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ɞ-ɪ.ɟɤɨɧ.ɧɚɭɤ, ɩɪɨɮɟɫɨɪ 
ɩɪɨɮɟɫɨɪ ɤɚɮɟɞɪɢ ɦɚɪɤɟɬɢɧɝɭ 

ɇɚɰɿɨɧɚɥьɧɢɣ ɬɟɯɧɿɱɧɢɣ ɭɧɿɜɟɪɫɢɬɟɬ «ɏɚɪɤɿɜɫьɤɢɣ ɩɨɥɿɬɟɯɧɿɱɧɢɣ ɿɧɫɬɢɬɭɬ» 
(ɏɚɪɤɿɜ, ɍɤɪɚʀɧɚ) 

 
 

ȺȾȺɉɌɂȼɇȱ ɆȺɊɄȿɌɂɇȽɈȼȱ ȱɇɋɌɊɍɆȿɇɌɂ ȾɅə ɍɉɊȺȼɅȱɇɇə 
ȿɎȿɄɌɂȼɇȱɋɌɘ ȾȱəɅЬɇɈɋɌȱ ɉȱȾɉɊɂЄɆɋɌȼȺ ȼ ɍɆɈȼȺɏ 

ɉɈɋɌɄɊɂɁɈȼɈȲ ȿɄɈɇɈɆȱɄɂ ɍɄɊȺȲɇɂ 
 

ɍ ɫɬɚɬɬɿ ɪɨɡɝɥɹɞɚєɬьɫɹ ɜɚɠɥɢɜɿɫɬь ɝɧɭɱɤɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɭ 
ɤɨɧɬɟɤɫɬɿ ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɮɭɧɤɰɿɨɧɭɜɚɧɧɹ ɩɿɞɩɪɢєɦɫɬɜ ɜ ɭɦɨɜɚɯ ɩɨɫɬɤɪɢɡɨɜɨɝɨ 
ɪɨɡɜɢɬɤɭ ɭɤɪɚʀɧɫьɤɨʀ ɟɤɨɧɨɦɿɤɢ. Ⱥɤɰɟɧɬɨɜɚɧɨ ɭɜɚɝɭ ɧɚ ɧɟɨɛɯɿɞɧɨɫɬɿ ɩɿɞɩɪɢєɦɫɬɜ ɨɩɟɪɚɬɢɜɧɨ 
ɪɟɚɝɭɜɚɬɢ ɧɚ ɡɦɿɧɢ ɜ ɩɟɪɿɨɞɢ ɟɤɨɧɨɦɿɱɧɨʀ ɧɟɫɬɚɛɿɥьɧɨɫɬɿ. ɉɪɨɚɧɚɥɿɡɨɜɚɧɨ ɫɭɬь ɬɚ ɪɨɡɩɨɞɿɥ 
ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ. ȼɢɡɧɚɱɟɧɨ ɯɚɪɚɤɬɟɪɧɿ ɪɢɫɢ ɭɩɪɚɜɥɿɧɧɹ 
ɪɟɡɭɥьɬɚɬɢɜɧɿɫɬɸ ɞɿɹɥьɧɨɫɬɿ ɩɿɞɩɪɢєɦɫɬɜɚ ɱɟɪɟɡ ɡɚɫɬɨɫɭɜɚɧɧɹ ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɿɧɫɬɪɭɦɟɧɬɿɜ. Зɞɿɣɫɧɟɧɨ ɩɨɪɿɜɧɹɥьɧɢɣ ɚɧɚɥɿɡ ɬɪɚɞɢɰɿɣɧɢɯ ɬɚ ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɿɧɫɬɪɭɦɟɧɬɿɜ ɜ ɟɤɨɧɨɦɿɰɿ ɩɿɫɥɹ ɤɪɢɡɢ. ɇɚɜɟɞɟɧɨ ɤɥɸɱɨɜɿ ɩɨɤɚɡɧɢɤɢ ɟɮɟɤɬɢɜɧɨɫɬɿ (KPI) ɞɥɹ 
ɨɰɿɧɸɜɚɧɧɹ ɜɩɪɨɜɚɞɠɟɧɧɹ ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɪɿɲɟɧь. ɋɮɨɪɦɭɥьɨɜɚɧɨ ɪɟɤɨɦɟɧɞɚɰɿʀ 
ɳɨɞɨ ɜɩɪɨɜɚɞɠɟɧɧɹ ɞɿєɜɨʀ ɫɢɫɬɟɦɢ ɚɞɚɩɬɢɜɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɡɚɞɥɹ ɩɨɤɪɚɳɟɧɧɹ ɞɿɹɥьɧɨɫɬɿ 
ɩɿɞɩɪɢєɦɫɬɜɚ ɜ ɭɦɨɜɚɯ ɩɨɫɬɤɪɢɡɨɜɨʀ ɟɤɨɧɨɦɿɤɢ ɲɥɹɯɨɦ ɜɢɨɤɪɟɦɥɟɧɧɹ ɤɥɸɱɨɜɢɯ ɟɥɟɦɟɧɬɿɜ 
ɚɞɚɩɬɢɜɧɨʀ ɫɢɫɬɟɦɢ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɭɩɪɚɜɥɿɧɧɹ. Зɚɩɪɨɩɨɧɨɜɚɧɨ ɟɬɚɩɢ ɜɩɪɨɜɚɞɠɟɧɧɹ ɫɢɫɬɟɦɢ 
ɚɞɚɩɬɢɜɧɨɝɨ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɭɩɪɚɜɥɿɧɧɹ. 

Ʉɥɸɱɨɜɿ ɫɥɨɜɚ: ɚɞɚɩɬɢɜɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ, ɬɚɪɝɟɬɨɜɚɧɚ ɪɟɤɥɚɦɚ, ɭɩɪɚɜɥɿɧɧɹ 
ɟɮɟɤɬɢɜɧɿɫɬɸ, ɤɨɧɤɭɪɟɧɰɿɹ, ɬɪɚɧɫɮɨɪɦɚɰɿɹ, ɩɨɫɬɤɪɢɡɨɜɚ ɟɤɨɧɨɦɿɤɚ, ɝɧɭɱɤɿɫɬь, ɰɢɮɪɨɜɿɡɚɰɿɹ. 
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ɉɨɫɬɚɧɨɜɤɚ ɩɪɨɛɥɟɦɢ ɜ ɡɚɝɚɥьɧɨɦɭ ɜɢɝɥɹɞɿ ɬɚ ʀʀ ɡɜ'ɹɡɨɤ ɡ ɜɚɠɥɢɜɢɦɢ 

ɧɚɭɤɨɜɢɦɢ ɚɛɨ ɩɪɚɤɬɢɱɧɢɦɢ ɡɚɜɞɚɧɧɹɦɢ. ȼ ɭɦɨɜɚɯ ɪɢɧɤɨɜɨʀ ɤɨɧɤɭɪɟɧɰɿʀ ɥɢɲɟ ɬɿ 
ɩɿɞɩɪɢєɦɫɬɜɚ, ɹɤɿ ɜɩɪɨɜɚɞɠɭɸɬь ɞɿєɜɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɩɿɞɯɨɞɢ, ɜɢɤɨɪɢɫɬɨɜɭɸɬь ɫɭɱɚɫɧɿ 
ɿɧɫɬɪɭɦɟɧɬɢ ɬɚ ɦɚɸɬь ɱɿɬɤɨ ɨɤɪɟɫɥɟɧɭ ɫɢɫɬɟɦɭ ɞɿɣ ɞɥɹ ɩɟɪɫɨɧɚɥɭ ɜ ɦɟɠɚɯ 
ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɭɩɪɚɜɥɿɧɧɹ, ɦɚɸɬь ɲɚɧɫɢ ɧɟ ɥɢɲɟ ɡɛɟɪɟɝɬɢ ɩɨɡɢɰɿʀ, ɚ ɣ ɩɪɨɞɨɜɠɢɬɢ 
ɪɨɡɜɢɬɨɤ. ɍ ɡɜ’ɹɡɤɭ ɡ ɰɢɦ ɫɬɚє ɨɱɟɜɢɞɧɨɸ ɧɟɨɛɯɿɞɧɿɫɬь ɮɨɪɦɭɜɚɧɧɹ ɟɮɟɤɬɢɜɧɨʀ ɦɨɞɟɥɿ 
ɭɩɪɚɜɥɿɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɨɸ ɞɿɹɥьɧɿɫɬɸ. ɉɪɢɣɧɹɬɬɹ ɭɩɪɚɜɥɿɧɫьɤɢɯ ɪɿɲɟɧь ɦɚє 
ʉɪɭɧɬɭɜɚɬɢɫɹ ɧɚ ɫɬɪɚɬɟɝɿɱɧɨɦɭ ɛɚɱɟɧɧɿ ɬɚ ɛɭɬɢ ɬɿɫɧɨ ɩɨɜ’ɹɡɚɧɢɦ ɿɡ ɜɩɪɨɜɚɞɠɟɧɧɹɦ 
ɨɪɝɚɧɿɡɚɰɿɣɧɢɯ ɡɦɿɧ, ɳɨ ɞɨɡɜɨɥɹє ɡɚɛɟɡɩɟɱɢɬɢ ɫɬɚɛɿɥьɧɭ ɪɨɛɨɬɭ ɩɿɞɫɢɫɬɟɦɢ 
ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɦɟɧɟɞɠɦɟɧɬɭ. Ⱥɤɬɭɚɥьɧɢɦ є ɫɬɜɨɪɟɧɧɹ ɝɧɭɱɤɨʀ ɫɢɫɬɟɦɢ ɭɩɪɚɜɥɿɧɧɹ 
ɦɚɪɤɟɬɢɧɝɨɦ ɧɚ ɩɿɞɩɪɢєɦɫɬɜɚɯ, ɹɤɚ ɜɪɚɯɨɜɭє ɩɪɢɧɰɢɩɢ ɚɞɚɩɬɢɜɧɨɫɬɿ. ɐɟ ɩɪɨɞɢɤɬɨɜɚɧɨ 
ɩɨɫɬɿɣɧɢɦɢ ɡɦɿɧɚɦɢ ɡɨɜɧɿɲɧьɨɝɨ ɫɟɪɟɞɨɜɢɳɚ, ɜ ɹɤɨɦɭ ɮɭɧɤɰɿɨɧɭɸɬь ɭɤɪɚʀɧɫьɤɿ 
ɤɨɦɩɚɧɿʀ, ɚ ɬɚɤɨɠ ɜɩɥɢɜɨɦ ɩɨɫɢɥɟɧɧɹ ɿɧɬɟɝɪɚɰɿɣɧɢɯ ɩɪɨɰɟɫɿɜ ɭ ɜɿɬɱɢɡɧɹɧɿɣ ɟɤɨɧɨɦɿɰɿ. 
 
 
 

© 2025 The Authors. This is an open access article under the CC BY license 
(http://creativecommons.org/licenses/by/4.0) 

 

http://creativecommons.org/licenses/by/4.0


Ɇɚɪɤɟɬɢɧɝ ɿ ɰɢɮɪɨɜɿ ɬɟɯɧɨɥɨɝɿʀ                              Ɍɨɦ 9, № 4, 2025 
ISSN 2522-9087     (Print) 
ISSN 2523-434X (Online) 

 

ɘ. ɋ. ɒɢɩɭɥɿɧɚ. Ⱥɞɚɩɬɢɜɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ ɞɥɹ ɭɩɪɚɜɥɿɧɧɹ 
ɟɮɟɤɬɢɜɧɿɫɬɸ ɞɿɹɥьɧɨɫɬɿ ɩɿɞɩɪɢєɦɫɬɜɚ ɜ ɭɦɨɜɚɯ ɩɨɫɬɤɪɢɡɨɜɨʀ ɟɤɨɧɨɦɿɤɢ ɍɤɪɚʀɧɢ 
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ɋɭɱɚɫɧɿ ɭɤɪɚʀɧɫьɤɿ ɤɨɦɩɚɧɿʀ ɡɦɭɲɟɧɿ ɜɟɫɬɢ ɫɜɨɸ ɞɿɹɥьɧɿɫɬь ɭ ɫɤɥɚɞɧɢɯ ɭɦɨɜɚɯ 
ɩɨɫɬɿɣɧɨʀ ɟɤɨɧɨɦɿɱɧɨʀ ɧɟɫɬɚɛɿɥьɧɨɫɬɿ, ɫɩɪɢɱɢɧɟɧɨʀ ɜɿɣɧɨɸ, ɩɨɪɭɲɟɧɧɹɦ ɝɥɨɛɚɥьɧɢɯ 
ɥɨɝɿɫɬɢɱɧɢɯ ɥɚɧɰɸɝɿɜ, ɡɪɨɫɬɚɧɧɹɦ ɿɧɮɥɹɰɿʀ, ɩɚɞɿɧɧɹɦ ɤɭɩɿɜɟɥьɧɨʀ ɫɩɪɨɦɨɠɧɨɫɬɿ 
ɧɚɫɟɥɟɧɧɹ ɬɚ ɡɚɝɚɥьɧɢɦ ɫɬɚɧɨɦ ɧɟɜɢɡɧɚɱɟɧɨɫɬɿ. Ɂɚ ɬɚɤɢɯ ɨɛɫɬɚɜɢɧ ɬɪɚɞɢɰɿɣɧɿ ɩɿɞɯɨɞɢ 
ɞɨ ɨɪɝɚɧɿɡɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɞɿɹɥьɧɨɫɬɿ ɞɟɞɚɥɿ ɱɚɫɬɿɲɟ ɜɢɹɜɥɹɸɬьɫɹ ɦɚɥɨɟɮɟɤɬɢɜɧɢɦɢ, 
ɳɨ ɡɭɦɨɜɥɸє ɩɨɬɪɟɛɭ ɭ ɜɩɪɨɜɚɞɠɟɧɧɿ ɚɞɚɩɬɢɜɧɢɯ, ɛɿɥьɲ ɝɧɭɱɤɢɯ ɫɬɪɚɬɟɝɿɣ. 

ȼɪɚɯɨɜɭɸɱɢ ɡɚɡɧɚɱɟɧɟ, ɜɢɧɢɤɚє ɩɨɬɪɟɛɚ ɭ ɧɚɭɤɨɜɨɦɭ ɨɛʉɪɭɧɬɭɜɚɧɧɿ ɬɚ 
ɩɪɚɤɬɢɱɧɨɦɭ ɜɩɪɨɜɚɞɠɟɧɧɿ ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ, ɳɨ ɞɚɸɬь 
ɦɨɠɥɢɜɿɫɬь: ɧɟɝɚɣɧɨ ɪɟɚɝɭɜɚɬɢ ɧɚ ɜɢɤɥɢɤɢ ɪɢɧɤɭ; ɩɨɥɿɩɲɢɬɢ ɜɡɚєɦɨɞɿɸ ɡ ɤɥɿєɧɬɚɦɢ; 
ɡɛɿɥьɲɢɬɢ ɟɮɟɤɬɢɜɧɿɫɬь ɭɩɪɚɜɥɿɧɫьɤɢɯ ɪɿɲɟɧь; ɝɚɪɚɧɬɭɜɚɬɢ ɫɬɚɛɿɥьɧɭ ɪɨɛɨɬɭ 
ɩɿɞɩɪɢєɦɫɬɜ ɭ ɩɟɪɿɨɞ ɩɿɫɥɹ ɤɪɢɡɢ. 

Ⱥɧɚɥɿɡ ɨɫɬɚɧɧɿɯ ɞɨɫɥɿɞɠɟɧь ɿ ɩɭɛɥɿɤɚɰɿɣ, ɭ ɹɤɢɯ ɩɨɤɥɚɞɟɧɢɣ ɩɨɱɚɬɨɤ 
ɜɢɪɿɲɟɧɧɸ ɡɚɡɧɚɱɟɧɨʀ ɩɪɨɛɥɟɦɢ, ɿ, ɧɚ ɹɤɿ ɫɩɢɪɚɸɬьɫɹ ɚɜɬɨɪɢ. ɉɪɨɛɥɟɦɚɬɢɤɚ 
ɜɢɜɱɟɧɧɹ ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɭ ɤɨɧɬɟɤɫɬɿ ɭɩɪɚɜɥɿɧɧɹ ɟɮɟɤɬɢɜɧɿɫɬɸ 
ɮɭɧɤɰɿɨɧɭɜɚɧɧɹ ɩɿɞɩɪɢєɦɫɬɜ ɧɟɜɩɢɧɧɨ ɩɪɢɜɟɪɬɚє ɭɜɚɝɭ ɧɚɭɤɨɜɰɿɜ. 

ɋɟɪɟɞ ɜɿɬɱɢɡɧɹɧɢɯ ɞɨɫɥɿɞɧɢɤɿɜ, ɳɨ ɚɤɰɟɧɬɭɸɬь ɭɜɚɝɭ ɧɚ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɿɧɫɬɪɭɦɟɧɬɚɯ ɹɤ ɤɥɸɱɨɜɨɦɭ ɱɢɧɧɢɤɭ ɭɫɩɿɲɧɨʀ ɿɧɧɨɜɚɰɿɣɧɨʀ ɞɿɹɥьɧɨɫɬɿ, ɜɚɪɬɨ ɜɢɞɿɥɢɬɢ 
Ɍ.Ȼ. ɋɟɦɟɧɱɭɤ, ɇ.ȼ. ɉɚɯɨɬɚ, Ɉ.Ɇ. ɒɥɟɧɫьɤɨɜɢɣ Д1, М. 13Ж, ɹɤɿ ɞɨɫɥɿɞɠɭɜɚɥɢ ɫɭɱɚɫɧɢɣ 
ɿɧɫɬɪɭɦɟɧɬɚɪɿɣ ɦɟɧɟɞɠɦɟɧɬɭ ɩɿɞɩɪɢєɦɫɬɜ, ɣɨɝɨ ɜɩɥɢɜ ɧɚ ɟɮɟɤɬɢɜɧɿɫɬь. Ⱥɜɬɨɪɚɦɢ 
ɜɢɡɧɚɱɟɧɨ ɧɟɨɛɯɿɞɧɿ ɟɬɚɩɢ ɩɪɨɰɟɫɭ ɪɨɡɪɨɛɤɢ, ɭɯɜɚɥɟɧɧɹ ɬɚ ɜɩɪɨɜɚɞɠɟɧɧɹ 
ɭɩɪɚɜɥɿɧɫьɤɢɯ ɪɿɲɟɧь ɳɨɞɨ ɜɢɤɨɪɢɫɬɚɧɧɹ ɫɭɱɚɫɧɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɭɩɪɚɜɥɿɧɧɹ ɧɚ 
ɩɿɞɩɪɢєɦɫɬɜɿ, ɳɨ ɜɩɥɢɜɚɸɬь ɧɚ ɪɨɡɜɢɬɨɤ ɩɿɞɩɪɢєɦɫɬɜɚ ɜ ɰɿɥɨɦɭ. 

Ʌ.ȼ. ɒɭɥьɝɚ, ȱ.Ɉ. Ɍɟɪɟɳɟɧɤɨ, Ɉ.ȼ. ɒɚɪɥɚɣ Д2Ж ɧɚɝɨɥɨɲɭɜɚɥɢ ɧɚ ɧɟɨɛɯɿɞɧɨɫɬɿ 
ɞɥɹ ɤɟɪɿɜɧɢɤɿɜ ɩɿɞɩɪɢєɦɫɬɜ ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢ ɦɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ ɭ ɫɜɨʀɣ 
ɞɿɹɥьɧɨɫɬɿ ɜ ɭɦɨɜɚɯ ɪɢɧɤɨɜɨʀ ɟɤɨɧɨɦɿɤɢ, ɳɨ ɡɭɦɨɜɥɟɧɨ ɞɢɧɚɦɿɱɧɢɦɢ ɡɦɿɧɚɦɢ ɜ 
ɫɭɫɩɿɥьɫɬɜɿ ɬɚ ɫɬɪɿɦɤɢɦ ɪɨɡɜɢɬɤɨɦ ɪɢɧɤɨɜɢɯ ɜɿɞɧɨɫɢɧ. 

ȼ.ȼ. Ʉɢɥɢɩɟɧɤɨ Д3, М. 82Ж ɩɪɨɚɧɚɥɿɡɭɜɚɜ ɜɩɥɢɜ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɡɚɫɨɛɿɜ ɧɚ 
ɩɿɞɜɢɳɟɧɧɹ ɭɫɩɿɲɧɨɫɬɿ ɬɚ ɞɿєɜɨɫɬɿ ɤɟɪɿɜɧɢɰɬɜɚ ɤɨɦɩɚɧɿєɸ. 

Ɍ.Ɋ. Ʉɟɪɨɞ Д4, М. 128Ж ɜɫɬɚɧɨɜɢɜ ɨɫɧɨɜɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ, ɳɨ ɫɩɪɢɹɸɬь 
ɪɨɡɜɢɬɤɭ ɬɚ ɩɿɞɬɪɢɦɰɿ ɡɨɜɧɿɲɧьɨɟɤɨɧɨɦɿɱɧɨʀ ɚɤɬɢɜɧɨɫɬɿ. Ɉɤɪɟɫɥɟɧɨ ɜɚɠɥɢɜɿ 
ɟɤɨɧɨɦɿɱɧɿ ɡɚɫɨɛɢ ɤɨɧɬɪɨɥɸ ɡɚ ɩɟɪɟɛɿɝɨɦ ɡɝɚɞɚɧɢɯ ɩɪɨɰɟɫɿɜ. Ⱥɜɬɨɪɨɦ ɡ’ɹɫɨɜɚɧɨ, ɳɨ 
ɟɤɨɧɨɦɿɱɧɚ ɪɨɛɨɬɚ ɮɿɪɦ ɧɚ ɦɿɠɧɚɪɨɞɧɢɯ ɪɢɧɤɚɯ є ɛɿɥьɲ ɤɨɦɩɥɟɤɫɧɨɸ ɬɚ ɩɨɬɪɟɛɭє 
ɿɧɬɟɧɫɢɮɿɤɚɰɿʀ ɜɫьɨɝɨ ɧɚɹɜɧɨɝɨ ɟɤɨɧɨɦɿɱɧɨɝɨ ɚɪɫɟɧɚɥɭ. ȼɢɧɹɬɤɨɜɨʀ ɚɤɬɭɚɥьɧɨɫɬɿ ɬɚ ɜɚɝɢ 
ɧɚɛɢɪɚɸɬь ɦɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ, ɹɤɿ ɩɨɡɢɬɢɜɧɨ ɜɩɥɢɜɚɸɬь ɹɤ ɧɚ ɩɨɡɢɰɿɨɧɭɜɚɧɧɹ 
ɬɨɜɚɪɿɜ ɧɚ ɪɢɧɤɚɯ, ɬɚɤ ɿ ɧɚ ɡɛɿɥьɲɟɧɧɹ ɨɛɫɹɝɿɜ ɟɤɨɧɨɦɿɱɧɨʀ ɞɿɹɥьɧɨɫɬɿ, ɿ ɧɚ ɩɨɤɪɚɳɟɧɧɹ 
ɟɮɟɤɬɢɜɧɨɫɬɿ ɛɿɡɧɟɫɭ. ɇɚ ɩɟɪɟɤɨɧɚɧɧɹ ɚɜɬɨɪɚ, ɝɨɥɨɜɧɢɦɢ ɿɧɫɬɪɭɦɟɧɬɚɦɢ ɦɚɪɤɟɬɢɧɝɭ, 
ɤɨɬɪɿ ɞɨɰɿɥьɧɨ ɡɚɫɬɨɫɭɜɚɬɢ, ɜɢɡɧɚɱɟɧɨ: ɭɩɪɚɜɥɿɧɧɹ ɜɡɚєɦɢɧɚɦɢ ɡ ɤɥɿєɧɬɚɦɢ ɚɛɨ CRM, 
ɩɨɪɬɪɟɬ ɤɥɿєɧɬɚ, ɩɨɲɭɤɨɜɚ ɨɩɬɢɦɿɡɚɰɿɹ ɚɛɨ SEЇ, ɤɨɧɬɟɧɬ-ɦɚɪɤɟɬɢɧɝ, ɬɪɢɝɟɪɧɿ ɬɚ ɰɿɥьɨɜɿ 
ɪɨɡɫɢɥɤɢ, ɦɚɪɤɟɬɢɧɝ ɭ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠɚɯ ɚɛɨ SMM, EЦКТХ-ɦɚɪɤɟɬɢɧɝ. 

ɘ.ȼ. ɋɬɚɜɫьɤɚ Д5Ж ɡɨɫɟɪɟɞɢɥɚ ɭɜɚɝɭ ɧɚ ɫɬɜɨɪɟɧɧɿ ɧɚɭɤɨɜɨ-ɦɟɬɨɞɢɱɧɢɯ ɿ 
ɩɪɚɤɬɢɱɧɢɯ ɩɨɪɚɞɚɯ ɫɬɨɫɨɜɧɨ ɡɚɫɬɨɫɭɜɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɞɥɹ 
ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɭɩɪɚɜɥɿɧɧɹ ɧɟɫɬɚɛɿɥьɧɢɦɢ ɫɢɫɬɟɦɚɦɢ. 

ȼ.Ɋ. ɉєɬɭɯɨɜ Д6, М. 224Ж ɜɢɜɱɚɜ ɚɤɬɭɚɥьɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ, ɹɤɿ ɦɚɸɬь ɧɚ 
ɦɟɬɿ ɞɨɩɨɦɨɝɬɢ ɭɤɪɿɩɥɟɧɧɸ ɤɨɧɤɭɪɟɧɬɧɢɯ ɩɨɡɢɰɿɣ ɩɿɞɩɪɢєɦɫɬɜ ɜ ɭɦɨɜɚɯ ɫɬɪɿɦɤɨʀ 
ɬɟɯɧɨɥɨɝɿɱɧɨʀ ɚɞɚɩɬɚɰɿʀ ɬɚ ɝɥɨɛɚɥɿɡɚɰɿʀ. 

ɋ.Ɍ. ɉɿɥɟɰьɤɚ, ɋ.ȼ. ɉɟɬɪɨɜɫьɤɚ Д7, ɫ. 158Ж ɫɬɚɜɥɹɬь ɡɚ ɦɟɬɭ ɜɢɹɜɥɟɧɧɹ ɤɥɸɱɨɜɢɯ 
ɿɧɫɬɪɭɦɟɧɬɿɜ ɩɪɟɜɟɧɬɢɜɧɨɝɨ, ɤɪɢɡɨɜɨɝɨ ɬɚ ɩɨɫɬɤɪɢɡɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, ɚ ɬɚɤɨɠ ɪɨɡɝɥɹɞ 
ɫɩɟɰɢɮɿɤɢ ʀɯ ɡɚɫɬɨɫɭɜɚɧɧɹ ɜ ɭɦɨɜɚɯ ɞɢɧɚɦɿɱɧɨɝɨ ɡɨɜɧɿɲɧьɨɝɨ ɨɬɨɱɟɧɧɹ. 
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ɇ.Ɉ. ɒɩɚɤ, ȱ.ȼ. Ƚɪɚɛɨɜɢɱ Д8, ɫ. 84Ж ɜɢɞɿɥɢɥɢ ɬɪɢ ɧɚɭɤɨɜɨ-ɦɟɬɨɞɢɱɧɿ ɩɿɞɯɨɞɢ ɞɥɹ 
ɨɰɿɧɸɜɚɧɧɹ ɪɟɡɭɥьɬɚɬɢɜɧɨɫɬɿ ɜɢɤɨɪɢɫɬɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ 
ɩɿɞɩɪɢєɦɫɬɜɚɦɢ: ɮɿɧɚɧɫɨɜɨ-ɟɤɨɧɨɦɿɱɧɢɣ, ɪɢɧɤɨɜɢɣ ɿ ɤɨɦɛɿɧɨɜɚɧɢɣ. ȼ ɨɫɧɨɜɭ ɬɚɤɨɝɨ 
ɩɨɞɿɥɭ ɥɹɝɥɚ ɬɟɨɪɿɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɧɰɟɩɰɿɣ, ɹɤɚ ɩɟɪɟɞɛɚɱɚє ɩɟɪɲɨɱɟɪɝɨɜɭ ɭɜɚɝɭ ɜ 
ɝɨɫɩɨɞɚɪɫьɤɿɣ ɞɿɹɥьɧɨɫɬɿ ɩɿɞɩɪɢєɦɫɬɜ ɚɛɨ ɧɚ ɜɢɪɨɛɧɢɰɬɜɨ ɬɚ ɜɥɚɫɧɭ ɬɨɜɚɪɧɭ ɫɬɪɚɬɟɝɿɸ, 
ɚɛɨ ɧɚ ɜɪɚɯɭɜɚɧɧɹ ɜɢɦɨɝ ɪɢɧɤɨɜɨɝɨ ɫɟɪɟɞɨɜɢɳɚ. 

ɋ.ȼ. Ʉɨɜɚɥьɱɭɤ, Ȼ.Ƚ. ɐɭɪɫьɤɚ Д9, ɫ. 125Ж ɚɪɝɭɦɟɧɬɭɜɚɥɢ ɜɚɠɥɢɜɿɫɬь ɦɚɤɫɢɦɚɥьɧɨʀ 
ɭɜɚɝɢ ɞɨ ɜɢɛɨɪɭ ɿɧɫɬɪɭɦɟɧɬɚɪɿɸ ɞɥɹ ɪɟɚɥɿɡɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɩɨɥɿɬɢɤɢ ɤɨɦɭɧɿɤɚɰɿɣ. 
Ɋɨɡɝɥɹɧɭɬɨ ɩɪɨɛɥɟɦɢ, ɳɨ ɜɢɧɢɤɚɸɬь ɩɪɢ ɜɢɤɨɪɢɫɬɚɧɧɿ ɬɪɚɞɢɰɿɣɧɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ ɜ ɭɦɨɜɚɯ ɤɪɢɡɢ. 

Ɂɚɡɧɚɱɟɧɿ ɧɚɭɤɨɜɰɿ ɪɟɬɟɥьɧɨ ɞɨɫɥɿɞɢɥɢ ɦɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ. ɇɟɡɜɚɠɚɸɱɢ 
ɧɚ ɜɚɝɨɦɢɣ ɜɧɟɫɨɤ ɞɨɫɥɿɞɧɢɤɿɜ, ɞɟɹɤɿ ɧɸɚɧɫɢ ɜɫɟ ɳɟ ɧɟ ɩɨɜɧɿɫɬɸ ɡ'ɹɫɨɜɚɧɿ. Ɂɨɤɪɟɦɚ, 
ɜɢɦɚɝɚє ɩɨɞɚɥьɲɨɝɨ ɞɨɫɥɿɞɠɟɧɧɹ ɩɪɨɛɥɟɦɚ, ɚ ɫɚɦɟ, ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɿɧɫɬɪɭɦɟɧɬɿɜ ɭ ɮɭɧɤɰɿɨɧɭɜɚɧɧɿ ɩɿɞɩɪɢєɦɫɬɜ ɜ ɭɦɨɜɚɯ ɟɤɨɧɨɦɿɱɧɨʀ ɧɟɫɬɚɛɿɥьɧɨɫɬɿ. 

ȼɢɞɿɥɟɧɧɹ ɧɟɜɢɪɿɲɟɧɢɯ ɪɚɧɿɲɟ ɱɚɫɬɢɧ ɡɚɝɚɥьɧɨʀ ɩɪɨɛɥɟɦɢ, ɤɨɬɪɢɦ 
ɩɪɢɫɜɹɱɭєɬьɫɹ ɫɬɚɬɬɹ. Ɂɜɚɠɚɸɱɢ ɧɚ ɱɢɦɚɥɭ ɤɿɥьɤɿɫɬь ɧɚɭɤɨɜɢɯ ɞɨɫɥɿɞɠɟɧь, ɳɨ 
ɪɨɡɝɥɹɞɚɸɬь ɩɢɬɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɬɚ ɫɬɪɚɬɟɝɿɣ ɩɪɢɫɬɨɫɭɜɚɧɧɹ ɛɿɡɧɟɫɭ 
ɞɨ ɦɿɧɥɢɜɨʀ ɟɤɨɧɨɦɿɱɧɨʀ ɫɢɬɭɚɰɿʀ, ɞɟɹɤɿ ɫɭɬɬєɜɿ ɚɫɩɟɤɬɢ ɜɫɟ ɳɟ ɩɨɬɪɟɛɭɸɬь 
ɞɟɬɚɥьɧɿɲɨɝɨ ɜɢɜɱɟɧɧɹ, ɨɫɨɛɥɢɜɨ ɭ ɤɨɧɤɪɟɬɧɢɯ ɭɦɨɜɚɯ ɫьɨɝɨɞɟɧɧɨʀ ɭɤɪɚʀɧɫьɤɨʀ 
ɟɤɨɧɨɦɿɤɢ, ɳɨ ɡɧɚɯɨɞɢɬьɫɹ ɜ ɩɨɫɬɤɪɢɡɨɜɨɦɭ ɩɟɪɿɨɞɿ. Ⱦɨ ɬɨɝɨ ɠ ɭɤɪɚʀɧɫьɤɚ ɧɚɭɤɨɜɚ 
ɫɩɿɥьɧɨɬɚ ɩɨɤɢ ɳɨ ɧɟ ɫɬɜɨɪɢɥɚ ɰɿɥɿɫɧɨʀ ɦɟɬɨɞɨɥɨɝɿʀ ɨɰɿɧɸɜɚɧɧɹ ɪɟɡɭɥьɬɚɬɢɜɧɨɫɬɿ 
ɡɚɫɬɨɫɭɜɚɧɧɹ ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɜ ɭɦɨɜɚɯ ɞɟɮɿɰɢɬɭ ɪɟɫɭɪɫɿɜ ɬɚ 
ɡɧɚɱɧɨʀ ɪɢɧɤɨɜɨʀ ɧɟɫɬɚɛɿɥьɧɨɫɬɿ. Ɉɤɪɟɦɿ ɩɢɬɚɧɧɹ, ɡɨɤɪɟɦɚ, ɜɩɪɨɜɚɞɠɟɧɧɹ ɰɢɮɪɨɜɢɯ 
ɬɟɯɧɨɥɨɝɿɣ, CRM-ɫɢɫɬɟɦ, ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠ, ɿɧɫɬɪɭɦɟɧɬɿɜ ɚɧɚɥɿɡɭ ɜɟɥɢɤɢɯ ɞɚɧɢɯ ɹɤ 
ɫɤɥɚɞɨɜɢɯ ɚɞɚɩɬɢɜɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, ɪɨɡɝɥɹɞɚɸɬьɫɹ ɡɞɟɛɿɥьɲɨɝɨ ɭ ɜɭɡьɤɨɦɭ ɚɛɨ 
ɡɚɝɚɥьɧɨɬɟɨɪɟɬɢɱɧɨɦɭ ɪɚɤɭɪɫɿ. Ɂɜɚɠɚɸɱɢ ɧɚ ɜɢɳɟɫɤɚɡɚɧɟ, ɫɬɚє ɨɱɟɜɢɞɧɨɸ ɩɨɬɪɟɛɚ ɭ 
ɞɟɬɚɥьɧɨɦɭ ɜɢɜɱɟɧɧɿ ɞɟɹɤɢɯ ɫɤɥɚɞɨɜɢɯ ɚɞɚɩɬɢɜɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, ɡɞɚɬɧɢɯ ɧɚɞɚɬɢ 
ɭɤɪɚʀɧɫьɤɢɦ ɮɿɪɦɚɦ ɫɩɪɚɜɠɧɿ ɤɨɧɤɭɪɟɧɬɧɿ ɩɟɪɟɜɚɝɢ ɭ ɩɪɨɰɟɫɿ ɟɤɨɧɨɦɿɱɧɨɝɨ 
ɜɿɞɧɨɜɥɟɧɧɹ ɩɿɫɥɹ ɤɪɢɡɢ. 

Ɏɨɪɦɭɥɸɜɚɧɧɹ ɦɟɬɢ ɫɬɚɬɬɿ (ɩɨɫɬɚɧɨɜɤɚ ɡɚɜɞɚɧɧɹ). Ɇɟɬɨɸ ɫɬɚɬɬɿ є ɧɚɞɚɧɧɹ 
ɬɟɨɪɟɬɢɱɧɨɝɨ ɩɿɞʉɪɭɧɬɹ ɬɚ ɩɪɚɤɬɢɱɧɟ ɜɢɜɱɟɧɧɹ ɩɨɬɟɧɰɿɚɥɭ ɜɢɤɨɪɢɫɬɚɧɧɹ ɚɞɚɩɬɢɜɧɢɯ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ, ɹɤ ɦɟɬɨɞɭ ɡɛɿɥьɲɟɧɧɹ ɪɟɡɭɥьɬɚɬɢɜɧɨɫɬɿ ɞɿɹɥьɧɨɫɬɿ 
ɩɿɞɩɪɢєɦɫɬɜ ɜ ɤɨɧɬɟɤɫɬɿ ɩɨɫɬɤɪɢɡɨɜɨʀ ɟɤɨɧɨɦɿɤɢ ɍɤɪɚʀɧɢ. Ɉɤɪɿɦ ɬɨɝɨ, ɩɟɪɟɞɛɚɱɚєɬьɫɹ 
ɜɢɪɨɛɥɟɧɧɹ ɩɨɪɚɞ ɳɨɞɨ ɫɬɜɨɪɟɧɧɹ ɚɞɚɩɬɢɜɧɨʀ ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɫɢɫɬɟɦɢ, ɳɨ ɦɨɠɭɬь 
ɝɚɪɚɧɬɭɜɚɬɢ ɫɬɚɛɿɥьɧɿɫɬь ɬɚ ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɿɫɬь ɛɿɡɧɟɫɭ ɡɚ ɭɦɨɜ ɡɧɚɱɧɨʀ 
ɧɟɫɬɚɛɿɥьɧɨɫɬɿ ɪɢɧɤɭ. 

ȼɢɤɥɚɞɟɧɧɹ ɨɫɧɨɜɧɨɝɨ ɦɚɬɟɪɿɚɥɭ ɞɨɫɥɿɞɠɟɧɧɹ ɡ ɩɨɜɧɢɦ ɨɛґɪɭɧɬɭɜɚɧɧɹɦ 
ɨɬɪɢɦɚɧɢɯ ɧɚɭɤɨɜɢɯ ɪɟɡɭɥьɬɚɬɿɜ. ɋɭɱɚɫɧɚ ɟɤɨɧɨɦɿɤɚ ɍɤɪɚʀɧɢ ɧɢɧɿ ɩɟɪɟɠɢɜɚє ɟɩɨɯɭ 
ɞɨɤɨɪɿɧɧɢɯ ɡɦɿɧ, ɫɩɪɢɱɢɧɟɧɭ ɧɢɡɤɨɸ ɮɚɤɬɨɪɿɜ: ɧɚɫɥɿɞɤɚɦɢ ɬɪɢɜɚɥɨʀ ɤɪɢɡɢ, 
ɩɨɜɧɨɦɚɫɲɬɚɛɧɨɸ ɜɿɣɧɨɸ, ɤɨɥɢɜɚɧɧɹɦɢ ɧɚ ɜɧɭɬɪɿɲɧьɨɦɭ ɪɢɧɤɭ, ɿɧɮɥɹɰɿɣɧɢɦɢ 
ɹɜɢɳɚɦɢ, ɩɨɪɭɲɟɧɧɹɦ ɥɨɝɿɫɬɢɱɧɢɯ ɲɥɹɯɿɜ ɬɚ ɤɚɪɞɢɧɚɥьɧɨɸ ɩɟɪɟɨɪɿєɧɬɚɰɿєɸ 
ɫɩɨɠɢɜɚɰьɤɢɯ ɩɨɬɪɟɛ. ȼ ɬɚɤɢɯ ɪɟɚɥɿɹɯ ɛɿɡɧɟɫɨɜɿ ɫɬɪɭɤɬɭɪɢ ɜɢɦɭɲɟɧɿ ɨɩɟɪɚɬɢɜɧɨ 
ɜɿɞɩɨɜɿɞɚɬɢ ɧɚ ɬɭɪɛɭɥɟɧɬɧɿɫɬь ɡɨɜɧɿɲɧьɨɝɨ ɨɬɨɱɟɧɧɹ, ɳɨ ɜɢɦɚɝɚє ɜɿɞ ɧɢɯ ɜɿɞɦɨɜɢ ɜɿɞ 
ɬɪɚɞɢɰɿɣɧɢɯ ɦɟɬɨɞɿɜ ɭɩɪɚɜɥɿɧɧɹ ɬɚ ɩɟɪɟɯɨɞɭ ɞɨ ɛɿɥьɲ ɝɧɭɱɤɢɯ ɬɚ ɚɞɚɩɬɢɜɧɢɯ ɦɨɞɟɥɟɣ 
ɜɟɞɟɧɧɹ ɞɿɹɥьɧɨɫɬɿ. 

ɍ ɧɢɧɿɲɧɿɯ ɟɤɨɧɨɦɿɱɧɢɯ ɭɦɨɜɚɯ ɝɧɭɱɤɢɣ ɩɿɞɯɿɞ ɞɨ ɨɪɝɚɧɿɡɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɨʀ 
ɪɨɛɨɬɢ ɫɬɚє ɧɚɞɡɜɢɱɚɣɧɨ ɜɚɠɥɢɜɢɦ. ɐɟ ɞɨɩɨɦɚɝɚє ɩɿɞɜɢɳɢɬɢ ɟɮɟɤɬɢɜɧɿɫɬь ɞɿɹɥьɧɨɫɬɿ 
ɩɿɞɩɪɢєɦɫɬɜ  ɜ ɭɦɨɜɚɯ ɩɨɫɬɤɪɢɡɨɜɨʀ ɟɤɨɧɨɦɿɤɢ. ȼɢɤɨɪɢɫɬɨɜɭɸɱɢ ɰɿ ɿɧɫɬɪɭɦɟɧɬɢ, ɛɿɡɧɟɫ 
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ɘ. ɋ. ɒɢɩɭɥɿɧɚ. Ⱥɞɚɩɬɢɜɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ ɞɥɹ ɭɩɪɚɜɥɿɧɧɹ 
ɟɮɟɤɬɢɜɧɿɫɬɸ ɞɿɹɥьɧɨɫɬɿ ɩɿɞɩɪɢєɦɫɬɜɚ ɜ ɭɦɨɜɚɯ ɩɨɫɬɤɪɢɡɨɜɨʀ ɟɤɨɧɨɦɿɤɢ ɍɤɪɚʀɧɢ 
 

81 

 

ɦɨɠɟ ɲɜɢɞɤɨ ɨɰɿɧɸɜɚɬɢ ɪɢɧɤɨɜɭ ɨɛɫɬɚɧɨɜɤɭ ɬɚ ɡɦɿɧɸɜɚɬɢ ɫɬɪɚɬɟɝɿɸ ɭ ɜɿɞɩɨɜɿɞь ɧɚ 
ɬɟɩɟɪɿɲɧɿ ɜɢɤɥɢɤɢ. ɐɟ ɨɫɨɛɥɢɜɨ ɚɤɬɭɚɥьɧɨ ɜ ɭɦɨɜɚɯ ɟɤɨɧɨɦɿɱɧɨʀ ɧɟɫɬɚɛɿɥьɧɨɫɬɿ, ɹɤɚ 
ɯɚɪɚɤɬɟɪɧɚ, ɡɨɤɪɟɦɚ, ɞɥɹ ɍɤɪɚʀɧɢ. Ƚɧɭɱɤɚ ɦɚɪɤɟɬɢɧɝɨɜɚ ɩɨɥɿɬɢɤɚ ɧɚɛɭɜɚє ɨɫɨɛɥɢɜɨɝɨ 
ɡɧɚɱɟɧɧɹ ɜ ɭɦɨɜɚɯ ɬɪɚɧɫɮɨɪɦɚɰɿʀ ɟɤɨɧɨɦɿɤɢ ɍɤɪɚʀɧɢ. Ȳʀ ɧɚɥɟɠɧɢɣ ɪɨɡɜɢɬɨɤ ɿ 
ɡɚɫɬɨɫɭɜɚɧɧɹ ɞɨɡɜɨɥɹɸɬь ɤɨɦɩɚɧɿɹɦ ɡɦɿɰɧɸɜɚɬɢ ɫɜɨʀ ɤɨɧɤɭɪɟɧɬɧɿ ɩɨɡɢɰɿʀ, ɩɿɞɜɢɳɭɜɚɬɢ 
ɤɚɩɿɬɚɥɿɡɚɰɿɸ ɬɚ ɜɚɪɬɿɫɬь ɚɤɬɢɜɿɜ (ɬɚɛɥ. 1). 

 
Ɍɚɛɥɢɰɹ 1  Ɋɨɥь ɦɚɪɤɟɬɢɧɝɭ ɜ ɭɩɪɚɜɥɿɧɧɿ ɟɮɟɤɬɢɜɧɿɫɬɸ ɩɿɞɩɪɢєɦɫɬɜɚ 

Ɏɭɧɤɰɿɹ ɦɚɪɤɟɬɢɧɝɭ Ɂɦɿɫɬ ȼɩɥɢɜ ɧɚ ɟɮɟɤɬɢɜɧɿɫɬь 
ɩɿɞɩɪɢєɦɫɬɜɚ 

Ɉɪɿєɧɬɚɰɿɹ ɧɚ 
ɫɩɨɠɢɜɚɱɚ 

ȼɢɜɱɟɧɧɹ ɩɨɬɪɟɛ, ɮɨɪɦɭɜɚɧɧɹ 
ɰɿɧɧɿɫɧɢɯ ɩɪɨɩɨɡɢɰɿɣ, ɩɿɞɬɪɢɦɤɚ 
ɥɨɹɥьɧɨɫɬɿ ɤɥɿєɧɬɿɜ 

Ɂɛɿɥьɲɟɧɧɹ ɩɪɨɞɚɠɿɜ, 
ɡɧɢɠɟɧɧɹ ɜɢɬɪɚɬ ɧɚ 
ɡɚɥɭɱɟɧɧɹ ɧɨɜɢɯ ɤɥɿєɧɬɿɜ 

ɍɩɪɚɜɥɿɧɧɹ ɩɨɩɢɬɨɦ Ɋɟɝɭɥɸɜɚɧɧɹ ɨɛɫɹɝɭ ɩɨɩɢɬɭ, ɝɧɭɱɤɚ 
ɰɿɧɨɜɚ ɩɨɥɿɬɢɤɚ, ɚɞɚɩɬɚɰɿɹ ɩɪɨɞɭɤɬɿɜ 
ɬɚ ɤɚɧɚɥɿɜ ɡɛɭɬɭ 

Ɉɩɬɢɦɿɡɚɰɿɹ ɞɨɯɨɞɿɜ, 
ɡɦɟɧɲɟɧɧɹ ɪɢɡɢɤɿɜ, ɤɪɚɳɚ 
ɪɟɚɤɰɿɹ ɧɚ ɪɢɧɤɨɜɿ ɡɦɿɧɢ 

Ⱥɧɚɥɿɬɢɱɧɚ ɮɭɧɤɰɿɹ Ɂɛɿɪ ɿ ɚɧɚɥɿɡ ɞɚɧɢɯ ɩɪɨ ɪɢɧɨɤ, 
ɤɥɿєɧɬɿɜ, ɤɨɧɤɭɪɟɧɬɿɜ ɞɥɹ ɩɪɢɣɧɹɬɬɹ 
ɨɛʉɪɭɧɬɨɜɚɧɢɯ ɪɿɲɟɧь 

ɉɿɞɜɢɳɟɧɧɹ ɹɤɨɫɬɿ 
ɭɩɪɚɜɥɿɧɫьɤɢɯ ɪɿɲɟɧь, 
ɫɬɪɚɬɟɝɿɱɧɟ ɩɥɚɧɭɜɚɧɧɹ 

ɉɿɞɜɢɳɟɧɧɹ 
ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧ
ɨɫɬɿ 

Ɏɨɪɦɭɜɚɧɧɹ ɭɧɿɤɚɥьɧɢɯ ɩɟɪɟɜɚɝ, 
ɩɨɡɢɰɿɸɜɚɧɧɹ ɛɪɟɧɞɭ, ɪɨɡɜɢɬɨɤ 
ɿɧɧɨɜɚɰɿɣ 

Ɂɛɿɥьɲɟɧɧɹ ɱɚɫɬɤɢ ɪɢɧɤɭ, 
ɩɨɥɿɩɲɟɧɧɹ ɮɿɧɚɧɫɨɜɢɯ 
ɩɨɤɚɡɧɢɤɿɜ 

ȱɧɧɨɜɚɰɿɣɧɿɫɬь ɿ 
ɚɞɚɩɬɢɜɧɿɫɬь 

ȼɩɪɨɜɚɞɠɟɧɧɹ ɧɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɿ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ, ɲɜɢɞɤɟ 
ɪɟɚɝɭɜɚɧɧɹ ɧɚ ɡɦɿɧɢ 

Ɂɛɟɪɟɠɟɧɧɹ ɚɤɬɭɚɥьɧɨɫɬɿ 
ɛɿɡɧɟɫɭ, ɫɬɿɣɤɿɫɬь ɞɨ 
ɤɪɢɡɨɜɢɯ ɫɢɬɭɚɰɿɣ 

Ⱦɠɟɪɟɥɨ: ɫɮɨɪɦɨɜɚɧɨ ɚɜɬɨɪɨɦ ɧɚ ɨɫɧɨɜɿ [10, c. 50] 
 
ȿɮɟɤɬɢɜɧɟ ɮɭɧɤɰɿɨɧɭɜɚɧɧɹ ɬɚ ɪɨɡɜɢɬɨɤ ɩɿɞɩɪɢєɦɫɬɜ ɜ ɭɦɨɜɚɯ ɤɪɢɡ ɿ ɦɿɧɥɢɜɨʀ 

ɞɢɧɚɦɿɤɢ ɫɭɱɚɫɧɨʀ ɪɢɧɤɨɜɨʀ ɟɤɨɧɨɦɿɤɢ, ɝɥɨɛɚɥɿɡɚɰɿʀ ɬɚ ɡɦɿɧ ɭ ɫɨɰɿɚɥьɧɨ-ɩɨɥɿɬɢɱɧɨɦɭ 
ɫɟɪɟɞɨɜɢɳɿ, ɳɨ ɜɩɥɢɜɚɸɬь ɧɚ ɝɥɨɛɚɥьɧɿ, ɧɚɰɿɨɧɚɥьɧɿ ɬɚ ɦɿɫɰɟɜɿ ɪɢɧɤɢ, ɦɨɠɥɢɜɟ ɥɢɲɟ 
ɱɟɪɟɡ ɩɨɫɬɿɣɧɟ ɨɧɨɜɥɟɧɧɹ ɬɚ ɜɞɨɫɤɨɧɚɥɟɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ. Ɂ ɨɝɥɹɞɭ ɧɚ 
ɬɪɚɧɫɮɨɪɦɚɰɿɸ ɭɤɪɚʀɧɫьɤɨʀ ɟɤɨɧɨɦɿɤɢ ɡɪɨɫɬɚє ɡɧɚɱɭɳɿɫɬь ɟɮɟɤɬɢɜɧɨʀ ɦɚɪɤɟɬɢɧɝɨɜɨʀ 
ɫɬɪɚɬɟɝɿʀ ɬɚ ɚɞɚɩɬɚɰɿʀ ɞɿɹɥьɧɨɫɬɿ ɜɿɬɱɢɡɧɹɧɢɯ ɩɿɞɩɪɢєɦɫɬɜ ɞɨ ɩɨɬɨɱɧɢɯ ɡɦɿɧ. ȼɨɞɧɨɱɚɫ 
ɚɧɚɥɿɡ ɛɿɡɧɟɫ-ɩɪɚɤɬɢɤ ɫɜɿɞɱɢɬь, ɳɨ ɧɢɡɤɚ ɜɚɠɥɢɜɢɯ ɚɫɩɟɤɬɿɜ ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɞɿɹɥьɧɨɫɬɿ 
ɜɫɟ ɳɟ ɧɟɞɨɫɬɚɬɧьɨ ɜɢɫɜɿɬɥɟɧɿ ɜ ɧɚɭɤɨɜɢɯ ɞɨɫɥɿɞɠɟɧɧɹɯ ɹɤ ɭɤɪɚʀɧɫьɤɢɯ, ɬɚɤ ɿ 
ɡɚɪɭɛɿɠɧɢɯ ɭɱɟɧɢɯ. 

ȼɿɞɯɿɞ ɜɿɞ ɮɿɤɫɨɜɚɧɨɝɨ ɩɥɚɧɭɜɚɧɧɹ ɞɨ ɦɟɯɚɧɿɡɦɭ ɝɧɭɱɤɨʀ ɜɡɚєɦɨɞɿʀ ɩɿɞɪɨɡɞɿɥɿɜ 
ɫɩɪɢɹє ɩɨɤɪɚɳɟɧɧɸ ɨɩɟɪɚɰɿɣɧɨʀ ɟɮɟɤɬɢɜɧɨɫɬɿ ɞɥɹ ɞɨɫɹɝɧɟɧɧɹ ɩɨɫɬɚɜɥɟɧɢɯ ɡɚɜɞɚɧь, 
ɡɚɜɞɹɤɢ ɨɩɟɪɚɬɢɜɧɨɦɭ ɪɟɚɝɭɜɚɧɧɸ ɧɚ ɪɢɧɤɨɜɿ ɤɨɥɢɜɚɧɧɹ, ɨɩɬɢɦɿɡɚɰɿʀ ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɪɟɫɭɪɫɿɜ ɬɚ ɦɿɧɿɦɿɡɚɰɿʀ ɡɛɢɬɤɿɜ ɜɿɞ ɧɟɩɟɪɟɞɛɚɱɭɜɚɧɢɯ ɡɨɜɧɿɲɧɿɯ ɜɩɥɢɜɿɜ. 
Ȼɚɝɚɬɨɤɚɧɚɥьɧɿɫɬь ɬɚ ɰɢɮɪɨɜɿɡɚɰɿɹ ɤɨɦɭɧɿɤɚɰɿɣ ɜɢɫɬɭɩɚɸɬь ɿɧɫɬɪɭɦɟɧɬɚɫɦ ɞɥɹ 
ɨɩɟɪɚɬɢɜɧɨɝɨ ɩɟɪɟɧɚɥɚɲɬɭɜɚɧɧɹ ɤɨɦɭɧɿɤɚɰɿɣɧɢɯ ɤɚɧɚɥɿɜ ɬɚ ɤɨɪɢɝɭɜɚɧɧɹ ɛɸɞɠɟɬɿɜ. 
Ɍɚɤɢɦ ɱɢɧɨɦ, ɚɞɚɩɬɢɜɧɚ ɦɚɪɤɟɬɢɧɝɨɜɚ ɫɬɪɚɬɟɝɿɹ ɫɬɚє ɧɟɜɿɞ'єɦɧɨɸ ɫɤɥɚɞɨɜɨɸ ɫɢɫɬɟɦɢ 
ɫɬɪɚɬɟɝɿɱɧɨɝɨ ɦɟɧɟɞɠɦɟɧɬɭ, ɨɫɤɿɥьɤɢ ɡɚɛɟɡɩɟɱɭє ɞɢɧɚɦɿɱɧɟ ɩɨєɞɧɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɪɟɫɭɪɫɿɜ ɡ ɞɨɜɝɨɫɬɪɨɤɨɜɢɦɢ ɰɿɥɹɦɢ ɩɿɞɩɪɢєɦɫɬɜɚ. 

ɋɭɬɧɿɫɬь ɚɞɚɩɬɢɜɧɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɦɚɪɤɟɬɢɧɝɭ ɩɨɥɹɝɚє ɭ ɡɚɫɬɨɫɭɜɚɧɧɿ ɬɢɯ 
ɦɟɬɨɞɿɜ, ɳɨ ɝɚɪɚɧɬɭɸɬь ɝɧɭɱɤɟ ɩɥɚɧɭɜɚɧɧɹ, ɨɩɟɪɚɬɢɜɧɢɣ ɡɜɨɪɨɬɧɢɣ ɡɜ'ɹɡɨɤ ɡ ɰɿɥьɨɜɨɸ 
ɝɪɭɩɨɸ, ɲɜɢɞɤɟ ɩɪɢɣɧɹɬɬɹ ɪɿɲɟɧь ɧɚ ɨɫɧɨɜɿ ɚɤɬɭɚɥьɧɢɯ ɞɚɧɢɯ, ɬɚ ɡɞɚɬɧɿɫɬь ɲɜɢɞɤɨ 
ɦɨɞɢɮɿɤɭɜɚɬɢ ɦɚɪɤɟɬɢɧɝɨɜɭ ɫɬɪɚɬɟɝɿɸ, ɧɟ ɜɬɪɚɱɚɸɱɢ ɟɮɟɤɬɢɜɧɨɫɬɿ (ɬɚɛɥ. 2). 
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Ɍɚɛɥɢɰɹ 2  Ʉɥɚɫɢɮɿɤɚɰɿɹ ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ 
Ʉɪɢɬɟɪɿɣ 

ɤɥɚɫɢɮɿɤɚɰɿʀ 
Ƚɪɭɩɚ 

ɿɧɫɬɪɭɦɟɧɬɿɜ 
ɉɪɢɤɥɚɞɢ ɿɧɫɬɪɭɦɟɧɬɿɜ ɉɪɢɡɧɚɱɟɧɧɹ 

Ɂɚ ɧɚɩɪɹɦɨɦ ɞɿʀ Ⱦɨ ɫɩɨɠɢɜɚɱɚ CRM-ɫɢɫɬɟɦɢ, ɱɚɬ-ɛɨɬɢ, 
ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɣ ОЦКТХ-
ɦɚɪɤɟɬɢɧɝ 

ɉɨɛɭɞɨɜɚ ɥɨɹɥьɧɨɫɬɿ, 
ɩɟɪɫɨɧɿɮɿɤɚɰɿɹ 
ɩɪɨɩɨɡɢɰɿɣ 

Ⱦɨ ɪɢɧɤɭ Ƚɧɭɱɤɟ ɰɿɧɨɭɬɜɨɪɟɧɧɹ, 
ɤɨɧɤɭɪɟɧɬɧɢɣ ɚɧɚɥɿɡ, 
ɥɨɤɚɥьɧɿ ɤɚɦɩɚɧɿʀ 

Ⱥɞɚɩɬɚɰɿɹ ɞɨ ɪɢɧɤɨɜɨʀ 
ɤɨɧ’ɸɧɤɬɭɪɢ 

Ⱦɨ ɬɟɯɧɨɥɨɝɿɣ BТР DКtК, ɚɧɚɥɿɬɢɤɚ, SККS-
ɪɿɲɟɧɧɹ, ɬɚɪɝɟɬɨɜɚɧɚ 
ɪɟɤɥɚɦɚ 

ɉɪɨɝɧɨɡɭɜɚɧɧɹ, 
ɚɜɬɨɦɚɬɢɡɚɰɿɹ, 
ɨɩɬɢɦɿɡɚɰɿɹ ɤɚɧɚɥɿɜ 

Ɂɚ ɪɿɜɧɟɦ 
ɜɩɥɢɜɭ 

Ɉɩɟɪɚɰɿɣɧɿ SMM, ɤɨɧɬɟɧɬ-ɦɚɪɤɟɬɢɧɝ, 
A/B ɬɟɫɬɭɜɚɧɧɹ 

ɉɨɬɨɱɧɟ ɪɟɚɝɭɜɚɧɧɹ ɧɚ 
ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɚ 

Ɍɚɤɬɢɱɧɿ ɉɟɪɟɨɪɿєɧɬɚɰɿɹ ɤɚɧɚɥɿɜ 
ɡɛɭɬɭ, ɫɟɝɦɟɧɬɚɰɿɹ ɪɢɧɤɭ 

Ʉɨɪɨɬɤɨɫɬɪɨɤɨɜɚ 
ɚɞɚɩɬɚɰɿɹ ɫɬɪɚɬɟɝɿʀ 

ɋɬɪɚɬɟɝɿɱɧɿ ɐɢɮɪɨɜɚ ɬɪɚɧɫɮɨɪɦɚɰɿɹ, 
ɪɨɡɜɢɬɨɤ ɧɨɜɢɯ ɩɪɨɞɭɤɬɿɜ, 
ɪɟɛɪɟɧɞɢɧɝ 

Ⱦɨɜɝɨɫɬɪɨɤɨɜɚ ɚɞɚɩɬɚɰɿɹ 
ɞɨ ɡɦɿɧ ɫɟɪɟɞɨɜɢɳɚ 

Ɂɚ ɬɟɯɧɨɥɨɝɿɱ 
ɧɢɦ ɪɿɜɧɟɦ 

Ɍɪɚɞɢɰɿɣɧɿ SWOT-ɚɧɚɥɿɡ, ɚɧɤɟɬɭɜɚɧɧɹ, 
ɮɨɤɭɫ-ɝɪɭɩɢ 

Ɇɚɪɤɟɬɢɧɝɨɜɿ 
ɞɨɫɥɿɞɠɟɧɧɹ ɡ ɝɧɭɱɤɨɸ 
ɿɧɬɟɪɩɪɟɬɚɰɿєɸ 

ɐɢɮɪɨɜɿ Google Ads, Facebook Ads, 
SEO, Google Analytics 

ɐɢɮɪɨɜɚ ɚɧɚɥɿɬɢɤɚ ɿ 
ɩɪɨɫɭɜɚɧɧɹ 

ȱɧɧɨɜɚɰɿɣɧɿ AI-ɿɧɫɬɪɭɦɟɧɬɢ, 
ɧɟɣɪɨɦɚɪɤɟɬɢɧɝ, AR/VR 

ɉɨɛɭɞɨɜɚ ɿɧɧɨɜɚɰɿɣɧɨɝɨ 
ɞɨɫɜɿɞɭ ɜɡɚєɦɨɞɿʀ 

Ⱦɠɟɪɟɥɨ: ɫɮɨɪɦɨɜɚɧɨ ɚɜɬɨɪɨɦ ɧɚ ɨɫɧɨɜɿ [11, c. 36; 12, c. 9] 
 
ɍ ɩɨɫɬɤɪɢɡɨɜɿɣ ɍɤɪɚʀɧɿ ɫɚɦɟ ɚɞɚɩɬɢɜɧɿɫɬь ɦɚɪɤɟɬɢɧɝɭ ɦɨɠɟ ɫɬɚɬɢ ɜɢɪɿɲɚɥьɧɢɦ 

ɮɚɤɬɨɪɨɦ ɜɢɠɢɜɚɧɧɹ ɬɚ ɦɚɣɛɭɬɧьɨɝɨ ɡɪɨɫɬɚɧɧɹ ɩɿɞɩɪɢєɦɫɬɜ. ɉɿɞɩɪɢєɦɫɬɜɨ, ɹɤ ɨɛ'єɤɬ 
ɭɩɪɚɜɥɿɧɧɹ, ɩɨɫɬɚє ɹɤ ɜɿɞɤɪɢɬɚ ɫɢɫɬɟɦɚ. ȼɿɞɤɪɢɬɿɫɬь ɫɢɫɬɟɦɢ ɫɜɿɞɱɢɬь ɩɪɨ 
ɧɟɦɨɠɥɢɜɿɫɬь ʀʀ ɿɫɧɭɜɚɧɧɹ ɛɟɡ ɡɨɜɧɿɲɧьɨɝɨ ɫɟɪɟɞɨɜɢɳɚ, ɬɨɦɭ ɜɟɥɢɤɨɝɨ ɡɧɚɱɟɧɧɹ 
ɧɚɛɭɜɚє ɜɩɥɢɜ ɡɨɜɧɿɲɧɿɯ ɱɢɧɧɢɤɿɜ ɧɚ ɪɟɡɭɥьɬɚɬɢɜɧɿɫɬь ɞɿɹɥьɧɨɫɬɿ ɩɿɞɩɪɢєɦɫɬɜɚ. ɋɚɦɚ 
ɫɢɫɬɟɦɚ ɩɿɞɩɪɢєɦɫɬɜɚ ɬɚɤɨɠ є ɫɤɥɚɞɧɨɸ ɬɚ ɩɿɞɜɥɚɞɧɚ ɜɩɥɢɜɭ ɱɢɫɥɟɧɧɢɯ ɜɧɭɬɪɿɲɧɿɯ 
ɮɚɤɬɨɪɿɜ, ɤɨɬɪɿ, ɭ ɫɜɨɸ ɱɟɪɝɭ, ɜɩɥɢɜɚɸɬь ɧɚ ɟɮɟɤɬɢɜɧɿɫɬь. Ⱦɨ ɬɨɝɨ ɠ, ɩɢɬɚɧɧɹ 
ɜɢɦɿɪɸɜɚɧɧɹ, ɩɥɚɧɭɜɚɧɧɹ, ɤɨɧɬɪɨɥɸ ɬɚ ɚɧɚɥɿɡɭ ɟɮɟɤɬɢɜɧɨɫɬɿ є ɜɚɠɥɢɜɢɦɢ ɞɥɹ 
ɩɪɢɣɧɹɬɬɹ ɨɛʉɪɭɧɬɨɜɚɧɢɯ ɭɩɪɚɜɥɿɧɫьɤɢɯ ɪɿɲɟɧь.  

Ⱥɞɚɩɬɢɜɧɢɣ ɦɚɪɤɟɬɢɧɝ ɩɟɪɟɞɛɚɱɚє ɝɧɭɱɤɟ ɤɨɪɢɝɭɜɚɧɧɹ ɫɬɪɚɬɟɝɿʀ ɩɪɨɫɭɜɚɧɧɹ, 
ɰɿɧɨɜɨʀ ɩɨɥɿɬɢɤɢ ɬɚ ɤɚɧɚɥɿɜ ɤɨɦɭɧɿɤɚɰɿʀ. Ɉɞɧɢɦ ɿɡ ɤɥɸɱɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɭ ɰьɨɦɭ 
ɩɿɞɯɨɞɿ є ɬɚɪɝɟɬɨɜɚɧɚ ɪɟɤɥɚɦɚ. Ɍɚɪɝɟɬɨɜɚɧɚ ɪɟɤɥɚɦɚ ɡɚɛɟɡɩɟɱɭє: ɨɩɬɢɦɿɡɚɰɿɸ 
ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɛɸɞɠɟɬɭ, ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɤɨɦɭɧɿɤɚɰɿɣ, ɲɜɢɞɤɟ ɪɟɚɝɭɜɚɧɧɹ ɧɚ 
ɪɢɧɤɨɜɿ ɡɦɿɧɢ, ɚɧɚɥɿɬɢɱɧɭ ɩɪɨɡɨɪɿɫɬь. 

Ⱦɥɹ ɤɪɚɳɨɝɨ ɪɨɡɭɦɿɧɧɹ ɬɨɝɨ, ɹɤ ɦɚɪɤɟɬɢɧɝɨɜɿ ɩɪɨɰɟɫɢ ɜɩɥɢɜɚɸɬь ɧɚ ɪɟɡɭɥьɬɚɬɢ 
ɤɨɦɩɚɧɿʀ, ɩɨɞɚɧɨ ɞɟɬɚɥьɧɭ ɝɪɚɮɿɱɧɭ ɦɨɞɟɥь, ɹɤɚ ɿɥɸɫɬɪɭє ɥɨɝɿɤɭ ɬɚ ɩɨɫɥɿɞɨɜɧɿɫɬь 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɩɪɨɰɟɫɿɜ ɭ ɤɨɧɬɟɤɫɬɿ ɭɩɪɚɜɥɿɧɧɹ ɟɮɟɤɬɢɜɧɿɫɬɸ ɩɿɞɩɪɢєɦɫɬɜɚ (ɪɢɫ. 1). 

Ⱦɚɧɚ ɦɨɞɟɥь ɧɚɨɱɧɨ ɩɨɤɚɡɭє ɝɨɥɨɜɧɿ ɭɩɪɚɜɥɿɧɫьɤɿ ɱɢɧɧɢɤɢ ɦɚɪɤɟɬɢɧɝɭ ɬɚ ʀɯɧɿɣ 
ɜɩɥɢɜ ɧɚ ɡɚɝɚɥьɧɭ ɞɿєɜɿɫɬь ɪɨɛɨɬɢ. ɐɹ ɦɨɞɟɥь ɞɨɩɨɦɚɝɚє ɫɢɫɬɟɦɚɬɢɡɭɜɚɬɢ ɤɥɸɱɨɜɿ 
ɿɧɫɬɪɭɦɟɧɬɢ ɦɚɪɤɟɬɢɧɝɭ, ɞɚɸɱɢ ɡɦɨɝɭ ɱɿɬɤɨ ɛɚɱɢɬɢ ʀɯɧɸ ɜɡɚєɦɨɞɿɸ ɬɚ ɜɢɡɧɚɱɚɬɢ, 
ɧɚɫɤɿɥьɤɢ ɜɚɠɥɢɜɢɦɢ ɜɨɧɢ є ɞɥɹ ɩɿɞɬɪɢɦɤɢ ɮɿɧɚɧɫɨɜɨʀ ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɨɫɬɿ ɿ 
ɫɬɚɛɿɥьɧɨɫɬɿ ɤɨɦɩɚɧɿʀ. 
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Ɋɢɫɭɧɨɤ 1  ɉɿɞɜɢɳɟɧɧɹ ɪɟɡɭɥьɬɚɬɢɜɧɨɫɬɿ ɪɨɛɨɬɢ ɩɿɞɩɪɢєɦɫɬɜɚ ɧɚ ɨɫɧɨɜɿ ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ 

Ⱦɠɟɪɟɥɨ: ɩɨɛɭɞɨɜɚɧɨ ɚɜɬɨɪɨɦ ɧɚ ɨɫɧɨɜɿ [13, c. 5] 
 
Ʉɪɢɡɨɜɿ ɹɜɢɳɚ ɜ ɟɤɨɧɨɦɿɰɿ, ɹɤ ɧɚ ɪɟɝɿɨɧɚɥьɧɨɦɭ, ɬɚɤ ɿ ɧɚ ɫɜɿɬɨɜɨɦɭ ɪɿɜɧɹɯ, 

ɫɭɬɬєɜɨ ɜɩɥɢɜɚɸɬь ɧɚ ɜɫɿ ɫɮɟɪɢ ɞɿɹɥьɧɨɫɬɿ ɩɿɞɩɪɢєɦɫɬɜ, ɡɨɤɪɟɦɚ ɧɚ ɦɚɪɤɟɬɢɧɝ. ɍ 
ɩɟɪɿɨɞɢ ɧɟɫɬɚɛɿɥьɧɨɫɬɿ ɦɚɪɤɟɬɢɧɝ ɫɬɚє ɦɟɧɲ ɩɪɨɝɧɨɡɨɜɚɧɢɦ ɿ ɩɨɬɪɟɛɭє ɲɜɢɞɤɨʀ ɬɚ 
ɝɧɭɱɤɨʀ ɚɞɚɩɬɚɰɿʀ ɞɨ ɡɦɿɧɧɢɯ ɭɦɨɜ. ȼɿɞ ɨɩɟɪɚɬɢɜɧɨɫɬɿ ɬɚ ɝɧɭɱɤɨɫɬɿ ɪɟɚɤɰɿʀ ɤɨɦɩɚɧɿʀ ɧɚ 
ɡɨɜɧɿɲɧɿ ɜɢɤɥɢɤɢ ɛɚɝɚɬɨ ɜ ɱɨɦɭ ɡɚɥɟɠɢɬь ʀʀ ɡɞɚɬɧɿɫɬь ɡɛɟɪɿɝɚɬɢ ɤɨɧɤɭɪɟɧɬɧɿ ɩɨɡɢɰɿʀ ɧɚ 
ɪɢɧɤɭ ɬɚ ɩɿɞɬɪɢɦɭɜɚɬɢ ɮɿɧɚɧɫɨɜɭ ɫɬɚɛɿɥьɧɿɫɬь (ɬɚɛɥ. 3). 

ȿɤɨɧɨɦɿɱɧɟ ɫɬɚɧɨɜɢɳɟ ɜ ɭɦɨɜɚɯ ɩɨɫɬɤɪɢɡɨɜɨɝɨ ɩɟɪɿɨɞɭ ɜɢɦɚɝɚє ɜɿɞ ɤɨɦɩɚɧɿɣ ɧɟ 
ɥɢɲɟ ɲɜɢɞɤɨʀ ɚɞɚɩɬɚɰɿʀ, ɚ ɣ ɿɫɬɨɬɧɨɝɨ ɩɟɪɟɝɥɹɞɭ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ. ɉɨɩɪɢ 
ɡɛɟɪɟɠɟɧɧɹ ɪɨɥɿ ɡɜɢɱɧɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ, ʀɯɧɹ ɟɮɟɤɬɢɜɧɿɫɬь ɩɨɦɿɬɧɨ ɩɚɞɚє ɜ ɭɦɨɜɚɯ 
ɧɟɫɬɚɛɿɥьɧɨɫɬɿ, ɨɛɦɟɠɟɧɢɯ ɪɟɫɭɪɫɿɜ ɿ ɡɦɿɧ ɭ ɫɩɨɠɢɜɱɿɣ ɩɨɜɟɞɿɧɰɿ. ɍ ɬɚɤɨɦɭ ɪɚɡɿ ɫɬɚє 
ɤɥɸɱɨɜɢɦ ɭ ɡɚɫɬɨɫɭɜɚɧɧɿ ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ. 

Ɂɨɜɧɿɲɧє ɫɟɪɟɞɨɜɢɳɟ 

Ɋɢɧɤɨɜɚ ɤɨɧ’ɸɧɤɬɭɪɚ ɉɨɜɟɞɿɧɤɚ ɫɩɨɠɢɜɚɱɿɜ 

Ɇɚɪɤɟɬɢɧɝɨɜɚ ɚɧɚɥɿɬɢɤɚ 

Ɏɨɪɦɭɜɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɫɬɪɚɬɟɝɿʀ 
(ɚɞɚɩɬɢɜɧɨʀ) 

 ɉɪɨɞɭɤɬɨɜɚ ɩɨɥɿɬɢɤɚ ɐɿɧɨɜɚ ɩɨɥɿɬɢɤɚ Ʉɨɦɭɧɿɤɚɰɿɣɧɚ 
ɩɨɥɿɬɢɤɚ 

Ɇɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ 
CRM, Digital, Big DКtК, ɫɨɰɦɟɪɟɠɿ 

Ɋɟɚɥɿɡɚɰɿɹ ɫɬɪɚɬɟɝɿʀ 

ȿɮɟɤɬɢɜɧɿɫɬь ɞɿɹɥьɧɨɫɬɿ ɩɿɞɩɪɢєɦɫɬɜɚ 

Ɏɿɧɚɧɫɨɜɿ 
ɪɟɡɭɥьɬɚɬɢ 

Ʉɨɦɟɪɰɿɣɧɿ 
ɩɨɤɚɡɧɢɤɢ 

Ɉɪɝɚɧɿɡɚɰɿɣɧɿ 
ɡɦɿɧɢ 
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Ɍɚɛɥɢɰɹ 3  ȼɩɥɢɜ ɤɪɢɡɨɜɢɯ ɮɚɤɬɨɪɿɜ ɧɚ ɦɚɪɤɟɬɢɧɝɨɜɭ ɞɿɹɥьɧɿɫɬь ɩɿɞɩɪɢєɦɫɬɜ 
Ʉɪɢɡɨɜɢɣ ɮɚɤɬɨɪ ɉɪɨɹɜ ȼɩɥɢɜ ɧɚ ɦɚɪɤɟɬɢɧɝ 
Ɂɧɢɠɟɧɧɹ 
ɤɭɩɿɜɟɥьɧɨʀ 
ɫɩɪɨɦɨɠɧɨɫɬɿ 

Ɂɦɟɧɲɟɧɧɹ ɞɨɯɨɞɿɜ 
ɧɚɫɟɥɟɧɧɹ, ɫɤɨɪɨɱɟɧɧɹ 
ɫɩɨɠɢɜɱɨɝɨ ɩɨɩɢɬɭ 

Ɂɨɫɟɪɟɞɠɟɧɧɹ ɧɚ ɛɸɞɠɟɬɧɢɯ 
ɩɪɨɩɨɡɢɰɿɹɯ, ɚɤɰɟɧɬ ɧɚ ɱɭɬɥɢɜɨɫɬɿ 
ɞɨ ɰɿɧ, ɤɨɪɢɝɭɜɚɧɧɹ ɰɿɥьɨɜɢɯ 
ɫɟɝɦɟɧɬɿɜ. 

ɇɟɫɬɚɛɿɥьɧɿɫɬь 
ɪɢɧɤɭ 

Ʉɨɥɢɜɚɧɧɹ ɰɿɧ, 
ɩɨɪɭɲɟɧɧɹ ɥɨɝɿɫɬɢɤɢ, 
ɞɟɮɿɰɢɬ ɬɨɜɚɪɿɜ 

Ɋɟɫɬɪɭɤɬɭɪɢɡɚɰɿɹ ɚɫɨɪɬɢɦɟɧɬɭ, 
ɚɞɚɩɬɚɰɿɹ ɩɨɫɬɚɜɨɤ, ɩɟɪɟɝɥɹɞ 
ɤɚɧɚɥɿɜ ɡɛɭɬɭ. 

Ɂɦɿɧɚ ɫɩɨɠɢɜɱɨʀ 
ɩɨɜɟɞɿɧɤɢ 

ȼɿɞɦɨɜɚ ɜɿɞ 
ɿɦɩɭɥьɫɢɜɧɢɯ ɩɨɤɭɩɨɤ, 
ɨɧɥɚɣɧ-ɨɪɿєɧɬɨɜɚɧɿɫɬь 

ɉɿɞɫɢɥɟɧɧɹ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, 
ɨɦɧɿɤɚɧɚɥьɧɿɫɬь, ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ 
ɩɪɨɩɨɡɢɰɿʀ 

ɋɤɨɪɨɱɟɧɧɹ 
ɛɸɞɠɟɬɿɜ 
ɩɿɞɩɪɢєɦɫɬɜ 

Ɂɧɢɠɟɧɧɹ ɜɢɬɪɚɬ ɧɚ 
ɪɟɤɥɚɦɭ ɬɚ ɞɨɫɥɿɞɠɟɧɧɹ 

ɉɟɪɟɯɿɞ ɞɨ ɛɸɞɠɟɬɧɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ 
(SMM, email-ɦɚɪɤɟɬɢɧɝ), 
ɨɩɬɢɦɿɡɚɰɿɹ ɜɢɬɪɚɬ. 

ɉɫɢɯɨɟɦɨɰɿɣɧɚ 
ɧɟɫɬɚɛɿɥьɧɿɫɬь 
ɫɩɨɠɢɜɚɱɿɜ 

ɇɟɞɨɜɿɪɚ, ɫɬɪɟɫ, ɩɨɬɪɟɛɚ 
ɭ ɛɟɡɩɟɰɿ ɬɚ ɩɿɞɬɪɢɦɰɿ 

ȿɬɢɱɧɚ ɤɨɦɭɧɿɤɚɰɿɹ, ɤɨɧɬɟɧɬ ɡ 
ɟɦɩɚɬɿєɸ, ɤɨɪɩɨɪɚɬɢɜɧɚ ɫɨɰɿɚɥьɧɚ 
ɜɿɞɩɨɜɿɞɚɥьɧɿɫɬь 

Ɂɪɨɫɬɚɧɧɹ 
ɤɨɧɤɭɪɟɧɰɿʀ 

ɇɚɫɢɱɟɧɧɹ ɪɢɧɤɭ ɡɚ ɭɦɨɜ 
ɫɤɨɪɨɱɟɧɧɹ ɩɨɩɢɬɭ 

Ɂɨɫɟɪɟɞɠɟɧɧɹ ɧɚ ɭɧɿɤɚɥьɧɿɣ 
ɬɨɪɝɨɜɿɣ ɩɪɨɩɨɡɢɰɿʀ (ɍɌɉ) 

Ⱦɠɟɪɟɥɨ: ɫɮɨɪɦɨɜɚɧɨ ɚɜɬɨɪɨɦ ɧɚ ɨɫɧɨɜɿ Д14, c. 25; 15, ɫ. 16Ж 
 
ȼɨɧɢ ɧɚɞɚɸɬь ɛɿɡɧɟɫɭ ɦɨɠɥɢɜɿɫɬь ɧɟ ɬɿɥьɤɢ ɜɬɪɢɦɭɜɚɬɢ ɩɨɡɢɰɿʀ ɜ ɤɨɧɤɭɪɟɧɬɧɿɣ 

ɛɨɪɨɬьɛɿ, ɚɥɟ ɣ ɡɪɨɫɬɚɬɢ, ɨɩɟɪɚɬɢɜɧɨ ɩɪɢɫɬɨɫɨɜɭɸɱɢɫь ɞɨ ɡɦɿɧ (ɬɚɛɥ. 4). 
 
Ɍɚɛɥɢɰɹ 4  Ɉɫɨɛɥɢɜɨɫɬɿ ɜɢɤɨɪɢɫɬɚɧɧɹ ɬɪɚɞɢɰɿɣɧɢɯ ɿ ɚɞɚɩɬɢɜɧɢɯ 

ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɭ ɩɨɫɬɤɪɢɡɨɜɢɣ ɩɟɪɿɨɞ 
Ʉɚɬɟɝɨɪɿɹ Ɍɪɚɞɢɰɿɣɧɿ 

ɿɧɫɬɪɭɦɟɧɬɢ 
Ⱥɞɚɩɬɢɜɧɿ ɿɧɫɬɪɭɦɟɧɬɢ 

(ɩɨɫɬɤɪɢɡɨɜɿ) 
ɉɟɪɟɜɚɝɢ ɚɞɚɩɬɢɜɧɨɝɨ 

ɩɿɞɯɨɞɭ 
Ʉɨɦɭɧɿɤɚɰɿʀ ɡ 
ɤɥɿєɧɬɚɦɢ 

Ɍɟɥɟɛɚɱɟɧɧɹ, 
ɪɚɞɿɨ, ɞɪɭɤɨɜɚɧɿ 
ɁɆȱ 

ɋɨɰɦɟɪɟɠɿ, ɦɟɫɟɧɞɠɟɪɢ, 
ɱɚɬ-ɛɨɬɢ, ОЦКТХ-ɪɨɡɫɢɥɤɢ 

ɒɜɢɞɤɿɫɬь, 
ɩɟɪɫɨɧɚɥɿɡɚɰɿɹ, ɧɢɡьɤɿ 
ɜɢɬɪɚɬɢ 

Ɋɟɤɥɚɦɧɿ 
ɤɚɦɩɚɧɿʀ 

Ɇɚɫɨɜɚ ɪɟɤɥɚɦɚ, 
ɛɿɥɛɨɪɞɢ 

Ɍɚɪɝɟɬɨɜɚɧɚ ɪɟɤɥɚɦɚ ɜ 
ɫɨɰɦɟɪɟɠɚɯ, ɤɨɧɬɟɧɬ-
ɦɚɪɤɟɬɢɧɝ 

ȼɢɫɨɤɚ ɬɨɱɧɿɫɬь 
ɨɯɨɩɥɟɧɧɹ 

ɐɿɧɨɭɬɜɨɪɟɧɧɹ Ɏɿɤɫɨɜɚɧɚ ɰɿɧɨɜɚ 
ɩɨɥɿɬɢɤɚ 

Ⱦɢɧɚɦɿɱɧɟ ɰɿɧɨɭɬɜɨɪɟɧɧɹ, 
ɝɧɭɱɤɿ ɡɧɢɠɤɢ 

Ƚɧɭɱɤɚ ɪɟɚɤɰɿɹ ɧɚ 
ɡɦɿɧɭ ɩɨɩɢɬɭ 

ɉɪɨɞɚɠɿ ɬɚ 
ɞɢɫɬɪɢɛɭɰɿɹ 

Ɍɪɚɞɢɰɿɣɧɿ ɬɨɱɤɢ 
ɨɮɥɚɣɧ-ɩɪɨɞɚɠɿ 

E-МШЦЦОrМО, ɦɚɪɤɟɬɩɥɟɣɫɢ, 
ɨɦɧɿɤɚɧɚɥьɧɿ ɦɨɞɟɥɿ 

ɒɢɪɲɟ ɨɯɨɩɥɟɧɧɹ, 
ɡɪɭɱɧɿɫɬь ɞɥɹ ɤɥɿєɧɬɚ 

Ⱥɧɚɥɿɡ ɿ 
ɞɨɫɥɿɞɠɟɧɧɹ 

Ɉɩɢɬɭɜɚɧɧɹ, 
ɮɨɤɭɫ-ɝɪɭɩɢ 

Big Data, Google Analytics, 
ɫɨɰɿɚɥьɧɚ ɚɧɚɥɿɬɢɤɚ 

Ⱥɤɬɭɚɥьɧɿɫɬь ɞɚɧɢɯ, 
ɝɥɢɛɢɧɚ ɪɨɡɭɦɿɧɧɹ 
ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ 

Ɋɨɛɨɬɚ ɡ 
ɤɥɿєɧɬɚɦɢ 
(CRM) 

Ɍɟɥɟɮɨɧɧɿ 
ɞɡɜɿɧɤɢ, ɩɚɩɟɪɨɜɿ 
ɚɧɤɟɬɢ 

CRM-ɫɢɫɬɟɦɢ, ОЦКТХ-
ɥɚɧɰɸɝɢ, ɬɪɢɝɟɪɧɢɣ 
ɦɚɪɤɟɬɢɧɝ 

ɉɿɞɜɢɳɟɧɧɹ 
ɥɨɹɥьɧɨɫɬɿ, 
ɩɟɪɫɨɧɚɥьɧɢɣ ɩɿɞɯɿɞ 

ɉɨɡɢɰɿɨɧɭɜɚɧɧɹ 
ɛɪɟɧɞɭ 

Ɂɚɝɚɥьɧɚ ɪɟɤɥɚɦɚ, 
ɚɤɰɟɧɬ ɧɚ ɩɪɨɞɭɤɬ 

ɋɨɰɿɚɥьɧɚ 
ɜɿɞɩɨɜɿɞɚɥьɧɿɫɬь, ɿɫɬɨɪɿʀ 
ɛɪɟɧɞɭ, ɟɦɨɰɿɣɧɢɣ ɡɜ’ɹɡɨɤ 

ɉɨɛɭɞɨɜɚ ɞɨɜɿɪɢ,  
ɩɪɢɜ’ɹɡɚɧɿɫɬь 
ɫɩɨɠɢɜɚɱɚ 

Ⱦɠɟɪɟɥɨ: ɫɮɨɪɦɨɜɚɧɨ ɚɜɬɨɪɨɦ ɧɚ ɨɫɧɨɜɿ [16, c. 128]  
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ɘ. ɋ. ɒɢɩɭɥɿɧɚ. Ⱥɞɚɩɬɢɜɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ ɞɥɹ ɭɩɪɚɜɥɿɧɧɹ 
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Ʉɨɦɩɚɧɿʀ, ɹɤɿ ɨɩɟɪɚɬɢɜɧɨ ɨɧɨɜɢɥɢ ɫɜɨʀ ɦɚɪɤɟɬɢɧɝɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ, ɚɤɬɢɜɧɨ 
ɜɢɤɨɪɢɫɬɨɜɭɸɱɢ НТРТtКХ-ɩɥɚɬɮɨɪɦɢ, ɚɧɚɥɿɬɢɤɭ, ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɣ ɩɿɞɯɿɞ ɬɚ ɤɨɧɬɟɧɬ-
ɦɚɪɤɟɬɢɧɝ, ɡɚɣɦɚɸɬь ɛɿɥьɲ ɫɬɿɣɤɿ ɩɨɡɢɰɿʀ ɧɚ ɪɢɧɤɭ. ɋɚɦɟ ɬɚɤɿ ɦɟɬɨɞɢ ɮɨɪɦɭɸɬь ɨɫɧɨɜɭ 
ɫɭɱɚɫɧɨʀ ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɩɪɚɤɬɢɤɢ ɜ ɩɪɨɰɟɫɿ ɜɿɞɧɨɜɥɟɧɧɹ ɟɤɨɧɨɦɿɤɢ ɍɤɪɚʀɧɢ Д17Ж. 

Ɉɪɿєɧɬɨɜɧɿ ɩɨɤɚɡɧɢɤɢ ɤɥɸɱɨɜɢɯ ɩɨɤɚɡɧɢɤɿɜ ɟɮɟɤɬɢɜɧɨɫɬɿ (KPI) ɞɥɹ ɨɰɿɧɤɢ 
ɜɩɪɨɜɚɞɠɟɧɧɹ ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɪɿɲɟɧь ɧɚ ɭɤɪɚʀɧɫьɤɢɯ ɩɿɞɩɪɢєɦɫɬɜɚɯ 
ɧɚɜɟɞɟɧɿ ɭ ɬɚɛɥ. 5. 

 
Ɍɚɛɥɢɰɹ 5  KPI ɨɰɿɧɤɢ ɟɮɟɤɬɢɜɧɨɫɬɿ ɜɩɪɨɜɚɞɠɟɧɧɹ ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 

ɿɧɫɬɪɭɦɟɧɬɿɜ 
ɉɨɤɚɡɧɢɤ (KPI) Ɂɦɿɫɬ ɋɟɪɟɞɧє 

ɡɧɚɱɟɧɧɹ ɞɨ 
ɜɩɪɨɜɚɞɠɟɧɧɹ 

ɋɟɪɟɞɧє 
ɡɧɚɱɟɧɧɹ ɩɿɫɥɹ 
ɜɩɪɨɜɚɞɠɟɧɧɹ 

RЇI ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɤɚɦɩɚɧɿɣ 

ɉɨɜɟɪɧɟɧɧɹ ɿɧɜɟɫɬɢɰɿɣ ɭ 
ɦɚɪɤɟɬɢɧɝ 

1,4–1,6 2,1–2,8 

Ʉɨɧɜɟɪɫɿɹ ɡ 
ɪɟɤɥɚɦɧɢɯ ɤɚɧɚɥɿɜ 

ɑɚɫɬɤɚ ɰɿɥьɨɜɢɯ ɞɿɣ ɜɿɞ ɭɫɿɯ 
ɜɡɚєɦɨɞɿɣ 

1,5–2,0% 2,9–3,5% 

Ʉɨɟɮɿɰɿєɧɬ 
ɭɬɪɢɦɚɧɧɹ ɤɥɿєɧɬɿɜ 
(CRR) 

ɑɚɫɬɤɚ ɤɥɿєɧɬɿɜ, ɹɤɿ ɡɞɿɣɫɧɸɸɬь 
ɩɨɜɬɨɪɧɿ ɩɨɤɭɩɤɢ 

60–65% 75–85% 

ɋɟɪɟɞɧɿɣ ɱɟɤ ɋɟɪɟɞɧɿɣ ɨɛɫɹɝ ɨɞɧɿєʀ ɩɨɤɭɩɤɢ 700–750 ɝɪɧ 800–850 ɝɪɧ 
ȼɚɪɬɿɫɬь ɡɚɥɭɱɟɧɧɹ 
ɤɥɿєɧɬɚ (CAC) 

ɋɟɪɟɞɧɿ ɜɢɬɪɚɬɢ ɧɚ ɡɚɥɭɱɟɧɧɹ 
ɨɞɧɨɝɨ ɤɥɿєɧɬɚ 

150–200 ɝɪɧ 120–160 ɝɪɧ 

ɑɚɫɬɤɚ ɨɧɥɚɣɧ-
ɩɪɨɞɚɠɿɜ 

ɉɢɬɨɦɚ ɜɚɝɚ ɟɥɟɤɬɪɨɧɧɨʀ ɤɨɦɟɪɰɿʀ 
ɜ ɡɚɝɚɥьɧɨɦɭ ɨɛɫɹɡɿ ɩɪɨɞɚɠɿɜ 

25–35% 40–55% 

Ɋɿɜɟɧь ɡɚɞɨɜɨɥɟɧɨɫɬɿ 
ɤɥɿєɧɬɿɜ (CSAT) 

Ɉɰɿɧɤɚ ɹɤɨɫɬɿ ɜɡɚєɦɨɞɿʀ ɬɚ ɫɟɪɜɿɫɭ 
ɤɥɿєɧɬɨɦ (ɡɚ ɲɤɚɥɨɸ ɜɿɞ 1 ɞɨ 10) 

6,5–7,0 8,0–9,0 

ɑɚɫ ɪɟɚɝɭɜɚɧɧɹ ɧɚ 
ɡɚɩɢɬ ɤɥɿєɧɬɚ 

ɋɟɪɟɞɧɿɣ ɱɚɫ ɜɿɞɩɨɜɿɞɿ ɫɥɭɠɛɢ 
ɩɿɞɬɪɢɦɤɢ ɚɛɨ ɦɚɪɤɟɬɢɧɝɨɜɨʀ 
ɤɨɦɭɧɿɤɚɰɿʀ 

4–6 ɝɨɞɢɧ 30–60 ɯɜɢɥɢɧ 

Ⱦɠɟɪɟɥɨ: ɚɜɬɨɪɫьɤɚ ɪɨɡɪɨɛɤɚ  
 
ɋɟɪɟɞɨɜɢɳɟ, ɭ ɹɤɨɦɭ ɮɭɧɤɰɿɨɧɭɸɬь ɩɿɞɩɪɢєɦɫɬɜ, ɜɢɪɿɡɧɹєɬьɫɹ ɜɢɫɨɤɢɦ ɪɿɜɧɟɦ 

ɧɟɜɢɡɧɚɱɟɧɨɫɬɿ, ɳɨ ɫɩɪɢɱɢɧɹєɬьɫɹ ɪɹɞɨɦ ɮɚɤɬɨɪɿɜ - ɩɚɞɿɧɧɹɦ ɤɭɩɿɜɟɥьɧɨʀ 
ɫɩɪɨɦɨɠɧɨɫɬɿ ɧɚɫɟɥɟɧɧɹ, ɡɛɨɹɦɢ ɜ ɥɨɝɿɫɬɢɰɿ, ɚ ɬɚɤɨɠ ɡɦɿɧɨɸ ɫɩɨɠɢɜɱɢɯ ɫɦɚɤɿɜ ɬɚ 
ɩɨɬɪɟɛ. Ɂɚ ɬɚɤɢɯ ɨɛɫɬɚɜɢɧ ɡɪɨɫɬɚє ɚɤɬɭɚɥьɧɿɫɬь ɜɩɪɨɜɚɞɠɟɧɧɹ ɫɢɫɬɟɦɢ ɚɞɚɩɬɢɜɧɨɝɨ 
ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɭɩɪɚɜɥɿɧɧɹ, ɹɤɚ ɞɨɡɜɨɥɹє ɤɨɦɩɚɧɿɹɦ ɨɩɟɪɚɬɢɜɧɨ ɪɟɚɝɭɜɚɬɢ ɧɚ ɡɨɜɧɿɲɧɿ 
ɜɢɤɥɢɤɢ, ɜɢɛɭɞɨɜɭɜɚɬɢ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɭ ɜɡɚєɦɨɞɿɸ ɡ ɤɥɿєɧɬɚɦɢ ɬɚ ɪɚɰɿɨɧɚɥьɧɨ 
ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢ ɧɚɹɜɧɿ ɪɟɫɭɪɫɢ. 

ɇɢɧɿ ɚɞɚɩɬɢɜɧɿɫɬь ɭ ɦɚɪɤɟɬɢɧɝɭ - ɰɟ ɧɟ ɩɪɨɫɬɨ ɤɨɧɤɭɪɟɧɬɧɚ ɩɟɪɟɜɚɝɚ, ɚ ɜɚɠɥɢɜɚ 
ɭɦɨɜɚ ɞɥɹ ɫɬɚɛɿɥьɧɨɝɨ ɪɨɡɜɢɬɤɭ ɬɚ ɞɨɜɝɨɬɪɢɜɚɥɨɝɨ ɡɪɨɫɬɚɧɧɹ ɛɿɡɧɟɫɭ. ɋɭɱɚɫɧɿ ɤɨɦɩɚɧɿʀ 
ɜɿɞɱɭɜɚɸɬь ɩɨɬɪɟɛɭ ɜ ɝɧɭɱɤɢɯ, ɲɜɢɞɤɢɯ ɬɚ ɚɧɚɥɿɬɢɱɧɨ ɨɛʉɪɭɧɬɨɜɚɧɢɯ ɪɿɲɟɧɧɹɯ. Ɂ ɰɿєʀ 
ɩɪɢɱɢɧɢ ɜɫɟ ɛɿɥьɲɨɝɨ ɡɧɚɱɟɧɧɹ ɧɚɛɭɜɚє ɫɢɫɬɟɦɚ ɚɞɚɩɬɢɜɧɨɝɨ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ 
ɭɩɪɚɜɥɿɧɧɹ (ɋȺɆɍ), ɹɤɚ ɿɧɬɟɝɪɭє ɰɢɮɪɨɜɿ ɬɟɯɧɨɥɨɝɿʀ, ɿɧɞɢɜɿɞɭɚɥьɧɢɣ ɩɿɞɯɿɞ ɞɨ ɤɥɿєɧɬɚ 
ɬɚ ɚɞɚɩɬɢɜɧɿɫɬь ɭ ɩɪɨɰɟɫɿ ɩɪɢɣɧɹɬɬɹ ɪɿɲɟɧь ɤɟɪɿɜɧɢɰɬɜɨɦ. ɐɹ ɫɢɫɬɟɦɚ ɞɚє ɡɦɨɝɭ 
ɩɿɞɩɪɢєɦɫɬɜɚɦ ɧɟ ɬɿɥьɤɢ ɜɬɪɢɦɭɜɚɬɢ ɫɬɚɛɿɥьɧɿɫɬь, ɚ ɣ ɜɿɞɤɪɢɜɚɬɢ ɧɨɜɿ ɝɨɪɢɡɨɧɬɢ ɞɥɹ 
ɪɨɡɜɢɬɤɭ ɧɚɜɿɬь ɭ ɱɚɫɢ ɧɟɜɢɡɧɚɱɟɧɨɫɬɿ (ɪɢɫ. 2). 
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Ɋɢɫɭɧɨɤ 2  Ʉɥɸɱɨɜɿ ɟɥɟɦɟɧɬɢ ɚɞɚɩɬɢɜɧɨʀ ɫɢɫɬɟɦɢ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɭɩɪɚɜɥɿɧɧɹ 
Ⱦɠɟɪɟɥɨ: ɩɨɛɭɞɨɜɚɧɨ ɚɜɬɨɪɨɦ ɧɚ ɨɫɧɨɜɿ [18, c. 199] 
 
ȿɬɚɩɢ ɫɬɜɨɪɟɧɧɹ ɫɢɫɬɟɦɢ ɚɞɚɩɬɢɜɧɨɝɨ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɭɩɪɚɜɥɿɧɧɹ ɩɨɤɚɡɚɧɨ ɧɚ 

ɪɢɫ. 3. 
 

 
Ɋɢɫɭɧɨɤ 3  ȿɬɚɩɢ ɩɨɛɭɞɨɜɢ ɫɢɫɬɟɦɢ ɚɞɚɩɬɢɜɧɨɝɨ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɭɩɪɚɜɥɿɧɧɹ 

Ⱦɠɟɪɟɥɨ: ɩɨɛɭɞɨɜɚɧɨ ɚɜɬɨɪɨɦ ɧɚ ɨɫɧɨɜɿ [19, c. 109] 

Ⱥɧɚɥɿɡ ɫɟɪɟɞɨɜɢɳɚ ɬɚ 
ɜɢɹɜɥɟɧɧɹ ɡɦɿɧ 

Ⱦɨɫɥɿɞɠɟɧɧɹ ɦɚɤɪɨ- ɬɚ ɦɿɤɪɨɬɟɧɞɟɧɰɿɣ, ɧɨɜɢɯ ɡɚɩɢɬɿɜ 
ɤɥɿєɧɬɿɜ, ɬɪɚɧɫɮɨɪɦɚɰɿɣ ɬɟɯɧɨɥɨɝɿɣ. 
SWOT- ɬɚ PEST-ɚɧɚɥɿɡ ɞɥɹ ɜɢɡɧɚɱɟɧɧɹ ɭɦɨɜ ɚɞɚɩɬɚɰɿʀ 

Ɏɨɪɦɭɜɚɧɧɹ ɝɧɭɱɤɨʀ 
ɫɬɪɚɬɟɝɿʀ 

ȼɢɡɧɚɱɟɧɧɹ ɝɨɥɨɜɧɢɯ ɡɚɜɞɚɧь, ɩɟɪɟɞɛɚɱɭɜɚɧɢɯ 
ɬɪɚєɤɬɨɪɿɣ ɪɭɯɭ, ɩɪɢɣɧɹɬɧɢɯ ɡɚɝɪɨɡ. 
ɉɟɪɟɞɛɚɱɟɧɧɹ ɦɨɠɥɢɜɢɯ ɫɩɨɫɨɛɿɜ ɜɿɞɩɨɜɿɞɿ 

ɐɢɮɪɨɜɿɡɚɰɿɹ ɩɪɨɰɟɫɿɜ 
ȼɩɪɨɜɚɞɠɟɧɧɹ CRM-ɫɢɫɬɟɦ, ɚɧɚɥɿɬɢɱɧɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ, 
ɩɥɚɬɮɨɪɦ ɞɥɹ ɟɥɟɤɬɪɨɧɧɨʀ ɤɨɦɟɪɰɿʀ. Ⱥɜɬɨɦɚɬɢɡɚɰɿɹ 
ɪɟɤɥɚɦɧɢɯ ɤɚɦɩɚɧɿɣ, ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɯ ОЦКТХ-ɪɨɡɫɢɥɨɤ, 
ɨɛɪɨɛɤɢ ɡɚɩɢɬɿɜ ɤɥɿєɧɬɿɜ. 

ȱɧɬɟɝɪɚɰɿɹ ɤɚɧɚɥɿɜ ɿ 
ɩɥɚɬɮɨɪɦ 

Ɉɛ'єɞɧɚɧɧɹ ɮɿɡɢɱɧɨɝɨ ɬɚ ɰɢɮɪɨɜɨɝɨ ɫɩɿɥɤɭɜɚɧɧɹ ɜ 
ɭɧɿɮɿɤɨɜɚɧɭ ɫɢɫɬɟɦɭ. ɋɬɜɨɪɟɧɧɹ ɰɿɥɿɫɧɨɝɨ ɜɪɚɠɟɧɧɹ ɞɥɹ 
ɤɥɿєɧɬɚ 

Ɇɨɧɿɬɨɪɢɧɝ KPI ɬɚ 
ɚɞɚɩɬɚɰɿɹ 

ɉɨɫɬɿɣɧɢɣ ɦɨɧɿɬɨɪɢɧɝ ɟɮɟɤɬɢɜɧɨɫɬɿ ɡɚ ɞɨɩɨɦɨɝɨɸ 
ɰɢɮɪɨɜɢɯ ɡɚɫɨɛɿɜ. ȼɧɟɫɟɧɧɹ ɡɦɿɧ ɞɨ ɩɥɚɧɿɜ ɭ ɪɟɠɢɦɿ 
ɪɟɚɥьɧɨɝɨ ɱɚɫɭ, ɛɚɡɭɸɱɢɫь ɧɚ ɩɨɤɚɡɧɢɤɚɯ. 

ȿɥɟɦɟɧɬɢ ɚɞɚɩɬɢɜɧɨʀ ɫɢɫɬɟɦɢ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɭɩɪɚɜɥɿɧɧɹ 

Ⱥɧɚɥɿɬɢɱɧɢɣ ɛɥɨɤ Ɂɛɿɪ, ɨɛɪɨɛɤɚ ɬɚ ɿɧɬɟɪɩɪɟɬɚɰɿɹ ɞɚɧɢɯ: ɩɨɜɟɞɿɧɤɚ ɤɥɿєɧɬɿɜ, 
KPI, ɪɢɧɤɨɜɿ ɬɪɟɧɞɢ 

Ƚɧɭɱɤɟ ɫɬɪɚɬɟɝɭɜɚɧɧɹ ɉɨɛɭɞɨɜɚ ɫɰɟɧɚɪɿʀɜ ɡɚɥɟɠɧɨ ɜɿɞ ɡɦɿɧ ɭ ɫɟɪɟɞɨɜɢɳɿ (ɜɨєɧɧɿ 
ɞɿʀ, ɟɤɨɧɨɦɿɤɚ, ɫɩɨɠɢɜɱɿ ɧɚɫɬɪɨʀ) 

ɐɢɮɪɨɜɿ ɿɧɫɬɪɭɦɟɧɬɢ 
CRM-ɫɢɫɬɟɦɢ, BТР DКtК, ɿɧɫɬɪɭɦɟɧɬɢ ɦɚɪɤɟɬɢɧɝɨɜɨʀ 
ɚɜɬɨɦɚɬɢɡɚɰɿʀ (ОЦКТХ, SMM, ɪɟɤɥɚɦɚ) 

Ɉɦɧɿɤɚɧɚɥьɧɿɫɬь 
ɍɡɝɨɞɠɟɧɚ ɤɨɦɭɧɿɤɚɰɿɹ ɱɟɪɟɡ ɨɧɥɚɣɧ ɿ ɨɮɥɚɣɧ ɤɚɧɚɥɢ: ɫɚɣɬ, 
ɫɨɰɦɟɪɟɠɿ, ɦɨɛɿɥьɧɢɣ ɡɚɫɬɨɫɭɧɨɤ 

Ɂɜɨɪɨɬɧɢɣ ɡɜ’ɹɡɨɤ Ȼɟɡɩɟɪɟɪɜɧɟ ɨɩɢɬɭɜɚɧɧɹ, ɚɧɚɥɿɡ ɡɜɨɪɨɬɧɨɝɨ ɡɜ’ɹɡɤɭ ɜɿɞ 
ɤɥɿєɧɬɿɜ, ɤɨɪɢɝɭɜɚɧɧɹ ɫɬɪɚɬɟɝɿʀ 

Ʉɨɦɚɧɞɧɚ ɝɧɭɱɤɿɫɬь Ƚɨɬɨɜɧɿɫɬь ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɤɨɦɚɧɞɢ ɞɨ ɲɜɢɞɤɨɝɨ ɪɟɚɝɭɜɚɧɧɹ 
ɬɚ ɩɨɫɬɿɣɧɨɝɨ ɧɚɜɱɚɧɧɹ 
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Ɏɨɪɦɭɜɚɧɧɹ ɫɢɫɬɟɦɢ ɚɞɚɩɬɢɜɧɨɝɨ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɭɩɪɚɜɥɿɧɧɹ - ɰɟ ɞɢɧɚɦɿɱɧɢɣ 
ɬɚ ɛɟɡɩɟɪɟɪɜɧɢɣ ɩɪɨɰɟɫ, ɹɤɢɣ ɩɨɫɬɿɣɧɨ ɟɜɨɥɸɰɿɨɧɭє ɡɝɿɞɧɨ ɡɦɿɧ ɪɢɧɤɨɜɨɝɨ ɫɟɪɟɞɨɜɢɳɚ. 
Ɍɚɤɢɣ ɩɿɞɯɿɞ ɞɚє ɩɿɞɩɪɢєɦɫɬɜɚɦ ɲɚɧɫ ɜɱɚɫɧɨ ɪɟɚɝɭɜɚɬɢ ɧɚ ɡɨɜɧɿɲɧɿ ɜɢɤɥɢɤɢ, 
ɩɿɞɬɪɢɦɭɜɚɬɢ ɜɢɫɨɤɢɣ ɫɬɭɩɿɧь ɥɨɹɥьɧɨɫɬɿ ɫɩɨɠɢɜɚɱɿɜ ɬɚ ɟɮɟɤɬɢɜɧɨ ɨɩɬɢɦɿɡɭɜɚɬɢ 
ɨɩɟɪɚɰɿɣɧɭ ɞɿɹɥьɧɿɫɬь ɧɚɜɿɬь ɡɚ ɭɦɨɜ ɟɤɨɧɨɦɿɱɧɨʀ ɧɟɫɬɚɛɿɥьɧɨɫɬɿ. 

ȼɢɫɧɨɜɤɢ ɡ ɞɚɧɨɝɨ ɞɨɫɥɿɞɠɟɧɧɹ ɿ ɩɟɪɫɩɟɤɬɢɜɢ ɩɨɞɚɥьɲɢɯ ɪɨɡɪɨɛɨɤ ɡɚ ɞɚɧɢɦ 
ɧɚɩɪɹɦɨɦ. ɍ ɩɨɫɬɤɪɢɡɨɜɿɣ ɟɤɨɧɨɦɿɰɿ ɍɤɪɚʀɧɢ, ɳɨ ɩɨɫɬɚє ɩɿɞ ɬɢɫɤɨɦ ɜɨєɧɧɢɯ, 
ɫɨɰɿɚɥьɧɢɯ ɬɚ ɟɤɨɧɨɦɿɱɧɢɯ ɡɫɭɜɿɜ, ɟɮɟɤɬɢɜɧɟ ɭɩɪɚɜɥɿɧɧɹ ɞɿɹɥьɧɿɫɬɸ ɩɿɞɩɪɢєɦɫɬɜ 
ɞɨɫɹɠɧɟ ɥɢɲɟ ɡɚ ɭɦɨɜ ɜɢɤɨɪɢɫɬɚɧɧɹ ɚɞɚɩɬɢɜɧɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɭ ɦɚɪɤɟɬɢɧɝɭ. Ɂɦɿɧɚ 
ɫɩɨɠɢɜɱɢɯ ɡɜɢɱɨɤ, ɦɿɧɥɢɜɿɫɬь ɪɢɧɤɨɜɢɯ ɭɦɨɜ ɬɚ ɧɟɨɛɯɿɞɧɿɫɬь ɦɢɬɬєɜɨʀ ɜɿɞɩɨɜɿɞɿ ɧɚ 
ɡɨɜɧɿɲɧɿ ɱɢɧɧɢɤɢ ɡɦɭɲɭɸɬь ɩɿɞɩɪɢєɦɫɬɜɚ ɩɟɪɟɝɥɹɞɚɬɢ ɭɫɬɚɥɟɧɿ ɫɬɪɚɬɟɝɿʀ ɩɪɨɫɭɜɚɧɧɹ 
ɬɚ ɤɨɦɭɧɿɤɚɰɿʀ. ȱɧɫɬɪɭɦɟɧɬɢ ɚɞɚɩɬɢɜɧɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, ɳɨ ɜɤɥɸɱɚɸɬь CRM-ɫɢɫɬɟɦɢ, 
ɚɧɚɥɿɬɢɤɭ ɜ ɪɟɠɢɦɿ ɪɟɚɥьɧɨɝɨ ɱɚɫɭ, ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɣ ɤɨɧɬɟɧɬ, ɚɜɬɨɦɚɬɢɡɚɰɿɸ ɛɿɡɧɟɫ-
ɩɪɨɰɟɫɿɜ, ɞɟɦɨɧɫɬɪɭɸɬь ɡɧɚɱɧɭ ɟɮɟɤɬɢɜɧɿɫɬь ɭ ɩɪɨɰɟɫɿ ɩɪɢɣɧɹɬɬɹ ɭɩɪɚɜɥɿɧɫьɤɢɯ 
ɪɿɲɟɧь. Ȳɯ ɡɚɫɬɨɫɭɜɚɧɧɹ ɞɨɡɜɨɥɹє ɩɿɞɩɪɢєɦɫɬɜɚɦ ɫɮɨɪɦɭɜɚɬɢ ɤɥɿєɧɬɨɨɪɿєɧɬɨɜɚɧɢɣ 
ɩɿɞɯɿɞ ɬɚ ɨɩɟɪɚɬɢɜɧɨ ɪɟɚɝɭɜɚɬɢ ɧɚ ɡɦɿɧɢ ɪɢɧɤɨɜɨʀ ɫɢɬɭɚɰɿʀ. Ɋɨɡɪɨɛɤɚ ɫɢɫɬɟɦɢ 
ɚɞɚɩɬɢɜɧɨɝɨ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɭɩɪɚɜɥɿɧɧɹ ɩɟɪɟɞɛɚɱɚє ɩɨɫɬɭɩɨɜɭ ɿɦɩɥɟɦɟɧɬɚɰɿɸ ɧɢɡɤɢ 
ɡɚɯɨɞɿɜ, ɩɨɱɢɧɚɸɱɢ ɡ ɞɟɬɚɥьɧɨɝɨ ɚɧɚɥɿɡɭ ɪɢɧɤɨɜɢɯ ɭɦɨɜ ɿ ɡɚɜɟɪɲɭɸɱɢ ɰɢɮɪɨɜɨɸ 
ɬɪɚɧɫɮɨɪɦɚɰɿєɸ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ ɬɚ ɜɩɪɨɜɚɞɠɟɧɧɹɦ ɚɧɚɥɿɬɢɱɧɨ ɜɢɜɚɠɟɧɢɯ ɫɬɪɚɬɟɝɿɣ. 
ȼɢɤɨɪɢɫɬɚɧɧɹ ɚɞɚɩɬɢɜɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɭ ɩɟɪɿɨɞɢ ɟɤɨɧɨɦɿɱɧɨʀ 
ɧɟɫɬɚɛɿɥьɧɨɫɬɿ ɫɥɭɝɭє ɨɫɧɨɜɨɸ ɞɥɹ ɡɚɛɟɡɩɟɱɟɧɧɹ ɫɬɿɣɤɨɝɨ ɬɚ ɞɨɜɝɨɫɬɪɨɤɨɜɨɝɨ ɪɨɡɜɢɬɤɭ 
ɛɿɡɧɟɫɭ ɜ ɫɭɱɚɫɧɢɯ ɭɦɨɜɚɯ ɮɭɧɤɰɿɨɧɭɜɚɧɧɹ ɭɤɪɚʀɧɫьɤɨɝɨ ɪɢɧɤɭ. 
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Adaptive marketing tools for managing the efficiency of an enterprise in the post-crisis 
economy of Ukraine 

The aim of the article. The article's aim is to theoretically support and actually examine the 
potential of employing adaptive marketing tools as a way to enhance enterprise efficiency within 
Ukraine's post-crisis economy, in addition to formulating suggestions for enacting flexible marketing 
strategies that can ensure business stability and competitiveness amid significant market volatility. 

Analyses results. This document explores the fundamental concepts of adaptive marketing and 
its crucial contribution to enhancing a company's effectiveness. It investigates the range and 
categorization of adaptive marketing instruments suitable for deployment in a volatile economic 
context. The particular aspects of managing a company's performance using these adaptive marketing 
instruments are analyzed. The influence of economic downturn factors on businesses' marketing 
activities is also assessed. Moreover, a comparative examination of conventional and adaptive 
marketing methods in a post-crisis economy is performed. Additionally, the crucial trends in 
marketing practices that have surfaced since the crisis are identified. Key performance indicators 
(KPIs) are supplied for assessing the implementation of flexible marketing strategies within Ukrainian 
businesses. The study ends with practical suggestions on establishing a functional adaptive marketing 
system, intended to improve a company's post-crisis performance, achieved by pinpointing the vital 
elements of a flexible marketing management system. Lastly, it proposes the steps for the construction 
of such a flexible marketing management system. 

Conclusions and directions for further research. Utilizing adaptable marketing tools 
functions as a strong tactic for boosting the effectiveness of Ukrainian businesses working inside the 
post-crisis financial situation. These instruments provide companies with the resources to quickly 
react to changing market tendencies, refine their communication plans, wisely allocate marketing 
capital, and build improved customer contentment. Importantly, during times of volatility, digital 
analytics platforms, Customer Relationship Management (CRM) systems, automated customized 
marketing systems, and omnichannel customer interaction frameworks have shown considerable 
usefulness. Continued investigation in this field will provide a more profound comprehension of both 
the theoretical underpinnings and practical uses of developing adaptable marketing strategies. These 
insights are especially helpful for tackling the present difficulties encountered within the Ukrainian 
business setting and encouraging lasting business expansion.This research presents innovative 
scientific findings by creating and detailing a theoretical structure for applying adaptive marketing 
instruments designed to boost the effectiveness of Ukrainian businesses in the post-crisis setting. It 
closely considers the essential traits and operational roles of adaptive marketing within an unstable 
economic situation, and offers practical suggestions for integrating such strategies into organizational 
procedures.The study yields significant advantages by backing the evolution of agile marketing 
approaches specifically tailored to improve business performance in Ukraine's reviving economy. The 
suggested methodologies give businesses the tools to quickly respond to market shifts, decrease 
marketing costs, improve their competitive stance, acquire greater understanding of customer 
conduct, and execute more efficient crisis management plans. 

Keywords: adaptive marketing tools, targeted advertising, performance management, 
competition, transformation, post-crisis economy, flexibility, digitalization. 
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