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ɤɚɧɞɢɞɚɬ ɷɤɨɧɨɦɢɱɟɫɤɢɯ ɧɚɭɤ, ɞɨɰɟɧɬ ɤɚɮɟɞɪɵ ɷɤɨɧɨɦɢɱɟɫɤɨɣ ɬɟɨɪɢɢ ɍɪɚɥɶɫɤɨɝɨ ɢɧɫɬɢɬɭɬɚ ɭɩɪɚɜɥɟɧɢɹ – ɮɢɥɢɚɥɚ, 
Ɋɨɫɫɢɣɫɤɚɹ ɚɤɚɞɟɦɢɹ ɧɚɪɨɞɧɨɝɨ ɯɨɡɹɣɫɬɜɚ ɢ ɝɨɫɭɞɚɪɫɬɜɟɧɧɨɣ ɫɥɭɠɛɵ ɩɪɢ ɉɪɟɡɢɞɟɧɬɟ Ɋɨɫɫɢɣɫɤɨɣ Ɏɟɞɟɪɚɰɢɢ (Ɋɨɫɫɢɹ), 
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 . .

ɤɚɧɞɢɞɚɬ ɫɨɰɢɨɥɨɝɢɱɟɫɤɢɯ ɧɚɭɤ, ɞɨɰɟɧɬ ɤɚɮɟɞɪɵ ɭɩɪɚɜɥɟɧɢɹ ɩɟɪɫɨɧɚɥɨɦ ɍɪɚɥɶɫɤɨɝɨ ɢɧɫɬɢɬɭɬɚ ɭɩɪɚɜɥɟɧɢɹ – ɮɢɥɢɚɥɚ, 
Ɋɨɫɫɢɣɫɤɚɹ ɚɤɚɞɟɦɢɹ ɧɚɪɨɞɧɨɝɨ ɯɨɡɹɣɫɬɜɚ ɢ ɝɨɫɭɞɚɪɫɬɜɟɧɧɨɣ ɫɥɭɠɛɵ ɩɪɢ ɉɪɟɡɢɞɟɧɬɟ Ɋɨɫɫɢɣɫɤɨɣ Ɏɟɞɟɪɚɰɢɢ (Ɋɨɫɫɢɹ), 

620990, Ɋɨɫɫɢɹ, ɝ. ȿɤɚɬɟɪɢɧɛɭɪɝ, ɭɥ. 8 ɦɚɪɬɚ, 66, ɤ. 428, alexey.ruchkin@uapa.ru
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. Ⱥɧɚɥɢɡ ɫɭɳɟɫɬɜɭɸɳɢɯ ɦɟɬɨɞɨɜ ɨɰɟɧɤɢ ɥɨɹɥɶɧɨɫɬɢ ɩɨɬɪɟɛɢɬɟɥɟɣ ɜ ɰɟɥɹɯ ɫɢɫɬɟɦɚɬɢɡɚɰɢɢ ɢ ɚɥɝɨɪɢɬɦɢ-

ɡɚɰɢɢ ɩɪɨɰɟɫɫɨɜ ɭɫɬɚɧɨɜɥɟɧɢɹ ɫɜɹɡɢ «ɩɨɫɬɚɜɳɢɤ – ɩɨɬɪɟɛɢɬɟɥɶ». Ⱦɚɧɧɨɟ ɢɫɫɥɟɞɨɜɚɧɢɟ ɧɟɨɛɯɨɞɢɦɨ ɜ ɫɢɥɭ ɜɵɹɜ-
ɥɟɧɧɵɯ ɜ ɯɨɞɟ ɢɫɫɥɟɞɨɜɚɧɢɣ ɫɜɹɡɢ ɦɟɠɞɭ ɥɨɹɥɶɧɨɫɬɶɸ ɩɨɬɪɟɛɢɬɟɥɹ, ɭɞɨɜɥɟɬɜɨɪɟɧɢɟɦ ɟɝɨ ɩɨɬɪɟɛɧɨɫɬɟɣ ɢ ɩɪɢ-

ɛɵɥɶɸ ɤɨɦɩɚɧɢɢ.

. ɂɫɩɨɥɶɡɭɸɬɫɹ ɦɟɬɨɞɵ ɤɥɚɫɫɢɮɢɤɚɰɢɢ, ɬɢɩɨɥɨɝɢɡɚɰɢɢ, ɫɪɚɜɧɢɬɟɥɶɧɨɝɨ ɚɧɚɥɢɡɚ, ɫɨɩɨɫɬɚɜɥɟɧɢɹ, 
ɦɨɞɟɥɢɪɨɜɚɧɢɹ ɢ ɫɢɫɬɟɦɚɬɢɡɚɰɢɢ.

   . ɇɚ ɨɫɧɨɜɟ ɪɚɡɪɚɛɨɬɚɧɧɵɯ ɪɚɧɟɟ ɦɟɬɨɞɨɜ ɨɰɟɧɤɢ ɥɨɹɥɶɧɨɫɬɢ ɩɨɬɪɟɛɢɬɟɥɹ 
ɚɜɬɨɪɚɦɢ ɩɪɟɞɥɨɠɟɧ ɚɥɝɨɪɢɬɦ ɮɨɪɦɢɪɨɜɚɧɢɹ ɢ ɪɚɡɜɢɬɢɹ ɩɨɬɪɟɛɢɬɟɥɶɫɤɨɣ ɥɨɹɥɶɧɨɫɬɢ, ɤɨɬɨɪɵɣ ɧɨɫɢɬ ɭɧɢɜɟɪ-
ɫɚɥɶɧɵɣ ɯɚɪɚɤɬɟɪ ɢ ɦɨɠɟɬ ɛɵɬɶ ɚɞɚɩɬɢɪɨɜɚɧ ɫ ɭɱɟɬɨɦ ɫɩɟɰɢɮɢɤɢ ɨɪɝɚɧɢɡɚɰɢɢ ɤ ɥɸɛɨɣ ɤɨɦɩɚɧɢɢ, ɩɨɫɬɚɜɥɹɸɳɟɣ 

ɬɨɜɚɪɵ, ɪɚɛɨɬɵ ɢɥɢ ɭɫɥɭɝɢ.

 : ɩɨɬɪɟɛɢɬɟɥɶɫɤɚɹ ɥɨɹɥɶɧɨɫɬɶ, ɨɰɟɧɤɚ, ɚɥɝɨɪɢɬɦ, ɦɚɪɤɟɬɢɧɝ.
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Purpose. To analyze the current methods of customer loyalty assessment with the aim of systematization and algo-

rithmization of the “supplier – customer” connection establishment process. The research is important due to the identi-

fi ed in the course of the research interconnection of customer loyalty, their needs satisfaction and company profi t.

Methods. The methods of classifi cation, typology, comparative analysis, matching, modeling and systematization 

are used in the research.
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Scientifi c novelty and results. Based on the previously developed methods of customer loyalty assessment the 

authors introduce an algorithm for designing and development of customer loyalty, which is of universal character and 

can be adapted considering the specifi cs of the organization to any company supplying goods, works or services.
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ɇɚɥɢɱɢɟ ɥɨɹɥɶɧɨɫɬɢ ɹɜɥɹɟɬɫɹ ɨɫɧɨɜɨɣ ɞɥɹ ɫɬɚɛɢɥɶ-
ɧɨɝɨ ɨɛɴɟɦɚ ɩɪɨɞɚɠ, ɱɬɨ ɜ ɫɜɨɸ ɨɱɟɪɟɞɶ ɹɜɥɹɟɬɫɹ ɫɬɪɚ-
ɬɟɝɢɱɟɫɤɢɦ ɩɨɤɚɡɚɬɟɥɟɦ ɭɫɩɟɲɧɨɫɬɢ ɤɨɦɩɚɧɢɢ. Ⱦɥɹ 
ɬɨɝɨ, ɱɬɨɛɵ ɤɨɦɩɚɧɢɢ ɞɨɛɢɬɶɫɹ ɜɵɫɤɨɤɢɯ ɩɨɤɚɡɚɬɟɥɟɣ: 

ɷɤɨɧɨɦɢɱɟɫɤɢɯ, ɦɚɪɤɟɬɢɧɝɨɜɵɯ, ɤɨɦɦɭɧɢɤɚɰɢɨɧɧɵɯ, 
ɧɟɨɛɯɨɞɢɦɨ ɜɵɫɬɪɚɢɜɚɬɶ ɩɨɥɢɬɢɤɭ ɩɨ ɩɪɢɜɥɟɱɟɧɢɸ 

ɢ ɭɞɟɪɠɚɧɢɸ ɤɥɢɟɧɬɨɜ, ɨɰɟɧɢɜɚɹ ɦɨɬɢɜɵ, ɧɚɦɟɪɟɧɢɹ 
ɢ ɨɬɧɨɲɟɧɢɹ ɰɟɥɟɜɨɣ ɚɭɞɢɬɨɪɢɢ ɤ ɩɨɬɪɟɛɥɹɟɦɨɦɭ ɩɪɨ-
ɞɭɤɬɭ ɢɥɢ ɭɫɥɭɝɟ, ɬɨ ɟɫɬɶ ɨɫɭɳɟɫɬɜɥɹɬɶ ɮɨɪɦɢɪɨɜɚɧɢɟ 
ɢ ɪɚɡɜɢɬɢɟ ɩɨɬɪɟɛɢɬɟɥɶɫɤɨɣ ɥɨɹɥɶɧɨɫɬɢ [1, p. 298–299].

ɉɨ ɞɚɧɧɵɦ ɩɪɨɜɟɞɟɧɧɵɯ ɢɫɫɥɟɞɨɜɚɧɢɣ ɦɨɠɧɨ ɫɞɟ-
ɥɚɬɶ ɜɵɜɨɞ, ɱɬɨ ɢɦɟɹ ɥɨɹɥɶɧɵɯ ɤɥɢɟɧɬɨɜ, ɤɨɦɩɚɧɢɢ 

ɫɧɢɠɚɸɬ ɫɜɨɢ ɢɡɞɟɪɠɤɢ ɢ ɭɜɟɥɢɱɢɜɚɸɬ ɫɜɨɸ ɩɪɢɛɵɥɶ: 
ɫɨɤɪɚɳɟɧɢɟ ɧɚ 5 % ɤɨɥɢɱɟɫɬɜɚ ɥɨɹɥɶɧɵɯ ɤɥɢɟɧɬɨɜ ɩɪɢ-

ɜɨɞɢɬ ɤ ɫɧɢɠɟɧɢɸ ɩɪɢɛɵɥɢ ɮɢɪɦɵ ɧɚ 50 ɩɪɨɰɟɧɬɨɜ ɢɥɢ 

ɛɨɥɟɟ, ɚ ɩɨɜɵɲɟɧɢɟ ɱɢɫɥɚ ɥɨɹɥɶɧɵɯ ɤɥɢɟɧɬɨɜ ɜ ɨɛɳɟɣ 

ɦɚɫɫɟ ɩɨɬɪɟɛɢɬɟɥɟɣ ɧɚ 5 % – ɤ ɩɨɜɵɲɟɧɢɸ ɩɪɢɛɵɥɢ ɨɬ 
25 ɞɨ 75 % [2]. ɋɥɟɞɨɜɚɬɟɥɶɧɨ, ɫɨɨɬɧɨɲɟɧɢɟ ɦɟɠɞɭ ɭɜɟ-
ɥɢɱɟɧɢɟɦ ɱɢɫɥɚ ɩɨɫɬɨɹɧɧɵɯ ɤɥɢɟɧɬɨɜ ɢ ɨɛɴɟɦɨɦ ɩɪɨ-
ɞɚɠ, ɜɵɪɚɠɟɧɧɨɦ ɜ ɞɟɧɟɠɧɨɦ ɷɤɜɢɜɚɥɟɧɬɟ, ɦɨɠɟɬ ɛɵɬɶ 
ɢɫɩɨɥɶɡɨɜɚɧɨ ɜ ɤɚɱɟɫɬɜɟ ɢɧɞɢɤɚɬɨɪɚ ɷɮɮɟɤɬɢɜɧɨɫɬɢ 

ɞɟɹɬɟɥɶɧɨɫɬɢ ɨɪɝɚɧɢɡɚɰɢɢ ɢ ɟɟ ɪɟɧɬɚɛɟɥɶɧɨɫɬɢ.

ɇ. ȿɚɤɭɪɭ ɢ ɇ. Ɇɚɬ ɨɬɦɟɱɚɸɬ, ɱɬɨ ɫɨɡɞɚɧɢɟ ɩɪɨɱ-

ɧɨɣ ɫɜɹɡɢ ɫ ɤɥɢɟɧɬɚɦɢ ɜ ɰɟɥɹɯ ɩɨɜɵɲɟɧɢɹ ɥɨɹɥɶɧɨ-

ɫɬɢ ɤɥɢɟɧɬɨɜ ɹɜɥɹɟɬɫɹ ɨɫɧɨɜɧɵɦ ɩɪɢɨɪɢɬɟɬɨɦ ɞɥɹ 
ɛɨɥɶɲɢɧɫɬɜɚ ɮɢɪɦ [3]. Ɏ. Ɋɚɣɤɯɟɥɶɞ ɢ Ɍ. Ɍɢɥ ɩɪɢɞɟɪ-
ɠɢɜɚɸɬɫɹ ɷɬɨɣ ɬɨɱɤɢ ɡɪɟɧɢɹ, ɚɤɰɟɧɬɢɪɭɹ ɜɧɢɦɚɧɢɟ ɧɚ 
ɬɨɦ, ɱɬɨ ɜɵɫɨɤɨɟ ɤɚɱɟɫɬɜɨ ɬɨɜɚɪɚ ɢ ɨɛɫɥɭɠɢɜɚɧɢɹ ɮɨɪ-
ɦɢɪɭɟɬ ɥɨɹɥɶɧɨɫɬɶ ɤ ɬɨɜɚɪɭ ɤɨɦɩɚɧɢɢ ɱɟɪɟɡ ɫɨɰɢɚɥɶ-
ɧɵɟ ɫɜɹɡɢ ɢ ɡɚ ɫɱɟɬ ɬɟɤɬɨɧɢɱɟɫɤɨɝɨ ɷɮɮɟɤɬɚ ɩɪɢɜɨɞɢɬ 
ɤ ɩɨɜɵɲɟɧɢɸ ɤɨɥɢɱɟɫɬɜɚ ɤɥɢɟɧɬɨɜ, ɨɛɪɚɳɚɸɳɢɯɫɹ 
ɤ ɤɨɦɩɚɧɢɢ ɡɚ ɬɨɜɚɪɨɦ ɢɥɢ ɭɫɥɭɝɨɣ, ɱɬɨ, ɜ ɤɨɧɟɱɧɨɦ 

ɢɬɨɝɟ, ɫɩɨɫɨɛɫɬɜɭɟɬ ɭɜɟɥɢɱɟɧɢɸ ɩɪɢɛɵɥɢ [4]. Ʉɪɨɦɟ 
ɬɨɝɨ, ɦɧɨɝɢɟ ɢɫɫɥɟɞɨɜɚɬɟɥɢ ɜɵɹɜɢɥɢ ɪɨɥɶ ɥɨɹɥɶɧɨɫɬɢ 

ɤɥɢɟɧɬɨɜ ɜ ɤɚɱɟɫɬɜɟ ɨɫɧɨɜɧɨɝɨ ɢɦɩɭɥɶɫɚ ɨɪɝɚɧɢɡɚɰɢ-

ɨɧɧɨɝɨ ɭɫɩɟɯɚ Ɋ. Ʌɚɦ ɢ ɋ. Ȼɟɪɬɨɧ [5].

Ʌɨɹɥɶɧɨɫɬɶ – ɷɬɨ ɭɞɨɜɥɟɬɜɨɪɟɧɧɨɫɬɶ ɤɥɢɟɧɬɨɜ 
ɬɨɜɚɪɨɦ, ɨɤɚɡɚɧɢɟɦ ɭɫɥɭɝ, ɩɟɪɟɪɚɫɬɚɸɳɟɟ ɜ ɩɪɢɜɟɪ-

ɠɟɧɧɨɫɬɶ ɤ ɞɚɧɧɨɣ ɦɚɪɤɟ, ɛɟɡɭɫɥɨɜɧɨɟ ɪɚɡɞɟɥɟɧɢɟ 
ɰɟɧɧɨɫɬɟɣ ɢ ɝɨɬɨɜɧɨɫɬɶ ɨɤɚɡɚɬɶ ɩɨɞɞɟɪɠɤɭ ɤ ɨɛɴɟɤɬɭ 
ɥɨɹɥɶɧɨɫɬɢ. Ʌɨɹɥɶɧɨɫɬɶ – ɤɚɱɟɫɬɜɨ ɫɨɰɢɚɥɶɧɨɟ, ɜɨɡɧɢ-

ɤɚɸɳɟɟ ɩɪɢ ɫɨɰɢɚɥɶɧɵɯ ɜɡɚɢɦɨɞɟɣɫɬɜɢɹɯ (ɩɪɢ ɧɚɥɢ-

ɱɢɢ ɢ ɫɭɛɴɟɤɬɚ, ɢ ɨɛɴɟɤɬɚ ɨɛɳɟɧɢɹ), ɜɤɥɸɱɚɸɳɟɟ 
ɜ ɫɟɛɹ ɬɪɢ ɤɥɸɱɟɜɵɯ ɮɚɤɬɨɪɚ:

� ɞɨɜɟɪɢɟ;
� ɩɪɢɜɟɪɠɟɧɧɨɫɬɶ ɰɟɧɧɨɫɬɹɦ;

� ɞɨɥɝɨɜɪɟɦɟɧɧɵɟ ɨɬɧɨɲɟɧɢɹ [6, c. 73].

ȼɨɫɩɪɢɧɢɦɚɟɦɚɹ ɰɟɧɧɨɫɬɶ ɬɨɜɚɪɚ, ɪɚɛɨɬɵ ɢɥɢ 

ɭɫɥɭɝɢ ɨɛɟɫɩɟɱɢɜɚɟɬ ɜɡɚɢɦɨɫɜɹɡɶ ɤɥɢɟɧɬɚ ɫ ɤɨɦɩɚ-
ɧɢɟɣ. Ɋ. Ɋɚɫɬ, ȼ. ɐɚɣɬɚɦɥ ɢ Ʉ. Ʌɟɦɨɧ ɚɤɰɟɧɬɢɪɭɸɬ ɜɧɢ-

ɦɚɧɢɟ ɧɚ ɬɨɦ, ɱɬɨ ɰɟɧɧɨɫɬɶ ɞɥɹ ɩɨɬɪɟɛɢɬɟɥɹ ɨɩɪɟɞɟ-
ɥɹɟɬɫɹ ɬɪɟɦɹ ɩɚɪɚɦɟɬɪɚɦɢ: ɤɚɱɟɫɬɜɨ, ɰɟɧɚ ɢ ɭɞɨɛɫɬɜɨ. 
ɉɨɫɤɨɥɶɤɭ ɰɟɧɧɨɫɬɶ ɬɨɜɚɪɚ ɢɥɢ ɭɫɥɭɝɢ ɜɨɫɩɪɢɧɢɦɚ-
ɟɬɫɹ ɤɚɠɞɵɦ ɩɨɬɪɟɛɢɬɟɥɟɦ ɢɧɞɢɜɢɞɭɚɥɶɧɨ, ɜɨɡɧɢɤɚɟɬ 
ɧɟɨɛɯɨɞɢɦɨɫɬɶ ɨɩɪɟɞɟɥɢɬɶ ɭɪɨɜɟɧɶ ɨɫɜɟɞɨɦɥɟɧɧɨɫɬɢ, 

ɨɠɢɞɚɧɢɣ ɢ ɜɨɫɩɪɢɹɬɢɹ ɫɜɨɢɯ ɤɥɢɟɧɬɨɜ ɩɨ ɨɬɧɨɲɟɧɢɸ 

ɤ ɬɨɜɚɪɭ ɢɥɢ ɭɫɥɭɝɢ ɞɥɹ ɩɪɢɧɹɬɢɹ ɞɚɥɶɧɟɣɲɢɯ ɭɩɪɚɜ-
ɥɟɧɱɟɫɤɢɯ ɪɟɲɟɧɢɣ [1, p. 299].

Ɇɵ ɦɨɠɟɦ ɩɪɟɞɥɨɠɢɬɶ ɫɥɟɞɭɸɳɢɣ ɚɥɝɨɪɢɬɦ ɮɨɪ-
ɦɢɪɨɜɚɧɢɹ ɢ ɪɚɡɜɢɬɢɹ ɩɨɬɪɟɛɢɬɟɥɶɫɤɨɣ ɥɨɹɥɶɧɨɫɬɢ 

ɜ ɤɨɦɦɟɪɱɟɫɤɨɣ ɨɪɝɚɧɢɡɚɰɢɢ.

ɉɟɪɜɵɣ ɷɬɚɩ ɮɨɪɦɢɪɨɜɚɧɢɹ ɢ ɪɚɡɜɢɬɢɹ ɥɨɹɥɶɧɨ-

ɫɬɢ ɩɪɟɞɩɨɥɚɝɚɟɬ ɞɢɚɝɧɨɫɬɢɤɭ ɮɚɤɬɢɱɟɫɤɨɝɨ ɢ ɜɨɫ-
ɩɪɢɧɢɦɚɟɦɨɝɨ ɤɚɱɟɫɬɜɚ ɨɛɫɥɭɠɢɜɚɧɢɢ. ɉɪɢ ɷɬɨɦ ɦɵ 

ɩɪɟɞɥɚɝɚɟɦ ɜɨɫɩɨɥɶɡɨɜɚɬɶɫɹ ɦɨɞɟɥɶɸ Gap (ɨɬ ɚɧɝɥ. 

gap — ɪɚɡɪɵɜ), ɪɚɡɪɚɛɨɬɚɧɧɚɹ ɜ 1985 ɝɨɞɭ ɚɦɟɪɢɤɚɧ-

ɫɤɢɦɢ ɭɱёɧɵɦɢ Ⱥ. ɉɚɪɚɲɭɪɚɦɚɧɨɦ, ȼ. ɐɚɣɬɚɦɥɨɦ 

ɢ Ʌ. Ȼɟɪɪɢ. ɋɥɟɞɫɬɜɢɟ ɩɪɢɦɟɧɟɧɢɹ ɷɬɨɝɨ ɦɟɬɨɞɚ ɹɜɥɹ-
ɟɬɫɹ ɮɨɪɦɭɥɢɪɨɜɤɚ ɢ ɤɨɧɤɪɟɬɢɡɚɰɢɹ ɩɪɨɛɥɟɦɵ ɫɧɢ-

ɠɟɧɢɹ ɥɨɹɥɶɧɨɫɬɢ ɩɨɬɪɟɛɢɬɟɥɟɣ, ɚ ɬɚɤɠɟ ɞɢɚɝɧɨɫɬɢɤɚ 
ɩɪɢɱɢɧ (ɪɚɡɪɵɜɨɜ) [7].

ȼɬɨɪɨɣ ɷɬɚɩ ɩɪɟɞɥɚɝɚɟɦɨɝɨ ɚɥɝɨɪɢɬɦɚ ɩɪɟɞɩɨ-

ɥɚɝɚɟɬ ɢɡɦɟɪɟɧɢɟ ɢ ɨɰɟɧɤɭ ɬɟɤɭɳɟɝɨ ɭɪɨɜɧɹ ɥɨɹɥɶ-
ɧɨɫɬɢ (ɪɢɫ. 2). ɗɬɨɬ ɷɬɚɩ ɛɟɡ ɩɪɟɭɜɟɥɢɱɟɧɢɹ ɦɨɠɧɨ 
ɧɚɡɜɚɬɶ ɫɚɦɵɦ ɡɧɚɱɢɦɵɦ ɜ ɯɨɞɟ ɭɩɪɚɜɥɟɧɢɹ ɥɨɹɥɶɧɨ-
ɫɬɶɸ ɩɨɬɪɟɛɢɬɟɥɟɣ, ɛɨɥɟɟ ɬɨɝɨ, ɨɬ ɜɵɛɨɪɚ ɩɚɪɚɦɟɬɪɨɜ 
ɨɰɟɧɤɢ ɢ ɢɡɦɟɪɟɧɢɹ ɡɚɜɢɫɢɬ ɞɚɥɶɧɟɣɲɢɣ ɮɨɤɭɫ ɜɧɢɦɚ-
ɧɢɹ ɩɪɢ ɭɩɪɚɜɥɟɧɢɸ ɥɨɹɥɶɧɨɫɬɶɸ ɩɨɬɪɟɛɢɬɟɥɟɣ.

ɇɟɫɦɨɬɪɹ ɧɚ ɨɫɨɛɭɸ ɡɧɚɱɢɦɨɫɬɶ ɷɬɨɣ ɢɬɟɪɚɰɢɢ, ɚ, 
ɜɨɡɦɨɠɧɨ, ɨɬ ɱɚɫɬɢ ɢ ɛɥɚɝɨɞɚɪɹ ɷɬɨɦɭ, ɧɚ ɫɟɝɨɞɧɹɲɧɢɣ 

ɦɨɦɟɧɬ ɜ ɫɪɟɞɟ ɭɱɟɧɵɯ ɨɬɫɭɬɫɬɜɭɟɬ ɟɞɢɧɫɬɜɨ ɜ ɨɬɧɨɲɟ-
ɧɢɢ ɩɪɟɞɥɚɝɚɟɦɨɝɨ ɢɧɫɬɪɭɦɟɧɬɚɪɢɹ, ɱɬɨ ɫɜɹɡɚɧɨ ɫ ɨɫɨ-
ɛɟɧɧɨɫɬɹɦɢ ɩɨɫɬɚɧɨɜɤɢ ɩɪɨɛɥɟɦɵ ɥɨɹɥɶɧɨɫɬɢ ɞɥɹ ɤɨɧ-

ɤɪɟɬɧɨɣ ɫɢɬɭɚɰɢɢ, ɚ ɬɚɤɠɟ ɮɚɤɬɨɪɚɦɢ ɢ ɩɚɪɚɦɟɬɪɚɦɢ, 

ɩɨɥɨɠɟɧɧɵɦɢ ɜ ɨɫɧɨɜɭ ɩɪɟɞɥɚɝɚɟɦɵɯ ɚɜɬɨɪɫɤɢɯ ɦɨɞɟ-
ɥɟɣ. Ɋɟɲɟɧɢɸ ɡɚɞɚɱɢ ɨɰɟɧɤɢ ɥɨɹɥɶɧɨɫɬɢ ɩɨɬɪɟɛɢɬɟɥɟɣ 

ɩɨɫɜɹɳɟɧɵ ɪɚɛɨɬɵ ɬɚɤɢɯ ɭɱɟɧɵɯ, ɤɚɤ Ⱦɠ. əɤɨɛɢ [9], 

Ⱥ. ɉɚɪɚɲɭɪɚɦɚɧ, Ʌ. Ȼɟɪɪɢ, ȼ. ɐɚɣɬɚɦɥ [7], Ⱦ. Ⱥɚɤɟɪ 
[10], Ɏ. Ɋɚɣɯɟɥɶɞ [2], Ɋ. Ɇɟɪɬɨɧ, Ɋ. Ʉɟɧɞɚɥɥ, Ʌ. ɉ. Ƚɟɫɬ, 
Ⱦ. Ʉɭɧɧɢɧɯɚɦ, ȿ. ɉɟɫɫɟɦɢɪ, Ɍ. Ⱦɠɨɧɫɨɧ, Ⱥ. ɒɚɪɩ, 

ɋ. ɏɨɭɤɫ, Ɇ. Ⱦɢɤɫɨɧ, Ʉ. ɏɚɦɦɨɧɞ, Ɇ. Ⱦɚɧɟɧɛɟɪɝ, 
Ȼ. ɒɚɪɩ, Ⱦɠ. ɏɨɮɦɟɟɪ, Ȼ. Ɋɚɣɫ, ɀ. ɀ. Ʌɚɦɛɟɧ [11] 

ɢ ɞɪ. ȼɫɥɟɞɫɬɜɢɟ ɬɨɝɨ, ɱɬɨ ɩɨɧɹɬɢɟ ɥɨɹɥɶɧɨɫɬɢ ɹɜɥɹ-
ɟɬɫɹ ɦɧɨɝɨɦɟɪɧɵɦ ɢ ɤɨɦɩɥɟɤɫɧɵɦ, ɜ ɢɫɫɥɟɞɨɜɚɧɢɹɯ 
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. 1.      

ȼɢɞɟɧɢɟ 
ɪɭɤɨɜɨɞɫɬɜɚ

ɉɪɨɛɥɟɦɚ ɫɧɢɠɟɧɢɹ ɩɨɬɪɟɛɢɬɟɥɶɫɤɨɣ ɥɨɹɥɶɧɨɫɬɢ

ȼɵɛɨɪ ɫɬɪɚɬɟɝɢɢ ɩɪɨɝɪɚɦɦɵ ɥɨɹɥɶɧɨɫɬɢ

Ɏɨɪɦɢɪɨɜɚɧɢɟ ɩɪɨɝɪɚɦɦɵ ɥɨɹɥɶɧɨɫɬɢ

ɋɢɫɬɟɦɚ ɢɧɫɬɪɭɦɟɧɬɚɪɢɹ

Ɂɚɩɭɫɤ ɩɪɨɝɪɚɦɦɵ ɥɨɹɥɶɧɨɫɬɢ

Ⱥɭɞɢɬ ɩɪɨɝɪɚɦɦɵ

ɉɪɨɞɨɥɠɟɧɢɟ ɩɪɨɝɪɚɦɦɵ

ɋɯɟɦɚ ɩɨɨɳɪɟɧɢɹ 
ɤɥɢɟɧɬɨɜ

Ʉɨɦɦɭɧɢɤɚɰɢɢ 
ɫ ɤɥɢɟɧɬɚɦɢ

Ⱦɨɤɭɦɟɧɬɚɰɢɹ 
ɩɪɟɞɩɪɢɹɬɢɹ

ȼɵɛɨɪ ɩɨɥɢɝɨɧɚ ɢɫɫɥɟɞɨɜɚɧɢɹ

ɂɡɦɟɪɟɧɢɟ ɥɨɹɥɶɧɨɫɬɢ

ɉɨɜɟɞɟɧɱɟɫɤɚɹ

Ʉɨɥɢɱɟɫɬɜɟɧɧɚɹ ɨɰɟɧɤɚ – 
Ɇɟɬɨɞ SERVQUAL

Ɇɟɬɨɞ SERVQUAL

Ʉɚɱɟɫɬɜɟɧɧɚɹ ɨɰɟɧɤɚ – 
Ɇɟɬɨɞ Ɏɨɤɭɫ-ɝɪɭɩɩɵ

Ɇɟɬɨɞ Ɏɨɤɭɫ-ɝɪɭɩɩɵ

ɗɦɨɰɢɨɧɚɥɶɧɚɹ

ȼɢɞɟɧɢɟ ɤɥɢɟɧɬɚ

ɋɢɫɬɟɦɚ ɰɟɥɟɣ 
ɮɭɧɤɰɢɨɧɢɪɨɜɚɧɢɹ 
ɩɪɟɞɩɪɢɹɬɢɹ

ɉɨɬɪɟɛɧɨɫɬɢ, 
ɩɪɟɞɫɬɚɜɥɟɧɢɹ 
ɨ ɩɪɨɞɭɤɬɟȾ

ɟɬ
ɟɪ
ɦɢ
ɧɢ
ɪɨ
ɜɚ
ɧɧ
ɵ
ɣ 

ɭɪ
ɨɜ
ɟɧ
ɶ 
ɤɚ
ɱɟ
ɫɬ
ɜɚ

 
ɩɪ
ɨɞ
ɭɤ
ɬɚ

 ɢ
 ɫ
ɟɪ
ɜɢ
ɫɚ

Ɏ
ɚɤ
ɬɢ
ɱɟ
ɫɤ
ɢɣ

 
ɭɪ
ɨɜ
ɟɧ
ɶ 
ɤɚ
ɱɟ
ɫɬ
ɜɚ

 
ɩɪ
ɨɞ
ɭɤ
ɬɚ

 ɢ
 ɫ
ɟɪ
ɜɢ
ɫɚ

Ɋɚɡɪɵɜɵ
ȼ ɫɟɪɜɢɫɟ

ȼ ɤɚɱɟɫɬɜɟ ɭɫɥɭɝ
ɉɨɬɪɟɛɢɬɟɥɶɫɤɢɟ 

ɨɠɢɞɚɧɢɹ 
ɢ ɤɨɪɩɨɪɚɬɢɜɧɵɟ 
ɫɬɚɧɞɚɪɬɵ

Ɏɨɪɦɢɪɨɜɚɧɢɟ 
ɛɚɡɵ ɞɚɧɧɵɯ
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ɩɪɟɞɫɬɚɜɥɟɧɨ ɦɧɨɠɟɫɬɜɨ ɫɥɨɠɧɵɯ, ɡɚɱɚɫɬɭɸ ɩɪɨɬɢ-

ɜɨɪɟɱɢɜɵɯ, ɩɨɞɯɨɞɨɜ ɢɥɢ ɠɟ, ɧɚɩɪɨɬɢɜ, ɩɪɢɦɟɧɹɸɬɫɹ 
ɭɩɪɨɳɟɧɧɵɟ ɦɟɬɨɞɵ ɢɫɫɥɟɞɨɜɚɧɢɹ, ɨɫɧɨɜɚɧɧɵɟ ɢɫɤɥɸ-

ɱɢɬɟɥɶɧɨ ɧɚ ɨɞɧɨɦ ɩɚɪɚɦɟɬɪɟ, ɧɚɩɪɢɦɟɪ ɧɚ ɚɧɚɥɢɡɟ 
ɩɨɜɟɞɟɧɱɟɫɤɢɯ ɚɫɩɟɤɬɨɜ.

ɍɱɢɬɵɜɚɹ ɫɩɟɰɢɮɢɤɭ ɨɰɟɧɤɢ ɥɨɹɥɶɧɨɫɬɢ ɩɨɬɪɟ-
ɛɢɬɟɥɟɣ, ɩɪɟɞɥɚɝɚɟɦɵɟ ɞɚɧɧɵɦɢ ɚɜɬɨɪɚɦɢ ɦɟɬɨɞɢɤɢ 

ɦɨɠɧɨ ɤɥɚɫɫɢɮɢɰɢɪɨɜɚɬɶ ɩɨ ɪɚɡɥɢɱɧɵɦ ɩɪɢɡɧɚɤɚɦ.

1. ɋ ɬɨɱɤɢ ɡɪɟɧɢɹ ɮɨɤɭɫɚ ɥɨɹɥɶɧɨɫɬɢ (ɬɚɛɥ. 1).

2. ɋ ɬɨɱɤɢ ɡɪɟɧɢɹ ɞɢɫɰɢɩɥɢɧɚɪɧɨɣ ɨɛɥɚɫɬɢ, 

ɢɫɫɥɟɞɨɜɚɜɲɟɣ ɥɨɹɥɶɧɨɫɬɶ (ɬɚɛɥ. 2).

3. ɋ ɬɨɱɤɢ ɡɪɟɧɢɹ ɢɧɞɢɜɢɞɭɚɥɢɡɚɰɢɢ ɩɪɨɰɟɫɫɚ 
ɮɨɪɦɢɪɨɜɚɧɢɹ ɥɨɹɥɶɧɨɫɬɢ (ɬɚɛɥ. 3).

Ɇɨɠɧɨ ɫɞɟɥɚɬɶ ɜɵɜɨɞ, ɱɬɨ ɪɚɡɥɢɱɢɹ ɦɟɬɨɞɢɤ 
ɡɚɤɥɸɱɚɸɬɫɹ ɜ ɬɨɦ, ɤɚɤɨɣ ɢɦɟɧɧɨ ɮɚɤɬɨɪ ɹɜɥɹɟɬɫɹ 

 1.        

  

ɉɨɜɟɞɟɧɱɟɫɤɚɹ 
ɥɨɹɥɶɧɨɫɬɶ

� RFM ɚɧɚɥɢɡ;
� ɦɟɬɨɞ ɪɚɡɞɟɥɟɧɢɹ 
ɩɨɬɪɟɛɧɨɫɬɟɣ;

� AC Nielsen’s I-Scan 
Loyalty & Repeat 
product.

� ɪɟɥɟɜɚɧɬɧɵɣ ɤɪɢɬɟɪɢɣ – ɩɨɤɭɩɤɢ;

� ɨɬɧɨɫɢɬɟɥɶɧɚɹ ɩɪɨɫɬɨɬɚ ɫɛɨɪɚ ɢɧɮɨɪ-
ɦɚɰɢɢ;

� ɨɰɟɧɤɚ ɩɪɨɲɥɨɝɨ ɨɩɵɬɚ;
� ɜɨɡɦɨɠɧɨɫɬɢ ɞɥɹ ɫɟɝɦɟɧɬɚɰɢɢ ɩɨɬɪɟ-
ɛɢɬɟɥɟɣ;

� ɨɫɧɨɜɚ ɞɥɹ ɚɧɚɥɢɡɚ «ɰɟɧɧɨɫɬɢ» ɤɥɢɟɧɬɚ 
ɞɥɹ ɤɨɦɩɚɧɢɢ.

� ɧɟ ɪɚɫɫɦɚɬɪɢɜɚɸɬɫɹ ɩɪɢɱɢɧɵ 
ɢ ɦɨɬɢɜɵ ɩɨɤɭɩɚɬɟɥɶɫɤɨɝɨ ɩɨɜɟ-
ɞɟɧɢɹ;

� ɨɬɫɭɬɫɬɜɭɟɬ ɪɚɡɝɪɚɧɢɱɟɧɢɟ 
ɦɟɠɞɭ ɥɨɹɥɶɧɨɫɬɶɸ ɢ ɢɧɵɦɢ 
ɮɨɪɦɚɦɢ ɩɨɜɬɨɪɧɵɯ ɩɨɤɭɩɨɤ;

� ɧɟ ɹɜɥɹɟɬɫɹ ɧɚɞɟɠɧɵɦ ɩɪɟɞɫɤɚ-
ɡɚɬɟɥɟɦ ɛɭɞɭɳɟɝɨ ɩɨɜɟɞɟɧɢɹ.

Ʌɨɹɥɶɧɨɫɬɶ, 
ɫɜɹɡɚɧɧɚɹ 
ɫ ɨɬɧɨɲɟɧɢɟɦ

� ɞɨɥɹ ɩɪɟɞɩɨɱɬɟɧɢɹ 
ɢ ɞɨɥɹ ɨɬɜɟɪɠɟɧɢɹ;

� Brand Keys Customer 
Loyalty Engagement 
Index;

� ɩɨɞɯɨɞ Ⱦ. Ⱦ. Ⱥɚɤɟɪɚ.

� ɨɰɟɧɤɚ ɩɪɢɱɢɧ ɩɨɜɟɞɟɧɢɹ, ɜɧɭɬɪɟɧɧɢɯ 
ɦɨɬɢɜɨɜ;

� ɨɫɧɨɜɚ ɞɥɹ ɩɪɨɝɧɨɡɚ ɛɭɞɭɳɟɝɨ ɩɨɜɟɞɟ-
ɧɢɹ ɩɨɬɪɟɛɢɬɟɥɹ;

� ɜɨɡɦɨɠɧɨɫɬɶ ɢɫɩɨɥɶɡɨɜɚɧɢɹ ɞɚɧɧɵɯ 
ɞɥɹ ɢɧɵɯ ɰɟɥɟɣ ɦɚɪɤɟɬɢɧɝɚ, ɧɚɩɪɚɜɥɟɧ-
ɧɵɯ ɧɚ ɫɨɜɟɪɲɟɧɫɬɜɨɜɚɧɢɟ ɩɪɨɞɭɤɬɚ/
ɭɫɥɭɝɢ, ɜɡɚɢɦɨɞɟɣɫɬɜɢɹ ɢ ɬ.ɞ.

� ɫɥɨɠɧɨ ɢɡɦɟɪɢɬɶ ɢ ɢɧɬɟɪɩɪɟɬɢ-
ɪɨɜɚɬɶ;

� ɨɬɫɭɬɫɬɜɢɟ ɱɟɬɤɢɯ ɤɨɥɢɱɟɫɬɜɟɧ-
ɧɵɯ ɞɚɧɧɵɯ;

� ɢɡɦɟɪɟɧɢɟ ɬɨɥɶɤɨ ɜ ɨɩɪɟɞɟɥɟɧ-
ɧɵɣ ɦɨɦɟɧɬ ɜɪɟɦɟɧɢ;

� ɨɬɫɭɬɫɬɜɢɟ ɰɟɥɨɫɬɧɨɝɨ ɜɢɞɟɧɢɹ;
� ɨɬɫɭɬɫɬɜɢɟ ɩɪɹɦɨɣ ɜɡɚɢɦɨɫɜɹɡɢ 
ɫ ɛɭɞɭɳɢɦɢ ɩɨɤɭɩɤɚɦɢ.

ɇɚɦɟɪɟɧɢɹ

� ɦɟɬɨɞɢɤɚ Ɏ. Ɏ. Ɋɚɣ-
ɯɟɥɶɞɚ;

� ɬɪɚɞɢɰɢɨɧɧɵɣ ɩɨɞ-
ɯɨɞ;

� ɦɨɞɟɥɶ RAPID;

� ɦɨɞɟɥɶ Ɏɨɤɭɫ-
ɝɪɭɩɩɵ.

� ɭɩɪɨɳɟɧɢɟ ɩɪɨɰɟɫɫɚ ɢɫɫɥɟɞɨɜɚɧɢɹ 
ɢ ɢɧɬɟɪɩɪɟɬɚɰɢɹ ɩɨɥɭɱɟɧɧɵɯ ɞɚɧɧɵɯ;

� ɧɨɫɢɬ ɜɩɨɥɧɟ ɨɛɴɟɤɬɢɜɧɵɣ ɩɨ ɨɬɧɨɲɟ-
ɧɢɸ ɤ ɪɟɚɥɶɧɨɣ ɪɵɧɨɱɧɨɣ ɫɪɟɞɟ ɯɚɪɚɤ-
ɬɟɪ (ɭɱɟɬ ɤɨɧɤɭɪɟɧɬɧɵɯ ɚɥɶɬɟɪɧɚɬɢɜ);

� ɫɜɹɡɶ ɫ ɜɨɡɦɨɠɧɵɦ ɩɨɬɪɟɛɢɬɟɥɶɫɤɢɦ 
ɩɨɜɟɞɟɧɢɟɦ.

� ɜɵɫɨɤɚɹ ɫɬɟɩɟɧɶ ɧɚɦɟɪɟɧɢɹ 
ɦɨɠɟɬ ɛɵɬɶ ɫɜɹɡɚɧɚ ɧɟ ɫ ɥɨɹɥɶ-
ɧɨɫɬɶɸ, ɚ ɫ ɨɬɫɭɬɫɬɜɢɟɦ ɩɪɢɟɦ-
ɥɟɦɵɯ ɚɥɶɬɟɪɧɚɬɢɜ;

� ɨɩɚɫɧɨɫɬɶ ɢɫɤɚɠɟɧɢɹ ɪɟɚɥɶɧɨɣ 
ɤɚɪɬɢɧɵ, ɩɨɜɟɪɯɧɨɫɬɧɚɹ ɨɰɟɧɤɚ.

Ʉɨɦɩɥɟɤɫɧɵɟ 
ɦɟɬɨɞɵ ɨɰɟɧɤɢ

� ɦɨɞɟɥɶ Ipsos Loyalty 
C3;

� ɦɟɬɨɞ Ʉɨɧɜɟɪɫɢɨɧɧɚɹ 
ɦɨɞɟɥɶ;

� Secure Customer 
Index;

� ɨɰɟɧɤɚ ɨɛɳɟɝɨ ɭɪɨɜɧɹ 
ɥɨɹɥɶɧɨɫɬɢ;

� ɦɨɞɟɥɶ SERVQUAL.

� ɛɨɥɟɟ ɰɟɥɨɫɬɧɚɹ ɤɚɪɬɢɧɚ, ɜɩɟɱɚɬɥɟɧɢɹ 
ɨ ɜɡɚɢɦɨɨɬɧɨɲɟɧɢɹɯ ɢ ɩɨɤɭɩɚɬɟɥɶɫɤɨɦ 
ɩɨɜɟɞɟɧɢɢ;

� ɩɨɡɜɨɥɹɟɬ ɪɚɫɫɦɚɬɪɢɜɚɬɶ ɥɨɹɥɶɧɨɫɬɶ 
ɤɚɤ ɤɨɧɬɢɧɭɭɦ;

� ɩɨɡɜɨɥɹɟɬ ɢɞɟɧɬɢɮɢɰɢɪɨɜɚɬɶ ɫɜɹɡɶ 
ɦɟɠɞɭ ɤɥɸɱɟɜɵɦɢ ɫɨɫɬɚɜɥɹɸɳɢɦɢ 
ɥɨɹɥɶɧɨɫɬɢ ɢ ɮɚɤɬɨɪɚɦɢ ɮɨɪɦɢɪɨɜɚ-
ɧɢɹ ɥɨɹɥɶɧɨɫɬɢ;

� ɜɨɡɦɨɠɧɨɫɬɢ ɫɟɝɦɟɧɬɚɰɢɢ ɩɨɬɪɟɛɢɬɟ-
ɥɟɣ.

� ɫɥɨɠɧɨɫɬɶ ɢɧɬɟɪɩɪɟɬɚɰɢɢ 
ɢ ɨɰɟɧɤɢ;

� ɫɥɨɠɧɨɫɬɶ ɫɛɨɪɚ ɞɚɧɧɵɯ;
� ɧɟɨɛɯɨɞɢɦɨɫɬɶ ɜɫɟɫɬɨɪɨɧɧɟɝɨ 
ɭɱɟɬɚ ɫɩɟɰɢɮɢɤɢ ɨɬɪɚɫɥɢ ɢ ɤɨɦ-
ɩɚɧɢɢ.

. 2.      

       [8, p. 8]
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ɤɥɸɱɟɜɵɦ. ȼ ɛɨɥɶɲɢɧɫɬɜɟ ɪɚɫɫɦɚɬɪɢɜɚɟɦɵɯ ɦɨɞɟ-
ɥɟɣ ɨɧ ɨɰɟɧɢɜɚɟɬɫɹ ɩɨɫɪɟɞɫɬɜɨɦ ɧɟɫɤɨɥɶɤɢɯ ɩɨɤɚ-
ɡɚɬɟɥɟɣ. Ɉɬɧɨɫɢɬɟɥɶɧɨ ɤɨɦɩɥɟɤɫɧɵɯ ɨɰɟɧɨɤ ɦɨɠɧɨ 
ɡɚɦɟɬɢɬɶ, ɱɬɨ ɩɚɪɚɦɟɬɪɵ ɨɰɟɧɤɢ ɜ ɰɟɥɨɦ ɫɯɨɠɢ, ɪɚɡ-
ɥɢɱɢɟ ɡɚɤɥɸɱɚɟɬɫɹ ɜ ɫɩɨɫɨɛɟ ɢɯ ɤɨɦɛɢɧɚɰɢɢ. ȼ ɨɫɧɨɜɟ 

ɛɨɥɶɲɢɧɫɬɜɚ ɤɨɦɩɥɟɤɫɧɵɯ ɦɟɬɨɞɢɤ ɨɰɟɧɤɢ ɥɟɠɚɬ ɩɨɤɚ-
ɡɚɬɟɥɢ ɥɨɹɥɶɧɨɫɬɢ, ɫɜɹɡɚɧɧɨɣ ɫ ɨɬɧɨɲɟɧɢɟɦ. ɉɨɷɬɨɦɭ 
ɞɚɧɧɵɟ ɤɥɚɫɫɢɮɢɤɚɰɢɢ ɦɨɠɧɨ ɩɪɟɞɫɬɚɜɢɬɶ ɜ ɜɢɞɟ 
ɉɭɡɵɪɶɤɨɜɨɣ ɞɢɚɝɪɚɦɦɵ (ɪɢɫ. 3).

ɉɪɨɚɧɚɥɢɡɢɪɨɜɚɜ ɩɪɟɞɫɬɚɜɥɟɧɧɵɟ ɦɟɬɨɞɢɤɢ 

ɨɰɟɧɤɢ ɥɨɹɥɶɧɨɫɬɢ ɤɥɢɟɧɬɨɜ, ɚɜɬɨɪ ɦɨɠɟɬ ɫɞɟɥɚɬɶ ɫɥɟ-
ɞɭɸɳɢɟ ɜɵɜɨɞɵ:

1) ɧɚ ɫɟɝɨɞɧɹɲɧɢɣ ɦɨɦɟɧɬ ɨɬɫɭɬɫɬɜɭɟɬ ɟɞɢ-

ɧɚɹ ɤɨɧɰɟɩɰɢɹ ɩɨɬɪɟɛɢɬɟɥɶɫɤɨɣ ɥɨɹɥɶɧɨɫɬɢ, ɱɬɨ ɫɜɹ-
ɡɚɧɨ ɫ ɫɨɱɟɬɚɧɢɟɦ ɭɩɪɚɜɥɟɧɱɟɫɤɨɣ, ɩɨɥɢɬɨɥɨɝɢɱɟɫɤɨɣ, 

ɫɨɰɢɨɥɨɝɢɱɟɫɤɨɣ ɢ ɩɫɢɯɨɥɨɝɢɱɟɫɤɨɣ ɩɚɪɚɞɢɝɦ ɮɭɧɤɰɢ-

ɨɧɢɪɨɜɚɧɢɹ ɩɪɟɞɩɪɢɹɬɢɹ;
2) ɜɫɟ ɩɪɟɞɥɨɠɟɧɧɵɟ ɦɟɬɨɞɢɤɢ ɦɨɝɭɬ ɛɵɬɶ 

ɢɡɦɟɪɟɧɵ ɢ ɨɰɟɧɟɧɵ ɜ ɬɪɟɯ ɦɟɬɨɞɨɥɨɝɢɱɟɫɤɢɯ ɩɥɨ-

ɫɤɨɫɬɹɯ ɚɧɚɥɢɡɚ (ɩɪɟɞɦɟɬɧɚɹ – «ɮɨɤɭɫ ɚɧɚɥɢɡɚ», ɨɛɴ-

ɟɤɬɧɚɹ – «ɦɟɬɨɞɵ ɢɧɞɢɜɢɞɭɚɥɢɡɚɰɢɢ», ɢɧɫɬɪɭɦɟɧ-

ɬɚɥɶɧɚɹ – «ɞɢɫɰɢɩɥɢɧɚɪɧɚɹ ɩɪɢɧɚɞɥɟɠɧɨɫɬɶ»). ɗɬɢ 

ɩɥɨɫɤɨɫɬɢ ɩɨɡɜɨɥɹɸɬ ɨɩɢɫɚɬɶ ɜɫɟ ɦɟɬɨɞɢɤɢ ɫ ɬɨɱɤɢ 

ɡɪɟɧɢɹ ɬɪɢɚɞɵ «ɨɛɴɟɤɬ – ɩɪɟɞɦɟɬ – ɢɧɫɬɪɭɦɟɧɬ», ɱɬɨ 
ɞɚɟɬ ɜɨɡɦɨɠɧɨɫɬɶ ɜɵɹɜɢɬɶ ɩɪɨɛɟɥɵ ɚɜɬɨɪɫɤɢɯ ɩɨɞ-

ɯɨɞɨɜ.

 2.        ,  

 

Ɇɚɬɟɦɚɬɢɱɟɫɤɢɣ

� ɦɟɬɨɞ ɪɚɡɞɟɥɟɧɢɹ 
ɩɨɬɪɟɛɧɨɫɬɟɣ;

� ɦɟɬɨɞ ɨɩɪɟɞɟɥɟ-
ɧɢɹ ɨɬɧɨɫɢɬɟɥɶɧɨɣ 
ɥɨɹɥɶɧɨɫɬɢ;

� ɦɟɬɨɞ ɨɰɟɧɤɢ ɨɬɧɨ-
ɲɟɧɢɣ.

� ɩɪɨɫɬɨɬɚ ɫɛɨɪɚ ɢɧɮɨɪɦɚɰɢɢ;

� ɤɪɢɬɟɪɢɣ ɨɰɟɧɤɢ – ɩɨɤɭɩɤɢ.

� ɫɥɨɠɧɨɫɬɶ ɜ ɜɵɞɟɥɟɧɢɟ ɢɡ ɨɛɳɟɝɨ ɤɨɥɢ-
ɱɟɫɬɜɚ ɩɨɤɭɩɨɤ ɢɦɟɧɧɨ ɬɟ, ɤɨɬɨɪɵɟ 
ɛɵɥɢ ɫɨɜɟɪɲɟɧɵ ɢɫɯɨɞɹ ɢɡ ɢɫɬɢɧɧɨɣ 
ɥɨɹɥɶɧɨɫɬɢ ɤ ɬɨɜɚɪɭ ɢɥɢ ɛɪɟɧɞɭ;

� ɜɵɫɨɤɚɹ ɩɨɝɪɟɲɧɨɫɬɶ ɜ ɨɩɪɟɞɟɥɟɧɢɢ 
ɥɨɹɥɶɧɨɫɬɢ.

ɗɤɨɧɨɦɢɱɟɫɤɢɣ
� ɨɰɟɧɤɚ ɥɨɹɥɶɧɨɫɬɢ 
ɀ. ɀ. Ʌɚɦɛɟɧɚ;

� ɩɨɞɯɨɞ Ⱦ. Ⱦ. Ⱥɚɤɟɪɚ.

� ɜɨɡɦɨɠɧɨɫɬɶ ɩɪɨɝɧɨɡɢɪɨɜɚɬɶ 
ɞɚɥɶɧɟɣɲɭɸ ɪɚɛɨɬɭ;

� ɜɨɡɦɨɠɧɨɫɬɶ ɧɚɝɥɹɞɧɨ ɧɚɛɥɸ-
ɞɚɬɶ, ɤɚɤ ɥɨɹɥɶɧɨɫɬɶ ɢɡɦɟɧɹɬɫɹ 
ɫ ɬɟɱɟɧɢɟɦ ɜɪɟɦɟɧɢ.

� ɫɥɨɠɧɨɫɬɶ ɩɨɫɬɪɨɟɧɢɹ ɦɨɞɟɥɢ, ɜ ɫɜɹɡɢ 
ɫ ɢɧɞɢɜɢɞɭɚɥɶɧɨɫɬɶɸ ɤɚɠɞɨɝɨ ɤɥɢɟɧɬɚ;

� ɦɨɞɟɥɶ ɧɨɫɢɬ ɨɛɨɛɳɚɸɳɢɣ ɯɚɪɚɤɬɟɪ - 
ɧɟ ɦɨɠɟɬ ɨɬɜɟɱɚɬɶ ɧɚ ɜɨɩɪɨɫ ɨɛ ɭɪɨɜɧɟ 
ɥɨɹɥɶɧɨɫɬɢ ɤɚɠɞɨɝɨ ɤɨɧɤɪɟɬɧɨɝɨ ɩɨɬɪɟ-
ɛɢɬɟɥɹ.

ɋɨɰɢɨɥɨɝɢɱɟɫɤɢɣ � ɦɟɬɨɞ 
Ɏɨɤɭɫ-ɝɪɭɩɩɵ.

� ɜɨɡɦɨɠɧɨɫɬɶ ɢɡɜɥɟɱɟɧɢɹ ɜɚɠ-
ɧɨɣ ɢɧɮɨɪɦɚɰɢɢ ɧɟɩɨɫɪɟɞ-
ɫɬɜɟɧɧɨ ɨɬ ɤɥɢɟɧɬɨɜ;

� ɜɵɫɨɤɚɹ ɫɬɟɩɟɧɶ ɨɰɟɧɤɢ ɷɮɮɟɤ-
ɬɢɜɧɨɫɬɢ ɨɬɧɨɲɟɧɢɹ ɩɨɬɪɟɛɢ-
ɬɟɥɹ ɤ ɩɪɨɞɭɤɰɢɢ/ɭɫɥɭɝɟ;

� ɛɨɥɶɲɨɣ ɨɛɴɟɦ ɩɨɥɭɱɟɧɧɨɣ 
ɢɧɮɨɪɦɚɰɢɢ – ɲɢɪɨɤɢɣ ɜɵɛɨɪ 
ɢɧɬɟɪɩɪɟɬɚɰɢɢ ɞɚɧɧɵɯ.

� ɜɨɡɦɨɠɧɨɫɬɶ ɧɟ ɭɱɟɬɚ ɜɚɠɧɨɣ ɢɧɮɨɪ-
ɦɚɰɢɢ;

� ɩɨɬɟɧɰɢɚɥɶɧɵɣ ɪɢɫɤ ɧɟ ɭɱɟɬɚ ɨɫɧɨɜɧɨɣ 
ɝɪɭɩɩɵ ɰɟɥɟɜɨɣ ɚɭɞɢɬɨɪɢɢ;

� ɫɭɛɴɟɤɬɢɜɧɨɫɬɶ ɩɪɟɞɨɫɬɚɜɥɹɟɦɵɯ ɞɚɧ-
ɧɵɯ

� ȼɨɡɦɨɠɧɨɫɬɶ ɞɨɦɢɧɢɪɨɜɚɧɢɹ ɨɩɪɟɞɟ-
ɥɟɧɧɨɣ ɬɨɱɤɢ ɡɪɟɧɢɹ;

� ɨɩɪɨɫ ɩɨ ɟɞɢɧɨɣ ɫɯɟɦɟ.

ɍɩɪɚɜɥɟɧɱɟɫɤɢɣ
� ɦɨɞɟɥɶ 

SERVQUAL;

� ɦɨɞɟɥɶ NPS.

� ɜɨɡɦɨɠɧɨɫɬɶ ɨɬɫɥɟɠɢɜɚɬɶ 
ɫɨɫɬɨɹɧɢɟ ɧɟɭɞɨɜɥɟɬɜɨɪɟɧɧɨ-
ɫɬɢ ɩɨɬɪɟɛɢɬɟɥɹ;

� ɜɨɡɦɨɠɧɨɫɬɶ ɩɨɥɭɱɟɧɢɹ ɤɚɱɟ-
ɫɬɜɟɧɧɨɣ ɨɰɟɧɤɢ ɩɪɨɞɭɤɰɢɢ/
ɭɫɥɭɝ.

� ɧɟ ɩɪɟɞɭɫɦɚɬɪɢɜɚɟɬ ɜɡɜɟɲɢɜɚɧɢɟ ɩɟɪɟ-
ɦɟɧɧɵɯ, ɤɨɬɨɪɵɟ ɢɦɟɸɬ ɪɚɡɧɭɸ ɜɚɠ-
ɧɨɫɬɶ ɞɥɹ ɩɨɬɪɟɛɢɬɟɥɟɣ;

� ɩɪɢɦɟɧɢɦɵ ɧɟ ɞɥɹ ɜɫɟɯ ɭɫɥɭɝ, ɫɨɫɬɚɜ 
ɤɚɠɞɨɝɨ ɢɡɦɟɪɟɧɢɹ ɫɢɥɶɧɨ ɡɚɜɢɫɢɬ ɨɬ 
ɫɩɟɰɢɮɢɤɢ ɨɬɪɚɫɥɢ.

 3.      

    

 

Ʉɨɧɤɪɟɬɧɵɟ 
ɩɨɬɪɟɛɢɬɟɥɢ

� ɥɨɹɥɶɧɨɫɬɶ, ɫɜɹɡɚɧɧɚɹ ɫ ɜɪɟɦɟɧɟɦ 
ɩɨɬɪɟɛɥɟɧɢɹ;

� ɥɨɹɥɶɧɨɫɬɶ, ɫɜɹɡɚɧɧɚɹ ɫ ɰɟɧɨɣ ɩɟɪɟ-
ɯɨɞɚ

Ɋɵɧɨɤ ɜ ɰɟɥɨɦ � ɤɨɧɜɟɪɫɢɨɧɧɚɹ ɦɨɞɟɥɶ;
� ɦɨɞɟɥɶ NPS.

ɗɮɮɟɤɬɢɜɧɨɫɬɶ 
ɤɨɦɩɚɧɢɢ

� ɦɨɞɟɥɶ ɮɨɤɭɫ-ɝɪɭɩɩɵ;

� ɦɟɬɨɞ SERVQUAL.
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3) ɪɟɚɥɢɡɚɰɢɹ ɤɨɦɩɥɟɤɫɧɨɝɨ ɩɪɨɝɪɚɦɦɧɨ-ɨɪɢɟɧɬɢ-

ɪɨɜɚɧɧɨɝɨ ɰɟɥɟɜɨɝɨ ɭɩɪɚɜɥɟɧɢɹ ɩɨɬɪɟɛɢɬɟɥɶɫɤɨɣ ɥɨɹɥɶ-
ɧɨɫɬɶɸ ɜɨɡɦɨɠɧɨ ɬɨɥɶɤɨ ɩɪɢ ɭɫɥɨɜɢɢ ɫɨɱɟɬɚɧɢɹ ɤɥɸɱɟ-
ɜɵɯ ɦɟɬɨɞɢɤ ɞɢɚɝɧɨɫɬɢɤɢ ɢ ɭɩɪɚɜɥɟɧɢɹ ɥɨɹɥɶɧɨɫɬɶɸ.

4) ɢɡɭɱɢɜ ɩɟɪɟɱɟɧɶ ɦɟɬɨɞɢɤ, ɚɜɬɨɪ ɜɵɞɟɥɹɟɬ ɧɚɢ-

ɛɨɥɟɟ ɩɪɢɦɟɧɢɦɵɟ ɜ ɩɪɚɤɬɢɤɟ ɤɪɭɩɧɵɯ ɩɪɟɞɩɪɢɹ-
ɬɢɣ: ɦɟɬɨɞɢɤɚ SERVQUAL, ɦɟɬɨɞ NPS, ɦɟɬɨɞ Ɏɨɤɭɫ 
ɝɪɭɩɩɵ. ȼ ɤɚɱɟɫɬɜɟ ɤɥɸɱɟɜɵɯ ɦɟɬɨɞɢɤ ɢɡɦɟɪɟɧɢɹ ɚɜɬɨ-
ɪɨɦ ɛɵɥɢ ɨɩɪɟɞɟɥɟɧɵ SERVQUAL ɢ ɦɟɬɨɞ Ɏɨɤɭɫ-
ɝɪɭɩɩɵ. Ɇɟɬɨɞ NPS, ɢɫɯɨɞɹ ɢɡ ɩɭɡɵɪɶɤɨɜɨɣ ɦɚɬɪɢɰɵ 

ɬɚɤɠɟ ɹɜɥɹɟɬɫɹ ɤɨɦɩɥɟɤɫɧɵɦ, ɧɨ ɫɨɱɟɬɚɟɬ ɜ ɫɟɛɟ ɷɥɟ-
ɦɟɧɬɵ ɦɟɬɨɞɢɤɢ SERVQUAL ɢ ɧɚɩɪɚɜɥɟɧ ɧɚ ɪɵɧɨɤ 
ɜ ɰɟɥɨɦ, ɱɬɨ ɨɬɥɢɱɚɟɬɫɹ ɨɬ SERVQUAL, ɤɨɬɨɪɚɹ ɛɨɥɟɟ 
ɤɨɦɩɥɟɤɫɧɨ ɨɯɜɚɬɵɜɚɟɬ ɷɮɮɟɤɬɢɜɧɨɫɬɶ ɜɫɟɣ ɤɨɦɩɚɧɢɢ.

Ɍɪɟɬɢɣ ɷɬɚɩ ɩɪɟɞɩɨɥɚɝɚɟɬ ɨɫɭɳɟɫɬɜɥɟɧɢɟ ɩɪɨɰɟɞɭɪ 
ɩɨɫɬɚɧɨɜɤɢ ɫɬɪɚɬɟɝɢɱɟɫɤɢɯ ɢ ɬɚɤɬɢɱɟɫɤɢɯ ɰɟɥɟɣ ɭɩɪɚɜ-
ɥɟɧɢɹ ɩɨɬɪɟɛɢɬɟɥɶɫɤɨɣ ɥɨɹɥɶɧɨɫɬɶɸ ɧɚ ɨɫɧɨɜɚɧɢɢ 

ɨɰɟɧɤɢ ɫɭɳɟɫɬɜɭɸɳɟɝɨ ɭɪɨɜɧɹ ɥɨɹɥɶɧɨɫɬɢ. ɉɪɢ ɷɬɨɦ 

ɫɬɪɚɬɟɝɢɱɟɫɤɢɦɢ ɰɟɥɹɦɢ ɦɨɝɭɬ ɛɵɬɶ:
1. ɫɬɢɦɭɥɢɪɨɜɚɧɢɟ ɩɪɨɞɚɠ ɢ ɭɥɭɱɲɟɧɢɟ ɨɫɧɨɜ-

ɧɵɯ ɩɨɤɚɡɚɬɟɥɟɣ (ɞɨɯɨɞ, ɩɪɢɛɵɥɶ, ɞɨɥɹ ɪɵɧɤɚ):
� ɩɨɜɵɲɟɧɢɟ ɱɚɫɬɨɬɵ ɩɨɤɭɩɨɤ (ɧɚɩɪɢɦɟɪ, ɤɥɢɟɧɬ 

ɩɪɢɯɨɞɢɬ ɜ ɦɚɝɚɡɢɧ ɬɪɢ ɪɚɡɚ ɜ ɧɟɞɟɥɸ ɜɦɟɫɬɨ ɨɞɧɨɝɨ);
� ɭɜɟɥɢɱɟɧɢɟ ɪɚɡɦɟɪɚ ɫɪɟɞɧɟɣ ɩɨɤɭɩɤɢ;

� ɤɪɨɫɫ-ɩɪɨɞɚɠɢ ɢ ɪɟɚɥɢɡɚɰɢɹ ɛɨɥɟɟ ɞɨɪɨɝɢɯ ɬɨɜɚ-
ɪɨɜ/ɭɫɥɭɝ;

� ɩɪɢɜɥɟɱɟɧɢɟ ɧɨɜɵɯ ɤɥɢɟɧɬɨɜ, ɭɜɟɥɢɱɟɧɢɟ ɛɚɡɵ 

ɞɚɧɧɵɯ ɤɥɢɟɧɬɨɜ;

2. ɭɥɭɱɲɟɧɢɟ ɯɚɪɚɤɬɟɪɢɫɬɢɤ ɛɪɟɧɞɚ (ɭɥɭɱɲɟɧɢɟ 
ɨɬɧɨɲɟɧɢɹ ɤ ɤɨɦɩɚɧɢɢ, ɛɪɟɧɞɭ):

� ɮɨɪɦɢɪɨɜɚɧɢɟ ɷɦɨɰɢɨɧɚɥɶɧɨɣ ɩɪɢɜɹɡɚɧɧɨɫɬɢ 

ɤ ɤɨɦɩɚɧɢɢ ɢɥɢ ɩɪɨɞɭɤɬɭ;
� ɢɧɮɨɪɦɢɪɨɜɚɧɢɟ ɰɟɥɟɜɨɣ ɚɭɞɢɬɨɪɢɢ, ɝɪɭɩɩ 

ɜɥɢɹɧɢɹ;

. 3.   
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� ɭɥɭɱɲɟɧɢɟ ɦɚɪɤɟɬɢɧɝɨɜɵɯ ɤɨɦɦɭɧɢɤɚɰɢɣ (ɩɪɹ-
ɦɨɟ ɨɛɳɟɧɢɟ ɜɦɟɫɬɨ ɦɨɞɟɥɢ «ɤɨɦɩɚɧɢɹ — ɋɆɂ — 

ɤɥɢɟɧɬ»);

� ɩɪɢɜɥɟɱɟɧɢɟ ɤɥɢɟɧɬɨɜ ɤ ɮɨɪɦɢɪɨɜɚɧɢɸ ɰɟɧ. 

ɍɪɨɜɟɧɶ ɜɨɫɩɪɢɹɬɢɹ ɫɬɨɢɦɨɫɬɢ ɬɨɜɚɪɚ ɤɥɢɟɧɬɚɦɢ 

ɭɜɟɥɢɱɢɜɚɟɬɫɹ ɫ ɩɨɜɵɲɟɧɢɟɦ ɫɬɟɩɟɧɢ ɢɯ ɭɱɚɫɬɢɹ 
ɜ ɫɨɡɞɚɧɢɢ ɫɬɨɢɦɨɫɬɢ. ȼ ɯɨɞɟ ɢɫɫɥɟɞɨɜɚɧɢɣ ɞɨɤɚ-
ɡɚɧɨ, ɱɬɨ ɫɬɨɢɦɨɫɬɶ ɬɨɜɚɪɚ ɢɥɢ ɭɫɥɭɝɢ, ɫɮɨɪɦɢɪɨɜɚɧ-

ɧɚɹ ɜ ɫɨɬɪɭɞɧɢɱɟɫɬɜɟ ɫ ɤɥɢɟɧɬɨɦ, – ɷɬɨ ɧɟ ɬɨɥɶɤɨ «ɩɪɨ-
ɞɭɤɬ», ɫɨɡɞɚɧɧɵɣ ɭɫɢɥɢɹɦɢ ɤɨɦɩɚɧɢɢ, ɧɨ ɨɧ ɬɚɤɠɟ 
ɜɤɥɸɱɚɟɬ ɜ ɫɟɛɹ ɨɩɵɬ ɤɥɢɟɧɬɚ, ɱɬɨ ɩɨɜɵɲɚɟɬ ɭɪɨɜɟɧɶ 
ɭɞɨɜɥɟɬɜɨɪɟɧɢɹ ɩɪɢ ɩɨɤɭɩɤɟ ɩɪɨɞɭɤɬɚ ɤɨɦɩɚɧɢɢ ɢɥɢ 

ɭɫɥɭɝɢ. ɉɪɨɜɟɞɟɧɧɵɟ ɢɫɫɥɟɞɨɜɚɧɢɹ ɩɨɞɬɜɟɪɠɞɚɸɬ, ɱɬɨ 
ɭɱɚɫɬɢɟ ɤɥɢɟɧɬɨɜ ɜ ɩɪɨɰɟɫɫɟ ɫɨɡɞɚɧɢɹ ɫɬɨɢɦɨɫɬɢ ɹɜɥɹ-
ɟɬɫɹ ɠɢɡɧɟɧɧɨ ɜɚɠɧɵɦ ɷɬɚɩɨɦ ɪɚɡɜɢɬɢɹ ɢɧɧɨɜɚɰɢɨɧ-

ɧɨɝɨ ɩɪɨɞɭɤɬɚ ɢɥɢ ɭɫɥɭɝɢ, ɩɨɫɤɨɥɶɤɭ ɩɨɡɜɨɥɹɟɬ ɭɞɨɜ-
ɥɟɬɜɨɪɢɬɶ ɩɨɬɪɟɛɧɨɫɬɢ ɤɥɢɟɧɬɚ [12, p. 485].

3. ɭɞɨɜɥɟɬɜɨɪɟɧɢɟ ɞɪɭɝɢɯ ɩɨɬɪɟɛɧɨɫɬɟɣ ɤɨɦɩɚɧɢɢ:

� ɩɨɜɵɲɟɧɢɟ ɩɪɢɜɥɟɤɚɬɟɥɶɧɨɫɬɢ ɮɢɪɦɵ ɞɥɹ ɩɚɪ-
ɬɧɟɪɨɜ ɩɨ ɛɢɡɧɟɫɭ: ɧɚɥɚɞɢɜ ɩɪɹɦɨɣ ɤɚɧɚɥ ɤɨɦɦɭɧɢɤɚ-
ɰɢɢ ɫ ɚɭɞɢɬɨɪɢɟɣ, ɤɨɦɩɚɧɢɹ ɫɦɨɠɟɬ ɩɪɟɞɥɨɠɢɬɶ ɩɚɪ-
ɬɧɟɪɚɦ ɩɨ ɛɢɡɧɟɫɭ ɛɨɥɶɲɟ, ɱɟɦ ɤɨɧɤɭɪɟɧɬɵ;

� ɜɨɡɦɨɠɧɨɫɬɶ ɩɪɨɜɨɞɢɬɶ ɛɵɫɬɪɵɟ ɢ ɧɟɞɨɪɨɝɢɟ 
ɦɚɪɤɟɬɢɧɝɨɜɵɟ ɢɫɫɥɟɞɨɜɚɧɢɹ ɫɪɟɞɢ ɩɨɬɪɟɛɢɬɟɥɟɣ.

ɑɟɬɜɟɪɬɵɣ ɷɬɚɩ ɚɥɝɨɪɢɬɦɚ ɩɪɟɞɩɨɥɚɝɚɟɬ ɪɚɡɪɚ-
ɛɨɬɤɭ ɬɚɤɬɢɱɟɫɤɢɯ ɚɫɩɟɤɬɨɜ, ɬɨ ɟɫɬɶ ɜɵɛɨɪ ɢɧɫɬɪɭɦɟɧ-

ɬɚɪɢɹ ɢ ɮɨɪɦɢɪɨɜɚɧɢɟ ɩɪɨɝɪɚɦɦɵ ɥɨɹɥɶɧɨɫɬɢ. ɉɨɞ 

ɩɪɨɝɪɚɦɦɨɣ ɩɨɜɵɲɟɧɢɹ ɥɨɹɥɶɧɨɫɬɢ ɤɥɢɟɧɬɨɜ ɩɨɞ-

ɪɚɡɭɦɟɜɚɟɬɫɹ ɧɚɛɨɪ ɞɟɣɫɬɜɢɣ, ɨɪɝɚɧɢɡɨɜɚɧɧɵɯ ɬɚɤɢɦ 

ɨɛɪɚɡɨɦ, ɱɬɨɛɵ ɫɬɢɦɭɥɢɪɨɜɚɬɶ ɤɥɢɟɧɬɨɜ ɢ ɧɚɯɨɞɢɬɶɫɹ 
ɜ ɫɨɨɬɜɟɬɫɬɜɢɢ ɫ ɢɯ ɬɪɟɛɨɜɚɧɢɹɦɢ, ɚ ɬɚɤɠɟ, ɱɬɨɛɵ ɫɜɟ-
ɫɬɢ ɤ ɦɢɧɢɦɭɦɭ ɩɨɬɟɪɢ, ɚ ɢɦɟɧɧɨ, ɩɨɬɟɪɢ ɜ ɤɨɥɢɱɟɫɬɜɟ 
ɤɥɢɟɧɬɨɜ [13, c. 52].

ɇɚ ɬɚɤɬɢɱɟɫɤɨɦ ɭɪɨɜɧɟ ɚɜɬɨɪ ɩɪɟɞɥɚɝɚɟɬ ɜɵɞɟɥɢɬɶ 
ɧɚɛɨɪ ɩɚɪɚɦɟɬɪɨɜ ɢ ɫɢɫɬɟɦɭ ɞɟɣɫɬɜɢɣ ɫ ɪɚɡɥɢɱɧɵɦɢ 

ɤɚɬɟɝɨɪɢɹɦɢ ɤɥɢɟɧɬɨɜ. ɉɪɨɝɪɚɦɦɚ ɥɨɹɥɶɧɨɫɬɢ ɞɨɥɠɧɚ 
ɛɵɬɶ ɰɟɥɨɫɬɧɨɣ ɢ ɟɞɢɧɨɣ, ɯɨɬɶ ɢ ɫɟɝɦɟɧɬɢɪɨɜɚɧɧɨɣ 

ɩɨ ɬɢɩɚɦ ɤɥɢɟɧɬɨɜ. ɉɪɨɝɪɚɦɦɚ ɞɨɥɠɧɚ ɨɬɜɟɱɚɬɶ ɬɪɟ-
ɛɨɜɚɧɢɹɦ ɪɟɝɭɥɹɪɧɨɫɬɢ ɪɟɚɥɢɡɚɰɢɢ ɢ ɧɟɩɪɟɪɵɜɧɨɫɬɢ 

ɮɨɤɭɫɚ ɜɧɢɦɚɧɢɹ. ȼ ɡɚɜɢɫɢɦɨɫɬɢ ɨɬ ɫɬɚɞɢɢ ɡɧɚɤɨɦɫɬɜɚ 
ɫ ɤɨɦɩɚɧɢɟɣ ɢ ɫɬɚɬɭɫɚ ɥɨɹɥɶɧɨɫɬɢ ɞɟɣɫɬɜɢɹ ɩɨ ɨɬɧɨ-

ɲɟɧɢɸ ɤ ɤɥɢɟɧɬɚɦ ɞɨɥɠɧɵ ɛɵɬɶ ɪɚɡɧɵɦɢ. ȼɵɞɟɥɟɧ-

ɧɵɟ ɜ ɪɟɡɭɥɶɬɚɬɟ ɨɰɟɧɤɢ ɭɪɨɜɧɹ ɥɨɹɥɶɧɨɫɬɢ (2 ɷɬɚɩ) 

ɤɥɢɟɧɬɵ ɫɝɪɭɩɩɢɪɨɜɚɧɵ ɩɨ ɭɪɨɜɧɸ ɥɨɹɥɶɧɨɫɬɢ, ɢ ɞɥɹ 
ɧɢɯ ɞɨɥɠɧɵ ɛɵɬɶ ɪɚɡɪɚɛɨɬɚɧɵ ɢɧɞɢɜɢɞɭɚɥɶɧɵɟ ɩɪɨ-
ɝɪɚɦɦɵ. Ʉɨɧɟɱɧɨɣ ɰɟɥɶɸ, ɹɜɥɹɟɬɫɹ ɭɫɬɚɧɨɜɥɟɧɢɟ ɷɦɨ-
ɰɢɨɧɚɥɶɧɨɣ ɫɜɹɡɢ ɦɟɠɞɭ ɤɨɦɩɚɧɢɟɣ ɢ ɤɥɢɟɧɬɨɦ. ɉɪɨ-
ɪɚɛɨɬɤɚ ɤɚɠɞɨɝɨ ɫɟɝɦɟɧɬɚ ɤɥɢɟɧɬɨɜ ɦɨɠɟɬ ɧɨɫɢɬɶ 
ɤɚɫɤɚɞɧɵɣ ɯɚɪɚɤɬɟɪ, ɬ.ɟ. ɩɪɢ ɜɡɹɬɢɢ ɤɭɪɫɚ ɧɚ ɫɨɜɟɪ-

ɲɟɧɫɬɜɨɜɚɧɢɟ ɩɪɨɝɪɚɦɦɵ ɥɨɹɥɶɧɨɫɬɢ, ɦɨɠɧɨ ɩɨɷ-
ɬɚɩɧɨ ɜɧɟɞɪɹɬɶ ɨɪɝɚɧɢɡɚɰɢɨɧɧɵɟ ɢɧɧɨɜɚɰɢɢ ɜ ɨɬɧɨ-

ɲɟɧɢɢ ɤɚɠɞɨɣ ɢɡ ɝɪɭɩɩ ɩɨɬɪɟɛɢɬɟɥɟɣ.

ɉɹɬɵɣ ɷɬɚɩ ɮɨɪɦɢɪɨɜɚɧɢɹ ɢ ɪɚɡɜɢɬɢɹ ɩɨɬɪɟɛɢ-

ɬɟɥɶɫɤɨɣ ɥɨɹɥɶɧɨɫɬɢ ɩɪɟɞɩɨɥɚɝɚɟɬ ɚɭɞɢɬ ɩɪɨɝɪɚɦɦ 

ɥɨɹɥɶɧɨɫɬɢ. ɉɪɢ ɷɬɨɦ ɚɜɬɨɪɵ ɩɨɥɚɝɚɸɬ, ɱɬɨ ɦɟɬɨɞɨ-

ɥɨɝɢɹ ɚɭɞɢɬɚ ɞɨɥɠɧɚ ɫɬɪɨɢɬɶɫɹ ɧɚ ɬɟɯ ɠɟ ɩɪɢɧɰɢɩɚɯ, 

ɱɬɨ ɢ ɨɰɟɧɤɚ ɢɫɯɨɞɧɨɝɨ ɭɪɨɜɧɹ ɥɨɹɥɶɧɨɫɬɢ. ɗɬɨ ɩɨɡɜɨ-
ɥɢɬ ɞɢɚɝɧɨɫɬɢɪɨɜɚɬɶ ɤɚɱɟɫɬɜɟɧɧɵɟ ɢ ɤɨɥɢɱɟɫɬɜɟɧɧɵɟ 
ɩɪɢɪɨɫɬɵ ɡɧɚɱɟɧɢɹ ɥɨɹɥɶɧɨɫɬɢ. ȼ ɫɥɭɱɚɟ ɧɟɫɨɨɬɜɟɬ-
ɫɬɜɢɹ ɷɬɢɯ ɩɪɢɪɨɫɬɨɜ ɰɟɥɟɜɵɦ ɪɟɡɭɥɶɬɚɬɚɦ, ɩɨɫɬɚ-
ɧɨɜɤɚ ɤɨɬɨɪɵɯ ɛɵɥɚ ɨɫɭɳɟɫɬɜɥɟɧɚ ɜ ɪɚɦɤɚɯ ɬɪɟɬɶɟɝɨ 
ɷɬɚɩɚ, ɫɥɟɞɭɟɬ ɩɟɪɟɫɦɨɬɪɟɬɶ ɢɫɩɨɥɶɡɭɟɦɵɟ ɦɟɬɨɞɢɤɢ, 

ɫɬɚɪɬɨɜɵɟ ɭɫɥɨɜɢɹ, ɩɪɨɛɥɟɦɚɬɢɤɭ ɢ ɰɟɥɟɜɵɟ ɨɪɢɟɧ-

ɬɢɪɵ ɤɨɦɩɚɧɢɢ.

Ɍɚɤɢɦ ɨɛɪɚɡɨɦ, ɜ ɪɚɦɤɚɯ ɪɚɡɪɚɛɨɬɚɧɧɨɝɨ ɚɜɬɨ-

ɪɚɦɢ ɚɥɝɨɪɢɬɦɚ ɮɨɪɦɢɪɨɜɚɧɢɹ ɢ ɪɚɡɜɢɬɢɹ ɥɨɹɥɶɧɨɫɬɢ 

ɩɨɬɪɟɛɢɬɟɥɟɣ ɦɨɠɧɨ ɜɵɞɟɥɢɬɶ ɧɟɫɤɨɥɶɤɨ ɩɪɢɧɰɢɩɢ-

ɚɥɶɧɵɯ ɦɨɦɟɧɬɨɜ ɨɬɧɨɫɢɬɟɥɶɧɨ ɩɪɨɰɟɞɭɪɵ:

1. ɩɪɨɰɟɞɭɪɚ ɞɨɥɠɧɚ ɧɨɫɢɬɶ ɰɢɤɥɢɱɟɫɤɢɣ ɯɚɪɚɤ-
ɬɟɪ ɢ ɛɵɬɶ ɜɡɚɢɦɨɫɜɹɡɚɧɧɨɣ ɫ ɨɛɳɟɣ ɫɢɫɬɟɦɨɣ ɫɬɪɚɬɟ-
ɝɢɱɟɫɤɨɝɨ ɦɚɪɤɟɬɢɧɝɨɜɨɝɨ ɭɩɪɚɜɥɟɧɢɹ ɜ ɨɪɝɚɧɢɡɚɰɢɢ;

2. ɩɪɨɰɟɞɭɪɚ ɫ ɬɨɱɤɢ ɡɪɟɧɢɹ ɫɬɪɭɤɬɭɪɵ ɩɪɟɞɫɬɚɜ-
ɥɹɟɬ ɫɨɛɨɣ ɫɨɜɨɤɭɩɧɨɫɬɶ ɷɬɚɩɨɜ, ɩɪɟɞɩɨɥɚɝɚɸɳɢɯ ɫɥɟ-
ɞɭɸɳɭɸ ɥɨɝɢɤɭ: ɚɧɚɥɢɡ –> ɫɢɧɬɟɡ ɫɬɪɚɬɟɝɢɱɟɫɤɢɯ ɩɪɨ-
ɮɢɥɶɧɵɯ ɩɪɢɨɪɢɬɟɬɨɜ –> ɞɟɬɚɥɢɡɚɰɢɹ ɩɪɢɨɪɢɬɟɬɨɜ –> 

ɩɨɫɬɚɧɨɜɤɚ ɫɪɟɞɧɟɫɪɨɱɧɵɯ ɩɪɢɨɪɢɬɟɬɨɜ ɢ ɪɚɡɪɚɛɨɬɤɚ 
ɩɪɨɝɪɚɦɦ ɪɟɚɥɢɡɚɰɢɢ –> ɩɨɞɛɨɪ ɢɧɫɬɪɭɦɟɧɬɚɪɢɹ –> 

ɡɚɩɭɫɤ –> ɤɨɧɬɪɨɥɶ ɢ ɚɭɞɢɬ. Ⱦɚɧɧɚɹ ɥɨɝɢɤɚ ɧɚɢɥɭɱ-

ɲɢɦ ɨɛɪɚɡɨɦ ɨɬɜɟɱɚɟɬ ɰɟɥɹɦ ɪɚɡɪɚɛɨɬɤɢ ɫɬɪɚɬɟɝɢɱɟ-
ɫɤɨɝɨ ɤɨɧɬɭɪɚ ɥɨɹɥɶɧɨɫɬɢ ɢ ɩɨɡɜɨɥɹɟɬ ɢɧɬɟɝɪɢɪɨɜɚɬɶ 
ɜɫɟ ɩɪɨɰɟɞɭɪɵ ɪɚɛɨɬɵ ɫ ɩɨɬɪɟɛɢɬɟɥɹɦɢ ɜ ɨɛɳɢɣ ɤɨɧ-

ɬɟɤɫɬ ɞɟɹɬɟɥɶɧɨɫɬɢ ɨɪɝɚɧɢɡɚɰɢɢ;

3. ɚɥɝɨɪɢɬɦ ɮɨɪɦɢɪɨɜɚɧɢɹ ɢ ɪɚɡɜɢɬɢɹ ɩɨɬɪɟɛɢ-

ɬɟɥɶɫɤɨɣ ɥɨɹɥɶɧɨɫɬɢ ɩɨɨɫɬɪɟɧɚ ɧɚ ɫɨɱɟɬɚɧɢɢ ɭɩɪɚɜ-
ɥɟɧɱɟɫɤɨɣ ɢ ɩɨɥɢɬɨɥɨɝɢɱɟɫɤɨɣ ɩɚɪɚɞɢɝɦ, ɫɭɛɴɟɤ-

ɬɧɨ-ɨɪɢɟɧɬɢɪɨɜɚɧɧɨɣ ɢ ɨɛɴɟɤɬɧɨ-ɨɪɢɟɧɬɢɪɨɜɚɧɧɨɣ 

ɤɨɧɰɟɩɰɢɣ, ɭɱɢɬɵɜɚɟɬ ɤɨɥɢɱɟɫɬɜɟɧɧɵɟ ɢ ɤɚɱɟɫɬɜɟɧɧɵɟ 
ɦɟɬɨɞɢɤɢ, ɩɨɜɟɞɟɧɱɟɫɤɢɟ ɢ ɷɦɨɰɢɨɧɚɥɶɧɵɟ ɮɚɤɬɨɪɵ.

Ɏɨɪɦɢɪɨɜɚɧɢɟ ɢ ɪɚɡɜɢɬɢɟ ɩɨɬɪɟɛɢɬɟɥɶɫɤɨɣ ɥɨɹɥɶ-
ɧɨɫɬɢ ɜ ɫɥɭɱɚɟ ɩɪɚɜɢɥɶɧɨɫɬɢ ɜɵɛɨɪɚ ɦɟɬɨɞɢɱɟɫɤɨɝɨ 
ɨɛɟɫɩɟɱɟɧɢɹ ɢ ɩɪɟɟɦɫɬɜɟɧɧɨɫɬɢ ɪɟɚɥɢɡɚɰɢɢ ɩɪɨɰɟɞɭɪ 
ɦɨɠɟɬ ɨɛɟɫɩɟɱɢɬɶ ɫɥɟɞɭɸɳɢɟ ɜɵɝɨɞɵ, ɩɨɡɜɨɥɹɸɳɢɟ 
ɜ ɢɬɨɝɟ ɫɮɨɪɦɢɪɨɜɚɬɶ ɷɮɮɟɤɬɢɜɧɵɣ ɛɪɟɧɞ ɤɨɦɩɚɧɢɢ 

ɢ ɟɟ ɬɨɜɚɪɧɵɯ ɡɧɚɤɨɜ / ɬɨɪɝɨɜɵɯ ɦɚɪɨɤ:
� ɡɚɤɪɟɩɥɟɧɢɟ ɡɚ ɫɨɛɨɣ ɩɨɫɬɨɹɧɧɨɝɨ ɤɥɢɟɧɬɚ;
� ɜɨɡɦɨɠɧɨɫɬɶ ɦɚɬɟɪɢɚɥɶɧɨɝɨ ɢ ɩɫɢɯɨɥɨɝɢɱɟɫɤɨɝɨ 

ɩɨɨɳɪɟɧɢɹ ɤɥɢɟɧɬɚ ɜ ɡɚɜɢɫɢɦɨɫɬɢ ɨɬ ɟɝɨ ɚɤɬɢɜɧɨɫɬɢ;

� ɭɜɟɥɢɱɟɧɢɟ ɪɚɡɦɟɪɚ ɩɨɤɭɩɤɢ ɩɨɫɬɨɹɧɧɵɯ ɤɥɢ-

ɟɧɬɨɜ;
� ɫɨɯɪɚɧɟɧɢɟ ɢ ɭɜɟɥɢɱɟɧɢɟ ɨɛɴɟɦɚ ɩɪɨɞɚɠ ɡɚ ɫɱɟɬ 

ɩɨɫɬɨɹɧɧɵɯ ɤɥɢɟɧɬɨɜ;
� ɜɨɡɦɨɠɧɨɫɬɶ ɷɮɮɟɤɬɢɜɧɨɣ ɩɪɨɞɚɠɢ ɞɪɭɝɢɯ 

ɫɨɩɭɬɫɬɜɭɸɳɢɯ ɬɨɜɚɪɨɜ;
� ɜɨɡɦɨɠɧɨɫɬɶ ɪɚɫɩɪɨɫɬɪɚɧɟɧɢɹ ɩɨɥɨɠɢɬɟɥɶɧɵɯ 

ɨɬɡɵɜɨɜ ɨ ɩɪɨɞɭɤɬɟ ɫ ɩɨɦɨɳɶɸ ɩɨɫɬɨɹɧɧɵɯ ɤɥɢɟɧɬɨɜ.
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