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ɇɚɰɿɨɧɚɥьɧɢɣ ɭɧɿɜɟɪɫɢɬɟɬ «Ɉɞɟɫьɤɚ ɩɨɥɿɬɟɯɧɿɤɚ» 
(Ɉɞɟɫɚ, ɍɤɪɚʀɧɚ) 

 
 

ȿɎȿɄɌɂȼɇȱɋɌЬ ɆȺɊɄȿɌɂɇȽɍ ɇȺ ɈɋɇɈȼȱ ɒɌɍɑɇɈȽɈ 
ȱɇɌȿɅȿɄɌɍ ȼ SMM 

 
ɋɬɚɬɬɹ ɚɧɚɥɿɡɭє ɟɮɟɤɬɢɜɧɿɫɬь ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɜ ɫɭɱɚɫɧɨɦɭ ɦɚɪɤɟɬɢɧɝɭ, ɚ ɫɚɦɟ ɭ 

ɜɡɚєɦɨɞɿʀ ɤɨɦɩɚɧɿʀ ɡ ɚɭɞɢɬɨɪɿєɸ ɜ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠɚɯ. Ɇɢ ɫɩɢɪɚєɦɨɫɹ ɧɚ ɩɨɩɟɪɟɞɧɸ 
ɥɿɬɟɪɚɬɭɪɭ, ɳɨɛ ɩɪɨɫɬɟɠɢɬɢ, ɹɤ ɪɨɡɜɢɜɚɜɫɹ ɲɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ ɬɚ ɹɤ ɫɚɦɟ ɜɢɤɨɪɢɫɬɨɜɭɜɚɜɫɹ 
ɜ ɦɚɪɤɟɬɢɧɝɭ ɬɚ SMM. ɉɟɪɜɢɧɧɿ ɞɚɧɿ ɛɭɥɢ ɨɬɪɢɦɚɧɿ ɜ ɪɟɡɭɥьɬɚɬɿ ɬɟɫɬɭɜɚɧɧɹ ɪɟɤɥɚɦɧɢɯ 
ɤɪɟɚɬɢɜɿɜ, ɫɬɜɨɪɟɧɢɯ ɲɬɭɱɧɢɦ ɿɧɬɟɥɟɤɬɨɦ, ɧɚ ɚɭɞɢɬɨɪɿʀ ɜɢɪɨɛɧɢɱɨɝɨ ɩɿɞɩɪɢєɦɫɬɜɚ ɯɚɪɱɨɜɨʀ 
ɩɪɨɦɢɫɥɨɜɨɫɬɿ ɜ Instagram. ɇɟɡɜɚɠɚɸɱɢ ɧɚ ɦɿɧɥɢɜɿɫɬь ɚɥɝɨɪɢɬɦɿɜ ɪɚɧɠɢɪɭɜɚɧɧɹ ɤɨɧɬɟɧɬɭ ɜ 
ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠɚɯ ɜɞɚɥɨɫь ɩɨɪɿɜɧɹɬɢ ɬɚ  ɩɪɨɚɧɚɥɿɡɭɜɚɬɢ ɤɪɟɚɬɢɜɢ ɡɚ ɪɿɜɧɢɯ ɭɦɨɜ. 
Ɋɟɡɭɥьɬɚɬɢ ɞɨɫɥɿɞɠɟɧɧɹ ɞɨɡɜɨɥɢɥɢ ɡɪɨɛɢɬɢ ɜɢɫɧɨɜɨɤ, ɳɨ ɜɡɚєɦɨɞɿɹ ɤɥɿєɧɬɿɜ ɡ ɪɟɡɭɥьɬɚɬɨɦ 
ɪɨɛɨɬɢ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɧɟ ɝɿɪɲɚ ɡɚ ɬɪɚɞɢɰɿɣɧɢɣ ɿɧɫɬɪɭɦɟɧɬɚɪɿɣ ɦɚɪɤɟɬɢɧɝɭ, ɚ ɬɚɤɨɠ 
ɩɪɢɡɜɨɞɢɬь ɞɨ ɫɭɬɬєɜɨʀ ɟɤɨɧɨɦɿʀ ɧɚ ɜɢɪɨɛɧɢɰɬɜɿ ɤɨɧɬɟɧɬɭ ɞɥɹ ɜɡɚєɦɨɞɿʀ ɡ ɤɥɿєɧɬɚɦɢ. 

Ʉɥɸɱɨɜɿ ɫɥɨɜɚ: ɲɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ, ɲɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ ɜ ɦɚɪɤɟɬɢɧɝɭ, SMM, ɤɨɧɬɟɧɬ 
ɦɟɧɟɞɠɦɟɧɬ, ɞɢɡɚɣɧ. 
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ɉɨɫɬɚɧɨɜɤɚ ɩɪɨɛɥɟɦɢ ɜ ɡɚɝɚɥьɧɨɦɭ ɜɢɝɥɹɞɿ ɬɚ ʀʀ ɡɜ'ɹɡɨɤ ɡ ɜɚɠɥɢɜɢɦɢ 

ɧɚɭɤɨɜɢɦɢ ɚɛɨ ɩɪɚɤɬɢɱɧɢɦɢ ɡɚɜɞɚɧɧɹɦɢ. ɒɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ (ɒȱ) ɬɚ ɣɨɝɨ ɪɨɥь ɜ 
ɦɚɪɤɟɬɢɧɝɭ ɩɨɱɚɥɢ ɚɤɬɢɜɧɨ ɡ’ɹɜɥɹɬɢɫɹ ɜ ɞɨɫɥɿɞɠɟɧɧɹɯ ɩɨɱɢɧɚɸɱɢ ɡ ɞɟɜ’ɹɧɨɫɬɢɯ ɪɨɤɿɜ 
[1].  əɤ ɩɪɚɜɢɥɨ, ɩɟɪɟɞɨɜɿ ɬɟɯɧɨɥɨɝɿʀ ɛɭɥɢ ɞɨɪɨɝɢɦɢ ɿ ɞɨɫɬɭɩɧɢɦɢ ɥɢɲɟ ɞɥɹ ɜɟɥɢɤɢɯ 
ɤɨɦɩɚɧɿɣ, ɬɚɤɢɯ ɹɤ SЩШtТПв, AЦКгШЧ, ІОtПХТб, GШШРХО [2]. Ⱦɨɩɨɤɢ ɜ 2020 ɪɨɰɿ ɧɟ ɜɿɞɛɭɜɫɹ 
ɫɩɪɚɜɠɧɿɣ ɛɭɦ ɜ ɫɮɟɪɿ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ, ɤɨɥɢ ɜɿɧ ɫɬɚɜ ɞɨɫɬɭɩɧɢɦ ɞɥɹ ɤɨɠɧɨɝɨ 
ɩɟɪɟɫɿɱɧɨɝɨ ɤɨɪɢɫɬɭɜɚɱɚ ɡɚɜɞɹɤɢ CСКtGPT. ɇɚɛɭɜ ɪɨɡɩɨɜɫɸɞɠɟɧɧɹ ɬɟɪɦɿɧ «ɦɚɪɤɟɬɢɧɝ 
ɧɚ ɨɫɧɨɜɿ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ» ɜ 2020 ɪɨɰɿ [3]. Ɋɿɡɧɨɦɚɧɿɬɧɿ ɞɨɞɚɬɤɢ ɬɚ ɩɪɨɝɪɚɦɧɟ 
ɡɚɛɟɡɩɟɱɟɧɧɹ ɨɞɧɨɱɚɫɧɨ ɩɨɱɚɥɢ ɩɪɨɩɨɧɭɜɚɬɢ ɪɨɡɲɢɪɟɧɿ ɮɭɧɤɰɿʀ ɿɡ ɡɚɥɭɱɟɧɧɹɦ 
ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ. Ⱥɥɟ ɤɨɠɧɚ ɿɡ ɰɢɯ ɪɨɡɪɨɛɨɤ ɡɧɚɯɨɞɢɬьɫɹ ɧɚ ɜɥɚɫɧɨɦɭ ɪɿɜɧɿ 
ɪɨɡɜɢɬɤɭ. Ⱦɟɹɤɿ ɡ ɧɢɯ є ɞɨɫɢɬь ɜɞɚɥɢɦɢ, ɬɚɤɿ ɹɤ PСШtШSСШЩ BОtК, SЮЧШ.МШЦ, ɚ ɞɟɹɤɿ 
ɩɨɬɪɟɛɭɸɬь ɞɨɪɨɛɨɤ ɬɚ ɜɞɨɫɤɨɧɚɥɟɧɧɹ. ɇɚɩɪɢɤɥɚɞ, ɿɧɬɟɝɪɚɰɿɹ CСКtGPT ɜ SОЧНЩЮХsО ɞɥɹ 
ɫɩɿɥɤɭɜɚɧɧɹ ɡ ɤɥɿєɧɬɚɦɢ, ɳɨ ɜɢɞɚє ɤɥɿєɧɬɚɦ ɧɟ ɡɚɜɠɞɢ ɤɨɪɟɤɬɧɿ ɜɿɞɩɨɜɿɞɿ ɧɚ ɡɜɟɪɧɟɧɧɹ, 
ɱɚɫɬɨ ɡ ɧɟɡɚɤɿɧɱɟɧɢɦɢ ɫɥɨɜɚɦɢ ɿ ɪɟɱɟɧɧɹɦɢ, ɠɚɯɥɢɜɨ ɫɩɪɢɣɦɚєɬьɫɹ ɤɥɿєɧɬɚɦɢ ɿ ɦɿɫɬɢɬь 
ɛɚɝɚɬɨ ɩɨɦɢɥɨɤ. ɋɬɭɩɿɧь ɪɨɡɜɢɬɤɭ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɧɟ є ɪɿɜɧɨɦɿɪɧɢɦ, ɚ ɬɚɤɨɠ ɣɨɝɨ 
ɜɢɤɨɪɢɫɬɚɧɧɹ ɜ ɪɿɡɧɢɯ ɫɟɪɜɿɫɚɯ ɡɚɥɟɠɢɬь ɜɿɞ ɦɚɣɫɬɟɪɧɨɫɬɿ ɿ ɥɸɞɫьɤɨɝɨ ɮɚɤɬɨɪɭ ɜ 
ɛɿɥьɲɿɣ ɦɿɪɿ, ɧɿɠ ɜɿɞ ɦɨɠɥɢɜɨɫɬɟɣ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ. ɉɨɤɢ ɳɨ ɜɿɧ ɧɟ є ɫɚɦɨɫɬɿɣɧɢɦ 
ɿɧɫɬɪɭɦɟɧɬɨɦ, ɹɤɢɣ ɝɚɪɚɧɬɭє ɹɤɿɫɬь ɜɡɚєɦɨɞɿʀ ɿ ɪɟɡɭɥьɬɚɬ. 
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ȼ ɬɨɣ ɠɟ ɱɚɫ, ɞɥɹ ɫɬɜɨɪɟɧɧɹ ɤɨɧɬɟɧɬɭ ɜ ɫɮɟɪɿ ɝɪɨɦɚɞɫьɤɨɝɨ ɯɚɪɱɭɜɚɧɧɹ ɡɚɡɜɢɱɚɣ 
ɩɨɬɪɿɛɧɨ ɛɚɝɚɬɨ ɤɨɲɬɿɜ, ɨɫɨɛɥɢɜɨ ɞɥɹ ɚɤɬɢɜɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɜ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠɚɯ. 
Ⱥɞɠɟ ɩɨɬɪɿɛɧɨ ɱɚɫɬɨ ɩɨɫɬɚɱɚɬɢ ɩɿɞɩɢɫɧɢɤɚɦ ɫɨɤɨɜɢɬɢɣ ɤɨɧɬɟɧɬ, ɳɨ ɡɦɭɫɢɜ ɛɢ 
ɡɜɟɪɧɭɬɢ ɭɜɚɝɭ, ɡɚɞɭɦɚɬɢɫь ɬɚ ɩɪɢɣɧɹɬɢ ɪɿɲɟɧɧɹ ɡɚɦɨɜɢɬɢ ʀɠɭ. Ⱥ ɬɚɤɨɠ ɫɬɜɨɪɸɜɚɬɢ 
ɜɪɚɠɟɧɧɹ, ɳɨ ɩɪɨɞɭɤɬ ɩɨɬɪɿɛɟɧ ɿ ɤɨɪɢɫɬɭєɬьɫɹ ɡɧɚɱɧɢɦ ɩɨɩɢɬɨɦ, ɚ ɡɚ ɪɚɯɭɧɨɤ 
ɪɿɡɧɨɦɚɧɿɬɧɨɝɨ ɤɨɧɬɟɧɬɭ ɬɚɤɟ ɜɪɚɠɟɧɧɹ ɦɨɠɧɚ ɫɬɜɨɪɢɬɢ. Ⱦɥɹ ɫɬɜɨɪɟɧɧɹ ɤɨɧɬɟɧɬɭ 
ɧɟɨɛɯɿɞɧɨ ɜɢɬɪɚɱɚɬɢ ɩɪɨɞɭɤɬɢ ɯɚɪɱɭɜɚɧɧɹ, ɪɨɛɨɱɭ ɫɢɥɭ ɿ ɱɚɫ ɤɭɯɚɪɿɜ, ɳɨ ɝɨɬɭɸɬь 
ɫɩɟɰɿɚɥьɧɨ ɞɥɹ ɮɨɬɨɝɪɚɮɿʀ, ɪɨɛɨɱɢɣ ɱɚɫ ɤɭɪ’єɪɿɜ ɞɨɫɬɚɜɤɢ, ɡɚɥɭɱɟɧɢɯ ɩɨɡɚɲɬɚɬɧɢɯ 
ɮɨɬɨɝɪɚɮɿɜ, ɞɢɡɚɣɧɟɪɿɜ ɞɥɹ ɨɛɪɨɛɤɢ ɮɨɬɨ, ɮɨɬɨɦɨɞɟɥɟɣ, ɳɨ ɛɭɞɭɬь ɩɪɢɫɭɬɧɿ ɜ ɤɚɞɪɿ, 
ɨɪɟɧɞɭɜɚɬɢ ɮɨɬɨɫɬɭɞɿɸ ɡ ɞɟɤɨɪɚɰɿɹɦɢ ɬɚ ɿɧɬɟɪ’єɪɨɦ, ɳɨ ɜɿɞɩɨɜɿɞɚє ɿɦɿɞɠɭ ɛɪɟɧɞɭ, 
ɤɭɩɭɜɚɬɢ ɪɟɤɜɿɡɢɬ ɞɥɹ ɮɨɬɨɝɪɚɮɿɣ, ɹɤɢɣ, ɹɤ ɩɪɚɜɢɥɨ, ɧɿɞɟ ɩɨɬɿɦ ɧɟ ɦɨɠɧɚ ɜɢɤɨɪɢɫɬɚɬɢ 
ɩɨɜɬɨɪɧɨ (ɩɨɫɭɞ, ɚɤɫɟɫɭɚɪɢ, ɬɟɤɫɬɢɥь, ɮɨɧɢ, ɧɚɩɨʀ, ɤɜɿɬɢ ɿ ɬ.ɿ.). ɍ ɪɚɡɿ ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɞɥɹ ɫɬɜɨɪɟɧɧɹ ɤɨɧɬɟɧɬɭ ɦɢ ɨɱɿɤɭєɦɨ, ɳɨ ɡ ɨɞɧɿєʀ ɮɨɬɨɝɪɚɮɿʀ ɦɨɠɧɚ 
ɛɭɞɟ ɡɪɨɛɢɬɢ ɛɚɝɚɬɨ ɪɿɡɧɨɦɚɧɿɬɧɢɯ ɫɸɠɟɬɿɜ, ɳɨ ɛɭɞɭɬь ɤɚɪɞɢɧɚɥьɧɨ ɜɿɞɪɿɡɧɹɬɢɫɹ ɨɞɢɧ 
ɜɿɞ ɨɞɧɨɝɨ, ɡɚ ɞɨɩɨɦɨɝɨɸ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ. 

əɤɳɨ ɜ ɪɟɡɭɥьɬɚɬɿ ɞɨɫɥɿɞɠɟɧɧɹ ɜɢɹɜɢɬьɫɹ, ɳɨ ɜɡɚєɦɨɞɿɹ ɡɿ ɡɝɟɧɟɪɨɜɚɧɢɦɢ ɮɨɬɨ 
ɬɨɜɚɪɭ ɤɪɚɳɚ ɚɛɨ ɯɨɱɚ ɛ ɬɚɤɚ ɫɚɦɚ ɹɤ ɡ ɮɨɬɨ ɪɟɚɥьɧɢɦɢ, ɜɜɚɠɚɬɢɦɟɦɨ, ɳɨ ɲɬɭɱɧɢɣ 
ɿɧɬɟɥɟɤɬ ɩɪɢɡɜɨɞɢɬь ɞɨ ɟɤɨɧɨɦɿʀ ɜɢɬɪɚɬ ɧɚ ɮɨɬɨ ɬɨɜɚɪɭ, ɪɟɤɜɿɡɢɬɢ, ɨɪɟɧɞɭ ɮɨɬɨɫɬɭɞɿʀ, 
ɮɨɬɨ ɦɨɞɟɥɟɣ, ɚ ɨɬɠɟ, є ɟɮɟɤɬɢɜɧɢɦ. 

Ⱥɧɚɥɿɡ ɨɫɬɚɧɧɿɯ ɞɨɫɥɿɞɠɟɧь ɿ ɩɭɛɥɿɤɚɰɿɣ, ɜ ɹɤɢɯ ɩɨɤɥɚɞɟɧɢɣ ɩɨɱɚɬɨɤ 
ɜɢɪɿɲɟɧɧɸ ɞɚɧɨʀ ɩɪɨɛɥɟɦɢ ɿ ɧɚ ɹɤɿ ɫɩɢɪɚєɬьɫɹ ɚɜɬɨɪ. Ɇɚɪɤɟɬɢɧɝ ɡɿ ɲɬɭɱɧɢɦ 
ɿɧɬɟɥɟɤɬɨɦ (AIM) - ɰɟ ɩɿɞɯɿɞ, ɳɨ ɩɨɥɹɝɚє ɜ ɨɩɬɢɦɚɥьɧɨɦɭ ɜɢɤɨɪɢɫɬɚɧɧɿ ɬɟɯɧɨɥɨɝɿɣ ɿ 
ɞɚɧɢɯ ɩɪɨ ɤɥɿєɧɬɿɜ ɞɥɹ ɩɨɤɪɚɳɟɧɧɹ ɤɥɿєɧɬɫьɤɨɝɨ ɞɨɫɜɿɞɭ. Ⱦɥɹ ɞɨɫɹɝɧɟɧɧɹ ɰɿєʀ ɦɟɬɢ 
ɜɢɤɨɪɢɫɬɨɜɭɸɬьɫɹ ɪɿɡɧɿ ɦɟɬɨɞɢ, ɬɚɤɿ ɹɤ ɚɧɚɥɿɡ BIG DATA, ɦɚɲɢɧɧɟ ɧɚɜɱɚɧɧɹ ɬɚ 
ɨɬɪɢɦɚɧɧɹ ɿɧɫɚɣɬɿɜ ɩɪɨ ɰɿɥьɨɜɢɣ ɫɟɤɬɨɪ ɤɥɿєɧɬɿɜ. ɐɟ ɞɚɥɨ ɩɿɞɫɬɚɜɢ ɧɚɡɜɚɬɢ ɰɸ ɟɩɨɯɭ 
"ȿɩɨɯɨɸ AI MКrФОtТЧР ErК", ɳɨ ɡɨɛɨɜ'ɹɡɭє ɞɨ ɪɚɞɢɤɚɥьɧɨʀ ɬɪɚɧɫɮɨɪɦɚɰɿʀ ɤɨɥɢɲɧьɨʀ 
ɫɯɟɦɢ, ɜ ɹɤɿɣ ɦɚɪɤɟɬɨɥɨɝɢ ɜɡɚєɦɨɞɿɸɬь ɡɿ ɫɜɨʀɦɢ ɤɥɿєɧɬɚɦɢ, ɮɨɪɦɭɥɸɸɬь ɫɬɪɚɬɟɝɿʀ ɞɥɹ 
ɞɨɫɹɝɧɟɧɧɹ ɫɜɨʀɯ ɰɿɥɟɣ. 

Ɂɝɿɞɧɨ ɡ ɨɩɢɬɭɜɚɧɧɹɦ, ɩɪɨɜɟɞɟɧɢɦ ɤɨɦɩɚɧɿєɸ АОЛОr, ɫɬɚɥɨ ɨɱɟɜɢɞɧɨ, ɳɨ 
ɫɩɨɠɢɜɚɱɿ ɜ ɭɫьɨɦɭ ɫɜɿɬɿ ɞɨɬɪɢɦɭɸɬьɫɹ ɞɭɦɤɢ, ɳɨ ɜɩɥɢɜ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɧɚ 
ɫɭɫɩɿɥьɫɬɜɨ є ɪɚɞɲɟ ɩɨɡɢɬɢɜɧɢɦ, ɧɿɠ ɧɟɝɚɬɢɜɧɢɦ. Ʉɪɿɦ ɬɨɝɨ, ɡɜɿɬ "ɒȱ - ɝɨɬɨɜɢɣ ɱɢ ɧɿ, 
II", ɩɪɨɜɟɞɟɧɢɣ KRC АОЛОr SСКЧНаТМФ ɭ ɱɟɪɜɧɿ 2016 ɪɨɤɭ, ɜ ɯɨɞɿ ɹɤɨɝɨ ɛɭɥɨ ɨɩɢɬɚɧɨ 
150 ɞɢɪɟɤɬɨɪɿɜ ɡ ɦɚɪɤɟɬɢɧɝɭ ɭ ȼɟɥɢɤɨɛɪɢɬɚɧɿʀ, Ʉɢɬɚʀ ɬɚ ɋɒȺ, ɞɿɣɲɥɢ ɜɢɫɧɨɜɤɭ, ɳɨ 
ɛɥɢɡьɤɨ 55% ɤɟɪɿɜɧɢɤɿɜ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɥɭɠɛ ɜɜɚɠɚɸɬь, ɳɨ ɒȱ ɦɚɬɢɦɟ ɡɧɚɱɧɨ ɤɪɚɳɢɣ 
ɜɩɥɢɜ ɧɚ ɦɚɪɤɟɬɢɧɝ, ɤɨɦɭɧɿɤɚɰɿʀ ɬɚ ɜɿɞɧɨɫɢɧɢ ɡ ɤɥɿєɧɬɚɦɢ, ɧɿɠ ɫɨɰɿɚɥьɧɿ ɦɟɪɟɠɿ. ɇɚɪɚɡɿ 
ɦɚɪɤɟɬɢɧɝ ɧɚ 4-ɦɭ ɦɿɫɰɿ ɫɟɪɟɞ ɝɚɥɭɡɟɣ ɜɢɤɨɪɢɫɬɚɧɧɹ ɒȱ ɡɚ ɨɛɫɹɝɨɦ ɜɢɬɪɚɱɟɧɢɯ 
ɪɟɫɭɪɫɿɜ, ɩɪɢɱɨɦɭ ɧɚ ɧьɨɝɨ ɩɪɢɩɚɞɚє ɛɥɢɡьɤɨ 2,55% ɜɿɞ ɡɚɝɚɥьɧɨɝɨ ɨɛɫɹɝɭ ɿɧɜɟɫɬɢɰɿɣ ɭ 
ɰɸ ɝɚɥɭɡь [3]. 

ɉɪɨɧɢɤɧɟɧɧɹ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɜ ɛɿɡɧɟɫ ɜ ɧɚɲɿ ɞɧɿ є ɞɨɫɢɬь ɲɢɪɨɤɢɦ. Ɂɚ 
ɞɚɧɢɦɢ IBM GХШЛКХ AI AНШЩtТШЧ IЧНОб 2022 35% ɤɨɦɩɚɧɿɣ ɜɠɟ ɜɩɪɨɜɚɞɢɥɢ ɲɬɭɱɧɢɣ 
ɿɧɬɟɥɟɤɬ ɜ ɫɜɨɸ ɞɿɹɥьɧɿɫɬь ɬɚ 42% ɞɨɫɥɿɞɠɭɸɬь ɦɨɠɥɢɜɨɫɬɿ ɒȱ ɞɥɹ ɩɨɞɚɥьɲɨɝɨ 
ɜɢɤɨɪɢɫɬɚɧɧɹ [4]. 

Ȼɟɡɩɨɫɟɪɟɞɧє ɫɩɿɥɤɭɜɚɧɧɹ ɡ CСКtGPT 3.5 ɜɿɞ OpenAI ɩɨɤɚɡɚɥɨ, ɹɤɿ ɩɟɪɟɜɚɝɢ 
ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɞɥɹ ɦɚɪɤɟɬɢɧɝɭ ɧɚɡɢɜɚє ɫɚɦ ɲɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ. 

Ɉɫь ɞɟɤɿɥьɤɚ ɤɥɸɱɨɜɢɯ ɡ ɧɢɯ: 
ɉɟɪɫɨɧɚɥɿɡɚɰɿɹ. ɒȱ ɞɨɡɜɨɥɹє ɫɬɜɨɪɸɜɚɬɢ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ ɩɪɨɩɨɡɢɰɿʀ ɞɥɹ 

ɤɨɠɧɨɝɨ ɤɥɿєɧɬɚ ɧɚ ɨɫɧɨɜɿ ʀɯɧɿɯ ɿɧɞɢɜɿɞɭɚɥьɧɢɯ ɩɨɬɪɟɛ ɿ ɩɨɩɟɪɟɞɧьɨʀ ɜɡɚєɦɨɞɿʀ ɡ 
ɛɪɟɧɞɨɦ. ɐɟ ɞɨɩɨɦɚɝɚє ɡɚɥɭɱɚɬɢ ɭɜɚɝɭ ɬɚ ɡɛɿɥьɲɭɜɚɬɢ ɤɨɧɜɟɪɫɿɸ. 
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Ⱥɧɚɥɿɬɢɤɚ. ɒȱ ɦɨɠɟ ɚɧɚɥɿɡɭɜɚɬɢ ɜɟɥɢɱɟɡɧɿ ɨɛɫɹɝɢ ɞɚɧɢɯ ɲɜɢɞɲɟ ɬɚ 
ɟɮɟɤɬɢɜɧɿɲɟ, ɧɿɠ ɥɸɞɢ, ɳɨ ɞɨɡɜɨɥɹє ɨɬɪɢɦɭɜɚɬɢ ɰɿɧɧɿ ɿɧɫɚɣɬɢ ɞɥɹ ɪɨɡɜɢɬɤɭ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ. 

ɉɪɨɝɧɨɡɭɜɚɧɧɹ ɬɪɟɧɞɿɜ. Ⱥɥɝɨɪɢɬɦɢ ɦɚɲɢɧɧɨɝɨ ɧɚɜɱɚɧɧɹ ɦɨɠɭɬь ɚɧɚɥɿɡɭɜɚɬɢ 
ɿɫɬɨɪɢɱɧɿ ɞɚɧɿ ɬɚ ɜɢɹɜɥɹɬɢ ɦɚɣɛɭɬɧɿ ɬɟɧɞɟɧɰɿʀ, ɞɨɩɨɦɚɝɚɸɱɢ ɤɨɦɩɚɧɿɹɦ ɚɞɚɩɬɭɜɚɬɢ ɫɜɨʀ 
ɫɬɪɚɬɟɝɿʀ ɧɚ ɦɚɣɛɭɬɧє. 

Ɉɩɬɢɦɿɡɚɰɿɹ ɪɟɤɥɚɦɧɢɯ ɤɚɦɩɚɧɿɣ. ɒȱ ɦɨɠɟ ɚɜɬɨɦɚɬɢɱɧɨ ɨɩɬɢɦɿɡɭɜɚɬɢ ɪɟɤɥɚɦɧɿ 
ɤɚɦɩɚɧɿʀ, ɜɪɚɯɨɜɭɸɱɢ ɬɚɤɿ ɮɚɤɬɨɪɢ, ɹɤ ɰɿɥьɨɜɚ ɚɭɞɢɬɨɪɿɹ, ɱɚɫ ɩɭɛɥɿɤɚɰɿʀ ɬɚ ɬɢɩ 
ɤɨɧɬɟɧɬɭ, ɳɨ ɞɨɡɜɨɥɹє ɡɦɟɧɲɢɬɢ ɜɢɬɪɚɬɢ ɬɚ ɡɛɿɥьɲɢɬɢ ɟɮɟɤɬɢɜɧɿɫɬь. 

Ʉɥɿєɧɬɫьɤɟ ɨɛɫɥɭɝɨɜɭɜɚɧɧɹ. ɒȱ ɦɨɠɟ ɛɭɬɢ ɜɢɤɨɪɢɫɬɚɧɢɣ ɞɥɹ ɫɬɜɨɪɟɧɧɹ ɱɚɬ-ɛɨɬɿɜ 
ɬɚ ɜɿɪɬɭɚɥьɧɢɯ ɚɫɢɫɬɟɧɬɿɜ, ɹɤɿ ɧɚɞɚɸɬь ɲɜɢɞɤɭ ɬɚ ɟɮɟɤɬɢɜɧɭ ɩɿɞɬɪɢɦɤɭ ɤɥɿєɧɬɚɦ 
ɰɿɥɨɞɨɛɨɜɨ. 

ɉɪɨɝɧɨɡɭɜɚɧɧɹ ɩɨɩɢɬɭ. ɒȱ ɦɨɠɟ ɞɨɩɨɦɨɝɬɢ ɤɨɦɩɚɧɿɹɦ ɩɪɨɝɧɨɡɭɜɚɬɢ ɩɨɩɢɬ ɧɚ 
ʀɯɧɿ ɬɨɜɚɪɢ ɚɛɨ ɩɨɫɥɭɝɢ, ɳɨ ɞɨɡɜɨɥɹє ɨɩɬɢɦɿɡɭɜɚɬɢ ɜɢɪɨɛɧɢɰɬɜɨ ɬɚ ɡɚɩɚɫɢ. 

Ɂɚɝɚɥɨɦ, ɜɢɤɨɪɢɫɬɚɧɧɹ ɒȱ ɜ ɦɚɪɤɟɬɢɧɝɭ ɦɨɠɟ ɡɧɚɱɧɨ ɩɨɤɪɚɳɢɬɢ ɟɮɟɤɬɢɜɧɿɫɬь 
ɬɚ ɪɟɡɭɥьɬɚɬɢɜɧɿɫɬь ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ, ɞɨɩɨɦɚɝɚɸɱɢ ɤɨɦɩɚɧɿɹɦ ɤɪɚɳɟ ɪɨɡɭɦɿɬɢ 
ɫɜɨɸ ɚɭɞɢɬɨɪɿɸ ɬɚ ɚɞɚɩɬɭɜɚɬɢɫɹ ɞɨ ɡɦɿɧ ɧɚ ɪɢɧɤɭ ɩɪɢ ɜɦɿɥɨɦɭ ɣɨɝɨ ɜɩɪɨɜɚɞɠɟɧɧɿ [5].  

Ɂɝɿɞɧɨ ɞɨɫɥɿɞɠɟɧɧɹɦɢ ɜɢɤɨɪɢɫɬɚɧɧɹ CСКtGPT ɜ ɦɚɪɤɟɬɢɧɝɭ ɦɨɠɥɢɜɟ ɡɚ 
ɧɚɫɬɭɩɧɢɦɢ ɧɚɩɪɹɦɤɚɦɢ: 

ɉɨɜɟɞɿɧɤɚ ɫɩɨɠɢɜɚɱɿɜ. 
‒ CСКtGPT ɦɨɠɟ ɞɨɩɨɦɨɝɬɢ ɡɪɨɡɭɦɿɬɢ ɜɩɨɞɨɛɚɧɧɹ ɫɩɨɠɢɜɚɱɿɜ ɿ ɝɟɧɟɪɭɜɚɬɢ 

ɜɿɞɩɨɜɿɞɿ ɩɪɨ ɫɩɨɠɢɜɱɿ ɜɩɨɞɨɛɚɧɧɹ ɳɨɞɨ ɬɨɜɚɪɿɜ ɱɢ ɩɨɫɥɭɝ. Ⱦɨɫɥɿɞɧɢɤɢ ɬɚ ɦɚɪɤɟɬɨɥɨɝɢ 
ɦɨɠɭɬь ɨɬɪɢɦɚɬɢ ɭɹɜɥɟɧɧɹ ɩɪɨ ɬɟ, ɹɤɿ ɮɚɤɬɨɪɢ є ɧɚɣɛɿɥьɲ ɜɚɠɥɢɜɢɦɢ ɞɥɹ ɫɩɨɠɢɜɚɱɿɜ. 

‒ CСКtGPT ɦɨɠɧɚ ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢ ɞɥɹ ɚɧɚɥɿɡɭ ɜɟɥɢɤɢɯ ɦɚɫɢɜɿɜ ɞɚɧɢɯ ɩɪɨ 
ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ ɞɥɹ ɜɢɹɜɥɟɧɧɹ ɡɚɤɨɧɨɦɿɪɧɨɫɬɟɣ ɿ ɬɟɧɞɟɧɰɿɣ, ɳɨ ɮɨɪɦɭɸɬь 
ɫɩɨɠɢɜɱɟ ɫɩɪɢɣɧɹɬɬɹ. ɇɚɩɪɢɤɥɚɞ, ɞɨɫɥɿɞɧɢɤɢ ɦɨɠɭɬь ɜɢɡɧɚɱɢɬɢ ɮɚɤɬɨɪɢ, ɹɤɿ ɦɨɠɭɬь 
ɜɩɥɢɜɚɬɢ ɧɚ ɩɟɜɧɭ ɩɨɜɟɞɿɧɤɭ, ɪɿɲɟɧɧɹ ɩɪɨ ɩɨɤɭɩɤɭ ɚɛɨ ɥɨɹɥьɧɿɫɬь ɞɨ ɛɪɟɧɞɭ. 

‒ CСКtGPT ɦɨɠɟ ɝɟɧɟɪɭɜɚɬɢ ɜɿɞɩɨɜɿɞɿ ɩɪɨ ɬɟ, ɱɨɦɭ ɫɩɨɠɢɜɚɱɿ ɩɨɜɨɞɹɬьɫɹ ɩɟɜɧɢɦ 
ɱɢɧɨɦ, ɧɚɩɪɢɤɥɚɞ, ɱɨɦɭ ɫɩɨɠɢɜɚɱɿ ɜɿɞɞɚɸɬь ɩɟɪɟɜɚɝɭ ɨɞɧɨɦɭ ɛɪɟɧɞɭ ɧɚɞ ɿɧɲɢɦ. ɐɟ ɞɚє 
ɰɿɧɧɭ ɿɧɮɨɪɦɚɰɿɸ ɩɪɨ ɨɫɧɨɜɧɿ ɦɨɬɢɜɢ, ɳɨ ɤɟɪɭɸɬь ɩɨɜɟɞɿɧɤɨɸ ɫɩɨɠɢɜɚɱɿɜ. 

‒ ɐɟ ɬɚɤɨɠ ɞɨɩɨɦɚɝɚє ɫɩɨɠɢɜɚɱɚɦ ɞɨɫɥɿɞɠɭɜɚɬɢ, ɩɨɪɿɜɧɸɜɚɬɢ ɬɚ ɨɰɿɧɸɜɚɬɢ 
ɜɚɪɿɚɧɬɢ ɩɪɨɞɭɤɬɿɜ ɱɢ ɩɨɫɥɭɝ ɿ ɞɨɩɨɦɚɝɚє ʀɦ ɩɪɢɣɦɚɬɢ ɨɛʉɪɭɧɬɨɜɚɧɿ ɪɿɲɟɧɧɹ. 
ɇɚɩɪɢɤɥɚɞ, ɡɚ ɞɨɩɨɦɨɝɨɸ CСКtGPT ɦɨɠɧɚ ɡɧɚɣɬɢ ɩɪɨɩɨɡɢɰɿɸ ɧɚ ɫɚɣɬɚɯ ɛɪɨɧɸɜɚɧɧɹ 
ɚɜɿɚɤɜɢɬɤɿɜ, ɩɨɪɿɜɧɹɬɢ ʀɯ ɡɚ ɪɿɡɧɢɦɢ ɩɚɪɚɦɟɬɪɚɦɢ, ɬɚɤɢɦɢ ɹɤ ɰɿɧɚ, ɱɚɫ ɭ ɞɨɪɨɡɿ ɬɨɳɨ, 
ɨɰɿɧɢɬɢ ʀɯ ɿ ɡɪɨɛɢɬɢ ɪɨɡɭɦɧɢɣ ɜɢɛɿɪ. 

‒ CСКtGPT ɦɨɠɟ ɳɟ ɛɿɥьɲɟ ɞɨɩɨɦɨɝɬɢ ɫɩɨɠɢɜɚɱɚɦ ɜ ɨɛɪɨɛɰɿ ɿɧɮɨɪɦɚɰɿʀ. 
ɇɚɩɪɢɤɥɚɞ, ɹɤɳɨ ɫɩɨɠɢɜɚɱ ɯɨɱɟ ɩɪɢɞɛɚɬɢ ɧɨɭɬɛɭɤ, CСКtGPT ɦɨɠɟ ɩɨɪɟɤɨɦɟɧɞɭɜɚɬɢ ɿ 
ɩɨɪɿɜɧɹɬɢ ɧɨɭɬɛɭɤɢ, ɚ ɬɚɤɨɠ ɩɨɹɫɧɢɬɢ ɫɩɨɠɢɜɚɱɟɜɿ ɬɟɯɧɿɱɧɿ ɬɟɪɦɿɧɢ ɬɚ ɨɫɨɛɥɢɜɨɫɬɿ 
ɫɩɨɠɢɜɚɱɟɜɿ. 

Ɋɟɤɥɚɦɚ. 
CСКtGPT ɦɨɠɟ ɬɟɫɬɭɜɚɬɢ ɪɟɤɥɚɦɧɿ ɤɨɧɰɟɩɰɿʀ, ɝɟɧɟɪɭɸɱɢ ɜɿɞɩɨɜɿɞɿ, ɩɨɜ'ɹɡɚɧɿ ɡ 

ɬɢɦ, ɹɤ ɫɩɨɠɢɜɚɱɿ ɪɟɚɝɭɸɬь ɧɚ ɪɿɡɧɿ ɬɢɩɢ ɩɨɜɿɞɨɦɥɟɧь, ɡɨɛɪɚɠɟɧь ɚɛɨ ɬɜɨɪɱɢɯ 
ɤɨɧɰɟɩɰɿɣ, ɳɨ ɞɨɩɨɦɚɝɚє ɪɟɤɥɚɦɨɞɚɜɰɹɦ ɜɞɨɫɤɨɧɚɥɸɜɚɬɢ ɪɟɤɥɚɦɧɿ ɤɚɦɩɚɧɿʀ ɬɚ 
ɩɿɞɜɢɳɭɜɚɬɢ ʀɯɧɸ ɟɮɟɤɬɢɜɧɿɫɬь Д6Ж. 

Ɂɚ ɞɨɫɥɿɞɠɟɧɧɹɦɢ ɫɟɪɟɞ ɦɚɪɤɟɬɨɥɨɝɿɜ ɬɚ ɞɢɪɟɤɬɨɪɿɜ ɦɚɪɤɟɬɢɧɝɭ, ɨɫɧɨɜɧɢɦ 
ɮɚɤɬɨɪɨɦ, ɳɨ ɜɩɥɢɜɚє ɧɚ ɜɩɪɨɜɚɞɠɟɧɧɹ ɒȱ ɜ ɦɚɪɤɟɬɢɧɝ, є ɤɨɧɤɭɪɟɧɬɧɢɣ ɬɢɫɤ. Ȼɚɝɚɬɨ 
ɤɨɦɩɚɧɿɣ ɜɿɞɱɭɜɚɸɬь ɬɢɫɤ ɡ ɛɨɤɭ ɤɨɧɤɭɪɟɧɬɿɜ, ɹɤɿ ɩɿɞɲɬɨɜɯɭɸɬь ʀɯ ɞɨ ɜɩɪɨɜɚɞɠɟɧɧɹ 
ɒȱ ɭ ɫɜɨʀ ɦɚɪɤɟɬɢɧɝɨɜɿ ɫɬɪɚɬɟɝɿʀ [7]. Ʉɨɥɢ ɜɫɿ ɧɚɜɤɪɭɝɢ ɜɜɨɞɹɬь ɜɢɤɨɪɢɫɬɚɧɧɹ ɲɬɭɱɧɨɝɨ 
ɿɧɬɟɥɟɤɬɭ, ɬɨ ɿɧɲɿ ɫɩɟɰɿɚɥɿɫɬɢ ɬɟɠ ɜɢɦɭɲɟɧɿ ɩɪɨɛɭɜɚɬɢ, ɳɨɛ ɧɟ ɡɚɥɢɲɚɬɢɫɹ ɡɚ ɛɨɪɬɨɦ. 
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ɒɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ ɧɚɡɜɚɧɨ ɨɞɧɢɦ ɡ ɤɥɸɱɨɜɢɯ ɧɚɩɪɹɦɤɿɜ ɪɨɡɜɢɬɤɭ ɰɢɮɪɨɜɨɝɨ 
ɦɚɪɤɟɬɢɧɝɭ [8]. 

ɋɮɟɪɢ ɜɢɤɨɪɢɫɬɚɧɧɹ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɡɚ ɪɟɡɭɥьɬɚɬɚɦɢ ɞɨɫɥɿɞɠɟɧь 
ɩɨɞɿɥɹɸɬьɫɹ ɧɚ: 

Ʉɥɿєɧɬɫьɤɢɣ ɫɟɪɜɿɫ. ȼɩɪɨɜɚɞɠɟɧɧɹ ɱɚɬ-ɛɨɬɿɜ ɡ ɦɚɲɢɧɧɢɦ ɧɚɜɱɚɧɧɹɦ, ɹɤɿ 
ɜɿɞɩɨɜɿɞɚɸɬь ɧɚ ɧɟɫɬɚɧɞɚɪɬɧɿ ɡɚɩɢɬɚɧɧɹ ɧɚ ɨɫɧɨɜɿ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ, 
ɜɢɤɨɪɢɫɬɨɜɭєɬьɫɹ ɤɨɦɩɚɧɿɹɦɢ ɞɥɹ ɨɩɬɢɦɿɡɚɰɿʀ ɪɿɜɧɹ ɤɨɧɜɟɪɫɿʀ [9]. ȼɠɟ ɭ 2021 ɪɨɰɿ 
ɩɪɢɛɥɢɡɧɨ 15 % ɜɡɚєɦɨɞɿʀ ɡ ɤɥɿєɧɬɚɦɢ ɜ ɭɫьɨɦɭ ɫɜɿɬɿ ɩɨɜɧɿɫɬɸ ɡɚɛɟɡɩɟɱɭєɬьɫɹ ɲɬɭɱɧɢɦ 
ɿɧɬɟɥɟɤɬɨɦ, ɳɨ ɫɬɚɧɨɜɢɬь ɡɪɨɫɬɚɧɧɹ ɧɚ 400 % ɩɨɪɿɜɧɹɧɨ ɡ 2017 ɪɨɤɨɦ. ɋɟɤɬɨɪɢ 
ɨɛɫɥɭɝɨɜɭɜɚɧɧɹ ɤɥɿєɧɬɿɜ, ɞɟ ɜɠɟ ɡɚɫɬɨɫɨɜɭɸɬьɫɹ ɬɟɯɧɨɥɨɝɿʀ ɒȱ, ɨɯɨɩɥɸɸɬь ɛɨɬɿɜ ɬɚ 
ɜɿɪɬɭɚɥьɧɢɯ ɩɨɦɿɱɧɢɤɿɜ ɤɥɿєɧɬɿɜ. Ɂɚɪɚɡ 23 % ɤɨɦɩɚɧɿɣ ɭ ɫɮɟɪɿ ɨɛɫɥɭɝɨɜɭɜɚɧɧɹ ɤɥɿєɧɬɿɜ 
ɜɢɤɨɪɢɫɬɨɜɭɸɬь ɱɚɬ-ɛɨɬɢ ɧɚ ɨɫɧɨɜɿ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ, ɚ 71 % ɫɩɨɠɢɜɚɱɿɜ ɨɱɿɤɭɸɬь 
ɦɨɠɥɢɜɨɫɬɿ ɫɩɿɥɤɭɜɚɧɧɹ ɡ ɤɨɦɩɚɧɿɹɦɢ ɜ ɪɟɠɢɦɿ ɪɟɚɥьɧɨɝɨ ɱɚɫɭ Д10Ж. 

Ⱥɧɚɥɿɬɢɤɚ. ɉɪɟɞɢɤɬɢɜɧɚ ɚɧɚɥɿɬɢɤɚ, ɩɿɞɫɢɥɟɧɚ ɲɬɭɱɧɢɦ ɿɧɬɟɥɟɤɬɨɦ (ɒȱ), ɡɧɚɱɧɨ 
ɬɪɚɧɫɮɨɪɦɭɜɚɥɚ ɩɪɨɝɧɨɡɭɜɚɧɧɹ ɪɢɧɤɨɜɢɯ ɬɟɧɞɟɧɰɿɣ ɬɚ ɚɧɚɥɿɡ ɫɩɨɠɢɜɱɨʀ ɩɨɜɟɞɿɧɤɢ. 
ȼɢɤɨɪɢɫɬɨɜɭɸɱɢ ɩɟɪɟɞɨɜɿ ɦɟɬɨɞɢ ɒȱ, ɬɚɤɿ ɹɤ ɦɚɲɢɧɧɟ ɧɚɜɱɚɧɧɹ, ɨɛɪɨɛɤɚ ɩɪɢɪɨɞɧɨʀ 
ɦɨɜɢ ɬɚ ɝɥɢɛɨɤɟ ɧɚɜɱɚɧɧɹ, ɨɪɝɚɧɿɡɚɰɿʀ ɦɨɠɭɬь ɨɬɪɢɦɚɬɢ ɝɥɢɛɨɤɟ ɪɨɡɭɦɿɧɧɹ ɞɢɧɚɦɿɤɢ 
ɪɢɧɤɭ ɬɚ ɜɩɨɞɨɛɚɧь ɫɩɨɠɢɜɚɱɿɜ. Ɂɞɚɬɧɿɫɬь ɚɧɚɥɿɡɭɜɚɬɢ ɜɟɥɢɱɟɡɧɿ ɨɛɫɹɝɢ ɞɚɧɢɯ ɿ 
ɜɢɹɜɥɹɬɢ ɡɚɤɨɧɨɦɿɪɧɨɫɬɿ ɡ ɜɢɫɨɤɨɸ ɬɨɱɧɿɫɬɸ ɞɨɤɨɪɿɧɧɨ ɡɦɿɧɢɥɚ ɩɿɞɯɿɞ ɛɿɡɧɟɫɭ ɞɨ 
ɫɬɪɚɬɟɝɿʀ ɬɚ ɩɪɢɣɧɹɬɬɹ ɪɿɲɟɧь, ɩɪɨɩɨɧɭɸɱɢ ɤɨɧɤɭɪɟɧɬɧɭ ɩɟɪɟɜɚɝɭ ɭ ɫɜɿɬɿ, ɞɟ ɜɫɟ ɛɿɥьɲɟ 
ɤɟɪɭɸɬь ɞɚɧɿ. 

ɉɪɟɞɢɤɬɢɜɧɚ ɚɧɚɥɿɬɢɤɚ ɧɚ ɨɫɧɨɜɿ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɦɚє ɧɢɡɤɭ ɩɟɪɟɜɚɝ, ɡɨɤɪɟɦɚ 
ɩɿɞɜɢɳɟɧɭ ɬɨɱɧɿɫɬь ɩɪɨɝɧɨɡɭɜɚɧɧɹ ɬɟɧɞɟɧɰɿɣ, ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɣ ɞɨɫɜɿɞ ɫɩɨɠɢɜɚɱɿɜ ɬɚ 
ɩɨɤɪɚɳɟɧɿ ɦɨɠɥɢɜɨɫɬɿ ɞɥɹ ɩɪɢɣɧɹɬɬɹ ɪɿɲɟɧь. ȼɨɧɚ ɞɨɡɜɨɥɹє ɛɿɡɧɟɫɭ ɩɟɪɟɞɛɚɱɚɬɢ 
ɪɢɧɤɨɜɿ ɡɦɿɧɢ, ɨɩɬɢɦɿɡɭɜɚɬɢ ɪɨɡɩɨɞɿɥ ɪɟɫɭɪɫɿɜ ɿ ɚɞɚɩɬɭɜɚɬɢ ɫɜɨʀ ɩɪɨɩɨɡɢɰɿʀ ɞɨ ɦɿɧɥɢɜɢɯ 
ɡɚɩɢɬɿɜ ɫɩɨɠɢɜɚɱɿɜ. ɇɚɩɪɢɤɥɚɞ, ɪɨɡɞɪɿɛɧɿ ɬɨɪɝɨɜɰɿ ɦɨɠɭɬь ɬɨɱɧɨ ɩɪɨɝɧɨɡɭɜɚɬɢ ɩɨɬɪɟɛɢ 
ɜ ɡɚɩɚɫɚɯ, ɩɥɚɬɮɨɪɦɢ ɟɥɟɤɬɪɨɧɧɨʀ ɤɨɦɟɪɰɿʀ ɦɨɠɭɬь ɩɪɨɩɨɧɭɜɚɬɢ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ 
ɪɟɤɨɦɟɧɞɚɰɿʀ, ɚ ɦɚɪɤɟɬɢɧɝɨɜɿ ɤɨɦɩɚɧɿʀ ɦɨɠɭɬь ɪɨɡɪɨɛɥɹɬɢ ɰɿɥьɨɜɿ ɤɚɦɩɚɧɿʀ, ɹɤɿ 
ɩɪɢɧɨɫɹɬь ɛɿɥьɲɭ ɜɿɞɞɚɱɭ ɜɿɞ ɿɧɜɟɫɬɢɰɿɣ. ɐɿ ɦɨɠɥɢɜɨɫɬɿ ɧɟ ɥɢɲɟ ɩɿɞɜɢɳɭɸɬь 
ɨɩɟɪɚɰɿɣɧɭ ɟɮɟɤɬɢɜɧɿɫɬь, ɚ ɣ ɫɩɪɢɹɸɬь ɩɿɞɜɢɳɟɧɧɸ ɪɿɜɧɹ ɡɚɞɨɜɨɥɟɧɨɫɬɿ ɬɚ ɥɨɹɥьɧɨɫɬɿ 
ɤɥɿєɧɬɿɜ. 

Ɉɞɧɚɤ ɜɩɪɨɜɚɞɠɟɧɧɹ ɩɪɟɞɢɤɬɢɜɧɨʀ ɚɧɚɥɿɬɢɤɢ ɧɚ ɨɫɧɨɜɿ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɧɟ 
ɩɨɡɛɚɜɥɟɧɟ ɜɢɤɥɢɤɿɜ. əɤɿɫɬь ɬɚ ɿɧɬɟɝɪɚɰɿɹ ɞɚɧɢɯ ɡɚɥɢɲɚɸɬьɫɹ ɤɪɢɬɢɱɧɨ ɜɚɠɥɢɜɢɦɢ 
ɩɢɬɚɧɧɹɦɢ, ɨɫɤɿɥьɤɢ ɧɟɩɨɜɧɿ ɚɛɨ ɧɟɬɨɱɧɿ ɞɚɧɿ ɦɨɠɭɬь ɩɿɞɿɪɜɚɬɢ ɧɚɞɿɣɧɿɫɬь ɩɪɨɝɧɨɡɿɜ. 
ɉɪɨɛɥɟɦɢ ɤɨɧɮɿɞɟɧɰɿɣɧɨɫɬɿ ɬɚɤɨɠ ɫɬɚɧɨɜɥɹɬь ɡɧɚɱɧɿ ɪɢɡɢɤɢ, ɨɫɤɿɥьɤɢ ɧɟɨɛɯɿɞɧɨ 
ɡɚɯɢɳɚɬɢ ɤɨɧɮɿɞɟɧɰɿɣɧɭ ɿɧɮɨɪɦɚɰɿɸ ɩɪɨ ɫɩɨɠɢɜɚɱɿɜ ɿ ɞɨɬɪɢɦɭɜɚɬɢɫɹ ɪɟɝɭɥɹɬɨɪɧɢɯ 
ɫɬɚɧɞɚɪɬɿɜ. Ʉɪɿɦ ɬɨɝɨ, ɲɜɢɞɤɿ ɬɟɦɩɢ ɬɟɯɧɨɥɨɝɿɱɧɨɝɨ ɩɪɨɝɪɟɫɭ ɜɢɦɚɝɚɸɬь ɩɨɫɬɿɣɧɢɯ 
ɿɧɜɟɫɬɢɰɿɣ ɭ ɪɨɡɜɢɬɨɤ ɫɩɟɰɿɚɥɿɡɨɜɚɧɢɯ ɧɚɜɢɱɨɤ ɿ ɧɚɜɱɚɧɧɹ ɞɥɹ ɟɮɟɤɬɢɜɧɨɝɨ 
ɜɢɤɨɪɢɫɬɚɧɧɹ ɩɨɬɟɧɰɿɚɥɭ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɜ ɩɪɟɞɢɤɬɢɜɧɿɣ ɚɧɚɥɿɬɢɰɿ. Ɂɚɛɿɝɚɸɱɢ 
ɧɚɩɟɪɟɞ, ɦɨɠɧɚ ɫɤɚɡɚɬɢ, ɳɨ ɦɚɣɛɭɬɧє ɩɪɟɞɢɤɬɢɜɧɨʀ ɚɧɚɥɿɬɢɤɢ ɦɚє ɜɟɥɢɱɟɡɧɢɣ 
ɩɨɬɟɧɰɿɚɥ. 

Ɋɨɡɜɢɬɨɤ ɬɟɯɧɨɥɨɝɿɣ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɩɪɨɞɨɜɠɭɜɚɬɢɦɟ ɜɞɨɫɤɨɧɚɥɸɜɚɬɢ ɬɚ 
ɪɨɡɲɢɪɸɜɚɬɢ ɦɨɠɥɢɜɨɫɬɿ ɩɪɨɝɧɨɡɭɜɚɧɧɹ, ɩɪɨɩɨɧɭɸɱɢ ɳɟ ɛɿɥьɲ ɬɨɧɤɟ ɪɨɡɭɦɿɧɧɹ 
ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɬɚ ɪɢɧɤɨɜɢɯ ɬɟɧɞɟɧɰɿɣ. ȱɧɬɟɝɪɚɰɿɹ ɒȱ ɡ ɿɧɲɢɦɢ ɧɨɜɢɦɢ 
ɬɟɯɧɨɥɨɝɿɹɦɢ, ɬɚɤɢɦɢ ɹɤ ɩɟɪɢɮɟɪɿɣɧɿ ɬɚ ɤɜɚɧɬɨɜɿ ɨɛɱɢɫɥɟɧɧɹ, ɨɛɿɰɹє ɩɨɤɪɚɳɢɬɢ 
ɨɛɪɨɛɤɭ ɬɚ ɚɧɚɥɿɡ ɞɚɧɢɯ ɭ ɪɟɠɢɦɿ ɪɟɚɥьɧɨɝɨ ɱɚɫɭ, ɳɨ ɳɟ ɛɿɥьɲɟ ɩɿɞɜɢɳɢɬь ɬɨɱɧɿɫɬь ɿ 
ɫɜɨєɱɚɫɧɿɫɬь ɩɪɨɝɧɨɡɿɜ. ɓɨɛ ɩɨɜɧɨɸ ɦɿɪɨɸ ɫɤɨɪɢɫɬɚɬɢɫɹ ɰɢɦɢ ɞɨɫɹɝɧɟɧɧɹɦɢ, 
ɨɪɝɚɧɿɡɚɰɿʀ ɩɨɜɢɧɧɿ ɜɢɪɿɲɢɬɢ ɩɪɨɛɥɟɦɢ, ɩɨɜ’ɹɡɚɧɿ ɡ ɹɤɿɫɬɸ ɞɚɧɢɯ, ɤɨɧɮɿɞɟɧɰɿɣɧɿɫɬɸ ɿ 
ɜɢɦɨɝɚɦɢ ɞɨ ɤɜɚɥɿɮɿɤɚɰɿʀ. 
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Ɂɚɛɟɡɩɟɱɟɧɧɹ ɧɚɞɿɣɧɨɝɨ ɭɩɪɚɜɥɿɧɧɹ ɞɚɧɢɦɢ, ɜɩɪɨɜɚɞɠɟɧɧɹ ɟɮɟɤɬɢɜɧɢɯ ɡɚɯɨɞɿɜ 
ɡɚɯɢɫɬɭ ɞɚɧɢɯ ɬɚ ɿɧɜɟɫɬɢɰɿʀ ɜ ɛɟɡɩɟɪɟɪɜɧɟ ɧɚɜɱɚɧɧɹ ɫɬɚɧɭɬь ɡɚɩɨɪɭɤɨɸ ɭɫɩɿɯɭ ɜ 
ɩɨɞɨɥɚɧɧɿ ɫɤɥɚɞɧɨɳɿɜ ɩɪɨɝɧɨɡɧɨʀ ɚɧɚɥɿɬɢɤɢ ɧɚ ɨɫɧɨɜɿ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ. ɉɨɫɬɿɣɧɿ 
ɞɨɫɥɿɞɠɟɧɧɹ ɿ ɪɨɡɪɨɛɤɢ ɜ ɰɿɣ ɝɚɥɭɡɿ ɦɚɬɢɦɭɬь ɜɢɪɿɲɚɥьɧɟ ɡɧɚɱɟɧɧɹ ɞɥɹ ɜɞɨɫɤɨɧɚɥɟɧɧɹ 
ɦɟɬɨɞɨɥɨɝɿɣ ɿ ɜɿɞɤɪɢɬɬɹ ɧɨɜɢɯ ɦɨɠɥɢɜɨɫɬɟɣ ɞɥɹ ɜɢɤɨɪɢɫɬɚɧɧɹ ɩɪɟɞɢɤɬɢɜɧɨʀ ɚɧɚɥɿɬɢɤɢ 
ɜ ɪɿɡɧɢɯ ɫɟɤɬɨɪɚɯ. Ɉɬɠɟ, ɩɪɟɞɢɤɬɢɜɧɚ ɚɧɚɥɿɬɢɤɚ ɧɚ ɨɫɧɨɜɿ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ є 
ɩɨɬɭɠɧɢɦ ɿɧɫɬɪɭɦɟɧɬɨɦ ɞɥɹ ɪɨɡɭɦɿɧɧɹ ɪɢɧɤɨɜɢɯ ɬɟɧɞɟɧɰɿɣ ɿ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ. Ȳʀ 
ɡɞɚɬɧɿɫɬь ɧɚɞɚɜɚɬɢ ɞɿєɜɿ ɿɞɟʀ ɬɚ ɫɩɪɢɹɬɢ ɩɪɢɣɧɹɬɬɸ ɫɬɪɚɬɟɝɿɱɧɢɯ ɪɿɲɟɧь ɡɦɿɧɢɥɚ ɛɿɡɧɟɫ-
ɩɪɚɤɬɢɤɢ ɜ ɪɿɡɧɢɯ ɝɚɥɭɡɹɯ. ɇɟɡɜɚɠɚɸɱɢ ɧɚ ɬɟ, ɳɨ ɜɢɤɥɢɤɢ ɡɚɥɢɲɚɸɬьɫɹ, ɩɟɪɟɜɚɝɢ 
ɩɪɟɞɢɤɬɢɜɧɨʀ ɚɧɚɥɿɬɢɤɢ є ɡɧɚɱɧɢɦɢ ɿ ɜɿɞɤɪɢɜɚɸɬь ɲɢɪɨɤɿ ɦɨɠɥɢɜɨɫɬɿ ɞɥɹ ɿɧɧɨɜɚɰɿɣ ɬɚ 
ɡɪɨɫɬɚɧɧɹ. ɉɪɨɞɨɜɠɟɧɧɹ ɞɨɫɥɿɞɠɟɧь ɿ ɪɨɡɪɨɛɨɤ ɛɭɞɟ ɠɢɬɬєɜɨ ɜɚɠɥɢɜɢɦ ɞɥɹ ɪɨɡɤɪɢɬɬɹ 
ɩɨɜɧɨɝɨ ɩɨɬɟɧɰɿɚɥɭ ɩɪɟɞɢɤɬɢɜɧɨʀ ɚɧɚɥɿɬɢɤɢ, ɝɚɪɚɧɬɭɸɱɢ, ɳɨ ɛɿɡɧɟɫ ɡɦɨɠɟ ɡɚɥɢɲɚɬɢɫɹ 
ɩɨɩɟɪɟɞɭ ɜ ɞɢɧɚɦɿɱɧɨɦɭ ɿ ɤɨɧɤɭɪɟɧɬɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ [11]. 

Ʉɪɿɦ ɚɫɩɟɤɬɿɜ ɜɩɥɢɜɭ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɫɬɚɜɥɟɧɧɹ, ɫɭɛ'єɤɬɢɜɧɿ ɧɨɪɦɢ, ɬɚ 
ɞɢɫɤɨɧɬɧɢɣ ɮɪɟɣɦɿɧɝ ɫɩɪɢɹɬɥɢɜɨ ɜɩɥɢɜɚɸɬь ɧɚ ɧɚɦɿɪ ɤɭɩɭɜɚɬɢ ɝɨɬɨɜɭ ʀɠɭ ɱɟɪɟɡ 
ɞɨɞɚɬɤɢ ɞɥɹ ɞɨɫɬɚɜɤɢ ʀɠɿ. Ɉɬɠɟ, ɫɨɰɿɚɥьɧɿ ɦɟɪɟɠɿ ɿ ɜɿɡɭɚɥьɧɢɣ ɤɨɧɬɟɧɬ ɝɪɚɬɢɦɭɬь 
ɜɢɪɿɲɚɥьɧɭ ɪɨɥь ɭ ɩɪɢɣɧɹɬɬɿ ɪɿɲɟɧɧɹ ɩɪɨ ɩɨɤɭɩɤɭ [12]. 

ȼɢɞɿɥɟɧɧɹ ɧɟɜɢɪɿɲɟɧɢɯ ɪɚɧɿɲɟ ɱɚɫɬɢɧ ɡɚɝɚɥьɧɨʀ ɩɪɨɛɥɟɦɢ, ɤɨɬɪɢɦ 
ɩɪɢɫɜɹɱɭєɬьɫɹ ɫɬɚɬɬɹ. ȼ ɪɚɦɤɚɯ ɞɚɧɨɝɨ ɞɨɫɥɿɞɠɟɧɧɹ ɧɚɫ ɰɿɤɚɜɢɬь ɪɚɧɿɲɟ ɧɟ ɨɯɨɩɥɟɧɟ, 
ɧɚ ɜɿɞɦɿɧɭ ɜɿɞ ɱɚɬ ɛɨɬɿɜ ɚɛɨ ɩɪɟɞɢɤɬɢɜɧɨʀ ɚɧɚɥɿɬɢɤɢ, ɩɢɬɚɧɧɹ ɟɮɟɤɬɢɜɧɿɫɬь 
ɜɢɤɨɪɢɫɬɚɧɧɹ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɫɚɦɟ ɜ Social Media Marketing. Ⱦɨɫɥɿɞɠɟɧɧɹ 
ɩɪɨɜɟɞɟɧɨ ɧɚ ɛɚɡɿ ɤɨɦɩɚɧɿʀ, ɳɨ ɞɿє ɧɚ ɪɢɧɤɭ ɩɪɨɞɭɤɬɿɜ ɯɚɪɱɭɜɚɧɧɹ ɬɚ ɞɨɫɬɚɜɤɢ ʀɠɿ. 
ɉɪɨɛɥɟɦɚ ɜɢɬɪɚɬ ɧɚ ɮɨɬɨ ɜ ɰɿɣ ɧɿɲɿ ɜɚɠɥɢɜɚ, ɚɞɠɟ ɫɬɪɚɜɢ, ɳɨ ɩɪɢɝɨɬɨɜɚɧɿ ɞɥɹ ɮɨɬɨ, 
ɜɠɟ ɧɟ ɦɨɠɧɚ ɩɪɨɞɚɬɢ, ɧɚ ɜɿɞɦɿɧɭ ɜɿɞ, ɧɚɩɪɢɤɥɚɞ, ɬɚɤɢɯ ɬɨɜɚɪɿɜ, ɹɤ ɤɪɨɫɿɜɤɢ, ɨɞɹɝ ɬɚ 
ɿɧɲɿ ɬɨɜɚɪɢ, ɳɨ ɧɟ ɩɫɭɸɬьɫɹ ɿ ɩɿɞɥɹɝɚɸɬь ɩɟɪɟɩɪɨɞɚɠɭ. 

ɉɨɩɟɪɟɞɧɿ ɞɨɫɥɿɞɠɟɧɧɹ ɜɤɚɡɭɸɬь ɧɚ ɬɟ, ɳɨ ɟɤɫɩɟɪɢɦɟɧɬɢ ɡ ɜɢɤɨɪɢɫɬɚɧɧɹɦ 
ɬɟɯɧɨɥɨɝɿɣ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɡɚɥɢɲɚєɬьɫɹ ɧɚ ɩɪɢɦɿɬɢɜɧɨɦɭ ɪɿɜɧɿ, ɧɚ ɜɿɞɦɿɧɭ ɜɿɞ 
ɿɧɲɢɯ ɬɟɯɧɨɥɨɝɿɱɧɢɯ ɪɿɲɟɧь, ɳɨ є ɛɿɥьɲ ɞɨɫɥɿɞɠɟɧɢɦɢ, ɧɚɩɪɢɤɥɚɞ IOT [13] ɬɚ ɿɧɲɢɯ. 
Ⱥ ɬɚɤɨɠ, ɧɚɩɪɢɤɥɚɞ, ɞɨɫɥɿɞɠɟɧɧɹ ɬɨɝɨ, ɳɨ ɲɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ ɫɩɿɥɤɭєɬьɫɹ ɡ ɤɥɿєɧɬɚɦɢ 
Д14Ж, ɧɟ ɡɚɜɠɞɢ ɜɪɚɯɨɜɭɸɬь, ɳɨ ɤɥɿєɧɬ ɡɚɡɜɢɱɚɣ ɡɭɩɢɧɹє ɫɩɿɥɤɭɜɚɧɧɹ, ɳɨɣɧɨ ɞɿɡɧɚєɬьɫɹ, 
ɳɨ ɫɩɿɥɤɭєɬьɫɹ ɧɟ ɡ ɥɸɞɢɧɨɸ. ɋɩɨɠɢɜɚɱɿ ɧɟ ɡɚɜɠɞɢ ɨɯɨɱɿ ɞɨ ɫɩɿɥɤɭɜɚɧɧɹ ɡ ɛɨɬɚɦɢ, 
ɚɞɠɟ ɜɜɚɠɚɸɬь, ɳɨ ʀɯ ɡɚɩɢɬ ɧɟ ɛɭɞɟ ɨɛɪɨɛɥɟɧɨ ɧɚɥɟɠɧɢɦ ɱɢɧɨɦ. Ɍɚɤɚ ɫɚɦɚ ɩɪɨɛɥɟɦɚ 
ɦɨɠɟ ɜɢɧɢɤɧɭɬɢ, ɹɤɳɨ ɤɥɿєɧɬ ɩɨɦɿɬɢɬь, ɳɨ ɝɪɚɮɿɱɧɢɣ ɤɨɧɬɟɧɬ ɜ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠɚɯ 
ɬɚɤɨɠ ɡɝɟɧɟɪɨɜɚɧɨ ɡɚ ɭɱɚɫɬɿ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ, ɿ ɧɟ ɛɭɞɟ ɧɚɥɟɠɧɢɦ ɱɢɧɨɦ ɪɟɚɝɭɜɚɬɢ 
ɧɚ ɧьɨɝɨ. 

Ɏɨɪɦɭɥɸɜɚɧɧɹ ɦɟɬɢ ɫɬɚɬɬɿ (ɩɨɫɬɚɧɨɜɤɚ ɡɚɜɞɚɧɧɹ). Ɇɟɬɨɸ ɞɨɫɥɿɞɠɟɧɧɹ є 
ɜɢɡɧɚɱɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɤɨɧɬɟɧɬɭ, ɳɨ ɫɬɜɨɪɟɧɢɣ ɡɚ ɞɨɩɨɦɨɝɨɸ ɪɟɚɥьɧɨɝɨ ɮɨɬɨ ɬɨɜɚɪɭ 
ɿ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ, ɜ ɦɚɪɤɟɬɢɧɝɭ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠ ɬɚ ɩɨɞɚɥьɲɟ ɫɤɨɪɨɱɟɧɧɹ ɜɢɬɪɚɬ 
ɧɚ ɫɬɜɨɪɟɧɧɹ ɤɨɧɬɟɧɬɭ ɡɚɜɞɹɤɢ ɜɢɤɨɪɢɫɬɚɧɧɸ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ, ɚ ɬɚɤɨɠ ɞɨɫɥɿɞɠɟɧɧɹ 
ɪɟɚɤɰɿʀ ɤɨɪɢɫɬɭɜɚɱɿɜ ɧɚ ɲɬɭɱɧɨ ɫɬɜɨɪɟɧɿ ɮɨɧɢ ɞɥɹ ɮɨɬɨ, ʀɯ ɪɟɚɥɿɫɬɢɱɧɿɫɬь ɿ 
ɩɪɟɡɟɧɬɚɛɟɥьɧɿɫɬь. 

ȼɢɤɥɚɞɟɧɧɹ ɨɫɧɨɜɧɨɝɨ ɦɚɬɟɪɿɚɥɭ ɞɨɫɥɿɞɠɟɧɧɹ ɡ ɩɨɜɧɢɦ ɨɛґɪɭɧɬɭɜɚɧɧɹɦ 
ɨɬɪɢɦɚɧɢɯ ɧɚɭɤɨɜɢɯ ɪɟɡɭɥьɬɚɬɿɜ. Ʉɪɟɚɬɢɜɢ ɞɥɹ ɬɟɫɬɭɜɚɧɧɹ ɛɭɥɨ ɡɝɟɧɟɪɨɜɚɧɨ ɱɟɪɟɡ 
ɲɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ ɭ PСШtШsСШЩ BОtК (ɜɚɪɬɿɫɬь ɩɥɚɬɧɨɝɨ ɩɚɤɟɬɭ ɫɟɪɜɿɫɭ ɛɥɢɡьɤɨ 10 
ɞɨɥɚɪɿɜ ɧɚ ɦɿɫɹɰь) ɧɚ ɨɫɧɨɜɿ ɪɟɚɥьɧɢɯ ɮɨɬɨ ɬɨɜɚɪɭ ɲɥɹɯɨɦ ɡɦɿɧɟɧɧɹ ɮɨɧɭ, ɩɨɫɭɞɭ, 
ɤɨɥьɨɪɿɜ, ɞɨɞɚɜɚɧɧɹ ɚɤɰɟɧɬɿɜ, ɞɟɬɚɥɟɣ ɬɚ ɚɤɫɟɫɭɚɪɿɜ ɧɚ ɮɨɬɨ. Ɍɚɤɢɦ ɱɢɧɨɦ, ɡɜɢɱɚɣɧɿ 
ɮɨɬɨɝɪɚɮɿʀ ɫɬɪɚɜ ɜ ɧɟɩɪɟɡɟɧɬɚɛɟɥьɧɢɯ ɭɦɨɜɚɯ ɜɢɪɨɛɧɢɰɬɜɚ (ɜɢɪɨɛɧɢɱɚ ɤɭɯɧɹ) ɛɭɥɢ 
ɩɟɪɟɬɜɨɪɟɧɿ ɧɚ ɩɪɨɮɟɫɿɣɧɿ ɮɨɬɨ ɫɬɪɚɜ ɜ ɿɧɬɟɪ’єɪɿ, ɧɚɛɥɢɠɟɧɨɦɭ ɞɨ ɩɪɢɪɨɞɧɿɯ ɚɛɨ 
ɩɨɤɪɚɳɟɧɢɯ ɭɦɨɜ ɫɩɨɠɢɜɚɧɧɹ ɫɬɪɚɜ. Ⱥɭɞɢɬɨɪɿɹ ɞɥɹ ɬɟɫɬɭɜɚɧɧɹ: ɤɨɪɢɫɬɭɜɚɱɿ ɞɨɞɚɬɤɭ 
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IЧstКРrКЦ, ɳɨ ɛɭɥɢ ɜɿɞɿɛɪɚɧɿ ɚɥɝɨɪɢɬɦɚɦɢ IЧstКРrКЦ ɞɥɹ ɩɨɤɚɡɭ, ɚɞɠɟ ɰɹ ɫɨɰɿɚɥьɧɚ 
ɦɟɪɟɠɚ ɜɿɞɨɛɪɚɠɚє ɤɪɟɚɬɢɜɢ ɜ ɮɨɪɦɚɬɿ ɫɬɨɪɿɡ ɧɚ ɨɫɧɨɜɿ ɜɥɚɫɧɨʀ ɥɨɝɿɤɢ ɩɨɤɚɡɭ, ɹɤɭ ɦɢ ɧɟ 
ɦɨɠɟɦɨ ɤɨɪɢɝɭɜɚɬɢ ɿ ɤɨɧɬɪɨɥɸɜɚɬɢ. 

Ɍɟɫɬɢ ɜɿɞɛɭɥɢɫɹ ɜ ɤɜɿɬɧɿ 2024 ɪɨɤɭ ɜ ɤɿɥьɤɨɯ ɪɿɡɧɢɯ ɤɪɚʀɧɚɯ (ɍɤɪɚʀɧɚ, Ȼɪɚɡɢɥɿɹ, 
ɋɒȺ, ȱɬɚɥɿɹ). ɉɿɞɩɢɫɧɢɤɚɦ ɫɬɨɪɿɧɤɢ IЧstКРrКЦ, ɚ ɬɚɤɨɠ ɤɨɪɢɫɬɭɜɚɱɚɦ, ɳɨ ɧɟ ɩɿɞɩɢɫɚɧɿ, 
ɛɭɥɨ ɩɨɤɚɡɚɧɨ ɜ ɫɬɨɪɿɡ ɩɨɱɟɪɝɨɜɨ ɪɟɚɥьɧɿ ɮɨɬɨ ɬɨɜɚɪɭ ɬɚ ɮɨɬɨ, ɳɨ ɛɭɥɢ ɦɨɞɢɮɿɤɨɜɚɧɿ ɡɚ 
ɞɨɩɨɦɨɝɨɸ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ. ȿɮɟɤɬɢɜɧɿɫɬь ɤɪɟɚɬɢɜɿɜ ɜɢɡɧɚɱɚɥɚɫь ɧɚ ɨɫɧɨɜɿ 
IЧstКРrКЦ ɚɧɚɥɿɬɢɤɢ. 

ɏɚɪɚɤɬɟɪɢɫɬɢɤɢ ɤɨɪɢɫɬɭɜɚɱɿɜ, ɹɤɿ ɜɢɩɚɞɤɨɜɨ ɩɨɬɪɚɩɢɥɢ ɜ ɚɭɞɢɬɨɪɿɸ ɫɬɨɪɿɧɤɢ 
IЧstКРrКЦ, ɳɨ ɩɪɢɣɦɚє ɭɱɚɫɬь ɜ ɬɟɫɬɭɜɚɧɧɿ, ɩɪɟɞɫɬɚɜɥɟɧɿ ɧɚ ɪɢɫ. 1, ɪɢɫ. 2, ɪɢɫ. 3. 

 

 
 
Ɋɢɫɭɧɨɤ 1 – Ƚɟɨɝɪɚɮɿɱɧɟ ɪɨɡɬɚɲɭɜɚɧɧɹ ɛɿɥьɲɨɫɬɿ ɤɨɪɢɫɬɭɜɚɱɿɜ, ɹɤɿ ɩɨɬɪɚɩɥɹɸɬь 

ɜ ɚɭɞɢɬɨɪɿɸ ɫɬɨɪɿɧɤɢ IЧstКРrКЦ ɡɚ ɦɿɫɹɰь, % ɜɿɞ ɭɫɿɯ ɤɨɪɢɫɬɭɜɚɱɿɜ 
Ⱦɠɟɪɟɥɨ: ɧɚɞɚɧɨ ɚɜɬɨɪɨɦ ɡɚ ɞɚɧɢɦɢ ɚɧɚɥɿɬɢɤɢ IЧstКРrКЦ 

 

 
 
Ɋɢɫɭɧɨɤ 2 – ȼɿɤ ɤɨɪɢɫɬɭɜɚɱɿɜ, ɹɤɿ ɩɨɬɪɚɩɥɹɸɬь ɜ ɚɭɞɢɬɨɪɿɸ ɫɬɨɪɿɧɤɢ IЧstКРrКЦ ɡɚ 

ɦɿɫɹɰь, % ɜɿɞ ɭɫɿɯ ɤɨɪɢɫɬɭɜɚɱɿɜ 
Ⱦɠɟɪɟɥɨ: ɧɚɞɚɧɨ ɚɜɬɨɪɨɦ ɡɚ ɞɚɧɢɦɢ ɚɧɚɥɿɬɢɤɢ IЧstКРrКЦ 
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Ɋɢɫɭɧɨɤ 3 – ɋɬɚɬь ɤɨɪɢɫɬɭɜɚɱɿɜ, ɹɤɿ ɩɨɬɪɚɩɥɹɸɬь ɜ ɚɭɞɢɬɨɪɿɸ ɫɬɨɪɿɧɤɢ IЧstКРrКЦ 

ɡɚ ɦɿɫɹɰь, % ɜɿɞ ɭɫɿɯ ɤɨɪɢɫɬɭɜɚɱɿɜ 
Ⱦɠɟɪɟɥɨ: ɧɚɞɚɧɨ ɚɜɬɨɪɨɦ ɡɚ ɞɚɧɢɦɢ ɚɧɚɥɿɬɢɤɢ IЧstКРrКЦ 

 
ɋɬɪɚɬɟɝɿɹ ɚɧɚɥɿɡɭ ɩɨɥɹɝɚɥɚ ɭ ɜɢɡɧɚɱɟɧɧɿ ɟɮɟɤɬɢɜɧɨɫɬɿ ɫɬɨɪɿɡ ɡɚ ɨɛɫɹɝɨɦ 

ɨɯɨɩɥɟɧɧɹ ɬɚ ɤɿɥьɤɿɫɬɸ ɩɟɪɟɯɨɞɿɜ ɧɚ ɫɚɣɬ ɡɿ ɫɬɨɪɿɡ. Ȼɭɥɨ ɬɚɤɨɠ ɨɰɿɧɟɧɨ ɧɚɫɬɭɩɧɿ 
ɩɨɤɚɡɧɢɤɢ: ɤɿɥьɤɿɫɬь ɩɟɪɟɝɥɹɞɿɜ ɜɿɞ ɩɿɞɩɢɫɧɢɤɿɜ ɫɬɨɪɿɧɤɢ, ɚ ɬɚɤɨɠ ɤɿɥьɤɿɫɬь ɩɟɪɟɝɥɹɞɿɜ 
ɜɿɞ ɤɨɪɢɫɬɭɜɚɱɿɜ, ɳɨ ɧɟ ɩɿɞɩɢɫɚɧɿ ɧɚ ɫɬɨɪɿɧɤɭ, ɤɿɥьɤɿɫɬь ɥɚɣɤɿɜ ɧɚ ɫɬɨɪɿɡ ɬɚ ɞɿɣ ɭ 
ɩɪɨɮɿɥɿ ɩɿɫɥɹ ɩɟɪɟɝɥɹɞɭ ɫɬɨɪɿɡ. ɉɪɨɜɟɞɟɧɨ ɤɨɪɟɥɹɰɿɣɧɢɣ ɚɧɚɥɿɡ ɡɚ ɞɨɩɨɦɨɝɨɸ ɮɭɧɤɰɿʀ 
CORREL ɜ Microsoft Excel ɦɿɠ ɩɟɪɟɥɿɱɟɧɢɦɢ ɦɟɬɪɢɤɚɦɢ Instagram ɬɚ ɩɨɤɚɡɧɢɤɨɦ ɜɢɞɭ 
ɤɨɧɬɟɧɬɭ, ɳɨ ɛɟɡɩɨɫɟɪɟɞɧьɨ ɩɪɢɡɜɿɜ ɞɨ ɨɬɪɢɦɚɧɧɹ ɜɢɳɟɡɚɡɧɚɱɟɧɢɯ ɪɟɡɭɥьɬɚɬɿɜ. 

Ɋɨɡɝɥɹɧɟɦɨ ɚɧɚɥɿɡ ɞɚɧɢɯ, ɨɬɪɢɦɚɧɢɯ ɡ Instagram ɚɧɚɥɿɬɢɤɢ. Ɂɚɝɚɥɨɦ ɛɭɥɨ 
ɩɪɨɬɟɫɬɨɜɚɧɨ 10 ɤɪɟɚɬɢɜɿɜ ɧɚ ɩɪɨɬɹɡɿ ɤɜɿɬɧɹ. ȼɢɤɨɪɢɫɬɚɧɨ 2 ɫɩɨɫɨɛɢ ɩɨɤɚɡɭ. ɉɟɪɲɢɣ 
ɫɩɨɫɿɛ: ɩɨ 1 ɤɪɟɚɬɢɜɭ ɩɨɤɚɡɭɜɚɥɨɫь 1 ɪɚɡ ɧɚ ɞɨɛɭ, ɳɨɛ ɭɪɿɜɧɹɬɢ ɲɚɧɫɢ ɨɛɨɯ ɜɢɞɿɜ 
ɤɨɧɬɟɧɬɭ. Ⱦɪɭɝɢɣ ɫɩɨɫɿɛ: ɨɤɪɟɦɨ ɬɟɫɬɭɜɚɥɢ ɪɨɡɦɿɳɟɧɧɹ ɤɪɟɚɬɢɜɿɜ ɪɚɧɞɨɦɧɨ  ɜ 
ɩɨєɞɧɚɧɧɿ ɡ ɿɧɲɢɦɢ ɜɢɞɚɦɢ ɤɨɧɬɟɧɬɭ ɞɥɹ ɬɨɝɨ, ɳɨɛ ɩɟɪɟɜɿɪɢɬɢ ɪɿɡɧɿ ɫɩɨɫɨɛɢ ɜɡɚєɦɨɞɿʀ 
(ɛɚɝɚɬɨ ɤɪɟɚɬɢɜɿɜ ɧɚ ɞɟɧь). ɍ Ɍɚɛɥɢɰɿ 1 ɧɚɜɟɞɟɧɨ ɨɝɥɹɞ ɪɟɡɭɥьɬɚɬɿɜ, ɞɟ ɤɪɟɚɬɢɜɢ 
ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɩɨɡɧɚɱɟɧɿ ɚɛɪɟɜɿɚɬɭɪɨɸ ɒȱ, ɚ ɡɜɢɱɚɣɧɿ ɮɨɬɨ – ɚɛɪɟɜɿɚɬɭɪɨɸ Ɏ. 

 
Ɍɚɛɥɢɰɹ  1 –  ɉɨɤɚɡɧɢɤɢ ɡɚ ɬɟɫɬɨɜɚɧɢɦɢ ɤɪɟɚɬɢɜɚɦɢ 

Ʉɪɟɚɬɢɜ ɉɨɤɚɡɢ 
ɩɿɞɩɢɫɧɢɤɚɦ 

ɉɨɤɚɡɢ ɬɢɦ, 
ɯɬɨ ɧɟ 

ɩɿɞɩɢɫɚɧɢɣ 

Ɉɛɥɿɤɨɜɿ 
ɡɚɩɢɫɢ, ɳɨ 
ɜɡɚєɦɨɞɿɹɥɢ 

Ⱦɿʀ ɭ 
ɩɪɨɮɿɥɿ 

Ʌɚɣɤɢ Ʉɥɿɤɢ 

ɒȱ1 1658 75 12 22 11 9 
ɒȱ2 1746 104 8 46 8 6 
Ɏ1 1924 93 8 25 6 8 
Ɏ2 1317 79 9 23 6 8 
Ɏ3 1208 80 2 21 2 2 
ɒȱ3 1219 72 6 22 5 2 
Ɏ4 1427 66 16 28 16 7 
Ɏ5 1256 91 3 24 3 12 
ɒȱ4 602 83 0 4 0 2 
ɒȱ5 572 81 1 1 1 0 
Ⱦɠɟɪɟɥɨ: ɫɬɜɨɪɟɧɨ ɚɜɬɨɪɨɦ ɧɚ ɨɫɧɨɜɿ ɚɧɚɥɿɬɢɤɢ Instagram 
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І. Ɂɥɚɬɨɜɚ. ȿɮɟɤɬɢɜɧɿɫɬь ɦɚɪɤɟɬɢɧɝɭ ɧɚ ɨɫɧɨɜɿ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɜ SMM 65 
 

ɋɭɦɚɪɧɨ ɪɟɚɥьɧɿ ɮɨɬɨ ɧɚɛɪɚɥɢ ɛɿɥьɲɟ ɩɟɪɟɝɥɹɞɿɜ ɬɚ ɤɥɿɤɿɜ, ɚɥɟ ɧɚ ɰɟ ɦɨɝɥɢ 
ɜɩɥɢɜɚɬɢ ɪɿɡɧɿ ɮɚɤɬɨɪɢ, ɬɚɤɿ ɹɤ ɰɿɧɚ, ɡɧɢɠɤɚ, ɰɿɧɧɿɫɧɚ ɩɪɨɩɨɡɢɰɿɹ ɧɚ ɤɪɟɚɬɢɜɿ, ɚɞɠɟ 
ȱɧɫɬɚɝɪɚɦ ɫɚɦ ɜɢɪɿɲɭє ɫɤɿɥьɤɨɦ ɤɨɪɢɫɬɭɜɚɱɚɦ ɩɨɤɚɡɚɬɢ ɬɭ ɱɢ ɿɧɲɭ ɫɬɨɪɿɡ. Ⱥ ɬɚɤɨɠ 
ɜɿɞɪɿɡɧɹєɬьɫɹ ɱɚɫ ɩɭɛɥɿɤɚɰɿʀ, ɞɟɧь ɬɢɠɧɹ ɬɚ ɞɟɧь ɦɿɫɹɰɹ. ɉɪɨɬɟ, ɤɨɪɟɥɹɰɿɣɧɢɣ ɚɧɚɥɿɡ 
ɩɨɤɚɡɭє, ɳɨ ɫɭɬɬєɜɨʀ ɡɚɥɟɠɧɨɫɬɿ ɦɟɬɪɢɤ ɜɿɞ ɬɨɝɨ ɲɬɭɱɧɟ ɱɢ ɪɟɚɥьɧɟ ɮɨɬɨ ɡɚɞɿɹɧɨ ɧɟɦɚє 
(ɤɨɟɮɿɰɿєɧɬ ɤɨɪɟɥɹɰɿʀ ɧɟ ɛɿɥьɲɟ ɡɚ 0,48 ɞɥɹ ɤɥɿɤɿɜ). Ɉɬɠɟ, ɩɨɜɟɞɿɧɤɚ ɤɨɪɢɫɬɭɜɚɱɿɜ ɩɨ 
ɜɿɞɧɨɲɟɧɧɸ ɞɨ ɪɟɚɥьɧɢɯ ɬɚ ɲɬɭɱɧɢɯ ɮɨɬɨ є ɩɪɢɛɥɢɡɧɨ ɨɞɧɚɤɨɜɨɸ, ɚɛɨ ɜɿɞɪɿɡɧɹєɬьɫɹ ɧɟ 
ɫɭɬɬєɜɨ. 

ȼɢɫɧɨɜɤɢ ɡ ɞɚɧɨɝɨ ɞɨɫɥɿɞɠɟɧɧɹ ɿ ɩɟɪɫɩɟɤɬɢɜɢ ɩɨɞɚɥьɲɢɯ ɪɨɡɪɨɛɨɤ ɡɚ ɞɚɧɢɦ 
ɧɚɩɪɹɦɨɦ. ɒɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ ɜɠɟ ɬɜɨɪɢɬь ɪɟɜɨɥɸɰɿɸ ɜ ɦɚɪɤɟɬɢɧɝɭ. Ɂɚ ɞɨɩɨɦɨɝɨɸ 
ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɜɠɟ ɫɬɜɨɪɸɸɬь ɞɢɡɚɣɧ ɿɧɬɟɪ’єɪɿɜ, ɬɟɤɫɬɨɜɢɣ ɤɨɧɬɟɧɬ ɬɚ ɜɿɞɟɨ. 
Ɋɟɡɭɥьɬɚɬɢ ɪɨɛɨɬɢ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɜɪɚɠɚɸɬь, ɬɚ ɱɢ є ɜɿɧ ɟɮɟɤɬɢɜɧɢɦ? ɑɢ ɧɟ 
ɜɿɞɱɭɜɚє ɫɩɨɠɢɜɚɱ ɡɧɢɠɟɧɧɹ ɹɤɨɫɬɿ ɬɚɤɨɝɨ ɤɨɧɬɟɧɬɭ ɬɚ ɣɨɝɨ ɲɬɭɱɧɨɫɬɿ? Ⱦɨɫɥɿɞɠɟɧɧɹ 
ɜɢɡɧɚɱɢɥɨ, ɳɨ ɧɟɦɚє ɤɨɪɟɥɹɰɿʀ, ɜɿɞɱɭɬɧɨʀ ɫɬɚɬɢɫɬɢɱɧɨʀ ɪɿɡɧɢɰɿ ɦɿɠ ɩɨɤɚɡɧɢɤɚɦɢ 
ɟɮɟɤɬɢɜɧɨɫɬɿ ɤɪɟɚɬɢɜɿɜ, ɫɬɜɨɪɟɧɢɯ ɲɬɭɱɧɢɦ ɿɧɬɟɥɟɤɬɨɦ, ɭ ɩɨɪɿɜɧɹɧɧɿ ɡɿ ɡɜɢɱɚɣɧɢɦɢ 
ɮɨɬɨ ɬɨɜɚɪɭ. ɐɟ ɨɡɧɚɱɚє, ɳɨ ɲɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ є ɟɮɟɤɬɢɜɧɿɲɢɦ ɡ ɬɨɱɤɢ ɡɨɪɭ ɜɢɬɪɚɬ ɧɚ 
ɫɬɜɨɪɟɧɧɹ ɤɨɧɬɟɧɬɭ, ɚɞɠɟ ɜɚɪɬɿɫɬь ɩɪɨɝɪɚɦɧɨɝɨ ɡɚɛɟɡɩɟɱɟɧɧɹ ɡɿ ɜɛɭɞɨɜɚɧɢɦ ɲɬɭɱɧɢɦ 
ɿɧɬɟɥɟɤɬɨɦ ɧɚ ɦɿɫɹɰь ɦɟɧɲɚ ɡɚ ɜɚɪɬɿɫɬь 1 ɪɨɛɨɱɨʀ ɝɨɞɢɧɢ ɥɢɲɟ ɬɿɥьɤɢ ɩɪɨɮɟɫɿɣɧɨɝɨ 
ɮɨɬɨɝɪɚɮɚ (ɛɥɢɡьɤɨ 2500 ɝɪɧ ɧɚ ɝɨɞɢɧɭ), ɧɟ ɛɟɪɭɱɢ ɞɨ ɭɜɚɝɢ ɿɧɲɢɯ ɜɢɬɪɚɬ ɧɚ ɫɬɜɨɪɟɧɧɹ 
ɮɨɬɨ ɤɨɧɬɟɧɬɭ, ɬɚɤɢɯ ɹɤ ɨɪɟɧɞɚ ɮɨɬɨɫɬɭɞɿʀ (ɛɥɢɡьɤɨ 1300 ɝɪɧ ɧɚ ɝɨɞɢɧɭ), ɤɭɩɿɜɥɹ 
ɪɟɤɜɿɡɢɬɭ ɞɥɹ ɮɨɬɨ (ɛɥɢɡьɤɨ 1000 ɝɪɧ ɧɚ 1 ɮɨɬɨɫɟɫɿɸ), ɜɢɝɨɬɨɜɥɟɧɧɹ ɫɬɪɚɜ ɞɥɹ ɮɨɬɨɫɟɫɿʀ 
(ɛɥɢɡьɤɨ 2000 ɝɪɧ). ɇɟɨɛɯɿɞɧɨ ɩɪɨɞɨɜɠɭɜɚɬɢ ɞɨɫɥɿɞɠɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɧɚ ɛɿɥьɲɢɯ 
ɦɚɫɢɜɚɯ ɞɚɧɢɯ, ɚ ɬɚɤɨɠ ɞɨɫɥɿɞɠɟɧɧɹ ɜɢɤɨɪɢɫɬɚɧɧɹ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɭ ɫɬɜɨɪɟɧɧɿ 
ɜɿɞɟɨ ɤɨɧɬɟɧɬɭ, SEO ɤɨɧɬɟɧɬɭ, ɳɨɛ ɛɿɥьɲ ɲɢɪɨɤɨ ɨɯɨɩɢɬɢ ɫɮɟɪɢ ɡɚɫɬɨɫɭɜɚɧɧɹ ɒȱ. 
Ɋɟɤɨɦɟɧɞɨɜɚɧɨ ɩɟɪɟɜɿɪɢɬɢ ɪɟɡɭɥьɬɚɬɢ ɞɚɧɨɝɨ ɞɨɫɥɿɞɠɟɧɧɹ ɧɚ ɤɨɦɩɚɧɿɹɯ, ɳɨ 
ɮɭɧɤɰɿɨɧɭɸɬь ɜ ɿɧɲɢɯ ɫɮɟɪɚɯ ɬɚ ɧɚ ɿɧɲɢɯ ɪɢɧɤɚɯ. Ɋɟɤɨɦɟɧɞɨɜɚɧɨ ɨɰɿɧɢɬɢ 
ɟɮɟɤɬɢɜɧɿɫɬь ɜɩɥɢɜɭ ɧɚ ɛɪɟɧɞ ɜ ɞɨɜɝɨɫɬɪɨɤɨɜɿɣ ɩɟɪɫɩɟɤɬɢɜɿ. Ⱥɞɠɟ, ɧɚɩɪɢɤɥɚɞ, 
ɚɥɝɨɪɢɬɦɢ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠ ɞɭɠɟ ɱɚɫɬɨ ɡɦɿɧɸɸɬьɫɹ ɿ ɜɿɞɩɨɜɿɞɧɨ ɟɮɟɤɬɢɜɧɿɫɬь ɛɭɞɟ 
ɬɚɤɨɠ ɦɿɧɹɬɢɫɹ. 
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Efficiency of artificial intelligence-based marketing in SMM. 
The aim of the article. If the study shows that interaction with generated product photos is 

better or at least as good as with real photos, we will consider artificial intelligence to be effective in 
saving costs for product photos, props, studio rent, and model photos. 

Analysis results. This article analyses the effectiveness of artificial intelligence in modern 
marketing, namely in the interaction between a company and its audience on social media. We draw 
on previous literature to trace the development of artificial intelligence and how it has been used in 
marketing and SMM. The primary data was obtained by testing AI-generated advertising creatives on 
the Instagram audience of a food production company. Despite the variability of content ranking 
algorithms on social media, it was possible to compare and analyse the creatives under equal 
conditions. The results of the study led to the conclusion that customer interaction with the result of 
artificial intelligence is no worse than traditional marketing tools, and also leads to significant 
savings in the production of content for customer interaction. 

Conclusions and directions for further research. In total, real photos gained more views and 
clicks, but this could be influenced by various factors, such as price, discount, value proposition on 
creative, as Instagram decides how many users to show a particular story. The time of publication, 
day of the week, and day of the month also differ. However, the correlation analysis shows that there 
is no significant dependence of the metrics on whether an artificial or real photo is used (the 
correlation coefficient is no more than 0.48 for clicks). This means that user behaviour towards real 
and artificial photos is approximately the same or does not differ significantly. Artificial intelligence is 
already revolutionising marketing. Interior design, textual content, and videos are already being 
created with the help of artificial intelligence. The results of artificial intelligence are impressive, but 
is it effective? Doesn't the consumer feel that the quality of such content is decreasing and that it is 
artificial? The study found that there is no correlation, no tangible statistical difference between the 
performance of creatives created by artificial intelligence compared to regular product photos. This 
means that artificial intelligence is more efficient in terms of content creation costs, as the cost of 
software with built-in artificial intelligence per month is less than the cost of 1 working hour of a 
professional photographer alone (about 2500 UAH per hour), not taking into account other costs of 
creating photo content, such as renting a photo studio (about 1300 UAH per hour), buying photo 
props (about 1000 UAH per photo shoot), and making food for a photo shoot (about 2000 UAH). It is 
necessary to continue researching efficiency on larger data sets, as well as researching the use of 
artificial intelligence in the creation of video content, SEO content, to cover more broadly the areas of 
AI application. It is recommended to test the results of this study on companies operating in other 
areas and markets. It is recommended to assess the effectiveness of the impact on the brand in the long 
term. After all, for example, social media algorithms change very often, and accordingly, the 
effectiveness will also change. 

Keywords: artificial intelligence, artificial intelligence in marketing, SMM, content 
management, design. 
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