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ȱɇɌȿȽɊɈȼȺɇȱ ɆȺɊɄȿɌɂɇȽɈȼȱ ɄɈɆɍɇȱɄȺɐȱȲ ɍ DIGITAL-ɋȿɊȿȾɈȼɂɓȱ: 

ɄɈɇɐȿɉɐȱə SIMEX əɄ ɆȿɌɈȾ ɈɐȱɇɄɂ ȿɎȿɄɌɂȼɇɈɋɌȱ ɄȺɇȺɅȱȼ 
 

ȼ ɫɬɚɬɬɿ ɪɨɡɝɥɹɧɭɬɨ ɜɢɤɥɢɤɢ ɬɚ ɨɛɦɟɠɟɧɧɹ ɬɪɚɞɢɰɿɣɧɢɯ ɦɨɞɟɥɟɣ ɚɬɪɢɛɭɰɿʀ ɜ 
ɿɧɬɟɝɪɨɜɚɧɢɯ digital-ɤɨɦɭɧɿɤɚɰɿɹɯ. Ʉɥɚɫɢɱɧɿ ɩɿɞɯɨɞɢ ɧɟ ɜɪɚɯɨɜɭɸɬь ɫɢɧɟɪɝɿɣɧɿ ɟɮɟɤɬɢ ɦɿɠ 
ɤɚɧɚɥɚɦɢ, ɳɨ ɡɧɢɠɭє ɬɨɱɧɿɫɬь ɨɰɿɧɤɢ ɟɮɟɤɬɢɜɧɨɫɬɿ ɦɟɞɿɚ-ɦɿɤɫɭ. Ⱦɥɹ ɩɨɞɨɥɚɧɧɹ ɰɢɯ 
ɨɛɦɟɠɟɧь ɡɚɩɪɨɩɨɧɨɜɚɧɨ ɦɟɬɨɞɨɥɨɝɿɸ SIMEX, ɹɤɚ ɩɨєɞɧɭє ɛɚɝɚɬɨɤɚɧɚɥьɧɭ ɚɬɪɢɛɭɰɿɸ, 
ɦɚɲɢɧɧɟ ɧɚɜɱɚɧɧɹ ɬɚ ɿɧɞɟɤɫ ɫɢɧɟɪɝɿʀ ɤɚɧɚɥɿɜ (ISC). Ɇɟɬɨɞɢɤɚ ɛɚɡɭєɬьɫɹ ɧɚ ɩ’ɹɬɢɟɬɚɩɧɨɦɭ 
ɚɧɚɥɿɡɿ ɜɡɚєɦɨɞɿɣ, ɞɨɡɜɨɥɹє ɜɢɹɜɥɹɬɢ ɟɮɟɤɬɢɜɧɿ ɣ ɤɨɧɮɥɿɤɬɧɿ ɤɨɦɛɿɧɚɰɿʀ ɬɚ ɡɚɛɟɡɩɟɱɭє 
ɩɿɞґɪɭɧɬɹ ɞɥɹ ɫɬɪɚɬɟɝɿɱɧɨɝɨ ɩɟɪɟɪɨɡɩɨɞɿɥɭ ɛɸɞɠɟɬɿɜ. SIMEX ɨɛґɪɭɧɬɨɜɚɧɨ ɹɤ ɭɧɿɜɟɪɫɚɥьɧɢɣ 
ɩɿɞɯɿɞ ɞɨ ɨɰɿɧɸɜɚɧɧɹ ɿɧɬɟɝɪɨɜɚɧɢɯ ɤɨɦɭɧɿɤɚɰɿɣ, ɩɪɚɤɬɢɱɧɚ ɰɿɧɧɿɫɬь ɹɤɨɝɨ ɩɨɥɹɝɚє ɜ ɩɿɞɜɢɳɟɧɧɿ 
ɪɟɧɬɚɛɟɥьɧɨɫɬɿ ɿɧɜɟɫɬɢɰɿɣ ɬɚ ɮɨɪɦɭɜɚɧɧɿ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɯ ɫɬɪɚɬɟɝɿɣ. 

Ʉɥɸɱɨɜɿ ɫɥɨɜɚ: ɿɧɬɟɝɪɨɜɚɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɤɨɦɭɧɿɤɚɰɿʀ, ɫɢɧɟɪɝɿɹ ɤɚɧɚɥɿɜ, ɛɚɝɚɬɨɤɚɧɚɥьɧɚ 
ɚɬɪɢɛɭɰɿɹ, ɿɧɞɟɤɫ ɫɢɧɟɪɝɿʀ ɤɚɧɚɥɿɜ (ISC), ɨɩɬɢɦɿɡɚɰɿɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɛɸɞɠɟɬɿɜ. 
 
 

DOI: 10.15276/mdt.9.4.2025.7 
 
 
ɉɨɫɬɚɧɨɜɤɚ ɩɪɨɛɥɟɦɢ ɜ ɡɚɝɚɥьɧɨɦɭ ɜɢɝɥɹɞɿ ɬɚ ʀʀ ɡɜ’ɹɡɨɤ ɡ ɜɚɠɥɢɜɢɦɢ 

ɧɚɭɤɨɜɢɦɢ ɬɚ ɩɪɚɤɬɢɱɧɢɦɢ ɡɚɜɞɚɧɧɹɦɢ. ɍ ɰɢɮɪɨɜɭ ɟɩɨɯɭ ɦɚɪɤɟɬɢɧɝɨɜɿ ɤɨɦɭɧɿɤɚɰɿʀ 
ɡɚɡɧɚɸɬь ɝɥɢɛɨɤɢɯ ɬɪɚɧɫɮɨɪɦɚɰɿɣ. Ɂɪɨɫɬɚɸɱɚ ɤɿɥьɤɿɫɬь ɤɚɧɚɥɿɜ ɜɡɚєɦɨɞɿʀ ɡɿ 
ɫɩɨɠɢɜɚɱɚɦɢ, ɡɨɤɪɟɦɚ ɨɧɥɚɣɧ-ɩɥɚɬɮɨɪɦ, ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠ, ɦɨɛɿɥьɧɢɯ ɡɚɫɬɨɫɭɧɤɿɜ ɬɚ 
ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɯ ɫɟɪɜɿɫɿɜ, ɡɭɦɨɜɥɸє ɩɨɬɪɟɛɭ ɭ ɛɿɥьɲ ɫɤɥɚɞɧɢɯ ɬɚ ɿɧɬɟɝɪɨɜɚɧɢɯ 
ɩɿɞɯɨɞɚɯ ɞɨ ɭɩɪɚɜɥɿɧɧɹ ɤɨɦɭɧɿɤɚɰɿɣɧɨɸ ɫɬɪɚɬɟɝɿєɸ. ȱɧɬɟɝɪɨɜɚɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ 
ɤɨɦɭɧɿɤɚɰɿʀ (ȱɆɄ) ɫɬɚɸɬь ɤɥɸɱɨɜɢɦ ɿɧɫɬɪɭɦɟɧɬɨɦ ɞɥɹ ɞɨɫɹɝɧɟɧɧɹ ɰɿɥɿɫɧɨɝɨ ɬɚ 
ɭɡɝɨɞɠɟɧɨɝɨ ɜɩɥɢɜɭ ɧɚ ɰɿɥьɨɜɭ ɚɭɞɢɬɨɪɿɸ, ɳɨ ɡɚɛɟɡɩɟɱɭє ɫɢɧɟɪɝɟɬɢɱɧɢɣ ɟɮɟɤɬ ɜɿɞ 
ɩɨєɞɧɚɧɧɹ ɤɚɧɚɥɿɜ. 

Ɋɚɡɨɦ ɡ ɬɢɦ, ɟɮɟɤɬɢɜɧɟ ɭɩɪɚɜɥɿɧɧɹ ȱɆɄ ɩɨɬɪɟɛɭє ɧɚɭɤɨɜɨ ɨɛʉɪɭɧɬɨɜɚɧɢɯ 
ɩɿɞɯɨɞɿɜ ɞɨ ɨɰɿɧɤɢ ɜɩɥɢɜɭ ɤɨɠɧɨɝɨ ɤɚɧɚɥɭ ɹɤ ɨɤɪɟɦɨ, ɬɚɤ ɿ ɜ ɤɨɦɛɿɧɚɰɿʀ ɡ ɿɧɲɢɦɢ. 
Ɍɪɚɞɢɰɿɣɧɿ ɦɨɞɟɥɿ ɚɬɪɢɛɭɰɿʀ ɱɚɫɬɨ ɿɝɧɨɪɭɸɬь ɜɡɚєɦɨɞɿɸ ɦɿɠ ɤɚɧɚɥɚɦɢ, ɡɜɨɞɹɱɢ ɚɧɚɥɿɡ 
ɥɢɲɟ ɞɨ ɨɫɬɚɧɧьɨɝɨ ɚɛɨ ɩɟɪɲɨɝɨ ɤɥɿɤɭ. Ɍɚɤɢɣ ɩɿɞɯɿɞ ɧɟ ɞɨɡɜɨɥɹє ɜɪɚɯɭɜɚɬɢ ɫɢɧɟɪɝɿɸ – 
ɞɨɞɚɬɤɨɜɭ ɰɿɧɧɿɫɬь, ɹɤɚ ɜɢɧɢɤɚє ɫɚɦɟ ɡɚɜɞɹɤɢ ɿɧɬɟɝɪɚɰɿʀ ɦɟɞɿɚ. ɍ ɰьɨɦɭ ɤɨɧɬɟɤɫɬɿ 
ɚɤɬɭɚɥьɧɢɦ є ɩɨɲɭɤ ɧɨɜɢɯ ɦɟɬɨɞɨɥɨɝɿɣ, ɡɞɚɬɧɢɯ ɤɿɥьɤɿɫɧɨ ɜɢɦɿɪɸɜɚɬɢ ɟɮɟɤɬ ɜɡɚєɦɨɞɿʀ 
ɤɚɧɚɥɿɜ ɬɚ ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢ ɰɿ ɞɚɧɿ ɞɥɹ ɩɪɢɣɧɹɬɬɹ ɨɛʉɪɭɧɬɨɜɚɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɪɿɲɟɧь. Ɉɞɧɿєɸ ɡ ɬɚɤɢɯ ɦɟɬɨɞɢɤ є SIMEX – ɤɨɧɰɟɩɰɿɹ, ɳɨ ɩɨєɞɧɭє ɛɚɝɚɬɨɤɚɧɚɥьɧɭ 
ɚɬɪɢɛɭɰɿɸ, ɚɧɚɥɿɬɢɤɭ ɞɚɧɢɯ ɬɚ ɿɧɞɟɤɫ ɫɢɧɟɪɝɿʀ ɤɚɧɚɥɿɜ (ISC), ɮɨɪɦɭɸɱɢ ɧɨɜɢɣ ɩɿɞɯɿɞ ɞɨ 
ɨɩɬɢɦɿɡɚɰɿʀ ɿɧɬɟɝɪɨɜɚɧɢɯ ɤɚɦɩɚɧɿɣ ɭ digital-ɫɟɪɟɞɨɜɢɳɿ. 
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Ⱥɧɚɥɿɡ ɨɫɬɚɧɧɿɯ ɞɨɫɥɿɞɠɟɧь ɿ ɩɭɛɥɿɤɚɰɿɣ, ɜ ɹɤɢɯ ɩɨɤɥɚɞɟɧɢɣ ɩɨɱɚɬɨɤ 
ɜɢɪɿɲɟɧɧɸ ɞɚɧɨʀ ɩɪɨɛɥɟɦɢ ɿ ɧɚ ɹɤɿ ɫɩɢɪɚєɬьɫɹ ɚɜɬɨɪ. ɍ ɧɚɭɤɨɜɿɣ ɥɿɬɟɪɚɬɭɪɿ ɞɟɞɚɥɿ 
ɛɿɥьɲɟ ɭɜɚɝɢ ɩɪɢɞɿɥɹєɬьɫɹ ɚɧɚɥɿɡɭ ɫɢɧɟɪɝɿʀ ɤɚɧɚɥɿɜ ɭ ɦɟɠɚɯ ɿɧɬɟɝɪɨɜɚɧɢɯ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ (IMɄ) ɬɚ ɩɨɲɭɤɭ ɚɞɟɤɜɚɬɧɢɯ ɩɿɞɯɨɞɿɜ ɞɨ ʀʀ ɜɢɦɿɪɸɜɚɧɧɹ. 

Ɍɚɤ, ɭ ɞɨɫɥɿɞɠɟɧɧɿ Schultz ɧɚɝɨɥɨɲɭєɬьɫɹ, ɳɨ ɜ ɩɪɚɤɬɢɰɿ ɭɩɪɚɜɥɿɧɧɹ ȱɆɄ 
ɫɢɧɟɪɝɿɣɧɢɣ ɟɮɟɤɬ ɦɿɠ ɤɚɧɚɥɚɦɢ ɱɚɫɬɨ ɡɚɥɢɲɚєɬьɫɹ ɩɨɡɚ ɭɜɚɝɨɸ, ɩɨɩɪɢ ɣɨɝɨ 
ɜɢɡɧɚɱɚɥьɧɭ ɪɨɥь ɭ ɡɚɝɚɥьɧɿɣ ɟɮɟɤɬɢɜɧɨɫɬɿ ɤɚɦɩɚɧɿɣ [3]. Ⱥɜɬɨɪɢ ɚɤɰɟɧɬɭɸɬь ɧɚ 
ɧɟɨɛɯɿɞɧɨɫɬɿ ɤɿɥьɤɿɫɧɨɝɨ ɜɢɦɿɪɸɜɚɧɧɹ ɜɡɚєɦɨɞɿʀ ɤɚɧɚɥɿɜ ɹɤ ɤɥɸɱɨɜɨɝɨ ɱɢɧɧɢɤɚ 
ɰɿɥɿɫɧɨɝɨ ɤɨɦɭɧɿɤɚɰɿɣɧɨɝɨ ɜɩɥɢɜɭ. 

Naik ɿ Peters ɡɚɡɧɚɱɚɸɬь, ɳɨ ɞɨ 39% ɡɚɝɚɥьɧɨɝɨ ɪɟɤɥɚɦɧɨɝɨ ɟɮɟɤɬɭ ɦɨɠɟ ɛɭɬɢ 
ɡɭɦɨɜɥɟɧɨ ɦɿɠɦɟɞɿɣɧɨɸ ɫɢɧɟɪɝɿєɸ. ɇɚ ɩɪɢɤɥɚɞɿ ɤɚɦɩɚɧɿʀ Ford (ɌȻ, ɪɚɞɿɨ, ɞɪɭɤ, 
ɞɿɞɠɢɬɚɥ) ɩɪɨɞɟɦɨɧɫɬɪɨɜɚɧɨ, ɳɨ ɫɚɦɟ ɡɚɜɞɹɤɢ ɿɧɬɟɝɪɚɰɿʀ ɦɟɞɿɚ ɞɨɫɹɝɚєɬьɫɹ ɫɭɬɬєɜɢɣ 
ɞɨɞɚɬɤɨɜɢɣ ɟɮɟɤɬ [2]. 

ɍ ɞɨɫɥɿɞɠɟɧɧɿ Danaher ɿ Dagger ɜɫɬɚɧɨɜɥɟɧɨ, ɳɨ ɤɨɦɛɿɧɨɜɚɧɟ ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɤɿɥьɤɨɯ ɪɟɤɥɚɦɧɢɯ ɤɚɧɚɥɿɜ ɡɚɛɟɡɩɟɱɭє ɜɢɳɭ ɪɟɡɭɥьɬɚɬɢɜɧɿɫɬь ɩɨɪɿɜɧɹɧɨ ɡ ɨɞɧɨɬɢɩɧɢɦɢ 
ɤɚɦɩɚɧɿɹɦɢ. Ⱥɜɬɨɪɢ ɞɨɯɨɞɹɬь ɜɢɫɧɨɜɤɭ, ɳɨ ɦɭɥьɬɢɤɚɧɚɥьɧɿ ɿɧɬɟɝɪɨɜɚɧɿ ɫɬɪɚɬɟɝɿʀ 
ɫɩɪɢɹɸɬь ɦɚɤɫɢɦɿɡɚɰɿʀ ROI ɛɪɟɧɞɭ [4]. 

Lesscher ɩɪɨɚɧɚɥɿɡɭɜɚɜ ɜɡɚєɦɨɞɿɸ ɨɮɥɚɣɧ- (ɞɢɪɟɤɬ-ɦɟɣɥ) ɬɚ ɨɧɥɚɣɧ-ɤɚɧɚɥɿɜ 
(ɛɚɧɟɪɧɚ ɪɟɤɥɚɦɚ) ɭ ɫɮɟɪɿ ɪɢɬɟɣɥɭ. Ⱦɨɫɥɿɞɠɟɧɧɹ ɩɿɞɬɜɟɪɞɢɥɨ ɧɚɹɜɧɿɫɬь ɩɨɡɢɬɢɜɧɨʀ 
ɫɢɧɟɪɝɿʀ: ɫɭɦɚɪɧɢɣ ɟɮɟɤɬ ɩɟɪɟɜɢɳɭɜɚɜ ɨɱɿɤɭɜɚɧɿ ɪɟɡɭɥьɬɚɬɢ ɜɿɞ ɤɨɠɧɨɝɨ ɿɧɫɬɪɭɦɟɧɬɭ 
ɨɤɪɟɦɨ. Ⱥɜɬɨɪ ɩɿɞɤɪɟɫɥɢɜ ɜɚɠɥɢɜɿɫɬь ɜɪɚɯɭɜɚɧɧɹ ɧɟɩɪɹɦɢɯ ɟɮɟɤɬɿɜ, ɡɨɤɪɟɦɚ ɜɩɥɢɜɭ 
ɞɪɭɤɨɜɚɧɢɯ ɦɚɬɟɪɿɚɥɿɜ ɧɚ ɩɨɞɚɥьɲɢɣ ɨɧɥɚɣɧ-ɩɨɲɭɤ [1]. 

ɍ ɪɨɛɨɬɿ Shao ɿ Li ɡɚɩɪɨɩɨɧɨɜɚɧɨ ɚɥɝɨɪɢɬɦɿɱɧɭ ɦɨɞɟɥь ɚɬɪɢɛɭɰɿʀ ɧɚ ɨɫɧɨɜɿ 
ɩɿɞɯɨɞɭ ɬɟɨɪɿʀ ɤɨɨɩɟɪɚɬɢɜɧɢɯ ɿɝɨɪ (ɡɧɚɱɟɧɧɹ ɒɟɩɥɿ), ɹɤɚ ɜɪɚɯɨɜɭє ɤɨɦɛɿɧɚɰɿʀ ɤɚɧɚɥɿɜ ɿ 
ɞɨɡɜɨɥɹє ɨɰɿɧɢɬɢ ɦɚɪɠɢɧɚɥьɧɢɣ ɜɧɟɫɨɤ ɤɨɠɧɨɝɨ ɡ ɧɢɯ ɭ ɡɚɝɚɥьɧɢɣ ɪɟɡɭɥьɬɚɬ. ɐɟɣ 
ɩɿɞɯɿɞ ɩɨɤɥɚɜ ɩɨɱɚɬɨɤ ɪɨɡɜɢɬɤɭ data-driven ɚɬɪɢɛɭɰɿʀ ɜ ɦɚɪɤɟɬɢɧɝɨɜɿɣ ɚɧɚɥɿɬɢɰɿ [7]. 

Ɋɨɛɨɱɚ ɝɪɭɩɚ Interactive Advertising Bureau ɭ ɫɩɟɰɿɚɥɿɡɨɜɚɧɨɦɭ ɩɨɫɿɛɧɢɤɭ 
ɩɪɟɞɫɬɚɜɢɥɚ ɩɨɪɿɜɧɹɥьɧɢɣ ɚɧɚɥɿɡ ɩɿɞɯɨɞɿɜ Marketing Mix Modeling (MMM) ɬɚ Multi-
Touch Attribution (MTA), ɩɿɞɤɪɟɫɥɢɜɲɢ ɞɨɰɿɥьɧɿɫɬь ʀɯ ɨɛ'єɞɧɚɧɧɹ ɭ ɪɚɦɤɚɯ єɞɢɧɨʀ 
ɫɢɫɬɟɦɢ – Unified Measurement Model. Ɍɚɤɚ ɿɧɬɟɝɪɚɰɿɹ ɞɚє ɡɦɨɝɭ ɨɬɪɢɦɭɜɚɬɢ ɰɿɥɿɫɧɭ 
ɨɰɿɧɤɭ ɜɩɥɢɜɭ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɮɚɤɬɨɪɿɜ ɹɤ ɭ ɤɨɪɨɬɤɨ-, ɬɚɤ ɿ ɜ ɞɨɜɝɨɫɬɪɨɤɨɜɿɣ 
ɩɟɪɫɩɟɤɬɢɜɿ [9]. 

ȼ ɚɧɚɥɿɬɢɱɧɨɦɭ ɨɝɥɹɞɿ Google, ɩɿɞɝɨɬɨɜɥɟɧɨɦɭ ɡɚ ɭɱɚɫɬɿ ɩɪɨɜɿɞɧɢɯ ɟɤɫɩɟɪɬɿɜ 
(ɡɨɤɪɟɦɚ Les Binet ɿ Mark Ritson), ɜɿɞɡɧɚɱɟɧɨ, ɳɨ ɡɪɨɫɬɚɧɧɹ ɤɿɥьɤɨɫɬɿ ɤɚɧɚɥɿɜ ɭ ɦɟɠɚɯ 
ɤɚɦɩɚɧɿʀ ɦɚє ɟɤɫɩɨɧɟɧɰɿɣɧɢɣ ɟɮɟɤɬ ɧɚ ROI ɡɚɜɞɹɤɢ ɦɿɠɦɟɞɿɣɧɿɣ ɫɢɧɟɪɝɿʀ. ɍ ɩɭɛɥɿɤɚɰɿʀ 
ɪɟɤɨɦɟɧɞɭєɬьɫɹ ɪɨɡɝɥɹɞɚɬɢ ɫɢɧɟɪɝɿɸ ɤɚɧɚɥɿɜ ɹɤ ɤɥɸɱɨɜɢɣ ɮɚɤɬɨɪ ɭɫɩɿɯɭ ɜ ɫɭɱɚɫɧɨɦɭ 
ɦɟɞɿɚɩɥɚɧɭɜɚɧɧɿ [10]. 

ɍɤɪɚʀɧɫьɤɢɣ ɤɨɧɬɟɤɫɬ ɩɪɟɞɫɬɚɜɥɟɧɨ ɞɨɫɥɿɞɠɟɧɧɹɦ ɘ. Ʉɚɪɩɭɲɢɧɨʀ, ɹɤɚ ɜɤɚɡɭє, 
ɳɨ ɩɪɨɜɿɞɧɿ ɦɿɠɧɚɪɨɞɧɿ ɤɨɦɩɚɧɿʀ (ɡɨɤɪɟɦɚ P&G, Coca-Cola) ɚɤɬɢɜɧɨ ɜɢɤɨɪɢɫɬɨɜɭɸɬь 
MMM ɞɥɹ ɫɬɪɚɬɟɝɿɱɧɨɝɨ ɩɥɚɧɭɜɚɧɧɹ, ɬɨɞɿ ɹɤ MTA ɡɚɫɬɨɫɨɜɭєɬьɫɹ ɩɟɪɟɜɚɠɧɨ ɞɥɹ 
ɬɚɤɬɢɱɧɨʀ ɨɩɬɢɦɿɡɚɰɿʀ digital-ɤɚɧɚɥɿɜ. ȼɨɞɧɨɱɚɫ ɧɚɝɨɥɨɲɭєɬьɫɹ ɧɚ ɜɿɞɫɭɬɧɨɫɬɿ 
ɭɧɿɮɿɤɨɜɚɧɨɝɨ ɩɿɞɯɨɞɭ, ɳɨ ɭɫɤɥɚɞɧɸє ɤɨɦɩɥɟɤɫɧɟ ɨɰɿɧɸɜɚɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ [12]. 

Ɍɚɤɢɦ ɱɢɧɨɦ, ɫɭɱɚɫɧɿ ɞɨɫɥɿɞɠɟɧɧɹ ɩɿɞɬɜɟɪɞɠɭɸɬь ɜɚɠɥɢɜɿɫɬь ɭɪɚɯɭɜɚɧɧɹ 
ɫɢɧɟɪɝɿʀ ɦɿɠ ɤɚɧɚɥɚɦɢ ɜ ɩɪɨɰɟɫɿ ɨɰɿɧɸɜɚɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ. 
ɍ ɮɨɤɭɫɿ ɧɚɭɤɨɜɨʀ ɭɜɚɝɢ – ɪɨɡɜɢɬɨɤ ɦɟɬɨɞɨɥɨɝɿɣ, ɡɞɚɬɧɢɯ ɚɞɟɤɜɚɬɧɨ ɦɨɞɟɥɸɜɚɬɢ 
ɜɡɚєɦɨɞɿɸ ɿɧɫɬɪɭɦɟɧɬɿɜ ɭ ɫɤɥɚɞɧɨɦɭ, ɛɚɝɚɬɨɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ. 

ȼɢɞɿɥɟɧɧɹ ɧɟɜɢɪɿɲɟɧɢɯ ɪɚɧɿɲɟ ɱɚɫɬɢɧ ɡɚɝɚɥьɧɨʀ ɩɪɨɛɥɟɦɢ, ɤɨɬɪɢɦ 
ɩɪɢɫɜɹɱɭєɬьɫɹ ɫɬɚɬɬɹ. ɇɟɡɜɚɠɚɸɱɢ ɧɚ ɡɧɚɱɧɢɣ ɩɪɨɝɪɟɫ ɭ ɝɚɥɭɡɿ ɦɚɪɤɟɬɢɧɝɨɜɨʀ 
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ɚɧɚɥɿɬɢɤɢ, ɡɚɥɢɲɚɸɬьɫɹ ɧɟɜɢɪɿɲɟɧɢɦɢ ɤɿɥьɤɚ ɤɥɸɱɨɜɢɯ ɩɪɨɛɥɟɦ: ɜɿɞɫɭɬɧɿɫɬь 
ɭɧɿɮɿɤɨɜɚɧɨɝɨ ɩɿɞɯɨɞɭ ɞɨ ɜɢɦɿɪɸɜɚɧɧɹ ɫɢɧɟɪɝɿʀ ɦɿɠ ɦɚɪɤɟɬɢɧɝɨɜɢɦɢ ɤɚɧɚɥɚɦɢ; 
ɧɟɞɨɫɬɚɬɧɹ ɭɜɚɝɚ ɞɨ ɜɩɥɢɜɭ ɩɨɫɥɿɞɨɜɧɨɫɬɿ ɜɡɚєɦɨɞɿʀ ɤɚɧɚɥɿɜ ɧɚ ɡɚɝɚɥьɧɢɣ ɟɮɟɤɬ 
ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɤɚɦɩɚɧɿʀ; ɜɿɞɫɭɬɧɿɫɬь ɿɧɫɬɪɭɦɟɧɬɿɜ ɞɥɹ ɤɿɥьɤɿɫɧɨʀ ɨɰɿɧɤɢ ɫɢɧɟɪɝɿʀ, ɹɤɿ ɛ 
ɜɪɚɯɨɜɭɜɚɥɢ ɹɤ ɩɚɪɧɿ, ɬɚɤ ɿ ɛɚɝɚɬɨɤɚɧɚɥьɧɿ ɜɡɚєɦɨɞɿʀ. 

Ɇɟɬɨɸ ɫɬɚɬɬɿ є ɪɨɡɪɨɛɤɚ ɬɚ ɧɚɭɤɨɜɟ ɨɛʉɪɭɧɬɭɜɚɧɧɹ ɦɟɬɨɞɨɥɨɝɿʀ SIMEX ɹɤ 
ɿɧɫɬɪɭɦɟɧɬɭ ɤɿɥьɤɿɫɧɨɝɨ ɜɢɦɿɪɸɜɚɧɧɹ ɫɢɧɟɪɝɟɬɢɱɧɨɝɨ ɟɮɟɤɬɭ ɦɿɠ ɤɚɧɚɥɚɦɢ 
ɿɧɬɟɝɪɨɜɚɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ ɭ digital-ɫɟɪɟɞɨɜɢɳɿ. Ɇɟɬɨɞɢɤɚ ɫɩɪɹɦɨɜɚɧɚ ɧɚ 
ɩɿɞɜɢɳɟɧɧɹ ɬɨɱɧɨɫɬɿ ɨɰɿɧɤɢ ɟɮɟɤɬɢɜɧɨɫɬɿ ɦɟɞɿɚ-ɦɿɤɫɭ, ɨɩɬɢɦɿɡɚɰɿɸ ɪɨɡɩɨɞɿɥɭ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɛɸɞɠɟɬɿɜ ɬɚ ɮɨɪɦɭɜɚɧɧɹ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɯ ɤɨɦɭɧɿɤɚɰɿɣɧɢɯ ɫɬɪɚɬɟɝɿɣ. 

ȼɢɤɥɚɞ ɨɫɧɨɜɧɨɝɨ ɦɚɬɟɪɿɚɥɭ ɞɨɫɥɿɞɠɟɧɧɹ. ɋɭɱɚɫɧɚ ɰɢɮɪɨɜɚ ɬɪɚɧɫɮɨɪɦɚɰɿɹ 
ɞɨɤɨɪɿɧɧɨ ɡɦɿɧɢɥɚ ɫɬɪɭɤɬɭɪɭ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ, ɡɭɦɨɜɢɜɲɢ ɡɪɨɫɬɚɧɧɹ 
ɤɿɥьɤɨɫɬɿ ɤɚɧɚɥɿɜ ɬɚ ɬɨɱɨɤ ɤɨɧɬɚɤɬɭ ɡɿ ɫɩɨɠɢɜɚɱɚɦɢ, ɹɤɿ ɨɞɧɨɱɚɫɧɨ ɨɯɨɩɥɸɸɬь ɹɤ 
ɨɧɥɚɣɧ-, ɬɚɤ ɿ ɨɮɥɚɣɧ-ɫɟɪɟɞɨɜɢɳɚ [14; 16]. ɍ ɬɚɤɢɯ ɭɦɨɜɚɯ ɡɧɚɱɧɨ ɭɫɤɥɚɞɧɸєɬьɫɹ 
ɡɚɜɞɚɧɧɹ ɜɢɦɿɪɸɜɚɧɧɹ ɜɩɥɢɜɭ ɨɤɪɟɦɢɯ ɤɚɧɚɥɿɜ ɧɚ ɡɚɝɚɥьɧɢɣ ɪɟɡɭɥьɬɚɬ ɦɚɪɤɟɬɢɧɝɨɜɨʀ 
ɚɤɬɢɜɧɨɫɬɿ. Ɍɪɚɞɢɰɿɣɧɿ ɦɨɞɟɥɿ ɚɬɪɢɛɭɰɿʀ ɧɟ ɡɚɜɠɞɢ ɡɞɚɬɧɿ ɚɞɚɩɬɭɜɚɬɢɫɹ ɞɨ ɡɪɨɫɬɚɸɱɨʀ 
ɮɪɚɝɦɟɧɬɚɰɿʀ ɦɟɞɿɚɩɨɥɹ ɬɚ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɯɚɪɚɤɬɟɪɭ ɜɡɚєɦɨɞɿʀ [11; 14]. 

ɇɚ ɰьɨɦɭ ɬɥɿ ɦɚɪɤɟɬɨɥɨɝɢ ɩɟɪɟɛɭɜɚɸɬь ɩɿɞ ɩɨɫɬɿɣɧɢɦ ɬɢɫɤɨɦ ɞɨɜɟɞɟɧɧɹ 
ɟɮɟɤɬɢɜɧɨɫɬɿ ɜɥɚɫɧɢɯ ɤɨɦɭɧɿɤɚɰɿɣɧɢɯ ɡɚɯɨɞɿɜ: ɡɝɿɞɧɨ ɡ ɨɩɢɬɭɜɚɧɧɹɦɢ, ɛɥɢɡьɤɨ 75% 
ɦɟɧɟɞɠɟɪɿɜ ɡ ɦɚɪɤɟɬɢɧɝɭ ɡɚɡɧɚɱɚɸɬь ɬɪɭɞɧɨɳɿ ɡ ɬɨɱɧɢɦ ɜɢɦɿɪɸɜɚɧɧɹɦ ɩɨɤɚɡɧɢɤɚ ROI 
[17]. ɐɟ ɡɭɦɨɜɥɸє ɩɿɞɜɢɳɟɧɭ ɭɜɚɝɭ ɞɨ ɩɪɨɛɥɟɦɢ ɿɞɟɧɬɢɮɿɤɚɰɿʀ ɪɟɚɥьɧɨɝɨ ɜɧɟɫɤɭ 
ɤɨɠɧɨɝɨ ɤɚɧɚɥɭ ɜ ɞɨɫɹɝɧɟɧɧɹ ɰɿɥьɨɜɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɪɟɡɭɥьɬɚɬɿɜ. 

Ʉɨɧɰɟɩɰɿɹ ɿɧɬɟɝɪɨɜɚɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ (IMC) ɩɟɪɟɞɛɚɱɚє 
ɞɨɫɹɝɧɟɧɧɹ ɫɢɧɟɪɝɿʀ ɦɿɠ ɤɨɦɭɧɿɤɚɰɿɣɧɢɦɢ ɤɚɧɚɥɚɦɢ, ɳɨ ɩɪɨɹɜɥɹєɬьɫɹ ɭ ɩɨɫɢɥɟɧɧɿ 
ɡɚɝɚɥьɧɨɝɨ ɟɮɟɤɬɭ ɜɿɞ ɭɡɝɨɞɠɟɧɢɯ ɞɿɣ. ɋɢɧɟɪɝɿɹ ɬɪɚɤɬɭєɬьɫɹ ɹɤ ɫɢɬɭɚɰɿɹ, ɤɨɥɢ ɫɭɦɚɪɧɢɣ 
ɪɟɡɭɥьɬɚɬ ɩɟɪɟɜɢɳɭє ɚɪɢɮɦɟɬɢɱɧɭ ɫɭɦɭ ɜɩɥɢɜɿɜ ɨɤɪɟɦɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ (ɭɦɨɜɧɨ: 2+2=5) 
[2], ɿ ɫɚɦɟ ɜɨɧɚ ɜɜɚɠɚєɬьɫɹ ɨɞɧɿєɸ ɡ ɤɥɸɱɨɜɢɯ ɡɚɫɚɞ IMɄ [14]. 

ɍ ɰɢɮɪɨɜɭ ɟɩɨɯɭ ɩɨɫɬɚє ɩɪɨɛɥɟɦɚ ɤɿɥьɤɿɫɧɨɝɨ ɜɢɦɿɪɸɜɚɧɧɹ ɰɿєʀ ɫɢɧɟɪɝɿʀ, ɚ 
ɬɚɤɨɠ ɬɨɱɧɨɝɨ ɜɢɡɧɚɱɟɧɧɹ ɪɨɥɿ ɤɨɠɧɨɝɨ ɤɚɧɚɥɭ ɜ ɤɨɦɩɥɟɤɫɧɿɣ ɤɨɦɭɧɿɤɚɰɿɣɧɿɣ 
ɫɬɪɭɤɬɭɪɿ. ȱɫɧɭɸɱɿ ɚɬɪɢɛɭɰɿɣɧɿ ɦɨɞɟɥɿ ɡɞɟɛɿɥьɲɨɝɨ ɚɛɨ ɮɨɤɭɫɭɸɬьɫɹ ɧɚ ɨɫɬɚɧɧɿɣ ɬɨɱɰɿ 
ɤɨɧɬɚɤɬɭ (last-touch attribution), ɚɛɨ ɨɰɿɧɸɸɬь ɤɚɧɚɥɢ ɿɡɨɥьɨɜɚɧɨ, ɧɟ ɜɪɚɯɨɜɭɸɱɢ ʀɯɧɸ 
ɜɡɚєɦɨɞɿɸ [7]. ɐɟ ɮɨɪɦɭє ɚɧɚɥɿɬɢɱɧɢɣ ɪɨɡɪɢɜ ɦɿɠ ɮɚɤɬɢɱɧɨɸ ɛɚɝɚɬɨɤɚɧɚɥьɧɨɸ 
ɩɪɢɪɨɞɨɸ ɤɨɦɭɧɿɤɚɰɿɣ ɬɚ ɿɧɫɬɪɭɦɟɧɬɚɦɢ ʀɯ ɨɰɿɧɸɜɚɧɧɹ.  

ȱɧɬɟɝɪɨɜɚɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɤɨɦɭɧɿɤɚɰɿʀ ɧɟ ɥɢɲɟ ɫɩɪɢɹɸɬь ɩɨɫɢɥɟɧɧɸ ɛɪɟɧɞɨɜɨʀ 
ɩɪɢɫɭɬɧɨɫɬɿ, ɚ ɣ ɮɨɪɦɭɸɬь ɨɫɧɨɜɭ ɞɥɹ ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɜɡɚєɦɨɞɿʀ ɡ ɰɿɥьɨɜɨɸ 
ɚɭɞɢɬɨɪɿєɸ. Ɉɞɧɚɤ ɞɥɹ ɞɨɫɹɝɧɟɧɧɹ ɦɚɤɫɢɦɚɥьɧɨʀ ɪɟɡɭɥьɬɚɬɢɜɧɨɫɬɿ ȱɆɄ ɧɟɞɨɫɬɚɬɧьɨ 
ɥɢɲɟ ɩɪɚɜɢɥьɧɨ ɩɨєɞɧɭɜɚɬɢ ɤɚɧɚɥɢ – ɜɚɠɥɢɜɨ ɬɚɤɨɠ ɦɚɬɢ ɬɨɱɧɿ ɿɧɫɬɪɭɦɟɧɬɢ 
ɜɢɦɿɪɸɜɚɧɧɹ ʀɯɧьɨɝɨ ɜɧɟɫɤɭ ɜ ɞɨɫɹɝɧɟɧɧɹ ɰɿɥɟɣ. ɍ ɰьɨɦɭ ɤɨɧɬɟɤɫɬɿ ɨɫɨɛɥɢɜɨʀ ɜɚɝɢ 
ɧɚɛɭɜɚɸɬь ɫɭɱɚɫɧɿ ɩɿɞɯɨɞɢ ɞɨ ɚɬɪɢɛɭɰɿʀ, ɳɨ ɞɨɡɜɨɥɹɸɬь ɨɛ'єɤɬɢɜɧɨ ɨɰɿɧɢɬɢ 
ɟɮɟɤɬɢɜɧɿɫɬь ɤɨɠɧɨɝɨ ɤɚɧɚɥɭ ɭ ɛɚɝɚɬɨɤɨɦɩɨɧɟɧɬɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɤɨɦɭɧɿɤɚɰɿɣ.  

Ⱦɚɥɿ ɪɨɡɝɥɹɧɟɦɨ ɨɫɧɨɜɧɿ ɦɨɞɟɥɿ ɚɬɪɢɛɭɰɿʀ, ɳɨ ɜɢɤɨɪɢɫɬɨɜɭɸɬьɫɹ ɞɥɹ ɨɰɿɧɤɢ 
ɟɮɟɤɬɢɜɧɨɫɬɿ ɤɚɧɚɥɿɜ ɭ ɫɢɫɬɟɦɿ ɿɧɬɟɝɪɨɜɚɧɢɯ ɤɨɦɭɧɿɤɚɰɿɣ. 

Ʉɥɚɫɢɱɧɿ ɦɨɞɟɥɿ ɚɬɪɢɛɭɰɿʀ. Ɍɪɚɞɢɰɿɣɧɨ ɨɰɿɧɸɜɚɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɦɚɪɤɟɬɢɧɝɨɜɢɯ 
ɤɚɧɚɥɿɜ ɡɞɿɣɫɧɸєɬьɫɹ ɡɚ ɞɨɩɨɦɨɝɨɸ ɟɜɪɢɫɬɢɱɧɢɯ ɦɨɞɟɥɟɣ, ɳɨ ɛɚɡɭɸɬьɫɹ ɧɚ ɮɿɤɫɨɜɚɧɢɯ 
ɩɪɚɜɢɥɚɯ ɪɨɡɩɨɞɿɥɭ ɰɿɧɧɨɫɬɿ ɤɨɧɜɟɪɫɿʀ. ɇɚɣɩɨɲɢɪɟɧɿɲɢɦɢ ɫɟɪɟɞ ɧɢɯ є ɚɬɪɢɛɭɰɿɹ ɡɚ 
ɨɫɬɚɧɧɿɦ ɤɥɿɤɨɦ (Last-click), ɩɟɪɲɢɦ ɤɥɿɤɨɦ (First-click), ɪɿɜɧɨɦɿɪɧɚ ɦɨɞɟɥь (Level), 
ɦɨɞɟɥь ɱɚɫɨɜɨʀ ɞɟɝɪɚɞɚɰɿʀ ɬɨɳɨ. ɍ ɬɚɤɢɯ ɩɿɞɯɨɞɚɯ ɜɚɝɨɜɿ ɤɨɟɮɿɰɿєɧɬɢ, ɜɿɞɩɨɜɿɞɧɨ ɞɨ 
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ɹɤɢɯ ɩɪɢɩɢɫɭєɬьɫɹ ɡɚɫɥɭɝɚ ɤɚɧɚɥɭ, ɡɚɞɚɸɬьɫɹ ɧɚɩɟɪɟɞ ɿ ɧɟ ɡɚɥɟɠɚɬь ɜɿɞ ɤɨɧɤɪɟɬɧɨɝɨ 
ɜɢɩɚɞɤɭ [6; 7]. ɇɚɩɪɢɤɥɚɞ, ɦɨɞɟɥь ɨɫɬɚɧɧьɨɝɨ ɤɥɿɤɭ ɩɨɜɧɿɫɬɸ ɩɪɢɩɢɫɭє ɤɨɧɜɟɪɫɿɸ 
ɨɫɬɚɧɧьɨɦɭ ɞɠɟɪɟɥɭ ɬɪɚɮɿɤɭ, ɧɟɯɬɭɸɱɢ ɩɨɩɟɪɟɞɧɿɦɢ ɬɨɱɤɚɦɢ ɜɡɚєɦɨɞɿʀ ɡ ɤɨɪɢɫɬɭɜɚɱɟɦ. 

Ɉɫɧɨɜɧɢɦɢ ɩɟɪɟɜɚɝɚɦɢ ɟɜɪɢɫɬɢɱɧɢɯ ɦɨɞɟɥɟɣ є ʀɯɧɹ ɩɪɨɫɬɨɬɚ, ɩɪɨɡɨɪɿɫɬь ɬɚ 
ɥɟɝɤɿɫɬь ɭ ɜɩɪɨɜɚɞɠɟɧɧɿ. ȼɨɧɢ ɲɢɪɨɤɨ ɩɿɞɬɪɢɦɭɸɬьɫɹ ɜ ɿɧɫɬɪɭɦɟɧɬɚɯ ɜɟɛ-ɚɧɚɥɿɬɢɤɢ, 
ɡɨɤɪɟɦɚ Google Analytics, ɬɚ ɞɨɡɜɨɥɹɸɬь ɨɩɟɪɚɬɢɜɧɨ ɿɞɟɧɬɢɮɿɤɭɜɚɬɢ ɤɚɧɚɥɢ, ɳɨ 
“ɡɚɤɪɢɜɚɸɬь” ɧɚɣɛɿɥьɲɟ ɩɪɨɞɚɠɿɜ. ɉɪɨɬɟ ɬɚɤɿ ɩɿɞɯɨɞɢ ɦɚɸɬь ɿɫɬɨɬɧɿ ɨɛɦɟɠɟɧɧɹ: ɜɨɧɢ 
ɧɟ ɜɪɚɯɨɜɭɸɬь ɜɡɚєɦɨɞɿɸ ɦɿɠ ɤɚɧɚɥɚɦɢ, ɱɚɫɨɜɭ ɩɨɫɥɿɞɨɜɧɿɫɬь ɞɨɬɢɤɿɜ ɬɚ 
ɿɧɤɪɟɦɟɧɬɚɥьɧɢɣ ɜɧɟɫɨɤ ɤɨɠɧɨɝɨ ɤɚɧɚɥɭ. əɤ ɡɚɡɧɚɱɚєɬьɫɹ ɭ ɡɜɿɬɚɯ IAB, ɦɨɞɟɥɿ ɧɚ 
ɤɲɬɚɥɬ first- ɚɛɨ last-click ɧɟ ɡɞɚɬɧɿ ɜɿɞɨɛɪɚɡɢɬɢ ɪɟɚɥьɧɢɣ ɜɩɥɢɜ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ 
ɿɧɫɬɪɭɦɟɧɬɭ, ɨɫɤɿɥьɤɢ ɜɿɞɩɨɜɿɞɚɸɬь ɥɢɲɟ ɧɚ ɡɚɩɢɬɚɧɧɹ «ɯɬɨ ɛɭɜ ɨɫɬɚɧɧɿɦ?», ɚɥɟ ɧɟ 
ɡ'ɹɫɨɜɭɸɬь, «ɱɢ ɜɿɞɛɭɥɚɫɹ ɛ ɤɨɧɜɟɪɫɿɹ ɛɟɡ ɰьɨɝɨ ɞɨɬɢɤɭ» [9]. 

ɐɟ ɩɪɢɡɜɨɞɢɬь ɞɨ ɯɢɛɧɢɯ ɚɧɚɥɿɬɢɱɧɢɯ ɜɢɫɧɨɜɤɿɜ: ɧɚɩɪɢɤɥɚɞ, ɤɚɧɚɥɢ, ɳɨ 
ɧɚɣɱɚɫɬɿɲɟ ɮɿɝɭɪɭɸɬь ɧɚ ɨɫɬɚɧɧьɨɦɭ ɟɬɚɩɿ ɜɡɚєɦɨɞɿʀ (ɹɤ-ɨɬ ɛɪɟɧɞɨɜɚɧɢɣ ɩɨɲɭɤ ɱɢ 
ɩɪɹɦɢɣ ɬɪɚɮɿɤ), ɦɨɠɭɬь ɨɬɪɢɦɭɜɚɬɢ ɧɟɩɪɨɩɨɪɰɿɣɧɨ ɜɢɫɨɤɢɣ ɤɪɟɞɢɬ, ɧɚɜɿɬь ɹɤɳɨ 
ɨɫɧɨɜɧɢɣ ɩɨɩɢɬ ɛɭɥɨ ɫɮɨɪɦɨɜɚɧɨ ɿɧɲɢɦɢ ɤɚɧɚɥɚɦɢ – ɡɨɤɪɟɦɚ ɱɟɪɟɡ ɛɚɧɟɪɧɭ ɪɟɤɥɚɦɭ, 
e-mail-ɪɨɡɫɢɥɤɢ ɱɢ ɜɿɞɟɨɨɝɨɥɨɲɟɧɧɹ. 

ɋɭɱɚɫɧɿ ɚɥɝɨɪɢɬɦɿɱɧɿ ɦɨɞɟɥɿ. Ɂ ɩɨɲɢɪɟɧɧɹɦ ɬɟɯɧɨɥɨɝɿɣ ɨɛɪɨɛɤɢ ɜɟɥɢɤɢɯ 
ɦɚɫɢɜɿɜ ɞɚɧɢɯ (Big Data) ɩɨɱɚɥɢ ɜɩɪɨɜɚɞɠɭɜɚɬɢɫь ɦɨɞɟɥɿ ɚɬɪɢɛɭɰɿʀ, ɤɟɪɨɜɚɧɿ ɞɚɧɢɦɢ 
(data-driven attribution). Ȳɯ ɨɫɧɨɜɧɨɸ ɩɟɪɟɜɚɝɨɸ є ɡɞɚɬɧɿɫɬь ɧɚɜɱɚɬɢɫь ɧɚ ɟɦɩɿɪɢɱɧɢɯ 
ɞɚɧɢɯ, ɳɨ ɜɿɞɨɛɪɚɠɚɸɬь ɪɟɚɥьɧɢɣ ɲɥɹɯ ɤɨɪɢɫɬɭɜɚɱɚ ɞɨ ɤɨɧɜɟɪɫɿʀ, ɿ ɜɿɞɩɨɜɿɞɧɨ – 
ɨɛ’єɤɬɢɜɧɨ ɪɨɡɩɨɞɿɥɹɬɢ ɡɧɚɱɟɧɧɹ ɦɿɠ ɤɚɧɚɥɚɦɢ. 

Ɉɞɧɢɦ ɿɡ ɩɟɪɲɢɯ ɜɚɠɥɢɜɢɯ ɬɟɨɪɟɬɢɱɧɢɯ ɩɪɨɪɢɜɿɜ ɫɬɚɥɚ ɚɞɚɩɬɚɰɿɹ ɦɨɞɟɥɿ 
ɡɧɚɱɟɧɧɹ ɒɟɩɥɿ ɡ ɤɨɨɩɟɪɚɬɢɜɧɨʀ ɬɟɨɪɿʀ ɿɝɨɪ. ɍ ɰɿɣ ɦɨɞɟɥɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɤɚɧɚɥɢ 
ɪɨɡɝɥɹɞɚɸɬьɫɹ ɹɤ «ɝɪɚɜɰɿ», ɹɤɿ ɤɨɨɩɟɪɭɸɬьɫɹ ɡɚɞɥɹ ɞɨɫɹɝɧɟɧɧɹ ɫɩɿɥьɧɨɝɨ ɪɟɡɭɥьɬɚɬɭ – 
ɤɨɧɜɟɪɫɿʀ [8]. Ⱦɥɹ ɤɨɠɧɨɝɨ ɤɚɧɚɥɭ ɨɛɱɢɫɥɸєɬьɫɹ ɣɨɝɨ ɦɚɪɠɢɧɚɥьɧɢɣ ɜɧɟɫɨɤ ɭ ɜɫɿɯ 
ɦɨɠɥɢɜɢɯ ɤɨɚɥɿɰɿɹɯ. ȱɧɚɤɲɟ ɤɚɠɭɱɢ, ɚɥɝɨɪɢɬɦ ɨɰɿɧɸє, ɧɚɫɤɿɥьɤɢ ɡɧɢɡɢɬьɫɹ ɤɿɥьɤɿɫɬь 
ɤɨɧɜɟɪɫɿɣ, ɹɤɳɨ ɜɢɤɥɸɱɢɬɢ ɩɟɜɧɢɣ ɤɚɧɚɥ ɿɡ ɦɟɞɿɚ-ɦɿɤɫɭ – ɿ ɫɚɦɟ ɰɹ ɪɿɡɧɢɰɹ 
ɪɨɡɝɥɹɞɚєɬьɫɹ ɹɤ ɫɩɪɚɜɟɞɥɢɜɚ ɨɰɿɧɤɚ ɣɨɝɨ ɟɮɟɤɬɢɜɧɨɫɬɿ [8]. 

Ɇɨɞɟɥь ɒɟɩɥɿ ɦɚє ɳɟ ɨɞɧɭ ɜɚɠɥɢɜɭ ɩɟɪɟɜɚɝɭ – ɜɨɧɚ ɜɪɚɯɨɜɭє ɫɢɧɟɪɝɿɣɧɿ 
ɟɮɟɤɬɢ. əɤɳɨ ɞɜɚ ɤɚɧɚɥɢ ɜɡɚєɦɨɞɿɸɬь ɿ ɡɚɛɟɡɩɟɱɭɸɬь ɩɿɞɜɢɳɟɧɭ ɟɮɟɤɬɢɜɧɿɫɬь ɭ 
ɩɨєɞɧɚɧɧɿ, ɬɨ ɰɹ ɞɨɞɚɬɤɨɜɚ ɰɿɧɧɿɫɬь ɛɭɞɟ ɪɨɡɩɨɞɿɥɟɧɚ ɦɿɠ ɧɢɦɢ, ɚ ɧɟ ɜɬɪɚɱɟɧɚ. 

Ⱥɥьɬɟɪɧɚɬɢɜɧɢɦ ɩɿɞɯɨɞɨɦ є ɚɬɪɢɛɭɰɿɹ ɧɚ ɨɫɧɨɜɿ ɦɚɪɤɨɜɫьɤɢɯ ɥɚɧɰɸɝɿɜ (Markov 
Chains Attribution). ȼɨɧɚ ɦɨɞɟɥɸє ɣɦɨɜɿɪɧɨɫɬɿ ɩɟɪɟɯɨɞɿɜ ɤɨɪɢɫɬɭɜɚɱɚ ɱɟɪɟɡ ɩɨɫɥɿɞɨɜɧɿ 
ɬɨɱɤɢ ɤɨɧɬɚɤɬɭ ɿ ɪɨɡɪɚɯɨɜɭє, ɧɚɫɤɿɥьɤɢ ɤɨɠɟɧ ɞɨɬɢɤ ɜɩɥɢɜɚє ɧɚ ɣɦɨɜɿɪɧɿɫɬь ɞɨɫɹɝɧɟɧɧɹ 
ɤɨɧɜɟɪɫɿʀ. Ɂɚ ɫɜɨєɸ ɥɨɝɿɤɨɸ ɰɟɣ ɩɿɞɯɿɞ ɛɥɢɡьɤɢɣ ɞɨ ɦɨɞɟɥɿ ɒɟɩɥɿ, ɨɞɧɚɤ 
ɡɨɫɟɪɟɞɠɭєɬьɫɹ ɧɚ ɚɧɚɥɿɡɿ ɩɨɫɥɿɞɨɜɧɨɫɬɟɣ ɬɚ ɟɮɟɤɬɭ «ɜɢɩɚɞɚɧɧɹ» ɤɚɧɚɥɭ ɡ ɥɚɧɰɸɝɚ [8]. 

Ⱥɥɝɨɪɢɬɦɿɱɧɿ ɦɨɞɟɥɿ ɞɨɡɜɨɥɹɸɬь ɨɛɪɨɛɥɹɬɢ ɫɤɥɚɞɧɿ ɛɚɝɚɬɨɤɚɧɚɥьɧɿ ɦɚɪɲɪɭɬɢ, 
ɜɪɚɯɨɜɭɸɬь ɿɧɞɢɜɿɞɭɚɥьɧɿ ɨɫɨɛɥɢɜɨɫɬɿ ɚɭɞɢɬɨɪɿʀ ɬɚ ɧɚɞɚɸɬь ɬɨɱɧɿɲɢɣ, ɤɚɫɬɨɦɿɡɨɜɚɧɢɣ 
ɞɥɹ ɤɨɧɤɪɟɬɧɨɝɨ ɛɿɡɧɟɫɭ ɪɨɡɩɨɞɿɥ ɰɿɧɧɨɫɬɿ. ɍ ɞɨɫɥɿɞɠɟɧɧɿ Shao & Li ɞɨɜɟɞɟɧɨ, ɳɨ 
ɧɚɜɿɬь ɫɩɪɨɳɟɧɚ ɣɦɨɜɿɪɧɿɫɧɚ ɦɨɞɟɥь, ɹɤɚ ɜɪɚɯɨɜɭє ɤɨɦɛɿɧɚɰɿʀ ɞɨ ɞɪɭɝɨɝɨ ɩɨɪɹɞɤɭ, 
ɡɚɛɟɡɩɟɱɭє ɜɢɳɭ ɬɨɱɧɿɫɬь ɭ ɩɨɪɿɜɧɹɧɧɿ ɡ ɤɥɚɫɢɱɧɢɦɢ ɮɿɤɫɨɜɚɧɢɦɢ ɫɯɟɦɚɦɢ [7]. 

Marketing Mix Modeling (MMM) – ɰɟ ɚɥьɬɟɪɧɚɬɢɜɧɢɣ ɩɿɞɯɿɞ ɞɨ ɨɰɿɧɸɜɚɧɧɹ 
ɟɮɟɤɬɢɜɧɨɫɬɿ ɤɨɦɭɧɿɤɚɰɿɣ, ɹɤɢɣ ɛɚɡɭєɬьɫɹ ɧɚ ɟɤɨɧɨɦɟɬɪɢɱɧɢɯ ɦɨɞɟɥɹɯ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ 
ɦɿɤɫɭ. Ɇɟɬɨɞɨɥɨɝɿɹ MMM ɿɫɧɭє ɜɠɟ ɤɿɥьɤɚ ɞɟɫɹɬɢɥɿɬь ɿ ɩɟɪɟɞɛɚɱɚє ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɚɝɪɟɝɨɜɚɧɢɯ ɞɚɧɢɯ (ɩɟɪɟɜɚɠɧɨ ɭ ɬɢɠɧɟɜɨɦɭ ɚɛɨ ɦɿɫɹɱɧɨɦɭ ɪɨɡɪɿɡɿ) ɞɥɹ ɩɨɛɭɞɨɜɢ 
ɪɟɝɪɟɫɿɣɧɢɯ ɦɨɞɟɥɟɣ, ɳɨ ɩɨɹɫɧɸɸɬь ɡɦɿɧɢ ɰɿɥьɨɜɨɝɨ ɩɨɤɚɡɧɢɤɚ (ɧɚɩɪɢɤɥɚɞ, ɨɛɫɹɝɭ 
ɩɪɨɞɚɠɿɜ) ɱɟɪɟɡ ɪɿɡɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɱɢɧɧɢɤɢ [9]. 
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ɍ ɦɟɠɚɯ MMM ɜɪɚɯɨɜɭɸɬьɫɹ ɜɢɬɪɚɬɢ ɧɚ ɪɿɡɧɿ ɤɚɧɚɥɢ, ɰɿɧɨɜɿ ɚɤɰɿʀ, ɫɟɡɨɧɧɿ 
ɤɨɥɢɜɚɧɧɹ, ɤɨɧɤɭɪɟɧɬɧɟ ɫɟɪɟɞɨɜɢɳɟ ɬɚ ɦɚɤɪɨɟɤɨɧɨɦɿɱɧɿ ɮɚɤɬɨɪɢ. Ɉɞɢɧ ɿɡ ɤɥɸɱɨɜɢɯ 
ɩɚɪɚɦɟɬɪɿɜ – ɟɥɚɫɬɢɱɧɿɫɬь – ɞɨɡɜɨɥɹє ɨɰɿɧɢɬɢ, ɹɤɢɦ ɱɢɧɨɦ ɡɦɿɧɢɬьɫɹ ɨɛɫɹɝ ɩɪɨɞɚɠɿɜ ɡɚ 
ɭɦɨɜɢ ɡɦɿɧɢ ɛɸɞɠɟɬɭ ɜ ɩɟɜɧɨɦɭ ɤɚɧɚɥɿ. Ʉɪɿɦ ɬɨɝɨ, MMM ɞɚє ɡɦɨɝɭ ɦɨɞɟɥɸɜɚɬɢ ɟɮɟɤɬɢ 
ɧɚɤɨɩɢɱɟɧɧɹ ɪɟɤɥɚɦɢ (adstock), ɳɨ ɜɪɚɯɨɜɭє ɜɩɥɢɜ ɪɟɤɥɚɦɧɢɯ ɚɤɬɢɜɧɨɫɬɟɣ ɭ ɱɚɫɿ, ɚ 
ɬɚɤɨɠ ɜɤɥɸɱɚɬɢ ɨɮɥɚɣɧ-ɩɨɤɚɡɧɢɤɢ – ɧɚɩɪɢɤɥɚɞ, GRP ɞɥɹ ɬɟɥɟɛɚɱɟɧɧɹ, ɤɿɥьɤɿɫɬь 
ɪɨɡɫɢɥɨɤ, ɧɚɤɥɚɞ ɞɪɭɤɨɜɚɧɨʀ ɪɟɤɥɚɦɢ ɬɨɳɨ [13]. 

ɉɟɪɟɜɚɝɚɦɢ MMM є ɫɬɪɚɬɟɝɿɱɧɚ ɫɩɪɹɦɨɜɚɧɿɫɬь, ɿɧɤɥɸɡɿɹ ɜɫɿɯ ɤɚɧɚɥɿɜ (ɜɤɥɸɱɧɨ ɡ 
ɨɮɥɚɣɧ) ɿ ɧɟɡɚɥɟɠɧɿɫɬь ɜɿɞ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɯ ɞɚɧɢɯ – ɳɨ є ɧɚɞɡɜɢɱɚɣɧɨ ɚɤɬɭɚɥьɧɢɦ ɜ 
ɭɦɨɜɚɯ ɨɛɦɟɠɟɧɧɹ cookie-ɬɪɟɤɿɧɝɭ.  

ɉɨɩɪɢ ɡɧɚɱɧɢɣ ɩɨɫɬɭɩ ɭ ɪɨɡɜɢɬɤɭ ɦɟɬɨɞɿɜ ɨɰɿɧɸɜɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɨʀ 
ɟɮɟɤɬɢɜɧɨɫɬɿ, ɚɧɚɥɿɡ ɫɭɱɚɫɧɢɯ ɦɨɞɟɥɟɣ ɚɬɪɢɛɭɰɿʀ ɫɜɿɞɱɢɬь ɩɪɨ ɧɚɹɜɧɿɫɬь ɧɢɡɤɢ 
ɫɢɫɬɟɦɧɢɯ ɨɛɦɟɠɟɧь, ɹɤɿ ɭɫɤɥɚɞɧɸɸɬь ɜɢɦɿɪɸɜɚɧɧɹ ɪɟɡɭɥьɬɚɬɢɜɧɨɫɬɿ ɿɧɬɟɝɪɨɜɚɧɢɯ 
ɤɨɦɭɧɿɤɚɰɿɣ ɭ ɛɚɝɚɬɨɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ. Ⱦɚɥɿ ɪɨɡɝɥɹɧɟɦɨ ɞɟɬɚɥьɧɿɲɟ ɧɟɞɨɥɿɤɢ, ɹɤɿ 
ɡɭɦɨɜɥɸɸɬь ɧɟ ɥɢɲɟ ɚɧɚɥɿɬɢɱɧɭ ɮɪɚɝɦɟɧɬɚɰɿɸ, ɚ ɣ ɩɨɬɪɟɛɭ ɭ ɫɬɜɨɪɟɧɧɿ ɧɨɜɨɝɨ 
ɭɧɿɮɿɤɨɜɚɧɨɝɨ ɩɿɞɯɨɞɭ, ɡɞɚɬɧɨɝɨ ɡɚɛɟɡɩɟɱɢɬɢ ɤɨɦɩɥɟɤɫɧɭ ɨɰɿɧɤɭ ɫɢɧɟɪɝɿɣɧɢɯ ɟɮɟɤɬɿɜ, 
ɱɚɫɨɜɢɯ ɥɚɝɿɜ ɬɚ ɜɧɟɫɤɭ ɨɮɥɚɣɧ- ɿ ɨɧɥɚɣɧ-ɤɚɧɚɥɿɜ ɭ ɞɨɫɹɝɧɟɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɰɿɥɟɣ.  

ɉɟɪɲɢɣ ɧɟɞɨɥɿɤ – ɜɿɞɫɭɬɧɿɫɬь ɭɧɿɮɿɤɨɜɚɧɨɝɨ ɩɿɞɯɨɞɭ. ɇɚ ɩɪɚɤɬɢɰɿ ɛɿɥьɲɿɫɬь 
ɤɨɦɩɚɧɿɣ ɪɿɞɤɨ ɩɨєɞɧɭɸɬь ɪɿɡɧɿ ɩɿɞɯɨɞɢ ɜ єɞɢɧɭ ɚɧɚɥɿɬɢɱɧɭ ɫɢɫɬɟɦɭ ɱɟɪɟɡ ɬɟɯɧɿɱɧɿ, 
ɨɪɝɚɧɿɡɚɰɿɣɧɿ ɱɢ ɦɟɬɨɞɨɥɨɝɿɱɧɿ ɛɚɪ’єɪɢ [11; 12]. ɐɟ ɩɪɢɡɜɨɞɢɬь ɞɨ ɪɨɡɪɢɜɭ ɜ 
ɿɧɬɟɪɩɪɟɬɚɰɿʀ ɞɚɧɢɯ: ɪɟɡɭɥьɬɚɬɢ ɦɨɠɭɬь ɫɭɩɟɪɟɱɢɬɢ ɨɞɧɟ ɨɞɧɨɦɭ, ɮɨɪɦɭɸɱɢ ɪɿɡɧɿ 
ɜɟɪɫɿʀ «ɿɫɬɢɧɢ» ɜ ɦɟɠɚɯ ɨɞɧɿєʀ ɨɪɝɚɧɿɡɚɰɿʀ. ɇɚɩɪɢɤɥɚɞ, digital-ɜɿɞɞɿɥ ɦɨɠɟ ɨɩɟɪɭɜɚɬɢ 
ɜɥɚɫɧɢɦɢ ɦɟɬɪɢɤɚɦɢ ɟɮɟɤɬɢɜɧɨɫɬɿ ɡɚ MTA, ɬɨɞɿ ɹɤ ɛɿɡɧɟɫ-ɚɧɚɥɿɬɢɤɢ ɨɪɿєɧɬɭɸɬьɫɹ ɧɚ 
ɚɝɪɟɝɨɜɚɧɿ ɞɚɧɿ MMM. Ɍɚɤɚ ɮɪɚɝɦɟɧɬɚɰɿɹ ɩɿɞɪɢɜɚє ɞɨɜɿɪɭ ɞɨ ɦɟɬɪɢɤ ɿ ɭɫɤɥɚɞɧɸє 
ɭɯɜɚɥɟɧɧɹ ɪɿɲɟɧь. ɇɚɭɤɨɜɚ ɩɪɨɛɥɟɦɚ ɩɨɥɹɝɚє ɭ ɩɨɲɭɤɭ ɿɧɬɟɝɪɨɜɚɧɨʀ ɦɨɞɟɥɿ, ɳɨ 
ɫɢɧɬɟɡɭє ɦɿɤɪɨ- ɬɚ ɦɚɤɪɨɪɿɜɟɧь ɚɧɚɥɿɡɭ – ɬɨɛɬɨ ɜɪɚɯɨɜɭє ɹɤ ɩɨɜɟɞɿɧɤɭ ɨɤɪɟɦɨɝɨ 
ɫɩɨɠɢɜɚɱɚ, ɬɚɤ ɿ ɡɚɝɚɥьɧɢɣ ɛɿɡɧɟɫ-ɟɮɟɤɬ ɜɿɞ ɤɨɦɭɧɿɤɚɰɿɣɧɨʀ ɚɤɬɢɜɧɨɫɬɿ. 

Ⱦɪɭɝɢɣ ɧɟɞɨɥɿɤ – ɧɟɞɨɫɬɚɬɧɹ ɿɧɬɟɝɪɚɰɿɹ ɨɮɥɚɣɧ- ɿ ɨɧɥɚɣɧ-ɞɚɧɢɯ. ɉɟɪɟɜɚɠɧɚ 
ɛɿɥьɲɿɫɬь ɫɭɱɚɫɧɢɯ ɚɬɪɢɛɭɰɿɣɧɢɯ ɦɨɞɟɥɟɣ ɡɨɫɟɪɟɞɠɟɧɚ ɧɚ ɰɢɮɪɨɜɢɯ ɤɚɧɚɥɚɯ, ɞɟ 
ɞɨɫɬɭɩɧɚ ɩɨɜɧɚ ɬɪɟɤɿɧɝ-ɚɧɚɥɿɬɢɤɚ. ɇɚɬɨɦɿɫɬь ɨɮɥɚɣɧ-ɤɨɦɭɧɿɤɚɰɿʀ (ɌȻ, ɪɚɞɿɨ, ɡɨɜɧɿɲɧɹ 
ɪɟɤɥɚɦɚ, ɮɿɡɢɱɧɿ ɬɨɱɤɢ ɩɪɨɞɚɠɭ) ɚɛɨ ɜɡɚɝɚɥɿ ɿɝɧɨɪɭɸɬьɫɹ, ɚɛɨ ɜɪɚɯɨɜɭɸɬьɫɹ ɩɨɛɿɱɧɨ. 
ɐɟ ɫɩɪɢɱɢɧɹє ɜɢɤɪɢɜɥɟɧɧɹ: ɰɢɮɪɨɜɿ ɤɚɧɚɥɢ, ɹɤɿ є «ɨɫɬɚɧɧьɨɸ ɦɢɥɟɸ», ɨɬɪɢɦɭɸɬь ɜɟɫь 
ɤɪɟɞɢɬ ɡɚ ɤɨɧɜɟɪɫɿɸ, ɬɨɞɿ ɹɤ ɦɚɫɨɜɿ ɦɟɞɿɚ, ɳɨ ɮɨɪɦɭɜɚɥɢ ɩɟɪɜɢɧɧɢɣ ɿɧɬɟɪɟɫ, 
ɡɚɥɢɲɚɸɬьɫɹ ɧɟɞɨɨɰɿɧɟɧɢɦɢ [15]. ɇɚɩɪɢɤɥɚɞ, ɞɨɫɥɿɞɠɟɧɧɹ Lesscher ɩɨɤɚɡɚɥɨ ɡɧɚɱɧɢɣ 
ɫɢɧɟɪɝɿɣɧɢɣ ɟɮɟɤɬ ɦɿɠ ɞɢɪɟɤɬ-ɦɟɣɥɨɦ ɿ ɰɢɮɪɨɜɨɸ ɪɟɤɥɚɦɨɸ, ɨɞɧɚɤ ɬɚɤɚ ɜɡɚєɦɨɞɿɹ 
ɦɚɣɠɟ ɧɟ ɜɪɚɯɨɜɭєɬьɫɹ ɜ ɿɫɧɭɸɱɢɯ ɦɨɞɟɥɹɯ. ȼɬɪɚɬɚ ɰɢɯ ɞɚɧɢɯ ɦɨɠɟ ɫɩɪɢɱɢɧɢɬɢ 
ɩɨɦɢɥɤɨɜɿ ɨɩɬɢɦɿɡɚɰɿɣɧɿ ɪɿɲɟɧɧɹ: ɩɪɢɩɢɧɟɧɧɹ ɨɮɥɚɣɧ-ɚɤɬɢɜɧɨɫɬɟɣ, ɳɨ ɮɚɤɬɢɱɧɨ 
ɩɿɞɬɪɢɦɭɜɚɥɢ ɟɮɟɤɬɢɜɧɿɫɬь ɨɧɥɚɣɧ-ɤɚɦɩɚɧɿɣ. Ɂ ɨɝɥɹɞɭ ɧɚ ɰɟ, ɚɤɬɭɚɥьɧɢɦ ɧɚɭɤɨɜɢɦ 
ɡɚɜɞɚɧɧɹɦ є ɪɨɡɪɨɛɤɚ ɿɧɫɬɪɭɦɟɧɬɚɪɿɸ, ɳɨ ɞɨɡɜɨɥɹє ɿɧɬɟɝɪɭɜɚɬɢ ɞɚɧɿ ɡ ɭɫɿɯ ɤɚɧɚɥɿɜ ɿ 
ɨɰɿɧɸɜɚɬɢ ʀɯɧɿɣ ɫɭɤɭɩɧɢɣ ɟɮɟɤɬ. 

Ɍɪɟɬɿɣ ɧɟɞɨɥɿɤ – ɧɟɞɨɨɛɥɿɤ ɱɚɫɨɜɢɯ ɥɚɝɿɜ ɿ ɜɿɞɤɥɚɞɟɧɢɯ ɟɮɟɤɬɿɜ. ɉɪɨɰɟɫ 
ɩɪɢɣɧɹɬɬɹ ɪɿɲɟɧɧɹ ɫɩɨɠɢɜɚɱɟɦ ɱɚɫɬɨ ɬɪɢɜɚє ɬɪɢɜɚɥɢɣ ɱɚɫ, ɳɨ ɭɧɟɦɨɠɥɢɜɥɸє ɬɨɱɧɭ 
ɨɰɿɧɤɭ ɟɮɟɤɬɢɜɧɨɫɬɿ ɥɢɲɟ ɧɚ ɨɫɧɨɜɿ ɛɟɡɩɨɫɟɪɟɞɧɿɯ ɞɿɣ. ɍ ɦɟɠɚɯ ɤɥɚɫɢɱɧɢɯ ɦɨɞɟɥɟɣ 
ɚɬɪɢɛɭɰɿʀ ɧɟ ɜɪɚɯɨɜɭɸɬьɫɹ ɜɿɞɤɥɚɞɟɧɿ ɟɮɟɤɬɢ, ɤɨɥɢ ɤɨɦɭɧɿɤɚɰɿɣɧɢɣ ɤɨɧɬɚɤɬ ɮɨɪɦɭє 
ɨɛɿɡɧɚɧɿɫɬь ɚɛɨ ɿɧɬɟɪɟɫ, ɚ ɤɨɧɜɟɪɫɿɹ ɜɿɞɛɭɜɚєɬьɫɹ ɡɧɚɱɧɨ ɩɿɡɧɿɲɟ. əɤ ɡɚɡɧɚɱɟɧɨ ɭ 
ɥɿɬɟɪɚɬɭɪɿ, ɪɟɤɥɚɦɧɿ ɫɬɢɦɭɥɢ ɞɿɸɬь ɧɚ ɪɿɡɧɢɯ ɫɬɚɞɿɹɯ ɜɨɪɨɧɤɢ ɣ ɦɨɠɭɬь ɦɚɬɢ 
ɨɩɨɫɟɪɟɞɤɨɜɚɧɢɣ ɜɩɥɢɜ. Ɂɨɤɪɟɦɚ, ɞɢɪɟɤɬ-ɦɟɣɥ ɡɞɚɬɟɧ ɫɬɢɦɭɥɸɜɚɬɢ ɩɨɲɭɤɨɜɭ 
ɚɤɬɢɜɧɿɫɬь, ɳɨ ɡɪɟɲɬɨɸ ɩɪɢɡɜɨɞɢɬь ɞɨ ɩɨɤɭɩɨɤ ɨɧɥɚɣɧ [5]. ȼɿɞɫɭɬɧɿɫɬь ɦɟɯɚɧɿɡɦɿɜ 
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ɮɿɤɫɚɰɿʀ ɬɚɤɢɯ ɟɮɟɤɬɿɜ ɩɪɢɡɜɨɞɢɬь ɞɨ ɧɟɞɨɨɰɿɧɸɜɚɧɧɹ «ɞɨɜɝɢɯ» ɤɚɧɚɥɿɜ ɿ ɫɩɨɬɜɨɪɟɧɧɹ 
ɨɰɿɧɤɢ ɟɮɟɤɬɢɜɧɨɫɬɿ. ɍ ɰьɨɦɭ ɤɨɧɬɟɤɫɬɿ ɧɚɭɤɨɜɢɣ ɜɢɤɥɢɤ ɩɨɥɹɝɚє ɜ ɫɬɜɨɪɟɧɧɿ ɦɨɞɟɥɟɣ, 
ɹɤɿ ɜɪɚɯɨɜɭɸɬь ɩɨɜɧɢɣ ɤɥɿєɧɬɫьɤɢɣ ɰɢɤɥ – ɹɤ ɩɪɹɦɿ, ɬɚɤ ɿ ɨɩɨɫɟɪɟɞɤɨɜɚɧɿ ɞɿʀ – ɡ 
ɭɪɚɯɭɜɚɧɧɹɦ ɩɪɨɦɿɠɧɢɯ KPI (ɬɪɚɮɿɤ, ɩɨɲɭɤ, ɩɿɞɩɢɫɤɚ ɬɨɳɨ). 

ɑɟɬɜɟɪɬɢɣ ɧɟɞɨɥɿɤ – ɫɢɧɟɪɝɿɹ ɛɟɡ ɮɨɪɦɚɥɿɡɨɜɚɧɨʀ ɦɟɬɨɞɢɤɢ ɜɢɦɿɪɸɜɚɧɧɹ. ɉɨɩɪɢ 
ɬɟɨɪɟɬɢɱɧɟ ɜɢɡɧɚɧɧɹ ɫɢɧɟɪɝɿɣɧɨɝɨ ɟɮɟɤɬɭ ɹɤ ɮɭɧɞɚɦɟɧɬɭ ɤɨɧɰɟɩɰɿʀ IMɄ, ɧɚ ɩɪɚɤɬɢɰɿ 
ɜɿɞɫɭɬɧɿ ɭɧɿɮɿɤɨɜɚɧɿ ɦɟɬɪɢɤɢ, ɳɨ ɞɨɡɜɨɥɹɸɬь ɤɿɥьɤɿɫɧɨ ɣɨɝɨ ɨɰɿɧɢɬɢ. Ȼɿɥьɲɿɫɬь 
ɿɫɧɭɸɱɢɯ ɦɨɞɟɥɟɣ ɚɛɨ ɡɨɜɫɿɦ ɿɝɧɨɪɭɸɬь ɜɡɚєɦɨɞɿɸ ɦɿɠ ɤɚɧɚɥɚɦɢ, ɚɛɨ ɨɛɦɟɠɭɸɬьɫɹ 
ɞɟɤɿɥьɤɨɦɚ ɩɚɪɧɢɦɢ ɡɦɿɧɧɢɦɢ ɜ ɪɟɝɪɟɫɿɣɧɨɦɭ ɚɧɚɥɿɡɿ. ɇɚɪɚɡɿ ɧɟ ɿɫɧɭє 
ɡɚɝɚɥьɧɨɩɪɢɣɧɹɬɨɝɨ ɿɧɞɟɤɫɭ ɫɢɧɟɪɝɿʀ, ɹɤɢɣ ɦɨɠɧɚ ɛɭɥɨ ɛ ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢ ɞɥɹ 
ɫɢɫɬɟɦɧɨɝɨ ɦɨɧɿɬɨɪɢɧɝɭ ɬɚ ɩɨɪɿɜɧɹɧɧɹ ɦɿɠ ɤɚɦɩɚɧɿɹɦɢ. ɐɟ ɭɫɤɥɚɞɧɸє ɤɨɦɭɧɿɤɚɰɿɸ 
ɟɮɟɤɬɢɜɧɨɫɬɿ ɿɧɬɟɝɪɚɰɿʀ ɭ ɦɟɠɚɯ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɿɜ, ɨɫɤɿɥьɤɢ ɨɰɿɧɤɚ ɡɜɨɞɢɬьɫɹ ɞɨ 
ɩɨɤɚɡɧɢɤɿɜ ɨɤɪɟɦɢɯ ɤɚɧɚɥɿɜ (ɧɚɩɪɢɤɥɚɞ, ROI ɤɨɧɬɟɤɫɬɧɨʀ ɪɟɤɥɚɦɢ ɱɢ ɬɟɥɟɜɿɡɿɣɧɨɝɨ 
ɨɯɨɩɥɟɧɧɹ), ɿɝɧɨɪɭɸɱɢ ʀɯɧɸ ɜɡɚєɦɨɞɿɸ. Ɍɚɤɢɦ ɱɢɧɨɦ, ɜɢɧɢɤɚє ɩɨɬɪɟɛɚ ɭ ɫɬɜɨɪɟɧɧɿ 
ɫɬɚɧɞɚɪɬɢɡɨɜɚɧɨɝɨ ɩɨɤɚɡɧɢɤɚ ɫɢɧɟɪɝɿʀ ɹɤ ɿɧɫɬɪɭɦɟɧɬɭ ɜɢɦɿɪɸɜɚɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ȱɆɄ. 
ɋɮɨɪɦɭɥьɨɜɚɧɿ ɩɪɨɝɚɥɢɧɢ ɞɨɡɜɨɥɹɸɬь ɨɤɪɟɫɥɢɬɢ ɝɨɥɨɜɧɭ ɧɚɭɤɨɜɭ ɩɪɨɛɥɟɦɭ – 
ɧɟɨɛɯɿɞɧɿɫɬь ɪɨɡɪɨɛɤɢ ɭɧɿɮɿɤɨɜɚɧɨʀ ɦɟɬɨɞɨɥɨɝɿʀ ɨɰɿɧɸɜɚɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ ɜ ɭɦɨɜɚɯ ɨɦɧɿɤɚɧɚɥьɧɨɝɨ ɫɟɪɟɞɨɜɢɳɚ. Ɍɚɤɢɣ ɩɿɞɯɿɞ 
ɞɨɡɜɨɥɢɜ ɛɢ ɫɢɫɬɟɦɧɨ ɨɰɿɧɸɜɚɬɢ ɧɟ ɥɢɲɟ ɿɧɞɢɜɿɞɭɚɥьɧɢɣ ɜɧɟɫɨɤ ɤɨɠɧɨɝɨ ɤɚɧɚɥɭ, ɚ ɣ 
ɫɢɧɟɪɝɿɸ ɦɿɠ ɧɢɦɢ – ɹɤ ɭ ɩɪɨɫɬɢɯ ɩɚɪɧɢɯ ɩɨєɞɧɚɧɧɹɯ, ɬɚɤ ɿ ɜ ɫɤɥɚɞɧɢɯ ɤɨɦɛɿɧɚɰɿɹɯ.  

Ɂ ɨɝɥɹɞɭ ɧɚ ɡɚɡɧɚɱɟɧɿ ɜɢɤɥɢɤɢ, ɭ ɰьɨɦɭ ɞɨɫɥɿɞɠɟɧɧɿ ɚɜɬɨɪɨɦ ɩɪɨɩɨɧɭєɬьɫɹ 
ɦɟɬɨɞɨɥɨɝɿɹ SIMEX, ɹɤɚ ɩɪɟɞɫɬɚɜɥɹє ɫɨɛɨɸ ɤɨɦɩɥɟɤɫɧɢɣ ɩɿɞɯɿɞ, ɳɨ ɿɧɬɟɝɪɭє 
ɛɚɝɚɬɨɤɚɧɚɥьɧɭ ɚɬɪɢɛɭɰɿɸ, ɚɧɚɥɿɬɢɤɭ ɞɚɧɢɯ ɧɚ ɪɿɜɧɿ ɤɨɪɢɫɬɭɜɚɱɚ ɬɚ ɫɩɟɰɿɚɥьɧɨ 
ɪɨɡɪɨɛɥɟɧɢɣ ɿɧɞɟɤɫ ɫɢɧɟɪɝɿʀ ɤɚɧɚɥɿɜ (ISC). ɐɟɣ ɦɟɬɨɞ ɞɨɡɜɨɥɹє ɧɟ ɥɢɲɟ ɜɢɹɜɢɬɢ, ɹɤ 
ɦɚɪɤɟɬɢɧɝɨɜɿ ɤɚɧɚɥɢ ɜɡɚєɦɨɞɿɸɬь ɦɿɠ ɫɨɛɨɸ, ɩɿɞɫɢɥɸɸɱɢ ɚɛɨ ɩɪɢɝɧɿɱɭɸɱɢ ɨɞɢɧ 
ɨɞɧɨɝɨ, ɚɥɟ ɣ ɨɰɿɧɢɬɢ ɫɭɤɭɩɧɢɣ ɜɧɟɫɨɤ ɤɨɠɧɨɝɨ ɤɚɧɚɥɭ ɹɤ ɨɤɪɟɦɨ, ɬɚɤ ɿ ɜ ɩɨєɞɧɚɧɧɿ ɡ 
ɿɧɲɢɦɢ. Ʉɪɿɦ ɬɨɝɨ, SIMEX ɧɚɞɚє ɦɨɠɥɢɜɿɫɬь ɩɪɢɣɦɚɬɢ ɨɛʉɪɭɧɬɨɜɚɧɿ ɪɿɲɟɧɧɹ ɳɨɞɨ 
ɩɟɪɟɪɨɡɩɨɞɿɥɭ ɛɸɞɠɟɬɿɜ ɬɚ ɤɨɪɢɝɭɜɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ, ɳɨ ɪɨɛɢɬь ʀʀ 
ɩɨɬɭɠɧɢɦ ɿɧɫɬɪɭɦɟɧɬɨɦ ɞɥɹ ɨɩɬɢɦɿɡɚɰɿʀ ɿɧɬɟɝɪɨɜɚɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ. 

ɋɢɧɟɪɝɿɹ ɤɚɧɚɥɿɜ ɭ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɹɯ ɜɢɡɧɚɱɚєɬьɫɹ ɹɤ ɟɮɟɤɬ, ɹɤɢɣ 
ɜɢɧɢɤɚє ɩɪɢ ɩɨєɞɧɚɧɧɿ ɞɜɨɯ ɚɛɨ ɛɿɥьɲɟ ɤɚɧɚɥɿɜ ɿ ɩɟɪɟɜɢɳɭє ɫɭɦɭ ɟɮɟɤɬɿɜ ɜɿɞ ɤɨɠɧɨɝɨ 
ɤɚɧɚɥɭ ɨɤɪɟɦɨ. ɇɚɩɪɢɤɥɚɞ, ɹɤɳɨ ɤɨɪɢɫɬɭɜɚɱ ɨɬɪɢɦɭє ɪɟɤɥɚɦɭ ɱɟɪɟɡ ɫɨɰɿɚɥьɧɿ ɦɟɪɟɠɿ 
ɬɚ ɟɥɟɤɬɪɨɧɧɭ ɩɨɲɬɭ, ɣɦɨɜɿɪɧɿɫɬь ɤɨɧɜɟɪɫɿʀ ɦɨɠɟ ɛɭɬɢ ɜɢɳɨɸ, ɧɿɠ ɩɪɢ ɜɢɤɨɪɢɫɬɚɧɧɿ 
ɥɢɲɟ ɨɞɧɨɝɨ ɡ ɰɢɯ ɤɚɧɚɥɿɜ. ɐɟɣ ɟɮɟɤɬ ɨɛɭɦɨɜɥɟɧɢɣ ɜɡɚєɦɨɞɨɩɨɜɧɸɜɚɧɿɫɬɸ ɤɚɧɚɥɿɜ ɬɚ 
ʀɯɧɿɦ ɜɩɥɢɜɨɦ ɧɚ ɪɿɡɧɿ ɟɬɚɩɢ ɲɥɹɯɭ ɞɨ ɩɨɤɭɩɤɢ. 

Ɇɟɬɨɞɨɥɨɝɿɹ SIMEX ɫɤɥɚɞɚєɬьɫɹ ɡ ɩ’ɹɬɢ ɥɨɝɿɱɧɨ ɩɨɫɥɿɞɨɜɧɢɯ ɟɬɚɩɿɜ, ɤɨɠɟɧ ɡ 
ɹɤɢɯ ɦɚє ɨɤɪɟɦɟ ɚɧɚɥɿɬɢɱɧɟ ɡɚɜɞɚɧɧɹ ɬɚ ɫɩɪɹɦɨɜɚɧɢɣ ɧɚ ɜɫɟɛɿɱɧɭ ɨɰɿɧɤɭ ɫɢɧɟɪɝɿʀ 
ɤɚɧɚɥɿɜ: 

1. S (Setup & Data Collection) 
2. I (Integration & Attribution) 
3. M (Modeling & Metrics Calculation) 
4. E (Evaluation & Interpretation) 
5. X (Expansion & Optimization) 
ɉɟɪɲɢɣ ɤɪɨɤ – ɩɿɞɝɨɬɨɜɤɚ ɬɚ ɡɛɿɪ ɞɚɧɢɯ (Setup & Data Collection). ɉɨɱɚɬɤɨɜɢɦ 

ɟɬɚɩɨɦ ɭ ɦɟɠɚɯ ɦɟɬɨɞɨɥɨɝɿʀ SIMEX є ɿɞɟɧɬɢɮɿɤɚɰɿɹ ɜɫɿɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɚɧɚɥɿɜ, ɹɤɿ 
ɜɢɤɨɪɢɫɬɨɜɭɸɬьɫɹ ɜ ɦɟɠɚɯ ɞɨɫɥɿɞɠɭɜɚɧɨʀ ɤɚɦɩɚɧɿʀ. Ⱦɨ ɬɚɤɢɯ ɤɚɧɚɥɿɜ, ɹɤ ɩɪɚɜɢɥɨ, 
ɧɚɥɟɠɚɬь ɩɥɚɬɧɢɣ ɩɨɲɭɤ, ɦɟɞɿɣɧɚ ɪɟɤɥɚɦɚ, ɟɥɟɤɬɪɨɧɧɚ ɩɨɲɬɚ, ɫɨɰɿɚɥьɧɿ ɦɟɪɟɠɿ, ɚ 
ɬɚɤɨɠ ɨɮɥɚɣɧ-ɿɧɫɬɪɭɦɟɧɬɢ, ɡɨɤɪɟɦɚ ɬɟɥɟɜɿɡɿɣɧɚ, ɪɚɞɿɨɪɟɤɥɚɦɚ ɚɛɨ ɞɪɭɤɨɜɚɧɿ ɦɚɬɟɪɿɚɥɢ. 
Ɏɨɪɦɭɜɚɧɧɹ ɩɨɜɧɨɝɨ ɩɟɪɟɥɿɤɭ ɤɚɧɚɥɿɜ є ɧɟɨɛɯɿɞɧɨɸ ɭɦɨɜɨɸ ɞɥɹ ɩɪɨɜɟɞɟɧɧɹ 
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ɤɨɦɩɥɟɤɫɧɨɝɨ ɚɧɚɥɿɡɭ ʀɯɧьɨʀ ɜɡɚєɦɨɞɿʀ ɬɚ ɨɰɿɧɤɢ ɜɩɥɢɜɭ ɤɨɠɧɨɝɨ ɟɥɟɦɟɧɬɭ ɧɚ ɫɩɨɠɢɜɱɭ 
ɩɨɜɟɞɿɧɤɭ. 

Ɉɤɪɿɦ ɤɥɚɫɢɮɿɤɚɰɿʀ ɤɚɧɚɥɿɜ, ɜɚɠɥɢɜɨ ɡɞɿɣɫɧɢɬɢ ɿɞɟɧɬɢɮɿɤɚɰɿɸ ɤɥɸɱɨɜɢɯ ɬɨɱɨɤ 
ɤɨɧɬɚɤɬɭ ɡ ɛɪɟɧɞɨɦ. Ɍɚɤɢɦɢ ɬɨɱɤɚɦɢ ɦɨɠɭɬь ɛɭɬɢ ɩɟɪɜɢɧɧɟ ɨɡɧɚɣɨɦɥɟɧɧɹ ɤɨɪɢɫɬɭɜɚɱɚ 
ɡ ɪɟɤɥɚɦɧɢɦ ɩɨɜɿɞɨɦɥɟɧɧɹɦ, ɩɟɪɟɯɿɞ ɧɚ ɜɟɛɫɚɣɬ, ɨɬɪɢɦɚɧɧɹ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɨɝɨ 
ɟɥɟɤɬɪɨɧɧɨɝɨ ɥɢɫɬɚ ɱɢ ɡɞɿɣɫɧɟɧɧɹ ɰɿɥьɨɜɨʀ ɞɿʀ, ɡɨɤɪɟɦɚ ɩɨɤɭɩɤɢ. ȼɢɹɜɥɟɧɧɹ ɰɢɯ ɟɬɚɩɿɜ 
ɞɨɡɜɨɥɹє ɜɿɞɬɜɨɪɢɬɢ ɩɨɜɧɢɣ ɥɚɧɰɸɝ ɜɡɚєɦɨɞɿʀ ɫɩɨɠɢɜɚɱɚ ɡ ɛɪɟɧɞɨɦ ɬɚ ɩɪɨɚɧɚɥɿɡɭɜɚɬɢ 
ɜɧɟɫɨɤ ɤɨɠɧɨɝɨ ɤɚɧɚɥɭ ɧɚ ɪɿɡɧɢɯ ɮɚɡɚɯ ɩɪɢɣɧɹɬɬɹ ɪɿɲɟɧɧɹ. 

Ⱦɥɹ ɡɚɛɟɡɩɟɱɟɧɧɹ ɧɚɞɿɣɧɨɫɬɿ ɚɧɚɥɿɬɢɤɢ ɡɚɫɬɨɫɨɜɭєɬьɫɹ ɧɚɥɚɲɬɭɜɚɧɧɹ 
ɛɚɝɚɬɨɤɚɧɚɥьɧɨʀ ɫɢɫɬɟɦɢ ɬɪɟɤɿɧɝɭ, ɳɨ ɞɨɡɜɨɥɹє ɮɿɤɫɭɜɚɬɢ ɬɚ ɚɝɪɟɝɭɜɚɬɢ ɞɚɧɿ ɩɪɨ 
ɩɨɜɟɞɿɧɤɭ ɤɨɪɢɫɬɭɜɚɱɿɜ. ɋɟɪɟɞ ɨɫɧɨɜɧɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɞɥɹ ɪɟɚɥɿɡɚɰɿʀ ɬɚɤɨɝɨ 
ɦɨɧɿɬɨɪɢɧɝɭ ɜɢɤɨɪɢɫɬɨɜɭɸɬьɫɹ ɩɥɚɬɮɨɪɦɢ ɚɧɚɥɿɬɢɤɢ (ɡɨɤɪɟɦɚ Google Analytics 4), 
ɫɢɫɬɟɦɢ ɭɩɪɚɜɥɿɧɧɹ ɜɡɚєɦɢɧɚɦɢ ɡ ɤɥɿєɧɬɚɦɢ (CRM), ɩɥɚɬɮɨɪɦɢ ɨɛ’єɞɧɚɧɧɹ ɤɥɿєɧɬɫьɤɢɯ 
ɞɚɧɢɯ (CDP), ɚ ɬɚɤɨɠ UTM-ɦɿɬɤɢ ɬɚ ɫɟɪɜɟɪɧɿ ɠɭɪɧɚɥɢ ɞɥɹ ɡɛɨɪɭ ɬɟɯɧɿɱɧɨʀ ɿɧɮɨɪɦɚɰɿʀ 
ɩɪɨ ɜɡɚєɦɨɞɿɸ ɤɨɪɢɫɬɭɜɚɱɚ ɡ ɰɢɮɪɨɜɢɦɢ ɪɟɫɭɪɫɚɦɢ. ɇɚɞɡɜɢɱɚɣɧɨ ɜɚɠɥɢɜɨɸ є ɬɚɤɨɠ 
ɦɟɬɨɞɢɤɚ ɿɞɟɧɬɢɮɿɤɚɰɿʀ ɤɨɪɢɫɬɭɜɚɱɿɜ, ɡɨɤɪɟɦɚ ɡɚ ɞɨɩɨɦɨɝɨɸ ɬɟɯɧɨɥɨɝɿʀ User-ID, ɹɤɚ 
ɞɨɡɜɨɥɹє ɨɛ’єɞɧɭɜɚɬɢ ɞɚɧɿ ɩɪɨ ɜɡɚєɦɨɞɿʀ ɜ ɦɟɠɚɯ ɪɿɡɧɢɯ ɩɪɢɫɬɪɨʀɜ ɬɚ ɤɚɧɚɥɿɜ, 
ɡɛɟɪɿɝɚɸɱɢ ʀɯɧɸ ɰɿɥɿɫɧɿɫɬь. 

Ɂɛɿɪ ɟɦɩɿɪɢɱɧɢɯ ɞɚɧɢɯ ɦɚє ɨɯɨɩɥɸɜɚɬɢ ɞɨɫɬɚɬɧьɨ ɬɪɢɜɚɥɢɣ ɱɚɫɨɜɢɣ ɩɪɨɦɿɠɨɤ 
ɞɥɹ ɮɨɪɦɭɜɚɧɧɹ ɪɟɩɪɟɡɟɧɬɚɬɢɜɧɨʀ ɜɢɛɿɪɤɢ ɩɨɜɟɞɿɧɤɨɜɢɯ ɩɚɬɟɪɧɿɜ. əɤ ɩɪɚɜɢɥɨ, 
ɨɩɬɢɦɚɥьɧɢɦ ɜɜɚɠɚєɬьɫɹ ɿɧɬɟɪɜɚɥ ɜɿɞ ɨɞɧɨɝɨ ɞɨ ɬɪьɨɯ ɦɿɫɹɰɿɜ, ɨɞɧɚɤ ɰɟɣ ɩɟɪɿɨɞ ɦɨɠɟ 
ɡɦɿɧɸɜɚɬɢɫɹ ɡɚɥɟɠɧɨ ɜɿɞ ɬɪɢɜɚɥɨɫɬɿ ɰɢɤɥɭ ɩɪɢɣɧɹɬɬɹ ɪɿɲɟɧь ɭ ɜɿɞɩɨɜɿɞɧɨɦɭ ɛɿɡɧɟɫɿ. ɍ 
ɜɢɩɚɞɤɭ ɝɚɥɭɡɟɣ ɿɡ ɜɢɫɨɤɢɦ ɩɨɪɨɝɨɦ ɜɯɨɞɭ (ɡɨɤɪɟɦɚ, ɧɟɪɭɯɨɦɿɫɬь ɚɛɨ ɚɜɬɨɦɨɛɿɥьɧɢɣ 
ɪɢɧɨɤ), ɦɨɠɟ ɜɢɧɢɤɧɭɬɢ ɩɨɬɪɟɛɚ ɜ ɩɨɞɨɜɠɟɧɧɿ ɩɟɪɿɨɞɭ ɫɩɨɫɬɟɪɟɠɟɧɧɹ. 

ȱɧɮɨɪɦɚɰɿɹ, ɳɨ ɩɿɞɥɹɝɚє ɡɛɨɪɭ, ɦɚє ɜɤɥɸɱɚɬɢ ɯɪɨɧɨɥɨɝɿɱɧɭ ɩɨɫɥɿɞɨɜɧɿɫɬь 
ɤɚɧɚɥɿɜ, ɡ ɹɤɢɦɢ ɜɡɚєɦɨɞɿɹɜ ɤɨɪɢɫɬɭɜɚɱ ɩɟɪɟɞ ɡɞɿɣɫɧɟɧɧɹɦ ɤɨɧɜɟɪɫɿʀ, ɞɚɬɢ ɤɨɠɧɨʀ 
ɜɡɚєɦɨɞɿʀ, ɬɢɩɢ ɰɿɥьɨɜɢɯ ɞɿɣ (ɧɚɩɪɢɤɥɚɞ, ɩɪɨɞɚɠ, ɨɮɨɪɦɥɟɧɧɹ ɡɚɹɜɤɢ, ɩɿɞɩɢɫɤɚ), ɚ 
ɬɚɤɨɠ ɨɰɿɧɨɱɧɭ ɜɚɪɬɿɫɬь ɤɨɠɧɨʀ ɬɪɚɧɡɚɤɰɿʀ, ɳɨ ɞɨɡɜɨɥɹє ɨɛɱɢɫɥɢɬɢ ɮɿɧɚɧɫɨɜɢɣ ɜɧɟɫɨɤ 
ɨɤɪɟɦɢɯ ɤɚɧɚɥɿɜ. ɇɚ ɩɪɚɤɬɢɰɿ ɞɨɰɿɥьɧɨ ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢ ɩɨɞɿєɜɿ ɬɟɝɢ (ɡɨɤɪɟɦɚ GTAG, 
Floodlight ɚɛɨ Facebook Pixel), ɳɨ ɡɚɛɟɡɩɟɱɭɸɬь ɜɿɞɫɬɟɠɟɧɧɹ ɤɨɧɤɪɟɬɧɢɯ ɞɿɣ ɧɚ ɫɚɣɬɿ, ɚ 
ɬɚɤɨɠ ɪɟɚɥɿɡɨɜɭɜɚɬɢ ɿɧɬɟɝɪɚɰɿɸ ɜɫɿɯ ɞɠɟɪɟɥ ɭ єɞɢɧɟ ɫɯɨɜɢɳɟ ɞɚɧɢɯ ɡɚ ɞɨɩɨɦɨɝɨɸ 
ɬɚɤɢɯ ɪɿɲɟɧь, ɹɤ Google BigQuery. ɐɟ, ɭ ɫɜɨɸ ɱɟɪɝɭ, ɫɬɜɨɪɸє ɩɟɪɟɞɭɦɨɜɢ ɞɥɹ 
ɰɟɧɬɪɚɥɿɡɨɜɚɧɨɝɨ ɞɨɫɬɭɩɭ ɞɨ ɿɧɮɨɪɦɚɰɿʀ ɬɚ ɩɨɞɚɥьɲɨɝɨ ɟɮɟɤɬɢɜɧɨɝɨ ɚɧɚɥɿɬɢɱɧɨɝɨ 
ɨɩɪɚɰɸɜɚɧɧɹ. 

Ⱦɪɭɝɢɣ ɤɪɨɤ – ɿɧɬɟɝɪɚɰɿɹ ɞɚɧɢɯ ɬɚ ɚɬɪɢɛɭɰɿɹ (Integration & Attribution). 
ɇɚɫɬɭɩɧɢɦ ɟɬɚɩɨɦ ɭ ɦɟɠɚɯ ɦɟɬɨɞɨɥɨɝɿʀ SIMEX є ɿɧɬɟɝɪɚɰɿɹ ɞɚɧɢɯ ɿ ɩɪɨɜɟɞɟɧɧɹ 
ɚɬɪɢɛɭɰɿʀ. Ɂ ɦɟɬɨɸ ɨɬɪɢɦɚɧɧɹ ɩɨɜɧɨɝɨ ɭɹɜɥɟɧɧɹ ɩɪɨ ɜɡɚєɦɨɞɿɸ ɤɨɪɢɫɬɭɜɚɱɿɜ ɡ ɛɪɟɧɞɨɦ 
ɧɚ ɪɿɡɧɢɯ ɟɬɚɩɚɯ ɩɨɤɭɩɤɨɜɨɝɨ ɲɥɹɯɭ ɧɟɨɛɯɿɞɧɨ ɨɛ’єɞɧɚɬɢ ɞɚɧɿ, ɳɨ ɧɚɞɯɨɞɹɬь ɹɤ ɿɡ 
ɰɢɮɪɨɜɢɯ, ɬɚɤ ɿ ɡ ɬɪɚɞɢɰɿɣɧɢɯ ɤɚɧɚɥɿɜ ɤɨɦɭɧɿɤɚɰɿʀ. Ɍɚɤɚ ɿɧɬɟɝɪɚɰɿɹ ɩɟɪɟɞɛɚɱɚє 
ɜɢɤɨɪɢɫɬɚɧɧɹ ɭɧɿɤɚɥьɧɢɯ ɿɞɟɧɬɢɮɿɤɚɬɨɪɿɜ, ɫɟɪɟɞ ɹɤɢɯ ɧɚɣɩɨɲɢɪɟɧɿɲɢɦɢ є User-ID, 
ɟɥɟɤɬɪɨɧɧɚ ɚɞɪɟɫɚ ɚɛɨ ɧɨɦɟɪ ɬɟɥɟɮɨɧɭ. ȼɨɧɢ ɞɚɸɬь ɡɦɨɝɭ ɭɡɝɨɞɢɬɢ ɿɧɮɨɪɦɚɰɿɸ ɡ 
ɪɿɡɧɢɯ ɞɠɟɪɟɥ ɿ ɡɚɛɟɡɩɟɱɢɬɢ ɰɿɥɿɫɧɢɣ ɩɪɨɮɿɥь ɤɨɠɧɨɝɨ ɤɨɪɢɫɬɭɜɚɱɚ. 

ɉɿɫɥɹ ɿɧɬɟɝɪɚɰɿʀ ɿɧɮɨɪɦɚɰɿɣɧɢɯ ɩɨɬɨɤɿɜ ɧɟɨɛɯɿɞɧɨ ɡɞɿɣɫɧɢɬɢ ɪɟɬɟɥьɧɭ ɨɱɢɫɬɤɭ ɣ 
ɫɬɚɧɞɚɪɬɢɡɚɰɿɸ ɞɚɧɢɯ. ɐɟɣ ɩɪɨɰɟɫ ɨɯɨɩɥɸє ɜɢɹɜɥɟɧɧɹ ɬɚ ɭɫɭɧɟɧɧɹ ɞɭɛɥɿɤɚɬɿɜ, 
ɜɢɤɥɸɱɟɧɧɹ ɧɟɪɟɥɟɜɚɧɬɧɨɝɨ ɬɪɚɮɿɤɭ (ɡɨɤɪɟɦɚ ɛɨɬ-ɚɤɬɢɜɧɨɫɬɿ ɬɚ ɫɩɚɦɨɜɢɯ ɞɠɟɪɟɥ), ɚ 
ɬɚɤɨɠ ɭɫɭɧɟɧɧɹ ɬɟɯɧɿɱɧɢɯ ɪɨɡɛɿɠɧɨɫɬɟɣ, ɹɤɿ ɦɨɠɭɬь ɜɢɧɢɤɚɬɢ ɱɟɪɟɡ ɪɿɡɧɿ ɱɚɫɨɜɿ ɡɨɧɢ, 
ɮɨɪɦɚɬɢ ɚɛɨ ɫɬɪɭɤɬɭɪɭ ɞɚɧɢɯ. Ɂɚɛɟɡɩɟɱɟɧɧɹ ɹɤɨɫɬɿ ɧɚ ɰьɨɦɭ ɟɬɚɩɿ ɦɚє ɤɪɢɬɢɱɧɟ 
ɡɧɚɱɟɧɧɹ ɞɥɹ ɬɨɱɧɨɫɬɿ ɩɨɞɚɥьɲɨɝɨ ɚɧɚɥɿɡɭ. 
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Ɉɞɧɿєɸ ɡ ɤɥɸɱɨɜɢɯ ɡɚɞɚɱ є ɜɢɛɿɪ ɦɨɞɟɥɿ ɚɬɪɢɛɭɰɿʀ, ɹɤɚ ɞɨɡɜɨɥɹє ɨɰɿɧɢɬɢ ɜɧɟɫɨɤ 
ɤɨɠɧɨɝɨ ɨɤɪɟɦɨɝɨ ɤɚɧɚɥɭ ɭ ɮɿɧɚɥьɧɢɣ ɪɟɡɭɥьɬɚɬ – ɤɨɧɜɟɪɫɿɸ. Ɍɪɚɞɢɰɿɣɧɿ ɦɨɞɟɥɿ 
ɛɚɝɚɬɨɤɚɧɚɥьɧɨʀ ɚɬɪɢɛɭɰɿʀ (Multi-Touch Attribution, MTA) ɩɟɪɟɞɛɚɱɚɸɬь ɪɿɡɧɿ ɩɿɞɯɨɞɢ 
ɞɨ ɪɨɡɩɨɞɿɥɭ ɰɿɧɧɨɫɬɿ. ɇɚɩɪɢɤɥɚɞ, ɥɿɧɿɣɧɚ ɦɨɞɟɥь ɩɪɨɩɨɧɭє ɪɿɜɧɨɦɿɪɧɢɣ ɪɨɡɩɨɞɿɥ 
ɜɩɥɢɜɭ ɦɿɠ ɭɫɿɦɚ ɤɚɧɚɥɚɦɢ, ɳɨ ɛɪɚɥɢ ɭɱɚɫɬь ɭ ɲɥɹɯɭ ɤɨɪɢɫɬɭɜɚɱɚ; ɦɨɞɟɥь ɿɡ ɱɚɫɨɜɢɦ 
ɡɝɚɫɚɧɧɹɦ ɧɚɞɚє ɩɟɪɟɜɚɝɭ ɜɡɚєɦɨɞɿɹɦ, ɛɥɢɠɱɢɦ ɞɨ ɦɨɦɟɧɬɭ ɤɨɧɜɟɪɫɿʀ; ɩɨɡɢɰɿɣɧɚ 
ɦɨɞɟɥь ɮɨɤɭɫɭєɬьɫɹ ɧɚ ɩɟɪɲɨɦɭ ɬɚ ɨɫɬɚɧɧьɨɦɭ ɞɨɬɢɤɭ, ɡɧɢɠɭɸɱɢ ɜɚɝɭ ɩɪɨɦɿɠɧɢɯ 
ɬɨɱɨɤ ɤɨɧɬɚɤɬɭ. ȼɨɞɧɨɱɚɫ ɛɿɥьɲ ɫɤɥɚɞɧɿ ɦɨɞɟɥɿ, ɡɨɤɪɟɦɚ Data-Driven Attribution (DDA), 
ʉɪɭɧɬɭɸɬьɫɹ ɧɚ ɚɥɝɨɪɢɬɦɚɯ ɦɚɲɢɧɧɨɝɨ ɧɚɜɱɚɧɧɹ. ȼɨɧɢ ɜɪɚɯɨɜɭɸɬь ɩɨɜɧɭ 
ɩɨɫɥɿɞɨɜɧɿɫɬь ɞɿɣ ɤɨɪɢɫɬɭɜɚɱɚ ɬɚ ɜɢɡɧɚɱɚɸɬь ɧɚɣɛɿɥьɲ ɟɮɟɤɬɢɜɧɿ ɤɚɧɚɥɢ ɧɚ ɨɫɧɨɜɿ 
ɟɦɩɿɪɢɱɧɢɯ ɞɚɧɢɯ, ɚɧɚɥɿɡɭɸɱɢ ɜɫɿ ɦɨɠɥɢɜɿ ɤɨɦɛɿɧɚɰɿʀ ɬɚ ɜɚɪɿɚɧɬɢ ɩɨɫɥɿɞɨɜɧɨɫɬɟɣ. 

Ɉɫɨɛɥɢɜɨʀ ɜɚɝɢ ɧɚɛɭɜɚє ɪɨɡɝɥɹɞ ɧɟ ɥɢɲɟ ɨɫɬɚɧɧьɨʀ ɜɡɚєɦɨɞɿʀ, ɚ ɜɫьɨɝɨ ɥɚɧɰɸɝɚ 
ɞɨɬɢɤɿɜ, ɚɞɠɟ ɫɚɦɟ ɜ ɦɟɠɚɯ ɬɚɤɢɯ ɩɨɫɥɿɞɨɜɧɨɫɬɟɣ ɜɢɹɜɥɹєɬьɫɹ ɩɨɬɟɧɰɿɣɧɢɣ 
ɫɢɧɟɪɝɟɬɢɱɧɢɣ ɟɮɟɤɬ. Ⱥɧɚɥɿɡ ɩɨɜɧɨɝɨ ɦɚɪɲɪɭɬɭ ɤɨɪɢɫɬɭɜɚɱɚ ɞɨɡɜɨɥɹє ɜɢɹɜɢɬɢ, ɹɤɿ 
ɤɚɧɚɥɢ ɜɡɚєɦɨɞɿɸɬь ɦɿɠ ɫɨɛɨɸ ɟɮɟɤɬɢɜɧɿɲɟ ɬɚ ɹɤɿ ɤɨɦɛɿɧɚɰɿʀ ɱɢɧɹɬь ɧɚɣɛɿɥьɲɢɣ ɜɩɥɢɜ 
ɧɚ ɩɪɢɣɧɹɬɬɹ ɪɿɲɟɧь. 

ɉɿɫɥɹ ɜɢɛɨɪɭ ɜɿɞɩɨɜɿɞɧɨʀ ɦɨɞɟɥɿ ɚɬɪɢɛɭɰɿʀ ɞɨɰɿɥьɧɨ ɡɞɿɣɫɧɢɬɢ ɩɨɩɟɪɟɞɧɿɣ 
ɪɨɡɪɚɯɭɧɨɤ ɤɥɸɱɨɜɢɯ ɩɨɤɚɡɧɢɤɿɜ ɟɮɟɤɬɢɜɧɨɫɬɿ. Ⱦɨ ɬɚɤɢɯ ɧɚɥɟɠɚɬь ɤɿɥьɤɿɫɬь ɤɨɧɜɟɪɫɿɣ, 
ɹɤɭ ɡɚɛɟɡɩɟɱɢɜ ɤɨɠɟɧ ɤɚɧɚɥ ɹɤ ɨɤɪɟɦɨ, ɬɚɤ ɿ ɜ ɤɨɦɛɿɧɚɰɿʀ ɡ ɿɧɲɢɦɢ; ɫɭɤɭɩɧɢɣ ɞɨɯɿɞ, 
ɨɬɪɢɦɚɧɢɣ ɡɚɜɞɹɤɢ ɤɨɠɧɨɦɭ ɤɚɧɚɥɭ; ɚ ɬɚɤɨɠ ɿɧɞɟɤɫɢ ɟɮɟɤɬɢɜɧɨɫɬɿ ɿɧɜɟɫɬɢɰɿɣ – ROI 
(Return on Investment) ɬɚ ROAS (Return on Ad Spend). Ⱦɨɞɚɬɤɨɜɨ ɞɨɰɿɥьɧɨ 
ɩɪɨɚɧɚɥɿɡɭɜɚɬɢ ɱɚɫɬɤɭ ɤɨɪɢɫɬɭɜɚɱɿɜ, ɹɤɿ ɩɪɨɣɲɥɢ ɱɟɪɟɡ ɞɟɤɿɥьɤɚ ɤɚɧɚɥɿɜ ɩɟɪɟɞ 
ɡɞɿɣɫɧɟɧɧɹɦ ɤɨɧɜɟɪɫɿʀ. ȼɢɫɨɤɚ ɱɚɫɬɨɬɚ ɬɚɤɢɯ ɛɚɝɚɬɨɤɚɧɚɥьɧɢɯ ɦɚɪɲɪɭɬɿɜ є ɫɜɿɞɱɟɧɧɹɦ 
ɧɚɹɜɧɨɫɬɿ ɫɢɧɟɪɝɟɬɢɱɧɨɝɨ ɟɮɟɤɬɭ ɣ ɜɢɦɚɝɚє ɩɨɞɚɥьɲɨɝɨ ɚɧɚɥɿɡɭ. 

ɇɚ ɩɪɚɤɬɢɰɿ ɪɟɚɥɿɡɚɰɿɹ ɰьɨɝɨ ɟɬɚɩɭ ɩɟɪɟɞɛɚɱɚє ɜɢɤɨɪɢɫɬɚɧɧɹ ɫɩɟɰɿɚɥɿɡɨɜɚɧɢɯ 
ɚɧɚɥɿɬɢɱɧɢɯ ɪɿɲɟɧь. Ɂɨɤɪɟɦɚ, Google Analytics 4 ɡɚɛɟɡɩɟɱɭє ɚɧɚɥɿɡ ɜɡɚєɦɨɞɿʀ 
ɤɨɪɢɫɬɭɜɚɱɿɜ ɭ ɛɚɝɚɬɨɤɚɧɚɥьɧɨɦɭ ɫɟɪɟɞɨɜɢɳɿ ɬɚ ɪɟɚɥɿɡɚɰɿɸ ɦɨɞɟɥɟɣ Data-Driven 
Attribution. CRM-ɫɢɫɬɟɦɢ ɞɨɡɜɨɥɹɸɬь ɨɛ’єɞɧɭɜɚɬɢ ɿɧɮɨɪɦɚɰɿɸ ɩɪɨ ɨɮɥɚɣɧ- ɬɚ ɨɧɥɚɣɧ-
ɜɡɚєɦɨɞɿʀ, ɚ CDP-ɩɥɚɬɮɨɪɦɢ ɿɧɬɟɝɪɭɸɬь ɞɚɧɿ ɡ ɱɢɫɥɟɧɧɢɯ ɞɠɟɪɟɥ ɭ єɞɢɧɭ ɫɢɫɬɟɦɭ. Ⱦɥɹ 
ɩɨɛɭɞɨɜɢ ɜɥɚɫɧɢɯ ɦɨɞɟɥɟɣ ɚɬɪɢɛɭɰɿʀ ɧɚ ɨɫɧɨɜɿ ɦɚɲɢɧɧɨɝɨ ɧɚɜɱɚɧɧɹ ɦɨɠɭɬь ɛɭɬɢ 
ɡɚɫɬɨɫɨɜɚɧɿ ɛɿɛɥɿɨɬɟɤɢ ɧɚ ɤɲɬɚɥɬ scikit-learn ɚɛɨ TensorFlow. ɐɿ ɿɧɫɬɪɭɦɟɧɬɢ ɫɬɜɨɪɸɸɬь 
ɬɟɯɧɿɱɧɟ ɩɿɞʉɪɭɧɬɹ ɞɥɹ ɬɨɱɧɨʀ ɨɰɿɧɤɢ ɟɮɟɤɬɢɜɧɨɫɬɿ ɤɚɧɚɥɿɜ ɿ ɜɢɹɜɥɟɧɧɹ ɩɨɬɟɧɰɿɚɥɭ 
ɫɢɧɟɪɝɿʀ ɜ ɦɟɠɚɯ ɦɟɞɿɚ-ɦɿɤɫɭ. 

Ɍɪɟɬɿɣ ɤɪɨɤ – ɦɨɞɟɥɸɜɚɧɧɹ ɬɚ ɪɨɡɪɚɯɭɧɨɤ ɦɟɬɪɢɤ (Modeling & Metrics 
Calculation). Ɍɪɟɬɿɣ ɟɬɚɩ ɦɟɬɨɞɨɥɨɝɿʀ SIMEX є ɤɥɸɱɨɜɢɦ, ɨɫɤɿɥьɤɢ ɫɚɦɟ ɧɚ ɰьɨɦɭ ɟɬɚɩɿ 
ɡɞɿɣɫɧɸєɬьɫɹ ɦɨɞɟɥɸɜɚɧɧɹ ɜɡɚєɦɨɞɿɣ ɦɿɠ ɤɚɧɚɥɚɦɢ ɬɚ ɪɨɡɪɚɯɭɧɨɤ ɜɿɞɩɨɜɿɞɧɢɯ ɦɟɬɪɢɤ, 
ɡɨɤɪɟɦɚ ɿɧɞɟɤɫɭ ɫɢɧɟɪɝɿʀ ɤɚɧɚɥɿɜ (ISC). ɍ ɦɟɠɚɯ ɰьɨɝɨ ɟɬɚɩɭ ɪɟɚɥɿɡɭɸɬьɫɹ ɞɜɚ 
ɚɧɚɥɿɬɢɱɧɿ ɩɿɞɯɨɞɢ: ɩɟɪɲɢɣ ɩɨɥɹɝɚє ɜ ɨɰɿɧɰɿ ɫɢɧɟɪɝɿʀ ɦɿɠ ɩɚɪɚɦɢ ɤɚɧɚɥɿɜ, ɞɪɭɝɢɣ – ɭ 
ɪɨɡɲɢɪɟɧɨɦɭ ɚɧɚɥɿɡɿ ɜɡɚєɦɨɞɿɣ ɦɿɠ ɤɿɥьɤɨɦɚ ɤɚɧɚɥɚɦɢ ɨɞɧɨɱɚɫɧɨ. 

ɉɿɞɯɿɞ ɞɨ ɜɢɦɿɪɸɜɚɧɧɹ ɫɢɧɟɪɝɿʀ ɦɿɠ ɩɚɪɚɦɢ ɤɚɧɚɥɿɜ ɩɟɪɟɞɛɚɱɚє ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɥɨɝɿɤɢ ɩɨɪɿɜɧɹɧɧɹ ɪɟɡɭɥьɬɚɬɢɜɧɨɫɬɿ ɨɤɪɟɦɢɯ ɤɚɧɚɥɿɜ ɿɡ ɪɟɡɭɥьɬɚɬɨɦ ʀɯɧьɨʀ ɤɨɦɛɿɧɚɰɿʀ. ɍ 
ɰьɨɦɭ ɤɨɧɬɟɤɫɬɿ ɩɨɡɧɚɱɟɧɧɹ Бၶ ɬɚ Бၷ ɜɢɤɨɪɢɫɬɨɜɭɸɬьɫɹ ɞɥɹ ɜɿɞɨɛɪɚɠɟɧɧɹ ɨɛɫɹɝɭ 
ɤɨɧɜɟɪɫɿɣ ɚɛɨ ɞɨɯɨɞɭ, ɨɬɪɢɦɚɧɨɝɨ ɜɿɞɩɨɜɿɞɧɨ ɜɿɞ ɤɚɧɚɥɿɜ Cၶ ɿ Cၷ ɩɪɢ ʀɯɧьɨɦɭ 
ɧɟɡɚɥɟɠɧɨɦɭ ɜɢɤɨɪɢɫɬɚɧɧɿ. ɉɨɤɚɡɧɢɤ Бၶၷ ɯɚɪɚɤɬɟɪɢɡɭє ɪɟɡɭɥьɬɚɬɢɜɧɿɫɬь ɭ ɜɢɩɚɞɤɚɯ, 
ɤɨɥɢ ɨɛɢɞɜɚ ɤɚɧɚɥɢ ɛɭɥɢ ɡɚɥɭɱɟɧɿ ɜ ɦɟɠɚɯ ɨɞɧɨɝɨ ɫɩɨɠɢɜɱɨɝɨ ɲɥɹɯɭ. ɇɚ ɨɫɧɨɜɿ ɰɢɯ 
ɞɚɧɢɯ ɨɛɱɢɫɥɸєɬьɫɹ ɫɢɧɟɪɝɿɣɧɢɣ ɤɨɟɮɿɰɿєɧɬ Sၶၷ ɡɚ ɮɨɪɦɭɥɨɸ: 

 ଵܵଶ = �ଵଶ�ଵ + �ଶ − �ଵଶ 
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ȱɧɬɟɪɩɪɟɬɚɰɿɹ ɡɧɚɱɟɧɧɹ ɰьɨɝɨ ɿɧɞɟɤɫɭ ɞɨɡɜɨɥɹє ɜɢɡɧɚɱɢɬɢ ɯɚɪɚɤɬɟɪ ɜɡɚєɦɨɞɿʀ 
ɤɚɧɚɥɿɜ. Ɂɧɚɱɟɧɧɹ, ɳɨ ɩɟɪɟɜɢɳɭє ɨɞɢɧɢɰɸ, ɫɜɿɞɱɢɬь ɩɪɨ ɧɚɹɜɧɿɫɬь ɩɨɡɢɬɢɜɧɨɝɨ 
ɫɢɧɟɪɝɟɬɢɱɧɨɝɨ ɟɮɟɤɬɭ, ɤɨɥɢ ɤɨɦɛɿɧɚɰɿɹ ɤɚɧɚɥɿɜ ɞɟɦɨɧɫɬɪɭє ɜɢɳɭ ɟɮɟɤɬɢɜɧɿɫɬь, ɧɿɠ 
ɫɭɦɚ ʀɯɧɿɯ ɿɧɞɢɜɿɞɭɚɥьɧɢɯ ɪɟɡɭɥьɬɚɬɿɜ. Ɂɧɚɱɟɧɧɹ, ɦɟɧɲɟ ɨɞɢɧɢɰɿ, ɦɨɠɟ ɜɤɚɡɭɜɚɬɢ ɧɚ 
ɤɨɧɤɭɪɟɧɰɿɸ ɦɿɠ ɤɚɧɚɥɚɦɢ ɚɛɨ ɧɟɪɚɰɿɨɧɚɥьɧɟ ɜɢɤɨɪɢɫɬɚɧɧɹ ɪɟɫɭɪɫɿɜ. ɍ ɜɢɩɚɞɤɭ, ɤɨɥɢ 
Sၶၷ ɞɨɪɿɜɧɸє ɨɞɧɨɦɭ, ɦɚєɦɨ ɫɩɪɚɜɭ ɡ ɚɞɢɬɢɜɧɨɸ ɜɡɚєɦɨɞɿєɸ ɛɟɡ ɜɢɪɚɠɟɧɨɝɨ 
ɫɢɧɟɪɝɟɬɢɱɧɨɝɨ ɟɮɟɤɬɭ. 

Ⱦɥɹ ɡɚɛɟɡɩɟɱɟɧɧɹ ɪɟɩɪɟɡɟɧɬɚɬɢɜɧɨɫɬɿ ɪɨɡɪɚɯɭɧɤɿɜ ɞɨɰɿɥьɧɨ ɜɪɚɯɨɜɭɜɚɬɢ ɜɚɝɭ 
ɤɨɠɧɨʀ ɩɚɪɢ ɤɚɧɚɥɿɜ ɭ ɡɚɝɚɥьɧɿɣ ɫɬɪɭɤɬɭɪɿ ɬɪɚɮɿɤɭ ɚɛɨ ɨɛɫɹɝɭ ɤɨɪɢɫɬɭɜɚɱɿɜ. ɇɚɩɪɢɤɥɚɞ, 
ɤɨɦɛɿɧɚɰɿɹ, ɹɤɚ ɨɯɨɩɥɸє ɥɢɲɟ ɧɟɡɧɚɱɧɭ ɱɚɫɬɤɭ ɜɡɚєɦɨɞɿɣ, ɧɟ ɦɨɠɟ ɦɚɬɢ ɬɚɤɨɝɨ ɫɚɦɨɝɨ 
ɜɩɥɢɜɭ, ɹɤ ɛɿɥьɲ ɩɨɲɢɪɟɧɟ ɩɨєɞɧɚɧɧɹ ɤɚɧɚɥɿɜ. Ɍɨɦɭ ɩɪɢ ɮɨɪɦɭɜɚɧɧɿ ɚɝɪɟɝɨɜɚɧɨɝɨ 
ɿɧɞɟɤɫɭ ɫɥɿɞ ɜɪɚɯɨɜɭɜɚɬɢ ɱɚɫɬɨɬɧɿɫɬь ɫɩɿɥьɧɢɯ ɜɢɤɨɪɢɫɬɚɧь ɭ ɡɚɝɚɥьɧɨɦɭ ɦɚɫɢɜɿ ɞɚɧɢɯ. 

Ɋɨɡɲɢɪɟɧɢɣ ɚɧɚɥɿɡ ɫɢɧɟɪɝɿʀ ɩɟɪɟɞɛɚɱɚє ɩɨɛɭɞɨɜɭ ɫɢɧɟɪɝɿɣɧɨʀ ɦɚɬɪɢɰɿ, ɳɨ 
ɜɿɞɨɛɪɚɠɚє ɜɡɚєɦɨɞɿʀ ɦɿɠ ɭɫɿɦɚ ɦɨɠɥɢɜɢɦɢ ɩɚɪɚɦɢ ɤɚɧɚɥɿɜ. ɍ ɜɢɩɚɞɤɚɯ, ɤɨɥɢ ɜɡɚєɦɨɞɿє 
ɛɿɥьɲɟ ɧɿɠ ɞɜɚ ɤɚɧɚɥɢ, ɡɚɫɬɨɫɨɜɭɸɬьɫɹ ɩɿɞɯɨɞɢ, ɹɤɿ ɜɤɥɸɱɚɸɬь ɚɧɚɥɿɡ ɬɪɿɣɨɤ, ɱɟɬɜɿɪɨɤ 
ɚɛɨ ɲɢɪɲɢɯ ɤɨɦɛɿɧɚɰɿɣ. ɍ ɬɚɤɢɯ ɦɨɞɟɥɹɯ ɜɪɚɯɨɜɭɸɬьɫɹ ɹɤ ɿɧɞɢɜɿɞɭɚɥьɧɿ ɜɧɟɫɤɢ 
ɤɨɠɧɨɝɨ ɤɚɧɚɥɭ (Бၶ, Бၷ, Бၸ), ɬɚɤ ɿ ɩɚɪɧɿ (Бၶၷ, Бၷၸ, Бၶၸ), ɚ ɬɚɤɨɠ ɫɭɤɭɩɧɿ ɜɧɟɫɤɢ ɬɪьɨɯ ɿ 
ɛɿɥьɲɟ ɤɚɧɚɥɿɜ ɨɞɧɨɱɚɫɧɨ (ɧɚɩɪɢɤɥɚɞ, Бၶၷၸ). ɉɿɞɫɭɦɤɨɜɢɣ ɿɧɞɟɤɫ ɫɢɧɟɪɝɿʀ ɤɚɧɚɥɿɜ (ISC) 
ɪɨɡɪɚɯɨɜɭєɬьɫɹ ɹɤ ɫɭɦɚ ɚɛɨ ɫɟɪɟɞɧьɨɡɜɚɠɟɧɟ ɡɧɚɱɟɧɧɹ ɩɨɤɚɡɧɢɤɿɜ Sᵢⱼ ɞɥɹ ɜɫɿɯ ɩɚɪ, ɳɨ 
ɡɚɛɟɡɩɟɱɭє ɤɨɦɩɥɟɤɫɧɭ ɨɰɿɧɤɭ ɫɢɧɟɪɝɟɬɢɱɧɢɯ ɜɡɚєɦɨɞɿɣ ɭ ɦɟɠɚɯ ɭɫьɨɝɨ ɦɟɞɿɚ-ɦɿɤɫɭ: 

 �ܵ� = ∑ �௜௝௜≠௝ ⋅ ܵ௜௝, 
 

ɞɟ    ݆ܵ݅– ɫɢɧɟɪɝɿɣɧɢɣ ɤɨɟɮɿɰɿєɧɬ ɞɥɹ ɩɚɪɢ ɤɚɧɚɥɿɜ i ɬɚ j, ɹɤɢɣ ɩɨɤɚɡɭє ɫɬɭɩɿɧь ɩɨɫɢɥɟɧɧɹ 
(ɚɛɨ ɨɫɥɚɛɥɟɧɧɹ) ɟɮɟɤɬɭ ɩɪɢ ʀɯɧɿɣ ɜɡɚєɦɨɞɿʀ; 
          �݆݅– ɜɚɝɚ ɜɿɞɩɨɜɿɞɧɨʀ ɩɚɪɢ ɤɚɧɚɥɿɜ ɭ ɡɚɝɚɥьɧɿɣ ɫɬɪɭɤɬɭɪɿ ɜɡɚєɦɨɞɿɣ (ɧɚɩɪɢɤɥɚɞ, 
ɱɚɫɬɤɚ ɬɪɚɮɿɤɭ ɚɛɨ ɤɿɥьɤɿɫɬь ɤɨɪɢɫɬɭɜɚɱɿɜ, ɹɤɿ ɩɪɨɣɲɥɢ ɱɟɪɟɡ ɨɛɢɞɜɚ ɤɚɧɚɥɢ); 
           Т≠У – ɭɦɨɜɚ, ɳɨ ɩɟɪɟɞɛɚɱɚє ɜɢɤɥɸɱɟɧɧɹ ɩɨɜɬɨɪɿɜ ɬɚ ɫɚɦɨɜɡɚєɦɨɞɿʀ. 

Ɂ ɦɟɬɨɸ ɩɿɞɜɢɳɟɧɧɹ ɬɨɱɧɨɫɬɿ ɚɧɚɥɿɡɭ ɧɚ ɰьɨɦɭ ɟɬɚɩɿ ɦɨɠɭɬь ɛɭɬɢ ɡɚɫɬɨɫɨɜɚɧɿ 
ɦɟɬɨɞɢ ɦɚɲɢɧɧɨɝɨ ɧɚɜɱɚɧɧɹ. Ɂɨɤɪɟɦɚ, ɜɢɤɨɪɢɫɬɚɧɧɹ ɪɟɝɪɟɫɿɣɧɢɯ ɦɨɞɟɥɟɣ ɿɡ 
ɜɤɥɸɱɟɧɧɹɦ ɿɧɬɟɪɚɤɬɢɜɧɢɯ ɡɦɿɧɧɢɯ ɞɨɡɜɨɥɹє ɜɢɹɜɢɬɢ ɫɢɧɟɪɝɟɬɢɱɧɢɣ ɟɮɟɤɬ ɱɟɪɟɡ 
ɫɬɚɬɢɫɬɢɱɧɭ ɡɧɚɱɭɳɿɫɬь ɤɨɟɮɿɰɿєɧɬɿɜ ɩɪɢ ɞɨɛɭɬɤɚɯ ɡɦɿɧɧɢɯ, ɹɤɿ ɪɟɩɪɟɡɟɧɬɭɸɬь 
ɜɿɞɩɨɜɿɞɧɿ ɤɚɧɚɥɢ. əɤɳɨ ɤɨɟɮɿɰɿєɧɬ ɩɪɢ ɬɚɤɿɣ ɡɦɿɧɧɿɣ ɦɚє ɜɢɫɨɤɢɣ ɩɨɡɢɬɢɜɧɢɣ ɪɿɜɟɧь, 
ɰɟ ɫɜɿɞɱɢɬь ɩɪɨ ɩɨɫɢɥɟɧɧɹ ɟɮɟɤɬɭ ɜɡɚєɦɨɞɿʀ ɤɚɧɚɥɿɜ ɭ ɦɟɠɚɯ ɜɿɞɩɨɜɿɞɧɨʀ ɤɨɦɛɿɧɚɰɿʀ. 

ɓɟ ɨɞɧɢɦ ɩɟɪɫɩɟɤɬɢɜɧɢɦ ɩɿɞɯɨɞɨɦ є ɜɢɤɨɪɢɫɬɚɧɧɹ ɤɨɧɰɟɩɰɿʀ ɡɧɚɱɟɧɧɹ ɒɟɩɥɿ 
(Shapley Value), ɹɤɚ ɩɨɯɨɞɢɬь ɡ ɤɨɨɩɟɪɚɬɢɜɧɨʀ ɬɟɨɪɿʀ ɿɝɨɪ. ɐɟɣ ɦɟɬɨɞ ɞɚє ɡɦɨɝɭ 
ɨɛ’єɤɬɢɜɧɨ ɪɨɡɩɨɞɿɥɢɬɢ “ɜɧɟɫɨɤ ɭ ɤɨɧɜɟɪɫɿɸ” ɦɿɠ ɭɫɿɦɚ ɡɚɥɭɱɟɧɢɦɢ ɤɚɧɚɥɚɦɢ, 
ɜɪɚɯɨɜɭɸɱɢ ʀɯɧɿɣ ɦɚɪɠɢɧɚɥьɧɢɣ ɜɩɥɢɜ ɭ ɜɫɿɯ ɦɨɠɥɢɜɢɯ ɤɨɦɛɿɧɚɰɿɹɯ. Ɍɚɤɢɣ ɩɿɞɯɿɞ є 
ɨɫɨɛɥɢɜɨ ɟɮɟɤɬɢɜɧɢɦ ɞɥɹ ɨɰɿɧɤɢ ɫɤɥɚɞɧɢɯ ɛɚɝɚɬɨɤɚɧɚɥьɧɢɯ ɫɰɟɧɚɪɿʀɜ, ɞɟ ɜɚɠɥɢɜɨ 
ɜɢɹɜɢɬɢ ɧɟ ɥɢɲɟ ɩɪɹɦɿ ɟɮɟɤɬɢ, ɚ ɣ ɩɪɢɯɨɜɚɧɿ ɜɡɚєɦɨɡɜ’ɹɡɤɢ, ɳɨ ɮɨɪɦɭɸɬьɫɹ ɜ 
ɪɟɡɭɥьɬɚɬɿ ɤɨɦɛɿɧɨɜɚɧɨɝɨ ɜɩɥɢɜɭ ɤɚɧɚɥɿɜ. 

ɑɟɬɜɟɪɬɢɣ ɤɪɨɤ – ɨɰɿɧɤɚ ɬɚ ɿɧɬɟɪɩɪɟɬɚɰɿɹ ɪɟɡɭɥьɬɚɬɿɜ (Evaluation & Interpretation. 
ɐɟɣ ɟɬɚɩ ɦɟɬɨɞɨɥɨɝɿʀ SIMEX ɫɩɪɹɦɨɜɚɧɢɣ ɧɚ ɿɧɬɟɪɩɪɟɬɚɰɿɸ ɨɬɪɢɦɚɧɢɯ ɚɧɚɥɿɬɢɱɧɢɯ 
ɪɟɡɭɥьɬɚɬɿɜ, ɜɢɹɜɥɟɧɧɹ ɩɪɢɱɢɧ ɧɚɹɜɧɨɫɬɿ ɚɛɨ ɜɿɞɫɭɬɧɨɫɬɿ ɫɢɧɟɪɝɿʀ ɦɿɠ ɤɚɧɚɥɚɦɢ, ɚ 
ɬɚɤɨɠ ɧɚ ɮɨɪɦɭɜɚɧɧɹ ɨɛʉɪɭɧɬɨɜɚɧɢɯ ɫɬɪɚɬɟɝɿɱɧɢɯ ɪɿɲɟɧь ɳɨɞɨ ɩɨɞɚɥьɲɨʀ ɨɩɬɢɦɿɡɚɰɿʀ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɚɦɩɚɧɿɣ. 

Ⱥɧɚɥɿɡ ɪɟɡɭɥьɬɚɬɿɜ ɩɟɪɟɞɛɚɱɚє ɜɢɹɜɥɟɧɧɹ ɤɚɧɚɥɿɜ ɚɛɨ ʀɯ ɤɨɦɛɿɧɚɰɿɣ, ɹɤɿ 
ɞɟɦɨɧɫɬɪɭɸɬь ɧɚɣɜɢɳɿ ɡɧɚɱɟɧɧɹ ɿɧɞɟɤɫɭ ɫɢɧɟɪɝɿʀ (݆ܵ݅ ). ɐɟ ɞɨɡɜɨɥɹє ɿɞɟɧɬɢɮɿɤɭɜɚɬɢ 
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ɩɚɪɢ ɤɚɧɚɥɿɜ, ɜɡɚєɦɨɞɿɹ ɹɤɢɯ ɫɬɜɨɪɸє ɩɨɫɢɥɟɧɢɣ ɟɮɟɤɬ, ɳɨ ɩɟɪɟɜɢɳɭє ɫɭɦɭ ɜɩɥɢɜɿɜ 
ɤɨɠɧɨɝɨ ɡ ɧɢɯ ɨɤɪɟɦɨ. ɇɚɩɪɢɤɥɚɞ, ɜɢɫɨɤɟ ɡɧɚɱɟɧɧɹ ɫɢɧɟɪɝɿʀ ɞɥɹ ɤɨɦɛɿɧɚɰɿʀ ɟɥɟɤɬɪɨɧɧɨʀ 
ɩɨɲɬɢ ɬɚ ɩɨɲɭɤɨɜɨʀ ɨɩɬɢɦɿɡɚɰɿʀ ɦɨɠɟ ɫɜɿɞɱɢɬɢ ɩɪɨ ɬɟ, ɳɨ Email-ɪɨɡɫɢɥɤɢ ɫɬɢɦɭɥɸɸɬь 
ɩɨɩɢɬ, ɮɨɪɦɭɸɱɢ ɿɧɬɟɪɟɫ ɞɨ ɛɪɟɧɞɭ, ɬɨɞɿ ɹɤ SEO-ɤɚɧɚɥ ɩɿɞɯɨɩɥɸє ɤɨɪɢɫɬɭɜɚɱɿɜ ɭ 
ɦɨɦɟɧɬ, ɤɨɥɢ ɜɨɧɢ ɩɟɪɟɛɭɜɚɸɬь ɧɚ ɟɬɚɩɿ ɚɤɬɢɜɧɨɝɨ ɩɨɲɭɤɭ ɩɪɨɞɭɤɬɭ ɚɛɨ ɩɨɫɥɭɝɢ. 

ɉɚɪɚɥɟɥьɧɨ ɜɚɠɥɢɜɨ ɿɞɟɧɬɢɮɿɤɭɜɚɬɢ ɤɨɦɛɿɧɚɰɿʀ ɤɚɧɚɥɿɜ ɿɡ ɧɢɡьɤɢɦɢ ɚɛɨ 
ɜɿɞ’єɦɧɢɦɢ ɡɧɚɱɟɧɧɹɦɢ ɿɧɞɟɤɫɭ ɫɢɧɟɪɝɿʀ (݆ܵ݅  < 1), ɳɨ ɦɨɠɟ ɜɤɚɡɭɜɚɬɢ ɧɚ ɜɡɚєɦɧɭ 
ɤɨɧɤɭɪɟɧɰɿɸ ɦɿɠ ɤɚɧɚɥɚɦɢ, ɜɿɞɫɭɬɧɿɫɬь ɞɨɩɨɜɧɸɜɚɧɨɫɬɿ ɚɛɨ ɧɟɜɿɞɩɨɜɿɞɧɿɫɬь ɫɬɪɚɬɟɝɿʀ 
ɤɨɦɭɧɿɤɚɰɿɣ. Ɂɨɤɪɟɦɚ, ɭ ɜɢɩɚɞɤɭ ɤɨɦɛɿɧɚɰɿʀ Display-ɪɟɤɥɚɦɢ ɬɚ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠ 
ɧɢɡьɤɢɣ ɫɢɧɟɪɝɿɣɧɢɣ ɟɮɟɤɬ ɦɨɠɟ ɛɭɬɢ ɧɚɫɥɿɞɤɨɦ ɞɭɛɥɸɜɚɧɧɹ ɚɭɞɢɬɨɪɧɢɯ ɫɟɝɦɟɧɬɿɜ 
ɚɛɨ ɪɨɡɛɿɠɧɨɫɬɿ ɭ ɫɬɢɥɿɫɬɢɰɿ, ɮɨɪɦɚɬɿ ɬɚ ɡɦɿɫɬɿ ɤɨɦɭɧɿɤɚɰɿɣ. 

ɉɿɫɥɹ ɿɞɟɧɬɢɮɿɤɚɰɿʀ ɬɚɤɢɯ ɤɨɦɛɿɧɚɰɿɣ ɞɨɰɿɥьɧɢɦ є ɩɪɨɜɟɞɟɧɧɹ ɩɨɝɥɢɛɥɟɧɨɝɨ 
ɚɧɚɥɿɡɭ ɩɪɢɱɢɧ, ɳɨ ɨɛɭɦɨɜɥɸɸɬь ɧɚɹɜɧɿɫɬь ɩɨɡɢɬɢɜɧɨʀ ɚɛɨ ɧɟɝɚɬɢɜɧɨʀ ɫɢɧɟɪɝɿʀ. 
ɇɚɩɪɢɤɥɚɞ, ɟɮɟɤɬɢɜɧɚ ɜɡɚєɦɨɞɿɹ ɦɿɠ Email ɬɚ SEO ɦɨɠɟ ɛɭɬɢ ɡɭɦɨɜɥɟɧɚ ɝɚɪɦɨɧɿɣɧɢɦ 
ɩɨєɞɧɚɧɧɹɦ ɿɧɫɬɪɭɦɟɧɬɿɜ ɫɬɢɦɭɥɸɜɚɧɧɹ ɿɧɬɟɪɟɫɭ ɬɚ ɡɚɛɟɡɩɟɱɟɧɧɹ ɿɧɮɨɪɦɚɰɿɣɧɨʀ 
ɞɨɫɬɭɩɧɨɫɬɿ. ȼɨɞɧɨɱɚɫ ɧɟɞɨɫɬɚɬɧɹ ɟɮɟɤɬɢɜɧɿɫɬь ɡɜ’ɹɡɤɢ ɦɿɠ Display ɬɚ Social Media 
ɦɨɠɟ ɫɜɿɞɱɢɬɢ ɩɪɨ ɧɟɭɡɝɨɞɠɟɧɿɫɬь ɰɿɥьɨɜɢɯ ɚɭɞɢɬɨɪɿɣ ɚɛɨ ɜɿɞɫɭɬɧɿɫɬь єɞɢɧɨɝɨ ɩɿɞɯɨɞɭ 
ɞɨ ɮɨɪɦɭɜɚɧɧɹ ɤɪɟɚɬɢɜɧɨʀ ɫɬɪɚɬɟɝɿʀ. ɍ ɬɚɤɢɯ ɜɢɩɚɞɤɚɯ ɦɚє ɦɿɫɰɟ ɧɟ ɥɢɲɟ ɞɭɛɥɸɜɚɧɧɹ 
ɪɟɤɥɚɦɧɢɯ ɡɭɫɢɥь, ɚ ɣ ɧɟɟɮɟɤɬɢɜɧɟ ɜɢɤɨɪɢɫɬɚɧɧɹ ɛɸɞɠɟɬɭ. 

ɇɚ ɨɫɧɨɜɿ ɩɪɨɜɟɞɟɧɨɝɨ ɚɧɚɥɿɡɭ ɭɯɜɚɥɸɸɬьɫɹ ɫɬɪɚɬɟɝɿɱɧɿ ɪɿɲɟɧɧɹ, ɳɨ ɫɩɪɹɦɨɜɚɧɿ 
ɧɚ ɩɨɤɪɚɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɿɧɬɟɝɪɨɜɚɧɢɯ ɤɨɦɭɧɿɤɚɰɿɣ. Ɉɞɧɢɦ ɿɡ ɤɥɸɱɨɜɢɯ 
ɭɩɪɚɜɥɿɧɫьɤɢɯ ɤɪɨɤɿɜ є ɨɩɬɢɦɿɡɚɰɿɹ ɪɨɡɩɨɞɿɥɭ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɛɸɞɠɟɬɭ ɲɥɹɯɨɦ 
ɩɟɪɟɨɪɿєɧɬɚɰɿʀ ɿɧɜɟɫɬɢɰɿɣ ɧɚ ɬɿ ɩɚɪɢ ɤɚɧɚɥɿɜ, ɹɤɿ ɞɟɦɨɧɫɬɪɭɸɬь ɜɢɫɨɤɢɣ ɫɢɧɟɪɝɟɬɢɱɧɢɣ 
ɟɮɟɤɬ. ɇɚɩɪɢɤɥɚɞ, ɹɤɳɨ ɤɨɦɛɿɧɚɰɿɹ ɩɥɚɬɧɨɝɨ ɩɨɲɭɤɭ ɬɚ ɟɥɟɤɬɪɨɧɧɨʀ ɩɨɲɬɢ 
ɯɚɪɚɤɬɟɪɢɡɭєɬьɫɹ ɜɢɫɨɤɢɦ ɡɧɚɱɟɧɧɹɦ ISC, ɞɨɰɿɥьɧɨ ɡɛɿɥьɲɢɬɢ ɮɿɧɚɧɫɭɜɚɧɧɹ ɰɢɯ 
ɧɚɩɪɹɦɿɜ ɞɥɹ ɞɨɫɹɝɧɟɧɧɹ ɦɚɤɫɢɦɚɥьɧɨɝɨ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɪɟɡɭɥьɬɚɬɭ. 

ɍ ɪɚɡɿ ɜɢɹɜɥɟɧɧɹ ɤɚɧɚɥɿɜ ɿɡ ɧɢɡьɤɢɦ ɪɿɜɧɟɦ ɜɡɚєɦɨɞɿʀ ɪɟɤɨɦɟɧɞɨɜɚɧɨ ɩɪɨɜɟɫɬɢ 
ɪɟɜɿɡɿɸ ɤɪɟɚɬɢɜɧɨʀ ɫɬɪɚɬɟɝɿʀ ɚɛɨ ɡɦɿɧɢɬɢ ɩɿɞɯɿɞ ɞɨ ɩɨɛɭɞɨɜɢ ɤɨɧɬɟɧɬɭ. Ʉɨɧɮɥɿɤɬ 
ɩɨɜɿɞɨɦɥɟɧь, ɪɨɡɦɢɬɿɫɬь ɩɨɡɢɰɿɨɧɭɜɚɧɧɹ ɚɛɨ ɧɟɜɿɞɩɨɜɿɞɧɿɫɬь ɮɨɪɦɚɬɭ ɤɨɧɬɟɧɬɭ ɦɨɠɭɬь 
ɛɭɬɢ ɩɪɢɱɢɧɚɦɢ ɡɧɢɠɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɤɨɦɛɿɧɚɰɿʀ ɤɚɧɚɥɿɜ. ȼɧɟɫɟɧɧɹ ɡɦɿɧ ɞɨ 
ɤɨɦɭɧɿɤɚɰɿɣɧɢɯ ɦɚɬɟɪɿɚɥɿɜ ɞɨɡɜɨɥɹє ɩɨɫɢɥɢɬɢ ɜɡɚєɦɨɞɨɩɨɜɧɸɜɚɧɿɫɬь ɬɚ ɭɧɢɤɧɭɬɢ 
ɤɨɧɤɭɪɟɧɰɿʀ ɦɿɠ ɤɚɧɚɥɚɦɢ. 

Ɉɤɪɟɦɭ ɭɜɚɝɭ ɜ ɦɟɠɚɯ ɰьɨɝɨ ɟɬɚɩɭ ɫɥɿɞ ɩɪɢɞɿɥɢɬɢ ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɤɚɧɚɥɿɜ 
ɜɿɞɩɨɜɿɞɧɨ ɞɨ ɯɚɪɚɤɬɟɪɢɫɬɢɤ ɰɿɥьɨɜɢɯ ɫɟɝɦɟɧɬɿɜ. Ⱥɭɞɢɬɨɪɧɿ ɝɪɭɩɢ ɦɨɠɭɬь ɩɨ-ɪɿɡɧɨɦɭ 
ɪɟɚɝɭɜɚɬɢ ɧɚ ɬɿ ɫɚɦɿ ɤɨɦɛɿɧɚɰɿʀ ɤɚɧɚɥɿɜ: ɦɨɥɨɞɲɿ ɫɩɨɠɢɜɚɱɿ ɱɚɫɬɿɲɟ ɜɡɚєɦɨɞɿɸɬь ɿɡ 
ɤɨɧɬɟɧɬɨɦ ɭ ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠɚɯ ɚɛɨ ɧɚ ɜɿɞɟɨɩɥɚɬɮɨɪɦɚɯ, ɬɨɞɿ ɹɤ ɫɬɚɪɲɚ ɚɭɞɢɬɨɪɿɹ 
ɧɚɞɚє ɩɟɪɟɜɚɝɭ ɿɧɫɬɪɭɦɟɧɬɚɦ ɩɪɹɦɨɝɨ ɩɨɲɭɤɭ ɚɛɨ ɟɥɟɤɬɪɨɧɧɿɣ ɩɨɲɬɿ. 
ɉɟɪɫɨɧɚɥɿɡɨɜɚɧɢɣ ɩɿɞɯɿɞ ɞɨ ɜɢɛɨɪɭ ɬɚ ɩɨєɞɧɚɧɧɹ ɤɚɧɚɥɿɜ ɫɩɪɢɹє ɦɚɤɫɢɦɿɡɚɰɿʀ ɪɿɜɧɹ 
ɤɨɧɜɟɪɫɿɣ ɿ ɩɿɞɜɢɳɟɧɧɸ ɪɟɧɬɚɛɟɥьɧɨɫɬɿ ɿɧɜɟɫɬɢɰɿɣ. 

ɉ’ɹɬɢɣ ɤɪɨɤ – (Expansion & Optimization). ɐɟɣ ɡɚɤɥɸɱɧɢɣ ɟɬɚɩ ɩɟɪɟɞɛɚɱɚє 
ɦɚɫɲɬɚɛɭɜɚɧɧɹ ɟɮɟɤɬɢɜɧɢɯ ɪɿɲɟɧь, ɩɨɞɚɥьɲɟ ɭɬɨɱɧɟɧɧɹ ɦɨɞɟɥɿ ɜɡɚєɦɨɞɿʀ ɤɚɧɚɥɿɜ, ɚ 
ɬɚɤɨɠ ɩɨɛɭɞɨɜɭ ɫɢɫɬɟɦɢ ɛɟɡɩɟɪɟɪɜɧɨɝɨ ɜɞɨɫɤɨɧɚɥɟɧɧɹ ɧɚ ɨɫɧɨɜɿ ɨɬɪɢɦɚɧɢɯ ɞɚɧɢɯ. ɐɟɣ 
ɟɬɚɩ ɨɯɨɩɥɸє ɹɤ ɜɢɹɜɥɟɧɧɹ ɧɨɜɢɯ ɬɨɱɨɤ ɜɡɚєɦɨɞɿʀ ɡ ɤɨɪɢɫɬɭɜɚɱɚɦɢ, ɬɚɤ ɿ ɜɩɪɨɜɚɞɠɟɧɧɹ 
ɿɧɫɬɪɭɦɟɧɬɿɜ ɚɜɬɨɦɚɬɢɡɚɰɿʀ ɬɚ ɨɪɝɚɧɿɡɚɰɿɣɧɨɝɨ ɧɚɜɱɚɧɧɹ. 

Ɉɞɢɧ ɿɡ ɤɥɸɱɨɜɢɯ ɧɚɩɪɹɦɿɜ – ɜɢɹɜɥɟɧɧɹ ɧɨɜɢɯ ɞɨɬɢɱɧɢɯ ɤɚɧɚɥɿɜ ɤɨɦɭɧɿɤɚɰɿʀ, 
ɡɞɚɬɧɢɯ ɩɿɞɫɢɥɢɬɢ ɡɚɝɚɥьɧɢɣ ɦɟɞɿɚ-ɦɿɤɫ. Ⱦɨ ɬɚɤɢɯ ɤɚɧɚɥɿɜ ɧɚɥɟɠɚɬь ɱɚɬ-ɛɨɬɢ, push-
ɫɩɨɜɿɳɟɧɧɹ, ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ web-ɩɨɜɿɞɨɦɥɟɧɧɹ ɬɨɳɨ. Ȳɯɧɹ ɟɮɟɤɬɢɜɧɿɫɬь ɨɰɿɧɸєɬьɫɹ ɧɟ 
ɿɡɨɥьɨɜɚɧɨ, ɚ ɱɟɪɟɡ ɩɪɢɡɦɭ ɫɢɧɟɪɝɿɣɧɨʀ ɜɡɚєɦɨɞɿʀ ɡ ɭɠɟ ɧɚɹɜɧɢɦɢ ɤɚɧɚɥɚɦɢ. ɐɟ ɞɨɡɜɨɥɹє 
ɿɞɟɧɬɢɮɿɤɭɜɚɬɢ ɧɨɜɿ ɤɨɧɮɿɝɭɪɚɰɿʀ, ɡɞɚɬɧɿ ɝɟɧɟɪɭɜɚɬɢ ɞɨɞɚɬɤɨɜɢɣ ɟɮɟɤɬ ɩɪɢ ɜɿɞɧɨɫɧɨ 
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ɧɢɡьɤɨɦɭ ɪɟɫɭɪɫɧɨɦɭ ɧɚɜɚɧɬɚɠɟɧɧɿ. Ɂ ɦɟɬɨɸ ɩɟɪɟɜɿɪɤɢ ɩɨɩɟɪɟɞɧьɨ ɫɮɨɪɦɭɥьɨɜɚɧɢɯ 
ɝɿɩɨɬɟɡ ɳɨɞɨ ɫɢɧɟɪɝɿʀ ɧɨɜɢɯ ɬɨɱɨɤ ɤɨɧɬɚɤɬɭ ɞɨɰɿɥьɧɢɦ є ɡɚɩɭɫɤ ɟɤɫɩɟɪɢɦɟɧɬɚɥьɧɢɯ 
(ɩɿɥɨɬɧɢɯ) ɤɚɦɩɚɧɿɣ. Ɍɚɤɢɣ ɩɿɞɯɿɞ ɡɚɛɟɡɩɟɱɭє ɟɦɩɿɪɢɱɧɟ ɩɿɞʉɪɭɧɬɹ ɞɥɹ ɩɪɢɣɧɹɬɬɹ 
ɪɿɲɟɧь ɳɨɞɨ ɩɨɞɚɥьɲɨɝɨ ɦɚɫɲɬɚɛɭɜɚɧɧɹ. 

ɇɚɫɬɭɩɧɢɦ ɧɚɩɪɹɦɨɦ є ɜɩɪɨɜɚɞɠɟɧɧɹ ɰɢɤɥɿɱɧɨɝɨ ɜɞɨɫɤɨɧɚɥɟɧɧɹ ɫɢɫɬɟɦɢ ɨɰɿɧɤɢ 
ɟɮɟɤɬɢɜɧɨɫɬɿ ȱɆɄ. ɉɨɜɬɨɪɸɜɚɧɿɫɬь ɡɛɨɪɭ ɞɚɧɢɯ, ɨɧɨɜɥɟɧɧɹ ɚɬɪɢɛɭɰɿɣɧɢɯ ɦɨɞɟɥɟɣ ɬɚ 
ɪɟɝɭɥɹɪɧɢɣ ɩɟɪɟɪɚɯɭɧɨɤ ɿɧɞɟɤɫɭ ɫɢɧɟɪɝɿʀ ɤɚɧɚɥɿɜ (ISC) ɫɬɜɨɪɸɸɬь ɭɦɨɜɢ ɞɥɹ 
ɞɢɧɚɦɿɱɧɨɝɨ ɪɟɚɝɭɜɚɧɧɹ ɧɚ ɡɦɿɧɭ ɩɨɜɟɞɿɧɤɢ ɫɩɨɠɢɜɚɱɿɜ ɚɛɨ ɡɦɿɧɢ ɜ ɦɟɞɿɚ-ɫɟɪɟɞɨɜɢɳɿ. 
ɍ ɦɟɠɚɯ ɰɿєʀ ɫɢɫɬɟɦɢ ɨɫɨɛɥɢɜɭ ɭɜɚɝɭ ɜɚɪɬɨ ɩɪɢɞɿɥɢɬɢ A/B-ɬɟɫɬɭɜɚɧɧɸ. ȼɨɧɨ ɞɚє ɡɦɨɝɭ 
ɟɦɩɿɪɢɱɧɨ ɨɰɿɧɢɬɢ ɜɩɥɢɜ ɡɦɿɧ ɭ ɩɨɫɥɿɞɨɜɧɨɫɬɿ ɤɚɧɚɥɿɜ (ɧɚɩɪɢɤɥɚɞ, ɡɦɿɧɚ ɩɨɪɹɞɤɭ Email 
ɿ Paid Search) ɚɛɨ ɜɚɪɿɚɰɿɣ ɭ ɤɨɧɬɟɧɬɿ ɤɪɟɚɬɢɜɿɜ. Ɍɚɤɿ ɬɟɫɬɢ ɞɨɡɜɨɥɹɸɬь ɜɢɹɜɢɬɢ 
ɧɚɣɟɮɟɤɬɢɜɧɿɲɿ ɫɰɟɧɚɪɿʀ ɜɡɚєɦɨɞɿʀ ɬɚ ɨɩɟɪɚɬɢɜɧɨ ɜɩɪɨɜɚɞɠɭɜɚɬɢ ɤɨɪɢɝɭɜɚɧɧɹ ɜ 
ɦɟɞɿɚɩɥɚɧ. 

ɓɟ ɨɞɧɢɦ ɜɚɠɥɢɜɢɦ ɟɥɟɦɟɧɬɨɦ ɞɚɧɨɝɨ ɟɬɚɩɭ є ɮɨɪɦɚɥɿɡɚɰɿɹ ɡɧɚɧь, ɨɬɪɢɦɚɧɢɯ ɭ 
ɪɟɡɭɥьɬɚɬɿ ɪɟɚɥɿɡɚɰɿʀ ɩɨɩɟɪɟɞɧɿɯ ɤɪɨɤɿɜ. Ƀɞɟɬьɫɹ ɩɪɨ ɫɬɜɨɪɟɧɧɹ ɜɧɭɬɪɿɲɧьɨɝɨ ɞɨɜɿɞɧɢɤɚ 
ɚɛɨ ɛɚɡɢ ɡɧɚɧь, ɭ ɹɤɿɣ ɮɿɤɫɭɸɬьɫɹ ɟɦɩɿɪɢɱɧɨ ɜɢɹɜɥɟɧɿ ɩɚɬɟɪɧɢ ɜɡɚєɦɨɞɿʀ ɤɚɧɚɥɿɜ. Ɍɚɤɢɣ 
ɞɨɤɭɦɟɧɬ ɦɨɠɟ ɦɿɫɬɢɬɢ ɪɟɤɨɦɟɧɞɚɰɿʀ ɳɨɞɨ ɩɨєɞɧɚɧь ɤɚɧɚɥɿɜ ɿɡ ɜɢɫɨɤɢɦ ɪɿɜɧɟɦ 
ɫɢɧɟɪɝɿʀ, ɚ ɬɚɤɨɠ ɩɪɢɤɥɚɞɢ ɧɟɟɮɟɤɬɢɜɧɢɯ ɤɨɦɛɿɧɚɰɿɣ ɚɛɨ ɬɚɤɢɯ, ɳɨ ɜɢɦɚɝɚɸɬь 
ɫɩɟɰɿɚɥьɧɨʀ ɚɞɚɩɬɚɰɿʀ ɤɪɟɚɬɢɜɧɨɝɨ ɧɚɩɨɜɧɟɧɧɹ. ɉɨɞɿɛɧɚ ɞɨɤɭɦɟɧɬɚɰɿɹ є ɜɚɠɥɢɜɢɦ 
ɿɧɫɬɪɭɦɟɧɬɨɦ ɭɧɿɮɿɤɚɰɿʀ ɩɿɞɯɨɞɿɜ ɭ ɦɟɠɚɯ ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɤɨɦɚɧɞɢ, ɚ ɬɚɤɨɠ ɮɨɪɦɭє 
ɨɫɧɨɜɭ ɞɥɹ ɩɟɪɟɞɚɱɿ ɡɧɚɧь ɭ ɩɪɨɰɟɫɿ ɦɚɫɲɬɚɛɭɜɚɧɧɹ ɚɛɨ ɪɨɬɚɰɿʀ ɩɟɪɫɨɧɚɥɭ. 

Ɏɿɧɚɥьɧɨɸ ɫɤɥɚɞɨɜɨɸ ɟɬɚɩɭ є ɚɜɬɨɦɚɬɢɡɚɰɿɹ ɩɪɨɰɟɫɿɜ ɧɚ ɨɫɧɨɜɿ ɿɧɬɟɝɪɚɰɿʀ CRM- 
ɬɚ CDP-ɪɿɲɟɧь. ɐɟ ɞɨɡɜɨɥɹє ɮɨɪɦɭɜɚɬɢ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ ɤɨɦɭɧɿɤɚɰɿɣɧɿ ɬɪɚєɤɬɨɪɿʀ 
(customer journeys) ɡ ɭɪɚɯɭɜɚɧɧɹɦ ɿɫɬɨɪɿʀ ɜɡɚєɦɨɞɿɣ ɤɨɪɢɫɬɭɜɚɱɚ ɡ ɛɪɟɧɞɨɦ, ɣɨɝɨ 
ɪɟɚɤɰɿɣ ɧɚ ɩɨɩɟɪɟɞɧɿ ɩɨɜɿɞɨɦɥɟɧɧɹ ɬɚ ɿɦɨɜɿɪɧɨɫɬɿ ɤɨɧɜɟɪɫɿʀ ɜ ɤɨɠɧɨɦɭ ɡ ɤɚɧɚɥɿɜ. Ɂɚ 
ɞɨɩɨɦɨɝɨɸ ɬɚɤɢɯ ɫɢɫɬɟɦ ɤɨɪɢɫɬɭɜɚɱɿ ɦɨɠɭɬь ɛɭɬɢ ɞɢɧɚɦɿɱɧɨ ɜɿɞɧɟɫɟɧɿ ɞɨ ɧɚɣɛɿɥьɲ 
ɪɟɥɟɜɚɧɬɧɢɯ ɤɚɧɚɥɿɜ ɧɚ ɨɫɧɨɜɿ ɪɟɚɥьɧɢɯ ɞɚɧɢɯ, ɳɨ ɡɚɛɟɡɩɟɱɭє ɧɟ ɥɢɲɟ ɩɿɞɜɢɳɟɧɧɹ 
ɟɮɟɤɬɢɜɧɨɫɬɿ, ɚ ɣ ɝɧɭɱɤɿɫɬь ɭ ɧɚɥɚɲɬɭɜɚɧɧɿ ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɫɬɪɚɬɟɝɿʀ. 

Ɍɚɤɢɦ ɱɢɧɨɦ, ɟɬɚɩ Expansion & Optimization ɡɚɛɟɡɩɟɱɭє ɩɟɪɟɯɿɞ ɜɿɞ ɚɧɚɥɿɬɢɤɢ ɞɨ 
ɩɪɚɤɬɢɱɧɨɝɨ ɜɞɨɫɤɨɧɚɥɟɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɞɿɹɥьɧɨɫɬɿ, ɜɩɪɨɜɚɞɠɟɧɧɹ ɿɧɧɨɜɚɰɿɣɧɢɯ 
ɬɨɱɨɤ ɤɨɧɬɚɤɬɭ ɬɚ ɚɜɬɨɦɚɬɢɡɨɜɚɧɢɯ ɦɟɯɚɧɿɡɦɿɜ ɚɞɚɩɬɚɰɿʀ ɤɚɧɚɥɿɜ, ɳɨ є ɧɟɜɿɞ'єɦɧɢɦ 
ɟɥɟɦɟɧɬɨɦ ɫɭɱɚɫɧɨɝɨ ɭɩɪɚɜɥɿɧɧɹ ɿɧɬɟɝɪɨɜɚɧɢɦɢ ɤɨɦɭɧɿɤɚɰɿɹɦɢ ɜ ɰɢɮɪɨɜɨɦɭ 
ɫɟɪɟɞɨɜɢɳɿ. 

Ɍɚɤɨɠ ɞɨɰɿɥьɧɢɦ є ɨɤɪɟɦɢɣ ɪɨɡɝɥɹɞ ɧɚɭɤɨɜɨʀ ɧɨɜɢɡɧɢ ɬɚ ɩɪɢɤɥɚɞɧɨʀ ɰɿɧɧɨɫɬɿ 
ɡɚɩɪɨɩɨɧɨɜɚɧɨʀ ɦɟɬɨɞɨɥɨɝɿʀ, ɳɨ ɞɨɡɜɨɥɹє ɧɟ ɥɢɲɟ ɤɿɥьɤɿɫɧɨ ɨɰɿɧɸɜɚɬɢ ɫɢɧɟɪɝɿɸ ɦɿɠ 
ɤɚɧɚɥɚɦɢ, ɚ ɣ ɚɤɬɢɜɧɨ ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢ ɰɿ ɡɧɚɧɧɹ ɞɥɹ ɩɪɢɣɧɹɬɬɹ ɫɬɪɚɬɟɝɿɱɧɢɯ ɪɿɲɟɧь ɭ 
ɫɭɱɚɫɧɨɦɭ digital-ɫɟɪɟɞɨɜɢɳɿ. 

Ɇɟɬɨɞɨɥɨɝɿɹ SIMEX, ɡɨɤɪɟɦɚ ɪɨɡɪɨɛɥɟɧɚ ɮɨɪɦɭɥɚ ɿɧɞɟɤɫɭ ɫɢɧɟɪɝɿʀ ɤɚɧɚɥɿɜ 
(ISC), ɫɬɚɧɨɜɢɬь ɧɨɜɢɣ ɩɿɞɯɿɞ ɞɨ ɤɿɥьɤɿɫɧɨɝɨ ɜɢɦɿɪɸɜɚɧɧɹ ɜɡɚєɦɨɞɿʀ ɤɚɧɚɥɿɜ ɭ ɦɟɠɚɯ 
ɿɧɬɟɝɪɨɜɚɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ. Ɏɨɪɦɚɥɿɡɨɜɚɧɟ ɩɪɟɞɫɬɚɜɥɟɧɧɹ ɫɢɧɟɪɝɿɣɧɨɝɨ 
ɟɮɟɤɬɭ, ɹɤ ɭ ɩɚɪɧɢɯ, ɬɚɤ ɿ ɜ ɛɚɝɚɬɨɤɚɧɚɥьɧɢɯ ɤɨɧɮɿɝɭɪɚɰɿɹɯ, ɞɨɡɜɨɥɹє ɩɟɪɟɣɬɢ ɜɿɞ 
ɹɤɿɫɧɢɯ ɝɿɩɨɬɟɡ ɞɨ ɜɟɪɢɮɿɤɨɜɚɧɢɯ ɱɢɫɥɨɜɢɯ ɨɰɿɧɨɤ, ɹɤɿ ɦɨɠɧɚ ɩɨɪɿɜɧɸɜɚɬɢ ɹɤ ɭ 
ɞɢɧɚɦɿɰɿ (ɧɚɩɪɢɤɥɚɞ, ɭ ɮɨɪɦɚɬɿ «ɦɿɫɹɰь ɞɨ ɦɿɫɹɰɹ»), ɬɚɤ ɿ ɦɿɠ ɨɤɪɟɦɢɦɢ ɤɚɦɩɚɧɿɹɦɢ 
ɚɛɨ ɩɪɨєɤɬɚɦɢ. 

ȼɚɝɨɦɨɸ ɩɟɪɟɜɚɝɨɸ ɦɟɬɨɞɨɥɨɝɿʀ є ʀʀ ɭɧɿɜɟɪɫɚɥьɧɿɫɬь. ȼɨɧɚ ɧɟ ɡɚɥɟɠɢɬь ɜɿɞ 
ɤɨɧɤɪɟɬɧɨʀ ɝɚɥɭɡɿ, ɛɿɡɧɟɫ-ɦɨɞɟɥɿ ɱɢ ɿɧɫɬɪɭɦɟɧɬɭ ɚɧɚɥɿɬɢɤɢ. Ⱦɥɹ ɜɩɪɨɜɚɞɠɟɧɧɹ ɩɿɞɯɨɞɭ 
SIMEX ɞɨɫɬɚɬɧьɨ ɦɚɬɢ ɞɨɫɬɭɩ ɞɨ ɞɚɧɢɯ ɩɪɨ ɤɨɪɢɫɬɭɜɚɰьɤɿ ɲɥɹɯɢ, ɳɨ ɪɨɛɢɬь ɦɟɬɨɞɢɤɭ 
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ɩɪɢɞɚɬɧɨɸ ɞɨ ɚɞɚɩɬɚɰɿʀ ɜ ɛɭɞь-ɹɤɨɦɭ ɫɟɪɟɞɨɜɢɳɿ, ɞɟ ɡɞɿɣɫɧɸєɬьɫɹ ɛɚɝɚɬɨɤɚɧɚɥьɧɚ 
ɤɨɦɭɧɿɤɚɰɿɹ ɡ ɰɿɥьɨɜɨɸ ɚɭɞɢɬɨɪɿєɸ. 

ȱɧɲɨɸ ɫɭɬɬєɜɨɸ ɿɧɧɨɜɚɰɿєɸ є ɦɨɠɥɢɜɿɫɬь ɤɟɪɨɜɚɧɨɝɨ ɬɟɫɬɭɜɚɧɧɹ ɝɿɩɨɬɟɡ ɭ 
ɪɟɚɥьɧɨɦɭ ɱɚɫɿ. Ɇɟɬɨɞ ɞɨɡɜɨɥɹє ɦɚɪɤɟɬɨɥɨɝɚɦ ɩɟɪɟɜɿɪɹɬɢ, ɹɤ ɡɦɿɧɢ ɭ ɫɬɪɭɤɬɭɪɿ ɦɟɞɿɚ-
ɛɸɞɠɟɬɭ (ɧɚɩɪɢɤɥɚɞ, ɡɛɿɥьɲɟɧɧɹ ɱɚɫɬɤɢ ɜɢɬɪɚɬ ɧɚ Display-ɪɟɤɥɚɦɭ ɞɥɹ ɩɨɫɢɥɟɧɧɹ 
ɜɩɥɢɜɭ Social Media) ɜɩɥɢɜɚɸɬь ɧɚ ɡɚɝɚɥьɧɢɣ ɪɿɜɟɧь ɤɨɧɜɟɪɫɿɣ ɚɛɨ ɪɟɧɬɚɛɟɥьɧɨɫɬɿ 
ɿɧɜɟɫɬɢɰɿɣ. ɐɟ ɜɿɞɤɪɢɜɚє ɧɨɜɿ ɦɨɠɥɢɜɨɫɬɿ ɞɥɹ ɟɦɩɿɪɢɱɧɨ ɨɛʉɪɭɧɬɨɜɚɧɨɝɨ ɩɪɢɣɧɹɬɬɹ 
ɪɿɲɟɧь ɬɚ ɬɨɱɤɨɜɨʀ ɨɩɬɢɦɿɡɚɰɿʀ ɤɚɧɚɥɿɜ. 

ɉɪɚɤɬɢɱɧɟ ɡɧɚɱɟɧɧɹ ɦɟɬɨɞɨɥɨɝɿʀ SIMEX ɩɪɨɹɜɥɹєɬьɫɹ ɜ ɦɨɠɥɢɜɨɫɬɿ ɬɨɱɧɨɝɨ 
ɜɢɹɜɥɟɧɧɹ ɬɢɩɿɜ ɤɚɧɚɥɿɜ, ɹɤɿ ɞɨɰɿɥьɧɨ ɩɨєɞɧɭɜɚɬɢ ɞɥɹ ɞɨɫɹɝɧɟɧɧɹ ɦɚɤɫɢɦɚɥьɧɨʀ 
ɟɮɟɤɬɢɜɧɨɫɬɿ. ɍ ɪɚɦɤɚɯ ɚɧɚɥɿɡɭ ɦɨɠɟ ɛɭɬɢ ɜɫɬɚɧɨɜɥɟɧɨ, ɳɨ ɨɞɢɧ ɿɡ ɤɚɧɚɥɿɜ ɜɢɤɨɧɭє 
ɮɭɧɤɰɿɸ «ɚɤɬɢɜɚɰɿʀ» ɿɧɬɟɪɟɫɭ ɫɩɨɠɢɜɚɱɚ (ɧɚɩɪɢɤɥɚɞ, ɱɟɪɟɡ ɩɿɞɜɢɳɟɧɧɹ ɨɛɿɡɧɚɧɨɫɬɿ), 
ɬɨɞɿ ɹɤ ɿɧɲɢɣ – ɟɮɟɤɬɢɜɧɨ «ɡɚɤɪɢɜɚє» ɭɝɨɞɭ ɧɚ ɮɿɧɚɥьɧɨɦɭ ɟɬɚɩɿ ɜɨɪɨɧɤɢ. ȼɢɹɜɥɟɧɧɹ 
ɬɚɤɢɯ ɡɚɤɨɧɨɦɿɪɧɨɫɬɟɣ ɞɚє ɡɦɨɝɭ ɧɟ ɥɢɲɟ ɨɩɬɢɦɿɡɭɜɚɬɢ ɱɟɪɝɨɜɿɫɬь ɿ ɤɨɦɛɿɧɚɰɿɸ 
ɤɚɧɚɥɿɜ, ɚ ɣ ɩɿɞɜɢɳɢɬɢ ɡɚɝɚɥьɧɭ ɪɟɡɭɥьɬɚɬɢɜɧɿɫɬь ɤɚɦɩɚɧɿʀ. 

Ʉɪɿɦ ɬɨɝɨ, ɡɚ ɞɨɩɨɦɨɝɨɸ ɿɧɞɟɤɫɭ ISC ɦɨɠɧɚ ɜɢɹɜɢɬɢ ɬɚɤ ɡɜɚɧɿ ɤɚɧɚɥɢ-ɞɭɛɥɟɪɢ, 
ɹɤɿ ɡɜɟɪɬɚɸɬьɫɹ ɞɨ ɨɞɧɿєʀ ɣ ɬɿєʀ ɫɚɦɨʀ ɚɭɞɢɬɨɪɿʀ, ɫɬɜɨɪɸɸɱɢ ɤɨɧɤɭɪɟɧɰɿɸ ɦɿɠ ɫɨɛɨɸ. ɍ 
ɬɚɤɢɯ ɜɢɩɚɞɤɚɯ ɦɟɬɨɞ ɞɨɡɜɨɥɹє ɚɪɝɭɦɟɧɬɨɜɚɧɨ ɪɟɤɨɦɟɧɞɭɜɚɬɢ ɪɨɡɦɟɠɭɜɚɧɧɹ ɛɸɞɠɟɬɿɜ 
ɚɛɨ ɡɦɿɧɭ ɤɨɦɭɧɿɤɚɰɿɣɧɨʀ ɫɬɪɚɬɟɝɿʀ, ɳɨɛ ɭɧɢɤɧɭɬɢ ɧɟɟɮɟɤɬɢɜɧɨɝɨ ɞɭɛɥɸɜɚɧɧɹ ɡɭɫɢɥь ɿ 
ɡɦɟɧɲɢɬɢ ɪɿɜɟɧь ɜɢɬɪɚɬ ɧɚ ɦɟɞɿɚɚɤɬɢɜɧɨɫɬɿ ɛɟɡ ɜɬɪɚɬɢ ɨɯɨɩɥɟɧɧɹ ɱɢ ɤɨɧɜɟɪɫɿɣɧɨɝɨ 
ɩɨɬɟɧɰɿɚɥɭ. 

Ɇɟɬɨɞɨɥɨɝɿɹ SIMEX ɫɬɚɧɨɜɢɬь ɧɟ ɥɢɲɟ ɿɧɬɟɥɟɤɬɭɚɥьɧɭ ɧɨɜɢɡɧɭ ɜ ɦɟɠɚɯ 
ɦɚɪɤɟɬɢɧɝɨɜɨʀ ɚɧɚɥɿɬɢɤɢ, ɚ ɣ ɦɚє ɜɢɫɨɤɭ ɩɪɢɤɥɚɞɧɭ ɰɿɧɧɿɫɬь, ɫɬɜɨɪɸɸɱɢ 
ɿɧɫɬɪɭɦɟɧɬɚɪɿɣ ɞɥɹ ɝɧɭɱɤɨɝɨ ɭɩɪɚɜɥɿɧɧɹ ɤɨɦɭɧɿɤɚɰɿɣɧɢɦɢ ɫɬɪɚɬɟɝɿɹɦɢ ɜ ɭɦɨɜɚɯ ɜɢɫɨɤɨʀ 
ɤɨɧɤɭɪɟɧɬɧɨɫɬɿ ɬɚ ɲɜɢɞɤɨʀ ɡɦɿɧɢ ɩɨɜɟɞɿɧɤɨɜɢɯ ɦɨɞɟɥɟɣ ɫɩɨɠɢɜɚɱɿɜ. 

ȼɢɫɧɨɜɤɢ ɡ ɞɚɧɨɝɨ ɞɨɫɥɿɞɠɟɧɧɹ ɿ ɩɟɪɫɩɟɤɬɢɜɢ ɩɨɞɚɥьɲɢɯ ɪɨɡɪɨɛɨɤ ɡɚ ɞɚɧɢɦ 
ɧɚɩɪɹɦɨɦ. ȱɧɬɟɝɪɨɜɚɧɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɤɨɦɭɧɿɤɚɰɿʀ ɜ ɭɦɨɜɚɯ ɰɢɮɪɨɜɨɝɨ ɫɟɪɟɞɨɜɢɳɚ 
ɩɨɬɪɟɛɭɸɬь ɧɟ ɥɢɲɟ ɫɬɪɚɬɟɝɿɱɧɨʀ ɭɡɝɨɞɠɟɧɨɫɬɿ ɤɚɧɚɥɿɜ, ɚ ɣ ɧɚɭɤɨɜɨ ɨɛʉɪɭɧɬɨɜɚɧɢɯ 
ɩɿɞɯɨɞɿɜ ɞɨ ɨɰɿɧɤɢ ʀɯɧьɨʀ ɟɮɟɤɬɢɜɧɨɫɬɿ. əɤ ɩɨɤɚɡɚɧɨ ɭ ɫɬɚɬɬɿ, ɫɢɧɟɪɝɟɬɢɱɧɢɣ ɟɮɟɤɬ ɜɿɞ 
ɩɨєɞɧɚɧɨɝɨ ɜɢɤɨɪɢɫɬɚɧɧɹ ɤɚɧɚɥɿɜ ɦɨɠɟ ɫɭɬɬєɜɨ ɩɿɞɜɢɳɭɜɚɬɢ ɡɚɝɚɥьɧɭ ɪɟɡɭɥьɬɚɬɢɜɧɿɫɬь 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɡɭɫɢɥь. ɉɪɨɬɟ ɬɪɚɞɢɰɿɣɧɿ ɦɨɞɟɥɿ ɚɬɪɢɛɭɰɿʀ ɧɟ ɜɪɚɯɨɜɭɸɬь ɜɡɚєɦɨɞɿɸ 
ɦɿɠ ɤɚɧɚɥɚɦɢ, ɳɨ ɨɛɦɟɠɭє ɦɨɠɥɢɜɨɫɬɿ ɞɥɹ ɝɥɢɛɨɤɨɝɨ ɚɧɚɥɿɡɭ ɬɚ ɨɩɬɢɦɿɡɚɰɿʀ ɦɟɞɿɚ-
ɦɿɤɫɭ. Ɂɚɩɪɨɩɨɧɨɜɚɧɚ ɦɟɬɨɞɨɥɨɝɿɹ SIMEX ɞɨɡɜɨɥɹє ɩɨɞɨɥɚɬɢ ɰɿ ɨɛɦɟɠɟɧɧɹ, ɿɧɬɟɝɪɭɸɱɢ 
ɛɚɝɚɬɨɤɚɧɚɥьɧɭ ɚɬɪɢɛɭɰɿɸ, ɦɚɲɢɧɧɟ ɧɚɜɱɚɧɧɹ ɬɚ ɿɧɞɟɤɫ ɫɢɧɟɪɝɿʀ ɤɚɧɚɥɿɜ (ISC). Ɍɚɤɢɣ 
ɩɿɞɯɿɞ ɡɚɛɟɡɩɟɱɭє ɤɿɥьɤɿɫɧɭ ɨɰɿɧɤɭ ɹɤ ɨɤɪɟɦɨɝɨ ɜɧɟɫɤɭ ɤɨɠɧɨɝɨ ɤɚɧɚɥɭ, ɬɚɤ ɿ ʀɯɧьɨʀ 
ɜɡɚєɦɨɞɿʀ, ɳɨ ɫɬɜɨɪɸє ɨɫɧɨɜɭ ɞɥɹ ɛɿɥьɲ ɨɛʉɪɭɧɬɨɜɚɧɨɝɨ ɪɨɡɩɨɞɿɥɭ ɛɸɞɠɟɬɿɜ ɿ 
ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ ɤɨɦɭɧɿɤɚɰɿɣ. ɉɪɚɤɬɢɱɧɟ ɡɚɫɬɨɫɭɜɚɧɧɹ ɦɟɬɨɞɢɤɢ SIMEX ɫɩɪɢɹє 
ɩɿɞɜɢɳɟɧɧɸ ɪɟɧɬɚɛɟɥьɧɨɫɬɿ ɿɧɜɟɫɬɢɰɿɣ (ROI), ɜɢɹɜɥɟɧɧɸ ɨɩɬɢɦɚɥьɧɢɯ ɤɨɦɛɿɧɚɰɿɣ 
ɤɚɧɚɥɿɜ ɬɚ ɤɨɪɢɝɭɜɚɧɧɸ ɫɬɪɚɬɟɝɿɣ ɜɿɞɩɨɜɿɞɧɨ ɞɨ ɮɚɤɬɢɱɧɨɝɨ ɜɧɟɫɤɭ ɤɨɠɧɨɝɨ ɟɥɟɦɟɧɬɭ. 
ɍ ɞɨɜɝɨɫɬɪɨɤɨɜɿɣ ɩɟɪɫɩɟɤɬɢɜɿ ɰɟ ɞɨɡɜɨɥɹє ɤɨɦɩɚɧɿɹɦ ɮɨɪɦɭɜɚɬɢ ɟɮɟɤɬɢɜɧɭ, 
ɫɢɧɯɪɨɧɿɡɨɜɚɧɭ ɿ ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɭ ɫɢɫɬɟɦɭ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ, ɳɨ 
ɜɿɞɩɨɜɿɞɚє ɜɢɦɨɝɚɦ ɞɢɧɚɦɿɱɧɨɝɨ digital-ɫɟɪɟɞɨɜɢɳɚ. 
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Integrated marketing communications in the digital environment: the SIMEX concept as a 
method for evaluating channel effectiveness. 

The article aims to propose and substantiate the SIMEX methodology (Synergy Measurement 
& Exploration) as a universal approach to quantitatively evaluating the effectiveness of integrated 
marketing communications (IMC) in a digital and multi-channel context. The research focuses on 
solving the limitations of traditional attribution models by formalizing the concept of synergy between 
communication channels and introducing the Index of Synergistic Channels (ISC). 

Analyses results. The study critically examines existing attribution frameworks – including 
heuristic models (e.g., first-click, last-click), data-driven attribution, and Marketing Mix Modeling – 
and highlights their inability to account for cross-channel interactions, delayed effects, and offline 
contributions. The SIMEX methodology is structured around a five-stage framework: Setup & Data 
Collection, Integration & Attribution, Modeling & Metrics Calculation, Evaluation & Interpretation, 
and Expansion & Optimization. It enables a holistic assessment of each marketing МСКЧЧОХ’s 
contribution – both individual and in combination with others – by calculating the ISC through 
empirical analysis of user paths and channel sequences. The model employs approaches such as 
Shapley value decomposition, regression with interaction terms, and frequency-weighted synergy 
matrices to identify both positive and negative synergies between channel pairs. In its applied part, the 
article illustrates how SIMEX can inform strategic decisions regarding budget allocation, content 
coordination, and personalization of communication paths. It also outlines how synergy metrics can 
reveal underperforming combinations due to message conflict, audience overlap, or creative 
inconsistency. 

Conclusions and directions for further research. The research concludes that the SIMEX 
methodology offers a scientifically grounded and practically applicable framework for optimizing 
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IMC in dynamic digital ecosystems. Its novelty lies in the formalization of synergy effects and the 
ability to operationalize them for data-driven decision-making. SIMEX enhances ROI through more 
accurate attribution, channel harmonization, and identification of complementary combinations. 
Future research may involve testing the model across various industries with longer consumer 
decision cycles, adapting ISC into real-time dashboards, integrating predictive modeling components, 
and embedding it into automated media planning systems. Expanding the methodology to incorporate 
evolving formats such as influencer marketing, conversational AI, or immersive media also presents 
promising avenues. 

Keywords: integrated marketing communications, channel synergy, multi-touch attribution, 
synergy index (ISC), media mix optimization, marketing analytics, SIMEX methodology. 
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