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ɞ-ɪ ɟɤɨɧ. ɧɚɭɤ, ɞɨɰɟɧɬɤɚ, ɩɪɨɮɟɫɨɪɤɚ ɤɚɮɟɞɪɢ ɦɚɪɤɟɬɢɧɝɭ 
Ɋɨɡɭɦɟɣ ɋɜɿɬɥɚɧɚ Ȼɨɪɢɫɿɜɧɚ 
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ɤɚɧɞ. ɟɤɨɧ. ɧɚɭɤ, ɞɨɰɟɧɬɤɚ, ɞɨɰɟɧɬɤɚ ɤɚɮɟɞɪɢ ɦɚɪɤɟɬɢɧɝɭ 

ɇɿɤɨɥɚєɧɤɨ ȱɪɢɧɚ ȼɨɥɨɞɢɦɢɪɿɜɧɚ 
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ɫɬ. ɜɢɤɥɚɞɚɱɤɚ ɤɚɮɟɞɪɢ ɦɚɪɤɟɬɢɧɝɭ 
ɇɚɰɿɨɧɚɥьɧɢɣ ɭɧɿɜɟɪɫɢɬɟɬ ɯɚɪɱɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ 

(Ʉɢʀɜ, ɍɤɪɚʀɧɚ) 
 
 

ɆȺɊɄȿɌɂɇȽɈȼȿ ɁȺȻȿɁɉȿɑȿɇɇə ɁȻɍɌɍ ɏȺɊɑɈȼɂɏ ɉɊɈȾɍɄɌȱȼ ɍ 
ɄɈɇɌȿɄɋɌȱ ɐɂɎɊɈȼȱɁȺɐȱȲ ȿɄɈɇɈɆȱɄɂ 

 
ɍ ɫɬɚɬɬɿ ɪɨɡɝɥɹɧɭɬɨ ɡɧɚɱɟɧɧɹ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ  ɜ ɭɦɨɜɚɯ ɰɢɮɪɨɜɿɡɚɰɿʀ. 

Зɞɿɣɫɧɟɧɨ  ɤɥɚɫɢɮɿɤɚɰɿɸ ɤɚɧɚɥɿɜ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɡɚ ɩɟɜɧɢɦɢ ɤɪɢɬɟɪɿɚɥьɧɢɦɢ 
ɨɡɧɚɤɚɦɢ: ɩɪɢɧɰɢɩɨɦ ɜɡɚєɦɨɞɿʀ ɡɿ ɫɩɨɠɢɜɚɱɟɦ, ɦɿɫɰɟɦ ɫɩɨɠɢɜɚɧɧɹ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɬɚ 
ɮɨɪɦɚɬɚɦɢ ɪɟɚɥɿɡɚɰɿʀ ɩɪɨɞɭɤɰɿʀ. ɉɪɨɜɟɞɟɧɨ ɩɨɪɿɜɧɹɥьɧɢɣ ɚɧɚɥɿɡ ɨɧɥɚɣɧ- ɬɚ ɨɮɥɚɣɧ-ɮɨɪɦɚɬɿɜ 
ɪɟɚɥɿɡɚɰɿʀ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɡ ɦɟɬɨɸ ɨɤɪɟɫɥɟɧɧɹ ʀɯɧɿɯ ɩɟɪɟɜɚɝ, ɧɟɞɨɥɿɤɿɜ ɿ ɩɨɬɟɧɰɿɚɥɭ 
ɩɨєɞɧɚɧɧɹ ɭ ɤɨɦɩɥɟɤɫɧɿɣ ɡɛɭɬɨɜɿɣ ɞɿɹɥьɧɨɫɬɿ. Зɞɿɣɫɧɟɧɨ ɩɨɪɿɜɧɹɧɧɹ ɤɨɦɟɪɰɿɣɧɢɯ  ɩɿɞɯɨɞɿɜ ɞɨ 
ɡɛɭɬɭ ɩɪɨɞɭɤɰɿʀ ɧɚ ɦɚɪɤɟɬɩɥɟɣɫɚɯ (ɨɧɥɚɣɧ-ɪɢɧɤɭ) ɬɚ ɭ ɜɥɚɫɧɨɦɭ ɿɧɬɟɪɧɟɬ-ɦɚɝɚɡɢɧɿ (ɨɧɥɚɣɧ-
ɪɢɬɟɣɥɿ), ɜɢɹɜɢɜɲɢ ɫɢɥьɧɿ ɿ ɫɥɚɛɤɿ ɫɬɨɪɨɧɢ. Ɋɨɡɪɨɛɥɟɧɨ ɫɬɪɭɤɬɭɪɧɨ-ɥɨɝɿɱɧɭ ɦɨɞɟɥь 
ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɡɚɛɟɡɩɟɱɟɧɧɹ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɭ ɰɢɮɪɨɜɨɦɭ ɫɟɪɟɞɨɜɢɳɿ. Ⱦɥɹ 
ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɨɧɥɚɣɧ ɡɚɩɪɨɩɨɧɨɜɚɧɨ ɤɨɦɩɥɟɤɫ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɡɚɯɨɞɿɜ ɡ ɦɟɬɨɸ ɡɪɨɫɬɚɧɧɹ ɩɪɨɞɚɠɿɜ ɿ ɡɦɿɰɧɟɧɧɹ ɩɨɡɢɰɿɣ ɛɪɟɧɞɭ ɧɚ ɨɧɥɚɣɧ-
ɪɢɧɤɭ. 

Ʉɥɸɱɨɜɿ ɫɥɨɜɚ: ɦɚɪɤɟɬɢɧɝ, ɡɛɭɬ, ɰɢɮɪɨɜɿɡɚɰɿɹ, ɯɚɪɱɨɜɿ ɩɪɨɞɭɤɬɢ, ɩɿɞɩɪɢєɦɫɬɜɨ. 
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ɉɨɫɬɚɧɨɜɤɚ ɩɪɨɛɥɟɦɢ ɜ ɡɚɝɚɥьɧɨɦɭ ɜɢɝɥɹɞɿ ɬɚ ʀʀ ɡɜ’ɹɡɨɤ ɡ ɜɚɠɥɢɜɢɦɢ 

ɧɚɭɤɨɜɢɦɢ ɚɛɨ ɩɪɚɤɬɢɱɧɢɦɢ ɡɚɜɞɚɧɧɹɦɢ. ɋɭɱɚɫɧɢɣ ɟɬɚɩ ɪɨɡɜɢɬɤɭ ɟɤɨɧɨɦɿɤɢ 
ɯɚɪɚɤɬɟɪɢɡɭєɬьɫɹ ɚɤɬɢɜɧɨɸ ɰɢɮɪɨɜɨɸ ɬɪɚɧɫɮɨɪɦɚɰɿєɸ ɭɫɿɯ ɫɮɟɪ ɜɢɪɨɛɧɢɰɬɜɚ ɬɚ ɡɛɭɬɭ, 
ɳɨ ɧɟ ɨɦɢɧɭɥɚ ɣ ɯɚɪɱɨɜɭ ɩɪɨɦɢɫɥɨɜɿɫɬь. ɏɚɪɱɨɜɿ ɩɪɨɞɭɤɬɢ ɧɚɥɟɠɚɬь ɞɨ ɤɚɬɟɝɨɪɿʀ 
ɬɨɜɚɪɿɜ ɩɟɪɲɨʀ ɧɟɨɛɯɿɞɧɨɫɬɿ, ɳɨ ɮɨɪɦɭє ɫɬɚɥɢɣ ɩɨɩɢɬ ɿ ɜɨɞɧɨɱɚɫ ɜɢɫɨɤɭ ɤɨɧɤɭɪɟɧɰɿɸ 
ɧɚ ɪɢɧɤɭ. ȼɨɞɧɨɱɚɫ ɫɚɦɟ ɰɹ ɝɚɥɭɡь ɧɚɣɛɿɥьɲ ɱɭɬɥɢɜɚ ɞɨ ɡɦɿɧ ɫɩɨɠɢɜɱɨʀ ɩɨɜɟɞɿɧɤɢ, 
ɬɟɯɧɨɥɨɝɿɱɧɢɯ ɿɧɧɨɜɚɰɿɣ ɿ ɫɨɰɿɚɥьɧɨ-ɟɤɨɧɨɦɿɱɧɢɯ ɜɢɤɥɢɤɿɜ. ɍ ɰьɨɦɭ ɤɨɧɬɟɤɫɬɿ ɧɚɭɤɨɜɟ 
ɨɩɪɚɰɸɜɚɧɧɹ ɩɢɬɚɧь ɡɛɭɬɭ ɧɚɛɭɜɚє ɨɫɨɛɥɢɜɨʀ ɚɤɬɭɚɥьɧɨɫɬɿ. ɉɨ-ɩɟɪɲɟ, ɰɢɮɪɨɜɿɡɚɰɿɹ 
ɡɧɚɱɧɨ ɬɪɚɧɫɮɨɪɦɭє ɬɪɚɞɢɰɿɣɧɿ ɤɚɧɚɥɢ ɡɛɭɬɭ Д2, 11Ж: ɜɿɞɛɭɜɚєɬьɫɹ ɫɬɪɿɦɤɟ ɡɪɨɫɬɚɧɧɹ  
ɱɚɫɬɤɢ ɨɧɥɚɣɧ-ɩɪɨɞɚɠɿɜ, ɪɨɡɜɢɜɚɸɬьɫɹ ɨɦɧɿɤɚɧɚɥьɧɿ ɦɨɞɟɥɿ, ɩɥɚɬɮɨɪɦɢ ɩɪɹɦɨʀ 
ɞɨɫɬɚɜɤɢ, ɦɨɞɟɥɿ ɩɿɞɩɢɫɤɢ, ɦɚɪɤɟɬɩɥɟɣɫɢ, ɳɨ ɩɨɬɪɟɛɭє ɤɨɦɩɥɟɤɫɧɨɝɨ ɜɢɜɱɟɧɧɹ ɪɿɡɧɢɯ 
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 Ʌ. ȼ. Ʉɚɩɿɧɭɫ. ɋ. Ȼ. Ɋɨɡɭɦɟɣ. І. ȼ. ɇɿɤɨɥɚєɧɤɨ. Ɇɚɪɤɟɬɢɧɝɨɜɟ ɡɚɛɟɡɩɟɱɟɧɧɹ ɡɛɭɬɭ 
ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɭ ɤɨɧɬɟɤɫɬɿ ɰɢɮɪɨɜɿɡɚɰɿʀ ɟɤɨɧɨɦɿɤɢ 
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ɤɚɧɚɥɿɜ ɿ ɩɨɲɭɤɭ ɨɩɬɢɦɚɥьɧɢɯ ɤɨɦɛɿɧɚɰɿɣ ɞɥɹ ɜɢɪɨɛɧɢɤɿɜ. ɉɨ-ɞɪɭɝɟ, ɭɩɪɚɜɥɿɧɧɹ ɡɛɭɬɨɦ 
ɭ ɰɢɮɪɨɜɨɦɭ ɫɟɪɟɞɨɜɢɳɿ ɜɢɦɚɝɚє ɜɪɚɯɭɜɚɧɧɹ ɧɨɜɢɯ ɮɚɤɬɨɪɿɜ Д21Ж: ЛТР НКtК-ɚɧɚɥɿɬɢɤɢ, 
ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ, ɚɜɬɨɦɚɬɢɡɚɰɿʀ ɥɨɝɿɫɬɢɤɢ, ɤɿɛɟɪɛɟɡɩɟɤɢ ɬɚ ɩɪɨɡɨɪɨɫɬɿ ɥɚɧɰɸɝɿɜ 
ɩɨɫɬɚɱɚɧɧɹ. ȼɿɞɩɨɜɿɞɧɨ, ɩɨɫɬɚє ɩɨɬɪɟɛɚ ɭ ɧɚɭɤɨɜɨɦɭ ɦɨɞɟɥɸɜɚɧɧɿ ɰɢɯ ɩɪɨɰɟɫɿɜ ɬɚ ɭ 
ɩɨɤɪɚɳɟɧɧɿ ʀɯɧьɨʀ ɟɤɨɧɨɦɿɱɧɨʀ ɞɨɰɿɥьɧɨɫɬɿ. ɉɨ-ɬɪɟɬє, ɝɥɨɛɚɥьɧɿ ɬɟɧɞɟɧɰɿʀ ɫɬɚɥɨɝɨ 
ɪɨɡɜɢɬɤɭ ɬɚ ɩɪɨɞɨɜɨɥьɱɨʀ ɛɟɡɩɟɤɢ ɡɭɦɨɜɥɸɸɬь ɩɨɬɪɟɛɭ ɭ ɞɨɫɥɿɞɠɟɧɧɿ ɬɨɝɨ, ɹɤ ɰɢɮɪɨɜɿ 
ɪɿɲɟɧɧɹ ɦɨɠɭɬь ɫɩɪɢɹɬɢ ɩɿɞɬɪɢɦɰɿ ɥɨɤɚɥьɧɢɯ ɜɢɪɨɛɧɢɤɿɜ ɱɟɪɟɡ ɤɨɪɨɬɤɿ ɥɚɧɰɸɝɢ ɡɛɭɬɭ. 
ɐɟ ɜɚɠɥɢɜɢɣ ɚɫɩɟɤɬ ɞɥɹ ɮɨɪɦɭɜɚɧɧɹ ɩɨɥɿɬɢɤɢ ɩɪɨɞɨɜɨɥьɱɨʀ ɛɟɡɩɟɤɢ ɧɚ ɧɚɰɿɨɧɚɥьɧɨɦɭ 
ɪɿɜɧɿ. 

Ʉɪɿɦ ɬɨɝɨ, ɜɚɪɬɨ ɜɪɚɯɭɜɚɬɢ ɫɨɰɿɚɥьɧɨ-ɩɨɜɟɞɿɧɤɨɜɢɣ ɚɫɩɟɤɬ: ɫɩɨɠɢɜɚɱɿ ɡɦɿɧɸɸɬь 
ɫɜɨʀ ɭɩɨɞɨɛɚɧɧɹ ɩɿɞ ɜɩɥɢɜɨɦ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ – ɜɨɧɢ ɨɱɿɤɭɸɬь ɡɪɭɱɧɨɫɬɿ, 
ɲɜɢɞɤɨɫɬɿ, ɤɪɚɳɨʀ ɤɨɦɭɧɿɤɚɰɿʀ, ɩɪɨɡɨɪɨɫɬɿ ɬɚ ɜɢɫɨɤɨɝɨ ɪɿɜɧɹ ɫɟɪɜɿɫɭ. ɐɟ ɩɨɬɪɟɛɭє 
ɝɥɢɛɨɤɢɯ ɧɚɭɤɨɜɢɯ ɞɨɫɥɿɞɠɟɧь ɩɨɜɟɞɿɧɤɨɜɢɯ ɚɫɩɟɤɬɿɜ ɤɭɩɿɜɥɿ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɭ 
ɰɢɮɪɨɜɨɦɭ ɫɟɪɟɞɨɜɢɳɿ. 

Ɉɬɠɟ, ɧɚɭɤɨɜɟ ɞɨɫɥɿɞɠɟɧɧɹ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɜ ɭɦɨɜɚɯ ɰɢɮɪɨɜɿɡɚɰɿʀ є 
ɤɥɸɱɨɜɢɦ ɱɢɧɧɢɤɨɦ ɮɨɪɦɭɜɚɧɧɹ ɟɮɟɤɬɢɜɧɢɯ ɛɿɡɧɟɫ-ɦɨɞɟɥɟɣ, ɩɿɞɜɢɳɟɧɧɹ 
ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɨɫɬɿ ɩɿɞɩɪɢєɦɫɬɜ, ɡɦɿɰɧɟɧɧɹ ɩɪɨɞɨɜɨɥьɱɨʀ ɛɟɡɩɟɤɢ ɬɚ ɡɚɞɨɜɨɥɟɧɧɹ 
ɩɨɬɪɟɛ ɫɭɱɚɫɧɨɝɨ ɫɩɨɠɢɜɚɱɚ. ɐɟ ɡɚɜɞɚɧɧɹ ɩɨɬɪɟɛɭє ɦɿɠɞɢɫɰɢɩɥɿɧɚɪɧɨɝɨ ɩɿɞɯɨɞɭ, ɳɨ 
ɩɨєɞɧɭє ɟɤɨɧɨɦɿɤɭ, ɦɚɪɤɟɬɢɧɝ, ɥɨɝɿɫɬɢɤɭ, ɿɧɮɨɪɦɚɰɿɣɧɿ ɬɟɯɧɨɥɨɝɿʀ ɬɚ ɩɨɜɟɞɿɧɤɨɜɿ ɧɚɭɤɢ. 

Ⱥɧɚɥɿɡ ɨɫɬɚɧɧɿɯ ɞɨɫɥɿɞɠɟɧь ɿ ɩɭɛɥɿɤɚɰɿɣ, ɜ ɹɤɢɯ ɩɨɤɥɚɞɟɧɢɣ ɩɨɱɚɬɨɤ 
ɜɢɪɿɲɟɧɧɸ ɞɚɧɨʀ ɩɪɨɛɥɟɦɢ ɿ ɧɚ ɹɤɿ ɫɩɢɪɚєɬьɫɹ ɚɜɬɨɪ. Ɂɛɭɬ ɩɪɨɞɭɤɰɿʀ є ɨɞɧɢɦ ɿɡ 
ɤɥɸɱɨɜɢɯ ɟɥɟɦɟɧɬɿɜ ɟɮɟɤɬɢɜɧɨɝɨ ɮɭɧɤɰɿɨɧɭɜɚɧɧɹ ɛɭɞь-ɹɤɨɝɨ ɩɿɞɩɪɢєɦɫɬɜɚ, ɨɫɤɿɥьɤɢ 
ɜɿɞ ɧьɨɝɨ ɛɟɡɩɨɫɟɪɟɞɧьɨ ɡɚɥɟɠɢɬь ɞɨɯɿɞɧɿɫɬь ɬɚ ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɿɫɬь ɧɚ ɪɢɧɤɭ Д3, 
6Ж. ɉɢɬɚɧɧɹ ɡɛɭɬɭ ɚɤɬɢɜɧɨ ɞɨɫɥɿɞɠɭɜɚɥɢ ɧɚɭɤɨɜɰɿ ɜ ɪɿɡɧɢɯ ɝɚɥɭɡɹɯ, ɡɨɤɪɟɦɚ Ɇ. Ȼɚɝɨɪɤɚ, 
ȱ. Ⱥɛɪɚɦɨɜɢɱ, Ɉ. Ʉɪɚɜɟɰь ɜ ɚɝɪɚɪɧɨɦɭ ɫɟɤɬɨɪɿ Д1Ж, ɋ. Ɋɨɡɭɦɟɣ, ȱ. ɇɿɤɨɥɚєɧɤɨ, Ɉ. Ʌɟɥɟɤɚ 
ɭ ɯɚɪɱɨɜɿɣ ɩɪɨɦɢɫɥɨɜɨɫɬɿ Д8Ж, ȼ. ɇɟɯɚɣ ɭ ɫɿɥьɫьɤɨɝɨɫɩɨɞɚɪɫьɤɨɦɭ ɦɚɲɢɧɨɛɭɞɭɜɚɧɧɿ Д7Ж 
ɬɨɳɨ. Ɋɨɡɝɥɹɞɚɸɱɢ ɬɪɚɞɢɰɿɣɧɿ ɩɿɞɯɨɞɢ ɞɨ ɪɟɚɥɿɡɚɰɿʀ ɩɪɨɞɭɤɰɿʀ, ɭɱɟɧɿ ɩɿɞɤɪɟɫɥɸɜɚɥɢ 
ɡɧɚɱɟɧɧɹ ɩɪɚɜɢɥьɧɨɝɨ ɜɢɛɨɪɭ ɤɚɧɚɥɿɜ ɡɛɭɬɭ, ɨɩɬɢɦɿɡɚɰɿʀ ɥɨɝɿɫɬɢɱɧɢɯ ɩɪɨɰɟɫɿɜ ɬɚ 
ɟɮɟɤɬɢɜɧɨɝɨ ɩɥɚɧɭɜɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɡɚɯɨɞɿɜ. 

Ƚ. ɑɦɟɪɭɤ, Y Seo, J. H Lee, A. Sharma ɭ ɫɜɨʀɯ ɧɚɭɤɨɜɢɯ ɪɨɛɨɬɚɯ ɡɜɟɪɬɚɸɬь ɭɜɚɝɭ 
ɧɚ ɬɟ, ɳɨ ɰɢɮɪɨɜɿɡɚɰɿɹ ɟɤɨɧɨɦɿɤɢ ɜɿɞɤɪɢɥɚ ɧɨɜɿ ɮɨɪɦɚɬɢ ɡɛɭɬɭ ɩɪɨɞɭɤɰɿʀ, ɡɧɚɱɧɨ 
ɪɨɡɲɢɪɢɜɲɢ ɦɨɠɥɢɜɨɫɬɿ ɛɿɡɧɟɫɭ ɞɥɹ ɤɨɦɭɧɿɤɚɰɿʀ ɡɿ ɫɩɨɠɢɜɚɱɚɦɢ Д12, 19, 20Ж. Ɂɚ 
ɞɨɫɥɿɞɠɟɧɧɹɦɢ F. Redjeki, ɬɚ Ⱥ. Affandi ɩɚɧɞɟɦɿɹ CЇVID-19 ɡɦɿɧɢɥɚ ɠɢɬɬɹ ɥɸɞɫɬɜɚ 
Д18Ж, ɿɫɬɨɬɧɨ ɩɪɢɫɤɨɪɢɥɚ ɪɨɡɜɢɬɨɤ ɨɧɥɚɣɧ-ɬɨɪɝɿɜɥɿ, ɫɩɪɢɹɸɱɢ ɦɚɫɨɜɨɦɭ ɡɪɨɫɬɚɧɧɸ 
ɿɧɬɟɪɧɟɬ-ɦɚɝɚɡɢɧɿɜ, ɦɚɪɤɟɬɩɥɟɣɫɿɜ ɬɚ ɿɧɲɢɯ ɰɢɮɪɨɜɢɯ ɩɥɚɬɮɨɪɦ Д9, 14, 21Ж, ɚ ɬɚɤɨɠ 
ɫɬɢɦɭɥɸɜɚɥɚ ɪɨɡɜɢɬɨɤ ɫɢɫɬɟɦ ɮɭɥɮɿɥɦɟɧɬɭ Д4Ж, ɳɨ ɡɚɛɟɡɩɟɱɭɸɬь ɲɜɢɞɤɭ ɬɚ ɡɪɭɱɧɭ 
ɞɨɫɬɚɜɤɭ ɩɪɨɞɭɤɰɿʀ ɤɿɧɰɟɜɨɦɭ ɫɩɨɠɢɜɚɱɟɜɿ. Ⱥ. Ɍɚɧɚɫɿɣɱɭɤ, ȱ. ɉɨɥɿɳɭɤ ɞɨɫɥɿɞɠɭɜɚɥɢ 
ɨɫɨɛɥɢɜɨɫɬɿ ɡɚɫɬɨɫɭɜɚɧɧɹ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɭ ɦɚɪɤɟɬɢɧɝɨɜɿɣ ɞɿɹɥьɧɨɫɬɿ 
ɩɿɞɩɪɢєɦɫɬɜ, ɇ. ɋɤɪɢɝɭɧ, ȼ. ɒɚɣɬɭɪɨ, Ʉ. ɋɟɦɟɧɟɧɤɨ ɡɚɩɪɨɩɨɧɭɜɚɥɢ ɿɞɟʀ, ɹɤ 
ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢ ɿɧɫɬɪɭɦɟɧɬɢ  GШШРХО AНs ɭ ɪɟɤɥɚɦɭɜɚɧɧɿ ɩɪɨɞɭɤɬɿɜ, ɿ ɬɚɤɿ ɞɨɫɥɿɞɠɟɧɧɹ 
ɩɿɞɤɪɟɫɥɸɸɬь ɜɚɠɥɢɜɿɫɬь ɚɞɚɩɬɚɰɿʀ ɩɿɞɩɪɢєɦɫɬɜ ɞɨ ɧɨɜɢɯ ɪɟɚɥɿɣ ɬɚ ɞɨɰɿɥьɧɿɫɬь 
ɜɢɤɨɪɢɫɬɚɧɧɹ ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɭ ɩɿɞɩɪɢєɦɧɢɰьɤɿɣ ɞɿɹɥьɧɨɫɬɿ Д10, 11Ж.  

 Ɉɫɨɛɥɢɜɨɝɨ ɪɨɡɜɢɬɤɭ ɡɚɡɧɚɥɢ ɰɢɮɪɨɜɿ ɦɚɪɤɟɬɢɧɝɨɜɿ ɬɟɯɧɨɥɨɝɿʀ Д2Ж ɭ ɫɮɟɪɿ ɡɛɭɬɭ, 
ɹɤɿ ɞɨɡɜɨɥɹɸɬь ɨɩɬɢɦɿɡɭɜɚɬɢ ɜɡɚєɦɨɞɿɸ ɡ ɤɥɿєɧɬɚɦɢ, ɩɿɞɜɢɳɭɜɚɬɢ ɪɿɜɟɧь ɨɛɿɡɧɚɧɨɫɬɿ 
ɫɩɨɠɢɜɚɱɿɜ ɿ ɫɬɢɦɭɥɸɜɚɬɢ ɩɨɩɢɬ. O. BЮХТРК, C. KКtsТФОКs, L. LОШЧТНШЮ, J.M. MüХХОr, Y.J.   
Purnomo, K.I. VШТРt, Ⱥ. ГОrТtТ ɩɪɚɰɸɜɚɥɢ ɧɚɞ ɪɨɡɪɨɛɥɟɧɧɹɦ ɫɬɪɚɬɟɝɿɣ ɰɢɮɪɨɜɨɝɨ 
ɦɚɪɤɟɬɢɧɝɭ ɞɥɹ ɡɛɿɥьɲɟɧɧɹ ɤɨɧɜɟɪɫɿʀ ɩɪɨɞɚɠɿɜ ɧɚ ɩɥɚɬɮɨɪɦɚɯ ɟɥɟɤɬɪɨɧɧɨʀ ɤɨɦɟɪɰɿʀ 
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[14-16]. W. Chiu, H. Cho ɩɿɞɤɪɟɫɥɸɸɬь, ɳɨ ɜɚɠɥɢɜɨ ɫɬɜɨɪɸɜɚɬɢ ɿ ɩɪɚɰɸɜɚɬɢ ɧɚɞ 
ɤɨɦɟɪɰɿɣɧɢɦ ɛɪɟɧɞɨɦ, ɹɤɢɣ ɜɢɯɨɞɢɬь ɧɚ ɨɧɥɚɣɧ-ɪɢɧɨɤ, ɚɛɢ ɞɨɫɹɝɧɭɬɢ ɥɨɹɥьɧɨɫɬɿ ɬɚ 
ɡɚɞɨɜɨɥɟɧɧɹ ɫɩɨɠɢɜɚɱɿɜ. Ⱦɥɹ ɰьɨɝɨ ɜɚɪɬɨ ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢ ɰɢɮɪɨɜɿ ɩɥɚɬɮɨɪɦɢ, 
ɨɫɨɛɥɢɜɨ ɜɟɛɫɚɣɬɢ Д13Ж. 

Ɋɨɡɝɥɹɧɭɬɿ ɧɚɭɤɨɜɿ ɪɨɛɨɬɢ ɩɿɞɤɪɟɫɥɸɸɬь, ɳɨ  ɡɚɫɬɨɫɭɜɚɧɧɹ ɬɟɯɧɨɥɨɝɿɣ ɩɨɬɪɟɛɭє 
ɜɪɚɯɭɜɚɧɧɹ ɨɫɨɛɥɢɜɨɫɬɟɣ ɤɚɧɚɥɿɜ ɡɛɭɬɭ, ɮɨɪɦɚɬɿɜ ɪɟɚɥɿɡɚɰɿʀ ɩɪɨɞɭɤɰɿʀ ɬɚ 
ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɩɿɞɯɨɞɿɜ, ɚɞɚɩɬɨɜɚɧɢɯ ɞɨ ɫɩɟɰɢɮɿɤɢ ɨɧɥɚɣɧ-ɪɢɧɤɭ. Ɂɧɚɧɧɹ ɰɢɯ ɚɫɩɟɤɬɿɜ 
ɞɨɡɜɨɥɹє ɚɤɬɢɜɿɡɭɜɚɬɢ ɡɛɭɬ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɜ ɿɧɬɟɪɧɟɬ-ɫɟɪɟɞɨɜɢɳɿ, ɩɿɞɜɢɳɢɬɢ 
ɩɪɨɞɚɠɿ ɬɚ ɡɦɿɰɧɢɬɢ ɤɨɧɤɭɪɟɧɬɧɿ ɩɨɡɢɰɿʀ ɩɿɞɩɪɢєɦɫɬɜ ɧɚ ɰɢɮɪɨɜɨɦɭ ɪɢɧɤɭ. 

ȼɢɞɿɥɟɧɧɹ ɧɟɜɢɪɿɲɟɧɢɯ ɪɚɧɿɲɟ ɱɚɫɬɢɧ ɡɚɝɚɥьɧɨʀ ɩɪɨɛɥɟɦɢ, ɤɨɬɪɢɦ 
ɩɪɢɫɜɹɱɭєɬьɫɹ ɫɬɚɬɬɹ. ɉɨɩɪɢ ɡɧɚɱɧɢɣ ɧɚɭɤɨɜɢɣ ɬɚ ɩɪɚɤɬɢɱɧɢɣ ɿɧɬɟɪɟɫ ɞɨ 
ɩɪɨɛɥɟɦɚɬɢɤɢ ɰɢɮɪɨɜɿɡɚɰɿʀ ɡɛɭɬɭ, ɧɟɞɨɫɬɚɬɧьɨ ɞɨɫɥɿɞɠɟɧɢɦɢ ɡɚɥɢɲɚɸɬьɫɹ ɩɢɬɚɧɧɹ 
ɩɨєɞɧɚɧɧɹ ɬɪɚɞɢɰɿɣɧɢɯ ɿ ɰɢɮɪɨɜɢɯ ɤɚɧɚɥɿɜ ɪɟɚɥɿɡɚɰɿʀ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ, ɜɢɛɨɪɭ 
ɨɩɬɢɦɚɥьɧɢɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɫɬɪɭɦɟɧɬɿɜ ɞɥɹ ɪɿɡɧɢɯ ɮɨɪɦɚɬɿɜ ɡɛɭɬɭ, ɚ ɬɚɤɨɠ 
ɮɨɪɦɭɜɚɧɧɹ ɫɬɪɭɤɬɭɪɧɨ-ɥɨɝɿɱɧɢɯ ɦɨɞɟɥɟɣ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɡɚɛɟɡɩɟɱɟɧɧɹ ɜ ɭɦɨɜɚɯ 
ɰɢɮɪɨɜɨʀ ɟɤɨɧɨɦɿɤɢ. ȼɢɪɿɲɟɧɧɹ ɡɚɡɧɚɱɟɧɢɯ ɚɫɩɟɤɬɿɜ є ɚɤɬɭɚɥьɧɢɦ ɡɚɜɞɚɧɧɹɦ, ɨɫɤɿɥьɤɢ 
ɫɚɦɟ ɜɨɧɢ ɜɢɡɧɚɱɚɸɬь ɟɮɟɤɬɢɜɧɿɫɬь ɿɧɬɟɝɪɚɰɿʀ ɨɧɥɚɣɧ- ɿ ɨɮɥɚɣɧ-ɮɨɪɦɚɬɿɜ ɡɛɭɬɭ ɬɚ 
ɫɬɿɣɤɿɫɬь ɤɨɧɤɭɪɟɧɬɧɢɯ ɩɨɡɢɰɿɣ ɩɿɞɩɪɢєɦɫɬɜ ɯɚɪɱɨɜɨʀ ɩɪɨɦɢɫɥɨɜɨɫɬɿ. 

Ɏɨɪɦɭɥɸɜɚɧɧɹ ɦɟɬɢ ɫɬɚɬɬɿ (ɩɨɫɬɚɧɨɜɤɚ ɡɚɜɞɚɧɧɹ) – ɭɞɨɫɤɨɧɚɥɢɬɢ ɬɟɨɪɟɬɢɱɧɿ 
ɡɚɫɚɞɢ ɬɚ ɪɨɡɪɨɛɢɬɢ ɩɪɚɤɬɢɱɧɿ ɪɟɤɨɦɟɧɞɚɰɿʀ ɳɨɞɨ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɡɚɛɟɡɩɟɱɟɧɧɹ ɡɛɭɬɭ 
ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɭ ɤɨɧɬɟɤɫɬɿ ɰɢɮɪɨɜɿɡɚɰɿʀ ɟɤɨɧɨɦɿɤɢ ɡ ɭɪɚɯɭɜɚɧɧɹɦ ɫɭɱɚɫɧɢɯ 
ɬɟɧɞɟɧɰɿɣ ɪɨɡɜɢɬɤɭ ɨɧɥɚɣɧ-ɪɢɧɤɭ. 

ȼɢɤɥɚɞɟɧɧɹ ɨɫɧɨɜɧɨɝɨ ɦɚɬɟɪɿɚɥɭ ɞɨɫɥɿɞɠɟɧɧɹ ɡ ɩɨɜɧɢɦ ɨɛґɪɭɧɬɭɜɚɧɧɹɦ 
ɨɬɪɢɦɚɧɢɯ ɧɚɭɤɨɜɢɯ ɪɟɡɭɥьɬɚɬɿɜ.  Ɂɛɭɬ є ɨɞɧɿєɸ ɡ ɤɥɸɱɨɜɢɯ ɮɭɧɤɰɿɣ ɦɚɪɤɟɬɢɧɝɭ ɬɚ 
ɜɿɞɿɝɪɚє ɜɚɠɥɢɜɭ ɪɨɥь ɭ ɡɚɛɟɡɩɟɱɟɧɧɿ ɟɮɟɤɬɢɜɧɨɝɨ ɩɪɨɫɭɜɚɧɧɹ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɜɿɞ 
ɜɢɪɨɛɧɢɤɚ ɞɨ ɤɿɧɰɟɜɨɝɨ ɫɩɨɠɢɜɚɱɚ. ɍ ɤɥɚɫɢɱɧɨɦɭ ɪɨɡɭɦɿɧɧɿ ɡɛɭɬ – ɰɟ ɫɢɫɬɟɦɚ 
ɨɪɝɚɧɿɡɚɰɿɣɧɨ-ɟɤɨɧɨɦɿɱɧɢɯ ɡɚɯɨɞɿɜ ɿ ɩɪɨɰɟɫɿɜ, ɫɩɪɹɦɨɜɚɧɢɯ ɧɚ ɞɨɜɟɞɟɧɧɹ ɩɪɨɞɭɤɰɿʀ ɞɨ 
ɪɢɧɤɭ, ɡɚɛɟɡɩɟɱɟɧɧɹ ʀʀ ɪɟɚɥɿɡɚɰɿʀ ɬɚ ɡɚɞɨɜɨɥɟɧɧɹ ɩɨɩɢɬɭ ɰɿɥьɨɜɢɯ ɫɩɨɠɢɜɚɱɿɜ Д1, 6, 7, 8Ж. 
ɍ ɤɨɧɬɟɤɫɬɿ ɯɚɪɱɨɜɨʀ ɩɪɨɦɢɫɥɨɜɨɫɬɿ ɡɛɭɬ ɦɚє ɨɫɨɛɥɢɜɟ ɡɧɚɱɟɧɧɹ, ɨɫɤɿɥьɤɢ ɯɚɪɱɨɜɿ 
ɩɪɨɞɭɤɬɢ є ɬɨɜɚɪɚɦɢ ɩɟɪɲɨʀ ɧɟɨɛɯɿɞɧɨɫɬɿ ɡ ɜɢɫɨɤɢɦɢ ɜɢɦɨɝɚɦɢ ɞɨ ɹɤɨɫɬɿ, ɬɟɪɦɿɧɿɜ 
ɡɛɟɪɿɝɚɧɧɹ ɬɚ ɭɦɨɜ ɬɪɚɧɫɩɨɪɬɭɜɚɧɧɹ.  

ɍ ɫɢɫɬɟɦɿ ɦɚɪɤɟɬɢɧɝɭ ɡɛɭɬ ɜɢɤɨɧɭє ɧɟ ɥɢɲɟ ɪɨɥь ɮɿɡɢɱɧɨɝɨ ɩɟɪɟɦɿɳɟɧɧɹ ɬɨɜɚɪɭ, 
ɚɥɟ ɣ ɡɚɛɟɡɩɟɱɭє ɤɨɦɭɧɿɤɚɰɿɸ ɦɿɠ ɜɢɪɨɛɧɢɤɨɦ ɿ ɫɩɨɠɢɜɚɱɟɦ, ɮɨɪɦɭє ɥɨɹɥьɧɿɫɬь, 
ɩɿɞɬɪɢɦɭє ɿɦɿɞɠ ɛɪɟɧɞɭ ɬɚ ɫɬɜɨɪɸє ɞɨɞɚɬɤɨɜɭ ɰɿɧɧɿɫɬь. ɋɭɱɚɫɧɿ ɩɿɞɯɨɞɢ ɞɨ ɨɪɝɚɧɿɡɚɰɿʀ 
ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ʉɪɭɧɬɭɸɬьɫɹ ɧɚ ɿɧɬɟɝɪɚɰɿʀ ɥɨɝɿɫɬɢɤɢ, ɫɟɪɜɿɫɧɨɝɨ 
ɨɛɫɥɭɝɨɜɭɜɚɧɧɹ, ɿɧɮɨɪɦɚɰɿɣɧɢɯ ɬɟɯɧɨɥɨɝɿɣ ɬɚ ɿɧɫɬɪɭɦɟɧɬɿɜ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ Д3, 
11].  

Ɉɫɨɛɥɢɜɿɫɬɸ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ є ɛɚɝɚɬɨɤɚɧɚɥьɧɿɫɬь: ɩɨɪɹɞ ɿɡ 
ɬɪɚɞɢɰɿɣɧɢɦɢ ɤɚɧɚɥɚɦɢ (ɪɨɡɞɪɿɛɧɚ ɬɨɪɝɿɜɥɹ, ɪɢɧɤɢ) ɚɤɬɢɜɧɨ ɪɨɡɜɢɜɚɸɬьɫɹ ɨɧɥɚɣɧ-
ɤɚɧɚɥɢ, ɩɪɹɦɿ ɩɪɨɞɚɠɿ ɬɚ ɩɿɞɩɢɫɧɿ ɫɟɪɜɿɫɢ. ɐɟ ɜɢɦɚɝɚє ɜɿɞ ɩɿɞɩɪɢєɦɫɬɜ ɝɧɭɱɤɨɫɬɿ ɭ 
ɜɢɛɨɪɿ ɡɛɭɬɨɜɢɯ ɫɬɪɚɬɟɝɿɣ, ɚɞɚɩɬɚɰɿʀ ɞɨ ɡɦɿɧ ɫɩɨɠɢɜɱɢɯ ɩɪɿɨɪɢɬɟɬɿɜ ɿ ɩɨɫɬɿɣɧɨɝɨ 
ɦɨɧɿɬɨɪɢɧɝɭ ɪɢɧɤɭ. Ɍɚɤɢɦ ɱɢɧɨɦ, ɡɛɭɬ ɭ ɫɢɫɬɟɦɿ ɦɚɪɤɟɬɢɧɝɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ, ɧɚ 
ɧɚɲ ɩɨɝɥɹɞ, ɜɢɫɬɭɩɚє ɹɤ ɤɨɦɩɥɟɤɫɧɢɣ ɦɟɯɚɧɿɡɦ, ɳɨ ɩɨєɞɧɭє ɜɢɪɨɛɧɢɰɬɜɨ, ɥɨɝɿɫɬɢɤɭ, 
ɤɨɦɭɧɿɤɚɰɿɸ ɬɚ ɨɛɫɥɭɝɨɜɭɜɚɧɧɹ ɫɩɨɠɢɜɚɱɚ ɡ ɦɟɬɨɸ ɞɨɫɹɝɧɟɧɧɹ ɫɬɚɛɿɥьɧɨʀ 
ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɨɫɬɿ ɬɚ ɫɬɚɥɨɝɨ ɪɨɡɜɢɬɤɭ ɩɿɞɩɪɢєɦɫɬɜɚ. 

Ɂɛɭɬɨɜɚ ɞɿɹɥьɧɿɫɬь ɩɿɞɩɪɢєɦɫɬɜ ɡ ɜɢɪɨɛɧɢɰɬɜɚ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɞɟɦɨɧɫɬɪɭє 
ɤɿɥьɤɚ ɤɥɸɱɨɜɢɯ ɬɟɧɞɟɧɰɿɣ, ɳɨ ɮɨɪɦɭɸɬь ɫɬɪɚɬɟɝɿʀ ɜɢɪɨɛɧɢɤɿɜ ɬɚ ɪɢɬɟɣɥɟɪɿɜ Д5Ж: 
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 ɡɪɨɫɬɚɧɧɹ ɨɧɥɚɣɧ-ɩɪɨɞɚɠɿɜ ɬɚ ɨɦɧɿɤɚɧɚɥьɧɿɫɬь: ɩɚɧɞɟɦɿɹ CЇVID-19  
ɩɪɢɫɤɨɪɢɥɚ ɩɟɪɟɯɿɞ ɫɩɨɠɢɜɚɱɿɜ ɞɨ ɨɧɥɚɣɧ-ɩɨɤɭɩɨɤ, ɿ ɰɹ ɬɟɧɞɟɧɰɿɹ ɡɛɟɪɿɝɚєɬьɫɹ. 
ȿɥɟɤɬɪɨɧɧɚ ɤɨɦɟɪɰɿɹ ɩɪɨɞɭɤɬɿɜ ɯɚɪɱɭɜɚɧɧɹ ɩɪɨɞɨɜɠɭє ɡɪɨɫɬɚɬɢ, ɚ ɪɢɬɟɣɥɟɪɢ 
ɿɧɜɟɫɬɭɸɬь ɜ ɨɦɧɿɤɚɧɚɥьɧɿ ɫɬɪɚɬɟɝɿʀ, ɿɧɬɟɝɪɭɸɱɢ ɨɧɥɚɣɧ- ɬɚ ɨɮɥɚɣɧ-ɞɨɫɜɿɞ ɞɥɹ 
ɡɪɭɱɧɨɫɬɿ ɫɩɨɠɢɜɚɱɚ (ɧɚɩɪɢɤɥɚɞ, ɫɚɦɨɜɢɜɿɡ, ɞɨɫɬɚɜɤɚ ɞɨɞɨɦɭ, ɩɨɤɭɩɤɢ ɜ ɦɚɝɚɡɢɧɿ ɡ 
ɨɧɥɚɣɧ-ɩɿɞɬɪɢɦɤɨɸ) Д16Ж;  ɡɦɿɰɧɟɧɧɹ ɥɨɤɚɥьɧɢɯ ɬɚ «ɡɟɥɟɧɢɯ» ɬɪɟɧɞɿɜ: ɫɩɨɠɢɜɚɱɿ ɜɫɟ ɛɿɥьɲɟ ɰɿɧɭɸɬь 
ɥɨɤɚɥьɧɿ ɩɪɨɞɭɤɬɢ, ɳɨ ɜɢɪɨɛɥɹɸɬьɫɹ ɩɨɛɥɢɡɭ, ɿ ɩɪɨɞɭɤɬɢ ɡ «ɱɢɫɬɢɦɢ» ɟɬɢɤɟɬɤɚɦɢ (ɛɟɡ 
ɲɬɭɱɧɢɯ ɞɨɛɚɜɨɤ, ȽɆɈ). Ɂɪɨɫɬɚє ɩɨɩɢɬ ɧɚ ɟɤɨɥɨɝɿɱɧɨ ɫɬɿɣɤɿ ɬɚ ɟɬɢɱɧɿ ɩɪɨɞɭɤɬɢ, ɳɨ 
ɡɦɭɲɭє ɩɿɞɩɪɢєɦɫɬɜɚ ɩɟɪɟɝɥɹɞɚɬɢ ɫɜɨʀ ɥɚɧɰɸɝɢ ɩɨɫɬɚɜɨɤ ɬɚ ɦɟɬɨɞɢ ɜɢɪɨɛɧɢɰɬɜɚ;  ɩɟɪɫɨɧɚɥɿɡɚɰɿɹ ɬɚ ɞɿєɬɢɱɧɿ ɩɨɬɪɟɛɢ: ɡɪɨɫɬɚє ɭɜɚɝɚ ɞɨ ɿɧɞɢɜɿɞɭɚɥьɧɢɯ 
ɞɿєɬɢɱɧɢɯ ɩɨɬɪɟɛ (ɛɟɡɝɥɸɬɟɧɨɜɿ, ɛɟɡɥɚɤɬɨɡɧɿ, ɜɟɝɚɧɫьɤɿ ɩɪɨɞɭɤɬɢ) ɬɚ ɛɚɠɚɧɧɹ 
ɫɩɨɠɢɜɚɱɿɜ ɨɬɪɢɦɭɜɚɬɢ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ ɩɪɨɩɨɡɢɰɿʀ. Ɍɟɯɧɨɥɨɝɿʀ, ɬɚɤɿ ɹɤ ɲɬɭɱɧɢɣ 
ɿɧɬɟɥɟɤɬ ɬɚ ɚɧɚɥɿɡ ɞɚɧɢɯ, ɞɨɩɨɦɚɝɚɸɬь ɪɢɬɟɣɥɟɪɚɦ ɤɪɚɳɟ ɪɨɡɭɦɿɬɢ ɭɩɨɞɨɛɚɧɧɹ ɤɥɿєɧɬɿɜ;  ɮɨɤɭɫ ɧɚ ɡɪɭɱɧɨɫɬɿ ɬɚ ɝɨɬɨɜɿɣ ʀɠɿ: ɫɭɱɚɫɧɢɣ ɫɩɨɫɿɛ ɠɢɬɬɹ ɞɢɤɬɭє ɩɨɩɢɬ ɧɚ 
ɡɪɭɱɧɿ ɪɿɲɟɧɧɹ, ɬɚɤɿ ɹɤ ɝɨɬɨɜɿ ɫɬɪɚɜɢ, ɧɚɩɿɜɮɚɛɪɢɤɚɬɢ, ɩɨɪɰɿɣɧɿ ɭɩɚɤɨɜɤɢ ɬɚ ɩɨɫɥɭɝɢ 
ɞɨɫɬɚɜɤɢ ʀɠɿ. Ɋɢɬɟɣɥɟɪɢ ɪɨɡɲɢɪɸɸɬь ɚɫɨɪɬɢɦɟɧɬ ɤɭɥɿɧɚɪɿʀ ɬɚ ɫɬɜɨɪɸɸɬь ɩɚɪɬɧɟɪɫɬɜɚ ɡ 
ɩɥɚɬɮɨɪɦɚɦɢ ɞɨɫɬɚɜɤɢ (GХШЯШ, BШХt FШШН, RШМФОt ɬɨɳɨ);  ɜɢɤɨɪɢɫɬɚɧɧɹ ɬɟɯɧɨɥɨɝɿɣ ɞɥɹ ɨɩɬɢɦɿɡɚɰɿʀ: ɜɿɞ ɭɩɪɚɜɥɿɧɧɹ ɡɚɩɚɫɚɦɢ ɬɚ 
ɥɨɝɿɫɬɢɤɢ ɞɨ ɦɚɪɤɟɬɢɧɝɭ ɬɚ ɜɡɚєɦɨɞɿʀ ɡ ɤɥɿєɧɬɚɦɢ, ɬɟɯɧɨɥɨɝɿʀ ɜɿɞɿɝɪɚɸɬь ɤɥɸɱɨɜɭ ɪɨɥь. 
Ⱥɧɚɥɿɬɢɤɚ ɞɚɧɢɯ ɞɨɩɨɦɚɝɚє ɩɪɨɝɧɨɡɭɜɚɬɢ ɩɨɩɢɬ, ɨɩɬɢɦɿɡɭɜɚɬɢ ɰɿɧɨɭɬɜɨɪɟɧɧɹ ɬɚ 
ɩɨɤɪɚɳɭɜɚɬɢ ɫɩɨɠɢɜɱɢɣ ɞɨɫɜɿɞ. 

Ɍɚɤɿ ɬɟɧɞɟɧɰɿʀ ɫɜɿɞɱɚɬь ɩɪɨ ɬɪɚɧɫɮɨɪɦɚɰɿɸ ɪɢɧɤɭ ɩɪɨɞɭɤɬɿɜ ɯɚɪɱɭɜɚɧɧɹ, ɞɟ 
ɭɫɩɿɯ ɜɢɡɧɚɱɚєɬьɫɹ ɚɞɚɩɬɢɜɧɿɫɬɸ, ɿɧɧɨɜɚɰɿɹɦɢ ɬɚ ɝɥɢɛɨɤɢɦ ɪɨɡɭɦɿɧɧɹɦ ɩɨɬɪɟɛ 
ɫɭɱɚɫɧɨɝɨ ɫɩɨɠɢɜɚɱɚ. ɐɟ ɫɩɪɢɹɥɨ ɩɨɹɜɿ ɧɨɜɢɯ ɮɨɪɦɚɬɿɜ ɿ ɤɚɧɚɥɿɜ ɡɛɭɬɭ, ɚ ɬɚɤɨɠ 
ɩɪɢɧɰɢɩɨɜɨ ɧɨɜɢɯ ɩɿɞɯɨɞɿɜ ɞɨ ɨɪɝɚɧɿɡɚɰɿʀ ɩɨɫɬɚɱɚɧɧɹ ɯɚɪɱɨɜɢɯ ɬɨɜɚɪɿɜ ɤɿɧɰɟɜɨɦɭ 
ɫɩɨɠɢɜɚɱɟɜɿ. Ɍɨɦɭ ɦɢ ɩɪɨɩɨɧɭєɦɨ ɤɥɚɫɢɮɿɤɚɰɿɸ ɤɚɧɚɥɿɜ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ, ɜ 
ɨɫɧɨɜɿ ɹɤɨʀ ɩɨɤɥɚɞɟɧɨ ɩɪɢɧɰɢɩ ɜɡɚєɦɨɞɿʀ ɡɿ ɫɩɨɠɢɜɚɱɟɦ, ɦɿɫɰɟ ɫɩɨɠɢɜɚɧɧɹ ɯɚɪɱɨɜɢɯ 
ɩɪɨɞɭɤɬɿɜ ɬɚ ɮɨɪɦɚɬɢ ɪɟɚɥɿɡɚɰɿʀ, ɡɨɛɪɚɠɟɧɨ ɧɚ ɪɢɫ. 1.  
 

 

Ɋɢɫɭɧɨɤ 1 – Ʉɥɚɫɢɮɿɤɚɰɿɹ ɤɚɧɚɥɿɜ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ 
Ⱦɠɟɪɟɥɨ: ɪɨɡɪɨɛɥɟɧɨ ɚɜɬɨɪɚɦɢ 

 
Ɂɚ ɮɨɪɦɚɬɨɦ ɪɟɚɥɿɡɚɰɿʀ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɦɨɠɧɚ ɜɢɞɿɥɢɬɢ ɬɪɚɞɢɰɿɣɧɿ ɤɚɧɚɥɢ ɬɚ 

ɫɭɱɚɫɧɿ ɤɚɧɚɥɢ. Ɍɪɚɞɢɰɿɣɧɿ ɤɚɧɚɥɢ ɡɛɭɬɭ – ɰɟ ɫɩɨɫɨɛɢ ɞɨɜɟɞɟɧɧɹ ɬɨɜɚɪɭ ɜɿɞ ɜɢɪɨɛɧɢɤɚ 
ɞɨ ɤɿɧɰɟɜɨɝɨ ɫɩɨɠɢɜɚɱɚ, ɹɤɿ ɛɚɡɭɸɬьɫɹ ɧɚ ɮɿɡɢɱɧɢɯ (ɨɮɥɚɣɧ) ɮɨɪɦɚɯ ɪɟɚɥɿɡɚɰɿʀ ɬɚ 
ɩɟɪɟɜɿɪɟɧɢɯ ɤɨɦɟɪɰɿɣɧɢɯ ɦɨɞɟɥɹɯ. Ⱦɨ ɧɢɯ ɜɿɞɧɨɫɹɬьɫɹ: ɪɨɡɞɪɿɛɧɿ ɦɚɝɚɡɢɧɢ 
(ɫɭɩɟɪɦɚɪɤɟɬɢ, ɝɿɩɟɪɦɚɪɤɟɬɢ, ɦɚɝɚɡɢɧɢ ɛɿɥɹ ɞɨɦɭ); ɪɢɧɤɢ, ɹɪɦɚɪɤɢ, ɮɟɪɦɟɪɫьɤɿ ɬɨɱɤɢ 
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ɡɛɭɬɭ; ɫɩɟɰɿɚɥɿɡɨɜɚɧɿ ɦɚɝɚɡɢɧɢ (ɨɪɝɚɧɿɱɧɿ ɩɪɨɞɭɤɬɢ, ɞɟɥɿɤɚɬɟɫɢ). ɋɭɱɚɫɧɿ ɤɚɧɚɥɢ ɡɛɭɬɭ – 
ɰɟ ɫɩɨɫɨɛɢ ɞɨɜɟɞɟɧɧɹ ɬɨɜɚɪɭ ɚɛɨ ɩɨɫɥɭɝɢ ɞɨ ɤɿɧɰɟɜɨɝɨ ɫɩɨɠɢɜɚɱɚ, ɹɤɿ ɛɚɡɭɸɬьɫɹ ɧɚ 
ɰɢɮɪɨɜɢɯ ɬɟɯɧɨɥɨɝɿɹɯ, ɨɦɧɿɤɚɧɚɥьɧɢɯ ɫɬɪɚɬɟɝɿɹɯ ɬɚ ɿɧɧɨɜɚɰɿɣɧɢɯ ɮɨɪɦɚɬɚɯ ɜɡɚєɦɨɞɿʀ ɡ 
ɤɥɿєɧɬɨɦ. ȼɨɧɢ ɩɨєɞɧɭɸɬь ɨɧɥɚɣɧ- ɿ ɨɮɥɚɣɧ-ɿɧɫɬɪɭɦɟɧɬɢ, ɞɨɡɜɨɥɹɸɱɢ ɡɚɛɟɡɩɟɱɢɬɢ 
ɲɜɢɞɤɢɣ ɞɨɫɬɭɩ ɞɨ ɩɪɨɞɭɤɰɿʀ, ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɣ ɫɟɪɜɿɫ ɿ ɝɥɨɛɚɥьɧɟ ɨɯɨɩɥɟɧɧɹ 
ɚɭɞɢɬɨɪɿʀ. Ⱦɨ ɫɭɱɚɫɧɢɯ ɤɚɧɚɥɿɜ ɜɿɞɧɨɫɹɬьɫɹ: ɨɧɥɚɣɧ-ɦɚɝɚɡɢɧɢ ɜɢɪɨɛɧɢɤɿɜ; ɨɧɥɚɣɧ-
ɦɚɪɤɟɬɩɥɟɣɫɢ (Prom, Rozetka, Amazon); ɚɝɪɟɝɚɬɨɪɢ ɞɨɫɬɚɜɤɢ ʀɠɿ (Glovo, Uber Eats); 
ɦɨɞɟɥɿ ɩɿɞɩɢɫɤɢ (subscription boxes – ɮɟɪɦɟɪɫьɤɿ ɤɨɲɢɤɢ, ready-to-cook ɧɚɛɨɪɢ); 
vending-ɦɚɲɢɧɢ ɡ ɝɨɬɨɜɢɦɢ ɚɛɨ ɧɚɩɿɜɝɨɬɨɜɢɦɢ ɫɬɪɚɜɚɦɢ. 

Ɇɿɫɰɟ ɫɩɨɠɢɜɚɧɧɹ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ – ɰɟ ɩɪɨɫɬɨɪɨɜɨ-ɱɚɫɨɜɢɣ ɤɨɧɬɟɤɫɬ, ɭ 
ɹɤɨɦɭ ɜɿɞɛɭɜɚєɬьɫɹ ɩɪɨɰɟɫ ɩɪɢɣɨɦɭ ʀɠɿ, ɡɭɦɨɜɥɟɧɢɣ ɤɭɥьɬɭɪɧɢɦɢ, ɫɨɰɿɚɥьɧɢɦɢ, 
ɟɤɨɧɨɦɿɱɧɢɦɢ ɬɚ ɿɧɞɢɜɿɞɭɚɥьɧɢɦɢ ɮɚɤɬɨɪɚɦɢ. ȼɨɧɨ ɜɢɡɧɚɱɚє ɮɨɪɦɚɬ ɨɛɫɥɭɝɨɜɭɜɚɧɧɹ, 
ɤɚɧɚɥɢ ɡɛɭɬɭ, ɜɢɦɨɝɢ ɞɨ ɩɚɤɨɜɚɧɧɹ ɬɚ ɫɟɪɜɿɫɭ, ɜɩɥɢɜɚɸɱɢ ɧɚ ɦɚɪɤɟɬɢɧɝɨɜɿ ɫɬɪɚɬɟɝɿʀ 
ɩɿɞɩɪɢєɦɫɬɜ ɯɚɪɱɨɜɨʀ ɝɚɥɭɡɿ. Ⱦɥɹ ɫɩɨɠɢɜɚɧɧɹ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɜɞɨɦɚ: ɬɪɚɞɢɰɿɣɧɚ 
ɪɨɡɞɪɿɛɧɚ ɬɨɪɝɿɜɥɹ, ɨɧɥɚɣɧ-ɞɨɫɬɚɜɤɚ ɩɪɨɞɭɤɬɿɜ; ɞɥɹ ɫɩɨɠɢɜɚɧɧɹ ɩɨɡɚ ɞɨɦɨɦ: HoReCa 
(ɪɟɫɬɨɪɚɧɢ, ɤɚɮɟ, ɛɚɪɢ), street-food, ɤɟɣɬɟɪɢɧɝ; ɝɿɛɪɢɞɧɿ ɮɨɪɦɚɬɢ: takeaway, dark kitchen. 

ɉɪɢɧɰɢɩ ɜɡɚєɦɨɞɿʀ ɡɿ ɫɩɨɠɢɜɚɱɟɦ ɩɪɢ ɡɛɭɬɿ ɩɪɨɞɭɤɰɿʀ – ɰɟ ɤɨɧɰɟɩɬɭɚɥьɧɚ ɨɫɧɨɜɚ 
ɨɪɝɚɧɿɡɚɰɿʀ ɩɪɨɰɟɫɭ ɩɪɨɞɚɠɭ, ɳɨ ɩɟɪɟɞɛɚɱɚє ɜɫɬɚɧɨɜɥɟɧɧɹ ɬɚ ɩɿɞɬɪɢɦɚɧɧɹ 
ɞɨɜɝɨɫɬɪɨɤɨɜɢɯ, ɜɡɚєɦɨɜɢɝɿɞɧɢɯ ɜɿɞɧɨɫɢɧ ɦɿɠ ɜɢɪɨɛɧɢɤɨɦ (ɩɪɨɞɚɜɰɟɦ) ɿ ɤɿɧɰɟɜɢɦ 
ɫɩɨɠɢɜɚɱɟɦ. ȼɿɧ ʉɪɭɧɬɭєɬьɫɹ ɧɚ ɪɨɡɭɦɿɧɧɿ ɩɨɬɪɟɛ, ɮɨɪɦɭɜɚɧɧɿ ɞɨɜɿɪɢ, ɡɚɛɟɡɩɟɱɟɧɧɿ 
ɩɪɨɡɨɪɨɫɬɿ ɿɧɮɨɪɦɚɰɿʀ ɬɚ ɚɞɚɩɬɚɰɿʀ ɬɨɜɚɪɧɨʀ ɩɪɨɩɨɡɢɰɿʀ ɞɨ ɨɱɿɤɭɜɚɧь ɤɥɿєɧɬɚ, ɡ ɦɟɬɨɸ 
ɩɿɞɜɢɳɟɧɧɹ ɥɨɹɥьɧɨɫɬɿ ɬɚ ɩɨɜɬɨɪɧɢɯ ɩɪɨɞɚɠɿɜ. Ɂɚ ɩɪɢɧɰɢɩɨɦ ɜɡɚєɦɨɞɿʀ ɡɿ ɫɩɨɠɢɜɚɱɟɦ 
ɦɨɠɧɚ ɜɢɞɿɥɢɬɢ ɨɦɧɿɤɚɧɚɥьɧɢɣ ɮɨɪɦɚɬ (ɿɧɬɟɝɪɚɰɿɹ ɨɧɥɚɣɧ- ɬɚ ɨɮɥɚɣɧ-ɤɚɧɚɥɿɜ 
(ɧɚɩɪɢɤɥɚɞ, click & collect); Direct-to-Consumer (D2C): ɜɢɪɨɛɧɢɤ ɧɚɩɪɹɦɭ ɩɪɨɞɚє 
ɫɩɨɠɢɜɚɱɭ, ɦɿɧɿɦɿɡɭɸɱɢ ɩɨɫɟɪɟɞɧɢɤɿɜ; Community Supported Agriculture (CSA): 
ɫɩɨɠɢɜɚɱ ɩɿɞɬɪɢɦɭє ɥɨɤɚɥьɧɨɝɨ ɜɢɪɨɛɧɢɤɚ ɱɟɪɟɡ ɩɟɪɟɞɩɥɚɬɭ. 

ɇɚ ɨɫɧɨɜɿ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɞɨɫɥɿɞɠɟɧь ɤɨɦɩɚɧɿʀ «Kantar Panel Ukraine» 
ɜɫɬɚɧɨɜɥɟɧɨ, ɳɨ ɧɚ ɩɨɱɚɬɤɭ 2020 ɪɨɤɭ ɩɚɧɞɟɦɿɹ CЇVID-19 ɜɢɤɥɢɤɚɥɚ ɡɦɿɧɭ ɫɩɨɠɢɜɱɢɯ 
ɡɜɢɱɨɤ ɿ ɡɛɿɥьɲɟɧɧɹ ɩɨɩɢɬɭ ɧɚ ɯɚɪɱɨɜɿ ɩɪɨɞɭɤɬɢ ɜ ɨɧɥɚɣɧ-ɮɨɪɦɚɬɿ (ɪɢɫ. 2, ɪɢɫ. 3) [5]. 

 

 

Ɋɢɫɭɧɨɤ 2 – Ɋɨɡɩɨɞɿɥ ɪɟɫɩɨɧɞɟɧɬɿɜ ɡɚ 
ɮɨɪɦɚɦɢ ɤɭɩɿɜɥɿ ɬɨɜɚɪɿɜ ɭ 2023 ɪ., % 

Ɋɢɫɭɧɨɤ 3 – ɋɟɪɟɞɧɿɣ ɱɟɤ ɩɪɢ ɤɭɩɿɜɥɿ 
ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɭ 2023 ɪ., ɝɪɧ 
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ɉɿɫɥɹ ɩɚɧɞɟɦɿʀ COVID-19 ɫɩɨɫɬɟɪɿɝɚєɬьɫɹ ɡɪɨɫɬɚɧɧɹ ɱɚɫɬɤɢ ɫɩɨɠɢɜɚɱɿɜ, ɹɤɿ 
ɜɿɞɞɚɸɬь ɩɟɪɟɜɚɝɭ ɨɧɥɚɣɧ-ɤɚɧɚɥɚɦ ɩɪɢɞɛɚɧɧɹ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ, ɳɨ ɡɭɦɨɜɥɟɧɨ 
ɡɪɭɱɧɿɫɬɸ, ɛɟɡɩɟɱɧɿɫɬɸ ɬɚ ɲɜɢɞɤɿɫɬɸ ɫɟɪɜɿɫɭ. Ɇɨɥɨɞь ɞɟɦɨɧɫɬɪɭє ɩɿɞɜɢɳɟɧɭ 
ɚɤɬɢɜɧɿɫɬь ɭ ɰɢɮɪɨɜɨɦɭ ɫɟɪɟɞɨɜɢɳɿ, ɨɪɿєɧɬɭɸɱɢɫь ɧɚ ɪɟɤɨɦɟɧɞɚɰɿʀ ɡ ɛɥɨɝɿɜ ɬɚ 
ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠ, ɳɨ ɮɨɪɦɭє ɧɨɜɿ ɦɨɞɟɥɿ ɫɩɨɠɢɜɱɨʀ ɩɨɜɟɞɿɧɤɢ ɬɚ ɜɩɥɢɜɚє ɧɚ 
ɦɚɪɤɟɬɢɧɝɨɜɿ ɫɬɪɚɬɟɝɿʀ (ɪɢɫ. 4). 

 

 
Ɋɢɫɭɧɨɤ 4 – Ɋɨɡɩɨɞɿɥ ɪɟɫɩɨɧɞɟɧɬɿɜ ɡɚ ɜɿɤɨɦ, ɹɤɿ ɤɭɩɭɸɬь ɯɚɪɱɨɜɿ ɩɪɨɞɭɤɬɢ ɜ ɨɧɥɚɣɧ-

ɦɚɝɚɡɢɧɚɯ ɬɚ ɜ ɬɪɚɞɢɰɿɣɧɢɯ ɦɚɝɚɡɢɧɚɯ, % 
Ⱦɠɟɪɟɥɨ: Д5Ж 

ɉɪɨɜɟɞɟɧɨ ɩɨɪɿɜɧɹɧɧɹ ɨɧɥɚɣɧ- ɿ ɨɮɥɚɣɧ-ɮɨɪɦɚɬɿɜ ɩɪɨɞɚɠɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɡ 
ɦɟɬɨɸ ɜɢɹɜɥɟɧɧɹ ɦɨɠɥɢɜɨɫɬɟɣ ɿɧɬɟɝɪɚɰɿʀ ɜ єɞɢɧɭ ɡɛɭɬɨɜɭ ɫɬɪɚɬɟɝɿɸ (ɬɚɛɥ. 1). 

 
Ɍɚɛɥɢɰɹ 1   ɉɨɪɿɜɧɹɧɧɹ ɡɛɭɬɨɜɢɯ ɩɿɞɯɨɞɿɜ ɧɚ ɨɧɥɚɣɧ-ɪɢɧɤɭ (ɿɧɬɟɪɧɟɬ-ɬɨɪɝɿɜɥɹ) 

ɬɚ ɨɮɥɚɣɧ-ɪɢɧɤɭ (ɬɪɚɞɢɰɿɣɧɚ ɪɨɡɞɪɿɛɧɚ ɬɨɪɝɿɜɥɹ) ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ 
Ʉɪɢɬɟɪɿɣ Ɉɧɥɚɣɧ-ɪɢɧɨɤ Ɉɮɥɚɣɧ-ɪɢɧɨɤ 

Ɏɨɪɦɚɬ ɪɟɚɥɿɡɚɰɿʀ 
ɉɥɚɬɮɨɪɦɢ ɟɥɟɤɬɪɨɧɧɨʀ ɬɨɪɝɿɜɥɿ, 
ɨɧɥɚɣɧ-ɦɚɝɚɡɢɧɢ ɜɢɪɨɛɧɢɤɿɜ, 
ɦɚɪɤɟɬɩɥɟɣɫɢ 

ɉɪɨɞɭɤɬɨɜɿ ɦɚɝɚɡɢɧɢ, 
ɫɭɩɟɪɦɚɪɤɟɬɢ, ɮɟɪɦɟɪɫьɤɿ ɪɢɧɤɢ 

Ⱦɨɫɜɿɞ ɫɩɨɠɢɜɚɱɚ 
ȼɿɡɭɚɥьɧɢɣ ɬɚ ɬɟɤɫɬɨɜɢɣ ɨɩɢɫ, 
ɮɨɬɨ/ɜɿɞɟɨ, ɜɿɞɝɭɤɢ; ɨɛɦɟɠɟɧɚ 
ɦɨɠɥɢɜɿɫɬь ɨɰɿɧɢɬɢ ɚɪɨɦɚɬ, ɫɦɚɤ 

Ɇɨɠɥɢɜɿɫɬь ɨɫɨɛɢɫɬɨ ɨɰɿɧɢɬɢ 
ɬɨɜɚɪ (ɫɦɚɤ, ɡɚɩɚɯ, ɜɢɝɥɹɞ) ɩɟɪɟɞ 
ɤɭɩɿɜɥɟɸ 

Ⱥɫɨɪɬɢɦɟɧɬ ɿ 
ɞɨɫɬɭɩɧɿɫɬь 

ɒɢɪɨɤɢɣ ɜɢɛɿɪ, ɜɤɥɸɱɧɨ ɡ 
ɧɿɲɟɜɢɦɢ ɬɚ ɿɦɩɨɪɬɧɢɦɢ 
ɩɪɨɞɭɤɬɚɦɢ, ɲɜɢɞɤɢɣ ɩɨɲɭɤ 

Ɉɛɦɟɠɟɧɢɣ ɪɟɝɿɨɧɚɥьɧɢɦ 
ɩɨɫɬɚɱɚɧɧɹɦ ɬɚ ɩɥɨɳɚɦɢ ɬɨɪɝɿɜɥɿ 

Ʌɨɝɿɫɬɢɤɚ 
Ʉɭɪ’єɪɫьɤɚ ɞɨɫɬɚɜɤɚ, ɩɨɲɬɚ, ɿɧɨɞɿ – 
ɡɚɦɨɪɨɠɟɧɿ ɚɛɨ ɨɯɨɥɨɞɠɟɧɿ 
ɥɚɧɰɸɝɢ ɩɨɫɬɚɱɚɧɧɹ  

ɋɩɨɠɢɜɚɱ ɫɚɦɨɫɬɿɣɧɨ ɡɚɛɢɪɚє 
ɬɨɜɚɪ, ɡɛɟɪɿɝɚɸɱɢ ɣɨɝɨ ɫɜɿɠɿɫɬь 

Ɇɚɪɤɟɬɢɧɝɨɜɿ 
ɿɧɫɬɪɭɦɟɧɬɢ 

Ⱥɥɝɨɪɢɬɦɢ ɩɟɪɫɨɧɚɥɿɡɚɰɿʀ, 
ɪɟɤɨɦɟɧɞɚɰɿʀ, ɛɥɨɝɟɪɢ-
ɮɭɞɿɧɮɥɸɟɧɫɟɪɢ, ɫɨɰɿɚɥьɧɿ ɦɟɪɟɠɿ 

Ɍɪɚɞɢɰɿɣɧɚ ɪɟɤɥɚɦɚ, ɞɟɝɭɫɬɚɰɿʀ, 
ɜɿɬɪɢɧɢ, ɚɤɰɿɣɧɿ ɩɪɨɩɨɡɢɰɿʀ 

Ʌɨɹɥьɧɿɫɬь 
ɫɩɨɠɢɜɚɱɿɜ 

ɉɪɨɝɪɚɦɢ ɥɨɹɥьɧɨɫɬɿ ɱɟɪɟɡ ɦɨɛɿɥьɧɿ 
ɞɨɞɚɬɤɢ, ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ ɡɧɢɠɤɢ 

Ʉɚɪɬɤɢ ɥɨɹɥьɧɨɫɬɿ, ɡɧɢɠɤɢ ɭ 
ɤɨɧɤɪɟɬɧɢɯ ɦɚɝɚɡɢɧɚɯ 

Ɉɛɦɟɠɟɧɧɹ 
Ɋɢɡɢɤ ɧɟɜɿɞɩɨɜɿɞɧɨɫɬɿ ɹɤɨɫɬɿ 
ɨɱɿɤɭɜɚɧɧɹɦ; ɨɛɦɟɠɟɧɧɹ 
ɩɪɨɞɭɤɬɚɦɢ, ɹɤɿ ɲɜɢɞɤɨ ɩɫɭɸɬьɫɹ 

Ɇɟɧɲɢɣ ɚɫɨɪɬɢɦɟɧɬ ɟɤɡɨɬɢɱɧɢɯ 
ɬɚ ɭɧɿɤɚɥьɧɢɯ ɬɨɜɚɪɿɜ, ɡɚɥɟɠɧɿɫɬь 
ɜɿɞ ɱɚɫɭ ɪɨɛɨɬɢ ɦɚɝɚɡɢɧɭ 

Ⱦɠɟɪɟɥɨ: ɫɤɥɚɞɟɧɨ ɚɜɬɨɪɚɦɢ 
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ɇɢɠɱɟ ɧɚɜɟɞɟɧɨ ɞɟɬɚɥьɧɢɣ ɚɧɚɥɿɡ ɡɚ ɤɥɸɱɨɜɢɦɢ ɤɪɢɬɟɪɿɹɦɢ (ɬɚɛɥ. 2): 
 

Ɍɚɛɥɢɰɹ 2 –  Ʉɪɢɬɟɪɿʀ ɩɨɪɿɜɧɹɧɧɹ ɩɿɞɯɨɞɿɜ ɞɨ ɡɛɭɬɭ ɧɚ ɦɚɪɤɟɬɩɥɟɣɫɿ ɬɚ ɿɧɬɟɪɧɟɬ-
ɦɚɝɚɡɢɧɿ 

ɉɚɪɚɦɟɬɪ Ɇɚɪɤɟɬɩɥɟɣɫ ȱɧɬɟɪɧɟɬ-ɦɚɝɚɡɢɧ 
Ȼɿɡɧɟɫ-ɦɨɞɟɥь ɬɚ ɫɬɪɚɬɟɝɿɹ ɡɛɭɬɭ 

ɋɭɬь ɦɨɞɟɥɿ 
Ⱥɝɝɪɟɝɚɰɿɹ ɬɨɜɚɪɿɜ ɛɚɝɚɬьɨɯ 
ɩɪɨɞɚɜɰɿɜ ɧɚ ɨɞɧɿɣ ɨɧɥɚɣɧ-
ɩɥɚɬɮɨɪɦɿ 

ȱɧɞɢɜɿɞɭɚɥьɧɢɣ ɨɧɥɚɣɧ-ɦɚɝɚɡɢɧ 
ɨɞɧɨɝɨ ɛɪɟɧɞɭ ɱɢ ɤɨɦɩɚɧɿʀ 

Ɋɨɥь ɩɪɨɞɚɜɰɹ 
Ɉɞɢɧ ɿɡ ɛɚɝɚɬьɨɯ – ɤɨɧɤɭɪɟɧɰɿɹ ɦɿɠ 
ɩɪɨɞɚɜɰɹɦɢ ɡɚ ɭɜɚɝɭ ɩɨɤɭɩɰɹ 

ɉɨɜɧɨɰɿɧɧɢɣ ɜɥɚɫɧɢɤ ɭɫɿєʀ 
ɜɨɪɨɧɤɢ ɩɪɨɞɚɠɿɜ 

Ɇɨɞɟɥь ɞɨɯɨɞɭ 
Ʉɨɦɿɫɿɣɧɚ (ɡ ɩɪɨɞɚɠɭ), ɪɟɤɥɚɦɚ, 
ɩɿɞɩɢɫɤɚ 

Ɇɚɪɠɚ ɡ ɩɪɨɞɚɠɿɜ, ɿɧɨɞɿ 
ɩɿɞɩɢɫɤɢ ɚɛɨ ɿɧɮɨɩɪɨɞɭɤɬɢ 

ɐɿɥɿ 
Ɇɚɫɨɜɢɣ ɨɛɫɹɝ ɩɪɨɞɚɠɿɜ, ɲɢɪɨɤɚ 
ɩɪɨɩɨɡɢɰɿɹ 

Ɏɨɪɦɭɜɚɧɧɹ ɥɨɹɥьɧɨɫɬɿ, 
ɩɿɞɜɢɳɟɧɧɹ ɜɩɿɡɧɚɜɚɧɨɫɬɿ 
ɛɪɟɧɞɭ, ɤɨɧɬɪɨɥь ɦɚɪɠɿ 

Ʉɨɧɬɪɨɥь ɧɚɞ ɛɿɡɧɟɫ-ɩɪɨɰɟɫɚɦɢ 

Ʉɨɧɬɪɨɥь ɧɚɞ UX/UI 
Ɉɛɦɟɠɟɧɢɣ ɫɬɚɧɞɚɪɬɢɡɨɜɚɧɢɣ 
ɿɧɬɟɪɮɟɣɫ 

ɉɨɜɧɢɣ ɤɨɧɬɪɨɥь ɧɚɞ ɞɢɡɚɣɧɨɦ 
ɿ ɥɨɝɿɤɨɸ ɜɡɚєɦɨɞɿʀ 

ɐɿɧɨɭɬɜɨɪɟɧɧɹ 
ɑɚɫɬɨ ɬɢɫɤ ɡ ɛɨɤɭ ɪɢɧɤɭ ɿ 
ɤɨɧɤɭɪɟɧɬɿɜ 

Ƚɧɭɱɤɿɫɬь: ɦɨɠɧɚ ɬɟɫɬɭɜɚɬɢ 
ɩɪɟɦɿɚɥьɧɿ ɰɿɧɢ, ɡɧɢɠɤɢ, ɚɤɰɿʀ 

Ʉɥɿєɧɬɫьɤɚ ɛɚɡɚ 
ɇɚɥɟɠɢɬь ɦɚɪɤɟɬɩɥɟɣɫɭ – ɨɛɦɟɠɟɧɟ 
ɫɩɿɥɤɭɜɚɧɧɹ ɡ ɩɨɤɭɩɰɟɦ 

ɉɨɜɧɢɣ ɞɨɫɬɭɩ ɞɨ ɤɥɿєɧɬɫьɤɨʀ 
ɛɚɡɢ, ɦɨɠɥɢɜɿɫɬь ɜɢɤɨɪɢɫɬɚɧɧɹ 
ɫɬɪɚɬɟɝɿʀ ɭɬɪɢɦɚɧɧɹ ɤɥɿєɧɬɿɜ 

Ⱥɧɚɥɿɬɢɤɚ ɑɚɫɬɤɨɜɚ, ɚɝɪɟɝɨɜɚɧɚ ɚɧɚɥɿɬɢɤɚ 
ɉɨɜɧɚ ɜɥɚɫɧɚ ɚɧɚɥɿɬɢɤɚ 
ɩɨɜɟɞɿɧɤɢ ɩɨɤɭɩɰɹ, ɜɨɪɨɧɤɢ 
ɩɪɨɞɚɠɿɜ, ROI 

Ɇɚɪɤɟɬɢɧɝ ɿ ɩɪɨɫɭɜɚɧɧɹ 

Ɂɚɥɭɱɟɧɧɹ ɬɪɚɮɿɤɭ 
Ɇɚɪɤɟɬɩɥɟɣɫ ɝɟɧɟɪɭє ɬɪɚɮɿɤ ɡɚ 
ɪɚɯɭɧɨɤ ɜɥɚɫɧɨɝɨ ɛɪɟɧɞɭ 

ɉɪɨɞɚɜɟɰь ɫɚɦɨɫɬɿɣɧɨ ɿɧɜɟɫɬɭє 
ɜ SEO, ɪɟɤɥɚɦɭ, ɫɨɰɿɚɥьɧɿ 
ɦɟɪɟɠɿ 

ɉɪɨɫɭɜɚɧɧɹ ɬɨɜɚɪɭ 
Ɇɨɠɥɢɜɿɫɬь ɜɧɭɬɪɿɲɧьɨʀ ɪɟɤɥɚɦɢ, 
ɚɥɟ ɜɢɫɨɤɚ ɤɨɧɤɭɪɟɧɰɿɹ 

ɉɨɜɧɚ ɝɧɭɱɤɿɫɬь – ɬɚɪɝɟɬɢɧɝ, 
ɪɟɦɚɪɤɟɬɢɧɝ, ɨɦɧɿɤɚɧɚɥьɧɿɫɬь 

Ȼɪɟɧɞɢɧɝ ɋɥɚɛɤɨ ɜɢɪɚɠɟɧɢɣ, ɱɚɫɬɨ 
ɤɨɪɢɫɬɭɜɚɱ ɧɟ ɩɨɦɿɱɚє ɩɪɨɞɚɜɰɹ 

Ɇɨɠɧɚ ɛɭɞɭɜɚɬɢ ɫɬɪɚɬɟɝɿɸ 
ɛɪɟɧɞɭ ɿ ɞɢɮɟɪɟɧɰɿɸɜɚɬɢɫɹ 

ȼɩɥɢɜ ɧɚ ɞɨɜɿɪɭ 
ȼɢɫɨɤɢɣ ɪɿɜɟɧь ɞɨɜɿɪɢ ɞɨ ɜɿɞɨɦɢɯ 
ɦɚɪɤɟɬɩɥɟɣɫɿɜ 

ɇɟɨɛɯɿɞɧɨ ɫɚɦɨɫɬɿɣɧɨ 
ɫɬɜɨɪɸɜɚɬɢ ɞɨɜɿɪɭ ɱɟɪɟɡ 
ɤɨɧɬɟɧɬ ɿ ɫɟɪɜɿɫ 

Ɉɩɟɪɚɰɿɣɧɚ ɞɿɹɥьɧɿɫɬь ɿ ɥɨɝɿɫɬɢɤɚ 

Ɏɭɥɮɿɥɦɟɧɬ 
ɑɚɫɬɨ ɦɚɪɤɟɬɩɥɟɣɫ ɧɚɞɚє ɩɨɫɥɭɝɢ 
ɫɤɥɚɞɭ, ɞɨɫɬɚɜɤɢ, ɨɛɪɨɛɥɟɧɧɹ 
ɡɚɦɨɜɥɟɧɧɹ 

ɉɪɨɞɚɜɟɰь ɨɪɝɚɧɿɡɨɜɭє 
ɥɨɝɿɫɬɢɤɭ ɫɚɦ ɚɛɨ ɱɟɪɟɡ 
ɫɬɨɪɨɧɧɿ ɫɟɪɜɿɫɢ 

Ɉɛɫɥɭɝɨɜɭɜɚɧɧɹ 
ɤɥɿєɧɬɿɜ 

ɑɚɫɬɨ ɱɚɫɬɤɨɜɨ ɰɟɧɬɪɚɥɿɡɨɜɚɧɨ ɉɪɨɞɚɜɟɰь ɧɟɫɟ ɩɨɜɧɭ 
ɜɿɞɩɨɜɿɞɚɥьɧɿɫɬь ɡɚ ɫɟɪɜɿɫ 

ɋɤɥɚɞɫьɤɿ ɡɚɩɚɫɢ 

Ɇɨɠɧɚ ɩɪɚɰɸɜɚɬɢ ɩɨ FBЇ 
(Fulfillment by Operator/Operator – 
ɦɚɪɤɟɬɩɥɟɣɫ) ɚɛɨ FBS (FЮХПТХХЦОЧt 
by Seller/Seller –  ɩɪɨɞɚɜɟɰь) 
 
 

ɉɨɜɧɢɣ ɤɨɧɬɪɨɥь ɚɛɨ 
ɞɪɨɩɲɢɩɿɧɝ 
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Ɏɿɧɚɧɫɨɜɿ ɚɫɩɟɤɬɢ 

Ʉɨɦɿɫɿʀ ȼɢɫɨɤɿ ɤɨɦɿɫɿʀ (ɞɨ 30% ɡ ɨɞɢɧɢɰɿ 
ɬɨɜɚɪɭ) 

ȼɿɞɫɭɬɧɿ ɫɬɨɪɨɧɧɿ ɤɨɦɿɫɿʀ, ɨɤɪɿɦ 
ɩɥɚɬɿɠɧɢɯ ɫɢɫɬɟɦ 

Ɉɩɟɪɚɰɿɣɧɿ ɜɢɬɪɚɬɢ 
ɇɢɠɱɿ ɧɚ ɫɬɚɪɬɿ, ɚɥɟ ɜɢɫɨɤɿ ɡɦɿɧɧɿ 
ɜɢɬɪɚɬɢ 

ȼɢɳɿ ɤɚɩɿɬɚɥьɧɿ ɜɢɬɪɚɬɢ, ɧɢɠɱɿ 
ɡɦɿɧɧɿ ɩɪɢ ɦɚɫɲɬɚɛɭɜɚɧɧɿ 

Ɋɟɧɬɚɛɟɥьɧɿɫɬь 
ɇɢɡьɤɢɣ ɱɢɫɬɢɣ ɩɪɢɛɭɬɨɤ, ɹɤɳɨ ɧɟ 
ɦɚɫɲɬɚɛɭɜɚɬɢ 

ȼɢɳɢɣ ɩɨɬɟɧɰɿɣɧɢɣ ɱɢɫɬɢɣ 
ɩɪɢɛɭɬɨɤ ɩɪɢ ɟɮɟɤɬɢɜɧɨɦɭ 
ɭɩɪɚɜɥɿɧɧɿ 

Ɇɚɫɲɬɚɛɭɜɚɧɧɹ ɿ ɪɨɡɜɢɬɨɤ 
ɒɜɢɞɤɿɫɬь ɡɚɩɭɫɤɭ 
ɫɚɣɬɭ 

ɒɜɢɞɤɢɣ ɫɬɚɪɬ, ɩɪɨɫɬɟ 
ɡɚɜɚɧɬɚɠɟɧɧɹ ɬɨɜɚɪɿɜ 

ɉɨɬɪɿɛɧɨ ɛɿɥьɲɟ ɱɚɫɭ ɧɚ 
ɪɨɡɪɨɛɥɟɧɧɹ ɿ ɡɚɩɭɫɤ  

Ɇɚɫɲɬɚɛɭɜɚɧɧɹ 
Ɉɛɦɟɠɟɧɟ ɤɨɧɤɭɪɟɧɰɿєɸ ɬɚ 
ɩɨɥɿɬɢɤɨɸ ɨɧɥɚɣɧ-ɩɥɚɬɮɨɪɦɢ 

Ƚɧɭɱɤɟ ɦɚɫɲɬɚɛɭɜɚɧɧɹ ɱɟɪɟɡ 
ɧɨɜɿ ɪɢɧɤɢ ɬɚ ɤɚɧɚɥɢ 

Ⱦɨɜɝɨɫɬɪɨɤɨɜɢɣ 
ɩɨɬɟɧɰɿɚɥ 

Ɉɛɦɟɠɟɧɢɣ ɪɨɡɜɢɬɨɤ ɛɟɡ ɜɥɚɫɧɨʀ 
ɨɧɥɚɣɧ-ɩɥɚɬɮɨɪɦɢ 

ɉɨɬɭɠɧɚ ɛɚɡɚ ɞɥɹ ɪɨɡɜɢɬɤɭ D2C 
(Direct-to-Consumer) 

Ⱦɠɟɪɟɥɨ: ɫɤɥɚɞɟɧɨ ɚɜɬɨɪɚɦɢ 
 
Ɉɮɥɚɣɧ-ɡɛɭɬ ɡɚɛɟɡɩɟɱɭє ɝɥɢɛɲɭ ɜɡɚєɦɨɞɿɸ ɡ ɩɪɨɞɭɤɬɨɦ ɿ ɛɪɟɧɞɨɦ, ɧɿɠ ɨɧɥɚɣɧ-

ɮɨɪɦɚɬ, ɿ ɱɚɫɬɨ ɜɟɞɟ ɞɨ ɜɢɳɨɝɨ ɫɟɪɟɞɧьɨɝɨ ɱɟɤɚ, ɚɥɟ ɦɚє ɜɢɫɨɤɭ ɡɚɥɟɠɧɿɫɬь ɜɿɞ 
ɦɿɫɰɟɪɨɡɬɚɲɭɜɚɧɧɹ, ɜɤɥɸɱɚє ɜɟɥɢɤɿ ɿɧɜɟɫɬɢɰɿʀ ɬɚ ɫɤɥɚɞɧɟ ɦɚɫɲɬɚɛɭɜɚɧɧɹ. Ɉɧɥɚɣɧ-ɡɛɭɬ 
– ɰɟ ɝɧɭɱɤɢɣ, ɦɚɫɲɬɚɛɨɜɚɧɢɣ ɤɚɧɚɥ ɡ ɲɢɪɨɤɢɦ ɨɯɨɩɥɟɧɧɹɦ, ɬɨɱɧɢɦ ɦɚɪɤɟɬɢɧɝɨɦ ɿ 
ɜɢɫɨɤɨɸ ɟɮɟɤɬɢɜɧɿɫɬɸ ɡɚ ɭɦɨɜɢ ɩɪɚɜɢɥьɧɨʀ ɨɪɝɚɧɿɡɚɰɿʀ ɥɨɝɿɫɬɢɤɢ. Ⱥɥɟ ɜɢɦɚɝɚє ɜɢɫɨɤɨʀ 
ɤɨɧɤɭɪɟɧɰɿʀ ɡɚ ɭɜɚɝɭ ɤɨɪɢɫɬɭɜɚɱɚ ɬɚ ɞɨɜɿɪɭ ɛɟɡ ɨɫɨɛɢɫɬɨɝɨ ɤɨɧɬɚɤɬɭ.  

Ɂ’ɹɫɨɜɚɧɨ, ɳɨ ɧɚɣɛɿɥьɲɢɣ ɨɛɫɹɝ ɡɛɭɬɭ ɬɨɜɚɪɿɜ ɧɚ ɨɧɥɚɣɧ-ɪɢɧɤɭ ɩɪɢɩɚɞɚє ɧɚ 
ɦɚɪɤɟɬɩɟɣɫɢ ɬɚ ɜɥɚɫɧɿ ɿɧɬɟɪɧɟɬ-ɦɚɝɚɡɢɧɢ Д5Ж. ɉɨɪɿɜɧɹɧɧɹ ɩɿɞɯɨɞɿɜ ɞɨ ɡɛɭɬɭ ɩɪɨɞɭɤɰɿʀ 
ɧɚ ɦɚɪɤɟɬɩɥɟɣɫɚɯ (ɨɧɥɚɣɧ-ɪɢɧɤɭ) ɬɚ ɭ ɜɥɚɫɧɨɦɭ ɿɧɬɟɪɧɟɬ-ɦɚɝɚɡɢɧɿ (ɨɧɥɚɣɧ-ɪɢɬɟɣɥɿ) – 
ɰɟ ɝɥɢɛɨɤɢɣ ɚɧɚɥɿɡ ɫɬɪɚɬɟɝɿɱɧɢɯ, ɨɩɟɪɚɰɿɣɧɢɯ ɿ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɚɫɩɟɤɬɿɜ ɟɥɟɤɬɪɨɧɧɨʀ 
ɬɨɪɝɿɜɥɿ. Ɍɚɤɢɦ ɱɢɧɨɦ, ɦɚɪɤɟɬɩɥɟɣɫ – ɰɟ ɟɮɟɤɬɢɜɧɢɣ ɤɚɧɚɥ ɞɥɹ ɲɜɢɞɤɨɝɨ ɫɬɚɪɬɭ, 
ɬɟɫɬɭɜɚɧɧɹ ɩɨɩɢɬɭ, ɦɚɫɲɬɚɛɭɜɚɧɧɹ ɩɪɨɞɚɠɿɜ ɛɟɡ ɡɧɚɱɧɢɯ ɿɧɜɟɫɬɢɰɿɣ ɧɚ ɟɬɚɩɿ ɜɯɨɞɭ. 
Ⱥɥɟ ɜ ɞɨɜɝɨɫɬɪɨɤɨɜɿɣ ɩɟɪɫɩɟɤɬɢɜɿ – ɰɟ ɡɚɥɟɠɧɿɫɬь ɜɿɞ ɡɨɜɧɿɲɧьɨʀ ɩɥɚɬɮɨɪɦɢ, ɤɨɦɿɫɿʀ ɬɚ 
ɫɥɚɛɤɢɣ ɪɨɡɜɢɬɨɤ ɛɪɟɧɞɭ. ȱɧɬɟɪɧɟɬ-ɦɚɝɚɡɢɧ – ɰɟ ɛɿɥьɲ ɫɤɥɚɞɧɢɣ, ɜɢɬɪɚɬɧɢɣ ɿ ɩɨɜɿɥьɧɢɣ 
ɫɬɚɪɬ, ɚɥɟ ɡ ɱɚɫɨɦ ɞɨɡɜɨɥɹє ɛɭɞɭɜɚɬɢ ɥɨɹɥьɧɭ ɚɭɞɢɬɨɪɿɸ, ɦɚɫɲɬɚɛɭɜɚɬɢ ɛɿɡɧɟɫ 
ɧɟɡɚɥɟɠɧɨ ɬɚ ɨɬɪɢɦɭɜɚɬɢ ɜɢɳɭ ɩɪɢɛɭɬɤɨɜɿɫɬь. 

Ɋɨɡɭɦɿɧɧɹ ɜɚɠɥɢɜɨɫɬɿ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɜ ɨɧɥɚɣɧ-ɫɟɪɟɞɨɜɢɳɿ ɜɢɤɥɢɤɚɥɨ 
ɧɟɨɛɯɿɞɧɿɫɬь ɡɨɫɟɪɟɞɢɬɢ ɭɜɚɝɭ ɧɚ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɩɿɞɯɨɞɚɯ ɳɨɞɨ ɪɟɚɥɿɡɚɰɿʀ ɬɨɜɚɪɿɜ ɜ 
ɭɦɨɜɚɯ ɰɢɮɪɨɜɿɡɚɰɿʀ. ɇɚɦɢ ɡɚɩɪɨɩɨɧɨɜɚɧɨ ɫɬɪɭɤɬɭɪɧɨ-ɥɨɝɿɱɧɚ ɦɨɞɟɥь ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ 
ɡɚɛɟɡɩɟɱɟɧɧɹ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɜ ɭɦɨɜɚɯ ɰɢɮɪɨɜɿɡɚɰɿʀ (ɪɢɫ. 5). 

ɐɹ ɫɯɟɦɚ ɜɿɞɨɛɪɚɠɚє ɫɬɪɭɤɬɭɪɧɨ-ɥɨɝɿɱɧɭ ɦɨɞɟɥь ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɡɚɛɟɡɩɟɱɟɧɧɹ 
ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɭ ɤɨɧɬɟɤɫɬɿ ɰɢɮɪɨɜɿɡɚɰɿʀ ɟɤɨɧɨɦɿɤɢ. ȼɨɧɚ ɫɤɥɚɞɚєɬьɫɹ ɡ ɬɪьɨɯ 
ɜɡɚєɦɨɩɨɜ’ɹɡɚɧɢɯ ɛɥɨɤɿɜ, ɳɨ ɩɨɫɥɿɞɨɜɧɨ ɿɥɸɫɬɪɭɸɬь ɜɩɥɢɜ ɡɨɜɧɿɲɧьɨɝɨ ɫɟɪɟɞɨɜɢɳɚ, 
ɜɧɭɬɪɿɲɧɿɯ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɪɿɲɟɧь ɬɚ ɨɱɿɤɭɜɚɧɢɯ ɪɟɡɭɥьɬɚɬɿɜ. 

ɉɟɪɲɢɣ ɛɥɨɤ –  «Ɂɨɜɧɿɲɧє ɫɟɪɟɞɨɜɢɳɟ» – ɜɤɥɸɱɚє ɨɫɧɨɜɧɿ ɮɚɤɬɨɪɢ, ɹɤɿ 
ɜɢɡɧɚɱɚɸɬь ɭɦɨɜɢ ɮɭɧɤɰɿɨɧɭɜɚɧɧɹ ɡɛɭɬɭ: ɬɟɧɞɟɧɰɿʀ ɰɢɮɪɨɜɿɡɚɰɿʀ, ɡɦɿɧɭ ɫɩɨɠɢɜɱɢɯ 
ɩɪɿɨɪɢɬɟɬɿɜ, ɪɨɡɜɢɬɨɤ ɨɧɥɚɣɧ-ɪɢɧɤɿɜ, ɤɨɧɤɭɪɟɧɬɧɟ ɫɟɪɟɞɨɜɢɳɟ ɬɚ ɬɟɯɧɨɥɨɝɿɱɧɿ 
ɿɧɧɨɜɚɰɿʀ (ɡɨɤɪɟɦɚ, BТР DКtК ɬɚ CRM-ɫɢɫɬɟɦɢ). ɐɿ ɮɚɤɬɨɪɢ ɮɨɪɦɭɸɬь ɜɢɦɨɝɢ ɞɨ 
ɫɭɱɚɫɧɨʀ ɨɪɝɚɧɿɡɚɰɿʀ ɡɛɭɬɭ ɬɚ ɡɭɦɨɜɥɸɸɬь ɩɨɬɪɟɛɭ ɜ ɚɞɚɩɬɚɰɿʀ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɫɬɪɚɬɟɝɿɣ. 
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Ɋɢɫɭɧɨɤ 5 – ɋɬɪɭɤɬɭɪɧɨ-ɥɨɝɿɱɧɚ ɦɨɞɟɥь ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɡɚɛɟɡɩɟɱɟɧɧɹ ɡɛɭɬɭ 

ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɜ ɭɦɨɜɚɯ ɰɢɮɪɨɜɿɡɚɰɿʀ 
Ⱦɠɟɪɟɥɨ: ɪɨɡɪɨɛɥɟɧɨ ɚɜɬɨɪɚɦɢ 

 
Ⱦɪɭɝɢɣ ɛɥɨɤ – «ɋɤɥɚɞɨɜɿ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɡɚɛɟɡɩɟɱɟɧɧɹ ɡɛɭɬɭ» – ɩɨɞɿɥɟɧɢɣ ɧɚ 

ɱɨɬɢɪɢ ɤɥɸɱɨɜɿ ɩɿɞɫɢɫɬɟɦɢ: ɬɨɜɚɪɧɚ ɩɨɥɿɬɢɤɚ, ɰɿɧɨɜɚ ɩɨɥɿɬɢɤɚ, ɤɨɦɭɧɿɤɚɰɿɣɧɚ ɩɨɥɿɬɢɤɚ 
ɬɚ ɡɛɭɬɨɜɚ ɩɨɥɿɬɢɤɚ. Ɍɨɜɚɪɧɚ ɩɨɥɿɬɢɤɚ ɩɟɪɟɞɛɚɱɚє ɚɞɚɩɬɚɰɿɸ ɚɫɨɪɬɢɦɟɧɬɭ ɩɿɞ ɨɧɥɚɣɧ-
ɩɪɨɞɚɠɿ, ɪɨɡɪɨɛɥɟɧɧɹ ɧɨɜɢɯ ɩɪɨɞɭɤɬɿɜ, ɡɪɭɱɧɟ ɩɚɤɨɜɚɧɧɹ ɬɚ ɫɭɱɚɫɧɢɣ ɞɢɡɚɣɧ. ɐɿɧɨɜɚ 
ɩɨɥɿɬɢɤɚ ɫɩɪɹɦɨɜɚɧɚ ɧɚ ɜɩɪɨɜɚɞɠɟɧɧɹ ɝɧɭɱɤɨɝɨ ɰɿɧɨɭɬɜɨɪɟɧɧɹ, ɨɧɥɚɣɧ-ɡɧɢɠɨɤ ɿ 
ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɢɯ ɩɪɨɩɨɡɢɰɿɣ. Ʉɨɦɭɧɿɤɚɰɿɣɧɚ ɩɨɥɿɬɢɤɚ ɪɟɚɥɿɡɭєɬьɫɹ ɱɟɪɟɡ ɰɢɮɪɨɜɢɣ 
ɦɚɪɤɟɬɢɧɝ: SEЇ, SMM, ɤɨɧɬɟɤɫɬɧɭ ɪɟɤɥɚɦɭ, ɪɟɦɚɪɤɟɬɢɧɝ ɬɚ ɫɩɿɜɩɪɚɰɸ ɡ 
ɿɧɮɥɸɟɧɫɟɪɚɦɢ. Ɂɛɭɬɨɜɚ ɩɨɥɿɬɢɤɚ ɨɯɨɩɥɸє ɜɢɛɿɪ ɿ ɨɩɬɢɦɿɡɚɰɿɸ ɤɚɧɚɥɿɜ ɡɛɭɬɭ, 
ɜɤɥɸɱɚɸɱɢ ɨɦɧɿɤɚɧɚɥьɧɿ ɩɿɞɯɨɞɢ. 

Ɍɪɟɬɿɣ ɛɥɨɤ – «Ɋɟɡɭɥьɬɚɬ» – ɞɟɦɨɧɫɬɪɭє ɤɿɧɰɟɜɿ ɟɮɟɤɬɢ ɪɟɚɥɿɡɚɰɿʀ ɬɚɤɨʀ 
ɿɧɬɟɝɪɨɜɚɧɨʀ ɦɨɞɟɥɿ: ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɡɛɭɬɭ, ɡɚɞɨɜɨɥɟɧɧɹ ɩɨɬɪɟɛ ɫɩɨɠɢɜɚɱɿɜ, 
ɮɨɪɦɭɜɚɧɧɹ ɤɥɿєɧɬɫьɤɨʀ ɥɨɹɥьɧɨɫɬɿ, ɡɪɨɫɬɚɧɧɹ ɪɢɧɤɨɜɨʀ ɱɚɫɬɤɢ ɣ ɩɨɫɢɥɟɧɧɹ 
ɤɨɧɤɭɪɟɧɬɨɫɩɪɨɦɨɠɧɨɫɬɿ ɩɿɞɩɪɢєɦɫɬɜɚ. ɍ ɤɨɦɩɥɟɤɫɿ ɰɹ ɫɯɟɦɚ ɜɿɞɨɛɪɚɠɚє ɫɭɱɚɫɧɢɣ 
ɩɿɞɯɿɞ ɞɨ ɭɩɪɚɜɥɿɧɧɹ ɡɛɭɬɨɦ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ, ɳɨ ɜɪɚɯɨɜɭє ɝɥɨɛɚɥьɧɿ ɜɢɤɥɢɤɢ 
ɰɢɮɪɨɜɨʀ ɟɤɨɧɨɦɿɤɢ. 

Ɂɚɩɪɨɩɨɧɨɜɚɧɚ ɦɨɞɟɥь ɜɤɥɸɱɚє ɜɢɤɨɪɢɫɬɚɧɧɹ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɿɧɬɪɭɦɟɧɬɿɜ ɞɥɹ 
ɚɤɬɢɜɿɡɚɰɿʀ ɡɛɭɬɨɜɨʀ ɞɿɹɥьɧɨɫɬɿ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɜ ɨɧɥɚɣɧ-ɫɟɪɟɞɨɜɢɳɿ (ɬɚɛɥ. 3).  

Ⱦɥɹ ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɨɧɥɚɣɧ ɞɨɰɿɥьɧɨ 
ɜɩɪɨɜɚɞɠɭɜɚɬɢ ɤɨɦɩɥɟɤɫ ɡɚɯɨɞɿɜ. Ɂɨɤɪɟɦɚ, ɜɚɪɬɨ ɪɨɡɜɢɜɚɬɢ ɜɥɚɫɧɢɣ ɿɧɬɟɪɧɟɬ-ɦɚɝɚɡɢɧ, 
ɚɤɬɢɜɧɨ ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢ ɦɚɪɤɟɬɩɥɟɣɫɢ, ɜɩɪɨɜɚɞɠɭɜɚɬɢ ɦɨɞɟɥɿ CХТМФ & CШХХОМt ɬɚ ɲɜɢɞɤɭ 
ɞɨɫɬɚɜɤɭ. ȼɚɠɥɢɜɨ ɡɚɥɭɱɚɬɢ SEЇ, ɬɚɪɝɟɬɨɜɚɧɭ ɪɟɤɥɚɦɭ ɿ ɫɩɿɜɩɪɚɰɸɜɚɬɢ ɡ ɛɥɨɝɟɪɚɦɢ ɞɥɹ 
ɪɨɡɲɢɪɟɧɧɹ ɨɯɨɩɥɟɧɧɹ. Ⱦɨɞɚɬɤɨɜɨ ɪɟɤɨɦɟɧɞɭєɬьɫɹ ɜɢɤɨɪɢɫɬɨɜɭɜɚɬɢ ɩɪɨɝɪɚɦɢ ɥɨɹɥьɧɨɫɬɿ, 
ɱɚɬ-ɛɨɬɢ ɬɚ ɩɟɪɫɨɧɚɥɿɡɨɜɚɧɿ ɩɪɨɩɨɡɢɰɿʀ ɞɥɹ ɭɬɪɢɦɚɧɧɹ ɤɥɿєɧɬɿɜ. ȼɢɤɨɪɢɫɬɚɧɧɹ QR-ɤɨɞɿɜ ɧɚ 
ɩɚɤɨɜɚɧɧɿ ɫɩɪɨɳɭє ɩɨɜɬɨɪɧɿ ɩɨɤɭɩɤɢ. ɍ ɫɭɤɭɩɧɨɫɬɿ ɰɿ ɡɚɯɨɞɢ ɡɚɛɟɡɩɟɱɭɸɬь ɡɪɨɫɬɚɧɧɹ 
ɩɪɨɞɚɠɿɜ ɿ ɡɦɿɰɧɟɧɧɹ ɩɨɡɢɰɿɣ ɛɪɟɧɞɭ ɧɚ ɨɧɥɚɣɧ-ɪɢɧɤɭ. 

 
 

•Ɍɟɧɞɟɧɰɿʀ ɰɢɮɪɨɜɿɡɚɰɿʀ
•Ɂɦɿɧɚ ɫɩɨɠɢɜɱɢɯ 
ɩɪɿɨɪɢɬɟɬɿɜ

•Ɋɨɡɜɢɬɨɤ ɨɧɥɚɣɧ-ɪɢɧɤɿɜ
•Ʉɨɧɤɭɪɟɧɬɧɟ 
ɫɟɪɟɞɨɜɢɳɟ

•Ɍɟɯɧɨɥɨɝɿɱɧɿ ɿɧɧɨɜɚɰɿʀ 
(Big Data, CRM)

Ɂɨɜɧɿɲɧє 
ɫɟɪɟɞɨɜɢɳɟ 

(ɭɦɨɜɢ)

•ɉɪɨɞɭɤɬɨɜɚ ɩɨɥɿɬɢɤɚ
•ɐɿɧɨɜɚ ɩɨɥɿɬɢɤɚ
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ɋɤɥɚɞɨɜɿ 
ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ 

ɡɚɛɟɡɩɟɱɟɧɧɹ •ɉɿɞɜɢɳɟɧɧɹ 
ɟɮɟɤɬɢɜɧɨɫɬɿ ɡɛɭɬɭ

•Ɂɚɞɨɜɨɥɟɧɧɹ ɩɨɬɪɟɛ 
ɫɩɨɠɢɜɚɱɿɜ

•Ɏɨɪɦɭɜɚɧɧɹ 
ɥɨɹɥьɧɨɫɬɿ ɤɥɚєɧɬɿɜ

Ɋɟɡɭɥьɬɚɬ
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Ɍɚɛɥɢɰɹ 3 –  Ʉɨɦɩɥɟɤɫ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɡɚɯɨɞɿɜ ɞɥɹ ɚɤɬɢɜɿɡɚɰɿʀ ɡɛɭɬɨɜɨʀ ɞɿɹɥьɧɨɫɬɿ 
ɩɿɞɩɪɢєɦɫɬɜ ɡ ɜɢɪɨɛɧɢɰɬɜɚ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɜ ɨɧɥɚɣɧ-ɫɟɪɟɞɨɜɢɳɿ 

Ɂɚɯɨɞɢ ɞɥɹ ɩɿɞɜɢɳɟɧɧɹ 
ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ 

ɨɧɥɚɣɧ 
Ɉɱɿɤɭɜɚɧɢɣ ɟɮɟɤɬ ȱɧɫɬɪɭɦɟɧɬɢ ɪɟɚɥɿɡɚɰɿʀ 

Ɋɨɡɜɢɬɨɤ ɜɥɚɫɧɨɝɨ 
ɿɧɬɟɪɧɟɬ-ɦɚɝɚɡɢɧɭ 

Ɂɚɥɭɱɟɧɧɹ ɛɿɥьɲɨʀ 
ɤɿɥьɤɨɫɬɿ ɤɥɿєɧɬɿɜ, 
ɡɪɭɱɧɿɫɬь ɤɭɩɿɜɥɿ 

Ⱥɞɚɩɬɢɜɧɢɣ ɫɚɣɬ, ɦɨɛɿɥьɧɚ 
ɜɟɪɫɿɹ, ɨɧɥɚɣɧ-ɨɩɥɚɬɚ 

ȼɢɤɨɪɢɫɬɚɧɧɹ 
ɦɚɪɤɟɬɩɥɟɤɫɿɜ 

Ɋɨɡɲɢɪɟɧɧɹ ɨɯɨɩɥɟɧɧɹ 
ɪɢɧɤɭ 

Rozetka, Prom, ɚɤɬɢɜɧɟ 
ɨɧɨɜɥɟɧɧɹ ɬɨɜɚɪɿɜ 

ȼɩɪɨɜɚɞɠɟɧɧɹ ɦɨɞɟɥɿ 
«Ɂɚɦɨɜ ɬɚ ɡɚɛɟɪɢ» 

Ɂɪɭɱɧɿɫɬь ɞɥɹ ɩɨɤɭɩɰɹ, 
ɟɤɨɧɨɦɿɹ ɧɚ ɞɨɫɬɚɜɰɿ 

Ɉɧɥɚɣɧ-ɡɚɦɨɜɥɟɧɧɹ, ɫɚɦɨɜɢɜɿɡ, 
CRM 

ȼɩɪɨɜɚɞɠɟɧɧɹ ɩɪɨɝɪɚɦ 
ɥɨɹɥьɧɨɫɬɿ 

ɉɿɞɜɢɳɟɧɧɹ ɩɨɜɬɨɪɧɢɯ 
ɩɨɤɭɩɨɤ 

Ȼɨɧɭɫɢ, ɡɧɢɠɤɢ, 
ɧɚɤɨɩɢɱɭɜɚɥьɧɿ ɤɚɪɬɤɢ 

SEO ɬɚ ɤɨɧɬɟɤɫɬɧɚ 
ɪɟɤɥɚɦɚ 

Ɂɚɥɭɱɟɧɧɹ ɧɨɜɢɯ 
ɤɥɿєɧɬɿɜ 

Google Ads, ɤɥɸɱɨɜɿ ɫɥɨɜɚ, ɛɥɨɝ 

Ɍɚɪɝɟɬɨɜɚɧɚ ɪɟɤɥɚɦɚ ɜ 
ɫɨɰɿɚɥьɧɢɯ ɦɟɪɟɠɚɯ 

ɉɪɢɪɿɫɬ ɰɿɥьɨɜɨʀ 
ɚɭɞɢɬɨɪɿʀ 

Facebook Ads, Instagram Ads 

ɋɩɿɜɩɪɚɰɹ ɡ ɛɥɨɝɟɪɚɦɢ ɬɚ 
ɿɧɮɥɸɟɧɫɟɪɚɦɢ 

Ɂɪɨɫɬɚɧɧɹ ɜɩɿɡɧɚɜɚɧɨɫɬɿ 
ɛɪɟɧɞɭ 

Ɏɭɞɛɥɨɝɟɪɢ, ɩɚɪɬɧɟɪɫьɤɿ 
ɨɝɥɹɞɢ 

Ɋɨɡɜɢɬɨɤ ɲɜɢɞɤɨʀ 
ɞɨɫɬɚɜɤɢ 

Ɂɚɞɨɜɨɥɟɧɿɫɬь ɤɥɿєɧɬɿɜ 
Ʉɭɪ’єɪɫьɤɚ ɫɥɭɠɛɚ, ɫɩɿɜɩɪɚɰɹ ɡ 
ɫɟɪɜɿɫɚɦɢ ɞɨɫɬɚɜɤɢ ɱɟɪɟɡ 
ɦɨɛɿɥьɧɢɣ ɞɨɞɚɬɨɤ 

Ɂɚɩɪɨɜɚɞɠɟɧɧɹ ɱɚɬ-ɛɨɬɿɜ 
ɒɜɢɞɤɢɣ ɡɜɨɪɨɬɧɢɣ 
ɡɜ’ɹɡɨɤ  

Ɇɟɫɟɧɞɠɟɪɢ, AI-ɛɨɬɢ 

ȼɿɞɫɬɟɠɟɧɧɹ ɜɿɞɝɭɤɿɜ ɬɚ 
ɪɨɛɨɬɚ ɡ ɧɢɦɢ 

Ɏɨɪɦɭɜɚɧɧɹ ɞɨɜɿɪɢ ɞɨ 
ɛɪɟɧɞɭ 

CRM, ɜɿɞɝɭɤɢ, ɩɭɛɥɿɱɧɿ 
ɜɿɞɩɨɜɿɞɿ 

ɉɟɪɫɨɧɚɥɿɡɨɜɚɧɿ 
ɩɪɨɩɨɡɢɰɿʀ 

ɉɿɞɜɢɳɟɧɧɹ ɫɟɪɟɞɧьɨɝɨ 
ɱɟɤɭ 

Big Data, AI-ɪɟɤɨɦɟɧɞɚɰɿʀ 

Ɋɨɡɪɨɛɥɟɧɧɹ ɦɨɛɿɥьɧɨɝɨ 
ɞɨɞɚɬɤɭ 

Ʌɨɹɥьɧɿɫɬь ɬɚ ɡɪɭɱɧɿɫɬь 
ȼɥɚɫɧɢɣ ɡɚɫɬɨɫɭɧɨɤ 

ȼɢɤɨɪɢɫɬɚɧɧɹ QR-ɤɨɞɿɜ 
ɧɚ ɩɚɤɨɜɚɧɧɿ 

Ɂɚɥɭɱɟɧɧɹ ɞɨ ɩɨɜɬɨɪɧɢɯ 
ɩɨɤɭɩɨɤ 

QR-ɤɨɞɢ, ɥɟɧɞɢɧɝ, ɲɜɢɞɤɟ 
ɨɮɨɪɦɥɟɧɧɹ 

Ⱦɠɟɪɟɥɨ: ɫɬɜɨɪɟɧɨ ɚɜɬɨɪɚɦɢ 
 

ȼɢɫɧɨɜɤɢ ɡ ɞɚɧɨɝɨ ɞɨɫɥɿɞɠɟɧɧɹ ɿ ɩɟɪɫɩɟɤɬɢɜɢ ɩɨɞɚɥьɲɢɯ ɪɨɡɪɨɛɨɤ ɡɚ ɞɚɧɢɦ 
ɧɚɩɪɹɦɨɦ. ɇɚ ɨɫɧɨɜɿ ɜɢɜɱɟɧɧɹ ɬɟɨɪɟɬɢɱɧɢɯ ɡɚɫɚɞ ɬɚ ɩɪɚɤɬɢɱɧɢɯ ɚɫɩɟɤɬɿɜ ɡɛɭɬɨɜɨʀ 
ɞɿɹɥьɧɨɫɬɿ ɩɿɞɩɪɢєɦɫɬɜ ɜ ɭɦɨɜɚɯ ɰɢɮɪɨɜɿɡɚɰɿʀ ɟɤɨɧɨɦɿɤɢ ɞɨɜɟɞɟɧɨ, ɳɨ ɞɢɞɠɢɬɚɥɿɡɚɰɿɹ 
ɫɭɬɬєɜɨ ɬɪɚɧɫɮɨɪɦɭє ɫɢɫɬɟɦɭ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ, ɡɦɿɧɸɸɱɢ ɫɩɨɠɢɜɱɭ ɩɨɜɟɞɿɧɤɭ, 
ɫɬɜɨɪɸɸɱɢ ɧɨɜɿ ɤɚɧɚɥɢ ɤɨɦɭɧɿɤɚɰɿʀ ɬɚ ɡɭɦɨɜɥɸɸɱɢ ɧɟɨɛɯɿɞɧɿɫɬь ɚɞɚɩɬɚɰɿʀ ɛɿɡɧɟɫ-ɦɨɞɟɥɟɣ 
ɩɿɞɩɪɢєɦɫɬɜ ɯɚɪɱɨɜɨʀ ɩɪɨɦɢɫɥɨɜɨɫɬɿ ɞɨ ɭɦɨɜ ɨɧɥɚɣɧ-ɪɢɧɤɭ. ɉɪɨɜɟɞɟɧɨ ɩɨɪɿɜɧɹɧɧɹ 
ɨɧɥɚɣɧ- ɬɚ ɨɮɥɚɣɧ-ɮɨɪɦɚɬɿɜ ɩɪɨɞɚɠɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɡ ɦɟɬɨɸ ɜɢɡɧɚɱɟɧɧɹ ʀɯɧɿɯ 
ɤɨɧɤɭɪɟɧɬɧɢɯ ɩɟɪɟɜɚɝ, ɨɛɦɟɠɟɧь ɬɚ ɦɨɠɥɢɜɨɫɬɟɣ ɿɧɬɟɝɪɚɰɿʀ, ɚ ɬɚɤɨɠ ɡɞɿɣɫɧɟɧɨ ɩɨɪɿɜɧɹɧɧɹ 
ɩɿɞɯɨɞɿɜ ɞɨ ɪɟɚɥɿɡɚɰɿʀ ɩɪɨɞɭɤɰɿʀ ɱɟɪɟɡ ɜɥɚɫɧɿ ɿɧɬɟɪɧɟɬ-ɦɚɝɚɡɢɧɢ ɬɚ ɦɚɪɤɟɬɩɥɟɣɫɢ, ɳɨ 
ɞɨɡɜɨɥɢɥɨ ɜɢɹɜɢɬɢ ʀɯɧɿ ɫɢɥьɧɿ ɬɚ ɫɥɚɛɤɿ ɫɬɨɪɨɧɢ. 

ɇɚ ɨɫɧɨɜɿ ɡɚɫɬɨɫɭɜɚɧɧɹ ɤɨɦɩɥɟɤɫɭ ɡɚɝɚɥьɧɨɧɚɭɤɨɜɢɯ ɦɟɬɨɞɿɜ ɫɮɨɪɦɨɜɚɧɨ 
ɤɥɚɫɢɮɿɤɚɰɿɸ ɤɚɧɚɥɿɜ ɡɛɭɬɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɡɚ ɤɪɢɬɟɪɿɹɦɢ ɜɡɚєɦɨɞɿʀ ɡɿ ɫɩɨɠɢɜɚɱɟɦ, 
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ɦɿɫɰɟɦ ɫɩɨɠɢɜɚɧɧɹ ɬɚ ɮɨɪɦɚɬɨɦ ɪɟɚɥɿɡɚɰɿʀ, ɳɨ ɞɚɥɨ ɦɨɠɥɢɜɿɫɬь ɫɢɫɬɟɦɚɬɢɡɭɜɚɬɢ ɿɫɧɭɸɱɿ 
ɩɿɞɯɨɞɢ ɬɚ ɜɢɡɧɚɱɢɬɢ ɩɨɬɟɧɰɿɚɥ ʀɯɧьɨʀ ɿɧɬɟɝɪɚɰɿʀ ɜ єɞɢɧɭ ɡɛɭɬɨɜɭ ɫɬɪɚɬɟɝɿɸ. 

Ɂɚɩɪɨɩɨɧɨɜɚɧɨ ɫɬɪɭɤɬɭɪɧɨ-ɥɨɝɿɱɧɭ ɦɨɞɟɥь ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɡɚɛɟɡɩɟɱɟɧɧɹ ɡɛɭɬɭ 
ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ ɭ ɰɢɮɪɨɜɨɦɭ ɫɟɪɟɞɨɜɢɳɿ ɬɚ ɪɨɡɪɨɛɥɟɧɨ ɤɨɦɩɥɟɤɫ ɩɪɚɤɬɢɱɧɢɯ ɡɚɯɨɞɿɜ, 
ɹɤɿ  ɫɩɪɹɦɨɜɚɧɿ ɧɚ ɩɿɞɜɢɳɟɧɧɹ ɟɮɟɤɬɢɜɧɨɫɬɿ ɨɧɥɚɣɧ-ɩɪɨɞɚɠɿɜ ɿ ɡɦɿɰɧɟɧɧɹ ɤɨɧɤɭɪɟɧɬɧɢɯ 
ɩɨɡɢɰɿɣ ɩɪɨɞɭɤɰɿʀ, ɳɨ ɫɬɜɨɪɸє ɩɿɞʉɪɭɧɬɹ ɞɥɹ ɩɨɞɚɥьɲɨɝɨ ɪɨɡɜɢɬɤɭ ɧɚɭɤɨɜɢɯ ɿ ɩɪɢɤɥɚɞɧɢɯ 
ɞɨɫɥɿɞɠɟɧь ɭ ɫɮɟɪɿ ɰɢɮɪɨɜɨɝɨ ɦɚɪɤɟɬɢɧɝɭ ɯɚɪɱɨɜɢɯ ɩɪɨɞɭɤɬɿɜ. 
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The aim of the article. To improve the theoretical foundations and develop practical 
recommendations for the marketing support of food products distribution in the context of economic 
digitalization, taking into account current trends in the development of the online market. 

Analysis results. The article examines the significance of food products distribution in the 
context of digitalization, emphasizing that the transformation of consumer behavior, the emergence of 
new communication channels, and the opportunities provided by digital analytics necessitate the 
adaptation of business models to ensure effective marketing and distribution activities in the food 
industry. Distribution is recognized as one of the key functions of marketing and plays a crucial role in 
securing the effective promotion of food products from producers to final consumers. At the present 
stage of economic development, the importance of distribution activities is amplified by the expansion 
of online trade and the integration of digital instruments into traditional business processes. 

An in-depth analysis of online and offline distribution formats was carried out to identify their 
advantages, limitations, and integration potential. While offline formats remain relevant due to 
consumer trust and the opportunity for direct interaction with products, online channels demonstrate 
higher flexibility, wider market reach, and cost efficiency. Furthermore, a comparison of commercial 
approaches to selling products via marketplaces (online platforms) and proprietary online stores 
(online retail) revealed significant differences in terms of cost structure, brand control, customer 
loyalty, and scalability. Marketplaces offer broader exposure and simplified logistics, but reduce 
brand autonomy, while proprietary stores ensure stronger customer engagement but require higher 
marketing and technological investments. The recognition of the increasing importance of online food 
product distribution highlighted the necessity to focus on marketing approaches adapted to digital 
environments. In this regard, the study proposed a structural-logical model of marketing support for 
food product distribution in the digital environment. The model is aimed at optimizing the use of 
digital communication tools, increasing personalization of offers, and strengthening the integration of 
online and offline formats. Additionally, a set of practical marketing measures was developed, 
directed at enhancing the efficiency of online food product sales, improving customer experience, and 
consolidating the competitive position of brands in digital markets. 

Conclusions and directions for further research. The research findings contribute to both 
theoretical and applied aspects of marketing science. From a theoretical perspective, they enrich the 
understanding of how digitalization reshapes distribution models in the food industry. From a 
practical standpoint, they provide guidelines for enterprises to improve sales performance through the 
adoption of innovative marketing tools and digital strategies.The results are expected to be valuable 
for marketers, specialists in digital communications, business practitioners in the food sector, as well 
as for researchers focusing on digital marketing strategies and consumer behavior. The proposed 
framework creates a foundation for further investigations into the effectiveness of digital distribution 
practices and their role in the sustainable development of enterprises operating within the food 
industry. 

Keywords: marketing, distribution, digitalization, food products, enterprise. 
 
 
 
 

Ɉɬɪɢɦɚɧɨ: 19 ɫɟɪɩɧɹ  2025 
ɉɪɢɣɧяɬɨ: 25 ɠɨɜɬɧɹ 2025 

Ɉɩɭɛɥɿɤɨɜɚɧɨ: 28 ɝɪɭɞɧɹ 2025 
 
 
 


