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ɇɨɜɿɤɨɜɚ ȼɿɪɚ ȼɚɥɟɪɿʀɜɧɚ 
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ɤ.ɬ.ɧ. 
ɞɨɰɟɧɬ ɤɚɮɟɞɪɢ ɭɩɪɚɜɥɿɧɧɹ ɬɚ ɚɞɦɿɧɿɫɬɪɭɜɚɧɧɹ  

ɏɚɪɤɿɜɫьɤɢɣ ɧɚɰɿɨɧɚɥьɧɢɣ ɭɧɿɜɟɪɫɢɬɟɬ  ɿɦ. ȼ.ɇ. Ʉɚɪɚɡɿɧɚ  
(ɏɚɪɤɿɜ, ɍɤɪɚʀɧɚ) 

 
 

ɆȺɊɄȿɌɂɇȽɈȼȱ ɆɈȾȿɅȱ əɄ ȱɇɋɌɊɍɆȿɇɌ ɎɈɊɆɍȼȺɇɇə 
ɄɈȽȿɊȿɇɌɇɈȽɈ ɐɂɎɊɈȼɈȽɈ ȻȱɁɇȿɋ-ɉɊɈɋɌɈɊɍ 

 
ɍ ɫɬɚɬɬɿ ɪɨɡɝɥɹɧɭɬɨ ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ ɹɤ ɿɧɫɬɪɭɦɟɧɬ ɮɨɪɦɭɜɚɧɧɹ ɤɨɝɟɪɟɧɬɧɨɝɨ 

ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ. ɉɨɤɚɡɚɧɨ, ɳɨ ɜ ɭɦɨɜɚɯ ɰɢɮɪɨɜɨʀ ɬɪɚɧɫɮɨɪɦɚɰɿʀ ɛɿɡɧɟɫɭ ɬɪɚɞɢɰɿɣɧɿ 
ɦɚɪɤɟɬɢɧɝɨɜɿ ɩɿɞɯɨɞɢ ɜɬɪɚɱɚɸɬь ɟɮɟɤɬɢɜɧɿɫɬь, ɬɨɞɿ ɹɤ ɿɧɧɨɜɚɰɿɣɧɿ ɦɨɞɟɥɿ, ɡɚɫɧɨɜɚɧɿ ɧɚ 
ɜɢɤɨɪɢɫɬɚɧɧɿ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ, ɜɟɥɢɤɢɯ ɞɚɧɢɯ, ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɬɚ ɨɦɧɿɤɚɧɚɥьɧɢɯ ɫɬɪɚɬɟɝɿɣ, 
ɧɚɛɭɜɚɸɬь ɤɥɸɱɨɜɨɝɨ ɡɧɚɱɟɧɧɹ. ɉɪɨɚɧɚɥɿɡɨɜɚɧɨ ɟɜɨɥɸɰɿɸ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɬɚ ʀɯɧɿɣ 
ɜɩɥɢɜ ɧɚ ɡɚɛɟɡɩɟɱɟɧɧɹ ɭɡɝɨɞɠɟɧɨɫɬɿ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ ɿ ɫɬɿɣɤɨɫɬɿ ɨɪɝɚɧɿɡɚɰɿɣɧɢɯ ɫɬɪɭɤɬɭɪ. 
Ɉɛґɪɭɧɬɨɜɚɧɨ ɤɨɧɰɟɩɬɭɚɥьɧɭ ɦɨɞɟɥь ɿɧɬɟɝɪɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɭ ɛɿɡɧɟɫ-ɚɪɯɿɬɟɤɬɭɪɭ 
ɰɢɮɪɨɜɨʀ ɤɨɦɩɚɧɿʀ, ɳɨ ɞɨɡɜɨɥɹє ɩɨɞɨɥɚɬɢ ɮɪɚɝɦɟɧɬɚɪɧɿɫɬь ɭɩɪɚɜɥɿɧɫьɤɢɯ ɪɿɲɟɧь ɬɚ 
ɩɿɞɜɢɳɢɬɢ ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɿɫɬь. ɉɪɚɤɬɢɱɧɚ ɰɿɧɧɿɫɬь ɞɨɫɥɿɞɠɟɧɧɹ ɩɨɥɹɝɚє ɭ ɦɨɠɥɢɜɨɫɬɿ 
ɡɚɫɬɨɫɭɜɚɧɧɹ ɡɚɩɪɨɩɨɧɨɜɚɧɨʀ ɦɨɞɟɥɿ ɹɤ ɞɿɚɝɧɨɫɬɢɱɧɨɝɨ ɿɧɫɬɪɭɦɟɧɬɭ ɞɥɹ ɨɰɿɧɤɢ ɪɿɜɧɹ ɰɢɮɪɨɜɨʀ 
ɡɪɿɥɨɫɬɿ ɬɚ ɭɡɝɨɞɠɟɧɨɫɬɿ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ. 

Ʉɥɸɱɨɜɿ ɫɥɨɜɚ: ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ, ɰɢɮɪɨɜɢɣ ɛɿɡɧɟɫ-ɩɪɨɫɬɿɪ, ɤɨɝɟɪɟɧɬɧɿɫɬь, ɰɢɮɪɨɜɚ 
ɬɪɚɧɫɮɨɪɦɚɰɿɹ, ɿɧɧɨɜɚɰɿɣɧɿ ɫɬɪɚɬɟɝɿʀ, ɛɿɡɧɟɫ-ɦɨɞɟɥɿ, ɭɩɪɚɜɥɿɧɧɹ ɦɚɪɤɟɬɢɧɝɨɦ, ɿɧɬɟɝɪɚɰɿɹ 
ɬɟɯɧɨɥɨɝɿɣ, ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɿɫɬь, ɰɢɮɪɨɜɚ ɟɤɨɧɨɦɿɤɚ. 

 
 
DOI: 10.15276/mdt.9.4.2025.6 
 
 
ɉɨɫɬɚɧɨɜɤɚ ɩɪɨɛɥɟɦɢ ɜ ɡɚɝɚɥьɧɨɦɭ ɜɢɝɥɹɞɿ ɬɚ ʀʀ ɡɜ'ɹɡɨɤ ɡ ɜɚɠɥɢɜɢɦɢ 

ɧɚɭɤɨɜɢɦɢ ɚɛɨ ɩɪɚɤɬɢɱɧɢɦɢ ɡɚɜɞɚɧɧɹɦɢ. ɍ ɫɭɱɚɫɧɢɯ ɭɦɨɜɚɯ ɰɢɮɪɨɜɨʀ 
ɬɪɚɧɫɮɨɪɦɚɰɿʀ ɛɿɡɧɟɫ-ɫɟɪɟɞɨɜɢɳɚ ɡɪɨɫɬɚє ɧɟɨɛɯɿɞɧɿɫɬь ɡɚɛɟɡɩɟɱɟɧɧɹ ɤɨɝɟɪɟɧɬɧɨɫɬɿ 
ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ ɬɚ ɫɢɧɯɪɨɧɿɡɚɰɿʀ ɜɡɚєɦɨɞɿʀ ɦɿɠ ɤɨɦɩɚɧɿɹɦɢ, ɤɥɿєɧɬɚɦɢ ɣ ɩɚɪɬɧɟɪɚɦɢ. 
Ɇɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ, ɹɤɿ ɿɫɬɨɪɢɱɧɨ ɜɢɫɬɭɩɚɥɢ ɿɧɫɬɪɭɦɟɧɬɚɦɢ ɮɨɪɦɭɜɚɧɧɹ ɩɨɩɢɬɭ, 
ɬɪɚɧɫɮɨɪɦɭɜɚɥɢɫɹ ɭ ɫɬɪɚɬɟɝɿɱɧɢɣ ɿɧɫɬɪɭɦɟɧɬ ɭɩɪɚɜɥɿɧɧɹ ɰɢɮɪɨɜɢɦ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɨɦ.  

 
 
 

© 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


Marketing and Digital Technologies          Volume 9, No 4, 2025 
ISSN 2522-9087     (Print) 
ISSN 2523-434X (Online) 

 

92 
 
 
 

Ɉɞɧɚɤ ɩɪɨɛɥɟɦɚ ɩɨɥɹɝɚє ɜ ɬɨɦɭ, ɳɨ ɡɧɚɱɧɚ ɤɿɥьɤɿɫɬь ɤɨɦɩɚɧɿɣ ɡɚɫɬɨɫɨɜɭɸɬь 
ɰɢɮɪɨɜɢɣ ɦɚɪɤɟɬɢɧɝ ɮɪɚɝɦɟɧɬɚɪɧɨ, ɛɟɡ ɿɧɬɟɝɪɨɜɚɧɨʀ ɫɬɪɚɬɟɝɿʀ, ɳɨ ɩɪɢɡɜɨɞɢɬь ɞɨ ɜɬɪɚɬɢ 
ɤɨɧɤɭɪɟɧɬɧɢɯ ɩɟɪɟɜɚɝ ɬɚ ɡɧɢɠɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɭɩɪɚɜɥɿɧɧɹ. 

ȼɚɠɥɢɜɿɫɬь ɮɨɪɦɭɜɚɧɧɹ ɰɿɥɿɫɧɢɯ ɬɚ ɭɡɝɨɞɠɟɧɢɯ ɩɿɞɯɨɞɿɜ ɞɨ ɰɢɮɪɨɜɿɡɚɰɿʀ ɛɿɡɧɟɫɭ 
ɩɿɞɬɜɟɪɞɠɭєɬьɫɹ ɣ ɧɚ ɧɨɪɦɚɬɢɜɧɨɦɭ ɪɿɜɧɿ. Ɍɚɤ, ɉɨɫɬɚɧɨɜɚ Ʉɚɛɿɧɟɬɭ Ɇɿɧɿɫɬɪɿɜ ɍɤɪɚʀɧɢ 
ɜɿɞ 21 ɥɸɬɨɝɨ 2025 ɪɨɤɭ № 205 «ɉɪɨ ɡɚɬɜɟɪɞɠɟɧɧɹ ɨɛɨɜ’ɹɡɤɨɜɢɯ ɜɢɦɨɝ ɞɨ ɫɬɜɨɪɟɧɧɹ 
(ɦɨɞɟɪɧɿɡɚɰɿʀ, ɦɨɞɢɮɿɤɚɰɿʀ, ɪɨɡɜɢɬɤɭ), ɚɞɦɿɧɿɫɬɪɭɜɚɧɧɹ ɬɚ ɡɚɛɟɡɩɟɱɟɧɧɹ ɮɭɧɤɰɿɨɧɭɜɚɧɧɹ 
ɡɚɫɨɛɭ ɿɧɮɨɪɦɚɬɢɡɚɰɿʀ» Д1Ж ɜɢɡɧɚɱɚє ɧɟɨɛɯɿɞɧɿɫɬь ɡɚɛɟɡɩɟɱɟɧɧɹ ɩɨɜɧɨɝɨ ɠɢɬɬєɜɨɝɨ 
ɰɢɤɥɭ ɰɢɮɪɨɜɢɯ ɫɢɫɬɟɦ, ʀɯɧьɨʀ ɿɧɬɟɝɪɚɰɿʀ ɬɚ ɛɟɡɩɟɪɟɪɜɧɨɫɬɿ ɮɭɧɤɰɿɨɧɭɜɚɧɧɹ. ɍ ɫɜɨɸ 
ɱɟɪɝɭ, Ɂɚɤɨɧ ɍɤɪɚʀɧɢ № 2360-IБ «ɉɪɨ ɡɚɬɜɟɪɞɠɟɧɧɹ ɡɚɜɞɚɧь ɇɚɰɿɨɧɚɥьɧɨʀ ɩɪɨɝɪɚɦɢ 
ɿɧɮɨɪɦɚɬɢɡɚɰɿʀ» Д2Ж ɚɤɰɟɧɬɭє ɭɜɚɝɭ ɧɚ ɨɧɨɜɥɟɧɧɿ ɧɨɪɦɚɬɢɜɧɨ-ɩɪɚɜɨɜɨʀ ɛɚɡɢ ɭ ɫɮɟɪɿ 
ɰɢɮɪɨɜɨʀ ɟɤɨɧɨɦɿɤɢ ɬɚ ɝɚɪɦɨɧɿɡɚɰɿʀ ɫɬɚɧɞɚɪɬɿɜ ɿɧɮɨɪɦɚɰɿɣɧɨ-ɤɨɦɭɧɿɤɚɰɿɣɧɢɯ 
ɬɟɯɧɨɥɨɝɿɣ ɡ ɦɿɠɧɚɪɨɞɧɢɦɢ ɜɢɦɨɝɚɦɢ. 

Ⱥɤɬɭɚɥьɧɿɫɬь ɩɪɨɛɥɟɦɢ ɨɛɭɦɨɜɥɟɧɚ ɧɟ ɥɢɲɟ ɩɪɚɤɬɢɱɧɢɦɢ ɩɨɬɪɟɛɚɦɢ ɛɿɡɧɟɫɭ, 
ɚɥɟ ɣ ɧɨɪɦɚɬɢɜɧɢɦɢ ɨɪɿєɧɬɢɪɚɦɢ ɞɟɪɠɚɜɧɨʀ ɩɨɥɿɬɢɤɢ ɭ ɫɮɟɪɿ ɰɢɮɪɨɜɨʀ ɬɪɚɧɫɮɨɪɦɚɰɿʀ, 
ɳɨ ɜɢɦɚɝɚє ɝɥɢɛɲɨɝɨ ɧɚɭɤɨɜɨɝɨ ɨɫɦɢɫɥɟɧɧɹ ɪɨɥɿ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɹɤ 
ɿɧɫɬɪɭɦɟɧɬɭ ɮɨɪɦɭɜɚɧɧɹ ɰɿɥɿɫɧɨɝɨ ɬɚ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ. 

Ⱥɧɚɥɿɡ ɨɫɬɚɧɧɿɯ ɞɨɫɥɿɞɠɟɧь ɿ ɩɭɛɥɿɤɚɰɿɣ, ɜ ɹɤɢɯ ɩɨɤɥɚɞɟɧɢɣ ɩɨɱɚɬɨɤ 
ɜɢɪɿɲɟɧɧɸ ɞɚɧɨʀ ɩɪɨɛɥɟɦɢ ɿ ɧɚ ɹɤɿ ɫɩɢɪɚєɬьɫɹ ɚɜɬɨɪ. ɍ ɧɚɭɤɨɜɿɣ ɥɿɬɟɪɚɬɭɪɿ ɡɧɚɱɧɭ 
ɭɜɚɝɭ ɩɪɢɞɿɥɟɧɨ ɬɪɚɧɫɮɨɪɦɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɩɪɚɤɬɢɤ ɩɿɞ ɜɩɥɢɜɨɦ ɰɢɮɪɨɜɢɯ 
ɬɟɯɧɨɥɨɝɿɣ. 

Ⱦɨɫɥɿɞɧɢɤɢ Ɇ. ɑɿɨɩɩɿ, ȱ. Ʉɭɪɿɧɚ, Ȼ. Ɏɪɚɧɱɿɨɧɿ, ȿ. ɋɚɜɟɥɥɿ Д3Ж ɞɨɜɨɞɹɬь, ɳɨ 
ɭɫɩɿɲɧɚ ɰɢɮɪɨɜɚ ɬɪɚɧɫɮɨɪɦɚɰɿɹ ɜɢɦɚɝɚє ɚɞɚɩɬɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɞɨ ɧɨɜɢɯ 
ɪɟɚɥɿɣ, ɜɤɥɸɱɚɸɱɢ ɜɢɤɨɪɢɫɬɚɧɧɹ ɜɟɥɢɤɢɯ ɞɚɧɢɯ ɿ ɚɧɚɥɿɬɢɤɢ. 

Ɇ. ɇɭɫɟɣɪ Д4Ж ɬɚ ɿɧɲɿ ɚɤɰɟɧɬɭɸɬь ɧɚ ɪɨɥɿ ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɬɚ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ 
ɞɥɹ ɩɿɞɜɢɳɟɧɧɹ ɡɚɞɨɜɨɥɟɧɨɫɬɿ ɤɥɿєɧɬɿɜ. 

ɀ. Ⱥɬɟɣɞ Д5Ж ɬɚ ɿɧɲɿ ɜɢɞɿɥɹɸɬь ɤɥɸɱɨɜɿ ɬɟɯɧɨɥɨɝɿɱɧɿ ɧɚɩɪɹɦɢ (AI, IШT, БR, 
ЛХШМФМСКТЧ), ɳɨ ɜɢɡɧɚɱɚɸɬь ɿɧɧɨɜɚɰɿɣɧɿɫɬь ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ. 

Ⱦɨɫɥɿɞɠɟɧɧɹ ɉ. Ʉɚɧɧɚɧɚ ɬɚ ɏ. Ʌɿ Д6Ж ɡɚɩɪɨɩɨɧɭɜɚɥɢ ɪɚɦɤɨɜɭ ɫɬɪɭɤɬɭɪɭ 
ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, ɹɤɚ ɩɿɞɤɪɟɫɥɸє ɿɧɬɟɝɪɚɰɿɸ ɬɟɯɧɨɥɨɝɿɣ ɭ ɜɫɿ ɬɨɱɤɢ ɜɡɚєɦɨɞɿʀ ɡ 
ɤɥɿєɧɬɚɦɢ. 

ɍɤɪɚʀɧɫьɤɿ ɧɚɭɤɨɜɰɿ (ȱ. Ʉɭɡьɦɭɤ, Ⱥ. Ɉɫɿɩɨɜɚ, ȼ. ȼɢɲɧɸɤ) ɬɚɤɨɠ ɡɚɡɧɚɱɚɸɬь, ɳɨ 
ɰɢɮɪɨɜɚ ɟɤɨɧɨɦɿɤɚ ɫɭɬɬєɜɨ ɬɪɚɧɫɮɨɪɦɭє ɬɪɚɞɢɰɿɣɧɿ ɛɿɡɧɟɫ-ɦɨɞɟɥɿ, ɪɨɛɥɹɱɢ ʀɯ ɛɿɥьɲ 
ɤɥɿєɧɬɨɨɪɿєɧɬɨɜɚɧɢɦɢ Д8Ж. 

ȼɢɞɿɥɟɧɧɹ ɧɟɜɢɪɿɲɟɧɢɯ ɪɚɧɿɲɟ ɱɚɫɬɢɧ ɡɚɝɚɥьɧɨʀ ɩɪɨɛɥɟɦɢ, ɤɨɬɪɢɦ 
ɩɪɢɫɜɹɱɭєɬьɫɹ ɫɬɚɬɬɹ. ɉɨɩɪɢ ɡɧɚɱɧɿ ɧɚɭɤɨɜɿ ɧɚɩɪɚɰɸɜɚɧɧɹ, ɭ ɫɭɱɚɫɧɨɦɭ ɞɢɫɤɭɪɫɿ 
ɜɿɞɫɭɬɧɿ ɤɨɦɩɥɟɤɫɧɿ ɞɨɫɥɿɞɠɟɧɧɹ, ɳɨ ɪɨɡɤɪɢɜɚɸɬь ɪɨɥь ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɹɤ 
ɿɧɬɟɝɪɚɬɨɪɚ ɤɨɝɟɪɟɧɬɧɨɫɬɿ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ. ɇɟɞɨɫɬɚɬɧьɨ ɞɨɫɥɿɞɠɟɧɨ, ɹɤɢɦ ɱɢɧɨɦ 
ɚɞɚɩɬɨɜɚɧɿ ɞɨ ɟɬɚɩɿɜ ɰɢɮɪɨɜɨʀ ɬɪɚɧɫɮɨɪɦɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ ɫɩɪɢɹɸɬь 
ɫɬɪɭɤɬɭɪɧɿɣ ɭɡɝɨɞɠɟɧɨɫɬɿ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ. ɉɨɬɪɟɛɭɸɬь ɭɬɨɱɧɟɧɧɹ ɦɟɯɚɧɿɡɦɢ ɜɡɚєɦɨɞɿʀ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɡ ɿɧɲɢɦɢ ɮɭɧɤɰɿɨɧɚɥьɧɢɦɢ ɫɮɟɪɚɦɢ ɛɿɡɧɟɫɭ (ɥɨɝɿɫɬɢɤɚ, 
ɮɿɧɚɧɫɢ, ɜɢɪɨɛɧɢɰɬɜɨ, ɭɩɪɚɜɥɿɧɧɹ ɥɸɞɫьɤɢɦɢ ɪɟɫɭɪɫɚɦɢ), ɳɨ ɭɧɟɦɨɠɥɢɜɥɸє 
ɩɨɜɧɨɰɿɧɧɟ ɮɨɪɦɭɜɚɧɧɹ ɯɨɥɿɫɬɢɱɧɨʀ ɛɿɡɧɟɫ-ɚɪɯɿɬɟɤɬɭɪɢ. 

Ɏɨɪɦɭɥɸɜɚɧɧɹ ɦɟɬɢ ɫɬɚɬɬɿ (ɩɨɫɬɚɧɨɜɤɚ ɡɚɜɞɚɧɧɹ). Ɇɟɬɨɸ ɫɬɚɬɬɿ є 
ɨɛʉɪɭɧɬɭɜɚɧɧɹ ɤɨɧɰɟɩɬɭɚɥьɧɢɯ ɡɚɫɚɞ ɜɢɤɨɪɢɫɬɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɹɤ 
ɿɧɫɬɪɭɦɟɧɬɭ ɮɨɪɦɭɜɚɧɧɹ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ. Ⱦɥɹ ɞɨɫɹɝɧɟɧɧɹ 
ɦɟɬɢ ɩɨɫɬɚɜɥɟɧɨ ɬɚɤɿ ɡɚɜɞɚɧɧɹ:  ɩɪɨɚɧɚɥɿɡɭɜɚɬɢ ɟɜɨɥɸɰɿɸ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɭ ɤɨɧɬɟɤɫɬɿ ɰɢɮɪɨɜɨʀ 
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ɬɪɚɧɫɮɨɪɦɚɰɿʀ;  ɜɢɡɧɚɱɢɬɢ ʀɯɧɿɣ ɜɩɥɢɜ ɧɚ ɮɨɪɦɭɜɚɧɧɹ ɤɨɝɟɪɟɧɬɧɨɫɬɿ ɛɿɡɧɟɫ-ɫɟɪɟɞɨɜɢɳɚ;  ɪɨɡɪɨɛɢɬɢ ɤɨɧɰɟɩɬɭɚɥьɧɭ ɦɨɞɟɥь ɿɧɬɟɝɪɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɭ ɛɿɡɧɟɫ-
ɚɪɯɿɬɟɤɬɭɪɭ ɰɢɮɪɨɜɨʀ ɤɨɦɩɚɧɿʀ. 

ȼɢɤɥɚɞɟɧɧɹ ɨɫɧɨɜɧɨɝɨ ɦɚɬɟɪɿɚɥɭ ɞɨɫɥɿɞɠɟɧɧɹ ɡ ɩɨɜɧɢɦ ɨɛґɪɭɧɬɭɜɚɧɧɹɦ 
ɨɬɪɢɦɚɧɢɯ ɧɚɭɤɨɜɢɯ ɪɟɡɭɥьɬɚɬɿɜ. ɍ ɫɭɱɚɫɧɨɦɭ ɰɢɮɪɨɜɨɦɭ ɫɜɿɬɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ 
ɩɟɪɟɬɜɨɪɢɥɢɫɹ ɡ ɞɨɞɚɬɤɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɧɚ ɤɥɸɱɨɜɿ ɟɥɟɦɟɧɬɢ, ɳɨ ɡɚɛɟɡɩɟɱɭɸɬь 
ɪɨɡɜɢɬɨɤ ɰɿɥɿɫɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɫɟɪɟɞɨɜɢɳɚ. Ɂɚ ɞɚɧɢɦɢ ɮɚɯɿɜɰɿɜ ɡ ɦɚɪɤɟɬɢɧɝɭ, 
ɩɪɢɛɭɬɨɤ ɜɿɞ ɦɚɪɤɟɬɢɧɝɭ – єɞɢɧɢɣ ɪɟɚɥьɧɢɣ ɫɩɨɫɿɛ ɣɨɝɨ ɨɬɪɢɦɚɬɢ. ɍ ɫɭɱɚɫɧɨɦɭ ɫɜɿɬɿ 
ɜɧɟɫɨɤ ɦɚɪɤɟɬɢɧɝɭ ɜ ɨɬɪɢɦɚɧɧɹ ɩɪɢɛɭɬɤɭ ɞɨɫɹɝɚє 95% Д9Ж. Ɂɚ ɞɚɧɢɦɢ FШrrОstОr, ɤɨɦɩɚɧɿʀ 
ɡ ɜɢɫɨɤɢɦ ɪɿɜɧɟɦ ɿɧɬɟɝɪɚɰɿʀ ɦɚɪɤɟɬɢɧɝɭ, ɩɪɨɞɚɠɿɜ ɬɚ МЮstШЦОr ОбЩОrТОЧМО ɦɚɸɬь ɭ 2,4 
ɪɚɡɢ ɲɜɢɞɲɟ ɡɪɨɫɬɚɧɧɹ ɞɨɯɨɞɿɜ ɬɚ ɜ 2 ɪɚɡɢ ɜɢɳɢɣ ɩɪɢɛɭɬɨɤ, ɧɿɠ ɬɿ, ɞɟ ɜɿɞɞɿɥɢ 
ɩɪɚɰɸɸɬь ɨɤɪɟɦɨ Д10Ж. ɍ 2025 ɪɨɰɿ ɰɢɮɪɨɜɢɣ ɦɚɪɤɟɬɢɧɝ ɩɪɨɞɨɜɠɭє ɫɬɪɿɦɤɨ 
ɪɨɡɜɢɜɚɬɢɫɹ, ɫɬɚɸɱɢ ɧɟɜɿɞ’єɦɧɨɸ ɱɚɫɬɢɧɨɸ ɭɫɩɿɲɧɨʀ ɛɿɡɧɟɫ-ɫɬɪɚɬɟɝɿʀ. Ɂɚ ɞɚɧɢɦɢ 
FШrЛОs, ɝɥɨɛɚɥьɧɿ ɜɢɬɪɚɬɢ ɧɚ ɰɢɮɪɨɜɭ ɪɟɤɥɚɦɭ ɩɪɨɝɧɨɡɭɸɬьɫɹ ɞɨɫɹɝɬɢ 870,85 ɦɿɥьɹɪɞɿɜ 
ɞɨɥɚɪɿɜ ɞɨ 2027 ɪɨɤɭ Д11Ж. Ȼɿɥьɲɟ ɩɨɥɨɜɢɧɢ ɜɫьɨɝɨ ɜɟɛ-ɬɪɚɮɿɤɭ ɧɚɞɯɨɞɢɬь ɡ ɦɨɛɿɥьɧɢɯ 
ɩɪɢɫɬɪɨʀɜ, ɳɨ ɩɿɞɤɪɟɫɥɸє ɜɚɠɥɢɜɿɫɬь ɨɩɬɢɦɿɡɚɰɿʀ ɦɨɛɿɥьɧɨɝɨ ɞɨɫɜɿɞɭ ɞɥɹ ɛɿɡɧɟɫɭ Д12, 
13Ж. Ʉɪɿɦ ɬɨɝɨ, 68% ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿ ɤɨɦɭɧɿɤɚɰɿɣɧɢɯ ɩɪɨɮɟɫɿɨɧɚɥɿɜ ɜɢɤɨɪɢɫɬɨɜɭɸɬь 
ɲɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ ɭ ɫɜɨʀɯ ɳɨɞɟɧɧɢɯ ɪɨɛɨɱɢɯ ɩɪɨɰɟɫɚɯ Д11Ж.  

ɐɿ ɞɚɧɿ ɫɜɿɞɱɚɬь ɩɪɨ ɬɟ, ɳɨ ɿɧɧɨɜɚɰɿɣɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ, ɹɤɿ ɜɤɥɸɱɚɸɬь 
ɜɢɤɨɪɢɫɬɚɧɧɹ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ, ɦɚɲɢɧɧɨɝɨ ɧɚɜɱɚɧɧɹ ɬɚ ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ, є ɤɥɸɱɨɜɢɦɢ 
ɞɥɹ ɫɬɜɨɪɟɧɧɹ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ, ɳɨ ɜɿɞɩɨɜɿɞɚє ɫɭɱɚɫɧɢɦ 
ɜɢɦɨɝɚɦ ɪɢɧɤɭ. ȼɿɞɩɨɜɿɞɧɨ ɩɢɬɚɧɧɹ ɟɮɟɤɬɢɜɧɨɝɨ ɜɢɤɨɪɢɫɬɚɧɧɹ ɰɢɮɪɨɜɢɯ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɞɥɹ ɡɚɛɟɡɩɟɱɟɧɧɹ ɰɿɥɿɫɧɨɫɬɿ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ ɧɚɛɭɜɚɸɬь 
ɨɫɨɛɥɢɜɨʀ ɚɤɬɭɚɥьɧɨɫɬɿ. 

ɍ ɫɭɱɚɫɧɨɦɭ ɧɚɭɤɨɜɨɦɭ ɞɢɫɤɭɪɫɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ ɪɨɡɝɥɹɞɚɸɬьɫɹ ɹɤ ɤɥɸɱɨɜɿ 
ɿɧɫɬɪɭɦɟɧɬɢ ɮɨɪɦɭɜɚɧɧɹ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɫɟɪɟɞɨɜɢɳɚ. Ɂɝɿɞɧɨ ɡ 
ɫɢɫɬɟɦɚɬɢɱɧɢɦ ɨɝɥɹɞɨɦ ɥɿɬɟɪɚɬɭɪɢ, ɩɪɨɜɟɞɟɧɢɦ ɭ ɞɨɫɥɿɞɠɟɧɧɿ Ɇ. ɑɿɨɩɩɿ, ȱ. Ʉɭɪɿɧɚ, Ȼ. 
Ɏɪɚɧɱɿɨɧɿ ɬɚ ȿ. ɋɚɜɟɥɥɿ, ɰɢɮɪɨɜɚ ɬɪɚɧɫɮɨɪɦɚɰɿɹ ɡɧɚɱɧɨ ɜɩɥɢɜɚє ɧɚ ɦɚɪɤɟɬɢɧɝɨɜɿ 
ɩɪɚɤɬɢɤɢ, ɡɨɤɪɟɦɚ ɧɚ ɜɡɚєɦɨɞɿɸ ɡ ɤɥɿєɧɬɚɦɢ ɬɚ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɢ. Ⱥɜɬɨɪɢ ɞɨɜɨɞɹɬь, ɳɨ 
ɭɫɩɿɲɧɚ ɰɢɮɪɨɜɚ ɬɪɚɧɫɮɨɪɦɚɰɿɹ ɜɢɦɚɝɚє ɚɞɚɩɬɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɞɨ ɧɨɜɢɯ 
ɰɢɮɪɨɜɢɯ ɪɟɚɥɿɣ, ɜɤɥɸɱɚɸɱɢ ɜɢɤɨɪɢɫɬɚɧɧɹ ɜɟɥɢɤɢɯ ɞɚɧɢɯ ɬɚ ɚɧɚɥɿɬɢɤɢ ɞɥɹ ɩɪɢɣɧɹɬɬɹ 
ɛɿɡɧɟɫ-ɪɿɲɟɧь Д3Ж.  

Ɇ. Ɍ. ɇɭɫɟɣɪ, Ƚ. Ⱥ. ȿɥь Ɋɟɮɚɟ, Ⱥ. Ⱥɥьɞɠɭɦɚ, Ɇ. Ⱥɥьɲɭɪɿɞɟ, ɋ. ɍɪɚɛɿ ɬɚ Ȼ. Ⱥɥь 
Ʉɭɪɞɿ, ɚɤɰɟɧɬɭɸɬь ɭɜɚɝɭ ɧɚ ɜɚɠɥɢɜɨɫɬɿ ɩɢɬɚɧь ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɬɚ ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ ɜ ɰɢɮɪɨɜɨɦɭ ɦɚɪɤɟɬɢɧɝɭ ɞɥɹ ɩɨɤɪɚɳɟɧɧɹ ɞɨɫɜɿɞɭ ɤɥɿєɧɬɿɜ. 
ɇɚɭɤɨɜɰɿ ɡɚɡɧɚɱɚɸɬь, ɳɨ ɤɨɦɩɚɧɿʀ, ɹɤɿ ɜɩɪɨɜɚɞɠɭɸɬь ɿɧɧɨɜɚɰɿɣɧɿ ɰɢɮɪɨɜɿ ɫɬɪɚɬɟɝɿʀ, 
ɞɨɫɹɝɚɸɬь ɜɢɳɨɝɨ ɪɿɜɧɹ ɡɚɞɨɜɨɥɟɧɨɫɬɿ ɤɥɿєɧɬɿɜ ɬɚ ɥɨɹɥьɧɨɫɬɿ Д4Ж. 

Ⱦɨɫɥɿɞɠɟɧɧɹ ɩɪɨɜɟɞɟɧɿ ɀ.Ⱥ. Ⱥɬɟɣɞ, Ⱦ. ɑɨɧ, ɋ. ɉ. Ɋɚɞɠ, Ʉ. ɋɿɜɚɤɭɦɚɪ, Ƚ. ɋɸɧ 
ɩɿɞɤɪɟɫɥɸɸɬь ɪɨɥь ɿɧɧɨɜɚɰɿɣ ɭ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɹɯ, ɡɨɤɪɟɦɚ ɜɩɪɨɜɚɞɠɟɧɧɹ ɧɨɜɢɯ 
ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɜ ɪɨɡɪɿɡɿ ɫɟɦɢ ɤɚɬɟɝɨɪɿɣ, ɬɚɤɢɯ ɹɤ: ɲɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ (AI), 
ɪɨɡɲɢɪɟɧɚ ɪɟɚɥьɧɿɫɬь (БR), ɫɨɰɿɚɥьɧɿ/ɿɧɬɟɪɚɤɬɢɜɧɿ ɬɟɯɧɨɥɨɝɿʀ, ɦɨɛɿɥьɧɿ ɬɟɯɧɨɥɨɝɿʀ, 
ȱɧɬɟɪɧɟɬ ɪɟɱɟɣ (IШT), ɫɟɧɫɨɪɧɿ ɬɟɯɧɨɥɨɝɿʀ ɬɚ ɬɟɯɧɨɥɨɝɿʀ ɛɥɨɤɱɟɣɧ. Ⱥɜɬɨɪɢ ɜɢɞɿɥɹɸɬь 
ɱɨɬɢɪɢ ɱɿɬɤɿ, ɚɥɟ ɜɡɚєɦɨɩɨɜ’ɹɡɚɧɿ ɡɜ’ɹɡɤɢ ɦɿɠ ɬɟɯɧɨɥɨɝɿɹɦɢ ɬɚ ɦɚɪɤɟɬɢɧɝɨɜɢɦɢ 
ɿɧɧɨɜɚɰɿɹɦɢ: ɩɪɹɦɢɣ ɜɩɥɢɜ ɬɟɯɧɨɥɨɝɿʀ ɧɚ ɞɿʀ ɦɚɪɤɟɬɨɥɨɝɚ (ɧɚɩɪɢɤɥɚɞ, ɰɿɥьɨɜɚ ɪɟɤɥɚɦɚ ɡ 
ɜɢɤɨɪɢɫɬɚɧɧɹɦ ɩɨɩɟɪɟɞɧьɨʀ ɩɨɜɟɞɿɧɤɢ ɤɥɿєɧɬɚ), ɩɪɹɦɢɣ ɜɩɥɢɜ ɧɚ ɩɨɜɟɞɿɧɤɭ ɤɥɿєɧɬɚ 
(ɧɚɩɪɢɤɥɚɞ, ɩɨɤɪɚɳɟɧɧɹ ɿɧɬɟɪɮɟɣɫɭ ɤɨɪɢɫɬɭɜɚɱɚ ɡɚ ɞɨɩɨɦɨɝɨɸ ɱɚɬ-ɛɨɬɿɜ ɿ, ɨɬɠɟ, 
ɡɚɞɨɜɨɥɟɧɿɫɬь ɤɥɿєɧɬɿɜ), ɧɟɩɪɹɦɢɣ ɜɩɥɢɜ ɧɚ ɤɥɿєɧɬɚ ɱɟɪɟɡ ɞɿʀ ɦɚɪɤɟɬɨɥɨɝɚ ɹɤ 
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ɩɨɫɟɪɟɞɧɢɤɚ (ɧɚɩɪɢɤɥɚɞ, ɡɦɟɧɲɟɧɧɹ ɫɤɚɪɝ ɤɥɿєɧɬɿɜ ɭ ɪɟɡɭɥьɬɚɬɿ ɡɞɚɬɧɨɫɬɿ ɤɨɦɩɚɧɿʀ 
ɜɢɪɿɲɭɜɚɬɢ ɪɭɬɢɧɧɿ ɩɪɨɛɥɟɦɢ ɡɚ ɞɨɩɨɦɨɝɨɸ ɲɬɭɱɧɨɝɨ ɿɧɬɟɥɟɤɬɭ) ɬɚ ɧɟɩɪɹɦɢɣ ɜɩɥɢɜ ɞɿʀ 
ɦɚɪɤɟɬɨɥɨɝɚ ɧɚ ɩɪɨɞɭɤɬɢɜɧɿɫɬь ɮɿɪɦɢ ɱɟɪɟɡ ɩɨɜɟɞɿɧɤɭ ɤɥɿєɧɬɚ ɹɤ ɩɨɫɟɪɟɞɧɢɤɚ 
(ɞɢɧɚɦɿɱɧɟ ɰɿɧɨɭɬɜɨɪɟɧɧɹ, ɡɛɿɥьɲɟɧɧɹ ɩɨɩɢɬɭ ɧɚ ɡɚɥɭɱɟɧɧɹ ɧɨɜɢɯ ɤɥɿєɧɬɿɜ) Д5Ж. 
ȼɢɫɧɨɜɤɢ ɡɪɨɛɥɟɧɿ ɧɚɭɤɨɜɰɹɦɢ є ɤɪɢɬɢɱɧɨ ɜɚɠɥɢɜɢɦɢ ɞɥɹ ɮɨɪɦɭɜɚɧɧɹ ɤɨɝɟɪɟɧɬɧɨɝɨ 
ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ, ɨɫɤɿɥьɤɢ ɞɨɡɜɨɥɹɬь ɡɚɛɟɡɩɟɱɢɬɢ ɭɡɝɨɞɠɟɧɭ ɜɡɚєɦɨɞɿɸ ɦɿɠ 
ɞɿɹɦɢ ɦɚɪɤɟɬɨɥɨɝɚ, ɩɨɜɟɞɿɧɤɨɸ ɤɥɿєɧɬɿɜ ɬɚ ɩɿɞɜɢɳɟɧɧɹɦ ɡɚɝɚɥьɧɨʀ ɟɮɟɤɬɢɜɧɨɫɬɿ ɛɿɡɧɟɫɭ 
ɜ ɭɦɨɜɚɯ ɰɢɮɪɨɜɨʀ ɬɪɚɧɫɮɨɪɦɚɰɿʀ. 

ȱɧɲɿ ɞɨɫɥɿɞɧɢɤɢ ɩɿɞɤɪɟɫɥɸɸɬь ɜɚɠɥɢɜɿɫɬь ɿɧɬɟɝɪɚɰɿʀ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɭ 
ɦɚɪɤɟɬɢɧɝɨɜɿ ɫɬɪɚɬɟɝɿʀ ɞɥɹ ɡɚɛɟɡɩɟɱɟɧɧɹ ɟɮɟɤɬɢɜɧɨʀ ɜɡɚєɦɨɞɿʀ ɦɿɠ ɤɨɦɩɚɧɿɹɦɢ ɬɚ 
ɫɩɨɠɢɜɚɱɚɦɢ. Ɍɚɤ, ɭ ɪɨɛɨɬɿ ɉ.Ʉ. Ʉɚɧɧɚɧɚ ɬɚ ɏ.Ⱥ. Ʌɿ ɪɨɡɪɨɛɥɟɧɨ ɿ ɨɩɢɫɚɧɨ ɪɚɦɤɨɜɭ 
ɫɬɪɭɤɬɭɪɭ ɞɥɹ ɞɨɫɥɿɞɠɟɧь ɭ ɫɮɟɪɿ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, ɹɤɚ ɜɢɞɿɥɹє ɤɥɸɱɨɜɿ ɬɨɱɤɢ 
ɜɡɚєɦɨɞɿʀ ɜ ɦɚɪɤɟɬɢɧɝɨɜɨɦɭ ɩɪɨɰɟɫɿ, ɞɟ ɰɢɮɪɨɜɿ ɬɟɯɧɨɥɨɝɿʀ ɦɚɸɬь ɡɧɚɱɧɢɣ ɜɩɥɢɜ Д6Ж. 
Ɋɨɡɪɨɛɥɟɧɚ ɚɜɬɨɪɚɦɢ ɪɚɦɤɨɜɚ ɫɬɪɭɤɬɭɪɚ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɩɿɞɤɪɟɫɥɸє 
ɧɟɨɛɯɿɞɧɿɫɬь ɿɧɬɟɝɪɚɰɿʀ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɭ ɜɫɿ ɤɥɸɱɨɜɿ ɬɨɱɤɢ ɜɡɚєɦɨɞɿʀ ɦɿɠ 
ɤɨɦɩɚɧɿɹɦɢ ɬɚ ɫɩɨɠɢɜɚɱɚɦɢ, ɳɨ є ɮɭɧɞɚɦɟɧɬɚɥьɧɢɦ ɞɥɹ ɮɨɪɦɭɜɚɧɧɹ ɰɿɥɿɫɧɨɝɨ ɿ 
ɭɡɝɨɞɠɟɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ. 

ȱɧɲɿ ɞɨɫɥɿɞɠɟɧɧɹ ɡɨɫɟɪɟɞɠɟɧɿ ɧɚ ɜɩɥɢɜɿ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɜ ɦɚɪɤɟɬɢɧɝɭ ɧɚ 
ɿɧɧɨɜɚɰɿʀ ɛɿɡɧɟɫ-ɦɨɞɟɥɟɣ. ɇɚɩɪɢɤɥɚɞ, ɭ ɪɨɛɨɬɿ Ʉ. Ⱥɧɱɿɥɥɚɣ, Ⱥ. ɋɚɛɚɬɿɧɿ, Ɇ. Ƚɚɬɬɿ ɬК Ⱥ. 
ɉɟɪɧɚ, ɛɭɥɨ ɜɢɹɜɥɟɧɨ ɩ’ɹɬь ɨɫɧɨɜɧɢɯ ɧɚɩɪɹɦɿɜ ɞɨɫɥɿɞɠɟɧь, ɳɨ ɫɬɨɫɭɸɬьɫɹ 
ɜɡɚєɦɨɡɜ’ɹɡɤɭ ɦɿɠ ɰɢɮɪɨɜɢɦɢ ɬɟɯɧɨɥɨɝɿɹɦɢ ɬɚ ɿɧɧɨɜɚɰɿɹɦɢ ɛɿɡɧɟɫ-ɦɨɞɟɥɟɣ, ɚ ɬɚɤɨɠ 
ɡɚɩɪɨɩɨɧɨɜɚɧɨ ɿɧɬɟɪɩɪɟɬɚɬɢɜɧɭ ɪɚɦɤɭ ɞɥɹ ɩɨɞɚɥьɲɢɯ ɞɨɫɥɿɞɠɟɧь ɭ ɰɿɣ ɝɚɥɭɡɿ Д14Ж. 

ɍ ɤɨɧɬɟɤɫɬɿ ɜɩɥɢɜɭ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɧɚ ɟɮɟɤɬɢɜɧɿɫɬь ɛɿɡɧɟɫɭ, ɞɨɫɥɿɞɠɟɧɧɹ, 
ɨɩɭɛɥɿɤɨɜɚɧɟ Ʉ. ɏɨɦɛɭɪɝ ɬɚ Ⱦ. ȼɟɥьɝɨɫ, ɚɧɚɥɿɡɭє ɡɜ’ɹɡɨɤ ɦɿɠ ɰɢɮɪɨɜɢɦɢ 
ɦɚɪɤɟɬɢɧɝɨɜɢɦɢ ɦɨɠɥɢɜɨɫɬɹɦɢ ɬɚ ɪɟɡɭɥьɬɚɬɢɜɧɿɫɬɸ ɤɨɦɩɚɧɿɣ. Ⱥɜɬɨɪɢ ɜɢɹɜɢɥɢ, ɳɨ 
ɪɨɡɜɢɬɨɤ ɰɢɮɪɨɜɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɩɟɬɟɧɰɿɣ, ɬɚɤɢɯ ɹɤ ɭɩɪɚɜɥɿɧɧɹ 
ɩɪɨɞɭɤɬɚɦɢ/ɩɨɫɥɭɝɚɦɢ, ɰɿɧɨɭɬɜɨɪɟɧɧɹ ɬɚ ɭɩɪɚɜɥɿɧɧɹ ɩɪɨɞɚɠɚɦɢ, ɚ ɬɚɤɨɠ ɞɨɫɥɿɞɠɟɧɧɹ 
ɪɢɧɤɭ ɬɚ ɭɩɪɚɜɥɿɧɧɹ ɤɨɦɭɧɿɤɚɰɿɹɦɢ, ɩɨɡɢɬɢɜɧɨ ɜɩɥɢɜɚє ɧɚ ɡɚɝɚɥьɧɭ ɟɮɟɤɬɢɜɧɿɫɬь 
ɤɨɦɩɚɧɿɣ Д15Ж. ɐɟ ɩɿɞɤɪɟɫɥɸє, ɳɨ ɪɨɡɜɢɬɨɤ ɰɢɮɪɨɜɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɩɟɬɟɧɰɿɣ є ɧɟ 
ɥɢɲɟ ɜɚɠɥɢɜɢɦ ɟɥɟɦɟɧɬɨɦ ɩɿɞɜɢɳɟɧɧɹ ɛɿɡɧɟɫ-ɟɮɟɤɬɢɜɧɨɫɬɿ, ɚɥɟ ɣ ɧɟɨɛɯɿɞɧɨɸ ɭɦɨɜɨɸ 
ɞɥɹ ɡɚɛɟɡɩɟɱɟɧɧɹ ɰɿɥɿɫɧɨɫɬɿ ɬɚ ɭɡɝɨɞɠɟɧɨɫɬɿ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ. 

ɍ ɤɨɧɬɟɤɫɬɿ ɞɨɫɥɿɞɠɟɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɹɤ ɿɧɫɬɪɭɦɟɧɬɭ ɪɨɡɜɢɬɤɭ 
ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ, ɭɤɪɚʀɧɫьɤɿ ɧɚɭɤɨɜɰɿ ɩɪɢɞɿɥɹɸɬь ɡɧɚɱɧɭ ɭɜɚɝɭ 
ɬɪɚɧɫɮɨɪɦɚɰɿʀ ɛɿɡɧɟɫ-ɦɨɞɟɥɟɣ, ɜɩɪɨɜɚɞɠɟɧɧɸ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɬɚ ɚɞɚɩɬɚɰɿʀ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ ɞɨ ɧɨɜɢɯ ɭɦɨɜ. 

ȱ.ə. Ʉɭɡьɦɭɤ, Ⱥ.Ⱥ. Ɉɫɿɩɨɜɚ ɬɚ ȼ.ȼ. ȼɢɲɧɸɤ, ɜ ɫɜɨєɦɭ ɞɨɫɥɿɞɠɟɧɧɿ ɞɨɜɟɥɢ, ɳɨ 
ɰɢɮɪɨɜɚ ɟɤɨɧɨɦɿɤɚ ɫɭɬɬєɜɨ ɬɪɚɧɫɮɨɪɦɭє ɬɪɚɞɢɰɿɣɧɿ ɛɿɡɧɟɫ-ɦɨɞɟɥɿ, ɫɬɢɦɭɥɸɸɱɢ 
ɪɨɡɜɢɬɨɤ ɧɨɜɢɯ ɩɿɞɯɨɞɿɜ ɞɨ ɫɬɜɨɪɟɧɧɹ ɰɿɧɧɨɫɬɿ, ɤɨɦɭɧɿɤɚɰɿʀ ɡɿ ɫɩɨɠɢɜɚɱɚɦɢ ɬɚ 
ɨɬɪɢɦɚɧɧɹ ɩɪɢɛɭɬɤɭ, ɳɨ ʉɪɭɧɬɭɸɬьɫɹ ɧɚ ɦɨɠɥɢɜɨɫɬɹɯ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ. ȼɿɞ 
ɦɨɞɟɥɟɣ ɩɥɚɬɮɨɪɦ ɿ ɩɿɞɩɢɫɨɤ ɞɨ ɞɟɰɟɧɬɪɚɥɿɡɨɜɚɧɢɯ ɫɬɪɭɤɬɭɪ ɬɚ ɫɬɪɚɬɟɝɿɣ ɩɪɹɦɨʀ 
ɜɡɚєɦɨɞɿʀ ɡɿ ɫɩɨɠɢɜɚɱɚɦɢ – ɤɨɦɩɚɧɿʀ ɚɤɬɢɜɧɨ ɜɩɪɨɜɚɞɠɭɸɬь ɿɧɧɨɜɚɰɿɣɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ 
ɦɨɞɟɥɿ ɞɥɹ ɡɚɛɟɡɩɟɱɟɧɧɹ ɫɬɿɣɤɨɫɬɿ ɬɚ ɭɡɝɨɞɠɟɧɨɫɬɿ ɫɜɨʀɯ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ Д8Ж. 
Ⱦɨɫɥɿɞɠɟɧɧɹ ɚɜɬɨɪɿɜ ɩɿɞɤɪɟɫɥɸє, ɳɨ ɭɫɩɿɲɧɚ ɚɞɚɩɬɚɰɿɹ ɞɨ ɰɢɯ ɡɦɿɧ ɱɟɪɟɡ ɫɬɪɚɬɟɝɿɱɧɟ 
ɩɥɚɧɭɜɚɧɧɹ, ɿɧɜɟɫɬɢɰɿʀ ɭ ɰɢɮɪɨɜɿ ɤɨɦɩɟɬɟɧɰɿʀ ɬɚ ɝɨɬɨɜɧɿɫɬь ɞɨ ɩɨɫɬɿɣɧɨʀ ɬɪɚɧɫɮɨɪɦɚɰɿʀ 
є ɧɟɨɛɯɿɞɧɨɸ ɭɦɨɜɨɸ ɞɥɹ ɮɨɪɦɭɜɚɧɧɹ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ ɜ 
ɭɦɨɜɚɯ ɧɨɜɨʀ ɟɤɨɧɨɦɿɱɧɨʀ ɪɟɚɥьɧɨɫɬɿ. 

Ⱦɨɫɥɿɞɠɟɧɧɹ ȼ. Ȼɨɧɞɚɪɟɧɤɨ ɬɚ Ɉ. Ɉɦɟɥьɹɧɟɧɤɨ ɦɚє ɜɚɠɥɢɜɟ ɡɧɚɱɟɧɧɹ ɞɥɹ 
ɪɨɡɜɢɬɤɭ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ, ɨɫɤɿɥьɤɢ ɚɤɰɟɧɬɭє ɭɜɚɝɭ ɧɟ ɥɢɲɟ ɧɚ 
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ɿɧɫɬɪɭɦɟɧɬ ɮɨɪɦɭɜɚɧɧɹ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ 
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ɩɟɪɟɜɚɝɚɯ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, ɬɚɤɢɯ ɹɤ ɡɪɨɫɬɚɧɧɹ ɩɪɨɞɚɠɿɜ, ɡɦɿɰɧɟɧɧɹ ɛɪɟɧɞɭ ɬɚ 
ɡɚɥɭɱɟɧɧɹ ɤɥɿєɧɬɿɜ, ɚɥɟ ɣ ɧɚ ɤɪɢɬɢɱɧɢɯ ɜɢɤɥɢɤɚɯ ɰɢɮɪɨɜɨʀ ɟɩɨɯɢ, ɡɨɤɪɟɦɚ ɩɪɨɛɥɟɦɚɯ 
ɤɨɧɮɿɞɟɧɰɿɣɧɨɫɬɿ ɞɚɧɢɯ ɿ ɩɨɫɢɥɟɧɧɿ ɤɨɧɤɭɪɟɧɰɿʀ, ɳɨ ɜɢɦɚɝɚє ɜɿɞ ɤɨɦɩɚɧɿɣ ɤɨɦɩɥɟɤɫɧɨɝɨ 
ɫɬɪɚɬɟɝɿɱɧɨɝɨ ɩɿɞɯɨɞɭ ɞɨ ɜɩɪɨɜɚɞɠɟɧɧɹ ɿɧɧɨɜɚɰɿɣɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ Д16Ж. 

Ⱦɨɫɥɿɞɠɟɧɧɹ ɜ ɝɚɥɭɡɿ ɰɢɮɪɨɜɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣɧɢɯ ɫɬɪɚɬɟɝɿɣ 
ɜɤɚɡɭɸɬь ɧɚ ɜɚɠɥɢɜɿɫɬь ɿɧɜɟɫɬɢɰɿɣ ɭ ɪɟɤɥɚɦɭ ɬɚ ɩɟɪɫɨɧɚɥɿɡɚɰɿɸ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɤɚɦɩɚɧɿɣ. Ɂ. Ɍɹɝɭɧɨɜɚ, ɇ. Ɍɹɝɭɧɨɜɚ, Ɍ. əɪɨɜɟɧɤɨ, Ɉ. Ƚɨɥɿɤ, Ⱥ. Ɇɟɥьɧɢɤɨɜ ɬɚ Ɉ. ɋɚɦɚɪɞɚɤ 
ɞɨɜɨɞɹɬь, ɳɨ ɡɧɚɱɧɢɣ ɜɩɥɢɜ ɧɚ ɩɪɨɞɚɠɿ ɦɚɸɬь ɬɚɤɿ ɮɚɤɬɨɪɢ, ɹɤ ɪɟɤɥɚɦɧɢɣ ɛɸɞɠɟɬ, 
ɚɤɬɢɜɧɿɫɬь ɭ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠɚɯ ɬɚ ɜɡɚєɦɨɞɿɹ ɡ ɤɥɿєɧɬɚɦɢ Д17Ж. 

ɐɢɮɪɨɜɚ ɬɪɚɧɫɮɨɪɦɚɰɿɹ ɞɨɡɜɨɥɢɥɚ ɛɿɡɧɟɫɭ ɫɬɚɬɢ ɛɿɥьɲ ɤɥɿєɧɬɨɨɪɿєɧɬɨɜɚɧɢɦ. 
Ʉɨɦɩɚɧɿʀ ɦɨɠɭɬь ɡɛɢɪɚɬɢ ɬɚ ɚɧɚɥɿɡɭɜɚɬɢ ɞɚɧɿ ɩɪɨ ɤɥɿєɧɬɿɜ, ɳɨ ɞɚє ɡɦɨɝɭ ɪɨɡɪɨɛɥɹɬɢ 
ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɫɬɪɚɬɟɝɿʀ ɬɚ ɩɪɢɣɦɚɬɢ ɛɿɥьɲ ɨɛʉɪɭɧɬɨɜɚɧɿ ɪɿɲɟɧɧɹ. Є. ȼ. 
ɉɿɞɞɭɛɧɢɣ ɡɚɡɧɚɱɚє, ɳɨ ɬɪɚɧɫɮɨɪɦɚɰɿɹ ɥɚɧɞɲɚɮɬɭ ɦɿɠɨɫɨɛɢɫɬɿɫɧɢɯ ɡɜ’ɹɡɤɿɜ ɬɚ 
ɟɤɨɧɨɦɿɱɧɢɯ ɜɿɞɧɨɫɢɧ ɩɪɢɡɜɨɞɢɬь ɞɨ ɞɿɞɠɢɬɚɥɿɡɚɰɿʀ ɨɩɟɪɚɰɿɣɧɢɯ ɩɪɨɰɟɫɿɜ ɬɚ ɡɦɿɧɢ 
ɛɿɡɧɟɫ-ɦɨɞɟɥɟɣ, ɳɨ ɡɚɝɚɥɨɦ ɜɟɞɟ ɞɨ ɦɚɫɲɬɚɛɧɨʀ ɰɢɮɪɨɜɨʀ ɬɪɚɧɫɮɨɪɦɚɰɿʀ ɤɨɦɩɚɧɿɣ Д18Ж.  

Ⱥɧɚɥɿɡ ɫɭɱɚɫɧɢɯ ɧɚɭɤɨɜɢɯ ɞɨɫɥɿɞɠɟɧь ɩɿɞɬɜɟɪɞɠɭє, ɳɨ ɬɪɚɧɫɮɨɪɦɚɰɿɹ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɩɿɞ ɜɩɥɢɜɨɦ ɰɢɮɪɨɜɿɡɚɰɿʀ ɩɟɪɟɬɜɨɪɸє ʀɯ ɧɚ ɮɭɧɞɚɦɟɧɬɚɥьɧɢɣ 
ɱɢɧɧɢɤ ɫɬɜɨɪɟɧɧɹ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɫɟɪɟɞɨɜɢɳɚ. ȱɦɩɥɟɦɟɧɬɚɰɿɹ 
ɚɧɚɥɿɬɢɤɢ ɦɚɫɢɜɿɜ ɜɟɥɢɤɢɯ ɞɚɧɢɯ, ɿɧɞɢɜɿɞɭɚɥɿɡɨɜɚɧɢɯ ɩɿɞɯɨɞɿɜ ɞɨ ɜɡɚєɦɨɞɿʀ ɡ ɤɥɿєɧɬɚɦɢ, 
ɫɢɫɬɟɦ ɦɚɲɢɧɧɨɝɨ ɧɚɜɱɚɧɧɹ ɬɚ ɩɟɪɟɞɨɜɢɯ ɬɟɯɧɨɥɨɝɿɱɧɢɯ ɪɿɲɟɧь (ɜɤɥɸɱɚɸɱɢ 
ɪɨɡɲɢɪɟɧɭ ɪɟɚɥьɧɿɫɬь, ɦɨɛɿɥьɧɿ ɩɥɚɬɮɨɪɦɢ ɬɚ ɿɧɬɟɪɧɟɬ ɪɟɱɟɣ) ɜɿɞɤɪɢɜɚє ɩɟɪɟɞ 
ɤɨɦɩɚɧɿɹɦɢ ɦɨɠɥɢɜɨɫɬɿ ɧɟ ɬɿɥьɤɢ ɞɥɹ ɩɨɤɪɚɳɟɧɧɹ ɤɨɦɭɧɿɤɚɰɿʀ ɡ ɰɿɥьɨɜɨɸ ɚɭɞɢɬɨɪɿєɸ, 
ɚɥɟ ɣ ɞɥɹ ɞɨɫɹɝɧɟɧɧɹ ɫɬɪɭɤɬɭɪɧɨʀ ɰɿɥɿɫɧɨɫɬɿ, ɛɟɡɩɟɪɟɪɜɧɨɫɬɿ ɬɚ ɚɞɚɩɬɢɜɧɨɫɬɿ 
ɨɩɟɪɚɰɿɣɧɢɯ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ. 

ɇɚɭɤɨɜɿ ɞɨɫɥɿɞɠɟɧɧɹ ɞɟɦɨɧɫɬɪɭɸɬь, ɳɨ ɜ ɭɦɨɜɚɯ ɟɤɫɩɨɧɟɧɰɿɣɧɨɝɨ ɡɪɨɫɬɚɧɧɹ 
ɞɿɞɠɢɬɚɥɿɡɚɰɿʀ ɪɚɰɿɨɧɚɥьɧɟ ɡɚɫɬɨɫɭɜɚɧɧɹ ɿɧɧɨɜɚɰɿɣɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɧɰɟɩɰɿɣ ɫɬɚє 
ɜɢɡɧɚɱɚɥьɧɢɦ ɮɚɤɬɨɪɨɦ ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɨɫɬɿ. ȱɧɬɟɝɪɚɰɿɣɧɢɣ ɩɨɬɟɧɰɿɚɥ ɬɚɤɢɯ 
ɦɨɞɟɥɟɣ ɞɨɡɜɨɥɹє ɨɛ’єɞɧɭɜɚɬɢ ɪɨɡɪɿɡɧɟɧɿ ɟɥɟɦɟɧɬɢ ɛɿɡɧɟɫ-ɟɤɨɫɢɫɬɟɦɢ ɜ єɞɢɧɭ 
ɫɢɧɯɪɨɧɿɡɨɜɚɧɭ ɫɬɪɭɤɬɭɪɭ, ɳɨ ɨɩɟɪɚɬɢɜɧɨ ɪɟɚɝɭє ɧɚ ɡɚɩɢɬɢ ɪɢɧɤɭ, ɬɟɯɧɨɥɨɝɿɱɧɿ 
ɬɟɧɞɟɧɰɿʀ ɬɚ ɡɦɿɧɢ ɫɩɨɠɢɜɱɢɯ ɩɚɬɟɪɧɿɜ. 

Ɉɫɨɛɥɢɜɨʀ ɡɧɚɱɭɳɨɫɬɿ ɧɚɛɭɜɚє ɡɞɚɬɧɿɫɬь ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ 
ɡɚɛɟɡɩɟɱɭɜɚɬɢ ɦɭɥьɬɢɤɚɧɚɥьɧɭ ɭɡɝɨɞɠɟɧɿɫɬь, ɫɟɦɚɧɬɢɱɧɭ єɞɧɿɫɬь ɛɪɟɧɞ-ɤɨɦɭɧɿɤɚɰɿɣ ɬɚ 
ɿɧɮɨɪɦɚɰɿɣɧɭ ɰɿɥɿɫɧɿɫɬь ɭ ɜɫɿɯ ɬɨɱɤɚɯ ɜɡɚєɦɨɞɿʀ ɡ ɤɥɿєɧɬɚɦɢ. ɋɭɱɚɫɧɢɣ ɧɚɭɤɨɜɢɣ 
ɞɢɫɤɭɪɫ, ɩɨɩɪɢ ɜɢɡɧɚɧɧɹ ɜɚɠɥɢɜɨɫɬɿ ɰɢɯ ɩɢɬɚɧь, ɯɚɪɚɤɬɟɪɢɡɭєɬьɫɹ ɮɪɚɝɦɟɧɬɚɪɧɿɫɬɸ ɬɚ 
ɜɿɞɫɭɬɧɿɫɬɸ ɤɨɦɩɥɟɤɫɧɢɯ ɞɨɫɥɿɞɠɟɧь, ɫɩɪɹɦɨɜɚɧɢɯ ɧɚ ɜɢɪɿɲɟɧɧɹ ɨɤɪɟɫɥɟɧɢɯ ɩɪɨɛɥɟɦ. 
Ɍɨɦɭ ɦɟɬɨɸ ɞɨɫɥɿɞɠɟɧɧɹ є ɪɨɡɪɨɛɤɚ ɤɨɧɰɟɩɬɭɚɥьɧɢɯ ɡɚɫɚɞ ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɹɤ ɿɧɫɬɪɭɦɟɧɬɭ ɮɨɪɦɭɜɚɧɧɹ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-
ɩɪɨɫɬɨɪɭ. 

ɉɟɪɲɨɱɟɪɝɨɜɢɦ ɡɚɜɞɚɧɧɹɦ ɞɥɹ ɞɨɫɹɝɧɟɧɧɹ ɦɟɬɢ ɞɨɫɥɿɞɠɟɧɧɹ є ɚɧɚɥɿɡ ɟɜɨɥɸɰɿʀ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɜ ɭɦɨɜɚɯ ɰɢɮɪɨɜɨʀ ɬɪɚɧɫɮɨɪɦɚɰɿʀ ɬɚ ɜɢɡɧɚɱɟɧɧɹ ʀɯ ɪɨɥɿ ɭ 
ɡɚɛɟɡɩɟɱɟɧɧɿ ɤɨɝɟɪɟɧɬɧɨɫɬɿ ɛɿɡɧɟɫ-ɫɟɪɟɞɨɜɢɳɚ. ȱɫɬɨɪɢɱɧɨ ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ ɩɪɨɣɲɥɢ 
ɲɥɹɯ ɜɿɞ ɥɿɧɿɣɧɢɯ ɨɞɧɨɫɩɪɹɦɨɜɚɧɢɯ ɤɨɦɭɧɿɤɚɰɿɣ ɞɨ ɫɤɥɚɞɧɢɯ ɿɧɬɟɝɪɨɜɚɧɢɯ ɫɢɫɬɟɦ, ɳɨ 
ɮɭɧɤɰɿɨɧɭɸɬь ɭ ɪɟɠɢɦɿ ɪɟɚɥьɧɨɝɨ ɱɚɫɭ ɬɚ ɡɚɛɟɡɩɟɱɭɸɬь ɨɦɧɿɤɚɧɚɥьɧɭ ɜɡɚєɦɨɞɿɸ ɡ 
ɰɿɥьɨɜɨɸ ɚɭɞɢɬɨɪɿєɸ. Ʉɨɠɟɧ ɟɬɚɩ ɯɚɪɚɤɬɟɪɢɡɭєɬьɫɹ ɧɟ ɥɢɲɟ ɪɨɡɲɢɪɟɧɧɹɦ 
ɿɧɫɬɪɭɦɟɧɬɚɪɿɸ, ɚɥɟ ɣ ɡɦɿɧɨɸ ɩɚɪɚɞɢɝɦɢ ɳɨɞɨ ɪɨɥɿ ɦɚɪɤɟɬɢɧɝɭ ɜ ɛɿɡɧɟɫ-ɚɪɯɿɬɟɤɬɭɪɿ. 

ȼɿɬɱɢɡɧɹɧɢɣ ɧɚɭɤɨɜɟɰь ɭ ɝɚɥɭɡɿ ɦɚɪɤɟɬɢɧɝɭ Ɇ. Ɉɤɥɚɧɞɟɪ ɜɢɨɤɪɟɦɥɸє ɞɜɚ ɟɬɚɩɢ 
ɪɨɡɜɢɬɤɭ ɦɚɪɤɟɬɢɧɝɭ ɜ ɭɦɨɜɚɯ ɰɢɮɪɨɜɨʀ ɟɤɨɧɨɦɿɤɢ [19]: 

1. ȱɧɬɟɪɧɟɬ ɦɚɪɤɟɬɢɧɝ (1995–2003 ɪɪ.). 
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2. ɐɢɮɪɨɜɢɣ ɦɚɪɤɟɬɢɧɝ, ɪɨɡɜɢɬɨɤ ɹɤɨɝɨ ɩɨɱɚɜɫɹ ɜ 2003 ɪɨɰɿ ɿ ɩɪɨɞɨɜɠɭєɬьɫɹ ɩɨ 
ɬɟɩɟɪɿɲɧɿɣ ɱɚɫ. 

ɉ. Ʉ. ȼɟɪɯɨɮ, Ɍ. Ȼɪɭɤɯɟɣɡɟɧ, ə. Ȼɚɪɬ, Ⱥ. Ȼɯɚɬɬɚɱɚɪɿɹ, Ⱦɠ. ɐɿ Ⱦɨɧɝ,  ɇ. Ɏɚɛɿɚɧ, Ɇ. 
ɏɟɧɥɚɣɧ ɩɪɨɩɨɧɭɸɬь ɪɨɡɝɥɹɞɚɬɢ ɰɢɮɪɨɜɭ ɬɪɚɧɫɮɨɪɦɚɰɿɸ ɜ ɦɚɪɤɟɬɢɧɝɭ ɱɟɪɟɡ ɬɪɢ 
ɩɨɫɥɿɞɨɜɧɿ ɟɬɚɩɢ: 

- ɰɢɮɪɨɜɿɡɚɰɿɹ – ɩɟɪɟɬɜɨɪɟɧɧɹ ɚɧɚɥɨɝɨɜɨʀ ɿɧɮɨɪɦɚɰɿʀ ɜ ɰɢɮɪɨɜɢɣ ɮɨɪɦɚɬ; 
- ɞɿɞɠɢɬɚɥɿɡɚɰɿɹ – ɜɢɤɨɪɢɫɬɚɧɧɹ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɞɥɹ ɨɩɬɢɦɿɡɚɰɿʀ ɛɿɡɧɟɫ-

ɩɪɨɰɟɫɿɜ; 
- ɰɢɮɪɨɜɚ ɬɪɚɧɫɮɨɪɦɚɰɿɹ – ɮɭɧɞɚɦɟɧɬɚɥьɧɿ ɡɦɿɧɢ ɜ ɛɿɡɧɟɫ-ɦɨɞɟɥɹɯ ɬɚ ɫɬɪɚɬɟɝɿɹɯ 

ɤɨɦɩɚɧɿɣ ɩɿɞ ɜɩɥɢɜɨɦ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ Д20Ж. 
ɐɹ ɦɨɞɟɥь ɩɿɞɤɪɟɫɥɸє, ɳɨ ɰɢɮɪɨɜɚ ɬɪɚɧɫɮɨɪɦɚɰɿɹ – ɰɟ ɧɟ ɥɢɲɟ ɜɩɪɨɜɚɞɠɟɧɧɹ 

ɧɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ, ɚɥɟ ɣ ɝɥɢɛɨɤɿ ɨɪɝɚɧɿɡɚɰɿɣɧɿ ɡɦɿɧɢ, ɹɤɿ ɜɢɦɚɝɚɸɬь ɧɨɜɢɯ ɫɬɪɭɤɬɭɪ 
ɭɩɪɚɜɥɿɧɧɹ ɬɚ ɩɿɞɯɨɞɿɜ ɞɨ ɨɰɿɧɤɢ ɟɮɟɤɬɢɜɧɨɫɬɿ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ.  

ȼ ɞɨɫɥɿɞɠɟɧɧɿ ȱ. ɑɠɨɭ ɬɚ ɋ. əɧ ɜɢɞɿɥɹɸɬь ɬɪɢ ɯɜɢɥɿ ɿɧɧɨɜɚɰɿɣ ɜ ɦɚɪɤɟɬɢɧɝɭ, ɚ 
ɫɚɦɟ: ɟɪɚ ɜɟɛ-ɫɚɣɬɿɜ ɬɚ SEЇ (1990–2000 ɪɪ.) – ɩɟɪɟɯɿɞ ɜɿɞ ɩɚɫɢɜɧɨʀ ɩɪɢɫɭɬɧɨɫɬɿ ɞɨ 
ɚɤɬɢɜɧɨɝɨ ɜɢɤɨɪɢɫɬɚɧɧɹ ɩɨɲɭɤɨɜɢɯ ɫɢɫɬɟɦ ɞɥɹ ɡɚɥɭɱɟɧɧɹ ɚɭɞɢɬɨɪɿʀ; ɟɪɚ ɫɨɰɿɚɥьɧɢɯ 
ɦɟɞɿɚ ɬɚ ɦɨɛɿɥьɧɢɯ ɞɨɞɚɬɤɿɜ (2010 ɪɪ.) – ɿɧɬɟɝɪɚɰɿɹ ɿɧɬɟɪɚɤɬɢɜɧɢɯ ɩɥɚɬɮɨɪɦ ɿ ɪɨɡɜɢɬɨɤ 
ɝɟɨɥɨɤɚɰɿɣɧɢɯ ɫɟɪɜɿɫɿɜ; ɟɪɚ AI ɬɚ IШT (2020 ɪɪ.) – ɚɜɬɨɦɚɬɢɡɚɰɿɹ ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɱɟɪɟɡ 
ɦɚɲɢɧɧɟ ɧɚɜɱɚɧɧɹ ɬɚ ɚɧɚɥɿɬɢɤɭ ɞɚɧɢɯ ɭ ɪɟɚɥьɧɨɦɭ ɱɚɫɿ. Ⱥɜɬɨɪɢ ɧɚɝɨɥɨɲɭɸɬь, ɳɨ 
ɤɨɠɟɧ ɟɬɚɩ ɫɭɩɪɨɜɨɞɠɭɜɚɜɫɹ ɡɪɨɫɬɚɧɧɹɦ ɤɪɨɫ-ɩɥɚɬɮɨɪɦɨɜɢɯ ɫɬɪɚɬɟɝɿɣ, ɞɟ ɞɚɧɿ ɫɬɚɸɬь 
ɨɫɧɨɜɧɢɦ ɚɤɬɢɜɨɦ ɞɥɹ ɩɪɨɝɧɨɡɭɜɚɧɧɹ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ Д21Ж. 

ɐɿ ɞɨɫɥɿɞɠɟɧɧɹ ɩɿɞɬɜɟɪɞɠɭɸɬь, ɳɨ ɰɢɮɪɨɜɚ ɬɪɚɧɫɮɨɪɦɚɰɿɹ ɜ ɦɚɪɤɟɬɢɧɝɭ – ɰɟ ɧɟ 
ɥɢɲɟ ɬɟɯɧɨɥɨɝɿɱɧɢɣ ɚɩɝɪɟɣɞ, ɚ ɤɨɦɩɥɟɤɫɧɚ ɡɦɿɧɚ ɛɿɡɧɟɫ-ɥɨɝɿɤɢ, ɞɟ ɞɚɧɿ, ɨɪɝɚɧɿɡɚɰɿɣɧɚ 
ɝɧɭɱɤɿɫɬь ɿ ɟɬɢɤɚ ɫɬɚɸɬь ɤɥɸɱɨɜɢɦɢ ɞɪɚɣɜɟɪɚɦɢ ɤɨɧɤɭɪɟɧɬɧɢɯ ɩɟɪɟɜɚɝ. ɍ ɤɨɧɬɟɤɫɬɿ 
ɧɚɜɟɞɟɧɢɯ ɩɿɞɯɨɞɿɜ ɞɨ ɩɟɪɿɨɞɢɡɚɰɿʀ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɩɨɫɬɚє ɧɚɝɚɥьɧɚ ɩɨɬɪɟɛɚ ɭ 
ɩɨɞɚɥьɲɨɦɭ ɞɨɫɥɿɞɠɟɧɧɿ ɪɨɥɿ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɭ ɡɚɛɟɡɩɟɱɟɧɧɿ ɤɨɝɟɪɟɧɬɧɨɫɬɿ 
ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ. 

ɇɟɡɜɚɠɚɸɱɢ ɧɚ ɝɥɢɛɨɤɟ ɬɟɨɪɟɬɢɱɧɟ ɨɛʉɪɭɧɬɭɜɚɧɧɹ ɟɬɚɩɿɜ ɰɢɮɪɨɜɨʀ 
ɬɪɚɧɫɮɨɪɦɚɰɿʀ, ɫɭɱɚɫɧɚ ɧɚɭɤɨɜɚ ɥɿɬɟɪɚɬɭɪɚ ɳɟ ɧɟɞɨɫɬɚɬɧьɨ ɪɨɡɤɪɢɜɚє, ɹɤɢɦ ɱɢɧɨɦ 
ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ, ɚɞɚɩɬɨɜɚɧɿ ɞɨ ɤɨɠɧɨɝɨ ɡ ɟɬɚɩɿɜ ɫɩɪɢɹɸɬь ɿɧɬɟɝɪɚɰɿʀ, ɭɡɝɨɞɠɟɧɨɫɬɿ 
ɬɚ ɫɢɫɬɟɦɧɿɣ ɰɿɥɿɫɧɨɫɬɿ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ. Ɉɫɨɛɥɢɜɨʀ ɭɜɚɝɢ ɩɨɬɪɟɛɭє ɞɨɫɥɿɞɠɟɧɧɹ ɬɨɝɨ, ɹɤ 
ɫɬɪɚɬɟɝɿɱɧɚ ɿ ɬɚɤɬɢɱɧɚ ɜɡɚєɦɨɞɿɹ ɦɿɠ ɰɢɮɪɨɜɢɦɢ ɿɧɫɬɪɭɦɟɧɬɚɦɢ ɦɚɪɤɟɬɢɧɝɭ, 
ɨɪɝɚɧɿɡɚɰɿɣɧɨɸ ɫɬɪɭɤɬɭɪɨɸ ɬɚ ɩɨɜɟɞɿɧɤɨɸ ɫɩɨɠɢɜɚɱɿɜ ɮɨɪɦɭє ɤɨɝɟɪɟɧɬɧɟ ɫɟɪɟɞɨɜɢɳɟ, 
ɹɤɟ ɧɟ ɥɢɲɟ ɡɚɛɟɡɩɟɱɭє ɟɮɟɤɬɢɜɧɭ ɤɨɦɭɧɿɤɚɰɿɸ, ɚɥɟ ɣ ɩɿɞɬɪɢɦɭє ɫɬɚɥɢɣ ɪɨɡɜɢɬɨɤ 
ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫɭ (ɬɚɛɥ. 1). 

ɉɪɨɜɟɞɟɧɢɣ ɚɧɚɥɿɡ ɩɨɤɚɡɚɜ, ɳɨ ɰɢɮɪɨɜɚ ɬɪɚɧɫɮɨɪɦɚɰɿɹ ɦɚɪɤɟɬɢɧɝɭ ɨɯɨɩɥɸє ɧɟ 
ɥɢɲɟ ɜɩɪɨɜɚɞɠɟɧɧɹ ɧɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ, ɚ ɣ ɝɥɢɛɨɤɭ ɡɦɿɧɭ ɥɨɝɿɤɢ ɭɩɪɚɜɥɿɧɧɹ ɛɿɡɧɟɫɨɦ. 
ɉɪɨɬɹɝɨɦ ɨɫɬɚɧɧɿɯ 60-ɬɢ ɪɨɤɿɜ ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ ɟɜɨɥɸɰɿɨɧɭɜɚɥɢ ɜɿɞ ɤɥɚɫɢɱɧɢɯ 
ɩɿɞɯɨɞɿɜ ɞɨ ɜɢɫɨɤɨɬɟɯɧɨɥɨɝɿɱɧɢɯ ɫɢɫɬɟɦ ɡɿ ɲɬɭɱɧɢɦ ɿɧɬɟɥɟɤɬɨɦ. Ʉɨɠɟɧ ɟɬɚɩ ɰɿєʀ 
ɟɜɨɥɸɰɿʀ ɫɭɩɪɨɜɨɞɠɭɜɚɜɫɹ ɡɪɨɫɬɚɧɧɹɦ ɪɿɜɧɹ ɤɨɝɟɪɟɧɬɧɨɫɬɿ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ.  

ɉɨɱɢɧɚɸɱɢ ɡ ɦɨɞɟɥɿ 4P, ɦɚɪɤɟɬɢɧɝ ɿɫɧɭɜɚɜ ɿɡɨɥьɨɜɚɧɨ ɜɿɞ ɿɧɲɢɯ ɛɿɡɧɟɫ-ɮɭɧɤɰɿɣ, 
ɳɨ ɨɛɦɟɠɭɜɚɥɨ ɣɨɝɨ ɟɮɟɤɬɢɜɧɿɫɬь. Ɂ ɪɨɡɜɢɬɤɨɦ ɫɟɝɦɟɧɬɚɰɿʀ, ɬɚɪɝɟɬɭɜɚɧɧɹ ɬɚ 
ɩɨɡɢɰɿɨɧɭɜɚɧɧɹ ɦɚɪɤɟɬɢɧɝ ɩɨɱɚɜ ɩɨɫɬɭɩɨɜɨ ɿɧɬɟɝɪɭɜɚɬɢɫɹ ɜ ɿɧɲɿ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɢ. 
ȼɩɪɨɜɚɞɠɟɧɧɹ CRM, ɛɪɟɧɞ-ɦɟɧɟɞɠɦɟɧɬɭ ɬɚ ɿɧɬɟɝɪɨɜɚɧɢɯ ɤɨɦɭɧɿɤɚɰɿɣ ɭ 1990-ɯ ɪɨɤɚɯ 
ɫɬɚɥɨ ɨɫɧɨɜɨɸ ɞɥɹ ɫɬɜɨɪɟɧɧɹ єɞɢɧɨɝɨ ɿɧɮɨɪɦɚɰɿɣɧɨɝɨ ɩɪɨɫɬɨɪɭ. 
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Ɍɚɛɥɢɰɹ 1 – ȿɬɚɩɢ ɟɜɨɥɸɰɿʀ ɦɨɞɟɥɟɣ ɦɚɪɤɟɬɢɧɝɭ ɬɚ ʀɯ ɜɩɥɢɜ ɧɚ ɤɨɝɟɪɟɧɬɧɿɫɬь 
ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ 

ɉɟɪɿɨɞ Ɇɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ Ʉɥɸɱɨɜɿ 
ɯɚɪɚɤɬɟɪɢɫɬɢɤɢ 

Ɋɨɥь ɭ 
ɤɨɝɟɪɟɧɬɧɨɫɬɿ 

ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ 

ɇɚɭɤɨɜɰɿ, ɳɨ 
ɞɨɫɥɿɞɠɭɜɚɥɢ 

1960-1970 
ɪɪ. 

Ʉɥɚɫɢɱɧɚ ɦɨɞɟɥь 4P 
(Product, Price, Place, 
Promotion) 

ɋɬɚɧɞɚɪɬɢɡɨɜɚɧɢɣ 
ɩɿɞɯɿɞ ɞɨ ɦɚɪɤɟɬɢɧɝɭ; 
ɥɿɧɿɣɧɚ ɜɡɚєɦɨɞɿɹ ɡɿ 
ɫɩɨɠɢɜɚɱɟɦ; ɮɨɤɭɫ ɧɚ 
ɩɪɨɞɭɤɬɿ 

ɇɢɡьɤɢɣ ɪɿɜɟɧь 
ɿɧɬɟɝɪɚɰɿʀ; 
ɜɿɞɨɤɪɟɦɥɟɧɿɫɬь 
ɦɚɪɤɟɬɢɧɝɭ ɜɿɞ 
ɿɧɲɢɯ ɛɿɡɧɟɫ-
ɮɭɧɤɰɿɣ 

ȿ. Ⱦɠ.Ɇɚɤɤɚɪɬɿ 

1980-1990 
ɪɪ. 

STP-ɦɨɞɟɥь 
(Segmentation, 
Targeting, 
PШsТtТШЧТЧР); ɦɨɞɟɥь 
AIDA; ɪɨɡɲɢɪɟɧɚ 
ɦɨɞɟɥь 7P 

ɋɟɝɦɟɧɬɚɰɿɹ ɪɢɧɤɭ; 
ɬɚɪɝɟɬɭɜɚɧɧɹ; ɮɨɤɭɫ ɧɚ 
ɩɨɡɢɰɿɨɧɭɜɚɧɧɿ; 
ɩɨɱɚɬɨɤ ɿɧɬɟɝɪɚɰɿʀ 
ɦɚɪɤɟɬɢɧɝɭ ɡ ɿɧɲɢɦɢ 
ɛɿɡɧɟɫ-ɩɪɨɰɟɫɚɦɢ 

ɉɨɦɿɪɧɢɣ ɪɿɜɟɧь 
ɤɨɝɟɪɟɧɬɧɨɫɬɿ; 
ɭɡɝɨɞɠɟɧɿɫɬь 
ɤɨɦɭɧɿɤɚɰɿɣ ɡɚ 
ɫɟɝɦɟɧɬɚɦɢ 

ȿ. Ɋɚɣɫ, 
Ⱦɠ. Ɍɪɚɭɬ, 
Ȼɭɦɫ Ȼ., 
Ȼɿɬɧɟɪ Ɇ. 

1990-2000 
ɪɪ. 

Ɇɨɞɟɥь 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɜɿɞɧɨɫɢɧ; ɦɨɞɟɥь 
ɿɧɬɟɝɪɨɜɚɧɢɯ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɤɨɦɭɧɿɤɚɰɿɣ; ɛɪɟɧɞ-
ɨɪɿєɧɬɨɜɚɧɚ ɦɨɞɟɥь 

Ⱦɨɜɝɨɫɬɪɨɤɨɜɿ 
ɜɿɞɧɨɫɢɧɢ ɡ ɤɥɿєɧɬɚɦɢ; 
ɭɡɝɨɞɠɟɧɿɫɬь 
ɤɨɦɭɧɿɤɚɰɿɣɧɢɯ 
ɤɚɧɚɥɿɜ; ɨɪɿєɧɬɚɰɿɹ ɧɚ 
ɰɿɧɧɿɫɬь ɛɪɟɧɞɭ; CRM-
ɫɢɫɬɟɦɢ 

ɋɟɪɟɞɧɿɣ ɪɿɜɟɧь 
ɤɨɝɟɪɟɧɬɧɨɫɬɿ; 
ɩɨɱɚɬɨɤ 
ɮɨɪɦɭɜɚɧɧɹ 
єɞɢɧɨɝɨ 
ɿɧɮɨɪɦɚɰɿɣɧɨɝɨ 
ɩɪɨɫɬɨɪɭ 

Ƚɪɨɧɪɨɨɫ Ʉ., 
ɒɭɥьɰ Ⱦ. ȿ., 
Ʉɿɬɱɟɧ ɉ. Ⱦɠ. 

2000-2010 
ɪɪ. 

ɐɢɮɪɨɜɢɣ 
ɦɚɪɤɟɬɢɧɝ; 
ɛɚɝɚɬɨɤɚɧɚɥьɧɢɣ 
ɦɚɪɤɟɬɢɧɝ; ɦɨɞɟɥь 
ɤɨɧɬɟɧɬ-ɦɚɪɤɟɬɢɧɝɭ; 
Inbound-ɦɚɪɤɟɬɢɧɝ 

Ɋɨɡɜɢɬɨɤ ɰɢɮɪɨɜɢɯ 
ɤɚɧɚɥɿɜ; ɩɨɱɚɬɨɤ 
ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ; 
ɨɪɿєɧɬɚɰɿɹ ɧɚ 
ɡɚɥɭɱɟɧɧɹ ɤɥɿєɧɬɿɜ; 
ɚɧɚɥɿɬɢɤɚ ɞɚɧɢɯ 

ɉɿɞɜɢɳɟɧɢɣ 
ɪɿɜɟɧь 
ɤɨɝɟɪɟɧɬɧɨɫɬɿ; 
ɿɧɬɟɝɪɚɰɿɹ ɨɧɥɚɣɧ 
ɬɚ ɨɮɥɚɣɧ-ɤɚɧɚɥɿɜ 

ɑɚɮɮɿ Ⱦ., 
Ɇɚєɪ Ɋ., Ⱦɠɨɧɫɬɨɧ 
Ʉ., ȿɥɥɿɫ-ɑɟɞɜɿɤ 
Ɏ., ɏɚɥɥɿɝɚɧ Ȼ., 
ɒɚɯ Ⱦ. 

 

2010-2020 
ɪɪ. 

Ɉɦɧɿɤɚɧɚɥьɧɢɣ 
ɦɚɪɤɟɬɢɧɝ; ɦɨɞɟɥь 
ɚɜɬɨɦɚɬɢɡɨɜɚɧɨɝɨ 
ɦɚɪɤɟɬɢɧɝɭ; AРТХО-
ɦɚɪɤɟɬɢɧɝ 

Ȼɟɡɲɨɜɧɢɣ 
ɤɥɿєɧɬɫьɤɢɣ ɞɨɫɜɿɞ; 
ɜɢɤɨɪɢɫɬɚɧɧɹ BТР DКtК; 
ɚɧɚɥɿɬɢɤɚ ɜ ɪɟɚɥьɧɨɦɭ 
ɱɚɫɿ; ɚɜɬɨɦɚɬɢɡɚɰɿɹ 
ɩɪɨɰɟɫɿɜ; ɝɧɭɱɤɿ 
ɦɟɬɨɞɨɥɨɝɿʀ 

ȼɢɫɨɤɢɣ ɪɿɜɟɧь 
ɤɨɝɟɪɟɧɬɧɨɫɬɿ; 
ɿɧɬɟɝɪɚɰɿɹ ɜɫɿɯ 
ɬɨɱɨɤ ɜɡɚєɦɨɞɿʀ ɡ 
ɤɥɿєɧɬɨɦ 

ȼɟɪɯɭɮ ɉ.,  
Ʉɚɧɧɚɧ ɉ., 
ȱɧɦɚɧ Ⱦɠ., ȼɟɞɟɥь 
Ɇ., Ʉɚɧɧɚɧ ɉ. 

2020-ɬɿ - 
ɬɟɩɟɪɿɲɧɿɣ 
ɱɚɫ 

AI-ɦɚɪɤɟɬɢɧɝ; 
ɦɨɞɟɥь 
ɝɿɩɟɪɩɟɪɫɨɧɚɥɿɡɚɰɿʀ; 
ɦɚɪɤɟɬɢɧɝ 
ɟɤɨɫɢɫɬɟɦ; 
ɤɨɝɧɿɬɢɜɧɢɣ 
ɦɚɪɤɟɬɢɧɝ 

ɒɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ ɬɚ 
ɦɚɲɢɧɧɟ ɧɚɜɱɚɧɧɹ; 
ɩɟɪɟɞɛɚɱɭɜɚɥьɧɚ 
ɚɧɚɥɿɬɢɤɚ; 
ɝɿɩɟɪɩɟɪɫɨɧɚɥɿɡɚɰɿɹ ɜ 
ɪɟɚɥьɧɨɦɭ ɱɚɫɿ; 
ɛɿɯɟɜɿɨɪɚɥьɧɚ 
ɟɤɨɧɨɦɿɤɚ; ɿɧɬɟɝɪɚɰɿɹ ɡ 
ɟɤɨɫɢɫɬɟɦɚɦɢ 

Ɇɚɤɫɢɦɚɥьɧɢɣ 
ɪɿɜɟɧь 
ɤɨɝɟɪɟɧɬɧɨɫɬɿ; 
ɩɨɜɧɚ 
ɫɢɧɯɪɨɧɿɡɚɰɿɹ ɜɫɿɯ 
ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ 

Ʉɭɦɚɪ ȼ., 
Ɋɚɦɚɱɚɧɞɪɚɧ Ⱦ., 
ɏɭɚɧ Ɇ.-ɏ., 
Ɋɭɫɬ Ɋ. Ɍ., 
Ⱦɟɜɟɧɩɨɪɬ Ɍ., 
Ƚɭɯɚ Ⱥ., 
ʈɪɟɜɚɥь Ⱦ., 
Ȼɪɟɫɝɨɬɬ Ɍ. 

Ⱦɠɟɪɟɥɨ: ɡɝɪɭɩɨɜɚɧɨ ɡɚ Д22-34] 
 
ɉɟɪɟɯɿɞ ɞɨ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɜ 2000-ɯ ɪɨɤɚɯ ɡɚɤɥɚɜ ɩɿɞʉɪɭɧɬɹ ɞɥɹ 

ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɬɚ ɜɢɤɨɪɢɫɬɚɧɧɹ ɞɚɧɢɯ ɭ ɩɪɢɣɧɹɬɬɿ ɪɿɲɟɧь. ɍ 2010–2020 ɪɨɤɚɯ ɡɪɨɫɥɚ 
ɜɚɠɥɢɜɿɫɬь ɨɦɧɿɤɚɧɚɥьɧɨɫɬɿ, ɚɜɬɨɦɚɬɢɡɚɰɿʀ ɬɚ ɝɧɭɱɤɨɫɬɿ, ɳɨ ɡɚɛɟɡɩɟɱɢɥɨ ɜɢɫɨɤɢɣ ɪɿɜɟɧь 
ɭɡɝɨɞɠɟɧɨɫɬɿ ɤɨɦɭɧɿɤɚɰɿɣ. ɋɭɱɚɫɧɿ ɦɨɞɟɥɿ ɡ ɜɢɤɨɪɢɫɬɚɧɧɹɦ AI, ɝɿɩɟɪɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɬɚ 
ɤɨɝɧɿɬɢɜɧɨɝɨ ɩɿɞɯɨɞɭ ɞɨɡɜɨɥɹɸɬь ɞɨɫɹɝɬɢ ɦɚɤɫɢɦɚɥьɧɨʀ ɫɢɧɯɪɨɧɿɡɚɰɿʀ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ. 
Ɍɚɤɢɦ ɱɢɧɨɦ, ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ ɫɬɚɥɢ ɤɥɸɱɨɜɢɦ ɟɥɟɦɟɧɬɨɦ ɡɚɛɟɡɩɟɱɟɧɧɹ 
ɫɬɪɚɬɟɝɿɱɧɨʀ ɰɿɥɿɫɧɨɫɬɿ ɬɚ ɟɮɟɤɬɢɜɧɨʀ ɜɡɚєɦɨɞɿʀ ɜ ɰɢɮɪɨɜɨɦɭ ɛɿɡɧɟɫ-ɫɟɪɟɞɨɜɢɳɿ. 
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ȼɨɞɧɨɱɚɫ ɞɨɫɥɿɞɧɢɤɢ ɩɿɞɤɪɟɫɥɸɸɬь ɧɟɨɛɯɿɞɧɿɫɬь ɫɢɫɬɟɦɧɨɝɨ ɩɿɞɯɨɞɭ ɞɨ 
ɿɧɬɟɝɪɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɡ ɿɧɲɢɦɢ ɮɭɧɤɰɿɨɧɚɥьɧɢɦɢ ɧɚɩɪɹɦɚɦɢ ɛɿɡɧɟɫɭ – 
ɮɿɧɚɧɫɚɦɢ, ɥɨɝɿɫɬɢɤɨɸ, ɜɢɪɨɛɧɢɰɬɜɨɦ ɬɚ ɭɩɪɚɜɥɿɧɧɹɦ ɥɸɞɫьɤɢɦɢ ɪɟɫɭɪɫɚɦɢ – ɞɥɹ 
ɮɨɪɦɭɜɚɧɧɹ ɯɨɥɿɫɬɢɱɧɨʀ ɛɿɡɧɟɫ-ɚɪɯɿɬɟɤɬɭɪɢ, ɡɞɚɬɧɨʀ ɟɮɟɤɬɢɜɧɨ ɮɭɧɤɰɿɨɧɭɜɚɬɢ ɜ 
ɞɢɧɚɦɿɱɧɨɦɭ ɰɢɮɪɨɜɨɦɭ ɩɪɨɫɬɨɪɿ. 

ȼ ɪɨɛɨɬɿ Ⱦɠ. Ⱥ. Ɉɥɨɬɟɜɨ ɪɨɡɪɨɛɥɟɧɨ ɦɨɞɟɥь, ɹɤɚ ɛɚɡɭєɬьɫɹ ɧɚ ɱɨɬɢɪьɨɯ ɪɿɜɧɹɯ 
ɿɧɬɟɝɪɚɰɿʀ, ɜɤɥɸɱɚɸɱɢ ɤɨɪɩɨɪɚɬɢɜɧɭ ɿɧɬɟɝɪɚɰɿɸ, ɫɬɪɚɬɟɝɿɱɧɭ ɿɧɬɟɝɪɚɰɿɸ ɤɥɿєɧɬɿɜ, 
ɫɬɪɚɬɟɝɿɱɧɭ ɿɧɬɟɝɪɚɰɿɸ ɩɨɫɬɚɱɚɥьɧɢɤɿɜ, ɚ ɬɚɤɨɠ ɿɧɬɟɝɪɚɰɿɸ ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɬɚ 
ɥɨɝɿɫɬɢɱɧɨʀ ɫɬɪɚɬɟɝɿɣ Д35Ж. ȱɧɬɟɝɪɚɰɿɹ ɧɚ ɤɨɪɩɨɪɚɬɢɜɧɨɦɭ ɪɿɜɧɿ ɩɟɪɟɞɛɚɱɚє ɪɨɡɪɨɛɤɭ 
ɤɨɪɩɨɪɚɬɢɜɧɢɯ ɬɚ ɛɿɡɧɟɫ-ɫɬɪɚɬɟɝɿɣ, ɫɩɪɹɦɨɜɚɧɢɯ ɧɚ ɫɬɜɨɪɟɧɧɹ ɰɿɧɧɨɫɬɿ ɞɥɹ ɤɥɿєɧɬɿɜ ɬɚ 
ɚɤɰɿɨɧɟɪɿɜ. ɋɬɪɚɬɟɝɿɱɧɚ ɿɧɬɟɝɪɚɰɿɹ ɡ ɤɥɿєɧɬɚɦɢ – ɰɟ ɜɧɭɬɪɿɲɧɿɣ ɩɪɨɰɟɫ, ɹɤɢɣ ɩɟɪɟɞɛɚɱɚє 
ɭɡɝɨɞɠɟɧɧɹ ɩɨɬɪɟɛ ɤɥɿєɧɬɿɜ ɿɡ ɰɿɧɧɿɫɧɢɦɢ ɩɪɨɩɨɡɢɰɿɹɦɢ ɤɨɦɩɚɧɿʀ. ɋɬɪɚɬɟɝɿɱɧɢɣ 
ɩɨɫɬɚɱɚɥьɧɢɤ ɫɬɜɨɪɸє ɭɡɝɨɞɠɟɧɿɫɬь ɦɿɠ ɩɨɫɬɚɱɚɥьɧɢɤɚɦɢ ɬɚ ɤɥɿєɧɬɚɦɢ. ɐɟɣ ɪɿɜɟɧь 
ɡɚɛɟɡɩɟɱɭє ɿɧɬɟɝɪɚɰɿɸ ɦɿɠ ɫɩɿɥьɧɢɦ ɫɬɜɨɪɟɧɧɹɦ ɰɿɧɧɨɫɬɿ ɞɥɹ ɤɥɿєɧɬɿɜ ɿ ɫɬɜɨɪɟɧɧɹɦ 
ɰɿɧɧɨɫɬɿ ɩɨɫɬɚɱɚɥьɧɢɤɚ. 

Ⱦɨɫɥɿɞɠɟɧɧɹ ɩɪɨɜɟɞɟɧɿ ɫɩɿɜɡɚɫɧɨɜɧɢɤɨɦ ɿ ɤɨɧɬɟɧɬ-ɞɢɪɟɤɬɨɪɨɦ ɧɚɜɱɚɥьɧɨʀ 
ɩɥɚɬɮɨɪɦɢ ɨɧɥɚɣɧ-ɦɚɪɤɟɬɢɧɝɭ Ⱦ. ɑɚɮɮɿ ɩɨɤɚɡɚɥɢ, ɳɨ ɦɚɣɠɟ ɩɨɥɨɜɢɧɚ (42%) ɤɨɦɩɚɧɿɣ 
ɧɟ ɦɚɸɬь ɱɿɬɤɨʀ ɫɬɪɚɬɟɝɿʀ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ, ɚɥɟ ɜɨɧɢ ɡɚɣɦɚɸɬьɫɹ ɰɢɮɪɨɜɢɦ 
ɦɚɪɤɟɬɢɧɝɨɦ Д36Ж. Ɋɟɡɭɥьɬɚɬɢ ɨɩɢɬɭɜɚɧɧɹ ɚɜɬɨɪɚ ɩɨɤɚɡɭɸɬь, ɳɨ ɡɚ ɜɫɿɦɚ ɧɚɩɪɹɦɤɚɦɢ 
ɛɥɢɡьɤɨ ɩɨɥɨɜɢɧɢ ɤɨɦɩɚɧɿɣ ɨɰɿɧɸɸɬьɫɹ ɧɚ ɧɢɠɱɢɯ ɪɿɜɧɹɯ ɜɿɞ 1 ɞɨ 2 (ɜ ɫɟɪɟɞɧьɨɦɭ 2,4) 
ɡ ɦɚɤɫɢɦɚɥьɧɢɯ 5, ɳɨ ɞɟɦɨɧɫɬɪɭє ɨɱɟɜɢɞɧɿ ɦɨɠɥɢɜɨɫɬɿ ɞɥɹ ɜɞɨɫɤɨɧɚɥɟɧɧɹ (ɪɢɫ. 1). 
 Д36Ж. Ɋɟɡɭɥьɬɚɬɢ ɨɩɢɬɭɜɚɧɧɹ ɚɜɬɨɪɚ ɩɨɤɚɡɭɸɬь, ɳɨ ɡɚ ɜɫɿɦɚ ɧɚɩɪɹɦɤɚɦɢ ɛɥɢɡьɤɨ 
ɩɨɥɨɜɢɧɢ ɤɨɦɩɚɧɿɣ ɨɰɿɧɸɸɬьɫɹ ɧɚ ɧɢɠɱɢɯ ɪɿɜɧɹɯ ɜɿɞ 1 ɞɨ 2 (ɜ ɫɟɪɟɞɧьɨɦɭ 2,4) ɡ 
ɦɚɤɫɢɦɚɥьɧɢɯ 5, ɳɨ ɞɟɦɨɧɫɬɪɭє ɨɱɟɜɢɞɧɿ ɦɨɠɥɢɜɨɫɬɿ ɞɥɹ ɜɞɨɫɤɨɧɚɥɟɧɧɹ (ɪɢɫ. 1). 
 

 
 

Ɋɢɫɭɧɨɤ 1 – Ɋɟɣɬɢɧɝ ɡɪɿɥɨɫɬɿ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ 
Ⱦɠɟɪɟɥɨ: ɩɨɛɭɞɨɜɚɧɨ ɡɚ Д36] 

 
ɉɪɨɩɨɧɭєɦɨ ɤɨɦɩɥɟɤɫɧɭ ɤɨɧɰɟɩɬɭɚɥьɧɭ ɦɨɞɟɥь ɿɧɬɟɝɪɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 

ɦɨɞɟɥɟɣ ɭ ɯɨɥɿɫɬɢɱɧɭ ɛɿɡɧɟɫ-ɚɪɯɿɬɟɤɬɭɪɭ, ɹɤɚ ɡɚɛɟɡɩɟɱɭє ɤɨɝɟɪɟɧɬɧɢɣ ɰɢɮɪɨɜɢɣ ɛɿɡɧɟɫ-
ɩɪɨɫɬɿɪ ɬɚ ɫɢɫɬɟɦɧɭ ɜɡɚєɦɨɞɿɸ ɦɿɠ ɦɚɪɤɟɬɢɧɝɨɦ, ɮɿɧɚɧɫɚɦɢ, ɥɨɝɿɫɬɢɤɨɸ, 
ɜɢɪɨɛɧɢɰɬɜɨɦ, ɭɩɪɚɜɥɿɧɧɹɦ ɥɸɞɫьɤɢɦɢ ɪɟɫɭɪɫɚɦɢ ɬɚ ɬɟɯɧɨɥɨɝɿɹɦɢ (ɪɢɫ. 2). 
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Ⱥ. ɋ. Ʉɪɭɬɨɜɚ, Ɉ. Ɉ. ɇɟɫɬɟɪɟɧɤɨ, ȼ. ȼ. ɇɨɜɿɤɨɜɚ. Ɇɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ ɹɤ 
ɿɧɫɬɪɭɦɟɧɬ ɮɨɪɦɭɜɚɧɧɹ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ 
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Ɋɢɫɭɧɨɤ 2 – Ʉɨɧɰɟɩɬɭɚɥьɧɚ ɦɨɞɟɥь ɿɧɬɟɝɪɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ  

ɭ ɮɨɪɦɭɜɚɧɧɿ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ 
 

Ɂɚɩɪɨɩɨɧɨɜɚɧɚ ɦɨɞɟɥь ɿɧɬɟɝɪɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɭ ɮɨɪɦɭɜɚɧɧɿ 
ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ є ɤɪɢɬɢɱɧɨ ɜɚɠɥɢɜɨɸ ɞɥɹ ɩɨɞɨɥɚɧɧɹ 
ɮɪɚɝɦɟɧɬɚɪɧɨɫɬɿ ɩɿɞɯɨɞɿɜ ɞɨ ɭɩɪɚɜɥɿɧɧɹ, ɹɤɚ ɜɢɹɜɥɟɧɚ ɭ ɞɨɫɥɿɞɠɟɧɧɹɯ Ⱦ. ɑɚɮɮɿ. 
Ɇɨɞɟɥь ɡɚɛɟɡɩɟɱɭє ɫɢɫɬɟɦɧɢɣ ɩɨɝɥɹɞ ɧɚ ɜɡɚєɦɨɞɿɸ ɦɿɠ ɦɚɪɤɟɬɢɧɝɨɦ ɬɚ ɿɧɲɢɦɢ 
ɮɭɧɤɰɿɨɧɚɥьɧɢɦɢ ɧɚɩɪɹɦɚɦɢ ɛɿɡɧɟɫɭ, ɳɨ ɞɨɡɜɨɥɹє ɭɫɭɧɭɬɢ ɪɨɡɪɢɜ ɦɿɠ ɫɬɪɚɬɟɝɿɱɧɢɦ 
ɛɚɱɟɧɧɹɦ ɬɚ ɨɩɟɪɚɰɿɣɧɨɸ ɞɿɹɥьɧɿɫɬɸ ɤɨɦɩɚɧɿɣ ɭ ɰɢɮɪɨɜɨɦɭ ɫɟɪɟɞɨɜɢɳɿ. ɍ ɤɨɧɬɟɤɫɬɿ 
ɜɢɹɜɥɟɧɢɯ ɩɪɨɛɥɟɦ, ɞɟ 42% ɨɪɝɚɧɿɡɚɰɿɣ ɡɞɿɣɫɧɸɸɬь ɰɢɮɪɨɜɢɣ ɦɚɪɤɟɬɢɧɝ ɛɟɡ ɱɿɬɤɨʀ 
ɫɬɪɚɬɟɝɿʀ, ɞɚɧɚ ɦɨɞɟɥь ɩɪɨɩɨɧɭє ɫɬɪɭɤɬɭɪɨɜɚɧɭ ɨɫɧɨɜɭ ɞɥɹ ɮɨɪɦɭɜɚɧɧɹ ɯɨɥɿɫɬɢɱɧɨɝɨ 
ɩɿɞɯɨɞɭ ɞɨ ɭɩɪɚɜɥɿɧɧɹ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɚɦɢ. ȼɨɧɚ ɜɢɫɬɭɩɚє ɩɪɚɤɬɢɱɧɢɦ ɿɧɫɬɪɭɦɟɧɬɨɦ ɞɥɹ 
ɞɿɚɝɧɨɫɬɢɤɢ ɩɨɬɨɱɧɨɝɨ ɫɬɚɧɭ ɿɧɬɟɝɪɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɬɚ ɜɢɡɧɚɱɟɧɧɹ ɧɚɩɪɹɦɿɜ 
ɭɞɨɫɤɨɧɚɥɟɧɧɹ, ɳɨ ɨɫɨɛɥɢɜɨ ɚɤɬɭɚɥьɧɨ ɡ ɨɝɥɹɞɭ ɧɚ ɧɢɡьɤɿ ɨɰɿɧɤɢ (ɜ ɫɟɪɟɞɧьɨɦɭ 2,4 ɡ 5) 
ɡɚ ɛɿɥьɲɿɫɬɸ ɧɚɩɪɹɦɿɜ ɰɢɮɪɨɜɨʀ ɬɪɚɧɫɮɨɪɦɚɰɿʀ. 

Ɋɨɡɪɨɛɥɟɧɚ ɤɨɧɰɟɩɬɭɚɥьɧɚ ɫɯɟɦɚ ɞɨɩɨɜɧɸє ɬɟɨɪɟɬɢɱɧɿ ɧɚɩɪɚɰɸɜɚɧɧɹ Ⱦɠ. Ⱥ. 
Ɉɥɨɬɟɜɨ ɳɨɞɨ ɱɨɬɢɪьɨɯ ɪɿɜɧɿɜ ɿɧɬɟɝɪɚɰɿʀ, ɞɟɦɨɧɫɬɪɭɸɱɢ ɤɨɧɤɪɟɬɧɿ ɡɜ’ɹɡɤɢ ɦɿɠ 
ɦɚɪɤɟɬɢɧɝɨɜɢɦɢ ɦɨɞɟɥɹɦɢ ɬɚ ɮɭɧɤɰɿɨɧɚɥьɧɢɦɢ ɨɛɥɚɫɬɹɦɢ ɛɿɡɧɟɫɭ. ɇɚ ɜɿɞɦɿɧɭ ɜɿɞ 
ɿɫɧɭɸɱɢɯ ɩɿɞɯɨɞɿɜ, ɡɚɩɪɨɩɨɧɨɜɚɧɚ ɦɨɞɟɥь ɚɤɰɟɧɬɭє ɭɜɚɝɭ ɧɚ ɪɨɥɿ ɫɭɱɚɫɧɢɯ ɬɟɯɧɨɥɨɝɿɣ, 
ɡɨɤɪɟɦɚ AI, ɝɿɩɟɪɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɬɚ ɩɪɟɞɢɤɬɢɜɧɨʀ ɚɧɚɥɿɬɢɤɢ, ɭ ɡɚɛɟɡɩɟɱɟɧɧɿ ɫɢɧɯɪɨɧɿɡɚɰɿʀ 
ɜɫɿɯ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ. ȼɨɧɚ ɫɬɜɨɪɸє ɦɟɬɨɞɨɥɨɝɿɱɧɟ ɩɿɞʉɪɭɧɬɹ ɞɥɹ ɜɩɪɨɜɚɞɠɟɧɧɹ єɞɢɧɨʀ 
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ɰɢɮɪɨɜɨʀ ɩɥɚɬɮɨɪɦɢ ɬɚ ɿɧɬɟɝɪɨɜɚɧɨʀ ɫɢɫɬɟɦɢ KPI, ɳɨ ɜɿɞɩɨɜɿɞɚє ɜɢɤɥɢɤɚɦ ɰɢɮɪɨɜɨʀ 
ɟɩɨɯɢ. Ɇɨɞɟɥь ɞɨɡɜɨɥɹє ɦɟɧɟɞɠɦɟɧɬɭ ɦɚɤɫɢɦɚɥьɧɨ ɜɢɤɨɪɢɫɬɚɬɢ ɩɨɬɟɧɰɿɚɥ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɹɤ ɫɬɪɚɬɟɝɿɱɧɨɝɨ ɞɪɚɣɜɟɪɚ ɛɿɡɧɟɫɭ ɱɟɪɟɡ ɮɨɪɦɭɜɚɧɧɹ єɞɢɧɨɝɨ 
ɰɢɮɪɨɜɨɝɨ ɤɨɧɬɭɪɭ ɭɩɪɚɜɥɿɧɧɹ. ɉɨɫɬɿɣɧɨ ɡɪɨɫɬɚɸɱɚ ɫɤɥɚɞɧɿɫɬь ɰɢɮɪɨɜɨɝɨ ɫɟɪɟɞɨɜɢɳɚ 
ɬɚ ɩɿɞɜɢɳɟɧɧɹ ɪɿɜɧɹ ɤɨɧɤɭɪɟɧɰɿʀ ɪɨɛɥɹɬь ɰɸ ɦɨɞɟɥь ɨɫɨɛɥɢɜɨ ɰɿɧɧɨɸ ɞɥɹ ɤɨɦɩɚɧɿɣ, ɹɤɿ 
ɩɪɚɝɧɭɬь ɞɨɫɹɝɬɢ ɜɢɳɨɝɨ ɪɿɜɧɹ ɨɪɝɚɧɿɡɚɰɿɣɧɨʀ ɤɨɝɟɪɟɧɬɧɨɫɬɿ. 

Ɋɨɡɪɨɛɥɟɧɚ ɤɨɧɰɟɩɬɭɚɥьɧɚ ɦɨɞɟɥь ɿɧɬɟɝɪɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɭ 
ɮɨɪɦɭɜɚɧɧɿ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ ɜɿɞɨɛɪɚɠɚє ɯɨɥɿɫɬɢɱɧɢɣ ɩɿɞɯɿɞ ɞɨ 
ɨɪɝɚɧɿɡɚɰɿʀ ɛɿɡɧɟɫ-ɚɪɯɿɬɟɤɬɭɪɢ. ɐɟɧɬɪɚɥьɧɢɦ ɟɥɟɦɟɧɬɨɦ ɫɯɟɦɢ є ɤɨɝɟɪɟɧɬɧɢɣ ɰɢɮɪɨɜɢɣ 
ɛɿɡɧɟɫ-ɩɪɨɫɬɿɪ, ɳɨ ɜɢɫɬɭɩɚє ɿɧɬɟɝɪɚɰɿɣɧɢɦ ɫɟɪɟɞɨɜɢɳɟɦ ɞɥɹ ɲɟɫɬɢ ɤɥɸɱɨɜɢɯ 
ɮɭɧɤɰɿɨɧɚɥьɧɢɯ ɧɚɩɪɹɦɿɜ: ɦɚɪɤɟɬɢɧɝɭ, ɮɿɧɚɧɫɿɜ, ɥɨɝɿɫɬɢɤɢ, ɜɢɪɨɛɧɢɰɬɜɚ, ɭɩɪɚɜɥɿɧɧɹ 
ɥɸɞɫьɤɢɦɢ ɪɟɫɭɪɫɚɦɢ ɬɚ ɬɟɯɧɨɥɨɝɿɣ ɿ ɰɢɮɪɨɜɢɯ ɬɪɚɧɫɮɨɪɦɚɰɿɣ. Ɇɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ, 
ɩɪɟɞɫɬɚɜɥɟɧɿ ɛɥɨɤɚɦɢ ɤɥɿєɧɬɨɰɟɧɬɪɢɱɧɨɫɬɿ, ɨɦɧɿɤɚɧɚɥьɧɨɫɬɿ, ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɬɚ 
ɚɧɚɥɿɬɢɤɢ ɞɚɧɢɯ, ɮɨɪɦɭɸɬь ɮɭɧɞɚɦɟɧɬ ɞɥɹ ɭɡɝɨɞɠɟɧɧɹ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ ɭ ɰɢɮɪɨɜɨɦɭ 
ɫɟɪɟɞɨɜɢɳɿ. ɋɯɟɦɚ ɜɿɡɭɚɥɿɡɭє ɫɬɪɚɬɟɝɿɱɧɿ ɜɡɚєɦɨɡɜ’ɹɡɤɢ ɦɿɠ ɮɭɧɤɰɿɨɧɚɥьɧɢɦɢ 
ɧɚɩɪɹɦɚɦɢ, ɞɟɦɨɧɫɬɪɭɸɱɢ, ɹɤ ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ ɜɩɥɢɜɚɸɬь ɧɚ ɮɿɧɚɧɫɨɜɿ ɩɨɤɚɡɧɢɤɢ 
ɱɟɪɟɡ ɚɧɚɥɿɡ RЇI ɬɚ ɩɨɫɢɥɸɸɬь ɬɟɯɧɨɥɨɝɿɱɧɭ ɿɧɬɟɝɪɚɰɿɸ ɱɟɪɟɡ ɰɢɮɪɨɜɿ ɤɚɧɚɥɢ. 
Ɂɚɩɪɨɩɨɧɨɜɚɧɚ ɦɨɞɟɥь ɜɿɞɨɛɪɚɠɚє ɫɢɫɬɟɦɧɿ ɜɡɚєɦɨɞɿʀ ɦɿɠ ɜɢɪɨɛɧɢɰɬɜɨɦ ɿ ɮɿɧɚɧɫɚɦɢ 
ɱɟɪɟɡ ɩɪɨɰɟɫɢ ɛɸɞɠɟɬɭɜɚɧɧɹ, ɚ ɬɚɤɨɠ ɦɿɠ ɬɟɯɧɨɥɨɝɿɹɦɢ ɬɚ ɜɢɪɨɛɧɢɰɬɜɨɦ ɱɟɪɟɡ 
ɦɟɯɚɧɿɡɦɢ ɚɜɬɨɦɚɬɢɡɚɰɿʀ. ɍ ɰɟɧɬɪɿ ɿɧɬɟɝɪɚɰɿɣɧɨɝɨ ɫɟɪɟɞɨɜɢɳɚ ɜɢɞɿɥɟɧɨ ɬɪɢ ɤɥɸɱɨɜɿ 
ɟɥɟɦɟɧɬɢ, ɳɨ ɡɚɛɟɡɩɟɱɭɸɬь ɰɿɥɿɫɧɿɫɬь ɛɿɡɧɟɫ-ɚɪɯɿɬɟɤɬɭɪɢ: ɞɚɧɿ ɬɚ ɚɧɚɥɿɬɢɤɚ, єɞɢɧɚ 
ɰɢɮɪɨɜɚ ɩɥɚɬɮɨɪɦɚ ɬɚ ɿɧɬɟɝɪɨɜɚɧɚ ɫɢɫɬɟɦɚ KPI. Ⱦɚɧɚ ɫɯɟɦɚ ɞɟɦɨɧɫɬɪɭє, ɹɤ AI-
ɨɪɿєɧɬɨɜɚɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ ɫɬɚɸɬь ɤɚɬɚɥɿɡɚɬɨɪɨɦ ɝɿɩɟɪɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɬɚ 
ɫɢɧɯɪɨɧɿɡɚɰɿʀ ɜɫɿɯ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ. ȼɿɡɭɚɥьɧɟ ɩɪɟɞɫɬɚɜɥɟɧɧɹ ɩɿɞɤɪɟɫɥɸє ɪɨɥь 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɮɭɧɤɰɿɣ ɹɤ ɫɬɪɚɬɟɝɿɱɧɨɝɨ ɞɪɚɣɜɟɪɚ ɞɥɹ ɿɧɲɢɯ ɧɚɩɪɹɦɿɜ ɛɿɡɧɟɫɭ ɜ 
ɤɨɧɬɟɤɫɬɿ ɰɢɮɪɨɜɨʀ ɬɪɚɧɫɮɨɪɦɚɰɿʀ. 

ȼɩɪɨɜɚɞɠɟɧɧɹ ɡɚɩɪɨɩɨɧɨɜɚɧɨʀ ɦɨɞɟɥɿ ɞɨɡɜɨɥɢɬь ɞɨɫɹɝɬɢ ɦɚɤɫɢɦɚɥьɧɨʀ 
ɭɡɝɨɞɠɟɧɨɫɬɿ ɦɿɠ ɮɭɧɤɰɿɨɧɚɥьɧɢɦɢ ɩɿɞɪɨɡɞɿɥɚɦɢ ɡɚ ɪɚɯɭɧɨɤ ɿɧɬɟɝɪɚɰɿʀ ɞɚɧɢɯ ɬɚ 
ɫɢɫɬɟɦɧɨɝɨ ɭɩɪɚɜɥɿɧɧɹ ɰɢɮɪɨɜɢɦɢ ɩɪɨɰɟɫɚɦɢ. Ɋɨɡɪɨɛɥɟɧɚ ɤɨɧɰɟɩɰɿɹ ɚɞɚɩɬɨɜɚɧɚ ɞɨ 
ɫɭɱɚɫɧɢɯ ɜɢɦɨɝ ɛɿɡɧɟɫ-ɫɟɪɟɞɨɜɢɳɚ, ɞɟ ɩɪɟɜɚɥɸɸɬь AI-ɬɟɯɧɨɥɨɝɿʀ ɬɚ ɤɨɝɧɿɬɢɜɧɿ ɩɿɞɯɨɞɢ 
ɜ ɩɪɢɣɧɹɬɬɿ ɭɩɪɚɜɥɿɧɫьɤɢɯ ɪɿɲɟɧь. ɉɪɚɤɬɢɱɧɚ ɰɿɧɧɿɫɬь ɫɯɟɦɢ ɩɨɥɹɝɚє ɜ ɦɨɠɥɢɜɨɫɬɿ ʀʀ 
ɜɢɤɨɪɢɫɬɚɧɧɹ ɹɤ ɚɧɚɥɿɬɢɱɧɨɝɨ ɿɧɫɬɪɭɦɟɧɬɭ ɞɥɹ ɞɿɚɝɧɨɫɬɢɤɢ ɬɚ ɨɩɬɢɦɿɡɚɰɿʀ ɪɿɜɧɹ 
ɿɧɬɟɝɪɨɜɚɧɨɫɬɿ ɪɿɡɧɢɯ ɛɿɡɧɟɫ-ɮɭɧɤɰɿɣ ɭ єɞɢɧɢɣ ɤɨɝɟɪɟɧɬɧɢɣ ɩɪɨɫɬɿɪ. ȼɩɪɨɜɚɞɠɟɧɧɹ 
ɞɚɧɨʀ ɦɨɞɟɥɿ ɫɩɪɢɹɬɢɦɟ ɩɿɞɜɢɳɟɧɧɸ ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɨɫɬɿ ɛɿɡɧɟɫɭ ɱɟɪɟɡ 
ɮɨɪɦɭɜɚɧɧɹ ɝɧɭɱɤɨʀ ɚɞɚɩɬɢɜɧɨʀ ɫɬɪɭɤɬɭɪɢ, ɡɞɚɬɧɨʀ ɲɜɢɞɤɨ ɪɟɚɝɭɜɚɬɢ ɧɚ ɡɦɿɧɢ ɭ 
ɰɢɮɪɨɜɨɦɭ ɫɟɪɟɞɨɜɢɳɿ. 

ȼɢɫɧɨɜɤɢ ɡ ɞɚɧɨɝɨ ɞɨɫɥɿɞɠɟɧɧɹ ɿ ɩɟɪɫɩɟɤɬɢɜɢ ɩɨɞɚɥьɲɢɯ ɪɨɡɪɨɛɨɤ ɡɚ ɞɚɧɢɦ 
ɧɚɩɪɹɦɨɦ. ɍ ɫɬɚɬɬɿ ɞɨɜɟɞɟɧɨ, ɳɨ ɦɚɪɤɟɬɢɧɝɨɜɿ ɦɨɞɟɥɿ є ɤɥɸɱɨɜɢɦ ɿɧɫɬɪɭɦɟɧɬɨɦ 
ɮɨɪɦɭɜɚɧɧɹ ɤɨɝɟɪɟɧɬɧɨɝɨ ɰɢɮɪɨɜɨɝɨ ɛɿɡɧɟɫ-ɩɪɨɫɬɨɪɭ. ɉɪɨɜɟɞɟɧɢɣ ɚɧɚɥɿɡ ɩɿɞɬɜɟɪɞɢɜ, 
ɳɨ ɟɜɨɥɸɰɿɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɧɰɟɩɰɿɣ ɜɿɞ ɤɥɚɫɢɱɧɢɯ ɩɿɞɯɨɞɿɜ (4P, STP, AIDA) ɞɨ 
ɫɭɱɚɫɧɢɯ ɦɨɞɟɥɟɣ, ɨɪɿєɧɬɨɜɚɧɢɯ ɧɚ ɲɬɭɱɧɢɣ ɿɧɬɟɥɟɤɬ, ɝɿɩɟɪɩɟɪɫɨɧɚɥɿɡɚɰɿɸ ɬɚ 
ɤɨɝɧɿɬɢɜɧɿ ɬɟɯɧɨɥɨɝɿʀ, ɫɭɩɪɨɜɨɞɠɭєɬьɫɹ ɩɿɞɜɢɳɟɧɧɹɦ ɪɿɜɧɹ ɿɧɬɟɝɪɚɰɿʀ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ ɿ 
ɡɚɛɟɡɩɟɱɟɧɧɹɦ ʀɯ ɭɡɝɨɞɠɟɧɨɫɬɿ. Ɋɨɡɪɨɛɥɟɧɚ ɤɨɧɰɟɩɬɭɚɥьɧɚ ɦɨɞɟɥь ɿɧɬɟɝɪɚɰɿʀ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɦɨɞɟɥɟɣ ɭ ɛɿɡɧɟɫ-ɚɪɯɿɬɟɤɬɭɪɭ ɤɨɦɩɚɧɿʀ ɞɨɡɜɨɥɹє ɩɨɞɨɥɚɬɢ 
ɮɪɚɝɦɟɧɬɚɪɧɿɫɬь ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɬɚ ɡɚɛɟɡɩɟɱɢɬɢ ɫɢɫɬɟɦɧɢɣ ɩɿɞɯɿɞ ɞɨ 
ɭɩɪɚɜɥɿɧɧɹ. ȼɨɧɚ ɮɨɪɦɭє ɨɫɧɨɜɭ ɞɥɹ ɞɨɫɹɝɧɟɧɧɹ ɫɬɪɚɬɟɝɿɱɧɨʀ ɰɿɥɿɫɧɨɫɬɿ, ɩɿɞɬɪɢɦɤɢ 
ɤɥɿєɧɬɨɨɪɿєɧɬɨɜɚɧɨɫɬɿ, ɭɡɝɨɞɠɟɧɨɫɬɿ ɤɨɦɭɧɿɤɚɰɿɣ ɬɚ ɩɿɞɜɢɳɟɧɧɹ 
ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɨɫɬɿ ɛɿɡɧɟɫɭ. ɉɪɚɤɬɢɱɧɚ ɰɿɧɧɿɫɬь ɡɚɩɪɨɩɨɧɨɜɚɧɨʀ ɦɨɞɟɥɿ ɩɨɥɹɝɚє ɭ 
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Marketing models as a tool for shaping a coherent digital business space. 
The aim of the article. The article explores marketing models as a strategic tool for shaping a 

coherent digital business space. In the context of rapid digital transformation, traditional marketing 
approaches lose effectiveness, while innovative models leveraging artificial intelligence, big data 
analytics, personalization, and omnichannel strategies gain increasing importance. The article aims to 
substantiate conceptual foundations for employing marketing models as instruments for creating 
coherent digital business spaces. The objectives include: analyzing the evolution of marketing models 
in the context of digital transformation; identifying their impact on the coherence of business 
environments; developing a conceptual model for integrating marketing models into the digital 
МШЦpКЧв’s ЛЮsТЧОss КrМСТtОМture. 

Analysis results. The research addresses the problem of fragmented digital marketing 
practices in contemporary companies, which often implement marketing tools without an integrated 
strategy, leading to lost competitive advantages and inefficiencies in management. The relevance of 
forming coherent and synchronized approaches to digitalization is emphasized not only by business 
practice but also by regulatory frameworks. Nuseir et al. emphasize personalization and AI to enhance 
customer experience, while Athaide et al. identify emerging technological directions such as AI, IoT, 
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XR, and blockchain as determinants of innovative marketing models. Kannan and Li proposed a 
framework for digital marketing integrating technology across customer touchpoints. Ukrainian 
scholars, including Kuzmuk, Osipova, and Vyshniuk, demonstrate that digitalization transforms 
traditional business models into more customer-centric frameworks. Despite these advances, gaps 
remain in comprehensively understanding marketing models as integrators of coherent business 
spaces. The mechanisms through which digital-adapted marketing models enhance structural 
alignment and interact with other business functions (logistics, finance, production, human resources) 
remain insufficiently studied. 

Conclusions and directions for further research. The study concludes that marketing 
models serve as pivotal tools for fostering a coherent digital business space. Analysis confirms that the 
evolution from classical approaches to contemporary models oriented toward AI, hyper-
personalization, and cognitive technologies enhances integration and alignment of business processes. 
The proposed conceptual model enables organizations to overcome fragmented digital marketing 
practices and adopt a systemic management approach. It provides a foundation for strategic 
coherence, customer-centricity, consistent communication, and improved business competitiveness. 
TСО prКМtТМКХ ЯКХЮО ШП tСО ЦШНОХ ХТОs ТЧ Тts ЮsО Кs КЧ КЧКХвtТМКХ ТЧstrЮЦОЧt ПШr НТКРЧШsТЧР К МШЦpКЧв’s 
digital transformation state, evaluating the integration of functional units, and optimizing business 
processes in dynamic digital environments. 

Keywords: marketing models, digital business space, coherence, digital transformation, 
innovative strategies 
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