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ɩɪɨɜɿɞɧɢɣ ɧɚɭɤɨɜɢɣ ɫɩɿɜɪɨɛɿɬɧɢɤ ɧɚɭɤɨɜɨ-ɞɨɫɥɿɞɧɨɝɨ ɜɿɞɞɿɥɭ 
ɧɚɜɱɚɥьɧɨ-ɧɚɭɤɨɜɨɝɨ ɰɟɧɬɪɭ ɨɛɨɪɨɧɧɨɝɨ ɦɟɧɟɞɠɦɟɧɬɭ 

ɇɚɰɿɨɧɚɥьɧɢɣ ɭɧɿɜɟɪɫɢɬɟɬ ɨɛɨɪɨɧɢ ɍɤɪɚʀɧɢ 
(Ʉɢʀɜ, ɍɤɪɚʀɧɚ) 
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ɍ ɫɬɚɬɬɿ ɞɨɫɥɿɞɠɟɧɨ ɟɜɨɥɸɰɿɸ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɩɿɞɯɨɞɿɜ ɬɚ ʀɯ ɿɧɬɟɝɪɚɰɿɸ ɜ ɫɢɫɬɟɦɭ 
ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь. ɉɪɨɚɧɚɥɿɡɨɜɚɧɨ ɨɫɧɨɜɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɬɟɨɪɿʀ (ɦɚɪɤɟɬɢɧɝɨɜɢɣ ɦɿɤɫ, 
ɬɟɨɪɿɹ ɤɨɧɤɭɪɟɧɬɧɢɯ ɩɟɪɟɜɚɝ, ɦɚɪɤɟɬɢɧɝ ɜɿɞɧɨɫɢɧ, ɬɟɨɪɿɹ ɫɟɝɦɟɧɬɚɰɿʀ ɪɢɧɤɭ) ɬɚ ʀɯ ɜɩɥɢɜ ɧɚ 
ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ. Ɋɨɡɝɥɹɧɭɬɨ ɜɡɚєɦɨɡɜ'ɹɡɨɤ 
ɟɜɨɥɸɰɿʀ ɬɟɨɪɿʀ ɭɩɪɚɜɥɿɧɧɹ ɩɭɛɥɿɱɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ ɡ ɪɨɡɜɢɬɤɨɦ ɦɚɪɤɟɬɢɧɝɭ. Ɉɫɨɛɥɢɜɚ ɭɜɚɝɚ 
ɩɪɢɞɿɥɟɧɚ ɚɧɚɥɿɡɭ ɦɨɞɟɥɿ ɦɚɪɤɟɬɢɧɝ-ɦɿɤɫɭ (7P) ɹɤ ɨɫɧɨɜɧɨɝɨ ɟɥɟɦɟɧɬɭ ɩɨɛɭɞɨɜɢ ɟɮɟɤɬɢɜɧɨʀ 
ɫɢɫɬɟɦɢ ɡɚɤɭɩɿɜɟɥь. Ⱦɨɫɥɿɞɠɟɧɨ ɬɟɧɞɟɧɰɿʀ ɪɨɡɜɢɬɤɭ ɪɢɧɤɭ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɞɨɫɥɿɞɠɟɧь ɜ ɫɜɿɬɿ 
ɬɚ ɍɤɪɚʀɧɿ. Ɉɛʉɪɭɧɬɨɜɚɧɨ ɧɟɨɛɯɿɞɧɿɫɬь ɜɩɪɨɜɚɞɠɟɧɧɹ ɫɭɱɚɫɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ 
ɞɥɹ ɩɿɞɜɢɳɟɧɧɹ ɩɪɨɡɨɪɨɫɬɿ ɡɚɤɭɩɿɜɟɥь, ɡɧɢɠɟɧɧɹ ɤɨɪɭɩɰɿɣɧɢɯ ɪɢɡɢɤɿɜ ɬɚ ɡɚɛɟɡɩɟɱɟɧɧɹ 
ɪɚɰɿɨɧɚɥьɧɨɝɨ ɜɢɤɨɪɢɫɬɚɧɧɹ ɛɸɞɠɟɬɧɢɯ ɤɨɲɬɿɜ. ȼɢɡɧɚɱɟɧɨ ɩɟɪɫɩɟɤɬɢɜɢ ɩɨɞɚɥьɲɨɝɨ 
ɪɨɡɜɢɬɤɭ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɡɚɛɟɡɩɟɱɟɧɧɹ ɫɢɫɬɟɦɢ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь ɜ ɭɦɨɜɚɯ ɰɢɮɪɨɜɿɡɚɰɿʀ 
ɬɚ єɜɪɨɿɧɬɟɝɪɚɰɿʀ. 
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ɉɨɫɬɚɧɨɜɤɚ ɩɪɨɛɥɟɦɢ ɜ ɡɚɝɚɥьɧɨɦɭ ɜɢɝɥɹɞɿ ɬɚ ʀʀ ɡɜ'ɹɡɨɤ ɡ ɜɚɠɥɢɜɢɦɢ 
ɧɚɭɤɨɜɢɦɢ ɚɛɨ ɩɪɚɤɬɢɱɧɢɦɢ ɡɚɜɞɚɧɧɹɦɢ. ȼ ɭɦɨɜɚɯ ɞɢɧɚɦɿɱɧɨɝɨ ɪɨɡɜɢɬɤɭ ɪɢɧɤɭ ɬɚ 
ɬɟɯɧɨɥɨɝɿɱɧɢɯ ɡɦɿɧ, ɬɪɚɞɢɰɿɣɧɿ ɦɟɬɨɞɢ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ ɫɬɚɸɬь 
ɦɟɧɲ ɟɮɟɤɬɢɜɧɢɦɢ. ɇɟɞɨɫɬɚɬɧɿɣ ɪɿɜɟɧь ɟɮɟɤɬɢɜɧɨɫɬɿ ɬɚ ɩɪɨɡɨɪɨɫɬɿ ɜ ɭɩɪɚɜɥɿɧɧɿ 
ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ ɱɚɫɬɨ ɩɪɢɡɜɨɞɢɬь ɞɨ ɧɟɪɚɰɿɨɧɚɥьɧɨɝɨ ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɛɸɞɠɟɬɧɢɯ ɤɨɲɬɿɜ, ɤɨɪɭɩɰɿɣɧɢɯ ɪɢɡɢɤɿɜ ɬɚ ɧɢɡьɤɨʀ ɹɤɨɫɬɿ ɞɟɪɠɚɜɧɢɯ ɩɨɫɥɭɝ. 
ȼɿɞɫɭɬɧɿɫɬь ɿɧɬɟɝɪɨɜɚɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ ɭ ɩɪɨɰɟɫɿ ɡɚɤɭɩɿɜɟɥь ɨɛɦɟɠɭє 
ɦɨɠɥɢɜɨɫɬɿ ɞɟɪɠɚɜɧɢɯ ɭɫɬɚɧɨɜ ɳɨɞɨ ɨɩɬɢɦɿɡɚɰɿʀ ɜɢɬɪɚɬ, ɩɿɞɜɢɳɟɧɧɹ ɩɪɨɡɨɪɨɫɬɿ ɬɚ 
ɡɚɛɟɡɩɟɱɟɧɧɹ ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɨɫɬɿ ɩɨɫɬɚɱɚɥьɧɢɤɿɜ. ɋɚɦɟ ɬɨɦɭ ɫьɨɝɨɞɧɿ ɨɫɨɛɥɢɜɨʀ 
ɚɤɬɭɚɥьɧɨɫɬɿ ɧɚɛɭɜɚє  ɦɚɪɤɟɬɢɧɝɨɜɟ ɡɚɛɟɡɩɟɱɟɧɧɹ ɡɚɤɭɩɿɜɟɥьɧɨʀ ɞɿɹɥьɧɨɫɬɿ, ɹɤɟ 
ɜɪɚɯɨɜɭє ɫɭɱɚɫɧɿ ɬɟɧɞɟɧɰɿʀ ɬɚ ɩɨɬɪɟɛɢ ɪɢɧɤɭ, ɡɚɛɟɡɩɟɱɭɸɱɢ ɟɮɟɤɬɢɜɧɟ ɭɩɪɚɜɥɿɧɧɹ 
ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ ɬɚ ɞɨɫɹɝɧɟɧɧɹ ɫɬɪɚɬɟɝɿɱɧɢɯ ɰɿɥɟɣ ɞɟɪɠɚɜɢ. 

Ⱦɥɹ ɪɨɡɭɦɿɧɧɹ ɫɭɱɚɫɧɢɯ ɩɿɞɯɨɞɿɜ ɞɨ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɡɚɛɟɡɩɟɱɟɧɧɹ ɭɩɪɚɜɥɿɧɧɹ 
ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ ɞɨɰɿɥьɧɨ ɪɨɡɝɥɹɧɭɬɢ ɟɜɨɥɸɰɿʀ ɦɚɪɤɟɬɢɧɝɭ, ɳɨ є ɜɚɠɥɢɜɢɦ ɡ 
ɤɿɥьɤɨɯ ɩɪɢɱɢɧ. ȿɜɨɥɸɰɿɹ ɦɚɪɤɟɬɢɧɝɭ ɩɨɤɚɡɭє, ɹɤ ɡɦɿɧɸɜɚɥɢɫɹ ɩɿɞɯɨɞɢ ɞɨ ɡɚɞɨɜɨɥɟɧɧɹ  
ɩɨɬɪɟɛ ɫɩɨɠɢɜɚɱɿɜ ɬɚ ɪɢɧɤɨɜɢɯ ɭɦɨɜ, ɳɨ ɜ ɫɜɨɸ ɱɟɪɝɭ ɞɨɩɨɦɚɝɚє ɡɪɨɡɭɦɿɬɢ, ɹɤɿ ɫɭɱɚɫɧɿ  
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ɦɟɬɨɞɢ ɦɚɪɤɟɬɢɧɝɭ ɦɨɠɭɬь ɛɭɬɢ ɡɚɫɬɨɫɨɜɚɧɿ ɞɥɹ ɟɮɟɤɬɢɜɧɨɝɨ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ 
ɡɚɤɭɩɿɜɥɹɦɢ. Ɋɨɡɭɦɿɧɧɹ ɟɬɚɩɿɜ ɪɨɡɜɢɬɤɭ ɦɚɪɤɟɬɢɧɝɭ ɞɨɩɨɦɚɝɚє ɜɢɹɜɢɬɢ ɧɚɣɟɮɟɤɬɢɜɧɿɲɿ 
ɫɬɪɚɬɟɝɿʀ ɞɥɹ ɩɿɞɜɢɳɟɧɧɹ ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɨɫɬɿ ɬɚ ɟɮɟɤɬɢɜɧɨɫɬɿ ɞɟɪɠɚɜɧɢɯ 
ɡɚɤɭɩɿɜɟɥь. 

Ⱥɧɚɥɿɡ ɨɫɬɚɧɧɿɯ ɞɨɫɥɿɞɠɟɧь ɿ ɩɭɛɥɿɤɚɰɿɣ, ɜ ɹɤɢɯ ɩɨɤɥɚɞɟɧɢɣ ɩɨɱɚɬɨɤ 
ɜɢɪɿɲɟɧɧɸ ɞɚɧɨʀ ɩɪɨɛɥɟɦɢ ɿ ɧɚ ɹɤɿ ɫɩɢɪɚєɬьɫɹ ɚɜɬɨɪ. ɉɪɨɛɥɟɦɚɬɢɰɿ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ 
ɡɚɛɟɡɩɟɱɟɧɧɹ ɡɚɤɭɩɿɜɟɥьɧɨʀ ɞɿɹɥьɧɨɫɬɿ, ɧɚ ɠɚɥь, ɩɪɢɞɿɥɹєɬьɫɹ ɧɟɞɨɫɬɚɬɧьɨ ɭɜɚɝɢ ɹɤ ɜ 
ɧɚɭɤɨɜɢɯ ɞɨɫɥɿɞɠɟɧɧɹɯ, ɬɚɤ ɿ ɡ ɩɪɚɤɬɢɱɧɨʀ ɬɨɱɤɢ ɡɨɪɭ. Ɂɚɫɬɨɫɭɜɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɩɿɞɯɨɞɿɜ ɜ ɭɩɪɚɜɥɿɧɧɿ ɡɚɤɭɩɿɜɥɹɦɢ ɡɚɥɢɲɚєɬьɫɹ ɨɛɦɟɠɟɧɢɦ, ɯɨɱɚ ɦɚɪɤɟɬɢɧɝ ɦɚє 
ɩɨɬɟɧɰɿɚɥ ɡɧɚɱɧɨ ɩɿɞɜɢɳɢɬɢ ɟɮɟɤɬɢɜɧɿɫɬь ɡɚɤɭɩɿɜɟɥьɧɢɯ ɩɪɨɰɟɫɿɜ. ȱɫɧɭє ɞɨɫɬɚɬɧьɨ 
ɩɭɛɥɿɤɚɰɿɣ, ɜ ɹɤɢɯ ɚɜɬɨɪɢ ɩɪɨɜɨɞɹɬь ɫɢɫɬɟɦɧɢɣ ɨɝɥɹɞ ɥɿɬɟɪɚɬɭɪɢ ɧɚ ɬɟɦɭ ɩɭɛɥɿɱɧɢɯ 
ɡɚɤɭɩɿɜɟɥь ɬɚ ɿɧɧɨɜɚɰɿɣ, ɩɿɞɤɪɟɫɥɸɸɬь ɜɚɠɥɢɜɿɫɬь ɩɭɛɥɿɱɧɢɯ ɡɚɤɭɩɿɜɟɥь ɹɤ ɿɧɫɬɪɭɦɟɧɬɭ 
ɿɧɧɨɜɚɰɿɣɧɨʀ ɩɨɥɿɬɢɤɢ [1]. 

Ⱦɨɫɥɿɞɠɟɧɧɹ ɤɨɦɩɚɧɿʀ McKinsey ɩɿɞɤɪɟɫɥɸɸɬь ɤɥɸɱɨɜɿ ɬɟɧɞɟɧɰɿʀ ɭ ɫɮɟɪɿ 
ɡɚɤɭɩɿɜɟɥь, ɪɨɡɝɥɹɞɚɸɬь ɜɩɥɢɜ ɝɥɨɛɚɥьɧɢɯ ɡɦɿɧ, ɬɚɤɢɯ ɹɤ ɪɨɡɪɢɜɢ ɜ ɥɚɧɰɸɝɚɯ 
ɩɨɫɬɚɱɚɧɧɹ, ɝɟɨɩɨɥɿɬɢɱɧɿ ɧɚɩɪɭɝɢ ɬɚ ɬɟɯɧɨɥɨɝɿɱɧɿ ɩɪɨɪɢɜɢ, ɧɚ ɭɩɪɚɜɥɿɧɧɹ ɡɚɤɭɩɿɜɥɹɦɢ 
[2]. 

ȼ ɩɭɛɥɿɤɚɰɿɹɯ ɹɤ ɿɧɨɡɟɦɧɢɯ, ɬɚɤ ɿ ɭɤɪɚʀɧɫьɤɢɯ ɚɜɬɨɪɿɜ ɞɨɫɥɿɞɠɭɸɬьɫɹ ɪɿɡɧɿ 
ɦɨɞɟɥɿ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ, ɳɨ ɡɚɫɬɨɫɨɜɭɸɬьɫɹ ɭ ɫɜɿɬɨɜɿɣ ɩɪɚɤɬɢɰɿ, 
ɜɤɥɸɱɚɸɱɢ "ɡɟɥɟɧɿ" ɡɚɤɭɩɿɜɥɿ, ɫɨɰɿɚɥьɧɿ ɡɚɤɭɩɿɜɥɿ, ɿɧɧɨɜɚɰɿɣɧɿ ɡɚɤɭɩɿɜɥɿ, ɰɿɥьɨɜɿ 
ɡɚɤɭɩɿɜɥɿ, ɞɿɚɥɨɝ ɡ ɪɢɧɤɨɦ ɬɚ ɚɝɿɥьɧɿ ɡɚɤɭɩɿɜɥɿ Д3-10]. 

ɐɿ ɬɚ ɛɚɝɚɬɨ ɿɧɲɢɯ ɞɨɫɥɿɞɠɟɧь ɧɚɞɚɸɬь ɰɿɧɧɿ ɿɧɫɚɣɬɢ ɳɨɞɨ ɪɨɡɜɢɬɤɭ ɫɢɫɬɟɦɢ 
ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ ɬɚ ɩɿɞɤɪɟɫɥɸɸɬь ɜɚɠɥɢɜɿɫɬь ɿɧɬɟɝɪɚɰɿʀ ɧɨɜɿɬɧɿɯ 
ɬɟɯɧɨɥɨɝɿɣ ɬɚ ɿɧɧɨɜɚɰɿɣɧɢɯ ɫɬɪɚɬɟɝɿɣ ɞɥɹ ɩɨɤɪɚɳɟɧɧɹ ɩɪɨɰɟɫɿɜ ɡɚɤɭɩɿɜɟɥь, ɚɥɟ 
ɞɨɫɥɿɞɠɟɧɧɸ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɩɿɞɯɨɞɿɜ ɞɨ ɭɩɪɚɜɥɿɧɧɹ ɡɚɤɭɩɿɜɥɹɦɢ ɜ ɧɚɭɤɨɜɿɣ ɥɿɬɟɪɚɬɭɪɿ  
ɦɚɣɠɟ ɧɟ ɩɪɢɞɿɥɹєɬьɫɹ ɭɜɚɝɚ, ɯɨɱɚ ɜɩɪɨɜɚɞɠɟɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɭ 
ɫɢɫɬɟɦɭ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ ɦɨɠɟ ɡɧɚɱɧɨ ɩɿɞɜɢɳɢɬɢ ɟɮɟɤɬɢɜɧɿɫɬь, 
ɩɪɨɡɨɪɿɫɬь ɬɚ ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɿɫɬь, ɫɩɪɢɹɸɱɢ ɞɨɫɹɝɧɟɧɧɸ ɫɬɪɚɬɟɝɿɱɧɢɯ ɰɿɥɟɣ 
ɞɟɪɠɚɜɢ. 

Ⱦɨɫɥɿɞɠɟɧɧɹ ɬɚ ɩɭɛɥɿɤɚɰɿʀ, ɩɪɢɫɜɹɱɟɧɿ ɿɧɬɟɝɪɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɩɿɞɯɨɞɿɜ ɭ 
ɫɢɫɬɟɦɭ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь, ɜɢɫɜɿɬɥɸɸɬь ɥɢɲɟ ɨɤɪɟɦɿ ɚɫɩɟɤɬɢ ɰɿєʀ ɩɪɨɛɥɟɦɚɬɢɤɢ. 
Ȼɿɥьɲɿɫɬь ɚɜɬɨɪɿɜ ɪɨɡɝɥɹɞɚɸɬь ɤɥɸɱɨɜɿ ɞɢɥɟɦɢ, ɬɚɤɿ ɹɤ ɩɿɞɡɜɿɬɧɿɫɬь/ɜɿɞɩɨɜɿɞɚɥьɧɿɫɬь, 
ɲɚɯɪɚɣɫɬɜɨ/ɛɸɪɨɤɪɚɬɿɹ, ɩɪɢɧɰɢɩɚɥ-ɚɝɟɧɬ, ɤɨɪɨɬɤɨɫɬɪɨɤɨɜɿ/ɞɨɜɝɨɫɬɪɨɤɨɜɿ ɜɢɬɪɚɬɢ ɬɚ 
ɪɨɡɲɢɪɟɧɧɹ ɩɨɜɧɨɜɚɠɟɧь. Ɉɞɧɚɤ ɬɟɦɚ ɿ ɧɚɞɚɥɿ ɡɚɥɢɲɚєɬьɫɹ ɚɤɬɭɚɥьɧɨɸ ɭ ɡɜ'ɹɡɤɭ ɡɿ 
ɫɬɪɿɦɤɢɦ ɪɨɡɜɢɬɤɨɦ ɩɭɛɥɿɱɧɢɯ ɡɚɤɭɩɿɜɟɥь ɬɚ ɧɟɨɛɯɿɞɧɿɫɬɸ ɪɨɡɪɨɛɤɢ ɫɭɱɚɫɧɢɯ ɩɿɞɯɨɞɿɜ 
ɞɨ ɜɢɤɨɪɢɫɬɚɧɧɹ ɦɚɪɤɟɬɢɧɝɭ ɜ ɩɭɛɥɿɱɧɢɯ ɡɚɤɭɩɿɜɥɹɯ. 

ȼɢɞɿɥɟɧɧɹ ɧɟɜɢɪɿɲɟɧɢɯ ɪɚɧɿɲɟ ɱɚɫɬɢɧ ɡɚɝɚɥьɧɨʀ ɩɪɨɛɥɟɦɢ, ɤɨɬɪɢɦ 
ɩɪɢɫɜɹɱɭєɬьɫɹ ɫɬɚɬɬɹ. ɍ ɧɚɭɤɨɜɿɣ ɥɿɬɟɪɚɬɭɪɿ ɧɟɞɨɫɬɚɬɧьɨ ɞɨɫɥɿɞɠɟɧɨ ɬɟɨɪɟɬɢɤɨ-
ɦɟɬɨɞɨɥɨɝɿɱɧɿ ɡɚɫɚɞɢ ɿɧɬɟɝɪɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɩɿɞɯɨɞɿɜ ɭ ɫɢɫɬɟɦɭ ɞɟɪɠɚɜɧɢɯ 
ɡɚɤɭɩɿɜɟɥь. Ɂɨɤɪɟɦɚ, ɩɨɬɪɟɛɭɸɬь ɩɨɝɥɢɛɥɟɧɨɝɨ ɜɢɜɱɟɧɧɹ ɩɢɬɚɧɧɹ ɚɞɚɩɬɚɰɿʀ ɤɥɚɫɢɱɧɢɯ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɬɟɨɪɿɣ ɞɨ ɫɩɟɰɢɮɿɤɢ ɩɭɛɥɿɱɧɢɯ ɡɚɤɭɩɿɜɟɥь, ɜɩɪɨɜɚɞɠɟɧɧɹ ɰɢɮɪɨɜɢɯ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɞɥɹ ɩɿɞɜɢɳɟɧɧɹ ɩɪɨɡɨɪɨɫɬɿ ɡɚɤɭɩɿɜɟɥьɧɢɯ ɩɪɨɰɟɫɿɜ ɬɚ 
ɪɨɡɪɨɛɤɢ ɦɟɬɨɞɨɥɨɝɿʀ ɨɰɿɧɸɜɚɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɡɚɫɬɨɫɭɜɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ 
ɭ ɡɚɤɭɩɿɜɟɥьɧɿɣ ɞɿɹɥьɧɨɫɬɿ ɞɟɪɠɚɜɧɢɯ ɭɫɬɚɧɨɜ. 

Ɏɨɪɦɭɥɸɜɚɧɧɹ ɦɟɬɢ ɫɬɚɬɬɿ (ɩɨɫɬɚɧɨɜɤɚ ɡɚɜɞɚɧɧɹ). Ɇɟɬɨɸ ɞɨɫɥɿɞɠɟɧɧɹ є 
ɚɧɚɥɿɡ ɟɜɨɥɸɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɩɿɞɯɨɞɿɜ ɬɚ ʀɯɧьɨʀ ɿɧɬɟɝɪɚɰɿʀ ɜ ɫɢɫɬɟɦɭ ɞɟɪɠɚɜɧɢɯ 
ɡɚɤɭɩɿɜɟɥь, ɳɨɛ ɜɢɡɧɚɱɢɬɢ, ɹɤɿ ɫɭɱɚɫɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ ɦɨɠɭɬь ɫɩɪɢɹɬɢ 
ɩɿɞɜɢɳɟɧɧɸ ɟɮɟɤɬɢɜɧɨɫɬɿ, ɩɪɨɡɨɪɨɫɬɿ ɬɚ ɫɨɰɿɚɥьɧɨʀ ɜɿɞɩɨɜɿɞɚɥьɧɨɫɬɿ ɜ ɭɩɪɚɜɥɿɧɧɿ 
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ɞɟɪɠɚɜɧɢɦɢ ɪɟɫɭɪɫɚɦɢ. ɇɚɭɤɨɜɟ ɡɚɜɞɚɧɧɹ ɞɚɧɨɝɨ ɞɨɫɥɿɞɠɟɧɧɹ ɩɨɥɹɝɚє ɭ ɪɨɡɜɢɬɤɭ 
ɬɟɨɪɟɬɢɱɧɢɯ ɡɧɚɧь ɩɪɨ ɦɨɠɥɢɜɿɫɬь ɜɢɤɨɪɢɫɬɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɬɟɨɪɿɣ, ɬɚɤɢɯ ɹɤ 
ɦɚɪɤɟɬɢɧɝɨɜɢɣ ɦɿɤɫ, ɦɚɪɤɟɬɢɧɝ ɜɿɞɧɨɫɢɧ ɬɚ ɫɟɝɦɟɧɬɚɰɿɹ ɪɢɧɤɭ, ɭ ɫɮɟɪɿ ɭɩɪɚɜɥɿɧɧɹ 
ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь, ɳɨ ɜ ɩɪɚɤɬɢɱɧɿɣ ɩɥɨɳɢɧɿ ɞɨɡɜɨɥɢɬь ɩɿɞɜɢɳɢɬɢ ɩɪɨɡɨɪɿɫɬь 
ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь ɱɟɪɟɡ ɿɧɬɟɝɪɚɰɿɸ ɫɭɱɚɫɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɬɚ 
ɞɨɩɨɦɨɠɟ ɡɧɢɡɢɬɢ ɤɨɪɭɩɰɿɣɧɿ ɪɢɡɢɤɢ. 

ȼɢɤɥɚɞɟɧɧɹ ɨɫɧɨɜɧɨɝɨ ɦɚɬɟɪɿɚɥɭ ɞɨɫɥɿɞɠɟɧɧɹ ɡ ɩɨɜɧɢɦ ɨɛґɪɭɧɬɭɜɚɧɧɹɦ 
ɨɬɪɢɦɚɧɢɯ ɧɚɭɤɨɜɢɯ ɪɟɡɭɥьɬɚɬɿɜ. Ⱥɧɚɥɿɡ ɟɜɨɥɸɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɜ 
ɭɩɪɚɜɥɿɧɧɿ ɡɚɤɭɩɿɜɥɹɦɢ ɤɪɢɬɢɱɧɨ ɜɚɠɥɢɜɢɣ ɡ ɤɿɥьɤɨɯ ɩɪɢɱɢɧ. Ⱦɨɫɥɿɞɠɟɧɧɹ ɟɜɨɥɸɰɿʀ 
ɞɨɡɜɨɥɹє ɜɢɹɜɢɬɢ ɤɥɸɱɨɜɿ ɬɟɧɞɟɧɰɿʀ ɭ ɪɨɡɜɢɬɤɭ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ, ɳɨ 
ɜɢɤɨɪɢɫɬɨɜɭɸɬьɫɹ ɞɥɹ ɩɨɤɪɚɳɟɧɧɹ ɭɩɪɚɜɥɿɧɧɹ ɡɚɤɭɩɿɜɥɹɦɢ ɬɚ ɞɨɩɨɦɚɝɚє ɡɪɨɡɭɦɿɬɢ, ɹɤɿ 
ɩɿɞɯɨɞɢ ɛɭɥɢ ɟɮɟɤɬɢɜɧɢɦɢ ɜ ɦɢɧɭɥɨɦɭ ɿ ɹɤ ʀɯ ɦɨɠɧɚ ɚɞɚɩɬɭɜɚɬɢ ɞɨ ɫɭɱɚɫɧɢɯ ɭɦɨɜ. 
Ɋɨɡɭɦɿɧɧɹ ɬɨɝɨ, ɹɤ ɡɦɿɧɸɜɚɥɢɫɹ ɦɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ ɡ ɱɚɫɨɦ, ɞɨɡɜɨɥɹє ɚɞɚɩɬɭɜɚɬɢ 
ɫɬɪɚɬɟɝɿʀ ɭɩɪɚɜɥɿɧɧɹ ɡɚɤɭɩɿɜɥɹɦɢ ɞɨ ɧɨɜɢɯ ɜɢɤɥɢɤɿɜ ɿ ɭɦɨɜ ɪɢɧɤɭ, ɡɚɛɟɡɩɟɱɭɸɱɢ ʀɯɧɸ 
ɚɤɬɭɚɥьɧɿɫɬь ɬɚ ɟɮɟɤɬɢɜɧɿɫɬь. Ⱥɧɚɥɿɡ ɟɜɨɥɸɰɿʀ ɿɧɫɬɪɭɦɟɧɬɿɜ ɞɨɩɨɦɚɝɚє ɜɢɡɧɚɱɢɬɢ 
ɿɧɧɨɜɚɰɿɣɧɿ ɪɿɲɟɧɧɹ, ɹɤɿ ɦɨɠɭɬь ɛɭɬɢ ɜɩɪɨɜɚɞɠɟɧɿ ɞɥɹ ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ 
ɡɚɤɭɩɿɜɟɥьɧɢɯ ɩɪɨɰɟɫɿɜ, ɦɨɠɥɢɜɨɫɬɿ ɜɢɤɨɪɢɫɬɚɧɧɹ ɧɨɜɿɬɧɿɯ ɬɟɯɧɨɥɨɝɿɣ ɿ ɦɟɬɨɞɿɜ, ɳɨ 
ɦɨɠɭɬь ɡɧɚɱɧɨ ɩɨɤɪɚɳɢɬɢ ɪɟɡɭɥьɬɚɬɢ ɡɚɤɭɩɿɜɟɥьɧɨʀ ɞɿɹɥьɧɨɫɬɿ. ȼɩɪɨɜɚɞɠɟɧɧɹ 
ɫɭɱɚɫɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɜ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ ɫɩɪɢɹє 
ɩɿɞɜɢɳɟɧɧɸ ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɨɫɬɿ ɩɨɫɬɚɱɚɥьɧɢɤɿɜ, ɳɨ, ɭ ɫɜɨɸ ɱɟɪɝɭ, ɡɚɛɟɡɩɭє 
ɤɪɚɳɭ ɹɤɿɫɬь ɬɨɜɚɪɿɜ ɿ ɩɨɫɥɭɝ ɬɚ ɡɧɢɠɟɧɧɹ ʀɯ ɜɚɪɬɨɫɬɿ. ȿɜɨɥɸɰɿɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɿɧɫɬɪɭɦɟɧɬɿɜ ɬɚɤɨɠ ɜɤɥɸɱɚє ɪɨɡɜɢɬɨɤ ɦɟɯɚɧɿɡɦɿɜ ɩɿɞɜɢɳɟɧɧɹ ɩɪɨɡɨɪɨɫɬɿ ɬɚ ɩɿɞɡɜɿɬɧɨɫɬɿ 
ɩɪɨɰɟɫɿɜ ɡɚɤɭɩɿɜɟɥь, ɳɨ ɡɧɢɠɭє ɪɢɡɢɤɢ ɤɨɪɭɩɰɿʀ ɿ ɫɩɪɢɹє ɞɨɜɿɪɿ ɝɪɨɦɚɞɫьɤɨɫɬɿ ɞɨ 
ɞɟɪɠɚɜɧɢɯ ɿɧɫɬɢɬɭɰɿɣ. Ɍɚɤɢɦ ɱɢɧɨɦ, ɚɤɰɟɧɬ ɧɚ ɚɧɚɥɿɡɿ ɟɜɨɥɸɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɿɧɫɬɪɭɦɟɧɬɿɜ ɭ ɞɨɫɥɿɞɠɟɧɧɿ ɞɨɡɜɨɥɹє ɫɬɜɨɪɢɬɢ ɟɮɟɤɬɢɜɧɭ, ɿɧɧɨɜɚɰɿɣɧɭ ɬɚ ɩɪɨɡɨɪɭ 
ɫɢɫɬɟɦɭ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ, ɳɨ ɜɿɞɩɨɜɿɞɚє ɫɭɱɚɫɧɢɦ ɜɢɤɥɢɤɚɦ ɿ 
ɩɨɬɪɟɛɚɦ ɪɢɧɤɭ. 

Ɇɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ ɦɨɠɭɬь ɛɭɬɢ ɜɢɤɨɪɢɫɬɚɧɿ ɞɥɹ ɪɟɚɥɿɡɚɰɿʀ ɚɧɬɢɤɪɢɡɨɜɢɯ 
ɩɪɨɝɪɚɦ, ɳɨ є ɜɚɠɥɢɜɢɦ ɭ ɤɨɧɬɟɤɫɬɿ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь, ɨɫɨɛɥɢɜɨ ɜ ɭɦɨɜɚɯ 
ɟɤɨɧɨɦɿɱɧɨʀ ɧɟɫɬɚɛɿɥьɧɨɫɬɿ. ȿɜɨɥɸɰɿɹ ɦɚɪɤɟɬɢɧɝɭ ɜɤɥɸɱɚє ɜɩɪɨɜɚɞɠɟɧɧɹ ɧɨɜɢɯ 
ɬɟɯɧɨɥɨɝɿɣ ɬɚ ɿɧɧɨɜɚɰɿɣɧɢɯ ɩɿɞɯɨɞɿɜ, ɳɨ є ɤɪɚɣ ɤɨɪɢɫɧɢɦ ɞɥɹ ɨɩɬɢɦɿɡɚɰɿʀ ɩɪɨɰɟɫɿɜ 
ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь, ɡɦɟɧɲɟɧɧɹ ɜɢɬɪɚɬ ɬɚ ɩɿɞɜɢɳɟɧɧɹ ɩɪɨɡɨɪɨɫɬɿ. 

Ɇɚɪɤɟɬɢɧɝ ɧɚ ɜɫɿɯ ɟɬɚɩɚɯ ɪɨɡɜɢɬɤɭ ɛɭɜ ɿ ɡɚɥɢɲɚєɬьɫɹ ɨɪɿєɧɬɨɜɚɧɢɦ ɧɚ 
ɡɚɞɨɜɨɥɟɧɧɹ ɩɨɬɪɟɛ ɫɩɨɠɢɜɚɱɿɜ, ɚ ɭ ɤɨɧɬɟɤɫɬɿ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь ɰɟ ɨɡɧɚɱɚє, ɳɨ 
ɡɚɤɭɩɿɜɥɿ ɩɨɜɢɧɧɿ ɛɭɬɢ ɫɩɪɹɦɨɜɚɧɿ ɧɚ ɡɚɞɨɜɨɥɟɧɧɹ ɩɨɬɪɟɛ ɝɪɨɦɚɞɹɧ ɬɚ ɡɚɛɟɡɩɟɱɟɧɧɹ 
ɹɤɨɫɬɿ ɩɨɫɥɭɝ. Ɋɨɡɝɥɹɞ ɟɜɨɥɸɰɿʀ ɦɚɪɤɟɬɢɧɝɭ ɞɨɡɜɨɥɹє ɤɪɚɳɟ ɡɪɨɡɭɦɿɬɢ, ɹɤ ɡɚɫɬɨɫɨɜɭɜɚɬɢ 
ɫɭɱɚɫɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɩɿɞɯɨɞɢ ɞɥɹ ɟɮɟɤɬɢɜɧɨɝɨ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ, 
ɡɚɛɟɡɩɟɱɭɸɱɢ ɩɪɢ ɰьɨɦɭ ɡɚɞɨɜɨɥɟɧɧɹ ɩɨɬɪɟɛ ɝɪɨɦɚɞɹɧ ɬɚ ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ 
ɞɟɪɠɚɜɧɢɯ ɜɢɬɪɚɬ. ȼɢɜɱɟɧɧɹ ɟɬɚɩɿɜ ɪɨɡɜɢɬɤɭ ɦɚɪɤɟɬɢɧɝɭ ɞɨɡɜɨɥɹє ɜɢɹɜɢɬɢ ɤɥɸɱɨɜɿ 
ɬɟɧɞɟɧɰɿʀ ɬɚ ɿɧɧɨɜɚɰɿʀ, ɹɤɿ ɦɨɠɭɬь ɛɭɬɢ ɡɚɫɬɨɫɨɜɚɧɿ ɜ ɫɭɱɚɫɧɢɯ ɭɦɨɜɚɯ. ɇɚɩɪɢɤɥɚɞ, 
ɰɢɮɪɨɜɿɡɚɰɿɹ ɬɚ ɩɟɪɫɨɧɚɥɿɡɚɰɿɹ ɦɚɪɤɟɬɢɧɝɭ є ɜɚɠɥɢɜɢɦɢ ɚɫɩɟɤɬɚɦɢ, ɹɤɿ ɦɨɠɭɬь 
ɩɿɞɜɢɳɢɬɢ ɟɮɟɤɬɢɜɧɿɫɬь ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь. 

Ⱦɥɹ ɟɮɟɤɬɢɜɧɨɝɨ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ ɜɚɠɥɢɜɨ ɜɪɚɯɨɜɭɜɚɬɢ 
ɤɿɥьɤɚ ɤɥɸɱɨɜɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɬɟɨɪɿɣ (ɪɢɫ. 1). 

Ɍɟɨɪɿɹ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɦɿɤɫɭ (4P) ɜ ɛɚɡɨɜɨɦɭ ɜɚɪɿɚɧɬɿ ɜɤɥɸɱɚє ɱɨɬɢɪɢ ɨɫɧɨɜɧɿ 
ɟɥɟɦɟɧɬɢ: ɩɪɨɞɭɤɬ, ɰɿɧɭ, ɦɿɫɰɟ, ɩɪɨɫɭɜɚɧɧɹ. ɍ ɤɨɧɬɟɤɫɬɿ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь ɰɟ 
ɨɡɧɚɱɚє, ɳɨ ɩɨɬɪɿɛɧɨ ɪɟɬɟɥьɧɨ ɚɧɚɥɿɡɭɜɚɬɢ, ɹɤɿ ɩɪɨɞɭɤɬɢ ɚɛɨ ɩɨɫɥɭɝɢ ɡɚɤɭɩɨɜɭɸɬьɫɹ, ɡɚ 
ɹɤɨɸ ɰɿɧɨɸ, ɞɟ ɜɨɧɢ ɛɭɞɭɬь ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢɫɹ ɬɚ ɹɤ ʀɯ ɩɪɨɫɭɜɚɬɢ ɞɥɹ ɡɚɛɟɡɩɟɱɟɧɧɹ 
ɩɪɨɡɨɪɨɫɬɿ ɬɚ ɟɮɟɤɬɢɜɧɨɫɬɿ. 
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Ɉ. ɉɨɫɬɧɿɤɨɜ. ȿɜɨɥɸɰɿɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɩɿɞɯɨɞɿɜ ɞɨ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ 
ɡɚɤɭɩɿɜɥɹɦɢ ɜ ɭɦɨɜɚɯ ɞɿɞɠɢɬɚɥɿɡɚɰɿʀ 
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ȿɜɨɥɸɰɿɹ ɬɟɨɪɿʀ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɦɿɤɫɭ ɜɿɞ 4Ɋ ɞɨ 7Ɋ ɡɧɚɱɧɨ ɜɩɥɢɜɚє ɧɚ 
ɜɞɨɫɤɨɧɚɥɟɧɧɹ ɫɢɫɬɟɦɢ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ. 

 

 

Ɋɢɫɭɧɨɤ 1 – Ɉɫɧɨɜɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɬɟɨɪɿʀ, ɧɚ ɹɤɢɯ ɛɚɡɭєɬьɫɹ ɩɨɛɭɞɨɜɚ ɟɮɟɤɬɢɜɧɨʀ 
ɫɢɫɬɟɦɢ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ 

Ⱦɠɟɪɟɥɨ: ɪɨɡɪɨɛɥɟɧɨ ɚɜɬɨɪɨɦ 
 
ȼɪɚɯɭɜɚɧɧɹ ɤɨɠɧɨɝɨ ɡ ɟɥɟɦɟɧɬɿɜ ɤɨɦɩɥɟɤɫɭ ɦɚɪɤɟɬɢɧɝɭ-ɦɿɤɫ є ɜɚɠɥɢɜɢɦ ɞɥɹ 

ɜɢɡɧɚɱɟɧɧɹ ɫɬɪɚɬɟɝɿʀ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ (ɬɚɛɥ. 1). 
Ɍɚɛɥɢɰɹ 1 – Ɇɨɞɟɥь ɦɚɪɤɟɬɢɧɝ- ɦɿɤɫ ɹɤ ɨɫɧɨɜɧɢɣ ɟɥɟɦɟɧɬ ɩɨɛɭɞɨɜɢ ɟɮɟɤɬɢɜɧɨʀ 

ɫɢɫɬɟɦɢ ɡɚɤɭɩɿɜɟɥь 
ȿɥɟɦɟɧɬɢ 

ɦɚɪɤɟɬɢɧɝɭ-ɦɿɤɫɭ 
«7Ɋ» 

Ɂɧɚɱɟɧɧɹ ɞɥɹ ɫɢɫɬɟɦɿ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь 

ɉɪɨɞɭɤɬ (PrШНЮМt). ɍ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɥɹɯ ɜɚɠɥɢɜɨ ɱɿɬɤɨ ɜɢɡɧɚɱɢɬɢ, ɳɨ ɫɚɦɟ ɩɨɬɪɿɛɧɨ 
ɡɚɤɭɩɢɬɢ, ɜɪɚɯɨɜɭɸɱɢ ɫɩɟɰɢɮɿɤɚɰɿʀ ɬɚ ɹɤɿɫɬь ɬɨɜɚɪɿɜ ɚɛɨ ɩɨɫɥɭɝ. ɐɟ 
ɞɨɩɨɦɨɠɟ ɭɧɢɤɧɭɬɢ ɡɚɤɭɩɿɜɥɿ ɧɟɩɨɬɪɿɛɧɢɯ ɚɛɨ ɧɟɹɤɿɫɧɢɯ ɬɨɜɚɪɿɜ. 

ɐɿɧɚ (PrТМО). Ⱥɧɚɥɿɡ ɰɿɧɨɭɬɜɨɪɟɧɧɹ ɞɨɡɜɨɥɹє ɞɟɪɠɚɜɧɢɦ ɭɫɬɚɧɨɜɚɦ ɨɬɪɢɦɭɜɚɬɢ 
ɧɚɣɤɪɚɳɟ ɫɩɿɜɜɿɞɧɨɲɟɧɧɹ ɰɿɧɢ ɬɚ ɹɤɨɫɬɿ. ɐɟ ɬɚɤɨɠ ɞɨɩɨɦɚɝɚє 
ɭɧɢɤɧɭɬɢ ɤɨɪɭɩɰɿʀ ɬɚ ɡɚɛɟɡɩɟɱɢɬɢ ɩɪɨɡɨɪɿɫɬь ɭ ɩɪɨɰɟɫɿ ɡɚɤɭɩɿɜɟɥь 

Ɇɿɫɰɟ (PХКМО). Ɉɩɬɢɦɿɡɚɰɿɹ ɥɨɝɿɫɬɢɤɢ ɬɚ ɜɢɛɿɪ ɧɚɞɿɣɧɢɯ ɩɨɫɬɚɱɚɥьɧɢɤɿɜ ɫɩɪɢɹє 
ɫɜɨєɱɚɫɧɿɣ ɞɨɫɬɚɜɰɿ ɬɨɜɚɪɿɜ ɬɚ ɩɨɫɥɭɝ. ɐɟ ɡɦɟɧɲɭє ɪɢɡɢɤɢ ɡɚɬɪɢɦɨɤ 
ɬɚ ɩɿɞɜɢɳɭє ɟɮɟɤɬɢɜɧɿɫɬь ɜɢɤɨɪɢɫɬɚɧɧɹ ɪɟɫɭɪɫɿɜ. 

ɉɪɨɫɭɜɚɧɧɹ (PrШЦШtТШЧ) ɏɨɱɚ ɰɟɣ ɟɥɟɦɟɧɬ ɛɿɥьɲɟ ɫɬɨɫɭєɬьɫɹ ɤɨɦɟɪɰɿɣɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, ɭ 
ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɥɹɯ ɜɿɧ ɦɨɠɟ ɛɭɬɢ ɜɢɤɨɪɢɫɬɚɧɢɣ ɞɥɹ ɩɿɞɜɢɳɟɧɧɹ 
ɨɛɿɡɧɚɧɨɫɬɿ ɩɪɨ ɬɟɧɞɟɪɢ ɬɚ ɡɚɥɭɱɟɧɧɹ ɛɿɥьɲɨʀ ɤɿɥьɤɨɫɬɿ ɭɱɚɫɧɢɤɿɜ, ɳɨ 
ɫɩɪɢɹє ɤɨɧɤɭɪɟɧɰɿʀ ɬɚ ɡɧɢɠɟɧɧɸ ɰɿɧ 

Ʌɸɞɢ (PОШЩХО) Ʉɜɚɥɿɮɿɤɨɜɚɧɿ ɤɚɞɪɢ, ɹɤɿ ɡɚɣɦɚɸɬьɫɹ ɡɚɤɭɩɿɜɥɹɦɢ, ɦɨɠɭɬь ɡɧɚɱɧɨ 
ɩɿɞɜɢɳɢɬɢ ɟɮɟɤɬɢɜɧɿɫɬь ɩɪɨɰɟɫɭ. ɇɚɜɱɚɧɧɹ ɬɚ ɪɨɡɜɢɬɨɤ ɩɟɪɫɨɧɚɥɭ є 
ɤɥɸɱɨɜɢɦɢ ɞɥɹ ɭɫɩɿɲɧɨɝɨ ɭɩɪɚɜɥɿɧɧɹ ɡɚɤɭɩɿɜɥɹɦɢ 

ɉɪɨɰɟɫɢ (PrШМОss) Ⱥɜɬɨɦɚɬɢɡɚɰɿɹ ɬɚ ɫɬɚɧɞɚɪɬɢɡɚɰɿɹ ɩɪɨɰɟɫɿɜ ɡɚɤɭɩɿɜɟɥь ɦɨɠɭɬь 
ɡɦɟɧɲɢɬɢ ɛɸɪɨɤɪɚɬɿɸ ɬɚ ɩɿɞɜɢɳɢɬɢ ɩɪɨɡɨɪɿɫɬь 

Ɏɿɡɢɱɧɟ ɨɬɨɱɟɧɧɹ 
(Physical Evidence) 

Ⱦɨɤɭɦɟɧɬɭɜɚɧɧɹ ɬɚ ɡɛɟɪɿɝɚɧɧɹ ɜɫɿɯ ɟɬɚɩɿɜ ɩɪɨɰɟɫɭ ɡɚɤɭɩɿɜɟɥь 
ɡɚɛɟɡɩɟɱɭє ɩɪɨɡɨɪɿɫɬь ɬɚ ɩɿɞɡɜɿɬɧɿɫɬь. ɐɟ ɞɨɩɨɦɚɝɚє ɭ ɜɢɩɚɞɤɭ 
ɩɟɪɟɜɿɪɨɤ ɬɚ ɚɭɞɢɬɿɜ 

Ⱦɠɟɪɟɥɨ : ɪɨɡɪɨɛɥɟɧɨ ɚɜɬɨɪɨɦ 

Ȼɚɡɨɜɿ ɦɚɪɤɟɬɢɧɝɜɨɿ 
ɬɟɨɪɿʀ ɜ ɭɩɪɚɜɥɿɧɧɿ 

ɞɟɪɠɚɜɧɢɦɢ 
ɡɚɤɭɩɿɜɥɹɦɢ

Ɍɟɨɪɿɹ 
ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ 

ɦɿɤɫɭ (4P)

Ɍɟɨɪɿɹ 
ɤɨɧɤɭɪɟɧɬɧɢɯ 

ɩɟɪɟɜɚ

Ɍɟɨɪɿɹ ɜɿɞɧɨɫɢɧ 
(Relationship 
Marketing)

Ɍɟɨɪɿɹ 
ɫɟɝɦɟɧɬɚɰɿʀ 

ɪɢɧɤɭ

Ɍɟɨɪɿɹ 
ɿɧɧɨɜɚɰɿɣɧɨɝɨ 

ɦɚɪɤɟɬɢɧɝɭ
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ȼɩɪɨɜɚɞɠɟɧɧɹ ɩɪɢɧɰɢɩɿɜ ɤɨɦɩɥɟɤɫɭ ɦɚɪɤɟɬɢɧɝɭ-ɦɿɤɫ ɦɨɠɟ ɡɧɚɱɧɨ ɩɨɤɪɚɳɢɬɢ 
ɫɢɫɬɟɦɭ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ, ɡɪɨɛɢɜɲɢ ʀʀ ɛɿɥьɲ ɟɮɟɤɬɢɜɧɨɸ, 
ɩɪɨɡɨɪɨɸ ɬɚ ɧɚɞɿɣɧɨɸ [3]. 

Ɍɟɨɪɿɹ ɤɨɧɤɭɪɟɧɬɧɢɯ ɩɟɪɟɜɚɝ ɩɿɞɤɪɟɫɥɸє ɜɚɠɥɢɜɿɫɬь ɫɬɜɨɪɟɧɧɹ ɭɧɿɤɚɥьɧɢɯ 
ɩɟɪɟɜɚɝ, ɹɤɿ ɜɿɞɪɿɡɧɹɸɬь ɨɞɧɨɝɨ ɩɨɫɬɚɱɚɥьɧɢɤɚ ɜɿɞ ɿɧɲɨɝɨ. Ⱦɥɹ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь ɰɟ 
ɨɡɧɚɱɚє ɜɢɛɿɪ ɩɨɫɬɚɱɚɥьɧɢɤɿɜ, ɹɤɿ ɦɨɠɭɬь ɡɚɩɪɨɩɨɧɭɜɚɬɢ ɧɚɣɤɪɚɳɟ ɫɩɿɜɜɿɞɧɨɲɟɧɧɹ 
ɰɿɧɢ ɬɚ ɹɤɨɫɬɿ, ɚ ɬɚɤɨɠ ɿɧɧɨɜɚɰɿɣɧɿ ɪɿɲɟɧɧɹ. ȼɢɤɨɪɢɫɬɚɧɧɹ ɤɨɧɤɭɪɟɧɬɧɢɯ ɬɟɧɞɟɪɿɜ ɬɚ 
ɟɥɟɤɬɪɨɧɧɢɯ ɫɢɫɬɟɦ ɡɚɤɭɩɿɜɟɥь, ɬɚɤɢɯ ɹɤ PrШГШrrШ, ɫɩɪɢɹє ɩɿɞɜɢɳɟɧɧɸ ɩɪɨɡɨɪɨɫɬɿ ɬɚ 
ɡɧɢɠɟɧɧɸ ɤɨɪɭɩɰɿɣɧɢɯ ɪɢɡɢɤɿɜ [4]. 

Ɍɟɨɪɿɹ ɜɿɞɧɨɫɢɧ (RОХКtТШЧsСТp MКrФОtТЧР) ɮɨɤɭɫɭєɬьɫɹ ɧɚ ɩɨɛɭɞɨɜɿ ɞɨɜɝɨɫɬɪɨɤɨɜɢɯ 
ɜɿɞɧɨɫɢɧ ɡ ɩɨɫɬɚɱɚɥьɧɢɤɚɦɢ ɬɚ ɿɧɲɢɦɢ ɡɚɰɿɤɚɜɥɟɧɢɦɢ ɫɬɨɪɨɧɚɦɢ. ɍ ɞɟɪɠɚɜɧɢɯ 
ɡɚɤɭɩɿɜɥɹɯ ɰɟ ɦɨɠɟ ɞɨɩɨɦɨɝɬɢ ɡɚɛɟɡɩɟɱɢɬɢ ɫɬɚɛɿɥьɧɿɫɬь ɩɨɫɬɚɱɚɧь ɬɚ ɩɿɞɜɢɳɢɬɢ ɪɿɜɟɧь 
ɞɨɜɿɪɢ ɦɿɠ ɭɫɿɦɚ ɭɱɚɫɧɢɤɚɦɢ ɩɪɨɰɟɫɭ. Ɋɟɝɭɥɹɪɧɢɣ ɠɟ ɡɜɨɪɨɬɧɢɣ ɡɜ’ɹɡɨɤ ɡ 
ɩɨɫɬɚɱɚɥьɧɢɤɚɦɢ ɞɨɩɨɦɚɝɚє ɜɢɹɜɢɬɢ ɩɪɨɛɥɟɦɢ ɬɚ ɩɨɤɪɚɳɢɬɢ ɩɪɨɰɟɫ ɡɚɤɭɩɿɜɟɥь, ɳɨ  
ɬɚɤɨɠ ɫɩɪɢɹє ɩɿɞɜɢɳɟɧɧɸ ɹɤɨɫɬɿ ɬɨɜɚɪɿɜ ɬɚ ɩɨɫɥɭɝ, ɳɨ ɩɨɫɬɚɱɚɸɬьɫɹ [5]. 

Ɍɟɨɪɿɹ ɫɟɝɦɟɧɬɚɰɿʀ ɪɢɧɤɭ ɩɟɪɟɞɛɚɱɚє ɩɨɞɿɥ ɪɢɧɤɭ ɧɚ ɫɟɝɦɟɧɬɢ ɞɥɹ ɛɿɥьɲ ɬɨɱɧɨɝɨ 
ɡɚɞɨɜɨɥɟɧɧɹ ɩɨɬɪɟɛ ɤɨɠɧɨɝɨ ɡ ɧɢɯ. ɍ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɥɹɯ ɰɟ ɦɨɠɟ ɨɡɧɚɱɚɬɢ 
ɚɞɚɩɬɚɰɿɸ ɡɚɤɭɩɿɜɟɥьɧɢɯ ɫɬɪɚɬɟɝɿɣ ɞɨ ɫɩɟɰɢɮɿɱɧɢɯ ɩɨɬɪɟɛ ɪɿɡɧɢɯ ɞɟɪɠɚɜɧɢɯ ɭɫɬɚɧɨɜ 
ɚɛɨ ɪɟɝɿɨɧɿɜ [6]. 

Ɍɟɨɪɿɹ ɿɧɧɨɜɚɰɿɣɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɩɿɞɤɪɟɫɥɸє ɜɚɠɥɢɜɿɫɬь ɜɩɪɨɜɚɞɠɟɧɧɹ ɧɨɜɢɯ 
ɬɟɯɧɨɥɨɝɿɣ ɬɚ ɿɧɧɨɜɚɰɿɣ ɞɥɹ ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ. ɍ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɥɹɯ ɰɟ ɦɨɠɟ 
ɜɤɥɸɱɚɬɢ ɜɢɤɨɪɢɫɬɚɧɧɹ ɟɥɟɤɬɪɨɧɧɢɯ ɩɥɚɬɮɨɪɦ ɞɥɹ ɩɪɨɜɟɞɟɧɧɹ ɬɟɧɞɟɪɿɜ ɬɚ 
ɦɨɧɿɬɨɪɢɧɝɭ ɜɢɤɨɧɚɧɧɹ ɤɨɧɬɪɚɤɬɿɜ. 

ȼɢɤɨɪɢɫɬɚɧɧɹ ɰɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɬɟɨɪɿɣ ɞɨɩɨɦɨɠɟ ɡɚɛɟɡɩɟɱɢɬɢ ɛɿɥьɲ ɟɮɟɤɬɢɜɧɟ 
ɬɚ ɩɪɨɡɨɪɟ ɭɩɪɚɜɥɿɧɧɹ ɞɟɪɠɚɜɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ, ɳɨ ɫɩɪɢɹɬɢɦɟ ɪɚɰɿɨɧɚɥьɧɨɦɭ 
ɜɢɤɨɪɢɫɬɚɧɧɸ ɛɸɞɠɟɬɧɢɯ ɤɨɲɬɿɜ ɬɚ ɩɿɞɜɢɳɟɧɧɸ ɹɤɨɫɬɿ ɞɟɪɠɚɜɧɢɯ ɩɨɫɥɭɝ [7]. 

ȿɜɨɥɸɰɿɹ ɪɨɡɜɢɬɤɭ ɦɚɪɤɟɬɢɧɝɭ ɬɚ ɬɟɨɪɿʀ ɭɩɪɚɜɥɿɧɧɹ ɩɭɛɥɿɱɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ 
ɬɿɫɧɨ ɩɨɜ’ɹɡɚɧɿ ɦɿɠ ɫɨɛɨɸ, ɨɫɤɿɥьɤɢ ɨɛɢɞɜɿ ɫɮɟɪɢ ɜɿɞɨɛɪɚɠɚɸɬь ɡɦɿɧɢ ɜ ɟɤɨɧɨɦɿɱɧɢɯ 
ɭɦɨɜɚɯ, ɬɟɯɧɨɥɨɝɿɱɧɨɦɭ ɩɪɨɝɪɟɫɿ ɬɚ ɫɭɫɩɿɥьɧɢɯ ɩɨɬɪɟɛɚɯ (ɬɚɛɥ. 2). ɉɚɪɚɥɟɥɿ, 
ɩɪɟɞɫɬɚɜɥɟɧɿ ɜ ɬɚɛɥ. 2 ɩɨɤɚɡɭɸɬь, ɹɤ ɟɜɨɥɸɰɿɹ ɦɚɪɤɟɬɢɧɝɭ ɬɚ ɭɩɪɚɜɥɿɧɧɹ ɩɭɛɥɿɱɧɢɦɢ 
ɡɚɤɭɩɿɜɥɹɦɢ ɜɡɚєɦɨɞɿɸɬь ɬɚ ɜɩɥɢɜɚɸɬь ɨɞɧɚ ɧɚ ɨɞɧɭ, ɫɩɪɢɹɸɱɢ ɡɚɝɚɥьɧɨɦɭ 
ɟɤɨɧɨɦɿɱɧɨɦɭ ɪɨɡɜɢɬɤɭ ɬɚ ɩɿɞɜɢɳɟɧɧɸ ɟɮɟɤɬɢɜɧɨɫɬɿ ɭɩɪɚɜɥɿɧɧɹ ɪɟɫɭɪɫɚɦɢ [8]. 

Ɂɚɛɟɡɩɟɱɟɧɧɹ ɛɚɥɚɧɫɭ ɦɿɠ ɦɚɪɤɟɬɢɧɝɨɦ ɬɚ ɪɟɫɭɪɫɧɢɦ ɭɩɪɚɜɥɿɧɧɹɦ ɩɪɢ 
ɩɪɨɜɟɞɟɧɧɿ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь є ɜɚɠɥɢɜɢɦ ɞɥɹ ɞɨɫɹɝɧɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɬɚ 
ɩɪɨɡɨɪɨɫɬɿ ɩɪɨɰɟɫɭ. ɉɪɨɜɟɞɟɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɞɨɫɥɿɞɠɟɧь ɞɥɹ ɪɨɡɭɦɿɧɧɹ ɪɢɧɤɨɜɢɯ 
ɬɟɧɞɟɧɰɿɣ ɬɚ ɩɨɬɪɟɛ ɞɟɪɠɚɜɧɢɯ ɭɫɬɚɧɨɜ ɞɨɩɨɦɨɠɟ ɜɢɡɧɚɱɢɬɢ ɨɩɬɢɦɚɥьɧɿ ɭɦɨɜɢ 
ɡɚɤɭɩɿɜɟɥь ɬɚ ɡɚɛɟɡɩɟɱɢɬɢ ɜɿɞɩɨɜɿɞɧɿɫɬь ɩɪɨɩɨɡɢɰɿɣ ɪɟɚɥьɧɢɦ ɩɨɬɪɟɛɚɦ. ȼɢɤɨɪɢɫɬɚɧɧɹ 
ɞɚɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɞɨɫɥɿɞɠɟɧь ɞɥɹ ɩɥɚɧɭɜɚɧɧɹ ɡɚɤɭɩɿɜɟɥь ɧɚ ɞɨɜɝɨɫɬɪɨɤɨɜɭ 
ɩɟɪɫɩɟɤɬɢɜɭ ɞɨɡɜɨɥɹє ɭɧɢɤɧɭɬɢ ɧɚɞɦɿɪɧɢɯ ɜɢɬɪɚɬ ɬɚ ɡɚɛɟɡɩɟɱɢɬɢ ɫɬɚɛɿɥьɧɿɫɬь 
ɩɨɫɬɚɱɚɧɧɹ ɧɟɨɛɯɿɞɧɢɯ ɬɨɜɚɪɿɜ ɬɚ ɩɨɫɥɭɝ. ȼɩɪɨɜɚɞɠɟɧɧɹ ɟɥɟɤɬɪɨɧɧɢɯ ɫɢɫɬɟɦ 
ɡɚɤɭɩɿɜɟɥь, ɬɚɤɢɯ ɹɤ PrШГШrrШ, ɞɥɹ ɩɿɞɜɢɳɟɧɧɹ ɩɪɨɡɨɪɨɫɬɿ ɬɚ ɡɚɥɭɱɟɧɧɹ ɛɿɥьɲɨʀ 
ɤɿɥьɤɨɫɬɿ ɭɱɚɫɧɢɤɿɜ ɫɩɪɢɹє ɫɬɜɨɪɟɧɧɸ ɤɨɧɤɭɪɟɧɬɧɨɝɨ ɫɟɪɟɞɨɜɢɳɚ, ɳɨ ɞɨɡɜɨɥɹє 
ɨɬɪɢɦɚɬɢ ɤɪɚɳɿ ɭɦɨɜɢ ɞɥɹ ɞɟɪɠɚɜɢ [9]. Ɋɨɡɜɢɬɨɤ ɞɨɜɝɨɫɬɪɨɤɨɜɢɯ ɩɚɪɬɧɟɪɫьɤɢɯ 
ɜɿɞɧɨɫɢɧ ɡ ɧɚɞɿɣɧɢɦɢ ɩɨɫɬɚɱɚɥьɧɢɤɚɦɢ ɞɨɩɨɦɚɝɚє ɡɚɛɟɡɩɟɱɢɬɢ ɫɬɚɛɿɥьɧɿɫɬь ɩɨɫɬɚɱɚɧɧɹ 
ɬɚ ɩɿɞɜɢɳɢɬɢ ɹɤɿɫɬь ɬɨɜɚɪɿɜ ɬɚ ɩɨɫɥɭɝ. 

Ɋɟɝɭɥɹɪɧɢɣ ɦɨɧɿɬɨɪɢɧɝ ɬɚ ɨɰɿɧɤɚ ɟɮɟɤɬɢɜɧɨɫɬɿ ɩɪɨɰɟɫɭ ɡɚɤɭɩɿɜɟɥь ɞɥɹ 
ɜɢɹɜɥɟɧɧɹ ɦɨɠɥɢɜɢɯ ɩɪɨɛɥɟɦ ɬɚ ʀɯ ɫɜɨєɱɚɫɧɨɝɨ ɜɢɪɿɲɟɧɧɹ ɞɨɡɜɨɥɹє ɨɩɬɢɦɿɡɭɜɚɬɢ 
ɜɢɤɨɪɢɫɬɚɧɧɹ ɪɟɫɭɪɫɿɜ ɬɚ ɩɿɞɜɢɳɢɬɢ ɡɚɝɚɥьɧɭ ɟɮɟɤɬɢɜɧɿɫɬь ɫɢɫɬɟɦɢ. 
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Ɍɚɛɥɢɰɹ 2 – ȼɡɚєɦɨɡɜ'ɹɡɨɤ ɟɜɨɥɸɰɿʀ ɬɟɨɪɿʀ ɭɩɪɚɜɥɿɧɧɹ ɩɭɛɥɿɱɧɢɦɢ ɡɚɤɭɩɿɜɥɹɦɢ  
ɡ ɟɜɨɥɸɰɿєɸ ɪɨɡɜɢɬɤɭ ɦɚɪɤɟɬɢɧɝɭ 

ȿɬɚɩɢ ɟɜɨɥɸɰɿʀ Ɉɫɨɛɥɢɜɨɫɬɿ ɦɚɪɤɟɬɢɧɝɭ ɏɚɪɚɤɬɟɪɧɿ ɪɢɫɢ ɩɭɛɥɿɱɧɢɯ ɡɚɤɭɩɿɜɟɥь  
ɉɟɪɟɯɿɞ ɜɿɞ 
ɬɪɚɧɡɚɤɰɿɣɧɨɝɨ ɞɨ 
ɪɟɥɹɰɿɣɧɨɝɨ 
ɩɿɞɯɨɞɭ 

ɋɩɨɱɚɬɤɭ ɦɚɪɤɟɬɢɧɝ ɛɭɜ 
ɨɪɿєɧɬɨɜɚɧɢɣ ɧɚ ɲɜɢɞɤɿ ɩɪɨɞɚɠɿ ɬɚ 
ɡɛɿɥьɲɟɧɧɹ ɩɪɢɛɭɬɤɭ ɱɟɪɟɡ 
ɚɝɪɟɫɢɜɧɿ ɪɟɤɥɚɦɧɿ ɤɚɦɩɚɧɿʀ. Ɂ 
ɱɚɫɨɦ ɚɤɰɟɧɬ ɡɦɿɫɬɢɜɫɹ ɧɚ 
ɩɨɛɭɞɨɜɭ ɞɨɜɝɨɫɬɪɨɤɨɜɢɯ ɜɿɞɧɨɫɢɧ 
ɡ ɤɥɿєɧɬɚɦɢ, ɡɚɞɨɜɨɥɟɧɧɹ ʀɯɧɿɯ 
ɩɨɬɪɟɛ ɬɚ ɭɬɪɢɦɚɧɧɹ ɥɨɹɥьɧɨɫɬɿ. 

Ⱥɧɚɥɨɝɿɱɧɨ, ɭɩɪɚɜɥɿɧɧɹ ɩɭɛɥɿɱɧɢɦɢ 
ɡɚɤɭɩɿɜɥɹɦɢ ɟɜɨɥɸɰɿɨɧɭɜɚɥɨ ɜɿɞ 
ɮɨɤɭɫɭ ɧɚ ɦɿɧɿɦɿɡɚɰɿʀ ɜɢɬɪɚɬ ɬɚ 
ɲɜɢɞɤɨɦɭ ɭɤɥɚɞɟɧɧɸ ɤɨɧɬɪɚɤɬɿɜ ɞɨ 
ɫɬɜɨɪɟɧɧɹ ɫɬɚɛɿɥьɧɢɯ ɩɚɪɬɧɟɪɫьɤɢɯ 
ɜɿɞɧɨɫɢɧ ɡ ɩɨɫɬɚɱɚɥьɧɢɤɚɦɢ, ɳɨ ɫɩɪɢɹє 
ɩɿɞɜɢɳɟɧɧɸ ɹɤɨɫɬɿ ɬɚ ɿɧɧɨɜɚɰɿɣ. 

ȱɧɬɟɝɪɚɰɿɹ 
ɬɟɯɧɨɥɨɝɿɣ 

 

ȼɢɤɨɪɢɫɬɚɧɧɹ ɰɢɮɪɨɜɢɯ 
ɬɟɯɧɨɥɨɝɿɣ ɬɚ ɚɧɚɥɿɬɢɤɢ ɞɚɧɢɯ 
ɞɨɡɜɨɥɢɥɨ ɦɚɪɤɟɬɨɥɨɝɚɦ ɤɪɚɳɟ 
ɪɨɡɭɦɿɬɢ ɩɨɬɪɟɛɢ ɤɥɿєɧɬɿɜ ɬɚ 
ɩɟɪɫɨɧɚɥɿɡɭɜɚɬɢ ɩɪɨɩɨɡɢɰɿʀ. 

ȼɩɪɨɜɚɞɠɟɧɧɹ ɟɥɟɤɬɪɨɧɧɢɯ ɫɢɫɬɟɦ 
ɡɚɤɭɩɿɜɟɥь, ɬɚɤɢɯ ɹɤ PrШГШrrШ, 
ɩɿɞɜɢɳɢɥɨ ɩɪɨɡɨɪɿɫɬь, ɟɮɟɤɬɢɜɧɿɫɬь ɬɚ 
ɡɧɢɡɢɥɨ ɤɨɪɭɩɰɿɣɧɿ ɪɢɡɢɤɢ. 

Ɏɨɤɭɫ ɧɚ 
ɫɩɨɠɢɜɚɱɚɯ ɬɚ 
ɩɨɫɬɚɱɚɥьɧɢɤɚɯ 

 

ɋɭɱɚɫɧɢɣ ɦɚɪɤɟɬɢɧɝ ɨɪɿєɧɬɨɜɚɧɢɣ 
ɧɚ ɝɥɢɛɨɤɟ ɪɨɡɭɦɿɧɧɹ ɫɩɨɠɢɜɚɱɿɜ, 
ʀɯɧɿɯ ɩɨɬɪɟɛ ɬɚ ɩɨɜɟɞɿɧɤɢ. 

ɉɭɛɥɿɱɧɿ ɡɚɤɭɩɿɜɥɿ: ɍɩɪɚɜɥɿɧɧɹ 
ɡɚɤɭɩɿɜɥɹɦɢ ɬɚɤɨɠ ɩɟɪɟɣɲɥɨ ɞɨ ɛɿɥьɲ 
ɤɥɿєɧɬɨɨɪɿєɧɬɨɜɚɧɨɝɨ ɩɿɞɯɨɞɭ, ɞɟ 
ɜɚɠɥɢɜɨ ɜɪɚɯɨɜɭɜɚɬɢ ɩɨɬɪɟɛɢ ɬɚ 
ɦɨɠɥɢɜɨɫɬɿ ɩɨɫɬɚɱɚɥьɧɢɤɿɜ ɞɥɹ 
ɞɨɫɹɝɧɟɧɧɹ ɤɪɚɳɢɯ ɪɟɡɭɥьɬɚɬɿɜ. 

ɋɬɚɥɢɣ ɪɨɡɜɢɬɨɤ 
ɬɚ ɫɨɰɿɚɥьɧɚ 
ɜɿɞɩɨɜɿɞɚɥьɧɿɫɬь 

Ɂɪɨɫɬɚє ɭɜɚɝɚ ɞɨ ɟɤɨɥɨɝɿɱɧɨʀ ɬɚ 
ɫɨɰɿɚɥьɧɨʀ ɜɿɞɩɨɜɿɞɚɥьɧɨɫɬɿ 
ɛɿɡɧɟɫɭ, ɳɨ ɜɿɞɨɛɪɚɠɚєɬьɫɹ ɭ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɹɯ. 

Ⱦɟɪɠɚɜɧɿ ɡɚɤɭɩɿɜɥɿ ɬɚɤɨɠ ɜɫɟ ɛɿɥьɲɟ 
ɜɪɚɯɨɜɭɸɬь ɩɪɢɧɰɢɩɢ ɫɬɚɥɨɝɨ 
ɪɨɡɜɢɬɤɭ, ɜɤɥɸɱɚɸɱɢ ɟɤɨɥɨɝɿɱɧɿ ɬɚ 
ɫɨɰɿɚɥьɧɿ ɤɪɢɬɟɪɿʀ ɭ ɩɪɨɰɟɫɿ ɜɿɞɛɨɪɭ 
ɩɨɫɬɚɱɚɥьɧɢɤɿɜ. 

Ⱦɠɟɪɟɥɨ: ɪɨɡɪɨɛɥɟɧɨ ɚɜɬɨɪɨɦ 
 
Ɂɚɫɬɨɫɭɜɚɧɧɹ ɰɢɯ ɫɬɪɚɬɟɝɿɣ ɞɨɩɨɦɨɠɟ ɡɚɛɟɡɩɟɱɢɬɢ ɛɚɥɚɧɫ ɦɿɠ ɦɚɪɤɟɬɢɧɝɨɦ ɬɚ 

ɪɟɫɭɪɫɧɢɦ ɭɩɪɚɜɥɿɧɧɹɦ, ɳɨ ɫɩɪɢɹɬɢɦɟ ɟɮɟɤɬɢɜɧɨɦɭ ɜɢɤɨɪɢɫɬɚɧɧɸ ɞɟɪɠɚɜɧɢɯ ɤɨɲɬɿɜ 
ɬɚ ɩɿɞɜɢɳɟɧɧɸ ɹɤɨɫɬɿ ɞɟɪɠɚɜɧɢɯ ɩɨɫɥɭɝ. 

ȼ ɭɦɨɜɚɯ ɞɟɞɚɥɿ ɫɤɥɚɞɧɿɲɨɝɨ ɝɥɨɛɚɥьɧɨɝɨ ɪɢɧɤɭ ɿɧɞɭɫɬɪɿɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɞɨɫɥɿɞɠɟɧь ɩɪɨɩɨɧɭє ɞɢɧɚɦɿɱɧɢɣ ɿ ɩɨɫɬɿɣɧɨ ɦɿɧɥɢɜɢɣ ɥɚɧɞɲɚɮɬ, ɹɤɢɣ ɩɪɨɞɨɜɠɭє 
ɧɚɞɚɜɚɬɢ ɿɧɧɨɜɚɰɿɣɧɿ ɪɿɲɟɧɧɹ ɬɚ ɰɿɧɧɭ ɿɧɮɨɪɦɚɰɿɸ ɞɥɹ ɛɿɡɧɟɫɭ. ɋɸɞɢ ɜɯɨɞɢɬь 
ɪɨɡɭɦɿɧɧɹ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ, ɧɚɩɪɢɤɥɚɞ, ɫɩɪɢɣɧɹɬɬɹ ɬɚɪɝɟɬɨɜɚɧɨʀ ɪɟɤɥɚɦɢ ɬɚ 
ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɨɝɨ ɤɨɧɬɟɧɬɭ (ɪɢɫ. 2). 

əɤ ɿ ɛɭɞь-ɹɤɚ ɿɧɲɚ ɝɚɥɭɡь ɞɨɫɥɿɞɠɟɧь, ɿɧɞɭɫɬɪɿɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɞɨɫɥɿɞɠɟɧь 
ɜɢɤɨɪɢɫɬɨɜɭє ɪɿɡɧɨɦɚɧɿɬɧɿ ɦɟɬɨɞɢ ɬɚ ɩɪɚɤɬɢɤɢ ɞɥɹ ɡɛɨɪɭ ɿɧɮɨɪɦɚɰɿʀ ɡ ɦɟɬɨɸ 
ɩɨɤɪɚɳɟɧɧɹ ɛɿɡɧɟɫ-ɪɟɡɭɥьɬɚɬɿɜ. ɇɚɣɩɪɢɛɭɬɤɨɜɿɲɢɦ ɡ ɰɢɯ ɦɟɬɨɞɿɜ ɞɨɫɥɿɞɠɟɧɧɹ ɭ 2022 
ɪɨɰɿ ɛɭɥɢ ɤɿɥьɤɿɫɧɿ ɨɧɥɚɣɧ ɬɚ/ɚɛɨ ɦɨɛɿɥьɧɿ ɤɿɥьɤɿɫɧɿ ɞɨɫɥɿɞɠɟɧɧɹ, ɨɫɤɿɥьɤɢ ɫɚɦɟ ɰɹ 
ɩɨɫɥɭɝɚ ɩɪɢɧɟɫɥɚ ɧɚɣɛɿɥьɲɢɣ ɜɧɟɫɨɤ ɭ ɝɥɨɛɚɥьɧɢɣ ɞɨɯɿɞ ɤɨɦɩɚɧɿɣ, ɳɨ ɡɚɣɦɚɸɬьɫɹ 
ɦɚɪɤɟɬɢɧɝɨɜɢɦɢ ɞɨɫɥɿɞɠɟɧɧɹɦɢ. Ɂ ɬɨɱɤɢ ɡɨɪɭ ɮɿɧɚɧɫɨɜɨɝɨ ɪɟɡɭɥьɬɚɬɭ, ɦɟɞɿɚ ɬɚ 
ɬɟɥɟɪɚɞɿɨɦɨɜɥɟɧɧɹ ɦɚɥɢ ɧɚɣɛɿɥьɲɿ ɜɢɬɪɚɬɢ ɧɚ ɩɨɫɥɭɝɢ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɞɨɫɥɿɞɠɟɧь ɭ 
ɪɨɡɪɿɡɿ ɫɟɤɬɨɪɿɜ ɤɥɿєɧɬɿɜ. Ɂ ɰьɨɝɨ ɚɧɚɥɿɡɭ ɦɟɬɨɞɿɜ ɫɬɚɥɨ ɡɪɨɡɭɦɿɥɨ, ɳɨ ɦɚɪɤɟɬɢɧɝɨɜɿ 
ɞɨɫɥɿɞɠɟɧɧɹ ɪɭɯɚɸɬьɫɹ ɜ ɧɚɩɪɹɦɤɭ ɦɚɣɠɟ ɩɨɜɧɨɝɨ ɩɟɪɟɯɨɞɭ ɜ ɨɧɥɚɣɧ.  

ȼɿɞɫɨɬɨɤ ɤɨɦɚɧɞ ɦɚɪɤɟɬɨɥɨɝɿɜ ɿ ɤɪɟɚɬɢɜɧɢɤɿɜ, ɹɤɿ ɫɩɿɜɩɪɚɰɸɸɬь ɜɿɞɞɚɥɟɧɨ, 
ɩɨɪɿɜɧɹɧɨ ɡ ɬɢɦɢ, ɯɬɨ ɩɪɚɰɸє ɜɿɱ-ɧɚ-ɜɿɱ, ɜɢɹɜɢɜɫɹ ɧɚɣɩɨɩɭɥɹɪɧɿɲɢɦ ɫɩɨɫɨɛɨɦ 
ɤɨɦɭɧɿɤɚɰɿʀ ɜ ɪɟɠɢɦɿ ɪɟɚɥьɧɨɝɨ ɱɚɫɭ. 

https://www.statista.com/statistics/1411110/consumer-perceptions-targeted-ads-and-personalization-worldwide/
https://www.statista.com/statistics/1411110/consumer-perceptions-targeted-ads-and-personalization-worldwide/
https://www.statista.com/statistics/267225/global-market-research-highest-revenue-sources-by-service-type/
https://www.statista.com/statistics/267225/global-market-research-highest-revenue-sources-by-service-type/
https://www.statista.com/statistics/452173/market-research-share-of-market-research-spending-by-sector/
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Ɋɢɫɭɧɨɤ 2 – ɋɩɪɢɣɧɹɬɬɹ ɫɩɨɠɢɜɚɱɚɦɢ ɰɿɥьɨɜɨʀ ɪɟɤɥɚɦɢ ɬɚ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɨɝɨ ɤɨɧɬɟɧɬɭ 
ɜ ɭɫьɨɦɭ ɫɜɿɬɿ ɫɬɚɧɨɦ ɧɚ ɥɢɫɬɨɩɚɞ 2023 ɪɨɤɭ 

Ⱦɠɟɪɟɥɨ: Д10Ж 
 

Ɉɫɤɿɥьɤɢ ɪɨɡɦɿɪ ɪɢɧɤɭ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ (ɒȱ), ɡɚ ɩɪɨɝɧɨɡɚɦɢ, ɡɪɨɫɬɚɬɢɦɟ ɜ 
ɝɟɨɦɟɬɪɢɱɧɿɣ ɩɪɨɝɪɟɫɿʀ ɩɪɨɬɹɝɨɦ ɧɚɫɬɭɩɧɢɯ ɤɿɥьɤɨɯ ɪɨɤɿɜ, ɦɚɪɤɟɬɢɧɝɨɜɿ ɞɨɫɥɿɞɠɟɧɧɹ ɡɚ 
ɞɨɩɨɦɨɝɨɸ ɮɿɡɢɱɧɨʀ ɥɸɞɫьɤɨʀ ɜɡɚєɦɨɞɿʀ ɦɨɠɭɬь ɧɟɡɚɛɚɪɨɦ ɜɿɞɿɣɬɢ ɜ ɦɢɧɭɥɟ. 

ɍ 2023 ɪɨɰɿ ɫɜɿɬɨɜɚ ɿɧɞɭɫɬɪɿɹ ɞɨɫɥɿɞɠɟɧɧɹ ɪɢɧɤɭ ɞɨɫɹɝɥɚ ɪɟɤɨɪɞɧɨ ɜɢɫɨɤɨɝɨ 
ɪɨɡɦɿɪɭ ɪɢɧɤɭ ɜ ɩɪɢɛɥɢɡɧɨ 84,3 ɦɿɥьɹɪɞɚ ɞɨɥɚɪɿɜ ɋɒȺ. Ɂɚ ɨɫɬɚɧɧє ɞɟɫɹɬɢɥɿɬɬɹ 
ɿɧɞɭɫɬɪɿɹ ɞɨɫɥɿɞɠɟɧɧɹ ɫɜɿɬɨɜɨɝɨ ɪɢɧɤɭ ɩɨɤɚɡɚɥɚ ɪɟɡɭɥьɬɚɬɢ ɜɪɨɡɪɿɡ ɿɡ ɡɚɝɚɥьɧɢɦɢ 
ɟɤɨɧɨɦɿɱɧɢɦɢ ɬɟɧɞɟɧɰɿɹɦɢ, ɨɫɤɿɥьɤɢ ɝɚɥɭɡь ɩɪɨɞɨɜɠɭɜɚɥɚ ɡɪɨɫɬɚɬɢ. Ⱦɚɧɿ ɡɚ 2023 ɪɿɤ 
ɫɢɝɧɚɥɿɡɭɜɚɥɢ ɩɪɨ ɡɪɨɫɬɚɧɧɹ ɝɚɥɭɡɿ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɞɨɫɥɿɞɠɟɧь ɩɪɢɛɥɢɡɧɨ ɧɚ 3,5 
ɦɿɥьɹɪɞɚ ɞɨɥɚɪɿɜ ɋɒȺ ɩɨɪɿɜɧɹɧɨ ɡ ɩɨɩɟɪɟɞɧɿɦ ɪɨɤɨɦ (ɪɢɫ. 3). 

ɍ 2022 ɪɨɰɿ ɩɪɨɜɿɞɧɨɸ ɤɨɦɩɚɧɿєɸ ɡ ɞɨɫɥɿɞɠɟɧɧɹ ɪɢɧɤɭ ɭ ɜɫьɨɦɭ ɫɜɿɬɿ ɫɬɚɥɚ 
ɚɦɟɪɢɤɚɧɫьɤɚ ɤɨɦɩɚɧɿɹ GКrtЧОr. ɍ ɬɨɣ ɱɚɫ  ɹɤ  ɡɪɨɫɬɚɧɧɹ  ɦɚɪɤɟɬɧɧɝɨɜɢɯ  ɞɨɫɥɿɞɠɟɧь  
ɭɋɩɨɥɭɱɟɧɢɯ ɒɬɚɬɚɯ ɛɭɥɨ ɡɧɚɱɧɢɦ, ɞɨɯɿɞ ɝɚɥɭɡɿ ɞɨɫɥɿɞɠɟɧɧɹ ɪɢɧɤɭ ɜ Єɜɪɨɩɿ ɡɪɿɫ ɥɢɲɟ 
ɬɪɨɯɢ ɡ 2014 ɪɨɤɭ.Ⱦɟɹɤɿ ɚɧɚɥɿɬɢɤɢ ɨɱɿɤɭɸɬь, ɳɨ ɰɿ ɩɨɝɚɧɿ ɩɨɤɚɡɧɢɤɢ ɡɛɟɪɟɠɭɬьɫɹ ɜ 
ɧɚɣɛɥɢɠɱɨɦɭ ɦɚɣɛɭɬɧьɨɦɭ ɡ ɞɜɨɯ ɩɪɢɱɢɧ. ɉɨ-ɩɟɪɲɟ, ɰɟ ɤɨɪɨɬɤɨɫɬɪɨɤɨɜɚ ɬɚ 
ɫɟɪɟɞɧьɨɫɬɪɨɤɨɜɚ ɧɟɜɢɡɧɚɱɟɧɿɫɬь, ɫɬɜɨɪɟɧɚ BrОбТt, ɳɨ ɜɩɥɢɜɚє ɧɚ ɧɚɞɿɣɧɿɫɬь ɛɭɞь-ɹɤɢɯ 
ɪɢɧɤɨɜɢɯ ɞɨɫɥɿɞɠɟɧь, ɩɪɨɜɟɞɟɧɢɯ ɞɨ ɜɢɪɿɲɟɧɧɹ ɩɪɨɛɥɟɦɢ. ɉɨ-ɞɪɭɝɟ, ɭ ɬɪɚɜɧɿ 2018 
ɪɨɤɭ ɛɭɥɨ ɜɜɟɞɟɧɨ ɜ ɞɿɸ ɡɚɤɨɧɿɜ Єɋ ɩɪɨ Ɂɚɝɚɥьɧɢɣ ɪɟɝɥɚɦɟɧɬ ɡɚɯɢɫɬɭ ɞɚɧɢɯ (GDPR), 
ɹɤɿ ɨɛɦɟɠɭɸɬь ɦɨɠɥɢɜɨɫɬɿ ɤɨɦɩɚɧɿɣ ɪɨɛɢɬɢ ɡ ɩɟɪɫɨɧɚɥьɧɢɦɢ ɞɚɧɢɦɢ. Ȼɿɥьɲɿɫɬь ȱɌ-
ɮɚɯɿɜɰɿɜ ɭ Ɏɪɚɧɰɿʀ, ɇɿɦɟɱɱɢɧɿ ɬɚ ȼɟɥɢɤɿɣ Ȼɪɢɬɚɧɿʀ ɩɨɝɨɞɠɭɸɬьɫɹ ɡ ɬɢɦ, ɳɨ ɡɚɤɨɧɢ 
GDPR ɡɚɩɨɛɿɝɚɬɢɦɭɬь ɩɟɪɟɞɚɱɿ ɩɟɪɫɨɧɚɥьɧɢɯ ɞɚɧɢɯ ɬɪɟɬɿɦ ɫɬɨɪɨɧɚɦ, ɡɦɟɧɲɭɸɱɢ ɨɛɫɹɝ 
ɞɚɧɢɯ, ɞɨɫɬɭɩɧɢɯ ɞɨɫɥɿɞɧɢɤɚɦ ɭ Єɜɪɨɩɿ, ɩɨɪɿɜɧɹɧɨ ɡ ɿɧɲɢɦɢ ɪɟɝɿɨɧɚɦɢ [11]. 

https://www.statista.com/forecasts/1449838/generative-ai-market-size-worldwide
https://www.statista.com/statistics/267648/top-market-research-companies-by-revenue/
https://www.statista.com/statistics/796070/gdpr-opinion-on-benefits-for-citizens-in-france/
https://www.statista.com/statistics/796070/gdpr-opinion-on-benefits-for-citizens-in-france/
https://www.statista.com/statistics/796080/gdpr-opinion-on-benefits-for-citizens-in-germany/
https://www.statista.com/statistics/796041/gdpr-opinion-on-benefits-for-citizens-in-the-uk/
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Ɋɢɫɭɧɨɤ 3 – Ⱦɢɧɚɦɿɤɚ ɞɨɯɨɞɭ ɝɚɥɭɡɿ ɞɨɫɥɿɞɠɟɧɧɹ ɪɢɧɤɭ ɭ ɫɜɿɬɿ ɡ 2008 ɪɨɤɭ 
Ⱦɠɟɪɟɥɨ: Д10Ж 

 
ȱɧɞɭɫɬɪɿɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɞɨɫɥɿɞɠɟɧь ɜ ɍɤɪɚʀɧɿ є ɞɢɧɚɦɿɱɧɢɦ ɫɟɤɬɨɪɨɦ, ɹɤɢɣ 

ɜɿɞɨɛɪɚɠɚє ɦɿɧɥɢɜɢɣ ɟɤɨɧɨɦɿɱɧɢɣ ɥɚɧɞɲɚɮɬ ɤɪɚʀɧɢ. Ɉɫɬɚɧɧɿ ɬɟɧɞɟɧɰɿʀ ɫɜɿɞɱɚɬь ɩɪɨ 
ɡɪɨɫɬɚɸɱɢɣ ɿɧɬɟɪɟɫ ɞɨ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɬɚ ɞɢɧɚɦɿɤɢ ɪɢɧɤɭ ɜ ɤɪɚʀɧɿ. ɉɪɨ ɰɟ 
ɫɜɿɞɱɢɬь ɧɚɹɜɧɿɫɬь ɪɿɡɧɨɦɚɧɿɬɧɢɯ ɮɿɪɦ, ɳɨ ɡɚɣɦɚɸɬьɫɹ ɞɨɫɥɿɞɠɟɧɧɹɦ ɪɢɧɤɭ [12], ɚ 
ɬɚɤɨɠ ɞɨɫɬɭɩɧɿɫɬь ɡɜɿɬɿɜ, ɳɨ ɨɯɨɩɥɸɸɬь ɲɢɪɨɤɢɣ ɫɩɟɤɬɪ ɝɚɥɭɡɟɣ, ɜɿɞ ɤɨɫɦɟɬɢɤɢ ɬɚ 
ɭɩɚɤɨɜɤɢ ɡɚɫɨɛɿɜ ɨɫɨɛɢɫɬɨʀ ɝɿɝɿєɧɢ ɞɨ ɧɚɬɿɥьɧɨʀ ɟɥɟɤɬɪɨɧɿɤɢ ɬɚ ɦɨɛɿɥьɧɢɯ ɬɟɥɟɮɨɧɿɜ 
[13]. ɉɨɩɢɬ ɧɚ ɬɚɤɿ ɞɨɫɥɿɞɠɟɧɧɹ ɡɭɦɨɜɥɟɧɢɣ ɩɪɚɝɧɟɧɧɹɦ ɛɿɡɧɟɫɭ ɡɪɨɡɭɦɿɬɢ ɬɚ 
ɚɞɚɩɬɭɜɚɬɢɫɹ ɞɨ ɦɿɧɥɢɜɢɯ ɩɨɬɪɟɛ ɬɚ ɜɩɨɞɨɛɚɧь ɭɤɪɚʀɧɫьɤɢɯ ɫɩɨɠɢɜɚɱɿɜ, ɨɫɨɛɥɢɜɨ ɜ 
ɤɨɧɬɟɤɫɬɿ ɬɟɯɧɨɥɨɝɿɱɧɨɝɨ ɩɪɨɝɪɟɫɭ ɬɚ ɫɨɰɿɚɥьɧɨ-ɟɤɨɧɨɦɿɱɧɢɯ ɡɪɭɲɟɧь. 

ɉɨɫɥɭɝɢ ɡ ɩɪɨɜɟɞɟɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɞɨɫɥɿɞɠɟɧь ɜ ɍɤɪɚʀɧɿ ɡɨɫɟɪɟɞɠɟɧɿ ɧɟ ɥɢɲɟ 
ɧɚ ɧɚɞɚɧɧɿ ɞɚɧɢɯ, ɚɥɟ ɣ ɧɚ ɧɚɞɚɧɧɿ ɫɬɪɚɬɟɝɿɱɧɢɯ ɜɢɫɧɨɜɤɿɜ, ɹɤɿ ɦɨɠɭɬь ɞɨɩɨɦɨɝɬɢ ɭ 
ɩɪɢɣɧɹɬɬɿ ɨɛʉɪɭɧɬɨɜɚɧɢɯ ɪɿɲɟɧь, ɜ ɬɨɦɭ ɱɢɫɥɿ ɿ ɜ ɫɮɟɪɿ ɡɚɤɭɩɿɜɟɥь (ɬɚɛɥ. 4). 

 

Ɍɚɛɥɢɰɹ 4 – ȿɤɫɩɟɪɬɧɚ ɨɰɿɧɤɚ ɨɛɫɹɝɭ ɪɢɧɤɭ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɞɨɫɥɿɞɠɟɧь                 
ɭ 2003-2023 ɪɪ. 

Ɋɿɤ Ɉɛɫɹɝ ɪɢɧɤɭ ɉɪɨɝɧɨɡɨɜɚɧɟ 
ɡɧɚɱɟɧɧɹ 

ɡɪɨɫɬɚɧɧɹ ɭ ɞɨɥ. 
ɋɒȺ, % 

$ ɦɥɧ Ʉɭɪɫ 
ɞɨɥɚɪɚ, ɝɪɧ. 

ɦɥɧ. ɝɪɧ. (ɡɝɿɞɧɨ 
ɤɭɪɫɭ ɜɿɞɩɨɜɿɞɧɨɝɨ 

ɪɨɤɭ) 
2003 14,6 5,33 77,30 — 
2004 19,5 5,32 100,00 +20 
2005 24,8 5,12 127,00 +25 
2006 33,5 5,05 169,00 +20 
2007 41,5 5,05 212,00 +24 
2008 55,0 5,27 275,00 +28 
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ɉɪɨɞɨɜɠɟɧɧɹ ɬɚɛɥɢɰɿ 4 
2009 45,0 7.79 304,00 –5 
2010 40,5 7,93 324,00 +24,5 
2011 44,4 7,97 354,60 +12 
2012 56,95 7,98 449,24 +10 
2013 60,8 8,00 487,10 +25 
2014 42,44 12,00 509,29 +25 
2015 35,9 22,00 767,00 +51 
2016 32,33 26,76 865,14 +20 
2017 35,35 28,06 992,07 +8 
2018 36,62 28,00 1025,40 +20 
2019 52,89 25,00 1322,45 +20 
2020 43,5 27,77 1209,0 +20 
2021 218,0 27,40 5959,0  +4 
2022 22,8 28,10 640,8 -49 
2023 170,0 42,20 7200,0 +14 

Ⱦɠɟɪɟɥɨ: ɫɤɥɚɞɟɧɨ ɚɜɬɨɪɨɦ ɧɚ ɩɿɞɫɬɚɜɿ ɞɚɧɢɯ ɍɤɪɚʀɧɫьɤɨʀ Ⱥɫɨɰɿɚɰɿʀ Ɇɚɪɤɟɬɢɧɝɭ 

Ɋɨɡɜɢɬɨɤ ɦɚɪɤɟɬɢɧɝɭ ɜ ɍɤɪɚʀɧɿ ɛɭɜ ɡɭɦɨɜɥɟɧɢɣ ɩɟɪɟɯɨɞɨɦ ɜɿɞ ɰɟɧɬɪɚɥɿɡɨɜɚɧɨʀ 
ɩɥɚɧɨɜɨʀ ɟɤɨɧɨɦɿɤɢ ɞɨ ɪɢɧɤɨɜɨʀ, ɚ ɬɚɤɨɠ ɡɧɚɱɧɢɦ ɜɩɥɢɜɨɦ ɝɥɨɛɚɥьɧɢɯ ɬɟɧɞɟɧɰɿɣ, 
ɟɤɨɧɨɦɿɱɧɢɯ ɜɢɤɥɢɤɿɜ ɬɚ ɬɪɢɜɚɸɱɨɝɨ ɤɨɧɮɥɿɤɬɭ. ɍɤɪɚʀɧɫьɤɢɣ ɛɿɡɧɟɫ ɜɫɟ ɱɚɫɬɿɲɟ 
ɜɢɤɨɪɢɫɬɨɜɭє ɩɟɪɟɞɨɜɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɬɟɯɧɨɥɨɝɿʀ, ɡɨɤɪɟɦɚ, ɰɢɮɪɨɜɢɣ ɦɚɪɤɟɬɢɧɝ, ɿ 
ɩɪɨɞɨɜɠɭє ɚɞɚɩɬɭɜɚɬɢɫɹ ɞɨ ɞɢɧɚɦɿɱɧɨɝɨ ɟɤɨɧɨɦɿɱɧɨɝɨ ɬɚ ɩɨɥɿɬɢɱɧɨɝɨ ɥɚɧɞɲɚɮɬɭ. 
Ɇɚɣɛɭɬɧє ɦɚɪɤɟɬɢɧɝɭ ɜ ɍɤɪɚʀɧɿ, ɣɦɨɜɿɪɧɨ, ɛɭɞɟ ɩɨɜ'ɹɡɚɧɟ ɡ ɩɨɞɚɥьɲɨɸ ɿɧɬɟɝɪɚɰɿєɸ ɡɿ 
ɫɜɿɬɨɜɢɦɢ ɪɢɧɤɚɦɢ, ɡɨɫɟɪɟɞɠɟɧɧɹɦ ɭɜɚɝɢ ɧɚ ɰɢɮɪɨɜɢɯ ɿɧɧɨɜɚɰɿɹɯ, ɚ ɬɚɤɨɠ ɧɚ ɩɢɬɚɧɧɹɯ 
ɫɬɚɥɨɝɨ ɪɨɡɜɢɬɤɭ ɬɚ ɟɬɢɱɧɢɯ ɩɪɚɤɬɢɤ. 

ȼɢɫɧɨɜɤɢ ɡ ɞɚɧɨɝɨ ɞɨɫɥɿɞɠɟɧɧɹ ɿ ɩɟɪɫɩɟɤɬɢɜɢ ɩɨɞɚɥьɲɢɯ ɪɨɡɪɨɛɨɤ ɡɚ ɞɚɧɢɦ 
ɧɚɩɪɹɦɨɦ. Ⱦɨɫɥɿɞɠɟɧɧɹ ɞɟɦɨɧɫɬɪɭє, ɳɨ ɡ ɪɨɡɜɢɬɤɨɦ ɦɚɪɤɟɬɢɧɝɭ ɜɿɞɛɭɜɚєɬьɫɹ 
ɚɞɚɩɬɚɰɿɹ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь ɞɨ ɧɨɜɢɯ ɦɟɬɨɞɿɜ ɭɩɪɚɜɥɿɧɧɹ. ɐɟ ɫɬɨɫɭєɬьɫɹ, ɡɨɤɪɟɦɚ, 
ɩɟɪɟɯɨɞɭ ɜɿɞ ɬɪɚɧɡɚɤɰɿɣɧɨɝɨ ɞɨ ɪɟɥɹɰɿɣɧɨɝɨ ɩɿɞɯɨɞɭ, ɳɨ ɫɩɪɢɹє ɮɨɪɦɭɜɚɧɧɸ 
ɞɨɜɝɨɫɬɪɨɤɨɜɢɯ ɜɿɞɧɨɫɢɧ ɿɡ ɩɨɫɬɚɱɚɥьɧɢɤɚɦɢ ɬɚ ɩɿɞɜɢɳɟɧɧɸ ɹɤɨɫɬɿ ɬɨɜɚɪɿɜ ɿ ɩɨɫɥɭɝ. 
Ɂɚɫɬɨɫɭɜɚɧɧɹ ɬɟɨɪɿɣ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɦɿɤɫɭ (7P), ɤɨɧɤɭɪɟɧɬɧɢɯ ɩɟɪɟɜɚɝ ɬɚ ɪɟɥɹɰɿɣɧɨɝɨ 
ɦɚɪɤɟɬɢɧɝɭ ɞɨɩɨɦɚɝɚє ɡɪɨɛɢɬɢ ɫɢɫɬɟɦɭ ɡɚɤɭɩɿɜɟɥь ɛɿɥьɲ ɩɪɨɡɨɪɨɸ ɬɚ ɟɮɟɤɬɢɜɧɨɸ. 
Ɉɫɨɛɥɢɜɨ ɤɨɪɢɫɧɢɦ є ɚɤɰɟɧɬ ɧɚ ɚɜɬɨɦɚɬɢɡɚɰɿʀ ɩɪɨɰɟɫɿɜ, ɳɨ ɦɿɧɿɦɿɡɭє ɛɸɪɨɤɪɚɬɿɸ ɬɚ 
ɡɦɟɧɲɭє ɦɨɠɥɢɜɿɫɬь ɤɨɪɭɩɰɿʀ. ȼɢɤɨɪɢɫɬɚɧɧɹ ɰɢɮɪɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ, ɬɚɤɢɯ ɹɤ 
ɩɥɚɬɮɨɪɦɚ ProZorro, ɩɨɤɚɡɚɥɨ ɡɧɚɱɧɿ ɪɟɡɭɥьɬɚɬɢ ɜ ɩɿɞɜɢɳɟɧɧɿ ɩɪɨɡɨɪɨɫɬɿ ɬɚ ɡɧɢɠɟɧɧɿ 
ɤɨɪɭɩɰɿɣɧɢɯ ɪɢɡɢɤɿɜ. Ⱦɨɫɥɿɞɠɟɧɧɹ ɩɿɞɬɜɟɪɞɠɭє, ɳɨ ɰɢɮɪɨɜɿɡɚɰɿɹ є ɤɥɸɱɨɜɨɸ ɞɥɹ 
ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɡɚɤɭɩɿɜɟɥь. Ⱦɟɪɠɚɜɧɿ ɡɚɤɭɩɿɜɥɿ ɜɫɟ ɛɿɥьɲɟ ɿɧɬɟɝɪɭɸɬь 
ɩɪɢɧɰɢɩɢ ɫɬɚɥɨɝɨ ɪɨɡɜɢɬɤɭ, ɜɤɥɸɱɚɸɱɢ ɟɤɨɥɨɝɿɱɧɿ ɬɚ ɫɨɰɿɚɥьɧɿ ɤɪɢɬɟɪɿʀ. ɐɟ є 
ɜɚɠɥɢɜɢɦ ɤɪɨɤɨɦ ɭ ɧɚɩɪɹɦɤɭ ɡɚɛɟɡɩɟɱɟɧɧɹ ɜɿɞɩɨɜɿɞɚɥьɧɨɫɬɿ ɬɚ ɟɬɢɱɧɨɫɬɿ ɩɪɨɰɟɫɭ 
ɡɚɤɭɩɿɜɟɥь. ɉɪɨɜɟɞɟɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɞɨɫɥɿɞɠɟɧь ɞɥɹ ɚɧɚɥɿɡɭ ɩɨɬɪɟɛ ɪɢɧɤɭ ɬɚ 
ɝɪɨɦɚɞɫьɤɢɯ ɿɧɬɟɪɟɫɿɜ ɞɨɩɨɦɚɝɚє ɬɨɱɧɿɲɟ ɚɞɚɩɬɭɜɚɬɢ ɞɟɪɠɚɜɧɿ ɡɚɤɭɩɿɜɥɿ ɞɨ ɪɟɚɥьɧɢɯ 
ɩɨɬɪɟɛ, ɳɨ ɞɨɡɜɨɥɹє ɭɧɢɤɧɭɬɢ ɧɟɟɮɟɤɬɢɜɧɢɯ ɜɢɬɪɚɬ. Ɉɫɧɨɜɧɢɦ ɧɚɩɪɹɦɨɦ ɩɨɞɚɥьɲɢɯ 
ɞɨɫɥɿɞɠɟɧь є ɪɨɡɪɨɛɤɚ ɤɨɦɩɥɟɤɫɧɨɝɨ ɩɿɞɯɨɞɭ ɞɨ ɿɧɬɟɝɪɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ ɭ 
ɫɢɫɬɟɦɭ ɞɟɪɠɚɜɧɢɯ ɡɚɤɭɩɿɜɟɥь, ɚ ɬɚɤɨɠ ɫɬɜɨɪɟɧɧɹ ɦɟɬɨɞɨɥɨɝɿʀ ɨɰɿɧɤɢ ɪɟɡɭɥьɬɚɬɢɜɧɨɫɬɿ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɩɿɞɯɨɞɿɜ ɿɡ ɜɪɚɯɭɜɚɧɧɹɦ ɩɪɢɧɰɢɩɿɜ ɫɬɚɥɨɝɨ ɪɨɡɜɢɬɤɭ. 
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Evolution of marketing approaches to public procurement management  in the conditions of 
digitalization. 

The aim of the article. The article explores the integration of marketing approaches into 
public procurement management, focusing on the evolution of marketing tools and their role in 
enhancing procurement efficiency. 

Analyses results. It highlights how marketing theories, such as the marketing mix (7P), 
competitive advantage theory, and relationship marketing, offer significant potential for improving 
transparency, accountability, and effectiveness in public procurement systems. By leveraging these 
concepts, procurement management can shift from traditional transactional methods to more 
relational approaches, fostering long-term partnerships with suppliers and promoting the stability and 
quality of goods and services delivered to the public sector. 

The research emphasizes the critical role of digital tools, particularly platforms like ProZorro, 
in transforming public procurement processes. ProZorro has demonstrated measurable improvements 
in transparency, reduced corruption risks, and enhanced competitiveness by enabling open access to 
tender information and fostering broader market participation. These advancements underscore the 
potential of digitalization to address systemic challenges in procurement management, including 
inefficiencies, high administrative burdens, and limited supplier engagement. One of the key findings 
of the study is the growing integration of sustainable development principles into public procurement 
practices. Environmental and social criteria are increasingly incorporated into procurement policies, 
reflecting a broader commitment to sustainability goals. For example, the adoption of "green 
procurement" initiatives encourages the selection of environmentally friendly products and suppliers 
who adhere to ethical labor standards. These strategies align procurement objectives with global 
sustainability agendas, ensuring that public resources are used responsibly to achieve long-term 
societal benefits. 

The article also underscores the importance of conducting thorough market research to better 
ЮЧНОrstКЧН mКrФОt НвЧКmТМs, ТНОЧtТПв stКФОСШХНОrs’ ЧООНs, КЧН КЧtТМТpКtО ПЮtЮrО НОmКЧНs. SЮМС 
research helps public procurement entities adapt their strategies to align more closely with actual 
public interests and avoid unnecessary or inefficient expenditures. By incorporating data-driven 
decision-making, procurement agencies can improve resource allocation and ensure that procurement 
outcomes meet both economic and social expectations. Moreover, the research highlights the critical 
need for minimizing bureaucracy and reducing opportunities for corruption through the digitalization 
of procurement processes. The use of technologies such as blockchain, artificial intelligence, and 
advanced analytics is identified as a key enabler for automating routine procurement tasks, ensuring 
transparency, and enhancing the accountability of all stakeholders involved. These tools also facilitate 
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the efficient monitoring of procurement activities, enabling real-time audits and reducing procedural 
delays. 

Conclusions and directions for further research. The study concludes that integrating 
modern marketing approaches into public procurement contributes to more efficient resource 
management and the delivery of higher-quality public services. By aligning procurement practices 
with advanced marketing principles, public institutions can achieve greater operational transparency, 
foster innovation, and improve stakeholder trust. This transformation not only optimizes public 
spending but also enhances the overall effectiveness of public procurement systems in meeting societal 
needs.  In summary, the research presents a comprehensive framework for improving public 
procurement by integrating marketing approaches, emphasizing digital transformation, sustainability, 
and relationship-oriented strategies. Future studies are encouraged to explore the development of 
methodologies for assessing the impact of marketing innovations on procurement performance and to 
examine the scalability of these practices across diverse economic and regulatory contexts. 

Keywords: public procurement, marketing approach, marketing mix, procurement 
management, digitalization, sustainable development, transparency, evolution of development. 
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