽ ʙʘʛʘʪʦʘʩʧʝʢʪʥʦʶ ʪʘ ʧʦʪʨʝʙʫʻ ʧʨʦʚʝʜʝʥʥʷ 

ʩʠʩʪʝʤʘʪʠʯʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ ʩʫʯʘʩʥʦʛʦ ʩʪʘʥʫ ʟʘʨʫʙʽʞʥʠʭ ʨʠʥʢʽʚ, ʟ ʤʝʪʦʶ 

ʚʠʷʚʣʝʥʥʷ ʽʩʥʫʶʯʠʭ ʪʨʝʥʜʽʚ ʪʘ ʧʝʨʩʧʝʢʪʠʚʥʠʭ ʪʝʥʜʝʥʮʽʡ, ʘ ʦʪʞʝ, ʚʠʟʥʘʯʝʥʥʷ 

ʧʦʪʝʥʮʽʡʥʠʭ ʤʦʞʣʠʚʦʩʪʝʡ ʩʪʚʦʨʝʥʥʷ ʥʘ ʥʠʭ ʩʪʽʡʢʠʭ ʢʦʥʢʫʨʝʥʪʥʠʭ ʧʝʨʝʚʘʛ ʚ ʫʤʦʚʘʭ 

ʤʽʞʥʘʨʦʜʥʦʾ ʜʠʚʝʨʩʠʬʽʢʘʮʽʾ.  

ɺʘʛʦʤʠʡ ʚʥʝʩʦʢ ʫ ʨʦʟʚʠʪʦʢ ʪʝʦʨʽʾ ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʧʽʜʧʨʠʻʤʩʪʚ ʟʨʦʙʠʣʠ 

ʪʘʢʽ ʚʯʝʥʽ, ʷʢ: ɯ. ɹʦʡʯʫʢ, ʆ. ʄʫʟʠʢʘ, ʄ. ʆʢʣʘʥʜʝʨ, ʊ. ʆʢʣʘʥʜʝʨ, ɺ. ʇʠʣʠʧʯʫʢ, ɯ. ʇʝʜʴʢʦ, 

ɺ. ʈʫʙʘʥ, ʄ. ʏʘʡʢʦʚʩʴʢʘ, ʆ. ʏʫʨʢʽʥʘ, ɼ. ʗʰʢʽʥ, ʆ. ʗʰʢʽʥʘ [5, 16ï19]. 

ʆʜʥʘʢ, ʥʝʟʚʘʞʘʶʯʠ ʥʘ ʢʽʣʴʢʽʩʪʴ ʥʘʫʢʦʚʠʭ ʪʘ ʧʨʘʢʪʠʯʥʠʭ ʟʜʦʙʫʪʢʽʚ ʫ ʪʝʦʨʽʾ ʪʘ 

ʧʨʘʢʪʠʮʽ ʤʽʞʥʘʨʦʜʥʦʛʦ ʪʘ ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ, ʽ ʜʦʩʽ ʚʽʜʩʫʪʥʽ ʥʘʧʨʘʮʶʚʘʥʥʷ ʫ 

ʥʘʧʨʷʤʽ ʚʠʢʦʨʠʩʪʘʥʥʷ ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʚ ʤʽʞʥʘʨʦʜʥʽʡ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ 

ʚʽʪʯʠʟʥʷʥʠʭ ʧʽʜʧʨʠʻʤʩʪʚ, ʟʘʩʪʦʩʫʚʘʥʥʷ ʦʥʣʘʡʥ ʧʣʘʪʬʦʨʤ, ʜʦʜʘʪʢʽʚ ʟʘ ʟʘʧʠʪʦʤ ʜʣʷ 

ʚʠʨʽʰʝʥʥʷ ʟʘʚʜʘʥʴ ʤʽʞʥʘʨʦʜʥʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʪʘ ʧʨʠʡʥʷʪʪʷ ʧʦʜʘʣʴʰʠʭ ʩʪʨʘʪʝʛʽʯʥʠʭ 

ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʨʽʰʝʥʴ ʱʦʜʦ ʚʠʭʦʜʫ ʧʽʜʧʨʠʻʤʩʪʚ ʥʘ ʥʦʚʽ ʨʠʥʢʠ ʧʨʦʜʘʞʫ. 

ɺʠʜʽʣʝʥʥʷ ʥʝʚʠʨʽʰʝʥʠʭ ʨʘʥʽʰʝ ʯʘʩʪʠʥ ʟʘʛʘʣʴʥʦʾ ʧʨʦʙʣʝʤʠ, ʢʦʪʨʠʤ 

ʧʨʠʩʚʷʯʫʻʪʴʩʷ ʩʪʘʪʪʷ. ʅʘʨʘʟʽ ʧʨʦʙʣʝʤʘ ʘʢʪʠʚʽʟʘʮʽʾ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʥʘ ʤʽʞʥʘʨʦʜʥʠʭ 

ʨʠʥʢʘʭ ʧʦʪʨʝʙʫʻ ʽʥʬʦʨʤʘʮʽʡʥʦ-ʘʥʘʣʽʪʠʯʥʦʾ ʧʽʜʪʨʠʤʢʠ ʚʽʪʯʠʟʥʷʥʠʭ ʧʽʜʧʨʠʻʤʩʪʚ ʧʨʠ 

ʟʜʽʡʩʥʝʥʥʽ ʘʥʘʣʽʟʫ ʙʽʟʥʝʩ-ʧʨʦʮʝʩʽʚ ʥʘ ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʘʭ. ɺʠʱʝ ʧʝʨʝʣʽʯʝʥʽ ʫʤʦʚʠ 

ʧʦʩʠʣʶʶʪʴ ʥʝʦʙʭʽʜʥʽʩʪʴ ʚʠʚʯʝʥʥʷ ʜʦʩʚʽʜʫ ʚʠʢʦʨʠʩʪʘʥʥʷ ʽʥʩʪʨʫʤʝʥʪʽʚ ʮʠʬʨʦʚʦʛʦ 

ʤʘʨʢʝʪʠʥʛʫ ʚ ʤʽʞʥʘʨʦʜʥʽʡ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ. 

ʌʦʨʤʫʣʶʚʘʥʥʷ ʤʝʪʠ ʩʪʘʪʪʽ (ʧʦʩʪʘʥʦʚʢʘ ʟʘʚʜʘʥʥʷ). ʄʝʪʘ ʩʪʘʪʪʽ ʧʦʣʷʛʘʻ ʫ 

ʚʠʷʚʣʝʥʥʽ ʤʦʞʣʠʚʦʩʪʝʡ ʚʠʢʦʨʠʩʪʘʥʥʷ ʽʥʩʪʨʫʤʝʥʪʽʚ ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʧʨʠ 

ʘʥʘʣʽʪʠʯʥʦʤʫ ʜʦʩʣʽʜʞʝʥʥʽ ʟʘʨʫʙʽʞʥʠʭ ʨʠʥʢʽʚ, ʟʜʽʡʩʥʝʥʥʽ ʦʮʽʥʶʚʘʥʥʷ ʤʘʨʢʝʪʠʥʛʦʚʦʾ  

ʧʨʠʚʘʙʣʠʚʦʩʪʽ ʥʦʚʠʭ ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʽʚ ʧʽʜʧʨʠʻʤʩʪʚʘʤʠ ʋʢʨʘʾʥʠ ʟʘʩʦʙʘʤʠ ʮʠʬʨʦʚʠʭ 

ʪʝʭʥʦʣʦʛʽʡ. 

ɺʠʢʣʘʜʝʥʥʷ ʦʩʥʦʚʥʦʛʦ ʤʘʪʝʨʽʘʣʫ ʜʦʩʣʽʜʞʝʥʥʷ ʟ ʧʦʚʥʠʤ ʦʙˇʨʫʥʪʫʚʘʥʥʷʤ 

ʦʪʨʠʤʘʥʠʭ ʥʘʫʢʦʚʠʭ ʨʝʟʫʣʴʪʘʪʽʚ. ɺʘʞʣʠʚʠʤ ʟʘʚʜʘʥʥʷʤ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ 

ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʽʚ ʻ ʚʠʷʚʣʝʥʥʷ ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʧʦʣʷ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ, ʪʦʙʪʦ 

ʩʫʢʫʧʥʦʩʪʽ ʮʽʣʴʦʚʦʛʦ ʨʠʥʢʫ ʽ ʧʨʠʟʥʘʯʝʥʦʛʦ ʜʣʷ ʥʴʦʛʦ ʪʦʚʘʨʫ ʧʽʜʧʨʠʻʤʩʪʚʘ. ɺʠʷʚʣʝʥʥʷ 

ʩʪʨʘʪʝʛʽʯʥʦʛʦ ʧʦʣʷ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ ʪʘʢʦʞ ʚʢʣʶʯʘʻ ʧʦʰʫʢ ʨʠʥʢʽʚ, ʧʨʠʜʘʪʥʠʭ 

ʜʣʷ ʜʦʩʷʛʥʝʥʥʷ ʮʽʣʝʡ ʧʽʜʧʨʠʻʤʩʪʚʘ ʪʘ ʟʘʙʝʟʧʝʯʝʥʥʷ ʥʝʦʙʭʽʜʥʦʾ ʘʜʘʧʪʠʚʥʦʩʪʽ ʡʦʛʦ 

ʪʦʚʘʨʫ. ɺʽʜ ʧʨʘʚʠʣʴʥʦʩʪʽ ʚʠʙʦʨʫ ʟʘʣʝʞʠʪʠʤʝ ʝʬʝʢʪʠʚʥʽʩʪʴ ʚʩʽʭ ʥʘʩʪʫʧʥʠʭ 

ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʟʘʭʦʜʽʚ ʽ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ ʚ ʮʽʣʦʤʫ. 

ɼʦʩʣʽʜʞʫʶʯʠ ʪʘ ʫʟʘʛʘʣʴʥʶʶʯʠ ʥʘʫʢʦʚʠʡ ʜʦʨʦʙʦʢ ʚʯʝʥʠʭ, ʘ ʪʘʢʦʞ ʟʚʘʞʘʶʯʠ ʥʘ 

ʪʝ, ʱʦ ʥʘʧʨʷʤʠ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ ʤʦʞʫʪʴ ʢʦʣʠʚʘʪʠʩʷ, ʚʚʘʞʘʻʤʦ, ʱʦ ʧʽʜ ʯʘʩ 

ʘʥʘʣʽʪʠʯʥʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ ʦʙʦʚôʷʟʢʦʚʦ ʤʘʻ ʙʫʪʠ ʚʨʘʭʦʚʘʥʦʶ ʤʦʞʣʠʚʽʩʪʴ ʦʜʝʨʞʘʥʥʷ 

ʢʽʣʴʢʽʩʥʠʭ ʽ ʷʢʽʩʥʠʭ ʧʦʢʘʟʥʠʢʽʚ ʦʮʽʥʶʚʘʥʥʷ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ ʥʘ 

ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʘʭ ʟʘ ʚʠʢʦʨʠʩʪʘʥʥʷ ʽʥʬʦʨʤʘʮʽʡʥʠʭ ʪʝʭʥʦʣʦʛʽʡ. 
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ʉ.ɺ. ʂʦʚʘʣʴʯʫʢ, ʆ.ʄ. ʂʦʚʽʥʴʢʦ, ɯ.ɺ. ʃʽʩʦʚʩʴʢʠʡ. ʈʦʣʴ ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʚ 

ʘʢʪʠʚʽʟʘʮʽʾ ʤʽʞʥʘʨʦʜʥʦʾ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ 
57 

 

ɺʠʚʯʝʥʥʷ ʨʠʥʢʦʚʠʭ ʫʤʦʚ ʤʽʞʥʘʨʦʜʥʦʾ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ 

ʙʘʟʫʻʪʴʩʷ ʥʘ ʚʠʟʥʘʯʝʥʥʷ ʤʽʩʪʢʦʩʪʽ ʽ ʧʦʪʝʥʮʽʘʣʫ ʨʠʥʢʫ ʦʢʨʝʤʠʭ ʨʝʛʽʦʥʽʚ, ʢʨʘʾʥ ʽ 

ʪʝʨʠʪʦʨʽʾ ʚ ʨʦʟʨʽʟʽ ʚʠʜʽʚ ʧʨʦʜʫʢʮʽʾ, ʛʘʣʫʟʝʡ ʽ ʧʽʜʧʨʠʻʤʩʪʚ-ʚʠʨʦʙʥʠʢʽʚ, ʘʥʘʣʽʟ 

ʩʧʽʚʚʽʜʥʦʰʝʥʥʷ ʧʦʧʠʪʫ ʽ ʧʨʦʧʦʟʠʮʽʾ, ʧʦʚʝʜʽʥʢʠ ʩʧʦʞʠʚʘʯʽʚ ʦʢʨʝʤʠʭ ʚʠʜʽʚ ʧʨʦʜʫʢʮʽʾ ʟ 

ʫʨʘʭʫʚʘʥʥʷʤ ʛʘʣʫʟʝʚʦʾ ʧʨʠʥʘʣʝʞʥʦʩʪʽ ʽ ʢʦʥʢʨʝʪʥʠʭ ʬʽʨʤ-ʚʠʨʦʙʥʠʢʽʚ (ʨʠʩ. 1). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ʈʠʩʫʥʦʢ 1 ï ʅʘʧʨʷʤʠ ʤʽʞʥʘʨʦʜʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ 

ɼʞʝʨʝʣʦ: ʨʦʟʨʦʙʢʘ ʘʚʪʦʨʽʚ ʥʘ ʦʩʥʦʚʽ [18, ʉ. 87] 

 

ɿʘʟʥʘʯʝʥʽ ʥʘʧʨʷʤʠ ʤʽʞʥʘʨʦʜʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ ʻ ʧʦʜʽʙʥʠʤʠ ʜʦ 

ʥʘʧʨʷʤʽʚ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ ʥʘ ʚʥʫʪʨʽʰʥʴʦʤʫ ʨʠʥʢʫ, ʧʨʦʪʝ ʚʠʨʽʟʥʷʻ ʾʭ ʪʝ, ʱʦ 

ʧʽʜ ʯʘʩ ʦʨʛʘʥʽʟʘʮʽʾ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚʘ ʥʘ ʟʘʨʫʙʽʞʥʠʭ ʨʠʥʢʘʭ ʦʩʦʙʣʠʚʦ 

ʚʘʞʣʠʚʦ ʜʦʩʣʽʜʞʫʚʘʪʠ ʤʦʞʣʠʚʽ ʧʝʨʩʧʝʢʪʠʚʠ ʨʦʟʚʠʪʢʫ ʢʦʞʥʦʛʦ ʟʘʨʫʙʽʞʥʦʛʦ ʨʠʥʢʫ 

ʦʢʨʝʤʦ [18, ʉ. 87]. 

ɼʦʩʣʽʜʞʝʥʥʷ ʤʽʞʥʘʨʦʜʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʩʝʨʝʜʦʚʠʱʘ ʧʨʠʧʫʩʢʘʻ, ʧʝʨʰ ʟʘ ʚʩʝ, 

ʚʠʚʯʝʥʥʷ ʢʦʥʢʫʨʝʥʪʽʚ ʽ ʧʦʩʝʨʝʜʥʠʢʽʚ, ʤʦʞʣʠʚʦʩʪʝʡ ʚʠʭʦʜʫ ʥʘ ʟʘʨʫʙʽʞʥʠʡ ʨʠʥʦʢ ʟ 

ʫʨʘʭʫʚʘʥʥʷʤ ʧʨʘʚʦʚʦʾ ʙʘʟʠ ʟʜʽʡʩʥʝʥʥʷ ʟʦʚʥʽʰʥʴʦʝʢʦʥʦʤʽʯʥʦʾ ʜʽʷʣʴʥʦʩʪʽ, ʘ ʦʪʞʝ, 

ʚʠʚʯʘʶʯʠ ʟʘʨʫʙʽʞʥʠʡ ʨʠʥʦʢ, ʩʣʽʜ ʩʧʽʚʚʽʜʥʦʩʠʪʠ ʧʝʨʩʧʝʢʪʠʚʠ, ʱʦ ʚʽʜʢʨʠʚʘʶʪʴʩʷ, ʟ 

ʤʦʞʣʠʚʽʩʪʶ ʾʭ ʚʠʢʦʨʠʩʪʘʥʥʷ ʫ ʟʦʚʥʽʰʥʴʦʝʢʦʥʦʤʽʯʥʽʡ ʜʽʷʣʴʥʦʩʪʽ. ɼʣʷ ʮʴʦʛʦ ʥʝʦʙʭʽʜʥʦ 

ʧʨʦʚʦʜʠʪʠ ʘʥʘʣʽʟ ʚʠʨʦʙʥʠʯʦʾ ʽ ʢʦʤʝʨʮʽʡʥʦʾ ʜʽʷʣʴʥʦʩʪʽ ʬʽʨʤʠ, ʚʠʟʥʘʯʘʪʠ ʨʽʚʝʥʴ 

ʢʦʥʢʫʨʝʥʪʦʩʧʨʦʤʦʞʥʦʩʪʽ ʧʨʦʜʫʢʮʽʾ ʽ ʬʽʨʤʠ ʪʘ ʟ ʫʨʘʭʫʚʘʥʥʷʤ ʮʴʦʛʦ ʦʮʽʥʶʚʘʪʠ 

ʤʦʞʣʠʚʦʩʪʽ ʥʘ ʟʘʨʫʙʽʞʥʦʤʫ ʨʠʥʢʫ, ʱʦ ʜʦʩʣʽʜʞʫʻʪʴʩʷ [18, ʉ. 87]. 

ʇʦʛʦʜʞʫʶʯʠʩʴ ʟ ʪʘʢʠʤʠ ʥʘʫʢʦʚʠʤʠ ʧʦʛʣʷʜʘʤʠ, ʚʚʘʞʘʻʤʦ, ʱʦ ʪʘʢʠʡ ʘʥʘʣʽʟ ʤʘʻ 

ʟʜʽʡʩʥʶʚʘʪʠʩʷ ʦʧʝʨʘʪʠʚʥʦ ʽ ʥʘ ʥʘʣʝʞʥʦʤʫ ʨʽʚʥʽ ʜʣʷ ʪʦʛʦ, ʱʦʙ ʚʯʘʩʥʦ ʚʠʷʚʣʷʪʠ ʩʣʘʙʢʽ ʽ 

ʩʠʣʴʥʽ ʩʪʦʨʦʥʠ ʬʽʨʤʠ ʚ ʜʘʥʽʡ ʢʨʘʾʥʽ, ʘ ʪʘʢʦʞ ʚʠʟʥʘʯʘʪʠ ʤʦʞʣʠʚʦʩʪʽ ʽ ʟʘʛʨʦʟʠ ʚ 

ʤʽʞʥʘʨʦʜʥʦʤʫ ʤʘʨʢʝʪʠʥʛʦʚʦʤʫ ʩʝʨʝʜʦʚʠʱʽ. 
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- ʤʽʩʪʢʽʩʪʴ ʨʠʥʢʫ,  

- ʧʦʪʝʥʮʽʘʣ ʨʠʥʢʫ, 

- ʩʧʽʚʚʽʜʥʦʰʝʥʥʷ ʧʦʧʠʪʫ ʽ ʧʨʦʧʦʟʠʮʽʾ, 

- ʧʦʚʝʜʽʥʢʘ ʧʦʢʫʧʮʽʚ ʽ/ʘʙʦ ʩʧʦʞʠʚʘʯʽʚ, 

- ʧʝʨʩʧʝʢʪʠʚʠ ʨʦʟʚʠʪʢʫ ʨʠʥʢʫ. 

ɺʠʚʯʝʥʥʷ ʨʠʥʢʦʚʠʭ 

ʤʦʞʣʠʚʦʩʪʝʡ 

- ʥʘʷʚʥʠʡ ʨʽʚʝʥʴ ʢʦʥʢʫʨʝʥʮʽʾ, 

- ʜʦʩʪʫʧʥʽʩʪʴ ʢʘʥʘʣʽʚ ʨʦʟʧʦʜʽʣʫ, 

- ʧʨʠʡʥʷʪʥʽʩʪʴ ʬʘʢʪʦʨʽʚ ʤʘʢʨʦʨʽʚʥʷ, 

- ʧʨʘʚʦʚʝ ʩʝʨʝʜʦʚʠʱʝ ʤʽʞʥʘʨʦʜʥʦʛʦ 

ʤʘʨʢʝʪʠʥʛʫ. 

ɺʠʚʯʝʥʥʷ 

ʩʝʨʝʜʦʚʠʱʘ 

ʤʽʞʥʘʨʦʜʥʦʛʦ 

ʤʘʨʢʝʪʠʥʛʫ 

ɺʠʟʥʘʯʝʥʥʷ 

ʧʦʪʝʥʮʽʡʥʠʭ 

ʤʦʞʣʠʚʦʩʪʝʡ 

ʧʽʜʧʨʠʻʤʩʪʚʘ  

- ʘʥʘʣʽʟ ʛʦʩʧʦʜʘʨʩʴʢʦʾ ʜʽʷʣʴʥʦʩʪʽ, 

- ʘʥʘʣʽʟ ʢʦʤʝʨʮʽʡʥʦʾ ʜʽʷʣʴʥʦʩʪʽ, 

- ʘʥʘʣʽʟ ʢʦʥʢʫʨʝʥʪʦʩʧʨʦʤʦʞʥʦʩʪʽ, 

- ʦʮʽʥʢʘ ʤʦʞʣʠʚʦʩʪʝʡ ʬʽʨʤʠ. 
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ɸ.ɺ. ʌʝʜʦʨʯʝʥʢʦ ʚʠʟʥʘʯʘʻ, ʱʦ ʤʘʨʢʝʪʠʥʛʦʚʽ ʜʦʩʣʽʜʞʝʥʥʷ ʥʝʤʦʞʣʠʚʦ 

ʟʜʽʡʩʥʶʚʘʪʠ ʩʧʦʥʪʘʥʥʦ, ʘʜʞʝ ʨʠʥʢʦʚʘ ʨʽʚʥʦʚʘʛʘ ʟʘ ʩʚʦʻʶ ʧʨʠʨʦʜʦʶ ʻ ʧʝʚʥʦʶ ʥʘʫʢʦʚʦʶ 

ʘʙʩʪʨʘʢʮʽʻʶ. ʊʦʤʫ ʧʽʜˇʨʫʥʪʷʤ ʜʣʷ ʧʨʦʚʝʜʝʥʥʷ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ ʚʽʥ ʚʚʘʞʘʻ 

ʧʨʦʮʝʩʥʠʡ ʧʽʜʭʽʜ, ʷʢʠʡ ʜʘʻ ʟʤʦʛʫ ʘʥʘʣʽʟʫʚʘʪʠ ʨʠʥʢʦʚʽ ʧʨʦʮʝʩʠ ʪʘ ʚʟʘʻʤʦʟʚôʷʟʢʠ ʾʭ 

ʦʢʨʝʤʠʭ ʯʠʥʥʠʢʽʚ ʫ ʜʠʥʘʤʽʮʽ ʽ ʚʠʩʪʫʧʘʻ ʦʜʥʠʤ ʽʟ ʛʦʣʦʚʥʠʭ ʧʨʠʥʮʠʧʽʚ ʤʘʨʢʝʪʠʥʛʦʚʠʭ 

ʜʦʩʣʽʜʞʝʥʴ [19, ʉ. 69]. ʇʦʛʦʜʞʫʶʯʠʩʴ ʽʟ ʮʠʤ ʚ ʮʽʣʦʤʫ, ʚʚʘʞʘʻʤʦ, ʱʦ ʧʨʠʥʮʠʧ 

ʝʢʦʥʦʤʽʯʥʦʩʪʽ ʤʘʻ ʚʠʩʪʫʧʘʪʠ ʛʦʣʦʚʥʠʤ, ʘʜʞʝ ʝʬʝʢʪʠʚʥʽʩʪʴ ʧʨʦʚʝʜʝʥʥʷ ʤʽʞʥʘʨʦʜʥʠʭ 

ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ ʙʝʟʧʦʩʝʨʝʜʥʴʦ ʚʧʣʠʚʘʻ ʥʘ ʧʨʦʮʝʩ ʧʨʠʡʥʷʪʪʷ ʨʽʰʝʥʥʷ ʱʦʜʦ 

ʚʠʭʦʜʫ ʥʘ ʥʦʚʽ ʟʘʨʫʙʽʞʥʽ ʨʠʥʢʠ. 

ʅ. ʂ. ʄʦʡʩʝʻʚʘ ʚʚʘʞʘʻ, ʱʦ ʪʨʘʥʩʬʦʨʤʘʮʽʷ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʚ ʫʤʦʚʘʭ ʨʠʥʢʦʚʦʾ 

ʥʝʩʪʘʙʽʣʴʥʦʩʪʽ ʚʠʤʘʛʘʻ ʩʪʚʦʨʝʥʥʷ ʥʦʚʠʭ ʧʦʛʣʷʜʽʚ ʥʘ ʦʨʛʘʥʽʟʘʮʽʶ ʤʽʞʥʘʨʦʜʥʠʭ 

ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ ʪʘ ʚʠʦʢʨʝʤʣʶʻ ʧʨʠʥʮʠʧʠ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ 

ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʽʚ: ʛʥʫʯʢʦʩʪʽ ʝʣʝʤʝʥʪʽʚ ʢʦʤʧʣʝʢʩʫ ʤʘʨʢʝʪʠʥʛʫ, ʩʠʩʪʝʤʥʦʩʪʽ ʧʽʜ ʯʘʩ 

ʚʠʚʯʝʥʥʷ ʦʙʤʝʞʝʥʴ ʚʝʜʝʥʥʷ ʙʽʟʥʝʩʫ, ʪʨʫʜʦʤʽʩʪʢʦʩʪʽ ʧʨʠ ʚʠʚʯʝʥʥʽ ʽʥʬʦʨʤʘʮʽʾ (ʨʠʩ. 2) 

[20, ʉ. 27]. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ʈʠʩʫʥʦʢ 2 ï ʆʩʥʦʚʥʽ ʧʨʠʥʮʠʧʠ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʽʚ 

ɼʞʝʨʝʣʦ: ʨʦʟʨʦʙʢʘ ʘʚʪʦʨʽʚ ʥʘ ʦʩʥʦʚʽ [20, ʉ. 27] 

 

ɿ ʤʝʪʦʶ ʙʽʣʴʰ ʯʽʪʢʦʛʦ ʨʦʟʫʤʽʥʥʷ ʭʘʨʘʢʪʝʨʠʩʪʠʢʠ ʤʽʞʥʘʨʦʜʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ 

ʜʦʩʣʽʜʞʝʥʴ ʽ ʧʦʜʘʣʴʰʦʛʦ ʾʭ ʧʨʘʢʪʠʯʥʦʛʦ ʟʘʩʪʦʩʫʚʘʥʥʷ, ʟʜʽʡʩʥʝʥʦ ʫʟʘʛʘʣʴʥʝʥʥʷ 

ʽʩʥʫʶʯʠʭ ʥʘʫʢʦʚʠʭ ʧʽʜʭʦʜʽʚ, ʘ ʪʘʢʦʞ ʟʘʧʨʦʧʦʥʦʚʘʥʦ ʟʘʩʪʦʩʫʚʘʥʥʷ ʩʠʩʪʝʤʥʦʛʦ ʧʽʜʭʦʜʫ 

ʜʦ ʧʨʦʚʝʜʝʥʥʷ ʤʽʞʥʘʨʦʜʥʦʛʦ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʜʦʩʣʽʜʞʝʥʥʷ ʩʪʨʫʢʪʫʨʠ ʪʘ ʦʩʦʙʣʠʚʦʩʪʝʡ 

ʬʫʥʢʮʽʦʥʫʚʘʥʥʷ ʟʘʨʫʙʽʞʥʠʭ ʨʠʥʢʽʚ, ʱʦ ʧʝʨʝʜʙʘʯʘʻ ʧʨʦʚʝʜʝʥʥʷ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʘʥʘʣʽʟʫ 

ʩʝʨʝʜʦʚʠʱʘ, ʧʦʧʠʪʫ, ʢʦʥʢʫʨʝʥʮʽʾ, ʧʦʩʝʨʝʜʥʠʢʽʚ.  

ɿʘ ʪʘʢʦʛʦ ʙʘʯʝʥʥʷ, ʤʘʨʢʝʪʠʥʛʦʚʠʡ ʘʥʘʣʽʟ ʩʝʨʝʜʦʚʠʱʘ ʧʦʯʠʥʘʻʪʴʩʷ ʟ ʚʠʷʚʣʝʥʥʷ 

ʧʨʽʦʨʠʪʝʪʥʠʭ ʥʘʧʨʷʤʽʚ ʟʙʠʨʘʥʥʷ ʽʥʬʦʨʤʘʮʽʾ ʚ ʟʘʢʦʥʦʜʘʚʯʽʡ ʪʘ ʘʜʤʽʥʽʩʪʨʘʪʠʚʥʽʡ ʩʬʝʨʽ. 

ɸʥʘʣʽʟʫʶʯʠ ʧʦʧʠʪ, ʬʘʭʽʚʮʽ ʟ ʤʘʨʢʝʪʠʥʛʫ ʚʨʘʭʦʚʫʶʪʴ, ʥʘʩʘʤʧʝʨʝʜ, ʦʩʦʙʣʠʚʦʩʪʽ ʧʦʢʫʧʢʠ 

ʟʘʩʦʙʽʚ ʚʠʨʦʙʥʠʮʪʚʘ ʪʘ ʧʨʝʜʤʝʪʽʚ ʩʧʦʞʠʚʘʥʥʷ, ʫ ʮʴʦʤʫ ʚʠʧʘʜʢʫ ʤʝʪʦʶ ʤʘʨʢʝʪʠʥʛʦʚʠʭ 

ʜʦʩʣʽʜʞʝʥʴ ʻ ʚʩʪʘʥʦʚʣʝʥʥʷ ʦʩʥʦʚʥʠʭ ʦʨʽʻʥʪʠʨʽʚ ʜʣʷ ʧʨʘʮʽʚʥʠʢʽʚ, ʷʢʽ ʙʫʜʫʪʴ 

ʙʝʟʧʦʩʝʨʝʜʥʴʦ ʟʜʽʡʩʥʶʚʘʪʠ ʚʠʭʽʜ ʥʘ ʨʠʥʦʢ ʜʘʥʦʾ ʢʨʘʾʥʠ. 

ɽʬʝʢʪʠʚʥʘ ʨʦʙʦʪʘ ʥʘ ʟʦʚʥʽʰʥʴʦʤʫ ʨʠʥʢʫ ʥʝʤʦʞʣʠʚʘ ʙʝʟ ʪʚʦʨʯʦʛʦ ʽ ʛʥʫʯʢʦʛʦ 

ʚʠʢʦʨʠʩʪʘʥʥʷ ʢʦʤʧʣʝʢʩʫ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʤʝʪʦʜʽʚ, ʧʨʘʚʠʣʴʥʦʛʦ ʚʠʙʦʨʫ 

ʨʦʟʧʦʜʽʣʴʯʦʾ ʦʨʛʘʥʽʟʘʮʽʾ, ʢʦʥʪʨʦʣʶ ʟʘ ʨʦʙʦʪʦʶ ʪʦʨʛʦʚʠʭ ʧʨʝʜʩʪʘʚʥʠʢʽʚ, 

ʚʠʙʦʨʫ ʽ ʟʘʩʪʦʩʫʚʘʥʥʷ ʨʽʟʥʠʭ ʤʝʪʦʜʽʚ ʩʪʠʤʫʣʶʚʘʥʥʷ ʧʨʦʜʘʞʫ, ʜʽʣʦʚʦʾ 

ʜʽʷʣʴʥʦʩʪʽ, ʨʝʢʣʘʤʠ. 

ʈʝʟʫʣʴʪʘʪʠ ʟʦʚʥʽʰʥʴʦʝʢʦʥʦʤʽʯʥʦʾ ʜʽʷʣʴʥʦʩʪʽ ʟʘʣʝʞʘʪʴ ʚʽʜ ʩʠʩʪʝʤʘʪʠʯʥʦʛʦ ʽ 

ʩʠʩʪʝʤʥʦʛʦ ʚʠʚʯʝʥʥʷ ʟʦʚʥʽʰʥʴʦʛʦ ʩʝʨʝʜʦʚʠʱʘ ʤʘʨʢʝʪʠʥʛʫ, ʚʢʣʶʯʘʶʯʠ 

ʦʩʦʙʣʠʚʦʩʪʽ ʜʽʶʯʦʛʦ ʟʘʢʦʥʦʜʘʚʩʪʚʘ, ʟʘʢʦʥʦʜʘʚʯʽ ʦʙʤʝʞʝʥʥʷ, ʤʽʞʥʘʨʦʜʥʽ 

ʧʨʘʚʠʣʘ, ʩʦʮʽʘʣʴʥʦ-ʢʫʣʴʪʫʨʥʝ ʩʝʨʝʜʦʚʠʱʝ, ʟʚʠʯʘʾ, ʧʨʘʚʠʣʘ ʚʘʣʶʪʥʦ-

ʬʽʥʘʥʩʦʚʠʭ ʨʦʟʨʘʭʫʥʢʽʚ, ʧʦʣʽʪʠʢʫ. 

ɺʠʚʯʝʥʥʷ ʟʦʚʥʽʰʥʽʭ ʨʠʥʢʽʚ, ʾʭ ʤʦʞʣʠʚʦʩʪʝʡ ʪʨʫʜʦʤʽʩʪʢʝ ʽ ʩʢʣʘʜʥʝ, ʦʩʢʽʣʴʢʠ 

ʚʠʤʘʛʘʻ ʚʠʚʯʝʥʥʷ ʙʽʣʴʰʦʾ ʢʽʣʴʢʦʩʪʽ ʽʥʬʦʨʤʘʮʽʾ ʟ ʨʽʟʥʠʭ ʜʞʝʨʝʣ. 
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ʉ.ɺ. ʂʦʚʘʣʴʯʫʢ, ʆ.ʄ. ʂʦʚʽʥʴʢʦ, ɯ.ɺ. ʃʽʩʦʚʩʴʢʠʡ. ʈʦʣʴ ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʚ 

ʘʢʪʠʚʽʟʘʮʽʾ ʤʽʞʥʘʨʦʜʥʦʾ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ 
59 

 

ɸʥʘʣʽʟ ʢʦʥʢʫʨʝʥʮʽʾ ʤʦʞʝ ʟʥʘʯʥʦ ʫʩʢʣʘʜʥʠʪʠʩʷ ʯʝʨʝʟ ʚʽʜʩʫʪʥʽʩʪʴ ʜʦʩʪʦʚʽʨʥʦʾ 

ʽʥʬʦʨʤʘʮʽʾ, ʘ ʪʘʢʦʞ ʷʢʱʦ ʚʽʥ ʙʫʜʝ ʙʘʟʫʚʘʪʠʩʴ ʪʽʣʴʢʠ ʥʘ ʦʮʽʥʢʘʭ ʟʘʤʦʚʥʠʢʽʚ, ʧʘʨʪʥʝʨʽʚ. 

ʇʨʠ ʮʴʦʤʫ ʚʘʨʪʦ ʚʨʘʭʦʚʫʚʘʪʠ, ʱʦ ʤʽʩʮʝʚʠʡ ʢʦʥʢʫʨʝʥʪ ʚ ʦʜʥʽʡ ʢʨʘʾʥʽ ʤʦʞʝ ʤʘʪʠ 

ʧʝʨʝʚʘʛʠ ʧʝʨʝʜ ʽʥʦʟʝʤʥʠʤ, ʘ ʚ ʽʥʰʽʡ ʚʠʷʚʠʪʠʩʷ ʫ ʥʝʚʠʛʽʜʥʦʤʫ ʩʪʘʥʦʚʠʱʽ, ʱʦ ʤʦʞʝ ʙʫʪʠ 

ʧʦʚôʷʟʘʥʦ ʟ ʧʘʪʨʽʦʪʠʟʤʦʤ ʤʽʩʮʝʚʠʭ ʧʦʢʫʧʮʽʚ, ʷʢʽ ʧʨʘʛʥʫʪʴ ʧʽʜʪʨʠʤʘʪʠ ʚʣʘʩʥʠʭ 

ʧʽʜʧʨʠʻʤʮʽʚ. 

ɸʥʘʣʽʟ ʧʦʩʝʨʝʜʥʠʢʽʚ ʜʦʟʚʦʣʷʻ ʢʨʘʱʝ ʫʩʚʽʜʦʤʠʪʠ ʨʦʣʴ ʫ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʪʠʭ, 

ʭʪʦ ʟʘʡʥʷʪʠʡ ʷʢ ʨʝʘʣʽʟʘʮʽʻʶ ʪʦʚʘʨʽʚ ʯʠ ʧʦʩʣʫʛ (ʜʠʩʪʨʠʙôʶʪʦʨʠ), ʪʘʢ ʽ ʨʦʟʨʦʙʢʦʶ 

ʥʦʨʤʘʪʠʚʥʦïʪʝʭʥʽʯʥʦʾ ʜʦʢʫʤʝʥʪʘʮʽʾ ʥʘ ʾʭ ʚʠʨʦʙʥʠʮʪʚʦ. ʂʽʣʴʢʽʩʪʴ ʧʦʩʝʨʝʜʥʠʢʽʚ ʤʝʨʝʞʽ 

ʤʦʞʝ ʟʥʘʯʥʦ ʢʦʣʠʚʘʪʠʩʷ ʚ ʨʽʟʥʠʭ ʢʨʘʾʥʘʭ, ʪʘʢ: ʜʣʷ ʪʦʚʘʨʽʚ ʤʘʩʦʚʦʛʦ ʧʦʧʠʪʫ ʚ ʗʧʦʥʽʾ ʾʭ 

ʥʘʣʽʯʫʻʪʴʩʷ 3ï4, ʫ ʌʨʘʥʮʽʾ ʾʭ ʢʽʣʴʢʽʩʪʴ ʥʘʙʣʠʞʘʻʪʴʩʷ ʜʦ 1, ʫ ʉʐɸ ʨʦʣʴ ʧʦʩʝʨʝʜʥʠʢʽʚ 

ʟʘʣʠʰʘʻʪʴʩʷ ʚʠʨʽʰʘʣʴʥʦʶ [21, ʉ. 493], ʚʽʜ ʨʦʙʦʪʠ ʧʦʩʝʨʝʜʥʠʢʽʚ ʟʘʣʝʞʠʪʴ ʝʬʝʢʪʠʚʥʽʩʪʴ 

ʧʽʜʛʦʪʦʚʢʠ ʪʘ ʧʽʜʧʠʩʘʥʥʷ ʫʛʦʜ ʥʘ ʟʘʨʫʙʽʞʥʠʭ ʨʠʥʢʘʭ. 

ɿʘʩʪʦʩʫʚʘʥʥʷ ʩʠʩʪʝʤʥʦʛʦ ʧʽʜʭʦʜʫ ʫ ʤʽʞʥʘʨʦʜʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʥʷʭ 

ʟʘʣʝʞʠʪʴ ʚʽʜ ʨʦʟʨʦʙʢʠ ʚʽʜʧʦʚʽʜʥʦʛʦ ʤʝʪʦʜʠʯʥʦʛʦ ʽʥʬʦʨʤʘʮʽʡʥʦʛʦ ʟʘʙʝʟʧʝʯʝʥʥʷ ʟʘ 

ʤʝʞʘʤʠ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ. ʇʨʠ ʮʴʦʤʫ ʤʘʶʪʴ ʚʨʘʭʦʚʫʚʘʪʠʩʷ ʨʽʟʥʽ 

ʧʨʦʙʣʝʤʠ, ʟ ʷʢʠʤʠ ʟʫʩʪʨʽʯʘʶʪʴʩʷ ʧʽʜʧʨʠʻʤʩʪʚʘ ʧʨʠ ʚʠʭʦʜʽ ʥʘ ʟʦʚʥʽʰʥʽʡ ʨʠʥʦʢ, 

ʥʘʷʚʥʽʩʪʴ ʪʘʢʠʭ ʩʠʪʫʘʮʽʡ, ʟ ʷʢʠʤʠ ʮʽ ʧʽʜʧʨʠʻʤʩʪʚʘ ʥʝ ʤʘʣʠ ʩʧʨʘʚʫ ʨʘʥʽʰʝ ʥʘ 

ʚʥʫʪʨʽʰʥʴʦʤʫ ʨʠʥʢʫ. ɼʣʷ ʾʭ ʦʮʽʥʶʚʘʥʥʷ ʥʝʦʙʭʽʜʥʘ ʽʥʬʦʨʤʘʮʽʷ, ʦʪʨʠʤʘʥʘ ʽʟ ʟʦʚʥʽʰʥʽʭ 

ʜʞʝʨʝʣ. ʋ ʟʚôʷʟʢʫ ʽʟ ʮʠʤ ʚʠʥʠʢʘʶʪʴ ʜʚʽ ʧʨʦʙʣʝʤʠ: ʧʝʨʰʘ ʟʥʘʡʪʠ ʬʘʭʽʚʮʽʚ ʟ ʦʨʛʘʥʽʟʘʮʽʾ 

ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʫ ʚʽʜʧʦʚʽʜʥʠʭ ʢʨʘʾʥʘʭ, ʘ ʜʨʫʛʘ ï ʦʪʨʠʤʘʪʠ ʚʽʜ ʬʘʭʽʚʮʽʚ ʽʟ ʟʘʨʫʙʽʞʥʠʭ 

ʢʨʘʾʥ ʚʽʜʧʦʚʽʜʥʫ ʽʥʬʦʨʤʘʮʽʶ. 

ʇʽʜ ʯʘʩ ʧʨʦʚʝʜʝʥʥʷ ʤʽʞʥʘʨʦʜʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ ʧʽʜʧʨʠʻʤʩʪʚʦ 

ʦʙôʻʜʥʫʻ ʢʦʤʝʨʮʽʡʥʫ ʧʨʦʧʦʟʠʮʽʶ ʟ ʽʩʥʫʶʯʠʤ ʧʦʧʠʪʦʤ ʚ ʫʤʦʚʘʭ ʯʦʪʠʨʴʦʭ ʚʠʜʽʚ 

ʩʝʨʝʜʦʚʠʱ: ʟʘʢʦʥʦʜʘʚʯʦʛʦ, ʝʢʦʥʦʤʽʯʥʦʛʦ, ʩʦʮʽʦʢʫʣʴʪʫʨʥʦʛʦ, ʪʝʭʥʽʯʥʦʛʦ. ʋʩʝʨʝʜʠʥʽ ʮʠʭ 

ʩʝʨʝʜʦʚʠʱ ʧʽʜʧʨʠʻʤʩʪʚʦ ʚʟʘʻʤʦʜʽʻ ʷʢ ʟ ʤʽʩʮʝʚʠʤʠ, ʪʘʢ ʽ ʟ ʽʥʦʟʝʤʥʠʤʠ ʢʦʥʪʨʘʛʝʥʪʘʤʠ, 

ʩʢʣʘʜʘʶʯʠ ʾʤ ʢʦʥʢʫʨʝʥʮʽʶ, ʘ ʪʘʢʦʞ ʜʠʩʪʨʠʙôʶʪʦʨʘʤʠ ʪʘ ʦʨʛʘʥʽʟʘʮʽʷʤʠ, ʱʦ ʟʜʽʡʩʥʶʶʪʴ 

ʢʦʥʪʨʦʣʴ ʟʘ ʛʦʩʧʦʜʘʨʩʴʢʦʶ ʜʽʷʣʴʥʽʩʪʶ ʽʥʦʟʝʤʥʠʭ ʬʽʨʤ. ɼʣʷ ʫʩʧʽʰʥʦʾ ʨʦʙʦʪʠ ʥʘ 

ʟʦʚʥʽʰʥʴʦʤʫ ʨʠʥʢʫ ʧʽʜʧʨʠʻʤʩʪʚʫ ʜʦʚʦʜʠʪʴʩʷ ʧʦʩʪʽʡʥʦ ʚʠʚʯʘʪʠ, ʷʢ ʟʤʽʥʶʶʪʴʩʷ ʫʤʦʚʠ 

ʟʦʚʥʽʰʥʴʦʛʦ ʩʝʨʝʜʦʚʠʱʘ ʪʘ ʜʽʾ ʚʩʽʭ ʫʯʘʩʥʠʢʽʚ ʨʠʥʢʫ. 

ʇʝʨʝʰʢʦʜʠ ʥʘ ʟʦʚʥʽʰʥʴʦʤʫ ʨʠʥʢʫ ʤʦʞʫʪʴ ʚʠʥʠʢʥʫʪʠ ʯʝʨʝʟ ʥʝʦʯʽʢʫʚʘʥʽ 

ʧʨʠʯʠʥʠ, ʯʘʩʪʦ ʧʦʚôʷʟʘʥʽ ʟ ʙʽʟʥʝʩ-ʢʫʣʴʪʫʨʦʶ ʪʘ ʪʨʘʜʠʮʽʷʤʠ ʩʧʦʞʠʚʘʥʥʷ ʽʤʧʦʨʪʥʠʭ 

ʪʦʚʘʨʽʚ ʚ ʦʢʨʝʤʠʭ ʢʨʘʾʥʘʭ, ʽ ʥʝ ʟʘʚʞʜʠ ʤʦʞʫʪʴ ʙʫʪʠ ʟʘʬʽʢʩʦʚʘʥʠʤʠ ʤʘʨʢʝʪʠʥʛʦʚʦʶ 

ʽʥʬʦʨʤʘʮʽʡʥʦʶ ʩʠʩʪʝʤʦʶ. 

ʇʽʜ ʯʘʩ ʜʦʩʣʽʜʞʝʥʥʷ ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʽʚ ʧʽʜʧʨʠʻʤʩʪʚʘ ʤʦʞʫʪʴ ʪʘʢʦʞ ʟʘʟʥʘʚʘʪʠ 

ʪʨʫʜʥʦʱʽʚ ʟʽ ʟʙʠʨʘʥʥʷʤ ʽʥʬʦʨʤʘʮʽʾ, ʧʨʠʯʦʤʫ ʯʘʩʪʦ ʤʝʪʦʜʠ ʧʽʜʛʦʪʦʚʢʠ ʜʘʥʠʭ ʜʣʷ 

ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʦʩʣʽʜʞʝʥʴ, ʷʢʽ ʜʦʚʝʣʠ ʝʬʝʢʪʠʚʥʽʩʪʴ ʫ ʤʘʪʝʨʠʥʩʴʢʽʡ ʢʨʘʾʥʽ, ʚʠʷʚʣʷʶʪʴʩʷ 

ʟʦʚʩʽʤ ʥʝ ʝʬʝʢʪʠʚʥʠʤʠ ʜʣʷ ʟʘʨʫʙʽʞʥʠʭ. ʋ ʭʦʜʽ ʟʙʠʨʘʥʥʷ ʥʝʦʙʭʽʜʥʦʾ ʽʥʬʦʨʤʘʮʽʾ 

ʧʽʜʧʨʠʻʤʩʪʚʦ ʤʦʞʝ ʟʽʰʪʦʚʭʥʫʪʠʩʷ ʟ ʩʠʪʫʘʮʽʻʶ, ʢʦʣʠ ʥʝʦʙʭʽʜʥʘ ʽʥʬʦʨʤʘʮʽʷ ʧʨʦ ʪʦʚʘʨʠ, 

ʧʦʪʝʥʮʽʡʥʠʭ ʩʧʦʞʠʚʘʯʽʚ ʽ ʢʦʥʢʫʨʝʥʪʽʚ ʚʟʘʛʘʣʽ ʚʽʜʩʫʪʥʷ. ʇʦʜʽʙʥʘ ʩʠʪʫʘʮʽʷ ʻ 

ʭʘʨʘʢʪʝʨʥʦʶ ʜʣʷ ʙʘʛʘʪʴʦʭ ʢʨʘʾʥ, ʱʦ ʨʦʟʚʠʚʘʶʪʴʩʷ, çʥʦʚʠʭ ʽʥʜʫʩʪʨʽʘʣʴʥʠʭ ʢʨʘʾʥè (ʅɯʂ: 

ʥʠʟʢʘ ʢʨʘʾʥ ɸʟʽʾ ʪʘ ɸʤʝʨʠʢʠ, ʷʢʽ ʭʘʨʘʢʪʝʨʠʟʫʶʪʴʩʷ ʚʠʩʦʢʠʤʠ ʪʝʤʧʘʤʠ ʝʢʦʥʦʤʽʯʥʦʛʦ 

ʟʨʦʩʪʘʥʥʷ) [22]. 

ɺʽʜʩʫʪʥʽʩʪʴ ʩʪʘʪʠʩʪʠʯʥʦʾ ʽʥʬʦʨʤʘʮʽʾ ʘʙʦ ʾʾ ʥʝʥʘʜʽʡʥʽʩʪʴ ʤʦʞʝ ʢʦʤʧʝʥʩʫʚʘʪʠʩʷ 

ʧʨʦʚʝʜʝʥʥʷʤ ʦʧʠʪʫʚʘʥʴ ʚ ʩʝʨʝʜʠʥʽ ʟʘʨʫʙʽʞʥʠʭ ʢʨʘʾʥ. ʇʨʠ ʮʴʦʤʫ ʬʘʭʽʚʮʽ ʟ ʤʘʨʢʝʪʠʥʛʫ 

ʟʫʩʪʨʽʯʘʶʪʴʩʷ ʽʟ ʧʨʦʙʣʝʤʘʤʠ ʧʨʘʚʦʚʦʛʦ ʪʘ ʤʦʚʥʦʛʦ ʭʘʨʘʢʪʝʨʫ, ʘ ʪʘʢʦʞ ʩʪʘʚʣʝʥʥʷʤ 

ʨʝʩʧʦʥʜʝʥʪʽʚ ʜʦ ʪʠʭ, ʭʪʦ ʧʨʦʚʦʜʠʪʴ ʦʧʠʪʫʚʘʥʥʷ. ʋ ʧʝʚʥʠʭ ʢʨʘʾʥʘʭ ʚʠʚʯʝʥʥʷ ʨʠʥʢʫ 

ʧʨʘʮʽʚʥʠʢʘʤʠ ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʩʣʫʞʙ ʧʽʜʧʨʠʻʤʩʪʚ ʘʙʦ ʾʭ ʧʨʝʜʩʪʘʚʥʠʢʘʤʠ ʥʘ ʤʽʩʮʷʭ 

ʤʦʞʝ ʟʜʽʡʩʥʶʚʘʪʠʩʷ ʧʽʜ ʯʘʩ ʦʜʝʨʞʘʥʥʷ ʩʧʝʮʽʘʣʴʥʦʛʦ ʜʦʟʚʦʣʫ ʦʨʛʘʥʽʚ ʤʽʩʮʝʚʦʾ ʚʣʘʜʠ. 
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ʇʨʦʪʝ, ʙʽʣʴʰʽʩʪʴ ʧʨʦʙʣʝʤ, ʧʦʚôʷʟʘʥʠʭ ʽʟ ʜʦʩʪʫʧʦʤ ʪʘ ʦʪʨʠʤʘʥʥʷʤ ʜʦʩʪʦʚʽʨʥʦʾ 

ʽʥʬʦʨʤʘʮʽʾ ʧʨʦ ʩʪʘʥ ʪʘ ʧʝʨʩʧʝʢʪʠʚʠ ʨʦʟʚʠʪʢʫ ʚʩʽʭ ʩʚʽʪʦʚʠʭ ʨʠʥʢʽʚ, ʚʠʨʽʰʫʶʪʴʩʷ 

ʟʘʚʜʷʢʠ ʙʫʨʭʣʠʚʦʤʫ ʨʦʟʚʠʪʢʫ ʥʦʚʽʪʥʽʭ ʽʥʬʦʨʤʘʮʽʡʥʠʭ ʪʝʭʥʦʣʦʛʽʡ, ʱʦ ʩʧʨʠʷʣʦ ʧʦʯʘʪʢʫ 

ʥʦʚʦʛʦ ʝʪʘʧʫ ʨʦʟʚʠʪʢʫ ʪʝʦʨʽʾ ʤʽʞʥʘʨʦʜʥʦʛʦ ʤʘʨʢʝʪʠʥʛʫ, ʘ ʩʘʤʝ ï ʟʘʩʪʦʩʫʚʘʥʥʶ 

ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʚ ʤʽʞʥʘʨʦʜʥʽʡ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʚʽʪʯʠʟʥʷʥʠʭ ʧʽʜʧʨʠʻʤʩʪʚ-

ʫʯʘʩʥʠʢʽʚ ʟʦʚʥʽʰʥʴʦ-ʝʢʦʥʦʤʽʯʥʠʭ ʚʽʜʥʦʩʠʥ. 

ʅʘʨʘʟʽ, ʛʣʦʙʘʣʴʥʘ ʢʦʤʧôʶʪʝʨʥʘ ʤʝʨʝʞʘ ʧʣʘʥʝʪʘʨʥʦʛʦ ʤʘʩʰʪʘʙʫ ï ɯʥʪʝʨʥʝʪ 

ʰʚʠʜʢʦ ʟʙʠʨʘʻ, ʦʧʝʨʘʪʠʚʥʦ ʦʙʨʦʙʣʷʻ ʽ ʤʘʡʞʝ ʦʜʥʦʯʘʩʥʦ ʨʦʟʧʦʚʩʶʜʞʫʻ ʥʘʜʟʚʠʯʘʡʥʦ 

ʚʝʣʠʢʠʡ ʦʙʩʷʛ ʥʘʡʨʽʟʥʦʤʘʥʽʪʥʽʰʦʾ ʽʥʬʦʨʤʘʮʽʾ ʧʨʘʢʪʠʯʥʦ ʙʝʟʢʦʥʪʨʦʣʴʥʦ ʟʥʘʯʥʽʡ 

ʢʽʣʴʢʦʩʪʽ ʢʦʨʠʩʪʫʚʘʯʽʚ. ɯʥʬʦʨʤʘʮʽʷ, ʧʝʨʝʜʘʥʘ ʯʝʨʝʟ ɯʥʪʝʨʥʝʪ, ʤʠʪʪʻʚʦ ʧʨʦʭʦʜʠʪʴ ʪʠʩʷʯʽ 

ʢʽʣʦʤʝʪʨʽʚ, ʜʦʣʘʻ ʜʝʨʞʘʚʥʽ ʢʦʨʜʦʥʠ ʽ ʟʘʙʝʟʧʝʯʫʻ ʰʠʨʦʢʝ ʚʠʢʦʨʠʩʪʘʥʥʷ ʤʦʞʣʠʚʦʩʪʝʡ 

ʤʫʣʴʪʠʤʝʜʽʘ. 

ʆʩʥʦʚʥʠʤ ʟʘʚʜʘʥʥʷʤ ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʚ ʤʽʞʥʘʨʦʜʥʽʡ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ 

ʚʽʪʯʠʟʥʷʥʠʭ ʧʽʜʧʨʠʻʤʩʪʚ ʩʪʘʣʦ ʩʪʚʦʨʝʥʥʷ ʽʥʬʦʨʤʘʮʽʡʥʦ-ʘʥʘʣʽʪʠʯʥʦʾ ʩʠʩʪʝʤʠ, ʱʦ 

ʜʦʟʚʦʣʠʪʴ ʰʚʠʜʢʦ ʪʘ ʷʢʽʩʥʦ ʟʜʽʡʩʥʶʚʘʪʠ ʘʥʘʣʽʪʠʯʥʝ ʜʦʩʣʽʜʞʝʥʥʷ, ʚʠʢʦʨʠʩʪʦʚʫʚʘʪʠ 

ʽʥʬʦʨʤʘʮʽʡʥʽ ʪʝʭʥʦʣʦʛʽʾ ʧʨʠ ʘʥʘʣʽʟʽ ʙʽʟʥʝʩ-ʧʨʦʮʝʩʽʚ ʚʽʪʯʠʟʥʷʥʠʭ ʧʽʜʧʨʠʻʤʩʪʚ ʥʘ 

ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʘʭ, ʦʮʽʥʶʚʘʪʠ ʾʭ ʤʘʨʢʝʪʠʥʛʦʚʫ ʧʨʠʚʘʙʣʠʚʽʩʪʴ ʥʘ ʥʦʚʠʭ ʨʠʥʢʘʭ 

ʧʨʦʜʘʞʽʚ. 

ʆʩʥʦʚʥʠʤʠ ʩʢʣʘʜʦʚʠʤʠ ʽʥʬʦʨʤʘʮʽʡʥʦ-ʘʥʘʣʽʪʠʯʥʦʾ ʩʠʩʪʝʤʠ ʻ: ʘʥʘʣʽʟ 

ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʩʝʨʝʜʦʚʠʱʘ ʟʘʨʫʙʽʞʥʠʭ ʨʠʥʢʽʚ, ʦʮʽʥʶʚʘʥʥʷ ʤʦʞʣʠʚʦʩʪʽ ʚʽʪʯʠʟʥʷʥʠʭ 

ʧʽʜʧʨʠʻʤʩʪʚ ʱʦʜʦ ʚʠʭʦʜʫ ʥʘ ʥʦʚʽ ʤʽʞʥʘʨʦʜʥʽ ʨʠʥʢʠ, ʨʦʟʨʦʙʢʘ ʪʘ ʨʝʘʣʽʟʘʮʽʷ 

ʢʦʤʧʣʝʢʩʥʦʾ ʧʨʦʛʨʘʤʠ  ʤʘʨʢʝʪʠʥʛʦʚʠʭ ʜʽʡ ʱʦʜʦ ʧʨʦʩʫʚʘʥʥʷ ʪʦʚʘʨʽʚ ʥʘ ʤʽʞʥʘʨʦʜʥʠʭ 

ʨʠʥʢʘʭ, ʦʮʽʥʶʚʘʥʥʷ ʝʬʝʢʪʠʚʥʦʩʪʽ ʤʽʞʥʘʨʦʜʥʦʾ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ ʥʘ 

ʚʠʟʥʘʯʝʥʠʭ ʨʠʥʢʘʭ. 

ɿʚʘʞʘʶʯʠ ʥʘ ʪʝ, ʱʦ ʽʩʥʫʻ ʯʠʩʣʝʥʥʘ ʢʽʣʴʢʽʩʪʴ ʧʨʦʛʨʘʤʥʠʭ ʧʨʦʜʫʢʪʽʚ, ʱʦ ʜʘʻ 

ʤʦʞʣʠʚʽʩʪʴ ʤʘʨʢʝʪʦʣʦʛʘʤ, ʬʘʭʽʚʮʷʤ ʚ ʛʘʣʫʟʽ ʤʽʞʥʘʨʦʜʥʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʪʘ 

ʟʦʚʥʽʰʥʴʦʝʢʦʥʦʤʽʯʥʦʾ ʜʽʷʣʴʥʦʩʪʽ ʦʪʨʠʤʫʚʘʪʠ ʽʥʬʦʨʤʘʮʽʶ ʧʨʦ ʦʙʩʷʛʠ ʧʝʨʚʠʥʥʠʭ 

ʪʦʨʛʦʚʠʭ ʜʘʥʠʭ, ʥʘʜʘʶʯʠ ʾʭ ʫ ʜʦʩʪʫʧʥʠʭ, ʟʨʫʯʥʠʭ ʪʘ ʽʥʪʝʨʘʢʪʠʚʥʠʭ ʚʝʙ-ʜʦʜʘʪʢʘʭ, 

ʮʠʬʨʦʚʽ ʪʝʭʥʦʣʦʛʽʾ ʥʘʜʘʶʪʴ ʤʦʞʣʠʚʽʩʪʴ ʚʠʟʥʘʯʘʪʠ ʘʣʴʪʝʨʥʘʪʠʚʥʽ ʨʠʥʢʠ, 

ʧʨʦʜʫʢʪʠʚʥʽʩʪʴ ʢʦʥʢʫʨʝʥʪʽʚ ʪʘ ʽʥʬʦʨʤʘʮʽʶ ʧʨʦ ʽʤʧʦʨʪ/ʝʢʩʧʦʨʪ ʢʦʤʧʘʥʽʡ ʟʘ ʜʦʧʦʤʦʛʦʶ 

ʽʥʪʝʛʨʦʚʘʥʦʛʦ ʢʦʥʪʝʥʪʫ ï ʦʥʣʘʡʥ ʧʣʘʪʬʦʨʤ ʟ ʬʽʣʴʪʨʘʤʠ ʟʘ ʟʘʧʠʪʦʤ. 

ɺʽʪʯʠʟʥʷʥʽ ʬʘʭʽʚʮʽ ʚ ʛʘʣʫʟʽ ʝʢʩʧʦʨʪʥʠʭ ʩʪʨʘʪʝʛʽʡ ʥʘʟʠʚʘʶʪʴ ʪʘʢʽ ʽʥʩʪʨʫʤʝʥʪʠ 

ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʧʨʠʩʢʦʨʶʚʘʯʘʤʠ ʚʠʭʦʜʫ ʚʽʪʯʠʟʥʷʥʠʭ ʧʽʜʧʨʠʻʤʩʪʚ ʥʘ ʥʦʚʽ 

ʟʘʨʫʙʽʞʥʽ ʨʠʥʢʠ, ʘʜʞʝ ʚʦʥʠ ʜʘʶʪʴ ʤʦʞʣʠʚʽʩʪʴ ʙʝʟʢʦʰʪʦʚʥʦ ʪʘ ʰʚʠʜʢʦ ʦʪʨʠʤʫʚʘʪʠ 

ʽʥʬʦʨʤʘʮʽʶ ʧʨʦ ʤʘʨʢʝʪʠʥʛʦʚʝ ʩʝʨʝʜʦʚʠʱʝ ʩʚʽʪʦʚʠʭ ʨʠʥʢʽʚ [5]. 

ɹʽʣʴʰʽʩʪʴ ʣʽʜʠʨʫʶʯʠʭ ʧʽʜʧʨʠʻʤʩʪʚ-ʝʢʩʧʦʨʪʝʨʽʚ ʋʢʨʘʾʥʠ ʚʠʢʦʨʠʩʪʦʚʫʶʪʴ 5-6 

ʦʥʣʘʡʥ ʧʣʘʪʬʦʨʤ ʟ ʬʽʣʴʪʨʘʤʠ ʟʘ ʟʘʧʠʪʦʤ, ʩʧʠʩʦʢ ʷʢʠʭ ʧʦʧʦʚʥʶʻʪʴʩʷ ʥʦʚʠʤʠ 

ʽʥʪʝʛʨʦʚʘʥʠʤʠ ʢʦʥʪʝʥʪʘʤʠ, ʷʢʽ ʨʦʟʨʦʙʣʷʶʪʴʩʷ ʪʘ ʧʽʜʪʨʠʤʫʶʪʴʩʷ ʩʚʽʪʦʚʠʤʠ 

ʦʨʛʘʥʽʟʘʮʽʷʤʠ ʜʣʷ ʥʘʜʘʥʥʷ ʽʥʬʦʨʤʘʮʽʡʥʦʾ ʧʽʜʪʨʠʤʢʠ (ʪʘʙʣ. 1). 

ʈʦʟʛʣʷʥʝʤʦ ʤʦʞʣʠʚʦʩʪʽ ʦʥʣʘʡʥ ʧʣʘʪʬʦʨʤ, ʷʢʽ ʟʘʩʪʦʩʦʚʫʶʪʴʩʷ ʥʘ ʩʫʯʘʩʥʦʤʫ 

ʝʪʘʧʽ ʨʦʟʚʠʪʢʫ ʮʠʬʨʦʚʠʭ ʪʝʭʥʦʣʦʛʽʡ ʚ ʤʽʞʥʘʨʦʜʥʦʤʫ ʤʘʨʢʝʪʠʥʛʫ. 

çUN Comtrade Databaseè ï ʙʘʟʘ ʜʘʥʠʭ ʆʆʅ ʟʽ ʩʪʘʪʠʩʪʠʢʠ ʤʽʞʥʘʨʦʜʥʦʾ ʪʦʨʛʽʚʣʽ, 

ʥʘʡʙʽʣʴʰʘ ʚ ʩʚʽʪʽ ʦʥʣʘʡʥ ʧʣʘʪʬʦʨʤʘ ʟ ʬʽʣʴʪʨʘʤʠ ʟʘ ʟʘʧʠʪʦʤ, ʷʢʘ ʥʘʜʘʻ ʚʽʣʴʥʠʡ ʜʦʩʪʫʧ 

ʜʦ ʜʝʪʘʣʴʥʦʾ ʽʥʬʦʨʤʘʮʽʾ ʛʣʦʙʘʣʴʥʦʾ ʪʦʨʛʽʚʣʽ, ʦʩʪʘʥʥʽʭ ʪʝʥʜʝʥʮʽʡ ʚ ʛʘʣʫʟʽ ʪʦʨʛʽʚʣʽ ʟ 

ʚʢʘʟʘʥʥʷʤ ʥʘʮʽʦʥʘʣʴʥʠʭ ʪʘ ʪʦʚʘʨʥʠʭ ʧʨʦʬʽʣʽʚ ʤʽʞʥʘʨʦʜʥʦʾ ʪʦʨʛʽʚʣʽ. ʄʽʩʪʠʪʴ ʘʥʘʣʽʪʠʯʥʽ 

ʪʘʙʣʠʮʽ ʟ ʪʦʨʛʦʚʝʣʴʥʠʤʠ ʧʦʢʘʟʥʠʢʘʤʠ, ʷʢʽ ʬʦʨʤʫʶʪʴʩʷ ʟʘ ʟʘʧʠʪʦʤ, ʢʦʝʬʽʮʽʻʥʪʠ 

ʢʦʥʚʝʨʩʽʾ ʟʦʚʥʽʰʥʴʦʾ ʪʦʨʛʽʚʣʽ, ʽʥʜʝʢʩʠ ʟʦʚʥʽʰʥʴʦʾ ʪʦʨʛʽʚʣʽ, ʧʦʢʘʟʥʠʢʠ ʝʢʩʧʦʨʪʫ. 
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ʊʘʙʣʠʮʷ 1 ï ɯʥʩʪʨʫʤʝʥʪʠ ʽʥʬʦʨʤʘʮʽʡʥʦʾ ʧʽʜʪʨʠʤʢʠ ʤʽʞʥʘʨʦʜʥʦʾ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ 

ʚʽʪʯʠʟʥʷʥʠʭ ʧʽʜʧʨʠʻʤʩʪʚ 

 
ˉ 

ʧ/ʧ 

ʅʘʟʚʘ ʽʥʬʦʨʤʘʮʽʡʥʦʛʦ 

 ʨʝʩʫʨʩʫ 

ɽʣʝʢʪʨʦʥʥʝ ʧʦʩʠʣʘʥʥʷ 

1 2 3 

1.  UN Comtrade Database https://comtrade.un.org 

 Trademap  http://www.trademap.org 

 ɸʪʣʘʩ ʝʢʦʥʦʤʽʯʥʦʾ ʩʢʣʘʜʥʦʩʪʽ 2.0 

(ʮʝʥʪʨ ʤʽʞʥʘʨʦʜʥʦʛʦ ʨʦʟʚʠʪʢʫ ʚ 

ʛʘʨʚʘʨʜʩʴʢʦʤʫ ʫʥʽʚʝʨʩʠʪʝʪʽ) 

http://atlas.cid.harvard.edu 

 DIT BEIS ï ʧʣʘʪʬʦʨʤʘ ʤʽʞʥʘʨʦʜʥʘ 

ʪʦʨʛʽʚʣʷ 

https://comtrade.un.org/labs/dit-trade-

vis/?reporter=826&type=C&year=2016&flow=2&

commodity 

 ʊʦʨʛʦʚʽ ʧʦʪʦʢʠ NAFTA https://blogs.thomsonreuters.com/wp-

content/interactives/nafta-timelines-071717-2 

 ɹʽʟʥʝʩ-ʜʦʜʘʪʦʢ Ghemawat  https://ghemawat.com 

 ResourceTrade.earth  https://resourcetrade.earth 

 çʉʚʽʪ ʥʘʬʪʠè  https://www.gsmlondon.ac.uk/global-oil-map 

 ɸʥʘʣʽʪʠʢʘ ʆʆʅ Comtrade  https://comtrade.un.org/labs/data-explorer 

 ʂʘʨʪʘ ʪʦʨʛʽʚʣʽ ï çTrade Mapè  https://www.trademap.org 

 ɻʣʦʙʫʩ ʝʢʦʥʦʤʽʯʥʦʾ ʩʢʣʘʜʥʦʩʪʽ http://globe.cid.harvard.edu 

 GFCC Competitiveness Decoder http://decoder.thegfcc.org 

 WITS https://wits.worldbank.org/trade-visualization.aspx 

 SAS Visual Analytics http://www.sas.com/en_us/software/visual-

analytics-comtrade.html 

 ʂʦʥʮʝʥʪʨʘʮʽʷ ʪʦʨʛʽʚʣʽ ʧʘʨʪʥʝʨʽʚ https://unite.un.org/ideas/content/partner-

concentration-trade 

 ʈʝʩʫʨʩʠ ʬôʶʯʝʨʩʠ http://resourcesfutures.org/#!/introduction 

 ɻʣʦʙʘʣʴʥʘ ʝʢʦʥʦʤʽʯʥʘ ʜʠʥʘʤʽʢʘ (GED)  https://viz.ged-project.de/ 

 ʆʙʩʝʨʚʘʪʦʨʽʷ ʝʢʦʥʦʤʽʯʥʦʾ ʩʢʣʘʜʥʦʩʪʽ https://atlas.media.mit.edu/ru/profile/country/pol/ 

 UN Comtrade https://comtrade.un.org/data/ 

2.  Market Access http://madb.europa.eu/madb/indexPubli.htm 

3.  Google  shopping https://www.google.com/shopping?hl=ru 

4.  Standardsmap  http://www.standardsmap.org 

5.  Internal Market, Industry, 

Entrepreneurship and SMEs 

bit.ly/SME_int 

6.  ExpoDataBase http://www.expodatabase.com 

 

ʎʝ ʫʥʽʢʘʣʴʥʘ ʮʠʬʨʦʚʘ ʪʝʭʥʦʣʦʛʽʷ, ʷʢʘ ʩʪʚʦʨʝʥʘ ʜʣʷ ʜʝʤʦʥʩʪʨʘʮʽʾ ʽʥʥʦʚʘʮʽʡʥʦʛʦ 

ʪʘ ʝʢʩʧʝʨʠʤʝʥʪʘʣʴʥʦʛʦ ʚʠʢʦʨʠʩʪʘʥʥʷ ʜʘʥʠʭ ʤʽʞʥʘʨʦʜʥʦʾ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ 

ʽ ʜʦʟʚʦʣʷʻ ʚʽʟʫʘʣʽʟʫʚʘʪʠ ʚʝʣʠʢʠʡ ʦʙʩʷʛ ʜʘʥʠʭ, ʤʝʪʘʜʘʥʠʭ, ʧʨʦʚʽʜʥʠʭ ʽʥʩʪʨʫʤʝʥʪʽʚ 

ʦʪʨʠʤʘʥʥʷ ʜʘʥʠʭ ʟʘ ʟʘʧʠʪʦʤ ʽ ʘʣʴʪʝʨʥʘʪʠʚʥʠʭ ʧʣʘʪʬʦʨʤ ʨʦʟʧʦʚʩʶʜʞʝʥʥʷ ʽʥʬʦʨʤʘʮʽʾ. 

ʅʘ ʩʫʯʘʩʥʦʤʫ ʝʪʘʧʽ ʜʦ ʩʢʣʘʜʫ ʮʽʻʾ ʦʥʣʘʡʥ ʧʣʘʪʬʦʨʤʠ ʚʭʦʜʠʪʴ 18 ʢʦʥʥʝʢʪ-

ʧʣʘʪʬʦʨʤ, ʷʢʽ ʨʦʟʨʦʙʣʷʶʪʴʩʷ ʽ ʦʙʩʣʫʛʦʚʫʶʪʴʩʷ ʨʽʟʥʠʤʠ ʩʚʽʪʦʚʠʤʠ ʬʘʭʦʚʠʤʠ 

ʦʨʛʘʥʽʟʘʮʽʷʤʠ, ʜʘʶʪʴ ʤʦʞʣʠʚʽʩʪʴ ʟʜʽʡʩʥʶʚʘʪʠ ʘʥʘʣʽʪʠʯʥʝ ʜʦʩʣʽʜʞʝʥʥʷ ʚ ʩʬʝʨʽ 

ʤʽʞʥʘʨʦʜʥʦʛʦ ʤʘʨʢʝʪʠʥʛʫ: 

ï ɸʪʣʘʩ ʝʢʦʥʦʤʽʯʥʦʾ ʩʢʣʘʜʥʦʩʪʽ 2.0 (ʮʝʥʪʨ ʤʽʞʥʘʨʦʜʥʦʛʦ ʨʦʟʚʠʪʢʫ ʚ 

ɻʘʨʚʘʨʜʩʴʢʦʤʫ ʫʥʽʚʝʨʩʠʪʝʪʽ) ï ʦʥʦʚʣʶʻʪʴʩʷ ʱʦʤʽʩʷʮʷ, ʥʘʜʽʣʝʥʠʡ ʝʢʦʥʦʤʽʯʥʠʤʠ 

ʬʫʥʢʮʽʷʤʠ, ʚʽʟʫʘʣʽʟʫʻ ʜʘʥʽ ʜʦ 2016 ʨʦʢʫ, ʻ ʽʥʩʪʨʫʤʝʥʪʦʤ ʜʣʷ ʜʦʩʣʽʜʞʝʥʴ ʤʽʞʥʘʨʦʜʥʠʭ 
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ʨʠʥʢʽʚ ʧʨʦʜʘʞʫ (ʧʦʢʘʟʥʠʢʠ ʟʘ 50 ʨʦʢʽʚ, 900 ʪʦʚʘʨʽʚ, ʚʩʽ ʩʚʽʪʦʚʽ ʨʠʥʢʠ). ʘʢʪʠʚʥʦ 

ʚʠʢʦʨʠʩʪʦʚʫʻʪʴʩʷ ʽʥʚʝʩʪʦʨʘʤʠ, ʧʽʜʧʨʠʻʤʮʷʤʠ ʚʯʝʥʠʤʠ; 

ï DIT BEIS ï ʧʣʘʪʬʦʨʤʘ ʤʽʞʥʘʨʦʜʥʘ ʪʦʨʛʽʚʣʷ, ʨʦʟʨʦʙʣʝʥʘ ʽ ʩʫʧʨʦʚʦʜʞʫʻʪʴʩʷ 

ɼʝʧʘʨʪʘʤʝʥʪʦʤ ʤʽʞʥʘʨʦʜʥʦʾ ʪʦʨʛʽʚʣʽ ɺʝʣʠʢʦʙʨʠʪʘʥʽʾ. ɺʽʜʦʙʨʘʞʘʻ ʦʥʦʚʣʝʥʽ ʜʘʥʽ ʟ 

ʚʽʟʫʘʣʽʟʘʮʽʻʶ ʥʘ ʢʘʨʪʽ ʩʚʽʪʫ: ʝʢʩʧʦʨʪ, ʽʤʧʦʨʪ, ʪʦʨʛʦʚʠʡ ʙʘʣʘʥʩ ʚ ʟʨʫʯʥʽʡ ʜʣʷ ʜʦʩʣʽʜʥʠʢʘ 

ʢʦʣʴʦʨʦʚʽʡ ʛʘʤʽ ʟ ʚʠʢʦʨʠʩʪʘʥʥʷʤ ʯʘʩʦʚʠʭ ʨʷʜʽʚ, ʽʥʬʦʨʤʘʮʽʾ ʟʘ 10 ʥʘʡʙʽʣʴʰʠʤʠ 

ʪʦʨʛʦʚʠʤʠ ʧʘʨʪʥʝʨʘʤʠ, 10 ʪʦʚʘʨʥʠʤʠ ʛʨʫʧʘʤʠ. ɺʽʟʫʘʣʽʟʘʮʽʶ ʤʦʞʥʘ ʜʦʙʫʜʦʚʫʚʘʪʠ, 

ʚʠʙʠʨʘʶʯʠ ʢʦʥʢʨʝʪʥʽ ʨʠʥʢʠ-ʧʘʨʪʥʝʨʠ, ʢʦʥʢʨʝʪʥʽ ʪʦʚʘʨʥʽ ʛʨʫʧʠ. ɼʦʟʚʦʣʷʻ ʘʥʘʣʽʪʠʢʫ 

ʟʨʦʙʠʪʠ ʜʦ 100 ʟʘʧʠʪʽʚ; 

ï ʊʦʨʛʦʚʽ ʧʦʪʦʢʠ NAFTA ï ʢʦʥʥʝʢʪ-ʧʣʘʪʬʦʨʤʘ, ʨʦʟʨʦʙʣʝʥʘ ʣʘʙʦʨʘʪʦʨʽʻʶ 

Thomson Reuters, ʜʝ ʟʽʙʨʘʥʦ ʽ ʚʽʟʫʘʣʽʟʦʚʘʥʦ ʜʘʥʽ ʧʨʦ ʽʤʧʦʨʪʥʦ-ʝʢʩʧʦʨʪʥʽ ʦʙʣʽʛʘʮʽʾ ʟʘ 

ʚʩʽʤʘ ʪʦʚʘʨʥʠʤʠ ʛʨʫʧʘʤʠ ʚ ʜʠʥʘʤʽʮʽ 1992ï2016 ʨʨ.; 

ï ɹʽʟʥʝʩ-ʜʦʜʘʪʦʢ Ghemawat ï ʧʣʘʪʬʦʨʤʘ, ʱʦ ʤʽʩʪʠʪʴ ʧʦʪʫʞʥʽ ʽʥʩʪʨʫʤʝʥʪʠ, ʷʢʽ 

ʜʦʧʦʤʘʛʘʶʪʴ ʘʥʘʣʽʪʠʢʘʤ ʟʨʦʟʫʤʽʪʠ ʟʚôʷʟʦʢ ʤʽʞ ʨʠʥʢʘʤʠ-ʧʘʨʪʥʝʨʘʤʠ, ʤʽʩʪʠʪʴ 

ʢʘʨʪʦʛʨʘʤʠ, ʧʦʢʘʟʥʠʢʠ ʤʽʞʥʘʨʦʜʥʦʾ ʪʦʨʛʽʚʣʽ, ʽʥʬʦʨʤʘʮʽʶ ʧʨʦ ʧʦʪʦʢʠ ʩʧʦʞʠʚʘʯʽʚ, ʟʘ 

ʟʘʧʠʪʦʤ ʜʦʟʚʦʣʷʻ ʜʦʩʣʽʜʠʪʠ ʩʚʽʪʦʚʠʡ ʨʠʥʦʢ ʟ ʧʦʛʣʷʜʫ ʨʠʥʢʫ ʦʜʥʽʻʾ ʢʨʘʾʥʠ, ʚ ʨʦʟʨʽʟʽ 

ʛʘʣʫʟʝʡ ʘʙʦ ʚʠʜʫ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ, ʜʦʟʚʦʣʷʻ ʚʠʷʚʠʪʠ ʥʝ ʚʠʢʦʨʠʩʪʘʥʽ ʤʦʞʣʠʚʦʩʪʽ 

ʟʘʨʫʙʽʞʥʠʭ ʨʠʥʢʽʚ ʢʨʘʾʥ. ɹʘʟʘ ʜʘʥʠʭ ʦʭʦʧʣʶʻ 84 ʨʠʥʢʠ, 100 ʚʠʜʽʚ ʤʽʞʥʘʨʦʜʥʦʾ ʙʽʟʥʝʩ-

ʜʽʷʣʴʥʦʩʪʽ; 

ï ResourceTrade.earth ï ʨʦʟʨʦʙʣʝʥʦ Chathan House ʜʣʷ ʚʠʚʯʝʥʥʷ 

ʚʟʘʻʤʦʟʘʣʝʞʥʦʩʪʽ ʚ ʛʣʦʙʘʣʴʥʽʡ ʪʦʨʛʽʚʣʽ ʧʨʠʨʦʜʥʽʤʠ ʨʝʩʫʨʩʘʤʠ, ʜʦʟʚʦʣʷʻ ʚʠʷʚʠʪʠ 

ʚʟʘʻʤʦʟʚôʷʟʦʢ ʤʽʞ ʨʠʥʢʘʤʠ ʽʤʧʦʨʪʝʨʘʤʠ ʪʘ ʝʢʩʧʦʨʪʝʨʘʤʠ, ʨʝʛʽʦʥʘʤʠ ʚ ʜʠʥʘʤʽʮʽ; 

ï çʉʚʽʪ ʥʘʬʪʠè ï ʧʣʘʪʬʦʨʤʘ ʜʣʷ ʜʝʤʦʥʩʪʨʘʮʽʾ ʨʝʟʫʣʴʪʘʪʽʚ 20-ʨʽʯʥʦʾ ʪʦʨʛʽʚʣʽ 

ʥʘʬʪʦʶ, ʦʙʩʷʛʠ ʧʨʦʜʘʞʫ, ʮʽʥʥʽʩʪʴ ʥʘʬʪʠ, ʥʘʡʙʽʣʴʰʽ ʽʤʧʦʨʪʝʨʠ ʪʘ ʝʢʩʧʦʨʪʝʨʠ ʟʘ ʧʝʨʽʦʜ 

1995ï2014 ʨʨ.; 

ï ɸʥʘʣʽʪʠʢʘ ʆʆʅ Comtrade ï ʪʦʨʛʦʚʘ ʧʘʥʝʣʴ, ʧʨʝʜʩʪʘʚʣʝʥʘ ʫ ʚʠʛʣʷʜʽ 

ʽʥʪʝʨʘʢʪʠʚʥʦʾ ʚʽʟʫʘʣʽʟʘʮʽʾ ʜʘʥʠʭ ʯʘʩʦʚʠʭ ʨʷʜʽʚ, ʱʦ ʚʽʜʦʙʨʘʞʘʻ ʦʥʦʚʣʝʥʽ ʜʘʥʽ 

ʧʦʢʘʟʥʠʢʽʚ, ʨʦʟʨʘʭʦʚʘʥʠʭ ʨʽʟʥʠʤʠ ʤʝʪʦʜʘʤʠ; 

ï ʂʘʨʪʘ ʪʦʨʛʽʚʣʽ ï çTrade Mapè ʧʨʝʜʩʪʘʚʣʷʻ ʧʦʢʘʟʥʠʢʠ ʝʬʝʢʪʠʚʥʦʩʪʽ ʝʢʩʧʦʨʪʫ, 

ʤʽʞʥʘʨʦʜʥʦʛʦ ʧʦʧʠʪʫ, ʘʣʴʪʝʨʥʘʪʠʚʥʽ ʽ ʢʦʥʢʫʨʝʥʪʥʽ ʨʠʥʢʠ, ʜʦʚʽʜʥʠʢ ʧʽʜʧʨʠʻʤʩʪʚ 

ʽʤʧʦʨʪʝʨʽʚ ʪʘ ʝʢʩʧʦʨʪʝʨʽʚ ʫ ʚʠʛʣʷʜʽ ʛʨʘʬʽʢʽʚ, ʛʝʦʛʨʘʬʽʯʥʠʭ ʢʘʨʪ, ʪʘʙʣʠʮʴ. ʆʥʣʘʡʥ 

ʧʣʘʪʬʦʨʤʘ ʟ ʬʽʣʴʪʨʘʤʠ ʟʘ ʟʘʧʠʪʦʤ çTrade Mapè ʜʦʟʚʦʣʷʻ ʨʦʙʠʪʠ ʟʘʧʠʪʠ ʥʘ ʝʢʩʧʦʨʪ ʘʙʦ 

ʽʤʧʦʨʪ ʟʘ ʪʦʚʘʨʥʠʤʠ ʛʨʫʧʘʤʠ ʚ ʨʦʟʨʽʟʽ ʢʨʘʾʥ ʘʙʦ ʛʨʫʧʠ ʢʨʘʾʥ. ɯʥʪʝʨʘʢʪʠʚʥʘ ʩʠʩʪʝʤʘ 

çTrade Mapè ʨʦʟʨʦʙʣʝʥʘ ɼʝʧʘʨʪʘʤʝʥʪʦʤ ʉʪʘʪʠʩʪʠʢʠ ʆʨʛʘʥʽʟʘʮʽʾ ʆʙôʻʜʥʘʥʠʭ ʅʘʮʽʡ, ʘ 

ʪʘʢʦʞ ʥʘ ʜʘʥʠʭ ɺʩʝʩʚʽʪʥʴʦʾ ʊʦʨʛʦʚʦʾ ʆʨʛʘʥʽʟʘʮʽʾ (WTO) ʽ ʆʨʛʘʥʽʟʘʮʽʾ ɽʢʦʥʦʤʽʯʥʦʛʦ 

ʉʧʽʚʨʦʙʽʪʥʠʮʪʚʘ ʪʘ ʈʦʟʚʠʪʢʫ (OECD). ɹʘʟʘ ʜʘʥʠʭ ʩʠʩʪʝʤʠ çTrade Mapè ʦʭʦʧʣʶʻ 220 

ʨʠʥʢʽʚ, 99 ʪʦʚʘʨʥʠʭ ʛʨʫʧ, 5300 ʪʦʚʘʨʽʚ ʪʘ ʧʦʩʣʫʛ, ʱʦʤʽʩʷʯʥʽ, ʱʦʢʚʘʨʪʘʣʴʥʽ ʽ ʱʦʨʽʯʥʽ 

ʪʦʨʛʦʚʝʣʴʥʽ ʧʦʢʘʟʥʠʢʠ ʜʦʩʪʫʧʥʽ ʟʘ ʟʘʧʠʪʦʤ ï ʚʽʜ ʥʘʡʙʽʣʴʰ ʘʛʨʝʛʦʚʘʥʦʛʦ ʨʽʚʥʷ ʜʦ ʨʽʚʥʷ 

ʪʘʨʠʬʥʦʾ ʣʽʥʽʾ; 

ï ɻʣʦʙʫʩ ʝʢʦʥʦʤʽʯʥʦʾ ʩʢʣʘʜʥʦʩʪʽ ï ʚʽʜʦʙʨʘʞʘʻ ʫ ʜʠʥʘʤʽʮʽ ʚʩʽ ʪʦʚʘʨʥʽ ʨʠʥʢʠ, 

ʦʙʩʷʛʠ ʽ ʥʘʧʨʷʤʠ ʽʤʧʦʨʪʫ. ɼʦʟʚʦʣʷʻ ʦʨʽʻʥʪʫʚʘʪʠʩʷ ʚ ʝʢʩʧʦʨʪʥʠʭ ʚʟʘʻʤʦʟʚôʷʟʢʘʭ ʤʽʞ 

ʪʦʚʘʨʘʤʠ. ʅʘʡʧʦʪʫʞʥʽʰʘ ʧʣʘʪʬʦʨʤʘ, ʷʢʘ ʚʠʢʦʨʠʩʪʦʚʫʻ ʽʥʥʦʚʘʮʽʡʥʽ ʮʠʬʨʦʚʽ ʪʝʭʥʦʣʦʛʽʾ 

Web GL ʽ ʜʠʟʘʡʥ, ʱʦʙ ʚʽʟʫʘʣʽʟʫʚʘʪʠ ʪʦʨʛʦʚʝʣʴʥʽ ʧʦʪʦʢʠ ʟ ʤʦʞʣʠʚʽʩʪʶ ʧʝʨʝʪʚʦʨʝʥʥʷ ʚ 

ʛʽʩʪʦʛʨʘʤʠ, ʟʤʽʰʘʥʽ ʪʝʢʩʪʫʨʠ ʨʠʥʢʽʚ ʽ ʜʽʘʛʨʘʤʠ ʟ ʧʦʩʠʣʘʥʥʷʤʠ ʥʘ ʮʝʥʪʨʠ ʪʦʨʛʽʚʣʽ 

(ʚʽʟʫʘʣʽʟʘʮʽʷ 15 ʪʨʠʣʴʡʦʥʽʚ ʜʦʣ. ʩʚʽʪʦʚʦʾ ʪʦʨʛʽʚʣʽ); 

ï GFCC Competitiveness Decoder ï ʜʝʢʦʜʝʨ ʢʦʥʢʫʨʝʥʪʦʩʧʨʦʤʦʞʥʦʩʪʽ, ʷʢʠʡ ʩʪʘʚ 

ʧʝʨʰʠʤ ʽʥʩʪʨʫʤʝʥʪʦʤ ʮʠʬʨʦʚʠʭ ʪʝʭʥʦʣʦʛʽʡ, ʩʪʚʦʨʝʥʠʭ ʥʘ ʜʘʥʠʭ ʚ ʜʠʥʘʤʽʮʽ ʜʣʷ 

ʚʽʟʫʘʣʽʟʘʮʽʾ ʢʣʶʯʦʚʠʭ ʬʘʢʪʦʨʽʚ ʢʦʥʢʫʨʝʥʪʦʩʧʨʦʤʦʞʥʦʩʪʽ, ʧʦʙʫʜʦʚʘʥʠʡ ʥʘ 130 

ʧʦʢʘʟʥʠʢʘʭ ʢʦʥʢʫʨʝʥʪʦʩʧʨʦʤʦʞʥʦʩʪʽ, ʦʭʦʧʣʶʻ ʙʽʣʴʰʝ 100 ʪʦʚʘʨʥʠʭ ʨʠʥʢʽʚ ʟʘ ʦʩʪʘʥʥʽ 
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ʉ.ɺ. ʂʦʚʘʣʴʯʫʢ, ʆ.ʄ. ʂʦʚʽʥʴʢʦ, ɯ.ɺ. ʃʽʩʦʚʩʴʢʠʡ. ʈʦʣʴ ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʚ 

ʘʢʪʠʚʽʟʘʮʽʾ ʤʽʞʥʘʨʦʜʥʦʾ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ 
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35 ʨʦʢʽʚ. ɼʦʟʚʦʣʷʻ ʜʦʩʣʽʜʥʠʢʘʤ ʨʦʟʫʤʽʪʠ ʛʣʦʙʘʣʴʥʫ ʢʦʥʢʫʨʝʥʪʦʩʧʨʦʤʦʞʥʽʩʪʴ, 

ʩʪʚʦʨʶʶʯʠ ʚʽʟʫʘʣʽʟʘʮʽʶ ʧʦʢʘʟʥʠʢʽʚ ʟʘ ʟʘʧʠʪʦʤ ʘʥʘʣʽʪʠʢʘ; 

ï WITS ï ʩʚʽʪʦʚʝ ʽʥʪʝʛʨʦʚʘʥʝ ʪʦʨʛʦʚʝ ʩʝʨʝʜʦʚʠʱʝ, ʱʦ ʧʨʝʜʩʪʘʚʣʷʻ ʧʨʦʩʪʫ 

ʚʽʟʫʘʣʽʟʘʮʽʶ ʪʦʚʘʨʥʠʭ ʧʦʪʦʢʽʚ, ʪʘʨʠʬʽʚ, ʚʽʜʢʨʠʪʽʩʪʴ ʪʦʨʛʽʚʣʽ, ʜʝʤʦʥʩʪʨʫʻ ʚʟʘʻʤʦʟʚôʷʟʦʢ 

ʤʽʞ ʩʪʘʥʦʤ ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʽʚ ʽ ʝʢʦʥʦʤʽʯʥʠʤ ʟʨʦʩʪʘʥʥʷʤ; 

ï SAS Visual Analytics ï ʚ ʨʝʞʠʤʽ ʨʝʘʣʴʥʦʛʦ ʯʘʩʫ ʧʨʝʜʩʪʘʚʣʷʻʪʴʩʷ ʘʥʘʣʽʪʠʯʥʘ 

ʽʥʬʦʨʤʘʮʽʷ ʟʘ 300 ʤʣʥ ʧʦʢʘʟʥʠʢʽʚ, ʤʘʢʩʠʤʘʣʴʥʠʡ ʙʘʥʢ ʜʘʥʠʭ ʩʚʽʪʦʚʦʾ ʪʦʨʛʽʚʣʽ; 

ï ʂʦʥʮʝʥʪʨʘʮʽʷ ʪʦʨʛʽʚʣʽ ʧʘʨʪʥʝʨʽʚ ï ʱʦʤʽʩʷʯʥʘ ʩʪʘʪʠʩʪʠʢʘ ʤʽʞʥʘʨʦʜʥʦʾ ʪʦʨʛʽʚʣʽ 

ʫ ʚʠʛʣʷʜʽ ʽʥʪʝʨʘʢʪʠʚʥʦʛʦ ʜʦʜʘʪʢʫ çʂʦʥʮʝʥʪʨʘʮʽʷ ʧʘʨʪʥʝʨʽʚ ʥʘ ʨʠʥʢʫè, ʜʦʟʚʦʣʷʻ 

ʚʠʟʥʘʯʠʪʠ ʨʽʚʝʥʴ ʢʦʥʮʝʥʪʨʘʮʽʾ ʢʦʥʢʫʨʝʥʪʽʚ ʥʘ ʦʙʦʨʘʥʦʤʫ ʪʦʚʘʨʥʦʤʫ ʟʘʨʫʙʽʞʥʦʤʫ 

ʨʠʥʢʫ; 

ï ʈʝʩʫʨʩʠ ʬôʶʯʝʨʩʠ ï ʘʥʘʣʽʟʫʻ ʦʩʪʘʥʥʽ ʪʝʥʜʝʥʮʽʾ ʫ ʚʠʨʦʙʥʠʮʪʚʽ, ʧʨʦʜʘʞʫ, 

ʩʧʦʞʠʚʘʥʥʽ ʩʠʨʦʚʠʥʠ ʪʘ ʤʘʪʝʨʽʘʣʽʚ, ʛʦʪʦʚʦʾ ʧʨʦʜʫʢʮʽʾ; 

ï ɻʣʦʙʘʣʴʥʘ ʝʢʦʥʦʤʽʯʥʘ ʜʠʥʘʤʽʢʘ (GED) ï ʚʠʢʦʨʠʩʪʦʚʫʻ ʥʦʚʽ ʽʥʩʪʨʫʤʝʥʪʠ 

ʮʠʬʨʦʚʠʭ ʪʝʭʥʦʣʦʛʽʡ ʜʣʷ ʚʠʤʽʨʶʚʘʥʥʷ, ʧʨʦʛʥʦʟʫʚʘʥʥʷ ʽ ʤʦʜʫʣʶʚʘʥʥʷ ʜʠʥʘʤʽʢʠ ʦʙʩʷʛʽʚ 

ʧʨʦʜʘʞʫ ʥʘ ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʘʭ; 

ï ʆʙʩʝʨʚʘʪʦʨʽʷ ʝʢʦʥʦʤʽʯʥʦʾ ʩʢʣʘʜʥʦʩʪʽ ï ʜʦʟʚʦʣʷʻ ʟʘ ʟʘʧʠʪʦʤ ʬʦʨʤʫʚʘʪʠ 

ʭʘʨʘʢʪʝʨʠʩʪʠʢʫ ʢʨʘʾʥʠ-ʽʤʧʦʨʪʝʨʘ, ʟʘʙʝʟʧʝʯʫʻ ʜʦʩʪʫʧ ʜʦ 200 ʪʦʚʘʨʥʠʭ ʨʠʥʢʽʚ, ʜʠʥʘʤʽʢʫ 

ʟʘ 50 ʨʦʢʽʚ ʽ 1000 ʨʽʟʥʠʭ ʪʦʚʘʨʥʠʭ ʛʨʫʧ; 

ï UN Comtrade ï ʩʫʯʘʩʥʘ ʢʦʥʥʝʢʪ ʧʣʘʪʬʦʨʤʘ, ʜʦʩʪʫʧʥʘ ʟ ʇʂ ʘʙʦ ʤʦʙʽʣʴʥʦʛʦ 

ʪʝʣʝʬʦʥʘ, ʧʨʘʮʶʻ ʚ ʨʝʞʠʤʽ ʨʝʘʣʴʥʦʛʦ ʯʘʩʫ, ʟʘʙʝʟʧʝʯʫʻ ʱʦʤʽʩʷʯʥʝ ʦʥʦʚʣʝʥʥʷ ʜʘʥʠʭ, 

ʪʝʢʩʪ, ʪʘʙʣʠʮʽ, ʛʨʘʬʽʢʠ ʚ ʙʫʜʴ-ʷʢʦʤʫ ʬʦʨʤʘʪʽ; 

ï Market Access ï ʙʘʟʘ ʜʘʥʠʭ ʜʦʩʪʫʧʫ ʜʦ ʨʠʥʢʽʚ, ʪʘʨʠʬʥʽ ʣʽʥʽʾ, ʝʢʚʽʚʘʣʝʥʪʠ ʪʘ 

ʩʧʝʮʠʬʽʯʥʽ ʪʘʨʠʬʠ, ʘ ʪʘʢʦʞ ʢʚʦʪʠ ʥʘ ʪʘʨʠʬʥʽ ʩʪʘʚʢʠ, ʧʽʣʴʛʦʚʽ ʪʘʨʠʬʠ, ʷʢʽ 

ʟʘʩʪʦʩʦʚʫʶʪʴʩʷ ʚ ʨʘʤʢʘʭ ʜʚʦʩʪʦʨʦʥʥʽʭ ʽ ʨʝʛʽʦʥʘʣʴʥʠʭ ʪʦʨʛʦʚʝʣʴʥʠʭ ʫʛʦʜ, ʦʙʤʝʞʝʥʥʷ, 

ʧʨʦʮʝʩ ʤʠʪʥʦʛʦ ʦʬʦʨʤʣʝʥʥʷ, ʙʝʟʧʝʢʘ ʪʦʚʘʨʽʚ. 10000 ʪʦʚʘʨʽʚ ʽ ʙʽʣʴʰ ʥʽʞ ʚ 150 ʢʨʘʾʥʘʭ, 

ʱʦ ʦʭʦʧʣʶʶʪʴ ʙʽʣʴʰʝ 90% ʩʚʽʪʦʚʦʾ ʪʦʨʛʽʚʣʽ; 

ï Google shopping ï ʚʝʙ-ʜʦʜʘʪʦʢ, ʱʦ ʜʦʟʚʦʣʷʻ ʚʠʚʯʘʪʠ ʮʽʥʠ ʥʘ ʪʦʚʘʨʠ, ʪʦʚʘʨʥʽ 

ʛʨʫʧʠ/ ʧʦʩʣʫʛʠ; 

ï Standardsmap ï ʉʪʘʥʜʘʨʪʠ ʚ ʛʘʣʫʟʽ ʩʪʽʡʢʦʛʦ ʨʦʟʚʠʪʢʫ. ʂʘʨʪʘ ʤʽʩʪʠʪʴ 210 

ʩʪʘʥʜʘʨʪʽʚ, ʢʦʜʝʢʩʽʚ ʧʦʚʝʜʽʥʢʠ, ʧʨʦʪʦʢʦʣʽʚ ʧʝʨʝʚʽʨʢʠ, ʪʦʯʦʢ ʜʦʩʪʫʧʫ ʚ ʛʣʦʙʘʣʴʥʠʭ 

ʣʘʥʮʶʛʘʭ ʧʦʩʪʘʚʦʢ. ɼʘʥʘ ʧʣʘʪʬʦʨʤʘ ʟʘʙʝʟʧʝʯʫʻ ʚʩʝʙʽʯʥʫ, ʧʝʨʝʚʽʨʝʥʫ ʽ ʧʨʦʟʦʨʫ 

ʽʥʬʦʨʤʘʮʽʶ ʧʨʦ ʜʦʙʨʦʚʽʣʴʥʽ ʩʪʘʥʜʘʨʪʠ ʩʪʽʡʢʦʩʪʽ ʪʘ ʽʥʰʠʭ ʧʦʜʽʙʥʠʭ ʽʥʽʮʽʘʪʠʚ, ʱʦ 

ʦʭʦʧʣʶʶʪʴ ʪʘʢʽ ʧʠʪʘʥʥʷ, ʷʢ ʷʢʽʩʪʴ ʽ ʙʝʟʧʝʢʫ ʧʨʦʜʫʢʪʽʚ ʭʘʨʯʫʚʘʥʥʷ. ʆʩʥʦʚʥʘ ʤʝʪʘ 

ʽʥʬʦʨʤʘʮʽʡʥʦʾ ʧʣʘʪʬʦʨʤʠ ʧʦʣʷʛʘʻ ʚ ʟʤʽʮʥʝʥʥʽ ʧʦʪʝʥʮʽʘʣʫ ʚʠʨʦʙʥʠʢʽʚ, ʝʢʩʧʦʨʪʝʨʽʚ, 

ʧʦʣʽʪʠʢʽʚ ʽ ʧʦʢʫʧʮʽʚ. ʂʦʨʠʩʪʫʚʘʯʽ, ʷʢʽ ʧʨʝʜʩʪʘʚʣʷʶʪʴ ʽʥʪʝʨʝʩʠ ʚʠʨʦʙʥʠʢʽʚ, ʧʨʦʜʫʢʪʽʚ, 

ʙʨʝʥʜʽʚ, ʨʽʪʝʡʣʝʨʽʚ, ʜʦʩʣʽʜʥʠʢʽʚ ʽ ʨʦʟʨʦʙʥʠʢʽʚ ʧʦʣʽʪʠʢʠ ʤʦʞʫʪʴ: 

ï ʚʠʟʥʘʯʠʪʠ ʩʪʘʥʜʘʨʪʠ ʘʙʦ ʢʦʜʝʢʩʠ ʧʦʚʝʜʽʥʢʠ, ʷʢʽ ʟʘʩʪʦʩʦʚʫʶʪʴʩʷ ʜʦ ʾʭ ʚʣʘʩʥʦʛʦ 

ʙʽʟʥʝʩʫ; 

ï ʨʦʟʛʣʷʥʫʪʠ ʦʩʥʦʚʥʽ ʦʩʦʙʣʠʚʦʩʪʽ ʦʢʨʝʤʠʭ ʩʪʘʥʜʘʨʪʽʚ ʽ ʢʦʜʽʚ; 

ï ʧʨʦʚʝʩʪʠ ʧʦʨʽʚʥʷʥʥʷ ʚʠʤʦʛ ʩʪʘʥʜʘʨʪʽʚ ʟʤʽʩʪʫ; 

ï ʩʘʤʦʩʪʽʡʥʦ ʦʮʽʥʠʪʠ ʩʚʽʡ ʙʽʟʥʝʩ ʚʽʜ ʩʪʘʥʜʘʨʪʥʠʭ ʚʠʤʦʛ, ʩʪʚʦʨʶʚʘʪʠ ʩʚʽʡ 

ʧʝʨʩʦʥʘʣʽʟʦʚʘʥʠʡ ʟʚʽʪ, ʷʢʠʡ ʚʽʜʩʪʝʞʫʻ ʜʦʨʦʞʥʶ ʢʘʨʪʫ ʥʘ ʰʣʷʭʫ ʜʦ ʩʪʘʣʦʛʦ ʨʦʟʚʠʪʢʫ 

ʪʦʨʛʽʚʣʽ; 

ï ʟʙʝʨʽʛʘʪʠ ʽ ʜʽʣʠʪʠʩʷ ʧʝʨʩʦʥʘʣʽʟʦʚʘʥʠʤ ʟʚʽʪʦʤ ʟ ʫʯʘʩʥʠʢʘʤʠ ʫ ʩʬʝʨʽ ʩʪʘʣʦʛʦ 

ʨʦʟʚʠʪʢʫ. 

ʉʘʡʪ ʉʪʘʥʜʘʨʪʠ ʫ ʩʬʝʨʽ ʩʪʘʣʦʛʦ ʨʦʟʚʠʪʢʫ ʩʧʨʷʤʦʚʘʥʠʡ ʥʘ ʥʘʜʘʥʥʷ ʩʚʦʾʤ 

ʢʦʨʠʩʪʫʚʘʯʘʤ ʚʠʨʽʰʝʥʥʷ ʪʘʢʠʭ ʧʨʦʙʣʝʤ, ʷʢ: ʚʽʜʩʫʪʥʽʩʪʴ ʥʘʜʽʡʥʦʛʦ ʩʭʦʚʠʱʘ ʽʥʬʦʨʤʘʮʽʾ 

ʧʨʦ ʩʪʘʥʜʘʨʪʠ; ʫʥʠʢʥʝʥʥʷ ʧʣʫʪʘʥʠʥʠ ʚ ʟʚôʷʟʢʫ ʟ ʧʦʰʠʨʝʥʥʷʤ ʩʪʘʥʜʘʨʪʽʚ, ʱʦ 
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ʟʘʩʪʦʩʦʚʫʶʪʴʩʷ ʥʘ ʤʽʞʥʘʨʦʜʥʠʭ ʨʠʥʢʘʭ, ʨʦʟʨʦʙʣʝʥʽ ʢʦʤʧʘʥʽʷʤʠ, ʛʘʣʫʟʝʚʠʤʠ 

ʘʩʦʮʽʘʮʽʷʤʠ; ʟʘʙʝʟʧʝʯʝʥʥʷ ʧʨʦʟʦʨʦʩʪʽ ʪʘ ʧʦʨʽʚʥʷʥʥʦʩʪʽ ʜʘʥʠʭ ʤʽʞ ʧʨʦʪʦʢʦʣʘʤʠ 

ʘʫʜʠʪʦʨʩʴʢʠʭ ʢʦʤʧʘʥʽʡ ʟ ʤʝʪʦʶ ʩʪʚʦʨʝʥʥʷ ʜʦʚʽʨʠ ʽ ʚʟʘʻʤʥʦʛʦ ʚʠʟʥʘʥʥʷ. 

Exporthelpeuropa ï ʢʦʥʥʝʢʪ-ʧʣʘʪʬʦʨʤʘ ʄʠʪʥʦʛʦ ɭʚʨʦʧʝʡʩʴʢʦʛʦ ʉʦʶʟʫ ʪʘ ʉʦʶʟʫ 

ɻʝʥʝʨʘʣʴʥʦʛʦ ʜʠʨʝʢʪʦʨʘʪʫ ʤʠʪʥʠʮʽ, ʧʨʠʟʥʘʯʝʥʘ ʜʣʷ ʟʘʙʝʟʧʝʯʝʥʥʷ ʫʧʨʘʚʣʽʥʥʷ, ʟʘʭʠʩʪʫ ʽ 

ʨʦʟʚʠʪʢʫ ʤʠʪʥʦʛʦ ʩʦʶʟʫ; ʜʣʷ ʨʦʟʨʘʭʫʥʢʫ ʤʠʪʥʠʭ ʟʙʦʨʽʚ, ʤʠʪʥʠʭ ʧʨʦʮʝʜʫʨ, ʤʠʪʥʦʛʦ 

ʢʦʥʪʨʦʣʶ; ʚʠʨʽʰʝʥʥʷ ʧʨʦʙʣʝʤ ʱʦʜʦ ʧʦʜʦʣʘʥʥʷ ʧʦʜʘʪʢʦʚʠʭ ʧʝʨʝʰʢʦʜ ʪʘ ʙʘʨôʻʨʽʚ, ʷʢʽ 

ʥʝ ʜʦʟʚʦʣʷʶʪʴ ʢʦʤʧʘʥʽʷʤ ʚʽʣʴʥʦ ʧʨʘʮʶʚʘʪʠ ʯʝʨʝʟ ʢʦʨʜʦʥʠ; ʝʬʝʢʪʠʚʥʦʛʦ ʨʝʘʛʫʚʘʥʥʷ ʥʘ 

ʤʽʞʥʘʨʦʜʥʽ ʚʠʢʣʠʢʠ, ʧʦʚôʷʟʘʥʽ ʟ ʤʠʪʥʦʶ ʽ ʧʦʜʘʪʢʦʚʦʶ ʧʦʣʽʪʠʢʦʶ; ʩʧʨʠʷʥʥʷ 

ʧʽʜʚʠʱʝʥʥʶ ʝʬʝʢʪʠʚʥʦʩʪʽ ʩʧʽʚʧʨʘʮʽ ʤʽʞ ʜʝʨʞʘʚʘʤʠ-ʯʣʝʥʘʤʠ ʟ ʤʝʪʦʶ ʙʦʨʦʪʴʙʠ ʟ 

ʧʦʜʘʪʢʦʚʠʤ ʪʘ ʤʠʪʥʠʤ ʰʘʭʨʘʡʩʪʚʦʤ; ʟʘʙʝʟʧʝʯʝʥʥʷ ʧʨʦʟʦʨʦʩʪʽ, ʥʘʜʘʥʥʷ ʽʥʬʦʨʤʘʮʽʾ ʟ 

ʧʠʪʘʥʴ ʦʧʦʜʘʪʢʫʚʘʥʥʷ ʪʘ ʜʽʷʣʴʥʦʩʪʽ ʤʠʪʥʦʛʦ ʩʦʶʟʫ. 

Internal Market, Industry, Entrepreneurship and SMEs ï ʧʣʘʪʬʦʨʤʘ ɭʚʨʦʧʝʡʩʴʢʦʾ 

ʢʦʤʽʩʽʾ, ʱʦ ʩʫʧʨʦʚʦʜʞʫʻ ʧʨʦʝʢʪʠ, ʩʧʨʷʤʦʚʘʥʽ ʥʘ ʨʦʟʚʠʪʦʢ ʙʽʟʥʝʩ-ʩʝʨʝʜʦʚʠʱʘ, 

ʩʧʨʠʷʪʣʠʚʦʛʦ ʦʙʤʽʥʫ ʧʝʨʝʜʦʚʠʤ ʜʦʩʚʽʜʦʤ ʪʘ ʦʙʤʽʥʫ ʽʜʝʷʤʠ ʩʝʨʝʜ ʧʽʜʧʨʠʻʤʮʽʚ, ʪʦʙʪʦ 

ʜʣʷ ʧʽʜʪʨʠʤʢʠ ʤʘʣʦʛʦ ʪʘ ʩʝʨʝʜʥʴʦʛʦ ʙʽʟʥʝʩʫ. ɼʘʥʘ ʧʣʘʪʬʦʨʤʘ ʜʦʧʦʤʘʛʘʻ ʽʩʥʫʶʯʠʤ 

ʧʽʜʧʨʠʻʤʮʷʤ ʟʥʘʡʪʠ ʜʦʩʪʫʧʥʫ ʽʥʬʦʨʤʘʮʽʶ ʧʨʦ ʧʽʜʪʨʠʤʢʫ ʙʽʟʥʝʩʫ, ʥʘʤʘʛʘʻʪʴʩʷ 

ʟʘʣʫʯʠʪʠ ʙʽʣʴʰʝ ʣʶʜʝʡ ʜʦ ʦʨʛʘʥʽʟʘʮʽʾ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ. ʆʩʥʦʚʥʘ ʤʝʪʘ ʧʨʦʝʢʪʫ ʧʦʣʷʛʘʻ 

ʫ ʧʽʜʚʠʱʝʥʥʽ ʦʙʽʟʥʘʥʦʩʪʽ ʢʝʨʽʚʥʠʮʪʚʘ ʧʽʜʧʨʠʻʤʩʪʚ ʧʨʦ ʤʦʞʣʠʚʦʩʪʽ ʫʧʨʘʚʣʽʥʥʷ 

ʧʨʝʪʝʥʟʽʷʤʠ ʽ ʧʦʣʽʧʰʝʥʥʷ ʾʭ ʚʠʢʦʨʠʩʪʘʥʥʷ ʯʝʨʝʟ ʩʝʨʽʶ ʟʘʭʦʜʽʚ, ʦʨʛʘʥʽʟʦʚʘʥʠʭ ʫ ʚʩʽʭ 

ʢʨʘʾʥʘʭ ɭʉ, ʜʝʪʘʣʴʥʦʛʦ ʚʠʚʯʝʥʥʷ ʽʥʬʦʨʤʘʮʽʾ ʧʨʦ ʪʘʨʠʬʠ ɭʉ, ʚʠʤʦʛʠ, ʧʽʣʴʛʦʚʽ 

ʜʦʤʦʚʣʝʥʦʩʪʽ, ʢʚʦʪʠ ʽ ʩʪʘʪʠʩʪʠʯʥʽ ʜʘʥʽ, ʱʦ ʩʪʦʩʫʶʪʴʩʷ ʽʤʧʦʨʪʫ ʟ ʢʨʘʾʥ ʪʦʨʛʦʚʠʭ 

ʧʘʨʪʥʝʨʽʚ. 

ExpoDataBase ï ʥ̔ʬʦʨʤʘʮʽʷ ʧʨʦ ʤʽʞʥʘʨʦʜʥʽ ʷʨʤʘʨʢʠ ʽ ʚʠʩʪʘʚʢʠ, ʤʘʨʢʝʪʠʥʛʦʚʽ 

ʟʘʭʦʜʠ, ʧʣʘʥʦʚʽ ʟʘʭʦʜʠ ʤʽʞʥʘʨʦʜʥʦʛʦ ʨʽʚʥʷ, ʘʥʘʣʽʟ ʧʨʦʚʝʜʝʥʠʭ ʟʘʭʦʜʽʚ, ʜʦʚʽʜʢʦʚʘ 

ʽʥʬʦʨʤʘʮʽʷ ʽ ʧʨʘʢʪʠʯʥʽ ʧʦʩʽʙʥʠʢʠ; ʚʠʜʘʥʥʷ, ʦʥ-ʣʘʡʥʦʚʽ ʙʘʟʠ ʜʘʥʠʭ ʽ ʟʘʩʦʙʠ ʥʘʚʯʘʥʥʷ ʥʘ 

ʦʩʥʦʚʽ ʟʥʘʥʴ ʢʦʤʧʝʪʝʥʪʥʠʭ ʬʘʭʽʚʮʽʚ ʤʽʞʥʘʨʦʜʥʦʛʦ ʨʽʚʥʷ. 

ɺʩʽ ʚʠʱʝ ʨʦʟʛʣʷʥʫʪʽ ʢʦʥʥʝʢʪ-ʧʣʘʪʬʦʨʤʠ ʚʠʩʪʫʧʘʶʪʴ ʽʥʬʦʨʤʘʮʽʡʥʦʶ 

ʧʽʜʪʨʠʤʢʦʶ ʤʽʞʥʘʨʦʜʥʦʾ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʜʣʷ ʧʽʜʧʨʠʻʤʩʪʚ ʋʢʨʘʾʥʠ ʽ ʜʘʶʪʴ 

ʤʦʞʣʠʚʽʩʪʴ ʥʘ ʧʨʘʢʪʠʮʽ ʟʘʩʪʦʩʦʚʫʚʘʪʠ ʮʠʬʨʦʚʽ ʪʝʭʥʦʣʦʛʽʾ ʟ ʤʝʪʦʶ ʧʽʜʚʠʱʝʥʥʷ 

ʝʬʝʢʪʠʚʥʦʩʪʽ ʤʽʞʥʘʨʦʜʥʦʾ ʤʘʨʢʝʪʠʥʛʦʚʦʾ ʜʽʷʣʴʥʦʩʪʽ. 

ʇʨʦʜʝʤʦʥʩʪʨʫʻʤʦ ʚʠʢʦʨʠʩʪʘʥʥʷ ʦʥʣʘʡʥ ʢʦʥʥʝʢʪ-ʧʣʘʪʬʦʨʤ, ʱʦ ʜʽʶʪʴ ʚ ʨʝʞʠʤʽ 

ʨʝʘʣʴʥʦʛʦ ʯʘʩʫ ʟʘ ʟʘʧʠʪʦʤ ʘʥʘʣʽʪʠʢʘ, ʥʘ ʧʨʠʢʣʘʜʽ ʛʨʫʧʠ çBarlinekè, ʷʢʘ ʻ ʧʨʦʚʽʜʥʠʤ 

ʩʚʽʪʦʚʠʤ ʚʠʨʦʙʥʠʢʦʤ ʙʘʛʘʪʦʰʘʨʦʚʠʭ ʜʝʨʝʚôʷʥʠʭ ʧʽʜʣʦʛ ʟ ʨʽʯʥʦʶ ʚʠʨʦʙʥʠʯʦʶ 

ʧʦʪʫʞʥʽʩʪʶ ʧʦʥʘʜ 9 ʤʣʥ ʤ2. ʇʨʦʜʫʢʮʽʷ, ʷʢʘ ʚʠʛʦʪʦʚʣʷʻʪʴʩʷ ʥʘ ʟʘʚʦʜʘʭ ʛʨʫʧʠ 

çBarlinekè, ʧʦʩʪʘʯʘʻʪʴʩʷ ʜʦ 55 ʢʨʘʾʥ ʩʚʽʪʫ. ʇʽʜʧʨʠʻʤʩʪʚʘ ʛʨʫʧʠ ʨʦʟʪʘʰʦʚʘʥʽ ʫ ʇʦʣʴʱʽ 

(ɹʘʨʣʽʥʝʢ), ʋʢʨʘʾʥʽ (ɺʽʥʥʠʮʷ), ʈʫʤʫʥʽʾ (ʆʥʝʰʪʠ) ï ʪʨʠ ʟʘʚʦʜʠ. 

ɸʥʘʣʽʟ ʨʠʥʢʫ ʜʣʷ ʨʦʟʚʠʪʢʫ ʤʽʞʥʘʨʦʜʥʦʛʦ ʙʽʟʥʝʩʫ ʊʆɺ çɹʘʨʣʽʥʝʢ ɯʥʚʝʩʪè ʤʘʻ 

ʚʘʞʣʠʚʝ ʟʥʘʯʝʥʥʷ, ʪʦʤʫ ʜʝʪʘʣʴʥʘ ʭʘʨʘʢʪʝʨʠʩʪʠʢʘ ʚʠʱʝʟʘʟʥʘʯʝʥʠʭ ʚʝʙ-ʨʝʩʫʨʩʽʚ 

ʜʦʟʚʦʣʠʪʴ ʬʘʭʽʚʮʷʤ ʚʽʜʜʽʣʫ ʤʘʨʢʝʪʠʥʛʫ ʩʠʩʪʝʤʘʪʠʯʥʦ ʚʠʟʥʘʯʠʪʠ ʤʦʞʣʠʚʽ ʥʘʧʨʷʤʠ 

ʚʠʭʦʜʫ ʥʘ ʤʽʞʥʘʨʦʜʥʽ ʨʠʥʢʠ ʚ ʜʝʨʝʚʦʦʙʨʦʙʥʽʡ ʛʘʣʫʟʽ ʪʘ ʚʯʘʩʥʦ ʧʨʠʡʤʘʪʠ ʝʬʝʢʪʠʚʥʽ 

ʤʘʨʢʝʪʠʥʛʦʚʽ ʨʽʰʝʥʥʷ. 

ʂʦʥʥʝʢʪ-ʧʣʘʪʬʦʨʤʘ çTrade Mapè ʜʦʟʚʦʣʷʻ ʊʆɺ çɹʘʨʣʽʥʝʢ ɯʥʚʝʩʪè ʦʪʨʠʤʘʪʠ ʪʘʢʫ 

ʘʢʪʫʘʣʴʥʫ ʽʥʬʦʨʤʘʮʽʶ: ʧʨʦ ʨʠʥʢʠ ʪʦʚʘʨʥʦʾ ʛʨʫʧʠ ç44 ɼʝʨʝʚʠʥʘ ʽ ʚʠʨʦʙʠ ʟ ʜʝʨʝʚʘè, 

ʚʠʟʥʘʯʠʪʠ ʢʽʣʴʢʽʩʪʴ ʽ ʨʦʟʤʽʨ ʝʢʩʧʦʨʪʥʠʭ ʨʠʥʢʽʚ ʽ ʢʦʥʮʝʥʪʨʘʮʽʶ ʝʢʩʧʦʨʪʫ, ʚʠʦʢʨʝʤʠʪʠ 

ʢʨʘʾʥʠ, ʚ ʷʢʠʭ ʩʧʦʩʪʝʨʽʛʘʻʪʴʩʷ ʟʙʽʣʴʰʝʥʥʷ ʯʘʩʪʢʠ ʨʠʥʢʫ ʟʘ ʧʝʚʥʦʶ ʪʦʚʘʨʥʦʶ ʛʨʫʧʦʶ, 

ʚʠʟʥʘʯʠʪʠ ʧʦʢʘʟʥʠʢʠ, ʱʦ ʽʣʶʩʪʨʫʶʪʴ ʢʦʥʮʝʥʪʨʘʮʽʶ ʽ ʰʚʠʜʢʽʩʪʴ ʟʨʦʩʪʘʥʥʷ ʽʤʧʦʨʪʫ ʥʘ 

ʢʦʞʥʦʤʫ ʨʠʥʢʫ, ʦʮʽʥʠʪʠ ʨʽʚʝʥʴ ʢʦʥʢʫʨʝʥʮʽʾ ʥʘ ʩʚʽʪʦʚʦʤʫ ʨʠʥʢʫ: ʢʦʥʢʫʨʫʶʯʽ ʢʨʘʾʥʠ, 

ʝʢʩʧʦʨʪ ʚ ʨʦʟʨʽʟʽ ʪʦʚʘʨʥʠʭ ʛʨʫʧ, ʦʙʩʷʛʠ ʨʠʥʢʫ, ʟʨʦʩʪʘʥʥʷ ʽ ʯʘʩʪʢʫ ʨʠʥʢʫ, ʦʮʽʥʠʪʠ ʨʽʚʝʥʴ 
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ʉ.ɺ. ʂʦʚʘʣʴʯʫʢ, ʆ.ʄ. ʂʦʚʽʥʴʢʦ, ɯ.ɺ. ʃʽʩʦʚʩʴʢʠʡ. ʈʦʣʴ ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʚ 
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ʮʽʣʴʦʚʦʛʦ ʨʠʥʢʫ, ʟʘ  ʧʦʢʘʟʥʠʢʘʤʠ ʝʢʩʧʦʨʪʫ ʢʦʞʥʦʛʦ ʟ ʫʯʘʩʥʠʢʽʚ, ʢʽʣʴʢʽʩʪʴ ʢʨʘʾʥ-

ʧʦʩʪʘʯʘʣʴʥʠʢʽʚ ʽ ʾʭ ʧʨʦʜʫʢʪʠʚʥʽʩʪʴ ʥʘ ʨʠʥʢʫ, ʩʝʨʝʜʥʽ ʪʘʨʠʬʠ, ʷʢʽ ʟʘʩʪʦʩʦʚʫʶʪʴʩʷ 

ʢʨʘʾʥʘʤʠ ʩʪʦʩʦʚʥʦ ʽʤʧʦʨʪʫ ʢʦʥʢʨʝʪʥʦʛʦ ʧʨʦʜʫʢʪʫ (ʨʠʩ. 1). 

 

 
 

ʈʠʩʫʥʦʢ 1 ï ʇʨʠʢʣʘʜ ʧʦʰʫʢʫ ʽʥʬʦʨʤʘʮʽʾ ʩʪʦʩʦʚʥʦ ʩʚʽʪʦʚʦʛʦ ʽʤʧʦʨʪʫ ʪʦʚʘʨʥʦʾ ʛʨʫʧʠ ç44 

ɼʝʨʝʚʠʥʘ ʽ ʚʠʨʦʙʠ ʟ ʜʝʨʝʚʘè, 2016 ʨ. [23] 
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ʐʪʘʪʠ ɸʤʝʨʠʢʠ ï 19526301 ʜʦʣ., ʗʧʦʥʽʷ ï 10153718 ʜʦʣ. ɼʘʥʽ ʧʨʦ ʚʘʨʪʽʩʪʴ 

ʚʠʩʚʽʪʣʶʶʪʴʩʷ ʚ ʦʥʣʘʡʥ-ʨʝʞʠʤʽ ʧʨʠ ʥʘʚʝʜʝʥʥʽ ʢʫʨʩʦʨʘ ʥʘ ʜʝʪʘʣʽ ʨʠʩʫʥʢʘ. ʉʝʨʝʜ ʽʥʰʠʭ 

ʢʨʘʾʥ, ʷʢʽ ʽʤʧʦʨʪʫʶʪʴ ʜʝʨʝʚʠʥʫ ʪʘ ʚʠʨʦʙʠ ʟ ʜʝʨʝʚʘ ʥʘ ʩʫʤʫ ʧʦʥʘʜ 3 ʤʣʥ. ʜʦʣ. ï ʂʦʨʝʷ, 

ɺʝʣʠʢʘ ɹʨʠʪʘʥʽʷ, ɯʪʘʣʽʷ, ʅʽʜʝʨʣʘʥʜʠ, ʌʨʘʥʮʽʷ, ʅʽʤʝʯʯʠʥʘ. ʆʪʞʝ, ʨʠʥʢʠ ʮʠʭ ʢʨʘʾʥ ʊʆɺ 

çɹʘʨʣʽʥʝʢ ɯʥʚʝʩʪè ʨʦʟʛʣʷʜʘ ̒ʷʢ ʧʦʪʝʥʮʽʡʥʽ ʨʠʥʢʠ ʧʨʦʜʘʞʫ ʧʘʨʢʝʪʥʦʾ ʜʦʰʢʠ ʪʘ ʚʠʨʦʙʽʚ 

ʽʟ ʜʝʨʝʚʠʥʠ (ʨʠʩ. 2). 
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ʈʠʩʫʥʦʢ 2 ï ʇʨʠʢʣʘʜ ʧʦʰʫʢʫ ʽʥʬʦʨʤʘʮʽʾ ʩʪʦʩʦʚʥʦ ʢʦʥʮʝʥʪʨʘʮʽʾ ʪʘ ʚʽʜʩʪʘʥʽ ʤʽʞ 

ʢʨʘʾʥʘʤʠ-ʽʤʧʦʨʪʝʨʘʤʠ ʪʦʚʘʨʥʦʾ ʛʨʫʧʠ ç44 ɼʝʨʝʚʠʥʘ ʽ ʚʠʨʦʙʠ ʟ ʜʝʨʝʚʘè, 2016 ʨ. [23] 

 

ɼʣʷ ʘʥʘʣʽʟʫ ʨʦʟʛʣʷʥʫʪʦ ʪʦʨʛʦʚʫ ʢʘʨʪʫ Trade Map ʝʢʩʧʦʨʪʫ ʜʝʨʝʚʠʥʠ ʪʘ ʚʠʨʦʙʽʚ ʟ 

ʜʝʨʝʚʘ ʚ ʪʘʙʣʠʯʥʽʡ ʬʦʨʤʽ (ʨʠʩ. 3). 

 

 
 

ʈʠʩʫʥʦʢ 3 ï ʇʨʠʢʣʘʜ ʬʦʨʤʫʚʘʥʥʷ ʩʧʠʩʢʽʚ ʨʠʥʢʽʚ ʧʨʦʜʘʞʽʚ ʫʢʨʘʾʥʩʴʢʦʾ ʧʨʦʜʫʢʮʽʾ ʟʘ 

ʪʦʚʘʨʥʦʶ ʛʨʫʧʦʶ ç44 ɼʝʨʝʚʠʥʘ ʽ ʚʠʨʦʙʠ ʟ ʜʝʨʝʚʘè, 2016 ʨ. [23] 

 

ʋ 2016 ʨʦʮʽ ʥʘʡʙʽʣʴʰʠʤʠ ʽʤʧʦʨʪʝʨʘʤʠ ʫʢʨʘʾʥʩʴʢʦʾ ʧʨʦʜʫʢʮʽʾ ʩʪʘʣʠ ʈʦʩʽ,̫ 

ʇʦʣʴʱʘ, ɹʽʣʦʨʫʩʽʷ, ʈʫʤʫʥʽʷ, ʅʽʤʝʯʯʠʥʘ, ʂʠʪʘʡ, ɸʚʩʪʨʽʷ, ɯʪʘʣʽʷ, ɹʝʣʴʛʽʷ, ʋʛʦʨʱʠʥʘ, 

ʊʫʨʝʯʯʠʥʘ, ʏʝʭʽʷ. ʇʦʢʘʟʥʠʢ çɼʠʚʝʨʩʠʬʽʢʘʮʽʷ ʧʦʩʪʘʯʘʣʴʥʠʢʽʚè ʫʤʦʞʣʠʚʣʶʻ ʦʮʽʥʠʪʠ 

ʦʙʩʷʛ ʽʤʧʦʨʪʫ ʪʘ ʯʘʩʪʢʫ ʢʦʞʥʦʾ ʢʨʘʾʥʠ ʽʤʧʦʨʪʫ ʟ ʋʢʨʘʾʥʠ ʚ ʟʘʛʘʣʴʥʦʤʫ ʦʙʩʷʟʽ ʽʤʧʦʨʪʫ 

ʢʨʘʾʥʠ-ʧʘʨʪʥʝʨʘ ʟʘ ʪʦʚʘʨʥʦʶ ʛʨʫʧʦʶ ç44 ɼʝʨʝʚʠʥʘ ʽ ʚʠʨʦʙʠ ʟ ʜʝʨʝʚʘè (ʨʠʩ. 4). 
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ʉ.ɺ. ʂʦʚʘʣʴʯʫʢ, ʆ.ʄ. ʂʦʚʽʥʴʢʦ, ɯ.ɺ. ʃʽʩʦʚʩʴʢʠʡ. ʈʦʣʴ ʮʠʬʨʦʚʦʛʦ ʤʘʨʢʝʪʠʥʛʫ ʚ 

ʘʢʪʠʚʽʟʘʮʽʾ ʤʽʞʥʘʨʦʜʥʦʾ ʙʽʟʥʝʩ-ʜʽʷʣʴʥʦʩʪʽ ʧʽʜʧʨʠʻʤʩʪʚ 
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ʈʠʩʫʥʦʢ 4 ï ʆʙʩʷʛ ʽʤʧʦʨʪʫ ʋʢʨʘʾʥʠ ʟʘ ʪʦʚʘʨʥʦʶ ʛʨʫʧʦʶ ç44 ɼʝʨʝʚʠʥʘ ʽ ʚʠʨʦʙʠ ʟ 

ʜʝʨʝʚʘè, ʧʦʢʘʟʥʠʢ ï çɼʠʚʝʨʩʠʬʽʢʘʮʽʷ ʧʦʩʪʘʯʘʣʴʥʠʢʽʚè, 2016 ʨ. [23] 

 

ʋ 2016 ʨʦʮʽ ʚʽʜʙʫʣʦʩʷ ʟʨʦʩʪʘʥʥʷ ʽʤʧʦʨʪʫ ʜʝʨʝʚʠʥʠ ʪʘ ʚʠʨʦʙʽʚ ʟ ʜʝʨʝʚʘ ʫ ʉʐɸ ï 

8%, ʂʠʪʘʡ ï 5%, ʌʨʘʥʮʽʷ ï 4%, ʅʽʜʝʨʣʘʥʜʠ ï 4%, ʅʽʤʝʯʯʠʥʘ ï 3%, ɹʝʣʴʛʽʷ ï 3%, 

ɸʚʩʪʨʽʷ ï 11%, ɯʩʧʘʥʽʷ ï 7%, ʗʧʦʥʽʷ ï 1%, ʐʚʝʮʽʷ ï 1% [23]. ʄʦʞʥʘ ʟʜʽʡʩʥʠʪʠ 

ʧʦʨʽʚʥʷʥʥʷ ʦʙʩʷʛʽʚ ʧʨʦʜʘʞʫ ʧʽʜʧʨʠʻʤʩʪʚʘʤʠ ʋʢʨʘʾʥʠ ʪʘ ʩʚʽʪʦʚʽ ʦʙʩʷʛʠ ʧʨʦʜʘʞʽʚ ʽ 

ʨʽʚʝʥʴ ʱʦʨʽʯʥʦʛʦ ʩʚʽʪʦʚʦʛʦ ʟʨʦʩʪʘʥʥʷ ʦʙʩʷʛʽʚ ʧʨʦʜʘʞʫ (ʨʠʩ. 5). 

 
 

ʈʠʩʫʥʦʢ 5 ï ʇʨʠʢʣʘʜ ʜʝʪʘʣʽʟʦʚʘʥʠʭ ʜʘʥʠʭ ʱʦʜʦ ʨʽʯʥʦʛʦ ʟʨʦʩʪʘʥʥʷ ʦʙʩʷʛʽʚ ʽʤʧʦʨʪʫ 

ʜʝʨʝʚʠʥʠ ʪʘ ʚʠʨʦʙʽʚ ʟ ʜʝʨʝʚʘ ʫ 2012ï2016 ʨʨ. [23] 

 

ɿʜʽʡʩʥʶʻʤʦ ʧʦʰʫʢ ʽʥʬʦʨʤʘʮʽʾ ʧʨʦ ʩʚʽʪʦʚʠʭ ʣʽʜʝʨʽʚ ʝʢʩʧʦʨʪʝʨʽʚ ʪʘ ʟʨʦʩʪʘʥʥʷ 

ʩʚʽʪʦʚʦʛʦ ʝʢʩʧʦʨʪʫ ʪʦʚʘʨʥʦʾ ʛʨʫʧʠ ç44 ɼʝʨʝʚʠʥʘ ʽ ʚʠʨʦʙʠ ʟ ʜʝʨʝʚʘè (ʨʠʩ. 6, ʨʠʩ. 7). 


