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ɸʥʥʦʪʘʮʠʷ 

ʉʘʥʢʮʠʦʥʥʘʷ ʧʦʣʠʪʠʢʘ ʚ ʦʪʥʦʰʝʥʠʠ ʈʦʩʩʠʠ ʘʢʪʠʚʥʦ ʧʨʦʚʦʜʠʪʩʷ ʝʱʝ ʩ 2013 

ʛʦʜʘ. ɿʘ ʵʪʦ ʚʨʝʤʷ ʙʳʣʦ ʚʚʝʜʝʥʳ ʥʝʩʢʦʣʴʢʦ ʤʘʩʰʪʘʙʥʳʭ ʧʘʢʝʪʦʚ ʩʘʥʢʮʠʡ, 

ʢʦʪʦʨʳʝ ʭʦʪʴ ʠ ʥʝ ʩʤʦʛʣʠ ʧʦʣʥʦʩʪʴʶ ʫʥʠʯʪʦʞʠʪʴ ʨʦʩʩʠʡʩʢʫʶ ʵʢʦʥʦʤʠʢʫ, ʥʦ 

ʧʨʠʚʝʣʠ ʢ ʝʸ ʦʩʣʘʙʣʝʥʠʶ, ʤʦʞʥʦ ʫʚʠʜʝʪʴ ʥʘʧʨʠʤʝʨ, ʯʪʦ ʚʚʝʜʝʥʥʳʝ ʩʘʥʢʮʠʠ 

ʧʦʢʘʟʘʣʠ ʯʫʚʩʪʚʠʪʝʣʴʥʦʩʪʴ ʨʦʩʩʠʡʩʢʦʡ ʵʢʦʥʦʤʠʢʠ ʢ ʮʝʥʘʤ ʥʘ ʥʝʬʪʴ, ʦʪ 

ʢʦʪʦʨʦʡ ʥʘʧʨʷʤʫʶ ʟʘʚʠʩʠʪ ʵʢʦʥʦʤʠʯʝʩʢʘʷ ʩʠʪʫʘʮʠʷ ʚ ʩʪʨʘʥʝ. 

ʇʦʜʚʝʩʪʠ ʤʦʞʥʦ ʪʦʣʴʢʦ ʧʨʦʤʝʞʫʪʦʯʥʳʝ ʠʪʦʛʠ ʦʪ ʩʘʥʢʮʠʡ. ʉʦʩʪʦʷʥʠʝ 

ʵʢʦʥʦʤʠʢʠ ʩʝʡʯʘʩ ʤʦʞʥʦ ʦʮʝʥʠʪʴ ʢʘʢ çʧʣʘʚʘʶʱʝʝè, ʛʜʝ ʛʦʩʫʜʘʨʩʪʚʦ ʚʩʝʤʠ 

ʩʠʣʘʤʠ ʧʳʪʘʝʪʩʷ ʧʦʜʜʝʨʞʠʚʘʪʴ ʝʸ, ʧʨʦʚʦʜʷ ʩʦʦʪʚʝʪʩʪʚʫʶʱʫʶ ʧʦʣʠʪʠʢʫ. 
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NEW REALITY: STEPS TOWARDS SURVIVAL IN THE FACE OF 

ECONOMIC SANCTIONS 

 

Abstract 

The sanctions policy against Russia has been actively pursued since 2013. During 

this time, several large-scale packages of sanctions were introduced, which, although 

they could not completely destroy the Russian economy, but led to its significant 

weakening, one can see, for example, that the sanctions imposed showed the 

sensitivity of the Russian economy to oil prices, on which the economic situation in 

the country directly depends. 

Only interim results from sanctions can be summed up. The state of the economy 

can now be assessed as "floating", where the state is doing its best to support it by 

pursuing appropriate policies. 
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ʄʳ ʩ ʫʚʝʨʝʥʥʦʩʪʴʶ ʤʦʞʝʤ ʩʢʘʟʘʪʴ, ʯʪʦ ʞʠʚʝʤ ʵʧʦʭʫ ʠʩʪʦʨʠʯʝʩʢʠʭ 

ʩʦʙʳʪʠʡ, ʚ ʨʝʘʣʴʥʦʩʪʠ ʧʦʩʪʦʷʥʥʦ ʠʟʤʝʥʷʶʱʝʡʩʷ, ʠ ʪʦ, ʯʪʦ ʘʢʪʫʘʣʴʥʦ ʩʝʛʦʜʥʷ, 

ʠ ʩʠʶʤʠʥʫʪʥʳʝ ʚʳʚʦʜʳ ʢʦʪʦʨʳʝ ʤʳ ʤʦʞʝʤ ʩʜʝʣʘʪʴ ʩʝʛʦʜʥʷ, ʤʦʛʫʪ ʙʳʪʴ (ʠ, 

ʩʢʦʨʝʝ ʚʩʝʛʦ, ʙʫʜʫʪ) ʥʝʘʢʪʫʘʣʴʥʳʤʠ ʟʘʚʪʨʘ. ʀʤʝʥʥʦ ʧʦʵʪʦʤʫ ʙʫʜʝʪ ʚʘʞʥʳʤ 

ʨʘʩʩʤʦʪʨʝʪʴ ʩʘʥʢʮʠʦʥʥʫʶ ʧʦʣʠʪʠʢʫ, ʥʘʯʠʥʘʷ ʩ ʝʝ ʠʩʪʦʢʦʚ ʠ ʦʪʩʣʝʜʠʪʴ, ʪʘʢ 

ʥʘʟʳʚʘʝʤʫʶ, çʪʦʯʢʫ ʦʪʩʯʝʪʘè. ʀ ʪʦʣʴʢʦ ʧʦʪʦʤ ʫʞʝ ʜʝʣʘʪʴ ʚʳʚʦʜʳ ʠ ʧʦʧʳʪʘʪʴʩʷ 

ʚʳʨʘʙʦʪʘʪʴ ʦʧʪʠʤʘʣʴʥʫʶ ʩʪʨʘʪʝʛʠʶ ʚʳʞʠʚʘʥʠʷ.  

ɺ ʩʚʷʟʠ ʩ ʵʪʠʤ ʠ ʩʪʘʚʠʪʩʷ ʮʝʣʴ ï ʚʳʩʪʨʦʠʪʴ ʦʧʪʠʤʘʣʴʥʫʶ ʜʣʷ ʈʦʩʩʠʠ 

ʩʪʨʘʪʝʛʠʶ ʚʳʞʠʚʘʥʠʷ ʠ ʨʘʟʚʠʪʠʷ ʚ ʫʩʣʦʚʠʷʭ ʵʢʦʥʦʤʠʯʝʩʢʠʭ ʩʘʥʢʮʠʡ. 

ʂʨʘʪʢʘʷ ʠʩʪʦʨʠʷ ʩʘʥʢʮʠʦʥʥʦʡ ʚʦʡʥʳ. ʉʘʥʢʮʠʦʥʥʘʷ ʚʦʡʥʘ ʧʨʦʪʠʚ 

ʈʦʩʩʠʠ ʚʝʜʝʪʩʷ ʩ 2008 ʛʦʜʘ. ʊʦʯʢʦʡ ʦʪʩʯʝʪʘ ʧʨʠʥʷʪʦ ʩʯʠʪʘʪʴ çʜʝʣʦ 

ʄʘʛʥʠʪʩʢʦʛʦè (ʢʦʪʦʨʳʡ ʫʤʝʨ ʚ ʟʘʢʣʶʯʝʥʠʠ ʠ, ʧʨʝʜʧʦʣʦʞʠʪʝʣʴʥʦ, ʚ ʝʛʦ ʩʤʝʨʪʠ 

ʚ 2009 ʛʦʜʫ ʙʳʣʠ ʟʘʤʝʰʘʥʳ ʨʦʩʩʠʡʩʢʠʝ ʯʠʥʦʚʥʠʢʠ ʠ ʩʠʣʦʚʠʢʠ, ʩʫʪʴ ʜʝʣʘ ï ʚ 

ʨʘʟʦʙʣʘʯʝʥʠʠ ʢʦʨʨʫʧʮʠʦʥʥʳʭ ʩʭʝʤ ʧʦ ʚʦʟʚʨʘʪʫ ʥʘʣʦʛʦʚ). ʅʦ ʩʯʠʪʘʪʴ ʝʛʦ 

ʤʦʞʥʦ ʣʠʰʴ ʥʘʯʘʣʴʥʦʡ ʪʦʯʢʦʡ, ʛʣʘʚʥʦʡ ʞʝ ʧʨʠʯʠʥʦʡ ʠʣʠ çʧʦʩʣʝʜʥʝʡ ʢʘʧʣʝʡè 

ʧʝʨʝʜ ʚʚʝʜʝʥʠʝʤ ʦʩʥʦʚʥʦʛʦ ʧʘʢʝʪʘ ʩʘʥʢʮʠʡ ʤʦʞʥʦ ʩʯʠʪʘʪʴ ʠʥʪʝʛʨʘʮʠʶ ʂʨʳʤʘ 

mailto:Geym.a.d.1002@gmail.com
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ʚ ʩʦʩʪʘʚ ʈʦʩʩʠʡʩʢʦʡ ʌʝʜʝʨʘʮʠʠ. ʉʘʥʢʮʠʦʥʥʘʷ ʧʦʣʠʪʠʢʘ ʧʨʦʪʠʚ ʈʦʩʩʠʠ ʚʝʣʘʩʴ 

ʚ 2014-2015 ʛʦʜʘ, ʪʘʢʠʤʠ ʩʪʨʘʥʘʤʠ ʠ ʢʦʘʣʠʮʠʷʤʠ ʩʪʨʘʥ ʢʘʢ ʉʦʝʜʠʥʝʥʥʳʝ 

ʐʪʘʪʳ ɸʤʝʨʠʢʠ (ʉʐɸ), ɽʚʨʦʧʝʡʩʢʠʡ ʉʦʶʟ (ɽʉ), ʂʘʥʘʜʘ, ɸʚʩʪʨʘʣʠʷ, ʋʢʨʘʠʥʘ 

ʠ ʝʱʝ ʨʷʜ ʩʪʨʘʥ. 

ʀ ʧʨʦʭʦʜʠʣʦ ʵʪʦ ʚʩʸ ʚ ʥʝʩʢʦʣʴʢʦ ʵʪʘʧʦʚ, ʧʝʨʚʳʡ, ʢʘʢ ʤʳ ʫʞʝ ʦʙʦʟʥʘʯʠʣʠ, 

ʩʚʷʟʘʥʥʳʡ ʩ ʩʦʙʳʪʠʷʤʠ ʚ ʋʢʨʘʠʥʝ, ʚʪʦʨʦʡ ʞʝ ʵʪʘʧ ï ɻ ʪʦ ʧʘʢʝʪ ʩʘʥʢʮʠʡ, 

ʚʚʝʜʝʥʥʳʡ ʉʐɸ, ʘ ʢʦʥʢʨʝʪʥʝʝ 44-ʤ ʧʨʝʟʠʜʝʥʪʦʤ ɹʘʨʘʢʦʚ ʆʙʘʤʦʡ, ʚ ʘʧʨʝʣʝ 

2015 ʛʦʜʘ, ʧʨʠʯʠʥʦʡ ʢʦʪʦʨʦʛʦ ʚʳʜʝʣʷʶʪ ʢʠʙʝʨʘʪʘʢʠ ʩʦ ʩʪʦʨʦʥʳ ʨʦʩʩʠʡʩʢʠʭ 

ʭʘʢʝʨʦʚ, ʥʘʧʨʘʚʣʝʥʥʳʭ ʧʨʦʪʠʚ ʉʐɸ, ʨʝʟʫʣʴʪʘʪ ʩʘʥʢʮʠʡ ï ʚʦʟʤʦʞʥʦʩʪʴ ʉʐɸ 

ʙʣʦʢʠʨʦʚʘʪʴ ʣʶʙʳʝ ʘʢʪʠʚʳ ʣʠʮ, ʥʘ ʪʝʨʨʠʪʦʨʠʠ ʩʪʨʘʥʳ, ʢʦʪʦʨʳʝ 

ʧʦʜʦʟʨʝʚʘʶʪʩʷ ʚ ʩʦʚʝʨʰʝʥʠʠ ʢʠʙʝʨʘʪʘʢ.  

ʂʨʘʪʢʦʝ ʨʘʩʩʤʦʪʨʝʥʠʝ ʧʘʢʝʪʦʚ ʩʘʥʢʮʠʠ ʤʦʞʥʦ ʟʘʚʝʨʰʠʪʴ ʝʱʝ ʦʜʥʠʤ 

ʢʨʫʧʥʳʤ ʧʘʢʝʪʦʤ 2017 ʛʦʜʘ, ʦʩʥʦʚʘ ʢʦʪʦʨʦʛʦ çɼʝʣʦ ʉʢʨʠʧʘʣʝʡè, ʩʦʙʳʪʠʷ ʚ 

ʙʨʠʪʘʥʩʢʦʤ ʉʦʣʩʙʝʨʠ ï ʠʭ ʠʪʦʛʦʤ ʩʪʘʣ ʟʘʧʨʝʪ ʥʘ ʵʢʩʧʦʨʪ ʚ ʈʦʩʩʠʶ ʪʦʚʘʨʦʚ ʠ 

ʪʝʭʥʦʣʦʛʠʡ, ʢʦʥʪʨʦʣʠʨʫʝʤʳʭ ʘʤʝʨʠʢʘʥʩʢʠʤʠ ʨʝʛʫʣʷʪʦʨʘʤʠ ʧʦ ʢʨʠʪʝʨʠʶ 

çʥʘʮʠʦʥʘʣʴʥʘʷ ʙʝʟʦʧʘʩʥʦʩʪʴè. 

ɽʩʣʠ ʛʦʚʦʨʠʪʴ ʯʫʪʴ ʢʦʥʢʨʝʪʥʝʝ, ʪʦ ʵʪʘʧʦʚ ʙʳʣʦ ʯʝʪʳʨʝ. 

¶ ʇʝʨʚʳʡ ʵʪʘʧ ï ʤʘʨʪ 2014 ʛʦʜʘ ï ʚʠʟʦʚʳʝ ʩʘʥʢʮʠʠ. 

¶ ɺʪʦʨʦʡ ʵʪʘʧ ï ʘʧʨʝʣʴ ï ʩʝʥʪʷʙʨʴ 2014 ï ʧʨʝʢʨʘʱʝʥʠʝ ʥʦʚʦʡ 

ʠʥʚʝʩʪʠʮʠʦʥʥʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ, ʬʠʥʘʥʩʦʚʳʭ ʦʧʝʨʘʮʠʡ ʠ ʟʘʧʨʝʪ ʥʘ ʧʨʦʜʘʞʫ 

ʪʝʭʥʦʣʦʛʠʡ ʚ ʠʥʬʨʘʩʪʨʫʢʪʫʨʥʳʝ, ʪʨʘʥʩʧʦʨʪʥʳʝ, ʪʝʣʝʢʦʤʤʫʥʠʢʘʮʠʦʥʥʳʝ ʠ 

ʵʥʝʨʛʝʪʠʯʝʩʢʠʝ ʩʝʢʪʦʨʳ ʨʦʩʩʠʡʩʢʦʡ ʵʢʦʥʦʤʠʢʠ. 

¶ ʊʨʝʪʠʡ ʵʪʘʧ ï ʩʝʥʪʷʙʨʴ 2014 ï ʬʝʚʨʘʣʴ 2015 ï ʪʦʨʛʦʚʳʝ ʠ 

ʬʠʥʘʥʩʦʚʳʝ ʦʛʨʘʥʠʯʝʥʠʝ, ʦʛʨʘʥʠʯʝʥʠʷ ʠʥʚʝʩʪʠʮʠʡ ʚ ʂʨʳʤʫ. 

¶ ʏʝʪʚʝʨʪʳʡ ʵʪʘʧ ï 2017 ʛʦʜ ï ʟʘʧʨʝʪ ʥʘ ʵʢʩʧʦʨʪ ʧʦ ʢʨʠʪʝʨʠʶ 

çʥʘʮʠʦʥʘʣʴʥʘʷ ʙʝʟʦʧʘʩʥʦʩʪʴè. 

ɺʦʦʙʱʝ ʫ ʩʘʥʢʮʠʡ ʙʳʣʦ ʥʝʩʢʦʣʴʢʦ ʮʝʣʝʡ, ʧʦʤʠʤʦ çʩʧʨʘʚʝʜʣʠʚʦʛʦ 

ʚʤʝʰʘʪʝʣʴʩʪʚʘ ʠʟ-ʟʘ ʢʦʥʬʣʠʢʪʘ ʚ ʋʢʨʘʠʥʝè. ʕʪʠ ʮʝʣʠ ʢʘʩʘʶʪʩʷ ʠʤʝʥʥʦ 

ʬʠʥʘʥʩʦʚʦʛʦ ʩʝʢʪʦʨʘ ï ʘ ʠʤʝʥʥʦ ʚʣʠʷʥʠʝ ʥʘ ʬʦʥʜʦʚʳʡ ʠ ʠʥʚʝʩʪʠʮʠʦʥʥʳʝ 
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ʨʳʥʢʠ. ʇʝʨʚʳʝ ʚʚʝʜʝʥʥʳʝ ʩʘʥʢʮʠʠ ʢʘʢ ʦʞʠʜʘʣʦʩʴ ʧʦʰʘʪʥʫʪ ʜʦʚʝʨʠʝ 

ʠʥʚʝʩʪʦʨʦʚ ʢ ʬʦʥʜʦʚʦʤʫ ʨʳʥʢʫ ʠ ʚʣʦʞʝʥʠʷʤ ʚ ʥʝʛʦ, ʯʪʦ ʚ ʩʚʦʶ ʦʯʝʨʝʜʴ ʙʫʜʝʪ 

ʫʜʘʨʦʤ ʢʘʢ ʜʣʷ ʨʦʩʩʠʡʩʢʦʡ ʵʢʦʥʦʤʠʢʠ ʚ ʮʝʣʦʤ, ʪʘʢ ʠ ʜʣʷ ʨʦʩʩʠʡʩʢʠʭ ʢʦʤʧʘʥʠʡ 

ʥʘ ʠʥʦʩʪʨʘʥʥʳʭ ʬʦʥʜʦʚʳʭ ʙʠʨʞʘʭ ʚ ʯʘʩʪʥʦʩʪʠ.  

ɺ ʠʪʦʛʝ, ʩʘʥʢʮʠʠ ʙʳʣʠ ʚʚʝʜʝʥʳ ʧʨʦʪʠʚ 463 ʯʝʣʦʚʝʢ, ʩʨʝʜʠ ʥʠʭ 

ʥʘʭʦʜʷʪʩʷ ʪʘʢʠʝ ʢʘʪʝʛʦʨʠʠ ʣʠʮ, ʢʘʢ ʛʨʘʞʜʘʥʝ ʠ ʯʠʥʦʚʥʠʢʠ ɼʃʅʈ, ʚʦʝʥʥʳʝ, 

ʙʠʟʥʝʩʤʝʥʳ, ʨʷʜ ʦʙʱʝʩʪʚʝʥʥʳʭ ʜʝʷʪʝʣʝʡ ʠ ʜʨʫʛʠʝ. ʀ 561 ʦʨʛʘʥʠʟʘʮʠʡ, 

ʥʘʯʠʥʘʷ ʦʪ ʆʙʦʨʦʥʥʳʭ ʢʦʤʧʘʥʠʡ ʟʘʢʘʥʯʠʚʘʷ ɹʘʥʢʘʤʠ ʠ ʛʦʩʦʨʛʘʥʘʤʠ. ʇʦʜʚʦʜʷ 

ʥʝʢʠʡ ʠʪʦʛ ʠ ʦʮʝʥʠʚʘʷ ʧʦʩʣʝʜʩʪʚʠʷ ʩʘʥʢʮʠʡ, ʩʪʦʠʪ ʦʪʤʝʪʠʪʴ, ʯʪʦ ʩʘʤʠ ʧʦ ʩʝʙʝ 

ʩʘʥʢʮʠʦʥʥʳʝ ʧʘʢʝʪʳ ʥʝ ʩʠʣʴʥʦ ʦʪʨʘʟʠʣʠʩʴ ʥʘ ʨʦʩʩʠʡʩʢʦʡ ʵʢʦʥʦʤʠʢʝ, ʘ ʚʦʪ ʧʨʠ 

ʜʝʪʘʣʴʥʦʤ ʘʥʘʣʠʟʝ ʤʦʞʥʦ ʫʚʠʜʝʪʴ, ʯʪʦ ʚʚʝʜʝʥʥʳʝ ʦʛʨʘʥʠʯʝʥʠʷ ʚ ʙʦʣʴʰʝʡ 

ʩʪʝʧʝʥʠ ʧʦʚʣʠʷʣʠ ʥʘ ʮʝʥʳ ʥʘ ʥʝʬʪʴ, ʘ ʪʝ ʫʞʝ ʚ ʩʚʦʶ ʦʯʝʨʝʜʴ ʥʘ ʵʢʦʥʦʤʠʯʝʩʢʫʶ 

ʩʠʪʫʘʮʠʶ ʚ ʩʪʨʘʥʝ ʠ ʨʘʟʤʝʨ ɺɺʇ. [4; 7] ʀʤʝʥʥʦ ʪʘʢʦʡ ʧʦʨʷʜʦʢ ʜʝʡʩʪʚʠʡ 

ʧʨʠʚʝʣ ʢ ʧʨʦʙʣʝʤʘʤ ʨʦʩʩʠʡʩʢʦʡ ʵʢʦʥʦʤʠʢʠ, ʩʚʷʟʘʥʥʳʤ ʩ ʧʦʣʠʪʠʢʦʡ 

ʎʝʥʪʨʦʙʘʥʢʘ ʠ ʩʦ ʩʢʘʯʢʘʤ ʮʝʥ ʥʘ ʥʝʬʪʴ ʚ ʢʦʥʮʝ 2014 ʛʦʜʘ.  

ʈʘʩʩʤʦʪʨʝʚ ʩʘʥʢʮʠʦʥʥʳʝ ʧʘʢʝʪʳ 2014 ʛʦʜʘ, ʪʝʧʝʨʴ ʤʳ ʧʝʨʝʡʜʝʤ ʢ 2022 

ʛʦʜʫ. ʇʨʦʤʝʞʫʪʦʢ ʩʘʥʢʮʠʦʥʥʦʛʦ ʚʦʟʜʝʡʩʪʚʠʷ ʟʜʝʩʴ ʙʦʣʝʝ ʢʦʨʦʪʢʠʡ, ʩ ʤʘʨʪʘ 

2022 ʧʦ ʥʳʥʝʰʥʝʝ ʚʨʝʤʷ. ʅʦ ʧʨʠ ʵʪʦʤ ʤʦʞʥʦ ʩʢʘʟʘʪʴ ʯʪʦ ʜʘʥʥʳʝ ʧʘʢʝʪʳ 

ʷʚʣʷʶʪʩʷ ʩʘʤʳʤʠ ʦʙʲʝʤʥʳʤʠ ʠʟ ʚʩʝʭ, ʢʦʪʦʨʳʝ ʢʦʛʜʘ ʣʠʙʦ ʚʚʦʜʠʣʠʩʴ ʚ 

ʤʠʨʦʚʦʡ ʧʨʘʢʪʠʢʝ (ʧʦ ʩʦʩʪʦʷʥʠʶ ʥʘ ʩʝʨʝʜʠʥʫ ʠʶʥʷ 2022 ï 10128).  

ʇʨʝʜʧʦʩʳʣʢʦʡ ʚʚʝʜʝʥʠʷ ʩʘʥʢʮʠʡ ʤʦʞʥʦ ʩʯʠʪʘʪʴ 21 ʬʝʚʨʘʣʷ 2022 ʛʦʜʘ, 

ʩ ʤʦʤʝʥʪʘ ʧʨʠʟʥʘʥʠʷ ɼʃʅʈ ʠ ʥʘʯʘʣʘ ʩʧʝʮʠʘʣʴʥʦʡ ʚʦʝʥʥʦʡ ʦʧʝʨʘʮʠʠ ʚ 

ʋʢʨʘʠʥʝ. ʀ ʜʘʣʝʝ ʤʳ ʧʦʛʦʚʦʨʠʤ, ʦ ʢʘʢʠʭ ʢʦʥʢʨʝʪʥʦ ʩʘʥʢʮʠʷʭ ʠʜʝʪ ʨʝʯʴ ʠ ʢʘʢ 

ʦʥʠ ʧʦʚʣʠʷʣʠ ʠ ʧʦʚʣʠʷʶʪ ʥʘ ʨʦʩʩʠʡʩʢʫʶ ʵʢʦʥʦʤʠʢʫ. 

 ʋʞʝ 8 ʘʧʨʝʣʷ ʉʦʚʝʪ ɽʚʨʦʧʳ ʚʚʝʣ ʚ ʜʝʡʩʪʚʠʝ ʥʦʚʳʡ ʧʘʢʝʪ ʩʘʥʢʮʠʡ: 

¶ ʟʘʧʨʝʪ ʥʘ ʠʤʧʦʨʪ ʫʛʣʷ ʩ ʘʚʛʫʩʪʘ 2022 ʛʦʜʘ (ʦʮʝʥʠʚʘʝʪʩʷ ʚ ú8 ʤʣʨʜ 

ʚ ʛʦʜ); 

¶ ʧʝʨʩʦʥʘʣʴʥʳʝ ʩʘʥʢʮʠʠ ʧʨʦʪʠʚ "ʦʣʠʛʘʨʭʦʚ, ʜʝʷʪʝʣʝʡ ʨʦʩʩʠʡʩʢʦʡ 

ʧʨʦʧʘʛʘʥʜʳ, ʩʦʪʨʫʜʥʠʢʦʚ ʩʠʣ ʙʝʟʦʧʘʩʥʦʩʪʠ ʠ ʚʦʝʥʥʳʭ", ʘ ʪʘʢʞʝ ʯʣʝʥʦʚ 

ʩʝʤʝʡ ʣʠʮ, ʫʞʝ ʧʦʧʘʚʰʠʭ ʧʦʜ ʩʘʥʢʮʠʠ; 
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¶ ʟʘʧʨʝʪ ʥʘ ʵʢʩʧʦʨʪ ʪʦʧʣʠʚʘ ʜʣʷ ʨʝʘʢʪʠʚʥʳʭ ʜʚʠʛʘʪʝʣʝʡ, ʢʚʘʥʪʦʚʳʭ 

ʢʦʤʧʴʶʪʝʨʦʚ ʠ ʧʝʨʝʜʦʚʳʭ ʧʦʣʫʧʨʦʚʦʜʥʠʢʦʚ, ʚʳʩʦʢʦʪʝʭʥʦʣʦʛʠʯʥʦʡ 

ʵʣʝʢʪʨʦʥʠʢʠ, ʧʨʦʛʨʘʤʤʥʦʛʦ ʦʙʝʩʧʝʯʝʥʠʷ, ʘ ʪʘʢʞʝ ʜʨʝʚʝʩʠʥʳ, ʮʝʤʝʥʪʘ, 

ʫʜʦʙʨʝʥʠʡ, ʤʦʨʝʧʨʦʜʫʢʪʦʚ ʠ ʩʧʠʨʪʥʳʭ ʥʘʧʠʪʢʦʚ (ʦʮʝʥʠʚʘʝʪʩʷ ʚ ú10 ʤʣʨʜ 

ʠ ú5,5 ʤʣʨʜ ʩʦʦʪʚʝʪʩʪʚʝʥʥʦ); 

¶ ʟʘʤʦʨʦʟʢʘ ʘʢʪʠʚʦʚ ʠ ʟʘʧʨʝʪ ʥʘ ʦʧʝʨʘʮʠʠ ʩ ʯʝʪʳʨʴʤʷ ʢʣʶʯʝʚʳʤʠ 

ʨʦʩʩʠʡʩʢʠʤʠ ʙʘʥʢʘʤʠ, ʥʘ ʜʦʣʶ ʢʦʪʦʨʳʭ ʧʨʠʭʦʜʠʪʩʷ 23% ʨʳʥʢʘ 

ʨʦʩʩʠʡʩʢʦʛʦ ʙʘʥʢʦʚʩʢʦʛʦ ʩʝʢʪʦʨʘ; 

¶ ʟʘʧʨʝʪ ʥʘ ʟʘʭʦʜ ʨʦʩʩʠʡʩʢʠʭ ʩʫʜʦʚ ʚ ʧʦʨʪʳ ɽʉ ʠ ʥʘ ʨʘʙʦʪʫ 

ʘʚʪʦʪʨʘʥʩʧʦʨʪʥʳʭ ʢʦʤʧʘʥʠʡ. 

¶ ʦʛʨʘʥʠʯʝʥʠʷ ʧʨʦʪʠʚ ʧʨʦʤʳʰʣʝʥʥʳʭ ʠ ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʭ ʩʝʢʪʦʨʦʚ, 

ʩʚʷʟʘʥʥʳʭ ʩ ʚʦʝʥʥʦʡ ʦʧʝʨʘʮʠʝʡ ʥʘ ʋʢʨʘʠʥʝ; 

¶ ɽʚʨʦʩʦʶʟ ʪʘʢʞʝ ʨʘʟʨʘʙʘʪʳʚʘʝʪ ʩʣʝʜʫʶʱʠʡ ʵʪʘʧ ʩʘʥʢʮʠʡ, 

ʢʘʩʘʶʱʠʡʩʷ ʦʛʨʘʥʠʯʝʥʠʡ ʥʘ ʧʦʩʪʘʚʢʠ ʥʝʬʪʠ ʠʟ ʈʦʩʩʠʠ, ʦʙ ʵʪʦʤ ʤʳ 

ʧʦʛʦʨʠʤ ʯʫʪʴ ʧʦʜʨʦʙʥʝʝ ʥʠʞʝ. 

ʕʪʦ ʥʝʧʦʣʥʳʡ ʩʧʠʩʦʢ ʟʘʧʨʝʪʦʚ, ʥʘʣʦʞʝʥʥʳʭ ʥʘ ʈʦʩʩʠʶ, ʧʦʜʨʦʙʥʳʡ 

ʩʧʠʩʦʢ ʭʦʨʦʰʦ ʧʨʦʠʣʣʶʩʪʨʠʨʦʚʘʥ ʥʘ ʩʘʡʪʝ çʆ ʛʣʘʚʥʦʤ ʚ ʈʦʩʩʠʠ ʙʝʟ 

ʧʦʣʠʪʠʢʠè [18]. ɿʘʤʝʪʠʤ, ʯʪʦ ʢ ʜʘʥʥʳʤ ʩ ʩʘʡʪʘ ʩʪʦʠʪ ʦʪʥʦʩʠʪʩʷ 

ʠʩʢʣʶʯʠʪʝʣʴʥʦ ʢʘʢ ʢ ʠʩʪʦʯʥʠʢʫ ʪʝʦʨʝʪʠʯʝʩʢʦʡ ʠʥʬʦʨʤʘʮʠʠ. 

ʇʦʤʠʤʦ ʚʳʰʝʥʘʟʚʘʥʥʳʭ ʦʛʨʘʥʠʯʝʥʠʡ, ʢʨʫʧʥʳʤ ʩʯʠʪʘʝʪʩʷ ʫʜʘʨ ʧʦ 

ʙʘʥʢʦʚʩʢʦʡ ʩʠʩʪʝʤʝ, ʘ ʠʤʝʥʥʦ ï ʦʪʢʣʶʯʝʥʠʝ ʈʦʩʩʠʠ ʦʪ ʩʠʩʪʝʤʳ SWIFT ʠ ʫʭʦʜ 

VISA ʠ MasterCard. SWIFT ï ɻ ʪʦ ʤʝʞʜʫʥʘʨʦʜʥʘʷ ʙʘʥʢʦʚʩʢʘʷ ʩʠʩʪʝʤʘ 

ʩʦʚʝʨʰʝʥʠʷ ʧʣʘʪʝʞʝʡ, ʚʳʧʦʣʥʷʶʱʘʷ ʬʫʥʢʮʠʠ ʢʣʠʨʠʥʛʘ (ʙʝʟʥʘʣʠʯʥʳʭ 

ʨʘʩʯʝʪʦʚ) ʤʝʞʜʫ ʝʸ ʫʯʘʩʪʥʠʢʘʤʠ. ʉʣʝʜʦʚʘʪʝʣʴʥʦ ʦʪʢʣʶʯʝʥʠʝ ʦʪ ʜʘʥʥʦʡ 

ʩʠʩʪʝʤʳ, ʝʩʪʴ ʠʟʦʣʷʮʠʷ ʨʦʩʩʠʡʩʢʦʡ ʙʘʥʢʦʚʩʢʦʡ ʩʠʩʪʝʤʳ ʦʪ ʦʩʪʘʣʴʥʦʛʦ ʤʠʨʘ. 

ʀ ʢʦʩʥʝʪʩʷ ʠʣʠ ʫʞʝ ʢʦʩʥʫʣʦʩʴ ʵʪʦ ʢʘʞʜʦʛʦ, ʢʘʢ ʠʥʚʝʩʪʦʨʦʚ, ʪʘʢ ʠ ʧʨʦʩʪʳʭ 

ʛʨʘʞʜʘʥ.  

ʉʪʦʠʪ ʩʢʘʟʘʪʴ, ʯʪʦ ʫ ʈʦʩʩʠʠ ʥʝʪ ʧʦʣʥʦʮʝʥʥʦʛʦ ʘʥʘʣʦʛʘ ʩʠʩʪʝʤʝ SWIFT, 

ʥʦ ʚʥʫʪʨʠ ʩʪʨʘʥʳ ʨʘʙʦʪʘʝʪ ʉʠʩʪʝʤʘ ʧʝʨʝʜʘʯʠ ʬʠʥʘʥʩʦʚʳʭ ʩʦʦʙʱʝʥʠʡ 



ɾʫʨʥʘʣ ʄʘʨʢʝʪʠʥʛ ʄɺɸ. ʄʘʨʢʝʪʠʥʛʦʚʦʝ ʫʧʨʘʚʣʝʥʠʝ ʧʨʝʜʧʨʠʷʪʠʝʤ                       2022, ʚʳʧʫʩʢ 3 

Journal Marketing MBA.  Marketing management firms                                                      2022, issue 3 
  

11 

 

(ʉʇʌʉ), ʯʪʦ ʣʠʰʴ ʧʦʢʘʟʳʚʘʝʪ, ʯʪʦ ʥʘ ʪʨʘʥʟʘʢʮʠʠ ʚʥʫʪʨʠ ʩʪʨʘʥʳ ʧʦʣʥʦʝ 

ʦʪʢʣʶʯʝʥʠʝ ʦʪ ʩʠʩʪʝʤʳ ʥʝ ʧʦʚʣʠʷʝʪ. ʈʝʰʝʥʠʝ ʵʪʦʡ ʧʨʦʙʣʝʤʳ, ʥʘ ʤʦʡ ʚʟʛʣʷʜ 

ʜʦʩʪʘʪʦʯʥʦ: ʣʠʙʦ ʧʦʧʳʪʢʘ ʩʦʟʜʘʥʠʷ ʩʚʦʝʡ ʩʠʩʪʝʤʳ (ʘʥʘʣʦʛʘ ʜʣʷ 

ʩʦʪʨʫʜʥʠʯʝʩʪʚʘ ʩ ʜʨʫʞʝʩʪʚʝʥʥʳʤʠ ʨʘʟʚʠʚʘʶʱʠʤʠʩʷ ʩʪʨʘʥʘʤʠ ï ʩʦʙʩʪʚʝʥʥʦ ʥʘ 

ʤʦʤʝʥʪ ʥʘʧʠʩʘʥʠʷ ʩʪʘʪʴʠ ʵʪʦʪ ʘʥʘʣʦʛ ʩʦʟʜʘʥ), ʣʠʙʦ ʥʘʜʝʞʜʘ ʥʘ ʢʠʪʘʡʩʢʫʶ 

CIPS, ʯʪʦ ʤʘʣʦʚʝʨʦʷʪʥʦ, ʠʙʦ ʫ ʂʠʪʘʷ ʩʚʦʠ ʠʥʪʝʨʝʩʳ ʚ ʧʨʦʪʠʚʦʩʪʦʷʥʠʠ ʈʦʩʩʠʠ 

ʠ ʉʐɸ.  

ʇʦ ʧʦʚʦʜʫ VISA ʠ MasterCard, ʢʦʪʦʨʳʝ ʧʨʠʦʩʪʘʥʦʚʠʣʠ ʩʚʦʶ 

ʜʝʷʪʝʣʴʥʦʩʪʴ ʥʘ ʪʝʨʨʠʪʦʨʠʠ ʈʦʩʩʠʠ, ʪʦ ʚʩʝ ʫʞʝ ʚʳʧʫʱʝʥʥʳʝ ʢʘʨʪʳ ʚ ʈʦʩʩʠʠ 

ʥʝ ʨʘʙʦʪʘʶʪ ʧʨʠ ʦʧʣʘʪʝ ʟʘ ʨʫʙʝʞʦʤ, ʥʦ ʧʨʦʜʦʣʞʘʶʪ ʨʘʙʦʪʘʪʴ ʥʘ ʪʝʨʨʠʪʦʨʠʠ 

ʈʌ, ʠ ʛʣʘʚʥʦʝ ʧʨʦʙʣʝʤʘ ʠ ʥʝʫʜʦʙʩʪʚʦ ʩʦʩʪʦʠʪ ʠʤʝʥʥʦ ʚ ʵʪʦʤ. ɽʜʠʥʩʪʚʝʥʥʘʷ 

ʚʦʟʤʦʞʥʦʩʪʴ ʦʧʣʘʯʠʚʘʪʴ ʯʪʦ-ʪʦ ʟʘ ʛʨʘʥʠʮʝʡ ï ʦʬʦʨʤʣʝʥʠʝ ʢʘʨʪʳ ʧʣʘʪʝʞʥʦʡ 

ʩʠʩʪʝʤʳ çʄʀʈè, ʥʦ ʦʧʣʘʯʠʚʘʪʴ ʝʶ ʤʦʞʥʦ ʪʦʣʴʢʦ ʚ ʦʛʨʘʥʠʯʝʥʥʦʤ ʨʷʜʫ ʩʪʨʘʥ: 

ɸʙʭʘʟʠʷ, ɸʨʤʝʥʠʷ, ɹʝʣʘʨʫʩʴ, ɺʴʝʪʥʘʤ, ʂʘʟʘʭʩʪʘʥ, ʂʳʨʛʳʟʩʪʘʥ, ʊʘʜʞʠʢʠʩʪʘʥ, 

ʊʫʨʮʠʷ, ʋʟʙʝʢʠʩʪʘʥ, ʖʞʥʘʷ ʆʩʝʪʠʷ. 

ɺʣʠʷʥʠʝ ʩʘʥʢʮʠʡ ʥʘ ʨʦʩʩʠʡʩʢʫʶ ʵʢʦʥʦʤʠʢʫ. ʋʩʣʦʚʥʦ, ʚʩʝ ʩʘʥʢʮʠʠ 

ʤʦʞʥʦ ʨʘʟʜʝʣʠʪʴ ʥʘ: ʵʢʦʥʦʤʠʯʝʩʢʠʝ, ʧʦʣʠʪʠʯʝʩʢʠʝ ʠ ʩʦʮʠʘʣʴʥʳʝ [2] (ʩʪʦʠʪ 

ʦʛʦʚʦʨʠʪʩʷ, ʯʪʦ ʚ ʨʝʘʣʴʥʦʩʪʠ ʚʩʝ ʵʪʠ ʢʘʪʝʛʦʨʠʠ ʧʝʨʝʤʝʰʠʚʘʶʪʩʷ ʤʝʞʜʫ ʩʦʙʦʡ, 

ʛʜʝ ʚʩʝ ʚʳʰʝ ʠ ʥʠʞʫ ʩʢʘʟʘʥʥʦʝ ʤʦʞʥʦ ʙʫʜʝʪ ʟʘʧʠʩʘʪʴ ʚʦ ʚʩʝ ʪʨʠ ʢʘʪʝʛʦʨʠʠ, ʥʦ 

ʜʣʷ ʬʦʨʤʘʣʴʥʦʛʦ ʫʜʦʙʩʪʚʘ ʨʘʟʜʝʣʠʤ ʠʭ). 

ʂ ʧʝʨʚʳʤ ʤʦʞʥʦ ʦʪʥʝʩʪʠ ʪʝ, ʯʪʦ ʦʪʚʝʯʘʶʪ ʟʘ ʪʦʨʛʦʚʳʝ ʠ ʜʝʥʝʞʥʳʝ 

ʦʪʥʦʰʝʥʠʷ ï ʩʶʜʘ ʦʛʦʚʦʨʝʥʥʳʝ ʚʳʰʝ ʦʪʢʣʶʯʝʥʠʝ ʈʦʩʩʠʠ ʦʪ ʤʝʞʜʫʥʘʨʦʜʥʳʭ 

ʩʠʩʪʝʤʳ SWIFT ʠ ʫʭʦʜ VISA ʠ MasterCard. 

ʂʦ ʚʪʦʨʳʤ ʨʘʟʥʦʛʦ ʨʦʜʘ ʩʘʥʢʮʠʦʥʥʳʝ ʩʧʠʩʢʠ, ʢʫʜʘ ʚʭʦʜʷʪ ʢʘʢ 

ʬʠʟʠʯʝʩʢʠʝ, ʪʘʢ ʶʨʠʜʠʯʝʩʢʠʡ ʣʠʮʘ, ʢʘʢ ʣʠʙʦ ʦʪʥʦʩʷʱʠʝʩʷ ʢ ʥʳʥʝʰʥʝʡ 

ʧʦʣʠʪʠʯʝʩʢʦʡ ʩʠʪʫʘʮʠʠ: ʯʠʥʦʚʥʠʢʠ, ʛʦʩʩʣʫʞʘʱʠʝ, ʚʦʝʥʥʳʝ ʠ ʪʜ. ʘ ʪʘʢʞʝ 

ʨʘʟʨʳʚʦʚ ʜʠʧʣʦʤʘʪʠʯʝʩʢʠʭ ʦʪʥʦʰʝʥʠʡ ʩ ʈʦʩʩʠʝʡ. ʇʦ ʧʦʚʦʜʫ ʧʦʩʣʝʜʥʝʛʦ, ʥʘ 

ʜʘʥʥʳʡ ʤʦʤʝʥʪ, ʦ ʧʦʣʥʦʤ ʨʘʟʨʳʚʝ ʜʠʧʣʦʤʘʪʠʯʝʩʢʠʭ ʦʪʥʦʰʝʥʠʡ ʦʙʲʷʚʠʣʦ ʜʚʘ 

ʛʦʩʫʜʘʨʩʪʚʘ, ʋʢʨʘʠʥʘ ʠ ʄʠʢʨʦʥʝʟʠʷ. 

ʂ ʪʨʝʪʴʠʤ, ʤʳ ʦʪʥʦʩʠʤ ʟʘʧʨʝʪʳ ʥʘ ʚʚʦʟ ʨʘʟʣʠʯʥʳʭ ʪʦʚʘʨʦʚ ʠ ʫʩʣʫʛ ʠ 
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ʫʭʦʜ ʢʦʤʧʘʥʠʡ ʩ ʨʦʩʩʠʡʩʢʦʛʦ ʨʳʥʢʘ. 

ʅʘʯʥʝʤ ʧʦ ʧʦʨʷʜʢʫ, ʟʘʧʨʝʪ ʥʘ ʚʚʦʟ ʪʦʚʘʨʦʚ, ʚ ʪʦʤ ʯʠʩʣʝ ʧʨʝʜʤʝʪʦʚ 

ʨʦʩʢʦʰʠ, ʩ ʪʦʯʢʠ ʟʨʝʥʠʷ ɽʉ ʜʦʣʞʝʥ çʫʜʘʨʠʪʴ ʧʦ ʨʦʩʩʠʡʩʢʦʡ ʵʣʠʪʝè - ʩʜʝʣʘʥʦ 

ʵʪʦ ʠʟ ʩʦʦʙʨʘʞʝʥʠʡ ʦʛʨʘʥʠʯʝʥʠʷ, ʢʦʪʦʨʳʝ ʙʳ ʩʧʦʜʚʠʛʥʫʣʠ ʵʪʫ ʩʘʤʫʶ ʵʣʠʪʫ ʢ 

ʘʢʪʠʚʥʳʤ ʜʝʡʩʪʚʠʷʤ ʚ ʩʪʦʨʦʥʫ ʤʠʨʥʦʛʦ ʨʝʰʝʥʠʷ ʢʦʥʬʣʠʢʪʘ, ʥʦ ʵʪʦʛʦ ʢʘʢ ʤʳ 

ʚʠʜʠʤ ʥʝ ʧʨʦʠʟʦʰʣʦ, ʚ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ ʠʟ-ʟʘ ʚʦʟʤʦʞʥʦʩʪʠ ʠʩʧʦʣʴʟʦʚʘʪʴ 

ʣʘʟʝʡʢʠ ʜʣʷ ʧʦʣʫʯʝʥʠʷ ʵʪʠʭ ʩʘʤʳʭ ʧʨʝʜʤʝʪʦʚ ʨʦʩʢʦʰʠ. ʇʦʩʣʝ ʵʣʠʪʘ 

ʧʦʜʝʣʠʣʘʩʴ ʥʘ ʜʚʘ ʣʘʛʝʨʷ ï ʧʦʜʜʝʨʞʢʠ ʩʧʝʮʠʘʣʴʥʦʡ ʦʧʝʨʘʮʠʠ ʠ ʩʣʝʜʦʚʘʪʝʣʴʥʦ 

ʧʦʜʲʝʤʘ ʫʨʦʚʥʷ ʧʘʪʨʠʦʪʠʟʤʘ, ʚʪʦʨʳʝ, ʢʦʪʦʨʳʝ ʚʳʩʢʘʟʳʚʘʣʠʩʴ ʧʨʦʪʠʚ ʠ ʧʦ 

ʙʦʣʴʰʝʡ ʯʘʩʪʠ ʫʞʝ ʫʝʭʘʚʰʠʝ ʠʟ ʩʪʨʘʥʳ. ɺʳʚʦʜ ʢʦʪʦʨʳʡ ʪʫʪ ʤʦʞʥʦ ʩʜʝʣʘʪʴ, 

ʤʘʥʝʚʨ ɽʉ ʧʦ ʫʜʘʨʫ ʧʦ ʨʦʩʩʠʡʩʢʦʡ ʵʣʠʪʝ ʥʝ ʫʜʘʣʩʷ. 

ʀ ʜʘʣʝʝ ʩʪʦʠʪ ʩʢʘʟʘʪʴ ʦʙ ʦʜʥʦʤ ʠʟ ʩʘʤʳʭ ʦʙʩʫʞʜʘʝʤʳʭ ʩʦʙʳʪʠʡ ï 

ʤʘʩʩʦʚʳʡ ʫʭʦʜ ʢʦʤʧʘʥʠʡ ʩ ʨʦʩʩʠʡʩʢʦʛʦ ʨʳʥʢʘ. ʇʨʠʯʠʥʦʡ ʫʭʦʜʘ ʩʪʘʣʠ 

ʚʚʝʜʝʥʥʳʝ ɿʘʧʘʜʦʤ ʩʘʥʢʮʠʠ ʚ ʦʪʚʝʪ ʥʘ ʧʨʦʚʝʜʝʥʠʝ ʩʧʝʮʦʧʝʨʘʮʠʠ ʠ ʩ 4 ʤʘʨʪʘ ʩ 

ʈʦʩʩʠʡʩʢʦʛʦ ʨʳʥʢʘ ʘʢʪʠʚʥʦ ʫʭʦʜʠʣʠ ʤʥʦʞʝʩʪʚʦ ʟʘʨʫʙʝʞʥʳʭ ʢʦʤʧʘʥʠʡ, ʩʨʝʜʠ 

ʥʠʭ: ʙʨʝʥʜʳ ʦʜʝʞʜʳ, ʪʝʭʥʠʯʝʩʢʠʝ ʠ ʠʥʥʦʚʘʮʠʦʥʥʳʝ ʢʦʤʧʘʥʠʡ ʠ ʤʥʦʛʠʝ 

ʜʨʫʛʠʝ (ʧʦʣʥʳʡ ʠ ʧʦʩʪʦʷʥʥʦ ʦʙʥʦʚʣʷʝʤʳʡ ʩʧʠʩʦʢ ï ʩʤ.: [20]). ɺʘʞʥʳʤ ʟʜʝʩʴ 

ʙʫʜʝʪ ʩʢʘʟʘʪʴ, ʦ ʢʘʢʠʭ ʢʦʤʧʘʥʠʷʭ ʙʳ ʰʣʘ ʨʝʯʴ, ʠʭ ʫʭʦʜ ʫʜʘʨʠʣ ʧʦ 

ʝʚʨʦʧʝʠʟʠʨʦʚʘʥʥʳʤ ʨʦʩʩʠʷʥʘʤ, ʢʦʪʦʨʳʝ ʙʳʣʠ ʧʦʣʦʞʠʪʝʣʴʥʦ ʥʘʩʪʨʦʝʥʳ ʥʘ 

ʦʪʥʦʰʝʥʠʷ ʩ ɿʘʧʘʜʦʤ, ʘ ʪʘʢʞʝ ʥʝʛʘʪʠʚʥʳʤ ʧʦʩʣʝʜʩʪʚʠʝʤ ʩʪʘʣʠ ʤʘʩʩʦʚʳʝ 

ʧʦʪʝʨʠ ʩʚʦʠʭ ʨʘʙʦʯʠʭ ʤʝʩʪ, ʭʦʪʴ ʥʝʢʦʪʦʨʳʝ ʢʦʤʧʘʥʠʠ ʧʨʠʦʩʪʘʥʘʚʣʠʚʘʷ ʩʚʦʶ 

ʜʝʷʪʝʣʴʥʦʩʪʴ, ʩʦʭʨʘʥʠʣʠ ʨʘʙʦʯʠʝ ʤʝʩʪʘ ʠ ʧʨʦʜʦʣʞʘʶʪ ʚʳʧʣʘʯʠʚʘʪʴ 

ʟʘʨʘʙʦʪʥʫʶ ʧʣʘʪʫ ʨʘʙʦʪʥʠʢʘʤ, ʚʝʨʦʷʪʥʦ ʚ ʥʘʜʝʞʜʝ ʚʝʨʥʫʪʴʩʷ ʥʘ ʨʳʥʦʢ ʢʘʢ 

ʪʦʣʴʢʦ ʢʦʥʬʣʠʢʪʥʘʷ ʩʠʪʫʘʮʠʷ ʧʦʡʜʝʪ ʥʘ ʩʧʘʜ. ʉʫʜʠʪʴ ʦʙ ʵʪʦʤ ʞʝʩʪʝ ʩʦ ʩʪʦʨʦʥʳ 

ʢʦʤʧʘʥʠʡ ʦʩʦʙʦʛʦ ʩʤʳʩʣʘ ʥʝʪ, ʚʘʞʥʳ ʬʘʢʪʳ, ʢʦʤʧʘʥʠʠ ʫʰʣʠ, ʥʦ ʙʫʜʝʪ 

ʚʦʟʤʦʞʥʦʩʪʴ ʚʝʨʥʫʪʴʩʷ ʥʘʟʘʜ ï ʚʨʝʤʷ ʧʦʢʘʞʝʪ.   

ʊʝʧʝʨʴ, ʢʦʛʜʘ ʤʳ ʦʙʛʦʚʦʨʠʣʠ ʚʩʝ ʚʚʝʜʝʥʥʳʝ ʟʘʧʨʝʪʳ, ʨʘʩʩʤʦʪʨʝʣʠ ʠʭ 

ʧʨʝʜʧʦʩʳʣʢʠ ʠ ʨʘʟʦʙʨʘʣʠ ʚʩʝ ʧʘʢʝʪʳ ʩʘʥʢʮʠʡ, ʦʩʪʘʸʪʩʷ ʚʦʧʨʦʩ ï ʘ ʯʪʦ 

ʩʦʙʩʪʚʝʥʥʦ ʩ ʵʪʠʤʠ ʧʘʢʝʪʘʤʠ ʩʘʥʢʮʠʡ ʜʝʣʘʪʴ? ʇʦʣʦʞʠʪʴ ʝʛʦ ʚ ʧʘʢʝʪ ʩ 

ʧʘʢʝʪʘʤʠ? ʍʦʪʝʣʦʩʴ ʙʳ, ʥʦ ʥʝʪ.  
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ɼʣʷ ʥʘʯʘʣʘ ʩʪʦʠʪ ʩʢʘʟʘʪʴ ʦ ʥʳʥʝʰʥʝʡ ʪʝʥʜʝʥʮʠʠ ʧʘʜʝʥʠʷ ʢʫʨʩʘ ʜʦʣʣʘʨʘ 

ʥʘ ʬʦʥʝ ʫʢʨʝʧʣʝʥʠʷ ʨʫʙʣʷ, ʚʝʜʴ, ʧʦ ʤʦʝʤʫ ʤʥʝʥʠʶ ʜʘʥʥʳʡ ʚʦʧʨʦʩ ʤʦʞʥʦ 

ʦʪʥʝʩʪʠ ʢ ʢʘʪʝʛʦʨʠʠ ʦʜʥʦʛʦ ʠʟ ʩʘʤʳʭ ʘʢʪʫʘʣʴʥʳʭ. ʀ ʨʘʩʩʤʦʪʨʠʤ ʤʳ ʝʛʦ ʩ ʜʚʫʭ 

ʩʪʦʨʦʥ.  

ʇʝʨʚʦʝ, ʧʦʯʝʤʫ ʞʝ ʜʣʷ ʥʘʰʝʡ ʵʢʦʥʦʤʠʢʠ ʚ ʜʘʥʥʳʡ ʤʦʤʝʥʪ, ʫʢʨʝʧʣʝʥʠʝ 

ʢʫʨʩʘ ʨʫʙʣʷ ʵʪʦ ʧʦʟʠʪʠʚʥʦʝ ʷʚʣʝʥʠʝ. ɺ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ ʵʪʦ ʧʦʧʳʪʢʘ ʦʪʦʡʪʠ ʦʪ 

ʫʢʨʝʧʠʚʰʝʛʦʩʷ ʛʦʩʧʦʜʩʪʚʘ ʜʦʣʣʘʨʘ ʚ ʛʝʦʧʦʣʠʪʠʢʝ ʠ ʧʦʧʳʪʘʪʴʩʷ ʫʡʪʠ ʦʪ 

ʥʳʥʝʰʥʝʛʦ ʦʜʥʦʧʦʣʷʨʥʦʛʦ ʤʠʨʘ (ʥʦ ʢʘʢ ʤʳ ʥʘʙʣʶʜʘʣʠ ʟʘ ʪʝʥʜʝʥʮʠʷʤʠ 2015 

ʛʦʜʘ, ʢʦʛʜʘ ʚʦ ʚʨʝʤʷ ʩʦʟʳʚʘ ʩʪʨʘʥ ɹʈʀʂʉ ʙʳʣ ʫʪʚʝʨʞʜʝʥ ʧʣʘʥ ʧʦ ʩʦʟʜʘʥʠʶ 

ʥʦʚʦʡ ʤʝʞʥʘʮʠʦʥʘʣʴʥʦʡ ʚʘʣʶʪʳ, ʢʦʪʦʨʳʡ ʚ ʠʪʦʛʝ ʧʨʦʚʘʣʠʣʩʷ ʠ ʦʪ ʥʝʛʦ 

ʦʪʢʘʟʘʣʠʩʴ). ʅʦ ʝʩʪʴ ʦʜʥʘ ʧʨʦʙʣʝʤʘ, ʜʝʡʩʪʚʠʪʝʣʴʥʦ ʜʦʣʣʘʨ ʧʦ ʦʪʥʦʰʝʥʠʶ ʚ 

ʨʫʙʣʶ ʩʝʡʯʘʩ ʥʘʭʦʜʠʪʩʷ ʥʘ ʨʝʘʣʴʥʦ ʥʠʟʢʠʭ ʧʦʢʘʟʘʪʝʣʷʭ, ʥʦ ʚ ʧʨʝʜʝʣʘʭ ʥʘʰʝʡ 

ʩʪʨʘʥʳ, ʚʝʜʴ ʜʘʞʝ ʧʨʠ ʥʝʦʙʭʦʜʠʤʦʩʪʠ ʜʣʷ ʝʚʨʦʧʝʡʩʢʠʭ ʛʦʩʫʜʘʨʩʪʚ ʧʣʘʪʠʪʴ ʟʘ 

ʛʘʟ ʨʫʙʣʷʤʠ ʙʳʣʘ ʩʦʟʜʘʥʘ ʩʧʝʮʠʘʣʴʥʘʷ ʩʭʝʤʘ [10]. 

ɺ ʨʝʟʫʣʴʪʘʪʝ ʥʝʸ ï ʦʧʣʘʪʘ ʨʫʙʣʷʤʠ ï ʬʠʢʮʠʷ, ʚʝʜʴ ʝʚʨʦʧʝʡʩʢʠʝ 

ʧʦʢʫʧʘʪʝʣʠ ʧʨʦʜʦʣʞʘʶʪ ʧʣʘʪʠʪʴ ʜʦʣʣʘʨʘʤʠ ʠ ʝʚʨʦ. ɻʦʩʫʜʘʨʩʪʚʦ ʚ ʠʪʦʛʝ ʣʠʰʴ 

ʫʩʣʦʞʥʠʣʦ ʧʨʦʮʝʜʫʨʫ ʦʧʣʘʪʳ, ʥʦ ʬʘʢʪ ʦʩʪʘʝʪʩʷ ʬʘʢʪʦʤ ï ʩʧʨʦʩʘ ʥʘ ʧʦʢʫʧʢʫ 

ʨʫʙʣʷ ʠʥʦʩʪʨʘʥʥʳʤʠ ʠʥʚʝʩʪʦʨʘʤʠ ʥʝ ʧʨʦʠʩʭʦʜʠʪ. ʕʪʦ ʜʝʡʩʪʚʠʪʝʣʴʥʦ ʚʳʛʦʜʥʦ 

ʢʦʛʜʘ ʨʝʯʴ ʠʜʝʪ ʦ ʧʨʦʩʪʨʘʥʩʪʚʝ ʚʥʫʪʨʠ ʩʪʨʘʥʳ, ʥʦ ʚʦʧʨʦʩ ʢʘʢ ʜʦʣʛʦ ʈʦʩʩʠʷ 

ʩʤʦʞʝʪ ʦʩʪʘʚʘʪʴʩʷ ʚ ʪʘʢʦʡ ʦʙʦʩʦʙʣʝʥʥʦʡ ʧʦʟʠʮʠʠ ʧʦ ʦʪʥʦʰʝʥʠʶ ʢ ʤʠʨʦʚʦʤʫ 

ʩʦʦʙʱʝʩʪʚʫ ʜʦʩʪʘʪʦʯʥʦ ʥʝʧʨʦʩʪ.  

ɼʣʷ ʪʦʛʦ, ʯʪʦʙʳ ʨʘʩʩʤʦʪʨʝʪʴ ʥʘ ʩʢʦʣʴʢʦ ʨʝʘʣʴʥʦ ʫʢʨʝʧʣʝʥʠʝ ʨʫʙʣʷ 

ʤʦʞʥʦ ʩʦʚʝʨʰʠʪʴ ʩʣʝʜʫʶʱʠʝ ʰʘʛʠ: ʨʘʩʩʤʦʪʨʝʪʴ ʩʪʦʠʤʦʩʪʴ ʧʨʦʜʘʞʠ 

ʥʘʣʠʯʥʦʡ ʚʘʣʶʪʳ, ʩʪʦʠʤʦʩʪʴ ʧʦʪʨʝʙʠʪʝʣʴʩʢʦʛʦ ʢʨʝʜʠʪʘ ʠ ʩʪʦʠʤʦʩʪʴ 

ʠʧʦʪʝʯʥʦʛʦ ʢʨʝʜʠʪʦʚʘʥʠʷ ʠ ʚʤʝʩʪʝ ʩ ʪʝʤ, ʦʪʩʣʝʜʠʪʴ ʪʝʥʜʝʥʮʠʶ ʠʟʤʝʥʝʥʠʶ 

ʚʘʣʶʪʥʳʭ ʢʫʨʩʦʚ ʨʫʙʣʷ ʢ ʜʦʣʣʘʨʫ ʠ ʝʚʨʦ, ʘ ʪʘʢʞʝ ʠʟʤʝʥʝʥʠʝ ʩʪʘʚʢʠ 

ʮʝʥʪʨʘʣʴʥʦʛʦ ʙʘʥʢʘ.  ʀ ʨʘʩʩʤʘʪʨʠʚʘʪʴ ʤʳ ʙʫʜʝʤ ʜʚʘ ʧʝʨʠʦʜʘ ï ʩʠʪʫʘʮʠʶ ʜʦ 24 

ʬʝʚʨʘʣʷ 2022 ʛʦʜʘ ʠ ʧʦʩʣʝ.  

ʅʘʯʥʝʤ ʤʳ ʩ ʨʘʩʩʤʦʪʨʝʥʠʷ ʜʦʣʣʘʨʘ ʠ ʝʚʨʦ ʥʘ ʤʘʡ 2021 ʛʦʜʘ ʜʦʣʣʘʨ ʟʘ 

73,58 ʠ ̆̃̑̏ ̈́ 89,67 (ʯʪʦ ʢʩʪʘʪʠ ʙʳʣʦ ʦʧʪʠʤʘʣʴʥʳʤ ʢʫʨʩʦʤ ʢ ʧʣʘʥʠʨʫʝʤʦʤʫ 
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ʎɹ ʈʌ ʥʘ 2021 ʛʦʜ). ɼʘʣʝʝ, ʩʪʦʠʤʦʩʪʴ ʩʨʝʜʥʝʨʳʥʦʯʥʦʛʦ ʧʦʪʨʝʙʠʪʝʣʴʩʢʦʛʦ 

ʢʨʝʜʠʪʘ, ʩʦʛʣʘʩʥʦ ʜʘʥʥʳʤ ɹʘʥʢʘ ʈʦʩʩʠʠ ʥʘ ʤʘʡ 2021 ʩʦʩʪʘʚʣʷʝʪ: ʜʦ ʛʦʜʘ ï 

13,73%, ʩʚʳʰʝ ʛʦʜʘ ï 10,44%; ʜʦ ʛʦʜʘ (ʚ ʪʦʤ ʯʠʩʣʝ ʘʚʪʦʢʨʝʜʠʪʳ) ï 8,60%, 

ʩʚʳʰʝ ʛʦʜʘ (ʚ ʪʦʤ ʯʠʩʣʝ ʘʚʪʦʢʨʝʜʠʪʳ) ï 12,42% 

ʀ ʥʘʢʦʥʝʮ, ʩʪʦʠʤʦʩʪʴ ʠʧʦʪʝʯʥʦʛʦ ʢʨʝʜʠʪʦʚʘʥʠʷ, ʪʘʢʞʝ ʥʘ ʤʘʡ 2021 ʛʦʜʘ 

ʜʘʥʥʳʡ ʧʦʢʘʟʘʪʝʣʴ ʩʦʩʪʘʚʣʷʣ ʥʘ ʧʝʨʚʠʯʥʦʤ ʨʳʥʢʝ ï 8.13% ʠ ʥʘ ʚʪʦʨʠʯʥʦʤ 

8,36% ʩʦʦʪʚʝʪʩʪʚʝʥʥʦ (ʩʨʝʜʥʝʚʟʚʝʰʝʥʥʳʡ ʧʦʢʘʟʘʪʝʣʴ ï 8.02%). ʇʨʠ ʢʣʶʯʝʚʦʡ 

ʩʪʘʚʢʝ ʎɹ ʈʌ ʚ 5%. 

ʀ ʪʝʧʝʨʴ ʧʝʨʝʡʜʝʤ ʢ ʧʦʢʘʟʘʪʝʣʷʤ 2022 ʛʦʜʘ, ʪʘʢʞʝ ʧʦ ʧʦʨʷʜʢʫ, 

ʩʪʦʠʤʦʩʪʴ ʜʦʣʣʘʨʘ ʠ ʝʚʨʦ ï 66,4 ʠ 69,44 ʩʦʦʪʚʝʪʩʪʚʝʥʥʦ, ʥʘ ʤʘʡ 2022, 

ʩʨʝʜʥʝʨʳʥʦʯʥʳʡ ʧʦʪʨʝʙʠʪʝʣʴʩʢʠʡ ʢʨʝʜʠʪ ï  ʧʦ ʧʦʢʘʟʘʪʝʣʷʤ ɹʘʥʢʘ ʈʦʩʩʠʠ: ʜʦ 

ʛʦʜʘ ï 24.32%, ʩʚʳʰʝ ʛʦʜʘ ï 11.41%; ʜʦ ʛʦʜʘ ʚ ʪʦʤ ʯʠʩʣʝ ʘʚʪʦʢʨʝʜʠʪʳ ï 21.68%, 

ʩʚʳʰʝ ʛʦʜʘ, ʚ ʪʦʤ ʯʠʩʣʝ ʘʚʪʦʢʨʝʜʠʪʳ - 24.90%  

ʀ ʩʪʦʠʤʦʩʪʴ ʠʧʦʪʝʯʥʦʛʦ ʢʨʝʜʠʪʦʚʘʥʠʷ, ʫʞʝ ʥʘ ʤʘʨʪ 2022 ʛʦʜʘ ï ʚ ʥʘʯʘʣʝ 

ʤʝʩʷʮʘ ʧʦʢʘʟʘʪʝʣʠ ʚʳʨʦʩʣʠ ʜʦ 20-21%, ʚ ʩʚʷʟʠ ʩ ʧʦʚʳʰʝʥʠʝʤ ʢʣʶʯʝʚʦʡ ʩʪʘʚʢʠ 

ʎɹ ï ʜʦ 20%, ʥʦ ʧʦʩʣʝ ʝʸ ʩʥʠʞʝʥʠʷ, ʠ ʨʳʥʦʯʥʳʝ ʩʪʘʚʢʠ ʥʘʯʘʣʠ ʩʥʠʞʘʪʴʩʷ ï ʠ 

ʩʦʛʣʘʩʥʦ ʧʨʦʛʥʦʟʫ ʕʣʴʚʠʨʳ ʅʘʙʠʫʣʣʠʥʦʡ ʥʘ ʚʩʪʨʝʯʝ ɸʩʩʦʮʠʘʮʠʠ ʙʘʥʢʦʚ 

ʈʦʩʩʠʠ, ʩʨʝʜʥʝʚʟʚʝʰʝʥʥʳʡ ʧʨʦʮʝʥʪ ʧʣʘʥʠʨʫʝʪʩʷ ʚ ʨʘʡʦʥʝ 10-15%. ɿʜʝʩʴ 

ʢʦʥʝʯʥʦ ʩʪʦʠʪ ʩʢʘʟʘʪʴ, ʯʪʦ ʚʩʝ ʵʪʠ ʮʠʬʨʳ ʧʨʦʠʩʭʦʜʷʪ ʥʘ ʬʦʥʝ ʨʝʟʢʠʭ ʩʢʘʯʢʦʚ 

ʢʣʶʯʝʚʦʡ ʩʪʘʚʢʠ ï ʦʪ 20% ʧʨʦʮʝʥʪʦʚ ʚ ʢʦʥʮʝ ʬʝʚʨʘʣʷ ʠ ʜʦ 11% ʥʘ 26 ʤʘʷ 2022 

ʛʦʜʘ. [12] 

ɺ ʨʝʟʫʣʴʪʘʪʝ, ʤʦʞʥʦ ʟʘʤʝʪʠʪʴ, ʯʪʦ ʧʨʠ ʙʦʣʝʝ ʚʳʩʦʢʠʭ ʚʘʣʶʪʥʳʭ 

ʧʦʢʘʟʘʪʝʣʷʭ ʚ 2021 ʛʦʜʫ ʩʪʘʚʢʠ ʧʦ ʠʧʦʪʝʯʥʳʤ ʠ ʧʦʪʨʝʙʠʪʝʣʴʩʢʠʤ ʢʨʝʜʠʪʘʤ 

ʙʳʣʠ ʥʘ ʧʦʨʷʜʦʢ ʥʠʞʝ, ʯʝʤ ʵʪʠ ʞʝ ʧʦʢʘʟʘʪʝʣʠ ʫʞʝ ʚ 2022, ʠ ʭʦʪʴ ʩʝʡʯʘʩ, ʚ 

ʝʞʝʤʝʩʷʯʥʦ ʠʟʤʝʥʷʶʱʝʡʩʷ ʩʠʪʫʘʮʠʠ (ʯʪʦ ʦʪʣʠʯʥʦ ʚʠʜʥʦ ʧʦ ʢʦʣʝʙʣʶʱʝʡʩʷ 

ʢʣʶʯʝʚʦʡ ʩʪʘʚʢʝ ʎɹ) ï ʤʦʞʥʦ ʢʘʢ ʤʠʥʠʤʫʤ ʩʜʝʣʘʪʴ ʚʳʚʦʜ, ʯʪʦ ʩ ʥʳʥʝʰʥʠʤ 

ʚʘʣʶʪʥʳʤ ʢʫʨʩʦʤ ʥʝ ʚʩʝ ʚ ʧʦʨʷʜʢʝ. 

ʅʦ ʩʪʦʠʪ ʟʘʤʝʪʠʪʴ, ʯʪʦ ʵʪʦ ʣʠʰʴ ʦʜʥʘ ʪʦʯʢʘ ʟʨʝʥʠʷ, ʚʘʞʥʦ ʧʦʤʥʠʪʴ ʯʪʦ 

ʥʘ ʬʦʥʝ ʫʢʨʝʧʣʝʥʠʷ ʨʦʩʩʠʡʩʢʦʡ ʚʘʣʶʪʳ, ʧʨʠʦʨʠʪʝʪʥʦʡ ʟʘʜʘʯʝʡ ʛʦʩʫʜʘʨʩʪʚʘ 

ʷʚʣʷʝʪʩʷ ʩʦʟʜʘʥʠʝ ʫʩʣʦʚʠʡ ʜʣʷ ʫʢʨʝʧʣʝʥʠʷ ʚʩʝʡ ʵʢʦʥʦʤʠʯʝʩʢʦʡ ʩʠʩʪʝʤʳ, 
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ʯʪʦʙʳ ʚ ʪʦʪ ʤʦʤʝʥʪ, ʢʦʛʜʘ ʩʠʪʫʘʮʠʷ ʚ ʤʠʨʝ ʚʥʦʚʴ ʩʪʘʥʝʪ ʥʝʩʪʘʙʠʣʴʥʦʡ, 

ʨʦʩʩʠʡʩʢʘʷ ʵʢʦʥʦʤʠʢʘ ʩʤʦʛʣʘ ʧʝʨʝʞʠʪʴ ʥʦʚʳʡ ʫʜʘʨ ʠ ʟʘʣʦʞʠʪʴ ʦʩʥʦʚʳ 

ʜʣʠʪʝʣʴʥʦʛʦ ʵʢʦʥʦʤʠʯʝʩʢʦʛʦ ʨʦʩʪʘ, ʦʩʥʦʚʘʥʥʦʛʦ ʥʘ ɻʢʩʧʦʨʪʦʦʨʠʝʥʪʠʨʦʚʘʥʥʦʤ 

ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʠ. [5] 

ʊʝʧʝʨʴ ʩʪʦʠʪ ʧʝʨʝʡʪʠ ʢ ʨʘʩʩʤʦʪʨʝʥʠʶ ʧʨʠʯʠʥ, ʧʦʯʝʤʫ ʨʦʩʩʠʡʩʢʘʷ 

ʵʢʦʥʦʤʠʢʘ ʦʢʘʟʘʣʘʩʴ ʥʝʛʦʪʦʚʘ ʢ ʚʚʝʜʸʥʥʳʤ ʩʘʥʢʮʠʷʤ. 

ɺ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ ʥʫʞʥʦ ʥʘʧʦʤʥʠʪʴ ʦ ʥʝʧʨʝʢʨʘʱʘʶʱʝʡʩʷ ʧʘʥʜʝʤʠʠ 

COVID-19, ʢʦʪʦʨʘʷ ʠ ʪʘʢ ʟʘʪʦʨʤʦʟʠʣʘ ʨʘʟʚʠʪʠʝ ʵʢʦʥʦʤʠʢʠ ʩʪʨʘʥʳ, ʚʚʝʨʛʥʫʚ ʝʝ 

ʚ ʯʨʝʟʚʳʯʘʡʥʳʡ ʨʝʞʠʤ. ʀ ʚʪʦʨʦʝ ï ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʝ: ʚ ʦʢʪʷʙʨʝ 2021 ʥʘ 

ʟʘʩʝʜʘʥʠʠ ʜʠʩʢʫʩʩʠʦʥʥʦʛʦ ʢʣʫʙʘ çɺʘʣʜʘʡè ʙʳʣʠ ʧʦʜʚʝʜʝʥʳ ʧʨʦʤʝʞʫʪʦʯʥʳʝ 

ʠʪʦʛʠ, ʧʦʢʘʟʳʚʘʶʱʠʝ ʫʩʧʝʰʥʦʩʪʴ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ. ʊʘʢ, ʙʳʣ ʧʦʩʪʨʦʝʥ 

ʥʦʚʳʡ ʟʘʚʦʜ ʩʞʠʞʝʥʥʦʛʦ ʛʘʟʘ ʚ ʗʤʘʣʝ ʠ ʢʨʫʧʥʳʝ ʧʨʝʜʧʨʠʷʪʠʷ ʧʦ ʧʝʨʝʨʘʙʦʪʢʝ 

ʧʦʣʝʟʥʳʭ ʠʩʢʦʧʘʝʤʳʭ: çɿʘʧʉʠʙʅʝʬʪʝʭʠʤè ʚ ʊʦʙʦʣʴʩʢʝ (1 ʜʝʢʘʙʨʷ 2020 ʛʦʜʘ) 

ʠ çɸʤʫʨʩʢʠʡ ʛʘʟʦʧʝʨʝʨʘʙʘʪʳʚʘʶʱʠʡ ʟʘʚʦʜè (ʚ ʠʶʥʝ 2021 ʛʦʜʘ). ʄʘʣʳʡ ʠ 

ʩʨʝʜʥʠʡ ʙʠʟʥʝʩ, ʧʦʣʫʯʠʣ ʧʨʦʛʨʘʤʤʳ ʧʦʜʜʝʨʞʢʠ, ʥʘʧʨʠʤʝʨ, ʚ ʨʝʟʫʣʴʪʘʪʝ 

ʇʦʩʪʘʥʦʚʣʝʥʠʷ ʇʨʘʚʠʪʝʣʴʩʪʚʘ ʈʌ ʦʪ 21.12.2021 ˉ2371 ʩʪʘʨʪʦʚʘʣʦ ʩʦʟʜʘʥʠʝ 

ʵʢʦʩʠʩʪʝʤʳ ʧʦʜʜʝʨʞʢʠ ʙʠʟʥʝʩʘ, ʯʝʨʝʟ ʮʠʬʨʦʚʫʶ ʧʣʘʪʬʦʨʤʫ ʄʇʉ (ʩ ʬʝʚʨʘʣʷ 

2022 ʛʦʜʘ).  

ʅʦ ʝʩʪʴ ʠ ʦʙʨʘʪʥʘʷ ʩʪʦʨʦʥʘ: ʫ ʤʥʦʛʠʭ ʩʫʱʝʩʪʚʫʶʱʠʭ ʨʦʩʩʠʡʩʢʠʡ 

ʘʥʘʣʦʛʦʚ ʚ ʧʨʦʤʳʰʣʝʥʥʦʩʪʠ ʚʩʝ ʝʱʝ ʝʩʪʴ ʩʫʱʝʩʪʚʝʥʥʳʝ ʧʨʦʙʣʝʤʳ: ʙʦʣʝʝ 

ʥʠʟʢʦʝ ʢʘʯʝʩʪʚʦ ʠʪʦʛʦʚʦʛʦ ʧʨʦʜʫʢʪʘ ʠ ʠʪʦʛʦʚʘʷ ʟʘʚʳʰʝʥʥʘʷ ʩʪʦʠʤʦʩʪʴ, ʯʪʦ 

ʜʝʣʘʣʦ ʠʭ ʥʝʢʦʥʢʫʨʝʥʪʥʦʩʧʦʩʦʙʥʳʤʠ ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʟʘʨʫʙʝʞʥʳʤʠ 

ʘʥʘʣʦʛʘʤʠ. [8] ʅʦ ʧʨʠ ʵʪʦʤ, ʩʪʦʠʪ ʩʢʘʟʘʪʴ, ʯʪʦ ʤʥʦʛʠʝ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʠ  

ʨʘʟʚʠʚʘʣʠ ʩʚʦʡ ʙʠʟʥʝʩ ʚ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʷʭ, ʮʝʥʪʨʘʣʴʥʦʡ ʧʣʦʱʘʜʢʦʡ ʷʚʣʷʣʩʷ 

Instagram, ʛʜʝ ʩ ʧʦʤʦʱʴʶ Facebook ʟʘʧʫʩʢʘʣʘʩʴ ʪʘʨʛʝʪʠʨʦʚʘʥʥʘʷ ʨʝʢʣʘʤʘ, 

ʢʦʪʦʨʘʷ ʚ ʩʚʦʶ ʦʯʝʨʝʜʴ ʧʨʠʚʣʝʢʘʣʘ ʧʦʪʝʥʮʠʘʣʴʥʳʭ ʢʣʠʝʥʪʦʚ ʠ ʧʨʦʜʚʠʛʘʣʘ 

ʧʨʦʜʫʢʮʠʶ ʤʘʩʩʦʚʦʤʫ ʧʦʣʴʟʦʚʘʪʝʣʶ ʯʝʨʝʟ ʨʝʢʦʤʝʥʜʘʮʠʠ, ʦʩʥʦʚʘʥʥʳʝ ʥʘ 

ʠʥʪʝʨʝʩʘʭ ʠ ʧʝʨʝʭʦʜʘʭ ʥʘ ʧʦʭʦʞʠʝ ʪʦʚʘʨʳ ʠ ʘʢʢʘʫʥʪʳ. ʉ ʤʦʤʝʥʪʘ ʙʣʦʢʠʨʦʚʢʠ 

ʤʥʦʛʠʝ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʠ, ʢʦʪʦʨʳʝ ʠʩʧʨʘʚʥʦ ʧʣʘʪʠʣʠ ʥʘʣʦʛʠ ʚ ʢʘʟʥʫ 

ʛʦʩʫʜʘʨʩʪʚʘ, ʧʦʪʝʨʷʣʠ ʚʦʟʤʦʞʥʦʩʪʴ ʧʨʦʜʚʠʛʘʪʴʩʷ ʠ ʨʘʟʚʠʚʘʪʴ ʩʚʦʡ ʙʠʟʥʝʩ. ʅʘ 
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ʜʘʥʥʳʡ ʤʦʤʝʥʪ ʧʣʦʱʘʜʢʘ Instagram ̫ ʚʣʷʝʪʩʷ ʦʜʥʦʡ ʠʟ ʩʘʤʳʭ ʫʜʦʙʥʳʭ ʠ 

ʧʝʨʩʧʝʢʪʠʚʥʳʭ ʜʣʷ ʚʝʜʝʥʠʷ ʙʠʟʥʝʩʘ, ʘ ʝʸ ʙʣʦʢʠʨʦʚʢʘ ʩʠʣʴʥʦ ʩʢʘʟʘʣʘʩʴ ʥʘ 

ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʷʭ. ʅʝʩʤʦʪʨʷ ʥʘ ʩʫʱʝʩʪʚʫʶʱʫʶ ʧʣʘʪʬʦʨʤʫ ʩ ʧʦʭʦʞʠʤ 

ʨʝʢʣʘʤʥʳʤ ʢʘʙʠʥʝʪʦʤ, ɺʂʦʥʪʘʢʪʝ, ʧʦʩʣʝ ʙʣʦʢʠʨʦʚʢʠ Instagram ʩʝʨʚʝʨʘ 

ɺʂʦʥʪʘʢʪʝ ʥʝ ʤʦʛʫʪ ʚʤʝʩʪʠʪʴ ʚ ʩʝʙʷ ʪʝ ʦʙʲʝʤʳ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʚ ʪʦʤ ʯʠʩʣʝ 

ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʝʡ, ʧʨʠʰʝʜʰʠʭ ʠʟ ʟʘʙʣʦʢʠʨʦʚʘʥʥʦʛʦ Instagram, ʠ ʝʩʪʝʩʪʚʝʥʥʦ, 

ʩʪʦʣʢʥʫʣʠʩʴ ʩ ʧʨʦʙʣʝʤʦʡ, ʧʨʠ ʧʦʧʳʪʢʝ ʥʘʩʪʨʦʠʪʴ ʠ ʥʘʯʘʪʴ ʧʦʣʴʟʦʚʘʪʴʩʷ 

ʪʘʨʛʝʪʠʨʦʚʘʥʥʦʡ ʨʝʢʣʘʤʦʡ ʚʳʭʦʜʠʣʠ ʣʠʙʦ ʩʙʦʠ (ʧʨʦʙʣʝʤʳ ʢʦʪʦʨʳʝ ʠʜʫʪ ʩ 

2016 ʛʦʜʘ), ʣʠʙʦ ʜʦʨʦʛʠʝ ʧʦʢʘʟʳ, ʢʦʪʦʨʳʝ ʥʝ ʧʦʟʚʦʣʷʣʠ ʦʢʫʧʘʪʴ ʨʝʢʣʘʤʥʳʝ 

ʚʣʦʞʝʥʠʷ. ʈʝʰʝʥʠʝ ʵʪʦʡ ʧʨʦʙʣʝʤʳ ʚ ʜʝʡʩʪʚʠʪʝʣʴʥʦʩʪʠ ʣʝʞʠʪ ʥʘ ʧʦʚʝʨʭʥʦʩʪʠ 

ï ʭʦʪʷ ʙʳ ʤʦʜʝʨʥʠʟʘʮʠʷ çʩʦʙʩʪʚʝʥʥʳʭè ʧʣʘʪʬʦʨʤ. 

ʄʦʞʥʦ ʩʢʘʟʘʪʴ, ʯʪʦ ʥʳʥʝʰʥʷʷ ʩʠʪʫʘʮʠʷ ʵʪʦ ʦʪʣʠʯʥʳʡ ʧʦʚʦʜ ʜʣʷ 

ʘʢʪʠʚʥʦʛʦ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ. ɼʝʡʩʪʚʠʪʝʣʴʥʦ ʥʘ ʩʝʛʦʜʥʷʰʥʠʡ ʜʝʥʴ 

ʩʫʱʝʩʪʚʫʶʪ ʤʥʦʞʝʩʪʚʦ ʧʨʦʛʨʘʤʤ ʩʦʟʜʘʥʥʳʭ ʛʦʩʫʜʘʨʩʪʚʦʤ ʜʣʷ ʧʦʜʜʝʨʞʢʠ 

ʙʠʟʥʝʩʘ ʠ ʥʘʩʢʦʣʴʢʦ ʦʥʠ ʞʠʟʥʝʩʧʦʩʦʙʥʳ ʚ ʥʘʰʠʭ ʨʝʘʣʠʷʭ ʩʫʜʠʪʴ ʩʣʦʞʥʦ. 

ʆʜʥʘʢʦ, ʤʦʞʥʦ ʚʳʜʝʣʠʪʴ ʥʝʢʦʪʦʨʳʝ ʰʘʛʠ, ʢʦʪʦʨʳʝ ʙʳ ʦʪʣʠʯʥʦ ʧʦʤʦʛʣʠ ʚ 

ʨʘʟʚʠʪʠʠ ʵʪʦʛʦ ʩʘʤʦʛʦ ʙʠʟʥʝʩʘ. ɺ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ ï ʚʳʚʝʩʪʠ ʢʘʢ ʤʦʞʥʦ ʙʦʣʴʰʝ 

ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʝʡ ʠʟ ʩʝʨʦʡ ʟʦʥʳ, ʠ ʤʳ ʫʞʝ ʩʝʡʯʘʩ ʤʦʞʝʪ ʥʘʙʣʶʜʘʪʴ 

ʧʦʟʠʪʠʚʥʳʝ ʪʝʥʜʝʥʮʠʠ ʚ ʵʪʦʤ ʥʘʧʨʘʚʣʝʥʠʠ. ɺʦ-ʚʪʦʨʳʭ, ʩʦʟʜʘʥʠʝ ʠ 

ʧʨʝʜʦʩʪʘʚʣʝʥʠʝ ʙʠʟʥʝʩʘʤ ʥʘʣʦʛʦʚʳʭ ʧʨʝʬʝʨʝʥʮʠʡ, ʦʧʪʠʤʘʣʴʥʳʭ ʜʣʷ ʨʘʟʚʠʪʠʷ 

ʵʪʦʛʦ ʩʘʤʦʛʦ ʙʠʟʥʝʩʘ. ʊʨʝʪʠʡ ʰʘʛ ï ʚ ʮʝʣʦʤ ʩʤʷʛʯʠʪʴ ʢʦʥʪʨʦʣʠʨʫʶʱʠʡ 

ʘʧʧʘʨʘʪ, ʜʘʪʴ ʤʝʩʪʦ ʜʣʷ ʨʘʟʚʠʪʠʷ. ʏʝʪʚʸʨʪʳʡ ʰʘʛ ï ʜʦʧʫʩʪʠʪʴ ʤʘʣʳʡ ʙʠʟʥʝʩ ʥʘ 

ʤʘʨʢʝʪʧʣʝʡʩʳ, ʩʦʟʜʘʪʴ ʢʦʤʬʦʨʪʥʳʝ ʫʩʣʦʚʠʷ ʜʣʷ ʠʭ ʚʭʦʞʜʝʥʠʷ. ʊʫʪ ʚʘʞʥʦ 

ʧʦʤʥʠʪʴ, ʯʪʦʙʳ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʠ ʟʘʭʦʪʝʣʠ ʨʝʛʠʩʪʨʠʨʦʚʘʪʴʩʷ ʠ ʙʳʪʴ 

çʚʠʜʥʳʤʠè ʛʦʩʫʜʘʨʩʪʚʫ, ʥʫʞʥʦ ʩʦʟʜʘʚʘʪʴ ʧʨʠʚʣʝʢʘʪʝʣʴʥʳʝ ʜʣʷ ʵʪʦʛʦ ʫʩʣʦʚʠʷ, 

ʯʪʦ, ʥʘʧʨʠʤʝʨ ʤʳ ʤʦʞʝʤ ʫʚʠʜʝʪʴ ʚ ʧʨʦʛʨʘʤʤʝ ʧʦʨʪʘʣʘ ʧʦʜʜʝʨʞʢʠ ʤʘʣʦʛʦ ʠ 

ʩʨʝʜʥʝʛʦ ʙʠʟʥʝʩʘ ʍʘʙʘʨʦʚʩʢʦʛʦ ʂʨʘʷ. [19] 

ʕʬʬʝʢʪʠʚʥʳʝ ʤʝʨʳ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʡ ʧʦʣʠʪʠʢʠ ʚ ʵʧʦʭʫ ʩʘʥʢʮʠʡ. 

ʊʝʧʝʨʴ ʨʘʩʩʤʦʪʨʠʤ, ʯʪʦ ʞʝ ʛʦʩʫʜʘʨʩʪʚʦ ʤʦʞʝʪ ʧʨʝʜʧʨʠʥʷʪʴ ʚ ʫʩʣʦʚʠʷʭ 

ʩʘʥʢʮʠʡ. ɺ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ, ʵʪʦ ʤʝʨʳ ʧʦ ʚʳʜʝʣʝʥʠʶ ʩʨʝʜʩʪʚ ʜʣʷ 
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ʬʠʥʘʥʩʠʨʦʚʘʥʠʷ ʤʘʣʦʛʦ ʠ ʩʨʝʜʥʝʛʦ ʙʠʟʥʝʩʘ, ʘ ʪʘʢʞʝ ʬʦʨʤʠʨʦʚʘʥʠʝ ʛʨʘʥʪʦʚ ʥʘ 

ʦʩʚʦʙʦʜʠʚʰʠʝʩʷ ʥʠʰʠ, ʯʪʦ ʜʦʣʞʥʦ ʧʨʠʚʣʝʯʴ ʨʦʩʩʠʡʩʢʠʭ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʝʡ 

ʘʢʪʠʚʥʝʝ ʚʢʣʘʜʳʚʘʪʴʩʷ ʚ ʨʘʟʚʠʪʠʝ ʨʦʩʩʠʡʩʢʦʡ ʚʥʫʪʨʝʥʥʝʡ çʠʥʬʨʘʩʪʨʫʢʪʫʨʳè. 

ɻʦʩʫʜʘʨʩʪʚʫ ʩʪʦʠʪ ʚ ʜʘʥʥʦʡ ʩʠʪʫʘʮʠʠ ʩʪʦʠʪ ʠʩʭʦʜʠʪʴ ʠʟ ʪʝʭ ʩʘʥʢʮʠʡ, ʢʦʪʦʨʳʝ 

ʙʳʣʠ ʥʘʣʦʞʝʥʳ ï ʥʘʧʨʠʤʝʨ, ʫʭʦʜ ʢʨʫʧʥʳʭ IT-ʢʦʤʧʘʥʠʡ ï ʚʚʦʜ ʤʝʨ ʧʦʜʜʝʨʞʢʠ 

ʠ ʧʨʠʚʣʝʯʝʥʠʷ IT-ʩʧʝʮʠʘʣʠʩʪʦʚ (ʢʘʩʘʪʝʣʴʥʦ ʩʦʮʠʘʣʴʥʳʭ ʚʳʧʣʘʪ, ʠ ʥʘʣʦʛʦʚ, 

ʢʨʝʜʠʪʦʚ ʠ ʠʧʦʪʝʢ). ʏʘʩʪʴ ʤʝʨ ʧʦʜʜʝʨʞʢʠ ʜʝʡʩʪʚʫʝʪ ʫʞʝ ʩʝʡʯʘʩ, ʥʘʧʨʠʤʝʨ 

ʢʨʝʜʠʪʥʳʝ ʢʘʥʠʢʫʣʳ ʠʣʠ ʟʘʤʦʨʦʟʢʠ ʢʘʜʘʩʪʨʦʚʦʡ ʩʪʦʠʤʦʩʪʠ ʠʤʫʱʝʩʪʚʘ ʠ 

ʟʝʤʣʠ ʥʘ ʫʨʦʚʥʝ 1 ʷʥʚʘʨʷ 2022 ʛʦʜʘ, ʯʪʦ ʧʦʟʚʦʣʠʪ ʵʢʦʥʦʤʠʪʴ ʥʘ ʫʧʣʘʪʝ ʥʘʣʦʛʦʚ. 

ʅʦ ʚʩʝ ʵʪʠ ʤʝʨʳ ʣʠʰʴ ʚʨʝʤʝʥʥʳʝ ʠ ʯʘʩʪʥʳʝ, ʚʩʸ ʝʱʝ ʦʩʪʘʝʪʩʷ ʦʙʱʘʷ ʧʨʦʙʣʝʤʘ.  

ɺʘʞʥʦ ʧʦʤʥʠʪʴ, ʯʪʦ ʈʦʩʩʠʷ ʨʘʩʧʦʣʦʞʝʥʘ ʚ ʤʝʩʪʝ, ʙʦʛʘʪʦʤ ʧʨʠʨʦʜʥʳʤʠ 

ʨʝʩʫʨʩʘʤʠ ʠ ʛʝʦʛʨʘʬʠʯʝʩʢʠʤ ʧʦʣʦʞʝʥʠʝʤ, ʫʜʦʙʥʦ ʨʘʩʧʦʣʦʞʝʥʥʦʤ ʤʝʞʜʫ 

ɺʦʩʪʦʢʦʤ ʠ ɿʘʧʘʜʦʤ, ʯʪʦ ʙʣʘʛʦʧʨʠʷʪʩʪʚʫʝʪ ʧʦʣʫʯʝʥʠʶ ʨʘʟʣʠʯʥʳʭ ʨʝʥʪ, ʘ 

ʪʘʢʞʝ ʠʤʝʝʪ ʟʥʘʯʠʪʝʣʴʥʳʡ ʦʙʲʝʤ ʚʥʫʪʨʝʥʥʝʛʦ ʨʳʥʢʘ, ʯʪʦ ʠ ʷʚʣʷʝʪʩʷ ʦʩʥʦʚʦʡ 

ʜʣʷ ʨʘʟʚʠʪʠʷ ʠ ʫʚʝʣʠʯʝʥʠʝ ʜʦʭʦʜʦʚ ʥʘʮʠʦʥʘʣʴʥʳʭ ʧʨʦʠʟʚʦʜʠʪʝʣʝʡ ʠ ʵʪʦ 

ʥʫʞʥʦ ʘʢʪʠʚʥʦ ʠʩʧʦʣʴʟʦʚʘʪʴ, ʥʝ ʧʨʦʜʘʚʘʷ ʩʳʨʴʝ ʟʘʛʨʘʥʠʮʫ, ʘ ʨʝʘʣʠʟʫʷ ʝʛʦ 

ʚʥʫʪʨʠ ʩʪʨʘʥʳ ï ɻʪʦ ʧʦʤʦʞʝʪ ʨʘʟʚʠʚʘʪʴʩʷ ʨʦʩʩʠʡʩʢʦʡ ʥʘʫʢʝ, ʠ ʩʜʝʣʘʪʴ ʈʦʩʩʠʶ 

ʙʦʣʝʝ ʥʝʟʘʚʠʩʠʤʦʡ ʦʪ ʜʨʫʛʠʭ ʩʪʨʘʥ. 

ʆʩʥʦʚʥʳʤ ʞʝ ʧʨʦʪʠʚʦʜʝʡʩʪʚʫʶʱʠʤ ʬʘʢʪʦʨʦʤ ʦʪʩʫʪʩʪʚʠʷ 

ʟʥʘʯʠʪʝʣʴʥʦʛʦ ʨʦʩʪʘ ʚ ʵʢʦʥʦʤʠʢʝ ʠ ʫʣʫʯʰʝʥʠʶ ʵʢʦʥʦʤʠʯʝʩʢʦʡ ʩʠʪʫʘʮʠʠ 

ʚʥʫʪʨʠ ʩʪʨʘʥʳ ʠ ʙʝʟ ʚʤʝʰʘʪʝʣʴʩʪʚʘ ʟʘʧʘʜʥʳʭ ʩʪʨʘʥ ʷʚʣʷʝʪʩʷ ʧʦʰʝʜʰʘʷ ʩ 90-ʭ 

ʛʦʜʦʚ ʣʶʙʦʚʴ ʨʦʩʩʠʡʩʢʠʭ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʝʡ ʢ ʪʝʥʝʚʦʤʫ ʙʠʟʥʝʩʫ, 

ʩʧʝʢʫʣʷʪʠʚʥʳʤ ʩʜʝʣʢʘʤ ʠ ʚ ʮʝʣʦʤ ʢʦʨʨʫʧʮʠʦʥʥʦʛʦ ʭʘʨʘʢʪʝʨʘ ʚʝʜʝʥʠʷ ʜʝʣ ï 

ʯʪʦ ʠ ʧʨʠʚʝʣʦ ʢ ʥʝʩʧʦʩʦʙʥʦʩʪʠ ʨʦʩʩʠʡʩʢʦʡ ʵʢʦʥʦʤʠʢʠ ʙʳʪʴ ʩʪʘʙʠʣʴʥʦʡ ʠ 

ʩʦʟʜʘʚʘʪʴ ʢʦʥʢʫʨʝʥʪʥʦʩʧʦʩʦʙʥʳʝ ʧʨʦʠʟʚʦʜʩʪʚʘ.  

ʈʝʟʶʤʠʨʫʷ, ʤʦʞʥʦ ʧʨʠʚʝʩʪʠ ʩʣʝʜʫʶʱʠʝ ʦʩʥʦʚʥʳʝ ʰʘʛʠ, ʢʦʪʦʨʳʝ 

ʤʦʞʝʪ ʧʨʝʜʧʨʠʥʷʪʴ ʛʦʩʫʜʘʨʩʪʚʦ ʥʝ ʪʦʣʴʢʦ ʚ ʫʩʣʦʚʠʷʭ ʚʳʞʠʚʘʥʠʷ ʚʦ ʚʨʝʤʷ 

ʩʘʥʢʮʠʡ, ʥʦ ʠ ʣʶʙʦʝ ʜʨʫʛʦʝ ʚʨʝʤʷ. 

ʇʝʨʚʦʝ ï ʧʝʨʝʩʤʦʪʨ ʜʦʛʦʚʦʨʦʚ ʵʢʩʧʦʨʪʘ ʩʳʨʴʷ, ʧʝʨʝʢʚʘʣʠʬʠʮʠʷ ʥʘ 

ʚʥʫʪʨʝʥʥʠʡ ʨʳʥʦʢ, ʜʣʷ ʙʦʣʝʝ ʘʢʪʠʚʥʦʛʦ ʜʚʠʞʝʥʠʷ ʚ ʩʪʦʨʦʥʫ ʩʦʟʜʘʥʠʷ ʩʚʦʝʡ 
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ʧʨʦʜʫʢʮʠʠ; ɺʪʦʨʦʝ ï ʧʝʨʝʩʤʦʪʨ ʫʞʝ ʚʚʝʜʝʥʥʳʭ ʟʘʧʨʝʪʦʚ, ʚ ʪʦʤ ʯʠʩʣʝ ʩʦʮʩʝʪʝʡ, 

ʜʣʷ ʥʘʣʘʞʠʚʘʥʠʷ ʛʨʘʞʜʘʥʘʤʠ ʩʚʦʝʛʦ ʙʠʟʥʝʩʘ, ʢʘʢ ʤʠʥʠʤʫʤ ʜʦ ʤʦʤʝʥʪʘ 

ʧʦʷʚʣʝʥʠʷ ʧʦʜʭʦʜʷʱʝʡ ʜʦʩʪʦʡʥʦʡ ʘʣʴʪʝʨʥʘʪʠʚʳ; ʪʨʝʪʴʝ ï ʧʨʦʜʦʣʞʘʪʴ 

ʘʢʪʠʚʥʫʶ ʧʦʣʠʪʠʢʫ ʮʝʥʪʨʘʣʴʥʦʛʦ ʙʘʥʢʘ ʈʦʩʩʠʠ ʠ ʤʠʥʠʩʪʝʨʩʪʚʘ ʬʠʥʘʥʩʦʚ, ʟʘ 

ʧʦʣ ʛʦʜʘ ʩʜʝʣʘʚʰʠʝ ʜʣʷ ʨʘʟʚʠʪʠʝ ʬʦʥʜʦʚʦʛʦ ʨʳʥʢʘ ʠ ʙʘʥʢʦʚʩʢʦʡ ʩʠʩʪʝʤʳ 

ʙʦʣʴʰʝ, ʯʝʤ ʟʘ ʧʦʩʣʝʜʥʠʝ 10 ʣʝʪ. 

ʕʪʠ ʜʝʡʩʪʚʠʪʝʣʴʥʦ çʦʙʲʝʤʥʳʝè hʘʛʠ ʧʦʟʚʦʣʷʪ ʨʦʩʩʠʡʩʢʦʡ ʵʢʦʥʦʤʠʢʝ, 

ʢʦʪʦʨʘʷ ʚ ʜʘʥʥʳʡ ʤʦʤʝʥʪ ʥʘʭʦʜʠʪʩʷ ʚ ʥʝʩʪʘʙʠʣʴʥʦʤ ʩʦʩʪʦʷʥʠʠ, ʩʦʟʜʘʪʴ 

ʧʦʟʠʪʠʚʥʳʝ ʧʨʝʜʧʦʩʳʣʢʠ ʢ ʜʘʣʴʥʝʡʰʝʤʫ ʘʢʪʠʚʥʦʤʫ ʨʘʟʚʠʪʠʶ. ɺʘʞʥʦ 

ʧʦʤʥʠʪʴ, ʯʪʦ ʟʜʝʩʴ ʥʫʞʥʦ ʧʨʠʜʝʨʞʠʚʘʪʴʩʷ ʚʘʞʥʦʛʦ ʧʨʘʚʠʣʘ: ʦʪ ʦʙʱʝʛʦ ʢ 

ʯʘʩʪʥʦʤʫ. 

ɿʘʢʣʶʯʝʥʠʝ. ɺ ʨʝʟʫʣʴʪʘʪʝ ʚʩʝʛʦ ʚʳʰʝʩʢʘʟʘʥʥʦʛʦ, ʚ ʜʘʥʥʳʡ ʤʦʤʝʥʪ 

ʈʦʩʩʠʷ ʥʘʭʦʜʠʪʩʷ ʥʘ ʧʝʨʝʧʫʪʴʝ ʩʚʦʠʭ ʚʦʟʤʦʞʥʦʩʪʝʡ, ʩ ʦʜʥʦʡ ʩʪʦʨʦʥʳ 

ʛʣʦʙʘʣʴʥʳʡ ʫʜʘʨ, ʥʘʥʝʩʝʥʥʳʡ ʵʢʦʥʦʤʠʯʝʩʢʠʤʠ ʩʘʥʢʮʠʷʤʠ ʧʦʰʘʪʥʫʣʠ 

ʨʦʩʩʠʡʩʢʫʶ ʵʢʦʥʦʤʠʢʫ, ʥʦ ʩ ʜʨʫʛʦʡ ʩʪʦʨʦʥʳ ʦʪʢʨʳʣʠ ʦʛʨʦʤʥʦʝ ʧʦʣʝ ʜʣʷ 

ʚʦʟʤʦʞʥʦʩʪʝʡ ʠ ʠʥʚʝʩʪʠʮʠʡ. ʀ ʤʳ ʤʦʞʝʤ ʥʘʙʣʶʜʘʪʴ ʪʝʥʜʝʥʮʠʶ ʢʦ ʚʪʦʨʦʤʫ 

ʚʘʨʠʘʥʪʫ, ʥʘʰʘ ʩʪʨʘʥʘ, ʢʘʢ ʠ ʥʘʰ ʨʳʥʦʢ ʷʚʣʷʶʪʩʷ çʩʪʨʘʥʦʡ ʚʦʟʤʦʞʥʦʤʩʪʝʡè 

ʜʣʷ ʩʦʟʜʘʥʠʷ ʩʚʦʝʡ, ʠʤʧʦʨʪʦʟʘʤʝʱʸʥʥʦʡ ʠʥʬʨʘʩʪʨʫʢʪʫʨʳ. ʇʦ ʤʦʝʤʫ ʤʥʝʥʠʶ, 

ʈʦʩʩʠʷ ʜʦʣʞʥʘ ʫʩʚʦʠʪʴ ʫʨʦʢ ʠ ʚ ʩʨʦʯʥʦʤ ʧʦʨʷʜʢʝ ʥʘʣʘʞʠʚʘʪʴ ʢʘʥʘʣʳ ʤʝʞʜʫ 

ʛʦʩʫʜʘʨʩʪʚʦʤ ʠ ʛʨʘʞʜʘʥʘʤʠ, ʩʦʟʜʘʚʘʷ ʧʦʜʭʦʜʷʱʠʝ ʫʩʣʦʚʠʷ ʜʣʷ ʬʦʨʤʠʨʦʚʘʥʠʷ 

ʠ ʨʘʟʚʠʪʠʷ ʩʦʙʩʪʚʝʥʥʳʭ ʧʨʦʠʟʚʦʜʩʪʚ ʠ ʢʦʥʢʫʨʝʥʪʥʦʩʧʦʩʦʙʥʳʭ ʘʥʘʣʦʛʦʚ 

ɿʘʧʘʜʫ, ʙʝʟ ʦʛʨʘʥʠʯʝʥʠʡ ʠ ʟʘʧʨʝʪʦʚ. 

ʕʪʦʪ ʧʫʪʴ ʈʦʩʩʠʷ ʩʤʦʞʝʪ ʧʨʝʦʜʦʣʝʪʴ, ʪʦʣʴʢʦ ʝʩʣʠ, ʢʘʢ ʩʢʘʟʘʥʦ ʚʳʰʝ, 

ʙʫʜʝʪ ʠʜʪʠ ʦʪ ʦʙʱʝʛʦ ï ʛʣʦʙʘʣʴʥʦʛʦ, ʤʘʩʰʪʘʙʥʦʛʦ, ʢ ʯʘʩʪʥʦʤʫ ï ʥʘ ʤʝʩʪʘʭ ʠ 
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ɸʥʥʦʪʘʮʠʷ 

ɺ ʩʪʘʪʴʝ ʨʘʩʩʤʘʪʨʠʚʘʝʪʩʷ ʣʠʯʥʦʩʪʴ ʦʜʥʦʡ ʠʟ ʚʘʞʥʝʡʰʠʭ ʬʠʛʫʨ ʚ ʩʦʚʨʝʤʝʥʥʦʤ 

ʤʝʥʝʜʞʤʝʥʪʝ ï ʇʠʪʝʨʘ ɼʨʫʢʝʨʘ. ʕʪʦʪ ʯʝʣʦʚʝʢ ʝʱʝ ʚ ʥʘʯʘʣʝ ʬʦʨʤʠʨʦʚʘʥʠʷ 

ʩʦʚʨʝʤʝʥʥʳʭ ʙʠʟʥʝʩ-ʦʨʛʘʥʠʟʘʮʠʡ ʫʢʘʟʳʚʘʣ ʦʩʥʦʚʥʳʝ ʥʘʧʨʘʚʣʝʥʠʷ ʠ 

ʩʠʩʪʝʤʘʪʠʟʠʨʦʚʘʣ ʪʝ ʦʩʥʦʚʳ, ʥʘ ʢʦʪʦʨʳʭ ʚʳʩʪʨʘʠʚʘʣʠʩʴ ʦʨʛʘʥʠʟʘʮʠʠ 

ʢʦʤʧʘʥʠʡ ʪʦʛʦ ʚʨʝʤʝʥʠ. ʆʜʥʘʢʦ ʩ ʥʘʯʘʣʘ ʥʘʫʯʥʦʡ ʢʘʨʴʝʨʳ ʧʨʦʰʣʦ ʫʞʝ 70 ʣʝʪ, 

ʟʘ ʵʪʦ ʚʨʝʤʷ ʦʯʝʥʴ ʤʥʦʛʦ ʠʟʤʝʥʠʣʦʩʴ. ʎʝʣʴʶ ʜʘʥʥʦʡ ʩʪʘʪʴʠ ʷʚʣʷʝʪʩʷ 

ʥʝʦʙʭʦʜʠʤʦʩʪʴ ʧʨʦʩʣʝʜʠʪʴ ï ʥʘʩʢʦʣʴʢʦ ʪʝ ʤʦʜʝʣʠ, ʢʦʪʦʨʳʝ ʦʧʠʩʳʚʘʣ ɼʨʫʢʝʨ ʚ 

ʥʘʯʘʣʝ ʠʥʬʦʨʤʘʮʠʦʥʥʦʡ ʨʝʚʦʣʶʮʠʠ ʚʦʧʣʦʪʠʣʠʩʴ ʚ ʩʝʛʦʜʥʷʰʥʝʡ ʨʝʘʣʴʥʦʩʪʠ. 
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Abstract 

The article examines the personality of one of the most important figures in modern 

management ï Peter Drucker. Even at the beginning of the formation of modern 

business organizations, this person indicated the main directions and systematized 

the foundations on which the organizations of companies of that time were built. 

However, 70 years have passed since the beginning of his scientific career, and a lot 

has changed during this time. The purpose of this article is to trace the extent to 

which the models described by Drucker at the beginning of the information 

revolution have been embodied in today's reality. 
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ʇʠʪʝʨ ʌʝʨʜʠʥʘʥʜ ɼʨʫʢʝʨ ï ʬʠʛʫʨʘ, ʙʝʟʫʩʣʦʚʥʦ, ʟʥʘʢʦʚʘʷ ʚ 

ʤʝʥʝʜʞʤʝʥʪʝ. ʅʝʢʦʪʦʨʳʝ ʥʘʟʳʚʘʶʪ ʝʛʦ ʥʝ ʧʨʦʩʪʦ ʚʳʜʘʶʱʠʤʩʷ, ʥʦ 

ʧʨʠʧʠʩʳʚʘʶʪ ʝʛʦ ʠʤʝʥʠ ʪʘʢʠʝ ʪʝʨʤʠʥʳ ʢʘʢ ʦʪʝʮ-ʦʩʥʦʚʘʪʝʣʴ ʩʦʚʨʝʤʝʥʥʦʛʦ 

ʤʝʥʝʜʞʤʝʥʪʘ, ʧʘʪʨʠʘʨʭ, ʛʫʨʫ (çʅʝʧʨʝʚʟʦʡʜʝʥʥʳʤ ʛʫʨʫ ʤʝʥʝʜʞʤʝʥʪʘ ʙʳʣ ʠ 

ʦʩʪʘʝʪʩʷ ʇʠʪʝʨ ɼʨʘʢʝʨè [8]). ɺʩʸ ʵʪʦ ʛʦʚʦʨʠʪ ʦ ʙʝʟʫʩʣʦʚʥʦ ʛʠʛʘʥʪʩʢʦʤ ʚʢʣʘʜʝ 

ʇʠʪʝʨʘ ɼʨʫʢʝʨʘ ʚ ʨʘʟʚʠʪʠʝ ʪʝʦʨʠʠ ʠ ʧʨʘʢʪʠʢʠ ʤʝʥʝʜʞʤʝʥʪʘ.1 [9; 12]  

ʆʪʤʝʪʠʤ, ʯʪʦ ʚ ʤʦʣʦʜʳʝ ʛʦʜʳ ʇʠʪʝʨ ɼʨʫʢʝʨ ʠ ʥʝ ʜʫʤʘʣ ʦ ʪʘʢʦʡ ʢʘʨʴʝʨʝ, 

ʨʘʙʦʪʘʣ ʚ ʢʦʥʪʦʨʝ ʧʦ ʠʤʧʦʨʪʫ ʭʣʦʧʢʘ, ʘ ʫʯʠʣʩʷ ʥʘ ʶʨʠʩʪʘ. ʍʦʪʷ ʧʦ ʝʛʦ ʩʣʦʚʘʤ, 

ʫʯʝʙʳ ʢʘʢ ʪʘʢʦʚʦʡ ʥʝ ʙʳʣʦ, ʦʥ ʧʨʦʩʪʦ ʧʣʘʪʠʣ ʜʝʥʴʛʠ ʟʘ ʩʜʘʯʫ ʵʢʟʘʤʝʥʦʚ, ʘ ʩʘʤ 

ʚʩʸ ʩʚʦʝ ʩʚʦʙʦʜʥʦʝ ʚʨʝʤʷ ʧʨʦʩʠʞʠʚʘʣ ʚ ʙʠʙʣʠʦʪʝʢʝ ʠ ʯʠʪʘʣ ʪʘʢ ʤʥʦʛʦ ʢʥʠʛ, 

ʥʘʩʢʦʣʴʢʦ ʵʪʦ ʚʦʦʙʱʝ ʙʳʣʦ ʚʦʟʤʦʞʥʦ ʧʨʦʯʠʪʘʪʴ. ɹʳʪʴ ʤʦʞʝʪ, ʯʪʦ ʠʤʝʥʥʦ ʵʪʦ 

ʩʘʤʦʦʙʨʘʟʦʚʘʥʠʝ ʧʦʟʚʦʣʠʣʦ ʚʧʦʩʣʝʜʩʪʚʠʠ ʝʤʫ ʩʪʘʪʴ ʜʝʣʦʚʳʤ ʦʙʦʟʨʝʚʘʪʝʣʝʤ ʚ 

ʛʘʟʝʪʝ ʠ ʙʦʣʝʝ ʧʣʦʪʥʦ ʟʘʥʠʤʘʪʴʩʷ ʠʟʫʯʝʥʠʝʤ ʚʦʧʨʦʩʘʤʠ ʧʨʘʚʘ, ʵʢʦʥʦʤʠʢʠ ʠ 

ʧʦʣʠʪʠʢʠ.  

                                                 
1 ʉʫʱʝʩʪʚʫʶʪ ʠ ʠʥʳʝ ʦʮʝʥʢʠ ʚʢʣʘʜʘ ʇʠʪʝʨʘ ɼʨʫʢʝʨʘ. ʉʤ., ʥʘʧʨʠʤʝʨ: [17] 
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ʇʝʨʚʳʡ ʧʝʨʠʦʜ ʞʠʟʥʠ ɼʨʫʢʝʨʘ ʚʳʧʘʣ ʥʘ ʜʦʚʦʣʴʥʦ ʠʥʪʝʨʝʩʥʳʡ 

ʧʦʩʣʝʚʦʝʥʥʳʡ ʤʠʨ, ʪʘʢ ʥʘʟʳʚʘʝʤʳʡ çinterbellumè. ɺ ʩʚʦʝʡ ʢʥʠʛʝ ɼʨʫʢʝʨ 

ʧʠʰʝʪ ʧʨʦ ʪʦ, ʯʪʦ ʤʝʥʝʜʞʤʝʥʪ ʢʘʢ ʧʦʥʷʪʠʝ ʟʘʨʦʜʠʣʦʩʴ ʜʘʚʥʦ2 , ʦʪʩʳʣʢʠ ʢ 

ʪʘʢʦʚʦʤʫ ʤʳ ʤʦʞʝʤ ʥʘʡʪʠ ʚ ʪʨʫʜʘʭ ɸʜʘʤʘ ʉʤʠʪʘ, ʘ ʝʩʣʠ ʚʥʠʤʘʪʝʣʴʥʝʝ 

ʧʨʠʩʤʦʪʨʝʪʴʩʷ ʢ ʜʝʡʩʪʚʠʷʤ ʧʝʨʚʦʛʦ ʤʠʥʠʩʪʨʘ ʬʠʥʘʥʩʦʚ ʉʐɸ ɸʣʝʢʩʘʥʜʨʘ 

ɻʘʤʠʣʴʪʦʥʘ, ʪʦ ʚ ʥʠʭ ʤʳ ʤʦʞʝʤ ʥʘʡʪʠ ʧʦʷʚʣʝʥʠʝ ʪʘʢʦʡ ʜʦʣʞʥʦʩʪʠ ʢʘʢ 

ʠʩʧʦʣʥʠʪʝʣʴʥʳʡ ʜʠʨʝʢʪʦʨ.  ʆʜʥʘʢʦ ʩʫʱʝʩʪʚʦʚʘʣ ʣʠ ʤʝʥʝʜʞʤʝʥʪ ʠʤʝʥʥʦ ʢʘʢ 

ʥʘʫʢʘ, ʢʦʪʦʨʦʡ ʤʦʞʥʦ ʥʘʫʯʠʪʴʩʷ ʠ ʢʦʪʦʨʘʷ ʙʳ ʧʦʟʚʦʣʷʣʘ ʵʬʬʝʢʪʠʚʥʦ ʫʧʨʘʚʣʷʪʴ 

ʧʨʝʜʧʨʠʷʪʠʝʤ ʚ ʧʝʨʠʦʜ ʧʝʨʚʳʭ ʪʨʫʜʦʚʳʭ ʥʘʯʠʥʘʥʠʡ ɼʨʫʢʝʨʘ? ʉʘʤ ɼʨʫʢʝʨ 

ʧʠʰʝʪ ʪʘʢ ʧʨʦ ʵʪʦ: "ɺʩʝ, ʯʝʤ ʤʳ ʚ ʪʦ ʚʨʝʤʷ ʨʘʩʧʦʣʘʛʘʣʠ, ʙʳʣʠ ʢʘʢʠʝ-ʪʦ ʙʘʡʢʠ 

ʠʟ ʧʨʘʢʪʠʢʠ ʨʫʢʦʚʦʜʠʪʝʣʝʡ. ʅʝ ʙʳʣʦ ʥʠ ʦʜʥʦʡ ʨʘʙʦʪʳ, ʚ ʢʦʪʦʨʦʡ ʭʦʪʷ ʙʳ 

ʜʝʣʘʣʘʩʴ ʧʦʧʳʪʢʘ ʧʨʦʘʥʘʣʠʟʠʨʦʚʘʪʴ, ʠʟʫʯʠʪʴ ʠ ʧʨʝʜʩʪʘʚʠʪʴ ʤʝʥʝʜʞʤʝʥʪ ʢʘʢ 

ʩʘʤʦʩʪʦʷʪʝʣʴʥʳʡ ʚʠʜ ʜʝʷʪʝʣʴʥʦʩʪʠ ʩʦ ʩʚʦʠʤ ʢʨʫʛʦʤ ʦʙʷʟʘʥʥʦʩʪʝʡ. ʇʦʵʪʦʤʫ 

ʤʥʝ ʥʝ ʦʩʪʘʚʘʣʦʩʴ ʥʠʯʝʛʦ ʜʨʫʛʦʛʦ, ʢʘʢ ʩʘʤʦʤʫ ʪʚʦʨʠʪʴ ʥʘʫʢʫ ʤʝʥʝʜʞʤʝʥʪʘ, ʯʪʦ 

ʷ ʠ ʩʜʝʣʘʣ, ʥʘʧʠʩʘʚ ʵʪʫ ʢʥʠʛʫ". [6, ʩ. 11-12] 

ɼʦ ɼʨʫʢʝʨʘ, ʢʦʥʝʯʥʦ ʞʝ ʩʫʱʝʩʪʚʦʚʘʣʠ ʪʨʠ ʥʘʫʯʥʳʝ ʰʢʦʣʳ, ʚ ʯʘʩʪʥʦʩʪʠ, 

ʤʦʞʥʦ ʚʩʧʦʤʥʠʪʴ ʢʣʘʩʩʠʯʝʩʢʫʶ ʰʢʦʣʫ ʤʝʥʝʜʞʤʝʥʪʘ ʠ ʝʝ ʦʩʥʦʚʦʧʦʣʦʞʥʠʢʘ 

ʌʨʝʜʝʨʠʢʘ ʊʝʡʣʦʨʘ, ʥʦ ʝʛʦ ʧʦʜʭʦʜ ʙʦʣʴʰʝ ʧʨʝʜʩʪʘʚʣʷʣ ʩʦʙʦʡ 

çʤʝʭʘʥʠʩʪʠʯʝʩʢʫʶè ʥʘʫʢʫ. ɺʦ ʤʥʦʛʦʤ ï ɻ ʪʦ ʙʳʣʘ ʢʦʥʮʝʧʮʠʷ, ʢʦʪʦʨʘʷ ʙʳʣʘ 

ʜʫʭʦʤ ʚʨʝʤʝʥʠ, ʥʦʩʠʣʘ ʭʘʨʘʢʪʝʨ ʧʨʝʜʧʠʩʘʥʠʷ ʜʣʷ ʪʝʭ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʝʡ ʠ 

ʫʧʨʘʚʣʝʥʮʝʚ, ʢʦʪʦʨʳʝ ʟʘʧʫʩʢʘʣʠ ʠ ʫʧʨʘʚʣʷʣʠ ʧʨʝʜʧʨʠʷʪʠʝ, ʩʚʷʟʘʥʥʦʝ ʩ 

ʚʥʝʜʨʝʥʠʝʤ ʢʦʥʚʝʡʝʨʥʦʛʦ ʧʨʦʠʟʚʦʜʩʪʚʘ. ʊʝʡʣʦʨʠʟʤ ʤʦʞʥʦ ʦʧʠʩʘʪʴ ʢʘʢ 

ʩʠʩʪʝʤʫ, ʢʦʪʦʨʘʷ ʟʘʥʠʤʘʣʘʩʴ ʩʧʝʮʠʘʣʠʟʘʮʠʝʡ ʠ ʨʘʮʠʦʥʘʣʠʟʘʮʠʝʡ ʪʨʫʜʦʚʳʭ 

ʦʧʝʨʘʮʠʡ, ʢʦʪʦʨʳʝ ʚ ʢʦʥʝʯʥʦʤ ʩʯʸʪʝ ʜʦʣʞʥʳ ʙʳʣʠ ʧʨʠʚʦʜʠʪʴ ʢ 

ʠʥʪʝʥʩʠʬʠʢʘʮʠʠ ʪʨʫʜʘ. ɹʠʭʝʚʦʨʠʘʣʴʥʘʷ ʰʢʦʣʘ ʠʩʩʣʝʜʦʚʘʣʘ ʧʩʠʭʦʣʦʛʠʯʝʩʢʫʶ 

ʩʦʩʪʘʚʣʷʶʱʫʶ ʤʝʥʝʜʞʤʝʥʪʘ, ʤʘʪʝʤʘʪʠʯʝʩʢʘʷ ʰʢʦʣʘ ï ʨʘʟʚʠʚʘʣʘ 

ʢʦʣʠʯʝʩʪʚʝʥʥʳʝ ʤʝʪʦʜʳ. ɼʨʫʢʝʨ ʞʝ ʧʳʪʘʣʩʷ ʩʦʟʜʘʪʴ ʥʦʚʫʶ ʥʘʫʢʫ, ʢʦʪʦʨʘʷ 

ʩʦʯʝʪʘʣʘ ʚ ʩʝʙʝ ʢʣʘʩʩʠʯʝʩʢʠʡ ʧʦʜʭʦʜ ɸʥʨʠ ʌʘʡʦʣʷ ʠ ʙʠʭʝʡʚʦʨʠʟʤ, ʩʪʦʣʴ 

                                                 
2 ɺʤʝʩʪʝ ʩ ʪʝʤ, ʧʦʥʷʪʠʝ ʤʝʥʝʜʞʤʝʥʪʘ ʩʚʷʟʘʥʦ ʩ ʢʨʫʧʥʳʤ ʤʘʰʠʥʥʳʤ ʧʨʦʠʟʚʦʜʩʪʚʦʤ. 

ʇʦʵʪʦʤʫ, ʤʝʥʝʜʞʤʝʥʪʘ ʢʘʢ ʥʘʫʢʠ ʜʦ XIXʚʝʢʘ ʥʝ ʩʫʱʝʩʪʚʦʚʘʣʦ. [7] 
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ʧʦʧʫʣʷʨʥʳʡ ʚ ʪʝ ʛʦʜʳ, ʘ ʟʘʪʝʤ ʥʘ ʦʩʥʦʚʝ ʵʪʦʛʦ ʧʦʩʪʨʦʠʣ ʝʜʠʥʦʝ ʟʜʘʥʠʝ 

ʤʝʥʝʜʞʤʝʥʪʘ. [15]  

ʆʛʨʦʤʥʦʝ ʟʥʘʯʝʥʠʝ ʚʦ ʚʩʝʡ ʦʨʛʘʥʠʟʘʮʠʠ ʧʨʦʠʟʚʦʜʩʪʚʘ ʠ ʫʧʨʘʚʣʝʥʠʠ ʠʤ 

ɼʨʫʢʝʨ ʦʪʚʦʜʠʣ ʦʛʨʦʤʥʦʝ ʟʥʘʯʝʥʠʝ ʜʣʷ ʥʦʚʳʭ ʟʥʘʥʠʡ, ʪʝʭʥʦʣʦʛʠʡ ʠ 

ʠʥʬʦʨʤʘʮʠʠ. ʆʩʦʙʝʥʥʦ ʫʯʠʪʳʚʘʷ ʪʦʪ ʬʘʢʪ, ʯʪʦ ʧʝʨʚʘʷ ʢʥʠʛʘ ʇʠʪʝʨʘ ɼʨʫʢʝʨʘ 

ʚʳʰʣʘ ʚ 1954 ʛʦʜʫ, ʘ ʠʤʝʥʥʦ ʥʘ ʵʪʦʪ ʧʝʨʠʦʜ ʧʨʠʭʦʜʠʪʩʷ ʥʘʯʘʣʦ ʩʪʘʥʦʚʣʝʥʠʷ 

ʧʦʩʪʠʥʜʫʩʪʨʠʘʣʴʥʦʛʦ ʦʙʱʝʩʪʚʘ, ʪ.ʝ ʦʙʱʝʩʪʚʘ, ʚ ʦʩʥʦʚʝ ʢʦʪʦʨʦʛʦ ʣʝʞʠʪ 

ʠʥʬʦʨʤʘʮʠʷ. ʅʝ ʩʣʫʯʘʡʥʦ ɼʨʫʢʝʨ ʧʦʜʤʝʯʘʝʪ ʪʦʪ ʬʘʢʪ, ʯʪʦ ʩʘʤʦ ʧʦʥʷʪʠʝ 

ʤʝʥʝʜʞʝʨ ʠ ʝʛʦ ʪʨʘʥʩʬʦʨʤʘʮʠʶ ʚ çʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ ʠʥʜʠʚʠʜʫʘʣʴʥʦʛʦ 

ʩʦʪʨʫʜʥʠʢʘè ʧʨʦʠʩʭʦʜʠʣʦ ʠʤʝʥʥʦ ʚ 50-r ʝ ʛʦʜʳ. ɺ ʮʝʣʦʤ, ʜʦ ʪʦʛʦ ʚʨʝʤʝʥʠ, 

ʦʧʷʪʴ ʞʝ ʩʪʦʠʪ ʦʪʤʝʪʠʪʴ, ʯʪʦ ʧʨʦʬʝʩʩʠʷ ʤʝʥʝʜʞʝʨʘ ʥʝ ʙʳʣʘ ʦʩʦʙʦ ʫʚʘʞʘʝʤʦʡ, 

ʘ ʩʘʤʠ ʤʝʥʝʜʞʝʨʳ ʥʝ ʚʩʝʛʜʘ ʧʦʥʠʤʘʣʠ ʚ ʯʝʤ ʢʦʥʢʨʝʪʥʦ ʟʘʢʣʶʯʘʶʪʩʷ ʠʭ 

ʬʫʥʢʮʠʠ. ɿʜʝʩʴ ʥʘʧʨʘʰʠʚʘʝʪʩʷ ʦʯʝʥʴ ʭʦʨʦʰʘʷ ʘʥʘʣʦʛʠʷ ʩ ʪʘʢʦʡ ʧʨʦʬʝʩʩʠʝʡ 

ʢʘʢ ʨʝʞʠʩʩʸʨ. ʅʘ ʟʘʨʝ ʚʝʣʠʢʦʡ ʵʧʦʭʠ ɻʦʣʣʠʚʫʜʘ ʠ ʢʠʥʝʤʘʪʦʛʨʘʬʘ ʨʝʞʠʩʩʸʨʦʚ 

ʨʝʜʢʦ ʦʙʦʟʥʘʯʘʣʠ ʚ ʪʠʪʨʘʭ, ʠʭ ʨʦʣʴ ʥʝ ʙʳʣʘ ʩʪʦʣʴ ʟʥʘʯʠʪʝʣʴʥʘ, ʘ ʧʦʜʭʦʜʳ ʢ 

ʩʦʟʜʘʥʠʶ ʚʩʝʭ ʬʠʣʴʤʦʚ ʙʳʣʠ ʜʦ ʞʫʪʠ ʦʜʥʦʦʙʨʘʟʥ,r ʯʪʦ ʤʦʞʥʦ ʫʚʠʜʝʪʴ ʚ 

ʨʘʥʥʠʭ ʢʘʨʪʠʥʘʭ 10-20-r ʭ ʛʦʜʦʚ. [20] ʊʦʛʜʘ ʚ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ ʯʝʩʪʚʦʚʘʣʠ 

ʘʢʪʸʨʦʚ, ʘ ʨʝʞʠʩʩʝʨʦʚ ʟʘʜʚʠʛʘʣʠ ʥʘ ʟʘʜʥʠʡ ʧʣʘʥ. ʊʦʣʴʢʦ ʧʦʩʣʝ ʧʦʷʚʣʝʥʠʷ 

ʬʠʣʴʤʘ çʛʨʘʞʜʘʥʠʥ ʂʝʡʥè, ʢʦʪʦʨʳʡ ʙʳʣ ʩʦʟʜʘʥ ʚʝʣʠʯʘʡʰʠʤ ʨʝʞʠʩʩʝʨʦʤ 

ʆʨʩʦʥʦʤ ʋʵʣʣʩʦʤ, ʠʥʚʝʩʪʦʨʳ, ʧʨʦʜʶʩʩʝʨʳ ʠ ʜʠʨʝʢʪʦʨʳ ʢʠʥʦʩʪʫʜʠʡ ʥʘʢʦʥʝʮ 

ʧʦʥʷʣʠ, ʯʪʦ ʨʝʞʠʩʩʸʨ ʠ ʨʷʜ ʨʝʰʝʥʠʡ, ʢʦʪʦʨʳʝ ʦʥ ʧʨʠʥʠʤʘʝʪ ʚ ʭʦʜʝ ʩʦʟʜʘʥʠʷ 

ʬʠʣʴʤʘ ï ʜʝʡʩʪʚʠʪʝʣʴʥʦ ʚʣʠʷʶʪ ʥʘ ʚʩʸ ʠ ʚʳʜʝʣʠʣʠ ʧʨʦʬʝʩʩʠʶ ʨʝʞʠʩʩʸʨ ʢʘʢ 

ʦʜʥʦ ʠʟ ʚʘʞʥʝʡʰʠʭ ʧʨʦ ʩʦʟʜʘʥʠʠ ʬʠʣʴʤʘ.   

ɺ ʙʠʟʥʝʩʝ ʧʨʦʠʟʦʰʣʦ ʧʦ ʩʫʪʠ ʜʝʣʘ ʪʦ ʞʝ ʩʘʤʦʝ. ʏʝʤ ʙʦʣʝʝ ʩʣʦʞʥʦʡ 

ʩʪʘʥʦʚʠʣʘʩʴ ʮʝʧʦʯʢʘ ʧʨʦʠʟʚʦʜʩʪʚ, ʯʝʤ ʙʦʣʴʰʝ ʪʨʝʙʦʚʘʣʦʩʴ ʩʠʣ ʜʣʷ 

ʫʧʨʘʚʣʝʥʠʝʤ ʧʨʦʠʟʚʦʜʩʪʚʘ, ʪʝʤ ʙʦʣʝʝ ʦʯʝʚʠʜʥʳʤ ʩʪʘʥʦʚʠʣʦʩʴ ʧʦʪʨʝʙʥʦʩʪʴ ʚ 

ʧʦʷʚʣʝʥʠʠ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ ʠʥʜʠʚʠʜʫʘʣʴʥʦʛʦ ʩʦʪʨʫʜʥʠʢʘ. ʊʘʢʞʝ ʥʘ ʵʪʦ 

ʥʘʢʣʘʜʳʚʘʣʩʷ ʠʟʚʝʩʪʥʳʡ ʢʦʥʬʣʠʢʪ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʷ ʠ ʤʝʥʝʜʞʝʨʘ, ʥʦ 

ʧʦʩʪʝʧʝʥʥʦ ʧʝʨʚʦʧʨʦʭʦʜʮʳ ʤʥʦʛʠʭ ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʭ ʢʦʤʧʘʥʠʡ ʧʦʥʠʤʘʣʠ, ʯʪʦ 

ʧʦʨʘ ʦʪʜʘʪʴ ʙʨʘʟʜʳ ʧʨʘʚʣʝʥʠʷ ʪʝʤ ʣʶʜʷʤ, ʚʝʨʥʝʝ ʪʦʤʫ ʢʦʣʠʯʝʩʪʚʫ ʣʶʜʝʡ, 
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ʢʦʪʦʨʳʝ ʨʝʘʣʴʥʦ ʙʫʜʫʪ ʧʦʥʠʤʘʪʴ ʢʘʢ ʥʫʞʥʦ ʚʳʩʪʨʘʠʚʘʪʴ ʧʨʦʠʟʚʦʜʩʪʚʦ, 

ʫʜʦʚʣʝʪʚʦʨʷʪʴ ʧʦʪʨʝʙʥʦʩʪʠ ʣʶʜʝʡ ʠ ʛʝʥʝʨʠʨʦʚʘʪʴ ʧʨʠʙʳʣʠ ʚ ʥʦʚʳʭ ʨʝʘʣʠʷʭ 

ʠʥʬʦʨʤʘʮʠʦʥʥʦʛʦ ʦʙʱʝʩʪʚʘ.  

ʅʦʚʳʡ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʳʡ ʨʘʙʦʪʥʠʢ, ʠʤʝʥʫʝʤʳʡ ʤʝʥʝʜʞʝʨʦʤ, ʧʦʣʫʯʘʝʪ 

ʚ ʩʚʦʠ ʨʫʢʠ ʚʣʘʩʪʴ. ʋ ʤʝʥʝʜʞʝʨʘ, ʙʣʘʛʦʜʘʨʷ ʇʠʪʝʨʫ ɼʨʫʢʝʨʫ ʠ ʨʘʟʚʠʪʠʶ 

ʥʘʫʢʦʝʤʢʦʛʦ ʧʨʦʠʟʚʦʜʩʪʚʘ, ʧʦʷʚʣʷʶʪʩʷ ʨʝʘʣʴʥʳʝ ʬʫʥʢʮʠʠ ʠ ʟʘʜʘʯʠ. ʉʘʤ 

ɼʨʫʢʝʨ ʚʳʜʝʣʷʝʪ 5 ʚʘʞʥʝʡʰʠʭ ʬʫʥʢʮʠʡ ʤʝʥʝʜʞʝʨʘ ï ʫʩʪʘʥʦʚʢʘ ʮʝʣʝʡ, 

ʦʨʛʘʥʠʟʘʮʠʷ, ʤʦʪʠʚʘʮʠʷ, ʦʮʝʥʠʚʘʥʠʝ ʠ ʨʘʟʚʠʪʠʝ. ʆʙʨʘʪʠʤʩʷ ʢ ʢʘʞʜʦʡ ʠʟ ʵʪʠʭ 

ʬʫʥʢʮʠʡ, ʯʪʦʙʳ ʧʦʥʠʤʘʪʴ, ʯʪʦ ʦʥʠ ʟʥʘʯʘʪ ʚ ʢʦʥʪʝʢʩʪʝ ʨʘʙʦʪʳ ʤʝʥʝʜʞʝʨʘ.  

ʇʝʨʚʘʷ ʠ ʩʘʤʘʷ ʚʘʞʥʘʷ ʬʫʥʢʮʠʷ ï ɻ ʪʦ ʧʦʩʪʘʥʦʚʢʘ ʮʝʣʝʡ. ʇʦ ʩʫʪʠ ʜʝʣʘ, 

ʵʪʦ ʝʩʪʴ ʛʣʘʚʥʳʡ ʧʦʢʘʟʘʪʝʣʴ ʧʨʠʦʙʨʝʪʝʥʥʦʡ ʚʣʘʩʪʠ ʤʝʥʝʜʞʝʨʘ, ʧʫʩʪʴ ʜʘʞʝ 

ʝʩʣʠ ʠ ʩʨʝʜʥʝʛʦ ʟʚʝʥʘ. ʄʝʥʝʜʞʝʨ ʥʝ ʪʦʣʴʢʦ ʩʣʝʧʦ ʠʩʧʦʣʥʷʝʪ ʩʚʦʠ ʦʙʷʟʘʥʥʦʩʪʠ 

ʧʦ ʚʳʧʦʣʥʝʥʠʶ ʧʣʘʥʦʚ. ʆʥ ʩʘʤ ʧʨʠʜʫʤʳʚʘʝʪ ʠ ʫʩʪʘʥʘʚʣʠʚʘʝʪ ʧʫʪʠ ʪʦʛʦ, ʢʘʢ 

ʤʦʞʥʦ ʜʦʩʪʠʯʴ ʧʦʩʪʘʚʣʝʥʥʳʝ ʧʝʨʝʜ ʥʠʤ ʟʘʜʘʯʠ, ʧʫʪʝʤ ʫʩʪʘʥʦʚʢʠ ʮʝʣʝʡ ʜʣʷ 

ʩʚʦʠʭ ʧʦʜʯʠʥʝʥʥʳʭ. [13] ʕʪʦ ʚʘʞʥʳʡ ʧʦʢʘʟʘʪʝʣʴ ʥʦʚʦʡ ʘʚʪʦʥʦʤʠʠ, ʛʜʝ 

ʠʝʨʘʨʭʠʯʝʩʢʘʷ ʮʝʧʦʯʢʘ ʚʩʸ ʙʦʣʝʝ ʨʘʟʜʨʦʙʣʷʝʪʩʷ ʠ ʠʝʨʘʨʭʠʷ ʥʝ ʷʚʣʷʝʪʩʷ ʧʨʷʤʦ 

ʥʠʩʭʦʜʷʱʝʡ. ɺ ʵʪʫ ʞʝ ʮʝʣʝʧʦʣʘʛʘʶʱʫʶ ʬʫʥʢʮʠʶ ʤʦʞʥʦ ʩʨʘʟʫ ʚʢʣʶʯʠʪʴ ʠ 

ʦʪʤʝʯʝʥʥʫʶ ʦʨʛʘʥʠʟʘʮʠʦʥʥʫʶ ʬʫʥʢʮʠʶ. ʇʦʩʢʦʣʴʢʫ ʙʝʟ ʦʨʛʘʥʠʟʘʮʠʠ 

ʜʦʩʪʠʞʝʥʠʷ ʮʝʣʠ, ʩʘʤʘ ʮʝʣʴ ʜʦʩʪʠʛʥʫʪʘ ʥʝ ʙʫʜʝʪ. ɸ ʦʨʛʘʥʠʟʘʮʠʷ ï ɻ ʪʦ 

ʧʨʠʢʣʘʜʥʘʷ ʬʫʥʢʮʠʷ, ʧʦʩʢʦʣʴʢʫ ʫʞʝ ʚ ʨʘʤʢʘʭ ʥʝʸ ʧʨʦʠʩʭʦʜʠʪ ʫʧʨʘʚʣʝʥʠʝ 

ʝʜʠʥʠʮʘʤʠ ʧʨʦʠʟʚʦʜʩʪʚʘ ʜʣʷ ʜʦʩʪʠʞʝʥʠʷ ʮʝʣʝʡ. ɼʘʣʝʝ, ʜʚʝ ʥʦʚʳʝ, ʠ ʚʦʟʤʦʞʥʦ 

ʩʘʤʳʝ ʚʘʞʥʳʝ ʬʫʥʢʮʠʠ ʚ ʨʘʤʢʘʭ ʥʦʚʦʡ ʥʘʫʢʠ ʤʝʥʝʜʞʤʝʥʪʘ ʠ ʩʦʟʜʘʥʠʷ ʦʙʨʘʟʘ 

ʠʥʜʠʚʠʜʫʘʣʴʥʦʛʦ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ ʨʘʙʦʪʥʠʢʘ -  ɻʪʦ ʤʦʪʠʚʠʨʦʚʘʥʠʝ, 

ʥʘʣʘʞʠʚʘʥʠʝ ʢʦʥʪʘʢʪʦʚ ʠ ʨʘʟʚʠʪʠʝ ʣʶʜʝʡ. ɺ ʮʝʣʦʤ, ʤʦʞʥʦ ʜʘʞʝ ʦʙʲʝʜʠʥʠʪʴ 

ʵʪʦ ʚ ʦʜʥʫ ʝʜʠʥʫʶ ʬʫʥʢʮʠʶ ï ʨʘʙʦʪʘ ʩ ʣʶʜʴʤʠ ʠʣʠ ʩ ʧʝʨʩʦʥʘʣʦʤ. ʅʦʚʳʡ 

ʤʝʥʝʜʞʝʨ ʜʦʣʞʝʥ ʧʨʦʠʟʚʦʜʠʪʴ ʪʘʢʫʶ ʢʦʣʦʩʩʘʣʴʥʫʶ ʨʘʙʦʪʫ ʩ ʣʶʜʴʤʠ. ʆʥ ʥʝ 

ʪʦʣʴʢʦ ʫʧʨʘʚʣʷʝʪ ʠʤʠ, ʦʥ ʩʪʘʨʘʝʪʩʷ ʚʳʩʪʨʘʠʚʘʪʴ ʛʨʘʤʦʪʥʫʶ ʠ ʜʨʫʞʝʣʶʙʥʫʶ 

ʢʦʤʤʫʥʠʢʘʮʠʶ ʤʝʞʜʫ ʧʝʨʩʦʥʘʣʦʤ, ʯʪʦʙʳ ʥʝ ʚʦʟʥʠʢʘʣʦ ʥʠʢʘʢʠʭ ʨʘʟʥʦʛʣʘʩʠʡ ʚ 

ʢʦʣʣʝʢʪʠʚʝ, ʚ ʠʥʦʤ ʩʣʫʯʘʝ ʵʪʦ ʙʫʜʝʪ ʧʨʠʚʦʜʠʪʴ ʢ ʧʦʥʠʞʝʥʠʶ 

ʧʨʦʠʟʚʦʜʠʪʝʣʴʥʦʩʪʠ. ʀ, ʚʦʟʤʦʞʥʦ, ʩʘʤʘʷ ʛʣʘʚʥʘʷ ʟʘʜʘʯʘ, ʢʦʪʦʨʘʷ ʚʦʟʣʘʛʘʝʪʩʷ 
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ʥʘ ʤʝʥʝʜʞʝʨʘ ï ɻ ʪʦ ʦʙʫʯʝʥʠʝ ʧʝʨʩʦʥʘʣʘ. ʄʝʥʝʜʞʝʨ, ʧʫʩʢʘʡ ʜʘʞʝ ʝʩʣʠ ʦʥ 

ʤʝʥʝʜʞʝʨ ʩʨʝʜʥʝʛʦ ʟʚʝʥʘ, ʦʙʷʟʘʥ ʜʦʥʦʩʠʪʴ ʥʝʦʙʭʦʜʠʤʫʶ ʠʥʬʦʨʤʘʮʠʶ ʜʦ 

ʩʚʦʠʭ ʧʦʜʯʠʥʝʥʥʳʭ, ʜʦʩʪʘʚʣʷʪʴ ʜʣʷ ʥʠʭ ʢʘʢʫʶ-ʪʦ ʥʦʚʫʶ ʠʥʬʦʨʤʘʮʠʶ ʠ 

ʩʧʦʩʦʙʩʪʚʦʚʘʪʴ ʠʭ ʨʘʟʚʠʪʠʶ ʚ ʪʦʡ ʩʬʝʨʝ, ʚ ʢʦʪʦʨʦʡ ʨʘʙʦʪʘʝʪ ʢʦʤʧʘʥʠʷ. ʊʘʢʦʚʳ 

ʥʦʚʳʝ ʨʝʘʣʠʠ ʠʥʬʦʨʤʘʮʠʦʥʥʦʛʦ ʦʙʱʝʩʪʚʘ ʠ ʥʝʦʙʭʦʜʠʤʦ ʧʦʜʩʪʨʘʠʚʘʪʴʩʷ ʧʦʜ 

ʥʠʭ. 

ɼʨʫʢʝʨ, ʙʝʟʫʩʣʦʚʥʦ, ʫʜʝʣʷʝʪ ʚʥʠʤʘʥʠʝ ʥʝ ʪʦʣʴʢʦ ʢʦʤʧʘʥʠʷʤ ʠ ʠʭ 

ʨʘʟʚʠʪʠʶ, ʭʦʪʷ ʙʝʟ ʨʘʟʚʠʪʠʷ ʧʨʝʜʧʨʠʷʪʠʡ ʥʝʚʦʟʤʦʞʥʦ ʧʝʨʝʭʦʜʠʪʴ ʢ 

ʜʝʪʘʣʴʥʦʤʫ ʨʘʩʩʤʦʪʨʝʥʠʶ ʩʦʩʪʘʚʥʳʭ ʯʘʩʪʝʡ ʵʪʠʭ ʧʨʝʜʧʨʠʷʪʠʡ. ʆʨʛʘʥʠʟʘʮʠʷ 

ʚʩʝʛʜʘ ʜʦʣʞʥʘ çʧʦʥʠʤʘʪʴè ʩʝʙʷ: ʙʠʟʥʝʩ ʚʩʝʛʜʘ ʦʙʷʟʘʥ ʧʦʥʠʤʘʪʴ, ʯʪʦ ʦʥ ʠʟ ʩʝʙʷ 

ʧʨʝʜʩʪʘʚʣʷʝʪ. ɼʨʫʢʝʨ ʬʦʨʤʠʨʫʝʪ ʚʦʧʨʦʩʳ, ʟʘ ʩʯʸʪ ʢʦʪʦʨʳʭ ʦʨʛʘʥʠʟʘʮʠʷ ʤʦʞʝʪ 

ʦʩʫʱʝʩʪʚʣʷʪʴ ʩʘʤʦʘʥʘʣʠʟ. ʕʪʦ ʜʦʣʞʥʦ ʧʨʦʠʩʭʦʜʠʪʴ ʩ ʧʦʥʠʤʘʥʠʝʤ 

ʩʝʛʦʜʥʷʰʥʝʛʦ ʩʦʩʪʦʷʥʠʷ, ʘ ʪʘʢʞʝ ʧʝʨʩʧʝʢʪʠʚ ʙʫʜʫʱʝʛʦ ʨʘʟʚʠʪʠʷ, ʚ ʪʦʤ ʯʠʩʣʝ ʩ 

ʫʯʝʪʦʤ ʩʪʨʘʪʝʛʠʯʝʩʢʦʛʦ ʧʣʘʥʠʨʦʚʘʥʠʷ. ʕʪʠ ʧʝʨʩʧʝʢʪʠʚʳ ʜʦʣʞʥʳ ʙʳʪʴ 

ʨʘʟʜʝʣʝʥʳ ʥʘ ʜʚʝ ʯʘʩʪʠ ï ʢʘʢʦʡ ʙʠʟʥʝʩ ʙʫʜʝʪ, ʠ ʪʦ, ʢʘʢʠʤ ʙʠʟʥʝʩ ʜʦʣʞʝʥ ʙʳʪʴ 

(ʙʫʜʫʱʠʡ ʠʜʝʘʣ), ʪʘ ʬʦʨʤʘ, ʢ ʢʦʪʦʨʦʡ ʙʠʟʥʝʩʫ ʥʝʦʙʭʦʜʠʤʦ ʩʪʨʝʤʠʪʴʩʷ. ʊʘʢʦʡ 

ʘʥʘʣʠʟ ʜʦʣʞʝʥ ʚʢʣʶʯʘʪʴ ʧʦʥʠʤʘʥʠʝ ʩʦʙʩʪʚʝʥʥʦʡ ʮʝʣʝʚʦʡ ʘʫʜʠʪʦʨʠʠ, ʝʝ 

ʠʥʪʝʨʝʩʦʚ, ʮʝʥʥʦʩʪʝʡ.  

ʇʦʩʣʝ ʠʟʫʯʝʥʠʷ ʩʝʙʷ ʠ ʧʦʥʠʤʘʥʠʷ, ʙʠʟʥʝʩ ʜʦʣʞʝʥ ʦʙʨʘʱʘʪʴʩʷ ʢ ʩʚʦʝʤʫ 

ʛʣʘʚʥʦʤʫ ʚʥʫʪʨʝʥʥʝʤʫ ʨʝʩʫʨʩʫ ï ʧʝʨʩʦʥʘʣʫ. ʅʝʪ ʥʠʯʝʛʦ ʙʦʣʝʝ ʮʝʥʥʦʛʦ, ʯʝʤ 

ʢʘʜʨʦʚʳʡ ʩʦʩʪʘʚ ʧʨʝʜʧʨʠʷʪʠʷ. ɹʝʟʫʩʣʦʚʥʦ, ʪʦʧ ʤʝʥʝʜʞʤʝʥʪ ʠ ʤʝʥʝʜʞʤʝʥʪ 

ʩʨʝʜʥʝʛʦ ʟʚʝʥʘ ʷʚʣʷʶʪʩʷ ʚʘʞʥʦʡ ʯʘʩʪʴʶ ʢʦʤʧʘʥʠʠ. ʅʦ ʙʝʟ ʨʷʜʦʚʦʛʦ ʧʝʨʩʦʥʘʣʘ, 

ʙʝʟ ʦʪʜʝʣʘ ʤʘʨʢʝʪʠʥʛʘ, ʠʩʩʣʝʜʦʚʘʪʝʣʴʩʢʦʛʦ ʦʪʜʝʣʘ, ʵʪʘ ʢʦʛʦʨʪʘ ʤʝʥʝʜʞʝʨʦʚ 

ʙʫʜʝʪ ʧʦʧʨʦʩʪʫ ʙʝʩʧʦʣʝʟʥʘ. ɼʨʫʢʝʨ ʦʛʨʦʤʥʦʝ ʟʥʘʯʝʥʠʝ ʧʨʠʜʘʸʪ ʠʤʝʥʥʦ 

ʨʘʟʚʠʪʠʶ ʧʝʨʩʦʥʘʣʘ, ʫʣʫʯʰʝʥʠʶ ʝʛʦ ʢʘʯʝʩʪʚ ʠ ʝʛʦ ʦʙʫʯʝʥʠʶ, ʪʘʢʞʝ, ʢʘʢ ʠ 

ʠʩʩʣʝʜʦʚʘʪʝʣʴʩʢʠʤ ʨʘʟʨʘʙʦʪʢʘʤ ʚ ʢʦʤʧʘʥʠʠ. ɾʠʚʷ ʚ ʵʧʦʭʫ ʠʥʬʦʨʤʘʮʠʦʥʥʦʛʦ 

ʦʙʱʝʩʪʚʘ, ʨʘʟʨʘʙʦʪʢʘ ʠ ʚʥʝʜʨʝʥʠʷ ʠʥʥʦʚʘʮʠʡ, ʘ ʪʘʢʞʝ ʧʦʜʛʦʪʦʚʢʘ ʧʝʨʩʦʥʘʣʘ ʢ 

ʤʝʥʷʶʱʠʤʩʷ ʫʩʣʦʚʠʷʤ ʦʙʱʝʩʪʚʘ ʠʥʬʦʨʤʘʮʠʠ ʪʘʢʞʝ ʩʪʘʥʦʚʠʪʩʷ ʚʘʞʥʝʡʰʠʤ 

ʬʘʢʪʦʨʦʤ ʚ ʨʘʟʚʠʪʠʠ ʦʨʛʘʥʠʟʘʮʠʡ.  

  



ɾʫʨʥʘʣ ʄʘʨʢʝʪʠʥʛ ʄɺɸ. ʄʘʨʢʝʪʠʥʛʦʚʦʝ ʫʧʨʘʚʣʝʥʠʝ ʧʨʝʜʧʨʠʷʪʠʝʤ                       2022, ʚʳʧʫʩʢ 3 

Journal Marketing MBA.  Marketing management firms                                                      2022, issue 3 
  

32 

 

ʇʨʦʛʥʦʟʳ ʇʠʪʝʨʘ ɼʨʫʢʝʨʘ. ʀʪʘʢ, ʝʩʣʠ ʩʪʨʫʢʪʫʨʠʨʦʚʘʪʴ ʚʩʝ ʪʝ ʧʨʦʛʥʦʟʳ, 

ʢʦʪʦʨʳʝ ʜʘʸʪ ʇʠʪʝʨ ɼʨʫʢʝʨ ʜʣʷ ʤʝʥʝʜʞʤʝʥʪʘ ʠ ʜʣʷ ʢʦʤʧʘʥʠʡ ʙʫʜʫʱʝʛʦ, ʘ ʜʣʷ 

ʥʘʩ ʢʦʤʧʘʥʠʡ ʥʘʩʪʦʷʱʝʛʦ, ʪʦ ʧʦʣʫʯʘʝʪʩʷ ʩʣʝʜʫʶʱʠʡ ʩʧʠʩʦʢ: 

1. ʆʜʥʦ ʠʟ ʩʘʤʳʭ ʚʘʞʥʳʭ ʧʨʝʜʩʢʘʟʘʥʠʡ ɼʨʫʢʝʨʘ ʦʪʥʦʩʠʪʩʷ 

ʥʝʧʦʩʨʝʜʩʪʚʝʥʥʦ ʢ ʩʘʤʠʤ ʢʦʨʧʦʨʘʮʠʷʤ. ɹʫʜʝʪ ʩʫʱʝʩʪʚʦʚʘʪʴ ʥʝ ʦʜʠʥ 

ʚʠʜ ʢʦʨʧʦʨʘʮʠʠ, ʘ ʥʝʩʢʦʣʴʢʦ. ʊʝʤ ʙʦʣʝʝ, ʯʪʦ ʪʦʛʜʘ ʢʦʨʧʦʨʘʮʠʠ ʚʩʸ ʨʘʚʥʦ 

ʦʩʪʘʚʘʣʩʷ ʦʜʥʠʤ ʠ ʪʝʤ ʞʝ ʚʠʜʦʤ, ʧʫʩʢʘʡ ʠ ʩʦ ʩʚʦʝʡ ʥʘʮʠʦʥʘʣʴʥʦʡ 

ʩʧʝʮʠʬʠʢʦʡ, ʥʘʭʦʜʷʩʴ ʚ ʉʐɸ, ɻʝʨʤʘʥʠʠ ʠʣʠ ʗʧʦʥʠʠ ʠ çʚʧʠʪʳʚʘʷè 

ʦʩʦʙʝʥʥʦʩʪʠ ʪʝʭ ʩʪʨʘʥ. ʅʦ ʚ 1970-r ʝ ʛʨʷʥʫʣʠ ʥʦʚʳʝ ʠʟʤʝʥʝʥʠʷ ʚ ʧʣʘʥʝ 

ʧʦʷʚʣʝʥʠʷ ʥʦʚʦʛʦ ʪʠʧʘ ʢʨʫʧʥʳʭ ʠʥʩʪʠʪʫʮʠʦʥʘʣʴʥʳʭ ʠʥʚʝʩʪʦʨʦʚ ʠ 

ʥʦʚʦʛʦ ʪʠʧʘ ʨʘʙʦʪʥʠʢʦʚ. ʂʦʨʧʦʨʘʮʠʷ ʫʞʝ ʪʦʛʜʘ ʧʨʝʪʝʨʧʝʣʘ ʟʥʘʯʠʪʝʣʴʥʳʝ 

ʠʟʤʝʥʝʥʠʷ. ɼʨʫʢʝʨ ʥʝ ʙʝʨʸʪʩʷ ʪʦʯʥʦ ʦʧʨʝʜʝʣʷʪʴ ʢʘʢʠʝ ʥʦʚʳʝ ʪʠʧʳ 

ʦʨʛʘʥʠʟʘʮʠʠ ʥʘʩ ʦʞʠʜʘʶʪ, ʦʥ ʣʠʰʴ ʦʪʤʝʯʘʝʪ, ʯʪʦ ʠʤʠ ʜʦʣʞʥʳ ʙʳʪʴ ʠ 

ʙʫʜʫʪ ʠʟʙʨʘʥʳ ʥʦʚʳʝ ʧʦʜʭʦʜʳ. 

2. ɼʨʫʢʝʨ ʦʪʜʝʣʴʥʦ ʚʳʜʝʣʷʝʪ ʚʘʞʥʦʩʪʴ ʩʦʮʠʘʣʴʥʦʛʦ ʭʘʨʘʢʪʝʨʘ 

ʢʦʨʧʦʨʘʮʠʠ. ʎʝʥʥʦʩʪʠ ʢʦʤʧʘʥʠʠ, ʤʠʩʩʠʷ ʠ ʦʙʨʘʟ ʙʫʜʫʪ ʧʦʜʯʘʩ ʚʘʞʥʝʝ 

ʪʦʡ ʧʨʦʜʫʢʮʠʠ, ʢʦʪʦʨʫʶ ʦʥʠ ʧʨʦʠʟʚʦʜʷʪ, ʧʦʩʢʦʣʴʢʫ ʚ ʦʙʱʝʩʪʚʝ 

ʤʘʨʢʝʪʠʥʛʘ ʠʥʬʦʨʤʘʮʠʷ ʦ ʙʨʝʥʜʝ ʠ ʦ ʢʦʤʧʘʥʠʠ ʚ ʮʝʣʦʤ, ʦ ʝʝ ʮʝʥʥʦʩʪʷʭ, 

ʦ ʝʸ ʜʝʡʩʪʚʠʷʭ ʚ ʧʦʜʜʝʨʞʢʫ ʪʦʛʦ ʠʣʠ ʠʥʦʛʦ ʙʫʜʝʪ ʛʦʨʘʟʜʦ ʙʦʣʝʝ ʮʝʥʥʝʝ. 

ɼʨʫʢʝʨ ʵʪʦ ʦʪʤʝʯʘʝʪ ʥʝ ʨʘʟ, ʫʜʝʣʷʷ ʪʝʤ ʩʘʤʳʤ ʩʦʮʠʘʣʴʥʦʤʫ ʭʘʨʘʢʪʝʨʫ 

ʙʠʟʥʝʩʘ ʦʛʨʦʤʥʦʝ ʟʥʘʯʝʥʠʝ. [3] 

3. ɼʨʫʢʝʨ ʦʪʤʝʯʘʝʪ ʪʘʢʞʝ ʚʘʞʥʳʡ ʭʘʨʘʢʪʝʨ ʘʣʴʷʥʩʦʚ, ʧʘʨʪʥʝʨʩʪʚʘ ʠ ʚ 

ʮʝʣʦʤ ʫʩʢʦʨʝʥʠʝ ʛʝʦʛʨʘʬʠʯʝʩʢʦʡ ʠ ʧʨʦʠʟʚʦʜʩʪʚʝʥʥʦʡ ʜʠʚʝʨʩʠʬʠʢʘʮʠʠ 

ʢʦʤʧʘʥʠʡ. ʊʝʤ ʩʘʤʳʤ, ʦʥ ʜʝʣʘʝʪ ʩʪʘʚʢʫ ʥʘ ʚʩʸ ʙʦʣʴʰʫʶ ʠ ʙʦʣʴʰʫʶ 

ʛʣʦʙʘʣʠʟʘʮʠʶ ʢʘʢ ʤʠʨʘ, ʢʘʢ ʠ ʚʩʝʛʦ ʙʠʟʥʝʩʘ. ʀʤʝʥʥʦ ʜʣʷ ʵʪʦʛʦ ʠ 

ʧʦʪʨʝʙʫʶʪʩʷ ʥʦʚʳʝ ʬʦʨʤʳ  ʚʟʘʠʤʦʜʝʡʩʪʚʠ ̫ʚ ʚʠʜʝ ʘʣʴʷʥʩʦʚ, ʘ ʪʘʢʞʝ 

ʧʦʩʪʘʥʦʚʢʘ ʥʦʚʳʭ ʮʝʣʝʡ ʠ ʟʘʜʘʯ ʜʣʷ ʪʦʧ-ʤʝʥʝʜʞʤʝʥʪʘ, ʘ ʚʦʟʤʦʞʥʦ 

ʚʤʝʩʪʝ ʩ ʥʠʤ ʠ ʝʛʦ ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʧʦʜ ʥʦʚʳʝ ʛʣʦʙʘʣʴʥʳʝ ʨʝʘʣʠʠ. [4] 
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4. ɺ 1992 ʛʦʜʫ ʦʥ ʧʨʝʜʩʢʘʟʘʣ ʪʦ, ʯʪʦ ʩʝʡʯʘʩ ʪʦʣʴʢʦ ʥʘʯʠʥʘʶʪ ʦʩʦʟʥʘʚʘʪʴ 

ʢʦʤʧʘʥʠʠ, ï ʠʟʤʝʥʝʥʠʝ ʚʟʘʠʤʦʦʪʥʦʰʝʥʠʡ ʤʝʞʜʫ ʣʠʯʥʦʩʪʴʶ ʠ 

ʢʦʤʧʘʥʠʝʡ. ɺ ʩʦʚʨʝʤʝʥʥʳʭ ʦʨʛʘʥʠʟʘʮʠʷʭ ʯʝʣʦʚʝʢ ʜʣʷ ʦʨʛʘʥʠʟʘʮʠʠ 

ʦʢʘʟʳʚʘʝʪʩʷ ʚʘʞʥʝʝ, ʯʝʤ ʦʨʛʘʥʠʟʘʮʠʷ ʜʣʷ ʯʝʣʦʚʝʢʘ. ʇʨʦʙʣʝʤʘ ʚʦʡʥʳ ʟʘ 

ʪʘʣʘʥʪʳ ʬʘʢʪʠʯʝʩʢʠ ʙʳʣʘ ʧʨʝʜʩʢʘʟʘʥʘ ʠʤ ʟʘʜʦʣʛʦ ʜʦ ʦʜʥʦʠʤʝʥʥʦʛʦ 

ʠʩʩʣʝʜʦʚʘʥʠʷ ʢʦʤʧʘʥʠʠ "ʄʘʢʢʠʥʟʠ" ʛʦʚʦʨʠʪ ʉʝʨʛʝʡ ʌʠʣʦʥʦʚʠʯ, ʜʝʢʘʥ 

ɺʳʩʰʝʡ ʰʢʦʣʳ ʤʝʥʝʜʞʤʝʥʪʘ ɻʋ-ɺʐʕ. [10] 

5.  ɼʨʫʢʝʨ  ʧʠʰʝʪ ʚ ʩʪʘʪʴʝ "ʋʧʨʘʚʣʷʷ ʩʦʙʦʡ", ʯʪʦ ʛʣʘʚʥʘʷ ʧʦʪʨʝʙʥʦʩʪʴ ʠ 

ʤʠʩʩʠʷ ʩʦʚʨʝʤʝʥʥʦʛʦ ʯʝʣʦʚʝʢʘ - ʫʧʨʘʚʣʷʪʴ ʩʦʙʦʡ, ʪʝʤ ʩʘʤʳʤ ʩʦʟʜʘʚʘʷ 

ʮʝʥʥʦʩʪʴ ʚʥʫʪʨʠ ʩʝʙʷ ʠ ʥʝ ʩʣʝʧʦ ʧʦʜʯʠʥʷʪʴʩʷ ʧʨʠʢʘʟʘʤ, ʘ ʚʳʭʦʜʠʪʴ ʟʘ 

ʨʘʤʢʠ ʠ ʩʦʟʜʘʚʘʪʴ ʙʦʣʴʰʝ. ʈʘʙʦʪʥʠʢʘʤ "ʵʢʦʥʦʤʠʢʠ ʟʥʘʥʠʡ" ʩʪʦʠʪ 

ʦʨʠʝʥʪʠʨʦʚʘʪʴʩʷ ʠʤʝʥʥʦ ʥʘ ʩʚʦʠ ʮʝʥʥʦʩʪʠ ʢʘʢ ʥʘ ʝʜʠʥʩʪʚʝʥʥʳʡ 

ʢʨʠʪʝʨʠʡ ʚʳʙʦʨʘ ʤʝʩʪʘ ʚ ʞʠʟʥʠ. ɸ ʝʱʝ ï ʧʨʠʥʷʪʴ ʥʘ ʩʝʙʷ 

ʦʪʚʝʪʩʪʚʝʥʥʦʩʪʴ ʟʘ ʦʪʥʦʰʝʥʠʷ ʚ ʦʨʛʘʥʠʟʘʮʠʠ, ʧʦʩʢʦʣʴʢʫ ʩʦʚʨʝʤʝʥʥʳʝ 

ʦʨʛʘʥʠʟʘʮʠʠ ʦʩʥʦʚʘʥʳ "ʥʘ ʜʦʚʝʨʠʠ ʠ ʧʦʥʠʤʘʥʠʠ". ʊʘʢʠʤ ʦʙʨʘʟʦʤ, 

ʨʘʙʦʪʥʠʢ ʧʦʩʪʝʧʝʥʥʦ ʩʪʘʥʦʚʠʪʩʷ ʧʦ ʩʫʪʠ ʬʫʥʢʮʠʦʥʘʣʴʥʦʡ ʝʜʠʥʠʮʝʡ ʠ 

ʠʤʝʥʥʦ ʵʪʦ, ʧʦ ʧʨʝʜʧʦʣʦʞʝʥʠʶ ɼʨʫʢʝʨʘ, ʧʨʦʠʟʦʡʜʝʪ ʚ ʙʫʜʫʱʝʤ. [2] 

6.  ɺ ʦʜʥʦʡ ʠʟ ʩʚʦʠʭ ʧʦʩʣʝʜʥʠʭ ʢʥʠʛ "ɿʘʜʘʯʠ ʤʝʥʝʜʞʤʝʥʪʘ ʚ XXI ʚʝʢʝ"  

ɼʨʫʢʝʨ, ʧʦ ʩʫʪʠ, ʟʘʢʨʳʚʘʝʪ ʪʝʤʫ ʦʨʛʩʪʨʫʢʪʫʨʳ, ʟʘʷʚʣʷʷ, ʯʪʦ ʩʪʨʫʢʪʫʨ 

ʜʦʣʞʥʦ ʙʳʪʴ ʩʪʦʣʴʢʦ ʞʝ, ʩʢʦʣʴʢʦ ʙʠʟʥʝʩ-ʧʨʦʝʢʪʦʚ ʠ ʣʶʜʝʡ: "ɹʦʣʝʝ ʩʪʘ 

ʣʝʪ ï ʥʘʯʠʥʘʷ ʩ ɼʞ. ʇ. ʄʦʨʛʘʥʘ ʠ ɼʞʦʥʘ ɼ. ʈʦʢʬʝʣʣʝʨʘ ʚ ʉʦʝʜʠʥʝʥʥʳʭ 

ʐʪʘʪʘʭ, ɻʝʦʨʛʘ ʉʠʤʝʥʩʘ ʚ ɻʝʨʤʘʥʠʠ, ɸʥʨʠ ʌʘʡʦʣʷ ʚʦ ʌʨʘʥʮʠʠ ʠ 

ɸʣʴʬʨʝʜʘ ʉʣʦʫʥʘ ʚ General Motors ʠ ʟʘʢʘʥʯʠʚʘʷ ʩʝʛʦʜʥʷʰʥʠʤ ʚʩʝʦʙʱʠʤ 

ʚʦʩʪʦʨʛʦʤ ʦʪ ʢʦʤʘʥʜʥʦʛʦ ʧʦʜʭʦʜʘ ʢ ʦʨʛʘʥʠʟʘʮʠʠ ʨʘʙʦʪʳ ï ʤʳ ʠʩʢʘʣʠ 

ʝʜʠʥʩʪʚʝʥʥʦ ʧʨʘʚʠʣʴʥʫʶ ʦʨʛʘʥʠʟʘʮʠʶ ʜʣʷ ʥʘʰʠʭ ʢʦʤʧʘʥʠʡ. ʉʝʛʦʜʥʷ 

ʪʘʢʦʛʦ ʧʨʦʩʪʦ ʥʝ ʤʦʞʝʪ ʙʳʪʴ. ɹʫʜʫʪ ʩʫʱʝʩʪʚʦʚʘʪʴ ʪʦʣʴʢʦ "ʦʨʛʘʥʠʟʘʮʠʠ", 

ʦʪʣʠʯʘʶʱʠʝʩʷ ʜʨʫʛ ʦʪ ʜʨʫʛʘ ʧʨʠʤʝʨʥʦ ʪʘʢ ʞʝ, ʢʘʢ ʦʪʣʠʯʘʶʪʩʷ ʜʨʫʛ ʦʪ 

ʜʨʫʛʘ ʨʘʟʣʠʯʥʳʝ "ʟʜʘʥʠʷ" ï ʥʝʬʪʝʧʝʨʝʛʦʥʥʳʡ ʟʘʚʦʜ, ʢʘʬʝʜʨʘʣʴʥʳʡ 

ʩʦʙʦʨ ʠ ʞʠʣʦʡ ʜʦʤ. ʃʶʙʘʷ ʦʨʛʘʥʠʟʘʮʠʷ ʚ ʨʘʟʚʠʪʳʭ ʩʪʨʘʥʘʭ ʜʦʣʞʥʘ ʙʫʜʝʪ 

ʩʦʟʜʘʚʘʪʴʩʷ ʜʣʷ ʢʦʥʢʨʝʪʥʦʡ ʟʘʜʘʯʠ, ʚʨʝʤʝʥʠ ʠ ʤʝʩʪʘ (ʠʣʠ ʢʫʣʴʪʫʨʳ)". [1] 
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7. ɺ 1984 ʛʦʜʫ ɼʨʫʢʝʨ ʚ ʢʥʠʛʝ çɹʠʟʥʝʩ ʠ ʠʥʥʦʚʘʮʠʠè ʦʙʦʩʥʦʚʘʣ 

ʥʝʦʙʭʦʜʠʤʦʩʪʴ ʩʦʟʜʘʥʠʷ ʥʦʚʦʛʦ "ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʴʩʢʦʛʦ ʦʙʱʝʩʪʚʘ". 

ɼʨʫʢʝʨ ʦʜʥʠʤ ʠʟ ʧʝʨʚʳʭ ʟʘʛʦʚʦʨʠʣ ʦ ʚʥʫʪʨʠʬʠʨʤʝʥʥʦʤ ʠ ʩʦʮʠʘʣʴʥʦʤ 

"ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʴʩʪʚʝ".[5] ʆʥ ʩʯʠʪʘʣ ʯʪʦ ʵʢʦʥʦʤʠʯʝʩʢʠʡ ʫʩʧʝʭ ʗʧʦʥʠʠ 

ʦʩʥʦʚʳʚʘʣʩʷ ʥʘ ʩʦʮʠʘʣʴʥʳʭ ʠʥʥʦʚʘʮʠʷʭ. ʀʤʝʥʥʦ ʚ ʨʘʟʚʠʪʠʠ ʪʘʢʠʭ 

ʠʥʩʪʠʪʫʪʦʚ, ʢʘʢ ʚʳʩʰʝʝ ʠ ʩʨʝʜʥʝʝ ʦʙʨʘʟʦʚʘʥʠʝ, ʪʨʫʜʦʚʳʝ ʩʦʛʣʘʰʝʥʠʷ ʠ 

ʢʨʦʝʪʩʷ ʩʝʢʨʝʪ ʫʩʧʝʭʘ. ʂʨʦʤʝ ʪʦʛʦ, ʦʥ ʧʨʝʜʦʩʪʝʨʝʛ ʦʪ ʠʟʣʠʰʥʝʛʦ ʧʘʬʦʩʘ 

ʚ ʦʪʥʦʰʝʥʠʠ ʠʥʥʦʚʘʮʠʡ. ʇʦ ʝʛʦ ʤʥʝʥʠʶ, ʙʦʣʴʰʠʥʩʪʚʦ ʫʩʧʝʰʥʳʭ 

ʠʥʥʦʚʘʮʠʡ ʦʩʥʦʚʘʥʳ ʥʝ ʥʘ ʫʥʠʢʘʣʴʥʳʭ ʠʟʦʙʨʝʪʝʥʠʷʭ ʠ ʥʝʠʟʚʝʩʪʥʳʭ 

ʬʘʢʪʘʭ, ʘ ʥʘ ʠʟʤʝʥʝʥʠʷʭ. ʇʨʠʯʝʤ ʠʟʤʝʥʝʥʠʷ ʵʪʠ ʩʚʷʟʘʥʳ ʩ ʠʟʤʝʥʝʥʠʷʤʠ 

ʚ ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʡ ʩʪʨʫʢʪʫʨʝ ʦʙʱʝʩʪʚʘ, ʚ ʬʦʨʤʠʨʦʚʘʥʠʠ ʠ ʩʪʨʫʢʪʫʨʘʭ 

ʨʳʥʢʘ. ʊʦ ʝʩʪʴ ʚ ʦʩʥʦʚʥʦʤ ʵʪʦ ʩʦʮʠʘʣʴʥʦ-ɻ ʢʦʥʦʤʠʯʝʩʢʠʝ ʠʟʤʝʥʝʥʠʷ. 

ʄʦʞʥʦ ʜʦʣʛʦ ʛʦʚʦʨʠʪʴ ʧʨʦ ʜʨʫʛʠʝ ʧʨʝʜʧʦʣʦʞʝʥʠʷ ɼʨʫʢʝʨʘ ʧʦ ʧʦʚʦʜʫ 

ʨʘʟʚʠʪʠʷ ʦʨʛʘʥʠʟʘʮʠʠ, ʤʝʥʝʜʞʤʝʥʪʘ ʠ ʨʘʟʚʠʪʠʠ ʨʘʙʦʪʥʠʢʦʚ ʚ ʨʘʤʢʘʭ ʵʪʦʡ 

ʦʨʛʘʥʠʟʘʮʠʦʥʥʦʡ ʩʪʨʫʢʪʫʨʳ [19], ʥʦ ʚ ʮʝʣʦʤ ʵʪʦ ʦʩʥʦʚʥʳʝ ʘʩʧʝʢʪʳ, ʢʦʪʦʨʳʝ 

ʭʦʪʝʣʦʩʴ ʙʳ ʚʳʜʝʣʠʪʴ. 

ʀʪʘʢ, ʧʨʦʚʦʜʷ ʚʩʸ ʩʢʚʦʟʴ ʧʨʠʟʤʫ ʚʨʝʤʝʥʠ, ʧʨʦʘʥʘʣʠʟʠʨʫʝʤ ʧʨʦʛʥʦʟʳ 

ɼʨʫʢʝʨʘ ʠ ʧʦʧʳʪʘʝʤʩʷ ʧʦʥʷʪʴ ʥʘʩʢʦʣʴʢʦ ʩʦʚʨʝʤʝʥʥʳʝ ʦʨʛʘʥʠʟʘʮʠʠ ʩʪʘʣʠ 

ʪʘʢʦʚʳʤʠ. 

1. ɿʜʝʩʴ ɼʨʫʢʝʨ ʙʳʣ ʧʨʘʚ, ʦʥ ʩʤʦʛ ʧʨʝʜʩʢʘʟʘʪʴ ʩʪʘʥʦʚʣʝʥʠʝ ʥʦʚʦʛʦ ʪʠʧʘ 

ʦʨʛʘʥʠʟʘʮʠʠ ʧʦ ʪʝʤ ʤʦʜʝʣʷʤ, ʢʦʪʦʨʳʝ ʙʳʣʠ ʜʦʩʪʫʧʥʳ ʣʠʰʴ ʚ ʥʘʯʘʣʝ 

ʬʦʨʤʠʨʦʚʘʥʠʷ ʠʥʬʦʨʤʘʮʠʦʥʥʦʛʦ ʦʙʱʝʩʪʚʘ. ʊʝʤ ʙʦʣʝʝ, ʯʪʦ ʥʘ ʪʦʪ ʤʦʤʝʥʪ ʥʝ 

ʩʫʱʝʩʪʚʦʚʘʣʦ ʤʥʦʛʠʭ ʪʝʭʥʠʯʝʩʢʠʭ ʩʨʝʜʩʪʚ, ʢʦʪʦʨʳʝ ʠ ʦʧʨʝʜʝʣʷʶʪ 

ʩʝʛʦʜʥʷʰʥʠʡ ʦʙʣʠʢ ʠ ʫʩʪʨʦʡʩʪʚʦ ʢʦʨʧʦʨʘʮʠʠ. ʆʥ ʧʨʦʩʪʦ ʟʥʘʣ, ʯʪʦ ʩʪʘʨʳʡ 

ʢʦʥʮʝʧʪ ʢʦʨʧʦʨʘʮʠʡ  ʚ ʩʢʦʨʦʤ ʚʨʝʤʝʥʠ ʠʩʯʝʨʧʘʝʪ ʩʝʙʷ, ʘ ʠʥʬʦʨʤʘʮʠʷ ʩʦ 

ʚʨʝʤʝʥʝʤ ʩʪʘʥʝʪ ʚʘʞʥʝʡʰʠʤ ʬʘʢʪʦʨʦʤ, ʪʦʯʥʦ ʪʘʢ ʞʝ ʢʘʢ ʠ ʪʝʭʥʦʣʦʛʠʠ. 

ʉʝʛʦʜʥʷʰʥʷʷ ʢʨʫʧʥʘʷ ʢʦʨʧʦʨʘʮʠʷ, ʚʦ ʤʥʦʛʦʤ ʚʥʝ ʟʘʚʠʩʠʤʦʩʪʠ ʦʪ ʪʦʛʦ, ʯʪʦ ʦʥʘ 

ʧʨʦʠʟʚʦʜʠʪ, ʤʦʞʝʪ ʭʘʨʘʢʪʝʨʠʟʦʚʘʪʴʩʷ ʥʝʩʢʦʣʴʢʠʤʠ ʘʩʧʝʢʪʘʤʠ. ɺʦ-ʧʝʨʚʳʭ, 

ʫʧʨʘʚʣʝʥʯʝʩʢʘʷ ʠʝʨʘʨʭʠʯʝʩʢʘʷ ʩʠʩʪʝʤʘ ʚ ʮʝʣʦʤ ʥʝ ʙʳʣʘ ʦʩʦʙʦ ʚʠʜʦʠʟʤʝʥʝʥʘ 
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ʩʦ ʚʨʝʤʝʥʝʤ ʦʩʥʦʚʥʦʡ ʪʚʦʨʯʝʩʢʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ ɼʨʫʢʝʨʘ. ɽʜʠʥʩʪʚʝʥʥʦʝ, ʯʪʦ 

ʩʪʦʠʪ ʦʪʤʝʪʠʪʴ ï ʦʩʣʘʙʣʝʥʠʝ ʬʦʨʤʘʣʴʥʳʭ ʩʚʷʟʝʡ, ʤʝʥʝʜʞʤʝʥʪ ʚ ʢʦʤʧʘʥʠʷʭ 

ʜʝʣʘʝʪ ʩʪʘʚʢʫ ʥʝ ʥʘ ʧʨʷʤʦʝ ʧʦʜʯʠʥʝʥʠʝ, ʘ ʥʘ ʩʠʩʪʝʤʫ ʩʪʠʤʫʣʦʚ ʠ 

ʥʝʬʦʨʤʘʣʴʥʦʛʦ ʚʟʘʠʤʦʜʝʡʩʪʚʠʷ, ʧʨʠʯʸʤ ʢʘʢ ʩʦ ʩʪʦʨʦʥʳ ʧʦʜʯʠʥʝʥʥʦʛʦ, ʪʘʢ ʠ 

ʩʦ ʩʪʦʨʦʥʳ ʤʝʥʝʜʞʝʨʘ, ʪʦ ʝʩʪʴ ʵʪʦ ʦʙʦʶʜʥʳʡ ʧʨʦʮʝʩʩ. ɹʝʟʫʩʣʦʚʥʦ, ʪʘʢʦʝ 

ʧʨʠʤʝʥʷʝʪʩʷ ʥʝ ʚʝʟʜʝ, ʤʥʦʛʠʝ ʢʦʤʧʘʥʠʠ ʩʦʭʨʘʥʷʶʪ ʠʝʨʘʨʭʠʯʝʩʢʠʝ ʦʪʥʦʰʝʥʠʷ 

ʠ ʦʬʠʮʠʦʟ, ʥʦ ʙʦʣʝʝ ʩʦʚʨʝʤʝʥʥʳʝ ʢʦʨʧʦʨʘʮʠʠ ʫʞʝ ʦʪʭʦʜʷʪ ʦʪ ʪʘʢʦʛʦ ʧʦʨʷʜʢʘ. 

ʉʘʤʦʝ ʛʣʘʚʥʦʝ ʠʟʤʝʥʝʥʠʝ, ʢʦʪʦʨʦʝ ʤʳ ʤʦʞʝʤ ʥʘʙʣʶʜʘʪʴ ʚ ʜʘʥʥʦʤ ʩʣʫʯʘʝ ï 

ʠʩʧʦʣʴʟʦʚʘʥʠʝ ʥʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ. ʂʦʤʧʘʥʠʠ ʙʣʘʛʦʜʘʨʷ ʵʪʦʤʫ ʚʳʰʣʠ ʥʘ 

ʩʦʚʝʨʰʝʥʥʦ ʥʦʚʳʡ ʫʨʦʚʝʥʴ. ʀʥʪʝʨʥʝʪ ʠ ʠʥʪʨʘʥʝʪ, ʙʦʣʴʰʠʝ ʦʙʲʝʤʳ ʜʘʥʥʳʭ, 

ʚʦʟʤʦʞʥʦʩʪʠ ʜʣʷ ʫʜʘʣʝʥʥʦʡ ʨʘʙʦʪʳ. ɺʩʸ ʵʪʦ ʚ ʢʦʨʥʝ ʠʟʤʝʥʠʣʦ ʩʘʤʫ ʩʪʨʫʢʪʫʨʫ 

ʨʘʙʦʪʳ. ʅʦʚʘʷ ʦʨʛʘʥʠʟʘʮʠʷ ʢʦʨʧʦʨʘʮʠʠ ï ɻʪʦ ʦʨʛʘʥʠʟʘʮʠʷ ʠʥʬʦʨʤʘʮʠʦʥʥʘʷ, ʚ 

ʢʦʪʦʨʦʡ ʛʣʘʚʝʥʩʪʚʫʶʪ ʪʝʭʥʦʣʦʛʠʠ ʠ ʙʦʣʴʰʠʝ ʦʙʲʝʤʳ ʜʘʥʥʳʭ. ʀʤʝʥʥʦ ʧʦʵʪʦʤʫ 

ʥʘʩʪʦʣʴʢʦ, ʥʘʩʢʦʣʴʢʦ ʵʪʦ ʙʳʣʦ ʚʦʟʤʦʞʥʦ, ʇʠʪʝʨ ɼʨʫʢʝʨ ʚ ʪʦʯʥʦʩʪʠ ʧʨʝʜʩʢʘʟʘʣ 

ʦʙʨʘʟ ʩʦʚʨʝʤʝʥʥʦʡ ʦʨʛʘʥʠʟʘʮʠʠ ʢʦʨʧʦʨʘʮʠʠ.  

2. ɺ ʜʘʥʥʦʤ ʩʣʫʯʘʝ ɼʨʫʢʝʨ ʧʦʣʘʛʘʣ, ʯʪʦ ʢʦʤʧʘʥʠʠ ʩʦ ʚʨʝʤʝʥʝʤ ʙʫʜʫʪ ʚʩʸ 

ʙʦʣʴʰʝ ʠ ʙʦʣʴʰʝ ʩʦʮʠʘʣʴʥʦ ʦʪʚʝʪʩʪʚʝʥʥʳʤ. ɼʣʷ ʥʘʩ ʚʘʞʥʦ ʧʦʥʠʤʘʪʴ, ʯʪʦ 

ʧʦʯʪʠ ʚʝʩʴ ʟʘʧʘʜʥʳʡ ʙʠʟʥʝʩ, ʢʦʪʦʨʳʡ ʩʝʡʯʘʩ ʩʫʱʝʩʪʚʫʝʪ, ʪʘʢ ʠʣʠ ʠʥʘʯʝ 

ʦʪʚʝʪʩʪʚʝʥʝʥ ʧʝʨʝʜ ʦʙʱʝʩʪʚʦʤ. ʅʝ ʚʩʝʛʜʘ ʧʨʘʚʦʚʳʝ ʥʦʨʤʳ ʟʘʩʪʘʚʣʷʶʪ ʫʜʝʣʷʪʴ 

ʦʩʦʙʦʝ ʚʥʠʤʘʥʠʝ ʤʝʨʘʤ ʧʦ ʩʥʠʞʝʥʠʶ ʚʳʙʨʦʩʦʚ ʚ ʘʪʤʦʩʬʝʨʫ. ʀʤʝʥʥʦ 

ʧʦʥʠʤʘʥʠʝ, ʯʪʦ ʪʚʦʝ ʧʨʝʜʧʨʠʷʪʠʝ ʦʪʚʝʪʩʪʚʝʥʥʦ ʧʝʨʝʜ ʦʙʱʝʩʪʚʦʤ ʠ ʚ ʩʣʫʯʘʝ, 

ʝʩʣʠ ʵʪʘ ʦʪʚʝʪʩʪʚʝʥʥʦʩʪʴ ʙʫʜʝʪ ʥʘʨʫʰʝʥʘ, ʪʦ ʪʝʙʷ ʞʜʫʪ ʢʨʫʧʥʳʝ ʠʟʜʝʨʞʢʠ, 

ʧʦʜʪʘʣʢʠʚʘʝʪ ʧʨʦʠʟʚʦʜʠʪʝʣʝʡ ʢ ʫʩʪʨʘʥʝʥʠʶ ʤʝʣʴʯʘʡʰʠʭ ʥʝʜʦʩʪʘʪʢʦʚ. ʍʦʨʦʰʠ 

ʣʠ ʵʪʦ ʠʣʠ ʧʣʦʭʦ? ɺʦʧʨʦʩ ʜʦʚʦʣʴʥʦ ʜʠʩʢʫʩʩʠʦʥʥʳʡ. ʉʘʤʦʝ ʛʣʘʚʥʦʝ, ʯʪʦ ʚ 

ʢʦʥʪʝʢʩʪʝ ʧʨʝʜʩʢʘʟʘʥʠʡ ʇʠʪʝʨʘ ɼʨʫʢʝʨʘ ʪʘʢ ʚ ʜʝʡʩʪʚʠʪʝʣʴʥʦʩʪʠ ʠ ʧʨʦʠʟʦʰʣʦ. 

ɹʠʟʥʝʩ ʠ ʩʦʮʠʫʤ ʩʝʡʯʘʩ ʧʝʨʝʧʣʝʪʝʥʳ ʥʘʩʪʦʣʴʢʦ ʪʝʩʥʦ, ʥʘʩʢʦʣʴʢʦ ʵʪʦ ʚ ʮʝʣʦʤ 

ʚʦʟʤʦʞʥʦ. [16] ʀ ʵʪʦ ʝʱʝ ʨʘʟ ʧʦʜʪʚʝʨʞʜʘʝʪ ʪʦʪ ʬʘʢʪ, ʯʪʦ ɼʨʫʢʝʨ ʙʳʣ 

ʥʘʩʪʦʷʱʠʤ ʘʨʭʠ ʛʫʨʫ ʠ ʥʝ ʟʨʷ ʧʦʣʫʯʠʣ ʪʘʢʦʡ ʪʠʪʫʣ. 

3. ɼʘʣʝʝ, ʯʪʦ ʢʘʩʘʝʪʩʷ ʧʘʨʪʥʝʨʩʪʚʘ ʠ ʩʦʟʜʘʥʠʷ ʘʣʴʷʥʩʦʚ ʤʝʞʜʫ ʢʦʤʧʘʥʠʷʤʠ. ʅʘ 

ʩʘʤʦʤ ʜʝʣʝ, ʵʪʦ, ʚʦʟʤʦʞʥʦ, ʦʜʥʘ ʠʟ ʩʘʤʳʭ ʦʯʝʚʠʜʥʳʭ ʪʝʥʜʝʥʮʠʡ. ɹʳʣʦ 



ɾʫʨʥʘʣ ʄʘʨʢʝʪʠʥʛ ʄɺɸ. ʄʘʨʢʝʪʠʥʛʦʚʦʝ ʫʧʨʘʚʣʝʥʠʝ ʧʨʝʜʧʨʠʷʪʠʝʤ                       2022, ʚʳʧʫʩʢ 3 

Journal Marketing MBA.  Marketing management firms                                                      2022, issue 3 
  

36 

 

ʧʦʥʷʪʥʦ, ʯʪʦ ʩʦ ʩʪʘʥʦʚʣʝʥʠʝʤ ʛʣʦʙʘʣʴʥʦʛʦ ʤʠʨʘ ʠ ʛʣʦʙʘʣʴʥʦʛʦ ʨʳʥʢʘ 

ʧʦʷʚʣʝʥʠʝ ʛʣʦʙʘʣʴʥʳʭ ʢʦʤʧʘʥʠʡ ʠʣʠ ʭʦʪʷ ʙʳ ʛʣʦʙʘʣʴʥʦʛʦ ʩʦʪʨʫʜʥʠʯʝʩʪʚʘ 

ʤʝʞʜʫ ʢʦʤʧʘʥʠʷʤʠ ʙʳʣʦ ʚʦʧʨʦʩʦʤ ʚʨʝʤʝʥʠ. ʊʫʪ ʜʝʡʩʪʚʠʪʝʣʴʥʦ ʚʩʸ ʪʘʢ ʠ 

ʧʨʦʠʟʦʰʣʦ, ʢʦʤʧʘʥʠʠ ʩ ʙʦʣʴʰʠʤ ʫʜʦʚʦʣʴʩʪʚʠʝʤ ʟʘʢʣʶʯʘʶʪ ʘʣʴʷʥʩʳ ʜʨʫʛ ʩ 

ʜʨʫʛʦʤ, ʧʨʦʠʟʚʦʜʷʪ ʩʦʚʤʝʩʪʥʫʶ ʧʨʦʜʫʢʮʠʶ ʠ ʨʘʟʜʝʣʷʶʪ ʧʨʠʙʳʣʴ ʦʪ 

ʨʝʘʣʠʟʘʮʠʠ ʧʨʦʜʫʢʮʠʠ. ʅʝʢʦʪʦʨʳʝ ʜʘʞʝ ʜʝʣʷʪ ʨʳʥʢʠ. ʊʘʢ, ʥʘʧʨʠʤʝʨ, ʚ ʈʦʩʩʠʠ 

ʢʦʤʧʘʥʠʷ Uber ʜʝʣʠʪ ʨʳʥʦʢ ʪʘʢʩʠ ʩ ʗʥʜʝʢʩʦʤ, ʪʝʤ ʩʘʤʳʤ ʦʙʨʘʟʦʚʳʚʘʷ 

ʦʧʨʝʜʝʣʝʥʥʳʡ ʘʣʴʷʥʩ ʢʦʥʢʨʝʪʥʦ ʥʘ ʨʦʩʩʠʡʩʢʦʤ ʨʳʥʢʝ. ʂ ʩʦʞʘʣʝʥʠʶ, 

ʧʘʥʜʝʤʠʷ COVID-19 ʚʥʝʩʣʘ ʦʧʨʝʜʝʣʝʥʥʳʝ ʢʦʨʨʝʢʪʠʨʦʚʢʠ ʚ ʪʝʤʧʳ 

ʛʣʦʙʘʣʠʟʘʮʠʠ, ʥʦ ʵʪʦ ʣʠʰʴ ʥʝʙʦʣʴʰʘʷ ʢʦʨʨʝʢʮʠʷ. ʋʞʝ ʧʦʯʪʠ ʚʩʝʤ ʦʯʝʚʠʜʥʦ, 

ʯʪʦ ʫ ʵʪʦʛʦ ʧʨʦʮʝʩʩʘ ʛʦʨʘʟʜʦ ʙʦʣʴʰʝ ʧʣʶʩʦʚ, ʯʝʤ ʤʠʥʫʩʦʚ. ʀʤʝʥʥʦ ʧʦʵʪʦʤʫ 

ʇʠʪʝʨ ɼʨʫʢʝʨ ʠ ʚ ʜʘʥʥʦʤ ʩʣʫʯʘʝ ʦʢʘʟʘʣʩʷ ʘʙʩʦʣʶʪʥʦ ʧʨʘʚ.  

4. ɺ ʜʘʥʥʦʤ ʩʣʫʯʘʝ ʵʪʦ ʧʨʝʜʩʢʘʟʘʥʠʝ ɼʨʫʢʝʨʘ ʙʳʣʦ ʩʜʝʣʘʥʦ ʥʝʩʢʦʣʴʢʦ ʧʦʟʞʝ. 

ʆʜʥʘʢʦ ʦʥʦ ʦʧʷʪʴ ʩʚʷʟʳʚʘʝʪʩʷ ʩ ʪʝʭʥʦʣʦʛʠʝʡ ʠ ʠʥʬʦʨʤʘʮʠʝʡ. ɼʘ, ʙʝʟʫʩʣʦʚʥʦ, 

ʛʨʘʤʦʪʥʳʝ ʧʨʦʬʝʩʩʠʦʥʘʣʳ ʩʚʦʝʛʦ ʜʝʣʘ ʚʩʝʛʜʘ ʮʝʥʠʣʠʩʴ ʚ ʢʨʫʧʥʳʭ ʢʦʤʧʘʥʠʷʭ. 

ʅʦ ʨʘʥʝʝ ʥʘʚʳʢʠ ʙʳʣʠ ʥʝ ʩʪʦʣʴ ʥʝʦʙʭʦʜʠʤʳ, ʪʨʝʙʦʚʘʣʠʩʴ ʙʦʣʝʝ ʵʪʠʯʝʩʢʠʝ 

ʥʘʚʳʢʠ ʜʣʷ ʣʶʜʝʡ, ʥʝʞʝʣʠ ʯʝʤ ʧʨʘʢʪʠʯʝʩʢʠʝ, ʦʩʦʙʝʥʥʦ ʝʩʣʠ ʨʝʯʴ ʠʜʸʪ ʦ 

ʤʝʥʝʜʞʝʨʘʭ ʩʨʝʜʥʝʛʦ ʟʚʝʥʘ. ɹr ʩʪʨʦʝ ʨʘʟʚʠʪʠʝ ʪʝʭʥʦʣʦʛʠʡ ʚʩʸ ʠʟʤʝʥʠʣʦ. ɺ 

ʩʝʛʦʜʥʷʰʥʝʤ ʤʠʨʝ ʧʨʦʛʨʘʤʤʠʩʪ, ʦʙʣʘʜʘʶʱʠʡ ʥʘʚʳʢʘʤʠ ʧʨʦʛʨʘʤʤʠʨʦʚʘʥʠʷ ʥʘ 

ʨʝʜʢʠʭ ʠ ʚʦʩʪʨʝʙʦʚʘʥʥʳʭ ʷʟʳʢʘʭ ʙʫʜʝʪ ʧʨʝʜʤʝʪʦʤ çʚʦʞʜʝʣʝʥʠʷè ʤʥʦʛʠʭ 

ʢʦʤʧʘʥʠʡ, ʧʦʩʢʦʣʴʢʫ ʦʥ ʤʦʞʝʪ ʦʙʝʩʧʝʯʠʪʴ ʪʝ ʢʣʶʯʝʚʳʝ ʬʘʢʪʦʨʳ ʫʩʧʝʭʘ, 

ʢʦʪʦʨʳʝ ʧʦʟʚʦʣʷʶʪ ʢʦʤʧʘʥʠʠ ʣʠʜʠʨʦʚʘʪʴ. ɸ ʚʝʜʴ ʥʫʞʥʳ ʥʝ ʪʦʣʴʢʦ 

ʧʨʦʛʨʘʤʤʠʩʪʳ. ɼʦʧʫʩʪʠʤ, ʤʝʥʝʜʞʝʨʳ, ʢʦʪʦʨʳʝ ʟʘʢʘʥʯʠʚʘʶʪ ʣʫʯʰʠʝ ʙʠʟʥʝʩ 

ʰʢʦʣʳ ʤʠʨʘ, ʩʦʦʪʚʝʪʩʪʚʝʥʥʦ ʦʙʣʘʜʘʶʪ ʩʘʤʳʤʠ ʣʫʯʰʠʤʠ ʟʥʘʥʠʷʤʠ ʦ ʩʚʦʝʡ 

ʦʪʨʘʩʣʠ ʠ ʠʭ ʮʝʥʥʦʩʪʴ ʢʘʢ ʨʘʙʦʪʥʠʢʦʚ ʚʦʟʨʘʩʪʘʝʪ ʚ ʨʘʟʳ: ʣʠʰʴ ʦʜʠʥ ʬʘʢʪ 

ʦʙʣʘʜʘʥʠʷ ʠʤʠ ʮʝʥʥʳʤʠ ʟʥʘʥʠʷʤʠ ʫʞʝ ʟʘʩʪʘʚʣʷʝʪ ʢʦʤʧʘʥʠʠ ʢʦʥʢʫʨʠʨʦʚʘʪʴ ʟʘ 

ʪʘʢʦʛʦ ʩʦʪʨʫʜʥʠʢʘ. [11]  ʎʝʥʥʦʩʪʴ ʟʥʘʥʠʡ ʠ ʫʥʠʢʘʣʴʥʳʭ ʥʘʚʳʢʦʚ ʚ 

ʩʦʚʨʝʤʝʥʥʦʤ ʤʠʨʝ ʚʦʟʨʦʩʣʘ ʥʘʩʪʦʣʴʢʦ, ʥʘʩʢʦʣʴʢʦ ʵʪʦ ʚ ʮʝʣʦʤ ʚʦʟʤʦʞʥʦ ʠ 

ʇʠʪʝʨ ɼʨʫʢʝʨ ʚ ʵʪʦʪ ʨʘʟ ʦʧʷʪʴ ʦʢʘʟʘʣʩʷ ʧʨʘʚ.  

5. ɼʘʥʥʳʡ ʧʫʥʢʪ ʥʝʩʢʦʣʴʢʦ ʧʝʨʝʩʝʢʘʝʪʩʷ ʩ ʧʨʦʰʣʳʤ ʧʫʥʢʪʦʤ. ʏʝʣʦʚʝʢ ʢʘʢ 
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ʨʝʩʫʨʩ ʥʝʚʝʨʦʷʪʥʦ ʮʝʥʝʥ. ɻʣʘʚʥʳʡ ʝʛʦ ʨʝʩʫʨʩ ï ʟʥʘʥʠʷ. ʂʦʛʜʘ ʪʳ ʦʙʣʘʜʘʝʰʴ 

ʚʩʝʤʠ ʢʣʶʯʝʚʳʤʠ ʥʘʚʳʢʘʤʠ, ʷʚʣʷʝʰʴʩʷ ʚʳʩʦʢʦʧʨʦʬʝʩʩʠʦʥʘʣʴʥʳʤ 

ʩʦʪʨʫʜʥʠʢʦʤ, ʪʳ ʙʫʜʝʰʴ ʜʝʣʘʪʴ ʧʨʘʚʠʣʴʥʳʝ ʨʝʰʝʥʠʷ ʠ ʙʫʜʝʰʴ ʥʝʚʝʨʦʷʪʥʦ 

ʮʝʥʥʳʤ. ʅʦ ʪʘʢʞʝ ʪʚʦʠ ʥʘʚʳʢʠ ʜʘʶʪ ʪʝʙʝ ʚʦʟʤʦʞʥʦʩʪʴ ʩʦʚʝʨʰʘʪʴ ʧʦʯʪʠ ʚʩʝ 

ʜʝʡʩʪʚʠʷ, ʢʦʪʦʨʳʝ ʪʨʝʙʫʶʪʩʷ ʦʪ ʪʝʙʷ ʚ ʦʜʠʥʦʯʢʫ. ɺ ʘʤʝʨʠʢʘʥʩʢʦʡ ʘʨʤʠʠ ʚ 

ʢʦʥʮʝ 20-ʦʛʦ ʚʝʢʘ ʙʳʣʘ ʧʨʠʥʷʪʘ ʢʦʥʮʝʧʮʠʷ ʦʜʠʥ ʩʦʣʜʘʪ ï ʦʜʥʘ ʘʨʤʠʷ. ɺ ʙʠʟʥʝʩ 

ʩʪʨʫʢʪʫʨʝ ʤʳ ʤʦʞʝʤ ʚʠʜʝʪʴ ʩʭʦʞʠʝ ʪʝʥʜʝʥʮʠʠ. ʆʜʠʥ ʨʘʙʦʪʥʠʢ ʚ ʤʝʨʫ ʥʝ 

ʫʤʩʪʚʝʥʥʳʭ, ʥʦ ʬʠʟʠʯʝʩʢʠʭ ʚʦʟʤʦʞʥʦʩʪʝʡ ʩʪʘʥʦʚʠʪʩʷ ʩʦʪʨʫʜʥʠʢʦʤ 

ʦʨʛʘʥʠʟʘʮʠʝʡ, ʩʧʦʩʦʙʥʳʤ ʩʦʚʝʨʰʘʪʴ ʥʝʚʝʨʦʷʪʥʦʝ ʤʥʦʞʝʩʪʚʦ ʜʝʡʩʪʚʠʡ. [18] 

ʀʤʝʥʥʦ ʧʦʵʪʦʤʫ ʢʦʤʧʘʥʠʠ ʩʪʘʨʘʶʪʩʷ ʧʦʜʜʝʨʞʠʚʘʪʴ ʠ ʨʘʟʚʠʚʘʪʴ ʢʘʞʜʦʛʦ ʠʟ 

ʩʚʦʠʭ ʩʦʪʨʫʜʥʠʢʦʚ, ʚʩʸ ʙʦʣʝʝ ʠ ʙʦʣʝʝ ʫʚʝʣʠʯʠʚʘʷ ʝʛʦ ʮʝʥʥʦʩʪʴ. ɸ ʩʠʥʪʝʟ ʪʘʢʠʭ 

ʩʦʪʨʫʜʥʠʢʦʚ-ʦʨʛʘʥʠʟʘʮʠʡ ʩʦʟʜʘʸʪ ʦʜʠʥ ʙʦʣʴʰʦʡ ʧʨʦʠʟʚʦʜʠʪʝʣʴʥʳʡ ʦʨʛʘʥʠʟʤ. 

ʀ ʩʥʦʚʘ ʘʨʭʠ ʛʫʨʫ ʇʠʪʝʨ ɼʨʫʢʝʨ ʧʦʧʘʣ ʚ ʪʦʯʢʫ ʦʪʥʦʩʠʪʝʣʴʥʦ ʙʫʜʫʱʝʛʦ 

ʯʝʣʦʚʝʯʝʩʢʠʭ ʨʝʩʫʨʩʦʚ ʚ ʢʦʤʧʘʥʠʠ.  

6. ʅʝʩʤʦʪʨʷ ʥʘ ʷʚʥʳʝ ʪʝʥʜʝʥʮʠʠ ʛʣʦʙʘʣʠʟʘʮʠʠ, ʢʦʪʦʨʳʝ ʫʞʝ ʤʦʞʥʦ ʙʳʣʦ 

ʥʘʙʣʶʜʘʪʴ ʩʦ ʚʪʦʨʦʡ ʧʦʣʦʚʠʥʳ XX  ʚʝʢʘ, ʵʪʦ ʥʝ ʟʥʘʯʠʪ ʯʪʦ ʛʣʦʙʘʣʠʟʘʮʠʷ 

ʧʨʠʚʦʜʠʪ ʢ ʩʪʘʥʜʘʨʪʠʟʘʮʠʠ. [14] ɼʘ, ʙʝʟʫʩʣʦʚʥʦ, ʤʥʦʛʠʝ ʢʦʨʧʦʨʘʮʠʠ 

ʧʝʨʝʥʠʤʘʶʪ ʩʪʨʫʢʪʫʨʳ ʠ ʧʨʠʥʮʠʧʳ ʦʨʛʘʥʠʟʘʮʠʠ. ʅʦ ʵʪʦ ʚʳʟʚʘʥʦ ʪʦʣʴʢʦ ʣʠʰʴ 

ʪʝʤ, ʯʪʦ ʪʘʢʘʷ ʩʪʨʫʢʪʫʨʘ ʷʚʣʷʝʪʩʷ ʫʩʧʝʰʥʦʡ ʠ ʥʝ ʧʝʨʝʥʠʤʘʪʴ ʪʘʢʠʝ ʤʦʜʝʣʠ 

ʙʳʣʦ ʙʳ ʧʦʧʨʦʩʪʫ ʛʣʫʧʦ. ʆʜʥʘʢʦ ʞʝ ʤʳ ʜʦʣʞʥʳ ʧʦʥʠʤʘʪʴ, ʯʪʦ ʝʩʪʴ 

ʫʥʠʢʘʣʴʥʳʝ ʪʠʧʳ ʦʨʛʘʥʠʟʘʮʠʡ, ʛʜʝ ʝʩʪʴ ʩʚʦʠ ʦʩʦʙʝʥʥʦʩʪʠ, ʚ ʥʝʢʦʪʦʨʳʭ 

ʩʪʨʘʥʘʭ ʝʩʪʴ ʩʚʦʠ ʢʫʣʴʪʫʨʥʳʝ ʦʩʦʙʝʥʥʦʩʪʠ, ʢʦʪʦʨʳʝ ʙʫʜʫʪ ʪʘʢ ʠʣʠ ʠʥʘʯʝ 

ʚʣʠʷʪʴ ʥʘ ʩʪʨʫʢʪʫʨʫ ʦʨʛʘʥʠʟʘʮʠʠ ʢʦʤʧʘʥʠʡ. ʅʘʧʨʠʤʝʨ, ʚ ʩʦʚʨʝʤʝʥʥʦʡ ʈʦʩʩʠʠ 

ʤʦʛʫʪ ʙʳʪʴ ʦʩʦʙʝʥʥʦʩʪʠ, ʩʚʷʟʘʥʥʳʝ ʩ ʦʪʩʫʪʩʪʚʠʝʤ ʦʪʜʝʣʦʚ ʣʦʙʙʠʟʤʘ, 

ʧʦʩʢʦʣʴʢʫ ʪʘʢ ʠʣʠ ʠʥʘʯʝ ʢʨʫʧʥʳʡ ʙʠʟʥʝʩ ʩʚʷʟʘʥ ʩ ʛʦʩʫʜʘʨʩʪʚʦʤ ʠ ʫ ʥʝʛʦ ʝʩʪʴ 

ʧʨʷʤʳʝ ʢʦʥʪʘʢʪʳ ʩ ʛʦʩʫʜʘʨʩʪʚʦʤ ʠ ʩʦʦʪʚʝʪʩʪʚʝʥʥʦ ʣʦʙʙʠʟʤ ʧʨʦʠʩʭʦʜʠʪ ʯʝʨʝʟ 

ʣʠʯʥʦʩʪʥʳʝ ʢʦʥʪʘʢʪʳ ʢʨʫʧʥʳʭ ʯʠʥʦʚʥʠʢʦʚ ʠ ʢʨʫʧʥʳʭ ʪʦʧ-ʤʝʥʝʜʞʝʨʦʚ, ʘ ʥʝ 

ʯʝʨʝʟ ʣʶʜʝʡ, ʢʦʪʦʨʳʝ ʠʟʫʯʘʶʪ ʵʪʦ ʢʘʢ ʦʪʜʝʣʴʥʦʝ ʥʘʧʨʘʚʣʝʥʠʝ ʠ ʧʨʠʤʝʥʷʶʪ 

ʵʪʠʯʝʩʢʦ-ʧʨʘʚʦʚʳʝ ʤʝʪʦʜʳ, ʘ ʥʝ ʣʠʯʥʳʝ ʩʚʷʟʠ. ʊʘʢʠʤ ʦʙʨʘʟʦʤ, ʜʝʡʩʪʚʠʪʝʣʴʥʦ, 

ʇʠʪʝʨ ɼʨʫʢʝʨ ʩʜʝʣʘʣ ʧʫʩʪʴ ʠ ʥʝ ʩʪʦʣʴ ʩʣʦʞʥʦʝ ʧʨʝʜʩʢʘʟʘʥʠʝ, ʦʜʥʘʢʦ ʦʥ ʧʦʥʠʤʘʣ, 
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ʯʪʦ ʜʘʞʝ ʧʨʠ ʚʩʝʭ ʪʝʭ ʫʩʣʦʚʠʷʭ ʛʣʦʙʘʣʠʟʘʮʠʠ, ʥʝ ʧʨʦʠʟʦʡʜʝʪ ʩʪʘʥʜʘʨʪʠʟʘʮʠʠ.   

7. ɺʦʟʤʦʞʥʦ, ʵʪʦ ʦʜʠʥ ʠʟ ʧʫʥʢʪʦʚ ʚ ʢʦʪʦʨʳʭ ɼʨʫʢʝʨ ʦʰʠʙʩʷ. ɼʘ, ʙʝʟʫʩʣʦʚʥʦ, 

ʩʦʮʠʘʣʴʥʘʷ ʩʦʩʪʘʚʣʷʶʱʘʷ ʙʠʟʥʝʩʘ ʠʛʨʘʝʪ ʦʯʝʥʴ ʚʘʞʥʦʝ ʟʥʘʯʝʥʠʝ. ʅʦ ʧʦʤʠʤʦ 

ʩʦʮʠʘʣʴʥʳʭ ʬʘʢʪʦʨʦʚ ʩʫʱʝʩʪʚʫʶʪ ʠ ʠʥʳʝ. ʆʥ ʙʳʣ ʧʨʘʚ ʚ ʦʜʥʦʤ ï ʥʝʣʴʟʷ 

ʠʟʣʠʰʥʝ ʫʧʦʚʘʪʴ ʥʘ ʠʥʥʦʚʘʮʠʠ. ɼʨʫʢʝʨ ʧʨʠʚʦʜʠʪ ʗʧʦʥʠʶ, ʚ ʢʦʪʦʨʦʡ 

ʩʦʮʠʘʣʴʥʦʝ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʴʩʪʚʦ ʦʙʝʨʥʫʣʦʩʴ ʜʣʷ ʩʪʨʘʥʳ ʧʦʪʝʨʷʥʥʳʤ 

ʜʝʩʷʪʠʣʝʪʠʝʤ, ʢʦʛʜʘ ʩʪʨʘʥʘ ʥʘʭʦʜʠʣʘʩʴ ʚ ʜʦʚʦʣʴʥʦ ʜʦʣʛʦʡ ʠ ʟʘʪʷʞʥʦʡ 

ʨʝʮʝʩʩʠʠ. ɺ ʥʳʥʝʰʥʠʡ ʧʝʨʠʦʜ ʫ ʗʧʦʥʠʠ ʥʝʪ ʩʝʨʴʝʟʥʳʭ ʜʨʘʡʚʝʨʦʚ ʨʦʩʪʘ, ʜʘʞʝ 

ʫʯʠʪʳʚʘʷ, ʯʪʦ ʷʧʦʥʩʢʦʝ ʦʙʱʝʩʪʚʦ ʜʦʚʦʣʴʥʦ ʜʠʥʘʤʠʯʥʦʝ ʚ ʧʣʘʥʝ 

ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʴʩʪʚʘ. ɺʦʟʤʦʞʥʦ, ʯʪʦ ʪʝʭʥʦʣʦʛʠʠ, ʠʥʥʦʚʘʮʠʠ, ʩʦʮʠʘʣʴʥʦʝ 

ʧʨʝʜʧʨʠʷʪʠʝ ʵʪʦ ʥʝ ʢʣʶʯʝʚʳʝ, ʥʦ ʧʨʦʩʪʦ ʨʷʜ ʬʘʢʪʦʨʦʚ, ʢʦʪʦʨʳʝ ʩʧʦʩʦʙʩʪʚʫʶʪ 

ʵʢʦʥʦʤʠʯʝʩʢʦʤʫ ʨʘʟʚʠʪʠʶ ʚ ʮʝʣʦʤ ʠ ʨʘʟʚʠʪʠʶ ʧʨʝʜʧʨʠʷʪʠʡ ʚ ʯʘʩʪʥʦʩʪʠ.  

ɿʘʢʣʶʯʝʥʠʝ.  ʇʠʪʝʨ ɼʨʫʢʝʨ ï ʚʳʜʘʶʱʘʷʩʷ ʬʠʛʫʨʘ ʚ ʪʘʢʦʡ ʥʘʫʢʝ ʢʘʢ 

ʤʝʥʝʜʞʤʝʥʪ. ɼʨʫʢʝʨ ʨʘʩʰʠʨʠʣ ʠ ʩʠʩʪʝʤʘʪʠʟʠʨʦʚʘʣ ʠʥʬʦʨʤʘʮʠʶ ʦ 

ʤʝʥʝʜʞʤʝʥʪʝ, ʘ ʪʘʢʞʝ ʚʳʜʚʠʥʫʣ ʨʷʜ ʚʘʞʥʳʭ ʧʨʝʜʧʦʣʦʞʝʥʠʡ ʦ ʙʫʜʫʱʝʤ. 

ʅʘʭʦʜʷʩʴ ʥʘ ʩʪʳʢʝ ʵʧʦʭ, ʦʥ ʧʨʝʜʚʠʜʝʣ ʥʝʚʝʨʦʷʪʥʦ ʚʘʞʥʳʝ ʠʟʤʝʥʝʥʠʷ, ʢʦʪʦʨʳʝ 

ʞʜʫʪ ʥʘʩ ʚ ʥʝʜʘʣʝʢʦʤ ʙʫʜʫʱʝʤ. ʅʝ ʟʨʷ ʤʥʦʛʠʝ ʫʞʝ ʧʦʩʣʝ ʚʳʭʦʜʘ ʝʛʦ ʪʨʫʜʦʚ 

ʩʪʘʣʠ ʥʘʟʳʚʘʪʴ ʝʛʦ ʥʝ ʧʨʦʩʪʦ ʛʫʨʫ, ʘ ʘʨʭʠʛʫʨʫ ʤʝʥʝʜʞʤʝʥʪʘ. ʂʦʥʝʯʥʦ, ʥʝ ʚʩʝ 

ʧʨʝʜʧʦʣʦʞʝʥʠʷ ʠ ʧʨʝʜʩʢʘʟʘʥʠʷ ʘʨʭʠʛʫʨʫ ʩʙʳʣʠʩʴ. ʅʦ ʵʪʦ ʘʙʩʦʣʶʪʥʦ 

ʥʦʨʤʘʣʴʥʦ, ʥʝʚʦʟʤʦʞʥʦ ʧʨʝʜʩʢʘʟʳʚʘʪʴ ʙʫʜʫʱʝʝ ʩ ʪʦʯʥʦʩʪʴʶ ʜʦ ʤʝʣʢʠʭ 

ʩʦʙʳʪʠʡ. ʉʘʤʦʝ ʚʘʞʥʦʝ, ʯʪʦ ʤʘʛʠʩʪʨʘʣʴʥʘʷ ʣʠʥʠʷ ʠ ʩʘʤʳʝ ʚʘʞʥʳʝ 

ʧʨʝʜʩʢʘʟʘʥʠʷ ʩʙʳʣʠʩʴ ʠ ʚ ʩʦʚʨʝʤʝʥʥʦʤ ʤʠʨʝ ʤʝʥʝʜʞʤʝʥʪ ʢʦʤʧʘʥʠʡ ʚʳʩʪʨʦʝʥ 

ʪʘʢʠʤ ʦʙʨʘʟʦʤ, ʢʘʢʠʤ ʛʦʩʧʦʜʠʥ ɼʨʫʢʝʨ ʭʦʪʝʣ ʙʳ ʝʛʦ ʚʠʜʝʪʴ. ʂʦʥʝʯʥʦ, ʩ ʪʝʭ ʧʦʨ 

ʤʠʨ ʟʥʘʯʠʪʝʣʴʥʦ ʧʨʝʦʙʨʘʟʠʣʩʷ. ʉʝʛʦʜʥʷ, ʧʝʨʝʭʦʜʷ ʚ ʥʦʚʫʶ ʵʧʦʭʫ ʪʝʭʥʦʣʦʛʠʡ 

ʙʳʣʦ ʙʳ ʥʝʧʣʦʭʦ, ʝʩʣʠ ʚ ʥʘʫʯʥʦʡ ʩʬʝʨʝ ʧʦʷʚʠʣʩʷ ʥʦʚʳʡ ʘʨʭʠʛʫʨʫ, ʢʦʪʦʨʳʡ ʩ 

ʪʘʢʦʡ ʞʝ ʪʦʯʥʦʩʪʴ ʧʨʦʚʝʣ ʩʠʩʪʝʤʘʪʠʟʘʮʠʶ ʟʥʘʥʠʡ ʠ ʩʜʝʣʘʣ ʥʦʚʳʝ 

ʧʨʝʜʩʢʘʟʘʥʠʷ ʥʘ ʩʯʝʪ ʙʫʜʫʱʝʛʦ ʤʝʥʝʜʞʤʝʥʪʘ ʥʘ 50 ʣʝʪ ʚʧʝʨʸʜ ʜʣʷ ʪʦʛʦ, ʯʪʦʙʳ 

ʪʦʧ-ʤʝʥʝʜʞʤʝʥʪ ʤʥʦʛʠʭ ʤʠʨʦʚʳʭ ʢʦʤʧʘʥʠʡ ʪʘʢʞʝ ʧʦʥʠʤʘʣ, ʢʫʜʘ ʝʤʫ 

ʥʝʦʙʭʦʜʠʤʦ ʜʚʠʛʘʪʴʩʷ.  
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SOCIAL PARTNERSHIP OF SCHOOL AND THEATER: PROMOTION OF 

CULTURAL VALUES 

 

Abstract 

The article explores the ways of updating the social partnership of the school and 

the theater in the current social and cultural environment from the point of view of 

promoting cultural values. There are contradictions in this area of partnership that 

need to be overcome, the need to revise modern educational programs. The author 

focuses on the development and implementation of project activities, taking into 

account the peculiarities of information retention and psychological perception of 

modern high school students, the first digital generation. 
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ʉʦʚʨʝʤʝʥʥʘʷ ʦʙʱʝʩʪʚʝʥʥʘʷ ʧʘʨʘʜʠʛʤʘ ʭʘʨʘʢʪʝʨʠʟʫʝʪʩʷ ʜʚʫʤʷ  

ʦʧʨʝʜʝʣʷʶʱʠʤʠ ʪʝʥʜʝʥʮʠʷʤʠ: ʩ ʦʜʥʦʡ ʩʪʦʨʦʥʳ, ʚ ʨʘʤʢʘʭ 

ʛʣʦʙʘʣʠʟʠʨʫʶʱʝʛʦʩʷ ʤʠʨʘ  ʚʳʨʘʩʪʘʝʪ ʟʥʘʯʠʤʦʩʪʴ ʩʦʮʠʘʣʴʥʳʭ ʚʟʘʠʤʦʩʚʷʟʝʡ; 

ʩ ʜʨʫʛʦʡ ï ʚʩʝ ʙʦʣʴʰʝʝ ʟʥʘʯʝʥʠʝ ʦʙʨʝʪʘʶʪ ʠʥʜʠʚʠʜʫʘʣʴʥʦ-ʣʠʯʥʦʩʪʥʳʝ 

ʦʩʦʙʝʥʥʦʩʪʠ  ʯʝʣʦʚʝʢʘ. ʆʜʥʠʤ ʠʟ ʚʘʞʥʳʭ ʬʘʢʪʦʨʦʚ ʬʦʨʤʠʨʦʚʘʥʠʷ ʠ ʨʘʟʚʠʪʠʷ 

ʧʦʜʨʘʩʪʘʶʱʝʛʦ ʧʦʢʦʣʝʥʠʷ ʚʳʩʪʫʧʘʝʪ ʩʦʮʠʘʣʴʥʦʝ ʧʘʨʪʥʸʨʩʪʚʦ ʤʝʞʜʫ 

ʦʙʱʝʩʪʚʝʥʥʳʤʠ ʠʥʩʪʠʪʫʪʘʤʠ, ʦʙʝʩʧʝʯʠʚʘʶʱʠʤʠ ʤʦʨʘʣʴʥʦ-ʥʨʘʚʩʪʚʝʥʥʦʝ ʠ 

ʩʦʮʠʘʣʴʥʦ-ʢʫʣʴʪʫʨʥʦʝ ʩʪʘʥʦʚʣʝʥʠʝ ʣʠʯʥʦʩʪʠ. ʂʘʢ ʦʪʤʝʯʘʶʪ ʠʩʩʣʝʜʦʚʘʪʝʣʠ, ʚ 

ʩʦʚʨʝʤʝʥʥʦʤ ʦʙʱʝʩʪʚʝ ʚʦʩʧʨʠʷʪʠʝ ʢʫʣʴʪʫʨʳ ʠʟʤʝʥʷʝʪʩʷ çʦʪ ʯʨʝʟʤʝʨʥʦʛʦ 

ʚʥʠʤʘʥʠʷ ʢ ʥʝʦʣʠʙʝʨʘʣʴʥʳʤ ʧʨʦʮʝʩʩʘʤ ʧʦʪʨʝʙʣʝʥʠʷ ʢ ʨʝʣʷʮʠʦʥʥʦʤʫ, 

ʛʫʤʘʥʠʩʪʠʯʝʩʢʦʤʫ ʧʦʜʭʦʜʫ, ʢʦʪʦʨʳʡ ʥʘʧʨʘʚʣʝʥ ʥʘ ʦʙʦʛʘʱʝʥʠʝ ʘʫʜʠʪʦʨʠʠ ʠ 

ʠʩʩʣʝʜʦʚʘʥʠʝ ʮʝʥʥʦʩʪʥʳʭ ʦʨʠʝʥʪʘʮʠʡè [1, ʨ. 32] ʠ ʠʜʝʪ ʘʢʪʠʚʥʦʝ 

ʧʝʨʝʦʩʤʳʩʣʝʥʠʝ ʚʟʘʠʤʦʦʪʥʦʰʝʥʠʡ ʵʢʦʥʦʤʠʢʠ, ʢʫʣʴʪʫʨʳ ʠ ʛʦʩʫʜʘʨʩʪʚʘ [9; 14]. 

ʇʦʵʪʦʤʫ ʥʝ ʚʳʟʳʚʘʝʪ ʫʜʠʚʣʝʥʠʷ, ʯʪʦ ʩʝʛʦʜʥʷ ʚ ʩʪʨʫʢʪʫʨʫ ʦʙʨʘʟʦʚʘʪʝʣʴʥʦʡ 

ʩʨʝʜʳ ʰʢʦʣʳ ʘʢʪʠʚʥʦ ʚʢʣʶʯʘʶʪʩʷ ʚʩ yʥʦʚʳʝ ʟʘʠʥʪʝʨʝʩʦʚʘʥʥʳʝ ʩʫʙʲʝʢʪʳ 

ʩʦʮʠʘʣʴʥʦʡ ʧʨʘʢʪʠʢʠ, ʢʦʪʦʨʳʝ ʥʘ ʦʩʥʦʚʝ ʩʦʮʠʘʣʴʥʦʛʦ ʧʘʨʪʥʸʨʩʪʚʘ ʛʦʪʦʚʳ 
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ʫʯʘʩʪʚʦʚʘʪʴ ʢʘʢ ʚ ʧʨʦʠʟʚʦʜʩʪʚʝ ʥʦʚʳʭ ʟʥʘʥʠʡ, ʪʘʢ ʠ ʚ ʚʦʩʧʠʪʘʥʠʠ, ʨʘʟʚʠʪʠʠ 

ʧʦʜʨʘʩʪʘʶʱʝʛʦ ʧʦʢʦʣʝʥʠʷ. ʏʪʦ ʢʘʩʘʝʪʩʷ ʧʨʠʦʙʱʝʥʠʷ hʢʦʣʴʥʠʢʦʚ ʢ ʠʩʢʫʩʩʪʚʫ 

ʪʝʘʪʨʘ, ʪʦ ʦʥʦ ̫ʚʣʷʝʪʩʷ ʚʘʞʥʦʡ ʩʦʩʪʘʚʣʷʶʱʝʡ ʩʦʚʨʝʤʝʥʥʦʛʦ ʦʙʨʘʟʦʚʘʪʝʣʴʥʦʛʦ 

ʠ ʚʦʩʧʠʪʘʪʝʣʴʥʦʛʦ ʧʨʦʮʝʩʩʘ.  

ʄʝʞʜʫ ʪʝʤ, ʚ ʥʘʰʠ ʜʥʠ ʚ ʩʬʝʨʝ ʩʦʮʠʘʣʴʥʦʛʦ ʧʘʨʪʥʝʨʩʪʚʘ ʰʢʦʣʳ ʠ ʪʝʘʪʨʘ 

ʦʙʦʩʪʨʠʣʠʩʴ ʦʧʨʝʜʝʣʝʥʥʳʝ  ʧʨʦʪʠʚʦʨʝʯʠʷ. ʆʥʠ ʩʚʷʟʘʥʳ ʩ ʮʝʣʳʤ ʨʷʜʦʤ 

ʤʦʤʝʥʪʦʚ: ʦʪʩʫʪʩʪʚʠʝʤ ʩʠʩʪʝʤʥʦʡ ʨʘʙʦʪʳ ʰʢʦʣʳ ʠ ʪʝʘʪʨʘ ʚ ʧʦʠʩʢʘʭ  ʥʦʚʳʭ  

ʧʫʪʝʡ ʚʟʘʠʤʦʜʝʡʩʪʚʠʷ, ʥʝʦʙʭʦʜʠʤʦʩʪʴʶ ʚʳʨʘʙʦʪʢʠ ʠ ʚʥʝʜʨʝʥʠʷ ʩʦʚʨʝʤʝʥʥʳʭ 

ʪʝʭʥʦʣʦʛʠʡ ʫʧʨʘʚʣʝʥʠʷ ʩʦʮʠʘʣʴʥʳʤ ʧʘʨʪʥʝʨʩʪʚʦʤ. ʉʠʪʫʘʮʠʷ ʦʩʣʦʞʥʷʝʪʩʷ 

ʪʘʢʞʝ ʪʝʤ, ʯʪʦ ʩʦʚʨʝʤʝʥʥʳʡ ʪʝʘʪʨ ʧʝʨʝʞʠʚʘʝʪ ʧʝʨʠʦʜ ʘʢʪʠʚʥʦʛʦ ʦʙʥʦʚʣʝʥʠʷ ʠ 

ʪʨʘʥʩʬʦʨʤʘʮʠʠ. ʐʠʨʦʢʦʝ ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʝ ʢʦʤʧʴʶʪʝʨʥʳʭ ʪʝʭʥʦʣʦʛʠʡ 

ʠʟʤʝʥʠʣʦ ʵʩʪʝʪʠʯʝʩʢʠʝ ʫʩʪʘʥʦʚʢʠ ʵʧʦʭʠ, ʯʪʦ ʧʦʙʫʞʜʘʶʪ ʨʝʞʠʩʩʝʨʦʚ ʠ ʘʢʪʝʨʦʚ 

ʢ  ʧʦʠʩʢʫ ʥʦʚʳʭ ʬʦʨʤ ʦʙʱʝʥʠʷ ʩʦ ʟʨʠʪʝʣʝʤ. ʀʟʤʝʥʠʣʠʩʴ ʬʦʨʤʳ ʠ ʞʘʥʨʳ 

ʪʝʘʪʨʘʣʴʥʳʭ ʧʦʩʪʘʥʦʚʦʢ ʚʧʣʦʪʴ ʜʦ ʠʩʧʦʣʴʟʦʚʘʥʠʷ ʪʘʢ ʥʘʟʳʚʘʝʤʦʛʦ 

ʠʤʤʝʨʩʠʚʥʦʛʦ ʜʝʡʩʪʚʠʷ. ʊʝʘʪʨ ʚʩʝ ʰʠʨʝ ʠʩʧʦʣʴʟʫʝʪ ʠʥʪʝʛʨʘʮʠʶ  ʨʘʟʣʠʯʥʳʭ 

ʚʠʜʦʚ ʠʩʢʫʩʩʪʚ, ʩʦʢʨʘʱʘʝʪʩʷ ʜʠʩʪʘʥʮʠʷ ʤʝʞʜʫ ʩʮʝʥʦʡ ʠ ʟʘʣʦʤ, ʟʨʠʪʝʣʴ ʚʩʝ 

ʘʢʪʠʚʥʝʝ ʚʦʚʣʝʢʘʝʪʩʷ ʚ ʜʝʡʩʪʚʠʝ. ʅʝʤʘʣʳʝ ʩʧʦʨʳ, ʧʨʝʞʜʝ ʚʩʝʛʦ ʚ 

ʦʙʨʘʟʦʚʘʪʝʣʴʥʦʡ ʩʨʝʜʝ, ʚʳʟʳʚʘʶʪ ʩʤʝʣʳʝ ʦʧʳʪʳ ʪʝʘʪʨʘ ʚ ʩʬʝʨʝ  

ʦʩʦʚʨʝʤʝʥʠʚʘʥʠʷ ʢʣʘʩʩʠʢʠ.  

ɺʩʣʝʜʩʪʚʠʝ ʵʪʦʛʦ ʥʝʤʘʣʦʚʘʞʝʥ ʧʝʨʝʩʤʦʪʨ ʩʪʝʨʝʦʪʠʧʥʳʭ ʫʩʪʘʥʦʚʦʢ 

ʰʢʦʣʴʥʳʭ ʧʨʦʛʨʘʤʤ, ʧʦʚʳʰʝʥʠʝ ʢʦʤʧʝʪʝʥʪʥʦʩʪʠ ʫʯʠʪʝʣʝʡ ʚ ʩʬʝʨʝ  

ʩʦʚʨʝʤʝʥʥʦʛʦ ʪʝʘʪʨʘʣʴʥʦʛʦ ʠʩʢʫʩʩʪʚʘ,  ʘʢʮʝʥʪ ʥʘ ʨʘʟʚʠʪʠʠ ʫ ʰʢʦʣʴʥʠʢʦʚ 

ʥʘʚʳʢʦʚ ʦʮʝʥʦʯʥʦʛʦ ʩʫʞʜʝʥʠʷ ʠ ʧʨ. ɺʩʝʤʫ ʵʪʦʤʫ ʤʦʞʝʪ ʩʧʦʩʦʙʩʪʚʦʚʘʪʴ 

ʤʦʜʝʨʥʠʟʘʮʠʷ ʪʚʦʨʯʝʩʢʠʭ ʢʦʥʪʘʢʪʦʚ ʰʢʦʣʳ ʠ ʪʝʘʪʨʘ. 

ʇʨʠ ʵʪʦʤ ʚʘʞʥʦ ʫʯʠʪʳʚʘʪʴ ʦʩʦʙʝʥʥʦʩʪʠ ʚʦʩʧʨʠʷʪʠʷ ʩʦʚʨʝʤʝʥʥʳʭ 

ʰʢʦʣʴʥʠʢʦʚ, ʚ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ ʩʪʘʨʰʝʢʣʘʩʩʥʠʢʦʚ ʢʘʢ ʧʨʝʜʩʪʘʚʠʪʝʣʝʡ ʧʝʨʚʦʛʦ 

ʚ ʤʠʨʦʚʦʡ ʠʩʪʦʨʠʠ ʮʠʬʨʦʚʦʛʦ ʧʦʢʦʣʝʥʠʷ. ʐʠʨʦʢʦʝ ʚʥʝʜʨʝʥʠʝ ʮʠʬʨʦʚʳʭ 

ʪʝʭʥʦʣʦʛʠʡ, ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʥʠʝ ʤʝʪʦʜʦʚ ʜʠʩʪʘʥʮʠʦʥʥʦʛʦ ʦʙʫʯʝʥʠʷ ʢʦʨʝʥʥʳʤ 

ʦʙʨʘʟʦʤ ʠʟʤʝʥʠʣʦ ʟʘʢʦʥʦʤʝʨʥʦʩʪʠ ʚʦʩʧʨʠʷʪʠʷ ʠ ʫʩʚʦʝʥʠʷ ʠʥʬʦʨʤʘʮʠʠ. 

ʇʨʝʦʙʣʘʜʘʥʠʝ çʢʣʠʧʦʚʦʛʦ ʤʳʰʣʝʥʠʷè, ʪ̫ ʛʦʪʝʥʠʝ ʢ ʧʨʝʜʝʣʴʥʦ ʩʞʘʪʦʡ ʧʝʨʝʜʘʯʝ 
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ʠʥʬʦʨʤʘʮʠʠ ʧʦʨʦʜʠʣʦ ʩʪʨʝʤʠʪʝʣʴʥʦʝ ʫʧʨʦʱʝʥʠʝ ʷʟʳʢʦʚʳʭ ʤʦʜʝʣʝʡ, ʯʪʦ 

ʫʩʣʦʞʥʷʝʪ ʦʙʱʝʥʠʝ ʩʦ ʰʢʦʣʴʥʠʢʘʤʠ. çɺʝʣʠʢʘ ʪʘʡʥʘ ʷʟʳʢʘ,  ï ʧʠʩʘʣ ʊ. ʄʘʥʥ, 

ï ʦʪʚʝʪʩʪʚʝʥʥʦʩʪʴ ʟʘ ʷʟʳʢ ʠ ʝʛʦ ʯʠʩʪʦʪʫé ʠʤʝʝʪ ʥʝ ʪʦʣʴʢʦ ʵʩʪʝʪʠʯʝʩʢʠʡ, ʥʦ ʠ 

ʥʨʘʚʩʪʚʝʥʥʳʡ ʩʤʳʩʣè [8, ʩ. 148]. ʆʟʘʙʦʯʝʥʥʦʩʪʴ ʩʦʩʪʦʷʥʠʝʤ ʨʝʯʝʚʦʡ ʢʫʣʴʪʫʨʳ 

ʩʦʚʨʝʤʝʥʥʦʛʦ ʤʦʣʦʜʦʛʦ ʧʦʢʦʣʝʥʠʷ ʧʦʙʫʜʠʣʘ ʧʨʝʜʩʪʘʚʠʪʝʣʝʡ ʫʥʠʚʝʨʩʠʪʝʪʩʢʦʡ 

ʩʣʦʚʝʩʥʦʩʪʠ ʦʙʲʝʜʠʥʠʪʴʩʷ ʚ ʩʦʦʙʱʝʩʪʚʦ, ʠʤʝʥʫʝʤʦʝ çʈʫʩʩʢʠʡ ʤʠʨè. 

 ʉʪʘʨʰʝʢʣʘʩʩʥʠʢʠ ʨʘʩʧʦʣʘʛʘʶʪ ʩʚʦʠʤ ʦʱʫʱʝʥʠʝʤ ʧʨʦʩʪʨʘʥʩʪʚʘ-

ʚʨʝʤʝʥʠ ʠ ʚʩʝ ʤʝʥʝʝ ʥʫʞʜʘʶʪʩʷ ʚ ʥʝʧʦʩʨʝʜʩʪʚʝʥʥʦʤ ʦʙʱʝʥʠʠ. ʃʠʰʝʥʥʳʝ 

ʩʦʮʠʘʣʴʥʦʛʦ ʦʧʳʪʘ, ʦʙʨʝʪʝʥʥʦʛʦ ʚ ʩʦʚʤʝʩʪʥʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ, ʜʝʪʠ ʚʩʪʫʧʘʶʪ ʚ 

ʧʝʨʠʦʜ çʙʫʨʠ ʠ ʥʘʪʠʩʢʘè ʧʝʨʝʭʦʜʥʦʛʦ ʚʦʟʨʘʩʪʘ ʧʩʠʭʦʣʦʛʠʯʝʩʢʠ 

ʥʝʧʦʜʛʦʪʦʚʣʝʥʥʳʤʠ, çʯʘʩʪʦ ʠʩʧʳʪʳʚʘʶʪ ʪʨʫʜʥʦʩʪʠ ʚʦ ʚʟʘʠʤʦʦʪʥʦʰʝʥʠʷʭ ʩ 

ʣʶʜʴʤʠ, ʧʨʠʯʝʤ ʥʝ ʪʦʣʴʢʦ ʣʠʯʥʳʭ, ʥʦ ʠ ʩʣʫʞʝʙʥʳʭè [6, ʩ. 56], ï ʧʦʜʯʝʨʢʠʚʘʝʪ 

ʀ.ʉ. ʂʦʥ. ʉʦʚʨʝʤʝʥʥʳʤ ʤʦʣʦʜʳʤ ʧʦʢʦʣʝʥʠʝʤ ʩʪʘʣʦ ʣʝʛʯʝ ʤʘʥʠʧʫʣʠʨʦʚʘʪʴ, 

ʯʪʦ ʧʨʝʢʨʘʩʥʦ ʦʩʦʟʥʘʶʪ ʨʘʙʦʪʦʜʘʪʝʣʠ. 

ʉʦʚʨʝʤʝʥʥʳʡ ʤʠʨ ʧʝʨʝʞʠʚʘʝʪ ʪʘʢʞʝ ʥʝʢʠʡ ʚʝʩʴʤʘ ʥʘʩʪʦʨʘʞʠʚʘʶʱʠʡ 

ʫʯʠʪʝʣʝʡ ʠ ʨʦʜʠʪʝʣʝʡ ʠʛʨʦʚʦʡ ʨʝʥʝʩʩʘʥʩ, ʚ ʢʦʪʦʨʳʡ ʘʢʪʠʚʥʦ ʚʦʚʣʝʢʘʶʪʩʷ 

ʰʢʦʣʴʥʠʢʠ. ʂʦʤʧʴʶʪʝʨʥʳʝ ʠʛʨʳ, ʦʙʠʣʠʝ ʠʛʨʦʚʳʭ ʪʝʣʝʰʦʫ, ʦʜʫʨʤʘʥʠʚʘʶʱʠʭ 

ʤʥʦʛʦʤʠʣʣʠʦʥʥʫʶ ʘʫʜʠʪʦʨʠʶ, ʦʪʥʶʜʴ ʥʝ ʩʧʦʩʦʙʩʪʚʫʶʪ ʨʦʩʪʫ ʦʙʱʝʩʪʚʝʥʥʦʡ 

ʜʫʭʦʚʥʦʩʪʠ. ʇʩʠʭʦʣʦʛʠ ʦʪʤʝʯʘʶʪ, ʯʪʦ ʩʦʚʨʝʤʝʥʥʳʝ ʩʪʘʨʰʝʢʣʘʩʩʥʠʢʠ 

(ʧʦʢʦʣʝʥʠʝ Z) ʦʪʣʠʯʘʶʪʩʷ ʦʪʩʫʪʩʪʚʠʝʤ ʛʦʪʦʚʥʦʩʪʠ ʢ ʧʨʠʥʷʪʠʶ ʞʠʟʥʝʥʥʦ 

ʚʘʞʥʳʭ ʨʝʰʝʥʠʡ, ʫʢʣʦʥʝʥʠʝʤ ʦʪ ʦʪʚʝʪʩʪʚʝʥʥʦʩʪʠ. [4] ʉʦʚʨʝʤʝʥʥʦʝ ʦʙʱʝʩʪʚʦ 

ʤʘʢʩʠʤʘʣʴʥʦ ʦʛʨʘʞʜʘʝʪ ʠʭ ʦʪ ʩʘʤʦʩʪʦʷʪʝʣʴʥʳʭ ʠʥʠʮʠʘʪʠʚʥʳʭ ʜʝʡʩʪʚʠʡ, ʯʪʦ, 

ʧʨʠʚʝʣʦ ʚ ʥʘʰʠ ʜʥʠ ʢ ʧʨʦʜʣʝʥʠʶ ʧʦʜʨʦʩʪʢʦʚʦʛʦ ʧʝʨʠʦʜʘ ʚ ʬʦʨʤʠʨʦʚʘʥʠʠ 

ʣʠʯʥʦʩʪʠ. 

ʂʘʢ ʦʪʤʝʪʠʣʠ ʝʱʝ ʚ ʧʝʨʚʦʤ ʜʝʩʷʪʠʣʝʪʠʠ XXI ʚʝʢʘ ʢʫʣʴʪʫʨʦʣʦʛʠ, ʥʘ 

ʩʤʝʥʫ ʜʦʣʛʦ ʧʨʦʮʚʝʪʘʚʰʝʤʫ ʚ ʈʦʩʩʠʠ çʣʠʪʝʨʘʪʫʨʦʮʝʥʪʨʠʟʤʫè ʧʨʠʰʝʣ 

çʟʨʝʣʠʱʝʮʝʥʪʨʠʟʤè [12]. ɺ ʩʚʝʪʝ ʵʪʦʛʦ ʚʦʟʨʘʩʪʘʝʪ ʦʪʚʝʪʩʪʚʝʥʥʦʩʪʴ ʪʝʘʪʨʘ ʢʘʢ 

ʟʨʝʣʠʱʥʦʛʦ ʠʩʢʫʩʩʪʚʘ ʢʦʪʦʨʳʡ ʚʳʩʪʫʧʘʝʪ ʚ ʦʙʣʘʩʪʠ ʬʦʨʤʠʨʦʚʘʥʠʷ ʣʠʯʥʦʩʪʠ 

ʩʪʘʨʰʝʢʣʘʩʩʥʠʢʘ ʚ ʢʘʯʝʩʪʚʝ   ʵʤʦʮʠʦʥʘʣʴʥʦʡ ʰʢʦʣʳ ʞʠʟʥʠ. ʊʝʘʪʨʘʣʴʥʦʝ 

ʠʩʢʫʩʩʪʚʦ ʨʘʩʰʠʨʷʝʪ ʧʨʝʜʩʪʘʚʣʝʥʠʷ ʦ ʤʠʨʝ, ʧʦʚʳʰʘʝʪ ʚʝʨʙʘʣʴʥʫʶ ʢʫʣʴʪʫʨʫ 
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ʟʨʠʪʝʣʷ, ʵʬʬʝʢʪʠʚʥʦ ʬʦʨʤʠʨʫʝʪ ʢʦʤʤʫʥʠʢʘʪʠʚʥʳʝ ʥʘʚʳʢʠ, ʯʪʦ ʚʦ ʤʥʦʛʦʤ  

ʦʧʨʝʜʝʣʷʝʪ ʢʘʢ ʦʙʱʝʩʪʚʝʥʥʫʶ, ʪʘʢ ʠ ʣʠʯʥʦʩʪʥʫʶ ʧʦʟʠʮʠʶ  ʯʝʣʦʚʝʢʘ ʚ ʤʠʨʝ.    

ʉʦʮʠʘʣʴʥʦʝ ʧʘʨʪʥʸʨʩʪʚʦ ʰʢʦʣʳ ʠ ʪʝʘʪʨʘ ʩʪʘʥʝʪ ʙʦʣʝʝ ʵʬʬʝʢʪʠʚʥʳʤ, 

ʝʩʣʠ ʦʙʝ ʩʪʦʨʦʥʳ, ʦʩʥʦʚʳʚʘʷʩʴ ʥʘ ʜʦʩʪʠʞʝʥʠʷʭ ʥʘʫʯʥʦʡ ʤʳʩʣʠ ʧʨʠʜʫʪ ʢ 

ʪʦʣʴʢʦ ʢ ʧʦʥʠʤʘʥʠʶ ʦʙʱʠʭ ʮʝʣʝʡ ʠ ʟʘʜʘʯ ʨʘʟʚʠʪʠʷ ʛʫʤʘʥʠʪʘʨʥʦʡ 

ʢʦʤʧʝʪʝʥʪʥʦʩʪʠ ʫʯʘʱʠʭʩʷ ʚ ʩʦʚʨʝʤʝʥʥʦʤ ʮʠʬʨʦʚʦʤ ʤʠʨʝ, ʥʦ ʠ ʦʚʣʘʜʝʶʪ 

ʪʝʭʥʦʣʦʛʠʷʤʠ ʫʧʨʘʚʣʝʥʠʷ ʧʨʦʮʝʩʩʦʤ ʚʟʘʠʤʦʜʝʡʩʪʚʠʷ ʥʘ ʧʦʩʪʦʷʥʥʦʡ 

ʜʦʣʛʦʩʨʦʯʥʦʡ ʦʩʥʦʚʝ. ʉʣʝʜʦʚʘʪʝʣʴʥʦ, ʚʦ-ʧʝʨʚʳʭ, ʪʨʝʙʫʝʪʩʷ ʦʩʦʟʥʘʥʥʘʷ 

ʜʝʷʪʝʣʴʥʦʩʪʴ ʧʦ ʧʨʦʜʚʠʞʝʥʠʶ ʩʦʮʠʘʣʴʥʦ ʟʥʘʯʠʤʳʭ ʢʦʥʮʝʧʮʠʡ ʚ ʩʬʝʨʝ 

ʢʫʣʴʪʫʨʳ ʩ ʫʯʝʪʦʤ ʩʦʚʨʝʤʝʥʥʳʭ ʦʩʦʙʝʥʥʦʩʪʝʡ ʩʦʟʜʘʥʠʷ ʠ ʧʨʦʜʚʠʞʝʥʠʷ 

ʢʫʣʴʪʫʨʥʳʭ ʙʣʘʛ [1], ʘ ʪʘʢ ʞʝ ʨʝʘʣʠʟʘʮʠʠ ʩʦʚʨʝʤʝʥʥʳʭ ʢʦʥʮʝʧʮʠʡ ʠʭ 

ʧʨʦʜʚʠʞʝʥʠʷ ʜʦ ʮʝʣʝʚʦʡ ʘʫʜʠʪʦʨʠʠ, ʚ ʪʦʤ ʯʠʩʣʝ ʠ ʩ ʧʦʤʦʱʴʶ ʪʝʭʥʦʣʦʛʠʡ 

ʦʙʫʯʝʥʠʷ ʠ ʩʦʮʠʘʣʴʥʦʛʦ ʤʘʨʢʝʪʠʥʛʘ [7; 13]. ɺʦ-ʚʪʦʨʳʭ, ʚʦʟʥʠʢʘʝʪ 

ʥʝʦʙʭʦʜʠʤʦʩʪʴ ʨʘʟʚʠʪʠʷ ʫʧʨʘʚʣʝʥʯʝʩʢʠʭ ʢʦʤʧʝʪʝʥʮʠʡ, ʧʨʠʯʝʤ ʢʦʤʧʝʪʝʥʮʠʡ, 

ʥʘʧʨʘʚʣʝʥʥʳʭ ʥʘ ʬʦʨʤʠʨʦʚʘʥʠʝ ʩʪʨʘʪʝʛʠʠ ʨʘʟʚʠʪʠʷ ʦʙʱʝʩʪʚʝʥʥʦʛʦ ʩʝʢʪʦʨʘ. 

[10; 11]  

ʇʨʦʝʢʪʥʳʡ ʧʦʜʭʦʜ ʢ ʫʧʨʘʚʣʝʥʠʶ ʩʦʮʠʘʣʴʥʳʤ ʧʘʨʪʥʝʨʩʪʚʦʤ ʪʨʝʙʫʝʪ 

ʜʦʧʦʣʥʠʪʝʣʴʥʳʭ ʧʝʜʘʛʦʛʠʯʝʩʢʠʭ ʫʩʣʦʚʠʡ ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʪʝʤʠ, ʚ ʢʦʪʦʨʳʭ 

ʦʩʫʱʝʩʪʚʣʷʝʪʩʷ ʦʧʝʨʘʮʠʦʥʥʦʝ (ʧʨʦʮʝʩʩʥʦʝ)  ʫʧʨʘʚʣʝʥʠʝ ʩʦʪʨʫʜʥʠʯʝʩʪʚʦʤ. 

ʇʨʦʝʢʪʥʳʡ ʤʝʪʦʜ ʤʦʞʝʪ ʦʢʘʟʘʪʴʩʷ ʚʝʩʴʤʘ ɻ ʬʬʝʢʪʠʚʥʳʤ ʚ ʩʬʝʨʝ ʩʦʮʠʘʣʴʥʦʛʦ 

ʧʘʨʪʥʝʨʩʪʚʘ ʰʢʦʣʳ ʠ ʪʝʘʪʨʘ, ʧʦʙʫʞʜʘʷ ʫʯʘʱʠʭʩʷ ʢ ʦʩʤʳʩʣʝʥʠʶ ʩʚʦʝʡ 

ʜʝʷʪʝʣʴʥʦʩʪʠ ʩ ʧʦʟʠʮʠʡ ʮʝʥʥʦʩʪʥʦʛʦ ʧʦʜʭʦʜʘ,  ʧʦʚʳʰʝʥʠʷ ʯʫʚʩʪʚʘ 

ʦʪʚʝʪʩʪʚʝʥʥʦʩʪʠ ʟʘ ʧʨʠʥʷʪʦʝ ʨʝʰʝʥʠʝ. ʆʩʦʙʘʷ ʨʦʣʴ ʟʜʝʩʴ ʦʪʚʦʜʠʪʩʷ ʧʨʦʝʢʪʘʤ 

ʩʦʮʠʘʣʴʥʦʛʦ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʴʩʪʚʘ ʠ ʨʝʘʣʠʟʘʮʠʠ ʧʨʦʝʢʪʦʚ ʚ ʨʘʤʢʘʭ 

ʩʦʮʠʘʣʴʥʦʡ  ʦʪʚʝʪʩʪʚʝʥʥʦʩʪʠ ʙʠʟʥʝʩʘ. [2; 5] ʈʦʣʴ ʫʯʠʪʝʣʷ ʧʨʠ ʵʪʦʤ ʥʝ ʪʦʣʴʢʦ 

ʚʦʟʨʘʩʪʘʝʪ, ʥʦ ʠ ʩʫʱʝʩʪʚʝʥʥʦ ʧʝʨʝʦʩʤʳʩʣʠʚʘʝʪʩʷ, ʯʪʦ ʪʨʝʙʫʝʪ ʦʙʨʝʪʝʥʠʷ ʠʤ 

ʩʘʤʠʤ ʮʝʣʦʛʦ ʨʷʜʘ ʧʨʝʜʤʝʪʥʳʭ ʠ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦ-ʢʦʤʤʫʥʠʢʘʪʠʚʥʳʭ 

ʢʦʤʧʝʪʝʥʮʠʡ, ʧʨʝʜʫʩʤʦʪʨʝʥʥʳʭ ʜʣʷ ʦʙʝʩʧʝʯʝʥʠʷ ʨʝʘʣʠʟʘʮʠʠ ʪʨʝʙʦʚʘʥʠʡ 

ʌɻʆʉ, ʢʦʪʦʨʳʝ ʤʦʞʥʦ ʧʦʣʫʯʠʪʴ ʣʠʙʦ ʧʨʠ ʨʝʘʣʠʟʘʮʠʠ ʧʨʦʛʨʘʤʤ ʚʳʩʰʝʛʦ 

ʦʙʨʘʟʦʚʘʥʠʷ, ʣʠʙʦ ʚ ʨʘʤʢʘʭ ʧʦʚʳʰʝʥʠʷ ʢʚʘʣʠʬʠʢʘʮʠʠ. 
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ʇʦʠʩʢ ʥʘʫʯʥʦʛʦ ʠ ʧʨʘʢʪʠʯʝʩʢʦʛʦ ʨʝʰʝʥʠʷ ʧʨʦʙʣʝʤʳ ʩʦʮʠʘʣʴʥʦʛʦ 

ʧʘʨʪʥʝʨʩʪʚʘ ʰʢʦʣʳ ʠ ʪʝʘʪʨʘ ʵʬʬʝʢʪʠʚʥʦ ʨʝʘʣʠʟʫʝʪʩʷ ʚ ʩʬʝʨʝ ʠʥʥʦʚʘʮʠʦʥʥʦʡ 

ʧʨʦʝʢʪʥʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ. ʀʩʧʦʣʴʟʦʚʘʥʠʝ ʮʠʬʨʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ ʧʦʚʳʰʘʝʪ 

ʤʦʪʠʚʘʮʠʶ ʩʪʘʨʰʝʢʣʘʩʩʥʠʢʦʚ ʢ ʫʯʘʩʪʠʶ ʚ ʨʝʘʣʠʟʘʮʠʠ ʪʚʦʨʯʝʩʢʠʭ ʧʨʦʝʢʪʦʚ. 

ʅʝʦʙʭʦʜʠʤʦ ʩʦʟʜʘʪʴ ʥʦʚʳʝ ʩʪʠʤʫʣʳ ʚ ʨʘʤʢʘʭ ʨʘʟʚʠʪʠʷ 

ʮʝʥʥʦʩʪʥʦʦʨʠʥʝʥʪʨʦʚʘʥʥʦʛʦ ʧʦʜʭʦʜʘ (ʘ ʥʝ ʦʪʜʘʚʘʪʴ ʤʦʣʦʜʝʞʴ ʥʘ ʦʪʢʫʧ 

ʤʘʨʛʠʥʘʣʴʥʳʤ ʜʚʠʞʝʥʠʷʤ), ʩʧʦʩʦʙʩʪʚʦʚʘʪʴ ʬʦʨʤʠʨʦʚʘʥʠʶ ʘʢʪʠʚʥʦʡ 

ʛʨʘʞʜʘʥʩʢʦʡ ʧʦʟʠʮʠʠ. [3]  

ɿʘʢʣʶʯʝʥʠʝ. ʉʦʮʠʘʣʴʥʦʝ ʧʘʨʪʥʸʨʩʪʚʦ ʰʢʦʣʳ ʠ ʪʝʘʪʨʘ ʥʘ ʩʦʚʨʝʤʝʥʥʦʤ 

ʵʪʘʧʝ ʦʨʛʘʥʠʯʥʦ ʚʧʠʩʳʚʘʝʪʩʷ ʚ ʩʤʝʰʘʥʥʫʶ ʤʦʜʝʣʴ, ʩʦʯʝʪʘʶʱʫʶ ʮʠʬʨʦʚʳʝ, 

ʧʨʦʝʢʪʥʳʝ ʪʝʭʥʦʣʦʛʠʠ ʠ ʪʨʘʜʠʮʠʦʥʥʳʝ ʤʝʪʦʜʳ ʨʘʙʦʪʳ, ʥʘʧʨʘʚʣʝʥʥʳʝ ʥʘ 

ʬʦʨʤʠʨʦʚʘʥʠʝ ʛʫʤʘʥʠʪʘʨʥʳʭ ʢʦʤʧʝʪʝʥʮʠʡ ʰʢʦʣʴʥʠʢʦʚ. ʆʧʨʝʜʝʣʝʥʥʳʝ 

ʫʩʠʣʠʷ ʚ ʩʚʝʪʝ ʩʦʮʠʘʣʴʥʦʛʦ ʤʘʨʢʝʪʠʥʛʘ, ʥʘʧʨʘʚʣʝʥʥʳʝ ʥʘ ʬʦʨʤʠʨʦʚʘʥʠʝ 

ʧʨʘʚʠʣʴʥʳʭ ʮʝʥʥʦʩʪʥʳʭ ʦʨʠʝʥʪʘʮʠʡ ʧʦʜʨʘʩʪʘʶʱʝʛʦ ʧʦʢʦʣʝʥʠʷ çʦʢʫʧʷʪʩʷ 

ʩʪʦʨʠʮʝʡè ʚ ʩʪʨʘʪʝʛʠʯʝʩʢʦʡ ʧʝʨʩʧʝʢʪʠʚʝ. ɺʩʣʝʜʩʪʚʠʝ ʵʪʦʛʦ ʫʢʨʝʧʣʷʝʪʩʷ 

ʢʦʤʤʫʥʠʢʘʮʠʷ ʧʘʨʪʥʝʨʦʚ, ʜʝʣʘʝʪʩʷ ʚʦʟʤʦʞʥʳʤ ʙʳʩʪʨʦʝ ʫʩʪʘʥʦʚʣʝʥʠʝ 

ʦʙʨʘʪʥʦʡ ʩʚʷʟʠ, ʦʙʝʩʧʝʯʠʚʘʝʪʩʷ ʤʦʙʠʣʴʥʦʩʪʴ ʦʮʝʥʦʯʥʳʭ ʜʝʡʩʪʚʠʡ ʩʦ ʩʪʦʨʦʥʳ 

ʧʨʝʜʩʪʘʚʠʪʝʣʝʡ ʰʢʦʣʳ ʠ ʪʝʘʪʨʘ.  
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FACTORS 

 

ɺ ʥʘʩʪʦʷʱʝʝ ʚʨʝʤʷ ʚʦ ʚʩʝʭ ʩʬʝʨʘʭ ʞʠʟʥʠ ʦʙʱʝʩʪʚʘ ʧʨʦʠʩʭʦʜʷʪ 

ʩʝʨʴʝʟʥʳʝ ʠʟʤʝʥʝʥʠʷ, ʠ ʩʠʩʪʝʤʘ ʦʙʨʘʟʦʚʘʥʠʷ ʥʝ ʩʪʘʣʘ ʠʩʢʣʶʯʝʥʠʝʤ. ʉʧʨʦʩ ʥʘ 

ʫʥʠʚʝʨʩʠʪʝʪ ʢʘʢ ʠʩʪʦʯʥʠʢ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ (ʚʳʩʰʝʝ, ʜʦʧʦʣʥʠʪʝʣʴʥʦʝ) 

ʦʙʨʘʟʦʚʘʥʠʷ ʧʦʩʪʦʷʥʥʦ ʧʦʜʚʝʨʛʘʝʪʩʷ ʚʣʠʷʥʠʶ ʨʘʟʣʠʯʥʳʭ ʬʘʢʪʦʨʦʚ. ʅʘʯʠʥʘʷ ʩ 

2000-ʭ ʛʦʜʦʚ ʥʘ ʩʧʨʦʩ ʦʢʘʟʳʚʘʶʪ ʚʣʠʷʥʠʝ ʥʦʚʳʝ ʬʘʢʪʦʨʳ, ʪʘʢʠʝ ʢʘʢ 

mailto:zinchenckomary@yandex.ru
mailto:Trial_spb84@mail.ru
mailto:zinchenckomary@yandex.ru
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ʧʦʩʣʝʜʩʪʚʠʷ çʜʝʤʦʛʨʘʬʠʯʝʩʢʦʛʦ ʩʧʘʜʘè 1990-ʭ ʛʦʜʦʚ, ʨʦʩʪ ʩʪʦʠʤʦʩʪʠ 

ʦʙʫʯʝʥʠʷ, ʫʭʫʜʰʝʥʠʝ ʢʘʯʝʩʪʚʘ ʟʥʘʥʠʡ ʰʢʦʣʴʥʠʢʦʚ, ʧʘʜʝʥʠʝ ʧʦʢʫʧʘʪʝʣʴʩʢʦʡ 

ʩʧʦʩʦʙʥʦʩʪʠ ʥʘʩʝʣʝʥʠʷ, ʠʟʤʝʥʝʥʠʷ ʥʘ ʨʳʥʢʝ ʪʨʫʜʘ ʠ ʤʠʨʦʚʦʤ ʨʳʥʢʝ ʟʥʘʥʠʡ ʠ 

ʪ.ʜ. [3]. ʇʦ ʤʥʝʥʠʶ ʵʢʩ-ʨʝʢʪʦʨʘ ɺʳʩʰʝʡ ʰʢʦʣʳ ʵʢʦʥʦʤʠʢʠ ʗʨʦʩʣʘʚʘ 

ʂʫʟʴʤʠʥʦʚʘ, ʢʨʦʤʝ ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʛʦ ʢʨʠʟʠʩʘ 90-ʝ ʛʦʜʘ ʚʥʝʩʣʠ ʩʚʦʡ 

ʨʘʟʨʫʰʘʶʱʠʡ ʚʢʣʘʜ ʠ ʚ ʧʦʥʠʤʘʥʠʝ ʮʝʥʥʦʩʪʠ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ [14]. 

ʇʦʩʣʝʜʥʠʝ 30 ʣʝʪ, ʩ ʤʦʤʝʥʪʘ ʨʘʟʨʫʰʝʥʠʷ ʩʦʚʝʪʩʢʦʡ ʩʠʩʪʝʤʳ ʚʳʩʰʝʛʦ 

ʦʙʨʘʟʦʚʘʥʠʷ, ʜʘʥʥʘʷ ʧʨʦʙʣʝʤʘ ʚʳʟʳʚʘʝʪ ʧʦʚʳʰʝʥʥʳʭ ʠʥʪʝʨʝʩ ʥʝ ʪʦʣʴʢʦ ʫ 

ʠʩʩʣʝʜʦʚʘʪʝʣʝʡ, ʪʘʢʠʭ ʢʘʢ ɻ.ɽ. ɸʣʧʘʪʦʚ, ʅ.ɺ. ʂʦʚʘʣʝʚʘ, ɸ.ʈ. ʂʫʟʥʝʮʦʚʘ ʠ 

ʀ.ɸ.ɹʣʘʛʠʭ. [1; 2; 3; 10], ʥʦ ʠ ʫ ʨʫʢʦʚʦʜʠʪʝʣʝʡ ʩʠʩʪʝʤʳ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ 

ʠ ʨʝʢʪʦʨʦʚ ʫʥʠʚʝʨʩʠʪʝʪʦʚ. 

ɸʚʪʦʨʘʤʠ ʧʨʦʘʥʘʣʠʟʠʨʦʚʘʥʳ ʩʪʘʪʠʩʪʠʯʝʩʢʠʝ ʜʘʥʥʳʝ ʈʦʩʩʪʘʪʘ, ʘʥʘʣʠʪʠʯʝʩʢʠʝ 

ʦʪʯʝʪʳ ɺʳʩʰʝʡ ʰʢʦʣʳ ʵʢʦʥʦʤʠʢʠ, ʘ ʪʘʢʞʝ ʜʦʢʣʘʜʳ ʄʠʥʠʩʪʝʨʩʪʚʘ ʥʘʫʢʠ ʠ 

ʦʙʨʘʟʦʚʘʥʠʷ, ʦʪʨʘʞʘʶʱʠʭ ʦʪʥʦʰʝʥʠʝ ʦʙʱʝʩʪʚʝʥʥʦʩʪʠ ʢ ʧʨʦʙʣʝʤʝ ʥʝʦʙʭʦʜʠʤʦʩʪʠ 

ʧʦʣʫʯʝʥʠʷ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ, ʠ ʚʳʷʚʣʝʥʳ ʦʩʥʦʚʥʳʝ çʪʦʯʢʠ ʧʨʦʚʘʣʘè. ɺ ʭʦʜʝ 

ʠʩʩʣʝʜʦʚʘʥʠʷ ʘʚʪʦʨʘʤʠ ʙʳʣʠ ʠʩʧʦʣʴʟʦʚʘʥʳ:  

1. ʇʦʠʩʢ ʩʪʘʪʠʩʪʠʯʝʩʢʠʭ ʜʘʥʥʳʭ ʠ ʦʬʠʮʠʘʣʴʥʳʭ ʜʦʢʣʘʜʦʚ, ʩʦʦʪʚʝʪʩʪʚʫʶʱʠʭ 

ʮʝʣʠ ʠʩʩʣʝʜʦʚʘʥʠʷ. 

2. ɸʥʘʣʠʟ ʪʝʢʩʪʘ, ʩ ʮʝʣʴʶ ʦʧʨʝʜʝʣʝʥʠʷ ʬʘʢʪʦʨʦʚ, ʦʢʘʟʳʚʘʶʱʠʭ ʥʝʛʘʪʠʚʥʦʝ 

ʠʣʠ ʧʦʟʠʪʠʚʥʦʝ ʚʦʟʜʝʡʩʪʚʠʝ ʥʘ ʩʧʨʦʩ ʚ ʦʪʥʦʰʝʥʠʠ ʧʦʣʫʯʝʥʠʷ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ 

ʠ ʜʦʧʦʣʥʠʪʝʣʴʥʦʛʦ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ ʦʙʨʘʟʦʚʘʥʠʷ ʚ ʫʥʠʚʝʨʩʠʪʝʪʝ, ʢʘʢ ʩʦ ʩʪʦʨʦʥʳ 

ʛʦʩʫʜʘʨʩʪʚʘ, ʪʘʢ ʠ ʩʦ ʩʪʦʨʦʥʳ ʦʙʱʝʩʪʚʘ. 

ɹʦʣʴʰʘʷ ʯʘʩʪʴ ʠʩʩʣʝʜʦʚʘʥʠʡ ʠʟʤʝʥʝʥʠʷ ʩʧʨʦʩʘ ʥʘʧʨʘʚʣʝʥʘ ʥʘ ʠʟʫʯʝʥʠʝ ʠ 

ʨʝʰʝʥʠʝ ʧʨʦʙʣʝʤ, ʩʚʷʟʘʥʥʳʭ ʩ ʜʝʤʦʛʨʘʬʠʝʡ, ʫʨʦʚʥʝʤ ʜʦʭʦʜʘ ʧʦʪʨʝʙʠʪʝʣʝʡ ʠ ʨʦʩʪʦʤ 

ʮʝʥ ʥʘ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʝ ʫʩʣʫʛʠ, ʘʚʪʦʨʳ ʞʝ ʠʩʩʣʝʜʦʚʘʣʠ ʚʦʟʤʦʞʥʳʝ ʧʫʪʠ ʨʝʰʝʥʠʷ 

ʯʝʨʝʟ ʫʣʫʯʰʝʥʠʝ ʩʠʩʪʝʤʳ ʜʦʧʦʣʥʠʪʝʣʴʥʦʛʦ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ ʦʙʨʘʟʦʚʘʥʠʷ. 

ɸʚʪʦʨʳ ʧʨʝʜʣʘʛʘʶʪ ʩʜʝʣʘʪʴ ʘʢʮʝʥʪ ʥʘ ʨʘʟʚʦʨʦʪ ʦʙʨʘʟʦʚʘʪʝʣʴʥʦʡ ʧʦʣʠʪʠʢʠ 

ʫʥʠʚʝʨʩʠʪʝʪʘ ʩ ʦʨʠʝʥʪʘʮʠʠ ʪʦʣʴʢʦ ʥʘ ʟʘʧʨʦʩ ʛʦʩʫʜʘʨʩʪʚʘ (ʫʢʘʟʘʥʥʦʛʦ ʚ 

ʢʚʘʣʠʬʠʢʘʮʠʦʥʥʳʭ ʩʧʨʘʚʦʯʥʠʢʘʭ ʧʨʦʬʝʩʩʠʡ, ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʳʭ ʩʪʘʥʜʘʨʪʘʭ) ʚ 

ʩʪʦʨʦʥʫ ʘʢʪʫʘʣʴʥʳʭ ʟʘʧʨʦʩʦʚ ʨʘʙʦʪʦʜʘʪʝʣʝʡ, ʪʨʝʙʦʚʘʥʠʡ ʨʳʥʢʘ ʪʨʫʜʘ, ʥʘ 

çʧʨʦʬʝʩʩʠʠ ʙʫʜʫʱʝʛʦè.  
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ɺ ʭʦʜʝ ʠʩʩʣʝʜʦʚʘʥʠʷ ʙʳʣʠ ʚʳʷʚʣʝʥʳ 6 ʦʩʥʦʚʥʳʭ ʧʨʠʯʠʥ ʧʘʜʝʥʠʷ ʩʧʨʦʩʘ ʥʘ 

ʦʙʨʘʟʦʚʘʥʠʝ ʚ ʫʥʠʚʝʨʩʠʪʝʪʝ ʩʨʝʜʠ ʤʦʣʦʜʝʞʠ [6; 9; 12; 17]. 

1. ʇʦʚʳʰʝʥʠʝ ʠʥʪʝʨʝʩʘ ʢ ʩʠʩʪʝʤʝ ʩʨʝʜʥʝʛʦ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ 

ʦʙʨʘʟʦʚʘʥʠʷ, ʧʦʜʜʝʨʞʠʚʘʝʤʦʛʦ ʥʘ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʤ ʫʨʦʚʥʝ. ɺ ʦʢʪʷʙʨʝ 2020 ʛʦʜʘ 

ʥʘ ʦʯʝʨʝʜʥʦʤ ʩʦʚʝʱʘʥʠʠ ʄʠʥʠʩʪʝʨʩʪʚʘ ʦʙʨʘʟʦʚʘʥʠʷ ʠ ʥʘʫʢʝ ʙʳʣʘ ʧʨʝʜʩʪʘʚʣʝʥʘ 

ʉʪʨʘʪʝʛʠʷ ʨʘʟʚʠʪʠʷ ʩʨʝʜʥʝʛʦ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ ʦʙʨʘʟʦʚʘʥʠʷ ʜʦ 2030 ʛʦʜʘ. ɺ 10 

ʨʝʛʠʦʥʘʭ ʧʨʦʭʦʜʠʪ ʵʢʩʧʝʨʠʤʝʥʪ ʧʦ ʩʦʦʪʥʦʰʝʥʠʶ ʧʦʜʛʦʪʦʚʢʠ ʩʧʝʮʠʘʣʠʩʪʦʚ ʧʦ 

ʧʨʦʛʨʘʤʤʘʤ ʉʇʆ ʩ ʨʝʘʣʴʥʳʤʠ ʧʦʪʨʝʙʥʦʩʪʷʤʠ ʨʝʛʠʦʥʘ. ʕʪʦ ʟʥʘʯʠʪʝʣʴʥʦ 

ʧʦʚʳʰʘʝʪ ʠʥʪʝʨʝʩ ʘʙʠʪʫʨʠʝʥʪʦʚ, ʪʘʢ ʢʘʢ ʬʦʨʤʠʨʫʝʪʩʷ ʧʦʥʠʤʘʥʠʝ ʩʚʦʝʛʦ 

ʙʫʜʫʱʝʛʦ ʤʝʩʪʘ ʚ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ, ʟʘʨʘʙʦʪʥʦʡ ʧʣʘʪʳ ʠ 

ʧʝʨʩʧʝʢʪʠʚ ʨʘʟʚʠʪʠʷ. ʅʝʤʘʣʦʚʘʞʥʫʶ ʨʦʣʴ ʠʛʨʘʶʪ ʠ ʙʦʣʝʝ ʥʠʟʢʠʝ ʪʨʝʙʦʚʘʥʠʷ ʢ 

ʘʙʠʪʫʨʠʝʥʪʘʤ. 

2. ʉʥʠʞʝʥʠʝ ʨʝʘʣʴʥʳʭ ʜʦʭʦʜʦʚ ʧʦʪʨʝʙʠʪʝʣʝʡ ʠ ʨʦʩʪ ʮʝʥ ʥʘ 

ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʝ ʫʩʣʫʛʠ. ʉʦʛʣʘʩʥʦ ʜʘʥʥʳʤ ʘʥʘʣʠʪʠʯʝʩʢʦʤʫ ʦʪʯʝʪʫ ʅʀʋ ɺʐʕ 

ʩʪʦʠʤʦʩʪʴ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ ʙʦʣʝʝ ʯʝʤ ʚ 2 ʨʘʟʘ ʚʳʰʝ ʩʪʦʠʤʦʩʪʠ ʩʨʝʜʥʝʛʦ 

ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ ʦʙʨʘʟʦʚʘʥʠʷ (ʩʤ. ʪʘʙʣʠʮʫ 1) [13; 15].  

ʉʪʦʠʤʦʩʪʴ ʦʙʫʯʝʥʠʷ ʚ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ ʫʯʨʝʞʜʝʥʠʷʭ ʚʳʩʰʝʛʦ ʠ 

ʩʨʝʜʥʝʛʦ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ ʦʙʨʘʟʦʚʘʥʠʷ 

ȷɘɔɎɒɔɗɘɢ ɔɇəɝɋɓɎɥ Ɉ ɔɇɖɆɍɔɈɆɘɋɑɢɓɡɛ əɝɖɋɌɊɋɓɎɥɛ Ɉɡɗɞɋɉɔ Ɏ 

ɗɖɋɊɓɋɉɔ ɕɖɔɚɋɗɗɎɔɓɆɑɢɓɔɉɔ ɔɇɖɆɍɔɈɆɓɎɥ 

ȴɇəɝɋɓɎɋ Ɉ 

ɔɇɖɆɍɔɈɆɘɋɑɢɓɡɛ 

ɔɖɉɆɓɎɍɆɜɎɥɛ ɗɖɋɊɓɋɉɔ 

ɕɖɔɚɋɗɗɎɔɓɆɑɢɓɔɉɔ 

ɔɇɖɆɍɔɈɆɓɎɥ, ɍɆ ɗɋɒɋɗɘɖ 

(ɖəɇ) 

2017 2018 2019 2020 2021 

29992 31476 34143 36800 40500 

ȴɇəɝɋɓɎɋ Ɉ 

ɉɔɗəɊɆɖɗɘɈɋɓɓɡɛ Ɏ 

ɒəɓɎɜɎɕɆɑɢɓɡɛ 

ɔɇɖɆɍɔɈɆɘɋɑɢɓɡɛ 

ɔɖɉɆɓɎɍɆɜɎɥɛ Ɉɡɗɞɋɉɔ 

ɕɖɔɚɋɗɗɎɔɓɆɑɢɓɔɉɔ 

ɔɇɖɆɍɔɈɆɓɎɥ, ɍɆ ɗɋɒɋɗɘɖ 

(ɖəɇ) 

57770 68260 74698 84800 86700 
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3. ʉʪʨʝʤʠʪʝʣʴʥʳʡ ʨʦʩʪ ʢʫʨʩʦʚ ʠ ʧʨʦʛʨʘʤʤ ʥʘ ʨʘʟʣʠʯʥʳʭ 

ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ ʧʣʦʱʘʜʢʘʭ, ʚ ʪʦʤ ʯʠʩʣʝ ʦʥʣʘʡʥ, ʢʦʪʦʨʳʝ ʥʘʯʠʥʘʶʪ 

ʚʳʪʝʩʥʷʪʴ ʪʨʘʜʠʮʠʦʥʥʦʝ ʦʙʨʘʟʦʚʘʥʠʝ. 

ʉʦʛʣʘʩʥʦ ʜʘʥʥʳʤ ʄʠʥʠʩʪʝʨʩʪʚʘ ʥʘʫʢʠ ʠ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ, ʘ ʪʘʢʞʝ 

ʄʠʥʠʩʪʝʨʩʪʚʘ ʇʨʦʩʚʝʱʝʥʠʷ, ʯʠʩʣʝʥʥʦʩʪʴ ʨʝʘʣʠʟʫʝʤʳʭ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʳʭ 

ʦʥʣʘʡʥ-ʧʨʦʛʨʘʤʤ ʩʠʣʴʥʦ ʚʳʨʦʩʣʘ ʚ ʧʝʨʠʦʜ ʩ 2016 ʧʦ 2021 ʛʛ. (ʩʤ. ʨʠʩʫʥʦʢ 1). 

[15] 

 

 

ʈʠʩʫʥʦʢ 1 ï ʏʠʩʣʝʥʥʦʩʪʴ ʨʝʘʣʠʟʫʝʤʳʭ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʳʭ 

ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ ʦʥʣʘʡʥ-ʧʨʦʛʨʘʤʤ ʟʘ 2018-2021 ʛʛ. 

 

ʂ ʦʩʥʦʚʥʳʤ ʧʨʠʯʠʥʘʤ ʧʦʚʳʰʝʥʠʷ ʠʥʪʝʨʝʩʘ ʢ ʦʥʣʘʡʥ-ʦʙʫʯʝʥʠʶ ʤʦʞʥʦ 

ʦʪʥʝʩʪʠ: 

¶ ʉʪʦʠʤʦʩʪʴ ʦʙʫʯʝʥʠʷ  

¶ ʉʨʦʢʠ ʦʙʫʯʝʥʠʷ 

¶ ʋʜʦʙʩʪʚʦ 

¶ ʇʦʣʫʯʝʥʠʝ ʧʨʝʠʤʫʱʝʩʪʚʝʥʥʦ ʧʨʘʢʪʠʯʝʩʢʠʭ ʥʘʚʳʢʦʚ; 

4. ʅʘʤʝʪʠʣʘʩʴ ʪʝʥʜʝʥʮʠʷ ʨʦʩʪʘ ʧʨʝʜʧʦʯʪʝʥʠʡ ʨʫʢʦʚʦʜʩʪʚʘ 

ʢʦʤʧʘʥʠʡ ʧʨʠ ʚʳʙʦʨʝ ʩʦʪʨʫʜʥʠʢʦʚ ʩ ʢʦʥʢʨʝʪʥʳʤ ʢʘʯʝʩʪʚʝʥʥʳʤ 
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ʧʨʘʢʪʠʯʥʳʤ ʥʘʙʦʨʦʤ ʢʦʤʧʝʪʝʥʮʠʡ, ʯʝʤ ʩ ʜʠʧʣʦʤʦʤ ʦ ʚʳʩʰʝʤ ʦʙʨʘʟʦʚʘʥʠʠ, 

ʢʦʪʦʨʳʡ ʟʘʯʘʩʪʫʶ ʩʚʠʜʝʪʝʣʴʩʪʚʫʝʪ ʪʦʣʴʢʦ ʦ ʥʘʙʦʨʝ ʪʝʦʨʝʪʠʯʝʩʢʠʭ ʟʥʘʥʠʡ. 

ʉʦʛʣʘʩʥʦ ʠʩʩʣʝʜʦʚʘʥʠʶ, ʧʨʦʚʝʜʝʥʥʦʤʫ ʚ 2021 ʛʦʜʫ, 54,6% ʨʘʙʦʪʦʜʘʪʝʣʝʡ 

ʧʨʠ ʦʮʝʥʢʝ ʢʘʥʜʠʜʘʪʦʚ ʥʘ ʟʘʤʝʱʝʥʠʝ ʜʦʣʞʥʦʩʪʝʡ ʦʪʜʘʶʪ ʧʨʝʜʧʦʯʪʝʥʠʝ ʦʧʳʪʫ, 

ʢʦʤʧʝʪʝʥʮʠʷʤ ʠ ʥʘʚʳʢʘʤ, ʘ ʥʝ ʥʘʣʠʯʠʶ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ [16].  

5. ʅʝʩʧʦʩʦʙʥʦʩʪʴ ʚʫʟʦʚ ʙʳʩʪʨʦ ʨʝʘʛʠʨʦʚʘʪʴ ʥʘ ʠʟʤʝʥʝʥʠʷ ʥʘ ʨʳʥʢʝ 

ʪʨʫʜʘ. 

ʊʝʥʜʝʥʮʠʝʡ ʧʦʩʣʝʜʥʠʭ ʣʝʪ ʩʪʘʣʦ ʫʩʪʘʨʝʚʘʥʠʝ ʧʨʦʬʝʩʩʠʡ ʠ ʧʦʷʚʣʝʥʠʝ 

ʥʦʚʳʭ. ʆʜʥʘʢʦ, ʧʦʢʘ ʚʫʟ ʚʚʝʜʝʪ ʧʨʦʛʨʘʤʤʫ ʧʦ ʥʦʚʦʤʫ ʥʘʧʨʘʚʣʝʥʠʶ ʚ ʩʚʦʡ 

ʧʝʨʝʯʝʥʴ ʧʨʦʛʨʘʤʤ, ʧʦʢʘ ʩʪʫʜʝʥʪ 4 ʛʦʜʘ ʦʪʫʯʠʪʩʷ ʥʘ ʵʪʦʡ ʧʨʦʛʨʘʤʤʝ ʝʩʪʴ 

ʚʝʨʦʷʪʥʦʩʪʴ, ʯʪʦ ʧʨʦʬʝʩʩʠʷ ʫʞʝ ʥʝ ʪʘʢ ʘʢʪʫʘʣʴʥʘ ʧʨʦʪʷʞʝʥʠʠ ʧʦʩʣʝʜʥʠʭ 5-10 ʣʝʪ, 

ʚʳʧʫʩʢʥʠʢʠ ʚʫʟʦʚ ʦʢʘʟʳʚʘʶʪʩʷ ʜʝʟʦʨʠʝʥʪʠʨʦʚʘʥʳ ʥʘ ʨʳʥʢʝ ʪʨʫʜʘ. ɼʘʥʥʘʷ 

ʩʠʪʫʘʮʠʷ ʚʳʟʚʘʥʘ ʜʚʫʤʷ ʬʘʢʪʦʨʘʤʠ:  

- ʚʳʧʫʩʢʥʠʢʠ ʚʫʟʦʚ ʥʝ ʠʤʝʶʪ ʥʝʦʙʭʦʜʠʤʦʛʦ ʢʦʣʠʯʝʩʪʚʘ ʟʥʘʥʠʡ ʦ 

ʨʝʘʣʴʥʳʭ ʪʨʝʙʦʚʘʥʠʷʭ ʨʳʥʢʘ ʪʨʫʜʘ ʦʪʥʦʩʠʪʝʣʴʥʦ ʫʨʦʚʥʷ ʠ ʢʘʯʝʩʪʚʘ ʧʦʜʛʦʪʦʚʢʠ 

ʩʧʝʮʠʘʣʠʩʪʦʚ; 

- ʚʳʧʫʩʢʥʠʢʠ ʥʝ ʚʩʝʛʜʘ ʘʜʝʢʚʘʪʥʦ ʦʮʝʥʠʚʘʶʪ ʫʨʦʚʝʥʴ ʩʚʦʠʭ ʟʥʘʥʠʡ, 

ʫʤʝʥʠʡ ʠ ʥʘʚʳʢʦʚ 

ɼʘʥʥʦʝ ʦʙʩʪʦʷʪʝʣʴʩʪʚʦ ʦʙʫʩʣʦʚʣʝʥʦ ʥʝʢʦʪʦʨʦʡ ʦʙʦʩʦʙʣʝʥʥʦʩʪʴʶ ʚʳʩʰʝʛʦ 

ʦʙʨʘʟʦʚʘʥʠʷ ʦʪ ʨʝʘʣʴʥʳʭ ʟʘʧʨʦʩʦʚ ʨʳʥʢʘ ʪʨʫʜʘ, ʚ ʪʦʤ ʯʠʩʣʝ ʦʪʩʫʪʩʪʚʠʝʤ 

ʤʝʭʘʥʠʟʤʦʚ ʨʘʩʧʨʝʜʝʣʝʥʠʷ ʚʳʧʫʩʢʥʠʢʦʚ ʚʫʟʦʚ ʧʦ ʦʨʛʘʥʠʟʘʮʠʷʤ, ʘ ʪʘʢʞʝ 

ʠʥʩʪʠʪʫʪʦʚ ʪʨʫʜʦʫʩʪʨʦʡʩʪʚʘ ʠ ʢʘʨʴʝʨʳ ʤʦʣʦʜʝʞʠ. [4, ʩ.431] 

ʉʦʛʣʘʩʥʦ ʠʩʩʣʝʜʦʚʘʥʠʷʤ, ʧʨʦʚʝʜʝʥʥʳʤʠ ʅʀʋ ɺʐʕ, ʩʦʚʨʝʤʝʥʥʳʝ 

ʚʳʧʫʩʢʥʠʢʠ ʚʫʟʦʚ ʧʦʣʫʯʘʪ ʣʠʰʴ ʦʙʰʠʨʥʳʡ ʢʦʤʧʣʝʢʩ ʦʙʱʠʭ ʟʥʘʥʠʡ, ʧʨʠ ʵʪʦʤ 

ʦʥʠ ʛʦʪʦʚʳ ʢ ʧʦʣʫʯʝʥʠʶ ʥʘʚʳʢʦʚ ʥʘ ʢʦʥʢʨʝʪʥʦʤ ʨʘʙʦʯʝʤ ʤʝʩʪʝ. ʈʘʙʦʪʦʜʘʪʝʣʴ 

ʦʙʝʩʧʝʯʠʚʘʝʪ ʧʦʣʫʯʝʥʠʝ ʧʨʘʢʪʠʯʝʩʢʠʭ ʥʘʚʳʢʦʚ ʥʦʚʳʤ ʩʦʪʨʫʜʥʠʢʘʤ ʟʘ ʩʯʝʪ 

ʚʥʝʜʨʝʥʠʷ ʩʠʩʪʝʤʳ ʥʘʩʪʘʚʥʠʯʝʩʪʚʘ ʠ ʢʫʨʘʪʦʨʩʪʚʘ, ʦʪʧʨʘʚʢʦʡ ʥʘ ʢʫʨʩʳ 

ʧʦʚʳʰʝʥʠʷ ʢʚʘʣʠʬʠʢʘʮʠʠ ʠʣʠ ʟʘ ʩʯʝʪ ʚʨʝʤʝʥʠ ʦʧʳʪʥʳʭ ʩʦʪʨʫʜʥʠʢʦʚ. ʆʜʥʘʢʦ, 

ʵʪʦ ʥʝ ʠʥʪʝʨʝʩʥʦ ʨʘʙʦʪʦʜʘʪʝʣʶ, ʪʘʢ ʢʘʢ ʦʥ ʭʦʯʝʪ ʚʠʜʝʪʴ ʭʦʪʷ ʙʳ ʤʠʥʠʤʘʣʴʥʳʡ 

ʥʘʙʦʨ ʧʨʘʢʪʠʯʝʩʢʠʭ ʥʘʚʳʢʦʚ ʧʦ ʩʧʝʮʠʘʣʴʥʦʩʪʠ, ʘ ʥʝ ʪʦʣʴʢʦ ʭʦʨʦʰʫʶ 
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ʪʝʦʨʝʪʠʯʝʩʢʫʶ ʙʘʟʫ. ʆʩʥʦʚʥʦʡ ʥʘʚʳʢ, ʢʦʪʦʨʳʤ ʦʚʣʘʜʝʚʘʶʪ ʩʪʫʜʝʥʪʳ ʨʦʩʩʠʡʩʢʠʭ 

ʚʫʟʦʚ ï ɻ ʪʦ çʥʘʧʠʩʘʥʠʝ ʪʝʢʩʪʦʚè, ʥʘ ʚʪʦʨʦʤ ʤʝʩʪʝ çʟʥʘʥʠʝ ʠʥʦʩʪʨʘʥʥʦʛʦ ʷʟʳʢʘè, 

ʥʘ ʪʨʝʪʴʝʤ ï çʚʳʩʪʫʧʣʝʥʠʝ ʩ ʧʨʝʟʝʥʪʘʮʠʝʡè. ʊʘʢʠʤ ʦʙʨʘʟʦʤ, ʧʦʣʫʯʘʝʪʩʷ, ʯʪʦ ʚʫʟʳ 

ʛʦʪʦʚʷʪ ʩʦʚʩʝʤ ʥʝ ʪʦʤʫ, ʯʝʛʦ ʦʪ ʥʠʭ ʦʞʠʜʘʶʪ ʨʘʙʦʪʦʜʘʪʝʣʠè. [14]  

6. ʇʨʦʠʛʨʳʰʥʘʷ ʧʦʟʠʮʠʷ ʤʥʦʛʠʭ ʚʫʟʦʚ ʥʘ ʨʳʥʢʝ ʧʨʦʛʨʘʤʤ 

ʜʦʧʦʣʥʠʪʝʣʴʥʦʛʦ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ ʦʙʨʘʟʦʚʘʥʠʷ, ʯʪʦ ʚ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ 

ʚʳʟʚʘʥʦ ʦʪʩʫʪʩʪʚʠʝʤ ʢʦʤʧʣʝʢʩʥʦʛʦ ʧʦʜʭʦʜʘ ʢ ʧʨʦʜʚʠʞʝʥʠʶ ʥʘ ʨʳʥʢʝ 

ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ ʫʩʣʫʛ. 

ʇʨʠʦʨʠʪʝʪʥʳʤ ʥʘʧʨʘʚʣʝʥʠʝʤ ʨʘʟʚʠʪʠʷ ʚʫʟʘ ʩʝʛʦʜʥʷ ʩʯʠʪʘʝʪʩʷ ʧʦʚʳʰʝʥʠʝ 

ʢʦʥʢʫʨʝʥʪʦʩʧʦʩʦʙʥʦʩʪʠ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ ʧʨʦʛʨʘʤʤ, ʢʘʢ ʦʩʥʦʚʥʦʛʦ, ʪʘʢ ʠ 

ʜʦʧʦʣʥʠʪʝʣʴʥʦʛʦ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ ʦʙʨʘʟʦʚʘʥʠʷ. [5] ɼʝʷʪʝʣʴʥʦʩʪʴ 

ʫʥʠʚʝʨʩʠʪʝʪʘ ʙʫʜʝʪ ʫʩʧʝʰʥʦʡ, ʝʩʣʠ ʚʫʟ ʦʨʠʝʥʪʠʨʫʝʪʩʷ ʥʝʧʦʩʨʝʜʩʪʚʝʥʥʦ ʥʘ 

ʧʦʪʝʥʮʠʘʣʴʥʦʛʦ ʧʦʪʨʝʙʠʪʝʣʷ: ʩʪʫʜʝʥʪʘ, ʮʝʣʴ ʢʦʪʦʨʦʛʦ ï ʧʦʣʫʯʝʥʠʝ ʢʘʯʝʩʪʚʝʥʥʦʛʦ 

ʦʙʨʘʟʦʚʘʥʠʷ ʠ ʨʝʘʣʠʟʘʮʠʷ ʩʝʙʷ ʚ ʦʙʱʝʩʪʚʝ, ʠ ʨʘʙʦʪʦʜʘʪʝʣʷ, ʞʝʣʘʶʱʝʛʦ ʧʨʠʥʷʪʴ 

ʥʘ ʨʘʙʦʪʫ ʩʧʝʮʠʘʣʠʩʪʘ, ʦʙʣʘʜʘʶʱʝʛʦ ʜʦʩʪʘʪʦʯʥʳʤ ʫʨʦʚʥʝʤ ʢʚʘʣʠʬʠʢʘʮʠʠ ʠ ʥʝ 

ʪʨʝʙʫʶʱʝʛʦ ʜʦʧʦʣʥʠʪʝʣʴʥʳʭ ʨʘʩʭʦʜʦʚ ʥʘ ʦʙʫʯʝʥʠʝ ʠ ʧʝʨʝʦʙʫʯʝʥʠʝ. ʇʦʵʪʦʤʫ, ʢʘʢ 

ʧʦʢʘʟʳʚʘʶʪ ʦʧʨʦʩʳ ʨʘʙʦʪʦʜʘʪʝʣʝʡ, ʧʨʠ ʦʮʝʥʢʝ ʢʘʥʜʠʜʘʪʦʚ ʥʘ çʭʦʨʦʰʫʶè ʠ, 

ʛʣʘʚʥʦʝ, ʚʘʞʥʫʶ ʜʣʷ ʨʘʙʦʪʦʜʘʪʝʣʷ ʧʦʟʠʮʠʶ ʧʨʠʥʠʤʘʝʪʩʷ ʚʦ ʚʥʠʤʘʥʠʝ, ʢʘʢʦʡ ɺʋɿ 

ʦʢʦʥʯʠʣ ʩʦʠʩʢʘʪʝʣʴ, ʚ ʢʘʢʠʭ ʧʨʦʝʢʪʘʭ ʦʥ ʧʨʠʥʠʤʘʣ ʫʯʘʩʪʠʝ ʠ, ʜʘʞʝ, ʫ ʢʦʛʦ 

ʢʦʥʢʨʝʪʥʦ ʦʥ ʦʙʫʯʘʣʩʷ. [7; 8] 

ɿʘʢʣʶʯʝʥʠʝ. ʆʨʠʝʥʪʠʨ ʫʥʠʚʝʨʩʠʪʝʪʦʚ ʥʝ ʪʦʣʴʢʦ ʥʘ ʚʳʩʰʝʝ ʦʙʨʘʟʦʚʘʥʠʝ, 

ʥʦ ʠ ʥʘ ʨʘʟʚʠʪʠʝ ʩʠʩʪʝʤʳ ʜʦʧʦʣʥʠʪʝʣʴʥʦʛʦ ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʦʛʦ ʦʙʨʘʟʦʚʘʥʠʷ, 

ʢʦʪʦʨʘʷ ʷʚʣʷʝʪʩʷ ʙʦʣʝʝ ʛʠʙʢʦʡ ʠ ʧʦʟʚʦʣʠʪ ʚʫʟʘʤ ʙʳʩʪʨʝʝ ʨʝʘʛʠʨʦʚʘʪʴ ʥʘ 

ʘʢʪʫʘʣʴʥʳʝ ʪʝʥʜʝʥʮʠʠ ʨʳʥʢʘ ʪʨʫʜʘ, ʧʦʟʚʦʣʠʪ ʚʫʟʘʤ ʩʦʭʨʘʥʠʪʴ ʣʠʜʠʨʫʶʱʠʝ 

ʧʦʟʠʮʠʠ ʩʨʝʜʠ ʦʨʛʘʥʠʟʘʮʠʡ, ʧʨʝʜʦʩʪʘʚʣʷʶʱʠʭ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʝ ʫʩʣʫʛʠ, 

ʩʦʭʨʘʥʠʪʴ ʢʦʥʪʠʥʛʝʥʪ ʩʪʫʜʝʥʪʦʚ. ɺʳʩʦʢʠʡ ʫʨʦʚʝʥʴ ʢʘʯʝʩʪʚʘ ʦʙʨʘʟʦʚʘʥʠʷ, ʘ ʪʘʢʞʝ 

ʰʠʨʦʢʠʡ ʚʳʙʦʨ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ ʧʨʦʛʨʘʤʤ ʘʢʪʫʘʣʴʥʳʭ ʜʣʷ ʨʳʥʢʘ ʪʨʫʜʘ ʫʞʝ 

ʟʘʚʪʨʘʰʥʝʛʦ ʜʥʷ ʧʦʟʚʦʣʠʪ ʫʥʠʚʝʨʩʠʪʝʪʘʤ ʥʝ ʪʦʣʴʢʦ ʧʦʚʳʰʘʪʴ ʩʚʦʡ ʨʝʡʪʠʥʛ ʩʨʝʜʠ 

ʩʚʦʝʡ ʮʝʣʝʚʦʡ ʘʫʜʠʪʦʨʠʠ ʠ ʨʘʩʰʠʨʷʪʴ ʝʝ. 
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ʈʦʩʩʠʠ, ʢʦʪʦʨʳʝ ʚʦʟʥʠʢʣʠ ʚ 2020-2022 ʛʦʜʘʭ ʚ ʨʝʟʫʣʴʪʘʪʝ ʦʛʨʘʥʠʯʝʥʠʡ, 

ʩʚʷʟʘʥʥʳʭ ʩ ʧʘʥʜʝʤʠʝʡ COVID-19. ʇʨʠʚʝʜʝʥʦ ʩʪʘʪʠʩʪʠʯʝʩʢʦʝ ʦʙʦʩʥʦʚʘʥʠʝ 

ʩʬʦʨʤʫʣʠʨʦʚʘʥʥʳʭ ʚʳʚʦʜʦʚ ʦʪʥʦʩʠʪʝʣʴʥʦ ʚʣʠʷʥʠʷ ʧʘʥʜʝʤʠʠ ʥʘ ʜʦʩʪʫʧʥʦʩʪʴ 

ʦʙʨʘʟʦʚʘʥʠʷ; ʘ ʪʘʢʞʝ ʥʘʫʯʥʳʝ ʨʘʙʦʪʳ ʨʦʩʩʠʡʩʢʠʭ ʫʯʝʥʳʭ ʧʦ ʪʝʤʝ. 

 

 

 

 

ʂʣʶʯʝʚʳʝ ʩʣʦʚʘ: ʜʦʩʪʫʧʥʦʩʪʴ ʦʙʨʘʟʦʚʘʥʠʷ, ʧʘʥʜʝʤʠʷ, COVID-19. 
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Abstract 

The article discusses the problems of accessibility of higher education in Russia, 

which arose in 2020-2022 as a result of restrictions associated with the COVID-19 

pandemic. The statistical substantiation of the conclusions made regarding the 

impact of the pandemic on the availability of education is given; as well as scientific 

works of Russian scientists on the topic. 
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ʇʨʘʚʦ ʥʘ ʧʦʣʫʯʝʥʠʝ ʦʙʨʘʟʦʚʘʥʠʷ ï ʦʜʥʦ ʠʟ ʧʨʘʚ ʯʝʣʦʚʝʢʘ, 

ʟʘʬʠʢʩʠʨʦʚʘʥʥʦʝ ʚ ʟʘʢʦʥʦʜʘʪʝʣʴʩʪʚʝ ʙʦʣʴʰʠʥʩʪʚʘ ʩʪʨʘʥ ʚʩʝʛʦ ʤʠʨʘ. 

ʆʙʝʩʧʝʯʠʪʴ ʛʨʘʞʜʘʥʘʤ ʜʦʩʪʫʧʥʦʝ ʠ ʢʘʯʝʩʪʚʝʥʥʦʝ ʦʙʨʘʟʦʚʘʥʠʝ ï ʦʜʥʘ ʠʟ 

ʚʘʞʥʝʡʰʠʭ ʮʝʣʝʡ ʛʦʩʫʜʘʨʩʪʚʘ, ʠʩʧʦʣʥʝʥʠʝ ʢʦʪʦʨʦʡ ʪʨʝʙʫʝʪ ʢʦʤʧʣʝʢʩʥʦʛʦ 

ʧʦʜʭʦʜʘ. ʇʨʦʙʣʝʤʳ ʜʦʩʪʫʧʥʦʩʪʠ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ ʠʩʩʣʝʜʫʝʪʩʷ 

ʨʦʩʩʠʡʩʢʠʤ ʥʘʫʯʥʳʤ ʩʦʦʙʱʝʩʪʚʦʤ ʩ 90-ʭ ʛʦʜʦʚ. ɺ ʪʝʯʝʥʠʝ 20-ʪʠ ʣʝʪ 

ʛʦʩʫʜʘʨʩʪʚʦ ʩʦʚʤʝʩʪʥʦ ʩ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʤʠ ʦʨʛʘʥʠʟʘʮʠʷʤʠ ʫʩʧʝʰʥʦ ʙʦʨʶʪʩʷ 
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ʩ ʧʨʦʙʣʝʤʘʤʠ ʜʦʩʪʫʧʥʦʩʪʠ ʦʙʨʘʟʦʚʘʥʠʷ, ʚʝʜʴ ʦʙʝʩʧʝʯʝʥʠʝ ʛʨʘʞʜʘʥ ʨʘʚʥʳʤʠ 

ʚʦʟʤʦʞʥʦʩʪʷʤʠ ʜʣʷ ʧʦʣʫʯʝʥʠʷ ʢʘʯʝʩʪʚʝʥʥʦʛʦ ʠ ʧʦʣʥʦʛʦ ʦʙʨʘʟʦʚʘʥʠʷ 

ʥʘʧʨʷʤʫʶ ʚʣʠʷʝʪ ʥʘ ʙʫʜʫʱʝʝ ʥʘʰʝʡ ʩʪʨʘʥʳ. ʈʝʰʝʥʠʝ ʧʦʜʦʙʥʳʭ ʧʨʦʙʣʝʤ ʩʪʘʣʦ 

ʚʦ ʛʣʘʚʝ ʫʛʣʘ ʨʦʩʩʠʡʩʢʦʡ ʦʙʨʘʟʦʚʘʪʝʣʴʥʦʡ ʧʦʣʠʪʠʢʠ ʚ XXI ʚʝʢʝ [1]. ʆʜʥʘʢʦ, 

ʩʪʨʫʢʪʫʨʘ ʵʪʠʭ ʧʨʦʙʣʝʤ ʤʝʥʷʝʪʩʷ ʩ ʪʝʯʝʥʠʝʤ ʚʨʝʤʝʥʠ, ʜʦʩʪʫʧʥʦʩʪʴ 

ʦʙʨʘʟʦʚʘʥʠʷ ʟʘʚʠʩʠʪ ʦʪ ʤʥʦʛʠʭ ʬʘʢʪʦʨʦʚ, ʪʘʢʠʭ ʢʘʢ: ʧʦʣʠʪʠʢʘ ʛʦʩʫʜʘʨʩʪʚʘ ʚ 

ʦʙʣʘʩʪʠ ʦʙʨʘʟʦʚʘʥʠʷ, ʵʢʦʥʦʤʠʯʝʩʢʦʝ ʧʦʣʦʞʝʥʠʝ ʛʦʩʫʜʘʨʩʪʚʘ ʠ ʛʨʘʞʜʘʥ, 

ʜʝʤʦʛʨʘʬʠʯʝʩʢʘʷ ʩʠʪʫʘʮʠʷ ʚ ʩʪʨʘʥʝ ʠ ʜʨʫʛʠʝ [6].   

ɹʦʣʝʝ ʜʚʫʭ ʣʝʪ ʚʝʩʴ ʤʠʨ ʙʦʨʝʪʩʷ ʩ ʧʘʥʜʝʤʠʝʡ Covid-19, ʦʢʘʟʘʚʰʝʡ 

ʚʣʠʷʥʠʝ ʥʘ ʚʩʝ ʩʬʝʨʳ ʞʠʟʥʠ ʣʶʜʝʡ ʠ ʤʠʨʦʚʫʶ ʵʢʦʥʦʤʠʢʫ. ʄʳ ʧʝʨʝʰʣʠ ʚ 

ʫʩʣʦʚʠʷ ʥʦʚʦʡ ʥʦʨʤʘʣʴʥʦʩʪʠ, ʘʜʘʧʪʠʨʦʚʘʣʠʩʴ ʢ ʠʟʤʝʥʝʥʠʷʤ ʥʘʰʝʛʦ ʙʳʪʘ ʠ 

ʦʛʨʘʥʠʯʝʥʠʷʤ, ʦʜʥʘʢʦ ʥʝʢʦʪʦʨʳʝ ʦʪʨʘʩʣʠ ʠʟʤʝʥʠʣʠʩʴ ʥʘʩʪʦʣʴʢʦ, ʯʪʦ ʜʣʷ 

ʥʦʨʤʘʣʴʥʦʛʦ ʠ ʩʪʘʙʠʣʴʥʦʛʦ ʬʫʥʢʮʠʦʥʠʨʦʚʘʥʠʷ ʥʝʦʙʭʦʜʠʤʦ ʠʭ 

ʨʝʬʦʨʤʠʨʦʚʘʥʠʷ. ʆʙʨʘʟʦʚʘʥʠʝ ʩʪʘʣʦ ʦʜʥʦʡ ʠʟ ʪʘʢʠʭ ʩʬʝʨ, ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʡ 

ʧʨʦʮʝʩʩ ʧʦʣʥʦʩʪʴʶ ʧʦʤʝʥʷʣʩʷ ʚ ʩʚʷʟʠ ʩ ʦʛʨʘʥʠʯʝʥʠʷʤʠ ʠ ʵʧʠʜʝʤʠʦʣʦʛʠʯʝʩʢʦʡ 

ʦʙʩʪʘʥʦʚʢʦʡ, ʚ ʩʚʷʟʠ ʩ çʚʳʥʫʞʜʝʥʥʦʡ ʮʠʬʨʦʚʠʟʘʮʠʝʡè [14]. ɺʩʝ ʵʪʦ 

ʦʪʨʘʟʠʣʦʩʴ ʥʘ ʜʦʩʪʫʧʥʦʩʪʠ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ, ʤʝʥʷʷ ʝʛʦ ʧʨʦʙʣʝʤʘʪʠʢʫ ʠ 

ʟʘʜʘʯʠ, ʦʪ ʨʝʰʝʥʠʷ ʢʦʪʦʨʳʭ ʟʘʚʠʩʠʪ ʙʫʜʫʱʝʝ ʩʪʫʜʝʥʪʦʚ ʈʦʩʩʠʠ. ɼʣʷ ʪʦʛʦ, 

ʯʪʦʙʳ ʨʘʩʩʤʦʪʨʝʪʴ ʠ ʩʬʦʨʤʫʣʠʨʦʚʘʪʴ ʧʨʦʙʣʝʤʳ ʜʦʩʪʫʧʥʦʩʪʠ ʦʙʨʘʟʦʚʘʥʠʷ, 

ʥʝʦʙʭʦʜʠʤʦ ʨʘʟʨʘʙʦʪʘʪʴ ʧʦʥʷʪʠʡʥʳʡ ʘʧʧʘʨʘʪ ʧʦ ʪʝʤʝ, ʘ ʪʘʢʞʝ ʨʘʩʩʤʦʪʨʝʪʴ 

ʜʝʪʘʣʴʥʦ ʬʘʢʪʦʨʳ ʠ ʘʩʧʝʢʪʳ ʜʦʩʪʫʧʥʦʩʪʠ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ ʚ ʈʦʩʩʠʠ. 

ɼʦʩʪʫʧʥʦʩʪʴ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ ʚ ʈʦʩʩʠʠ: ʦʧʨʝʜʝʣʝʥʠʝ ʠ 

ʢʣʘʩʩʠʬʠʢʘʮʠʷ. ʄʦʞʥʦ ʚʳʜʝʣʠʪʴ ʯʝʪʳʨʝ ʦʩʥʦʚʥʳʭ ʧʦʜʭʦʜʘ ʢ ʦʧʨʝʜʝʣʝʥʠʶ 

ʧʦʥʷʪʠʷ ʜʦʩʪʫʧʥʦʩʪʠ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ, ʢʦʪʦʨʳʝ ʠʩʧʦʣʴʟʦʚʘʣʠ 

ʠʩʩʣʝʜʦʚʘʪʝʣʠ, ʠʟʫʯʘʷ ʵʪʫ ʧʨʦʙʣʝʤʫ: ʧʦʜʭʦʜ ʨʘʚʥʳʭ ʚʦʟʤʦʞʥʦʩʪʝʡ, 

ʢʦʤʧʠʣʷʮʠʦʥʥʳʡ, ʩʪʨʫʢʪʫʨʥʳʡ ʠ ʚʝʨʦʷʪʥʦʩʪʥʳʡ [4]. 

ʇʝʨʚʳʡ ʧʦʜʭʦʜ ʦʧʨʝʜʝʣʷʝʪ ʜʦʩʪʫʧʥʦʩʪʴ ʢʘʢ ʦʙʝʩʧʝʯʝʥʠʝ ʚʩʝʤ 

ʛʨʘʞʜʘʥʘʤ ʨʘʚʥʳʭ ʚʦʟʤʦʞʥʦʩʪʝʡ ʧʦʣʫʯʝʥʠʷ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ ʥʝʟʘʚʠʩʠʤʦ 

ʦʪ ʨʘʟʣʠʯʥʳʭ ʣʠʯʥʳʭ ʧʦʢʘʟʘʪʝʣʝʡ ʠ ʭʘʨʘʢʪʝʨʠʩʪʠʢ ʩʦʮʠʘʣʴʥʦʛʦ, ʢʫʣʴʪʫʨʥʦʛʦ, 

ʪʝʨʨʠʪʦʨʠʘʣʴʥʦʛʦ, ʵʪʥʠʯʝʩʢʦʛʦ ʠ ʛʝʥʜʝʨʥʦʛʦ ʩʪʘʪʫʩʘ. ʉʪʦʨʦʥʥʠʢʘʤʠ ʵʪʦʛʦ 
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ʧʦʜʭʦʜʘ ʚʳʩʪʫʧʘʶʪ ɸ.ʉ. ʂʣʶʝʚ [7], ʊ.ʇ. ɽʚʩʝʝʥʢʦ [5], ɺ.ʀ. ʐʢʘʪʫʣʣʘ [15], ɺ.ɺ. 

ʌʫʨʩʦʚʘ, ʍʘ ɺʘʥʛ ʍʦʘʥʛ [13]. 

ɺʪʦʨʦʡ, ʢʦʤʧʠʣʷʮʠʦʥʥʳʡ, ʧʦʜʭʦʜ ʪʨʘʢʪʫʝʪ ʜʦʩʪʫʧʥʦʩʪʴ ʚʳʩʰʝʛʦ 

ʦʙʨʘʟʦʚʘʥʠʷ ʢʘʢ ʩʦʚʦʢʫʧʥʦʩʪʴ ʣʠʯʥʳʭ ʩʧʦʩʦʙʥʦʩʪʝʡ ʠ ʚʦʟʤʦʞʥʦʩʪʝʡ 

ʘʙʠʪʫʨʠʝʥʪʘ, ʦʙʝʩʧʝʯʠʚʘʶʱʠʭ ʝʤʫ ʧʦʩʪʫʧʣʝʥʠʝ ʠ ʦʙʫʯʝʥʠʝ ʧʦ ʨʘʟʣʠʯʥʳʤ 

ʧʨʦʛʨʘʤʤʘʤ ʠ ʥʘʧʨʘʚʣʝʥʠʷʤ ʚʫʟʘ ʠ ʵʢʦʥʦʤʠʯʝʩʢʠʭ, ʘʢʘʜʝʤʠʯʝʩʢʠʭ ʠ 

ʦʨʛʘʥʠʟʘʮʠʦʥʥʳʭ ʬʘʢʪʦʨʦʚ. ʕʪʦʪ ʧʦʜʭʦʜ ʨʘʟʨʘʙʘʪʳʚʘʶʪ ʪʘʢʠʝ ʫʯʝʥʳʝ ʢʘʢ ɺ.ʀ. 

ʉʫʭʦʯʝʚ [12] ʠ ʄ.ʉ. ʈʘʭʤʘʥʦʚʘ [9]. 

ɽ.ɸ. ɸʥʠʢʠʥʘ, ɽ.ɺ. ʃʘʟʘʨʯʫʢ ʠ ɺ.ʀ. ʏʝʯʠʥʘ [2] ʧʨʠʜʝʨʞʠʚʘʶʪʩʷ ʪʨʝʪʴʝʛʦ 

ï ʩʪʨʫʢʪʫʨʥʦʛʦ ʧʦʜʭʦʜʘ. ɼʦʩʪʫʧʥʦʩʪʴ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ ï ɻʪʦ ʜʦʩʪʫʧʥʦʩʪʴ 

ʝʛʦ ʦʩʥʦʚʥʳʭ ʩʪʨʫʢʪʫʨʥʳʭ ʵʣʝʤʝʥʪʦʚ, ʪʦ ʝʩʪʴ ʚʳʩʰʠʭ ʫʯʝʙʥʳʭ ʟʘʚʝʜʝʥʠʡ, 

ʧʨʝʜʦʩʪʘʚʣʷʶʱʠʭ ʚʳʩʦʢʦʢʘʯʝʩʪʚʝʥʥʳʝ ʫʩʣʫʛʠ, ʥʝʟʘʚʠʩʠʤʦ ʦʪ ʠʭ 

ʦʨʛʘʥʠʟʘʮʠʦʥʥʦ-ʧʨʘʚʦʚʳʭ ʬʦʨʤ, ʪʠʧʦʚ ʠ ʚʠʜʦʚ, ʫʨʦʚʥʝʡ ʠ ʥʘʧʨʘʚʣʝʥʠʡ 

ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ ʧʨʦʛʨʘʤʤ ʜʣʷ ʚʩʝʛʦ ʥʘʩʝʣʝʥʠʷ, ʥʝʟʘʚʠʩʠʤʦ ʦʪ ʩʦʮʠʘʣʴʥʦ-

ʵʢʦʥʦʤʠʯʝʩʢʠʭ ʬʘʢʪʦʨʦʚ, ʘ ʪʘʢʞʝ ʜʦʩʪʫʧʥʦʩʪʴ ʚʩʪʫʧʠʪʝʣʴʥʳʭ ʵʢʟʘʤʝʥʦʚ, 

ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ ʧʨʦʛʨʘʤʤ ʠ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ ʩʪʘʥʜʘʨʪʦʚ ʩ ʠʥʪʝʣʣʝʢʪʫʘʣʴʥʳʭ 

ʧʦʟʠʮʠʡ ʜʣʷ ʚʩʝʛʦ ʥʘʩʝʣʝʥʠʷ. 

ʗ. ʄ. ʈʦʱʠʥʘ [10] ʠ ʉ. ɸ. ɹʝʣʷʢʦʚ [3], ʩʪʦʨʦʥʥʠʢʠ ʯʝʪʚʝʨʪʦʛʦ 

(ʚʝʨʦʷʪʥʦʩʪʥʦʛʦ) ʧʦʜʭʦʜʘ, ʚʠʜʷʪ ʜʦʩʪʫʧʥʦʩʪʴ ʦʙʨʘʟʦʚʘʥʠʷ ʢʘʢ ʰʘʥʩ ʜʣʷ 

ʢʘʞʜʦʛʦ ʘʙʠʪʫʨʠʝʥʪʘ ʧʦʩʪʫʧʠʪʴ ʚ ʚʫʟ ʠ ʧʦʣʫʯʠʪʴ ʚʳʩʰʝʝ ʦʙʨʘʟʦʚʘʥʠʝ ʥʘ 

ʙʶʜʞʝʪʥʦʡ ʦʩʥʦʚʝ ʠʣʠ ʧʦ ʜʦʛʦʚʦʨʫ ʦʢʘʟʘʥʠʷ ʧʣʘʪʥʳʭ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ ʫʩʣʫʛ. 

ʇʦʜʭʦʜ ʦʙʝʩʧʝʯʝʥʠʷ ʨʘʚʥʳʭ ʚʦʟʤʦʞʥʦʩʪʝʡ ʷʚʣʷʝʪʩʷ ʥʘʠʙʦʣʝʝ 

ʨʘʩʧʨʦʩʪʨʘʥʝʥʥʳʤ ʜʣʷ ʪʨʘʢʪʦʚʢʠ ʧʦʥʷʪʠʷ ʜʦʩʪʫʧʥʦʩʪʠ ʦʙʨʘʟʦʚʘʥʠʷ ʚ ʥʘʰʝʡ 

ʩʪʨʘʥʝ. ʆʜʥʘʢʦ, ʚʘʞʥʦ ʨʘʩʩʤʘʪʨʠʚʘʪʴ ʜʦʩʪʫʧʥʦʩʪʴ ʦʙʨʘʟʦʚʘʥʠʷ ʥʝ ʪʦʣʴʢʦ ʩʦ 

ʩʪʦʨʦʥʳ ʩʪʫʜʝʥʪʘ ʠ ʘʙʠʪʫʨʠʝʥʪʘ, ʥʦ ʠ ʩʦ ʩʪʦʨʦʥʳ ʛʦʩʫʜʘʨʩʪʚʘ ʠ ʚʫʟʘ, ʢʦʪʦʨʳʝ 

ʧʨʝʜʦʩʪʘʚʣʷʶʪ ʝʤʫ ʵʪʫ ʫʩʣʫʛʫ, ʩʦʚʝʨʰʝʥʩʪʚʫʷ ʝʝ ʢʘʯʝʩʪʚʦ ʠ ʜʦʩʪʫʧʥʦʩʪʴ. 

ʇʦʣʫʯʘʝʪʩʷ, ʯʪʦ ʜʦʩʪʫʧʥʦʩʪʴ ʦʙʨʘʟʦʚʘʥʠʷ ʢʘʢ ʦʜʥʘ ʠʟ ʮʝʣʝʡ ʩʦʮʠʘʣʴʥʦʡ 

ʧʦʣʠʪʠʢʠ ʛʦʩʫʜʘʨʩʪʚʘ ʧʨʷʤʦ ʚʣʠʷʝʪ ʥʘ ʢʦʥʢʫʨʝʥʪʦʩʧʦʩʦʙʥʦʩʪʴ ɺʋɿʘ [8; 11]. 

ʊʘʢʠʤ ʦʙʨʘʟʦʤ, ʦʙʲʝʜʠʥʷʷ ʚʩʝ ʯʝʪʳʨʝ ʧʦʜʭʦʜʘ ʠ ʨʘʩʩʤʘʪʨʠʚʘʷ ʜʦʩʪʫʧʥʦʩʪʴ 

ʦʙʨʘʟʦʚʘʥʠʷ ʩ ʜʚʫʭ ʩʪʦʨʦʥ ï ʩʧʨʦʩʘ ʠ ʧʨʝʜʣʦʞʝʥʠʷ  ï  ʤʦʞʥʦ ʩʬʦʨʤʫʣʠʨʦʚʘʪʴ 
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ʧʦʥʷʪʠʝ ʜʦʩʪʫʧʥʦʩʪʠ ʦʙʨʘʟʦʚʘʥʠʷ ʪʘʢ: ʜʦʩʪʫʧʥʦʩʪʴ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ ï 

ʦʙʝʩʧʝʯʝʥʠʝ ʢʘʞʜʦʤʫ ʨʘʚʥʳʭ ʚʦʟʤʦʞʥʦʩʪʝʡ ʠ ʫʩʣʦʚʠʡ ʜʣʷ ʧʦʣʫʯʝʥʠʷ 

ʢʘʯʝʩʪʚʝʥʥʦʛʦ ʠ ʧʦʣʥʦʛʦ ʦʙʨʘʟʦʚʘʥʠʷ ʧʦ ʦʧʨʝʜʝʣʝʥʥʦʡ ʩʧʝʮʠʘʣʴʥʦʩʪʠ ʠ 

ʥʘʧʨʘʚʣʝʥʠʶ, ʚʥʝ ʟʘʚʠʩʠʤʦʩʪʠ ʦʪ ʚʥʝʰʥʠʭ ʬʘʢʪʦʨʦʚ ʠ ʣʠʯʥʳʭ ʦʩʦʙʝʥʥʦʩʪʝʡ 

ʘʙʠʪʫʨʠʝʥʪʘ. 

ɼʦʩʪʫʧʥʦʩʪʴ ʦʙʨʘʟʦʚʘʥʠʷ ʜʦʚʦʣʴʥʦ ʤʥʦʛʦʘʩʧʝʢʪʥʦʝ ʷʚʣʝʥʠʝ, ʦʜʥʘʢʦ 

ʢʘʞʜʳʡ ʬʘʢʪʦʨ ʧʦ ʦʪʜʝʣʴʥʦʩʪʠ ʠʛʨʘʝʪ ʩʝʨʴʝʟʥʫʶ ʨʦʣʴ ʧʨʠ ʬʦʨʤʠʨʦʚʘʥʠʠ 

ʦʙʱʝʡ ʢʘʨʪʠʥʳ. 

ʉʝʛʦʜʥʷ, ʚʳʜʝʣʷʶʪ ʩʣʝʜʫʶʱʠʝ ʚʠʜʳ ʜʦʩʪʫʧʥʦʩʪʠ ʦʙʨʘʟʦʚʘʥʠʷ (ʪʘʙʣʠʮʘ 

1) [2]:  

ʊʘʙʣʠʮʘ 1. 

ʂʣʘʩʩʠʬʠʢʘʮʠʷ ʚʠʜʦʚ ʜʦʩʪʫʧʥʦʩʪʠ ʦʙʨʘʟʦʚʘʥʠʷ 

Ⱥ
Ɇ
ɐ
ɘ
ɔ
ɖ
ɡ
 
Ɋ
ɔ
ɗ
ɘ
ə
ɕ
ɓ
ɔ
ɗ
ɘ
Ɏ

 

Ƀɐɔɓɔɒ

ɎɝɋɗɐɆɥ 

Ɋɔɗɘəɕɓɔɗɘɢ 

ȸɋɖɖɎ

ɘɔɖɎɆɑɢɓɆɥ 

Ɋɔɗɘəɕɓɔɗɘ

ɢ 

ȷɔɜɎɆɑɢ

ɓɆɥ 

Ɋɔɗɘəɕɓɔɗɘɢ 

Ȯɓɘɋɑɑ

ɋɐɘəɆɑɢɓɆɥ 

Ɏ 

ɚɎɍɎɝɋɗɐɆɥ 

Ɋɔɗɘəɕɓɔɗɘɢ 

ȦɐɆɊɋɒɎɝ

ɋɗɐɆɥ 

Ɋɔɗɘəɕɓɔɗɘɢ 

ɊɔɛɔɊɡ 

ɗɋɒɢɎ, 

ɣɐɔɓɔɒɎɝɋɗɐ

ɔɋ 

ɇɑɆɉɔɗɔɗɘɔɥ

ɓɎɋ ɗɋɒɢɎ, 

ɖɆɍɒɋɖ 

ɗɇɋɖɋɌɋɓɎɏ 

ɖɋɉɎɔ

ɓ 

ɕɖɔɌɎɈɆɓɎ

ɥ 

ɓɆɜɎɔɓɆ

ɑɢɓɔɗɘɢ, ɕɔɑ, 

ɖɋɑɎɉɎɥ, 

ɜɋɓɓɔɗɘɎ, 

ɓɔɖɒɡ, 

ɐəɑɢɘəɖɓɡɋ 

ɖɆɍɑɎɝɎɥ, 

ɗɔɗɘɆɈ ɗɋɒɢɎ 

ɚɎɍɎɝɋ

ɗɐɔɋ, 

əɒɗɘɈɋɓɓɔɋ, 

ɕɗɎɛɎɝɋɗɐɔɋ 

ɗɔɗɘɔɥɓɎɋ 

(ɍɊɔɖɔɈɢɋ 

ɘɎɕ 

ɔɇɖɆɍɔɈɆɘɋɑɢɓ

ɔɉɔ 

əɝɖɋɌɊɋɓɎɥ, 

ɐɆɝɋɗɘɈɔ 

ɔɇɖɆɍɔɈɆɓɎɥ 

ɓɆ 

ɕɖɋɊɞɋɗɘɈəɤɟ

Ɏɛ ɗɘəɕɋɓɥɛ 

ɔɇəɝɋɓɎɥ, 

ɔɇɠɋɒ Ɏ 

ɐɆɝɋɗɘɈɔ 

ɕɔɑəɝɋɓɓɡɛ 

ɊɔɕɔɑɓɎɘɋɑɢɓ

ɡɛ 

ɔɇɖɆɍɔɈɆɘɋɑɢɓ

ɡɛ əɗɑəɉ 

ɕɑɆɘɓɔɗ

ɘɢ  

(ɗɘɔɎɒɔ

ɗɘɢ) 

ɖɆɍɒɋ

ɖ 

ɓɆɗɋɑɋɓɓɔɉ

ɔ ɕəɓɐɘɆ 

ɔɇɖɆɍɔɈ

ɆɓɎɋ, ɖɔɊ 

ɊɋɥɘɋɑɢɓɔɗɘɎ

, 

ɐɆɝɋɗɘɈ

Ɇ, 

ɕɔɑəɝɋɓɓɡɋ 

ɕɔ 

ɎɓɚɔɖɒɎɖ

ɔɈɆɓɓɔɗɘɢ ɔ 

ɈɔɍɒɔɌɓɔɗɘɥɛ 

ɔɇəɝɋɓɎɥ ɕɔ 



ɾʫʨʥʘʣ ʄʘʨʢʝʪʠʥʛ ʄɺɸ. ʄʘʨʢʝʪʠʥʛʦʚʦʝ ʫʧʨʘʚʣʝʥʠʝ ʧʨʝʜʧʨʠʷʪʠʝʤ                       2022, ʚʳʧʫʩʢ 3 

Journal Marketing MBA.  Marketing management firms                                                      2022, issue 3 
  

71 

 

 

ʇʘʥʜʝʤʠʷ ʚʥʝʩʣʘ ʩʚʦʠ ʢʦʨʨʝʢʪʠʚʳ ʠ, ʥʘʧʨʠʤʝʨ, ʪʝʨʨʠʪʦʨʠʘʣʴʥʳʡ 

ʬʘʢʪʦʨ ʩʪʘʣ ʚʳʟʳʚʘʪʴ ʤʝʥʴʰʝ ʧʨʦʙʣʝʤ ʜʦʩʪʫʧʥʦʩʪʠ ʦʙʨʘʟʦʚʘʥʠʷ, ʚʝʜʴ ʚʩʝ 

ʚʫʟʳ ʧʝʨʝʰʣʠ ʥʘ ʜʠʩʪʘʥʮʠʦʥʥʳʡ ʬʦʨʤʘʪ ʠ ʤʥʦʛʠʝ ʠʟ ʥʠʭ ʧʨʦʜʦʣʞʘʶʪ ʝʛʦ 

ʯʘʩʪʠʯʥʦ ʠʩʧʦʣʴʟʦʚʘʪʴ, ʜʘʚʘʷ ʚʦʟʤʦʞʥʦʩʪʴ ʩʪʫʜʝʥʪʘʤ ʠʟ ʦʪʜʘʣʝʥʥʳʭ ʛʦʨʦʜʦʚ 

ʠ ʧʦʩʝʣʝʥʠʡ ʫʯʘʩʪʚʦʚʘʪʴ ʚ ʦʙʨʘʟʦʚʘʪʝʣʴʥʦʤ ʧʧʦʮʝʩʩʝ ʧʨʠ ʫʩʣʦʚʠʠ ʥʘʣʠʯʠʷ 

ʙʳʩʪʨʦʛʦ ʠ ʢʘʯʝʩʪʚʝʥʥʦʛʦ ʠʥʪʝʨʥʝʪ-ʩʦʝʜʠʥʝʥʠʷ, ʘ ʪʘʢʞʝ ʪʝʭʥʠʯʝʩʢʦʛʦ 

ʦʩʥʘʱʝʥʠʷ. ʉ ʜʨʫʛʦʡ ʩʪʦʨʦʥʳ, ʵʢʦʥʦʤʠʯʝʩʢʘʷ ʜʦʩʪʫʧʥʦʩʪʴ ʧʦʥʠʟʠʣʘʩʴ ʚ ʩʚʷʟʠ 

ʩ ʩʦʢʨʘʱʝʥʠʝʤ ʨʘʙʦʯʠʭ ʤʝʩʪ, ʩʥʠʞʝʥʠʝʤ ʜʦʭʦʜʦʚ ʨʦʩʩʠʷʥ, ʘ ʪʘʢʞʝ ʥʘ ʬʦʥʝ 

ʦʙʱʝʛʦ ʥʘʧʨʷʞʝʥʠʷ ʠ ʧʘʜʝʥʠʷ ʵʢʦʥʦʤʠʯʝʩʢʦʛʦ ʨʳʥʢʘ ʈʦʩʩʠʠ. 

ʕʢʦʥʦʤʠʯʝʩʢʘʷ ʜʦʩʪʫʧʥʦʩʪʴ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ. ɺ ʜʘʥʥʦʡ ʩʪʘʪʴʝ 

ʤʳ ʨʘʩʩʤʦʪʨʠʤ ʙʦʣʝʝ ʧʦʜʨʦʙʥʦ ʵʢʦʥʦʤʠʯʝʩʢʫʶ ʜʦʩʪʫʧʥʦʩʪʴ ʦʙʨʘʟʦʚʘʥʠʷ, ʘ 

ʠʤʝʥʥʦ ʨʘʩʩʤʦʪʨʠʤ ʩʣʝʜʫʶʱʠʝ ʬʘʢʪʦʨʳ: ʩʨʝʜʥʝʜʫʰʝʚʳʝ ʜʦʭʦʜʳ ʩʝʤʝʡ, 

ʧʣʘʪʥʦʩʪʴ (ʩʪʦʠʤʦʩʪʴ ʦʙʨʘʟʦʚʘʥʠʷ), ʘ ʪʘʢʞʝ ʨʘʩʭʦʜʳ ʥʘ ʦʙʨʘʟʦʚʘʥʠʝ. 

ɔɇɖɆɍɔɈɆɓɎɥ

, ɖɆɗɛɔɊɡ ɓɆ 

Ɉɡɗɞɋɋ 

ɔɇɖɆɍɔɈɆɓɎɋ 

ɐɈɆɑɎɚɎɐɆɜɎ

ɥ ɖɔɊɎɘɋɑɋɏ 

Ɏ ɊɖəɉɎɛ 

ɝɑɋɓɔɈ ɗɋɒɢɎ 

ɓɆɗɑɋɊɗɘɈə  ɖɆɍɑɎɝɓɡɒ 

ɗɕɋɜɎɆɑɢɓɔɗɘɥ

ɒ Ɉ ɖɆɍɑɎɝɓɡɛ 

ɈəɍɆɛ 

ɍɆɈɎɗɎɒ

ɔɗɘɢ ɒɋɌɊə 

ɈɋɑɎɝɎɓɔɏ 

ɖɆɗɛɔɊɔɈ ɓɆ 

ɔɇɖɆɍɔɈɆɓɎɋ 

Ɏ 

ɗɖɋɊɓɋɊəɞɋɈ

ɡɒɎ 

ɊɔɛɔɊɆɒɎ 

ɗɋɒɢɎ 

əɖɔɈɋ

ɓɢ 

əɖɇɆɓɎɍɆɜ

ɎɎ 

ɗɈɥɍɎ 

ɖɔɊɎɘɋɑɋɏ, 

ɖɔɊɗɘɈɋɓɓɎɐ

ɔɈ Ɏ 

ɍɓɆɐɔɒɡɛ 

ɗɔɇɗɘɈɋ

ɓɓɡɏ 

ɝɋɑɔɈɋɝɋɗɐɎ

ɏ ɐɆɕɎɘɆɑ 

ɕɔɘɋɓɜɎɆɑɢɓ

ɔɉɔ ɗɘəɊɋɓɘɆ 

(əɖɔɈɋɓɢ 

ɎɓɘɋɑɑɋɐɘəɆ

ɑɢɓɡɛ Ɏ 

ɚɎɍɎɝɋɗɐɎɛ 

ɗɕɔɗɔɇɓɔɗɘɋ

ɏ)  

ɗɔɇɗɘɈɋɓɓ

ɡɏ ɓɆɑɎɝɎɋ 

ɑɢɉɔɘ, 

ɕɖɋɎɒəɟɋɗɘɈ 

ɕɖɎ 

ɕɔɗɘəɕɑɋɓɎɎ Ɉ 

Ɉəɍ 

Ɋɔɑɥ 

ɕɔɊɊɋɖɌɐɎ Ɉ 

ɍɆɘɖɆɘɆɛ ɓɆ 

ɔɇɖɆɍɔɈɆɓɎɋ 

ɐɔɑɎɝ
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ʉ ʥʘʯʘʣʘ ʧʘʥʜʝʤʠʠ COVID-19, ʥʝʩʤʦʪʨʷ ʥʘ ʨʦʩʪ ʩʨʝʜʥʝʜʫʰʝʚʳʭ 

ʜʦʭʦʜʦʚ ʥʘʩʝʣʝʥʠʷ (2019 ʛʦʜ-35338 ʪ.ʨ., 2020 ʛʦʜ-35740 ʪ.ʨ.), ʨʝʘʣʴʥʳʝ 

ʨʘʩʧʦʣʘʛʘʝʤʳʝ ʜʝʥʝʞʥʳʝ ʜʦʭʦʜʳ ʨʦʩʩʠʡʩʢʠʭ ʩʝʤʝʡ ʩʦʢʨʘʪʠʣʠʩʴ ʥʘ 3% ʧʦ 

ʩʨʘʚʥʝʥʠʶ ʩ 2019 ʛʦʜʦʤ.  ʉʪʨʫʢʪʫʨʘ ʜʦʭʦʜʦʚ ʩʝʤʝʡ ʪʘʢʞʝ ʠʟʤʝʥʠʣʘʩʴ: 

ʫʤʝʥʴʰʠʣʘʩʴ ʜʦʣʷ ʜʦʭʦʜʦʚ ʦʪ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʴʩʪʚʘ (ʚ 2019 ʛ. ʦʥʘ ʩʦʩʪʘʚʣʷʣʘ 

6%, ʘ ʚ 2020-ʤ ï 5,2%) ʠ ʯʘʩʪʥʦʡ ʩʦʙʩʪʚʝʥʥʦʩʪʠ (5,1% ʚ 2019 ʛʦʜʫ ʠ 4,3% ʚ 

2020-ʤ), ʟʘʪʦ ʫʚʝʣʠʯʠʣʘʩʴ ʟʘʨʧʣʘʪʥʘʷ ʠ ʜʦʣʷ ʩʦʮʠʘʣʴʥʳʭ ʚʳʧʣʘʪ (42,1 ʠ 21% 

ʩʦʦʪʚʝʪʩʪʚʝʥʥʦ ʚ 2020 ʛ. ʧʨʦʪʠʚ 40,6 ʠ 18,9% ʚ 2019-ʤ), ʪʘʢ ʢʘʢ ʩʦʮʠʘʣʴʥʘʷ 

ʧʦʜʜʝʨʞʢʘ ʛʨʘʞʜʘʥ ʩʪʘʣʘ ʧʨʠʦʨʠʪʝʪʥʳʤ ʥʘʧʨʘʚʣʝʥʠʝʤ ʜʣʷ ʛʦʩʫʜʘʨʩʪʚʘ ʚʦ 

ʚʨʝʤʷ ʧʘʥʜʝʤʠʠ [16].  

ʉʥʠʞʝʥʠʝ ʫʨʦʚʥʷ ʜʦʭʦʜ ʩʝʤʝʡ ʩʚʷʟʘʥʦ ʨʦʩʪʦʤ ʙʝʟʨʘʙʦʪʠʮʳ (+1,3 ʧ.ʧ. 

ʠʣʠ +960 ʪʳʩ. ʙʝʟʨʘʙʦʪʥʳʭ ʚ ʜʝʢʘʙʨʝ 2020 ʛʦʜʘ) ʠ ʙʝʜʥʦʩʪʠ (+1,2 ʤʣʥ. ʯʝʣʦʚʝʢ 

ʩ ʜʦʭʦʜʘʤʠ ʥʠʞʝ ʧʨʦʞʠʪʦʯʥʦʛʦ ʤʠʥʠʤʫʤʘ ʚ 3 ʢʚ. 2020 ʛʦʜʘ) [16].  

ʅʝʩʤʦʪʨʷ ʥʘ ʪʦ, ʯʪʦ ʚ 2020 ʛʦʜʫ ʚ ʩʚʷʟʠ ʩ ʧʘʥʜʝʤʠʝʡ ʢʦʨʦʥʘʚʠʨʫʩʘ 

ʧʦʚʳʰʝʥʠʝ ʩʪʦʠʤʦʩʪʠ ʦʙʫʯʝʥʠʷ ʚ ʙʦʣʴʰʠʥʩʪʚʝ ʥʝ ʧʨʦʠʟʚʦʜʠʣʦʩʴ (ʨʠʩʫʥʦʢ 1) 

[17].  

 

ʈʠʩʫʥʦʢ 1. ï ʉʨʝʜʥʷʷ ʩʪʦʠʤʦʩʪʴ ʦʙʫʯʝʥʠʷ ʚ ʚʫʟʘʭ ʉʇɹ 

 

ʈʘʩʭʦʜʳ ʩʝʤʝʡ ʥʘ ʦʙʨʘʟʦʚʘʥʠʝ ʚ ʧʝʨʠʦʜ ʧʘʥʜʝʤʠʠ ʫʚʝʣʠʯʠʣʠʩʴ. ʊʘʢ, 
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ʩʦʛʣʘʩʥʦ ʧʨʦʚʝʜʝʥʥʳʤ ʦʧʨʦʩʘʤ Tinkoff data ʩʨʝʜʠ ʨʦʩʩʠʡʩʢʠʭ ʩʝʤʝʡ, ʚ 

ʢʦʪʦʨʦʤ ʧʨʠʥʷʣʠ ʫʯʘʩʪʠʝ ʙʦʣʝʝ 7000 ʨʝʩʧʦʥʜʝʥʪʦʚ, ʙʦʣʴʰʘʷ ʯʘʩʪʴ ʦʪʚʝʪʠʣʘ, 

ʯʪʦ ʩ ʥʘʯʘʣʘ ʧʘʥʜʝʤʠʠ ʠ ʨʝʞʠʤʘ ʩʘʤʦʠʟʦʣʷʮʠʠ ʚ 2020 ʛʦʜʫ ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ 

2019-ʤ, ʨʘʩʭʦʜʳ ʥʘ ʦʙʨʘʟʦʚʘʥʠʝ ʚ ʮʝʣʦʤ, ʫʚʝʣʠʯʠʣʠʩʴ ʥʘ 80% (ʨʠʩʫʥʦʢ 2). ɸ 

ʥʘ ʚʳʩʰʝʝ ʦʙʨʘʟʦʚʘʥʠʝ ʥʘ 30%. ʕʪʦ ʤʦʞʝʪ ʙʳʪʴ ʩʚʷʟʘʥʦ ʩ ʪʝʤ, ʯʪʦ, ʧʦʪʝʨʷʚ 

ʨʘʙʦʪʫ ʠʣʠ ʧʦʧʘʚ ʧʦʜ ʩʦʢʨʘʱʝʥʠʝ, ʤʥʦʛʠʝ ʣʶʜʠ ʨʝʰʠʣʠ 

ʧʝʨʝʢʚʘʣʠʬʠʮʠʨʦʚʘʪʴʩʷ ʠ ʦʩʚʦʠʪʴ ʥʦʚʫʶ ʧʨʦʬʝʩʩʠʶ ʣʠʙʦ ʧʦʡʪʠ ʥʘ ʢʫʨʩʳ 

ʧʦʚʳʰʝʥʠʷ ʢʚʘʣʠʬʠʢʘʮʠʠ, ʯʪʦʙʳ ʧʦʚʳʩʠʪʴ ʩʚʦʶ ʮʝʥʥʦʩʪʴ ʥʘ ʨʳʥʢʝ ʪʨʫʜʘ. 

 

ʈʠʩʫʥʦʢ 2. ï ʈʘʩʭʦʜʳ ʩʝʤʝʡ ʚ 2020 ʛʦʜʫ 

 

ʉʦʛʣʘʩʥʦ ʠʩʩʣʝʜʦʚʘʥʠʶ, ʧʨʦʚʝʜʝʥʥʦʤʫ ʉʙʝʨʙʘʥʢʦʤ ʠ 

ʈʘʡʬʘʡʟʝʥʙʘʥʢʦʤ, ʧʨʦʚʝʜʝʥʥʦʛʦ ʩʨʝʜʠ ʩʚʦʠʭ ʢʣʠʝʥʪʦʚ, ʚ 2020 ʤ ʛʦʜʫ ʚ 

ʦʙʱʝʤ ʦʙʲʝʤʝ ʨʘʩʭʦʜʦʚ ʥʘ ʦʙʨʘʟʦʚʘʥʠʝ, ʟʥʘʯʠʪʝʣʴʥʦ ʫʚʝʣʠʯʠʣʘʩʴ ʜʦʣʷ 

ʦʥʣʘʡʥ-ʦʙʨʘʟʦʚʘʥʠʷ, ʘ ʜʦʣʷ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ ʩʦʢʨʘʪʠʣʘʩʴ (ʨʠʩʫʥʦʢ 2). 

ʆʥʣʘʡʥ-ʦʙʨʘʟʦʚʘʥʠʝ ʧʦʟʚʦʣʠʣʦ ʣʶʜʷʤ ʚ ʢʦʨʦʪʢʠʝ ʩʨʦʢʠ ʧʨʦʡʪʠ ʦʙʫʯʝʥʠʝ ʠ 

ʥʘʡʪʠ ʨʘʙʦʪʫ ʚ ʥʦʚʦʤ ʜʣʷ ʥʠʭ ʥʘʧʨʘʚʣʝʥʠʠ. ʆʜʥʘʢʦ, ʣʠʰʴ ʥʝʤʥʦʛʠʝ ʦʥʣʘʡʥ-

ʧʣʦʱʘʜʢʠ ʚʳʜʘʶʪ ʩʚʦʠʤ ʚʳʧʫʩʢʥʠʢʘʤ ʩʝʨʪʠʬʠʢʘʪʳ ʠʣʠ ʜʠʧʣʦʤʳ ʦ 

ʧʨʦʭʦʞʜʝʥʠʠ ʢʫʨʩʘ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʛʦ ʦʙʨʘʟʮʘ, ʯʪʦ ʤʦʞʝʪ ʩʪʘʚʠʪʴ ʧʦʜ ʚʦʧʨʦʩ 

ʢʘʯʝʩʪʚʦ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ ʫʩʣʫʛ, ʢʦʪʦʨʳʝ ʦʥʠ ʧʨʝʜʦʩʪʘʚʣʷʶʪ. ʅʦ ʝʩʪʴ ʠ 

ʧʦʟʠʪʠʚʥʳʝ ʘʩʧʝʢʪʳ ʦʥʣʘʡʥ-ʦʙʨʘʟʦʚʘʥʠʷ, ʚʝʜʴ ʩʘʤʳʝ ʧʨʦʜʚʠʥʫʪʳʝ ʠ 
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ʪʝʭʥʠʯʝʩʢʠ ʦʩʥʘʱʝʥʥʳʝ ʚʫʟʳ ʧʝʨʝʚʝʣʠ ʥʝʢʦʪʦʨʳʝ ʧʨʦʛʨʘʤʤʳ ʚ 

ʜʠʩʪʘʥʮʠʦʥʥʳʡ ʨʝʞʠʤ ʠ ʘʙʠʪʫʨʠʝʥʪʳ ʩʤʦʛʣʠ ʧʦʣʫʯʠʪʴ ʢʘʯʝʩʪʚʝʥʥʦʝ 

ʬʫʥʜʘʤʝʥʪʘʣʴʥʦʝ ʦʙʨʘʟʦʚʘʥʠʝ, ʠʩʧʦʣʴʟʫʷ ʜʠʩʪʘʥʮʠʦʥʥʳʝ ʪʝʭʥʦʣʦʛʠʠ, ʥʝ 

ʪʨʘʪʷ ʚʨʝʤʷ ʥʘ ʜʦʨʦʛʫ ʠ ʥʝ ʨʠʩʢʫʷ ʩʚʦʠʤ ʟʜʦʨʦʚʴʝʤ [18]. 

ɼʣʷ ʪʦʛʦ ʯʪʦʙʳ ʦʪʩʣʝʜʠʪʴ ʜʠʥʘʤʠʢʫ ʨʘʩʭʦʜʦʚ ʛʨʘʞʜʘʥ ʥʘ ʨʘʟʥʳʝ ʚʠʜʳ 

ʦʙʨʘʟʦʚʘʥʠʷ ʚ 2020-ʤ ʛʦʜʫ, ʦʙʨʘʪʠʤʤcʷ ʢ ʜʠʘʛʨʘʤʤʝ (ʨʠʩʫʥʦʢ 3). ʈʝʟʫʣʴʪʘʪʳ 

ʧʦʢʘʟʳʚʘʶʪ, ʯʪʦ ʠʥʪʝʨʝʩ ʛʨʘʞʜʘʥ ʢ ʦʥʣʘʡʥ-ʢʫʨʩʘʤ ʧʦʩʪʝʧʝʥʥʦ ʚʦʟʨʘʩʪʘʣ ʩ 

ʥʘʯʘʣʘ ʛʦʜʘ ʠ ʜʦʩʪʠʛ ʩʚʦʝʛʦ ʤʘʢʩʠʤʫʤʘ ʚʝʩʥʦʡ, ʢʦʛʜʘ ʚʦ ʤʥʦʛʠʭ ʛʦʨʦʜʘʭ 

ʈʦʩʩʠʠ ʙʳʣʠ ʚʚʝʜʝʥʳ ʩʪʨʦʛʠʝ ʦʛʨʘʥʠʯʝʥʠʷ ʠ ʣʦʢʜʘʫʥʳ, ʦʛʨʘʥʠʯʠʚʘʶʱʠʝ 

ʨʘʙʦʪʫ ʤʥʦʛʠʭ ʦʨʛʘʥʠʟʘʮʠʡ ʚ ʩʬʝʨʝ ʫʩʣʫʛ. ʂ ʩʝʥʪʷʙʨʶ ʧʦʢʘʟʘʪʝʣʠ 

ʧʦʩʪʝʧʝʥʥʦ ʚʝʨʥʫʣʠʩʴ ʧʨʘʢʪʠʯʝʩʢʠ ʢ ʪʝʤ ʞʝ ʟʥʘʯʝʥʠʷʤ, ʯʪʦ ʠ ʚ ʥʘʯʘʣʝ ʛʦʜʘ. 

 

ʈʠʩʫʥʦʢ 3. ï ɼʦʣʠ ʨʘʩʭʦʜʦʚ ʥʘ ʨʘʟʥʳʝ ʚʠʜʳ ʦʙʨʘʟʦʚʘʥʠʷ ʚ 2020 ʛʦʜʫ 

 

ɼʦʨʦʞʝ ʚʩʝʛʦ ʛʨʘʞʜʘʥʘʤ ʧʦ-ʧʨʝʞʥʝʤʫ ʦʙʭʦʜʠʪʩʷ ʚʳʩʰʝʝ ʦʙʨʘʟʦʚʘʥʠʝ 

ï ʤʘʢʩʠʤʘʣʴʥʘʷ ʩʫʤʤʘ, ʧʦʪʨʘʯʝʥʥʘʷ ʥʘ ʧʦʣʫʯʝʥʠʝ ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ ʚ 

2020 ʛʦʜʫ, ʩʦʩʪʘʚʠʣʘ ʙʦʣʝʝ 8 ʤʠʣʣʠʦʥʦʚ ʨʫʙʣʝʡ. ɺ 2019 ʛʦʜʫ ʩʘʤʘʷ ʜʦʨʦʛʘʷ 

ʧʦʢʫʧʢʘ ʚ ʵʪʦʡ ʢʘʪʝʛʦʨʠʠ ʦʙʦʰʣʘʩʴ ʚ 6,5 ʤʠʣʣʠʦʥʘ ʨʫʙʣʝʡ. ʆʥʣʘʡʥ ʢʫʨʩʳ ʠ 
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ʢʫʨʩʳ ʧʦʚʳʰʝʥʠʷ ʢʚʘʣʠʬʠʢʘʮʠʠ ʠʤʝʶʪ ʙʦʣʝʝ ʩʞʘʪʫʶ ʫʩʢʦʨʝʥʥʫʶ 

ʧʨʦʛʨʘʤʤʫ ʠ ʩʦʦʪʚʝʪʩʪʚʝʥʥʦ ʩʪʦʷʪ ʜʝʰʝʚʣʝ, ʯʝʤ ʧʦʣʥʦʝ ʠ ʢʘʯʝʩʪʚʝʥʥʦʝ 

ʬʫʥʜʘʤʝʥʪʘʣʴʥʦʝ ʚʳʩʰʝʝ ʦʙʨʘʟʦʚʘʥʠʝ ʚ ʚʫʟʝ [19]. 

ɿʘʢʣʶʯʝʥʠʝ. ʊʘʢʠʤ ʦʙʨʘʟʦʤ, ʠʟʫʯʠʚ ʨʘʟʣʠʯʥʳʝ ʧʦʜʭʦʜʳ ʢ 

ʜʦʩʪʫʧʥʦʩʪʠ ʦʙʨʘʟʦʚʘʥʠʷ, ʘ ʪʘʢʞʝ ʘʢʪʫʘʣʴʥʫʶ ʩʪʘʪʠʩʪʠʢʫ ʧʦʩʣʝʜʥʠʭ ʣʝʪ, ʚʦ 

ʚʨʝʤʷ ʢʦʪʦʨʳʭ ʧʘʥʜʝʤʠʷ ʧʨʠʚʥʝʩʣʘ ʩʝʨʴʝʟʥʳʝ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʚ ʩʠʩʪʝʤʫ 

ʚʳʩʰʝʛʦ ʦʙʨʘʟʦʚʘʥʠʷ, ʤʦʞʥʦ ʩʢʘʟʘʪʴ, ʯʪʦ ʵʢʦʥʦʤʠʯʝʩʢʠʝ ʧʨʦʙʣʝʤʳ 

ʜʦʩʪʫʧʥʦʩʪʠ ʦʙʨʘʟʦʚʘʥʠʷ ʚʳʰʣʠ ʥʘ ʧʝʨʚʳʡ ʧʣʘʥ, ʚ ʩʚʷʟʠ ʩ ʧʘʜʝʥʠʝʤ 

ʜʦʭʦʜʦʚ ʠ ʧʦʚʳʰʝʥʠʝʤ ʨʘʩʭʦʜʦʚ ʥʘ ʦʙʨʘʟʦʚʘʥʠʝ. ʆʜʥʘʢʦ, ʪʝʨʨʠʪʦʨʠʘʣʴʥʘʷ, 

ʩʦʮʠʘʣʴʥʘʷ, ʠʥʪʝʣʣʝʢʪʫʘʣʴʥʘʷ ʠ ʬʠʟʠʯʝʩʢʘʷ, ʘ ʪʘʢʞʝ ʘʢʘʜʝʤʠʯʝʩʢʘʷ 

ʜʦʩʪʫʧʥʦʩʪʴ ʦʙʨʘʟʦʚʘʥʠʷ ʪʘʢʞʝ ʘʢʪʫʘʣʴʥʳ ʚ ʫʩʣʦʚʠʷʭ ʧʘʥʜʝʤʠʠ COVID-19. 
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ʨʘʤʢʘʭ ʬʠʥʘʥʩʦʚʦʛʦ ʠ ʜʝʥʝʞʥʦ-ʢʨʝʜʠʪʥʦʛʦ ʨʝʛʫʣʠʨʦʚʘʥʠʷ. ɸʢʪʫʘʣʴʥʦʩʪʴ 

ʠʩʩʣʝʜʦʚʘʥʠʷ ʦʙʫʩʣʦʚʣʝʥʘ ʚʳʩʦʢʦʶ ʧʨʘʢʪʠʯʝʩʢʦʶ ʨʦʣʴʶ ʤʝʭʘʥʠʟʤʦʚ 

ʜʝʥʝʞʥʦ-ʢʨʝʜʠʪʥʦʡ ʧʦʣʠʪʠʢʠ ʚ ʦʙʝʩʧʝʯʝʥʠʠ ʥʘʮʠʦʥʘʣʴʥʦʡ ʵʢʦʥʦʤʠʯʝʩʢʦʡ 

ʙʝʟʦʧʘʩʥʦʩʪʠ ʛʦʩʫʜʘʨʩʪʚʘ. 
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COMPARATIVE ANALYSIS OF THE ANTI-CRISIS POLICY OF THE 

BANK OF RUSSIA, THE EUROPEAN CENTRAL BANK AND THE 

FEDERAL RESERVE SYSTEM 

ʆʩʥʦʚʦʡ ʧʨʦʚʝʜʝʥʠʷ ʘʥʪʠʢʨʠʟʠʩʥʦʡ ʧʦʣʠʪʠʢʦʡ ʩʦʚʨʝʤʝʥʥʳʤʠ 

ʛʦʩʫʜʘʨʩʪʚʘʤʠ ʚ ʧʝʨʠʦʜ ʬʠʥʘʥʩʦʚʦʡ ʥʝʩʪʘʙʠʣʴʥʦʩʪʠ ʠ ʪʫʨʙʫʣʝʥʪʥʦʩʪʠ ʨʳʥʢʦʚ 

ʷʚʣʷʝʪʩʷ ʜʝʥʝʞʥʦ-ʢʨʝʜʠʪʥʘʷ ʧʦʣʠʪʠʢʘ ï ʚ ʯʘʩʪʥʦʩʪʠ, ʧʦʚʳʰʝʥʠʝ ʧʨʦʮʝʥʪʥʳʭ 

ʩʪʘʚʦʢ ʩʥʠʞʘʝʪ ʩʧʨʦʩ ʠ ʧʦʤʦʛʘʝʪ ʚʟʷʪʴ ʠʥʬʣʷʮʠʶ ʧʦʜ ʢʦʥʪʨʦʣʴ. ʀʤʝʥʥʦ 

ʠʥʬʣʷʮʠʦʥʥʳʝ ʨʠʩʢʠ ʚ 2022 ʛʦʜʫ ʚʳʩʪʫʧʘʶʪ ʦʜʥʠʤʠ ʠʟ ʦʩʥʦʚʥʳʭ ʚʳʟʦʚʦʚ ʠ 

ʫʛʨʦʟ ʜʣʷ ʦʙʝʩʧʝʯʝʥʠʷ ʵʢʦʥʦʤʠʯʝʩʢʦʡ ʙʝʟʦʧʘʩʥʦʩʪʠ ʠ ʩʪʘʙʠʣʴʥʦʩʪʠ ʨʳʥʢʦʚ. 

ɼʨʫʛʠʝ ʤʝʨʳ ʘʥʪʠʢʨʠʟʠʩʥʦʡ ʧʦʣʠʪʠʢʠ, ʧʦʤʠʤʦ ʜʝʥʝʞʥʦ-ʢʨʝʜʠʪʥʦʡ, ʤʦʛʫʪ 

ʚʢʣʶʯʘʪʴ ʞʝʩʪʢʫʶ ʬʠʩʢʘʣʴʥʫʶ ʧʦʣʠʪʠʢʫ, ʧʦʣʠʪʠʢʫ ʩʦ ʩʪʦʨʦʥʳ ʧʨʝʜʣʦʞʝʥʠʷ, 

ʢʦʥʪʨʦʣʴ ʟʘʨʘʙʦʪʥʦʡ ʧʣʘʪʳ ʠ ʧʦʚʳʰʝʥʠʝ ʦʙʤʝʥʥʦʛʦ ʢʫʨʩʘ [1]. 

ɺ ʦʙʱʠʝ ʤʝʨʳ ʜʝʥʝʞʥʦ-ʢʨʝʜʠʪʥʦʡ ʧʦʣʠʪʠʢʠ ʛʦʩʫʜʘʨʩʪʚʘ ʚʭʦʜʷʪ 

ʠʥʩʪʨʫʤʝʥʪʳ, ʢʦʪʦʨʳʝ ʨʘʟʜʝʣʷʝʪʩʷ ʥʘ ʜʚʘ ʚʠʜʘ [2]: 

1. ʀʥʩʪʨʫʤʝʥʪʳ ʤʷʛʢʦʡ ʤʦʥʝʪʘʨʥʦʡ ʧʦʣʠʪʠʢʠ, ʩʪʠʤʫʣʠʨʫʶʱʠʝ 

ʵʢʦʥʦʤʠʯʝʩʢʦʝ ʨʘʟʚʠʪʠʝ. 

2. ʀʥʩʪʨʫʤʝʥʪʳ ʞʝʩʪʢʦʡ ʤʦʥʝʪʘʨʥʦʡ ʧʦʣʠʪʠʢʠ, ʩʜʝʨʞʠʚʘʶʱʠʝ 

ʵʢʦʥʦʤʠʯʝʩʢʦʝ ʨʘʟʚʠʪʠʝ. 
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ʀʤʝʥʥʦ ʚ ʨʘʤʢʘʭ ʫʞʝʩʪʦʯʝʥʠʝ ʤʦʥʝʪʘʨʥʦʡ ʧʦʣʠʪʠʢʠ, ʢʦʪʦʨʘʷ 

ʩʜʝʨʞʠʚʘʝʪ ʵʢʦʥʦʤʠʯʝʩʢʦʝ ʨʘʟʚʠʪʠʝ, ʠ ʧʨʠʤʝʥʷʶʪʩʷ ʠʥʩʪʨʫʤʝʥʪʳ 

ʘʥʪʠʢʨʠʟʠʩʥʦʡ ʧʦʣʠʪʠʢʠ, ʥʘʙʣʶʜʘʝʤʦʡ ʧʦʜ ʫʧʨʘʚʣʝʥʠʝʤ ʥʝ ʪʦʣʴʢʦ ʎɹ ʈʌ, ʥʦ 

ʠ ʢʨʫʧʥʝʡʰʠʭ ʤʝʞʜʫʥʘʨʦʜʥʳʭ ʮʝʥʪʨʘʣʴʥʳʭ ʙʘʥʢʦʚ ï ʌʈʉ (ʉʐɸ) ʠ ɽʎɹ 

(ɽʚʨʦʩʦʶʟ). 

ʆʩʥʦʚʥʳʤ ʠʥʩʪʨʫʤʝʥʪʦʤ ʜʝʥʝʞʥʦ-ʢʨʝʜʠʪʥʦʛʦ ʨʝʛʫʣʠʨʦʚʘʥʠʷ ʚ ʨʘʤʢʘʭ 

ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʡ ʩʠʩʪʝʤʳ ʘʥʪʠʢʨʠʟʠʩʥʦʡ ʧʦʣʠʪʠʢʠ ʷʚʣʷʝʪʩʷ ʨʝʛʫʣʠʨʦʚʘʥʠʝ 

ʩʪʘʚʢʠ ʨʝʬʠʥʘʥʩʠʨʦʚʘʥʠʷ. ɺ ʟʘʚʠʩʠʤʦʩʪʠ ʦʪ ʮʝʣʝʡ ʛʦʩʫʜʘʨʩʪʚʘ, ʫʚʝʣʠʯʝʥʠʷ 

ʠʣʠ ʫʤʝʥʴʰʝʥʠʷ ʜʝʥʝʞʥʦʡ ʤʘʩʩʳ, ʩʪʘʚʢʫ ʧʦʥʠʞʘʶʪ ʠʣʠ ʧʦʚʳʰʘʶʪ. ʂʦʛʜʘ ʝʝ 

ʧʦʚʳʰʘʶʪ, ʙʨʘʪʴ ʢʨʝʜʠʪʳ ʩʪʘʥʦʚʠʪʩʷ ʥʝʚʳʛʦʜʥʦ ʢʘʢ ʣʶʜʷʤ, ʪʘʢ ʠ 

ʦʨʛʘʥʠʟʘʮʠʷʤ ʠ, ʢʘʢ ʩʣʝʜʩʪʚʠʝ, ʧʨʦʠʩʭʦʜʠʪ ʫʤʝʥʴʰʝʥʠʝ ʜʝʥʝʞʥʦʡ ʤʘʩʩʳ ʚ 

ʦʙʨʘʱʝʥʠʠ. ʇʨʠ ʧʦʥʠʞʝʥʠʠ ʩʪʘʚʢʠ ʧʨʦʠʩʭʦʜʠʪ ʦʙʨʘʪʥʳʡ ʧʨʦʮʝʩʩ [3]. 

ʏʪʦʙʳ ʧʨʦʚʝʩʪʠ ʩʨʘʚʥʠʪʝʣʴʥʳʡ ʘʥʘʣʠʟ ʘʥʪʠʢʨʠʟʠʩʥʦʡ ʧʦʣʠʪʠʢʠ ʎɹ ʈʌ, 

ɽʎɹ ʠ ʌʈʉ, ʥʝʦʙʭʦʜʠʤʦ ʦʮʝʥʠʪʴ ʜʠʥʘʤʠʢʫ ʠʟʤʝʥʝʥʠʷ ʫʨʦʚʥʷ ʧʨʦʮʝʥʪʥʦʡ 

ʩʪʘʚʢʠ ʟʘ ʧʝʨʠʦʜ 2021-2021 ʛʛ. ʉʧʝʨʚʘ ʦʙʨʘʪʠʤʩʷ ʢ ʛʨʘʬʠʢʫ ʥʘ ʨʠʩʫʥʢʝ 1, ʛʜʝ 

ʠʟʦʙʨʘʞʝʥʘ ʜʠʥʘʤʠʢʘ ʠʟʤʝʥʝʥʠʷ ʫʨʦʚʥʷ ʧʨʦʮʝʥʪʥʦʡ ʩʪʘʚʢʠ ʎɹ ʈʌ. 

 

ʈʠʩʫʥʦʢ 1 ï ɼʠʥʘʤʠʢʘ ʫʨʦʚʥʷ ʢʣʶʯʝʚʦʡ ʩʪʘʚʢʠ ɹʘʥʢʘ ʈʦʩʩʠʠ, ʚ % [4]. 
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ʊʘʢ, ʚ ʤʘʨʪʝ 2022 ʛʦʜʘ ʫʨʦʚʝʥʴ ʧʨʦʮʝʥʪʥʦʡ ʩʪʘʚʢʠ ɹʘʥʢʦʤ ʈʦʩʩʠʠ ʙʳʣ 

ʧʦʜʥʷʪ ʩ 9,5% ʜʦ 20%. ʆʜʥʘʢʦ ʫʞʝ ʢ ʠʶʥʶ 2022 ʛʦʜʘ ʦʥʘ ʚʝʨʥʫʣʘʩʴ ʢ 

ʠʩʭʦʜʥʦʡ ʧʦʟʠʮʠʠ ʬʝʚʨʘʣʷ 2022 ʛʦʜʘ. ʉʥʠʞʝʥʠʝ ʙʳʣʦ ʧʦʩʪʝʧʝʥʥʳʤ (ʜʦ 14% 

ʚ ʘʧʨʝʣʝ ʠ ʜʦ 11% ʚ ʤʘʝ). ɺ ʠʶʥʝ ʦʥʘ ʩʥʠʟʠʣʘʩʴ ʜʦ ʠʩʭʦʜʥʳʭ 9,5%. 

ʋʞʝ ʥʘ ʠʶʣʴʩʢʦʤ ʟʘʩʝʜʘʥʠʠ ʙʘʥʢʦʚʩʢʦʛʦ ʨʝʛʫʣʷʪʦʨʘ 22 ʠʶʣʷ 

ʧʨʦʠʟʦʰʣʦ ʩʥʠʞʝʥʠʝ ʫʨʦʚʥʷ ʢʣʶʯʝʚʦʡ ʩʪʘʚʢʠ ʩ 9,5% ʜʦ 8%. ʕʪʦʪ ʫʨʦʚʝʥʴ 

ʥʠʞʝ ʜʝʢʘʙʨʷ 2021 ʛʦʜʘ. ʇʦ ʩʦʩʪʦʷʥʠʶ ʥʘ ʦʢʪʷʙʨʴ 2022 ʛʦʜʘ ʫʨʦʚʝʥʴ 

ʧʨʦʮʝʥʪʥʦʡ ʩʪʘʚʢʠ ʩʦʩʪʘʚʣʷʝʪ ʫʞʝ 7,5%. ʆʜʥʘʢʦ ʚ ʧʝʨʚʦʡ ʧʦʣʦʚʠʥʝ 2021 

ʛʦʜʘ ʫʨʦʚʝʥʴ ʧʨʦʮʝʥʪʥʦʡ ʩʪʘʚʢʠ ɹʘʥʢʘ ʈʦʩʩʠʠ ʥʘʭʦʜʠʣʩʷ ʚ ʜʠʘʧʘʟʦʥʝ 4,25% 

ï 4,75%. 

ʊʝʢʫʱʝʝ ʩʥʠʞʝʥʠʝ ʢʣʶʯʝʚʦʡ ʩʪʘʚʢʠ ʎɹ ʈʌ, ʢʦʪʦʨʦʝ ʥʘʙʣʶʜʘʝʪʩʷ ʥʘ 

ʧʦʩʣʝʜʥʠʭ ʟʘʩʝʜʘʥʠʷʭ ʙʘʥʢʦʚʩʢʦʛʦ ʨʝʛʫʣʷʪʦʨʘ ʈʦʩʩʠʡʩʢʦʡ ʌʝʜʝʨʘʮʠʠ, 

ʚʦʟʜʝʡʩʪʚʫʝʪ ʥʘ ʠʩʭʦʜʥʳʝ ʧʨʝʜʣʦʞʝʥʠʷ ʢʦʤʤʝʨʯʝʩʢʠʭ ʙʘʥʢʦʚ ʠ ʥʘʩʪʨʦʝʥʠʷ 

ʵʢʦʥʦʤʠʯʝʩʢʠʭ ʩʫʙʲʝʢʪʦʚ ʥʘ ʨʳʥʢʝ ʧʦʪʨʝʙʠʪʝʣʴʩʢʦʛʦ ʠ ʢʦʤʤʝʨʯʝʩʢʦʛʦ 

ʢʨʝʜʠʪʦʚʘʥʠʷ, ʥʦ ʚʨʷʜ ʣʠ ʧʨʠʚʝʜʝʪ ʢ ʟʘʤʝʪʥʦʤʫ ʠʟʤʝʥʝʥʠʶ ʩʧʨʦʩʘ ʚ 

ʪʝʢʫʱʠʭ ʫʩʣʦʚʠʷʭ ʨʘʟʚʠʪʠʷ ʨʦʩʩʠʡʩʢʦʡ ʵʢʦʥʦʤʠʢʠ [9]. 

ɺʦʟʜʝʡʩʪʚʠʷ ʮʝʥʪʨʘʣʠʟʦʚʘʥʥʳʭ ʠʥʩʪʨʫʤʝʥʪʦʚ ʜʝʥʝʞʥʦ-ʢʨʝʜʠʪʥʦʛʦ 

ʨʝʛʫʣʠʨʦʚʘʥʠʷ ʥʘ ʫʨʦʚʥʝ ʎʝʥʪʨʘʣʴʥʦʛʦ ʙʘʥʢʘ ʥʘ ʬʦʨʤʠʨʦʚʘʥʠʝ ʠ 

ʧʝʨʝʨʘʩʧʨʝʜʝʣʝʥʠʝ ʬʠʥʘʥʩʦʚʳʭ ʨʝʩʫʨʩʦʚ ʚ ʨʦʩʩʠʡʩʢʦʡ ʵʢʦʥʦʤʠʢʝ ʤʦʞʝʪ 

ʙʳʪʴ ʥʝ ʚʩʝʛʜʘ ʜʦʩʪʘʪʦʯʥʦʡ, ʯʪʦ ʥʝʛʘʪʠʚʥʦ ʚʣʠʷʝʪ ʥʘ ʨʝʟʫʣʴʪʘʪʳ 

ʘʥʪʠʢʨʠʟʠʩʥʦʡ ʧʦʣʠʪʠʢʠ. 

ʊʝʧʝʨʴ ʦʙʨʘʪʠʤʩʷ ʢ ʛʨʘʬʠʢʫ ʥʘ ʨʠʩʫʥʢʝ 2, ʛʜʝ ʠʟʦʙʨʘʞʝʥʘ ʜʠʥʘʤʠʢʘ 

ʠʟʤʝʥʝʥʠʷ ʫʨʦʚʥʷ ʧʨʦʮʝʥʪʥʦʡ ʩʪʘʚʢʠ ʌʈʉ. 

 



ɾʫʨʥʘʣ ʄʘʨʢʝʪʠʥʛ ʄɺɸ. ʄʘʨʢʝʪʠʥʛʦʚʦʝ ʫʧʨʘʚʣʝʥʠʝ ʧʨʝʜʧʨʠʷʪʠʝʤ                       2022, ʚʳʧʫʩʢ 3 

Journal Marketing MBA.  Marketing management firms                                                      2022, issue 3 
  

84 

 

 

ʈʠʩʫʥʦʢ 2 ï ɼʠʥʘʤʠʢʘ ʫʨʦʚʥʷ ʢʣʶʯʝʚʦʡ ʩʪʘʚʢʠ ʌʈʉ, ʚ % [5]. 

 

ʊʘʢ, ʚ ʧʝʨʠʦʜʝ ʩ ʬʝʚʨʘʣʷ 2021 ʛʦʜʘ ʧʦ ʬʝʚʨʘʣʴ 2022 ʛʦʜʘ ʫʨʦʚʝʥʴ 

ʧʨʦʮʝʥʪʥʦʡ ʩʪʘʚʢʠ ʩʦʩʪʘʚʣʷʣ 0,25%. ʕʪʦ ʩʪʘʙʠʣʴʥʳʡ ʧʝʨʠʦʜ ʭʘʨʘʢʪʝʨʠʟʦʚʘʣʩʷ 

ʦʪʩʫʪʩʪʚʠʝʤ ʢʘʢʠʭ-ʣʠʙʦ ʤʝʨ ʜʝʥʝʞʥʦ-ʢʨʝʜʠʪʥʦʡ ʧʦʣʠʪʠʢʠ ʌʈʉ ʧʦ 

ʩʜʝʨʞʠʚʘʥʠʶ ʵʢʦʥʦʤʠʯʝʩʢʦʛʦ ʨʘʟʚʠʪʠʷ. ʈʦʩʪ ɺɺʇ ʜʦʩʪʠʛʘʣ ʮʝʣʝʚʳʭ ʦʪʤʝʪʦʢ. 

ʅʘ ʨʳʥʢʝ ʪʨʫʜʘ ʥʘʙʣʶʜʘʣʘʩʴ ʤʘʢʩʠʤʘʣʴʥʘʷ ʟʘʥʷʪʦʩʪʴ ʵʢʦʥʦʤʠʯʝʩʢʠ ʘʢʪʠʚʥʦʛʦ 

ʥʘʩʝʣʝʥʠʷ, ʘ ʫʨʦʚʝʥʴ ʠʥʬʣʷʮʠʠ ʥʝ ʧʨʝʚʳʰʘʣ ʜʠʘʧʘʟʦʥ 2,5-3 % [7]. 

ʆʜʥʘʢʦ ʚ ʤʘʨʪʝ 2022 ʛʦʜʘ ʧʨʦʠʟʦʰʣʦ ʧʝʨʚʦʝ ʧʦʚʳʰʝʥʠʝ ʧʨʦʮʝʥʪʥʦʡ 

ʩʪʘʚʢʠ ʥʘ 25 ʙʘʟʠʩʥʳʭ ʧʫʥʢʪʘ ï ʜʦ 0,5%. ɸ ʫʞʝ ʧʦ ʠʪʦʛʘʤ ʟʘʩʝʜʘʥʠʷ ʚ ʦʢʪʷʙʨʝ 

2022 ʛʦʜʘ ʫʨʦʚʝʥʴ ʧʨʦʮʝʥʪʥʦʡ ʩʪʘʚʢʠ ʜʦʩʪʠʛ ʚʳʩʦʢʠʭ 4%. 

ɼʘʥʥʳʝ ʨʝʰʝʥʠʷ ʨʝʛʫʣʷʪʦʨʘ ʥʘʧʨʘʚʣʝʥʳ ʥʘ ʘʥʪʠʠʥʬʣʷʮʠʦʥʥʫʶ 

ʧʦʣʠʪʠʢʫ ʩʜʝʨʞʠʚʘʥʠʷ ʨʝʢʦʨʜʥʦʛʦ ʨʦʩʪʘ ʠʥʬʣʷʮʠʠ ʟʘ ʧʦʩʣʝʜʥʠʝ 60 ʣʝʪ. ɻʣʘʚʘ 

ʌʈʉ ɼʞʝʨʦʤ ʇʘʫʵʣʣ ʟʘ̫ʚʠʣ, ʯʪʦ ʧʨʦʮʝʥʪʥʘʷ ʩʪʘʚʢʘ ʜʦʣʞʥʘ ʙʳʪʴ ʚʳʰʝ, ʯʝʤ 

ʩʯʠʪʘʣʦʩʴ ʨʘʥʝʝ, ʜʘʞʝ ʝʩʣʠ ʨʘʟʤʝʨ ʦʪʜʝʣʴʥʳʭ ʧʦʚʳʰʝʥʠʡ ʚ ʜʘʣʴʥʝʡʰʝʤ, 

ʚʝʨʦʷʪʥʦ, ʙʫʜʝʪ ʤʝʥʴʰʝ, ʯʝʤ ʥʘ 75 ʙʘʟʠʩʥʳʭ ʧʫʥʢʪʦʚ, ʢʘʢ ʥʘʙʣʶʜʘʣʦʩʴ ʥʘ 

ʧʦʩʣʝʜʥʠʭ 4 ʟʘʩʝʜʘʥʠʷʭ. ʊʘʢʠʤ ʦʙʨʘʟʦʤ, ʜʝʥʝʞʥʦ-ʢʨʝʜʠʪʥʘʷ ʘʥʪʠʢʨʠʟʠʩʥʘʷ 

ʧʦʣʠʪʠʢʘ ʘʤʝʨʠʢʘʥʩʢʦʛʦ ʮʝʥʪʨʘʣʴʥʦʛʦ ʙʘʥʢʘ ʠʤʝʝʪ ʦʧʝʨʝʞʘʶʱʠʡ ʭʘʨʘʢʪʝʨ, 

ʯʪʦʙʳ ʟʘʨʘʥʝʝ ʩʜʝʨʞʘʪʴ ʨʦʩʪ ʠʥʬʣʷʮʠʠ ʠ ʩʧʘʜ ʵʢʦʥʦʤʠʢʠ. 
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ʊʝʧʝʨʴ ʦʙʨʘʪʠʤʩʷ ʢ ʛʨʘʬʠʢʫ ʥʘ ʨʠʩʫʥʢʝ 3, ʛʜʝ ʠʟʦʙʨʘʞʝʥʘ ʜʠʥʘʤʠʢʘ 

ʠʟʤʝʥʝʥʠʷ ʫʨʦʚʥʷ ʧʨʦʮʝʥʪʥʦʡ ʩʪʘʚʢʠ ɽʎɹ. 

 

 

ʈʠʩʫʥʦʢ 3 ï ɼʠʥʘʤʠʢʘ ʫʨʦʚʥʷ ʢʣʶʯʝʚʦʡ ʩʪʘʚʢʠ ɽʎɹ, ʚ % [6]. 

 

ʊʘʢ, ʚ ʧʝʨʠʦʜʝ ʩ ʬʝʚʨʘʣʷ 2021 ʛʦʜʘ ʧʦ ʠʶʥʴ 2022 ʛʦʜʘ ʫʨʦʚʝʥʴ 

ʧʨʦʮʝʥʪʥʦʡ ʩʪʘʚʢʠ ʙʳʣ ʥʫʣʝʚʳʤ. ʕʪʦ ʫʣʴʪʨʘʤʷʛʢʘʷ ʜʝʥʝʞʥʦ-ʢʨʝʜʠʪʥʘʷ 

ʧʦʣʠʪʠʢʘ ɽʎɹ ʙʳʣʘ ʥʘʧʨʘʚʣʝʥʘ ʥʘ ʩʪʠʤʫʣʠʨʦʚʘʥʠʝ ʵʢʦʥʦʤʠʯʝʩʢʦʛʦ ʨʦʩʪʘ ʠ 

ʫʚʝʣʠʯʝʥʠʷ ʪʝʤʧʦʚ ʠʥʬʣʷʮʠʠ. ʆʜʥʘʢʦ ʚ 2022 ʛʦʜʫ ʩʠʪʫʘʮʠʷ ʠʟʤʝʥʠʣʘʩʴ, ʧʦʢʘ 

ʥʘ ʠʶʣʴʩʢʦʤ ʟʘʩʝʜʘʥʠʝ ʙʘʥʢʦʚʩʢʠʡ ʨʝʛʫʣʷʪʦʨ ʥʝ ʧʦʚʳʩʠʣ ʧʨʦʮʝʥʪʥʫʶ ʩʪʘʚʢʫ 

ʜʦ 0,5%. ʇʦ ʠʪʦʛʘʤ ʦʢʪʷʙʨʷ 2022 ʛʦʜʘ ʫʨʦʚʝʥʴ ʧʨʦʮʝʥʪʥʦʡ ʩʪʘʚʢʠ ʙʳʣ 

ʧʦʚʳʰʝʥ ʜʦ 2% [8]. 

ʈʫʢʦʚʦʜʠʪʝʣʴ ɽʚʨʦʧʝʡʩʢʦʛʦ ʮʝʥʪʨʘʣʴʥʦʛʦ ʙʘʥʢʘ  ʂ.ʃʘʛʘʨʜ ʩʢʘʟʘʣʘ, ʯʪʦ 

ɽʎɹ ʥʝʦʙʭʦʜʠʤʦ ʙʫʜʝʪ ʧʦʚʳʰʘʪʴ ʩʪʘʚʢʫ ʠ ʜʘʣʝʝ, ʯʪʦ ʧʨʝʜʧʦʣʘʛʘʝʪ, ʯʪʦ ʙʘʥʢ 

ʦʙʲʷʚʠʪ ʦ ʧʦʚʳʰʝʥʠʠ ʩʪʘʚʢʠ ʥʘ ʩʚʦʝʤ ʯʝʪʚʝʨʪʦʤ ʟʘʩʝʜʘʥʠʠ ʧʦʜʨʷʜ ʚ ʜʝʢʘʙʨʝ 

ʚ ʧʦʧʳʪʢʝ ʚʝʨʥʫʪʴ ʮʝʥʳ ʢ ʩʨʝʜʥʝʩʨʦʯʥʦʡ ʮʝʣʠ 2 %. 

ɿʘʢʣʶʯʝʥʠʝ. ʊʘʢʠʤ ʦʙʨʘʟʦʤ, ʧʨʦʚʝʜʷ ʩʨʘʚʥʠʪʝʣʴʥʳʡ ʘʥʘʣʠʟ 

ʘʥʪʠʢʨʠʟʠʩʥʦʡ ʧʦʣʠʪʠʢʠ ʮʝʥʪʨʘʣʴʥʳʭ ʙʘʥʢʦʚ, ʤʦʞʥʦ ʧʨʠʡʪʠ ʢ ʩʣʝʜʫʶʱʠʤ 

ʟʘʢʣʶʯʝʥʠʷʤ: 

1. ɹʘʥʢ ʈʦʩʩʠʠ ʧʨʦʰʝʣ ʦʩʥʦʚʥʦʡ ʧʫʪʴ ʩʜʝʨʞʠʚʘʶʱʝʡ ʤʦʥʝʪʘʨʥʦʡ 
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ʧʦʣʠʪʠʢʠ, ʧʦʩʢʦʣʴʢʫ ʚ ʤʝʨʘʭ ʪʝʧʝʨʴ ʩʥʠʞʝʥʠʝ ʫʨʦʚʥʷ ʧʨʦʮʝʥʪʥʦʡ ʩʪʘʚʢʠ ʜʦ 

ʧʨʝʞʥʠʭ ʟʥʘʯʝʥʠʡ, ʯʪʦ ʩʧʦʩʦʙʩʪʚʫʝʪ ʚʦʩʩʪʘʥʦʚʣʝʥʠʶ ʪʝʤʧʦʚ ʵʢʦʥʦʤʠʯʝʩʢʦʛʦ 

ʨʦʩʪʘ. 

2. ʌʈʉ ʧʨʦʚʦʜʠʣ ʘʢʪʠʚʥʫʶ ʜʝʥʝʞʥʦ-ʢʨʝʜʠʪʥʫʶ ʧʦʣʠʪʠʢʫ ʩʜʝʨʞʠʚʘʥʠʷ, 

ʧʨʠʤʝʥʷʷ ʟʘʨʘʥʝʝ ʦʛʨʘʥʠʯʠʚʘʶʱʠʝ ʤʝʨʦʧʨʠʷʪʠʷ, ʯʪʦʙʳ ʩʜʝʨʞʘʪʴ ʨʦʩʪ 

ʠʥʬʣʷʮʠʠ. ɺ ʠʪʦʛʝ, ʫ ʙʘʥʢʦʚʩʢʦʛʦ ʨʝʛʫʣʷʪʦʨʘ ʉʐɸ ʵʪʦ ʧʦʣʫʯʘʝʪʩʷ, ʧʦʩʢʦʣʴʢʫ 

ʠʥʬʣʷʮʠʦʥʥʳʡ ʨʦʩʪ ʚʪʦʨʦʡ ʤʝʩʷʮ ʢʨʘʜʫ ʧʨʠʦʩʪʘʥʦʚʠʣʩʷ. 

3. ɽʎɹ ʧʨʦʚʦʜʠʪ ʟʘʧʦʟʜʘʣʫʶ ʜʝʥʝʞʥʦ-ʢʨʝʜʠʪʥʫʶ ʧʦʣʠʪʠʢʫ 

ʩʜʝʨʞʠʚʘʥʠʷ, ʧʦʩʢʦʣʴʢʫ ʧʝʨʚʦʝ ʧʦʚʳʰʝʥʠʝ ʫʨʦʚʥʷ ʧʨʦʮʝʥʪʥʦʡ ʩʪʘʚʢʠ ʙʳʣʦ 

ʣʠʰʴ ʚ ʠʶʣʝ 2022 ʛʦʜʘ. ɺ ʠʪʦʛʝ, ʟʘ ʵʪʠʤ ʧʦʩʣʝʜʦʚʘʣ ʨʝʢʦʨʜʥʳʡ ʨʦʩʪ ʠʥʬʣʷʮʠʠ, 

ʚ ʦʩʦʙʝʥʥʦʩʪʠ ʚ ʨʷʜʝ ʩʪʨʘʥ ʩ ʨʘʟʚʠʚʘʶʱʠʤʠʩʷ ʨʳʥʢʘʤʠ, ʠʟ-ʟʘ ʯʝʛʦ ʚʦʟʤʦʞʥʳʝ 

ʥʝʛʘʪʠʚʥʳʝ ʧʦʩʣʝʜʩʪʚʠʷ ʠ ʨʝʮʝʩʩʠʷ ʵʢʦʥʦʤʠʢʠ. 
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ɸʥʥʦʪʘʮʠʷ 

ɺ ʥʘʫʯʥʦʡ ʩʪʘʪʴʝ ʧʨʝʜʩʪʘʚʣʝʥʳ ʨʝʟʫʣʴʪʘʪʳ ʘʥʘʣʠʟʘ ʪʨʘʥʩʬʦʨʤʘʮʠʠ 

ʤʘʨʢʝʪʠʥʛʘ ʨʦʩʩʠʡʩʢʠʭ ʧʨʝʜʧʨʠʷʪʠʡ ʚ ʧʝʨʠʦʜ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʵʢʦʥʦʤʠʢʠ. 

ɸʢʪʫʘʣʴʥʦʩʪʴ ʠʩʩʣʝʜʦʚʘʥʠʷ ʦʙʫʩʣʦʚʣʝʥʘ ʩʚʷʟʴʶ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʩ 

ʚʣʠʷʥʠʝʤ ʨʝʞʠʤʘ ʵʢʦʥʦʤʠʯʝʩʢʠʭ ʩʘʥʢʮʠʡ ʠ ʨʝʟʫʣʴʪʘʪʘʤʠ ʩʪʘʥʦʚʣʝʥʠʷ 

ʮʠʬʨʦʚʦʡ ʵʢʦʥʦʤʠʢʠ. ɺ ʨʘʙʦʪʝ ʨʘʩʩʤʦʪʨʝʥʳ ʪʝʥʜʝʥʮʠʠ ʨʘʟʚʠʪʠʷ ʤʘʨʢʝʪʠʥʛʘ 

ʚ ʈʦʩʩʠʠ. ʆʧʨʝʜʝʣʝʥʘ ʭʘʨʘʢʪʝʨʠʩʪʠʢʘ ʚʣʠʷʥʠʷ ʮʠʬʨʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ ʥʘ 

ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʥʠʝ ʤʘʨʢʝʪʠʥʛʘ ʧʨʝʜʧʨʠʷʪʠʡ, ʧʨʠʥʠʤʘʶʱʠʭ ʫʯʘʩʪʠʝ ʚ 

ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʝ ʚʥʫʪʨʝʥʥʝʛʦ ʨʳʥʢʘ. ɺ ʟʘʢʣʶʯʝʥʠʠ ʫʩʪʘʥʦʚʣʝʥʦ, ʯʪʦ 

ʤʘʨʢʝʪʠʥʛ ʚ ʧʝʨʠʦʜ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʚʳʩʪʫʧʘʝʪ ʚʘʞʥʳʤ ʠʥʩʪʨʫʤʝʥʪʦʤ 

ʫʧʨʘʚʣʝʥʠʷ ʢʦʥʢʫʨʝʥʪʦʩʧʦʩʦʙʥʦʩʪʴʶ ʢʦʤʧʘʥʠʠ ʧʨʠ ʧʨʠʚʣʝʯʝʥʠʠ ʠ ʫʜʝʨʞʘʥʠʠ 

ʧʦʪʨʝʙʠʪʝʣʝʡ ʚ ʢʦʥʢʫʨʝʥʪʥʦʡ ʙʦʨʴʙʝ ʩ ʟʘʨʫʙʝʞʥʳʤʠ ʧʨʦʠʟʚʦʜʠʪʝʣʷʤʠ. 
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Abstract 

The scientific article presents the results of the analysis of the transformation of the 

marketing of Russian enterprises in the period of import substitution of the economy. 

The relevance of the study is due to the relationship of import substitution with the 

impact of the economic sanctions regime and the results of the formation of the 

digital economy. The paper considers the development trends of marketing in 

Russia. The characteristic of the influence of digital technologies on the 

improvement of marketing of enterprises participating in the import substitution of 

the domestic market is determined. In conclusion, it was found that marketing during 

the period of import substitution is an important tool for managing the company's 

competitiveness in attracting and retaining consumers in the competition with 

foreign manufacturers. 
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ʇʨʦʙʣʝʤʘʪʠʢʘ ʥʘʫʯʥʦʛʦ ʠʩʩʣʝʜʦʚʘʥʠʷ ʥʘ ʪʝʤʘʪʠʢʫ çʤʘʨʢʝʪʠʥʛ ʚ 

ʧʝʨʠʦʜ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʚ ʈʦʩʩʠʠè ʦʙʫʩʣʦʚʣʝʥʘ ʩʚʷʟʴʶ 

ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʩ ʚʣʠʷʥʠʝʤ ʨʝʞʠʤʘ ʵʢʦʥʦʤʠʯʝʩʢʠʭ ʩʘʥʢʮʠʡ ʠ 

ʨʝʟʫʣʴʪʘʪʘʤʠ ʩʪʘʥʦʚʣʝʥʠʷ ʮʠʬʨʦʚʦʡ ʵʢʦʥʦʤʠʢʠ. ɼʘʥʥʘʷ ʩʠʪʫʘʮʠʷ 

ʬʦʨʤʠʨʫʝʪ ʦʧʨʝʜʝʣʝʥʥʳʝ ʘʩʧʝʢʪʳ ʠ ʪʝʥʜʝʥʮʠʠ ʚ ʪʨʘʥʩʬʦʨʤʘʮʠʠ 

ʤʘʨʢʝʪʠʥʛʦʚʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ ʨʦʩʩʠʡʩʢʠʭ ʢʦʤʧʘʥʠʡ, ʧʦʩʢʦʣʴʢʫ ʚʦʟʥʠʢʘʶʪ 

ʟʘʜʘʯʠ ʚ ʧʦʚʳʰʝʥʠʠ ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʤʘʨʢʝʪʠʥʛʘ ʧʨʠ ʚʝʜʝʥʠʠ ʢʦʥʢʫʨʝʥʪʥʦʡ 

ʙʦʨʴʙʳ ʩ ʟʘʨʫʙʝʞʥʳʤʠ ʧʨʦʠʟʚʦʜʠʪʝʣʷʤʠ ʠ ʙʨʝʥʜʘʤʠ. 

ɸʢʪʫʘʣʴʥʦʩʪʴ ʧʦʣʠʪʠʢʠ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʚʥʫʪʨʝʥʥʝʛʦ ʨʳʥʢʘ 

ʦʙʫʩʣʦʚʣʝʥʘ ʙʝʩʧʨʝʮʝʜʝʥʪʥʳʤ ʧʝʨʠʦʜʦʤ 2022 ʛʦʜʘ ʜʣʷ ʥʘʮʠʦʥʘʣʴʥʦʡ 

ʵʢʦʥʦʤʠʢʠ ʈʦʩʩʠʡʩʢʦʡ ʌʝʜʝʨʘʮʠʠ, ʢʦʪʦʨʘʷ ʩʪʦʣʢʥʫʣʘʩʴ ʩ ʧʦʩʣʝʜʩʪʚʠʷʤʠ ʦʪ 

ʧʨʠʥʷʪʠʷ ʩʪʨʘʥʘʤʠ ɿʘʧʘʜʘ ʥʦʚʦʛʦ ʧʘʢʝʪʘ ʵʢʦʥʦʤʠʯʝʩʢʠʭ ʠ ʧʦʣʠʪʠʯʝʩʢʠʭ 

ʩʘʥʢʮʠʡ ʚ ʦʪʥʦʰʝʥʠʠ ʨʦʩʩʠʡʩʢʦʛʦ ʛʦʩʫʜʘʨʩʪʚʘ, ʧʨʝʜʧʨʠʷʪʠʡ, ʬʠʥʘʥʩʦʚʳʭ 

ʠʥʩʪʠʪʫʪʦʚ ʠ ʬʠʟʠʯʝʩʢʠʭ/ʶʨʠʜʠʯʝʩʢʠʭ ʣʠʮ. 

ʕʬʬʝʢʪʘʤʠ ʠ ʚʦʟʤʦʞʥʦʩʪʷʤʠ ʦʪ ʩʘʥʢʮʠʡ ʜʣʷ ʨʦʩʩʠʡʩʢʦʡ ʵʢʦʥʦʤʠʢʠ, 

ʚ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ, ʷʚʣʷʶʪʩʷ ʧʦʪʝʥʮʠʘʣ ʨʝʘʣʠʟʘʮʠʠ ʢʦʥʮʝʧʮʠʠ çʮʠʬʨʦʚʦʡ 
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ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʨʳʥʢʦʚè. ʌʦʨʤʠʨʫʝʪʩʷ ʞʝʣʝʟʥʘʷ ʥʝʦʙʭʦʜʠʤʦʩʪʴ ʚ 

ʫʚʝʣʠʯʝʥʠʠ ʙʶʜʞʝʪʥʳʭ ʨʘʩʭʦʜʦʚ ʛʦʩʫʜʘʨʩʪʚʘ ʥʘ ʬʠʥʘʥʩʠʨʦʚʘʥʠʝ ʅʀʆʂʈ. 

ʇʨʝʜʧʨʠʷʪʠʷ ʚʩʝ ʯʘʱʝ ʧʨʦʚʦʜʷʪ ʢʘʧʠʪʘʣʴʥʳʝ ʚʣʦʞʝʥʠʷ ʚ ʨʝʘʣʠʟʘʮʠʶ 

ʠʥʚʝʩʪʠʮʠʦʥʥʦ-ʠʥʥʦʚʘʮʠʦʥʥʳʭ ʧʨʦʝʢʪʦʚ, ʨʝʟʫʣʴʪʘʪʳ ʢʦʪʦʨʳʭ ʩʦʟʜʘʶʪ 

ʠʥʥʦʚʘʮʠʠ, ʪʝʭʥʦʣʦʛʠʠ ʠ ʠʥʩʪʨʫʤʝʥʪʳ ʧʦʚʳʰʝʥʠʷ ʢʘʯʝʩʪʚʘ ʧʨʦʜʫʢʮʠʠ [6]. 

ɺʩʝ ʜʘʥʥʳʝ ʧʨʦʮʝʩʩʳ ʠ ʪʝʥʜʝʥʮʠʠ ʬʦʨʤʠʨʫʶʪ ʫʩʪʦʡʯʠʚʳʝ ʦʩʥʦʚʳ 

ʜʣʷ ʧʨʦʚʝʜʝʥʠʷ ʫʩʧʝʰʥʦʡ ʧʦʣʠʪʠʢʠ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʧʨʦʜʫʢʮʠʠ 

ʟʘʨʫʙʝʞʥʳʭ ʧʨʦʠʟʚʦʜʠʪʝʣʝʡ ʩ ʮʝʣʴʶ ʦʙʝʩʧʝʯʝʥʠʷ ʥʘʮʠʦʥʘʣʴʥʦʡ 

ʵʢʦʥʦʤʠʯʝʩʢʦʡ, ʬʠʥʘʥʩʦʚʦʡ ʠ ʧʦʪʨʝʙʠʪʝʣʴʩʢʦʡ ʙʝʟʦʧʘʩʥʦʩʪʠ. 

ɹʦʣʴʰʫʶ ʧʦʣʦʞʠʪʝʣʴʥʫʶ ʨʦʣʴ ʧʦʣʠʪʠʢʘ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʚ ʈʦʩʩʠʠ 

ʩ 2014 ʧʦ 2022 ʛʦʜʘ ʩʳʛʨʘʣʘ ʚ ʨʘʤʢʘʭ ʩʪʠʤʫʣʠʨʦʚʘʥʠʷ ʨʘʟʚʠʪʠʷ ʪʝʭʥʦʣʦʛʠʡ, 

ʠʥʥʦʚʘʮʠʡ ʠ ʮʠʬʨʦʚʦʡ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʦʪʨʘʩʣʝʡ ʥʘʮʠʦʥʘʣʴʥʦʡ 

ʵʢʦʥʦʤʠʯʝʩʢʦʡ ʩʠʩʪʝʤʳ. ʀʟ-ʟʘ ʦʪʩʫʪʩʪʚʠʷ ʚʦʟʤʦʞʥʦʩʪʠ ʠʤʧʦʨʪʘ 

ʟʘʨʫʙʝʞʥʳʭ ʪʝʭʥʦʣʦʛʠʡ ʩʦʟʜʘʶʪʩʷ ʩʦʙʩʪʚʝʥʥʳʝ ʠʥʥʦʚʘʮʠʠ, ʢʦʪʦʨʳʝ 

ʧʦʚʳʰʘʶʪ ʫʩʪʦʡʯʠʚʦʩʪʴ ʠ ʧʨʠʚʣʝʢʘʪʝʣʴʥʦʩʪʴ ʦʪʝʯʝʩʪʚʝʥʥʦʡ ʵʢʦʥʦʤʠʢʠ. 

ʅʘʙʣʶʜʘʝʪʩʷ ʘʢʪʠʚʥʘʷ ʥʘʫʯʥʦ-ʠʩʩʣʝʜʦʚʘʪʝʣʴʩʢʘʷ ʜʝʷʪʝʣʴʥʦʩʪʴ ʨʦʩʩʠʡʩʢʠʭ 

ʦʨʛʘʥʠʟʘʮʠʡ ʚ ʚʳʨʘʙʦʪʢʝ ʠʥʥʦʚʘʮʠʦʥʥʳʭ ʨʝʰʝʥʠʡ ʧʦ ʧʦʚʳʰʝʥʠʶ 

ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʤʘʨʢʝʪʠʥʛʦʚʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ [5]. 

ʅʘ ʩʝʛʦʜʥʷʰʥʠʡ ʜʝʥʴ ʤʳ ʥʘʙʣʶʜʘʝʤ ʧʨʦʭʦʞʜʝʥʠʝ ʯʝʪʚʝʨʪʦʡ 

ʧʨʦʤʳʰʣʝʥʥʦʡ ʨʝʚʦʣʶʮʠʠ. ɽʝ ʭʘʨʘʢʪʝʨʠʩʪʠʢʦʡ ʷʚʣʷʝʪʩʷ ʩʪʨʝʤʠʪʝʣʴʥʦʝ 

ʨʘʟʚʠʪʠʝ ʠʥʬʦʨʤʘʮʠʦʥʥʳʭ ʪʝʭʥʦʣʦʛʠʡ, ʮʠʬʨʦʚʳʭ ʩʠʩʪʝʤ, ʠʥʥʦʚʘʮʠʡ ʠ 

ʠʥʪʝʣʣʝʢʪʫʘʣʴʥʳʭ ʧʨʦʛʨʘʤʤ. ʆʩʥʦʚʥʳʤ ʠʩʪʦʯʥʠʢʦʤ ʛʝʥʝʨʠʨʦʚʘʥʠʷ ʜʘʥʥʳʭ 

ʘʢʪʠʚʦʚ ʷʚʣʷʝʪʩʷ ʥʘʫʯʥʦ-ʠʩʩʣʝʜʦʚʘʪʝʣʴʩʢʘʷ ʜʝʷʪʝʣʴʥʦʩʪʴ ʥʝʢʦʤʤʝʨʯʝʩʢʠʭ 

ʦʨʛʘʥʠʟʘʮʠʡ, ʩʫʙʲʝʢʪʦʚ ʤʘʣʦʛʦ ʠ ʩʨʝʜʥʝʛʦ ʙʠʟʥʝʩʘ, ʘ ʪʘʢʞʝ ʢʨʫʧʥʝʡʰʠʭ 

ʪʨʘʥʩʥʘʮʠʦʥʘʣʴʥʳʭ ʢʦʨʧʦʨʘʮʠʡ. 

ɺ ʨʝʟʫʣʴʪʘʪʝ ʩʣʦʞʠʚʰʠʭʩʷ ʪʝʥʜʝʥʮʠʡ ʠ ʧʨʦʮʝʩʩʦʚ, ʥʘʙʣʶʜʘʝʤʳʭ ʚ 

ʧʝʨʠʦʜ ʧʨʦʭʦʜʷʱʝʡ ʯʝʪʚʝʨʪʦʡ ʧʨʦʤʳʰʣʝʥʥʦʡ ʨʝʚʦʣʶʮʠʠ, ʩʬʦʨʤʠʨʦʚʘʣʠʩʴ 

ʫʩʣʦʚʠʷ ʮʠʬʨʦʚʦʡ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʤʘʨʢʝʪʠʥʛʘ. ʆʩʥʦʚʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ 

ʣʶʙʦʛʦ ʫʩʧʝʰʥʦʛʦ ʙʠʟʥʝʩʘ ʷʚʣʷʶʪʩʷ ʠʥʩʪʨʫʤʝʥʪʳ ʤʘʨʢʝʪʠʥʛʦʚʳʭ 
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ʢʦʤʤʫʥʠʢʘʮʠʡ. ʉʘʤʦ ʞʝ ʧʦʥʷʪʠʝ çʮʠʬʨʦʚʦʡ ʤʘʨʢʝʪʠʥʛè ʧʨʝʜʧʦʣʘʛʘʝʪ 

ʤʘʨʢʝʪʠʥʛʦʚʫʶ ʜʝʷʪʝʣʴʥʦʩʪʴ ʦʨʛʘʥʠʟʘʮʠʠ, ʚ ʦʩʥʦʚʝ ʢʦʪʦʨʦʡ ʧʨʠʤʝʥʝʥʠʝ 

ʮʠʬʨʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ ʠ ʠʥʬʦʨʤʘʮʠʦʥʥʳʭ ʩʠʩʪʝʤ. 

ɺ ʈʦʩʩʠʠ ʠʥʩʪʨʫʤʝʥʪʳ ʨʝʢʣʘʤʳ ʠ ʤʘʨʢʝʪʠʥʛʘ ʧʨʝʚʨʘʱʘʶʪʩʷ ʚ 

ʪʦʧʣʠʚʦ ʣʦʢʦʤʦʪʠʚʘ ʥʘʮʠʦʥʘʣʴʥʦʡ ʵʢʦʥʦʤʠʢʠ, ʩʪʠʤʫʣʠʨʫʷ ʙʳʩʪʨʳʝ 

ʧʨʦʮʝʩʩʳ ʨʦʩʪʘ ʧʨʦʠʟʚʦʜʩʪʚʘ ʚʘʣʦʚʦʛʦ ʚʥʫʪʨʝʥʥʝʛʦ ʧʨʦʜʫʢʪʘ ʠ ʝʛʦ 

ʨʝʘʣʠʟʘʮʠʠ ʥʘ ʟʘʨʫʙʝʞʥʳʭ ʠ ʤʝʩʪʥʳʭ ʨʳʥʢʘʭ. ɺ ʠʪʦʛʝ, ʩʪʠʤʫʣʠʨʫʝʪʩʷ ʨʦʩʪ 

ʧʨʦʠʟʚʦʜʩʪʚʝʥʥʦʡ ʘʢʪʠʚʥʦʩʪʠ, ʯʪʦ ʫʚʝʣʠʯʠʚʘʝʪ ʵʬʬʝʢʪʠʚʥʦʩʪʴ ʚ ʨʝʰʝʥʠʠ 

ʟʘʜʘʯ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʚʥʫʪʨʝʥʥʠʭ ʨʳʥʢʦʚ. 

ʄʘʨʢʝʪʠʥʛ ï ʟʘʥʠʤʘʝʪ ʚʘʞʥʫʶ ʧʨʘʢʪʠʯʝʩʢʫʶ ʨʦʣʴ ʚ ʦʙʝʩʧʝʯʝʥʠʠ 

ʢʦʥʢʫʨʝʥʪʦʩʧʦʩʦʙʥʦʩʪʠ ʦʪʝʯʝʩʪʚʝʥʥʳʭ ʧʨʦʠʟʚʦʜʠʪʝʣʝʡ, ʘ ʪʘʢʠʝ ʘʩʧʝʢʪʳ 

ʤʘʨʢʝʪʠʥʛʦʚʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ, ʢʘʢ ʙʨʝʥʜʠʥʛ, ʧʦʟʚʦʣʷʶʪ ʩʦʟʜʘʪʴ 

ʢʦʥʢʫʨʝʥʪʥʳʡ ʙʨʝʥʜ ʩ ʚʳʩʦʢʦʡ ʦʮʝʥʢʦʡ ʧʦʪʨʝʙʠʪʝʣʝʡ, ʢʦʪʦʨʳʡ ʧʦʟʚʦʣʷʝʪ 

ʫʚʝʣʠʯʠʚʘʪʴ ʧʨʦʜʘʞʠ ʧʨʦʜʫʢʮʠʠ ʥʘ ʤʝʞʜʫʥʘʨʦʜʥʳʭ ʨʳʥʢʘʭ. 

ʇʦʩʢʦʣʴʢʫ ʚ 2022 ʛʦʜʫ, ʚ ʧʝʨʠʦʜ ʧʦʩʪʧʘʥʜʝʤʠʠ Covid-19, ʥʘʙʣʶʜʘʝʪʩʷ 

ʩʪʨʝʤʠʪʝʣʴʥʳʡ ʧʨʦʮʝʩʩ ʮʠʬʨʦʚʦʡ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʤʝʞʜʫʥʘʨʦʜʥʦʡ ʠ 

ʨʦʩʩʠʡʩʢʦʡ ʵʢʦʥʦʤʠʢʠ, ʧʨʦʜʫʢʪʳ ʮʠʬʨʦʚʠʟʘʮʠʠ ʦʢʘʟʳʚʘʶʪ ʚʣʠʷʥʠʝ ʥʘ 

ʪʨʘʥʩʬʦʨʤʘʮʠʦʥʥʳʝ ʠʟʤʝʥʝʥʠʷ ʚ ʤʘʨʢʝʪʠʥʛʝ ʠ ʤʘʨʢʝʪʠʥʛʦʚʳʭ 

ʢʦʤʤʫʥʠʢʘʮʠʷʭ ʢʦʤʤʝʨʯʝʩʢʠʭ ʦʨʛʘʥʠʟʘʮʠʡ. ʀʩʧʦʣʴʟʦʚʘʥʠʝ ʥʦʚʳʭ 

ʪʝʭʥʦʣʦʛʠʡ, ʚʢʣʶʯʘʷ ʮʠʬʨʦʚʳʝ ʩʠʩʪʝʤʳ ʠ ʚʳʩʦʢʦʠʥʪʝʣʣʝʢʪʫʘʣʴʥʳʝ 

ʠʥʩʪʨʫʤʝʥʪʳ, ʮʠʬʨʦʚʘʷ ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʤʘʨʢʝʪʠʥʛʘ ʧʦʟʚʦʣʷʶʪ 

ʦʙʝʩʧʝʯʠʚʘʪʴ ʧʦʚʳʰʝʥʠʝ ʨʝʟʫʣʴʪʘʪʠʚʥʦʩʪʠ ʤʘʨʢʝʪʠʥʛʦʚʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ 

ʣʶʙʦʛʦ ʧʨʝʜʧʨʠʷʪʠʷ, ʚʥʝ ʟʘʚʠʩʠʤʦʩʪʠ ʦʪ ʝʝ ʦʨʛʘʥʠʟʘʮʠʦʥʥʦ-ʧʨʘʚʦʚʦʡ 

ʬʦʨʤʳ ʩʦʙʩʪʚʝʥʥʦʩʪʠ ʠ ʦʪʨʘʩʣʠ ʬʫʥʢʮʠʦʥʠʨʦʚʘʥʠʷ. 

ɺ ʫʩʣʦʚʠʷʭ ʩʦʚʨʝʤʝʥʥʦʛʦ ʵʪʘʧʘ ʨʘʟʚʠʪʠʷ ʤʘʨʢʝʪʠʥʛ, ʩʦʧʨʦʚʦʞʜʘʷ 

ʧʨʦʮʝʩʩ ʨʝʘʣʠʟʘʮʠʠ ʧʨʦʠʟʚʝʜʝʥʥʦʡ ʧʨʦʜʫʢʮʠʠ, ʦʙʝʩʧʝʯʠʚʘʷ ʚ ʨʝʟʫʣʴʪʘʪʝ 

ʧʨʦʚʝʜʝʥʥʳʭ ʠʩʩʣʝʜʦʚʘʥʠʡ ʚʳʧʫʩʢ ʚʦʩʪʨʝʙʦʚʘʥʥʦʡ ʧʦʪʨʝʙʠʪʝʣʷʤʠ 

ʧʨʦʜʫʢʮʠʠ, ʚʳʩʪʫʧʘʝʪ ʚʘʞʥʝʡʰʠʤ ʠʥʩʪʨʫʤʝʥʪʦʤ ʵʬʬʝʢʪʠʚʥʦʡ 

ʫʧʨʘʚʣʝʥʯʝʩʢʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ ʦʨʛʘʥʠʟʘʮʠʠ ʚ ʫʩʣʦʚʠʷʭ ʩʦʚʨʝʤʝʥʥʦʛʦ ʨʳʥʢʘ, 
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ʛʜʝ ʧʨʦʠʩʭʦʜʠʪ ʘʢʪʠʚʥʳʡ ʧʨʦʮʝʩʩ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʪʦʚʘʨʦʚ ʠ ʫʩʣʫʛ 

ʟʘʨʫʙʝʞʥʳʭ ʧʨʦʠʟʚʦʜʠʪʝʣʝʡ. 

ʅʘʠʙʦʣʝʝ ʧʝʨʩʧʝʢʪʠʚʥʳʤ ʥʘʧʨʘʚʣʝʥʠʝʤ ʧʦʚʳʰʝʥʠʷ 

ʨʝʟʫʣʴʪʘʪʠʚʥʦʩʪʠ ʤʘʨʢʝʪʠʥʛʘ ʠ ʤʘʨʢʝʪʠʥʛʦʚʳʭ ʢʦʤʤʫʥʠʢʘʮʠʡ ʚ ʧʝʨʠʦʜ 

ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʚ ʈʦʩʩʠʠ ʚʳʩʪʫʧʘʝʪ ʠʩʧʦʣʴʟʦʚʘʥʠʝ ʥʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ 

ʮʠʬʨʦʚʦʡ ʪʨʘʥʩʬʦʨʤʘʮʠʠ, ʛʜʝ ʥʘ ʫʨʦʚʥʝ ʪʝʭʥʦʣʦʛʠʡ ʨʝʢʣʘʤʳ, ʙʨʝʥʜʠʥʛʘ, 

PR-ʜʝʷʪʝʣʴʥʦʩʪʠ, ʚʥʝʰʥʠʭ ʤʘʨʢʝʪʠʥʛʦʚʳʭ ʢʦʤʤʫʥʠʢʘʮʠʡ ʦʙʝʩʧʝʯʠʚʘʝʪʩʷ 

ʵʬʬʝʢʪʠʚʥʦʝ ʨʝʰʝʥʠʝ ʟʘʜʘʯ ʚ ʧʨʦʜʚʠʞʝʥʠʠ ʠ ʨʝʘʣʠʟʘʮʠʠ ʧʨʦʜʫʢʮʠʠ 

ʢʦʤʧʘʥʠʠ [4]. 

ɹʣʘʛʦʜʘʨʷ ʵʬʬʝʢʪʠʚʥʦʤʫ ʫʧʨʘʚʣʝʥʠʶ ʪʨʘʥʩʬʦʨʤʘʮʠʝʡ 

ʤʘʨʢʝʪʠʥʛʦʚʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ ʚ ʫʩʣʦʚʠʷʭ ʮʠʬʨʦʚʠʟʘʮʠʠ ʨʦʩʩʠʡʩʢʦʛʦ ʨʳʥʢʘ, 

ʦʙʝʩʧʝʯʠʚʘʝʪʩʷ ʨʝʰʝʥʠʝ ʩʣʝʜʫʶʱʠʭ ʚʘʞʥʳʭ ʟʘʜʘʯ, ʪʘʢʠʭ, ʢʘʢ [1]: 

- ʬʦʨʤʠʨʦʚʘʥʠʝ ʚʦʢʨʫʛ ʧʨʝʜʧʨʠʷʪʠʷ ʙʣʘʛʦʧʨʠʷʪʥʦʡ ʦʙʩʪʘʥʦʚʢʠ, 

ʢʦʪʦʨʘʷ ʧʨʠʚʣʝʢʘʝʪ ʥʦʚʳʭ ʢʣʠʝʥʪʦʚ; 

- ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʝ ʚʘʞʥʦʡ ʠʥʬʦʨʤʘʮʠʠ ʠ ʠʥʬʦʨʤʘʮʠʦʥʥʳʭ 

ʧʨʝʜʣʦʞʝʥʠʡ ʧʨʝʜʧʨʠʷʪʠʷ ʧʦ ʧʨʝʜʦʩʪʘʚʣʝʥʠʶ ʠʤ ʪʦʚʘʨʦʚ ʠ ʫʩʣʫʛ; 

- ʧʝʨʠʦʜʠʯʝʩʢʦʝ ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʝ ʠʥʬʦʨʤʘʮʠʠ ʦʙ ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʠ 

ʦʩʦʙʝʥʥʦʩʪʠ ʜʝʷʪʝʣʴʥʦʩʪʠ ʧʨʝʜʧʨʠʷʪʠʷ ʯʝʨʝʟ ʩʨʝʜʩʪʚʘ ʤʘʩʩʦʚʦʡ 

ʠʥʬʦʨʤʘʮʠʠ ʠ ʩʦʮʠʘʣʴʥʳʝ ʩʝʪʠ; 

- ʥʘʣʘʞʠʚʘʥʠʝ ʦʙʨʘʪʥʦʡ ʩʚʷʟʠ ʩ ʦʙʱʝʩʪʚʦʤ ʜʣʷ ʧʦʣʫʯʝʥʠʷ ʦʪʢʣʠʢʘ ʠ 

ʦʮʝʥʢʠ ʢʘʯʝʩʪʚʘ ʠ ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʩʚʦʝʡ ʜʝʷʪʝʣʴʥʦʩʪʠ ʥʘ ʨʳʥʢʝ. 

ʆʩʦʙʝʥʥʦ ʟʘʤʝʪʥʦ ʚʣʠʷʥʠʝ ʮʠʬʨʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ ʥʘ ʤʘʨʢʝʪʠʥʛʦʚʫʶ 

ʜʝʷʪʝʣʴʥʦʩʪʴ ʦʨʛʘʥʠʟʘʮʠʡ ʚ ʧʝʨʠʦʜ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʚ ʈʦʩʩʠʠ 

ʥʘʙʣʶʜʘʝʪʩʷ ʯʝʨʝʟ ʪʝʥʜʝʥʮʠʠ ʨʳʥʢʘ ʨʝʢʣʘʤʳ, ʜʠʥʘʤʠʢʘ ʩʪʨʫʢʪʫʨʳ 

ʢʦʪʦʨʦʛʦ ʟʘ 2019-2021 ʛʛ. ʠʟʦʙʨʘʞʝʥʘ ʥʘ ʛʨʘʬʠʢʝ ʨʠʩʫʥʢʘ 1. 
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ʈʠʩʫʥʦʢ 1 ï ɼʠʥʘʤʠʢʘ ʩʪʨʫʢʪʫʨʳ ʨʳʥʢʘ ʨʝʢʣʘʤʳ ʈʦʩʩʠʠ ʟʘ 2019-2021 ʛʛ., ʚ ʤʣʨʜ ʨʫʙ. 

[2]. 

ʂʘʢ ʚʠʜʥʦ ʠʟ ʜʘʥʥʳʭ, ʧʨʝʜʩʪʘʚʣʝʥʥʳʭ ʥʘ ʨʠʩʫʥʢʝ, ʚ ʘʥʘʣʠʟʠʨʫʝʤʦʤ 

ʧʝʨʠʦʜʝ ʥʘʙʣʶʜʘʣʦʩʴ ʟʘʤʝʪʥʦʝ ʩʥʠʞʝʥʠʝ ʜʦʣʠ ʪʨʘʜʠʮʠʦʥʥʳʭ ʥʦʩʠʪʝʣʝʡ ʥʘ 

ʨʳʥʢʝ ʨʝʢʣʘʤʳ, ʪʘʢʠʭ ʢʘʢ ʪʝʣʝʚʠʜʝʥʠʝ, ʨʘʜʠʦ, ʥʘʨʫʞʥʘʷ ʨʝʢʣʘʤʘ, ʧʨʝʩʩʘ ʧʨʠ 

ʦʜʥʦʚʨʝʤʝʥʥʦʤ ʨʦʩʪʝ ʜʦʣʠ ʨʝʢʣʘʤʳ, ʨʝʘʣʠʟʫʝʤʦʡ ʚ ʩʝʪʠ ʀʥʪʝʨʥʝʪ. 

ʆʙʲʝʤ ʨʝʢʣʘʤʳ ʩ ʧʨʠʤʝʥʝʥʠʝʤ ʠʥʪʝʨʥʝʪ-ʪʝʭʥʦʣʦʛʠʡ ʟʘ ʧʝʨʠʦʜ ʩ 2019 ʧʦ 

2021 ʛʦʜ ʫʚʝʣʠʯʠʣʩʷ ʩ 244 ʤʣʨʜ ʨʫʙʣʝʡ ʜʦ 313,8 ʤʣʨʜ ʨʫʙʣʝʡ. ʅʘ ʜʦʣʶ 

ʠʥʪʝʨʥʝʪ-ʨʝʢʣʘʤʳ ʩʝʡʯʘʩ ʧʨʠʭʦʜʠʪʩʷ ʙʦʣʝʝ ʧʦʣʦʚʠʥʳ ʚʩʝʡ ʨʝʢʣʘʤʥʦʡ 

ʠʥʜʫʩʪʨʠʠ ʩʪʨʘʥʳ. ʊʘʢʠʤ ʦʙʨʘʟʦʤ, ʚ ʧʝʨʠʦʜ ʧʦʣʠʪʠʢʠ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʚʩʝ 

ʙʦʣʴʰʫʶ ʨʦʣʴ ʟʘʥʠʤʘʝʪ ʨʝʢʣʘʤʘ ʚ ʮʠʬʨʦʚʦʤ ʧʨʦʩʪʨʘʥʩʪʚʝ, ʯʪʦ ʩʚʷʟʘʥʦ ʩ 

ʪʨʘʥʩʬʦʨʤʘʮʠʦʥʥʳʤʠ ʧʨʦʮʝʩʩʘʤʠ ʧʨʠ ʨʘʟʚʠʪʠʠ ʨʦʩʩʠʡʩʢʦʛʦ ʙʠʟʥʝʩʘ ʠ ʝʛʦ 

ʧʨʦʜʘʞ. 

ʀ ʜʘʥʥʘʷ ʪʝʥʜʝʥʮʠʷ ʫʚʝʣʠʯʠʚʘʝʪʩʷ ʩ ʢʘʞʜʳʤ ʛʦʜʦʤ, ʯʪʦ ʦʟʥʘʯʘʝʪ ʫʭʦʜ 

ʦʪ ʪʨʘʜʠʮʠʦʥʥʳʭ ʥʦʩʠʪʝʣʝʡ ʨʝʢʣʘʤʳ ʢ ʥʦʩʠʪʝʣʷʤ, ʦʩʥʦʚʘʥʥʳʤ ʥʘ ʮʠʬʨʦʚʳʭ 

ʪʝʭʥʦʣʦʛʠʷʭ. ʎʠʬʨʦʚʘʷ ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʵʢʦʥʦʤʠʢʠ ʈʦʩʩʠʠ ʚ ʵʪʦʤ ʩʣʫʯʘʝ 

ʚʳʩʪʫʧʘʝʪ ʦʩʥʦʚʥʳʤ ʬʘʢʪʦʨʦʤ ʨʘʟʚʠʪʠʷ ʠʥʪʝʨʥʝʪ-ʨʝʢʣʘʤʳ, ʮʠʬʨʦʚʠʟʘʮʠʠ 

ʤʘʨʢʝʪʠʥʛʦʚʳʭ ʢʦʤʤʫʥʠʢʘʮʠʡ, ʤʘʨʢʝʪʠʥʛʦʚʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ ʚ ʮʝʣʦʤ. ʀ 

ʜʘʥʥʳʝ ʪʨʘʥʩʬʦʨʤʘʮʠʦʥʥʳʝ ʧʨʦʮʝʩʩʳ, ʧʦ ʥʘʰʝʤʫ ʤʥʝʥʠʶ, ʠʤʝʶʪ 
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ʧʦʣʦʞʠʪʝʣʴʥʦʝ ʚʦʟʜʝʡʩʪʚʠʝ ʥʘ ʤʘʨʢʝʪʠʥʛ ʨʦʩʩʠʡʩʢʠʭ ʦʨʛʘʥʠʟʘʮʠʡ ʚ ʧʝʨʠʦʜ 

ʧʦʣʠʪʠʢʠ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ. 

ʎʠʬʨʦʚʠʟʘʮʠʷ ʤʘʨʢʝʪʠʥʛʦʚʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ ʢʦʤʧʘʥʠʠ ʠʤʝʝʪ ʚʳʩʦʢʫʶ 

ʩʪʝʧʝʥʴ ʚʣʠʷʥʠʷ ʥʘ ʧʦʪʨʝʙʠʪʝʣʝʡ ʯʝʨʝʟ ʩʣʝʜʫʶʱʠʝ ʤʦʤʝʥʪʳ [3]: 

1. ʇʨʦʠʟʚʦʜʠʪʝʣʴ ʥʝ ʪʦʣʴʢʦ ʢʦʤʤʫʥʠʮʠʨʫʝʪ ʩʦ ʩʚʦʠʤʠ ʢʣʠʝʥʪʘʤʠ, ʥʦ ʠ 

ʩʦʙʠʨʘʝʪ ʠʩʭʦʜʥʳʝ ʜʘʥʥʳʝ ʧʨʠ ʦʙʨʘʪʥʦʡ ʩʚʷʟʠ, ʢʦʪʦʨʳʝ ʧʦʟʚʦʣʷʶʪ 

ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʪʴ ʧʨʦʜʫʢʪʳ ʠ ʤʘʨʢʝʪʠʥʛʦʚʦʝ ʧʨʦʜʚʠʞʝʥʠʝ. 

2. ʆʙʝʩʧʝʯʠʚʘʝʪʩʷ ʤʫʣʴʪʠʢʘʥʘʣʴʥʦʩʪʴ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʧʨʦʜʚʠʞʝʥʠʷ 

ʢʦʤʧʘʥʠʠ, ʯʪʦ ʦʙʫʩʣʦʚʣʝʥʦ ʝʜʠʥʦʚʨʝʤʝʥʥʳʤ ʠʩʧʦʣʴʟʦʚʘʥʠʝʤ ʠʥʩʪʨʫʤʝʥʪʦʚ ʠ 

ʪʝʭʥʦʣʦʛʠʡ ʦʬʣʘʡʥ-ʤʘʨʢʝʪʠʥʛʘ ʠ ʦʥʣʘʡʥ-ʤʘʨʢʝʪʠʥʛʘ, ʫʚʝʣʠʯʠʚʘʝʪʩʷ 

ʵʬʬʝʢʪʠʚʥʦʩʪʴ ʤʘʨʢʝʪʠʥʛʦʚʦʡ ʩʪʨʘʪʝʛʠʠ ʢʦʤʧʘʥʠʠ ʧʨʠ ʚʝʜʝʥʠʠ ʢʦʥʢʫʨʝʥʪʥʦʡ 

ʙʦʨʴʙʳ. 

3. ʉʦʟʜʘʝʪʩʷ ʦʤʥʠʢʘʥʘʣʴʥʦʩʪʴ ʤʘʨʢʝʪʠʥʛʦʚʦʛʦ ʧʨʦʜʚʠʞʝʥʠʷ ʢʦʤʧʘʥʠʠ, 

ʯʪʦ ʢʨʘʡʥʝ ʚʘʞʥʦ ʧʨʠ ʨʘʙʦʪʝ ʚ ʩʝʢʪʦʨʝ ʵʣʝʢʪʨʦʥʥʦʡ ʢʦʤʤʝʨʮʠʠ. ʆʙʲʝʤ 

ʧʦʩʣʝʜʥʝʡ ʩ ʢʘʞʜʳʤ ʛʦʜʦʤ ʟʥʘʯʠʪʝʣʴʥʦ ʫʚʝʣʠʯʠʚʘʝʪʩʷ, ʯʪʦ ʜʝʣʘʝʪ ʜʘʥʥʳʡ 

ʨʳʥʦʢ ʢʨʘʡʥʝ ʚʘʞʥʳʤ ʜʣʷ ʫʩʧʝʰʥʦʛʦ ʨʘʟʚʠʪʠʷ ʙʠʟʥʝʩʘ ʚ ʧʝʨʠʦʜ ʧʦʣʠʪʠʢʠ 

ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ. 

ʊʘʢʠʤ ʦʙʨʘʟʦʤ, ʚ ʟʘʢʣʶʯʝʥʠʠ ʥʘʫʯʥʦʡ ʩʪʘʪʴʠ, ʧʦʜʳʪʦʞʠʤ, ʯʪʦ 

ʤʘʨʢʝʪʠʥʛ ʚ ʧʝʨʠʦʜ ʠʤʧʦʨʪʦʟʘʤʝʱʝʥʠʷ ʚ ʈʦʩʩʠʠ ʷʚʣʷʝʪʩʷ ʜʣʷ ʢʦʤʧʘʥʠʡ 

ʚʘʞʥʳʤ ʤʝʭʘʥʠʟʤʦʤ ʦʙʝʩʧʝʯʝʥʠʷ ʧʨʠʪʦʢʘ ʥʦʚʳʭ ʧʦʪʨʝʙʠʪʝʣʝʡ ʠ ʫʜʝʨʞʘʥʠʷ 

ʠʭ ʚʦʚʣʝʯʝʥʥʦʩʪʠ, ʯʪʦʙʳ ʙʳʪʴ ʙʦʣʝʝ ʵʬʬʝʢʪʠʚʥʳʤʠ ʚ ʢʦʥʢʫʨʝʥʪʥʦʡ ʙʦʨʴʙʝ ʚ 

ʩʨʘʚʥʝʥʠʠ ʩ ʟʘʨʫʙʝʞʥʳʤʠ ʧʨʦʠʟʚʦʜʠʪʝʣʷʤʠ ʠ ʠʥʦʩʪʨʘʥʥʳʤʠ 

ʪʨʘʥʩʥʘʮʠʦʥʘʣʴʥʳʤʠ ʢʦʨʧʦʨʘʮʠʷʤʠ. 

ʇʨʠ ʵʪʦʤ ʬʦʨʤʠʨʫʶʪʩʷ ʦʩʥʦʚʳ ʜʣʷ ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʥʠʷ ʠʤʠʜʞʘ 

ʧʨʝʜʧʨʠʷʪʠʷ ʠ ʧʦʚʳʰʝʥʠʷ ʝʛʦ ʨʝʡʪʠʥʛʘ ʚ ʛʣʘʟʘʭ ʦʙʱʝʩʪʚʘ. ʉʘʤ ʞʝ ʮʠʬʨʦʚʦʡ 

ʤʘʨʢʝʪʠʥʛ ʧʨʝʜʩʪʘʚʣʷʝʪ ʩʦʙʦʡ ʩʦʚʨʝʤʝʥʥʳʡ ʩʦʮʠʘʣʴʥʳʡ ʧʨʦʮʝʩʩ, ʦʩʥʦʚʥʦʡ 

ʮʝʣʴʶ ʢʦʪʦʨʦʛʦ ʷʚʣʷʝʪʩʷ ʫʜʦʚʣʝʪʚʦʨʝʥʠʝ ʧʦʪʨʝʙʥʦʩʪʝʡ ʧʦʪʨʝʙʠʪʝʣʝʡ, 

ʧʨʦʠʟʚʦʜʠʪʝʣʝʡ ʠ ʚʩʝʭ ʫʯʘʩʪʥʠʢʦʚ ʨʳʥʦʯʥʦʛʦ ʧʨʦʮʝʩʩʘ ʯʝʨʝʟ ʠʩʧʦʣʴʟʦʚʘʥʠʝ 

ʮʠʬʨʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ ʠ ʠʥʬʦʨʤʘʮʠʦʥʥʳʭ ʩʠʩʪʝʤ ʚ ʤʘʨʢʝʪʠʥʛʦʚʦʡ 

ʜʝʷʪʝʣʴʥʦʩʪʠ ʦʨʛʘʥʠʟʘʮʠʡ. 
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ʂ ʪʦʤʫ ʞʝ, ʠʩʧʦʣʴʟʦʚʘʥʠʝ ʥʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ ʦʙʝʩʧʝʯʠʚʘʝʪ ʥʝ ʧʨʦʩʪʦ 

ʧʦʚʳʰʝʥʠʝ ʨʝʟʫʣʴʪʘʪʠʚʥʦʩʪʠ ʤʘʨʢʝʪʠʥʛʘ ʠ ʤʘʨʢʝʪʠʥʛʦʚʳʭ ʢʦʤʤʫʥʠʢʘʮʠʡ. 

ʕʪʦ ʩʧʦʩʦʙ ʦʙʝʩʧʝʯʠʪʴ ʢʦʥʢʫʨʝʥʪʦʩʧʦʩʦʙʥʦʩʪʴ ʢʦʤʧʘʥʠʠ ʚ ʩʦʚʨʝʤʝʥʥʳʭ 

ʫʩʣʦʚʠʷʭ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʵʢʦʥʦʤʠʢʠ, ʘ ʪʘʢʞʝ ʧʨʠ ʙʦʨʴʙʝ ʩ ʟʘʨʫʙʝʞʥʳʤʠ 

ʧʨʦʠʟʚʦʜʠʪʝʣʷʤʠ, ʚʳʪʝʩʥʷʷ ʧʦʩʣʝʜʥʠʭ ʩʦ ʚʥʫʪʨʝʥʥʝʛʦ ʨʳʥʢʘ ʈʦʩʩʠʠ. ʊʘʢʠʤ 

ʦʙʨʘʟʦʤ, ʦʪʝʯʝʩʪʚʝʥʥʳʝ ʢʦʤʧʘʥʠʠ ʧʨʦʩʪʦ ʦʙʷʟʘʥʳ ʧʨʠʤʝʥʷʪʴ ʥʦʚʳʝ 

ʪʝʭʥʦʣʦʛʠʠ ʜʣʷ ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʥʠʷ ʨʘʟʣʠʯʥʳʭ ʤʘʨʢʝʪʠʥʛʦʚʳʭ ʧʨʦʮʝʩʩʘʭ, 

ʥʘʯʠʥʘʷ ʩ ʠʩʩʣʝʜʦʚʘʥʠʷ ʨʳʥʢʦʚ, ʠ ʟʘʢʘʥʯʠʚʘʷ ʧʦʩʪʨʦʝʥʠʝʤ ʨʝʢʣʘʤʥʦʡ 

ʢʘʤʧʘʥʠʠ ʠ ʧʨʦʜʚʠʞʝʥʠʷ, ʯʪʦ ʫʚʝʣʠʯʠʪ ʠʭ ʵʬʬʝʢʪʠʚʥʦʩʪʴ ʚ ʜʦʩʪʠʞʝʥʠʠ ʮʝʣʝʡ 
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Abstract 

This article examines the demographic problem in the Russian Federation, which 

has a direct impact on the state of the economy in the country and on the social policy 

of the state. The paper considered the prerequisites of the demographic crisis, the 

problems caused by the current situation and its consequences. During the analysis, 

the actions of the Government of the Russian Federation aimed at stabilizing the 

situation were presented. 

 

 

 

 

Keywords: demographic situation, demographic crisis, demographic pit, 

demography, social policy. 

 

 

 

 

 

 

 

RePEc: J11, H53 

ʋɼʂ: 338.46, 314.143 

  



ɾʫʨʥʘʣ ʄʘʨʢʝʪʠʥʛ ʄɺɸ. ʄʘʨʢʝʪʠʥʛʦʚʦʝ ʫʧʨʘʚʣʝʥʠʝ ʧʨʝʜʧʨʠʷʪʠʝʤ                       2022, ʚʳʧʫʩʢ 3 

Journal Marketing MBA.  Marketing management firms                                                      2022, issue 3 
  

101 

 

ʋɼʂ: 338.46, 314.143 

ʈʳʩʴ ɺʷʯʝʩʣʘʚ ʀʛʦʨʝʚʠʯ, 

ʉʇʙɻʋ,ʬ-ʪ ʧʦʣʠʪʦʣʦʛʠʠ, 

ʩʪʫʜʝʥʪ 2 ʢʫʨʩʘ ʙʘʢʘʣʘʚʨʠʘʪʘ, 

vyacheslav.rys@mail.ru 

 

ɼɽʄʆɻʈɸʌʀʏɽʉʂɸʗ ʉʀʊʋɸʎʀʗ ʉʆɺʈɽʄɽʅʅʆʁ ʈʆʉʉʀʀ ɺ 

ʈɸɿʈɽɿɽ ʉʆʎʀɸʃʔʅʆʁ ʇʆʃʀʊʀʂʀ 

 

Rys Vyacheslav, 
St. Petersburg State University, 

Faculty of Political Science, 

2nd year bachelorôs degree, 

vyacheslav.rys@mail.ru 

 

DEMOGRAPHIC SITUATION OF MODERN RUSSIA IN THE CONTEXT 

OF SOCIAL POLICY 

 

ʉʝʛʦʜʥʷ ʧʨʦʙʣʝʤʳ ʜʝʤʦʛʨʘʬʠʠ ʷʚʣʷʶʪʩʷ ʘʢʪʫʘʣʴʥʳʤʠ ʜʣʷ ʙʦʣʴʰʠʥʩʪʚʘ 

ʨʘʟʚʠʪʳʭ ʩʪʨʘʥ ʤʠʨʘ. ʆʪʤʝʪʠʤ, ʯʪʦ ʦʩʪʨʦ ʩʪʦʠʪ ʚʦʧʨʦʩ ʥʝ ʪʦʣʴʢʦ ʦʙ 

ʫʚʝʣʠʯʝʥʠʠ ʥʘʩʝʣʝʥʠʷ, ʥʦ ʠ ʦ ʟʜʦʨʦʚʴʝ ʦʙʱʝʩʪʚʘ ʠ ʜʘʞʝ ï ʦʪʜʝʣʴʥʦʛʦ 

ʠʥʜʠʚʠʜʘ. ʉ ʢʘʞʜʳʤ ʛʦʜʦʤ ʚʩʝ ʯʘʱʝ ʦʙʩʫʞʜʘʶʪʩʷ ʚʦʧʨʦʩʳ ʫʣʫʯʰʝʥʠʷ 

ʢʘʯʝʩʪʚʘ ʤʝʜʠʮʠʥʩʢʦʛʦ ʦʙʩʣʫʞʠʚʘʥʠʷ ʠ ʚʦʩʧʠʪʘʥʠʷ ʟʜʦʨʦʚʦʛʦ ʧʦʢʦʣʝʥʠʷ 

ʜʝʪʝʡ ʧʫʪʝʤ ʜʦʥʝʩʝʥʠʷ ʵʪʦʡ ʠʜʝʠ ʯʝʨʝʟ ʤʦʨʘʣʴʥʦ-ʥʨʘʚʩʪʚʝʥʥʦʝ ʮʝʥʥʦʩʪʠ, 

ʧʨʠʚʠʚʘʝʤʳʝ ʚ ʜʝʪʩʢʠʭ ʩʘʜʘʭ, ʰʢʦʣʘʭ ʠ ʧʨʦʯʠʭ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ 

ʫʯʨʝʞʜʝʥʠʷʭ. ʅʘʫʯʥʳʝ ʠʩʩʣʝʜʦʚʘʥʠʷ ʛʦʚʦʨʷʪ ʦ ʪʦʤ, ʯʪʦ ʟʜʦʨʦʚʴʝ ʛʨʘʞʜʘʥ 

ʟʥʘʯʠʪʝʣʴʥʦ ʫʭʫʜʰʘʝʪʩʷ ʠʤʝʥʥʦ ʟʘ ʚʨʝʤʷ ʦʙʫʯʝʥʠʷ. ʕʢʩʧʝʨʪʳ ʩʦʛʣʘʰʘʶʪʩʷ ʩ 

ʪʝʤ, ʯʪʦ ʙʦʣʴʰʘʷ ʯʘʩʪʴ ʤʦʣʦʜʳʭ ʣʶʜʝʡ, ʧʦʢʠʜʘʶʪ ʩʪʝʥʳ ʫʯʝʙʥʳʭ ʟʘʚʝʜʝʥʠʡ ʩ 

ʙʦʣʝʝ ʥʠʟʢʠʤ ʫʨʦʚʥʝʤ ʬʠʟʠʯʝʩʢʦʛʦ ʟʜʦʨʦʚʴʷ, ʚ ʩʨʘʚʥʝʥʠʝ ʥʘ ʥʘʯʘʣʦ 

ʧʦʩʪʫʧʣʝʥʠʷ ʚ ʚʫʟ. [3] ʇʨʦʛʨʘʤʤʘ ʦʙʫʯʝʥʠʷ ʙʘʢʘʣʘʚʨʠʘʪʘ ʩʦʩʪʘʚʣʷʝʪ ʦʪ 3 ʜʦ 5 

ʣʝʪ ʚ ʦʯʥʦʡ ʬʦʨʤʝ, ʩʣʝʜʦʚʘʪʝʣʴʥʦ, ʛʨʘʞʜʘʥʝ ʚ ʚʦʟʨʘʩʪʝ 21-25 ʣʝʪ ʫʞʝ ʠʤʝʶʪ 

ʦʧʨʝʜʝʣʸʥʥʳʝ ʧʨʦʙʣʝʤʳ ʩ ʬʠʟʠʯʝʩʢʦʡ ʬʦʨʤʦʡ ʠʣʠ ʞʝ ʩʦ ʟʜʦʨʦʚʴʝʤ.  

ɼʝʤʦʛʨʘʬʠʯʝʩʢʘʷ ʩʠʪʫʘʮʠʷ ʚ ʩʪʨʘʥʝ ʷʚʣʷʝʪʩʷ ʦʩʥʦʚʦʡ ʥʘʮʠʦʥʘʣʴʥʦʡ 
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ʙʝʟʦʧʘʩʥʦʩʪʠ ʠ ʚʦʟʤʦʞʥʦʩʪʴʶ ʜʘʣʴʥʝʡʰʝʛʦ ʨʘʟʚʠʪʠʷ ʵʢʦʥʦʤʠʢʠ ʛʦʩʫʜʘʨʩʪʚʘ. 

ʏʝʣʦʚʝʯʝʩʢʠʡ ʬʘʢʪʦʨ ʠʤʝʝʪ ʧʝʨʚʦʩʪʝʧʝʥʥʦʝ ʟʥʘʯʝʥʠʝ ʚ ʧʦʧʦʣʥʝʥʠʠ ʪʨʫʜʦʚʳʭ 

ʨʝʩʫʨʩʦʚ ʠ ʚʣʠʷʥʠʠ ʥʘ ʠʭ ʢʘʯʝʩʪʚʦ. ɿʜʦʨʦʚʦʝ, ʪʨʫʜʦʩʧʦʩʦʙʥʦʝ ʥʘʩʝʣʝʥʠʝ 

ʚʳʩʪʫʧʘʝʪ ʚ ʨʦʣʠ ʥʘʧʨʘʚʣʷʶʱʝʡ ʩʠʣʳ ʵʢʦʥʦʤʠʢʠ ʠ ʝʝ ʙʣʘʛʦʩʦʩʪʦʷʥʠʷ.  

ʉ ʥʘʯʘʣʘ 1990-ʭ ʛʦʜʦʚ ʚ ʈʦʩʩʠʠ ʥʘʙʣʶʜʘʣʦʩʴ ʧʨʦʜʦʣʞʠʪʝʣʴʥʦʝ ʧʘʜʝʥʠʝ 

ʢʦʵʬʬʠʮʠʝʥʪʘ ʨʦʞʜʘʝʤʦʩʪʠ, ʠ ʫʚʝʣʠʯʝʥʠʝ ʩʤʝʨʪʥʦʩʪʠ, ʯʪʦ ʧʦʩʣʫʞʠʣʦ 

ʥʘʯʘʣʦʤ ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʛʦ ʢʨʠʟʠʩʘ. (ʈʠʩ.1) 

 

ʈʠʩ. 1. ɽʩʪʝʩʪʚʝʥʥʳʡ ʧʨʠʨʦʩʪ ʥʘʩʝʣʝʥʠʷ ʈʦʩʩʠʠ [15] 

 

ʆʩʥʦʚʥʦʡ ʧʨʠʯʠʥʦʡ ʨʘʟʚʠʪʠʷ ʧʦʜʦʙʥʦʡ ʪʝʥʜʝʥʮʠʠ ʤʦʞʥʦ ʚʳʜʝʣʠʪʴ 

ʛʣʫʙʦʢʠʡ ʢʨʠʟʠʩ ʠʥʩʪʠʪʫʪʘ ʩʝʤʴʠ ʚ ʈʦʩʩʠʠ, ʥʘ ʬʦʥʝ ʪʷʞʝʣʦʛʦ ʩʦʮʠʘʣʴʥʦ-

ʵʢʦʥʦʤʠʯʝʩʢʦʛʦ ʧʦʣʦʞʝʥʠʷ ʛʨʘʞʜʘʥ ʪʝʭ ʣʝʪ, ʢʦʪʦʨʳʡ ʦʙʫʩʣʦʚʠʣ ʨʘʟʚʠʪʠʝ 

ʥʝʛʘʪʠʚʥʳʭ ʜʝʤʦʛʨʘʬʠʯʝʩʢʠʡ ʪʝʥʜʝʥʮʠʡ. [4; 5] ʕʢʦʥʦʤʠʯʝʩʢʘʷ 

ʥʝʩʪʘʙʠʣʴʥʦʩʪʴ ʧʨʠʚʝʣʘ ʢ ʥʝʚʦʟʤʦʞʥʦʩʪʠ ʦʙʝʩʧʝʯʝʥʠʷ ʨʝʙʝʥʢʘ ʚ ʩʝʤʴʝ, ʯʪʦ 

ʩʢʘʟʳʚʘʣʦʩʴ ʥʘ ʜʦʙʨʦʚʦʣʴʥʦʤ ʦʪʢʘʟʝ ʦʪ ʬʦʨʤʠʨʦʚʘʥʠʷ ʧʦʣʥʦʮʝʥʥʦʡ ʷʯʝʡʢʠ 

ʦʙʱʝʩʪʚʘ. ʉʣʦʞʠʚʰʘʷʩʷ ʩʠʪʫʘʮʠʷ ʩʧʦʩʦʙʩʪʚʦʚʘʣʘ ʦʙʨʘʟʦʚʘʥʠʶ 

ñʜʝʤʦʛʨʘʬʠʯʝʩʢʦʡ ʷʤʳò. ʉʫʪʴ ʜʘʥʥʦʛʦ ʬʝʥʦʤʝʥʘ ʟʘʢʣʶʯʘʝʪʩʷ ʚ ʧʨʝʦʙʣʘʜʘʥʠʠ 

ʧʝʥʩʠʦʥʝʨʦʚ ʥʘʜ ʤʦʣʦʜʳʤʠ ʣʶʜʴʤʠ. ʅʘʣʦʛʦʚʳʝ ʦʪʯʠʩʣʝʥʠ ̫ʪʨʫʜʦʩʧʦʩʦʙʥʦʛʦ 

ʥʘʩʝʣʝʥʠʷ ʥʝ ʚ ʧʦʣʥʦʡ ʤʝʨʝ ʧʦʢʨʳʚʘʶʪ ʜʝʬʠʮʠʪ ʧʝʥʩʠʦʥʥʦʛʦ ʬʦʥʜʘ, ʯʪʦ 
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ʧʦʨʦʞʜʘʝʪ ʧʨʦʚʝʜʝʥʠʝ ʩʧʝʮʠʬʠʯʝʩʢʦʡ ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʡ ʧʦʣʠʪʠʢʠ, 

ʥʘʧʨʘʚʣʝʥʥʦʡ ʥʘ ʫʨʝʛʫʣʠʨʦʚʘʥʠʝ ʘʢʪʫʘʣʴʥʦʛʦ ʚʦʧʨʦʩʘ. 

ʉʪʦʠʪ ʦʪʤʝʪʠʪʴ, ʯʪʦ ʜʝʤʦʛʨʘʬʠʯʝʩʢʠʝ ʧʨʦʙʣʝʤʳ ʩʢʘʟʳʚʘʶʪʩʷ ʠ ʥʘ 

ʦʩʦʙʝʥʥʦʩʪʷʭ ʨʘʚʥʦʤʝʨʥʦʛʦ ʨʘʩʩʝʣʝʥʠʷ ʧʦ ʪʝʨʨʠʪʦʨʠʠ ʩʪʨʘʥʳ. ʅʝʜʦʩʪʘʪʦʯʥʦʝ 

ʢʦʣʠʯʝʩʪʚʦ ʣʶʜʝʡ ʚ ʛʦʩʫʜʘʨʩʪʚʝ ʧʨʠʚʦʜʠʪ ʢ ʧʨʦʙʣʝʤʝ ʧʝʨʝʥʘʩʝʣʝʥʠʷ ʦʜʥʦʛʦ 

ʨʝʛʠʦʥʘ ʠ ʥʝʭʚʘʪʢʝ ʣʶʜʝʡ ʚ ʜʨʫʛʦʤ. ʕʪʦ ʥʝʩʝʪ ʚ ʩʝʙʝ ʦʧʨʝʜʝʣʸʥʥʳʝ 

ʣʦʛʠʩʪʠʯʝʩʢʠʝ ʠʟʜʝʨʞʠ, ʘ ʪʦʯʥʝʝ, ʧʦʚʳʰʝʥʠʝ ʮʝʥ ʥʘ ʧʦʜʦʙʥʳʝ ʫʩʣʫʛʠ, 

ʧʦʩʢʦʣʴʢʫ ʩʪʘʥʦʚʠʪʩʷ ʧʨʦʩʪʦ ʥʝ ʚʳʛʦʜʥʦ ʜʦʩʪʘʚʣʷʪʴ ʪʦʚʘʨʳ ʚ ʦʪʜʘʣʝʥʥʳʝ 

ʫʛʦʣʢʠ ʈʦʩʩʠʠ ʠ ʩʦʟʜʘʝʪ ʧʨʦʙʣʝʤʳ ʩʚʷʟʘʥʥʳʝ ʩ ʧʨʦʚʝʜʝʥʠʝʤ 

ʵʢʩʧʦʨʪʦʦʨʠʝʥʪʠʨʦʚʘʥʥʦʡ ʵʢʦʥʦʤʠʯʝʩʢʦʡ ʧʦʣʠʪʠʢʠ. [1] 

ʇʨʘʚʠʪʝʣʴʩʪʚʦʤ ʈʦʩʩʠʡʩʢʦʡ ʌʝʜʝʨʘʮʠʠ ʙʳʣʦ ʨʘʟʨʘʙʦʪʘʥʦ ʥʝʩʢʦʣʴʢʦ 

ʧʨʦʛʨʘʤʤ, ʩʧʦʩʦʙʩʪʚʫʶʱʠʭ ʨʝʛʫʣʠʨʦʚʘʥʠʶ ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʡ ʩʠʪʫʘʮʠʠ.  

ʆʩʥʦʚʥʦʡ ʠʥʩʪʨʫʢʮʠʝʡ ʜʣʷ ʠʭ ʚʳʧʦʣʥʝʥʠʷ ʩʣʫʞʠʪ ñʂʦʥʮʝʧʮʠʷ ʜʦʣʛʦʩʨʦʯʥʦʛʦ 

ʩʦʮʠʘʣʴʥʦ-ɻ ʢʦʥʦʤʠʯʝʩʢʦʛʦ ʨʘʟʚʠʪʠʷ ʈʦʩʩʠʡʩʢʦʡ ʌʝʜʝʨʘʮʠʠ ʥʘ ʧʝʨʠʦʜ ʜʦ 2020 

ʛʦʜʘò. [10, ʩ. 30] ɺ ʢʦʥʮʝʧʮʠʠ ʙʳʣ ʫʩʪʘʥʦʚʣʝʥ ʧʣʘʥ ʥʘ ʧʦʚʳʰʝʥʠʝ ʯʠʩʣʝʥʥʦʩʪʠ 

ʥʘʩʝʣʝʥʠʷ ʜʦ 145 ʤʣʥ ʯʝʣʦʚʝʢ ʢ 2025 ʛʦʜʫ. ʈʦʩʩʪʘʪ ʧʨʠʚʦʜʠʪ ʩʚʦʡ 

ʜʝʤʦʛʨʘʬʠʯʝʩʢʠʡ ʧʨʦʛʥʦʟ ʜʦ 2035 ʛʦʜʘ, ʚ ʢʦʪʦʨʦʤ ʠʟʣʦʞʝʥʳ 3 ʚʘʨʠʘʥʪʘ ʝʛʦ 

ʨʘʟʚʠʪʠʷ. [13] (ʪʘʙʣ.1)  

ʊʘʙʣ. 1 

ʀʟʤʝʥʝʥʠʝ ʯʠʩʣʝʥʥʦʩʪʠ ʥʘʩʝʣʝʥʠʷ ʧʦ ʚʘʨʠʘʥʪʘʤ ʧʨʦʛʥʦʟʘ (ʪʳʩ. ʯʝʣ) 
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ʊʘʙʣʠʮʘ ʜʝʤʦʥʩʪʨʠʨʫʝʪ, ʯʪʦ ʧʨʠ ʩʘʤʦʤ ʥʠʟʢʦʤ ʚʘʨʠʘʥʪʝ ʧʨʦʛʥʦʟʘ ʢ 2025 

ʛʦʜʫ, ʯʠʩʣʝʥʥʦʩʪʴ ʥʘʩʝʣʝʥʠʷ ʈʦʩʩʠʠ ʙʫʜʝʪ ʩʦʩʪʘʚʣʷʪʴ ʦʢʦʣʦ 144032,2 ʤʣʥ 

ʯʝʣʦʚʝʢ ʠ ʝʩʪʝʩʪʚʝʥʥʳʡ ʧʨʠʨʦʩʪ-823,5 ʪʳʩʷʯʠ ʯʝʣʦʚʝʢ. ʇʦ ʠʪʦʛʘʤ ʩʨʝʜʥʝʛʦ 

ʧʨʦʛʥʦʟʘ ʯʠʩʣʝʥʥʦʩʪʴ ʦʙʦʟʥʘʯʘʝʪʩʷ ʯʠʩʣʦʤ 145858,3 ʤʣʥ ʯʝʣʦʚʝʢ, ʘ 

ʝʩʪʝʩʪʚʝʥʥʳʡ ʧʨʠʨʦʩʪ -572,2 ʪʳʩʷʯʠ ʯʝʣʦʚʝʢ. ʀ ʨʝʟʫʣʴʪʘʪʦʤ ʚʳʩʦʢʦʛʦ 

ʚʘʨʠʘʥʪʘ ʯʠʩʣʝʥʥʦʩʪʴ ʢ ʥʘʯʘʣʫ ʛʦʜʘ ʩʦʩʪʘʚʣʷʝʪ 147582,4 ʧʨʠ ʝʩʪʝʩʪʚʝʥʥʦʤ 

ʧʨʠʨʦʩʪʝ ʚ -230,4. ʉʪʘʪʠʩʪʠʯʝʩʢʠʝ ʜʘʥʥʳʝ ʟʘ 2021 ʛʦʜ ʩʚʠʜʝʪʝʣʴʩʪʚʫʶʪ ʦ 

ʯʠʩʣʝʥʥʦʩʪʠ ʥʘʩʝʣʝʥʠʷ ʈʦʩʩʠʠ ʚ 146,2 ʤʣʥ ʯʝʣʦʚʝʢ ʠ ʝʩʪʝʩʪʚʝʥʥʦʤ ʧʨʠʨʦʩʪʝ 

ʚ -613,439 ʪʳʩʷʯ ʯʝʣʦʚʝʢ. [14] ʅʝʫʪʝʰʠʪʝʣʴʥʘʷ ʩʪʘʪʠʩʪʠʢʘ ʝʩʪʝʩʪʚʝʥʥʦʛʦ 

ʧʨʠʨʦʩʪʘ ʧʨʠʚʝʜʝʥʘ ʟʘ ʷʥʚʘʨʴ 2022 ʛʦʜʘ, ʩʣʝʜʦʚʘʪʝʣʴʥʦ, ʦʥʘ ʙʳʣʘ ʦʙʨʘʙʦʪʘʥʘ 

ʧʦʩʣʝ ʵʧʠʜʝʤʠʠ COVID-19, ʯʪʦ ʥʝ ʤʦʛʣʦ ʙʳʪʴ ʚʢʣʶʯʝʥʦ ʚ ʨʘʩʯʸʪʳ 

ʜʦʣʛʦʩʨʦʯʥʦʛʦ ʧʨʦʛʥʦʟʘ. ɼʝʤʦʛʨʘʬʠʯʝʩʢʘʷ ʩʠʪʫʘʮʠʷ ʚ ʦʯʝʨʝʜʥʦʡ ʨʘʟ 

ʧʦʰʘʪʥʫʣʘʩʴ ʠʟ-ʟʘ ʥʝʧʨʝʜʚʠʜʝʥʥʦʡ ʦʙʩʪʘʥʦʚʢʠ, ʩ ʢʦʪʦʨʦʡ ʩʪʦʣʢʥʫʣʩʷ ʚʝʩʴ 

ʤʠʨ. ɿʘʜʘʯʠ, ʧʦʩʪʘʚʣʝʥʥʳʝ ʧʝʨʝʜ ʧʨʘʚʠʪʝʣʴʩʪʚʦʤ ʜʣʷ ʫʚʝʣʠʯʝʥʠʷ ʯʠʩʣʝʥʥʦʩʪʠ 

ʥʘʩʝʣʝʥʠʷ ʥʝ ʩʤʦʛʫʪ ʙʳʪʴ ʨʝʘʣʠʟʦʚʘʥʳ ʠʤʝʥʥʦ ʧʦ ʵʪʦʡ ʧʨʠʯʠʥʝ. ʆʙʨʘʪʠʤ 

ʚʥʠʤʘʥʠʝ, ʯʪʦ ʜʦ 2021 ʛʦʜʘ ʠʥʩʪʨʫʤʝʥʪʳ ʨʝʛʫʣʠʨʦʚʘʥʠʷ ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʛʦ 

ʢʨʠʟʠʩʘ ʜʘʚʘʣʠ ʨʝʟʫʣʴʪʘʪ, ʵʪʦ ʟʘʤʝʪʥʦ ʧʦ ʢʦʣʠʯʝʩʪʚʫ ʣʶʜʝʡ ʥʘ ʥʘʯʘʣʦ ʛʦʜʘ (146 

ʤʣʥ). [7] 

ʉʣʝʜʫʝʪ ʦʙʦʟʥʘʯʠʪʴ ʨʘʟʥʠʮʫ ʤʝʞʜʫ ʝʩʪʝʩʪʚʝʥʥʳʤ ʠ ʦʙʱʠʤ ʧʨʠʨʦʩʪʦʤ. 

ɽʩʪʝʩʪʚʝʥʥʳʡ ʧʨʠʨʦʩʪ ʧʨʝʜʩʪʘʚʣʷʝʪ ʩʦʙʦʡ ʘʙʩʦʣʶʪʥʫʶ ʚʝʣʠʯʠʥʫ ʨʘʟʥʦʩʪʠ 

ʤʝʞʜʫ ʨʦʜʠʚʰʠʤʠʩʷ ʠ ʫʤʝʨʰʠʤʠ ʟʘ ʦʧʨʝʜʝʣʸʥʥʳʡ ʧʝʨʠʦʜ ʚʨʝʤʝʥʠ, ʯʪʦ 

ʦʪʣʠʯʘʝʪ ʝʛʦ ʦʪ ʦʙʱʝʛʦ ʧʨʠʨʦʩʪʘ, ʢʦʪʦʨʳʡ ʭʘʨʘʢʪʝʨʠʟʫʝʪʩʷ ʨʘʟʥʦʩʪʴʶ 

ʯʠʩʣʝʥʥʦʩʪʠ ʥʘʩʝʣʝʥʠʷ ʥʘ ʥʘʯʘʣʦ ʠ ʢʦʥʝʮ ʦʧʨʝʜʝʣʸʥʥʦʛʦ ʧʝʨʠʦʜʘ ʚʨʝʤʝʥʠ. 

ʊʘʢʠʤ ʦʙʨʘʟʦʤ, ʦʙʱʠʡ ʧʨʠʨʦʩʪ ʚʢʣʶʯʘʝʪ ʚ ʩʝʙʷ ʠ ʤʠʛʨʘʮʠʦʥʥʳʡ ʧʨʠʨʦʩʪ ʟʘ 

ʨʘʩʩʤʘʪʨʠʚʘʝʤʳʡ ʧʝʨʠʦʜ. [15] ʈʘʟʙʠʨʘʝʤʳʡ ʝʩʪʝʩʪʚʝʥʥʳʡ ʧʨʠʨʦʩʪ 

ʧʨʝʜʩʪʘʚʣʷʝʪ ʥʘʠʙʦʣʴʰʠʡ ʠʥʪʝʨʝʩ ʜʣʷ ʠʟʫʯʝʥʠʷ, ʪʘʢ ʢʘʢ ʠʤʝʥʥʦ ʵʬʬʝʢʪʠʚʥʦʝ 

ʩʘʤʦʚʦʩʧʨʦʠʟʚʦʜʩʪʚʦ ʥʘʩʝʣʝʥʠʷ ʩʣʫʞʠʪ ʧʝʨʚʦʩʪʝʧʝʥʥʦʡ ʟʘʜʘʯʝʡ ʜʣʷ 

ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʡ ʧʦʣʠʪʠʢʠ. ʇʦ ʧʨʠʯʠʥʝ ʪʦʛʦ, ʯʪʦ ʝʩʪʝʩʪʚʝʥʥʳʡ ʧʨʠʨʦʩʪ ʚ 

ʈʦʩʩʠʠ ʠʤʝʝʪ ʦʪʨʠʮʘʪʝʣʴʥʦʝ ʟʥʘʯʝʥʠʝ, ʧʨʘʚʠʣʴʥʝʝ ʙʫʜʝʪ ʛʦʚʦʨʠʪʴ ʦ 

ʝʩʪʝʩʪʚʝʥʥʦʡ ʫʙʳʣʠ ʥʘʩʝʣʝʥʠʷ. 
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ʇʨʘʚʠʪʝʣʴʩʪʚʦ ʈʦʩʩʠʠ ʘʢʪʠʚʥʦ ʧʨʠʤʝʥʷʝʪ ʧʨʘʚʦʚʳʝ (ʥʘʧʨʠʤʝʨ, 

ʟʘʢʦʥʦʜʘʪʝʣʴʥʳʝ ʘʢʪʳ, ʨʝʛʫʣʠʨʫʶʱʠʝ ʙʨʘʯʥʳʡ ʚʦʟʨʘʩʪ, ʨʘʟʚʦʜ, ʩʪʘʪʫʩ ʤʘʪʝʨʠ 

ʠ ʧʨ.), ʵʢʦʥʦʤʠʯʝʩʢʠʝ (ʥʘʧʨʠʤʝʨ, ʦʧʣʘʯʠʚʘʝʤʳʡ ʦʪʧʫʩʢ, ʣʴʛʦʪʳ ʠ ʧʨ.)  ʠ 

ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʝ ʤʝʨʳ (ʥʘʧʨʠʤʝʨ, ʬʦʨʤʠʨʦʚʘʥʠʝ ʦʙʱʝʩʪʚʝʥʥʦʛʦ ʤʥʝʥʠʷ, 

ʩʪʘʥʜʘʨʪʦʚ ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʛʦ ʧʦʚʝʜʝʥʠʷ ʠ ʜʨ.) ʜʣʷ ʙʦʨʴʙʳ ʩ ʜʝʤʦʛʨʘʬʠʯʝʩʢʠʤ 

ʢʨʠʟʠʩʦʤ. [9, ʨ. 1189] ʉʘʤʳʤ ʘʢʪʫʘʣʴʥʳʤ ʤʝʪʦʜʦʤ ʙʦʨʴʙʳ ʩ ʜʝʤʦʛʨʘʬʠʯʝʩʢʠʤ 

ʢʨʠʟʠʩʦʤ ʥʘ ʩʝʛʦʜʥʷʰʥʠʡ ʜʝʥʴ ʷʚʣʷʶʪʩʷ ʚʳʧʣʘʪʳ ʧʦ ʤʘʪʝʨʠʥʩʢʦʤʫ ʢʘʧʠʪʘʣʫ. 

ʄʘʪʝʨʠʥʩʢʠʡ ʢʘʧʠʪʘʣ ʧʨʝʜʩʪʘʚʣʷʝʪ ʩʦʙʦʡ ʛʦʩʫʜʘʨʩʪʚʝʥʥʫʶ ʧʦʜʜʝʨʞʢʫ ʩʝʤʝʡ, 

ʚʦʩʧʠʪʳʚʘʶʱʠʭ ʦʜʥʦʛʦ ʠʣʠ ʙʦʣʝʝ ʜʝʪʝʡ. [11] ɼʘʥʥʫʶ ʚʳʧʣʘʪʫ ʥʝ 

ʧʨʝʜʦʩʪʘʚʣʷʶʪ ʚ ʚʠʜʝ ʥʘʣʠʯʥʳʭ ʩʨʝʜʩʪʚ, ʧʦʩʢʦʣʴʢʫ ʦʥʘ ʧʨʝʜʥʘʟʥʘʯʝʥʘ ʜʣʷ 

ʩʦʢʨʘʱʝʥʠʷ ʨʘʩʭʦʜʦʚ ʥʘ ʩʦʜʝʨʞʘʥʠʝ ʨʝʙʝʥʢʘ. ʊʘʢ, ʛʣʘʚʥʘʷ ʚʦʟʤʦʞʥʦʩʪʴ 

ʚʦʩʧʦʣʴʟʦʚʘʪʴʩʷ ʝʶ ʦʧʨʝʜʝʣʷʝʪʩʷ ʩʣʝʜʫʶʱʠʤʠ ʧʦʣʦʞʝʥʠʷʤʠ: ʫʣʫʯʰʝʥʠʝ 

ʞʠʣʠʱʥʳʭ ʫʩʣʦʚʠʡ ʩʝʤʴʠ (ʠʧʦʪʝʢʘ ʚ ʪʦʤ ʯʠʩʣʝ) ʠʣʠ ʥʘ ʧʦʣʫʯʝʥʠʝ ʦʙʨʘʟʦʚʘʥʠʷ 

ʜʣʷ ʨʝʙʝʥʢʘ ʚ ʙʫʜʫʱʝʤ. ʇʦʜʦʙʥʘʷ ʩʦʮʠʘʣʴʥʘʷ ʧʦʜʜʝʨʞʢʘ ʩʦ ʩʪʦʨʦʥʳ 

ʛʦʩʫʜʘʨʩʪʚʘ ʩʪʠʤʫʣʠʨʫʝʪ ʦʙʨʘʟʦʚʘʥʠʝ ʚʩʝ ʙʦʣʴʰʠʭ ʧʦʣʥʦʮʝʥʥʳʭ ʩʝʤʝʡ ʥʘ 

ʪʝʨʨʠʪʦʨʠʠ ʩʪʨʘʥʳ, ʢʦʪʦʨʳʝ ʥʘʭʦʜʷʪʩʷ ʚ ʦʬʠʮʠʘʣʴʥʦʤ ʙʨʘʢʝ. ʄʘʪʝʨʠʥʩʢʠʡ 

ʢʘʧʠʪʘʣ ʧʨʝʜʦʩʪʘʚʣʷʝʪʩʷ ʥʝ ʪʦʣʴʢʦ ʟʘ ʨʦʞʜʝʥʠʝ ʨʝʙʝʥʢʘ, ʥʦ ʠ ʟʘ ʫʩʳʥʦʚʣʝʥʠʝ 

(ʫʜʦʯʝʨʝʥʠʝ) ʜʝʪʝʡ ʠʟ ʜʝʪʩʢʠʭ ʜʦʤʦʚ, ʠʥʪʝʨʥʘʪʦʚ. ʆʜʥʠʤ ʠʟ ʜʦʩʪʦʠʥʩʪʚ ʵʪʦʡ 

ʚʳʧʣʘʪʳ ʷʚʣʷʝʪʩʷ ʝʞʝʛʦʜʥʘʷ ʠʥʜʝʢʩʘʮʠʷ ʧʦ ʬʘʢʪʠʯʝʩʢʦʡ ʠʥʬʣʷʮʠʠ. ʇʦʤʠʤʦ 

ʵʪʦʛʦ, ʇʨʘʚʠʪʝʣʴʩʪʚʦ ʈʦʩʩʠʡʩʢʦʡ ʌʝʜʝʨʘʮʠʠ ʧʝʨʠʦʜʠʯʝʩʢʠ ʧʦʚʳʰʘʝʪ ʨʘʟʤʝʨ 

ʤʘʪʝʨʠʥʩʢʦʛʦ ʢʘʧʠʪʘʣʘ, ʯʪʦ ʚʳʩʪʫʧʘʝʪ ʚ ʨʦʣʠ ʝʱʝ ʙʦʣʴʰʝʛʦ ʩʪʠʤʫʣʘ ʜʣʷ 

ʨʦʞʜʝʥʠʷ ʧʝʨʚʦʛʦ ʠ ʧʦʩʣʝʜʫʶʱʠʭ ʜʝʪʝʡ.  ɹʣʘʛʦʜʘʨʷ ʧʨʦʚʦʜʠʤʳʤ ʤʝʨʘʤ ʩʫʤʤʘ 

ʚʳʧʣʘʪ ʟʘ ʤʘʪʝʨʠʥʩʢʠʡ (ʩʝʤʝʡʥʳʡ) ʢʘʧʠʪʘʣ ʫʚʝʣʠʯʠʚʘʝʪʩʷ ʩ ʢʘʞʜʳʤ ʛʦʜʦʤ. 

(ʉʤ. ʨʠʩ. 2)  

ɺ 2021 ʛʦʜʫ ʩʫʤʤʘ ʩʦʩʪʘʚʠʣʘ 483 881, ʘ ʚ 2022 ʛʦʜʫ ʫʞʝ 524 527,90. (ɹʳʣ 

ʫʢʘʟʘʥ ʨʘʟʤʝʨ ʚʳʧʣʘʪ ʟʘ ʧʝʨʚʦʛʦ ʨʝʙʝʥʢʘ)  

ʅʘʩʝʣʝʥʠʝ ʠ ʵʢʦʥʦʤʠʢʘ ʚʩʝʛʜʘ ʙʳʣʠ ʚʟʘʠʤʦʜʦʧʦʣʥʷʝʤʳʤʠ 

ʢʦʤʧʦʥʝʥʪʘʤʠ. ʊʦʚʘʨʳ ʠ ʫʩʣʫʛʠ ʧʨʦʠʟʚʦʜʷʪʩʷ ʣʶʜʴʤʠ ʠ ʜʣʷ ʣʶʜʝʡ. 

ʂʚʘʣʠʬʠʮʠʨʦʚʘʥʥʳʝ ʩʦʪʨʫʜʥʠʢʠ ʩʦʩʪʘʚʣʷʶʪ ʙʘʟʫ ʜʣʷ ʵʬʬʝʢʪʠʚʥʦʛʦ ʨʘʟʚʠʪʠʷ 

ʵʢʦʥʦʤʠʯʝʩʢʠʭ ʧʨʦʮʝʩʩʦʚ ʚʥʫʪʨʠ ʠ ʟʘ ʧʨʝʜʝʣʘʤʠ ʩʪʨʘʥʳ. ʅʝʜʦʩʪʘʪʦʢ 
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ʩʧʝʮʠʘʣʠʩʪʦʚ ʤʦʞʝʪ ʛʨʦʟʠʪʴ ʦʪʩʫʪʩʪʚʠʝʤ ʠʥʥʦʚʘʮʠʦʥʥʳʭ ʦʪʢʨʳʪʠʡ ʠ 

ʜʦʩʪʠʞʝʥʠʡ ʚʥʫʪʨʠ ʛʦʩʫʜʘʨʩʪʚʘ, ʯʪʦ ʚʣʝʯʝʪ ʟʘ ʩʦʙʦʡ ʟʘʚʠʩʠʤʦʩʪʴ ʦʪ 

ʙʳʩʪʨʦʨʘʟʚʠʚʘʶʱʠʭʩʷ ʩʪʨʘʥ. [2; 8]  

 

ʈʠʩ. 2. ʈʘʟʤʝʨ ʤʘʪʝʨʠʥʩʢʦʛʦ ʢʘʧʠʪʘʣʘ ʚ ʈʦʩʩʠʡʩʢʦʡ ʌʝʜʝʨʘʮʠʠ [12] 

 

ʉʦʚʨʝʤʝʥʥʘʷ ʜʝʤʦʛʨʘʬʠʯʝʩʢʘʷ ʩʠʪʫʘʮʠʷ ʚ ʈʦʩʩʠʠ ʧʨʝʜʩʪʘʚʣʷʝʪ ʩʦʙʦʡ 

ʫʛʨʦʟʫ ʥʘʮʠʦʥʘʣʴʥʦʡ ʙʝʟʦʧʘʩʥʦʩʪʠ. ʅʝʢʦʪʦʨʳʝ ʵʢʩʧʝʨʪʳ ʧʨʝʜʨʝʢʘʶʪ 

ñʚʳʤʠʨʘʥʠʝò ʨʦʩʩʠʷʥ, ʢʦʪʦʨʦʝ ʭʘʨʘʢʪʝʨʠʟʫʝʪʩʷ ʥʝ ʧʦʣʥʳʤ ʠʩʯʝʟʥʦʚʝʥʠʝʤ 

ʥʘʩʝʣʝʥʠʷ, ʘ ʝʛʦ ʜʝʧʦʧʫʣʷʮʠʠ ʜʦ ʢʨʠʪʠʯʝʩʢʠʭ ʧʦʢʘʟʘʪʝʣʝʡ.  

ɿʘʢʣʶʯʝʥʠʝ. ʆʛʨʦʤʥʦʝ ʟʥʘʯʝʥʠʝ ʥʘ ʨʘʟʚʠʪʠʝ ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʡ 

ʧʨʦʙʣʝʤʳ ʚ ʈʦʩʩʠʠ ʦʢʘʟʘʣʠ ʠʩʪʦʨʠʯʝʩʢʠʝ ʩʦʙʳʪʠʷ. ʉʦʮʠʘʣʴʥʦ-ɻ ʢʦʥʦʤʠʯʝʩʢʠʝ 

ʬʘʢʪʦʨʳ, ʚʳʟʚʘʥʥʳʝ ʠʟʤʝʥʝʥʠʝʤ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʛʦ ʫʩʪʨʦʡʩʪʚʘ ʚ 90-ʭ ʛʦʜʘʭ 

XX ʚʝʢʘ ʧʨʦʜʦʣʞʘʶʪ ʥʝʛʘʪʠʚʥʦ ʩʢʘʟʳʚʘʪʴʩʷ ʥʘ ʦʙʱʝʤ ʧʨʠʨʦʩʪʝ ʥʘʩʝʣʝʥʠʷ. ʇʦ 

ʧʨʠʯʠʥʝ ʠʟʤʝʥʝʥʠʷ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʡ ʠʜʝʦʣʦʛʠʠ, ʘ ʪʦʯʥʝʝ ʥʝʡʪʨʘʣʠʟʘʮʠʷ 

ʧʦʟʠʮʠʠ ʮʝʣʦʩʪʥʦʛʦ ʛʦʩʫʜʘʨʩʪʚʘ, ʥʘʨʦʜʳ ʧʦʩʪʩʦʚʝʪʩʢʦʛʦ ʧʨʦʩʪʨʘʥʩʪʚʘ 

ʫʪʨʘʪʠʣʠ ʯʫʚʩʪʚʦ ʝʜʠʥʝʥʠʷ. ʕʪʦ ʩʢʘʟʳʚʘʝʪʩʷ ʥʘ ʧʘʜʝʥʠʠ ʧʦʢʘʟʘʪʝʣʝʡ 

ʤʠʛʨʘʮʠʦʥʥʦʛʦ ʧʨʠʨʦʩʪʘ. ʉʦʙʳʪʠʷ 2021 ʛʦʜʘ, ʩʚʷʟʘʥʥʳʝ ʩ ʵʧʠʜʝʤʠʝʡ COVID-

19 ʪʘʢʞʝ ʦʩʣʘʙʠʣʠ ʜʦʣʛʦʩʨʦʯʥʳʝ ʧʝʨʩʧʝʢʪʠʚʳ ʨʘʟʚʠʪʠʷ ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʛʦ 

ʩʦʩʪʘʚʣʷʶʱʝʛʦ ʛʦʩʫʜʘʨʩʪʚʘ. ɼʦʙʨʦʚʦʣʴʥʳʡ ʦʪʢʘʟ ʦʪ ʜʝʪʦʨʦʞʜʝʥʠʷ ʪʘʢʞʝ 
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ʚʳʜʝʣʷʝʪʩʷ ʚ ʢʘʯʝʩʪʚʝ ʦʩʥʦʚʥʳʭ ʧʨʦʙʣʝʤ, ʚʣʠʷʶʱʠʭ ʥʘ ʜʝʤʦʛʨʘʬʠʶ.  

ɼʣʷ ʙʦʨʴʙʳ ʩ ʜʝʤʦʛʨʘʬʠʯʝʩʢʠʤ ʢʨʠʟʠʩʦʤ ʩʣʝʜʫʝʪ ʫʜʝʣʠʪʴ ʚʥʠʤʘʥʠʝ 

ʚʦʩʩʪʘʥʦʚʣʝʥʠʶ ʠʥʩʪʠʪʫʪʘ ʩʝʤʴʠ, ʢʦʪʦʨʳʡ ʧʦʜʚʝʨʛʩʷ ʢʨʠʟʠʩʫ ʚ 90-ʭ ʛʦʜʘʭ. 

ʇʨʦʜʦʣʞʠʪʴ ʙʶʜʞʝʪʥʦʝ ʩʪʠʤʫʣʠʨʦʚʘʥʠʝ ʩʝʤʝʡ, ʢʦʪʦʨʦʝ ʦʩʫʱʝʩʪʚʣʷʝʪʩʷ 

ʧʦʩʨʝʜʩʪʚʦʤ ʤʘʪʝʨʠʥʩʢʦʛʦ ʢʘʧʠʪʘʣʘ. ʋʜʝʣʠʪʴ ʦʩʦʙʦʝ ʚʥʠʤʘʥʠʝ ʟʜʦʨʦʚʴʶ 

ʧʦʜʨʘʩʪʘʶʱʝʛʦ ʧʦʢʦʣʝʥʠʷ. ɹʦʣʝʝ ʧʦʜʨʦʙʥʦ ʠ ʥʘʩʪʦʡʯʠʚʦ ʟʘʥʠʤʘʪʴʩʷ 

ʚʦʩʧʠʪʘʥʠʝʤ ʜʝʪʝʡ ʜʦʰʢʦʣʴʥʦʛʦ ʠ ʰʢʦʣʴʥʦʛʦ ʚʦʟʨʘʩʪʦʚ ʠʤʝʥʥʦ ʚ ʥʘʧʨʘʚʣʝʥʠʠ 

ʧʨʦʧʘʛʘʥʜʳ ʟʜʦʨʦʚʦʛʦ ʦʙʨʘʟʘ ʞʠʟʥʠ.  

ɼʝʤʦʛʨʘʬʠʯʝʩʢʠʡ ʚʦʧʨʦʩ ʘʢʪʫʘʣʝʥ ʥʘ ʧʨʦʪʷʞʝʥʠʠ ʚʩʝʛʦ ʪʦʛʦ ʚʨʝʤʝʥʠ, 

ʯʪʦ ʧʦʷʚʠʣʘʩʴ ʧʨʦʙʣʝʤʘ ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʛʦ ʢʨʠʟʠʩʘ. ʇʨʘʚʠʪʝʣʴʩʪʚʦ ʫʜʝʣʷʝʪ ʝʝ 

ʨʘʟʨʝʰʝʥʠʶ ʦʩʦʙʝʥʥʦʛʦ ʤʥʦʛʦ ʚʨʝʤʝʥʠ, ʯʪʦ ʧʦʣʦʞʠʪʝʣʴʥʦ ʩʢʘʟʳʚʘʝʪʩʷ ʚ 

ʜʦʣʛʦʩʨʦʯʥʦʡ ʧʝʨʩʧʝʢʪʠʚʝ. ʇʦʩʣʝ ʵʧʠʜʝʤʠʦʣʦʛʠʯʝʩʢʦʡ ʦʙʩʪʘʥʦʚʢʠ ʚ ʩʪʨʘʥʝ ʠ 

ʤʠʨʝ ʧʦʷʚʠʣʠʩʴ ʥʦʚʳʝ ʟʘʜʘʯʠ, ʢʦʪʦʨʳʝ ʢʘʨʜʠʥʘʣʴʥʦ ʠʟʤʝʥʷʪ ʚʝʢʪʦʨ 

ʧʨʦʚʦʜʠʤʦʡ ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʡ ʧʦʣʠʪʠʢʠ. 
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ɸʥʥʦʪʘʮʠʷ 

ɺ ʥʘʫʯʥʦʡ ʨʘʙʦʪʝ ʧʨʝʜʩʪʘʚʣʝʥʳ ʨʝʟʫʣʴʪʘʪʳ ʘʥʘʣʠʟʘ ʦʩʥʦʚʥʳʭ ʥʘʧʨʘʚʣʝʥʠʡ 

ʩʪʨʘʪʝʛʠʯʝʩʢʦʛʦ ʨʘʟʚʠʪʠʷ ʧʨʝʜʧʨʠʷʪʠʡ ʈʦʩʩʠʠ ʚ ʩʦʚʨʝʤʝʥʥʳʭ ʫʩʣʦʚʠʷʭ ʥʦʚʦʡ 

ʨʝʘʣʴʥʦʩʪʠ, ʢʦʪʦʨʳʝ ʭʘʨʘʢʪʝʨʠʟʫʶʪʩʷ ʮʠʬʨʦʚʦʡ ʪʨʘʥʩʬʦʨʤʘʮʠʝʡ ʵʢʦʥʦʤʠʢʠ, 

ʪʝʭʥʦʣʦʛʠʡ ʠ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʦʚ. ɺ ʨʘʙʦʪʝ ʧʨʠʤʝʥʝʥʳ ʩʫʙʲʝʢʪʥʦ-ʦʙʲʝʢʪʥʳʡ, 

ʩʪʨʫʢʪʫʨʥʦ-ʬʫʥʢʮʠʦʥʘʣʴʥʳʡ ʧʦʜʭʦʜʳ, ʤʝʪʦʜʳ ʩʠʩʪʝʤʥʦʛʦ ʘʥʘʣʠʟʘ, ʧʨʠʝʤʳ 
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ʠʩʩʣʝʜʦʚʘʥʠʷ ʥʘʫʯʥʦʡ ʨʘʙʦʪʳ ʩʦʩʪʦʠʪ ʠʟ ʤʘʪʝʨʠʘʣʦʚ ʧʝʨʠʦʜʠʯʝʩʢʠʭ 

ʠʟʜʘʪʝʣʴʩʪʚ ʠ ʥʘʫʯʥʦʡ ʧʣʘʪʬʦʨʤʳ elibrary.ru. ɺ ʨʘʤʢʘʭ ʨʘʙʦʪʳ 

ʩʬʦʨʤʫʣʠʨʦʚʘʥʳ ʮʝʣʠ ʮʠʬʨʦʚʦʡ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʙʠʟʥʝʩʘ ʚ ʈʦʩʩʠʠ. 

ʆʧʨʝʜʝʣʝʥʳ ʬʘʢʪʦʨʳ, ʢʦʪʦʨʳʝ ʷʚʣʷʶʪʩʷ ʜʨʘʡʚʝʨʘʤʠ ʧʨʠ ʨʝʘʣʠʟʘʮʠʠ 

ʩʪʨʘʪʝʛʠʠ ʮʠʬʨʦʚʦʡ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʬʠʥʘʥʩʦʚʦ-ʧʨʦʠʟʚʦʜʩʪʚʝʥʥʦʡ 

ʜʝʷʪʝʣʴʥʦʩʪʠ ʧʨʝʜʧʨʠʷʪʠʡ. ʇʨʝʜʣʦʞʝʥʳ ʧʝʨʩʧʝʢʪʠʚʥʳʝ ʩʪʨʘʪʝʛʠʠ ʨʘʟʚʠʪʠʷ 

ʙʠʟʥʝʩʘ ʧʨʠ ʫʩʣʦʚʠʷʭ ʮʠʬʨʦʚʦʡ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʦʚ.  
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Abstract 

The scientific work presents the results of the analysis of the main directions of 

strategic development of Russian enterprises in the modern conditions of the new 

reality, which are characterized by the digital transformation of the economy, 

technology and business processes. The paper uses subject-object, structural-

functional approaches, methods of system analysis, comparative techniques, 

statistical research methods. The information base of the research of scientific work 

consists of materials from periodical publishers and a scientific platform elibrary.ru 

. The paper considers the theoretical aspects digital transformation of business in 

Russia are formulated. The factors that are drivers in the implementation of the 

strategy of digital transformation of financial and production activities of enterprises 

are identified. Promising business development strategies are proposed under the 

conditions of digital transformation of business processes, taking into account the 

interests of stakeholders and drivers influencing the digitalization of the economy 

and entrepreneurial activity of economic entities in Russia.  
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ʉʝʡʯʘʩ ʘʢʪʠʚʥʦ ʠʜʝʪ ʯʝʪʚʝʨʪʘʷ ʧʨʦʤʳʰʣʝʥʥʘʷ ʨʝʚʦʣʶʮʠʷ. ɽʝ ʛʣʘʚʥʦʡ 

ʭʘʨʘʢʪʝʨʠʩʪʠʢʦʡ ʷʚʣʷʝʪʩʷ ʩʪʨʝʤʠʪʝʣʴʥʦʝ ʨʘʟʚʠʪʠʝ ʠʥʬʦʨʤʘʮʠʦʥʥʳʭ ʪʝʭʥʦʣʦʛʠʡ, 

ʮʠʬʨʦʚʳʭ ʩʠʩʪʝʤ, ʠʥʥʦʚʘʮʠʡ ʠ ʠʥʪʝʣʣʝʢʪʫʘʣʴʥʳʭ ʧʨʦʛʨʘʤʤ. ʄʦʞʥʦ ʩʢʘʟʘʪʴ, ʯʪʦ 

ʩʝʡʯʘʩ, ʚ 2022 ʛʦʜʫ, ʚ ʨʘʤʢʘʭ ʯʝʪʚʝʨʪʦʡ ʧʨʦʤʳʰʣʝʥʥʦʡ ʨʝʚʦʣʶʮʠʠ ʧʨʦʠʩʭʦʜʠʪ 

ʘʢʪʠʚʥʦʝ ʬʦʨʤʠʨʦʚʘʥʠʝ ʰʝʩʪʦʛʦ ʪʝʭʥʦʣʦʛʠʯʝʩʢʦʛʦ ʫʢʣʘʜʘ, ʛʜʝ ʨʦʣʴ 

ʚʳʩʦʢʦʠʥʪʝʣʣʝʢʪʫʘʣʴʥʳʭ ʪʝʭʥʦʣʦʛʠʡ ʠ ʩʠʩʪʝʤ ʚ ʨʘʟʳ ʫʚʝʣʠʯʠʚʘʝʪʩʷ. [10] 

ɺ ʜʘʥʥʳʡ ʤʦʤʝʥʪ, ʧʨʦʮʝʩʩʳ ʚʥʝʜʨʝʥʠʷ ʮʠʬʨʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ ʨʦʩʩʠʡʩʢʠʤʠ 

ʢʦʤʧʘʥʠʷʤʠ ʧʦʜʚʝʨʞʝʥʳ ʥʝʛʘʪʠʚʥʦʤʫ ʚʣʠʷʥʠʶ ʬʘʢʪʦʨʦʚ ʚʥʝʰʥʝʡ ʩʨʝʜʳ, ʯʪʦ 

ʜʘʝʪ ʨʘʟʥʦʥʘʧʨʘʚʣʝʥʥʳʝ ʨʝʟʫʣʴʪʘʪʳ. ʉ ʦʜʥʦʡ ʩʪʦʨʦʥʳ, ʧʘʥʜʝʤʠʷ COVID-19 ʜʘʣʘ 

ʪʦʣʯʦʢ ʧʨʦʮʝʩʩʘʤ ʮʠʬʨʦʚʠʟʘʮʠʠ ʢʘʢ ʚ ʙʠʟʥʝʩʝ, ʪʘʢ ʠ ʚ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʤ 

ʫʧʨʘʚʣʝʥʠʠ. ʌʘʢʪʠʯʝʩʢʠ ʤʳ ʤʦʞʝʤ ʩʢʘʟʘʪʴ, ʯʪʦ ʮʠʬʨʦʚʠʟʘʮʠʷ ʙʠʟʥʝʩʘ ʧʨʠʚʝʣʘ ʢ 

ʧʦʪʨʷʩʘʶʱʠʤ ʨʝʟʫʣʴʪʘʪʘʤ (ʥʘʧʨʠʤʝʨ, ʧʨʦʛʨʘʤʤʘ çʎʠʬʨʦʚʘʷ ʈʦʩʩʠʷè ʙʳʣʘ, ʚ 

ʧʨʠʥʮʠʧʝ, ʚʳʧʦʣʥʝʥʘ ʜʦ ʢʦʥʮʘ 2020 ʛʦʜʘ. ɿʥʘʯʠʪʝʣʴʥʦʝ ʨʘʟʚʠʪʠʝ ʧʦʣʫʯʠʣʘ ʪ.ʥ. 

çʮʠʬʨʦʚʘʷ ʢʫʣʴʪʫʨʘè, ʚ ʪʦʤ ʯʠʩʣʝ ʠ ʧʦʣʠʪʠʯʝʩʢʘʷ. [5] ɹʣʘʛʦʜʘʨʷ ʝʤʫ ʙʳʣʠ 

ʧʨʦʩʪʠʤʫʣʠʨʦʚʘʥʳ çʤʝʜʣʝʥʥʳʝè ʧʨʦʮʝʩʩʳ ʮʠʬʨʦʚʠʟʘʮʠʠ ʙʠʟʥʝʩ-ʤʦʜʝʣʠ 

ʧʨʝʜʧʨʠʷʪʠʡ. ʉʠʪʫʘʮʠʷ ʚʳʥʫʞʜʘʣʘ ʫʚʝʣʠʯʠʚʘʪʴ ʠʥʥʦʚʘʮʠʦʥʥʫʶ ʘʢʪʠʚʥʦʩʪʴ 

ʦʨʛʘʥʠʟʘʮʠʡ, ʧʝʨʝʚʦʜʠʪʴ ʦʩʥʦʚʥʳʝ ʠ ʚʪʦʨʠʯʥʳʝ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʳ çʚ ʮʠʬʨʫè. [3; 

11] 
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ʉ ʜʨʫʛʦʡ ʩʪʦʨʦʥʳ, ʧʘʥʜʝʤʠʷ ʥʘʥʝʩʣʘ ʯʫʚʩʪʚʠʪʝʣʴʥʳʡ ʚʨʝʜ ʙʠʟʥʝʩʫ. 

ɹʝʩʩʧʦʨʥʦ, COVID-19 ʩʪʘʣ ʧʨʠʯʠʥʦʡ ʟʘʤʝʜʣʝʥʠʷ ʵʢʦʥʦʤʠʯʝʩʢʦʛʦ ʨʦʩʪʘ, 

ʨʘʟʦʨʝʥʠʶ ʤʥʦʞʝʩʪʚʘ ʧʨʦʠʟʚʦʜʠʪʝʣʝʡ ʠ ʧʨʦʜʘʚʮʦʚ, ʩʥʠʞʝʥʠʶ ʢʘʢ ʫʨʦʚʥʷ ʞʠʟʥʠ 

ʥʘʩʝʣʝʥʠʷ ʪʘʢ ʠ ʦʩʥʦʚʥʳʭ ʧʦʢʘʟʘʪʝʣʝʡ ʬʠʥʘʥʩʦʚʦʛʦ ʩʦʩʪʦʷʥʠʷ ʙʠʟʥʝʩʘ 

ʙʦʣʴʰʠʥʩʪʚʘ ʦʪʨʘʩʣʝʡ. [13] 

ɸʥʘʣʠʟʠʨʫʷ ʦʩʦʙʝʥʥʦʩʪʠ ʧʨʦʮʝʩʩʘ ʠʥʥʦʚʘʮʠʦʥʥʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ 

ʩʦʚʨʝʤʝʥʥʳʭ ʦʨʛʘʥʠʟʘʮʠʡ, ʩʪʦʠʪ ʦʪʤʝʪʠʪʴ, ʯʪʦ ʦʥʠ ʚʢʣʘʜʳʚʘʶʪ ʩʫʱʝʩʪʚʝʥʥʳʝ 

ʬʠʥʘʥʩʦʚʳʝ ʨʝʩʫʨʩʳ, ʯʪʦʙʳ ʦʧʝʨʝʜʠʪʴ ʩʚʦʠʭ ʢʦʥʢʫʨʝʥʪʦʚ ʚ ʨʘʟʨʘʙʦʪʢʝ ʥʦʚʳʭ 

ʮʠʬʨʦʚʳʭ ʧʨʦʜʫʢʪʦʚ. [9] ɺ ʵʪʦʤ ʢʦʤʧʘʥʠʠ ʧʦʤʦʛʘʝʪ ʧʨʦʮʝʩʩʥʳʡ ʧʦʜʭʦʜ ï 

ʦʨʛʘʥʠʟʘʮʠʷ ʚʦʩʧʨʠʥʠʤʘʝʪʩʷ ʢʘʢ ʩʦʚʦʢʫʧʥʦʩʪʴ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʦʚ (ʢʘʢ ʦʩʥʦʚʥʳʭ, 

ʪʘʢ ʠ ʚʩʧʦʤʦʛʘʪʝʣʴʥʳʭ). ʊʘʢʦʡ ʧʦʜʭʦʜ, ʢʘʢ ʧʦʜʯʝʨʢʠʚʘʝʪ ʦʜʠʥ ʠʟ ʝʛʦ 

ʦʩʥʦʚʦʧʦʣʦʞʥʠʢʦʚ ɹʴʸʨʥ ɸʥʜʝʨʩʝʥ, ʧʦʟʚʦʣʷʝʪ ʧʦʣʫʯʠʪʴ ʦʨʛʘʥʠʟʘʮʠʶ ʩ 

ʧʨʦʟʨʘʯʥʦʡ ʩʪʨʫʢʪʫʨʦʡ, ʛʜʝ ʥʘʛʣʷʜʥʦ ʚʠʜʥʘ ʥʝ ʪʦʣʴʢʦ ʮʝʧʦʯʢʘ ʩʦʟʜʘʥʠʷ 

ʩʪʦʠʤʦʩʪʠ, ʥʦ ʠ ʮʝʥʪʨʳ ʦʪʚʝʪʩʪʚʝʥʥʦʩʪʠ, ʛʜʝ ʠ ʧʨʠʥʠʤʘʶʪʩʷ ʩʦʦʪʚʝʪʩʪʚʫʶʱʠʝ 

ʨʝʰʝʥʠʷ. [1] ɺʳʜʝʣʷʶʪ ʮʝʥʪʨʳ ʧʨʠʙʳʣʠ, ʟʘʪʨʘʪ, ʨʘʩʭʦʜʦʚ ʠ ʠʥʚʝʩʪʠʮʠʡ. [7] ɺ 

ʥʘʩʪʦʷʱʠʡ ʤʦʤʝʥʪ ʚʨʝʤʝʥʠ ʧʨʦʠʩʭʦʜʠʪ ʠʥʪʝʥʩʠʬʠʢʘʮʠʷ ʮʠʬʨʦʚʳʭ ʧʨʦʮʝʩʩʦʚ ʧʦ 

ʩʦʟʜʘʥʠʶ ʥʦʚʳʭ ʧʨʦʜʫʢʪʦʚ, ʯʪʦ ʦʙʫʩʣʦʚʣʝʥʦ ʚʳʩʦʢʠʤ ʫʨʦʚʥʝʤ ʢʦʥʢʫʨʝʥʮʠʠ ʠ 

ʧʦʪʨʝʙʥʦʩʪʷʤʠ ʨʳʥʢʘ. ʂʦʤʧʘʥʠʷ, ʢʦʪʦʨʘʷ ʧʝʨʚʦʡ ʧʨʦʜʚʠʥʫʣʘ ʮʠʬʨʦʚʦʡ ʧʨʦʜʫʢʪ 

ʥʘ ʨʳʥʦʢ, ʧʦʣʫʯʘʝʪ ʩʫʱʝʩʪʚʝʥʥʳʝ ʢʦʥʢʫʨʝʥʪʥʳʝ ʧʨʝʠʤʫʱʝʩʪʚʘ. ʇʦʵʪʦʤʫ, ʥʘ 

ʧʝʨʚʳʡ ʧʣʘʥ ʚʳʭʦʜʠʪ ʧʦʥʷʪʠʝ ʮʠʬʨʦʚʦʡ ʪʨʘʥʩʬʦʨʤʘʮʠʠ. 

ʎʠʬʨʦʚʘʷ ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʧʨʝʜʧʨʠʷʪʠʷ ï ɻ ʪʦ ʧʨʦʮʝʩʩ ʮʠʬʨʦʚʠʟʘʮʠʠ 

ʦʩʥʦʚʥʳʭ ʠ ʚʩʧʦʤʦʛʘʪʝʣʴʥʳʭ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʦʚ ʭʦʟʷʡʩʪʚʫʶʱʝʛʦ ʩʫʙʲʝʢʪʘ, ʮʝʣʴ 

ʯʝʛʦ ʧʦʚʳʰʝʥʠʝ ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʧʨʦʠʟʚʦʜʩʪʚʝʥʥʦʡ, ʬʠʥʘʥʩʦʚʦʡ, ʪʦʨʛʦʚʦʡ ʠ 

ʫʧʨʘʚʣʝʥʯʝʩʢʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ [4]. 

ɺ ʧʝʨʠʦʜ 2020-2022 ʛʦʜʘ ʧʨʘʢʪʠʯʝʩʢʘʷ ʨʦʣʴ ʠ ʘʢʪʫʘʣʴʥʦʩʪʴ ʚʥʝʜʨʝʥʠʷ 

ʮʠʬʨʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ ʧʨʠ ʧʦʚʳʰʝʥʠʠ ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʩʠʩʪʝʤʳ ʫʧʨʘʚʣʝʥʠʷ 

ʦʨʛʘʥʠʟʘʮʠʝʡ ʥʝ ʫʤʝʥʴʰʘʝʪʩʷ, ʘ ʥʘʦʙʦʨʦʪ, ʫʚʝʣʠʯʠʚʘʝʪʩʷ. ʊʨʘʥʩʬʦʨʤʘʮʠʦʥʥʳʝ 

ʧʨʦʮʝʩʩʳ ʥʘʙʣʶʜʘʶʪʩʷ ʚ ʢʨʫʧʥʳʭ ʢʦʤʧʘʥʠʷʭ ʠ ʤʘʣʳʭ ʧʨʝʜʧʨʠʷʪʠʷʭ. ɺʥʝ 

ʨʘʟʥʠʮʳ ʦʪʨʘʩʣʠ ʠ ʦʨʛʘʥʠʟʘʮʠʦʥʥʦ-ʧʨʘʚʦʚʦʡ ʬʦʨʤʳ, ʠʥʥʦʚʘʮʠʦʥʥʦ-

ʦʨʠʝʥʪʠʨʦʚʘʥʥʘʷ ʜʝʷʪʝʣʴʥʦʩʪʴ ʩʧʦʩʦʙʩʪʚʫʝʪ ʧʦʚʳʰʝʥʠʶ 

ʢʦʥʢʫʨʝʥʪʦʩʧʦʩʦʙʥʦʩʪʠ ʙʠʟʥʝʩʘ. 
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ʇʨʦʮʝʜʫʨʘ ʚʥʝʜʨʝʥʠʷ ʮʠʬʨʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ ʠ ʠʥʥʦʚʘʮʠʡ ʚ ʩʠʩʪʝʤʫ 

ʩʪʨʘʪʝʛʠʯʝʩʢʦʛʦ ʠ ʦʧʝʨʘʮʠʦʥʥʦʛʦ ʫʧʨʘʚʣʝʥʠʷ ʧʨʝʜʧʨʠʷʪʠʝʤ ʧʨʠʚʦʜʠʪ ʢ 

ʩʦʟʜʘʥʠʶ ʠʥʦʛʦ ʫʨʦʚʥʷ ʤʝʥʝʜʞʤʝʥʪʘ ï ʮʠʬʨʦʚʦʡ ʤʦʜʝʣʠ. ɺ ʝʝ ʬʫʥʜʘʤʝʥʪʝ 

ʟʘʣʦʞʝʥʳ ʨʝʟʫʣʴʪʘʪʳ ʮʠʬʨʦʚʦʡ ʪʨʘʥʩʬʦʨʤʘʮʠʠ. ʇʨʠʤʝʥʷʶʪʩʷ ʥʦʚʳʝ 

ʪʝʭʥʦʣʦʛʠʠ, ʢʘʢ ʠʩʢʫʩʩʪʚʝʥʥʳʡ ʠʥʪʝʣʣʝʢʪ ʠ Big Data. ʇʨʦʚʦʜʷʪʩʷ ʩʣʦʞʥʝʡʰʠʝ 

ʤʘʪʝʤʘʪʠʯʝʩʢʠʝ ʨʘʩʯʝʪʳ ʙʣʘʛʦʜʘʨʷ ʨʘʩʧʨʝʜʝʣʝʥʥʳʤ ʚʳʯʠʩʣʝʥʠʷʤ ʠ ʥʝʡʨʦʥʥʳʤ 

ʩʝʪʷʤ. ʎʠʬʨʦʚʳʝ ʜʘʥʥʳʝ ʩʪʘʥʦʚʷʪʩʷ ʦʩʥʦʚʦʡ ʧʨʠ ʘʥʘʣʠʟʝ ʤʠʢʨʦʵʢʦʥʦʤʠʯʝʩʢʠʭ 

ʧʨʦʮʝʩʩʦʚ ʠ ʦʧʨʝʜʝʣʝʥʠʠ ʩʪʨʘʪʝʛʠʠ ʨʘʟʚʠʪʠʷ ʙʠʟʥʝʩʘ ʚ ʨʘʟʣʠʯʥʳʭ ʩʝʢʪʦʨʘʭ 

ʵʢʦʥʦʤʠʢʠ. (ʩʤ. ʪʘʙʣ. 1) 

ʊʘʙʣ. 1 

ʉʧʨʦʩ ʥʘ ʧʝʨʝʜʦʚʳʝ ʮʠʬʨʦʚʳʝ ʪʝʭʥʦʣʦʛʠʠ ʚ ʨʘʟʥʳʭ ʩʝʢʪʦʨʘʭ ʵʢʦʥʦʤʠʢʠ 

(%, ʫʩʨʝʜʥʸʥʥʘʷ ʜʦʣʷ ʦʪʚʝʪʦʚ ʨʝʩʧʦʥʜʝʥʪʦʚ) [14] 
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ȮɗɐəɗɗɘɈɋɓɓɡɏ Ɏɓɘɋɑɑɋɐɘ 5,3 10,4 8,0 2,7 38,0 12,5 23,2 

ȰɈɆɓɘɔɈɡɋ ɘɋɛɓɔɑɔɉɎɎ 2,4 26,7 2,4 2,8 29,8 14,2 21,7 

ȳɔɈɡɋ ɕɖɔɎɍɈɔɊɗɘɈɋɓɓɡɋ 

ɘɋɛɓɔɑɔɉɎɎ 13,0 25,5 
14,

5 

22,

5 
11 8,4 5,0 

ȶɔɇɔɘɔɘɋɛɓɎɐɆ 
15,3 9,6 

16,

1 
7,5 2,4 23,6 25,5 

ȷɎɗɘɋɒɡ ɖɆɗɕɖɋɊɋɑɋɓɓɔɉɔ 

ɖɋɋɗɘɖɆ 2,5 14,6 5,3 
14,

8 
32,8 14,8 15,1 

ȸɋɛɓɔɑɔɉɎɎ ɇɋɗɕɖɔɈɔɊɓɔɏ 

ɗɈɥɍɎ 1,7 37,5 
10,

8 
5,8 14,2 22,5 7,5 

ȨɎɖɘəɆɑɢɓɆɥ Ɏ ɊɔɕɔɑɓɋɓɓɆɥ 

ɖɋɆɑɢɓɔɗɘɢ 4,2 19,3 4,2 
31,

6 
1,3 6,3 33,1 

Ȩ ɗɖɋɊɓɋɒ, ɐɔ Ɉɗɋɒ 

ɜɎɚɖɔɈɡɒ ɘɋɛɓɔɑɔɉɎɥɒ 6,4 20,5 8,8 
12,

5 
18,5 14,6 18,7 
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ʍʘʨʘʢʪʝʨʥʳʤʠ ʦʩʦʙʝʥʥʦʩʪʷʤʠ ʮʠʬʨʦʚʠʟʘʮʠʠ ʵʢʦʥʦʤʠʢʠ ʚʳʩʪʫʧʘʶʪ 

ʩʣʝʜʫʶʱʠʝ ʧʨʦʮʝʩʩʳ [6]: 

- ʩʪʨʝʤʠʪʝʣʴʥʳʡ ʨʦʩʪ ʢʘʯʝʩʪʚʘ ʞʠʟʥʠ ʥʘʩʝʣʝʥʠʷ, ʠʟ-ʟʘ ʯʝʛʦ ʚʦʟʤʦʞʥʦ 

ʧʦʷʚʣʝʥʠʝ ʥʦʚʳʭ ʚʳʟʦʚʦʚ, ʬʦʨʤʠʨʫʶʱʠʭ ʧʦʪʝʥʮʠʘʣʴʥʳʝ ʥʝʩʪʘʙʠʣʴʥʦʩʪʠ ʚ 

ʤʝʞʜʫʥʘʨʦʜʥʦʤ ʩʦʦʙʱʝʩʪʚʝ; 

- ʦʩʥʦʚʥʳʤʠ ʮʠʬʨʦʚʳʤʠ ʪʝʭʥʦʣʦʛʠʷʤʠ ʷʚʣʷʶʪʩʷ 

ʚʳʩʦʢʦʠʥʪʝʣʣʝʢʪʫʘʣʴʥʳʝ ʠʥʬʦʨʤʘʮʠʦʥʥʳʝ ʩʠʩʪʝʤʳ; 

- ʪʨʘʥʩʬʦʨʤʘʮʠʦʥʥʳʝ ʧʨʦʮʝʩʩʳ ʥʘʙʣʶʜʘʶʪʩʷ ʚ ʨʘʟʣʠʯʥʳʭ ʩʬʝʨʘʭ 

ʞʠʟʥʝʜʝʷʪʝʣʴʥʦʩʪʠ, ʢʘʢ ʚ ʙʳʪʫ, ʪʘʢ ʠ ʚ ʧʨʦʠʟʚʦʜʩʪʚʝʥʥʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ, 

ʧʨʦʠʩʭʦʜʠʪ ʠ ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʥʠʝ ʩʬʝʨʳ ʫʩʣʫʛ, ʠ ʬʠʥʘʥʩʦʚʦʛʦ ʩʝʢʪʦʨʘ; 

- ʧʨʦʠʩʭʦʜʠʪ ʮʠʬʨʦʚʘʷ ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʨʳʥʢʘ ʪʨʫʜʘ, ʢʦʪʦʨʘʷ ʩʧʝʨʚʘ 

ʧʨʠʚʦʜʠʪ ʢ ʙʝʟʨʘʙʦʪʠʮʝ ʠʟ-ʟʘ ʣʠʢʚʠʜʘʮʠʠ ʨʘʙʦʯʠʭ ʤʝʩʪ ʩ ʫʩʪʘʨʝʚʰʠʤʠ 

ʧʨʦʬʝʩʩʠʷʤʠ, ʥʦ ʧʨʠ ʵʪʦʤ, ʧʦʷʚʣʷʝʪʩʷ ʙʦʣʴʰʝʝ ʯʠʩʣʦ ʥʦʚʳʭ ʨʘʙʦʯʠʭ ʤʝʩʪ ʩ 

ʥʦʚʳʤʠ ʩʧʝʮʠʘʣʴʥʦʩʪʷʤʠ. 

ʇʨʠ ʨʝʘʣʠʟʘʮʠʠ ʩʪʨʘʪʝʛʠʠ ʮʠʬʨʦʚʦʡ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʬʠʥʘʥʩʦʚʦ-

ʧʨʦʠʟʚʦʜʩʪʚʝʥʥʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ ʧʨʝʜʧʨʠʷʪʠʡ ʤʦʞʥʦ ʚʳʜʝʣʠʪʴ ʩʣʝʜʫʶʱʠʝ 

ʬʘʢʪʦʨʳ-ʜʨʘʡʚʝʨʳ: 

1. ʇʦʜʜʝʨʞʢʘ ʨʫʢʦʚʦʜʩʪʚʘ ʠ ʫʧʨʘʚʣʝʥʯʝʩʢʠʝ ʜʝʡʩʪʚʠʷ, ʥʘʧʨʘʚʣʝʥʥʳʝ ʥʘ 

ʩʪʠʤʫʣʠʨʦʚʘʥʠʝ ʧʨʦʮʝʩʩʦʚ ʮʠʬʨʦʚʦʡ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʦʚ. 

2. ʅʘʣʠʯʠʝ ʮʝʥʪʨʘ ʢʦʤʧʝʪʝʥʮʠʡ, ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʳʭ ʢʘʯʝʩʪʚ ʠ 

ʯʝʣʦʚʝʯʝʩʢʦʛʦ ʧʦʪʝʥʮʠʘʣʘ, ʨʝʘʣʠʟʘʮʠʷ ʢʦʪʦʨʳʭ ʩʪʠʤʫʣʠʨʫʶʪ ʮʠʬʨʦʚʠʟʘʮʠʶ. 

3. ʉʢʣʦʥʥʦʩʪʴ ʧʨʝʜʧʨʠʷʪʠʡ ʢ ʦʨʛʘʥʠʟʘʮʠʦʥʥʳʤ ʠʟʤʝʥʝʥʠʷʤ, ʦʪʩʫʪʩʪʚʠʝ 

ʧʦʨʦʛʘ ʠ ʙʘʨʴʝʨʦʚ ʧʨʠ ʧʨʠʥʷʪʠʠ ʨʝʚʦʣʶʮʠʦʥʥʳʭ ʫʧʨʘʚʣʝʥʯʝʩʢʠʭ ʨʝʰʝʥʠʡ. 

4. ʇʦʩʣʝʜʩʪʚʠʷ ʧʝʨʠʦʜʘ ʧʘʥʜʝʤʠʠ COVID-19, ʢʦʪʦʨʳʝ ʫʢʘʟʘʣʠ ʦʩʪʨʫʶ 

ʥʝʦʙʭʦʜʠʤʦʩʪʴ ʧʝʨʝʭʦʜʘ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʦʚ ʧʨʝʜʧʨʠʷʪʠʡ ʢ ʮʠʬʨʦʚʳʤ ʚʝʨʩʠʷʤ, 

ʯʪʦʙʳ ʦʧʪʠʤʠʟʠʨʦʚʘʪʴ ʜʝʷʪʝʣʴʥʦʩʪʴ ʧʦʜ ʣʶʙʳʝ ʫʩʣʦʚʠʷ. 

ʅʘ ʦʩʥʦʚʝ ʘʥʘʣʠʟʘ ʮʠʬʨʦʚʳʭ ʢʝʡʩʦʚ, ʤʦʞʥʦ ʩʬʦʨʤʫʣʠʨʦʚʘʪʴ ʥʝʩʢʦʣʴʢʦ 

ʧʨʠʥʮʠʧʠʘʣʴʥʦ ʦʪʣʠʯʘʶʱʠʭʩʷ ʧʦʜʭʦʜʦʚ ʢ ʨʝʘʣʠʟʘʮʠʠ ʩʪʨʘʪʝʛʠʠ ʢʦʤʧʘʥʠʡ ʚ 

ʨʘʤʢʘʭ ʮʠʬʨʦʚʠʟʘʮʠʠ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʦʚ [12]: 

1. ʉʪʨʘʪʝʛʠʷ ʩʢʚʦʟʥʦʛʦ ʧʨʦʥʠʢʥʦʚʝʥʠʷ, ʩʦʛʣʘʩʥʦ ʢʦʪʦʨʦʡ ʚʥʝʜʨʝʥʠʝ 
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ʠʥʬʦʨʤʘʮʠʦʥʥʳʭ ʪʝʭʥʦʣʦʛʠʡ ʧʨʦʚʦʜʠʪʩʷ ʥʘ ʫʨʦʚʥʝ ʦʩʥʦʚʥʳʭ ʙʠʟʥʝʩ-

ʧʨʦʮʝʩʩʦʚ, ʯʪʦʙʳ ʧʨʦʚʝʩʪʠ ʢʘʨʜʠʥʘʣʴʥʳʝ ʪʨʘʥʩʬʦʨʤʘʮʠʦʥʥʳʝ ʠʟʤʝʥʝʥʠʷ, ʢʘʢ 

ʢʦʨʧʦʨʘʪʠʚʥʦʡ ʩʪʨʘʪʝʛʠʠ, ʪʘʢ ʠ ʙʠʟʥʝʩ-ʤʦʜʝʣʠ. 

2. ʉʪʨʘʪʝʛʠʷ ʩʦʟʜʘʥʠʷ ʧʦʨʪʬʝʣʷ ʮʠʬʨʦʚʳʭ ʧʨʦʝʢʪʦʚ, ʨʝʘʣʠʟʘʮʠʷ 

ʢʦʪʦʨʳʭ ʥʝ ʧʨʝʜʧʦʣʘʛʘʝʪ ʚʝʩʦʤʦʛʦ ʚʣʠʷʥʠʷ ʥʘ ʮʠʬʨʦʚʫʶ ʪʨʘʥʩʬʦʨʤʘʮʠʶ 

ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʦʚ. ʇʨʠ ʵʪʦʤ ʜʘʥʥʳʝ ʠʥʥʦʚʘʮʠʦʥʥʳʝ ʧʨʦʝʢʪʳ ʚ ʜʘʣʴʥʝʡʰʝʤ 

ʤʦʛʫʪ ʙʳʪʴ ʚʩʪʨʦʝʥʳ ʚ ʦʩʥʦʚʥʳʝ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʳ ʢʦʤʧʘʥʠʠ, ʠʣʠ ʚʳʜʝʣʝʥ, ʢʘʢ 

ʦʪʜʝʣʴʥʳʝ ʙʠʟʥʝʩ-ʝʜʠʥʠʮʳ. 

3. ʉʪʨʘʪʝʛʠʷ ʩʦʟʜʘʥʠʷ ʥʦʚʦʛʦ ʙʠʟʥʝʩʘ ʢʦʤʧʘʥʠʠ ʚ ʮʠʬʨʦʚʦʡ ʩʨʝʜʝ, 

ʩʦʛʣʘʩʥʦ ʢʦʪʦʨʦʡ ʧʨʠʤʝʥʷʶʪʩʷ ʢʘʨʜʠʥʘʣʴʥʳʝ ʨʝʰʝʥʠʷ ʦʙ ʦʨʛʘʥʠʟʘʮʠʠ ʥʦʚʦʛʦ 

ʧʨʝʜʧʨʠʷʪʠʷ. ʎʝʣʴ ï ʩʦʦʪʚʝʪʩʪʚʦʚʘʪʴ ʚʩʝʤ ʪʝʥʜʝʥʮʠʷʤʠ ʮʠʬʨʦʚʠʟʘʮʠʠ 

ʵʢʦʥʦʤʠʢʠ, ʛʜʝ ʚʩʝ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʳ ʧʨʝʜʧʦʣʘʛʘʶʪ ʚʳʩʦʢʠʡ ʫʨʦʚʝʥʴ ʮʠʬʨʦʚʦʡ 

ʘʜʘʧʪʘʮʠʠ. 

ʎʠʬʨʦʚʠʟʘʮʠʷ ʵʢʦʥʦʤʠʢʠ ʠʤʝʝʪ ʚʳʩʦʢʫʶ ʩʪʝʧʝʥʴ ʚʦʟʜʝʡʩʪʚʠʷ ʥʘ 

ʬʦʨʤʠʨʦʚʘʥʠʝ ʫʧʨʘʚʣʝʥʯʝʩʢʠʭ ʧʨʦʮʝʩʩʦʚ ʩʦʚʨʝʤʝʥʥʳʭ ʧʨʝʜʧʨʠʷʪʠʡ. 

ʅʘʙʣʶʜʘʝʪʩʷ ʮʠʬʨʦʚʘʷ ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʦʧʝʨʘʮʠʦʥʥʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ, ʙʠʟʥʝʩ-

ʤʦʜʝʣʠ, ʤʘʨʢʝʪʠʥʛʘ, ʘ ʪʘʢʞʝ ʧʦʷʚʣʷʶʪʩʷ ʥʦʚʳʝ ʮʠʬʨʦʚʳʝ ʧʨʦʜʫʢʪʳ, 

ʧʨʦʜʚʠʞʝʥʠʝ ʥʘ ʨʳʥʢʝ ʢʦʪʦʨʳʭ ʫʩʧʝʰʥʦ ʪʦʣʴʢʦ ʧʨʠ ʥʘʣʠʯʠʠ ʢʦʤʧʝʪʝʥʮʠʡ ʫ 

ʧʨʦʬʠʣʴʥʳʭ ʩʧʝʮʠʘʣʠʩʪʦʚ, ʩʧʝʮʠʘʣʴʥʳʭ ʥʘʚʳʢʦʚ ʫ ʤʝʥʝʜʞʝʨʦʚ ʠ ʞʝʣʘʥʠʷ 

ʥʝʩʪʠ ʦʧʨʝʜʝʣʝʥʥʳʝ ʟʘʪʨʘʪʳ ʥʘ ʮʠʬʨʦʚʫʶ ʪʨʘʥʩʬʦʨʤʘʮʠʶ (ʚ 2021 ʛ. ʵʪʦ 

ʩʦʩʪʘʚʠʣʦ 4,8 ʪʨʣʥ. ʨʫʙ. (3,7% ʦʪ ɺɺʇ) [15]). 

ʇʦ ʥʘʰʝʤʫ ʤʥʝʥʠʶ, ʨʘʟʚʠʪʠʝ ʮʠʬʨʦʚʳʭ ʢʦʤʧʝʪʝʥʮʠʡ ʫ ʤʝʥʝʜʞʝʨʦʚ 

ʙʫʜʝʪ ʪʦʣʴʢʦ ʫʩʢʦʨʷʪʴʩʷ, ʯʪʦ ʧʦʣʦʞʠʪʝʣʴʥʦ ʚʣʠʷʝʪ ʥʘ ʧʦʚʳʰʝʥʠʝ 

ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʩʠʩʪʝʤʳ ʫʧʨʘʚʣʝʥʠʷ ʦʨʛʘʥʠʟʘʮʠʝʡ. ʕʪʦ ʧʦʟʚʦʣʷʝʪ 

ʬʦʨʤʠʨʦʚʘʪʴ ʫʩʣʦʚʠʷ ʜʣʷ ʧʨʠʥʷʪʠʷ ʚʝʨʥʳʭ ʨʝʰʝʥʠʡ ʚ ʧʨʦʮʝʩʩʝ ʨʝʘʣʠʟʘʮʠʠ 

ʠʥʩʪʨʫʤʝʥʪʦʚ ʩʪʨʘʪʝʛʠʯʝʩʢʦʛʦ ʤʝʥʝʜʞʤʝʥʪʘ. ʇʦʚʳʰʘʝʪʩʷ ʨʦʣʴ ʧʨʦʝʢʪʥʦʛʦ 

ʧʦʜʭʦʜʘ ʢ ʨʝʘʣʠʟʘʮʠʠ ʧʦʩʪʘʚʣʝʥʥʳʭ ʮʝʣʝʡ ʠ ʟʘʜʘʯ ʢʦʤʧʘʥʠʠ. ɺ ʠʪʦʛʝ, 

ʵʬʬʝʢʪʠʚʥʦʩʪʴ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʦʚ ʙʫʜʝʪ ʧʦʚʳʰʘʪʴʩʷ, ʧʦʩʢʦʣʴʢʫ ʫʧʨʘʚʣʝʥʠʝ 

ʠʤʠ ʦʮʠʬʨʦʚʘʥʦ ʠ ʧʨʦʚʦʜʠʪʩʷ ʤʝʥʝʜʞʝʨʘʤʠ ʧʨʠ ʧʦʤʦʱʠ ʥʦʚʝʡʰʠʭ 

ʪʝʭʥʦʣʦʛʠʡ. 
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ɿʘʢʣʶʯʝʥʠʝ. ʉʝʛʦʜʥʷ ʢʘʢ ʚ ʨʦʩʩʠʡʩʢʦʡ, ʪʘʢ ʠ ʤʝʞʜʫʥʘʨʦʜʥʦʡ ʧʨʘʢʪʠʢʝ 

ʩʪʘʥʦʚʠʪʩʷ ʦʩʦʙʝʥʥʦ ʘʢʪʫʘʣʴʥʳʤ ʧʨʦʮʝʩʩʥʳʡ ʧʦʜʭʦʜ, ʠʜʝʪ 

ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʥʠʝ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʦʚ ʢʘʢ ʩʦʙʩʪʚʝʥʥʦ ʚ ʙʠʟʥʝʩʝ, ʪʘʢ ʠ ʚ 

ʦʙʱʝʩʪʚʝʥʥʦʤ ʩʝʢʪʦʨʝ, ʯʪʦ ʚʦʟʤʦʞʥʦ ʧʨʠ ʧʦʤʦʱʠ ʧʨʘʢʪʠʯʝʩʢʦʛʦ ʚʥʝʜʨʝʥʠʷ 

ʥʦʚʝʡʰʠʭ ʪʝʭʥʦʣʦʛʠʡ ʠ ʠʥʥʦʚʘʮʠʡ ʩ ʮʝʣʴʶ ʮʠʬʨʦʚʠʟʘʮʠʠ. ʈʘʩʧʨʦʩʪʨʘʥʝʥʠʝ 

ʠʥʩʪʨʫʤʝʥʪʦʚ ʮʠʬʨʦʚʦʡ ʵʢʦʥʦʤʠʢʠ ʩʪʨʝʤʠʪʝʣʴʥʦ ʨʘʩʪʝʪ, ʯʪʦ ʦʙʫʩʣʘʚʣʠʚʘʝʪ 

ʧʦʩʪʘʥʦʚʢʫ ʧʝʨʝʜ ʩʧʝʮʠʘʣʠʩʪʘʤʠ ʧʦ ʩʦʦʪʚʝʪʩʪʚʫʶʱʝʡ ʜʝʷʪʝʣʴʥʦʩʪʠ ʪʘʢʠʭ 

ʟʘʜʘʯ, ʢʘʢ ʧʨʠʚʣʝʯʝʥʠʝ ʥʦʚʳʭ ʢʣʠʝʥʪʦʚ, ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʥʠʝ ʩʝʨʚʠʩʘ 

ʧʨʝʜʦʩʪʘʚʣʝʥʠʷ ʫʩʣʫʛ, ʤʦʜʝʨʥʠʟʘʮʠʷ ʦʙʲʝʢʪʦʚ ʧʨʦʠʟʚʦʜʩʪʚʘ ʠ ʫʜʝʨʞʘʥʠʝ 

ʢʣʠʝʥʪʦʚ ʜʦ ʢʘʪʝʛʦʨʠʠ ʣʦʷʣʴʥʳʭ ʧʦʪʨʝʙʠʪʝʣʝʡ. ʀʥʥʦʚʘʮʠʦʥʥʳʝ ʪʝʭʥʦʣʦʛʠʠ 

ʧʦʟʚʦʣʷʶʪ ʦʨʛʘʥʠʟʘʮʠʷʤ ʦʙʝʩʧʝʯʠʚʘʪʴ ʧʦʚʳʰʝʥʠʝ ʵʬʬʝʢʪʠʚʥʦʩʪʠ 

ʦʧʝʨʘʮʠʦʥʥʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ ʠ ʩʠʩʪʝʤʳ ʫʧʨʘʚʣʝʥʠʷ, ʘ ʪʘʢʞʝ ʥʘʥʦʩʠʪʴ ʤʝʥʴʰʠʡ 

ʫʨʦʥ ʦʢʨʫʞʘʶʱʝʡ ʩʨʝʜʝ. 
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ʉʆʎʀɸʃʔʅʓɽ ʉɽʊʀ ʂɸʂ ʀʅʉʊʈʋʄɽʅʊ ʇʈʆɼɺʀɾɽʅʀʗ 

ʂʆʄʄɽʈʏɽʉʂʀʍ ʇʈʆɽʂʊʆɺ 

ɸʥʥʦʪʘʮʠʷ 

ʈʳʥʦʢ ʪʦʚʘʨʦʚ ʠ ʫʩʣʫʛ ʢʘʞʜʳʡ ʛʦʜ ʜʠʢʪʫʝʪ ʥʦʚʳʝ ʫʩʣʦʚʠʷ ʜʣʷ 

ʧʨʦʠʟʚʦʜʠʪʝʣʝʡ. ʂʘʞʜʘʷ ʦʨʛʘʥʠʟʘʮʠʷ, ʜʝʷʪʝʣʴʥʦʩʪʴ ʢʦʪʦʨʦʡ ʠʤʝʝʪ 

ʢʦʤʤʝʨʯʝʩʢʫʶ ʥʘʧʨʘʚʣʝʥʥʦʩʪʴ, ʨʝʛʫʣʷʨʥʦ ʠʱʝʪ ʵʬʬʝʢʪʠʚʥʳʝ ʧʫʪʠ 

ʚʟʘʠʤʦʜʝʡʩʪʚʠʷ ʩ ʧʦʪʨʝʙʠʪʝʣʝʤ, ʯʪʦʙʳ ʤʘʢʩʠʤʘʣʴʥʦ ʩʧʦʩʦʙʩʪʚʦʚʘʪʴ 

ʫʜʦʚʣʝʪʚʦʨʝʥʠʶ ʝʛʦ ʧʦʪʨʝʙʥʦʩʪʝʡ. ʇʨʦʜʚʠʞʝʥʠʝ ʪʦʚʘʨʦʚ ʠ ʫʩʣʫʛ ʚ 

ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʷʭ ð ʦʜʠʥ ʠʟ ʦʩʥʦʚʥʳʭ ʪʘʢʠʭ ʧʫʪʝʡ ʚ ʩʦʚʨʝʤʝʥʥʦʤ ʤʠʨʝ. 

ʇʨʦʜʚʠʞʝʥʠʝ ʷʚʣʷʝʪʩʷ ʥʝʢʠʤ ʢʦʤʧʣʝʢʩʦʤ ʤʝʨʦʧʨʠʷʪʠʡ, ʥʘʧʨʘʚʣʝʥʥʳʤ ʥʘ 

ʠʩʧʦʣʴʟʦʚʘʥʠʝ ʪʘʢʠʭ ʢʘʥʘʣʦʚ, ʢʘʢ ʩʦʮʠʘʣʴʥʳʝ ʩʝʪʠ, ʘ ʪʘʢʞʝ ʥʘ ʨʝʰʝʥʠʝ 

ʜʨʫʛʠʭ ʟʘʜʘʯ, ʠʤʝʶʱʠʭ ʦʛʨʦʤʥʦʝ ʟʥʘʯʝʥʠʝ ʧʨʠ ʚʝʜʝʥʠʠ ʙʠʟʥʝʩʘ ʣʶʙʦʛʦ 

ʨʦʜʘ ʠ ʫʨʦʚʥʷ.  

ʂʣʶʯʝʚʳʝ ʩʣʦʚʘ: ʩʦʮʠʘʣʴʥʳʝ ʩʝʪʠ, ʧʨʦʜʚʠʞʝʥʠʝ ʢʦʤʤʝʨʯʝʩʢʠʭ ʧʨʦʝʢʪʦʚ, 

ʢʦʤʤʫʥʠʢʘʮʠʠ, ʮʠʬʨʦʚʦʡ ʤʘʨʢʝʪʠʥʛ, ʢʦʥʪʝʥʪ. 
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SOCIAL NETWORKS AS A TOOL FOR PROMOTING COMMERCIAL 

PROJECTS 

 

Abstract 

The market of goods and services dictates new conditions for manufacturers every 

year. Every organization whose activities have a commercial orientation regularly 

looks for effective ways to interact with the consumer in order to maximize the 

satisfaction of his needs. Promotion of goods and services in social networks is one 

of the main such ways in the modern world. Promotion is a kind of complex of 

activities aimed at using such channels as social networks, as well as solving other 

tasks that are of great importance when doing business of any kind and level. 
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ɺ ʥʘʩʪʦʷʱʝʝ ʚʨʝʤʷ ʠʩʧʦʣʴʟʦʚʘʥʠʝ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʝʡ ʥʘ ʪʝʨʨʠʪʦʨʠʠ 

ʈʌ ʭʘʨʘʢʪʝʨʥʦ ʙʦʣʝʝ, ʯʝʤ ʜʣʷ ʩʪʘ ʤʠʣʣʠʦʥʦʚ ʯʝʣʦʚʝʢ ï ʜʘʥʥʳʡ ʬʘʢʪ 

ʦʙʫʩʣʘʚʣʠʚʘʝʪʩʷ ʚʳʩʦʢʠʤ ʫʨʦʚʥʝʤ ʧʦʪʨʝʙʠʪʝʣʴʩʢʦʡ ʥʝʦʙʭʦʜʠʤʦʩʪʠ 
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ʝʞʝʜʥʝʚʥʦ ʧʦʣʴʟʦʚʘʪʴʩʷ ʪʦʚʘʨʘʤʠ ʠ ʫʩʣʫʛʘʤʠ, ʧʨʝʜʩʪʘʚʣʝʥʥʳʤʠ ʥʘ 

ʩʦʦʪʚʝʪʩʪʚʫʶʱʠʭ ʀʥʪʝʨʥʝʪ-ʧʣʦʱʘʜʢʘʭ. ʆʩʦʙʝʥʥʦ ʦʯʝʚʠʜʥʳʤ ʵʪʦ ʩʪʘʣʦ 

ʩʝʡʯʘʩ, ʚ ʵʧʦʭʫ ʜʠʥʘʤʠʯʥʦʛʦ ʨʘʟʚʠʪʠʷ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʝʡ. ɺ ʩʦʮʠʘʣʴʥʳʭ 

ʩʝʪʷʭ ʟʥʘʯʠʪʝʣʴʥʦʝ ʚʨʝʤʷ ʧʨʦʚʦʜʷʪ ʜʚʝ ʪʨʝʪʠ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʩʝʪʠ ʀʥʪʝʨʥʝʪ, 

ʧʨʠ ʵʪʦʤ ʈʦʩʩʠʷ ʦʙʣʘʜʘʝʪ ʦʜʥʦʡ ʠʟ ʩʘʤʳʭ ʦʙʰʠʨʥʳʭ ʧʦʣʴʟʦʚʘʪʝʣʴʩʢʠʭ 

ʘʫʜʠʪʦʨʠʡ ʚʦ ʚʩʝʤ ʤʠʨʝ.  

ʇʦʩʣʝ ʧʨʠʟʥʘʥʠʷ Meta ɻ ʢʩʪʨʝʤʠʩʪʩʢʦʡ ʦʨʛʘʥʠʟʘʮʠʝʡ, ʤʥʦʛʠʝ ʙʠʟʥʝʩʳ ʚ 

ʈʦʩʩʠʠ ʧʝʨʝʰʣʠ ʢ ʩʪʨʘʪʝʛʠʠ ʧʦʠʩʢʘ ʘʣʴʪʝʨʥʘʪʠʚʥʳʭ ʧʫʪʝʡ ʨʝʰʝʥʠʷ ʠ ʥʘʯʘʣʠ 

ʪʝʩʪʠʨʦʚʘʪʴ ʚʘʨʠʘʥʪʳ ʧʨʦʜʚʠʞʝʥʠʷ ʩʚʦʠʭ ʪʦʚʘʨʦʚ ʠ ʫʩʣʫʛ ʚ ʜʨʫʛʠʭ 

ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʷʭ, ʜʦʩʪʫʧʥʳʭ ʥʘ ʪʝʨʨʠʪʦʨʠʠ ʈʌ. ʅʘ ʜʘʥʥʳʡ ʤʦʤʝʥʪ ʚʝʩʦʤʘʷ 

ʯʘʩʪʴ ʘʫʜʠʪʦʨʠʠ ʥʘʯʘʣʘ ʧʝʨʝʭʦʜʠʪʴ ʢ ʠʩʧʦʣʴʟʦʚʘʥʠʶ ʘʣʴʪʝʨʥʘʪʠʚʥʳʭ 

ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʝʡ. ʈʝʟʫʣʴʪʘʪʳ ʠʩʩʣʝʜʦʚʘʥʠʷ ʠʟʤʝʥʝʥʠʷ ʢʦʣʠʯʝʩʪʚʘ 

ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʨʦʩʩʠʡʩʢʠʭ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʝʡ ʧʨʝʜʩʪʘʚʣʝʥʳ ʥʘ ʨʠʩʫʥʢʝ 1. [1] 

 

ʈʠʩ.1 ï ʈʝʟʫʣʴʪʘʪʳ ʠʩʩʣʝʜʦʚʘʥʠʷ ʠʟʤʝʥʝʥʠʷ ʢʦʣʠʯʝʩʪʚʘ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʨʦʩʩʠʡʩʢʠʭ 

ʩʦʮʩʝʪʝʡ ʚ ʧʝʨʠʦʜ ʩ 24 ʬʝʚʨʘʣʷ ʧʦ 15 ʤʘʨʪʘ 2022 ʛ.  

ʇʦ ʩʪʘʪʠʩʪʠʢʝ Mediascope [2, 3] ʙʳʣ ʚʳʜʝʣʝʥ ʨʷʜ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʝʡ 

(ʚʢʣʶʯʘʷ ʤʝʩʩʝʥʜʞʝʨʳ, ʢʦʪʦʨʳʝ ʙʳʣʠ ʘʜʘʧʪʠʨʦʚʘʥʳ ʜʣʷ ʧʨʦʜʚʠʞʝʥʠʷ 

ʙʠʟʥʝʩʘ), ʢʦʪʦʨʳʝ ʟʘ ʧʦʩʣʝʜʥʠʡ ʤʝʩʷʮ ʦʱʫʪʠʣʠ ʚʝʩʦʤʳʡ ʧʨʠʨʦʩʪ ʘʫʜʠʪʦʨʠʠ.  
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ʇʨʦʘʥʘʣʠʟʠʨʫʝʤ ʨʷʜ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʝʡ ʜʣʷ ʧʨʦʜʚʠʞʝʥʠʷ ʪʦʚʘʨʦʚ ʠ 

ʫʩʣʫʛ ʢʦʤʤʝʨʯʝʩʢʠʤʠ ʧʨʝʜʧʨʠʷʪʠʷʤʠ.  

1. ɺʢʦʥʪʘʢʪʝ ð ʩʧʝʮʠʘʣʠʩʪʳ ʩʬʝʨʳ ʧʨʦʜʚʠʞʝʥʠʷ ʪʦʚʘʨʦʚ ʠ ʫʩʣʫʛ ʚ ʩʝʪʠ 

ʀʥʪʝʨʥʝʪ ʩʯʠʪʘʶʪ ʜʘʥʥʫʶ ʩʦʮʠʘʣʴʥʫʶ ʩʝʪʴ ʥʘʠʙʦʣʝʝ ʧʝʨʩʧʝʢʪʠʚʥʦʡ ʜʣʷ 

ʧʨʦʜʚʠʞʝʥʠʷ ʙʠʟʥʝʩʘ ʥʘ ʪʝʢʫʱʠʡ ʤʦʤʝʥʪ. ʆʙ ʵʪʦʤ ʩʚʠʜʝʪʝʣʴʩʪʚʫʝʪ ʘʥʘʣʠʟ 

ʩʪʘʪʠʩʪʠʢʠ ʢʦʣʠʯʝʩʪʚʘ ʥʦʚʳʭ ʩʦʦʙʱʝʩʪʚ ɺʂʦʥʪʘʢʪʝ, ʢʦʪʦʨʦʝ ʟʘ ʧʝʨʠʦʜ ʩ 24 

ʬʝʚʨʘʣʷ ʧʦ 15 ʤʘʨʪʘ ʜʦʩʪʠʛʣʦ 300 ʪʳʩʷʯ ʝʜʠʥʠʮ. [4] 

ʇʦʤʠʤʦ ʵʪʦʛʦ, ʥʘʙʣʶʜʘʝʪʩʷ ʘʢʪʠʚʥʳʡ ʝʞʝʜʥʝʚʥʳʡ ʨʦʩʪ ʦʭʚʘʪʦʚ ʠ 

ʦʙʱʝʛʦ ʯʠʩʣʘ ʚʟʘʠʤʦʜʝʡʩʪʚʠʡ ʩ ʢʦʥʪʝʥʪʦʤ, ʢʦʪʦʨʳʡ ʧʫʙʣʠʢʫʝʪʩʷ ʚ ʨʘʤʢʘʭ 

ʩʦʮʠʘʣʴʥʦʡ ʩʝʪʠ.  

ʇʨʠ ʘʥʘʣʠʟʝ ʜʘʥʥʦʡ ʩʦʮʠʘʣʴʥʦʡ ʩʝʪʠ ʚʘʞʥʦ ʦʮʝʥʠʪʴ ʵʬʬʝʢʪʠʚʥʦʩʪʴ 

ʨʝʢʣʘʤʳ ɺʂʦʥʪʘʢʪʝ ʠ ʨʘʩʩʤʦʪʨʝʪʴ ʦʩʥʦʚʥʳʝ ʠʥʩʪʨʫʤʝʥʪʳ, ʜʦʩʪʫʧʥʳʝ ʜʣʷ 

ʧʨʦʜʚʠʞʝʥʠʷ ʦʨʛʘʥʠʟʘʮʠʠ. 

ʂʘʞʜʘʷ ʩʦʮʠʘʣʴʥʘʷ ʩʝʪʴ ʜʣʷ ʙʠʟʥʝʩʘ ʠʤʝʝʪ ʨʷʜ ʧʨʝʠʤʫʱʝʩʪʚ ʠ 

ʥʝʜʦʩʪʘʪʢʦʚ. ɺʘʞʥʦ ʨʘʩʩʤʦʪʨʝʪʴ, ʩʨʘʚʥʠʪʴ ʠ ʚʳʙʨʘʪʴ ʥʘʠʙʦʣʝʝ ʧʦʜʭʦʜʷʱʫʶ 

ʜʣʷ ʢʦʥʢʨʝʪʥʦʛʦ ʙʠʟʥʝʩʘ. ɺ ʜʘʥʥʦʤ ʩʣʫʯʘʝ ʚ event-ʠʥʜʫʩʪʨʠʠ ʚʘʞʥʦ ʜʝʣʘʪʴ 

ʘʢʮʝʥʪ ʥʘ ʧʨʦʜʘʞʝ ʫʩʣʫʛ ʚ ʚʠʜʝ ʢʦʥʢʨʝʪʥʳʭ ʢʦʤʤʝʨʯʝʩʢʠʭ ʤʝʨʦʧʨʠʷʪʠʡ. 

ʈʘʩʩʤʦʪʨʠʤ ʩʦʮʠʘʣʴʥʫʶ ʩʝʪʴ ɺʂʦʥʪʘʢʪʝ ʩ ʪʦʯʢʠ ʟʨʝʥʠʷ ʟʥʘʯʠʤʦʩʪʠ 

ʧʨʠʩʫʪʩʪʚʠʷ ʠ ʧʨʦʜʚʠʞʝʥʠʷ ʚʳʩʪʘʚʦʢ ʨʘʟʣʠʯʥʳʭ ʥʘʧʨʘʚʣʝʥʠʡ, ʚ ʯʘʩʪʥʦʩʪʠ 

event-ʠʥʜʫʩʪʨʠʠ. 

ɺʂʦʥʪʘʢʪʝ ð  ɻʪʦ ʙʦʣʴʰʦʝ ʢʦʣʠʯʝʩʪʚʦ ʬʦʨʤʘʪʦʚ, ʟʘʧʫʩʢ ʢʘʤʧʘʥʠʠ ʚ 

ʦʜʠʥ ʢʣʠʢ ʠ ʠʩʧʦʣʴʟʦʚʘʥʠʝ ʙʦʣʝʝ ʩʣʦʞʥʳʭ ʥʘʩʪʨʦʝʢ ð ʚʠʜʝʦʨʝʢʣʘʤʘ, 

ʜʠʥʘʤʠʯʝʩʢʠʝ ʦʙʲʷʚʣʝʥʠʷ, ʨʝʪʘʨʛʝʪʠʥʛ ʠ ʧʦʠʩʢ ʧʦʭʦʞʝʡ ʘʫʜʠʪʦʨʠʠ. 

ɸʥʘʣʠʟ ʬʦʨʤʘʪʦʚ, ʜʦʩʪʫʧʥʳʭ ʜʣʷ ʧʨʷʤʦʛʦ ʠ ʢʦʩʚʝʥʥʦʛʦ ʧʨʦʜʚʠʞʝʥʠʷ 

ʪʦʚʘʨʦʚ ʠ ʫʩʣʫʛ ʚ ʩʦʮʠʘʣʴʥʦʡ ʩʝʪʠ ɺʂʦʥʪʘʢʪʝ: 

ǒ ʨʝʢʣʘʤʘ ʚ ʣʝʥʪʝ ʥʦʚʦʩʪʝʡ, ʢʦʪʦʨʘʷ ʧʦʢʘʟʳʚʘʝʪʩʷ ʩʨʝʜʠ ʧʨʦʯʠʭ 

ʟʘʧʠʩʝʡ ʧʦʣʴʟʦʚʘʪʝʣʝʡ  

ɼʘʥʥʳʡ ʚʠʜ ʨʝʢʣʘʤʳ ʷʚʣʷʝʪʩʷ ʦʩʥʦʚʥʳʤ ʠʥʩʪʨʫʤʝʥʪʦʤ ʧʨʦʜʚʠʞʝʥʠʷ 

ʪʦʚʘʨʦʚ ʠ ʫʩʣʫʛ, ʦʙʣʘʜʘʝʪ ʚʳʩʦʢʦʡ ʢʦʥʚʝʨʩʠʝʡ ʠ ʵʬʬʝʢʪʠʚʥʦʩʪʴʶ. [5] 

ǒ ʢʘʨʫʩʝʣʴ ð ʚʠʜ ʧʦʩʪʠʥʛʘ, ʛʜʝ ʚ ʦʜʥʦʤ ʦʙʲʷʚʣʝʥʠʠ ʧʦʤʝʱʘʝʪʩʷ ʜʦ 
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10 ʢʘʨʪʦʯʝʢ, ʢʘʞʜʘʷ ʠʟ ʢʦʪʦʨʳʭ ʤʦʞʝʪ ʦʧʠʩʳʚʘʪʴ ʨʘʟʥʳʝ ʩʚʦʡʩʪʚʘ ʧʨʦʜʫʢʪʘ, ʩ 

ʦʪʜʝʣʴʥʦʡ ʩʩʳʣʢʦʡ ʜʣʷ ʧʝʨʝʭʦʜʘ. 

ǒ ʩʦʟʜʘʥʠʝ ʫʥʠʚʝʨʩʘʣʴʥʦʡ ʟʘʧʠʩʠ ð ʨʝʢʣʘʤʘ ʪʦʚʘʨʦʚ ʠ ʫʩʣʫʛ 

ɺʂʦʥʪʘʢʪʝ ʩ ʧʦʤʦʱʴʶ ʠʟʦʙʨʘʞʝʥʠʷ, GIF-ʘʥʠʤʘʮʠʠ ʠʣʠ ʚʠʜʝʦʨʦʣʠʢʘ 

ʧʦʣʴʟʫʶʪʩʷ ʦʩʦʙʦʡ ʧʦʧʫʣʷʨʥʦʩʪʴʶ ʚ ʙʠʟʥʝʩ-ʩʦʦʙʱʝʩʪʚʘʭ ʠ ʣʠʯʥʳʭ ʩʪʨʘʥʠʮʘʭ  

ǒ ʟʘʧʠʩʴ ʩ ʢʥʦʧʢʦʡ ð ʠʥʪʝʛʨʠʨʦʚʘʥʠʝ ʨʝʢʣʘʤʥʦʡ ʢʘʨʪʠʥʢʠ ʠʣʠ 

ʚʠʜʝʦ ʩ ʧʨʠʟʳʚʦʤ ʢ ʜʝʡʩʪʚʠʶ ʚ ʚʠʜʝ ʢʥʦʧʢʠ. 

ǒ ʬʦʨʤʘ ʩʙʦʨʘ ʟʘʷʚʦʢ ð ʧʨʝʜʩʪʘʚʣʷʝʪ ʩʦʙʦʡ ʩʙʦʨ ʢʦʥʪʘʢʪʦʚ 

ʧʦʪʝʥʮʠʘʣʴʥʳʭ ʢʣʠʝʥʪʦʚ ʧʨʷʤʦ ʠʟ ʦʙʲʷʚʣʝʥʠʷ ʟʘ ʩʯʸʪ ʘʥʢʝʪʳ, ʢʦʪʦʨʘʷ 

ʦʪʢʨʳʚʘʝʪʩʷ ʧʨʠ ʧʝʨʝʭʦʜʝ ʧʦ ʩʩʳʣʢʝ. 

ǒ ʨʝʢʣʘʤʘ ʩʘʡʪʘ, ʦʩʥʦʚʥʦʡ ʮʝʣʴʶ ʢʦʪʦʨʦʡ ʷʚʣʷʝʪʩʷ ʧʨʠʚʣʝʯʝʥʠʝ 

ʘʫʜʠʪʦʨʠʠ ʥʘ ʚʘʰ ʩʘʡʪ ʧʨʷʤʦ ʠʟ ʥʦʚʦʩʪʥʦʡ ʣʝʥʪʳ ɺʂʦʥʪʘʢʪʝ. ɼʘʥʥʳʡ ʚʠʜ 

ʦʙʲʷʚʣʝʥʠʡ ʥʝ ʪʨʝʙʫʝʪ ʧʨʠʚʷʟʢʠ ʢ ʩʦʦʙʱʝʩʪʚʫ ʩʦʮʩʝʪʠ, ʘ ʧʝʨʝʭʦʜ 

ʦʩʫʱʝʩʪʚʣʷʝʪʩʷ ʧʦ ʢʣʠʢʫ ʥʘ ʣʶʙʫʶ ʝʛʦ ʦʙʣʘʩʪʴ. 

ǒ ʨʝʢʣʘʤʘ ʚ ʀʩʪʦʨʠʷʭ ð ʧʨʝʜʩʪʘʚʣʷʝʪ ʩʦʙʦʡ ʢʦʤʧʣʝʢʩ ʠʟ ʪʨʸʭ 

ʨʝʢʣʘʤʥʳʭ ʀʩʪʦʨʠʡ ʩ ʬʦʪʦ ʠʣʠ ʚʠʜʝʦ. 

ǒ ʨʝʢʣʘʤʘ ʚ ʂʣʠʧʘʭ ð ʠʩʧʦʣʴʟʫʶʪʩʷ ʢʘʢ ʠʥʩʪʨʫʤʝʥʪ-ʜʦʧʦʣʥʝʥʠʝ ʢ 

ʀʩʪʦʨʠʷʤ; ʦʪʜʝʣʴʥʦ ʦʪ ʥʠʭ ʧʦʣʴʟʦʚʘʪʝʣʠ ʠʤʝʶʪ ʚʦʟʤʦʞʥʦʩʪʴ ʟʘʧʫʩʢʘʪʴ 

ʨʝʢʣʘʤʫ ʚ ʂʣʠʧʘʭ. ʈʝʢʣʘʤʘ ʧʦʢʘʟʳʚʘʝʪʩʷ ʤʝʞʜʫ ʚʠʜʝʦ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʧʦʵʪʦʤʫ 

ʣʫʯʰʝ ʜʝʣʘʪʴ ʝʝ ʤʘʢʩʠʤʘʣʴʥʦ ʥʘʪʠʚʥʦʡ. 

ʆʩʦʙʦʡ ʧʦʧʫʣʷʨʥʦʩʪʴʶ ʜʣʷ ʧʨʦʜʚʠʞʝʥʠʷ ʧʦʣʴʟʫʝʪʩʷ ʪʝʢʩʪʦʚʦ-

ʛʨʘʬʠʯʝʩʢʠʡ ʙʣʦʢ (ʊɻɹ) ʚ ʚʠʜʝ ʤʠʥʠ-ʙʣʦʢʦʚ ʩ ʢʘʨʪʠʥʢʦʡ ʠ ʪʝʢʩʪʦʤ. 

ɼʘʥʥʳʡ ʪʝʢʩʪʦʚʦ-ʛʨʘʬʠʯʝʩʢʠʡ ʙʣʦʢ ʦʙʣʘʜʘʝʪ ʨʷʜʦʤ ʧʨʝʠʤʫʱʝʩʪʚ: 

ǒ ʧʨʠʚʣʝʯʝʥʠʝ ʥʦʚʳʭ ʧʦʜʧʠʩʯʠʢʦʚ ʚ ʚʘʰʝ ʩʦʦʙʱʝʩʪʚʦ ʠʣʠ 

ʦʪʢʨʳʪʫʶ ʛʨʫʧʧʫ ɺʂʦʥʪʘʢʪʝ [6]; 

ǒ ʩʪʠʤʫʣʠʨʦʚʘʥʠʝ ʧʝʨʝʭʦʜʦʚ ʥʘ ʚʘʰ ʩʘʡʪ; 

ǒ ʛʝʥʝʨʠʨʦʚʘʥʠʝ ʥʦʚʳʭ ʫʯʘʩʪʥʠʢʦʚ ʚ ʧʨʠʣʦʞʝʥʠʝ ʠʣʠ ʠʛʨʫ ʚʦ 

ɺʂʦʥʪʘʢʪʝ ʩ ʧʦʤʦʱʴʶ ʢʥʦʧʦʢ çʀʛʨʘʪʴè ʠʣʠ çɿʘʧʫʩʪʠʪʴè. 

ɼʦʧʦʣʥʠʪʝʣʴʥʳʤ ʚʝʩʦʤʳʤ ʧʨʝʠʤʫʱʝʩʪʚʦʤ ʩʦʮʠʘʣʴʥʦʡ ʩʝʪʠ ʷʚʣʷʝʪʩʷ 

ʚʦʟʤʦʞʥʦʩʪʴ ʟʘʧʫʩʢʘ ʨʝʢʣʘʤʳ ʚ ʦʜʠʥ ʢʣʠʢ. ɼʣʷ ʧʨʦʜʚʠʞʝʥʠʷ ʧʦʩʪʦʚ ʚʦ 




