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ɍȾɄ 339.33 
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ɈɋɈȻȿɇɇɈɋɌɂ ɊȺɁȼɂɌɂə ɋɂɋɌȿɆɕ ɉɊɈȾȺɀ  

ɇȺ ɈɉɌɈȼɈɆ ɊɕɇɄȿ ɉɈɌɊȿȻɂɌȿɅɖɋɄɂɏ ɌɈȼȺɊɈȼ 
 
Ɋɚɡɜɢɬɢɟ ɨɩɬɨɜɨɣ ɬɨɪɝɨɜɥɢ ɹɜɥɹɟɬɫɹ ɜɚɠɧɵɦ ɷɥɟɦɟɧɬɨɦ ɷɤɨɧɨɦɢɤɢ ɥɸ-

ɛɨɣ ɫɬɪɚɧɵ. ȼɦɟɫɬɟ ɫ ɬɟɦ ɜ ɧɚɫɬɨɹɳɟɟ ɜɪɟɦɹ ɨɩɬɨɜɚɹ ɬɨɪɝɨɜɥɹ ɩɟɪɟɠɢɜɚɟɬ 
ɨɩɪɟɞɟɥɟɧɧɵɟ ɬɪɭɞɧɨɫɬɢ, ɨɛɭɫɥɨɜɥɟɧɧɵɟ ɟɟ ɚɞɚɩɬɚɰɢɟɣ ɤ ɪɵɧɨɱɧɵɦ ɭɫɥɨɜɢɹɦ. 
ȼ ɪɚɦɤɚɯ ɫɬɚɬɶɢ ɪɚɫɫɦɨɬɪɟɧɵ ɨɫɧɨɜɧɵɟ ɩɨɤɚɡɚɬɟɥɢ ɪɵɧɤɚ ɨɩɬɨɜɨɣ ɬɨɪɝɨɜɥɢ 
ɩɨɬɪɟɛɢɬɟɥɶɫɤɢɦɢ ɬɨɜɚɪɚɦɢ ɜ Ɋɨɫɫɢɢ, ɨɯɚɪɚɤɬɟɪɢɡɨɜɚɧɵ ɬɢɩɵ ɭɱɚɫɬɧɢɤɨɜ ɤɚ-
ɧɚɥɨɜ ɫɛɵɬɚ ɧɚ ɪɵɧɤɟ B2B, ɢɯ ɨɬɥɢɱɢɹ ɨɬ ɭɱɚɫɬɧɢɤɨɜ ɪɵɧɤɚ B2C ɢ ɫɜɹɡɚɧɧɵɟ ɫ 
ɷɬɢɦ ɨɫɨɛɟɧɧɨɫɬɢ ɮɨɪɦɢɪɨɜɚɧɢɹ ɦɚɪɤɟɬɢɧɝɨɜɨɣ ɩɨɥɢɬɢɤɢ ɢ ɩɨɫɬɪɨɟɧɢɹ ɫɢɫɬɟ-
ɦɵ ɩɪɨɞɚɠ. ɉɪɨɚɧɚɥɢɡɢɪɨɜɚɧɵ ɨɫɧɨɜɧɵɟ ɜɨɡɦɨɠɧɨɫɬɢ ɢ ɭɝɪɨɡɵ, ɜɵɞɟɥɟɧɵ 
ɬɟɧɞɟɧɰɢɢ ɢ ɨɩɪɟɞɟɥɟɧɵ ɞɚɥɶɧɟɣɲɢɟ ɩɭɬɢ ɪɚɡɜɢɬɢɹ ɨɩɬɨɜɨɣ ɬɨɪɝɨɜɥɢ ɢ ɫɨɜɟɪ-
ɲɟɧɫɬɜɨɜɚɧɢɹ ɫɢɫɬɟɦɵ ɩɪɨɞɚɠ ɧɚ ɨɩɬɨɜɵɯ ɪɵɧɤɚɯ ɩɨɬɪɟɛɢɬɟɥɶɫɤɢɯ ɬɨɜɚɪɨɜ. 

 : ɭɩɪɚɜɥɟɧɢɟ ɩɪɨɞɚɠɚɦɢ, ɪɵɧɨɤ B2B, ɨɩɬɨɜɚɹ ɬɨɪɝɨɜɥɹ, 
ɞɢɫɬɪɢɛɶɸɰɢɹ, ɬɟɧɞɟɧɰɢɢ ɪɚɡɜɢɬɢɹ ɬɨɪɝɨɜɥɢ. 
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PECULIARITIES OF THE SALES DEVELOPMENT SYSTEM 
 IN THE WHOLESALE MARKET OF CONSUMER GOODS 

 
The development of wholesale trade is an important element of the economy in 

any country. At the same time, wholesale trade is currently experiencing certain diffi-
culties due to its adaptation to market conditions. The article examines the main indi-
cators of the wholesale trade market of consumer goods in Russia, types of market 
participants in the B2B market, their differences from B2C market participants and 
features of marketing policy formation and sales system. Analyzed the main opportu-
nities and threats, identified trends, further development of wholesale trade and ways 
to improving the sales system in wholesale markets. 

Keywords: sales management, B2B market, wholesale, distribution, trade de-
velopment trends 

 

Ɉɩɬɨɜɚɹ ɬɨɪɝɨɜɥɹ ɩɨɬɪɟɛɢɬɟɥɶɫɤɢɦɢ ɬɨɜɚɪɚɦɢ ɨɞɢɧ ɢɡ ɡɧɚɱɢɦɵɯ ɫɟɝɦɟɧ-
ɬɨɜ ɷɤɨɧɨɦɢɤɢ ɥɸɛɨɝɨ ɝɨɫɭɞɚɪɫɬɜɚ. ȼ Ɋɨɫɫɢɢ ɨɛɨɪɨɬ ɡɚ 2016 ɝɨɞ ɫɨɫɬɚɜɢɥ 
49,9 ɬɪɥɧ ɪɭɛɥɟɣ [1]. ɉɨ ɞɚɧɧɵɦ ɢɫɫɥɟɞɨɜɚɧɢɹ ɤɨɧɫɚɥɬɢɧɝɨɜɨɣ ɤɨɦɩɚɧɢɢ 
«Intesco Research Group» «Ɋɨɫɫɢɣɫɤɢɣ ɪɵɧɨɤ ɫɤɥɚɞɢɪɨɜɚɧɢɹ ɢ ɯɪɚɧɟɧɢɹ. Ɍɟɤɭ-
ɳɚɹ ɫɢɬɭɚɰɢɹ ɢ ɩɪɨɝɧɨɡ», ɨɛɨɪɨɬ ɨɩɬɨɜɨɣ ɬɨɪɝɨɜɥɢ ɜ Ɋɨɫɫɢɢ ɧɟɢɡɦɟɧɧɨ ɪɚɫɬɟɬ 
ɫ 2010 ɝɨɞɚ. ȿɠɟɝɨɞɧɵɣ ɩɪɢɪɨɫɬ ɨɛɨɪɨɬɚ ɜ ɪɟɚɥɶɧɨɦ ɜɵɪɚɠɟɧɢɢ ɫɨɫɬɚɜɥɹɟɬ 14–
15 %. ɋɥɟɞɨɜɚɬɟɥɶɧɨ, ɜɧɭɬɪɟɧɧɹɹ ɨɩɬɨɜɚɹ ɬɨɪɝɨɜɥɹ ɪɚɡɜɢɜɚɟɬɫɹ ɞɢɧɚɦɢɱɧɨ ɢ ɩɨ 
ɬɟɦɩɚɦ ɧɟ ɨɬɫɬɚɟɬ ɨɬ ɩɪɟɞɩɪɢɹɬɢɣ ɪɨɡɧɢɰɵ [2]. 
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ɉɪɨɞɚɠɢ ɩɪɨɞɨɜɨɥɶɫɬɜɢɹ ɜ ɫɬɪɭɤɬɭɪɟ ɨɩɬɨɜɨɣ ɬɨɪɝɨɜɥɢ ɡɚɧɢɦɚɸɬ ɨɤɨɥɨ 
20 %, ɱɭɬɶ ɛɨɥɟɟ 17 % ɫɨɫɬɚɜɥɹɸɬ ɩɪɨɞɚɠɢ ɧɟɩɪɨɞɨɜɨɥɶɫɬɜɟɧɧɵɯ ɬɨɜɚɪɨɜ. 

ɍɪɨɜɟɧɶ ɤɨɧɰɟɧɬɪɚɰɢɢ ɤɪɭɩɧɵɯ ɭɱɚɫɬɧɢɤɨɜ ɜ ɨɩɬɨɜɨɣ ɬɨɪɝɨɜɥɟ ɨɞɢɧ ɢɡ 
ɫɚɦɵɯ ɜɵɫɨɤɢɯ ɫɪɟɞɢ ɩɪɨɱɢɯ ɫɟɤɬɨɪɨɜ ɬɨɪɝɨɜɥɢ: ɱɢɫɥɨ ɤɪɭɩɧɵɯ ɩɪɟɞɩɪɢɹɬɢɣ ɜ 
ɫɟɤɬɨɪɟ ɨɤɨɥɨ 5 %, ɨɞɧɚɤɨ ɧɚ ɧɢɯ ɩɪɢɯɨɞɢɬɫɹ ɩɨɱɬɢ 46 % ɜɫɟɝɨ ɨɛɨɪɨɬɚ ɨɩɬɨ-
ɜɨɣ ɬɨɪɝɨɜɥɢ [3]. Ɉɩɬɨɜɵɟ ɤɨɦɩɚɧɢɢ – ɨɞɧɢ ɢɡ ɩɟɪɜɵɯ ɩɨ ɩɪɢɛɵɥɶɧɨɫɬɢ, ɜɚɥɨ-
ɜɚɹ ɩɪɢɛɵɥɶ ɫɨɫɬɚɜɥɹɟɬ ɨɤɨɥɨ 14 % ɨɬ ɨɛɨɪɨɬɚ, ɬɨɝɞɚ ɤɚɤ ɜ ɪɨɡɧɢɰɟ ɷɬɨɬ ɩɨɤɚ-
ɡɚɬɟɥɶ – 8,4 %.  

ɑɬɨ ɤɚɫɚɟɬɫɹ ɨɛɳɟɣ ɫɬɪɭɤɬɭɪɵ ɬɨɪɝɨɜɥɢ, ɬɨ ɞɨɥɹ ɨɩɬɨɜɵɯ ɩɪɨɞɚɠ ɫɨɫɬɚɜ-
ɥɹɟɬ 60 %, ɚ ɞɨɥɹ ɪɨɡɧɢɱɧɵɯ ɫɨɨɬɜɟɬɫɬɜɟɧɧɨ 40 %, ɩɪɢ ɷɬɨɦ ɞɨɥɹ ɨɩɬɨɜɨɣ ɬɨɪ-
ɝɨɜɥɢ ɤ ɪɨɡɧɢɱɧɨɣ ɫɧɢɠɚɟɬɫɹ ɤɚɠɞɵɣ ɝɨɞ. ɇɚɩɪɢɦɟɪ, ɟɳɟ ɜ 2013 ɝɨɞɭ ɫɨɨɬɧɨ-
ɲɟɧɢɟ ɨɩɬɚ ɢ ɪɨɡɧɢɰɵ ɜɵɝɥɹɞɟɥɨ ɤɚɤ 65 ɢ 35 % [3]. ɗɬɚ ɬɟɧɞɟɧɰɢɹ ɜɨ ɦɧɨɝɨɦ 
ɨɛɴɹɫɧɹɟɬɫɹ ɫɨɤɪɚɳɟɧɢɟɦ ɱɢɫɥɚ ɩɨɫɪɟɞɧɢɤɨɜ ɦɟɠɞɭ ɩɪɨɢɡɜɨɞɢɬɟɥɹɦɢ ɢ ɩɨɬɪɟ-
ɛɢɬɟɥɹɦɢ. 

ɋ ɤɚɠɞɵɦ ɝɨɞɨɦ ɫɨɤɪɚɳɚɟɬɫɹ ɤɨɥɢɱɟɫɬɜɨ ɩɪɟɞɩɪɢɹɬɢɣ, ɪɚɛɨɬɚɸɳɢɯ ɜ 
ɨɬɪɚɫɥɢ ɨɩɬɨɜɨɣ ɬɨɪɝɨɜɥɢ. ȼ 2016 ɝɨɞɭ ɢɯ ɧɚɫɱɢɬɵɜɚɥɨɫɶ ɨɤɨɥɨ 1,16 ɦɥɧ, ɬɨɝɞɚ 
ɤɚɤ ɜ 2014 ɢɯ ɛɵɥɨ 1,19 ɦɥɧ. 

ɑɬɨɛɵ ɥɭɱɲɟ ɩɨɡɧɚɤɨɦɢɬɶɫɹ ɫ ɭɱɚɫɬɧɢɤɚɦɢ ɤɚɧɚɥɨɜ ɫɛɵɬɚ ɧɚ ɪɵɧɤɟ B2B, 
ɩɪɟɞɥɚɝɚɟɦ ɩɪɨɢɥɥɸɫɬɪɢɪɨɜɚɬɶ ɢɯ ɨɫɧɨɜɧɵɟ ɬɢɩɵ ɧɚ ɩɪɢɦɟɪɟ ɪɵɧɤɚ ɦɭɤɢ. Ʉ 
ɨɪɝɚɧɢɡɚɰɢɹɦ, ɪɚɛɨɬɚɸɳɢɦ ɧɚ ɨɩɬɨɜɨɦ ɪɵɧɤɟ ɩɨɬɪɟɛɢɬɟɥɶɫɤɢɯ ɬɨɜɚɪɨɜ ɨɬɧɨ-
ɫɹɬɫɹ ɫɥɟɞɭɸɳɢɟ: 

1. ɉɪɨɢɡɜɨɞɢɬɟɥɢ ɩɨɬɪɟɛɢɬɟɥɶɫɤɢɯ ɬɨɜɚɪɨɜ. Ʉ ɷɬɨɦɭ ɬɢɩɭ ɨɪɝɚɧɢɡɚɰɢɣ 
ɦɨɠɧɨ ɨɬɧɟɫɬɢ ɦɭɤɨɦɨɥɶɧɵɟ ɡɚɜɨɞɵ, ɩɪɨɢɡɜɨɞɹɳɢɟ ɦɭɤɭ. 

2. Ɍɨɪɝɨɜɵɟ ɨɪɝɚɧɢɡɚɰɢɢ (ɞɢɫɬɪɢɛɶɸɬɨɪɵ), ɢɥɢ ɩɪɟɞɩɪɢɹɬɢɹ, ɩɪɢɨɛɪɟɬɚ-
ɸɳɢɟ ɬɨɜɚɪ ɞɥɹ ɟɝɨ ɩɟɪɟɪɚɛɨɬɤɢ ɢ ɩɨɫɥɟɞɭɸɳɟɣ ɩɪɨɞɚɠɢ. Ʉ ɞɚɧɧɨɦɭ ɬɢɩɭ ɨɬ-
ɧɨɫɹɬɫɹ ɤɪɭɩɧɵɟ ɮɟɞɟɪɚɥɶɧɵɟ ɢ ɪɟɝɢɨɧɚɥɶɧɵɟ ɬɨɪɝɨɜɵɟ ɤɨɦɩɚɧɢɢ, ɨɫɭɳɟɫɬɜ-
ɥɹɸɳɢɟ ɨɩɬɨɜɵɟ ɩɪɨɞɚɠɢ ɦɭɤɢ ɱɟɪɟɡ ɫɢɫɬɟɦɭ ɫɤɥɚɞɨɜ, ɥɢɛɨ ɧɚɩɪɹɦɭɸ ɨɫɭ-
ɳɟɫɬɜɥɹɹ ɩɨɫɬɚɜɤɢ ɨɬ ɡɚɜɨɞɚ ɢɡɝɨɬɨɜɢɬɟɥɹ ɤ ɩɨɬɪɟɛɢɬɟɥɸ. 

3. Ɉɪɝɚɧɢɡɚɰɢɢ, ɡɚɤɭɩɚɸɳɢɟ ɤɪɭɩɧɵɟ ɨɛɴɟɦɵ ɬɨɜɚɪɚ ɞɥɹ ɩɨɫɥɟɞɭɸɳɟɣ 
ɩɟɪɟɪɚɛɨɬɤɢ ɜ ɪɚɦɤɚɯ ɩɪɨɢɡɜɨɞɫɬɜɟɧɧɨɝɨ ɩɪɨɰɟɫɫɚ. Ʉ ɞɚɧɧɨɣ ɤɚɬɟɝɨɪɢɢ ɦɨɝɭɬ 
ɨɬɧɨɫɢɬɶɫɹ ɯɥɟɛɨɡɚɜɨɞɵ, ɤɨɧɞɢɬɟɪɫɤɢɟ. 

4. Ɍɨɪɝɨɜɵɟ ɫɟɬɢ ɢ ɪɨɡɧɢɱɧɵɟ ɦɚɝɚɡɢɧɵ, ɢɥɢ ɩɪɟɞɩɪɢɹɬɢɹ, ɡɚɤɭɩɚɸɳɢɟ 
ɬɨɜɚɪ ɫ ɰɟɥɶɸ ɪɨɡɧɢɱɧɨɣ ɩɪɨɞɚɠɢ. Ʉ ɞɚɧɧɨɦɭ ɬɢɩɭ ɨɬɧɨɫɹɬɫɹ ɪɚɡɥɢɱɧɵɟ ɬɢɩɵ 
ɦɚɝɚɡɢɧɨɜ ɢ ɬɨɱɤɢ ɪɨɡɧɢɱɧɨɣ ɬɨɪɝɨɜɥɢ. 

5. Ɉɪɝɚɧɢɡɚɰɢɢ, ɩɪɨɢɡɜɨɞɹɳɢɟ ɤɪɭɩɧɵɟ ɡɚɤɭɩɤɢ ɬɨɜɚɪɨɜ ɞɥɹ ɫɨɛɫɬɜɟɧɧɵɯ 
ɧɭɠɞ, ɧɚɩɪɢɦɟɪ, ɫɬɨɥɨɜɵɟ ɤɪɭɩɧɵɯ ɨɪɝɚɧɢɡɚɰɢɣ ɢɥɢ ɩɪɨɢɡɜɨɞɫɬɜ. 

Ɋɵɧɨɤ ɨɩɬɨɜɨɣ ɬɨɪɝɨɜɥɢ ɨɬɧɨɫɢɬɫɹ ɤ ɬɢɩɭ ɪɵɧɤɨɜ B2B (business-to-
business), ɬɨ ɟɫɬɶ ɩɪɨɞɚɠɢ ɨɫɭɳɟɫɬɜɥɹɸɬɫɹ ɧɟ ɤɨɧɟɱɧɵɦ ɩɨɬɪɟɛɢɬɟɥɹɦ, ɚ ɞɪɭɝɢɦ 
ɨɪɝɚɧɢɡɚɰɢɹɦ, ɩɨɬɪɟɛɥɹɸɳɢɦ ɷɬɢ ɬɨɜɚɪɵ ɢ ɭɫɥɭɝɢ ɞɥɹ ɫɨɛɫɬɜɟɧɧɨɝɨ ɛɢɡɧɟɫɚ.    

Ɉɬɥɢɱɢɹ ɪɵɧɤɨɜ B2B ɢ B2C ɩɪɨɹɜɥɹɸɬɫɹ ɜ ɪɚɦɤɚɯ ɩɨɬɪɟɛɢɬɟɥɶɫɤɨɝɨ ɩɨɜɟ-
ɞɟɧɢɹ ɭɱɚɫɬɧɢɤɨɜ ɞɚɧɧɵɯ ɪɵɧɤɨɜ ɢ ɜɥɢɹɸɬ ɧɚ ɨɫɨɛɟɧɧɨɫɬɢ ɮɨɪɦɢɪɨɜɚɧɢɹ ɦɚɪɤɟ-
ɬɢɧɝɨɜɨɣ ɩɨɥɢɬɢɤɢ ɤɨɦɩɚɧɢɣ-ɩɪɨɞɚɜɰɨɜ ɢ ɧɚ ɩɨɫɬɪɨɟɧɢɟ ɫɢɫɬɟɦɵ ɩɪɨɞɚɠ. 

Ʉ ɨɫɧɨɜɧɵɦ ɨɬɥɢɱɢɹɦ ɨɬɧɨɫɹɬ: 
1. ɋɩɪɨɫ ɹɜɥɹɟɬɫɹ ɩɪɨɢɡɜɨɞɧɵɦ ɨɬ ɞɟɹɬɟɥɶɧɨɫɬɢ ɨɪɝɚɧɢɡɚɰɢɢ: ɛɢɡɧɟɫ ɩɨ-

ɤɭɩɚɟɬ ɬɨɜɚɪɵ ɞɥɹ ɫɜɨɢɯ ɩɪɨɢɡɜɨɞɫɬɜɟɧɧɵɯ ɩɪɨɰɟɫɫɨɜ. ȼ ɬɨ ɜɪɟɦɹ ɤɚɤ ɩɨɬɪɟɛɢ-
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ɬɟɥɶ (ɮɢɡɢɱɟɫɤɨɟ ɥɢɰɨ) ɦɨɠɟɬ ɫɨɜɟɪɲɚɬɶ ɢɦɩɭɥɶɫɧɵɟ ɩɨɤɭɩɤɢ, ɜ ɤɨɬɨɪɵɯ ɧɟ 
ɜɫɟɝɞɚ ɧɭɠɞɚɟɬɫɹ; 

2. ɇɚ ɪɵɧɤɟ B2B ɨɬɧɨɫɢɬɟɥɶɧɨ ɭɡɤɢɣ ɢ ɫɬɚɛɢɥɶɧɵɣ ɤɪɭɝ ɩɨɬɪɟɛɢɬɟɥɟɣ, 
ɱɬɨ ɭɫɥɨɠɧɹɟɬ ɩɪɨɰɟɫɫ ɩɨɜɵɲɟɧɢɹ ɤɨɧɤɭɪɟɧɬɨɫɩɨɫɨɛɧɨɫɬɢ ɬɨɜɚɪɨɜ ɢ ɭɫɥɭɝ; 

3. ȼ ɪɚɦɤɚɯ ɨɪɝɚɧɢɡɚɰɢɣ ɩɪɨɰɟɫɫ ɩɪɢɧɹɬɢɹ ɪɟɲɟɧɢɹ ɹɜɥɹɟɬɫɹ ɛɨɥɟɟ ɫɥɨɠ-
ɧɵɦ ɢ ɞɥɢɬɟɥɶɧɵɦ. ɋɜɹɡɚɧɨ ɷɬɨ ɫ ɛɨɥɟɟ ɜɵɫɨɤɢɦɢ ɪɢɫɤɚɦɢ ɩɨɤɭɩɚɬɟɥɹ, ɞɟɧɟɠ-
ɧɵɦɢ ɢ ɢɧɵɦɢ; 

4. ɇɚ ɪɵɧɤɟ B2B ɥɢɰɚ, ɩɪɢɧɢɦɚɸɳɢɟ ɪɟɲɟɧɢɟ ɨ ɩɨɤɭɩɤɟ, ɱɚɳɟ ɹɜɥɹɸɬɫɹ 
ɩɪɨɮɟɫɫɢɨɧɚɥɚɦɢ, ɯɨɪɨɲɨ ɪɚɡɛɢɪɚɸɬɫɹ ɜ ɨɫɨɛɟɧɧɨɫɬɹɯ ɬɨɜɚɪɚ ɢ ɩɪɢɦɟɧɟɧɢɢ 
ɟɝɨ ɜ ɨɪɝɚɧɢɡɚɰɢɢ. ɉɪɢɧɹɬɢɟ ɪɟɲɟɧɢɹ ɨ ɩɨɤɭɩɤɟ ɩɪɨɢɡɜɨɞɢɬ ɧɟ ɨɞɢɧ ɱɟɥɨɜɟɤ, ɚ 
ɝɪɭɩɩɚ ɥɢɰ; 

5. ɉɪɢ ɩɪɨɞɚɠɚɯ ɦɟɠɞɭ ɨɪɝɚɧɢɡɚɰɢɹɦɢ ɩɪɨɹɜɥɹɸɬɫɹ ɛɨɥɟɟ ɬɟɫɧɵɟ ɨɬɧɨ-
ɲɟɧɢɹ ɦɟɠɞɭ ɩɨɤɭɩɚɬɟɥɟɦ ɢ ɩɪɨɞɚɜɰɨɦ. Ɂɚ ɜɪɟɦɹ ɫɞɟɥɤɢ ɩɨɤɭɩɚɬɟɥɶ ɢ ɩɪɨɞɚ-
ɜɟɰ ɨɛɳɚɸɬɫɹ ɦɧɨɝɨɤɪɚɬɧɨ. Ȼɨɥɟɟ ɬɨɝɨ, ɨɪɝɚɧɢɡɚɰɢɢ ɫɬɪɟɦɹɬɫɹ ɤ ɞɨɥɝɨɫɪɨɱɧɨ-
ɦɭ ɜɡɚɢɦɨɞɟɣɫɬɜɢɸ, ɱɬɨ ɫɩɨɫɨɛɫɬɜɭɟɬ ɜɵɫɬɪɚɢɜɚɧɢɸ ɞɥɢɬɟɥɶɧɵɯ ɜɡɚɢɦɨɨɬɧɨ-
ɲɟɧɢɣ. 

Ɍɚɤɢɦ ɨɛɪɚɡɨɦ, ɫɩɟɰɢɮɢɱɟɫɤɢɦɢ ɨɫɨɛɟɧɧɨɫɬɹɦɢ ɦɚɪɤɟɬɢɧɝɚ ȼ2ȼ ɹɜɥɹ-
ɸɬɫɹ ɨɪɢɟɧɬɚɰɢɹ ɧɚ ɤɥɢɟɧɬɚ, ɡɚɜɢɫɢɦɨɫɬɶ ɫɩɪɨɫɚ ɧɚ ɬɨɜɚɪɵ ɪɵɧɤɚ ȼ2ȼ ɨɬ ɫɩɪɨ-
ɫɚ ɧɚ ɩɨɬɪɟɛɢɬɟɥɶɫɤɢɟ ɬɨɜɚɪɵ, ɜɡɚɢɦɨɡɚɜɢɫɢɦɨɫɬɶ ɩɨɤɭɩɚɬɟɥɹ ɢ ɩɪɨɞɚɜɰɚ ɢ, 
ɧɚɤɨɧɟɰ, ɫɥɨɠɧɨɫɬɶ ɩɪɨɰɟɫɫɚ ɡɚɤɭɩɤɢ [4]. 

ȼ ɧɚɫɬɨɹɳɟɟ ɜɪɟɦɹ, ɩɨ ɦɧɟɧɢɸ ɦɧɨɝɢɯ ɫɩɟɰɢɚɥɢɫɬɨɜ, ɪɵɧɨɤ ɨɩɬɨɜɨɣ ɬɨɪ-
ɝɨɜɥɢ ɩɨɬɪɟɛɢɬɟɥɶɫɤɢɦɢ ɬɨɜɚɪɚɦɢ ɦɨɠɧɨ ɨɬɧɟɫɬɢ ɤ ɡɪɟɥɵɦ. ɉɨɧɢɦɚɧɢɟ ɨɫɧɨɜ-
ɧɵɯ ɬɟɧɞɟɧɰɢɣ ɩɨɡɜɨɥɹɸɬ ɟɝɨ ɭɱɚɫɬɧɢɤɚɦ ɨɩɪɟɞɟɥɹɬɶ ɩɪɚɜɢɥɶɧɵɟ ɫɬɪɚɬɟɝɢɢ. 
Ⱦɥɹ ɧɚɫ, ɤɚɤ ɢɫɫɥɟɞɨɜɚɬɟɥɟɣ, ɩɨɧɢɦɚɧɢɟ ɩɪɨɛɥɟɦ ɢ ɜɨɡɦɨɠɧɨɫɬɟɣ, ɩɨ ɪɟɡɭɥɶɬɚ-
ɬɚɦ ɢɫɫɥɟɞɨɜɚɧɢɹ ɪɵɧɤɨɜ, ɩɨɡɜɨɥɹɸɬ ɜɵɞɟɥɢɬɶ ɨɫɧɨɜɧɵɟ ɬɟɧɞɟɧɰɢɢ. 

1. ɍɜɟɥɢɱɟɧɢɟ ɜɥɢɹɧɢɹ ɬɨɪɝɨɜɵɯ ɫɟɬɟɣ ɢ ɩɪɨɢɡɜɨɞɢɬɟɥɟɣ. 
ɉɨɫɥɟɞɧɢɟ ɝɨɞɵ ɜɫɟ ɛɨɥɶɲɟ ɪɚɛɨɬɵ, ɪɚɧɟɟ ɜɵɩɨɥɧɹɟɦɨɣ ɩɨɫɪɟɞɧɢɤɚɦɢ – 

ɨɩɬɨɜɢɤɚɦɢ ɢ ɞɢɫɬɪɢɛɶɸɬɨɪɚɦɢ, ɛɟɪɟɬ ɧɚ ɫɟɛɹ ɫɚɦ ɩɪɨɢɡɜɨɞɢɬɟɥɶ. ȼɵɪɚɠɚɟɬɫɹ 
ɷɬɨ ɜ ɫɨɡɞɚɧɢɢ ɫɨɛɫɬɜɟɧɧɵɯ ɞɢɥɟɪɫɤɢɯ ɫɟɬɟɣ, ɥɨɝɢɫɬɢɱɟɫɤɢɯ ɰɟɧɬɪɨɜ, ɭɫɬɚɧɨɜ-
ɥɟɧɢɢ ɞɨɥɝɨɫɪɨɱɧɵɯ ɩɚɪɬɧɟɪɫɤɢɯ ɨɬɧɨɲɟɧɢɣ ɫ ɤɥɸɱɟɜɨɣ ɪɨɡɧɢɰɟɣ. ɍ ɤɪɭɩɧɨɝɨ 
ɩɪɨɢɡɜɨɞɢɬɟɥɹ ɭɠɟ ɧɚɥɚɠɟɧɵ ɦɟɯɚɧɢɡɦɵ ɫɧɚɛɠɟɧɢɹ, ɞɨɫɬɭɩ ɤ ɲɢɪɨɤɨɦɭ ɪɵɧɤɭ 
ɢ ɤɚɩɢɬɚɥɚɦ, ɪɚɛɨɬɚ ɫ ɤɥɢɟɧɬɚɦɢ ɫɬɚɧɨɜɢɬɫɹ ɜɫɟ ɛɨɥɟɟ ɚɜɬɨɦɚɬɢɡɢɪɨɜɚɧɧɨɣ. 
ȼɫɟ ɜɟɞɟɬ ɤ ɬɨɦɭ, ɱɬɨ ɫɨ ɜɪɟɦɟɧɟɦ ɨɩɬɨɜɢɤɢ ɛɭɞɭɬ ɩɨɝɥɨɳɚɬɶɫɹ ɩɪɨɢɡɜɨɞɢɬɟ-
ɥɹɦɢ ɫ ɰɟɥɶɸ ɩɨɥɭɱɟɧɢɹ ɝɨɬɨɜɨɣ ɤɥɢɟɧɬɫɤɨɣ ɛɚɡɵ ɢ ɨɬɥɚɠɟɧɧɵɯ ɦɟɯɚɧɢɡɦɨɜ 
ɞɢɫɬɪɢɛɶɸɰɢɢ, ɢɥɢ ɭɯɨɞɢɬɶ ɫ ɪɵɧɤɚ. 

ɑɬɨ ɤɚɫɚɟɬɫɹ ɬɨɪɝɨɜɵɯ ɫɟɬɟɣ, ɬɨ ɜ Ɋɨɫɫɢɢ ɱɟɪɟɡ ɞɢɫɬɪɢɛɶɸɬɨɪɨɜ ɩɪɨɯɨɞɢɬ 
80-85 % ɬɨɜɚɪɨɜ, ɜ ɬɨ ɜɪɟɦɹ ɤɚɤ ɜ ɪɚɡɜɢɬɵɯ ɫɬɪɚɧɚɯ ɷɬɨɬ ɩɨɤɚɡɚɬɟɥɶ ɫɨɫɬɚɜɥɹɟɬ 
ɧɟ ɛɨɥɟɟ 50 %. ɇɚɩɪɢɦɟɪ, ɜ ɋɒȺ ɞɢɫɬɪɢɛɶɸɬɨɪɵ ɢ ɨɩɬɨɜɵɟ ɤɨɦɩɚɧɢɢ ɨɛɟɫɩɟ-
ɱɢɜɚɸɬ 20 % ɪɨɡɧɢɰɵ, ɜ ȿɜɪɨɩɟ – ɞɨ 40 %. ɑɟɪɟɡ 10–15 ɥɟɬ (ɩɨ ɞɚɧɧɵɦ ɷɤɫɩɨ-
ɧɟɧɰɢɚɥɶɧɨɝɨ ɩɪɨɝɧɨɡɚ ɩɪɢ ɫɨɯɪɚɧɟɧɢɢ ɬɟɤɭɳɢɯ ɬɟɧɞɟɧɰɢɣ ɪɚɡɜɢɬɢɹ) ɨɛɴɟɦ 
ɨɛɨɪɨɬɨɜ ɱɟɪɟɡ ɬɨɪɝɨɜɵɟ ɫɟɬɢ ɜ Ɋɨɫɫɢɢ ɞɨɫɬɢɝɧɟɬ 80 % [3]. 

ɑɢɫɥɨ ɨɩɬɨɜɢɤɨɜ ɛɭɞɟɬ ɩɥɚɧɨɦɟɪɧɨ ɫɨɤɪɚɳɚɬɶɫɹ, ɧɨ ɢɡ-ɡɚ ɬɨɝɨ, ɱɬɨ ɩɪɨ-
ɛɥɟɦɚ ɡɚɟɦɧɵɯ ɞɟɧɟɝ ɜ Ɋɨɫɫɢɢ ɨɱɟɧɶ ɨɫɬɪɚ, ɨɩɬɨɜɢɤɢ-ɤɨɧɫɨɥɢɞɚɬɨɪɵ ɩɨɤɚ 
ɨɫɬɚɧɭɬɫɹ. Ɍɚɤɢɟ ɤɨɦɩɚɧɢɢ ɫɤɭɩɚɸɬ ɭ ɩɪɨɢɡɜɨɞɢɬɟɥɟɣ ɬɨɜɚɪ ɢ ɩɨɫɬɚɜɥɹɸɬ ɟɝɨ ɜ 
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ɪɨɡɧɢɱɧɵɟ ɫɟɬɢ ɫ ɨɬɫɪɨɱɤɨɣ ɩɥɚɬɟɠɚ ɧɚ 2–3 ɦɟɫɹɰɚ, ɜ ɨɬɥɢɱɢɟ ɨɬ ɩɪɨɢɡɜɨɞɢɬɟ-
ɥɟɣ, ɬɪɟɛɭɸɳɢɯ ɨɩɥɚɬɭ ɩɨ ɮɚɤɬɭ.  

Ʉɪɨɦɟ ɬɨɝɨ, ɷɤɫɩɚɧɫɢɹ ɮɟɞɟɪɚɥɶɧɵɯ ɬɨɪɝɨɜɵɯ ɫɟɬɟɣ ɜ ɨɬɞɚɥɟɧɧɵɟ ɪɟɝɢɨ-
ɧɵ Ɋɨɫɫɢɢ ɩɪɨɢɫɯɨɞɢɬ ɦɟɞɥɟɧɧɨ, ɩɨɷɬɨɦɭ ɪɨɥɶ ɪɟɝɢɨɧɚɥɶɧɵɯ ɨɩɬɨɜɵɯ ɤɨɦɩɚ-
ɧɢɣ ɜ ɪɟɝɢɨɧɚɯ ɟɳɟ ɞɨɥɝɨɟ ɜɪɟɦɹ ɛɭɞɟɬ ɜɟɥɢɤɚ. 

2. ɋɨɤɪɚɳɟɧɢɟ ɱɢɫɥɚ ɞɢɫɬɪɢɛɶɸɬɨɪɫɤɢɯ ɤɨɦɩɚɧɢɣ ɜɫɥɟɞɫɬɜɢɟ ɫɥɢɹɧɢɣ ɢ 
ɩɨɝɥɨɳɟɧɢɣ, ɱɬɨ ɩɨɡɜɨɥɢɬ ɤɪɭɩɧɵɦ ɢɝɪɨɤɚɦ ɪɚɫɲɢɪɢɬɶ ɪɟɝɢɨɧɵ ɫɜɨɟɝɨ ɩɪɢ-
ɫɭɬɫɬɜɢɹ. 

3. Ɋɚɫɲɢɪɟɧɢɟ ɮɭɧɤɰɢɨɧɚɥɚ ɞɢɫɬɪɢɛɶɸɬɨɪɚ ɜ ɜɢɞɟ ɪɟɚɥɢɡɚɰɢɢ ɦɚɪɤɟɬɢɧ-
ɝɨɜɵɯ ɦɟɪɨɩɪɢɹɬɢɣ, ɩɪɨɜɟɞɟɧɢɹ ɦɚɪɤɟɬɢɧɝɨɜɵɯ ɢɫɫɥɟɞɨɜɚɧɢɣ, ɩɪɟɞɨɫɬɚɜɥɟɧɢɹ 
ɥɨɝɢɫɬɢɱɟɫɤɢɯ ɢ ɫɤɥɚɞɫɤɢɯ ɭɫɥɭɝ ɩɨɜɵɲɟɧɧɨɝɨ ɤɚɱɟɫɬɜɚ, ɭɩɪɚɜɥɟɧɢɹ ɡɚɩɚɫɚɦɢ, 
ɫɬɪɚɯɨɜɚɧɢɹ ɪɢɫɤɨɜ ɢ ɞɪ. 

4. ɋɨɡɞɚɧɢɟ ɫɨɛɫɬɜɟɧɧɵɯ ɦɚɪɨɤ ɢɥɢ ɩɪɨɢɡɜɨɞɫɬɜ. ɉɪɢ ɷɬɨɦ ɷɤɨɧɨɦɢɹ ɧɚ 
ɪɚɫɯɨɞɚɯ ɧɚ ɩɪɨɞɜɢɠɟɧɢɟ ɦɨɠɟɬ ɫɨɫɬɚɜɥɹɬɶ ɞɨ 20 % ɩɨ ɫɪɚɜɧɟɧɢɸ ɫ ɩɪɨɞɜɢɠɟ-
ɧɢɟɦ ɛɪɟɧɞɚ ɩɪɨɢɡɜɨɞɢɬɟɥɹ. 

5. ɍɯɨɞ ɜ ɧɢɲɢ: ɪɚɛɨɬɚ ɫ ɭɡɤɢɦ ɫɩɟɰɢɚɥɢɡɢɪɨɜɚɧɧɵɦ ɚɫɫɨɪɬɢɦɟɧɬɨɦ, ɪɚ-
ɛɨɬɚ ɫ ɦɚɥɵɦɢ ɤɥɢɟɧɬɚɦɢ. 

6. Ɋɚɡɜɢɬɢɟ ɧɨɜɵɯ ɤɚɧɚɥɨɜ ɩɪɨɞɚɠ. 
Ȼɭɪɧɵɦɢ ɬɟɦɩɚɦɢ ɪɚɡɜɢɜɚɟɬɫɹ ɬɨɪɝɨɜɥɹ ɱɟɪɟɡ ɢɧɬɟɪɧɟɬ. ɉɨ ɪɚɡɥɢɱɧɵɦ 

ɩɪɨɝɧɨɡɚɦ, ɨɛɨɪɨɬ ɷɥɟɤɬɪɨɧɧɨɣ ɬɨɪɝɨɜɥɢ ɜ Ɋɨɫɫɢɢ ɞɨɫɬɢɝ ɜ 2016 ɝɨɞɭ 30 ɦɥɪɞ 
ɞɨɥɥɚɪɨɜ. Ɋɚɫɬɭɬ ɨɛɨɪɨɬɵ ɨɧɥɚɣɧ-ɬɨɪɝɨɜɥɢ ɢ ɜ ɫɟɝɦɟɧɬɟ B2B. ɋɨɝɥɚɫɧɨ ɞɚɧɧɵɦ 
ɢɫɫɥɟɞɨɜɚɧɢɹ «Frost & Sullivan» «Ȼɭɞɭɳɟɟ ɨɧɥɚɣɧ-ɬɨɪɝɨɜɥɢ ɜ ɫɟɝɦɟɧɬɟ B2B» ɧɚ 
ɞɨɥɸ ɢɧɬɟɪɧɟɬ-ɩɪɨɞɚɠ ɜ ɫɟɝɦɟɧɬɟ B2B ɛɭɞɟɬ ɩɪɢɯɨɞɢɬɶɫɹ ɩɨɱɬɢ 27 % ɨɬ ɨɛɳɟ-
ɝɨ ɨɛɴɟɦɚ ɬɨɪɝɨɜɥɢ ɩɪɨɦɵɲɥɟɧɧɨɣ ɩɪɨɞɭɤɰɢɟɣ. ɉɨ ɩɪɨɝɧɨɡɚɦ, ɤ 2020 ɝɨɞɭ 
ɨɛɴɟɦ ɫɞɟɥɨɤ B2B ɜ ɨɧɥɚɣɧ-ɫɟɝɦɟɧɬɟ ɞɨɫɬɢɝɧɟɬ 12 ɬɪɥɧ ɞɨɥɥɚɪɨɜ, ɩɨ ɫɪɚɜɧɟ-
ɧɢɸ ɫ 5,5 ɬɪɥɧ ɜ 2012 ɝɨɞɭ [5]. 

ȼɟɡɞɟ, ɝɞɟ ɩɪɨɢɡɜɟɞɟɧɧɚɹ ɩɪɨɞɭɤɰɢɹ ɪɚɫɩɪɨɫɬɪɚɧɹɟɬɫɹ ɱɟɪɟɡ ɞɢɫɬɪɢɛɶɸɬɨ-
ɪɨɜ, ɞɢɥɟɪɨɜ ɢ ɞɪɭɝɢɯ ɩɨɫɪɟɞɧɢɤɨɜ, ɦɨɠɧɨ ɫɨɡɞɚɬɶ ɫɢɫɬɟɦɭ ɞɥɹ ɨɧɥɚɣɧ-ɩɪɨɞɚɠ, 
ɤɨɬɨɪɚɹ ɚɜɬɨɦɚɬɢɡɢɪɭɟɬ ɬɪɚɞɢɰɢɨɧɧɵɟ ɩɪɨɰɟɫɫɵ. Ɍɚɤ ɫɞɟɥɚɥɢ ɦɧɨɝɢɟ, ɧɚɩɪɢɦɟɪ, 
ɚɦɟɪɢɤɚɧɫɤɚɹ ɤɨɦɩɚɧɢɹ ɩɨ ɩɪɨɢɡɜɨɞɫɬɜɭ ɬɤɚɧɟɣ «Michael Miller Fabrics», ɦɚɪɤɟɬ-
ɩɥɟɣɫɵ ɞɥɹ ɨɩɬɨɜɨɣ ɢ ɪɨɡɧɢɱɧɨɣ ɬɨɪɝɨɜɥɢ «Amazon Business» ɢ «Alibaba».  

ɉɨɞɨɛɧɚɹ ɚɜɬɨɦɚɬɢɡɚɰɢɹ ɢ ɩɟɪɟɯɨɞ ɫ ɭɫɬɚɪɟɜɲɢɯ ɫɯɟɦ ɨɩɬɨɜɵɯ ɩɪɨɞɚɠ 
ɬɢɩɚ «ɦɟɧɟɞɠɟɪ-ɩɪɚɣɫ-ɥɢɫɬ-ɬɟɥɟɮɨɧ-e-mail-ɡɚɤɚɡ» ɧɚ ɫɨɜɪɟɦɟɧɧɵɟ ɨɧɥɚɣɧ-
ɩɥɚɬɮɨɪɦɵ ɩɨɡɜɨɥɹɟɬ ɜɵɫɜɨɛɨɞɢɬɶ ɱɚɫɬɶ ɪɟɫɭɪɫɨɜ, ɤɨɬɨɪɵɟ ɦɨɠɧɨ ɩɟɪɟɧɚɩɪɚ-
ɜɢɬɶ ɧɚ ɚɤɬɢɜɧɵɟ ɞɨɩɪɨɞɚɠɢ ɢ ɭɜɟɥɢɱɟɧɢɟ ɫɪɟɞɧɟɝɨ ɱɟɤɚ. Ʉɪɨɦɟ ɬɨɝɨ, ɦɨɠɧɨ 
ɩɨɜɵɫɢɬɶ ɥɨɹɥɶɧɨɫɬɶ ɩɚɪɬɧɟɪɨɜ – ɝɨɪɚɡɞɨ ɛɨɥɟɟ ɭɞɨɛɧɵɣ ɥɢɱɧɵɣ ɤɚɛɢɧɟɬ ɩɨ-
ɦɨɝɚɟɬ ɨɮɨɪɦɥɹɬɶ ɡɚɤɚɡɵ ɢ ɢɫɤɚɬɶ ɧɭɠɧɵɟ ɬɨɜɚɪɵ ɡɚ ɫɟɤɭɧɞɵ ɢ ɜ ɥɸɛɨɟ ɜɪɟɦɹ 
ɫɭɬɨɤ. ɂ ɯɨɬɹ ɥɢɞɟɪɚɦɢ ɪɵɧɤɚ ɨɧɥɚɣɧ-ɬɨɪɝɨɜɥɢ B2B ɫɬɚɧɭɬ Ʉɢɬɚɣ ɢ ɋɨɟɞɢɧɟɧ-
ɧɵɟ ɒɬɚɬɵ Ⱥɦɟɪɢɤɢ, ɨɠɢɞɚɟɬɫɹ ɫɭɳɟɫɬɜɟɧɧɵɣ ɪɨɫɬ ɷɬɨɝɨ ɫɟɝɦɟɧɬɚ ɪɵɧɤɚ ɜ ɬɟ-
ɱɟɧɢɟ ɛɥɢɠɚɣɲɢɯ ɧɟɫɤɨɥɶɤɢɯ ɥɟɬ ɢ ɜ Ɋɨɫɫɢɢ. 

Ɍɚɤɢɦ ɨɛɪɚɡɨɦ, ɜ ɧɚɫɬɨɹɳɢɣ ɦɨɦɟɧɬ ɫɟɤɬɨɪ ɨɩɬɨɜɨɣ ɬɨɪɝɨɜɥɢ ɩɪɨɞɨɥɠɚ-
ɟɬ ɫɜɨɟ ɪɚɡɜɢɬɢɟ. Ɂɧɚɱɢɦɨɫɬɶ ɫɮɟɪɵ ɨɩɬɨɜɨɝɨ ɪɚɫɩɪɟɞɟɥɟɧɢɹ ɧɟ ɜɵɡɵɜɚɟɬ ɧɢɤɚ-
ɤɢɯ ɫɨɦɧɟɧɢɣ. ɋɭɛɴɟɤɬɵ ɨɩɬɨɜɨɣ ɬɨɪɝɨɜɥɢ ɭɫɬɚɧɚɜɥɢɜɚɸɬ ɫɜɹɡɢ ɦɟɠɞɭ ɩɪɨɢɡ-
ɜɨɞɢɬɟɥɹɦɢ ɬɨɜɚɪɨɜ ɢ ɪɨɡɧɢɱɧɵɦɢ ɬɨɪɝɨɜɵɦɢ ɩɪɟɞɩɪɢɹɬɢɹɦɢ ɢ ɨɛɟɫɩɟɱɢɜɚɸɬ 
ɬɨɜɚɪɨɨɛɦɟɧ ɦɟɠɞɭ ɪɟɝɢɨɧɚɦɢ. 
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Ⱦɚɥɶɧɟɣɲɟɟ ɪɚɡɜɢɬɢɟ ɨɩɬɨɜɨɣ ɬɨɪɝɨɜɥɢ ɛɭɞɟɬ ɩɪɨɢɫɯɨɞɢɬɶ ɩɨ ɩɭɬɢ ɪɚɫ-
ɲɢɪɟɧɢɹ ɮɭɧɤɰɢɨɧɚɥɚ ɞɢɫɬɪɢɛɶɸɬɨɪɚ, ɛɨɥɟɟ ɬɟɫɧɨɝɨ ɫɨɬɪɭɞɧɢɱɟɫɬɜɚ ɢɥɢ ɩɨ-
ɝɥɨɳɟɧɢɹ ɩɪɨɢɡɜɨɞɢɬɟɥɹɦɢ ɥɢɛɨ ɛɨɥɟɟ ɤɪɭɩɧɵɦɢ ɢɝɪɨɤɚɦɢ ɪɵɧɤɚ, ɪɚɡɜɢɬɢɹ 
ɧɨɜɵɯ ɤɚɧɚɥɨɜ ɩɪɨɞɚɠ, ɜ ɬɨɦ ɱɢɫɥɟ ɱɟɪɟɡ ɢɧɬɟɪɧɟɬ. 

ȼ ɭɫɥɨɜɢɹɯ ɢɡɦɟɧɹɸɳɟɣɫɹ ɫɬɪɭɤɬɭɪɵ ɤɚɧɚɥɨɜ ɩɪɨɞɚɠ, ɚ ɬɚɤɠɟ ɩɪɢ ɩɟɪɟ-
ɯɨɞɟ ɨɬɞɟɥɶɧɵɯ ɭɱɚɫɬɧɢɤɨɜ ɪɵɧɤɚ ɨɬ ɬɪɚɞɢɰɢɨɧɧɵɯ ɡɚɤɭɩɨɤ ɤ ɷɥɟɤɬɪɨɧɧɵɦ, 
ɤɨɝɞɚ ɪɚɛɨɬɚ ɬɨɪɝɨɜɨɝɨ ɩɪɟɞɫɬɚɜɢɬɟɥɹ ɫɭɳɟɫɬɜɟɧɧɨ ɦɟɧɹɟɬɫɹ, ɩɟɪɟɞ ɧɚɦɢ ɤɚɤ 
ɢɫɫɥɟɞɨɜɚɬɟɥɹɦɢ ɜɫɬɚɟɬ ɡɚɞɚɱɢ ɩɨɧɢɦɚɧɢɹ ɢɡɦɟɧɟɧɢɣ ɢ ɩɨɢɫɤɚ ɩɭɬɟɣ ɫɨɜɟɪ-
ɲɟɧɫɬɜɨɜɚɧɢɹ ɫɢɫɬɟɦ ɩɪɨɞɚɠ ɜ ɤɨɦɩɚɧɢɹɯ, ɪɚɛɨɬɚɸɳɢɯ ɧɚ ɪɵɧɤɟ ɨɩɬɨɜɵɯ 
ɩɪɨɞɚɠ ɩɨɬɪɟɛɢɬɟɥɶɫɤɢɯ ɬɨɜɚɪɨɜ. 
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